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X  Outlines  Way 

Television  May  Go 
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WICHITA 

is  BIG  BUSINESS 

Soaring  ever  higher  is  Wichita's  daily  re- tail sales  rate... now  topping  $1,000,000! 
KTVH  dominates  this  hub  of  the  rich 
Central  Kansas  area... a  diversified  area 
with  income  derived  from  oil,  cattle, 

agriculture,  and  aircraft  industry. 

To  sell  in  this  thriving  Kansas  market, 

buy  KTVH  with  unduplicated 
CBS-TV  coverage. 

KTVH 

CBS-TV  FOR  CENTRAL  KANSAS 

Main  office  and  studios  in  Hutchinson.  Office  and  studio 

in  Wichita  (Hotel  Lassen).  Howard  O.  Peterson,  General 

Manager.  Represented  nationally  by  H-R  Television,  Inc. 

CHANNEL  12 VHF- 240,000  WATT 



WTVR  EXCELS 

I  ftJ       ̂   C^\ki  F  P  A  Operating  on  CHANNEL  6  WTVR  is  the  only  station  in  the  Richmond  area  author- 
UN  V*  V/  Y  tlvHV/t  iZed  to  operate  in  the  PREFERRED  LOW-END  OF  THE  VHF  BAND.  No  other  station 

in  this  area  can  equal  WTVR's  WIDE  AREA  COVERAGE. 

WTVR  EXCELS 

I  K|  C  Afl  ITI  CC  CHANNEL  6  with  100,000  WATTS  is  operated  from  one  of  the  highest  self-support- 
UN  r^^^rf  I  I*  I  1  I  ing  antennas  in  America,  1049  FEET  ABOVE  SEA  LEVEL.  There  is  no  higher  elevation 

in  the  Richmond  area,  and  only  WTVR  can  assure  coverage  from  its  antenna  located  in  the  heart  of  the  City  of  Richmond. 

WTVR  is  the  only  station  in  this  area  which  has  studio  facilities  in  Richmond.  In  short  "The  South's  First  TV  Station"  is  RICH- 
MOND'S ONLY  TV  STATION  WITH  COMPLETE  RICHMOND  FACILITIES. 

WTVR  EXCELS 

IM  P  D  f\  P  A  K  fa  C  WTVR  LEADS  IN  THE  LATEST  PULSE  SURVEY  ACROSS  THE  BOARD.  No  station 

11^      I  i^^^mf  ▼  jn  this  area  equals  it.  In  one  day  WTVR  produces  more  local  programs,  starting 
at  7  a.m.  each  day,  than  all  other  stations  in  this  area  combined.  And  remember,  WTVR  programs  require  no  antenna  to  be 
received. 

WTVR  EXCELS 

THROUGHOUT  THE  DAY -IN  EVERY  WAY 

Represented  Nationally  by  Blair  Tv,  Inc  —  Affiliated  With  ABC-TV  Network. 



The  Leader.... 

DES  MOINES  TELEVISION-CHANNEL  8  IN  IOWA 

Look  at  these  commanding  audience  ratings! 

FULL  POWER-FULL  COVERAGE 

337  FIRSTS 

in  462  quarter  hours 
surveyed 

9  of  top  10 

multi-weekly  shows- 
local  news  ratings  up 

to  35.4 
FULL  POWER-FULL  COVERAGE 

TELEVISION 

ows 

SOURCE:  LATEST  A-R-B  FOR 
DES  MOINES  METROPOLITAN  AREA 

Katz  Has  The  Facts  On  That— 

Very  Highly  Audience  Rated, 

Sales  Results  Premeditated, 

CBS  Affiliated 

Station  in  Des  Moines! 

DeSalra  StTw  MwWn*Xnhfi  Xearbook  Numbers  (53rd  and  54th  issues)  published  in  January  and  July  by  Broadcasting  Publications,  Inc.,  1735 uebales  St.,  N.W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14.  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3  1879. 



THE    EYES    OF'TEXAS    ARE  ON 

KRLD-TV  HAS  THE  GREATEST  DALLAS 

VIEWING  AUDIENCE  BY,  FAR,  OF  ALL 

DALLAS-FT.  WORTH  TV  STATIONS 

MONDAY  THROUGH  FRIDAY 
7  AM  -  12  MID. 

STATION  AVERAGE  AUDIENCE 

KRLD-TV  41% 

STATION  B  29% 

STATION  C  ...........    .  22% 

STATION  D   8% 

SUNDAYS 

KRLD-TV  48% 

STATION  B  31  % 

STATION  C  12% 

STATION  D  9% 

These  averages  have  been  determined  by  the  use  of 
the  Telepulse  Report,  Dallas  Metropolitan  Area, 

April,  1956. 

NO  OTHER  TV  STATION  IN  TEXAS 

GIVES  YOU  AS  MUCH  COVERAGE  AS 

MAXIMUM 
>\»  •  ♦  •      •  •  • 

POWER 

Owners  and  operators  of  KRLD  -  50,000  Watts,  The  Dallas  Times 
Herald  Station,  Herald  Square,  Dallas  2,  Texas. 

JOHN  W.  RUNYON,  Chairman  of  the  Board  —  CLYDE  W.  REMBERT,  President 
REPRESENTED  BY  THE  BRANHAM  COMPANY 
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closed  circuit 

INSIDE,  SENATE  SIDE  •  Here's  inside 
on  Senate  Commerce  Committee's  ap- 

proach to  tv  problem:  Committee  is  revis- 
ing its  planned  interim  report  on  allocations 

in  light  of  FCC  allocations  report  last  week 
and  hopes  for  full  committee  approval  of 
new  draft.  It  would  comment  on  FCC  re- 

port, praising  FCC  for  finally  acting  and 

expressing  hope  Commission  is  serious 

about  carrying  through  its  proposals.  Com- 
ments would  indicate  approval  of  some 

FCC  proposals,  doubt  about  others.  Sen- 
ate report  would  replace  planned  interim 

reports  by  both  majority  and  minority  seg- 
ments of  the  committee. 

B»T 

ORIGINAL  majority  report  (before  FCC 

action)  had  recommended  selective  dein- 
termixture  on  broad  enough  scale  to  sup- 

port uhf  and  removal  of  10%  federal 
excise  tax  on  all-channel  sets  or  at  least 

all-channel  color  sets.  Report  asked  "non- 
disruptive"  deintermixture:  (1)  keep  vhf 
out  of  all-uhf  markets;  (2)  hold  back  vhfs 
where  not  granted  or  not  on  air  in  uhf 

markets;  (3)  delete  single  on-air  vhfs  in  uhf 
markets  unless  vhf  provides  only  service  for 

"substantial"  number  of  homes,  except  for 

keeping  balance  between  sole  service  to  cer- 
tain remote  areas  and  multiple  service  to 

more  people  in  center  of  market  area;  (4) 

substitute  vhf  if  possible  for  uhfs  in  two- 
vhf  markets;  (5)  try  to  provide  vhfs  for 

areas  overshadowed  by  big-city  vhfs  and 
where  geographic  and  physical  conditions 
argue  for  utilizing  advantages  of  vhf. 

B»T 

NEW  BRICKER  APPROACH  •  Minority 

report  urged  FCC  to  declare  policy  to  ( 1 ) 
move  all  tv  to  uhf  in  major  part  of  country 
after  finding  uhf  is  technically  mature 
enough  to  support  tv  system;  (2)  find  gaps 

in  uhf  technology  and  sponsor  crash  pro- 

gram to  fill  them;  (3)  hold  continuing  pro- 
ceedings with  comments  during  move;  (4) 

authorize  5,000  kw  for  uhfs;  (5)  grant 

temporary  "stop-gap"  deintermixture  to 
strengthen  competition;  (6)  continue  grant- 

ing uhfs  and  vhf  consistent  with  (5).  Re- 
port called  for  5-8-year  transition  period 

and  simultaneous  uhf-vhf  transmission  to 
amortize  equipment  and  sets  and  use  of 

vhf-only  for  certain  geographical  condi- 
tions. Plan  would  turn  remaining  vhf  band 

over  to  non-broadcast  services.  Both  ma- 
jority and  minority  reports  favored  giving 

existing  outlets  priority  at  new  grants. 

B»T 

WCAO  Baltimore,  acquired  by  Plough  Inc. 

for  $590,710  [B»T,  March  26],  has  noti- 
fied CBS  Radio  it  will  cancel  affiliation  and 

go  independent  effective  with  contract  ex- 
piration Dec.  6.  CBS  Radio  is  negotiating 

with  other  Baltimore  outlets,  it's  under- 
stood, with  likelihood  that  new  affiliation 

will  be  announced  within  next  few  weeks. 

WHERE'S  PAT?  •  With  special  presenta- 
tion reported  to  be  one  of  most  am- 

bitious that  network  ever  prepared,  Sly- 
vester  L.  Weaver  Jr.,  NBC  chairman  of 

board,  last  week  had  series  of  quiet  meet- 
ings with  top  executives  of  automotive 

companies  in  Detroit.  Essence  of  his  pres- 
entation is  that  makers  of  autos  and  parts 

cannot  hope  to  put  needed  push  behind 
sales  without  extensive  use  of  tv  advertis- 

ing. He's  said  to  have  renewed  two  ac- 
counts (A.C.  Sparkplugs  and  United 

Motors)  and  to  be  hot  on  trail  of  new 
business. 

B«T 

IF  AUTO  MAKERS  don't  start  jumping 

on  tv  bandwagon,  they'll  have  only  them- 
selves to  blame.  They're  getting  lot  of 

original  research  these  days  from  tv  mis- 
sionaries trying  to  rid  them  of  their  ages- 

old  newspaper  bias,  and  they're  due  to  get 
more.  In  addition  to  special  auto  studies 

revealed  last  week  by  TvB  and  ABC-TV 
(see  stories  page  35),  NBC-TV  is  getting 
ready  to  break  one  conducted  by  Advertest 
Research  and  pointing  up,  like  others, 
dealer  preference  for  tv  as  means  of  getting 

prospects  into  show  rooms. 

B«T 

NO  BACKDOWN  •  While  there's  com- 
plete silence  around  NARTB  headquarters 

about  proposal  of  disgruntled  group  of  tv 
code  subscribers  to  form  independent  code 

unit,  one  thing  is  certain — association  isn't 
scaring  easily.  Instead  of  letting  up  in  an- 

nounced crackdown  against  persistent  code 

violators,  it's  known  that  code  staff  is  under 
orders  to  toughen  up  its  monitoring  and 
station-contact  work.  Most  tv  code  activity 

is  handled  quietly,  on  person-to-person 
basis.  Some  code  officials  contend  pub- 

licizing of  any  station  revolt  from  ethical 
structure  is  just  what  tv  needs  to  convince 

critics  that  document  is  really  doing  effec- 
tive job  of  raising  calibre  of  telecasting. 

B»T 

HERSHEY  Chocolate  Corp.,  which  since 

its  founding  early  in  century  has  never  ad- 
vertised, may  change  its  policy.  Both  J. 

Walter  Thompson  Co.  and  BBDO  report- 

edly are  preparing  presentations  for  Penn- 
sylvania company  to  cover  all  media. 

LOOKING  IN  CHICAGO  •  Anomalous 

situation  whereby  WGN-AM  cancels  its 
affiliation  with  Mutual  effective  Aug.  31 

[B«T,  May  7]  although  it  is  minority  stock- 
holder, has  sent  Mutual  President  John  B. 

Poor  searching  for  new  affiliate  or  acquisi- 

tion of  station.  It's  understood  that  over- 
tures were  made  to  WJJD  Chicago,  owned 

by  Plough  Inc.,  for  acquisition  but  was 
told  that  station  was  not  for  sale.  Latest 
records  show  WGN  Inc.  to  be  2.16% 

stockholder  in  MBS,  but  it's  understood  it 
disposes  of  that  interest  to  General  Tele- 
radio,  MBS  parent  which  holds  95.3%, 

upon  disaffiliation. 

FINAL  two  days  of  hearings  by  Senate 

Commerce  Committee  in  probe  of  tv  net- 

works and  uhf-vhf  won't  be  held  until 
sometime  after  July  9.  Staff  was  shooting 

for  that  date  at  Chairman  Magnuson's  sug- 
gestion but  ran  into  conflicting  schedules. 

FCC  testimony  on  its  allocations  report 
expected  to  occupy  final  day  of  sessions. 

B«T 

SLEEPER  •  Tucked  away  in  FCC's  new 
tv  allocation  report  and  order  (see  full 
text  on  perforated  pages  91  to  97)  is  highly 

significant  provision  (No.  32)  that  could 
mean  additional  stations  for  number  of 

markets  without  departing  from  engineer- 
ing standards.  It  is  provision  to  measure 

spacings  (mileage  separations)  from  trans- 
mitter-to-transmitter, instead  of  main  post 

office-to-post  office.  Latter  is  unrealistic 

since  post  office  locations  aren't  necessarily 
in  center  of  cities.  T-to-t  separations,  on 
other  hand,  do  what  FCC  originally  in- tended anyway. 

B»T 

PRESSURE  of  committee  legislative  ac- 
tivity has  caused  Edward  Jarrett,  chief 

clerk  of  Senate  Commerce  Committee,  to 
reverse  his  decision  to  become  chief  aide 

to  J.  Leonard  Reinsch  in  handling  of  Chi- 
cago Democratic  convention  [B»T,  June 

18].  Mr.  Jarrett  originally  had  agreed  to  ac- 
cept appointment,  with  acquiescence  of 

Chairman  Magnuson  (D-Wash.),  but  in- 
dications that  Congress  will  remain  in  ses- 

sion until  end  of  July,  forced  reversal. 

B»T 
STILL  IN  BALL  GAME  •  Commodore 
E.  M.  Webster,  whose  term  on  FCC  ended 

last  Saturday,  after  nine  years  as  commis- 
sioner and  47  years  in  government  service, 

will  retire  from  government  but  not  from 
communications.  While  he  will  take  short 

vacation,  it  is  expected  he  will  be  avail- 
able for  private  consultancy  at  policy  level, 

headquartering  in  Washington.  He  is  ex- 

pert in  marine,  safety-of-life  and  communi- 
cations engineering,  and  during  his  30 

years  in  Coast  Guard  served  several  ten- 
ures as  chief  communications  officer. 

B»T 

NATIONAL  Women's  Christian  Temper- 

ance Union  apparently  believes  there's 
more  than  one  way  to  skin  cat.  Failing 

to  get  legislation  passed  this  year  to  ban 

liquor  advertising  on  radio-tv  and  other 

media,  they've  asked  to  testify  before  Sen- 
ate Commerce  Committee  in  support  of 

Bricker  bill  for  network  regulation. 

B»T 
GOTHAM  BRANCH  •  Potent  sniping  at 
broadcasters,  radio  and  tv  alike,  by  organ- 

izations and  all  sorts  of  individual  inter- 

ests may  bring  about  long-planned  move 
to  open  NARTB  office  in  New  York.  This 
would  be  designed  to  strengthen  relations 
with  other  media,  business  associations 

and  advertising  pursuits  as  well  as  to  serv- 

ice large  number  of  inquiries  that  origi- 
nate in  New  York. 
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That's  okay,  TIME  Magazine  .  .  . 

.  .  .  you  transposed  the  call  letters  of  Omaha's 
most-listened-to  radio  station  6  different  times 

in  the  June  4th*  issue  .  .  . 

.  .  .  but  Hooper,  Pulse  and  Trendex 
have  it  straight: 

The  call  letters  of  the  radio  station  with 

the  biggest  audience  all  day  .  .  .  are  K-O-W-H. 

Hooper  says  so  to  the  tune  of  44.2%  of  the 
audience. 

Pulse  agrees  to  the  tune  of  204  out  of  240  first 

place  quarter  hours  for  K-O-W-H. 

Trendex  chimes  in  with  firsts  for  K-O-W-H 

in  every  time  period. 

For  some  good  TfME  in  the  right  spots,  call 

KOWH  General  Manager  Virgil  Sharpe,  or  the 
H-R  man. 

WDGY,  Minneapolis-St.  Paul      KOWH,  Omaha      WHB.  Kansas  City    WTIX,  New  Orleans     WQAM*.  Miami 
Represented  by  Represented  by         Represented  by  Representee   by  Represented  by 

Avery- Knodel,  Inc.  H-R  Reps.  Inc.        John  Blair  &  Co.      Adam  J.  Younq,  Jr.     John  Blair  &  Co. 

*  Transfer  subject  fo  FCC  approval 
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at  deadline 

NAME  BANDS  ON  WEEKDAY  MORNINGS 

NEW  TACK  FOR  NBC  RADIO  PROGRAMMING 

PLAN  for  two-hour  daily  program  of  live 

music  featuring  "name"  orchestras  was  un- 
veiled by  NBC  Radio  Friday  as  its  nomination 

for  successor  to  morning  portion  of  Weekday 
service,  which  has  been  center  of  controversy 
since  it  started  last  November  and  which,  NBC 
revealed,  will  go  off  air  July  27. 

Details  of  new  programming,  slated  for  10 
a.m.  to  12  noon  spot  Mondays  through  Fridays 
and  tentatively  titled  NBC  Bandstand,  were 
laid  before  NBC  affiliates  executives  committee 

in  all-day  meeting  Friday  and  will  be  presented 
to  all  NBC  Radio  affiliates  by  closed  circuit  at 
noon  today  (Mon.).  Network  officials  said  they 
definitely  plan  to  start  Bandstand  July  30. 

It  will  be  sold  to  advertisers  on  same  basis 

as  Weekday — in  one-minute,  30-second,  and 
six-second  participations — and  compensation  to 
stations  also  will  be  on  Weekday  basis. 

There  was  some  discussion  of  station  com- 
pensation during  meeting,  participants  said,  but 

prospects  of  raising  it  were  linked  primarily 
to  whether  or  not  new  programming  revitalizes 
advertiser  interest.  There  was  no  question  of 
raising  compensation  merely  because  of  CBS 

Radio's  similar  action  few  weeks  ago  [B«T, 
June  11,  et  seq.],  authorities  reported. 
Among  name  bands  being  considered  for 

Bandstand,  NBC  said,  are  those  of  Dorsey 
Brothers,  Benny  Goodman,  Guy  Lombardo, 

May  Tv  Network  Gross 

Up  21.4%  Over  1955's 
MAY  TV  NETWORK  gross  time  sales  totaled 
$40,610,429,  gain  of  21.4%  over  May  1955 
billings,  Publishers  Information  Bureau  re- 

ported Friday.  For  five-month  period,  January- 
May,  1956  gross  for  tv  networks  was  $196,- 
267,677,  up  18.6%  from  gross  for  same  period 

of  last  year.  PIB's  network-by-network  com- 
parison of  1956  and  1955  tv  network  gross  time 

sales  follows: 

MAY % 1956 1955 Change 
ABC $  6,639,132 $  3,606,427 

+  84.1 CBS 18,260,894 15,978,680 

+  14.3 DuM.* 273,640 
NBC 15,710,403 13,591,687 

+  15.6 Total $  40,610,429 $  33,450,434 

+21.4 JAN. -MAY % 1956 1955 Change 
ABC $  32,361,238 $  18,226,301 

+77.6 
CBS 88,563,636 77,967,657 

+  13.6 DuM.* 2,685,835 NBC 75,342,803 66,572,049 
+  13.2 Total $196,267,677 $165,451,842 
+  18.6 *  DuMont  dropped  its  network  operation  in  Sept.  1955. 

KXXL  Sold  for  $125,000 

KXXL  Monterey,  Calif.,  sold  by  Stephen  A. 
Cisler  to  Pacific  Ventures  Inc.  (among  owners: 
Morton  Downey,  singer;  H.  G.  Wells,  manager, 
KOLO  Reno),  Reno,  Nev.,  corporation.  Price 
was  $125,000.  Transaction  is  subject  to  FCC 

approval.  Blackburn-Hamilton  Co.  handled 
sale.  KXXL  operates  on  630  kc  with  1  kw  and 
is  daytime  independent.  Mr.  Cisler  recently 
sold  KEAR  San  Francisco  to  David  Segal,  prin- 

cipal in  Mid-America  Broadcasting  Co.,  for 
$500,000.  Station  had  been  off  air  temporarily 
because  of  tax  lien  but  resumed  operations 
[B»T,  June  25]. 

Freddie  Martin,  Sammy  Kaye,  Les  Brown, 
Xavier  Cugat,  Harry  James,  Ray  Anthony  and 
Louis  Armstrong.  Bandstand  idea  attributed 
largely  to  William  R.  (Billy)  Goodheart,  show 
business  veteran  who  joined  NBC  in  May. 

Lester  W.  Lindow  of  WFDF  Flint,  Mich., 
chairman  of  affiliates  executive  committee,  re- 

ported after  meeting  that  his  committee  had 

presented  to  NBC  officials  "a  wide  variety  of 
views  and  opinions  about  radio  broadcasting 
which  had  been  received  from  the  individual 
stations  throughout  the  country.  These  were 
received  with  great  interest  by  the  network 

officials  and  were  discussed  and  reviewed  .  .  ." 
Network  delegation  was  headed  by  President 

Robert  W.  Sarnoff,  who  stressed  commercial 

success  of  weekend  Monitor  (after  which  Week- 
day was  patterned),  and  Board  Chairman  Syl- 

vester L.  (Pat)  Weaver  Jr.  Other  participants 
included  Charles  R.  Denny,  vice  president  for 

owned  stations  and  spot  sales;  Al  Capstaff,  ex- 
ecutive producer  of  Monitor,  and  Kenneth  W. 

Bilby,  vice  president  for  public  relations. 
Executive  committeemen  are  Mr.  Lindow; 

George  Harvey,  WFLA  Tampa,  Fla.;  William 
Rines,  WCSH  Portland,  Me.;  Ben  Larson, 
KDYL  Salt  Lake  City;  George  Wagner,  KFI 

Los  Angeles;  David  Baltimore,  WBRE  Wilkes- 
Barre,  Pa.;  Leonard  Reinsch,  WSB  Atlanta,  and 
Harold  Hough,  WBAP  Fort  Worth. 

Crowell-Collier  Announces 

Closing  'American  Magazine' 
CROWELL-COLLIER  Pub  Co.  announced  Fri- 

day it  will  (1)  cease  publication  of  American 

Magazine  with  August  issue,  and  ( 2 )  raise  ad- 

vertising rates  of  Collier's  and  Woman's  Home 
Companion,  into  which  American's  editorial 
content  will  be  integrated  starting  with  Sep- 

tember issues.  Collier's  and  Companion  rates 
go  up  12%,  and  another  10%  will  be  added  to 
Collier's  based  on  rise  in  guaranteed  circulation 
from  3.7  million  to  4  million  per  issue. 

C-C,  which  retains  American  title  "for  use 
in  another  context  in  the  future,"  explained  de- 

cision by  saying  American's  basic  editorial 
functions  are  now  "overlapped"  by  two  others. 
Publisher  Paul  C.  Smith  said  C-C's  "reorienta- 
tion-refocusing  drive  is  taking  us  deeply  into 
the  television,  radio  and  phonograph  record 

business"  but  that  C-C's  "first  order  of  the 
day"  will  be  to  continue  publishing  national 
magazines.  C-C  has  bought,  subject  to  FCC 

approval,  KFWB  Hollywood,  Calif.;  KULA- 
AM-TV  Honolulu,  and  Consolidated  Television 
&  Radio  Broadcasters  Inc.  (Harry  M.  Bitner 

interests)  in  Indianapolis,  Grand  Rapids,  Min- 
neapolis and  Flint,  for  total  of  six  radio  and 

four  tv  stations  [B»T,  April  30,  et  seq.] 

Seeks  Majority  Control 
FCC  Friday  was  asked  to  approve  transfer  of 
control  of  KMVI-AM-TV  Wailuku,  T.  H.,  to 
J.  Walter  Cameron,  present  41.7%  stockholder. 
Mr.  Cameron,  local  businessman,  purchases, 
subject  to  FCC  approval,  41%  of  stations  held 

by  Maui  Pineapple  Co.,  for  $30,950.  KMVI-TV 
is  on  ch.  12  and  is  satellite  of  KONA  (TV) 
Honolulu.  KMVI  is  550  kc,  1  kw. 

•   BUSINESS  BRIEFLY 

RADIO  IN  165  •  Pharmaco  Inc.  (Feen-a-Mint 
and  Chooz),  Kenil worth,  N.  L,  planning  radio 
spot  announcement  campaign  using  daytime 
minutes  in  about  165  markets,  starting  Sept. 

17.  Contract  runs  from  26  to  34  weeks  de- 
pending on  market.  Doherty,  Clifford,  Steers 

&  Shenfield,  N.  Y.,  is  agency. 

TIME  FOR  HALO  •  Colgate-Palmolive  Co. 
(Halo  shampoo),  N.  Y.,  asking  for  radio  and 
television  availabilities  starting  July  31  to  run 
through  end  of  year.  Approximately  five  to  15 
announcements  weekly  will  be  used  in  each 
market.  Nearly  100  radio  and  70  television 
stations  will  be  used  for  campaign.  Carl  S. 
Brown,  N.  Y.,  is  agency. 

NEXT  TO  MICKEY  •  Hassenfield  Brothers 
(novelties  manufacturer),  Central  Falls,  R.  I., 
buying  chain  breaks  next  to  Mickey  Mouse 
Club  on  number  of  ABC-TV  stations,  to  start 
early  in  September  and  run  to  Christmas.  Bo 
Bernstein,  Providence,  is  agency. 

POLITICAL  TV  •  Alliance  Tennarotor  (rotat- 
ing antenna  for  television  sets),  Alliance,  Ohio, 

considering  tv  spot  announcement  campaign  to 
start  in  August  on  stations  carrying  political 
coverage  of  conventions  and  election.  Fuller  & 
Smith  &  Ross,  Cleveland,  is  agency. 

CLOTHES  BUY  •  Howard  Clothes,  N.  Y.,  to 

use  three-week  spot  saturation  campaign  on  13 
radio  stations  in  New  York,  Philadelphia,  Chi- 

cago and  Boston,  starting  July  15.  Agency: 
Peck  Adv.,  N.  Y. 

CANDIDATE  LOOKING  •  Pennsylvania 
Democratic  Committee,  for  candidate  Joe 

Clark's  U.  S.  senatorial  race,  looking  for  five, 
ten  and  fifteen-minute  periods  in  television 
throughout  Pennsylvania,  to  start  Sept.  17  and 
run  through  Nov.  5.  Group  is  interested  basic- 

ally in  weather  and  news  shows  and  women's 
participations  in  early  and  mid-evening.  Radio 
and  tv  spots  will  also  be  used.  Kastor,  Farrell, 
Chesley  &  Clifford,  N.  Y.,  is  agency. 

Committee  Won't  Subpoena 

N.  W.  Ayer,  'Post-Dispatch' NO  SUBPOENAS  will  be  issued  against  N.  W. 
Ayer  &  Son,  Philadelphia,  or  against  St.  Louis 
Post-Dispatch,  Rep.  Clarence  Cannon  (D-Mo.), 
chairman  of  House  Appropriations  Committee, 
announced  Friday  following  voluntary  appear- 

ance of  Edward  R.  Dunning,  executive  vice 
president  of  advertising  company.  St.  Louis 
newspaper  refused  to  permit  editorial  writer  to 
voluntarily  appear.  Committee  was  seeking  in- 

formation on  $100,000  one-shot  newspaper 
campaign  by  group  of  private  power  companies 
regarding  atomic  energy  development  and  back- 

ground on  Post-Dispatch  editorial  on  same 
subject. 

Earlier  in  week,  Rep.  Frank  T.  Bow  (R- 
Ohio),  former  WHBC  Canton,  Ohio,  news- 

caster and  general  counsel  for  Cox  committee 
which  investigated  FCC  in  early  40s,  warned 

colleagues  in  House  floor  speech  that  commit- 
tee's action  to  issue  subpoenas  was  "dangerous 

and  unprecedented."  He  said  he  feared  commit- 
tee's action  "invaded  the  freedom  of  press"  and 

was  "political  excursion." 
Broadcasting   •  Telecasting 
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PEOPLE 

Peoria,  Springfield,  Raleigh 

Tv  Grants  Issued  by  FCC 

FCC  issued  three  final  tv  decisions  Friday — 

granting  ch.  8,  Peoria,  111.,  to  WIRL  there;  ch. 

2  Springfield,  111.,  to  WMAY-TV  Inc.,  and 
ch.  5  Raleigh,  N.  C,  to  WRAL  there. 

Peoria  and  Springfield  grants  forbade  con- 
struction until  outcome  of  pending  deintermix- 

ture  proceedings  in  those  two  cities  (see  alloca- 
tions story,  page  27). 

Grant  to  WIRL  Peoria  sustained  examiner's 
decision,  was  made  on  preferences  given  that 
station  for  local  ownership,  civic  participation 

of  principals,  diversification  of  business  inter- 
ests of  principals,  integration  of  ownership  and 

management  and  diversification  of  media  of 
mass  communications.  WIRL  owned  by  Tim- 

othy W.  Swain  and  lohn  H.  and  Edward  J. 
Altorfer.  Losing  applicant  WMDB  Peoria 
owned  by  Charles  C.  Caley,  66%%,  and  John 
E.  Fetzer,  33  V3  % ,  who  have  other  radio  and  tv 
interests. 

Reversing  examiner  in  grant  to  WMAY  Tv 
Inc.  in  Springfield,  FCC  found  it  to  be  preferred 
on  grounds  of  broadcast  experience  of  owners 
and  integration  of  ownership  and  management. 
WMAY  Tv  Inc.  owned  50%  by  WMAY  that 
city  and  28.5%  by  Lee  Ruwitch  (WTVJ  [TV] 

Miami,  Fla.).  Losing  applicant  Sangamon  Val- 
ley Tv  Corp.  is  40%  owned  by  WTAX  Spring- 

field. 

Sustaining  examiner's  initial  decision,  grant 

at  deadline 

FAST  FASHIONS 

IN  WHAT  was  termed  "another  example 
of  the  importance  of  television  as  a  news 

medium,"  Peter  Pan  Foundations  Inc. 
(bras  and  girdles),  New  York,  announced 
it  will  sponsor  Paris  Fashion  Preview  on 
ABC-TV  Aug.  29  (3:30-4  p.m.  EDT)  on 
same  day  that  news  of  new  Paris  fall- 
winter  fashions  are  carried  in  newspapers 
and  magazines.  Agency  is  Ben  Sackheim, 
New  York. 

Peter  Pan  spokesman  added  that  Peter 

Pan  sponsorship  marks  first  use  of  net- 
work tv  on  major  scale.  He  estimated 

that  cost  of  filming  fashions,  plus  expend- 
itures for  time  and  talent,  would  run  to 

about  $100,000. 

to  WRAL  in  Raleigh  was  predicated  on  integra- 
tion of  ownership  and  management,  diversifica- 
tion of  business  interests  of  principals  and 

diversification  of  ownership  of  media  of  com- 
munications. In  latter  Commission  accepted 

examiner's  reasoning  which  held  that  WRAL 
should  be  preferred  because  it  would  give  that 
station  dominant  tv  station  in  Raleigh,  leaving 
competitor  WPTF  with  dominant  radio  station. 
Raleigh  News  &  Observer,  dominant  printed 
media,  owns  14%  of  WNAO-AM-FM-TV 
Raleigh  (ch.  28).  WRAL  is  owned  by  A.  J. 
Fletcher  and  family. 

ELDON  E.  SMITH,  vice  president,  Young  & 

Rubicam,  appointed  manager  of  Chicago  office. 
He  has  been  manager  of  merchandising  depart- 

ment and  member  of  agency's  plans  board  in 
New  York  since  1953. 

JOHN  BROOKMAN,  former  vice  president  and 

manager  of  Ruthrauff  &  Ryan's  Toronto  office 
(recently  closed),  to  BBDO,  same  city,  as  senior 
account  executive. 

NORMAN  BAER,  director  of  radio  and  televi- 
sion, Hilton  &  Riggio,  N.  Y.,  to  Lewin,  Wil- 
liams &  Saylor  Inc.  in  same  capacity. 

W.  SCOTT  LEONARD,  formerly  vice  president 
and  account  supervisor  at  Young  &  Rubicam, 
Chicago,  and  with  agency  past  eight  years,  to 
J.  Walter  Thompson  Co.,  same  city,  as  account 
representative  effective  today  (Mon.),  ROBERT 
D.  DOHN,  formerly  art  director  at  Foote,  Cone 
&  Belding,  Chicago,  to  Thompson  in  similar 

capacity,  and  BETTY  STUART  SMITH,  direc- 
tor of  radio-tv  publicity  for  all  agency  accounts 

in  New  York,  transferred  to  Thompson  in  Chi- 
cago as  copywriter  on  Kraft  Foods  account. 

MILTON  PICKMAN,  production  assistant  to 
Jerry  Wald  at  Columbia  Pictures,  Hollywood, 

appointed  vice  president  in  charge  of  program- 
ming for  Briskin  Productions  Inc.,  Hollywood, 

which  supervises  production  for  Screen  Gems 

Inc.,  tv  film  production  and  distribution  sub- 
sidiary of  Columbia  Pictures. 

ROBERT  H.  HARTER  appointed  sales  man- 
ager of  Central  Broadcasting  Co.  (WHO-AM- TV  Des  Moines,  Iowa). 

JAMES  T.  WELLS  JR.,  formerly  copy  super- 
visor on  RCA-Victor  records  and  other  ac- 

counts at  Grey  Adv.  Agency,  N.  Y..  to  copy 
staff  of  Needham,  Louis  &  Brorby,  same  city. 

AAAA  Names  Top  Officers 

For  1956  Committee  Duties 

APPOINTMENT  of  chairmen  and  vice  chair- 
men of  six  committees  and  nine  standing  com- 

mittees to  serve  for  year  ending  next  May  31 
announced  by  American  Assn.  of  Advertising 

Agencies'  board  include  renaming  of  Frank  G. 
Silvernail  of  BBDO,  N.  Y.,  as  chairman,  and 
Jane  Daly  of  Earle  Ludgin,  Chicago,  as  vice 
chairman  of  broadcast  media  unit.  Also  re- 

named: John  F.  Devine  of  J.  Walter  Thompson 
Co.,  N.  Y.,  as  chairman,  and  C.  Burt  Oliver 
of  Foote,  Cone  &  Belding,  Hollywood,  as  vice 
chairman  of  television  and  radio  administration 
committee.  Both  broadcast  media  and  tv-radio 
administration  are  standing  committees. 

Named  to  six  committees  from  among  AAAA 
directors-at-large  were  these  chairmen  and  vice 
chairmen: 

Advertiser  relations:  chairman,  Harry  Hard- 
ing of  Young  &  Rubicam,  N.  Y.;  vice  chair- 

man, William  A.  Marsteller  (reappointment) 
of  Marsteller,  Rickard,  Gebhardt  &  Reed,  Chi- 

cago; agency  administration:  chairman,  Bryan 
Houston  of  Bryan  Houston,  N.  Y.;  vice  chair- 

man, Larry  Wherry  of  Wherry,  Baker  &  Tilden, 
Chicago;  agency  personnel:  chairman,  Joseph 
H.  Epstein  (reappointment)  of  Fitzgerald  Adv., 
New  Orleans;  vice  chairman,  Henry  C.  Flower 
Jr.  of  J.  Walter  Thompson  Co.,  N.  Y.;  govern- 

ment, public  and  educator  relations:  chairman, 

Robert  M.  Ganger  (reappointment)  of  D'Arcy 
Adv.,  N.  Y.;  vice  chairman,  Otto  Kleppner  of 
Kleppner  Co.,  N.  Y.;  improvement  of  advertis- 

ing content:  chairman,  Arthur  E.  Tatham  (re- 
appointment) of  Tatham-Laird,  Chicago;  vice 

chairman,  Edwin  Cox  (reappointment)  of  Ken- 
yon  &  Eckhardt,  N.  Y.;  media  relations:  chair- 

man, Emerson  Foote  of  McCann-Erickson, 
N.  Y.;  vice  chairman,  Peter  G.  Levathes  (re- 

appointment) of  Young  &  Rubicam,  N.  Y. 

Designated  to  other  seven  standing  commit- 
tees were  following: 

Business  publications:  chairman.  C.  E.  Liv- 
ingston of  Ketchum,  MacLeod  &  Grove,  Pitts- 
burgh; vice  chairman,  Fred  Wittner  of  Fred 

Wittner  Adv.,  N.  Y.;  international  advertising: 

chairman,  Vincent  Tutching  of  McCann-Erick- 
son, N.  Y.;  vice  chairman,  W.  A.  Weaver  of 

Griswold-Eshleman  Co.,  Cleveland;  magazines 
and  farm  papers:  chairman,  William  E.  Steers 
(reappointment)  of  Doherty.  Clifford,  Steers  & 
Shenfield,  N.  Y.;  vice  chairman,  E.  W.  Froelich 
(reappointment)  of  MacManus,  John  &  Adams, 
Bloomfield  Hills,  Mich.;  mechanical  produc- 

tion: chairman,  Erwin  A.  Miessler  (reappoint- 
ment) of  Needham,  Louis  &  Brorby,  Chicago; 

vice  chairman,  Milton  J.  Sutter  (reappointment) 
of  Cunningham  &  Walsh,  N.  Y.;  newspapers: 
chairman,  Daniel  M.  Gordon  of  Ruthrauff  & 
Ryan,  N.  Y.;  vice  chairman,  Robert  F.  Hussey 
of  Foote,  Cone  &  Belding,  Chicago;  outdoor 
and  transportation  advertising:  chairman,  J.  J. 

Hartigan  (reappointment)  of  Campbell-Ewald 
Co.,  Detroit;  vice  chairman,  W.  F.  MacDonald 
(reappointment)  of  Kudner  Agency,  N.  Y.; 
research:  chairman,  D.  E.  Robinson  (reappoint- 

ment) of  C.  J.  LaRoche  &  Co.,  N.  Y.;  vice 
chairman,  Edward  Battey  (reappointment)  of 
Compton  Adv.,  N.  Y. 

Hauser  Seeks  Eureka  Ch.  13 

APPLICATION  for  ch.  13  at  Eureka,  Calif, 

(with  studio  at  Humboldt),  filed  with  FCC  Fri- 
day by  Carroll  R.  Hauser,  owner  of  KHUM 

Eureka  and  45% -owner  of  KVEN  Ventura, 
Calif. 

Poller  Would  Buy  WOPT  (TV) 

As  Subscription  Tv  Station 

APPLICATION  to  purchase  ch.  44  WOPT 

(TV)  Chicago,  provided  FCC  will  allow  station 
to  be  operated  on  parttime  subscription-tv  basis, 
was  filed  with  Commission  Friday  by  Lou 
Poller,  who  early  last  month  asked  FCC  to 

authorize  pay-tv  operation  for  his  ch.  25 
WCAN-TV  Milwaukee  [B«T,  June  18]. 

Purchase  of  WOPT  from  WOPA  Inc.,  en- 
tailed no  cash  and  did  not  involve  WOPA-AM- 

FM.  If  FCC  approves  purchase  (this  assumes 

approval  of  pay-tv  plan),  Poller  firm  (Tv  Ex- 
hibitors of  America)  would  issue  WOPA  Inc. 

7Vi  %  of  non-voting,  Class  B  stock  in  WOPT, 
according  to  application. 

Proposed  Chicago  fee-tv  operation  would  be 
similar  to  that  envisioned  for  Milwaukee  with 

25%  paid,  75%  normal  operation. 

Right  Once,  Sindlinger 

Again  Predicts  Sunday  Duel 

SUBSTANTIATING  prediction  of  Sindlinger 

&  Co.  that  Steve  Allen's  first  telecast  opposite 
Ed  Sullivan  (June  24)  would  fail  to  attract  half 
as  many  viewers  as  Sullivan  [B*T,  June  25], 
Sindlinger  interviewers  early  last  week  found 
actual  viewing  in  ratio  of  67.8%  for  Sullivan 
to  32.2%  for  Allen.  Pulse  rated  Sullivan  35.3, 

Allen  15.1;  Trendex,  Sullivan  24.6,  Allen  13.3. 

Sindlinger  Thursday  estimated  that  Allen's  sec- 
ond telecast  (yesterday),  would  reduce  audience 

ratio  to  three-to-two,  59.4%  or  42,025,000 
viewers  for  Sullivan,  40.6%  or  28,766,000  for 
Allen. 
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the  week  in  brief 

FCC  CHARTS  TV  FUTURE 

Beginning  with  immediate  deintermix- 

ture  of  13  markets,  Commission's  long- 

range  plan  envisages  eventual  shift  of 

all  tv  to  uhf,  if  uhf  performance  can 

be  raised  to  vhf  level  .  ...  .27 

Full  text  of  FCC  report   91 

MEDIA  FACE  GREATEST  CHALLENGE 

Advertising  media  must  keep  retail  sales 

going  up  as  automation  shifts  burden 

of  continued  business  expansion  from 

production  to  distribution,  Advertising 

Assn.  of  West  convention  hears    .  29 

TV  DRAWS  AUTO  PROSPECTS 

Dealers  and  customers  agree  that  tele- 

vision does  best  job  of  any  medium  in 

luring  people  into  automobile  show- 

rooms, studies  by  ABC-TV  and  TvB 

reveal   35 

PRODUCERS  SUE  REVLON 

Broadway  producers  charge  cosmetic 

firm  with  depriving  them  of  services  of 

Hal  March,  $64,000  Question  m.c,  for 

play  scheduled  for  fall  production  42 

ARF  PLANS  TV  SET  REPORT 

$17,000  study,  financed  by  the  tv  net- 

works, NARTB  and  TvB,  will  com- 
bine Census  and  Nielsen  data  to  give 

county-by-county  estimate  of  tv  fami- 

lies for  February  1956,  Advertising  Re- 
search Foundation  announces  46 

NTA  FILM  NETWORK 

National  Telefilm  Assoc.  film  net- 
work, to  start  in  October,  already  has 

50  affiliated  stations,  NTA  President 

Ely  A.  Landau  reports   56 

TELEPROMPTER  NETWORK  NEARER 

Leading  station  operators  join  com- 

mittee to  help  launch  nationwide,  pri- 

vately-owned wire  communications  net- 
work for  broadcasting  industry  .  .  .  .58 

departments 
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HOUSE  PROBES  NBC-WBC  SWAP 

Exchange  of  NBC's  radio-tv  properties 
in  Cleveland  for  those  of  W estinghouse 

Broadcasting  Co.  in  Philadelphia  gets 

close  scrutiny  by  House  Antitrust  Sub- 
committee  60 

NO  NEW  RULES  SEEN  FOR  TV 

Kenneth  Cox,  special  counsel  to  Senate 

Commerce  Committee,  tells  AT  AS  that 

no  new  regulations  of  television  are 

being  sought  now,  but  warns  that  Con- 
gress will  watch  closely  for  signs  of 

"abuses"   66 

RADIO  STATION  GROUP  INDICTED 

Federal  grand  jury  indicts  the  Philadel- 
phia Radio  &  Television  Broadcasters 

Assn.,  10  Philadelphia  radio  stations 

and  nine  station  officers  on  charges 

of  illegal  fixing  of  station  rates  .  .  .67 

COURT  STAYS  READ  EXPULSION 

Leader  of  AFM  Hollywood  Local  47 

revolt  against  union's  trust  fund  poli- 
cies gets  court  order  staying  his  ex- 

pulsion  72 

MBS  OUTLETS  LIKE  NEW  PACT 

Two-week  series  of  regional  meetings 

show  plan  generally  accepted,  Mutual 

officials  say,  although  some  stations 

expected  to  leave  network   74 

AAW  PRESENTS  AWARDS 

Southern  Pacific  radio  jingle  and 

Chevrolet  tv  spot  win  top  honors  in 

annual  competition  of  Advertising 

Assn.  of  West  80 
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WOOD LAND 

-TV 

Here's  the  business  end  of  a  high-powered  motoring  market  you  may  be 

missing  .  .  .  currently  wheeling  along  at  the  rate  of  $514-million  for  gas, 

oil  and  automotive  products.  Western  Michigan  motorists  are  YOURS  .  .  . 

when  you  buy  WOOD-TV,  Grand  Rapids'  only  television  station  .  .  .  the 

country's  18th  television  market.  Ask  us  to  tell  you  more! 

WOOD-TV 

WOODLAND  CENTER 
GRAND  RAPIDS,  MICHIGAN 

•  BATTLE  CREEK 
•  KALAMAZOO 

GRANDWOOD  BROADCASTING  COMPANY  •  NBC  BASIC:  ABC  SUPPLEMENTARY  •  ASSOCIATES:  WFBM-AM 
AND    TV.  INDIANAPOLIS:   WFDF,  FLINT;  WTCN-AM   AND  TV.   MINNEAPOLIS     •     REPRESENTED    BY    K  AT  Z  AGENCY 
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The  sun — the  water — and  the  world's  most  beautiful  beaches  still  remain  the  Miami 
Area's  greatest  commodity,  and  the  Great  American  Tourist,  its  leading  customer. 
Present  hotels  showed  an  average  season  occupancy  of  93.3%,  and  some  $40  million 
will  be  invested  this  year  in  new  tourist  facilities.  Summer  vacations  are  establishing 

remarkable  new  records.  One  airline  experienced  an  85%  increase  between  April  15 
and  June  1  in  package-vacation  tours  alone, while  another  predicts  a  40%  increase  in  all 
Miami  trips  during  balance  of  summer.  Railroads  and  bus  lines  are  scheduling  special 
trains  and  trips  to  carry  greatly  increased  summer  loads,  greatest  in  Miami's  history. 

The  beautiful  Miami  skyline  is  familiar  to  most  of  the  nation,  but  behind  this 
lovely  scene  is  an  important  industrial  boom.  The  county  now  ranks  first  in 
Florida  in  industrial  production,  and  a  total  of  some  $316  million  in  new  projects 
(cement  plants,  aircraft  industries,  etc.)  will  solidify  that  position. 

While  Florida's  farm  economy  has  been  somewhat  obscured  by  vacationland 
and  industrial  publicity,  agriculture  is  an  area  of  vast  importance.  The  cattle 
industry  ranks  second  in  the  nation,  and  the  economic  value  to  Dade  County 
(  Miami)  of  all  farming  interests  is  in  excess  of  $75  million  per  year. 



Deep  channel  port  facilities  bring  ocean  vessels  (and  voyagers)  virtually 
to  the  center  of  Miami's  downtown  area,  and  cruise  ships  add  their 
facilities  to  a  greatly  expanded  transportation  system. 

The  University  of  Miami,  possibly  the  nation's  most  modern,  is  Florida's 
largest  with  an  enrollment  of  11,077.  The  recent  establishment  of  the 
state's  first  medical  school  at  the  University  has  provided  added  prestige. 

114  MOVED  IN  TODAY 

Every  day  is  "moving-in"  day  in  Greater  Miami.  42,000 
new  permanent  residents  in  each  of  the  past  five  years  have 

stimulated  phenomenal  residential  construction,  and  new- 

record  tourist  seasons  keep  hotel-motel  construction  at 

an  equally  high  peak. 

1956  public  school  enrollment  increased  12.2%  over 

1955  and  a  $34  million  bond  issue  will  provide  over  1,000 

additional  classrooms  for  next  year's  crop  of  youngsters. 
Greater  Miami  is  enjoying  an  increased  earning 

power  generated  by  249,000  non-agricultural  jobs,  while 

all-important  retail  sales  moved  up  to  a  new  level  of  over 

a  billion  dollars  in  '55  (a  gain  of  15.2%  over  1954  against 
a  national  gain  for  the  same  periods  of  only  9.3%). 

"Effective  Buying  Income"  is  measured  at  over  $134  bil- 
lion by  Sales  Management  Magazine  ($6,047  per  family) 

in  a  population  area  of  744,000  as  of  January  1,1956. 

Federal  Reserve  "Bank  Debits,"  a  reliable  business 

yardstick,  soared  to  a  new  high  of  over  $6M  billion  in  '55, 

a  healthy  22.8%  increase  over  '54  —  and  a  remarkable 

265%  over  '45. 
Serving  this  booming  Florida  market  are  two  Storer 

Broadcasting  Company  stations:  WGBS,  a  50  kw  CBS 

Network  (radio)  affiliate,  and  WGBS-TV.  Both  stations 

are  enjoying  new  peaks  in  audiences  and  the  widest  cover- 
age in  their  respective  fields.  A  strong  merchandising 

service  keeps  pace  with  the  rapidly  expanding  retail  store 

development.  Like  all  Storer  stations,  program  policies  of 

both  WGBS  and  WGBS-TV  make  them  "local  stations," 
while  maximum  power  guarantees  best  reception  through- 

out the  entire  Greater  Miami  area. 

STORER 

BROADCAJ 

COMPANY 

WSPD WJW WJBK WAGA WBRC WWVA  WGBS 
Toledo,  Ohio Cleveland,  Ohio Detroit,  Michigan Atlanta,  Georgia Birmingham,  Alabama Wheeling,  W.  Virginia     Miami,  Florida 

WSPD-TV WJW-TV WJBK-TV WAGA-TV WBRC-TV KPTV  WGBS-TV 
Toledo,  Ohio Cleveland,  Ohio Detroit,  Michigan Atlanta,  Georgia 3irmingham,  Alabama Portland,  Oregon        Miami,  Florida 

SALES  OFFICES 

TOM  HARKER — vice-president  and  national  sales  director 
118  East  57th  Street,  New  York  22  •  Murray  Hill  8-8630 

BOB  WOOD — national  sales  manager 

LEW  JOHNSON  —  midwest  sales  manager  •  230  North  Michigan  Avenue,  Chicago  1  •  Franklin  2-6498 
GAYLE  GRUBB — vice-president  and  Pacific  coast  sales  manager  •  111  Sutter  Street,  San  Francisco  •  Sutter  1-8689 



CAPITAL  TYPES  #31 

THE  HORSEWOMAN 

Noted  for  her  firm  seat 

and  fixed  grin;  hates  ani- 

mals and  high  places  but 

grew  up  with  the  motto 

"Never  Say  Die"onher  bed- 
room wall.  Proud  of  the 

Gi ddings-Robs  j  ohn  f ami ly 
tradition.  Friends  call 

her  "Yoicks,"  refer  to  her 

intimates  as"stablemates." 
Fond  of  down  cushions  and 

Chanel  /5.  Passionate 

about  needlepoint,  has 

drawer  full  of  antimacas- 

sars crocheted  in  secret. 

But  Washington  advertis- 

ers are  keeping  no  se- 

crets when  they  advertise 

on  WTOP  Radio,  f  TOP  gives 

them(l) the  largest  aver- 

age share  of  audience (2) 

the  most  quarter-hour  wins 

( 3 )  Washington's  most  popu- 
lar personalities  and  (4) 

ten  times  the  power  of  any 

other  radio  station  in  the 

Washington  area. 

WTOP  RADIO 
Operated  by  The  Washington  Post  Broadcast 
Division*  Represented  by  CBS  Radio  Spot  Sales 
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IN  REVIEW 

HAPPY  BIRTHDAY 

THOSE  GREMLINS  who  played  such  a  big 

part  in  last  season's  "Alice  in  Wonderland" 
(Hallmark  Hall  of  Fame)  were  back  again  last 
Monday  night,  stealing  the  show  from  the  cast 

of  "Happy  Birthday"  with  such  electronic 
effects  as  oscillating  furniture,  translucent  liquor 

bottles,  gurgling  sound-effects,  superimposed 
glassware  and  whatever  else  NBC-TV's  sleight 
o'  hands  boys  could  muster  in  the  way  of  dis- 

tractions. It  was  like  taking  candy  from  a  baby, 

considering  that  the  storyline  of  Anita  Loos' 
play  is  and  always  has  been  incredibly  complex 
and  downright  silly  most  of  the  time. 

If  the  play  wasn't  "the  thing,"  it  probably 
was  the  idea  of  bringing  to  tv  this  Decameron 
night  in  a  Newark  tavern.  The  decision  to  do 
it  must  have  been  somewhat  hard  for  the  net- 

work and  agency,  beseiged  as  they  are,  by  two 
opposing  audience  factions:  the  one  demanding 
more  sophisticated,  mature  tv;  the  other  calling 

for  more  "wholesome  American  family  enter- 

tainment." Though  the  attractive  Betty  Field  was  handi- 
capped by  too-appealing  looks  and  clothes  to 

be  a  prissy  old  maid,  she  still  managed  to  im- 
press us  as  a  frustrated  dumpling  having  the 

time  of  her  life  on,  under  or  astride  the  bar. 

Her  performance  was  satisfactorily  comple- 
mented by  the  colorcasting  and  the  work  of  her 

supporting  cast,  notably,  Barry  Nelson,  Enid 
Markey,  Tina  Louise,  Bill  Harrigan  and  Luella 
Gear. 

Production  costs:  $140,000. 
Sponsored  by  Ford  Motor  Co.  and  RCA  Victor 

through  Kenyon  &  Eckhardt  Inc.,  June  25,  on 

Producer's  Showcase,  on  NBC-TV  in  color 
and  black-and-white  every  fourth  Monday, 
8-9:30  p.m.  EDT. 

Producer-director:  Alex  Segal;  associate  pro- 
ducer: Andrew  McCullough;  associate  direc- 

tor: Dean  Whitmore;  author:  Anita  Loos; 
tv  adaptor:  Robert  Wallsten;  musical  director: 
George  Bassman;  settings:  Otis  Riggs;  techni- 

cal director:  Jack  Coffey;  production  assistant: 
Edith  Hamlin. 

CBS  CARTOON  THEATRE 

AS  LIGHT  (and  lightweight)  summer  fare, 
CBS-TV's  newest  venture  into  cartoonland  is 
not  likely  to  create  any  stir  around  network 
quarters  or  any  qualms  in  the  Disneyland  camp. 

Its  June  20  CBS  Cartoon  Theatre  offered 

viewers  a  group  of  Paul  Terry  cartoons,  includ- 
ing Gandy  Goose,  Heckel  and  Jeckel,  plus  those 

two  delightful  hellions,  Tom  and  Jerry,  pieced 
together  with  pattern  by  Dick  Van  Dyke.  He 
commented  on  the  authenticity  of  historical 
characters,  inserted  a  plug  for  The  Adventures 
of  Robin  Hood  (also  a  CBS-TV  series)  and  gave 
water  safety  tips  for  the  small  fry.  Mr.  Van 
Dyke  has  a  pleasant  and  smooth  manner  about 
him  which,  far  from  being  condescending,  ap- 

pears a  bit  too  lofty  for  the  juvenile  audience. 

Slated  opposite  ABC-TV's  full-hour  Disney- 
land for  the  summer,  Cartoon  Theatre  is  not 

apt  to  win  many  viewers  during  the  7:30-8  p.m. 
slot,  any  more  than  Arthur  Godfrey  is  during 
the  second  half  of  Disneyland.  Nor  is  it  likely 
to  influence  advertisers  (Cartoon  Theatre  is 

aired  on  a  limited  CBS-TV  network,  sustain- 

ing). It's  hard  to  envision  it  as  a  tv  staple. 
This  reviewer,  an  old  Tom  &  Jerry  fan,  con- 

cedes that  cartoons  are  popular,  but  isn't  there 
a  glut  of  them  on  tv  already?  And  don't  they 
belong  on  local  stations  instead  of  in  prime 
network  time? 

Production  costs  (gross):  $25,000. 

Telecast  June   20   by   CBS-TV,    7:30-8  p.m. 

(EDT),  sustaining. 
Announcer:  Dick  Van  Dyke;  producer:  Michael 

Grilikhes;  director:  Howard  Magwood;  writer: 
Bill  Dammie. 

THE  STEVE  ALLEN  SHOW 

"THE  SAME  old  thing"  has  no  place  in  a 
Steve  Allen  format,  as  he  has  proved  to  nation- 

wide audiences  for  the  past  few  years  on  the 

Tonight  show.  Now  he's  in  the  big  time  as 
time  spots  go — 8-9  p.m.  Sunday — and  as  imag- 

inative as  ever. 

Things  got  off  to  a  properly  informal  start 
when  the  show  opened  on  comic  Jerry  Lewis 
instead  of  Mr.  Allen.  Then  the  inevitable  ap- 

pearance of  Bob  Hope  to  plug  some  movie  (the 

name  of  which  won't  be  mentioned  here). 
Then  some  clever  jibes  at  the  opposing  Ed 
Sullivan  show.  Then  a  bit  of  business  where 

Steve  played  the  piano  while  various  scenes 
gave  the  viewer  something  to  look  at:  a  meat 

grinder,  Skitch  Henderson's  head  on  a  platter, etc. 

Hits  of  the  show:  The  commercial  parodies 

featuring  "testimonials"  by  Dane  Clark,  Vin- 
cent Price  and  Wally  Cox.  Steve's  routine  with 

Kim  Novak  on  "teaching  while  you  entertain" 
television.  The  finale  "Death  of  the  Blues" 
duet  with  Steve  and  Sammy  Davis  Jr. 

Misses:  The  opening  Davis  Jr.  routines.  Not 
that  they  were  bad,  but  Mr.  Allen  relinquished 
much  too  much  time  to  the  act.  For  a  while 
it  looked  more  like  The  Sammy  Davis  Jr. 
Show. 

Near  miss:  The  rooftop  ballet  with  Bambi 
Linn  and  Rod  Alexander.  It  turned  out  to  be 

interesting  as  novelty  but  poor  as  dance. 
Verdict:  Results  may  not  always  be  the  most 

expert,  but  the  show  promises  to  be  exciting. 

Production  costs:  Approximately  $55,000. 

Sponsored  on  NBC-TV  by  Brown. &  William- 
son Tobacco  through  Ted  Bates  &  Co.;  Avco 

Mfg.  through  Compton  Adv.;  Andrew  Jer- 
gens  through  Robert  W.  Orr  Assoc.;  three 

out  of  four  Sundays,  8-9  p.m.  EDT. 
Executive  producer:  Jules  Green;  producer: 

Bill  Harbach;  director:  Dwight  Hemion; 

musical  director:  Skitch  Henderson;  an- 
nouncer: Gene  Rayburn;  NBC  program  su- 
pervisor: Alan  Courtney;  writers:  Steve  Al- 

len, Stan  Burns  and  Herb  Sargent;  unit  man- 
ager: Jim  Reina. 

SEEN  &  HEARD 

To  meet  NBC-TV's  new  challenge  to  his  su- 
premacy in  the  Sunday  evening  8-9  period,  Ed 

Sullivan  on  June  24  celebrated  his  eighth  anni- 
versary with  45  guests,  practically  all  stars 

whose  names  are  top  flight  audience  attractions. 
True,  most  of  them  appeared  only  to  take  bows 

and  join  in  a  chorus  of  "Happy  Anniversary 
to  You,"  but  they  were  there,  as  promised. 
Moreover,  unlike  too  many  anniversary  cele- 

brations, Mr.  Sullivan  and  his  producers  did 
not  neglect  to  have  a  show  as  well  as  greetings, 
with  songs  by  Kate  Smith,  Teresa  Brewer  and 

Harry  Belafonte,  comedy  by  Jack  Paar  and — 
not  forgetting  his  younger  fans— a  troupe  of 
performing  bears.  In  other  words,  it  was  just 
the  type  of  show  that  has  put  Sullivan  into 
his  enviable  position  and  we  predict  Steve 

Allen's  going  to  have  a  tough  time  usurping 
his  throne. 

Perhaps  it's  the  heat  that  brought  forth  such 
talent  last  week  in  television.  Whatever  the 
cause,  kudos  are  demanded  for  at  least  two  of 

the  week's  performances:  To  Lorenzo  Semple 

Jr.,  who  wrote  the  script  for  Alcoa  Hour's 
"The  Archangel  Harrigan,"  a  delightful  fantasy 
about  an  Irish  rogue  who  woos  a  Scottish  miss 
in  rural  America.  To  John  Drainie,  whose  por- 

trayal of  "Mr.  Arcularis"  in  Monday's  Studio 
One  Summer  Theatre  production  of  the  same 
name  was  both  spellbinding  and  supremely 

professional. 
Broadcasting Telecasting 



Ready  for  lunch'
? 

Just  a  few  chapters  ago  you  took  off  on  United's  deluxe  DC-7 
nonstop.  Another  700  miles  will  speed  by  between  cocktails  and 

dessert.  Before  you  know  it  you've  arrived  at  your  destination  — 

relaxed,  composed.  Ready  for  anything. 

United  offers  4  luxurious  nonstops  daily  each  way  between  New 

York  and  both  Los  Angeles  and  San  Francisco  .  .  .  also  deluxe 

DC-7  nonstops  from  Chicago  to  Los  Angeles,  San  Francisco  and 

New  York.  Enjoy  this  fine  service  on  your  next  trip. 

:K;:v-'f 

UNITED1, AIR  LINES 
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Advertisers  are  spending  more  dollars  with  the  NBC  Radio  Network  on  weekends 

48  °/<
 

than  with  any  other  network . .  .\t  more  than  with  the  second  network. 

During  its  first  year,  MONITOR  increased  NBC  Radio  Network  weekend  reve- 

nues —  in  the  face  of  a  decline  in  weekend  revenue  on  all  other  networks  —  by 

278  % o  over  the  preceding  year. 

MONITOR  has  moved  steadily  from  30%  sold-out  in  the  first  quarter  of  1956  to 

78°
/ 

more  than  sold-out  for  this  August.  By  next  month,  NBC  Radio 

7,000,000 will  be  delivering  over  I  m\J\J  v/^v/x/  \/more  listener  commercial 

impressions,  weekends,  than  any  other  network. 

You  belong  on  MONITOR,  where  advertisers  have  placed  so  many  stamps  of 

aPPOT.,NBC  RADIO  NETWORK a  service  of 



OPEN  MIKE 

How  Ayer  Charges 

EDITOR: 

The  article  on  the  15%  commission  in  your 
issue  of  June  18  is  very  interesting  and  well 
written,  but  it  is  not  up  to  date  in  regard  to 

Ayer. It  is  true  that,  until  1949,  we  charged  a  com- 
mission of  16%%  on  the  net  cost  to  us  of  time, 

space  and  other  commissionable  expenses.  But 
in  1949  we  changed  to  a  straight  15%  of  the 
gross  cost  of  time  and  space,  and  15%  of  other 
commissionable  expenses.  This  brought  our 
charges  exactly  into  line  with  those  of  othei 
agencies,  although  in  billing  for  space  and  time 
we  use  a  formula  which  permits  us  to  receive 
our  compensation  from  our  clients  rather  than 
from  media.  This  is  in  accord  with  our  long- 

standing policy  of  making  sure  that,  both 
actually  and  legally,  we  are  working  for  the 
advertiser. 

If  you  would  like  some  background  on  the 
reason  for  our  1949  change,  here  it  is:  Our 
16%%  of  the  net  cost  of  space  and  time  worked 
out  as  slightly  less  than  the  15%  of  the  gross 
charged  by  other  agencies.  Our  16%%  of  other 
commissionable  charges  was  more  than  the 

charges  made  by  other  agencies.  These  differ- 
ences just  about  cancelled  each  other  out  until 

television,  with  its  high  production  costs,  be- 
came an  important  factor.  At  that  point,  in 

order  to  keep  our  charges  in  balance  with 
charges  made  by  other  agencies,  we  dropped 
our  policy  of  charging  16%%  on  the  net  and 
adopted  the  15%  system. 

Richard  P.  Powell,  Vice  President 
N.  W.  Ayer  &  Son  Inc. 
Philadelphia,  Pa. 

What's  Newsworthy? 
EDITOR: 

In  your  June  18  issue  you  have  published 
a  report  from  Troy  Knowles  of  the  Helene 

Curtis  Industries.  On  the  subject  of  "Free 
Plugs  Supported,  Says  Cosmetic  Company," 
Mr.  Knowles  was  quoted  as  saying:  "The  ques- 

tion of  free  versus  paid  time  assumes  that  the 

only  thing  newsworthy  is  on  a  commercial." This  remark  is  almost  too  absurd  to  warrant 

an  answer.  Mr.  Knowles,  suppose  you  try  get- 

ting your  so  called  "free  plugs"  or  newsworthy notes  to  the  various  news  services  which  serve 

radio.  I  feel  sure  that  such  accounts  as  Wrig- 
ley  chewing  gum  and  Coca-Cola  do  not  evalu- 

ate their  fine  commercial  copy,  which  in  some 
cases  has  remained  unchanged  for  years,  as 
newsworthy.  They  want  to  sell  merchandise 
and  are  willing  to  pay  for  it .  .  . 

J.  M.  McDonald,  Gen.  Mgr. 
KURV  Edinburg,  Tex. 

Vincent  Hartnett,  Researcher 
EDITOR: 

In  the  article,  "Faulk  Sues  AWARE  for 
'Blacklisting,'"  which  appears  on  page  31  of 
the  June  25  issue  of  your  indispensable  maga- 

zine, the  following  statement  is  attributed  to 
me: 

"I  am  hired  by  agencies,  sponsors  and  net- 
works to  look  into  the  qualifications  of  persons 

they  plan  to  use  on  radio  and  tv  programs. 
Following  my  investigation,  I  find  and  report 
on  any  political  activity  in  which  the  person 

under  examination  may  have  participated." 
This  is  not  an  accurate  quotation  of  what  I 

said  over  the  phone  to  your  able  reporter.  I 

did  not  use  the  word,  "investigation."  I  am  not 
an  investigator  and  have  not  the  training  or 

facilities  to  conduct  investigations.  I  am  a  re- 
searcher. I  have  comprehensive  files  on  com- 

munists and  communist-fronters  in  the  enter- 
tainment industry.    What  I  said  was  that  I 

"check"  names  proposed  to  me,  to  ascertain 
whether  the  individuals  involved  have  or  do 
not  have  records  of  affiliation  of  one  kind  or 
the  other  with  the  Communist  Party  or  with 

communist  "fronts"  and  causes. 

I  did  not  use  the  phrase,  "political  activity." 
I  am  not  concerned  with  individuals'  political 
activity.  I  am  concerned  about  whether  they 
did  or  did  not  engage  in  communist  or  pro- 
communist  activity. 
The  statement  attributed  to  me  in  direct 

quotes  was  inaccurate  and  might  well  be  dam- 
aging to  me  in  my  profession.  I  would  appre- 

ciate your  making  a  prompt  correction. 
Vincent  W.  Hartnett 
New  York 

Jeweled  Coach 

EDITOR: 

Mr.  Mack  [Larry  Mack,  Slenderella  presi- 

dent] has  read  the  article,  "Radio:  Jeweled 
Coach  for  Slenderella,"  in  your  June  4  issue 
and  he  has  asked  me  to  write  and  tell  you  how 
much  he  liked  it. 

It  is  an  excellent  article,  as  evidenced  by  the 
many  compliments  we  have  received  on  it,  and 
your  interest  and  consideration  are  very  much 

appreciated. Margareth  Gibbs,  Asst.  to  the  Pres. 
Slenderella,  International 
Stamford,  Conn. 

Free  Speech  in  Action 
EDITOR: 

On  June  28  Santa  Barbara  radio  station 
KIST  will  celebrate  the  second  anniversary  of 
its  Free  Speech  program,  which  is  unique  in 
that  [it  affords  listeners]  free  opportunity  to 
[exercise  that  right].  By  merely  picking  up  the 
receiver  at  home,  place  of  business  or  telephone 
booth  and  dialing  Woodland  3981  at  a  given 
time,  one  is  soon  connected  with  a  broadcasting 

medium  whereby  he  or  she  is  "on  the  air." 
Any  person's  views  on  public  matters  or 

officials,  one's  innermost  thoughts  or  convic- 
tions, are  permitted  (within  propriety)  and 

expressed  on  this  Free  Speech  program.  Par- 
ticipants include  hundreds  of  citizens  who  have 

spoken,  many  more  than  once  .  .  . 
Through  the  medium  of  this  valuable  pro- 

gram citizens  have  influenced  public  affairs  in 
Santa  Barbara  City  and  County,  as  well  as  Cali- 

fornia State,  as  follows: 
( 1 )  A  long  overdue  special  election  for  state 

senator  in  Santa  Barbara  County  and  vicinity, 
being  thoroughly  publicized  on  the  program  by 
citizens  in  1955,  had  much  to  do  with  forcing 
Gov.  Goodwin  J.  Knight  to  obey  the  state 
constitution  by  calling  this  election. 

(2)  Free  Speech  was  a  large  factor  in  Santa 
Barbara  City  whereby  a  majority  of  its  speak- 

ers on  the  matter  of  a  public  golf  course  fa- 
vored same  and  a  bond  issue  for  this  purpose 

was  approved  by  the  voters. 
(3)  Discussions  on  traffic  conditions,  street 

improvements,  education,  taxes,  city  depart- 
ments and  the  general  welfare  of  the  people 

socially,  culturally  and  at  business  and  work 
have  created  much  public  interest  and  practical 
results. 

Free  Speech  is  also  a  public  forum — a  meet- 
ing of  the  minds,  so  to  speak.  Controversial 

issues  dealing  with  national  and  international 
affairs — with  matters  legal,  moral,  practical 
and  ethical — of  everyday  living,  have  been 
presented  and  discussed  pro  and  con. 

Harry  C.  Butcher,  owner  of  KIST  and  origi- 
nator of  the  Free  Speech  program,  his  staff 

and  moderators,  are  all  to  be  congratulated  on 
its  moral  success  and  achievements  .  .  . 

Irving  Polstein  (a  listener) 
Santa  Barbara,  Calif. 
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While  the  nation's  harried, 

about-to-be-married 

No.  1  glamour  girl* 

tried  to  give  photographers  the  slip, 

United  Press  Newspictures' 

Joseph  J.  Gazdak  made  this  shot. 

*Marilyn  Monroe,  of  course. 

I 

United  Press 

NEWSPICTURES 

Tell  the  Story 



CASE  HISTORY -WOMEN'S  WEAR 

Sally  is  18  this  year.  A  beautiful 
and  healthy  18,  thanks  largely  to 

the  good  nutrition  of  Southern  Cal- 
ifornia Radio. 

Since  1938  the  Sally  Shops  have 
been  a  family  enterprise  of  the 
Zuckermans;  Ted  and  Marvin  and 
their  father,  H.  Lew.  Their  object: 

bring  high  fashion  to  the  South- 
land at  popular  prices.  Their  meth- 
od: take  the  stores  to  the  women 

in  their  residential  neighborhoods. 

Foreseeing  both  the  growth  and  the 
decentralization  of  Los  Angeles, 

Sally  harnessed  the  giant  of  adver- 
tising media,  Radio,  to  carry  the 

bulk  of  advertising.  Morning  news- 
casts and  a  half-dozen  weekend 

five-minute  programs  are  on  KBIG. 
Spots  are  run  on  two  other  fine  Los 
Angeles  independents. 

Results?  Sally  Shops  have  grown 
from  one  small  store  to  beautiful, 

modern  fashion  centers  in  15  com- 
munities in  Los  Angeles,  Ventura 

and  San  Bernardino  Counties. 

Sales  have  increased  substantially 
every  year. 

Says  John  Bainbridge,  account  ex- 
ecutive, The  Lansdale  Company  Ad- 

vertising Agency:  "Radio  has  been 
our  indispensable  tool  in  making 

Sally's  the  'Most  Walked  about 

Clothes  in  Town'  ...  by  making 
them  the  'Most  Talked  About'!" 

Huge,  sprawling,  rich  Southern 
California  is  reached  best  by  radio : 

KBIG  RADIO,  for  greatest  cover- 
age at  lowest  cost-per-thousand. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 

our  respects 

to  ROBERT  WILFRED  CARPENTER 

ALTHOUGH  he  had  no  particular  affinity  for 
driving  an  ice  truck,  Robert  W.  Carpenter, 
vice  president  in  charge  of  station  relations  for 
MBS,  had  reason  to  believe  as  a  youth  that  the 

feeling  wasn't  mutual — insofar  as  the  ice  truck was  concerned. 

Twice  during  his  career  Mr.  Carpenter 
guided  such  a  vehicle  on  New  Jersey  highways 

because  of  the  press  of  economic  circum- 
stances. Today,  as  he  busily  criss-crosses  the 

country  several  times  a  year  attempting  to  keep 
some  500-odd  Mutual  affiliates  happy,  Mr. 
Carpenter  can  look  backward  and  comment 

wryly:  "You  can't  beat  those  regular  hours  on 
the  truck!"  Mr.  Carpenter's  arduous  schedule 
as  station  "trouble-shooter"  for  the  world's 
largest  network  might  faze  an  individual  with 
a  less  formidable  basic  training  in  hard  work. 

Robert  Wilfred  Carpenter  was  born  in  Eliza- 
beth, N.  J.,  on  Sept.  30,  1909,  one  of  six  boys 

in  a  family  that  believed  all  youngsters  should 
perform  household  chores.  He  grew  up  in 
Roselle  Park,  N.  J.,  and  was  graduated  from 
the  local  high  school  in  1928. 

Though  Mr.  Carpenter  had  set  his  sights  on 
a  college  education,  he  had  to  defer  his  plans 
for  lack  of  funds.  He  decided  to  work  for  a 
while,  save  some  money  and  enter  college  at 

a  later  date.  It  was  at  this  point  that  Mr.  Car- 
penter had  his  experience  in  hauling  ice. . 

Some  months  later,  he  switched  to  a  factory 
job  at  the  Western  Electric  Co.  in  Kearney, 
N.  J.,  and  later  to  one  at  the  Ford  Motor  Co. 
plant  in  Edgewater,  N.  J.  The  arrival  of 

the  depression  shattered  Mr.  Carpenter's  hopes 
of  attending  college,  and  in  the  next  four  years, 
he  worked  at  several  jobs,  including  a  second 
tour  on  the  ice  truck. 

Early  in  1934,  a  friend  tipped  off  Mr.  Car- 
penter to  a  job  opportunity  that  held  promise 

of  broadening  his  occupational  vista:  CBS  was 

going  to  have  an  opening  in  its  accounting  de- 
partment in  three  months.  Undismayed  by  his 

lack  of  background  in  accounting,  Mr.  Carpen- 
ter enrolled  for  a  short  course  in  accounting 

in  the  night  division  of  the  Drake  Business  Col- 

lege in  Elizabeth.  Armed  with  two  months' 
worth  of  knowledge  in  accounting,  he  arranged 
for  an  interview  for  the  job  at  CBS.  He  was 
hired  by  Samuel  R.  Dean,  currently  treasurer 
of  CBS,  as  a  clerk  on  the  accounting  staff. 

At  CBS  he  displayed  a  penchant  for  figures 
as  well  as  for  administration.  Three  years  after 

joining  the  network,  he  was  promoted  to  comp- 
troller of  WBT  Charlotte,  N.  C,  then  a  CBS- 

owned  station.  In  1940,  he  was  moved  to  St. 
Louis  as  comptroller  of  KNOX,  and  in  1941, 
he  was  appointed  account  executive. 

In  1943,  Mr.  Carpenter  responded  to  the  war 
effort  by  joining  the  American  Red  Cross  as 
an  assistant  field  director.  He  served  in  various 
localities  throughout  the  country  and  later  was 

assigned  to  Morocco  and  Marseilles. 

At  the  end  of  the  war,  Mr.  Carpenter  re- 
turned to  the  U.  S.  and  accepted  an  offer  from 

Mutual  in  1945  as  southwestern  manager  of 
the  station  relations  department  in  Oklahoma 
City.  Three  years  later,  Mr.  Carpenter  was 
advanced  to  eastern  manager  of  the  depart- 

ment, with  headquarters  in  New  York,  and  in 
1953  was  named  assistant  director  of  station 
relations.  He  was  appointed  director  in  March 

1954  and  last  April  was  elevated  to  vice  presi- 
dent in  charge  of  station  relations. 

As  a  veteran  station  relations  official,  Mr. 
Carpenter  has  come  to  know  intimately  the 
managers  of  the  stations  affiliated  with  Mutual. 
He  estimates  he  spends  about  a  third  of  his 

working  time  on  the  road,  conferring  with  sta- 
tion executives  on  their  problems  and  receiving 

suggestions  from  them  on  the  ways  Mutual  can 
better  serve  its  affiliates. 

"We've  gone  up  and  down  the  land,  asking 
our  affiliates  what  they  want  from  the  net- 

works," Mr.  Carpenter  explained.  "Though  the 
answers  have  been  different,  one  pattern  has 

emerged.  We've  found  out  that  radio  stations 
want  these  things  from  networks:  news  pro- 

grams— not  spot  news — but  commentary  and 
interpretation;  good  special  events  coverage; 

good  national  sports  coverage;  some  "who- 
dunits" and  drama.  If  that's  what  they  want, 

that's  what  they'll  get.  Whether  they  pay  us  in 

dollars  or  oranges  or  time  makes  no  difference." 
Mr.  Carpenter's  comment  about  payment  re- 

ferred to  Mutual's  new  affiliation  contract  [B»T, 
April  1 6],  under  which  network  option  time  was 
reduced  from  nine  hours  a  day  to  an  average 
of  five  hours  a  day.  Affiliates  were  asked  to 
"pre-clear"  and  carry  without  compensation 
some  16  hours  of  network  programming  a  week 
in  return  for  about  15  hours  of  programming, 
furnished  free  to  the  local  station  for  local  sales. 
Mr.  Carpenter  commented  that  the  old  contract 

form  was  "obsolete"  and  the  new  plan,  which 
goes  into  effect  on  Nov.  1,  is  a  blue-print  that 
should  work  to  the  advantages  of  both  the  net- 

work and  its  affiliates. 

In  1933,  Mr.  Carpenter  was  active  in  amateur 
theatricals  in  Roselle  Park,  and  appeared  in  a 

play  opposite  a  young  lady  named  Isabelle 
Struthers.  Two  years  later  they  were  married. 
The  Carpenters,  who  live  in  Old  Greenwich, 
Conn.,  have  three  children — Barbara,  20,  a 
junior  at  the  U.  of  Connecticut  at  Storrs,  who 

recently  was  elected  "Campus  Queen"  and  presi- 
dent of  the  Women's  Student  Government  Coun- 

cil; Robert,  17,  and  Heather,  15,  both  students 
at  Greenwich  High  School. 

Mr.  Carpenter  is  an  avid  reader.  Though  he 

prefers  non-fiction  books,  he  will  read  "prac- 
tically anything  I  find"  in  a  hotel  when  he  is  on 

a  business  trip.  He  lists  his  hobbies  as:  work, 

golf,  fishing,  cabinet-making  and  bowling. 
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Who  Does  the  Traveling  --  Editors 

J.  Frank  Beatry:  Ubiquitous. 

Roving  assignments  for  B»T  in  past  year  took 
him  36,650  miles,  had  him  inhaling  the  attar 
of  gasoline  in  Texas,  dodging  flying  chips  in 
a  High  Sierra  lumber  mill,  sampling  Tillamook 

cheese,  gaping  at  Wilson  Dam  turbines,  eat- 
ing scrod  in  Boston,  abalone  on  Catalina  Is- 

land, Olympia  oysters  on  Puget  Sound  and 
swordfish  in  Miami.  Aside  from  a  fondness 
for  sea  food  and  no  air  sickness,  Frank  boasts 
a  well-traveled  Swiss  typewriter  which  may 

well  symbolize  B»T's  editorial  approach:  Get 
it  first  hand  and  get  it  all. 

A 
radio-television  trade  magazine  may  be  judged  by  the  type  of  staffer 

who  hits  the  road.  Is  he  out  selling  advertising  or  is  he  out  getting  a  story? 

Some  books  need  only  a  scissors  and  paste-pot  to  "cover"  the  country;  an  edi- 
torial expense  account  for  travel  might  include  a  couple  of  cross-town  taxi 

fares,  while  the  business  of  space  selling  uses  95%  of  their  travel  budget. 

*<aw*otY  °l  the  c 

D 
on't  get  us  wrong— there's  noth- 

ing wrong  with  travel  for  space- 

selling.  It's  an  essential  part  of  the 
business  of  publishing  a  magazine.  Our 

point  is  one  of  balance. 

Here  at  B*T  our  editors  and  reporters 

do  plenty  of  traveling.  Take  Senior 

Editor  J.  Frank  Beatty  for  example.  He 

has  traveled  36,650  miles  in  the  past 

vear,  making  market  studies  in  the 
Carolinas,  the  Gulf  States,  the  Pacific 

Northwest,  covering  national  advertiser 

meetings,  digging  into  the  impact  of 

the  Detroit  newspaper  strike,  investi- 

gating uhf  in  Indiana  and  Pennsylva- 

nia, touring  the  major  markets  in  Texas 

(and  making  an  "informal  inspection 
in  Las  Vegas  which  yielded  no  story 

but  proved  that  gambling  doesn't 

pay  ). Frank  is  one  of  55  editors,  writers,  pro- 

duction experts  and  stringers  who  cover 
the  world  of  radio  and  television  for 



or  Salesmen? 

B#T.  It's  a  staff  that  puts  out  a  book 
of  85,000  informative,  informed  and 

pertinent  words  a  week.  Raw  material 

is  100,000  words  a  day  that  reach  B*T 

Wash  D  C  via  AP,  UP  and  B'T's  own 
communications  to  bureaus  in  New 

York,  Chicago  and  Hollywood,  plus 

on-the-spot  Congressional  and  FCC 

coverage. 

A  recent  survey*  among  4,584  radio- 
television  executives  (42.2%  replied) 

revealed  that  90.4%  read  B#T  regu- 

larly. Not  only  do  they  read  it— if  they 

could  get  only  two  of  the  seven  publi- 
cations in  the  field,  82.1%  would 

choose  B*T  as  one  of  the  two;  78.4% 

prefer  B#T"s  weekly  frequency;  57.1% 
list  B*T  as  the  publication  in  which 
an  advertisement  would  have  the  most 

impact  on  them  (runner  up  scored 

18.7%). 

B'T's  77,440  readers  every  week  find 

B#T  indispensable.  That's  why  B*T 
carried  more  pages  of  radio-tv  advertis- 

ing (3,832)  in  1955  than  all  other  verti- 

cal publications  in  its  field  combined. 

*For  a  complete  summary,  write  Executive 
and  Publication  Headquarters,  Broadcast- 
ing^Telecasting,  173S  DeSales  St.,  N.W., 
Washington  6,  D.  C. 



WIBC- Leads  in  Indiana 

During  each  of  the  past  five  years,  WIBC  has 
received  among  other  honors  for  community  serv- 

ice, the  National  Safety  Council's  Public  Interest 
Award  for  Exceptional  Service  in  the  Farm  Safety 
Field.  WIBC  is  the  only  Indianapolis  radio  sta- 

tion ever  to  receive  this  award. 

Obviously,  even  WIBC's  community  service  pro- 
grams build  big  audiences  because  in  the  31 

county  Indianapolis  trading  area,  WIBC  pro- 
grams rank  first  during  447  out  of  504  rated  quar- 

ter hours  each  week.* 
*Pulse  Area  Study.  Sept.— Oct..  1955 

Chiefly  responsible  for  WIBC's  community  serv- 
ice success  and  big  audiences  are  WIBC's  well- 

known  personality  salesmen  .  .  .  Easy  Gwynn, 
Jack  Morrow,  Joan  Evans,  Gordon  Graham  and 

many  others.  These  same  "personalities"  are 
available  on  a  "first  come,  first  served"  basis  to 
help  you  sell  your  product  or  service. 

FIRST  IN 

COMMUNITY 

SERVICE 

FIRST  IN 

AUDIENCE 

To  Sell  Indianapolis,  and  Indiana, 

the  Best  Buy... the  Only  Buy  Is...  WIBC! 

WIBC 

1070  KC 

.  The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  Street 

Indianapolis  8,  Indiana 

Richard  M.  Fairbanks, 

President  and  General  Manager 

JOHN  BLAIR  &  COMPANY  •  NATIONAL  REPRESENTATIVES 

THOMAS  A.  WRIGHT 

on  all  accounts 

AGENCY  WORK  has  proved  to  be  the  "happy 
combination"  of  television  and  advertising  at 
all  media  levels  that  Tom  Wright  first  envi- 

sioned when  he  served  as  public  relations  rep- 

representative  for  NBC  in  tv's  early  days. 
Today,  during  the  growth  period  of  televi- 

sion, Mr.  Wright  describes  his  media  group 
supervisor  role  at  Leo  Burnett  Co.,  Chicago, 

as  one  of  "synthesizing  a  media  plan  upon 

marketing  strategy."  In  that  capacity  he  is  re- 
sponsible for  media  recommendations  in  a  Bur- 

nett client  group  that  includes  the  Kellogg  Co., 
Maytag,  Tea  Council  and  Campbell  Soup  Co. 
A  native  of  Plainfield,  N-  J-  (born  March 

18,  1919),  Thomas  A.  Wright  majored  in  jour- 
nalism at  the  U.  of  North  Carolina  and  grad- 

uated with  a  B.A.  degree  in  1941.  During  the 

summers  for  two  years  (1939-40)  he  was  a 
combination  PR-guide  representative  for  NBC 

at  the  New  York  World's  Fair. 
After  five  years  in  the  Marine  Corps  as  ad- 

ministrative staff  communications  officer  (he 
attained  the  rank  of  major),  Mr.  Wright  set  out 
to  make  advertising  his  career. 

Joining  BBDO,  Mr.  Wright  worked  on  every 
phase  of  agency  tv  operation  from  1946  to 
1951,  preparing  and  planning  budget  presenta- 

tions for  Hit  Parade,  Betty  Crocker  and  other 

programs;  developing  programs  and  talent-time 
sales  recommendations,  and  supervising  con- 

tract preparations  and  negotiations.  He  also 
organized  and  staffed  the  tv  traffic  section  and 
worked  closely  with  studio  producers.  (Among 
his  other  credits:  planning  and  placement  of 
the  Chiquita  banana  minute  movie  campaign  for 
United  Fruit  Co.)  At  BBDO  he  was  variously 
head  of  tv  account  service,  business  manager  of 
the  tv  department  and  head  of  motion  picture 
and  tv  film  department. 

Mr.  Wright  left  BBDO  to  join  Dundes  & 
Frank  as  vice  president  and  radio-tv  director 
with  general  agency  assignments  in  1951  and 
the  following  year  became  associated  with  NBC 
as  account  executive  in  radio  and  tv  sales. 

Mr.  Wright  came  to  Burnett  in  September 
1955  and  now  handles  all  media  in  his  particu- 

lar account  group.  All  four  clients  have  been 
especially  active  in  network  and  spot  tv  and 
one  of  them,  the  Tea  Council,  recently  an- 

nounced a  $248,000  spot  television  campaign 

in  major  cities.  Burnett  handles  the  Franco- 
American  line,  frozen  soups,  tomato  juice  and 
tomato  catsup  for  Campbell. 

Mr.  Wright  married  the  former  Christine 
Allen.  They  have  three  children — Laurinda, 
10,  Thomas  Jr.,  6,  and  Cynthia,  4 — and  live 
in  suburban  Woodstock.  His  hobby  is  golf. 
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WKMH 

TOPS 

ALL 

In  Out -of -Home  Audience! 

\ 

HERE'S  PROOF! 

6  A.M.  TO  12  NOON 
WKMH  16 

Network  A  15 
Network  B  14 
Network  C  13 
Network  D  12 
Station  B   10 
Station  C 
Station  D  3 
Station  E  1 
Misc. 

WKMH  gets  the  biggest  tune-in  share  of 
Detroit's  tremendous  automobile  traffic  .  .  . 
not  just  in  the  morning  .  .  .  not  just  in  the 

afternoon  .  .  .  not  just  at  night  .  .  .  not  just  5  days  a  week  .  .  .  BUT, 
MORNING,  NOON  and  NIGHT  ...  7  DAYS  A  WEEK! 

These  figures  prove  that  WHENEVER  YOU'RE  ON  WKMH,  YOU'RE 
GETTING  DETROIT'S  BIGGEST  SHARE  OF  AUDIENCE! 

12  NOON  TO  6  P.M. 

WKMH  18 
Network  A  14 
Network  B  13 
Station  B  13 
Station  C   11 
Network  C  10 
Network  D  7 
Station  D  3 
Station  E   3 
Mist  9 

6  P.M.  TO  12  MIDNIGHT 

WKMH  19 

Network  A   15 
Network  B  14 
Station  B   14 
Network  C  13 
Network  D  12 
Station  C   4 
Station  0   2 
Station  E  1 

Misc. 

its 

J*;; 

4k 
•  -  -"»'  "US 

9& 

Save  up  to  15% 

By  Using  2  or  More  of 
these  Powerful  Stations 

WKMH-  "ssr 
wkmf-  aa 

WKHWI- 

wsam-  sxr 
HERE'S  HOW: 

Buy  All  4  Stations  SAVE  15% 
Buy  Any  3  Stations  SAVE  10% 
Buy  Any  2  Stations  SAVE  5% 

Represented  by  HEADLEY-REED 

Broadcasting   •  Telecasting 

FMT1 

DEARBORN— DETROIT 

Fred  A.  Knorr,  Pres. 

JOHN  CARROLL,  Mg.  Director 

5000  WATTS 

NIGHT  and  DAY! 

I 

jiili  1 1 1 1 1  min 

cmWlll  IHEDfii 

ir^iEIiH.'i 
KNORR  Broadcasting  CORP 
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KTHS (LITTLE  ROCK) 

WINS  HONORS  IN  YALE,  TOO! 

KTHS — Basic  CBS  Radio  in  Little  Rock — is  Arkansas' 

only  50,000-watt  station.  Its  audience  includes 

hundreds  of  thousands  of  people  throughout 

the  state. 

Take  Yale  (Ark.),  for  example.  Population-wise,  it  can't 

compare  with  its  Ivy-League  counterpart.  But 

combined  with  hundreds  of  other  communi- 

ties, it  helps  account  for  KTHS's  interference- 

free  daytime  coverage  of  more  than  3,370,000 

people! 

Ask  your  Branham  man  for  all  the  facts  on  KTHS — 

Arkansas'  BIG  radio  value. 

KTHS 

50,000  Watts 

CBS  Radio 

BROADCASTING  FROM 

LITTLE  ROCK,  ARKANSAS 

Represented  by  The  Branham  Co. 

Under  Same  Management  as  KWKH,  Shreveport 
Henry  Clay,  Executive  Vice  President 
B.  G.  Robertson,  General  Manager 

The  Station  KTHS  Daytime  primary  (0.5MV  M)  area 
has  a  population  of  1. 002.758  people  ot  *hnm  ovf 
100.000  do  not  receive  primary  da  time  service  irni 
any  other  radii,  station  .  .  Our  interfertnctr-tVfie daytime   roveraae   area   has   a    population   of  3.372.433- 
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FCC  SKETCHES  AN  OUTLINE 

OF  WAY  TELEVISION  MAY  GO 

•  Long  range  plan  leaves  door  open  for  major  shift  to  uhf 

•  For  the  present,  it  proposes  deintermixture  in  13  markets 

•  Reactions  are  lukewarm,  most  far  from  optimistic 

•  The  educated  guess:  final  decision  at  least  three  years  away 

TELEVISION'S  allocations  future  was  sketched 
out  by  the  FCC  last  week  when  the  Commis- 

sion issued  its  long-awaited  decision  in  the 
eight-month-old  allocations  proceeding. 

The  FCC  held  out  the  possibility  of  moving 
all  television — or  those  assignments  in  a  major 
geographic  area — to  the  uhf  band  in  the  un- 

specified future. 

It  also  proposed  to  deintermix  13  markets 
immediately  and  it  raised  the  uhf  maximum  for 
power  to  5  million  watts  and  revised  its  mile- 

age separations  standards  from  city-to-city  to 
transmitter-to-transmitter. 

The  prospective  move  of  television  to  the 
uhf  band  was  predicated  on  the  hope  that  uhf 
propagation  and  equipment  can  be  improved 
to  more  nearly  equal  that  of  vhf.  * 

The  deintermixture  proposals — which  do  not 
become  final  until  after  the  Commission  has 
studied  comments  and  counter-comments  and 
probably  heard  oral  argument — were  issued 
with  the  idea  of  equalizing  competitive  facili- 

ties in  the  13  markets.  Some  were  authorized 
on  slim  four  to  three  votes. 
Comments  on  the  deintermixture  proposals 

were  requested  by  Sept.  10;  on  the  long  range 
plan  by  Oct.  1. 

Comr.  John  C.  Doerfer  issued  a  general  dis- 
sent to  the  entire  report,  and  most  emphatically 

to  the  proposals  to  deintermix  the  13  cities. 
Comr.  Richard  A.  Mack  urged  that  no  moves 

be  made  now  until  the  long-range  project  was 
completed.  Other  commissioners  expressed 
varying  views  on  separate  items  of  the  report. 

But,  even  as  the  industry  was  studying  the 
document,  the  Commission  went  ahead  and 
approved  vhf  grants  in  Peoria  and  Springfield. 
111. — two  of  the  prospective  deintermixture 
cities.  The  grants  were  made  to  WIRL  Peoria 
(ch.  8)  and  WMAY  Tv  Inc.,  Springfield  (ch.  2). 
but  forbidding  construction  and  conditioned  on 
any  changes  which  might  take  place  in  the 
channels  assigned  after  the  proposed  rule- 

making is  concluded. 
The  FCC  also  finalized  the  grant  of  ch.  5 

to  WRAL  Raleigh,  N.  C. 
Reaction  from  broadcasters  and  manufac- 

turers was  slow  in  coming.  However,  some 
comments  were  made  late  in  the  week  by: 

Committee  for  Competitive  Television:  CCT 

said  the  Commission's  proposals  offer  a  "prom- 
ising blueprint"  for  establishing  an  all-channel 

television  system.  "It  now  remains  to  be  seen 
whether  the  Commission  will  develop  the  sys- 

tem according  to  the  plan."  CCT  called  on  the 
Commission  to  refrain  from  granting  vhf  chan- 

nels in  the  13  areas  proposed  to  be  deinter- 

mixed.  It  added  that  "failure  to  do  this  would 

virtually  nullify  the  deintermixture  proposal." 
It  also  urged  as  "mandatory"  that  the  Com- 

mission immediately  institute  proceedings  to 

shift  vhf  to  uhf  channels  in  these  markets  "in 
order  that  the  deintermixture  proposal  may 

become  deintermixture  in  reality." 
Radio-Electronic-Television  Mfrs.  Assn.  had 

no  comment  on  the  proposals,  but  one  uniden- 
tified manufacturer  was  quoted  as  saying  that 

"The  FCC  has  just  laid  a  great  big  egg.  This 

will  change  nothing." 
Another  set  maker  expressed  doubt  that 

anything  substantial  would  be  decided  for  an- 

other year.  "Maybe  we"ll  get  a  final  ruling  by 
next  June  or  July,"  he  said. 
The  Senate  Commerce  Committee,  it  was 

understood,  instructed  its  counsel,  Kenneth 

Cox,  to  study  the  Commission's  action  and 
make  any  required  changes  in  its  own  proposed 
report  on  the  subject.  Individual  Senators  were 
reported  to  have  expressed  satisfaction  that  the 
FCC  had  finally  acted.  The  committee  held 
hearings  on  allocations  earlier  this  year. 

Benedict  V.  Cottone,  counsel  to  the  Uhf 
Industry  Coordinating  Committee:  Mr.  Cottone 
declared  that  uhf  operators  must  be  gratified 
that  the  Commission  has  accepted  the  principle 

of  deintermixture.  However,  he  felt  "keen  dis- 
appointment" that  the  FCC  refused  to  permit 

vhf  squeeze-ins  with  lower  power  and  antenna 
heights  at  reduced  mileage  separations. 

Other  reactions  were  varied.  Telecasters  who 
stood  to  be  hurt  were  naturally  resentful;  those 
who  stood  to  benefit  were  happy. 

Most  observers  were  certain  that  the  long 
range  plan  was  at  least  three  years  from  any 
sort  of  start.  It  will  be  that  long,  engineers 

and  attorneys  felt,  before  any  development  pro- 
gram could  attain  worthwhile  improvements 

bringing  them  to  the  level  of  vhf. 
As  to  the  deintermixture  proposals,  it  was 

HOW  THEY  VOTED  IN  DEINTERMIXTURE  CASES 

McConnaughey        Hyde  Mack  Lee  Webster         Bartley  Doerfer 

Evansville 
Yes Yes No 

Yes 

Yes Yes 
No 

Charleston 
Yes Yes Yes Yes Yes 

Yes Yes 

Elmira 
No 

Yes 

No 

Yes 
Yes 

Yes No 

Springfield- St.  Louis 

Yes 
Yes No 

Yes Yes 
Yes No 

Miami Yes Yes No Yes 

No 

Yes Yes 

Hartford- Providence 

No 
Yes 

No 

Yes Yes 
Yes 

No 

Duluth- 
Superior 

Yes 
Yes 

Yes Yes Yes Yes Yes 

Mobile- New  Orleans 
Yes 

Yes 
No 

Yes 

Yes* 

Yes* 

No 

Madison No 
Yes 

No Yes 
Yes 

Yes 

No 

Norfolk- 
Portsmouth- 
Newport  News 

Yes No 
No Yes No Yes Yes 

Peoria- Rock  Island 
Yes Yes No 

Yes 
Yes .  Yes 

No 

Fresno- Santa  Barbara 
Yes 

Yes 
No 

Yes 

Yes Yes 

No 

Albany- 
Schenectady- 

Troy 

No Yes 
No 

Yes* 

ri+  :  — 

Yes* 

Yes* 

No 

*  Although  concurring,  also  voted  to  delete  existing  vhf  operation  in  these  markets. 
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the  consensus  of  some  broadcasters  and  Wash- 
ington attorneys  that  final  decisions  on  these  13 

cases  would  not  be  reached  before  the  end  of 

this  year,  or  early  in  1957.  They  also  felt  that 
there  probably  would  be  only  three  or  four 

cities  actually  deintermixed.  And,  it  was  point- 
ed out,  there  were  bound  to  be  appeals  to  the 

courts  which  would  stretch  out  the  completion 
of  these  cases  at  least  another  year. 

Some  observers  noted  that  Comr.  Webster's 
place  would  be  taken  by  T.  A.  M.  Craven  (who 
takes  office  today).  A  change  in  one  vote,  it 
was  pointed  out,  would  reverse  five  out  of  the  13 
proposed  deintermixtures. 

The  allocations  proceeding  was  begun  Nov. 
10,  1955,  when  the  FCC  denied 

a  group  of  deintermixture  peti- 
tions. The  Commission  said 

then  that  the  question  had  be- 
come nationwide  in  scope  and 

could  not  be  resolved  on  an  in- 
dividual basis. 

Prior  to  that  time  the  FCC 

had  been  called  on  to  deintermix  some  30-40 
cities.  It  held  an  oral  argument  on  five  of  these 
cases  and  then  decided  in  its  November  ruling 
that  a  general,  overall  allocations  proceeding 
was  required. 

The  allocations  proceeding  drew  more  than 
500  comments,  plans,  suggestions  and  counter 
comments.  It  was  the  subject  of  almost  weekly 
Commission  meetings  since  the  end  of  April. 

At  various  times  it  had  been  reported  that 

the  Commission  favored  "selective  deintermix- 
ture," large-scale  deintermixture,  division  of 

the  country  into  an  eastern  uhf  area  and  a 
western  combination  uhf-vhf  area,  and  no 
change  in  present  principles  of  allocations 
assignments. 

It  is  known  that  at  one  time  recently  the 
Commission  was  ready  to  issue  its  long  range 
proposal  and  invite  individual  comments  on 
specific  deintermixtures  [B»T,  June  11]. 

Television  began  commercial  operations  in 
1941  when  the  FCC  allocated  18  channels  in 

the  50-294  mc  band.  In  1945,  the  television 
spectrum  was  contracted  to  13  channels  in  the 
band  from  44  mc  to  216  mc,  and  fm  broad- 

casting moved  up  to  its  present  88-108  mc.  The 
following  year,  ch.  1  (44-50  mc)  was  deleted 
from  the  television  band  and  allocated  for 
industrial,  public  safety  and  transportation 
services. 

It  was  in  1945  that  the  Commission  said 

that  the  13  (now  12)  vhf  channels  were  in- 
sufficient for  a  nationwide,  competitive  televi- 

sion service,  and  that  tv  must  expand  in  uhf. 

In  1952,  following  the  four-year  freeze,  the 

COMPLETE  TEXT  OF  FCC  REPORT  AND  ORDER 

IS  IN  THIS  ISSUE,  BEGINNING  ON  PAGE  91 

uhf  band  (470-890  mc)  was  opened  to  com- 
mercial tv  operation. 

Within  a  year,  it  was  apparent  that  uhf  sta- 
tions, particularly  where  they  faced  competition 

from  vhf  outlets  in  the  same  communities,  were 
in  trouble.  Heart  of  the  problem  was  the.  fact 
that  in  vhf  areas,  viewers  refused  to  spend  the 

$50-$75  necessary  to  convert  their  receivers.  In 
addition  to  this,  uhfs  technical  disadvantages 
led  advertisers  and  networks  to  prefer  vhf  affilia- 
tion. 

Since  July  1952,  when  television  application 
processing  was  resumed  by  the  FCC,  more  than 
300  commercial  uhf  grants  have  been  made.  As 
of  today  there  are  94  uhf  stations  operating. 
More  than  130  uhf  grantees  have  returned  their 
permits,  while  the  others  have  retained  their 

construction  permits  awaiting  the  Commission's decision  on  uhfs  future. 

In  issuing  last  week's  ruling,  the  Commission 

denied  various  proposals  that  would  have  per- 
mitted vhf  squeeze-ins  at  reduced  mileage 

separations,  to  drop  the  table  of  allocations  and 
decide  applications  on  a  case-by-case  basis,  to 
permit  antennas  in  Zone  1  to  be  1,250  ft.  above 
average  terrain. 

In  discussing  the  possibility  of  moving  tele- 
vision to  the  uhf  band,  the  Commisison  declared 

that  this  would  have  many  advantages:  there 

would  be  equality  of  competition  among  all  sta- 
tions; there  would  be  no  problems  of  receiver 

incompatability,  and  more  stations  would  be 
built  and  successfully  operated. 

Also,  said  the  FCC,  the  vacating  of  the  vhf 
band  would  open  up  space  for  the  growing  needs 

of  other,  non-broadcast  services. 
The  Commission  asked  that 

comments  be  supplied  on  what 
use  might  be  made  of  the  vhf 
band  if  it  is  decided  to  move 
television  to  chs.  14-83.  In  this 
connection,  the  FCC  wondered 
whether  30-60  mc  should  not 

be  set  aside  for  ionsospheric  scatter  communica- 
tions and  whether  the  lower  vhf  band  might  not 

be  utilized  by  the  mobile  services. 

This  is  considered  one  of  the  most  dangerous 

elements  in  the  FCC's  document. 

Key  to  any  changeover,  the  Commission  em- 
phasized, was  uhfs  capability  to  serve  as  well 

as  vhf  does.  This  means,  the  FCC  said,  that 
uhf  transmitters,  receivers  and  antennas  must  be 

upgraded. At  present,  uhf  stations  suffer  in  comparison 
with  vhf  outlets  in  lesser  coverage,  with  prob- 

lems of  shadow  areas,  and  in  the  requirement 
for  higher  powers  to  adequately  serve  their 
markets.  Uhf  receivers  also  are  more  expensive 
and  less  sensitive  and  selective  than  vhf  sets. 
Receivers  are  more  noisy  than  comparable  vhf 
receivers,  while  positioning  of  antennas  also  is 
considered  more  critical  than  for  vhf. 

The  Commission  urged  that  a  program  of 

THE  PROPOSED-TO-BE-DEINTERMIXED  THIRTEEN 

THERE  are  13  cities  which  have  been 

tapped  by  the  FCC  for  deintermixture — 
more  or  less.  It  is  these  cities — some  of 
which  were  proposed  to  be  made  all  uhf, 
some  all  or  heavily  vhf,  and  some  with  a 
single  vhf  operating  station  remaining  in  a 
sea  of  uhf  assignments — about  which  pro- 

posed notices  of  rule  making  were  issued 
last  week.  Comments  requested  by  Sept.  10. 

The  cities,  and  the  proposals: 
Elmira,  N.  Y. — All  uhf  by  deleting  ch.  9 

and  adding  ch.  30.  This  would  give  Elmira 
chs.  18,  24  and  30.  Comrs.  McConnaughey, 
Doerfer  and  Mack  dissented.  Ch.  9  had  been 
allocated  to  Elmira  Nov.  30,  1955. 

Evansville,  Ind. — All  commercial  uhf  by 
switching  the  educational  reservation  from 
ch.  56  to  ch.  7.  This  would  give  Evansville 

chs.  *7,  50,  56,  62.  Comrs.  Doerfer  and 
Mack  dissented.  WTVW  (TV)  holds  a  grant 
for  ch.  7. 

Fresno-Santa  Barbara,  Calif. — Make  Fres- 
no all  uhf  by  moving  ch.  12  to  Santa  Bar- 

bara, adding  ch.  30  from  Madera,  Calif.,  and 
moving  ch.  59  into  Madera.  This  would 

give  Fresno  chs.  *18,  24,  30,  47  and  53,  and 
Santa  Barbara  chs.  3,  12,  20  and  26.  Comrs. 
Doerfer  and  Mack  dissented.  KFRE-TV 
operates  on  ch.  12. 

Hartford,  Conn. — Providence,  R.  I. — 
Make  Hartford  all  uhf  by  deleting  ch.  3  and 
moving  it  to  Providence,  transferring  ch.  61 
from  Easthampton,  Mass.,  to  Hartford,  and 
deleting  ch.  65  at  Meriden,  Conn.  This 

would  give  Hartford  chs.  18,  *24  and  61; 

Providence  chs.  3,  10,  12,  16  and  *36. 
Comrs.  McConnaughey,  Doerfer  and  Mack 
dissented.  Comr.  Doerfer  suggested  that  if 
ch.  3  is  taken  away  from  Hartford,  ch.  13 
from  New  York  should  be  substituted. 

Madison,  Wis. — All  commercial  uhf  by 
switching  the  educational  reservation  from 
ch.  21  to  ch.  3.  This  would  give  Madison 

chs.  *3,  21,  27  and  33.  Comrs.  McCon- 
naughey, Doerfer  and  Mack  dissented. 

WISC-TV  is  on  program  tests  on  ch.  3. 

Mobile,  Ala. -New  Orleans,  La. — Make 
Mobile  all  commercial  vhf  by  moving  ch.  4 
from  New  Orleans,  moving  ch.  42  (now  edu- 

cational in  Mobile)  to  New  Orleans  (where 
it  would  be  commercial).  This  would  give 
Mobile  chs.  4,  5,  10  and  *48.  New  Orleans 
would  have  6  (WDSU-TV),  *8,  20,  26,  32, 
42  and  61.  Comrs.  Doerfer  and  Mack  dis- 

sented. Comrs.  Webster  and  Bartley  con- 
curred, but  would  also  propose  the  deletion 

of  ch.  6  from  New  Orleans. 

Peoria-Rock  Island,  111. — Make  Peoria  all 
uhf  by  deleting  ch.  8  and  adding  ch.  25. 
Ch.  8  would  be  assigned  to  Rock  Island. 
This  would  necessitate  assigning  ch.  77  in 
lieu  of  ch.  40  at  Galesburg,  111.  This  would 

give  Peoria  chs.  19,  25,  *37  and  43,  and 
Rock  Island  chs.  4,  6,.  8,  *30,  36  and  42. 
Comrs.  Doerfer  and  Mack  dissented.  Ch. 
8  was  granted  to  WIRL  Peoria,  Friday. 

Springfield,  IU.-St.  Louis,  Mo. — Make 
Springfield  all  uhf  by  deleting  ch.  2  and  mov- 

ing it  to  St.  Louis,  and  adding  ch.  39  to 

Springfield.  This  would  necessitate  substi- 
tuting ch.  49  for  ch.  53  at  Lincoln,  111.  This 

would  give  Springfield  chs.  20,  39  and  *66, 
and  St.  Louis  chs.  2,  4,  5,  *9,  11,  30,  36, 
and  42.  Comrs.  Doerfer  and  Mack  dis- 

sented. Ch.  2  was  granted  to  WMAY-TV 
Inc.,  that  city,  Friday. 

Albany-Schenectady-Troy,  N.  Y. — Make 
area  predominantly  uhf  by  deleting  ch.  10 
from  Vail  Mills,  N.  Y.  (Albany  area)  and 

adding  ch.  47.  This  would  give  Albany- 
Schenectady-Troy  chs.  6  (WRGB  [TV] 

Schenectady),  *17,  23,  35,  41  and  47.  Comrs. 
McConnaughey,  Doerfer  and  Mack  dis- 

sented. Comrs.  Webster,  Bartley  and  Lee 

concurred  but  would  also  propose  the  de- 
letion of  ch.  6  from  this  area.  Ch.  10  had 

been  assigned  to  Vail  Mills  Nov  10,  1955. 

Charleston,  S.  C. — Make  Charleston  pre- 
dominantly vhf  by  adding  ch.  4.  This  would 

give  Charleston  chs.  2,  4,  5,  *13  and  17. 
Duluth,  Minn.-Superior,  Wis. — Make  area 

predominantly  vhf  by  switching  education- 
al reservation  from  ch.  8  to  ch.  32.  This 

would  give  Duluth-Superior  chs.  3,  6,  8, *32  and  38. 

Miami,  Fla. — Make  area  predominantly 
vhf  by  adding  ch.  6.  This  would  give  Miami 

chs.  *2,  4,  6,  7,  10,  23  and  33.  Comrs. 
Webster  and  Mack  dissented. 

Norfolk-Portsmouth-Newport  News,  Va. 
— Make  area  predominantly  vhf  by  adding 
ch.  13  to  Norfolk  from  New  Bern,  N.  C. 
Add  ch.  12  to  New  Bern.  This  would  give 

Norfolk  area  chs.  3,  10,  13,  15,  *21  and  33. 
Comrs.  Hyde,  Webster  and  Mack  dissented. 
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research  and  development — along  the  lines  of 
the  crash  program  recommended  by  Chairman 
McConnaughey  to  the  NARTB  convention  last 
April — be  instituted  for  uhf.  Among  its  goals, 
the  FCC  stated,  must  be  the  increasing  of  uhf 
transmitter  power,  the  use  of  boosters  and 
satellites  to  fill  in  shadow  areas,  and  the  im- 

provement of  uhf  receivers  and  antennas. 
A  transition  period — 10  years  has  been  sug- 

gested— was  referred  to  by  the  Commission  as 
one  means  of  accomplishing  the  changeover. 
The  FCC  stated  that  there  might  be  a  period  of 
time  when  vhf  stations  would  ODerate  simul- 

taneously on  uhf.  It  also  declared  that  there 
might  be  a  cutoff  date  for  vhf  broadcasting. 

This  transition  period  must  be  long  enough, 
the  FCC  stated,  to  cover  the  useful  life  of  vhf- 
only  receivers  in  the  hands  of  the  public,  and 
to  permit  vhf  stations  to  amortize  existing  trans- 

mitting equipment. 
Congress  might  legislate  tax  relief  and  it 

also  might  ban  interstate  shipment  of  tv  re- 
ceivers without  uhf  bands,  the  Commission  sug- 

gested. This  would  be  for  the  purpose  of  in- 
ducing the  manufacture  of  uhf  receivers. 

There  have  been  suggestions  that  the  price 
differential  between  vhf-only  receivers  and  those 
with  uhf  be  ameliorated  by  deleting  the  10% 

excise  tax  on  uhf-equipped  television  sets.  Con- 
gressional tax  committees  have  never  accepted 

this  proposal. 
As  part  of  its  discussion  of  interim  measures 

(deintermixture  in  the  13  cities),  the  Commis- 
sion spelled  out  the  considerations  it  would 

apply  for  favorable  action. 

Standards  for  Change 

Standards  for  deleting  a  vhf  allocation  from  a 
city  should  include  such  items  as  ( 1 )  the  num- 

ber of  people  losing  service,  (2)  how  many  uhf 
stations  operate  in  the  area,  (3)  the  degree  of 
uhf  set  conversion,  and  (4)  terrain  factors. 

Where  an  additional  vhf  channel  is  sought  to 
be  moved  into  an  area,  the  Commission  said 

these  criteria  would  apply:  (1)  meeting  trans- 
mitter-to-transmitter mileage  separations,  and 

(2)  why  the  prospective  community  needed  the 
assignment  more  than  the  community  from 
which  the  vhf  wavelength  was  to  be  taken. 

In  both  instances,  the  Commission  said,  the 
overall  effects  of  these  moves  would  be  con- 

sidered as  they  relate  to  the  goal  of  more  effec- 
tive competition  among  stations. 

Buried  in  the  FCC  document  was  an  allusion 

to  the  fact  that  the  13  cities  proposed  to  be  de- 
intermixed  were  not  all  which  the  Commission 
was  considering.  There  are,  it  was  learned, 
about  30  deintermixture  petitions  pending  FCC 
action.  It  was  possible,  it  was  understood,  that 
the  Commission  might  report  out  a  few  more 
notices  in  the  next  few  weeks. 

Also,  in  its  order,  the  FCC  virtually  invited 
other  such  petitions. 

Methods  of  computing  coverage  of  vhf  and 
uhf  stations  were  spelled  out  in  the  Commis- 

sion's document.  This  was  for  those  seeking 
deintermixture  changes  in  order  to  meet  the 
standards  set  out.  These  computations  must 
be  based,  the  FCC  said,  on  1,000-ft.  antenna 
height,  maximum  power  and  transmitter  loca- 

tion near  the  center  of  the  city  to  be  served. 
According  to  some  engineering  sources,  the 

FCC  has  revised  its  mileage  tables,  bringing 
uhf  nearer  the  equivalent  of  vhf  in  theoretical 
coverage.  These  same  sources  pointed  out  that 
the  Commission  was  still  working  on  averages, 
rather  than  permitting  showing  to  be  made  on 
actual  measurements  in  individual  cases. 

The  Commission,  however,  declared  that 
other  data,  based  on  other  assumptions,  would 
be  accepted  if  submitted.  This  would  be  in 
addition  to  the  information  required  under  its 
criteria. 

RADIO,  TV,  OTHER  ADVERTISING  MEDIA 

REPORTED  FACING  GREATEST  CHALLENGE 

Delegates  to  53d  annual  convention  of  Advertising  Assn.  of  the  West 

in  Los  Angeles  are  told  by  principal  speakers  of  new  demands  in  an 

expanding  economy,  where  automation  has  been  so  successful  in 

destroying  manufacturing  bottlenecks. 

TELEVISION,  radio  and  the  other  major  ad- 
vertising media  are  facing  the  greatest  sales 

challenge  of  their  history  in  the  basic  revolution 
taking  place  in  retail  marketing  today,  some 
1,000  delegates  to  the  53d  annual  convention  of 
the  Advertising  Assn.  of  the  West  were  told  in 
Los  Angeles  last  week. 

The  demands  on  media  of  a  rapidly  expand- 
ing economy,  where  automation  has  broken  the 

traditional  manufacturing  bottleneck  and  shifted 
the  burden  of  continued  business  growth  in- 

stead to  mass  distribution  and  consumption, 
were  highlighted  by  several  keynote  speakers. 

Others  pointed  out  that  media  are  being  given 

be  afforded  new  opportunities  to  prove  them- 
selves as  advertisers  traditionally  linked  with 

older  channels  of  consumer  communication 
adapt  themselves  to  the  new  marketing  situation. 

Speakers  were  divided,  however,  on  the  ex- 
tent of  aggressiveness  or  superlative  appropriate 

in  ad  copy  although  agreeing  that  the  sales  prob- 
lem, medium  and  prospects  should  govern. 

John  Karol,  vice  president  in  charge  of  net- 
work sales  for  CBS  Radio,  the  only  broadcaster 

on  the  agenda,  told  a  Tuesday  luncheon  meeting 
that  all  major  media  are  good  media  when  used 
correctly  but  that  radio,  for  instance,  has  the 
extra  attribute  of  personal  persuasion  as  well 

NEW  OFFICERS  of  the  Advertising  Assn.  of  the  West,  elected  at  last  week's  convention 
in  Los  Angeles,  are  (I  to  r)  Burt  Oliver,  vice  president  of  Foote,  Cone  &  Belding,  Los 
Angeles,  treasurer;  Earl  J.  Glade  Sr.,  public  relations  executive  and  former  mayor  of 

Salt  Lake  City,  president;  John  Hoefer,  co-founder  of  Hoefer,  Dieterich  &  Brown,  San 
Francisco,  senior  vice  president;  Mrs.  Ella  Breazeale,  assistant  cashier  of  the  Valley 
National  Bank,  Tucson,  Ariz.,  vice  president  at  large,  and  Eugene  M.  McKim,  director 
of  advertising  for  Western  Farm  Life,  Denver,  Colo.,  secretary. 

more  and  more  total  sales  responsibility — not 
just  a  role  of  pre-sales  conditioning — as  the 
concept  of  self-service  retailing  spreads  and  does 
away  with  the  human  link  with  the  consumer, 
the  clerk  or  salesman  at  the  place  of  purchase. 

The  expectation  that  color  tv  will  capture 
new  local  retail  dollars,  traditionally  poured 
heavily  into  newspaper  advertising,  also  was 
voiced. 

Held  Sunday,  June  24,  through  last  Wednes- 
day at  the  Hotel  Statler.  the  convention  of 

representatives  from  major  agencies,  media  and 
advertisers  in  the  1 1  western  states  was  marked 

for  its  general  lack  of  specific  "pitches"  for  any 
one  advertising  medium.  Rather,  speakers 
brought  attention  to  the  growing  awareness  that 

the  bigger  sales  demands  being  placed  on  ad- 
vertising call  for  integrated  and  more  effective 

use  of  all  media,  indicating  that  radio-tv  will 

as  other  unique  qualities. 
Addressing  himself  to  the  women  delegates 

and  the  wives  of  the  men  also  present,  Mr. 
Karol  noted  that  the  purchasing  power  of  the 
American  woman  today  is  such  that  any  time 
an  advertiser  forgets  or  ignores  her  importance 

he  will  soon  find  out  that  the  "hand  that  rocks 

the  cradle  can  just  as  easily  rock  the  boat." 
"In  virtually  every  product  category,  you  are 

the  goal,"  Mr.  Karol  told  his  feminine  listeners. 
"You  are  the  reason  for  almost  every  product 
innovation  and  every  ad  in  print  and  on  the  air. 
You  are  the  subject  of  endless  research.  Your 
marrying  age,  your  employment  status,  your 
shopping  days,  your  color  preferences,  your  con- 

victions about  calories,  cigars,  hard  water,  foam 
rubber  and  form  fit — all  these  things  are  of  un- 

believably great  importance  to  American  busi- 
ness. 

"It  is  the  same  story  in  selecting  advertising 
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DISCUSSING  color  tv  exhibition  presented  at  CBS  Television  City,  Hollywood,  for  the 
AAW  convention  are  (I  to  r),  Nelson  Carter,  vice  president  of  Foote,  Cone  &  Belding 
and  retiring  president  of  Los  Angeles  Advertising  Club,  convention  host;  Howard 

Meighan,  CBS-TV  vice  president  in  charge  of  western  division;  William  Lodge,  CBS-TV 
vice  president  in  charge  of  general  engineering,  who  also  demonstrated  Ampex  tv 

tape  recorder  to  delegates;  Frank  Samuels,  CBS-TV  Pacific  sales  manager,  and  Russel 
Eller,  advertising  manager  of  Sunkist  growers  and  convention   program  chairman. 

media.  Will  the  life  span  of  a  four-color  ad  in 

a  woman's  magazine  carry  more,  or  less,  im- 
pact that  the  greater  frequency  of  radio  com- 

mercials in  the  framework  of  believability  of  a 
daytime  serial?  Will  the  costly  glamour  of  big- 
audience  nighttime  television  produce  more,  or 
fewer,  sales  than  a  double  truck  in  a  general 
magazine?  Even  as  prejudiced  as  you  might 
believe  me  to  be,  I  admit  freely  that  no  one 
medium  for  any  given  product  is  likely  to  be 
the  perfect  answer  in  reaching  you  and  con- 

vincing you." 
Mr.  Karol  emphasized,  "I  must  go  on  the 

record,  however,  as  saying  that  the  low-cost 
combination  of  reach  and  frequency  that  good 
radio  provides,  both  locally  and  on  a  network 
basis,  gives  it  a  unique  status  among  media. 
It  cannot,  of  course,  claim  the  exclusive 
privilege  of  moving  women  to  buy  Brand  A 
over  Brand  B. 

"Actually,  the  choice  of  a  media  depends  to 
a  large  degree  on  the  psychology  behind  the 
copy  approach.  Which,  for  example,  would 
impress  you  most?  A  picture  of  a  new  shade  of 
lipstick,  or  a  voice  telling  you  what  this  new 
shade  of  lipstick  will  do  for  you.  Without 
minimizing  the  value  of  pictures  and  copy  to 

be  read,  I  believe  that  for  many  products,  it's 
what  they  will  do  for  people  that  is  most  im- 

portant. And  I  think  advertisers  tend  to  over- 
look this.  There  is  no  fact  of  selling  so  im- 

portant as  one  person  talking  to  another — tell- 
ing the  prospect  what  a  product  or  service  will 

do  for  the  potential  buyer." 
The  CBS  Radio  executive  felt  manufacturers 

and  agencies  sometimes  fail  to  match  the 
product  to  the  needs  of  the  consumer  and 

"sheep-like"  copy  other  advertising.  "The  eye- 
patch  for  shirts,  the  animal  for  liquor,  the  man's 
man  for  cigarettes,"  he  cited,  commenting  that 
"imitation  may  be  the  sincerest  form  of  flattery 
but  we're  not  in  the  business  of  flattering  each 
other;  we're  in  the  business  of  selling  goods  and services. 

"There  is  too  often  apt  to  be  a  similar  pattern 
in  media  selection.  Some  of  you  remember 
when  radio  burst  on  the  advertising  scene  and 
became  the  great  glamour  medium.  The  fact 
that  radio  was  a  fine  new  selling  tool  should  not 
have  detracted  from  the  fact  that  newspapers 
and  magazines  and  comics  and  the  rest  were 
also  still  good. 

"In  our  growing  economy  we  can  use  more 
ways  of  communicating  with   the  consumer. 

We  must  keep  our  perspective.  We're  going 
through — actually,  we're  most  of  the  way 
through — a  similar  situation  with  television. 
It  has  taken  time  to  absorb  this  new  glamour 
medium.  Now,  more  and  more  advertisers  have 
reached  conclusions  as  to  what  tv  can  do  and 
cannot  do  and  we  are  finding  that,  again,  all 
media  are  settling  into  their  proper  places  to  be 
used  singularly  and  in  combination  to  produce 

the  best  results  for  the  particular  product." 
Problems  of  selling  to  women  and  a  defense 

of  the  excited  adjective  in  radio-tv  and  other 
copy  were  set  forth  in  a  talk  before  another 
session  of  the  convention  by  William  G.  Werner, 
director  of  public  and  legal  services,  Procter  & 
Gamble  Co. 

His  theme  was  "Four  Guideposts  in  Adver- 
tising": good,  pre-tested  products,  fully  support- 

able claims,  scrupulous  regard  for  the  law  and 
a  constant  concern  for  public  opinion. 

Reviewing  in  detail  the  research  and  labora- 
tory testing  of  products  before  they  are  pre- 

sented to  the  public,  Mr.  Werner  said  that 

"when  it  comes  to  translating  provable  product 
facts  into  pleasing,  persuasive  advertising,  how- 

ever, we  need  more  than  a  tabulation  of  points 

of  superiority." Two  problems  in  advertising  creation  appear 
here,  the  P&G  executive  said,  both  tied  up  with 

the  word  "supportability."  One  is  that  a  firm 
like  P&G  must  sell  to  women  and  the  second 

concerns  "the  strength  and  steam  of  our  com- 

petition." 

Comparing  the  "quiet"  approach  of  ethical 
medical  advertising  to  that  of  selling  to  women, 

Mr.  Werner  said  "if  advertising  is  to  be  per- 
suasive to  the  fullest  possible  measure  with  our 

lady-folk,  it  cannot  talk  to  them  in  a  strictly 
logical  and  technical  tone  of  voice.  It  must 
contain  superlatives.  It  should  sound  excited 
and  convinced — carry  on  in  a  way  that  a  serious 

male  critic  of  advertising  might  not  like." 
Quoting  what  he  considered  typical  woman- 

to-woman  conversation,  Mr.  Werner  continued, 

"No  advertising  on  earth  could  begin  to  match 
the  hyperbole  that  the  average  woman  hears 
and  bubbles  forth  in  an  hour  over  the  bridge 
table.  What  then  is  wrong  with  talking  to 
women  in  advertising  in  the  sort  of  language 

they  know  best?" Observing  that  it  is  mostly  "professional 
critics"  who  take  exception  "to  the  strength  of 
such  enthusiastic  claims  and  the  use  of  quite  a 

few  superlatives"  in  P&G  advertising,  Mr. 
Werner  said  "we  have  done  a  great  deal  of  re- 

search among  housewives  and  we  know  that  the 
public-at-large  is  not  confused  by  our  claims  or 
disturbed  by  our  vigor. 

"Please  keep  in  mind,  though,  that  here  I  am 
not  advocating  the  use  of  any  claims  which 
cannot  be  technologically  supported.  I  am  re- 

ferring here  only  to  such  things  as  legitimate 

puffery:  reasonable  'excitedness';  the  warmth 
and  vigor  of  copy  that  springs  from  sincere  en- 

thusiasm for  a  good,  honest  product,  that  fully 
deserves  and  earns  that  kind  of  enthusiasm  from 

its  loyal  users." Concerning  the  aspect  of  intense  competition 
in  his  range  of  products,  Mr.  Werner  said  that 

in  some  fields  "competition  is  expressed  most 
vigorously  over  the  counter,  by  personal  selling, 
by  house-to-house  work  or  in  other  ways.  In 
our  business,  the  vigor  of  competition  in  ad- 

vertising is  a  characteristic  of  the  industry  that 
we  just  cannot  ever  forget  for  a  minute. 

"There  is  nothing  about  clean  and  decent, 
hard-driving  competition  that  should  be  con- 

sidered anything  but  helpful  to  the  strength  of 

our  nation." 
Noting  the  rapid  technological  advances  in 

recent  years  in  soaps,  detergents,  cooking  prod- 
ucts and  dentifrices  resulting  from  the  competi- 

tive drive,  Mr.  Werner  said  that  "when  you 
couple  this  keen  competition  in  the  laboratory 
with  low-cost  quickly  replaced  household  prod- 

ucts, you  are  bound  to  have  a  need  for  vigor- 
ously competitive  advertising  as  the  quickest, 

HEAD  TABLE  guests  at  Tuesday  luncheon  addressed  by  John  Karol,  vice  president  in 
charge  of  network  sales,  CBS  Radio,  were  (I  to  r).  Earl  Glade,  newly  elected  president  of 
AAW  and  member  of  board  of  KSL  Salt  Lake  City,  which  he  founded;  Mr.  Karol;  Henry 

Mayers,  Mayers  Co.,  Los  Angeles,  and  Hal  Stebbins,  Hal  Stebbins  Inc.,  Los  Angeles. 
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cheapest  way  to  tell  the  good  news  to  the  public. 
In  this  sort  of  rivalry  for  attention,  we  have 
learned  that  we  just  have  to  state  our  claims 
forcefully  and  with  confidence  and  enthusiasm, 
if  we  want  to  register  them  effectively  against 

the  other  fellow." 

Similarly,  because  women  have  varied  pref- 
erences in  the  form  of  product  they  want,  P&G 

developed  its  own  competitive  brands  to  meet 
these  needs  and  promotes  each  equally  inten- 

sively through  radio,  tv  and  other  media,  he 
indicated. 

Referring  to  the  close  "constructive"  co- 
operation of  the  legal  services  staff  with  the 

P&G  advertising  department,  Mr.  Werner  ex- 
plained how  such  legal  aid  contributes  to  the 

continuing  creation  of  effective  advertising. 
Legal  review  makes  certain  that  the  advertising 
complies  with  national,  state  and  local  laws,  he 
said  and  also  involves  packaging  and  promotion 

(contests,  premiums,  "free"  offers).  Equally  im- 
portant, he  said,  is  "the  law  of  the  man  on 

the  street  corner,"  which  calls  for  the  careful 
review  of  all  advertising,  promotion  and  pack- 

aging by  the  public  relations  staff. 

Too  much  blatant  advertising  in  all  media, 
including  radio  and  tv,  however,  was  held  re- 

sponsible by  Don  Belding,  chairman  of  the 
executive  committee,  Foote,  Cone  &  Belding, 
Los  Angeles,  for  lowering  the  sales  effectiveness 
of  both  the  ad  and  the  medium.  Addressing 

the  convention  on  the  subject,  "Don't  Shout  So 
Loud — I  Can't  Hear  You,"  he  analyzed  com- 

mon faults  which  build  up  reader,  listener  or 
viewer  resistance. 

Function  Is  to  Sell 

"We  must  never  forget  that  the  function  of 
advertising  is  to  sell,"  Mr.  Belding  said,  "and 
when  it  fails  in  that  responsibility  or  performs 
it  poorly,  our  industry  suffers,  business  suffers 

and  we  have  not  performed  our  duty." 

Mr.  Belding  noted  that  "some  of  the  televi- 
sion and  radio  commercia's  for  local  distribu- 

tors are  good  examples  of  shouting  in  the  hog- 

calling  manner.  It's  hard  to  tell  one  from 
another.  They  are  all  hurry,  hurry,  hurry, 
breathless,  faintly  dishonest — by  implying  that 
you  can  trade  your  three-year-old  car  in  for 

a  new  one  and  it  doesn't  cost  anything,  when 
what  they  mean  is  that  it  doesn't  cost  you  any- 

thing right  then.  They  also  say  you  can  drive 
a  high  priced  car  for  just  16  cents  a  day,  but 
it  turns  out  to  be  16  cents  a  day  more  than  a 
medium  priced  car,  not  16  cents  a  day. 

"The  most  objectionable  part,  however,  is 
that  they  beat  you  to  death  and  scream  so  loud, 
so  fast.  If  a  lawyer  shouts  to  a  jury  he  is  looked 
upon  as  a  hollow  buffoon.  The  man  who  talks 
calmly  and  straight  from  the  shoulder,  using 
simple  common  sense,  is  the  one  that  wins 

juries  and  customers." 

"Several  competitors  shouting  the  same  thing 
get  a  little  monotonous,  too." 

"A  recent  study  indicated  that  most  tv  set 
manufacturers  seemed  glued  to  the  illustrative 
idea  of  a  family  around  a  tv  set.  Most  mechan- 

ical refrigerator  manufacturers  show  an  open 
refrigerator  with  a  woman  standing  there,  usu- 

ally pointing  her  grubby  little  fingers  at  the 
food.  Whiskey  distillers  all  like  a  big  bottle  and 
a  glass.  Car  manufacturers  show  the  car  with 
a  lot  of  people  around.  But  buyers  are  not  im- 

pressed by  the  obvious." 

The  FC&B  executive  observed,  "we  drive  to 
work  by  a  similar  route  each  day.  The  land- 

scape becomes  commonplace.  As  long  as  it 
stays  that  way  our  attention  is  seldom  diverted 
toward  it  with  any  enthusiasm  or  interest.  But 
burn  down  one  of  the  buildings  on  our  route 
tonight   and   tomorrow   we   will  immediately 

notice  the  change."  Creativity  in  advertising  is 
something  like  that,  from  an  attention  stand- 

point. It  sets  the  ad  or  commercial  out  from 
the  ordinary. 

"A  good  illustration  might  be  the  current 
Pepsodent  campaign.  'You'll  wonder  where  the 
yellow  went  when  you  brush  your  teeth  with 

Pepsodent'  is  a  salesmanship  in  print  idea.  But 
left  in  minor  space  it  will  not  reach  its  potential, 
just  like  a  tree  or  vegetable  will  not  grow  to 

maturity  without  ample  water." 
"So  this  idea  was  moved  into  saturation  radio 

and  is  accomplishing  a  great  sales  result.  And 

when  you  hear  it  you'll  note  it  doesn't  shout. 

It  sells  you." Mr.  Belding  said  it  is  fine  to  stick  with  a 
good  idea,  but  all  ideas  wear  out  sooner  or 
later. 

"LSMFT  is  a  good  example  of  this,"  he  said. 
"When  George  Washington  Hill  first  introduced 
this  with  the  telegraphic  sounder  on  radio  and 
the  tobacco  auctioneer  testimonials  in  print, 

sales  increases  were  phenomenal  and  he  had  no 
trouble  maintaining  first  position  among  all 
the  cigarette  manufacturers.  But  now  the  line 
is  part  of  the  scenery. 

"And  by  this,  I  don't  mean  that  we  are  not 
advertising  to  a  parade,  since  new  millions 

reach  the  buying  age  each  year.  But  don't 
forget,  we  see  a  lot  of  the  parade  at  once  these 
days  as  our  vision  is  expanded  through  radio, 
television  and  print.  And  if  progress  has  done 
anything  to  human  nature  in  America,  it  has 

made  people  a  little  deaf  to  continuous  shout- 
ing, a  little  blind  to  dazzling  claims,  and  a  little 

numb  to  the  continuous  repetition  of  the  com- 
monplace. A  good  creative  idea  in  such  an 

expanse  of  shouting,  dazzling  claims  and  medi- 
ocrity is  like  a  pretty  sailboat  sailing  along  in 

the  ocean.  You  can't  help  but  see  and  admire 

it." 

Norman  Strouse,  president  of  J.  Walter 

Thompson  Co.,  New  York,  pointed  to  adver- 
tising's new  status  with  management  in  his 

keynote  address  to  the  convention.  "Now  ad- 
vertising is  looked  upon  as  the  generator  of 

sales  rather  than  sales  the  generator  of  adver- 

tising," he  said. 
In  an  economy  of  scarcity,  advertising's 

function  is  to  inform  and  thus  guide  products 
through  the  channels  of  distribution,  Mr. 
Strouse  related,  but  in  an  economy  of  abund- 

ance, "advertising  must  sell,  it  must  create 
wants  dynamically  in  order  to  close  the  gap 
between  an  ever-ascending  line  of  productivity 

and  the  desire  to  consume." 
Mr.  Strouse  said  "advertising  multiplied  the 

force  of  selling  far  beyond  what  could  have 

been  possible  through  human  selling  contact" and  made  mass  production  effective.  But  today 

with  automation  "instead  of  the  sales  depart- 
ment belaboring  the  manufacturing  department 

for  more  and  more  production,  all  of  a  sudden 
the  sales  executive  almost  finds  himself  in  the 

role  of  the  sorcerer's  apprentice  with  machines 
spewing  out  the  finished  product  in  embarrass- 

ing quantities." 
With  the  high  cost  of  automation  equipment, 

Mr.  Strouse  noted,  "advertising  now  must  not 
only  generate  a  current  mass  market  to  move 
current  mass  production  but  it  also  must  build 
a  brand  franchise  in  future  markets  to  make 
certain  that  forward  investments  in  plant  and 
facilities  can  be  amortized  and  in  the  shortest 

possible  time." 
The  advertiser  now  thinks  of  not  how  little 

time  or  space  he  can  get  along  with,  Mr. 

Strouse  indicated,  but  "how  much  advertising 
can  we  profitably  invest"  to  generate  high  cur- rent sales  and  build  a  future  market. 

This  is  made  even  more  vital,  he  said,  in 
view  of  the  permanent  curtailing  effect  World 
War  II  had  on  personal  selling,  especially  in 
the  retail  field.  Citing  how  advertising  blocked 
depression  trends  in  postwar  years,  he  said 

"advertising  has  proved  to  be  the  miracle  fibre 
of  selling  just  as  automation  has  proved  to  be 

the  genie  of  production." 
In  view  of  the  great  expansion  of  the  U.  S. 

economy  seen  for  the  next  decade  and  the  cor- 
responding boost  expected  in  total  advertising 

volume,  Mr.  Strouse  called  for  a  major  person- 

WHERE  DO  THEY  BUY  THEIR  SPOT  TV? 

Pacific  (14.0%)  W.  North  Central  (5.9%)  New  England  (5.3%) 
$28,534,000  $11,951,000  $10,805,000 

$14,829,000 

BETWEEN  October  1955  and  March  1956,  spot  television  advertisers  in  the  U.  S. 

invested  $204,081,000  in  that  medium.  B«T  asked  TvB,  which  supplied  the  total 

tabulation,  to  break  down  that  expenditure  by  regions.  The  map  above  shows  the 

results  for  nine  sections  of  the  country  during  the  six-month  period. 
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nel  training  effort  in  the  agency  and  advertising 
fields. 

George  P.  Hitchings,  manager  of  economic 
analysis  department  of  the  Ford  Motor  Co., 
told  the  convention  the  American  economy 
would  grow  40%  in  the  next  decade  and  out- 

lined how  the  auto  industry  has  proven  that 
there  are  benefits  to  be  derived  from  an  ag- 

gressive search  for  expanded  markets  through 
advertising. 

Hal  Stebbins,  head  of  his  own  Los  Angeles 
agency,  cautioned  delegates  that  the  purpose 

of  advertising  is  to  "communicate  ideas  and 
images,  not  words."  An  outspoken  advocate 
of  "polite  persuasion"  and  truth  rather  than 
the  sledgehammer  approach,  he  admonished, 

"If  you  don't  believe  it,  don't  say  it."  Detailing 
major  marketing  changes,  Mr.  Stebbins  noted 

that  advertising  is  becoming  virtually  the  "total 
sales  force"  for  more  and  more  products  now 
sold  through  self-service  stores. 

Henry  Mayers,  also  head  of  his  own  Los 

Angeles  agency,  in  discussing  "The  National 
Retail  Chain  and  National  Advertisers"  indi- 

cated retailers  will  continue  to  rely  primarily 
on  newspaper  advertising  but  have  become 
more  active  in  radio  and  tv,  noting  color  tv 
will  appeal  particularly  to  department  stores. 

Mrs.  Ivy  Baker  Priest,  U.  S.  Treasurer,  told 
the  luncheon  meeting  Monday  that  while  1952 
saw  the  first  principal  effective  use  of  television 
in  a  political  campaign,  the  use  of  all  other 
media  increased  too.  She  noted  the  big  trend 
to  use  of  advertising  in  politics  has  come  since 
the  first  impact  of  radio  in  1920. 

Remarking  about  the  ability  of  government 
to  instantly  communicate  with  every  segment 

of  the  people,  Mrs.  Priest  said  "there  is  no 
excuse  for  ignorance  today"  and  expressed  her 
respect  for  the  intelligence  of  the  public  when 
informed  about  a  political  issue.  She  com- 

mended advertising  for  helping  create  Amer- 

ica's high  standard  of  living  and  thanked  all 
media  for  extensive  support  of  the  Treasury 

Dept.'s  savings  bonds  program. 
Of  political  advertising  per  se,  Mrs.  Priest 

said,  "We  need  a  better  business  bureau  for 
politics.  Now  we  stop  at  the  point  of  libel  as 
defined  by  an  attorney.  Business  has  grown 

stronger  on  the  theme  of  'truth  in  advertising." 
We  need  that  slogan  in  politics.  The  people  of 

today  are  not  gullible." 
In  a  panel  before  the  junior  program  June 

24,  Kenneth  Harwood,  chairman  of  the  depart- 
ment of  telecommunications  at  U.  of  Southern 

California,  said  the  day  of  the  single  medium 

expert  is  about  over  and  the  need  for  the  "pro- 
fessional communicator"  familiar  with  the 

strength  and  weakness  of  all  media  has  arrived. 

Citing  automation's  impact  in  radio's  expansion 
and  predicting  even  a  pocket  set  in  tv,  Mr. 
Harwood  felt  an  even  closer  marriage  of  the 
press  and  broadcast  media  will  take  place 
through  the  years  with  facsimile. 

NBC-TV  talent  presented  an  advertising  pag- 
eant for  the  opening  convention  session  Mon- 

day morning  with  Today  in  the  West,  the  net- 
work's west  coast  weekday  program,  featuring 

a  10  minute  segment  saluting  western  adver- 
tisers. It  was  seen  at  the  convention  by  a 

large  screen  projector.  ABC-TV  presented 
Lawrence  Welk  and  his  orchestra  for  Monday 
night  entertainment  at  the  Beverly  Hilton  and 
NBC-TV  also  supplied  talent  for  the  AAW 

president's  banquet  Wednesday  night. 
Winner  of  the  N.  W.  Ayers  three-minute 

speaking  contest  Wednesday  noon  was  John 
Kimball,  student  at  the  U.  of  Utah  and  part- 
time  employe  at  D.  W.  Evans  &  Assoc.,  Salt 
Lake  City.  The  award  was  presented  by  Dore 
Schary,  MGM  Studio  head,  luncheon  guest 
speaker.  The  convention  voted  to  hold  its 
annual  meeting  next  year  in  Honolulu. 

IN  CHICAGO  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index  of  Broadcast  Advertisers  (Based  on  Broadcast  Advertisers  Reports'  monitoring) 

NATIONAL  (NETWORK)  INDEX 

Hooper  Index 
Network     Total     "Commercial  of  Broadcast 

Rank Product  &  Agency  Sh ows Networks 

Units" 

Adverti 1. 

Bufferin  (Young  &  Rubicam) 5 T 

TO 
163 

2. Anacin  (Ted  Bates) 

13 

3 

15i/2 

144 
3. Alka-Seltzer  (Geoffrey  Wade) 5 3 

91/2 

78 

4. Bromo-Seltzer  (Lennen  & Newell) 
1 1 3 27 

5. 

Rolaids  Antacid  (Ted  Bates) 
(P) 

1 1 

19 

6. Pepto-Bismol  (Benton  &  Bowles) 1 1 1 18 
7. Eno  Antacid  (Atherton  &  Currier 

)(P) 

1 3 14 
8. Bisodol  (Sullivan,  Stauffer, 

Colwell  &  Bayles) 2 1 

1% 

12 

9. 
Bayer  Aspirin  (Dancer- 

Fitzgerald-Sample) 1 T 3 10 
10. 

Phillips  Tablets  (Dancer- 
Fitzgerald-Sample) 1 1 1 8 

11. Phillips  Milk  of  Magnesia 

(Dancer-Fitzgerald-Sample) (P) 
1 2 2 

CHICAGO  INDEX  (NETWORK  PLUS  SPOT) 

Hooper  Index 
Network     Total     "Commercial  of  Broadcast 

Rank Product  &  Agency  Sh ows Networks 

Units" 

Adverti 

T. Alka-Seltzer  (GoefFrey  Wade) 5 4 

52i/2 

248 

2. Bufferin  (Young  &  Rubicam) 5 2 14 174 

3. 
Bayer  Aspirin  (Dancer- 

Fitzgerald-Sample) 1 4 

172/3 

196 

4. Bromo-Seltzer  (Lennen  & 
Newell) 1 2 6 86 

5. Anacin  (Ted  Bates) 

13 

3 

15i/2 

60 
6. Rolaids  Antacid  (Ted  Bates) (P) 2 2 24 
7. Pepto-Bismol  (Benton  &  Bowles) 1 1 1 

20 

8. 
St.  Joseph  Aspirin  (Lake-Spiro- Shurman) 1 Vi 1 1 

9. Phillips  Milk  of  Magnesia 
(Dancer-Fitzgerald-Sample) 

(P) 

2 4 7 
10. 

Phillips  Tablets  (Dancer- 
Fitzgerald-Sample) 1 1 1 7 

11. Bisodol  (Sullivan,  Stauffer, 
Colwell  &  Bayles) 2 1 

1% 

5 

(P)  Participations,  as  distinguished  from  sponsorship. 
In  the  above  summary,  monitoring  occurred  the  week  ending  May  19,  1956. 
The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc., 
Broadcast  Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary 
is  prepared  for  use  solely  by  Broadcasting  •  Telecasting.  No  reproduction  permitted. 

*  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcast  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  exposure 
of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four  "commercial 
units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for  programs  of  other 
lengths.  A  "station  identification"  equals  one-half  "commercial  unit." **  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  American 
Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case  of 
station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is  used 
wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 

Kneip  Meats  Buying  Spot 

E.  W.  KNEIP  Inc.,  Chicago  independent  meat 
packer,  on  behalf  of  its  corned  beef  products, 
has  purchased  a  series  of  five  weekly  spots  on 
WNBQ  (TV)  Chicago.  The  firm  will  extend  its 

television  activity  to  Davenport,  Des  Moines, 
Cedar  Rapids,  Omaha  and  other  markets  in 
future  months,  with  participations  in  cooking 
shows,  according  to  its  agency,  C.  L.  Miller 
Co.,  Chicago.  Present  tv  expenditures  will  run 
at  the  rate  of  $1,000  a  month,  it  was  reported. 
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FRANK  HEADLEY,  President 

DWIGHT  REED,  Vice  President 

FRANK  PELLEGRIN,  Vice  President 

PAUL  WEEKS,  Vice  President 

RADIO 

TELEVISION  INC. 

m  m 

mm    ~*     ■  ' 
TELEVISION 

REPRESENTATHfESJNC. 

Yessir  Podner!  This  H-R  "Spread"  is  a  workin'  outfit.  And 

that  doesn't  mean  only  the  hired  hands.  There's  a  rule 

around  here  that  even  the  bosses  gotta  work.  And  they  do! 

The  working  partners  that  head  up  H-R  are  out  on  the 

"range"  everyday,  aroundin'  up  orders.  No  wonder  this 

is  the  "brand"  of  representin'  so  many  fine  stations  like. 

They  know  they'll  get  it  at  H-R  because  we  "always  send 

a  man  to  do  a  man's  job." 

380  Madison  Ave. 
New  York  17,  N.  Y. 
Oxford  7-3120 

35  E.  Wacker  Drive 
Chicago  1 ,  Illinois 
RAndolph  6-643! 

6253  Hollywood  Boulevard 
Hollywood  28,  Calif. 
Hollywood  2-6453 

155  Montgomery  Street 
San  Francisco,  Calif. 
YUkon  2-5837 

4  1  5  Rio  Grande  Bldg. 
Dallas,  Texas 
Randolph  51  49 

101  Marietta  Street  Building Atlanta,  Georgia 

Cypress  7797 

520  lovett  Boulevard Room  No  ID Houston.  Texas 

JAckson  8-1601 
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KLZ-TV  dominates 

the  Denver  market! 

34  out  of  top  50 

13  out  of  top  15  Non-Network  Shows 

11  out  of  top  15  Once-A-Week  Shows 

NON-NETWORK  FILM  SHOWS 

Life  of  Riley  31.4  KLZ-TV 

Dr.  Hudson's  Secret  Journal  29.2  KLZ-TV 
Highway  Patrol  26.7  Stat.  B 
I  Led  Three  Lives  ....  24.9  Stat.  B 
Mr.  District  Attorney.   .   .  22.9  KLZ-TV 
Celebrity  Playhouse.  .  .   .  22.7  KLZ-TV 
Guy  Lombardo  22.7  KLZ-TV 
Wild  Bill  Hickok  22.7  KLZ-TV 
Confidential  File  22.4  KLZ-TV 
Stories  of  the  Century.   .   .  22.2  KLZ-TV 
Liberace  21.5  KLZ-TV 
Range  Rider  20.9  KLZ-TV 
Crunch  and  Des  20.4  KLZ-TV 
Buffalo  Bill,  Jr  20.2  KLZ-TV 
Studio  57    20.0  KLZ-TV 

ONCE-A-WEEK  SHOWS 

Ed  Sullivan  47.7  KLZ-TV 
$64,000  Question  46.5  KLZ-TV 
What's  My  Line  37.0  KLZ-TV 
George  Gobel  35.4  Stat.  B 
I  Love  Lucy  34.9  KLZ-TV 
Your  Hit  Parade.  ...  33.4  Stat.  B 
564,000  Challenge  ....  32.7  KLZ-TV 
Life  of  Riley  31.4  KLZ-TV' 
Alfred  Hitchcock  31.0  KLZ-TV 
Climax  30.7  KLZ-TV 
Disneyland  29.8  Stat.  C 
Jack  Benny  29.7  KLZ-TV 
Groucho  Marx  29.4  Stat.  B 
Phil  Silvers  29.4  KLZ-TV 

Dr.  Hudson's  Secret  Journal  29.2  KLZ-TV 

More  Quarter  Hour  Firsts  —  from  sign-on 

to  sign-off — seven  days  a  week  —  than  all 

other  Denver  TV  stations  combined. 

CBS N     D  E  N  V 

See  the  complete  story!  Call  your  KATZ  man 

or  wire  Jack  Tipton,  general  sales  manager,  KLZ-TV 

TELEVISIO 
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ABC-TV,  TvB  STUDIES  IN  AUTOMOBILE  FIELD 

SHOW  STRONG  STANDING  FOR  TELEVISION 

Network-sponsored  Trendex  survey  finds  that  car  dealers  rank  tv 

tops  for  drawing  traffic  to  showrooms.  TvB's  questioning  of  cus- 
tomers draws  even  stronger  conclusion.  Both  are  part  of  major  drive 

to  convert  automotive  manufacturers  to  greater  use  of  medium. 

THE  DEALERS  SAY  .  .  . 

ALTHOUGH  newspapers  get  the  bigger  slice 

of  the  national  automobile  advertisers'  budget 
as  compared  to  television,  the  automobile  dealer 
is  partial  to  the  sight-and-sound  medium  in 
attracting  customers  to  showrooms  and  as  the 
preferred  selling  medium  for  the  auto  manu- 
facturer. 

A  decided  favor  toward  tv  as  the  medium 
auto  dealers  like  best  is  detailed  in  a  new  study 
prepared  for  ABC-TV  by  Trendex  Inc.  The 
data  will  be  incorporated  into  an  ABC-TV 
sales  presentation  that  the  network  plans  to 
unveil  shortly  before  auto  advertisers  and  their 
agencies  in  Michigan. 

At  a  news  conference  in  New  York  held  last 

week  in  advance  of  the  survey's  release  today 
(Monday),  Donald  W.  Coyle,  director  of  sales 

development  and  research  at  ABC-TV,  noted 
that  the  study  was  instituted  after  much  com- 

ment on  the  effectiveness  of  tv  as  a  medium 

had  followed  remarks  made  by  Ernest  Jones, 

president  of  MacManus,  John  &  Adams,  De- 
troit,  before  the  Pittsburgh   AAAA  council 

Cadillac,  were  favorably  inclined  toward  tv  as 
a  means  of  selling  automobiles  with  the  pattern 
indicating  that  "dealers  who  are  supported  by 
successful  tv  programs  are  the  most  enthusiastic 

toward  tv." Nearly  half  of  all  the  dealers  contacted 
favored  tv  as  the  medium  that  brings  in  most 
showroom  traffic  and  as  the  medium  that 
should  take  first  preference  for  factory  adver- 

tising. In  the  third  category,  that  of  using  one 
medium,  43%  selected  tv  while  46%  preferred 
newspapers. 

Breakdown  on  the  question  of  the  medium 
preferred  by  dealers  as  bringing  in  the  most 
showroom  traffic:  tv,  48%;  newspapers,  36%, 
and  direct  mail,  5%;  if  ony  one  medium  was 
to  be  used:  newspapers,  46%;  tv,  43%,  and 
direct  mail,  5%;  and  in  recommending  media 
for  factory  advertising:  tv,  49%;  newspapers, 
37%,  and  direct  mail,  8%.  (The  other  three 
media  scored  negligibly  in  the  survey.) 

Along  with  the  survey  results,  ABC-TV  dis- 
closed figures  which  showed  that  television  re- 
ceives 28%  of  the  automotive  (national)  ad- 

vertising budget  while  50%  goes  to  newspapers, 
2%  for  network  radio,  14%  for  magazines  and 

livan  Show  on  CBS-TV)  a  breakdown  on  these 
dealers  was  offered.  (Its  ad  budget  on  a  com- 

bined basis:  63%  to  newspapers  and  37%  to 
tv.)  Tv,  however,  scored  among  dealers  with 
these  results:  for  the  showroom,  86%;  as  only 
medium,  71%,  and  as  top  medium  preferred, 
74%. 

General  Motors.  Dealers  rated  third  in 

"enthusiasm"  for  tv.  (GM's  budget  last  year: 
57%  to  newspapers  and  19%  to  tv.  Combined: 
75%  to  newspapers  and  25%  to  tv.)  Television 
was  voted  by  49%  as  the  best  for  showroom 
traffic,  41%  as  the  sole  medium  and  49%  as 
the  top  medium  preferred.  (Chevrolet,  which 
allocates  29%  to  tv  and  its  combined  news- 

paper-tv  budget,  scored  64%,  51%  and  58% 
in  the  respective  question  categories.) 

ABC-TV  has  among  its  sponsors  for  next 
fall:  Dodge  Div.  of  Chrysler;  American  Motors; 
Chevrolet  Div.  of  General  Motors,  and  Ford. 

THE  CUSTOMERS  SAY  .  .  . 

A  NEW  STUDY  showing  that  television  out- 
ranks newspapers — or  any  other  medium— by 

almost  2  to  1  in  getting  prospective  automo- 
bile purchasers  into  the  showroom  was  re- 

vealed by  Television  Bureau  of  Advertising  last 
week  in  special  presentations  to  car  makers  and 
their  agencies  in  Detroit. 

The  study  was  made  in  more  than  40  mar- 
kets in  26  states,  with  two-thirds  of  the  inter- 

views conducted  at  automobile  showrooms  and 

the  rest  among  people  who  had  shopped  for 
cars  in  the  past  few  months.  Approximately 

TARGET  FOR  TV:    GIVEN  THE  CHANCE,  IT  CAN  MOVE  THOSE  CARS 

[B«T,  April  9,  21.  Mr.  Jones  had  questioned 
the  ability  of  tv  to  move  durable  goods. 

Julius  Barnathan,  ABC-TV's  manager  of  re- 
search who  detailed  results  of  the  study  to 

newsmen,  emphasized  that  they  come  at  a 
time  when  the  auto  industry  is  having  its  second 
highest  year  of  passenger  auto  production  in 
the  last  five  years. 
The  survey  was  conducted  during  the  week 

of  June  11,  and  covered  interviews  of  627  auto 
dealers  in  16  major  markets  where  newspaper 
penetration  is  the  highest.  The  markets  in- 

cluded Atlanta,  Baltimore,  Chicago,  Cincinnati, 
Cleveland,  Columbus,  Dallas-Fort  Worth,  Den- 

ver, Detroit,  Kansas  City,  Los  Angeles,  Min- 
neapolis-St.  Paul,  Nashville.  New  York,  Phila- 

delphia and  Washington,  D.  C. 
Only  dealers  of  the  five  top  auto  makers 

were  surveyed:  General  Motors,  Chrysler,  Ford, 
American  Motors  and  Studebaker-Packard. 
Three  questions  were  asked  of  each  of  the 
dealers  as  to  which  form  of  national  adver- 

tising did  the  best  job  in  bringing  customers  to 
the  showroom;  if  factory  and  dealers  had  only 
one  kind  of  national  advertising  to  use.  which 
would  he  recommend,  and  how  would  he  rank 
the  six  media  (radio,  newspapers,  magazines, 
outdoor,  direct  mail  and  television)  in  the 
order  of  preference  if  he  was  making  up  the 
national  advertising  budget  of  the  factory. 

It  was  revealed  that  all  of  the  dealers,  except 

6%  for  outdoor  advertising.  Mr.  Barnathan 
pointed  out  that  the  tv  figures  include  all  costs 
(time  and  talent)  of  network  and  spot. 

Narrowing  the  results  further  to  the  Big 
Three  in  the  auto  industry,  General  Motors, 
Ford  and  Chrysler.  Mr.  Barnathan  reported 
the  following  data  from  dealer  groupings  made 
in  assaying  survey  results: 

Chrysler.  These  dealers  favor  tv  most. 

(Chrysler's  ad  budget  last  year  was  40%  to 
newspapers  and  42%  to  tv.)  Using  a  combined 
newspaper-tv  budget,  the  breakdown  is  51%  to 
tv  and  49%  to  newspapers.  Tv,  moreover,  was 
liked  by  67%  of  the  Chrysler  dealers  as  doing 

the  best  job  for  the  showroom  (33%  for  news- 
papers— breakdown  as  to  auto  manufacture 

identity  is  confined  to  tv  vs.  newspapers,  thus 
percentages  add  to  100%),  60%  thought  tv  was 
the  medium  to  use  if  the  factory  and  dealer 
were  restricted  to  one,  and  69%  named  tv  as 
the  tops  in  preference  (all  six  media  were 
rotated  in  rank  among  the  dealers  so  as  to 
prevent  bias). 

Ford  (its  ad  budget  last  year  was  52%  to 
newspapers  and  27%  to  tv).  Combined  basis, 
66%  to  newspapers  and  34%  to  tv.  Tv  among 
Ford  dealers  scored  as  follows:  for  the  show- 

room, 65%;  as  only  medium,  50%,  and  as  the 
top  medium  preferred,  61%. 

Because  of  the  interest  in  Lincoln-Mercury 
(which  sponsors  the  highly-successful  Ed  Sul- 

30^  of  the  565  shoppers  interviewed  actually 
did  buy  cars.  And  58%  of  the  total  said  they 

came  there  because  of  commercials  they'd  seen 
on  television,  as  against  32%  who  attributed 
their  interest  to  newspaper  ads. 

TvB  President  Oliver  Treyz  outlined  high- 
lights of  the  study — conducted  for  TvB  by  the 

Institute  for  Motivational  Research — in  a  pres- 
entation to  some  365  automotive  executives, 

advertisers  and  agencies  in  Detroit  Thursday, 
and  also  in  separate  showings  to  individual 
advertiser-agency  groups. 

Mr.  Treyz  stressed  that  auto  makers,  who 

put  approximately  twice  as  much  into  news- 

papers as  into  television  last  year,  are  "under- 
spending" in  tv.  "We  believe,"  he  said,  "that 

the  relatively  light  television  promotion  pro- 
vides a  dangerously  weak  underpinning  for  the 

gigantic  marketing  task  of  1957. 

"It  is  apparent  that  one  of  the  nation's  most 
dynamic  industries — the  automotive — views  the 
nation's  most  dynamic  advertising  medium — 
television — as  a  supplementary  rather  than  a 
primary  sales  vehicle.  It  seems  to  us  that  the 
big  question  which  faces  Detroit  in  its  1957 
model  sales  campaign  is  not  nearly  so  much 
the  share  of  sales  established  by  the  Buicks, 
Pontiacs,  Mercurys  and  Chryslers,  as  it  is  the 
total  sale  of  new  cars,  which,  in  turn,  deter- 

mines the  automobile  production  rate. 

"Automotive  advertisers  stand  virtually  alone 
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Setting 

for 

sales! 

i 
n  "San  Francisco  Beat/' even  the  very 

setting's  exciting.  Filmed  on  location 

in  photogenic,  steep-inclined  San 

Francisco,  it's  a  powerful,  eye-filling 

show. . .  combining  the  drama  of  real 

cases  from  the  files  of  San  Francisco's 

Police  Department  with  the  thrill  of 

the  chase  through  some  of  the  world's 

dizziest,  most  breath-taking  scenery. 

The  uptilted  streets ...  the  Golden  Gate 

. . .  Chinatown  . . .  the  waterfront  and 

Fisherman's  Wharf . . .  it's  a  setting  that 

puts  extra  wallop  into  every  half  hour 

of  this  action-laden  film  series. 



And  what  a  wallop  the  series  packs! 

In  the  Albany-Schenectady-Troy 

area,  "San  Francisco  Beat"  is  one  of 

the  top  fifteen  programs,  drawing 

bigger  audiences  than  such  shows  as 

Kraft  Theater,  Gobel,  Martha  Raye  and 

Montgomery  Presents.  In  film-happy 

Los  Angeles,  it's  among  the  top  ten 

syndicated  films.*  As  "The  Lineup"  on 

the  CBS  Television  Network,  it  has 

averaged  a  higher  rating  than  "Dragnet" 

throughout  the  past  season.** 

"San  Francisco  Beat"  provides  a  hard- 

hitting setting  for  your  sales  messages. 

Get  details  and  market  availabilities 

from  the  people  who  bring  you  the 

fastest-moving  films  in  all  television... 

CBS  TELEVISION  FILM  SALES,  INC. 
Offices  in  New  York,  Chicago,  Los  Angeles,  Detroit,  Boston,  San  Francisco,  St.  Louis, 
Atlanta,  Dallas.  In  Canada:  S.  W.  Caldwell,  Ltd. 

•ARB,  latest  available  reports    "Trendex,  Oct.  I9SS-M3V  1956 



ADVERTISERS  &  AGENCIES 

NEW  SPOT 

Tv  character  keys  all-media  sales  drive 

NOT  ONLY  does  television  drama  set  the  theme  for 
the  upcoming  major  market  tv  campaign  of  Wynn  Oil 
Co.,  Azusa,  Calif.,  but  the  chief  character  of  the  new 

tv  spot  itself,  "Auto  Medic,"  sets  the  theme  for  copy 
in  all  other  media,  including  radio,  magazines,  trade 

papers  and  point-of-sale.  The  national  campaign  will  be 
placed  by  Kennedy,  Walker  &  Wooten,  Los  Angeles, 
starting  this  month. 

Earl  Kennedy,  partner  in  the  agency  named  by  Wynn 

earlier  this  year,  thought  up  "Auto  Medic,"  who  would 
use  the  company's  oil  additive,  Wynn's  Friction  Proofing, 
to  get  rid  of  sludge  and  carbon  and  make  cars  feel 
healthy  again.  He  reasoned  that  most  people  could 
understand  this  idea  easily  even  though  they  could  not 
comprehend  the  chemistry  of  engine  combustion  and 
how  the  product  helps  improve  engine  operation. 

The  cartoon  character,  who  is  the  hero  of  the  suc- 

cessful operation  on  a  "sick"  car  depicted  in  the  tv  spot, 
is  being  featured  also  in  presentations  to  service  station 
operators  as  part  of  the  Wynn  educational  campaign  to 
increase  product  identification.  The  tv  spot  will  be  used 
in  one-minute,  20-second  and  10-second  versions.  The 
animation  was  done  by  LaBrea  Productions,  Hollywood, 

under  the  supervision  of  Gail  Papineau  and  his  associ- 
ates, formerly  of  Kling  Studios. 

Now  being  tested  on  KNXT  (TV)  Los  Angeles,  the 
Auto  Medic  spot  opens  with  tense  drama  in  a  hospital 
operating  room  as  the  unseen  patient  on  the  operating 
table  obviously  is  on  the  brink  of  expiration — from 
"auto  anemia."  Auto  Medic  enters  with  self-assured 
flourish,  peers  at  the  patient  and  with  a  groan  of  com- 

passion quickly  diagnoses  the  illness  as  metal  ulcers 

caused  by  "the  usual  sludge,  gums  and  friction  spots." 
Confirming  his  observation  by  several  clinical  tests,  Auto 

Medic  calls  for  "auto  plasma"  and  the  nurse  gives  him 
a  can  of  Wynn's  Friction  Proofing. 

The  patient  recovers  amid  glad  exclamations  from  the 
onlookers  and  is  revealed  to  be  a  little  car,  now  smiling. 
It  zooms  from  the  table  and  down  a  road,  stopping  at 

a  light  next  to  a  little  girl  car  and  says:  "Say,  did  I 
ever  tell  you  about  my  operation?"  After  this  line,  the 
scene  fixes  on  the  stop  light  which  becomes  the  round 

Wynn's  Friction  Proofing  label. 

1 

in  the  allocation  of  the  minor  portion  of  their 
budgets  to  television.  Among  all  national  ad- 

vertising categories,  they  stand  alone  in  the 
failure  to  follow  the  trend  toward  heavier  and 

heavier  television  viewing." 
The  showroom  survey  which  TvB  unveiled 

elicited  not  only  car-shoppers'  own  reactions 
but  also  those  of  their  wives,  children  and 
friends.  Universally,  it  gave  television  a  strong 
lead  over  newspapers  as  a  prime  factor  in 
interesting  them  in  new  cars  in  the  first  place. 

Asked  to  indicate  what  led  them  to  visit  the 
showroom,  58%  nominated  television  and  32% 
newspapers,  giving  tv  a  lead  of  1.8  to  1  (10% 

said  "neither,"  "don't  know,"  or  gave  other 
answers). 

A  breakdown  of  these  answers  according  to 
make  of  car  being  shopped  for  showed  tv  with 
a  2.5-to-l  lead  over  newspapers  in  the  case  of 
Ford  products;  1.6-to-l  ahead  in  the  case  of 
Chrysler  makes,  and  1.5-to-l  ahead  in  the  case 
of  General  Motors  cars. 

The  influence  that  wives  exert  also  was  ex- 

plored— with  results  that  led  TvB  officials  to 
conclude  that  the  role  of  wives  in  car-buying 
is  more  influential  than  many  people  think. 
And  the  shoppers  indicated,  in  67%  of  the 

cases,  that  wifely  interest  was  aroused  through 
television.  This  compares  with  17%  attributed 
to  newspapers,  giving  tv  a  lead  of  3.9  to  1 
(16%  gave  other  answers). 

Similarly,  about  43%  of  those  having  chil- 
dren mentioned  that  the  children  had  expressed 

interest  concretely  in  new  cars,  and  83%  of 
these  attributed  the  interest  to  tv  as  against 

13%  to  newspapers,  giving  television  a  6.4-to-l 
advantage  (4%  gave  other  answers). 

A  total  of  60%  of  the  shoppers  said  they 
had  heard  friends  discuss  new  cars.  And  of 

these,  63%  attributed  the  friends'  interest  to 
television  while  24%  attributed  it  to  news- 

papers, giving  tv  an  advantage  of  2.6  to  1 
(13%  gave  other  answers). 
As  a  final  query,  interviewers  played  a 

"game"  with  the  shoppers,  asking  how  they 
would  allocate  a  mythical  $1  million  budget 
among  the  four  major  media  in  order  to  reach 

the  greatest  number  of  "people  like  you"  and 
bring  them  into  the  showroom.  In  this  "allo- 

cation" television  received  47%  and  newspapers 
26%,  while  the  rest  was  divided  almost  evenly 
between  radio  and  magazines. 

In  the  Detroit  presentation,  President  Treyz 
was  assisted  by  Gene  Accas,  TvB  director  of 

operations.  W.  D.  Rogers  Jr.  of  KDUB-TV 
Lubbock  and  KPAR-TV  Sweetwater,  Tex., 
chairman  of  the  TvB  board,  introduced  the 
presentation,  which  included,  in  addition  to  the 

auto  shoppers'  survey,  much  of  the  material 
shown  earlier  by  TvB  to  advertiser,  agency  and 
membership  meetings  in  Chicago  and  New 
York  [B*T,  April  23,  May  28].  Norman  E, 
(Pete)  Cash,  vice  president,  and  George  Hunt- 

ington, sales  development  director,  also  par- 
ticipated in  the  Detroit  sessions. 

Similar  presentations  are  slated  in  Los  An- 
geles July  10  and  San  Francisco  July  12. 

Dr.  Leon  Arons  is  TvB  director  of  research. 

Admiral  Corp.  Places 

$2.5  Million  Order 

IN  what  was  described  as  "largest  advertising 
schedule  ever  purchased  on  NBC-TV's  partici- 

pating program,"  the  Admiral  Corp.,  Chicago, 
has  placed  an  order  amounting  to  almost  $2.5 

million  on  the  network's  Today  (Mon.-Fri.,  7-9 
a.m.  EDT)  and  Tonight  (Mon.-Fri.,  11:30  p.m.- 
1  a.m.  EDT),  starting  Sept.  3. 

The  NBC-TV  order,  which  was  disclosed  si- 
multaneously with  a  52-week  purchase  by 

Admiral  of  ABC  Radio's  Breakfast  Club  (see 
story,  page  74),  was  announced  last  week  by 
George  H.  Frey,  vice  president  in  charge  of 
NBC-TV  sales,  who  pointed  out  that  the  sched- 

ule marks  Admiral's  initial  use  of  the  network's 
participating  programs.  Through  its  agency, 
Henri,  Hurst  &  McDonald,  Chicago,  Admiral 
has  bought  daily  announcements  on  the  two 
programs  for  52  weeks,  covering  a  total  of  520 
participations. 

Newspaper  Ad  Rates  Gain 

Over  Circulation  Increases 

AVERAGE  net  paid  circulation  of  U.  S.  daily 
newspapers  has  increased  10.3%  since  1946 
while  their  average  open  line  rate  has  gone  up 
52%  and  their  average  maximil  rate  up  37.8%. 

This  difference  between  newspaper  circulation 
gains  and  their  increases  in  rates  is  shown  in  a 
study  issued  by  Assn.  of  National  Advertisers 

last  week  and  described  by  ANA  as  "the  most 
comprehensive  report  ever  made  on  daily  news- 

paper circulation  and  rate  trends." Using  an  index  of  100  as  the  1946  base,  the 
report  shows  that  average  net  paid  circulation 
of  U.  S.  English-language  dailies  has  increased 
steadily  to  110.3  in  1956,  while  the  average 
open  line  rate  has  gone  to  152.0  and  the  average 
maximil  rate  to  137.8.  The  maximil  rate  rep- 

resents the  cost  of  one  line  of  advertising  per 
million  circulation  at  the  open  or  flat  line  rate, 
which  is  the  maximum  rate  charged  for  national 
or  general  advertising. 

Number  of  newspapers  involved  in  this  com- 
parison was  1,566  in  1956  as  against  1,490  in 1946. 

Carnation  Boosts  Chamberlin 

HUGH  R.  CHAMBERLIN  has  been  ap- 
pointed associate  advertising  manager  for  Car- 

nation Co.'s  evaporated  milks,  Paul  H.  Willis, 
vice  president  in  charge  of  advertising,  an- 

nounced last  week.  Mr.  Chamberlin  will  assist 
E.  A.  Gumpert,  general  advertising  manager 

for  Carnation  on  dairy  products,  in  the  super- 
vision of  advertising  for  Carnation  evaporated 

milk  and  seven  regional  brands  produced  by 

the  company.  Prior  to  joining  Carnation  in 
Los  Angeles,  Mr.  Chamberlin  was  associated 
with  Procter  &  Gamble,  where  he  helped  in- 

troduce Pin-It  home  permanent,  worked  with 
Shasta  cream  shampoo  and  was  assistant  brand 
manager  for  Gleem  toothpaste. 
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Stronger  than  ever 

The  strongest,  steadiest  Pulse  in  the  booming 

Pacific  Northwest  belongs  to  Radio  KING. 

Pulse  Inc.  rates  Radio  KING  first  in  the  morning 

...  in  the  afternoon . . .  and,  in  the  evening . . . 

seven  days  a  week. 

This  healthy  report  is  from  a  15  County  Area 

Study  taken  by  Pulse  in  March-April,  1956.  The 

study  measures  radio  audiences  by  time  periods . . . 

both  in-the-home  and  out-of-home  . . .  and  covers 

all  of  Western  Washington. 

Hypo  your  sales  in  the  important  Puget  Sound 

market  with  Radio  KING.  Ask  your  Blair 

rep  for  details. 

50,000  Watts 
ABC— Blair,  Inc. 

FIRST  IN  SEATTLE 

Radio  KING 





EST.  1932 

A. 
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Revlon,  Hal  March  Face 

Broadway  Producers'  Suit 
REVLON  Inc.,  New  York,  the  cosmetics  manu- 

facturer which  hypoed  sales  with  its  The  $64,000 

Question  on  CBS-TV,  found  itself  involved  last 
week  in  a  $250,000  suit  that  charges  the  firm 
with  depriving  two  Broadway  producers  of  the 
services  of  star  Hal  March. 
The  producers,  Alexander  H.  Cohen  and 

Ralph  Alswang,  charged  in  New  York  Supreme 
Court  that  Revlon  persuaded  Mr.  March  to 
break  his  contract  to  star  in  a  forthcoming 

comedy,  "The  Brass  Section."  The  star,  accord- 
ing to  the  complaint,  was  signed  for  the  show 

on  March  8  and  was  to  receive  10%  of  the  gross 

box  office  receipts,  but  was  "intentionally  and 
maliciously"  induced  to  breach  the  agreement  so 
that  he  could  take  on  an  additional  tv  program 
for  the  firm.  Mr.  March,  however,  stated  that 
as  of  the  present  he  was  not  going  to  do  another 
tv  show  for  Revlon. 

At  the  same  time,  the  producers  instituted  a 

proceeding  against  Mr.  March  with  the  Ameri- 
can Arbitration  Assn.  The  play  was  to  have 

gone  into  rehearsal  late  next  month. 
Revlon,  which  has  20  days  to  answer  the 

complaint,  said  only  that  George  Abrams,  vice 

president  in  charge  of  advertising,  had  "cate- 
gorically denied  all  of  the  allegations." Mr.  March  was  quoted  variously  as  terming 

the  suit  as  "ridiculous"  in  that  Revlon  used  no 

coercion  and  as  expressing  himself  "ready,  will- 
ing and  able"  to  start  rehearsal  no  later  than 

Aug.  15.  Mr.  March's  attorney,  Morton  Becker 
of  Jaffe  &  Jaffe,  New  York,  told  B»T  that  so 
far  as  he  was  informed,  Mr.  March  was  willing 

to  star  in  the  new  Max  Wilk  comedy.  Revlon's 
attorneys  are  Blumberg,  Singer  &  Blumenthal, 
New  York. 

In  a  statement  Wednesday,  Mr.  Cohen  de- 
clared that  "if  this  sort  of  conduct  is  to  be 

tolerated,"  a  producer  could  spend  a  year  in 

preparing  a  play,  hiring  his  star  and  "plan  pro- 
duction around  him,"  only  to  find  the  actor  "can disregard  his  commitments  merely  by  saying 

that  he  no  longer  wishes  to  honor  his  contract." Mr.  Cohen  asserted  that  Mr.  March,  and  his 
representatives,  vacillated  as  to  carrying  out  the 

contract  dependent  "upon  the  daily  progress  of 
his  negotiations  with  Revlon."  The  complaint 
against  Revlon  was  prepared  by  Milton  R.  Weir, 
attorney  with  Cohen  &  Alswang,  New  York. 

Slenderella  Ups  Budget, 

Buys  CBS#  ABC  Radio  Time 
SLENDERELLA  INTERNATIONAL,  which 

recently  upped  its  radio  budget  to  $1.92  mil- 
lion [B»T,  June  4],  last  week  added  another 

$250,000  to  the  total  by  purchasing  participa- 
tions on  both  CBS  Radio  and  ABC  Radio 

shows.  On  CBS — via  its  agency,  Management 
Assoc.  of  Connecticut,  Stamford — it  signed  a 
13 -week  contract  for  three  segments  weekly  of 
The  Bing  Crosby  Show,  The  Mitch  Miller 
Show  and  The  Galen  Drake  Show.  The  con- 

tract, effective  today  (Monday),  marks  the  first 
buy  of  Slenderella  on  CBS  Radio,  although  it 
has  bought  time  on  both  Columbia  Pacific 
Network  and  local  CBS  stations. 

It  also  has  purchased  segments  of  ABC 

Radio's  morning  serial  program,  When  a  Girl 
Marries,  for  26  weeks,  effective  Aug.  6  (see 

story,  page  74). 
Meanwhile,  CBS  Radio  also  announced  that 

Bronze  Tan,  a  division  of  Shulton  Inc.,  Clifton, 

N.  J.,  through  the  Wesley  Assoc.  Inc.,  New 

York,  had  bought  its  first  network  radio  cam- 
paign, effective  last  Friday.  The  suntan  lotion 

will  be  featured  on  15-minute  portions  of  The 
Arthur  Godfrey  Show  throughout  July. 
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NOB
ODY

'S 

LISTENING 

BUT  PEOPL 

4,115,000 

EVEBY 

MINUTE! 

Five  days  a  week,  12:00  noon  to  2:45  pm,  cnyt 

an  average  of  4,115,000  people  a  minute  listen 

attentively  to  CBS  Radio. 

Mostly,  they're  homemakers,  too  busy  for  other 

advertising  media.  They're  listening  to  the 

11  dramatic  serials  that  are  the  strongest  lineup 

in  all  daytime  radio. 

In  the  course  of  one  week,  these  programs  reach 

one  out  of  every  four  households  in  the  U.  S. 



From  left  to  right: 

12:00  N.  WENDY  WARREN  &  THE  NEWS 

12:15  PM  BACKSTAGE  WIFE 

12:30  PM  ROMANCE  OF  HELEN  TRENT 

12:45  PM  OUR  GAL  SUNDAY 

1:00  PM  ROAD  OF  LIFE 

1:15  PM  AUNT  JENNY 

1:30  PM  YOUNG  DR.  MALONE 

1:45  PM  GUIDING  LIGHT 

2:05  PM  RIGHT  TO  HAPPINESS 

2:15  PM  SECOND  MRS.  BURTON 

2:30  PM  THIS  IS  NORA  DRAKE 

the  right  time  to  buy , 

THE  CBS  RADIO  NETWORK 



ADVERTISERS  &  AGENCIES 

ARF  STARTS  STUDY 

OF  COUNTY  TV  SETS 

Figures  to  be  based  on  Census 

Bureau  and  Nielsen  surveys. 
No  definite  release  date  set. 

THE  Advertising  Research  Foundation  last 
week  began  work  on  a  project  designed  to 
produce  individual  county  estimates  of  tele- 

vision households  as  of  February  1956,  similar 
to  a  tabulation  released  by  ARF  earlier  this 
year  [B»T,  April  JO]  on  tv  households  as  of 
June  1955.  The  project  will  cost  about  $17,000, 
according  to  ARF,  and  is  being  underwritten 

by  ABC,  CBS-TV,  NBC,  NARTB  and  TvB. 
The  ARF  report  will  be  based  on  informa- 

tion obtained  on  television  sets  in  1956  by 
the  U.S.  Bureau  of  the  Census  in  conjunction 

with  its  Current  Population  Survey,  the  founda- 

tion reported.  ARF's  general  plan  is  to  com- bine this  information  with  data  from  the 
Nielsen  Coverage  Service  as  of  March  1,  1956. 

The  statistical  procedures  to  be  employed 

are  described  as  "similar"  to  those  used  in 
the  earlier  ARF  tv  household  report,  "U.S. 
Television  Households  by  Region,  State  and 

County — June  1955."  It  was  pointed  out  that 
"some  modifications  may  be  necessary." 

The  foundation  observed  that  it  is  "difficult" 
to  predict  the  completion  date  of  the  project 

"before  the  census  and  Nielsen  data  are  ex- 
amined in  detail  to  determine  whether  any 

unusual  statistical  problems  may  be  involved," and  added: 

"If  there  are  no  unusual  problems,  then  it 
is  expected  that  county  estimate  computations 
will  be  completed  by  September.  However, 
computation  of  standard  errors  depends  in 
part  on  a  calculation  that  only  the  Census 
Bureau  can  perform.  Because  of  the  heavy 
workload,  including  commitments  to  other 
U.S.  government  agencies,  it  is  possible  that 
the  bureau  may  not  be  able  to  complete  these 
calculations  by  the  time  the  county  estimates 

have  been  completed.  Therefore,  if  ARF's 
technical  committee  decides  that  the  standard 
errors  should  be  included  in  the  report,  it  may 
be  that  another  month  or  two  will  be  required 

for  completion  and  publication  of  the  report." 
ARF  reported  it  has  made  arrangements 

with  the  Census  Bureau  to  add  tv  household 

questions  to  its  August  1956  Current  Popula- 
tion Survey  questionnaires,  with  the  cost  being 

defrayed  by  the  aforementioned  underwriters. 

ARF  added  that  it  "does  not  now  contemplate 
computing  individual  county  estimates  based 

on  the  August  data." 

Fried  Named  Doner  V.P. 

HERB  FRIED,  account  executive  for  W.  B. 

Doner  &  Co.,  has  been  appointed  vice  presi- 

dent in  charge  of  the  advertising  agency's  Balti- 
more office,  it  was 

announced  last 
week. 

Mr.  Fried  began 

his  advertising  ca- 
reer in  1946  with 

Foote,  Cone  &  Beld- 
ing,  Chicago,  served 
in  various  depart- 
ments  and  was 
named  account  exec- 

utive in  1952.  From 
1954  to  1955,  he 
was  an  account  ex- 

ecutive for  Weiss 
and  Geller,  Chicago, 

and  joined  Doner  in  the  same  capacity  in  1955. 

O LOR CAS 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

CBS-TV 

July  7  (7-7:30  p.m.)  Gene  Autry  Show 
William  Wrigley  Jr.  Co.,  through  Ruth- 
rauff  &  Ryan. 

NBC-TV 

July  2-6  (3-4  p.m.)  Matinee,  participating 
sponsors  (also  July  9-13,  16-20,  23-27, 30-31). 

July  4  (7:30-7:45  p.m.)  J.  P.  Morgan 
Show,  sustaining  (also  July  18). 

July  4  (9-10  p.m.)  Kraft  Television  The- 
atre, Kraft  Foods,  through  J.  Walter 

Thompson  (also  July  11,  18,  25). 

July  7  (8-9  p.m.)  Patti  Page  Show,  par- 
ticipating sponsors. 

July  8  (5-5:30  p.m.)  Zoo  Parade,  sustain- 
ing (also  July  15,  22,  29). 

July  12  (10-11  p.m.)  Lux  Video  Theatre, 
Lever    Bros.    Co.,    through    J.  Walter 
Thompson  (also  July  19,  26). 

July  15  (7:30-9  p.m.)  Sunday  Spectacu- 
lar, "The  Bachelor,"  participating  spon- 

sors. 

July  21  (8-9  p.m.)  Julius  La  Rosa  Show, 
participating  sponsors  (also  July  28). 

July  22  (9-10  p.m.)  Alcoa  Hour,  Alu- 
minum Co.  of  America,  through  Fuller, 

Smith  &  Ross. 

July  23  (8-8:30  p.m.)  Producer's  Show- 
case, "Rosalinda,"  Ford  Motor  Co., 

through  Kenyon  &  Eckhardt  and  RCA 
through  Kenyon  &  Eckhardt,  Al  Paul 
Lefton  &  Grey. 

July  29  (9-10  p.  m.)  Goodyear  Playhouse, 
Goodyear  Tire  &  Rubber  Co.,  through 
Young  &  Rubicam. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B«T] 

MR.  FRIED 

Ted  Bates  Announces  Changes 

In  Its  Radio-Tv  Department 
NEW  assignments  in  the  radio-tv  department 
of  Ted  Bates,  New  York,  were  announced  last 
week  by  James  C.  Douglass,  vice  president  and 
director  of  the  department. 

Changes  include  Herbert  Gunter,  vice  presi- 
dent, who  becomes  director  of  television  com- 

mercials in  addition  to  continuing  to  work  with 
copy  and  account  groups  and  supervising  all 

commercial  film  production;  Thomas  F.  Mc- 
Andrews  Jr.,  assistant  vice  president,  who  was 
named  director  of  operations,  supervising  all 
programming  and  live  commercial  production; 
Thomas  W.  Hanlon  who  becomes  assistant 
director  of  the  film  department,  and  Robert 
Margulies,  formerly  with  Young  &  Rubicam, 
who  was  appointed  a  film  producer. 

Brother  Adv.  Agency  Expands 
THE  D.  P.  Brother  advertising  agency,  Detroit, 
has  expanded  its  office  space  to  32,000  sq.  ft. 
and  combined  its  staff  into  two  adjacent  build- 

ings on  the  same  floor  level.  The  agency's 
offices  in  the  General  Motors  Bldg.,  and  the 
Argonaut  Bldg.,  are  connected  by  an  overhead 
bridge.  Other  company  offices  are  located  in 
New  York  and  Los  Angeles. 

No  Bait-Switch  Ads 

On  Networks,  BBB  Says 

INDISCRIMINATE  attacks  on  the  telecasting 

industry  for  so-called  "bait-switch"  advertising 
is  unjustified  because  these  criticisms  fail  to 
distinguish  between  network  practices  and  those 
followed  by  some  independent  stations,  accord- 

ing to  the  June  issue  of  the  News  Bulletin  of 
the  National  Better  Business  Bureau  Inc. 

The  lead  article  in  the  publication  declared 

the  bureau  "knows  of  no  case  where  'bait- 
switch'  advertising  has  appeared  on  any  of  the 
three  national  tv  networks."  It  pointed  out 
that  each  of  the  three  tv  networks  maintains 

full-time  continuity  departments  or  divisions 

which  are  "scrupulous  in  their  denial  of  broad- 
casting facilities  to  fraudulent  advertisers,"  and 

each  network  rejects  "very  substantial  revenue 
in  the  form  of  proffered  advertising  which  is 

held  to  be  not  in  the  public  interest." 
"The  continuity  acceptance  experts  of  the 

three  networks  are  in  daily  contact  with  the 

National  Better  Business  Bureau,"  the  article 
revealed.  "During  1955,  for  example,  they 
sought  the  assistance  of  the  bureau  in  determin- 

ing the  reliability  of  advertisers  and  their  prod- 
ucts or  the  validity  of  proposed  advertising 

claims  in  more  than  700  instances." 
The  article  said  that  "the  only  instances"  of 

"bait-switch"  broadcasts  specifically  cited  in 

criticisms  coming  to  the  NBBB's  attention  have 
occurred  on  non-network  broadcasts.  It  added 

that  the  bureau  "does  not  suggest  that  all,  or 
a  majority,  of  local  stations,  independent  or 

otherwise,  have  been  guilty  of  such  practices." 

Judge  Rules  Out  Indictment 

Charging  False  Advertising 

INDICTMENT  of  four  men  on  charges  of 

"bait"  advertising  on  television  was  dismissed 

in  Chicago .--Ccin task  Court  June  22  as  "too 

vague  and  evasive." Judge  Wilbert  F.  Crowley  quashed  the  in- 
dictment against  Irving  Rocklin,  president  of 

Rockling  Irving  &  Assoc.;  Ira  Segall,  copywriter 

at  the  agency;  Irwin  Cole,  president  of  Cole- 
Finder  (automobile  agency),  and  Kenneth  Sieg, 
former  Cole-Finder  salesman.  Judge  Crowley 

claimed  the  indictment  contained  "no  partic- 
ulars for  an  attorney  to  defend  against." 

The  indictment  was  returned  by  the  Cook 
County  (111.)  grand  jury  after  an  investigation 
by  the  Chicago  Better  Business  Bureau,  which 
cited  tv  commercials  aired  on  WNBQ  (TV) 
that  city  Feb.  25  and  27.  The  original  charges 
were  broadened  to  include  the  advertising 
agency  at  the  request  of  State  Attorney  John 
Gutknecht  [At  Deadline,  May  28;  B«T, 
April  30]. 

Kenyon  &  Eckhardt  to  Open 

Regional  Office  in  Atlanta 

KENYON  &  ECKHARDT,  New  York,  is  estab- 
lishing a  regional  advertising  office  at  795 

Peachtree  St.,  N.E.,  Atlanta,  according  to  Wil- 
liam B.  Lewis,  president.  Until  now,  K&E 

has  maintained  a  service  operation  in  Atlanta 
for  the  handling  of  Lincoln-Mercury  Dealers 
Assoc. 

Other  accounts  to  be  serviced  initially  in 

the  new  office  are  Pepsi-Cola,  RCA  television 
and  radio  sets,  RCA-Whirlpool  washers,  dryers 

and  other  appliances.  "K&E's  move  to  Atlanta 
is  in  recognition  of  our  clients'  needs  for  strong 
regional  merchandising  support.  Also  K&E  ex- 

pects to  service  out  of  its  Atlanta  office  new  ad- 
vertisers with  top  calibre  advertising  developed 

especially  for  their  needs,"  Mr.  Lewis  said. 
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RCA  INTRODUCES  A  COMPLETELY 

"FAMILY"  OF  AUDIO 

A  model  to  "fit" every  station  requirement.. . 

ALL  HAVE  "BUILT-IN"  POWER  SUPPLIES, 
MONITORING  AMPLIFIERS  AND  SPEAKER  RELAYS 

Here  is  a  "family"  of  three  consolettes  that  give  you  the 
widest  choice  of  facilities  ever  offered.  All  have  printed- 
wiring  amplifiers  in  modular  construction,  providing  the 

utmost  in  circuit  uniformity  and  performance.  Each  model 

has  its  own  "built-in"  power  supply  (the  BC-6A  has  two). 
Each  has  built-in  monitoring  amplifiers  and  speaker  relays. 

INSTALLATION  IS  QUICK,  EASY... INEXPENSIVE 

The  "self-contained"  feature  of  all  three  models  makes 
them  easy  to  install.  There  is  no  need  for  costly  external 

wiring  and  "hunting"  for  a  place  to  mount  such  items  as 
power  supplies,  monitoring  amplifiers  and  speaker  relays. 
The  reduction  of  external  wiring  minimizes  the  chance  of 

stray  hum  pick-up  greatly  improving  system  performance. 

CONVENIENT  OPERATION 

The  low  height  of  each  consolette  affords  maximum  studio 

visibility  ...  no  stretching  to  observe  cues.  Relaxed  wrist 

comfort  is  provided  by  mixer  controls  on  the  right  slant . . . 

at  the  right  position  above  the  desk  top.  RCA-developed 

Tilt-forward  front  panel 
permits  quick  accessibility  to  mixer 
pads  and  spring  contacts;  makes 
maintenance  easy. 

finger-grip  knobs  provide  convenient,  positive  control  and 

are  color  coded  for  "function  identity." 

EASE  OF  MAINTENANCE 

Routine  maintenance  time  is  reduced  by  the  quick  accessi- 

bility of  all  components  .  .  .  easy-to-clean  mixer  pads, 

simple-to-adjust  leaf-spring  contacts  on  key  and  push- 
button switches.  This  is  achieved  by  a  snap-off  top  cover 

and  a  tilt-forward  front  panel,  in  addition  to  strategic 

placement  of  components. 

RCA  MATCHED  STYLING  PERMITS  EXPANDABILITY 

Styled  with  30-degree  sloping  panels  which  match  previ- 

ous equipments  such  as  the  BC-2B  consolette,  BCM-lA 
mixer,  and  compatible  among  themselves,  a  wide  range  of 

augmented  facilities  is  possible.  Paired  BC-5As  provide 
dual  channel  operation  and  extended  facilities.  Addition 

of  the  BCM-lA  mixer  to  any  of  these  consolettes  is  simple 
and  provides  added  microphone  inputs. 

THEY  WORK  WELL  INTO  CUSTOM  ARRANGEMENTS 

Simple  functional  design  and  "engineered"  compactness 
makes  any  number  of  custom  installation  arrangements 

possible.  A  custom  "U"  arrangement  of  two  BC-5As  flank- 
ing a  BCM-lA  mixer  is  possible.  The  30-degree  front 

panels  match  the  slope  of  video  control  equipment  making 

them  suitable  for  use  in  television  studio  custom  applica- 
tions as  well  as  in  radio. 

Ask  your  RCA  Broadcast  Sales  Representative 

for  detailed  information 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT     •     CAMDEN,  N.  J. 
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Amoco  Buys  More  Spots LATEST  RATINGS 

AMERICAN  OIL  Co.  will  up  its  radio-tv 
budget  for  the  year  in  excess  of  $1  million  by 

buying  14  five-minute  spots  on  NBC  Radio's Monitor  each  weekend  starting  next  Saturday. 

The  segments  will  feature  a  "top  tune  of  the 
week,"  up-to-the-minute  sports  news  with  NBC's 
Lindsey  Nelson  and  a  series  of  Bob  and  Ray 
commercial  satires.  In  addition  to  the  Monitor 

purchase,  Amoco  will  launch  a  26-week  spot 
radio  campaign  in  44  eastern  markets,  starting 

today  (Monday),  through  its  agency,  The  Jo- 
seph Katz  Co.,  New  York  and  Baltimore  [At 

Deadline,  June  18].  Firm  also  is  retaining  its 

Friday  10:30-11  p.m.  slot  on  CBS-TV  with  a 
summer  replacement  show  for  Person-to-Person 
(see  story,  page  98). 

Lorillard  Appoints  Yellen 

MANUEL  YELLEN,  west  coast  sales  man- 

ager, P.  Lorillard  Co.  (Old  Gold,  Kent  cig- 
arettes and  other  tobacco  products),  New  York, 

last  week  was  named  to  succeed  Alden  James, 
who  recently  resigned  as  advertising  director 
of  the  firm. 

Mr.  Yellen  has  been  with  Lorillard  since 

1933,  beginning  as  a  salesman,  later  became 
divisional  sales  manager  at  Cleveland,  and, 
after  service  in  the  U.  S.  Navy,  was  appointed 

by  Lorillard  as  head  of  the  firm's  west  coast 
sales  operations. 

D#Arcy  Names  Four  V.P/s 
ELECTION  of  four  new  vice  presidents  and 
one  new  director  was  announced  last  week  by 

D'Arcy  Adv.  Co.,  New  York.  Newly-elected 
vice  presidents  are  Gene  M.  Cowall,  art  direc- 

tor, St.  Louis;  Dean  Coyle,  art  director,  New 
York;  Lee  White,  account  supervisor  on  Ander- 

son, Clayton  &  Co.  Foods  Div.  and  Vern  East- 
man, manager  of  Los  Angeles  office. 

The  new  director  is  James  B.  Orthwein,  who 
has  been  a  vice  president  of  the  company  for 
10  years  in  the  St.  Louis  office. 

13th  Year  for  Gillette 

GILLETTE  CO.,  Boston,  has  renewed  spon- 
sorship of  the  Cavalcade  of  Sports  on  NBC- 

TV  and  NBC  Radio  on  Friday,  starting  at  10 

p.m.  EDT,  effective  Sept.  27,  it  was  announced 
last  week  by  George  H.  Frey,  vice  president 

in  charge  of  sales  for  NBC-TV.  Maxon  Inc.  is 
the  agency.  According  to  NBC-TV,  this  marks 
the  13th  year  that  the  boxing  bouts  have  been 
sponsored  by  Gillette  on  the  network,  starting 
on  a  local  basis  on  WNBT  (TV)  New  York 

(now  WRCA-TV)  on  Sept.  29,  1944. 

AGENCY  APPOINTMENTS 

Halco  Products  Inc.  (Southern  Gold  orange 

juice,  other  citrus  products),  Orlando,  Fla.,  ap- 
points Kenyon  &  Eckhardt,  N.Y. 

A.  Goodman  &  Sons  Inc.  (noodles,  other  prod- 
ucts), Long  Island  City,  N.  Y.,  formerly  handled 

by  Al  Paul  Lefton  Inc.,  NY.,  to  Doyle  Dane 
Bernbach,  N.Y. 

Gibraltar  Savings  &  Loan  Assn.,  Beverly  Hills, 
Calif.,  names  Dreyfus  Co.,  L.A. 

SPOT  NEW  BUSINESS 

American  Tobacco  Co.  (Lucky  Strike  ciga- 
rettes), N.  Y.,  through  BBDO,  N.  Y,  preparing 

52-week  television  spot  announcement  campaign 
in  limited  number  of  markets. 

ARB 
TOP  TV  SHOWS,  JUNE  1-7 

FNer- 

Rank  Program 
Sponsor 

Agency work otations 

_. 

1  ime 

Kating 

1. Ed  SulMvan Lincoln-Mercury Kenyon  &  Eckhardt CBS 

180 

Sun.,  8-9 Tues.,  10-10:30 
50.5 

2. 
$64,000  Question 

Revlon BBDO CBS 

165 48.7 

3. 1  Love  Lucy Procter  &  Gamble 
Biow 

CBS 

155 

Mon.,  9-9:30 
46.5 

General  Foods Young  &  Rubicam 157 
4. $64,000  Challenge P.  Lorillard Young  &  Rubicam CBS 111 

Sun    10  10-30 

41 .0 

Revlon C.  J.  LaRoche '  What's  My  Line? Jules  Montenier Earle  Ludgen CBS 

70 

Sun.,  10:30-11 
36.8 

5.  • 

Remington-Rand Young  &  Rubicam 

111 
You  Bet  Your  Life DeSoto BBDO NBC 157 Thurs.  8-8:30 

36.8 

7. December  Bride General  Foods Benton  &  Bowles CBS 183 
Mon.,  9:30-10 

34.8 

8. 

I've  Got  a  Secret R.  J.  Reynolds 
Wm.  Esty 

CBS 170 
Wed.,  9:30-10 

34.3 
Perry  Como Armour Tatham-Laird NBC 81 

Sat.,  8-9 

33.0 
Dormeyer 
Gold  Seal 

John  W.  Shaw 
Campbell-Mithun 

82 

86 

International Foote,  Cone  &  Belding 

90 

9.  - 

Cellucotton 
Noxzema Toni SSC&B 

North  Adv. 

95 

91 
Alfred  Hitchcock Bristol  Meyers Young  &  Rubicam CBS 

110 

Sun.,  9:30-10 
33.0 Lineup 

Brown  &  Williamson  Ted  Bates CBS 176 
Fri.,  10-10:30 

33.0 

Rank 
1. 
2. 
3. 
4. 

Program 
Ed  Sullivan 
$64,000  Question I  Love  Lucy 

$64,000  Challenge 

Viewers 
48,370,000 
39,540,000 
38,400,000 
33,460,000 

Rank  Program 
5.  Perry  Como 
6.  George  Gobel 
7.  December  Bride 

Viewers 
31,830,000 
28,330,000 
27,530,000 

Copyright,  American  Research  Bureau  Inc. 

Rank       Program  Viewers 
8.  I've  Got  a  Secret  27,400,000 
9.  You  Bet  Your  Life  27,350,000 

10.    What's  My  Line?  26,440,000 

NIELSEN 

TOP  TV  SHOWS  (TWO  WEEKS  ENDING  MAY  26) 

t  Total Audience Tv  Homes 

Net- 

No. of 
Reached 

Ran k  Program 
Sponsor 

Agency 

work 
Stations 

Day  &  Time (000) 

1. 

$64,000  Question Revlon BBDO 
CBS 

165 Tues.,  10-10:30 
15,403 2. Ed  Sullivan  Show Lincoln-Mercury Kenyon  &  Eckhardt CBS 

180 Sun.,  8-9 15,184 
3. 1  Love  Lucy Procter  &  Gamble Biow 

CBS 155 

Mon.,  9-9:30 14,235 General  Foods Ycung  &  Rubicam 157 

4. 

December  Bride Genera!  Foods Benton  &  Bowles 
CBS 183 

Mon.,  9:30-10 12,994 

5. 

Lux  Theatre Lever  Brothers J.  Walter  Thompson NBC 

129 

Thurs.,  10-11 12,374 6. 
Ford  Theatre  ' 

Ford  Motor  Co. J.  Walter  Thompson NBC 

156 

Thurs.,  9:30-10 1 1 ,936 7. Cavalcade  of  Sports Gillette Maxon 

NBC 
161 

Fri.,  10-10:45 1 1 ,790 8. Disneyland American  Motors Geyer  &  Brooks,  Smith, 

ABC 

180 Wed.,  7:30-8:30 11,790 French  &  Dorrance American  Dairy 
Campbell -Mi  thun Derby  Foods McCann-Erickson 

9. Jack  Benny  Show American  Tobacco BBDO 
CBS 172 

Sun.,  7:30-8 11,644 

10. 
Perry  Como  Show 

Armour 
Tatham-Laird NBC 81 

Sat.,  8-9 11,534 
Dormeyer John  W.  Shaw 82 
Gold  Seal 

Campbell-Mithun 

86 

International-Cellu- Foote,  Cone  &  Belding 90 cotton 
Noxzema Sullivan,  Stauffer,  Colwell 95 

&  Bayles Toni North  Adv. 91 

X  Average 
Audience 

Tv  Homes Reached *  Total  Audience  % *  Total  Audience  % 

Rank (000) Ran k               of  Tv  Homes Reached Ran k              of  Tv  Homes  Reached 

1. 

$64,000  Question 
14,235 

1. $64,000  Question 43.7 

1. 

$64,000  Question 40.4 2. 1  Love  Lucy 13,213 2. Ed  Sullivan  Show 43.2 2. 
1  Love  Lucy 

37.2 

3. 

December  Bride 12,045 

3. 

1  Love  Lucy 
40.0 

3. 

December  Bride 
34.3 

4. Ed  Sullivan  Show 11,717 

4. 

December  Bride 
37.0 

4. 

Ed  Sullivan  Show 

33.4 
5. 

Ford  Theatre 10,731 

5. 

Lux  Theatre 35.8 

5. 

$64,000  Challenge 
30.9 6. GE  Theatre 10,512 6. Cavalcade  of  Sports 34.2 

6. 

Ford  Theatre 30.4 
7. $64,000  Challenge 10,439 7. 

Ford  Theatre  1 33.8 7. GE  Theatre 30.2 

8. 

I've  Got  a  Secret 10,330 8. Perry  Como  Show 33.3 

8. 

I've  Got  a  Secret 29.8 

9. Cavalcade  of  Sports 10,184 9. Disneyland 33.2 

9. 

Cavalcade  of  Sports 29.5 

10. 
Dragnet 10,147 10. Jack  Benny  Show 

33.2 
10. A.  Hitchcock  Presents 29.4 

[Details  on  programs  in  preceding  three  tables,  but  not  listed  in  top  table] 
General  Electric  Theatre General  Electric BBDO 

CBS 

153 

Sun., 9-9:30 

$64,000  Challenge P.  Lorillard Young  &  Rubicam CBS 111 

Sun., 

10-10:30 

Revlon C.  J.  LaRoche 
I've  Got  a  Secret R.  J.  Reynolds 

Wm.  Esty 
CBS 170 

Wed., 

9:30-10 Dragnet Liggett  &  Myers Cunningham  &  Walsh NBC 169 Thurs. 

,  8:30-9 

Alfred  Hitchcock  Presents Bristol-Myers Young  &  Rubicam CBS 110 

Sun., 

9:30-10 
1"  Homes  reached  by  all  or  any  part  of  the  program,  except  for  homes  viewing  only  1  to  5  minutes. t  Homes  reached  during  the  average  minute  of  the  program. 
*  Percented  ratings  are  based  on  tv  homes  within  reach  of  station  facilities  used  by  each  program. 

Copyright  1956  by  A.  C.   Nielsen  Co. 

TOP  RADIO  SHOWS  (2  WEEKS  ENDING  MAY  12) 

Rank  Program 
Evening,  Once-a-week 
1.  Dragnet 
2.  Our  Miss  Brooks 
3.  You  Bet  Your  Life 
4.  Two  for  the  Money 
5.  News  &  Gene  Autry 
6.  Edgar  Bergen 
7.  People  Are  Funny 

8.    Truth  or  Conse- 
9. 

10. 
quences Edgar  Bergen 
True  Detective 
Mysteries 

Sponsor 
RCA 
Toni 
DeSoto 
P.  Lorillard 
William  Wrigley  Jr. 
CBS  Columbia RCA 

Brown  8c  Williamson 
Tobacco  Co. 

Realemon 
RCA 
Realemon 
Brown  &  Williamson Participating 

Net- 

Agency  work 

Kenyon  &  Eckhardt  NBC 
North  Adv.  CBS 
BBDO  NBC 
Lennen  &  Newell  CBS 
RuthraufF  &  Ryan  CBS 
Ted  Bates  CBS 
Kenyon  &  Eckhardt  NBC Ted  Bates 

Rutledge  &  Lilllanfeld 
Kenyon  &  Eckhardt  NBC 
Rutledge  &  Lillianfeld 
Ted  Bates  CBS 
sponsors  MBS 

No.  of 
Stations         Day  &  Time 

(Average  for  All  Programs) 
185 

203 
194 
203 
191 
200 

177 

177 

200 
489 

Tues.,  8-8:30 
Sun.,  8-8:30 
Wed.,  9-9:30 

Sun.,  8:30-9 Sun.,  6-6:30 

Sun.,  7-8 
Thurs.,  8-8:30 

Wed.,  8-8:30 

Sun.,  7-8 Mon.,  8-8:30 

Homes (000) (662) 

1,656 

1,608 1,608 
1,561 

1,324 
1,277 

1,277 

1,230 

1,183 
1,183 (Continues  on  page  52) 

Page  50    •    July  2,  1956 Broadcasting    •  Telecasting 



many  more  favorites. 

Represented  nationally  by  JOHN  BLAIR  &  CO. 
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NIELSEN  (Cont'd  from  page  50) 

Evening,  Multi-Weekly 
1.  News  of  the  World 
2.  One  Man's  Family 3.  Lowell  Thomas 

Weekday 
J.    Helen  Trent 

2.  Wendy  Warren 

3.  Wendy  Warren 

4.  Wendy  Warren 

5.  Helen  Trent 

6. 
7. 

8. 
9. 

Guiding  Light 
Arthur  Godfrey 

Arthur  Godfrey 
Young  Dr.  Malone 

10.    Young  Dr.  Malone 
Day,  Sunday 
1.    Woolworth  Hour 
2. 
3. 

Robert  Trout  News 
News 

Day,  Saturday 
1.  Gunsmoke 
2.  Robert  Q.  Lewis 
3.  Allan  Jackson — News 

Miles  Labs 
Participating 

United  Motor  Service 
Division  of 
General  Motors 

Geoffrey  Wade 
sponsors 
Campbell-Ewald 

Toni 
General  Foods 
Standard  Brands 

Philip  Morris 

Hazel  Bishop 

Toni 
General  Foods 

Procter  &  Gamble 
American  Home 

Products 
Campana 
Chesebrough 
Toni 
Carter  Products 

Same  sponsors  as  above 

North  Adv. 
Young  &  Rubicam 
Ted  Bates 

The  Biow  Co. 

Raymond  Spector 
North  Adv. 
Young  &  Rubicam 

Compton 
Young  &  Rubicam 
Erwin  Wasey 
J.  Walter  Thompson 
North  Adv. 
Ted  Bates 

F.  W.  Woolworth 
General  Motors 

Liggett  &  Myers 
Milner 
Chevrolet 

Lynn  Baker 
Campbell-Ewald 

Cunningham  &  Walsh 
Gordon  Best 
Campbell-Ewald 

NBC 
NBC CBS 

CBS 
CBS 

CBS 

CBS 
CBS 

CBS CBS 

CBS 
CBS 

CBS 
CBS 

CBS 
CBS 

CBS 

(Average  for  All  Programs)  (710) 
194       Mon.-Fri.,  7:30-45  1,419 
182       Mon.-Fri.,  7:40-8  1,372 
198       Mon.-Fri.,  6:45-7  1,088 

(Average  for  All  Programs) 

185 
190 

191 189 

185 

143 201 

195 

112 

189 
186 

Tues.  &  Thurs.  &  Mon.  & 
Wed.,  alt.  wks.,  12:30-45 
Alt.  Days,  Mon.-Fri., 12-12:15 

Alt.  Days,  Mon.-Fri., 12-12:15 

Alt.  Days,  Mon.-Fri., 12-12:15 
Alt.  Weeks,  Mon. 
&  Wed.,  Tues.  & 
Thurs.,  12:30-45 Mon.-Fri.,  1:45-2 
Thurs.,  10:30-45 

Alt.  Days,  Mon.-Fri., 

1 :30-45 

(1,183) 

1,797 

1,797 
1,797 

1,797 

1,750 

(Average  for  All  Programs) 

198       Sun.,  1-2 
164       Sun.,  10-10:15 

(Average  for  All  Programs) 
200       Sat.,  12:30-1 
198        Sat.,  11:55 -noon 
178       Sat.,  12-12:05 

1,750 

1,703 1,656 

1,656 

1,656 
(474) 

1,041 
851 
851 (662) 

1,561 1,277 
1,230 

Copyright  1956  by  A.  C.  Nielsen  Co. 

PULSE 

TOP  REGULARLY  SCHEDULED  ONCE-A-WEEK-TV  SHOWS 

Program 
1.  $64,000  Question 
2.  Ed  Sullivan 
3.  I  Love  Lucy 

4.  You  Bet  Your  Life 
5.  $64,000  Challenge 

6.  Perry  Como 

7.  Disneyland 

8.  Jack  Benny 
9.  Jackie  Gleason 

10.  December  Bride 
11.  Dragnet 
12.  Climax 
13.  GE  Theatre 
14.  What's  My  Line? 
15.  Phil  Silvers 

16.  Fireside  Theatre 
17.  Caesar's  Hour 

Sponsor 
Revlon 
Lincoln-Mercury 
Procter  &  Gamble 
General  Foods 
DeSoto 
P.  Lorillard 
Revlon 
Armour 
Dormeyer 
Gold  Seal 
International 

Cellucotton  Prod. 
Noxzema  Chemical 
Toni 
American  Motors 

American  Dairy 
Derby  Foods 
American  Tobacco 
Buick  Div.  of 

General  Motors 
General  Foods 
Liggett  &  Myers 
Chrysler 
General  Electric 
Jules  Montenier 
Remington  Rand 
R.  J.  Reynolds 
Amana  Refrig. 
Procter  &  Gamble 
American  Chicle 

Helene  Curtis 
Remington  Rand 

18.  This  Is  Your  Life      Procter  &  Gamble 
19.  Lux  Video  Theatre  Lever  Brothers 
20.  Medic  Dow  Chemical 

20.  Robt.  Montgomery 

Procter  &  Gamble 

General  Electric 
S.  C.  Johnson 

Schick 

Agency  Network 
BBDO  CBS 
Kenyon  &  Eckhardt  CBS Biow  CBS 
Young  &  Rubicam 
BBDO  NBC 
Young  &  Rubicam  CBS 
C.  J.  LaRoche 
Tatham-Laird  NBC 
John  W.  Shaw 
Campbell-Mithun Foote,  Cone  &  Belding 

Sullivan,  Stauffer  Colwell 
&  Bayles 

Weiss  8.  Geller 
Geyer  &  Brooks,  ABC 
Smith,  French  &  Dorrance 
Campbell-Mithun McCann-Erickson 
BBDO  CBS 
Kudner  CBS 

No.  of 

Stations 
May  Apr. 165  165 
180  180 
155  155 
157  157 
157  157 
111  111 

Benton  &  Bowles 
Cunningham  &  Walsh 
McCann-Erickson BBDO 
Earle  Ludgin 
Young  &  Rubicam Wm.  Esty 
Maury,  Lee  8t  Marshall 
Compton 
Dancer-Fitzgerald- 

Sample 
Earle  Ludgin 
Young  &  Rubicam 
Benton  &  Bowles 
J.  Walter  Thompson 
MacManus,  John  & Adams 
Dancer- Fitzgerald- Sample BBDO 
Needham,  Louis  & Brorby 

Warwick  &  Legler 

81 
82 
86 

90 

CBS 
NBC 
CBS 
CBS 
CBS 

CBS 
NBC 
NBC 

NBC 
NBC 
NBC 

NBC 

81 
82 

86 
90 

95  95 

91  91 
180  180 

172  172 
187  187 

183  181 
157  169 162  162 
153 
70  70 111  111 

169 

151 132  132 
116 

133  133 
129  129 
81 

84 

84 

98 

Day  &  Time 
Tues.,  10-10:30 

Sun.,  8-9 Mon.,  9-9:30 

Thurs.,  8-8:30 
Sun.,  10-10:30 

Sat.,  8-9 

Wed.,  7:30-8:30 

Sun.,  7:30-8 
Sat.,  8-8:30 
Mon.,  9:30-10 
Thurs.,  8:30-9 Thurs.,  8:30-9:30 
Sun.,  9-9:30 
Sun.,  10:30-11 
Tues.,  8-8:30 

Tues.,  9-9:30 

Mon.,  8-9 

Wed.,  9:30-10 Thurs.,  10-11 
Mon.,  9-9:30 

Mon.,  9:30-10:30 

Rating 

May  Apr. 44.5  45.4 
44.2  44.3 
40.6  40.2 

35.7  36.3 
33.2  30.1 

33.1  32.8 

32.7  34.8 

32.7  33.4 
32.0  ,32.5 

31.0 30.8 

29.9 29.5 
29.4 

27.7 
27.1 

31.4 
30.2 
32.9 
29.1 

28.5  — 

28.4 

27.0  27.2 
26.9  26.5 

26.7  — 

26.7 

TOP  TEN  REGULARLY  SCHEDULED  MULTI-WEEKLY  SHOWS 

1. Mickey  Mouse  CI ub   segmented  sponsors  and  various ABC 

94 

94 Mon.-Fri.,  5-6 19.7 
19.9 agencies 

2. Guiding  Light Procter  &  Gamble Compton CBS 
113 

113 Mon.,-Fri.,  12:45-1 Mon.-Fri.,  4-4:15 11.8 

12.1 

3. 
Search  For 

Tomorrow 
Procter  &  Gamble Biow CBS 125 125 11.0 

10.8 4. 
Love  of  Life American  Home 

Prod. 
Ted  Bates CBS 

153 

153 
Mon.-Fri.,  12:15-12:30 10.5 10.3 

5. Valiant  Lady General  Mills D-F-S CBS 97 97 Mon.-Fri.,  12-12:15 
10.1 

9.9 
Toni North  Adv. 71 71 
Wesson  Oil Fitzgerald 99 99 
Scott  Paper 
participating  spor 

70 

70 

6. Arthur  Godfrey sors  and  agencies CBS 99 99 Mon.-Thurs.,  10-11:30 

9.6 

9.7 
7. News  Caravan Plymouth N.  W.  Ayer NBC 116 

116 
Mon.-Fri.,  7:45-8 

9.4 9.8 
R.  J.  Reynolds  Tob. 

Wm.  Esty 
8. Big  Payoff Colgate-Palmolive 

Wm.  Esty 
CBS 

121 
121 Mon.-Fri.,  3-3:30 9.1 9.3 9. CBS-TV  News Whitehall 

American  Tobacco 
SSC&B 

CBS 
75 

75 

Mon.-Fri.,  6:45-7 9.1 9.2 

10:, Pinky  Lee participating  sponsors  and  agencies 
NBC 

70 Mon.-Fri.,  5-5:30 

9.0 

Standard  Brands  (Hunt  Club  Dog  Food),  N.  Y., 

planning  extension  of  television  spot  announce- 
ment campaign  in  three  markets — Bay  City, 

Mich.;  Toledo,  Ohio,  and  Fort  Wayne,  Ind. — 
starting  July  2  for  about  20  weeks.  Ted  Bates 
Inc.,  N.  Y.,  is  agency. 

Clairol  Inc.  (hair  preparation),  N.  Y.,  will 
sponsor  The  Rosemary  Clooney  Show  for 
"double  exposure"  each  week  on  WPIX  (TV) 
and  WRCA-TV,  both  New  York.  Exact  time 
and  date  program  will  be  presented  will  be 
announced  shortly.  Agency  is  Foote,  Cone  & 
Belding,  N.  Y. 

Quaker  City  Chocolate  &  Confectionery  Co., 
Philadelphia,  has  bought  CBS-TV  Film  Sales 
Brave  Eagle  tv  film  series  in  seven  markets, 
starting  in  early  fall.  Through  Adrian  Bauer 
&  Alan  Tripp  Inc.,  Phila.,  Quaker  City  will 
sponsor  series  in  New  York,  Philadelphia,  De- 

troit, Cleveland,  Chicago,  Pittsburgh  and  either 
Baltimore  or  Washington. 

NETWORK  NEW  BUSINESS 

Union  Carbide  &  Carbon  Corp.,  N.  Y.,  has 

signed  as  third  advertiser  for  Omnibus  on  ABC- 
TV  Sunday  evenings,  starting  in  the  fall.  Other 
advertisers  on  show  continue  to  be  Aluminium 

Ltd.  and  J.  P.  Stevens  &  Co.  Union  Carbide's 
agency  is  J.  M.  Mathes  Inc.,  N.  Y.  Network 
expects  to  sell  fourth  portion  of  show  shortly. 

Gulf  Oil  Corp.  (Gulf-Spray),  Pittsburgh,  spon- 
soring this  summer  30  7  Vi  -minute  portions  of 

CBS  Radio  daytime  programs,  divided  among 
Romance  of  Helen  Trent,  Young  Dr.  Malone 
and  This  Is  Nora  Drake,  effective  June  25. 

Agency:  Young  &  Rubicam,  N.  Y. 

Mogen  David  Wine  Corp.,  through  Weiss  & 

Geller,  both  Chicago,  signed  for  ABC-TV's Treasure  Hunt,  new  $25,000  tv  quiz  program 
starring  Jan  Murray.  Premiere  for  Treasure 
Hunt,  scheduled  Fridays,  9-9:30  p.m.  EST, 
is  Sept.  7. 

William  Wrigley  Jr.  Co.  (chewing  gum),  through 
Ruthrauff  &  Ryan,  both  Chicago,  has  dropped 

option  on  Sunday,  6-6:30  p.m.  EDT  time  slot 
on  CBS  Radio  (vacated  this  spring  following 

Gene  Autry's  retirement  from  radio)  and  pur- 
chased strip  of  five  quarter-hour  daytime  shows 

for  52  weeks  on  CBS.  New  series,  titled  Just 

Entertainment,  will  be  heard  Mon.-Fri.,  2:45- 
3  p.m.  EDT,  effective  today  (Monday),  replac- 

ing Aunt  Jenny,  which  moves  to  1:15-1:30  p.m. 
EDT.  Star  of  new  series  is  Pat  Buttram,  veteran 
of  old  Autry  show. 

Simoniz  Co.,  Chicago,  and  American  Tobacco 
Co.,  N.  Y.,  both  through  Sullivan,  Stauffer, 
Colwell,  &  Bayles,  N.  Y.,  will  sponsor  Best  in 
Mystery,  which  occupies  the  summertime  spot 

of  Big  Story  on  NBC-TV  (Fri.,  9-9:30  p.m. 
EDT),  starting  July  13. 

NETWORK  RENEWALS 

Aluminum  Co.  of  America,  through  Fuller 
&  Smith  &  Ross,  both  Pittsburgh,  has  renewed 

NBC-TV's  Alcoa  Hour  (alternate  Sundays,  9- 
10  P.M.  EDT)  for  another  year,  effective  Oct. 
14. 

Toni  Co.,  Div.  of  Gillette  Co.,  through  North 
Adv.,  both  Chicago,  has  renewed  three  CBS 

Radio  daytime  serials  for  another  year,  effec- 
tive June  25.  Programs  are  Romance  of  Helen 

Trent,  Young  Dr.  Malone,  and  This  Ip  Nora 
Drake. 

Liggett  &  Myers  (L&M  cigarettes),  through 
Dancer-Fitzgerald-Sample,  both  N.  Y.,  will  con- 

tinue to  sponsor  Gunsmoke  throughout  summer, 

Saturdays,  10-10:30  p.m.  EDT  on  CBS-TV. 
Cigarette  manufacturer  announced  earlier  it 
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you  r
self 

these  questions  before  you  buy  a  syndicated  film  show 

i DEPENDABLE i 2  MERCHANDISE  ABLE  ? 

+ 

3  PROMOTABLE 4  ADAPTABLE  i 

Q- 

Q- 

Q- 

Is  it  a  dependable  program — a  tried  and  proven  audience  builder  of  the 
same  high  quality  every  week  ? 

2.  Is  it  a  merchandiseable  program — will  it  work  for  you  right  through 
to  point-of -pur  chase? 

3.  Is  it  a  promotable  program— will  it  attract  a  steady  following  readily 
and  hold  it  week  after  week  ? 

Qp  4.  Is  it  an  adaptable  program — flexible  enough  to  suit  programming  needs 
in  a  variety  of  time  periods? 

A.  The  answer  is  YES— every  time— when  you  select  an  audience-proven  syndicated 

hit  from  NBC  Television  Films.  Every  show  is  a  top  television  attraction— tailored  to 

TV's  exacting  requirements  and  starring  outstanding  personalities.  You're  always  sure  of  a 
program  that  will  build  large  and  loyal  followings  quickly— when  you  buy  from  NBC 
Television  Films. 

663  Filth  Avenue  In  New  York;  Merchandise  Mart  in  Chicago;  Taft  Building  in  Hollywood.  In  Canada:  RCA  Victor,  225  Mutual  Street,  Toronto. 

i  Badge  714 

2.  Steve  Donovan, 

Western  Marshal 

3  Crunch  and  Pes 

4  The  Great 

Gildersleeve 

NBC  Television 

Films 

Programs  for 

All  Stations- All  Sponsors 
A  DIVISION  OF  K  AG  RAN  CORPORATION 



would  continue  alternate  sponsorship  of  Do 

You  Trust  Your  Wife?  on  Tuesdays,  10:30-11 
p.m.  EDT,  also  on  CBS-TV. 

Radio  Bible  Class,  Grand  Rapids  Mich.,  through 

John  M.  Camp  &  Co.,  Wheaton,  111.,  has  re- 
newed Radio  Bible  Class  on  ABC  Radio,  (Sun., 

8-8:30  a.m.  EDT),  effective  July  1. 

A&A  PEOPLE 

Joseph  R.  Burton,  associate  copy  director,  J. 
Walter  Thompson  Co.  Chicago  office,  Willard 
J.  Loarie  and  John  V.  Sandberg,  account  rep- 

resentatives, all  elected  vice  presidents.  Wil- 
liam Rega,  fadio-tv  director  at  Campbell- 

Mithum  Inc.,  Chicago,  to  Thompson,  same 
city,  as  creative  writer. 

William  E.  Palmer,  merchandising  executive 
at  William  Esty  Co.,  N.  Y.,  has  been  appointed 
vice  president  of  agency.  Before  joining  Esty 
last  year,  Mr.  Palmer  was  general  manager  of 
consumer  products,  Ball  Bros.  Co.,  Muncie, 
Ind.  George  T.  Hobgood,  account  executive, 
Manning  Public  Relations,  N.  Y.,  to  William 
Esty  Co.,  N.  Y.,  as  member  of  publicity  staff. 

MR.  PALMER MR.  CLELAND 

Philip  A.  Cleland,  vice  president,  account  super- 
visor on  General  Foods  Corp.  and  member  of 

plans  board,  Benton  &  Bowles,  N.  Y.,  to  C.  J. 
LaRoche  &  Co.,  N.  Y.,  as  account  supervisor. 

William  H.  Steele,  vice  president  and  senior 
account  executive  on  Pepsodent  tooth  paste, 
L.  A.  office  of  Foote,  Cone  &  Belding,  to  N.  Y. 

office  as  account  group  manager  for  Rhein- 
gold  beer. 

John  O'Brien,  formerly  with  Ruthrauff  &  Ryan 
and  also  head  of  own  marketing  counseling 
service,  and  Bridg  Griswold,  formerly  account 
executive  on  National  Sugar,  Fletcher  D.  Rich- 

ards, N.  Y.,  appointed  account  supervisor,  Re- 
gent Cigarettes  and  account  executive,  package 

products,  respectively,  at  MacManus,  John  & 
Adams,  N.  Y. 

U.  E.  Gallanos,  The  Biow  Co.,  N.  Y.,  to  Joseph 
Katz  Co.,  as  account  executive. 

Graham  Rohrer,  formerly  director  of  specialty 
sales  and  advertising,  Georgia-Pacific  Plywood 
Co.,  N.  Y.,  to  Needham,  Louis  &  Brorby  Inc., 
N.  Y.,  as  account  executive.  Barker  Lockett, 
formerly  senior  writer  at  Leo  Burnett  Co.,  Chi- 

cago, to  radio-tv  department  of  Needham, 
Louis  &  Brorby  Inc.,  same  city.  Robert  E.  In- 
galls,  formerly  with  Grant  Adv.  Inc.,  Chicago, 
to  Chicago  copy  department  of  N  L  &  B. 

Burton  Kessler,  office  manager  at  Beltone  Hear- 
ing Aid  Co.,  Chicago,  appointed  advertising 

and  promotion  manager  of  firm. 

Henry  George,  assistant  copy  chief,  Frank 
Block  Assoc.,  St.  Louis,  named  account  execu- 

tive, succeeding  Jack  M.  Rafield,  vice  president 

and  account  executive,  resigned  to  return  to 
N.  Y. 

Philip  B.  Hinerfeld,  account  executive,  The 
Biow  Co.,  N.  Y.,  to  Kenyon  &  Eckhardt  Inc., 
N.  Y.,  in  similar  capacity.  Albert  F.  Reming- 

ton, previously  advertising  manager  of  Stude- 
baker-Packard  Corp.'s  Packard-Clipper  Div., 
and  Bruce  E.  Miller,  formerly  advertising-mer- 

chandising director  for  Plymouth  Div.  of  Chrys- 
ler Corp.,  to  new  Detroit  office  of  K&E.  Al- 

berta Gilinsky,  formerly  freelance  research  and 

psychology  teacher  at  Tufts  and  Vassar  Col- 
leges, to  K&E,  N.  Y.,  as  assistant  account  re- 

search supervisor.  Harold  Wallis,  formerly 
with  Geyer  Adv.,  N.  Y.,  and  Richard  Whit- 
son,  formerly  with  McCann-Erickson,  N.  Y., 
also  have  joined  agency  as  art  director  and 
assistant  tv  art  director  respectively.  John 
Hickey,  media  department  of  N.  Y.  office^ 
transferred  to  Detroit  as  media  buyer. 

Fremont  J.  Knittle,  vice  president  in  charge  of 
marketing  and  merchandising,  Robert  Orr  & 
Assoc.,  N.  Y.,  to  Ted  Bates  &  Co.,  as  market 
development  manager. 

Russell  R.  Parker,  formerly  vice  president  and 
copy  chief  at  Burnet-Kuhn  Adv.  Co.,  Chicago, 
to  copy  staff  of  Aubrey,  Finlay,  Marley  & 
Hodgson  Inc.,  same  city. 

Mary  Forrest,  North  Adv.,  Chicago,  to  Gor- 
don Best  Co.,  that  city,  as  timebuyer. 

Russ  Nordstrom  to  Jackson,  Haerr,  Peterson 

&  Hall  Inc.,  Peoria,  111.,  as  art  director  of  agen- 
cy's Minneapolis  office. 

Wallace  J.  Gordon,  Ruthrauff  &  Ryan  Inc., 
Chicago,  to  creative  department  of  Walker  B. 
Sheriff  Inc.,  same  city,  as  copy  group-super- 
visor. 

Michael  Hitzig,  public  relations  director  and 

advertising  manager,  Lambretta  Div.,  The  In- 
nocenti  Corp.,  to  publicity  and  promotion  dept., 

Grey  Adv.,  N.  Y. 

Rolf  Jensen,  formerly  with  Biow  Co.,  N.  Y., 
to  Warwick  &  Legler,  N.  Y.,  as  art  director. 

Robert  C.  Wilson,  advertising  department,  J. 
L.  Hudson  Co.,  Detroit  department  store,  to 
creative  staff  of  Zimmer,  Keller  &  Calvert  Inc., 
Detroit. 

Nancy  Webb,  formerly  with  Bernard  L.  Lewis, 
N.  Y.,  to  BBDO,  N.  Y.,  in  public  relations 
department  as  publicity  account  executive  for 
Maine  Sardine  Industry. 

Clare  Acton,  formerly  copywriter  with  Chicago 
Tribune,  and  Montgomery  Ward  &  Co.,  to  copy 
department  of  Waldie  &  Briggs  Inc.,  Chicago. 

Mrs.  Janice  Stapleton,  Screen  Gems,  Mrs.  Anita 
Fisher,  Al  Paul  Lefton  Co.,  and  Nan  Braman, 
McManus,  John  &  Adams,  Detroit,  to  copy  staff 
of  J.  M.  Mathes,  N.  Y.,  agency.  John  Burt, 
public  relations  officer,  Brookhaven  National 

Laboratory,  Upton,  L.  I.,  to  Mathes  public  rela- 
tions department. 

James  M.  Mathes,  chairman,  J.  M.  Mathes, 
N.  Y.,  advertising  agency,  elected  director  of 
Otarion  Inc.,  Dobbs  Ferry,  N.  Y.,  manufacturer 
of  hearing  aids,  acoustical  testing  devices  and 
other  electronic  products. 

A&A  SHORTS 

Foote,  Cone  &  Belding  will  open  Detroit  office 
in  next  few  months  to  handle  advertising  for 

Ford's  new  medium-priced  automobile,  now 
being  designed  and  engineered. 

Rocklin  Irving  &  Assoc.,  Chicago,  has  an- 

AN  INTRODUCTORY  tv  spot  and  news- 

paper advertising  campaign  for  Spud  cig- 
arettes [B»T,  June  25]  is  discussed  by  (I  to 

r)  Roger  M.  Greene,  director  of  advertising 
for  Philip  Morris  Inc.;  David  Ogilvy,  presi- 

dent of  Ogilvy,  Benson  &  Mather,  advertis- 

ing agency  for  Spud,  and  Joseph  F.  Cull- 
man III,  executive  vice  president  of  Philip 

Morris.  Initial  advertising  on  tv  and  in  the 

press  for  the  new  Philip  Morris  product 

will  appear  the  week  of  July  23  on  the 
West  Coast  and  in  Hawaii  and  Alaska. 

nounced  resignation  of  Cole-Finder  Mercury 
(Chicago  automobile  dealer)  account. 

Roxie  Bell,  21 -year-old  student  at  Fresno  State 
College,  Calif.,  chosen  by  Assn.  of  Advertising 
Men  &  Women  from  among  56  top  advertising 

seniors,  representing  colleges  'from  coast  to 
coast,  as  outstanding  advertising  student  in 
America,  1956. 

Research  Co.  of  America,  N.  Y.,  distributing 
15th  annual  edition  of  Brewing  Industry  Survey 

giving  sales,  consumption,  production  and  other 
figures  and  data  on  industry  in  U.  S.,  Canada 
and  Mexico. 

Frank  B.  Sawdon  Inc.,  N.  Y.,  agency  for  Robert 
Hall  Clothes,  moved  to  larger  quarters  at 
60  E.  56th  St.,  N.  Y.  Telephone:  Plaza  h 
2156.  Move  was  stimulated,  agency  says,  by 

increased  activity  of  Hall  account.  Robert  Hall 
plans  to  open  additional  22  outlets  in  17  cities 
coast-to-coast,  bringing  total  number  of  stores 
to  240  in  140  cities. 

Fairfax  Adv.,  N.  Y.,  has  retained  Monroe  B. 
Scharff  &  Co.,  270  Park  Ave.,  N.  Y.,  as  public 
relations  counsel. 

Remington  Arms  Co.,  Bridgeport,  Conn.,  elect- 
ed subscriber  to  Advertising  Research  Founda- 

tion, N.  Y. 

Wellman-Buschman  Co.,  Cleveland,  elected  to 
membership  in  American  Assn.  of  Advertising 

Agencies. 

Compton  Adv.  Inc.,  N.  Y.,  moved  to  625  Madi- 
son Ave.  Telephone:  Plaza  4-1100. 

McKim  Adv.  Ltd.,  Toronto,  moved  to  1407 
Yonge  St. 

Albert  Frank-Guenther  Law  Inc.,  N.  Y.,  has 
opened  branch  in  L.  A.,  under  direction  of 
Russell  H.  Clevenger,  transferred  from  N.  Y. 
New  office  is  at  1308  Wislhire  Blvd. 

Aubrey  Williams  Adv.  Inc.,  New  Orleans, 
moved  to  923  Barracks  St. 
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MAXIMUM  AUDIENCE  PENETRATION 

x 

■ 

...  and  that's  exactly  what 

WPRO-TV  (channel  12,  Providence, 

R.I.)  delivers  in  a  Southeastern 

New  England  area  of  over  j  million 

television  homes.  WPRO-TV  offers 

survey-proved  Maximum  Audience 

Penetration  of  not  one,  but  three 

major  markets  -  PROVIDENCE,  R.  I., 

plus  FALL  RIVER  and  NEW  BEDFORD, 

MASS.  For  proof,  ask  BLAIR-TV! 

For  results,  use  WPRO-TV. 

WPR 
[few

  ■ 

PROVIDENCE,   RHODE  ISLAND 

Ask  your  Blairrnan 

CHANNEL 

1
2
 

316,000  WATTS 



NTA  TELLS  ABOUT  ITS 

New  York  conference  sketches 

broad  outline  of  film-for-time 

arrangement,  said  to  have  50 

stations  signed,  25-35  others 

in  prospect  for  October  start. 

PLANS  of  the  long-heralded  NTA  Film  Net- 
work were  disclosed  last  Thursday  by  Ely  A. 

Landau,  president  of  National  Telefilm  Assoc., 

New  York,  parent  company,  at  a  news  confer- 
ence last  week  in  New  York. 

A  broad  outline  of  the  network  plan  was 
presented  by  Mr.  Landau  during  testimony 
before  the  Senate  Commerce  Committee  in 

Washington  two  weeks  ago  [B*T,  June  25]. 

During  last  week's  news  conference  he  answered 
reporters'  questions  on  details.  He  insisted  his 
new  operation  constitutes  "a  fourth  television 
network,"  though  he  acknowledged  to  several 
unconvinced  newsmen  that  it  was  not  a  net- 

work in  the  conventional  sense  of  the  word. 

He  reported  that  50  stations  have  signed 

affiliation  agreements,  and  expected  to  have  be- 
tween 75  and  85  affiliates  by  October,  when  the 

film  network  will  begin  operation.  He  said  the 
station  client  list  is  expected  to  cover  60-75% 

of  the  country's  tv  homes,  pointing  out  that 
contracts  have  not  been  signed  as  yet  with  sta- 

tions in  the  12  top  markets  having  four  or  more 
tv  outlets.  Mr.  Landau  listed  Cincinnati, 
Denver,  San  Diego,  Richmond  and  Savannah  as 
some  of  the  markets  in  which  the  film  network 
will  operate,  but  did  not  specify  call  letters. 
A  client  list,  he  said,  will  be  released  in  a  few 
weeks. 

Under  NTA's  film  network  plan,  affiliates 
will  be  given  a  station  library  of  500-800  films, 

FILM  NETWORK 

including  features,  serials  and  short  subjects,  in 
exchange  for  a  minimum  of  one  and  one  half 
hours  of  time  weekly  which  NTA  will  offer  for 
sale  to  national  advertisers.  Mr.  Landau  re- 

vealed that  the  time  will  vary  from  market  to 

market  but  will  be  "prime  feature  film  time." 
Most  of  the  contracts,  he  said,  will  be  for  78 
weeks. 

Under  questioning,  Mr.  Landau  revealed  that 
neither  the  library  to  be  turned  over  to  stations 
nor  the  option  time  programming  will  include 
the  feature  films  produced  by  20th  Century-Fox, 
J.  Arthur  Rank,  David  O.  Selznick  or  the  Para- 

mount short  subjects  library.  He  said  the 

affiliates'  library  will  consist  of  other  features 
and  short  subjects  NTA  already  has,  or  is  in  the 
process  of  acquiring.  He  reported  the  option 

time  programming  will  be  "first-run  superspec- 
taculars"  of  "a  quality  never  before  available  to 
tv  on  a  continuous  programming  basis."  He  in- 

dicated the  time  period  would  be  filled  with 

"quality  feature  films,"  and  said  he  would  be 
"more  specific"  on  the  subject  in  a  week. 

In  larger  markets,  such  as  New  York  and 
Los  Angeles  and  perhaps  others,  the  NTA  Film 
Network  is  in  the  process  of  developing  a 

"multi-affiliation"  concept,  Mr.  Landau  said. 
Without  going  into  much  detail,  Mr.  Landau 
said  that  in  New  York,  for  example,  the  NTA 
Film  Network  might  sign  contracts  with  two 
affiliates,  under  which  the  same  feature  film 
could  be  played  at  the  same  time,  giving  a 

sponsor  a  "saturation"  pattern  applicable  in  a 
large  market. 

The  network,  Mr.  Landau  stated,  will  tap 
program  sources  outside  of  the  parent  company 

to  obtain  the  "best  programming."  He  stressed 
the  point  that  the  film  network  is  "completely 

autonomous"  from  the  parent  company,  and 
NTA  will  continue  to  make  its  film  program- 

ming available  to  its  syndication  clients. 
At  the  outset,  he  said,  the  network  will  supply 

only  film  programming,  but  added  that  "we  are 
exploring  and  do  expect  to  program  live  major 

sporting  events"  and  "we  expect  to  supply  an 
up-to-the-minute  major  news  service  on  film." 

The  question  was  raised  whether  NTA  in- 
tended to  enter  the  station  ownership  field,  and 

Mr.  Landau  said  it  was  NTA's  "hope"  to  be  "in- volved in  multiple  station  ownership  before 

the  year  1956  draws  to  a  close."  He  did  not 
elaborate  on  this  point. 

Officers  of  the  NTA  Film  Network  will  be 
similar  to  those  of  NTA  with  Mr.  Landau  as 

president;  Oliver  A.  Unger,  executive  vice  presi- 
dent; Harold  Goldman,  vice  president,  and 

Edythe  Rein,  vice  president  and  secretary.  In 
addition,  the  operating  head  of  the  film  network 
will  be  Raymond  E.  Nelson,  vice  president  and 
general  manager. 

Screen  Gems'  'Lancers' Sold  to  General  Foods 

CLAIMING  a  new  high  in  national  sales  for 

any  tv  organization,  Columbia  Pictures'  tv  sub- 
sidiary, Screen  Gems  Inc.,  has  sold  the  Herbert 

B.  Leonard  production  Tales  of  The  77th  Ben- 
gal Lancers  to  the  Jello  Div.  of  General  Foods 

Corp.  for  1956-57  season  it  was  announced 
Thursday  in  Hollywood  by  Ralph  Cohn,  vice 
president  and  general  manager  of  Screen  Gems. 
New  series  makes  the  ninth  Screen  Gems  pack- 

age to  be  sold  for  network  telecast  next  season. 
Lancers  will  be  scheduled  Sundays,  7-7:30  p.m. 
John  H.  Mitchell,  vice  president  in  charge  of 
sales  for  Screen  Gems,  and  Rob  Erickson,  vice 
president  of  Young  &  Rubicam,  Jello  agency, 
concluded  negotiations. 

Producer  Leonard  also  will  have  two  other 
Screen  Gem  packages  on  the  networks  next 
season.  His  Adventures  of  Rin  Tin  Tin  will  be 

sponsored  on  ABC-TV  by  National  Biscuit  Co., 
and  Circus  Boy  will  be  sponsored  on  NBC-TV 
by  Reynolds  Metals  Co.  Other  Screen  Gems 
package  for  next  season  include  filmed  portion 
of  CBS-TV  Playhouse  90,  Ford  Theatre  on 
ABC-TV,  Father  Knows  Best  on  NBC-TV  for 
Scott  Paper  Co.,  Tales  of  the  Texas  Rangers 
on  CBS-TV  for  General  Foods  and  Captain 
Midnight  on  CBS-TV  for  Ovaltine.  Screen 
Gems  currently  has  eleven  other  programs  in 

spot  syndication  field. 

'Dr.  Christian'  Sales  Made 

REGIONAL  and  station  sales  for  Ziv  Televi- 

sion Programs'  new  Dr.  Christian  series  were 
announced  last  week  by  M.  J.  Rifkin,  vice 
president  in  charge  of  sales  for  Ziv  Tv. 

Total  number  of  markets  on  the  regional 
transactions  was  not  available  pending  station 
clearances,  but  Hekman  Biscuit  Co.,  Grand 

Rapids,  Mich.,  has  signed  for  its  entire  mid- 
west marketing  area,  with  Detroit,  Cleveland, 

Toledo,  Grand  Rapids,  and  Youngstown  al- 
ready set.  Adolph  Coors  Co.  (Coors  beer) 

has  bought  the  series  for  the  entire  Rocky 
Mountain  area,  plus  five  Texas  markets. 

Film  Firm  Holds  Seminars 

A  WEEKLY  SERIES  of  television  film  semi- 
nars, to  which  advertisers  and  agencies  are 

invited,  is  being  conducted  by  Keitz  &  Herndon 
Film  Co.,  Dallas.  The  Dallas  staff  of  Ruthrauff 
&  Ryan  attended  the  first  session  a  fortnight 

ago.  At  a  typical  session,  visitors  watch  a  dem- 
onstration of  each  step  in  the  production  of  a 

filmed  television  spot. 

A  WAR\fl/icX  * .  . 

|j  NEWPORT  NSWS 

You  Beach  the  Home-Polks 

When  You  Hide  the  "Locals' It  had  an  18.2  rating  in  February  1956  Telepulse. 

It  is  available  for  Class  "C"  Participations 
Monday,  Tuesday,  Wednesday  and  Friday,  4:30- 
5:00  P.M.  (Sorry,  Thursday  is  sold.) 

It  is  VARIETY  SHOW  .  .  .  WTAR-TV's  own 
low-cost,  spritely  half-hour  that's  doing  such  "nip- 
ups"  for  Advertisers  that  it  takes  two  people  to sort  the  fan  mail ! 

TALENT  .  .  .  Em-Ceed  by  Jeff  Dane,  singing 

personality  who's  been  on  "The  Steve  Allen  Show", 
"Toast  of  the  Town",  "All  Star  Review."  He's 
abetted  by  lovely  Ruth  Raye,  the  combo  and  a 
host  of  local  talent. 

To  get  the  full  story  of  VARIETY  SHOW  that 
sells  WTAR-TV's  five  city*  market  .  .  .  write  or 
call  your  Petry  man  or  WTAR-TV,  Norfolk,  Va. 

CHANNEL 

3 
NORFOLK.VA. 

Represented  by  Edward  Petry  &  Co. ,  Inc. 
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60  seconds  is  all  it  takes. . . 

For  centuries  man  tried  unsuccessfully  to 

fly.  Yet,  in  less  than  60  seconds  of  staying 

aloft  with  their  heavier-than-air  machine, 

the  Wright  Brothers  made  history.  Man- 

kind was  no  longer  earthhound. 

Today,  to  get  your  sales  campaign  off  the 

ground  and  winging — whether  you're  sell- 

ing transportation  .  .  .  for  a  time-saving 

business  trip  to  the  North,  or  a  flying  vaca- 

tion plan  to  the  South — or  any  other  service 

.  .  .  60  seconds  is  all  it  takes  on  Spot  Radio. 

Spot  Radio  costs  less  to  reach  more  of  your 

potential  customers  .  .  .  whoever  they  are 

.  .  .  wherever  they  might  be  ...  at  the  pre- 

cise time  and  place  of  your  choice. 

60  seconds —  or  less  is  all  it  takes  to  sell  more 

with  the  right,  bright  buy — Spot  Radio. 

WSB  Atlanta 

WFAA  Dallas-Fort  Worth 

WIKK   Erie 

KPRC  Houston 

WJIM  .   Lansing 

KARK  Little  Rock 

WISN   Milwaukee 

KSTP  Minneapolis-St.  Paul 
WTAR   Norfolk 

WIP   Philadelphia 

WRNL  Richmond 

KCRA   Sacramento 

WOAI  San  Antonio 

KFMB  San  Diego 

KMA   Shenandoah 

KTBS  Shreveport 

KVOO   Tulsa 

ABC  Pacific  Radio 

Regional  Network 

Texas  Quality  Network 

R«pr*MAt*d  by 

EDWARD  PETRY  &  CO.,  inc. 
THE  ORIGINAL  STATION  REPRESENTATIVE 

NEW  YORK     •     CHICAGO     •     ATLANTA     •     DETROIT     •     LOS  ANGELES     •     SAN  FRANCISCO     •     ST.  LOUIS 
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FILM PROGRAM  SERVICES 

NATIONWIDE  WIRE  NETWORK  IN  PROSPECT 

UNDER  PLAN  SPARKED  BY  TELEPROMPTER 

Members  of  broadcasting  industry  would  have  instantaneous  com- 

munication system  at  command  for  number  of  uses.  One  of  most 

interesting:  adaptation  to  national  rating  setup  giving  verdict  on  a 

show  15  minutes  after  it's  aired. 

KRON-TV  Buys  Warner  Films 
IN  A  TRANSACTION  estimated  at  almost  $1 

million,  KRON-TV  San  Francisco  last  week 
purchased  the  Warner  Bros,  library  of  feature 
films  and  cartoons  from  Associated  Artists 

Productions,  New  York.  Bob  Rich,  AAP  gen- 
eral sales  manager,  who  announced  the  sale, 

noted  that  the  library  currently  is  sold  in  40 
markets. 

Negotiations  on  the  transaction,  said  to  be 

KRON-TV's  largest  film  purchase,  were  con- 
ducted by  Norman  Louvau,  KRON-TV  sales 

manager,  and  Robert  Kronenberg,  AAP  western 
division  manager.  The  sale  included  three  groups 
of  Warner  features,  comprising  174  films;  337 

Warner  cartoons,  and  234  "Popeye"  cartoons. 

FILM  PEOPLE 

Leo  Salkin,  UPA  Pictures  writer,  cartoonist 
and  director,  UPA  Pictures,  Burbank,  Calif., 
named  managing  director  of  UPA  Pictures 
Ltd.,  London. 

Fred  Ahem,  recently  in  executive  capacity  with 
RKO  Pathe  in  New  York,  appointed  assistant 
supervisor  of  television  operations  for  RKO 

Radio  Pictures'  television  film  service  unit, 
Culver  City,  Calif. 

Clyde  L.  Krebs,  formerly  sales  promotion  man- 
ager and  account  executive  at  Sarra  Inc.,  Chi- 

cago, appointed  vice  president  in  charge  of 
Chicago  operations  for  Galbreath  Picture 
Productions  Inc.,  Fort  Wayne,  Ind.  He  will 
headquarter  in  Board  of  Trade  Bldg.,  141  W. 
Jackson  Blvd. 

Hal  Davis,  formerly  head  of  West  Coast  Adv. 

and  previously  with  KVAR  (TV)  Mesa-Phoe- 
nix, to  John  A.  Ettlinger  Assoc.,  Hollywood, 

western  states  film  distributor.  He  will  handle 

agency  sales  of  syndicated  film  properties  in 
Los  Angeles  and  San  Francisco  and  will  be 
station  account  executive  in  southwestern  U.  S. 

James  J.  Kelly,  formerly  merchandising  man- 
ager of  WABC-TV  New  York,  appointed  ac- 

count executive  in  commercials  division  of 

Guild  Films  Co.,  N.  Y.  Geoffrey  Bernard,  pre- 
viously head  of  sales  for  Associated  Rediffu- 

sion,  London,  named  sales  representative  in 
Britain  for  Guild  Films. 

William  Kirshner,  formerly  producer-director- 
writer  at  WKAR-TV  East  Lansing,  Mich.,  to 
Capital  Film  Productions,  same  city,  in  simi- 

lar capacity. 

Grant  Atkinson,  formerly  head  of  tv  depart- 
ment, Campbell-Mithun  Inc.,  Chicago,  signed 

by  Fred  A.  Niles  Productions,  Chicago,  as 
writer-producer  for  series  of  industrial  films. 

FILM  SALES 

Screen  Gems  Inc.,  NY.,  announces  sale  of 

"Hollywood  Movie  Parade"  package  of  104 
Columbia  Pictures'  feature  films  to  25  addition- 

al stations.  Total  sales  on  package  now  number 
63. 

Cheryl  Tv  Corp.,  Hollywood,  has  sold  tv  pack- 
age of  20  feature  movies  in  20  new  markets  in 

past  60  days,  making  total  sales  in  141  markets 
for  subsidiary  firm  of  Realart  Pictures  Corp., 
which  handles  theatrical  reissue  of  Universal 
films. 

Sterling  Brewers  Inc.,  Evansville,  Ind.,  in  its 
first  tv  advertising  effort,  has  purchased  MCA 

TV  Film  Syndication's  The  Rosemary  Clooney 
Show  for  six  southern  and  midwestern  markets. 
Sterling  will  sponsor  series  for  52  weeks  in 
Indianapolis,  Evansville,  Nashville,  Tenn., 
Chattanooga,  Tenn.,  Louisville,  Ky.,  and  Terre 
Haute,  Ind.  Agency  is  Smith,  Benson  &  Mc- 
Clure,  Chicago. 

FORMATION  of  a  nationwide,  privately- 
owned  broadcasting  industry  wire  communica- 

tions network  appeared  closer  to  reality  this 

week  with  the  announcement  that  an  organiza- 
tion committee,  comprising  some  of  the  na- 

tion's leading  broadcasters,  has  been  estab- lished. 

The  announcement  was  made  last  week  and 
followed  a  closed  meeting  earlier  last  month 
in  Washington. 

The  prospective  private  wire  communica- 
tions system  is  planned  to  provide  facilities 

interconnecting  radio-tv  stations,  networks,  sta- 
tion representatives,  advertising  agencies  and 

programmers.  The  estimated  $3.5  million  non- 
profit system  would  be  financed  cooperatively 

by  the  users,  with  Western  Union  furnishing 
the  equipment  and  wire  facilities.  The  idea 
was  sparked  by  TelePrompTer  Corp.,  maker 
of  visual  prompting  aids  for  performers  on 
television  or  those  making  public  addresses. 

The  proposed  system  would  be  called  the  Pro- 
gram Communications  Wire  Assn. 

Expected  to  report  back  in  a  month  or  six 
weeks  on  questions  of  incorporation,  finance, 
and  operation,  the  organizational  committee 
comprises  the  following: 

Henry  Grossman,  CBS;  W.  D.  (Dub)  Rogers, 
KDUB-TV  Lubbock,  Tex.;  Fred  Houwink, 
WMAL-AM-FM-TV  Washington,  D.C.;  Wil- 

liam Hedges,  NBC;  Kenyon  Brown,  KFEQ-TV 
St.  Joseph,  Mo.;  C.  Howard  Lane,  KOIN-AM- 
TV  Portland,  Ore.;  William  H.  Fay,  WHAM- 
AM-TV  Rochester,  N.  Y.;  John  Fetzer,  Fetzer 

Broadcasting  Co.;  Donald  H.  McGannon,  West- 
inghouse  Broadcasting  Co.;  Payson  Hall,  Mere- 

dith Publishing  Co.  stations;  Ernest  Lee 
Jahncke,  ABC;  Merle  Jones,  CBS;  Edward 

Codel,  Katz  Agency;  Leonard  Reinsch,  Cox  sta- 
tions, Peter  Levathes,  Young  &  Rubicam,  and 

Edward  L.  Saxes,  CBS.  Irving  B.  Kahn,  presi- 
dent of  TelePrompTer  Corp.,  was  chosen  as 

temporary  chairman. 
Messrs.  Lane,  Houwink  and  Brown  are 

chairman  of  their  respective  network  affiliates 
committees. 

Within  the  next  two  weeks,  Western  Union 
personnel  throughout  the  nation  will  call  on 
stations  to  study  traffic  loads  and  cost  of  pres- 

ent systems  which  would  be  supplanted  by  the 
proposed  association  wire.  Notification  of  this 
survey  will  be  sent  to  affiliates  by  their  respec- 

COST  CUTTER 

AT  THE  Washington  demonstration  a 

fortnight  a,go,  Irving  B.  Kahan,  Tele- 
PrompTer president,  listed  what  he  said 

were  conservative  estimates  of  how  the 

proposed  Program  Communications  Wire 
Assn.  would  cut  message  costs. 
.  He  said  ABC,  CBS  and  NBC  now  were 
averaging  a  minimum  of  $1  per  message 
using  present  internal  communications. 
If  they  used  the  new  system,  their  average 
message  cost  would  be  cut  to  47.7  cents 
initially.  After  the  system  was  in  full 

operation,  the  average  cost  would  be  re- 
duced to  27  cents. 

tive  networks  this  week.  Results  of  the  survey 
will  be  collated  by  Western  Union  and  reported 
back  to  the  organizational  committee  next 
month.  Meanwhile,  similar  studies  will  be  made 
among  representatives,  agencies,  advertisers  and,, 
networks. 

Similar  to  other  private  line  communicar 
tions  systems  used  in  the  banking  and  aeronau- 

tical industries  (and  by  a  number  of  major 
manufacturers),  it  is  estimated  the  system  would 
utilize  35,000  miles  of  line  to  link  500  cities. 
Five  message  centers  would  be  established — 
in  New  York,  Chicago,  Los  Angeles,  Dallas 
and  Atlanta.  Flexibility  would  be  assured  so 
that  any  subscriber  could  send  a  message  to 
any  other  individual  subscriber  or  to  multiples 
or  to  all.  Punched  tape  would  be  used  to 
speed  messages.  The  system  could  be  used, 
it  was  explained,  for  time  clearances,  orders, 
messages,  etc.  The  possibility  that  it  could  be 
used  for  an  instantaneous  rating  service  was 
also  raised. 

Mr.  Kahn  told  B*T  that  after  the  system 
was  fully  operating,  he  envisioned  many  uses  for 
it  beyond  that  of  a  rapid  message  exchange  for 
time  clearances  and  other  such  traffic.  It  would 
be  ideally  adaptable  to  a  national  rating  setup 
to  provide  ratings  much  faster  and  from  a  bigger 
sample  of  homes  than  existing  services  provide. 

Mr.  Kahn  said  the  TelePrompTer  company 

had  already  perfected  a  small  device  which 
could  be  placed  in  selected  homes  and  would 
forward  television  tuning  information  from 
the  individual  set  to  a  central  point.  The  tuning 
information  collected  almost  instantaneously 
from  sample  homes  in  each  market  could  then 

be  transmitted  through  the  communications  net- 
work to  a  tabulating  center  in  New  York.  It  ■ 

is  Mr.  Kahn's  estimate  that  within  15  minutes 

after  a  given  program's  conclusion  a  rating 
would  be  obtainable,  with  perhaps  as  many  as 
50,000  homes  in  the  total  national  sample. 

Cost  of  operation  of  the  communications 
network  would  be  about  $1.5  million  yearly, 
it  was  estimated.  Savings  over  present  use  of 

teletype  service  is  clearly  indicated,  it  was  ex- 

plained. TelePrompTer  has  shown  its  proposals  to 
members  of  the  Radio-Television  Executives 
Society  in  New  York  and  before  an  NARTB 

convention  last  year.  "This  intra-industry  pri- 
vate wire  will  be  infinitely  faster  than  any 

other  service  now  available  and,  because  of 

its  automatic  design,  considerably  less  expen- 

sive," Mr.  Kahn  commented.  "It  provides  the 
means  for  quick  transmission  of  integrated 
data.  Further,  we  anticipate  that  the  use  of 

the  system  will  lead  to  standardization  of  cer- 
tain routine  messages,  thus  providing  basic 

savings  to  the  industry." 
PROGRAM  SERVICE  PEOPLE 

John  Coburn  Turner,  41,  assistant  director  of 

Ford  Foundation  Tv-Radio  Workshop  and  ad- 
ministrator of  Omnibus  show,  died  June  22  in 

St.  Luke's  Hospital,  N.  Y.,  after  brief  illness. 

Mark  Knight,  regional  membership  executive 
for  Associated  Press  in  California,  Arizona 

and  Nevada,  appointed  correspondent  in  Fres- 
no, Calif.,  with  responsibility  for  area  radio 

stations  and  newspapers. 

Page  58    •    July  2,  1956 Broadcasting    •  Telecasting 



The  Fund  for  the  Republic  is  pleased  to  announce 

the  Winners  of  the  1956 

ROBERT  E.  SHERWOOD  AWARDS 

for  television  programs 

dealing  with 

freedom  and  justice 

to  the  National  Broadcasting  Company's 

production  of  ALCOA'S TRAGEDY  IN  A  TEMPORARY  TOWN 

PRODUCER  Herbert  Brodkin 

director  Sidney  Lumet 

writer  Reginald  Rose 

THE  BEST  NETWORK 

DRAMA 

$20,000 

to  (he  National  Broadcasting  Company's 
THE  BEST  NETWORK  production  of  Armstrong  Circle  Theatre's 

DOCUMENTARY  I  WAS  ACCUSED 

$20  000  producer  David  Susskind 1  director   William  Corrigan 
writer  Jerome  Coopersmith 

THE  BEST  PRODUCTION 

BY  AN  INDEPENDENT  STATION 

$15,000 

to  WAAM-TV,  Baltimore,  Maryland 

for  its  production 
DESEGREGATION:  BALTIMORE  REPORT 

PRODUCER  Herbert  B.  Cahan 

director  Kennard  Calfee 

writer  Mrs.  Gray  Johnson  Poole 

Honorable  Mention 

OMNIBUS: 
Constitution 
Columbia  Broadcasting 
System 

KRAFT  THEATRE: 
One 
National  Broadcasting 
Company 

PHILCO  PLAYHOUSE: 
A  Man  Is  Ten  Feet  Tall 
National  Broadcasting 
Company 

PAGEANT: 
In  Freedom 
KOMO,  Seattle, 
Washington 

IN  THE  MINDS  OF  MEN 
KPIX,  San  Francisco, 
California 

THIS  IS  OUR  FAITH 
—  March  28,  1956 
WATV,  Newark,  N.  J. 

TWIN  CITY 
HEART  BEAT: 

The  Invisible  Fence 
KEYD,  Minneapolis, Minn. 

CAMERA  THREE  SERIES 
Columbia  Broadcasting 

System FRONTIERS 
OF  FAITH  SERIES 

National  Broadcasting Company 

FRONTIER  SERIES 
National  Broadcasting Company 

Jurors: 

Kermit  Bloomgarden 

Buell  G.  Gallagher 

Robert  M.  Purcell 

Mrs.  Eleanor  Roosevelt 

Gilbert  Seldes 

Robert  Taft,  Jr. 

Harrison  Tweed 

Philip  H.  Willkie 

The  Awards  for  television  programs  dealing  with  freedom  and  justice 

presented  on  commercial  television  between  October  1,  1955  and  May  31, 

1956  are  in  memory  of  Robert  E.  Sherwood,  until  his  death  a  Director  of 

the  Fund  for  the  Republic  and  a  valiant  champion  of  American  liberties. 
The  Awards  will  be  made  again  next  year,  for  programs  presented  between 

October  1,  1956  and  May  31,  1957.  The  Fund  for  the  Republic  is  a  non- 
profit corporation  devoted  to  increasing  public  understanding  of  the 

principles  set  down  in  the  Constitution  and  its  Bill  of  Rights. 

THE  FUND  FOR  THE  REPUBLIC,  INC. 

60  East  42nd  Street,  New  York  17,  N.  Y. 

PAUL  G.  HOFFMAN,  Chairman  of  the  Board  ROBERT  M.  HUTCHINS,  President 
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Radio-Tv  Code  Established 

For  N.  Y.  City  Departments 

TELEVISION  and  radio  code  has  been  adopted 

by  New  York  City  to  guide  its  various  depart- 
ments on  negotiations  with  agencies  and  broad- 
casting program  producers,  packagers,  networks 

and  stations  seeking  the  cooperation  of  the  city 

on  program  material.  Called  a  code  of  mu- 
nicipal television  and  radio  standards,  it  is  be- 

lieved to  be  the  only  broadcasting  code  of  its 

kind  in  any  municipality  in  the  country,  accord- 

ing to  a  spokesman  for  New  York's  Mayor 
Robert  F.  Wagner. 

The  code,  which  was  adopted  by  the  Mayor's 
Television  &  Radio  Advisory  Committee  on 

June  22,  specifies  that  "each  department  or 
agency  of  the  city  is  the  sole  authority  for  the 
approval  of  its  cooperation  with  a  television  and 
radio  producer,  network,  station,  program  de- 

veloper or  author."  The  code  is  intended  as  a 
guide  for  each  head  of  a  department  or  agency 

and  for  the  mayor's  radio  and  television  aide, 
Arnold  Cohan,  who  will  be  available  for  con- 

sultation and  advice  to  all  heads  of  departments 
and  agencies. 

The  adoption  of  the  code  came  as  an  after- 
math of  a  controversy  last  fall  when  radio-tv 

producer  Theodore  M.  Granik  was  granted 
rights  to  produce  a  tv  film  series  based  on  New 
York  City  department  files  [B«T,  Oct.  31,  1955]. 
Objections  were  made  by  unidentified  tv  film 
producers  and  by  local  newspapers,  citing  Mr. 

Granik's  long-time  friendship  with  Mayor 
Wagner  as  a  possible  reason  for  choosing  Mr. 

Granik  as  producer  without  benefit  of  competi- 
tive bids.  Another  furor  erupted  when  New 

York's  police  commissioner  said  he  would  refuse 
access  to  his  department's  files  on  the  grounds 
that  the  only  cases  that  would  interest  a  tv  pro- 

ducer would  be  dramatic  ones,  leading  perhaps 
to  distortion.  Mayor  Wagner  shortly  thereafter 
called  a  halt  to  the  Granik  project  and  appointed 
a  committee  to  explore  the  situation. 

Among  the  members  of  the  Mayor's  Televi- 
sion &  Radio  Advisory  Committee,  which 

drafted  the  new  code,  are:  G.  Tyler  Byrne,  Na- 
tional Assn.  of  Broadcast  Employes  &  Techni- 
cians; Ted  Cott,  DuMont  Broadcasting  Corp.; 

Sam  Cook  Digges,  general  manager,  WCBS- 
TV  New  York;  the  Rev.  Timothy  Flynn,  Arch- 

diocese of  New  York;  Seymour  Siegel,  director 
of  communications  for  the  City  of  New  York; 
Robert  L.  Stone,  WABC-TV  New  York;  Gordon 
Gray,  WOR-TV  New  York;  Thomas  B.  Mc- 
Fadden,  WRCA-TV  New  York. 

TelePrompTer  Promotes  Tyrrell 

To  Assistant  to  President 

THE  ELECTION  of  Albert  R.  Tyrrell  as  as- 
sistant to  the  president  and  vice  president  of 

TelePrompTer  Corp. 
was  announced  last 
week  by  Irving  B. 
Kahn,  president.  Mr. 
Kahn  said  that  Mr. 

Tyrrell  "will  be  con- 
cerned solely  with 

the  functions  of 
management  and  the 
implementation  of 

policy." 
In  his  new  posi- 

tion, Mr.  Tyrrell  will 
headquarter  in  New 
York.  He  formerly 
was  in  charge  of 

the  firm's  Washington,  D.  C.  office  and  prior 
to  that  was  in  the  aviation  industry. 

GOVERNMENT 

MOST  of  the  questioning  from  House  Antitrust  Subcommittee  during  FCC's  testimony 
last  week  came  from  (I  to  r)  Chairman  Emanuel  Celler  (D-N.  Y.),  Herbert  N.  Maletz, 
counsel,  and  Samuel  R.  Pierce  Jr.,  associate  counsel. 

CELLER  COMMITTEE  PROBES 

NBC-WESTINGHOUSE  SWAP 

•  FCC's  without-hearing  approval  of  transaction  questioned 

•  House  antitrust  group  schedules  more  hearings  for  July 

•  Justice  Dept.  puts  deal  before  Philadelphia  grand  jury  (see  box) 

THE  controversial  NBC-Westinghouse  Broad- 
casting Co.  swap  of  radio-tv  stations  in  Cleve- 

land and  Philadelphia — and  the  FCC's  explana- 
tion of  why  the  transaction  was  approved  with- 
out a  hearing — overshadowed  all  other  sub- 
jects last  week  during  two  days  of  hearings  by 

the  House  Antitrust  Subcommittee  in  its  hunt 

for  monopoly  in  the  television  industry. 

At  the  end  of  the  Wednesday-Thursday  ses- 
sions, subcommittee  Chairman  Emanuel  Celler 

(D-N.  Y.)  asked  the  FCC  to  return  for  three 
more  days  of  hearings,  July  11-13,  and  in  a 
surprise  announcement  said  the  House  group 
will  hold  lengthy  hearings  in  New  York  in 
September.  At  these  sessions,  he  said,  his  group 
will  hear  testimony  from  networks,  advertising 
agencies,  uhf  representatives,  talent  and  others 
on  antitrust  problems  in  the  tv  broadcasting 
field. 

Although  FCC  members  underwent  some 
questioning  on  allocations  problems  and  on  the 
ABC-Paramount  Theatres  merger  in  1953,  the 

subcommittee  directed  its  main  fire  at  NBC's 
swap  of  the  former  WNBK  (TV)  and  WTAM- 

AM-FM  Cleveland  for  WBC's  former  WPTZ 
(TV)  and  KYW  Philadelphia. 
The  House  subcommittee  based  its  whole 

case  on  three  memorandums  prepared  within 

the  FCC's  Broadcast  Bureau  during  the  Bureau's 
five-month  investigation  of  the  facts  surround- 

ing NBC's  swap  of  its  radio-tv  properties  in 
Cleveland  for  WBC's  radio-tv  stations  in  Phila- 

delphia, with  WBC  receiving  $3  millon  "to 

boot." 

High  points  of  these  documents: 
•  That  investigators  found  WBC  executives 

bitter  at  what  they  felt  was  NBC  "pressure,"  and 
that  they  felt  that  they  might  not  only  lose  NBC 
affiliation  at  WPTZ  (TV),  but  also  at  KDKA- 
TV  Pittsburgh  and  WBZ-TV  Boston,  if  WBC 
failed  to  go  through  with  the  transfer. 

•  That  Chris  J.  Witting,  then  WBC  president, 
in  the  heat  of  anger  fired  off  a  memorandum  to 
WBC  Board  Chairman  E.  V.  Huggins  suggest- 

ing these  alternatives  for  WBC:  (1)  possible 
affiliation  with  CBS  at  Pittsburgh,  San  Francisco 
and  Boston  and  with  ABC  at  Philadelphia;  (2) 

THEY'RE  ASKING  QUESTIONS  IN  PHILLY 

THE  Dept.  of  Justice  last  week  put  the 
NBC-Westinghouse  station  exchange  before 
a  federal  grand  jury  in  Philadelphia. 

In  accord  with  the  customary  secrecy  that 
surrounds  federal  grand  jury  sessions,  no 
official  word  leaked  out  of  Philadelphia.  It 
was  understood,  however,  that  four  key 

Westinghouse  executives  who  were  personal- 
ly connected  with  the  negotiations  leading 

to  the  NBC-WBC  swap  testified  Thursday. 
They  were  reported  to  be  Chris  Witting, 

who  was  president  of  Westinghouse  Broad- 
casting Co.  at  the  time  of  the  station  ex- 
change but  who  has  since  been  elevated  to 

vice  president  in  charge  of  the  Consumer 
Products  Div.  of  Westinghouse  Electric  Co.; 
E.  V.  Huggins,  chairman  of  WBC;  John  W. 
Steen,  WBC  attorney,  and  Joseph  E.  Bau- 
dino,  WBC  vice  president  in  charge  of  the 

Washington  office. 

Complete  details  of  conversations,  meet- 
ings and  exchanges  of  correspondence  re- 

garding the  station  swap  were  reported  to 
have  been  sought  in  questions  asked  by  Dept. 
of  Justice  attorneys  during  the  jury  session. 

Also  under  subpoena  to  appear  before  the 
Philadelphia  grand  jury  the  second  week  of 
July  are  RCA-NBC  executives  who  were  in- 

volved in  negotiating  the  Cleveland-Philadel- 
phia deal.  They  reportedly  are  Brig.  Gen. 

David  Sarnoff,  RCA  chairman;  Robert  W. 

Sarnoff,  NBC  president;  Joseph  V.  Heffer- 
nan,  NBC  financial  vice  president,  and 
Charles  R.  Denny,  NBC  vice  president  in 
charge  of  owned  stations. 

All  NBC  and  Westinghouse  records  per- 
taining to  the  deal  also  were  understood  to 

have  been  subpoenaed. 
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$B/ERAL  MIUIOM  US. FAMILIES  AND  BUSINESSES 

TODAY  ARE  IN  A  PECULIAR 
POSITION  FOR  AMERICANS.  A 

TWIST  OF  FEDERAL  LAWS  PUTS 

THEM  IN  A  "FAVORED  CLASS" 
WITH  SPECIAL  PRIVILEGES 
IN]  BUYING  ELECTRIC  LI6HT 

AMD  POWER. 

^JhIS  FAVORITISM  IS  ONE  OF  THE 

UNPLEASANT  AND  LITTLE-KNOWN 
FACTS  ABOUT  FEDERAL-  GOVERNMENT 
ELECTRIC  POWER.  AMD  IT  IS  A 

FAR  CRy  FROM  NORMAL  AMERICAN 

STANDARDS  OF  FAIR  PLAY.  THAT'S  WHY 
THESE  FACTS  ARE  BROUGHT  TO  YOU  By 

AMERICA'S  INDEPENDENT  ELECTRIC 

LIGHT  AND  POWER  COMPAN/ES* 

Names  on  request  from  this  magazine 
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GOVERNMENT 

"work  up  a  proposal  for  CBS;"  (3)  seriously 
consider  severing  all  relations  with  NBC;  and 

(4)  determine  the  status  of  the  "A-l  agree- 
ment"— under  which  NBC  programmed  WBC 

stations  from  1932-40  after  Westinghouse  di- 
vested itself  of  its  holdings  as  main  stockholder 

in  RCA. 

•  That  Mr.  Witting  saw  RCA  Board  Chair- 
man Brig.  Gen.  David  Sarnoff  and  asked  him 

if  "this  muscling  job"  was  RCA  company  policy, 
and  that  the  general  answered  that  it  wasn't 
a  "muscling  job,"  that  he  was  acting  to  protect 
RCA  stockholders  by  getting  more  financial 
support  for  NBC  and  that  RCA  felt  it  had  to 
have  WPTZ  for  this  purpose. 

o  That  WBC  officials  said  they  were  told  in 
negotiations  that  NBC  was  considering  the  pur- 

chase of  WFIL-TV  Philadelphia  if  WBC  failed 

to  go  through  with  the  transaction.  Investiga- 
tors said  WFIL-TV  owner  Walter  H.  Annenberg 

denied  he  ever  talked  to  RCA-NBC  officials  on 

this  subject,  but  did  tell  an  "unidentified"  per- 
son he  would  swap  WFIL-TV  for  400,000-500,- 

000  shares  of  RCA  stock,  making  him  that  com- 

pany's largest  stockholder. 
•  That  the  Broadcast  Bureau  felt,  after  Mc- 

Farland  letters  had  been  sent  to  WBC  and  NBC 

and  replies  received  which  indicated  no  "du- 
ress," that  no  hearing  was  warranted  on  this 

point,  but  that  NBC's  stations  and  planned 
acquisitions  in  the  mid-Atlantic  area  posed 
questions  of  area  concentration  of  owned  sta- 

tions, with  some  overlap. 
•  That  WBC  Board  Chairman  E.  V.  Hug- 

gins,  in  talking  to  Broadcast  Bureau  investiga- 
tors, left  the  inference  that  WBC  had  decided 

to  go  through  with  the  swap  to  protect  its  NBC 
affiliations  in  Boston  and  Pittsburgh. 

High  points  during  last  week's  hearing: •  Testimony  by  FCC  Chairman  George  C. 

McConnaughey  that  FCC  approved  the  trans- 
fer, after  digesting  the  Broadcast  Bureau  report, 

because:  (1)  WBC  and  NBC  replies  to  FCC 
McFarland  letters  indicated  no  pressure  by 
NBC  and  the  Broadcast  Bureau  felt  officials  of 

these  companies  would  not  be  "candid"  at  any hearing  called  by  the  FCC;  (2)  although  the 
Broadcast  Bureau  memorandums  questioned 
whether  the  total  NBC  acquisitions  might  not 

pose  a  question  of  "area  concentration,"  Mr. 
McConnaughey  said  he  got  the  "impression" from  talking  to  Bureau  personnel  at  an  FCC 

meeting  that  "nothing  new  would  be  developed" 
at  a  hearing  on  this  subject. 

•  Congressional  questions  directed  at  FCC's 
liaison  with  the  lustice  Dept.'s  Antitrust  Divi- 

sion. Congressmen  wanted  to  know  why  the 
FCC,  which  began  its  investigation  in  July 

1955,  didn't  inform  the  Justice  Dept.  until 
August.  They  also  wanted  to  know  why  the 
FCC  held  to  its  Dec.  21,  1955,  approval  (pub- 

lished Dec.  28)  after  Justice  had  delivered  a 

letter  to  the  FCC  Dec.  27  informing  the  Com- 
mission it  was  investigating  the  case. 

•  When  Mr.  McConnaughey  and  other  com- 
missioners said  they  did  not  learn  of  the  letter 

until  later,  the  subcommittee  asked  why  FCC 
did  not  rescind  or  withhold  action  on  the  ap- 

proval during  the  30-day  limit  within  which  it 
is  empowered  to  do  so.  Mr.  McConnaughey 
said  Justice  had  not  indicated  it  had  any  more 
information  than  the  FCC  did  on  the  case. 

•  FCC  Comr.  John  C.  Doerfer  testified  he 
thought  there  was  nothing  illegal  then  about 

the  transfer  and  still  didn't.  He  said  he  felt 

the  broadcast  industry  shouldn't  be  "harassed" 
by  "three  or  four"  government  agencies.  Asked 

whether,  as  a  member  of  the  FCC's  network 
study  committee,  he  would  be  "disturbed"  if 
it  were  found  that  the  "dominance"  charged 
to  networks  in  the  FCC's  1941  report  on  chain 
broadcasting  also  apply  to  television,  Comr. 

Doerfer  said,  "not  at  all."  "Somebody  has  to 
be  dominant,"  he  said.  "Dominance  is  just  the 
natural  result  of  the  ebb  and  flow  of  business 

relations  from  day  to  day." Chairman  Celler  told  Mr.  McConnaughey 

he  didn't  think  WBC  "had  much  of  a  chance" 
and  was  "in  a  sort  of  box."  The  fact  that  the 
Broadcast  Bureau  memorandums  flashed  a 

"danger  signal"  gave  emphasis  to  the  need  for 
an  inquiry,  he  said.  Several  other  members 
agreed  with  him,  although  Rep.  Hugh  Scott 
(R-Pa.)  said  he  saw  no  wrongdoing  on  the 
part  of  WBC,  NBC  or  the  FCC.  Others  present 
included  Reps.  William  M.  McCulloch  (R- 
Ohio),  Peter  W.  Rodino  Jr.  (D-N.  J.),  Kenneth 
B.  Keating  (R-N.  Y.),  Byron  G.  Rogers  CD- 
Colo.)  and  James  M.  Quigley  (D-Pa.). 

The  Wednesday  session  began  with  an  open- 
ing statement  by  Chairman  Celler  on  the  pur- 

poses of  the  investigation.  At  the  end  of  the 
Thursday  testimony,  he  told  newsmen  that  the 
subcommittee  would  hold  the  hearings  in  New 
York  in  September.  The  group,  he  said,  would 
investigate  financial  setups  of  the  networks  and 
their  owned  stations,  network  practices  and 
uhf-vhf  problems. 

Also  to  be  investigated,  he  said,  are  the 

"star  systems"  (for  talent),  "bottling  up"  of 
talent  by  such  things  as  long  contracts,  the 

"tyranny  of  ratings,"  "chewing  up"  of  talent 

by  the  heavy  demands  of  television,  the  "short life"  of  comedians  and  other  talent,  racial  seg- 

regation of  talent  on  network  programs,  news- 
paper and  magazine  control  of  broadcasting 

media  in  specific  geographic  areas,  the  "power" 
of  advertising  agencies,  pre-emption  of  net- 

work time  and  the  "film  monopoly."    He  said 
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the  NBC-WBC  swap  will  be  explored  further, 
but  that  WBC  will  not  be  called  to  testify  unless 
it  asks. 

Much  of  the  testimony  dealt  with  the  re- 
spective jurisdictions  of  the  FCC  and  the  Jus- 

tice Dept.  in  enforcing  the  antitrust  laws  and 

whether  an  FCC  decision  can  "immunize"  a 
case  from  action  by  the  Justice  Dept. 

It  was  developed  in  the  hearing  that  NBC 
Vice  President  Charles  V.  Denny  (owned  sta- 

tions and  spot  sales)  first  suggested  the  Cleve- 
land-Philadelphia swap  to  NBC  management  in 

February  1954  and  that  NBC's  original  pro- 
posal also  included  the  trade  of  NBC's  WRC- 

TV  Washington  and  WBC's  WBZ-TV  Boston, 
which  WBC  quickly  vetoed,  according  to  the 
Broadcast  Bureau  reports. 

Actual  negotiations  did  not  begin  until  Sep- 
tember 1954,  with  an  estimated  23  meetings  of 

the  two  firms'  officials  from  Sept.  28,  1954,  to 
May  16,  1955,  when  the  transaction  was  closed. 

WBC  tried  to  get  a  "tax-free  deal,"  but  failed, 
the  reports  said. 

No  Commitments  from  NBC 

WBC  during  negotiations  tried  to  get  com- 
mittals from  NBC  to  protect  its  NBC  affilia- 

tions, especially  Boston,  but  got  only  one  letter 
from  Gen.  Sarnoff  to  the  effect  that  NBC,  with 
its  proposed  acquisitions  in  Philadelphia,  New 
Britain  and  Buffalo,  would  have  its  plans  for 
station  ownership  complete  in  the  eastern  area, 

the  investigators'  report  said.  The  Broadcast 
Bureau  probe  was  conducted  by  Lester  W. 

Spillane,  then  chief  of  the  FCC's  Renewal  & 
Transfer  Division,  and  Robert  Leahy,  FCC  ac- 
countant-investigator. 
The  Bureau  report  also  warned  that  if  the 

FCC  made  the  grant  without  a  hearing  and  no 

protest  was  filed,  it  would  be  "difficult  if  not 
impossible  to  redress  any  undesired  condition" 
resulting  from  the  transfer. 
The  reports  indicated  Joseph  E.  Baudino, 

WBC  Washington  vice  president,  felt  that  al- 
though no  discussion  took  place  concerning 

NBC  affiliations  with  WBC  stations,  WBC  ex- 

ecutives felt  there  was  a  "veiled  threat"  of  such 
a  condition.  Mr.  Huggins  told  investigators,  ac- 

cording to  the  report,  that  WBC  applied  for 
NBC  affiliation  for  KDKA-TV  Nov.  5,  1954, 
but  that  NBC  withheld  it  until  it  received  a 

Nov.  15  letter  from  WBC  indicating  Westing- 

house  would  go  along  "in  good  faith"  with  the transaction. 

Questioned  on  WBC's  reply  to  the  FCC's 
McFarland  letter,  Mr.  McConnaughey  said  he 

couldn't  conceive  of  a  firm  the  size  of  Westing- 
house  "not  telling  the  truth." 

Mr.  McConnaughey  said  the  WBC  answer 
indicated  the  firm  felt  withdrawal  of  the  NBC 
affiliation  from  WPTZ  would  reduce  the  in- 

come of  the  station  considerably;  that  Cleve- 
land was  the  type  of  community  in  which  WBC 

was  interested;  that  it  was  more  in  the  public 
interest  and  to  WBC  interests  to  make  the  ex- 

change than  to  operate  without  an  NBC  affilia- 
tion; that  Westinghouse  Electric  and  RCA  have 

been  competitive  in  the  manufacturing  fields 
and  that  both  companies  make  decisions  they 
believe  is  best  for  their  respective  interests;  and 

that  WBC  and  NBC  "in  our  own  interests"  de- 
cided to  try  to  work  out  an  agreement. 

Chairman  Celler  commented  that  the  WBC 

statement  "speaks  volumes."  He  said  the  sub- 
committee had  been  told  the  proposed  purchase 

of  WFIL-TV  by  NBC  was  a  "hoax"  used  to 
obtain  bargaining  power  and  said  he  felt  the 
WBC  letter  should  have  prompted  the  FCC  to 

ask  "many,  many  questions." 
Comr.  Rosel  H.  Hyde  answered  questions 

about  the  ABC-Paramount  Theatres  merger,  on 
which  the  FCC  held  93  days  of  hearings  in 
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Junior  Gets 

"Pinned"  Down 

Junior  Baker  and  friends  are  all  set 

for  their  circus.  Look  for  their  adver- 

tisements on  neighborhood  trees. 

The  kids  have  had  problems  in  stag- 

ing the  event.  The  biggest  was  the  ad- 

mission fee.  Junior  wanted  to  charge 

five  cents,  Mrs.  Baker  thought  it 

would  be  much  nicer  if  they  charged 

five  pins. 
So  Junior  held  a  meeting  with  his 

Directors — then  told  his  mother  they'd 
taken  her  advice.  The  ads  now  read: 

Giant  Circus  in  Baker's  Backyard. 
Admission  Five  Pins  Plus  Five 

Cents  Tax. 

From  where  I  sit,  thafs  a  cute 

example  of  a  mighty  important  point 

— if  you  want  things  to  turn  out  your 

way,  then  you  had  better  let  the  other 

fellow  have  his  choice,  too.  For  in- 

stance, if  your  taste  should  happen  to 

run  to,  say,  iced  tea  .  .  .  then  you  owe 

it  to  yourself  to  see  that  those  who 

prefer  beer,  buttermilk  or  what-have- 

you  get  to  enjoy  their  favorite  bever- 
ages, too.  Turn  about s  fair  play. 
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FCC  STARS  IN  NEW  KIND  OF  TV  ROLE 

THE  FCC  starred  in  a  90-minute,  Charlotte, 
N.  C,  $3,000  video  show  last  Monday 
when  the  full  hour  and  a  half  of  oral  argu- 

ment on  ch.  9  Charlotte  before  the  Commis- 
sion en  banc  was  filmed  and  recorded  and 

shown  over  ch.  3  WBTV  (TV)  Charlotte 
that  night  in  prime  time  to  its  525,000  set 
owners. 

At  issue  was  the  second  vhf  facility  in 

North  Carolina's  major  city.  Contending 
were  Piedmont  Electronics  &  Fixture  Corp., 
Carolinas  Television  Corp.,  and  WSOC 

Charlotte.  Piedmont,  which  was  recom- 
mended for  the  grant  by  the  hearing  exam- 

iner, is  owned  by  the  Mitchell-Wolfson 
(WTVJ  [TV]  Miami,  Fla.)  and  Belk  de- 

partment store  interests.  Carolinas'  is  largely 
controlled  by  WIS-AM-TV  Columbia,  S.  C. 
(whch  also  owns  WIST  Charlotte). 

WBTV  used  two  professional  Auricon 
cameras,  each  capable  of  handling  1,200  ft. 
of  film  and  sound  (about  30  minutes).  The 
crew  of  four  was  under  the  supervision  of 
Nelson  Benton,  WBTV  news  editor.  The 
cameras  were  set  up  in  the  corner  of  the 
Commission  meeting  room  on  the  sixth  floor 
of  the  Post  Office  Dept.  Bldg.,  and  were 
operated  without  any  additional  lighting.  As 
each  reel  was  completed,  the  second  camera 

was  turned  on  and  the  first  was  unloaded. 

The  exposed  film  was  rushed  to  a  Washington 
processor.  The  crew  with  its  processed  film 
and  equipment  left  for  Charlotte  at  6  p.m. 

in  the  Jefferson  Standard  Broadcasting  Co.'s 
private  company  plane,  arriving  at  8  p.m. 
The  films  were  telecast,  unedited,  beginning 
at  10  p.m.  The  station  gave  up  a  half  hour 

of  local  live  programming,  a  half  hour  of  de- 
layed network  programming,  30  minutes 

of  news-weather-sports,  and  a  national  spot 
show.  This  time  was  estimated  to  have  a 
value  of  $3,023. 

The  sound  portion  of  the  telecast  was 
simulcast  by  WBT  Charlotte,  sister  station 
of  WBTV,  and  also  by  WIST  Charlotte, 

owned  by  principals  in  the  Carolinas'  applica- tion. 

The  argument  heard  attorney  Neville 
Miller  argue  in  behalf  of  WSOC,  William  P. 
Sims  for  Carolinas  and  Marcus  Cohn  for 

Piedmont.  Question  of  overlap  between  WIS- 
TV  and  prospective  ch.  9  in  Charlotte  was 
raised  against  the  Carolina  application. 
Charge  that  WTVJ  flouted  good  commercial 
practices  in  overabundance  of  commercials 
was  also  raised.  Richard  T.  Ely  Jr.  repre- 

sented the  Broadcast  Bureau. 
All  Commissioners  were  present  except 

Comr.  Webster. 

PORTION  of  the  FCC  is  shown  here  listening  to  oral  argument  on  ch.  9  Charlotte, 
N.  C,  filmed  by  WBTV  (TV)  Charlotte  and  telecast  that  night.  Shown  are  (I  to  r) 
Comrs.  Robert  E.  Lee,  Robert  T.  Bartley,  Rosel  H.  Hyde  and  Chairman  George  C. 

McConnaughey.  Standing  at  podium,  with  back  to  camera,  is  Neville  Miller,  repre- 
senting WSOC  Charlotte,  one  of  the  three  applicants  for  the  vhf  outlet. 

1952  and  approved  in  February  1953,  with  the 
merger  formalized  in  May  1953. 

Mr.  Hyde  said  the  Justice  Dept.  had  been 
kept  fully  informed  of  progress  of  the  hearings 
by  the  FCC  and  that  Justice  observers  attended 
all  phases  of  the  hearings.  Although  the  de- 

partment was  invited  to  participate  in  the  hear- 
ings, it  never  did  so  during  the  proceeding. 

Chairman  Celler,  referring  to  Justice  Dept. 
refusal  to  participate,  termed  it  as  a  case 

"where  the  shoe  was  on  the  other  foot." 
Although  admitting  that  Paramount  Theatre 

stockholders  wound  up  with  60%  of  AB-PT 
stock  and  ABC  stockholders  with  only  16%, 
Mr.  Hyde  said  he  did  not  think  of  the  case  as 

one  where  ABC  was  "taken  over  by  a  chain  of 
movie  theaters,"  but  of  one  where  a  third  net- 

work was  set  up.  He  said  it  was  a  financial 
strengthening  of  ABC  instead  of  a  lessening  of 
competition. 

He  felt  the  FCC  "did  a  good  job"  in  ap- 
proving the  merger  after  the  hearing,  but  when 

asked  whether  he  thought  the  Justice  Dept.  did 
a  similarly  good  job,  he  smiled  and  said  that  was 
for  the  department  itself  to  say. 

Mr.McConnauehey,  answering  questions  on 

the  FCC's  allocations  report  last  week,  said 
he  believed  the  FCC  would  have  to  get  "con- 

gressional assistance"  to  implement  the  pro- 
posed long-range  transfer  of  tv  from  vhf  to 

uhf.  For  instance,  he  said,  Congress  might 
prohibit  the  shipment  of  vhf-only  sets  in  inter- 

state commerce. 

He  felt  "nobody  wants  to  see  the  networks 
destroyed"  and  that's  why  Congress  "finally" 
gave  the  FCC  funds  for  its  network  study.  He 
praised  U.  of  Cincinnati  Dean  Roscoe  Barrow, 
head  of  the  study,  as  a  man  with  no  previous 

experience  in  broadcasting,  but  with  "stature." 

Bill  Seeking  FCC  Salary  Raise 

To  Go  Into  Hearing  Thursday 

A  HEARING  will  be  held  Thursday  by  the 
Senate  Post  Office  &  Civil  Service  Committee 
on  a  Senate  bill  (S  2628)  and  a  House  measure 
(HR  7619)  to  raise  the  salaries  of  members  of 
the  FCC  and  other  executive  agencies  and 
heads  of  executive  departments.  FCC  members 
now  get  $15,000  a  year. 

Committee  Chairman  Olin  D.  Johnston  (D- 

S.  C.)  said  he  believed  there  are  "many  inequi- 
ties" in  the  legislation  as  now  presented.  The 

House-passed  HR  7619  was  passed  in  the  first 
session  of  the  84th  Congress,  but  the  Senate 
has  taken  no  action  on  it.  The  bill  would 

raise  FCC  members'  salaries  from  the  present 
$15,000  to  $19,000. 

The  Senate  measure  (S  2628),  introduced  in 
the  first  session  by  Sen.  Johnston  and  Sen. 

Frank  Carlson  (R-Kan.),  the  committee's  rank- 
ing Republican,  calls  for  FCC  salaries  of 

$20,000.  This  figure  was  recommended  by 
the  White  House. 

Blacklisting  Report  Author 

Faces  Hill  Committee  July  10 

JOHN  COGLEY,  author  of  the  controversial 
Fund  for  the  Republic  report  on  blacklisting  in 
the  entertainment  industry  [B®T,  June  251,  has 
been  subpoened  to  appear  July  10  before  a 
closed  session  of  the  House  Un-American  Ac- 

tivities Committee.  The  announcement  was 

made  by  Rep.  Francis  E.  Walter  (D-Pa.),  chair- 
man of  the  House  group,  which  only  two  weeks 

ago  postponed  an  investigation  of  the  fund 
which  was  scheduled  to  begin  last  Wednesday. 

Rep.  Walter  said  the  report  on  blacklisting 

"levels  very  grave  charges  against  organiza- 
tions and  persons  in  the  entertainment  indus- 

try whose  efforts  have  been  directed  toward 
eleminating   the   menace   of   the  communist 

conspiracy  in  the  United  States."  He  also 
added  that  the  committee  is  not  now  in  a  posi- 

tion to  pass  judgment  on  the  conclusions 
reached  in  the  report. 

The  Fund  for  the  Republic  was  established 
with  a  $15  million  Ford  Foundation  grant. 

It  has  been  under  heavy  criticism  as  "soft" 
on  communism.  Mr.  Cogley,  former  editor 

of  the  Catholic  periodical  Commonweal,  crit- 

icised the  alleged  blacklisting  of  "controversial" 
performers  and  directors  by  entertainment  em- 

ployers. 

Extended  DST  for  D.  C. 

A  BILL  which  would  extend  Daylight  Saving 
Time  in  the  District  of  Columbia  an  extra 

month  this  fall — to  the  last  Sunday  in  Octo- 
ber— cleared  Congress  last  week  and  was  sent 

to  the  President  for  signature.  The  bill  brings 
Washington  time  into  line  with  that  of  most 
large  eastern  cities,  including  New  York,  and 
will  help  radio-tv  stations  in  the  Washington 
area  in  aligning  their  schedules  to  conform  with 
network  programming. 

Protests  Bring  Postponements 

Of  KTSA,  KVAR  (TV)  Actions 

THE  FCC  last  week  postponed  the  effective 
dates  of  its  May  2  grant  for  transfer  of  control 
of  KTSA-AM-FM  San  Antonio  and  its  April 
25  grant  to  KVAR  (TV)  Mesa,  Ariz.,  for  a 

change  in  facilities.  This  action  followed  pro- 
tests and  petitions  for  reconsideration  filed  by 

KITE  San  Antonio  against  the  KTSA  grant, 
and  by  KTVK  (TV)  Phoenix  against  the  KVAR 

grant. 

KTSA  was  sold  by  O.  R.  Mitchell  Motors  to 
McLendon  Investment  Corp.  for  $306,000.  The 

McLendon  Corp. — Barton  R.  and  Gordon  B. 
McLendon— owns  KLIF  Dallas,  KELP  El 
Paso,  WRIT  Milwaukee,  WGLS  Decatur,  Ga., 
and  KOKE  (TV)  El  Paso.  Mr.  McLendon  must 
return  control  of  KTSA  to  the  assignor,  the 
FCC  said.  Hearings  were  set  for  Sept.  10,  with 
KITE  bearing  burden  of  proof.  KVAR  (TV) 
sought  to  change  its  main  studio  location  to 
Phoenix  and  maintain  an  auxiliary  studio  in 
Mesa.  KTVK  will  be  party  to  the  proceeding 
when  hearings  begin. 
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Tampa,  Evansville,  Rochester 

Purchases  Submitted  to  FCC 

TOPPING  the  monetary  list  of  station  sales 
filed  with  the  FCC  last  week  was  the  $3.5  mil- 

lion sale  of  WTVT  (TV)  Tampa,  Fla.,  to  WKY 
Radiophone  Co.  (WKY-AM-TV  Oklahoma 
City  The  Daily  Oklahoman  and  Oklahoma  City 
Times)  [At  Deadline,  June  25]. 

Also  filed  was  the  over-$500,000  purchase 
of  ch.  62  WFIE  (TV)  Evansville,  Ind.,  by 
WAVE  Inc.  (WAVE-AM-TV  Louisville,  Ky.) 
[B»T,  June  26],  and  the  previously  announced 
sale  of  WHAM-WHFM  Rochester,  N.  Y.,  by 
Transcontinent  Tv  Corp.  to  Riggs  &  Green  Inc. 
[B*T,  June  18].  Price  paid  for  the  Rochester 
outlets  was  $500,000,  the  same  amount  Trans- 
continent  paid  to  Stromberg-Carlson  Div.  of 
General  Dynamic  Corp.  in  the  $5.1  million 
deal  which  also  included  WHAM-TV  [B«T, 
April  9].  All  the  sales  are  subject  to  FCC  ap- 
proval. 
Tampa  Tv  (WTVT)  balance  sheet  as  of  May 

31,  1956,  showed  a  deficit  of  over  $70,000  as 
of  Sept.  30,  1955,  and  a  net  loss  of  more  than 
$160,000  for  the  eight  months  ended  May  31. 

WKY  Radiophone  showed'  total  assets  of  more than  $3.5  million  with  net  income  after  state 
and  federal  taxes  of  $384,000  in  1954  and 
$260,000  in  1955. 

Premier  Tv  Inc.  (WFIE)  listed  $588,497 
total  assets  as  of  May  31,  1956.  Purchasing 

group,  WAVE  Inc.,  listed  more  than  $3  mil- 
lion assets  March  31,  1956. 

Copies  Asks  Court  to  Review 

Lottery  Tag  on  'Play  Marko# 
PETITION  for  a  review  of  the  FCC's  order  of 
May  23  [B«T,  May  28]  which  declared  the 
bingo-type  program  Play  Marko  a  lottery  was 
filed  last  week  in  the  U.  S.  Court  of  Appeals  in 

Washington  by  the  Caples  Co.,  Chicago  adver- 
tising agency  which  distributes  the  program. 

The  Commission's  May  order  was  in  re- 
sponse to  a  request  for  declaratory  judgment 

sought  by  Caples  in  May  1955.  At  that  time 
Caples  was  reported  to  have  been  airing  the 
program  on  some  25  stations.  Then  the  Com- 
misson,  in  a  letter  to  KTLA  (TV)  Los  Angeles, 
one  of  the  stations  carrying  the  show,  declared 
its  belief  that  the  program  was  a  lottery.  This 
action,  Caples  said,  caused  all  but  one  station 
to  terminate  their  contracts. 

A  suit  by  Caples  in  the  U.  S.  District  Court 
in  Washington  seeking  a  hearing  on  the  con- 

troversy was  dismissed  on  grounds  the  FCC  had 
issued  no  legal,  official  action  against  Marko. 

In  last  week's  petition,  Caples  claimed  that  it 
was  adversely  affected  by  the  Commission's 
declaratory  order;  that  Play  Marko  is  not  a 
lottery  since  it  lacks  the  essential  element  of 

consideration,  and  that  the  FCC's  declaratory 
ruling  is  an  uncodified  rule  and  wrongfully  de- 

prives Caples  of  a  valuable  property  right,  con- 
trary to  the  April  5,  1954  Supreme  Court  radio 

lottery  decision. 

FCC  Clarifies  Angle 

To  Equal  Time  Provision 

IT'S  ALL  RIGHT  for  a  station  to  give  sustain- 
ing time  to  one  candidate  even  though  a  second 

candidate  refused  an  offer  of  similar  facilities, 
the  FCC  has  ruled — providing  stations  with 
one  more  signpost  on  the  eve  of  the  1956 
political  campaign. 

Request  for  the  ruling  was  made  by  WSAZ 
Huntington.  W.  Va.,  through  its  Washington 
law  firm.  Cohn  &  Marks.  The  station  said  it 
desired  to  make  a  sustaining  period  available 
for  use  by  political  candidates  for  a  local  office 

for  which  there  are  two  principal  contenders. 
One  of  the  candidates  accepted  the  offer,  WSAZ 
said,  but  the  other  said  he  did  not  desire  the 
time. 

The  Commission  said  that  under  the  facts 
stated  there  would  be  no  violation  of  Sec.  315 
of  the  Communications  Act  if  the  station  went 
ahead  and  made  the  sustaining  period  available 
to  the  candidate  who  had  accepted.  However, 
it  added,  if  the  candidate  who  refused  subse- 

quently requested  time,  the  question  of  whether 
he  was  entitled  to  equal  time  would  have  to  be 
determined  in  the  light  of  all  the  facts  and 
circumstances  then  present. 

Sec.  315  of  the  Communications  Act  re- 
quires that  if  a  station  permits  its  facilities  to 

be  used  by  one  candidate,  it  must  offer  equal 
facilities  to  all  other  candidates  for  the  same 
office. 

Webster's  Farewell 
A  farewell  reception  in  honor  of  Comr. 
Edward  M.  Webster,  who  retired  yester- 

day after  47  years  of  government  service, 
was  held  Thursday  by  the  FCC.  The 
retiring  FCC  commissioner  was  given 
an  illuminated  scroll,  presented  by  FCC 
Chairman  George  C.  McConnaughey, 

and  a  high  fidelity  radio-phonograph  set. 

He  was  also  presented  with  a  "DSC" — 
"deintermixture  service  cross" — by  the 
staff.  The  reception,  attended  by  several 
hundred  FCC  officials  and  staff,  was  held 
in  the  reception  room  of  the  Post  Office Building. 

MILWAUKEE'S  NEW  WISN 

PRESENTS 

JACK  DENT 

1 2:00-6:00  P.M.  DAILY 

The  New  WISN  presents  music,  news,  weather  and 

sports  .  .  .  and  now  the  cream  of  the  ABC  network  .  .  . 

and  everybody's  feeling  the  results! 
Jack  Denton  spins  the  records  now  ...  all  afternoon  .  .  . 

for  a  market  of  V/2  million  people  in  15  rich  counties! 

Jack's  building  his  audience  with  entertainment  and 

salesmanship  .  .  .  better  put  him  to  work  for  you  on  WISN's 

growing  afternoon  audience. 

FOR  AVAILABILITIES 

call,  wire  or  write 

WISN  SALES  or 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICAGO  •  ATLANTA  •  DETROIT  •  LOS  ANGELES  •  SAN  FRANCISCO  •  IT.  LOUIS 

Basic  ABC  Affiliate 

Milwaukee's  First  Station WISN 
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ADDED  REGULATION  OF  TV  SEEN  UNLIKELY 
BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  10 

Corpus  Christi,  Tex.,  ch.  10;  Miami,  Fla., 
ch.  10;  Seattle,  Wash.,  ch.  7;  Jacksonville, 
Fla.,  ch.  12;  Hartford,  Conn.,  ch.  3;  Pa- ducah,  Ky.,  ch  6;  Indianapolis,  Ind.,  ch.  13; 
New  Orleans,  La.,  ch.  4;  St.  Louis,  Mo.,  ch. 
11;  Charlotte,  N.  C,  ch.  9. 

AWAITING  ORAL  ARGUMENT:  7 
Boston,  Mass.,  ch.  5;  Orlando,  Fla.,  ch.  9; 
McKeesport,  Pa.,  (Pittsburgh),  ch.  4;  Buf- 

falo, N.  Y.,  ch.  7;  Biloxi,  Miss.,  ch.  13;  San 
Francisco-Oakland,  Calif.,  ch.  2;  Lead- Deadwood,  S.  D.,  ch.  5 

AWAITING  INITIAL  DECISION:  3 
Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Pittsburgh,  Pa.,  ch.  11;  Toledo,  Ohio,  ch.  11. 

IN  HEARING:  5 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3;  Onondaga-Parma,  Mich.,  ch.  10;  Coos 
Bay,  Ore.,  ch.  16. 

Kenneth  Cox,  special  counsel 

to  Senate  Commerce  Commit- 

tee, tells  ATAS  luncheon  in 

New  York  that  there  is  a  good 

chance  Congress — and  proba- 

bly the  Justice  Dept. — will 
continue  to  keep  close  watch 

to  guard  against  'abuses/ 

THERE'S  no  general  feeling  in  Washington 
that  additional  regulation  of  television  is  "nec- 

essary or  desirable"  at  this  time,  but  there's  a 
good  chance  that  Congress — and  probably  also 
the  Justice  Dept. — will  continue  to  keep  a  close 

watch  to  make  sure  that  no  "abuses"  develop. 
This  was  the  nub  of  conclusions  drawn  last 

week  from  a  speech  by  Kenneth  Cox,  special 
counsel  to  the  Senate  Commerce  Committee  in 

its  long-drawn  but  now  virtually  completed 
hearings  on  allocations,  pay-tv,  and  network 
practices. 

He  said  that  in  his  opinion  the  only  way  to 

resolve  the  pay  tv  controversy  may  be  in  giv- 

ing toll  tv  a  "try,"  but  on  an  experimental  basis 
if  at  all  and  with  appropriate  safeguards  to  pre- 

vent harm  to  the  present  free  system  of  broad- 
casting. He  maintained  that  nothing  would  be 

allowed  to  kill  off  free  television,  as  opponents 
have  claimed  that  pay  tv  would  do.  If  pay  tv  is 
authorized,  he  indicated,  provisions  would  be 

made  "to  stop  it"  if  it  should  threaten  the  exist- 
ence of  free  tv. 

Although  he  felt  the  committee  may  take 

some  preliminary  steps  to  relieve  the  "acute" 
situation  in  tv  allocations — this  was  before  FCC 
released  its  own  proposals  last  week — he  ad- 

vised his  listeners  not  to  look  for  "any  startling 
changes  in  the  overall  look"  of  television  "for 
a  long  time  to  come." 

Magnuson  Detained 

Mr.  Cox  spoke  at  a  Tuesday  luncheon  meet- 
ing of  the  Academy  of  Television  Arts  & 

Sciences  in  New  York.  He  substituted  at  the 

last  minute  for  Sen.  Warren  Magnuson  CD- 
Wash. ).  chairman  of  the  Commerce  Committee, 
who  was  kept  in  Washington  by  the  impending 
Senate  vote  on  Air  Force  funds. 

With  regard  to  the  committee's  inquiry  into 
network  practices  specifically,  he  said  "everyone 
agrees"  that  networks  are  "essential,"  that  they 
perform  an  important  function  and  have  per- 

formed it  well.  The  problem  would  be  con- 
siderably lessened  if  there  were  enough  stations 

in  major  markets,  he  noted,  but  added  that  at 

least  "until  that  time  comes"  it  must  be  ex- 
pected that  Congress,  and  perhaps  also  the 

Justice  Dept.,  will  continue  to  keep  an  eye  on 
network  practices  to  see  that  abuses  do  not  de- 
velop. 

He  suggested,  answering  a  question,  that 

"anti-trust"  action  against  the  networks  might 
come  if  some  person  or  company  felt  sufficiently 
aggrieved  to  file  a  triple  damage  suit  under 
anti-trust  laws. 
He  observed  at  one  point  that  the  FCC, 

in  its  desire  to  avoid  any  appearance  of  censor- 
ship has  not  always  looked  closely  enough — in 

renewal  proceedings — at  stations'  performance 
records  as  compared  with  their  promises. 

He  also  expressed  his  view  that  stations'  right 
to  editorialize  would  be  essential  as  television 

"comes  of  age,"  but  also  pointed  out  that  edi- 
torializing poses  a  number  of  problems  includ- 

ing that  of  assuring  opportunity  for  the  pres- 
entation of  opposing  viewpoints  and  that  of 

making  sure  that  editorials  are  not  misconstrued 
as  newscasts. 

Sen.  Magnuson,  he  observed  at  another  point, 

feels  that  newscasters  should  not  read  com- 
mercials. He  also  cited  a  British  practice  of 

never  showing  the  newscaster  on  camera. 

The  tv  allocation  problem — that  of  getting 
three,  and  later  four  and  five  stations  in  all 

important  markets — is  an  "acute"  one  for  which 
a  number  of  solutions  have  been  advanced,  he 

observed.  Uhf  is  vital,  he  said,  but  also  "is  in 
bad  shape."  And  if  uhf  is  to  continue  and  be 
successful,  he  asserted,  present  hard-pushed  uhf 

broadcasters  will  have  to  be  "salvaged" — their 
operations  made  profitable — or  there  will  be 
no  incentive  for  other  broadcasters  to  get  into 
the  field. 

Mr.  Cox  summarized  some  of  the  solutions 

that  have  been  proposed,  reporting  that  wit- 
nesses appearing  before  the  Senate  committee 

appear  agreed  that  deintermixture  is  the  "essen- 
tial first  step"  that  should  be  taken  now.  Among 

others:  proposals  that  all  television  be  moved 

into  uhf,  which  he  said  have  "certain  appeal" 
but  many  problems;  vhf  drop-ins,  which  he 
said  might  be  used  in  some  areas;  and  excise 
tax  relief  to  boost  the  manufacture  of  all- 

channel  sets,  which  he  termed  a  "desirable" move  that  should  also  be  extended  to  color  sets 

so  that  when  color  begins  "flooding  the  market" there  will  be  assurance  that  sets  will  receive  all 
channels. 

Mr.  Cox  said  in  Washington  Thursday  that 

the  Senate  Commerce  Committee's  proposed 
interim  report  on  tv  allocations — directed  to 
the  FCC  and  said  to  be  a  document  setting  out 
broad  principles  for  the  FCC  to  follow  in  its 
reallocations  proceeding — is  being  redrafted  in 

the  light  of  the  FCC's  issuance  last  week  of  its 
"Report  &  Order  on  Television  Allocations" 
(see  story,  page  27). 

The  revised  report  will  be  substantially  dif- 
ferent from  the  one  the  committee  staff  had 

planned  to  present  for  approval  at  a  meeting 
of  the  Senate  committee  last  Wednesday,  he 
said.  The  redrafted  document  probably  will 
be  presented  for  committee  approval  next  week, 
he  added.  Mr.  Cox  said  senators  at  the  com- 

mittee meeting  were  in  general  agreement  that 
the  interim  report  should  be  issued,  despite  the 
FCC  action  last  week,  but  in  view  of  this  action, 

senators  want  to  take  a  "more  careful  look"  at 
its  contents. 

Windup  of  the  committee's  hearings  are  in 
sight,  although  no  date  has  been  set  for  the 
next  sessions,  Mr.  Cox  said.  The  committee 
plans  to  have  the  FCC  as  the  last  group  of 
witnesses,  with  the  Commission  to  be  ques- 

tioned, among  other  things,  on  its  allocations 
action  last  week.  He  felt  two  more  days  of 

hearings  could  conclude  the  committee's  ses- 
sions, with  the  FCC  appearing  last  on  the  stand. 

There  are  no  present  plans  to  hear  film  syndica- 

tion interests,  Mr.  Cox  said,  adding  that  "up 
to  now  they  have  been  avoiding  us  like  the 

plague". Storer  Amends  Salem  Bid 

STORER  Broadcasting  Co.  last  week  filed 
amendment  to  application  seeking  FCC  ap- 

proval of  its  $27,277  purchase  of  KSLM-TV 
Salem,  Ore.,  requesting  deletion  of  its  request  to 
move  the  ch.  3  Salem  vhf  to  Portland  to  replace 
ch.  27  KPTV  (TV)  there.  Storer  instead  asked 
the  Commission  to  grant  a  modification  of  the 

KSLM-TV  permit  to  move  the  station's  trans- 
mitter location  to  a  point  12  miles  south  of 

Portland.  This  amendment  follows  an  applica- 
tion two  weeks  ago  for  Salem  ch.  3  by  Salem 

Tv  Co.  (C.  H.  Fisher),  accompanied  by  a  pe- 
tition asking  the  FCC  to  vacate  the  ch.  3  grant 

to  KSLM-TV  [At  Deadline,  June  25]. 

WWBZ  Asks  FCC  to  Grant 

One-Year  Probation  Period 

REQUEST  for  license  renewal  on  a  "proba- 
tionary" one-year  basis  was  filed  with  the  FCC 

last  week  by  WWBZ  Vineland,  N.  J.,  whose 
license  was  revoked  by  the  Commission  last 

November  [B«T,  Dec.  5,  1955]  because  of  over- 
emphasis of  horse  racing  programs.  In  ordering 

the  station  to  cease  operation  within  60  days, 

the  FCC  found  that  WWBZ's  horse-race  broad- 
casts were  helpful  to,  and  being  used  by,  illegal 

gambling  interests.  Since  the  decision,  the  sta- 
tion has  been  granted  two  60-day  grace  periods, 

the  latest  only  a  fortnight  ago  [B«T,  June  25, 
Jan.  30]. 

The  unique  request  for  probationary  status 
suggested  alternative  actions  by  the  FCC,  either 
of  which  would  be  acceptable,  the  station  said — 
renewal  for  one  year  on  a  probationary  basis 
or  suspension  for  one  year  of  FCC  action  which 

denies  the  station's  request  for  license  renewal. 

Deadwood  Grant  Proposed 

INITIAL  DECISION  recommending  that  tv  ch. 
5  at  Deadwood,  S.  D.,  be  awarded  to  the  lone 
applicant,  The  Heart  of  the  Black  Hills  Stations, 
was  issued  last  week  by  FCC  Hearing  Examiner 
Herbert  Sharfman.  Heart  of  the  Black  Hills 
(KDSJ  Deadwood,  KRSD  Rapid  City)  became 
the  only  applicant  following  the  withdrawal  of 
Black  Hills  Broadcasting  Co.  (KOTA-AM-TV 
Rapid  City).  Mr.  Sharfman  found  that  as 
Heart  of  the  Black  Hills  was  a  qualified,  un- 

opposed applicant,  "nothing  stands  in  the  way 

of  a  grant  .  .  ." 

Radio  Shares  in  UAW  Lobby 

A  TOTAL  of  $5,320  was  spent  on  radio  spot  an- 
nouncements in  a  campaign  by  the  United  Au- 

tomobile Workers  designed  to  "influence  votes" 
against  the  natural  gas  bill,  Walter  P.  Reuther, 

UAW  president,  told  a  Senate  Lobbying  In- 
vestigating Committee  last  week  in  Washington. 

All  told,  his  union  spent  $38,762  in  newspapers 
and  radio  to  defeat  the  bill,  Mr.  Reuther  in- 

formed the  senators.  He  compared  the  union 
figure  with  the  $1,750,000  spent  on  behalf  of 
the  bill  by  the  oil-company  backed  Natural 
Gas  &  Oil  Resources  Committee.  The  contro- 

versial gas  bill  was  vetoed  by  President  Eisen- 

hower because  of  what  he  called  "arrogant" 
lobbying. 
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STATIONS 

10  PHI  LA.  STATIONS  SERVED  INDICTMENTS 

Federal  grand  jury  charges 

outlets,  nine  officials,  city's 
broadcasters  association  with 

illegally  fixing  time  rates. 

A  FEDERAL  grand  jury  in  Philadelphia  last 
week  indicted  the  Philadelphia  Radio  &  Televi- 

sion Broadcasters  Assn.,  10  Philadelphia  radio 
stations  and  nine  of  their  officers  on  charges  of 
illegally  fixing  rates  for  radio  broadcast  time. 

The  indictment  charged  that  since  1952  the 
defendants  have  been  parties  to  an  agreement 
to  maintain  published  advertising  rates  on  radio 
time  in  Philadelphia  in  violation  of  the  Sher- 

man Antitrust  Act.  The  indictments  were  re- 
turned to  U.  S.  District  Judge  Francis  L.  Van 

Dusen. 

The  charges  came  at  the  same  time  the  Phila- 
delphia grand  jury  was  investigating  allegations 

of  conspiracy  in  the  NBC-Westinghouse  Broad- 
casting Co.  exchange  of  stations  (see  story,  page 

60).  Statements  of  denial  against  last  week's 
indictments  have  been  issued  by  a  spokesman 
for  the  10  stations  and  WBC  President  Donald 
H.  McGannon.  Named  in  the  indictment  were: 

WHAT  and  William  A.  Banks,  its  presi- 
dent; WPEN  and  William  B.  Caskey,  its  vice 

president;  WIP  and  Benedict  Gimbel  Jr.,  its 
president;  WFLN  (FM)  and  Raymond  S. 
Green,  its  general  manager;  WDAS  and  Robert 
A.  Klein,  its  secretary;  WBIG  and  John 
Mahoney,  its  general  manager;  WJMJ  and 
Patrick  J.  Stanton,  its  president;  WCAU  and 

Donald  W.  Thornburgh,  its  president;  Westing- 
house  Broadcasting  Co.  and  Robert  Teter,  sales 
manager  for  former  Philadelphia  Westinghouse 
station  KYW;  and  WFIL. 

Action  in  May 

Charges  against  the  stations  developed  late 
in  May,  when  the  outlets  were  served  with  sub- 

poenas by  U.  S.  marshals  [B*T,  May  28].  The 
subpoenas,  requested  by  the  antitrust  division 
of  the  Dept.  of  Justice,  asked  for  documents 
and  correspondence  from  1952  concerning  rate 
fixing,  rate  maintenance,  charges  in  rates  at  a 
fixed  time,  agency  recognition  standards,  stand- 

ard contract  form  for  political  broadcasting, 
standard  advertising  contracts,  fixing  of  salaries 
for  employes  and  talent,  standard  policies  re- 

garding department  store  or  chain  store  adver- 
tising, use  of  uniform  standards  for  broadcasts, 

filing  of  information  on  rates  and  contracts  with 
a  central  office.  The  stations  were  ordered  to 
furnish  this  information  to  the  Philadelphia 
grand  jury  this  month. 

Commenting  on  the  indictments,  a  spokes- 
man for  the  10  stations  said: 

"The  radio  stations  of  Philadelphia  are 
shocked  that  the  government  has  decided  to 
proceed  against  them  under  the  antitrust  laws. 
Everyone  is  aware  of  the  keen  competition  that 
exists  among  these  stations.  The  stations  do  not 
believe  that  their  effort  to  keep  the  competition 
among  them  on  a  dignified  basis  of  encouraging 
the  fair  treatment  of  their  clients  violates  any 

law.  The  government's  action  will  be  contested 
vigorously  with  confidence  that  the  stations  will 

be  vindicated." 
WBC  President  McGannon  said: 

"Westinghouse  Broadcasting  Co.  has  always 
established  and  published  its  rates  independently 
and  has  always  adhered  to  its  published  rates 
so  as  to  avoid  any  discrimination  or  unfairness 
of  its  treatment  of  different  customers.  Its 
policy  of  adhering  to  its  published  rates  has 
long  been  known  and  recognized  throughout  the 
advertising  industry.  Similarly,  WBC  policies 
as  to  relations  with  other  broadcasting  stations 
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have  been  carefully  considered,  firmly  estab- 
lished, and  widely  known  throughout  the  organ- 

ization. Nothing  that  may  have  been  done  in 
Philadelphia  in  any  way  affected  the  operation 
of  the  WBC  station  and  it  was  not  involved  in 

any  offenses  charged  by  the  grand  jury." 

Stockholders  Try  to  Block 

Cisler-to-Segal  KEAR  Sale 
A  ROADBLOCK  may  be  thrust  in  the  path  of 

Steve  Cisler's  sale  of  KEAR  San  Francisco  to 
broadcaster  David  Segal  for  $500,000  [At 
Deadline,  June  25].  San  Francisco  attorney 
Milton  Stern  Jr.  last  week  announced  that  legal 

action  will  be  taken  in  behalf  of  KEAR  pre- 
ferred stockholders  to  establish  their  right  to 

constitute  a  majority  of  the  board  of  directors- 
Prospect  also  was  held  of  protesting  the  transfer 
application  before  the  FCC  in  an  effort  to  re- 

tain the  station's  classical  music  format. 

KEAR  has  resumed  its  "good  music"  opera- 
tion. The  Treasury  Dept.'s  auction  of  the 

physical  property  was  forestalled  by  the  Segal 

purchase. Mr.  Stern  said  Mr.  Cisler  owned  all  common 
stock  and  appointed  all  board  members  but 
preferred  stockholders  had  the  right  to  name  a 
majority  of  the  board  when  dividends  were  in 
default  for  24  months.  Time  to  exercise  this 
right  became  effective  May  1,  Mr.  Stern  said, 
and  a  meeting  was  called  for  June  20  but  Mr. 

with  that 

KENTUCKY  FLAIR! 

LOUISVILLE  S 

WAVE-TV 

CHANNEL  £ 

FIRST  IN  KENTUCKY 
Affiliated  with  NBC 

|  SPOT  SALES 
Exclusive  National  Representatives 

It's  the  "March  Of  The  Juleps"  —  traditional  opening  ceremony 
at  the  Kentucky  Colonels'  Annual  Banquet  on  Derby  Eve.  And 
in  a  state  that's  known  for  showmanship,  Kentuckians  look  to 
WAVE-TV  for  the  best  in  television  showmanship.  Here's  the  proof: 

PROGRAMMING:  Two  1956  Surveys*  show  that  WAVE-TV  gets 
audience- preference! 

COVERAGE:  WAVE-TV  has  66%  greater  coverage  than  the  second 
Louisville  station  because  of  its  low  Channel  3,  full  power 

and  greater  tower  height  (914'  above  sea  level)  !  WAVE-TV 
serves  2,437,000  people  in  70  mid-Kentucky  and  Southern 
Indiana  counties. 

EXPERIENCE:  WAVE-TV  was  first  on  the  air  in  Kentucky,  in  1948. 
Its  experienced  crews  have  the  know-how  to  help  your 

programs  —  and  your  commercials  —  sell! 

Let  NBC  Spot  Sales  give  you  all  the  facts! 

^Metropolitan,  March,  19% 
*ARB  Louisville,  Feb.,  W6 
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MR.  DANNENBAUM 

Cisler  sold  the  property  the  morning  of  the 

meeting  despite  Mr.  Stern's  efforts  to  present 
him  with  a  court  restraining  order. 

Mr.  Stern  told  B«T  the  preferred  stockholders 
invested  $60,000  in  KEAR  while  good  music 
fans  in  San  Francisco  contributed  $42,000  in 

the  past  2V2  years  as  a  result  of  broadcast  ap- 
peals for  contributions  to  keep  the  station  on 

the  air. 
Mr.  Cisler  was  unavailable  for  comment 

Thursday. 

Dannenbaum  Elected 

WBC  Vice  President 

APPOINTMENT  of  Alexander  W.  (Bink) 
Dannenbaum  Jr.,  national  sales  manager  of 
Westinghouse  Broadcasting  Co.,  New  York,  as 

WBC's  vice  president  in  charge  of  sales,  is 
being  announced  (to- 

day) by  Donald  H. 
McGannon,  presi- 

dent. Mr.  Dannen- 
baum was  named 

national  sales  man- 
ager earlier  this  year 

[B«T,  March  5]. 
A  veteran  of  20 

years  in  broadcast- 
ing, Mr.  Dannen- 
baum joined  WBC 

in  1953  at  the  time 
the  company  had 
purchased  WPTZ 
(TV)  Philadelphia. 

He  began  in  radio  as  a  salesman  for  WDAS 
Philadelphia  in  1935,  remained  with  the  station 
(except  for  four  years  in  the  Army  during 
World  War  II)  until  1946,  resigning  his  post  of 
station  manager  at  that  time  to  join  WPEN 
Philadelphia  as  commercial  manager. 
When  NBC-TV  and  Westinghouse  effected 

a  sale  and  switch  of  their  respective  Cleveland 
and  Philadelphia  stations  this  past  winter  [B»T, 
Feb.  13],  Mr.  Dannenbaum  stayed  on  with  the 
Philadelphia  stations  (renamed  WRCV-AM-TV 
by  NBC),  as  commercial  manager,  and  rejoined 
WBC  as  national  sales  manager  two  months 
later  to  replace  Eldon  Campbell,  who  had 
resigned. 

In  his  new  position,  Mr.  Dannenbaum  will 

take  charge  of  the  overall  sales  and  sales  poli- 
cies of  WBC  stations  in  Boston,  Cleveland,  Ft. 

Wayne,  Pittsburgh,  Portland,  Ore.,  and  San 
Francisco.  He  will  continue  to  headquarter  in 
New  York. 

KSD-AM-TV  to  Get  New  Home 

In  'Post-Dispatch7  Expansion 
ACQUISITION  by  the  St.  Louis  Post-Dispatch 
(KSD-AM-TV)  of  an  18-acre  tract  in  that  city 
as  a  future  home  for  its  combined  radio-tv 
and  newspaper  operations  was  announced  by  the 
newspaper  last  week.  Also  announced  was  the 
purchase  of  another  tract,  42  acres,  which  will 

serve  as  site  for  KSD-TV's  new  transmitter  and 
1,088-ft.  (above  average  terrain)  tower. 

The  proposed  tower,  billed  as  one  of  Mis- 

souri's tallest  man-made  structures,  will  be 
1,649  ft.  above  mean  sea  level,  1,114  ft.  above 

ground  and  will  replace  the  station's  present 
540-ft.  tower.  The  new  facility  will  add  7,000 

sq.  miles  to  KSD-TV's  present  10,000  sq.-mile 
coverage  area,  the  station  said. 

Plans  call  for  either  a  two-  or  three-story 
building  on  the  new  property,  which  is  located 
in  the  west-central  part  of  St.  Louis.  The  Dis- 

patch properties  now  are  housed  in  an  eight- 
story,  downtown  building,  which  was  built  in 
1917  and  cannot  be  expanded. 

ARTHUR  G.  RYDSTROM  (I),  newly  ap- 

pointed vice  president-director  of  Tv  Den- 

ver Inc.  (KBTV  [TV]),  is  "welcomed 
aboard"  by  John  C.  Mullins,  president  of 
the  corporation  who  announced  the  ap- 

pointment last  week.  Mr.  Rydstrom  is 
senior  vice  president  of  Webb  &  Knapp, 
New  York  real  estate  firm  headed  by 
William  Zeckendorf.  Webb  &  Knapp  and 
Mr.  Mullins  each  own  50%  of  Tv  Denver 

Inc.,  which  was  organized  to  acquire  sev- 
eral radio  and  tv  properties  [B*T,  Dec.  5, 1955]. 

New  WISN-AM-TV  Center 

To  Be  Begun  This  Month 

CONSTRUCTION  of  a  $1,250,000  radio-tele- 
vision center  for  WISN-AM-TV  Milwaukee 

will  begin  this  month,  it  was  announced  last 

week  by  John  B.  Soell,  manager  of  the  sta- 
tions. 

WISN  currently  is  celebrating  its  34th  year 

of  broadcast  service.  The  anniversary  observ- 
ance is  including  transcribed  salutes  from  civic 

leaders,  congratulatory  messages  from  enter- 
tainment celebrities  and  other  special  program 

features. 

The  radio  station  began  broadcasting  in  1922 
with  the  call  letters  WSOE.  WISN  now  is 

affiliated  with  ABC,  with  most  of  its  programs 
originating  locally. 

Harry  Burke  Resigns  Post 

As  KFAB  Omaha  Manager 

HARRY  BURKE,  general  manager  of  KFAB 
Omaha  since  1945,  has  resigned  that  post  and 
will   announce  future  plans   after  returning 
from    an  extended 
vacation. 

Prior  to  his  as- 
sociation  with 
KFAB,  Mr.  Burke 
was  with  WOW 
Omaha  for  13  years, 
serving  as  program 
director  and  later  as 
assistant  general 
manager  in  charge 
of  sales. 
Mr.  Burke  has 

served  on  the  Ad- 
visory Board  of 

CBS  and  is  a  past 
president  of  Nebraska  Broadcasters  Assn. 

MR.  WHITMIRE 

MR.  BURKE 

Lawyer  Charged  in  Attack 

On  KSEK  Manager  Sandstrom 

A.  S.  GRAHAM,  Pittsburg,  Kan.,  lawyer,  has 
been  charged  with  assault  and  battery  upon 
Thad  Sandstrom,  manager  of  KSEK  in  that community. 

The  lawyer  was  charged  with  striking  Mr. 
Sandstrom  at  the  radio  station  following  a 
news  broadcast  concerning  rejected  petitions 
for  recall  of  the  city  manager  form  of  govern- 

ment in  Pittsburg.  Mr.  Graham  is  a  leader  in 
the  effort  to  get  a  special  election  on  such  a 
recall.  His  trial  has  been  set  for  July  17  in 
Pittsburg  City  Court. 

Beverly  T.  Whitmire,  53# 

WFBC-AM-TV  Manager,  Dies 

BEVERLY  T.  WHITMIRE,  53,  manager  of 
WFBC-AM-TV  Greenville,  S.  C,  and  part 
owner  of  three  radio  stations,  died  Thursday  at 
Ramey  Air  Force  Base,  Puerto  Rico,  two  days 

after  suffering  a  cor- 
onary thrombosis. 

I 
He  was  st

ricken  on 

the  first  leg  of  a 

Navy-spons
ored  

in- doctrination trip. 

Mrs.  Whitmire 
and  their  daughter, 

Beverly,  flew  to  the 
base  when  he  suf- 

fered his  heart  at- 
tack.   He    was  to 

have  gone  to  Pan- ama to  board  the 

Franklin  D.  Roose- 
velt, aircraft  carrier. 

The  three  stations  in  which  he  held  an  in- 
terest were  WAYS  Charlotte,  N.  C;  WCOG 

Greensboro,  N.  C,  and  WAKN  Aiken,  S.  C. 

Mr.  Whitmire  was  widely  known  in  the 
broadcasting  industry.  A  raconteur,  he  was 
asked  at  the  April  NARTB  convention  in 
Chicago  to  tell  some  of  his  famous  stories 
while  the  Tv  Board  election  results  were  being 
tabulated. 

After  schooling  at  Sewanee  Military  Acad- 
emy, Georgia  Tech  and  Columbia  U.  School 

of  Journalism  he  went  to  work  on  the  Greenville 

Piedmont,  published  by  ex-Sen.  Roger  C.  Peace, 
becoming  assistant  city  editor.  When  the  Pied- 

mont started- WFBC  in  1933,  he  persuaded  Sen. 
Peace  to  name  him  station  manager. 

In  Greenville,  Mr.  Whitmire  was  a  leading 
figure  in  a  little  theatre  movement,  Kiwanis 
Club  and  many  local  charities.  Many  of  the 

nation's  leading  figures  in  politics  and  enter- 

tainment have  enjoyed  rides  on  his  boat,  "Lolli- 
pop," cruising  around  the  Saluda  River  where Mr.  Whitmire  had  a  cottage.  He  taught  a  high 

school  boys  class  at  an  Episcopal  Sunday 
School. 

The  body  was  to  be  flown  back  to  Greenville 

Saturday,  with  funeral  services  yesterday  (Sun- 
day). 

KDB  Sold  for  $125,000 

SALE  of  KDB  Santa  Barbara,  Calif.,  by  F. 
Robert  Bauer  to  a  group  headed  by  James 
Harford  for  $125,000,  was  announced  last  week. 

Sale  of  the  250  w,  1490  kc,  MBS-affiliated 
outlet  is  subject  to  FCC  approval.  Mr.  Har- 

ford is  part  owner  of  KONE  Reno  and  KTTO 
Las  Vegas,  both  Nevada.  The  sale  was  nego- 

tiated by  Arthur  Hogan,  president  of  Albert 
Zugsmith  Corp.,  Hollywood.  Mr.  Harford  said 
there  would  be  no  changes  in  personnel. 
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Intercontinental  Elects 

Albert  Zugsmith  President 

ALBERT  ZUGSMITH  has  been  elected  presi- 
dent of  Intercontinental  Broadcasting  Corp., 

which  is  seeking  FCC  approval  for  purchase  of 
KVSM  San  Mateo,  Calif.  [B«T,  May  28].  Mr. 
Zugsmith  is  a  Universal  Pictures  producer, 
chairman  of  the  board  of  the  Albert  Zugsmith 

Corp.  (newspaper-broadcast  brokers)  and  chair- 
man of  the  board  of  KRKD  Los  Angeles  and 

KITO  San  Bernardino,  Calif. 

Other  Intercontinental  principals  include  Vice 
Pres.  Arthur  B.  Hogan,  who  is  seeking  FCC 
approval  for  purchase  of  KFOX  Long  Beach, 
Calif.;  Sec.-Treas.  Frank  Oxarart,  executive 
vice  president  of  Albert  Zugsmith  Corp.;  Mel- 

ville Tucker,  Universal  executive,  and  John 
Feldman,  owner  of  KDON  Salinas-Monterey, 
Calif. 

Petry  to  Open  New  Offices 

EDWARD  PETRY  &  CO.,  station  representa- 
tive, will  open  its  new  offices  in  New  York 

next  Monday  at  3  E.  54th  St. 

In  announcing  the  move,  Edward  Petry,  pres- 
ident of  the  firm,  noted  that  both  his  clients 

and  agencies  contributed  to  the  Petry  concern's 
growth.  He  declared  the  shift  was  "significant" 
to  the  whole  broadcast  industry  "because  it 
shows  dramatically  the  increased  service  sta- 

tion representatives  are  providing  their  stations 

and  the  advertising  profession."  New  quarters 
for  the  company,  formerly  at  488  Madison 
Ave.,  will  have  more  sales  and  executive  offices, 

including  space  for  the  firm's  new  sales  devel- 
opment and  special  services  department. 

Hudelson  on  WBC  Project 

BEN  A.  HUDELSON,  production  supervisor, 
WBZ-TV  Boston,  will  take  a  leave  of  absence 
to  work  on  a  special  assignment  in  New  York 
at  the  headquarters  of  the  parent  Westinghouse 
Broadcasting  Co. 

In  New  York,  Mr.  Hudelson  will  work  with 
WBC  Education  Director  Ordon  Hawkins  and 

William  J.  Kaland,  the  group's  national  pro- 
gram manager,  on  development  of  several  new 

radio-tv  educational  and  public  service  pro- 
grams. 

KANS  Wichita,  Kan.,  has  appointed  Sim- 
mons Associates  as  its  national  sales 

representative,  it  was  announced  last 
week.  At  the  contract  signing  are  (I  to  r): 
Gale  Blocki  Jr.,  Simmons  vice  president; 
Kenyon  Brown,  president  of  KANS;  Dave 
Simmons,  president  of  Simmons,  and  Frank 

J.  Lynch,  the  station's  general  manager. 
Broadcasting  •  Telecasting 

programming' s  as  simple  as 

lphabetical 

ridges,  Moods  &  Themes 

lassified 

with  SESAC's  great  Alphabetical,  Bridges  Moods  &  Themes 
and  Classified  Catalogs  .  .  .  only  three  of  the  many  new, 

unique  program  aids  that  come  as  part  and  parcel  of  Ameri- 

ca's most  complete  Program  Service  which  features  hundreds 
of  network-quality  scripts.  All  yours  in  the 

SESAC  TRANSCRIBED  LIBRARY 

(now  also  available  in  sections) 

designed  for  your  specific  AM,  FM  and  TV  program  needs  and 

featuring  SESAC  Music  .  .  .  "the  best  music  in  America!" 

475  FIFTH  AVE.   NEW  YORK  17,  N.  Y. 

Celebrating  Our  25th  Anniversary 

rt  tv  lighting 

low  cost  .  .  . 

flexible 

One  of  the  largest  suppliers  of 

temporary  lighting  facilities 

anywhere  in  the  U.  S.  and 

Canada. 

Rental  equipment  Service  in- 
cludes installation  and  removal 

at  one  low  cost. 

free  estimates 

Write  for  Free 

Catalog  of  Equipment 

JACK  A.  FROST 

Department  BT 
234  Piquette  Ave. 
Detroit  2,  Michigan 
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Civil  Defense  Volunteers 

Goal  of  WCBS  Program  Series 

AN  ATTEMPT  to  "humanize"  Civil  Defense 
and  to  attract  volunteers  was  launched  last 
week  by  the  New  York  State  Civil  Defense 
Commission  in  conjunction  with  WCBS  New 
York  and  Kastor,  Farrell,  Chesley  &  Clifford 
Inc.,  New  York,  radio-tv  consultants  to  the 
commission. 

Over  30  New  York  State  radio  stations  have 
contracted  to  run  a  new  series  of  programs 
titled  Civil  Defense  Means  You!  They  take 
listeners  to  local  CD  demonstrations,  allow 

them  to  meet  active  volunteers,  "some  of  whom 
might  be  neighbors,"  according  to  the  com- 

mission. The  programs  are  produced  and  nar- 

rated by  Martin  Weldon,  producer  of  WCBS's 
This  Is  New  York  and  other  local  public  af- 

fairs programs. 

Petry  Promotes  Steese 

WILLIAM  H.  STEESE,  member  of  Edward 
Petry  &  Co.  sales  promotion  staff,  has  been 

named  promotion- 
research-sales  de- 

velopment manager 
in  the  station  repre- 

sentation firm's  radio 
department.  In  addi- 

tion, Jack  Keiner, 

also  on  Petry's  sales 
promotion  staff  and 
former  radio-tv  di- 

rector of  Allen  & 

Reynolds  Adv., 
Omaha,  has  been 

promoted  to  adver- 
tising and  sales  pres- 

entations director 
for  the  Petry  firm. 

MR.  STEESE 

REPRESENTATIVE  SHORTS 

Forjoe  &  Co.  and  Forjoe-Tv  Inc.  have  moved 
to  new  quarters  at  451  N.  LaCienega  Blvd., 

L.  A.  47.  New  phone:  Oleander  5-7755. 

Burke-Stuart  Co.,  station  representative,  moved 
N.  Y.  offices  to  larger  quarters  at  60  E.  56th 
St.,  effective  today  (Monday).  Telephone:  Plaza 
1-2156. 

REPRESENTATIVE  PEOPLE 

Buxton  Johnson,  assistant  to  president,  Dun- 
nan  &  Jeffrey  Inc.,  N.  Y.  advertising  agency, 
to  Blair-Tv,  N.  Y.,  as  member  of  sales  staff. 

Dick  Kelliher,  formerly  with  WWJ-TV  and 
WJBK  Detroit,  to  San  Francisco  office  of  Mc- 
Gavren-Quinn  Co.  effective  July  15. 

STATION  SHORTS 

WFRV-TV  Green  Bay,  Wis.,  moving  studios 
from  present  Scrays  Hill  site  to  new  quarters 
at  Mason  &  Rossevelt  Sts.,  Green  Bay. 

KYW  Cleveland,  Ohio,  went  on  24-hour  broad- 
cast schedule  June  25. 

KPOJ  Portland,  Ore.,  operating  new  mobile 
unit  built  by  Pacific  Body  Builders,  Portland. 

STATION  PEOPLE 

Thomas  B.  Sawyer,  commercial  manager,  WIST 
Charlotte,  N.  C,  named  general  manager  of 
WAYS  Charlotte,  succeeding  James  P.  Poston, 
resigned  to  join  ABC  in  New  York. 

Robert  E.  Morey,  program  director,  KDKD 
Clinton,  Mo.,  appointed  station  manager. 

Jack  Shiver  named  resident  manager  of  WCRE 
Cheraw,  S.  C,  by  Roy  Zess,  new  owner  and 
partner-manager  of  WGMA  Moultrie,  Ga. 

Harvey  Lucas,  account  executive,  WCUE 

Akron,  Ohio,  appointed  assistant  station  man- 

ager. 
Martin  Barksy  named  national  sales  manager, 
WGLV(TV)  Easton,  Pa.  Bill  Latham  to  WGLV 
local  sales  manager. 

Gene  A.  Milsteen,  film  buyer,  KFEQ-TV  St. 
Joseph,  Mo.,  named  program  director. 

Dale  Allison  to  KPDQ  Portland,  Ore.,  as  pro- 
gram director. 

Fred  Mueller,  formerly  of  KMOX  and  KWK- 
TV  St.  Louis,  to  KSD-AM-TV  as  promotion 
manager,  succeeding  David  Pasternak,  ap- 

pointed assistant  circulation  manager  of  St. 
Louis  Post-Dispatch. 

Albert  Downing,  Crosley  Broadcasting  Co., 
Cincinnati,  to  KYW-AM-FM-TV  Cleveland  as 
merchandising  manager. 

John  Francis  Dunn,  Procter  &  Gamble  Co., 

N.  Y.,  to  the  newly-created  post  of  merchan- 
dising manager  of  WABC  New  York. 

Don  Dickerson,  advertising  manager  for  Dal- 
las, Tex.,  Div.  of  Safeway  Stores  Inc.,  to 

WFAA-TV  Dallas  on  local  sales  staff. 

Harrison  Wooley,  San  Francisco  radio  execu- 
tive, to  KCBS  there  as  sales  account  executive, 

succeeding  Robert  Price,  promoted  to  CBS 
Radio  Network  sales. 

Jack  Van  Nostrand,  national  sales  representa- 
tive for  KNXT(TV)  Hollywood  and  CBS-Tele- 

Campaign  in  Campaign 

WTVJ  (TV)  Miami  believes  it  has  found 
the  answer  to  the  ticklish,  often  irritating 

business  of  political  advertising  on  tele- 
vision. It's  recent  "campaign  within  a 

campaign"  has  turned  viewer  complaints 
of  yesteryear  into  words  of  commenda- 
tion. 

Long  before  spring  primaries  exploded 
in  Florida,  the  station  had  mapped  out 
its  plan.  Its  premise  was  simple:  protect 
the  viewer  by  limiting  and  selecting  time 
for  each  candidate  and  protect  the  can- 

didate by  putting  him  in  the  right  time 
slot  with  the  best  production  possible. 

The  first  step  was  to  secure  a  list 
of  state  and  local  qualified  candidates. 
WTVJ  General  Sales  Manager  John  S. 
Allen  then  sent  each  a  form  letter  de- 

scribing the  maximum  time  he  and  the 
other  candidates  in  his  particular  race 
were  allowed  and  the  procedure  for 
buying  time. 

"This  assured  voters  that  the  'rich' 
candidate  would  not  monopolize  televi- 

sion time,"  said  Mr.  Allen.  "And  since 
voters  are  viewers,  it  assured  them  that 

they  would  not  miss  their  favorite  pro- 

grams week  after  week." Every  effort  was  made  to  steer  away 
from  the  time-weary  picture  of  the  can- 

didate who  sat  motionless  while  his 
mouth  moved.  Candidates  were  asked 

to  bring  visual  aids — platform  charts, 
maps  diagramming  proposed  highway 
plans  and  pictures.  Professional  lighting 
techniques  were  brought  into  play,  and 
numerous  background  props  were  used. 
Film  shows  were  aired  by  some  more 
enterprising  candidates. 

WGTH-TV  Hartford,  Conn.,  carried  all 
four  days  of  the  Insurance  City  Open  golf 

tournament  last  Wednesday-Saturday  at 

Hartford's  Wethersfield  Country  Club. 
The  $20,000  tournament  was  co-sponsored 

by  the  Connecticut  Bank  &  Trust  and  Con- 
necticut Medical  Service.  Checking  the 

contract  (I  to  r)  are  William  B.  Dixey,  ac- 
count executive,  Wilson,  Haight,  Welch  & 

Grower  advertising  agency;  Charles  Stew- 
art, WGTH-TV  account  executive;  Graham 

R.  Treadway,  Bank  &  Trust  vice  president; 

Jack  Downey,  WGTH-TV  general  man- 
ager, and  Adrian  Conway,  director  of 

public  relations,  Medical  Service. 

vision  Pacific  Network,  promoted  to  account 
executive,  succeeding  Ray  Beindorf,  joining 

CBS-TV  Spot  Sales,  Chicago.  Bruce  Huffman, 
sales  service  coordinator  for  station  and  net- 

work, succeeds  Mr.  Van  Nostrand  as  national 
sales  representative.  Van  Rubenstein,  chief 
assistant,  commercial  traffic  department,  to 
sales  service  coordinator. 

Charles  Harrison,  news  director,  WFIL  Phil- 
adelphia, to  WCKT(TV)  Miami,  Fla.,  as  di- 

rector of  news  and  special  features. 

Myron  Wagner,  formerly  in  radio-tv  in  Mid- 
west, to  KSFO  San  Francisco  as  account  ex- 

ecutive. 

William  J.  Moyland,  recent  graduate  of  Wis- 
consin State  College,  Milwaukee,  to  sales  staff 

of  WTMJ  Milwaukee. 

Cy  Kassel,  newscaster,  appointed  news  direc- 
tor, WHIL  Medford,  Mass. 

Jack  Vaughn,  formerly  production  director  of 
KWIE  Kennewick,  Wash.,  named  radio  pro- 

ducer for  WBZ  Boston,  where  he  will  super- 
vise station's  music  library. 

Dick  Richmond,  news  director,  WRIT  Milwau- 
kee, Noe-Mac  station,  transferred  in  same 

capacity  to  KTSA  San  Antonio,  Tex.,  also  Noe- 
Mac  outlet. 

Dick  Covington,  WHBQ  Memphis,  Tenn.,  and 
Don  Norman,  WMC  Memphis,  to  WHHM 
there. 

Nancy  Wallace,  continuity  assistant,  WTIC 
Hartford,  Conn.,  appointed  continuity  editor. 

Fred  Bennett,  early  morning  m.c,  WPEN  Phil- 
adelphia, resigned  to  join  Voice  of  America. 

Larry  Cott,  formerly  news  editor,  KFRC  San 
Francisco,  to  newswriting  staff,  KGO-AM-FM- 
TV  San  Francisco. 

Bob  Scott,  WGEM-TV  Quincy,  111.,  to  talent 
staff  of  WOOD  Grand  Rapids,  Mich. 

Jack  D.  Hunter,  WICA  Ashtabula,  Ohio,  to 
WTAY  Robinson,  111.,  replacing  Wayne  W. 

Cody  Jr.,  resigned  to  take  position  in  Salt  Lake 
City. 
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James  E.  Shipp,  former  salesman,  WDBJ  Roa- 
noke, Va.,  returned  to  WDBJ-TV  there  as  an- 

nouncer. Dudley  Townsend,  WDBJ  announcer, 
assigned  show  on  WDBJ-TV.  Ron  McDonald, 
WDEV  Waterbury,  Vt.,  to  WDBJ-TV  as  news- 

man. Sherman  Cable,  WBLT  Bedford,  Va., 
to  WDBJ-TV  as  audio  engineer.  Pat  Darden, 
Kyle  Compton,  James  Dalmas  and  Al  Dyson 
also  to  engineering  staff.  Toby  Garrett,  Roa- 

noke College  student,  and  David  Conner,  Roa- 
noke Times-World  advertising  department,  to 

WDBJ-TV  as  floormen.  Irene  Richardson  to 

station  receptionist  and  Rita  Riley  named  sec- 
retary to  production  manager. 

William  C.  White,  assistant  brand  manager, 

Procter  &  Gamble,  Cincinnati,  to  WMUR-TV 
Manchester,  N.  H.,  as  executive  assistant.  Mary 
Lou  Guiney,  station  staff,  promoted  to  traffic 
chief. 

Len  Corbosiero,  associate  director,  KNX  Holly- 
wood and  Columbia  Pacific  Radio  Network, 

named  director. 

Renetta  Jacobson  named  continuity  chief, 
KVOO-TV  Tulsa,  Okla.,  replacing  Barbara 

West,  resigned  to  join  Seidenbach's  as  advertis- 
ing director. 

Don  Sherman,  WAFB  Baton  Rouge,  La.,  to 
WBOS  Boston  as  disc  jockey. 

Charles  Masella,  on  staff  of  Hotel  Kenmore, 
Boston,  to  WBZ  Boston  as  assistant  traffic 
manager. 

Jake  Rufli,  formerly  announcer  at  WPBN  Tra- 
verse City,  Mich.,  to  WKZO-TV  Kalamazoo  in 

similar  capacity. 

Spook  Beckman,  personality,  WTVN-TV  Co- 
lumbus, Ohio,  emceeing  daily  radio  show  on 

WTVN. 

Dick  Stohrer,  account  executive  at  WKZO 

Kalamazoo,  Mich.,  elected  president  of  East- 
wood Community  Assn.,  Mich. 

DeLois  Faulkner,  fashion  coordinator,  WK.Y- 
TV  Oklahoma  City,  married  June  23  to  Max 

Boydston,  former  U.  of  Okla.  Ail-American 
football  player. 

Malcolm  Klein,  assistant  general  sales  manager, 
KABC-TV  Hollywood,  father  of  boy,  Daniel 
Louis,  June  20. 

Ralph  Renick,  news  director,  WTVJ  (TV) 
Miami,  Fla.,  father  of  girl,  Susan  Marie,  June 
19. 

Gene  Webster,  producer-writer,  KNX  Holly- 
wood, father  of  girl,  Jill  Meredith,  June  19. 

Mrs.  Carleton  D.  Smith,  wife  of  NBC  vice 

president  and  general  manager  of  WRC-AM- 
FM-TV  Washington,  died  June  25  after  short 
illness. 

Jeanne  Kenna,  known  professionally  as  Jeanne 

MacKenna,  performer  on  WGN-TV  Chicago's 
Lunchtime  Little  Theater,  died  in  Augustana 

PIPER  AIRCRAFT  Corp.,  Lock  Haven,  Pa., 
using  northeastern  Pennsylvania  as  a  test 

market,  is  sponsoring  Let's  Fly  with  Piper, 
a  weekly  program  on  WILK-TV  Wilkes- 
Barre,  Pa.  The  program  gives  flight  in- 

structions with  actual  film  shots  of  student 

pilots.  Completing  arrangements  are  (I 
to  r):  Thomas  P.  Shelburne,  WILK-TV  man- 

aging director;  William  D.  Strohmeier, 
Davis,  Parsons  &  Strohmeier  advertising 

agency,  New  York,  and  Harold  Swank, 

owner-operator  of  Scranton  Airways  and 
Piper  distributor. 

Rising  Power 

TV  was  the  yeast  that  upped  the  sales  of 
Spruance  Bread  Mix  from  20  cases  a 
month  to  750,  according  to  WHEN-TV 
Syracuse.  All  it  took,  the  station  reported, 
was  one  60-second  spot  a  week  on 

WHEN-TVs  Kay's  Kitchen,  a  half  hour 
cooking  show.  The  3,000%  sales  in- 

crease, said  the  station,  is  due  completely 
to  that  one  spot  a  week. 

Hospital,  Chicago,  June  23.  She  formerly 
worked  for  NBC  and  CBS  in  Chicago. 

W.  J.  Williamson,  sales  manager,  WBZ-WBZA 
Boston-Springfield,  Mass.,  named  to  board  of 
directors,  Advertising  Club  of  Boston. 

c jln  the  progress  towards  automation,  the 

Gates  "Sta-Level"   offers   broadcasters  a 

highly  efficient  average  level  amplifier  that 

relieves  the  operator  of  most  gain  riding. 

Rated  at  1%  or  less  distortion  at  30  Db. 

compression  at  +20  Db.  output  threshold 

level.  -  "Sta-Level"  is  100%  self-contained 

including  regulated  power  supply  and  drop 

down  to  service  front  panel.  Rack  size  only 

5'A"  x  19".  -  All  Gates  products  include 

tubes  in  the  selling  price.  "Sta-Level"  com- 

g  *plete  only  $225.00. 

GATES  RADIO  COMPANY 

MANUFACTURING  ENGINEERS  SINCE  1922 

QUINCY,  ILLINOIS,  U.S.A. 
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-PLAYBACK- 

QUOTES  WORTH  REPEATING 

REACTIONS  ON  BLACKLISTING 

Lawrence  Laurent,  writing  in  the  Wash- 
ington Post  &  Times  Herald  on  the  Fund 

for  the  Republic's  report  on  "blacklisting" 
[B»T,  June  25]: 

NO  ONE  KNOWS  how  many  patriotic 
and  innocent  persons  have  been  damaged 
in  the  blacklisting  process.  The  answer 

is  not  to  be  found  in  the  "Report  on 

Blacklisting"  and  the  answer  won't  be 
given  by  the  television  industry.  There  is 
no  way  to  tabulate  silence.  .  .  . 
And  since  there  are  no  concrete  an- 

swers to  the  specific  questions,  the  whole 

practice  raises  much  larger  issues.  The 
first  issue,  of  course,  is  the  integrity  of 

the  communications  industry.  It  is  diffi- 
cult to  admire  an  industry  which  runs 

from  "controversy"  and  refuses  even  to 
risk  the  possibility  of  "bad  publicity."  A 
mature  industry  has  to  stand  on  its  own 
right  to  determine  the  fitness  of  its  own 
personnel.  The  television  industry  ran 

from  this  responsibility.  The  responsibil- 
ity was  assumed  by  self-appointed  list 

makers,  professional  patriots  and,  from 
all  reports,  a  few  racketeers.  .  .  . 

If  the  "Report  on  Blacklisting"  has  any 
durable  validity,  it  is  this:  The  television 
industry  must  accept  the  responsibility 
for  its  own  operation  and,  surely,  a  new 
set  of  standards  is  to  be  found. 

The  Washington  Daily  News,  Com- 
menting editorially  on  the  blacklisting  re- 

port: 
UNDER  the  guise  of  a  factual  report  on 

what  it  chooses  to  call  "blacklisting"  in 
the  radio-television  industry,  the  Ford 
Foundation-financed  Fund  for  the  Re- 

public has  come  up  with  a  curious  treatise 

which  apparently  sees  anti-communism  a 
greater  menace  than  communism.  .  .  . 

Like  its  president,  Robert  M.  Hutchins, 

the  one  time  "boy"  head  of  the  U.  of  Chi- 
cago, the  Fund  for  the  Republic  does  not 

distinguish  between  political  activity  and 
the  communist  conspiracy.  .  .  . 

Nowhere  in  the  report  is  there  anything 

about  how  many  unfairly  have  been 

denied  tv  or  radio  jobs.  Most  of  the  al- 

leged "victims"  are  unnamed,  and  so  are 
the  sources  of  the  information  on  which 

the  report  is  based.  Considering  Mr. 

Hutchins'  avowed  distaste  for  faceless  in- 

formers, that's  an  ironic  commentary.  .  .  . 
The  report  smacks  more  of  boon- 

doggling than  usefulness. 

ABOUT  PUBLIC  INTEREST 

Harry  M.  Brawley,  director  of  public 

affairs,  WCHS-TV  Charleston,  W.  Va., 
addressing  the  Ohio  State  Institute  for 

Education  by  Radio-Tv: 

MOST  DEFINITIONS  of  "operating  in 
the  public  interest"  include  a  statement 
about  "improving"  the  public  in  some 
way  or  other.  Usually  we  say  that  any 

program  which  informs,  educates  or  in- 
spires is  one  which  will  improve  the 

listener.  We  would  like  to  add  another 

verb  to  that  list.  We  would  like  to  say 

that  any  program  which  "relaxes"  the listener  or  viewer  is  also  in  the  nature  of 

an  improvement  and  is  therefore  in  the 

public  interest. 

Everyone  knows  the  value  of  relaxa- 
tion when  one  gets  home  from  the  office 

or  the  job.  A  farmer  wants  his  market 
reports  and  his  informational  programs 
from  the  Dept.  of  Agriculture,  but  he 
also  wants  his  fun.  After  a  day  with 
the  crops  he  will  be  in  no  mood  for  a 
program  on  how  to  outmaneuver  army 
worms.  He  would  much  rather  watch 

Jack  Benny,  and  who  is  to  say  he  won't be  a  better  farmer  tomorrow  if  he  can 

relax  and  enjoy  himself  tonight? 

We  must  have  our  forums,  our  inter- 
views, our  classrooms  of  the  air,  and  our 

religious  programs — but  let's  brag  a  lit- 
tle about  the  other  things,  too!  Let's  stop 

saying  that  broadcasting  must  operate  in 
the  public  interest.  Rather  let  us  realize 

that,  properly  done,  broadcasting — all  of 
it — IS  the  public  interest! 

 PERSONNEL  RELATIONS  

READ  GETS  STAY 

OF  AFM  EXPULSION 

Court  grants  temporary  re- 

straining order  to  union's 
Hollywood  rebel  leader.  Local 

47  elects  five  pro-Read  sup- 

porters to  board. 
EXPECTATION  that  AFM  President  James 
C.  Petrillo  soon  will  use  his  new  powers  of 
trusteeship  to  take  over  insurgent  Local  47  in 
Hollywood  appeared  last  week  as  Local  47  rebel 
leader  Cecil  F.  Read  obtained  a  temporary 
court  order  staying  his  membership  expulsion 
and  anti-Petrillo  forces  scored  victories  in  the 

fight  to  control  Local  47  at  an  all-night  member- 
ship meeting  Monday. 

Court  tests  of  Mr.  Petrillo's  powers  are  in 
prospect.  Also  significant  in  the  rebellion 

against  Mr.  Petrillo's  policies  and  the  AFM 
Music  Performance  Trust  Funds  (which  are 
bolstered  by  radio,  tv  and  recording  royalties) 

was  the  open  stand  taken  by  tv  star  and  band- 
leader Ozzie  Nelson  in  support  of  Mr.  Read. 

Mr.  Nelson  challenged  pro-Petrillo  leader 
John  te  Groen,  Local  47  president,  to  explain 
his  defense  of  Mr.  Petrillo  and  the  manner  in 
which  AFM  treated  Mr.  Read  and  11  other 
Local  47  rebels  when  they  appeared  before  the 
AFM  Atlantic  City  convention  June  12  to 
appeal  their  expulsion  by  a  trial  board.  The 
convention  sustained  the  penalties  [B»T,  June 
18]. 

Los  Angeles  Superior  Court  Judge  John  J. 
Ford  granted  Mr.  Read  a  temporary  restrain- 

ing order  last  week  returning  him  to  member- 
ship pending  a  formal  court  appeal.  Mr.  Read 

said  he  intends  to  be  a  party,  among  others,  "to 
one  or  more  law  suits  which  will  be  filed  shortly 
to  determine  the  validity  of  the  trust  fund  and 

which  will  challenge  the  right  of  the  Federa- 
tion to  make  or  modify  collective  bargaining 

agreements  without  the  approval  or  consent  of 

the  musicians  covered  by  these  agreements." 
Mr.  Read  also  said,  "I  intend  to  ask  for 

further  congressional  investigation  of  the  AFM, 
the  undemocratic  provisions  of  its  constitution, 
the  arbitrary  powers  granted  to  the  president 
(Petrillo)  and  the  executive  board,  the  trust 
fund  policies  and  collective  bargaining  agree- 

ments which  are  under  the  domination  of  the 

International  Executive  Board  and  Mr.  Petrillo." 
By  three-to-one  margins  the  Local  47  mem- 

bership meeting  elected  five  Read-supporters  to 
fill  vacancies  on  the  board;  provided  for  election 

of  the  local's  trial  board  by  the  membership 
instead  of  appointment  by  the  president  and 

board,  and  voted  that  the  local's  ten  business 
agents  be  appointed  by  the  board  instead  of  just 

by  the  president. 

It  was  expected  that  at  least  one  of  the  local's 
business  agents,  Vincent  Augustine,  would  be 
replaced  soon  since  he  has  been  charged  with 

"bugging"  by  secret  tape  recorder  the  Feb.  27 
caucus  meeting  at  which  rebel  leaders  planned 
their  strategy  to  win  membership  support  for 

ouster  of  pro-Petrillo  president  te  Groen.  Mr. 
Petrillo  played  portions  of  the  tape  to  the 
Atlantic  City  convention,  Mr.  Read  said,  and 
the  tane  reportedly  played  a  role  in  the  trial  and 
expulsion  of  the  Read  group  from  AFM. 

SAG  Details  Reasons 

For  Anti-Merger  Stand 
SCREEN  ACTORS  GUILD  last  week  sent  its 
national  membership  a  special  report  detailing 
reasons  why  the  SAG  board  of  directors  has 
unanimously  rejected  a  proposal  by  leaders  of 
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the  American  Federation  of  Television  &  Ra- 
dio Artists  that  the  two  organizations  merge 

[B«T,  June  4]. 
The  report  by  SAG  President  Walter  Pidgeon 

condemns  an  AFTRA  move  "to  invade"  the 
guild's  long-established  motion  picture  jurisdic- 

tion. It  lists  six  major  reasons  and  other  sup- 
plementary reasons  why  the  guild  refused  to 

merge  with  AFTRA.  It  also  pledges  that  the 
guild  will  work  for  a  stronger  federation  of 

actors'  unions  (the  Associated  Actors  and 
Artistes  of  America)  and  a  "simplified  member- 

ship card  plan  for  the  entire  entertainment 

industry." 
Among  reasons  given  for  turning  down  the 

idea  of  merger  with  AFTRA,  the  guild  report 

said  that  "AFTRA  spokesmen  and  publications 
have  made  clear  that  AFTRA  policy  is  to 

promote  live  television  at  the  expense  of  tele- 

vision motion  pictures"  and  that  had  the  guild 
"succumbed  to  AFTRA's  arguments  and  pres- 

sures years  ago,  in  all  probability  there  would 
be  little  employment  for  actors  in  television 

motion  pictures  today."  It  added  that 
"AFTRA's  attitude  toward  television  motion 

pictures  is  inequitable"  and  "would  adversely 
affect  thousands  throughout  the  United  States 
who  are  presently  employed  as  performers  in 
television  motion  pictures  and  filmed  tele- 

vision commercials,  under  Screen  Actors 

Guild  contracts." 
"Because  the  Screen  Actors  Guild  won  its 

fight  (against  AFTRA)  six  years  ago,  the  per- 
formers today  are  part  of  a  thriving  and  grow- 

ing television  motion  picture  industry,"  the 
report  said. 

The  SAG  report  also  declares  that  "merger 
would  not  lower  union  dues  and  probably 

would  raise  them  .  .  .",  and  refers  to  "the 
political  fights  and  schisms  between  various 
wings  in  the  union,  which  periodically  plague 
AFTRA,  and  from  which  the  Screen  Actors 

Guild  has  remained  singularly  free." 

—  PROFESSIONAL  SERVICES  — 

Porter,  Winsor  Nuptials 

PAUL  PORTER  and  the  former  Kathleen 
Winsor  are  honeymooning  in  Spain  following 
their  wedding  last  Tuesday  in  New  Haven, 
Conn.  Mr.  Porter,  former  chairman  of  the 
FCC  and  OPA  administrator,  is  a  partner  in 
the  Washington  law  firm  of  Arnold,  Fortas  & 

Porter.  Miss  Winsor  is  the  author  of  "Forever 
Amber."  They  will  make  their  home  in  Wash- 
ington. 

PROFESSIONAL  SERVICE  PEOPLE 

John  A.  De  Chant,  vice  president,  Crusade  for 
Freedom,  Washington,  opening  public  rela- 

tions firm  in  Washington  Oct.  1  with  Crusade 
as  first  client. 

Victor  J.  Nexon,  president  of  Microwave  Serv- 
ices Inc.,  N.  Y.,  elected  to  board  of  directors, 

-William  J.  Scripps  Assoc.  Inc.,  Detroit  tele- 
communications consultant  firm. 

George  T.  Land,  former  operations  manager, 
WLBT  (TV)  Jackson,  Miss.,  to  Phil  Dean 
Assoc.,  radio-tv  station  public  relations  firm, 
N.  Y.,  as  southern  and  southwestern  regional 
manager. 

Robert  W.  Bloch,  account  executive  for  Dine 
&  Kalmus,  N.  Y.,  public  relations  firm,  for 
more  than  two  years,  resigned,  effective  July  1, 
to  open  public  relations  organization  at  20  E. 
53d  St.,  New  York  22. 

William  R.  Day,  who  resigned  as  publicity  di- 
rector, KLZ-AM-TV  Denver  [B«T,  June  11], 

has  opened  Denver  public  relations  firm,  Ethell 
&  Day,  with  Edward  O.  Ethell,  public  relations 
consultant. 

. . .  because  our  business 

is  expanding  so  rapidly 

we  have  taken  a  floor  in  the 

new  building  at . . . 

60  EAST  56th  STREET 

NEW  YORK  22,  N.  Y. tel.  PLAZA  1-2156 

Are  you  getting  your  full  share  of  the  booming 

national  spot  business?  Let  us  show  you  how 

you  can  increase  your  sales.  Today!  Now! 

Write,  wire  or  telephone. 

The  "SELLINGEST"  Rep  in  Town 

BURKE-STUART  CO.,  INC. 
RADIO  AND  TELEVISION  STATION  REPRESENTATIVES 

TED  OBERFELDER  -  PRES. 

NEW  YORK  CHICAGO  LOS  ANGELES  SAN  FRANCISCO 
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. . .  CBS . .  ABC . . 

Columbus,  Georgia 

...  a  Billion  dollar* 

TV  market  with 

a  population  of 

991,900** *  E.  B.  I.    **  1956  Survey  of  B.  P. 

CALL  HOLLINGBERY  CO. 
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NETWORKS 

AFFILIATES  FAVORABLE  TO  MUTUAL  PACT 

Network  officials  wind  up  two 

weeks  of  regional  meetings  to 

discuss  new  contract  with  af- 
filiates and  declare  results  are 

'by  and  large'  pleasing. 
MUTUAL  NETWORK  officials  last  week 

wound  up  a  two-week  round  of  regional  meet- 
ings to  discuss  their  new  affiliation  contract 

with  affiliates  and  described  themselves  as  well 

pleased  with  the  overall  results. 
They  conceded  that  some  stations  probably 

will  be  lost  when  the  new  contract  goes  into 

effect  on  Nov.  1,  but  said  that  "by  and  large" 
the  reaction  of  affiliates  was  "good"  and  that 
there  undoubtedly  would  have  been  some  defec- 

tions no  matter  how  small  a  change  had  been 

proposed. The  Mutual  officials  could  give  no  exact  ac- 
counting of  acceptances  because  some  of  the 

new  contracts  have  not  as  yet  been  sent  to  sta- 
tions. This  task  may  take  another  week  or  ten 

days,  they  indicated. 
Station  Relations  Vice  President  Robert  Car- 

penter said  he  was  pleased  with  the  overall 
reaction  and  reiterated  his  view,  expressed 
when  the  plan  was  first  unveiled  officially  to 
affiliates  during  the  NARTB  convention  [B«T, 

April  23],  that  "if  this  were  the  first  contract 
ever  offered  by  a  network,  every  station  would 

be  beating  down  our  doors  to  get  it." 
The  new  contract — which  network  officials 

say  will  go  into  effect  Nov.  1  "regardless"  and 
will  be  the  only  affiliation  contract  that  Mu- 

tual has — asks  stations  to  "pre-clear"  and  carry 
without  compensation  16  hours  of  network 
time  a  week,  but  cuts  the  amount  of  network 
option  time  back  from  the  present  63  a  week 
to  35,  and  provides  free  programming  for 
stations  to  sell  locally. 

'Share  the  Wealth'  Plan 
Another  feature  of  the  new  MBS  system 

of  operation,  although  this  is  not  written  into 

the  new  affiliation  contract,  is  a  "share  the 
wealth"  plan  whereby  stations  that  clear  for 
network  programs  will  share  in  MBS  profits 
(after  operating  costs  are  paid)  in  proportion 
to  their  respective  network  rates  [B«T,  June 
18].  Officials  said  this  plan  also  will  go  into 
effect  Nov.  1. 

Other  new  features  include  the  so-called 

"block  music"  programs  to  be  made  available 
to  stations  without  charge  (9  p.m.  to  midnight 

Sunday  through  Friday,  6-8  p.m.  Saturday, 
and  11  p.m.  to  midnight  Saturday),  and  the 

"automation"  plan  whereby  affiliates  are  urged 
to  install  or  adapt  equipment  to  permit  inte- 

gration of  network  shows  with  local  spots  or 

For  Mamie  and  Ike 

IN  a  musical  tribute  to  President  and 
Mrs.  Eisenhower  on  their  40th  wedding 
anniversary  yesterday  (Sunday),  CBS 

Radio's  Music  on  a  Sunday  Afternoon 
scheduled  several  tunes  that  are  favorites 
of  the  President  and  his  wife.  The  songs 

to  have  been  played  included  "Down 
Among  the  Sheltering  Palms,"  "Little 
Girls,  Goodbye,"  "Swing  Low,  Sweet 
Chariot,"  "I'm  in  Love  With  a  Wonder- 

ful Guy"  and  "Star  Dust."  The  program 
was  to  conclude  with  a  tune  that  CBS 

Radio  noted  has  pleased  the  President 
since  the  first  time  he  heard  it  at  the 

opening  of  "Call  Me  Madam" — "They 

Like  Ike." 

breaks  for  evening  or  weekend  programming 
hours  [B«T,  June  18]. 

Mr.  Carpenter  estimated  that  250  affiliates 
attended  the  six  regional  meetings,  held  between 
June  15  and  June  27  to  explain  the  new  plans 
in  detail.  The  last  two  sessions  were  held  last 
week,  with  one  in  Atlanta  on  Monday  attended 
by  some  70  affiliates  and  the  windup  in  New 
York  on  Wednesday  with  31  present.  Net- 

work officials  making  the  rounds  of  the  meet- 
ings included  Mr.  Carpenter,  President  John 

Poor  and  Sales  Vice  President  Harry  Trenner. 

ABC  Radio  Reports  Billings 

Of  $500,000  for  Morning 

BUSINESS  representing  approximately  a  $500,- 

000  net  billing  in  ABC  radio's  morning  schedule 
was  to  be  reported  today  (Monday)  by  the 

network's  national  sales  manager,  George 
Comtois. 

Topping  the  sales  was  a  52-week  contract 
signed  by  Admiral  Corp.,  Chicago,  for  five 
segments  weekly  on  Breakfast  Club  starting  at 
various  dates  this  month  on  behalf  of  the 

manufacturer's  portable  and  standard  tv  sets 
and  refrigerators.  Agency  is  Henri,  Hurst  & 
McDonald,  Chicago. 

Other  new  business  included  Thomas  J.  Lip- 
ton  Inc.  (Lipton  soups),  Hoboken,  N.  J., 
through  Young  &  Rubicam,  New  York,  buying 
15  segments  of  Breakfast  Club,  starting  Oct.  2 
on  a  schedule  not  yet  firm;  Magla  Products 
(silicone  ironing  board  covers),  Newark,  N.  J., 
taking  eight  segments  of  Breakfast  Club,  starting 
Sept.  13  and  through  Edward  Lieb  Agency, 

Newark;  Slenderella  International  salons  (slen- 
derizing system),  Stamford,  Conn.,  through 

management  Assoc.  of  Connecticut,  same  city, 

contracting  for  segments  on  Mondays,  Wednes- 
days and  Fridays  of  When  a  Girl  Marries  for 

26  weeks  starting  Aug.  6. 

Renewals  included  Beatrice  Foods  Co.  (Make- 
A-Shake  milk  shakes),  Chicago,  via  Mason 
Warner  Co.,  same  city,  for  Monday  and 

Wednesday  segments  of  Breakfast  Club,  start- 
ing July  9;  the  Dromedary  Co.  (cakes  and 

mixes),  division  of  National  Biscuit  Co.,  New 
York,  through  Ted  Bates  &  Co.,  New  York,  for 
Tuesday,  Wednesday  and  Thursday  segments  of 
When  a  Girl  Marries,  effective  July  17,  and 
General  Foods  Corp.  (Calumet  baking  power), 

White  Plains,  N.  Y.,  through  Young  &  Rubi- 
cam, New  York,  for  Tuesday  segment  weekly, 

effective  tomorrow  (Tuesday). 

NBC  Radio  Will  Top  Rivals 

In  Weekend  Business — Ayres 
NBC  RADIO  claimed  last  week  that  by  this 
month  it  will  be  doing  a  bigger  dollar  volume 
of  business  on  weekends  than  any  other  radio 
network.  Charles  T.  Ayres,  vice  president  in 

News  Flashes  From 

WHLS 

£|»   FULL  TIME  NEWSMEN 
Wf  are  just  4  of  the  many 

reasons  why  this  commun- 
ity-minded station  is  num- 

ber one  on  everyone's  dial 
for  news  in  •   •  • 
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charge  of  the  network,  said  advertisers  will  be 
spending  48%  more  dollars  with  NBC  Radio  on 
weekends  than  with  "the  second"  network. 

Weekends  on  NBC  Radio  consist  of  the  con- 
tinuous Monitor  service,  which  Mr.  Ayres  said 

was  50%  sold  out  in  June  and  is  71%  sold  for 
July  and  78%  for  August.  He  also  reported 
that  during  its  first  year  on  the  air,  which  ended 
June  12,  Monitor  recorded  more  than  $4  million 

in  billings  and  boosted  NBC  Radio's  weekend 
revenues  by  278%  over  the  preceding  year. 
These  figures  had  been  estimated  earlier,  but 
unofficially,  as  $5  million  in  billings  for  the 
12-month  period  representing  a  300%  increase 
in  weekend  business  [B«T,  June  25]. 

Mr.  Ayres  also  maintained  that  NBC  Radio 
now  carries  64%  more  sponsored  time  on  week- 

nights  than  does  "the  second  radio  network." 

Levitt  New  General  Manager 

Of  NBC  Film,  Merchandising 

APPOINTMENT  of  Robert  D.  Levitt  as  general 

manager  of  NBC-TV  Films  and  the  merchan- 
dising (licensing)  division,  effective  July  9,  was 

announced  last  week  by  Alan  W.  Livingston, 

president  of  the  Kagran  Corp.,  an  NBC  sub- 
sidiary. Kagran  supervises  the  activities  of 

NBC-TV  film  sales,  network  licensing,  film  pro- 

duction and  NBC's  theatrical  operation. 
Mr.  Levitt,  who  has  been  director  of  national 

sales  at  Screen  Gems,  New  York,  since  the  be- 

ginning of  1956,  will  headquarter  in  Kagran's New  York  office  and  will  report  directly  to  Mr. 
Livingston.  From  1942  to  1946,  Mr.  Levitt  was 

a  vice  president  and  director  of  the  Hearst  Pub- 

MR.  LEVITT  MR.  STANTON 

lishing  Co.  and  was  publisher  of  the  American 
Weekly  and  Puck,  the  Comic  Weekly.  He  was 
director  of  Hearst  promotion  enterprises  from 
1947-51. 

As  general  manager  of  NBC-TV  Films,  Mr. 
Levitt  will  handle  the  duties  currently  adminis- 

tered by  Carl  M.  Stanton,  vice  president  of 
NBC-TV  Films  and  a  director  of  Kagran.  Mr. 
Livingston  announced  that  Mr.  Stanton  will 
leave  the  film  unit  and  return  to  NBC  as  a  vice 
president  and  director  of  Kagran.  The  exact 

nature  of  Mr.  Stanton's  new  duties  has  not  been 
determined,  according  to  a  network  spokesman. 

Deitch  Joins  CBS-TV  Div. 

GENE  DEITCH,  formerly  creative  supervisor 
of  Robert  Lawrence  Productions,  New  York, 

has  been  appointed  to  the  newly-created  post  of 
creative  supervisor  of  Terrytoons,  a  division  of 
CBS-TV  Film  Sales,  it  was  announced  last 
week  by  William  M.  Weiss,  general  manager  of 
Terrytoons. 

Mr.  Deitch  was  with  CBS  from  1945-46  as 
assistant  art  director  in  Hollywood.  In  1946, 
he  joined  United  Productions  of  America  in 
Hollywood  and  left  in  1949  to  join  the  Jam 
Handy  Organization  (motion  picture  products) 
in  Detroit.  Mr.  Deitch  rejoined  UPA  in  1951 
to  help  organize  a  branch  office  in  New  York 
and  served  the  company  for  more  than  four 
years  as  supervising  director. 

GOVERNORS  SEE  NEW  GEAR 

FOR  CONVENTION  USAGE 

NBC  demonstrates  electronic 

equipment  to  be  used  in  report- 
ing Democratic,  Republican 

nominating  sessions. 

A  REPRESENTATIVE  group  of  state  gover- 
nors, their  aides  and  a  number  of  newsmen 

were  guests  of  NBC  Tuesday  at  the  first  public 

preview  of  the  network's  new  electronic  gear 
that  will  be  used  to  cover  the  national  political 
conventions  this  summer.  The  briefing  and 
demonstration  were  held  at  the  Shelbourne 

Hotel,  Atlantic  City,  N.  J.,  where  the  annual 

governors'  conference  was  in  session. 
On  hand  for  NBC  were  Davidson  Taylor, 

vice  president  in  charge  of  public  affairs;  Wil- 
liam R.  McAndrew,  director  of  news;  Barry 

Wood,  director  of  special  events;  Chet  Huntley, 
newsman  and  one  of  the  NBC-TV  convention 
anchor  men;  Richard  Harkness,  and  various 
other  NBC  News  correspondents  who  will 
cover  the  conventions. 

Emphasis  was  placed  on  the  portability  and 
mobility  of  equipment,  in  particular  the  RCA 
"transceiver" — a  tiny,  two-way  radio  that  is 

the  size  of  a  lady's  formal  handbag,  and  the 
"creepie-peepie,"  a  portable  tv  camera. 

A  display  of  equipment  used  in  radio-tv 
coverage  of  the  1952  conventions  with  their 
1956  counterparts  dramatized  the  evolution  of 

the 

LOOK . . . 

different 

where  it  counts 

Functionally  designed  without  mechanical  or 

electronic  "gingerbread" . . .  precision-engineered 
without  compromise  . . .  massively  constructed 

without  economizing  on  components  and  ma- 
chined parts  . . .  custom-built  without  short-cuts 

. . .  quality-controlled  without  fail . . .  THAT'S 
the  Presto  Look  —  result  of  a  quarter  century's 

experience  as  America's  leading  manufacturer 
of  tape  and  disc  recording  equipment. 

PRESTO  R'  series 
PROFESSIONAL  TAPE  RECORDERS 

The  ultimate  in  recorder-reproducer  units  is  the  Presto  R-ll.  Three 
full-track  heads.  Tape  speeds  15  and  iVi  ips,  with  others  on  special 
order.  Reels  sizes  lO'/i"  or  7".  Exclusive  capstan  drive  with 
hysteresis  motor.  Torque-type  reel  motors.  Solenoid-operated,  self- 
adjusting  brakes.  Variable  fast-speed  control.  Wired  for  remote 
control.  Complementary  A-901  amplifier  has  separate  record  and 
playback  channels,  single  500-ohm  transformer  input,  250-ohm 
low-level  mixer,  illuminated  VU  meter,  and  500-ohm  output  with 
+  20  db  maximum  power. 
Model  R-l  1  tape  transport  mechanism  (chassis  only)  $  775.00 
Model  R-ll  in  carrying  cose    827.00 
Model  SR-11  recording  console  (include  R-H  mechanism,  A-901  amplifier 

and  CC-2  studio  console)  

Model  SA-5  remote  control  switch 
1250.00 

40.00 

Write  for  complete  information  on  the  'R'  Series 

PRESTO  Long-Playing 

Tape  Reproducer  for  background  music 

8  hours  continuous  playback  from  14"  reels  with  dual-track  opera- 
tion at  3''4  ips.  Fool-proof,  trouble-free,  economical.  Complete 

assembly  includes  PB-17A  tape  playback  mechanism,  A-904  pre- 
amplifier and  CC-4  (horizontal)  cabinet*. 

Complete       -  -  $996.00 
•Cob/nels  for  vertical  mounr/ng  available 

PRESTO  T-68H  TURNTABLE  UNIT 

Professional  performance  combined  with  maximum  simplicity  of 

operation.  Beautifully  machined  16"  cast  aluminum  turntable  for 
super-smooth,  rumble-free  operation.  Heavy-duty  hysteresis  syn- 

chronous motor  to  meet  all  requirements  in  speed  accuracy.  Three- 
idler  drive  system  with  interchangeable  idler  wheels  minimizes 
wear.  Single-flick  shift,  operated  in  one  plane,  selects  33'/j,  45  or 
78.26  r.p.m.  speeds  and  shuts  off  motor. 
Model  T-68H  -  $147.00 

Export  Division: 
25  Warren  Street,  New  York  7,  N.  Y. 

Canadian  Division: 
Instantaneous  Recording  Service 

42  Lombard  Street,  Toronto 

America's  Leading  Manufacturer  of  Tape  and  Disc  Recording  Equipment 

RECORDING 

CORPORATION 

P  A  R  A  M  U  S ,    NEW  JERSEY 
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Advertisement 

STOVIN  APPOINTMENT 

Mr.  W.  D.  (Bill)  BYLES 

Horace  N.  Stovin,  President  of  Horace  N. 
Stovin  &  Company,  Radio  and  Television 
Station  Representatives,  announces  the 
appointment  of  Mr.  W.  D.  (Bill)  BYLES 
as  Executive  Vice  President  and  Director. 

Mr.  Byles — who  leaves  Young  and  Rubi- 
cam  as  supervisor  of  Radio  and  Televi- 

sion— brings  with  him  25  years  of  experi- 
ence in  the  business.  He  was  formerly 

Radio  Director  of  Spitzer  and  Mills,  and 
prior  to  that  with  MacLaren  Advertising 
and  Philp-Massey,  in  their  radio  depart- 

ments. He  is  widely  and  favorably  known 
in  Radio  and  Television  circles. 

Horace  N.  Stovin  &  Company  has  been  in 
the  Station  Representation  business 
since  1940.  Since  then  their  list  of 
"proven"  stations  has  grown  both  in 
number  and  size; and  the  appointment  of 
Mr.  Byles  as  Executive  Vice  President 
will  be  in  '.he  interest  of  their  more 
comprehensive  representation,  as  well 
as  a  more  complete  service  to  adver- 

tisers; and  is  in  line  with  the  growing 
economy  of  both  Radio  and  Television 
as  Advertising  Media. 

WGR-TV 
CHANNEL 

Daily  Visitors 

in  534,000  Homes 

in  Western  New 

York  State* 

*  Plus  a  bonus  of  559,000  Canadian 
Homes 

WGR-TV 

BUFFALO 

National  Representatives 

PETERS,  GRIFFIN,  WOODWARD,  INC. 

NETWORKS 

electronic  broadcast  gear  toward  lightweight, 
easier-to-handle  devices.  Included  were  a 
portable  camera  power  supply  that  is  used  in 
place  of  the  weighty  power  pack;  the  pistol 
grip  Airflex  for  16  mm  or  35  mm  film  and 
the  16  mm  Auricon  sound  camera,  compared 

to  heavier  film  camera  and  associated  equip- 
ment; the  portable  scoop  lights  and  portable 

light  carried  with  pack  vs.  bulky  flood  lights, 
and  lapel  and  wireless  microphones,  including 

the  BK-6A  mike,  as  compared  to  hand  micro- 
phones and  the  old-type  headsets  used  four 

years  ago. 
Of  interest  to  the  observers  was  the  7Vi-lb. 

magnetic  film  amplifier  which  makes  obsolete 
the  130-lb.  combination  of  sync  recorder  and 
34  mm  magnetic  tape  recorder  formerly  used. 

The  "creepie-peepie"  (camera  and  pack), 
which  elicited  the  most  comment  from  the 

audience,  was  seen  by  Mr.  Wood  as  the  "most 
exciting"  equipment  yet  devised  for  such  an 
event  as  the  conventions.  The  camera  weighs 
10  lbs.,  the  pack  48  lbs.  A  receiving  antenna, 
operated  separately,  aids  pickup.  On  display 
was  $35,000  worth  of  camera  gear,  booms  and 
cables  which  was  needed  for  the  1952  conven- 

tions. Also  shown  was  a  "cue  receiver"  that 
resembles  a  hearing  aid  device. 

Cellomatic  projector  equipment  was  demon- 
strated. It  will  use  new,  fast  film  developed 

by  Polaroid  permitting  a  picture  (film  trans- 
parency) to  be  projected  only  two  minutes 

after  the  photograph  is  snapped.  The  pro- 
jector also  handles  such  optical  effects  as  dis- 
solves, fades,  cartoons,  etc. 

A  special  film  was  shown  of  progress  to  date 

in  setting  up  both  the  International  Amphi- 
theatre at  Chicago  and  the  Cow  Palace  in 

San  Francisco,  where  the  respective  Demo- 
cratic and  Republican  conventions  will  be 

held.  Various  camera  and  microphone  posi- 
tions were  explained,  as  well  as  seating  arrange- 

ments. 
Mr.  Taylor  noted  that  no  sooner  does  one 

convention  year  end  than  the  networks  start 
plans  improving  coverage  of  the  next  one,  four 

years  later.  He  said  that  "concentrated  work 
to  improve  coverage"  started  as  long  as  18 
months  ago.  Mr.  Huntley  disclosed  that  equip- 

ment to  be  moved  about  1,900  miles  (from 
Chicago  to  San  Francisco  with  about  48  hours 
to  do  the  job)  would  be  the  equivalent  to 
outfitting  three  tv  stations.  Mr.  McAndrew 
spoke  about  the  NBC  News  people  assigned  to 
various  tasks  at  the  convention,  summarizing 

NBC's  purposes  as  objectivity  in  the  presenta- 
tion and  "gavel-to-gavel"  coverage. 

ABC-TV  Promotes  Curran 

ROBERT  E.  CURRAN,  manager  of  the  ABC- 
TV  Cooperative  Program  Dept.,  last  week  was 

named  assistant  regional  manager  of  ABC-TV's 
Station  Relations  Dept.,  reporting  to  Alfred  R. 
Beckman,  director,  whom  he  also  will  serve  as 
general  administrative  assistant.  Mr.  Curran 

joined  ABC  in  1950,  resigned  for  a  four-year 
duty  in  the  U.  S.  Navy  and  returned  to  the 
network  in  1954,  serving  successively  as  sales 
representative,  tv  cooperative  program  super- 

visor and  then  manager  of  the  co-op  department. 

CBS  Radio  Press  Names  Berk 

APPOINTMENT  of  Howard  Berk,  formerly 
publicity  director  of  MCA  Tv  Film  Syndication 
Div.,  as  trade  news  editor  of  CBS  Radio  Press 
Information  was  announced  last  week  by 
George  Crandall,  director  of  the  department. 
Mr.  Berk  succeeds  Harry  Feeney,  who  recently 

transferred  to  the  CBS-TV  press  information, 
department.  Mr.  Berk  previously  had  served 
in  public  relations  capacities  with  the  New  York 
Yankees  baseball  team  and  with  David  O.  Alber 

Assoc.,  New  York. 

More  Video  Recorders 

Purchased  by  CBS-TV 

CBS-TV  has  ordered  a  "substantial  number"  of 
Ampex  video  tape  recorders  in  addition  to  the 
three  prototypes  scheduled  for  delivery  in 
August,  William  B.  Lodge,  network  vice  presi- 

dent in  charge  of  general  engineering,  said  Tues- 
day afternoon  during  a  demonstration  of  the  re- 

coder  at  CBS  Television  City  in  Hollywood 
for  delegates  to  the  53d  annual  convention  of 
the  Advertising  Assn.  of  the  West,  (story,  page 
29). 

Mr.  Lodge  declined  to  specify  exactly  how 
many  units  are  on  order  because  of  excessive 
publicity  already  issued  about  the  new  technical 
development,  but  he  assured  his  audience  the 
number  is  considerable.  He  indicated  that  if 

initial  "shake-down"  tests  of  the  units  are  suc- 
cessful, the  recorder  will  replace  film  kinescopes 

in  Hollywood  as  early  as  October  for  West 
Coast  delayed  playback  of  network  shows.  The 
West  will  be  four  hours  behind  New  York  time 
that  month  when  the  East  continues  on  ex- 

tended daylight  savings  time. 

Mr.  Lodge  frankly  admitted  "we  are  not 
certain  of  all  the  capabilities  or  limitations  of 

the  recorder  yet,"  explaining  a  lot  of  study  is 
needed  on  practical  application  of  the  machine 
in  addition  to  its  immediate  prospect  as  an 
economical  substitute  for  firm  kinescoping  of 
delayed  telecasts.  He  said  a  single  tape  can  be 

used  "fifty  or  a  hundred  times"  for  delayed 
telecasting  whereas  the  practice  has  been  to 
shoot  a  full  hour  of  35  mm  film  for  each  hour 

of  delayed  program,  play  it  back  once,  and  then 
discard  the  film. 

Mr.  Lodge  told  his  advertising  audience  that 
problems  still  must  be  ironed  out  on  splicing 
and  editing  the  wide  tv  tape  too,  another  factor 

which  indicates  the  recorder  won't  immediately 
obsolete  all  other  tv  production  procedures  as 
feared  in  some  quarters. 

The  recorder  has  no  erase  mechanism  for  the 
video  section  of  the  tape  because  it  would  have 

to  be  precisely  synchronized  with  the  high- 
speed whirling  recording  heads.  The  tape  must 

be  bulk-erased  on  another  special  device  before 
being  re-used  on  the  recorder,  thus  the  producer 
cannot  immediately  back  up  the  tape  and  re- 
record  over  a  flub  as  can  be  done  with  a  sound 
recorder. 

Mr.  Meighan  and  other  network  executives, 
including  Mr.  Lodge  and  Frank  Samuels, 
Pacific  sales  manager,  were  hosts  to  the  dele- 

gates on  a  CBS  Television  City  tour  and  a  cock- tail party. 

NETWORK  PEOPLE 

William  M.  Koblenzer,  account  executive  on 

ABC-TV's  special  project  sales  staff,  which  is 
responsible  for  network's  Film  Festivals,  to 
ABC-TV  general  sales  staff  in  a  similar  ca- 

pacity. Mr.  Koblenzer  is  succeeded  in  his  for- 
mer post  by  John  R.  Porterfield,  WABC-TV 

New  York  account  executive. 

Ray  Beindorf,  account  executive,  KNXT  (TV) 
Hollywood,  to  CBS-TV  Spot  Sales,  Chicago,  in 
similar  position. 
Edwin  S.  Reynolds,  radio-tv  director,  Fletcher 
D.  Richard  Inc.,  N.  Y.,  to  ABC  Radio  as  account 
executive. 

WESTERN  MICHIGAN'S 

WKNK 

MUSKEGON,  MICHIGAN 

W  RATES 

H  I  L 
BEST 
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Technical  Employment 

Status  Good-Walker 

ASSUAGING  fears  of  heavy  technical  un- 
employment by  virtue  of  remote  control  of 

radio  station  transmitters,  A.  Prose  Walker, 
NARTB  engineering  manager,  said  last  week 
that  in  the  three  years  since  the  FCC  authorized 
remote  control  operation  of  non-directional  am 
and  fm  stations  using  transmitters  with  powers 
up  to  10  kw,  there  has  been  no  widespread 
loss  of  employment. 

"On  the  contrary,"  Mr.  Walker  said,  "it  is 
still  increasingly  difficult  to  obtain  qualified 

technical  personnel  .  .  ." 
Mr.  Walker,  who  addressed  the  summer 

meeting  of  the  Pacific  Division  of  the  Ameri- 
can Institute  of  Electrical  Engineers  in  San 

Francisco,  also  stated  that  98%  of  all  remote 
control  stations  are  operating  in  conformance 
with  the  FCC  Standards  of  Good  Engineering 
Practice.  He  also  reported  on  a  1954  survey 
which  showed  that  53%  of  the  stations  reply- 

ing reported  no  time  loss  through  failure  of 
remote  control  equipment. 

Meanwhile,  the  FCC  last  week  postponed 

the  deadline  for  filing  comments  on  the  pro- 
posal to  permit  all  am  and  fm  stations  to  use 

remote  control — without  regard  to  power  or 
directivity  of  antennas — from  July  2  to  Aug. 
2.  This  was  at  the  request  of  the  National 
Assn.  of  Broadcast  Employees  and  Technicians 

(NABET).  The  latest  proposal  on  remote  con- 
trol was  based  on  a  petition  by  NARTB,  filed 

last  spring. 
A  signed  editorial  by  Clifford  F.  Rothery, 

NABET  international  president,  in  the  June 
issue  of  NABET  News,  charged  that  the 

NARTB  petition  "is  in  effect  asking  an  agency 
of  the  federal  government  for  an  indirect  sub- 

sidy." It  claimed  NARTB's  arguments  [B«T, 
Feb.  20]  are  "illogical." 
NABET  spokesman  in  Chicago  had  no  com- 

ment on  what  specific  comments  the  union 
would  offer  in  its  brief.  The  competing  Inter- 

national Brotherhood  of  Electrical  Workers  is 
collecting  information  on  broadcast  station 
operations  from  its  own  locals  to  be  used  in  its 
comments  [B*T,  June  11,  4]. 

North  Carolina  Broadcasters 

Hold  Nags  Head  Meeting 

RADIO  and  tv  will  be  used  on  a  sponsored 
basis  in  future  campaigns,  North  Carolina 
Assn.  of  Broadcasters  was  informed  Thursday 

TRADE  ASSNS. 

"All  you  have  to  do  is  listen  to  KRIZ 
Phoenix  and  learn  how  to  do  it 

yourself." 

TESTIMONIAL  on  behalf  of  the  industry 
was  presented  June  22  to  C.  E.  Arney  Jr., 

retiring  NARTB  secretary-treasurer,  by 
NARTB  President  Harold  E.  Fellows,  who 

presided  at  the  luncheon.  Mr.  Arney  was 
given  $2,500  cash  gift,  radio  and  tv  sets 
and  other  gifts  on  completion  of  17  years. 

by  the  N.  C.  Heart  Assn.  The  broadcast  group 
had  protested  use  of  newspapers  on  a  paid 
basis  while  radio-tv  were  asked  to  donate  time. 

Meeting  at  Nags  Head,  NCAB  sessions  were 
presided  over  by  Allen  Wannamaker,  WBIG 
Greensboro,  president.  Announcement  was 
made  that  Ford  Motor  Co.  had  bought  40 
Tobacco  Network  and  other  stations  for  Tar 
Heel  Farm  Hour,  thrice  weekly.  The  program 
is  produced  by  NCAB  and  the  state  university. 
Jack  Hankins,  WELS  Kinston.  reported  for  the 
agriculture  committee. 
David  Weaver,  extension  director,  N.  C. 

State  College,  said  county  agents  had  taken  part 
in  12,000  radio  and  800  tv  programs  in  1955. 

Other  speakers  included  Richard  P.  Doherty, 
management  consultant:  Thompson  Greenwood, 
secretary,  N.  C.  Merchants  Assn.;  Harry  Payne, 
Blackburn-Hamilton  Co.;  Tony  Vacarro,  Asso- 

ciated Press,  and  John  B.  Poor,  MBS  president. 
Mr.  Poor  spoke  at  the  Friday  luncheon.  At 
a  Friday  breakfast  he  explained  the  new  MBS 
affiliate  structure. 

The  resolutions  committee  went  on  record  as 

approving  a  proposal  that  FCC  be  asked  to 
make  engineering  licenses  good  for  life  and 
passed  a  resolution  supporting  the  NARTB 
proposal  that  all  radio  stations  be  permitted  to 

operate  transmitters  by  remote  control.  Com- 
mittee members  are  Chairman  Harold  J.  Essex, 

WSJS  Winston-Salem.  J.  Robert  Covington, 
WBT  Charlotte,  and  E.  Z.  Jones,  WBBB  Burl- 
ington. 
NCAB  will  provide  coverage  of  a  special 

session  of  the  Legislature  starting  July  23,  with 
Fred  Fletcher,  WRAL  Raleigh,  in  charge.  Pro- 

ceedings will  be  fed  via  fm  off-the-air  hookup. 
A  survey  conducted  by  the  NCAB  sports 

committee  showed  that  26  replying  stations 
took  in  $180,000  from  sports  programs. 

Texas  UP  Organizes 

ORGANIZATIONAL  meeting  of  the  United 
Press  Broadcasters  Assn.  of  Texas  was  sched- 

uled to  be  held  in  Austin  yesterday  (Sunday), 
with  William  C.  Payette,  assistant  general  news 
manager  of  UP,  as  guest  speaker.  At  a  pre- 

liminary meeting  in  Dallas  several  weeks  ago 
.  a  proposed  constitution  was  drafted  and  was 
to  be  voted  on  at  the  Austin  meeting.  Officers 
of  the  planning  group  are  Bill  Stinson,  WFAA- 
TV  Dallas,  president;  Larry  Rasco,  KRLD-TV 
Dallas,  vice  president,  and  LaNeil  Stapp,  UP 
Dallas,  secretary-treasurer. 

The  ONLY  way  you  can  really 

REACH.. 

all  of  this  rich 
Central  Texas 
Market  is( 

9. 

It's  the  long  reach  that  counts! 
Get  over  1 58, 1 26  TV  Homes* with  KTBC-TV  and  over 

$782,517,000  E.  B.  I.** 

•May  I.  1956 

** Whole  or  Partial  Coverage, 

Sales  Management,  1956 

KTBC'S  radio  voice 
REACHES  62  Central  Texas 
counties .  . .  but  rates  are 
based  on  ONLY  20  counties  | 
of  Austin's  Trade  Area! 

KTBC 

CHANNEL  7 
CBS  •  NBC  •  ABC 

316  kw  MAX. 

590  kc  RADIO 
CBS 

5,000  watts  (LS) 

AUSTIN.  TEXAS 

Represented  Nationally  by 

Paul  H.  Raymer  Co.,  Inc 

Sam  Molen,  veteran  KMBC-KFRM  . 
Sports  Director,  keeps  himself  in  top  t 
broadcasting  condition  with  three  daily  i 
sportscasts  plus  several  weekly  sport  f 
shows  and  features.  Personalized  radio 
that  sells  as  it  serves! 

ililifil->  the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  vou  in  on  the 
New  Selling  Sound  of  KMBC-KFRM. 

KMBC     Kansas  City 

KFRM  (wt  the  State  of  Kansas 

JJ^in  the  Heart  of  America 
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TRADE  ASSNS. 

H.  Dennison  Parker  Named 

To  Head  Fla.  Broadcasters 

H.  DENNISON  PARKER,  WTAN  Clearwater, 
was  elected  president  of  the  Florida  Assn.  of 
Broadcasters  at  the  June  21-23  meeting  in 
Clearwater.  He  succeeds  Harold  P.  Danforth, 
WDBO  Orlando.  Other  officers  elected  were 
James  L.  Howe,  WIRA  Fort  Pierce,  first  vice 
president;  John  H.  Phipps,  YTAL  Tallahassee, 
second  vice  president,  and  Charles  Fernandez, 
WKXY  Sarasota,  secretary-treasurer. 

Elected  to  the  FAB  board  were  Larry  Rol- 
lins, WSIR  Winter  Haven;  Mr.  Danforth;  M.  A. 

Reynolds,  WFTW  Fort  Walton  Beach;  Lee 
Ru witch,  WTVJ  (TV)  Miami;  Tom  Gilchrist, 
WJHP  Jacksonville;  Frank  Hazleton,  WTNT 

Tallahassee,  and  Myron  A.  Reck,  WTRR  San- 
ford. 

FCC  Comr.  Richard  A.  Mack,  banquet 
speaker,  said  the  uhf  problem  was  due  mainly 
to  failure  of  manufacturers  to  provide  enough 
all-wave  receivers.  Robert  L.  Heald,  NARTB 

chief  attorney,  reviewed  legal  problems  affect- 
ing broadcasters.  James  W.  Blackburn,  Black- 

burn &  Hamilton,  station  brokers,  spoke  on 
methods  of  appraising  station  properties. 

Mr.  Howe  was  named  head  of  a  committee 

to  study  relations  of  broadcasters  with  educa- 
tional bodies  in  coverage  of  sports.  Resolutions 

were  adopted  calling  for  a  study  of  music  li- 
censing and  ratification  of  North  American 

Regional  Broadcast  Agreement.  John  Brown- 
ing, WSPB  Sarasota,  was  chairman  of  the  reso- 

lutions committee. 

Rhode  Island  Assn.  Re-Elects 

H.  William  Koster  President 

H.  WILLIAM  KOSTER,  WEAN  and  WPJB- 
FM  Providence,  was  re-elected  president  of 

Rhode  Island  Broad- 
casters Assn.  at  the 

June  22  meeting 
held  in  Providence. 

Other  officers  re- 
elected were  Edward 

Boghosian,  WJAR- 
TV  Providence,  vice 

president,  and  Mil- 
ton Mitler,  WADK 

Newport,  secretary- 
treasurer.  The  name 
of  the  association 

originally  was  Rhode 
Island  Radio  &  Tel- 

evision Broadcasters 

Assn.  Mr.  Koster  is  serving  his  third  one-year 
term  as  association  president. 

Ad  Group  Installs  Officers 

INSTALLATION  of  new  officers  and  directors 

of  the  Assn.  of  Advertising  Men  &  Women 

Inc.,  New  York,  was  held  Tuesday  at  the  Bilt- 
more  Hotel.  The  officers  are  John  J.  Patafio, 

Reporter  of  Direct  Mail  Advertising,  president; 
Stan  Rubin,  Elite  Letter  Co.,  New  York,  and 
Robert  Murphy,  Bureau  of  Advertising,  ANPA, 
both  vice  presidents;  William  Graves,  Grey 
Adv.,  New  York,  treasurer;  Vinnie  Volpe, 

Lithographers'  Journal,  secretary;  and  Marianne 
Heiden,  Frederick  Atkins  Inc.,  New  York,  as- 

sistant secretary.  Elected  to  the  board:  Herbert 

Ahrend,  Ahrend  Assoc.,  New  York;  Alan  Ja- 
cobson,  free-lance  writer;  John  Ryder,  Local 
Trademarks  Inc.,  New  York;  Conrad  Schafran, 
Edwin  Freed  Inc.,  New  York;  and  Charles 
Diamond,  Charles  Diamond  Studio,  New  York. 

MR.  KOSTER 

BRIEFING  on  duties  of  new  Florida  Assn.  of  Broadcasters  officers  was  given  by  Harold 
P.  Danforth  (I),  WDBO  Orlando,  retiring  president.  New  officers  (I  to  r):  Charles 

Fernandez,  WKXY  Sarasota,  secretary-treasurer;  H.  Dennison  Parker,  WTAN  Clearwater, 
president,  and  James  L.  Howe,  WIRA  Fort  Pierce,  first  vice  president. 

SDX  Accepting  Nominations 

For  Fellows  in  Journalism 

SIGMA  DELTA  CHI  last  week  announced 
opening  of  nominations  for  the  election  of 
Fellows  in  Journalism,  setting  a  deadline  of 
Nov.  1  for  entries.  Under  SDX  rules,  not 
more  than  three  living  journalists  may  be 
selected. 

A  committee  of  past  SDX  presidents  will 
review  the  nominations,  presenting  a  maximum 
of  six  candidates  to  the  national  convention  of 

the  professional  journalism  fraternity  at  Louis- 
ville, Nov.  28-Dec.  1.  Alden  Waite,  president 

of  Southern  California  Associated  Newspapers, 
heads  the  committee. 

Nominations  are  being  accepted  (in  writing) 

from  individuals,  chapters  and  fraternity  mem- 
bers at  Sigma  Delta  Chi  headquarters,  35  E. 

Wacker  Drive,  Chicago  1,  111.  Twenty-four 
journalists  have  been  honored  in  the  past  by 
SDX  with  fellowships. 

Monroe  Elected  to  Head 

La. -Miss.  AP  Broadcasters 

BILL  MONROE,  news  editor,  WDSU-AM-TV 
New  Orleans,  was  elected  president  of  the  La.- 
Miss.  Associated  Press  Broadcasters  Assn.  at 

the  group's  meeting  in  Natchez,  Miss.,  June 
23-24.  Granville  Walters,  general  manager  of 
WAML  Laurel,  Miss.,  was  elected  vice  presi- 
dent. 

Roundtable  work  sessions  were  held,  dealing 
with  both  wire  and  local  news  matters,  and  Don 
Rowland,  KSIG  Crowley,  La.,  took  top  honors 

in  a  "cold  reading"  newscasters  contest.  Fifty- 
two  broadcasters  and  their  wives  attended  the 
sessions. 

RAB  Moves  Into  Boston 

For  5-Day  'Sales  Blitz 
ANOTHER  MOVE  to  hypo  local  radio  sales 
was  taken  last  week  as  Radio  Advertising  Bu- 

reau launched  the  first  of  a  series  of  five-day 
"sales  blitzes"  in  the  Boston  area.  The  drive, 
scheduled  to  blanket  22  U.  S.  cities,  will  at- 

tempt to  "talk  radio"  to  local  food  manufac- 
turers, grocery  chains,  retail  stores,  industrial 

firms,  utilities  and  banks  [B»T,  June  11]. 
For  five  consecutive  days  last  week,  RAB 

vice  president  and  general  manager  John  F. 
Hardesty,  aided  by  RAB  salesmen,  Ted  Max- 

well, Jim  Baker  and  John  Curry,  called  on 

Boston  "prospective"  advertisers  on  behalf  of 
stations  WBZ,  WEEI,  WHDH,  WNAC  and 
WVDA  all  RAB  members.  Results  of  the 

push  will  be  made  known  to  station  managers 

concerned  "some  time  this  week." 

TRADE  ASSOCIATION  PEOPLE 

Helen  Murray  Hall,  manager  of  advertising  and 
promotion,  NBC  Western  Div.,  Hollywood, 
elected  president  of  L.  A.  Advertising  Women 
Inc.  Others  elected:  Betty  Kizer,  Trans  World 
Airlines,  first  vice  president;  Dee  Davis,  Miracle 

Mile  Assn.,  recording  secretary;  Dorothy  Win- 
ter, BBDO,  corresponding  secretary;  Marion 

Vilmure,  Roy  Rogers  Enterprises,  treasurer; 
Mildred  Carruth,  KIEV  Glendale,  Calif.,  as- 

sistant treasurer.  Board  members:  Jane  Collins, 

Hixon  &  Jorgensen  Inc.;  Fran  Harris,  Harris- 

Tuchman  Productions;  Lucile  Liets,  Liets  Ad- 
vertising; Helen  Pine,  Times-Mirror  Co.;  Mar- 

jorie  Lenz,  Charm  magazine;  Claire  Hughes, 
KWKW-AM-FM  Pasadena,  Calif. 

A.  N.  Haas  Jr.,  Bud  Radio,  Cleveland,  elected 
chairman  and  director  of  Assn.  of  Electronic 
Parts  &  Equipment  Mfrs.  Kenneth  Hathaway, 
Ward  Leonard  Co.,  Chicago,  elected  treasurer; 
Kenneth  C.  Prince,  executive  secretary,  and 

Helen  Staniland  Quam,  Quam-Nichols,  vice 
chairman. 

Brand  Plugging 

BRAND  NAMES  FOUNDATION  is  dis- 
tributing two  tv  spot  commercials  on  the 

value  of  brand  advertising  and  brand 
buying  to  tv  stations  in  major  market 

areas.  Time  for  the  foundation's  adver- 
tising is  being  contributed  by  the  stations. 

The  tv  spot  campaign  is  similar  to  the  in- 
stitutional advertising  on  brand  themes 

used  in  printed  media  and  on  radio.  The 
announcements  were  created  by  Dancer- 
Fitzgerald-Sample,  New  York,  volunteer 

agency  this  year  for  the  foundation's consumer  advertising. 
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Snyder  Adds  Duties 

In  Ampex  Expansion 

BECAUSE  of  expanded  production  and  sales 
in  video  tape  recorder  field,  Ampex  Corp.  has 
expanded  its  sales  staff,  with  Ross  H.  Snyder 
named  manager  of  video  sales  in  addition  to 
his  duties  as  sales  manager  for  theatre  stereo- 

phonic and  custom  audio  products,  Ampex 
President  George  Long  announced  Thursday. 

Walter  Goldsmith  is  in  charge  of  video  cus- 
tomer relations  while  Charles  P.  Ginzberg, 

project  engineer  for  development  of  the  video 
tape  recorder,  has  been  named  chief  video 

'engineer.  Senior  video  project  engineer  is 
Charles  E.  Anderson.  Ampex  is  increasing  its 
engineering  staff  by  150%  and  adding  50,000 
sq.  ft.  of  production  facility  at  its  Redwood  City, 
Calif.,  plant  to  handle  the  tv  recorder. 

Before  the  Ampex  tv  tape  recorder  demon- 
stration Tuesday  at  CBS  Television  City,  Holly- 

wood, for  the  Advertising  Assn.  of  The  West 
(story,  page  29),  Ampex  officials  met  with 
executives  of  KTTV  (TV)  and  KHJ-TV  Los 
Angeles  and  KRON-TV  San  Francisco  to  ex- 

plore potential  of  recorder  in  addition  to 
immediate  function  of  delayed  telecasting. 

Since  the  NARTB  convention  last  April, 
Ampex  has  not  been  soliciting  new  orders  be- 

cause of  production  backlog  yet  to  handle.  Some 
70  units  were  ordered  by  35  stations  while  CBS- 
TV  bought  the  first  three  prototypes  and  since 
has  ordered  two  more,  to  be  delivered  this  fall. 
After  three  units  go  to  NBC-TV,  CBS-TV  also 
has  ordered  seven  production  units  for  total  of 
12  machines  and  is  understood  to  have  planned 
progressive  acquisition  of  additional  units  later. 

Ampex  Plans  Free  Service 

At  Both  National  Conventions 

AMPEX  Corp.,  Redwood  City,  Calif.,  has  an- 
nounced plans  to  furnish  materials  and  record- 

ing services  free  to  accredited  broadcast  repre- 
sentatives covering  the  Democratic  and  Repub- 

lican nominating  conventions  in  August.  Am- 
pex will  install  complete  recording  studios, 

equipped  with  Ampex  Model  350  console  re- 
corders and  Model  600  lightweight  portable 

recorders  at  hotel  headquarters  and  convention 
site  for  both  conventions. 

The  Ampex  studios  in  Chicago  for  the  Dem- 
ocrats, who  convene  Aug.  13,  will  be  located  on 

the  second  floor  of  the  north  wing  of  the  Inter- 
national Ampitheater  and  the  Conrad  Hilton 

Hotel.  For  the  Republican  convention,  begin- 
ning in  San  Francisco  Aug.  20,  Ampex  will 

occupy  studios  in  the  North  Barn  at  the  Cow 
Palace  and  the  Fairmont  Hotel.  The  studios 
will  be  open  several  days  in  advance  of  the 
conventions  so  that  newsmen  may  cover  the 
arrival  of  their  home  state  delegations. 

Microphones  for  the  studios  will  be  furnished 

by  Altec-Lansing  Corp.,  and  recording  tape  will 
be  supplied  by  Minnesota  Mining  &  Manufac- 

turing Co.  Ampex  will  provide  all  necessary 
supplies  for  addressing  and  mailing  of  recorded 
tapes  to  radio  stations  throughout  the  country. 

CUP  THE  CUPPER9 Like  many  other  BIG  NAME  firms,  you,  too, 
can  clip  monthly  Clipper  art  for  striking,  origi- 

nal layouts  that  can  be  produced  in  a  jiffy. 
Free  sample.  Yours  to  use.  Address . . . 

MULTI-AD  SERVICES,  INC. 

MANUFACTURING 

Box  806-O  Peoria,  Illinois 

$22  Billion  in  Electronics 

By  1965,  Sylvania  Men  Aver 
AN  ANNUAL  $22  billion  or  more  electronics 
business  by  1965  was  seen  last  week  by  several 
key  executives  of  Sylvania  Electric  Products 

Inc.,  who  met  with  the  firm's  radio-tv  distribu- 
tors at  a  three-day  conference  in  Buffalo  on 

the  forthcoming  sales  picture. 
Not  only  will  the  industry  set  a  new  record 

of  over  $11.5  billion  this  year,  said  Sylvania's 
chairman  and  president,  Don  G.  Mitchell,  but 
tv  set  production  will  surpass  the  7.5  million 
mark  by  the  end  of  this  year.  Color  set  pro- 

duction, Mr.  Mitchell  predicted,  will  reach 
275,000  units  this  year,  of  which  200,000  will 
ultimately  reach  the  consumer;  by  the  end  of 
1957,  he  added,  color  set  production  will  climb 

to  900,000,  with  black-and-white  set  produc- 
tion dropping  to  6.7  million  units. 

"Color  television,"  Mr.  Mitchell  declared, 
"is  definitely  on  the  way  .  .  .  However,  it 
will  be  some  time  before  color  sets  will  be 
marketed  in  relatively  large  quantities  and  it 
will  be  four  or  five  years  before  color  sales 

catch  up  to  black-and-white." Mr.  Mitchell  and  his  vice  president  in  charge 

of  operations,  Marion  E.  Pettegrew,  under- 
scored that  point  when  they  introduced  Syl- 
vania's second  and  third  color  set  model  to 

date,  the  "Granada"  and  "Saratoga,"  retailing 

at  $595  and  $695,  respectively.  Sylvania's first  color  set,  introduced  last  year,  retails 
at  $850. 

WHYY-TV  Buys  Equipment 

WHYY-TV,  Philadelphia  ch.  35  educational 
outlet,  has  ordered  a  $300,000  llVi  kw  trans- 
milter  and  related  studio  equipment  from  RCA, 

Richard  Burdick.  the  station's  managing  direc- 
tor, announced  last  week.  Studio  equipment 

will  include  three  image  orthicon  cameras,  one 
vidicon  camera  for  slides  and  16  mm  films  and 

kinescope  recording  equipment.  WHYY-TV  has 
not  as  yet  announced  a  target  date. 

Three  Outlets  Order  From  GE 

GENERAL  ELECTRIC  Co.  reported  last  week 
it  had  shipped  a  10  kw  transmitter  to  KLAS-TV 
Las  Vegas,  Nev.  (ch.  8)  and  a  six-bay  antenna 
to  WMBR-TV  Jacksonville.  Fla.  (ch.  4).  GE 
also  has  an  order  from  WCYB-TV  Bristol,  Va. 
(ch.  5)  for  August  delivery  of  a  30  kw  trans- 

mitter and  three-bay  batwing  antenna. 

DuMont  Ships  to  WDBJ-TV 
A  50  kw  transmitter,  with  associated  equipment, 
was  shipped  last  week  by  Allen  B.  DuMont 
Labs  to  WDBJ-TV  Roanoke,  Va.  (ch.  7),  as  a 

replacement  for  the  station's  5  kw  transmitter. 
The  station  reports  that  the  power  increase  will 
boost  its  effective  radiated  power  from  27.78 
kw  to  316  kw. 

MANUFACTURING  SHORTS 

Crescent  Industries  Inc.,  Chicago,  to  introduce 
new  line  of  high  fidelity  phonographs,  tape  re- 

corders and  record-changers  at  1956  Music 
Trades  Industry  Show  in  New  York  July  23-26. 

Philco  Corp.  Government  &  Industrial  Div., 
Phila.,  reports  Telesistema  Mexicano  S.  A. 

(XEW-TV,  XEQ-TV.  XHTV  [TV],  XEX-TV, 
XHGC-TV  Mexico  City  and  XHNL-TV  Mon- 

terrey) purchase  of  1-kw  vhf  transmitter. 
Transmitter  and  associated  studio  equipment 

to  be  installed  at  network's  plant,  Guadalajara, 
Mexico's  second  largest  city. 

Sylvania  Electric  Products  Inc.,  N.  Y.  reports 
installation  of  1,050  special  combination  radio- 
tv  sets  at  Toronto  (Canada)  Royal  York  Hotel, 
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MANUFACTURING AWARDS 

replacing  two-channel  radio  unit  system  in- 
stalled in  1929.  Firm  also  announced  500  tv 

sets  being  installed  in  Buffalo,  N.  Y.,  Statler 
Hotel. 

Affton  Industries,  St.  Louis,  is  introducing  a 

long-playing  recording  tape,  said  to  have  base 
with  greater  tensile  strength  than  normal  tape 
bases. 

RCA,  Camden,  N.  J.,  has  reported  shipment  of 
25-kw  transmitter  to  KIDO-TV  Boise. 

Electro-Voice  Inc.,  Buchanan,  Mich.,  announces 
new  Model  649  miniature  lavalier  dynamic 

microphone  for  tv.  Unit  measures  2  11/16 
x  %  in.  and  weighs  1.3  ou.,  is  omnidirectional 
and  can  be  held  in  hand  or  used  on  stand  as 

well  as  around  performer's  neck.  Frequency 
response  is  70-13,000  cps.   List  price  is  $115. 

General  Electric  Co.,  Syracuse,  N.  Y.,  has  an- 
nounced price  reductions  ranging  up  to  27% 

on  ten  new  transistors  used  in  portable  and 

table  model  radios  and  high  fidelity  audio  sys- 

tems. Lowered  prices  eventually  could  be  re- 
flected in  price  reductions  of  as  much  as  20% 

on  transistorized  portable  radios  in  1957  mod- 
els, G-E  says. 

Turner  Co.,  Cedar  Rapids,  Iowa,  announces  new 

dynamic  microphone,  model  124,  usable  on 

stand  or  as  hand  unit.  Low-cost  instrument  is 

available  with  12-ft.  removable  cable,  single- 
conductor  shielded  on  high  impedance  models 

and  two-conductor  shielded  on  low  impedance 

models.  List  price  is  $49  and  shockmount  stand 
is  $8. 

MANUFACTURING  PEOPLE 

Dr.  Carlo  L.  Calosi,  founder  and  manager  of 

Raytheon  Mfg.  Co.'s  research  department,  Chi- 
cago, recently  on  leave  of  absence  to  serve 

Finmecanica,  Raytheon's  Italian  manufacturing 
licensee,  has  rejoined  company  in  U.  S.  as  vice 

president  and  consultant  in  microwave  and 
power  tube  operations. 

Ira  J.  Kaar,  engineering  department  manager, 

General  Electric  Co.  electronic  division,  to  Hoff- 
man Electronics  Corp.,  L.  A.,  as  vice  president 

and  engineering  director. 

William  L.  Unger,  administrative  assistant  chief 

engineer,  Packard-Bell  Co.  (tv,  radio  sets,  hi-fi 

equipment),  L.  A.,  named  assistant  to  vice  presi- 
dent of  technical  products  division.  Kenneth 

L.  Jones,  formerly  engineering  manager  of  Syl- 
vania  Electric  Products  Microwave  Tube  Lab- 

oratory, to  Packard-Bell  as  assistant  chief 
engineer  for  technical  products  division. 

Donald  J.  Hughes,  advertising  and  sales  promo- 
tion supervisor  for  electronic  products,  Sylvania 

Electric  Products  Inc.,  N.  Y.,  appointed  adver- 
tising manager  of  electronic  products  sales 

department. 

Richard  A.  Wilson  (Rear  Admiral,  Ret.,  U.S.N.) 

to  Magnavox  Co.,  Fort  Wayne,  Ind.,  as  coor- 
dinator of  plans  and  programs. 

Frank  R.  Buchanan,  administrator  of  product 
planning  control  and  special  analysis,  RCA,  to 
controller  of  RCA  semiconductor  division, 
Harrison,  N.  J. 

Brig.  Gen.  David  Sarnoff,  RCA  board  chairman, 

named  honorary  chairman,  The  American  Mu- 

seum of  Immigration's  Greater  New  York 
Committee.  Campaign  called  "Operation 
Unity,"  intends  to  raise  $5  million  to  set  up 
museum  and  to  provide  special  endowment 
fund  for  educational  program.  Museum  will  be- 

come part  of  Statue  of  Liberty  National  Monu- 
ment and  will  be  administered  by  Dept.  of 

Interior's  National  Park  Service. 

ANNUAL  AWARDS  BY  AAW 

ARE  MADE  AT  CONVENTION 

Radio    jingle    prepared  for 
Southern  Pacific  Railroad  and 

tv  spot  created  for  Chevrolet 

by  Five-Star  Productions  are 
winners  of  top  honors. 

NEWEST  radio  jingle  prepared  for  the  South- 
ern Pacific  Railroad  by  Song  Ad  Film-Radio 

Productions,  Hollywood,  took  top  awards  in 
the  craft  competitions  of  the  Advertising  Assn. 
of  the  West  53d  annual  convention  last  week 

as  a  tv  spot  created  for  Chevrolet  by  Five-Star 
Productions,  Hollywood,  won  first  honors  in 
that  medium. 

Foote,  Cone  &  Belding's  San  Francisco 
office,  which  is  testing  the  Southern  Pacific 

spot  on  stations  in  both  that  city  and  Los  An- 

geles, reported  the  radio  campaign  "very  suc- 
cessful" and  pointed  out  that  the  jingle  and  its 

train-rhythm  style  permit  it  to  be  fully  inte- 
grated by  disc  jockeys  within  their  programs 

as  though  it  were  a  hit  tune  itself.  Song  Ads 
President  Robert  Sande  wrote  and  sang  the 

jingle,  backed  by  four  vocalists  and  instru- 
mental group  directed  by  Vice  President  Larry 

Greene. 
Agency  placing  the  winning  Chevrolet  tv 

commercial  in  western  markets  is  Campbell- 
Ewald  Co.,  Detroit. 

Full  list  of  radio  and  tv  awards  follows: 

RADIO  ADVERTISING  AWARDS 

Perpetual  Trophy — Donated  by  Vancouver 
Advertising  &  Sales  Bureau,  Vancouver,  B.  C, 
for  best  over-all  job  in  all  classifications,  won 
by  Southern  Pacific  Company,  San  Francisco; 
spot  announcement  in  city  of  100,000  or  more 
population;  agency,  Foote,  Cone  &  Belding,  San 
Francisco;  producer,  Song  Ad  Film-Radio  Pro- 

ductions, Hollywood. 

COMMERCIAL  PROGRAMS 

(A)  Prepared  and  used  primarily  in  cities  of 
100,000  or  over,  or  networks,  won  by  Sturdy 
Dog  Food  Company,  Burbank,  Calif.;  program, 
Sturdy  Dog  Food  Newscast;  station,  KBIG 
Avalon,  Calif.;  agency,  Mogge-Privett  Inc.,  Los 
Angeles. 

Honorable  Mention:  Associated  Products 

Corp.,  Puente,  Calif.;  program,  Sakrete  Ready- 
mix  Cement;  station,  KBIG  Avalon,  Calif.; 

agency,  Glenn  Advertising  Agency,  Los  An- 

geles. (B)  Prepared  and  used  in  cities  of  less  than 
100,000,  won  by  Johnson  Pontiac  Co.,  Colo- 

rado Springs;  program,  Sabena  Lounge;  station, 
KRDO  Colorado  Springs;  producer,  KRDO  Ra- 

dio Copy  Dept. 

COMMERCIAL  SPOT  ANNOUNCEMENTS 

(A)  Prepared  and  used  primarily  in  cities  of 
100,000  or  over,  or  on  nets,  won  by  Southern 
Pacific  Co.,  San  Francisco;  agency,  Foote,  Cone 
&  Belding,  San  Francisco;  producer,  Song  Ad 

Film-Radio  Productions,  Hollywood. 
Special  Honorable  Mention:  Delsom  Estates, 

Devon  Gardens,  New  Westminister,  B.  C;  sta- 
tion, CKNW  New  Westminster,  B.  C. 

Honorable  Mention:  L.  F.  D.  Chevrolet 

Dealers;  station,  KMPC  Hollywood;  agency, 

Eisaman  &  Johns,  Los  Angeles,  also  Eastside 
Old  Tap  Lager  beer,  Los  Angeles;  agency,  J. 
Walter  Thompson  Co.,  Los  Angeles;  producer, 

Song  Ad  Film-Radio  Productions,  Hollywood. 
Special  Award  for  Successful  Handling  of  a 

Difficult  Sales  Problem,  won  by  Continental 

Air  Lines,  Denver;  agency,  Galen  E.  Broyles 
Co.,  Denver;  station,  KOA  and  17  others. 

Special  Award  for  Effective  Continuity  Estab- 
lishing Theme,  won  by  Bergermeister  beer, 

Hollywood;  agency,  Batten,  Barton,  Durstine 
&  Osborn,  Hollywood;  producer,  Song  Ad 
Film-Radio  Productions,  Hollywood. 

(B)  Prepared  and  used  primarily  in  cities  of 
less  than  100,000,  won  by  Frontier  Airlines, 
Denver;  agency,  Rippey,  Henderson,  Kostka  & 
Co.,  Denver. 
Honorable  Mention:  Littletown,  Tucson, 

Ariz.;  station,  KO PA-AM  Tucson;  producers, 
Don  Phillips,  Ed  Tucker,  KOPO-AM  Tucson. 

TELEVISION   COMMERCIAL  AWARDS 

SWEEPSTAKES  AWARD,  donated  by  Hol- 
lywood Advertising  Club  for  best  over-all  entry 

selected  from  the  winners  of  all  classifications, 
won  by  Chevrolet  Motor  Co.,  Flint,  Mich.; 

agency,  Campbell-Ewald  Co.,  Detroit;  pro- 
ducer, Five-Star  Productions,  Hollywood. 

CLASSIFICATION  1,  local  advertisers,  film 
commercials  (one  minute  or  less),  won  by 
Broadway  Merchants,  Salt  Lake  City,  Utah; 

agency,  none;  producer,  Dan  Rainger,  Salt Lake  City. 

CLASSIFICATION  2,  regional  advertisers, 
film  commercials  (one  minute  or  less),  won  by 
Rheingold  Brewing  Co.,  Los  Angeles;  agency, 
Foote,  Cone  &  Belding,  Los  Angeles;  producer, 
UPA  Pictures  Inc.,  Burbank,  Calif. 

Honorable  Mention  (No  preferential  rating): 
Bowman  Biscuit  Co.,  Denver,  Colo.;  agency, 
Ball  &  Davidson,  Denver,  Colo.;  producer, 
Alexander  Film  Co.,  Colorado  Springs,  Colo.; 
W.  P.  Fuller  Co.,  San  Francisco;  agency, 

Young  &  Rubicam,  San  Francisco;  producer, 
Academy  Productions,  Los  Angeles,  and  Bank 
of  America,  San  Francisco;  agency,  Charles  P. 
Johnson  Co.,  San  Francisco;  producer,  Story- 
board  Inc.,  Hollywood. 
CLASSIFICATION  3,  national  advertisers, 

film  commercials  (one  minute  or  less),  won  by 
Chevrolet  Motor  Co.,  Flint,  Mich.;  agency, 

Campbell-Ewald  Co.,  Detroit;  producer,  Five- 
Star  Productions,  Hollywood. 

Honorable  Mention:  Hills  Bros.  Coffee  Inc., 
San  Francisco;  agency,  N.  W.  Ayer  &  Son  Inc., 
San  Francisco;  producer,  Johnson  and  Siday, 
New  York. 
CLASSIFICATION  4,  general,  live  or  kine, 

any  length,  won  by  Utah  Copper  Div.,  Kenne- 
cott  Copper  Corp.,  Salt  Lake  City;  agency, 
Adamson,  Buchman  &  Associates,  Salt  Lake 

Promotion  Managers  Contest 

Won  by  KARD-TV's  Leon  Bert 
LEON  BERT,  promotion  manager  of  KARD- 
TV  Wichita,  Kan.,  has  been  named  first  place 
winner  of  the  eight-state,  22-station  Skelly  Oil 

Co.  promotion  man- 
agers contest. The  contest  was 

to  select  the  most 

outstanding  promo- 
tion and  merchan- 

dising support  of- 

fered Skelly  Oil's weekly  Waterfront television  program, 

for  the  period  of 
April  29  to  May  31. 

Runners-up  were 
WDSM-TV,  Duluth, 

Minn.;  WKOW-TV, 
Madison,  Wis.,  and 

WMT-TV,  Cedar  Rapids,  Iowa. 
Meanwhile,  Skelly  reported  that  retail  sales 

had  jumped  103%  in  the  greater  Wichita  area. 

MR.  BERT 

Page  80 July  2,  1956 Broadcasting Telecasting 



City;  producer,  Nathan  Berlin-Charles  Sweeney, 
Salt  Lake  City. 

Honorable  Mention:  Pacific  Telephone  & 
Telegraph  Co.,  San  Francisco;  agency,  Batten, 
Barton,  Durstine  &  Osborn,  San  Francisco; 
producer,  Volcano  Productions.  Hollywood, 
and  Jet  Glas  Water  Heater,  Los  Angeles;  agen- 

cy, Hixson  &  Jorgensen,  Los  Angeles;  producer, 
Song  Ad  Film-Radio  Productions.  Hollywood. 
SPECIAL  AWARD,  low  budget,  won  by 

Oven  Magic,  San  Jose,  Calif.;  agency,  Long 
Advertising  Inc.,  San  Jose;  producer.  Motion 
Picture  Service.  San  Francisco. 

Ed  Graham  Wins  Ad  Award 

ED  GRAHAM,  27,  formerly  a  copywriter  at 
Young  &  Rubicam,  New  York,  last  week  was 

named  the  "Outstanding  Young  Advertising 
Man  of  1956"  by  the  Assn.  of  Advertising  Men 
and  Women.  Mr.  Graham  was  honored  by  the 
organization  at  a  meeting  in  New  York  for  his 

creative  work  in  formulating  the  Piel's  beer  ad- 
vertising campaign  centered  around  the  mythi- 

cal Piel  brothers,  Bert  and  Harry.  Mr.  Graham 

recently  left  Y  &  R  to  form  his  own  tv  com- 
mercial company — Goulding,  Elliott,  Graham 

Inc. — in  partnership  with  Ray  Goulding  and 
Bob  Elliott  (the  voices  of  Bert  and  Harry). 

A  special  citation  for  "Outstanding  Achieve- 
ment in  Advertising"  was  presented  to  Louis 

G.  Cowan,  CBS  vice  president,  for  creating 
CBS-TV  $64,000  Question. 

AWARD  SHORTS 

KCMO  Kansas  City,  Mo.,  received  certificate 
of  merit  from  Art  Directors  Club  of  Kansas 

City  for  best  newspaper  ad  in  annual  competi- 
tion. Entry  was  prepared  by  Potts-Woodbury, 

station's  agency. 
KMOX  St.  Louis  cited  in  certificate  of  apprecia- 

tion by  St.  Louis  Red  Cross  Blood  Program  for 

station's  series  on  national  blood  program. 
Larrabee  Assoc.,  Washington,  won  Advertising 
&  Human  Welfare  Award  from  local  Com- 

munity Chest  Federation.  Award,  given  for  ad- 
vertising that  resulted  in  successful  campaign, 

represents  first  citation  of  its  kind  given  by 
Washington  Chest. 

Mike  Schaffer,  promotion  director,  WDBJ-TV 
Roanoke,  Va.,  received  certificate  of  apprecia- 

tion and  title  of  honorary  naval  recruiter  for 

work  promoting  Navy  Log,  CBS-TV  show  car- 
ried by  WDBJ-TV. 

Jim  Dooley,  m.c,  Let's  Go  Fishing  on  WTVJ 
(TV)  Miami,  Fla.,  given  Lions  Club  Achieve- 

ment Award  by  Key  Biscayne  Lions  Club  for 
contributing  to  benefit  Dade  County  youth. 

KHOL-TV  Holdrege,  and  KGFW  Kearney, 
both  Neb.,  presented  with  commendation 
awards  by  Neb.  National  Guard.  Awards  given 
in  conjunction  with  National  Guard  Exposition 
Days  in  Kearney. 

L.  E.  Caster,  president  of  WREX-TV  Rockford, 
111.,  cited  by  local  Commission  on  Human  Rela- 

tions for  helping  public  education  through  tele- 
vision, contributions  to  social  causes  and  group 

hospitalization  plans  in  his  business  enterprises. 

Broadcast  Music  Inc.,  N.  Y.,  cited  by  American 

Legion  for  "Fourth  of  July  and  Our  Children" 
programming  service,  which  BMI  is  currently 
mailing  to  radio-tv  station  subscribers.  Manual 
contains  information  regarding  safety  hazards 
involved  in  firecrackers  and  suggestions  for 
promoting  Independence  Day. 

Olmsted  Sound  Studios,  N.Y.,  was  presented 

award  for  "outstanding  and  imaginative  decor 
in  American  industry"  by  Fashion  Council  of 
Upholstery  Trade  Schools,  making  second  suc- 

cessive year  that  Olmsted  has  been  honored  by 
council. 

INTERNATIONAL 

CBC's  Board  of  Governors 
Refuses  New  Station  Bids 

THE  board  of  governors  of  the  Canadian  Broad- 
casting Corp.,  meeting  June  22  at  Ottawa,  re- 

fused all  new  applicants  for  am  and  tv  stations. 
Approvals  were  given  only  for  share  transfers, 
changes  of  corporate  name  and  expansion  of 
CFRG  Gravelbourg,  Sask..  to  nighttime  opera- 

tion with  250  watts  on  1230  kc. 

New  radio  stations  at  Calgary,  Winnipeg,  Bur- 
lington (Ont.),  Welland  (Ont.)  and  Toronto, 

were  denied,  primarily  because  the  board  felt 
there  were  already  enough  stations  in  the  areas 
giving  service.  The  Toronto  request  was  for  an 
fm  station,  which  had  been  turned  down  last 
year  and  which  would  have  been  used  to  some 
extent  for  storecasting  service. 

Applicants  for  tv  stations  at  Yorkton,  Sask., 
and  Rouyn,  Que.,  were  turned  down,  the  first 
because  financial  basis  of  applicants  was  held 
not  satisfactory,  and  the  second  was  turned 
down  for  further  study  in  view  of  petitions 
from  the  area  that  CBC  open  a  station  there. 

Power  increase  for  CKOT  Tillsonburg,  from 
250  watts  on  1510  kc  to  1  kw  on  1510  kc  was 
deferred  for  further  study. 

Canadian  Radio-Tv  System 

Backed  by  Station  Manager 

PRESENT  SET-UP  of  Canadian  radio  and 

television,  with  government-owned  and  private 
stations,  is  the  only  workable  system  for  Can- 

ada, according  to  Finlay  H.  MacDonald,  man- 
ager of  CJCH  Halifax,  N.  S.,  and  a  former 

president  of  the  Canadian  Assn.  of  Radio  & 
Television  Broadcasters.  Mr.  MacDonald  aired 
this  view  before  the  Royal  Commission  on 

Broadcasting  at  Halifax  in  mid-June,  pointing 
out  that  in  his  opinion  a  private  television  net- 

work is  not  feasible  at  present. 
If  second  tv  stations  are  to  be  licensed  to 

private  owners  in  cities  now  having  one  station, 
these  second  stations  should  also  form  part  of 
a  second  tv  network  controlled  by  the  Canadian 
Broadcasting  Corp.  Mr.  MacDonald  felt  that 
demand  for  an  independent  regulatory  body 
could  be  met  by  having  two  members  of  the 
CBC  board  of  governors,  in  addition  to  the 

chairman,  placed  on  full-time  salaries.  He  crit- 
icized CBC  for  its  administrative  structure 

which  he  said  deprived  staff  of  initiative,  and 
for  what  he  termed  its  pre-occupation  with  tv 
to  the  neglect  of  its  radio  responsibilities. 

CFCL-TV  Timmins  on  Air 

CFCL-TV  Timmins,  Ont.,  began  telecasting  to 

northern  Ontario's  gold  mining  region  on  June 
30,  on  ch.  6.  The  station,  which  is  program- 

ming 75%  in  English  and  25%  in  French,  is 
affiliated  with  CFCL,  a  French-language  radio 
station  at  Timmins.  Owner  is  Conrad  Lavigne. 

Rene  Barrett,  general  manager  of  CFCL-TV, 
plans  at  least  one  hour  local  live  program 

nightly.  Omer  Renaud  &  Co.,  Toronto,  repre- 
sents the  station  in  Canada,  Joseph  H.  McGill- 

vra  in  the  United  States. 

Canadian  Tv  Set  Sales  Drop 

SALES  of  television  sets  declined  14%  in  the 
first  four  months  of  this  year,  according  to 

figures  released  by  the  Radio-Electronics-Tele- 
vision Manufacturers  Assn.  of  Canada,  Toronto, 

Ont.  Sales  of  sets  to  dealers  in  the  January- 

April  period  totaled  168,635  valued  at  $50,- 
478,605,  compared  to  197,183  sets  at  $60,754,- 
034  in  the  January-April  1955  period. 
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INTERNATIONAL EDUCATION 

Buss  Heads  Canadian  Group 

BOB  BUSS,  manager  of  CHAT  Medicine  Hat, 
Alta.,  has  been  elected  president  of  the  Western 
Assn.  of  Broadcasters,  succeeding  Vern  Dallin 

of  CFQC-AM-TV  Saskatoon,  Sask.  WAB  di- 
rectors elected  were  Gil  Seabrook,  CJIB  Ver- 

non, B.  C;  Norm  Botterill,  CJOC  and  CJLH- 
TV  Lethbridge,  Alta.;  Vern  Dallin;  Jack  Blick, 
CJOB  Winnipeg,  Man.,  and  Chuck  Rudd, 
CHUB  Nanaimo,  B.  C. 

INTERNATIONAL  PEOPLE 

Lorrie  Potts  has  purchased  Toronto  office  of 
James  L.  Alexander  Co.,  station  representative 
firm,  where  he  has  been  manager  for  some  time. 
Company  name  is  to  be  changed  to  Lorrie  Potts 
&  Co.  Montreal  office  of  Alexander  Co.  con- 

tinues to  be  managed  by  Jim  Sheridan. 

W.  H.  Clerk,  supervisor  of  commercial  radio 
and  television  at  Canadian  Broadcasting  Corp., 
Toronto,  Ont.,  to  supervisor  of  radio  and  tv 
at  Young  &  Rubicam  Ltd.,  Toronto,  succeeding 
Bill  Byles,  resigned  to  join  H.  N.  Stovin  &  Co., 

station  representative  firm  at  Toronto,  as  execu- 
tive vice  president. 

Dick  Sheppard,  film  sales  manager  of  S.  W. 
Caldwell  Ltd.,  Toronto,  film  distributors,  to  su- 

pervisor of  tv  production  at  McKim  Adv.  Ltd., 
Toronto,  Ont. 

Keith  Chase,  tv  director  of  McKim  Adv.  Ltd., 
Montreal,  and  prior  to  that  sales  manager  of 
CFPL  London,  Ont.,  to  sales  and  promotion 
manager  of  CKCW-TV  Moncton,  N.  B. 

Ross  Hamilton  to  sales  manager  of  CKNX-TV 
Wingham,  Ont.,  succeeding  Vin  Dittmer,  re- 

signed after  more  than  decade  with  CKNX- 
AM-TV. 

Gilles  Morin  to  sales  representative,  Montreal 
office  of  Jos.  A.  Hardy  &  Co.  Ltd.,  station  rep- 
resentative. 

Donald  Ferguson,  formerly  sales  representative 
of  All  Canada  Radio-Television  Ltd.,  Toronto, 
Ont.,  to  radio-tv  timebuyer  of  Harold  F.  Stan- 
field  Ltd.,  Toronto. 

Earl  Conner,  chief  engineer  of  CFAC  Calgary, 
Alta.,  elected  chairman  of  engineering  section, 
Western  Assn.  of  Broadcasters  at  annual  meet- 

ing in  Vancouver.  He  succeeds  Bill  Forst  of 
CKOM  Saskatoon,  Sask. 

INTERNATIONAL  SHORTS 

CKSL  London,  Ont.,  has  started  operation  with 
5  kw  on  1290  kc.  J.  Lyman  Potts,  formerly  of 
CKOC  Hamilton,  Ont.,  is  manager,  John  C. 
Morris  sales  manager  and  Francis  R.  Kirton 
program  manager.  Station  is  represented  in 
Canada  by  National  Broadcast  Sales  and  Hor- 

ace N.  Stovin  &  Co.,  and  in  U.S.  by  Cana- 
dian Station  Representatives  Inc. 

CKSW  Swift  Current,  Sask.,  now  on  air  with 
250  w  on  1400  kc.  D.  W.  Scott  is  general  man- 

ager, Wilf  Gilbey  station  manager  and  Alec 
Maxwell  commercial  manager.  Station  is  rep- 

resented in  Canada  by  Radio  Representatives 
Ltd.,  Toronto,  Ont. 

Standard  Brands  Ltd.,  Montreal,  Que.,  and 
Frigidaire  Products  of  Canada  Ltd.,  Toronto, 
Ont.,  jointly  begin  on  July  4  sponsorship  of  new 
summer  half-hour  variety  show  The  Barris  Beat, 
with  Alex  Barris,  Toronto  Globe  &  Mail  thea- 

tre critic,  as  master  of  ceremonies.  Program  is 
being  aired  on  CBC  tv  network,  Wed.  9-9:30 
p.m.  Agencies  are  J.  Walter  Thompson  Co., 
Montreal  (Standard  Brands),  and  Baker  Adv. 
Agency,  Toronto  (Frigidaire). 

Fund  Spends  $500,000 

In  Media  Over  3  Years 

OF  THE  $5.4  million  spent  the  past  three  years 
by  the  Fund  for  the  Republic,  more  than 
$500,000  has  gone  into  projects  bearing  directly 
on  radio,  tv  or  both.  In  addition,  there  is  more 
than  $85,000  granted  but  not  yet  spent  on 

projects  which  may  bear  directly  on  the  broad- 
cast media. 

These  figures,  contained  in  a  three-year  re- 

port summarizing  the  fund's  activities,  were released  June  22  in  New  York.  A  breakdown 
includes  $127,482  for  blacklisting  study  in 
movies  and  radio-tv;  $195,221  for  general  work 
in  radio-tv,  encompassing  attempted  placement 
on  programs  on  air;  $20,000  for  experimental 
tv  films  (aired  by  KRON-TV  San  Francisco); 
$5,000  for  American  Friends  Service  Commit- 

tee's radio  tape  program  (aired  on  rural  radio 
outlets  and  school  systems);  $4,211  for  record- 

ings of  Senate  Judiciary  Subcommittee  hear- 
ings on  constitutional  rights  (aired  on  various 

radio  stations);  $46,541  for  tv  series  to  feature 
Herbert  L.  Block,  cartoonist  for  Washington 
Post  &  Times  Herald,  which  failed  to  materi- 

alize; $65,383  for  experimental  expansion  of 
newsfilm  and  radio  recording,  started  in  Cali- 

fornia last  September;  $59,799  for  tv  script 
competition  (written  off  by  fund);  $17,937  (not 
including  sums  for  actual  awards)  to  Robert  E. 
Sherwood  tv  awards,  and  others.  The  organiza- 

tion now  has  $10.5  million  in  reserve. 
In  general,  the  projects  authorized  bore  on 

such  subjects  as  civil  liberties,  constitutional 

rights,  education,  freedom  and  justice.  Com- 
menting on  its  extensive,  near  $200,000  project 

of  exploring  and  developing  ways  to  place 

programs  on  air  "that  might  otherwise  not  be 
shown,"  the  fund  noted  that  pilot  film  of  half- 
hour  series  entitled  "Challenge,"  based  on 
loyalty  oaths,  was  made  and  though  "widely 
praised"  by  people  in  "industry,  advertising  and 
television  .  .  .  the  sale  effort  was  a  failure." 
Fund  now  is  distributing  prints  on  non-com- 

mercial basis. 

Other  series  being  prepared  under  this  proj- 

ect include  "Integration  in  St.  Louis"  and  "A 
Date  With  Liberty."  A  number  of  pilots  of  Al 
Capp,  filmed  series  starring  cartoonist  in  com- 

mentaries on  current  events,  were  "reluctantly" 
abandoned  because  producer  and  fund  could 
not  agree  on  acceptable  format. 

The  organization  also  wrote  off  its  original, 
near  $60,000  tv  script  competition,  saying  it 

"must  be  regarded  as  failure."  In  competi- 
tion on  historical  role  of  civil  liberties  in 

America,  19  prizes  were  given  for  hour-long 
dramas  and  half-hour  documentaries  with  plan 
to  have  some  scripts  produced  on  commercial 

tv.  Concluded  fund:  "Despite  efforts  by  the 
fund  and  the  authors'  agents,  the  attempt  was 

unsuccessful." 

Closed-Circuit  Tv  System 
Planned  for  Md.  Schools 

TELEVISION  will  become  an  important  part 
of  the  curriculums  at  two  high  schools  and  six 
elementary  schools  of  Washington  County,  Md., 
under  a  program  opening  in  September.  By 
1958  all  47  schools  in  the  county  system  will  be 
equipped  for  closed  circuit  tv  instruction. 

Plans  for  the  educational  project  were  an- 
nounced Tuesday  by  William  M.  Brish,  county 

superintendent.  Over  6,000  pupils  in  the  eight 
schools  will  receive  daily  instruction  by  tv. 
Member  manufacturers  of  Radio-Electronics-Tv 
Mfrs.  Assn.  are  donating  equipment.  Fund  for 
the  Advancement  of  Education,  a  Ford  Founda- 

tion project,  is  financing  the  training  of  per- 
sonnel and  supervising  the  program.  Also  par- 

ticipating are  U.  S.  Office  of  Education,  Na- 
tional Education  Assn.  and  Joint  Council  on 

Educational  Television. 
Two  main  objects  of  the  test,  Mr.  Brish  said, 

are  to  discover  ways  of  using  closed-circuit  tv 
to  improve  public  education  and  to  test  ways 
of  meeting  the  teacher  shortage  in  the  face  of 
increasing  enrollment  and  lack  of  facilities. 

First  tv  instruction  will  be  offered  at  the  high 
school  level  in  9th  grade  science,  10th  grade 
mathematics,  10th  grade  U.  S.  history  and  12th 
grade  English.  Elementary  work  will  include 
6th  grade  science,  5th  grade  arithmetic,  4th 
grade  social  studies,  and  reading  and  number 
readiness  in  the  first  three  grades.  During  the 
first  term  no  pupil  will  receive  tv  instruction  in 
more  than  one  course. 

A  summer  workshop  will  be  held  in  Hagers- 
town  July  9-Aug.  17,  with  40  teachers  partici- 

pating. 

High  School  Students  Get 

College  Credit  on  KQED  (TV) 

OUTSTANDING  high  school  students  in  the 
San  Francisco  area  will  be  able  to  earn  three 
hours  of  college  credit  this  fall  via  a  television 
experiment  being  conducted  by  San  Francisco 
State  College  and  educational  KQED  (TV) 
there. 

Between  150  and  200  students  will  take  a 

psychology  course,  which  is  to  be  financed  by 
a  $125,177  grant  from  the  Fund  for  Advance- 

ment of  Education.  Two  weekly  45-minute 
tv  lectures  will  be  supplemented  by  a  two-hour 
campus  discussion  every  other  week.  Philco 

Corp.  is  participating  by  making  tv  sets  avail- 
able to  each  of  the  high  schools. 

The  college  will  present  four  other  regular 
undergraduate  courses  on  KQED  this  fall. 

Radio-Tv  Institute  Begins 

SIXTH  annual  Barnard  College-NBC  Sum- 
mer Institute  of  Radio  &  Tv  opened  last  week 

at  the  NBC  studios  in  New  York  for  six  weeks 
of  classes  devoted  to  various  phases  of  radio 
and  television.  The  institute  is  designed  to 

introduce  beginners  to  radio  and  tv  for  applica- 
tion in  the  community,  in  education  and  in  the 

commercial  field.  NBC  reported  a  registration 
of  56  students. 

EDUCATION  PEOPLE 

Norris  E.  Grover,  chief  engineer,  WKAR  East 

Lansing,  Mich.,  non-commercial  station  of 
Mich.  State  U.,  retired  after  28  years. 

James  E.  Lynch,  instructor  in  radio-tv,  State 
U.  of  Iowa,  Iowa  City,  to  Indiana  U.,  Bloom- 
ington,  as  assistant  professor  of  radio  and  tele- 

vision and  program  supervisor. 

EDUCATION  SHORTS 

WFAA  Dallas,  Tex.,  cooperating  with  South- 
ern Methodist  U.,  Dallas,  for  second  year 

in  presentation  of  summer  workshop  course  at 

station's  studios.  Station  staffers  aid  in  direct- 

ing classes. 
Allen  B.  DuMont  Labs,  Clifton,  N.J.,  has  in- 

stituted tuition  aid  plan  for  salaried  employes 

who  take  engineering  or  science  courses  at  col- 
lege level.  Under  plan,  employe  who  receives 

grade  "A"  or  equivalent  is  refunded  100%  of 

the  tuition  by  the  company;  grade  "B"  75% 

and  grade  "C,"  50%. 
Raytheon  Mfg.  Co.,  Waltham,  Mass.,  has  in- 

stituted new  engineering  development  program 

to  encourage  employes  to  attend  evening  col- 
lege classes  and  obtain  scientific  training.  Quali- 
fied employes  will  be  granted  tuition  and  other 

fees  and  stipend  for  books  and  study  at  ac- 
credited colleges  and  universities  with  evening 

divisions,  such  as  Boston  U.  and  Northeastern  U. 
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B*T  TELESTATUS 

A  monthly  situation  report  on 

present  and  planned  tv  stations 

and  television  network  shows 

JULY  1956 

Total  U.  S.  Stations  on  Air:  474 
(Commercial:  454;  Educational:  20) 

Total  Cities  With  Tv  Stations:  301 

Total  Tv  Homes:  35,000,000 
(U.  S.  Census  Bureau,  February  1956) 

ALABAMA 
ANDALUSIA  1  — 
WAIQ  (*2)  3/9/55-July 

BIRMINGHAM— 
►  WABT  (13)  NBC,  ABC;  Blair;  366,400;  N;  $800 
►  WBIQ  (*10) 
►  WBRC-TV  (6)  CBS;  Katz;  366,400;  N;  $800 
WJLN-TV  (48)  12/10/52-Unknown 

DECATURf— 
►  WMSL-TV  (23)  CBS,  NBC;  McGillvra;  31,800; 

$150 
DOTHAN— 
►  WTVY  (9)  CBS;  ABC;  Young;  37,200;  N;  $150 
MOBILE— 
►  WALA-TV    (10)    NBC,    ABC;  Headley-Reed; 

192,000;  N;  $450 
►  WKRG-TV    (5)    CBS;    Avery-Knodel;  187,000; 

N;  $450 
MONTGOMERY— 
►  WCOV-TV  (20)  CBS,  ABC;  Raymer;  78,600;  N; 

$200 ►  WSFA-TV  (12)  NBC;  Katz;  129.000;  N;  $450 
MUNFORDf— 
WTIQ  (*7) 

SELMAf — 
WSLA  (8)  2/52/54-Unknown 

ARIZONA 
FLAGSTAFF— 

Flagstaff  Telecasting  Co.  (9)  5/29/56-Unknown 
MESA  (PHOENIX)— 
►  KVAR  (12)  NBC;  Raymer;  148,880;  N;  $450 
PHOENIX— 
►  KOOL-TV  (10)  CBS;  Hollingbery;   175,000;  N; 

$500 
►  KPHO-TV  (5)  Katz;  143,880;  N;  $360 
►  KTVK  (3)  ABC;  Weed;  175,000;  N.  LF,  LS;  $400 
TUCSON— 
►  KDWI-TV  (9)  Headley-Reed;  $350 
►KOPO-TV  (13)  CBS;  Hollingbery;  54,253;  $300 
►  KVOA-TV    (4)    NBC,   ABC;   Branham;  54.253; 

$300 
YUMAf— 
►  KIVA   (11)   CBS.  NBC,  ABC;  Ravmer;  27.500; 

$200 KYAT  (13)  1/25/56-Unknown 
ARKANSAS 

EL  DORADO— 
►  KRBB  (10)  NBC,  ABC;  Pearson;  55,000;  $200 
FORT  SMITH—  t 
►  KFSA-TV  (22)  NBC,  ABC,  CBS;  Pearson;  40,- 

600;  $200 
KNAC-TV  (5)  Rambeau;  6/3/54-Unknown 

HOT  SPRINGS— 
KSPS  (9)  2/16/56-Unknown 

JONESBOROf— 
KBTM-TV  (8)  1/12/55-Unknown 

Broadcasting   •  Telecasting 

LITTLE  ROCK— 
►  KARK-TV  (4)  NBC;  Petry;  159.904;  N;  $450 
►  KTHV  (11)  CBS;  Branham;  159,148;  N;  $450 
►  KATV  (7)  (See  Pine  Bluff) 
PINE  BLUFF — 
*-KATV  (7)  ABC;  Avery-Knodel;  118,694;  N;  $450 
TEXARKANA— 
►  KCMC-TV  (6)  (See  Texarkana,  Tex.) 

CALIFORNIA 
BAKERSFIEID— 
►  KBAK-TV  (29)  ABC;  Weed;  100,000;  $300 
►  KERO-TV  (10)  NBC,  CBS;  Hollingbery;  183,000; 

N;  $500 
BERKELEY  (SAN  FRANCISCO)— +■  KQED  (*9) 

CHICO— >■  KHSL-TV  (12)  CBS,  ABC;  Averv-Knodel:  70,- 
900;  $250 

CORONAf — 
KCOA  (52)  9/16/53-Unknown 

EUREKA 
►  KIEM-TV   (3)    CBS,   ABC,   NBC;  Hoag-Blair; 31,000;  $250 

FRESNO— >■  KFRE-TV  (12)  CBS;  Blair;  $650 
►  KJEO  (47)  ABC;  Branham;  170.000;  N.  LL.  LS; 

$500 ►  KMJ-TV  (24)  NBC;  Raymer;  170.000;  N.  LF,  LS; 

$550 KBID-TV  (53)  See  footnote 
LOS  ANGELES 
►  KABC-TV  (7)  ABC;  Katz;  2,444,064;  $2,000 
►  KCOP  (13)  Petrv;  2.444,064;  $1,250 
►  KHJ-TV  (9)  H-R;  2.444.064;  N;  $1,200 
►  KNXT  (2)  CBS:  CBS  Spot  Sis.;  2,444,064;  N,  LS. 

T  F.  LL;  $2  700 
►  KRCA  (4)  NBC;  NBC  Spot  Sis.;  2.444,064;  N,  LS. 

LF;  $3,600 
►  KTLA   (5)   Raymer;  2.444.064;  N.  LS.  LF.  LL; 

$1,750 ►  KTTV  (11)  Blair;  2.444.064;  $2,000 
KBIC-TV  (22)  2/10/52-Unkown 

MODESTOf— 
KTRB-TV  (14)  2/17/54-Unkno\vn 

OAKLAND  (SAN  FRANCISCO)— 
Channel  Two  Inc.  (2)  Initial  Decision  6/20/56 

REDDING— KVIP  (7)  3/28/56-August;  Branham;  $225 
SACRAMENTO 
►  KBET-TV  (10)  CBS;  H-R:  390.000;  N,  LL.  LF, 

LS:  $700 
►  KCCC-TV  (40)  ABC;  Weed;  165,000;  $450 
►  KCRA-TV  (3)  NBC;  Petry;  354,401;  N,  LF,  LS; 

$750 

KGMS-TV  (46)  3/2/56-Unkno\vn 
SALINAS  (MONTEREY) — 
►  KSBW-TV  (8)  CBS,  ABC,  NBC;  H-R;  110,879; 

$350 
SAN  DIEGO— 
►  KFMB-TV  (8)  CBS,  ABC:  Petry;  418.997;  N; 

$900 
>■  KFSD-TV  (10)   NBC,  ABC;   Katz;   418,997;  N; 

$850 

SAN  FRANCISCO— 
►  KGO-TV  (7)  ABC:  Blair;  1.263.097;  $1,700 
►  KPIX-TV  (5)  CBS;  Katz;  1,263.097;  N.  LS;  $1,700 
►  KRON-TV  (4)  NBC:  Peters.  Griffin,  Woodward; 

1,263.097;  N.  LS,  LF,  LL;  $1,500. 
►  KSAN-TV  (32)  Stars  National;  325.000;  $225 
KBAY-TV  (20)  3/11/53-Unknown  (granted  STA 9/15/54) 

SAN  JOSEf— ►  KNTV  (11)  Boiling;  548,159;  $350 

SAN  LUIS  OBISPO — 
►  KVEC-TV  (6)  ABC,  CBS;  H-R;  102,966;  $200 
SANTA  BARBARA— 
►  KEYT  (3)  ABC,  CBS,  NBC;  Hollingbery;  227,- 

918;  $450 
STOCKTONf— 
►  KOVR  (13)  Avery-Knodel;  1,141,290;  $800 
TULARE  (FRESNO)— ►  KVVG  (27)  150,000:  $325 

COLORADO 

COLORADO  SPRINGS— 
►  KKTV  (11)  CBS,  ABC;  Boiling;  61,701;  $200 
►  KRDO-TV  (13)  NBC;  Pearson;  44,000;  $175 

SAVE  this  monthly  Telestatus  section 
which  is  perforated  for  your  convenience. 
Additional  copies  are  available.  Write 
Readers  Service  Dept.,  Broadcasting  • 
Telecasting,  1735  DeSales  St.,  N.  W., 

Washington  6,  D.  C.  • 

DENVER— 
►  KBTV   (9)   ABC;   Peters,   Griffin,  Woodward; 

377,689;  $650 
►  KLZ-TV  (7)  CBS;  Katz;  377,689;  N;  $700 
►  KOA-TV  (4)  NBC;  NBC  Spot  Sis.;  377,689;  N; 

$650 

►  KRMA-TV  (*6) ►  KTVR  (2)  Hoag-Blair;  377,689;  N;  $500 
GRAND  JUNCTIONf— ►  KREX-TV  (5)  NBC,  CBS,  ABC;  Holman;  $150 

MONTROSE— KFXJ-TV    (10)    2/23/56-7/15/56    (Satellite  of 
KREX-TV  Grand  Junction) 

PUEBLO— 
►  KCSJ-TV  (5)  NBC;  Pearson;  56,000;  $150 

CONNECTICUT 

BRIDGEPORT — ►  WICC  (43)  ABC;  Young;  72.340;  $200 
WCTB  (*71)  1/29/53-Unknown 

HARTFORD — ►  WGTH-TV  (18)  CBS;  H-R;  360,000;  $500 
WCHF  (*24)  1/29/53-Unknown 
Travelers  Bcstg.  Service  Corp.  (3)  Initial  Deci- sion 5/31/55 

NEW  BRITAIN— ►  WKNB-TV  (30)  NBC;  Boiling;  373,596;  N;  $500 
NEW  HAVENf — 
►  WNHC-TV  (8)  ABC,  CBS;  Katz;  948,702;  N,  LF, 

LS;  $300 
WELI-TV  (59)  H-R;  6/24/53-Unknown 

NEW  LONDON  I  — WNLC-TV  (26)  12/31/52-Unknown 
NORWICHf— 
WCNE  C63)  1/29/53-Unknown 

STAMFORDf — 
WSTF  (27)  5/27/53-Unknown 

WATERBURY— ►  WATR-TV  (53)  ABC;  Stuart;  217,554;  $200 

DELAWARE 

WILMINGTON— ►  WPFH  (12)  NBC;  Raymer;  2,051.000;  N,  LS,  LF; 

$1,000 

DISTRICT  OF  COLUMBIA 

WASHINGTON— ►  WMAL-TV  (7)  ABC;  H-R;  $1,200 
►  WRC-TV  (4)  NBC;  NBC  Spot  Sis.;  754,000;  N; 

$1,250 
►  WTOP-TV  (9)  CBS;  CBS  Spot  Sis.;  704,300;  N, 

LS;  $1,500 ►  WTTG  (5)  Raymer;  700,000;  $600 
WOOK-TV  (14)  2/24/54-Unknown 

FLORIDA 

DAYTONA  BEACHf— ►  WESH-TV  (2)  Petry;  $200 

FORT  LAUDERDALE— ►  WITV  (17)  ABC;  Forioe;  375,000  (also  Miami); 

$500 

FORT  MYERSf— ►  WINK-TV  (11)  CBS,  ABC;  McGillvra;  23,500; 

$150 

FORT  PIERCEf — 
WTVI  (19)  4/19/55-Unknown 

JACKSONVILLE — ►  WJHP-TV  (36)  ABC,  NBC;  Petry;  98,896;  N; 

$200 

►  WMBR-TV  (4)  CBS,  ABC;  CBS  Spot  Sis.;  367,- 238;  N;  $700 
WQIK-TV  (30)  Stars  National;  8/12/53-Unknown 
Jacksonville  Bcstg.  Corp.  (12)  Initial  Decision 4/4/55 

MIAMI— 
►  WGBS-TV  (23)  NBC;  Katz;  278,869;  N;  $500 
►  WTHS-TV  (*2) 
►  WTVJ  (4)  CBS.  ABC;  Peters,  Griffin,  Wood- ward: 371.500;  N,  LL,  LF,  LS;  $900 
*-  WITV  (17)  See  Fort  Lauderdale 
WCKT  (7)  1/19/56-7/29/56;  NBC  Spot  Sis.;  $950 
WMFL  (33)  12/9/53-Unknown 

MIAMI  BEACHf— 
WKAT  Inc.  (10)  Initial  Decision  3/30/55 

ORLANDO— ►  WDBO-TV   (6)   CBS,  ABC,  NBC;  Hoag-Blair; 164,000;  N;  $250 
WEAL-TV  (18)  9/21/55-Unknown 
WORZ  Inc.  (9)  Initial  Decision  8/10/55 

PANAMA  CITY— ►  WJDM  (7)  ABC,  CBS,  NBC;  Hollingbery;  30,100; 

$150 

PENSACOLA— ►  WEAR-TV  (3)  ABC,  CBS;  Hollingbery;  152,000; 

N;  $300 WPFA-TV  (15)  See  footnote 

ST.  PETERSBURG— ►  WSUN-TV  (38)  ABC;  Venard;  301,900;  $400 
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HOW  TO  READ  THIS  LISTING 

Each  station  or  grantee  is  listed  in  the 
city  where  licensed. 

Triangle  (►):  station  on  air  with  reg- 
ular programming.  Date  of  grant  is 

shown  for  permittees,  followed  by 
planned  starting  date  when  known. 
Channel  number  is  in  parentheses,  fol- 

lowed by  national  network  affiliations 
and  sales  representatives,  estimated  sets 

in  coverage  area  and  station's  highest 
one-time  hourly  rate. 

Set  figures  are  provided  by  stations. 
Queries  on  set  figures  should  be  directed 
to  stations. 

Asterisk  (*):  non-commercial  outlet. 
Dagger  (t):  not  interconnected. 
Data  on  station  color  equipment:  N. 

equipped  for  network  color;  LS,  local 
color  slides;  LF,  local  color  film;  LL, 
local  live  color. 



B-T  TELESTATUS 

TAMPA— 
►  WFLA-TV  (8)  NBC;  Blair;  319,542;  N,  LF,  LS; 

$600 ►  WTVT  (13)  CBS;  Avery-Knodel;  301,900;  N,  LF, 
LS;  $600 

WEST  PALM  BEACH— 
►  WEAT-TV  (12)  ABC,  CBS;  H-R;  90,000;  $225 
►  WJNO-TV  (5)  NBC,  CBS;  Venard;  295,306;  $275 

WRIK-TV  (21)  See  footnote 
GEORGIA 

ALBANYf — 
►  WALB-TV  (10)  ABC,  NBC;  Venard;  $45,000;  $200 
ATLANTA— 
►  WAGA-TV  (5)  CBS;  Katz;  578,000;  N,  LS,  LF; 

$1,000 ►  WLWA  (11)  ABC;  WLW  Sales;  548,250;  $800 
►  WSB-TV  (2)  NBC;  Petry;  556,460;  N,  LS,  LF; 

fi,ooo WATL-TV  (36)  See  footnote 
WETV  (*30)  3/21/56-Unknown 

AUGUSTA— ►  WJBF  (6)  NBC,  ABC;  Hollingbery;  188,565;  N; 
$300 ►  WRDW-TV  (12)  CBS;  Branham;  170,000;  $300 

COLUMBUS— 
►  WDAK-TV  (28)  NBC,  ABC;  Headley-Reed;  136,- 

959*  N"  $220 
►  WRBL-TV  (4)  CBS,  ABC;  Hollingbery;  187,327; 

N;  $300 
MACON— 
►  WMAZ-TV  (13)  CBS,  ABC;  NBC  (per  program 

basis);  Avery-Knodel;  117,778;  N;  $300 
WOKA  (47)  See  footnote 

ROMEf— 
►  WBOM-TV  (9)  McGillvra;  174,330;  $150 
SAVANNAH— 
►  WSAV-TV  (3)  NBC,  ABC;  Hoag-Blair;  150,501; 

N;  $315 
►  WTOC-TV  (11)  CBS,  ABC;  Avery-Knodel;  153,- 

142;  N;  $250 
THOMASVILLEf  (TALLAHASSEE,  FLA.)— 
►  WCTV  (6)  CBS,  NBC,  ABC;  Meeker;  80,564; 

$250 
IDAHO 

BOISEf— 
►  KBOI-TV  (2)  CBS;  Peters,  Griffin,  Woodward; 

65,025;  $200 
►  KLDO-TV  (7)  ABC,  NBC;  Hoag-Blair;  53,200; 

$250 
IDAHO  FALLSf— 
►  KID-TV  (3)  CBS,  ABC,  NBC;  Gill-Perna;  54,- 

040;  $200 
LEWISTONf— 
►  KLEW-TV  (3)  CBS,  ABC,  NBC;  Weed;  21,000; 

$150  (satellite  of  KIMA-TV  Yakima,  Wash.) 
POCATEUOf— 

KSEI-TV  (6)  4/25/56-Unknown 
TWIN  FALLSf— 
►  KLXX-TV  (11)   CBS,  ABC,  NBC;  Gill-Perna; 

21,000;  $150 
KHTV  (13)  11/9/55-Unknown 

ILLINOIS 

BLOOMINGTON— 
►  WBLN  (15)  McGillvra;  113,242;  $200 
CHAMPAIGN— 
►  WCIA  (3)  CBS,  NBC;  Hollingbery;  312,028;  N; 

$800 
CHICAGO— 
►  WBBM-TV  (2)  CBS,  CBS  Spot  Sis.;  2,323,200; 

N;  $3,300 
►  WBKB  (7)  ABC;  Blair;  2,397,500;  $2,400 
►  WGN-TV  (9)  Petry;  2,325,000;  $1,800 
►  WNBQ  (5)  NBC;  NBC  Spot  Sis.;  2,287,000;  N, 

LL,  LS,  LF;  $4,000 
►  WTTW  (*11) 
WHFC-TV  (26)  1/8/53-Unknown 
WIND-TV  (20)  3/9/53-Unknown 
WOPT  (44)  2/10/54-Unknown 

DANVILLE— 
►  WDAN-TV  (24)  ABC;  Everett-McKinney;  50,- 

000;  $150 
DECATUR— 
►  WTVP  (17)  ABC,  NBC,  CBS;  Boiling;  190,000; 

$300 
EVANSTONf— 
WTLE  (32)  8/12/53-Unknown 

HARRISBURGf— 
►  WSIL-TV  (22)  ABC;  Walker;  30,000;  $150 
PEORIA— 
►  WEEK-TV  (43)  NBC;  Headley-Reed;  244.420;  N; 

$475 ►  WTVH  (19)  CBS,  ABC;  Petry;  169,000;  N;  $450 
WIRL  Tv  Co.  (8)  Initial  Decision  11/5/54 

QUINCY  (HANNIBAL,  MO.)— 
►  WGEM-TV  (10)  ABC,  NBC;  Young;  150,000;  N; £200 
►  KHQA-TV  (7)  See  Hannibal,  Mo. 
ROCKFORD— 
►  WREX-TV  (13)  CBS,  ABC;  H-R;  255,915;  N;  $400 
►  WTVO  (39)  NBC;  Headley-Reed;  116,000;  $250 
ROCK  ISLAND  (DAVENPORT,  MOLINE)— 
►  WHBF-TV  (4)  CBS,  ABC;  Avery-Knodel;  285,- 

427;  N;  $800 
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SPRINGFIELD— 
►  WICS  (20)  ABC,  NBC;  Young;  103,580;  $250 

Sangamon  Valley  Tv  Corp.  (2)  Initial  Decision 
11/30/54 

URBANAf— 
►  WILL-TV  (*12) 

INDIANA 
ANDERSONf — 
WCBC-TV  (61)  3/16/56-Unknown 

BLOOMINGTON— 
►  WTTV  (4)  ABC,  NBC;  Meeker;  647,781  (also  In- dianapolis); N;  $800 
ELKHART  (SOUTH  BEND)— 
►  WSJV  (52)  ABC;  H-R;  215,814;  $300 
EVANSVILLE— 
►  WFIE  (62)  ABC,  NBC;  Venard;  126,088;  $350 
►  WEHT  (50)  See  Henderson,  Ky. 
WTVW  (7)  Hollingbery;  $600;  12/21/55-Septem- ber  , 

FORT  WAYNE— 
►  WKJG-TV  (33)  NBC;  Raymer;  144,230;  N;  $450 
►  WINT  (15)  See  Waterloo 
WANE-TV  (69)  Boiling;  9/29/54-Unknown 

INDIANAPOLIS— 
►  WFBM-TV  (6)  NBC;  Katz;  660,000;  N,  LL,  LF, 

LS;  $960 
►  WISH-TV  (8)  CBS;  Boiling;  660,000;  N;  $1,200 
►  WTTV  (4)  See  Bloomington 

Mid- West  Tv  Corp.  (13)  Initial  Decision  6/7/55 

LAFAYETTE— ►  WFAM-TV  (59)  CBS;  Rambeau;  115,750;  $200 

MUNCIE— ►  WLBC-TV    (49)    ABC,    CBS,    NBC;  Holman, 
Walker;  107,250;  N;  $225 

PRINCETONf — 
WRAY-TV  (52)  See  footnote 

SOUTH  BEND  (ELKHART)— 
►  WNDU-TV  (46)  NBC;  Petry;  186,000;  N,  LL, 

LS;  $500 
►  WSBT-TV  (34)  CBS;  Raymer;  206,363;  N;  $400 
TERRE  HAUTE— 
►  WTHI-TV  (10)  CBS,  ABC,  NBC;  Boiling;  180,- 

920;  N;  $400 
WATERLOO  (FORT  WAYNE)— 
►  WINT  (15)  CBS,  ABC;  H-R;  139,625;  N;  $300 

IOWA 

AMES— 
►  WOI-TV  (5)  ABC;  Weed;  325,000;  N;  $500 
CEDAR  RAPIDS— 
►  KCRG-TV   (9)   ABC;  Hoag-Blair;  325,977;  N; 

$325 

►  WMT-TV  (2)  CBS;  Katz;  213,029;  N;  $500 
DAVENPORT  (MOLINE,  ROCK  ISLAND)— 
►  WOC-TV  (6)  NBC;  Peters,  Griffin,  Woodward; 

317,902;  N;  $800 

DES  MOINES— ►  KRNT-TV  (8)  CBS;  Katz;  N;  $700 
►  WHO-TV  (13)  NBC;  Peters,  Griffin,  Woodward; 

284,500;  N,  LF,  LS;  $700 
KGTV  (17)  See  footnote 

FORT  DODGE— ►  KQTV  (21)  NBC;  Pearson;  42,870;  $150 

MASON  CITY— ►  KGLO-TV  (3)  CBS;  Weed;  135,932;  $200 

OTTUMWA— ►  KTVO  (3)  (See  Kirkville,  Mo.) 

SIOUX  CITY— ►  KTP7  (4)  NBC;  Hollingbery;  187,743;  N;  $350 
►  KVTV  (9)  CBS,  ABC;  Katz;  179,521;  N;  $425 

WATERLOO— ►  KWWL-TV   (7)   NBC;   Avery-Knodel;  324,866; 

$500 

KANSAS 

ENSIGN— KTVC  (6)  1/25/56-Unknown 
GOODLANDf — 
KWGB-TV  (10)  5/11/55-Unknown 

GREAT  BEND— ►  KCKT  (2)  NBC;  Boiling;  176,097;  $250 

HUTCHINSON  (WICHITA)— 
►  KTVH  (12)  CBS;  H-R;  234,125;  N;  $500 
►  KAKE-TV  (10)  See  Wichita 
KARD-TV  (3)  See  Wichita 

MANHATTAN-)-— KS AC-TV  (*8)  7/24/53-Unknown 

PITTSBURG— ►  KOAM-TV  (7)  NBC,  ABC;  Katz;  161,851;  $300 

TOPEKA— ►  WIBW-TV  (13)  CBS,  ABC;  Capper;  529,346;  N; 

$550 
WICHITA  (HUTCHINSON)— 
►  KAKE-TV  (10)  ABC;  Katz;  260,000;  N;  $425 
►  KARD-TV  (3)  NBC;  Petry;  265,430;  N,  LF,  LS; 

$550 

►  KTVH  (12)  See  Hutchinson 
KEDD  (16)  See  footnote 

New  TV  Stations 

THE  following  tv  stations  started  regular 
programming  within  the  past  month: 

WESH-TV  Daytona  Beach,  Fla.  (ch. 
2);  WTRI  Albany,  N.  Y.  (ch.  35); 
WISC-TV  Madison,  Wis.  (ch.  3);  WTWV 
Tupelo,  Miss.  (ch.  9),  and  CFCL-TV 
Timmins,  Ont.  (ch.  6). 

KENTUCKY 

ASHLAND  t  — 
WPTV  (59)  Petry;  8/14/52-Unknown 

HENDERSON  (EVANSVILLE,  IND.) — ►  WEHT  (50)  CBS;  Meeker;  99,648;  N;  $300 

LEXINGTONf — ►  WLEX-TV  (18)  NBC,  ABC;  Boiling;  $190 
WLAP-TV  (27)  12/3/53-Unknown 

LOUISVILLE— ►  WAVE-TV  (3)  NBC,  ABC;  NBC  Spot  Sis.;  506,- 
966;  N;  $1,025 

►  WHAS-TV   (11)   CBS;  Harrington,  Righter  & 
Parsons  (last  reported  set  count  in  July  1952 
was  205,544);  N;  $1,000 

WQXL-TV  (41)  Forjoe;  1/15/53-Unknown 
WKLO-TV  (21)  See  footnote 

NEWPORTf — 
WNOP-TV  (74)  12/24/53-Unknown 

OWENSBORO— WKYT  (14)  3/14/56-Unknown 
PADUCAHf — Columbia  Amusement  Co.  (6)  Initial  Decision 

4/11/55 LOUISIANA 

ALEXANDRIA— ►  KALB-TV  (5)  NBC,  ABC,  CBS;  Weed;  126,400; 

$250 

BATON  ROUGE— ►  WAFB-TV  (28)  CBS,  ABC;  Young;  104,000;  $250 
►  WBRZ  (2)  NBC,  ABC;  Hollingbery;  160,149;  N; 

$300 

LAFAYETTE— ►  KLFY-TV  (10)  CBS;  Venard;  72,000;  $200 
LAKE  CHARLES 
►  KPLC-TV  (7)  NBC,  ABC;  Weed;  100,537;  $250 
►  KTAG  (25)  CBS;  Young;  62,640;  $150 

MONROE— 
►  KNOE-TV  (8)  CBS,  ABC,  NBC;  H-R;  298,200; 

N;  $400 KLSE  (*13)  12/14/55-Unknown 

NEW  ORLEANS— ►  WDSU-TV  (6)  ABC,  CBS,  NBC;  Blair;  392,236; 
N,  LF,  LL;  $900 

►  WJMR-TV  (20)  CBS,  ABC;  Boiling;  157,782;  N; 

$300 

WCKG  (26)  Gill-Perna;  4/2/53-Unknown 
WYES  (*8)  2/17/56-Unknown 
Times-Picayune  Pub.  Co.  (4)  Initial  Decision 
7/7/55 

SHREVEPORT— ►  KSLA-TV  (12)  ABC,  CBS;  Raymer;  N;  166,000; 

$400 

►  KTBS-TV  (3)  NBC,  ABC;  Petry;  249,695;  N; 

$400 

MAINE 

BANGOR— ►  WABI-TV  (5)  ABC,  NBC;  Hollingbery;  98,000; 

N;  $150 ►  WTWO  (2)  CBS;  Venard;  $250 

LEWISTON— 
WLAM-TV  (17)  See  footnote 

POLAND  SPRING— 
►  WMTW  (8)  CBS,  ABC;  Harrington,  Righter  & 

Parsons;  250,000;  $400 

PORTLAND— ►  WCSH-TV  (6)  NBC;  Weed;  190,200;  N;  $400 
►  WGAN-TV  (13)   CBS;   Avery-Knodel;  185,000; 

N;  $400 PRESOUE  ISLE— WAGM-TV  (8)  3/27/56-Unknown 
MARYLAND 

BALTIMORE — ►  WAAM  (13)  ABC;  Harrington,  Righter  &  Par- 
sons; 683,045;  $1,100 

►  WBAL-TV  (11)  NBC;  Petry;  704,063;  N,  LL,  LS. 

LF;  $1,250 ►  WMAR-TV  (2)  CBS;  Katz;  678,977;  N,  LF,  LS; 

$1  250 

WITH-TV  (72)  Forjoe;  12/18/52-Unknown 
WTLF  (18)  12/9/53-Unknown 

SALISBURYf— 
►  WBOC-TV  (16)  ABC,  CBS;  Headley-Reed;  55,- 

155;  $200 
MASSACHUSETTS 

BOSTON— 
►  WBZ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

1,420,106;  N,  LS,  LF;  $2,250 
►  WGBH-TV  (*2)  N,  LL,  LF,  LS 
►  WNAC-TV  (7)  CBS,  ABC;  H-R;  1,420,106;  N; 

$2,600 

►  WMUR-TV  (9)  (See  Manchester,  N.  H.) 
WXEL  (38)  10/12/55-Unknown 
WJDW  (44)  3/12/53-Unknown Greater  Boston  Tv  Corp.  (5)  Initial  Decision 

1/4/56 
BROCKTONf — 
WHEF-TV  (62)  7/30/53-Unknown 

CAMBRIDGE  (BOSTON)— 
WTAO-TV  (56)  See  footnote 

PITTSFiELDf — WMGT  (19)  ABC;  Walker;  $250  (Temporarily 
off  air  because  of  wind  damage;  plans  return 
in  September.) 

SPRINGFIELD — ►  WHYN-TV  (55)  CBS;  Branham;  230.000;  N;  $400 
►  WWLP  (22)  NBC,  ABC;  Hollingbery;  230,000;  N. 

LS;  $500 

WORCESTER— WWOR-TV  (14)  See  footnote 
WAAB-TV  (20)  Forjoe;  8/12/53-Unknown 

MICHIGAN 

ANN  ARBOR— ►  WPAG-TV  (20)  Everett-McKinney;  31,000;  $150 
WUOM-TV  (*26)  11/4/53-Unknown 

Broadcasting    •  Telecasting 



BAY  CITY  (MIDLAND,  SAGINAW)— 
►  WNEM-TV  (5)  NBC,  ABC;  Headley-Reed;  312,- 

555;  N;  $575 
CADILLAC— 
►  WWTV  (13)  CBS,  ABC;  Weed;  355,196;  $300 
DETROIT— 
►  WJBK-TV  (2)  CBS;  Katz;  1,590,400;  N;  $2,200 
►  WTVS  (*56) 
►  WWJ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

1,610,000;  N,  LF,  LS;  $2,000 
►  WXYZ-TV  (7)  ABC;  Blair;  1,600,000:  N;  $1,800 
►  CKLW-TV   (9)   CBC;   Young;   1,568,000;  $1,100 

(See  Windsor,  Ont.) 
WBID-TV  (50)  11/19/53-Unknown 

EAST  LANSINGf— 
►  WKAR-TV  (*60) 
FLINTf — 
WJRT  (12)  CBS;  Harrington,  Righter  &  Par- 

sons; 5/12/54-October 
GRAND  RAPIDS— 
►  WOOD-TV  (8)  NBC,  ABC;  Katz;  606,510;  N; 

$1,175 
WMCM  (23)  9/2/54-Unknown 

IRONWOOD— 
WJMS-TV  (12)  11/30/55-Unknown 

KALAMAZOO— 
►  WKZO-TV  (3)  CBS,  ABC,  NBC;  Avery-Knodel; 

620,500;  N;  $1,000 
LANSTG— 
►  WJIM-TV  (6)  NBC,  CBS,  ABC;  Petry;  445,000; 

N;  $800 
►  WTOM-TV  (54)  ABC;  McGillvra;  60,850;  $200 
MARQUETTEf— 
►  WDMJ-TV  (6)  Weed 
SAGI  AW  (BAY  CITY,  MIDLAND) 
►  WKNX-TV  (57)  CBS,  ABC;  Gill-Perna;  152,000; 

N;  $375 
TRAVERSE  CITY— 
►  WPBN-TV  (7)  NBC;  Holman;  56,920;  $144 

MINNESOTA 
AUSTIN — 
►  KMMT  (6)  ABC;  Avery-Knodel;  115,126;  $200 
DULUTH  (SUPERIOR,  WIS.)— 
►  KDAL-TV    (3)    CBS,    ABC;  Avery-Knodel; 

127,500;  $400 
►  WDSM-TV  (6)  See  Superior,  Wis. 
WFTV  (38)  See  footnote 

MINNEAPOLIS-ST.  PAUL— 
►  KEYD-TV  (9)  Branham;  630,000;  $450 
►  KSTP-TV  (5)  NBC;  Petry;  615,000;  N,  LS,  LF; 

$1,450 
►  WCCO-TV  (4)  CBS;  Peters,  Griffin,  Woodward; 

N,  LL;  $1,475 
►  WTCN-TV  (11)  ABC;  Katz;  650,000;  $800 
ROCKF^;?— 
►  KROC-TV  (10)  NBC,  ABC;  Meeker;  120,000;  N; 

$250 
MISSISSIPPI 

BILOXlf— 
WVMI  (13)  Initial  Decision  6/5/56 

COLUWUSf— 
WCBI-TV    (4)    CBS,    NBC;    McGillvra;  $150 
7/28/54-7/13/56 

HATTIESBURGf— 
►  WDAM-TV  (9)  NBC,  ABC;  Pearson;  $175 
JACKOT';— 
►  WJTV  (12)  CBS,  ABC;  Katz;  149,000;  $360 
►  WLBT  (3)  NBC;  Hollingbery;  175,000;  N;  $360 
MERI  HAW— 
►  WTOK-TV    (11)    ABC,   CBS,   NBC;  Headley- Reed;  79,087;  $250 
WCOC-TV  (30)  See  footnote 

TUPELOf— 
►•WTWV  (9)  $150 

MISSOURI 

CAPE  GIRARDEAU— 
►  KFVS-TV    (12)    CBS,    NBC,    ABC;  Headlev- 

Reed;  155,400;  N;  $400 
COLUMBIA — 
►  KOMU-TV  (8)  NBC,  ABC;  H-R;  98,777;  $250 
HA'«   I3AL  (QUINCY,  ILL.) 
►  KHQA-TV  (7)  CBS;  Weed;  149,060;  N;  $250 
►  WGEM-TV  (10)  See  Quincy.  111. 
JEFFERSON  CITY— 
►  KRCG  (13)  CBS;  Hoag-Blair;  87,815;  $250 
JOPIJN— 
►  KSWM-TV  (12)  CBS;  Venard;  113,500;  N;  $225 
KANSAS  CITY— 
►  KCMO-TV  (5)  CBS;  Katz;  571,232;  N;  $1,200 
►  KMBC-TV  (9)  ABC;  Peters.  Griffin,  Woodward; 

571,232;  N,  LS,  LF,  LL;  $540  (naif-hour) 
►  WDAF-TV   (4)   NBC;   Harrington,  Righter  & 

Parsons;  571,232;  N,  LS,  LF,  $960 
KIRKSVILLE— 
►  KTVO  (3)  CBS,  NBC;  Boiling;  187,765;  N;  $300 
ST.  JOSEPH— 
►  KFEQ-TV  (2)  CBS;  Headley-Reed;  161,079;  $350 
ST.  LOUIS— 
►  KETC  (*9) 
►  KSD-TV  (5)  ABC.  CBS.  NBC;  NBC  Spot  Sis.; 

921,618;  N,  LS,  LF;  $1,200 
►  KTVI  (36)  ABC,  CBS;  Weed;  422,422;  $400 
►  KWK-TV  (4)  CBS,  ABC;  Katz;  N;  $1,500 
SEDAUAf— 
►  KDRO-TV  (6)  Pearson;  57,000;  $200 
SPRINGFIELD— 
►  KTTS-TV  (10)  CBS;  Weed;  111,146;  N;  $250 
►  KYTV  (3)  NBC;  Hollingbery;  102,519;  N;  $275 

MONTANA 
BILLINGS  I  — 
►  KOOK-TV  (2)  CBS,  ABC,  NBC;  Headley-Reed; 28,500;  $150 

KGHL-TV  (8)  11/23/55-Unknown 

BUTTEf— 
►  KXLF-TV  (6)  ABC;  No  estimate  given;  $50 
GREAT  FALLSf— 
►  KFBB-TV  (5)   CBS,  ABC,  NBC;  Hoag-Blair; 27,500;  $150 

MISSOULAf— 
►  KGVO-TV  (13)  CBS,  ABC;  Gill-Perna;  24,870; 

$150 NEBRASKA 

HASTINGS— 
►  KHAS-TV  (5)  NBC;  Weed;  71,992;  N;  $200 
HAYES  CENTERf— 
►  KHPL-TV    (6)    (Satellite   of  KHOL-TV  Hol- drege) 

KEARNEY  (HOLDREDGE)— 
►  KHOL-TV  (13)  CBS,  ABC;  Meeker;  92,726;  N; 

$300 
LINCOLN— 
►  KOLN-TV    (10)    ABC,    CBS;  Avery-Knodel; 156,174;  $400 
►  KUON-TV  (*12) 

OMAHA — ►  KMTV  (3)  NBC,  ABC;  Petry;  370,021;  N,  LL, LS,  LF;  $900 
►  WOW-TV  (6)  CBS;  Blair;  367,353;  N;  $850 
KETV  (7)  4/27/56-Unknown 

SCOTTSBLUFFf — 
►  KSTF  (10)   (Satellite  of  KFBC-TV  Cheyenne, Wyo.) 

NEVADA 

HENDERSON  (LAS  VEGAS)— 
►  KLRJ-TV  (2)  NBC,  ABC;  Pearson;  30,000;  N; 

$250 
LAS  VEGAS— 
►  KLAS-TV  (8)  CBS;  Weed;  29,003;  $250 
►  KLRJ-TV  (2)  See  Henderson 
►  KSHO-TV  (13)  Forjoe;  27,900;  $200 

RENO— ►  KZTV  (8)  CBS,  ABC,  NBC;  Pearson;  25,000; 
$300 KAKJ  (4)  4/19/55-Unknown 

NEW  HAMPSHIRE 

KEE^Ff— 
WKNE-TV  (45)  4/22/53-Unknown 

MANCHESTER  (BOSTON)— 
►  WMUR-TV  (9)  ABC,  CBS;  Forjoe;  1.127,959; 

$600 MT.  WASHINGTON;  — 
►  WMTW  (8)  See  Poland  Spring,  Me. 

NEW  JERSEY 

ASBURY  PARKf— 
WRTV  (58)  See  footnote 

ATLANTIC  CITY— 
WOCN  (52)  1/8/53-Unknown 
WFPG-TV  (46)  See  footnote 

CAMDENf — 
WKDN-TV  (17)  1/28/54-Unknown 

NEWARK  (MEW  YORK  CITY)— 
►  WATV  (13)  Petry;  4,730,000;  $2,000 
NEW  BRUNSWICKf— 
WTLV  (*19)  12/4/52-Unknown 

NEW  MEXICO 

ALBUQUERQUE— 
►  KGGM-TV  (13)  CBS;  Weed:  74.183:  $300 
►  KOAT-TV  (7)  ABC:  Hollingbery;  62.000;  $200 
►  KOB-TV  (4)  NBC;  Branham;  74,942;  $300 

CARLSBAD— KAVE-TV  (6)  Branham;  $150;  6/22/55-August 

CLOVIS— KICA-TV  (12)  2/23/56-Unknown 

ROSWELL— ►  KSW.S-TV  (8)  NBC,  ABC,  CBS;  Meeker;  34.687: 

$250 SANTA  FE— 
KVIT  (2)  1/25/56-Unknown 

NEW  YORK 

ALBANY  (SCHENECTADY,  TROY)— 
►  WCDA  (41)  CBS;  Harrington,  Righter  &  Par- sons; 175,000;  N;  $400 
►  WTRI  (35)  ABC;  Venard;  175,000;  $400 
WPTR-TV  (23)  6/10/53-Unknown 
WTVZ  (*17)  7/24/52-Unknown 

BING  HAMPTON — 
►  WNBF-TV   (12)   CBS,  ABC,  NBC;   Blair;  N; 402,170;  $800 
WINR-TV  (40)  9/29/54-Unknown 
WQTV  (*46)  8/14/52-Unknown 

BUFFALO — ►  WBEN-TV   (4)    CBS;   Harrington,   Righter  & 
Parsons;  535,347  (plus  658,139  Canadian  cover- 

age); N,  LS,  LF,  LL;  $800 
►  WBUF-TV  (17)  NBC;  H-R;  152,500;  $500 
►  WGR-TV  (2)  ABC,  NBC,  CBS;  Peters,  Griffin, 

Woodward;    539,134    (plus   566,565  Canadian 
coverage);  N;  $950 

WNYT-TV  (59)  11/23/55-Unknown 
WTVF  (*23)  7/24/52-Unknown Great  Lakes  Tv  Inc.  (7)  Initial  Decision  1/31/56 

CARTHAGE  (WATERTOWN)— 
►  WCNY-TV  (7)  CBS,  ABC;  Weed;  84,619  (plus 

50,100  Canadian  coverage);  $200 
WSYE-TV  (18)  4/4/58-July 

ELMIRAf — ►  WTVE  (24)  ABC,  NBC;  Forjoe;  35,000;  $150 
WSYE-TV  (18)  4/4/56- July 

HAGAMAN— ►  WCDB  (29)  (satellite  WCDA  Albany,  N.  Y.) 

ITHACAf— 
WHCU-TV  (20)  CBS;  1/8/53-Unknown 
WTET  (*14)  1/8/53-Unknown 

LAKE  PLACIDf  (PLATTSBURG)— 
►  WPTZ  (5)  NBC,  ABC;  Hoag-Blair;  142,000  (plus 350,000  Canadian  coverage);  $250 

NEW  YORK— ►  WABC-TV  (7)  ABC;  Blair;  4,730,000;  $3,750 
►  WABD  (5)  Raymer;  4,730,000;  N,  LL,  LF,  LS 

$2  200 ►  WCBS-TV  (2)  CBS;  CBS  Spot  Sis.;  4,730,000,  N, 
LS,  LF,  LL;  $8,000 

►  WOR-TV  (9)  WOR-TV  Sis.;  4,730.000:  $1,500 
►  WPIX  (11)  Peters,  Griffin,  Woodward;  4,730,000; 

$1,500 ►  WRCA-TV  (4)  NBC:  NBC  Spot  Sis;  4,730,000; 
N,  LS,  LF,  LL;  $9,200 

►  WATV  (13)  See  Newark.  N.  J. 
WGTV  (*25)  8/14/52-Unknown 
WNYC-TV  (31)  5/12/54-Unknown 

POUGHKEEPSIE— ►  WKNY-TV  (66)  ABC,  CBS,  NBC;  Meeker;  40,- 
600;  $100 

ROCHESTER— ►  WHAM-TV  (5)  NBC,  ABC;  Hollingbery;  310,000 
(plus  50,000  Canadian  coverage);  N;  $800 

►  WHEC-TV  (10)  CBS,  ABC;  Everett-McKinney; 327.000:  N;  $700 
►  WVET-TV  (10)  CBS,  ABC;  Boiling;  327,000  (in- 

cluding 31,500  Canadian  coverage);  N;  $700 
WCBF-TV  (15)  5/10/53-Unknown 
WROH  (*21)  7/24/52-Unknown 

SCHENECTADY  (ALBANY,  TROY)— 
►  WRGB  (6)  NBC;  NBC  Spot  Sis.;  490,630;  N; 

$1,100 SYRACUSE— ►  WHEN  (8)  CBS,  ABC;  Katz;  371,330;  N;  $700 
►  WSYR-TV   (3)   NBC:   Harrington,  Righter  & 

Parsons:  457.770;  N,  LS,  LF;  $800 
WHTV  (*43)  9/18/52-Unknown 

UTICA— 

►  WKTV  (13)  NBC,  ABC,  CBS;  Cooke;  207,500; 

N;  $550 NORTH  CAROLINA 

ASHEVILLE — ►  WISE-TV  (62)  CBS.  NBC;  Boiling;  40,000;  $150 
►  WLOS-TV  (13)  ABC,  CBS;  Venard;  375,000;  $400 

CHAPEL  HILLf — 
►  WUNC-TV  (*4) 

CHARLOTTE — ►  WBTV  (3)  CBS.  ABC.  NBC:  CBS  Spot  Sis.; 
528.210;  N,  LL.  LS.  LF;  $1,000 

WQMC  (36)  See  footnote Piedmont  Electronics  &  Fixture  Corp.  (9)  Initial Decision  8/2/55 

DURHAM— 
►  WTVD  (11)  NBC,  ABC;  Petry;  289,465:  N;  $550 

FAYETTEVILLEf — ►  WFLB-TV  (18)  CBS.  NBC;  Young;  39,340;  $150 

G  ASTON  lAf— 
WTVX  (48)  4/7/54-Unknown 

GREENSBORO— ►  WFMY-TV  (2)  CBS,  ABC;  Harrington,  Righter 
&  Parsons;  422,691;  N,  LF,  LS;  $650 

GREENVILLE— ►  WNCT  (9)  CBS.  ABC;  Pearson;  164,980;  $350 

NEW  BERNf — WNBE-TV  (13)  2/9/55-Unknown 

RALEIGH— ►  WNAO-TV  (28)  CBS,  ABC;  Avery-Knodel;  140,- 
250;  N;  $325 

Capitol  Bctsg.  Co.  (5)  Initial  Decision  4/19/55 

WASHINGTON— ►  WITN  (7)  NBC;  Headley-Reed;  150.000;  N;  $325 

WILMINGTON— ►  WMFD-TV  (6)  NBC.  ABC,  CBS;  Weed;  94,600; 

$250 

WTHT  (3)  2/17/54-Unknown 
WINSTON-SALEM— ►  WSJS-TV  (12)  NBC;  Headley-Reed;  520,594;  N; 

$550 

►  WTOB-TV  (26)  ABC;  Venard;  123,008;  $200 

NORTH  DAKOTA 

BISMARCK— ►  KBMB-TV  (12)  CBS:  Weed;  25,800;  N;  $150 
►  KFYR-TV   (5)   NBC,  ABC,  CBS;  Hoag-Blair; 30,750;  $200 

DICKINSONf— KDIX-TV  (2)  5/9/56-Unknown FARGOf—  „ 

►  WDAY-TV    (6)    NBC.    ABC;    Peters,  Griffin, Woodward;  90,240;  $400 
GRAND  FORKS—  ,„m 

►  KNOX-TV  (10)  NBC;  Rambeau;  37,000;  N;  $200 MINOT—  „  

►  KCJB-TV  (13)  CBS,  NBC,  ABC;  Weed;  29,000; 

$200 

KMOT  (10)  10/5/55-Unknown 

VALLEY  CITY— ►  KXJB-TV  (4)  CBS;  Weed;  124,000;  N,  LF,  LS; 

$400 

OHIO 

AKRON— 

►  WAKR-TV  (49)  ABC;  Weed;  174,066;  $300 

ASHTABULAf — 
WICA-TV  (15)  See  footnote 

CANTONf — WTLC  (29)  3/22/56-Unknown 
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COMPARATIVE  NETWORK  SHOWSHEET 
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MONDAY 

CBS 
NBC ABC 

TUESDAY 
CBS 

! 

NBC 
ABC  CBS  NBC 

Valiant  Lady 
Wesson  Oil V  aliant  Lady GenT  Mills Valiant  Lady 

12:15 

12:30 

12:45 

1:00 
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1  :30 

774T 
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2:15 
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2:45 
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3:45 
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5:45 

6:00 
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6:30 

6:45 

7:00 

7:15 

7:30 

7:45 

8:00 

8:15 

8:30 

8:45 

9:00 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

College 
Press 

Conference L 

Under  the 
Sun 
L 

Skippy 
Peanut 
Butter 

You  Asked 
For  It 

F 

Pearson 
Pharmacal 
J.  H.  Breck 

P&G 
Mobile  Hms. 

Famous- 
Film 

Festival 
( Partici- pating) 

F 

Pharmaceu- 
ticals 

Ted  Mack 
Amateur 
Hour 
L 

Focus 
F 

Lei's  Take A  Trip 

Kellogg 

Wild  Bill 
]  lickok 

F 

Adventure 
(Sust.) 

Face  the 
Nation 
(Sust.) (St.  7/15) 'Bandwagon 

56"  (Sus'.) 
The  CBS Sunday 
News 
(Sust.) 

Bell 
Telephone 
System Telephone 
Time 

Prudential 
You  Axe 
There  L 

Campbell Soup 

(Alt.  wks.) Kellogg 

Lassie  F 

Am.  Tobacco 
Private 

Secretary 
(Weekly) 

Mercury 
Div.  of 

The  Ford 
Motor  Co. 

The Ed  Sullivan 
Show 
L 

Gen.  Fleet. 
G  E Theatre 
F 

Bristol- 
Myers Hitchcock 

Presents 
F 

P.  Lorillard 
(Alt.  wks.) Revlon 
The  $64,000 
Challenge 
Helene 
Curtis 

(Alt.  wks.) 
Remington 

What's 
My  Line  L 

Beechnut 
Dr.  Spock 

L 

Youth 
Wants 

To  Know 
L 

Frontiers 

of  Faith L 

American Forum 
L 

Mutual 
of  Omaha 
Zoo  Parade 

L 

Outlook 
L$F 

Johns  Man- ville 
Pan  Amer. 
Meet  the 

Press 
L 

Gen.  Foods 
Hoy  Rogers 

F 

General 
Foods 
Topper 

F 

Reynolds Metals 
Frontier 

F 

AVCO 
Jergens Brown  & 

Williamson 
Steve  Allen 
Show  L 

7:30-9  p.m. 
(1  wk.  of  4) Sunday 

Spectaculars 

Goodyear Corp. 

(alt.  with) Alcoa 

TV Playhouse L 

Kleenex 
P&G 

Loretta Young 

F 
White  Owl 

Cigars' 

National Bowling 

Champions L 

Afternoon 
Film 

Festival F&L Participati  ng 

(see  footnote) 

Mickey 

Mouse 
Club 

(see 

footnote) 
F 

Co-op 

Jack  Drees  L 
Sports  Show 

Polaroid Corp. 

Daly-News 

Ralston- Purina 
Bold  Journev 

F 

Dotty  Mack Show 
L 

Firestone 
Voice  of 
Firestone 

L 

Film Fair 
Participating 

F&L 

Amer.  Home 
Products 

Love  of  Life P&G 
Search  for 
Tomorrow 

P&G  Guid- ing Light 
L 

1:00  CBS News 
1:10  Standup 

4  Be  Counted S 
P&G 

As  The World 

Turns 

The  Johnny 
Carson  Shou 

S 

Art 

Linkletter's 
House  Party 

(See 

Footnote) 

Colgate 
Big  Payoir 
MWF Sus.  Tu.  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 
The  Brighter 

 Day 

Am.  Home 
Pr.  Secret 

Storm 

P&G 
The  Edge 
of  Night 

Whitehall 
News L 

Whitehall 
News L 

Johnson  & 
Johnson 

(Alt.  wks.) 
Wildroot 

Rob.  Hood  F 

Carnation 
(Alt.  wks.) 

B.  F.  G'rich Burns  & 
Allen  F 

Lvr.-Lptn. 
(Alt.  wks.) 
Toni  Co. 
Talent 
Scouts 

P&G 
(Alt.  wks.) Gen.  Foods 

Chas.  Farrell 
Show 

General 
Foods 

Vic  Damone Show 

Westing- house 
Studio  One 
Summer 
Theatre L 

It  Could  Be You 

L 

Colgate- 
Palmolive Feather 
Your  Nest 

L 

Tennessee 
Ernie  Ford 

Show 
L 

NBC 
Matinee 
Theatre 

( Partici- 
pating) 
Color  L 

Queen 
For  A 

Participating 
L 

Modern Romances 
L 

I  Married Joan 

F 

G.  MacRae Lever  Bros. 
L 

Camel 
Caravan L 

Ford  Motor 
Co.,  RCA 

Producers' 

Showcase 

(8-9:30 1  wk.  of  4) 
Rem.  Rand Amer. 

Chicle Helene  Crts. 
Ernie  Kovac 
Show  L 
GE  &  G&P 

Medic 
F 

Johnson 

Wax alt.  with 

Schick 
Robert Montgomery 

Presents L 

Afternoon 
Film 

Festival 
F&L Participating 

(see  footnote) 

Mickey 

Mouse 
Club 

(see 

footnote) 

F 

Co-op 

Jack  Drees  L 

Sports  Show 

Daly-News 

L&M 
Gen.  Elec. 
Monsanto 
W'arner 

Bros. 
Presents F 

Gen.  Mills Parker  Pen 
(Alt.  wks.) 
Wyatt  Earp 

F 

Gen.  Electric 
G.E.  Summer 

Originals F 

duPont 
Cavalcade Theatre F 

The  Big 

Picture 

Amer.  Home 
Products 

Love  of  Life 
P&G Search  for 

Tomorrow 

P&G  Guid- ing Light 
L 

1 :00  CBS News 
1:10  Standup 

#  Be  Counted s 

P&G As  The 
World 
Turns 

The  Johnny 
Carson  Show 

S (Alt.  Tues.) 
Best  Foods 

Art 

Linkletter's 

House  Party 

(See 

Footnote) 

Colgate 
Big  Payoff MWF 
Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 
The  Brighter 

Day 

Am.  Home 
Pr.  Secret 
Storm 
P&G 

The  Edge 
of  Night 

Pall  Mall 
News L 

Pall  Mall 
News I. 

Whitehall 
(Alt.  wks.) Lanolin  Plus 
Name  That 

Tune 
R.J.  Reynolds 
(Alt.  wks.) Amana 

Phil 
Silvers  F 

Maytag  Co. (Alt.  wks.) 
Sheaffer Navy  Log 

F 
Pharmaceu. 

Lombardo's 
Jubilee Eff.  6/19 

Joe.  and Mabel 

S.C.  Johnson 
(Alt.  wks.) 
Pet  Milk 

Spotlight Theatre  L 

Revlon 
The  $64,000 

Question 

L 

G.M. (Alt.  wks.) 

Liggett  &  M. 
Frigidaire Do  You 
Trust  Your 

Tennessee 
Ernie  Ford 

L 

Colgate- 

Palmolive 
Feather 

Your  Nest 
L 

NBC 

Matinee 
Theatre 

(Partici- 

pating) 
Color  L 

Queen 

For  A Participating 

L 

Modern Romances 
L 

I  Married Joan 

F 

7/17  Snook y 
Lanson  Show L 

News 
Caravan  L 

Dear 
Phoebe 

F 

lazel  Bishop 
This  Is  Show 

Business L 

P&G 
Sneak 

Preview F 

Armstrong 

Cork 
Armstrong 

Circle  Th'tre 
Kaiser 

Aluminum Hour 
L 

Lever  Bros. A.C. 

Spark  Plug 

Big  Town F 

Afternoon 
Film 

Festival 
F&L Participating 

(see  footnote) 

Mickey 

Mouse 

Club 

(see 

footnote) 

F 

Co-op 

Jack  Drees  L 

Sports  Show Miles  Labs 
Daly-News 

American 

Motors 
American 

Dairy 

Derby  Floods Disneyland F 

Am.  Tobacco 
Pearson 
Pharm. Dunninger 

L 

Eastman Kodak 

Screen 
Directors 
Playhouse 

Eddy 

Arnold 
Show 
L 

Pabst Brewing  Co. 
Mennen  Co. Wednesday 

Night  Fights L 

The  Johnny 

Carson  Show 

S 
Simoniz 

July  4,  11,  18 

Amer.  Home 
Products 

Love  of  Life 

P&G 
Search  for 
Tomorrow 

P&G  Guid- ing Light 
L 1 :00  CBS News 

10  Standup 

(f  Be  Counted S P&G 

As  The 
World Turns 

Art 

Linkletter's 

1  louse  Party 

(See 

Footnote) 

Colgate 
Big  Payoff MWF Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

~rm — 

The  Brighter  Day  
Am.  Home 
Pr.  Secret 
Storm 

P&G The  Edge 

of  Night 

Whitehall 

News L 

Whitehall 

News L 

CBS Cartoon Theater 

Toni  Co. 
(8-8:30) 

(Alt.  wks.) 
Bristol  Myers 
Godfrey  and 
His  F'riends 

Kellogg 

(8:30-9) (Alt.  wks.) 
Pillsbury 

Colgate The 
Millionaire F 

B.  J. 

Reynolds 

I've  Got 

A  Secret L 

General Electric 20th  Cntry. 

Fox  Hour 

(Alt.  wks.) U.  S.  Steel 

V.  S. Steel  Hour F 



1 THURSDAY 
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FRIDAY 
CBS 

SATURDAY 

NBC 
ABC 

CBS 
NBC 

Afternoon 
Kilm 

Festival 
F&L 

Participating 

(see  footnote) 

Miekey 
Mouse 
Club 
(see 

footnote) 
F 

Co-op 
Jack  Drees  I 
Sports  Show 

Daly-News 

Am.  Dairy 
Gen.  Mills 

l,oue 
Hanger 

F 

77/e  Hoar 
Glass 
F 

lirillo  Star 
Tonight 

L 

Greatest 
Sports 
Thrills 
F 

Compass 
F 

Toni 
Valiant  Lad 
Amer.  Home 

Products 
Love  of  Life 

P&G 
Search  for 
Tomorrow 
P&G  Guid 
ing  Light 

L 
J  :00  CBS 

News 
1:10  Standui 
$  Br  Countet 

s 

P&G As  The 
World 
Turns 

The  Johnny 
Carson  Show 

S 

Art 

Linkletter's 1  louse  Party 
(See Footnote) 

Colgate 
Pig  Payolf JV1WF 
Sus.  Tu,  Th 

Bob  Oroshy 
(See  Foot- notes) 

P&G 
The  Brightei Day 

Am.  Dome 
IV.  Secret 
Storm 

P&C, 
The  Edge 
of  Night 

Tennessee 
Ernie  Ford 

L 

Colgate 
Palmolive 
Feather 

Your  Nest 
L 

NBC 
Matinee 
Theatre 
(Partici- pating) 
Color  L 

Oueen 
For  A 
Day 

Participati  n 
L 

Modern 
Romances 

L 

I  Married Joan 
F 

News 
L 

News 
L 

( hiaker 
Oats 

Sgt.  Preston 
of  the  Yukon 

F 
EC  J. 

Reynolds Bob 
Ctimmings 
Show  F 

Chrysler 
Motors 

Climax — Shower 
of  Stars 

L 

7/19 Snook y 
Lanson  Show 

L 
( iamel 
News 

Caravan  L 

DeSoto- Plymouth Best  of 
Groucho 

F 

Chesterfield 
Dragnet 

F 

Singer  Sew'f (Alt.  wks.) 
Brstl.  Myrs 
Four  Star 

Playhouse  F 

Toni  Co. 
(Alt.  wks.) 

Hazel  Bishop 
The  Arthur 
Murray  Prty 

Quiz Kids 
(Sust.) 

Borden  Co. 

The  People's Choice 
F 

Ford 
Theatre 

F 

Lever 
Bros. 
Lux 
Video 

Theatre 
L 

Afternoon 
Film Festival 
F&L 

Participating 

(sec  footnote) 

Mickey 

Mouse Club 

(see 
footnote) 

F 

lack  Drees  I 
Sports  Show 

Daly-News 
National 
Biscuit 
Bin 

Tin  Tin 
F 

Combat 
Sergeant 

tien.  Mills Valiant  Lady 

Amer.  Home 
Products 

Love  of  Life 
P&G 

Search  for 
Tomorrow 

P&G  Guid- ing Light 
L 

1 :00  CBS News 
1:10  Slandup 
4  Be  Counted S 

P&G 
As  The World 
Turns 

The  Johnny 
Carson  Show 

s 
Art 

Linkletter's House  Party 

(See 

Footnote) 

Colgate 
Big  Payoff MVVF 
Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 
notes) 

P&C The  Brighter 

Day 

Tennessee 
Ernie  Ford 

L 

Colgate- 
Palmolive 
Feather 

Your  Nest 
L 

Am.  I  lome 
Pr.  Seercl Storm 

P&G The  Edge 

of  Night 

Whitehall 
News 

L 

Whitehall 
News 
L 

Colgate- Palmolive  do 
My  Friend Flicka 

General 
Foods 

Hollywood 

Summer  Th'r L 

Chevrolet 
Crossroads 

F 

1  lelene  Curti 
Wine  Corp. 
Dollar  A 
Second 

L 

Sterling Drug 

The  Vise 
F 

Pabst Brewing 
It's  Polka 

Time 
L 

General 
Foods 
Our 
Miss 

Brooks 

R.J.Reynolds 
(Alt.  wks.) 

C'gate  P'olive The 
Crusader 

F 

Schlitz Brewing 

Playhouse 
of  Stars 

F 
Brown  & 

Williamson 
(Alt.  wks.) 

P&G 
Undercurrent 

F 
Amer.  Oil Hamm 

Elgin Person  to 
Person  L 

NBC 
Matinee 
Theatre 

(Partici- pating) 
Color  L 

Queen 
For  A 

Day 

Participate 
L 

noderh 
ftrimanrrs 

L 
I  Married 

Joan 
F 

Jnye  P. 
Morgan  I. 

Miles News 
Caravan  L 
P.  Lorillard 
&  Poni  Co. 
Truth  or Cousquces. 

h 

Gulf Life  of  Biley 
F 

Simoniz  & 
Amer.  C&C 
Big  Story 

F 
7/13  Best In  Mystery 
Ponds 

Campbell 

Soup 

Star  Stage 
F 

Gillette 
Cavalcade 
of  Sports 

L 

State  Farm 

Red  Barber's Corner  L 

Joe  Lowe Corp. flu-  <  iabby 

Hayes  Show F 

American 
Chicle  Co. &  Co-op 

Ozark 
Jubilee 

L 
Ralston 

Grand  Ole 

Opry 

(Every 
fourth 
week) 

Dodge  Div. 

The 
Lawrence 

Welk  Show 
L 

Emerson  Drg. 
Mathiesson 
Masquerade 

Party 

L 

National 

Dairy 

The  Big 

Top 

L 

Gen.  Mills 
The  Lone 
Ranger 

F 

Baseball 
Preview 

Colgate- 
Palmolive (Alt.  wks.) 
Brown  & 

Williamson 

(10  min.) 

Falstaff Brew  ing 

co-sponsor. 
American 

Safety  Razor 

Game  of i  he  \\  eek 

\\  riglej 

Gene 

An  try 

Show 
F 

Sylvania 
Beat 

the 
Clock 
L 

Buick 
Jackie 
Gleason 
Show 

Nestle Stage 

Show 

P.  Lorillard 
(Alt.  wks.) Bulova  Wtch. 
Two  for  the 
Money  L 

P&G 
Russ  Morgan 

Show 
L 

Liggett  & M  vers 
Gunsmoke 

(3  of  i  wks.) 
F 

Mennen  Co. 
High 

Finance 

Heinz 
Capt. 

Gallant 
F 

Mr. Wizard 
L 

Speidel 
Purex 
Down 

You  Go 
L 

Sunbeam 
Gold  Seal 
Noxzema Kleenex 
Armour 
Toni 

7/14  Julius La  Rosa 
L 

Toni 
Papermate People Are  Funny 

F 
Purex 

Whitehall 
Festival of  Stars 

F 
Armour 

(alt.) 
Pet  Milk Encore 
Theatre 

F 
Am.  Tobacco 

Warner 
Lambert 
Adventure 
Theatre  F 

Noon 

12:15 

12:30 

12:45 

1  :00 

1:15 

1:30 

1 :45 

2:00 

2:15 
2:30 

2:45 

3:00 

3:15 

3:30 

3:45 4:00 

4:15 

4:30 

4:45 

5:00 

5:15 

5:30 

5:45 

6:00 

6:15 

6:30 

6:45 

7:00 

7:15 

7:30 

7:45 

8:00 

8:15 

8:30 

8:45 

9:00 

9:15 
9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

I  TELEGAS" 

wm 

SATURDAY 

CBS:  Capt.  Kangaroo.  9-9:30 a.m.;  General  Foods  Mighty 
Mouse  Playhouse,  10:30-11 a.m.,  alt.  weeks;  Winky  Dink 
and  You.  11-11:30  a.m.;  Tales 
of  Texas  Ranger  (Curtis 
Candy,  General  Mills,  alt. 
weeks),  11:30-12  noon. 

NBC:  Pinky  Lee  Show,  10- 
10:30  a.m.;  I  Married  Joan. 
10:30-11  a.m.;  Fury  (General 
Foods),  11-11:30  a.m.;  Uncle 
Johnny  Coons,  11:30-12  noon. 

SUNDAY 
CBS:  Lamp  Unto  My  Feet,  10- 
10:30  a.m.;  Look  Up  And  Live, 
10:30-11  a.m.;  Eye  on  New 
York,  11-11:30  a.m.  Camera 
Three,  11:30-12  nooh. 

MONDAY-FRIDAY 

CBS:  Good  Morning,  7-8  a.m.; 
Captain  Kangaroo,  8-9  a.m. 
(participating  sponsors); 
Garry  Moore.  M-Th.,  10-10:30 
a.m.;  Fri.,  10-11:30  a.m.;  Ar- 

thur Godfrey.  M-Th.,  10- 
10:30;  (see  footnotes);  Strike 
It  Rich.  11:15-12  noon. 

NBC:  Today,  7-9  a.m.  (partic- 
ipating sponsors);  Ding  Dong 

School,  10-10:30  (see  foot- 
notes) ;  Ernie  Kovacs  Show. 

10:30-11  a.m.;  Home,  11-12 
noon  (participating  sponsors). 

FOOTNOTES: 

explanation :  'Programs  in italics,  sustaining;  Time,  F.KT ; 
L,  live:  F,  film;  K,  kinescope 
recording;  K.  Eastern  net- 

work; M.  Midwestern. 

ABC — Afternoon  Film  Festival, 
Mon.-Fri. — Kendall  Co.,  Ster- 

ling Drugs,  Norwich  Pharm. 
Miekey  Mouse  Club,  Mon.-Fri. 5-6.  Am.  Par..  Armour,  Bristol- 
Myers,  Campbell  Soup,  Carna- tion, Coca-Cola,  Cen.  Mills,  S. 
C.  Johnson  it  Son.  Lettuce  Tne., 
Mattel.  Mars.  Miles  Labs,  Min- nesota Alining,  Morton  Salt, 
SOS,  Tv  Time  Foods,  Welch, Vicks. 

CHS— Garry  Moore  M.-Fri.  15 min.  segments  sponsored  by 
Campbell  Soup,  Lever  Bros., 
Hazel  Bishop,  Toni,  General 
Mills,  Serta,  Best  Foods,  Hy- tron,  Yardley,  Converted  Rice. 

Arthur  Godfrey  M.-Thurs.  15 min.  segments  sponsored  by 
Bristol  Myers,  Standard 
Brands,  Kendall  Co..  Norwich Pharmacal,  Manhattan  Soap, 
Lever  Bros.,  Pillsbury. 

House  Party — 15  min.  segments 
sponsored  by  Kellogg,  Lever. 
Pillsbury,  Swift,  Campbell 
Soup,  Hawaiian  Pineapple. 

Bob  Crosby — 15  min.  segments 
sponsored  by  Campbell  Soup, 
Gerber  Prod.,  Procter  &  Gam- ble, General  Mills,  Miles  Labs, 
Scott  Paper  Co. 

Ford  Star  Jubilee,  every  4th 
Saturday  9:30-11  p.m. 

©  1956  by  Broadcasting Publications,  Inc. 
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BT  TELE  STAT  US 

CINCINNATI— 
►  WCET  (*48) 
►  WCPO-TV  (9)  ABC;  Blair;  767,729;  N;  $1,200 
►  WKRC-TV  (12)  CBS;  Katz;  662,236;  N;  $1,000 
►  WLWT  (5)  NBC;  WLW  Sis.;  487,000;  N;  $800 
WQXN-TV  (54)  Forjoe;  5/14/53-Unknown 

CLEVELAND— 
►  WEWS  (5)  ABC;  Blair;  1,210,000;  N;  $1,000 
►  KYW-TV  (3)  NBC;  Peters,  Griffin,  Woodward; 

1,174,004;  N;  $1,800 
►  WJW-TV  (8)  CBS;  Katz;  1,146,150;  N;  $1,700 
WERE-TV  (65)  6/18/53-Unknown 
WHK-TV  (19)  11/25/53-Unknown 
COLUMBUS—  „.,,„. 
►  WBNS-TV  (10)  CBS;  Blair;  500,400;  N;  $825 
►  WLWC  (4)  NBC;  WLW  Sis.;  351,000;  N;  $800 
►  WOSU-TV  (*34) 
►  WTVN-TV  (6)  ABC;  Katz;  381,451;  $600 

DAYTON — 
►  WHIO-TV   (7)   CBS;  Hollingbery;  637,330;  N; 

►  WLWD  (2)  ABC,  NBC;  WLW  Sis.;  332,000;  N; 

$800 WIFE  (22)  See  footnote 

ELYRIAf — 
WEOL-TV  (31)  2/11/54-Unknown 

LIMA — 
►  WIMA-TV  (35)  NBC,  CBS,  ABC;  H-R;  76,487; 

$150 
MANSFIELDf— 
WTVG  (36)  6/3/54-Unknown 

MASSILLONf — 
WMAC-TV  (23)  Petry;  9/4/52 -Unknown 

STEUBENVILLE  (WHEELING,  W.  VA.)— 
►  WSTV-TV  (9)  CBS,  ABC;  Avery-Knodel;  1,184,- 839;  $400 
►  WTRF-TV  (7)  See  Wheeling 

TOLEDO— 
►  WSPD-TV  (13)  CBS,  ABC,  NBC;  Katz;  406,000; 

N;  $1,000 
WTOH-TV  (79)  10/20/54-Unknown 

YOUNGSTOWN— 
►  WFMJ-TV  (21)  NBC;  Headley-Reed;  202,771;  N; 

$350 
►  WKBN-TV  (27)  CBS,  ABC;  Raymer;  202,534; 

N;  $350 
WXTV  (73)  11/2/55-Unknown 

ZANESVILLE — 
►  WHIZ-TV  (18)  ABC,  CBS,  NBC;  Pearson;  50,- 000;  N;  $150 

OKLAHOMA 

ADA— ►  KTEN    (10)   ABC,   CBS,  NBC    (per  program 
basis);  Vernard;  93,223;  N;  $225 

ARDMORE— 
KVSO-TV  (12)  NBC;  Pearson;  5/12/54-7/15/56 

ENID— ►  KGEO-TV  (5)  ABC;  Pearson;  109,000;  N;  $225 

LAWTONf— 
►  KSWO-TV  (7)  ABC;  Pearson;  71,000;  $150 
MUSKOGEE— 
►KTVX  (8)  ABC;  Avery-Knodel;  320,000;  $500 
OKLAHOMA  CITY— 
►  KETA(*13)   
►  KWTV  (9)  CBS,  ABC;  Avery-Knodel;  395,168; 

N;  $800 
►  WKY-TV  (4)  NBC,  ABC;  Katz;  395,168;  N,  LL, 

LF,  LS;  $920 
KTVQ  (25)  See  footnote 

TULSA— ►  KOTV  (6)  CBS;  Petry;  319,312;  N;  $750 
►  KTVX  (8)  (See  Muskogee) 
►  KVOO-TV  (2)  NBC;  Blair;  319,312;  N;  $700 

KOED-TV  (*11)  7/21/54-Unknown 
KSPG  (17)  2/4/54-Unknown 
KCEB  (23)  See  footnote 

OREGON 

EUGENE— 
►  KVAL-TV  (13)  NBC,  ABC  (CBS  per  program 

basis);  Hollingbery;  55,559;  $300 
KLAMATH  FALLSf — 

KOTI  (2)  12/2/54- August;  Hoag-Blair;  $150 
MEDFORD— 
►  KBES-TV  (5)  ABC,  CBS,  NBC;  Hoag-Blair;  35,- 

700;  $200 

PORTLAND— 
►  KLOR  (12)  ABC;  Hollingbery;  340,000;  N;  $700 
►  KOIN-TV  (6)  CBS;  CBS  Spot  Sis.;  317,700;  N; 

$700 ►  KPTV  (27)  NBC;  NBC  Spot  Sis.;  356,442;  N,  LF, 
LS;  $700 

KGW-TV  (8)  6/23/55-Unknown 
ROSEBURGf— 
►  KPIC  (4)  Hollingbery  (satellite  of  KVAL-TV Eugene,  Ore.) 

SALEMf — 
KSLM-TV  (3)  9/30/53-Unknown 

PENNSYLVANIA 
ALLENTOWNf— 
WQCY  (39)  Weed;  8/12/53-Unknown 
WFMZ-TV  (67)  See  footnote 

ALTOONA— 
►  WFBG-TV  (10)  CBS,  ABC,  NBC;  H-R;  573,731; 

$750 
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BETHLEHEM— ►  WLEV-TV  (51)  NBC;  Meeker;  89,307;  N;  $200 
EASTONf— 
►  WGLV  (57)  ABC;  Headley-Reed;  94,635;  $175 

ERIE— 
►  WICU  (12)  NBC,  ABC;  Petry;  223,500;  N;  $700 
►  WSEE  (35)  CBS,  ABC;  Avery-Knodel;  101,436; 

$250 

HARRISBURG— 
►  WCMB-TV  (27)  Forjoe;  $200 
►  WHP-TV  (55)  CBS;  Boiling;  241,449;  $325 
►  WTPA  (71)  ABC;  Harrington,  Righter  &  Par- sons; 200,000;  N;  $350 

HAZLETONf — 
WAZL-TV  (63)  Meeker;  12/18/52-Unknown 

JOHNSTOWN— 
►  WARD-TV  (56)  ABC,  CBS;  Weed;  $200 
►  WJ  AC-TV  (6)  NBC,  CBS,  ABC;  Katz;  988,122; N,  LL,  LS,  LF;  $750 

LANCASTER  (HARRISBURG,  YORK)— 
►  WGAL-TV  (8)  NBC,  CBS;  Meeker;  917,320;  N, 

LS,  LF;  $1,200 
LEBANONf — 
WLBR-TV  (15)  See  footnote 

NEW  CASTLE— WKST-TV  (45)  See  footnote 
PHILADELPHIA— 
►  WCAU-TV  (10)  CBS;  CBS  Spot  Sis.;  2,094,852 

N,  LF,  LS;  $3,250 
►  WFIL-TV  (6)  ABC;  Blair;  2,105,636;  N,  LS,  LF 

$2,875 
►  WRCV-TV  (3)  NBC;  NBC  Spot  Sis.;  2,088,318 

N;  $3,200 
WHYY-TV  (*35)  3/28/56-Unknown 
WPHD  (23)  9/28/55-Unknown 
WSES  (29)  3/28/56-Unknown 

PITTSBURGH— 
►  KDKA-TV  (2)  NBC,  CBS,  ABC;  Peters,  Griffin, Woodward;  1,200,000;  N;  $1,700 
►  WENS  (16)  ABC;  Branham;  420,000;  $450 
►  WQED  (*13) 

WIIC  (11)  CBS;  Blair;  7/20/55-Unknown 
WTVQ  (47)  Headley-Reed;  12/23/52-Unknown 
Tv  City  Inc.  (4)  Initial  Decision  4/23/56 
WKJF-TV  (53)  See  footnote 

READING— ►  WHUM-TV  (61)  CBS,  ABC;  Weed;  211,900;  N; 

$450 

WEEU-TV  (33)  See  footnote 

SCRANTON— 
►  WARM-TV  (16)  ABC;  Boiling;  200,000;  $225 
►  WGBI-TV  (22)  CBS;  H-R;  286,500;  N;  $500 
WTVU  (44)  (See  footnote) 

SHARONf — 
WSHA  (39)  1/27/54-Unknown 

SUNBURYf— 
WKOK-TV  (38)  2/9/55-Unknown 

WILKES-BARRE— 
►  WBRE-TV  (28)  NBC;  Headley-Reed;  306,000;  N; 

$450 

►  WILK-TV  (34)  ABC;  Avery-Knodel;  306,000;  N; 

$300 
WILLI  AMSPORTf — 
WRAK-TV  (36)  Everett -McKinney;  11/13/52- 
October 

YORK— 
►  WNOW-TV  (49)  Keller;  116,500;  $200 
►  WSBA-TV  (43)  ABC;  Young;  116,450;  $200 

RHODE  ISLAND 

PROVIDENCE— 
►  WJAR-TV  (10)  NBC,  ABC;  Weed;  1,404,202;  N; 

$1,200 
►  WPRO-TV  (12)  CBS;  Blair;  1,404,202;  $1,000 
WNET  (16)  See  footnote 

SOUTH  CAROLINA 

ANDERSON— 
►  WAIM-TV  (40)  CBS;  Headley-Reed;  127,550;  N; 

$200 
CAMDENf — 
WACA-TV  (14)  6/3/53-Unknown 

CHARLESTON— ►  WCSC-TV  (5)  CBS,  ABC;  Peters,  Griffin,  Wood- 
ward; 244,844;  N;  $300 

►  WUSN-TV  (2)  NBC,  ABC;  Weed;  202,000;  $300 

COLUMBIA— ►  WIS-TV  (10)  NBC,  ABC;  Peters,  Griffin,  Wood- 
ward; 208,770;  N;  $400 

►  WNOK-TV  (67)  CBS,  ABC;  Raymer;  110,000; 

$200 FLORENCE— ►  WBTW  (8)  CBS,  NBC,  ABC;  CBS  Spot  Sis.; 
154,265;  $300 

GREENVILLE— ►  WFBC-TV  (4)  NBC;  Weed;  437,542;  N;  $450 
WGVL  (23)  See  footnote 

SPARTANBURG— ►  WSPA-TV  (7)  CBS;  Hollingbery;  286,765;  $400 

SOUTH  DAKOTA 

FLORENCE"}-— 
►  KDLO-TV   (3)    (Satellite  of  KELO-TV  Sioux Falls) 

RAPID  CITYf— 
►  KOTA-TV  (3)  CBS,  ABC,  NBC;  Headley-Reed; 

18,330;  $150 

SIOUX  FALLS— ►  KELO-TV  (11)  NBC,  ABC,  CBS;  H-R;  181,035 
(includes  coverage  of  satellite  KDLO-TV  Flor- 

ence); $425 

TENNESSEE 

BRISTOL— 
►  WCYB-TV  (5)  (See  Bristol,  Va.) 

CHATTANOOGA— ►  WDEF-TV  (12)  CBS,  ABC;  Branham;  180,630; 

N;  $450 ►  WRGP-TV  (3)  NBC;  H-R;  $400 

JACKSON— ►  WDXI-TV  (7)  CBS,  ABC;  Headley-Reed;  102,- 385;  N;  $200 

JOHNSON  CITY— 
►  WJHL-TV  (11)  CBS,  ABC,  NBC;  Pearson;  185,- 

316;  $250  (film) 

KNOXVILLE — ►  WATE  (6)  NBC,  ABC;  Avery-Knodel;  229,130; 

N;  $600 ►  WTVK  (26)  CBS,  ABC;  Pearson;  175,000;  N;  $360 
WBIR-TV  (10)  1/13/56-August;  CBS;  Katz;  $600 

MEMPHIS— ►  WHBQ-TV  (13)  ABC;  H-R;  431,428;  $700 
►  WMCT  (5)  NBC;  Blair;  431,428;  N;  $900 
►  WREC-TV  (3)  CBS;  Katz;  401,127;  $900 
WKNO-TV  (*10)  11/23/50-7/30/56 

NASHVILLE— ►  WLAC-TV  (5)  CBS;  Katz;  489,958;  N;  $650 
►  WSIX-TV  (8)  ABC;  Hollingbery;  378,000;  $425 
►  WSM-TV  (4)  NBC;  Petry;  258,116;  N,  LF,  LS; 

$825 

TEXAS 

ABILENE— 
►  KRBC-TV  (9)  NBC,  ABC;  Pearson;  59,760;  $225 

AMARILLO — ►  KFDA-TV  (10)  CBS,  ABC;  H-R;  85,591;  $300 
►  KGNC-TV  (4)  NBC;  Katz;  85,591;  N;  $340 

AUSTIN— 

►  KTBC-TV  (7)  CBS,  ABC,  NBC;  Raymer;  158,- 126;  N;  $400 

BEAUMONT— ►  KBMT  (31)  ABC,  NBC;  Forjoe;  40,000;  N,  LL, 
LF,  LS;  $200  . 

►  KFDM-TV  (6)  CBS,  ABC;  Peters,  Griffin,  Wood- ward; 109,000;  N,  LF;  $350 

BIG  SPRING— ►  KBST-TV  (4)  CBS  (ABC  per  program  basis); 
Pearson;  48,453;  $150 

BROWNWOOD— Brownwood  Tv  Co.  (19)  6/6/56-Unknown 
CORPUS  CHRISTIf— 
►  KRIS-TV  (6)  NBC;  Peters,  Griffin,  Woodward; 

80,000;  N,  LF,  LS;  $300 
►  KVDO-TV  (22)  NBC,  ABC,  CBS  (per  program 

basis) ;  Young;  53,500;  $200 
K-Six  Tv  Inc.  (10)  Initial  Decision  1/20/55 

DALLAS— 
►  KRLD-TV  (4)  CBS;  Branham;  564,080;  N;  $1,100 
►  WFAA-TV  (8)  ABC,  NBC;  Petry;  564,080;  N; 

$1,000 EL  PASO— 
►  KROD-TV  (4)  CBS,  ABC;  Branham;  90,778;  N; 

$450 

►  KTSM-TV  (9)   NBC;  Hollingbery;   87,027;  N; 

$325 

KILT  (13)  H-R;  3/18/54-July 

FT.  WORTH— ►  WBAP-TV    (5)    ABC,    NBC;    Peters,  Griffin, 
Woodward;  585,000;  N,  LL,  LF,  LS;  $1,000 

►  KFJZ-TV  (11)  H-R;  540,930;  $600 

GALVESTON  (HOUSTON)— 
►  KGUL-TV  (11)  CBS;  CBS  Spot  Sis.;  459,250; 

$1,000 

HARLINGENf  (BROWNSVILLE,  Mc ALLEN, 

WESLACO)— ►  KGBT-TV  (4)   CBS,  ABC;  H-R;  85,817  (plus 
8,000  Mexican  coverage);  $300 

HOUSTON— 
►  KPRC-TV  (2)  NBC;  Petry;  492,000;  N;  $1,000 
►  KTRK  (13)  ABC;  Hollingbery;  492,000;  N,  LF, 

LS;  $850 ►  KUHT  (*8) 
►  KGUL-TV  (11)  See  Galveston 
KNUZ-TV  (39)  See  footnote 
KXYZ-TV  (29)  6/18/53-Unknown 

LAREDOf — ►  KHAD-TV  (8)  CBS,  NBC,  ABC;  Pearson;  12,864; 

$150 

LONGVIEWf — ►  KTVE  (32)  Forjoe;  55,268;  $175 

LUBBOCK— ►  KCBD-TV  (11)  NBC,  ABC;  Raymer;  120,859;  N; 

$350 

►  KDUB-TV  (13)  CBS;  Branham;  126,745;  N,  LS, 
LF;  $350  (film) 

LUFKIN— 

►  KTRE-TV  (9)  Venard;  54,028;  $225  (Station  re- 
ceives NBC  programs  from  KPRC-TV  Houston but  is  not  an  NBC  affiliate.) 

MIDLAND— 
►  KMID-TV  (2)  NBC,  ABC;  Venard;  78,000;  $200 

ODESSA— 

►  KOSA-TV  (7)  CBS;  Pearson;  78,500;  $225 

SAN  ANGELO— ►  KTXL-TV  (8)  CBS,  NBC,  ABC;  Venard;  44,309; 

$200 

SAN  ANTONIO— ►  KCOR-TV  (41)  ABC;  O'Connell;  70,000;  $200 
►  KENS-TV  (5)  CBS,  ABC;  Peters,  Griffin,  Wood- 

ward; 312,626;  N;  $700 
►  WOAI-TV  (4)  NBC,  ABC;  Petry;  311,908;  N,  LL, 

LS,  LF;  $700 
KONO-TV  (12)  5/23/56-Unknown 

BROADCASTING     •  TELECASTING 



SWEETWATER— 
►  KPAR-TV   (12)    CBS;    Branham;    62,469;  $200 

(satellite  of  KDUB-TV  Lubbock,  Tex.) 
TEMPLE  (WACO)— 
►  KCEN-TV  (6)  NBC;  Hollingbery;  152,647;  N; 

$300 
TEXARKANA  (ALSO  TEXARKANA,  ARK.)— 
►  KCMC-TV  (6)  CBS,  ABC;  Venard;  161,840;  N; 

$260 
TYLER— 
►  KLTV  (7)  NBC,  ABC,  CBS;  Pearson;  108,000; 

$250 
WACO  (TEMPLE)— 
►  KWTX-TV  (10)  ABC,  CBS;  Pearson;  123,000;  N; 

$250 
WESCALOf  (BROWNSVILLE,  HARLINGEN, 

McALLEN) — 
►  KRGV-TV  (5)  NBC;  Pearson;  583.704  (plus  8,000 

Mexican  coverage);  $250 
WICHITA  FALLS — 
►  KFDX-TV  (3)  NBC,  ABC;  Raymer;  105,135;  N; 

$300 
►  KSYD-TV  (6)  CBS;  Hoag-Blair;  105,030;  $300 

UTAH 
SALT  LAKE  CITY 
►  KSL-TV  (5)  CBS;  CBS  Spot  Sis.;  208,336;  N; 

$600 
►  KTVT  (4)  NBC;  Katz;  208,336;  N;  $600 
►  KUTV  (2)  ABC;  Hollingbery;  208,336;  $450 

VERMONT 
BURLINGTON— 
►  WCAX-TV  (3)  CBS;  Weed;  139,135;  $300 

VIRGINIA 
BRISTOLf— 
WCYB-TV  (5)  Gill-Perna;  4/13/56-August  1 

DANVILLEf— 
WBTM-TV  (24)  See  footnote 

HAMPTON— 
►  WVEC-TV  (15)  See  Norfolk 
HARRISONBURG— 
►  WSVA-TV  (3)  ABC,  CBS,  NBC;  Pearson;  138.- 

633;  $200 
LYNCHBURG— 
►  WLVA-TV  (13)  ABC;  Hollingbery;  308,675;  N; 

$300  (film) 
NEWPORT  NEWS— 
WACH-TV  (33)  See  footnote 

NORFOLK— 
►  WTAR-TV  (3)  CBS,  ABC;  Petry;  405,722;  N,  LS, 

LF;  $875 
►  WTOV-TV  (27)  210,000;  McGillvra:  $380 
►  WVEC-TV  (15)  NBC;  Avery-Knodel;  180,000; 

N;  $400 
PETERSBURG— 
►  WXEX-TV  (8)  See  Richmond 
PORTSMOUTH— 
WAVY-TV  (10)  5/30/56-Unknown 

RICHMOND— 
►  WRVA-TV  (12)   CBS;  Harrington.  Righter  & Parsons 
►  WTVR  (6)  ABC,  CBS;  Blair;  503,317;  N,  LF,  LS; 

$875 
►  WXEX-TV  (8)  NBC;  Forjoe;  415,835;  N.,  LF. 

LS;  $750 
WOTV  (29)  12/2/53-Unknown 

ROANOKE— 
►  WDBJ-TV  (7)  CBS;  Peters,  Griffin,  Woodward 
►  WSLS-TV  (10)  ABC,  NBC;  Avery-Knodel;  453.- 

226;  N,  LF,  LS;  $675 

WASHINGTON 
BELLI  NGH  AM— 
►  KVOS-TV  (12)  CBS;  Forjoe;  232,661;  $300 
EPHRATAf — 
KBAS-TV  (43)  5/4/55-Unknown 

PASCO— 
►  KEPR-TV  (19)  CBS,  ABC,  NBC;  57,750  (satellite 

of  KIMA-TV  Yakima) 
SEATTLE  (TACOMA)— 
►  KCTS  (*9) 
►  KING-TV  (5)  ABC;  Blair;  510,000;  N,  LF,  LS; 

$900 
►  KOMO-TV  (4)  NBC;  NBC  Spot  Sis.;  514,070;  N, 

LL,  FL,  LS;  $1,025 
►  KTNT-TV  (11)  CBS;  Weed;  513,700;  N;  $900 
►  KTVW  (13)  Hollingbery;  $510,000:  $600 

Queen   City   Bcstg.   Co.    (7)    Initial  Decision 
4/5/55 

SPOKANE— 
►  KHQ-TV  (6)  NBC;  Katz;  159,680;  N,  LL,  LF, 

LS;  $625 
►  KREM-TV  (2)  ABC;  Petry;  172.798;  N,  LL,  LS; 

$450 
►  KXLY-TV  (4)  CBS;  Avery-Knodel;  173,358;  N, 

LL,  LF,  LS;  $600 
VANCOUVER!— 
KVAN-TV  (21)  Boiling;  9/25/53-Unknown 

YAKIMA— 
►  KIMA-TV  (29)  CBS,  ABC,  NBC;  Weed;  80,000; 

$400 
KRSM  (23)  3/30/55-Unknown 

WEST  VIRGINIA 
BLUEFIELD— 
►  WHIS-TV  (6)  NBC;  Katz;  209,757;  N;  $200 
CHARLESTON— 
►  WCHS-TV  (8)  CBS;  Branham;  540,340;  N,  LF, LS;  $550 
WKNA-TV  (49)  See  footnote 

Broadcasting   •  Telecasting 

CLARKSBURG t — 
WBLK-TV  (12)  Branham;  2/17/54-August 

FAIRMONTf— 
WJPB-TV  (35)  See  footnote 

HUNTINGTON— 
►  WHTN-TV  (13)  ABC;  Petry;  203,000;  N;  $450 
►  WSAZ-TV  (3)  NBC;  Katz;  660,266;  N,  LL,  LF, 

LS;  $800 

OAK  HILL  (BECKLEY)f— 
►  WOAY-TV  (4)  ABC;  Pearson;  357,230;  $200 
PARKERSBURG— 
►  WTAP  (15)  NBC,  ABC,  CBS;  Pearson;  41,700; 

$150 WHEELING  (STEUBENVILLE,  OHIO) — ■ 
►  WTRF-TV  (7)  NBC,  ABC;  Hollingbery;  312,500; 

N;  $500 
►  WSTV-TV  (9)  See  Steubenville,  Ohio 
WLTV  (51)  2/11/53-Unknown 

WISCONSIN 

EAU  CLAIRE— 
►  WEAU-TV  (13)  NBC,  ABC;  Hollingbery;  122,- 560;  $200 

GREEN  BAY— ►  WBAY-TV  (2)  CBS;  Weed;  247,000;  $500 
►  WFRV-TV  (5)  ABC,  CBS;  Headley-Reed;  239,- 340;  N;  $300 
►  WMBV-TV  (11)  See  Marinette 

LA  CROSSE— ►  WKBT  (8)  CBS,  NBC,  ABC;  H-R;  110,000;  $360 

MADISON— ►  WHA-TV  (*21) 
►  WISC-TV  (3)  Peters,  Griffin,  Woodward;  $500 
►  WKOW-TV  (27)  CBS;  Headley-Reed;  127,250; N"  $250 

►  WMTV  (33)  ABC,  NBC;  Boiling  140,000;  $280 
MARINETTE  (GREEN  BAY)— 
►  WMBV-TV  (11)  NBC,  ABC;  Venard;  220.826; 

$250 MILWAUKEE— ►  WISN-TV  (12)  ABC;  Petry;  700.000;  N,  LF,  LS; 

$800 ►  WITI-TV  (6)  Branham;  700,000;  N,  LL,  LF,  LS; 

$600 
►  WTMJ-TV   (4)    NBC;    Harrington,   Righter  & 

Parsons;  781,222;  N.  LL,  LF,  LS;  $1,150 
►  WXIX  (19)  CBS.  CBS  Spot  Sis.;  371,000;  N;  $800 
WFOX-TV  (31)  5/4/55-Unknown 
Milwaukee  Board  of  Vocational  &  Adult  Educa- 
cation  C10)  6/6/56-Unknown 

WCAN-TV  (25)  See  footnote 
SUPERIOR  (DULUTH,  MINN.)— 
►  WDSM-TV   (6)   NBC;   Peters,   Griffin,  Wood- 

ward: 127,800:  $400 
►  KDAL-TV  (3)  See  Duluth.  Minn. 

WAUSAU— ►  WSAU-TV  (7)  CBS,  NBC,  (ABC  per  program 
basis);  Meeker;  93,100;  $250 

WHITEFISH  BAY— 
►  WITI-TV  (6)  See  Milwaukee 

WYOMING 

CHEYENNE — 
►  KFBC-TV  (5)  CBS,  ABC.  NBC;  Hollingbery; 

70,972;  $150 
ALASKA 

ANCHORAGEf — 
►  KENI-TV  (2)  ABC.  NBC;  Fletcher,  Day;  23,000; 

$150 
►  KTVA  (11)  CBS;  Alaska  Radio-Tv  Sis.;  23,000; 

$150 FAIRBANKS!— 
►  KFAR-TV  (2)  NBC,  ABC;  Fletcher,  Day;  8.600; 

$150 ►  KTVF  (11)  CBS;  Alaska  Radio-Tv  Sis.;  8,600; 

$130 JUNEAU  — ►  KINY-TV  (8)  CBS;  Alaska  Radio-Tv  Sis.;  2,500 

$60 

GUAM 
AGANAf— 
KUAM-TV  (8)  3/28/56-August;  NBC;  Young; 

$120 

HAWAII 

HILOf — ►  KHBC-TV  (9)   (Satellite  of  KGMB-TV  Hono- 
lulu ) 

HONOLULUf — 
►  KGMB-TV  (9)  CBS;  Peters,  Griffin,  Woodward; 

94.982  (includes  Hilo  and  Wailuku  satellites); 

$300 
►  KONA  (2)  NBC;  NBC  Spot  Sis.;  91,782  (plus 

Wailuku  satellite);  $405 
►  KULA-TV  (4)  ABC;  Young;  90,246;  $135 

WAILUKUf— 
►  KMAU  (3)  (Satellite  of  KGMB-TV  Honolulu) 
►  KMVI-TV  (12)  (Satellite  of  KONA  Honolulu); 

$27 

PUERTO  RICO 

CAGUASf — 
WSUR-TV  (11)  4/25/56-Unknown 

MAYAGUEZf— 
►  WORA-TV  (5)  CBS,  ABC,  NBC;  Young;  26,000; 

$120 
PONCEf— WKBM-TV  (9)  5/3/56 -Unknown 

SAN  JUAN v — ►  WAPA-TV    (4)    ABC,   NBC;    Caribbean  Net- 
works; 100,000;  $133 

►  WKAQ-TV  (2)  CBS;  Inter-American;  104,778; 

$300 WIPR-TV  (*6)  2/2/55-December 

CANADA  . 
BARRIE,  ONT.— ►  CKVR-TV  (3)  Mulvihill,  Canadian  Ltd.;  36,876 
BRANDON,  MAN.f — 
►  CKX-TV  (5)  CBC;  All-Canada,  Weed;  13.288; 

$170 

CALGARY,  ALTA.— ►  CHCT-TV  (2)  CBC,  ABC,  CBS,  NBC;  All-Can- ada, Weed;  45,000;  $260 
EDMONTON,  ALTA.f— 
►  CFRN-TV  (3)  CBC;  Radio  Rep.,  Young,  Oakes; 

48,500;  $325 

HALIFAX,  N.  S.f— ►  CBHT  (3)  CBC,  CBS;  26,000;  $220 

HAMILTON,  ONT.— ►  CHCH-TV  (11)  CBC;  All-Canada,  Young;  484,- 
196;  $450 

KINGSTON,  ONT.— ►  CKWS-TV  (11)  CBC;  All-Canada;  55,000;  $250 
KITCHENER,  ONT.— 
►  CKCO-TV    (13)    CBC;    Hardy,   Hunt,  Weed; 311,213;  $400 

LETHBRIDGE,  ALTA.— 
►  CJLH-TV  (7)  CBC;  All-Canada,  Weed;  10,000; 

$160 

LONDON,  ONT.— ►  CFPL-TV   (10)    CBC,  ABC,  CBS,  NBC;  All- Canada,  Weed;  109,920;  $370 

MONCTON,  N.  B.— ►  CKCW-TV  (2)  CBC;  Young,  Stovin;  32,000;  $200 
MONTREAL,  QUE.— ►  CBFT  (2)  CBC  French;  CBC;  337,000;  $900 
►  CBMT  (6)  CBC,  NBC,  ABC,  CBS;  460,000;  $680 
NORTH  BAY,  ONT.— ►  CKGN-TV  (10) 

OTTAWA,  ONT.— ►CBOFT  (9)  CBC;  CBC;  42,000;  $230 
►CBOT  (4)  CBC;  CBC;  79,000;  $320 
PETERBOROUGH,  ONT.— 
►  CHEX-TV  (12)  CBC;  All-Canada,  Weed;  31,000; 

$230 

PORT  ARTHUR,  ONT.f — 
►  CFPA-TV  (2)  CBC;  All-Canada,  Weed;  15,000; 

$170 

QUEBEC  CITY,  QUE.— 
►  CFCM-TV  (4)  CBC;  Hardy,  Hunt,  Weed;  30,000; 

$350 

REGINA,  SASK.f— 
►  CKCK-TV  (2)  CBC;  All-Canada,  Weed;  31,000; 

$260 
RIMOUSKI,  QUE.f— 
►  CJBR-TV  (3)  CBC;  Stovin,  Young;  30,000;  $200 
ST.  JOHN,  N.  B.f— 
►  CHSJ-TV  (4)  CBC;  All-Canada,  Weed;  62,550 

(including  U.  S.);  $250 

ST.  JOHN'S,  NFLD. — ►  CJON-TV  (6)  CBC,  CBS,  NBC,  ABC;  All-Can- ada, Weed;  16,000;  $200 

SASKATOON,  SASK.f— 
►  CFQC-TV  (8)   CBC,  ABC,  CBS,  NBC;  Radio 

Rep.;  30,000,  $230 
SAULT  STE.  MARIE,  ONT.— 
►  CJIC-TV  (2)  CBC;  All-Canada,  Weed;  14,000; 

$170 

SUDBURY,  ONT.— ►  CKSO-TV  (5)  CBC,  ABC,  CBS.  NBC;  All-Can- 
ada. Weed;  19,590;  $220 

SYDNEY,  N.  S.f— 
►  CJCB-TV  (4)  CBC;  All-Canada,  Weed;  46,«90; 

$240 
TIMMINS,  ONT.— ►  CFCL-TV  (6)  Renaud,  McGillvra 

TORONTO,  ONT.— ►  CBLT  (9)  CBC,  ABC,  CBS,  NBC;  CBC;  440,000; 

$950 

VANCOUVER,  B.  C.f— 
►  CBUT  (2)  CBC;  CBC;  142,000;  $500 
WINDSOR,  ONT.  (DETROIT,  MICH.) — 
►  CKLW-TV  (9)  CBC;  Young;  1,588,000;  $450 

WINGHAM,  ONT. — ►  CKNX-TV  (8)  CBS;  All-Canada,  Young;  77,240; 

$200 
WINNIPEG,  MAN.f— 
►  CBWT  (4)  CBC;  CBC;  69,000;  $320 

MEXICO 

JUAREZf  (EL  PASO,  TEX.)— 
►  XEJ-TV  (5)  National  Times  Sales;  Oakes;  69,- 

158;  $240 
TIJUANAf  (SAN  DIEGO)— ►  XETV  (6)  ABC;  Weed;  324,558;  $700 

The  following  stations  have  suspended  regular 
operations  but  have  not  turned  in  CP's:  KBID- TV  Fresno,  Calif.;  WPFA-TV  Pensacola,  Fla.; 
WATL-TV  Atlanta,  Ga.;  WOKA  (TV)  Macon,  Ga.; 
WRAY-TV  Princeton,  Ind.;  KGTV  (TV)  Dei 
Moines,  Iowa;  WKLO-TV  Louisville,  Ky.;  WWOR- 
TV  Worcester,  Mass.;  WLAM-TV  Lewiston,  Me.; 
WFTV  Duluth,  Minn.;  WCOC-TV  Meridian,  Mis».; 
WFPG-TV  Atlantic  City,  N.  J.;  WRTV  (TV)  As- 
bury  Park,  N.  J.;  WICA-TV  Ashtabula,  Ohio; 
WGVL  (TV)  Greenville,  S.  C;  WQMC  (TV)  Char- 

lotte. N.  C;  WIFE  (TV)  Dayton,  Ohio;  KTVQ 
(TV)  Oklahoma  City,  Okla.;  KCEB  (TV)  Tulsa, 
Okla.;  WFMZ-TV  Allentown.  Pa.;  WLBR-TV 
Lebanon,  Pa.;  WKST-TV  New  Castle,  Pa.;  WKJF- 
TV  Pittsburgh,  Pa.;  WEEU-TV  Reading,  Pa.; 
WNET  (TV)  Providence,  R.  I.;  KNUZ-TV  Hous- 

ton, Tex.;  WBTM-TV  Danville,  Va.;  WACH-TV 
Newport  News,  Va.;  WKNA-TV  Charleston,  W. 
Va.;  WJPB-TV  Fairmont,  W.  Va.;  WCAN-TV 
Milwaukee;  WIRK-TV  W.  Palm  Beach,  Fla.; 
WTAO-TV  Cambridge,  Mass.;  KEDD  (TV)  Wich- 

ita. Kans.;  WTVU  (TV)  Scranton,  Pa. 
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GRAND  RAPIDS- KALAMAZOO 

Number  of  Quarter  1 
with  Higher  Ratin 

burs 

9« 

MONDAY  THRU  FRIDAY 
8  a.m.  -   6  p.m. 
6  p.m.  -  1 1  p.m. 

WZKO-TV 
136 

87 

Stati 
6 
1 

an  B> 1 
3  | 

SATURDAY  AND  SUNDAY 
1 0  a.m.  -  1 1  p.m. 

72 3 2 

NOTE:  Survey  based  on  sampling  in  the  following 
proportions  —  Grand  Rapids  (44.7%),  Kalamazoo 
(19.7%),  Battle  Creek  (18.2%),  Muskegon-Muskegon 
Heights  (17.4%). 

MARCH  ARB  TOP  TWENTY  ALL  ON  WKZO-TV 

1. 
2. 

3. 4. 
5. 

6. 7. 

8. 
9. 

10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
18. 
19. 
20. 

Program 
I've  Got  A  Secret 
Wyatt  Earp 
Disneyland 
I  Love  Lucy 
Ed  Sullivan 
Godfrey  &  Friends 
The  Millionaire 
Name  That  Tune 

Godfrey's  Talent  Scouts 
Robin  Hood 
Mama 
Burns  and  Allen 
Sgt.  Preston  of  the  Yukon 
$64,000  Question 
Climax 
December  Bride 
Mobile  Theatre 
Honeymooners 
Rin  Tin  Tin 
Lone  Ranger 

MICHIGAN 

INDIANA 

WKZO-TV  (Channel  3)  has  100,000  watts  of  power  — 1000-foot 

tower  —  offers  you  600,000  families  within  its  grade  B  coverage area 

k- TV 

97ie  cfietwi  {ftatimib 

WKZO-TV  — GRAND  R APIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  R APIDS-KALAMAZOO 
KOLN-TV  — LINCOLN.  NEBRASKA 

Associated  with 
WMBD  RADIO  — PEORIA.  ILLINOIS 

So  more  than  ever,  WKZO-TV  can  put  you  ot>er  the  top  in 
sales  in  Western  Michigan! 

100,000  WATTS  •  CHANNEL  3  •  1000'  TOWER 

Kalamazoo -Grand  Rapids  and  Greater  Western  Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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TEXT  OF  FCC  REPORT  &  ORDER 

ON  TELEVISION  ALLOCATIONS 

(See  story,  this  issue) 

FCC  56-587 
33117 

Before  the 

FEDERAL  COMMUNICATIONS 
COMMISSION 

Washington  25,  D.  C. 

In  the  Matter  of 

Amendment  of  Part  3  of  the  Docket 
Commission's  Rules  and  {•  21532 Regulations  Governing 
Television  Broadcast  Stations. 

REPORT  AND  ORDER 

By  the  Commission:  Commissioners  Hyde,  Web- 
ster, Bartley,  and  Mack  concurring  and 

issuing  statements;  Commissioner  Doerfer 
dissenting  and  issuing  a  statement. 

1.  Prior  to  Nov.  10,  1955,  when  this  pro- 
ceeding was  initiated  (Notice  of  Proposed  Rule 

Making,  FCC  55-1124),  television  broadcasters 
and  other  elements  of  the  television  industry 
had  submitted  numerous  suggestions  and,  in 
some  cases,  formal  petitions  for  revisions  of 
the  television  allocation  plan. 

2.  The  scope  of  these  proposals  and  the 
methods  employed  varied  widely.  They  ranged 
from  channel  reassignments  affecting  a  single 
city  to  major  revisions  affecting  the  entire 
country.  The  methods  included  such  diverse  and 
mutually  inconsistent  approaches  as  conversion 
to  an  all  vhf  system,  conversion  to  an  all  uhf 
system,  and  continued  use  of  both  bands  under 
a  wide  variety  of  proposals.  Some  of  the  latter 
envisaged  the  more  or  less  extensive  increase  of 
the  number  of  vhf  channel  assignments  through 
the  use  of  new  vhf  channels,  the  use  of  the 
present  12  vhf  channels  under  reduced  spacings. 
or  both.  Others  contemplated  the  elimination 
or  transfer  elsewhere  of  vhf  commercial  chan- 

nels and  the  substitution,  locally,  of  uhf  chan- 
nels. Some  proposals  were  based  on  the  revision 

of  the  existing  engineering  standards  and  poli- 
cies, notably  with  respect  to  minimum  spacings, 

maximum  antenna  heights  and  powers,  the 
directionalizing  of  antennas,  and  the  use  of 
cross  polarization.  Other  proposals  advocated 
the  maintenance  of  present  standards.  In  short, 
the  Commission  was  called  upon  to  consider  an 
extensive  array  of  widely  differing  remedies  for 
the  difficulties  which  had  hindered  the  further 

expansion  of  the  nation's  television  service  and 
the  fuller  achievement  of  the  objectives  of  the 
Sixth  Report  and  Order. 

3.  Briefly  stated,  those  objectives  were  to 
encourage  the  development  of  a  nationwide, 
competitive  television  system  in  which: 

(a)  All  areas  would  have  at  least  one  service; 
(b)  The  largest  possible  number  of  communi- 

ties would  have  at  least  one  local  tele- 
vision station;  and 

(c)  Multiple  services  would  be  available  in 
as  many  communities  and  areas  as  possi- 

ble to  provide  adequate  program  choice 
to  the  public  and  encourage  the  develop- 

ment of  competition — among  broadcast- 
ers, networks  and  other  elements  of  the 

industry. 

4.  Among  these  three  basic  objectives,  the 

greatest  progress  has  been  made  in  achieving  the 
first.  It  is  estimated  that  over  90%  of  the 
population  can  receive  service  from  at  least  one 
television  station.  Less  progress  has  been  real- 

ized toward  achievement  of  the  second  objec- 
tive. Of  the  1,260  communities  to  which  at  least 

one  television  channel  is  assigned,  fewer  than 
300  have  one  or  more  stations  on  the  air.  As  for 
the  third  objective,  approximately  75%  of  the 
population  receive  service  from  two  or  more 
television  stations.  Slightly  over  100  communi- 

ties have  two  or  more  television  stations  in 
operation,  as  compared  with  348  communities 
to  which  two  or  more  television  channels  are 

assigned. 
5.  The  foregoing  reflects  substantial  progress 

during  the  four  years  which  have  elapsed  since 

the  present  television  allocation  plan  and  en- 
gineering standards  were  adopted.  Serious  prob- 

lems have  arisen,  however,  which  are  impeding 

the  continued  expansion  of  the  nation's  televi- 
sion services.  There  is  general  agreement  on  the 

sources  of  these  problems.  In  brief,  they  are: 

(a)  The  limitation  to  12  channels  in  the  vhf 
band;  and 

(b)  Difficulties  which  have  been  experienced 
in  achieving  fuller  utilization  of  the  70 
uhf  channels.  These  difficulties  have 
been  ascribed  chiefly  to: 

(1)  The  large  numbers  of  vhf-only  re- 
ceivers in  use  and  the  high  propor- 

tion of  vhf-only  receivers  which  con- 
tinue to  be  manufactured. 

(2)  Performance  deficiencies  of  uhf 
transmitting  and  receiving  equip- 

ment during  the  initial  4-year  period 
of  the  utilization  of  uhf  for  televi- 

sion broadcasting. 

(3)  The  consequent  preference  of  pro- 
gram and  revenue  sources  for  vhf 

outlets. 

6.  While  some  of  the  numerous  suggestions, 
proposals  and  petitions  before  the  Commission 
last  November  appeared  to  merit  consideration, 
none  was  sufficiently  free  from  disadvantage 

and  difficulty  to  warrant  adoption  without  exten- 
sive study  and  evaluation.  Therefore  this  pro- 

ceeding was  initiated  on  Nov.  10,  1955,  to  pro- 
vide an  orderly  basis  for  examining  and  compar- 

ing the  proposals  and  comments  of  all  interested 
parties.  Because  the  problems  were  nationwide 
in  scope,  and  because  widely  divergent  ap- 

proaches to  their  solution  required  evaluation 

initially  on  a  broad,  nationwide  basis,  the  Com- 
mission stated,  in  its  Notice  of  Proposed  Rule 

Making,  that  it  would  be  premature  at  the  out- 
set to  consider  proposals  whose  scope  was 

limited  to  action  affecting  only  single  communi- 
ties or  local  areas. 

7.  Accordingly,  the  Commission  requested 

the  submission  of  proposals  and  comments  re- 
lating to  overall  solutions  on  a  broad,  nation- 

wide basis.  At  the  same  time  the  Commission 

terminated  five  rule  making  proceedings  which 
had  been  initiated  earlier  on  petitions  for  the 
deintermixture  of  five  individual  communities 

(Report  and  Order,  Nov.  10,  1955,  Dockets 
11238,  11333,  11334,  11335  and  11336,  FCC 
55-1  125),  and  denied  a  number  of  other  similar 

petitions  on  which  rule  making  had  not  been 
initiated  (Memorandum  Opinion  and  Order, 
Nov.  10,  1955,  FCC  55-1126). 

8.  Aided  by  the  proposals,  comments  and  data 
submitted  in  this  proceeding,  the  Commission 
has  now  had  an  opportunity  to  examine  and 
compare  the  different  basic  approaches  which 

are  advocated  by  members  of  the  television  in- 
dustry. The  material  filed  has  been  painstak- 

ingly studied  and  evaluated  in  the  endeavor  to 
accomplish  the  object  of  the  proceeding,  which 
was  to  reach  a  decision  as  to  the  basic  lines  on 

which  it  would  be  in  the  public  interest  to  revise 
the  nationwide  television  system,  and  thus  pro- 

vide a  basis  for  determining  the  specific  reassign- 
ments which  could  usefully  be  made  in  indi- 
vidual communities  in  conformity  with  the 

nationwide  policies  adopted  herein. 

9.  In  evaluating  the  proposals  before  us  it 
has  been  necessary  to  recognize  that,  while 

actions  by  this  Commission  determine  the  num- 
bers of  channels  which  are  available  for  tele- 

vision broadcasting,  the  extent  to  which  they 

are  actually  utilized  depends  upon  the  construc- 
tion and  operation  of  stations  by  qualified  broad- 

casters who  are  able  and  willing  to  enter  this 
field  of  private,  free  enterprise  and  to  cope,  as 

entrepreneurs,  with  the  conditions  of  the  market- 
place. The  opportunity  for  profit  is  accom- 
panied by  the  risk  of  loss.  Whether  broad- 

cast operations  yield  one  or  the  other  is  de- 
pendent on  economic  and  technical  factors, 

many  of  which  are  beyond  the  Commission's control.  One  important  economic  factor  is 
the  high  cost  of  the  construction,  operation  and 
programming  of  television  stations  as  compared 
with  similar  costs  for  radio  stations.  Because 

of  this,  under  the  present  economics  of  televi- 
sion, fewer  communities  are  able,  at  this  stage, 

to  support  television  stations  than  can  support 
radio  stations.  Also,  because  of  the  dependence 
of  television  stations  on  network  and  other  na- 

tionally distributed  programming,  the  tech- 
niques, developed  over  the  years  in  the  aural 

broadcasting  service,  which  enable  numerous 
radio  stations  to  operate  successfully  with  a  high 

proportion  of  local,  non-network  programming, 
have  not  so  far  been  developed  to  as  great  an 
extent  in  the  television  field.  This  has  meant 
that  both  vhf  and  uhf  stations  which  have  not 

been  able  to  secure  their  principal  programs 

from  a  major  network  have  found  survival  diffi- 
cult, if  not  impossible.  But  since  it  has  also 

meant  that  the  stations  able  to  offer  the  largest 
viewing  audience  in  any  given  community  will 

normally  secure  the  principal  network  affilia- 
tions, many  uhf  stations  which  normally  cannot 

provide  a  viewing  audience  comparable  to  those 
of  their  vhf  competitors  have  been  forced  to 
operate  on  a  marginal  or  submarginal  basis  or 
cease  operation. 

10.  Disparities  which  occur  frequently  be- 
tween the  audiences  which  vhf  and  uhf  stations 

are  able  to  offer  advertising  program  sponsors 

and  national  spot  advertisers  have  resulted  from 
the  serious  problem  of  receiver  incompatibility 

and  from  limitations  which  have  been  experi- 
enced to  date  in  the  power  of  uhf  transmitters 

and  in  the  sensitivity  and  selectivity  of  uhf 
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receivers  as  well  as  the  different  propagation 
characteristics  of  the  uhf  band. 

11.  While  we  are  cognizant  of  the  jurisdic- 
tional and  practical  limitations  which  restrict  the 

extent  to  which  the  Commission  can  ameliorate 
the  foregoing  economic  and  technical  conditions, 
we  have  endeavored  to  determine  the  realistic 

possibilities  for  improvement  through  revision 

of  existing  television  allocations.  It  has  become 

apparent  that  the  construction  and  successful 
operation  of  a  larger  number  of  stations  has 

been  impeded  in  numerous  markets  by  the  ab- 
sence of  a  greater  number  of  more  nearly  com- 

petitive facilities,  despite  the  need  for  and  the 
capacity  of  such  markets  to  support  a  larger 
number  of  television  outlets.  Accordingly,  in 

our  evaluation  of  the  numerous,  diverse  pro- 
posals before  us,  and  in  our  determination  of 

the  course  which  in  our  judgment  offers  the 
best  possibilities  for  both  the  immediate  and 

long  range  expansion  of  the  nation's  television 
services,  we  have  kept  in  mind  the  paramount 
need  for  more  competitive  services. 

Remedial  Action  Proposed  by  the  Parties 

12.  Some  of  the  proposals  submitted  under 

this  proceeding  were  based  on  the  allocation  of 

additional  vhf  spectrum  space  to  television 

broadcasting  and  on  the  assignment  of  new  vhf 
channels  which  this  would  make  possible.  Before 

this  proceeding  was  initiated  the  Commission 
had  undertaken  negotiations  with  the  Office  of 
Defense  Mobilization  to  ascertain  whether  any 
of  the  vhf  frequencies  allocated  to  governmental 

services  might  be  made  available  for  television 

broadcasting.  The  Office  of  Defense  Mobiliza- 
tion made  a  careful  study  of  the  matter  but 

concluded,  in  a  report  issued  by  that  Office  on 

April  13,  1956,  that  "national  security  require- ments and  the  needs  of  air  navigation  and  air 

communications  preclude  the  release  for  non- 
Government  use  of  any  of  the  very  high  fre- 

quencies now  utilized  by  the  Federal  Govern- 
ment." Moreover,  this  Commission  has  con- 

cluded that  it  would  not  be  practicable  to 
obtain  a  significant  number  of  additional  vhf 

channels  using  vhf  frequencies  under  our  con- 
trol and  now  allocated  to  other  services.  In 

these  circumstances,  the  proposals  looking 
toward  revision  of  the  allocation  plan  on  the 
basis  of  additional  vhf  channels  must  now  be 

rejected.  Moreover,  the  fact  that  additional 

vhf  frequencies  cannot  be  made  available  for 
television  broadcasting  precludes  revision  of  the 

allocation  plan  looking  toward  an  all-vhf  tele- 

vision system.  As  the  Commission  has  recog- 
nized from  the  outset,  and  has  frequently  re- 

affirmed, the  12  vhf  channels  alone  are  not 

adequate  to  make  possible  sufficient  outlets  for 
a  fully  competitive  television  system. 
.13.  Other  proposals  before  the  Commission 

are  based  on  the  widespread  use  of  additional 

vhf  assignments,  particularly  in  the  larger 

markets,  using  the  12  vhf  channels  now  avail- 
able, but  at  spacings  substantially  shorter  than 

the  present  minimum  spacings.  While  this 
method  appears  to  offer  limited  possibilities  for 
meeting  present  needs  for  more  stations  in  some 

areas,  careful  analysis  of  these  proposals  dis- 
closes difficulties  which  raise  very  serious  doubt 

that  this  method  would  adequately  serve  our 

long  range  objectives.  Vhf  stations  at  sub- 
standard spacings  would  reduce  the  service  areas 

of  existing  vhf  stations  and  create  new  interfer- 
ence areas  within  which  satisfactory  signals 

might  not  be  received  either  from  existing  sta- 
tions or  from  the  new  stations.  Our  studies  dis- 
close that,  unless  the  existing  minimum  spacings 

were  reduced  very  substantially,  the  number  of 
additional  outlets  which  could  be  provided  over 
the  country  by  this  method  would  be  very 

limited.  Thus,  in  order  to  permit  the  construc- 
tion of  a  significant  number  of  new  vhf  stations, 

it  would  be  necessary  to  make  very  substantial 
in-roads  in  the  service  areas  of  existing  stations. 

We  recognize,  as  urged  by  parties  to  this  pro- 
ceeding, that  the  interference  problems  might  be 

limited  to  some  extent  by  requiring  the 

"squeezed-in"  stations  to  employ  lower  heights 
and  powers  and  directional  antennas,  and  by 
the  use  of  cross  polarization.  But  we  do  not 
believe  that  the  creation  of  numerous  small  vhf 
stations  with  very  limited  service  areas  would 

further  the  objectives  of  our  nationwide  tele- 
vision system.  Similar  proposals  were  submitted 

to  the  Commission  when  the  present  television 
allocation  plan  was  under  consideration.  They 
were  rejected,  for  reasons  set  out  in  the  Sixth 
Report  and  Order  (Paragraphs  136,  et  seq.).  In 
our  opinion  those  reasons  remain  essentially 

valid  today.  There  is  little  likelihood,  more- 
over, that  even  with  the  maximum  possible 

utilization  of  vhf  "squeeze-ins,"  assignments 
could  be  made  available  in  sufficient  numbers 

to  accommodate  the  maximum  number  of  tele- 
vision stations  for  which  it  may  be  expected 

there  will  eventually  be  economic  support  in 
the  United  States.  Yet  it  is  clear  that  the  wide- 

spread use  of  new  vhf  assignments  at  sub- 
standard spacings  would  discourage  the  build- 

ing of  additional  uhf  stations,  and  in  many  in- 
stances would  reduce  the  opportunities  for 

successful  operation  of  uhf  stations  now  on  the 
air.  Thus  in  most  of  the  larger  markets  the  as- 

signment of  a  vhf  station  at  sub-standard  spac- 
ings would  operate  to  place  an  artificial  ceiling 

on  the  number  of  stations  which  could  event- 
ually be  established.  For  all  of  these  reasons 

we  have  been  unable  to  find  that  the  addition  of 

new  vhf  assignments  at  sub-standard  spacings 
would  serve  the  public  interest.  For  reasons 
which  are  discussed  later,  we  believe,  however, 
that  it  may  be  desirable  to  relax  the  present 

rules  concerning  minimum  assignment  separa- 
tions to  the  extent  necessary  to  permit  the 

assignment  of  additional  channels  which  do  not 
meet  the  separation  from  the  new  city,  provided 

all  separations  will  be  met  from  the  new  trans- 
mitter on  these  channels. 

14.  Some  of  the  proposals  before  us  advocate 

the  deintermixture  of  vhf  and  uhf  channel  as- 

signments in  order  to  more  nearly  equalize  com- 
petitive opportunities  in  individual  markets 

while  at  the  same  time  utilizing  both  the  vhf 

and  uhf  bands  in  the  nationwide  television 

system.  Citing  competitive  difficulties  of  uhf 

broadcasters,  particularly  in  markets  which  are 
served  by  two  or  more  satisfactory  vhf  signals, 

the  proponents  of  deintermixture  have  advocated 
the  elimination  of  some  or  all  of  the  vhf  channel 

assignments  in  designated  cities.  It  is  contended 
that  this  would  improve  the  opportunities  of  the 
local  uhf  broadcasters  to  obtain,  or  in  some 
cases  to  retain  sufficient  network  programming 

and  national  advertising  revenue  to  support  suc- 
cessful station  operation  which,  it  is  alleged, 

would  be  impossible  for  a  good  many  uhf  sta- 
tions obliged  to  compete  with  two  or  more  vhf 

broadcasters.  The  deintermixture  proposals 
also  envisage,  at  least  in  some  instances,  the 
transfer  of  some  vhf  channels  to  other  cities 

where  they  could  be  used  to  increase  the  number 
of  local  vhf  services.  Thus,  deintermixture  has 
the  dual  aspect  of  reducing  or  eliminating  vhf 

assignments  in  some  communities  and  of  in- 
creasing the  number  of  vhf  assignments  in 

others. 

15.  It  does  not  appear,  however,  that  dein- 
termixture at  this  stage  would  be  practicable  in 

a  sufficient  number  of  communities  representing 

a  sufficiently  large  segment  of  the  total  popula- 

tion to  provide  significantly  enhanced  oppor- 

tunities for  the  fuller  utilization  of  the  uhf 
channels  on  a  nationwide  basis.  We  believe  that 

in  some  types  of  situations,  which  are  discussed 

later,  deintermixture  merits  careful  considera- 
tion as  a  means  of  increasing  the  opportunity 

for  effective  competition  among  a  greater  num- 
ber of  stations  in  certain  individual  areas.  Most 

of  the  deintermixture  proposals2  have  been  con- 
fined to  communities  where  uhf  stations  com- 

menced operating  before  the  advent  of  one, 
and  in  some  cases  before  the  advent  of  a  second 

vhf  service,  and  where  a  high  percentage  of  re- 
ceivers in  the  hands  of  the  local  residents  can 

receive  uhf  signals.  There  are  serious  obstacles 

to  a  more  extensive  nationwide  program  of  de- 
intermixture at  this  stage.  Thus  there  is  little 

support  for  the  elimination  of  vhf  assignments 
in  areas  with  little  uhf  set  saturation.  In  other 
instances  the  elimination  of  local  vhf  channel 
assignments  would  not  accomplish  effective 
deintermixture  owing  to  the  local  reception  from 
vhf  stations  located  in  neighboring  communities. 
In  still  other  cases  the  elimination  of  local  vhf 
assignments  would  be  impracticable  at  this 

stage  owing  to  the  fact  that  substantial  "white 
areas"  would  be  created.  It  seems  doubtful  for 
these  reasons  that  the  elimination  of  vhf  chan- 

nel assignments  would  be  practicable  at  this 
stage  in  a  sufficient  number  of  communities  to 
encourage  significantly  increased  nationwide  use 
of  the  uhf  band.  Nor  would  this  technique  alone 
satisfy  the  need  for  increasing  the  number  of 
outlets  in  many  markets,  both  large  and  small, 
which  are  at  present  inadequately  served,  and 

which  accordingly  offer  only  limited  opportuni- 
ties for  competition  among  stations,  among  net- 

works, and  among  other  programs  and  revenue 

sources. 
16.  Because  deintermixture,  alone,  cannot 

solve  the  entire  problem,  we  have  found  it  nec- 
essary to  consider  additional  means  for  making 

possible  the  full  utilization  of  the  uhf  band  for 

television  broadcasting.  As  early  as  19453,  recog- 
nizing the  inadequacy  of  13  vhf  channels  for  a 

fully  developed  nationwide  television  system, 

Commission  policy  has  looked  toward  the  exten- 
sive use  of  the  uhf  band  for  television  broad- 

casting. The  expectation  that  ultimately  the 

major  part  of  television  broadcasting  would  be 
carried  on  in  the  uhf  band  was  implicit  in  the 
allocation,  in  the  Sixth  Report  and  Order,  of 
70  uhf  channels  to  supplement  12  previously 

available  vhf  channels.  But  so  far  this  expecta- 
tion has  not  been  realized  owing  to  difficulties 

which  none  of  the  proposals  already  discussed 

can  sufficiently  overcome.  One  of  the  pro- 
posals whose  consideration  has  been  recom- 

mended in  this  proceeding  and  has  been  advo- 
cated in  the  past  by  industry  representatives  in 

submisssions  to  the  Commission  and  to  Con- 
gress, should  be  examined.  That  is  the  proposal 

to  shift  all  television  broadcasting  in  the  United 
States,  or  in  a  substantial  portion  of  the  country, 
to  the  ultra-high  frequency  band. 

17.  Although  it  would  be  premature  at  this 

stage  for  the  Commission  to  adopt  final  con- 
clusions concerning  the  feasibility  of  trans- 

ferring television  to  the  uhf  band  throughout 
the  United  States,  or,  alternatively,  in  a  major 

portion  of  the  country,  we  believe  that  our  effort 
to  find  a  solution  to  the  nationwide  television 

allocation  problem  should  not  be  concluded 
without  a  careful  and  thorough  exploration  of 

this  approach.  Another  major  consideration  is 
involved.    As  discussed  later  in  more  detail, 

2  A  petition  filed  on  April  18,  1955,  by  Mr.  Albert 
J.  Balusek  of  San  Antonio,  Tex.,  proposed  that 
the  Commission  deintermix  uhf  and  vhf  channel 
assignments  in  all  communities  throughout  the 
United  States.  We  are  obliged  to  deny  this  peti- tion for  the  reasons  set  out  in  paragraph  15. 

f  Report  of  Allocations  from  25,000  kc  to  30,000,- 
000  kc,  May  25,  1945,  Docket  No.  6651. 
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there  are  growing  indications  that  the  needs  of 
other  services  for  additional  spectrum  space  are 
increasing  rapidly.  The  fact  that  the  lower  part 
of  the  vhf  spectrum  seems  well  suited  to  their 
needs  indicates  the  likelihood  that  it  will  be 

possible  to  make  effective  use  of  the  vhf  fre- 
quencies now  allocated  to  television,  for  other 

non-broadcast  services. 
18.  If  suitable  means  could  be  found  to 

overcome  the  difficulties  inherent  in  so  major 
a  frequency  reallocation  as  moving  television 
to  uhf,  and  if  uhf  could  be  sufficiently  developed 

to  permit  the  elimination  of  vhf  channels  with- 
out loss  of  service,  a  number  of  basic  advantages 

would  result.  All  stations  would  be  able  to 

compete  on  a  much  more  nearly  comparable 
basis  technically,  since  there  is  much  less  dis- 

parity between  the  lower  and  upper  uhf  channels 
than  between  the  vhf  and  uhf  television  chan- 

nels. Thus  the  coverage  of  competing  stations 
would  be  much  more  comparable  than  at 
present,  and  competitive  opportunities  among 
broadcasters,  among  networks  and  among  other 

program  and  revenue  sources  would  be  con- 
siderably enhanced.  It  may  be  expected  that 

this  would  encourage  the  building  of  numerous 
additional  stations  which  would  bring  a  first 
local  service  to  some  communities  and  much 
needed  additional  services  in  others.  These 
achievements  would  be  aided  by  the  fact  that 
broadcasting  in  a  single  band  would,  after  a 
suitable  transition  period,  eliminate  the  crucial 

problem  of  receiver  incompatibility.  As  com- 
pared with  alternative  solutions  which  iiave 

been  considered,  the  use  of  the  uhf  band  exclu- 
sively would  raise  the  ceiling  of  the  maximum 

number  of  television  stations  which  could 
eventually  be  built  and  successfully  operated. 
And,  as  stated  above,  after  the  discontinuance 
of  vhf  television  broadcasting,  additional  vhf 
frequencies  would  be  made  available  to  meet 
the  growing  needs  of  other  services  for  vhf 
spectrum  space. 

19.  Before  it  would  be  possible,  however, 
to  achieve  these  impressive  advantages  it  would 
be  necessary  to  find  solutions  for  numerous 
problems  which  a  transition  to  all  uhf  television 
would  involve.  These  problems  fall  into  several 
major  groups.  The  first  group  relates  to  the 
technical  transmission  and  reception  potentiali- 

ties of  uhf.  It  will  be  necessary  to  ascertain 

the  extent  to  which  uhf  transmission  and  recep- 
tion can  be  improved,  in  order  to  make  a 

realistic  determination  as  to  whether  conversion 

to  all-uhf  television  throughout  the  United 
States  or  in  a  major  portion  of  the  country 
would  or  would  not  result  in  the  loss  of  services 
available  now  or  potentially  available  with  the 
use  of  vhf  channels.  In  order  to  ascertain  the 

capacity  of  uhf  transmitting  and  receiving  equip- 
ment to  render  satisfactory  service  without  the 

concurrent  use  of  the  vhf  band  for  television 

broadcasting,  the  Commission  believes  that  a 

program  of  expedited  research  and  develop- 
ment should  be  launched  without  delay  with  the 

object  of  achieving  the  maximum  possible  in- 
crease in  the  range  of,  and  the  reduction  of  the 

shadow  areas  of  uhf  stations.  This  research  and 
development  program  should  be  concentrated 
on: 

(a)  Uhf  transmitters,  with  emphasis  on  in- 
creased transmitting  power  and  the 

feasibility  of  the  use  of  such  techniques 
as  uhf  boosters  and  satellites. 

(b)  Receivers  and  receiving  antennas,  with 
the  object  of  increasing  the  sensitivity 
of  and  reducing  the  noise  factors  of  re- 

ceivers; and  improving  their  selectivity 
in  order  to  permit  the  reassignment  of 
uhf  channels  with  a  minimum  number 
of  restrictions  on  station  separations. 

20.  The  Commission  will  cooperate  fully  with 
# 
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all  interested  groups  in  organizing  the  orderly 

conduct  of  the  foregoing  research  and  develop- 
ment program.  While  it  would  be  premature 

to  anticipate  the  results  of  this  program,  the 
Commission  believes  that  considerable  encour- 

agement is  offered  by  recent  notable  advances 
in  increasing  the  power  of  uhf  transmitters  and 
in  tubes  for  improving  the  characteristics  of  uhf 
receivers.  Notwithstanding  the  disadvantages 
frequently  associated  with  uhf  broadcasting 
there  are  some  respects  in  which  the  uhf  band 
is  superior  to  the  vhf  channels  allocated  to 
television.  Uhf  reception,  for  one  thing,  is  freer 
than  vhf  from  interference  caused  by  local  noise 
generators  such  as  ignition  systems,  electrical 
appliances  and  switches,  and  is  less  susceptible 
to  interference  due  to  multipath  reflections. 

Also,  if  future  developments  result  in  the  pro- 
duction of  single-band  uhf  receivers  they  could 

be  simpler  in  design,  less  costly,  and  more 
efficient  than  present  vhf-only  or  combination 
uhf-vhf  receivers,  owing  to  the  fact  that  the 
ratio  between  the  top  and  bottom  uhf  television 
frequencies  is  smaller  than  between  the  top  and 

bottom  vhf  frequencies  now  allocated  to  televi- 
sion. The  Commission  believes,  therefore,  that 

despite  disappointments  that  have  been  experi- 
enced during  this  initial  four-year  period  of  de- 

velopment of  uhf  transmitting  and  receiving 
equipment,  it  would  be  erroneous  to  base  our 
policies  on  an  assumption  that  uhf  transmission 
and  reception  is  not  susceptible  of  significant 
improvement.  On  the  other  hand,  additional 
facts  and  data  are  needed  in  order  to  make  a 
sound  determination  as  to  whether  the  fullest 

possible  exploitation  of  uhf's  technical  poten- tialities will  enable  uhf  to  render  a  service  which 

will  justify  elimination  of  vhf  broadcasting  in  a 
major  part  or  throughout  the  United  States. 

21.  The  answer  to  this  question  will  not  de- 
pend on  whether  all  the  disparities  between  uhf 

and  vhf  transmission  and  reception  can  be  com- 
pletely eliminated.  We  recognize  that  some 

differences  inhere  in  the  essential  characteristics 
of  the  two  frequency  bands  and  that  it  may 
never  be  possible  to  eliminate  them  entirely. 

The  problem  is  not,  however,  whether  these  dis- 
parities can  be  totally  eliminated,  but  whether 

uhf  transmission  and  reception  can  be  perfected 
sufficiently  to  enable  an  all  uhf  system  to  render 
service  to  the  public  at  least  as  good  as  or 
better  than  the  service  that  can  be  provided  to 
the  public  under  the  present  system.  It  may  very 

well  be  that  owing  to  the  opportunities  which 
a  one  band  system  with  70  channels  will  open 

up  for  increased  competition,  and  for  the  con- 
struction and  operation  of  a  greater  number  of 

stations  and  successful  operation  of  more  net- 
works and  other  program  sources,  a  one  band 

system  would  permit  more  communities  to  have 
local  service  and  would  provide  a  larger  number 
of  multiple  services  to  a  greater  portion  of  the 

population  than  would  be  possible  with  the  com- 
bined use  of  the  uhf  and  vhf  bands.  This  may 

be  possible  despite  certain  advantages  in  the  use 
of  vhf  frequencies  for  television  broadcasting. 
The  critical  factor  is  that  there  is  an  inadequate 
number  of  these  frequencies,  and  the  use  of  the 
12  vhf  channels  has  discouraged  the  utilization 
of  more  than  a  fraction  of  the  uhf  assignments 

which  were  made  available  for  television  broad- 
casting in  1952. 

22.  When  we  learn  the  results  of  the  sug- 

gested program  of  uhf  research  and  develop- 
ment, we  will  be  better  able  to  ascertain  the 

full  practical  capabilities  of  uhf.  On  that  basis 
we  will  then  be  able  to  evaluate  uhf  s  capacity 

to  supplant  vhf  broadcasting  without  loss  of 
service.  We  will  also  be  in  a  better  position 
to  determine  whether  uhf  alone  would  render 

adequate  service  throughout  the  country,  or 

whether  it  would  be  necessary  to  confine  all-uhf 
television  to  areas,  such  as  east  of  the  Mississippi 

River,  where'  owing  to  the  greater  population 
density,  and  the  larger  number  of  cities  able  to 
support  stations,  service  areas  need  not  be  as 
large  as  in  the  less  densely  populated  areas  to 
the  west. 

23.  The  second  major  group  of  problems  in- 
volved in  an  all-uhf  television  system  concerns 

the  need  to  establish  methods  and  timing  for 
transition  from  the  present  system  which  will 
minimize  cost  and  dislocation  to  the  public  and 
to  the  television  industry.  It  would  appear  that 
a  transition  period  would  have  to  be  sufficiently 

long  to  cover  the  useful  life  of  vhf-only  re- 
ceivers in  the  hands  of  the  public,  and  to  permit 

the  amortization,  over  a  reasonable  period,  of 
vhf  transmitting  equipment  whose  use  would  be 
discontinued  when  vhf  broadcasting  would  be 
terminated  in  designated  portions  of  the  United 
States.  One  method  which  may  merit  considera- 

tion is  to  require  vhf  stations  to  broadcast  simul- 
taneously on  uhf  channels  during  all  or  some 

part  of  the  transition  period.  It  would  seem 
probable  that  if  it  should  be  decided  to  go  to 
an  all-uhf  system,  the  announcement  of  a  deci- 

sion that  vhf  broadcasting  would  be  discontinued 
on  a  fixed  future  date,  coupled  with  interim 
simultaneous  uhf  broadcasting  by  vhf  stations, 
would  lay  the  necessary  basis  for  discontinuance 
of  the  manufacture  of  vhf-only  receivers. 

24.  The  problem  of  getting  uhf-equipped 
sets  into  the  hands  of  the  public  is  not,  how- 

ever, subject  to  complete  control,  under  existing 
law,  by  either  the  Commission  or  the  industry. 
For  even  if  it  were  to  be  determined  that  on  a 

mass  production  basis  improved  all-channel  sets 
can  be  developed  at  only  a  moderate  cost  differ- 

ential from  vhf-only  sets,  the  forces  of  price 
competition  in  the  industry  are  such  as  to 
magnify  the  effects  of  such  slight  differentials 
and  in  the  absence  of  some  additional  spur  or 

protection,  to  have  the  cheaper,  less-complete 
set  drive  out  the  all-channel  sets.  Any  private 
agreement  among  manufacturers  to  manufacture 

only  uhf-equipped  sets  would  run  the  risk  of 
violating  the  anti-trust  laws.  And  in  view  of  this 

fact,  and  the  public's  reluctance  to  spend  addi- 
tional sums  in  anticipation  of  future  develop- 
ments in  the  television  art,  we  believe  it  may  be 

essential  for  the  Congress,  contemporaneously 
without  explorations  of  the  technical  problems 

of  uhf  operation,  to  examine  the  advisability  of 

legislation  to  relieve  the  situation.  Such  legisla- 
tion might  take  the  form  of  special  tax  relief, 

such  as  that  already  suggested,  to  equate  all- 
channel  receiver  costs  with  those  of  vhf-only 
sets,  or  perhaps  more  drastic  remedies  such  as 
the  prohibition  of  the  shipment  in  interstate 
commerce  of  other  than  uhf-equipped  receivers 
might  be  found  to  be  necessary.  We  can  make 
no  definite  recommendations  at  this  time  as  to 

specific  legislation;  we  do  believe,  however,  that 
this  is  an  important  facet  of  the  overall  problem 
which  cannot  be  overlooked. 

25.  For  all  the  foregoing  reasons  the  Com- 
mission is  convinced  that  it  should  now  under- 

take a  thorough,  searching  analysis  of  the  possi- 
bilities for  improving  and  expanding  the  nation- 

wide television  system  through  the  exclusive  use 
of  the  uhf  band  throughout  or  in  a  major  por- 

tion of  the  United  States.  In  order,  however, 
to  lay  the  basis  for  the  formulation  of  a  definite 

plan  or  proposal  in  a  form  suitable  for  con- sideration in  a  formal  rule  making  proceeding, 

it  will  be  necessary  first  to  obtain  facts  and 
data  relating  to  the  basic  problems,  discussed  in 
paragraphs  19  through  24  concerning  uhfs 
capacity  to  provide  a  complete  television  service 
without  the  concomitant  use  of  vhf  channels, 
and  the  best  means  of  effecting  a  transition  to 
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an  all-uhf  system.  The  Commission  will  wel- 
come the  submission  of  comments  and  data  on 

these  problems  by  all  interested  parties.  The 

comments  should  refer  to  "FCC  Inquiry  Into 
the  Feasibility  of  Transferring  Television  Broad- 

casting to  the  Uhf  Band,"  and  should  be  sub- 
mitted, in  an  original  and  14  copies,  by  Oct.  1, 

1956.  The  Commission  will  decide  what  further 

proceedings  will  be  appropriate  after  consider- 
ing those  comments. 

26.  Concerning  the  first  group  of  problems 
relating  to  the  technical  performance  of  uhf 
transmitters  and  receivers  we  believe  that  it 

will  be  necessary  to  achieve  some  progress  with 

the  suggested  program  of  research  and  develop- 
ment before  it  will  be  useful  to  establish  an 

extensive  record  on  these  subjects.  The  Com- 
mission will,  however,  accept  any  comments 

which  interested  parties  may  feel  it  may  be 
useful  to  submit  on  this  aspect  of  the  matter 

at  this  time.  We  will  especially  welcome  com- 
ments at  this  time  concerning  the  most  effective 

methods  for  conducting  and  expediting  this  sug- 
gested research  and  development  program. 

27.  An  additional  group  of  problems  con- 
cerns the  question  of  the  most  efficient  utiliza- 

tion of  the  vhf  frequencies  now  allocated  to 
television  broadcasting,  taking  into  account  both 
the  problems  of  television  allocations  and  the 
uses  to  which  these  frequencies  might  be  put 
by  other  services.  It  would  be  premature  to 
examine  the  latter  uses  in  detail,  at  this  stage, 
since  even  assuming  the  successful  disposition 
of  the  technical  problems  of  an  all-uhf  system, 
developments  in  the  interim  may  considerably 
alter  the  present  circumstances  of  the  other 
services.  At  the  same  time,  it  may  be  useful  to 
note  briefly  several  developments  which  indicate 

growing  need  of  additional  space  in  the  vhf  por- 
tion of  the  spectrum  for  other  services. 

28.  Recently  there  has  been  considerable  de- 
velopment of  techniques  employing  ionospheric 

scatter  from  point-to-point  or  fixed  communica- 
tions. It  is  in  use  outside  the  United  States  and 

appears  to  offer  possibilities  for  domestic  use 
and  for  international  use  between  the  United 
States  and  other  countries.  The  useful  frequency 
range  is  between  about  30  and  60  mc.  As  the 
sunspot  cycle  advances  widespread  interference 
is  caused  to  the  mobile  services  which  are  now 

using  the  same  frequencies  for  domestic  opera- 
tion. Whether  the  use  of  ionospheric  scatter 

circuits  is  limited  to  foreign  areas  or  in  the  event 
that  there  will  be  domestic  demands  for  this 

service,  the  question  is  raised  whether  fre- 
quencies in  the  range  of  30  to  60  mc  should  be 

set  aside  for  this  service  within  the  next  5  to  10 

years. 
29.  The  conditions  of  use  and  the  character- 

istics of  radio  systems  employed  by  the  land 
mobile  services  indicate  that  the  lower  vhf 

spectrum  may  be  well  adapted  to  their  needs. 
Many  of  these  services  are  related  to  trading 
areas  in  much  the  same  manner  as  the  broadcast 
service.  Thus  they  have  need  for  substantially 
the  same  coverage  areas.  However,  only  the 
base  transmitting  and  receiving  antennas  can  be 
raised  above  rooftop  and  treetop  levels,  and  in 
general  the  base  station  uses  lower  antennas 
and  lesser  powers  than  broadcast  stations.  The 
governing  factor,  however,  is  the  severely  re- 

stricted powers  and  antenna  heights  which  are 
available  to  mobile  units.  Only  in  exceptional 
cases  do  they  operate  from  clear  sites,  and  it  is 
imperative  that  for  longer  ranges  they  have 
frequencies  suited  to  their  needs.  The  lower 
vhf  frequencies  are  less  affected  by  hills,  struc- 

tures and  vegetation.  They  also  permit  longer 
mobile  antennas  and  more  sensitive  receivers. 

These  factors  indicate  the  desirability  of  con- 
sidering the  allocation  of  lower  vhf  frequencies 

to  the  land  mobile  services. 
30.  It  is  evident  that  the  need  and  demand 

for  more  accommodation  for  land  mobile  serv- 
ices has  been  increasing  substantially  in  the  re- 
cent past  and  promises  to  increase  further  as 

the  industrial  uses  of  radio  continue  to  develop. 
These  factors  raise  basic  questions  concerning 
spectrum  allocation  which  go  further  than  the 
requirements  of  television  broadcasting  alone, 
and  which  take  into  account  the  rising  needs  of 
other  services.  Thus  the  question  of  the  transfer 
of  television  broadcasting  to  vhf  has  the  dual 

aspect  of  the  possible  improvement  it  may  pro- 
vide in  the  opportunity  for  achieving  the  goals 

of  the  nationwide  television  system  upon  the 
one  hand  and  of  accommodating  expanding 
needs  and  requirements  of  industry  on  the  other. 

Interim  Action 

31.  There  remains  the  problem  of  interim 
action  which  should  be  taken  pending  resolution 
of  the  long  range  problems  already  discussed. 
Since  some  years  would  be  required  in  any  event 
for  the  full  implementation  of  an  all-uhf  system, 
the  Commission  believes  that  steps  should  be 
taken  in  the  meantime  to  improve  the  oppor- 

tunities for  effective  competition  among  a 

greater  number  of  stations.  As  already  indi- 
cated, a  basic  choice  in  many  markets  at  this 

time  lies  between  the  elimination  of  vhf  channel 
assignments  to  create  improved  opportunities  for 
uhf  broadcasting  and,  alternatively,  the  assign- 

ment of  additional  local  vhf  channels.  Because 

of  the  widely  varying  circumstances  in  indi- 
vidual markets  and  the  numerous  factors  which 

bear  on  the  choice  of  techniques  in  any  indi- 
vidual community  or  area,  it  is  not  possible  to 

formulate  rigid  criteria  whose  perfunctory  appli- 
cation to  individual  cases  will  automatically 

indicate  the  course  which  would  best  serve  the 
public  interest  in  each  community  during  the 
interim  period.  We  have  concluded,  however, 
after  extensive  review  of  all  the  proposals  which 
have  been  submitted  to  us  for  the  elimination 
or  addition  of  commercial  vhf  assignments,  that 
the  following  considerations  will  have  important 
bearing  on  decisions  in  specific  communities  or 
areas.  In  markets  with  one  or  more  commercial 

vhf  assignments,  the  merits  of  proposals  to  elim- 
inate a  vhf  commercial  assignment  would  de- 

pend to  a  large  extent  on  such  factors  as: 

1.  Whether  significant  numbers  of  people 
would  lack  service  as  a  result  of  the  elim- 

ination of  the  vhf  channel. 
2.  Whether  one  or  more  uhf  stations  are 

operating  in  the  area. 
3.  Whether  a  reasonably  high  proportion  of 

the  sets  in  use  can  receive  uhf  signals. 
4.  Whether  the  terrain  is  reasonably  favorable 

for  uhf  coverage. 

5.  Whether,  taking  into  account  all  the  local 
circumstances,  the  elimination  of  a  vhf 
channel  would  be  consistent  with  the  ob- 

jective of  improving  the  opportunities  for 
effective  competition  among  a  greater 
number  of  stations. 

The  desirability  of  assigning  a  first  vhf  chan- 
nel or  of  adding  an  additional  vhf  channel  would 

depend  principally  upon: 

1.  Whether  it  is  possible  to  locate  the  new 
transmitter  so  as  to  meet  minimum  trans- 

mitter spacings. 

2.  Whether,  in  cases  where  it  is  necessary 
to  move  the  channel  from  another  city, 
there  is  greater  need  for  the  channel  in  the 
area  to  which  it  is  proposed  to  be  assigned. 

3.  Whether  the  addition  of  a  new  vhf  assign- 
ment would  be  consistent  with  the  objec- 

tive of  improving  the  opportunities  for 
effective  competition  among  a  greater 
number  of  stations. 

32.  In  appropriate  instances  it  may  be  de- 
sirable, in  order  to  attain  the  objectives  stated 

in  the  preceding  paragraph,  to  add  an  additional 
vhf  assignment  which  meets  all  requirements  of 
the  present  rules  with  the  exception  that  the 

minimum  spacing  from  the  city  where  the  new 
assignment  is  proposed  would  not  be  met.  It 
would  be  feasible,  however,  in  these  instances, 

by  appropriate  location  of  the  new  transmitter, 
to  meet  all  transmitter  spacing  requirements. 
Since  it  is  the  spacing  from  the  transmitter  that 
is  critical,  we  believe,  that  it  will  be  in  the  public 
interest  to  relax  the  present  rules  in  order  to 
permit  new  assignments  that  can  be  utilized 
within  reasonable  distance  from  the  city  in  con- 

formity with  the  minimum  transmitter  spacing 
requirement.  In  this  way  additional  service  can 
be  provided  without  departing  from  the  en- 

gineering standards. 

Implementation  of  Interim  Revisions 
of  the  Table  of  Assignments 

33.  This  proceeding  has  served  the  purpose 
for  which  it  was  instituted,  i.e.,  determination 
of  the  basic  lines  on  which  revisions  of  the 
existing  television  allocation  plan  should  be 
considered.  It  can  therefore  now  be  terminated. 
We  announced  in  the  Notice  of  Proposed  Rule 
Making  adopted  on  Nov.  10,  1955,  that  after 
this  determination  had  been  made  we  would 
proceed  to  the  consideration  of  proposals  for 
such  channel  reassignments  as  might  be  made 
in  conformity  with  the  general  policies  adopted 
herein. 

34.  Accordingly,  we  are  adopting  today  a 
number  of  Notices  of  Proposed  Rule  Making  in 
which  we  will  consider  a  series  of  proposed 
channel  reassignments  which  appear  to  merit 
consideration  in  conformity  with  the  objectives 

outlined  in  this  Report  and  Order.  For  ex- 
ample, in  a  number  of  communities,  including 

Madison*  and  Elmira*,  we  are  proposing  to 
delete  a  vhf  channel  or  reserve  it  for  educa- 

tional use.  It  appears  on  the  basis  of  the  facts 
before  us  that  such  action  offers  reasonable 

prospect  for  improving  the  opportunities  for 
effective  competition  among  a  greater  number 
of  stations  in  these  areas.  In  other  communities, 

such  as  Fresno**  and  Peoria**,  we  are  propos- 
ing to  shift  vhf  channels  to  other  communities, 

which  would  have  the  added  advantage  of 

making  additional  comparable  facilities  avail- 
able in  vhf  markets.  In  several  other  areas, 

such  as  New  Orleans***  and  Albany***,  it 
appears  that  similar  objectives  can  be  achieved 

by  deleting  or  shifting  one  of  the  two  vhf  chan- 
nels assigned  in  the  area. 

35.  In  communities  such  as  Charleston  and 

Duluth-Superior,  which  have  two  vhf  channels 
assigned  and  no  uhf  stations  in  operation,  we 
find  that  it  is  possible  to  add  a  third  vhf  channel 

by  "drop-in"  or  by  shifting  an  unused  educa- 
tional assignment  for  which  there  appears  to  be 

no  realistic  prospect  of  early  use.  In  Miami****, 
which  already  has  three  commercial  vhf  assign- 

ments, we  are  proposing  to  add  a  fourth  which 
it  appears  can  be  accomplished  in  accordance 
with  minimum  transmitter  spacing  requirements. 
We  believe  this  course  of  action  is  more 
meritorious  than  deletion  of  two  or  all  vhf 
channels  from  Miami,  as  some  petitioners  and 
parties  to  this  proceeding  have  proposed.  Where 
a  fourth  vhf  channel  can  be  employed  without 
violating  our  engineering  standards,  deletion  of 
vhf  channels  would  not  appear  to  be  warranted. 

36.  In  some  markets  such  as  Toledo,  where 
there  are  only  two  commercial  vhf  assignments 
and  no  uhf  stations  operating,  we  find  that 
despite  the  apparent  capacity  of  such  markets 
to  support  additional  stations,  it  is  not  possible 

*  Chairman  McConnaughey  and  Commissioners 
Doerfer  and  Mack  dissented  from  this  proposed rule  making. 
**  Commissioners  Doerfer  and  Mack  dissented 
from  this  proposed  rule  making. 
***  Chairman  McConnaughey  and  Commissioners 
Doerfer  and  Mack  dissented  from  this  proposed 
rule  making.  Commissioners  Webster,  Bartley 
and  Lee  concurring  but  would  propose  the  dele- tion of  ch.  6  also. 
****  Commissioners  Webster  and  Mack  dissented 
from  this  proposed  rule  making. 
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to  assign  an  additional  vhf  channel  because  there 
are  none  available  which  would  meet  minimum 

transmitter  spacings.  Nor  would  it  be  prac- 
ticable to  encourage  the  expansion  of  local 

services  on  locally  assigned  uhf  channels  by 
eliminating  a  local  vhf  assignment  because,  apart 
from  the  absence  of  significant  uhf  conversion 
in  the  area,  the  reception  of  signals  from  vhf 
cities  located  elsewhere  (in  this  case,  Detroit) 
would  make  it  doubtful  that  effective  deinter- 
mixture  could  be  achieved. 

37.  Parties  interested  in  these  proceedings  will 
have  full  opportunity  to  submit  comments  in 
support  of  or  in  opposition  to  these  proposals, 
and  to  submit  counterproposals.  The  proposals 
put  out  for  rule  making  at  this  time  do  not 
cover  all  the  amendments  to  the  present  Table 
of  Assignments  which  have  been  proposed  in 
petitions  now  before  us.  We  will  endeavor  to 
act  on  all  petitions  as  rapidly  as  possible,  includ- 

ing those  already  before  us  which  have  not  yet 
been  acted  on  and  in  those  on  which  rule  mak- 

ing proceedings  have  been  initiated  but  not  yet 
concluded.  Parties  desiring  to  file  petitions  for 
additional  or  alternative  amendments  to  the 
Table  of  Assignments  may  do  so. 

38.  In  order  to  assist  the  Commission  in 
evaluating  proposals  for  channel  reassignments 
which  involve  the  removal  of  an  existing  vhf 
assignment  for  which  an  application  is  on  file 
or  a  construction  permit  has  been  granted,  it  is 

requested  that  the  parties  furnish  data,  in  ac- 
cordance with  the  procedure  set  out  in  para- 

graphs 39  and  40,  showing  the  service  of  all  sta- 
tions in  the  area  involved. 

39.  As  the  Commission  pointed  out  in  the 
Sixth  Report  and  Order  and  other  documents, 
there  is  no  available  means  for  predicting  pre- 

cisely the  service  areas  of  a  specific  television 
station  which  will  take  into  account  time  varia- 

tions and  variations  in  location,  with  particular 
reference  to  uneven  terrain.  Propagation  data 
gathered  since  the  Sixth  Report  and  Order  are 
now  available.  These  latest  data,  as  analyzed 

by  the  Commission's  staff  and  others,  should  be 
used,  since  they  improve  somewhat  the  predic- 

tions which  can  now  be  made  in  the  average 
case.  The  new  data  and  methods  for  employing 
them  are  set  out  in  Appendix  A  attached  to  this 
Report  and  Order. 

40.  The  data  supplied  should  be  based  on  the 
following  assumptions: 

(1)  In  computing  coverage,  stations  should 

be  assumed  to  be  operating  with  max- 
imum power  at  1000  ft.  above  average 

terrain,  with  the  transmitter  located  in 
the  center  of  the  principal  community, 
except  where  the  minimum  transmitter 
separations  proposed  require  transmitter 
location  elsewhere. 

(2)  1000  ft.  antenna  height  above  average 
terrain  should  be  used  for  all  pertinent 
directions. 

(3)  Service  should  be  drawn  for  the  limit 
of  the  Grade  B  contour  as  limited  by 
noise  or  interference,  as  the  case  may  be. 

(4)  The  extent  of  Grade  B  service  should  be 
computed  in  accordance  with  the  tables 
set  out  in  Appendix  A. 

(5)  Only  co-channel  interference  need  be 
considered. 

(6)  Simple  station  method  of  interference 
should  be  employed,  i.e.,  the  station  caus- 

ing the  greatest  penetration  is  assumed 
to  mask  the  interference  of  other  stations. 

(7)  In  computing  interference  or  service,  all 

stations  presently  on  the  air  or  author- 
ized, and  pending  applications,  should  be 

taken  into  account,  whether  uhf  or  vhf. 
However,  where  a  station  that  is  not 
yet  operating  is  considered,  this  fact 
should  be  indicated. 

If  the  parties  desire,  data  based  on  other 

assumptions  may  be  submitted  in  addition  to  the 
foregoing. 

41.  In  a  Notice  of  Proposed  Rule  Making 
adopted  lune  22,  1955  (Docket  No.  11433, 
FCC  55-705),  the  Commission  requested  com- 

ments on  a  proposal  to  raise  the  maximum 
power  of  uhf  television  stations  from  1,000  kw 
to  5,000  kw,  and  to  substitute  new  curves  in 
Figures  3  and  4  of  Section  3.699  of  the  Rules 
governing  reduction  of  power  for  antenna 
heights  exceeding  2000  ft.  In  a  Further  Report 
and  Order  adopted  on  Dec.  14,  1955,  the  fore- 

going rule  making  proceeding  was  incorporated 
as  part  of  the  general  television  allocation  pro- 

ceeding under  Docket  No.  11532,  and  the  pro- 
posal is  accordingly  before  us  for  review  in  the 

instant  proceeding.  After  careful  examination 
of  the  comments  which  have  been  submitted  in 

support  of  and  in  opposition  to  these  proposals 
the  Commission  has  concluded,  in  the  light  of 
the  decisions  reached  in  this  proceeding,  that  the 
public  interest  would  be  served  by  increasing 
the  maximum  power  of  uhf  stations  to  5000  kw. 
It  has  accordingly  decided  to  amend  the  relevant 
rules,  including  the  curves  already  mentioned, 
in  Figures  3  and  4  of  Section  3.699.  Equip- 

ment is  now  available  and  in  use  which  yields 
effective  radiated  power  of  1000  kw  for  uhf  sta- 

tions. Encouraging  experiments  have  been  con- 
ducted with  uhf  transmissions  at  4500  kw  and 

even  higher  power.  The  increase  at  this  time 
in  the  maximum  power  authorized  for  uhf  sta- 

tions seems  particularly  appropriate  in  view  of 
the  importance  which  is  attached  to  the  re- 

search and  development  program  already  dis- 
cussed. 

42.  In  a  Further  Report  and  Order  adopted 
Nov.  30,  1955  (Docket  Nos.  11181  and  11532, 

FCC  55-1198),  the  Commission  brought  within 
this  general  television  allocation  proceeding  the 
proposal  to  increase  the  antenna  height  at  which 
maximum  power  could  be  authorized  for  vhf 
television  stations  in  Zone  I.  Previously,  on 
July  20,  1955  (Report  and  Order,  Docket  No. 
11181,  FCC  55-802),  the  Commission  had  an- 

nounced the  adoption  of  an  amendment  to  Sec- 
tion 3.614(b)  of  the  rules  which  would  permit 

vhf  television  stations  in  Zone  I  to  use  maxi- 
mum power  at  antenna  heights  up  to  1250  ft., 

instead  of  up  to  1000  ft.  as  provided  in  the 
rules.  The  effective  date  for  that  amendment 

was  designated  as  Aug.  31.  1955.  This  effec- 
tive date  was  subsequently  extended  in  a  series 

of  Orders  issued  prior  to  Nov.  30,  1955,  at 
which  time  the  Commission  vacated  the  Report 
and  Order  of  July  20,  1955,  and  made  the  record 
in  Docket  No.  11181  part  of  this  general  tele- 

vision allocation  proceeding.  The  rule  making 
proposal  under  the  former  Docket  No.  11181 
is  accordingly  before  us  for  decision. 

43.  In  re-examining  this  proposal  we  have 
again  carefully  reviewed  the  comments,  sup- 

porting and  opposing  the  change.  We  also  have 
considered  a  number  of  petitions  for  reconsid- 

eration or  for  stay  of  our  Report  and  Order  of 

July  20,  1955  (Docket  No.  11181).'  We  also 
have  considered  the  issues  concerning  maxi- 

mum antenna  heights  and  powers  for  vhf  sta- 
tions in  Zone  1  in  the  light  of  the  conclusions 

reached  in  this  proceeding  concerning  the  meas- 
ures which  will  best  facilitate  the  building  and 

operation  of  greater  numbers  of  television  sta- 
tions in  both  large  and  small  markets.  This 

objective  is  paramount,  and  furnishes  the  basis 
for  our  conclusion  that  it  would  be  undesirable 

to  alter  the  antenna  height  and  power  maxima 
at  this  time.    As  we  pointed  out  in  our  Report 

4  Filed  by  Elm  City  Broadcasting  Corp.,  The 
Air  Transport  Assn.  of  America,  The  Ultra 
High  Frequency  Coordinating  Committee,  Grey- 
lock  Broadcasting  Co.  (WMGT).  Springfield  Tele- 

vision Broadcasting  Corp.  (WWLP),  Plains  Tele- 
vision Corp.  (WICS),  The  Helm  Coal  Co.  (WNOW- 

TV),  Rossmoyne  Corp.  (WCMB-TV),  Southern 
Connecticut  and  Long  Island  Television  Co. 
(WICC-TV). 

and  Order  of  July  20,  1955,  there  were  cogent 
reasons  for  rejecting,  in  the  Sixth  Report  and 
Order,  proposals  to  permit  all  stations  to  use 
maximum  power  at  2000  ft.,  irrespective  of  lo- 

cation. In  that  document  the  Commission  ad- 
verted to  the  lower  separations  in  Zone  I,  the 

shorter  distances  between  cities,  and  the  need 
for  more  data  on  operations  over  1000  ft.  The 
pattern  of  vhf  stations  in  Zone  I  is  now  well 
established  on  the  basis  of  the  height  and  power 
rules  adopted  in  1952  when  the  Sixth  Report 
and  Order  was  issued. 

44.  The  comments  and  data  submitted  in  the 

instant  proceeding  also  indicate  that  to  some  ex- 
tent, the  overlap  of  service  areas  tends  to  di- 

minish the  opportunities  for  the  building  and 

successful  operation  of  a  larger  number  of  sta- 
tions, both  in  the  vhf  and  uhf  bands,  in  smaller 

communities  neighboring  the  larger  metropoli- 
tan areas.  The  power  increases  sought  for  Zone 

I  would  tend  to  augment  these  effects  of  over- 
lapping of  service  areas.  In  these  circumstances, 

taking  into  account  the  objective  of  facilitating 
the  construction  and  operation  of  a  larger  num- 

ber of  television  stations,  the  Commission  has 

come  to  the  conclusion  that  it  would  be  prefer- 
able not  to  adopt  even  the  compromise  increase 

contemplated  in  our  Report  and  Order  of  July 

20,  1955.  In  reaching  this  decision,  the  Com- 
mission has  borne  in  mind  not  only  the  possible 

impact  of  the  change  on  uhf  stations  in  Zone  I, 
but  also  the  needless  burdens  which  would  be 
thrust  on  vhf  stations,  which  would  be  faced 

with  the  alternatives  of  sustaining  increase  in- 
terference from  co-channel  stations  taking  ad- 

vantage of  the  proposed  rule  change,  or  of  in- 
creasing the  heights  of  their  own  antennas  in 

order  to  offset  it.  Owing  to  the  added  cost,  local 
zoning  restrictions  and  air  space  considerations, 
not  all  vhf  stations  in  Zone  I  would  find  it  pos- 

sible to  increase  their  antenna  heights.  Thus 

this  proposal  would  tend  to  unbalance  the  estab- 
lished pattern  of  vhf  service  in  Zone  I,  a  result 

which  would  not  be  justified  by  the  extension 
of  service  areas  which  the  amendment  might 
make  possible  in  a  relatively  few  cases. 

45.  In  our  Memorandum  Opinion  and  Order 
adopted  Dec.  14,  1955,  we  listed  five  petitions 
which  related  directly  to  the  matters  under  re- 

view in  the  general  television  allocation  and 
which  we  announced  we  would,  accordingly, 

consider  in  these  proceedings.  It  is  now  appro- 
priate to  consider  these  petitions  in  the  light  of 

the  decisions  reached  herein.  The  petition  filed 
April  18.  1955,  by  Albert  J.  Balusek  of  San 
Antonio.  Tex.,  has  already  been  disposed  of. 

The  remaining  four  are  dealt  with  in  the  suc- 
ceeding paragraphs. 

46.  On  June  21.  1955.  the  Uhf  Industry  Co- 
ordinating Committee  requested  that  the  Com- 

mission amend  the  rules  so  as  to  permit  the 
authorization  of  vhf  stations  on  a  case-to-case 
basis  at  lower  separations  than  are  permitted  at 
present.  Whether  such  authorizations  were 
processed  on  a  case-to-case  basis  or  on  the  basis 
of  a  general  reduction  of  minimum  separations, 
the  Commission  has  concluded,  for  the  reasons 

already  given,  that  the  authorization  of  addi- 
tional vhf  stations  at  sub-standard  transmitter 

spacings  would  not  be  desirable. 

47.  On  Oct.  17.  1955,  the  Ultra  High  Fre- 
quency Industry  Coordinating  Committee  filed 

a  separate  petition  requesting,  inter  alia,  that 
the  Commission  consider  the  television  alloca- 

tions problem  under  a  broad  rule  making  pro- 
ceeding. The  instant  rule  making  proceeding 

corresponds  with  that  requested  by  the  peti- 
tioner. The  Ultra  High  Frequency  Industry  Co- 

ordinating Committee  also  requested  the  de- 
ferment of  authorizations  or  modifications  of 

authorizations  which  would  increase  intermix- 

ture pending  the  conduct  of  the  general  proceed- 
ing. That  portion  of  the  petition  is  now  moot. 
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since  we  are  now  terminating  this  proceeding. 

48.  On  Oct.  7,  1955,  the  American  Broad- 
casting Co.  filed  a  petition  requesting  the  dein- 

termixture  of  some  communities,  the  reduction 
of  vhf  separations  and  other  revisions  to  the 
present  rules.  These  proposals  of  the  American 
Broadcasting  Co.  have  been  superseded  by  com- 

ments filed  under  the  instant  proceeding.  It  is 

not  necessary,  therefore,  to  give  separate  con- 
sideration to  this  petition. 

49.  On  Nov.  9,  1955,  Scharfeld  and  Baron 
of  Washington,  D.  C,  filed  a  petition  proposing 
that  channel  assignments  be  made  on  the  basis 
of  individual  applications  rather  than  under  a 
fixed  Table  of  Assignment.  The  Commission 
has  given  careful  consideration  to  this  proposal, 
but  is  not  persuaded  that  it  would  be  in  the 
public  interest  to  abandon  the  Table  of  Assign- 

ments at  this  time.  Before  the  Sixth  Report 
and  Order  was  adopted  the  Commission  con- 

sidered proposals  to  assign  television  channels 
on  the  basis  of  individual  applications.  It  was 
decided,  however,  for  reasons  set  out  in  that 

document,  that  it  would  be  preferable  to  estab- 
lish a  table  of  assignments  subject  to  modifica- 
tion through  rule  making  proceedings.  Although 

not  all  the  reasons  given  at  that  time  are 
applicable  now  to  the  full  extent  they  were  in 
1952,  when  a  large  backlog  of  applications 
would  have  rendered  the  application  basis 
almost  unmanageable,  the  Commission  hesitates 
to  discard  the  Table  and  thereby  incur  delays 
which  may  occur  in  cases  where  applications 
propose  conflicting  assignments.  Moreover,  re- 

tention of  the  present  system  of  fixed  assign- 
ments subject  to  modification  in  rule  making 

proceedings  is  desirable  for  implementation  of 
the  policies  adopted  in  this  Report  and  Order. 

50.  In  our  further  Report  and  Order  adopted 
in  this  proceedings  on  Nov.  30,  1955,  the  Com- 

mission gave  notice  that  it  would  consider  herein 
the  petition  which  Northern  Pacific  Tv  Corp. 
of  Spokane,  Wash.,  filed  on  Nov.  7,  1954,  re- 

questing the  amendment  of  Section  3.614(b) 
of  the  Rules  so  as  to  permit  stations  operating 
on  Channels  2-6  in  Zone  II  to  operate  with 
maximum  power  of  100  kw  irrespective  of  an- 

tenna height.  On  the  basis  of  careful  considera- 
tion of  this  proposal  the  Commission  has  con- 

cluded that  it  would  not  serve  the  public  in- 
terest to  remove  the  maximum  limitations  set 

out  in  the  present  rules  at  the  present  time. 
The  basic  considerations  which  apply  here  are 
similar  to  those  already  discussed  in  paragraphs 
43  and  44,  above,  relating  to  the  proposal  to 
increase  the  antenna  height  at  which  vhf  sta- 

tions in  Zone  I  are  permitted  to  use  maximum 
power. 

51.  In  accordance  with  the  decision  reached 
on  the  proposal  to  increase  the  maximum  power 
of  uhf  stations  to  5,000  kw,  discussed  in  para- 

graph 41,  above,  IT  IS  ORDERED,  that  effec- 

tive Aug.  1,  1956,  Part  3  of  the  Commission's 
Rules  is  amended  as  follows: 

A.  Section  3.614(b)  is  amended  by  deleting 

in  the  Table  the  expression  "30  dbk  (1,000 
kw)"  and  substituting  therefor  "37  dbk 

(5,000  kw)." 
B.  Section  3.699  is  amended  by  the  deletion 

of  Figures  3  and  4  and  the  substitution 
therefor  of  the  attached  Figures  3  and  4. 

[Editor's  Note:  Figures  3  and  4  not  repro- duced in  this  text.] 

52.  Authority  for  the  foregoing  amendment 
is  contained  in  Sections  303(a),  (b),  (c),  (e), 
(f),  (g),  (h)  and  (r)  and  4(i)  of  the  Communi- 

cations Act  of  1934,  as  amended. 

53.  In  accordance  with  the  conclusions 
reached  herein,  IT  IS  ORDERED,  that  this 
proceeding  IS  TERMINATED,  including  that 
portion  of  this  proceeding  concerning  amend- 

ment of  the  rules  governing  maximum  antenna 

heights  and  powers  in  Zone  I,  which  was  for- 
merly considered  under  Docket  No.  11181. 

FEDERAL  COMMUNICATIONS 

COMMISSION* Mary  lane  Morris, 
Secretary. 

Adopted:  June  25,  1956. 
Released:  June  26,  1956. 

*  See  attached  concurring  statements  of  Com- 
missioners Hyde,  Webster,  Bartley  and  Mack. 

*  See  attached  dissenting  statement  of  Commis- sioner Doerfer. 
NOTE:  Rules  changes  herein  will  be  included  in 
Amendment  No.  3-16. 

APPENDIX  A 

The  accompanying  tables,  which  have  been 
drawn  up  on  the  basis  of  new  propagation 

data,1  provide  the  basis  for  determining  the 
Grade  B  service  contours  of  television  stations 

in  the  presence  of  noise  and  co-channel  inter- 
ference. 

In  order  that  rapid  determinations  may  be 
reached,  an  abbreviated  method  is  to  be  used 

in  employing  the  tables.  In  constructing  the 
tables  it  has  been  assumed  that  a  contour 

which  reflects  the  effect  of  each  interfering  sta- 
tion separately  will  approximate  that  derived 

from  computing  the  simultaneous  effect  of 
several  interfering  signals  since  the  interference 
from  the  nearest  station  will  predominate. 

The  tables  are  based  on  new  minimum  local 
field  intensities  of  35,  44  and  53  dbu  in  the 
presence  of  noise  for  low  vhf,  high  vhf  and 
uhf,  respectively,  and  on  a  maximum  receiving 
antenna  discrimination  of  6  db  for  vhf  and  13 

db  for  uhf.  These  new  figures  are  employed 
in  light  of  experience  and  improvement  in  the 
art  since  the  Sixth  Report  and  Order.  They 
represent  the  following  changes  from  the  values 
employed  at  the  time  of  the  Sixth  Report  and 
Order:  A  6  db  improvement  in  the  receiver 
noise  figure  for  low  vhf,  a  4  db  improvement 
in  the  receiver  noise  figure  and  a  3  db  improve- 

ment in  the  receiving  antenna  gain  for  high 
vhf,  and  a  5  db  improvement  in  the  receiver 

noise  figure  and  a  2  db  improvement  in  trans- 
mission line  loss  for  uhf.  Maximum  power  for 

vhf  stations,  1,000  kw  for  uhf  stations  and 

1,000-ft.  transmitting  antenna  heights  have  been 
assumed  in  compiling  the  tables.  All  of  the 
data  underlying  the  tables  are  based  on  the 
foregoing  assumptions  and  on  90%  service 
time  probability. 

Table  I  gives  the  distance  of  a  television  sta- 
tion's signal  as  limited  by  noise  for  50%  and 

70%  of  the  locations  for  the  low  band  vhf,  high 
band  vhf  and  uhf  in  the  presence  of  noise  only. 

Table  II  gives  the  minimum  spacing  between 
co-channel  stations  in  order  that  their  Grade  B 
contours  will  be  limited  by  noise  only.  When 
stations  are  spaced  at  distances  less  than  those 
indicated,  their  service  areas  will  be  limited  by 
the  resulting  interference. 

Table  III  gives  the  point,  on  a  direct  line  be- 
tween stations,  at  which  Grade  B  service  will 

be  limited  by  co-channel  interference  on  the 
basis  of  the  single  station  method  of  computa- 

tion.2 Linear  interpolations  may  be  used  for 
distances  between  those  listed. 

Table  IV  gives  the  radii  of  the  interfering 
signals  which  reduce  the  70%  noise  limitation 
to  an  overall  limitation  of  50%. 

The  following  example  explains  how  the 
tables  should  be  used: 

Consider  three  co-channel  tv  stations  in  the 
low  vhf  band:  Stations  A,  B  and  C  (see  Figure 

1).  [Editor's  Note:  Figure  1  not  reproduced  in 
this  text.]  The  stations  are  offset.  Station  A  is 

1  See  "Present  Knowledge  of  Propagation  in  the 
Vhf  and  Uhf  Tv  Bands",  W.  C.  Boese  and  H. Fine  TRR  2.4.15.,  Nov.  15,  1955. 

TABLE  I 

Distance  to  Noise  Limited  Contour  for  Locations  Indicated 
Low  Vhf      High  Vhf  Uhf 

At  50%  tocations         78  Miles       70  Miles  49  Miles 
At  70%  Locations         71  Miles       66  Miles  45  Miles 

TABLE  II 

Minimum  Spacing  Required  So  That  Grade  B  Service 
Contour  Is  Limited  by  Noise  Only 

Low  Vhf      High  Vhf  Uhf 
Offset  271  Miles     247  Miles      155  Miles 
Non-Offset  364  Miles     326  Miles      239  Miles 

TABLE  III 

Distance  (di  in  Miles)  to  Grade  B  Interference  Free  Serv- 
ice Contour  in  the  Direction  of  an  Interfering  Station  at 

Spacing  Indicated cd  a  riwr LOW VHF HIGH VHF UHF 

Non- Non- 

Ma.. 

won— 

(Miles) Offset Offset 
Offset Offset 

Offset  Offset 
100 

26.5 
31.0 37.0 

110 30.0 34.0 

40.5 

120 
32.5 

37.5 43.0 130 35.5 40.0 
45.0 

140 38.5 43.0 

47.0 
150 

41.0 46.0 48.0 

155 
49.0 160 

44.0 

48.5 170 

47.0 

51.0 

180 

50.0 

53.5 

190 

52.5 

56.5 

41.5 

200 
55.5 37.5 58.5 42.5 43.0 210 58.5 

40.0 
61.0 

45.5 44.5 
220 

61.5 
42.5 63.5 

48.0 

46.5 
230 

64.5 

45.0 

66.0 

51.0 
48.0 

240 67.5 
48.0 68.5 

53.5 
49.0 250 70.5 

50.5 70.0 

55.0 

260 74.0 

53.0 57.0 
270 77.5 

55.5 

59.0 

280 
78.0 57.5 

61.0 
290 

60.0 63.0 300 62.0 65.0 310 

65.0 

6V.0 
320 

67.0 

69.0 
330 69.0 70.0 
340 72.0 

350 74.0 
360 

77.0 370 
78.0 

TABLE  IV 
Distance  (da)  From  Undesired  Station  at  Which  Interfer- 

ing Signal  Will  Reduce  the  70%  Location  Noise  Limita- 
tion of  Desired  Station  to  an  Overall  Grade  B  Limitation 

Low  Vhf      High  Vhf  Uhf 
Offset  208  Miles     188  Miles     124  Miles 
Non-Offset  307  Miles      274  Miles      210  Miles 

180  miles  from  Station  B  and  225  miles  from 
Station  C.  Station  B  is  290  miles  from  Station  C. 
The  problem  is  to  determine  the  limitations  of 
the  Grade  B  contour  of  Station  A  in  the  pres- 

ence of  noise  and  the  interfering  signals  from 
Stations  B  and  C. 

From  Table  I  draw  the  50%  and  70%  loca- 
tion contours  as  limited  by  noise.  These  are 

found  to  be  circles  of  78  and  71  mile  radii, 
respectively.  The  contour  limitation  of  Station 
A  in  the  direction  of  Station  B  can  be  obtained 

by  finding  from  Table  III  the  distance  to  the 
interference  free  Grade  B  contour  dt  for  a 

spacing  of  180  miles  for  low  vhf  stations  oper- 
ating on  an  offset  basis.  This  contour  is  found 

to  fall  50  miles  from  Station  A,  and  this  point 
should  be  plotted  on  a  line  between  Stations 

A  and  B. 
Two  additional  points  should  now  be  located 

to  determine  the  limitation  of  the  Grade  B 
contour  of  Station  A  in  the  presence  of  noise 
and  interference  from  Station  B.  These  addi- 

tional two  points  may  be  located  from  Table 

-  The  figures  in  the  table  were  computed  by 
obtaining  the  point  on  a  line  between  stations 
at  which  the  desired  field  exceeds  the  undesired 
by  the  required  ratio.  This  does  not  give  the 
precise  point  at  which  Grade  B  service  is  limited 
since  receiver  noise  factor  is  not  considered. 
In  dealing  with  stations  in  the  low  vhf  band, 
it  would  be  necessary  to  consider  non-offset  sta- tions as  far  removed  as  650  miles  in  order  to 
take  noise  also  into  account.  When  using  the 
simple  method  employed  here  for  the  spacings 
usually  encountered  the  results  may  place  the 
service  contours  from  1  to  4  miles  beyond  the 
actual  figure  that  will  be  obtained  if  noise  were 
also  taken  into  account.  Nevertheless,  we  believe 
the  suggested  method  affords  results  of  sufficient 
accuracy  for  present  purposes. 
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IV.  From  this  table  find  the  pertinent  distance 
d2.  The  required  points  will  be  this  distance 
from  Station  B — the  undesired  station — and 
will  lie  on  the  70%  location  noise-limited  con- 

tour of  Station  A,  i.e.,  at  points  x  and  y  in  the 
diagram.  In  the  example  d2  is  208  miles. 
These  points  will  be  positioned  symmetrically 
with  relation  to  the  point  already  determined 
above  and  will  indicate  where  noise  will  limit 
service  to  70%  of  the  locations  and  the  inter- 

fering signal  will  limit  service  to  70%  of  the 
locations.  The  cumulative  effect  would  thus 

be  a  limitation  of  service  to  50%  of  the  loca- 
tions. 

The  Grade  B  contour  of  Station  A  as  limited 

by  noise,  and  interference  from  Station  B  will 
be  determined  by  an  arc  of  a  circle  drawn 
through  the  three  points  which  have  been 
located.  The  above  procedure  should  be  re- 

peated for  Station  C. 
The  Grade  B  contour  limitations  for  Station 

A  are  shown  in  the  figure  as  indicated  by  the 
arrows. 

CONCURRING  STATEMENT  OF 

COMMISSIONER  E.  M.  WEBSTER 

I  concur  in  the  thinking  of  a  majority  of  the 

Commission  that  ultimately  commercial  televi- 
sion broadcasting  may  have  to  be  moved  to 

the  uhf  band.  But,  like  my  colleagues,  I  am  of 
the  opinion  that  a  decision  to  make  such  a  shift 
at  this  time  would  be  premature  in  view  of  the 
present  status  of  this  phase  of  the  radio  art. 
Therefore,  I  am  in  accord  with  the  Commis- 

sion's desire  and  suggestion  that  the  industry 
immediately  launch  an  expedited  research  and 
development  program  designed  to  hasten  the 
day  when  uhf  will  be  able  to  assume  its  proper 
role  in  the  nationwide  television  system. 

The  Commission,  by  this  Report  and  Order, 
expresses  its  growing  concern  in  regard  to  the 
rapidly  increasing  needs  of  other  radio  services 
for  additional  spectrum  space  and  points  out 
that  the  transfer  of  television  broadcasting  to 
the  uhf  band  would  provide  accommodiations 
for  the  expanding  requirements  of  industry  in 
the  lower  part  of  the  vhf  spectrum  which  is 
well  suited  to  the  needs  of  the  land  mobile  serv- 

ices. However,  it  does  not  appear  that  there 

is  any  inclination  on  the  part  of  the  Commis- 
sion to  re-examine  the  spectrum  for  this  pur- 
pose at  any  time  in  the  near  future.  While  it 

is  true  that  the  conclusions  to  be  reached  as  a 
result  of  such  an  examination  would  be  tem- 

pered by  the  accomplishments  of  the  expedited 
research  program;  nevertheless,  it  is  my  opinion 
that  an  examination  of  the  lower  vhf  band 
should  be  conducted  simultaneously  therewith 
so  that  findings  in  each  case  could  conceivably 
be  reached  at  approximately  the  same  time. 
Accordingly,  I  believe  the  Commission  should 
immediately  issue  a  notice  of  proposed  rule 
making  for  the  purpose  of  developing  such  data 
as  it  may  need  in  determining  the  best  use  to 
be  made  of  the  lower  vhf  spectrum. 

CONCURRING  STATEMENT  OF 

COMMISSIONERS  HYDE  AND 

BARTLEY 

We  concur  in  the  adoption  of  the  order,  al- 
though we  do  not  agree  with  discussion  in  the 

report  regarding  the  disposition  of  certain  prior 
tv  allocation  proceedings  on  which  we  have 
previously  stated  our  views. 

STATEMENT  OF  COMMISSIONER 

MACK 

The  Commission's  Sixth  Report  and  Order 
(FCC  52-294;  April  14,  1952)  adopted  channel 
assignment  principles  and  standards  for  televi- 
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sion  broadcasting  which  have  afforded  a  sound 
legal  guide  for  the  public  and  industry  and 
which  have  promoted  the  rapid  development  of 
television  in  the  United  States.  Today  more 
than  90%  of  the  homes  in  the  United  States 
are  within  range  of  at  least  one  station  and  the 

great  majority  can  receive  two  or  more  sta- 
tions. The  construction  of  additional  stations 

already  approved  by  this  Commission  will 
bring  still  more  service. 

Consequently,  it  appears  highly  speculative, 
on  the  record  in  this  proceeding,  that  any 
changes  should  be  undertaken  at  this  time  to 
alter  the  principles  set  forth  in  the  Sixth  Report 
and  Order  prior  to  the  adoption  of  a  long-range 
program.  To  the  contrary,  the  growth  of  the 
television  industry  is  real  evidence  of  the  value 
of  the  Sixth  Report  in  bringing  television 
service  to  the  greatest  number  of  people.  We 

may  well  recognize  the  industry's  problems, but  we  cannot  overlook  the  fact  that  in  the 
present  channel  assignments  the  public  is  well 
served. 

I  do  believe  that  the  long-range  program 
undertaken  in  conjunction  with  all  segments  of 
the  broadcasting  industry  may  well  answer 

many  problems  which  presently  face  the  Com- 
mission. 

DISSENTING  STATEMENT  OF 

COMMISSIONER  DOERFER 

Although  I  concur  in  that  part  of  today's 
action  soliciting  comments  as  to  the  feasibility 
of  moving  all  television  broadcasting  to  the 
uhf  portion  of  the  spectrum.  I  cannot  concur 
with  that  part  of  the  proposed  interim  action 
which  would  deintcrmix  a  mere  handful  of  so- 
called  uhf  markets.  The  proposed  action  would 
not  make  a  significant  or  a  substantial  contribu- 

tion toward  the  full  utilization  of  the  seventy 
uhf  channels. 

Although  the  avowed  purpose  of  deinter- 
mixing  is  to  provide  a  better  competitive  situa- 

tion in  these  markets  in  the  interim,  actually 
this  action  is  confined  merely  to  those  pending 
vhf  applications  which  incurred  delays  in  proc- 

essing. This  is  a  fortuitous  circumstance  and 
not  a  substantive  solution  to  the  problem. 

The  Federal  Communications  Act  provides 
that  the  distribution  of  frequencies  among  the 

several  states  and  communiti.-s  shall  be  upon  a 
fair,  efficient  and  equitable  basis.  It  makes  no 

provision  for  a  "nation-wide  competitive  sys- 
tem." Admittedly  ample  competition,  if  attain- 

able without  doing  violence  to  the  equitable 
and  efficient  provisions  of  the  Act,  would  be  in 

the  public  interest.  But  when  this  is  to  be  ac- 
complished at  the  expense  of  denying  a  first 

television  service  to  substantial  numbers  of 

people,  it  is  tantamount  to  displacing  the  Con- 
gressional mandate  of  an  efficient  and  equitable 

distribution  and  substituting  therefor  equal 
competitive  facilities  for  a  few  applicants. 

To  assign  only  uhf  frequencies  to  some  com- 
munities when  a  vhf  service  is  available  is,  in 

my  opinion,  inequitable.  A  vhf  service  pres- 
ently is  superior  to  a  uhf.  In  comparison  with 

uhf,  a  vhf  signal  has  a  wider  coverage  and  less 
shadow  area.  Both  in  operation  and  in  recep- 

tion, vhf  is  less  costly.  To  ignore  these  dif- 
ferences in  the  present  stage  of  the  develop- 

ment of  broadcasting  is  to  disregard  the  special- 
ized knowledge  of  this  Commission  and  the 

experience  of  the  industry  and  the  public. 
It  cannot  be  denied  that  the  reception  of  uhf 

is  more  costly.  It  requires  special  antennas, 
more  sensitive  receiving  sets  and  more  frequent 
and  more  costly  maintenance. 

Nor  does  the  proposed  rule  making  suggest 
efficient  use  of  the  spectrum.  This  Commission 
has  allocated  over  85%  of  the  television  spec- 

trum space  for  uhf  television  broadcasting. 
The  proposal  today  gives  promise  of  using  that 
portion  to  serve  less  than  10%  of  the  present 
or  the  foreseeable  demand.  •  The  deintermixture 
proposed  will  not  create  any  more  markets  for 
uhf  transmitting  equipment  or  receiver  sets. 
All  markets  proposed  to  be  deintermixed  have 
already  substantially  converted  to  uhf  sets.  At 
best,  such  action  provides  only  a  replacement 
market  for  less  than  4  million  sets  and  main- 

tains the  status  quo — with  no  reasonable  pros- 
pect for  improvement. 

The  proposed  action  will  also  deny  to  the 
Commission  the  opportunity  to  gain  reliable 
experience  upon  which  to  base  future  action. 
By  creating  uhf  islands,  the  Commission  also, 
as  a  corollary,  creates  vhf  islands.  Hence, 
there  will  be  little  opportunity  to  observe  how 
successfully  a  uhf  service  can  compete  with  a 
vhf  service  in  the  same  market  with  a  slight 
change  in  the  network  rules. 

The  willingness  to  study  the  feasibility  of 
moving  all  television  broadcasting  to  the  uhf 

band  is  conditioned  upon  a  big  "IF."  Neither this  nor  future  Commissions  will  order  this 
move  unless  there  is  practical  assurance  that 
uhf  receiving  and  transmitting  equipment  de- 

velops a  quality  of  performance  equal  to  that 
of  vhf.  It  is  inconceivable  that  the  present  or 
future  Commission  will  take  any  action  which 
would  disenfranchise  thousands  of  people  now 
receiving  service  in  the  fringe  area  of  a  present 
vhf  operation  without  such  assurance. 

Because  I  have  grave  doubts  as  to  the  even- 
tual feasibility  of  an  all-uhf  system,  I  consider 

it  to  be  the  sheerest  speculation  to  take  steps 
now  which  would,  for  a  long  time,  consign  uhf 

to  small  and  insignificant  islands  of  competi- 
tion. Even  with  possible  improvement  of  equip- 
ment, the  best  that  a  uhf  operator  could  show 

a  national  or  regional  advertiser  in  the  future 
is  success  in  a  sheltered  harbor.  I  can  see  no 

substantial  support  forthcoming  from  the  ad- 
vertisers— the  backbone  of  broadcasting  in  this 

country — to  a  uhf  service  without  proof  of 
competitive  ability  in  a  mixed  market. 

No  petitioner  or  Commissioner  has  indicated 
how  this  transition  from  an  all-uhf  market  to  a 
mixed  market  of  vhf s  and  uhf s  in  the  future 
will  be  accomplished.  At  best,  nothing  more  is 
expressed  than  a  hope.  Indeed,  the  interim 
action  of  today  is  in  the  opposite  direction  from 
realizing  the  full  utilization  of  the  vhf  and  uhf 

portion  of  the  spectrum  to  effect  a  truly  nation- 
wide competitive  system. 

If  anything  useful  can  be  done  to  afford  uhf 
an  opportunity  to  compete  successfully  in  a 
mixed  market  in  the  interim,  it  should  be  in 
the  field  of  programming.  To  this  extent,  some 
help  may  be  ventured  by  the  adoption  of  a 
network  rule  designed  to  prevent  a  single  vhf 
from  skimming  all  the  best  network  programs 

within  a  given  market.  Such  rule  may  even 

prove  helpful  in  a  2-only  uhf  market  for  a 
seedling  uhf  to  grow.  In  any  event,  such  a 
rule  would  give  a  more  realistic  promise,  short 

of  the  full  realization  of  an  all-uhf  system,  of 
a  truly  nation-wide  competitive  system  using 
both  types  of  frequencies  than  a  proposal  to 

solidify  a  large  number  of  vhf  islands  unassail- 
able now  and  in  the  future  from  uhf  compe- 

tition. 

As  an  interim  measure,  some  readjustment 
of  competitive  facilities  in  predominantly  vhf 

markets  today  may  be  worked  out.  But  I  can- 
not concur  that  it  should  be  done  by  an  utter 

disregard  of  the  equitable  provisions  of  the 

Communications  Act  or  the  possibility  of  un- 
dermining the  only  available  foundation  for 

the  growth  of  uhf  in  intermixed  markets. 
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PROGRAMS  &  PROMOTIONS 

RECORD  PULL  IN  WOR-TV  CONTEST 

THE  HEAVY  audience  pull  of  WOR-TV  New 
York's  Million  Dollar  Movie  Album  Week 
Contest  was  underlined  in  an  observation  of  the 

Reuben  H.  Donnelly  Corp.,  New  York,  that 

going  back  to  1939  that  company's  records 
show  that  "no  sponsor  has  produced  in  a  local 
New  York  contest  as  many  entries  as  received 

in  this  contest."  A  total  of  97,347  entries  were 
received,  according  to  the  Donnelly  Corp.,  the 

contest's  judges,  which  noted  that  the  figure 
represented  "approximately  double  that  of  other 
successful  New  York  contests." 

The  contest,  which  ran  from  May  28-June  10, 
required  viewers  to  select  the  motion  pictures 
that  WOR-TV  plans  to  run  during  Album  Week 
(July  9-15)  and  their  playing  dates.  Names  of 
the  contest  winners — those  who  come  closest  to 
selecting  the  seven  films  and  their  playing  dates 
— will  be  announced  shortly.  Among  the  100 
prizes  are  a  Ford  Thunderbird  and  $1,000  cash, 
and  round  trips  to  Paris  for  two. 

WBC  NATIONAL  EAR  ON  NEA 

THE  94th  annual  meeting  of  the  National  Edu- 
cation Assn.,  starting  in  Portland,  Ore.,  today 

(Monday)  will  be  covered  in  part  by  all  five 

of  Westinghouse  Broadcasting  Co.'s  radio  sta- 
tions, KEX  Portland,  KYW  Cleveland,  WOWO 

Fort  Wayne,  KDKA  Pittsburgh  and  WBZ- 
WBZA  Boston-Springfield,  Mass.  The  news  and 
special  events  staff  of  KEX  will  cover  the  entire 
meeting,  recording  the  two  principal  keynote 
speeches  of  special  U.  S.  Ambassador  to  the 
Middle  East  Eric  Johnston  and  NEA  President 
John  Lester  Buford,  feeding  reports  to  the  other 
four  WBC  stations. 

SALLY  SET  FOR  LIFE  ON  WJMJ 

SALLY  STARR,  conductor  of  the  twice-daily 
Jamboree  show  on  WJMJ  Philadelphia,  has  just 

signed  what  the   station  calls   an  "unprece- 

'BIG  9' 

"BIG  9,"  a  fully  animated  cartoon  char- 
acter complete  with  10-gallon  hat,  is  now 

giving  the  station  breaks  for  KWTV 

(TV)  Oklahoma  City.  The  "big"  signi- 
fies the  station's  1,572  ft.  transmitter 

tower  while  "9"  designates  the  CBS  af- 
filiate's channel  number. 

The  idea  for  "Big  9"  was  conceived 

by  Montez  Tjaden,  promotion  manager, 
and  Perry  Dickey,  program  director,  and 
was  turned  over  to  Erwin,  Wasey  &  Co., 

KWTV's  agency,  for  development.  Offi- 
cially adopted  as  the  station's  trademark, 

"Big  9"  now  appears  on  all  the  station's 
advertising,  promotion  and  printed  ma- 
terial. 

dented"  contract  with  West  Side  Lincoln-Mer- 
cury, Jamboree  sponsor.  West  Side  contracted 

for  lifetime  options  on  Miss  Starr  as  talent  for 
the  WJMJ  show,  marking  what  the  station 

claims  is  a  "first"  for  an  auto  dealer.  The  life- 
time agreement  was  made  through  Benjamin 

Katz  Agency,  Philadelphia. 

GLAMOUR  TEAM  FOR  NBC  SPOT 

NBC  SPOT  SALES  sent  a  quartet  of  glamorous 

quarterbacks  into  the  field  to  promote  its  sta- 
tions' fall  football  lineups.  The  team  of  New 

York  models,  dressed  in  abbreviated  football 
costume,  carried  megaphones  with  promotion 
brochures  attached  which  they  left  with  clients. 
Prospects  were  advised  of  the  visit  by  a  telegram 

reading:  "Be  on  the  lookout  for  All-American 
girl  between  9  a.m.  and  1  p.m.,  June  20th.  She 
will  get  in  a  huddle  with  you  for  the  latest  on 

top  lineups  (penalties  for  holding)." 

NO  REST  FOR  KFAB  STAFF 

KFAB  Omaha  newsmen  may  vacate  station 
premises  sometimes  in  the  summer,  but  for 

them  there's  no  vacation  in  the  usual  sense  of 
the  word.  Ken  Headrick,  vacationing  in  Fre- 

mont, Neb.,  June  1 1  turned  in  what  KFAB  says 
was  the  first  report  on  a  robbery-murder  oc- 

curring on  the  outskirts  of  that  town.  Another 
staffer,  Don  Norman,  vacationing  in  Seattle 
June  21,  got  his  report  of  an  airplane  collision 
he  witnessed  into  the  station  newsroom  before 
wire  services. 

LIVELIER  NETWORK  AFTERNOON 

STARTING  today  (Monday),  NBC-TV's  week- 
day afternoon  schedule  goes  into  high  gear 

with  a  total  of  two  and  a  half  hours  of  live 
telecasting.  The  major  change,  announced  last 
week,  was  made  in  Queen  for  a  Day,  formerly 
a  30-minute  show,  now  expanded  to  45  min- 

utes. Queen,  previously  scheduled  at  4:30-5 
p.m.,  moves  back  to  4-4:45  p.m.,  replacing 
Date  With  Life  (off  the  air),  while  Modern 
Romances  shifted  from  4:15-4:30  p.m.  to  the 
15  minutes  immediately  following  Queen.  As 

NBC-TV's  schedule  reads  now,  the  network 
goes  live  at  2:30  p.m.  starting  with  the  Ten- 

nessee Ernie  Ford  Show,  followed  by  the  semi- 
color  Matinee  Theatre  which  in  turn  precedes 

Queen. 
WFAI,  CBS  HIT  SILK 

WFAI  Fayetteville,  N.  C,  and  the  CBS  Radio 
Network,  anxious  to  leave  no  corner  of  radio 
reporting  unexplored,  went  into  the  air  with  the 
18th  Airborne  Corps,  of  the  U.  S.  A.,  Fort 

Bragg,  N.  C,  via  facilities  of  the  Air  Force's 
464th  Troop  Carrier  Wing,  and  came  down 
with  two  parachutists.  The  chutists  carried 
handie-talkie  radios  and  reported  thoughts  and 
sensations  during  the  50  seconds  it  took  to  fall 
1,200  feet  to  earth.  WFAI  recorded  the  report 
for  broadcast  on  the  network. 

WDRC  SALUTES  CIVIC  OFFICERS 

WDRC  Hartford,  Conn.,  isn't  waiting  for 
local  civic  organizations  to  knock  on  its  door. 

The  station  has  inaugurated  a  series  of  air  sa- 
lutes honoring  new  officers  as  they  are  elected 

by  each  group.  On  election,  each  officer  comes 
in  for  at  least  three  15-second  congratulatory 
messages  during  the  broadcast  day. 

ABC  GETS  LISTENER  PROFILE 

UNION  sponsors  and  ABC  Radio,  as  a  result 
of  a  19-market  survey  by  Pulse  Inc.,  now  know 
the  age,  sex,  socio-economic  level,  occupation 
and  union  membership  status  of  listeners  to 

Edward  P.  Morgan's  AFL  sponsored  news  pro- 
gram and  John  W.  Vandercook's  CIO  newscast, 

both  on  the  network  daily  in  the  evening.  The 
nationwide  survey  is  said  to  be  the  first  of  its 
kind. 

In  addition  to  composite  ratings,  total  homes 
and  listeners  per  home,  Pulse  learned  that 
approximately  65%  of  both  audiences  are  over 

35  years  old,  5%  are  teenagers  and  30%  be- 
tween 18  and  35.  Men  predominate  in  the 

audiences  to  the  extent  of  55-60%  of  the  total. 
Income,  determined  by  house  rent,  and  divided 

into  "upper,  upper  middle,  lower  middle  and 
lower"  quartiles,  was  fairly  evenly  distributed 
for  each  program,  with  slightly  more  listeners 

falling  into  "lower  middle."  Union-member 
listeners  to  Mr.  Morgan  were  51.9%  of  his 

total  listenership  and  45.5%  for  Mr.  Vander- 
cook.  Occupationally,  craftsmen  and  operatives 
accounted  for  nearly  half  of  listeners  to  both 
shows,  with  remaining  listenership  scattered 
among  all  other  work  classifications. 

PILOTS  GET  CHANCE  ON  NBC-TV 

A  NEW  summer  series  to  be  sponsored  by 
Procter  &  Gamble  Co.,  Cincinnati,  will  consist 

of  "pilot"  reels  of  tv  film  series  which  have 
never  been  shown  to  the  public  and  many  of 
which  probably  will  be  shown  on  tv  in  the  fall 
or  at  some  other  time  in  the  future,  according 
to  NBC-TV.  The  network  announced  last  week 
that  the  series,  Sneak  Preview,  will  occupy  the 

time  slot  in  which  Jane  Wyman's  Fireside  Thea- 
ter (Tues.  9-9:30  p.m.  EDT)  regularly  ap- 

pears. John  Egan  of  Compton  Adv.,  New  York, 
is  in  charge  of  production  for  the  summer 
series. 

MORE  MUSIC  ON  ABC 

ABC  RADIO  adds  nearly  two  hours  of  mood 
music  to  its  weeknight  schedule,  beginning 

today  (Monday).  The  Mon.-Fri.  series,  entitled 
Imagination-Milton  Cross,  will  be  broadcast 
10:05-11:55  p.m.  EDT,  with  five  minute  news 
summaries  interspersed  at  10,  10:25,  10:55, 
11:25  and  11:55.  The  starting  date  is  one  day 
after  the  network  began  airing  its  new  Sunday 
night  2V2  hour  country  music  show  [B*T,  June 

25]. 

'PANTOMIME'  SUBS  FOR  'PERSON' 
AMERICAN  OIL  CO.,  through  Joseph  Katz 
Co.,  both  Baltimore,  and  Time  Inc.,  through 
Young  &  Rubicam,  New  York,  will  continue 

to  hold  the  Friday,  10:30-11  p.m.  time  slot  on 
CBS-TV  through  the  summer  while  Edward  R. 
Murrow's  Person  To  Person  takes  its  summer 

hiatus.  Replacement  show  is  Mike  Stokey's Pantomime  Quiz,  starring  Rocky  Graziano, 
Carol  Haney,  Robert  Strauss,  Dorothy  Hart 
and  Hans  Conreid. 

BREAKS  WITH  TRADITION 

WMCT  (TV)  Memphis,  Tenn.,  has  broken 
with  tradition  and  is  now  telecasting  live, 
remote  station  breaks.  The  station  sets 

aside  one  day  each  week  and  sends  its  mo- 
bile equipment,  crew  and  talent  to  a  spot 

overlooking  the  Mississippi  River  where 
water,  rail  and  bridges  converge,  or  to 
the  airport  for  station  breaks  from  the 
aircraft  themselves  and  from  the  weather 

bureau  located  there.  Another  week 

finds  the  team  stationed  at  a  point  over- 
looking a  busy  downtown  Memphis 

street,  where  the  cameras  catch  glimpses 
of  traffic  from  11  a.m.  until  7  p.m.  The 

WMCT  program  department  is  currently 
busy  planning  an  itinerary  for  its  remote 
station  breaks  which  have  become  a 

regular  weekly  feature  on  the  WMCT 
schedule. 
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AN  HOUR-LONG  tape,  compiled  by  Ray 
Starr,  manager  of  WJAN  Spartanburg, 
S.  C,  telling  the  story  of  Glenn  Miller 
from  1929  until  he  entered  the  Air  Force, 

has  been  presented  to  the  Library  of 
Congress  by  WJAN.  Dr.  Harold  Spivacke 

(I),  head  of  the  library's  music  depart- 
ment, accepts  the  tape  from  Mr.  Starr  (r) 

as  WJAN  President  W.  Ennis  Bray  looks 
on.  With  the  presentation,  WJAN  claims 

to  be  the  only  South  Carolina  radio  sta- 
tion having  a  program  in  the  Library  of 

Congress. 

KXYZ  TAKES  LOSS  ON  CASH 

TO  prove  it  really  does  want  to  give  away 
money  on  the  Kasli  Box  show,  KXYZ  Houston, 
Tex.,  sent  Johnny  Edwards  into  the  streets  dur- 

ing one  broadcast  to  sell  $5  bills  for  a  bargain 
$4.  Stationed  on  a  busy  street  corner  during 
the  last  half-hour  of  the  1-3  p.m.  program, 

Mr.  Edwards  and  aides  were  virtually  mobbed' 
as  a  dollar-happy  crowd  surged  around  them. 
The  stunt  attracted  attention  of  the  Houston 
Press  which  sent  a  reporter  and  photographer 
for  front  page  coverage.  , 

'BAXTER  TAKES  FIVE'  ON  CBS 
Dr.  Frank  Baxter,  professor  of  English  at  the 
U.  of  Southern  California  and  known  for  his 
various  series  of  tv  programs  on  Shakespeare 
on  CBS-owned  KNXT  (TV)  Los  Angeles,  is 
doing  a  nightly  capsule  commentary  series  on 
CBS  Radio  titled  Dr.  Baxter  Takes  Five.  The 

sustaining  program  is  now  scheduled  7:25-7:30 
p.m.  EDT  and  will  be  rescheduled  later  this 
month. 

BIG  RESPONSE  FOR  RALSTON 

RALSTON-PURINA  Co.,  St.  Louis,  need  look 
no  further  for  the  rating  of  Grand  Ole  Opry 

on  ABC-TV  since  they'll  find  the  magic  number 
in  an  avalanche  of  mail  pouring  into  the  prem- 

ises of  WSM-TV  Nashville,  which  originates 
the  show. 

Several  weeks  ago,  viewers  were  invited  to 

write  in — for  10  top  prizes  of  a  round-trip 
ticket  to  Nashville — stating  what  they  thought 
of  the  show.  Two  days  later  the  WSM-TV 
mailroom  reported  a  count  of  25,000  letters, 
by  the  end  of  the  week  had  upped  the  number 
to  250,000.  Since  the  program  is  carried  live 
on  40  ABC-TV  affiliates  with  110  others  carry- 

ing it  on  a  delayed  basis,  WSM-TV  estimated 
influx  of  6,000  letters  from  each  station.  By 
the  time  the  names  of  the  winners  were  sched- 

uled to  be  read  June  23,  the  number  was  about 

to  reach  the  600,000  mark.  Ralston's  agency 
is  Gardner  Adv.,  St.  Louis. 

Station  Authorizations,  Applications 

(As  Compiled  by  B»T) 
June  21  through  June  27 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 
Cp — construction  permit.  DA — directional  an- 

tenna. ERP — effective  radiated  power,  vhf — 
very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,   w — watts,  mc — megacycles.    D — day.    N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc— 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am-Fm  Summary  Through  June  27  Tv  Summary  Through  June  27 

Total  Operating  Stations  in  U.  S.: 
Vhf        Uhf  Total 

Commercial  360  94  4541 

Appls. 

In 

On 
Pend- Hear- 

Air 
Licensed 

Cps 

ing 
ing 

Am 

2,865 3,023 
235 

285 
123 Fm 

517 
548 46 

12 

0 Noncom.  Educational 15 

202 

Am 
Fm 

Tv 
2.C58 

519 

180 

32 

13 
315 

118 15 

112 

3,008 547 
607 168 

2 

125 

273 6 41 
110 0 92 
144 7 25 

897 
59 

298 
0 2 0 
0 1 1 

FCC  Commercial  Station  Authorizations 

As  of  May  31,  1956* 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air Total  authorized 
Applications  in  hearing New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applicants  pending 
Licenses  deleted  in  May 
Cps  deleted  in  May 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am-Fm  Summary,"  above,  and  for  tv  stations 
see  "Tv  Summary,"  next  column. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTION  BY  FCC 

St.  Paul,  Minn.— Twin  City  Area  Educational 
Television  Corp.  granted  vhf  ch.  2  (54-60  mc): 
ERP  52.2  kw  vis.,  31.6  kw  aur.:  ant.  height  above 
average  terrain  615.75  ft.,  above  ground  562  ft. 
Estimated  construction  cost  $394,049.  first  year 
operating  cost  $175,000.  Post  office  address  2070  W 
Roselawn  Ave.,  St.  Paul.  Studio  location,  St.  Paul. 
Trans,  location  Falcon  Heights.  Geographic  co- 

ordinates 44°  59'  54"  N.  Lat.,  93°  11'  17"  W.  Long. Trans,  and  ant.  RCA.  Legal  counsel  Faegre  & 
Benson,  Minneapolis.  Consulting  engineer  Berten 
A.  Holmbere,  chief  engineer.  Applicant  is  com- 

posed of  non-stockholding  principals  who  intend 
to  use  station  for  non-commercial  educational 
purposes.  Granted  June  20. 

APPLICATIONS 

Salem,  Ore— Salem  Television  Co.,  vhf  ch.  3 
(60-66  mc);  ERP  1.4  kw  vis.,  .841  kw  aur.;  ant. 
height  above  average  terrain  926.75  ft.,  above 
ground  224  ft.  Estimated  construction  cost  $63,300, 
first  year  operating  cost  $144,000,  revenue  $130,000. 
Post  office  address  %  C.  H.  Fisher,  3540  N.  E. 
Klickitat,  Portland,  Ore.  Studio  location  Salem. 
Trans,  location  Salem.  Geographic  coordinates 
44°  59'  15"  N.  Lat.,  123°  08'  15"  W.  Long.  Trans, 
and  ant.  RCA.  Legal  counsel  Harvey  S.  Benson, 
Portland.  Consulting  engineer  Alvin  H.  Barnard, 
Eugene,  Ore.  Principals  are  C.  H.  Fisher  and  his 
wife  Edna  E.  Fisher,  who  own  KAGT  Anacortes, 
Wash.,  KDLS  The  Dalles,  Ore.,  KUMA  Pendleton, 
Ore.  Mr.  Fisher  owns  KIHR  Hood  River,  Ore., 
and  23.66%  of  KVAL-TV  Eugene,  Ore.  Filed 
June  26. 
Aberdeen,  S.  D. — Aberdeen  Television  Co.,  vhf 

ch.  9  (186-192  mc);  ERP  1.68  kw  vis.,  .785  kw  aur..; 
ant.  height  above  average  terrain  204  ft.,  above 
ground  220  ft.  Estimated  construction  cost  $83,- 
432.82,  first  year  operating  cost  $64,250,  revenue 
$87,500.  Post  office  address  Aberdeen.  Studio 
location  one  mile  west  of  Aberdeen  on  8th  Ave. 
Trans,  location  one  mile  west  of  Aberdeen  on  8th 

Ave.  Geographic  coordinates  45°  28'  30"  N.  Lat., 98°  30'  41"  W.  Long.  Trans.  Gates,  ant.  Prodelin. 
Legal  counsel  Harry  J.  Daly.  Washington.  Con- 

sulting engineer  Ralph  J.  Bitzer,  St.  Louis,  Mo. 
Principals  include  partners  Joseph  E.  McNaugh- 
ton  (64%),  31%  owner  of  WRMN  Elgin,  111.,  60% 
owner  of  WCRA  Effingham,  111.,  49%  owner  of 

Grants  since  July  II,  7952: 

(When  FCC   began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 
320 

22 

Uhf  Total 

312  632i 

20  42= Applications  filed  since  April  14,  7952: 

(When  FCC  ended  Sept.  28,  1948-April  14,  1952 freeze  on  tv  processing) New 
Amend.  Vhf Uhf Total 

Commercial 
1,001 

337 784 

554 

1,3393 

Noncom.  Educ. 

61 

34 27 

61* 

Total 
1,062 

337 818 581 

1,400s 

Broadcasting Telecasting 

1 168  cps  (32  vhf,  136  uhf)  have  been  deleted. 2  One  educational  uhf  has  been  deleted. 
3  One  applicant  did  not  specify  channel. 
1  Includes  42  already  granted. 
6  Includes  674  already  granted. 

KXGI  Fort  Madison.  Iowa;  William  D.  McNaugh- 
ton  (23%),  19%  owner  of  WRMN  and  28%  owner 
of  KXGI,  and  F.  F.  McNaughton  (13%),  19% 
owner  of  WCRA.  Filed  June  26. 

PETITION 

Mount  Airy,  N.  C. — Paul  E.  Johnson  petitions 
FCC  to  amend  Sec.  3.606  (b)  of  Commission's Rules  by  issuance  of  rule-making  for  allocation 
of  ch.  8  to  Mount  Airy  and  deletion  of  ch.  55 
from  Mount  Airv.  Petitioner  also  requests  amend- ment of  Sees.  3.610  and  3.614  of  Rules  so  as  to 
permit  operation  of  station  on  ch.  8  at  Mount 
Airy.  Filed  June  22. 

PETITIONS  DISMISSED 

WANE-TV  Fort  Wayne,  Ind. — Petition  seeking 
amendment  of  Sec.  3.606  of  Rules  by  changing 
educational  reservation  in  Fort  Wayne  from  ch. 
27  to  69  and  also  requesting  that  order  to  show 
cause  be  issued  against  Radio  Fort  Wayne  Inc., 
requiring  change  in  operating  assignment  of 
WANE-TV  from  ch.  69  to  27,  dismissed  at  re- 

quest of  petitioner.  Action  June  22. 
KOTA-TV  Rapid  City,  S.  D.— Petition  seeking 

amendment  of  Sec.  3.606(b)  of  Rules  to  provide 
for  reallocation  of  ch.  3  from  Miles  City,  Mont., 
to  Glendive,  Mont.,  or,  in  alternative,  to  delete 
ch.  3  from  Miles  City,  dismissed  at  request  of 

petitioner. 

Existing  Tv  Stations  .  .  . 
ACTIONS  BY  FCC 

KKTV  (TV)  Colorado  Springs,  Colo.— Granted 
mod.  of  cp  to  increase  ERP  to  115  kw  vis.,  58.9 
kw  aur.,  change  studio  location,  and  waived  rule 
to  permit  installation  of  DA.  Granted  June  20. 
WESH-TV  Daytona  Beach,  Fla.— FCC  desig- 

nated for  hearing  to  consist  of  oral  argument  ap- 
plication to  transfer  control  of  WESH-TV  from 

W.  Wright  Esch,  Adelaide  B.  Esch  and  Louis  Os- 
sinsky  to  WCOA  Inc.  (WCOA  Pensacola);  made 
Theodore  Granik  and  William  H.  Cook,  who  pro- 

tested April  25  grant  of  application  without  hear- 
ing, parties  to  proceeding  bearing  burden  of  pro- ceeding with  introduction  of  evidence  and  burden 

of  proof;  denied  protestants'  request  for  with- drawal of  May  29  STA  issued  WESH-TV.  Action June  20. 

KLSE  (TV)  Monroe,  La.— Granted  STA  to 
operate  on  ch.  13  for  period  ending  June  27. 
Granted  June  20. 

.    WCDA  (TV)  Albany,  N.  Y. — Application  seek- 
ing mod.  of  cp  to  change  ERP  cancelled  at  re- 

quest of  attorney.   Action  June  25. 
WKNO-TV  Memphis,  Tenn. — Granted  STA  to 
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operate  on  ch.  10  for  period  ending  July  23. 
Granted  June  18. 
WFRV-TV  Green  Bay,  Wis.— Granted  mod.  of 

cp  to  change  studio  location  to  northwest  corner 
of  Roosevelt  and  Mason  Sts.,  Green  Bay.  Granted 
June  18. 
WISC-TV  Madison,  Wis.— Granted  STA  to  op- 

erate commercially  on  ch.  3  for  period  ending 
Aug.  7.  Granted  June  20. 

CALL  LETTERS  ASSIGNED 

KOXI  (TV)  Klamath  Falls,  Ore.— California- 
Oregon  Television  Inc.,  ch.  2.  Changed  from 
KFJI-TV. 

KHTV  (TV)  Twin  Falls,  Idaho— Seeks  mod.  of 
cp  (which  authorized  new  tv)  to  change  studio 
location  to  241  Main  Ave.,  West  Twin  Falls,  and 
change  ERP  to  50  kw  vis.,  25  kw  aur.  Filed 
June  21. 
WTVW  (TV)  Evansville,  Ind.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  to  change  studio 
location  to  405  Carpenter  St.,  Evansville,  and 
make  other  equipment  changes.  Filed  June  25. 
WHUM-TV  Reading,  Pa.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  maintain  main 
studios  at  trans,  location;  change  ERP  to  214 
kw  vis.,  107  kw  aur.;  maintain  DA  system  author- 

ized in  current  STA,  and  make  other  equipment 
changes.  Filed  June  21. 
KTBC-TV  Austin,  Tex.— Seeks  mod.  of  cp  to 

change  trans,  location  to  4  miles  northwest  of 
Texas  State  Capitol  near  Austin;  change  ERP 
to  316  kw  vis.,  158  kw  aur.;  change  to  non-DA, 
and  make  other  equipment  changes.  Filed 
June  25. 
KVOS-TV  Bellingham,  Wash.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  to  change  ERP  to 
224  kw  vis.,  112  kw  aur.,  and  make  other  equip- 

ment changes.  Filed  June  21. 

New  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

Eureka,  Calif. — W.  A.  Hansen  granted  790  kc, 
5  kw  D.  Post  office  address  P.  O.  Box  1109,  Med- 
ford,  Ore.  Estimated  construction  cost  $28,588.17, 
first  year  operating  cost  $48,000,  revenue  $60,000. 
Mr.  Hansen  owns  33.3%  of  KBOY  Medford,  Ore., 
and  33.3%  of  KLAD  Klamath  Falls,  Ore.  Granted 
June  20. 
Palm  Springs,  Calif. — George  E.  Cameron  Jr. 

granted  930  kc,  500  w  D.  Post  office  address  1432 
Beverly  Estates  Dr.,  Beverly  Hills,  Calif.  Esti- 

mated construction  cost  $20,343,  first  year  oper- 
ating cost  $60,000,  revenue  $50,000.  Mr.  Cameron  is 

40%  owner  of  Palm  Springs,  Calif.,  newspaper, 
former  70%  owner  of  KOTV  (TV)  Tulsa  Okla., 
and  is  director  of  Hartford  Telecasting  Co.,  ap- 

plicant for  ch.  3,  Hartford,  Conn.  Granted  June  20. 
Jerome,  Idaho — Northside  Broadcasters  Inc. 

granted  1400  kc,  250  w  unl.  Post  office  address  128 
W.  Main  St..,  Jerome.  Estimated  construction  cost 
$11,194,  first  year  operating  cost  $32,000,  revenue 
$38,000.  Principals  are  Pres.  Karl  Metzcnberg 
(33.3%),  continuity  director,  KUMA  Pendleton, 
Ore.;  Vice  Pres. -Gen.  Manager-Chmn.  of  Board 
Herbert  Everitt  (33.3%),  KUMA  sales  manager; 
Secy.  Tom  Prescott  (16.6%),  real  estate;  and 
Treas.  Charles  L'Herrison  (16.6%),  furniture  and real  estate  interests.  Granted  June  20. 
Milford,  Mass. — James  W.  Miller  granted  1490 

kc,  100  w  unl.  Post  office  address  Blanchard  Bldg., 
Southbridge,  Mass.  Estimated  construction  cost 
$13,000,  first  year  operating  cost  $40,000,  revenue 
$50,000,  Mr.  Miller  is  pres.-50%  owner  WESO 
Southbridge  Mass.,  and  pres. -treas.  of  The  Tele- 
Pool  Corp.,  radio-tv  advertising  agency.  Granted June  20. 

Austin,  Minn. — George  A.  Hormel  Ill's  applica- tion seeking  cp  for  new  am  to  be  operated  on 
1220  kc,  500  w  D,  returned.  (Dated  wrong.)  Ac- tion June  25. 

Columbia,  Tenn. — Columbia-Mt.  Pleasant  & 
Spring  Hill  Radio  Corp.  granted  1280  kc,  1  kw  D. 
Post  office  address  %  Salisbury  &  Wall,  1624  Eye 
St.  N.  W.,  Washington.  Estimated  construction 
cost  $20,831,  first  year  operating  cost  $30,000,  reve- 

nue $36,000.  Principals  include  Pres.  Claude  H. 
Turner  (331/3%),  manufacturer  of  church  furni- 

ture; Vice  Pres.  H.  F.  McKee  (33y3%),  retail 
merchant;  and  Sec. -Treas.  Jack  G.  Dunn  (331/3%), minister.  Granted  June  20. 

Grafton,  W.  Va.— WWW  Inc.'s  application 
seeking  cp  for  new  am  to  be  operated  on  1260  kc, 
500  w  D,  returned.  (Dated  wrong.)  Action June  21. 

Bay  Minette,  Ala. — Southwest  Alabama  Bcstg. 
Co.,  1150  kc,  1  kw  D.  Post  office  address  %  Howard 
E.  Pill,  P.  O.  Box  447,  Montgomery,  Ala.  Estimated 
construction  cost  $18,950,  first  year  operating  cost 
$36,000,  revenue  $48,000.  Principals  include  James 
H.  Faulkner  (25%),  50%  owner  of  Southwest 
Alabama  Pub.  Co.  (Monroe  Journal,  Monroeville, 
and  Baldwin  Times,  Bay  Minette),  and  50%  owner 
WMFC  Monroeville;  William  M.  Stewart  (25%), 
50%  owner  of  Southwest  Alabama  Pub.  Co.  and 
WMFC;  and  Howard  E.  Pill  (42.5%),  35%  owner 
of  WDAK  Columbus,  Ga.,  25%  owner  of  WDAK- 
TV,  and  60  %  owner  of  WHEP  Foley,  Ala.  Filed June  21. 
Miami,  Fla. — Frieda  Bcstg.  Corp.,  1260  kc,  5  kw 

D.  Post  office  address  %  Keith  Moyer,  1025  W. 
Market  St.,  Taylorville,  111.  Estimated  construc- 

tion cost  §31,000,  first  year  operating  cost  $48,000, 
revenue  $b6,000.  Principals  include  Keith  Moyer 
(70%),  55%  owner  of  WTIM  Taylorville,  111.,  55% 
of  WBBA  Pittsfield,  111.,  and  51%  of  WTAY  Robin- 

son, ill.;  Frieda  Moyer  (5%),  and  Roger  L.  Moyer 
(25%),  39.3%  owner  of  WTAY.  Filed  June  21. 
Tampa,  Fla. — Robert  W.  Rounsaville,  1010  kc, 

10  kw  D.  Post  office  address  3165  Mathieson  Dr., 
N.  E.,  Atlanta1,  Ga.  Estimated  construction  cost 
$34,446.65,  first  year  operating  cost  $60,000,  reve- 

nue $85,000.  Mr.  Rounsaville  owns  WQXI  and 
WATL-TV  Atlanta,  Ga.,  WQXL-TV  Louisville, 
Ky.,  WOBS  Jacksonville,  Fla.,  WMBM  Miami 
Beach,  Fla.,  and  WLOU  Louisville,  Ky.  Filed 
June  21. 

Dublin,  Ga.— Radio  South  Inc.,  1230  kc,  250  w 
D.  Post  office  address  P.  O.  Box  8145,  Tampa  4, 
Fla.  Estimated  construction  cost  $10,894,  first  year 
operating  cost  $36,000,  revenue  $48,000.  Principals 
include  Pres.  Emerson  W.  Browne  (25%),  owner 
of  WSFB  Quitman,  Ga.,  and  WRMB  Kissimmee, 
Fla.,  33%  owner  of  WCLB  Camilla,  Ga.;  John 
A.  Bolings  (50%),  former  owner  of  WQIK  Jack- 

sonville, Fla.,  and  Sarah  A.  Browne  (25%).  Filed 
June  21. 

Claremore,  Okla.— Lakes  Area  Bcstg.  Co.,  1270 
kc,  500  w  D.  Post  office  address  5th  and  S.  Mill 
Sts.,  Pryor,  Okla.  Estimated  construction  cost 
$13,180,  first  year  operating  cost  $1,800,  revenue 
$23,000.  L.  L.  Gaffaney  is  sole  owner.  Lakes  Area 
operates  KOLS  Pryor,  Okla.  Filed  June  25. 
Newport  News,  Va. — Selgam  Bcstg.  Corp.,  1270 

kc,  1  kw  D.  Post  office  address  222  Citizens  Bank 
Bldg.,  Norfolk,  Va.  Estimated  construction  cost 
$17,905,  first  year  operating  cost  $75,000,  revenue 
$85,000.  Principals  include  Jack  Siegel  (25%); 
Robert  E.  Wasdon  (25%),  and  Emil  J.  Arnold 
(50%).  Filed  June  21. 
Triangle,  Va.— O.  K.  Bcstg.  Corp.,  1460  kc,  500 

w  D.  Post  office  address  P.  O.  Box  386,  Fairfax, 
Va.  Estimated  construction  cost  $14,300,  first  year 
operating  cost  $32,000,  revenue  $48,000.  O.  K. 
operates  WFCR  Fairfax,  Va.  Principals  are  Pres. 
George  Oleson  and  wife  (50%),  and  Vice  Pres. 
Arthur  Kellar  and  wife  (50%).  Filed  June  21. 

APPLICATIONS  AMENDED 

Pine  Bluff,  Ark. — Radio  Pine  Bluff's  application 
seeking  cp  for  new  am  to  be  operated  on  1590  kc, 
1  kw  D„  amended  to  change  ant. -trans,  location 

to  just  north  of  city  limits,  250  ft.  east  of  U.  S. 

79,  Pine  Bluff,  and  specify  remote  control  point 
same  as  studio  location.  Amended  June  25. 
Redding,  Calif. — Independent  Broadcasters'  ap- 

plication seeking  cp  for  new  am  to  be  operated 
on  950  kc,  1  kw  D,  amended  to  change  name  of 
applicant  to  C.  E.  Wilson  and  P.  D.  Jackson  d/b 
as  Independent  Broadcasters.  Amended  June  21. 
Bradenton,  Fla.— Gulf  Isles  Bcstg.  Co.'s  appli- 

cation seeking  cp  for  new  am  to  be  operated  on 
1420  kc,  500  w  D,  amended  to  make  changes  in 
DA  pattern.   Amended  June  25. 
Gresham,  Ore. — John  Truhan's  application 

seeking  cp  for  new  am  to  be  operated  on  1380  kc, 
500  w  D,  amended  to  change  frequency  to  860  kc; 
change  power  to  1  kw;  make  changes  in  ant., 
and  change  ground  system.   Amended  June  21. 
Manchester,  Tenn. — Manchester  Broadcasters' 

application  seeking  cp  for  new  am  to  be  operated 
on  1280  kc,  1  kw  D,  amended  to  change  frequency 
to  1580  kc.  Amended  June  21. 
Prosser,  Wash. — Prosser-Grandview  Broadcast- 

ers Inc.'s  application  seeking  cp  for  new  am  to 
be  operated  on  1310  kc,  1  kw  D,  amended  to 
change  ant. -trans,  and  studio  location  to  .5  miles 
northwest  of  Johnson  Rd.,  on  Hwy.  #410,  3  miles 
northwest  of  Prosser.  Amended  June  21. 
Kenmore,  Wash. — Jane  A.  Roberts'  application 

seeking  cp  for  new  am  to  be  operated  on  1330 
kc,  1  kw  D,  amended  to  install  DA-D.  Amended June  2. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

WHRT  Hartselle,  Ala.— Granted  mod.  of  cp  to 
specify  ant.-trans.  and  studio  location  and  make 
changes  in  ant.  system.  Granted  June  22. 
KBTA  Batesville,  Ark. — Granted  permission  to 

operate  from  6  a.m.  to  8  p.m.,  except  when 
broadcasting  special  events.  Granted  June  20. 
KDQN  DeQueen,  Ark. — Granted  mod.  of  cp  to 

change  studio  location  and  remote  control  point 
to  1925  S.  4th  St.   Granted  June  19. 
KREX  Grand  Junction,  Colo. — FCC  waived  Sec. 

3.24(b)(7)  of  blanketing  rules  and  granted  cp  to 
increase  D  power  from  1  to  5  kw.  Action  June  20. 
WPGA  West  Point,  Ga. — Designated  for  hearing 

on  application  seeking  mod.  of  cp  to  change  ant.- trans.  and  studio  location  to  .35  miles  north  of 
city.  WRLD  Lanett,  Ala.-Wcst  Point,  made  party 
to  proceeding.  Action  June  20. 
WCMR  Elkhart,  Ind. — Granted  mod.  of  cp  to 

make  change  in  ant.  and  ground  system. 
Granted  June  19. 
KFCQ  Boone,  Iowa — Granted  permission  to 

remain  silent  July  4  and  Labor  Day.  Granted June  22. 
KDEC  Decorah,  Iowa — Granted  permission  to 

sign  off  at  7  p.m.  Monday  through  Saturday 
beginning  July  1,  except  for  special  events. 
Granted  June  20. 
KUZN  West  Monroe,  La. — Granted  mod.  of  cp 

to  change  studio  location  and  operate  trans,  by 
remote  control  from  218V2  Trenton  St.  Granted 
June  22. 
KDEX  Dexter,  Mo. — Granted  permission  to 

sign  off  at  6  p.m.  through  Sept.  Action  June  19. 
WENE  Endicott,  N.  Y.— Granted  change  from 

DA-1  to  DA-N.  Granted  June  20. 
WDOS  Oneonta,  N.  Y.— Granted  change  of  fa- 

cilities from  1400  kc,  250  w  unl.,  to  730  kc,  500  W. 
D.  Granted  June  20. 
WKBC  North  Wilkesboro,  N.  C— Granted  cp  to 

change  ant.-traTis.  location  and  make  changes 
in  ant.  and  ground  system.   Granted  June  22. 
WALT  Conway,  S.  C— Granted  change  of  fa- 

cilities from  1490  kc,  250  w  unl.,  to  1330  kc,  1  kw 
D.  Granted  June  20. 
KHEM  Big  Spring,  Tex. — Granted  mod.  of  cp 

to  change  studio  location  to  Settles  Hotel,  200  E. 
3rd  St.,  and  operate  trans,  by  remote  control 
from  same  location.    Granted  June  19. 
WLIN  Merrill,  Wis. — Granted  mod.  of  license 

to  change  studio  location  to  U.  S.  Hwy  #51  and 
Hwy.  317,  north  of  Merrill.    Granted  June  18. 

CALL  LETTERS  ASSIGNED 

KVNA  Flagstaff,  Ariz. — The  Frontier  Television 
Co.,  690  kc,  1  kw.  Changed  from  KGPH. 
WSGA  Savannah,  Ga. — Coastal  Bcstg.  Inc.,  1400 

kc,  250  w.  Changed  from  WDAR. 
WMPY  Salisbury,  Md.— Hoyt  C.  Murphy,  1470 

kc,  5  kw. WMAB  Munising,  Mich. — Munising-Alger  Bcstg. 
Co.,  1400  kc,  250  w. 
KBMO  Benson,  Minn. — West  Central  Minnesota 

Bcstg.  Co.,  1290  kc,  500  w. 
WFLR  Dundee,  N.  Y.— Finger  Lakes  Bcstg.  Co., 1570  kc,  1  kw. 
WALY  Herkimer,  N.  Y. — Radio  Herkimer. 
KGAY  Salem,  Ore— KGAE  Inc.,  1430  kc,  1  kw. 

Changed  from  KGAE. 
WAGE  Leesburg,  Va.— Richard  Field  Lewis  Jr., 1290  kc,  1  kw. 

APPLICATIONS 

WICC  Bridgeport,  Conn. — Seeks  cp  to  increase 
power  from  500  w  N,  1  kw  D,  to  1  kw  N,  5  kw 
D,  and  change  from  DA-1  to  DA-2.  Filed  June  21. 
WWPF  Palatka,  Fla. — Seeks  cp  to  increase  D 

power  from  500  w  to  1  kw.  Filed  June  25. 
WHBO  Tampa,  Fla. — Seeks  cp  to  increase 

power  from  250  w  to  1  kw.  Filed  June  21. 
WPNX  Columbus,  Ga. — Seeks  cp  to  increase  D 

power  from  1  kw  to  5  kw.  Filed  June  25. 
WBEE  Harvey,  111. — Seeks  mod.  of  cp  (which 

authorized  increase  in  power  and  installation  of 

APPLICATIONS  APPLICATIONS 
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DA)   to  make  changes  in  DA  pattern.  Filed 
June  25. 
WORC  Worcester,  Mass. — Seeks  mod.  of  cp 

(which  authorized  increase  in  D  power)  to  make 
changes  in  DA-N.  Filed  June  25. 
KATZ  St.  Louis,  Mo. — Seeks  cp  to  increase 

power  from  1  kw  to  5  kw  and  change  from  DA-N to  DA-2.  Filed  June  21. 
KFGT  Fremont,  Neb. — Seeks  mod.  of  license 

to  change  hours  of  operation  from  unl.  to  speci- fied hours — 6:00  a.m.  to  6:30  p.m.  Filed  June  21. 
Wilmington,  N.  C—  (Call  letters  unassigned.) 

East  Coast  Radio  Co.  seeks  mod.  of  cp  (which 
authorized  new  am)  to  change  frequency  from 
790  kc  to  980  kc  and  increase  power  from  500  w 
to  5  kw.  Filed  June  21. 
KILO  Grand  Forks,  N.  D.— Seeks  cp  to  change 

hours  of  operation  from  specified  hours  to  unl. Filed  June  21. 
WYSR  Franklin,  Va. — Seeks  mod.  of  cp  to 

change  frequency  from  1570  kc  to  1430  kc  and 
increase  power  from  250  w  to  1  kw.  Filed June  25. 

APPLICATIONS  AMENDED 

KDAY  Santa  Monica,  Calif. — Application  seek- 
ing cp  to  increase  power  from  10  kw  to  50  kw 

and  install  DA-D,  amended  to  make  changes  in 
ant.  and  ground  system.   Amended  June  21. 
WBHS  Fitzgerald,  Ga.— Application  seeking  cp 

to  change  frequency  from  1240  kc  to  1380  kc, 
increase  power  from  250  w  to  5  kw,  and  change 
hours  of  operation  from  unl.  to  D,  amended  to 
change  ant.-trans.  location  to  about  1.1  miles 
south  of  city  limits  on  U.  S.  #129,  and  operate 
trans,  by  remote  control  from  studio  location. 
Amended  June  25. 
WISK  St.  Paul,  Minn. — Application  seeking  cp 

to  install  DA-D  and  change  station  location  from 
South  St.  Paul  to  St.  Paul,  amended  to  change 
frequency  from  1590  kc  to  630  kc;  change  power 
from  5  kw  to  1  kw;  change  ant.-trans.  location 
to  .30  mile  south  of  U.  S.  Hwy.  #12,  3.5  miles 
east  of  St.  Paul;  make  changes  in  DA  system, 
and  change  ground  system.  Amended  June  21. 

New  Fm  Stations  .  .  . 

ACTIONS  BY  FCC 

Storrs,  Conn.— Board  of  Trustees  of  U.  of  Conn, 
granted  90.5  mc,  10  w.  Post  office  address  U.  of 
Conn.,  Storrs.  Estimated  construction  cost  $1,600. 
first  year  operating  cost  $4,000.  Station  is  to  be non-commercial  educational  operation.  Granted 
June  20. 

Evansville,  Ind  —  School  City  of  Evansville 
granted  91.1  mc,  4.5  kw.  Post  office  address  200 
N.  W.  Seventh  St.,  Evansville  8.  Estimated  con- 

struction cost  $13,140,  first  year  operating  cost 
$1,300.  Station  is  for  non-commercial  educational purposes.  Granted  June  20. 

Royal  Oak,  Mich. — The  School  District  of  Royal 
Oak  granted  89.3  mc.  Post  office  address  '  ,  James L.  Mead,  709  N.  Washington,  Royal  Oak.  Estimated 
construction  cost  $4,200,  first  year  operating  cost 
$800.  Station  is  for  non-commercial  educational 
purposes.  Granted  June  20. 

APPLICATIONS 

Williamstown,  Mass. — The  President  and  Trus- 
tees of  Williams  College,  90.1  mc,  .01  kw.  Post 

office  address  Williamstown.  Estimated  construc- 
tion cost  $3,302,  first  year  operating  cost  $2,175. 

Station  is  for  non-commercial  educational  pur- 
poses. Filed  June  25. 

Philadelphia,  Pa— The  Trustees  of  the  U.  of  Pa., 
91.3  mc,  .014  kw.  Post  office  address  %  Gene  D. 
Gisburne,  Philadelphia  4.  Estimated  construction 
cost  $2,095,  first  year  operating  cost  $2,000.  Station 
is  for  noncommercial  educational  purposes.  Filed 
June  21. 
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Existing  FM  Stations  .  .  . 

ACTIONS  BY  FCC 

WBOW-FM  Terre  Haute,  Ind. — Granted  request 
to  cancel  license  of  fm  station  and  delete  call 
letters.  Granted  June  19. 
KFCQ  (FM)  Boone,  Iowa — Granted  permission to  remain  silent  July  4  and  Labor  Day.  Granted June  22. 

APPLICATIONS 

WBSE-FM  Hillsdale,  Mich.— Seeks  mod.  of  cp 
(which  authorized  new  fm)  to  change  ERP  to 
.74  kw.  Filed  June  25. 
WMUB  (FM)  Oxford,  Ohio — Seeks  cp  to  replace 

expired  cp  which  authorized  changes  in  licensed 
station.  Filed  June  25. 
WKNA-FM  Charleston,  W.  Va. — Seeks  mod.  of 

license  to  change  studio  location  from  804  Kan- 
awha Blvd.,  Charleston,  to  Garfield  Ave.,  Bowne- 

mont,  W.  Va.  Filed  June  25. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

WNHC-AM-FM-TV  New  Haven,  Conn.— Grant- 
ed transfer  of  control  to  Triangle  Publications 

Inc.,  Radio  &  Tv  Div.,  for  $5.4  million.  Triangle's Radio  and  Tv  Division  is  licensee  of  WFTL-AM- 
FM-TV  Philadelphia,  Pa.,  WNBF-AM-FM-TV 
Binghamton,  N.  Y.,  and  WFBG-AM-TV  Altoona,, Pa.  Granted  June  20. 
KGIL  San  Fernando,  Calif. — Granted  transfer 

of  control  to  Pierce  Brooks  Bcstg.  Corp.  for  $475,- 
000.  Principal  is  sole  owner  Pierce  P.  Brooks, 
insurance  and  real  estate  interests.  Granted  June 
20. 
WCMI-AM-FM  Ashland,  Ky.— Granted  transfer 

of  control  to  Edwina  Bcstg.  Corp.  for  $165,000. 
Sole  owner  is  Pres.  George  H.  Clinton,  stock- 

holder of  WPAR-AM-FM  Parkersburg,  W.  Va., 
WBLK  Clarksburg,  W.  Va.,  and  WTMA-AM-FM 
Charleston,  S.  C.  Granted  June  20. 
WHLN  Harlan,  Ky.— Granted  assignment  of  li- 

cense to  Radio  Harlan  Inc.  Corporate  change. 
•J.  Francke  Fox  Jr.  will  be  sole  owner.  Granted 
June  20. 
WTCW  Whitesburg,  Ky.— Granted  assignment  of 

license  to  Folkways  Bcstg.  Inc.  for  $85,000.  Prin- 
cipals are  Pres.  William  R.  McDaniel  (39.92%), 

Vice  Pres.  Ernest  Tubb  (39.92%),  and  Hank  Snow 
(19.96%).  all  associated  with  WSM  Nashville. 
Granted  June  20. 
WAAB  Worcester,  Mass. — Granted  assignment 

of  license  to  Waterman  Bcstg.  Corp.  for  $163,000. 
Principals  are  Pres.  Bernard  E.  Waterman  (9u 
sports  director  at  WMAV  Springfield,  HI.;  and 
Edith  B.  Waterman  (10',  i.  Granted  June  20. 
WAMM  Flint,  Mich. — Granted  transfer  of  con- 

trol to  Richard  S.  Carter  for  $2,083.  Transfer  is 
for  25';  from  Ernest  L.  Durham.  Mr.  Carter  will 
hold  50%  and  other  partners  Albert  Binder  and 

Harry  J.  Binder  will  continue  to  hold  25'^  ea'ch. Granted  June  20. 
WSUH  Oxford,  Miss. — Granted  assignment  of 

license  to  Colonel  Rebel  Radio  for  $36,500.  Princi- 
pals are  C.  H.  Quick  (90%),  gen.  manager  of 

Ole  Miss  Bcstg.  Co..  and  A.  B.  Quick  (10%), 
beauty  salon  owner.  Granted  June  20. 
WKBS  Mineola,  N.  Y.— Granted  assignment  of 

license  to  Keynote  Bcstg.  System  Inc.  for  $116,- 
500.  Sole  owner  is  Seymour  Weintraub,  film 
distribution  and  production  interests  pres. -23.53% 
stockholder  of  United  Television  Inc.  Granted 
June  20. 
KFGT  Fremont,  Neb. — Granted  assignment  of 

license  to  Snyder  Enterprises  for  $36,000.  Princi- 
pals are  equal  partners  H.  C.  Snyder,  radio-tv 

sales  and  repair  interests  and  Leroy  Snyder, 
automobile  parts  interests.  Granted  June  20. 
KLYN  Amarillo,  Tex. — Granted  assignment  of 

license  to  Kenyon  Brown  for  $20,000  plus  five-year 
lease  on  land  and  buildings  at  $500  a  month. 
Mr.  Brown  is  owner  of  KWFT  Wichita  Falls,  Tex., 
20';  owner  of  KGLC  Miami,  Okla.,  49%  owner  of 
KBYE  Oklahoma  City,  Okla.,  pres. -25%  owner  of 
KFEQ-AM-TV  St.  Joseph,  Mo.,  and  holds  50% 
partnership  interest  in  KANS  Wichita,  Kan. 
Granted  June  20. 
WNVA  Norton,  Va.— Granted  assignment  of  li- 

cense to  Radio  Wise  Inc.  Principals  are  Pres. 
R.  B.  Helms  (76.5%),  50%  owner  of  WBLU  Salem, 
Va.,  and  25%  owner  of  WCLE  Cleveland,  Tenn.; 
Vice  Pres.  Jack  T.  Helms  (12.5%),  25%  owner  of 
WBLU.  and  25%  owner  of  WCLE;  and  Secv.- 
Treas.  O.  R.  Galliher  Jr.  (11%).  Granted  June  20. 
KITN  Olympia,  Wash. — Granted  assignment  of 

cp  to  KITN  Inc.  Corporate  change.  Granted June  20. 
WHTN-AM-FM-TV  Huntington,  W.  Va.— Grant- 
ed assignment  of  license  to  Cowles  Bcstg.  Co.  for 

$535,000  plus  assumption  of  $100,000  debt.  Cowles 
is  60%  owner  of  KRNT-TV  Des  Moines,  Iowa,  is 
licensee  of  WNAX  Yankton,  S.  D.,  and  is  per- 

mittee of  KRNT  Des  Moines,  and  KVTV  Sioux 
City,  Iowa.  Granted  June  20. 

APPLICATIONS 

WFHK  Pell  City,  Ala.— Seeks  assignment  of  li- 
cense to  St.  Clair  Bcstg.  System  for  $15,000.  Prin- 
cipals are  co-owners  John  H.  Haynes  (25.33%), 

engineer  at  WMLS  Sylacauga,  Ala.;  Glinn  Pruitt 
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(15.3%);  Fred  Lamar  Kelley  (25.33%);  Fate  L. 
Gossett  (22%),  and  Fred  C.  Barber  (12%).  Filed 
June  21. 
KEAR  San  Francisco,  Calif. — Seeks  assignment 

of  license  to  Mid-America  Broadcasters  Inc.  for 
$500,000.  Mid-America  principal  is  Pres.  David  M. 
Segal  (90.2%).  Mid-America  stations  are  KOSF 
Denver,  Colo.,  and  WGVM  Greenville,  Miss.  Filed 
June  26. 
KSFO  San  Francisco,  Calif. — Seeks  assignment 

of  license  to  KMPC,  The  Station  of  the  Stars,  for 
$951,333  in  cash  and  assumption  of  liabilities. 
Principals  are  Gene  Autry  and  Robert  O.  Reyn- 

olds, owners  of  KMPC  Los  Angeles.  Mr.  Autry 
is  also  majority  stockholder  in  KOOL-AM-TV 
Phoenix,  Ariz.,  and  is  part  owner  of  KOPO-AM- TV  Tucson.  Filed  June  21. 
KVVG-TV  Tulare,  Calif.— Seeks  acquisition 

of  positive  control  of  permittee  corporation  by 
James  Stacy  through  purchase  of  100%  of  stock 
from  M.  B.  Scott  Inc.  and  Joseph  J.  Justman  for 
$5,000.  Mr.  Stacy  is  motion  picture  producer.  Filed 
June  26. 
KLOV  Loveland,  Colo. — Seeks  assignment  of  li- 

cense to  Vogel  and  Smock  for  $10,000.  Principals 
are  partners  William  R.  Vogel  (60%),  salesman  at 
WTAD  Quincy,  111.;  and  Monroe  T.  Smock  (40%), 
Filed  June  21. 
KUBC  Montrose,  Colo. — Seeks  acquisition  of 

positive  control  of  licensee  corporation  by  George 
O.  Cory  and  Wanda  Lucille  Cory  through  pur- 

chase of  stock  from  Steward  C.  Lee  and  Eva  C. 
Lee  for  $15,420.  The  Corys  will  now  be  sole  own- 

ers of  station.  Filed  June  21. 
WTOP-AM-FM-TV  Washington,  D.  C— Seeks 

voluntary  assignment  of  license  to  The  Washing- 
ton Post  Co.  Corporate  change.  Filed  June  21. 

WWPB  Miami,  Fla. — Seeks  assignment  of  li- 
cense to  WSKP  Inc.  for  $160,000.  Sole  owner  of 

WSKP  Inc.  is  Ohio  Music  Corp.  Principals  are 
Pres.  William  O'Neil,  75%  owner  of  Ohio  Music 
Corp.;  and  Vice  Pres.  J.  W.  Lemmon,  25%  owner 
of  Ohio  Music  Corp.  Filed  June  21. 
KWLT  Lebanon,  Mo. — Seeks  voluntary  acquisi- 

tion of  negative  control  of  licensee  corp.  by 
O.  R.  Wright  through  purchase  of  stock  from 
Frances  R.  Fields.  Mr.  Wright,  general  mgr. -33. 3% 
owner  of  Lebanon  Publishing  Co.,  will  hold  50% 
interest.  Filed  June  21. 
KLAS-TV  Las  Vegas,  Nev. — Seeks  voluntary 

acquisition  of  affirmative  control  of  permittee 
corp.  by  Herman  M.  Greenspun.  Mr.  Greenspun 
will  hold  67.52%.  Filed  June  21. 
KSHO-TV  Las  Vegas,  Nev. — Seeks  assignment 

of  cp  to  C&Z.  Sole  owner  Mortiz  Zenoff  is  going 
into  partnership  with  Wilbur  Clark,  owner  of 
Desert  Inn,  who  is  buying  50%  interest.  Mr. 
Zenoff  also  owns  KBMI  Henderson,  Nev.  Filed 
June  21. 
WMTR  Morristown,  N.  J. — S«=eks  involuntary 

transfer  of  control  to  George  S.  Croy,  Kenneth  A. 
Croy  and  Horace  C.  Jeffers,  executors  and  trus- 

tees U/W  James  R.  Croy,  deceased,  formerly 
25%  owner  of  station.  Filed  June  21. 
WHAM-AM-TV,  WHFM  (FM)  Rochester,  N.  Y. 

— Seeks  assignment  of  license  to  Transcontinent 
Television  Corp.  Application  is  filed  for  purpose 
of  having  Stromberg-Carlson  authorizations  as- 

signed to  Transcontinent  upon  consummation  of 
transfer  from  General  Dynamics.  Assignment  will 
permit  Transcontinent  to  be  direct  licensee  and.by 
eliminating  wholly-owned  subsidiary,  will  result 
in  simplified  corporate  organization.  Filed  June  21. 
WHUM-AM-TV  Reading,  Pa.— Seeks  transfer  of 

61%  interest  from  Paul  A.  Plickinger  et/al  to 
Jessie  P.  Greig  et/al  as  voting  trustees.  Filed 
June  25. 
WICE  Providence,  R.  I. — Seeks  assignment  of  li- 

cense to  Providence  Radio  Inc.  for  $60,000.  Prin- 
cipal is  Akron  Bcstg.  Corp.  (80%  ),  which  operates 

WCTJE  Akron,  Ohio.  Filed  June  21. 
WPAL  Charleston,  S.  C. — Seeks  assignment  of 

license  to  Speidel-Fisher  Bcstg.  Corp.  of  Charles- 
ton for  $111,000.  Principals  are  equal  owners 

Albert  T.  Fisher  Jr.  and  Joe  Speidcl  III.  Speidel- 
Fisher  owns  and  operates  WOIC  Columbia,  S.  C, 
and  owns  75%  of  WQOK  Greenville,  S.  C.  Filed 
June  21. 

WDXB  Chattanooga,  Tenn. — Seeks  assignment 
of  license  to  French  Inc.  for  $100,000.  Principals 
are  Carlin  S.  French  (90%),  22%  owner  of  H-R 
Representatives  Inc.,  33.3%  owner  of  WATO  Oak 
Ridge,  Tenn.,  and  10%  owner  of  WLAF  Lafollette, 
Tenn.,  and  Stephen  C.  French  (10%),  manager  of 
WNOE  New  Orleans.  Filed  June  21. 
WKTF  Warrenton,  Va. — Seeks  assignment  of 

cp  to  WKTF  Inc.  Station  is  being  assigned  by 
Oliver  M.  and  Martha  Rountree  Presbrey  as 
partners  of  Old  Dominion  Bcstg.  Co.  in  considera- tion of  issuance  to  them  of  20  shares  each  of 
common  voting  stock  of  WKTF  Inc.,  together 
with  agreement  of  Northern  Va.  Broadcasters 
Inc.,  which  will  hold  50%  interest,  that  it  will 
loan  up  to  $15,000  to  WKTF  Inc.  for  construction 
and  operation  of  station.  Principals  include 
Martha  Rountree  Presbrey  (25%),  100%  owner 
of  Rountree-Presbrey  Productions  Inc.;  Oliver  M. 
Presbrey  (25%),  and  Northern  Virginia  Broad- 

casters Inc.  (50%).  Northern  Va.  operates  WARL- 
AM-FM  Arlington,  Va.,  and  is  owned  by  Cy 
Blumenthal.  Filed  June  21. 
KTEL  Walla  Walla,  Wash.— Seeks  acquisition  of 

control  of  licensee  corporation  by  Jack  Keating 
through  purchase  of  60%  interest  from  Harold  C. 
and  Estelle  F.  Singleton  for  $53,900.  Mr.  Keating 
will  be  sold  owner.  Filed  June  25. 

Hearing  Cases  .  .  . 

OTHER  ACTIONS 

Palatka,  Fla. — FCC  ordered  that  initial  decision 
which  looked  toward  grant  of  application  of 
Raymac  Inc.  for  new  am  to  be  operated  on  800 
kc,  1  kw  D,  in  Palatka,  shall  not  become  final, 
pending  further  review  by  FCC.  Granted  June 

21. WWBZ  Vineland,  N.  J.— FCC  granted  petition 
by  Community  Bcstg.  Service  Inc.  for  authority 
to  continue  temporary  operation  of  WWBZ  for 
period  of  60  days  from  and  after  action  (1)  by 
FCC  on  WWBZ  petition  to  vacate  and  set  aside 
Commission  Nov.  28,  1955,  decision  denying  re- 

newal application,  and  to  reopen  record,  or  (2) 
by  U.  S.  Court  of  Appeals  on  WWBZ  appeal, 
whichever  is  later.    Action  June  21. 

Routine  Roundup  .  .  . 

June  21  Decisions 

Broadcast  Actions 

By  the  Commission 
Actions  of  June  20 

Following  were  granted  renewal  of  licenses 
on  regular  basis:  WMIN  St.  Paul,  Minn.;  WPBC 
Minneapolis,  Minn.;  KFSC  Denver,  Colo. 

June  21  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

WCUM  Cumberland,  Md. — Seeks  license  to 
cover  cp  which  authorized  change  in  ant.-trans. and  studio  locations. 
WCED  DuBois,  Pa. — Seeks  license  to  cover 

cp  which  authorized  change  in  frequency;  in- 
crease in  power;  installation  of  DA-2,  and  change in  trans,  location. 

WEAT-TV  West  Palm  Beach,  Fla.— Seeks  li- 
cense to  cover  cp  which  authorized  new  tv. 

Modification  of  Cp 

KDIS  The  Dalles,  Ore.— Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of  com- 

pletion date. 
Renewal  of  Licenses 

KITE-FM    San    Antonio,    Tex.;    WNYE  (FM) 
Brooklyn,  N.  Y. 

NEGOTIATOR 

FOR  THE 

PURCHASE  AND 

SALE  OF 

RADIO  AND 

TELEVISION 

STATIONS 

Renewal  of  License  Returned 
KFCA  Phoenix,  Ariz.  (Improperly  dated.) 

June  22  Decisions 

ACTIONS  ON  MOTIONS 
By  Chief  Hearing  Examiner 

James  D.  Cunningham 
Hearings — Ordered  that  hearings  will  commence 

on  dates  shown  in  following  am  matters.  South 
Dade  Bcstg.  Co.,  J.  M.  Pace  and  Redland  Bcstg. 
Co.,  Homestead,  Fla.,  on  Sept.  11;  Paul  A.  Brandt, 
West  Branch,  Mich.,  and  Livingston  Bcstg.  Co., 
Howell,  Mich.,  on  Sept.  12;  Claremore  Bcstg.  Co., 
Claremore,  Okla.;  WGLI  Inc.,  Babylon,  N.  Y.,  both 
on  Sept.  13.  Action  June  20. 

Princess  Anne  Bcstg.  Corp.,  Virginia  Beach,  Va. 
— Granted  petition  for  dismissal  without  prejudice 
of  its  am  application.  Action  June  21. 

By  Hearing  Examiners 
James  D.  Cunningham  and  H.  Gifford  Irion 
KSTN  Stockton,  Calif. — Granted  petition  to  ex- 

tent that  it  requests  continuance  of  hearing 
re  its  am  application;  on  Hearing  Examiner's  own motion,  ordered  that  hearing  is  continued  to  date 
which  will  be  specified  by  subsequent  order. 
Action  June  20. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
WEBB  Baltimore,  Md. — Ordered  that  prehearing 

conference  will  be  held  at  2  p.m.,  June  29,  re  am 
application  of  WEBB. Terra  Haute;  Salem,  Ind. — Ordered  that  pre- 

hearing conference  will  be  held  June  26,  re  am 
applications  of  Citizens  Bcstg.  Co.,  Terre  Haute, 
and  Salem  Bcstg.  Co.,  Salem.  Action  June  20. 

By  Hearing  Examiner  Herbert  Sharfman 
WTAO  Cambridge,  Mass. — On  oral  request  of 

counsel  for  Broadcast  Bureau  and  without  ob- 
jection by  other  parties,  ordered  that  prehearing 

conference  now  scheduled  for  June  21  is  con- 
tinued to  June  25,  re  am  applications  of  WTAO. 

Action  June  20. 

By  Hearing  Examiner  Hugh  B.  Hutchison 
Pateros-Brcwster  Tv  Assn.,  Brewster  Wash. — 

Granted  motion  for  extension  of  time  from  June 
25  to  July  14  to  file  proposed  findings  of  fact 
and  conclusions  in  matter  of  cease  and  desist 
order  to  be  directed  against  Pateros-Brewster. Action  June  20. 

By  Hearing  Examiner  Basil  P.  Cooper 
WCHS-TV  Charleston,  W.  Va— Granted  petition 

to  reschedule  hearing  now  scheduled  for  July  16 
re  its  application  for  mod.  of  cp;  hearing  is  re- scheduled and  will  begin  July  11.  Action  June  20. 

June  25  Applications 

Accepted  for  Filing Modification  of  Cp 

WNYC-FM  New  York,  N.  Y.— Seeks  mod.  of 
cp  (which  replaced  expired  cp,  which  authorized 
changes  in  licensed  station)  for  extension  of  com- 

pletion date. WJLN-TV  Birmingham,  Ala. — Seeks  mod.  of  cp 
for  extension  of  completion  date. 
KTRB-TV  Modesto,  Calif.— Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WSTF  (TV)  Stanford,  Conn. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WQIK-TV  Jacksonville,  Fla. — Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WEAL-TV  Orlando,  Fla. — Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WPTV  (TV)  Ashland,  Ky. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WPFA-TV  Pensacola,  Fla. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date. WFTV  (TV)  Duluth,  Minn. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
KINY-TV  Anchorage,  Alaska — Seeks  mod.  of 

cp  for  extension  of  completion  date. 
KCOA  (TV)  Corona,  Calif. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WALB-TV  Albany,  Ga.— Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WHFC-TV  Chicago,  111. — Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WTRI  (TV)  Albany,  N.  Y.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WINR-TV  Binghamton,  N.  Y. — Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WTLF  (TV)  Baltimore,  Md. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WMCN  (TV)  Grand  Rapids,  Mich.— Seeks  mod. 

of  cp  for  extension  of  completion  date. 
WHCU-TV  Ithaca,  N.  Y.— Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WTVX  (TV)  Gastonia,  N.  C. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WHK-TV  Cleveland,  Ohio — Seeks  mod.  of  cp 

for  extension  of  completion  date.  , 
WTVG  (TV)  Mansfield,  Ohio— Seeks  mod.  of 

cp  for  extension  of  completion  date. WKDN-TV  Camden,  N.  J.— Seeks  mod.  of  cp 
for  extension  of  completion  date. 
WPTR-TV  Albany,  N.  Y. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WCBF-TV  Rochester,  N.  Y.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WAZL-TV  Hazelton,  Pa. — Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WBNY-FM  Buffalo,  N.  Y.— Seeks  mod.  of  cp 

(which  authorized  changes  in  licensed  station) for  extension  of  completion  date. 
(Continues  on  page  108) 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
ixecutive  Offices 
1735  Oe  Sales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.         ADoms  4-2414 

Member  AFCCE  * 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

Frank  H.  Mclntcsh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE' 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER  AM-FM-TV 

4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  5,  D.  C. REpublic  7-3984 
Member 

AFCCE * 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Mentclair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers 
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CLASSIFIED  ADVERTISEMENTS 

Payable  vn  advance.    Checks  and  money  orders  only. 

Deadline:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  20tf  per  word — $2.00  minimum  •  Help  Wanted  25tf  per  word — 
$2.00  minimum. 

All  other  classifications  30tf  per  word — $U-00  minimum  •  Display  ads  $15.00  per  inch 
No  charge  for  blind  box  number.    Send  box  replies  to 
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separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcart- iNfi  •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Managerial 

Manager-sales  manager  .  .  .  successful  small 
market  1  kw  daytimer  needs  your  services.  This 
is  just  the  opportunity  some  young  broadcaster 
has  been  looking  for.  Tell  us  why  you're  the 
man  for  the  job  and  what  you'll  cost  us.  Box 
910G,  B-T. 

We  have  an  outstanding  opportunity  and  situation 
to  offer  a  capable  sales  manager,  or  assistant,  who 
is  also  a  hard  hitting  salesman.  We  are  second 
to  none  in  the  Detroit  area.  Box  944G,  B»T. 

Sales  manager — five  figure  earnings  and  excep- 
tional future  for  a  "front-line"  sales  manager 

(who  can  sell,  hire  and  inspire)  with  major  in 
New  England.  Write  full  please.  Box  945G,  B«T. 

Sales  manager:  If  you  can  sell  radio,  why  work 
for  salary  and  commission  alone?  Acquire 
ownership  through  your  efforts,  too.  We  have  it 
for  you.  Box  976G,  B«T. 

Assistant  manager-program  director.  Top  Hooper 
station  Capital  City — Jackson,  Mississippi.  Race 
programming.  Executive  position  open  immedi- 

ately for  ambitious,  imaginative,  intelligent  young 
man  24-32  who  wants  to  move  up  to  manager 
with  rapidly  expanding  organization.  No  clock- watchers. Best  salaries  in  state.  Southerner 
preferred.  Send  complete  resume,  photo,  and 
references  first  letter  or  application  will  not  be 
considered.  John  McLendon,  WOKJ,  Box  2667, 
Jackson,  Miss. 

Salesmen 

Salesman  who  can  sell.  Box  850G,  B-T. 

Experienced  salesman  capable  of  becoming  com- 
mercial manager  successful  small  market  opera- 

tion .  .  .  able  to  make  good  written  sales  pres- 
entation and  brochures  .  .  .  state  related  abilities. 

Forward  complete  details  with  photo  and  refer- 
ences. Salary  $100.00  weekly  minimum  guaran- 

teed. Box  905G,  B«T. 

Chicagoland's  fastest  growing  station  desires contact  with  mature,  experienced  salesman  who 
can  show  proven  record  and  who  wants  stability 
and  high  income  potential.  Please  give  all  in- 

formation in  first  letter.  Box  954G,  B-T. 

Need  experienced  salesman,  versatile  all  phases 
250  watt  indie,  southwest.  Excellent  opportunity. 
Box  978G,  B«T. 

Immediate  opening  radio  salesman  in  5000  watt 
San  Joaquin  Valley  independent.  $380  guaran- 

tee. Commission.  Send  photo,  sales,  and  radio 
experience  first  letter.  KCHJ,  P.O.  Box  262,  De- 

lano, California. 

Wanted — reliable  live  wire  .experienced,  aggres- 
sive radio  salesman,  good  future  for  right  man. 

KCMC-Radio,  Texarkana,  Tex.-Ark. 

Very  good  opportunity  and  plan  for  steady,  solid 
salesman  with  limited  announcing.  Adequate 
guarantee.  KHBG,  Okmulgee,  Okla. 

RADIO 

Help  Wanted— (Cont'd) 
Salesmen 

Experienced  salesman.  Attractive  offer  to  right 
man.  1000  watt  fulltime  independent.  Contact 
Manager,  KOKX,  Keokuk,  Iowa. 

Expanding  our  facilities.  Need  experienced  radio 
time  salesman,  excellent  area  station.  Our  staff 
knows  about  this.  WESO,  Southbridge,  Mass. 

Expanding  Indiana  independent  has  good  oppor- 
tunity for  experienced  salesman.  If  you  are 

content  with  just  average  earnings,  this  isn't  for you.  If  you  want  to  build  your  income  along 
with  growing  business  in  this  station,  located  in 
the  fastest  growing  market  in  Indiana.  Send 
complete  resume  and  photo  to  Ken  Kilmer, 
WMRI,  Marion,  Indiana. 

Wanted:  Experienced  salesman!  Good  salary  plus 
incentive  pay  and  car  expense.  Contact  Don 
Wirth,  WNAM,  Neenah,  Wisconsin. 

1st  class  engineer  who  needs  practically  no 
maintenance,  with  experience  as  an  announcer 
(good  voice  a  necessity),  who  will  only  be  sched- 

uled 3  or  4  hours  a  day  on  announcer  duty,  op- 
erating own  control  panel,  and  be  expected  to 

devote  half  day  to  selling.  Starting  salary  $75 
to  $90  weekly  plus  15%  commission  on  sales. 
Radio  Station  WRNY,  Rochester,  N.  Y. 

Salesman's  dream!  Build  your  way  because  we 
believe  your  success  is  ours.  Definite  salary. 
No  draw  or  backlogs.  (You  never  owe  us  any- 

thing). Plus  commissions  or  billing  bonuses  for 
billing  over  $2,000  a  month.  Up  to  25%  commis- 

sion for  all  over  $3,600  billing  a  month.  Plus 
bonuses  on  every  order  or  contract  turned  in,  up 
to  $75  bonus  per  sale.  Plus  vacation  bonus  up  to 
$250.  Plus  profit  sharing  bonus  up  to  $1,000  or 
more.  Good  producer  in  first  year  should  net 
many  hundreds  over  salary;  Second  year  many 
thousands.  Tell  us  about  yourself  when  you 
write  for  "Salesman  Plan"  to  one  of  America's most  successful  independent  stations  .  .  .  WSNY, 
Schenectady,  New  York. 

Southeast  radio  station  needs  experienced  time 
salesman — opportunity  for  advancement  for  man 
who  will  produce.  Salary  and  commission.  Write 
John  G.  Williams,  P.  O.  Box  336,  Savannah, 
Georgia. 
Announcer  salesman  with  sufficient  ability  to 
take  over  managers  position  within  six  months. 
Send  audition  tape  to:  Skyline  Network,  Box 
362.  Tupelo,  Mississippi. 

Announcers 

Good  announcer-copywriter  .  .  .  Must  excel  in 
both.  Successful  small  market  operation.  Experi- 

enced in  both  preferred.  Send  all  details  includ- 
ing expected  starting  salary.  Box  907G,  B«T. 

Minnesota  station  needs  news  director.  Good 
salary.  Must  be  good  announcer  and  able  to 
type.  Box  916G,  B-T. 
Announcer,  first  class  license  for  new  Alabama 
daytimer.  Best  equipment,  ideal  working  condi- tions. Give  complete  information  first  letter. 
Box  921G,  B«T. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Negro  rock  and  roll  announcer  wanted  at  once. 
Send  audition  tape,  disc,  all  information  about 
self  first  letter.  Box  958G,  B-T. 

Top-flight  announcer — DJ  personality,  experi- 
enced all  phases  radio  wanted  by  Pennsylvania 

network  affiliate.  If  you  can  deliver,  bright, 
warm,  personality-type  show  and  come  up  with 
the  audience,  here's  permanent  position  at  $95 weekly  with  insurance,  hospital,  and  sickness 
benefits  plus  liberal  vacation  plan.  Only  those 
presently  employed  with  successful  record  to 
be  considered.  Beginners  do  not  apply.  Send 
full  particulars  and  tape  with  first  letter  to  Box 
966G,  B-T. 

Announcer,  DJ,  strong  air  salesman,  independ- 
ent Washington,  D.  C.  Profit  sharing,  morning. 

Box  967G,  B»T. 

Midnight  to  6  a.m.  Station  in  million  midwest 
market  needs  announcer-salesman.  Salary  plus 
commission  on  sales.  Send  complete  details,  no 
tapes,  Box  991G,  B»T. 

Announcer  with  first  class  ticket  for  KCHS,  Truth 
or  Consequences,  New  Mexico.  Contact  Tynes, 
Box  122,  Albuquerque. 

Wanted — good  reliable  experienced  announcer, 
250  watt  ABC  affiliate.  Good  permanent  position 
to  right  man  with  good  references.  Send  tape 
and  backgrounl.  KCMC-Radio,  Texarkana,  Tex.- Ark. 

Established  kilowatt  daytimer  needs  reliable, 
competent  salesman  immediately.  Contact  Bob 
Morey,  KDKD,  Clinton,  Missouri. 

We  need  an  adult  announcer  that  sounds  like  an 
adult  .  .  .  fulltime  indie  in  Hastings.  Nebraska, 
heavy  on  sports  ...  If  you  are  "recent  gradu- ate of  leading  announcing  school,  can  operate 
board"  type,  please  don't  take  our  time  .  .  . 
will  pay  good,  living  wage,  must  be  experienced. 
Must  know  how  to  really  sell  a  commercial.  Rush 
tape  and  pertinant  data  to:  Dave  Martin,  KHAS, 
Radio,  Hastings,  Nebraska. 

Need  two  good,  experienced  announcers.  One 
news,  one  staff.  Staff  must  be  DJ  personality, 
good  at  ad  lib  and  commercials.  125,000  popula- 

tion market.  Top  money  for  the  right  man. 
Airmail  tape  and  letter  to  Larry  Getchell,  KLIN 
Radio,  Lincoln,  Nebraska. 

Combo  man,  first  phone,  night  shift.  No  engineer- 
ing, salary  no  object  for  right  man.  Send  tape 

and  resume  to  Fred  Epstein,  KSTT,  Davenport, Iowa. 

Immediate  opening  for  announcer-salesman,  an- 
nouncer-copywriter, announcer-program  direc- 

tor. Better  than  average  for  right  man.  Good 
Virginia  job.  Must  be  above  average,  for  grow- 

ing, independent  daytimer.  If  interested  .  .  if 
good  .  .  you  know  what  to  do.  WBCR,  Box  96, 
Christiansburg,  Virginia. 

Announcer,  minimum  one  year's  experience,  tape, 
letter,  photo  to  WBTN,  Bennington,  Vermont. 

Sports  minded  5,000  watt  independent  needs  ex- 
perienced announcer  immediately  to  handle  all 

local  play-by-play  sports.  Must  have  good  refer- ences. Contact  Greeley  N.  Hilton,  Manager, 
WBUY,  Lexington,  N.  C. 

Announcer-news  writer  needed  shortly  Journal- 
istic background  desirable  but  experience  in 

radio  news  work  plus  good  delivery  acceptable 
as  substitute.  Please  send  tape,  resume  and 
photograph.  Permanent  job  for  right  man.  Reply 
to  L.  T.  Pitman,  WCSH,  Portland,  Maine. 

Immediately:  Experienced  announcer,  1st  class 
ticket  preferred  for  daytime  independent.  Send 
tape,  photo,  resume,  salary  requirement.  WESO, 
Southbridge,  Mass. 

Announcer — DJ  for  pop,  hillbilly  and  news  with 
good  commercial  delivery.  Must  be  dependable 
and  permanent.  Need  top  man.  Good  opportunity 
for  advancement.  Good  pay  to  right  man.  Send 
resume  and  tape  immediately.  All  tapes  returned. 
John  Garrison.  WFUN,  Huntsville,  Alabama. 

Staff  announcer.  Rural  station  near  Washington, 
D.  C.  Salary  commensurate  with  ability,  experi- 

ence. Rush  tape,  photo,  resume.  WKIK,  Leonard- 
town,  Maryland. 

Help  wanted — immediate  opening  for  radio  an- 
nouncer with  at  least  four  years  experience.  Five 

day  week,  excellent  working  conditions,  forty 
miles  from  New  York  City.  Send  complete  resume 
including  salary  expected,  plus  tape  and  picture 
to  WLNA,  Peekskill,  New  York. 

Immediate  opening  at  kilowatt  daytimer  in 
eastern  Pennsylvania  for  experienced  staff  an- 

nouncer with  possibilities  for  advancement  to 
assistant  manager,  near  future.  Station  is  one  of 
growing  chain.  40  hour  week  with  overtime  pay 
talent  fees.  Paid  vacations.  Applicants  must  have 
car.  Reply  by  phone  immediately  or  send 
complete  resume,  tape,  and  photo  to  manager, 
WLSH,  Lansford,  Pa. 

HELP  WANTED 

CALIFORNIA  RADIO-TV  STATION 
VHF  Network  TV  Station  and  Radio  Station — Commercial  operation  needs  help  immedi- 

ately in  all  departments,  located  in  ideal  small  market  on  California  coast.  Outstanding 
organization,  room  for  advancement.  These  newest  openings  were  brought  about  by  our 
extensive  expansion.  Send  photo,  complete  details  to: 

Box  997G,  B«T 
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RADIO RADIO RADIO 

Help  Wanted— (Cont'd)  Help  Wanted— (Cont'd) 
Announcers 

Opening-July  15th  for  announcer,  strong  on  news 
and  commercials.  Independent  500  watt.  Heavy 
local  news  and  music  format.  Possible  to  go  to 
college  parttime,  three  men  have  completed 
entire  college  career  by  working  for  us.  Airmail 
training  and  experience  record,  photo  and  tape 
to  Bill  Baker,  Program  Director,  WMIK,  Mid- 
dlesboro,  Kentucky. 

Top  rated  kilowatt  independent  needs  staff  man 
to  replace  announcer  entering  college.  Complete 
resume  and  tapes  received  by  WMIX,  Mt. 
Vernon,  Illinois. 

Wanted:  Experienced  announcer.  Must  be  family 
man.  Job  permanent  to  right  person.  Send  com- 

plete resume,  tape  and  salary  requirements  first 
letter.  WMLT,  Dublin,  Georgia. 

Top  calibre  announcer  wanted  by  5000  watt  CBS 
radio-tv  affiliate  in  metropolitan  southeastern 
market.  Must  be  well  experienced  in  all-around 
staff  work.  Good  starting  salary  commensurate 
with  ability.  We  want  steady,  qualified  an- 

nouncer. Send  taoe,  photo,  and  letter  to  WRDW 
Radio,  Augusta,  Georgia. 

Announcer  with  first  class  license  for  new  news 
music  station.  WSHE,  Sheboyan,  Wisconsin. 

Announcer  1st  class  engineer,  with  emphasis  on 
announcing,  excellent  opportunity  for  advance- 

ment. Send  audition  tape  to:  Skyline  Network, 
Box  362,  Tupelo,  Mississippi. 

Technical 

Engineer,  with  first  class  phone  for  50  kw  radio 
and/or  maximum  power  VHF  with  color.  Contact 
Box  874G,  B-T. 

First  class  chief  engineer:  Maintenance  and  im- 
provement .  .  .  first  requirement.  Mobile  and 

stationary  remote  work  mandatory.  Air  work 
fine  but  secondary.  Salary  above  average.  Box 
888G,  B»T. 

Combo  man  with  first  class  license.  Permanent 
job  with  clean  operation.  Salary  $85  to  $100.  Box 
908G,  B-T. 

Chief  engineer-announcer  capable  putting  new 
California  500  watt  directional  am  or  air.  Must  be 
good.  Box  972G,  B-T. 

Chief  engineer — announcer  for  southern  250.  Ex- 
cellent working  conditions.  Present  chief  with 

us  10  years.  Must  know  engineering  and  furnish 
best  of  references.  Salary  open.  Drunks  or 
floaters  don't  apply.  Box  955G,  B-T. 

Engineer,  first  phone:  Manage  Washington,  D.  C, 
independent.  Experienced  only.  Box  968G,  B-T. 

Chief  engineer  with  directional  array  experience 
for  5  kw  fulltime  Houston,  Texas  independent. 
Very  few  hours  required  on  board.  Mostly 
studio  and  transmitter  maintenance.  Good  start- 

ing salary,  hospitalization,  Christmas  bonus  and 
merit  raises.  Full  details  first  letter.  Box  969G, 
B-T. 

Chief  engineer-announcer  for  250  watt  daytime. 
Must  be  strong  on  announcing.  $85  for  48  hours 
to  start.  Rush  picture,  tape  and  details.  Box 
984G,  B-T. 

Chief  engineer,  prefer  man  who  can  also  an- 
nounce, permanent  position,  KGHF,  Pueblo, 

Colorado. 

Wanted  engineer  with  1st  class  FCC  license.  Abil- 
ity to  sell  or  announce  helpful  but  no  essential. 

Above  average  pay.  KVWO  Radio.  Daytime  Net- 
work. William  T.  Kemp,  Box  926,  Cheyenne, 

Wonderful,  Wyoming. 

Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

First  class  engineer-announcer  capable  of  main- 
tenance. Can  be  local  newsman  if  qualified. 

Contact  Manager,  WDLC,  Port  Jervis,  New  York. 
Phone:  3-2293. 

1st  class  ticket.  Announcing  chores  optional. 
Beautiful  area,  good  place  for  home  and  family. 
Need  immediately.  Call  or  send  resume  with 
salary  requirement.  WESO,  Southbridge,  Mass. 

Immediate  opening  1st  phone  engineers.  Contact 
Frank  Laughlin,  WGEM-AM-FM-TV,  Channel  10, 
NBC-ABC,  Quincy,  Illinois. 

Transmitter  operator.  Any  inquiries  may  be  di- 
rected to  the  attention  of  W.  H.  Malone,  Radio 

Station  WGTM,  Wilson,  N.  C. 

Wanted:  Radio  engineer;  first  class  radio-tele- 
phone license;  strong  on  maintenance.  No  op- 

erating tricks.  40  hours.  Apply  Chief  Engineer, 
Radio  Station  WRIV,  1  East  Main  Street,  River- 
head,  Long  Island,  N.  Y. 

Programming-Production,  Others 

Program  director-announcer  with  good  voice  and 
realistic  programming  ability.  Must  be  creative 
and  able  to  develope  programming  with  sell 
appeal  .  .  .  based  on  news,  music  and  local  pub- 

lic service.  Send  complete  details.  This  is  a  small 
market  operation  that's  successful.  Tell  us  what 
you'll  work  for.  Box  906G,  B-T. 

Gal  Friday.  Practical  woman  broadcaster  to 
handle  continuity  and  do  some  air  work.  1  kw 
daytimer  in  small  market.  Box  909G  B-T. 

Wanted:  Combo  program  director  and  sports  an- 
nouncer. Fulltime  station  in  midwest  extremely 

heavy  sports  sked.  Must  know  programming  and 
be  good  at  play-by-play,  all  sports  normally 
carried  by  high  school,  plus  heavy  baseball. 
Send  all  tapes  and  info  to  Box  936G,  B-T. 

Stringers  wanted.  Europe,  Far  East,  Middle  East, 
South  America.  Apply  Box  985G,  B-T. 

Newsman:  Fulltime  to  gather,  edit,  and  air  news- 
casts. Also  adlib  remote  news.  Above  average 

starting  salaTy,  with  advancement.  Bob  Jenkins, 
Station  Manager,  KGFW,  Kearney. 

Situations  Wanted 

Managerial 

Manager,  salesman,  chief  engineer.  Well  versed 
all  phases.  Available  immediately.  Best  refer- 

ences. Box  854G,  B-T. 

Manager — strong  on  sales,  good  programming, 
efficient  operation.  Mature  man  of  long  experi- ence. Good  character  and  references.  Prefer 
salary  and  percentage.  Box  927G,  B-T. 

Sales  manager  .  .  .  good  sales  position — radio-tele- 
vision experienced.  Excellent  record.  References 

from  present  employer.  Self  betterment  change. 
Available  immediately.  Box  941G,  B-T. 

Experienced,  mature  manager  can  improve  your 
profit  and  business  situation.  Many  proven  sale- 

able ideas.  Hard  worker.  Mature  family  man. 
Box  947G.  B-T. 

Combination-manager,  sales,  program,  copy,  an- 
nounce— small  market.  Married.  35.  Experienced 

— employed — permanence  desire.  Sober.  Box 
948G,  B-T. 
Attention!  Large  stations,  network-indies,  sta- 

tion reps.  Thirty  years  agency,  radio  sales  work. 
Experienced  all  phases  radio  sales,  merchandis- 

ing. Agency,  national  account  contacts.  Good 
health.  Will  move.  Presently  employed.  Desire 
greater  potential.  Outstanding  references.  Box 
974G.  B-T. 

Salesmen 

Salesman,  announcer-salesman,  ten  years  sales 
experience,  two  year  radio,  college,  married, 
familv.  Prefer  south.  Permanent  connection. 
Box  940G.  B-T. 

A  nnouncers 

Sales  manager,  .38,  strong  on  radio  and  tv  sales, 
production  and  promotion,  wants  job  with  future. 
Salary  plus  incentive.  Veteran,  family  stable. 
Resume  and  references.  Box  933G,  B-T. 

Situations  Wanted — (Cont'd) 
Announcers 

First  phone,  combo.  Announce,  DJ,  news  main- 
tenance. Now  working  midwest  station,  wish  to 

relocate  northeast  or  Florida.  Box  949G,  B-T. 

Hold  it! — need  a  versatile  deejay,  personality, 
staff?  I  love  work!  Have  broad  pop  music,  artist 
knowledge.  Know  board,  good  adlib,  smooth  com- 

mercial delivery.  (Highly  trained  Cambridge 
grad.)  Box  951G,  B-T. 
Top  morning  man — deejay — employed — wishes  to 
relocate.   Veteran — family.   Box  959G,  B-T. 
Recent  broadcasting  school  graduate,  good  DJ, 
news,  sports,  board,  tape.  Box  962G,  B-T. 

Stop  here — young  man,  low  on  experience,  high 
on  ability.  Looking  for  right  position.  Try  me. 
Box  963G,  B-T. 

Look — young  man  knocking  at  the  door  of  radio. 
Will  be  an  asset  to  any  radio  station  and  will 
easily  be  made  into  a  personality  disc  jockey. 
Box  964G,  B-T. 
Experienced  announcer.  Mature,  reliable.  Strong 
on  news,  commercials.  Discontinuation  tv  on  5000 
watt  am-fm  station  forces  change.  Seeking  good 
market,  northeast  area.  Box  971G,  B-T. 

Announcing  school  grad.  presently  employed  in 
Dixie,  seeks  position  as  a  staff  announcer  in  a 
station  in  N.  Y..  N.  J.,  Conn.,  or  Penna.  (any- 

where in  northeast).  DJ,  board,  write  Box  977G, 

B-T. 

Top  announcer  on  5  kw,  CBS  station  desires  to 
relocate.  Prefer  deep  south  but  all  offers  will  be 
considered.  Some  experience  in  tv.  Box  979G, 
B-T. 

Announcer,  negro,  here's  a  rocking  show,  light 
experience,  tape  available.  Box  980G,  B-T. 
Experienced  staff  announcer,  two  years,  desires 
to  relocate  to  permanent  position,  strong  news, 
music,  commercial  selling,  married,  dependable, 
good  references,  third  ticket.  Box  981G,  B-T. 
Experienced  announcer,  versatile  DJ,  smooth 
commercial  deliverv.  Immediately  available. 
Tape.  Box  982G,  B-T. 
Commercial  DJ,  staff,  some  experience,  strong 
in  news,  sports,  board,  excellent  references, 
tape,  will  travel.  Box  983G.  B-T. 

Announcer-DJ.  Young,  single,  vet.,  light  on  ex- 
perience. Desire  permanent  move.  Heavy  on 

music.  State  salary.  Tape  resume  available.  Box 
S86G.  B.T. 
Negro  announcer,  disc  jockey,  college,  radio 
school,  continuity  writer,  light  experience  in 
metropolitan  area-.  Will  travel.  Box  987G,  B-T. 

Outstanding  sports  announcer,  excellent  play-by- 
play baseball,  basketball,  football.  No  further 

advancement  possible  with  present  station.  Good 
sports  and  special  events  interviews.  Employer 
will  give  reference.  Box  988G,  B-T. 
Recent  graduate  Midwestern  Broadcasting  School. 
Age  24.  single,  veteran.  Interested  in  all  phases 
of  radio.  Experience,  not  wages,  prime  factor. Box  989G.  B-T.  

Recent  graduate  Midwestern  Broadcasting  School. 
Age  25,  single,  veteran.  Graduate  University  of 
Illinois.  Tape  sent  on  request.  Box  990G.  B-T. 
24,  single,  SRT  graduate.  1  year  experience. 
Strong  on  news,  DJ  and  selling  commercials. 
Write  original  copy,  shows.  Also  guitarist— 
folksinger.  Tape,  resume,  photo  available.  Box 992G,  B-T.  

Young  announcer — currently  working  midwest 
station.  Strong  DJ,  news.  Prefer  N.  E.  $70-75.  Box 

993G,  B-T. 
Reliable,  vigorous  staff  announcer.  13  months 
experience.  3rd  class  ticket.  Box  998G  B-T.  

(Continued  on  next  page) 

WDSU  Radio  is  looking  for  experienced  record  personalities  interested 

in  good  radio  operation.  Offering  top  salaries  in  South  for  brisk,  bright, 

friendly  personalities — No  Comedians!  Send  tape,  photo,  background 
data  to 

Hal  Fredericks,  WDSU  Radio 

520  Royal  Street,  New  Orleans  16,  La. 
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RADIO RADIO TELEVISION 

Situations  Wanted — (Cont'd) 

Announcers 

Well-trained  announcer.  Strong  on  commercials. 
Prefer  midwest.  Tape  and  resume  on  request. 
Burt  Burdeen,  712  Waveland,  Chicago. 

Tape  talks.  Will  send  audition  tape  upon  your 
request.  Recent  radio-tv  graduate  at  large  uni- 

versity. Vet.  AFRS  (Korea).  Experienced  in 
news,  sports,  DJ,  spot  writing  at  university  sta- tion. Know  RCA,  Gates,  WE  boards.  Will  locate 
anywhere.  Prefer  west  of  Rockies.  Write,  wire 
or  phone  collect.  Sam  H.  Levinson,  3800  Cascadia 
Avenue,   Seattle   18,  Washington. 

Staff  and  sports  announcer.  20  months  experi- 
ence. Strong  on  news,  commercials,  music  and 

play-by-play.  Control  board.  Third  ticket.  Write: 
Glenn  MaTtin,  1506  North  Market  Street,  Fred- 

erick, Maryland. 

Colored  female,  personality  show,  announcing, 
women's  director.  Broadcast  school  graduate. Z.  Palmer,  7948  S.  Wabash,  Chicago,  Illinois. 

Announcer,  3  years  DJ,  commercials,  sports.  Any 
location  available  immediately.  Barry  Pfeffer, 
1973  Daly  Ave.,  Bx,  New  York. 

Announcer:  6  months  staff  experience,  includes 
play-by-play,  single,  vet,  24,  reliable,  no  desire  to 
float:  Contact  Frank  Smith,  Shelter  Island,  New 
York.  Phone  9-0162M. 

Technical 

Announcer-engineer.  First  phone.  Experienced. 
Versatile.  Capable  of  chief  engineer  or  program 
director.  Mature  and  dependable.  Box  946G, 
B-T. 

Engineer,  first  phone,  4  year  am,  5  months  uhf- 
tv.  Experience  as  chief  1  kw  am.  Some  announc- 

ing. Present  position  temporary.  Desire  perma- 
nent position  near  home  on  Florida  west  coast. 

Box  973G,  B-T. 

First  phone  engineers  available  immediately. 
Grantham  School  of  Electronics,  821  19th  Street, 
N.  W.,  Washington,  D.  C. 

Situations  Wanted — (Cont'd) 

Programming-Production,  Others 

Experienced  program  director  .  .  .  eleven  years 
raxlio,  four  years  PD.  Desires  change  from 
metropolitan  east  coast  station  to  southern  Cali- 

fornia. Box  970G,  B»T. 

TELEVISION 

Help  Wanted 

Managerial 

Successful  vhf  television  station  in  non-competi- 
tive market  of  smaller  size  in  far  west  has  im- 

mediate opening  for  aggressive  local  sales  man- 
ager. Salary  commensurate  with  ability  to  pro- 
duce. Our  previous  managers  have  all  been 

promoted.  Must  have  all  details  and  proof  of 
ability  in  first  letter.  Box  965G,  B-T. 

Executive  and  staff  positions.  Expanding  multiple 
ownership  group  operating  radio  and  television 
stations  in  major  and  secondary  markets  inter- 

ested in  reviewing  applications  immediately  for 
all  executive  and  staff  positions.  Box  995G,  B»T. 

Salesmen 

Tv  time  salesman  wanted:  Must  be  experienced 
in  tv  or  radio  time  selling.  With  fastest  growing 
station  in  major  western  market.  Liberal  draw 
against  commission.  Box  996G,  B«T. 

Television  salesman.  ABC  affiliate — vhf — good 
markets — desire  minimum  3  years  in  radio  or 
television.  Good  weekly  guarantee — excellent 
commission  arrangement.  Send  resume,  full  de- 

tails, first  letter,  to  Robert  C.  Miller,  Sales  Man- 
ager, KCRG-TV,  Cedar  Rapids,  Iowa. 

Announcers 

Announcers  needed  for  new  southeast  vhf  tele- 
vision station.  Please  send  tape,  photo  and  in- 

formation.  Write  Box  956G,  B-T. 

Help  Wanted— (Cont'd) 
Technical 

Assistant  chief  engineer  in  charge  of  television 
wanted  by  major  southwestern  vhf,  prior  ex- 

perience DuMont  equipment  a  requisite.  Reply 
Box  923G,  B-T. 

Transmitter  operator  experienced  in  operation, 
maintenance,  and  trouble-shooting  on  RCA  TT- 
10AL  transmitter  located  near  the  coast  at  Corpus 
Christi,  Texas.  Apply  Chief  Engineer,  KRIS-TV. 

California  VHF  network  small  market  tv  stations 
need  qualified  experienced  tv-radio  engineers 
with  first  class  tickets — operation  and  mainte- 

nance due  to  expansion  program.  Prefer  versatile 
men  who  like  smaller  towns  and  stations.  In- 

clude photo  and  complete  resume  of  all  experi- 
ence, education  and  training.  Also  complete  list 

of  references  first  letter.  Address  Bill  Hargan, 
Chief  Engineer,  KSBW-TV,  P.  O.  1651,  Salinas, California. 

Engineer  for  position  of  assistant  chief  with  pro- 
gressive 100  kw  vhf.  Must  be  capable  of  per- 

forming all  operational  and  maintenance  duties. 
Contact  Chief  Engineer.  WJBF-TV,  Atlanta,  Ga. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 

508G,  B«T. 
Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newscast- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.   Box  509G,  B-T. 

Key  midwest  vhf  tv  station  wants  outstanding 
producer-director.  Must  be  experienced,  creative 
and  imaginative.  Salary  commensurate  with  abil- 

ity. Must  have  at  least  two  years  experience. 
Want  a  man  anxious  to  try  new  ideas  and  new 
approaches  to  production.  Photo  and  detailed 
background  necessary.  Box  920G,  B-T. 

EXAMPLE PRACTICAL  TV  TRAINING 

NRTS  STUDENTS 

DO  REMOTE  FROM 

MOVIE  PREMIERE 

IN  HOLLYWOOD 

Coming  soon — 
"nothing  but  the 

facts".  Watch 
for  it,  here. 

This  is  a  typical  example  of  the  practicality  of  ALL 

Northwest  training.  These  Hollywood  students  are 

actually  doing  a  live  remote  from  a  recent  movie 

premiere.  All  Northwest  classes  are  trained  using  methods  like  these — letting 

students  work  in  a  practical  manner  with  everyday  Telecasting  problems.  For 

top  TV  people  call  John  Birrel,  Employment  Counselor. 

Ml     RITl'l  WIC^vT 

RADIO  &  TELEVISION 

SCHOOL HOME  OFFICE: 
I 

1221  N.  W.  21st  Avenue 

Portland,  Oregon  »'  CA  3-7246  <A<  ■  ■  :      -  .  , 

HOLLYWOOD,  CALIFORNIA 1440  North  Highland 

HO  4-7822 

CHICAGO,  ILLINOIS.  .  .  . 540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C.  .  .  . 1627  K  Street  N.  W. 
RE  7-0343 
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TELEVISION FOR  SALE WANTED  TO  BUY 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

Producer — medium  market  operation,  southwest, 
excellent  opportunity  for  man  who  can  organize 
small  staff.  Network  affiliate.  Box  960G,  B-T. 

Experienced  director  for  midwest  net  affiliate. 
Medium-sized  market.  Should  know  RCA  switch- 

er. Rush  details  to  Box  975G,  B-T. 

Commercial  continuity  writer  for  Michigan  full 
power  vhf.  Rush  resume  to  Box  994G,  B-T. 

Traffic  manager,  vhf  station,  NBC-ABC — Michi- 
gan's second  market.  Male  or  female,  above  aver- age salary,  excellent  working  conditions  and 

benefits.  Contact  John  J.  Keenan,  WNEM-TV, 
Bay  City,  Michigan. 

Situations  Wanted 

Managerial 

Salesmanship,  showmanship,  profit.  Veteran  of 
12  years  radio-tv  sales,  production,  seeking 
permanent  connection  as  tv  station  manager  or 
assistant  manager.  Know-how,  energy,  enthusi- 

asm means  a  shirt-sleeves  leader  who  gets  things 
done.  Now  employed  in  executive  capacity  vhf 
top  50  markets.    Box  943G,  B.T. 

Technical 

Looking  for  C.E.  who  has  spent  past  three  years 
observing  economical  operation  and  produce, 
provide  full  authority  given?  Can  you  pay  mini- 

mum $125.00  for  nine  years  maintenance,  opera- 
tion and  supervision?  Available  after  proper 

notice  present  employer.   Box  953G,  B'T. 

Programming-Production,  Others 

Director-producer,  11  years'  experience  with 
major  tv  network  as  director,  producer,  camera- 

man, local  film  news  and  remotes.  Knowledge 
of  switching  and  producing  commercials,  live  or 
film.  Excellent  references.  Box  942G,  B»T. 

Producer  and  tv  director — 4  years  experience. 
Creative,  conscientious.  Best  references.  Em- 

ployed northwest  station.  Seeking  greater  op- 
portunity. 31.  College  graduate.  Resume  return 

mail.  Personal  interview  acceptable.  Box  957G, 
B«T. 

FOR  SALE 

Stations 

Well-established  fm  station  with  good  back- 
ground music  contract  located  on  West  Coast. 

Expansion  imperative  but  owner  lacks  capital. 
Box  898G,  B«T. 

Owner  of  CP  for  new  am  station  cannot  give  per- 
sonal attention  to  it  because  of  health.  Will 

transfer  CP  and  materials  on  hand  for  $5,300. 
New  tower  (not  erected),  good  used  transmitter, 
frequency  monitor,  microphones,  transcription 
library,  and  record  library.  Necessary  that  in- 

terested parties  act  immediately.  Wonderful  op- 
portunity.  Box  950G,  B-T. 

Diversified  and  growing  secondary  market  station 
in  mid-south.  Above  average  physical  plant. 
Past,  but  not  present,  history  of  earnings, 
$100,000  price  category.  Substantial  cash  required. 
Paul  H.  Chapman  Co.,  84  Peachtree,  Atlanta. 

California,  $42,000,  29%  down,  isolated,  single  sta- 
tion, full;  Mountain,  lkw  day,  annual  gross, 

terms;  Mountain  5kw  annual  gross,  full,  terms; 
Midwest,  $60,000.  $18,000  down,  below  annual 
gross,  single;  Midwest,  $60,000.  $15,000  down,  an- 

nual gross,  single;  Southeast,  $150,000.  Colored, 
annual  gross  terms;  Midwest  lOkw,  day,  $225,000, 
40%  down;  Midwest  CP,  plus  equipment  paid  for, 
$22,000.  List  with  Norman  Company,  Box  534, 
Davenport.  Iowa. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

East  Coast  250w  fulltimer — independent  combo 
operation  in  owned  building.  Gross  1955.  $63,000. 
Asking  $63,000,  $21,000  down,  85,000  in  receivables. 
See  John  Hanly. 

Eastern  2  station  team — show  good  net — grossing 
about  $135,000,  asking  $150,000  with  29%  down. 
Both  communities  about  10,000  pop.  with  active 
business  and  industry.  See  John  Hanly. 

Eastern  250w  fulltimer  grossing  $125,000 — asking 
$150,000  with  $50,000  down.  See  John  Hanly. 

Stations 

Midwestern  250w  fulltimer  in  larger  market 
grossing  about  $65,000— asking  $75,000.  Buyer  as- 

sumes $22,000 — balance  mostly  cash.  See  John Hanly. 

Eastern  state  lkw  daytime  indie.  Studio  and 
transmitter  on  4V2  acres  of  company  owned  land. 
Billing  $4,500  per  month.  Operating  cost  about 
$3,000  per  month.  Operating  in  black  for  past 
five  years.  Asking  $60,000— all  cash.  See  John Hanly. 

Information  on  many  other  excellent  properties, 
from  Maine  to  Florida,  is  available  for  inspection 
by  qualified  buyers.  Complete  and  confidential 
service  offered  to  owners  and  operators.  Just 
write— John  Hanly,  Jack  L.  Stoll  &  Assoc.,  Colony 
Building,  1737  De  Sales  Street,  N.  W.,  Washington, 

Equipment 

485  ft.  self-supporting  heavy  duty  tower,  lighting 
equipment  and  WE  cloverleaf  antenna.  3.55 
power  gain.  Sell  complete  or  separate.  Box  937G, B-T. 

lkw  composite  transmitter,  replaced  May  12th, 
1956.  Best  offer,  KOLO,  Reno. 

RCA  BTA  250L  transmitter  in  excellent  con- 
dition. Spare  tubes.  All  reasonable  offers  con- 
sidered. Contact  Harry  McAdams,  KWEW,  Hobbs, 

New  Mexico. 

Stancil  Hoffman  minitape — new  battery,  new 
motor  and  battery  charger,  almost  like  new — 
best  offer.   WADK,  Newport,  R.  I. 

250  watt.  Western  Electric  am  transmitter.  Ex- 
cellent condition.  Increasing  power  and  will  sell 

for  $1,000,  F.O.B.  station.  W.  R.  Guest,  Jr.,  WPMP, 
Pascagoula,  Mississippi. 

Used  television  equipment.  Federal  microwave 
STL — 2000mgs.  Dual  incoscope  film  chain — Du- 
Mont,  with  six  usable  camera  tubes.  Two  Holmes 
16mm  film  projectors-TV  16.  Many  spare  projec- tor parts  included.  Contact  M.  M.  Burleson, 
WTTG,  Washington,  D.  C. 

Commercial  crystals:  And  new  or  replacement 
broadcast  crystals  for  Bliley,  Western  Electric. 
RCA  holders.  Conelrad  frequencies.  Crystal  re- 
grinding  etc.  Reasonable  prices,  fastest  service — also  station  am  monitor  service.  Over  20  years  in 
the  business!  Eidson  Electronic  Company,  Tem- 

ple, Texa-s. 
Tower — 300  foot,  Blaw  Knox  H-40,  self  supporter. 

Stations 

All  accounts  services  by  the  broker  personally. 
Ralph  Erwin.  Broker,  1443  South  Trenton,  Tulsa. 

Licensed  in  every  stale  served.  Texas,  Okla- 
homa, Colorado,  Arkansas,  Missouri,  Kansas. 

Ralph  Erwin,  Broker,  1443  South  Trenton,  Tulsa. 
CHerry  2-3944. 

Equipment 
Wanted  to  buy:  2  used  16mm  television  film  pro- 

jectors, RCA  or  Eastman.  Must  be  in  top  condi- tion. Contact  Bill  Hargan,  Chief  Engineer, 
KSBW-TV,  P.  O.  1651,  Salinas,  California. 

Rek-O-Kut  B-16H  turntable  with  console  cabinet. 
William  Kirk,  1197  Stout  Street,  Denver  4,  Colo- rado. 

Tower,  270  feet.  Modulation  frequency  monitors. 
Console.  Box  606,  Showlow,  Arizona. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
In  3  months.  For  details  write  Grantham  School, 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

RADIO 

Help  Wanted 

Salesmen 

\  CALIFORNIA  CALLING  YOU?  If  you're  a  hard-  \ 
>  hitting  salesman  with  successful  direct  < 
^  sales  experience  and  want  to  associate 
>  with  a  top,  independent,  Southern  Cali-  i >  fornia  radio  station  in  a  major  market,  < 
*  write  complete  resume  in  confidence. 
I  Box  928G,  BeT.  < 

errectea  two  years,  lower  Kepair  &  Maintenance 
Service.  Route  #2.  Box  No.  270B.  Menomonee 
Falls,  Wisconsin.  Phone  2941. 

WANTED  TO  BUY 

Stations 

Will  buy  station  or  CP  down  in  Georgia  or  north 
Florida.  Give  complete  information  which  will 
be  treated  confidentially.  Box  885G.  B-T. 

Exclusive  brokerage  service.  Permanent  offices 
in  Texas  and  Oklahoma.  Ralph  Erwin,  Broker, 
1443  South  Trenton,  Tulsa. 

BIG  FUTURE  IN  AUSTRALIA 
for  a  First-class  Announcer  and  Disc  Jockey 
with  the  capacity  to  grasp  a  front-rank career  in  an  expanding  country.  We  are 
looking  for  a  man  with  top-flight  American 
experience  and  a  proved  capacity  to  SELL, 
preferably  with  his  own  shows;  a  man  who 
can  hold  a  nation-wide  audience  now  and 
develop  with  us  in  television.  (Television 
starts  in  Australia  late  this  year).  Appli- 

cants must  be  prepared  to  live  in  Australia 
for  at  least  two  years.  Travelling  expenses 
to  Australia  will  be  paid.  Attractive  salary 
and  bonus.    Box  859G,  B»T. 

NOEMAC  Seeking 

Top  Dise  Jockeys 

Noemac  disc  jockeys,  in  Dallas,  Milwaukee,  San  Antonio,  El  Paso, 

Atlanta,  Monroe  and  New  Orleans,  have  been  and  are  being  promoted 

to  key  executive  positions.  If  you're  a  top  disc  jockey  with  a  fine 

voice,  a  "different"  style  or  gimmicks,  and  want  to  find  a  future  with 

America's  largest  group  of  independent  radio  stations,  send  audition 

tape  to: 
Gordon  McLendon 

2104  Jackson  St. 

Dallas,  Texas 
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RADIO RADIO 

Help  Wanted— (Cont'd) 
Situations  Wanted 

Announcers Announcers 

FOR  THE  RECORD* 

ARE  YOU  THIS  MAN? 

The  man  we  are  looking  for  is  currently  the 
Sales  Manager  or  Assistant  Manager  of  a 

small  radio  station.  He's  now  looking  to  take 
over  the  number  one  spot  in  a  small  Midwest 

community.  He's  married,  full  of  ideas,  ener- 
getic and  very  sales  minded.  He'd  be  happy 

working  with  owners  who  know  radio 

thoroughly  and  who  want  to  build  a  man- 
agement team  for  several  radio  properties. 

He  works  well  with  people  and  has  a  warm 

and  friendly  "small  town"  personality.  If 
you  are  this  man  tell  us  about  yourself, 

your  experience,  salary  and  references.  Let's have  the  facts  with  as  little  fantasy  as 

possible. 

Box  91 6G,  B»T 

?     DISC-JOCKEYS  f 

LOUISIANA 

Performers  with  a  Capital  P 

* 
* 

* 

* 

+ 
* 

I        reiiumieid  vviui  a  uapnai  r  + 

J  We  need  men  who  can  keep  a  top  rating  ̂  
jf  — Employ   gimmicks — Inject  personality  ■¥ 
*  — Produce    an    entertaining  show — and  £ 
J  Sound  alive  on  the  air.  You  will  be  with  a  * 
*•  sharp  music  and  news  operation.  Send  * 
j  tape,  photo  and  brief  history  to  Box  534,  ̂  
3f   Shreveport,  Louisiana.  4f 

CAN  YOU  QUALIFY? 

§ Aggressive  10  Kilowatt  full  time  radio  y 

dropping  network  for  independent  for-  § 
mat.  Adding  to  staff  which  makes  great  ̂  

Tell  us  all  about  yourself  including  ex-  § 
:    perience,  age,  money,  marital  status  with  § 
^   a  complete  audition  tape  that  samples  £ 

^   Dee  Jaying — News — Commercials.  Write  £ 
•    Jim  O'Neill,  P.  O.  Box  1402,  Wichita,  $ 
j    Kansas.  & 

',  -^r.  'S/-.       '^>-.  <~&-.  o^?-.  '^/~'  K&i       ■^yr-  ~*Cs~-  ^ 

opportunity  for  personalities  who  can 
deliver  as  a  DJ  not  just  an  announcer. 

Auditions  being  held  for  top  notch  all 
around  staff  announcer.  Excellent  op- 

portunity with  leading  aggressive  CBS 
station  in  Palm  Springs,  California. 
Experience  in  console  operation  and 
quality  commercial  delivery  a  neces- 

sity. Apply  in  person  for  audition  in 
Palm  Springs,  La  Fonda  Hotel  Sunday, 
July  8,  starting  at  2  P.M. 

Technical 

WANTED 

Chief  Engineer 

Directional  Antenna  Experience  New  Sta- 
tion *  Top  Job  For  Bight  Man  Send  Com- 
plete Besume  and  picture  *  WBBB  Inc. 

P.  0.  Box  91  Mt.  Clemens,  Mich. 

"ANNOUNCER"  FOR  HIRE 
Top  man,  with  excellent  selling  voice  and 
know  how — available  to  give  your  station 
"another  voice"  at  fraction  of  cost  of  regular 
employee — no  social  security,  no  "paid  va- 

cations", never  gets  sick. 
He  is  your  tape  voice  for  commercials.  Get 
new  accounts  with  this  new  voice.  Different 
voices  available  for  competitive  accounts. 
Inexpensive  service  for  local  stations.  Min- 

imum cost  is  monthly  order  for  12  spots  at 
$2  each,  plus  $2  handling  and  mailing  charge. 
E.  L,.  Roskelley,  Producer,  Irving  (Dallas), 
Texas. 

TELEVISION 

Help  Wanted 

Technical 

KERO-TV 

1420  Truxtun  Avenue 

Bakersfield,  California 

STUDIO  SUPERVISOR 

Need  engineer  capable  assuming  duties 

studio  supervisor — strong  maintenance 
background  BCA  equipment.  Permanent 

position  agressive  VHF  STN.  Provide 
resume  training,  experience  references, 
availability  to  Director  Engineering. 

California  Opportunity 

•  Studio  Technical  Supervisor 

•  Studio  Technician 

Wire  immediately 

KVIP  Redding,  Calif. 

FOR  SALE 

Equipment 

TOWERS 

RADIO— TELEVISION 
Antennas — Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland   11,  Oregon 

WANTED  TO  BUY 

Equipment 

|  FM  TRANSMITTER 
3  to  10  kw,  complete,  for  cash. 

Send    all    details,    condition  and 

|    price.  Box  624G,  B'T. 

(Continues  from  page  102) 

WAZL-FM  Hazleton,  Pa.— Seeks  mod.  of  cp 
(which  authorized  changes  in  licensed  station)  for 
extension  of  completion  date. 
KGW-TV  Portland,  Ore.— Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WTVQ  (TV)  Pittsburgh,  Pa.— Seeks  mod.  of  cp for  extension  of  completion  date. 
WKJF-TV  Pittsburgh,  Pa.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WACA-TV  Camden,  S.  C— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
KNTJZ-TV  Houston,  Tex.— Seeks  mod.  of  cp  for 

extension  of  completion  date. 
WOOK-TV  Washington,  D.  C— Seeks  mod.  of  cp 

for  extention  of  completion  date. 
KEPR-TV  Pasco,  Wash.— Seeks  mod.  of  cp  for 

extension  of  completion  date. 
KIMA-TV  Yakima,  Wash. — Seeks  mod.  of  cp  for 

extension  of  completion  date. 
License  to  Cover  Cp 

WAGA-FM  Atlanta,  Ga. — Seeks  license  to  cover 
cp  which  authorized  changes  in  licensed  station. 
KDKA-FM  Pittsburgh,  Pa.— Seeks  license  to 

cover  cp  which  authorized  changes  in  licensed station. 
Renewal  of  Licenses 

KGAS  Carthage,  Tex.;   KMCO  Conroe,  Tex.; 
KXOL  Fort  Worth,  Tex.;  KVKM  Monahans,  Tex.; 
WWHI  (FM)  Muncie,  Ind. 

Renewal  of  Licenses  Returned 
KTXJ  Jasper,  Tex.    (Signed  by  Gen.  Mgr.); 

KRCC  (FM)  Colorado  Springs,  Colo.  (Improperly 
filed.) 

June  26  Decisions 

BROADCAST  ACTIONS 

By  the  Broadcast  Bureau 
Actions  of  June  22 

WGBB  Freeport,  N.  Y.— Granted  authority  to 
operate  trans,  by  remote  control  from  44  S.  Grove 
St. 
KHUM  Eureka,  Calif. — Granted  license  cover- 

ing change  of  facilities,  installation  of  DA-N  and 
change  trans,  location. 
WPNX  Columbus,  Ga. — Granted  license  to 

cover  cp  which  authorized  P-A-N  and  charge trans,  and  studio  locations. 
WSTL  Eminence,  Ky. — Granted  license  for  am 

station. 
KHIL  Fort  Lupton,  Colo. — Granted  license  for 

am  station. 
WRLD  Lanett,  Ala. — Granted  license  to  cover 

cp  to  replace  expired  cp  which  authorized 
changes  in  ant.  system. 
WFBF  Fernandina  Beach,  Fla. — Granted  license 

SERVICES 

ANNOUNCEMENT 

Laurence  News  Features  proudly  an- 
nounces three  of  America's  top  news  and 

music  stations  are  the  latest  outlets  to 

engage  our  corps  of  foreign  correspond- ents. 

KSEK — Pittsburg,  Kansas 
K.VMA — Magnolia,  Ark. 
WHBI — Newark,  N.  J. 

These  enterprising  stations  will  begin 
broadcasting  exclusive  air-expressed 
tape  reports  and  interviews  from  the 
news-capitols  of  the  world  by  their  own 
foreign  correspondents  Sept.  1.  All 
broadcasts  are  personalized  with  station 

call  letters  and  sponsor  ID's  .  .  .  for 
full  information  and  audition  tape,  pro- 

duced especially  for  your  station,  write. 

Laurence  News  Features,  Inc. 
Washington  Bureau 
Burlington  Hotel 
Washington,  D.  C. 

INSTRUCTION 

FCC  l»t  PHONE  LICENSES 
IN  5  TO  6  WEEKS 

WILLIAM  B.  OGDEN — 10th  Year 
1150  W.  Olive  Ave. 

Burbank,  Calif. 

Reservations  Necessary  All  ("lasses  - Over  1700  Successful  Students 
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covering  increase  in  power  and  to  operate  trans, 
by  remote  control  from  2nd  and  Atlantic  Sts. 
KEOK  Fort  Dodge,  Iowa — Granted  license  for am  station. 

Actions  of  June  21 

WNES-FM  Central  City,  Ky.— Granted  license for  fm  station. 
KSD-TV  St.  Louis,  Mo. — Granted  cp  to  change 

trans,  location  and  make  ant.  and  other  minor 
equipment  changes. 
WBSE-FM  Hillsdale,  Mich.— Granted  mod.  of 

cp  to  change  ERP  from  1  kw  to  740  w. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KLIX-TV  Twin  Falls,  Idaho, 
to  1-15-57;  WWLP  (TV)  Springfield,  Mass.,  to  10- 
1-56;  KILT  El  Paso,  Tex.,  to  1-1-57. 

Actions  of  June  20 

WMCD  Welch,  W.  Va. — Granted  license  cover- 
ing increase  in  power. 

Actions  of  June  19 
WNES  Central  City,  Ky. — Granted  license  cov- 

ering erection  of  new  am  tower  and  side  mount 
proposed  fm  ant.  near  top. 
WJHP-TV  Jacksonville,  Fla.— Granted  license 

for  tv  station  and  to  specify  trans,  location  as 
4038  Phillips  Hwy.,  near  Jacksonville. 
WBEN-TV  Buffalo,  N.  Y.— Granted  license  cov- 

ering changes  in  facilities. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WKNB-TV  New  Britain, 
Conn.,  to  1-15-57;  WBLU  Salem,  Va.,  to  9-1-56; 
WPRT  Prestonsburg,  Ky.,  to  9-20-56;  KOEL  Oel- 
wein,  Iowa,  to  8-31-56;  WGRF  Aguadilla,  P.  R., 
to  9-12-56. 

Actions  of  June  18 

KTTS-FM  Springfield,  Mo.— Granted  license 
for  changes  in  licensed  station. 
WABT  Birmingham,  Ala. — Granted  license  cov- 

ering changes  in  facilities  of  existing  station. 
WFMY-TV  Greensboro,  N.  C— Granted  license 

to  cover  cp  which  authorized  changes  in  facili- 
ties of  existing  tv  and  to  specify  description  of 

studio  and  trans,  location  as  Phillips  Ave.  at 
White  (not  a  move). 
WVEC-TV  Hampton,  Va.— Granted  extension  of 

completion  date  to  1-4-57. 

June  26  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

KCCT-FM  Corpus  Christi,  Tex.— Seeks  license 
to  cover  cp  which  authorized  changes  in  licensed 
station. 

Modification  of  Cp 
KVAN-TV  Vancouver,  Wash.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WLTV  (TV)  Wheeling,  W.  Va.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
Renewal  of  Licenses 

KSTB     Breckenridge,     Tex.;     KEEN  Carrizo 
Springs,  Tex.;  KERC  Eastland,  Tex.  WVSH  (FM) 
Huntington,  Ind. 

Remote  Control 
WGBB  Freeport,  N.  Y.;  WQXF  Oxford,  N.  C. 

June  27  Decisions 

ACTIONS  ON  MOTIONS 
By  Commissioner  John  C.  Doerfcr 

WLOX  Biloxi,  Miss.— Granted  petition  for  ex- 
tension of  time  to  and  including  August  1  to  file 

exceptions  to  initial  decision  in  ch.  13  pro- 
ceeding, Biloxi.  Action  June  26. 

Broadcast  Bureau — Granted  petition  for  exten- 
sion of  time  to  and  including  June  29  to  file  com- 

ments to  petition  to  enlarge  issues  filed  by  Hunt- 
ington-Montauk  Bcstg.  Co.,  Deer  Park,  L.  I., 
N.  Y.,  in  am  proceeding  re  its  application.  Action June  26. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

WPGA  West  Point,  Ga.— Ordered  that  hearing 
will  be  held  Sept.  10  re  application  for  mod.  of 
cp.  Action  June  21. 

Florida  West  Coast  Broadcasters  Inc.,  St.  Pe- 
tersburg, Fla. — Granted  petition  for  intervention 

in  proceeding  re  am  applications  of  Polly  B. 
Hughes,  Tampa,  Fla.,  and  Holiday  Isles  Bcstg. 
Co.,  St.  Petersburg  Beach,  Fla.;  petitioner  is 
made  party  to  proceeding  in  capacity  of  inter- vener. Action  June  21. 

Willimantic,  Conn.— On  chief  hearing  exam- 
iner's own  motion,  ordered  that  oral  argument  on petition  of  Robert  A.  Mensel,  Willimantic,  to 

accept  appearance  filed  late  in  proceeding  re  its 
am  application,  et  al.,  will  be  held  on  June  25, 
at  9:30  a.m.  Action  June  22. 
KTBB  Tyler,  Tex.— Granted  motion  for  post- 

ponement from  June  25  to  July  2  when  exhibits 
shall  be  exchanged  among  parties  in  proceeding 
re  its  am  application. 
WCOC-TV  Pachuta,  Miss. — By  memorandum 

opinion  and  order  denied  June  18  "Petition  For 
Leave  To  File  Supplement  To  Opposition  To  Pe- 

tition To  Enlarge  The  Issues"  in  ch.  7  proceeding Pachuta-Laurel.  Action  June  25. 

Broadcasting   •  Telecasting 

By  Hearing  Examiners 
James  D.  Cunningham  and  Herbert  Sharfman 

WKNB-TV  New  Britain,  Conn.— Upon  oral  re- 
quest of  WHNC-TV  New  Haven,  Conn.,  and  with 

consent  of  other  parties  in  proceeding  re  applica- 
tions for  mod.  of  cp  of  station  WKNB-TV  and  for 

transfer  of  control  from  Julian  Gross,  et  al.,  to 
NBC,  continued  prehearing  conference,  sched- 

uled for  June  22  indefinitely  and  to  date  to  be 
fixed  by  subsequent  order.  Action  June  21. 

By  Hearing  Examiner  Herbert  Sharfman 

WEXL  Royal  Oak,  Mich.— Upon  oral  request  of 
counsel  for  station  WEXL  and  with  consent  of 
counsel  for  applicants  Paul  A.  Brandt,  West 
Branch,  Mich,  and  Livingston  Bcstg.  Co.,  Howell, 
Mich.,  ordered  that  prehearing  conference  sched- 

uled for  July  6  is  continued  to  July  18  at  2 :00  p.m. 
Action  June  26. 

KAKJ  (TV)  Reno,  Nev.— On  hearing  exam- 
iner's own  motion,  ordered  that  hearing  date  in 

the  matter  of  revocation  of  television  cp  of 
KAKJ  (TV)  is  continued  from  July  13  to  July 
23.  Action  June  26. 

By  Hearing  Examiner  Basil  P.  Cooper 

News  On  The  Air  Inc.,  Port  Clinton,  Ohio — 
Granted  June  20  pleading  requesting  that  date 
presently  specified  for  exchange  of  certain  ex- 

hibits be  changed  from  June  21  to  July  30,  and 
date  for  further  prehearing  conference  is  changed 

from  July  9  to  Sept.  20.  Action  June  21. 
Fresno,  Calif.— Pursuant  to  agreement  reached 

at  June  6  evidentiary  hearing,  ordered  that  re- 
vised Exhibit  1  and  affidavit  clarifying  certain 

testimony  submitted  on  behalf  of  applicant,  B.  L. 
Golden,  Fresno,  are  received  in  evidence  and 
record  is  closed.  Action  June  22. 

By  Hearing  Examiner  Hugh  B.  Hutchison 

Entiat,  Wash— Granted  motion  filed  June  18  by 
counsel  for  Commission  for  extension  of  time 
to  and  including  June  21  to  file  proposed  findings 
of  fact  and  conclusions  in  matter  of  cease  and 
desist  order  to  be  directed  against  EAO-TV  Co., 
Entiat.  Action  June  21. 

By  Hearing  Examiners 
Hugh  B.  Hutchison  and  Jay  A.  Kyle 

Niles,  Mich. — Pursuant  to  prehearing  confer- 
ence held  June  13  with  counsel  in  proceeding  re 

am  applications  of  Voice  of  Berrien  County,  Niles, 
and  Lake  Broadcasters,  St.  Joseph,  Mich.,  ordered 
that  exchange  of  exhibits  will  be  accomplished 
not  later  than  Sept.  5,  and  that  hearing  is  con- 

tinued from  July  16  to  Sept.  10.  Action  June  22. 

By  Hearing  Examiner  H.  Gifford  Irion 
KP7A  Yuma,  Ariz. — Denied  petition  for  indefi- 

nite continuance  of  hearing  scheduled  to  com- 
mence on  June  25  in  ch.  13  proceeding,  Yuma. 

UPCOMING 

JULY 

July  10:  TvB  overall  advertiser-agency  tv  pres- 
entation, Coconut  Grove,  Hollywood. 

July  12:  TvB  presentation,  Gold  Room,  Fair- mont Hotel,  San  Francisco. 

AUGUST 

Aug.  17-19:  West  Virginia  Broadcasters'  Assn., late  summer  meeting,  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va. 

SEPTEMBER 

Sept.  11-12:  CBS  Radio  convention.  Hotel  Pierre, 
New  York. 

OCTOBER 
Oct.  1-3:  National  Electronics  Conference  &  Ex- 

hibition, Hotel  Sherman,  Chicago. 
Oct.  4-5:  Central  Region  AAAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  7-10:  Western  Region  AAAA  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  29-30:  Second  annual  RAB  Nat'l.  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel, New  York. 

NOVEMBER 

Nov.  27-28:  AAAA  Eastern  Annual  Conference, 
Hotel  Roosevelt,  New  York. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D., East    S.    D.,  Iowa, 
Neb.,  Mo.) 

Region  7  (Mountain States  ) 

Region  8  (Wash.,  Ore., 
Calif.,   Nev.,  Ariz., 
T.  H,  Alaska) 

Region  6  (Kan.,  Okla., Tex. ) 

Region  2  (Pa.,  Del., 
Md..  W.  Va.,  D.  C, 
Va.,  N.  C.,  S.  C.) 

Region  1  (New  Eng- 

land) 

Region  4  (Ky.,  Ohio, 
Ind.,  Mich.,  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss.,  La.,  Ark., Tenn..  P.  R.) 

Sept.  Nicollet  Hotel 17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 
Sept.  St.  Francis  Hotel 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 
Oct.  Shoreham  Hotel 11-12  Washington 

Oct.  Somerset  Hotel 
15-16  Boston 
Oct.  Sheraton  Lincoln 
18-  19  Indianapolis 

Oct.  Dinkler- 25-  26  Tutwiler Birmingham 
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editorials 

Is  It  A  Crime  To  Be  Honest? 

EN  Philadephia  radio  stations  are  under  federal  indictment 
for  agreeing  to  adhere  to  sound  business  practices. 

If  that  sounds  screwy,  don't  blame  us.  Blame  the  Sherman  Anti- trust Act. 

The  stations,  all  members  of  the  Philadelphia  Radio  and  Televi- 
sion Broadcasters  Assn..  were  indicted  for  allegedly  agreeing  not 

to  deviate  from  their  published  rate  cards. 

The  government  cannot  object,  of  course,  to  any  station's  unilat- 
eral decision  to  stick  by  its  published  prices.  But  a  joint  agreement 

among  several  stations  to  do  so  is  a  violation  of  the  law — even 
though  stations  individually  set  their  own  rates.  Or  at  least  that  is 
the  contention  of  the  U.  S.  attorney  general. 

In  Philadelphia  we  have  a  good  example  of  how  well-meaning 
businessmen  can  be  ambushed  by  legal  technicalities  while  en  route 
to  a  perfectly  lawful  objective. 

Like  good  radio  broadcasters  everywhere,  the  Philadelphians  were 
trying  to  sell  advertising  as  though  it  were  a  desirable  commodity, 
not  distress  merchandise  to  be  unloaded  at  panic  prices.  The  mistake 

of  the  Philadelphia  stations — if  indeed  they  made  one — was  to 
present  a  united  front  in  defense  of  their  rate  cards. 

It  is  altogether  probable  that  some  advertisers  may  seek  to  use  the 
Philadelphia  indictment  as  an  argument  against  the  maintenance  of 
rates.  If  so,  we  fervently  hope  that  broadcasters  will  not  be  misled. 

The  grand  jury's  indictment  in  no  way  pertains  to  the  practice  of 
dealing  openly  and  honestly  and  at  card  rates.  It  was  aimed  solely 
at  the  alleged  agreement  among  several  broadcasters. 

The  "Seventh"  Report  &  Order 

THE  least  that  can  be  said  for  the  FCC's  tv  allocations  "report 
and  order"  of  last  week  is  that  the  Commission  did  the  best  it 

could  with  what  it  thought  it  had.  The  most:  that  it  is  a  first,  if 

somewhat  hesitant,  step  in  attempting  to  meet  the  critically  danger- 

ous "economy  of  scarcity"  issue  in  television  allocations. 
What  the  FCC  majority  has  done  will  be  damned  or  praised, 

depending  upon  how  applicants  and  competitors  are  affected.  Those 

are  normal  reflexes.  Anyone  adversely  affected  will  regard  the  FCC's 
action  as  cruel  and  inhuman.  The  FCC,  however,  will  argue  that 
it  must  look  at  the  public  and  what  will  do  the  greatest  good  for  the 
greatest  number. 

The  FCC  has  Congress  breathing  down  its  neck.  No  action  could 
have  produced  an  effort  by  Congress  itself  to  try  its  inexpert  hand 
at  allocating.  That  much  may  have  been  averted. 

There  are  many  aspects  of  the  FCC's  overall  action  that  appear 
strange  indeed.  For  example,  the  open  invitation  to  other  non- 
broadcast  services  to  come  in  and  bid  for  vhf  spectrum  space.  And 

the  proposed  assignment  of  two  vhf's  to  non-commercial  educa- 
tional where  they  will  do  the  least  good  for  the  smallest  number, 

if  they're  ever  used  at  all.  Or  the  incongruity  of  pulling  a  couple  of 
vhf  assignments  out  of  the  table  of  allocations  with  no  apparent 
places  to  go. 

But  what  the  majority  did  was  the  minimum  step  it  felt  it  could 

take  in  applying  "uniform  criteria"  to  all  areas.  It  seems  to  have 
missed  here  too.  It  should  be  remembered,  however,  that  nothing 

yet  is  final;  that  this  is  proposed  rule-making.  Those  "comments" 
the  FCC  requests  will  practically  inundate  its  staff,  we  predict. 

The  long-range  project  looking  toward  a  Utopian  all-uhf  tv 

world,  is  wishful  at  this  writing.  It  probably  won't  be  acted  upon 
by  any  member  of  this  Commission.  It  is  years  away.  In  the  interim 

it  is  to  be  hoped  that  scientific  genius  will  come  up  with  develop- 
ments that  will  make  this  all-uhf  program  feasible. 

There's  the  other  side  of  the  coin.  The  short  range  "interim" 
action,  which  could  bring  13  cases  of  deintermixture,  has  to  com- 

mend it  the  recognition  that  separations  and  standards  will  be 

maintained,  avoiding  indiscriminate  drop-ins  that  could  demoralize 
existing  service.  Of  equal  significance  is  the  recognition  that  there 
must  be  uhf  if  the  scarcity  enigma  and  all  the  evils  it  portends  are 
to  be  dispelled.  That  should  trump  the  hands  of  those  who  espouse 

public-utility  rate  regulation,  including  Sen.  John  W.  Bricker  (R- 
Ohio). 

We  question  whether  all  or  even  most  of  the  proposed  changes  in 
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"Who  would  think  an  antenna  would  take  so  much  servicing!" 

this  initial  batch  of  deintermixtures  will  occur.  All  parties  will  get 
their  day  in  court.  Nearly  all  the  cases  came  by  split  votes.  A  swing 

of  a  vote  might  be  sufficient  to  change  the  picture.  And  a  new  com- 
missioner (T.  A.  M.  Craven  who  succeeds  E.  M.  Webster)  will  be 

in  on  them. 

Last  week's  action  was  an  about-face  for  the  majority  which  acted 
last  Nov.  10  for  "one-shot"  rule-making,  now  superseded.  Comrs. 
Hyde  and  Bartley  held  out  then,  but  for  somewhat  different 
reasons.  A  couple  of  weeks  ago  the  sentiment  was  for  wholesale 

drop-ins,  with  uhf  all  but  abandoned.  The  new  action,  whatever  the 
evident  short-comings,  rejects  down-grading  and  recognizes  uhf 

in  tv's  future.  This  is  a  combination  of  the  original  thinking  of 
Mr.  Hyde  combined  with  the  crash  program  for  uhf  espoused  by 
Chairman  McConnaughey. 

The  FCC  majority  tried  to  look  at  the  whole  broad  picture.  Some 

people  are  hurt;  others  helped.  These  are  penalties  of  all  risk  busi- 
nesses, and  broadcasting  is  peculiarly  sensitive  because  the  most 

precious  asset — the  license — is  subject  to  omissions  and  commis- 
sions of  government. 

Two  Communicators 

THE  "engineering  guard"  on  the  FCC  changes  this  week.  Comr. 
E.  M.  Webster  ends  his  distinguished  nine-year  tenure  as  a 

member  of  that  agency.  He  turns  over  mythical  command  as  watch- 
dog of  the  megacycles  and  the  kilowatts  to  his  old  friend  and 

colleague,  T.  A.  M.  Craven,  who  moves  in  where  he  left  off  12  years 

ago. Comr.  Webster  retires  from  the  FCC  at  67,  but  it's  our  guess 
he  won't  retire  as  an  active,  vibrant  personality  in  communications. 
He  tried  to  retire  several  times  from  the  Coast  Guard  but  was  called 

back  to  active  duty,  winding  up  as  a  commodore,  whereupon  he 
promptly  became  a  private  communicator,  and  then  accepted  a  call 
back  to  the  FCC. 

Comr.  Craven,  at  63,  is  young  for  his  years.  He  served  his 
country  as  a  naval  officer,  and  has  been  in  on  allocations  since  his 

junior  lieutenant  days  in  the  20's.  He  will  fit  in  admirably  on  those 
specialized  assignments  handled  by  his  predecessor. 

Comr.  Webster  is  an  expert  in  international  communications.  He 

is  highly  respected  by  foreign  communications  administrations.  He 

is  a  diplomat-engineer.  In  his  "quasi-retirement"  we  are  certain  he 
will  have  opportunities  to  serve  his  government  again  and  again  on 
special  missions  in  the  sensitive  and  important  field  of  international 
communications. 
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Channel  11  •  NBC  in  Maryland 

in  a  red-hot  sports  town 

SPORTS  PAGE 

'grand-slammer"  in  sales! 

Here's  the  fellow  who's  earned  the  confidence  of  the  Baltimore  sports  fan.  He's  Joe  Croghan,  our  Radio 

and  TV  Sports  Editor.  Joe's  "SPORTS  PAGE"  has  a  tremendous  following  of  avid  sports  fans,  eager  for 

the  early  evening  run-down  .  .  .  with  facts,  unbiased  commenting,  and  interviews  with  sports  personalities. 

It's  the  third  leg  of  our  powerful  News-Weather-Sports  presentation  at  6:45  p.m.  with  news  and  sports 
sponsored  respectively  by  American  Beer  and  Shell  Oil  Co. 

"SPORTS  PAGE"  is  now  available  for  sponsorship — Monday  thru  Friday 

6:50  to  7:00  p.m. — and  it's  a  terrific  opportunity! 

WE'LL  TALK  TO  YOU  IN  TERMS  OF 

Nationally  Represented  by  Edward  Petry  Co. 
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projected  to  Grade  B  area 

WXEX-TV  | 
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2,050 
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•  WXEX-TV  delivers  16.9%  more  TV  homes  than  Station  B— 17.3%  more  than  Station  C. 

•  WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 

•  Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated 
by  Kear  &  Kennedy  (consulting  radio  engineers,  Washington,  D.  C.)  from  information 
on  file  with  FCC,  and  based  on  latest  available  ARF  figures  updated  to  June  1,  1956. 

.  NBC  BASIC— CHANNEL  8  w. Tom  Tinsley,  President  Irvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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o  more 

rating 

point! The  dominant  station  serving  Richmond, 

Petersburg  and  Central  Virginia 

Number  of  TV  homes 
in  Grade  B  area 

TV  homes  per  rating  point 

projected  to  Grade  B  area 

WXEX-TV 
205,000  | 

2,050 

STATION  B 1  75,400 ■  m 

STATION  C 1  74,800 

1,748  | 

•  WXEX-TV  delivers  16.9%  more  TV  homes  than  Station  B— 17.3%  more  than  Station  C. 

•  WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 

•  Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

i 
Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated 
by  /Kear  &  Kennedy  (consulting  radio  engineers,  Washington,  D.  C.)  from  information 
on 'file  with  FCC,  and  based  on  latest  available  ARF  figures  updated  to  June  1,  1956. 

Tom  Tinsley,  President 
NBC  BASIC— CHANNEL  8 Irvin  G.  Abeloff,  Vice  Pres. 

DIO  AND  TELEVISION 
National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 



Thousands  of  square  miles — 190  counties  in  5   states — IVa  million 

people — 660,950  families  with  radios,  98%  penetration — and 

most  of  those  radios,  most  of  the  time,  are  tuned  to 

WN
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the  most  effective  and  economical  media  buy  to  cover  all  of  rich  Big  Aggie  Land*  where 

TV  means  'Taint  Visible — one  of  the  more  important  markets  in  the  U.  S.;  ranks  6th  in 

effective  buying  power.    Call  your  Katz  man. 

(All  right,  so  we  can't  spell.  But  a  lot  of  people  with  a  lot  of  money 

to  spend  sure  listen  to  our  radio  station — and  buy  accordingly.) 

1  llffllXHRfc  \  ** 1 N  N 1  *  ° ' 

WNAX-570     •    YANKTON,  SOUTH  DAKOTA 

*  BIG  AGGIE  LAND 
CBS   Radio.   A   Cowles   Station.    Under   the   same   management   as  KVTV, 

Channel  9,  Sioux  City,  Iowa.  Don  D.  Sullivan,  Advertising  Director. 
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LANCASTER,  PENNA. 

Among  the  television  markets  foremost  in 

the  manufacture  of  food  and  kindred 

products,  the  Channel  8  Multi-City  Market 

ranks  sixteenth,  based  on  production 

figures  for  America's  top  100  counties 

(SALES  MANAGEMENT  '  'Survey  of  Buying  Power" 
—May  10,  1956)  Food  manufacturing  is  just 

one  of  the  many  widely  diversified  indus- 
tries which  make  the  WGAL-TV  Channel 

8  market  of  first  importance  in  your  adver- 

tising planning. 

STEINMAN  STATION 

Clair  McCol lough,  Pres. 

Representative 

the  MEEKER  company,  inc. 

New  York  Los  Angeles 

Chicago  San  Francisco 

BC  AND  CBS 

CHANNEL   8    MULTI-CITY  MARKET 

316,000  WATTS 
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closed  circuit: 

SCHISM  •  Look  for  announcement  this 

week  that  Westinghouse  Broadcasting  Co. 

radio  stations  will  cut  away  from  NBC — 
at  least  to  extent  of  independent  operation 

during  daytime.  WBC  stations  expected  to 
make  move  are  WBZ  Boston,  KYW  Cleve- 

land, WOWO  Fort  Wayne  and  pioneer 

NBC  affiliate— KDKA  Pittsburgh.  WBC 
for  some  time  has  been  critical  of  NBC 

Radio  operations. 
B«T 

FULL  PLANS  for  NBC  Radio's  successor 
program  to  substitute  for  Monday-Friday 
Weekday  service  which  goes  off  air  July  27 
[At  Deadline,  July  2]  are  expected  to  be 
revealed  this  week.  In  addition  to  already- 

known  plan  to  program  Bandstand  (to  fea- 
ture name  bands  and  to  start  July  30)  for 

two  hours  in  morning,  NBC  understood  to 

be  aiming  dramas,  daytime  serials  and  mu- 
sic for  afternoon  two-hour  segment  now 

occupied  by  Weekday.  Afternoon  portion, 
like  morning  Bandstand  probably  will  be 

sold  on  same  basis  as  Weekday:  one-min- 
ute, 30-second,  and  six-second  participa- 
tions with  compensation  to  stations  also  on 

Weekday  basis. 
B»T 

INTROSPECTION  •  Crosley  Broadcasting 

Corp.,  subsidiary  of  Avco,  is  getting  organ- 
izational once-over  from  Paul  Mulligan  & 

Assoc.,  New  York,  management  consul- 
tants, as  part  of  over-all  Avco  appraisal  or- 
dered by  Chairman-President  Victor  Em- 

manuel. Firm  has  been  in  Cincinnati  about 

fortnight,  and  has  just  completed  appraisal 
of  appliance  and  electronic  divisions. 

B»T 
BBDO,  New  York  and  its  client,  General 
Mills,  Minneapolis,  are  huddling  with  all 

three  tv  networks  for  half-hour  evening 

time,  for  start  in  fall.  General  Mills  is  ex- 
pected to  buy  new  Louis  G.  Cowan  Produc- 

tions quiz  show  package,  One  Giant  Step. 
B«T 

STILL  LOOKING  •  Whether  anything 

comes  of  it  or  not,  Senate  Permanent  Inves- 
tigating Committee  is  pursuing  its  study  of 

purported  influence  in  tv  cases  by  Murray 
Chotiner,  former  campaign  manager  for 
Vice  President  Nixon.  While  only  one  case 

— involving  ch.  12  in  Fresno — so  far  has 

been  mentioned,  it's  whispered  that  others 
also  are  being  scrutinized.  As  for  Fresno 
(grant  went  to  KFRE  over  KARM  but 

FCC  has  proposed  deintermixture  of  mar- 
ket), committee  counsel  still  are  conducting 

inquiry,  subpoenaing  new  records  in  effort 
to  ferret  out  further  information. 

B»T 
SUBSCRIPTION  TELEVISION  interests 

aren't  happy  about  NBC's  purchase  of  five- 
year  rights  to  World  Series  and  All-Star 
baseball  games  (see  story,  page  79).  That 

deal  and  NBC's  solid  arrangement  for 
broadcasts  of  Rose  Bowl  football  games 
deprive  toll  tv  advocates  of  top  sports 
events  on  which  they  were  counting  as 

major  box-office  attractions  if  and  when 
subscription  tv  were  authorized. 

PLOT  THICKENS  •  Philadelphia  federal 
grand  jury  has  added  executives  of  RKO 
Teleradio  Pictures  Inc.  to  list  of  witnesses 

in  its  investigation  of  NBC-Westinghouse 
station  exchanges  [B«T,  July  2,  June  25]. 

Jury  subpoenaed  RKO  Teleradio  for  infor- 
mation regarding  reported  conversations 

with  NBC  to  acquire  Teleradio's  WNAC- TV  Boston. 

B»T 

MEANWHILE  NBC-RCA  executives  were 
said  to  be  under  order  to  appear  before 

same  grand  jury  this  week.  Those  on  list 
were  said  to  be  Brig.  Gen.  David  Sarnoff, 
RCA  chairman;  Robert  W.  Sarnoff,  NBC 

president;  Joseph  Heffernan  and  Charles  R. 
Denny,  NBC  vice  presidents. 

B«T 

ACTORS  IN  OWNERSHIP  •  Transcon- 

tinent  Television  Corp.,  which  recently  ac- 
quired WSVA-AM-TV  Harrisonburg,  Va., 

and  awaits  FCC  approval  of  its  application 
for  WHAM-AM-TV  Rochester,  N.  Y., 

from  General  Dynamics  Corp.  for  $5  mil- 
lion, is  about  to  acquire  show  business 

glamour  in  its  corporate  structure.  Robert 

Montgomery,  who  doubles  as  President  Ei- 
senhower's tv  coach;  Franchot  Tone,  whose 

father  is  senior  vice  president  of  Carborun- 
dum Co.  of  Niagara  Falls,  and  Ray  Bolger, 

Hollywood-Broadway  personality,  are  in 
process  of  becoming  minority  investors  in 
Transcontincnt,  which  plans  to  expand  its 
tv  holdings.  President  and  operating  head 
of  Transcontincnt  is  David  C.  Moore,  (for 

ownership,  see  B«T,  April  2). 
B»T 

TOTAL  of  300,000,  or  10-fold  number  of 
color  tv  sets  that  existed  last  Jan.  1.  now 

being  projected  by  NBC's  planning  and 
research  department  for  next  Jan.  1 .  NBC's 
figures,  which  are  circulated  to  advertisers 
and  agencies,  also  forecast  one  million  sets 

by  Jan.  1,  1958, 12.5  million  by  1961. 

B»T 

DEED  IS  DONE  •  Formal  contract  was 

signed  in  New  York  Friday  whereby  Crow- 
ell-Collier  Pub.  Co.  acquires  KFWB  Holly- 

wood from  Harry  Maizlish  for  stock,  cash 
and  notes  amounting  to  about  $2,350,000, 

highest  price  on  record  for  regional  outlet. 
Paul  Smith  signed  as  president  of  newly 
formed  KFWB  Broadcasting  Corp.,  with 
Mr.  Maizlish  to  become  vice  president  of 

Crowell-Collier  upon  FCC  approval  of 
transaction,  for  which  application  will  be 
filed  this  week.  (See  story,  page  58.) 

B»T 
ABC  is  in  quandry  regarding  political  con- 

vention coverage  in  some  top  U.  S.  mar- 
kets, among  them  Pittsburgh,  St.  Louis, 

Boston.  Limited  vhf  stations  in  those  cities 

owe  primary  allegiance  to  CBS  and  NBC. 
ABC  had  plan  to  get  its  coverage  into  these 

markets  by  tie-in  with  educational  vhf  out- 
lets, but  when  non-commercial  ch.  13 

KETA  (TV)  Oklahoma  City  withdrew  its 

petition,  FCC  unanimously  refused  to  "en- 

tertain" ABC-only  request  to  waive  rules 
permitting  educational  outlets  to  carry  full 

ABC  coverage,  commercials  and  all.  Situa- 
tion is  now  at  impasse  as  ABC  seeks  an- 
other educational  station  to  participate  in 

its  petition  to  FCC. 

B«T 
BROADCASTERS  AT  BAT  •  Insiders  are 

betting  that  new  ownership  of  Detroit 

Tigers  will  be  broadcast-connected,  what 
with  three  of  eight  bids  having  radio-tv  as- 

pects. Among  bidders  are  syndicates  which 
include  George  B.  Storer,  president  of 
Storer  Broadcasting  Co.;  John  E.  Fetzer  of 
Fetzer  Broadcasting  Co.  and  Fred  Knorr, 
WKMH  Dearborn,  with  associates;  and 

Harold  F.  Gross,  WJIM-AM-TV  Lansing 
and  associates  (see  story,  page  70). 

B»T 

HOT  POTATO  coming  up  before  FCC 
this  week  involves  many  uhf  grantees  who 

haven't  yet  begun  to  build.  Commission 
at  beginning  of  year  threatened  to  make  uhf 
grantees  applying  for  extensions  show  some 
signs  of  building;  this  was  postponed  last 
January  to  July  16.  Big  question  now  is 
should  Commission  be  lenient  about  ex- 

tensions, since  uhf  future  is  still  uncertain, 
or  should  it  begin  to  crack  down  on  grounds 

future  of  uhf  is  assured  by  Commission's allocations  report  two  weeks  ago.  One 
clement  in  favor  of  crackdown,  according 
to  some  staff  sources,  is  that  deletion  of  few 

uhf  grants  here  and  there  might  permit 
uhf  channel  switches  to  be  made  without 
show  cause  and  other  legal  motions. 

B«T 

GIVING  IT  AWAY  •  Radio-tv  women's 
commentators  seem  to  be  fair  game  for  free 

product  plug  pitches  in  beauty  preparation 
field.  Another  example  comes  to  light  in- 

volving Noreen  Inc..  Denver  manufacturer 

of  color  hair  rinses  and  other  products.  No- 
reen has  followed  lead  of  Helene  Curtis 

Industries  in  soliciting  commentators  for 

free  product  mentions  in  guise  of  news 
[B»T,  June  18]  sending  scripts  to  over 
110  radio-tv  stations  in  medium  and  large 
size  markets.  Acceptance  is  described  as 
good,  with  three  stations  showing  interest 
for  every  two  not  returning  cards.  Neither 

Noreen  nor  Beauty  Products  Ltd.,  distribu- 
tor organization,  both  headed  by  Harry  L. 

Baum  Jr.,  is  using  paid  broadcast  time. 
Agency  is  Bradley  Lane  Adv.,  Denver. 

B»T 
MANEUVERING  and  marketing  strategy 

were  involved  in  recent  purchase  by  Pabst 

Brewing  Co.  of  It's  Polka  Time,  starting  on 
ABC-TV  Friday.  Pabst  originally  wanted 
to  take  WBKB  (TV}  Chicago  show  in  only 
two  or  three  markets  but  finally  agreed  to 

buy  it  on  19  ABC-TV  (northeastern  leg) 

stations  on  seven  months'  test  basis.  If  it 
proves  successful,  Pabst  is  represented  as 
willing  to  pick  up  property  for  52  weeks 
under  three-year  pact.  In  discussions,  which 
involved  Leo  Burnett  Co.,  Pabst  agency, 
was  ABC  President  Robert  E.  Kintner. 

Broadcasting   •  Telecasting July  9,  1956    •    Page  5 



March-April,  1956 

Metro  Pulse:  WHB  1st 
360  out  of  360 

!/4  hours  in  and  out  of  home, 
Mon.-Fri.  6  a.m.-midnight 

WL±  March,  1956 %  Area  Nielsen: 

11  WHB  1st 

I  every  time  period, 
1st  all  day  and  night 

42%  share  of  audience 
Mon.-Sat.  6  a.m.-midnight 

Latest  available 

Area  Pulse:  WHB  1st 

263  out  of  288 

hrs.  .  .  .  with  25-2nd  place 

l/g  hrs.,  Mon.-Sat.,  6  a.m.-6  p.m. 

Feb.-May,  1956 

K.  C.  Hooper:  WHB  1st 
248  out  of  260  V*  hrs. 

1st  all  day  with 

43.5%  share  of  audience 
Mon.-Fri.  7  a.m.-6  p.m. 

Sat.  8  a.m.-6  p.m. 

Dominate?  And  how!  Listen  to  the  way 

Kansas  City  looks  the  way  Blair  tells  it — 
or  talk  to  WHB  General  Manager  George 
W.  Armstrong. 

WHB 

10,000  watts-710  kc 
Kansas  City 

*  Transfer  subject  to  FCC  approval. 

CONTINENT  BROADCASTING  COMPANY 

"The  Storz  Stations" — Todd  Storz,  President 

WDGY,  Minneapolis-St.  Paul 
Represented  by 

Avery-Knodel,  Inc. 

KOWH,  Omaha 
Represented  by 

H-R  Reps,  Inc. 

WHB,  Kansas  City  WTIX,  New  Orleans  WQAM,*  Miami 
Represented  by  Represented  by  Represented  by 
John  Blair  &  Co.        Adam  J.  Young,  Jr.     John  Blair  &  Co. 



at  deadline 

ATTACKS  ON  VHF  GRANTS  RENEWED 

FOLLOWING  FCC'S  ALLOCATIONS  REPORT 
IN  WAKE  of  FCC's  allocations  report,  three 
requests  were  filed  in  U.  S.  Court  of  Appeals 
in  Washington  to  rehear  arguments  in  deinter- 
mixture  cases  involving  Madison,  Wis.;  Evans- 
vills,  Ind.,  and  Albany,  N.  Y. 

At  same  time  Friday,  Commission  issued 

final  decisions  changing  allocations  in  Nash- 

quitsa  (Martha's  Vineyard),  Mass.;  Pueblo- 
Alamosa,  Colo.;  Clarksdale-Greenwood,  Miss.; 
Calumet-Marquette,  Mich.,  and  Clarkston. 
Wash.;  issued  proposals  to  change  assignments 
in  Youngstown-Pittsburgh-New  Castle,  Pa.; 
Woodward-Elk  City,  Okla.,  and  Anderson-In- 

dianapolis, Ind.;  and  denied  petitions  seeking 
changes  in  Roswell-Artesia,  N.  M.,  and  Houma, 
La. 

Court  pleadings  were  filed  by  ch.  27  WKOW- 
TV  Madison  seeking  rehearing  on  its  appeal 

against  FCC  ch.  3  grant  to  WISC-TV  there;  by 
ch.  62  WFIE  (TV)  Evansville  asking  to  be  re- 

heard in  its  appeal  against  FCC  ch.  7  grant  to 
WTVW  (TV)  there,  and  by  ch.  35  WTRI  (TV) 
Albany,  N.  Y.,  asking  further  argument  in  its 
appeal  against  allocation  of  ch.  10  to  Vail 
Mills,  N.  Y.  FCC  was  upheld  in  its  right  to 

issue  vhf  grants  in  court's  decision  last  month 
[B»T,  June  11]. 

Essence  of  pleadings  in  Madison  and  Evans- 
ville cases  is  that  FCC  has  "effected  a  dramatic 

about-face."  Originally  Commission  said  de- 
intermixture  was  nationwide  problem;  two 

weeks  ago  it  proposed  13  individual  deinter- 
mixtures  including  Madison  and  Evansville.  It 

also  has  issued  vhf  grants  in  Peoria  and  Spring- 
field, 111.,  but  forbade  construction  pending  out- 

come of  deintermixture  proposals  in  those 
cities.  Thus,  say  Madison  and  Evansville  uhf 
stations,  FCC  should  withdraw  grants  in  those 

cities,  or  at  least  modify  them  so  stations  can't 
begin  operating.  They  asked  court  to  reverse 

last  month's  ruling  and  remand  case  to  FCC. 

RKO  Pathe  Integrates 

East,  West  Studio  Units 

INTEGRATION  of  production  facilities  of  RKO 
Pathe  studios  on  East  and  West  Coasts  for 

making  of  motion  pictures  for  tv  by  RKO  Pathe- 
Tv,  division  of  RKO  Radio  Pictures,  is  being 
announced  today  (Mon.)  by  Fred  Ahern,  super- 

visor of  tv  operations,  after  two  weeks  of  con- 

ferences at  RKO's  home  office  in  New  York. 
Details  were  worked  out  by  Daniel  T.  O'Shea, 
RKO's  president;  Jay  Bonafield,  head  of  RKO- 
TV  in  East;  Mr.  Ahern,  and  Douglas  Travers, 
production  executive. 

In  new  setup,  production  staff  at  New  York 
will  have  access  to  optical  and  camera  effects 
of  west  coast  studio,  along  with  personnel  and 
technical  facilities  of  art  and  hairstyling  depart- 

ments and  10  fully-equipped  sound  stages.  Mr. 
Ahern  said  RKO  Pathe-Tv  will  produce  tv 
series,  single  programs  of  varying  lengths  and 
commercials  ranging  from  spot  announcements 

to  "extended  advertisements."  (Both  studios  also 
are  engaged  in  commercial  and  industrial 
movies).  Facilities  at  RKO  Pathe-Tv  in  East 
will  be  made  available  to  outside  tv  film  pro- 

ducers when  not  being  used  by  RKO,  similar  to 
arrangement  now  in  effect  on  West  Coast. 

Broadcasting    •  Telecasting 

WKOW-TV  also  officially  protested  to  FCC 
June  20  grant  of  special  temporary  authority 
for  commercial  operation  to  WISC-TV  in 
Madison;  asked  also  that  Commission  suspend 
ST  A  or  move  WISC-TV  to  ch.  21  or  other 
uhf  channel  pending  outcome  of  deintermixture 
petition.  WISC-TV  now  operating  on  regular 
schedule.  WTVW  in  Evansville  is  scheduled 
to  begin  commercial  operation  in  September. 
WTRI  Albany  asked  court  for  further  argu- 

ment in  order  to  acquaint  it  with  new  aspects 
of  Vail  Mills,  N.  Y.,  ch.  10  drop-in.  FCC  has 
proposed  to  delete  ch.  10  from  Vail  Mills.  De- 

cision still  awaited  from  court. 
Final  decisions  changing  table  of  allocations 

were  made  in  following  (see  story,  page  52): 

•  Ch.  6  to  Nashquitsa  (Martha's  Vineyard). 
Mass. 

•  Ch.  3  moved  from  Pueblo  to  Alamosa, 

Colo. 
•  Ch.  6  moved  from  Clarksdale  to  Green- 

wood, Miss. 
•  Ch.  13  moved  from  Calumet  to  Marquette. 

Mich. 

•  Chs.  34  and  40  allocated  to  Clarkston, 
Wash. 

Proposals  included  following,  with  comments 
due  Aug.  3  I : 

•  Ch.  33  in  lieu  of  ch.  73  in  Youngstown; 
ch.  22  in  lieu  of  ch.  47  in  Pittsburgh,  and/or 
ch.  45  from  New  Castle,  Pa.,  to  Youngstown, 
Ohio. 

•  Ch.  8  moved  from  Woodward  to  Elk  City, 

Okla.;  ch.  35  to  replace  ch.  8  in  Woodward. 
•  Ch.  26  in  lieu  of  ch.  61  in  Anderson.  Ind.; 

ch.  77  for  ch.  26  in  Indianapolis. 
Requests  to  move  ch.  10  from  Roswell  to 

Artesia,  N.  M.,  denied  as  was  petition  to  assign 
ch.  1 1  to  Houma,  La.  In  latter  case,  FCC  said, 

petitioners  can  file  comments  in  New  Orleans 
deintermixture  case. 

More  Changes  at  KNX-CPRN 

GORDON  MASON,  program  promotion  mana- 
ger for  KNX  Los  Angeles  and  Columbia  Pacific 

Radio  Network,  named  national  sales  repre- 
sentative in  KNX-CPRN  sales  department, 

succeeding  William  Weller.  promoted  to  account 
executive  earlier  in  week  (story,  page  80). 
Robert  M.  Fairbanks,  formerly  sales  promotion 
assistant  at  KNX-CPRN,  succeeds  Mr.  Mason 
with  new  title  of  merchandising  manager. 

FIRST  PLUNGE 

CLOROX  CHEMICAL  Co.  (Clorox), 

Oakland,  Calif.,  planning  to  use  televi- 
sion for  first  time  with  estimated  $2  mil- 
lion budget  allocated  for  campaign  start- 

ing July  22  in  over  38  markets.  Its  agen- 
cy, Honig  &  Cooper  Co.,  San  Francisco, 

is  planning  to  clear  station  list  beginning 
this  week.  Television  Bureau  of  Adver- 

tising has  been  known  to  have  worked 
closely  with  agency  and  advertiser  for 

past  year. 

•   BUSINESS  BRIEFLY 

TEST  FOR  TULIPS  •  Associated  Bulb  Grow- 
ers of  Holland,  N.  Y.,  said  to  be  considering 

radio  for  first  time  this  fall,  through  Ander- 
son &  Cairns,  N.  Y.  Importer  of  Dutch  tulip 

bulbs  plans  to  launch  three-week  spot  radio  test 
campaign  at  height  of  planting  season  in  four 
to  five  as  yet  undetermined  markets. 

PAID  PLUGS  •  Metro-Goldwyn-Mayer 

("Somebody  Up  There  Likes  Me"  film),  N.  Y., 
launching  heavy  radio-tv  spot  campaign  in  all 
major  metropolitan  markets,  July  16  through 
August.  Agency:  Donahue  &  Coe,  N.  Y. 

COLD  SEASON  •  Gold  Medal  Candy  Corp. 

(Cocilana  Co.),  Brooklyn,  N.  Y.,  for  new  medi- 
cated cough  drops  (Cocilana  Cough  Nips) 

through  Emil  Mogul  Co.,  N.  Y.,  planning  to 
utilize  radio  spot  participations  on  personality 
programs,  starting  this  fall.  Initial  distribution 
and  advertising  for  product  will  cover  New 
York,  New  Jersey,  Pennsylvania,  Massachusetts 
and  Connecticut.  (For  other  cold  remedy  busi- 

ness, see  page  33.) 

TV  FOR  ANTENNAS  •  Foster  &  Davies, 

Cleveland,  will  place  tv  spot  campaign  for  Alli- 
ance Tennarotor  (rotating  antenna  for  tv  sets), 

starting  in  August  on  stations  carrying  political 
coverage  of  conventions  and  election.  Fuller 
&  Smith  &  Ross,  Cleveland,  was  incorrectly 
identified  as  Tennarotor  agency  in  B«T  July  2. 

TWO  FOR  MJ&A  •  MacManus,  John  &  Ad- 
ams, N.  Y..  effective  Aug.  1  will  receive  two 

new  accounts — Riggio  Tobacco  Co.'s  Regent 
Size  cigarettes,  with  advertising  budget  of  ap- 

proximately $2  million,  and  Good  Humor  Co., 
with  estimated  budget  of  nearly  $1  million.  H. 
L.  Hartman  Co.,  N.  Y.,  has  been  agency  for 
Regent  and  David  Mahoney  Inc.  (absorbed 

by  MJ&A)  was  agency  for  Good  Humor. 

JELL-O  IN  80  •  General  Foods  (Jell-O),  N.  Y., 

planning  three-week  radio  spot  drive  starting 
Aug.  1  in  about  80  markets.  Young  &  Rubicam, 
N.  Y.,  is  agency. 

REMINGTON  BUYING  •  Remington  Arms 
Co.  (guns  and  ammunition),  Bridgeport,  Conn., 

reportedly  ordering  10-week  spot  tv  cam- 
paign on  50  stations,  starting  in  September 

and  using  two  participations  per  week  on  hunt- 
ing, fishing  and  sports  shows.  Remington  also 

preparing  spot  radio  campaign  in  Alaska,  using 
three  announcements  per  week  on  six  stations 
for  22  weeks,  starting  end  of  July.  Agency: 
BBDO,  N.  Y. 

MORE  FOR  PM  •  Philip  Morris  Inc.  (ciga- 

rettes), N.  Y.,  which  started  television  spot  an- 
nouncement campaign  in  50  markets  July  1, 

is  expanding  that  schedule  in  15  additional 
markets,  spending  approximately  $600,000  for 
Class  A  20-second  spots.  Contract  runs  for 

52  weeks.  TvB  has  long  been  proposing  ex- 
pansion for  Philip  Morris,  and  had  compiled 

(Continues  on  page  9) 
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From  the  world's 

self-supported  tower  . 

1042  feet  above  ground  —  1130  feet  above  overage  terrain 
2049  feet  above  mean  sea  level 

V 

is  now  telecasting 

with  maximum  power 

for  the  Kansas  City  area  . 

the  No.  1  Metropolitan  Market 

in  the  United  States  .... 

based  on  the  dollar-spent-per-capita  . . .  (Sources  Sales  Management  Magazine) 
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PEOPLE 

at  deadline 

Sindlinger  Reports  Again 

On  Allen-Sullivan  Duel 

STEVE  ALLEN  improved  his  competitive  po- 
sition against  Ed  Sullivan  substantially  in  sec- 

ond clash  of  their  Sunday  evening  tv  shows 

July  1,  but  Sullivan  still  outdrew  him,  accord- 
ing to  data  collected  last  week  by  interviewers 

of  Sindlinger  &  Co.,  who  calculated  that  Sulli- 
van show  got  54%  of  combined  audience  and 

Allen  program  46%,  due  largely  to  10,661,000 
channel-hoppers  who  spent  most  of  hour  with 
Allen  but  switched  to  Sullivan  for  some  of 
time.  This  backed  up  Sindlinger  prediction 
made  before  broadcast  [B«T,  July  2]. 
Asked  about  Trendex  rating  report,  which 

gave  edge  to  Allen  with  rating  of  20.2  to  Sul- 
livan's 14.8,  Albert  E.  Sindlinger,  president, 

told  B»T  that  his  survey  covered  entire  coun- 
try, but  that  if  only  major  markets  were  con- 

sidered his  finding  would  be  reversed  as  Allen 

is  most  popular  in  larger  cities.  For  yesterday's 
telecasts,  Mr.  Sindlinger  Friday  estimated  Sul- 

livan would  have  total  of  25,492,000  viewers 
and  Allen  total  of  18,023,000. 

Closed-Circuit  Tv  System 

To  Pre-Test  Shows,  Spots 

CLOSED-CIRCUIT  system  for  pre-testing  tv 
programming  and  commercials  with  viewers  at 
home  will  be  launched  on  July  17  when  Tele- 
studios  Inc.,  New  York,  will  send  its  initial  pro- 

gram to  group  of  500  families  in  Wave  Crest 
Gardens,  middle  income  housing  development 
in  Far  Rockaway,  Queens,  L.  I.  Participating 
in  program  will  be  Kenyon  &  Eckhardt,  Leo 
Burnett  and  third  advertising  agency  still  to  be 
determined  (also  see  story  page  34).  George 

Guild,  Telestudio's  president,  believes  his  closed 
circuit  audience  research  system  is  only  one  to 
pre-test  complete  family  units  at  home  within 
framework  of  their  regular  tv  viewing  habits. 

Stevens  Named  Partner 

In  McKenna  &  Wilkinson 

APPOINTMENT  of  David  S.  Stevens  as  part- 
ner in  McKenna  &  Wilkinson,  Washington, 

D.  C,  communications  law  firm,  was  an- 
nounced Friday  by  James  A.  McKenna  Jr., 

senior  member.  Firm  name  will  be  unchanged. 
Mr.  Stevens  joined  M&W  three  years  ago 

from  FCC  where  he  was  chief  of  New  & 
Changed  Facilities  Branch,  Aural  Facilities 
Div.,  Broadcast  Bureau. 

KVVG  Resumes  Operation 

KVVG  Tulare,  Calif.,  has  resumed  normal  op- 
eration following  unexpected  padlocking  Tues- 

day afternoon  by  Treasury  agents  for  delin- 
quent taxes,  General  Manager  Ron  Freeman 

told  B«T  Friday.  He  said  station  had  planned 
to  pay  taxes  at  end  of  quarter  and  at  no  time 
has  refused  to  pay.  He  noted  that  Internal 
Revenue  official  at  settlement  Thursday  (when 
KVVG  returned  to  air)  learned  Treasury  failed 
to  credit  April  payment  made  by  station  on 
total  $5,500  due. 

KVVG  has  application  before  FCC  for  trans- 
fer of  100%  ownership  from  Joseph  J.  Justman 

and  M.  B.  Scott  Inc.,  Beverly  Hills  agency,  to 
James  Stacy,  movie  producer  [B»T,  July  2]. 

TWO  TO  GO 

ONLY  two  more  FCC  meetings  sched- 
uled before  Commission  recesses  for 

summer  hiatus.  Originally  last  FCC 
meeting  before  recess  was  scheduled  for 
Aug.  1,  with  resumption  Sept.  5.  New 
schedule  sets  July  18  as  last  meeting  and 
resumption  Aug.  29.  Majority  of  Com- 

mission traveling  to  San  Francisco  week 
of  July  22  to  attend  annual  convention 
of  National  Assn.  of  Railroad  &  Utilities 

Commissioners.  These  include,  it's  un- 
derstood, Chairman  McConnaughey  and 

Comrs.  Doerfer,  Mack,  Bartley  and 
Hyde.  There  will  be  one  commissioner 
on  duty  to  handle  routine  and  emergency 
matters  during  recess. 

BUSINESS  BRIEFLY 

(Continues  from  page  7) 

special  research  to  show  advantages  in  deliver- 
ing extra  homes.  N.  W.  Ayer  &  Son,  N.  Y., 

is  agency. 

CO-SPONSORS  •  Toni  Div.,  Chicago,  of  Gil- 
lette Co.,  Boston,  to  co-sponsor  Big  Story  with 

American  Cigar  &  Cigarette  Co.  (Pall  Mall)  on 
alternate  Fridays,  9-9:30  p.m.  EDT,  on  NBC- 
TV,  starting  July  13.  North  Adv.,  Chicago,  is 

Toni's  agency;  Sullivan,  Stauffer,  Colwell  & 

Bayles,  N.  Y.,  is  Pall  Mall's. 

DAYTIME  TV  •  Alberto  Culver  of  Hollywood 
(V-05  hairdressing),  Calif.,  has  purchased  13 
alternate  Tuesday  quarter-hours  of  It  Could  Be 
You  (Mon.-Fri.,  12:30-1  p.m.  EDT)  and  Mod- 

ern Romances  (Mon.-Fri.,  4:45-5  p.m.  EDT) 
on  NBC-TV,  starting  Oct.  9.  Agency:  Geoffrey 
Wade,  Chicago. 

DAYTIME  RADIO  •  The  Nestle  Co.  (instant 
coffee),  White  Plains,  N.  Y.,  set  to  launch  day- 

time spot  radio  campaign  shortly  in  12  major 
markets,  using  up  to  20  spots  per  day  in  some 
markets.  Campaign  to  run  5-7  days  per  week, 
depending  on  market.  Agency:  McCann-Erick- 
son,  N.  Y. 

UNDERWOOD  TO  K&E  •  William  Under- 

wood Co.  (deviled  ham,  other  canned  prod- 
ucts), Watertown,  Mass.,  with  $500,000  radio- 

tv  budget,  originally  scheduled  to  go  from 
BBDO,  Boston,  to  Hermon  W.  Stevens  Adv., 

same  city,  July  31,  is  expected  instead  to  ap- 
point Kenyon  &  Eckhardt,  Boston.  Frank  S. 

Christian,  vice  president  at  Stevens,  to  K&E  as 

regional  manager,  succeeding  Norman  Mc- 
Kenzie,  resigned.  Ellen  Stillman,  account  execu- 

tive on  Underwood  at  Stevens,  also  joins  K&E. 
Merchants  National  Bank  also  will  join  K&E. 

ON  THE  MARKET  •  NBC-TV  understood  to 

be  offering  six  weeks  of  co-sponsorship  of 
Buddy  Hackett  Show  to  advertising  agencies  in 
attempt  to  solve  problems  involving  Helene 
Curtis.  Although  Curtis  had  been  signed  as 
co-sponsor  with  American  Cigar  &  Cigarette 

Co.  (Pall  Mall),  latter  objected  to  one  of  Curtis' 
products  (Stopette,  a  deodorant).  Now  Curtis 
wants  to  get  out  for  budget  reasons. 

MARTIN  F.  BENNETT,  director  of  RCA  re- 
gional operations  since  October  1954,  elected 

vice  president  in  charge  of  merchandising  at 
RCA,  it  was  announced  Friday  by  Brig.  Gen. 
David  Sarnoff,  RCA  board  chairman,  following 

meeting  of  board.  Mr.  Bennett  will  be  respon- 
sible for  distribution  and  regional  offices  of 

RCA,  advertising  and  sales  promotion,  as  well 
as  economic  planning. 

CHARLES  F.  HUTCHINSON,  executive  vice 
president,  Chambers  &  Wiswell  Inc.,  Boston, 
has  left  that  agency  and  is  setting  up  his  own 

firm  there.  It's  understood  that  Mr.  Hutchin- 

son's new  agency  already  has  "half  a  dozen" accounts,  several  of  which  are  accompanying 
him.  Details  expected  to  be  announced  shortly. 

APPOINTMENTS  of  SEYMOUR  (HAP) 
EATON,  RICHARD  A.  BALDWIN  and 
ROBERT  B.  BERSBACH  as  regional  sales 
supervisors  for  NBC-TV  Films  to  be  announced 
Monday  by  Edward  A.  Montanus,  central  sales 
manager.  Mr.  Eaton  has  been  assigned  to  north 
central  area;  Mr.  Baldwin  to  south  central  and 
Mr.  Bersbach  to  Chicago. 

ADDITIONS  to  staff  of  Norman,  Craig  & 
Kummel,  N.  Y.,  include:  JAMES  M.  SHTVAS, 
formerly  with  WABD  (TV)  New  York,  as 

agency  radio -television  producer;  THOMAS 
STAFFORD,  formerly  with  Remington  Rand, 
to  Ronson  account  group;  WILLIAM  G. 
BAKER,  to  marketing  department,  and  L.  J. 

McGRADY  assigned  to  Toledo  as  Willys  ac- 
count executive. 

DONALD  DAVIS  and  VICTOR  SACK  to 

Kenyon  &  Eckhardt,  N.  Y.,  as  account  execu- 
tive and  producer,  respectively,  in  commercial 

production  department. 

A.  W.  FARGO  JR.,  vice  president  and  account 
executive,  Charles  W.  Hoyt  Co.,  N.  Y.,  elected 
chairman.  New  York  council,  American  Assn. 
of  Advertising  Agencies,  succeeding  BRYAN 
HOUSTON,  chairman  of  Bryan  Houston  Inc.. 
N.  Y.,  who  resigned  from  council  following 
election  to  AAAA  board. 

JOHN  T.  SHANNON,  account  executive,  Ken- 
yon &  Eckhardt,  Friday  appointed  vice  presi- 

dent and  regional  manager  in  agency's  new  At- lanta office. 

GEORGE  B.  RICHARDSON,  account  execu- 
tive. Young  &  Rubicam.  San  Francisco,  elected 

vice  president  and  account  supervisor. 

LOUIS  L.  ERGMANN,  radio-tv  director  since 
1951.  Robert  W.  Orr  &  Assoc.,  Friday  elected 

vice  president  in  charge  of  radio-tv. 

THOMAS  F.  O'NEIL,  board  chairman  of  RKO 
Teleradio  Pictures  and  Mutual,  will  be  subject 

of  cover  story  in  July  16  issue  of  Newsweek 

magazine. 

FCC  Takes  Back  Leesburg  Am 

FCC  Friday  rescinded  its  June  6  grant  of  new 
am  at  Leesburg,  Va.,  to  Richard  Field  Lewis 
Jr.  Commission,  in  setting  aside  grant  (1290  kc, 

1  kw  daytime),  said  that  there  vyas  indication  of 
interference  between  Lewis  station  and  proposal 
of  WHVR  Hanover  Pa.  (1280  kc,  1  kw  local 
sunset,  500  w  nighttime  directional),  to  increase 

daytime  power  to  5  kw,  now  in  hearing.  Mr. 
Lewis  had  petitioned  to  intervene  in  WHVR hearing. 
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the  week  in  brief 

RADIO  SPOT  ON  INCREASE 

Monthly  spot  radio  billings  report 
launched  by  Station  Representatives 
Assn.  shows  May  1956  27%  ahead  of 

May  1955,  with,  first  five  months  of 
this  year  up  17%  over  same  period 
of  last  year  31 

COLOR'S  ON  ITS  WAY 

Gerald  W.  Tasker,  research  vice  presi- 
dent of  Cunningham  &  Walsh,  tells 

B»T  that  color  set  sales  will  boom  in 

1957  and  by  1958  color  tv  will  "assume 
importance  as  an  advertising  me- 

dium"  32 

COLD  REMEDIES  MAP  CAMPAIGNS 

Increased  use  of  radio  and  television 
for  cold  remedy  advertising  seen  as  fall 
campaigns  are  planned  33 

AGENCIES  PRE-TEST  TV  FARE 

N.  W.  Ayer  sets  up  a  color  laboratory, 

Kenyon  &  Eckhardt  develops  a  port- 
able testing  machine  and  BBDO  installs 

a  closed  circuit  video  system,  all  with 

purpose  of  trying  out  tv  programs  or 

commercials  before  they  are  broad- 
cast  34 

THE  MEANING  OF  RATINGS 

Statistical  error  adds  latitude  to  rating 

figures  and  to  cost-per-thousand  and 
complicates  timebuying.  Jerome  M. 

Sachs  of  Doyle  Dane  Bernbach  ex- 
plains what  happens  and  what  to  do 

about  it   .34 

NEW  PROOF  TV  CAN  SELL  AUTOS 

Advert  est  survey  for  NBC  supports 

findings  of  ABC-TV  and  TvB  studies 
that  television  is  best  advertising  me- 

dium for  automobiles  and  best  liked  by 
dealers  39 

IS  FCC  SERIOUS? 

Broadcasters  doubt  that  Commission 

really  expects  tv  to  move  into  uhf  or 
that  more  than  two  or  three  markets 
will  be  deintermixed  52 

departments 

Advertisers  &  Agencies  32 
At  Deadline    7 
Awards   91 
Closed  Circuit   5 

Colorcasting    43 
Editorials   106 
Education    92 

Film   %   46 
Film  Maker    28 

PAPERWORK'  DELAYS  FILING 

Crow  ell-Collier  applications  for  station 

acquisitions  are  being  held  up  by  "un- 
finished paperwork,"  but  company  still 

expects  to  begin  operating  its  10  radio- 
tv  stations  by  end  of  year  58 

KVOO-TV'S  $600  COLOR  SYSTEM 

Station  engineering  staff  develops  meth- 

od for  broadcasting  black-and-white 
slides  in  color  64 

THERE'S  MONEY  IN  MULTIPLEXING 
Fulltime  multiplexing  pays  off  for 

KTKT-FM  Tucson  and  opens  avenue 
to  previously  untouchable  business, 

Tom  Wallace  Jr.,  chief  engineer,  re- 
ports  72 

NBC'S  $16  MILLION  BASEBALL  BUY 

Network  signs  five-year  contract  for  ex- 
clusive radio-tv  rights  to  World  Series 

and  All-Star  Games,  1957-61,  at  $3,- 
250,000  per  year  79 

NO  POLITICAL  RULE  CHANGE  SEEN 

Bills  designed  to  change  rules  for  radio- 
tv  treatment  of  election  year  broadcasts 

by  parties  and  candidates  seem  likely 

to  die  in  committee  as  Congress  ad- 
journment nears  82 

POLITICAL  PACE  ACCELERATES 

Chicago  broadcasters  and  facilities 

people  step  up  activities  with  opening 
of  Democratic  National  Convention 

only  five  weeks  off  84 

SET  SALES  RISE  IN  MAY 

Retail  sales  of  radios  (not  including 
auto  sets)  topped  April  sales  by  20%; 
tv  set  sales  are  also  up  for  month  .87 

COLOR  SALES  PACE  QUICKENS 

Sylvania  analysis  of  tv  receiver  pur- 
chases over  last  18  months  shows  40,- 

000  color  sets  sold  in  second  quarter  of 

this  year,  compared  to  1,000  in  first 
quarter  of  1955   88 

For  the  Record    98 

Government    52 

In  Review    14 
International    90 

Lead  Story    31 

Manufacturing    87 
Networks    79 

Open  Mike   20 

Our  Respects    26 
Personnel  Relations  .  .  78 

Playback    48 
Political  Broadcasting.  82 
Professional  Services  78 

Program  Services  50 
Programs  &  Promotion  93 
Stations    58 
Trade  Assns.    87 

coming  in  h»t  the  texas  market  story 

Another  in  B»T's  continuing  series  on  U.  S.  economic  development.  July  23 
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LEADERSHIP ...  a  recognized  responsibility 

at  KOMO-TV,  Seattle 

Shortly  after  midnight,  the  big 

DC-4,  carrying  69  passengers, 

cleared  the  runway  at  Seattle's 
Boeing  Field.  It  rose,  faltered 

and  fell.  A  crash  . .  .  flames  . .  . 

and  the  night  became  loud  with 

the  jarring  sounds  of  a  major 
disaster. 

The  KOMO-TV  news  staff  was  first  at  the  crash  scene.  In 

less  than  three  hours,  KOMO-TV  telecast  the  first  films  of 

the  tragedy  and  made  the  first  cable  release  to  the  nation  via 

NBC's  "Today."  This  is  typical  of  the  operation  of  our  news 
department  and  results  in  the  distinctive  television 

daily  news  feature  "Deadline." 

But  the  quality  of  KOMO-TV  leadership  extends  beyond  "firsts."  Speed  and 
ingenuity  must  be  matched  with  completeness  and  accuracy.  Pioneering  with  money  and 

ideas  is  important,  but  program  quality,  with  accent  on  the  vital  area  of  public  interest  is 

still  most  important ...  to  us  and,  we  believe,  to  our  audience. 

The  Western  Washington  audience  appreciates  this  type  of  programming.  They 

respond  by  placing  their  hard-won  confidence,  trust  and  goodwill  in  KOMO-TV. 

Advertisers  receive  a  definite  advantage  by  the  transference  of  this  self-same 
confidence  to  their  product . . .  and  benefit  accordingly. 

This  is  the  story  of  leadership. 

for  greater  influence  ^  in  Seattle  and  Western  Washington 

CHANNEL  4         NBC  the  COLOR  station 

SOLD  BY SPOT  SALES 
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LEADING  TV  ADVERTISERS  RUSH  TO  SIGN 

Already  bought  by: 

COORS  BEER  .  . 
Midland,  Texas 
HEKMAN  BISCUIT 
sing,  Traverse  City, 
NEHI  BOTTLING  . 
SEALY  MATTRESS 
BLUE  CROSS  .  .  . 

.  in  Denver,  Colorado  Springs,  Roswell,  N.  M.,  Amarillo, 

.  .  .  in  Detroit,  Cleveland,  Toledo,  Youngstown,  Ian- 
Bay  City,  Grand  Rapids,  Lima 
•  ■    in  Grand  Rapids 
•  •  in  Toledo,  Lima 

in  Buffalo 
KSL-TV  .  . 
KOPO-TV 
KOB-TV  . 

Salt  Lake  City 
■  Tucson 
Albuquerque 

KPHO-TV 
KBOI-TV  . 
KTTV  .  .  . 

and  others. 

.  .  Phoenix 
•  •  Boise 
Los  Angeles 

w 
His  office  a 

CROSSROAD  
OF 

ADVENTURE! 

People  from 

ALL  WALKS  O
F  LIFE 

SEEK  HIS  HEL
P! 

The  kind  of  man  you'd 
want  for  your  family 

physician   and  friend! 
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SO  TRUE-TO-L
IFE 

YOUR  VIEWERS
 

"LIVE"  EVERY 

MOMENT! 

,  role  o
f  Young "Dr.  Mar

k  Christi
an 

PRODUCED  IN  ZIV's  LAVISH  BIG-TIME  WAY! 

Truly  a  series  to  quicken  the  heart- 

beat of  your  com  muni ty,  increase 

SALES  of  your  product! 

WRITE  or  PHONE  for  an 

early  audition.  Markets  are 
closing  fast  .  .  .  yours  may  sti 

be  open ! 



IN  REVIEW 

KMPC  is  'champ 

of  los  Angeles 

independents  in 

week- long  share 

of  audience,  plus 

'Sunday'punch! The  Pulse,  Jan.-Feb.  1956  shows  that  KMPC 
exceeds  all  independents  and  three  networks  in 
Sunday  6  a.m.-12  midnight  audience  shares. 

710  kc  LOS  ANGELES 

50,000  wattsdays  \0,000  watts  nights 

GemAutry  President 

P.O. Peyno/Js,  I/. 'P.  &  Gen  Mgr. 

REPRESENTED  NATIONALLY  BY 

AM  RADIO  SALES  COMPANY 

THE  VIC  DAMONE  SHOW 

THE  PRODUCERS  of  The  Vic  Damone  Show, 
which  premiered  last  Monday  as  the  summer 
replacement  for  December  Bride,  have  a  fine 
if  somewhat  unorthodox  idea  for  their  pro- 

gram: Vic  Damone  is  a  singer,  so  his  program 
should  give  him  ample  opportunity  to  sing. 
He  is  not  a  comedian,  so  the  comedy  routines 
should  be  left  to  others  on  the  show.  Since 

presumably  most  of  his  viewers  will  be  those 
who  like  to  hear  and  see  the  popular  songs  of 
the  day  sung  by  the  popular  singers  of  the 

day,  Vic's  guests  should  include  at  least  one 
top  feminine  singer. 

Adherence  to  this  formula  got  the  new 

series  off  to  a  good  start,  if  a  pleasant,  low- 
pressure  half-hour  is  what  is  wanted — and 
after  having  spent  the  preceding  half-hour 
watching  the  new  Charles  Farrell  series,  it 
was  precisely  right  for  this  viewer.  Spring 

Byington,  welcoming  Vic  as  her  summer  re- 
placement, was  graciously  scatter-brained; 

Buddy  Hackett  was  loudly  comic;  Shirley  Jones 

was  sweetly  soprano;  Pier  Angeli  (Mrs.  Da- 
mone) was  proudly  wifely  and  Vic  himself  was 

in  fine  voice  and  had  plenty  of  chance  to  dis- 

play it. In  the  Vic  Damone  Show,  CBS-TV  has  a 
good  means  of  luring  many  televiewers  away 
from  the  Robert  Montgomery  dramas  on  NBC- 
TV  and  providing  a  ready-made  audience  for 
its  own  Studio  One  productions. 

Production  costs:  Approximately  $25,000. 
Sponsored  by  General  Foods  Corp.  (Maxwell 
House  Coffee)  through  Benton  &  Bowles, 
on  CBS-TV,  Mon.,  9:30-10  p.m. 

Star:  Vic  Damone. 

Producer-director:  Don  Appel;  music  by  Tutti 
Camarata. 

LISTENING  POST 

ABC  RADIO'S  initial  broadcast  of  Listening 
Post,  a  new  pre-convention  political  summary 
Sunday  evening  series  that  will  be  aired  up 
to  the  time  of  the  August  conventions,  used  less 
of  the  immediacy  that  radio  can  offer  and  more 
of  the  incidental  or  obvious  associated  with  the 

political  scene  as  of  July  1. 
ABC  and  Newsweek  correspondents  pooled 

their  efforts  to  sum  up  the  candidates  in  the 
running  for  the  Democratic  nomination  for 
President.  An  unexciting  portrayal,  the  recap 
at  least  served  to  emphasize  there  are  many 
contenders — apparently  all  willing  to  serve  on 
the  Democratic  ticket.  Unfortunately,  the  par- 

ticipating correspondents  had  to  stick  fast  to 
summary  since  the  week  preceding  had  been 
rather  dull  in  both  political  camps. 

Production  costs:  Approximately  $2,000. 
Broadcast  July  1  by  ABC  Radio,  sustaining, 

7:35-8  p.m.  EDT,  the  first  of  a  weekly  series. 
Producer:  Bryson  Rash,  ABC,  Washington. 

Program  introduced  by  Malcolm  Muir,  chair- 

man of  Newsweek's  editorial  board.  Par- 
ticipants included  Mr.  Rash:  Ernest  K. 

Lindley,  Robert  H.  Fleming  (Chicago),  Sam- 
uel Shaffer,  Kenneth  Crawford,  all  News- 

week; Richard  Rendell,  ABC,  Washington; 
C.  W.  Orcutt,  Knoxville  News  Sentinel,  and 

Herbert  Trask,  St.  Louis  Post-Dispatch. 

THE  CHARLIE  FARRELL  SHOW 

"FARRELL,  veteran  film  star,  will  play  him- 
self, owner  of  the  exclusive  Racquet  Club  in 

Palm  Springs,  in  a  comedy  series  which  will 
explore  the  problems  of  the  inhabitants  of  the 
resort."  So  reads  the  CBS-TV  news  release 
heralding  this  summer  series.  And  as  far  as  it 
goes  it  is  an  apt  description.  But  it  fails  to 

mention  that  the  story  line,  of  last  Monday's 
opener  at  any  rate,  is  more  silly  than  funny, 
even  when  judged  by  situation  comedy  stand- 

ards of  silliness — even,  in  fact,  when  judged  by 
summer  replacement  situation  comedy  stand- ards. 

The  high  point  of  the  show  was  the  escape  of 
three  grown  men,  dressed  only  in  hospital  half- 
length  gowns,  from  a  hospital  in  a  laundry 
hamper.  If  the  other  installments  are  of  the 
same  caliber,  the  series  will  be  no  threat  to 
/  Love  Lucy,  which  it  replaces  for  the  summer. 

Production  costs:  Approximately  $30,000. 
Sponsored  by  Procter  &  Gamble  Co.  (Lilt) 

through  Grey  Adv.  and  General  Foods 
through  Young  &  Rubicam  on  alternate 
week  basis  on  CBS-TV,  Mon.,  9-9:30  p.m. 

Produced  by  Hal  Roach  Studios. 
Star:  Charles  Farrell.  Featured  players: 

Charles  Winninger,  Richard  Deacon,  Leon 
Askin,  Ann  Lee,  Kathryn  Card. 

Creative  producer:  Gordon  B.  Hughes;  studio 
producer:  Hal  Roach  Jr. 

"CYPRUS  TODAY" 

ALL  THAT  WAS  physically  missing  in  way 

of  props  during  last  Sunday's  You  Are  There 
was  the  small  sign  reading  "CBS-TV  Studio 
41."  It  mattered  little.  With  or  without  that 
distinct  Murrow-touch,  the  program  was  still 
a  capsule  See  It  Now. 

If  the  30  minutes  allowed  them  wasn't  suf- 
ficient time  in  which  to  spell  out  the  full  im- 

plications of  the  EOKA's  "Enossis"  or  "union 
with  Greece"  demand,  it  did  serve  CBS  news- 

men Cronkite  and  Smith's  purposes  to  bring 
a  distant  battleground  into  clearer  focus.  True, 
the  editors  glossed  over  the  salient  fact  that 
the  Cypriote  muddle  is  more  diplomatic  in 
nature  than  nationalistic  (skipping  the  entire 
House  of  Commons  debate  on  the  exiling  of 
Archbishop  Markarios,  relying  only  on  the 
views  of  Military  Governor  Sir  John  Harding  as 
representative  of  the  West),  but  at  the  same 
time,  they  crammed  what  little  time  there  was 
with  gripping  scenes  of  bloodshed  and  rioting 

and  with  dispassionate  commentaries  on  what's 
at  stake  on  all  three  sides — Greece,  Turkey  and 

England. 

In  keeping  with  You  Are  There's  traditional 
impartiality,  newsmen  Smith  and  Cronkite 
steered  clear  of  controversy,  pointed  up  only 

that  it  is  "extremely  hard"  to  take  sides  in 
this  ironical  struggle  among  three  NATO 
partners,  inasmuch  as  all  factions  stand  on 
solid  argumentive  grounds,  and  furthermore 
that  the  U.  S.  owns  copper  mines  that  provide 
lA  of  Cypriote  income.  As  a  departure  from 
the  routine  format  (".  .  .  instead  of  taking  you 
back  in  time,  we  will  take  you  away  in 

distance  .  .  ."),  "Cyprus  Today"  was  indeed on  time. 

Production  costs:  Approximately  $30,000. 
Sponsored  by  Prudential  Life  Insurance  Co., 

Hartford,  Conn.,  through  Calkins  &  Holden, 
N.  Y.,  on  CBS-TV,  Sun.,  6:30-7  p.m.  EDT. 

Produced  by  CBS  News  &  Public  Affairs  for 
Prudential;  producers:  Les  Midgely  and  Bill 

Weinstein;  director:  Vent  Diamond;  narra- 
tors: Walter  Cronkite  and  Howard  K.  Smith. 

KAISER  ALUMINUM  HOUR 

WITH  THE  advent  of  the  Kaiser  Aluminum 

Hour  last  Tuesday  in  the  spot  formerly  occu- 

pied by  Pontiac's  Playwrights  '56,  tv  got  its 
fourth  aluminum  sponsor  (the  others  being 
Aluminium  Ltd.,  Reynolds  and  Alcoa)  and  rid 
itself  of  that  pointless  appendix,  the  third  act. 

It's  high   time,   too,   and  here's  a  salute  to 
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pay  50%  less . . . 

get  50%  more ! 

In  Philadelphia,  when  you  buy 

twelve  10-  or  20-second  an- 

nouncements per  week  any- 

where on  the  wrcv-tv  schedule, 

wrcv-tv's  "12-50  plan"  gives 
you  an  immediate  50%  discount 

on  all  "B,"  "C"  and  "D" 
time  announcements ! 

WRCV-TV 'S  NEW  ' '  12-50  DIVIDEND 

plan"  gives  you  an  extra  bonus 

of  50%  —  one  station  break  in 

what  a 

combination 

for 

saving ! 

kind  for  every  two  purchased 

between  9  a.m.  and  5 :59  p.m., 

Sunday  through  Saturday ! 

This  money-saving  combination 

delivers  over  5  million  sales  im- 

pressions per  week  .  .  .  for  as 

little  as  13^  per  thousand !  Get 

the  details  today,  from  .  .  . 

WRCV-TV-3 
SOLD  BY  I.MSCl  SPOT  SALES 

mfi][H  TELEVISION'S  LEADERSHIP W*  ,  STATION  IN  PHILADELPHIA 
TED  WALWORTH,  JR.,  Sales  Manager 
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SUPERMARKET! 

$160  MILLION 

WORTH  OF  GOODS 

SOLD  LAST  YEAR  IN 

METROPOLITAN  MACON! 

Here's  dramatic  proof  that  Macon  is  truly 
the  supermarket  of  fast-expanding  Middle 
Georgia.  The  Macon  market,  with  a  41.6% 

increase  in  retail  sales  during  the  past  five 

years,  topped  all  but  three  of  the  nation's 
top  25  markets  in  sales  growth.  Macon 

retailers  last  year  rang  up  a  total  of  nearly 

$160  million  in  sales.  This  industrially- rich, 

agriculturally-prosperous  area  is  on  the 
move  .  .  .  and  fast! 

TWO  STATIONS— AND  TWO  ALONE 

GIVE  YOU  OVER-ALL  COVERAGE 

WMAZ  and  WMAZ- 

TV  continue  to  domi- 

nate Middle  Georgia's 
broadcast  audiences. 

Your  audience  surveys 
document  this  .  .  .  time 

and  time  again.  And 

there's  a  reason  for 
this,  too  .  .  . 

GOOD  BROADCASTING 

MAKES  THE  DIFFERENCE 

Add  it  up :  Imaginative  local  programming. 

Top  network  offerings.  Middle  Georgia's 
finest  facilities.  Skillful  promotion.  Results 

command 'the  attention  of  all  Middle  Georgia. 

THESE  STATIONS 

MOVE  MERCHANDISE: 

WMAZ 

10,000  Watts-940  Kc-CBS 
MEMBER:  GEORGIA  BIG  5 

WMAZ-TV 
Channel  13-CBS-ABC-NBC 

Represented 
Nationally  by: 

AVERY- KNODEL,  INC. 

IN  REVIEW 

Worthington  Miner  for  lobbying  that  bill 
through  to  safe  passage. 

Though  at  times  "The  Army  Game"  by 
Loring  D.  Mandel  and  Mayo  Simon  tended  to 

resemble  a  cross  between  Calder  Willingham's 
"End  as  a  Man"  and  Jim  Moser's  Medic  series, 
it  turned  out  to  be  one  of  the  most  powerful 

studies  of  man's  psychiatric  disintegration  to 
hit  television.  There  is  litttle  point  in  re-hash- 

ing the  story  of  the  Oedipus-complexed  draftee 
striving  for  a  Section  8  discharge  since,  if 
it  seemed  far  too  involved  for  even  the  writers, 
how  are  we  to  explain  it  here?  Suffice  to  say, 
it  was  a  far  cut  above  the  run-of-the-mill 
Freudian  epics  on  tv  that  have  driven  one  tv 

critic  to  refer  to  it  as  "couch  4"  instead  of 
channel  4. 

With  annual  sales  of  $330  million  and  profits 
of  $40  million  for  the  fiscal  year  ending  May 
1956  (to  quote  Fortune),  Kaiser  Aluminum 
&  Chemical  Corp.  could  well  afford  the  best  in 

its  initial  tv  effort.  This  they  did:  at  their  dis- 
posal throughout  the  series  will  be  Mr.  Miner, 

Fielder  Cook,  George  Roy  Hill  and  Franklin 

Schaffner,  banded  together  as  "Unit  Four." 
For  "Army  Game,"  they  had  a  top  notch  cast 
comprising,  among  others,  Paul  Newman,  Pat 
McVey  and  Edward  Andrews.  At  this  clip, 
Kaiser  Hour  promises  to  be  the  sleeper  of  the 
season. 

Only  one  complaint:  Some  sponsors,  notably, 
George  Romney  of  American  Motors  Corp., 
are  born  actors,  and  should  be  utilized  when- 

ever possible  in  the  institutional  advertising 
portions  of  the  program.  Henry  J.  Kaiser  is  a 

born  genius  and  industrialist.  Let's  leave  it  at 
that,  fellows. 

Production  costs:  Approximately  $45,000. 

Sponsored  by  Kaiser  Aluminum  &  Chemical 

Corp.  through  Young  &  Rubicam  on  NBC- 
TV,  alternate  Tuesdays,  9:30-10:30  p.m. 
EDT. 

Opener:  "The  Army  Game"  by  Loring  D. 
Mandel  and  Mayo  Simon.  Cast:  Paul  New- 

man, Pat  McVey,  Edward  Andrews,  George 
Grizzard,  Frank  Campanella,  Philip  Abbott, 
James  Pritchett,  Burt  Brinckerhoff,  Haila 
Stoddard,  Betsy  Meade  and  others. 

Executive  producer:  Worthington  Miner;  pro- 
ducer-director: Franklin  Schaffner;  assoc.  pro- 

ducer: Joseph  Dackow;  script  editor:  Marian 

Searchinger;  casting:  James  Merrick;  pro- 
gram supervisor:  Joseph  Cuneff. 

PRESS  CONFERENCE 

MARTHA  ROUNTREE  acted  kind  of  flustered 

at  the  debut  of  her  new  news,  and  newsworthy, 

show  last  Wednesday  night.  And  well  she 
might.  Already  it  has  become  controversial 
within  the  journalism  field. 

According  to  Miss  Rountree's  own  announce- 
ment, only  those  government  figures  who  have 

news  breaks  to  announce  will  be  invited  as 

guests  on  her  program.  This  has  pricked  the 

aplomb  of  newspaperdom — to  the  quick.  Even 
the  august  Editor  &  Publisher  showed  its  ten- 

der skin  in  anguished  remonstrances  about  the 
awful  idea  of  a  government  official  saving  a 
public  announcement  for  a  tv  appearance. 

Well,  we  can  sympathize  with  our  pen-and- 

pencil  pals,  but  we  don't  know  whether  we'll 
go  along  wholeheartedly  with  their  plaint.  The 

first  Press  Conference  was  a  dilly  and  we  won- 
der only  if  Miss  Rountree  can  keep  it  up.  Her 

cast  was  top  notch.  Attorney  General  Herbert 
Brownell  Jr.  was  quizzed  by  such  Washintgon 
journalistic  notables  as  Richard  L.  Wilson, 

Cowles;  Lyle  C.  Wilson,  UP;  Raymond  P. 

Brandt,  St.  Louis  Post-Dispatch;  Ruth  S.  Mont- 
gomery, New  York  Daily  News;  Paul  Wooten, 

New  Orleans  Times-Picayune;  Marguerite  Hig- 
gins,  New  York  Herald  Tribune;  David  P. 
Sentner,  Hearst  newspapers,  among  a  host  of 
others. 

And  news  was  made.  Mr.  Brownell  an- 
nounced officially  the  filing  of  the  antitrust 

complaint  against  General  Motors.  He  was 
questioned  about  his  thoughts  on  Supreme 

Court  vs.  state's  rights,  President  Eisenhower's 
attitude  toward  renomination  in  the  light  of  his 
recent  operation,  the  attacks  on  Chief  Justice 
Warren,  the  Donovan  book,  subversion  in  gov- 

ernment, the  Charles  E.  Wilson-Air  Force 
fracas,  civil  rights,  etc. 

It  was  undoubtedly  a  straight,  hard-hitting, 
unstaged  news  conference. 

Miss  Rountree  even  helped  write  headlines; 
she  recapitulated  the  news  at  the  close  of  the 
program — thus  not  only  stealing  the  newspaper 

boys'  dispatches,  but  helping  the  desk  men 
compose  their  heads. 

Production  Costs:  Approximately  $12,000. 
Sponsored  by  Corn  Refining  Products,  through 

John  J.  O'Leary  Assoc.  on  NBC-TV,  Wed., 
8-8:30  p.m.  EDT. 

Executive   producers:   Martha  Rountree  and 
Oliver  M.  Presbrey;  director:  Victor  Guidice. 

JOE  AND  MABEL 

BY  OCCUPATIONAL  nature,  cab  drivers 
seem  ever  ready,  willing  and  able  to  comment 
on  most  any  subject  and  offer  uninhibited  solu- 

tions to  pressing  problems — at  the  drop  of  a 
flag  or  click  of  a  meter.  Cab  drivers  have  prob- 

lems, too,  and  one  of  the  oldest  facing  the  male 
species  since  Adam  and  Eve — avoiding  the 
clutches  of  an  altar-minded  female — is  the  for- 

mat for  CBS-TV's  new  Joe  and  Mabel  series. 
The  initial  program,  June  26,  dealt  with 

Joe's  efforts  to  keep  his  girl  without  letting 
her  become  his  wife  in  too  short  a  time.  He 
is  determined  to  remain  single  until  he  has 

$750  in  the  bank,  put  there  by  his  own  efforts, 
and  for  30  minutes  he  resisted  first  a  $500  re- 

ward for  returning  a  bag  of  jewelry  left  in  his 
cab  and  then  a  $500  fee  for  appearing  on  a 
tv  show  in  order  to  prevent  his  $250  savings 
from  reaching  the  $750  mark  so  fast.  Included 

in  the  cast  of  characters  was  ever-loving  Mabel, 

obviously  modeled  on  Adelaide  of  "Guys  and 
Dolls,"  and  an  irate  boss,  wise-cracking  mother 
and  pestiferous  little  brother,  all  replicas  of  the 
same  roles  in  a  dozen  other  situation  comedies. 

Whether  by  intent  or  accident,  CBS-TV  has 
unveiled  a  program  that  conceivably  could  do 
for  cabbies  on  tv  what  Jackie  Gleason  did  for 

bus  drivers  and  Phil  Silvers  for  Army  ser- 
geants. At  least,  the  ingredients  are  there  and 

the  format  promises  possibilities,  despite  an 

overly-cute  first  script.  As  situation  comedy, 

however,  the  show  moves  sprightly  along,  not- 

withstanding those  "tired  blood"  commercials 
for  Geritol. 

Production  costs:  Approximately  $32,000. 

Sponsored  by  Pharmaceuticals  Inc.  (for  Geritol) 

through  Edward  Kletter  Assoc.  Inc.,  CBS- 
TV,  on  Tues.,  9-9:30  p.m.  EDT. 

Producer-writer:  Alex  Gottlieb;  director:  Ezra 

Stone;  music  supervisor:  Raoul  Krauschaar. 
Program  based  on  characters  created  by  Irving 

Gaynor  Neiman. 
Cast:  Larry  Blyden  as  Joe;  Nita  Talbot  as 

Mabel,  and  Louella  Gear,  Michael  Mann, 
Norman  Feld,  Ralph  Dunn,  John  Shellie, 
Shirl  Conway  and  Dick  Van  Dyke. 
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You  can't  turn 

back  time . . . 

that's  why  .  .  . 

no  one  can  catch  up  with 

WKY-Tl 

In  1920,  WKY  was  Oklahoma's  first  radio  station. 

WKY-TV  was  also  Oklahoma's  first  TV  station  (1949). 

All  these  years,  we've  been  building  audience  loyalty.  You  can't  duplicate 
this  any  more  than  you  can  turn  back  time. 

Sure,  we're  first  in  the  ratings.  But  more  important, 

we  offer  you  a  share  in  the  lives  of  our  audience. 

So  why  just  talk  TO  people?  Talk  WITH  them. 

Sell  from  inside  the  family  circle. 

Owned  and  Operated  by 
THE  OKLAHOMA  PUBLISHING  CO. 

The  Daily  Oklahoman  •  Oklahoma  City  Times 
The  Farmer-Stockman  •  WKY  Radio 

WSFA-TV,  Montgomery,  Ala. 
Represented  by  THE  KATZ  AGENCY,  INC. 



Station 

KIDDER, 

PEABODY 

CO.— 

Has  an  established  re- 

lationship with  most 

of  the  important 

sources  of  investment 

capital  in  the  country. 

•  Maintains  close  con- 

tact with  all  phases 

of  the  Television  and 

Radio  industry. 

We  invite  the 

station  owner  to 

take  advantage  of 

this  dual  coverage 

when  considering 

the  sale  of  his 

property. 

3  MITT 

KIDDER, 

PEABODY  &  CO. 
FOUNDED  1865 

NEW  YORK         BOSTON  PHILADELPHIA 
CHICAGO         SAN  FRANCISCO 

Offices  and  correspondents  in  thirty  other 
principal  cities  in  the  United  States 

Address  inquiries  to: 

ROBERT  E.  GRANT 

Kidder,  Peabody  &  Co. 

First  National  Bank  Building 

Chicago  3,  Illinois 

Telephone  ANdover  3-7350 

OPEN  MIKE 

Como  Kick 

EDITOR: 
I  got  quite  a  kick  out  of  the  item  on  page 

35  of  your  June  11  issue  titled  "Six  Advertisers 
Signed  for  Fall  Como  Program."  I  am  curious 
to  know  if  the  information  regarding  the  Gold 

Seal  Co.  and  their  advertising  agency  was  ob- 
tained from  a  release  from  NBC. 

The  reference  to  Gold  Seal  Co.  and  their 

agency  is  quite  incorrect.  They  are  located  in 
Bismarck,  N.  D.,  and  we  are  their  advertising 
agents  and  have  been  for  the  past  ten  years. 

They  manufacture  "Glass  Wax"  and  "Snowy" 
bleach.  Don't  you  think  a  correction  would  be in  order? 

B.  E.  Howard,  Vice  Pres.  &  Acct.  Sup. 

Campbell-Mithun  Inc. 
Minneapolis,  Minn. 

[EDITOR'S  NOTE:  Mr.  Howard's  surmise  is  right. 
NBC-TV  reported  Gold  Seal's  renewal  of  The 
Perry  Como  Show  through  North  Adv.,  Chicago, 
rather  than  Campbell-Mithun,  Minneapolis,  as  it should  be.] 

Police  Report 

EDITOR: 

It  has  come  to  my  attention  that  your  report 
of  the  radio  promotion  involving  Twin  Cities 
stations  [B«T,  June  18]  was  misleading  in  several 
particulars.  The  point  which  concerns  the  Min- 

neapolis Police  Department  is  the  claim  that 
20  policemen  were  needed  to  handle  the  crowd 
at  the  traffic  bottleneck  (Hennepin  and  Lyndale) 
where  people  were  looking  for  the  WDGY  prize 
check. 

The  true  facts  are  these:  We  feared  that  the 

clue  naming  that  intersection  would  draw 
enough  searchers  to  paralyze  traffic  in  that 
critical  point,  and  so  we  watched  the  situation 
closely.  At  no  time  was  the  crowd  big  enough 
to  impede  traffic  seriously;  even  during  the  rush 
hour  when  the  clue  was  broadcast. 

One  park  policeman  was  on  duty  nearby,  and 
one  squad  car  assigned  to  that  part  of  town 
patrolled  the  area  from  time  to  time.  Fortu- 

nately, the  situation  never  became  critical,  and 
it  was  not  necessary  to  detail  extra  officers,  as 
the  article  indicated. 

The  Minneapolis  Police  Department  is  grate- 
ful to  the  responsible  broadcasters  who  have 

used  their  facilities  over  the  years  to  provide 
essential  public  services.  These  stations  enjoy 
the  respect  and  confidence  of  the  people.  They 
undoubtedly  could  jam  up  traffic  if  they  chose 
to  exert  their  influence  in  that  way,  but  they 
have  achieved  the  reputations  they  enjoy  through 
service — rather  than  dis-service — to  the  listen- 

ing public. E.  I.  Walling,  Supt. 

Police  Department,  Minneapolis,  Minn. 

[EDITOR'S  NOTE:  B«T's  report  was  based  on  in- formation received  from  the  stations  conducting 
the  treasure  hunts,  WDGY  Minneapolis  and 
KOWH  Omaha.] 

FM:  Future  Medium 

EDITOR: 

...  I  have  noticed  with  considerable  interest 

the  amount  of  space  you've  recently  given  dif- 
ferent parties  to  express  their  views  on  fm.  .  .  . 

It  seems  to  me  that  fm  is  the  big  hole  in  which 

to  look  through  into  a  big  part  of  radio's  fore- seeable future. 

Everyone  in  the  industry  knows  there  are 
close  to  a  thousand  am  grants  under  considera- 

tion by  the  Commission  right  now.  The  am  band 

is  practically  saturated.  As  soon  as  am  alloca- 
tions have  reached  the  jumping  off  place,  and 

it  is  bound  to  come,  there'll  be  no  place  to  go 
for  the  would-be  radio  station  owner  .  .  . 
Fm  was  struggling  along,  I  am  told,  and 

making  little  gain.  Am  gave  it  no  assistance  un- 
less the  am  station  had  an  fm  transmitter  sitting 

in  it.  Still  the  am  transmitter,  its  big  brother, 
gave  it  little  encouragement.  To  make  matters 

worse,  up  jumped  "John  Conquer  All"  television 
which  was  going  to  make  radio  obsolete,  an- 

tiquated and  chase  it  off  the  ether  .  .  .  Where 
was  fm  while  all  this  was  going  on?  Being  used 
for  old  transcription  discards,  dust  racks,  old 
program  logs,  etc.  Fm  transmitters  gradually 
shut  down  and  were  being  advertised  for  a 
song.  What  now?  I  would  like  to  think  am 

stands  for  an  "always  medium."  Fm  will  emerge 
from  a  place  where  it  has  stood  for  a  "forgotten 
medium"  to  a  new  and  rightful  place  as  the 
"future  medium". 
How  will  this  be  accomplished?  By  some  of 

the  manufacturers  waking  up  to  the  fact  that 

they  must  now  develop  an  inexpensive  am-fm 
receiver.  The  manufacturer  can  produce  an  fm 
set  with  built-in  antenna,  in  the  same  cabinet 

with  an  am.  To  say  it  can't  be  done  is  sheer 
fantasy  .  .  . 

Robert  B.  Holloman 
WWCS  Bremen,  Ga. 

Outdoors  Indoors 

EDITOR: 

I  want  to  thank  you  for  your  understanding 

story  about  myself  and  my  television  series  Ad- 
venture Out  of  Doors  [B«T,  June  4].  It  is  re- 
freshing to  see  a  leading  magazine  reporting  an 

enterprise  that  is  relatively  small  in  the  industry. 
It  is  my  hope  that  your  story  may  alert  both 

stations  and  sponsors  to  the  fact  that  there  are 
small  producers  like  myself  who  are  trying  to 
do  a  certain  kind  of  job  in  and  for  tv.  I  have 

often  said:  "Adventure  Out  of  Doors  is  no  big 
spectacular,  yet  it  will  attract  an  enthusiastic 
audience  which  will  welcome  the  outdoors  in- 

doors!" 

I  believe  that  the  real  future  of  my  hunting, 
fishing  and  wildlife  series  is  still  ahead  as  color 
comes  into  its  own  because  the  outdoors  is  color 
itself. 

Jack  Van  Coevering 

Van  Coevering  Productions 
Chicago 

Permission  Granted 

EDITOR: 

Beginning  later  this  month,  we  plan  to  publish 
a  bi-weekly  newsletter  for  our  clients  and 
prospects  among  agencies  and  advertisers. 
Our  newsletter,  Film  Clips,  will  discuss 

current  production  at  Keitz  &  Herndon  and 
will  include  short  quotations  of  new  ideas  and 
pertinent  information  on  film  production  from 
the  leading  trade  magazines. 

May  we  have  your  permission  to  quote  from 
Broadcasting  •  Telecasting?  We  will,  of 
course,  give  a  credit  line  to  your  publication 

for  any  quotation  we  use. 
Larry  F.  Herndon  Jr. 
Ptnr.  and  Sis.  Mgr. 

Keitz  &  Herndon,  Dallas,  Tex. 

Sales  Aid 

EDITOR: 

Many  times  I  have  noticed  accounts  which 
I  couldn't  ever  seem  to  sell.  All  at  once  for 
some  reason  they  would  call  and  want  spots. 
Invariably  I  would  discover  their  company  had 
sent  them  some  spots  and  pointed  out  the  value 
of  radio. 

If  some  organization  could  work  on  the  large 
companies  to  each  send  out  such  a  brochure, 

pointing  to  radio's  advantages  in  both  large  and 
small  markets,  I  believe  it  would  give  radio 

quite  a  spurt.  A  salesman  can  talk  'til  he's  blue in  the  face  and  not  get  anywhere,  but  these 
little  booklets  sent  to  some  merchants  are  really 
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it's  a 

matter  of 

balance.. 

Strength,  too.  But  the  successful  weight  lifter 

starts  in  the  center— not  just  at  one  end. 

Likewise,  astute  advertisers  seeking  profits  in 

our  Upper  Ohio  Valley,  look  to  WSTV-TV,  with 

its  tri-state  coverage  of  over  one  million 

television  sets  .  .  at  Steubenville-Wheeling, 

humming  hub  of  1  1  bustling  counties.  By  the 

selves,  they're  chocka-block  with  nearly  two 
billion  spending  money,  half  a  billion 

retail  sales. 

lalf  a  bil 

But  — SEVEN  of  these  11  bulge  with 

64%  of  the  buying  power,  61  %  of 

the  television  families.  AND  TELE- 

PULSE  SHOWS  WSTV-TV  SMOTHERING 

COMPETITION  IN  THE  WHOLE  BIG 

SEVEN! 

No  w Jowa^araun^oVSTV^^STneonT^u^j 

means  to  capture  this  superabundant  market. 

Get  a  firm  grip  on  your  share  today  —  lift  your- 

self a  record-smashing  load  of  sales!  Get 

details,  too,  from  Avery-Knodel  about  our  big 

Pittsburgh  plus! 

CBS-ABC  AFFILIATE 

IN  PLUMB  CENTER  OF  INDUSTRIAL  STEUBENVILLE-WHEELING 
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WE 

HEARTILY 

RECOMMEND 

AND 

ENDORSE 

Carolyn  Skotdar  Gfssociates 

30  PARK  AVENUE,  NEW  YORK  16,  N.Y. 

KTVO 

CHANNEL 
3 

OTTUMWA,  IOWA 

James  J.  Conroy,  President 

'OPEN  MIKE- 

effective.  It  will  help  the  companies  by  having 
their  outlets  more  advertising  minded  and  it  will 
certainly  help  radio. 

John  W.  Ecklin,  Gen.  Mgr. 
KLOV  Loveland,  Colo. 

Good  Works 
EDITOR: 

.  .  .  Your  Yearbooks  are  among  the  most 
useful  reference  books  we  have  in  our  office. 

Rev.  Clayton  T.  Griswold,  D.D. 
Executive  Director,  Dept.  of  Radio  &  Tv 
Presbyterian  Church  in  the  U.S.A. 
New  York  City. 

Proposal 
EDITOR: 

Everyone  is  familiar  with  the  difficulties  that 
the  movie  industry  is  now  having  nationwide 
because  of  television.  Everyone  in  the  broad- 

casting industry  knows  that  radio  was  having 
the  same  difficulty.  However,  I  have  never  had 
any  qualms  about  radio  being  able  to  pull  out 
of  it  and  that  seems  exactly  to  be  what  is  hap- 

pening at  the  present  time. 
I  propose  this,  the  movie  industry  making 

available  to  the  am  broadcasting  industry  an 
edited  version  of  their  sound  track  on  all  of 
their  better  movies  free  of  charge  to  any  station 
all  over  the  country  that  wants  them. 

For  example,  they  have  the  technical  know- 
how  in  Hollywood  and  they  could  take  the 

sound  from  say,  "The  Conqueror",  edit  the  long 
visual  scenes,  dub  in  appropriate  music  and 

you  have  a  top  notch  radio  show  of  approxi- 
mately one  and  one-half  hours.  Breaks  could  be 

inserted  in  these  shows  of  30  seconds  and  one 
minute.  The  movie  industry  could  release  these 

shows  approximately  60  days  before  the  show- 
ing of  the  film  and  you  have  a  ready  made 

audience  champing  at  the  bit  to  see  the  show. 
R.  D.  McGregor,  Gen.  Mgr. 
KBNZ  La  Junta,  Colo. 

Testimonial 

EDITOR: 

You  said  some  pretty  nice  things  about  my 
former  boss,  Robert  W.  Carpenter,  in  the  July  2 

issue  of  B«T,  but  you  left  out  the  most  im- 
portant thing  to  me. 

Your  "Our  Respects"  column  could  have  in- 
cluded that  Bob  is  one  of  the  best  guys  to  work 

for  in  all  of  New  York.  He's  the  least  phony, 
most  down-to-earth  human  being  I  ever  had 
the  pleasure  of  working  for.  And  in  my  seven 
years  in  New  York  radio  I  had  some  dandies. 

John  Buning 

WTSP  St.  Petersburg,  Fla. 

Australian  Invitation 

EDITOR: 

.  .  .  The  Melbourne  Time  Club  extends  a 

warm  welcome  to  any  American  radio  execu- 
tives who  may  be  coming  to  Australia  for  the 

1956  Olympic  Games. 
We  are  a  body  of  station  sales  managers, 

sales  executives  and  representatives,  engaged 
in  the  sale  of  radio  time  and  programs.  Our 

primary  objective  is  the  furtherance  of  good 
public  relations  between  advertising  agencies, 
their  clients  and  ourselves. 

It  is  our  intention  to  extend  honorary  mem- 
bership of  the  Time  Club  to  our  overseas 

visitors  who  are  also  engaged  in  commercial 
radio,  so  that  mutual  benefits  may  be  obtained 
from  these  contacts. 
We  should  be  happy  to  hear  from  anyone 

proposing  to  visit  these  shores. 
G.  S.  Fawcett,  Hon.  Secy.-Treas. 
The  Time  Club 
Melbourne,  Australia 
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WFMY
-TV 

holds  the  Greensboro 

50-county  AREA  spellbound  •  I 

11  city  weighted  composite  TREHDEX  report  -  April,  1956 

DAYTIME  —  sets  in  use,  18.1 

AVERAGE  AVERAGE 

RATING  SHARE 

WFMY-TV          1 2.6  69.6 

second  station             2.5  13.8 

third  station            0.7  3.9 

fourth  station             1 .4  7.7 

all  others            0.9  5.0 

NIGHT-TIME -sets  in  use,  47.0 

AVERAGE 

WFMY-TV 
second  station 

third  station 

fourth  station 

all  others 

RATING 

27.8 
9.1 3.1 

4.1 

2.4 

AVERAGE 

SHARE 

59.1 
19.3 

6.6 

9.8 6.0 



TRENDEX  proves  it 

Our  Pied  Piper  of  The  Piedmont  rates  the  warmest  welcome  in 

these  11  key  communities  —  as  well  as  all  the  others  —  making 

up  the  rich  Greensboro  market-place!  The  weighted  composite 

Trendex  Report  for  April  shows  WFMY-TV's  average  daytime 

rating  at  an  impressive  12.6!  That's  five  times  better 
than  the  next-best  station!  And  night-time?  A  whopping  27.8 

—  over  three  times  the  latter's  average  rating! 

IN  FACT —  according  to  the  same  Trendex  —  WFMY-TV 

produces  a  higher  average  daytime  .  .  and  a  higher 

average  night-time  .  .  rating  in  these  1 1  cities  than 

ALL  of  the  region's  nine  other  stations  put  together! 

Here's  resounding  evidence  of  how  WFMY-TV's  mighty  100,000  watts 
on  Channel  2  has  a  boarding-house  reach  extending  across  50 

North  Carolina  and  Virginia  counties.  Glowing  proof,  too,  that  WFMY-TV's 
seven  years  of  carefully-planned  local  originations  and  arresting  CBS-TV 

programs  make  it  the  undisputed  television  favorite  of  the  rich  Piedmont. 

And  what  an  area  this  Piedmont  is!  Alive  with  growing  industry  .  .  packed 

with  nearly  two-and-a-half  billions  of  spending  money  .  .  thronging  with 

more  than  two  million  customers  .  .  and  vibrant  with  selling  opportunities! 

There's  only  ONE  station  that  can  deliver  ALL  of  it  for  you.  WFMY-TV,  of 

course!  Fall  in  behind  our  Pied  Piper's  profitable  footsteps  and  whistle 
yourself  up  a  handsome  share  of  its  super-sales.  Your  Harrington, 

Righter  and  Parsons  man  knows  the  tune.  Call  him  today! 

tuf  my-tv 

GREENSBORO.   N.  C. 
Represented  by 

Harrington,  Righter  &  Parsons,  Inc. 

New  York  —  Chicago  —  San  Francisco  —  Atlanta 
Now  In  Our 
Seventh  Year 



More 

FARM  FAMILIES 

LISTEN  TO.., 

BELIEVE  IN... 

AND  ARE 

INFLUENCED  BY 

tctvro 

GAD  10 

THAN  ANV 

OTHER  RADIO 

STATION  IN 

THE 

TWO  BILUON 

DOLLAR 

MARKET? 

my? 

Because  only  KWTO  maintains 

a  full-time  Farm  Service  Director 

and  Assistant  ...  a  modern  ex- 

perimental farm  .  .  .  a  policy  of 

programming  that  works  for  and 

with  farmers,  County  Agents, 

Home  Economists,  4-H  and  Fu- 

ture Farmers  and  AG  students  to 

keep  them  constantly  informed 

and  entertained. 

FOR  PROOF  OF  KWTO  LEADER- 

SHIP AND  COMPLETE  INFOR- 

MATION, CALL,  WIRE,  WRITE: 

The 

.  Ozark's 

y J  Farm 
Service 

Station 

1121  S.  Glenstone- 

Springfield,  Mo. 

'Home  of  the  OZARK  JUBILEE" ■ 

Represented  Nationally 

By  JOHN  E.  PEARSON  CO. 

our  respects 

to  JOHN  ELROY  McCAW 

BROADCASTING  brims  over  with  stories 

of  young  men  who  have  parlayed  ideas  and 
sweat  into  business  empires,  but  few  surpass  the 
achievements  of  Elroy  McCaw  in  the  decade 
following  World  War  II. 
Now  identified  with  the  ownership  of  three 

tv  and  six  radio  stations,  Mr.  McCaw  was  the 
31 -year-old  owner  of  little  KELA  in  Centralia, 
Wash.,  when  he  was  called  to  active  duty  in 
Washington  in  1942  as  a  second  lieutenant  in 
the  Air  Force.  His  service  rise  was  meteoric.  He 
soon  became  assistant  executive  officer  to  Air 

Force  Chief  Gen.  Hap  Arnold,  and  then  ex- 
ecutive officer  to  Brig.  Gen.  H.  M.  McClelland, 

in  charge  of  Air  Force  Communications,  with 
rank  of  lieutenant  colonel. 

During  his  military  activity,  Col.  McCaw 
decided  that,  once  out  of  uniform,  he  would 
embark  upon  radio  station  operation  in  other 
areas.  He  soon  demonstrated  his  prowess  as 
a  negotiator  and  as  an  excellent  judge  of 
people.  He  had  the  knack  of  selecting  the 
right  people  for  the  appropriate  slots. 

Today,  Mr.  McCaw  owns  KTVW  (TV)  Seat- 
tle-Tacoma  in  his  own  name;  100%  of  KORC 
Mineral  Wells,  Tex.;  75%  of  KTVR  (TV) 
Denver,  75%  of  WINS  New  York.  50%  of 
KELA  Centralia,  50%  of  KYA  San  Francisco, 
33%%  of  KALE  Richland  and  KYAK  Yaki- 

ma, both  Wash.,  and  25%  of  KONA  (TV) 
Honolulu.  Mrs.  McCaw  owns  KAPA  Raymond, 
Wash. 

As  a  high  school  student  in  Aberdeen, 
Wash.,  he  dabbled  in  breadboard  circuits  in 
his  spare  time.  During  his  senior  year  he 
worked  parttime  at  KXRO  Aberdeen,  then 
and  now  operated  by  Harry  R.  Spence.  After 

graduation  in  1929  he  worked  a  year  for  West- 
ern Electric  Co.,  installing  switchboard  equip- 

ment around  the  Northwest  and  receiving  his 

first-class  engineer's  ticket. 
Back  in  school  at  Grays  Harbor  Junior  Col- 

lege, in  the  Aberdeen  area,  he  again  worked  at 
KXRO  as  operator-announcer.  From  junior 
college  he  moved  eastward  to  Washington  State 
College,  at  Pullman,  where  he  specialized  in 
radio  engineering  and  business  administration. 
Again  he  worked  in  a  radio  station  on  the  side, 

finally  becoming  manager  of  non-commercial 
KWSC  on  the  campus.  He  graduated  in  1943. 

Having  served  at  both  commercial  and  non- 
commercial stations,  Mr.  McCaw  showed  a 

preference  for  the  former.  He  and  a  cousin, 
Robert  McCaw,  started  work  on  a  plan  to 
establish  a  regional  network  in  the  Northwest 
along  the  order  of  the  Yankee  Network  in  New 
England.  It  never  got  off  the  ground. 

Not  discouraged,  Mr.  McCaw  applied  for  a 
broadcast  license  in  Centralia,  Wash.,  receiving 
the  grant  in  1937.  At  that  point  he  had  achieved 

a  major  goal — ownership  and  operation  of  his 

own  station.  He  ran  this  project  successfully 
until  1942,  when  he  joined  the  Air  Force. 

In  the  Pacific,  Mr.  McCaw  had  a  hunch  that 
led,  after  the  war,  to  a  second  broadcast  pro- 

ject. With  his  friend,  Jack  Keating,  whom  he 
had  met  while  in  service,  he  applied  for  a 
broadcast  license  in  Honolulu.  KPOA  went  on 
the  air  in  October  1946.  Because  of  the  long 
water  haul  from  the  mainland,  the  KPOA 
owners  set  up  a  recording  service  called  Radio 
Central.  They  bought  the  State  Dept.  radio 
studios  in  the  Fairmont  Hotel,  San  Francisco, 
and  ran  the  program  recording  operation,  with 
transcriptions  shipped  by  air  to  KPOA. 

A  few  years  later  Mr.  McCaw  bought  KYA 
San  Francisco  from  Dorothy  Schiff.  This  tied 
in  naturally  with  the  KPOA  operation  and  the 
setup  was  headquartered  in  the  Fairmont. 
About  the  same  time  Mr.  McCaw  joined  with 
Hugh  B.  Terry,  Ted  Gamble  and  others  in  the 
purchase  of  KLZ  Denver.  He  later  added  KILA 
Hilo,  Hawaii;  KRSC  Seattle,  KYAK  Yakima, 
KALE  Richmond  and  KORC  Mineral  Wells, 
Tex.  Mr.  Keating  was  joint  owner  of  KPOA, 
KYA  and  KILA. 

When  he  contracted  to  buy  WINS  New  York 
from  the  Crosley  interests.  Mr.  McCaw  sold  his 
KLZ  and  KPOA  interests  to  stay  within  the 
FCC  multiple-ownership  regulations.  The  group 
had  been  built  up  from  earnings  of  the  stations. 

KTVR,  the  former  KFEL-TV  Denver,  is 
owned  by  Gotham  Broadcasting  Corp.  (WINS) 
and  Founders  Corp.,  headed  by  John  Shaheen. 
KONA  (TV)  was  one  of  the  early  economic 
casualties  in  television,  having  started  in  1952  as 
KGMB-TV.  With  the  Honolulu  Advertiser, 
Messrs.  McCaw  and  Keating  bought  the  station, 

changing  the  call  letters  to  KONA.  "I  have  con- 
siderable faith  in  the  future  of  major-market 

independent  television  stations,"  Mr.  McCaw 
said.  KTVR  and  KTVW  are  independents. 

His  confidence  in  radio's  future  is  voiced 
in  this  manner.  "Radio's  opportunity  to  serve  the 
public  is  actually  expanding  and  by  and  large 
radio  has  successfully  adapted  itself  to  the 

impact  of  television." John  Elroy  McCaw  was  born  Sept.  15,  1911, 

in  Colfax,  Wash.,  in  the  eastern  part  of  the 
state.  His  father  was  a  civil  engineer.  After 
starting  KELA  in  Centralia  he  married  the 
former  Marion  Oliver,  of  that  city.  They  have 
four  children — Bruce  10,  Craig  7,  John  5  and Keith  2Yz. 

In  Seattle  he  is  active  in  civic  and  business 
affairs.  Affiliations  include  Seattle  Golf  & 
Country  Club,  Phi  Sigma  Kappa  (college), 
Washington  Athletic  Club,  Seattle  Yacht  Club 

and  a  state  government  reorganization  move- 
ment. Industry  activities  include  Radio  Adver- 

tising Bureau  board  and  two  years  as  president 
of  Washington  State  Broadcasters  Assn. 
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Advertising  in 

which  radio  television  publication 

has  the  most  impact  on  you? 

This  spring  a  research  firm*  asked  4,584  radio,  tv 

and  advertising  executives  to  check  which  of  seven 

trade  papers  delivered  the  most  advertising  im- 

pact.   57.1%    chose   B»T.  Runner-up:  18.7%. 

None  of  the  other  five  was  mentioned  by  as 

much  as  6%. 

*  Erdos  and  Morgan;  survey  was  "blind"  with 
sponsorship  undisclosed.  1,936  replies  were 
received.  Complete  summary  upon  request 

to  B«T. 
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•  relaxin '  at  home 

or  rollin'  on  the  road . . . 

FLINT  TUNES  TO 

134  MWSCASTS 

A  WEEK  on  WKMF 

every  hour 

°n  the  hour 

'J  "  °nd  Wi,h  tha*  ™ny  newscasts  WKMP  - 

:e:"m  ,hinks « — -e  ̂i^Qnr, F,int!  when  any°-e news  ,e3o(ar,y,  eyery  houf  "«  f  the  s,a»,on  that  gives  him 

SAVE. 

up  to 

15% 

SlfUin9  2or  Mt"-e  of 

w^u  OWerful  S'a«ons WKMH  WKMF  VWHM  imcam 

BUY  ANY  3  S  S  fAVE  ,5% 
BUY  ANY  2  STATIONS. 'save 

WKMF 

E|/;ed  A-  Knorr,  Pres. 
t'don  Garner,  Mg.  Direct 

FLINT, 

MICHIGAN 
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BERNARD  L.  SCHUBERT 

film 
maker 

MAKING  Fir  iwe  * 

business  with  Bernard  I.  tut"  h  strict,y 
ness  means  «2K?  «  S?hubert,  but  busi- 

ability"  of  the  fi,m  #  a"ention  to  "sell- 
m«*h  a.  4 ̂maS  ofS°nf  ̂   Sp°nsor  « 

For  years  Well  known  f  the  Producer. 

f»»  and  W-Ste ^Mr  trr^Mr-Ma- 
«>to  tv  at  an  early  da'te  ̂   be?  pIunSed 

ing  another  39  LShV* d#cu"e°tly  is  mak- 
Chevrolet  sponLX  W *  for 

TV.  He  also  is  maZH^  i  3SOn  on 
fall  titled  ̂   S  3  DeW  Series  f°r  the 

markets.  His  tv  version  of  ̂7  North  in  110 

is  syndicated  by NBC f  vZ'T  °f  '*« 

quality  ̂ ^^^  ******  out'the Born  Aug  26  1Q17  •  £  fi,m  Programming, 
bert  waf  saturated  ̂ ith  ̂   Y?*'  Mr'  Schu- 
the  start.  hS  ZLTL^  bUSiness  fr°m 
Professional  eSS's  £Z  F*  ?m  fa  the 
Played  summer  stock  he  a'S° 
He  attended  the  II  nf  u 

year  before  jumpL  into  £nnhSyIvania  **  a In  1937  he  ioined  the  Phill  PS  hTo^  W°rJd- 
nation  in  charge  of  exnln  ,P  ̂ °rd  orSan- 
Property  rights^  varTo^dia^kf  ̂   ̂  

magazines,  books  anH  „  ,    lke  movies, 

In  1939  he  becarne  1alSm1S        DOt  radio- 

thiTw°0n  ss  iFP^z  sxed 
hims^f/Svelopg .cJT  ̂   b™*™  for 

of  the  Falcon  ?L^  Zr  Spy>  Ad™ntures 
Mrs.  North  AiZfml  M*'  Malone>  Mr-  & 

Flash  .JmnfDal      ysteries>  Quick  as  a 

on  NBC-TV  for  Procter  &  Ste^ 

8oo^b7o?hySer'  Mn  Schubert  sP»ds  a 
wherever  1"^^  ordef  Sf  ̂  

in  both  NewYYrokrranhde  5S^««. 
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■Hi 

WNDU  -/WNDU-TV 

EDWARD  PETRY  &  CO.,  inc 

/rfe/j'  ̂ yfa/fh^fr/0 en/a/me 

/// 
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Tallest  antenna  in  the  Central  South— 

1756'  above  average  terrain! 

KTHV  HAS: Basic  CBS  affiliation  —  Channel  11  — 

316,000  watts! 

KTHV  HAS: 
Central  South's  finest  and  most  com- 

plete television  facilities  —  completely 

new  building,  four  camera  chains,  two 

large  studios,  20'  revolving  turn-table, 

fully-equipped  kitchen,  etc.! 

Ask  your  Branham  man  for  the  new 

KTHV  coverage  story! 

316,000  Watts    Channel 

Henry  Clay,  Executive  Vice  President 

B.  G.  Robertson,  General  Manager 

AFFILIATED  WITH  KTHS,  LITTLE  ROCK,  AND  KWKH,  SHREVEPORT 
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RADIO  SPOT  SALES  REPORTED 

RUNNING  WELL  AHEAD  OF  1955 

•  National  spot  last  May  was  27.5%  more  than  year  before 

•  Station  Representatives  Assn.  issues  first  regular  report 

•  SRA  says  sales  reflect  resurgence  of  national  spot  radio 

RADIO  TIME  sales  of  national  spot  in  the  first 
five  months  of  this  year  ran  more  than  17% 

ahead  of  the  corresponding  Jan. -May  period 
of  last  year. 

The  spurt  in  time  sales  was  evident  in  each 
of  the  five  months,  with  the  highest  percentage 
gain  in  May  and  the  second  highest  peak  in 
February,  according  to  Station  Representatives 

Assn.'s  long-awaited  and  first  report  totaling 
time  sales  of  national  spot  radio  [B»T,  May  14]. 
As  characterized  by  SRA,  the  compilation  re- 

flects the  "resurgence"  of  national  spot  radio. 
Release  of  the  figures  by  SRA  today  (Mon- 

day) means  that  for  the  first  time  executives 
in  the  broadcast  business,  including  media  re- 

search, timebuying  and  selling,  as  well  as  ad- 
vertisers, will  have  available  on  a  regular  basis 

monthly  dollar  figures  charting  the  volume  of 
national  spot  radio.  These  are  net  time  sales 
after  all  frequency  and  promotional  discounts 
but  before  deduction  of  commissions  to  agen- 

cies and  representatives. 
The  data  highlighted  the  following  informa- 

tion: 

•  A  total  of  $54,258,000  was  registered  in 
time  sales  of  national  spot  in  radio  for  the 
January-through-May  period  of  1956,  or  17.8% 
more  than  the  $46,071,000  for  the  correspond- 

ing months  last  year. 

•  Volume  in  May  was  $11,632,000,  or  an 
increase  of  27.5%  above  the  $9,124,000  re- 

corded that  month  in  1955. 

•  National  spot's  "index"  in  radio  for  May 
was  plotted  as  117.7,  using  1954 — latest  FCC 
figures  available  cover  1954 — as  the  base  year. 

•  Last  year's  dollar  volume — $114,066,000 
— was  a  little  more  than  $6  million  below 

that  of  1954,  but  this  year's  total  as  of  last 
May  has  been  running  nearly  12%  above. 

•  While  the  average  increase  for  the  five 

months  was  17.8%,  three  of  the  months — 
January,  February  and  May — had  percentage 
jumps  over  that  level. 

•  The  highest  total  for  the  five-month  period 
was  recorded  in  March.  This  total— $11,699,- 
000 — topped  any  of  the  monthly  totals  during 
1955. 

SRA's  dollar  volume  figures  are  supplied  by 
its  membership — encompassing  most  of  the 
radio  stations  in  the  U.  S.  They  represent 

gross  billing  before  agency  commission  but  in- 
clude discounts,  thus  approximating  the  infor- 

mation that  is  gathered  by  FCC  and  released 
by  the  government  agency  on  an  annual  basis. 

However,  the  Commission's  report  usually  is 
about  one  year  behind — e.g.,  the  1955  figures 
probably  will  not  be  reported  by  FCC  until 
December  1956. 

SRA's  first  report  of  dollar  volume  had  a 
little  more  than  one  month's  delay— May  being 
the  latest  month  compiled.  In  April,  television 
Bureau  of  Advertising  released  the  first  of  its 
regular  quarterly  reports  on  spot  television  time 
computed  at  gross  one-time  rates  [B«T, 
April  16]. 

Publishers  Information  Bureau  for  some 

time  has  issued  a  monthly  gross  billing  com- 
pilation for  tv  network  business  on  about  a 

month's  delay  but  last  summer  discontinued 
publication  of  similar  totals  for  network  radio. 

Both  TvB's  and  PIB's  computations  are  gross, 
at  the  one-time  rate  (before  discounts)  and  be- 

fore agency  commission. 

The  national  spot  radio  "index"  when  trans- 
lated means  that  as  of  May  1956  this  year's 

sales  were  running  11.7%  above  the  base  year 
of  1954,  the  latest  year  for  which  FCC  has 
released  its  figures.  According  to  FCC,  spot 
radio  in  1954  totaled  $120,168,000. 

Adam  Young  Jr.,  SRA's  president,  inter- 

preted the  just  released  figures  as  indicative 

that  the  association's  long-time  efforts  to  fur- 
nish agencies  and  advertisers  with  a  current 

picture  of  spot  radio  had  "borne  fruit."  Said Mr.  Young: 

"It  is  reassuring  to  all  to  note  the  splendid 
recovery  of  spot  radio  after  two  years  of  de- 

cline. We  appreciate  the  renewed  faith  that  ad- 
vertisers and  agencies  are  showing  in  this 

growing  medium.  We  are  particularly  indebted 
to  the  account  executives  and  media  depart- 

ments of  agencies  for  their  spot  research  and 

recommendations  to  clients." 
Mr.  Young  thought  it  "not  surprising  that 

many  advertisers  have  been  enamoured  of 
the  newest  and  very  productive  medium,  tele- 

vision, to  the  partial  neglect  of  the  power 

and  record  of  success  of  spot  radio."  This,  he 
conceded,  even  when  taking  into  account  "the 
amazing  current  growth  in  the  number  of  radio 
stations,  up  to  2,858  in  1,400  markets,  and  the 
high  figures  of  radio  sets  sales,  both  home  and 

auto  [which]  tended  to  be  ignored  in  part." 
But,  he  emphasized,  "the  resurgence  has  been 

in  effect  now  for  eight  months,  so  that  radio  is 
again  moving  toward  its  proper  place  in  the 

media  spectrum." Lawrence  Webb,  SRA's  managing  director, 
reported  that  interest  has  been  widespread  in 

the  advertising  world  since  the  association  an- 
nounced its  project  in  May.  He  reported  that 

many  requests  had  been  received  for  detailed 
figures  of  the  use  of  spot  radio  by  advertisers 
and  brands,  but  explained  that  such  data  could 

only  be  compiled  from  station  records,  al- 
though "we  hope  that  a  way  will  be  found  to 

solve  the  problem  of  gathering  and  publishing 
these  facts."  Mr.  Webb  noted  a  demand,  too, 
for  a  monthly  index  figure  on  spot  tv  similar 
to  what  now  is  being  supplied  for  spot  radio. 

Information  received  from  SRA  members, 

which  supplied  both  past  and  current  figures, 
was  turned  over  to  Price-Waterhouse  &  Co., 
New  York,  a  professional  accounting  firm, 
which  then  processed  the  raw  data. 
When  it  announced  the  project  last  May, 

SRA  had  predicted  that  publication  of  the  dol- 
lar volume  figures  on  national  spot  for  the 

whole  radio  industry  would  "eliminate  the  con- 
fusion and  guesswork  which  have  been  prev- 

alent in  advertising  circles  for  too  many 

years." 

MONTHLY  COMPARISON  OF  NATIONAL  SPOT  RADIO  TIME  SALES 

1956 1955 
GAIN 

JANUARY $10,192,000 $  8,556,000 

19.1% 

FEBRUARY 11,031,000 8,890,000 

24.1% 

MARCH 11,699,000 10,190,000 

14.9% 

APRIL 9,704,000 9,311,000 

4.2% 

MAY 11,632,000 9,124,000 

27.5% 

TOTAL $54,258,000 $46,071,000 

17.8% 
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ADVERTISERS  &  AGENCIES 

COLOR  TV  DOOR  TO  OPEN  WIDE 

BY  1958-59,  TASKER  PREDICTS 

C&W  vice  president  says  a  million  or  more  color  sets  needed  before 
advertisers  will  make  extensive  use  of  medium  and  soon  after  that 

figure  is  reached,  may  become  one  of  the  nation's  top  advertising 
tools.  Predicts  color  will  be  major  factor  in  two  years. 

COLOR  TV  within  two  years  will  become 

a  major  factor  of  importance  in  the  adver- 
tising plans  of  agency  clients.  By  1958,  it 

should  reach  the  stage  that  black-and-white 
television  entered  six  years  ago,  and  soon 

after,  may  be  one  of  the  nation's  top  adver- 
tising mediums. 

These  observations  go  a  long  way  toward 
answering  the  big  question  of  when  color 

will  find  the  door  wide  open — and  not  just 
ajar— at  the  top  level  conference  room  of 
Mr.  Advertiser  and  Mr.  Media  Selector. 

The  man  who  has  come  up  with  answers 
is  one  of  the  top  researchers  along  New 

York's  agency  row:  Gerald  W.  Tasker,  a 
vice  president  and  the  director  of  research 
of  Cunningham  &  Walsh.  Mr.  Tasker  has 
been  the  guiding  light  for  the  past  eight 

years  of  C  &  W's  highly-publicized  and 
widely-circulated  Videotown  Survey,  an  an- 

nual study  of  the  effect  of  tv  on  living  habits 
of  a  populace  adjudged  to  be  typical  of  the 

nation.  The  locale  actually  is  New  Bruns- 
wick, N.  J. 

In  a  special  interview  with  B«T,  Mr. 

Tasker  presented  a  look  to  color  tv's  future, 
basing  his  observations  on  the  continuous 

evidence  available  in  past  Videotown  sur- 
veys and  on  a  special  study  C&W  conducted 

only  last  April,  a  couple  of  months  before 
color  set  makers  announced  new  reductions 

in  color  receiver  prices. 
As  noted  by  Mr.  Tasker,  the  Videotown 

study  is  not  precisely  a  year-to-year  affair, 
but  actually  a  running  study  that  is  put  to 
use  from  time  to  time  as  the  occasion  war- 

rants. As  in  the  case  of  color  tv  in  April 

this  need  often  triggers  a  special  look-see  at 
Videotown. 

In  essence,  Mr.  Tasker  feels: 

•  The  balance  of  this  year  "will  see  the 

end  of  the  pioneering  period"  in  color  tele- 
vision. 

•  The  next  year  (1957)  "will  probably 
be  an  interim  period  as  1948  (and  into 

1949)  was  for  black-and-white  sets.  Sales 
of  color  sets  will  be  booming,  but  saturation 

will  be  low — under  a  million  sets." 

•  By  1958,  "color  television  will  assume 

importance  as  an  advertising  medium." 
What  happens,  meanwhile?  In  this  interim 

— the  pre-mass  circulation  period — "adver- 
tisers are  using  color  telecasts  partly  to  de- 
velop techniques  and  partly  for  the  prestige 

value  derived  from  being  first  in  this  exciting 

new  medium." 
From  the  picture  painted  by  Mr.  Tasker, 

one  visualizes  color  tv  ownership  as  a  rocket, 
accelerating  in  speed  as  it  goes  on  upward, 
then  finally  bursting  outward  as  it  reaches 
the  height  of  its  climb.  Somewhere  along 
that  arrowing  route,  advertisers  will  be  ready, 
willing  and  able  to  pick  up  the  tab  on  a 

basis  similar  to  black-and-white  sponsorship. 
The  best  estimate — sometime  between  1958 

and  1959.  For  then,  he  says,  "there  should 
be  rapid  development  and  from  then  on, 

momentum." Mr.  Tasker  thinks  in  terms  of  a  million 
or  more  color  sets  before  advertisers  can 

consider  the  medium  to  be  important  enough 
to  consider  and  in  terms  of  circulation,  a 
total  that  can  stand  up  to  that  of  a  weekly 
consumer  magazine. 

Although  Mr.  Tasker  is  well  aware  that 

"the  consumer's  investment  in  his  black  and 

white  set"  will  be  one  of  the  "chief  retarding 
factors"  in  color  tv's  progress  toward  satu- 

ration, the  medium  itself  "will  stimulate  the 

replacement  rate." 
Says  Mr.  Tasker:  "Set  manufacturers  are 

announcing  vastly  improved  color  tv  sets  at 

reduced  prices.  More  programs  and  a  great- 
er variety  of  programs  are  being  telecast  in 

color.  Chicago's  WNBQ  (NBC-owned  sta- 
tion) is  telecasting  in  color  on  a  full  time, 

local  basis.  Dealers  are  becoming  more  en- 
thusiastic, less  fearful  of  the  service  prob- 

lem." 

Then,  he  reflects:  "All  of  this  mounting 

pressure  is  bound  to  break  down  the  public's 
apathy  and  awake  their  latent  interest  in 

owning  a  color  tv  set." Cunningham  &  Walsh,  he  recalls,  started 

to  "take  the  pulse"  of  color  tv  in  1950  via 
the  Videotown  survey  which  for  that  year 

reported  only  8%  of  the  New  Brunswick 
set  owners  were  thinking  about  replacing 
their  tv  receivers  by  purchasing  color. 

A  "false  start"  in  color  tv  set  off  a  special 
Videotown  hunt  in  December  1950,  Mr. 

Tasker  observes.  The  "false  start"  is  Mr. 
Tasker's  term,  which  he  uses  now  to  describe 
the  lack  of  color  tv  interest  which  occurred 

in  spite  of  widely  circulated  news  reports 

late  that  year  of  "the  imminence  of  color  tv." 
In  the  December  1950  survey,  451  fami- 

lies were  interviewed  on  "interest"  in  color. 

It  was  found  that  80%  knew  "something" 
about  the  proposed  methods  of  colorcasting 

but  "practically  no  one  had  yet  seen  a  color 

telecast." 

Mr.  Tasker  says  the  survey  found  nearly 

everyone  who  had  a  tv  set  then  felt  the 

"fairly  recent"  investment  in  a  monochrome 
receiver  was  "too  big  to  justify  replacing  the 

set  in  the  near  future."  Subjectively,  set 
owners  interviewed  felt  about  color  television 

as  they  would  about  color  motion  pictures — 
"they  would  never  select  a  movie  only  be- 

cause it  had  color."  People  thought  story- 
plot  and  star  were  far  more  important,  al- 

though color  added  to  their  pleasure  in  see- 

ing the  movies — "it  would  do  the  same  thing 
in  the  case  of  color  television.  But,  color 

telecasting  was  so  much  a  thing  of  the  future 

that  interest  in  buying  a  color  set  was  prac- 

tically non-existent." The  ensuing  years  1951-1953  were  a  pe- 

riod of  lessening  "publicity  about  the  avail- 
ability of  color  sets,"  sidetracking  them  even 

further  into  the  future.  Again,  Videotown 

annual  reports  (Nos.  4,  5  and  6)  reflected 

the  pattern  by  showing  "apathy  on  the  part 
of  consumers — color  wasn't  even  mentioned 

as  a  possibility,"  according  to  Mr.  Tasker. 
A  "slight  revival  of  interest"  was  noted  in 

Videotown  report  No.  7  in  1954  with  about 
8%  of  tv  owners  having  seen  at  least  one 
color  telecast  and  9%  of  those  planning  a 
receiver  replacement  asserting  they  would 

buy  a  color  set  if  it  became  available.  This 
degree  of  interest  was  about  double  that  of 

1950.  By  last  year's  study,  a  jump  in  figures 
was  discernible.  Then,  more  than  twice 

(17%)  the  number  of  Videotowners  had 

seen  a  color  telecast  "and  most  reported 
very  favorably  on  it."  A  temporary  damper, 
however,  was  the  high  price  of  color  sets 

coming  on  the  market.  Wanted  was  a  20- 
inch  screen  at  a  $300  to  $350  cost. 

Videotown's  first  color  milestone,  how- 
ever, was  last  fall  when  the  World  Series 

COLOR  INTEREST  STIRS  IN 

C  &  W'S  VIDEOTOWN 

A  LONG  HARD  LOOK  at  the  exterior  of  a 

Videotown  video  household  is  taken  by  a 

Cunningham  &  Walsh  researcher  before  ring- 
ing the  doorbell  and  entering  to  ask  the  family 

about  their  viewing  habits,  their  satisfaction 
with  their  present  monochrome  set  or  sets  and 
their  plans,  if  any,  for  the  acquisition  of  a  color 
receiver.  On  the  basis  of  the  reports  of  this 
and  other  C&W  interviewers,  Gerald  W. 
Tasker,  vice  president  and  research  director  of 
the  agency,  concludes  that  color  tv  today  is 

where  black-and-white  television  was  in  1949, 
just  on  the  verge  of  transition  from  a  novelty 
to  a  household  necessity.  Cunningham  &  Walsh 
is  in  a  position  to  draw  comparisons  between 
now  and  then;  it  has  been  studying  the  effects 
of  television  on  Videotown  (New  Brunswick, 

N.  J.)  for  the  past  eight  years. 
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was  telecast  in  color.  C  &  W  sent  its  re- 
searchers to  New  Brunswick  to  interview 

dealers  on  how  much  interest  the  series  had 

stimulated  in  color  buying.  About  half  of 

the  dealers  had  color  sets  for  sale  "but  prac- 

tically no  sales  had  been  made." 

The  dealers,  themselves,  "were  still  very 

bearish  on  the  prospects,"  unenthusiastic 

about  the  quality  of  reception  and  "afraid 
of  the  high  cost  of  repairs."  But  the  dealers 
reported  some  interest  was  being  stimulated 
among  consumers  by  the  increasing  number 
of  color  telecasts.  Color  telecasts  of  the 
scries  in  bars  excited  interest. 

C  &  W  Videotown  surveyors  revisited  the 
dealers  last  April.  This  is  what  they  found, 
according  to  Mr.  Tasker:  A  total  of  18  color 
sets  was  sold  in  the  Videotown  area.  Eleven 

were  in  private  homes;  seven  were  in  bars. 
Four  were  in  the  city  proper,  actually  in 

bars,  with  the  remainder  in  Videotown's 
surrounding  small  towns  and  out  in  the 
country. 

Who  are  the  families  with  color  in  the 

Videotown  area?  Generally,  they  are  in  the 
older  age  groups,  of  middle  or  high  income, 
and  in  executive  or  professional  groups  with 
a  below  average  number  of  young  children. 

Mr.  Tasker  notes  that  seven  of  the  1 1 

color  set  families  had  three  tv  sets  in  opera- 
tion. Three  of  the  breadwinners  in  the  11 

families  were  electrical  engineers  with  a 
smack  of  professional  interest  in  color,  and 
one  was  completely  in  the  tv  field.  Three 
families  had  not  seen  color  until  their  sets 
arrived.  Of  the  remainder,  the  families  were 

divided  about  equally  in  seeing  their  first 
colorcast  at  a  bar  or  at  a  dealer.  Every 
buyer,  except  one,  had  purchased  the  set 
late  last  year. 

These  observations  lead  Mr.  Tasker  to 

emphasize  the  correlation  between  the  trend 
of  last  spring  with  that  of  the  1949  interest 
in  tv  just  when  the  medium  was  to  begin  a 
rapid  development.  He  imparts  this  general 

statement  from  the  April  report:  "The  color 
set  owners  in  Videotown  testify  to  an  in- 

creasing interest  among  their  friends  remi- 

niscent of  the  early  days  of  television." The  existence  of  color  sets  in  bars  at  the 

early  stage  of  color  development  recalls  to 

Mr.  Tasker's  mind,  the  similar  bar  and  grill 
use  of  black-and-white  receivers  in  the  early 
days  of  tv.  But  the  agency  researcher,  after 
visiting  all  seven  bars,  found  a  difference: 
In  April,  the  sets  were  being  used  as  much 
or  more  for  black-and-white  telecasts  than 
for  color  even  when  color  was  on  the  air. 

Bartenders  told  C  &  W's  researchers  that  the 
clientele  whetted  their  tv  thirst  on  favorite 

detective  stories  or  sports  events  rather  than 
on  spectaculars.  One  of  the  bartenders  was 
ready  to  chuck  the  color  receiver  out.  The 
fact  that  the  World  Series  in  color  made  such 
a  hit  in  the  bars  bore  out  this  desire  to  stick 

to  familiar  tavern  programming — color  or 
not. 

Next  Videotown  report  will  be  made  by 

Spot  planning  still  in  confer- 
ence stage,  although  Grove 

Labs,  Vick  Chemical  and  Mon- 

ticello  Drug  already  are  cast- 
ing about  for  availabilities. 

COLD  REMEDY  advertisers,  traditionally 
heavy  users  of  radio  and  television,  last  week 

were  beginning  to  shape  up  plans  for  air  sched- 
ules coinciding  with  the  sniffle  season  next  fall. 

A  B«T  check  of  some  of  the  major  advertisers 
in  this  category  showed  that,  in  the  main,  spot 
planning  was  still  in  the  conference  stage,  al- 

though at  least  three  sponsors — Grove  Labs, 
Vick  Chemical  and  Monticello  Drug — were 
known  to  be  casting  about  for  spot  availabilities. 

Preliminary  estimates  suggest  a  continued 
increase  in  the  heavy  use  of  the  air  media  by 

the  "cold"  accounts,  with  traditional  emphasis 
on  spots  and  network  participations. 

Client  by  client,  current  plans  break  down 
as  follows: 

Grove  Labs  (Four  Way  cold  tablets),  St. 
Louis,  will  spend  approximately  $1.2  million 
in  a  campaign  to  be  launched  early  in  October. 
Grove  will  increase  its  budget  about  10%  over 

last  year's  outlay.  The  '56  schedule  will  include 
one-minutes,  chain  breaks  and  ID's  on  about 
150  television  stations  and  early  morning  spots 
to  be  placed  on  nearly  200  radio  stations. 
Contract  will  run  from  20  to  26  weeks.  Agency 
is  Harry  B.  Cohen.  New  York. 

Anahist  Co.,  Yonkers,  N.  Y.,  has  not  yet 
started  to  clear  time,  but  it  is  understood  that 
its  agency.  Ted  Bates  Inc.,  New  York,  has 
recommended  a  spot  campaign  this  fall.  Client 
approval  of  the  recommendation  is  expected 
within  the  next  10  days.  Last  year  Anahist  em- 

ployed a  television  spot  announcement  schedule 
in  about  100  markets  and  participations  in  sev- 

eral radio  network  shows. 

Musterole  Co.  (Musterole),  Cleveland, 

through  Erwin  Wasey  &  Co.,  New  York,  nor- 
mally starts  its  fall  buying  about  this  time  of 

the  year.  However,  the  business  was  sold  re- 
cently to  A.  Plough  Co.,  Memphis,  with  conse- 

quent indecision  whether  Wasey  or  Plough's 
own  agency,  Lake,  Shapiro  &  Scott,  Memphis, 
will  handle  the  advertising.  The  issue  is  ex- 

pected to  be  resolved  shortly,  with  Musterole's 
fall  spending  plans  known  by  the  end  of  July. 

Grove  Labs  (Bromo  Quinine  cold  tablets). 
St.  Louis,  through  Benton  &  Bowles,  New  York, 
is  expected  to  develop  its  fall  plans  by  next 
week. 

National    Brands    Div.    of    Sterling  Drug 

(Bayer  aspirin),  New  York,  will  continue  its 
present  radio  and  television  spot  campaign  in 

C  &  W  this  fall,  probably  in  September.  Re- 
searchers now  are  preparing  to  invade  New 

Brunswick  to  feel  the  tv  pulse  of  set  owners, 
dealers  and  others.  What  does  Mr.  Tasker 
feel  about  the  new  report? 

"All  the  evidence  of  price  reductions,  in- 
creased dealer  activity,  the  growing  schedule 

of  color  telecasts  and  the  success  of  sales 

drives  in  various  cities  indicate  that  the  hap- 
penings in  Videotown  are  still  typical  of  the 

country,  and  that  ownership  of  color  sets 

will  increase  rapidly." 
He  adds:  "We  expect  to  find  a  marked 

increase  in  interest  in  color  in  this  year's 
survey!"  And  as  Videotown  goes,  he  feels, 
so  goes  the  nation. 

more  than  100  markets  on  its  regular  52-week contract. 

Pharmaceutical  Inc.  (Geritol),  through  Ed 
Kletter  Assoc.,  New  York,  traditionally  a  late 
starter  in  its  purchase  of  fall  spots,  once  again 
will  hold  off  action  until  late  in  August. 

Seeck  &  Kade  Inc.  (Pertussin),  New  York, 

through  McCann-Erickson,  New  York,  similarly 
will  reserve  action  on  its  fall  plans  until  the 
end  of  August  when  M.  Kade,  president  of  the 
firm,  returns  from  a  European  trip.  Last  year 
Pertussin  used  spot  announcements  in  100  radio 
and  about  a  dozen  television  markets. 

Luden's  Inc.  (Luden's  cough  drops),  Reading, 
Pa.,  through  J.  M.  Mathes,  will  start  sponsor- 

ship of  a  quarter  hour  of  Captain  Kangaroo, 

Saturday  mornings  on  CBS-TV. 
Monticello  Drug  (666  cold  remedy),  Jackson- 

ville, Fla.,  already  is  clearing  availabilities 
through  its  agency,  Charles  B.  Hoyt,  in  200 
southern  radio  stations,  starting  Oct.  1  and 
running  through  March  1957  [B»T,  June  25]. 

Vick  Chemical  Co.  (cough  syrup,  inhalator, 
throat  lozenges),  through  Morse  International. 
New  York,  is  planning  to  use  approximately  15 
radio  and  30  television  markets  for  a  13-week fall  campaign. 

Vick  Chemical  Co.  (Vick  Vaporub),  New 
York,  through  BBDO,  New  York,  is  expected 
to  make  its  fall  plans  definite  by  next  week. 
A  plans  meeting  at  the  agency  will  be  held  early 
this  week.  Vick  probably  will  continue  its  par- 

ticipations on  Mickey  Mouse  Club  on  ABC-TV. 

Campbell-Mithun  Seeking 

Free  Plugs  for  New  Show 

CAMPBELL-MITHUN  Inc.,  Minneapolis,  is 

seeking  free  merchandising  and  promotion  '"as- 
sistance" in  the  form  of  spot  announcements 

from  the  119  tv  stations  scheduled  by  Pillsbury 
Mills  to  carry  its  Stars  of  the  Grand  Ole  Opry 
film  series  starting  about  Sept.  1. 

The  promotional  announcements  have  been 
requested  by  the  agency  to  herald  the  start  of 
the  series,  the  possible  personal  appearances  of 
the  troupe  in  those  markets  and  local  contests 
next  January  or  February.  Solicitations  for  the 
plugs  (minimums  of  30  and  40),  along  with 

"any  other  assistance  you  can  give  us,"  have 
been  mailed  to  all  stations  involved  .  in  the 
estimated  $500,000  gross  sale  deal  negotiated 
by  Pillsbury  last  May  [B«T,  May  28]. 

Arthur  Lund,  vice  president  and  radio-tv  di- 
rector of  Campbell-Mithun,  told  B»T  Thursday 

reaction  to  the  requests  has  been  "extremely 
good"  and  nearly  complete.  Most  of  the  sta- 

tions are  in  smaller  markets,  he  added.  A 
similar  project  was  conducted  by  Pillsbury 
last  year,  he  said. 

COLD  REMEDIES  MAP  FALL  CAMPAIGNS 
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TV  MATERIAL  IS  PRE-TESTED 

BY  NEW  AGENCY  EQUIPMENT 

•  Three  advertising  firms  set  up  individual  methods: 

•  N.  W.  Ayer  establishes  its  own  'color  laboratory' 
•  Kenyon  &  Eckhardt  develops  portable  testing  machine 

•  And  BBDO  purchases  a  closed  circuit  video  system 

THREE  top  advertising  agencies — N.  W.  Ayer 
&  Son,  Kenyon  &  Eckhardt  and  BBDO — are 
moving  simultaneously  although  along  some- 

what different  paths  in  the  direction  of  pre- 
testing tv  material  before  programs  and/or 

commercials  are  placed  on  the  air. 
The  three  agencies  reported  last  week  on  in- 

dividual activity  and  latest  arrangements.  In 
general  these  are: 

•  N.  W.  Ayer  (Philadelphia  and  New  York) 

— establishment  of  a  "color  laboratory"  to  test 
color  tv  material  and  to  train  its  people  in 
using  the  medium. 

•  Kenyon  &  Eckhardt,  New  York — develop- 

ment of  a  new  device,  a  portable  tv  commercial 
testing  machine,  as  an  economical  and  quick 
way  to  pre-test  tv  commercials  before  they  go 
on  the  air. 

•  BBDO,  New  York — purchase  of  a  closed 
circuit  tv  system  for  pre-studio  testing  and  audi- tioning. 

Other  radio-tv  active  agencies  have  been  en- 
gaged in  pre-testing.  For  example,  J.  Walter 

Thompson,  New  York,  is  a  veteran  in  the  pre- 
testing of  commercials  via  its  own  facilities. 

Another  agency,  McCann-Erickson,  currently 
is  setting  up  its  closed-circuit  system  for  similar 

purposes. 

N.  W.  Ayer  announced  its  contract  with  SRT 
Television  Studios  in  New  York  will  provide  it 
with  both  black-and-white  and  color  tv  facilities. 
The  agency  will  conduct  a  three-part  program 
under  the  general  supervision  of  Thomas  H. 
Calhoun,  head  of  tv  programs  and  production. 
The  agency  estimates  the  tv  equipment  to  be 

made  available  by  SRT  is  worth  $500,000.  In- 
cluded is  a  new  RCA  live  color  camera  chain. 

First  part  of  the  program  will  be  made  up  of 
the  testing  of  commercials,  packaging  and  art 
materials  before  cameras  and  live  auditions  for 

talent,  all  directed  by  David  M.  Crandell,  super- 
visor of  tv  production  at  Ayer.  As  explained 

by  the  agency,  this  phase  will  provide  guidance 

on  proper  use  of  color  to  get  a  "natural  and 

effective  picture." Second  phase  will  be  a  commercial  color 
course  for  agency  people  under  the  direction  of 
Donald  S.  Hillman,  former  NBC-TV  producer- 

director  and  now  a  member  of  the  agency's 
television  directing  staff.  The  course  begins  the 
middle  of  this  month  and  will  include  lectures 

in  Ayer's  studio  in  New  York  (30  Rockefeller 
Plaza)  by  network  executives,  creative  experts 
and  speakers  from  commercial  studios.  Subjects 

to  be  covered  include  present  and  future  devel- 

PLAYING  THE  ERRORS  IN  RATINGS 

By  Jerome  M.  Sachs 

RATINGS  and  the  resultant  cost-per-thousand  are  the  tools  of 
our  trade.  But,  like  any  other  product  of  a  sampling  study, 
ratings  are  figures  with  a  statistical  error  that  can  be  calculated. 

Ignoring  these  errors,  which  are  implicit  in  all  survey  results, 
has  led  to  some  remarkably  silly  behavior.  When  a  rating  falls 
from  a  40  to  a  35  there  is  a  great  demand  for  improvement. 
The  difference  between  40  and  35  may  be  of  significance  to  a 
client  agency,  network  or  station.  But,  the  apparent  difference 
may  not  be  a  real  one  .  .  .  the  difference  may  be  a  statistical 
error. 

When  a  survey  is  taken  and  it  is  reported  that  40%  of  all 
tv  homes  in  an  area  viewed  a  given  program,  this  does  not  mean 
precisely  40%  ...  it  means  approximately  40%.  The  range  of 

this  "approximately" — the  upper  and  lower  limits — is  the  calcu- 
lated statistical  error.  These  limits  are  always  expressed  with  an 

associated  degree  of  reliability  called  the  degree  of  confidence. 

The  degree  of  confidence  is  expressed  as  a  percent.  For  in- 
stance, 99.7%  confidence  tells  us  that  if  we  repeated  this  survey 

the  results  would  be  within  the  established  limits  99.7  times  out 

of  100.  Likewise,  95%  confidence  means  that  we  should  expect 
to  be  correct  95  times  out  of  100  ...  68%  means  68  times  out 
of  100. 

In  terms  of  odds  99.7%  confidence  is  like  betting  $369.40  to 
$1;  95%  confidence  is  like  betting  21  to  1  odds,  68%  is  a  $2.15 
to  $1  favorite. 

Now  that  we  understand  the  meaning  of  statistical  error  and 

confidence  limits,  let's  see  what  a  rating  really  means. 
(It  should  be  understood  that  the  size  of  the  sample  in  relation 

to  the  entire  population  does  not  affect  its  projectability.  That 

is,  a  properly  selected  sample  of  400  in  New  York  with  4,439,- 
880  tv  homes  has  the  same  projectability  as  does  a  properly 
selected  sample  of  300  in  Portland,  Ore.,  with  313,070  tv  homes.) 

Let's  take  these  two  cites,  New  York  and  Portland,  and  ex- 
amine two  extreme  ratings  in  each  market.  In  New  York  we 

will  work  with  a  4.0  and  a  40.0  on  a  sample  base  of  400  tv 
homes.  In  Portland  we  will  work  with  the  same  4.0  and  40.0 

on  a  sample  base  of  300  tv  homes. 
The  following  tables  show  upper  limits  and  lower  limits  for 

two  sample  sizes  with  varying  degrees  of  confidence.  Remember 

the  upper  limits  are  the  highest  extremity  of  the  "approxi- 

mately"; the  lower  limits  are  the  lowest  extremity  of  the 

proximately." 
TABLE  I 

ap- 

UPPER  AND  LOWER  LIMITS 

City 

Portland 

New  York Portland 
New  York 

City 

Portland 
New  York 
Portland 
New  York 

City 

Portland 
New  York Portland 
New  York 

Sample  Size 300 
400 

300 
400 

Sample  Size 
300 
400 

300 
400 

Sample  Size 300 
400 
400 
400 

99.7%  Confidence 

Rating 
4.0 

4.0 
40.0 
40.0 

Upper  Limits 

7.4 

6.9 
48.5 
47.4 

TABLE  II 
UPPER  AND  LOWER  LIMITS 

95%  Confidence 

Rating 

4.0 
4.0 

40.0 40.0 Upper  Limits 

6.3 
6.0 

45.7 45.0 
TABLE  III 

UPPER  AND  LOWER  LIMITS 
68%  Confidence 

Rating 

4.0 

4.0 

40.0 40.0 

charts 

Upper  Limits 

5.T 

5.0 

42.8 
42.5 

Lower  Limits 

0.6 

1.1 
31.5 

32.7 

Lower  Limits 
1.7 
2.0 

34.3 
35.0 

Lower  Limits 
2.9 
3.0 

37.2 
37.5 

these 

let's 

examine  even  the  more 

.  .  let's  see  what  a  40.0 

On  the  basis  of 

closely  the  meaning  of  approximately 

rating  really  means. 
On  a  sample  base  of  400  a  40.0  rating  is  somewhere  between: 

99.7% 
Confidence 

47.4 
32.7 

95% 

Confidence 
45.0 

35.0 

68% 

Confidence 

42.5 37.5 

It  becomes  apparent  that  as  the  degree  of  confidence  is  in- 
creased so  is  the  range  in  which  the  rating  might  fall.  Although 

68%  confidence  gives  us  the  narrowest  limits  it  affords  too  little 
confidence  .  .  .  99.7%  is  best  but  the  limits  are  far  too  great. 
We  will  therefore  use  95%  confidence  limits,  since  this  certainly 

gives  a  high  enough  degree  of  confidence  and  still  keeps  a  rela- 
tively narrow  range. 

Translated  into  cost-per-thousand  this  means  that  in  New  York 

a  Class  "AAA"  spot  with  a  40.0  rating  that  cost  $2,050  has  a 
cost-per-thousand  of  $1.15.  With  95%  confidence  this  $1.15 
means  somewhere  between  $1.03  and  $1.32. 

In  Portland,  Ore.,  a  Class  "AAA"  spot  with  a  40.0  rating  that 
cost  $200  has  a  cost-per-thousand  of  $1.60.  With  95%  con- 

fidence his  $1.60  means  somewhere  between  $1.40  and  $1.86. 

Assuming  that  we  could  get  4.0  rating  at  one  tenth  the  cost  of 
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opment  of  color  programming,  audience  for 
color  telecasts,  cost  and  budgeting,  technical  and 

engineering  developments,  uses  of  live  produc- 
tion, film  and  slides,  and  problems  of  design, 

art  work,  makeup  and  wardrobe  in  preparing 
material  for  color  tv.  Supplementing  the  lec- 

tures will  be  workshop  sessions  at  SRT's  studios. 
The  agency  said  the  lectures  and  question-and- 
answer  periods  would  be  recorded,  then  edited 
and  compiled  in  a  printed  report  for  Ayer  and 
its  clients. 
A  coaxial  cable  will  be  installed  between 

SRT's  studios  and  the  Ayer  office  in  New  York 
to  permit  closed-circuit  testing  of  material.  This 
latter  facility  makes  up  the  third  phase  of  the 
program. 

In  announcing  Ayer's  move,  James  E.  Hanna, 
vice  president  in  charge  of  the  agency's  radio-tv 
department,  cited  the  "growing  importance  of 
color  as  well  as  black-and-white  tv"  in  the  ad- 

vertising plans  of  the  agency's  clients.  Said  Mr. 
Hanna:  "The  investments  which  clients  make  in 
television  are  so  great  that  we  believe  it  is  vital 

to  pre-test  many  types  of  material  quickly  and 
carefully  before  putting  it  on  the  air.  Color  will 
bring  new  problems,  and  these  cannot  be  solved 
properly  at  desks,  drawing  boards  or  around  a 

conference  table. 

"These  can  only  be  solved  by  actual  work 
before  a  color  camera  and  study  of  the  results 
on  a  receiving  set.  In  the  past,  such  testing 
could  only  be  done  occasionally,  by  courtesy  cf 
the  networks  or  stations  equipped  to  transmit 
color.  The  arrangement  with  SRT  Television 
Studios  puts  testing  on  a  regular,  businesslike 

basis." 

Simply  described,  K&E's  new  testing  device — 
shaped  like  a  large  automatic  coffee  vending 
machine  —  contains  a  continuous  recording 

mechanism  which  registers  the  viewer's  reac- 
tions to  a  tv  commercial  before  actual  showing 

to  the  public.  The  reactions  permit  the  tv  pro- 

ducer to  evaluate  the  commercial's  efficiency. 

As  invented  by  K&E's  senior  vice  president 
in  charge  of  marketing  services,  G.  Maxwell 
Ule,  the  machine,  for  which  a  patent  has  been 
applied,  has  a  rear-view  projector  that  throws 
a  filmed  commercial  onto  a  screen  at  eye-level. 
The  viewer  records  his  reactions  to  the  com- 

mercial at  the  moment  he  sees  and  hears  it  by 
an  adjustable  lever.  If  the  viewer  likes  the  com- 

mercial, he  moves  the  lever  to  the  right;  if  he 
dislikes  it,  the  lever  is  moved  to  the  left — the 

more  intense  the  reaction,  the  farther  he  moves 
the  lever. 

According  to  K&E,  the  machine  will  be  made 
available  to  clients  and  can  be  set  up  at  super- 

markets, department  stores  and  other  "high 
traffic"  areas  for  more  typical  test  audiences. 
Reactions  are  recorded  on  a  tape  that  can  be 
analyzed. 

The  machine  is  on  view — and  will  be  through 
August — as  a  feature  of  a  special  Ford  Motor 
Co.  (a  K&E  client)  testing  exhibit  at  Grand 
Central  Station  in  New  York,  a  display  of  vari- 

ous electronic  devices  being  put  to  use  by  the 
auto  maker. 

Mr.  Ule  told  B«T  the  machine  "helps  us 
overcome  the  language  problem.  Language  is 

the  biggest  barrier  in  communications.  People 
simply  cannot  express  themselves  audibly.  They 

can't  tell  you  outright  whether  they  like  some- 
thing or  not.  Now  they  can  tell  us  in  a  non- 
verbal way."  Mr.  Ule,  who  had  been  thinking 

of  such  a  testing  device  over  the  past  10  years, 
developed  it  especially  for  K&E,  explaining,  it 

"reflects"  the  viewpoint  of  the  agency  "we  are 
trying  to  build.  .  .  .  Build  a  better  gadget,  you 

the  40.0  rating  we  would  assume  the  cost-per-thousands  to  be 
equal.  But  this  is  how  it  works  out. 

TABLE  IV 
UPPER  AND  LOWER  LIMITS 

Market 
New  York 

Portland,  Ore. 

Rating 
40.0 
4.0 

40.0 
4.0 

Cost 

$2,050. 205. 
$  200. 

20. 

CPM 

$1.15 1.15 
1.60 
1.60 

Upper Limit  CPM 

$1.32 
2.31 1.86 
3.76 

Lower 
Limit  CPM 

$1.03 .77 1.40 

1.01 

Now  which  is  the  better  buy  .  .  .  the  4.0  rating  for  $20  or  the 
40.0  rating  for  $200? 

Note  that  the  4.0  rating  may  vary  by  as  much  as  50%  .  .  .  the 
40.0  rating  may  vary  by  as  much  as  12.5%.  (The  higher  the 
rating  the  lower  the  percent  of  variance.  Conversely,  the  lower 
the  rating  the  higher  the  percent  of  variance.) 

Thus  far  we  have  discussed  rating  and  the  resultant  cost-per- 
thousand  in  only  two  markets.  But  the  cost-per-thousand  varies 
market  to  market  depending  of  course  on  the  cost-per-spot  in 
relation  to  the  number  of  tv  homes  in  the  coverage  area  in  rela- 

tion to  the  ratings  possible. 

cpM==  
Cost  Per  Spot 

Thousands  of  Tv  Homes  In  Area  x  rating  % 

By  virtue  of  stations  not  always  scaling  their  prices  in  relation 

to  the  number  of  tv  homes  covered,  the  cost-per-thousand  has 

a  built-in  bias.  For  instance,  $200  could  buy  one  "AAA"  spot 
in  Indianapolis  with  597,130  tv  homes.  The  same  $200  buys  one 

"AAA"  spot  in  Portland  with  only  313,070  tv  homes.  Portland 
has  an  inherent  cost-per-thousand  of  almost  twice  Indianapolis. 

To  illustrate  this  point  we  have  selected  38  markets  and  have 
arranged  them  in  descending  order  of  tv  homes.  We  took  the 

JEROME  M.  SACHS  is  a  time- 
buyer  with  Doyle  Dane  Bernbach, 
New  York,  on  the  Max  Factor 
and  Gallo  Wine  accounts.  He 

started  in  the  agency  field  some 
11  years  ago  with  J.  D.  Tarcher 

&  Co.,  New  York.  After  a  five- 
year  hitch  there,  he  went  into 

the  Army  for  two  years.  Return- 
ing to  civilian  life,  he  joined  Cecil 

&  Presbrey,  and  later  was  asso- 
ciated with  Franklin  Bruck  Adv. 

before  moving  to  Doyle  Dane 
Bernbach  six  months  ago. 

highest  one-time  Class  "AAA"  rate  in  each  market.  To  illustrate 
the  rating  possible  we  selected  the  rating  of  the  #  1 5th  ranking 

show  in  each  market,  and  then  calculated  the  cost-per-thousand. 
TABLE  V 

Highest lx  Rate 

Rating 

Class 
of  15th 

No.  Tv "AAA" Show  in Homes 
Homes 

Spot 

Market Reached 
CPM 

4,439,880 
2,050 

26.4 1,172,130 

$1.75 

2,072,600 750 27.5 569,970 1.32 
1,982,430 650 27.5 

569,970 1.32 1,713,600 

650 
26.0 445,540 1.46 

1,373,760 550 

25.7 

353,060 
1.56 1,131,760 500 31.0 350,850 
1.43 

1,123,170 

300 28.7 
322,350 

.93 
1,020,280 

400 47.3 

482,590 .83 
753,570 330 

30.2 
227,580 

1.45 

630,400 
300 26.2 

165,160 1.82 
597,130 

200 

36.8 

219,740 .91 
592,820 

350 24.4 
144,650 2.42 590,460 330 28.2 
166,510 

1.98 
542,090 200 

27.0 
146,360 1.37 

540,390 225 
25.0 

135,100 
1.67 

500,100 190 
35.3 

176,540 1.08 470,350 175 37.8 
177,790 

.98 
461,730 

190 

46.5 214,700 
.88 

445,030 220 
27.9 

124,163 1.77 
430,990 190 25.0 107,750 

1.76 

371,330 200 

35.9 
133,300 

1.50 

358,740 225 
42.6 

152,820 
1.48 356,840 

130 

30.8 
109,900 1.18 313,070 200 31.0 97,050 

2.06 

305,460 

180 

26.7 81,560 2.21 304,150 225 

48.0 

145,990 
1.54 290,680 

180 

40.3 117,144 
1.54 290,190 

225 
31.2 

90,540 
2.49 

287,820 

160 

32.5 
93,540 

1.71 

286,275 175 31.5 
90,180 1.94 283,520 

200 
35.0 99,230 2.01 259,150 

150 

25.8 66,860 2.24 221,630 170 34.2 

75,800 2.24 213,605 

140 

32.5 
69,420 

2.02 
169,150 

150 

29.7 

50,240 

2.99 
168,690 

125 30.4 51,280 2.44 146,330 137.50 
33.0 48,290 

2.85 
91,360 65 

38.8 35,450 
1.83 

Rank  City 
1.  New  York 2.  Chicago 
3.  Los  Angeles 4.  Philadelphia 
5.  Detroit 
6.  Boston 
7.  San  Francisco 
8.  Pittsburgh 
9.  St.  Louis 
10.  Milwaukee 
11.  Indianapolis 
12.  Washington,  D.  C. 
13.  Minneapolis-St.  Paul 14.  Atlanta 
15.  Dallas-Ft. Worth 
16.  Louisville 
17.  Dayton 
18.  Schenectady 
19.  Houston-Galveston 
20.  Seattle-Tacoma 
21.  Syracuse 
22.  Toledo 
23.  Sacramento 
24.  Portland,  Ore. 
25.  San  Diego 
26.  Miami 
27.  Jacksonville 
28.  Oklahoma  City 
29.  Rochester 
30.  Tulsa 
31.  Omaha 
32.  Denver 
33.  San  Antonio 
34.  Richmond 
35.  Salt    Lake  City 
36.  Tampa-St.  Petersburg 
37.  Spokane 
38.  Duluth-Superior 

Notice  the  range  in  the  cost-per-thousand.  Pittsburgh  (#8) 
comes  up  with  83  cents  cost-per-thousand.  Salt  Lake  City  (#35) 
shows  a  cost-per-thousand  of  $2.99.  Notice,  too,  that  the  higher 
cost-per-thousands  seems  to  appear  in  the  smaller  markets. 

This  is  by  no  means  the  end  of  the  story.  We  have  dealt  only 
with  individual  spot  ratings  and  their  costs-per-thousand.  Other 
problems  arise  when  ratings  are  added  to  yield  total  rating  points 

per  station  or  market.  And,  too  there  are  the  problems  of  au- 
dience duplication  and  frequency. 

What  we  have  hoped  to  do  is: 

(1)  Point  out  that  ratings  are  certainly  a  useful  barometer 
of  program  popularity.  But  we  must  always  keep  the 
plus  and  minus  of  our  confidence  intervals  in  mind. 

(2)  Cost-per-thousands  are  an  excellent  index  of  spot  ef- 
ficiency. But  we  must  beware  of  comparing  cost-per- 

thousands  with  built-in-bias.  Only  cost-per-thousands 
within  the  same  market  are  comparable. 
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A  COLOR  LABORATORY  for  regular  testing  of  television  material 
and  training  of  staff  members  has  been  set  up  by  N.  W.  Ayer  & 
Son  through  a  contract  signed  with  SRT  Television  Studios  in 
New  York.  In  the  color  control  room  watching  a  test  are  (I  to  r) 

David  M.  Crandell,  Ayer  supervisor  of  tv  production;  SRT  President 
John  F.  Gilbert;  Donald  S.  Hillman,  an  Ayer  tv  director,  and 
Norman  P.  Tate,  head  of  art  for  the  agency.  The  laboratory  also 
will  be  used  for  black-and-white  television. 

A  PORTABLE  tv  commercial  testing  machine  has  been  developed 

by  Kenyon  &  Eckhardt.  The  machine  contains  a  continuous  re- 

cording mechanism  which  registers  the  viewer's  reaction  to  a  tv 
commercial  before  it  actually  is  shown  to  the  public.  Here  Laura 

Riordan  "talks  back"  to  a  commercial  on  the  machine  at  a 
Ford  Motor  Co.  exhibit  in  New  York  City,  and  G.  H.  England, 

Ford's  director  of  consumer  research,  watches  the  machine  reg- 
ister her  reaction. 

get  a  better  team,  and  consequently,  better 

advertising." 
The  machine,  hand-manufactured  for  $2,500, 

has  a  patent  pending  in  Mr.  Ule's  name,  and 
should  a  sufficient  number  of  agencies  express 

a  collective  interest  in  it,  Mr.  Ule  said,  "we 
may  make  it  available  to  other  shops,  in  time." 
Present  plans,  however,  call  for  its  exclusive 
use  by  K&E  and  its  clients.  It  is  designed  to 
handle  one  commercial  on  a  continuous  basis 

("we'd  be  defeating  the  premise  of  individual 
attention  on  one  given  commercial  if  we'd  run 
a  string  of  spots,"  Mr.  Ule  said)  which  will  be 
changed  after  three  days,  and  is  adaptable  for 
either  black-and-white  or  color  film. 

K&E  notes  that  once  viewers'  reactions  are 

analyzed  by  the  agency's  research  department, 
producers  can  then  determine  what  segments 
of  the  commercial  create  interest  and  accept- 

ance; learn  what  "creates  positive  and  negative 
reactions,"  and  decide  which  to  eliminate  from 
the  commercial. 

Supplementary  Questionnaire 

Mr.  Ule  also  suggested  that  even  though  the 
machine  seems  to  provide  accurate  reflection  of 

viewers'  reactions  to  a  commercial,  a  supple- 
mentary questionnaire  is  desirable  to  get  at  the 

reasons  in  back  of  the  reactions.  To  date,  more 
than  1,000  persons  have  given  their  reactions  to 
the  machine  in  a  three-months  testing  period  at 
the  Jersey  Tire  Co.,  appliance  store  in  Plainfield, 
N.  J.,  and  at  Quackenbush  department  store  at 
Paterson,  N.  J. 

In  these  tests,  a  questionnaire  asked  the  view- 

er who  had  manipulated  the  machine's  lever, 
what  the  commercial  showed  and  told  about  the 

product;  whether  he  rated  it  "better,  poorer  or 
on  an  average"  with  other  commercials  and  why; 
whether  he  remembered  the  brand  name;  what 
specific  parts  of  the  commercial  he  liked  or 
disliked;  whether  he  planned  to  buy  the  prod- 

uct as  a  result  of  the  commercial,  and  what 
were  his  past  buying  habits  concerning  the 
particular  product. 

The  new  closed-circuit  tv  system  acquired  by 
BBDO  was  purchased  from  General  Precision 
Lab,  Pleasantville,  New  York. 

According  to  Robert  Foreman,  BBDO's  vice 

president  and  director  for  radio  and  television, 

the  equipment  will  provide  for  pre-studio  test- 
ing and  auditioning. 

Mr.  Foreman  said  BBDO  will  use  the  equip- 

ment for  "preliminary  checks"  on  art  work, 
photographs  and  package  designs  to  see  how 
these  items  register  on  black-and-white  tv.  Ac- 

cording to  Mr.  Foreman,  the  new  system  is  "a 
logical  part  of  the  agency's  tv  equipment." 

Models  and  actors  will  be  auditioned  to  test 

them  for  their  "tv  looks"  via  the  system,  Mr. Foreman  added. 

Slater  Promoted  to  V.  P. 

GEORGE  A.  SLATER,  senior  vice  president, 

Mullay  &  Nichols,  New  York,  has  been  ap- 
pointed to  the  newly  created  post  of  executive 

vice  president,  it  was  announced  last  week.  Mr. 
Slater  will  be  responsible  for  account  servicing 
and  will  share  management  responsibilities  with 
John  P.  Kelley,  president.  Mr.  Slater  has  been 
with  the  agency  since  1938  and  before  that  had 
been  associated  with  Ralph  J.  Jones  agency, 
Cincinnati. 

Timely  Article 

THE  CRASH  between  Trans-World-Air- 
lines and  United  Airlines  planes  produced 

a  concentrated  three-day  spot  campaign 

by  Reader's  Digest,  calling  attention  to 
an  article  in  the  July  issue  of  the  maga- 

zine on  traffic  jams  in  the  air.  Walter 

Weintz,  circulation  director  of  Reader's 
Digest,  said  that  as  soon  as  he  heard  de- 

tails of  the  tragedy,  he  ordered  a  spot 
radio  campaign  on  CBS  Radio  stations 
in  New  York,  Washington,  Los  Angeles, 
San  Francisco  and  Chicago,  using  10  an- 

nouncements last  Monday  and  five  on 
Tuesday  and  Wednesday.  He  added  that 

Reader's  Digest  earlier  had  produced  a 
five-minute  free  film  on  the  subject  of 

traffic  jams  in  the  air,  which  "several 
hundred"  tv  stations  have  been  using. 

S.  F.  BREWERY  BUYS 

PRO  GRID  SLATES 

SAN  FRANCISCO  BREWING  Co.  (Burger- 
meister  beer)  plans  a  one-half  million  dollar 
radio-tv  professional  football  budget  this  fall, 
it  was  announced  Thursday  by  President  Henry 

E.  Picard,  with  purchase  on  Don  Lee  Broad- 
casting System  of  all  18  games  of  the  Los 

Angeles  Rams  and  all  18  games  of  the  San 
Francisco  Forty  Niners.  Radio  coverage  also 
includes  International  Network,  Arizona  Broad- 

casting System  and  several  stations  in  Alaska 
and  Hawaii. 

Burgermeister  also  has  purchased  CBS-TV's professional  football  package  in  Los  Angeles 
and  San  Diego,  consisting  mostly  of  Rams 
games.  Burgermeister  had  sponsored  both  the 
Rams  and  Forty  Niners  last  season  on  ABC-TV 
in  more  than  one  dozen  western  markets  but 

the  CBS-TV  package  this  year  precludes  that 
coverage.  Instead,  Burgermeister  is  doubling 
its  normal  complement  of  spots  in  other  tv 
markets  in  addition  to  football  budget  which 

includes  heavy  radio-tv  spot  promotion  sched- 
ule. The  radio  schedule  starts  Aug.  11  with  an 

exhibition  game.  Burgermeister  places  through 

BBDO,  San  Francisco. 

Brewery  Expands  Potter  Show 
To  15  More  Western  Markets 

REGAL  Pale  Brewing  Co.,  San  Francisco, 
through  Guild,  Bascom  &  Bonfigli  there,  plans 

sponsorship  of  a  weekly  half-hour  kinescope 
version  of  its  full-hour  Peter  Potter  Juke  Box 
Jury  on  KRCA  (TV)  Los  Angeles  in  15  other 
western  markets  including  Alaska  and  Hawaii 
effective  July  20.  Program  package  may  be  ex- 

panded to  midwestern  and  eastern  markets  also, 
KRCA  reported. 
To  avoid  payment  of  5%  royalty  to  the 

AFM  Music  Performance  Trust  Fund,  the  kine- 
scope portion  will  not  use  live  music,  but 

recordings  put  to  the  jury  will  be  sent  to  indi- 
vidual stations  in  advance  for  synchronized  play- 

back with  kinescope.  Peter  Potter,  disc  jockey  on 

Page  36    •    July  9,  1956 Broadcasting    •  Telecasting 



Advertisers . . 

^^^^L  TELEVISION 

^^HL        NETWORK  M^^W 

we  recommend  the  following: 

Sponsors  who  demand  a  big  response  from  their  commercials 

choose  WMAR-TV,  because  Channel  2  consistently  delivers  the 

largest  audience  from  7:00  A.M.  to  midnight. 

(ARB,  June  1956  .  .  .  46.7%  share  of  sets  in  use) 

Sports  Results  ...  A  rundown  of  major  league 

baseball  scores,  accompanied  by  highlights  of  the 

games.  There  are  also  reports  on  other  sports 

events  with  feature  stories  on  prominent  athletes, 

Monday  through  Friday  from  6:50  to  6:55  P.M. 

Sports  Feature  . . .  Filmed  interviews  with  sports- 
men from  a  variety  of  fields,  ranging  from  fishing 

to  baseball,  who  explain  the  secrets  of  their  suc- 

cess while  offering  suggestions  for  improvement. 

Monday  through  Friday  from  7:10  to  7:15  P.M. 

RANGE  RIDER 

Popular  western  series  starring 

Jack  Mahoney  and  Dick  Jones 

who  perform  daring  stunts  en- 

route  to  disposing  of  their  ene- 

mies. Tuesday  through  Friday 
from  6:00  to  6:30  P.M. 

7  O'CLOCK  FINAL        INNER  SANCTUM 

Masterful  portrayals  by  a  host  of 

accomplished  television  person- 
alities make  these  psychological 

dramas  top  mystery  thrillers. 

Monday  through  Friday  from 
11:20  to  11:50  P.M. 

David  Stickle  presents  thorough, 

fact-filled  summaries  of  major 
international,  national,  and 

Maryland  news  augmented  by 

newsfilm.  Monday  through  Fri- 

day from  7:00  to  7:10  P.M. 

On  Maximum  Power— Televising  Color WMARsTV 

CHANNEL    2       SUNPAPERS    TELEVISION       BALTIMORE,  MARYLAND 

Telephone  MUlberry  5-5670       ★        TELEVISION  AFFILIATE  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 

Represented    by   THE    KATZ    AGENCY,   Inc.    New   York,    Detroit,    Kansas   City,   Son    Francisco,   Chicago,    Atlanta,    Dallas,    Los  Angele* 
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WISC-TV  Channel  3  VHF  offers  you  a 

rich  area  market!  It  includes  the  cream  of 

America's  Dairyland,  the  home  of  the  Uni- 

versity of  Wisconsin,  Wisconsin's  Capital 
City  of  Madison,  a  northern  section  of 

^^agricultural  Illinois.  It  is  an  area  of  diversi- 
fied industry— a  leading  medical  center. 

.300,170  (1956) 

Total  Families  409,800  (1956) 

Total  Population  1,389,100  (1956) 

^  m  Total  Retail  Sales  $  1 ,68 1 , 1 47,000  ( 1 955) 

County  Coverage  30  (Wise,  III.,  Iowa) 

Power  100,000  Watts 

Antenna  Height  1826  Ft.  A.S.L. 
/ 

'•b0ro  m    /          m\         i  /  ~7   -  #  c  I 
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Represented  Nationally  by 

PETERS,  GRIFFON,  WOODWARD,  INC. 

OH  AM  M l<VHF 

MADISON,  WISCONSI  N 
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KLAC  Los  Angeles  since  inception  of  the 

KLAC  "Big  Five"  programming  format  several 
years  ago,  will  retain  only  his  Saturday  and 
Sunday  featured  spot  on  the  radio  station. 
Meanwhile,  KLAC  has  named  Bill  Silbert, 
formerly  on  WMGM  New  York,  as  disc  jockey 
to  replace  Mr.  Potter  weekdays.  Mr.  Silbert 
changes  his  air  name  to  Bill  Bradley.  He  has 
signed  a  five-year  local  radio  contract  with 
KLAC. 

Last  Biow  Accounts  Signed 

THE  last  of  the  former  Biow  Co.  accounts 
found  a  new  agency  last  week,  when  Julius 
Wile  Sons  &  Co.  (imported  liqueurs)  and  See- 
man  Bros.  Inc.  (White  Rose  tea  and  other 
foods),  both  New  York,  appointed  Anderson  & 
Cairns,  New  York,  as  their  agency. 

Wile,  Seeman  and  the  Benrus  watch  accounts 
were  all  serviced  over  a  period  of  25  years  by 
Jack  Tarcher,  now  senior  vice  president  and 
account  supervisor  of  Lennen  &  Newell.  After 
Mr.  Tarcher  dissolved  his  agency,  the  three 
accounts  accompanied  him  to  Cecil  &  Presbrey 
and  Biow,  now  both  defunct.  C&P  folded  in 
November  1954,  Biow  last  month.  Mr.  Tarcher 

resigned  Wile  and  Seeman  before  joining  Len- 
nen &  Newell  with  Benrus  this  past  spring  be- 

cause of  "product  conflict."  The  two  accounts 
will  continue  to  be  serviced  by  Ed  Ridley, 
account  executive  at  C&P  and  Biow  on  the 
two  accounts  and  who  had  been  with  Mr. 
Tarcher  for  the  past  15  years. 

ARB  Releases  Ad  Study 

ADVERTISING  Research  Foundation  last 
week  issued  Vols.  II  and  III  of  its  Printed 
Advertising  Ratings  Method  study,  giving  in 
Vol.  II  advertising  ratings  obtained  by  the 
aided  recall,  recognition  and  reader  interest 
methods,  and  in  Vol.  Ill  the  advertisements 
studied  with  the  ratings  for  each. 

Vol.  I,  issued  previously,  presented  informa- 
tion on  the  number  and  per  cent  of  people 

claiming  to  have  read  the  May  16,  1955,  issue 
of  Life  magazine,  used  as  the  guinea  pig  for 
the  study.  The  three  volumes,  containing  more 

than  600  pages  and  nearly  60,000  figures,  rep- 
resent more  than  $100,000  in  research  and 

comprise  ARF's  biggest  survey  to  date,  involv- 
ing more  than  12,000  interviews.  Non-sub- 

subscribers  can  obtain  sets  of  the  three-volume 
report  at  $500  per  set. 

Series  Reverts  to  Color 

NBC-TV's  Kraft  Television  Theatre,  now  in  its 
ninth  year  and  one  of  the  first  tv  dramatic  hour- 
long  programs,  initiated  colorcasting  with 

last  Wednesday's  show.  Current  plans  call  for the  series  to  be  continued  live  and  in  color 

through  Sept.  5,  although  the  network  has  indi- 
cated the  color  schedule  may  be  extended  into 

the  1956-57  season.  Kraft  Foods  Co.'s  agency, 
J.  Walter  Thompson  Co.,  as  well  as  NBC-TV, 

pointed  out  that  at  least  on  last  Wednesday's 
show,  and  possibly  on  others,  commercials 
would  be  in  monochrome. 

Sewing  Products  Drive  Set 

ABC-TV's  Afternoon  Film  Festival  has  been 
chosen  by  Coats  &  Clark  Sales  Corp.,  New 
York,  to  promote  its  threads,  zippers  and 
needlework  products  this  fall.  Participations 
will  be  used  on  other  tv  shows  in  markets  not 

covered  by  ABC,  with  the  company  hoping 

to  reach  85%  of  the  nation's  tv  homes.  Kenyon 
&  Eckhardt,  New  York,  is  Coats  &  Clark's 
agency. 

ADVERTEST  TV  TESTIMONIAL- 

BEST  FOR  SELLING  NEW  CARS 

Survey  for  NBC  backs  results  determined  in  two  earlier  studies.  Tel- 

evision leads  all  other  media  as  top  automobile  saleman  in  every 

question  asked,  and  dealers  prefer  that  type  of  advertising. 

ADDITIONAL  ammunition  is  being  fired  this 
week  in  support  of  television  as  the  most  ef- 

fective advertising  medium  for  automobile  sales 
among  auto  dealers  and  prospective  buyers. 

This  latest  testimonial  for  television  is  under- 

lined in  a  survey  conducted  for  NBC  by  Ad- 
vertest  Research,  New  Burnswick,  N.  J. 

[Closed  Circuit,  July  2].  In  the  main,  it  sub- 
stantiates conclusions  reached  in  recent  studies 

conducted  separately  by  ABC-TV  and  televi- 
sion Bureau  of  Adv.  [B«T,  July  2]  on  televi- 
sion as  an  advertising  medium  for  automobile 

sales.  Highlights  of  the  survey,  to  be  released 
by  NBC  today  (Monday): 

•  Television  has  "a  stronger  impact  on  auto- 
mobile dealers  and  prospects  than  any  other 

medium." 
•  Dealers  say  tv  is  the  most  preferred  na- 

dealers  and  335  customers  in  dealers'  show- 
rooms, according  to  Mr.  Beville.  Cities  covered 

were  Atlanta,  Baltimore,  Boston,  Chicago, 
Cleveland,  Columbus,  Minneapolis,  Nashville, 
New  York  and  St.  Louis.  On  many  questions, 
respondents  gave  multiple  choices. 

Highpoints  of  the  dealers'  phase  of  the 
survey: 

Television  was  listed  by  59%  of  the  dealers 
as  the  medium  they  believed  most  effective  in 

getting  people  to  visit  their  showrooms,  fol- 
lowed by  newspapers,  43%;  magazines,  12%; 

all  others,  15%;  none,  6%.  Television  again 
was  favored  by  dealers  for  pre-selling  prospects, 
with  a  total  of  59%;  newspapers,  36%;  maga- 

zines, 21%;  all  others,  9%;  none,  12%.  In 
another  question,  asking  dealers  which  medium 

a  certain  auto  manufacturer  should  put  most" 

What  Sent Where  Dealers 

New  Car Report  Seeing 

Shoppers Automobile 

To  Showrooms 
Advertising 

Television   
50% Television   

84% 
Newspapers    .  .  . .16 Magazines  

73 

Magazines  
13 

Newspapers    .  .  . 
.69 

Radio  2 Radio  30 

Other  5 Billboards   

10 

None   

18 

Other  4 

tional  medium  in  getting  people  to  visit  show 
rooms;  is  the  most  effective  medium  in  pre- 

selling  the  prospect  and  making  the  dealer's  job 
easier;  is  the  one  type  of  advertising  most 
strongly  recommended  above  all  other  media, 
and  is  the  one  in  which  manufacturers  should 
increase  their  budgets. 

•  New  car  prospects  say  that  tv  advertising 

"stands  out  most  strongly  in  their  minds,"  and 
that  tv,  above  all  other  media,  does  the  most  in 
inducing  them  to  look  at  a  particular  make  of 
automobile. 

Hugh  Beville  Jr..  vice  president  in  charge  of 
planning  and  development  for  NBC,  revealed 
that  the  survey  was  shown  last  week  to  leaders 
of  the  automobile  industry  in  Detroit.  Mr. 
Beville  reported  that  the  survey,  designed  to 

provide  indications  of  the  comparative  effec- 
tiveness for  automobile  advertising  of  the 

major  national  advertising  media,  was  con- 
ducted by  Advertest  under  the  supervision  of 

Dr.  Thomas  E.  Coffin,  manager  of  research 
for  NBC. 

The  field  research,  he  said,  was  carried  out 

by  Advertest  during  June  2-5  in  10  major  cities 
in  the  eastern  half  of  the  U.  S.,  and  included 

dealers  and  customers  of  all  "Big  Three"  makes 
(General  Motors,  Ford  and  Chrysler)  in  propor- 

tion to  their  share  of  recent  passenger  car  sales. 
Personal  interviews  were  conducted  with  128 

of  its  money  into,  television  again  led  by  59%; 

newspapers,  38%;  magazines,  10%;  all  others, 
4%;  none,  12%. 

Highlights  of  the  consumer  part  of  the survey: 

Television  scored  highest  of  all  media  (71%) 

on  a  question  which  asked  new-car  prospects 
to  remember  the  advertising  itself  and  via 
which  medium  for  a  particular  car  make. 
Trailing  were  magazines,  42%;  newspapers, 
40%;  all  others,  29%;  none,  4%. 

Asked  which  kind  of  advertising  stands  out 

"most  strongly  in  your  mind,"  61%  of  new-car 
prospects  cited  television;  22%,  magazines; 
17%,  newspapers;  10%,  all  others;  none,  3%. 
Queried  as  to  which  kind  of  advertising  did  the 
most  to  get  the  prospect  interested  in  looking 
at  a  particular  make,  television  led  with  50%; 
newspapers,  16%;  magazines,  13%;  all  others, 
7%;  none,  18%  (see  chart  above). 

Mr.  Beville  reported  that  other  conclusions 
reached  by  the  survey  were  that,  although  more 
of  the  automotive  advertising  budget  goes  into 

newspapers,  the  dealers  personally  notice  tv 
advertising  more  than  print  advertising  for 
their  makes  and  72%  of  the  dealers  interviewed 

felt  that  tv  seems  to  cause  more  word-of-mouth 
comment  among  customers  and  prospects  than 

any  other  medium. 
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GOING  PLACES  .  .  .  AND  ,  .  ,  DOING  THINGS 

NBC  RADIO'S  Monitor  likes  "going  places 
.  .  .  and  .  .  .  doing  things."  So  does,  it 
would  appear,  American  Motors  Corp.'s 
Rambler  Cross-Country,  a  six-passenger  sta- 

tion wagon  which  a  week  and  a  half  ago 
bid  fair  to  smash  previously-held  stock  car 
economy  runs  when  it  racked  up  the 
2,961.42  miles  between  Los  Angeles  and 
New  York  on  92.27  gallons  of  gas — less 
than  five  tankfuls  at  $26.17. 

Expecting  this  to  happen,  it  seemed  only 
logical  to  American  Motors  and  Geyer  Adv. 
New  York  and  Detroit  officials  that  Moni- 

tor should  report  the  running  of  this  econ- 
omy drive  to  the  weekend  listener  as  news 

and  as  a  matter  of  interest  to  the  week- 
ender who  is,  after  all,  a  hot  sales  prospect 

for  the  Nash  Rambler. 

Producer  Al  Capstaff  of  Monitor  was  ap- 
proached with  the  idea  of  covering  the 

economy  run  as  an  editorial  feature. 

Geyer's  radio-tv  director  Ray  Mauer  re- 
ceived, in  turn,  a  total  of  20  precious  week- 

end minutes,  splitting  them  on  a  50-50  basis 
between  June  23-24,  each  segment  averaging 
four  minutes.  No  sooner  had  Monitor  sales 
staff  caught  word  of  the  coverage  than 
Geyer  ended  by  buying  $6,000  worth  of 
commercial  time  adjacent  to  the  editorial 
features.  In  addition,  Geyer  scheduled 
filmed  reports  of  the  run  on  its  regular 

Wednesday  night  Disneyland  on  ABC-TV, 
for  June  20  and  June  27  showing. 

Geyer  dispatched  Detroit  tv  director  Ed 
Rodgers  to  Los  Angeles  to  supervise  filming 
of  the  June  19  departure,  rushed  negatives 
through  a  local  film  lab  and  set  copywriter 

Jim  DeFoe  to  produce  a  90-second  com- 

mercial for  the  next  night's  Disneyland. 
Then,  radio-tv  production  supervisor  Lee 
Emmerich  left  New  York  for  pre-determined 
locales  through  which  the  Rambler  was 
scheduled  to  pass,  aided  American  Motors 

P.  R.  people  in  coordinating  local-radio-tv- 
press  coverage  and  by  the  time  Monitor  went 
on  the  air,  telephoned  running  commen- 

taries to  Mr.  Mauer,  who  was  standing  by 

at  NBC's  Radio  Central  in  New  York, 
ready  to  edit  tapes  and  place  them  on  the 
air.  Finally,  film  producer  Jim  Harkey 
rushed  his  camera  crew  to  a  place  in  down- 

town Manhattan,  ready  to  flag  in  the 
Rambler  at  the  finish  line,  the  morning  of 
June  25th. 

"Our  primary  aim,"  said  Mr.  Mauer,  "was 
to  time  the  running  in  as  close  a  fashion  to 
a  news  event  of  the  utmost  importance.  We 

were  frankly  surprised  at  the  public's  re- 
action to  this  thing.  Why,  in  Columbus 

alone,  they  were  lined  up  in  the  streets  as  if 

a  visting  general  was  passing  by." 
Mr.  Mauer  emphasized  Geyer  used  no 

stunts.  The  Rambler's  gas  tank,  continually 
serviced  (through  a  separate  promotional  tie- 

in)  by  Tidewater  Oil  Co.'s  Tydol  Flying  "A" stations  in  13  states,  was  locked  immediately 
upon  filling  by  an  official  of  the  National 
Assn.  of  Stock  Car  Racing,  and  when  it 
came  time  to  halt  overnight  after  a  grueling 
13  hours  on  the  road,  NASCAR  impounded 
the  car  to  prevent  tinkering  with  the  carbu- 

retor or  gas  gauge.  No  move  was  made  in 
routing  the  run  to  avoid  normal  weekend 

traffic  jams  or  large  metropolian  area  con- 
gestions in  such  cities  as  St.  Louis  and  Indi- 

anapolis. A  Nash  official  pointed  out  that 

the  experiment  was  just  that.  "Neither  we 
nor  the  Monitor  people  knew  whether 

we'd  make  it  past  all  the  checkpoints,"  he 
said. 

All  commercials  placed  next  to  the  Moni- 
tor news  coverage  were  keyed  to  the  actual 

running,  causing  such  a  local  reaction  that 
American  Motors  dealers  along  the  way  re- 

ported a  sudden  increase  in  showroom  traf- 

fic. Said  one  dealer:  "One  person  admitted 
to  me  she  was  all  set  to  buy  a  until  she 

heard  of  the  Rambler's  gas  consumption  on 
Monitor.  Imagine — 32.09  miles  per  gallon  on 

overdrive."  Added  Mr.  Emmerich,  reporting 
on  that  motor-happy  city,  "they  loved  us 

in  Indianapolis!" So  successful  was  the  reaction  to  the  re- 
port via  Monitor,  Mr.  Mauer  reported  last 

week,  that  American  Motors  bought  more 
time  segments  on  NBC  the  following  week- 

end. It'll  be  sometime  before  AMC  lets 
up  on  the  broadcast  accelerator.  On  the 
planning  board  now:  an  intensive,  all-media 
campaign  on  the  fact  that  the  Rambler 
Cross-Country  really  went  places  .  .  .  doing 
big  things. 

Pillsbury  Orders  'Mickey7 PILLSBURY  MILLS  Inc.,  through  Leo  Burnett 
Co.,  Chicago,  has  placed  an  order  for 

26  matching  quarter  hours  of  ABC-  TV's 
Mickey  Mouse  Club  this  fall.  Through  the  net- 

work's central  division,  Pillsbury  will  sponsor 
the  5:15-30  p.m.  (EDT)  segment  on  alternate 
Thursdays,  probably  starting  Oct.  1,  on  behalf 
of  its  various  baking  mixes.  Renewal  orders 

by  other  sponsors  for  Mickey  Mouse  Club  seg- 
ments— reportedly  Miles  Labs  and  Minnesota 

Mining  &  Mfg.  Co. — also  are  understood  to  be imminent. 

Tootsies  Sponsor  Parade 

FOR  THE  second  year,  The  Sweets  Co.  of 
America  (Tootsie  Roll  candy  bars)  will  be  a 

sponsor  of  Macy's  Thanksgiving  Day  Parade 
from  New  York  on  NBC-TV  (Nov.  22,  11 
a.m.- 12  noon  EST).  Ideal  Toy  Corp.  had 
signed  earlier  as  a  sponsor  of  the  parade. 

AGENCY  APPOINTMENTS 

Robert  A.  Johnston  Co.,  Milwaukee,  appoints 
J.  Walter  Thompson  Co.,  Chicago,  to  handle 
advertising  for  biscuit,  candy-confectionery, 
and  chocolate-cocoa  divisions,  effective  Aug.  1. 

Fieldcrest  Mills  (textiles)  N.  Y.,  names  J.  Walter 
Thompson,  N.  Y.,  for  its  domestics  division, 
effective  Oct.  1. 

Knapp-Monarch  Co.,  St.  Louis  electric  appli- 
ance manufacturer  and  recent  purchaser  of 

Nesco,  to  Frank  Block  Assoc.,  St.  Louis. 

American  Motor  Hotel  Assn.,  Kansas  City, 
Mo.,  names  Jackson,  Haerr,  Peterson  &  Hall 
Inc.  for  special  promotions.  Agency  handled 
special  promotions  for  client  during  year 
ended  Nov.  1955. 

SPOT  NEW  BUSINESS 

American  Pencil  Co.,  N.  Y.,  launching  pre- 
Christmas  spot  tv  drive  for  Venus  Paradise 
coloring  set  in  New  York,  Boston,  Cincin- 

nati, Chicago  and  Los  Angeles,  starting  mid- 
September  and  ending  close  to  Christmas. 
Agency:  Doyle  Dane  Bernbach,  N.  Y. 

Parents  Magazine,  N.  Y.,  planning  spot  tele- 
vision campaign  after  Labor  Day  to  promote 

sale  of  two  Parents  monthly  publications — 

Humpty  Dumpty  for  children  3  to  7  and  Chil- 
dren's Digest  for  those  5  to  12.  Number  of 

markets  still  undetermined  but  David  Altman 

Adv.,  N.  Y.,  specialists  in  book  advertising,  un- 

derstood looking  for  availabilities  on  children's 
and  women's  programs. 

NETWORK  NEW  BUSINESS 

Horpoint  Co.,  Chicago,  will  sponsor  schedule 

of  150  five-minute  news  segments  on  NBC's 
Monitor  weekend  radio  service,  marking  Hot- 
point's  first  participation  on  Monitor,  starting 
Sept.  8.  Agency:  Needham,  Louis  &  Brorby, 
Chicago. 

ABC-TV  reports  new  sponsors  for  Afternoon 
Film  Festival  (Mon.-Fri.)  include  Norwich 
Pharmacal  (Ungentine),  through  Benton  & 
Bowles,  N.  Y.,  for  undetermined  length,  31 
participations,  beginning  today  (Mon.);  Thomas 
J.  Lipton  Inc.  (soups),  via  Young  &  Rubicam, 
N.  Y.,  three  participations  per  week  for  five 

weeks,  beginning  Oct.  3,  Exquisite  Form  Bras- 
siere Inc.,  through  Grey  Adv.,  three  partici- 

pations per  week  for  13  weeks,  starting  Sept. 

10. 
Broadcasting    •  Telecasting 

| 

THE  Rambler  Cross-Country  crosses  the  finish  line  in  Manhattan  after  averaging  32.09 
miles  per  gallon  on  its  Los  Angeles-New  York  economy  run. 
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OF  ALL  THE  MEDIA  IN  PHILADELPHIA 

12  Radio  Stations 3  Newspapers 4  TV  Stations 

KINGS  BURGUNDY  WINE... A  NEW  PRODUCT 

USED  ONLY 

32.8% 

of  the  people  in  Philadelphia 

actually  identified  their  commercial 

dial 

950 

The  Station  Of 

Personalities 

Represented  nationally  by  Gill-Perna,  Inc. 

New  York,  Chicago,  Los  Angeles,  San  Francisco 

Broadcasting  •  Telecasting July  9,  1956   •    Page  41 
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from  Texans  in  the  state's  Two 

for  your  help  in  making  June 

TO  THE  RADIO-TELEVISION 

Television 

NORTH 

KRLD-TV 

WFAA-TV 

WBAP-TV 

KFJZ-TV 

KLTV-TV 

SOUTH 

KFDM-TV 

KGUL-TV 

KPRC-TV 

KUHT-TV 

TEXAS  AREA 

Dallas 

Dallas 

Ft.  Worth 

Ft.  Worth 

Tyler 

TEXAS  AREA 

Beaumont 

Galveston 

Houston 

Houston 

MID-TEXAS  AREA 

KTBC-TV  Austin 

KCEN-TV  Temple 
KWTX-TV  Waco 

SAN  ANTONIO  AREA 

KCOR-TV  San  Antonio 

KENS-TV  San  Antonio 

WOAI-TV  San  Antonio 

COASTAL  BEND  AREA 

KVDO-TV  Corpus  Christi 

KRIS-TV  Corpus  Christi 

Radio 

NORTH TEXAS  AREA 

KBUD Athens 

KALT Atlanta 

KFYN Bonham 

KCAR Clarksville 

KCLE Cleburne 

KAND Corsicana 

KGKO Dallas 

KIXL Dallas 

KLIF Dallas 

KRLD Dallas 

KSKY Dallas 

WFAA Dallas 

WRR Dallas 

KDSX Denton KVLB Cleveland 

KERC Eastland WTAW College  Station 
KCNC Ft.  Worth KMCO Conroe 

KCUL Ft.  Worth KULP 

El  Campo 

KFJZ Ft.  Worth KBRZ Freeport 

KNOK Ft.  Worth KGBC Galveston 

KXOL Ft.  Worth KLUF Galveston 

WBAP Ft.  Worth KGRI Henderson 

KGAF Gainesville KCOH Houston 
KSU Gladewater 

KLBS 
Houston 

KSWA Graham KNUZ Houston 

KGVL Greenville KPRC 
Houston 

KHBR Hillsboro KTHT 
Houston 

KFRO 
Longview KTRH Houston 

KMHT Marshall KXYZ 
Houston 

KMAE 
McKinney 

KYOK Houston 

KORC Mineral  Wells KSAM Huntsville 

KIMP Mt.  Pleasant KEBE Jacksonville 
KRRV Sherman KTXJ jasper 

KTAN Sherman KOCA Kilgore 
KSTV 

Stephenville KFRO Longview 
KTER Terrell KLTI 

Longview 
KCMC Texarkana KRBA Lufkin 
KOSY Texarkana KTRE 

Lufkin 

KTFS Texarkana KSFA Nacogdoches 
KTUE Tulia KOSF 

Nacogdoches 
KGKB 

Tyler 

KOGT 
Orange 

KTBB 

Tyler 

KNET Palestine 

KBEC Waxahachie KLVL Pasadena 

KSYD Wichita  Falls KOLE Port  Arthur 

KTRN Wichita  Falls KPAC Port  Arthur 

KWFT Wichita  Falls KFRD 
Rosenberg 

KSST Sulphur  Springs KTLW 
Texas  City 

KTEM 
Temple 

SOUTH  TEXAS  AREA KNAL Victoria 
KVIC Victoria 

KIOX Bay  City 

KRCT 
Baytown MID-TEXAS  AREA 

KREL Baytown 
KFDM Beaumont 

KNOW 
Austin 

KJET Beaumont KTBC 
Austin 

KRIC Beaumont KTXN Austin 
KTRM Beaumont KVET Austin 
KWHI Brenham KLEN Killeen 

KORA Bryan KCYL Lampasas 
KDET Center KMLW 

Marlin 



THANK  YOUS 

Billion  Dollar  Dairy  Industry 

Dairy  Month  Bigger  than  ever 

INDUSTRIES  OF  TEXAS 

KTEM 

KWTX 

WACO 

KMBL 

KTAE 

Temple 
Waco 

Waco 

Junction 

Taylor 

SAN  ANTONIO  AREA 

KNAF 

KCTI 

KENN 

KERV 

KGNB 

KBOP 

Fredericksburg 

Gonzales 
Kenedy 

Kerrville 

New  Braunfels 

Pleasanton 

KCOR San  Antonio COASTAL BEND  AREA 
KENS San  Antonio KBKI 

Alice 

KEXX San  Antonio KIBL Beeville 

KITE San  Antonio KCCT 
Corpus  Chr 

sti KIWW San  Antonio 
KEYS 

Corpus  Chr 
sti KMAC San  Antonio 

KRIS 

Corpus  Chr 
sti KONO San  Antonio KSIX 

Corpus  Chr 
sti KTSA San  Antonio 

KUNO 
Corpus  Chr 

sti WOAI San  Antonio 
KWBU 

Corpus  Chr 
sti San  Marcos 

KURV 

Edinburg 

Falfurrias KCNY KBLP 

KWED Seguin KINE 
Kingsville 

KVOU 
Uvalde 

KANN Sinton 

There1  s  not  enough  room  on  these  two  pages.  ...  or  in  the  entire  magazine.  .  .  to  express  the  whole- 

hearted appreciation  of  the  Dairy  Industry  for  your  help.  The  biggest  June  Dairy  Month  in  history  was 

an  outstanding  success  because  of  your  readiness  to  cooperate  in  reminding  the  listeners  and  viewers 

of  Texas  that  the  daily  use  of  dairy  products  is  the  keystone  of  health,  pleasure  and  economy. 

We  remain  ever  indebted  to  individual  staff  members  tvho  lent  their  skills  and  efforts  to  our  cause.  To 

the  production,  programming  and  talent  personnel  of  the  stations  participating.  .  .  and  to  the  "front 

offices"  who  recognized  the  merchandising  and  promotional  opportunities  of  June  Dairy  Month.  .  .  we 

take  pleasure  and  pride  in  saying  "Thank  You"  for  the  500,000  individuals  employed  by  the  Texas  Dairy 
Industry. 

That  means  one  of  every  fifteen  employed  persons  in  the  state,  earning  and  spending  15%  °f  agT*~ 

cultural  income,  wants  to  shake  your  collective  hand.  For  these  members  of  the  nation's  healthiest, 

growing-est  industry.  .  .  and  for  those  of  us  who  were  entrusted  tvith  the  pleasant  chore  of  making  June 

Dairy  Month  an  event  to  be  remembered.  .  .  we  repeat  again,  "THANKS  A  MILLION!" 

BILL  McDOUGALL 

AGRICULTURAL  RELATIONS,  LTD. 

for     The  American  Dairy  Association  of  Texas, 
representing  the  Texas  Dairy  Farmers 

in  cooperation  with 

The  Dairy  Products  Manufacturers  and 
Retail  Outlets  serving  Texas  consumers 



ADVERTISERS  &  AGENCIES 

Dow  Chemical  Co.,  Midland,  Mich.,  will  spon- 
sor 15-minute  post-game  Football  Scoreboard 

at  conclusion  of  seven  of  eight  National  Col- 
legiate Athletic  Assn.  games  on  NBC-TV  in 

fall.  Agency:  MacManus,  John  &  Adams, 
Bloomfield  Hills,  Mich. 

Evangelical  Foundation  Inc.,  Phila.,  through 
Walter  F.  Bennett  &  Co.,  Chicago,  has  launched 
new  Bible  Study  Hour  with  Dr.  Donald  Grey 
Barnhouse,  on  NBC  Radio  (8:30-9  a.m.  EDT). 

Prudential  Insurance  Co.  of  America,  Newark, 
N.  J.,  through  Calkins  &  Holden,  N.  Y.,  will 
sponsor  Air  Force  on  CBS-TV  for  one  hour 
on  Nov.  11  and  for  26  half-hours  thereafter 
on  Sundays,  6:30-7  p.m.  After  that,  Prudential 
will  resume  sponsorship  of  You  Are  There  in 
same  time  slot. 

American  Chicle  Co.,  N.  Y,  will  sponsor  half 
of  hour-long  Ozark  Jubilee  which  moves  from 
Saturdays,  7:30-to-9  p.m.  to  Thursdays,  10-11 
p.m.  EDT  on  ABC-TV,  effective  Oct.  4.  Sec- 

ond half  of  show  will  be  co-operative.  Agency: 
Ted  Bates. 

A&A  PEOPLE 

Arnold  Blitz,  part  owner,  first  vice  president 
and  chief  account  executive  of  H.  Richard 
Seller  Adv.,  Portland,  Ore.,  retired  and  plans 
to  move  to  L.  A.  in  fall.  He  owned  Blitz  Adv., 
Portland,  until  1955. 

Jack  Rafield,  formerly  vice  president,  Frank 
Block  Assoc.,  St.  Louis,  and  Steven  Parrot, 
assistant  account  executive,  Grant  Adv.,  to 

Grey  Adv.,  N.  Y.,  as  account  executives;  Mari- 
anne Herbert,  formerly  tv  copywriter,  Dowd, 

Redfield  &  Johnstone,  N.  Y.,  to  Grey  as  radio- 
tv  writer;  Karnig  Thomasian,  formerly  art  di- 

rector, Mumm,  Mullay  &  Nichols,  to  Grey 

J.  G.  MacDANIELS,  manager  of  the  Boston  factory  branch  of  Studebaker-Packard  Corp., 
signs  a  26-week  contract  for  the  midnight  to  1  a.m.  portion  of  the  Jerry  Howard  Show 
on  WEEI  Boston,  Monday  through  Saturday.  Also  present  (I  to  r):  seated,  Jerry  Howard, 

dressed  as  the  character  he  portrays,  "Slim  Pickin's";  A.  R.  Marzelli,  eastern  regional 
manager  for  the  automobile  company;  standing,  Robert  N.  Sullivan  of  the  Daniel  F. 

Sullivan  Co.,  Boston  advertising  agency;  James  Marooney,  Studebaker-Packard  sales 
manager,  and  Thomas  Y.  Gorman,  sales  manager  of  WEEI. 

art  department,  and  Edward  Handman,  copy- 
writer, Daniel  &  Charles,  to  Grey  in  similar 

capacity. 

IN  LOS  ANGELES  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper   Index   Of   Broadcast  Advertisers   (Based  on  Broadcast  Advertisers  Reports'  monitoring) 

NATIONAL  (NETWORK)  INDEX 

Rank        Product  &  Agency 

1.  Pillsbury  (Leo  Burnett) 
2.  Betty  Crocker  (B.  B.  D.  &  O.) 

Hooper  Index 
Network  Total  "Commercial  of  Broadcast 
Shows  Networks      Units"  Advertisers 
4  13  29 
3  1  3%  26 

Rank        Product  &  Agency 

1.  Dromedary  (Ted  Bates) 
2.  Pillsbury  (Leo  Burnett) 

LOS  ANGELES  INDEX  (NETWORK  PLUS  SPOT) 

Hooper  Index 
Network     Total     "Commercial  of  Broadcast 
Shows  Networks      Units"  Advertisers 
-  2  15  49 
4  13  38 

3.    Betty  Crocker  (B.  B.  D.  &  O.)  3  1  3%  22 
In  the  above  summary,  the  monitoring  occurred  the  week  ending  May  11,  1956. 
The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc., 
Broadcast  Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary 
is  prepared  for  use  solely  by  Broadcasting  •  Telecasting.  No  reproduction  permitted. 

•  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcast  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  exposure 
of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four  "commercial 
units"  are  attributed  to  a  30-mlnute  program,  and  in  the  same  proportion  for  programs  of  other 
lengths.  A  "station  identification"  equals  one-half  "commercial  unit." 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  American 
Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case  of 
station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is  used 
wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 

Carl  Nichols,  copy  supervisor  on  Sunshine  Bis- 
cuit Co.,  Folger  coffee,  Silvercup  bread  and 

other  accounts,  Cunningham  &  Walsh,  N.  Y., 
appointed  vice  president.    He  has  been  with 

agency  r.ince  1946. 

William  A.  Rockett,  with  Chambers  &  Wiswell 
Inc.,  Boston,  10  years,  named  media  director. 

Gene  Kilham,  formerly  with  WBZ-TV  Boston 
and  other  stations,  named  radio-tv  director  of 
agency. 

Robert  H.  Davidson,  with  General  Foods  Corp. 
since  1940  in  various  sales,  marketing  and 

advertising  posts,  named  national  sales  man- 
ager of  GF's  Jell-0  Division,  succeeding 

Charles  A.  Kolb,  recently  named  director  of 
trade  relations. 

Herbert  Flaig,  account  executive,  WKRC-TV 
Cincinnati,  resigned  to  open  advertising  agency 
at  617  Vine  St.,  Cincinnati. 

Paul  Schlesinger  from  media  supervisor  to  ac- 
count executive  and  Rudolph  N.  Carlson  ap- 

pointed assistant  merchandising  manager  at 

Tatham-Laird  Inc.,  Chicago.  Katherine  Keat- 
ing and  Joan  Woodside  to  agency  as  copy- 

writers. 

John  H.  Thomas,  formerly  advertising  manager 

of  Indian  Head  Mills  Inc.,  N.  Y.,  named  ad- 
vertising manager  of  Tussy  Cosmetiques  Div., 

Lehn  &  Fink  Products  Corp.,  N.  Y. 

Roger  N.  Peterson,  formerly  vice  president  of 
Peterson  &  Kempner,  to  J.  M.  Mathes  Inc. 
as  account  executive. 

Bernard  Lundy  promoted  from  advertising 

copywriter  and  house  organ  editor  to  adver- 
tising supervisor  at  Mystik  Adhesive  Products 

Co.  (Mystik  tape),  Chicago. 

Louis  B.  McFarland,  formerly  treasurer  of 
Webster  Groves  Trust  Co.,  St.  Louis,  to  ad- 

ministrative staff  of  Warner  &  Todd  Inc.,  St. 
Louis  agency. 
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The  quiet  grandeur  of  Southern  architecture, 

Southern  gardens,  Southern  charm  still  bespeaks 

itself  in  old  traditions  of  which  the  Flag  of  the 

Confederacy  remains  an  historical  symbol. 

In  today's  industrially-expanding  South, 
sentiments  may  remain  in  the  past,  but  betting 

money  is  on  the  future. 

WRVA-TV  is  part  of  this  active  scene.  New  to 

1956  Richmond,  its  guiding  traditions  of  service, 

blueprinted  in  1925,  are  a  valued  heritage  from 

long-established,  deeply-respected  WRVA  Radio. 
To  the  television  families  in  Richmond,  these 

traditions  are  a  powerful  catalyst.  They  mean  that 

WRVA-TV  belongs  to  Richmond  as  no  other  television 

station  ever  has  — or  can. 

Represented  nationally  by  Harrington,  Righter  and  Parsons,  Inc. 

WRVA-TV 

Richmond,  Va.  .  ̂  

CBS  Basic         Channel  J_  £ 

C.  T.  Lucy,  President    Barron  Howard,  l  ice  President  and  General  Manager    James  D.  Clark,  Jr.,  Sales  Manager 
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ADVERTISERS  &  AGENCIES FILM 

Tv  Features  Radio 

RADIO  will  be  featured  on  a  television 

program — a  half-hour  show  filmed  in 
New  York  last  week  by  The  Christo- 

phers. The  program,  one  of  a  new  series 
of  15  tv  shows  being  filmed  for  the  365 
stations  carrying  the  weekly  Christopher 

program  in  the  U.  S.,  Canada  and  over- 
seas, deals  with  "Radio's  Great  Power 

for  Good,"  according  to  Father  James 
Keller,  director  of  The  Christophers. 
Participants  were  Mutual  President  John 

B.  Poor,  who  discussed  "The  Far-Reach- 
ing  Coverage  of  Radio";  CBS  Radio President  Arthur  Hull  Hayes,  who  spoke 

on  "The  Rewards  of  a  Career  in  Radio," 
and  Don  Durgin,  vice  president  in  charge 

of  the  ABC  Radio  Network,  on  "How 
the  Audience  Helps  Strengthen  Radio." 

Donald  Davis,  member  of  Pepsi-Cola  Co.  ac- 
count management  group,  and  Victor  Sack, 

assistant  director  of  radio-tv  production,  The 
Biow  Co.,  to  Kenyon  &  Eckhardt,  N.  Y.,  re- 

spectively as  account  executive  and  commer- 
cial staff  producer. 

Connel  Murray,  former  news  and  communica- 
tions staffer,  KNBC  San  Francisco,  to  Herman 

Mueller  &  Assoc.,  S.  F.  agency,  as  publicity 
writer  and  account  executive. 

Robert  Bassindale  and  Thomas  Cadden  to  com- 
mercial department  of  Tatham-Laird  Inc.,  Chi- 

cago, as  writers-producers.  Mary  Afflick,  re- 
cently promoted  from  producer-writer  to  com- 

mercial group  supervisor  at  agency,  assigned 
to  Wander  Co.  (Ovaltine,  Toddy)  and  C.  A. 
Swanson  &  Sons  accounts. 

Lee  Ann  Weimer  promoted  to  assistant  public 
relations  director  of  Grant  Adv.  Inc.,  Chicago. 

Pat  Flaherty,  formerly  in  Grant's  Hollywood 
office,  assigned  public  relations  regional  ac- 

count executive  for  Floral  Telegraph  Delivery 
Assn.  and  Betty  Renegar,  formerly  on  publicity 
staff  of  Hotel  Sherman,  Chicago,  will  handle 

public  relations  for  Grant  Drake  Hotel  ac- 
count, same  city. 

John  T.  Cunningham,  assistant  director  of  pub- 
lic relations,  Anderson  &  Cairns,  N.  Y.,  to 

Morey,  Humm  &  Warwick,  N.  Y.,  as  public 
relations  account  executive.  His  replacement 

at  A&C  is  Raymond  Corder,  editor  of  Uphol- 
stering Magazine. 

Jay  Beneman,  account  executive,  Feigenbaum 
&  Wermen  Adv.,  Phila.  agency,  married  to 
Susan  Adelaide  Silberstein. 

McCadden  Names  Two  V.P/s; 

Plans  $6  Million  for  Shows 

PROMOTION  of  two  executives  of  McCadden 

Productions  to  rank  of  vice  president  was  an- 
nounced last  week  by  President  George  Burns 

with  the  disclosure  that  the  tv  film  company 
will  invest  about  six  million  dollars  this  next 

season  in  new  and  continued  program  prod- 
uct. 

New  vice  presidents  are  Maurice  Morton, 
director  of  business  affairs,  and  Al  Simon, 
executive  in  charge  of  production. 
Program  lineup  includes  Burns  &  Allen 

Show,  Bob  Cummings  Show,  People's  Choice 
and  Marie  Wilson  Show,  all  CBS-TV;  Impact, 
NBC-TV;  Courage  and  Delightful  lmposter, 
neither  definitely  scheduled. 

$1  Million  for  New  Shows 

Earmarked  by  Screen  Gems 

SCREEN  GEMS  Inc.,  New  York,  announced 
last  week  it  has  set  aside  $1  million  for  the 

development  of  new  tv  film  programs.  The  de- 
cision was  reached  following  a  series  of  meet- 

ing among  Screen  Gems  executives  in  Holly- 
wood. 

A  quota  of  20  new  programs  to  be  developed 
for  the  1957-58  season  was  set  at  the  meetings. 
Ralph  Cohn,  vice  president  and  general  man- 

ager of  Screen  Gems,  reported  that  production 
on  pilots  for  all  new  series  will  begin  between 
Setember  and  December  so  that  completed 

prints  will  be  in  the  hands  of  the  company's 
sales  force  no  later  than  January  1957. 

Greene,  Lanrerman  Upped 

By  ABC  Film  Syndication 

PROMOTION  of  Joseph  F.  Greene  and  Norma 
Lanterman  to  the  newly-created  posts  of  as- 

sistant to  the  vice  president  in  charge  of  sales 
and  office  manager  of  the  central  division  of 
ABC  Film  Syndication,  respectively,  is  being 
announced  today  (Monday)  by  Don  L.  Kearney, 
vice  president  in  charge  of  sales  for  ABC  Film 

Syndication. 
Mr.  Greene,  formerly  client  service  manager, 

will  serve  as  assistant  to  Mr.  Kearney,  handling 

specifically  the  supervision  of  the  contract  de- 
partment, development  of  new  business  and 

sales  analysis,  both  domestic  and  international. 
Miss  Lanterman  formerly  was  executive  secre- 

tary in  the  Chicago  sales  office  of  ABC  Film 
and  will  continue  to  make  her  headquarters  in 
that  city,  reporting  to  Howard  Anderson,  sales 
manager  of  the  central  division. 

TPA  Elects  Melzak  V.  P. 

ELECTION  of  Vincent  Melzak  as  vice  presi- 
dent of  Television  Programs  of  America  was 

announced  last  week  by  Milton  A.  Gordon, 
TPA  president.  Mr.  Melzak  will  continue  his 
present  duties  as  head  of  TPA  International. 
As  vice  president,  he  will  work  with  Mr. 
Gordon  on  general  administrative  matters  and 
with  Michael  M.  Sillerman,  executive  vice 
president,  in  sales  coordination  and  expansion. 

FILM  PEOPLE 

John  Kelly,  station  manager  of  KBRC-TV 
Abilene,  Tex.,  and  previously  general  manager 
of  KTXL-TV  San  Angelo,  Tex.,  appointed 
manager  of  Dallas  office  of  Official  Films  Inc., 
N.  Y. 

Lou  Kravitz,  formerly  vice  president  for  sales 
and  advertising,  Filmack  Studios,  Chicago,  to 
Fred  Niles  Productions,  Chicago,  as  account 
executive. 

Dick  Klevickis,  previously  with  Luckoff  and 
Wayburn  Inc.,  Detroit  advertising  agency,  to 

creative  writing  staff  of  Kling  Film  Produc- 
tions, Chicago. 

FILM  SALE 

Guild  FUms  Co.,  N.  Y.,  reports  WEWS-TV 
Cleveland  has  signed  to  carry  Liberace  Show 
for  two  years,  extending  to  October  1958. 

FILM  DISTRIBUTION 

UN  Radio,  N.Y.,  has  entered  field  of  syndicated 
tv  production  and  distribution  with  availability 
of  Guest  of  Honor  film  series.  It  consists  of 
five  half-hour  programs  of  discussion  on  world 
problems  by  leaders  of  UN  countries  and,  ac- 

cording to  UN  Radio,  has  been  ordered  by  32 
stations  throughout  the  country  for  summer viewing. 

ABC  Film  Syndication,  N.  Y.,  has  added  "Fire 
Over  England"  to  its  "Anniversary  Package" 
of  feature  films,  raising  to  16  total  number  of 
features  in  package.  Film  was  produced  by 
late  Sir  Alexander  Korda  and  stars  Laurence 

Olivier,  Vivien  Leigh,  Flora  Robson  and  Ray- mond Massey. 

Trans-Lux  Television  Corp.,  N.  Y.,  making  its 

program  guide  of  more  than  600  titles  of  film 

programs,  produced  by  Encyclopaedia  Britan- 
nica  Films,  available  to  tv  stations  and  adver- 

tising agencies  on  request.  About  150  pro- 
grams are  offered  in  color. 

FILM  RANDOM  SHOTS 
Circle  Film  Labs.,  N.  Y.,  has  been  bought  by 
Fred  Todaro,  who  joined  film  processing  plant 
last  July  as  superintendent.  Name  of  company 
has  been  changed  to  Criterion  Film  Labs.,  with 
headquarters  at  33  W.  70th  St. 
International  Sound  Studios  Inc.,  N.  Y.,  has 
opened  new  motion  picture  sound  recording 
studios  in  mid-Manhattan  where  it  has  built 
three  sound  stages.  Firm  will  begin  dubbing 
work  shortly  on  package  of  10  foreign  motion 
pictures  for  television  and  theatrical  release. 

Gommi-Tv,  N.  Y.,  has  been  formed  to  pro- 
duce films  for  tv  and  industry  by  Albert  Gom- 

mi,  advertising  photographer.  Offices  and  stu- 
dios will  be  located  at  305  E.  47th  St.  Tele- 

phone is  Eldorado  5-7650.  Firm  will  concen- 
trate on  food  and  allied  products,  under  direc- 

tion of  Ted  R.  Lazarus,  formerly  with  Donahue 
&  Coe  and  George  Blake  Enterprises,  both 
N.  Y. 

Filmack  Studios,  Chicago,  announces  new 
live  action  studio  for  production  of  filmed 
commercials  in  Filmack  Bldg.  at  1327  S.  Wa- 

bash Ave. 

® 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

NBC-TV 

July  9-13  (3-4  p.m.)  Matinee,  participating 
sponsors  (also  July  16-20,  23-27,  30-31). 

July  11  (9-10  p.m.)  Kraft  Television  The- 
atre, Kraft  Foods,  through  J.  Walter 

Thompson  (also  July  18,  25). 

July  15  (5-5:30  p.m.)  Zoo  Parade,  sustain- 
ing (also  July  22,  29). 

July  15  (7:30-9  p.m.)  Sunday  Spectacu- 

lar, "The  Bachelor,"  participating  spon- sors. 

July  18  (7:30-7:45  p.  m.)  J.  P.  Morgan 
Show,  sustaining. 

July  19  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.,  through  J.  Walter 
Thompson  (also  July  26). 

July  21  (8-9  p.m.)  Julius  La  Rosa  Show, 
participating  sponsors  (also  July  28). 

July  22  (9-10  p.m.)  Alcoa  Hour,  Alu- 
minum Co.  of  America,  through  Fuller, 

Smith  &  Ross. 

July  23  (8-8:30  p.m.)  Producer's  Show- 
case, "Rosalinda,"  Ford  Motor  Co., 

through  Kenyon  &  Eckhardt  and  RCA 
through  Kenyon  &  Eckhardt,  Al  Paul 
Lefton  &  Grey. 

July  29  (9-10  p.  m.)  Goodyear  Playhouse, 
Goodyear  Tire  &  Rubber  Co.,  through 
Young  &  Rubicam. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B-T] 

Page  46    •    July  9,  1956 Broadcasting   •  Telecasting 



than  you  think ! 
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Your  sales  message,  wrapped  in  the  WFLA-TV 

audience-building  package  of  unduplicated  NBC 

live  programming,  and  delivered  to  the  WFLA- 
TV  billion  dollar  sales  area,  will  produce  sales  that 

tip  the  scales  high  on  the  volume  side! 

The  WFLA-TV  market  is  big  .  .  .  bigger  than 

you  think!  WFLA-TV  blankets  the  Tampa— St. 

Petersburg  Metropolitan  market,  —  AMERICA'S 
36TH  RETAIL  MARKET*  —  PLUS  a  rich  30-county 

area  .  .  .  Florida's  SECOND  MARKET.  Here's 

what's  in  it  for  you! 

35%  of  Florida's  POPULATION 

34%  of  Florida's  RETAIL  SALES 

35%  of  Florida's  FOOD  SALES 

31%  of  Florida's  DRUG  SALES 

BRADENTON 
SARASOTA 

WFLA-TV  gives  you  intensive  coverage  of  this  big,  fast-growing  year  'round 
market — the  only  Florida  station  that  delivers  unduplicated  NBC  live  programming 

within  its  100  mile  radius.  .  .  .  Your  BLAIR-TV  man  can  offer  top-rated  availabilities. 

*  (Figures  from  Consumer  Markets,  J  955  and  SM  Survey  of  Buying  Power,  May  1956) 

National  Representative 

BLAIR-TV 
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-PLAYBACK- 

QUOTES  WORTH  REPEATING 

ADVERTISING'S  CHAMPION 

Rep.  Bob  Wilson  (R-Calif.),  former  part- 
ner in  Champ-Wilson  Advertising  Agency, 

San  Diego,  addressing  House  of  Repre- 
sentatives: 

ADVERTISING,  I  sometimes  think,  is 

one  of  the  most  maligned  and  least  under- 
stood professions  in  the  country.  Admen 

are  supposed  to  know  how  to  use  words, 

but  we  seem  to  use  them  to  sell  every- 
thing under  the  sun  except  ourselves. 

I  have  heard  people  who  should  know 
better,  including  some  college  professors, 

say  the  cost  of  advertising  is  an  unjusti- 
fied burden  on  the  consumer — that  it 

raises  the  prices  Americans  pay  for  the 
necessities  and  luxuries  of  life. 

How  ridiculous  that  is.  Far  from  cost- 
ing the  consumer  money,  advertising 

saves  him  millions  of  dollars  a  year.  We 

can  hold  the  prices  of  our  products  down 
only  through  mass  distribution.  We  can 

obtain  mass  distribution  only  by  inform- 
ing the  maximum  number  of  people  of 

just  what  the  products  of  American  in- 
dustry can  do  for  them.  That  is  the 

function  of  advertising. 

LUXURY  OF  INTEGRITY 

Sydney  W.  Head,  director  of  broadcast- 
ing and  film  services,  U.  of  Miami  (Fla.), 

in  his  book  Broadcasting  in  America 

(Houghton  Mifflin  Co.  Boston): 

OPERATION  by  the  highest  standards 

necessarily  implies  the  freedom  to  make 
decisions.  If  acceptance  or  rejection  of 
the  next  proffered  account  means  the 
difference  between  survival  and  bank- 

ruptcy, the  manager  has  no  real  freedom. 
He  is  governed  by  expediency;  he  cannot 
afford  the  luxury  of  integrity. 

The  range  in  degrees  of  freedom  among 
stations  is  tremendous.  The  manager  of 
a  station  on  a  favorable  channel  in  a 

rich  market  without  excessive  competi- 
tion can  afford  to  set  up  statesmanlike 

long-term  policies  which  look  to  the  fu- 
ture as  well  as  the  present,  which  work 

toward  the  building  of  his  station  as  an 
institution  with  a  distinctive  personality, 

good  taste,  and  integrity.  In  practical 

terms,  such  policies  will  result  in  rejec- 
tion of  all  advertising  of  doubtful  ethical 

value,  discrimination  in  the  selection  of 

program  material  and  talent,  strict  ad- 
herence to  time  limitations  on  commer- 

cial copy,  scheduling  of  well-produced 
sustaining  features  in  salable  time-seg- 

ments, refusal  to  make  deals  in  violation 

of  published  rates,  and  so  on. 

Consider,  by  contrast,  the  situation  of 

the  manager  of  a  station  on  an  unfavor- 
able channel  in  an  over-competitive,  lim- 
ited market.  He  is  not  sure  he  can  meet 

his  payroll  at  the  end  of  the  week.  What 
happens  when  he  tells  a  salesman  that  the 
client  he  has  just  succeeded  in  selling 
is  unacceptable  to  the  station?   Can  he 

turn  down  a  good  prospect  because  the 
time  desired  by  the  advertiser  happens  to 
have  been  promised  to  the  PTA?  If  a 

major  sale  hinges  on  an  under-the-table 
rebate,  can  he  afford  to  make  a  high- 
minded  speech  about  the  sanctity  of  rate 
cards? 

The  wide  range  in  what  we  have 

called  "degrees  of  freedom"  means  that 
broadcasting  is  in  many  ways  not  at  all 

the  same  thing  for  all  stations  and  net- 
works. Because  of  such  variations  the 

NARTB  has  never  been  able  to  secure 

agreement  on  standards  of  practice  which 

meet  even  the  already-established  stand- 
ards of  some  stations  and  networks.  It 

simply  is  not  realistic  to  expect  every 
network  to  be  able  to  meet  the  same 

standards  as  NBC,  or  an  unaffiliated  uhf 
television  station  in  a  small  market  to 
meet  the  same  standards  as  a  network 

key  station  in  New  York. 

Here,  then,  is  a  basic  socio-economic 
problem  created  by  the  system  of  adver- 

tising support  and  competitive  operation. 
It  does  not  mean,  of  course,  that  all 

small,  underprivileged  stations  are  by 
definition  unethical.  Many  in  radio  have 
found  a  modus  vivendi  by  narrowing 
their  service  down  to  meet  the  needs  of 

special  groups;  by  skillful  and  efficient 
management  many  such  stations  offer  a 

highly  satisfactory  service  within  the  lim- 
itations they  have  marked  out  for  them- 
selves. (No  such  solution  has  yet  been 

found,  however,  for  the  small-scale  tele- 
vision operation.) 

TV  NO  MAGIC  BOX 

Sig  Mickelson,  CBS  vice  president  in 

charge  of  news  and  public  affairs,  speak- 

ing of  "The  Electronic  Revolution  in 

Politics": WHEN  some  future  historian  sits  down 

to  write  the  history  of  the  1956  political 

campaigns,  I  think  it  very  probable  that 

he  will  build  his  history  around  the  revo- 
lution in  campaign  methods  brought 

about  by  the  new  importance  of  electronic 
communications. 

This  is  the  first  campaign  year  in  which 
television  has  become  the  dominant 

medium  in  the  thinking  and  planning  of 
the  national  committees.  The  evidence 

is  already  piling  high. 
The  President  and  his  advisers  are 

planning  a  "television  campaign."  Offi- 
cials of  both  parties  have  advertised  the 

fact  that  they  are  tailoring  their  conven- 
tions to  the  demands  of  television.  In 

pleading  for  funds,  both  national  chair- 
men stress  the  cost  of  purchasing  tele- 

vision time.  Candidates  in  the  pre-con- 
vention  primaries  have  moved  into  doubt- 

ful states  with  television  advisers  and 

formulas,  some  good,  some  bad,  for  pre- 
senting television  programs.  .  .  . 

I  wonder  whether  the  enthusiasm  with 

which  television  is  being  embraced  as 
the  1956  campaign  gets  under  way  may 

not  lead  to  disillusionment  in  the  medium 

if  that  enthusiasm  is  not  tempered  with 
some  hard  political  judgment. 

The  fact  is,  that  unless  used  wisely, 
television  may  not  be  the  magic  box 
which,  when  used,  leads  the  way  to  the 

politician's  Utopia.  Ineptitude  and  care- 
lessness could  destroy  the  magic  charm. 

It  seems  to  me  there  are  five  principles 

which  could  very  well  govern  the  use  of 
television  in  the  year  1956  if  television 
is  to  yield  the  spectacular  results  of  which 
it  is  fully  capable.  They  are: 

Rule  1.  The  candidate  or  his  spokes- 
man should  be  himself.  He  should  not 

hoke  up  the  act  with  obvious  histrionics. 
Rule  2.  Remember  that  it  is  the  whole 

impression  through  the  campaign  that 
counts,  not  the  one  created  on  a  single 

program. 
Rule  3.  Interest  in  a  candidate  cannot 

be  created  solely  on  the  basis  of  the  ex- 
ternal trappings  of  showmanship  which 

may  surround  a  program.  Interest,  sym- 
pathy and  understanding  have  to  be 

created  by  the  candidate  himself  or  by 

the  person  speaking  in  his  behalf. 
Rule  4.  Do  not  think  of  television 

purely  as  a  "showbusiness  medium."  It 
is  essentially  a  medium  of  communica- 

tions as  are  newspapers,  magazines,  and 
radio  and  not  just  a  vaudeville  stage. 

Rule  5.  Recognize  television's  vast  po- 
tential for  the  communication  of  ideas. 

Many  politicians  who  would  pay  hard 
cash  to  buy  time  to  make  a  speech  on 
television  would  literally  throw  away  even 

better  time  by  failing  to  include  televi- 
sion reporters  and  cameramen  in  their 

plans  for  coverage  of  an  interesting  news 
event  or  press  conference.  Those  who 

get  the  most  mileage  from  television  will 
be  those  who  learn  this  lesson  early  as 
did  President  Eisenhower  when  he  ad- 

mitted television  newsfilm  cameras  to  his 

press  conference. 

DON'T  FORGET  THE  SHOW 

Donald  H.  McGannon,  president  of  West- 
inghouse  Broadcasting  Co.,  addressing  the 
Catholic  Broadcasters  Assn.  in  Boston: 

HUMAN  NATURE  poses  a  real  chal- 
lenge for  the  religious  or  educational 

broadcaster,  because  many  people  today 
would  rather  be  entertained  than  taught 
or  inspired.  And  television  and  radio 
are  constantly  striving  to  develop  new 

ways  to  heighten  entertainment  values. 
In  order  to  capture  and  hold  the  attention 

of  an  audience  of  respectable  size — in 
fact,  even  to  avoid  having  a  disastrous 
effect  on  the  audience  levels  of  programs 

that  follow — a  religious  or  educational 
program  must  utilize  a  high  degree  of 

showmanship,  without,  of  course,  com- 
promising the  integrity  of  its  message. 

Bishop  Fulton  Sheen's  broadcasts  are  just 
one  excellent  proof  that  this  can  be  done 
successfully. 
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IN  INLAND  CALIFORNIA  (and  western  Nevada) 

delivers  more 

for  the  money 

These  inland  radio  stations,  purchased  as  a  unit,  give  you  more 

listeners  than  any  competitive  combination  of  local  stations  .  .  . 

and  at  the  lowest  cost  per  thousand!   (SAMS  and  SR&D) 

More  people  live  in  this  mountain-isolated  Beeline  area  than  in 
all  of  Colorado.  They  have  over  $3V2  billion  in  spendable  income. 

(Sales  Management's  1956  Copyrighted  Survey) 

SACRAMENTO,  CALIFORNIA  •    Paul  H.  Raymer  Co.,  National  Representative 
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PROGRAM  SERVICES 

Two  Radio  Stations  Sign 

Laurence  News  Features 

WHBI  Newark,  N.  J.,  and  KVMA  Magnolia, 
Ark.,  are  the  latest  stations  to  engage  a  corps 
of  foreign  correspondents  by  tape  through 
Laurence  News  Features,  New  York. 

In  the  Laurence  service,  exclusive  stories  and 

interviews  are  taped  by  newsmen  in  key  capi- 
tals of  the  world,  personalized  with  client- 

station's  call  letters  and  city,  and  rushed  to  the 
radio  station  by  air  express. 

Thesaurus  Series  Issued 

A  NEW,  five-minute  transcribed  radio  series, 
Great  American  Women,  featuring  actor  Basil 

Rathbone,  is  being  sent  to  RCA  Thesaurus  sta- 
tion subscribers  by  the  program  library  service. 

The  series  of  65  programs,  narrations  about 
such  famous  women  as  Amelia  Earheart,  Poca- 

hontas, and  Grandma  Moses,  can  be  used 
either  as  individual  shows  or  as  part  of  re- 

gular women's  programs. 

PROGRAM  SERVICE  PEOPLE 

Walter  Kerr,  author-playwright  and  drama 
critic  for  New  York  Herald-Tribune,  retained  by 
Tv-Radio  Workshop  of  Ford  Foundation  as 
drama  consultant. 

Dick  Norman,  film  director,  KPTV  (TV)  Port- 
land, Ore.,  to  director  of  Pictures  Inc.,  Anchor- 

age, Alaska,  theatrical  distributor.  Mr.  Norman 
is  president  of  Region  17,  National  Assn.  of 
Television  Film  Directors. 

Robert  Saudek,  director  of  Tv-Radio  Work- 
shop of  Ford  Foundation,  and  executive  pro- 

ducer of  Omnibus  on  ABC-TV,  will  address 
special  three-day  conference  on  commercial 
television  in  relation  to  education  at  Harvard 

U.  Summer  School,  Cambridge,  Mass.,  begin- 
ning July  16. 

PROGRAM  SERVICE  SHORTS 

Community  Club  Services,  Boston  sales  promo- 
tion firm,  has  appointed  S.  W.  Caldwell  Ltd., 

Toronto,  to  represent  CCS  in  Canada. 

Cambridge  School  of  Radio  &  Television  Broad- 
casting, New  York,  has  opened  new  Cambridge 

Television  Center,  making  available  to  adver- 
tising agencies,  production  firms,  networks  and 

independent  stations  complete  rehearsal  facili- 
ties, studios  for  filming  commercials,  closed 

circuit  tv  system  for  sales  meetings,  audio  and 
video  recording  studio,  film  editing  shops  and 
meeting  halls.  New  center  is  located  at  1481 
Broadway  (Times  Square). 

Aaron  Rothenberg  &  Assoc.,  Beverly  Hills, 
Calif.,  appointed  by  MCA-TV  to  create  ex- 

ploitation merchandise  for  sponsors  of  Adven- 
tures of  Kit  Carson  tv  film  series. 

World  Broadcasting  System  has  added  new  set 
of  safety  jingles  by  composer  Frank  Luther  to 
service  features,  bringing  to  total  of  48  num- 

ber of  safety  songs  and  jingles  available  from 
World. 

RCA  Thesaurus,  N.Y.,  has  signed  WACE  Chi- 
copee,  Mass.,  WGHN  Grand  Haven,  Mich., 
KNDY  Marysville,  Kan.,  and  KMRS  Morris, 
Minn.,  as  subscribers. 

Castle  Newell  Productions,  specializing  in  crea- 
tion and  production  of  radio-tv  musical  back- 

grounds and  musical  commercials,  has  been 

re-established  at  2501  East  Chevy  Chase  Drive, 
Glendaler  Calif., -  Mr.  Newell  has  announced. 
For  several  years  he  has  been  supervising  music 
instruction  in  L.A.  public  schools. 

BUICK's  spring  fashion  commercial  is  vocalized  at  Olmsted's  by  (1  to  r)  Clyde 
Sechler,  Jeff  Clark,  Ralph  Cummings  and  Gordon  Goodman.  At  controls:  Richard 
Olmsted. 

THE  PLUSH  SIDE  OF  THE  RECORD 

EIGHT  hundred  thousand  dollars  laid  out 

for  a  new,  bigger,  luxury-type  studio  layout, 
with  plans  already  afoot  for  further  expan- 

sion. That's  Olmsted  Sound  Studios'  tangi- 
ble tribute  to  the  strength  of  the  aural 

medium. 

Olmsted,  at  1  East  54th  St.,  New  York, 
is  a  radio  recording  firm  whose  principal 

business  is  producing  and/ or  recording  com- 
mercials for  advertisers  and  agencies.  It 

would  be  correct — but  misleading — to  report 
that  its  volume  today  is  1,000%  higher  than 
a  year  ago,  for  Olmsted  was  just  getting 
started  a  year  ago.  It  is  apparent,  however, 
that  business  is  good — and  good  business  at 
a  commercial  recording  studio  reflects  good 
business  in  radio. 

Headed  by  Henry  C.  Olmsted  as  president 
and  his  son  Richard  as  executive  vice  presi- 

dent and  chief  engineer,  Olmsted  Sound 
Studios  opened  for  business  in  January 
1955.  By  December  the  firm  had  to  spread 
out,  taking  an  additional  floor  and  thereby 

doubling  its  facilities.  The  $800,000  redec- 
orating job  which  transformed  the  space  into 

plush  studios  and  offices  and  efficient  as  well 

as  shiny  control  rooms  has  just  been  com- 
pleted. Now  Olmsted  is  getting  ready  to 

take  over  still  more  space. 

In  insisting  on  swank  decor  for  the  studios 

and  offices,  Executive  Vice  President  Olm- 
sted goes  on  the  theory  that  agency  people — ■ 

who  are  among  the  chief  users  of  the  facili- 
ties— will  be  more  comfortable,  and  there- 

fore able  to  work  better,  in  surroundings 
akin  to  those  they  have  in  their  own  homes. 

Thus  he's  tried  to  make  the  place  "home- 
like" from  thick-carpeted  floor  to  easy  chairs 

to  wall  prints  and  fixtures — even  to  a  small, 
emergency  bar  to  which  clients  may  repair 

after  long,  unsteadying  sessions  on  a  60- 
second  spot. 

The  length  of  the  Olmsted  client  list  itself 
is  a  clue  to  the  amount  of  radio  activity  that 
is  going  on  generally.  It  includes  most  of 
the  top  agencies,  a  number  of  jingles  firms, 
at  least  two  radio  stations,  and  the  U.  S. 
government,  among  others.  Both  ABC  and 
CBS  Radio  also  are  clients. 

Among  current  agency  clients  are  BBDO; 
McCann-Erickson;  William  Esty  Co.;  N.  W. 

Ayer  &  Son;  Campbell-Ewald;  Leo  Burnett 
Co.;  Morey,  Humm  &  Warwick;  Sullivan, 
Stauffer,  Colwell  &  Bayles;  Anderson  & 

Cairns;  Doherty,  Clifford,  Steers  &  Shen- 
field;  Kenyon  &  Eckhardt;  Kudner;  Cun- 

ningham &  Walsh;  Calkins  &  Holden; 
Grant,  and  Buchanan  &  Co. 

In  addition  to  commercials  for  use  on 

U.  S.  stations,  Olmsted  is  developing  foreign- 
commercials  business.  Goodall  Fabrics,  for 

example,  taped  a  commercial  in  Haitian 
Creole  to  sell  Palm  Beach  suits  to  Haitians. 
Griffin  Polish,  International  Salt,  and 
Quaker  Oats  are  among  those  that  reach 
Puerto  Rico,  Cuba,  the  Dominican  Republic, 
Peru,  Panama  and  Venezuela  in  several 
Spanish  dialects  recorded  by  Olmsted. 

The  firm  also  does  a  sizable  amount  of 

non-broadcast  business.  Westinghouse  Elec- 

tric Corp.,  for  instance,  recorded  a  "Watch 
Westinghouse"  song  there  and  had  Olmsted 
play  it  at  the  1956  stockholders'  meeting, 
then  print  up  a  recording  for  mailing  to  each 
of  more  than  100,000  stockholders. 

From  time  to  time  Olmsted's  is  called 
upon  to  record  the  sound  track  on  a 
film — and  for  one  independent  tv  producer, 
who  was  peddling  a  pilot  film  to  agencies, 
the  firm  made  individual  recordings  for  dif- 

ferent agency  executives,  outlining  its  merits 
for  the  clients  of  each. 

THE  executive  chiefs  at  Olmsted.  At  right 

is  Henry  C.  Olmsted,  president;  at  left, 

Richard  B.  Olmsted,  executive  vice  presi- 
dent and  chief  engineer. 
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If  FS  GET  DOWN  TO  BRASS  TACKS! 

THERE  ARE  g\  BIG  MARKETS 

IN  GEORGIA  . . . 

AHD  ONLY  THE  GEORGIA  BIG  Q  COVERS  THEM  All! 

YOU  GET  ALL  5  IN  ONE  BUY 

Now  with  one  buy,  involving  only  one  bill,  you  can 

get  dominant  coverage  of  Georgia's  five  major  mar- 
kets— Atlanta,  Augusta,  Macon,  Columbus  and 

Savannah.  The  five  long-established  stations  that 

make  up  the  Georgia  Big  5  deliver  83  per  cent — 
yes,  83  per  cent  of  all  Georgia  radio  homes! 

REACH  MORE  RADIO  HOMES 

AT  LESS  COST  PER  MINUTE 

The  Georgia  Big  5  gives  you  larger  radio  circulation 

throughout  the  state  than  any  other  station  can 

deliver — and  at  lower  cost,  too.  It's  your  BIG  buy — 

your  BEST  buy  in  the  nearly  S3  billion  (and  grow- 

ing fast',)  Georgia  market. 
LOCAL  IMPACT  PLUS 

NETWORK  ECONOMIES 

Get  the  local  advantages  of  intense  listener  loyalty 

and  strong  dealer  influence  .  .  .  AND  the  practical 

advantages  of  a  network  with  the  five  leading  sta- 

tions of  the  Georgia  Big  5.  Point  of  sale  merchan- 

dising support  including  sales  aids,  trade  calls,  trade 

mailings  and  tune-in  announcements  provides  added 

sales  power  for  your  spot.  Add  to  this  the  sales- 
producing  local  impact  of  hometown  programming. 
Result:  sales  success. 

8BB 
Let  your  Avery-Kriodel  man  show  you  why 

YOUR  BIG  GEORGIA  BUY  IS... 

Represented  Nationally  by 

AVERY-  KNODEL,  Inc. 

WGST  WGAC 
Atlanta  Augusta 

5.000W  ABC    5,000W  ABC 

flHHBHBH 

WRBL Columbus 

5,0O0W  CBS WMAZ 

Macon 

10,000W  CBS 
WTOC 

Savannah 

5.000W  CBS 
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 GOVERNMENT  

INDUSTRY  EXPRESSES  DOUBTS 

ABOUT  FCC  ALLOCATION  PLAN 

Some  comment  that  Commission  acted  to  relieve  pressure  from  Capi- 
.  tol  Hill.  Attitude  of  new  Comr.  Craven  is  speculated  with  consensus 

that  he's  more  in  favor  of  uhf.  Petitions  for  changes  resume. 

WITH  a  full  week's  contemplation  of  the  im- 
port of  the  FCC's  report  and  order  on  tv  alloca- 
tions under  their  belts,  broadcasters — and  those 

who  advise  them — had  two  questions  on  their 
lips  last  week.  They  were: 

•  Is  the  Commission  serious? 
•  What  will  Craven  do? 
The  FCC  two  weeks  ago  held  that  the 

best  solution  for  the  ills  of  tv  was  the  eventual 

— but  unscheduled — move  of  tv  to  the  uhf,  in 
all  or  a  major  part  of  the  country.  This  was 
predicated  on  the  development  of  uhf  to  equality 
to  vhf  in  coverage,  equipment  costs  and  de- 

sign. The  FCC  also  issued  proposed  rule-making 
notices  in  13  specific  cities,  proposing  either 
complete  or  partial  deintermixture  [BeT,  July  2]. 

The  majority  observation  on  the  FCC's 
action  was  one  of  strong  doubt  that  it  meant 
what  it  said.  This  was  particularly  strong  about 
moving  tv  to  an  all-uhf  service. 

The  word  "phoney"  was  used  by  more  than 
one  source.  Other  comments  were  more  pithy: 

"The  Commission  is  trying  to  ration  revenues, 
programs,  and  network  affiliations."  "The 
FCC  is  bailing  out  those  enterpreneurs  who  are 

in  trouble.  That's  free  enterprise?"  "Another 
year  of  jazzing  around!" 
Many  comments — all  from  reputable,  in- 

formed sources  who  for  obvious  reasons  asked 

for  anonymity — were  phrased  to  indicate  that 

they  thought  the  Commission's  document  was 
forced  by  politics— by  the  pressures  from  Capi- 

tol Hill.  "The  Commission  was  forced  to  do 
something  to  get  the  Hill  off  its  neck,"  one 
Washington  lawyer  observed. 

There  were  some  thoughts  expressed  that  in 
perhaps  a  year  or  so  maybe  three  or  four  of 
the  13  cities  might  be  truly  be  deintermixed.  The 
others  will  never  go  through,  was  this  reaction. 

One  Washington  attorney  who  numbers  sev- 
eral successful  uhf  operators  among  his  clients 

was  particularly  bitter  at  the  Commission's  boost 
in  maximum  uhf  power  to  five  million  watts. 
The  advantages,  at  best,  are  marginal,  he  said. 
Yet,  if  one  uhf  station  in  a  market  increases  its 
power  to  the  maximum,  all  uhf  stations  in  that 
market  must  follow.  There  is  the  huge  initial 
capital  cost,  he  pointed  out,  to  say  nothing  of 
the  terrific  maintenance  financial  load. 

Questions  Coverage  Tables 

A  consulting  engineer  raised  his  eyebrows  at 
what  he  called  the  "extension"  of  Grade  B 
service  implied  in  the  new  FCC  coverage  tables. 
That  might  be  true  20%  of  the  time  in  ideal 
terrain,  he  declared. 

Several  comments  were  made  about  incon- 
sistencies. The  Hartford  situation  was  used  as 

an  illustration  by  one  observer.  Ch.  3,  he 
pointed  out,  had  been  first  assigned  to  New 
London,  Conn.  After  the  Sixth  Report  in  1952 
it  was  moved  to  Hartford.  Now,  he  shrugged, 
it  goes  to  Providence.   Why?  he  asked. 

Other  inconsistencies,  it  was  pointed  out,  in- 
volved Norfolk,  Va.;  Pittsburgh,  Pa.;  Sacra- 
mento, Calif.;  Corpus  Christi,  Tex.;  Spartan- 

burg, S.  C,  and  Raleigh,  N.  C.  In  these  the 
FCC  took  no  action,  but  in  similar  circum- 

stances (Albany,  New  Orleans),  notices  of  pro- 
posed rule-making  were  issued. 

From  several  sources  disappointment  was 
expressed  that  the  Commission  had  not  pro- 

vided for  "squeeze -ins" — low-powered,  low- 
antenna  height  vhfs  "in  order  to  provide  three 
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equivalent  services"  as  one  put  it. 
All  comments  were  not  pessimistic.  There 

were  some  favorable  reactions. 

Even  if  only  a  few  of  the  13  "pilot"  cities 
are  really  and  truly  deintermixed,  it  will  mean 
that  uhf  remains  as  an  established  and  operating 
service.  This  means  manufacturers  will  have  to 

continue  making  uhf  sets  and  "Madison  Ave." 
will  know  that  uhf  hasn't  died.  That  was  one 
advocate's  viewpoint. 

If  there  was  any  doubt  of  the  Commission's 
sincerity,  another  observed,  its  actions  in  pro- 

hibiting construction  in  Peoria  and  Springfield 
should  have  dispelled  that.  He  referred  to  the 
June  27  grants  of  ch.  8  to  WIRL  Peoria,  111., 
and  ch.  2  to  WMAY-TV  Inc.,  Springfield,  111. 
The  Commission  forbade  construction  until  the 

proposed  rule-making  in  those  cities. 
In  a  prepared  statement,  George  A.  Mayoral, 

WJMR-TV  New  Orleans,  declared:  "The  FCC's 
proposed  decision  looking  toward  the  eventual 
shift  of  all  television  broadcasting  to  the  uhf 
region  of  the  spectrum  was  the  only  proposal 
that  the  FCC  could  have  made  in  view  of  all 

the  problems  involved  .  .  .  This  is  a  national 

solution  to  a  national  problem  .  .  ." The  attitude  of  new  Comr.  T.  A.  M.  Craven 
was  the  subject  of  much  speculation.  It  was 
pointed  out  that  five  of  the  13  deintermixture 
notices  were  made  on  four  to  three  votes.  These 
were  Elmira,  N.  Y.;  Hartford,  Conn.;  Madison, 
Wis.;  Norfolk,  Va.;  Albany,  N.  Y. 

It  was  the  consensus,  however,  that  Comr. 

Craven's  basic,  long  time  attitude  was  more 
favorable  to  uhf  than  otherwise.  It  was  recalled 

that  as  early  as  1945  he  had  recommended  that 
commercial  television  operate  in  the  uhf  band. 
It  was  also  recalled  that  in  the  current  alloca- 

tions proceedings,  Mr.  Craven,  in  his  own 
name,  had  suggested  an  allocations  plan  which 
would  have  deintermixed  all  the  major  cities 
in  Zone  I  except  in  10  instances. 

On  the  other  hand,  it  was  felt  in  some  circles, 
Comr.  Craven  would  be  loath  to  disturb  vhf 
grants  made  after  long  and  expensive  hearings. 

"He's  been  on  the  outside,"  one  source  ob- 

served, "and  he  knows  what  a  hearing  means." 
Meanwhile,  petitions  for  changes  in  the  allo- 

cations structure  began  coming  into  the  FCC 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  10 

Corpus  Christi,  Tex.,  ch.  10;  Miami,  Fla., 
ch.  10;  Seattle.  Wash.,  ch.  7;  Jacksonville, 
Fla.,  ch.  12;  Hartford,  Conn.,  ch.  3:  Pa- 
ducah.  Ky.,  ch  6;  Indianatiolis,  Ind..  ch.  13; 
New  Orleans,  La.,  ch.  4;  St.  Louis,  Mo.,  ch. 
11;  Charlotte,  N.  C,  ch.  9. 

AWAITING  ORAL  ARGUMENT:  8 
Boston,  Mass.,  ch.  5;  Orlando,  Fla.,  ch.  9; 
McKeesport,  Pa.,  (Pittsburgh),  ch.  4:  Buf- 

falo, N.  Y..  ch.  7;  Biloxi,  Miss.,  ch.  13;  San 
Francisco-Oakland.  Calif.,  ch.  2;  Lead- 
Deadwood,  S.  D.,  ch.  5;  Pittsburgh,  Pa.,  ch. 
11. 

AWAITING  INITIAL  DECISION:  3 
Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, 
Mich.,  ch.  10. 

LN  HEARING:  4 

Beaumont-Port  Arthur.  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3;  Coos  Bay,  Ore.,  ch.  16. 

after  a  lapse  of  some  months.  In  the  last  10 

days  six  rule-making  petitions  have  been  filed. 
They  include:  (1)  adding  ch.  11  to  Coos  Bay, 

Ore.,  from  Yreka,  Calif.;  (2)  substituting  ch. 
8  for  ch.  55  in  Mt.  Airy,  N.  C;  (3)  allocating 
ch.  3  to  Ainsworth,  Neb.;  (4)  moving  ch.  5 
from  Raleigh  to  Rocky  Mount,  N.  C,  and  add- 

ing a  reserved  uhf  channel  to  Raleigh;  (5) 
changing  the  educational  reservation  from  ch. 
1  to  chs.  6  or  10  in  Corpus  Christi,  Tex.,  or 
deleting  chs.  6  and  10  from  Corpus  Christi; 
(6)  delete  educational  reservation  from  ch.  7 
in  Jacksonville,  Fla.,  or  remove  ch.  12  and  add 
ch.  46  to  Jacksonville. 

There  are  more  than  50  such  petitions  await- 
ing action  at  the  FCC.  The  complete  list: 

Ft.  Smith,  Fayetteville,  Ark. — Delete  ch.  5. 
from  Ft.  Smith  and  assign  to  Fayetteville. 

Bakersfield,  Calif.— Add  17  or  17  and  39  to 
Bakersfield. 

Bishop,  Calif. — Allocate  either  ch.  3,  8,  17,  19 
or  25  to  Bishop. 

*Fresno,  Madera,  Calif. — Change  Fresno  edu- 
cational reservation  from  ch.  18  to  53  or 

swap  ch.  53  for  ch.  30  at  Madera. 
*Pueblo,  Alamosa,  Colo. — Delete  ch.  3  from 

Pueblo  and  assign  to  Alamosa,  Colo. 

Jacksonville,  Fla. — Delete  educational  reserva- 
tion at  Jacksonville,  changing  educational 

ch.  7  to  commercial,  or  delete  ch.  12  and 
add  ch.  46. 

*New  Port  Richey,  Bunnel,  Fla. — Add  ch.  10 
to  New  Port  Richey. 

Cartter,  111. — Allocate  ch.  13  to  Cartter. 
Harrisburg,  111.,  Bowling  Green,  Ky. — Replace 

ch.  22  Harrisburg  with  ch.  13,  deleting  latter 
from  Bowling  Green. 

Peoria,  Galesburg,  III. — Substitute  ch.  25  for 
ch.  43  at  Peoria,  and  substitute  ch.  77  for 
ch.  40  at  Galesburg. 

Springfield,  Lincoln,  111. — Allocate  ch.  39  to 
Springfield,  and  substitute  ch.  49  for  ch.  53 
at  Lincoln,  111. 

Indianapolis,  Anderson,  Ind. — Allocate  ch.  26 
to  Anderson,  deleting  ch.  61  from  that  city; 
delete  ch.  26  from  Indianapolis  and  add  ch. 
77  there. 

Evansville,  Ind.,  Owensboro,  Ky.,  Festus,  Mo., 

Shelbyville,  Tenn. — Delete  ch.  62  from 
Evansville  and  add  ch.  14;  delete  ch.  14  from 
Owensboro,  add  ch.  62;  delete  ch.  14  from 
Festus,  add  ch.  25,  and  delete  ch.  62  from 
Shelbyville,  add  ch.  56. 

Ft.  Wayne,  Angola,  Ind. — Assign  ch.  15  to  Ft. 
Wayne,  substituting  ch.  77  for  ch.  15  at 
Angola,  Ind. 

*Des  Moines,  Iowa — Shift  educational  reserva- 
tion from  ch.  11  to  uhf. 

Ho ii ma.  La. — (1)  Delete  ch.  30  from  Houma, 
add  ch.  11.  (2)  Add  ch.  11  to  Houma. 

*Nashaquitsa,  Mass. — Assign  ch.  6  to  Nasha- 

quitsa. 
*Marquette,  Calumet,  Mich. — Add  ch.  13  to 

Marquette;  substitute  ch.  5  for  ch.  13  at  Calu- 
met, Mich. 

*ClarksdaIe,  Indianola,  Cleveland,  Ruleville, 
Greenwood,  Miss. — (1)  Move  ch.  6  at  Clarks- 
dale  to  Indianola,  and  assign  ch.  44  to  Clarks- 
dale.  (2)  Delete  ch.  6  from  Clarksdale  and 
add  to  Cleveland  or  Ruleville  or  in  an  area 
between  Cleveland,  Ruleville,  Greenwood  and 
Indianola. 

*Greenwood,  Miss. — Move  ch.  6  to  Greenwood. 
Helena,  Bozeman,  Mont. — Delete  ch.  12  from 

Helena  and  reallocate  to  Bozeman. 

Glendive,  Mont. — Allocate  ch.  5  to  Glendive. 
Missoula  and  Kalispell,  Mont.,  Sandpoint,  Iowa 
— Add  ch.  8  to  Missoula;  substitute  ch.  25  for 
9  at  Sandpoint,  and  substitute  ch.  9  for  8  at 
Kalispell. 

Ainsworth,  Neb. — Add  ch.  3  to  Ainsworth. 

*Proposed  rule-making  issued  by  the  FCC,  but 
no  final  decision  yet  issued. 
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Another  thinly  disguised  WJR  success  story 

When  they  were  certain  it  was  accurate, 
they  told  the  listeners  about  it.  They  were 
careful,  they  were  calm,  and  they  included 

safety  precautions. 

"I  am  sure,"  wrote  one  woman  later, 
"that  WJR's  prompt  reporting  of  sound 
information,  and  its  calm  despite  the  dan- 

ger, saved  many  people  from  near-panic." 
An  Ohioan  nearby  listened  to  WJR  from 

6  p.m.  to  3  a.m.,  circling  all  twister  areas 

on  a  map.  "We  are  deeply  grateful  to  the 
news  staff  and  all  others  for  their  constant 

vigil,"  he  wrote.  "We  depended  entirely 

on  their  faithful  service." 
People  in  the  WJR  area  have  learned 

that  WJR  newscasts  are  dependable,  fac- 

tual and  more  comprehensive.  That's  why 
the  recent  study  by  Alfred  Politz  Re- 

search, Inc.  shows  that  42%  of  all  radio 
listeners  tune  to  WJR  for  news. 

May  12  was  an  unusual  day  in  Michigan. 

At  2:30  p.m.  that  Saturday  WJR  broad- 

cast a  tornado  alert — and  it  wasn't  lifted 
until  3  a.m.  Sunday.  In  seven  hours  27 
twisters  had  smashed  their  lethal  paths 
across  the  state. 

It  was  dark,  it  thundered,  flashed  light- 

ning, and  rained  sheets — and  it  was  down- 
right scary. 

From  6  p.m.  to  3  a.m.  WJR  broadcast 

complete  reports,  every  half-hour.  Three 

newscasters  (and  one  newscaster's  wife), 
every  engineer  and  every  announcer 
helped  gather  information,  answered 
phones,  and  got  the  news  on  the  air. 

Their  job  was  simple:  from  hundreds  of 

panicky  reports  they  sifted  accurate  infor- 
mation. It  waschecked  and  double  checked 

with  the  station's  direct  weather  bureau 
wire  and  with  police  chiefs  in  stricken  areas. 

The  Great  Voice  of  the  Great  Lakes 

WJR Detroit 

50,000  Watts    CBS  Radio  Network 

Here's  WJR's  primary  coverage  area. 
Write  us  for  your  free  copy  of  the  Politz  report 

or  ask  your  Henry  I.  Christal  Co.  man. 
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GOVERNMENT 

Lincoln,  Neb. — Change  Lincoln  educational 
reservation  from  ch.  18  to  12. 

Nadine,  N.  M.,  Monahans,  Tex. — Add  ch.  9  to 
Nadine,  substituting  ch.  35  for  9  at  Mona- 
hans. 

*Roswell,  Artesia,  N.  M. — Remove  ch.  10 
from  Roswell,  and  assign  to  Artesia. 

Fairfield,  N.  Y.— Allocate  ch.  2  to  Fairfield. 
Mt.  Airy,  N.  C. — Substitute  ch.  8  for  ch.  55  at 

Mt.  Airy. 

Raleigh,  Rocky  Mount,  N.  C. — Delete  ch.  5 
from  Raleigh  and  substitute  a  reserved  edu- 

cational uhf  channel.  Add  ch.  5  to  Rocky 
Mount. 

Winston-Salem,  N.  C. — Allocate  ch.  8  to  Win- 
ston-Salem. 

Youngstown,  Ohio-Pittsburgh,  New  Castle,  Pa.- 
Clarksburg,  W.  Va. — Substitute  ch.  33  for 
73  at  Youngstown,  ch.  22  for  47  at  Pitts- 

burgh, ch.  79  for  22  at  Clarksburg,  and/or 
move  ch.  45  from  New  Castle  to  Youngstown. 

Elk  City-Woodward,  Okla. — Delete  ch.  8  from 
Woodward,  adding  it  to  Elk  City;  add  ch.35 
to  Woodward. 

Coos  Bay.  Ore.,  Yreka,  Calif. — Add  ch.  11  to 
Coos  Bay,  substituting  ch.  19  for  ch.ll  at 
Yreka. 

Prineville,  Ore. — Allocate  ch.  11  to  Prineville. 

Harrisburg,    Lancaster,    Williamsport,    Pa. — 
Switch  ch.  71  at  Harrisburg  for  ch.  21  at 
Lancaster  and  substitute  ch.  26  for  36  at 
Williamsport. 

*Shinglehouse,  and  Meadville,  Pa.  Clymer 
N.  Y. — Add  ch.  26  to  Shinglehouse;  add  ch. 
37  at  Meadville,  Pa. 

Williamsport,  Pa. — Allocate  ch.  26  to  Williams- 

port. 
York,  Lancaster,  Pa. — (1)  Switch  ch.  49  at  York 

for  ch.  21  at  Lancaster.  (2)  Delete  ch.  43 
from  York  and  add  to  Lancaster;  delete  ch. 
21  from  Lancaster  and  add  to  York. 

Charleston,  Sandy  Run,  S.  C. — Allocate  ch.  5 
to  Sandy  Run,  deleting  ch.  5  from  Charleston 
and  substituting  ch.  4. 

Reliance,  Pierre,  S.  D. — Delete  ch.  6  from 
Pierre,  S.  D.,  and  assign  it  to  Reliance. 

St.  Joseph,  Lexington,  Tenn. — Allocate  ch.  11 
to  St.  Joseph,  deleting  educational  ch.  11 
from  Lexington,  Term.,  and  substituting  edu- 

cational ch.  49. 

*  College  Station,  Tex. — Change  educational 
ch.  3  to  commercial,  reserving  either  ch.  48 
or  ch.  54  for  educational  use. 

Corpus  Christi,  Tex. — Change  educational  res- 
ervation at  Corpus  Christi  from  ch.  16  to 

ch.  6  or  10,  or  delete  ch.  6  or  10  and  add  to 
other  cities  in  nearby  area. 

Lubbock,  Tex. — Change  Lubbock  educational 
reservation  from  ch.  20  to  5. 

Lufkin- — Nacogdoches,  Tex. — Change  Lufkin 
ch.  9  to  Lufkin-Nacogdoches  as  hyphenated 
community,  permit  KTRE-TV  Lufkin  to  be 
identified  with  both  cities. 

Nacogdoches  and  Tyler,  Tex.,  Lake  Charles, 
La. — Delete  ch.  19  from  Tyler,  add  it  to 
Nacogdoches.  Add  ch.  61  to  Tyler.  Add  ch. 
66  to  Lake  Charles  and  delete  educational 
ch.  19. 

*CIarkston,  Wash. — Allocate  chs.  34  and  40  to 
Clarkston. 

*Moses  Lake,  Walla  Walla,  Wash  Substitute 
ch.  11  at  Moses  Lake  for  ch.  8  at  Walla 
Walla,  Wash.,  and  add  ch.  8  to  Moses  Lake. 

Wenatchee,  Wash.,   Coeur  d'Alene,  Idaho — 
Add  ch.  12  to  Wenatchee;  substitute  ch.  29 

for  ch.  12  at  Coeur  d'Alene. 
*Weston,  W.  Va. — Change  educational  ch.  5 

at  Weston  to  commercial. 

^Proposed  rule-making  issued  by  the  FCC,  but  no 
final  decision  yet  issued. 

T.  A.  M.  CRAVEN  took  the  oath  of  office 
as  an  FCC  commissioner  for  the  second 
time  last  week  when  he  assumed  office  on 

July  2  replacing  Edward  M.  Webster. 

Comr.  Craven,  a  U.  S.  Navy  Reserve  com- 
mander, served  once  before,  from  1937  to 

1944.  Mr.  Craven  (r)  is  being  sworn  in 

by  FCC  Chairman  George  C.  McCon- 
naughey.  The  ceremony  took  place  before 
a  roomful  of  friends  at  the  FCC.  After  the 

oath,  Comr.  Craven  paid  tribute  to  former 
Comr.  Webster,  who  was  in  the  audience, 

and  Mr.  Webster  replied  in  kind. 
A  graduate  of  U.  S.  Naval  Academy 

(1913),  Comr.  Craven  served  in  World 

War  I  as  a  specialist  in  radio  communica- 
tions. He  was  on  the  staff  of  the  Federal 

Radio  Commission  in  charge  of  nonbroad- 
cast  engineering  matters,  1928-30;  in 
private  radio  practice  to  1935,  when  he 
became  FCC  chief  engineer.  After  his  first 
term  as  a  commissioner,  he  again  entered 

private  engineering  practice.  He  became 
the  senior  member  of  Washington  consul- 

ting engineers  Craven,  Lohnes  &  Culver  in 
1949.  He  is  a  fellow  of  the  Institute  of 

Radio  Engineers  and  a  past  president  of 
the  Assn.  of  Federal  Communications  Con- 

sulting Engineers. 

KTVQ  (TV)  Bid  for  Ch.  11 

Again  Turned  Down  by  FCC 

SECOND  REQUEST  by  ch.  25  KTVQ  (TV) 
Oklahoma  City  to  use  educational  ch.  11  at 
Tulsa  on  a  temporary  basis  was  denied  last 

week  by  the  FCC.  KTVQ,  dark  since  last 
December,  went  off  the  air  under  court  order 
following  heavy  uhf  losses. 

The  Oklahoma  City  station  earlier  had  asked 
for  and  was  denied  FCC  permission  to  utilize 
ch.  11  at  Tulsa  until  the  grantee,  educational 

KOED-TV,  was  ready  to  go  on  the  air.  The 
request  was  opposed  by  the  Joint  Committee 
on  Educational  Tv  and  Oklahoma  Educational 

Tv  Authority  (OETA),  KOED-TV  permittee. 
The  second  KTVQ  request  [B»T,  May  14] 

was  predicated  on  an  understanding  by  KTVQ 
that  OETA  no  longer  was  opposed  to  tempo- 
pary  use  of  its  Tulsa  channel.  KTVQ  proposed 
to  use  the  tower  and  transmitter  of  deleted  ch. 

19  KMPT  (TV)  Oklahoma  City  and  operate 
for  the  duration  of  the  KTVQ  construction 
permit  or — whichever  is  first — whenever 

KOED-TV  was  ready  to  commence  operation. 

Lawmakers'  Recording  Studio 

Split  Into  Separate  Units 
THE  President  has  signed  into  law  a  bill  (HR 

11,473 — now  Public  Law  624)  which  splits  the 
Joint  Senate-House  Recording  Facility  into  the 
House  Recording  Studio  and  Senate  Record- 

ing Studio,  respectively.  The  complete  split 
must  be  made  by  Sept.  30. 

The  two  studios  will  perform  for  representa- 
tives and  senators,  respectively,  the  same  duties 

performed  before  by  the  joint  facility;  namely, 
taping  and  filming  reports  and  speeches  by 
congressmen  to  be  used  in  campaigning  or  mak- 

ing reports  to  constituents  over  radio  and  tv 
stations  in  their  home  states.  These  services 

are  performed  normally  at  a  lower  cost  to  con- 
gressmen than  equivalent  commercial  services. 

The  division  of  the  joint  facility  into  two 
separate  studios  was  decided  upon  after  the  re- 

sults of  two  reports  by  the  General  Accounting 
Office  were  made  public  [B«T,  June  4,  May  7]. 

The  reports  said  that  Robert  J.  Coar,  coordi- 
nator of  the  joint  facility  and  his  wife,  Helen, 

studio  director,  were  engaged  in  a  similar  busi- 
ness in  nearby  Virginia;  that  government  equip- 

ment was  missing;  that  employes  of  the  facility 
received  income  from  outside  sources,  and  that 
an  unlisted  telephone  was  maintained  on  the 
premises.  Mrs.  Coar,  a  House  employe,  was 
fired,  but  no  action  was  taken  in  the  case  of 
Mr.  Coar,  a  Senate  employe. 

The  Coars  came  in  for  both  criticism  and 
praise  in  House  debate  on  HR  11,473.  It  was 
understood  that  Mr.  Coar  will  head  the  Sen- 

ate Recording  Studio  when  it  is  set  up. 

The  two  new  studios  will  divide  the  equip- 
ment and  other  assets  of  the  joint  facility.  Both 

will  be  administered  from  separate  revolving 
funds  established  in  the  Treasury  for  House 
and  Senate  contingent  funds,  respectively.  The 
new  law  prohibits  personnel  from  engaging  in 
outside  work  similar  to  that  performed  at  the 

respective  studios. 
The  House  studio  will  be  supervised  by  the 

House  Clerk  under  the  direction  of  a  three- 
man  committee  of  congressmen  appointed  by 
the  House  Speaker.  The  Senate  unit  will  be 

supervised  by  the  Senate  Sergeant-at-Arms  un- 
der direction  of  the  Senate  Rules  &  Adminis- 

tration Committee. 

Senate  Bill  Would  Ban 

Misleading  Names,  Art 

THE  SENATE  last  week  passed  a  bill  (S  2891) 

which  would  prohibit  the  use  by  certain  busi- 
ness concerns  of  the  letters  "U.  S."  in  their 

firm  or  corporate  names  or  of  pictures  in  their 
advertising  which  falsely  convey  the  impression 
that  such  a  firm  is  a  government  agency  or 

that  its  obligations  are  guaranteed  by  the  gov- 
ernment. 

Already  prohibited  to  the  same  firms  are  the 

terms  "national,"  "federal,"  "United  States," 
"reserve"  and  "Deposit  Insurance." 

Pictures  prohibited  under  the  bill  are  those 
of  the  Capitol  Building  or  any  other  public 
building  of  the  United  States. 

Types  of  firms  prohibited  from  using  these 

words  or  pictures,  "except  as  permitted  by  the 
laws  of  the  United  States,"  are  banks,  loan  com- 

panies, building  and  loan  companies  and  brok- 
erage, factorage,  insurance,  indemnity,  savings 

or  trust  firms. 

It  was  noted  in  floor  discussion  that  the 
Senate  does  not  intend  that  the  bill  be  made 
retroactive  to  apply  to  companies  which  already 

are  "lawfully  using  such  name  or  title"  if  and 
when  the  bill  becomes  law.  The  measure  was 
sent  to  the  House. 
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Network  Investigation 

Will  End  July  17-18 

THE  Senate  Commerce  Committee  winds  up 

hearings  July  17-18  for  this  congressional  ses- 
sion in  its  investigation  of  tv  networks  and 

allocation  problems,  Kenneth  A.  Cox,  special 
radio-tv  counsel,  said  last  week. 

The  FCC  will  occupy  July  17  and  possibly 
part  of  the  following  day,  with  most  of  the 
Commission  testimony  to  be  on  its  proposed 
allocations  plan  [B«T,  July  2].  Also  scheduled 
on  July  18  are  Mrs.  Elizabeth  Smart,  legislative 

representative  for  the  National  Women's  Chris- 
tian Temperance  Union,  who  will  testify  in 

support  of  a  bill  by  Sen.  John  W.  Bricker  (R- 
Ohio)  for  government  regulation  of  the  net- 

works, and  John  H.  Battison,  general  manager 
of  KAVE-TV  Carlsbad,  N.  M.,  who  will  offer 
testimony  on  the  costs  of  AT&T  interconnec- 

tion and  the  problems  of  small  market  tv  sta- 
tion operation. 

One  other  witness  is  being  considered  but 
was  not  confirmed  last  week. 

The  WCTU's  planned  testimony  in  favor  of 
the  Bricker  bill  (S  825)  is  expected  to  be  a 
roundabout  method  of  trying  to  prohibit  liquor 
advertising  on  radio  and  tv.  Hearings  were  held 
in  February  by  the  Senate  and  House  Com- 

merce Committees  on  bills  (S  923,  HR  4627) 
to  prohibit  liquor  advertising  in  any  medium 
[B*T,  Feb.  20],  but  the  bills  have  not  been 
reported  from  the  respective  committees. 

Industry  Comments  Oppose 

Proposed  Tall  Tower  Rules 

GENERAL  OPPOSITION  to  the  proposed 

"tall  tower"  rules  which  would  require  appli- 
cants for  towers  above  500  ft.  above  ground  to 

use  existing  structures  or  antenna  farms — or  to 

justify  why  they  can't  do  so — was  expressed 
by  several  dozen  comments  filed  with  the  FCC 
on  or  before  July  2.  That  date  had  been  the 
deadline  for  comments  on  the  proposed  rule 
but  last  Tuesday  the  Commission  continued 
the  deadline  to  Sept.  3  at  the  request  of  WSLA- 
TV  Selma,  Ala. 

Main  objections  fell  into  the  following 
categories: 

•  No  criteria  telling  where  antenna  farms 
should  be  located  or  whether  an  applicant  had 
made  a  real  effort  to  locate  on  an  antenna  farm 
or  existing  structure. 

•  Unreasonable  burden  on  the  applicant  to 
force  him  to  justify  why  he  cannot  locate  on 
an  antenna  farm  or  existing  structure. 

•  Abdication  of  the  FCC's  legal  duty  to 
judge  applications  in  the  interest  of  public 
service  and  a  delegation  to  the  Air  Coordinating 
Committee  (whose  Airspace  Panels  indicate 
whether  a  tower  is  a  potential  air  hazard  or 
not)  of  this  function  by  permitting  it  to  desig- 

nate antenna  farms. 

Among  other  questions  raised  were:  (1) 
whether  it  was  clear  that  the  new  rules  would 
not  affect  existing  stations  which  might  desire 
to  raise  the  height  of  their  existing  antennas, 
and  (2)  whether  stations  would  be  forced  to 
share  their  towers  with  other  broadcasters. 

There  were  also  suggestions  that  the  FCC 
postpone  any  further  action  on  these  rules  until 
the  Joint  Industry-Government  Tall  Structures 
Committee  settled  the  standards  for  antenna 
farms. 
NARTB  called  attention  to  estimates  that 

indicated  the  cost  of  a  tower  supporting  two 
antennas  was  50%  more  than  for  a  single 
radiator;  for  three  antennas,  100%  more,  etc. 
A.  Earl  Cullum  Jr.,  Dallas  consulting  engineer, 

termed  the  proposed  rules  "dangerously  re- 
strictive" to  broadcasters. 

Comments  were  also  filed  by  WGAL-TV 
Lancaster  and  WLEV-TV  Bethlehem,  both 
Pa.;  NBC;  CBS;  WDBO-TV  Orlando,  Fla.; 
WTVH  (TV)  Peoria,  111.;  Meredith  stations; 
KRON-TV  San  Francisco;  Storer  Broadcasting 
Co.;  WIBC  Indianapolis,  Ind.;  WCYL  York, 
S.  C;  Frank  G.  Kear,  Kear  &  Kennedy,  con- 

sulting engineers,  Washington,  D.  C. 
Also  KFRE-TV  Fresno,  Calif.;  KTVT  (TV) 

Salt  Lake  City,  Utah;  KGLO-TV  Mason  City, 
Iowa;  WAFB-TV  Baton  Rouge,  La.;  WKJG- 
TV  Fort  Wayne,  Ind.;  WKNA-TV  Charleston, 
W.  Va.;  WWJ-TV  Detroit,  Mich.;  WCAU-TV 
Philadelphia,  Pa.;  WDSU-TV  New  Orleans, 
La.;  WGR-TV  Buffalo,  N.  Y.,  and  RKO  Tele- 
radio  Pictures  Inc. 

The  proposed  tall  tower  rules  were  issued 
last  March  [B»T,  April  2]  and  followed  a  year- 

long joint  aviation-broadcast-government  study 
of  tall  towers  and  their  apparent  threat  to  air- 

planes. 

Calif.  Radio  Operator  Seeks 

First  Tv  Translator  Grants 

FIRST  two  applications  for  the  newly  author- 
ized tv  translator  operation  were  filed  with  the 

FCC  last  week,  both  by  James  R.  Oliver,  oper- 
ator of  KIBS  Bishop,  Calif.  The  new  service, 

using  uhf  channels  70-83  to  rebroadcast  tv  sig- 
nals to  remote  areas,  became  effective  last 

Monday  (July  2),  30  days  following  the  FCC's 
announcement  of  the  promulgation  of  new  rules 
[B*T,  May  28]. 

Mr.  Oliver  asked  for  two  10-w  translator  op- 
erations at  a  location  east  of  Bishop,  both  to 

use  an  effective  radiated  power  of  83  w.  One 
would  be  on  ch.  70  and  would  rebroadcast  the 
programs  of  ch.  2  KNXT  (TV)  Los  Angeles; 
the  other,  on  ch.  72  would  rebroadcast  the  ch. 

4  signal  of  KRCA-TV  Los  Angeles.  Bishop  is 
about  225  miles  from  Los  Angeles. 

Mr.  Oliver  said  that  500  people  in  the  Bishop 
area  had  pledged  him  their  financial  support  in 
his  desire  to  bring  service  to  the  area.  Besides 
$7,594  already  pledged,  the  people  also  have 
pledged  voluntary  support  of  $5  per  month  to 
bear  the  costs  of  operation,  the  application 
said.  Mr.  Oliver  said  that  as  he  did  not  wish 

to  make  more  than  costs  of  operation,  volun- 
tary support  will  be  reduced  when  possible. 

Total  construction  and  first  year  operation  costs 
for  both  translators  were  set  at  $22,650. 

D.  C.  Time  Bill  Signed 

A  BILL  (S  3295)  to  extend  Daylight  Saving 
Time  in  the  District  of  Columbia  from  the  last 
Sunday  in  September  to  the  last  Sunday  in 
October — conforming  to  the  time  schedules  in 
most  major  eastern  cities — was  signed  into  law 
by  the  President  last  week  after  congressional 

approval.  The  new  law  (PL  624)  was  advo- 
cated by  Washington  area  radio-tv  stations 

which  otherwise  would  have  trouble  making 
their  network  schedules  conform  to  viewing 
hours. 

Fraud  Bill  Sent  to  President 

THE  House  last  week  passed  a  Senate-approved 
bill  (S  3674)  to  prohibit  fraud  by  wire,  radio  or 
tv  in  foreign  as  well  as  interstate  commerce. 
Object  of  amending  the  law  to  include  foreign 
commerce  prohibitions  was  to  prevent  use  of 
radio-tv  and  wire  communications  by  fraud- 

ulent stock  and  other  promoters  operating  from 
Canada,  Mexico,  etc.  The  bill  now  goes  to  the 
White  House  for  action  by  the  President. 

Commission  Makes  Grants 

For  Seven  Daytime  Outlets 

CONSTRUCTION  permits  for  seven  new  day- 
time ams  were  awarded  by  the  FCC  last  week. 

Grants  went  to: 

Little  Rock,  Ark. — Ebony  Radio,  1440  kc, 
1  kw.  Sole  owner  John  M.  McLendon  is  50% 
owner  of  WNLA  Indianola,  Miss.,  50%  of 
WOKJ  Jackson,  Miss.,  and  general  manager  of 
WKDL  Clarksdale,  Miss. 

Madisonville,  Ky. — Hopkins  County  Broad- 
casters, 1310  kc,  500  w.  Principals  are  Evers 

Mick  (55%),  chief  engineer  at  WFMW-AM- 
FM  Madisonville,  Ky.,  and  Conway  M.  Smith 
(45%),  chief  engineer  at  WMTA  Central  City, Ky. 

Jonesville,  La. — Old  South  Broadcasting  Co., 
1480  kc,  500  w.  Old  South  is  owner  of  WNAT 
Natchez,  Miss. 

Holdrege,  Neb. — W.  W.  Broadcasting  Co., 
1380  kc,  500  w.  Owners  are  William  C.  and 
Betty  Rae  Whitlock.  Mr.  Whitlock  is  former 
24%  owner  of  KAWL  York,  Neb. 

Oneida,  N.  Y. — John  Jacob  Geiger,  1600  kc, 
1  kw.  Mr.  Geiger  is  program  director  of 
WAYZ  Waynesboro,  Pa. 

Salt  Lake  City,  Utah— Dale  R.  Curtis,  1570 
kc,  500  w.  Mr.  Curtis  holds  business  interests. 
(Upon  consideration  of  protests  to  March  8 
grant  to  Mr.  Curtis  for  1470  kc,  1  kw,  FCC 
designated  application  for  hearing.  On  May  31 
application  was  amended  to  specify  present 
facilities,  hearing  cancelled,  protests  dismissed 
and  application  was  returned  to  processing 
line.) 

Chelan,  Wash. — Lake  Chelan  Broadcasting 
Corp.,  1220  kc,  1  kw.  Lake  Chelan  owns 
KWNW  Wenatchee,  Wash. 

Commission  Cold  on  Bids 

For  Now-Occupied  Channels 

TWO  applications  seeking  tv  channels  already 
occupied  have  been  returned  to  the  applicants 

by  the  FCC.  The  Commission  last  week  re- 
turned applications  filed  last  May  for  ch.  21 

Louisville,  Ky.,  and  ch.  4  Reno,  Nev.  [B«T,  May 

21].  Sarkes-Tarzian  Inc.  (WTTV  [TV]  Bloom- 
ington,  Ind.)  had  sought  the  Louisville  channel 
now  occupied  by  WKLO  (TV).  The  latter 
ceased  operation  in  1954. 

Ettlinger  Broadcasting  Corp.  had  sought  the 
Reno  facility,  now  held  by  KAKJ  (TV),  con- 

tingent upon  vacation  of  grant  by  permittee 
Robert  C.  Fisher.  An  application  is  pending 
before  the  FCC  for  transfer  of  KAKJ  to  Tower 
Telecasting  Co.  (principally  KRAM  Las  Vegas interests). 

The  Commission  has  not  yet  acted  on  an  ap- 
plication by  Salem  Tv  Co.  (C.  H.  Fisher)  seek- 

ing Salem,  Ore.,  ch.  3,  now  occupied  by  KSLM- 
TV  [At  Deadline,  June  25]. 

WWLP  (TV)  Satellite  Granted 

GRANT  of  Greenfield,  Mass.,  ch.  58,  to  Spring- 
field Television  Corp.,  licensee  of  WWLP  (TV) 

Springfield,  as  a  satellite  of  WWLP  was  made 
by  the  FCC  last  week.  Greenfield  is  about  35 
miles  from  Springfield,  in  the  north-central  part 
of  the  state.  The  grant  calls  for  18.2  kw  visual 
and  an  antenna  500  ft.  above  average  terrain. 
Construction  cost  is  estimated  at  $50,360  and 

first  year  operating  cost  at  $90,000.  Principal 
owner  of  ABC-NBC  affiliated  WWLP  are  Roger 
L.  Putnam  (24.55%),  William  L.  Putnam 
(5.35%),  George  Vadnis  (21%),  James  F. 
Fitzgerald  (8.8%).  Joseph  DeLiso  (5.24%) 
andWSPRInc.  (Springfield)  (8.14%). 
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•  KCRA-TV  works  hard  in  all  media 
to  put  plenty  of  promotion  back  of 
your  client  in  the  big  Sacramento 
TV  market. 

39,788  lines  of  program  advertising 

—  nearly  17  full  pages  —  were  placed 
by  KCRA-TV  in  14  newspapers  from 
May  8  to  June  8. 

10,396,200  Outdoor  Poster 
Impressions 
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 GOVERNMENT  

AWARE  Asks  Court  to  Dismiss 

Faulk's  $500,000  Libel  Suit 
ANSWER  was  filed  last  Thursday  in  New  York 
State  Supreme  Court  by  AWARE  Inc.  and  Vin- 

cent Hartnett,  asking  dismissal  of  a  $500,000 
libel  suit  instituted  against  them  by  WCBS  New 
York  humorist  John  Henry  Faulk  [B»T,  June 
25].  Mr.  Faulk  had  charged  them  with  con- 

spiring to  "blacklist"  him  from  the  air  on  the 
"false"  ground  of  pro-communist  associations. 

Laurence  A.  Johnson,  former  Syracuse  super- 
market operator,  who  also  had  been  named  by 

Mr.  Faulk  as  a  party  to  the  suit,  is  reported  to 
be  in  Europe  and  did  not  answer  the  complaint. 

The  answer,  submitted  by  New  York  attor- 
ney Godfrey  P.  Schmidt  on  behalf  of  AWARE 

and  Mr.  Hartnett,  entered  a  virtual  general  de- 

nial of  the  allegations  set  forth  in  Mr.  Faulk's 
complaint,  and  said  information  contained  in 

AWARE  bulletins  about  Mr.  Faulk's  alleged 
activities  was  published  "without  malice  toward 
the  plaintiff  and  is  accordingly  privileged." 

The  answer  asserted  that  the  defendants 

have  "a  right,  duty  and  interest  in  multiplying 
and  furthering  such  anti-communism,  in  winning 
people  back  from  communism  to  the  cause  of 
freedom  and  in  having  them  clear  their  own 
names  by  sincere  repudiation  of  communism 

and  communist  fronts."  It  said  that  "the  mat- 
ter complained  of  was  published  in  the  per- 

formance of  such  duty  .  .  .  without  malice." 
Accompanying  the  AWARE-Hartnett  verified 

answer  was  a  notice  to  take  testimony  from  Mr. 
Faulk  in  New  York  Supreme  Court  on  July  16. 

Hearing  Examiner  Backs  FCC 

On  Pittsburgh  Ch.  11  Grant 

AN  FCC  hearing  examiner  last  week  upheld 

the  Commission's  July  1955  grant  of  ch.  11 
at  Pittsburgh  to  WWSW  Inc.  (WIIC  [TV]), 
comprised  of  merged  applicants  Pittsburgh 
Post-Gazette  (WWSW)  and  WJAS  that  city. 
In  his  initial  decision,  Examiner  Hugh  B. 
Hutchison  also  recommended  that  the  FCC 

approve  a  modification  of  the  WIIC  construc- 
tion permit  making  possible  a  studio  location 

change,  increased  power  and  other  equipment 
changes. 

The  second  hearing  came  about  when  WENS 

(TV)  Pittsburgh  (ch.  16),  which  had  tried  un- 
successfully to  become  an  applicant  for  the 

ch.  11  facility  after  the  first  hearing,  last  Octo- 
ber obtained  an  appellate  court  order  staying 

the  grant  until  the  FCC  ruled  on  a  WENS  peti- 
tion for  rehearing.  WENS  had  questioned  the 

financial  qualifications  of  WWSW  Inc.,  whether 
ownership  changes  had  taken  place  in  the 
grantee  since  the  merger,  overlap  and  other 
matters.  The  FCC  ordered  a  rehearing  of  the 
grant  and  made  WENS  a  party  to  the  proceed- 

ing [B«T,  Dec.  5,  1955]. 
Examiner  Hutchison  found  that  the  merger 

agreement  resulted  in  no  transfer  of  control 
of  WWSW  Inc.  and  that  the  relationship  of 

the  merged  applicants  did  not  result  in  a  vio- 
lation of  FCC  policy.  He  found  that  there 

would  be  substantial  daytime  and  some  night- 
time overlap  between  WWSW  and  WHJB 

Greensburg,  owned  by  WJAS  interests,  which 

would  warrant  "careful  examination  and  study" 
should  an  application  be  filed  for  transfer  of 
negative  control  of  WWSW  Inc.  to  WJAS  in- 

terests. However,  the  examiner  noted  that  the 
latter  stated  that  WHJB  would  be  sold  if  over- 

lap considerations  would  bar  the  acquisition 
of  50%  stock  interest  in  WWSW  Inc. 

Mr.  Hutchison  found  that  even  without  the 
sums  that  would  be  available  to  WWSW  Inc. 
under  the  agreement  with  WJAS,  WWSW  Inc. 

remained  financially  qualified  to  construct  and 
operate  the  proposed  station.  He  found  that 
WWSW  Inc.  would  have  available  $1,950,000 
to  meet  a  total  estimated  construction  cost  of 

$1,909,348. 
The  examiner  also  dismissed  allegations  that 

the  grantee  had  engaged  in  premature  construc- 
tion of  the  proposed  tv  station  and  that  a 

change  of  main  studio  location  had  taken  place 
contrary  to  FCC  rules. 

Senate  Committee  Hearings 

Held  on  Federal  Pay  Raise 

A  SUBCOMMITTEE  of  the  Senate  Post  Office 
&  Civil  Service  Committee  last  Thursday  heard 
a  number  of  witnesses,  many  top  government 
officials,  urge  action  on  measures  to  increase 
salaries  of  heads  of  .government  agencies  and 
executive  departments,  including  the  FCC. 
FCC  members  did  not  offer  testimony. 

The  subcommittee,  headed  by  Sen.  Olin  D. 

Johnston  (D-S.  C),  chairman  of  the  parent 
committee,  is  considering  a  House-passed  bill 
(HR  7619)  which  would  raise  FCC  salaries 
from  the  present  $15,000  to  $19,000  and  a 
Senate  measure  (S  2628)  which  would  raise 
the  figure  to  $20,000. 

Not  all  the  witnesses  were  heard  and  Sen. 
Johnston  said  another  session  will  be  held  this 
week.  The  bill  affects  some  600  top  echelon 

government  officials. 

FCC  Stamps  Approval 

On  WGTH,  KLRA  Sales 

THE  $240,000  sale  of  WGTH  Hartford,  Conn., 
and  the  $162,500  sale  of  KLRA  Little  Rock, 
Ark.,  were  among  ownership  changes  approved 

by  the  FCC  last  week. 
ABC-MBS-affiliated  WGTH  was  sold  by  RKO 

Teleradio  Pictures  to  H.  Scott  Kilgore's  Tele- 
Broadcasters  of  Connecticut  Inc.  Tele-Broad- 

casters Inc.  stations  are  WARE  Ware,  Mass., 
WKXL  Concord,  N.  H.,  WKXV  Knoxville, 
Tenn.,  and  KUDL  Kansas  City,  Mo.  WGTH, 
on  the  air  since  1935,  operates  on  1410  kc,  with 

5  kw. 
KLRA  was  sold  by  Arkansas  Gazette  to 

Washington  (D.  C.)  country  music  impresario 
Connie  B.  Gay,  owner  of  WTCR  Ashland,  Ky. 
KLRA  is  affiliated  with  ABC  and  has  been  on 
the  air  since  1927.  It  operates  on  1010  kc, 
with  1  kw  daytime,  5  kw  night. 

Tv  Set  Radiation  Danger 

Said  'Greatly  Exaggerated' 
STORY  by  syndicated  columnist  Drew  Pearson 
that  the  tv  industry  has  hushed  up  the  fact  that 

tv  sets  give  off  harmful  radiation  was  an  over- 
statement of  the  truth,  an  industry  check  in- 

dicates. Mr.  Pearson  wrote  on  June  27  that 

black-and-white  picture  tubes  "produce  a  'soft' 

X-ray  radiation  through  the  face  plate."  "  'Soft' 
rays,"  Mr.  Pearson  explained,  "are  the  worst 

kind." 

An  FCC  engineer,  questioned  about  Mr. 
Pearson's  article,  said  that  all  electronic  devices, 
including  tv  sets,  generate  radiation,  but  that 

the  amount  given  off  is  infinitesimal  and  pre- 
sents no  real  danger  to  the  viewer. 

At  Radio  Electronics  Television  Manufac- 
turers Assn.,  a  spokesman  said  that  Mr.  Pear- 

son's article  was  "greatly  exaggerated,"  that  the 
problem  of  radiation  was  recognized  a  long  time 
ago  and  manufacturers  have  incorporated  ample 
safeguards  against  any  possible  dangers.  To 
his  knowledge,  the  spokesman  added,  no  case 
of  harmful  effects  from  tv  set  radiation  has 
ever  been  reported. 
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What  requirements  must  a  station  have  to  serve 

you?  KENS,  now  located  in  its  new,  modern, 

fully  equipped  building,  can  give  you  any  tele- 

vision and  radio  service  being  offered  any- 

where —  two  gigantic  studios  with  complete 

facilities,  network  quality  montages,  "supers", 

split  screens,  vertical  and  horizontal  wipes  (in 

fact,  anything  being  done  in  television  today) 

offering  the  finest  services  available  to  KENS 

and  KENS-TV  advertisers. 

CBS  IN  SAN  ANTONIO 

KENS-TV EXPRESS-NEWS  STATION 

SAN  ANTONIO,  TEXAS 
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WREX-TV 

Q  ON 
 TOP 

157  to  in 

WREX-TV 

leads  in  Va 

hour  periods 

from  6:00  P.M. 

to  midnite 

All  48  of  the  top  4» 

once-a-week  shows  are  on 

WREX-TV! 

57  of  the  top  59 
once-a-week  shows  are  on 

WREX-TV! 

All  15  of  the  top  15 

multi-weekly  shows  are  on 
WREX-TV! 

Facts  from  the  April  1956  ARB 

Survey  prove  conclusively  that 

WREX-TV  continues  to  grow  in 
favor  with  the  ever  increasing 
number  of  viewers  in  this  10 

county  billion  dollar  market! 

WREX-TV 

V 

ROCKFORD  •  ILLINOIS 

channel  13 

CBS  •  ABC 
AFFILIATIONS 

represented  by 

H-R  TELEVISION.  INC. 

STATIONS 

CROWELL-COLLI ER  SLOWED  BUT  READY  TO  GO 

Paperwork  delays  in  filing  for 

broadcast  properties  recounted 

by  Smith.  Financial  history  and 

future  of  C-C  also  discussed. 

CROWELL-COLLIER  Publishing  Co.  expects 
to  be  operating  its  10  radio-tv  stations  before 
the  end  of  the  year,  according  to  President  and 
Editor-in-Chief  Paul  C.  Smith,  although  the 
firm  filed  with  the  FCC  only  for  KFWB  Los 
Angeles,  its  latest  acquisition  [B«T,  June  4]. 
The  delay  in  filing  for  the  other  nine  stations, 

Mr.  Smith  said,  can  be  attributed  to  "unfinished 

paperwork." 
This  disclosure  was  made  during  a  special 

three-hour  meeting  June  29  with  newsmen  at 
which  Mr.  Smith  announced  the  suspension  in 
publication  of  The  American  Magazine  as  part 

of  the  publishing  house's  streamlining  efforts 
[At  Deadline,  July  2].  The  other  stations  are 
KULA-AM-TV  Honolulu,  WOOD -AM -TV 
Grand  Rapids,  WFBM-AM-TV  Indianapolis, 
WTCN-AM-TV  Minneapolis  and  WFDF  Flint, 
all  of  which  Crowell-Collier  purchased  within 
a  week's  time  this  spring  from  Television  Corp. 
of  America  and  Consolidated  Television  & 
Radio  Broadcasters  Inc.  for  $16  million  in  stock 
transfers  [B»T,  April  30  et  seq.] 

The  "paperwork"  alluded  to  by  Mr.  Smith 
involves,  among  other  things,  remaining  stock- 

transfers,  the  "straightening  out  of  KULA's 
books,"  full  stockholder  approval  and  FCC-re- 

quired citizenship  check  of  Crowell-Collier's 
8,000  shareholders.  However,  Mr.  Smith  de- 

clared, "we  are  racing  against  time"  to  meet  the 
August  recess-date  of  the  Commission  in  order 
to  take  approved  title  to  the  stations  in  the 
autumn. 

At  the  same  time,  Mr.  Smith  explained  that 
while  he  and  Elroy  McCaw,  owner  of  WINS 
New  York,  had  held  meetings  several  times, 

"we  couldn't  get  together  on  price,"  and  that  at 
the  present  time,  there  was  "nothing  doing"  in 
regard  to  Crowell-Collier's  reported  eyeing  of 
WINS  as  its  possible  seventh  (and  last)  radio 
station  buy.  He  also  declined  to  say  whether 

he  had  met  with  Thomas  F.  O'Neil,  president  of 
General  Teleradio  and  MBS,  to  discuss  the 
future  status  of  WFDF  Flint,  an  NBC  affiliate 

in  which  Mr.  O'Neil  is  said  to  be  interested. 
Mr.  Smtih  took  occasion  during  the  meeting 

to  spell  out  Crowell-Collier's  past  and  present 

financial  position,  spending  considerable  time 

on  the  "assets-and-liabilities  picture"  of  the  firm. 
While  the  company  expects  to  lose  $2  million 
next  year  on  its  operation,  the  total  losses  of  the 
magazine  division  this  year  may  be  reduced 
$1.25  million,  due  in  part  to  the  suspension  of 
American  and  the  conversion  of  its  subscription 
lists  to  the  other  two  magazines.  Increased 
advertising  rates  of  12%  and  22%  for  the 

Woman's  Home  Companion  and  Collier's,  re- 
spectively, effective  next  January,  and  the  added 

revenue  of  the  10  am-tv  stations,  account  for 
C-C  hopes  to  make  $4  million  net  profits  next 
year,  Mr.  Smith  said,  and  a  $5  million  net  profit 

in  1958,  "assuming  our  losses  on  the  magazines 
are  held  down."  As  to  the  possibility  that  he 
will  start  a  news  magazine  next  year,  in  lieu  of 

American,  Mr.  Smith  had  "no  comment." 
At  the  time  he  assumed  Crowell-Collier's 

presidency  in  January  1954,  Mr.  Smith  declared 

(in  reference  to  the  firm's  $40  million  assets 
and  $1  million  debt):  "I'm  up  to  my  ears  in 

assets." 

Today,  with  the  publishing  house's  recent 
acquisition  of  six  radio  and  four  tv  stations 
(combined  assets:  $20  million),  total  Crowell- 
Collier  assets  (including  its  diversified  interests 

and  properties)  stand  at  $70  million.  Mean- 
while, its  debts  have  risen  to  over  $19  million, 

of  which  approximately  $8  million  may  be 
charged  to  its  two  wholly-owned  subsidiaries, 
P.  F.  Collier  &  Son  (books)  and  American 

Communications  Enterprises  Inc.  (broadcast- 
ing). However,  this  liability  might  be  reduced 

in  1965  by  $3  million,  should  investors  desire 
to  redeem  their  debentures  in  Crowell-Collier 
common  stock  (see  below). 

In  his  June  29  news  conference,  Mr.  Smith 

charted  the  rise  of  Crowell-Collier's  liabilities 
as  follows: 

Shortly  after  becoming  president  of  C-C,  Mr. 

Smith  realized  that  the  company's  $2  million 
cash  deficit  would  not  allow  him  to  meet  Jan- 

uary's payroll.  He  therefore  took  the  firm's 
highly-profitable  book  division,  set  it  up  as  a 
wholly-owned  subsidiary,  and  on  the  basis  of 
its-then  $7  million  (now  $11  million)  assets, 

borrowed  $3.5  million  from  Manhattan's  Bank- 
ers Trust  and  Chemical  Corn  Exchange  banks, 

thus  giving  him  sufficient  working  capital  to  last 
through  1954. 
The  following  year,  in  order  to  assume  full 

WILLARD  SCHROEDER,  general  manager  of  WOOD-AM-TV  Grand  Rapids,  Mich.,  took 
his  wife  Barbara  for  a  ride  in  this  1912  Metz  during  the  second  annual  WOODland 

Antique  Automobile  tour.  The  tour  was  started  last  year  commemorating  WOOD's 
30th  year  of  broadcasting  [B«T,  May  23,  1955]. 
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ORE  REACH 

CAN  HELP 

A  LOT... 

and  your  sales  message 

will  soon  have  still 

MORE  REACH 

in  Florida  because 

of  the 

NEW  5,000-WATT 

TRANSMITTER 

(Gates  BC  5  E) 

being  installed  by 

WJAX 

5,000  watts  — 930  kilocycles  — N  BC 

JACKSON  VI  LLE 

Represented  by 
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STATION 

CINCINNATI 

OHIO 

HQ 

In  Cincinnati 

Rex  Dale  Spends  More  Time 

with  More  Greater  Cincinnati 

Housewives,  than  any  other 

man 

On 

"Make  Believe  Ball  Room* " 

10  a.m.-12  Noon; 

2-4  p.m. 

Rex  entertains  them  while  he 

tells  them  about  your  product 

or  service  —  and  they  listen  — 

and  act. 

W  C  K  Y ON    THE    AIR  EVERYWHERE T  W  E  N  1 



These  Advertisers  KNOW: 

Mission  Orange 

Roman  Meal  Bread 

Doan's  Pills 
Interstate  Bakeries 

Cin'ti  Gas  b  Elec. 

Pepsicola 

Pabst  Bedding 

Instant  Fels 

Clapp's  Baby  Food 

Kahn's  Meats 

Fletcher's  Castoria 
L  &  M  Filters 

Wish-Bone  Salad  Dressing 

Certo  Sure  Jell 

Imperial  Margarine 

Seven-Up 

Wisk 

Ohio  Homes 

Philco 

Kroger  Co. 

Milk  Dealers 

Canada  Dry 

Kool  Aid 

Coppertone Dial  Soap 

M  G  M 

Your  BEST  BUY  IN  CINCINNATI 

REX  DALE'S  "MAKE  BELIEVE  BALL  ROOM" 

50,000  WATTS  OF  SALES  POWER 

BUY  WCKY  .  .  .  INVESTIGATE  TODAY 

CINCINNATI 
■JEW  YORK 
om  Welslead 
astern  Sales  Mgr. 
■3  E.  51st  St. 
hone:  Eldorado  5-1127 

CINCINNATI 

C.  H.  "Top"  Topmiller WCKY  Cincinnati 
Phone:  Cherry  1-6565 

CHICAGO 
A  M  Radio  Sales 
Jerry  Glynn 
400  N.  Michigan  Ave. 
Phone:  Mohawk  4-6555 

SAN  FRANCISCO 
A  M  Radio  Sales Ken  Carey 
607  Market  St. 
Phone:  Garfield  1-0716 

LOS  ANGELES 
A  M  Radio  Sales 
Bob  Block 
5939  Sunset  Blvd. 
Phone:  Hollyw'd  5-0695 

J 

j  mm 

FOUR    HOURS    A    DAY      •      SEVEN     DAYS    A  WEEK 



check  these  availabilities 

MORNING  WATCH 

MUSIC-NEWS-TIME  AND  THINGS 
With  Jay  Jones 

6:00  A.M.  till  8:55  A.M. 

Monday  through  Friday 

DON  WALLACE  SHOW 

TUNES -CHATTER  &  STUFF 

2:30  P.M.  till  3:40  P.M. 

Monday  through  Friday 

tVIRGIL  DOMINIC  -  NEWS 

Monday  through  Friday  at 

3:00  P.M.,  4:00  P.M.,  5:00  P.M. 

10:00  P.M.  and  11:00  P.M. 

RHYTHM  ROUNDUP 

with  Frank  Berry,  "The  Best" 
Music  for  Everybody. 
Lots  of  Fan  Mail. 

Monday  through  Friday 

10:05  -  11:30  P.M. 
Saturday 

10:15  to  11:30  P.M. 

AVERY-KNODEL 
Representative 
James  P.  Walker 
Gen.  Manager 

Affiliated 

with 
> 

KFPW,  Ft.  Smith  II 

KTVX,  Muskogee  U 

m RADIO  IN  T
ULSA, 

OKLAHOMA  .  .  •  • 
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control  of  the  company  which  would  permit 
him  to,  among  other  things,  institute  a  vigorous 

new  "expansion-reorganization-refocusing  pro- 
gram," Mr.  Smith  had  to  end  the  control  of 

Crowell-Collier  by  the  late  Joseph  Knapp's 
Publications  Corp.  He  thus  approached  New 
York  investment  broker  Edward  L.  Elliott  who 
in  turn  introduced  him  to  a  26-man  investor 

group  "headed"  by  Chicago  financier  J.  Patrick 
Lannan.  In  July  1955,  through  the  Elliott- 
Lannan  group,  C-C  floated  a  $4  million  securi- 

ties issue,  of  which  $3  million  were  to  be  in 
new  Crowell-Collier  debentures,  convertible 
(after  10  years)  into  600,000  C-C  common 
stock  at  $5  a  share.  The  company  also  boosted 
stock  from  1.7  million  to  3  million  shares  (to 
cover  the  convertible  debentures),  and  took 
option  on  half  of  the  400,000  shares  then  held 
by  the  Knapp  estate  which  represented  26%  of 
outstanding  C-C  shares.  With  stock  boosted  to 
3  million  and  200,000  Knapp  shares  bought, 
Crowell-Collier  whittled  down  the  Knapp 
estate's  control  to  6.5%. 

This  past  spring,  C-C's  debt  increased  another $4.25  million  when  American  Communications 
Enterprises  Inc.  agreed  to  take  over  $3.5  million 
in  Consolidated  Television  &  Radio  Broad- 

casters obligations,  including  $2.7  million  owed 

by  the  Bittners  to  Pittsburgh's  Mellon  Bank  plus 
several  large  promissary  notes. 

On  the  basis  of  his  strengthened  bargaining 
position  today,  Mr.  Smith  now  intends  to  borrow 
another  $4  million  cash  from  a  group  of  banks 

and  investors  "on  Wall  and  a  few  other  streets," 
to  complete  his  station  purchases  and  then  some 

on  the  hypoed  Crowell-Collier  stock. 

WSAI  Promotion  Gets  Credit 

For  Naming  5  to  All-Stars 
THROUGH  the  efforts  of  WSAI  Cincinnati, 

the  strangest  team  ever  to  start  an  All-Star 
game  will  represent  the  National  League  at 

Washington's  Griffith  Stadium  tomorrow  (Tues- day). 

In  a  complete  reversal  of  form  that  saw  all 

eight  of  last  year's  senior  circuit  starters  fail 
to  make  the  1956  team,  WSAI  was  responsible 
for  electing  five  Cincinnati  Reds  to  the  first 

team.  "Counting  all  votes  for  all  players  at  all 
positions,  we  collected  946,085  votes,"  reported 
Sherwood  Gordon,  owner  and  manager  of  the 
station.  This  compares  to  some  2,800,000  votes 
cast  for  National  League  players  throughout 
the  country. 

"Although  we  anticipated  a  good  response 
from  loyal  Cincinnati  rooters  who  follow 

the  Redlegs  on  WSAI,  we  were  completely  un- 
prepared for  the  deluge  of  votes  that  flooded 

the  station,"  Mr.  Gordon  said. 
WSAI  plugged  the  all-star  voting  every  day 

on  its  Baseball  Cavalcade  preceding  play-by- 

play broadcasts  of  the  Reds'  games  and  by 
Waite  Hoyt  on  the  44-station  Burger  beer  net- 

work for  the  game  broadcasts.  Spot  announce- 
ments throughout  the  day  also  were  used,  plus 

printed  ballots  in  the  station's  advertisements 
in  the  Cincinnati  Enquirer.  The  station  distrib- 

uted 105,000  ballots  during  four  days  at  the 

ball  park.  "We  hammered  constantly,"  accord- 
ing to  Mr.  Gordon. 

The  first  batch  of  WSAI  ballots  sent  to  the 
commissioners  office  attracted  the  attention  of 
Baseball  Commissioner  Ford  Frick  because  of 
the  large  number.  Mr.  Frick  sent  Dave  Grote, 
service  director  of  the  National  League,  to 
WSAI  to  inspect  the  balloting  procedure. 

"Grote  found  everything  in  order.  In  fact,  our 
count  was  conservative.  We  were  throwing 

away  some  [ballots]  because  we  couldn't  read 
them,"  Mr.  Gordon  explained. 
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SIGNING  for  an  all-color  campaign  on 
WWJ-TV  Detroit  is  Adam  G.  Dunn,  presi- 

dent of  Cook  &  Dunn  Paint  Corp.,New- 
ark,  N.  J.  Also  present  are  Mrs.  Elizabeth 

Bowers,  the  paint  company's  advertising 
manager,  and  Otis  P.  Williams,  account 
executive  for  Peters,  Griffin,  Woodward, 

which  represents  WWJ-TV. 

All-Color  Campaign  Set 

By  Paint  Firm  on  WWJ-TV 
CREDIT  was  claimed  last  week  for  what  was 
called  "the  nation's  first  exclusively  all-color 
television  spot  campaign."  The  purchase  was 
made  by  Cook  &  Dunn  Paint  Corp.,  Newark, 
N.  L,  on  behalf  of  its  paints,  through  Halsted 
&  Van  Vechten  Inc.,  Red  Bank,  N.  J.,  and 
placed  on  WWJ-TV  Detroit,  starting  next 
month  for  five  weeks.  The  contract  may  be  ex- 
tended. 

The  sale  was  disclosed  by  Peters,  Griffin, 
Woodward,  Inc.,  WWJ-TV's  representative. Otis  P.  Williams,  account  executive  with  the 
representation  firm,  said  the  campaign  was  pur- 

chased solely  for  color  promotion  regardless 
of  the  station's  black-and-white  tv  circulation. 
The  drive  is  "planned  and  executed  with  only 
color  tv  in  mind,"  according  to  Mr.  Williams. 
A  special  paint  dealer  promotion  in  Detroit 
will  tie  in  with  the  spot  series.  Commented 
Adam  G.  Dunn,  president  of  the  paint  firm, 
"We  have  pioneered  in  paint  colors  through the  years,  and  we  feel  that  color  tv  is  the  ideal 
way  to  launch  our  special  color  sales  drive  in 

Detroit." 

The  campaign  in  the  station  calls  for  five 
color  spots  weekly,  three  one-minutes  and  two 
ID's.  The  minutes  will  be  slotted  in  three 
color  programs:  Nature  Trails,  Adventure  Ho 
and  Hobbies  in  Action.  The  ID's  will  appear 
during  NBC  Matinee  Theatre.  The  promotion 
is  being  handled  by  Robert  Kuhn,  the  agency's 
account  executive,  and  Elizabeth  Bowers,  ad- 

vertising manager  of  the  paint  firm,  under  the 
direction  of  Mr.  Dunn. 

Conrad  Succeeds  Kahle 

FRAN  CONRAD  has  been  promoted  to  gen- 
eral manager  of  KNTV  (TV)  San  Jose,  Calif., 

in  addition  to  his  duties  as  national  sales  man- 
ager, it  was  announced  last  week  by  President 

A.  T.  Gilliland  Sr.,  upon  resignation  of  Gen- 
eral Manager  Douglas  D.  Kahle.  Mr.  Conrad 

formerly  was  consultant  to  KSBW-TV  Salinas 
and  director  of  radio  for  the  ABC  Western 
Div.  Mr.  Kahle,  who  resigned  July  1  because 
of  the  press  of  personal  business,  plans  to  con- 

tinue his  home  in  San  Jose  for  the  present. 
He  is  also  owner  of  KWIN  Ashland,  Ore. 
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CO  RA 

W  J  T  >-J 

SHARE 

OF 

AUDJEKIC£ 

Of  all  the  awards  won  by  WCCO  Radio  in  its 

31  years  of  broadcasting  (and  there' ve  been  dozens 
ranging  from  Peabody  to  what-have-you) ,  none 

means  so  much  to  the  advertiser  as  the 

latest  from  our  listeners.  It's  a  56.1  per  cent  share 
of  audience,  which  stands  as  a  national  record. 

That's  the  greatest  share  captured  by  any 
station  in  any  of  the  27  major  markets  currently 

measured  by  the  A.  C.  Nielsen  Company! 

More  People  Listen  to  WCCO  Radio  Than  All 

Other  Minneapolis-St.  Paul  Stations  Combined! 

WCCO  Radio.  . •  •••••  56*1% 

Station  C  
  8.2% 

  8.2% 

  7.5% 

 10.7% 

Nielsen,  March  1956,  total  station 
audience,  total  day, 

seven-day  week. 

WCCO  Radio 

The  Northwest's  50,000  Watt  Giant 

Minneapolis  •  St.  Paul 

Represented  by  CBS  Radio  Spot  Sales 



CONSECUTIVE 

MONTH  ON 

WIBG 

DANCELAND 

OVER  3%  HOURS 

DAILY 

Pennsylvania's  most 

powerful  independent 

WIBG 

Q  QA  I  10,000 
»  »  W    |  WATTS 

Phila.  2,  Pa.  •  Rf  6-2300 

Nat'l  Representatives  —  Radio  Representatives,  Inc. 

 STATIONS  — — — 

KVOO-TV  DEVELOPS  COLOR 

USING  UNTINTED  SLIDES 

Station  now  transmitting  black 

and  white  IDs  and  promotions 

in  two  colors  by  using  its  Bicol- 

orimeter  unit,  built  at  an  ap- 

proximate cost  of  $5-600. 

THE  engineering  staff  of  KVOO-TV  Tulsa,  un- 
der Chief  Engineer  John  M.  Bushnell,  has  de- 

veloped a  system  whereby  two  colors  can  be 
added  to  black  and  white  slides  without  affect- 

ing the  black  and  white  quality. 

Named  the  Bicolorimeter,  it  has  proved  most 
successful  on  slides  that  do  not  have  more  than 
20%  shaded  gray  scale  and  was  built  at  a  cost 
of  $5-600.  Mr.  Bushnell  said  that  color  com- 

binations can  be  altered  on  order  but  the  basic 
combinations  now  in  use  are  red  highlight  with 
cyan  background;  green  highlight  with  magneta 
background;  blue  highlight  with  yellow  back- 

ground, and  reverse  highlight  and  background 
combinations. 

The  Bicolorimeter  contains  24V2  inches  of 

rack  space  and  is  constructed  of  two  genera- 
tors (one  sub-carrier),  a  clipper-keyer-subcar- 

rier  adder  and  a  luminace  adder. 

Mr.  Bushnell  pointed  out  that  any  station 
can  set  up  its  own  unit.  He  said  that  slides 
which  yield  the  most  satisfactory  color  picture 
avoid  shaded  gray  transition,  which  causes  the 
color  change  to  take  place  in  areas  of  no  de- 

tail and  makes  the  color  switch  clearly  visible 
on  black  and  white  sets.  Also  to  be  avoided  are 

pictures  of  objects  or  persons,  unless  there  is little  shading. 

IDs  and  program  promotion  slides  are  now 
being  broadcast  in  color  by  KVOO-TV  with 
the  new  system. 

"Actually,  this  bicolor  channel  is  a  biproduct 
of  the  original  goal  ...  to  provide  a  continuous 
color  signal  for  use  by  service  organizations 
installing  color  receivers.  This  has  been  achieved 
and  we  have  been  telecasting  a  color  stripe, 

a  narrow  band  of  yellow-green  at  the  left  hand 
edge  of  the  picture,  since  early  in  June.  This 
is  transmitted  at  all  times,  except  during  color 
shows,  and  allows  a  color  receiver  to  be  checked 

for  color  reception  from  ch.  2  (KVOO-TV)  at 

any  time,"  explained  Mr.  Bushnell. 

NEW  $200,000  STUDIOS  FOR  KVTV  (TV)  AND  WNAX 

A  COMBINATION  of  modern  decor  and 

the  very  latest  in  electronics  communica- 
tion equipment  have  gone  into  the  new 

$200,000  studios  of  KVTV  (TV)  and  its 
sister  station  WNAX  (Yankton,  S.  D.) 

in  Sioux  City,  Iowa.  Basically,  the  stu- 
dios are  designed  for  on-the-air  work  to 

be  handled  on  the  first  floor  level  with 
administrative  and  executive  offices  on 

the  second  floor.  Functional  interde- 
partmental arrangements  provide  time 

and  step  saving  efficiency  for  both  pro- 
duction and  administrative  personnel. 

More  than  2,500  sq.  ft.  of  studio  space, 

soundproofed  with  15-inch  thick  walls. 

provides  settings  that  range  from  a  city 

living  room  to  a  mountain  resort,  a  fully- 
equipped  kitchen  to  a  barnyard. 

The  18-ft.  ceiling  of  the  studios  is 
studded  with  126  light  outlets  which  can 

be  used  singly  or  all  at  once. 
Projection  of  movies,  films,  slides  and 

photos  originate  in  a  special  room  apart 
from  the  studios,  and  space  has  been 

provided  for  color  equipment  to  be  in- 
stalled at  a  future  date. 

Top  (1)  is  a  view  of  control  room 

and  (r)  client's  viewing  room.  Elaborate 
lighting  equipment  (below)  is  shown  in 
one  of  the  studios. 
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soys  Mr.  Edgar  B.  Stern,  Jr.,  President,  WDSU-TV,  New  Orleans, 
as  reported  in  Broadcasting-Telecasting 

Color  or  black-and-white— the  GPL  Vari-Focal  Lens 
doubles  the  versatility  and  usefulness  of  any  camera  with 
which  it  is  used. 

As  WDSU-TV  and  many  other  stations  have  found, 
with  a  Vari-Focal  Lens  you  can  handle  an  entire  show  with 
one  camera.  In  fact  you  can  perform  most  work  ordinarily 

requiring  two  chains,  for  the  GPL  Vari-Focal  Lens  can 
zoom  continuously  from  a  long  shot  to  an  extreme  close-up 
without  disturbing  pick-up  continuity  or  camera  orienta- 

tion. Speed  of  full  zoom  is  variable  from  2  to  30  seconds. 

The  Vari-Focal  Lens  is  completely  color-corrected, 
and  fits  all  monochrome  and  color  image-orthicon  cameras. 

Equally  useful  in  studio  and  field,  the  GPL  Vari-Focal 
Lens  has  a  focal  range  nearly  twice  that  of  any  other  lens 
in  the  industry.  It  can  make  a  10:1  change  in  focal  length 

in  two  5:1  steps— from  3"  to  15"  and  6"  to  30".  Once  the 
camera  is  focused,  the  object  remains  sharp,  including 

corners,  as  the  focal  length  is  varied. 

Silently  motor-driven,  the  lens  can  be  operated  from 
camera  or  control  room.  A  new  feature,  manual  focus  con- 

trol, is  now  available.  With  this  control,  located  at  the 

cameraman's  fingertips,  changes  in  focal  plane  can  be  made 
by  simple  turns  of  the  knob. 

And,  of  course,  the  GPL  Vari-Focal  Lens  has  same 
standard  of  resolution  as  high-quality  camera  lenses  of  fixed 
focal  length.  Its  field  is  flat  over  the  entire  range. 

No  wonder  the  GPL  Vari-Focal  Lens  is  used  by  pro- 
gressive stations  all  over  the  country.  They  know  that  there 

is  no  more  effective  way  to  multiply  the  usefulness  of  their 
camera  equipment. 

All  three  of  the  big  TV  networks  have  multiple  installations 

Find  out  for  yourself  just  how  versatile  a  TV  camera  can  be— write  or  phone  us  for  full 
information  or  a  demonstration  of  the  GPL  Vari-Focal  Lens. 

GST3L 
GENERAL  PRECISION  LABORATORY  INCORPORATED 

Pleasantville,  New  York 

A  SUBSIDIARY  OF  GENERAL  PRECISION  EQUIPMENT  CORPORATION 
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ON  THE  DOTTED  LINE 

LUBY  CHEVROLET,  Miami,  has  signed  to 

sponsor  13  Saturday  night  movies  on 

WCKT  (TV)  that  city  as  the  station  pre- 
pares to  go  on  the  air.  Completing  the 

deal  are  (I  to  r)  Sam  Luby,  owner  of  the 
sponsoring  Chevrolet  agency;  Lee  Spence, 
Luby  general  manager;  Ed  Bultman,  WCKT 
account  executive,  and  Bob  Fidlar,  the 

station's  sales  manager. 

THE  Puritan  Laundry  &  Dry  Cleaning 
Co.,  Omaha,  Neb.,  has  renewed  Circle 

3  Ranch  on  KMTV  (TV)  that  city  for  13 
weeks.  Puritan  officials  say  that  business 

has  shown  a  "considerable  increase" 
since  the  firm  started  sponsoring  the 

Sunday  morning  8-9  a.m.  program  14 
weeks  ago.  Present  for  the  renewal  sign- 

ing are  (I  to  r)  Jim  Lipsey,  Universal  Ad- 
vertising Agency,  Omaha,  Puritan  agency 

Puritan  President  William  P.  Garvey,  and 
Arden  Swisher,  KMTV  general  sales 
manager. 

SCUDDER  FOOD  PRODUCTS  Inc.,  Los  Angeles,  has  signed  to  sponsor  the  Kit  Carson 

series  on  KABC-TV  there.  Present  for  the  contract  signing  are  (I  to  r):  seated,  Ralph 
Pansek,  Scudder  advertising  manager;  Bill  Williams,  star  of  the  tv  series;  standing,  Lee 

Siteman,  Mottl  &  Siteman  advertising  agency;  Paul  Kennedy,  KABC-TV  account  execu- 
tive; Colburn  Hull,  Scudder  sales  manager;  Ed  Baltz,  Mottl  &  Siteman,  and  Selig  J. 

Seligman,  KABC-TV  general  manager. 

A  52-WEEK  CONTRACT  for  the  /  Search 

for  Adventure  series  on  KCCC-TV  Sacra- 
mento is  signed  by  Keith  Anderson,  owner 

of  Handy  Andy  Tv  &  Appliances  in  that 

city.  With  him  is  Jerry  Cronan,  KCCC-TV account  executive. 

THE  Bechtel  Corp.,  San  Francisco  engi- 
neering and  construction  firm,  is  sponsor- 

ing five  half  hours  of  music  each  week 
on  KNBC-FM  San  Francisco  to  advertise 

for  engineers,  draftsmen  and  other  tech- 
nical personnel.  M.  E.  Cyester,  Bechtel 

personnel  manager,  signs  for  the  spon- 
sorship as  KNBC-FM  account  executive 

Wayne  R.  Anderson  looks  on. 

SAM  RABIN,  president,  Biggie  Furniture 
store,  San  Francisco,  signs  for  the  Biggie 

Jamboree,  a  one-hour  live  western  show 

on  ABC-owned  KGO-TV  that  city.  Tak- 
ing part  in  the  signing  (I  to  r):  James  H. 

Connolly,  ABC  vice  president  and  KGO- 
TV  general  manager;  Ad  Fried  of  the 

San  Francisco  agency  bearing  his 

m      name,  representing  Biggie,  and  Heinz 
Block,  Biggie  general  manager. 

SUZANNE  R.  WELLS,  president  of  Man- 
agement Associates  of  Connecticut,  agen- 

cy for  Slenderella,  signs  a  52-week  re- 
newal contract  for  Women's  News  Desk, 

featuring  Ruth  Ashton,  on  the  Columbia 
Pacific  Radio  Network.  Also  present  at 

the  signing  are  (1)  Fulton  Wilkins,  eastern 
sales  representative  for  KNX  Los  Angeles 
and  the  network,  and  Gordon  F.  Hayes, 

general  manager  of  CBS  Radio  Spot  Sales. 
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Uninterrupted  Music  Basis 

For  WOR  Evening  Program 

WOR  New  York  is  set  to  introduce  today 

(Monday)  a  concept  of  evening  programming 

under  which  music  will  be  presented  uninter- 
rupted Monday  through  Saturday  from  9:05 

p.m.  to  1  a.m.  EDT,  with  commercial  an- 
nouncements only  on  the  hour  and  half-hour, 

and  on  Sunday  from  11:30  to  5  p.m.  EDT. 
Mutual  affiliates  are  being  offered  a  portion 
of  the  program. 

The  programming,  called  Music  From  Studio 
X,  will  originate  in  a  new  studio  incorporating 

the  latest  in  high-fidelity  facilities  and  acousti- 
cal materials,  according  to  Robert  J.  Leder, 

WOR's  vice  president  and  general  manager. 
He  said  a  special  high-fidelity  line,  direct  from 
Studio  X  to  the  WOR  transmitter  in  Carteret, 
N.  J.,  has  been  established. 

Mr.  Leder  reported  that  the  programming 
is  being  made  available  to  Mutual  affiliates 

and  that  about  100  stations  already  have  in- 
dicated they  will  carry  it  from  10  p.m.  to  12 

midnight.  WOR  already  has  sold  announce- 
ments amounting  to  $1,000  a  week  to  Harvey 

Radio  Co.,  New  York,  for  a  six-week  test 
campaign,  according  to  Mr.  Leder.  MBS 
affiliates  carrying  the  program  may  sell  it  on 
a  local  basis. 

Lyell  Bremser  Appointed 

Manager  of  KFAB  Omaha 

LYELL  BREMSER  has  been  appointed  general 
manager  of  KFAB  Omaha,  replacing  Harry 

Burke,  whose  resig- 
nation  was  an- 

nounced last  week 

[B«T,  July  2]. 
Mr  Bremser,  who 

has  been  with  the 

station  17  •  years  in 
various  capacities, 

was  program  direc- 
tor at  the  time  of 

his  new  appoint- 
ment. 
George  Haskell, 

formerly  public  serv- 
ice director  for  the 

station,     has  been 

made  assistant  to  the  manager,  and  Ken  Head- 
rick  has  been  named  program  director. 

MR.  BREMSER 

One  Language 

DESEGREGATION  of  race  and  foreign 
language  programming  within  60  days 
has  been  announced  by  KDAY  Santa 
Monica,  Calif.,  as  the  result  of  surveys 
showing  a  high  integration  of  all  national 
and  racial  elements  in  the  greater  Los 
Angeles  market  over  the  past  several 
years.  KDAY  will  cancel  its  time-bro- 

kerage shows  in  Japanese,  Hungarian, 
Greek,  Scandinavian,  German,  Lithua- 

nian and  Armenian  as  well  as  Spanish- 
language  and  specifically  Negro  shows. 
New  emphasis  will  be  on  general  audience 
appeal,  although  the  station  will  retain 
Negro  disc  jockey  Joe  Adams  and  Latin 
Chico  Sesma,  who  have  all  audience 
popularity,  KDAY  General  Manager 
George  Baron  said. 

hat  makes  loiumbus  A  market  r 

For  greater  coverage  .  .  .  it's  WBNS-TV  .  .  .  number  1 
Station  in  the  Columbus  market  ...  a  market  offering  great 

effective  buying  income  from  "plus"  population  segments 
such  as  Lockbourne  Air  Force  Base,  Strategic  Air  Command,  and 

many  progressive  industries  and  neighboring  farm  communities. 

Statistics  on  Lockbourne  Air  Force  Base  show: 

a.  Millions  of  dollars  spent  in  Columbus  each  year 

for  Base  construction,  food,  supplies  and  sundries. 
b.  Personnel  of  6,436  .  .  .  with  a  high  percentage 

living  off  the  base,  in  homes  of  their  own. 

c.  Monthly  payroll  averaging  approximately  2 
million  dollars. 

Due  to  its  high  percentage  of  tune-in  .  .  .  WBNS-TV's 
commercials  vitally  affect  the  purchasing  selections  of  this 

group,  as  well  as  the  total  WBNS-TV  coverage 
area. 

Lockbourne  Air  Force  Base  is  important 

to  Columbus  .  .  .  and  WBNS-TV  is  important 

to  you  in  reaching  this  "Plus"  market. 

Photo  graph  courtesy  of 
Lockbourne  Air  Force 

Base,  Strategic  Air  Com- 
mand,depicting  a  RB-47  Jet Bomber  being  refueled  by 

tanker  aircraft,  both  Lock- 
bourne-based  . . .  a  familiar 

sight  in  mid-Ohio  skies. 

Number  2  in  "Columbus  Market"  Series. 

WBNS-TV 
COVERAGE  FACTS 

TOTAL  POPULATION 

1,872,900 
TOTAL  FAMILIES 

556,000 

TOTAL  TV  HOMES 
500,400 

iR45.2%  average 
tune-in  in  this  3 
station  market. 
Jfcl 4  out  of  1 5  Top 

once-a-week 
shows. 
*9  out  of  1 0  Top 
multi  -  weekly 
shows. 

(Source  Columbus Telepulse  May  1956) 

WBNS 

REPRESENTED  BY  BLAIR  TV. 

channel  10    •    columbus,  ohio 

CBS-TV  Network  . . .  Affiliated  with  Columbus  Dispatch.  General  Sales  Office:  33  N  High  St. 
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No  more  potent  salesman  in  the  Baton 
Rouge  trade  area  than  WAFB-TV  .  .  . 

"The  Champ"  when  it  comes  to  Rat- 
ing, and  "The  Champ"  when  it  comes 

to  merchandising. 

WAFB-TV's  rating  leadership  is 
nearly  5-to-l.  WAFB-TV's  merchan- 

dising leadership  is  unsurpassed. 
For  example: 

ROUND  1 

First  place  winner  in  "Lucy 
Show"  competition  with  a 
double  first  prize  for  special 
merchandising  job. 

ROUND  2 

First  place  in  Screen  Gems, 
Inc.  contest  on  program 

promotion. 

ROUND  3 

Finished  in  "top  four"  in  pro- 
motion contest  sponsored 

by  "Frank  Leahy  and  His 
Football  Forecasts." 

ROUND  4 

WAFB-TV's  only  entry  was 
I-   second  place winnerin  1 956 

Billboard  promotion  contest 

for  "network  programs." 

WAFB-TV 
CBS- ABC 

CHANNEL  28 
Affiliated  with 
WAFB  AM- FM 

200,000  WATTS 

STATIONS 

Dane*   full    Adorn  Young,  National  or  Clarke Brown  in  South  ond  Southwast 
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Munkhof  New  WFRV-TV  G.M., 

Will  Head  Expansion  Plans 

SOREN  H.  MUNKHOF,  tv  consultant  and  for- 
mer general  manager  of  WREX-TV  Rockford, 

111.,  has  been  named  vice  president  and  gen- 
eral manager  of  WFRV-TV  Green  Bay,  Wis., 

according  to  Clayton 

Ewing,  WFRV-TV 
president.  Mr.  Munk- hof will  have  the 
added  responsibility 

of  planning  a  new 
$500,000  office  and 
studio  building  and 

an  overall  station  ex- 
pansion program. 

Mr.  Munkhof  has 

a  long  background  in 
the  communications 
industry,  including 

MR.  MUNKHOF  newspaper,  advertis- 
ing agency  and  20 

years  in  broadcasting.  He  also  has  headed  the 
staff  of  WOW-TV  and  designed  and  supervised 
the  construction  of  its  studios,  plus  studios  for 
WREX-TV  and  two  Milwaukee  stations.  He 

replaces  Don  C.  Wirth,  who  continues  as  man- 

ager of  WNAM  Neenah,  Wis.,  WFRV-TV's am  affiliate. 

WFRV-TV  expansion  plans  call  for  the 
erection  of  a  studio  building  in  downtown 
Green  Bay  and  a  new  transmitter  building 
southeast  of  DePere,  Wis.,  both  planned  for 
a  fall  completion,  plus  an  overall  staff  increase. 
The  downtown  building  will  have  all  facilities 
on  one  floor  and  features  a  42x65  ft.  studio. 

Stations  Get  Quick  Details 

On  Grand  Canyon  Disaster 

RADIO  and  tv  stations  across  the  country  were 

quick  to  relay  details  of  the  double  air  dis- 
aster in  Grand  Canyon  Saturday,  June  30.  Re- 

porting early  to  B*T  on  coverage  were  KRUX 
Phoenix,  Ariz.,  and  WWDC  Washington. 

KRUX  within  minutes  of  the  first  report 
aired  recorded  telephone  interviews  with  Civil 
Aeronautics  Authority  control  in  Los  Angeles, 
and  with  government  park  rangers  in  northern 
Arizona.  The  KRUX  news  plane  provided 
first  definite  location  of  the  downed  United 
airliner,  the  station  says.  The  air  team  and 

mobile  unit  originated  31  on-the-scene  reports 
in  a  24-hour  period,  with  several  carried  on 
the  United  Press  wire. 

WWDC  Washington  got  quick  coverage  from 
Ross  E.  Beville,  engineering  vice  president,  who 
was  vacationing  in  Grand  Canyon  at  the  time. 
He  fed  the  story  by  beeper  phone  back  to 
WWDC  and  reported  observations  from  a 
ranger  station  using  a  powerful  telescope  there. 
His  feeds  were  used  Saturday,  Sunday  and 
Monday. 

Authors  Book  on  Trains 

JACK  R.  WAGNER,  program  manager 
at  KNBC  San  Francisco,  is  author  of  a 

newly-published  book  based  on  a  long- 
time hobby — the  study  of  picturesque 

small  railroads  in  California  and  Nevada. 

The  266-page  volume,  entitled  Short 
Line  Junction,  tells  the  story  of  seven 
small,  independent  railroads  and  features 
nearly  250  historic  photographs.  It  is 
published  by  Academy  Literary  Guild. 

Civil  Question 

A  QUESTION  put  by  Ralph  Hess,  presi- 
dent and  general  manager  of  WFAI 

Fayetteville,  N.  C,  to  Col.  T.  G.  Ker- 
shaw, commander  of  the  464th  Troop 

Carrier  Wing,  Pope  Air  Force  Base,  Fort 

Bragg,  N.  C,  has  resulted  in  a  two-day 
"Exercise  Broadcaster"  program  set  for 

July  17-18. 
Mr.  Hess'  question,  one  that  Col.  Ker- 

shaw says  "isn't  extended  very  often"  in 
his  line  of  business  was  "What  can  we, 
as  radio  men,  do  toward  better  public 
understanding  of  the  military  within  our 

communities?"  The  Air  Force  reply  was 
an  invitation  to  North  Carolina  broad- 

casters to  have  a  firsthand  look  at  an 
airborne  operation,  to  stay  on  Pope  Air 
Force  Base  overnight,  ride  along  with 

troopers  in  C-119  Flying  Boxcars  to  ob- 
serve parachutists  and  heavy  equipment 

drops.  The  Air  Force  is  providing  six 
short  feature  tapes  made  in  advance  and 
which  WFAI  will  dub  for  individual 
broadcasters. 

MR.  ESHLEMAN 

Petry  Names  E.  E.  Eshleman 

Eastern  Radio  Sales  Manager 

AS  another  step  in  the  expansion  plans  of  the 
radio  division  of  Edward  Petry  &  Co.,  station 

representatives,  Wil- liam B.  Maillefert, 

vice  president  and 

radio  general  man- 

ager, last  week  an- nounced the  promo- tion of  E.  E.  (Jim) 

Eshleman  Jr.  to  the 

post  of  eastern  radio 
sales  manager.  The 

Petry  organiza- tion recently  moved 

to  larger  quarters  in 
New  York  and  an- 

nounced several  ap- 
pointments in  radio 

sales  and  promotion  [B«T,  July  2]. 

Mr.  Eshleman  has  been  a  salesman  in  Petry's 
television  division  for  the  past  two  years.  Pre- 

viously, he  had  been  in  various  sales  capacities 
with  WGAL  Lancaster,  Pa.,  and  with  the  Stein- 
man  Stations. 

KDAY  Santa  Monica  Adds 

AL  SCHAEFFER,  sales  manager  of  KDAY 

Santa  Monica,  Calif.,  Thursday  announced  ap- 
pointment of  a  new  sales  staff  including  Bill 

Beals,  assistant  sales  manager,  who  formerly 
was  with  KABC  Los  Angeles. 

Other  new  KDAY  account  executives  are 

Evans  Jim  Powell,  previously  with  KGIL  San 
Fernando,  Calif.,  and  KVOA  Tucson;  Larry 

Grannis,  formerly  with  KGFJ  Los  Angeles, 
and  Bob  Hinds,  Foster  &  Kleiser,  Los  Angeles 

outdoor  agency.  Louise  Sanders,  formerly  with 
the  Southern  California  Broadcasters  Assn.,  has 

been  named  to  handle  sales  service  and  sales 

promotion.  KDAY  has  established  temporary 
sales  office  at  8301  Sunset  Blvd.,  Hollywood, 

adjacent  to  the  site  of  the  station's  new  studio 
building  now  under  construction.  Temporary 

phone  is  Hollywood  9-5409. 
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Will  you  have 

higher  power  tomorrow?, 

If  you  are  250  watts  today,  your  future  may  hold 

500  or  1O0O  watts.  Gates  is  looking  to  that  future 

too!  Broadcasting's  newest  250  watt  transmitter, 

the "Hl-Watter"  BC-25QL,  is  actually  a  modified 

1000  watt  transmitter — all  ready  to  go  up  in 

power  to  500  or  1O00  watts.  Conversion  takes 

2  hours'  time.  Even  chassis  are  drilled  for  the 

larger  components,  wiring  is  in  place — everything 
is  in  readiness. 

Best  of  all,  there  is  no  premium  cost  when  in- 

creasing power.  Example:  Take  the  250  watt 

cost,  add  higher  power  conversion  parts  and  total 

is  the  regular  selling  price  of  the  higher  powered 

model.  Only  extra  cost  is  tubes  you  have  already 

expended. 

Why  not  own  the  only  250  watt  transmitter  that 

is  built  like  a  kilowatter  because  basically  it  is  a 

kilowatter?  You  will  be  pleased  with  the  low  cost 

and  your  investment  is  secure  for  tomorrow  too. 

—May  we  mall  you  a  descriptive  brochure  or 

better  yet,  a  Gates  sales  engineer  will  gladly 

call  to  tell  you  more. 

★ 

GATES  BC-250  HI-WATTER,  features  all  frequency  540-1600  Kc. 
tuning  as  supplied  —  Conelrad  at  no  extra  cost;  center  line  4  meter- 

ing; twin  drive  low  distortion  audio  system;  full  Tee  network  output 
coupling  for  low  spurious  radiation;  complete  relay  system  for  easy 
adaption  to  remote  control;  variable  coil  tank  and  output  tuning 
(no  variable  condensers).  May  be  increased  in  power  to  500  or 

1000  watts  in  2  hours'  time.  Price,  $2995.00  with  tubes  and  crystal. 
Conversion  material  for  500  watts,  $1048.00  including  tubes.  Con- 

version material  for  1000  watts,  $1598.00  including  tubes. 

GATES  RADIO  COMPANY,  QUINCY,  ILL,  U.  S.  A. 

Atlanta,  Ga.,  1133  Spring  St.,  N.  W. 

Houston,  Texas,  2700  Polk  Ave. 

Los  Angeles,  7501  Sunset  Blvd. 

New  York  City,  51  E.  42nd  St. 

Washington,  13th  &  E  Sts.  ! 

Montreal,  Canadian  Marconi  Co. 

Broadcasting Telecasting 
July  9,  1956 

Page  69 



It's  easy  —  and 

perfectly  legal. 

Because  we're 

talking  about 

that  big  jury  of 

Americans  who  render  judg- 

ments on  product  brands. 

Let  PUBLIC  DEFENDER 

swing  this  jury  to  your  product 

label.  For  the  many  millions  who 

make  REED  HADLEY  in  PUB- 

LIC DEFENDER  a  "must  see" 

habit  on  TV  also  make  the 

brands  he  promotes  a  "must 

buy"  habit. 

REED  HADLEY 

starring  in 

"PUBLIC 

DEFENDER" 

69  HALF  HOURS 

First  run  in  many  markets! 

Powerful  re-run  value  in 

ALL  markets! 

^iterstate
 

TELEVISION  CORPORATION 

NEW  YORK 
445  Park  Ave. 

MUrray  Hill  8-2545 

CHICAGO 
1250  S.  Wabash 
WAbash  2-7937 

HOLLYWOOD 
4376  Sunset  Drive 
NOrmandy  2-9181 

■  STATIONS 

Three  Broadcasters  Bid 

For  Detroit  Baseball  Co. 

THREE  broadcast  interests  have  submitted  bids 

for  purchase  of  Detroit  Baseball  Co.,  operating 
the  Detroit  Tigers  team  and  Briggs  Stadium. 
George  B.  Storer,  with  Charles  O.  Finley  and 
other  interests,  submitted  a  bid.  Mr.  Storer 

operates  the  Storer  Broadcasting  Co.  station 

group.  •  , 
John  E.  Fetzer,  WKZO-AM-TV  Kalmazoo, 

Mich.,  and  other  stations,  teamed  with  Fred 

Knorr,  WKMH  Dearborn-Detroit,  in  a  syndi- 
cate understood  to  have  backing  of  other  Michi- 

gan interests.  Harold  Gross,  WJIM-AM-TV 
Lansing,  Mich.,  was  the  third  broadcast  bidder. 

Eight  bids  were  submitted,  with  figures  es- 
timated between  $4  and  $5.5  million.  The  top 

three  bids,  it  is  understood,  will  be  submitted 

to  Ford  Frick,  baseball  commissioner,  and  Wil- 
liam Harridge,  American  League  president,  for 

approval.  Announcement  of  the  successful 
bidder  is  to  be  made  by  July  31. 

Richard  T.  Allen  to  Head 

New  Department  at  Pearson 

A  NEW  business  development  and  sales  promo- 
tion department  has  been  established  at  the  John 

E.  Pearson  Co.  and  John  E.  Pearson  Tv,  New 

York,  station  repre- 
sentatives, to  be  de- 

voted directly  to  ad- 
vertising clients  and 

their  agencies. 
One  of  the  first 

projects  that  the  new 
department  will 
undertake  is  a  com- 

plete study  of  the 
Negro  market,  a 
breakdown  on  its 

buying  power  in 
major  cities,  with 
such  details  as  pop- 

ulation, where  cen- 
MR.  ALLEN 

tered  and  what  and  how  much  is  purchased. 
The  study  will  be  made  in  conjunction  with 
Samuel  Fitzsimmons  of  New  York,  a  special 
consultant.  It  will  be  directed  entirely  at  the 
client  level,  working  with  and  through  media 
directors  of  the  advertisers  and  their  agencies. 

Heading  the  new  JEPCO  department  is  Rich- 
ard Thomas  Allen,  formerly  with  the  station 

relations  department  of  Radio  Advertising 
Bureau. 

The  activity  of  the  new  division  in  sales 
promotion  is  expected  to  be  of  assistance  to 

each  of  JEPCO's  salesmen  and  its  stations  as 
well  as  to  advertisers  and  agencies. 

Coverage  by  Sketch 

COVERAGE  of  a  major  murder  trial  by 
television — despite  a  Canon  35  ban  on 
cameras — was  accomplished  by  KOLN- 
TV  Lincoln,  Neb.,  through  the  use  of  an 
artist's  sketches. 

Robert  Regler,  the  station's  staff  artist, 
made  more  than  100  sketches  of  court- 

room personalities,  scenes  and  action  of 
the  Darrel  Parker  murder  trial.  The 
sketches  were  used  in  regular  newscasts 
during  the  three  weeks  the  trial  was  in 
session. 

THIS  PLAQUE  marks  the  Paul  W.  White 

Memorial  Exhibit  at  the  San  Diego  Zoo. 
It  lists  the  names  of  the  friends  of  Mr. 

White  who  made  the  exhibit  possible. 

Paul  W.  White  Memorial 

Dedicated  at  San  Diego  Zoo 

A  NEW  EXHIBIT  was  opened  yesterday  (Sun- 
day) at  the  San  Diego  Zoo  in  memory  of  the 

late  Paul  W.  White,  well-known  radio  news 
personality  and  ardent  friend  of  the  zoo.  The 
exhibit  features  six  Tasmanian  Devils. 

It  was  Mr.  White's  request  before  his  death 
July  9,  1955,  that  no  flowers  be  sent  to  his 
funeral,  but  that  his  friends  donate  money 
intended  for  this  purpose  to  the  zoo.  The 
exhibit  therefore  was  made  possible  by  money 
contributed  by  friends  of  Mr.  White,  many  of 
whom  are  in  the  broadcast  industry. 

Mr.  White  served  with  United  Press,  CBS, 
KFMB  San  Diego,  San  Diego  Journal  and 
taught  at  Columbia  U.,  Iowa  State  U.  and 

San  Diego  State  College.  Dedication  cere- 
monies were  telecast  on  the  Zoorama  program 

by  KFMB-TV  San  Diego. 

Quaal  Counsels  Discretion 

In  WGN-TV  Festival  Speech 

WARD  QUAAL,  soon  to  take  over  the  mana- 
gerial reins  of  WGN  and  WGN-TV  Chicago, 

appeared  at  the  WGN-TV  Fifth  Annual  Film 
Festival  and  Talent  Parade  Thursday  and  in 

speech  took  account  of  attacks  on  radio-tv  which 

have  become  "a  national  pastime." 
The  speaker,  who  leaves  his  job  as  executive 

vice  president  and  general  manager  of  Crosle> 
Broadcasting  Co.  to  join  WGN  Inc.  August  1 

noted  that  "we  are  today  the  subject  of  the 

closest  scrutiny  in  numerous  quarters."  Acknowl 
edging  that  some  charges  have  merit,  others 

he  said,  are  "not  only  wholly  without  founda- 
tion; they  are,  in  my  opinion,  most  insincere. 

"Unless  we  perform  on  the  highest  plane,"  h< 
counselled,  "we  are  inviting  government  con 
trol  of  programming  and  government  establish 

ment  of  rates." The  one-day  festival,  attended  by  nearly  30( 
agency,  film  and  industry  representatives,  fea 

tured  previews  of  fall  attractions  by  film  pro- 
ducers and  distributors  and  a  presentation  o: 

live  talent. 
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'I  read  Ad  Age  —  front 

to  back  —  every  week" 

says  R.  M.  GRAY 

Advertising  Manager 

Esso  Standard  Oil  Company 

"I  read  Advertising  Age  regularly,  every  week.  My 

copy  reaches  home  on  Monday,  and  I  usually 

read  it  after  dinner  Monday  nights,  front  page  to 

back  page,  thoroughly.  In  addition  to  news 

of  the  business,  its  features  are  valuable,  too." 

R.  M.  GRAY 

Mr.  Gray's  22  years  with  Esso  Standard  covers  exten- 
sive experience  in  planning  and  handling  advertising 

campaigns,  sales  campaigns,  creative  work,  buying 
space  and  time  in  all  media.  His  background  prior  to 
joining  Esso  was  in  advertising  agency  work,  which 
included  market  research,  writing  and  contact  work 
on  many  merchandise  lines. 

The  outside  organizations  in  which  he  has  officiated 

reads  like  a  "Whos  Who"  of  American  business 
organizations  —  Advertising  Federation  of  America; 
Assn.  of  Natl.  Advertisers  (radio-tv  committee) ; 
Advertising  Club  of  N.  Y.;  The  Advertising  Council 

— just  to  name  a  few.  He  has  been  an  active  member 

of  many  petroleum  industry  committees,  and  cur- 
rently acts  as  adviser  to  the  Oil  Heat  promotion  group. 

Front  page  to  back  page — regularly  every  week — only  in  Ad  Age  will  you  find  the  concentrated  atten- 
tion of  most  sales,  advertising  and  marketing  executives  who  are  important  to  you.  Keeping  up  with 

marketing  news,  trends  and  developments  through  the  unique  weekly  coverage  of  AA  ranks  high  with 

most  men  who  have  voices  in  important  market  decisions — not  only  to  those  who  activate,  but  to  those 
who  influence  these  decisions. 

Esso  Standard,  for  example,  has  long  ranked  among  major  broadcast  advertisers.  With  a  total  advertis- 

ing budget  running  between  $10-12  million  for  1956,  its  expenditures  for  tv  spots  alone  for  the  first 

quarter  of  1956  are  estimated  at  $531,500.*  With  its  new  "Golden  Esso  Extra"  gasoline  being  intro- 

duced in  Esso's  18-state  area,  with  broadcast  being  used  to  help  promote  Esso's  safety  campaign 

and  carry  Esso's  new  public  relations  messages,  the  outlook  is  for  an  even  greater  prominence  in 
broadcast  media. 

Every  year,  104  issues  of  Ad  Age  get  "front  to  back"  readership  among  important  executives  at  Esso 

Standard.  Further,  8,944  paid  subscription  copies  a  year — 172  every  week — get  AA's  brand  of  reader- 

ship at  McCann-Erickson,  the  agency  handling  Esso's  advertising. 

Add  to  this  AA's  similar  penetration  of  advertising  agencies  with  a  weekly  paid  circulation  of  almost 
9,000,  its  intense  readership  by  top  executives  in  national  advertising  companies,  its  unmatched  total 

readership  of  over  120,000  based  on  32,500  paid  subscriptions,  and 

you'll  recognize  in  Advertising  Age,  a  most  influential  medium 
for  swinging  broadcast  decisions  your  way  in  1956. 

N.  C.  Rorabaugh  Estimate  for 
Television  Bureau  of  Advertising 

200     EAST     ILLINOIS     STREET  •  CHICAGO     1  1 ILLINOIS 

7  Year  (52  issues)  $3 
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STATIONS 

REPORT  ON  MULTIPLEXING, 

FROM  A  MAN  WHO  RUNS  ONE 

THIS  is  a  personal  report  from  one  of  the  few 
fm  operations  in  the  country  operating  on  a 
100  percent  multiplex  basis.  It  was  written  by 
Tom  Wallace  Jr.,  chief  engineer  of  KTKT-FM 
Tucson,  Ariz.,  who  spells  out  in  dollars  and 
cents  what  the  advent  of  this  new  broadcast 
technique  has  meant  to  his  station. 

IN  MARCH  of  1955  the  FCC  approved  the 
use  of  sub-carriers  on  fm  stations  and  opened 
the  multiplexing  door  for  fm  broadcasters. 
The  new  ruling  was  met  with  mixed  emotions 
— from  wild  optimism  to  intense  indifference. 

It  met  strong  opposition  from  the  so-called 

"beepers"  or  simplex  operators  who  were  using 
their  main  fm  carriers  to  distribute  music  and 

supplying  their  customers  with  fm  receivers 

which  would  respond  to  a  "beep"  supersonic 
tone  thereby  muting  the  receivers  during  com- 

mercials or  talk  of  any  kind  including  station 
identification.  The  obvious  reason  for  the 

fight  from  the  simplex  operators  was  the  por- 
tion of  the  rule-making  that  gave  them  only 

one  year  to  start  multiplexing  or  cease  their 

background  music  operation.  Since  a  number 

of  them  were  also  "storecasting"  and  using 
several  tones  to  control  the  various  receivers 

selectively,  the  technical  problems  of  conver- 
sion to  multiplexing  appeared  insurmountable. 

The  demonstrations  put  on  at  the  NARTB 
convention  in  Washington  the  following  May 

[1955]  did  nothing  to  pacify  these  fears.  The 
two  manufacturers  of  the  equipment  were 

quoting  delivery  dates  and  taking  what  orders 

they  could,  but  no  one  was  really  convinced 
that  the  idea  was  as  workable  in  practice  as 

it  looked  on  paper.  There  was  no  demonstra- 
tion at  the  convention  that  would  have  con- 

vinced any  broadcaster  that  this  field  was  a 

good  place  to  invest  $10-$15,000.  Things 
looked  pretty  grim  and  the  fms  went  home 
still  trying  to  figure  out  a  way  to  make  fm  pay. 

In  March  of  1956  (eight  months  overdue) 
the  first  equipment  was  delivered  to  KTKT  in 
Tucson  and  the  installation  was  made.  After 
six  weeks  of  adjusting  and  making  changes, 
the  first  commercial  receiver  installation  was 
made.  Now  after  three  months  of  operation 
with  receivers  that  have  been  revised  three 
times,  we  can  say  that  multiplexing  is  here  io 

stay  and  we  are  making  money.  Here's  how: 

Where  to  Sell 

In  the  first  place  the  simplest  and  fastest 
way  to  start  making  multiplexing  pay  is  to  sell 
a  music  service  to  local  businesses.  No  one 
will  argue  the  feasibility  of  selling  music. 
Musak  has  been  doing  very  well  at  it  for  some 

years  with  phone  lines.  The  value  to  the  mer- 
chant and  to  the  employer  as  both  a  customer 

and  employe  relations  aid  has  been  proven 
beyond  a  doubt  and  Muzak,  we  think,  would 
be  the  first  to  admit  that  multiplexing  is  both 
more  economical  and  more  satisfactory  than 
phone  lines  .  .  .  if  it  works  properly!  Well,  it 
does. 

We  have  placed  receivers  all  over  this  valley 
both  near  and  far.  We  have  receivers  down- 

town, way  out  in  the  boon-docks,  and  right 
under  the  transmitting  antenna.  We  cannot  say 
truthfully  that  we  have  not  had  our  problems. 
But  we  can  say  that  the  problems  we  have  had 
have  not  been  insurmountable  or  for  that 
matter  even  serious.  When  we  follow  the  man- 

ufacturer's recommended  installation  technique 
and  normal  sound  engineering  practices  in 
both  transmitting  and  receiving  we  have  yet  to 

fail  to  make  a  satisfactory  installation. 
We  have  found  the  businessmen  of  Tucson 

both  interested  and  enthusiastic  about  a  music 
service  that  can  be  delivered  at  the  low  cost 

made  possible  by  multiplexing.  And  we  are 
convinced  that  low  cost  is  the  key  that  opens 
the  door  to  large  volume  and  that  large  volume 
is  the  secret  to  making  money  with  multiplex- 

ing as  it  has  been  in  every  other  form  of  this 
business  of  ours.  Our  sales  have  been  limited 

only  by  the  amount  of  time  that  our  sales  force 
has  had  to  make  contacts.  We  are  setting  up 
a  separate  sales  force  for  the  multiplex  end  of 
our  business. 

If  you  want  figures,  here  they  are.  We  charge 
a  base  rate  of  $14.90  per  month  plus  50  cents 
per  speaker  per  month  if  the  customer  owns 
his  own  sound  system.  If  the  customer  wishes 
to  lease  speakers  and  amplifiers  from  us  we 
charge  $14.90  plus  $2.50  per  speaker  including 
amplifier.  If  the  customer  wishes  to  buy  his 
sound  installation  we  will  give  him  a  competi- 

tive bid  on  such  an  installation. 

Our  average  customer  pays  us  about  $17.50 
per  month  for  music  service.  Very  few,  so 
far,  have  wanted  to  lease  equipment.  More 
than  half  of  them  have  already  had  a  sound 
system  of  one  sort  or  another.  We  have  sold 
about  25%  of  them  a  sound  system  to  go  with 

their  music.  We  take 
the  responsibility  of 

maintaining  the  mu- 
sic receiver  and  any 

sound  equipment  that 
we  lease.  We  charge 

from  $10-25  to  in- 
stall a  receiver, 

which  is  a  little  more 
than  our  cost. 
Now  about  costs. 

We  depreciate  our 
receivers  (which  cost 
us  $94.50  each)  over 

a  period  of  three 
years.  This  breaks 

down  to  $2.63  per  month,  plus  interest  if  you 
finance  the  purchase,  so  call  it  roughly  $3.15 

per  month  at  6%  whether  it's  your  money  or 

someone  else's. Our  transmission  equipment  cost  us  roughly 

$5,000,  including  new  exciter-modulator,  sub- 
carrier  generator-monitor,  and  associated  gear 
such  as  tape  machine,  rack  space,  engineering 

time,  etc.  We  expect  to  have  about  100  instal- 

lations by  the  end  of  the  summer  so  let's  base 
the  monthly  cost  of  this  fixed  expense  on  that 
figure.  If  you  also  depreciate  this  gear  at 
three  years  (it  really  should  be  five)  and  add 
interest  of  6%,  it  comes  to  $1.63  per  account 

per  month. 
We  set  aside  $2.50  per  month  for  music 

rights.  Since  the  customer  never  owns  the 
receiver  the  maintenance  problems  are  sim- 

plified because  we  merely  replace  the  defective 
receiver  with  a  good  one  and  then  fix  it  at 

our  shop.  This  eliminates  the  expense  of  hav- 
ing a  trained,  skilled  man  make  the  service 

calls.  We  set  aside  $1  per  month  per  receiver 
for  maintenance.  If  this  seems  low  to  you 

don't  let  it  fool  you.  With  the  receivers  we 
are  using  we  have  not  had  enough  trouble  to 
reach  this  figure.  Further  experience  may 
prove  otherwise,  but  we  think  the  chances  of 
that  are  very  small  now. 

We  are  paying  a  sales  commission  of  15%, 
which  comes  to  roughly  $2.25  per  month  per 
account. 

MR.  WAUACE 

Since  we  operate  practically  automatically 
with  the  8-hour  tape  machine  and  on  an  fm 
station  that  was  going  to  be  on  the  air  anyway, 

we  don't  charge  any  of  the  existing  operating 
salaries  or  overhead  to  multiplex.  Yet! 
We  pay  for  our  taped  music  at  the  rate  of 

$75  per  month  plus  $1  per  account,  so  we'll call  that  item  $1.75  per  month  per  account 
based  on  100  receivers. 

This  comes  to  $12.28  per  month  per  account 
and  leaves  us  a  gross  profit  of  about  $5  per 
month  per  account.  This  may  not  seem  like 
much  and  if  100  accounts  is  all  you  think  you 

can  get  out  of  your  market,  it  isn't.  We  have 
a  fast-growing  market  of  nearly  200,000  to 
serve  and  feel  like  1,500  accounts  is  not  too 
much  to  expect  in  the  years  to  come. 

The  receivers  and  transmitting  gear  should 
last  well  beyond  the  three  years  we  have 

figured  them  for.  A  fair  estimate  would  be  be- 
tween five  and  10  years.  Most  of  the  people 

who  read  this  article  have  radios  at  home  that 

are  still  working  after  10  years  of  service. 
And  those  radios  were  not  nearly  as  well  made 
as  the  receivers  we  are  using. 

Now,  let's  examine  what  else  we  can  do 
with  our  multiplexing  equipment  to  make  an 
honest  dollar.  We  now  have  a  2-channel  multi- 

plex transmitter  and  can  buy  a  3-channel  trans- 
mitter if  we  wish.  (Yes,  they  are  available  now.) 

We  can  use  the  extra  channels  for  the  following: 
Storecasting:  This  is  a  solid  and  established 

business  in  some  cities.  Sending  music  and 
commercials  directed  at  the  shopper  while 
she  is  shopping  is  becoming  very  attractive  to 

the  national  advertiser.  If  a  store  doesn't  carry 
the  merchandise  that  you  are  selling  in  a  par- 

ticular commercial,  then  you  can  cut  out  the 
receiver  in  that  store  or  series  of  stores  while 
that  commercial  is  on  the  air.  There  are  too 

many  storecasting  plans  to  discuss  in  this 
article,  but  the  most  common  way  seems  to  be 
to  charge  the  market  or  drug  store  a  nominal 
fee  for  the  use  of  the  receiver  and  then  share 

the  advertising  dollar  with  it.  The  theory- 
being  that  if  a  store  is  paying  for  the  service 
and  at  the  same  time  receiving  a  share  in  the 
benefits  of  the  advertising  dollar  it  is  not 
likely  to  turn  the  receiver  off. 

Another  Approach 

Another  offshoot  of  storecasting  that  hasn't been  tried  yet,  but  looks  awfully  good,  is 

liquor  store  casting.  Hard  liquor  manufactur- 
ers have  a  lot  of  advertising  money  and  are 

tied  hand  and  foot  in  the  ways  that  they 

cannot  spend  it.  In  most  states  they  can't 
give  premiums  or  gifts  or  bonuses.  They  can- 

not use  radio  or  tv  and  they  are  limited  severe- 
ly in  the  amount  of  point-of-sale  that  they  can 

use,  both  by  law  and  by  the  simple  space 
limitations  in  the  average  liquor  store. 

The  liquor  people  we  have  talked  to  have 
accepted  the  idea  very  enthusiastically.  And 
we  have  asked  the  Arizona  State  Board  of 
Liquor  control  if  they  have  any  objections. 

They  don't,  they  say,  if  the  liquor  stores  pay 
something  for  the  service.  Well,  that's  easy. How  about  a  dollar  month?  Since  the  FCC 

has  classified  multiplexing  as  a  non-broadcast 
service,  it  appears  they  will  go  along. 

And  then  there  are  others,  such  as  controlling 
traffic  signals  with  multiplex  to  solve  some  of 
the  rush  hour  traffic  headaches  in  almost  any 

city  of  over  50,000.  How  about  sending  tele- 

type and  facsimile?  How's  your  imagination? 
The  sky's  the  limit,  because  what  multiplexing 
amounts  to  is  a  tremendous  expansion  of  the 

RF  spectrum,  a  signed  blank  check  to  the  fm 
broadcasters  who  have  the  imagination  and 
the  far-sightedness  to  use  it  for  something  that 
will  benefit  both  themselves  and  the  communi- 

ties they  serve. 
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It  was IDECO  towers. 

GROWTH  OF 

A  STATION 

JOB  DATA: 
Station  WISH  began 
operation  in  1941  with 
two  470-ft.  Ideco  radio 
towers.  Ideco  converted 
one  of  these  towers  for 
a  TV  antenna  in  1954. 
In  May  1955,  Ideco 
completed  the  new 
1,000-ft.  tower  from 
which  WISH-TV  now 
operates. 

With  station  after  station  it  has  been  the  same  story 
of  SATISFACTION  in  Ideco.  Satisfaction  with  the 

service  during  planning,  erection  and  inspection 

of  every  Ideco  tower.  Satisfaction  with  perfect 

towec  performance  resulting  from  Ideco's  sound 
engineering  and  exacting  fabrication.  Satisfaction 

from  the  long  service  life  and  low  maintenance 

cost  recorded  by  Ideco  towers. 

That's  a  reputation  of  dependability  you  can 
trust!  So,  for  your  next  tower,  call  on  Ideco  .  .  . 

your  complete  satisfaction  is  assured.  Write  Ideco, 

or  contact  your  nearest  RCA  Broadcast  Equipment 

representative. 

DRESSER- IDECO  COMPANY 

One  of  the  DRESSER  INDUSTRIES 

COLUMBUS  8,  OHIO 

Branch:  8909  S.  Vermont  Ave.,  LoS'  Angeles  44,  Calif. 

Tall  or  short for  TV,  Microwave,  AM,  FM 
IDECO  Tower  "Know-How"  keeps  you  on  the  air 
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STATIONS 

TOWERS...ANY  KIND 

ANYWHERE... 

^FAST! 

Stainless  shipping  facilities  assure  fast 
delivery!  Railroad  sidings  adjacent  to 
the  Stainless  Plant  provide  direct  load- 

ing. Overhead  crane  tracks  and  hoists 
facilitate  rapid  loading  of  as  many  as 
four  gondolas  at  a  time  with  precision 
placement  and  security  for  long  hauls. 

The  Stainless  Plant  is  near  the  Phila- 

delphia International  Airport,  the  Port 
of  Philadelphia  and  only  a  few  hours 
from  New  York  docks  and  rail  centers. 

£3otai«iless,  inc. NORTH   WALES   .  PENNSYLVANIA 

Mort  Silverman  Executive  V.P. 

At  Southland  Broadcasting  Co. 

MORT  SILVERMAN,  for  the  past  six  years 
general   manager   of  WMRY  New  Orleans, 

has  been  named  ex- 
ecutive vice  president 

and  general  manager 

of  Southland  Broad- 
casting Co.  in  charge 

of  the  company's  two 
properties,  WMRY 
and  KCIJ  Shreve- 

port,  La.  Mr.  Silver- man will  concentrate 

on  national  and  re- 
gional sales  for  both 

stations  and  will 

headquarter  in  New 
Orleans. 
John  Revisore, 

commerical  manager  of  WMRY,  has  been  pro- 
moted to  station  manager,  and  Mike  Verges 

replaces  him  as  commercial  manager.  Bob 
Shipley,  former  AP  and  INS  newsman,  has  been 
appointed  station  manager  for  KCIJ. 

KXYZ  to  Have  New  Quarters 

KXYZ  Houston,  Tex.,  owned  by  oilman  Glenn 
McCarthy,  will  have  a  modern  new  home  within 

the  next  two  years  if  Mr.  McCarthy's  latest 
building  plans  conform  to  schedule.  The  Texan, 
builder  of  the  Shamrock  Hotel  in  1949,  has 
announced  plans  to  build  a  17-story  apartment 
hotel  on  West  Holcombe  Blvd.  at  an  estimated 
cost  of  $5  million.  With  KXYZ  housed  in  its 

MR.  SILVERMAN 

lower  portion,  the  entire  building  will  contain 
500  office  and  hotel  rooms,  stores,  night  club 
and  swimming  pool  two  stories  above  ground. 
Nunn,  Nunn  &  Ulbricht  are  architects.  KXYZ 
quarters  now  are  in  the  Gulf  Building. 

WNBT  Wellsboro,  Pa.,  Backs 

Drive  to  Add  Plant  to  Town 

WHEN  Wellsboro,  Pa.  (population  4,200),  was 
faced  with  the  challenge  of  raising  at  least 
$180,000  by  July  1  to  provide  facilities  for  an 
industrial  firm  that  considered  Wellsboro  as  a 

favorable  site,  the  city  got  to  work.  So  did 
WNBT  Wellsboro. 

The  radio  station  broadcast  a  town  meeting 
that  went  into  the  problem;  kicked  off  the 
appeal  for  funds  with  spots  filling  all  open 
availabilities  on  its  schedule;  broadcast  two 

quarter-hour  programs  featuring  top  members 

of  the  local  Chamber  of  Commerce's  industrial 
committee,  which  had  been  searching  for  a 
new  industry  the  past  four  years,  and  utilized 
daily  newscasts  and  station  breaks,  reminding 

Wellsboro  residents  to  "remember,  give  to 
grow,"  the  station-adopted  slogan  for  the  cam- 

paign. 

Last  Monday  (July  2),  the  funds  were  in, 
running  as  of  that  date  at  the  $200,000  level. 
The  money  was  raised  in  only  10  days,  reports 
Robert  L.  Kahle,  station  manager.  Already 
announced:  Dresser  Mfg.  Div.  (compression 
fittings)  of  Dresser  Industries  will  break  ground 

July  23  for  its  new  $3  million  plant  with  ma- 
chinery to  move  in  on  Oct.  31.  The  plant  will 

employ  from  250  to  300  persons  with  a  $1  mil- 
lion annual  payroll. 

WIRE  TAKES  THEM  DANCING 

IN  INDIANAPOLIS  any  confession  that 

"Arthur  Murray  Taught  Me  Dancing  in  a 
Hurry,"  like  the  catchy  song  of  years  ago, 
may  have  special  significance.  Quite  prob- 

ably, the  eager  student  got  the  initial  lead 
from  WIRE  and  disc  jockey  Bernie 
Herman. 

The  pattern  evolved  by  the  Indianapolis 
Arthur  Murray  Dance  Studio  has  proved 

successful  for  itself  and  a  glowing  testi- 
monial for  radio,  despite  some  earlier 

sponsor  misgivings.  The  proof  lies  in  the 
rising  number  of  interviews  and  studio 
employes  hired  to  accommodate  dance 

pupils. 
Robert  C.  Overmyer,  account  execu- 

tive at  Caldwell,  Larkin  &  Sidener-Van 

Riper  Inc.,  which  handles  the  local  ac- 

count, reports  that  "radio  has  yielded 
comparable  returns  beyond  the  measure- 

ment of  mere  inquiries  to  build  greater 

acceptance  for  the  local  studio." 
Its  earlier  use  of  spot  announcements 

seemed  inadequate  to  do  a  twin-fold  job: 
establish  more  personal  liaison  with  the 
public  and  build  up  this  acceptance.  So 
the  studio,  in  June  1955,  decided  to  test 

programming,  stressing  selective  use  of 
music  as  an  alternative  to  the  audio-visual 
treatment  of  television. 

The  Indianapolis  Arthur  Murray  Studio 

bought  a  nightly  half-hour  segment  of 

WIRE'S  three-hour  (10:30  p.m.-l:30 
a.m.)  record  show,  Nite  Beat,  for  a 

modest  $100  per  week,  intending  to  capi- 
talize on  summer  late  evening  listening 

habits.  With  the  help  of  newspaper  ad- 
vertising, the  studio  doubled  its  inquiries 

in  June  over  May.  The  following  months, 

using  only  WIRE  participations,  they 

jumped  another  15%  by  September. 
Broadcast  commitments  were  backed 

up  by  telephone  surveys,  indicating  the 
studio  had  succeeded  in  creating  a  favor- 

able acceptance  (with  the  help,  of  course, 
of  the  network  tv  Arthur  Murray  Dance 

Party).  Turning  then  to  the  middle-aged 
group,  Arthur  Murray  bought  an  addi- 

tional quarter-hour  of  Dance  Time  with 
Mr.  Herman  (6: 15-30  p.m.)  and  last  No- 

vember, renewed  Nite  Beat.  Arthur  Mur- 
ray recently  renewed  Nite  Beat  for  still 

another  13  weeks.  Jim  Willingham  is 
WIRE  account  executive  for  the  show. 

According  to  Larry  Cowick,  studio 
manager,  Arthur  Murray  was  closing 
80%  of  its  inquiries  and  had  increased  its 
staff  from  12  to  30  employes.  It  gained 

400  new  pupils  during  the  last  three 
months  of  1955  (the  most  successful 

year  of  its  17  years)  and  this  past  Jan- 
uary interviews  exceeded  the  entire  sec- 
ond quarter  of  1955.  Since  last  June, 

when  it  started  using  radio,  the  studio 
has  double  its  staff  100%  (it  added  30  in 

January  alone — from  40  to  70). 

Today,  with  virtually  all  its  advertis- 
ing budget  on  WIRE— ($1,000-$  1,500 

monthly) — the  Indianapolis  Arthur  Mur- 
ray Studio  retains  both  programs.  Its 

record  of  inquiries  and  employment  con- 
tinues to  augur  well  for  the  medium. 
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Estabrook  Buys  WERI 
APPLICATION  was  filed  last  week  seeking 
FCC  approval  of  the  sale  of  WERI  Westerly, 
R.  I.,  to  former  NBC-TV  producer  Edwin  B. 
Estabrook  Jr.,  for  $69,000.  WERI,  1230  kc, 
250  w,  is  owned  100%  by  William  F.  Malo  Jr. 
and  family  and  has  been  on  the  air  since  1949. 
In  selling,  Mr.  Malo  indicated  that  he  would 
like  to  enter  broadcasting  in  a  large  market. 
Mr.  Estabrook  was  with  NBC-TV  until  a  year 

ago  and  he  is  currently  director  of  radio-tv 
for  Product  Services  Inc.,  New  York  adver- 

tising agency. 

UBC  Opens  Chicago  Office 

OPENING  of  Chicago  offices  at  75  E.  Wacker 
Dr.  has  been  announced  by  Richard  Eaton,  pres- 

ident of  United  Broadcasting  Co.  stations,  with 

Seymour  Thomas  as  midwestern  manager.  Chi- 
cago telephone  number  is  Randolph  6-5464. 

United  comprises  WOOK  and  WFAN  (FM) 
Washington,  D.  C;  WANT  Richmond,  Va.; 
WSID  Baltimore,  Md.;  WARK  Hagerstown, 
Md.;  WINX  Rockville,  Md.;  WJMO  Cleveland, 
Ohio.  The  firm  also  has  grants  for  WTLF  (TV) 
Baltimore  and  WOOK-TV  Washington. 

Henry  Reinsch  Dies 
FUNERAL  services  were  held  last  Friday  for 
Henry  E.  Reinsch,  75,  father  of  J.  Leonard 
Reinsch,  executive  director  of  the  Cox  stations 
and  assistant  chairman  of  the  Democratic  Na- 

tional Committee  for  1956  convention  arrange- 
ments. The  elder  Mr.  Reinsch  was  stricken 

with  a  heart  attack  at  his  south  side  Chicago 
home  Tuesday  morning. 

REPRESENTATIVE  PEOPLE 

Robert  E.  Richer,  WABC  New  York,  to  Adam 
Young  Inc.,  N.  Y.,  as  account  executive. 

John  E.  McArdle,  salesman  in  NBC-TV's  par- 
ticipating program  department  (Today,  Home, 

and  Tonight),  to  NBC  Spot  Sales  in  similar 
capacity.  Anthony  R.  Liotti,  NBC  research 
and  presentation  specialist,  L.  A.,  transferred 
to  N.  Y.  as  presentation  writer,  NBC  Spot 
Sales. 

Gil  Christeon,  recently  salesman  for  WGN 

Chicago  and  previously  with  time-buying  de- 
partment of  J.  Walter  Thompson  Co.,  to  Chi- 

cago sales  staff  of  Weed  &  Co. 

STATION  PEOPLE 

Martin  McAuliffe,  president  of  McAuliffe  Adv. 
Agency  Inc.,  New 
Orleans,  appointed 
commercial  manager 

of  Supreme  Broad- 
casting Co.  (WJMR- 

AM-FM-TV  New 
Orleans  and  WORA- 
AM-FM-TV  Maya- 
guez,  P.  R.). 

Alan  Purves,  account 
executive,  KBIF 

J  Fresno,    Calif.,  ap- 
■4/  pointed   sales  man- 

MR.  McAULIFFE  ager-      Jim  Bai,ey> 
announcer,  promoted 

to  program  director,  and  Bill  Foulkes,  announ- 
cer, to  chief  announcer.  Frank  Cassidy,  tele- 

vision packager  and  former  KBIF  salesman, 
returned  to  station  sales  staff.  John  Sunders, 
KGST  Fresno,  and  Robert  H.  Dreyer,  former 
Fresno  food  broker,  also  to  KBIF  sales  staff. 
Fred  Roberts,  formerly  of  KDSX  Dennison, 
Tex.,  to  KBIF  announcing  staff. 

John  F.  Connors,  appointed  audience  and  sales 
promotion  manager,  KLZ-TV  Denver.  Quin- 

By  the  Shores  of  WTCN 
A  MINNESOTA  lake  has  been  named 

"WTCN  Lake"  after  WTCN-AM-TV 
Minneapolis-St.  Paul  by  the  state  Con- 

servation Commission  in  appreciation 

"for  the  fine  service  rendered  in  teaching 

conservation  on  its  programs."  Minnesota 
Outdoors,  the  stations'  weekly  show,  has 
been  stressing  conservation,  hunting, 
fishing,  skiing  and  archery  for  nine  years 
on  both  radio  and  tv. 

tin  E.  McCredie,  WNBF  Binghamton,  N.  Y., 

returned  to  KLZ  as  audience  and  sales  promo- 
tion manager. 

John  P.  Wiley,  director  of  sales  promotion, 
WRCV-TV  Philadelphia,  appointed  director  of 
advertising  and  promotion.  Gene  E.  Stout, 
WRCV-TV,  named  director  of  publicity, 

WRCV-AM-TV. 

Jack  S.  Petrik,  chief  engineer,  WJMR-TV  New 
Orleans,  appointed  chief  engineer,  KETV  (TV) 
Omaha. 

Dick  Zavon,  client  service  director,  WLWC  (TV) 
Columbus.  Ohio,  named  manager  of  audience 

promotion,  Crosley  Broadcasting  Co.  (WLW- 
WLWT  [TV]  Cincinnati.  WLWD  [TV]  Dayton 
and  WLWC  [TV]  Columbus,  all  Ohio,  WLWA 
[TV]  Atlanta).  Jack  Kavanagh,  former  account 
executive.  Byer  &  Bowman  Adv.  Agency,  Co- 

lumbus, succeeds  Mr.  Zavon  as  client  service 
director  at  WLWC. 

Ask  the  BRANHAM  BOYS 

NBC  AFFILIATE 

CHATTANOOGA 

^DEF/Uadio 

CARTER  M.  PARHAM,  President    •     KEN  FLENNIKEN,  General  Manager 
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STATIONS 

HIGHER 

RATINGS 

Feb.   1956  Shreveport   ARB   Area  Survey 

LEADING  in  22/2 

morning  quarter  hours. 

LEADING  in  45/2 

afternoon  quarter  hours. 

LEADING  m  si 

nighttime  quarter  hours. 

GREATER 

COVERAGE 

KTBS-TV  Channel  3,  Shreveport, 

Louisiana,  covers  44  counties  in 

Louisiana,  east  Texas  and  south 

Arkansas.  Population  1,351,700; 

set  count  249,895. 

• 

MORE 

VIEWERS 

PER  DOLLAR 

55%  of  the  viewing  audience 

from  sign-on  time  to  12  noon. 

82%  of  the  weekday  afternoon 
audience. 

72%  of  the  nighttime  NBC  au- 

dience in  the  Shreveport  area. 

MAXIMUM  POWER 

KTBS-Tt 
CHANNEL 

SHREVEPORT  2 
LOUISIANA 

E.  NEWTON  WRAY, 

President  &  Gen.  Mgr. 

NBC  and  ABC 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
N(W  YOSK  ■  CHICAGO  ■  ATIANTA  ■  0£I»OI1  '  10(  ANGElEi  '  iAN  fllANCIiCO  ■  ST  lOUIt 

O.  D.  GARRET,  manager  of  Kerr's  Depart- 
ment Store,  Oklahoma  City,  signs  for 

sponsorship  of  a  local  Window  insert  on 

NBC-TV's  Home.  The  five  minute  women's 
fashion  segment  will  be  telecast  in  color 

every  weekday  (9:25-9:30  a.m.  CST)  on 
WKY-TV  that  city.  Also  present  for  the 
contract  signing  (I  to  r):  Grace  Vawter, 

Kerr's  advertising  manager;  Ray  Acker- 
man,  Knox-Ackerman  Adv.,  Oklahoma 

City;  W.  J.  Willis,  WKY-TV  account  exec- 
utive, and  DeLois  Faulkner,  WKY-TV  fash- 

ion consultant  and  host  of  the  new  show. 

Clif  Rucker,  office  manager,  L.  A.  office  of 
Broadcast  Time  Sales,  to  KHJ  Hollywood  as 
account  executive. 

Peggy  Peerce  named  public  relations  and  pro- 
motion director,  WCPO-AM-FM-TV  Cincin- 

nati, succeesding  Dave  Wilson,  to  WLW-AM 
WLWT  (TV)  Cincinnati. 

Chuck  Renwick,  WSAM  Saginaw,  Mich.,  to 

WKNX  there  as  program  director  and  after- 
noon show  host,  succeeding  Paul  Carey,  to 

WJR  Detroit. 

Ray  Hubbard,  KPIX  (TV)  San  Francisco,  ap- 
pointed assistant  program  director  of  WBZ-TV 

Boston;  Gordon  Scott,  named  operations  di- 
rector of  WBZ-TV  program  department;  Iran 

Berlow  to  production  supervisor,  and  Chester 

Collier,  to  head  station's  new  public  affairs 
department. 

Warren  Thomas,  WKRC-TV  Cincinnati  air 
personality,  to  station  sales  staff  as  account 
executive.  Herbert  Flaig,  account  executive, 
resigned  to  open  Cincinnati  advertising  agency. 
Paul  Jones,  Cincinnati  radio-tv  personality,  to 
WKRC-TV  announcing  staff. 

Bob  Shoaff,  program  director,  KBTV  (TV) 
Denver,  resigned.  Shirley  Hanheide,  traffic 
manager,  named  assistant  program  director. 
Sue  Bard,  program  secretary,  to  assist  Miss 
Hanheide. 

Tom  Dwyer,  formerly  with  WNOW-TV  York, 
Pa.,  to  sales  department,  WOKO  Albany,  N.  Y. 

George  Vickery,  public  service  director, 
WTVJ  (TV)  Miami,  Fla.,  named  to  additional 
post  of  publicity  director. 

John  Schweiker,  sales  promotion  department, 
WHO-AM-TV  Des  Moines,  Iowa,  transferred 
to  account  executive.  Robert  O.  Link  from 
radio  continuity  to  sales  promotion.  Darwin 
Wolf  and  Hibbard  Cleveland  to  sales  staff. 

Sidney  D.  Hall,  Albert  Trostel  Packings  Ltd., 
Lake  Geneva,  Wis.,  to  sales  department  of 
WFRV-TV  Green  Bay,  Wis. 

Sherman  Horn,  in  radio  since  1929,  to  KCSB 
San  Bernardino,  Calif.,  as  account  executive. 
Pat  Bilby  to  KCSB  as  night  disc  jockey. 

LaMar  Smith,  executive  producer,  WOI-TV 
Ames,  Iowa,  to  KUTV  (TV)  Salt  Lake  City 
as  production  manager. 

Robert  French,  public  relations  specialist,  to 
sales  department  of  WCOL  Columbus,  Ohio. 

Mildred  Bailey,  broadcaster  on  WCOP  Boston, 
resigned  to  devote  full  time  to  her  new  food 
promotion  business,  Happy  Homemakers  Inc., 
Boston. 

Ed  Smith,  McCann-Erickson,  N.  Y.,  to  WHLI 
Hempstead,  N.  Y.,  as  staff  announcer. 

Beverly  Hay,  radio-tv  graduate,  Michigan  State 
U.,  to  continuity  staff  of  WOOD-AM-TV 
Grand  Rapids,  Mich. 

Larry  Cott,  formerly  news  editor,  KFRC  San 

Francisco,  to  news  writing  staff  of  KGO-AM- 
FM-TV  San  Francisco. 

Gus  Grebe,  sportscaster,  to  KWIZ  Santa  Ana, 
Calif. 

Lloyd  E.  Yoder,  vice  president-general  man- 
ager, WRCV-AM-TV  Philadelphia,  elected  to 

board  of  directors,  World  Affairs  Council  of 
Phila. 

Cecil  Woodland,  general  manager,  WEIL 

Scranton,  Pa.,  named  chairman  of  manufac- 
turing division,  1956  Lackawanna,  Pa.,  United 

Fund  drive. 

William  Weber,  retail  sales  account  executive, 
KMOX  St.  Louis,  father  of  boy,  William 

Gregor. 

Donald  K.  Ross,  program  director,  KGFI 
Hollywood,  father  of  girl  lune  27. 

Patrick  Clifton  Wilkins,  newscaster,  KEX  Port- 
land, Ore.,  father  of  boy,  Patrick  Ir.,  lune  26. 

Rod  Smith,  station  auditor  and  office  manager, 
father  of  boy,  Bradley  Kendel,  lune  27. 

Beverly  Johnson,  office  manager,  KHOL-TV 
Kearney,  Neb.,  married  to  Dale  Carlson  June 
24. 

Don  Roberts,  member  of  sales  staff  of  WCOL 
Columbus,  and  Jodelle  Penzone,  receptionist 
at  station,  married  July  7. 

Dick  Aker,  program  director,  KVOL  Lafayette, 
La.,  father  of  boy,  Gregory  Lee,  June  23.  Mrs. 
Aker  was  Opal  Davis,  former  engineer  at  Texas 
stations. 

Pole  to  Pole 

WHEN  rioting  broke  out  in  Poznan,  Po- 
land, WTMJ-AM-TV  Milwaukee  went  to 

great  lengths  to  reassure  hometowners 
that  none  of  a  group  of  Milwaukee  and 
Wisconsin  residents  touring  Poland  at 

the  time  were  involved.  The  stations' 
news  department  put  through  its  longest 
telephone  call  so  far,  to  Warsaw,  Poland, 
recording  a  conversation  with  Miss  Laura 
Pilarski,  a  Milwaukee  Journal  reporter. 
She  is  visiting  Poland  with  what  is  said 
to  be  the  first  organized  party  to  tour 
the  country  since  it  fell  under  Communist 
domination  during  World  War  II.  Miss 
Pilarski  told  newsman  Ed  Winkel  that 
none  of  the  Wisconsin  delegation  had 
been  in  Poznan  at  the  time  of  the  riots 
and  gave  details  on  the  uprising  which 
unofficial  reports  said  claimed  some  200 
lives.  The  conversation  was  aired  on 
WTMJ  and  WTMJ-TV  several  times 

July  2. 

Page  76    •    July  9,  1956 Broadcasting    •  Telecasting 



RELIABILITY! 

Exclusive  Patchover — prevents  serious  loss  of  air  time;  elim- 
inates need  for  full  transmitter  lineup  solely  for  standby. 

Spare  rectifier  tube  with  heated  filament  —  in  readiness  to 
operate  if  needed. 
Longer-life  AX-9904R  Amperex  final  amplifier  tubes. 
Individual  bias  regulators. 

  ■"  mi  I 

TV  power  boost  in  mind? 

ahead  with  l>aHS  amplifiers ! 

LOWER  INITIAL  INVESTMENT! 

Add-A-Unit  design  affords  low-cost  power 
boost  through  addition  of  S-E  amplifiers. 
No  need  to  dispose  of  or  replace  existing 
transmitters,  in  whole  or  part. 
Engineered  for  color — meets  FCC  specs. 

FITS  THE  SPACE* 
Self-contained,  compact  construction — no externa)  bfowers,  power  supplies,  pumps 
or  transformers— takes  less  floor  space. 

Place  units  in  straight  line,  "U,"  "L"  or split  arrangement! 
Fits  into  standard  elevators  and  thru doorways! 

EASIER  OPERATION! 

►  Only  S-E  equipment  has 
full-length,  tempered 
glass  doors — permits  vis- ual inspection  of  tubes 
at  all  times. 

►  Components  of  high- 
est quality;  readily  ac- cessible. 

»  All  tuning  made  at  front 
of  equipment. 

m 

be  sure  it  measures  up  to 
rds.  For  example,  you  have 
lower  initial  cost,  greater 

ity,  easier  maintenance,  and 
ts  .  .  .  when  you  boost  power 

iplifiers.  With  exclusive 
contained  construction  .  .  . 

irements!  Put  your  thoughts  into 
i  showing  how  you  can  boost 

momical  way  .  .  .  with  S-E! 

:s  corporation 
IRATION     OF     AMERICA,  INC. 

:  W  A  R  K    5,    NEW  JERSEY 

ALFORD    ANTENNA+  STANDARD     ELECTRONICS    AMPLIFIER  =  H  I  b  n     ts  A  im  U  ECONOMY 
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—  PROFESSIONAL  SERVICES  — PERSONNEL  RELATIONS 

PROFESSIONAL  SERVICE  PEOPLE 

Joe  Wolhandler,  eastern  publicity  director  of 
Rogers  &  Cowan  for  past  five  years,  elected 
vice  president  of  public  relations  firm. 

Doris  A.  Weininger,  director  of  continuity. 
WNYC-AM-FM  New  York,  to  head  of  radio- 
tv  department,  Milton  Riback  Assoc.,  N.  Y. 
public  relations  firm. 

Arthur  La  Cour,  radio-tv  manager,  Walker  & 
Crenshaw,  N.  Y.  public  relations  counsel,  to 
U.  S.  Rubber  Co.,  N.  Y.,  as  head  of  radio-tv 

in  firm's  public  relations  department. 

Jane  Peck  Lait,  publicity  director,  Hutchins 
Adv.  and  Cathedral  Films,  both  Hollywood, 
named  west  coast  publicity  representative, 
American  Heart  Assn. 

PROFESSIONAL  SERVICE  SHORTS 

Phil  Dean  Assoc.,  N.Y.,  radio-television  public 
relations-promotion  company,  moved  to  larger 
offices  at  420  Madison  Ave.  Telephone  is  Plaza 
3-7492. 

Biderman,  Tolk  &  Assoc.,  N.Y.  public  rela- 
tions-promotion firm,  moved  to  515  Madison 

Ave.  Telephone:  Plaza  3-7919. 

Hal  Leyshon  &  Assoc.,  public  relations  counsel 
for  American  Federation  of  Musicians  and 
other  accounts,  moved  to  new  offices  in  Chanin 
Bldg.,  122  E.  42d  St.,  New  York  17.  Telephone: 

Murray  Hill  7-0272. 

Gene  Schoor  Assoc.,  N.  Y.,  public  relations 
firm,  moved  to  36  W.  57th  St. 

SAG  Seeks  Strengthening 

Of  Parent  Talent  Group 

SCREEN  ACTORS  GUILD  Thursday  asked 
the  Associated  Actors  &  Artists  of  America, 

AFL-CIO  international  parent  of  all  actors' 
unions,  to  call  a  special  meeting  for  the  purpose 
of  strengthening  and  revitalizing  the  interna- 

tional union.  As  one  objective,  SAG  listed  the 

"setting  up  of  machinery  of  the  four  A's  for  the 
impartial  settlement  of  jurisdictional  problems 

between  actors'  unions."  SAG  currently  has 
been  in  dispute  with  American  Federation  of 
Television  &  Radio  Artists. 

The  guild's  letter  to  the  four  A's  was  signed 
by  John  L.  Dales,  national  executive  secretary, 
and  copies  were  sent  to  each  of  the  other  4A 
branches — Actors  Equity,  AFTRA,  American 
Guild  of  Musical  Artists,  American  Guild  of 
Variety  Artists  and  Screen  Extras  Guild. 

The  Guild's  action  followed  by  10  days  its 
issuance  of  a  special  report  to  the  guild  mem- 

bership, signed  by  President  Walter  Pidgeon  for 
the  board  of  directors,  in  which  the  guild  de- 

tailed its  reasons  for  rejecting  an  AFTRA  pro- 
posal for  a  merger  with  SAG  [B*T,  July  2]. 

The  guild  pledged  it  would  work  toward  "a 
stronger  and  more  vigorous  international  fed- 

eration (of  actors'  unions)  and  a  simplified 
membership  card  plan  for  the  entire  entertain- 

ment industry." 

Writers  Guild  to  Select 

Best  Radio,  Tv  Scripts 

PLANS  for  book  publication  of  the  best  tele- 
vision and  radio  scripts  of  1955-56,  as  selected 

by  writers  who  work  in  these  mediums,  were 

Plug 

this 

blanket 

in! 

more  MUSIC    more  NEWS    more  OFTEN 

Wcue 

Akron's  only  independent  .we're  home  folks 
Tim  Elliot,  President 

Turn  on  the  sales  current,  warm  up 

those  customers.  WCUE  blankets  12 

northeastern  Ohio  counties.  WCUE 

covers  the  bigger,  busier  commer- 
cial areas.  No  other  station  is  more 

effective.  Now  you're  getting  warm 

.  .  .  plug  WCUE  into  the  nation's 42nd  market.  Let  the  sales  sizzle! 

John  E.  Pearson  Co.,  National  Representatives 

outlined  at  meetings  of  the  Eastern  and  West- 
ern Tv-Radio  Branch  boards  of  the  Writers 

Guild  of  America.  Entry  blanks  for  the  con- 
test are  in  the  process  of  being  mailed  to 

members  for  return  by  July  30. 

Competition  has  been  divided  into  eight  cat- 
egories for  television  writers  and  four  for  radio 

writers.  Each  member  may  enter  one  script 
in  only  one  of  the  categories,  whether  for  tv 
or  radio.  The  categories  are  as  follows: 

Television:  (1)  half-hour  anthology  drama, 

(2)  half-hour  episodic  drama,  (3)  half-hour  sit- 
uation comedy,  (4)  half-hour  comedy-variety, 

(5)  one-hour  or  more  drama,  (6)  one-hour  or 

more  comedy,  (7)  documentary,  (8)  children's 
program  (not  the  action-adventure  type  which 
would  come  under  drama,  but  puppets  fairy- 

tales, actual  children,  etc.).  Radio:  (1)  drama, 

(2)  comedy,  (3)  serial  episodes,  (4)  document- 
ary. 

Each  member  who  submits  a  script  must 
also  serve  as  a  preliminary  judge  in  a  category 
other  than  the  one  in  which  he  is  seeking  an 
award.  Preliminary  sifting  will  be  done  by 
committees  of  the  entrants,  and  final  judging 

by  a  board  drawn  again  from  writers,  plus  ex- 
perts from  associated  crafts.  All  names  of 

authors  will  be  removed  in  the  judging  process, 

and  key  numbers  substituted  to  assure  ano- 
nymity until  final  selection. 

Presentation  of  the  awards  will  be  made  at 
special  functions  to  be  held  east  and  west,  early 
this  fall.  Royalties  of  the  book  will  be  shared 
by  writers  whose  scripts  are  included  and  the 

Guild. 

AFTRA  Readies  Charges 

AMERICAN  Federation  of  Television  &  Radio 
Artists  announced  last  week  that  the  national 

union  is  preparing  charges  against  15  members 
of  the  New  York  local  who  refused  to  tell  a 

Congressional  committee  last  summer  whether 
or  not  they  ever  had  been  Communist  Party 

members.  The  union's  announcement  was  made 
to  "clarify"  a  newspaper  report  which  failed  to 
mention  that  the  action  originated  with  national 
AFTRA,  according  to  Donald  F.  Conaway, 

national  executive  secretary.  AFTRA  has  insti- 
tuted a  rule  under  which  charges  can  be  pre- 
ferred against  a  member  who  refuses  to  answer 

questions  on  whether  he  is  or  ever  has  been  a 
communist. 

IATSE  Reports  DuMont  Pact 
SIGNING  of  a  new  contract  between  DuMont 

Broadcasting  Corp.  and  the  International  Alli- 
ance of  Theatrical  Stage  Employes  was  an- 

nounced last  week  by  IATSE.  The  pact  covers 
engineers  and  other  technicians  employed  at 

DuMont's  WABD  (TV)  New  York  and  WTTG 
(TV)  Washington,  and,  according  to  IATSE, 

provides  for  "substantial  wage  increases." 
PERSONNEL  RELATIONS 

PEOPLE 

Mikel  Kane,  CBS-TV  director,  elected  presi- 

dent of  Hollywood  chapter  of  Radio-Tv  Di- 
rectors Guild  succeeding  Stuart  W.  Phelps  of 

Ralph  Edwards  organization.  Other  new  of- 
ficers of  chapter  are  vice  president  Jack  John- 

stone, CBS  Radio;  secretary  Tom  Belcher, 

NBC,  and  treasurer  Bob  Adams,  CBS-TV. 
Elected  to  board  were  tv  comic  Jerry  Lewis; 
Frank  Morris,  ABC;  Gene  Webster,  CBS; 

Jack  Shea,  NBC-TV;  Howard  Quinn,  CBS-TV; 
Richard  C.  Bennett,  NBC-TV,  Lester  Vail, 
CBS-TV  and  Gordon  Wiles,  NBC-TV. 

Max  Herman  elected  vice  president  of  Holly- 
wood Local  47,  American  Federation  of  Mu- 

sicians, succeeding  Cecil  Read,  suspended  [B*T 
June  18].  Lou  Butterman  to  replace  John 

Clyman  on  board.  They  serve  until  member- 
ship meeting  this  month. 
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NETWORKS 

NBC,  MAJORS  SIGN 

$16  MILLION  PACT 

New  contract  runs  through 
1961  and  covers  World  Series 

and  All-Star  games. 
NBC  has  purchased  television  and  radio  rights 
for  the  World  Series  and  All-Star  games  for 
the  years  1957-61  inclusive  for  $3,250,000  a 
year,  it  was  announced  last  week  by  Commis- 

sioner of  Baseball  Ford  C.  Frick.  The  baseball 
events,  as  in  past  years,  will  be  sponsored  by 
the  Gillette  Safety  Razor  Co.,  Boston  through 
Maxon  Inc.,  New  York. 
The  new  agreement  will  become  effective 

with  the  All-Star  game  in  July  1957  and  will 
replace  the  six-year  conrtact  which  expires  with 
the  World  Series  of  this  year.  In  1951  Mutual 
acquired  the  rights  to  the  game  and  assigned 
the  tv  rights  to  NBC-TV.  Mutual  reportedly 
paid  $1  million  a  year  for  the  tv-radio  rights. 

"In  view  of  the  cordial  relationship  that  has 
existed  among  the  three  parties  in  the  past,"  Mr. 
Frick  said,  "the  new  arrangement  is  an  espe- 

cially happy  one.  When  it  became  known 
that  the  present  contract  was  about  to  expire, 
considerable  interest  was  shown  by  others  in 
the  sponsorship  of  the  games;  however  the 
most  satisfactory  offer  from  every  standpoint 
was  made  by  the  current  sponsors. 

"We  are  deeply  gratified  that,  as  a  result  of 
this  agreement,  the  pension  fund  for  baseball 
players  is  now  protected  and  guaranteed  for  an- 

other five  years.  It  is  anticipated  that  it  will 
now  be  possible  to  offer  even  more  liberal  bene- 

fits under  the  Player  Pension  Plan,  which  is  al- 

ready one  of  the  most  generous  in  existence." 

FORD  FRICK  (c),  commissioner  of  baseball, 
meets  with  NBC  President  Robert  W.  Sar- 

noff  (I)  and  Boone  Gross,  president  of  Gil- 
lette Safety  Razor  Co.,  to  discuss  the  pur- 

chase of  World  Series  and  All-Star  rights 
by  NBC  for  Gillette  sponsorship. 

Sarnoff  Memo  Inspires 

New  NBC  Thursday  Show 

A  MEMORANDUM  submitted  last  year  to 
President  Eisenhower  by  Brig.  Gen.  David 
Sarnoff,  RCA  board  chairman,  detailing  a 

"Program  for  a  Political  Offensive  Against 
World  Communism"  is  the  basis  of  a  new  13- 
week  series  which  NBC  Radio  will  air  this  sum- 

mer. The  series,  Can  Freedom  Win?,  conceived 
by  radio  producer  Hardy  Burt  who  approached 
Gen.  Sarnoff  on  the  series  idea  after  having 
read  the  memorandum,  will  be  heard  Thursdays, 

9:05-9:30  p.m.  EDT,  starting  this  week. 

The  program's  production  cost  will  be  borne 
by  the  Richardson  Foundation,  a  non-profit 
group  dedicated  to  further  study  in  international 
affairs  and  citizenship  education  and  headed  by 
S.  Smith  Richardson,  board  chairman  of  the 

Vick  Chemical  Co.,  New  York.  Regular  panel- 

ists include  Mr.  Burt,  Reader's  Digest  Senior 
Editor  Eugene  Lyons  and  Dr.  Robert  Strausz- 
Hupe,  director  of  the  Foreign  Policy  Research 
Institute,  U.  of  Pennsylvania.  In  addition  to 
the  panel,  a  weekly  guest  will  be  chosen  from 
the  ranks  of  labor,  education,  government  or 
the  military. 

Gen.  Sarnoff's  memorandum  called  for  a 
public  education  program  to  familiarize  all 
Americans  with  Soviet  policy  toward  world 
domination.  Mr.  Burt  said  the  principal  aim 

of  the  program  is  "an  attempt  to  define  the 
significance  and  goals  of  international  commu- 

nism and  to  receive  the  recommendations  of 

the  country's  leading  authorities  as  to  what 
should  be  U.  S.  policy  in  relation  to  the  Soviet 

empire." 

KBS  Adds  10  Affiliates 

ADDITION  of  10  new  affiliates  was  announced 

Monday  by  Keystone  Broadcasting  System.  The 
new  stations  bring  total  affiliates  to  897,  ac- 

cording to  Blanche  Stein.  KBS  station  relations 
director.  They  are  KNOG  Nogales,  Ariz.; 
WSNT  Sandersville,  Ga.;  KTOP  Topeka,  Kan.; 

KLWT  Lebanon,  Mo.;  KVHC  O'Neill,  Neb.; 
WMSN  Raleigh,  N.  C;  WSRW  Hillsboro,  Ohio; 
WBCR  Christiansburg,  Va.;  KILA  Hilo,  T.  H., 
and  WIVI  Christiansted  (St.  Croix),  Virgin 
Islands. 

WELD  New  ABC  Affiliate 

ADDITION  of  WELD  Fisher,  W.  Va.,  as  an 

ABC  Radio  affiliate,  effective  Aug.  I,  was  an- 
nounced jointly  last  week  by  Richard  F.  Lewis 

Jr.,  owner  of  the  station,  and  Edward  J.  DeGray 
national  director  of  station  relations  for  ABC 
Radio.  Kimberley  Johnson  is  station  manager 
of  WELD. 
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Shriner  Fall  CBS-TV  Show 

Now  Slated  for  30  Minutes 

CBS-TV,  which  recently  signed  comedian  Herb 
Shriner  to  a  new  full-hour  program  for  the 
1956-57  season  following  the  expiration  of  his 
contract  with  Mark  Goodson  and  Bill  Todman, 
has  trimmed  the  program  to  30  minutes 
and  rescheduled  it  in  the  Tuesday,  9-9:30  p.m. 
EDT  timeslot.  The  program  was  originally  set 
for  8:30-9:30  p.m.  Tuesdays,  but  was  trimmed 
when  the  network  found  itself  unable  to  "clear 
a  full  hour  due  to  lack  of  time  availabilities." 

Mr.  Shriner,  however,  was  assured  by  the 

network  of  a  full-hour  show  during  the  1957- 
58  season. 

As  originally  planned,  Pharmaceuticals  Inc., 
through  Edward  Kletter  Assoc.,  New  York, 
was  to  sponsor  the  second  half  of  the  Shriner 

program.  It  retained  the  9-9:30  p.m.  timeslot 
of  the  past  season  (alternating  sponsorship  of 
Meet  Millie  and  Guy  Lombardo  Jubilee,  both 

now  off  the  air)  by  purchasing  CBS-TV's  Joe 
and  Mabel  film  series  for  the  summer.  Phar- 

maceuticals Inc.  will  thus  become  Mr.  Shriner's 
sole  sponsor  of  the  new  30-minute  program. 
Sponsorship  plans  for  the  first  half  of  the 
former  hour-long  program  had  not  been  an- 
nounced. 

The  vacated  half-hour  has  been  bought  by 
the  W.  A.  Sheaffer  Pen  Co.,  Ft.  Madison,  Iowa, 
through  Russel  M.  Seeds  Co.,  Chicago,  which 
plans  to  feature  a  CBS-owned  film  show,  The 
Brothers  (starring  Gale  Gordon  and  Bob 
Sweeney)  at  that  time.  Kick-off  dates  for 
the  shows  have  not  been  announced.  Sheaffer 

this  past  season  shared  sponsorship  (with  May- 
tag) of  the  8:30-9  p.m.  Navy  Log  series. 

Messrs.  Goodson  and  Todman  produce  Two 
for  the  Money,  which  starred  Mr.  Shriner  last 
season. 

ABC-TV  Affiliates  Board 

To  Meet  With  Network  Brass 

THE  Board  of  Governors  of  the  ABC-TV 
Affiliates  Assn.  will  meet  at  Pocono  Manor  Inn, 

Pocono  Manor,  Pa.,  July  16-17,  to  be  followed 
by  a  meeting  July  18  with  ABC  President 
Robert  E.  Kintner  and  other  network  execu- 

tives, Fred  S.  Houwink,  chairman  of  the 

affiliates  and  general  manager  of  WMAL-TV 
Washington,  announced  last  week. 

This  will  be  the  first  meeting  of  the  board 
since  its  organization  May  24  in  Kansas  City 

[B*T,  May  28].  The  affiliates  requested  a  session 
with  ABC  executives  at  the  Kansas  City  meet- 

ing and  the  July  18  affair  will  fulfill  that  re- 
quest. Mr.  Houwink  said  that  the  affiliates 

would  give  the  network  their  viewpoints  in 
helping  ABC-TV  attain  a  stronger  national 

position. Other  affiliate  officers  include  Harry  LeBrun, 
general  manager  of  WLWA  (TV)  Atlanta,  vice 
chairman;  Joseph  F.  Hladky,  executive  vice 
president  of  KCRG-TV  Cedar  Rapids,  Iowa, 
secretary,  and  Joseph  Drilling,  vice  president  of 
KJEO-TV  Fresno,  Calif.,  treasurer. 

KNX-CPRN  Promotes  Sieck 

CARLETON  SIECK,  account  executive  for 
KNX  Los  Angeles  and  the  Columbia  Pacific 

Radio  Network,  has  been  named  assistant  gen- 
eral sales  manager,  it  was  announced  Thursday 

by  KNX-CPRN  Sales  Manager  Donald  M. 
Ross.  With  KNX  since  1951,  Mr.  Sieck  fills 

the  vacancy  created  two  months  ago  when  Ful- 
ton Wilkins  was  switched  to  New  York  as  east- 
ern sales  representative  for  KNX-CPRN.  Mr. 

Ross  also  announced  the  promotion  of  William 
Weller  from  national  sales  representative  to 
account  executive,  succeeding  Mr.  Sieck. 

New  Sunday  King? 

IS  STEVE  ALLEN  the  man  who  has 

"knocked  off"  Ed  Sullivan?  Trendex  fig- 

ures reported  last  week:  Mr.  Allen's  NBC- TV  show  in  the  Sunday  8-9  p.m.  EDT 
time  period  scored  a  20.2  rating  as  con- 

trasted to  14.8  for  Mr.  Sullivan's  program 
at  the  same  time  on  CBS-TV.  Mr.  Allen, 
according  to  Trendex,  had  55.3%  share 
of  audience  and  Mr.  Sullivan  39.7%. 

This  was  NBC's  best  showing  in  that  slot 
since  the  May  30,  1954,  Martin  &  Lewis 
telecast  which  outdrew  the  Ed  Sullivan 

Show  with  a  62.3%  share.  Mr.  Allen's 
score  was  3Vi  times  as  large  as  that  of 
the  last  telecast  (June  10)  of  the  Comedy 
Hour.  In  the  past  season,  NBC  beat 
Mr.  Sullivan  only  three  times,  twice  via 
Martin  &  Lewis  appearances  and  the  third 
time  with  a  spectacular. 

Clinic  Will  Tackle  Problems 

Of  CBS-TV  Football  Coverage 

ALL-DAY  clinic  will  be  held  in  New  York 
this  Wednesday  under  the  auspices  of  the  CBS 
Sports  Dept.  to  tackle  the  problems  involved  in 
CBS-TV's  coverage  this  fall  of  63  professional 
games  on  a  regional  basis.  In  attendance  will 
be  CBS  staffers,  representatives  of  the  sponsors 
and  their  agencies,  officials  of  the  11  teams, 

Bert  Bell,  commissioner  of  the  National  Foot- 
ball League,  and  several  of  his  aides. 

William  C.  MacPhail,  director  of  sports  for 
CBS,  will  officiate  at  the  clinic,  assisted  by 

Judson  Bailey,  executive  producer  of  CBS-TV, 
and  Elmer  Lower,  director  of  special  projects 
for  CBS. 

The  schedule  of  games  is  virtually  at  an  SRO 
basis,  according  to  Mr.  MacPhail,  with  15 
sponsors  already  having  signed.  He  pointed  out 
that  one  of  the  complications  is  that  at  certain 
times,  CBS-TV  will  be  covering  six  games 
simultaneously  from  points  across  the  country. 

Ail  CBS  Radio  Affiliates 

Back  Raise  in  Network  Pay 

EVERY  AFFILIATE  of  CBS  Radio  has  ap- 

proved the  network's  increase  of  the  rate  in 
payments  for  the  coming  year  over  the  current 
year,  it  was  announced  last  week  by  Arthur 
Hull  Hayes,  president  of  CBS  Radio  (At 
Deadline,  June  1 1 ,  et  seq ) . 

Approval  was  received  in  the  form  of  signed 
amendments  sent  to  the  stations  from  the  net- 

work, according  to  Mr.  Hayes.  The  new  agree- 
ment, which  calls  for  payment  rates  to  the 

stations  of  6-V4  %  above  the  current  rate  of 
compensation,  will  go  into  effect  on  Aug.  25. 
New  one-year  contract  amendment  will  specify 
15%  rather  than  20%  as  amount  of  reduction 

borne  by  the  affiliates  in  comparison  to  pre- 1951 
compensation  rates. 

First  'Playhouse  90'  Set 
THE  LIVE  tv  adaptation  of  Pat  Frank's  re- 

cently-published suspense  novel,  Forbidden 
Area,  was  set  last  week  for  the  Oct.  1 1  premiere 

show  of  CBS-TV's  Playhouse  90  series.  Tv  play- 
wright Rod  Serling  will  do  the  adaptation  for 

the  90-minute  weekly  dramatic  series,  scheduled 
for  Thursday,  9:30-11  p.m.  EDT.  At  the  same 
time,  Hubbell  Robinson  Jr.,  CBS-TV  executive 
vice  president  in  charge  of  programming,  said 

that  rights  to  John  P.  Marquand's  most  recent 
noval  Sincerely,  Willis  Wayde,  and  Maxwell 

Anderson's  Broadway  play,  Star  Wagon,  had 
been  purchased. 
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"WITHOUT  ADVENTU 

CIVILIZATION  IS  IN  FULL 
9  f 

-Alfred  North  Whitehead 

Which  can  be  translated  to  mean  .  .  . 

e  f  Without  inquisitiveness, 

an  industry  goes  to  seed. " 

Inquisitiveness,  spurred  by  competition,  has 

led  this  nation's  88  steel  companies  to  investi- 

gate and  create  hundreds  of  new  kinds  of  steel 

to  meet  the  needs  for  better  things  at  lower  cost. 

Only  a  free  enterprise  system  permits  such 

competition. 

REPUBLIC  STEEL 

GENERAL  OFFICES  •  CLEVELAND  1,  OHIO 

EXPANDING  BY  $150,000,000  TODAY  BECAUSE  OF  FAITH  IN  TOMORROW 

For  Example: 

Republic  Steel's  planned,  new 
Central  Research  Lab  will  explore, 
among  other  things,  methods  for 
new,  cheaper  ways  of  producing  steel. 
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POLITICAL  BROADCASTING 

SMALL  CHANCE  SEEN  FOR  SENATE  ACTION 

ON  ANY  POLITICAL  BROADCASTING  BILLS 

Final  session  of  84th  Congress  nearing  adjournment  without  taking 

definite  action  on  many  proposals  which  would  regulate  radio-tv 

election  year  broadcasting.  Stanton  submits  CBS  views. 

CHANCES  for  action  on  any  of  the  several 
bills  on  political  broadcasting  grew  slimmer  last 
week  as  the  84th  Congress  entered  the  stretch. 

Meanwhile,  CBS  President  Frank  Stanton  has 
forwarded  comments  to  the  Senate  Commerce 
Committee  giving  CBS  views  on  the  bills  in  the 

Senate  on  political  broadcasting.  Dr.  Stanton's 
comments  were  made  at  the  request  of  Com- 

mittee Chairman  Warren  G.  Magnuson  (D- 

Wash.)  during  the  CBS  president's  testimony 
before  the  Senate  group  last  month  [B«T,  June 
18]. 

Sen.  Magnuson  has  said  several  times  that  his 
committee  will  hold  hearings  on  the  political 
broadcasting  measures  before  the  end  of  this 
session  of  Congress,  but  no  dates  have  been  set, 
and  with  Congress  anticipating  adjournment  by 
the  end  of  this  month  the  possibility  of  congres- 

sional action  this  year  grows  less  certain. 

One  measure  in  the  Senate  (S  3308) — de- 
scribed as  the  "honest  elections  bill"  and  in- 

troduced by  Senate  Majority  Leader  Lyndon 
B.  Johnson  (D-Tex.)  and  Minority  Leader  Wil- 

liam F.  Knowland  (R-Calif.)  with  total  cospon- 
sorship  by  82  senators — had  brighter  prospects 
earlier  in  the  session.  But  last  week  spokesmen 
for  the  Senate  Majority  Policy  Committee, 
which  clears  such  legislation  for  Senate  action, 
said  that  although  the  measure  is  being  studied, 
its  chances  of  passage  grow  less  as  the  session 
nears  an  end.  Besides  election  reforms,  this  bill 

carries  an  amendment  to  Sec.  315  of  the  Com- 
munications Act.  It  was  introduced  at  the 

height  of  the  controversy  over  lobbying  activi- 
ties concerning  the  natural  gas  bill  vetoed  by  the 

President. 
Dr.  Stanton,  in  his  comments  on  the  Senate 

bills  (there  are  corresponding  bills  in  the  House 
to  all  the  Senate  proposals),  reiterated  his 

support  of  S  2306 — introduced  in  both  the 
House  and  Senate  at  CBS'  suggestion.  The  bill 
would  make  inapplicable  the  "equal  time"  pro- visions of  Sec.  315  in  cases  where  a  station 
or  network  presents  political  candidates  on 
news,  debate  and  similar  type  programs  of 
which  format  and  production  are  controlled  by 
the  broadcaster — as  distinguished  from  set  cam- 

paign speeches  and  rallies  and  paid  political 
spot  announcements. 

The  CBS  president  again  scored  any  proposal 
to  require  broadcasters  to  give  free  time  to 
political  candidates.  But  he  said  that  if  S  2306 
or  equivalent  legislation  is  passed,  CBS  will 
donate  one  hour  to  the  two  major  party  presi- 

dential candidates  this  fall  to  use  in  debate  or 
other  discussion  of  the  campaign  issues. 

Here  are  summaries  of  the  various  Senate 

political  broadcasting  bills,  with  Dr.  Stanton's 
comments  on  each  proposal  contained  in  the 
measures: 

S  771 — Withdraw  the  equal  time  rights  of 
Sec.  315  (a)  of  the  Communications  Act  from 

any  person  who  has  been  convicted  of  sub- 

No  one  knows  Connecticut  better 

than  the  LOCAL  AGENCY  MAN! 

"We  live  right  in  the  heart  of  one  of  the  nation's  rich- 

est market  areas,  serving  clients  who  market  their 

goods  here.  Over  the  years,  wTe 

develop  a  first-hand  knowledge 

of  the  market  and  the  most  ef- 

fective media,  like  WGTH-TV. 

WGTH-TV  has  demonstrated  its 

ability  to  build  both  a  top-rated 

early  news  and  a  top-rated  late 

Ed  Graceman 

President,  Graceman 
Advertising,  Inc. 

weather  show  for  two  of  our 

regional  clients." 

H-R  REPRESENTATIVES,  INC. 
NEW  YORK  •  CHICAGO 

SAN  FRANCISCO  •  HOLLYWOOD 

W  GTH 

Hartford,  Connecticut 

Parties  Unite  for  Spots 

A  PACKAGE  of  100  spots  was  sold 
jointly  by  WEPG  South  Pittsburg,  Term., 
to  the  Marion  County  Democratic  execu- 

tive committee  and  the  county's  Repub- 
lican executive  committee  in  a  non-parti- 
san appeal  for  prospective  voters  to 

qualify  to  vote  by  registering  before  the 

July  10  deadline. 
Since  it  appeared  unlikely  that  the 

chairmen  of  both  committees  could  be 

persuaded  to  attend  a  joint  conference, 
WEPG  Commercial  Manager  Hugh  B. 
Patton  acted  as  intermediary,  talking  first 

with  one  and  then  the  other,  until  a  satis- 
factory arrangement  was  worked  out. 

The  election  in  question  is  scheduled 
for  Aug.  2  and  is  both  county  general 
election  and  Democratic  and  GOP  state 

primaries. 
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versive  activities  and  from  members  of  certain 
subversive  organizations. 

Dr.  Stanton  said  CBS  has  no  objections  to  the 

bill's  principles,  but  it  places  a  difficult  burden 
on  the  broadcaster  by  requiring  him  to  de- 

termine whether  a  person  has  been  convicted 
of  subversion  or  whether  he  is  a  member  of 
certain  subversive  organizations. 

S  1208 — Relieve  the  licensee  of  liability  for 
defamatory  statements  broadcast  by  a  political 
candidate  unless  the  licensee  participates  in  the 
broadcast  with  intent  to  defame. 

Dr.  Stanton  said  CBS  supports  the  bill's  prin- 
ciple, which  would  relieve  the  broadcasters  of 

liability  for  statements  over  which  he  has  no 
censoring  power.  But,  he  said:  (1)  it  is  not 
clear  federal  legislation  can  exempt  broadcasters 
from  liability  under  state  laws;  (2)  the  risks  of 
suits  for  libel  and  defamation  do  not  appear 
to  be  great.  CBS  has  had  no  serious  difficulty 
with  the  problem,  and,  although  CBS  has  no 
power  to  censor,  political  candidates  have  been 
cooperative  almost  invariably  and  voluntarily 
have  deleted  statements  the  network  thought 

might  be  defamatory  or  libelous. 
S  1909 — Require  any  political  broadcast  to 

be  accompanied  by  an  announcement  of  whether 
the  speaker  is  speaking  extemporaneously  or 

from  prepared  material,  and  what  facial  make- 
up, if  any,  is  being  used  by  the  speaker  during 

the  broadcast. 
Dr.  Stanton  said  CBS  had  no  comment,  but 

that  the  bill  seems  to  be  discriminatory  against 
broadcast  stations  by  requiring  for  this  medium 
a  degree  of  candor  not  required  for  any  other 

public  appearance  by  a  candidate. 
S  2306 — Make  the  "equal  time"  requirements 

inapplicable  to  "any  news,  news  interview,  news 
documentary,  panel  discussion,  debate  or  similar 

type  program  where  the  format  and  production 
of  the  program  and  the  participants  therein  are 
determined  by  the  broadcasting  station,  or  by 

the  network  in  the  case  of  a  network  pro- 

gram. .  .  ." 

Dr.  Stanton  noted  that  this  bill  was  intro- 
duced at  the  request  of  CBS  and  that  it  leaves 

Sec.  315  just  as  it  is  in  the  case  of  set  campaign 
speeches  or  political  rallies.  But  in  the  types 

of  programs  specified,  it  gives  the  broadcaster 

leeway  in  the  exercise  of  his  journalistic  func- tions so  he  can  concentrate  on  the  main  issues 
and  candidates  without  providing  time  for 

candidates  of  splinter  parties.  He  noted  there 
were  candidates  from  18  parties  seeking  the 

presidency  and  vice  presidency  in  1952. 

S  3308 — Apply  the  "equal  time"  guarantees, 
in  the  case  of  candidates  for  President  or  vice 

president,  only  to  those  who  are  nominees  of  a 

major  political  party  or  to  those  who  are  sup- 
ported by  petitions  equalling  at  least  1  %  of  the 
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vote  at  the  prior  presidential  election. 

Dr.  Stanton  said  the  bill  takes  a  "useful  step 
forward"  in  relieving  the  broadcaster  of  the 
requirement  to  furnish  time  to  fringe  party 
presidential  and  vice  presidential  candidates. 
But  it  provides  no  relief  in  the  case  of  candi- 

dates for  nomination  for  the  presidency,  nor 
does  it  provide  relief  in  campaigns  at  any  level 
other  than  the  presidency  or  vice  presidency. 
It  is  the  obscure  candidates  for  nomination, 

even  of  major  parties,  who  have  given  broad- 

casters some  of  their  biggest  headaches:  "The 
short  of  it  is  that  anybody  who  wants  the  presi- 

dential nomination  of  the  Democratic  or  Repub- 
lican parties  today  has  equal  right  to  President 

Eisenhower  ...  or  to  Govs.  Stevenson  and 
Harriman  or  Sen.  Kefauver.  .  .  .  There  is  no 
limit  to  the  potential  candidates.  It  seems  to 
me  .  .  .  relief  in  respect  of  candidates  for  nom- 

ination is  imperative." 
S  3962  provisions:  (a)  Same  as  S  3308. 

(b)  Impose  equal  time  requirements  in  the  case 
of  candidates  for  presidential  and  vice  presi- 

dential nomination  by  a  major  political  party, 
if  the  candidate  is  (1)  the  incumbent  of  any 
elective  federal  or  statewide  elective  office;  or 
(2)  has  been  nominated  for  President  or  vice 
president  at  any  prior  convention  of  his  party; 
or  (3)  is  supported  by  petitions  including  at 
least  200,000  signatures. 

Definitions  Inflexible 

Dr.  Stanton  said  this  would  relieve  broad- 
casters of  the  requirement  of  giving  equal  time 

to  "unknown  or  unsubstantial"  candidates  for 
the  Democratic  or  GOP  presidential  nomina- 

tion. But  these  definitions  appear  somewhat 
inflexible  when  it  is  noted  that  in  prior  cam- 

paign years  petitions  would  have  had  to  be 
circulated  for  persons  of  such  stature  as  Gen. 
Eisenhower,  Wendell  Willkie,  Herbert  Hoover 
(in  1928)  or  John  W.  Davis,  since  none  met 
these  qualifications.  This  embarrassment  could 
be  avoided  by  allowing  the  broadcaster  some 
discretion  in  determining  who  is  and  is  not  a 

"substantial"  candidate  for  nomination  by  a 
major  party;  namely,  by  using  these  tests  to 
define  who  could  be  persumed  to  be  a  substan- 

tial candidate,  but  allowing  broadcasters  to  go 
beyond  that  to  take  care  of  such  situations  as 
presented  by  Messrs.  Hoover,  Willkie  and  Davis 
and  Gen.  Eisenhower. 

(c)  Applies  the  equal  time  requirements  only 
to  major  party  nominees  for  a  congressional 
office  or  to  candidates  for  election  who  may 
not  be  nominees  of  a  major  party,  but  who  file 
petitions  with  signatures  equaling  1  %  of  the 
total  votes  for  that  office  in  the  last  election. 

Dr.  Stanton  said  this  is  an  attempt  to  provide 
the  broadcaster  relief  from  fringe  party  and 
unsubstantial  candidates  for  a  congressional 
office,  but  leaves  the  equal  time  requirements 
where  they  are  now  insofar  as  candidates  for 
congressional  nomination  are  concerned.  Al- 

though congressional  campaigns  do  not  affect 
network  broadcasting,  he  said,  the  matter  may 
be  of  considerable  importance  to  individual 
stations,  especially  where  there  are  vigorous 
campaigns  with  several  candidates,  some  of 

them  "clearly  unsubstantial." 
(d)  Require  tv  networks  and  tv  stations  to 

make  available  to  presidential  nominees  of  the 
two  major  parties,  at  no  cost  to  the  candidates: 
one  half-hour  a  week  during  September;  one 
hour  a  week  during  October,  and  one  hour  in 
November  preceding  the  presidential  election. 

Dr.  Stanton  said  such  a  requirement  is 

"wholly  discriminatory  and,  I  believe,  raises 
serious  problems  of  constitutionality.  .  .  . 
Whatever  the  answers  to  the  problems  of  finan- 

cing political  campaigning,  I  think  it  clear  that 
the  commandeering  proposal  of  [this  section]  is 
so  unfair  and  of  such  doubtful  constitutionality 

that  it  should  be  rejected." 
Dr.  Stanton  said  CBS  supports  S  2306;  that 

S  3308,  despite  the  "serious  defects"  he  noted, 
is  a  "step  forward,"  and  that  S  3962  is  more 
desirable  than  S  3308,  except  that  "in  no  cir- 

cumstances" will  CBS  support  that  part  of 
S  3962  which  requires  tv  networks  and  tv  sta- 

tions to  give  free  time  to  presidential  candidates 
of  major  parties. 

The  CBS  president  submitted  a  redraft  of  an 
amendment  to  Sec.  315,  which  he  said  CBS 
prefers  second  to  S  2306.  The  redraft  incor- 

porates the  broadcaster  exemptions  from  equal 
time  requirements  for  news  and  debate  type 
programs  as  set  forth  in  S  2306.  It  also  incor- 

porates S  3962  except  for  the  "free  time"  pro- 
vision. It  adds  CBS'  suggested  language  which 

would  allow  the  broadcaster  to  determine  who 

is  a  "substantial"  candidate  for  presidential 
and  congressional  nomination  and  election  be- 

yond those  who  meet  the  requirements  set  forth 
in  S  3962.  The  CBS  suggestions  also  would 
provide  the  broadcaster  relief  from  fringe  party 
and  unsubstantial  candidates  for  congressional 
nomination,  in  addition  to  those  for  congres- 

sional elections.  S  3962  failed  to  cover  this 
situation. 

Dr.  Stanton  reiterated  CBS'  proposal  to  give 
perhaps  two  hours  to  the  two  major  party 
presidential  candidates  to  divide  between  them 
for  a  discussion  of  the  campaign  issues  before 

election  day — provided  Congress  does  not  pass 
legislation  requiring  tv  networks  and  tv  stations 

to  give  "free  time"  to  major  party  presidential 
nominees  as  proposed  in  S  3962.  He  said  CBS 

has  already  tentatively  set  aside  Class  A  night- 
time periods  for  this  purpose. 
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Planners  Accelerate 

Chicago  Preparations 

Facilities  readied  for  influx  of 

4,000  newsmen  and  techicians 

at    Democratic  convention, 

five  weeks  away.  Increase  of 

10-30%  in  line  requirements 
over  1952  is  predicted. 

THE  PACE  and  pulse  of  political  convention 
planners  and  candidates  was  quickening  in 
Chicago  last  week  with  curtain  time  for  the 
Democratic  show  five  weeks  away. 

Accelerated  activity  was  evident  at  Demo- 
cratic National  Convention  headquarters  in  the 

Conrad  Hilton  Hotel  and  in  the  Stevenson-for- 
President  and  Campaign  Committee  camps  in 

the  city's  loop.  It  also  was  manifested  at  net- 
work-station and  at  the  facilities  levels,  at  both 

the  International  Amphitheatre  and  Illinois  Bell 
Telephone  Co. 

From  all  estimates,  total  manpower  in  terms 
of  domestic  newsmen  and  technicians  of  radio- 
tv  and  other  media  should  hit  close  to  4,000 
for  the  Democratic  National  Convention  start- 

ing Aug.  13.  Illinois  Bell  and  AT&T's  Long 
Lines  Dept.,  predicting  a  10-30%  increase  in 
facilities  requirements  over  1952,  claim  a  record 

54  microwave  "dishes"  will  be  installed  for  tv 
alone — including  28  atop  the  amphitheatre,  10 
on  the  Hilton  Hotel,  and  the  remainder  on 

other  big  buildings — as  part  of  its  huge  commu- 
nications network. 

Nerve  center  of  the  Democratic  party  will 
be  Room  800  (actually  four  rooms)  converted 
to  offices  in  the  Hilton,  where  J.  Leonard 

KING,  Teamsters  Team 

KING-AM-TV  Seattle  simulcasts  of  the 

Washington  state  Democratic  and  Repub- 
lican conventions  were  sponsored  by  the 

Community  Service  Dept.  of  the  Western 
Conference  of  Teamsters.  The  television 
portion  was  covered  statewide,  with 
KING-TV  feeding  KREM-TV  Spokane 
and  KIMA-TV  Yakima. 

The  Democratic  parley  was  held  lune 
30  in  Tacoma  while  the  Republicans  got 
together  July  7  in  Seattle.  Taking  part 
in  negotiations  for  the  coverage  were  Ed 
Donoho,  publicity  director  for  the  team- 

sters; How  J.  Ryan  and  Ed  Arndt  of  the 
How  J.  Ryan  &  Assoc.  agency;  Earl 
Reilly,  account  executive,  John  Pindell, 
local  sales  manager,  and  Al  Hunter,  sales 

manager,  all  of  KING-TV. 

Reinsch,  assistant  to  the  chairman  in  charge  of 
1956  convention  plans  and  executive  director 
of  the  Cox  Stations,  maintains  headquarters 
with  a  staff  of  nine  people.  His  staff  is  process- 

ing requests  for  housing  in  over  40  Chicago 
hotels,  along  with  ticket  allocations  to  dele- 

gates and  alternates.  A  Chicago  Host  Commit- 
tee headed  up  by  Mayor  Richard  E.  Daley  is 

cooperating  on  arrangements  involving  trans- 
portation, entertainment  and  other  services  for 

an  estimated  25,000  persons  expected  to  attend 
ihe  convention. 

Actual  amphitheatre  layout  is  pretty  well 
settled  as  workmen  crews  cover  the  12,000-seat 
building,  laying  miles  of  cable  up  walls  and 
down  aisles.   Transmission  points  for  radio-tv 

networks  and  independent  stations  are  being 

set  up  in  a  block-long  north  wing  of  the  amphi- 
theatre. The  independents  will  have  complete 

facilities  (studio  and  film)  for  their  own  cov- 
erage. 

Structures  have  been  built  down-center  in  the 
amphitheatre  for  tv  and  still  cameras.  Tv  and 
theatre  newsreel  cameras — the  latter  number- 

ing more  than  100  cameramen  and  crews — will 
work  from  separate  240-sq.  ft.  platforms  at  op- 

posite ends  of  the  delegates'  section. 
Representatives  of  foreign  radio-tv  stations 

and  newspapers  (Paris,  London,  Vienna,  Tokyo, 
Honolulu,  Winnipeg,  Ottawa,  Berlin,  etc.)  are 

expected  to  attend. 
The  fifth  and  sixth  floors  of  the  Hilton  Hotel 

will  be  converted  for  direct  broadcasting  in  the 
form  of  radio-tv  studios.  Newsmen  from  papers, 
magazines  and  wire  services  will  be  housed  in 
a  basement  quarter. 

Mr.  Reinsch  and  his  staff  have  been  facing  a 

steady  stream  of  visitors.  Assisting  him  on  pre- 
convention  planning  are  Jack  F.  Christie,  radio- 
tv  director  of  the  Democratic  National  Commit- 

tee; Elizabeth  Forsling,  formerly  ABC  execu- 
tive coordinator  on  the  1952  conventions,  and 

Lewis  Gomavitz,  producer  of  NBC-TV's  Kukla, Fran  &  Ollie,  who  has  been  engaged  to  work 
on  actual  convention  site  details.  Democrats  are 
expected  to  choose  a  keynote  speaker  at  a 

meeting  of  their  Arrangements  Committee  to- 
day (Monday). 

Illinois  Bell  and  AT&T  are  working  with  con- 
vention planners,  radio-tv  and  press  repre- 

sentatives on  telephone,  teletype,  telephoto  and 

special  circuit  equipment.  Illinois  Bell  will 
maintain  a  message  center  and  a  tv  lounge 

where  delegates  may  see  the  televised  conven- 
tion proceedings  between  telephone  calls.  Illi- 
nois Bell  figures  roughly  on  32  switchboards, 

4,000  telephones,  more  than  100  phone  booths, 
160  private  lines  and  1,330  trunks. 

Chicago  stations  are  also  mapping  pre-con- 
vention  plans.  CBS  Radio  will  take  a  feed  from 
its  o&o  WBBM  called  Ear  on  Chicago.  Co- 

ordinated by  Hugh  Hill,  local  special  events 
chief,  the  project  calls  for  interviews  at  the 
amphitheatre,  at  the  Stockyard  Inn  and  similar 
question-and-answer  sessions  at  Hilton  party 
headquarters.  It  will  be  aired  by  the  network 
6:05-30  p.m.  (EDT)  Saturday,  Aug.  11,  week- 

end before  the  convention.  A  similar  show  is 

planned  for  CBS  by  KCBS  San  Francisco  for 
the  GOP  convention. 

Ear  interviewees  include  Messrs.  Reinsch 
and  Christie,  workmen  at  the  amphitheatre,  chef 
and  headwaiter  at  the  Stockyards  Inn,  and  the 
foreman  working  on  network  studios  in  the 

amphitheatre. 
NBC  Chicago  will  maintain  a  helicopter  serv- 

ice for  conveying  personnel  and  equipment  (in- 
cluding film  reports)  back  and  forth  between 

the  Merchandise  Mart  and  the  amphitheatre 
and  also  utilize  the  new  Prudential  Bldg. 

Also  working  feverishly  on  pre -convention 
plans  are  the  Stevenson-for-President  Commit- 

tee and  the  Stevenson  Campaign  Committee, 
for  Democratic  candidate  Adlai  Stevenson. 
Serving  as  press  secretary  for  him  is  Roger 
Tubby,  who  held  that  post  with  the  Truman 
administration. 

Mr.  Tubby  said  Tuesday  there  have  been  nu- 
merous requests  for  Mr.  Stevenson  to  appear  on 

networks  shows.  Some  local  Stevenson-for- 
President  committees  have  bought  time  on  local 
stations  in  Richland  (Wash.)  and  Cincinnati 

(Ohio)  for  a  continuing  series  of  taped  broad- 
casts of  Mr.  Stevenson's  talks,  but  there  will  be 

no  appreciable  purchases  of  time  for  Mr.  Ste- 
venson until  after  the  Democratic  convention, 

assuming  he  is  the  Democratic  presidential 
nominee.  Local  Stevenson  groups  have  bought 
time  in  the  Illinois  and  Florida  primaries. 
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Two  Stations  Offer 

Free  Political  Time 

THE  Washington  (D.  C.)  Post's  Broadcast Division  announced  last  week  it  will  make 
available  free  time  on  its  television  stations 

(WTOP-TV  Washington,  WMBR-TV  Jackson- 
ville, Fla.)  for  certain  candidates  during  second 

primary  (run-off)  and  general  elections.  These 
candidates  include  those  seeking  U.  S.  sena- 

torial, congressional,  gubernatorial  and  certain 
other  state  and  local  offices,  but  not  presi- 

dential and  vice  presidential  candidates. 

Contending  that  granting  of  free  program 
tv  time  to  general  election  candidates  is  in 
the  nature  of  a  public  service,  John  S.  Hayes, 
president  of  the  Post  Broadcast  Division,  said 
no  time  will  be  sold  after  primary  elections 
to  those  entitled  to  free  time  in  the  later  elec- 

tions. The  amount  of  free  time  will  be  de- 
termined by  the  station,  which  will  take  into 

account  the  degree  and  extent  of  local  interest 
and  the  necessity  of  providing  equal  facilities 
under  existing  law,  Mr.  Hayes  continued. 

WTOP-TV  and  WMBR-TV  will  sell  time  to 
presidential  and  vice  presidential  candidates 
and  committees  representing  them,  both  for  paid 
political  spot  announcements  and  programs, 
Mr.  Hayes  said.  The  stations  will  consider 
the  necessity  for  providing  equal  facilities  in 
determining  the  amount  of  time  to  be  sold  to 
these  candidates.  The  commercial  spot  an- 

nouncement rate  for  these  candidates  will  be 

the  "most  favored  weekly  rates  consistent 
with  the  maximum  purchase  a  candidate  is 
permitted  to  make  even  though  the  actual  pur- 

chase is  less  than  the  maximum  permitted," 

Political  Troubles 

"IT  AIN'T  RIGHT,"  said  "Ole  Jim" 
when  informed  that  his  political  aspira- 

tions caused  KDMS  and  KRBB  (TV) 

both  El  Dorado,  Ark.,  to  lose  approxi- 
mately $3,500  in  air  time. 

"Ole  Jim,"  a  sports  commentator  on 
both  stations,  announced  his  candidacy 
for  state  representative  Feb.  29  under 
his  real  name,  James  A.  Pomeroy.  One 
of  his  three  opponents  recently  called 

the  stations'  attention  to  Sec.  315  of  the 
Communications  Act  which  calls  for 
equal  time  for  all  political  candidates. 
Both  stations  agreed  to  the  equal  time 

request. 
"I  ain't  said  one  word  about  anyone 

electing  me  to  no  office.  I've  just  gone 
along  lying  about  the  length  of  fish  and 

trying  to  outguess  the  weatherman,"  ex- 

plained "Ole  Jim." 

Mr.  Hayes  said. 
The  stations  also  will  make  free  time  avail- 

able, aside  from  election  of  candidates,  for 
discussing  important  local  and  state  political 
matters  such  as  referenda,  amendment  of  state 
constitutions  or  bond  issues,  Mr.  Hayes  said. 
For  such  political  matters,  no  time  will  be  sold 
and  consideration  will  be  given  to  presentation 
of  opposing  viewpoints,  he  said. 

The  stations  will  continue  to  provide  non- 
partisan coverage  on  regular  news  broadcasts 

of  political  campaigns  of  the  various  candi- 
dates, Mr.  Hayes  said. 

Editorial  Backs  Free  Time 

For  Presidential  Candidates 

EDITORIAL  in  the  St.  Louis  Post-Dispatch 
favoring  a  Senate  bill  (S  3962),  which  would 
require  television  stations  and  networks  to  give 
seven  hours  of  time  to  each  of  the  presidential 
nominees  of  the  major  parties  in  this  and  other 
election  years,  was  entered  in  the  Congressional 
Record  last  week  by  Sen.  Hubert  Humphrey 

(D-Minn.),  the  bill's  author.  (Also  see  CBS 
President  Frank  Stanton's  comments  on  this 
bill,  page  82,  and  editorial,  page  106). 

The  Post-Dispatch,  however,  qualified  its  sup- 

port by  saying:  ".  .  .  If  the  tv  networks  feel 
that  they  cannot  possibly  do  without  the  revenue 
from  commercial  programs  during  this  period, 
the  Federal  Government  would  be  justified  in 
buying  the  time  in  the  name  of  the  American 
people  ...  as  a  contribution  to  informed 

citizenship." 
Sen.  Humphrey  remarked  that  he  had  been 

"deeply  encouraged  by  the  response  I  have 
had  concerning  this  bill."  S  3962  was  co-spon- 

sored by  several  other  Democratic  senators. 

GOP  Streamlines  Convention 

THE  Republican  National  Convention  opening 

Aug.  20  in  San  Francisco  will  be  "streamlined 
for  maximum  radio-tv  impact,"  GOP  National Chairman  Leonard  W.  Hall  said  last  week. 

The  GOP's  arrangements  committee  at  its 
meeting  in  Washington  decided  to  study  short- 

ening of  the  convention's  overall  running  time, 
reducing  the  length  of  speeches  and  cutting 
down  time  of  roll  calls  by  permitting  the 

polling  of  individual  state  delegations  without 
interrupting  the  roll  call  of  the  states. 

Men  Who 

Know  Akron 

Best" 

BUY  MOST 

^t,iL  IN  LOCAL  AND  NATIONAL  SALES 
Nationally  Represented  by  WEED  AND  CO. 

ST    RADIO-TELEVISION  CENTER 

853  Copley  Road  —  Akron  20,  Ohio 
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CBS-TV  Plans  Special  Convention  Orientation 

CBS-TV  has  scheduled  two  special,  closed-cir- 
cuit telecasts  on  July  23  and  July  25  (both 

5-5:30  p.m.  EDT)  to  orient  the  7,000  dele- 
gates and  alternates  to  the  1956  Republican  and 

Democratic  presidential  conventions  on  plans 

for  CBS'  radio  and  tv  coverage  of  the  conven- 
tions and  the  part  the  delegates  will  play. 

The  Democratic  delegates  will  see  and  hear 

Paul  M.  Butler,  chairman  of  the  party's  na- 
tional committee,  and  CBS  newsmen  discuss 

the  network's  coverage  plans  on  July  23,  while 
their  Republican  counterparts  will  be  exposed 
to  a  similar  program  July  25,  at  which  GOP 
National  Chairman  Leonard  Hall  will  speak. 

The  delegates  have  been  invited  to  see  the 
orientation  telecasts  at  the  offices  of  the  CBS- 
TV  affiliated  station  nearest  their  homes.  Speak- 

ers will  include  Sig  Mickelson,  CBS  vice  presi- 
dent in  charge  of  news  and  public  affairs  and 

CBS  newsmen  Walter  Cronkite,  Bob  Trout, 
Douglas  Edwards  and  Charles  Collingwood. 

Governors  of  the  48  states  and  the  local 

press  also  will  be  invited  to  the  closed-circuit 
broadcasts.  Television  recordings  of  the  pro- 

grams will  be  made  available  to  convention 
delegates  outside  the  continental  limits  of  the 
U.  S.  in  Alaska,  Hawaii,  Puerto  Rico,  Canal 
Zone  and  the  Virgin  Islands. 

*★**★**★***★ 

New,  Timely  Election -Year  Continuities 

presents  the   j|  fj  f|  (f| 

PRESIDENTIAL 

PACKAGE 

Program  Scripts  for  Radio  and  Television 

Background — color — personalities — oddities — the  intriguing 
stories  of  past  elections  are  all  neatly  wrapped  in  this  BMI 

"Presidential  Package"  containing  an  assortment  of  23  scripts 
for  a  total  of  five  hours  of  programming. 

"THE  FIRST  ELECTION" 
One  half-hour  script 

Relates  the  surprising-  aftermath  of 
America's  first  presidential  election 

"A  PRESIDENTIAL  CAVALCADE" 
Seven  five-minute  scripts 

Odd  and  interesting  facts  about  our 
chief  executives  .  .  .  their  hobbies, 
early  jobs,  personal  ancedotes  and 
other  authentic  items 

"FAMOUS  FIRST  LADIES" 
Five  15-minute  scripts 

The  inside  stories  of  five  gracious 
women  who  accompanied  their  hus- 

bands to  the  White  House 

"RISE  OF  POLITICAL 

CAMPAIGNING" 
One  half-hour  script 

The  cartoons,  rally-songs,  gimmicks 
and  techniques  of  unusual  political 
campaigns  through  the  years 

"THE  PRESIDENTS  SPEAK" 
Seven  five-minute  scripts 

Dramatic  highlights  of  eventful 
speeches — based  on  actual  recordings 
of  the  Presidents'  voices 

"FAMOUS  CAMPAIGN  SONGS" 
Two  half-hour  TV  scripts 

Historically  accurate  account  of  the 
songs  that  influenced  elections  .  .  . 
for  visual  effect — a  collection  of  the 
original  sheet  music 

"CAVALCADE  OF  PRESIDENTS" 
Two  half-hour  TV  scripts 

Intimate  glimpses  into  the  lives  of 
our  presidents  .  .  .  for  visual  effect — 
a  collection  of  photographs,  both  for- 

mal and  candid 

"TIME  SIGNALS- 

BREAKS" 

STATION 

:10,  :30;  1.00 

"Vote  as  you  please,  but  please  vote" 
and  a  varity  of  other  useful  and 
timely  announcements. 

BMI's  "Presidential  Package"  is  available  to  all  sta- 
tions without  charge — as  a  station  and  public  service. 

BROADCAST    MUSIC  INC. 

589  Fifth  Avenue,  New  York  17,  N.  Y. 

****★**★★★*  * 

MR.  REINSCH 

'Record7  News  Coverage 

Set  for  Demo  Convention 

THE  Democratic  National  Convention,  which 

opens  Aug.  13  in  Chicago,  will  have  the  larg- 
est, on-the-spot,  concentrated  news  coverage 

of  any  event  ever 
held  anywhere  in  the 
world,  J.  Leonard 
Reinsch.  assistant  to 
the  chairman  of  the 
national  committee, 
said  last  week.  Mr. 
Reinsch,  who  will 

manage  the  1956 

convention,  is  man- 
aging director  of  the 

Cox  radio-tv  proper- 

ties (WSB-AM-TV Atlanta,  others). 
He  said  nearly 

4,000  newsmen  from 

radio-tv,  newspapers  and  magazines  will  be  on 

hand  to  cover  the  nominating  convention.  "Be- 
cause of  the  untiring  ingenuity  of  America's vast  corps  of  television  and  radio  people,  its 

newspapermen  and  its  magazine  writers,  every 
citizen  in  this  country  and  throughout  the 
world,  will  have  a  convention-side  seat  during 

every  minute  of  this  history-making  meeting," 
Mr.  Reinsch  said. 

Mr.  Reinsch  made  his  statement  in  the  first 

of  a  series  of  progress  reports  on  arrange- 
ments to  be  issued  by  the  committee  each 

Thursday  for  Sunday  release  until  convention 
time. 

New  Election  Shows  Planned 

TWO  supplementary  1956  election  year  pro- 
grams will  make  their  debut  on  ABC  this 

month.  First  to  take  the  air  (July  1)  on 

ABC  Radio  was  Listening  Post  (7:35-8  p.m. 
EDT),  a  series  of  reports  on  crucial  issues  of 
the  forthcoming  campaigns  by  staff  members 
of  ABC  News  and  Newsweek  magazine.  The 

program  will  be  on  each  Sunday  until  the  eve 
of  the  Democratic  convention,  Aug.  13.  The 

other,  Campaign  Roundup,  scheduled  to  start 

July  15  (Sundays,  4-4:30  p.m.,  ABC-TV),  also 
will  feature  combined  reports  from  ABC  and 
Newsweek.  The  latter  will  be  represented  by 

Malcolm  Muir,  chairman  of  the  editorial  board, 
Washington  bureau  head  Ernest  K.  Lindley 
and  senior  staff  members  Harold  Lavine  and 
Kenneth  Crawford,  among  others. 

New  Political  Spot  Available 

A  TWENTY-SECOND  spot  announcement 

that  ties  in  with  the  upcoming  political  con- 
ventions has  been  produced  by  J.  Armstrong 

&  Co.,  New  York  and  already  has  been  sold 
to  a  group  of  advertisers  for  showing  in  their 
distribution  areas. 

The  animated  commercial  is  set  to  go  on  the 

air  the  end  of  this  month  for  sponsors  includ- 
ing Standard  Brewing  Co.,  Cleveland;  Regal 

Beer,  Miami;  Highland  Dairy  Co.,  Springfield, 
Mo.,  and  E  &  B  Brewing  Co.,  Detroit,  and  is 
available  to  other  advertisers  in  their  markets. 

The  commercial  features  a  typical  campaign 

orator  and  two  dignitaries  seated  in  the  back- 

ground. As  the  orator  "takes  a  bow,"  the  digni- 
taries slyly  raise  a  banner  showing  the  spon- 

sor's product.  This  happens  several  times,  per- 
mitting the  sponsor  to  use  different  messages 

and  product  shots. 

Page  86    •    July  9,  1956 
Broadcasting   •  Telecasting 



 TRADE  ASSNS.  

NARTB  Board  Committee 

To  Study  Public  Relations 

A  SPECIAL  NARTB  board  committee  has 
been  named  by  President  Harold  E.  Fellows 

to  study  the  association's  public  relations  ac- 
tivities. The  idea  developed  at  NARTB's  re- 

cent board  meeting  when  directors  considered 
ways  of  meeting  concentrated  attacks  on  the 
broadcasting  industry. 

The  committee  will  meet  July  25  at  NARTB 
Washington  headquarters.  Members  are  John 
M.  Outler,  WSB  Atlanta,  Radio  Board  chair- 

man; Campbell  Arnoux,  WTAR-TV  Norfolk, 
Va.,  Tv  Board  chairman;  Arthur  Hull  Hayes, 
CBS  Radio;  William  D.  Pabst,  KFRC  San 
Francisco;  Ernest  Lee  Jahncke  Jr.,  ABC,  and 
John  E.  Fetzer,  WKZO-TV  Kalamazoo,  Mich. 
Mr.  Fellows  will  serve  on  the  committee. 

RAB's  Management  Meetings 
Scheduled  to  Begin  Aug.  16 

RADIO  Advertising  Bureau,  which  plans  to 

launch  a  series  of  experimental  two-day  man- 
agement conferences  of  its  key  executives  and 

stations'  general  and  sales  managers  next  month, 
last  week  set  Aug.  16th  as  the  kickoff  date. 

The  meetings,  which  will  touch  on  all  pro- 
motional, programming  and  sales  aspects  of 

station  management,  will  be  addressed  by  RAB 
President  Kevin  A.  Sweeney,  Promotion  Vice 
President  Sherril  Taylor,  General  Manager  and 
Vice  President  John  F.  Hardesty  and  Station 
Services  Director  Arch  L.  Madsen. 

The  four  conferences,  attendance  at  which 
will  be  limited  to  about  50  station  executives 

per  locale,  will  be  held  as  follows:  Aug.  16-17. 
western  conference,  Palo  Alto,  Calif.;  Sept.  6-7. 
midwestern  conference,  French  Lick,  Ind.;  Sept. 
10-11,  southern  conference,  Biloxi,  Miss,  and 
Sept.  13-14,  northeastern  conference,  Skytop, 
Pa. 

RAB  'Sales  Blitz  Team' 

Concentrates  on  Chicago 

RADIO  ADVERTISING  BUREAU'S  "sales 
blitz  team"  moves  into  Chicago  today  (Monday) 
to  demonstrate  radio's  potency  to  leading  ad- 

vertisers there.  More  than  45  presentations  are 
to  be  made  by  a  group  of  RAB  sales  executives, 
headed  by  President  Kevin  A.  Sweeney  and 
consisting  of  Vice  President  Sherril  Taylor, 
Station  Service  Director  Arch  L.  Madsen  and 

National  Account  Executive  Jerry  Danford. 

The  Chicago  presentation  is  the  second  in  a 

series  of  three  designed  to  supplement  RAB's 
list  of  national  accounts  with  regional  and  local 

advertisers.  First  leg  of  the  summer-long  drive 
was  in  Boston  two  weeks  ago,  where  after  10 
advertising  agency  meetings,  department  store 
presentations  and  retail  drug  chain  sales  talks. 

Vice  President  Jack  Hardesty  created  "at  least" 
12  new  radio  campaigns. 

Carl  R.  Kesler  Dies; 

Former  SDX  President 

FUNERAL  SERVICES  were  held  Thursday  in 
Oak  Park,  111.,  for  Carl  R.  Kesler,  58,  editorial 
writer  for  the  Chicago  Daily  News  and  former 

president  (  1949-50)  of  Sigma  Delta  Chi,  na- 
tional professional  journalism  fraternity.  He 

was  stricken  with  a  heart  attack  at  his  desk 

Monday.  Mr.  Kesler  is  survived  by  his  wife, 
Susan;  a  daughter,  Mrs.  Jo  Ann  Brooks;  a  son, 
Peter,  and  two  brothers. 

MANUFACTURING 

MAY  RECEIVER  SALES  TOP  APRIL'S  TOTAL 

Radio-Electronics-Tv  Mfrs.  Assn.  report  says  radio  sales  total  566,357 
in  latter  month  and  tv  sales  add  up  to  392,080. 

SALES  of  radio  and  tv  receivers  at  retail  stores 

during  May  exceeded  the  April  figures,  accord- 
ing to  Radio-Electronics-Tv  Mfrs.  Assn.  Radio 

sales  totaled  566,357  sets  in  May  (figures  do 
not  include  auto  sets,  which  seldom  are  sold 
at  stores)  compared  to  471,193  in  April  and 
398,449  in  May  1955.  Tv  sales  totaled  392,080 
sets  in  May,  347,630  in  April  and  416,908  in 

May  1955. 
Retail  radio  sales  in  the  first  five  months  of 

1956  totaled  2,551,272  sets  compared  to  2,007,- 
631  in  the  same  1955  period.  Tv  sales  totaled 
2,428,888  compared  to  2,772,648  a  year  ago. 

Radio  production  by  factories  totaled  1,060,- 
165  sets  in  May  (282,611  of  them  were  auto 

sets)  compared  to  992,982  in  April  and  1,114,- 
035  in  May  1955.  Tv  production  totaled  467- 
913  in  May,  549,632  in  April  and  467,394  in 

May  1955. 
Five-month  radio  production  totaled  5,585,- 

390  sets  compared  to  5,853,954  in  the  1955 

period.  Tv  production  for  the  five-month  period 
totaled  2,862.177  sets  compared  to  3,238,820 
in  the  1955  period. 

Of  the  467.913  tv  sets  produced  in  May, 

GREATEST  POWER  •  HIGHEST  TOWER  •  TREMENDOUS  COVERAGE! 

Smart  advertisers  do  a  big  job  in  Milwaukee 
on  the  BIG  station. 

With  316,000  watts,  Milwaukee's  TV  Strong Man  provides  perfect  pictures,  bright  and 
clear,  on  new  sets  or  old,  near  the  transmitter 
or  far  away. 

WISN-TVs  1,105  foot  tower,  highest  in  Wis- 
consin, offers  the  greatest  aerial  performance 

in  the  market  for  advertiser's  sales  messages. 

WISN-TV  coverage  blankets  Milwaukee  and 
23  rich  surrounding  counties  .  .  .  an  area  with 
over  2%  million  people  and  a  buying  income 
of  almost  five  million  dollars. 

Channel  12  is  BIG  in  Milwaukee.  And  you 
can  be  big  with  Channel  12. 

*  Top-Rated  ABC  Net- 
work, local,  film  shows 

*  Extensive  Promotion, Publicity 

+  Comprehensive  Mer- 
chandising Service 

*  Complete  Technical, 
Production  Facilities 

*  Lew.  Low  Cost-Per- Thousand 

I  WIS 

CHANNEL 

id 

basic  abc  affiliate    John  B.  Soell,  Director 

Edward  Petry  &  Co.,  Inc. 

H 
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MACHLETT  ML-892R  - 

SkW  AM  Broadcast  Triode 

A  standard  replacement  tube  of  excel- 
lent life  characteristics.  The  Machlett 

ML-982R  employs  sturdy  kovar-metal 
for  all  metal-to-glass  seals. 

MACHLETT  ML-5541  - 

SkW  AM  Broadcast  Triode 

lOkW  FM  Broadcast  Triode 

A  recent  design  type  employing  a 
thoriated-tungsten  stress-free  fila- 

ment. Long  life  operation  under  dif- 
ficult conditions  is  assured  by  the 

ML-5541. 

MACHLETT  ML-6423  - 

5-1  OkW  Coaxial  Terminal 

Broadcast  Triode 

A  modern  design  type  employing 
thoriated-tungsten  stress-free  fila- 

ment. Rugged  coaxial  terminals  and 
quick  final  seal-in  construction  as- 

sure trouble-free  operation.  For  new 
equipments  and  for  conversion  from 
type  892R.  Full  ratings  to  30mc. 
Weight:  Only  15  lbs. 

MACHLETT  ML-5681  - 

35kW  TV  . .  Channels  2  to  6 

50kW  AM 

High  Power  AM  and  H.F.  Communi- 
cations. A  modern  design  type  simi- 

lar to  ML-6423  above.  ML-5681 
employs  an  integral  anode  wafer 
jacket  for  cooling.  Employs  very  long 
life  thoriated-tungsten  filament. 

MACHLETT  ML-298A  - 

50kW  AM  Broadcast  Triode 

A  standard  replacement  tube  of  ex- 
cellent quality.  For  high  power  AM broadcast. 

MACHLETT 

"X-RAY  CHECKED" 

ELECTRON  TUBES... 

quickly  available 

via  Graybar 

Carefully-controlled  production  methods  (in- 
cluding X-raying  after  assembly  to  check  spacing 

and  alignment  of  elements)  is  your  assurance  of 
stable,  long  term  Machlett  tube  performance. 
The  units  shown  are  typical  tubes  from  the 
complete  Machlett  line  which  you  can  receive 
quickly  and  conveniently  via  Graybar.  For  tubes 
or  any  other  Broadcast  need,  make  it  a  point  to 
call  Graybar  first.  Your  nearby  Graybar  Broad- 

cast Representative  will  be  happy  to  provide 
complete  price  information  as  well  as  technical 
service  and  assistance. 

EVERYTHING  > 
ELECTRICAL 

TO  KEEP  YOU  ON  THE  AIR 

Graybar  Electric  Company,  420  Lexington  Avenue 
New  York  1 7,  N.  Y. 

OFFICES  AND  WAREHOUSES  IN  120  PRINCIPAL  CITIES 

Automobile 
Total Television Radio Radio 

Jan. 558,347 519,648 1,078,624 Feb. 
576,282 437,611 1,093,506 

March 680,003 
478,272 1,360,113 

April 
549,632 299,253 992,982 

May 

467,913 282,611 1,060,165 
TOTAL 2,862,177 2,017,395 

5,585,390 

MANUFACTURING- 

58,116  had  uhf  tuning  facilities  and  773  had 
fm  tuning  circuits. 

Following  are  radio  and  tv  set  production 

FCC  Action  Would  Bring 

$250  Color  Sets— Griffin 

A  MANAGEMENT  consultant  said  in  New 

York  last  week  that  should  the  FCC  change 
color  telecasting  standards — placing  color  in  a 
broader  band — along  with  its  projected  shift 
from  vhf  to  uhf  in  television,  the  public  will  be 
able  to  buy  color  sets  under  $250. 

The  prediction  was  made  by  Dana  A.  Grif- 
fin, senior  consultant  with  John  Diebold  &  As- 

soc., a  management  consulting  firm  which 
specializes  in  office  and  factory  automation.  He 
formerly  was  president  of  Communications 
Measurement  Lab. 

Mr.  Griffin  advocates  a  "fold-in"  allocation 
which  would  permit  the  same  number  of  sta- 

tion assignments  now  contemplated  by  FCC 
but  would  increase  individual  channel  width 

from  six  to  eight  mc.  The  use  of  an  8-mc  chan- 

nel, according  to  Mr.  Griffin,  "would  make  it 
possible  to  eliminate  the  sampling  techniques 
now  needed  for  color  television  broadcasting 
which  were  forced  upon  the  industry  by  the 

FCC  requirement  that  color  telecasting  be  con- 
tained in  the  same  channel  width  as  black-and- 

white." 

These  techniques,  which  are  used  to  save  band 
width  in  color  telecasting,  materially  increase 

the  amount  of  apparatus  required  in  each  re- 
ceiver and  also  raise  the  costs  of  the  color  pic- 

ture tube  which  in  turn,  raise  both  the  initial 
cost  and  servicing  charges  of  the  color  set, 
noted  Mr.  Griffin. 

RCA  Releases  Details 

Of  New  Orthicon  Tubes 

RCA  is  releasing  today  (Monday)  details  on 
two  image  orthicon  television  camera  tubes, 

which  use  a  750-mesh  screen  and  "noticeably 
improve"  television  picture  quality.  The  new 
tubes  are  the  RCA-5820  for  black-and-white 
and  the  RCA-6474  for  three-tube  color  cameras. 

Lee  F.  Holleran,  general  marketing  manager 
of  the  RCA  tube  division,  revealed  that  the 

new  tubes  are  being  "quantity  produced."  He 
noted  that  this  750-mesh  screen  replaces  the 
500-mesh  screen  heretofore  standard  in  both 
tube  types  and  added: 

"The  750  mesh  eliminates  all  traces  of 
bothersome  moire  patterns.  Although  mesh  up 
to  1,000  lines  has  been  produced  by  RCA,  re- 

quirements of  the  present  525-line  television 
system  are  exceeded  with  camera  tubes  em- 

ploying the  new  750  mesh.  Laboratory  and 
field  tests  have  shown  that  mesh  of  750  lines 

per  inch  is  more  than  adequate." 
Mr.  Holleran  explained  that  RCA  achieved 

the  750-mesh  screen  by  developing  its  own 

mesh-making  techniques  and  equipment.  In- 
cluded in  the  work,  he  said,  was  the  design  of 

"an  amazingly  accurate  ruling  engine  to  pro- 
duce the  master  matrices  from  which  the  gos- 

samer-like screen  can  be  produced  in  quantity." 

COLOR  TV  BUYS  UP, 

SYLVAN  I A  REPORTS 

Public  bought  40,000  sets  in 

second  quarter  this  year,  only 

1,000  in  first  quarter  of  1955. 

Current  total:  110,000.  Port- 

able models  also  on  rise. 

PUBLIC  PURCHASE  of  color  tv  sets  has  ac- 
celerated rapidly  during  the  past  18  months, 

according  to  estimates  made  by  the  market 
research  department  of  Sylvania  Electric  Prod- 

ucts as  part  of  its  annual  estimate  of  set  produc- 
tion and  sale  by  screen  size,  released  last  week. 

In  the  first  quarter  of  1955,  according  to 
Sylvania  estimates,  about  1,000  color  receivers 
were  sold  by  tv  dealers  to  the  public.  Second 
quarter  sales  totaled  2,000  color  sets;  third 
quarter,  10,000;  fourth  quarter,  22,000;  first 
quarter  of  1956,  30,000,  and  the  second  quar- 

ter of  this  year,  40,000.  From  an  estimated 
6,000  color  sets  in  U.  S.  homes  as  of  March 

31,  1955,  Sylvania  puts  the  present  total  at 
110,000. 
The  growing  popularity  of  portable  tv  re- 

ceivers is  reflected  in  Sylvania's  screen-size 
data,  which  show  sales  to  the  public  of  sets 
with  screens  of  1 5  inches  or  smaller  rising  from 
an  estimated  6,000  in  the  first  quarter  of  last 
year  to  154,000  in  the  fourth  quarter,  easing 

off  to  95,000  in  the  post-Christmas  first  quar- 
ter of  1956  and  rising  to  110,000  in  the  second 

quarter  of  this  year.  Sets  with  screens  of  19 
and  21  inches  were  consistently  the  best  sellers, 
topping  all  others  in  all  periods  and  accounting 
for  about  70%  of  all  set  sales. 

Size  of  Receivers 

Of  the  35,550,000  tv  receivers  Sylvania  es- 
timates are  in  use  in  American  homes  today, 

53.2%  are  reported  in  the  19-21-inch  screen 
size  category;  31.6%  with  screens  of  16-18 
inches;  11.3%  with  screens  of  15  inches  or 
smaller;  3.6%  with  screens  of  22  inches  or 
larger,  and  0.2%  color  receivers. 

Sylvania's  calculations,  according  to  F.  W. 
Mansfield,  director  of  marketing  research,  "re- 

sult from  a  study  of  cumulated  sales  to  the 
public  as  reported  by  RETMA  and  an  estimate 

of  sets  scrapped  by  screen  size  based  on  as- 
sumptions we  make  on  the  scrapping  rate  of 

sets  broken  down  into  age  groups.  .  .  .  We 
have  industry  data  accurately  only  through 

April.  ...  I  am  sure  you  will  understand,  un- 
der the  circumstances,  that  our  figures  for  the 

second  quarter  are  estimates." 

Schools,  Stations  Order 

Sarkes  Tarzian  Equipment 

SARKES  TARZIAN  Inc.,  Bloomington,  Ind.; 

announces  shipment  of  the  following  equip- 
ment: Vidicon  film  chain  to  KAVE-TV  Carls- 

bad, N.  M.;  studio  packages  to  U.  of  North 

Dakota,  Grand  Forks,  and  KDIX-TV  Dickin- 
son, N.  D.;  Vidicon  film  chain  and  dual  slide 

projector  to  U.  of  Iowa,  Iowa  City. 
Also  100-slide  automatic  slide  projectors  to 

KVIP  (TV)  Redding,  Calif.;  KCKT  (TV)  Great 
Bend,  Kan.;  WBAL-TV  Baltimore;  KSWM-TV 
loplin,  Mo.;  KLRI-TV  Las  Vegas,  Nev.; 
WDAY-TV  Fargo,  N.  D.;  WKBN-TV  Youngs- 
town,  Ohio;  WLAC-TV  Nashville,  Tenn.; 
WTAR-TV  Norfolk,  Va.;  KEYT  (TV)  Santa 

Barbara,  Calif.;  KSL-TV  Salt  Lake  City;  mi- 
crowave relay  equipment  to  KBET-TV  Sacra- 

mento, Calif.,  and  KZTV  (TV)  Reno,  Nev. 
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Color  Log  Jam  Vulnerable, 

Johnson  Tells  Admiral  Meet 

PREDICTIONS  of  a  substantial  sales  boost  in 

color  television  sets  by  fall  and  that  the  "color 

log  jam  definitely  is  going  to  be  broken"  were voiced  June  29  by  W.  C.  Johnson,  sales  vice 
president  of  Admiral  Corp.,  at  its  international 
distributors  meeting  in  Chicago.  He  cited  lower 
prices  and  more  and  better  programs  but 

claimed  "only  a  handful"  of  set-makers  will  be 
geared  for  production. 

Admiral  introduced  a  "complete  line"  of 
21 -inch  color  receivers,  including  table  and 
console  models,  starting  at  $499.95,  as  disclosed 
last  spring,  and  making  firm  competitive  with 
RCA,  General  Electric  and  Motorola  [B*T, 
June  25,  April  23].  Models  range  from  con- 
solette  (with  two  speakers)  at  $499.95  to  high- 
fidelity  console  (with  four  speakers)  priced  at 
$799.95.  Others  include  console  at  $699.95 
and  consolette  with  open-end  list  price.  All 
incorporate  RCA  tube. 

Mr.  Johnson  emphasized  that  Admiral  is 

"fully  organized  for  color."  The  company's 
production  of  10-inch  portable  monochrome 
sets  has  reached  2,500  daily,  looking  toward  a 

goal  of  5,000  by  August,  he  stated,  with  ship- 
ments of  all  receivers  for  the  first  half  of  1956 

running  12%  ahead  of  similar  period  last  year. 
Admiral  has  added  14-  and  17-inch  portable 

models  to  its  1957  line  and  claimed  a  reduc- 
tion of  $20  on  its  21 -inch  table  models  (now 

$149.95)  because  of  automation  and  printed 

circuit  processes.  Included  with  14-  and  17- 
inch  "personal"  sets  is  a  one-year  over-the- 
counter  parts  and  labor  service  policy  at  $14.95 
and  $16.95,  respectively. 

European  Technological  Ideas 

To  Be  Studied  by  Americans 
A  PROGRAM  for  the  exchange  of  European 

technological  information  under  a  plan  spon- 
sored by  the  Armour  Research  Foundation  has 

drawn  the  support  of  18  non-competing  com- 
panies, it  was  announced  last  week. 

Armour  will  set  up  a  European  listening 
post  this  month  at  its  headquarters  in  the 
Hague,  Netherlands,  and  maintain  five  engi- 

neers as  observers  in  the  fields  of  mechanical, 

electrical  (electronics,  radio-tv  phonograph, 
other  activities),  metallurgy,  chemical  engineer- 

ing and  chemical  production.  They  will  report 
on  ideas  and  techniques  of  potential  value  to 
sponsoring  companies  in  strengthening  their 
competitive  American  positions.  The  program 
is  known  as  the  European  Technological  Ob- 

servation Group  plan.  Herbert  B.  Gausebeck, 
manager  of  European  operations  for  Armour, 

stressed  observers  will  "transmit  only  freely 
available  information." 
Among  companies  taking  advantage  of  the 

service  are  Warwick  Mfg.  Corp.,  Chicago;  Texas 
Instruments  Inc.,  Dallas;  Amphenol  Electronics 
Corp.,  Chicago;  Quaker  Oats  Co.,  Chicago; 
and  Louis  Allis  Co.,  Milwaukee. 

Olympic  Radio-Tv  Purchases 

Presto  Tape  Recording  Firm 
ACQUISITION  of  Presto  Recording  Corp. 
(tape  recording,  discs  and  playback  equipment), 
Paramus,  N.  J.,  was  announced  last  week  by 
Olympic  Radio  &  Television  Inc.,  New  York. 
Purchase  price  of  Presto  was  undisclosed. 

Presto's  purchase  represents  the  second  this 
year  for  Olympic,  which  several  months  ago 
purchased  the  David  Bogen  Co.,  New  York, 
manufacturer  of  hi-fidelity  equipment.  As  in 

Bogen's  case,  Presto  will  become  a  wholly- 
owned  Olympic  subsidiary.  No  management 
changes  are  contemplated  at  this  time. 

Cut  Your  Summer  Costs 

as  simply  as 

^Alphabetical  and  Classified  Catalog 

OVER  5000  SELECTIONS  AT  YOUR  FINGERTIPS 

^Jridges,  Moods  and  Themes 

OVER  8500  IN  MORE  THAN  1400  CATEGORIES 

Commercial  Script  Shows 

HUNDREDS  OF  NETWORK  CALIBRE  SHOWS 

with 

The  Sesac  Transcribed  Library 

the  coliseum  tower 

10  Columbus  Circle  New  York  19,  N.  Y. 
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To:AGENCY  MEN  WHO  ARENT 

AFRAID  TO  STICK  THEIR 

NECKS  OUT  .  .  .  WHEN  THE 

FACTS  ARE  ON  YOUR  SIDE- 

In  the  leisurely  pace  of  this  thriving 

southern  city  they  tell  us  part  of  an 

agency  man's  responsibility  to  his  client 
is  to  keep  abreast  of  local  changes  .  .  . 

to  spot  a  "Comer"  when  a  new  one 
comes  striding  by. 

In  Roanoke  this  new  "Comer"  is  WROV, 

moving  up  this  past  year  to  #2  Spot, 

morning,  afternoon  and  night!  How 

come?  Top  area  personalities,  compel- 

ling local  promotions  and  remarkable 

sales  results. 

While  all  other  stations  lost  audience, 

WROV  alone  increased  its  listeners, 

morning,  afternoon  and  night!  Not  little 

increases,  either.  When  you  can  give 

your  client  66%  MORE  AUDIENCE  than 

you  did  last  year,  (that's  what  happened 

in  the  afternoon)  .  .  .  40%  MORE  AUDI- 

ENCE at  night,  brother,  you've  got  a 

Winner! 

Maybe  your  client  can't  measure  RE- 
SULTS as  directly  as  the  more  than  100 

local  accounts  who  hire  WROV  Person- 

alities to  sell  for  them;  but  you're  not 
sticking  your  neck  out  far  when  you 

join  General  Motors  Acceptance  Corp., 

St.  Josephs  Aspirin,  Tetley  Tea,  Phillips 

66,  Mrs.  Filberts,  Bireleys,  Shell,  Stan- 

back,  Clapps,  Schlitz  and  Budweiser! 

Move  your  client  closer  to  the  listeners 

...  to  WROV  Roanoke's  only  fulltime 

Music-News-and-Sports  station.  The  price 

is  right:  Check  SRDA  for  Best  Buy 

Packages! 

Represented  by 

BURN-SMITH  CO.,  INC. 

1240 

0> 
^ MAN'S  BEST  FRIEND 

WR 

Burt  Levine,  Pres. 

ROANOKE,  VIRGINIA 
■ 

■■■■■■■■■■■■■■■■■■■■■■■■ 
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•MANUFACTURING' 

MANUFACTURING  PEOPLE 

Aldon  M.  Asherman,  formerly  assistant  adver- 
tising manager,  industrial  chemical  division, 

American  Cyanamid  Co.,  N.  Y.,  appointed 
advertising  manager  for  four  product  divisions 
of  Sylvania  Electric  Products  Inc.,  N.  Y.,  as- 

signed to  parts,  tungsten  &  chemical,  atomic 
energy  and  electronics  systems  divisions. 

William  O.  Hoverman,  western  district  sales 

manager,  General  Electric,  electric  semicon- 
ductor products  dept.,  Syracuse,  N.  Y.,  named 

sales  manager  of  department. 

Claude  Turner  Jr.  to  L.  A.  sales  office  of  Gates 

Radio  Co.,  Quincy,  111.   London  T.  England 
to  Houston,  Tex.,  sales  branch. 

Stanley  S.  Sievers,  industrial  electronics  sales 
engineer,  Dunlap  Radio  Supply,  Sacramento, 

Calif.,  to  Kay  Lab,  San  Diego,  Calif.,  elec- 
tronics and  tv  equipment  manufacturer,  as 

television  field  engineer. 

MANUFACTURING  SHORTS 

Standard  Electronics  Corp.,  Newark,  N.  J., 

subsidiary  of  Dynamics  Corp.  of  America,  an- 
nounces order  for  25  kw  vhf  transmitter  from 

KSWS-TV  Roswell,  N.  M.,  and  5  kw  vhf  trans- 
mitter converted  to  air-cooled  operation  from 

KILT  (TV)  El  Paso,  Tex. 

Sylvania  Electric  Products  Inc.,  N.  Y.,  has  an- 
nounced completion  of  50,000-sq.  ft.  addition 

to  its  television  picture  tube  factory  in  Fuller- 
ton,  Calif.,  doubling  the  size  of  plant.  More 
than  50  types  of  tv  picture  tubes  and  cathode 
ray  tubes  are  maufactured  at  Fullerton  plant, 
which  serves  as  a  supply  center  for  Southern 
California. 

Allen  B.  DuMont  Labs  reports  shipment  by  air 

of  El  Salvador's  first  complete  tv  transmitting 
equipment.  Station,  country's  first  tv  outlet, 
will  operate  on  ch.  6  as  YSEB-TV.  It  is  owned 
by  Television  Salvadorana,  S.  A.,  at  San  Sal- 

vador. DuMont  also  announces  it  has  shipped 
equipment  for  conversion  of  multiscanner  to 
enable  station  to  originate  color  film  and  color 
slides  to  WABT  (TV)  Birmingham,  Ala.  (ch. 13). 

Altec  Service  Corp.,  N.  Y.,  manufacturer  of 
sound  and  electronic  equipment  and  parent 
firm  of  Altec  Lansing  Corp.  (high-fidelity  speak- 

ers and  amplifiers),  Peerless  Electrical  Products 
and  Newpaths  Inc..  has  changed  corporate 
name  to  Altec  Companies  Inc. 

Hoffman  Electronics  Corp.,  Radio  Div.,  L.  A., 
has  named  Crouch  Appliance  Co.,  El  Paso, 
Tex.,  and  Midwest  Appliance  Distributors  Corp., 
St.  Louis,  as  distributors  of  Hoffman  tv  and 
radio  receivers  and  phonographs. 

Spartan  Div.  of  Magnavox  Co.,  Fort  Wayne, 
Ind.,  has  appointed  H.  C.  Poad  Corp.  as  district 
merchandiser  for  N.  Y.  territory  covering  Syra- 

cuse and  Buffalo  areas. 

RCA,  Camden,  N.  L,  has  shipped  three  3-vidi- 
con  color  film  cameras  to  CBS  in  Los  Angeles; 
live  studio  camera  equipment  to  KOMO- 
TV  Seattle  (ch.  4);  12-section  superturnstile  an- 

tenna to  WBIR-TV  Knoxville,  Tenn.  (ch.  10), 
and  50  kw  amplifier  to  WIBW-TV  Topeka, 
Kan.  (ch.  13). 

Nems-CIarke  Inc.,  Silver  Spring,  Md.,  electronic 
manufacturer,  reports  new  business  for  first 
six  months  of  1956  30%  ahead  of  correspond- 

ing 1955  period.  Considerable  portion  consists 

of  orders  for  company's  proprietary  line  of  tele- 
metering receivers  for  use  in  guided  missile  and 

satellite  operations. 

INTERNATIONAL 

Commercial  Television 

Big  Topic  in  Germany 
SPECULATION  on  how  commercial  television 
programs  in  Germany  will  look  is  running  high 
now  with  only  a  few  weeks  until  the  start 
of  commercial  television  at  Bavarian  Radio, 

Munich  quasi-official  station. 
Latest  version  of  the  coming  Bavarian 

formula  is  that  a  segment  out  of  the  otherwise 
non-commercial  schedule  will  be  set  aside  for 
commercial  operation.  This  bloc,  it  is  said, 
will  be  divided  into  20-minute  segments  that 
will  be  sponsored  by  advertisers.  To  each  of 
the  20-minute  segments  a  six-minute  reserva- 

tion for  commercials  would  be  set  aside.  One 
commercial  minute  would  cost  the  Deutschmark 
equivalent  of  about  $980. 

In  addition  to  Bavarian  Radio,  at  least  two 

more  quasi-official  radio  and  television  organi- 
zations in  West  Germany  are  contemplating 

early  introduction  of  commercial  segments  into 
the  otherwise  non-commercial  television  pro- 

gram schedule.  Hesse  Radio  in  Frankfurt  con- 
templates 30  minutes  of  commercial  programs 

a  day,  hopes  to  have  facilities  ready  for  com- 
mercial broadcasting  by  May,  1957.  The  sta- 

tion plans  to  use  the  revenue  from  the  com- 
mercial operations  for  improving  radio  pro- 

grams of  the  organization  since  financing  for 
the  television  operations  have  come  from  radio 
set  license  fees. 

Dr.  Fitz  Eberhard,  of  South  German  Radio, 

declared  that  his  organization  is  against  com- 

mercial tv  "in  principle"  but  that  after  two 
other  German  organizations  (Bavarian  and 
Hesse  radio)  decided  to  enter  commercial  tv, 
South  German  has  no  choice  but  to  follow 
the  trend. 

European  Union  Bans  Actors 

From  Eurovision  Appearances 

FIA,  international  labor  union  of  European 
actors,  musicians  and  artists,  decided  at  a 
Brussels  meeting  not  to  allow  members  to 
participate  in  future  Eurovision  hookups  or  in 

programs  exchanged  between  European  sta- 
tions and  to  be  aired  under  the  Eurovision 

label.  Controversy  is  over  the  level  of  pay  for 
Eurovision  programs.  As  European  stations 
have  adopted  the  Eurovision  scheme  mainly 
for  financial  reasons,  unions  claim  that  mem- 

bers working  for  normal  local  wages  and  fees, 

in  fact,  pay  the  bill. 

IRCC  Assembly  to  Convene 

Aug.  9  in  Warsaw,  Poland 

APPROXIMATELY  500  radio  communications 
experts  from  various  parts  of  the  world  will 
convene  in  Warsaw,  Poland,  Aug.  9  for  the  8th 
Plenary  Assembly  of  the  International  Radio 
Consultative  Committee.  Fourteen  study 
groups  will  examine  technical  problems  and 
operations.  The  meeting  will  continue  through 

Sept.  13. 
The  IRCC,  with  headquarters  in  Geneva, 

was  founded  in  Washington,  D.  C,  in  1927 
and  is  a  permanent  adjunct  of  the  International 
Telecommunication  Union. 

More  Tv  Sets  Than  Radios 

REPORT  from  England  is  that  there  are  now 
more  tv  sets  in  the  London  area  than  radios. 
Licenses  (all  sets  are  required  to  be  licensed) 
at  end  of  May  were:  tv,  1,315,921;  radio,  1,4 
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AWARDS 

HIGH-GAIN 

omnidirectional 

VHF  TV  transmitting 

ANTENNA 

Caldwell  Buys  Film  Studio 

S.  W.  CALDWELL  Ltd.,  Toronto,  Ont.,  dis- 
tributor of  film,  transcription  and  tv  equipment 

and  producer  of  tv  commercials,  has  purchased, 
for  approximately  $150,000,  the  Lakeshore  stu- 

dios of  Batten  Films  Ltd.,  Toronto.  The  prop- 
erty includes  a  major  studio  75  by  50  feet  and 

a  sound  recording  studio.  No  plans  have  been 

announced  yet  as  to  what  production  use  Cald- 
well will  make  of  the  new  property.  Batten 

Films  Ltd.,  a  subsidiary  of  Rapid  Grip  & 
Batten  Ltd.,  engravers,  was  formed  as  motion 
picture  division  last  year.  The  parent  company 
has  decided  to  go  out  of  the  motion  picture 
field. 

INTERNATIONAL  PEOPLE 

Benedict  G.  Viccari,  public  relations  officer  of 
Turnbull  Elevator  Co.  Ltd.,  Hamilton,  Ont., 
to  public  relations  manager  of  General  Foods 
Ltd.,  Toronto. 

Steve  Douglas,  former  Washington  sportscaster, 

originating  daily  quarter-hour  sports  program 
on  CBC  tv  network  from  CBLT  (TV)  Toronto. 

Don  Mann,  CJDC  Dawson  Creek,  B.  C,  and 
Gray  Niven,  newscaster,  to  news  and  sports 
department  of  CHCT-TV  Calgary,  Alta.  Bob 
Charman,  production  manager,  CJOC  Leth- 
bridge,  Alta.,  and  Andy  Lee,  announcer,  CJOC, 
to  CHCT-TV  announcer  staff. 

INTERNATIONAL  SHORTS 

Thomas  Supply  &  Equipment  Co.,  Ottawa,  Ont. 
(Revlon  products),  to  sponsor  The  $64,000 
Question  on  number  of  Canadian  tv  stations  in 
areas  where  U.  S.  outlets  carrying  program 
cannot  be  received.  Agency  is  Harold  F.  Stan- 
field  Ltd.,  Montreal,  Que. 

Ontario  Safety  League,  Toronto,  presented  18 
radio  and  television  stations  with  safety  awards 
for  public  safety  campaigning  during  past  year. 
Winners  were  CBL  and  CBLT  (TV)  Toronto, 
CFOR  Orillia,  CHML  and  CHCH-TV  Hamil- 

ton, CHOK  Sarnia,  CHUM,  CJBC,  CKFH  and 
CKEY  Toronto,  CJET  Smith  Falls,  CJOY 
Guelph,  CKOC  Hamilton,  CKOX  Woodstock, 
CKSO-AM-TV  Sudbury,  CFPL-TV  London 
and  CKCO-TV  Kitchener. 

McCann-Erickson  Ltd.,  agency  with  Canadian 
offices  at  Toronto,  Ont.,  and  Montreal,  Que., 
to  open  branches  at  Vancouver,  B.C.,  and 
Winnipeg,  Man.  Vancouver  office  is  to  be  put 
in  operation  this  summer  and  Winnipeg  office 
before  year-end. 

LIBEL 

SLANDER 

PIRACY 

PRIVACY 

COPYRIGHT 

Guard  against  embarrassing  loss 
by  having  our  unique,  special 

INSURANCE 

which  is  adequate  and 
surprisingly  inexpensive. 

Westinghouse,  CBS  Win 

1956  School  Bells  Awards 

WESTINGHOUSE  BROADCASTING  Co.  and 
CBS  Inc.  last  week  were  presented  with  the 
1956  School  Bells  Awards  for  distinguished 
service  to  education  by  communications  media. 
The  awards,  given  annually  by  the  National 
School  Public  Relations  Assn.,  were  pre- 

sented at  a  general  session  of  the  94th  annual 
meeting  of  the  National  Education  Assn.  in 
Portland,  Ore. 

Westinghouse  was  cited  for  its  coverage  and 
interpretation  of  the  White  House  Conference 

on  Education  by  its  radio  and  television  sta- 

tions. CBS  was  singled  out  for  its  "Ballots  at 
Bear  Creek"  tv  program,  carried  on  See  It  Now, 
last  Nov.  27,  which  examined  the  problems  of 
teachers  and  school  shortages  in  the  U.  S. 

NARTB  Announces  Contest 

For  Radio  Standards  Symbol 

A  CONTEST  among  staff  personnel  of  NARTB 
member  stations  to  obtain  audible  and  visual 
symbols  for  the  Radio  Standards  of  Practice  was 
announced  last  Thursday  by  lohn  F.  Meagher, 
radio  vice  president  of  the  association.  The  idea 

was  proposed  at  the  recent  NARTB  board  meet- 
ing by  Edward  A.  Wheeler,  WEAW  Evanston, 

III. 
NARTB's  standards  of  practice  committee 

will  pick  the  symbols  after  reviewing  ideas 

offered  by  station  personnel.  A  transistor  port- 
able radio  will  be  awarded  the  contest  winner. 

The  association,  desiring  a  radio  counterpart 
of  the  tv  code  seal,  has  been  working  on  the 
symbol  idea  for  some  time.  While  the  radio 
standards  lack  any  penal  device,  it  is  felt  a 
symbol  will  be  effective  in  promoting  the 
standards  and  in  calling  public  attention  to 
individual  station  subscribers. 

Mr.  Meagher  said  the  committee  "is  looking 
for  a  sound  or  sequence  of  sounds  to  precede, 
background  or  follow  a  special  identification 

announcement."  This  would  not  exceed  10 
seconds.  A  visual  symbol  will  be  used  on  letter- 

heads, statements,  advertisements  and  other 
station  material. 

AWARD  SHORTS 

Mrs.  Helen  S.  Duhanicl,  president  of  KOTA- 
TV  Rapid  City,  S.  D.,  received  flag  set  from 
S.D.  State  Dept.  of  American  Legion  for  sta- 

tion's support  of  Legion's  "Back  to  God"  pro- 

gram. 
John  S.  Hayes,  president,  WTOP-AM-FM-TV 
Washington,  received  Navy  Recruiting  Service 

certificate  of  appreciation  for  national  news- 
paper recruiting  ad  prepared  by  WTOP  as  public 

service.  Navy  is  distributing  WTOP  art  na- 
tionally for  use  by  local  firms. 

Careers  Unlimited  for  Women,  public  service 
agency  organized  by  Marjorie  King,  hostess  of 
daily  show  on  KNBC  San  Francisco,  com- 

mended in  resolution  by  city  and  county  board 
of  supervisors. 

Thomas  P.  Finnerty,  graduate  of  St.  Peters 
College,  Jersey  City,  N.  J.;  Harris  R.  Sherline, 
student  at  Los  Angeles  State  College,  and 
Johanna  Kerr  of  U.  of  Maryland  were  winners 
of  major  prizes  consisting  of  $1,000  scholarship. 
Motorola  color-tv  set  and  complete  fall  ward- 

robe in  national  college  brand  retailing  contest 
sponsored  by  Brand  Names  Foundation  Inc. 

Ray  R.  Simpson,  electronic  pioneer  and  founder 
of  Simpson  Electric  Co.  (electronic  instruments), 
Chicago,  honored  by  sales  representatives  of 

firm  with  plaque  for  50  years'  service  in  field. 

AMCI  TYPE  1046 

Channels  7  through  13 

Shown  above  is  the  five-bay 
array  recently  installed  for  Station 
witn  .  Channel  7.  in  Washington, 
North  Carolina.  With  a  gain  of  19.4, 

a  single  6-Vs"  coaxial  transmission 
line  feeder  and  in  conjunction  with 
a  20  kw  transmitter,  the  antenna 
radiates  an  ERP  of  316  kw  AMCI 

Type  I  null  fill-in  assures  proper 
coverage  even  in  close  to  the  tower. 
Write  for  Bulletin  B-105 

ANTENNA   SYSTEMS  -  COMPONENTS 
AIR    NAVIGATION    AIDS  -  INSTRUMENTS 

4Qfc  ALFOR
D 

Manufacturing  Co.,  Inc. ^^W'         299  ATLANTIC  AVE.,  BOSTON.  MASS. 
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AWARDS EDUCATION 

NBC-TV's  Home  cited  with  first  award  ever 
given  network  tv  program  by  American  Baptist 

Convention  for  sensitivity  to  "need  for  an  un- 
derstanding of  human  relations  .  .  .  including 

telling  examples  of  practical  Christianity." 

WCBS-TV  New  York,  which  used  its  local  pro- 

gramming schedule  May  20-26  to  boost  city's 
Police  Athletic  League,  cited  by  PAL  for 

"outstanding  service"  to  league's  efforts  to  pro- 
mote wholesome  recreation  for  boys  and  girls. 

Jack  Webb,  producer-star  of  Dragnet  on  NBC 
Radio  and  NBC-TV  and  syndicated  Badge  13 
series,  cited  by  L.  A.  Board  of  Police  Commis- 

sioners for  "honor  and  prestige"  lent  city's 
Police  Department  in  past  seven  years  program 
has  been  on  radio  and  television. 

Norman  Barry  newscaster,  WMAQ  Chicago, 
presented  award  by  13th  District  of  Order  of 
Ahepa  (Greek  fraternity),  citing  his  morning 

show  as  "Radio  News  Program  of  1955." 

Louis  E.  Caster,  president  of  W  REX-TV  Rock- 
ford,  111.,  received  award  from  Rockford  Com- 

mission on  Human  Relations  for  contributions 

to  local  social  causes,  efforts  on  public  edu- 
cation through  television  and  adoption  of 

group  hospitalization  plans  for  employes  in  his 
various  business  enterprises. 

KDKA  Pittsburgh,  Pa.,  given  citation  of  merit 
by  Muscular  Dystrophy  Assns.  of  America 

for  "distinguished  service"  in  search  to  find 
cure  and  in  giving  comfort  to  muscular  dystro- 

phy patients. 

Bernard  R.  Buck,  program  manager,  WNYC- 
AM-TV  New  York,  awarded  Fulbright  Grant 
for  coming  year  to  study  Radio-Televisione 
Italiana  in  Perugia  and  Rome. 

KMON  Great  Falls,  Mont.,  and  Mel  Hallock, 
moderator  of  Breakfast  at  the  Rainbow,  cited 
by  Mont.  Dept.  of  Veterans  of  Foreign  Wars 
for  cooperation  in  publicizing  VFW  Week  and 
Loyalty  Day. 

WNAC-TV  Boston  received  certificate  of  ap- 
preciation from  American  National  Red  Cross 

for  The  River  of  Life,  special  film  show  about 
blood  donor  program.  Red  Cross  is  distributing 
WNAC-TV  film  nationally. 

Ben  Strouse,  president  of  WWDC  Washington, 
presented  with  Order  of  the  Red  Feather  for 
work  as  publicity  chairman  of  local  1955-56 
Community  Chest  Federation  campaign. 

Nelson  King,  disc  jockey,  WCKY  Cincinnati, 
and  president  of  Country  Music  Disc  Jockeys 
Assn.,  named  Honorary  Ozark  Hillbilly  by 
Mayor  Warren  Turner  of  Springfield,  Mo., 
during  association  convention  there. 

Study  Shows  Commercial  Use 

Of  Educational  Radio  Shows 

A  STUDY  conducted  by  the  National  Assn.  of 
Educational  Broadcasters  indicates  a  substan- 

tial number  of  educational  radio  stations  sup- 
ply commercial  radio  outlets  with  program- 

ming material. 
In  a  bulletin  issued  by  the  NAEB  research 

committee  in  June,  incorporating  the  results 

of  the  study,  the  number  of  stations  and  pro- 
duction centers  reporting  the  use  of  their  pro- 

grams on  commercial  outlets  was  placed  at 
63.  The  study  showed  the  large  majority  of 
programs  sent  out  by  institutions  were  program 
series,  rather  than  single  shows.  Total  number 
of  programs  sent  out  each  week  by  NAEB 
active  members  (operate  radio  stations)  and 

associate  members  (produce  programs)  was  re- 
ported at  more  than  800. 

Active  members  responding  to  the  study, 
consisting  of  55  institutions,  sent  out  21,795 
programs  in  1955  and  associate  members  (24 
institutions)  distributed  7,423  programs  last 

year.  The  study  commented  that  this  "reflects 
considerable  cooperation  by  commercial  sta- 

tions and  indicates  a  considerable  and  increas- 
ing willingness  to  schedule  programs  from 

educational  stations  and  production  centers." 
The  main  method  of  program  distribution 

was  tape  recording,  the  study  showed,  with  the 
cost  of  providing  tape  service  to  commercial 
stations  borne  in  most  instances  by  the  mem- 

bers providing  the  service.  In  general,  spon- 
sorship of  programs  sent  out  by  educational 

institutions  is  prohibited,  except  for  sports 
broadcasts,  the  study  revealed. 

Catholic  Use  of  Radio-Tv 

Analyzed  in  New  Survey 

RESULT  of  a  survey  released  last  week  showed 
that  although  Catholic  broadcasting  in  both 
radio  and  television  is  on  the  increase,  there 

still  remain  "as  yet  unrealized  opportunities  for 
Catholic  broadcasting  on  the  local  level." 

The  survey,  conducted  by  The  Rev.  Timothy 

J.  Flynn,  director  of  radio  and  television  com- 
munications for  the  Archdiocese  of  New  York, 

was  undertaken  to  determine  the  extent  and 

complexion  of  Catholic  broadcasting  in  the 
U.S.  Replies  were  received  from  1,520  am 
radio  stations  out  of  a  total  of  2,647  queried 
and  from  263  tv  stations  of  a  total  437  in  the 

U.S. 
Among  the  conclusions  reached  by  the  sur- 

vey: the  Catholic  Church  has  not  approached 

radio  and  tv  "with  the  same  creativeness  and 
clearly  recognizable  sense  of  purpose  with 

which  it  has  approached  the  Catholic  press"; 
the  greatest  need  in  Catholic  telecasting  is  in 
the  area  of  syndicated  film  programs  .  .  .  and 

at  the  present  time  there  are  "extremely  few" Catholic  films  being  made  for  tv  in  the  U.S.; 
television  station  managers  prefer  network  or 

syndicated  programs  "because  of  the  greater 
proficiency  found  in  these  programs";  in  radio 
the  preference  is  for  local  originations,  al- 

though "the  vast  majority"  of  programs  act- 
ually carried  are  syndicated  ones;  Catholic 

radio  programming  shows  "a  surprising  vital- 
ity in  spite  of  the  spectacular  growth  of 

television." Educational  Center  Plans 

Series  on  World  Problems 

A  $41,000  contract  for  a  new  26-week  series  of 
programs,  to  be  produced  by  the  Chicago 
Council  on  Foreign  Relations  and  WTTW  (TV) 
that  city  and  to  be  financed  and  distributed  by 
the  Educational  Television  &  Radio  Center,  Ann 
Arbor,  Mich.,  has  been  announced. 

The  series,  titled  America  Looks  Abroad,  will 

be  kinescoped  by  the  non-commercial,  educa- 
tional station  in  the  Museum  of  Science  &  In- 
dustry and  made  available  to  over  20  stations 

throughout  the  country.  The  program  will  deal 
with  controversial  world  problems  and  features 

Carter  Davidson,  executive  director  of  the  coun- 

cil. It  will  be  patterned  after  the  council's 
weekly  World  Spotlight  on  WTTW. 

Campaign  Designed  to  Improve 
Presentation  of  Scientists 

NATIONAL  Education  in  Science  Foundation, 
Beverly  Hills,  Calif.,  will  conduct  an  intensive 

campaign  in  radio,  tv  and  movies  to  have  scien- 
tists presented  in  a  more  favorable  light,  it  was 

announced  last  week. 

Theory  behind  the  campaign  is  that  more 
youngsters  will  be  inspired  to  study  science, 
which  eventually  would  end  the  shortage  of 

persons  in  this  field. 

Dr.  Lee  de  Forest,  internationally-known 
scientist  often  referred  to  as  the  "father  of  ra- 

dio." is  honorary  national  chairman  of  the 
board  of  governors  of  the  foundation. 

ETRC  to  Distribute  Series 

A  SERIES  on  juvenile  delinquency  conducted 
by  Sheriff  Joseph  D.  Lohman  of  Cook  County 
(111.)  has  been  selected  for  distribution  by  the 
Educational  Television  &  Radio  Center,  Ann 

Arbor,  Mich.,  under  contracts  signed  in  Chi- 
cago last  week.  The  program,  Searchlights  on 

Delinquency,  is  a  weekly  live  tv  series  on 

WTTW  (TV)  Chicago,  non-commercial,  educa- 
tional station,  and  is  slated  for  national  dis- 

tribution to  all  educational  tv  outlets.  The 

property  is  the  second  produced  by  WTTW  to 
be  earmarked  for  national  ETRC  distribution 

in  the  past  fortnight  (see  foregoing  story). 

EDUCATION  PEOPLE 

Donald  E.  Schein,  associate  producer,  Mohawk- 
Hudson  Council  on  Educational  Television, 

Schenectady,  N.  Y.,  to  executive  producer,  suc- 
ceeding Angela  McDermott,  resigned.  Thomas 

J.  Dolan  Jr.,  account  executive,  WBRE-TV 
Wilkes-Barre,  Pa.,  to  council  as  associate  pro- 
ducer. 

EDUCATION  SHORT 

KSL  Salt  Lake  City  has  presented  two  $100 
awards  to  Miriam  Barker  and  Neil  Willey  of 
U.  of  Utah. 
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LEADERSHIP! 

PROGRAMS  &  PROMOTIONS 

WHDH  FOLLOWS  FANS  OUTDOORS 

HOT  weather  is  no  problem  to  WHDH  Bos- 
ton in  its  campaign  to  promote  listening  to 

portable  radio  and,  of  course,  to  the  station. 
On  the  air,  the  station  is  using  its  campaign 

slogan,  "You  CAN  take  it  with  you,"  via  news, 
weather  and  sports  programs  as  well  as  station 
breaks  and  time  signals.  Also  covered  under 
the  promotion,  supervised  by  Bill  McGrath, 

WHDH's  general  manager,  are  the  beaches  in 
the  station's  area.  Oversized  beach  balls,  dis- 

playing WHDH's  call  letters  and  the  portable 
slogan,  have  been  distributed;  human  billboards 
are  bathing  beauties  who  display  the  informa- 

tion (tatooed  by  the  sun)  on  their  backs;  the 

"WHDH  Request  Wagon"  roams  beach  areas 
to  relay  to  the  station  via  auto  telephone,  beach 

patrons'  music  requests,  and  plastic  encased 
portables  have  been  installed  at  various  swim- 

ming pools  (sets  play  under  water,  too). 

KPOP  PROVES  AUTO  AUDIENCE 

HOPES  were  high  for  increasing  auto  radio 
listenership  to  KPOP  Los  Angeles  with  the 

"lucky  mileage"  promotion  created  by  Mike 
Gold  Agency  [B*T,  June  18]  but  sponsor 

Cromwell  Oil  Co.,  didn't  expect  radio  to  be  so 
potent.  The  agency  says  its  promotion  budget 
called  for  an  expected  100  winners  and  1,000 
gallons  of  free  gasoline  in  its  first  month  on 
the  air  but  response  was  so  great  nearly  a  full 

month's  total  was  used  in  the  first  day.  Lucky 
Mileage  used  the  last  three  digits  on  a  car's 
speedometer  as  qualifying  for  a  free  gas  certif- 

icate, but  rules  had  to  be  immediately  changed 
to  specify  four  digits  to  stabilize  winners  at 
about  ten  a  day.  Gold  Agency  is  licensing 
Lucky  Mileage  in  all  markets  with  Cromwell 
Oil  which  is  considering  expansion  of  the  radio 
campaign  to  San  Francisco,  Oakland,  Calif.; 
Portland,  Ore.,  and  Seattle,  Wash. 

KRPL  CLAIMS  ENDURANCE  RECORD 

NEW  claimant  to  the  disc  jockey  endurance 
record  is  Jerry  Lange  of  KRPL  Moscow,  Idaho, 
who  stayed  at  the  microphone  113  hours,  a 
total  of  four  and  a  half  days,  without  sleep.  Mr. 
Lange,  20,  broadcast  from  a  downtown  store 
window,  where  crowds  required  police  super- 

vision to  prevent  traffic  jamming.  The  station 
calculated  a  listenership  increase  of  37%  dur- 

ing the  marathon,  with  nearly  double  the  number 
of  regular  listeners  on  the  last  night.  The  pre- 

vious record  was  claimed  by  Jack  DeLong  of 
KUDU  Ventura.  Calif.,  with  112  hours. 

SYMBOL  FOR  SAFETY 

MORE  than  30,000  persons  visited 

Seattle's  Woodland  Park  Zoo  in  one  day 

to  welcome  "Elmer,"  the  baby  African 

elephant  obtained  for  the  zoo  by  KING- AM-FM-TV  of  that  city. 

The  animal  was  purchased  and  trans- 

ported to  Seattle  from  British  East  Africa 

with  $4,000  raised  by  KING-AM-FM-TV 
during  a  13-hour  marathon  broadcast 

April  28.  The  animal  was  bought  not 

only  as  an  addition  to  the  zoo  but  also  to 

provide  a  visual  symbol  for  "Elmer  the 
Safety  Elephant"  clubs  being  organized  in 
Seattle  schools.  In  these  clubs,  children 

are  urged  to  learn  six  basic  safety  rules 

and  to  "never  forget"  them,  the  same  as 
"Elmer"  never  forgets  them. 

Providing  entertainment  for  the  ele- 

phant's official  welcome  to  Seattle  were 
KING-TV  performers  Sheriff  Tex  and 
Stan  Boreson  and  KING  disc  jockey  Al 
Cummings. 

STATIONS  GET  GOLF  ANGLES 

STATION  promotion  aids  for  the  Let's 
 Go 

Golfing  film  series  currently  are  stressing  the 

theme  that,  while  sport  is  "sold  at  the  country 

club  level,  it  has  mass  appeal"  at  factories  and 

offices  with  twilight  leagues  and  tournaments. 

In  a  letter  to  stations,  Alfred  D.  LeVine,  U.  S. 

distributor,  suggests  use  of  posters  on  factory 

bulletin  boards,  in  company  cafeterias,  house 

organs,  lounges,  public  links  and  driving  ranges 

as  tie-in  with  Byron  Nelson  golfing  series.  He 

also  urges,  in  addition  to  standard  promotion 

procedures,  use  of  the  "Don't  Be  a  Golf Widow"  theme  as  an  advertising  gimmick,  I 

showing  women  taking  lessons  under  tutelage  i 

of  PGA  professionals.  Also  included  for  pro-  I 

motion  is  booklet.  "Playing  Lessons  from 

Byron  Nelson."  designed  as  a  traffic-getter 
for  sponsors. 

RAB  TELLS  ANOTHER  SUCCESS 

THE  radio  success  story  of  Gland-O-Lac  Co., 

Omaha,  manufacturer  of  poultry  medicine,  has 

been  put  into  a  brochure  by  Radio  Advertising 
Bureau.  Titled  Farm  Radio  Is  Big  Medicine 

for  Gland-O-Lac  Livestock  Remedies,  the 

booklet  contains  a  speech  before  the  National 

Radio  Advertising  Clinic  by  John  H.  Dow, 

vice  president  of  Bozell  &  Jacobs  Inc.,  Omaha, 

Gland-O-Lac's  agency. 

WJXN  MAKES  CIVIC  OFFER 

GETTING  extra  promotion  mileage  from  its 
new  mobile  news  unit  is  WJXN  Jackson.  Miss., 

which  has  put  the  car's  public  address  equip- 
ment at  the  disposal  of  local  fraternal  and 

service  organizations.  The  1956  model  station 

wagon,  equipped  with  two-way  radio  for  spot 
news  coverage,  has  a  fulltime  news  editor  in 

charge  24  hours  a  day.  Call  letters  and  WJXN's 
"Colonel"  trademark  identify  the  vehicle. 

DAILY  'SPORTORAMA'  ON  NBC 

NEW  NBC  Radio  Monday-Friday  series  of 
10-minute  sports  capsules,  Sportorama  with 
Bill  McCord,  premiered  last  Monday  at  5:45- 
5:55  p.m.  EDT. 

ARB  proves  WILK-T V's  Leadership  in 
the  rich  Northeastern  Pennsylvania 
market  area.  WILK-TV  reaches 

207,823  of  the  241,154  TV  sets  in 

its  primary  coverage  area,  better than  86%! 

Here  are  the  facts,  as  reported  in 

ARB's  15-county  regional  survey 
(March  25-31,  1956).  The  figures 
quoted  are  based  on  the  top  time 
period  from  5  P.  M.  to  1 1  P.  M. 

FIRST  PLACE 
QUARTER  HOURS 

WILK-TV ...  71 

Station  "B"    65 

Station  "C"    32 

Station  "D"    1  (tie) 
TOP    audience    at    LOW    cost   per  thousand! 
GET  THE  FACTS! 

1,000,000  WATTS 

Wilkes-Barre 

Scranton 

Call  Avery-Knodel,  Inc. 

i 

338,100  Families 

with  a  net  E.B.I,  of  $1,793,- 

51  8,000,  reside  within 

WHBF's  25,500  sq.  mile 
coverage  area  according 

to  S.  M.  1956  Survey  of 

Buying  Power.  98%  own  if 
k  radios— 80%  have  TV  (TV 
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PERSONALITY  SELLS 

IN  TEXTILE  CAPITAL 

On  "Kitchen  Klatter"  .  .  .  9:35  to  10:00 
A.M.  Cousin  Alma  entertains  the 

housewife.  Alma  is  the  'long  lost  rela- 
tive' type  of  individual.  .  .  .  and  some- 

times a  little  brash  but  very  friendly. 

Do  the  housewives  like  it  ?  ?  ?  You 
bet!  Pulse  10  counties  says  FIRST 
over  ALL  stations.  A  hefty  20%  of 

audience  .  .  .  May  '56. 

5000  WATTS 

RADIO 

7m 

"660  IN  DIXIE  " 

FIRST  IN  GREENVILLE,  S.C. 

Represented  by  RAMBEAU 

The  ONLY  way  you  can  really 

REACH. 

all  of  this  rich 

Central  Texas 

Market  is 

■  ■ 

,  OOMZAUS 

It's  the  long  reach  that  counts! 
Get  over  1 58, 1 26  TV  Homes* 
with  KTBC-TV  and  over 

$782,517,000  E.  B.  I.** 
"May  I.  1956 
""''Whole  or  Partial  Coverage, 
Sales  Management,  1956 

KTBC'S  radio  voice 
REACHES  62  Central  Texas 
counties  .  . .  but  rates  are 
based  on  ONLY  20  counties 

of  Austin's  Trade  Area! 

KTBC 

CHANNEL  7 
CBS  •  NBC  •  ABC 

316  lew  MAX. 

590  kc  RADIO 
CBS 

5,000  watts  (LSI 

AUSTIN,  TEXAS 

Represented  Nationally  by 

P  a  ul  H.  Raymer  Co.,  Inc 

■PROGRAMS  &  PROMOTIONS- 

KMOX  COUNTS  251,038  CARDS 

WHAT  if  Everyone  in  Providence,  R.  I.,  Wrote 
to  You?  is  the  question  asked  in  a  promotion 

piece  published  by  far-removed  KMOX  St. 
Louis  which  says  that  many  people  wrote  the 
station  during  National  Radio  Week  in  May. 
To  a  promise  of  a  radio-a-day  given  away  by 
10  local  personalities,  and  announcements  13 

times  daily  during  Radio  Week,  KMOX  listen- 
ers responded  with  251,038  pieces  of  mail  in 

seven  days.  Mail  came  from  every  county  in 
the  listening  area,  from  43  states,  from  Mexico 
and  Canada,  in  Braille  and  in  Chinese  char- 

acters, the  station  says,  amounting  to  a  card 
mailed  by  someone  every  three  seconds  during 
Radio  Week,  or  one  post  card  mailed  for  every 
14  persons  in  the  basic  service  area. 

ZIV  STUDIES  SUMMER  SALES 

A  SALES  study  released  by  Ziv  Television 

Programs  reveals  that  the  "average"  Ziv  tv 
film  series  in  active  syndication  this  summer 

is  in  184  U.  S.  markets,  is  sold  more  to  spon- 
sors (52%)  than  to  stations  (48%)  and  has  be- 

come part  of  at  least  five  tv  multi-market 
campaigns.  Food  products  constitute  the  larg- 

est single  client  category,  according  to  the 

study,  accounting  for  more  than  20%  of  Ziv's syndicated  tv  film  sales.  Other  strong  sponsor 
categories  were  said  to  be  major  oil  companies, 

brewers,  retailers  and  auto  dealers.  Ziv  Pro- 
grams included  in  the  study:  /  Led  Three  Lives, 

Man  Called  X,  Highway  Patrol,  Science  Fic- 
tion Theatre,  Mr.  District  Attorney  and  Cisco 

Kid. 

WHO  STATIONS  DOCUMENT  TRIP 

CURIOSITY  about  Russia  has  kept  Herb  Plam- 
beck,  farm  director  of  WHO-AM-FM-TV  Des 
Moines,  busy  answering  questions  ever  since  his 
return  from  a  fall  trip  behind  the  Iron  Curtain 
with  the  U.  S.  Farm  Exchange  Group  as  the 
first  U.  S.  farm  broadcaster  to  report  from  the 
U.  S.  S.  R.  Acknowledging  this  interest,  the 

WHO  stations  have  published  a  12-page  book- 
let, Report  on  Russia,  summing  up  Mr.  Plam- 

beck's  aip  reports  in  word  and  picture.  Back 
cover  of  the  book  carries  promotional  copy 

supporting  the  stations'  claim  to  go  "all  the  way 

in  farm  service." 

SUMMER  STAND-INS 

STAFF  SHORTAGES  at  KOTA-AM-TV 
Rapid  City,  S.  D.,  caused  by  summer 
vacations  are  being  met  by  the  use  of 
senior  college  students  with  broadcasting 
backgrounds. 

Taking  care  of  the  shop  duties  of  the 
KOTA-AM-TV  continuity  department  is 
Sonja  Stewart,  an  honor  student  at  the 
University  of  South  Dakota  and  recipient 
of  the  American  Women  in  Radio  and 
Television  scholarship  award  this  year. 

Serving  both  in  the  news  department 
of  KOTA  and  on  its  announcing  staff  is 
Kent  Slocum,  also  from  the  University 

of  South  Dakota  and  who  has  had  ap- 

proximately six  years'  experience  in radio. 

Alden  Wilson,  student  at  the  South 
Dakota  School  of  Mines  and  Technol- 

ogy, is  a  full  time  member  of  KOTA's engineering  staff.  During  the  summer 

he  also  fills  in  for  KOTA's  music  direc- tor. 

BENNETT  MBS  BOW  MONDAY 

PREMIERE  of  the  new  recorded  MBS  Con- 

stance Bennett  Show,  a  Monday-Friday  com- 
ment and  interview  series,  is  scheduled  for 

July  16  at  12:15-12:30  p.m.  EDT. 

COLORFUL  FALL  ON  DUMONT 

WABD  (TV)  New  York  plans  to  emphasize 
color  in  its  fall  programming  and  already  has 
acquired  the  Judge  Roy  Bean  color  series,  it 

has  been  announced  by  Ted  Cott,  vice  presi- 
dent of  DuMont  Broadcasting  Corp.  and  gen- 
eral manager  of  its  owned  and  operated  sta- 

tions. Mr.  Cott  said  DuMont  will  continue  to 

"look  for  superior  shows  with  a  keen  eye 

toward  color  material." 

SULLIVAN  BUILDING  DEDICATED 

DEDICATION  of  the  new  Ed  Sullivan  recrea- 
tion building  at  Camp  Loyalton,  Hunter,  N.  Y., 

was  scheduled  for  yesterday  (Sunday).  The 
camp  was  established  by  various  philanthropic 

organizations  for  New  York's  underprivileged 
children.  Mr.  Sullivan  raised  funds  for  the 
new  building. 

CBS  ATLANTIC  CITY  SCORE 

CBS  News'  Campaign  Cavalcade  serviced  six 
different  radio  news  programs,  totaling  80  min- 

utes of  air  time,  with  spot  news  and  reports  of 
interviews  during  its  five-day  stay  in  Atlantic 

City,  covering  the  recent  48th  annual  Gover- 
nor's Conference.  CBS  newsman  Blair  Clark 

reported  on  CBS  Radio's  News  of  America  on 
June  26,  direct  from  the  network's  affiliate, 
WFPG  Atlantic  City.  The  Campaign  Caval- 

cade is  CBS  News'  special  12-man  roving  re- 
porting team,  which  is  covering  the  1956  elec- 

tion story,  starting  with  last  February's  pri- 
maries and  continuing  through  the  conventions 

and  the  broadcast  report  on  the  national  voting 
on  election  night. 

NEW  OWL  SHOW  ON  WINS 

A  NEW  all-night  celebrity-and-song  radio 
show,  Entertainment  All-Night  is  scheduled  to 
be  launched  tonight  (Monday)  on  WINS  New 
York  (Mon.-Sun.,  11  p.m.-6  a.m.  EDT).  The 
program,  which  is  packaged  by  independent 
radio  producer  Jerry  Warren,  will  be  emceed  by 

Mr.  Warren  and  Doris  Wiss.  Mr.  Warren's  con- 
tract with  WINS  reportedly  calls  for  an  annual 

guarantee,  plus  one-third  interest  in  gross  bill- ings. 

TRICOLORE  TIME  ON  WRCA 

WRCA  New  York  today  (Monday)  launches 
French  Travelcade,  a  week-long  supplement  de- 

signed to  promote  France  as  a  vacationland  in 
the  fall.  Sponsors  of  Travelcade,  include  the 
French  Line,  Air  France,  French  National 

Railways  and  the  French  Government.  Pro- 

grams of  many  of  WRCA's  personalities,  in- 
cluding Kay  Armen,  Johnny  Andrews,  Tex  & 

Jinx,  Pegeen  Fitzgerald  and  Josie  McCarthy, 
will  be  tied  to  French  themes. 

CBS-TV  SCHEDULES  HOCKEY 

CBS-TV  last  week  announced  it  would  present 

a  series  of  10  "at  home"  professional  ice 
hockey  games  from  Jan.  5  through  March  9, 

1957,  featuring  the  New  York  Rangers,  Chi- 
cago Black  Hawks,  and  Boston  Bruins.  The 

games,  originating  from  Madison  Square  Gar- 
den in  New  York,  will  be  seen  Saturdays,  2-4 

p.m.  EST. 
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Icy  Reminders  Offered  By  KYW-AM-TV 
EVERYBODY  talks  about  the  heat,  but 

KYW-AM-TV  Cleveland  is  planning  to  do 
something  about  it.  In  fact,  it  is  the  plan 
of  the  two  Westinghouse  Broadcasting  Co. 
outlets  to  do  more  about  the  atmospheric 
conditions  than  the  weatherman  in  helping 

to  keep  their  listener's  and  viewer's  minds off  the  hot  weather. 

The  overall  plan,  labeled  KYW's  "Kooler" 
campaign,  began,  logically  enough,  on  the 
first  day  of  summer  and  will  continue  until 
autumn.  The  local  press  received  invita- 

tions to  a  kickoff  luncheon  wrapped  around 
cakes  of  ice. 
Some  of  the  promotions  being  used  to 

keep  Clevelanders  cool: 

All  tv  ID's  embrace  the  "Kooler"  theme 
by  presenting  such  scenes  as  skiers,  icebergs 
floating  in  Lake  Erie  with  the  Cleveland 
skyline  in  the  background  and  polar  bears 
bathing  in  a  pool  of  ice  water. 

Tom  Haley's  Morning  Surprise  show  will 
originate  from  beaches,  picnic  grounds, 
amusement  parks,  cruise  ships,  ice  houses, 
to  mention  just  a  few. 

All  tv  and  radio  announcers  will  make 
Bermuda  shorts  their  official  summer  work- 

ing garb  and  some  news  shows  will  be  done 
from  the  sidewalk  in  front  of  the  studios. 
Weather  reports  will  include  temperature 
readings  from  Alaska  and  the  South  Pole. 

Big  Wilson,  host  of  Six  O'Clock  Adven- 

Sound  effects  will  be  used  by  KYW  to 

stress  the  "Kooler"  campaign.  Sounds  like 
the  tinkling  of  ice  in  a  glass,  the  splash 

of  a  diver  hitting  the  water  and  the  break- 
ing of  the  surf  on  a  sandy  beach  will  be 

heard  behind  the  "frosty"  station  breaks. 
Beach  parties,  picnics,  theatre  parties  and 

open  air  pop  concerts  are  being  sponsored. 
The  studios  will  feature  snowed  windows, 

a  real  snowman  in  front  of  the  building. 

titre,  will  do  his  show  nightly  from  inside 
a  giant  refrigerator. 

All  station  breaks  will  stress  the  beat-the- 
heat  attitude  and  both  outlets  will  edi- 

torialize for  more  relaxing  work  clothes 
for  office  workers,  policemen,  etc. 

lemonade  stand,  watering  troughs  and  a 
wintertime  photo  exhibit. 

A  succession  of  Keep  Kool  contests  and 
promotions  will  be  held  throughout  the 
summer.  These  will  include  a  search  for 

the  best  non-alcoholic  drink,  a  Miss  Kooler 
of  Cleveland  contest,  ice  carving  contest, 
man  on  the  street  quizzes  with  winners 
receiving  real  snow  balls  and  watermelon 
eating  contests. 

Searches  are  being  conducted  for  the 
oldest  bathing  suit  with  a  fashion  parade 
of  the  Gay-90  swimming  apparel. 

When  the  weather  is  hottest  Promotion 
Manager  Ed  Wallis  plans  a  special  summer 
beat-the-heat  treat  for  advertisers  and  agen- 

cies. Several  girls  dressed  in  shorts  and 
KYW-AM-TV  caps  and  blouses  will  visit 

the  stations'  clients  and  agencies  with  iced cold  drinks  from  a  KYW  Kooler. 

Rolland  Tooke.  WBC  Cleveland  vice 

president,  told  a  recent  staff  meeting  regard- 

ing the  "Kooler"  campaign  that  "Anyone 
can  complain  about  the  weather,  but  we 

plan  to  do  all  that's  humanly  possible  to 
beat  the  heat  this  summer."  And  that's 
just  what  KYW-AM-TV  is  doing. 

BACHELOR  PROVIDES  SPECTACLE 

A  "lightly  satiric  spoof"  is  the  way  NBC- 
TV  describes  its  upcoming  tv  musical,  "The 
Bachelor,"  which  deals  with  the  love  life  of  a 
"bachelor  advertising  agency  account  execu- 

tive." The  show  will  be  the  July  15  edition  of 
NBC-TV's  The  Sunday  Spectacular.  Writers 
are  Arnie  Rosen  and  Coleman  Jacoby  with  the 
music  and  lyrics  composed  by  Steve  Allen. 
Sponsors  include  Kraft  Foods  Co.,  through  J. 
Walter  Thompson;  Maybelline  Co.,  via  Gordon 

Pop.  75,000  f 

Total  Buying  income 

Represented    by    Devney    &  Co 

Best  &  Co.;  U.  S.  Rubber  Co.,  through  Fletcher 
D.  Richards  Co..  and  National  Savings  &  Loan 
Foundation,  through  McCann-Erickson.  Cast 
includes  Hal  March,  Jayne  Mansfield,  Julie 
Wilson  and  Carol  Haney. 

CBS  RHYMES  FUN,  SUN,  RADIO 

AFFILIATED  stations  of  CBS  Radio  have 

been  mailed  the  network's  summer  promotion 
package,  once  again  stressing  that  "radio's  fun 
.  .  .  everywhere  under  the  sun"  in  this  year's 
campaign.  A  total  of  217  affiliates  was  slated 
to  receive  the  brochure  originated  by  Louis 
Dorfsman,  director  of  advertising  and  sales 
promotion,  with  copy  supervised  by  Murry  Sal- 
berg,  manager  of  program  promotion.  Kit  pro- 

vides ads,  exploitation  suggestions,  on-the-air 
announcements,  special  material  for  disc 
jockeys  and  women  commentators  and  posters 
for  each  station  with  space  for  local  imprint- 

ing. An  added  feature  is  a  suggested  letter  writ- 
ing contest  that  each  station  can  conduct  with 

an  award  of  a  CBS  portable  radio  going  to  the 
winner. 

WHTN-TV 
CHANNEL  13 

IT'S  A  SELLER'S  MARKET, 
but   we   can   give  you 

the  BIGGEST  BUY  yet! 

TIME:  Now,  while  we're  still  new  .  .  . 
with  rates  set  to  offer  low  cost  per  im- 

pression .  .  .  choice  availabilities  are 
still  open. 

PLACE:  Huntington  —  Ashland  —  Charles- 
ton and  Portsmouth  Markets.  The  rich, 

prosperous,  tri-state  area  of  more  than 
1,250,000  population  conservatively  meas- ured from  mail  responses. 

SCENE:  WHTN-TV  with  the  largest  trans- 
mitting antenna  in  the  world  .  .  .316,000 

watts  of  power  for  maximum  effective 
coverage  ...  a  built-in  audience  of  more 
than  200,000  sets  .  .  .  popular  basic  ABC 
network  programs,  outstanding  local  live 
shows  and  top-notch  films. 

ACTION:  Get  on  our  "bandwagon"  and g-r-o-w  with  us!  After  only  one  month  of 
maximum  power,  Channel  13  showed 
36.8%  audience  increase  over  the  first 
audience  report. 

CALL  US:  Huntington,  West  Virginia, 

JAckson  5-7661,  or  our  representatives: 
Edward  Petry  &  Co.,  Inc. 

TV's 

Torey  Southwick  and  his  "second  voice," Ol'  Gus,  spend  4%  hours  a  day  with  KMBC- KFRM  listeners.  These  are  profitable 
hours  for  advertisers  because  Torey 's  New Sounds  in  music  and  conversation  have 
attracted  a  tremendous  following. 

|i,„iilllli  ijj   fill 
III  III  I  U'll  lij 

the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  anew 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  you  in  on  the 
New  Selling-  Sound  of  KMBC-KFRM. 

KMBC  ̂   Kansas  City 

KFRM  fat  the  State  of  Kansas 

0?/n  the  Heart  of  America 
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PROGRAMS  &  PROMOTION' 

Miss  Channel  18 

WHAT  started  out  to  be  just  a  "little 
promotion  to  give  a  pretty  girl  a  crown," 
turned  into  a  beauty  contest  with  over 

150  entrants  vying  for  the  title  of  "Miss 
Channel  18"  of  WGTH-TV  Hartford, 
Conn. 
Top  requirement  for  contestants  was 

that  they  be  18  years  old,  to  correspond 

with  the  station's  channel  number,  with 
the  winner  receiving  many  prizes  from 

local  merchants.  A  panel  of  judges  se- 
lected five  finalists  and  the  public  voted 

for  their  favorite  among  the  five  to  be 
Miss  Channel  18. 

Each  of  the  five  made  filmed  announce- 
ments telling  why  they  would  like  to  win 

for  use  on  the  station.  Ninette  Gion- 
friddo,  the  winner,  did  not  know  that  she 
had  been  selected  until  crowned  during 
an  Armed  Forces  Day  open  house. 

ARMOUR  SHOW  IN  FOR  GOBEL 

ARMOUR  &  Co.,  through  Foote,  Cone  &  Beld- 
ing,  both  Chicago,  and  Pet  Milk  Co.  through 
Gardner  Adv.,  both  St.  Louis,  is  sponsoring 
Encore  Theatre,  series  of  12  filmed  repeats  of 

half-hour  shows,  originally  seen  on  such  MCA 
packages  as  Pepsi-Cola  Playhouse  and  Heinz 
57  Theatre,  as  summer  replacement  for  George 
Gobel  Show  (NBC-TV,  Sat.,  10-10:30  p.m. 
EDT),  effective  July  7. 

SECRETARIAL  SERVICE  BY  WCAU 

DELEGATES  to  the  Advertising  Federation 
of  America  convention  last  month  in  Phila- 

delphia remember  WCAU-AM-FM-TV  there 
as  the  station  that  offered  a  special  communi- 

cation service,  answering  phones  for  conven- 
tioneers. WCAU  staffers  set  up  telephones  at 

a  special  message  center  in  the  convention 
hotel  and  relayed  messages  to  individuals  at 
the  sites  of  sessions  they  were  attending. 
WCAU  hospitality  also  included  a  newscast 
delivered  to  delegates  at  lunch  each  day  of 
the  three-day  meetings. 

KLFY-TV  CHARTS  YEAR'S  GROWTH 
ANNOUNCEMENT  of  a  new  316  kw  trans- 

mitter to  be  completed  late  this  summer 
climaxed  the  first  anniversary  celebration  last 
month  of  KLFY-TV  Lafayette,  La.  The  news 
was  made  public  during  a  birthday  telecast 
which  featured  community  officials  and  a  pic- 

ture story  of  KLFY-TV,  past,  present  and 
future. 

FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 
June  28  through  July  4 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,  w — watts,  mc — megacycles.   D — day.  N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am- Fm  Summary  Through  July  4 

Appls. 
In 

On 
Pend- 

Hear- 

Air Licensed Cps 

ing 
ing 

Am 
2,866 3,023 

235 

289 

123 

Fm 

517 
549 

45 

14 0 

FCC  Commercial  Station  Authorizations 

As  of  May  31,  1956* 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applicants  pending 
Licenses  deleted  in  May 
Cps  deleted  in  May 

*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am-Fm  Summary,"  above,  and  for  tv  stations 
see  "Tv  Summary,"  next  column. 

Am Fm 

Tv 
2.C58 

519 

180 

32 13 

315 

118 
15 112 

3,008 547 

607 
168 2 

125 

273 6 41 

110 
0 92 

144 
7 25 

897 59 
298 

0 2 0 
0 1 1 

Tv  Summary  Through  July  4 

Total  Operating  Stations  in  U.  S.: 
Vhf       Uhf  Total 

Commercial  360  94  4541 
Noncom.  Educational  15  5  203 

Grants  sinco  July  11,  1952: 

(When  FCC  began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational Vhf 

323 

22 

Uhf  Total 

312  635i 

20  422 Applications  filed  since  April  14,  7952: 

(When  FCC  ended  Sept.  28,  1948-April  14,  1952 freeze  on  tv  processing) 

New  Amend 
.  Vhf Uhf Total 

Commercial 

1,001 

337 

784 

554 

1,339s 

Noncom.  Educ. 

61 34 

27 

61* 

Total 

1,062 
337 818 

581 

1,400s 

1 169  cps  (33  vhf,  136  uhf)  have  been  deleted. 
3  One  educational  uhf  has  been  deleted. 
3  One  applicant  did  not  specify  channel. 1  Includes  42  already  granted. 
5  Includes  677  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

Peoria,  111. — WIRL  Television  Co.  granted  vhf 
ch.  8.  ERP:  316  kw  vis.,  158  kw  aur.  Post  office 
address  115  N.  Jefferson  St..  Peoria.  Trans,  and 
ant.  RCA.  Trans,  location  .28  mile  east  of  Grove- 
land.  Ant.  height  above  average  terrain  991  ft., 
above  ground  875  ft.  Legal  counsel  Fisher,  Way- 
land,  Duvall  &  Southmayd,  Washington.  Con- 

sulting engineer  Robert  M.  Silliman.  Principals 
are  Timothy  W.  Swain  and  John  H.  and  Edward 
J.  Altorfer.  Granted  June  27. 

Springfield,  111. — WM AY-TV  Inc.  granted  vhf 
ch.  2.  ERP:  100  kw  vis.,  50  kw  aur.  Post  office 
address  504  E.  Monroe  St.,  Springfield.  Trans. 
DuMont;  ant.  GE.  Trans,  location  U.  S.  Hwy. 
#66.  Ant.  height  above  average  terrain  716  ft., 
above  ground  751  ft.  Legal  counsel  Cohn  & 
Marks,  Washington.  Consulting  engineer  Weldon 
&  Carr.  WMAY  Inc.  is  owned  50%  by  WMAY 
Springfield  and  28.5%  by  Lee  Ruwitch  [WTVJ 
(TV)  Miami,  Fla.].  Granted  June  27. 

Southern  Independent 

SV7.000.00 

Well  established  station  in  fast 

growing  Gulf  Coast  area.  Excel- 

lent coverage.  Can  be  financed  on 
liberal  terms. 

Southern  Network 

suo.ooo.oo 

Fulltime  station  in  prosperous 
southeastern  industrial  section.  Un- 

usually good  assets,  equipment  in 
excellent  condition.  Approximately 
$30,000.  cash  required. 

Negotiations    •    Financing    •  Appraisals 

BLACKBURN  -  HAMILTON  COMPANY 
RADIO-7V-NEWSPAPER  BROKERS 

WASHINGTON,  D.  C. 
James  W.  Blackburn 

Jack  V.  Harvey 
Washington  Bldg. 
Sterling  3-4341-2 

ATLANTA 
Clifford  B.  Marshall 

Healy  Bldg. 
Jackson  5-1576-7 

CHICAGO 

Bay  V.  Hamilton 

Tribune  Tower 
Delaware  7-2755-6 

SAN  FRANCISCO 
William  T.  Stubblefield 

W.  B.  Twining 
111  Sutter  St. 

Exbrook  2-5671-2 

Kalispell,  Mont. — Northwest  Video  Inc.'s  ap- plication seeking  cp  for  new  tv  to  operate  on 
ch.  8  in  Kalispell  dismissed  at  request  of  ap- 

plicant.  Action  June  28. 
Raleigh,  N.  C— Capitol  Bcstg.  Co.  granted  vhf 

ch.  5.  ERP:  100  kw  vis.,  50  kw  aur.  Post  office  ad- 
dress 130  S.  Salisbury  St.,  Raleigh.  Trans.  Du- 
Mont; ant.  RCA.  Trans,  location  1.6  miles  south- 

east of  Auburn.  Ant.  height  above  average 
terrain  1,171  ft.,  above  ground  1,170  ft.  Legal 
counsel  Spearman  &  Roberson,  Washington.  Con- 

sulting engineer  Kear  &  Kennedy.  Capitol  oper- 
ates WRAL  Raleigh.  Granted  June  27. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

KTVK  (TV)  Phoenix,  Ariz. — FCC  granted  pro- 
test and  petition  for  reconsideration  filed  by 

KTVK  to  extent  of  postponing  effective  date  of 
April  25  grant  to  KTAR  Bcstg.  Co.  for  mod.  of 
cp  of  KVAR  (TV)  Mesa,  Ariz.,  to  change  main 
studio  location  to  Phoenix  and  maintain  auxiliary 
studio  in  Mesa,  pending  hearing;  made  KTVK 
party  to  proceeding.  Action  June  27. 
KHSL-TV  Chico,  Calif.— Granted  cp  to  change 

ERP  to  234  kw  vis.,  117  kw  aur.;  change  type 
ant.,  and  make  other  equipment  changes.  Granted 
June  29. 
WAFB-TV  Baton  Rouge,  La.— Granted  mod.  of 

cp  to  change  ERP  to  182  kw  vis.,  97.7  kw  aur.; 
make  changes  in  ant.  system,  and  make  other 
minor  equipment  changes.  Granted  June  29. 
KGVO-TV  Missoula,  Mont. — Application  seek- 

ing cp  for  changes  in  facilities  returned.  (Re 
certain  dates.)   Action  June  26. 
WNYT-TV  Buffalo,  N.  Y.— Application  seeking 

cp  for  change  in  facilities  returned.  (Incom- 
plete.)   Action  June  26. 

American  Bcstg. -Paramount  Theatres  Inc., 
N.  Y.,  N.  Y. — Granted  informal  application  for 
mod.  of  permit  to  supply  tv  programs  broadcast 
in  U.  S.  over  tv  stations  licensed  to  American 
Bcstg.  to  certain  Canadian  tv  stations  (CBET 
(TV)  and  CBMT  (TV)  Montreal,  Quebec,  et  al.) 
for  broadcast  by  these  stations  in  Canada.  Pro- 

gram material  may  be  delivered  via  microwave 
relay  facilities,  operated  by  common  carriers, 
air  or  rail  express.  Authority  is  for  period  be- 

ginning date  of  grant  and  ending  3  a.m.,  EST, 
Feb.  1,  1957.  Granted  June  29. 
WTHT  (TV)  Wilmington,  N.  C— Cp  cancelled 

and  call  letters  deleted.  Action  July  3. 
KBES-TV  Medford,  Ore.— Application  seeking 

mod.  of  cp  for  change  in  facilities  cancelled  at 
request  of  attorney.  Action  June  28. 
WQED   (TV)  Pittsburgh,  Pa.— Granted  cp  to 
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change  ERP  to  138  kw  vis.,  69.2  kw  aur.,  and 
make  other  minor  equipment  changes.  Granted 
June  26. 

CALL  LETTERS  ASSIGNED 

KOLF-TV  Flagstaff,  Ariz. — Flagstaff  Telecasting 
Co.,  ch.  9. 

APPLICATIONS 

KQED  (TV)  Berkeley,  Calif. — Seeks  mod.  of 
cp  to  change  trans,  location  to  Crocker  Estate 
Radio  Center,  San  Bruno  Peak,  Calif.;  change 
aur.  ERP  to  18.6  kw,  and  make  other  equipment 
changes.  Filed  June  28. 
KVIP  (TV)  Redding,  Calif.— Seeks  mod.  of  cp 

to  change  studio  location  to  Pioneer  Dr.,  Red- 
ding; change  ERP  to  12.1  kw  vis.,  6.1  kw  aur.; 

install  new  ant.  system,  and  make  other  equip- 
ment changes.  Filed  July  2. 

WJTV  (TV)  Jackson,  Miss. — Seeks  mod.  of  cp 
to  change  ERP  to  316  kw  vis.,  158  kw  aur.,  and 
make  other  equipment  changes.  Filed  June  28. 
KZTV  (TV)  Reno,  Nev. — Seeks  mod.  of  cp  to 

change  trans,  to  near  peak  of  Slide  Mt.,  near 
Reno;  change  ERP  to  11.53  kw  vis.,  6.05  kw  aur.; 
install  new  ant.  system,  and  make  other  equip- 

ment changes.  Filed  July  3. 

PETITIONS 

KHOL-TV  Kearney,  Neb.;  KHPL-TV  Hayes 
Center,  Neb. — Petitions  FCC  requesting  amend- 

ment of  Sec.  3.606  of  Rules  by  issuance  of  pro- 
posed rule-making  to  allocate  ch.  3  to  Ainsworth, Neb.  Filed  June  29. 

WNAO-TV  Raleigh,  N.  C— Petitions  FCC  re- 
questing amendment  of  Sec.  3.606  (b)  of  Rules 

by  issuance  of  rule-making  so  as  to  delete  ch.  5 
from  Raleigh  and  add  uhf  channel  to  be  selected 
by  Commission  and  reserved  for  educational  use; 
also  to  reassign  ch.  5  to  Rocky  Mount,  N.  C.  Filed 
June  29. 

PETITION  AMENDED 

Palmetto  Radio  Corp.,  Columbia,  S.  C. — 
Amended  petition  requesting  amendment  of  Sec. 
3.606  of  Rules  so  as  to  assign  ch.  5  to  Sandy  Run, 
S.  C,  and  to  substitute  ch.  4  or,  in  alternative, 
ch.  7  for  ch.  5  in  Charleston,  S.  C,  ordering 
WCSC-TV  Charleston  to  show  cause  why  its 
authorization  for  ch.  5  should  not  be  mod.  to 
specify  operation  for  ch.  4,  or,  in  alternative,  ch. 
7.  Amended  June  29. 

New  Am  Stations 

APPLICATIONS 

Irondale,  Ala. — Jefferson  Radio  Co.,  1480  kc,  1 
kw  D.  Post  office  address  Box  1662,  Birmingham, 
Ala.  Estimated  construction  cost  $11,225,  first  year 
operating  cost  $21,500,  revenue  $23,700.  Sole  own- 

er W.  D.  Frink  is  former  50';  owner  of  WFHK 
Pell  City,  Ala.  Filed  July  2. 

Ocala,  Fla.— Marion  County  Bcstg.  Inc.,  1370  kc, 
1  kw  unl.  Post  office  address  %  W.  H.  Martin, 
Box  1222,  Lakeland,  Fla.  Estimated  construction 
cost  $17,000,  first  year  operating  cost  $40,000. 
revenue  $60,000.  Principals  include  Secy.-Treas. 
W.  C.  Berry  (18%);  Vice  Pres.  Ellis  M.  Hutto 
(16%);  Annie  Lou  Martin  (24%);  R.  H.  Gibson 
(24%),  and  Harold  E.  Cullison  (16%).  Filed 
July  3. 
Orlando,  Fla. — Orlando  Radio  &  Television 

Bcstg.  Corp.,  1270  kc,  5  kw  D.  Post  office  address 
1736  Buena  Vista  Ave.,  Ormond  Beach,  Fla. 
Estimated  construction  cost  $29,344.75,  first  year 
operating  cost  $120,000,  revenue  $135,000.  Prin- 

cipals include  Pres.  Emil  J.  Arnold  (50%),  49'; owner  of  WALT  Tampa,  Fla.,  51%  owner  of 
WINN  Inc.  Louisville,  Ky.,  50%  owner  of 
WMFJ  Daytona  Beach,  Fla.;  Vice  Pres.  Robert 
E.  Wasdon  (25%  ),  vice  president  of  WALT,  WINN 
Inc.,  and  WMFJ,  and  Secy.-Treas.  Jack  Siegel 
(25%),  secy,  of  WALT,  WINN  Inc.,  and  WMFJ. 
Filed  June  28. 
Klamath  Falls,  Ore.— Joe  D.  Carroll,  960  kc.  1 

kw  D.  Post  office  address  11  Bunce  Rd.,  Yuba 
City,  Calif.  Estimated  construction  cost  $19,420, 
first  year  operating  cost  $36,000,  revenue  $48,000. 
Mr.  Carroll  is  manager  of  KMYC  Marysville, 
Calif.,  and  former  owner  of  KGFN  Grass  Valley, 
Calif.  Filed  June  28. 
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APPLICATION  RESUBMITTED 

Austin,  Minn. — George  A.  Hormel  III  resub- 
mits application  seeking  cp  for  new  am  to  be 

operated  on  1220  kc,  500  w  D.  Resubmitted  July  2. 

APPLICATION  AMENDED 

Panama  City,  Fla. — Denver  T.  Brannen's  appli- 
cation seeking  cp  for  new  am  to  operate  on  910 

kc,  1  kw  D,  amended  to  change  frequency  to  1290 
kc;  change  power  to  500  w,  and  make  changes  in 
ant.  and  ground  system.  Amended  July  2. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

KMOD  Modesto,  Calif.— FCC  dismissed  protest 
and  petition  for  rehearing  filed  by  KMOD  di- 

rected to  Commission's  April  25  grant  of  applica- tion of  United  Bcstg.  Co.,  to  change  operation  of 
KEEN  San  Jose,  Calif.,  from  1  kw  unl.  to  5  kw 
D,  1  kw  N,  on  1370  kc.  Action  June  27. 
WBEE  Harvey,  111.— Granted  mod.  of  cp  to 

make  changes  in  DA  pattern.  Granted  June  28. 
KSIJ  Gladwater,  Tex. — Granted  permission  to 

sign  off  at  6:30  p.m.,  CST,  during  June  through 
August,  except  when  broadcasting  special  events 
when  station  may  operate  up  to  licensed  sign- 
off  time.  Granted  June  25. 
KITE  San  Antonio,  Tex. — FCC  granted  protest 

by  KITE  to  extent  of  postponing  effective  date 
of  May  2  grant  of  transfer  of  control  of  KTSA- 
AM-FM  San  Antonio  from  O.  R.  Mitchell  Motors 
to  McLendon  Investment  Corp.,  pending  hearing 
on  Sept.  10;  made  KITE  party  to  proceeding  bear- 

ing burden  of  proof;  gave  assignee  until  July  16 
to  return  control  of  licensee  to  assignor.  Action 
June  27. 
WIUS  Christiansted,  V.  I.— Granted  mod.  of  cp 

to  change  ant.  height  to  205  ft.;  change  name  to 
Virgin  Islands  Bcstg.  System  and  make  changes 
in  ant.  system.  Granted  June  25. 

CALL  LETTERS  ASSIGNED 

KAIR  Tucson,  Ariz. — Pima  Bcstg.  Co.,  1490  kc, 
250  w  unl. 
WTWB  Auburndale,  Fla.— R.  E.  Hughes,  1570 

kc,  1  kw  D. 
WCYN  Cynthiana,  Ky. — Cynthiana  Bcstg.  Co., 

1400  kc,  100  w  unl. 
WICO  Salisbury,  Md— Elizabeth  and  W.  Court- 

ney Evans.   Changed  from  WSMD. 
WANB  Waynesburg,  Pa.  —  Commonwealth Broadcasters  Inc.    Changed  from  WBUG. 

APPLICATIONS 

KONI  Phoenix,  Ariz. — Seeks  authority  to  de- 
termine operating  power  by  direct  measurement 

of  ant.  power.  Filed  July  3. 
KPOK  Scottsdale,  Ariz. — Seeks  mod.  of  cp 

(which  authorized  new  am)  to  change  ant. -trans, 
and  studio  location  and  operate  trans,  by  remote 
control  from  studio.   Filed  June  28. 
KJOY  Stockton,  Calif. — Seeks  mod.  of  license 

to  change  name  of  licensee  to  KJOY  Inc.  Filed 
June  28. 
WHBO  Tampa,  Fla. — Seeks  cp  to  increase 

power  from  250  w  to  1  kw.  Filed  July  3. 
WLBA  Gainsville,  Ga. — Seeks  mod.  of  cp  to 

change  power  from  5  kw  to  1  kw  and  change 
from  employing  DA  to  NON-DA.  Filed  July  2. 
KRXK  Rexburg,  Idaho — Seeks  authority  to  de- 

termine operating  power  by  direct  measure- 
ment of  ant.  power.  Filed  July  3. 

WCHB  Inkstcr,  Mich. — Seeks  mod.  of  cp  (which 
authorized  new  am)  to  change  ant. -trans,  loca- tion.  Filed  June  28. 
KWNO  Winona,  Minn. — Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  July  3. 
KATZ  St.  Louis,  Mo. — Seeks  cp  to  increase 

power  from  1  kw  to  5  kw  and  change  from  DA-N 
to  DA-2.  Filed  July  3. 
KILO  Grand  Forks,  N.  D.— Seeks  mod.  of  li- 

cense to  change  hours  of  operation  from  specified 
hours  to  unl.    Filed  July  2. 
KRHD  Duncan,  Okla. — Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  July  3. 
KBND  Bend,  Ore. — Seeks  cp  to  increase  D 

power  1  kw  to  5  kw.  Filed  June  28. 
WFAX  Falls  Church,  Va. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.  Filed  June  28. 
KTIX  Seattle,  Wash.— Seeks  mod.  of  cp  (which 

authorized  new  am)  to  move  ant. -trans,  location 
1.200  ft.  south  of  present  site  and  change  studio 
location  and  remote  control  point  to  105  Bellevue 
North,  Seattle.  Filed  June  28. 
KUAM  Agana,  Guam — Seeks  cp  to  make 

changes  in  ant.  system.   Filed  June  28. 

APPLICATIONS  AMENDED 

KOCS  Ontario.  Calif. — Application  seeking  cp 
to  increase  power  from  250  w  to  1  kw;  change 
hours  of  operation  from  D  to  unl.;  install  DA-1; 
change  ant. -trans,  and  studio  location,  and  make 

The  Killian  Company1  just  made 

it  232  in  a  row.3 

1  Cedar  Rapids  dept.  store. 
3  Years  of  continuous  sponsorship 

of  a  radio  newscast. 
3  On  WMT,  our  favorite  station. 

See  p.  1 
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changes  in  ant.  system,  amended  to  make  changes 
in  DA  pattern.   Amended  July  2. 
KCMJ  Palm  Springs,  Calif. — Application  seeking 

cp  to  change  frequency  from  1340  kc  to  1010  kc; 
change  power  from  250  w  to  1  kw;  install  DA-2, 
amended  to  change  ant.  location  500  ft.  southwest 
of  present  site  and  make  changes  in  ground  sys- 

tem. Amended  July  2. 

New  Fm  Stations  .  .  . 

APPLICATIONS 

Wilmington,  Del. — John  Beauchamp  Reynolds, 
99.5  mc,  20  kw  unl.  Post  office  address  902  Marsh 
Rd.,  Wilmington  3,  Del.  Estimated  construction 
cost  $16,761.  first  year  operating  cost  $11,000. 
revenue  $18,000.  Mr.  Reynolds  holds  automotive 
service  interests.  Filed  July  2. 

Chicago,  111.— Carol  Music  Inc.,  101.9  mc,  17.19 
kw  unl.  Post  office  address  333  N.  Michigan  Ave., 
Chicago  1.  Estimated  construction  cost  $7,700,  first 
year  operating  cost  $14,000,  revenue  $15,000. 
Principals  include  Secy.-Treas.  Marie  L.  Drenthe 
(65%),  Pres.  Carol  J.  Drenthe  (5%),  and  Vice 
Pres.  Laura  Drenthe  Magginas  (30%).  Filed 
July  2. 

Existing  Fm  Stations  . . . 

ACTIONS  BY  FCC 

WNBF-FM  Binghamton,  N.  Y.— Seeks  mod.  of 
cp  (which  authorized  new  fm)  to  change  ERP  to 
4.65  kw;  change  ant.  height  above  average  terrain 
to  952  ft.;  change  studio  location  to  One  Henry 
St.,  Binghamton,  and  make  changes  in  ant.  sys- 

tem. Filed  July  3. 
WMUB  (FM)  Oxford,  Ohio— Granted  cp  to  re- 

place expired  cp  authorized  changes  in  licensed 
station.  Granted  June  26. 
WKNA-FM  Charleston,  W.  Va.— Granted  mod. 

of  license  to  change  studio  location  to  Garfield 
Ave.,  Bownemont,  W.  Va.  Granted  June  29. 

CALL  LETTERS  ASSIGNED 

WOAK  (FM)  Royal  Oak,  Mich.— The  School 
District  of  the  City  of  Royal  Oak,  89.3  mc. 

APPLICATIONS 

WGMS-FM  Washington,  D.  C— Seeks  cp  to 
make  changes  in  licensed  station:  change  ERP 
to  20  kw;  ant.  height  above  average  terrain  to 
435.4  ft.;  trans,  location  to  7/8  mile  northwest  of 
intersection  of  Bells  Mill  Rd.  and  7  Locks  Rd., 
Montgomery  County,  Md.,  and  change  ant.  sys- 

tem.  Filed  July  2. 
WFMT  (FM)  Chicago,  111.— Seeks  cp  to  make 

changes  in  licensed  station:  change  ERP  to  29.5 
kw;  change  ant.  height  above  average  terrain  to 
547  ft.,  and  change  ant.  system.  Filed  July  3. 

PETITION 

WPAC  Patchogue,  L.  I.,  N.  Y.— Petitions  FCC 
requesting  amendment  of  Sec.  3.606  of  Rules  by 
issuance  of  rule-making  to  assign  fm  ch.  282 
(104.3  mc)  to  Patchogue  and  delete  same  from 
New  York  City  area.  Filed  June  29. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

KNAC-TV  Fort  Smith,  Ark.— Granted  involun- 
tary transfer  of  control  to  Solome  Nakdimen,  ad- 

minstratrix  of  estate  of  Hiram  S.  Nakdimen,  de- 
ceased. Granted  June  26. 

WFCR  Fairfax,  Va. — Granted  assignment  of  li- 
cense to  O.  K.  Bcstg.  Corp.  Assignor  will  assign 

license  and  transfer  all  assets  to  assignee  in  ex- 

change for  stock  and  notes  of  assignee.  Granted June  29. 
WCDT  Winchester,  Tenn. — Application  seeking 

assignment  of  license  to  Franklin  County  Radio 
&  Bcstg.  Co.  returned.  (Filed  on  wrong  form.) Action  July  3. 

APPLICATIONS 

KWHN  Fort  Smith,  Ark. — Seeks  involuntary 
transfer  of  control  of  licensee  corporation  from 
Salome  Nakdimen  and  J.  N.  Friedman,  executrix 
and  executor,  respectively,  of  estate  of  H.  S. 
Nakdimen,  deceased,  to  Salome  Nakdimen,  ad- 

ministratrix of  estate  of  Hiram  S.  Nakdimen. 
Filed  July  2. 
KBBA  Benton,  Ark. — Seeks  assignment  of  li- 

cense to  The  Benton  Bcstg.  Service  for  $13,630 
and  assumption  of  $3,370  liabilities.  Principals 
are  equal  owners  C.  Lavelle  Langley,  former 
commercial  manager  at  KVMA  Magnolia,  Ark., 
and  Sam  Preston  Bridges,  former  general  man- 

ager of  KWRW  Guthrie,  Okla.  Filed  June  28. 
KGEN  Madera,  Calif. — Seeks  assignment  of 

cp  to  Glomor  Music  Broadcasters  Inc.  for  $20,000. 
Principals  are  Pres.  Bob  L.  Moran  (38%),  gen- 

eral manager-16%-owner  of  KWLK  Longview, 
Wash.;  Secy.-Treas.  Gloria  L.  Moran  (37%),  wife 
of  Bob  Moran,  and  Vice  Pres.  Donald  L.  Edwards 
(25%),  sales  manager  of  KWLK.  Filed  July  2. 
KJBS  San  Francisco,  Calif. — Seeks  assignment 

of  license  to  KJBS  Broadcasters.  Corporate 
change.  Filed  July  2. 
KCOK  Tulare,  Calif. — Seeks  assignment  of  li- 

cense to  KCOK  Inc.  Corporate  change.  Filed 
July  2. 
WTVT  (TV)  Tampa,  Fla.— Seeks  acquisition  of 

positive  control  of  permitee  corporation  by  WKY 
Radiophone  Co.  through  purchase  of  100%  of 
outstanding  stock  from  W.  Walter  Tison,  T.  J, 
Bell,  H.  H.  Baskin,  B.  G.  Brumby,  L.  Maxcy,  et  al. 
Purchase  price  is  $3.5  million.  Radiophone  Co.  is 
licensee  of  WKY-AM-TV  Oklahoma  City,  Okla., 
and  WSFA-AM-TV  Montgomery,  Ala.  Oklahoma 
Pub.  Co.  holds  99.6%  interest.  Filed  July  3. 
WGAU-AM-FM  Athens,  Ga. — Seek  assignment 

of  license  to  Clarke  Bctsg.  Corp.  for  $105,000. 
Principals  are  equal  owners  R.  Randolph  Holder, 
former  news  director  at  WRFC  Athens,  and 
John  T.  Lloyd,  former  manager  of  WRFC.  Filed 
June  28. 
WFIE  (TV)  Evansville,  Ind. — Seeks  acquisition 

of  positive  control  of  permitee  corporation  by 
WAVE  Inc.  through  purchase  of  100%  of  out- 

standing stock  from  Grand  CaTlton  Corp.,  et  al. 
Grand  Carlton  controls  station's  licensee,  Prem- ier Television  Inc.,  through  ownership  of  96.6% 
of  stock.  Purchase  price  is  $586,937.  WAVE  Inc. 
owns  WAVE-AM-TV  Louisville,  Ky.  Principal 
stockholder  is  Pres.  George  W.  Norton  Jr. 
(98.4%).  Filed  June  28. 
KCOG  Centerville,  Iowa;  KFAD  Fairfield,  Iowa 

— Seek  acquisition  of  control  of  licensee  corpo- 
ration by  Jeanette  Burch  through  transfer  of 

50.9%  from  S.  A.  Chesley  for  cancellation  of 
$6,000  in  liabilities.  Jeanette  Burch  will  now 
hold  77%.  Filed  June  28. 
WDBQ-AM-FM  Dubuque,  Iowa— Seek  transfer 

of  control  of  licensee  corporation  to  John  J. 
and  Thomas  B.  Roshek,  present  minority  stock- 

holders. The  Roshek  brothers  are  buying  330 
shares  from  licensee's  president,  Charles  T.  Lan- don.  The  Roshek  brothers  now  will  hold  50%. 
Purchase  price  is  $57,750.  Filed  June  28. 
KSLA-TV  Shreveport,  La. — Seeks  assignment 

of  cp  to  Henry  E.  Linam,  Ben  Beckham  Jr.  and 
Carter  Henderson,  d/b  as  Shreveport  Television 
Co.,  and  Mrs.  E.  B.  George.  Don  George,  man- 

aging partner,  died  June  5.  This  is  involuntary 
transfer  of  his  43%  interest  to  his  executrix,  Mrs. 
Eugenia  Booth  George.  Filed  July  2. 
WHAM,  WHFM  (FM)  Rochester,  N.  Y.— Seeks 

assignment  of  license  to  Riggs  &  Greene  Bcstg. 
Corp.  for  $500,000.  Riggs  &  Greene  Bcstg.  Corp. 
is  wholly  owned  by  Riggs  &  Greene  Inc.  (John  S. 
Riggs  [50%],  and  F.  Robert  Greene  [50%]).  Riggs 
&  Greene  Inc.  is  licensee  of  KVOR  Colorado 
Springs,  Colo.  Mr.  Riggs  is  28%  owner  of  WELM 
Elmira,   N.   Y.,   50%    owner   of  WAIR-AM-FM 
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Winston-Salem,  N.  C,  and  16.6%  owner  of  Tele- 
vision Assoc.  of  Elmira  Inc.,  applicant  for  ch.  9 

in  Elmira,  N.  Y.  F.  Robert  Greene  is  owner  of 
F.  R.  Greene  Adv.  Agency,  Buffalo,  N.  Y.,  and  is 
50%  owner  of  WAIR-AM-FM.  Application  is 
contingent  upon  Commission's  grant  of  transfer of  WHAM-AM-TV,  WHFM  (FM)  to  Transcon- 
tinent  Television  Corp.  from  General  Dynamics. 
Filed  July  2. 
WWHG-AM-FM  Horncll,  N.  Y.— Seek  assign- 

ment of  license  to  Ra-Tel  Broadcasters  Inc.  for 
$50,000.  Principals  are  equal  owners  Frederic  D. 
Schottland,  Alma  E.  Schottland,  Alfred  Dresner, 
and  Saul  Dresner.  Filed  June  28. 
WDAW  Barnwell,  S.  C. — Seeks  assignment  of 

cp  and  license  to  Radio  WBAW  Inc.  for  $45,000. 
Principals  are  Pres.  J.  A.  Gallimore  (30%),  Vice 
Pres.  Virginia  F.  Gallimore  (30%),  and  Secy.- 
Treas.  Joseph  B.  Wilder  (40%).  Filed  June  28. 
KEYE  Perryton,  Tex.— Seeks  transfer  of  32% 

interest  in  licensee  corporation  from  Francis  B. 
Sumpter  to  Virby  Conley  for  $20,000.  Filed  July  2. 

Hearing  Cases 

FINAL  DECISIONS 

KFMB  San  Diego,  Calif. — FCC  made  effective 
immediately  an  initial  decision  and  granted  ap- 

plication for  change  in  operation  of  KFMB  from 
DA-D  to  DA-N.  Action  June  27. 
Peoria,  111.— FCC  granted  application  of  WIRL 

Television  Co.  for  new  tv  to  operate  on  ch.  8  in 
Peoria,  engineering  conditions  and  subject  to 
condition  that  Commission  may,  without  further 
proceedings,  substitute  for  ch.  8  such  channel  as 
may  be  assigned  to  Peoria  instead  of  ch.  8  in 
rule-making  proceedings  now  pending,  and  sub- 

ject to  further  conditions  that  no  construction 
shall  be  commenced  under  permit  here  granted 
until  further  order  of  FCC  to  be  issued  subse- 

quent to  conclusion  of  Docket  11749  hy  Commis- 
sion and  specification  by  FCC  of  either  ch.  8  or 

such  other  channel  as  may  be  substituted  for  it 
in  Docket  11749  as  channel  on  which  WIRL  Tele- 

vision Co.  shall  operate;  and  denied  competing 
application  of  WMBD  Inc.  Action  June  29 

Springfield,  111. — FCC  granted  application  of 
WMAY-TV  Inc.  for  new  tv  to  operate  on  ch.  2 
in  Springfield,  subject  to  condition  that  Com- 

mission may,  without  further  proceedings,  sub- stitute for  ch.  2  such  other  channel  as  may  be 
assigned  to  Springfield  instead  of  ch.  2  in  rule- 

making proceedings  now  pending,  and  subject  to 
further  condition  that  no  construction  shall  be 
commenced  under  permit  granted  until  further 
order  of  the  Commission  be  issued  subsequent 
to  conclusion  of  Docket  11747  by  the  Commission 
and  specification  by  FCC  of  either  ch.  2  or  such 
other  channel  as  may  be  subsistuted  for  it  in 
Docket  11747  as  channel  on  which  WMAY-TV 
shall  operate;  and  denied  competing  application 
of  Sangamon  Valley  Corp.  Action  June  27. 
Raleigh,  N.  C. — FCC  granted  application  of 

Capitol  Bcstg.  Co.  for  new  tv  to  operate  on  ch.  5 
in  Raleigh,  engineering  conditions,  and  denied 
competing  application  of  WPTF  Radio  Co.  By 
separate  order  on  same  date,  Commission  denied 
petition  of  WPTF  Radio  Co.  for  issuance  of  initial 
decision  in  this  proceeding.  Action  June  29. 

INITIAL  DECISIONS 

Pittsburgh,  Pa. — Hearing  Examiner  Hugh  B. 
Hutchison  issued  initial  decision  looking  toward 
(1)  affirming  Commission's  July  22,  1955  grant  to WWSW  Inc.,  for  new  tv  to  operate  on  ch.  11  in 
Pittsburgh,  and  (2)  granting  mod.  of  cp  to  in- 

crease ERP  to  316  kw  vis.,  150  kw  aur.,  and  ant. 
height  to  1,000  ft.,  change  studio  location,  and 
make  other  changes.  Action  July  3. 
Deadwood,  S.  D. — Hearing  Examiner  Herbert 

Sharfman  issued  initial  decision  looking  toward 
grant  of  application  of  The  Heart  of  the  Black 
Hills  Stations  for  new  tv  to  operate  on  ch.  5  in 
Deadwood.   Action  June  28. 

Routine  Roundup  .  .  . 

June  28  Applications 
ACCEPTED  FOR  FILING 

Modification  of  Cp 

KGAC  St.  Peter,  Minn. — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of 
completion  date. 
WEHH  Elmira  Heights,  N.  Y. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
KNAK  Salt  Lake  City,  Utah — Seeks  mod.  of  cp 

(which  authorized  increase  in  D  power)  for  ex- tension of  completion  date. 
WRAK-FM  Williamsport,  Pa. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WNYT-TV  Buffalo,  N.  Y.— Seeks  mod.  of  cp 

for  extension  of  completion  date  to  Jan.  23,  1957. 
WOCN  (TV)  Atlantic  City,  N.  J.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WNYC-TV  New  York,  N.  Y.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WQXN-TV  Cincinnati,  Ohio — Seeks  mod.  of  cp 

for  extension  of  completion  date  to  Jan.  16,  1957. 
WERE-TV  Cleveland,  Ohio — Seeks  mod.  of  cp 

for  extension  of  completion  date  to  Jan.  16,  1957. 
KTVQ  (TV)  Oklahoma  City,  Okla. — Seeks  mod. of  cp  for  extension  of  completion  date. 
KSPG  (TV)  Tulsa,  Okla.— Seeks  mod.  of  cp  for 

extension  of  completion  date  to  Jan.  16,  1957. 
(Continues  on  page  104) 
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PROFESSIONAL CARDS 

JANSKY  &  BAILEY  INC. 
utecutive  Offices 
1735  De  Sales  St.,  N.  W.  ME.  8-5411 
)fflces  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.         ADams  4-2414 

Member  AFCCE  * 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

NTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

>.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE" 

:rank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE* 

KEAR  &  KENNEDY 

302  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

ONSULTING  ENGINEER  AM-FM-TV 

4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1.7545 

G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  S,  D.  C. REpublic  7-3984 
Member 

AFCCE * 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montdair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckner  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Adams  4-6393 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 

'.  O.  Box  7037  Kansas  City,  Mo. Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For   Free  Catalog,  specify  course. 

COLLECTORS-ADJUSTORS 
For  the  Industry 

Collections  Coast   to  Coast 
TV — Radio — Film  and  Media 

Accounts  Receivable 
No   Collection — No  Commissions 
STANDARD  ACTUARIAL  WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 

Broadcasting 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

710  14th  St.,  N.  W.  Executive  3-5670 Washington  5,  D.  C. 
303  White  Henry  Stuart  Bldg. 

Mutual  3280  Seattle  1,  Washington 

Member  AFCCE* 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE* 

RALPH  J.  BITZER,  Consulting  Engineer Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 
Garfield  1-4954 

"For  Reiu/fi  in  Broadcast  Engineering" 
AM-FM-TV 

Allocations    •  Applications 
Petitions    •     Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 
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CLASSIFIED  ADVERTISEMENTS 

Payable  m  advance.   Checks  and  money  orders  only. 

Deadline:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 

Situations  Wanted  20^  per  word — $2.00  minimum  •  Help  Wanted  25*  per  word  
$2.00  minimum. 

All  other  classifications  30*  per  word — $4.00  minimum  •  Display  ads  $15.00  per  inch 
No  charge  for  blind  box  number.   Send  box  replies  to 

Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 
Applicants  :  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- 

ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO RADIO 

Help  Wanted Help  Wanted— (Cont'd) 

Managerial Salesmen 

We  have  an  outstanding  opportunity  and  situation 
to  offer  a  capable  sales  manager,  or  assistant,  who 
is  also  a  hard  hitting  salesman.  We  are  second 
to  none  in  the  Detroit  area.  Box  944G,  B«T. 

Sales  manager — five  figure  earnings  and  excep- 
tional future  for  a  "front-line"  sales  manager (who  can  sell,  hire  and  inspire)  with  major  in 

New  England.  Write  full  please.  Box  945G,  B«T. 

Wanted:  Manager.  No  hunting,  fishing.  Just 
money.  Write  business,  make  money.  Top  sec- 

ondary market  northwest  indie  demands  manager 
with  promotion  ideas,  selling  ability.  No  execu- 

tives wanted.  Replies  confidential.  Box  125A,  B»T. 

Assistant  manager-program  director.  Top  Hooper 
station  Capital  City — Jackson,  Mississippi.  Race 
programming.  Executive  position  open  immedi- 

ately for  ambitious,  imaginative,  intelligent  young 
man  24-32  who  wants  to  move  up  to  manager 
with  rapidly  expanding  organization.  No  clock- watchers. Best  salaries  in  state.  Southerner 
preferred.  Send  complete  resume,  photo,  and 
references  first  letter  or  application  will  not  be 
considered.  John  McLendon,  WOKJ,  Box  2667, 
Jackson,  Miss. 

Salesmen 

Immediate  opening  radio  salesman  in  5000  watt 
San  Joaquin  Valley  independent.  $380  guaran- 

tee. Commission.  Send  photo,  sales,  and  radio 
experience  first  letter.  KCHJ,  P.O.  Box  262,  De- 

lano, California. 

Wanted — reliable  live  wire  .experienced,  aggres- 
sive radio  salesman,  good  future  for  right  man. 

KCMC-Radio,  Texarkana,  Tex.-Ark. 

Very  good  opportunity  and  plan  for  steady,  solid 
salesman  with  limited  announcing.  Adequate 
guarantee.  KHBG,  Okmulgee,  Okla. 

Opening  sales  department  for  trainee.  Three 
experienced  men  to  aid  you  in  making  money, 
KMON,  5000  watts  Mutual-ABC  and  Intermoun- 
tain  Network  affiliations.  Livable  salary  and  com- 

mission if  interested  in  fishing-hunting  and  hard 
work  between  times.  Write  full  resume,  refer- 

ences and  picture. 

Announcer  salesman  with  sufficient  ability  to 
take  over  managers  position  within  six  months. 
Send  audition  tape  to:  Skyline  Network,  Box 
362,  Tupelo,  Mississippi. 

If  you're  a  local  radio  salesman  who  is  currently making  good  money  but  who  would  like  to  move 
to  bountiful  California  .  .  .  here  is  your  oppor- 

tunity to  make  the  break  with  little  or  no  loss 
in  immediate  revenue,  and  with  excellent  op- 

portunity for  top  earnings  and  advancement. 
Radio  KJOY  in  Stockton  and  Radio  KWIP  in 
Merced,  the  two  happiest  independent  stations  in 
Central  California,  will  pay  you  any  guarantee 
that  you  can  show  you  are  worth,  and  will  defi- 

nitely improve  your  position  no  matter  how  well 
you  are  doing  at  present.  Here's  the  chance 
you've  been  dreaming  about  to  get  to  California on  your  own  terms.  Apply  to  Joseph  Gamble, 
Radio  KWIP,  Hotel  Tioga,  Merced.  Please  give 
complete  details  and  include  photo.  Replies  will 
be  held  in  strictest  confidence. 

Wanted,  salesman  with  executive  ability  to  sell 
top  station  in  growing  market.  Right  man  will  be 
trained  as  station  manager.  Will  guarantee  a 
sufficient  draw  until  your  15%  commissions  put 
you  over  the  hump.  Call  or  write  WIRO,  Ironton, 
Ohio. 

Sales  opportunity  with  aggressive  daytimer  in  two 
station  city  of  125,000.  Good  guarantee  and  in- 

centive. WRRR,  Rockford,  Illinois. 

Single  station  market,  beautiful  New  England 
coast  town  of  22,000.  Some  experience — good  op- 

portunity for  young  man  in  growing  community. 
Send  resume,  picture,  tape.  Ted  Estabreth,  238 
East  61st  Street,  New  York. 

Announcers 

Negro  rock  and  roll  announcer  wanted  at  once. 
Send  audition  tape,  disc,  all  information  about 
self  first  letter.  Box  958G,  B-T. 

Minnesota  station  needs  news  director.  $90  week. 
Opportunity  earn  more.  Must  be  good  announcer. 
Able  to  type.   Box  108A,  B-T. 

Mature,  experienced,  responsible  staff  announcer 
needed  by  kilowatt  independent  daytimer  near 
Chicago  with  highly  commercial,  local-interest 
programming.  This  is  a  staff  job;  not  a  person- 

ality DJ  opening.  Requires  constant,  diligent  ap- 
plication from  good  radio  man  already  experi- 

enced in  broadcasting  techniques.  Farm  knowl- 
edge or  broadcast  experience  helpful.  Good  in- 

terview approach  incalcuable.  Progressive  radio 
management.   Write  Box  124A,  B«T. 

LOOKING  FOR  AN  OPPORTUNITY? 

EXECUTIVE  &  STAFF  LEVELS 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

It's  simple  prudence  to  place  your 
future  in  the  hands  of  an  organiza- 

tion exclusively  dedicated  to  the 
broadcast  industry. 

This  is  a  specialized  professional 
service  that  taps  wide  resources, 
headed  by  a  man  of  long  experience 
in  TV-Radio  .  .  .  Howard  S.  Frazier. 

WE  ARE  ALWAYS  SEEKING 

WELL  QUALIFIED  PLACE- 
MENT CLIENTS  OF  GOOD 

CHARACTER  FOR  ALL  EX- 

ECUTIVE &  STAFF  POSI- 

TIONS WITH  RADIO  AND 

TV  STATIONS 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE,  INC. 

333  Trans-Lux  Bldg. 724  Fourteenth  Sl,  N.W. Washington  5,  D.  C. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Announcer,  1st  class  license  for  progressive  Vir- 
ginia kilowatt  independent.  Ideal  working  condi- 
tions, good  salary  for  experience.  Complete  in- 

formation first  letter.  Box  140A,  B»T. 

Wanted:  Experienced  announcer.  Combo  experi- 
ence helpful  but  not  necessary.  Salary  open. 

Network  affiliate,  south  Texas.  Box  141A,  B«T. 
Experienced  combo  with  first.  Excellent  working 
conditions.  Forty  hour  week,  $100.  Reply  Box 
142A,  B«T. 
Want  serious  young  man  with  at  least  three 
months  experience.  $225.00  month  start  with  good 
raises  after  three  and  six  months.  Contact  Tom 
Deck,  KBRZ  Freeport,  Texas,  on  Gulf  Coast 
excellent  beaches,  fishing,  water  sports. 

Wanted — good  reliable  experienced  announcer, 
250  watt  ABC  affiliate.  Good  permanent  position 
to  right  man  with  good  references.  Send  tape 
and  backgrounl.  KCMC-Radio,  Texarkana,  Tex.- Ark. 

Combo  man,  first  phone,  night  shift.  No  engineer- 
ing, salary  no  object  for  right  man.  Send  tape 

and  resume  to  Fred  Epstein,  KSTT,  Davenport, Iowa. 

Play-by-play  sports  announcer  to  double  as  staff 
man.  Experience  required.  Send  resume  and 
tape  to  Fred  Finlay,  KVBC,  Farmington,  N.  M. 

Announcer-news  writer  needed  shortly.  Journal- 
istic background  desirable  but  experience  in 

radio  news  work  plus  good  delivery  acceptable 
as  substitute.  Please  send  tape,  resume  and 
photograph.  Permanent  job  for  right  man.  Reply 
to  L.  T.  Pitmam,  WCSH,  Portland,  Maine. 

Wanted:  Settled  announcer  holding  first  class 
license  permanent  position  with  benefits.  Send 
tape  and  full  particulars,  WEED,  Rocky  Mount, 
North  Carolina. 

Immediate  opening  at  kilowatt  daytimer  in 
eastern  Pennsylvania  for  experienced  staff  an- 

nouncer with  possibilities  for  advancement  to 
assistant  manager,  near  future.  Station  is  one  of 
growing  chain.  40  hour  week  with  overtime  pay 
talent  fees.  Paid  vacations.  Applicants  must  have 
car.  Reply  by  phone  immediately  or  send 
complete  resume,  tape,  and  photo  to  manager, 
WLSH,  Lansford,  Pa. 

Top  rated  kilowatt  independent  needs  staff  man 
to  replace  announcer  entering  college.  Complete 
resume  and  tapes  received  by  WMIX,  Mt. 
Vernon,  Illinois. 

Immediate  opening  at  progressive  1  kw  inde- 
pendent for  experienced  announcer.  Station  ex- 
panding present  staff.  Need  announcer  with  good 

air  voice  and  potential  for  advancement  in  pro- 
duction and  programming.  Prefer  current  mid- westerner.  Send  complete  resume  and  tape  to 

station  WOKZ,  Alton,  Illinois. 

Personality  announcer — immediate  opening  for 
top-flight  announcer  who  has  proven  record  as 
successful  DJ  as  well  as  all-around  staff  abilities. 
Possibilities  for  some  on-camera  work  in  tv.  Send 
complete  information  background,  experience, 
past  and  expected  earnings,  tape  and  photo, 
WSAV,  Savannah,  Georgia. 

Announcer  with  first  class  license  for  new  news 
music  station.  WSHE,  Sheboyan,  Wisconsin. 

Announcer  1st  class  engineer,  with  emphasis  on 
announcing,  excellent  opportunity  for  advance- ment. Send  audition  tape  to:  Skyline  Network, 
Box  362,  Tupelo,  Mississippi. 

Have  room  for  two  announcer-engineers  as  per- 
manent staff  members,  newspaper  owned  radio 

station  in  northern  Indiana  lake  area.  Financially 
sound,  pleasant  living  and  working  conditions. 
Phone  collect  day  or  night,  person  to  person. 
William  Mollenhour,  Manager,  WRSW,  Warsaw, Indiana. 

Technical 

Engineer,  with  first  class  phone  for  50  kw  radio 
and/or  maximum  power  VHF  with  color.  Contact 
Box  874G,  B«T. 

First  class  chief  engineer:  Maintenance  and  im- 
provement .  .  .  first  requirement.  Mobile  and 

stationary  remote  work  mandatory.  Air  work 
fine  but  secondary.  Salary  above  average.  Box 

888G,  B«T. 
Chief  engineer  with  directional  array  experience 
for  5  kw  fulltime  Houston,  Texas  independent. 
Very  few  hours  required  on  board.  Mostly 
studio  and  transmitter  maintenance.  Good  start- 

ing salary,  hospitalization,  Christmas  bonus  and merit  raises.  Full  details  first  letter.  Box  969G, 

B-T. 
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Help  Wanted— (Cont'd)  Help  Wanted— (Cont'd) 
Technical 

Engineer-announcers,  one  with  first  ticket.  En- 
ergetic, ambitious  married  men  250  watt  small 

Arkansas  market.   Box  133A,  B«T. 

Engineer,  experienced,  for  network  5  kw.  No 
announcing.  $2.56  per  hour,  minimum  of  32 
hours  weekly.  Contact  Chief  Engineer,  WABB, 
Mobile,  Alabama. 

Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

First  class  engineer-announcer  capable  of  main- 
tenance. Can  be  local  newsman  if  qualified. 

Contact  Manager,  WDLC,  Port  Jervis,  New  York. 
Phone:  3-2293. 

August  15th  opening  for  1st  class  ticket  with  some 
announcing.  Beautiful  central  Florida  location. 
Contact,  with  all  details,  Bill  Hess,  Radio  Station 
WLCO,  Box  1505,  Eustis,  Florida. 

First  class  immediately,  no  maintenance.  WWBG, 
Call  Howard  R.  Ward,  Bowling  Green,  Ohio, 
collect. 

Programming-Production,  Others 

Newsman  for  independent  station  in  east.  Must 
be  interested  in  nothing  but  news.  Good  voice. 
This  is  a  tough  job  but  pays  well.  Box  112A, 
B-T. 

Newsman:  Fulltime  to  gather,  edit,  and  air  news- 
casts. Also  adlib  remote  news.  Above  average 

starting  salarry,  with  advancement.  Bob  Jenkins, 
Station  Manager,  KGFW,  Kearney. 

Program  manager — must  be  all  around  man  capa- 
ble of  directing  and  doing  all  phases  of  program- 

ming. Salary  open.  Write  Bill  Vogel,  KLOV, 
Loveland,  Colorado. 

Local  newsman.  Must  have  know-how  and  will- 
ing to  work.  Capable  of  building  a  top  one-man 

department.  Send  tape,  resume  and  salary  re- 
quirements to  KWOW,  Pomona,  California. 

Programming-Production,  Others 

Radio-tv  writer.  Idea  man.  Capable  of  turning 
out  good  creative  copy  in  quantity.  If  you're 
capable  of  responsibility,  you'll  be  given  it.  Send complete  information,  lots  of  samples  to  Frank  C. 
Mclntyre,  KLIX  is  klickin'.  Twin  Falls,  Idaho. 

Situations  Wanted 

Managerial 

Manager — strong  on  sales,  good  programming, 
efficient  operation.  Mature  man  of  long  experi- 

ence. Good  character  amd  references.  Prefer 
salary  and  percentage.  Box  927G,  B»T. 

Experienced,  marture  manager  can  improve  your 
profit  and  business  situation.  Many  proven  sale- 

able ideas.  Hard  worker.  Mature  family  man. 
Box  947G,  B«T. 

Tv-radio  manager,  sales  manager,  coordinator 
desires  change.  Over  15  years  outstanding  record 
mature  management,  sales,  employee  and  public 
relations.  Top  references  including  networks, 
representatives  and  film  companies  available. 
West  Coast  preferred.  Box  138A,  B-T. 

After  8'ri  years  tv-radio-agency  experience,  I'm 
ready  to  move  up.  Thorough  working  back- 

ground tv  copy,  production,  traffic,  sales,  sales 
promotion,  programming.  Currently  employed 
executive  position  west  coast.  If  you're  looking for  a  hard  working,  dependable,  30  year  old  bach- 

elor with  enthusiasm  for  his  work,  write  Box 
139A,  B-T. 

Station  sold  (not  sacrificed)  see  B-T  June  25.  33 
years  old,  have  worked  in  every  department  of 
station,  capable  on  the  air  as  well  as  in  front 
office.  Prefer  south.  Burl  Womack,  WGAU, 
Athens,  Georgia. 

Salesmen 

Qualified  salesman.  Also  have  1st  license.  Some 
announcing.  Excellent  references.  Box  121A,  B-T. 

Announcers 

Top  morning  man— deejay — employed — wishes  to 
relocate.   Veteran — family.   Box  959G,  B»T. 

Situations  Wanted — (Cont'd) 
Announcers 

Experienced  announcer,  versatile  DJ,  smooth 
commercial  delivery.  Immediately  available. 
Tape.  Box  982G,  B«T. 

Commercial  DJ,  staff,  some  experience,  strong 
in  news,  sports,  board,  excellent  references, 
tape,  will  travel.  Box  983G.  B-T. 

Outstanding  sports  announcer,  excellent  play-by- 
play baseball,  basketball,  football.  No  further 

advancement  possible  with  present  station.  Good 
sports  and  special  events  interviews.  Employer 
will  give  reference.  Box  988G,  B»T. 

Tune  on  a  top-notch  announcer  and  DJ.  Avail- 
able after  August  25.  College  degree  in  radio 

with  experience.  Warm,  friendly  personality. 
Vet,  married.  Box  103A,  B>T. 

Announcer  9  years  experience,  available.  Tape 
and  resume  on  request.  Prefer  Georgia,  Florida 
or  Carolinas.  Box  107A,  B«T. 

Versatile  announcer,  DJ,  available  July  8 — uni- 
versity degree  (music)  strong  commercials,  news 

— good  appearance — -veteran,  26,  prefer  northeast 
—car.   Box  110A,  B«T. 

Announcing  school  graduate,  with  some  training 
as  actor,  seeks  employment  as  announcer,  23, 
single.  Tape,  resume,  photo.  Box  111A,  B»T. 

Experienced  disc  jockey.  Experienced  in  all 
phases  of  broadcasting.  Presently  employed  with 
top  independent  radio  station.  Box  115A,  B«T. 

Recent  broadcasting  school  graduate,  good  DJ, 
news,  sports,  board,  tape.   Box  116A,  B»T. 

Wanted:  Staff  announcer  for  independent  news 
and  music  station.  Position  open  July  22.  Send 
photo,  experienced,  draft  status.  Box  130A,  B-T. 

Experienced  sportscaster  desires  change.  Exciting 
play-by-play  man.  Handle  news,  discs.  Presently 
employed  program  director,  27,  family  perma- nent. Box  133A,  B«T. 

(Continued  on  next  page) 

RADIO-TELEVISION 

HELP  WANTED 

TV  Trans.  Op.  &  Switcher  .  .  . 

.  ...  up  to  $550. 

All  Round  Radio  St.  Mgr.  .  .  . 

.  .  .  .  Salary  Excellent. 

19  Radio  &  TV  Announcers  .  .  . 

.  .  .  .  Top  Salaries  Available. 

15  Continuity-Copy  Writers  .  .  . 

.  .  .  .  $85  per  Wk.  &  up. 

15  Radio  &  TV  Salesmen  .  .  . 

.  .  .  .  Excellent  Salaries,  Comm. 

Plus  Many  Others  in  All  Phases 

JOBS  WANTED 

Radio  Sports  Announcer  .  .  . 

.  .  .  .  Outstanding  References 

TV  &  Radio  Announcers  .  .  . 

.  .  .  .  Years  of  Experience 

TV  Director,  Experienced  .  .  . 

.  ...  $100  per  week 

Camera  &  Floor  Men  .  .  . 

.  .  .  .  Start  at  $60  per  week 

Radio  Program  Director  .  .  . 

.  .  .  .  Avail,  in  Sept. 

Plus  Sales  and  Copy  People 

Personnel  and  job  requests  have  been  pouring  in  from  ALL  sections  of 

the  country.  List  NOW  with  National  for  the  job  OR  person  you've  been 

looking  for!  Write,  wire  or  phone  M.  E.  Stone,  Manager  today  for  com- 

plete information.    NATIONAL  HAS  THE  PEOPLE  AND  THE  JOBS. 

National  Radio  &  Television 

Employment  Service 

5th  FLOOR   •    1627  "K"  STREET,  N.  W.  •   WASHINGTON,  D.  C.  •   TELEPHONE  RE  7-0343 
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Situations  Wanted —  (  Cont'd  ) 
Announcer 

Here's  a  miss  who'd  love  to  become  a  hit  as  an 
announcer,  disc  jockey.  Ambitious,  willing  to 
work  hard.  Prefer  position  as  near  to  New  York 
State  as  possible.  Box  134A,  B-T. 

Broadcasting  school  graduate.  2  years  college 
radio  experience.  Strong  news,  DJ,  sports.  Tape 
available.  Box  135A,  B«T. 

Permanent  position  with  good  local  station  de- 
sired by  experienced  announcer,  presently  with 

West  Virginia  station.  22,  married,  draft-exempt. 
Maryland,  Virginia,  Delaware,  Pennsylvania  pre- 

ferred. Box  137A,  B*T. 

Inexperienced;  willing  to  learn.  New  station 
preferred.  New  England  or  New  York.  3rd  li- 

cense; Family  man.  Available  immediately.  No 
telephone.  John  Leslie  Betts,  Middlebury,  Ver- 

mont, Route  #3. 

Announcer,  18  months  experience,  versatile,  hard 
worker,  can  write  copy.  Joe  Lanahan,  4825  W. 
Drummond  Place,  Chicago.  National  2-1672. 

Negro — radio-tv  announcer:  &  years  experience 
(3  years  network);  BA  journalism,  playwright, 
copywriter,  public  relations,  excellent  diction, 
qualified  voice,  highest  character  references — ■ 
recommendations.  Age  35 — married — immaculate 
.  .  .  prefer  Chicago — New  York  .  .  .  equitable 
salary.  931  48th  Street,  Kenosha,  Wisconsin. 

Experienced  news  editor,  announcer,  engineer, 
with  managerial  experience  too.  College  grad- 

uate, prefer  south.  Burl  Womack,  WGAU,  Ath- 
ens, Georgia. 

Technical 

Announcer-engineer.  First  phone.  Experienced. 
Versatile.  Capable  of  chief  engineer  or  program 
director.  Mature  and  dependable.  Box  946G, B«T. 

Radio  team,  chief  engineer,  programming,  an- 
nouncing, wish  to  relocate  in  midwest.  Box  104A. 

B-T. 

Situations  Wanted — (Cont'd) 

Technical 

Engineer,  9  years  experience,  amateur  26  years. 
Available  two  weeks.  No  announcing.  Perma- 

nent.   Box  109A,  B«T. 

Have  1st  license.  Also  want  sales  work.  Married. 
Excellent  references.   Box  120A,  B«T. 

Programming-Production,  Others 

Anyone  can  "fill  a  vacancy!"  We  want  jobs  with 
a  challenge.  Two  top-flight  radio-tv  •  veterans combining  20  years  experience  in  j  production, 
promotion,  traffic,  news,  special  events,  copy, 
sales  and i merchandising.  Oh,  yes'.  .  .  staff announcing,  too.  Can  wield  a  wicked  broom  in 
spare  time  and  play  rugged  poker  hand  off  duty. 
Minimum  salary  $125  weekly  with  room  for 
advancement.    Box  128A,  B»T. 

So  you  need  a  newsman!  Here  he  is.  Eleven 
years  radio-tv.  Presently  employed  in  500,000 
set  market.  Family  man.  Top  references.  Re- 

quirements: Pleasant  staff,  new  conscious  man- 
agement.   Box  129A,  B«T. 

Experienced  man  for  continuity  or  traffic.  Mar- 
ried, abstinent  A.B.  Degree.  $80.00  weekly.  Box 

136A,  B-T. 

TELEVISION 

Help  Wanted 

Salesman 

Tv  time  salesman  wanted:  Must  be  experienced 
in  tv  or  radio  time  selling.  With  fastest  growing 
station  in  major  western  market.  Liberal  draw 
against  commission.  Box  996G,  B»T. 

Salesman — medium  market  operation,  southwest, 
excellent  opportunity  for  man  who  likes  local 
account  selling.  Tv  experience  not  necessary. 
This  is  a  $7,500  position.   Box  131A,  B-T. 

Help  Wanted— (Cont'd) 
Announcers 

Announcers  needed  for  new  southeast  vhf  tele- 
vision station.  Please  send  tape,  photo  and  in- 

formation. Write  Box  956G,  B«T. 

Technical 

Transmitter  operator  experienced  in  operation, 
maintenance,  and  trouble-shooting  on  RCA  TT- 
10AL  transmitter  located  near  the  coast  at  Corpus 
Christi,  Texas.  Apply  Chief  Engineer,  KRIS-TV. 

Maximum  power  vhf  station  needs  an  engineer 
willing  to  learn  transmitter  maintenance.  Ex- 

perience not  necessary.  Contact  Chief  Engineer, 
WITN,  Washington,  North  Carolina. 

Engineer  for  position  of  assistant  chief  with  pro- 
gressive 100  kw  vhf.  Must  be  capable  of  per- 

forming all  operational  and  maintenance  duties. 
Contact  Chief  Engineer.  WJBF-TV,  Augusta,  Ga. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 

508G,  B«T. 
Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newscast- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.   Box  509G,  B»T. 

Key  midwest  vhf  tv  station  wants  outstanding 
producer-director.  Must  be  experienced,  creative 
and  imaginative.  Salary  commensurate  with  abil- ity. Must  have  at  least  two  years  experience. 
Want  a  man  anxious  to  try  new  ideas  and  new 
approaches  to  production.  Photo  and  detailed 
background  necessary.  Box  920G,  B»T. 

Commercial  continuity  writer  for  Michigan  full 
power  vhf.  Rush  resume  to  Box  994G,  B»T. 

HOME  OFFICE 

PORTLAND,  OREGON 

OTHER  SCHOOLS 

ANYONE  INTERESTED 

who  would  like  to  receive  our  national 

publication,  TELEVIEWS,  please  let  us 
know  and  we  will  be  happy  to  send  it 

to  you  at  no  cost  or  obligation. 

OVER  16,000  SQ.  FEET 

DEVOTED  TO  THE  PROPER  TRAINING  OF  TV  PERSONNEL.  FOUR 

SCHOOLS— NATION-WIDE— EQUIPPED  WITH  6  COMPLETE  CONTROL 

ROOMS,  FIVE  COMPLETE  IMAGE  ORTHICON  CAMERA  CHAINS.  IN 

THESE  MODERN  FACILITIES,  STUDENTS  RECEIVE  PRACTICAL  TRAINING, 

PARTICIPATING  IN  CLOSED  CIRCUIT  PRODUCTIONS  UNDER  THE  GUID- 

ANCE OF  PROFESSIONALS  WHO  ARE  PRESENTLY  WORKING  IN  THE 

INDUSTRY. 

HOLLYWOOD CHICAGO WASHINGTON,  D.  C. 

IT'S  NO  WONDER  MORE  AND  MORE  BROADCASTERS  ARE  CALLING 
NORTHWEST  FIRST  FOR  QUALIFIED  TV  PERSONNEL.  FOR  PROMPT, 

PERSONAL  ATTENTION,  WHY  DON'T  YOU  WRITE,  WIRE  OR  PHONE 
COLLECT— JOHN  BIRREL,  EMPLOYMENT  COUNSELOR? 

NORTHWEST 

RADIO  &  TELEVISION 

SGH  OOL    HOME  OFFICE :  |  ^iland.^rtflon^  CA  3-7246 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 
HO  4-7822 

CHICAGO,  ILLINOIS.  .....  540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C   1627  K  Street  N.  W. 
RE  7-0343 
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TELEVISION FOR  SALE INSTRUCTION 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

Experienced  television  cameraman  for  production 
department  with  southwest  network  affiliate. 
Enclose  resume,  snapshot  and  salary  require- 

ments. Box  102A,  E-T. 

Accountant  experienced  in  general  or  program 
cost  accounting  in  station  in  medium  sized  or 
larger  market  willing  to  relocate  in  major  market. 
College  degree  in  Accounting,  Finance  or  General 
Business.  Experience  in  Public  Accounting  pre- 

ferred. Age  limit  32.  Send  detailed  resume.  Box 
126A,  B»T. 

Situations  Wanted 

Salesmen 

Television  sales  trainee,  25,  single,  vet,  business 
administration  degree,  master's  degree  in  public relations.  Salary  secondary  to  experience.  Box 
105A,  B-T. 

Announcers 

Announcer:  Seven  years  experience.  Four  years 
television.  All  phases  live  camera.  Have  reached 
the  top  in  present  position  with  top  market, 
long  established  v  station.  Six  years  with  present 
organization.  Box  119A,  B«T. 

Experienced  television  announcer,  strong  sports, 
play-by-play,  news,  live  commercials.  Desires 
job  with  vhf  station  in  sizable  market.  Presently 
employed.  Box  122A,  B-T. 

Versatile,  on-camera  announcer.  Ten  year  back- 
ground, all  phases  air-work.  Thorough  knowl- edge production,  programming.  Excellent  agency, 

station  references.  Minimum,  $7,500.  Box  127A, 
B-T. 

Experienced  announcer,  college  grad  in  radio-tv, 
experienced  tv  news  photography,  married,  vet- 

eran, 27,  desire  radio  and/or  tv.  Presently  em- 
ployed one  kilowatt  midwest  daytimer.  Prefer 

southwest.  Available  August  27.  Dick  McDaniel, 
S-301  Parklawn,  Iowa  City,  Iowa.  Phone  8-3359. 

Programming-Production.  Others 

University  graduate  in  August.  Commercial  ex- 
perience all  tv  production  phases;  camera,  video, 

projection,  etc.  Single,  veteran,  writing  ability 
and  references.  Willing  to  locate  for  any  tv 
job  with  future.   Box  106A,  B-T. 

Tv  director — with  announcing  background — over 
5  years  experience — desire  permanent  position 
with  good  operation.  Best  references.  Box  118A, 
B-T. 

Cameraman — ftoorman,  married;  3  years  experi- 
ence. Video,  audio,  some  directing.  Best  refer- 
ences. Box  123A,  B-T. 

FOR  SALE 

Stations 

Fulltime  station,  important  midwestern  market. 
Combination  operation.  Good  earnings.  $150,000 
cash  required.   Box  101A,  B»T. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L,  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

East  Coast  250w  fulltimer — independent  combo 
operation  in  owned  building.  Gross  1955.  $63,000. 
Asking  $63,000,  $21,000  down,  $5,000  in  receivables. 
See  John  Hanly. 

Eastern  2  station  team — show  good  net — grossing 
about  $135,000,  asking  $150,000  with  29%  down. 
Both  communities  about  10,000  pop.  with  active 
business  and  industry.  See  John  Hanly. 

Eastern  250w  fulltimer  grossing  $125,000 — asking 
$150,000  with  $50,000  down.  See  John  Hanly. 

Midwestern  250w  fulltimer  in  larger  market 
grossing  about  $65,000— asking  $75,000.  Buyer  as- 

sumes $22,000 — balance  mostly  cash.  See  John 
Hanly. 

Eastern  state  lkw  daytime  indie.  Studio  and 
transmitter  on  4\'2  acres  of  company  owned  land. 
Billing  $4,500  per  month.  Operating  cost  about 
$3,000  per  month.  Opera-ting  in  black  for  past 
five  years.  Asking  $60,000— all  cash.  See  John Hanly. 

Information  on  many  other  excellent  properties, 
from  Maine  to  Florida,  is  available  for  inspection 
by  qualified  buyers.  Complete  and  confidential 
service  offered  to  owners  and  operators.  Just 
write — John  Hanly,  Jack  L.  Stoll  &  Assoc.,  Colony 
Building,  1737  De  Sales  Street,  N.  W.,  Washington, 

Equipment 
Two  new  Eastern  Air  Devices  torque  motors  and 
condensers  for  Ampex  model  300  recorder  or 
similar,  $25.00  each.    Box  114A,  B«T. 

Six  Lipps  tape  recording  heads,  low  impedance, 
.8  mil  gap,  unused,  $5.00  each.  Box  132A,  B-T. 

For  sale:  Like  new  Gates  M-4657  remote  control, 
RCM  14  and  metering  system  plus  radio  frequen- 

cy amplifier.  Also  Gates  modulation  monitor  with 
7'  transmitting  rack,  receiving  unit  rack.  Used 14  months.  Make  offer  to  KMUS,  Muskogee, 
Oklahoma. 

Model  30  Gates  console;  two  Gates  turntables; 
$300.  Ideal  for  remote  studio  or  at  transmitter. 
KTMC,  McAlester,  Oklahoma. 

RCA  BTA  250L,  transmitter  in  excellent  con- 
dition. Spare  tubes.  All  reasonable  offers  con- 
sidered. Contact  Harry  McAdams,  KWEW,  Hobbs, 

New  Mexico. 

250  watt.  Western  Electric  am  transmitter.  Ex- 
cellent condition.  Increasing  power  and  will  sell 

for  $1,000,  F.O.B.  station.  W.  R.  Guest,  Jr.,  WPMP, 
Pascagoula,  Mississippi. 

Used  television  equipment.  Federal  microwave 
STL — 2000mgs.  Dual  incoscope  film  chain — Du- 
Mont,  with  six  usable  camera  tubes.  Two  Holmes 
16mm  film  projectors-TV  16.  Many  spare  projec- tor parts  included.  Contact  M.  M.  Burleson, 
WTTG,  Washington,  D.  C. 

WANTED  TO  BUY 

Stations 

Will  buy  station  or  CP  down  in  Georgia  or  north 
Florida.  Give  complete  information  which  will 
be  treated  confidentially.  Box  885G,  B«T. 

5  kilowatt  metropolitan  am  billing  over  135,000 
wanted  by  responsible  broadcaster.  Replies  con- 

fidential.   Write  Box  1050,  Roanoke,  Virginia. 

Part  interest  in  profit  making  station.  Young 
married  man  with  capital  to  invest.  Will  not 
consider  absentee  investment.  Experienced,  have 
Bachelor  of  Science  degree  in  Communications. 
Best  references.  Give  full  details.  Replies  con- 

fidential. P.  O.  Box  17,  South  Dartmouth.  Mass. 

Exclusive  brokerage  service.  Permanent  offices 
in  Texas  and  Oklahoma.  Ralph  Erwin,  Broker, 
1443  South  Trenton,  Tulsa. 

All  accounts  services  by  the  broker  personally 
Ralph  Erwin.  Broker,  1443  South  Trenton,  Tulsa 

Licensed  in  every  state  served.  Texas,  Okla- 
homa, Colorado,  Arkansas,  Missouri,  Kansas. 

Ralph  Erwin,  Broker,  1443  South  Trenton,  Tulsa. 
CHerry  2-3944. 

Sold.  Listing  J-l.  My  clients  may  mark  their 
confidential  brochure  accordingly.  I  have  clients 
waiting  for  desirable  radio  and  tv  property  in 
Texas,  Oklahoma,  Arkansas,  Colorado,  Kansas, 
Missouri.  Private  sales.  Ralph  Erwin,  Broker, 
1443  South  Trenton,  Tulsa. 

Sold.  Listing  AR-1.  I  have  other  clients  waiting 
for  radio  and  tv  properties.  Station  sales  handled 
privately.  Ralph  Erwin,  Broker,  1443  South 
Trenton,  Tulsa.   CHerrv  2-3944. 

Equipment 
Wanted:  Good  RCA,  Cook,  or  Presto  late  model 
cutting  head,  also  limiter.  Box  117A,  B«T. 

Used  12  kw  uhf  transmitter.  WBLN,  Blooming- 
ton,  Illinois. 

Good  used  lathe  type  record  cutter  with  ampli- 
fier. Will  pay  up  to  $250.  KUMA,  Pendleton, 

Oregon. 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
In  3  months.  For  details  write  Grantham  School, 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  pbone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

The  National  Academy  of  Broadcasting,  America's 
pioneer  professional  school,  places  radio-tv  an- nouncers, writers,  producers.  Send  for  list  of 
alumni,  positions  held,  and  jobs  available.  3338 
16th  Street,  N.W.,  Washington,  D.  C. 

RADIO 

 Help  Wanted  
Salesmen 

\    CALIFORNIA  CALLING  YOU?  If  you're   a   hard-  \ y     hitting  salesman  with  successful  direct  < 
*    sales  experience  and  want  to  associate  J 
\    with  a  top,  independent,  Southern  Cali-  i >  fornia  radio  station  in  a  major  market,  < 
>  write  complete  resume  in  confidence. 
>  Box  928G,  BoT.  < 

Announcers 

MORNING  MAN 

WANTED 

With  personality  to  put  on  dis- 

tinctive morning  show.  Pref- 

erence given  to  applicant  now 

successfully  doing  similar  pro- 

gram. Must  have  bright,  friend- 

ly style,  and  be  able  to  sell.  Top 

rated  program  for  past  15  years. 

Detail  previous  experience,  sal- 
aries earned  and  expected,  and 

attach  snapshot.  Rush  audition 

tape,  including  commercials. 
Confidential. 

WAKR 

Akron,  Ohio 

I       SWANNY!  \ 

\    Robert  Swan  Townsend 

\   Urgent.  Contact  KELLY,  KTIX,  \ 
J  P.  O.  Box  3671,  Seattle  24  \ '   

HELP  WANTED 

CALIFORNIA  RADIO-TV  STATION 
VHF  Network  TV  Station  and  Radio  Station — Commercial  operation  needs  help  immedi- 

ately in  all  departments,  located  in  ideal  small  market  on  California  coast.  Outstanding 
organization,  room  for  advancement.  These  newest  openings  were  brought  about  by  our 
extensive  expansion.  Send  photo,  complete  details  to: 

Box  997G,  B«T 
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RADIO FOR  SALE 

Help  Wanted— (Cont'd) 
Announcers 

|     CAN  YOU  QUALIFY?  § 
£  Aggressive  10  Kilowatt  full  time  radio  § 
£    dropping  network  for  independent  for-  & 

Equipment 

oppmg  network  tor  independe 
§  mat.  Adding  to  staff  which  makes  great  £ 
&  opportunity   for   personalities  who   can  j» 

^  deliver  as  a  DJ  not  just  an  announcer.  § 
X  Tell  us  all  about  yourself  including  ex-  § 
?!  perience,  age,  money,  marital  status  with  § 
y  a  complete  audition  tape  that  samples 
&  Dee  Jaying — News — Commercials.  Write 

|  Jim  O'Neill,  P.  O.  Box  1402,  Wichita, J  Kansas. 

Technical 

WANTED 

Chief  Engineer 

Directional  Antenna  Experience  New  Sta- 
tion *  Top  Job  For  Right  Man  Send  Com- 
plete Resume  and  picture  *  WBRB  Inc. 

P.  O.  Box  91  Mt.  Clemens,  Mich. 

Situations  Wanted 

Managerial 

manager . . . 

^  with  20  years  of  good  experience,  y 
x  Successfully   employed  for   ten  § 

?  years  in  network  executive  posts  ̂  
^  and,  for  the  past  ten,  managing  a  £ 
y  major  market  station.  Took  this  ? 

§  station  from  insolvency  to  high  ̂  

§  earnings;  from  the  bottom  of  the  .  y 
Hooper  ladder  to   battling  for  § 

top.  Knows  programming,  pro-  & 
motion,  sales  management,  agen-  £ 
cy-representative  contacts.  Salary  ? 

3  is  not  the  major  factor.  If  you  2 

§  have  the  facility  and  the  market,  y 

&  I'll  bank  my  experience  on  our  § 
r  mutual  future.  Available  imme-  § 
?  diately.  Write  in  confidence  to 

I  Box  694G,  B.T 

<S  i  c^?-.  <^C?-.      yy.  -Syr-  jO-i'^-.  >_<5^  yy~.  •_<5>v<5»-i 

WANT  TOP-FLIGHT 

MANAGEMENT 

* 

* 

* 

+  Unusual  circumstances  forces  young,  J * 
* Tj  key  executive  of  one  of  nation's  lead- 

*  ing  independents  to  move.   Top  refer-  J 

Wire 

Box  143A,  B»T 

* 
* 

* 

M  Will  treat  all  inquiries  confidentiallv.  + 

★★★★★★★★★★★★★★★★★★★★★★★★★★★★★A 
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FOR  SALE— EQUIPMENT 
Hewlett  Packard: 
1 — 1001) 

Frequency  Standard  Cost  $015  Sell  $400 
]— 212  A  Pulse  Generator  Cost  $565  Sell  $350 
1 — (i()8A  Sigrnal  Generator  Cost  $850  Sell  $500 
1 — 803A  VHP  R.  P.  Bridge  Cost  $495  Sell  $300 
1—417  VHF  Detector        Cost  $250  Sell  $175 

Or  $1500  for  the  lot 
All  guaranteed  new  condition  and  includes 
manuals. 
1 — RCA  09A  Distortion  and  noise  set  $100 
1 — Magnecorder  PT  6AH  and  0.1  with  carry- 

ing cases  and  rack  mounting  panels,  used 
less  than  50  hours  and  guaranteed  new 
condition  $350 

1 — RCA  154  Audio  Oscillator  $50 
1 — Collins  75A-3,  last  run  of  series  4  months 

old,  guaranteed  new  condition  $400 
1 — SX  42  Rack  mounting  FM/AM  550-KC  to 

110  MC  HI  PI  receiver,  completely  aligned 
and  in  perfect  condition  $150 

Last  run  of  series  (May  1949) 
1 — Collins  32V-2  (A)  converted  to  32V3  with 

all  shielding,  filters,  handles,  etc.  Guaran- teed perfect  $400 
1 — Collins  KW-1  transmitter  guaranteed  new 

condition.  Original  packing  and  manual 
Cost  $3850  Sell  $2500 

REPLIES  TO  BOX  100A 

G-E  SLIDE  PROJECTOR 

Type  PF-3-C,  Model  4-PF3C4.  Never  used. 
Cost  $2,750.  Make  cash  offer  FOB  Sacra- 

mento. KXOA,  Sacramento  15,  Cal. 

TOWERS 

RADIO— TELEVISION 
Antennas  Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland   11,  Oregon 

« 

I 

ating  condition.  FLASH-CAST-3401  M.  38  \ 
J  St.,  Indianapolis,  Ind.  I 

\  i   <   ^  1 t    ̂   n        ||  -fc  M  ~^  u  ~^  i « 

WANTED  TO  BUY 

TRANS-LUX  NEWS  SIGN 

complete  with  remote  control  operating 

equipment,  presently  in  use.  Cash — terms 
or  lease — Guaranteed  to  be  in  good  oper- 

ating condition.  FLASH-CAST-3401  E.  38 

Equipment 

FM  TRANSMITTER 

3  to  10  kw,  complete,  for  cash. 

Send  all  details,  condition  and 

price.  Box  624G,  B'T. 

INSTRUCTION 

FCC  1st  PHONE  LICENSES 
IN  5  TO  6  WEEKS 

WILLIAM  B.  OGDEN— 10th  Year 
1150  W.  Olive  Ave. 

Burbank,  Cnlif. 
Reservations  Necessary  All  Classes  — 

Over  170(1  Successful  Students 

FOR  THE  RECORD 

Continued  from  page  90 

WFMZ-TV  Allentown,  Pa.— Seeks  mod.  of  cp  for 
extension  of  completion  date. 
WGBS-TV  Miami,  Fla.— Seeks  mod.  of  cp  for 

extension  of  completion  date  to  Jan.  20,  1957. 
WATL-TV  Atlanta,  Ga.— Seeks  mod.  of  cp  for 

extension  of  completion  date  to  Jan.  16,  1957. 
WCBC-TV  Anderson,  Ind.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
KGTV  (TV)  Des  Moines,  Iowa— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WQXL-TV  Louisville,  Ky.— Seeks  mod.  of  cp 

for  extension  of  completion  date  to  Jan.  16,  195/. 
WNOP-TV  Newport,  Ky.— Seeks  mod.  of  cp  for 

extension  of  completion  date  to  Jan.  16,  1957. 
WJDW  (TV)  Boston,  Mass.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WXEL  (TV)  Boston,  Mass.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WHEF-TV  Brockton,  Mass.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WJMS-TV  Ironwood,  Mich. — Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WPHD  (TV)  Philadelphia,  Pa.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WRAK-TV  Williamsport,  Pa.— Seeks  mod.  of 

cp  for  extension  of  completion  date  to  Jan.  16, 
1957. 
KXYZ-TV  Houston,  Tex.— Seeks  mod.  of  cp 

for  extension  of  completion  date  to  April,  1957. 
WHTN-TV  Huntington,  W.  Va.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WFOX-TV  Milwaukee,  Wis.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
License  to  Cover  Cp 

WDMG  Douglas,  Ga. — Seeks  license  to  cover  cp 
which  authorized  increase  in  power. 
KDEF  Albuquerque,  N.  M. — Seeks  license  to 

cover  cp  which  authorized  change  in  frequency. 
WHHH  Warren,  Ohio — Seeks  license  to  cover  cp 

which  authorized  changes  in  DA-N. 
Renewal  of  Licenses  Resubmitted 

KNCO   Garden   City,   Kan.;   KCLW  Hamilton, 
Tex. 

Remote  Control 
KVOL  Lafayette,  La.;  WFNS  Burlington,  N.  C; 

K AND  Corsicana,  Tex. 

June  29  Decisions 
ACTIONS  ON  MOTIONS 

By  Chief  Examiner 
James  D.  Cunningham 

Robert  A.  Mensel,  Willimantic,  conn.;  WHIL 
Medford,  Mass.;  The  Windham  Bcstg.  Co.,  Wil- 

limantic, Conn. — By  Memorandum  Opinion  and 
Order,  granted  petition  to  Mensel  to  accept  ap- 

pearance filed  late  and  appearance  is  accepted 
and  denied  joint  petition  of  WHIL  and  Windham 
to  dismiss  with  prejudice  Mensel's  application  in am  proceeding.  Action  June  27. 

By  Hearing  Examiner  Jay  A.  Kyle 
Abilene,  Tex. — Ordered  that  prehearing  confer- 

ence will  be  held  on  July  24  in  proceeding  re  am 
applications  of  Bill  Mathis  and  Key  City  Broad- 

casters, Abilene.    Action  June  26. 
By  Hearing  Examiner  H.  Gifford  Irion 

KIVA  Yuma,  Ariz. — Denied  petition  to  change 
place  of  hearing  to  Yuma  in  ch.  13  proceeding 
involving  application  of  Wrather-Alvarez  Bcstg. Inc.    Action  June  26. 

By  Hearing  Examiner  J.  D.  Bond 
Osage  Bcstg.  Co.,  Bartlesville,  Okla. — Dismissed as  moot  motion  for  continuance  of  prehearing 

conference  filed  June  15;  petitioner's  counsel 
stated  on  record  at  June  19  pre-hearing  confer- 

ence re  its  am  application  and  that  of  Stephen- 
ville  Bcstg.  Co.,  Tahlequah,  Okla.,  that  request 
for  continuance  should  properly  be  dismissed  as 
moot.  Action  June  27. 

By  Hearing  Examiner  Herbert  Sharfman 
WCOC-TV  Meridian,  Miss. — Issued  statement 

and  order  after  prehearing  conferences  re  appli- 
cations of  WCOC-TV  for  mod.  of  cp  to  operate 

on  ch.  7  in  Pachuta  in  lieu  of  ch.  30  in  Meridian, 
Miss.,  and  Laurel  Television  Co.  Inc.,  for  new 
tv  to  operate  on  ch.  7  in  Laurel,  Miss.;  prescribed 
following  schedule:  Exchange  of  written  direct 
cases  July  20  at  5  p.m.;  further  conference  July 
30  at  10  a.m.;  commencement  of  hearing  Sept. 
17  at  10  a.m.  (continued  from  originally  scheduled 
date  of  June  25).   Action  June  27. 

July  2  Applications 
ACCEPTED  FOR  FILING 

License  to  Cover  Cp 
KLBM  La  Grande,  Ore. — Seeks  license  to  cover 

cp  which  authorized  change  in  ant. -trans,  loca- tion and  installation  of  new  ant.  and  ground 

system. WGSA  Ephrata,  Pa. — Seeks  license  to  cover  cp 
which  authorized  increase  in  power. 
WFMR  (FM)  Glendale,  Wis. — Seeks  license  to 

cover  cp  which  authorized  new  fm. Modification  of  Cp 

KBTM-TV  Jonesboro,  Ark. — Seeks  mod.  of  cp 
for  extension  of  completion  date. 
KATV  (TV)  Pine  Bluff,  Ark.— Seeks  mod.  of 

cp  for  extension  of  completion  date. 
WTLE  (TV)  Evanston,  111.— Seeks  mod.  of  cp 

for  extension  of  completion  date. 
WTVO  (TV)  Kirksville,  Mo. — Seeks  mod.  of  cp 

for  extension  of  completion  date  to  Feb.  1,  1957. 
Remote  Control 

KORD  Pasco,  Wash. 
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July  3  Decisions 

ACTIONS  ON  MOTIONS 

By  the  Commission 

Amendment  of  Parts  1  &  17 — On  petition  by 
Deep  South  Bcstg.  Co.,  Selma,  Ala.,  Commission 
granted  extension  of  time  from  July  2  to  Sept.  3 
to  file  comments  in  matter  of  amendment  of  Parts 
1  and  17  of  Commission's  Rules  and  Regulations, and  rebuttal  comments  may  be  filed  within  20 
days  from  extended  closing  date  for  original  com- ments. Action  June  29. 

By  Commissioner  Robert  E.  Lee 
Broadcast  Bureau — Granted  petition  for  ex- 

tension of  time  to  and  including  July  3  to  file 
pleadings  in  response  to  "Motion  to  Reopen  Rec- 

ord" filed  by  WHP  Inc.  Harrisburg,  Pa.,  re  ap- 
plication to  transfer  control  of  Lebanon  Tele- 

vision Corp.  (WLBR-TV  ch.  15),  Lebanon,  Pa., 
from  Lebanon  Bcstg.  Co.,  et  al.,  to  Triangle  Pub- 

lications Inc.  Action  July  2. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

WTVH  (TV)  Peoria,  111.— Granted  petition  for 
dismissal  without  prejudice  of  its  application  for 
mod.  of  cp.  Action  June  28. 

El  Mundo,  Inc.;  Ponce  de  Leon  Bcstg.  Co.  of 
P.  It.,  Mayaguez,  P.  R. — Granted  petition  of  El 
Mundo  Inc.,  for  dismissal  without  prejudice  of 
its  tv  application  and  retained  in  hearing  status 
Ponce  de  Leon  application.  Action  July  2. 

By  Hearing  Examiner  James  D.  Cunningham 

WDUX  Waupaca,  Wis. — Granted  petition  for 
removal  of  application  from  hearing  docket  and 
on  examiner's  own  motion  application  is  returned to  processing  line.  Action  June  20. 

By  Hearing  Examiner  J.  D.  Bond 
Broadcast  Bureau — Granted  petition  for  ex- 

tension of  time  from  June  28  to  July  3  to  file 
reply-pleadings  to  the  "Motion  to  Reopen  Record" 
filed  by  WHP  Inc.  and  on  hearing  examiner's own  motion  ordered  that  oral  argument  will  be 
held  at  2  p.m.,  July  5  on  motion  to  reopen  rec- 

ord in  the  matter  of  application  to  transfer  con- 
trol of  Lebonon  Television  Corp.  (WLBR-TV, 

ch.  15),  Lebanon,  Pa.  Action  June  29. 

By  Hearing  Examiner  Elizabeth  C.  Smith 

Terre  Haute,  Ind.;  Salem,  111. — Issued  state- 
ments and  order  governing  hearing  re  am  appli- 

cations of  Citizens  Bcstg.  Co.,  Terre  Haute,  and 
Salem  Bcstg.  Co.,  Salem;  informal  conference  will 
be  held  on  or  before  July  23;  drafts  of  proposed 
engineering  exhibits  will  be  exchanged  and 
furnished  to  Broadcast  Bureau  on  or  before 
Aug.  9,  and  completed  exhibits  will  be  exchanged 
and  furnished  to  the  Broadcast  Bureau  on  or  be- 

fore Sept.  11;  hearing  is  continued  from  July  31 
to  Sept.  26.    Action  June  28. 

By  Hearing  Examiner  H.  Giffoi'd  Irion 
Taylor  Bcstg.  Co.,  Colorado  Springs,  Colo. — 

Granted  petition  for  continuance  of  further  hear- 
ing conference  from  July  2  to  July  10,  re  its  am 

application  and  that  of  Garden  of  the  Gods 
Bcstg.  Co.,  Manitou  Springs,  Colo.  Action  June  29. 

Community  Antennas — On  request  by  National 
Community  Television  Assn.,  Commission  gives 
notice  of  extension  of  time  from  July  15  to  Aug. 
1  for  defendant  community  tv  ant.  system  oper- 

ators to  reply  to  "complaint"  filed  by  group  of western  tv  stations  against  such  community  tv 
ant.  operations.  Announced  July  3. 

July  3  Decisions 

BROADCAST  ACTIONS 

By  the  Broadcast  Bureau 

Actions  of  June  29 

KCCT-FM  Corpus  Christi,  Tex. — Granted  li- 
cense covering  changes  in  licensed  station. 

Following  were  granted  extensions  of  com- 
pletion dates  as  shown;  WJHL-TV  Johnson  City, 

Tenn.,  to  1-28-57;  WISE-TV  Asheville,  N.  C,  to 
12-29-56;  WGBS-TV  Miami,  Fla.,  to  1-20-57; 
WKNO-TV  Memphis,  Tenn.,  to  1-23-57;  KCRG- 
TV  Cedar  Rapids,  Iowa,  to  1-5-57;  KATV  (TV) 
Pine  Bluff,  Ark.,  to  1-19-57;  WNYT-TV  Buffalo, 
N.  Y.,  to  1-23-57;  WHTN-TV  Huntington,  W.  Va., 
to  10-24-56;  KARK-TV  Little  Rock,  Ark.,  to 
1-20-57;  KAUS  (TV)  Austin,  Minn.,  to  10-1-56; 
WMIC  Monroe,  Mich.,  to  7-30-56;  WARK  Hagers- 
town,  Md.,  to  9-1-56. 

Actions  of  June  28 

KORD  Yakima,  Wash. — Granted  authority  to 
operate  trans,  by  remote  control  from  Rd.  28  and 
Hwy.  410,  Sahara  Motel,  Pasco,  Wash. 

Actions  of  June  27 

Following  were  granted  authority  to  operate 
trans,  by  remote  control:  WFNJ-AM-FM  from 
corner  Maple  Ave.  and  Broad  St.,  Burlington, 
N.  C;  WFSU-FM  from  control  room  on  ground 

floor  of  Music  Bldg.,  Tallahassee.  Fla.;  KAND 
from  609  W.  7th  Ave.,  Corsicana,  Tex. 

Actions  of  June  26 

WAIU-FM  Wabash,  Ind.— Granted  license  for fm  station. 
Following  were  granted  authority  to  operate 

trans,  by  remote  control:  KVOL  from  519  S. 
Buchanan,  Lafayette,  La.;  WOXF  from  111  Little- 
john  St.,  Oxford,  N.  C. 
Following  were  granted  extensions  of  com- 

pletion dates  as  shown:  WATR-TV  Waterbury, 
Conn.,  to  12-29-56;  KGW-TV  Portland,  Ore.,  to 
10-1-56;  KEPR-TV  Pasco,  Wash.,  to  9-20-56; 
KIMA-TV  Yakima,  Wash.,  to  9-20-56;  KINY-TV 
Juneau,  Alaska,  to  12-31-56. 

Actions  of  June  25 
WCUM  Cumberland,  Md.— Granted  license 

covering  changing  ant. -trans,  and  studio  location 
to  Williams  Rd.,  Cumberland. 
KDKA-FM  Pittsburgh,  Pa.— Granted  license 

covering  changes  in  licensed  station. 
WAGA-FM  Atlanta,  Ga.— Granted  license  cov- 

ering changes  in  licensed  station. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WALB-TV  Albany,  Ga.,  to 
12-23-56:  WBNY-FM  Buffalo,  N.  Y.,  to  1-15-57; 
KDLS  The  Dalles,  Ore.,  to  12-30-56. 

July  3  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

WGMA  Hollywood,  Fla.— Seeks  license  to  cover 
cp  which  authorized  increase  in  power. 
KHEN  Henryetta,  Okla. — Seeks  license  to  cover 

Light  Reading 

ORDERS  are  now  being  taken  by  W.  H. 

Seabrooke  &  Assoc.,  Washington,  for  re- 
prints of  the  FCC  Ground  Wave  Propa- 

gation Curves  (1954).  The  booklet 
contains  19  graphs  from  540  to  1600  kc, 
graphs  19A  (1560  to  1640  kc)  and  20, 
the  last  of  which  has  been  modified  by 
eliminating  that  portion  beyond  50  miles. 
The  booklet  measures  IOV2  by  13  inches 
and  is  designed  to  fit  standard  briefcases. 
Orders  should  be  sent  direct  to  W.  H. 
Seabrooke  &  Assoc.,  927  15th  St.,  N.  W., 
Washington.  Purchase  price,  including 
tax,  is  $2.80  per  copy. 

cp  which  authorized  new  am. 
WRAW  Reading,  Pa. — Seeks  license  to  cover  cp 

which  authorized  operation  of  trans,  by  remote 
control. 
WSYR  Rutland,  Vt. — Seeks  license  to  cover  cp 

which  authorized  increase  in  D  power. 
Modification  of  Cp 

WMIC  Monroe,  Mich. — Seeks  mod.  of  cp  (which 
authorized  new  am)  for  extension  of  completion 
date. 

UPCOMING 

JULY 

July  10:  TvB  overall  advertiser-agency  tv  pres- 
entation, Coconut  Grove,  Hollywood. 

July  12:  TvB  presentation,  Gold  Room,  Fair- 
mont Hotel,  San  Francisco. 

AUGUST 

Aug.  17-19:  West  Virginia  Broadcasters'  Assn., late  summer  meeting,  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va. 

SEPTEMBER 

Sept.  11-12:  CBS  Radio  convention,  Hotel  Pierre. 
New  York. 

OCTOBER 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition, Hotel  Sherman,  Chicago. 

Oct.  4-5:  Central  Region  AAAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  7-10:  Western  Region  AAAA  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  29-30:  Second  annual  RAB  Nat'l.  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel, New  York. 

NOVEMBER 

Nov.  27-28:  AAAA  Eastern  Annual  Conference, 
Hotel  Roosevelt,  New  York. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D., East    S.    D.,  Iowa, 
Neb.,  Mo.) 

Region  7  (Mountain States  ) 

Region  8  (Wash.,  Ore., 
Calif.,   Nev.,  Ariz., 
T.  H,  Alaska) 

Region  6  (Kan.,  Okla., 

Tex.) 

Region  2  (Pa.,  Del., 
Md.,  W.  Va.,  D.  C, 
Va..  N.  C,  S.  C.) 

Region  1  (New  Eng- 

land) 

Region  4  (Ky..  Ohio, 
Ind.,  Mich..  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss.,  La.,  Ark., 
Tenn.,  P.  R.) 

Sept.  Nicollet  Hotel 17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 
Sept.  St.  Francis  Hotel 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 

Oct.  Shoreham  Hotel 11-12  Washington 

Oct.  Somerset  Hotel 15-16  Boston 

Oct.  Sheraton  Lincoln 18-  19  Indianapolis 

Oct.  Dinkler- 25-  26  Tutwiler 
Birmingham 

BROADcCsTING 

TELECASTING 

THE     NEWSWEEKLY    OF     RADIO     AND  TELEVISION 

1735  De  Sales  Street,  N.  W .,  Washington  6,  D.  C. 

START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

Z  □  52  weekly  issues  of  BROADCASTING  •  TELECASTING 

°  □  52  weekly  issues  and  BROADCASTING  Yearbook-Marketbook 
U  □  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook 

5  O  52  weekly  issues  and  both  Yearbook-Marketbooks 

$7.00 
9.00 9.00 

11.00 

□  Enclosed 

□  Bill 

title/position 

company  name 

address 

city 

rtcase  send  to  home  address  —  — 

zone 

state 
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AIR  MAIL  SERVICE  AVAILABLE  ON  ALL  SUBSCRIPTIONS  AT  POST- 

AGE COST.  WEST  COAST  SUBSCRIBERS  ADD  $41.60  TO  ANNUAL 

SUBSCRIPTION  RATE.   COST  TO  OTHER  LOCALITIES  ON  REQUEST. 
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editorials 

Winged  Feet 

THE  multi-billion  dollar  business  of  broadcasting,  which  relies 
upon  signals  that  sail  through  the  air  with  the  speed  of  light, 

can  sprout  winged  feet  too. 

Now  dependent  upon  catch~as-catch-can  communications  for 
traffic  control,  networks,  stations,  advertising  agencies  and  station 

representatives  are  engrossed  in  the  evolution  of  a  long-indicated 

project  to  establish  the  "Program  Communications  Wire  Assn."  But 
the  project  has  scope  beyond  that  which  its  proposed  name  implies. 

A  committee  of  17  top  men  in  their  fields,  representing  these 
groups,  has  been  formed  within  the  past  fortnight  to  blueprint  the 

non-profit  project,  which  would  be  financed  cooperatively  by  its 
users.  Western  Union  would  be  the  carrier,  and  the  estimated  cost 

is  $3.5  million,  with  big  savings  not  only  in  traffic  dollars,  but  in 

priceless  time  lost  in  transmission  under  existing  standards.  Trans- 
mission time  would  be  reduced  from  hours  to  minutes. 

PCWA  actually  is  a  by-product  of  an  idea  created  by  Irving  B. 
Kahn,  president  of  TelePrompTer  Corp.,  which  has  proved  a  boon 
to  tv  and  to  public  speaking  in  manufacture  of  visual  prompting 
aids.  The  plan  is  for  creation  of  a  private  line  communication 

system  that  would  interconnect  radio-tv  stations,  networks,  station 
representatives,  advertising  agencies  and  program  suppliers.  It  is 
estimated  that  the  average  network  message  now  runs  $1.  This  cost 
would  be  cut  initially,  to  47.7  cents,  and  after  integration  of  the 
35,000  mile  system  linking  500  cities  through  five  message  centers, 
the  average  cost  should  drop  to  27  cents. 

But  even  more  intriguing  than  PCWA  are  other  prospective  by- 
products of  the  private  communications  system.  One  is  in  virtually 

instantaneous  time  clearances,  together  with  information  on  program 
changes,  cueing,  features,  advertising  copy  and  other  essentials  in 
clearing  network  and  spot  time. 

Then  the  millenium:  push-button  ratings.  Mr.  Kahn,  who  would 
become  operating  head  of  the  association,  foresees  electronic  com- 

putation of  audience  tuning,  with  the  "ratings"  provided  overnight 
or  faster  to  the  accounts.  This  is  a  method  of  measuring  voltage 
through  a  device  placed  in  sample  homes  which  would  transmit  the 

information  to  control  centers.  The  idea  isn't  new,  but  it  has  never 
been  implemented  because  of  the  lack  of  controlled  communications 
to  carry  the  intelligence  quickly  to  a  computing  point.  The  present 
lag  in  national  ratings  runs  a  month  to  six  weeks,  except  for  special 

spot  checks. 
Private  line  communications  have  saved  the  banking  and  aero- 

nautical fields  millions  of  dollars  in  the  past  few  years.  Many  major 
manufacturers  have  installed  their  own  systems  effecting  economies, 
but  more  importantly,  speeding  up  operations.  The  broadcast  media, 

which  measure  their  outputs  in  split-seconds,  should  delay  no  longer 
in  equipping  their  ground  operations  with  winged  feet. 

Playing  Politics  With  Sec.  315 

THERE  IS  now  practically  no  hope  that  Congress  will  correct 
defects  in  the  political  broadcasting  laws  before  adjournment. 

In  a  way  the  lack  of  legislation  will  be  a  blessing,  for  the  measures 
now  pending  would,  for  the  most  part,  complicate  rather  than 
simplify  the  already  intricate  rules  that  govern  the  broadcasting  of 
political  discussion. 

In  another  way,  however,  it  must  be  entered  as  a  demerit  on 
the  record  of  this  Congress  that  it  failed  to  take  action  on  a 
question  of  profound  importance  to  the  public.  For  the  fact  is  that 
until  some  sense  is  written  into  the  law  the  public  will  be  prevented 
from  obtaining  a  complete  and  coherent  presentation  of  political 
issues  and  personalities  by  radio  and  tv. 

Of  the  six  bills  to  amend  the  political  broadcasting  law  now  pend- 
ing in  the  Senate,  only  one  is  acceptable.  That  was  introduced  at 

the  suggestion  of  CBS  and  would  permit  broadcasters  to  use  their 
own  editorial  discretion  in  presenting  news  and  discussion  programs 
about  politics,  binding  them  to  apply  equal  time  provisions  only  to 

the  set  speeches  and  paid  advertising  of  candidates.  As  we  com- 
mented at  the  time  of  its  introduction,  the  measure  would  be  a 

step  in  the  right  direction,  though  we  would  hope,  of  course,  that 
eventually  all  government  restrictions  on  political  broadcasting 
would  be  removed. 

The  other  five  bills  contain  flaws  ranging  from  minor  to  disastrous. 
The  sooner  they  die  for  want  of  attention  the  better  it  will  be  for 
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"He's  been  running  our  prison  radio  station  .  .  .  now  he  wants  to  be 

a  roving  reporter!" 

broadcasters  and  for  the  public. 

Four  years  ago,  in  the  heat  of  a  major  campaign,  there  was  much 
talk  about  an  organized  effort  to  obtain  legislative  relief  from  the 
hamstringing  effects  of  current  regulations.  Such  efforts  as  have 
been  made  since  then  were  neither  organized  nor  vigorous. 

We  daresay  there  will  be  more  such  talk  before  the  polls  close 
next  November.  It  would  be  nice  if  this  time  the  talk  led  to  action. 

Splitting  O'Haras 
COLUMNIST-novelist  John  O'Hara,  who  every  two  weeks  fills 

several  columns  of  Collier's  magazine  with  thisa  and  thata,  in 
the  July  20  issue  takes  a  grain  of  truth  about  some  of  the  more 
insipid  remarks  during  live  broadcast  coverage  of  some  events 

(notably  political  conventions)  and  comes  up  with  a  wholesale 
indictment  of  the  calibre  of  radio-tv  newsmen. 

The  humor  of  Mr.  O'Hara's  remarks  holds  up  so  long  as  he 
sticks  with  the  grain  of  truth,  but  it  fades  quickly  when  he  gets  roll- 

ing into  subjects  about  which  it  is  obvious  he  knows  little.  Sample: 

"As  a  class,  professional  politicians  are  as  unlikable  a  bunch  of 
men  as  there  is,  and  it  is  not  difficult  to  understand  how  a  man 

gets  to  be  a  political  pro:  a  fellow  doesn't  like  anybody,  doesn't 
trust  anybody,  doesn't  respect  anybody,  so  he  goes  into  politics.  A 
radio  announcer  is  slightly  different:  nobody  likes  him,  nobody 
trusts  him  and  nobody  respects  him,  so  he  gets  to  be  an  announcer. 
If  he  remains  mildly  offensive,  he  stays  at  it.  If  he  becomes  offensive 
in  a  big  way,  he  is  promoted  to  executive.  There  are  only  two 
things  that  can  keep  a  young  man  from  becoming  a  successful  radio 
announcer:  according  to  my  observations  there  are  few  exceptions 
to  the  rules  that  you  must  not  have  a  cleft  palate,  and  you  must 
not  get  too  fat.  (If  you  get  very,  very  fat  you  may  become  part 

of  a  show,  but  that's  a  special  case.)" 

Having  by  now  reached  the  ridiculous,  Mr.  O'Hara  proceeds  to 
be  downright  wrong.  Wrong  first  because  he  accuses  radio  and  tv 
of  not  developing  their  own  form  of  journalism.  Wrong  second 

because  Mr.  O'Hara  has  completely  ignored  the  two  elements  radio 
and  tv  have  added  to  news  coverage:  immediacy  and  complete 
honesty.  Radio  microphones  and  tv  cameras  are  there  when  the 
news  is  made,  and  what  they  record  is  told  now  to  the  public.  And 
what  they  record  is  the  event  exactly  as  it  happens,  not  as  some 

reporter  may  think  it  happens. 
Admittedly,  there  is  room  for  improvement  in  all  endeavors, 

radio  and  tv  not  excepted.  Mayhaps  Mr.  O'Hara  will  get  the  chance 
to  improve  the  media  he  criticizes  when  Crowell-Collier  moves  into 
radio-tv.  We  have  no  knowledge  of  the  condition  of  his  palate 
(and  by  his  own  definition  a  hole  in  the  head  is  no  handicap),  and 

although  he  doesn't  appear  fat  enough  to  become  part  of  a  show, 
he  might  be  a  natural. 

Broadcasting    •  Telecasting 



ENTERTAINMENT!  CBS'  Titan  program 
fare  augmented  with  the  top  ABC  programs  like  Disneyland,  Mickey  Mouse 

Club,  etc.,  is  further  fortified  with  the  Top  Rated  locally  produced  shows 

such  as  the  "Gil  Newsome  Show",  "The  Fred  Moegle  Show",  and  the 
"Recallit  and  Win"  program. 

MORE 

AUDIENCE!  Channel  4  quite  naturally  takes  the  lion's 
share  of  the  television  audience  in  St.  Louis!  ARB  and  Pulse  have  con- 

sistently shown  that  KWK-TV  enjoys  St.  Louis'  largest  audiences  during 

all  the  regular  time  segments*  thru-out  the  week! 

*ARB— April,  1956;  Telepulse,  April  (May)  1956. 

MORE 

!  Offering  the  best  in  entertainment,  plus  the 

largest  consistent  audiences  in  each  time  segment,  KWK-TV  presents  to 

its  advertisers  the  largest  most  consistent  sales  potential  ...  a  potential 

that  more  and  more  advertisers  are  consistently  turning  to  their  sales 
advantage! 
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New  and  Improved  Facilities- 

to  Deliver  the  Goods  Even  Better 

Despite  our  move  to  larger  offices  just  several  years  ago,  meeting  the  mushrooming  re- 

quirements of  station  representation  has  made  this  further  expansion  necessary. 

It's  symbolic  of  what  is  happening  to  the  representation  of  radio  and  television  stations, 
which  is  fast  entering  a  new  era  of  specialized  services.  It  is  as  radically  different  from 

what  it  used  to  be  as  the  industrial  techniques  of  today  are  to  man  working  alone. 

It  is  only  logical  that  the  Petry  Company  pioneered  this  new  era.  We  were  present  at 

the  birth  of  National  Spot  Radio— as  the  first  exclusive  national  station  representative. 

National  Spot  was  chaotic  at  the  time.  The  Petry  Company  pioneered  in  transforming 

the  chaos  into  the  great  medium  National  Spot  Advertising  is  today. 

So,  in  addition  to  welcoming  the  increased  space  and  more  comfortable  working  conditions, 

we  hope  our  move  will  be  another  important  stride  forward  toward  making  National  Spot 

Advertising  even  a  more  powerful  medium  than  it  is  today. 

EDWARD  PETRY  &  CD.,  inc. 
THE  ORIGINAL  STATION  REPRESENTATIVE 

NEW  YORK  •  CHICAGO  •  ATLANTA  •  DETROIT  •  LOS  ANGELES  •  SAN  FRANCISCO  •  ST.  LOUIS 



yoyr  eyes  on  this  market 

the  greater  Wheeling  market 

The  booming  Greater  Wheeling  market,  comprised  of  a  mil- 

lion and  a  half  people  with  a  combined  spendable  income  of 

TWO  BILLION  DOLLARS,  is  one  of  the  most  rapidly  expand- 

ing industrial  areas  in  America!  WTRF-TV,  Wheeling,  serving 

312,400  TV  homes,  has  kept  pace  with  the  march  of  progress. 

Every  accredited  method  of  audience  measurement  indicates 

WTRF-TV  is  by  far  the  most  popular  TV  station  in  this  impor- 

tant market — the  number  one  advertising  medium  in  Amer- 

ica's industrial  heartland — 

the  "rich  Ruhr  Valley  of  America!" 

v'a   station  worth  watching'' 

wtrf  tv 

Wheeling  7,  West  Virginia 

For  availabilities  and  complete  cover- 
age information — call  Hollingbery, 

Bob  Ferguson,  VP  and  GM,  or 
Needham  Smith,  SM 

Wheeling  1177. 

Reaching  a  market  that's  reaching 

»  - 316,000  watts 

Equipped  for  network  color 

new  importance! 



A 

IT'S 

KGUL-TV 

KGUL-TV  leads  in  more 

prime  periods  than  other 

two  stations  combined 

In  the  May  Telepulse  for  the 

Galveston-Houston  Area: 

KGUL-TV 
Station  B 

Station  C 

(2  Ties) 

92 

62 

12 

New  Super  Tower  Serves 

xk  of  Texas 

KGUL-TV's  section  of  Texas,  Galveston,  Houston 

and  the  Gulf  Coast,  represents  one-fourth  of  the 

State's  families  and  buying  power.  The  only 
station  delivering  primary  city  service  to  both 
Galveston  and  Houston. 

fc<3 X><\ 

GALVESTON,  TEXAS 

Represented 
Nationally 

by  CBS 
Television 

Spot  Sales 

'(Source:  Telepulse,  May,  1956,  1/4  Hour  Wins  6  P.M. -Midnight  7  Days) 
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First  in  the  West  with 

CI  R  T 

•  •  • 
KRON-TV,  San  Francisco's 

Pioneer  Color  Station 

KRON-TV  now  maintains  its  /eadership 

««T  IN  THI  WESrwith... 
NETWORK  COLOR  PROGRAMS 
IOCAL  LIVE  PROGRAMS 

COLOR  FILM  PROGRAMS 
COLOR  SLIDES 

...with  a  series  of 

hard  hitting  color 

clinics  where  local 

advertisers  can  see 

their  packages,  products 

and  display  material 

on  closed  circuit 

color  TV. 

Scut  *?%CUtCi4C& 

KRON-TV 

and  the  NBC-TV  Network  on  Channel  4 

Represented  National!/  by 
Peters,  Griffin,  Woodward,  Inc. 

Page  4    .    July  J6i  1956 
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closed  circuit: 

WIND  FOR  SALE?  •  WIND  Chicago, 
fabulously  successful  independent  headed 
by  Ralph  Atlass  since  1930,  may  be  sold 
to  one  of  four  current  bidders  with  offers 

in  $6  million  area,  which  would  be  high- 
est price  in  history  for  radio  station.  Sta- 
tion reportedly  grosses  in  excess  of  $3  mil- 
lion with  net  before  taxes  having  run  $1 

million-plus  during  each  of  past  five  years. 
Biggest  price  on  record  to  date  is  last 

year's  sale  of  WNEW  New  York,  inde- 
pendent, for  $4.1  million. 

B»T 

RALPH  ATLASS  is  11%  stockholder 

in  WIND.  H.  Leslie  Atlass  Jr.,  his  nephew 
and  son  of  vice  president  of  CBS  in  charge 
of  Central  Division,  is  trustee  of  29% 
for  himself  and  his  brother  and  sister; 

Chicago  Daily  News  owns  27% ;  Mrs.  Win. 
Wrigley  and  her  three  children  own  26%, 
and  John  T.  Carey,  commercial  manager, 
holds  5%).  There  was  no  inkling  as  to 

bidders,  but  it's  understood  they  include 
both  Chicago  and  out-of-town  interests. 
Station  operates  on  560  kc  with  5  kw 

fulltime.  While  offers  are  being  considered, 

there's  no  assurance  that  owners  will  sell. 

B»T 

WCAU  GOES  TO  SCRANTON  •  Con- 

versations looking  toward  acquisition  by 
WCAU  Inc.  Philadelphia  of  50%  interest 

and  voting  control  of  Scranton  Broadcas- 
ters Inc.  (WGBI-AM-FM-TV)  for  about 

$650,000  were  in  progress  last  week. 
WCAU  Inc.  would  acquire  15  of  20  shares 
of  voting  stock  and  10  of  30  shares  of 

non-voting  stock,  equalizing  holdings,  from 
Megargee  family.  WGBI,  established  in 
1926,  operates  on  910  kc  with  1  kw  day, 
500  w  night,  and  is  CBS  affiliate.  Ch.  22 

WGBI-TV  began  operation  in  1953  and 
is  CBS-TV  affiliate.  If  transaction  is  com- 

pleted, with  subsequent  FCC  approval, 
WCAU  Inc.  President  Donald  W.  Thorn- 

burgh  will  supervise  Scranton  operations. 

B»T 

MILTON  BlOW,  former  head  of  his  own 

advertising  agency,  The  Biow  Co.,  under- 
stood to  be  opening  offices  at  Savoy  Plaza 

Hotel  in  New  York,  to  act  as  advertising 
consultant. 

B»T 

SECRET  SESSIONS  •  Steeped  in  mystery 
and  intrigue  were  appearances  last  Thurs- 

day and  Friday  at  closed  session  of  full 
House  Judiciary  Committee  of  CBS  Inc. 
President  Frank  Stanton  and  FCC  Comr. 

Robert  E.  Lee.  Both  were  pledged  to 
secrecy  by  Chairman  Emanuel  Celler  (D- 
N.  Y.),  though  stenographic  record  was 

kept.  Dr.  Stanton  testified  Thursday  after- 
noon, returned  to  New  York  overnight 

because  of  illness  of  Mrs.  Stanton,  and 

flew  to  Washington  again  Friday  morning 
for  9:30  a.m.  appearance.  Comr.  Lee  was 
on  stand  Friday  afternoon. 

WHILE  no  word  seeped  out  of  commit- 
tee, it  was  generally  thought  that  ques- 

tioning might  have  centered  around  data 
gathered  by  committee  from  network  files 
and  from  investigation  conducted  earlier 
this  year  by  Evins  subcommittee,  going 
into  trips  made  by  commissioners,  expense 

accounts,  and  other  so-called  extra-cur- 
ricular activities.  Reactions  generally  were 

that  neither  executive  session  witness  fared badly. 

B»T 

MATTER  OF  MONEY  •  What's  keeping 
Crowell-Collier  from  filing  for  FCC  ap- 

proval of  its  $16.5  million  purchase  of  Bit- 

ner  radio-tv  stations?  It's  reliably  reported 
C-C  has  had  trouble  getting  bank  money 
at  terms  it  wants  but  has  reason  to  think 

money  will  be  available  soon.  That's  real 
reason  for  joint  announcement  last  week 

by  Paul  C.  Smith,  C-C  president,  and 
Harry  M.  Bitner  Sr.,  chairman  of  Con- 

solidated Radio  &  Television  Broadcas- 

ters Inc.,  that  deal  is  "proceeding  as 
speedily  as  possible"  (see  story  page  70). 

B»T 

LONGER  Crowell-Collier  delays  in  sub- 
mitting its  Bitner  purchase  to  FCC,  closer 

it  gets  to  fast-approaching  deadline  in 
sales  contract.  Contract  to  sell  to  C-C 
provides  transfer  must  clear  Commission 

by  Oct.  31.  After  that,  unless  Bitner  in- 
terests give  extension,  deal  is  off. 

B»T 

POWER  PARLEY  •  First  membership 

meeting  of  newly  formed  Assn.  of  Maxi- 
mum Service  Telecasters  (AMST)  has 

been  called  to  convene  Aug.  10  at 
Edgewater  Beach,  Chicago,  by  Acting 

Chairman  Jack  Harris,  KPRC-TV  Hous- 
ton. Some  90  stations  participated  in 

formation  of  group,  organized  to  defend 

full-power  tv  stations  from  encroachment, 

and  it's  expected  150  stations  will  be  rep- 
resented at  meeting.  Group,  organized 

permanently  last  week  (story  page  60), 

already  has  approved  nationwide  field 

strength  study  of  tv  coverage  under  ex- 
isting FCC  standards.  Its  board  last  week 

advised  FCC  members  of  planned  activity 

and  offered  cooperation  down  line.  Great- 
est concern  is  being  evinced  over  unveri- 
fied reports  that  Senate  Commerce  Com- 

mittee may  urge  fastest  possible  transition 
to  uhf  (earlier  drafts  since  have  been  modi- 

fied) (see  page  21 ). 

B»T 

STAN  LOMAS,  vice  president  and  com- 
mercial tv  director,  leaves  William  Esty 

&  Co.  to  join  McCann-Erickson,  New 
York,  in  executive  capacity.  Joseph  For- 

est, executive  producer  in  Esty's  television 
commercial  department,  succeeds  Mr.  Lo- 
mas  as  vice  president  in  charge  of  televi- 

sion commercials  for  agency. 

SUMMER  RECESS  •  Final  regular  meet- 
ing this  Wednesday  of  FCC  prior  to 

month's  vacation  may  find  several  docket 
cases  cleared,  but  number  of  tv  hearing 
cases,  as  well  as  several  important  transfer 
actions,  will  await  convening  of  regular 
sessions  Aug.  29.  Cases  on  which  oral 
arguments  recently  were  heard,  such  as 
St.  Louis  ch.  1 1  and  Charlotte  ch.  4,  will 

carry  over,  as  will  Miami  ch.  10  decision 
and  such  transfer  cases  as  $3.5  million 
sale  of  ch.  13  WTVT  (TV)  by  Tampa 

Television  Co.  to  WKY  Radiophone  Inc. 
(Oklahoma  Publishing  Co.),  Oklahoma 
City. 

B»T 

IF  Fetzer-Knorr,  et  al,  $5  million-plus  bid 
for  Detroit  Tigers  is  accepted  (story  page 

68),  John  E.  Fetzer,  president  of  Fetzer 

Broadcasting  Co.,  will  become  chairman 

of  board;  Fred  A.  Knorr,  WKMH  Dear- 
born and  owner  of  other  Michigan  sta- 
tions, will  become  president,  with  Walter 

(Spike)  Briggs.  present  partner-owner  of 
American  League  team,  becoming  execu- 

tive vice  president. 

B»T 

INTERESTED  PARTIES  •  Talk  by  FCC 
and  Senate  Commerce  Committee  of  full- 
scale  movement  of  tv  to  uhf  has  provoked 

unprecedented  interest  of  manufacturers 
in  Washington  scene.  They  recognize  that 

wholesale  move  would  open  vast  multi- 
billion  dollar  opportunities  for  replace- 

ment of  some  33  million  vhf-only  receivers, 
but  they  also  deplore  effect  of  such  talk 
now  on  sales  of  vhf-only  receivers  in  stock. 
Few  expect  full-scale  uhf  move  for  some 

years,  if  at  all. 

B«T 
REAFFIRMATION  by  FCC  of  faith  in 

uhf.  through  its  proposed  deintermixture 
orders,  has  sent  top  receiving  manufac- 

turers back  to  laboratories  in  effort  to  pro- 
duce engineeringly  feasible  uhf  tuner 

rather  than  "piggy  back"  types  now  being 
employed  in  limited  number  of  sets  pro- 

duced. Mass  production  of  such  tuners 

should  result  in  sharp  cut  in  all-band  set 
price  from  existing  $30  average  for  uhf 
tuner,  according  to  informed  manufacturer 

opinion. 
B«T 

SILENT  BUT  SEETHING  •  There's  quiet 
seething  among  tv  stations  over  what  they 

call  unrealistic  timing  of  next  Friday's  civil 
defense  alert,  which  silences  every  broad- 

cast station  from  4:10-4:25  p.m.  (EDT), 
except  Conelrad  participants.  One  major 
broadcast  group  has  politely  asked  FCC 

why  tv  stations  must  lose  entire  4:00-4:15 
p.m.  segment  for  quarter-hour  programs 
when  test  could  be  just  as  efficient  by  let- 

ting tv  stations  stay  on  air  until  end  of 
that  15  minute  segment. 
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4  looks  at  the 

way  Kansas  City  listens 

All  agree:  It's  WHB 

March-April,  1956 
Metro  Pulse:  WHB  1st 

360  out  of  360 

x/4  hours  in  and  out  of 

home,  Mon.-Fri.  6  a.m.- midnight 

Latest  available 
Area  Pulse:  WHB  1st 

263  out  of  288 

%  hrs  with  25-2nd 

place  xk  hrs.,  Mon.- 
Sat.,  6  a.m.-6  p.m. 

March,  1956 
Area  Nielsen:  WHB  1st 
every  time  period, 

1st  all  day  and  night 

42%  share  of  audience 

Mon.-Sat.  6  a.m.- 
midnight 

Feb.-May,  1956 

K.  C.  Hooper:  WHB  1st 
248  out  260  %  hrs. 

1st  all  day  with 
43.5%  share  of  audience 
Mon.-Fri.  7  a.m.-6  p.m. 

Sat.  8  a.m.-6  p.m. 

Dominate?  And  howl  Listen  to  the  way  Kansas  City  looks  the 

way  Blair  tells  it — or  talk  to  WHB  General  Manager  George  W.  Armstrong. 

WHB 

CONTINENT  BROADCASTING  COMPANY 

"The  Storz  Stations" — President:  Todd  Storz 

WDGY,  Minneapolis-St.  Paul 
Represented  by 

Avery-Knodel,  Inc. 

KOWH,  Omaha 
Represented  by 
H-R  Reps,  Inc. 

WHB,  Kansas  City 
Represented  by 
John  Blair  &  Co. 

10,000  watts-710  kc 
Kansas  City 

WTIX,  New  Orleans 
Represented  by 
Adam  J.  Young,  Jr. 

WQAM,*  Miami Represented  by 
John  Blair  &  Co. 

*  Transfer  subject  to  FCC  approval. 
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at  deadline 

Storer  Trains  Sights 

On  WMUR-TV  Manchester 

APPLICATION  for  FCC  approval  of  purchase 
of  ch.  9  WMUR-TV  Manchester,  N.  H.,  by 
Storer  Broadcasting  Co.  for  about  $850,000 
from  Francis  P.  Murphy  filed  Friday  with 
FCC.  Offering  to  divest  itself  of  one  of  exist- 

ing v's  "if  required  to  do  so,"  Storer  also  asked 
permission  to  move  WMUR-TV  transmitter 
location  to  Georgetown  Township,  Essex 

County,  Mass.,  32  miles  southeast  of  Man- 
chester (Manchester  is  48  airmiles  from  Boston) 

and  to  boost  power  to  maximum  316  kw. 
WMUR-TV  began  operating  in  March  1954 

and  is  affiliated  with  CBS  and  ABC.  It  is  rep- 
resented by  Forjoe  Inc.  Storer,  whose  purchase 

last  month  of  ch.  3  KSLM-TV  Salem,  Ore.,  is 
still  pending  FCC  approval,  owns  am,  fm  and 
tv  stations  in  Miami,  Fla.;  Detroit,  Mich.;  To- 

ledo, Ohio;  Cleveland,  Ohio,  and  Atlanta,  Ga.; 
am  and  tv  stations  in  Birmingham,  Ala.,  tv  in 

Portland,  Ore.,  and  am-fm  in  Wheeling,  W.  Va. 
If  FCC  should  lift  limit  on  tv  station  owner- 

ship from  present  seven  (five  v's,  two  u's),  to 
coverage  of  25%  of  population,  as  advocated 
by  Storer  and  in  pending  bills  in  Congress, 

necessity  of  selling  one  of  existing  Storer  v's 
would  be  obviated.  Storer  obviously  is  interested 
in  Greater  Boston  market,  which  presently  has 

only  two  operating  v's. 
Also  filed  Friday  was  application  for  trans- 

fer of  control  of  ch.  23  WMCN-TV  Grand 
Rapids,  Mich.,  grant  to  H.  &  E.  Balaban  Corp. 
for  $7,500.  Exercising  its  option,  H.  &  E. 
Balaban  Corp.  seeks  FCC  approval  so  that  it 
will  own  50%  of  Grand  Rapids  station,  and 
present  owners  John  D.  Loeks  and  Howard 

W.  Freck  will  own  33.3%  and  16.3%  respec- 
tively. Balaban  company  will  acquire  other 

40%  from  E.  A.  McCready  Sr.  and  Jr. 

AFFILIATION  of  Westinghouse  Broadcasting 

Corp.'s  radio  stations  WBZ  Boston,  KYW  Cleve- 
land, WOWO  Fort  Wayne  and  KDKA  Pitts- 
burgh terminates  Aug.  26  with  NBC,  cur- 

rently actively  seeking  "other  radio  arrange- 
ments" in  those  markets,  letter  from  Robert 

W.  Sarnoff,  NBC  president,  to  WBC  President 
Donald  H.  McGannon  reveals.  Letter  was  sent 

to  Mr.  McGannon  for  his  receipt  over  week- 
end and  its  contents  to  be  released  by  NBC 

today  (Mon.).  Westinghouse  already  had  an- 
nounced it  would  not  carry  NBC  Radio  day- 

time schedules  as  of  today  (see  story  page  90). 
Also  being  disclosed  by  Mr.  Sarnoff:  West- 

inghouse, in  negotiations  with  NBC,  had  pro- 

posed that  "we  [network]  convert  to  a  program 
syndication  service  in  radio,  under  which  sta- 

tions would  buy  programs  from  us  for  local 

sale."  But,  commented  Mr.  Sarnoff,  "this  would 
have  meant  abandonment  of  our  present  sys- 

tem of  radio  network  operations."  Mr.  Sar- 
noff noted  that  because  this  "insistence  on 

special  treatment"  for  Westinghouse  stations 
and  WBC's  alleged  "refusal  to  accept  radio 
affiliation  contracts  on  normal  terms,"  NBC  for 
"some  time"  has  been  providing  service  to 
Westinghouse  radio  outlets  without  any  formal 
contract.  He  also  observed  that  WBC  in  effect 

LONG  GREY  LINE 

LARRY  VALENSTEIN,  board  chairman, 
and  Arthur  Fatt,  president,  Grey  Adv., 

New  York,  this  week  celebrate  agency's 
35th  anniversary.  Grey  started  with  two- 
man  agency  in  single  office  that  manv 
years  ago.  Agency  today  employs  nearly 
500  people  and  occupies  offices  on  sev- 

eral floors  at  430  Park  Ave.  Among  ac- 
counts: RCA  Victor,  NBC,  General  Elec- 

tric, Gruen  watch,  Mennen  Co.  and 
Procter  &  Gamble.  Original  $100  invest- 

ment in  agency  has  been  parlayed  into 
what  is  expected  to  be  billing  of  about 
$40  million  in  1956. 

Three  More  Blast  Fund 

For  Blacklisting  Report 

THREE  WITNESSES  before  House  Un-Ameri- 
can Activities  Committee  Friday  charged  that 

Fund  for  Republic's  blacklisting  report  (story 
page  29)  was  distorted  and  untruthful  in  de- 

scribing activities  of  private  individuals  and 
groups  in  clearing  individuals  for  employment 
in  radio-tv  and  rest  of  entertainment  industry. 

Paul  Milton,  representing  AWARE  Inc., 
group  dedicated  to  keeping  communists  and 
sympathizers  out  of  radio-tv  and  movies,  said 
persons  who  have  been  uncooperative  or  plead 
Fifth  Amendment  before  congressional  com- 

mittee now  find  it  hard  to  get  into  radio-tv,  but 
some  still  write  for  "front"  men.  More  and 
more  "fronters"  are  having  attention  drawn  to 
them,  he  said.  He  said  Red  emphasis  has 
shifted  from  open  to  underground  activities. 

Rep.  Donald  Jackson  (R-Calif. )  proposed 
Continues  on  page  9,  column  3 

had  rejected  NBC's  request  (made  July  1 ) 
that  Westinghouse  "reserve"  its  decision  to  sever 
affiliation  until  it  had  time  to  "evaluate  our  new 
daytime  schedule  which  goes  on  the  air  in  a 
few  weeks  and  to  discuss  the  matter  further 

with  me."  At  one  point  in  letter,  WBC's  action 
was  seen  by  Mr.  Sarnoff  as  "based  on  a  short- 

sighted policy"  and  as  not  "typical"  of  WBC 
management,  "which  helped  pioneer  and  de- 

velop radio  with  NBC." 
Mr.  Sarnoff  declared  that  NBC  has  "dedi- 

cated energy  and  money"  as  well  as  "incurred 
substantial  losses"  in  effort  to  increase  effec- 

tiveness of  network  radio  medium.  He  said 

NBC  Radio  affiliates  have  been  supporting  net- 

work, recognizing  "the  national  importance"  of 
network  service  "although  the  changes  in  the 
business  have  reduced  the  revenue  and  audi- 

ence they  obtain  from  the  radio  network."  Mr. 
Sarnoff  declared  Westinghouse's  action  indi- 

cated "no  interest  in  the  maintenance  for  the 
public"  of  radio  network  service,  "because  the 
revenue  you  obtain  from  network  declined  in 

recent  years."  NBC's  president  also  noted  that 
WBC's  move  was  in  spite  of  its  stations  develop- 

ing "important  standing"  and  realization  of  "mil- 
lions of  dollars  in  profits"  as  result  of  affiliation with  NBC  Radio. 

•   BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  40. 

OPTIMISTIC  BUYER  •  U.  S.  Steel  Corp., 
Pittsburgh,  although  in  midst  of  national  steel 

strike,  apparently  doesn't  expect  it  to  last  be- 
yond Thanksgiving.  Firm  is  planning  radio  spot 

announcement  campaign  to  start  Nov.  6  and  run 
for  four  weeks.  Minutes  in  morning,  with  as 
many  as  15  per  week,  per  station,  are  expected 
to  be  used  in  institutional  promotion  before 
Christmas  in  about  48  markets.  BBDO,  N.  Y., 
is  agency. 

233  FOR  EX  LAX  •  Ex  Lax  Inc.,  N.  Y., 
through  Warwick  &  Legler,  N.  Y.,  planning 
radio  spot  announcement  campaign  to  start 
Aug.  13  and  run  through  Dec.  21  in  adjacencies 
to  women's  shows  in  233  markets.  Contract 
usually  calls  for  Christmas  hiatus  and  review  of 
station  list  for  Ex  Lax'  spring  campaign. 

PINKHAM  PURCHASES  •  Lydia  E.  Pinkham 
Co.,  Lyn,  Mass.,  through  its  agency,  Harry  B. 

Cohen,  N.  Y.,  buying  spot  announcement  cam- 
paign in  September  for  10  weeks  in  over  100 

radio  markets  and  in  about  25  tv  markets. 

•DIGEST'  PLANNING  •  Reader's  Digest, 
through  its  agency,  Schwab  &  Beatty,  N.  Y.,  is 

planning  one-week  radio-television  spot  an- 
nouncement campaign  to  run  early  in  September 

in  over  25  markets. 

13  WEEKS  ON  9  •  Union  Carbide  &  Carbon 

Corp.  (textile  fiber  dept.),  N.  Y.,  launching  13- 
week,  nine-station  spot  radio  campaign  in 

Cleveland.  Buffalo  and  Detroit  for  Dynel  fab- 
rics, starting  Sept.  17.  Agency:  Anderson  & 

Cairns,  N.  Y. 
THIRD  FOR  REVLON  •  Revlon  Products, 
N.  Y..  which  currently  sponsors  two  tv  shows, 
$64,000  Question  and  $64,000  Challenge,  both 
on  CBS-TV,  understood  looking  for  evening 

time  on  any  tv  network  for  third  program,  en- 
titled The  Most  Beautiful  Girl  in  the  World. 

Show,  considered  by  Revlon  before  Challenge 
was  purchased,  now  is  ready  to  go  as  third 
entry  for  cosmetic  firm  if  time  clearances  can 
be  solved.  BBDO,  N.  Y.,  and  C.  J.  La  Roche 
&  Co.,  N.  Y.,  are  agencies  for  Revlon. 

KELLOGG  BUYS  CHIMP  •  Kellogg  Co., 
Battle  Creek,  Mich.,  understood  to  have  signed 
as  co-sponsor  for  Television  Programs  of 
America's  new  network  show  starring  chimpan- 

zee named  "Waldo."  Another  co-sponsor  is  ex- 
pected shortly.  Kellogg  reportedly  looking  for 

network  slot  in  which  to  place  program.  Leo 
Burnett,  Chicago,  is  agency  for  Kellogg. 

TAKES  STEP  •  General  Mills,  Minneapolis,  to 

sponsor  One  Giant  Step  [B*T,  July  9]  starting 
in  November  on  CBS-TV,  Wed.,  7:30-8  p.m. 

Program  is  quiz  show  with  children  and  pro- 
duced and  packaged  by  Lew  Cowan  office. 

BBDO,  N.  Y.,  is  agency  for  General  Mills. 
HI-FI  BUY  •  Max  Factor  Inc.,  Hollywood, 

Calif.,  for  its  Hi-Fi  lipstick,  buying  partici- 
pations on  Tonight  on  NBC-TV  and  Famous 

Film  Festival  on  ABC-TV,  starting  July  19. 

Agency:  Doyle  Dane  Bernbach,  N.  Y. 

NBC  SCORES  WESTINGHOUSE'S  QUITTING, 
STARTS  ACTIVELY  SEEKING  REPLACEMENTS 
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PEOPLE 

at  deadline 

ALLOCATIONS  PLAN  'WINDOW  DRESSING/ 
CONGRESSMAN  CHARGES;  McC  DEFENDS  IT 

FCC  was  charged  with  "window  dressing"  in 
issuing  allocations  report  last  month  proposing 
serious  consideration  to  move  tv  to  uhf  in  all 
or  major  part  of  country  and  to  deintermix  13 

markets.  Report  is  not  worth  "paper  it  is 
written  on,"  Rep.  James  M.  Quigley  (D-Pa.) 
charged  during  Friday  morning  session  of  FCC 
before  House  Antitrust  Committee  (see  early 
story,  page  31). 

Pennsylvania  Democrat  claimed  that  from 
1945  on  FCC  has  said  tv  needs  uhf,  but  it  has 
never  done  anything  for  uhf.  Latest  report  is 
cut  from  same  pattern,  he  declared.  It  will  do 
nothing  to  help  uhf  stations  compete  with  vhf 
outlets,  he  said. 

Supported  by  Rep.  John  B.  Keating  (R- 
N.  Y.),  FCC  Chairman  George  C.  McCon- 
naughey  entered  spirited  defense.  That  order, 

he  said,  is  "most  progressive  thing  ever  done 
for  uhf.  .  .  .  This  will  be  the  greatest  boon  to 

uhf."  He  added  that  Commission  is  not  charged 
with  helping  keep  solvent  failing  businesses. 

Mr.  Keating  backed  chairman's  statement,  add- 
ing that  he  thought  this  was  "first  tangible  step 

to  cope  with  the  problem." 
Clash  was  precipitated  when  committee  coun- 
sel entered  into  record  FCC  report  showing  that 

59  uhf  stations  had  gone  off  air,  153  had  turned 
in  their  grants  and  only  94  remain  on  air. 

Other  highlights  of  Friday  hearing: 

•  Chairman  McConnaughey  rebutted  impli- 
cation that  move  to  uhf  would  disrupt  industry 

and  obsolete  public's  investment  in  vhf  sets. 
He  said  transition  period  would  help  stations 
and  public  amortize  this  investment. 

•  Chairman  McConnaughey  said  network 
study  group  will  have  some  recommendations 
on  revisions  of  network  rules  before  June  30, 
1957,  when  fiscal  funds  run  out.  This  was 
seconded  by  Dean  Roscoe  L.  Barrow,  chief  of 
network  study  staff,  who  explained  that  some 

Corpus  Christi,  New  Orleans 

Final  Decisions  Handed  Down 

TWO  FINAL  tv  grants— Corpus  Christi  ch.  10 
and  New  Orleans  ch.  4 — were  issued  by  FCC 
Friday,  one  (New  Orleans)  in  which  Commis- 

sion refused  to  follow  FCC  hearing  examiner's 
initial  decision.  Commission  awarded  Corpus 
Christi  ch.  10  to  K-SIX  Television  Inc.  (KSIX 
there),  supporting  January  1955  initial  decision 
of  Examiner  H.  Gifford  Irion  [B»T,  Jan.  24, 
1955].  FCC  favored  Loyola  U.  (WWL)  for 
last  available  New  Orleans  v,  going  against 
July  1955  recommendation  by  Examiner  Eliza- 

beth C.  Smith,  who  favored  Times-Picayune 
(WTPS)  for  the  channel  [B»T,  July  1 1.  1955]. 
FCC  found  KSIX  (1230  kc,  250  w)  superior 

or  equal  to  two  competing  applicants  in  all 
comparative  areas  except  broadcast  experience, 
where  preference  was  given  to  Superior  Tv  Inc. 
Wrather-Alvarez  (KFMB-AM-TV  San  Diego) 
holds  50%  of  Superior  stock.  KSIX,  ABC  af- 

filiate, has  been  on  air  since  1947.  Second  ap- 
plicant denied  by  FCC,  KEYS-TV  Inc.,  is 

owned  one-third  each  by  Sam  E.  Wilson  Jr., 
Bruce  L.  Collins  (theatre  owner)  and  group  asso- 

ciated with  KEYS  Corpus  Christi. 
Crux  of  New  Orleans  case,  FCC  found,  was 

facets  of  study  may  be  ready  for  action  before 
entire  study  is  completed. 

•  Committee  counsel  implied  freeze  helped 

establish  vhf  stations'  dominance  and  aided  in 
helping  CBS  and  NBC  arrive  at  dominant  net- 

work position.  He  implied  also  that  Sixth 
Report  helped  vhf  to  detriment  of  uhf  because 
v  stations  were  able  to  attain  maximum  power 

sooner  than  u's. 
•  Chairman  McConnaughey  stated  FCC 

would  not  delay  final  decision  on  allocations 
while  it  waited  for  industry  to  upgrade  uhf.  He 
said  he  was  sure  industry  was  working  on  this 
now  and  that  some  answers  would  be  available 

soon.  However,  if  there  is  delay,  he  said  Com- 
mission will  move  on  its  own. 

COLD  WIND  FROM  HILL 

SHUDDER  swept  radio-tv  executive  cir- 
cles at  week's  end  after  report  that  House 

Antitrust  Committee  had  recommended 

FCC  establish  jurisdiction  over  "exorbi- 
tant" salaries  paid  broadcasting  officials. 

Actually,  committee  counsel  Herbert 
N.  Maletz  was  quizzing  FCC  General 
Counsel  Warren  Baker  when  he  ventured 

opinion  that  FCC  should  take  into  ac- 

count profits  and  "mismanagement"  of 
stations  when  considering  whether  to  re- 

new a  license.  Asked  what  he  meant  by 

mismanagement,  Mr.  Maletz  replied:  "I 
am  supposing  that  the  station  licensee  is 

paying  exorbitant  salaries  to  the  execu- 

tives of  the  station." Mr.  Baker  replied  that  that  might 
mean  stockholders  were  not  getting  their 
share  of  profits.  But  that,  Mr.  Baker 
added,  was  no  concern  to  the  FCC. 

past  performance  record  of  WWL  (50  kw,  870 
kc),  which  Loyola  U.  has  been  operating  since 
1922.  Station  is  commercial  outlet  and  is  af- 

filiated with  CBS.  WWL  also  was  accorded 

clear  preference  in  area  of  diversification  of 
communications  interests  as  compared  to  losing 
applicants  WTPS  and  WNOE  (James  A.  Noe). 

Three  More  Changes  Asked 

THREE  requests  to  change  overall  allocations 
setup  were  filed  with  FCC  Friday  (see  earlier 
proposals,  page  84).  Sen.  Robert  Humphreys 
(D-Ky.)  and  Kentucky  Governor  A.  B.  (Happy) 
Chandler  asked  Commission  to  allocate  ch.  7 

to  Louisville,  making  that  city  three-vhf  com- 
munity (Louisville  now  is  assigned  chs.  3  and 

11,  in  addition  to  uhf  chs.  15  [educational],  21. 
41  and  51).  Other  proposals  filed  Friday:  Ch. 
28  WNAO-TV  Raleigh,  N.  C,  filed  supple- 

mental petition  aimed  at  deintermixing  Raleigh. 
WNAO-TV  asks  deletion  of  Raleigh  ch.  5,  as- 

signing same  to  Rocky  Mount,  N.  C,  switch- 
ing Raleigh  educational  reservation  from  ch. 

22  to  50,  and  adding  ch.  44  there.  Ch.  35 
WSEE  (TV)  Erie,  Pa.,  requested  FCC  to  make 
that  city  all  uhf,  moving  ch.  12  (operating 
WICU  [TV])  to  Cleveland  and  changing  Erie 
educational  reservation  from  ch.  41  to  66. 

JACK  R.  POPPELE,  former  chief  of  Voice  of 
America  at  U.  S.  Information  Agency,  has 

opened  radio-tv  consulting  and  management 
firm  at  9  Crest  Circle,  South  Orange,  N.  J. 

BARNEY  BRIENZA  promoted  to  advertising 
manager  for  Pabst  Blue  Ribbon  beer  and  ale  and 
ARNOLD  WINOGRAD  to  same  post  for  Pabst 
sparkling  beverages.  Both  have  been  advertising 
staff  members. 

JOHN  CHASE  STROUSE  appointed  senior  ac- 
count executive  on  Carnation  evaporated  milk 

at  Erwin,  Wasey  &  Co.,  L.  A.  He  formerly  was 
vice  president-account  supervisor  at  Cunning- 

ham &  Walsh,  N.  Y. 

HAROLD  L.  TUERS,  former  advertising  man- 
ager, Elizabeth  Arden  and  Richard  Hudnut, 

both  N.  Y..  to  Product  Services  Inc.,  N.  Y.,  as 
vice  president,  account  supervisor  and  member 
of  plans  board. 

CHARLES  E.  PATRICK,  formerly  with  Emil 
Mogul  Co.  and  Donahue  &  Coe  Inc.,  to  Doyle 
Dane  Bernbach  Inc.,  N.  Y.,  as  account  super- 
visor. 

CHARLES  MAECHLING  JR.,  Military  Rela- 
tions Dept.  of  Radio-Electronics-Tv  Mfrs. 

Assn.,  joins  Washington  law  firm  of  Shaw  & 
Pittman.  He  will  continue  to  serve  RETMA 

department  in  addition  to  new  post. 

Funeral  services  were  scheduled  Saturday  for 
W.  D.  MILLER,  70.  president  and  owner  of 
KFJI-AM-TV  Klamath  Falls,  Ore.,  and  former 
owner  of  KWIN  Ashland,  Ore.,  who  died  early 
Wednesday  morning  following  long  illness. 

Dan  River  Fabrics  Set 

First  Major  Tv  Plunge 
DAN  RIVER  MILLS  Inc.  (fabrics).  Danville, 

Va..  making  initial  broadcast  plunge  next  Mon- 
day with  heavy  tv  participation  campaigns  in 

10  top  markets.  Firm,  heretofore  print  adver- 

tiser, will  promote  "collector's  cottons"  through 
summer  and  fall  on  following  stations:  WAGA- 
TV  Atlanta.  WNAC-TV  Boston,  WBBM-TV 

and  WNBQ  (TV)  Chicago.  WJW-TV  Cleveland. 
KRLD-TV  Dallas,  KABC-TV  and  KNXT  (TV) 

Los  Angeles,  WABD  (TV),  WRCA-TV  and 
WOR-TV  New  York,  WCAU-TV  Philadelphia, 
KSD-TV  St.  Louis  and  KPIX-TV  San  Fran- 

cisco. Grey  Adv.,  New  York,  is  agency. 

Blacklisting  Report  Hit 

Continues  from  page  7,  column  2 

committee  subpoena  "some"  of  "gray  area" 
communist  suspects  (those  not  yet  brought  be- 

fore congressional  committee)  for  hearings  to 

"lift  the  cloak  of  anonymity."  Rep.  Gordon 
Scherer  (R-Ohio)  felt  purpose  of  fund  report 
is  to  reflect  discredit  on  House  committee  and 

questioned  fund's  motives. Godfrey  P.  Schmidt,  AWARE  president, 

called  report  "nothing  but  a  partisan  political 
tract."  He  said  AWARE  would  welcome  back 
those  who  have  lost  jobs  in  radio-tv  because 
of  alleged  communist  affiliations  if  they  will 

"admit  the  error  of  their  ways." 
Francis  J.  McNamara,  director  of  Veterans 

of  Foreign  Wars'  American  Sovereignty  Cam- 
paign and  former  editor  of  anti-communist 

publication.  Counterattack,  called  fund  report 

"propaganda  .  .  .  slanted  .  .  .  full  of  innuendo, 

etc." 

Statement  by  columnist  Victor  Riesel,  entered 

in  record,  denied  he  had  ever  helped  "clear" 
persons  in  entertainment. 

Subcommittee  announced  hearings  this  Tues- 
day and  Wednesday  in  Philadelphia,  with  ac- 

tress Gale  Sondergaard  and  several  non-in- 
dustry witnesses  under  subpoena  to  testify  on 

probe  of  Fund  for  Republic. 
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the  week  in  brief 

ALL-UHF  MOVE  PUSHED 

Senate  Commerce  Committee  con- 
siders report  asking  FCC  to  expedite 

move  of  entire  tv  broadcast  band  to 

uhf;  Sen.  Thomas  Wofford  urges  pres- 
ent allocation  plan  be  kept  27 

BLACKLISTING  ARGUED 

House  Un-American  Activities  Com- 

mittee hears  testimony  that  a  black- 
listing system  controls  employment  of 

radio-tv  talent;  other  witnesses  deny 
it  29 

IS  FCC  TOO  LAX? 

House  Antitrust  Committee  charges 

Commission  has  not  used  its  regula- 
tory powers  to  prevent  domination  of 

CBS  and  NBC  in  either  radio  or  tele- 
vision  31 

CONVENTION  COVERAGE  COSTLY 

Despite  sponsorship  of  radio  and  tv 

coverage  of  national  political  conven- 
tions, networks  anticipate  a  $5  million 

loss  on  the  project  35 

GROUP  GETS  WARNER  CONTROL 

Syndicate  headed  by  Boston  banker 

Serge  Semenenko  buys  controlling  in- 
terest in  Warner  Bros.  Pictures  Inc. 

for  $17  million     53 

CAMTRONIC:  TV-MOVIE  MERGER 

Compatibility  and  economy  claimed 
for  electronic  method  of  filming  tv 
programs  developed  by  Fred  A.  Niles 
Productions  53 

TOP  SYNDICATED  FILM  PROGRAMS 

The  10  top-rated  syndicated  film  pro- 
grams in  10  major  markets  in  June, 

as  compiled  for  B*T  by  American 
Research  Bureau  58 

departments 

TV  ASSOCIATION  FORMALIZED 

Assn.  of  Maximum  Service  Telecasters 

files  papers  as  non-profit  Delaware 
corporation,  following  executive  com- 

mittee session  in  Washington;  mem- 
bership meeting  planned  for  August 

60 

THREE  MONTHS  OF  COLOR 

A  report  on  what  WNBQ,  NBC  o&o 
tv  station  in  Chicago,  has  learned  in 
three  months  of  telecasting  all  local 
live  studio  programs  in  color  .  .  .  .66 

NBC  SPOT  SALES  PROMOTES  FOUR 

Dietrich,  Lyons,  Surles  and  Gaffin 

advanced  by  NBC  station  representa- 
tive division   72 

WBC  PROGRAMMING  LOCALLY 

Radio  stations  of  Westinghouse  Broad- 
casting Co.  are  substituting  own  pro- 

grams for  NBC  daytime  schedule  in 

line  with  listening  trends,  WBC  execu- 
tives state   90 

HOTELS'  OWN  COMMERCIAL  TV 

Closed-circuit  video  systems  being 
launched  at  two  New  York  hotels  in 

September  will  offer  own  program- 
ming and  sell  commercials   93 

GAW'  FOR  TALENT  PROPOSED 

AFTRA  executive  secretary  suggests 

union  might  seek  "supplementary  un- 
employment benefits"  like  those  in 

automobile  industry   94 

CBS  STOPS  SET  MAKING 

CBS-Columbia,  radio-tv  receiver  man- 
ufacturing division  of  CBS  Inc.,  closes 

down  after  five  years;  record  and  tube 
divisions  to  continue  96 
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YOU  CATCH  MORE  VIEWERS  ON  THE  STATION 

THAT'S  NO.  1  NIGHT  AND  DAY  IN  SOUTHEASTERN  MICHIGAN 

Sales  minded  advertisers 

are  hauling  'em  in  with  the 

potent  late  night  programming 

on 

DETROIT 

^gf-^O/    Represented  by  THE  KATZ  AGENCY,  INC. 
STORER  NATIONAL  SALES  OFFICE 

1 1 8  E.  57th,  New  York  22   •    MUrray  Hill  8-8630 

Detroit's  great  wealth  of  consumer  buy- 

ing power  comes  from  the  industries  of 
Southeastern  Michigan.  In  turn,  these 

industries  make  for  unique  time  schedules 

and  living  patterns. 

Twelve  midnight  is  12  noon  to  the  man 

who  works  the  night-shift.  And  his  family 

must  adjust  accordingly.  This  is  one 

reason  why  Detroit  (America's  No.  5 
market)  is  the  town  with  the  BIG  night- 

time TV  ratings. 

And  remember:  WJBK-TV  with  its  NEW 

Columbia-Screen  Gems  "Nightwatch 

Theater"  gets  most  of  these  late-night 
viewers. 

40%  MORE  THAN  STATION  B 

55%  MORE  THAN  STATION  C 

124%  MORE  THAN  STATION  D 

(Competitive  post-11 .00  PM  ratings,  June  ARB) 

Yes,  "night  fishing"  is  great  in  Detroit  .  .  . 
especially  when  you  bait  your  hook  with 

advertising  on  WJBK-TV. 

*  According  to  both  Pulse  and  ARB 
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WR0980  and  WRC-TV-4  Washington,  d.c.  are  sold  by! 
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Washington,  D.  C.'s  historic  Poto- 
mac River  is  heading  toward  a  new 

face  and  character.  And  a  public 

service  campaign  by  WRC  and 

WRC-TV  has  been  a  major  force  in 
urging  legislation  to  this  end. 

One  of  the  most  important  steps  to- 
ward cleaning  up  the  famous  (but 

polluted)  river  was  a  continuing 

television  series  on  WRC-TV,  titled 

"Our  Beautiful  Potomac,"  which 
provided  a  closeup  of  conditions 

menacing  two  states  and  the  Dis- 
trict of  Columbia.  WRC  and  WRC- 

TV  followed  up  the  series  by  airing 

opinions  and  suggesting  construc- 
tive action. 

Results?  Here's  how  Variety 
summed  up  when  it  presented  these 

stations  with  its  1956  Showmanage- 

ment  Award  for  "Serving  in  the 

Public  Interest": 

".  .  .  the  series  so  shocked  viewers 
that  the  Washington  newspapers 

jumped  on  the  bandwagon  and 
joined  in  the  crusade  for  an  end  to 

pollution.  Legislation  urged  by  the 

stations  is  now  pending  in  both 

houses  of  Congress." 

This  positive  action  is  one  more  ex- 
ample of  the  community  leadership 

generating  from  all  stations  repre- 
sented by  NBC  Spot  Sales.  That 

these  stations  serve  their  advertisers 

with  equal  vigor  is  a  matter  of  rec- 

ord, too.  You'll  learn  why  when  you 
put  the  selling  force  of  the  stations 

represented  by  NBC  Spot  Sales  be- 
hind your  product. 

There's  always  something 
extra  on  the  stations  represented  by 

NBC  Spot  Sales. 

REPRESENTING  THESE  LEADERSHIP  STATIONS: 

SPOT  SALES 

NEW  YORK  WRCA,  WRCA-TV 

SCHENECTADY- 
ALBANY-TROY  WRGB 

PHILADELPHIA  WRCV,  WRCV-TV 
WASHINGTON  WRC,  WRC-TV 
MIAMI  WCKT 

BUFFALO  WBUF-TV 
LOUISVILLE  WAVE,  WAVE-TV 
CHICAGO  WMAQ,  WNBQ 

ST.  LOUIS  KSD,  KSD-TV 
DENVER  KOA.  KOA-TV 
SEATTLE  KOMO,  KOMO-TV  | 

LOS  ANGELES  KRCA 
PORTLAND  KPTV 
SAN  FRANCISCO  KNBC 

HONOLULU  KGU,  KONA-TV 
AND  THE 
NBC  WESTERN  RADIO  NETWORK 
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CAPITAL  TYPES  #32 

THE  CAB  DRIVER 

Never  talks  politics  with 

passengers,  but  has  the 

Inside  Word  on  everything 

from  McKinley's  assassi- 
nation to  what  the  horse 

told  Arcaro. Takes  astrong 

stand  against  hillbilly 

singers,  automatic  trans- 

missions, and  the  lively 

ball.  Hates  going  to  the 

barber.  Gave  up  house 

painting  temporarily  dur- 

ing Coolidge's  adminis- 
tration, has  driven  two 

million  miles  since?  never 

wounded  a  pedestrian. 

Loses  arguments  to  pet 

parakeet. 

But  there's  never  a  loser 

among  Washington  adver- 
tisers who  use  WTOP  Radio. 

WTOP  gives  them  (1)  the 

largest  average  share  of 

audience  (2)  the  most 

quarter-hour  wins( 3 Wash- 

ington's most  popular  per- 
sonalities and  (4)  ten 

times  the  power  of  any 

other  radio  station  in  the 

Washington  area. 

WTOP  RADIO 
Operated  by  The  Washington  Post  Broadcast 
Division  •  Represented  by  CBS  Radio  Spot  Sales 

IN  REVIEW 

THE  ERNIE  KOVACS  SHOW 

FOR  SOME  time  now,  we've  wanted  to  throw 
a  pie  at  that  luscious  babe  who  gives  out  with  a 

regular  spiel  on  tv  beginning,  "Hello,  I'm  the 
Coty  girl."  Well,  up  to  last  Monday  night,  any- 

way, since  Ernie  Kovacs,  that  lovable  screwball 

from  Philadelphia,  did  us  one  better.  He  ac- 

tually did  throw  the  pie,  and  even  if  "the  Coty 
girl"  wasn't  for  real,  we're  sure  the  point  got 
made  nicely,  thank  you.  He  also  tricked  an 
NBC  vice  president  (or  what  passed  for  an  NBC 
vice  president)  into  stepping  through  a  hidden 
trap  door;  lampooned  late  evening  feature  film 

intermissions  ("the  late  late  late  Hungarian 
movie");  spoofed  tv's  hunger  for  more  Elvis 
("The  Pelvis")  Presley. 

Frankly,  we'd  rather  walk  that  proverbial 
mile  for  a  Camel  than  chronicle  the  details  of 
the  Kovacs  show  to  date  (there  have  been  two, 

so  far).  Let's  just  say  that  between  the  hours 
of  8  and  9  Monday  nights,  Bedlam  reigns 

supreme  on  NBC-TV.  Next  to  relying  on  air- 

conditioning,  we've  made  it  a  point  to  depend 
on  Mr.  Kovacs  to  get  through  the  hot  summer 
months — and,  we  hope — through  the  winter 
months  as  well.  Given  many  more  such  pro- 

grams as  last  Monday's  Kovacs  mad  hatter  tea 
party,  we  might  even  come  out  with  a  serious 
proposal  for  winter  replacement  shows.  Sid, 
forgive  us.  .  .  . 
Production  costs:  Approximately  $45,000. 
Sponsored  by  Helene  Curtis  through  Earle 

Ludgin;  Remington-Rand  through  Young  & 
Rubicam;  American  Chicle  through  Dancer- 
Fitzgerald-Sample. 

Stars:  Ernie  Kovacs,  Edith  Adams,  Henry 
Lascoe,  Hamilton  Trio,  special  guest  stars 
Lauritz  Melchior  and  piano  duo,  Ferranti 
and  Teicher. 

Producer:  Perry  Cross;  director:  Barry  Shear; 
musical  director:  Henry  Sosnik;  choreog- 

rapher: Bob  Hamilton;  writers:  Rex  Lardner, 
Deke  Hayward,  Mike  Marmer  and  Mr. 
Kovacs. 

THE  RUSS  MORGAN  SHOW 

ADDING  to  the  roster  of  tv's  musical  pro- 
grams which  seem  to  be  this  summer's  special- 

ty, The  Russ  Morgan  Show  is  a  pleasant  half- 
hour  of  orchestra  numbers  and  solos,  divided 
among  Mr.  Morgan,  who  sings  and  plays  piano 

as  well  as  trombone,  Helen  O'Connell,  perma- 
nent girl  singer  on  the  program,  and  the  guest 

of  the  week.  If  guests  for  the  rest  of  the  series 
are  as  easy  to  take  as  Hoagy  Carmichael  was 
on  the  luly  7  opener,  The  Russ  Morgan  Show 
will  be  required  viewing  in  a  lot  of  homes  this 
summer. 
Production  costs:  $25,000  to  $30,000. 
Sponsored  by  Procter  &  Gamble  Co.  through 
Compton  Adv.  and  Benton  &  Bowles  on 
CBS-TV  Sat.,  9:30-10  p.m. 

Producer:  Bob  Bach;  director:  Kirk  Alexander; 
sets:  Bill  Cecil;  writer:  Walter  Urban. 

Stars:  Russ  Morgan  and  Helen  O'Connell. 
COMBAT  SERGEANT 

THE  CLASSIC  tv  dramatic  formula  of  cow- 
boys versus  rustlers,  cops  versus  robbers,  or 

goodies  versus  baddies  in  any  category,  with 
the  viewer  given  every  opportunity  to  identify 

himself  with  "our  side"  and  pull  for  the  home 
team  to  outwit  and  outfight  "them,"  is  em- 

ployed in  its  purest  form  in  Combat  Sergeant, 
summer  Friday  evening  half-hour  film  series 
on  ABC-TV. 

Here,  the  locale  is  not  the  old  West  nor  the 
city  streets  but  North  Africa  during  World 

War  II.  "Our  side"  is  the  U.  S.  Army,  the 
"baddies"  are  the  Nazis  and  their  native  spies. 
The  hero  is  Sgt.  Nelson,  heroically  portrayed 
by  Michael  Thomas.  True  to  type,  in  the  July 

6  episode,  "Pass  Into  Danger,"  Sgt.  Nelson 

single-handedly  located  the  hidden  radio  that 
was  informing  the  Nazis  of  U.  S.  convoy  move- 

ments, got  captured,  fought  his  way  to  freedom 
and  back  to  headquarters  in  time  to  stop  the 
convoy  before  it  reached  the  pass,  giving  it  time 

to  disperse  and  to  knock  the  enemy's  strafing 
planes  out  of  the  sky  one  by  one  and  so  clear 
the  roads  for  supplies  and  reinforcements  to 
get  through  to  the  main  force  so  that  it  could 
go  ahead  with  plans  for  a  major  thrust  against the  enemy. 

If  another  pure-and-simple,  rough-and-tum- 
ble, ride-and-fight  series  is  what  tv  needed,  this is  it. 

Production  costs:  Approximately  $35,000. 

Sponsored  on  a  co-op  basis  on  ABC-TV,  Fri., 8-8:30  p.m. 

Producer:  Jack  H.  Skirball;  writers:  DeVallon 
Scott  and  Julian  Harmon;  director:  George Blair. 

Star:  Michael  Thomas. 

GE  SUMMER  ORIGINALS 

A  MISNOMER  if  ever  there  were  one  is  the 
title  of  the  new  drama  series  GE  Summer 

Originals  (ABC-TV,  Tuesdays,  9-9:30  p.m. 
EDT).  There  is  little  original  about  the  show, 
judging  from  its  first  two  performances:  Vivian 
Blaine  in  "It's  Sunny  Again"  (July  3)  and  James 
Mason  in  "Duel  at  Dawn"  (July  10).  The 
former  was  strongly  reminiscent  of  moderately 
amusing  motion  picture  musical  comedies  of 

the  1930's  and  the  latter,  of  all  things,  was 
based  on  a  story  by  Alexander  Dumas,  into 
which  was  injected  some  rather  belabored  dia- 

logue. 
Despite  their  hackneyed  scripts,  both  Miss 

Blaine  and  Mr.  Mason  managed  to  turn  in  good 

performances,  and  this,  plus  excellent  produc- 
tion values,  made  the  initial  offerings  of  the 

new  series  not  unpleasing  summerweight  en- 
tertainment. 
Production  costs:  Approximately  $33,000. 
Sponsored  by  General  Electric  through  Young 

&  Rubicam  on  ABC-TV,  Tues.,  9-9:30  p.m. 
Different  producer  and  cast  each  week.  July  3: 

"It's  Sunny  Again."  Producers:  Norman  & 
Irving  Pincus;  director:  Don  Weis;  co-stars: 
Vivian  Blaine  and  Jules  Munchin. 

July  10:  "Duel  at  Dawn."  Producer:  James 
Mason;  director:  Roy  Kellino;  co-stars:  James 
Mason  and  Pamela  Kellino. 

HIGH  FINANCE 

CRITICS  who  were  annoyed  by  tv's  Press  Con- 
ference [In  Review,  July  9]  because  they  felt 

its  requirement  that  the  guest  have  an  impor- 
tant news  story  to  break  on  the  program  was 

unfair  to  newspapers,  should  be  overjoyed  with 

High  Finance,  new  giveaway  show  whose  con- 
testants are  required  to  read  three  hometown 

newspapers  each  day,  so  they'll  know  the  an- swers to  the  questions  asked  on  the  program. 
Starting  out  with  the  good  idea  that  viewers 

will  tune  in  regularly  to  watch  contestants 
who  return  week  after  week,  striving  to  wir 

a  grand  prize  of  their  dream-come-true,  Higl 
Finance  almost  defeats  itself  with  a  contes 

procedure  so  complicated  that  long  before  i 

can  be  explained  the  viewer  has  said  "so  what' and  tuned  to  another  channel.  The  game  o: 
put-and-take  dreamed  up  by  Robert  G.  Jen 
nings  and  Dennis  James,  who  also  acts  ai 
quizmaster  on  the  program,  may  be  fun  fo: 
the  contestants,  but  at  least  one  viewer  foun( 
the  July  7  opening  telecast  an  elaborate  bore 
Production  costs:  Approximately  $30,000. 

Sponsored  by  Mennen  Co.  through  McCann 
Erickson  on  CBS-TV.,  Sat.,  10:30-11  p.m 

Star:  Dennis  James. 
Jade  Productions  package;  created  by  Denni 
James  &  Robert  G.  Jennings;  produce) 
Peter  Arnell;  associate  producer  and  director 
Lou  Sposa;  musical  director:  John  Gart. 
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"WILL  SUCCESS  SPOIL  ROCK  HUNTER?"  Starring  Jayne  Mansfield,  Orson  Bea 

'A  PACKED  HOUSE  EVERY  PERFORMANCE 

Your  program  will  pull  a  "packed  house  every 

performance",  sensational  ratings  and  rave 
notices  on  WICU,  Erie  —  the  only  VHF  station 
within  100  miles. 

TV's  privileged  bank  rollers  who  hanker  for  rat- 
ings that  slither  up  to  the  second  balcony  can 

throw  away  the  book  in  Erie. 

To  elucidate  .  .  .  professional  caliber  NBC  and 

A  LOOK  AT  THE BOX  OFFICE * 

NATIONAL WICU 

PLAYHOUSE  OF  STARS   .  .  .  23.4  .... 57.5 
PERRY  C0M0  52.6 

DRAGNET   .  .  .  39.0  .... 54.0 
GR0UCH0  MARX   

EDDIE  FISHER  ...    9.0  ...  . 44.3 

*Telepulse,  February,  1956 

ABC-TV  programming  that  normally  attains  a 

national  Telepulse  rating  of  23.4  —  takes  extra 
curtain  calls  for  a  whopping  big  57.5  on  WICU  ! 

And  time  of  day  —  day  or  night  —  is  no  excep- 

tion. In  any  language,  that's  show  business  ! 
The  accompanying  program-by-program  chart 
documents  the  story  better  than  a  portfolio  of 

statistics.  You'll  do  well  to  contact  your  Petry 
man.  There  are  some  top-rated  daytime  availa- 

bilities but  going  fast. 

Now's  the  time  to  investigate  a  guest  appearance 

on  WICU  in  Erie,  "The  Nation's  Number-One 

Test  Market". 

WICUS12 

An  Edward  Lamb  Enterprise  —  Ben  McLaughlin,  General  Manager 
Represented  Nationally  By 

EDWARD  PETRY  AND  CO.,  INC. 

New  York,  Chicago,  Detroit,  San  Francisco,  St.  Louis,  Los  Angeles 



WIBC 

LEADS  IN  INDIANA 

FIRST  IN 

COMMUNITY 

SERVICE 

During  the  past  year  WIBC  has 
received  numerous  public  service 
awards,  many  exclusive  in  the  city 
of  Indianapolis.  One  of  the  most 
recent,  for  example,  is  a  First  Prize 
Award  from  the  Health  and  Wel- 

fare Council  of  Indianapolis  and 

Marion  County,  for  WIBC's  year 
'round  excellence  in  giving  con- 

tinuous interpretation  to  health, 
welfare  and  recreational  services 
and  problems  in  the  community. 

FIRST  IN 

AUDIENCE 

Even  WIBC's  community  service 
programs  build  big  audiences.  In 
the  3 1  county  Indianapolis  trading 
area,  WIBC  programs  rank  first 
during  447  out  of  504  rated  quarter 

hours  each  week* 
♦Pulse  Area  Study,  Sept.-Oct.,  1955 

FIRST  IN  THE 

HEARTS  OF  THEIR 

LISTENERS 

Chiefly  responsible  for  WIBC's 
community  service  success  and  big 

audiences  are  WIBC's  well-known 
personality  salesmen  .  .  .  Easy 
Gwynn,  Jack  Morrow,  Joan  Evans, 
Gordon  Graham  and  many  others. 

These  same  "personalities"  are 
available  on  a  "first  come,  first 
served"  basis  to  help  you  sell  your 
product  or  service. 

WIBC 

1070  KC 

The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  Si. 
Indianapolis  8,  Indiana 

JOHN  BLAIR  &  COMPANY 
NATIONAL  REPRESENTATIVES 

IN  REVIEW- 

THE  INA  RAY  HUTTON  SHOW 

MUCH  ADO  is  made  on  The  Ina  Ray  Hutton 
Show,  which  opened  July  4  for  a  summer  run 
on  NBC-TV  in  the  10:30-11  p.m.  period,  that 

it  is  an  all-girl  production,  with  "No  Men 
Allowed."  There  is  Miss  Hutton  who  sings, 
and  very  prettily,  and  conducts  her  all-girl 
band,  whose  solo  and  ensemble  performances 

are  the  program's  mainstay.  There  is  the  lady 
announcer,  who  on  the  opening  broadcast  star- 

tled her  neighbor  in  the  studio  audience  by 

asking  permission  to  pour  Beads  O'  Bleach  on 
her  dress  (to  prove  its  harmlessness).  And 
there  are  the  feminine  guest  stars  who,  on  the 

first  program,  were  Kay  Brown,  rock  'n'  roll 
songstress,  and  Judy  Canova,  who  sang  one 
song  in  her  inimitable  hillbilly  yodel  and  fol- 

lowed with  a  neatly  stepped  soft  shoe  dance, 

perhaps  in  tribute  to  show  business'  own 
Fourth  of  July  baby,  the  late  great  song-and- 
dance  man,  George  M.  Cohan. 

More  restful  and  reminiscent  than  raucous 

or  rock  'n'  roll,  The  Ina  Ray  Hutton  Show 
should  provide  a  pleasant  refuge  for  those  who 

didn't  like  the  opening  half  of  the  U.  S.  Steel 
Hour  and  may  also  attract  many  of  the  regular 
viewers  of  The  Lawrence  Welk  Show,  which 
it  strongly  resembles. 
Production  costs:  Approximately  $15,000. 

Sponsored  by  Purex  Corp.  through  Foote,  Cone 
&  Belding  on  NBC-TV,  Wed.,  10:30-11  p.m. 
EDT. 

Announcer:  Diane  Brewster;  executive  pro- 
ducer: Harold  Jovien;  director-producer:  Bob 

Lehman;  special  material  by  Jerry  Bowen. 

UNDERCURRENT 

CBS'  new  Undercurrent  series,  replacing  Lineup 
on  Friday  nights,  promises  to  be  a  taut  produc- tion. 

Called  "No  Place  Like  the  Home,"  the  first 
offering  was  a  slim  piece  which  elaborated  the 
homecoming  of  someone  who  apparently  (this 
was  not  too  clear)  had  been  run  out  of  town 
by  the  local  vice  czar.  In  three  acts  (within 
the  half  hour),  the  returnee  quickened  the  life 
of  the  town,  had  two  old  girl  friends  throw 
themselves  at  him,  and  concluded  by  shooting 
it  out  with  the  racket  boss.  The  hero,  it  is  pre- 

sumed, was  a  federal  agent,  or  was  he?  That, 

too,  wasn't  too  clear.  The  part  was  played 
monosyllabically  by  Dane  Clark. 

Actually  the  best  part  of  "No  Place  Like 
Home"  was  the  opening,  which  used  the  camera 
expressively  to  set  the  scene  for  the  return  of 
the  wandered.  All  camera  work,  no  speaking 
parts  for  at  least  a  full  three  minutes.  The 
play  itself  impressed  us  as  a  third  act  stretched 
out  for  three.  But,  productionwise  the  show 
had  direction,  pace  and  its  moments. 
Production  costs:  approximately  $27,000. 

Sponsored  by  Brown  &  Williamson  Tobacco 
Co.  through  Ted  Bates  and  Procter  &  Gamble 
Co.  through  Young  &  Rubicam  on  Friday, 

10-10:30  p.m.,  on  CBS-TV. 
July  6  show:  produced  by  Revue  Productions 

Inc.;  director:  John  English:  writer:  Lawrence 
Kimble 

Cast:  Dane  Clark,  Carl  Benton  Reed,  Jean 
Howell  and  Maxine  Cooper. 

SEEN  AND  HEARD 

BOTH  THE  charm  and  flair  that  have  become 

synonymous  with  the  name  of  Constance  Ben- 
nett were  very  much  in  evidence  when  the  tal- 

ented actress  made  her  song-and-dance  debut 
on  television  as  headliner  on  The  Ed  Sullivan 

Show  (CBS-TV,  July  8).  The  vibrant  Miss 
Bennett  chose  two  numbers  from  her  current 

and  highly  successful  night  club  tour  to  dem- 

onstrate her  versatility:  "Moritat,"  from  Kurt 
Weill's  "Three  Penny  Opera,"  which  she  sang 
in  an  intriguingly  sultry  manner,  and,  complete 
with  dungarees  and  pony  tail,  a  sock  satire  on 
the  teenage  rock  and  roll  craze.  In  another 
portion  of  the  show,  a  dozen  or  so  Miss  Uni- 

verse candidates  were  introduced  to  the  video 

audience,  but  despite  this  formidable  competi- 
tion, La  Bennett  easily  emerged  winner  in  the 

glamour  department. 

CREDIT  Charles  Garment  with  some  of  the 

best  dramatic  writing  the  tv  screen  has  pre- 

sented this  year  in  last  Monday's  "Song  for  a 
Summer  Night"  on  Studio  One  Summer  The- 

atre. Production,  direction,  acting  and  sets  all 
maintained  the  high  standard  set  by  the  script, 
making  the  telecast  an  outstanding  event  for  all 
fortunate  enough  to  see  it. 

BOOKS 

THE  PUBLIC  ARTS,  by  Gilbert  Seldes,  Simon 
&  Schuster,  630  Fifth  Ave.,  New  York  20, 
N.  Y.  303  pp.  $3.95. 

"THIS  BOOK  is  fundamentally  the  story  of 
a  revolution  .  .  .  which  begins  with  the  arrival 
of  entertainment,  via  radio,  into  the  privacy  of 
the  home.  Until  that  moment  entertainment 

had  been  individual;  from  that  moment  it  be- 
gan to  be  universal.  ...  It  had  become  what 

entertainment  had  never  been  before — a  free 
and  continuous  and  integrated  part  of  the  daily 

home  life  of  an  entire  nation." 
So  writes  Gilbert  Seldes  on  the  first  page  of 

The  Public  Arts  and  for  the  following  300 

pages  he  looks  long  and  seriously,  albeit  lov- 
ingly, at  the  effects  of  this  revolution  on  the 

American  scene.  He  considers  not  only  the 

millions  of  listeners-viewers  who  make  up  the 
audience  for  the  broadcast  fare,  but  the  broad- 

casters who  provide  it  and  the  ways  in  which 
they  are  meeting — or  failing  to  meet — the 
opportunities  and  responsibilities  that,  in  the 

author's  opinion,  they  accepted,  willy-nilly, 
along  with  their  licenses  to  operate  radio  and 

tv  stations  in  the  "public  interest,  convenience 

and  necessity." A  critic,  author  and  editor  who  also  served 
as  director  of  television  programs  for  CBS 
from  1937  to  1945,  Mr.  Seldes  has  views  about 
everything  on  the  air  from  giveaway  shows  to 
comedians  and  commentators  and  in  this  vol- 

ume he  expresses  them  entertainingly  as  well 
as  thoughtfully. 

BROADCASTING  IN  AMERICA,  by  Sydney 

W.  Head.  Houghton  Mifflin  Co.,  2  Park  St., 
Boston  7,  Mass.  502  pp.  $8. 

AN  EXCELLENT  companion  piece  to  The 
Public  Arts  is  Broadcasting  in  America,  which 
treats  the  same  general  subject  of  the  place  of 
radio  and  television  in  our  society,  but  from 

the  dispassionate  viewpoint  of  the  social  his- 
torian rather  than  that  of  the  critic-crusader. 

Where  Gilbert  Seldes  is  intensely  personal,  Syd- 
ney W.  Head  is  coolly  analytical;  where  Mr. 

Seldes  takes  a  close  look  at  the  program  struc- 
ture, Dr.  Head  presents  a  long-range  view  of 

the  broadcast  media.  He  explains  in  detail 
their  physical,  economic  and  legislative  history, 
taking  a  long  hard  look  at  the  various  attempts 
to  control  broadcasting  in  the  public  interest 

and  concluding  with  an  evaluation  of  the  func- 
tions of  radio  and  television  and  the  way  in 

which  they  are  carried  out. 
Director  of  broadcast  and  film  services  at 

the  U.  of  Miami,  Fla.,  and  president  of  the 
Assn.  for  Professional  Broadcasting  Education, 
Dr.  Head  has  written  a  book  that  well  lives  up 

to  the  purpose  announced  in  his  preface:  ".  .  . 
to  provide  a  basis  for  appraising  American 

broadcasting  by  standards  relevant  to  the  serv- 

ice as  it  exists  here  and  now." 
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NOW  .  .  .  along  with  many  other  great  radio  stations  in  the  land  .  .  .  WWDC  paces  the  big 

trend  away  from  network  affiliation.  Effective  August  1,  WWDC  goes  solidly  INDEPENDENT 

.  .  .  the  better  to  develop  the  highly  successful  local  shows  that  have  made  it  the  sales-results 

station  in  the  2-million  Washington  market.  Seven  of  its  local  shows  are  already  in  the  Top  15 

Week-end  Daytime  Shows,*  making  it  FIRST  on  Saturdays  and  Sundays  .  .  .  and  a 

close  second  in  total  share  of  over-all  daytime  audience.  WWDC  is  FIRST  in  out-of-home 

audience— the  rich  and  "vagabonding"  Washington,  D.  C,  audience.  WWDC  delivers 

22.6%*  of  the  entire  out-of-home  listening  audience  of  17  stations  in  the  District  area 

.  .  .  outranks  the  second  station  by  almost  2  to  1.  See  your  John  Blair  man  for  the  whole  story. 

•PULSE  Report:  March-April,  1956 

Represented  nationally  by  John  Blair  &  Co. Washington 
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ABOUT  OKLAHOMA 

CITY  TV  VIEWING 

Check  your  June  ARB 

for  Oklahoma  City 

KWT1 

Telecasting  from  — 

World's  Toffesf  M«-«f«rfe  Sfrucfwr
e 

1 572 -Foot  Tower  —  Maximum  Power 



ABOUT  OKLAHOMA 

TV  COVERAGE 

Check  your  July  SRDS 

•  •  •  • 

in 

OKLAHOMA  CITY 

EDGAR  T.  BELL,  Executive  Vice-President     FRED  L.  VANCE,  Sales  Manager    Represented  by  AVERY-KNODEL,  INC. 



PROPAGATION 

The  most  powerful  tv  station 

for  Northern  Florida  and 

Southern  Georgia  propagates 

a  signal  that  reaches  an  area 

with  more  than  375,000  tv 
families. 

WMBR-TV 

Jacksonville,  Fla. 

Operated  by  the  Washington 

Post  Broadcast  Division 

Channel  U 

Represented  by  CBS  Televi- 

sion Spot  Sales 

■ 
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our  respects 

to  JOHN  JOSEPH  BERNARD 

FINDING  a  broadcaster  who  never  worked  at 

anything  professionally  except  broadcasting  and 

still  qualifies  as  a  "pioneer"  (20  year  veteran) 
is  something  like  finding  a  pat  solution  to  the 
uhf-vhf  imbroglio. 

John  Joseph  Bernard,  vice  president  and 
general  manager  of  WGR-AM-TV  Buffalo,  is 
one  of  those  rare  individuals. 

Joe  has  performed  practically  every  job  the 
industry  offers,  starting  from  a  standing  start 
in  1934 — shortly  after  his  graduation  from 
the  U.  of  Missouri — when  he  joined  WKY 

Oklahoma  City  as  a  "combination  man,"  old 
time  station  euphonism  for  an  employe  who 
handled  four  jobs  for  one  salary.  Specifically, 
at  WKY  Joe  worked  in  sales  and  traffic  while 
he  also  handled  an  announcing  assignment  and, 
in  his  spare  time,  wrote  continuity. 

Born  June  23,  1913,  in  Kansas  City,  where 

he  attended  grammar  school  and  got  his  sec- 
ondary schooling  at  De  La  Salle  Academy, 

young  Joe  displayed  a  selective  taste  and  an 
independent  nature  by  permitting  three  colleges 
to  share  the  honor  of  completing  his  formal 
education.  His  freshman  year  was  spent  at 

St.  Mary's  College,  St.  Mary's,  Mo.;  his  sopho- 
more year  at  St.  Louis  U.  in  the  city  of  that 

name,  and  his  last  two  years  at  the  U.  of 

Missouri,  where  he  earned  a  bachelor's  degree 
in  journalism. 

At  college,  Joe  was  a  member  of  Kappa 
Sigma,  social  fraternity;  Alpha  Delta  Sigma, 
professional  fraternity,  and  Kappa  Tau  Alpha, 
scholastic  fraternity.  He  received  the  John 
W.  Jewell  scholarship  and  was  elected  vice 
president  of  his  class  at  Missouri.  In  addition 
to  these  scholastic  and  extrajcurriculum  ac- 

tivities, Joe  also  found  time  to  follow  the  time- 
honored  American  tradition  of  working  his  way 
through  college. 

His  four-part  full-time  job  at  WKY,  launched 
in  September  of  1934,  lasted  for  one  year — 
when  he  was  assigned  exclusively  to  sales. 
And  it  might  be  said  of  Joe,  as  denizens  of 
Madison  Avenue  and  diverse  other  buy-ways 

in  the  nation  know,  that  he's  still  a  salesman, 
with  an  ample  supply  of  rate  cards  and  contract 
forms  in  his  managerial  briefcase. 

Joe  stayed  with  WKY  until  1940,  when  he 
migrated  to  WHLD  Niagara  Falls,  N.  Y.,  to 
become  sales  manager — only  to  make  his  way 
back  to  Oklahoma  City  a  year  later  as  sales 
manager  of  KOCY.  By  1942  there  was  a  war 
underway  and  Mr.  Bernard  qualified  for  service 
in  the  United  States  Navy.  He  was  ground 

officer  in  an  air  squadron,  saw  three  years' 
service  and  emerged  a  full  lieutenant. 

The  story  goes  that  Lt.  Bernard  and  his 
wartime  skipper,  who  played  what  is  known 

in  the  trade  as  "barrel-house  piano,"  managed 
to  get  an  upright  aboard  a  flat-top.  The  two  of 

them,  with  Bernard  at  the  drums,  occasionally 

regaled  the  ship's  officers  with  a  saltwater  ver- sion of  the  Bourbon  Street  blues. 

True  or  not,  it  checks  with  Joe's  penchant 
for  Dixieland  music.  He's  a  connoisseur  in  the 
field  and  possesses  an  extensive  and  valuable 
record  collection.  He  likes  old  movies,  too, 

and  fights  the  temptation  to  program  for  him- 
self rather  than  the  audience  when  some  of  the 

old  Hollywood  product  is  screened  for  his 
consideration. 

After  leaving  the  Navy,  Joe  returned  to 
Oklahoma  City  as  sales  manager  of  KOMA, 
later  (in  1947)  becoming  vice  president  and 
general  manager  of  the  station.  This  gave  him 
an  interesting,  and  perhaps  unique,  selling 

background — having  related  the  virtues  of  three 
radio  stations  resident  within  a  single  com- 

munity. This  offers  some  insight  into  his  re- 
spected reputation  as  a  salesman  of  remark- able durability. 

During  these  years,  Mr.  Bernard  was  be- 
coming a  seasoned  broadcasting  executive  as 

well  as  a  top  time  salesman,  gaining  experience 
that  stood  him  in  good  stead  when,  in  1954, 
he  was  offered  the  top  executive  post  at  the 

WGR  stations  in  Buffalo — a  somewhat  fright- 
ening as  well  as  flattering  opportunity  to  fol- 

low such  outstanding  industry  notables  as  Leo 
Fitzpatrick  and  Ike  Lounsberry.  WGR,  a 
pioneer  radio  station  which  received  its  first 
license  from  Secretary  of  Commerce  Herbert 
Hoover  in  1922,  had  just  moved  into  television, 
launching  WGR-TV  on  ch.  2  the  year  in  which 
Mr.  Bernard  joined  the  organization. 

Joe  has  managed  to  find  time  for  numerous 
industry  services.  Among  them:  past  member 
of  the  Columbia  Affiliates  Advisory  Board;  past 
president  and  member  of  the  Board  of  Directors 
of  the  Oklahoma  Broadcasters  Assn.;  past 
member  of  the  Advertising  Council  for  the  State 
of  Oklahoma;  past  member  of  the  NARTB 
labor  relations  and  radio  committees;  present 
member  of  the  NARTB  copyright  committee; 
member  of  the  Board  of  Directors  of  the  New 

York  State  Broadcasters  Assn.,  and  a  newly- 
elected  member  of  ABC-TV  Affiliates  Com- 
mittee. 

Joe's  hobbies  run  to  photography,  tennis  and 
golf,  and  he  is  a  particularly  avid  sports  car 
fan.  In  fact,  his  daily  detour  from  workaday 
worries  comes  when  he  commutes  between  the 
office  and  his  home  in  Lewiston  Heights,  N.  Y. 
— a  distance  of  23  miles  each  way,  as  the  Cor- 

vette flies. 

Mr.  and  Mrs.  (Katherine  Louise  Hamann) 
Bernard  were  married  on  Oct.  4,  1941.  All  who 

have  met  the  lady  will  acknowledge  Joe's  pre- 
eminence in  the  field  of  persuasion.  The 

Bernards  have  three  children — Karan  Hart, 
HVz;  Joan  Justice,  IV2,  and  John  Joseph  Jr.,  5. 
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THE  PACIFIC 

NORTHWESTS 

COVERAGE I 

Thafe  CASCADE 

TELEVISION 

For  the  first  time,  the  huge  agricultural- 
industrial  heartland  of  the  Pacific  Northwest  is 
moulded  into  a  single,  deliverable  market.  No 

other  single  medium,  only  Cascade's  sprawling 
three-station  network  dominates  the  entire 
three-state  region.  It  takes  plenty  of  coverage 
(more  than  40,000  square  miles)  and 
Cascade's  got  it — exclusively! 

KIMA-IV Yakima,  Wash. 

KLEW-TV Lewiston,  Ida. 

KEPR-TV Pasco,  Wash. 

See  Weed  Television 

Pacific  Northwesh  MOORE  AND  LUND 

EDWARD  H.  MAHONEY 

on  all  accounts 

FOR  three  minutes  in  1948,  Edward  H.  Ma- 
honey,  who  recently  joined  Cunningham  & 
Walsh,  New  York,  as  vice  president  in  charge 

of  radio-tv,  was  the  "richest"  27-year-old  gov- 
ernment worker  in  Washington,  D.  C.  While 

assistant  public  relations  director  for  the  Inter- 
national Bank  for  Reconstruction  &  Develop- 

ment (World  Bank),  Mr.  Mahoney  received  a 

$100,000  bond  signed  by  the  bank's  then- 
president  John  J.  McCloy  (now  board-chairman 
of  New  York's  Chase-Manhattan  Bank)  for  his 
work  in  telling  of  the  bank's  good  work.  The 
bond,  however,  was  non-negotiable. 

The  $100,000  bond  notwithstanding,  most  of 

Ed  Mahoney's  other  assets  are  being  redeemed 
happily.  A  1944  architect  graduate  (Harvard 
Cum  Laude),  Mr.  Mahoney  spent  the  following 
two  years  as  a  Naval  Intelligence  officer  and, 
after  VJ-Day,  was  stationed  in  Washington  as 
head  of  a  38-man  illustration  section  producing 
USN  training  manuals. 

After  his  discharge  in  1946,  he  joined  Presi- 
dent Truman's  executive  staff  to  act  as  liaison 

between  the  Cabinet  and  the  Advertising  Coun- 
cil, which  was  then  involved  in  raising  U.  S. 

advertiser  support  in  staving  off  potential  fam- 
ine in  areas  of  post-war  Europe.  Late  that 

same  year  he  joined  the  World  Bank,  resigning 
in  1948  to  become  a  consultant  art  director. 

In  1949  he  moved  to  Benton  &  Bowles,  New 
York,  as  tv  art  director  and  aided  in  the  devel- 

opment of  several  "tv  firsts,"  e.g.  the  "Tide" 
animated  commercials  and  set  design  for  Gen- 

eral Foods  Corp.'s  "Mama"  series.  He  later 
became  a  vice  president  and  executive  producer 

and  left  B&B  this  past  June  to  go  with  Cun- 
ningham &  Walsh. 

Regarding  himself  as  a  "veteran  of  tv's  dark 
ages,"  Mr.  Mahoney  is  constantly  amazed  at 
the  speed  of  tv  development.  "Yesterday's  in- 

soluble problems,"  he  said  recently,  "turn  out 
to  be  today's  S.O.P.  in  networks  and  agencies. 
The  Sanskrit  has  become  the  alphabet.  Every- 

body uses  it."  However,  this  alphabet  is  con- 
stantly changing.  As  a  tv  judge  in  the  recent 

35th  annual  national  Exhibition  of  Advertising 
&  Editorial  Art  and  Design  [B»T,  June  4],  Mr. 
Mahoney  went  on  record  as  saying  that  each 

tv  commercial,  whether  "hard"  or  "relaxed 
sell,"  meets  a  certain,  specific  merchandising 
demand  and  that  there  is  no  yardstick  for  meas- 

uring the  success  of  tv  art  "in  general." 
A  bachelor,  he  lives  in  a  fashionable  brown- 

stone  in  Manhattan's  Turtle  Bay  section,  collects 
unusual  and  off-beat  phonograph  records,  fishes 

off  Long  Island's  Montauk  Point  and  drives  a 
zippy  Austin-Healey  sports  car. 

=3f  -ji  H  Ji  j 

FOUR  TIME  WINNER 

GOLDEN  MIKE  TROPHY 

The  Radio-Television  News  Club  of 
Southern  California  honors  KBIG 
for  the  fourth  successive  year  with 
its  Golden  Mike  for  .j 

"MOST  CONSISTENT  NEWS  COVERAGE 

BY  A  LOCAL  RADIO  STATION." KBIG  world,  national,  and  local  news 

is  supplied  by  the  greatest  news 
gathering  services  : 

ASSOCIATED  PRESS  •  UNITED  PRESS 

CITY  NEWS  SERVICE  •  SIGALERT 
KBIG  Newscasts  are  5  minutes  long, 

staff-written,  edited,  polished, 

listenable !  ,- 
There  are  140  each  week.  Of  these, 

114  are  sponsored;  26  are  available. 

If  you  sponsor  KBIG  News,  YOU 
own  a  share  in  this  Golden  Mike. 

If  you  don't,  talk  it  over  with  your 
KBIG  or  Weed  representative. 

KBIG 

The  Catalina  Statiorb 

740  ON  YOUR  DIAL  •  10,000  WATTS 

JOHN  POOLE  BROADCASTING  COMPANY 
6540  Sunset  Blvd.,  Los  Angeles  28,  Calif. 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 
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CRACK  MICHIGAN'S 

V*  BILLION 

On  the  Knorr  Big  4 

WKMH 

o 
Dearborn -Detroit 

O  O 

OO  Q 

o 

Michigan's  mighty  motor  empire  now  goes  on  an 
annual  spending  spree  of  9V2  BILLION  DOLLARS! 

And,  covering  this  15  county  area  with  the  most 

popular  features  on  radio  are  the  4  powerful 
Community  Stations  of  the  Knorr  Broadcasting 

Corporation.  Get  in  on  the  boom  that's  bringing 

advertisers  the  richest  pay-off  in  Michigan's  history! 

O 

O 

o 

up  to 

by  buying  two  or  more 

of  these  powerful  stations 

*  Buy  ail  4  stations  .  .  .  save  15% 

*  Buy  any  3  stations  .  .  .  save  10% 

*  Buy  any  2  stations  .  . .  save  5% 

WKHM 

Jackson,  Michigan 
Jatkson  Radio  &  Television  Corp. 

WSAM 

Saginaw,  Michigan 

represented  by  Head  ley -Reed 

KNORR 

Broadcasting    •  Telecasting 
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OPEN  MIKE 

Adequate  Provocation 
EDITOR: 

It  is  really  very  nice  of  you  to  give  so  much 
attention  to  my  recent  radio  speech  in  Ocean 
City,  Md.  [B»T,  June  25].  There  has  been  a 
tremendous  response  to  this  speech  and  while 
it  is  gratifying  to  receive  favorable  comments, 
it  is  earnestly  hoped  that  the  objective  of  the 
speech  will  be  achieved;  and  that  is  to  provoke 
the  industry  into  action. 

As  you  indicated  in  your  editorial,  I  too  wish 
that  the  next  time  I  speak  the  radio  industry 
will  have  had  a  chance  to  demonstrate  that  this 

medium  is  really  an  effective  channel  for  ex- 
posing advertising  messages. 

Once  again,  many  thanks  for  the  interest  you 
have  taken  in  this  very  serious  situation. 

Arthur  S.  Pardoll,  Dir.  of  Broadcast  Media 
Foote,  Cone  &  Belding,  New  York 

Misplaced  Credit 
EDITOR: 

REVIEW  OF  MARTHA  ROUNTREE'S  PRESS  CON- 
FERENCE [B'T,  JULY  9]  CONTAINS  SERIOUS  ERROR. 

AGENCY  FOR  CORN  PRODUCTS  REFINING  IS  C.  L. 

MILLER  CO.,  NOT  THE  UNDERSIGNED  PUBLIC  RELA- 
TIONS FIRM. 

John  J.  O'Leary,  Pres. 
John  J.  O'Leary  &  Co.,  New  York 

[EDITOR'S  NOTE:  B-T  regrets  not  catching  the mistake  in  the  information  supplied  by  NBC. I 

Information  Wanted 
EDITOR: 

I  wonder  if  you  would  give  me  a  little  in- 
formation. Do  you  know  of  any  television 

clinic  where  members  of  our  staff  could  attend 

that  goes  into  a  thorough  discussion  of  the 
merits  of  the  different  types  of  tv  commercials 
now  on  the  air?  .  .  . 

You  see,  this  agency  down  here  in  Tennessee 
is  forced  to  do  a  lot  of  guessing  as  to  the  effec- 

tiveness of  certain  tv  spot  techniques.  I  would 
certainly  welcome  an  opportunity  to  get  the 
experience  of  others  on  this  matter. 

George  W.  Doyne,  Pres. 
Doyne  Adv.  Agency,  Nashville,  Tenn. 

[EDITOR'S  NOTE:  If  any  reader  knows  of  a clinic  on  tv  commercials  which  members  of  the 
Doyne  staff  might  attend,  both  Mr.  Doyne  and 
B-T  would  be  grateful  for  that  information.] 

Free  Rider 
EDITOR: 

Apparently,  Bob  Hope's  gratuitous  plugs  are not  confined  to  his  commercial  shows. 

He  has  made  some  recordings  for  the  Presi- 
dent's Committee  on  Employment  for  the 

Physically  Handicapped.  One  of  them  starts 
out  with  an  auto  horn  sound  effect,  and  then  in 

comes  Hope  saying,  "I  am  Bob  Yellow  Taxi — 

not  just  plain  Yellow  Hope." Needless  to  say,  we  are  not  broadcasting  this 
announcement. 

Victor  A.  Sholis,  Vice  Pres.  &  Dir. 
WHAS-AM-TV  Louisville,  Ky. 

AAW  Convention 
EDITOR: 

Thank  you  for  the  very  fine  play  you  gave 
our  convention  of  the  Advertising  Assn.  of  the 
West  in  Los  Angeles  [B*T,  July  2].  The  story 
is  accurate  and  the  photographs  good  .  .  . 
You  have  made  a  tremendous  contribution 

to  the  broadcasting  industry,  both  in  the  fielc 
of  radio  and  television.  I  know  of  no  one  whc 
has  done  a  comparable  job. 

Earl  J.  Glade,  Pres. 
Advertising  Assn.  of  the  West 
Finance  &  Public  Relations  Consultan 
Salt  Lake  City  Corp.,  Salt  Lake  City 
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For  Black-and-Whit« 
RCA-S820 

(With  n«w  MICRO-MESH) 

For  Color 
RCA-6474 

(With  now  MICRO-MESH) 

ADVANTAGES  OF  MICRO-MESH 

For  black-and-white  or  color 

•  Eliminates  mesh  pattern  and  moire  effect  with- 
out defocusing. 

•  More  than  meets  all  technical  requirements  of 
525-line  TV  system. 

For  color  only 

•  750-mesh  tube  with  aperture-correction  circuit 

provides  100%  response  for  350-line  informa- 
tion. 500-mesh  tube  without  aperture-correction 

circuit  permits  only  about  60%  response  for 

350-line  information.  Although  correction  cir- 

cuit can  be  used  with  500-mesh  tube>  such  use 

emphasizes  moire  and  beat-pattern  problems. 

•  Minimizes  beat  pattern  between  color  sub- 
carrier  and  frequency  generated  by  beam  scan- 

ning mesh-screen  pattern. 

•  Improves  detail  of  color  pictures. 

RCA  announces  a  major  development— MICRO-MESH  SCREEN  — 

in  Image  Orthicon  design  that  substantially  improves  the  picture 

quality  of  TV  cameras— even  beyond  present-day  high-quality 
standards  of  performance! 

In  RCA  MICRO-MESH,  the  fineness  of  the  mesh  has  been  increased 

from  500  lines  per  inch  to  a  new  high  of  750  lines  per  inch— with 

a  mechanical  exactness  heretofore  unattainable.  Here  are  a  few  ways 

this  improvement  works  for  you.  (1)  It  eliminates  mesh  pattern 

and  moire  effect  without  need  for  defocusing— both  in  black- 

and-white  and  color.  (2)  It  permits  improved  picture-detail  contrast. 
3)  It  is  particularly  effective  in  color  cameras  where  detail 

contrast  cannot  be  improved  by  operating  the  tube  above  the  knee. 

Under  continuous  development  for  more  than  5  years  at  RCA, 

MICRO-MESH  in  RCA  Image  Orthicons  is  evidence  of  RCA's  intensive 
engineering  effort  to  bring  telecasters  camera  tubes  of  the 

highest  possible  quality. 

RCA  Image  Orthicons— with  new  MICRO-MESH— are  available  immedi- 

ately from  your  RCA  Tube  Distributor.  For  technical  details  on  RCA 

image  Orthicons,  write  RCA,  Commercial  Engineering,  Harrison,  N.  J. 

CAMERA  TUBES  FOR  TELECASTING 

RADIO  CORPORATION  OF  AM  ERICA  •  HARRISON,  N.J. 
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* 

1 

•     •  • 

Capital  consumers  carry  a  lot  of  weight  today.  They're 
spending  more  than  ever  in  Washington  food  stores. 

Food  sales  are  at  an  all-time  peak.  Up  38%  in  five  years, 

they  now  stand  at  half-a-billion  dollars  annually.  This 
increase  in  the  Washington  market  over  the  past  five 

years  is  greater  than  the  total  food  sales  last  year  in 

Charlotte,  Salt  Lake  City  or  Jacksonville! 

Food  advertisers  have  kept  apace  of  spiralling  sales  with 

a  growing  investment  in  the  media  that  sell  Washington 

AND 

best  .  .  .  WRC  and  WRC-TV,  Washington's  Leadership 

Stations.  Today,  21  of  the  nation's  top  25  food  adver- 

tisers are  on  these  stations'  schedules.  And  over  the  past 
five  years,  food  advertisers  have  increased  their  dollar 

investment  on  WRC  and  WRC-TV  by  more  than  150%! 

In  the  great  and  growing  Washington  market,  more 

and  more  advertisers  who  want  to  bring  home  the  bacon 

themselves  are  going  with  the  biggest  guns  in  Wash- 

ington's selling  boom  .  .  . 

MICl SPOT  SALES 

LEADERSHIP  STATIONS  IN 

SOLD  BY 

WASHINGTON,  D.  C. 
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UNDELAYED  MOVE  TO  ALL-UHF 

PUSHED  IN  SENATE  COMMITTEE 

•  Commerce  group  drafts  recommendations  for  uhf  transition 

•  Meanwhile,  in  House,  committees  open  other  radio-tv  probes 

•  Un-American  Activities  Committee  takes  look  at  blacklisting 

•  Antitrust  Subcommittee  questions  FCC  on  network  domination 

THE  Senate  Commerce  Committee  has  drafted 
a  report  urging  the  FCC  to  move  rapidly  on 
a  broad  plan  of  selective  deintermixture  and 

to  proceed  without  delay  on  a  long-range  pro- 
gram aimed  at  shifting  all  or  a  major  part  of 

television  to  the  uhf  band. 

The  draft  was  briefly  considered  by  the  com- 
mittee at  an  executive  session  last  week,  but 

because  of  the  absence  of  Chairman  Warren 

G.  Magnuson  (D-Wash.)  no  action  was  taken. 
It  will  be  considered  again  July  19. 

This  is  the  third  draft  to  be  presented  to  the 
committee  and  is  said  to  be  a  coalition  of 
views  of  both  Democratic  and  Republican 
members.  However,  Sen.  Thomas  A.  Wofford 

(D-S.C.)  last  Wednesday  released  a  dissenting 
report  urging  adherence  to  the  existing  alloca- 

tions structure  (see  story,  page  28). 

Meanwhile,  other  congressional  committees 
last  week  were  maintaining  the  well-earned 
reputation  of  the  84th  Congress  as  the  most 
energetic  inquisitor  of  broadcasting  in  legis- 

lative history. 

•  The  House  Un-American  Activities  Com- 
mittee took  lengthy  testimony  on  the  question 

of  blacklisting  in  radio  and  television.  (See 
story,  page  29.) 

•  The  Antitrust  Subcommittee  of  the  House 
Judiciary  Committee  summoned  the  FCC  and 

Frank  Stanton,  CBS  president,  to  answer  ques- 
tions about  alleged  network  monopoly.  (See 

story,  page  31.) 
•  And  the  Senate  Commerce  Committee 

prepared  to  resume  hearings  this  week  on  tv 
allocations  and  network  regulation,  subjects 
on  which  it  has  already  held  29  days  of  hear- 

ings, heard  145  witnesses  and  taken  4,586 
pages  of  testimony  during  this  session.  FCC 
members  will  be  witnesses  tomorrow  (July  17), 

discussing  the  Commission's  allocations  plans. 
Next  day  Mrs.  Elizabeth  Smart,  legislative 

representative  of  the  National  Women's  Christ- 
ian Temperance  Union,  will  testify  in  support 

of  Sen.  John  W.  Bricker's  (R-Ohio)  bill  to  reg- 
ulate networks,  and  John  H.  Battison,  gen- 

eral manager,  KAVE-TV  Carlsbad,  N.  M., 
will  talk  about  AT&T  interconnection  cost  and 
problems  of  small  market  tv  operations. 

The  draft  of  the  Senate  Commerce  Commit- 

tee's interim  report  offered  a  "general  endorse- 
ment" of  the  FCC's  save-uhf  proposals  of 

June  25.  If  the  action  outlined  in  the  FCC's 
report  is  "expeditiously  followed  to  its  conclu- 

sion," the  draft  said,  it  promises  to  result  in  a 
"truly  nationwide,  competitive  television  sys- 
tem." 
The  committee  recalled  that  its  Communica- 

tions Subcommittee  held  hearings  on  the  uhf 
problem  in  mid- 1954  when  127  uhf  stations 

were  on  the  air,  10  had  suspended  operation 
and  64  had  surrendered  their  permits  without 
going  into  operation. 

"The  opinion  was  commonly  expressed  that 
uhf  broadcasting  was  then  in  a  critical  condi- 

tion," the  draft  said.  "It  is  now  clear  that  its 
status  has  deteriorated  even  more  seriously 

since  then." In  all,  construction  permits  have  been  granted 
for  363  uhf  stations,  but  only  151  ever  went 
on  the  air,  and  56  of  them  later  quit  operating. 
Holders  of  111  permits  have  returned  them 
without  going  on  the  air,  and  101  other  permits 

"are  being  held  in  suspense  and  will  undoubt- 

MAN  ON  RESCUE  MISSION 

AN  interim  report  of 
the  Senate  Commerce 

Committee's  study  of 
tv  allocations  prob- 

lems has  been  in  works 
for  weeks.  Last  week 
it  was  held  up  because 
Chairman  Warren  G. 
Magnuson  (left)  was 

attending  another  com- 
m  it  tee  meeting.  This 
week  the  committee 

may  release  it.  "Con- fidential Draft  Num- 

ber Three"  of  the  in- 
terim report  urges 

broad  deintermixture 
and  fast  action  on 

long-range  plan  for 
move  to  uhf. 

edly  be  surrendered  unless  some  solution  to  the 

uhf  problem  is  soon  found." 
The  committee  draft  said  that  if  uhf  "is  per- 

mitted to  die.  it  seems  extremely  unlikely  that  it 

can  ever  be  revived"  and  with  it  "would  die  all 
chance  for  a  really  effective  national  television 
service  with  equal  multiple  outlets  and  widely 

distributed  community  stations." 
The  committee  draft  gave  unqualified  ap- 

proval to  four  elements  of  the  FCC's  June  25 
proposal:  to  relax  present  rules  so  that  minimum 
vhf  separations  would  be  measured  by  the  dis- 

tance between  transmitters,  to  promulgate  new 
propagation  data,  to  increase  maximum  uhf 
power  to  5  megawatts  and  to  retain  present  vhf 
antenna  heights  and  powers  in  Zone  I. 

The  committee's  only  comment,  beyond  ap- 
proval, on  these  points  was  to  say  that  it  hoped 

the  FCC  would  require  all  stations  to  file  new 

coverage  maps  calculated  on  the  basis  of  the 

new  propagation  data  and  showing  their  inter- 
ference-free coverage. 

It  was  on  other  elements  of  the  FCC's  June 
25  proposal — to  study  feasibility  of  shifting  all 
or  a  major  part  of  tv  to  vhf,  to  expedite  re- 

search into  improvement  of  uhf  transmitters 
and  receivers,  to  stimulate  manufacture  of  all- 
channel  receivers  through  tax  relief,  and  to 
introduce  selective  deintermixture — that  the 
committee  draft  dwelt  extensively. 

"The  committee  agrees."  said  the  draft,  "that 
an  all-uhf  television  system  would  have  many 
advantages.  .  .  .  Such  a  homogeneous  system 
based  on  completely  contiguous  channels  would 
make  it  possible  for  stations  to  compete  on  a 

much  more  nearly  equal  basis  than  at  present." 
But  there  are  "substantial  problems  to  be 

worked  out  before  conversion  to  an  all-uhf 

system  can  be  instituted,  much  less  completed." 
First,  improvement  in  uhf  equipment  must  be 

sought  "so  that  it  can  be  determined  whether 
such  a  shift  to  the  uhf  band  would  leave  sub- 

stantial areas  without  television  service."  Sec- 
ond, if  conversion  were  undertaken,  it  must  be 

done  over  a  period  long  enough  to  "encompass 
the  normal  replacement  cycle  for  television  sets 

in  ihe  hands  of  the  public." Hence  the  committee  feels  that  the  FCC 

cannot  now  adopt  a  "firm  and  final"  policy  of 
moving  to  uhf. 

"This,"  said  the  draft,  "emphasizes  the  im- 
portance of  the  program  of  selective  deinter- 

mixture upon  which  the  Commission  has  em- 
barked as  an  essential  interim  measure.  ...  It 

also  gives  rise  to  the  danger  that  this  considera- 
tion of  the  possibility  of  shifting  all  or  a  major 

part  of  television  to  uhf  might  drag  on  indef- 
initely, as  has  been  charged  with  respect  to 

certain  other  Commission  proceedings. 

"The  committee  therefore  serves  notice  that 
ii  intends  to  follow  very  closely  the  progress 
made  with  respect  both  to  the  long  range  project 

of  a  shift  to  uhf  and  to  the  intermediate  pro- 

posals for  selective  deintermixture." 
Meanwhile,  however,  the  FCC  should  "ex- 

pedite the  granting  of  vhf  channels  in  those 
areas  where  no  interim  proposals  of  deinter- 

mixture are  involved,"  said  the  draft.  "In  a 
number  of  major  markets  comparative  hear- 

ings have  run  on  for  an  unconscionable  time. 
This  has  resulted  in  restriction  of  program  serv- 

ices for  the  public  and  in  obstruction  to  the  full 

development  of  a  third  network." 
The  committee  agreed  with  the  FCC's  "crash 

program"  of  uhf  research  and  development  but 
pointed  out  that  in  asking  industry  to  finance 
this  research  the  FCC  was  committing  itself  to 

act  in  "the  most  complete  good  faith  ...  in 
pushing  forward  toward  the  development  of  an 
all-uhf  or  predominantly  uhf  television  system 

just  as  rapidly  as  technical  developments  per- 

mit." 

The  only  action  of  the  FCC  that  promises 
prompt  assistance  and  encouragement  to  uhf  is 
deintermixture,  the  draft  said. 

"Substantial  deintermixture  in  the  very  near 
future  will  provide  areas  of  stable  uhf  television 
which  can  serve  as  the  basis  for  a  uhf  holding 

operation  until  more  long  range  solutions — such 
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as  the  possibility  of  shifting  all  television  to 

uhf — can  be  more  fully  explored,"  the  draft 
said. 

"No  nationwide,  competitive  system  of  tele- 
vision can  be  developed  without  employing 

the  ultra  high  frequencies,"  said  the  draft.  The 
question,  therefore,  "is  not  whether  the  uhf 
band  of  frequencies  is  important  and  must  be 

preserved,  but  rather  how  this  vital  asset,  con- 
stituting 75%  of  the  spectrum  allotted  to  televi- 

sion, can  be  rescued  from  its  present  predica- 
ment and  developed  to  the  point  where  it  can 

perform  its  essential  role  in  an  expanding  tele- 

vision system." 
To  the  factors  which  the  FCC  said  it  would 

consider  in  reallocating  channels,  the  Commerce 
Committee  added  some  criteria  of  its  own. 
These  were: 

"1.  All  markets  with  existing  uhf  stations  and 
with  no  vhf  allocations  could  be  preserved  as 
uhf-only  areas. 

"2.  In  those  markets  wth  existing  uhf  sta- 
tions and  with  vhf  allocations  for  which  grants 

have  not  been  made,  or  where  grants  have  been 
made  but  the  stations  are  not  yet  on  the  air, 
the  vhf  channel  or  channels  could  be  deleted. 

"3.  In  those  markets  with  existing  uhf  sta- 
tions and  with  one  vhf  station  on  the  air,  any 

vhf  channels  which  have  not  been  granted  or 
which  have  been  granted  but  the  station  is  not 
yet  on  the  air  should  be  deleted;  and  the  vhf 
station  now  on  the  air  should  also  be  deleted 
unless  it  can  be  shown  that  it  provides  the 
only  television  service  for  a  substantial  number 
of  homes — provided,  that  if  there  is  only  one 
vhf  allocation  for  the  market,  consideration 
should  be  given  to  the  balance  of  interests  as 
between  (1)  providing  a  sole  service  to  certain 
remote  areas  and  (2)  providing  multiple  ser- 

vices to  the  greater  number  of  people  around 
the  center  of  the  market  area. 

"4.  In  those  markets  with  two  or  more 
existing  vhf  stations  and  with  one  or  more 
uhf  stations  now  or  formerly  on  the  air,  every 
effort  should  be  made  to  provide  additional 
vhf  channels  in  lieu  of  the  present  uhf  alloca- 

tions, thus  deintermixing  the  markets  by  making 

them  all  vhf." 
The  draft  said  the  Commerce  Committee  felt 

CEN.  THOMAS  A.  WOFFORD  (D-S.  C),  in  a 
dissenting  report  issued  immediately  after 

the  Senate  Commerce  Committee  meeting  last 

Wednesday,  said  he  believes  "the  current  alloca- 
tion plan  should  be  maintained  and  all  possible 

steps  be  taken  to  promote  the  growth  of  uhf 

stations  in  intermixed  markets." 
In  a  report  prepared  for  possible  co-signa- 

tures of  other  committee  members,  Sen.  Wof- 
ford,  whose  term  in  the  Senate  ends  next  year, 

said  that  "only  an  insignificant  number  of  uhf 
broadcasters  have  as  yet  attempted  to  become 
competitive  by  using  the  maximum  power  and 
effective  antenna  heights  authorized  by  the 

Commission." 
"In  our  opinion,"  the  report  said,  "the  hear- 

ings record  has  failed  to  produce  an  allocation 

plan  superior  to  or  as  good  as  the  existing  one." 
Sen.  Wofford  cited  several  statements  by  FCC 
Comr.  John  C.  Doerfer  favoring  the  present 

intermixture.  "We  are  in  accord  with  the  state- 
ments of  Comr.  Doerfer,"  he  added. 

Sen.  Wofford  said  the  hearing  record  is  full 
of  statements  by  special  interests  seeking  spe- 

cial consideration  and  financial  insurance  for 
their  own  particular  phases  of  tv.  However,  the 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  9 

Miami,  Fla.,  ch.  10;  Seattle,  Wash.,  ch.  7; 
Jacksonville,  Fla.,  ch.  12;  Hartford,  Conn., 
ch.  3;  Paducah,  Ky.,  ch.  6;  Indianapolis, 
Ind.,  ch.  13;  St.  Louis,  Mo.,  ch.  11;  Char- 

lotte, N.  C,  ch.  9;  Orlando,  Fla.,  ch.  9. 

AWAITING  ORAL  ARGUMENT:  7 
Boston,  Mass.,  ch.  5;  McKeesport,  Pa. 
(Pittsburgh),  ch.  4;  Buffalo,  N.  Y.,  ch.  7; 
Biloxi,  Miss.,  ch.  13;  San  Francisco-Oak- 

land, Calif.,  ch.  2;  Lead-Deadwood,  S.  D., 
ch.  5;  Pittsburgh,  Pa.,  ch.  11. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, 
Mich.,  ch.  10. 

IN  HEARING:  4 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3;  Coos  Bay,  Ore.,  ch.  16. 

the  FCC  had  in  some  cases  made  deintermix- 
ture  more  difficult  by  continuing  to  issue  vhf 

grants.  "The  committee  .  .  .  will  expect  the 
Commission  to  deintermix  on  a  broad  basis 

regardless  of  the  recent  v  grants,"  the  draft 
said. 

Deintermixture  should  be  effected  as  broadly 

as  possible  "to  make  clear  to  the  broadcasting 
industry,  to  advertisers  and  advertising  agen- 

cies, and  to  the  public  that  uhf  is  not  only 
going  to  be  maintained  but  expanded  to  assume 
its  necessary  place  in  our  over-all  television 

system." 

The  committee  believes  that  the  licensee  or 

grantee  of  any  vhf  channel  which  is  deleted 
in  deintermixture  should  be  granted  a  uhf 
channel  and  that  if  a  new  vhf  channel  is  in- 

troduced in  a  community  the  licensee  of  a 

"faltering"  uhf  station  there  or  a  uhf  that  has 
been  "forced  off  the  air"  should  be  granted  the 
new  vhf  channel.  "If  the  Commission  has  any 
doubt  as  to  its  power  to  do  these  things,"  said 
the  draft,  "it  should  immediately  ask  the  Con- 

gress to  give  it  such  authority  expressly." 

people  have  not  been  fully  apprised  of  the 
facts,  he  continued,  except  for  letters  from  the 
American  Farm  Bureau  Federation,  National 

Grange  and  National  Council  of  Farm  Coopera- 
tives. All  these  letters  oppose  any  reduction  of 

present  service  to  rural  and  smalltown  areas, 
Sen.  Wofford  said. 

Sen.  Wofford  said  he  concurred  with  the  com- 
mittee in  recommending  an  FCC  study  of  the 

feasibility  of  deintermixture  and  transfer  of  tv 

to  the  uhf  band,  but  cautioned  that  "these  pro- 
posals must  be  made  the  subject  of  an  ex- 

haustive and  thorough  inquiry  .  .  .  conducted 
by  all  available  competent  technical  minds  .  .  . 
to  insure  that  .  .  .  these  proposals  would  not 

result  in  loss  of  tv  service  to  the  public"  and 
impose  unwarranted  costs  on  both  the  public 
and  the  tv  industry. 

Until  then,  it  is  "premature"  to  invite  com- 
ments on  non-broadcast  use  of  the  vhf  fre- 

quencies, he  said.  He  felt  the  12  vhf  channels 
must  be  retained  and  uhf  expanded  and  devel- 

oped. The  danger  of  a  move  to  uhf  is  that 

many  people  may  be  deprived  of  tv  service  be- 
cause of  their  remoteness  from  large  metropoli- 

tan areas,  he  said. 

Turning  to  the  lack  of  all-wave  receivers 

the  draft  said  the  committee  believes  that  "i 
formal  announcement  by  the  Commission  thai 
vhf  broadcasting  will  be  discontinued  on  e 
fixed  date  in  the  future,  coupled  with  an  in- 

terim requirement  of  simultaneous  vhf-uhl 
broadcasting  by  vhf  stations,  would  afforc 
economic  inducement  for  the  manufacture  oi 

all-channel  receivers  exclusively." 
In  the  meantime,  however,  the  eliminatior 

of  excise  taxes  on  all-channel  television  sets 
would  remove  the  present  price  differentia 
between  vhf-only  and  all-channel  sets  and  woulc 
be  an  incentive  to  the  production  of  all-channe! 
receivers. 

The  committee  recommended  such  a  move  tc 
the  Secretary  of  the  Treasury  last  March,  bul 
was  unable  to  get  his  support. 

"The  committee  still  favors  removal  of  the 
excise  tax  from  all-channel  sets  generally  [coloi 

and  black-and-white],"  the  draft  said.  Howevei 
as  a  compromise,  the  committee  urged  the 
House  Ways  and  Means  Committee  and  the 
Senate  Finance  Committee  to  approve  prompt- 

ly legislation  eliminating  the  tax  on  all-channel 
color  sets.  This  would  represent,  at  the  outset, 
only  a  slight  loss  of  revenue  to  the  government. 

In  the  draft  of  its  interim  report,  the  Com- 
merce Committee  described  its  own  motives 

in  urging  preservation  of  uhf. 

The  committee  has  no  desire  "to  go  to  the 
economic  rescue"  of  uhf  broadcasters,  al- 

though it  sympathizes  with  their  plight.  "Rather, 
the  committee  is  concerned  with  preserving  uhf 
...  so  that  the  uhf  frequencies  will  continue 

to  be  used  and  effectively  developed,"  the  draft 
said. 

"If  in  the  process  economic  benefit  inures 
to  certain  uhf  licensees,  that  is  simply  an 

incidental  result  of  policies  which  the  com- 
mittee feels  are  vital  to  the  future  development 

of  American  television. 

"Conversely,  if  economic  injury  results  to 
those  who  have  applied  for,  or  received,  grants 
of  vhf  channels  which  are  deleted  in  the  process 
of  deintermixing  particular  markets,  that,  too, 

is  an  unavoidable  concomitant  of  the  strength- 
ening and  preserving  of  uhf  broadcasting  for 

the  benefit  of  the  public  generally." 

THE  Assn.  of  Maximum  Service  Telecasters 

last  week  told  the  Senate  Commerce  Com- 

mittee the  FCC's  June  25  proposals  for  possible 
transition  to  uhf  were  "premature"  and  said  the 
association  was  "unalterably  opposed  to  any 
plan  which  would  reduce  or  degrade  service  to 
the  people  in  an  attempt  to  provide  assistance 

to  a  few  broadcasters." 
AMST's  chairman,  Jack  Harris,  KPRC-TV 

Houston,  wired  Commerce  Committee  member; 

last  Wednesday,  saying  the  association  under- 
stood that  "today"  the  committee  intended  tc 

issue  a  report  on  allocations  and  the  recent  FCC 

plan. 

Mr.  Harris  said  his  group  endorsed  the  FCC; 

proposal  for  a  program  of  "expedited  research 
and  development"  and  stood  ready  to  assist  ir 
the  project.  But  AMST  feels  there  is  an  impli 

cation  in  the  FCC's  report  and  order  that  tht 
FCC  has  "prejudged  the  eventual  competitive 
effectiveness  of  the  virtually  untried  uhf  chan 

nels." 

"The  provisions  of  the  report  and  order  re 

fleet  this  thought,"  Mr.  Harris'  wire  read,  "anc 
cause  us  to  wonder  if  the  report  and  order  is 
not  a  significant  first  step  toward  an  allocation; 
plan  based  primarily  on  pressures  for  a  com 
mercial  competitive  system  rather  than  on  statu 
tory  requirements  for  a  system  designed  to  pro 

vide  the  best  possible  service  for  all  the  people.' 

DISSENTING  VOICES  ON  SHIFT  TO  UHF: 

A  SENATOR,  A  BROADCASTERS  ALLIANCE 
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HOUSE  EXPLORES  BLACKLIST  HASSLE 

Fund  for  the  Republic's  contro- 
versial report  alternately  de- 
fended and  damned  before 

Un-American  Activities  Com- 

mittee in  week-long  hearings. 

THE  House  Un-American  Activities  Commit- 
tee last  week  spent  four  days  hearing  oppos- 
ing testimony  on  the  controversial  report  pub- 

lished by  the  Fund  for  the  Republic  on  black- 
listing in  the  radio-tv  and  motion  picture  in- 

dustries and  in  the  New  York  legitimate  the- 
atre [B»T,  June  25]. 

Charges  that  there  definitely  is  a  blacklist- 
ing system  in  radio-tv  and  that  a  few  men  in 

New  York  hold  behind-the-scenes  power  which 
can  determine  the  fate  of  persons  employed  in 

the  industry  were  made  by  John  Cogley,  di- 

rector of  the  Fund's  report,  and  Arnold 
Forster,  general  counsel  for  the  Anti-Defama- 

tion League  of  B'nai  B'rith,  national  Jewish 
fraternal  organization. 

Denials  that  there  is  blacklisting  and  re- 

sponses that  the  very  term  is  "reprehensible" 
were  entered  by  a  group  of  witnesses  who  had 
been  named  in  the  report  as  the  powerhouse 

"clearance"  men  whose  yesses  and  no's  mean 
the  difference  between  employment  and  unem- 

ployment in  radio  and  television.  Nevertheless, 
they  all  admitted  that  they  have  been  engaged  in 
the  work  of  keeping  communists  or  communist 
sympathizers  out  of  the  entertainment  media 

or  of  "rehabilitating"  those  who  have  seen  the 
error  of  their  ways. 

This  latter  group  of  witnesses  were  Frede- 
rick Woltman,  columnist  for  the  New  York 

World-Telegram  &  Sun  (Scripps-Howard); 
James  O'Neil,  director  of  American  Legion 
publications  (American  Legion  magazine  and 
The  Firing  Line,  an  anticommunist  publica- 

tion); Vincent  Hartnett,  "talent  consultant"  to 
the  radio-tv  industry  and  co-author  of  Red 
Channels,  a  listing  of  alleged  communists  and 

sympathizers;  Roy  M.  Brewer,  manager  of  Al- 
lied Artists  Picture  Corp.'s  New  York  office, 

and  from  1945-53,  international  representative 
in  Hollywood  for  International  Assn.  of  The- 

atrical &  Stage  Employes  (IATSE);  Paul  Mil- 
ton, board  member  of  AWARE  Inc.,  an  anti- 

communist  organization.  George  Sokolsky, 
syndicated  newspaper  columnist  and  one  of  the 

"clearance"  men  listed  in  the  Fund's  report, 
was  unable  to  appear  because  of  illness  and 
submitted  a  statement  to  the  House  group. 

Scheduled  to  testify  last  Friday  were  Mr. 
Milton;  Godfrey  Schmidt,  president  of  AWARE; 
and  Francis  J.  McNamara,  director  of  the 

Veterans  of  Foreign  Wars'  American  Sover- 
eignty Campaign  and  former  editor  of  Counter- 

attack, an  anti-red  organ  which  published  Red 
Channels. 

The  hearing  began  Tuesday  morning  with 

Mr.  Cogley  on  the  stand,  where  he  was  sub- 
jected to  intensive  and  often  sarcastic  ques- 

tioning by  Richard  Arens,  counsel  for  the 
House  committee.  During  testimony  Wednes- 

day by  Mr.  Forster,  committee  Chairman 
Francis  Walter  (D-Pa.)  commented  that  Mr. 

Forster's  testimony  "confirmed  the  commit- 
tee's suspicions"  that  the  Fund's  blacklisting 

report  "is  not  worth  the  paper  it's  printed  on." 

The  committee's  decision  to  hold  public 
hearings — previously  scheduled  to  be  closed 
sessions — brought  protests  from  Robert  M. 
Hutchins,  president  of  the  Fund  for  the  Re- 

public. In  a  statement,  issued  Tuesday,  Mr. 

Hutchins  said:  "The  Fund  regards  the  sub- 
poenaing of  Mr.  Cogley  to  justify  his  study 

before  the  House  Un-American  Activities  Com- 
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mittee  as  an  unprecedented  invasion  of  free- 
dom of  thought  and  expression  in  the  United 

States."  He  said  any  questions  about  the  re- 

port should  be  submitted  instead  to  the  Fund's board  of  directors. 

Mr.  Hutchin's  letter  of  protest  to  Chairman 
Walter  at  one  point  brought  Bethuel  Web- 

ster, counsel  for  the  Fund,  out  of  his  seat  in 
the  audience  to  insist  that  the  Hutchins  letter 
be  entered  in  the  committee  record.  He  was 

gaveled  into  silence  by  Chairman  Walter. 

At  one  point  during  the  hearing,  Mr.  For- 
ster told  the  committee  that  whether  or  not 

the  report  was  inaccurate,  it  would  serve  a  pub- 
lic service  if  it  drew  attention  to  what  he  felt 

were  definite  blacklisting  practices  in  radio  and 
tv. 

Chairman  Walter  agreed:  "I  think  you  are 

absolutely  correct." At  another  point,  Mr.  Hartnett  called  Mr. 

Cogley  an  "ass"  and  accused  the  report's  di- 
rector of  "outrageous  falsification."  ".  .  .  This 

man  Cogley  .  .  .  Whew!"  he  said. 
Taking  part  in  the  hearings  at  one  time  or 

another  were  Chairman  Walter  and  Reps. 

Clyde  Doyle  (D-Calif.),  Edwin  E.  Willis  CD- 
La.),  Morgan  M.  Moulder  (D-Mo.),  James  B. 
Frazier  Jr.  (D-Tenn.),  Harold  H.  Velde  (R- 
111.),  Bernard  W.  Kearney  (R-N.  Y.),  Donald 
L.  Jackson  (R-Calif.)  and  Gordon  H.  Scherer (R-Ohio). 

Draws  Bead  on  Cogley 

Mr.  Arens,  who  did  most  of  the  committee's 
interrogating,  centered  his  most  sarcastic  ques- 

tioning of  Mr.  Cogley  about  the  statements 

attributed  in  the  report  to  the  "New  York  public 
relations  expert"  (Mr.  Forster)  and  Mr.  Cogley's conclusions  drawn  from  the  interview.  This 

related  to  several  persons  who  were  described 

as  "clearance"  agents;  i.e.,  those  who  had  the 
power  to  "clear"  a  person's  employment  or 
re-employment  in  radio  and  tv.  The  report  had 
said  that  not  only  was  the  approval  of  one  or 
more  of  these  men  necessary  to  be  cleared, 

but  that  some  of  these  "clearance"  men  were 
the  ones  who  had  caused  the  prospective  em- 

ploye to  be  blacklisted  in  the  first  place. 

Asked  if  Mr.  Sokolsky  was  one  of  the  group, 
Mr.  Cogley  said  he  was;  that  Mr.  Woltman, 
had  much  influence,  but  was  not  of  the  stature 

of  Mr.  Sokolsky;  that  Mr.  O'Neil,  through  his 
capacity  with  the  Legion,  qualified  as  one  of  this 
group,  and  that  Jack  Wren,  of  BBDO,  was 

also  influential  "if  anyone  wants  to  work  at 

BBDO." 
Mr.  Cogley  cited  a  letter  to  support  his  con- 

tention that  often  the  person  giving  "clearance" 
to  an  individual  is  the  one  who  was  responsible 
for  the  individual  being  blacklisted  in  the  first 
place.  The  letter,  which  he  said  was  from  Martin 
Gang,  of  Gang,  Kopp  &  Tyre,  Los  Angeles  law 

firm,  to  Daniel  T.  O'Shea  of  CBS,  dated  Oct.  1, 
1953,  said  in  part: 

"Bill  Robinson  [William  N.  Robinson]  passed 
every  test,  including  recommendation  from 
Mr.  Vincent  Hartnett,  one  of  the  authors  of 
Red  Channels,  original  listing  which  brought 
about  his  first  problem  in  this  field. 

"He  has  passed  the  Larry  Johnson  of  Syra- 
cuse test  because  of  the  assurance  given  him 

by  Ward  Bond  and  the  Motion  Picture  Alli- 
ance. He  has  been  certified  by  Roy  Brewer,  and, 

I  gather  because  of  that,  by  George  Sokolsky." 
Mr.  Cogley,  who  appeared  without  counsel, 

said  the  planned  counsel  had  decided  not  to 

accompany  him  after  Chairman  Walter  an- 
nounced only  the  day  before  the  hearings 

started  that  sessions  would  be  opened  to  the 

public,  instead  of  closed  as  previously  planned. 

Mr.  Arens  quizzed  Mr.  Cogley  on  the  back- 
grounds of  members  of  the  blacklisting  study 

project.  Mr.  Cogley  said  he  knew  Paul  Jacobs, 
one  staff  member,  had  been  a  member  of  the 
Young  Communist  League,  but  that  was  20  to 
22  years  ago,  he  said,  adding  that  now  Mr. 
Jacobs  is  well  known  as  an  anti-communist. 

Mr.  Cogley  said  Michael  Harrington,  another 

member,  is  a  socialist  and  is  anti-communistic. 
This  brought  the  rejoinder  from  Mr.  Arens 
that  Lenin,  former  head  of  the  Soviet  Union 

and  one  of  communism's  chief  philosophers, 
once  said  that  socialism  represents  only  a  tran- 

sitional period  from  democracy  to  communism. 
Asked  by  Mr.  Arens  if  he  knew  that  Marie 

Jahoda,  a  woman  staff  interviewer,  had  be- 
longed to  the  Socialist  Democratic  Party  in 

Austria  and  had  only  come  to  the  U.  S.  in  1945, 
Mr.  Cogley  said  he  only  knew  she  had  a  foreign 
accent. 

Mr.  Cogley  said  there  is  "a  multiplicity  of 
lists"  in  the  radio-tv  industry  which  are  or  have 
been  used  "in  a  most  erratic  way"  by  employers 
in  the  industry. 

Mr.  Cogley,  admitting  that  the  New  York 

"public  relations  expert"  referred  to  in  the  re- 

CHAIRMAN  Francis  Walter  (I)  confers  with 

Committeeman  Clyde  Doyle  at  last  week's 
hearing  on  Capitol  Hill. 

port  by  an  initial  was  Mr.  Forster,  refused, 
however,  to  identify  others  identified  in  this 
manner  on  grounds  he  had  agreed  with  these 

persons  not  to  disclose  their  names.  Mr.  For- 
ster had  let  it  be  known  before  the  hearing  that 

he  suspected  he  was  the  person  referred  to  in 
the  report. 

After  Mr.  Arens  had  questioned  Mr.  Cogley 
on  the  identity  of  other  persons  identified  only 
by  single  initials  in  the  report,  Rep.  Doyle 

objected.  "This  is  an  investigation  into  sub- 
versive activities  and  unless  there  is  a  showing 

along  that  line,  I  think  it  is  a  violation  of  the 
freedom  of  authors  and  the  press  to  go  to  this 

extent,"  he  said.  Reps.  Frazier,  Willis  and 
Moulder  sided  with  Rep.  Doyle.  Rep.  Jackson 
said  he  agreed  but  that  some  distinction  should 

be  made  between  the  right  of  the  "free  Ameri- 
can press"  to  withhold  sources  of  information 

and  the  right  of  someone  hired  by  a  tax-exempt 
foundation  to  do  so. 

Mr.  Arens  questioned  Mr.  Cogley  closely 
about  several  persons  which  the  report  indicated 
were  blacklisted  from  radio-tv  and  motion  pic- 

ture employment  after  their  names  were  cir- 
culated in  Red  Channels  and  other  private 

organs. 
Why,  Mr.  Arens  asked,  didn't  Mr.  Cogley 

explain  in  his  report,  in  each  instance,  that 
these  persons  later  were  identified  before  the 
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PLANS  AND  PROBES 

COGLEY  FORSTER  WOLTMAN  O'NEIL  HARTNETT  BREWER  MILTON 

House  Un-American  Activities  Committee  as 

having  been  identified  with  communism  or  hav- 
ing pleaded  the  Fifth  Amendment 

Mr.  Cogley  said  he  had  explained  in  another 
part  of  the  report  that  these  persons  had  been 
so  identified  later  before  the  House  group,  in- 

dicating he  did  not  feel  obligated  to  explain 
this  after  each  name.  He  said  there  were 

"many  ways"  to  write  the  report  and  he  wrote  it 
his  own  way. 

Mr.  Cogley  said  he  understood  there  were 
two  organizations  in  the  business  of  supplying 
information  on  the  background  of  employes  or 

prospective  employes  in  the  radio-tv  industry. 
He  said  he  had  "heard  rumors"  that  "clearances" 
were  sold  but  had  no  evidence  of  this.  He  said 

he  understood  there  were  "public  relations" 
men  who  used  their  influence  in  "clearing  up" 
charges  against  individuals  and  were  paid  fees 
by  the  sponsor  of  the  program  on  which  they 
were  to  participate. 

During  questioning  of  Mr.  Cogley,  Chairman 
Walter  commented  that  he  thought  the  views 

of  the  staff  of  the  fund  report  "are  all  pretty 
well  known  and  in  one  direction,"  and  that 
this  kept  the  report  from  being  objective. 

'Why  Was  I  Called?' 
Asked  by  Rep.  Doyle  if  he  had  any  state- 

ment to  make,  Mr.  Cogley  replied  that  he 

would  "like  to  know  why  I  was  called." 
Mr.  Forster,  who  also  was  subpoenaed,  said 

some  of  the  quotations  attributed  to  him  in 

the  report  were  his  words,  but  that  the  state- 
ments were  far  from  complete. 

He  said  the  Anti-Defamation  League  adheres 
to  a  standard  practice  of  helping  no  one  who 
pleads  the  Fifth  Amendment  before  a  con- 

gressional committee  on  communist  allegations 
or  who  otherwise  refuses  to  cooperate.  He  said 

he  had  helped  "clear"  at  least  eight  people.  He 
said  ADL  expresses  "gratitude"  to  Mr.  So- 
kolsky,  Mr.  Wren,  columnist-commentator  Vic- 

tor Reisel  and  others  for  their  help  in  clearing 

these  persons.  He  felt  persons  "knowledgeable" 
of  communism  would  "look  twice"  before  hiring 
persons  who  have  been  associated  with  com- 

munism and  are  unrepentant  or  uncooperative. 
He  said  he  felt  an  employer  has  the  right 

to  hire  actors  and  actresses  against  whom 
allegations  of  communism  have  been  made, 
but  only  after  the  person  has  had  an  opportunity 

to  "be  heard." 
Mr.  Forster  felt  that  there  is  a  "serious 

problem"  of  blacklisting;  that  this  is  a  "dread- 
ful thing"  that  has  "plagued  the  industry,"  but 

he  knew  of  no  solution. 

Mr.  Woltman  said  he  had  found  no  "black- 
listing" in  radio-tv  and  that  he  was  "upset"  to 

read  the  fund  report,  which  mentioned  his 

own  name  and  those  of  others  as  being  "clear- 
ance" men.  He  said  he  didn't  recall  ever  being 

consulted  by  anyone  about  a  prespective  em- 

ploye in  the  radio-tv  industry.  "I  was  dragged 

in  by  the  heels,"  he  said,  in  a  reference  to  the blacklisting  report. 

He  said  the  report  uses  the  word  blacklisting 

"recklessly."  The  report  could  have  used  another 
world,  he  said,  but  then  it  wouldn't  have  been 
able  to  "toss  everything  into  the  barrel."  The 
whole  import  of  the  report,  he  added,  is  that 

blacklisting  is  "universal  and  is  a  lousy  setup." 
He  said  he  did  not  necessarily  think  it 

"reprehensible"  for  an  employer  to  refuse  a 
job  to  a  person  identified  with  communism, 
but  that  an  employer  who  did  so  is  taking  the 

"easy  way  out."  Mr.  Cogley,  he  added,  "believes 
everybody  is  entitled  to  employment  regardless 

of  his  political  beliefs."  He  felt  it  is  "up  to  the 
employer"  to  refuse  employment  to  persons 
with  communist  records,  but  thought  it  "repre- 

hensible to  eliminate  everyone  on  a  certain 

list." 

Mr.  Woltman  said  it  is  "untrue"  that  he  is 
one  of  the  "clearance"  men  described  in  the 
report  and  criticized  the  journalistic  principles 
employed  by  Mr.  Cogley  and  the  staff  in 
making  the  report. 

He  admitted  that  he  keeps  several  files  in 
his  office  on  persons  alleged  to  have  communist 
associations,  but  maintained  this  is  necessary  to 
write  for  a  newspaper. 

Mr.  Woltman  said  the  fund  report  "has  put 
advertising  agencies  on  the  spot.  They'll  be 
much  more  careful  [now  that  they]  have  been 

made  the  goats." Both  Reps.  Walter  and  Jackson  complimented 
Mr.  Woltman  on  his  help  in  fighting  com- 

munism. Rep.  Jackson  said  the  committee  owed 

a  "debt  of  gratitude"  to  Mr.  Woltman  and  other 
"private  persons"  who  work  against  communism 
and  said  he  felt  it  would  be  bad  if  such  persons 

were  in  "any  way  swayed."  Rep.  Walter  told 
the  witness  he  has  "made  a  great  contribution 

to  this  fight  for  freedom  and  liberty." 
Mr.  Sokolsky's  statement  said  the  report 

suffers  from  "inadequate  research,  from  either 
an  unwillingness  on  an  inability  to  get  at  all 

the  facts,  from  a  double-standard  of  morals." 
He  said  the  report  identified  some  persons 

by  name,  others  by  initials  and  that  some  are 
turned  into  composite  personalities  to  hide 
their  identities.  This,  he  said,  is  characteristic 
of  what  Mr.  Cogley  and  others  have  described 

as  "McCarthyism  ...  an  acusation  without 

adequate  proof  or  any  at  all." 
Mr.  Sokolsky  said  his  interest  has  been  en- 

tirely in  the  movies  and  never  in  radio-tv.  He 

said  there  was  a  possibility  of  "rehabilitating" 
men  and  women  in  Hollywood  so  they  might 
contribute  to  American  life  and  that  the  movies 

are  well-organized  with  few  companies  and 

headed  by  people  of  "responsibility,"  while 
radio-tv  is  a  "vast  arena  of  networks,  local 
stations,  advertising  agencies,  producing  com- 

panies, with  participants  who  come  and  go 
and  about  whom  one  learns  only  long  after  the 

event."  Thus,  he  said,  he  felt  it  was  "impossible 

to  do  anything  constructive  in  radio  and  tele- 

vision." 

Mr.  Sokolsky  described  a  "rehabilitation" 
procedure  in  which  movie  people  stated  their 
cases  in  letters,  after  which  efforts  were  made  on 
their  behalf.  He  felt  some  300  people  had  been 
helped  in  this  way  and  that  instead  of  a 

"blacklisting  effort,"  this  was  "an  effort  in  re- 

habilitation." Referring  to  the  "public  relations  expert"  in 
the  report,  he  said  it  would  seem  "that  some- 

one was  boasting,  was  trying  to  give  the  ap- 
pearance of  being  a  big  shot.  .  .  .  His  motive 

could  only  have  been  to  advertise  his  impor- 
tance. No  one  ever  asked  me  to  see  10  or  12 

persons  interested  in  radio  and  television." 
Mr.  O'Neil  said  the  American  Legion  set  up 

a  system  under  which  Legion  posts  throughout 
the  country  got  an  explanation  from  Hollywood 
if  they  accused  any  film  people  of  having  com- 

munist ties. 

He  denied  ever  being  a  "clearance  man"  and 
called  the  fund  report  a  "distortion  if  not  an 
untruth"  in  naming  him  as  one  of  those  "par- 

ticipating in  clearances." 
Information,  Not  Blacklist 

Mr.  O'Neil  said  the  American  Legion  does 
not  believe  those  identified  with  communism 

should  be  employed  in  the  entertainment  in- 
dustry. Articles  on  communism  in  The  Firing 

Line  are  written  as  information  for  local  Legior 
posts  and  not  for  the  purpose  of  a  blacklist,  h< 

said. 
The  Legion,  he  said,  is  interested  in  "rehabili 

tation"  work  and  "made  a  major  contribution  ir 
helping  to  restore  a  climate  of  employment  foi 
the  innocent,  the  stupid  and  the  repentan 

guilty"  in  Hollywood. 
Mr.  Harnett  said  he  hadn't  previously  beei 

in  the  business  of  "clearance,"  and  never  re 
ceived  compensation  from  individuals.  He  sai< 

he  was  employed  directly  by  one  network,  ": 
couple"  of  advertising  agencies  and  "severa 

leading  sponsors." However,  he  said,  he  got  so  many  request 

for  help  in  getting  jobs  that  he  "had  to  charg 
fees."  He  said  that  despite  all  the  investigatioi 
by  congressional  and  state  committees,  he  fel 

not  more  than  5%  of  the  communists  "hav 

been  uncovered." Mr.  Hartnett  said  there  are  30  known  con: 
munists  in  the  New  York  chapter  of  America 
Federation  of  Television  &  Radio  Artisl 
(AFTRA)  and  estimated  there  are  150  actu< 
communists  in  the  5000-member  chapter  an 
a  total  of  400  who  are  sympathetic  to  corr 
munist  aims. 

He  said  there  is  an  "extreme  danger"  i 
the  exposure  of  young  people  to  communisn 
since  they  go  along  with  progressive  movemen 
to  gain  favor  in  obtaining  jobs  from  commi 
nists  who  are  in  a  position  to  use  influence  i 
their  behalf. 

Mr.  Harnett  said  the  fund  report  shows  "a 
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amateurish  grasp  of  the  radio-tv"  industry  and 
that  it  never  gets  to  the  "base  of  the  whole 
issue.  .  .  .  Are  communists  in  radio-tv  and  is 

it  evil?" 
"Blacklisting,"  Mr.  Hartnett  said,  is  "a  nasty 

term.  To  attach  blacklisting  to  honest  and  fair 
efforts  to  keep  communists  out  of  radio  and 

television  is  a  dangerous  thing."  He  said  a  few 
non-communists  had  become  unemployable  in 

radio  and  tv  because  of  "confused  identity." 

The  'Parallelism'  Tactic 

He  said  one  well-known  communist  tactic  is 

the  use  of  "parallelism"  in  television  programs. 
This,  he  said,  is  through  the  repetition  of  pro- 

grams where  justice  is  frustrated,  such  as  the 

movie,  "Oxbow  Incident,"  shown  on  television, 
and  a  tv  film,  "Tragedy  in  Temporary  Town," 
both  showing  persecution  of  the  "wrong"  peo- 

ple. "In  script  after  script,"  Mr.  Hartnett  said, 
the  communist  line  shows  "the  wrong  man 
sentenced."  "If  you  could  believe  television," 
he  added,  neither  the  courts,  juries  nor  law 
officials  are  capable  of  rendering  justice. 

He  accused  Mr.  Cogley  of  "cropping"  (i.e., 
not  stating  all  the  facts  in  context)  in  preparing 
the  fund  report. 

Mr.  Hartnett  said  he  had  been  accused  of 
blackmail  in  one  case  where  he  asked  $200  as 
his  fee  for  clearing  the  name  of  Kim  Hunter, 

an  actress  seeking  employment  on  radio-tv.  He 
said  Arthur  Jacobs,  Hollywood  talent  agent, 
had  written  him  asking  for  work  on  the  clear- 
ance. 

Knowing,  Mr.  Hartnett  said,  that  Mr.  Jacobs 

himself  was  probably  getting  "five  Gs"  on  this 
single  account  and  maybe  "fifty  Gs"  a  year,  "I'd 
be  an  ass  if  I  did  it  for  nothing." 

Mr.  Hartnett  admitted  he  keeps  records  on 

alleged  communists.  "I'm  an  honest  man  and  try 
to  do  a  good  job,"  he  continued. 

Referring  to  a  statement  in  the  report  which 
indicated  that  Jean  Muir,  actress,  had  failed  to 
find  employment  after  being  identified  with 
communism  in  Red  Channels,  Mr.  Hartnett  said 

Miss  Muir  later  "admitted  more  than  Red 
Channels,  had  charged."  Actually,  Mr.  Hartnett 
said,  Miss  Muir  doesn't  work  now  "because 
she's  a  sick  woman."  He  described  the  fund  re- 

port as  "The  White  Paper  on  Communism." 
Mr.  Hartnett  said  he  had  been  interviewed  by 

Mr.  Woltman  in  1949  on  persons  identified 

with  communism  but  that  there  "was  no  collu- 
sion in  a  sinister  sense." 

He  said  he  also  had  forwarded  letters  to 

Messrs.  Sokolsky  and  O'Neil  from  persons  in 
Hollywood. 

In  Chicago  Donald  F.  Conaway,  national 
executive  secretary  of  AFTRA,  answered  Mr. 

Hartnett's  charges  with  this  statement: 
"The  New  York  local  of  AFTRA  has  already 

instituted  proceedings  against  a  New  York 
AFTRA  member  uncooperative  last  fall  when 

questioned  by  a  Congressional  Un-American 
Activities  Subcommittee.  If  Mr.  Hartnett  knows 

of  "150  reds"  who  are  actually  members  of 
AFTRA,  he  has  only  to  submit  the  list  of  names 
and  AFTRA  will  proceed  to  act  under  its  own 

national  constitution." 
Mr.  Conaway  cited  a  constitutional  rule 

amended  by  AFTRA  this  past  May  which  reads: 

"No  person  shall  be  eligible  for  or  retain 
employment  in  AFTRA  who  maintains  mem- 

bership in,  knowingly  promotes  the  special  in- 
terests of,  makes  financial  contributions  to,  or 

renders  aid  and  assistance  by  lending  his  name 
or  talents  to  the  Communist  Party  or  any  or- 

ganization known  to  him  to  be  a  portion,  branch 
or  subdivision  thereof,  or  any  organization  es- 

tablished by  due  federal  process,  legal  or  ju- 

dicial, to  be  subversive." 
Mr.  Brewer  said  he  had  used  what  influence 

he  had  in  the  motion  picture  field  to  work 

against  a  very  evil  force  (communism)  and 

to  help  those  "tricked"  into  difficulties  involv- 
ing communism.  He  said  he  had  probably 

helped  "rehabilitate"  a  hundred  persons  in  the 
movies  today.  He  felt  that  Hollywood  has 
been  cleaned  up  of  communists,  but  that  the 
reds  still  thrive  in  New  York,  on  and  off  Broad- way. 

He  said  his  and  others'  efforts  to  "shake  off" 
the  communists'  hold  on  Hollywood  brought 
charges  of  blacklisting.  He  admitted  that  he 

made  direct  efforts  to  suppress  one  film,  "Salt 
of  the  Earth,"  which  he  felt  would  prejudice 
Latin  Americans  and  others  against  the  U.  S. 

He  denied  being  a  "clearance"  man. 
Although  many  communists  have  gone  under- 

ground, Mr.  Brewer  said,  they  will  have  to  ex- 
pose themselves  or  lose  their  usefulness  to  com- 

munist causes. 

Mr.  Schmidt  began  testimony  Thursday,  but 
his  appearance  was  continued  to  last  Friday. 

Chairman  Walters,  in  an  address  Thursday 
to  the  annual  encampment  of  the  Pennsylvania 
Veterans  of  Foreign  Wars,  meeting  in  Phila- 

delphia, said  in  part: 

THE  staff  of  the  House  Antitrust  Committee 
strove  strenuously  for  two  days  last  week  to 
make  the  FCC  say  that  CBS  and  NBC  were 
monopolies  and  that  option  time  and  must-buy 
practices  of  networks  were  in  violation  of  the 
antitrust  laws. 

The  Commission,  mainly  FCC  Chairman 
George  C.  McConnaughey  with  Comrs.  Rosel 
H.  Hyde  and  John  C.  Doerfer  and  staff  execu- 

tives General  Counsel  Warren  Baker  and 
Economist  H.  H.  Goldin,  refused  to  agree  with 
the  charges. 

The  two-day  session  also  saw: 
•  Financial  returns  by  the  networks  for  1955 

made  public  (see  separate  story  on  this  page). 
•  Recommendation  that  financial  returns  by 

stations  and  network  affiliation  contracts  be 
made  public  regularly. 

•  CBS  President  Frank  Stanton,  required  to 
attend  a  closed  executive  session  of  the  com- 

mittee with  FCC  Comr.  Robert  E.  Lee,  was 
scheduled  to  appear  also  in  executive  session  on 

Friday.  There  was  no  comment  by  the  com- 
mittee or  the  principals  on  the  subject  under 

discussion. 

The  attack  on  CBS'  and  NBC's  alleged  dom- 

Network  revenues  for  1955  were  disclosed 

last  week  when  Rep.  Emanuel  Celler  (D-N.  Y.), 
chairman  of  the  House  Antitrust  Subcommittee, 

revealed  last  year's  figures  for  CBS,  NBC  and 
ABC.  These  figures  are  usually  lumped  to- 

gether in  an  overall  report  by  the  FCC  in  the 
fall  of  the  succeeding  year. 

Mr.  Celler  reported  these  1955  figures,  from 
information  supplied  by  the  FCC: 

•  CBS  and  NBC  and  their  nine  owned  tv 
stations  took  in  $312,658,470,  or  41.99%  of 
the  revenues  of  all  networks  and  all  stations. 

•  CBS  and  its  four  tv  stations  received  $153,- 
614,317,  or  20.6%  of  all  tv  revenues. 

•  CBS  network  only  grossed  $121,953,917. 
•  NBC  network  only  took  in  $124,353,526. 
Both  networks  took  in  87.2%  of  all  network 

revenue,  Mr.  Celler  said.  That  means  ABC 
took  in  12.8%  of  total  tv  revenues. 

Income  before  taxes,  Mr.  Celler  said,  was  as 
follows: 

•  CBS  and  NBC  and  nine  owned  stations — 
$65,050,186  (or  43.3%  of  all  tv  income).  This 

"The  report  pretends  to  be  completely  ob- 
jective and  impartial.  Actually,  it  is  about  as 

partisan  and  prejudiced  as  it  is  possible  to  be. 
By  the  omission  of  some  material  and  by  the 
selection  of  other,  by  repeated  emphasis  on 
some  facts  and  suppression  of  others,  it  makes 
an  indictment  of  everyone  who  has  been  active 
in  opposing  the  employment  of  communists 
and  communist  sympathizers  in  the  entertain- 

ment industry.  Moreover,  several  of  the  staff 
were  already  committed  to  a  specific  viewpoint 
before  they  began  their  work  on  the  report  and 
had  backgrounds  that  made  it  difficult,  if  not 
impossible,  for  them  to  be  anything  approaching 
objectivity  or  impartiality  .  .  . 

"We  have  not  found  any  evidence  of  a  'black- 
list' of  the  kind  that  the  report  describes.  We 

have  found  no  'lists'  which  are  used  to  banish 

people  from  jobs.  We  have  found  no  'clearance 
men'  who,  as  the  report  so  eloquently  puts  it, 
have  the  'power  to  wound  and  the  power  to 
heal'.  Nor,  as  the  report  seems  to  imply,  any 
body  who  wounds  order  to  heal — and  for 
considerations  which  have  nothing  to  do  with 

patriotism." 

inance  began  at  the  start  of  the  hearings 
when  Rep.  Emanuel  Celler  (D-N.  Y.),  chair- 

man of  the  House  Judiciary  Subcommittee,  re- 
leased financial  figures  indicating  the  rate  of 

return  on  investment  made  by  the  two  major 
networks  in  the  last  few  years. 

The  figures  for  earlier  years  were  the  same 
as  those  issued  by  Sen.  John  W.  Bricker 
(R-Ohio)  in  a  Senate  Commerce  Committee  re- 

port [B»T.  April  30].  The  1955  figures  were 

new. 
Mr.  Celler  termed  these  returns  "extremely 

high."  He  said  that  the  profits  were  so  high 
because  stations  were  "insulated"  against  com- 

petition because  of  the  scarcity  of  frequency 
space.  The  high  rate  charges,  the  New  Yorker 
declared,  meant  that  only  the  more  wealthy  and 
highly  concentrated  companies  can  use  televi- 

sion. This  means  small  companies  are  frozen 
out.  he  added. 

Chairman  McConnaughey  called  attention  to 
the  fact  that  Congress,  in  the  Communications 
Act.  declared  that  broadcast  stations  were  not 
common  carriers.  Thus,  he  maintained,  the 
Commission  cannot  treat  stations  as  it  treats 

common  carriers,  regulating  their  rates  of  re- 

is  a  131%  return  on  total  tangible  property  in- 
vestment of  both  nets  in  broadcast  properties 

of  $50,067,737. 
•  CBS  and  four  owned  stations — $34,870,837 

(or  23.2%  of  all  tv  income). 
•  NBC  and  five  owned  stations — $30,179,349 

(or  20.1%  of  all  tv  income). 
Mr.  Celler  stated  that  WCBS-TV  New  York, 

the  CBS  flagship,  reported  a  net  1955  income 
before  taxes  of  $9,375,339  on  a  total  investment 
of  $409,484 — a  return  of  2,290%.  He  also 
reported  that  WRCA-TV  New  York,  the  NBC 
flagship,  had  a  net  1955  income  before  taxes  of 
$7,260,255  on  a  total  investment  of  $846,728 — 
a  return  of  857%. 
ABC  and  its  five  owned  stations  had  a  1955  net 

income  before  taxes  of  $5,108,314,  Mr.  Celler 
reported.  He  said  this  represented  a  78%  return 
on  a  capital  investment  of  $6,571,627. 

And,  the  New  York  congressman  added, 
DuMont  stations  (WABD  [TV]  New  York  and 
WTTG  [TV]  Washington)  had  a  1955  net  loss 

of  $1,048,753. 

HOUSE  COMMITTEE  ON  MONOPOLY  HUNT 

CELLER  TELLS  WHAT  NETWORKS  MADE  IN  1955 
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PLANS  AND  PROBES 

turn.  He  defended  the  right  of  private  busi- 
nesses to  make  profits  and  emphasized  that  the 

FCC  can  only  see  that  stations  are  operated  in 
the  public  interest. 

A  long  wrangle  developed  over  whether  or 
not  the  FCC  should  make  public  disclosure  of 
financial  reports  and  network  contracts.  These 

have  always  been  regarded  as  confidential  in- 
formation. Comr.  Hyde  called  attention  to  the 

fact  that  there  is  nothing  in  the  Communica- 
tions Act  which  authorizes  the  FCC  to  require 

such  reports.  He  said  the  reports  were  called 

for  under  the  Commission's  general  powers  to 
keep  informed  about  the  industry  it  regulates. 
Mr.  Baker  emphasized  that  it  was  government 
policy  not  to  make  public  information  of  com- 

petitive value. 
The  bulk  of  the  dominance  argument  by  the 

committee  staff — Herbert  N.  Maletz,  counsel; 
Samuel  R.  Pierce  Jr.  and  Kenneth  R.  Harkins, 

associate  counsel — was  based  on  the  FCC's 
1941  Chain  Broadcasting  Report.  This  report 

held  that  NBC  and  CBS  were  the  dominant 
radio  networks.  The  questions  were  why  the 
FCC  had  not  done  anything  about  this  since 
then. 

The  same  line  of  questioning  was  posed  by 
the  committee  staff  regarding  option  time  and 
must  buys — also  referred  to  as  against  the 
public  interest  in  the  1941  Chain  Broadcasting 

Report. 
Mr.  McConnaughey  replied  that  the  FCC, 

since  1949,  had  been  asking  for  funds  to  make 
a  new  evaluation  of  network  practices.  It  was 
only  last  year,  he  pointed  out,  that  Congress 
had  appropriated  funds  for  this  purpose.  He 
said  the  network  study  staff  was  working  on 
this  and  other  matters  now. 

Aroused  at  the  dominance  allegations,  Mr. 
McConnaughey  stressed  that  networks  were  not 
dominant  in  radio  anymore.  He  declared  that 
this  was  due  to  more  stations  being  on  the  air, 
resulting  in  a  more  competitive  situation.  When 
all  70  of  the  uhf  channels  are  in  use,  he  de- 

clared, there  will  be  no  dominance  by  two  net- 

works; there  will  be  "many  more"  networks. 
Mr.  McConnaughey  agreed  that  CBS  and 

NBC  were  "potent"  in  the  tv  field,  but  he  also 
admonished  that  ABC  was  coming  up  strong. 

"That's  why  we  want  to  use  the  uhf  chan- 
nels," he  said.  "That's  the  answer  to  the  whole 

problem.  Natural  competitive  forces  solved  the 
radio  problem  and  I  think  the  same  thing  will 

happen  in  television." 
Dean  Roscoe  Barrow,  head  of  the  network 

study  staff,  asked  that  he  not  be  forced  to  make 
judgments  on  matters  that  the  network  study 
staff  was  in  the  process  of  collecting,  collating 
and  weighing.  The  committee  agreed  to  his 

request. Mr.  Baker  remarked,  in  answer  to  another 

question,  that  the  FCC's  network  regulations  do not  insulate  networks  from  antitrust  action  by 
the  Dept.  of  Justice.  There  had  been  references 
to  a  Justice  Dept.  complaint  against  NBC  and 
CBS  in  1941  which  was  withdrawn  when  the 
Commission  promulgated  its  network  rules. 

The  complaint  charged  that  the  networks'  prac- tice of  option  time  and  must  buys  violated  the 
antitrust  laws. 

There  have  been  reports  from  time  to  time 
that  the  Dept.  of  Justice  is  investigating  these 

network  practices  for  a  possible  antitrust  com- 

plaint. 
The  committee  quizzed  the  commissioners 

and  their  aides  on  the  alleged  unfair  practice  of 

networks  setting  their  affiliates  rates  for  net- 
work programs.  It  also  sought  to  determine 

whether  networks  discriminated  between  single 
station  owners  and  multiple  station  owners  in 
payments  for  network  programs. 

Option  time  was  termed  by  Mr.  Celler  as  a 
restraint  of  trade.  He  based  this  on  the  fact, 
he  said,  that  a  network  could  cause  a  station 

to  drop  a  locally  sponsored  program  on  56  days' notice. 

Mr.  McConnaughey  called  attention  to  the 
fact  that  there  have  been  no  complaints  on  this 
score  from  advertisers.  He  said  this  attitude 

was  held  by  a  "disgruntled"  broadcaster.  He 
presumably  was  referring  to  Richard  A.  Moore, 
KTTV  (TV)  Los  Angeles,  who  last  March 
made  these  charges  in  an  appearance  before  the 
Senate  Commerce  Committee. 

The  committee  staff  called  attention  to  the 

fact  that  in  the  FCC's  proposed  network  rules 
in  1941  option  time  had  been  forbidden.  This 
was  revised  in  the  final  regulation,  permitting 
networks  to  option  no  more  than  three  hours  in 

each  segment  of  the  broadcast  day — 8  a.m.  to 
I  p.m.;  1  p.m.  to  6  p.m.;  6  p.m.  to  11  p.m.,  and 

II  p.m.  to  8  a.m. 
Comr.  Doerfer  was  asked  about  his  testimony 

before  the  Senate  committee  regarding  must 
buys.  This  is  the  practice  whereby  a  network 

requires  an  advertiser  to  buy  a  minimum  num- 
ber of  stations. 

Mr.  Doerfer  stated  he  thought  networks  were 
doing  a  public  service  in  forcing  advertisers 
to  sponsor  programs  for  more  people  than  they 
desired  or  required  for  selling  their  product. 
He  maintained  that  the  whole  pattern  of  net- 

work operation  must  be  examined  before  a 
charge  of  antitrust  violation  can  be  brought. 
Option  time  and  must  buys  are  only  elements  in 
this,  he  pointed  out. 

"I  am  not,  while  a  commissioner,"  Mr. 
Doerfer  stated,  "going  to  label  something  a 
crime  without  being  convinced  beyond  a  rea- 

sonable doubt." 
The  committee  has  announced  that  a  further 

hearing  will  be  held  in  New  York  in  Septem- 
ber. It  is  presumed  that  this  will  bring  network 

officials  to  the  stand. 

Late  last  month,  the  committee  quizzed  the 
FCC  on  the  Westinghouse-NBC  station  swap 
[B«T,  July  2]. 

PLAYBACK 

QUOTES  WORTH  REPEATING 

THE  BROWNELL  RHUBARB 

Editorial  in  the  Washington  Post  &  Times 

Herald,  criticizing  Attorney  General  Her- 

bert BrowneU's  announcement  on  NBC- 
TV's  Press  Conference  that  the  Justice 
Dept.  was  instituting  antitrust  action 
against  General  Motors: 

THE  MANNER  of  the  announcement 

raises  a  very  interesting  question  indeed. 

The  condition  on  which  a  person  is  in- 
vited to  be  interviewed  on  the  new  pro- 
gram is  that  he  or  she  must  have  what  the 

producers  of  the  program  consider  a 

worth-while  news  story  to  break  for  the 
first  time. 

This  means,  obviously,  that  time  is 
bound  to  elapse  between  the  birth  of  a 
news  development,  the  confiding  of  it  to 
the  producers  of  Press  Conference  and 

(assuming  their  approval  of  it  as  meri- 
torious) the  disclosure  of  it  to  the  public. 

It  means,  in  other  words,  that  news  to 

which  the  public  is  entitled  may  be  held 
up  to  suit  the  schedule  and  serve  the 

commercial  sponsor  of  a  particular  tv 
program.  ... 

When  the  Attorney  General  delays  an- 
nouncement of  an  antitrust  action  to 

present  it  under  select  conditions  on  a 

sponsored  program,  he  is  manipulating 

public  property  to  serve  a  private  inter- 
est. 

Arthur  Krock,  writing  in  the  New  York 
Times  of  the  Brownell  announcement: 

EVEN  the  many  people  here  who  give 
him  [Brownell]  full  marks  for  boldness 
were  not  prepared  for  this  unabashed  and 
open  use  of  his  official  position  to  save  an 
item  of  vital  news,  to  which  all  the  peo- 

ple were  simultaneously  entitled,  to  aid 
one  company  to  sell  its  products  and  to 
favor  a  friend. 

So  far  as  the  friend  is  concerned — Miss 

Martha  Rountree,  who  was  starting  her 
new  tv  program  and,  of  course,  wanted  to 

impress  her  sponsor — there  is  no  fair 

criticism  to  be  lodged  against  her.  This  is 

not  the  only  place  in  the  world  where  all 
but  the  envious  agree  you  are  entitled  to 

what  you  get  by  honorable  means.  .  .  . 

The  responsibility  is  with  the  Adminis- 
tration, and  in  the  matter  of  the  Brownell 

announcement  it  will  be  burdensome. 

David  Lawrence,  editor  of  U.  S.  News  & 

World  Report,  in  his  syndicated  column 
(by  the  New  York  Herald  Tribune) : 

EVERY  "scoop"  and  every  "leak"  of 

news,  to  be  sure,  favors  some  "sponsored" 
medium  of  information.  For  in  a  sense, 

every  publication  that  is  dependent  on 

advertising  revenue  is  "sponsored"  as  the term  is  used  on  television. 

There  has  always  been  a  rivalry  be- 
tween the  different  mediums  of  communi- 
cation and  it  is  natural,  when  one  of  them 

gets  a  better  break  on  the  news,  that  the 
others  sometimes  indicate  their  disfavor. 

It's  happening  all  the  time  in  Washington 
when  some  news  conferences  are  sched- 

uled to  be  held  at  hours  that  favor  morn- 

ing newspapers  over  afternoon  news- 
papers or  vice  versa. 

Reporters  who  don't  like  the  fact  that 
a  particular  television  program  was 
chosen  for  the  giving  out  of  an  important 

piece  of  news  have  a  simple  remedy  avail- 
able. They  can  dig  out  pieces  of  news 

like  that  of  the  other  evening's  program 
and  print  them  ahead  of  time.  .  .  . 

So  far  as  the  Attorney  General  or  any 
other  Cabinet  officer  is  concerned,  he  may 
choose  one  medium  today  and  another 

tomorrow.  That's  his  prerogative.  The 
press  had  no  legitimate  basis  for  protest 

the  other  day,  for  it  couldn't  have  printed 
the  news  a  moment  sooner  if  Mr. 

Brownell  had  not  appeared  on  the  tele- 
vision program  and  had  merely  given  it 

to  the  press  in  a  mineographed  "handout" 
.  .  .  The  only  folks  who  really  had  a  kick 
coming  were  the  rival  networks  in  the 
television  business  .  .  . 
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will  go 

a  long  way 

these  days  on 
WHO  Radio! 

Take  1  to  3  p.  m.  as  an  example  .  •  • 

w  i HEN  you  dig  out  the  facts,  you  find  that 

early-afternoon  radio  time  is  really  a  bargain 

these  days.  For  example,  consider  what  one 

thin  dime  will  buy  on  WHO  Radio! 

LET'S  LOOK  AT  THE  RECORD  .  .  . 

On  WHO  Radio,  a  1 -minute  spot  between 

1  and  3  p.m.  will  deliver  a  minimum  of 

45,124  actual  listening  homes,  in  Iowa 
alone! 

That's  at  least  95  homes  for  a  dime,  or 

1000  homes  for  $1 .05 — ALL  LISTENING 
TO  WHO! 

That's  measured,  at-home  listening.  In  addi- 

tion, WHO's  50,000-watt,  Clear  Channel  signal 
is  heard  by  thousands  of  extra,  wwmeasured 

listeners,  both  in  and  outside  Iowa.  There  are 

over  half  a  million  car  radios  in  Iowa  alone — 

as  well  as  thousands  of  bonus  sets  in  "Iowa 

Plus"! 

Let  Peters,  Griffin,  Woodward  give  you  all 

the  proven  facts  on  WHO  Radio. 

( Computations  based  on  projecting  Nielsen 

figures  and  1955  Iowa  Radio  Audience  Survey 

data  against  our  26-time  rate.) 

WHO 

for  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Peters,  Griffin,  Woodward,  Inc., 

Exclusive  National  Representatives 



No,  that  mystery  shape  isn't  really  a  whale, 

though  it  does  spout  consumer  dollars  like  only  a 

few  other  top  markets  that  you'd  recognize 

instantly  as  "a  whale  of  a  buy"! 

Actually  it's  a  map  of  "The  Mystery  Market"... 

one  of  America's  richest . . .  The  Central  South  . . . 

a  $2,713,371,000  market — richer  than  the  cities  of 

Denver  and  New  Orleans  put  together ...  or  Atlanta 

and  Dallas  put  together. 

A  RICH  MARKET,  IN  FACT,  THAT'S 

COVERED  BY  ONLY  ONE  MEDIUM... and 

that's  WSM  Radio  in  Nashville. 

If  you  attempt  to  cover  the  Central  South  with 

a  combination  of  other  radio  stations  or  with  a 

combination  of  newspapers  in  the  area,  the  cover- 

age would  still  be  incomplete — and  the  cost  would 

be  three  to  15  times  greater  than  that  of  a  WSM 

custombuilt  program.  As  for  TV,  all  TV  viewers 

in  the  market  put  together  still  represent  less  than 

half  the  market's  buying  power! 

For  the  full  story  on  this  unique  situation,  send 

for  your  free  copy  of  our  booklet,  "The  Mystery 

Market",  containing  complete  facts  and  figures  as 

compiled  by  independent  authorities. 

650  KC WSM RADIO 

BOB  COOPER,  Sales  Manager 

JOHN  BLAIR  AND  COMPANY,  National  Advertising  Representative! 

Nashville  -  Clear  Channel  -  50,000  Watts 
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NETWORKS  GET  SET  TO  LOSE 

$5  MILLION  AT  CONVENTIONS 

And  that's  a  minimum  figure,  they'll  hasten  to  explain.  This  even 

though  advertisers  will  shell  out  $15  to  $16  million  to  sponsor  the 

most  extensive  coverage  of  any  event  in  electronic  history.  Their 

loss  will  be  the  public's  gain,  however,  as  detailed  preparations 

promise  reporting  of  highest  calibre. 

THE  NATIONAL  political  conventions  next 

month — a  "natural"  for  radio-tv  coverage — will 
be  blanketed  by  the  media  to  an  extent  that 
will  far  surpass  any  event  in  electronic  history. 

Should  the  conventions  run  longer  than  now 

anticipated — despite  GOP  plans  to  "trim"  its schedule  to  fit  the  demands  of  the  electronic  eye 

— the  cost  of  convention  coverage  to  the  net- 
works, over  and  above  actual  revenue  gained 

from  their  sponsors  of  the  convention-election 
package,  will  spiral  upwards  proportionately. 

Already  early  estimates  indicate  that  for  the 
networks  this  will  be  a  costlier  convention  than 

in  1952.  That  year,  the  networks  lost  per- 
haps as  much  as  $4  million  in  billings  (although 

some  was  recaptured)  despite  sponsorship  reve- 
nue. 

All  the  networks  except  Mutual  which  still 
hopes  for  an  underwriting  before  gavel  time, 
have  sold  their  radio-tv  convention-election 
packages  to  national  advertisers.  The  lineup: 
Westinghouse  Electric  Corp.  will  pay  about  $5 
million  for  the  CBS  package;  Philco  Corp.  will 
shell  out  $4.3  million  for  ABC  coverage,  and 
three  advertisers,  its  is  understood,  are  picking 
up  the  approximately  $5  million  tab  on  the 
NBC  package.  The  three  are  RCA,  Sunbeam 
and  Oldsmobile  Div.  of  General  Motors  Corp. 
The  ABC,  CBS  and  NBC  sales  include  both 
radio  and  tv. 

An  estimated  $14  to  $15  million  will  represent 
the  sum  worth  of  the  total  radio-tv  network 

packages,  assuming  sponsorship  of  Mutual's coverage,  set  at  $1  million  to  $1.5  million. 

Working  against  this  formidable  revenue  will 

be  the  big  network  production  expenses,  pre- 
emption production  charges,  commercial  pro- 

gram cancellations  and  rescheduling  of  certain 
programs.  In  tv,  with  station  lineups  greater 
and  time  more  expensive,  the  billing  base  is 
higher  and,  as  a  result,  any  commercial  time 
lost  will  be  at  a  much  greater  dollar  rate  than 
in  1952  when  the  convention  coverage  spilled 
over  into  extra  hours. 

Specific  Losses  Unknown 

Network  spokesmen  hesitate  to  pin  down  an- 
ticiapted  losses.  Despite  the  iffiness,  however,  it 
can  be  projected  that  the  minimum  loss  to  the 
networks  (after  deducting  the  revenue  from 
sponsorship)  will  total  $5  million.  The  network 
executive  is  quick  to  predict  that  losses  could 
go  higher. 

CBS,  NBC,  and  ABC,  for  example,  each  will 
pay  out  about  $1.5  million  for  actual  convention 
production  costs.  This  is  a  total  of  $4.5  million, 

to  which  Mutual's  $250,000  for  radio  coverage 
only,  gives  a  grand  total  of  more  than  $4.7  mil- 

lion. This  is  the  base  from  which  the  costs  can 
be  figured. 

Above  this  sum:  $800,000  to  $1  million  in 
preemption  production  charges  (payments  which 
must  be  honored  for  talent  and  commissions 
for  commercial  shows  that  are  cancelled)  for 

each  of  the  radio-tv  networks  (although  ABC's 
total  may  not  be  as  great).  Mutual's  total  prob- 

ably would  be  less  than  $100,000.  To  all  this 
is  added  the  millions  of  dollars  in  time  charges 
which  preemptions,  cancellations  and  reschedul- 

ing entail. 
More  than  1,000  network  people — newsmen, 

technicians,  engineers,  producers,  assistants  and 
a  top  corps  of  executives — will  be  employed  in 
bringing  the  gavel-to-gavel  portrayal  to  viewers 
throughout  the  land. 

Complicating  this  summer's  coverage  is  the 
closeness  in  time  of  the  two  conventions  (Dem- 

ocrats on  Aug.  13  and  Republicans  on  Aug. 
20)  and  the  distance  apart  (Democrats  in 
Chicago  and  Republicans  in  San  Francisco,  more 
than  1,900  miles  away).  While  this  situation  will 

aggravate  an  already  aching  chore  of  transport- 
ing men  and  equipment,  the  proximity  of  time 

and  a  hope  that  the  GOP  will  trim  its  conven- 
tion schedule  may  help  the  billing  factor.  It 

THERE  will  be  many  new  coverage  tech- 

niques utilized  in  network  tv  coverage  of 

the  Chicago  and  San  Francisco  conven- 

tions. Here  is  an  example  of  what  NBC- 

TV's  five-way  split  screen  could  look  like: 
Adlai  E.  Stevenson  (center)  and  the  reac- 

tions of  Harry  S.  Truman  (upper  I),  Sen. 

Estes  Kefauver  (D-Tenn.)  (upper  r),  New 
York  Gov.  Averell  Harriman  (lower  I)  and 

Sen.  John  F.  Kennedy  (D-Mass.)  (lower  r). 

is  the  spilling  over  of  schedules  into  extra  days 
that  gobbles  up  costly  commercial  time. 

The  networks  are  not  the  only  broadcast 
entities  which  will  stand  to  lose  should  the  con- 

ventions drag  through  extra  periods.  Under 

CBS'  plan  it's  understood  that  stations  will  be 

compensated  for  the  first  20  "clock  hours"  of each  convention  for  a  total  of  40  clock  hours 
for  both  conventions.  On  election  night,  CBS 

will  provide  stations  with  four  hours  compen- 
sation and  four  hours  coverage. 

A  summary  view  of  each  of  the  networks" coverage  plans: 
NBC  will  have  nearly  400  persons,  three 

mobile  units  and  more  than  40  cameras  cover- 
ing the  conventions.  This  number  of  men  and 

equipment,  the  network  points  out,  would  be 

more  than  is  "customary"  to  operate  two  "full- 
scale"  tv  stations.  Within  two  days  the  men  and 
gear  must  be  transported  from  Chicago  to  San 
Francisco. 

A  three-man  anchor  team,  made  up  of  news- 

men Chet  Huntley,  David  Brinkley  and  Bill 

Henry,  will  be  headquartered  in  the  network's "Tv-One"  center  to  collect  and  disseminate  the 

news  for  NBC-TV  at  both  conventions.  NBC's 
radio  operation  will  be  run  by  Pauline 
Frederick  and  Ned  Brooks.  NBC  executives 

supervising  coverage  will  include  Davidson 
Taylor,  vice  president  in  charge  of  public  affairs; 
William  R.  McAndrew,  director  of  news,  and 

Barry  Wood,  director  of  special  events. 

Among  the  NBC  reporters  who  will  be  cover- 
ing developments  are  John  Cameron  Swayze, 

Morgan  Beatty,  Ray  Scherer,  Dave  Garroway, 
Frank  Bourgholtzer,  Merrill  Mueller  and  Ann 
Gillis.  H.  V.  Kaltenborn  will  perform  the  spe- 

cialized function  of  analyzing  the  events  of  the 
convention  for  the  12  to  16  year-old  age  group. 

Roving  mobile  units,  one-man  cameras  and 
radio  transceivers  will  feed  pictures  and  infor- 

mation to  headquarters  from  various  news 
points — airports,  railroad  stations,  sidewalks. 
Film  units  equipped  with  high-speed  developers 
will  record  events  that  break  rapidly.  An  exten- 

sive telephone  system  will  be  arranged. 
NBC  plans  to  originate  many  of  its  popular 

news  and  discussion  programs  from  the  con- 
vention cities,  including  Today,  Meet  the  Press, 

Home.  NBC-TV  News  Caravan  and  News  of 
the  World.  On  the  eve  of  each  gathering, 

NBC-TV  will  present  a  full-hour  television 
program  from  each  of  the  convention  cities. 

NBC  equipment  at  the  conventions  will  stress 
portability  and  mobility.  Among  the  equipment 

to  be  used  by  NBC  are  the  RCA  "transceiver," 
a  tiny,  two-way  radio  that  is  the  size  of  a  lady's 
formal  handbag,  and  the  "creepie-peepie,"  a 
portable  tv  camera.  Other  gear  to  be  unveiled 
at  the  meetings  are  a  portable  camera  power 
supply,  the  lYi  pound  magnetic  film  amplifier 
and  cellomatic  projector  equipment,  which  will 
use  new,  fast  film  developed  by  Polaroid,  per- 

mitting a  film  transparency  to  be  projected 
only  two  minutes  after  the  photograph  is snapped. 

Some  Color  Planned 

Though  color  will  not  be  a  major  factor  in 

the  telecasting  of  this  year's  conventions,  NBC- 
TV  is  considering  colorcasting  "sidebars"  (fea- tures related  to  the  convention)  from  either 
San  Francisco  or  Chicago  and  perhaps  from 
both  sites.  Though  plans  still  are  in  the  making, 
the  network  has  been  thinking  in  terms  of  pre- 

senting interviews  and  similar  features  which 
lend  themselves  to  color  pickups.  Convention 
advertisers  will  not  be  required  to  pay  the  ad- 

ditional costs  for  color,  according  to  a  spokes- 
man, since  the  convention  coverage  sales  are 

for  the  entire  package. 

NBC-TV  also  is  preparing  for  the  con- 
tingency of  overlapping  conventions.  In  the 

event  that  the  Democratic  gathering  extends 
beyond  the  expected  schedule  of  four  to  five 
days  and  thus  conflicts  with  the  Republican 

meeting  the  following  week,  NBC-TV  is  con- 
sidering the  possibility  of  kinescoping  the  high- 

lights of  the  GOP  convention  in  San  Francisco. 
This  latter  programming  would  be  for  delayed 
broadcasts  and  probably  scheduled  on  adjacent 

periods  to  the  coverage  of  Democratic  develop- 
ments. No  extra  charge  to  advertisers  is  contem- 
plated for  the  kinescope  service. 

CBS  is  assigning  a  record  crew  of  some  350 
reportorial,  production  and  technical  personnel 
to  work  directly  on  convention  assignments  and 
will  use  about  22  tons  of  equipment  to  cover 
the  two  meetings.  It  plans  to  fly  10  to  12  tons  of 
gear  from  Chicago  to  San  Francisco  after  the 
Democratic  convention  ends,  set  it  up  and  have 
it  in  operation  in  less  than  24  hours. 

Sig  Mickelson,  vice  president  in  charge  of 
news  and  special  events,  will  be  the  overall 
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THESE  NBC  executives  are  busy  behind  the  scenes  preparing  for  the  convention  next 

month.  L  to  r:  George  M.  McElrath,  director  of  technical  operations,  shown  with  conven- 
tion floor  plans;  Davidson  Taylor,  vice  president  in  charge  of  public  affairs,  holding  a 

transceiver,  and  William  R.  McAndrew,  director  of  news,  holding  a  "creepie-peepie." 

ABC's  convention  coverage  will  be  direct- 
ed by  vice  presidents  John  Daly  (seated) 

and  Thomas  Velotta,  who  will  direct  30 
newsmen  and  a  total  staff  of  350. 

supervisor  of  convention  coverage.  His  chief 
aides  will  be  Elmer  Lower,  director  of  special 
projects.  CBS  news  and  public  affairs;  John  Day, 
CBS  director  of  news,  and  Paul  Levitan,  execu- 

tive producer  for  the  conventions.  Robert  A. 
Skedgell,  CBS  news  executive  producer  for  ra- 

dio, will  be  director  of  radio  broadcasts,  and 
Don  Hewitt  will  serve  in  a  similar  capacity  for 
CBS-TV. 

Walter  Cronkite  will  serve  as  "anchor  man" 
for  CBS-TV  coverage  and  Robert  Trout  will 
perform  in  a  similar  capacity  for  CBS  Radio. 
Among  the  25  analysts,  broadcasters  and  re- 

porters who  have  drawn  convention  assignments 
are:  Edward  R.  Murrow,  Eric  Sevareid,  Charles 
Collingwood,  T.  Wells  Church,  Allan  Jackson, 

WHILE  CBS'  arrangements  come  under  the 
direction  of  Vice  President  Sig  Mickelson, 

who  here  is  studying  production  details  at 

Chicago's  International  Amphitheatre. 

George  Herman,  Blair  Clark,  Griffing  Bancroft, 
Bill  Shadel  and  Richard  Hottelet. 

Mr.  Mickelson  disclosed  that  about  30  tv 

cameras  will  be  covering  all  phases  of  the  con- 
vention story  in  both  Chicago  and  San  Fran- 

cisco. Among  the  electronic  equipment  to  be  on 

hand  will  be  the  new  "no-hands"  telephone,  high 
speed  electronic  calculators,  CBS-designed 
"walkie-talkies"  and  a  new  television  camera. 
Mr.  Mickelson  indicated  that  CBS-TV  may  use 
the  new  Ampex  videotape  recorder  at  the  con- vention. 

Since  last  February,  the  network  has  been 
covering  significant  political  developments  on 
radio  and  television  by  means  of  the  CBS 

news  "Campaign  Cavalcade,"  special  12-man 

reporting  team,  which  has  been  criss-crossing 
the  country  for  background  and  on-the-spot 
coverage.  Through  the  last  week  in  June,  the 
cavalcade  had  travelled  more  than  35,000 
miles,  reporting  on  presidential  primaries  and 
other  significant  political  events.  Top  news- 

men have  travelled  with  the  cavalcade  on  a 
rotating  basis. 

CBS  plans  to  broadcast  a  special  radio  and 
television  program  before  the  opening  of  each 
conclave,  consisting  of  news  commentaries 
and  a  tour  of  facilities  at  convention  head- 

quarters, with  remote  pickups  from  downtown 
hotel  headquarters.  Following  the  conventions, 
CBS  Radio  and  CBS-TV  will  carry  a  weekly 
progress  broadcast  of  the  campaigns  for  a  pe- 

riod of  eight  weeks  between  the  close  of  the 
meetings  and  election  day.  Programming  will 
be  stepped  up  as  election  day  approaches,  and 
complete  national  coverage  of  returns  will  be 
carried  on  election  night. 

Mr.  Michelson  believes  it  is  possible  that 

"some  120  million  persons  will  see  or  hear  part 
of  either  or  both  conventions  on  home  televi- 

sion and  receivers,"  calling  it  "by  far  the  most 
fantastic  audience  ever  assembled  to  witness 

a  single  event." 
ABC  is  mobilizing  a  staff  of  more  than  350 

newsmen,  production  specialists  and  tech- 
nicians for  its  coverage  of  the  conclaves  and  is 

relying  upon  two  newly-developed  audio  re- 
ceivers, called  "page  boy"  and  "audipage,"  to maintain  lines  of  communications  between 

staffers  and  headquarters. 
John  Daly,  vice  president  in  charge  of  ABC 

news,  special  events,  sports  and  public  affairs, 

is  in  charge  of  the  corps  of  30  news  broad- 
casters and  analysts  assigned  to  the  conven- 

tions. Thomas  Velotta,  vice  president  and  ad- 
ministrative officer,  will  supervise  overall  plan- 

ning and  production.  Assisting  will  be  Francis 
N.  Littlejohn,  director  of  news  and  public  af- 

fairs, and  Donald  G.  Coe,  director  of  news  and 
special  events.  Frank  Marx,  vice  president  in 
charge  of  engineering  and  general  services,  will 
be  in  charge  of  technical  operations,  assisted 

by  William  Trevarthen,  director  of  engineer- 

ing operations. The  team  of  ABC  reporters  and  analysts  at 
the  meetings  includes  Quincy  Howe,  Julian 
Anthony,  John  Vandercook,  John  MacVane, 
Arthur  Van  Horn,  Martin  Agronsky,  Bill 

Costello,  John  Edwards,  Ruth  Geri  Hagy,  Ed- 
ward P.  Morgan.  Bryson  Rash,  Erwin  D.  Can- 

ham  and  Paul  Harvey. 
In  addition  to  the  five  pool  cameras  inside 

the  convention  halls,  ABC  plans  to  use  about 
25  of  its  own  tv  cameras  at  each  conclave. 
Newsmen  covering  the  delegates  on  the  flooi 
will  be  equipped  with  portable  tv  equipmem 
and  two-way  audio  sets  to  maintain  contac: 
with  master  control  and  the  ABC  booth,  to  re- 

ceive instructions  and  to  broadcast  develop 
ments  as  rapidly  as  possible.  The  two  Philco 
developed  devices  for  the  convention  coverag< 

are  "audipage,"  a  receiver  the  size  of  a  cig 
arette  lighter  for  use  inside  the  conventioi 

hall  and  the  "page  boy,"  a  30-ounce  receive 
designed  for  use  outside  the  halls.  The  "page 
boy"  will  be  "locked"  to  the  frequencies  o 
ABC  stations  in  Chicago — WLS — and  Sai 
Francisco — KGO — and  each  staff  membe 

carrying  the  device  will  have  a  particula 
signal  indicating  to  him  that  he  is  to  cal 
ABC  headquarters  for  instructions. 
ABC  will  utilize  three  mobile  tv  units  ii 

each  city.  Two  weigh  26,000  pounds  each  an 

are  described  as  "self-contained  televisioi 

broadcasting  units  in  station  wagons."  Th 
third  unit,  called  a  "crash  unit,"  weighs  onl 
5,000  pounds. 

During  the  periods  of  the  conventions,  AB( 
plans  to  originate  several  news  and  specie 
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Indisputable  evidence  of  pulling  power  resulted  from  a 

television  campaign  just  concluded  by  a  meat  packing 

company  over  WBTW  in  Florence.  Results:  94,763  post 

cards  poured  into  the  station  in  1 1  days! 

AND  only  1 1  of  WBTW's  loyal  29  counties  were  eligible 
to  participate  in  the  voting  for  May  Queen  of  the  Great 

Pee  Dee.  Each  piece  of  mail  was  a  ballot  .  .  .  obtainable 

only  at  grocery  stores  stocking  Balentine  Meat  Products. 

We  weren't  giving  anything  away  .  .  .  not  even  a  free  sample! 

This  one  campaign  offers  positive  proof  of  the  influence 

WBTW  exerts  in  the  Carolinas'  fourth  largest  market. 

Population  in  WBTW's  100  uv/m  area  is  1,347,800  with 
$1,248,435,000  in  effective  buying  income. 

This  success  story  could  have  been  yours.  Contact 
CBS  Television  Spot  Sales  or  WBTW,  Florence. 

ORENCE.  S.  C 

Jefferson-  Standard  Broadcasting  Company 

i  i  rr 
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DEMOCRATS  ARE  KEEPING  THE  CAMERA  IN  MIND 

SPECIAL  PRODUCTION  techniques  are 

under  study  by  the  Democratic  National 
Committee  for  use  in  connection  with  Gov. 

Frank  Clement's  (Tenn.)  keynote  speech 

opening  the  party's  convention  in  Chicago 
Aug.  13. 

The  keynote  talk  is  expected  to  incor- 

porate some  "gimmicks"  designed  to  hold 
the  television  and  amphitheatre  audience 

through  what  might  otherwise  prove  a 

routine  30-minute  session.  One  of  the  pro- 

posals under  consideration  is  the  use  of  tape- 
recorded  inserts  featuring  excerpts  from  talks 

by  former  Presidents,  it  was  understood. 
In  announcing  Gov.  Clement  as  keynoter 

at  a  news  conference  in  Chicago  last  Mon- 

day, Paul  Butler,  chairman  of  the  Demo- 
cratic National  Committee,  reported  that 

Gov.  Clement  probably  will  be  asked  to  limit 

his  speech  to  30  minutes  in  line  with  the 

overall  convention  program.  Former  Presi- 

dent Harry  S.  Truman's  major  speech  Aug. 
16  also  will  be  a  highlight  of  radio-tv  net- 

work coverage. 

Also  being  studied,  it  was  understood,  is 

a  film  production  tracing  the  history  of  the 

Democratic  Party  and  showing  clips  of  for- 
mer Presidents  Franklin  Roosevelt  and 

Truman,  with  appropriate  narration. 
Meanwhile,  at  Democratic  committee 

headquarters,  J.  Leonard  Reinsch,  assistant 
to  Mr.  Butler  in  charge  of  convention  plan- 

ning and  executive  director  of  the  Cox  sta- 
tions, lauded  the  contributions  made  by  the 

TelePrompTer  Corp.  Mr.  Reinsch  asserted 
that  "much  of  the  success  in  convention 

planning"  stemmed  from  the  untiring  efforts 
of  the  company's  executives. 

TelePrompTer  has  played  a  leading  plan- 
ning role  at  the  International  Ampitheatre, 

designing  the  rostrum  with  built-in  elevator, 

lighting  and  air-conditioning  facilities.  H. 
Schlafly,  vice  president  in  charge  of  engineer- 

ing for  TelePrompTer,  has  supervised  ros- 
trum work,  resolving  line-of-sight  problems 

for  live  tv  and  newsreel  cameramen  and  still 

photographers.  The  rostrum  is  designed  so 
that  the  same  eye-level  will  prevail  for  all 
speakers.  Air-conditioning  was  incorporated 
after  talks  with  Irving  Kahn,  TelePrompTer 

president. 

KEY  staff  assistants  to  J.  Leonard  Reinsch, 
Democratic  convention  manager,  go  over 

"mockup"  of  facilities  layout  at  Interna- 
tional Amphitheatre  in  Chicago.  L  to  r: 

Lewis  Gomavitz,  director  of  Kukla,  Fran 
&  Ollie,  who  is  assisting  on  Amphitheatre 
details;  Elizabeth  Forsling,  committee  staff 
member  and  recording  secretary  who 
covered  1952  conventions  as  executive 
coordinator  for  ABC,  and  Jack  F.  Christie, 

radio-tv  director  of  the  Democratic  Na- 
tional Committee. 

events  programs  from  the  convention  sites. 

Special  pre-convention  programs  will  be  "Chi- 
cago: Convention  City"  on  Aug.  1 1  and  "These 

Are  the  Men."  Similarly,  from  San  Francisco 
will  emanate  "San  Francisco:  Convention  City" 
on  Aug.  18  and  "These  Are  the  Men"  on 
Aug.  19. 

Mutual  is  assembling  a  force  of  60  persons 
for  its  convention  coverage.  The  radio  network 
is  reportedly  negotiating  with  several  national 
advertisers  for  sponsorship  and  an  announce- 

ment is  expected  shortly.  If  a  network  sale  is 
not  made,  however,  convention  programming 
will  be  offered  for  local  co-op  sponsorship. 

Mutual  newscasters  and  commentators  who 
have  been  assigned  to  the  political  meetings 
are:  Gabriel  Heatter,  Fulton  Lewis  Jr.,  Cedric 
Foster,  Cecil  Brown,  Robert  F.  Hurleigh,  Les 
Higbie,  Holland  Engle,  Bill  Cunningham  and 
Ed  Pettitt.  News  coverage  will  be  under  the 
supervision  of  Milton  Burgh,  director  of  news 
and  special  events  for  Mutual. 

Mutual  will  install  three  high  fidelity  broad- 
cast studios  at  both  the  Amphitheater  in  Chi- 

cago and  the  Cow  Palace  in  San  Francisco. 
Similar  facilities  will  be  established  at  the 

Conrad  Hilton  Hotel  in  Chicago  and  the  Fair- 
mont and  Mark  Hopkins  Hotels  in  San  Fran- 
cisco, from  which  special  roundtable  discus- 

sions and  special  convention  programming  will 
originate.  A  network  official  said  that  program- 

ming plans  will  be  completed  when  the  full 
convention  agendas  are  issued  by  the  commit- 

tees of  each  party. 

UP  Movietone  Will  Cover 

Conventions  With  40  Men 

UNITED  PRESS  Movietone  News  will  cover 
the  political  conventions  with  a  newsfilm  staff  of 
more  than  40  men,  it  was  announced  last  week 
by  William  R.  Higginbotham,  UP  television 

manager,  and  Anthony  Muto,  Movietone's 
Washington  chief. 

Films  from  both  conventions  will  be  proc- 
essed in  laboratories  near  the  convention  sites 

and  flown  to  UP  Movietone  subscribers.  The 
television  script  wire  will  be  installed  at  the 
laboratories  for  direct  filing. 

Messrs.  Higginbotham  and  Muto  will  head 
the  newsfilm  operation  at  the  conventions.  Their 
chief  assistants  will  be  John  Zischang,  UP  tele- 

vision news  editor;  Charles  Schuman,  UP  news 

script  writer,  and  Art  Lincer,  Movietone's 
Washington  film  editor. 

INS-Telenews  to  Feature 

Sidelights  of  Conventions 

PLANS  for  INS-Telenews'  coverage  of  the 
Democratic  and  Republican  conventions  were 
announced  last  week  by  William  P.  Montague, 
production  director  of  Hearst  Metrotone  News 
Inc.,  producers  of  INS-Telenews  newsfilm. 

The  operations  at  the  conventions  will  be 

supervised  by  Charles  Shutt,  INS-Telenews 
Washington  bureau  manager;  Marshall  B. 
Davidson,  executive  news  editor;  Norman  Alley, 
west  coast  bureau  manager,  and  Frank  Koza, 
Chicago  bureau  manager,  according  to  Mr. 
Montague.  He  said  seven  camera  crews  will  be 

assigned  to  the  conventions,  along  with  INS- 
Telenews  technicians,  editors  and  writers. 

INS-Telenews  coverage,  Mr.  Montague  re- 
ported, will  concentrate  on  sidelight  features  of 

convention  activities  not  normally  carried  on 

live  television.  In  addition  to  cameramen  per- 
manently stationed  on  the  convention  floors, 

INS-Telenews  plans  to  have  several  crews  roam 
the  convention  cities  to  arrange  interviews  with 
outstanding  civic  and  political  leaders. 

Special  laboratories  will  be  established  in  both 
Chicago  and  San  Francisco  to  assure  speed  in 
processing  and  shipping  of  film,  Mr.  Montague 
said.  He  added  that  crews  will  make  use  of 

"wireless  mikes"  and  several  portable  16  mm 
cameras  to  enable  reporters  to  obtain  sound-on 
film  coverage  on  the  convention  floors  without 
the  use  of  wires. 

Saxton  to  Cover  Conventions 

For  Wisconsin  Independents 

COVERAGE  of  the  national  political  conven- 
tions for  independent  radio  stations  in  Wiscon- 

sin will  be  repeated  this  year  by  H.  Ellis  Saxton, 
political  observer  and  owner  of  the  Saxton 

Agency,  Milwaukee. 
Five  broadcasts  a  day  will  be  telephoned  to 

subscribing  stations  by  Mr.  Saxton  and  a  staff  of 
reporters  and  announcers.  The  broadcasts  will 
be  three  minutes  of  uninterrupted  commentary 
or  interviews  transcribed  on  the  convention 

floor  and  in  the  "smoke  filled  rooms." 
The  service  will  be  offered  to  only  one  station 

in  a  city,  according  to  Mr.  Saxton. 

Five  or  Six  Broadcasts  Set 

By  Eisenhower  for  Campaign 
PRESIDENT  EISENHOWER  will  make  five  or 
six  major  broadcasts  during  the  Republican 
campaign  in  the  autumn,  according  to  Leonard 
Hall,  Republican  committee  chairman.  The 

President  also  will  conduct  "a  vigorous  cam- 
paign" traveling  to  different  parts  of  the  coun- 

try, he  added. 
Even  before  the  President's  heart  attack  and 

operation,  Mr.  Hall  said,  the  party  had  planned 

to  give  up  whistle-stopping  and  make  maximum 
use  of  radio  and  television.  When  the  President 
goes  on  tv  and  radio  he  will  address  the  biggest 
audiences  in  American  history,  reaching  more 
than  100  million  people,  according  to  Mr.  Hall. 

He  wouldn't  answer  newsmen's  questions  about 
possible  use  of  film  and  tape  broadcasts  but  said 
the  President  gets  the  same  impact  using  radio- 
tv  as  from  a  personal  meeting  and  also  can 
meet  more  people  through  the  new  media  than 

by  any  other  means. 

Stevenson  Wins  NBC  Poll 

Of  State  Party  Leaders 
AN  OVERWHELMING  vote  favoring  Adlai  E. 

Stevenson  for  the  Democratic  presidential  nom- 
ination was  recorded  in  a  nationwide  balloting 

of  Democratic  state  leaders  conducted  by  NBC 
News,  William  R.  McAndrew,  director  of  NBC 
News,  reported  last  week.  Polled  were  162 
Democratic  state  chairmen,  national  committee- 

men and  committeewomen. 
Mr.  Stevenson  was  selected  by  69%  of  the 

voters;  Gov.  Averell  Harriman  of  New  York 
16%;  Sen.  Stuart  Symington  (Mo.),  8%;  Sen 
Estes  Kefauver  (Tenn.),  3%,  and  Sens.  Lyndon 

Johnson  (Tex.),  Warren  G.  Magnuson  (Wash.] 
and  Gov.  G.  Mennen  Williams  of  Michigan 
each  received  a  single  vote. 

Also  asked  was  on  which  ballot  would  the 
contender  receive  the  necessary  votes  for  nonv 

ination.  Of  those  predicting  Mr.  Stevenson'; nomination,  32%  thought  he  would  receive  the 

nomination  on  the  second  ballot  16%  the  third 
and  20%  the  second  or  third. 
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r. 

more 

national 

advertisers 

find  out  why! 

It's  important 

to  you 

to  know  why . . . 

For  eight  solid  years,  more 

national  spot  accounts  have 

been  carried  on  WBAL-TV 

than  on  any  other  Baltimore 
station.  The  detailed  data 

underscoring  this  preference 

is  contained  in  the  brochure 
"YOUR  MAINSTAY  IN 

MARYLAND" 

Send  for  this  free  brochure,  which  outlines  in  full  detail  the  many 

reasons  for  this  outstanding  record.  You  will  want  to  have  this 

information  for  ready  reference  when  you  plan  to  reach  the 

Baltimore-Maryland  market. 

"Your  Mainstay  in  Maryland"  will  be  sent  to  you  upon  request. 
Write  to  Bud  Freiert,  Sales  Manager — WBAL-TV,  Baltimore  18, 
or  contact  our  national  representative  in  the  office  nearest  you. 

Represented  by  | 

NEW  YORK 

Edward  Petry  &  Co.,  Inc. 

l£7 

CHICAGO  •  DETROIT  •  ST.  IOUIS 
SAN  FRANCISCO    •    LOS  ANGELES 

ATLANTA 
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ADVERTISERS  &  AGENCIES 

GASOLINE-OIL 
IN  CHICAGO  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index  Of  Broadcast  Advertisers   (Based  on  Broadcast  Advertisers  Reports'  monitoring) 

NATIONAL  (NETWORK)  INDEX 

Hooper  Index 
Network Total 

"Commercial 

of  Broadcast 

Rank        Product  &  Agency  Shows Networks 

Units" 

Advertisers 

T.    American  Oil  Co.  (Joseph  Katz)  T 1 o \  u/ 

2.    Texas  Co.  (Kudner)  T 1 A 

•4 

OA 

04 
3.    Gulf  Oil  Corp.  (Young  &  Rubicam)  1 1 O  /2 

Q"i 

OJ 

CHICAGO  INDEX  (NETWORK  PLUS  SPOT) 

Hooper  Index 
Network Total 

"Commercial 

of  Broadcast 

Rank        Product  &  Agency  Shows Networks 

Units" 

Advertisers 

1.    Oklahoma  Oil  Corp.  (Md.  Agcy.)  — T 
4114 

349 

2.    Standard  Oil  Co.  (D'Arcy)  — 
1 19 281 

3.    American  Oil  Co.  (Joseph  Katz)  1 T 3 

120 

4.    Socony-Mobil  Oil  Co.  (Compton)  — 
3 11 109 

5.    Texas  Co.  (Kudner)  T 1 4 69 

6.    Shell  Oil  Co.  (J.  Walter 

Thompson)  — 
1 

15 

41 

7.    Sinclair  Refining  Co.  (Morey, 

Humm  &  Johnstone)  — 
T 2 35 

8.    Phillips  Petroleum  Co.  (Lambert  & 

Feasley)  — 
1 4 

28 

In  the  above  summary,  the  monitoring  occurred  the  week  ending  May  19,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc., 
Broadcast  Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary 
is  prepared  for  use  solely  by  Broadcasting  •  Telecasting.  No  reproduction  permitted. 

*  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcast  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  exposure 
of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four  "commercial 
units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for  programs  of  other 
lengths.  A  "station  identification"  equals  one-half  "commercial  unit." **  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  American 
Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case  of 
station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is  used 
wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 

Cost  Claimed  Deterrent 

To  Men's  Wear  Tv  Ads 

"HIGH  cost  of  television"  discourages  its  use 
as  a  medium  for  men's  wear  stores,  according 
to  a  survey  conducted  by  Louis  Rothschild, 
executive  director  of  the  National  Assn.  of 
Retail  Clothiers  &  Furnishers,  Washington. 

The  survey  covered  "92  typical  men's  wear 
merchants  in  all  parts  of  the  country,"  he  said. 
In  72  of  their  communities  having  tv,  47  men's 
wear  stores  have  used  tv  advertising. 

Mr.  Rothschild  reported  32  of  the  47  stores 
in  tv  areas  had  discontinued  the  medium,  with 

25  saying  they  planned  to  use  tv  in  their  early 
fall  advertising.  Of  15  stores  now  using  tv, 

three  report  "excellent  results,"  nine  "satisfac- 
tory" and  three  are  "uncertain."  Of  the  32 

that  discontinued  tv,  one  said  results  were  "ex- 
cellent," 12  reported  "satisfactory,"  nine  "un- 

satisfactory" and  10  "uncertain." 
In  discontinuing  tv,  18  said  it  was  too  ex- 

pensive, eight  liked  it  for  seasonal  or  isolated 
use  and  six  said  results  were  unsatisfactory. 

The  tv-using  stores  reported  this  use  of  the 
medium:  Spot  announcements,  29;  sports  news, 
14;  news  telecasts,  two;  movies,  nine;  other 

types  (including  fashion  shows  and  golf  instruc- 
tion), nine. 

Shaeffer  Pen  Co.,  P&G  Sign 

For  CBS-TV  Comedy  Series 
SIGNING  of  W.  A.  Shaeffer  Pen  Co.,  Ft. 
Madison,  Iowa,  and  Procter  &  Gamble  Co., 

Cincinnati,  for  CBS-TV's  new  comedy  series, 
The  Brothers,  was  confirmed  last  week  by  Wil- 

liam H.  Hylan,  CBS-TV  Sales  vice  president. 
The  Brothers,  starring  Gale  Gordon  and  Bob 

Sweeney,  will  premiere  Oct.  2,  8:30-9  p.m. 
EST.  in  the  Tuesday  time  slot  originally  set 
for  the  first  half  of  the  hour-long  Herb  Shriner 
Show  [B*T,  July  9].  The  Shriner  show  next 
season  will  instead  be  a  30-minute  program, 
with  Mr.  Shriner  guaranteed  an  hour-long  show 
during  the  1957-58  season. 

Russel  M.  Seeds  Co.,  Chicago,  is  the  agency 
for  Shaeffer,  which  is  currently  alternating 
sponsorship  of  Navy  Log  (with  Maytag)  of  the 
Tuesday,  8:30-9  p.m.  EDT  period,  and  Leo 
Burnett  Co.,  Chicago,  for  P&G  (Lava  soap, 
Joy). 

F&W  Agency  Incorporated 

FEIGENBAUM  and  Wermen,  Philadelphia  ad- 
vertising agency,  has  become  incorporated,  it 

was  announced  last  week. 

The  agency,  which  was  founded  more  than  40 
years  ago,  also  announced  the  appointment  of 
J.  Leonard  Schorr,  account  executive  with  the 

firm,  as  vice  president  in  charge  of  the  new 
business  department.  Other  officers  are  Harry 

Feigenbaum,  president;  David  Wermen,  execu- 
tive vice  president  and  treasurer. 

Previews  Fall  Shows 

YOUNG  &  RUBICAM  offices  in  Hollywood 
and  New  York  will  be  host  soon  to  the  local 
chapters  of  the  National  Audience  Board  for 
preview  of  four  new  program  series  scheduled 
on  the  networks  this  fall.  They  include  Broken 
Arrow,  77th  Bengal  Lancers,  Adventures  of 

Hiram  Holiday  and  Playhouse  90.  Representa- 
tives of  36  educational-cultural-civic  groups 

identified  with  NAB  will  participate  in  the 
initial  public  reaction  screenings  with  family 
reviews  scheduled  later. 

'Disneyland'  Backers  Switch 
AMERICAN  MOTORS  Corp.  (Nash  and  Hud- 

son autos.  Kelvinator  appliances)  has  eased  up 
on  the  throttle  in  its  sponsorship  of  Disney- 

land on  ABC-TV  (Wednesdays,  7:30-8:30  p.m. 
EDT).  American,  which  has  been  backing  one- 
half  of  Disneyland  weekly,  will  sponsor  its 
half  on  an  alternate  week  basis  in  the  fall.  Its 

agency  is  Geyer,  New  York.  Derby  Foods, 
division  of  Swift  &  Co.,  Chicago,  through  Mc- 
Cann-Erickson,  that  city,  which  had  been 
sponsoring  the  other  half  of  the  program  on 
an  alternating  basis  with  American  Dairy  Assn., 
through  Campbell-Mithun,  Chicago,  will  pick 
up  the  period  dropped  by  American  Motors. 
As  a  result,  American  Motors  and  American 

Dairy  will  alternate  on  sponsorship  of  a  half- 
hour  on  a  weekly  basis. 

Kostka  Resigns  From  Agency 

WILLIAM  KOSTKA  has  announced  his  resig- 
nation as  a  partner  in  the  advertising  agency 

of  Rippey.  Henderson,  Kostka  &  Co.,  Denver, 
to  devote  his  entire  time  to  his  public  relations 
firm,  William  Kostka  &  Assoc.,  of  that  city. 
Mr.  Kostka  said  last  week  that  the  growth  of 

the  public  relations  firm  necessitated  his  resig- 
nation. His  name  will  continue  to  be  part  of 

the  RHK  agency. 

Buys  Regional  Football 
STANDARD  OIL  of  Kentucky,  through  Bur- 

ton E.  Wyatt  &  Co.,  Atlanta,  Ga.,  will  spend 
from  $125,000  to  $150,000  for  regional  radio 
network  coverage  of  college  football  games  in 
Kentucky,  Alabama  and  Florida.  Expenditures 
represent  the  only  radio  advertising  by  Standard 
and  will  cover  U.  of  Kentucky  contests  on 
seven  stations,  Auburn  U.  on  14  outlets  and 
U.  of  Florida  on  five.  The  starting  date  on 

regional  coverage  for  at  least  one  special  net- 
work is  Sept.  22.  Distribution  area  of  Standard 

of  Kentucky  embraces  Alabama,  Georgia,  Flor- 
ida, Kentucky  and  Mississippi. 

Walnut  Group  Names  Bruner 

CALIFORNIA  WALNUT  GROWERS  Assn., 

Los  Angeles,  spot  tv  advertiser,  has  appointed 
Dennis  C.  Bruner  as  advertising  manager,  suc- 

ceeding Charles  F.  Meals  who  resigned,  effec- 

tive today  (Monday),  after  24  years  with  or- 
ganization. Mr.  Bruner  previously  was  with 

Buchanan  &  Thomas  Adv.,  Omaha.  Associa- 
tion this  week  changes  its  name  to  Diamond 

Walnut  Growers  Inc.  and  shifts  its  headquarters 
office  to  1050  S.  Diamond  St.,  Stockton,  Calif. 

Agency  is  McCann-Erickson,  San  Francisco. 
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"Procter  &  Gamble  Uses  KMTV  to  Help  Cover 

the  Omaha  Market  and  Its  Surrounding  Area," 

Says  LEE  RICH,  VICE-PRESIDENT  &  ASSOC.  MEDIA  DIR.  OF  BENTON  &  BOWLES,  NEW  YORK 

"In  spot  or  network  advertising,  our  experience  shows  that  KMTV 

can  aid  in  selling  Procter  &  Gamble  products  in  the  Omaha  market. 

"KMTV's  network  affiliation,  coverage,  merchandising  cooperation 

and  experienced  staff  can  be  depended  upon  to  reach  prospects  in  this 

major  trading  area." 

KMTV's  low  Channel  3  and  maximum  power,  combined  with  flat 

terrain,  cover  a  market  area  in  five  states.  And  this  huge  area  is 

sold  on  KMTV's  popular  local  and  network  programs  ...  in  color 
and  black  and  white! 

Why  not  profit  from  the  experience  of  successful  national  adver- 

tisers. Contact  KMTV  or  Petry  today. 

COLOR  TELEVISION  CENTER 

NBC-TV 

ABC-TV 

OMAHA 

CHANNEL  3 
MAY  BROADCASTING  CO. 

KMTV   MARKET  DATA  * 
Population   1,536,800 
TV  Homes   370,000 
Retail    Sales  $1,716,560,000 
Buying  Income.  .$2,236,230,000 
*  1955  Survey  of  Buying  Power 

Edward  Petry  &,Co.,  Inc. 
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The  trend  is  clear.  Letters,  'phone  calls, 

surveys — everything  points  to  the  evolu- 

tion in  daytime  radio  listening  habits. 

People — your  customers,  bless  'em — want 

more  intimate,  easy-to-listen-to  radio  pro- 

gramming. Feed  them  more  music,  more 

on-the-scene  local  news,  more  community 

service,  and  they  eat  it  up. 

And  audiences  who  get  more  of  what 

they  want,  give  more  of  what  you  want: 

attention  .  .  .  interest  .  .  .  desire  .  .  .  sales! 

WBC's  been  listening  to  the  people.  And 

so,  on  July  16th,  WBZ+WBZA,  Boston- 

Springfield  .  .  .  KDKA,  Pittsburgh  .  .  . 

KYW,  Cleveland  ...  and  WOWO,  Fort 

Wayne  will  go  all-local  all  day  long.  Hourly 

news  reports,  more  weather,  traffic  and 

general  service  announcements,  and  more 

music  will  fill  the  bill  today's  radio  audi- 
ence prefers. 

For  the  advertiser,  this  means  more 

popular,  top-rated  time  segments  for  your 

spot  buys.  Plus  WBC's  top  power,  top 
talent,  top  markets.  For  availabilities  in 

the  new,  better-than-ever  daytime  WBC 

radio  schedules,  call  A.  W.  "Bink"  Dan- 

nenbaum,  WBC  Vice  President-Sales  at 

MUrray  Hill  7-0808,  New  York.  Or,  call 

your  nearest  WBC  station. 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC, 

RADIO 
BOSTON  — WBZ+WBZA 
PITTSBURGH  — KDKA 
CLEVELAND— KYW 
FORT  WAYNE— WOWO 
PORTLAND — K  EX 

TELEVISION 

BOSTON— WBZ-TV 
PITTSBURGH — KDKA-TV* 
CLEVELAND — KYW-TV 
SAN  FRANCISCO— KPIX 

KPIX  REPRESENTED  BY  THE  KATZ  AGENCY.  INC.  •  ALL  OTHER 
STATIONS  REPRESENTED   BY    PETERS.   GRIFFIN.  WOODWARD,  INC. 



ADVERTISERS  &  AGENCIES 

Spot  Radio,  Tv  Shortchanged 

In  Newspaper  Booklet  on  Ads 

SPOT  RADIO  and  spot  television  are  short- 
changed in  a  media  comparison  graph  included 

in  the  booklet,  "1955  Expenditures  of  National 
Advertisers  in  Newspapers,"  published  by  the 
Bureau  of  Advertising  of  the  American  News- 

paper Publishers  Assn.  A  graph,  showing  news- 
papers as  the  top  national  advertising  medium, 

uses  gross  revenue  figures  for  network  radio, 
network  television,  magazines,  newspapers,  farm 
journals  and  outdoor  advertising,  but  net  figures 
for  spot  radio  and  spot  tv. 

The  booklet  lists  the  1,427  national  adver- 
tisers spending  $25,000  or  more  for  newspaper 

advertising  during  1955,  when  the  total  volume 
of  national  advertising  in  newspapers  was 
$695,322,000,  according  to  B.  of  A.  calcula- 
tions. 

'Panorama'  Spots  Sold 
THREE  new  accounts  have  purchased  spots  on 

KNXT  (TV)  Hollywood's  and  the  CBS  Tele- 
vision Pacific  Network's  Panorama  Pacific,  Sales 

Manager  Robert  D.  Wood  announced  last  week. 
The  new  accounts  are  Carter  Products 

(through  Sullivan,  Stauffer,  Colwell  &  Bayles) 
for  Arrid  deodorant;  ICT  Liquid  Concentrate 

(through  W.  B.  Doner  &  Co.),  and  J.  B.  Wil- 
liams Co.  (through  J.  Walter  Thompson)  for 

Lectric  Shave. 

Texaco  to  Air  Games 

TEXACO  CO.,  New  York,  will  sponsor  a  10- 
week  schedule  of  southern  college  football 
games  this  fall,  broadcasting  the  contests  of 
nine  colleges  each  week  within  a  particular  state. 
Texaco,  through  Kudner  Adv.  New  York,  has 
set  up  state  networks,  ranging  from  two  stations 
in  Oklahoma  to  eight  stations  in  Mississippi, 
to  broadcast  the  games. 

DON  HELLER,  timebuyer  for  Warwick  & 

Legler,  New  York,  was  the  lucky  name 

selected  by  these  four  gentlemen  for  an 

all-expense  one-week  vacation  for  two  in 
Miami  Beach.  Tab  for  the  trip,  and  12 

more  to  follow  weekly,  is  being  picked  up 

by  WKAT  Miami  and  its  representative, 

Headley-Reed  Co.  The  contest  is  open  to 
all  New  York  timebuyers  who  have  their 

names  in  the  hopper.  Taking  part  in  the 

first  drawing  are  (I  to  r)  Cal  Perley,  WKAT 

national  sales  manager;  Barry  Keit,  Head- 

ley-Reed; John  Day,  executive  vice  presi- 
dent of  Grant  Adv.,  and  John  I.  Prosser, 

executive  vice  president  and  general  man- 
ager of  WKAT. 

-  LATEST  RATINGS 

NIELSEN 

TOP  TV  SHOWS  (TWO  WEEKS  ENDING  JUNE  9) 

Net- 

No. of Ran k  Program 
Sponsor 

Agency 
work Sta t  i  on  s Dav  &  Timp 

1 . Ed  Sullivan  Show Lincoln-Mercury Kenyon  &  Eckhardt CBS 180 
Sun.,  8-9 Z. ■po4,UUU  Wuestion Rev  Ion 

nDnA ODUKJ 
(.bo 

165 T. .....     in  1A  *5A lues.,  IU-IU:oU 3. 1  Love  Lucy Procter  &  Gamble Biow CBS 155 
Mon.,  9-9:30 General  Foods Young  &  Rubicam 

157 
4. $64,000  Challenge P.  Lorillard Young  &  Rubicam 

CBS 

111 Sun.,  10-10:30 Revlon C.  J.  La  Roche 

5. 

December  Bride General  Foods Benton  &  Bowles CBS 

183 
Mon.,  9:30-10 6. Lux  Theatre Lever  Brothers J.  Walter  Thompson NBC 129 Thurs.,  10-11 

7. 

Cavalcade  of  Sports Gillette Maxon NBC 161 Fri.,  10-10:45 8. Ford  Star  Jubilee Ford  Motor  Co. J.  Walter  Thompson 

CBS 175 

Sat.,  9:30-11 9. Perry  Como  Show Armour Dormeyer 

Gold  Seal 

Tatham-Laird John  W.  Shaw 
Campbell-Mithun 

NBC 

81 

82 
86 Sat.,  8-9 

International Foote,  Cone  &  Belding 90 
Cellucotton 

Noxzema Sullivan,  Stauffer, Colwell  &  Bayles 

95 

Ton! North  Adv. 91 

10. 
GE  Theatre General  Electric  Co. 

BBDO 
CBS 

153 Sun.,  9-9:30 

12,958 
12,666 
12,447 
11,863 
11,826 
11,680 

%  Average  Audience Tv  Homes  Reached 
Rank. (000) 
1. $64,000  Question 

13,943 2. Ed  Sullivan  Show 12,593 
3. 1  Love  Lucy 12,155 
4. $64,000  Challenge 12,045 

5. 

December  Bride 
1 1 ,279 6. Lux  Theatre 
10,330 7. Cavalcade  of  Sports 

9,965 

8. I've  Got  a  Secret 
9,928 9. What's  My  Line? 
9,709 10. People  Are  Funny 
9,709 

*  Total  Audience  % 

Rank of  Tv  Homes  Reached 

1. 

Ed  Sullivan  Show 44.2 
2. $64,000  Question 

42.3 

3. $64,000  Challenge 38.4 
4. 

1  Love  Lucy 
38.0 

5. 

Lux  Theatre 37.8 
6. December  Bride 

36.7. 

7. Ford  Star  Jubilee 34.0 

8. 

Perry  Como  Show 33.7 
9. Cavalcade  of  Sports 33.4 10. What's  My  Line? 

33.1 

*  Total  Audience  % 

Rank  of  Tv  Homes  Reached 
1 .  $64,000  Question  39.5 
2.  Ed  Sullivan  Show  35.9 
3.  $64,000  Challenge  35.7 
4.  I  Love  Lucy  34.8 
5.  December  Bride  32.7 
6.  Lux  Theatre  31 .3 
7.  What's  My  Line?  30.3 
8.  I've  Got  a  Secret  28.5 
9.  Cavalcade  of  Sports  28.1 

10.    A.  Hitchcock  Presents  28.1 

[Details  on  programs  in  preceding  three  tables,  but  not  listed  in  top  table] 
I've  Got  a  Secret R.  J.  Reynolds 

Wm.  Esty 
CBS 

170 
Wed.,  9:30-10 What's  My  Line? Jules  Montenier Earle  Ludgin CBS 70 
Sun.,  10:30-11 Remington  Rand Young  &  Rubicam 111 

People  Are  Funny Toni North  Adv. NBC 168 Sat.,  9-9:30 
Paper-Mate North  Adv. Alfred  Hitchcock Bristol-Myers Young  &  Rubicam 

CBS 

110 
Sun.,  9:30-10 Presents 

t  Homes  reached  by  all  or  any  part  of  the  program,  except  for  homes  viewing  only  1  to  5  minutes, 
t  Homes  reached  during  the  average  minute  of  the  program. 
*  Percented  ratings  are  based  on  tv  homes  within  reach  of  station  facilities  used  by  each  program. 

Copyright  1956  by  A.  C.  Nielsen  Co. 

TOP  RADIO  SHOWS  (TWO  WEEKS  ENDING  MAY  26) 

Rank  Program 
Evening,  Once-a-Week 1.  Dragnet 
2.  People  Are  Funny 

3.  You  Bet  Your  Life 
4.  Our  Miss  Brooks 
5.  Two  for  the  Money 
6.  Edgar  Bergen 
7.  Edgar  Bergen 
8.  Edgar  Bergen 
9.  Truth  or 

Consequences 
10.  News  &  Gene  Autry 
Evening,  Multi-Weekly 
1.  One  Man's  Family 2.  News  of  the  World 
3.  Lowell  Thomas 

Weekday 

1.     Helen  Trent 

2.  Helen  Trent 
3.  Guiding  Light 
4.  Young  Dr.  Malone 

5.  Young  Dr.  Malone 6.  Ma  Perkins 

7.  Wendy  Warren 

Sponsor RCA 

RCA Brown  &  Williamson 
Realemon  Puritan 
De  Soto 
Toni 
P.  Lorillard 
Brown  &  Williamson 
Jelsert CBS-Columbia RCA 

Realemon  Puritan 
William  Wrigley  Jr. 

Agency 

Kenyon  &  Eckhardt 
Kenyon  &  Eckhardt 
Ted  Bates 
Rutledge  &  Lillienfeld 
BBDO 
North  Adv. 
Lennen  &  Newell 
Ted  Bates 

Ted  Bates 
Kenyon  &  Eckhardt 
Rutledge  &  Lillienfeld Ruthrauff  &  Ryan 

8. 
9. 

Arthur  Godfrey 
This  Is  Nora  Drake 

10.  Young  Dr.  Malone 
Day,  Sunday 
1.  Woolworth  Hour 
2.  News  on  Monitor 
3.  Robert  Trout  News 

Day,  Saturday 1 .  Gunsmoke 
2.  Robert  Q.  Lewis 
3.  Sportscast  on 

Monitor 

Participating  sponsors 
Miles  Labs  Geoffrey  Wade 
United  Motors  Serv-  Campbell-Ewald 

ice  Division  of 
General  Motors 

Net- 

work NBC 
NBC 

NBC 
CBS 
CBS 
CBS 

CBS 
NBC 

CBS NBC 
NBC 
CBS 

No.  of Stations       Day  &  Time 
(Average  for  All  Programs) 

180 
177 Tues.,  8-8:30 

Thurs.,  8-8:30 

Sleepeze M.  B.  Scott  Adv. CBS 

54 

Carter  Products Ted  Bates 186 Toni North  Adv. 188 
Corn  Products C.  L.  Miller 75 
Same  sponsors  as 

above Procter  &  Gamble Compton CBS 

143 

Carter  Products Ted  Bates 

CBS 

186 
Sleepeze M.  B.  Scott 

184 
Corn  Products C.  L.  Miller 76 
Toni North  Adv. 

188 
Same  sponsors  as above 
Procter  &  Gamble Dancer-Fitzgerald- CBS 144 Sample 
Standard  Brands Ted  Bates CBS 190 Staley 

Ruthrauff  &  Ryan CBS 

203 

Toni North  Adv. 

CBS 

195 
General  Foods Young  &  Rubicam 196 
Same  sponsors  as above 

F.  W.  Woolworth 
Lynn  Baker 

CBS 

1 
198 

NBC 
General  Motors 

Campbell-Ewald 
CBS 164 

Liggett  &  Myers Cunningham  &  Walsh 

CBS 
( 

200 

Milner Gordon  Best CBS 

198 

NBC 

194  Wed.,  9-9:30 
203  Sun.,  8-8:30 
203  Sun.,  8:30-9 
200  Sun.,  7-8 

200  Sun.,  7-8 
177  Wed.,  8-8:30 

191  Sun.,  6-6:30 (Average  for  All  Programs) 
182  Mon.-Fri.,  7:45-8 
194  Mon.-Fri.,  7:30-45 
198  Mon.-Fri.,  6:45-7 

(Average  for  All  Programs) 
Alt.  days,  Mon.-Fri., 

12:30-45 

Mon.-Fri.,  1:45-2 
Alt.  days,  Mon.-Fri., 

1 :30-45 

Mon.-Fri.,  1:15-1:30 

Alt.  days,  Mon.-Fri., 12-12:15 

Fri.,  11-11:15 
Mon.-Fri.,  2:30-45 

(Average  for  All  Programs) 

Sun.,  1-2 Sun.,  3  p.m. 
Sun.,  10-10:15 (Average  for  All  Programs) 

Sat.,  12:30-1 Sat.,  1 1 :55-noon 

Sat.,10:05- 
Continues  on  page  4i 
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tell  it  to  the  marines  on 
witn 

after  6  p.  m.  *  155%  more  viewers  than 
the  closest  competitor  in  an  area  including  the 

nation's  giant  Marine  bases — Camp  Lejeune  and 
Cherry  Point — a  bonus  market  of  59,600  Marines! 

before  6  p.  m.  *  246%  more  viewers  than 
the  second  station.  Tens  of  thousands  of  Marines 

and  their  families  aren't  included  in  the  census, 
but  they  count  in  listener  coverage  and  in  strong 
purchasing  power. 

anytime*  WITN  is  the  only  TV  station  with 
grade  "A"  service  to  either  or  both  big  bases 
in  North  Carolina.  Add  NBC  programming,  local 

programs  beamed  to  Marines,  and  you'll  see  why 
WITN  is  by  far  the  preferred  station  of  the 

important  Washington-Greenville  market. 

*  two  recent  ARB  surveys  show  more  than  80% 
television  saturation  in  WITN -Marine -land. 

Willi 

serving  eastern  north  carolina/transmitter  at  grifton,  n.  c./studios  &  offices  at  Washington,  n.  0# 
919  foot  tower/316,000  watts/over  150.000  sets  in  the  market/headley-reed  co.  rep. 
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Unlimited  system 

plus  superb  picture  quality... make  RCA  best 

Improved  technical  quality  in  your  film  pro- 

grams need  not  require  a  big  investment 

ICONOSCOPE  CONVERSION 

You  can  start  simply  and  build  gradually,  if  you  prefer, 

first  by  converting  iconoscope  film  cameras  to  RCA 

vidicon  film  cameras.  You'll  get  marked  improvement 
in  gray  scale,  tremendously  increased  signal-to-noise 
ratio,  improvement  in  resolution,  and  provision  for 
automatic  black  level  control  ...  all  with  a  minimum  of 

operating  attention.  The  "snap,"  clarity  and  live  effect 
will  be  immediately  reflected  in  advertiser  preference. 

MONOCHROME  SYSTEM  EXPANDABLE  TO  COLOR 

Or,  you  can  start  with  the  superior  vidicon  film  system 

expandable  to  color.  Using  the  RCA  TP- 15  universal 
multiplexer,  color  and  monochrome  film  equipment 

can  be  completely  integrated  — by  adding  a  TK-26  color 
film  camera  at  any  time.  This  new  multiplexer  accom- 

modates up  to  four  projector  inputs,  all  of  which  are 

available  to  two  film  camera  outputs. 

COLOR  FILM  SYSTEMS 

To  go  to  color  now,  you  can  select  from  various  equip- 
ment combinations  which  use  the  RCA  TK-26  three- 

vidicon  film  camera.  In  TV  stations  where  superb 

picture  quality  and  operational  simplicity  count,  the 

TK-26  is  the  preferred  system  for  color  film  program- 
ming. It  has  been  selected  after  careful  comparative 

evaluation  with  other  systems  and  found  to  produce 

finer  quality  film  pictures  in  both  monochrome  and 

color.  Superior  results  are  achieved  at  minimum  cost 

with  maximum  operational  simplicity. 

LIVE  COLOR,  TOO 

It  is  possible  to  use  the  RCA  three-vidicon  film  system 
for  pickup  of  opaques,  live  commercial  products  and 
demonstrations  within  a  limited  area. 

See  your  RCA  Broadcast  Representative  for  more  details 

on  Vidicon  Film  Systems.  He  will  be  glad  to  answer 

your  questions.  Let  him  help  plan  a  film  system  that 
can  start  you  on  the  road  to  the  new  and  additional 
revenue  that  will  come  from  color! 

NEW  STANDARDS  OF  QUALITY 

The  RCA  Vidicon  Film  System  has  established  a  stand- 

ard of  film  reproduction  by  which  all  other  methods 

are  judged.  You  can  expect  and  get  the  highest  quality 

reproduction,  with  protection  against  obsolescence  for 

years  to  come.  To  give  some  idea  of  the  wide  range 

of  system  possibilities  with  RCA  equipment  we  submit 

four  diagrams,  at  right,  from  the  very  simplest  equip- 

ment to  a  Dual  Color  Film  System. 

Monochrome  film  system 

expandable    to  color. 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT CAMDEN,  N.J. 



possibilities . . 

buy  in  Sim  equipment-monochrome  and  color 

1.  CONVERSION  OF  ICONOSCOPE  FILM  SYSTEM  TO  VIDICON 

I  1 i     TE  LOP 

TP-16 
16  MM 
PROJ 

TK-21 
VIDICON 
CAMERA 

TP-II 

MULTIPLEXER 
TP-3 1 SLIDE 
PROJ. 

TP-16 
16  MM 
PROJ. 

Much  of  the  equipment  in  an 
existing  RCA  iconoscope  chain 
can  be  used  with  TK-21  vidicon 
camera.  A  basic  system  em- 

ploys two  16mm  projectors  and 
a  dual-channel  slide  projector. 

3.  BASIC  COLOR  FILM  SYSTEM 

TP-6 
I6MM 

PROJ. 

TK-26 
3V  COLOR 
CAMERA 

TP-12 
MULTIPLEXER 

TP-3 
SLIDE 
PROJ. 

TP-6 

16  MM PROJ 

Permits  two  film  projectors  and 
a  slide  projector  to  be  oper- 

ated into  a  single  TK-26  color 
film  camera.  Designed  for  maxi- 

mum simplicity  and  economy,  it 
can  be  used  for  both  color  and 
monochrome  film. 

2.  MONOCHROME  FILM  SYSTEM  EXPANDABLE  TO  COLOR 4.  DUAL  COLOR  FILM  SYSTEM 

TP-6 16  MM 
PROJ 

I      TK-26  H 
|3V  COLOR  I 

I    CAMERA  H" FUTURE  J 

TP-15 
Multiplexer 

J.
 

TK-21 
VIDICON 
CAMERA 

TP-6 

16  MM 

PROJ. 

TK-J6 

3V  COLOR 

CAMERA 

16  MM 

PROJ. 

TP-3 
SLIDE 

PROJ. TP-3 

SLIDE 

PROJ. 

MULTIPLEXER TP-35 

35  MM 

PROJ. 

TK-26 

3V  COLOR 

CAME-RA 

TP-35 

35  MM 

PROJ. 

Combines  a  TK-21  monochrome  film  camera  with 
projectors  and  multiplexing  equipment,  which  are 
usable  in  color  as  well  as  monochrome.  At  any  time  a 
TK-26  color  film  camera  can  be  added,  retaining  the 
TK-21  for  the  monochrome  channel. 

Will  handle  a  large  number  of  inputs  and  therefore 
provides  maximum  program  protection.  Two  com- 

pletely independent  program  channels  provide  the 
ultimate  in  reliability  and  assure  continuous  program- 

ming. Permits  previewing  in  color. 

Best  for  color  and  monochrome  because  it  uses  proved-in  components  ! 
VIDICON  TUBE  RCA  development 

Vidicon  storage  tube  is  outstanding  from  standpoint  of  high 
signal-to-noise  ratio,  reliability  and  low-cost  operation.  It 
produces  a  sharp  lifelike  picture — equally  good  in  mono- 

chrome or  color.  Replacement  involves  minimum  of  equip- 
ment readjustment. 

STANDARD-TYPE  PROJECTORS  FOR  35  and  1  6 MM 

Standard  of  the  motion  picture  industry,  the  intermittent  pro- 
jector produces  a  beautiful  steady  picture.  It  involves  none  of 

the  critical  mechanical  tolerances  of  the  continuous  projector 
for  16mm.  RCA  now  offers  the  TP-6  series  projector  designed 
from  the  beginning  for  professional  16mm  television  use.  Pro- 

vides maximum  video  and  audio  quality  with  operating  con- 
venience and  dependability.  RCA  neutral-density-filter  light 

control  makes  it  possible  to  achieve  satisfactory  results  with 

practically  all  kinds  of  film. 
NEW  TYPE  TP-15  MULTIPLEXER 

Provides  for  complete  integration  of  color  and  monochrome. 
Offers  flexibility  and  protection  of  two-camera  system  without 
the  necessity  of  buying  separate  projectors  for  each  camera. 
Permits  preview  of  one  program  while  another  is  on-air. OPERATING  CONVENIENCE  AND  SIMPLICITY 

Only  two  simple  controls  are  employed  in  "on-air"  operation. 
Pedestal  level  and  Master  Gain.  For  assuring  picture  perfection, 
all  controls,  together  with  waveform  and  picture  monitors,  are 
located  at  the  operating  position. 



WXyz  radio  has  Detroit  listeners 

nailed  down  good 

The  ratings,  of  course,  prove  our  point.  And  that's 

important.  But  it's  only  half  the  story.  The  other  half  is 
simply  sell.  And  the  fact  is:  WXYZ  radio  personalities 

move  mountains  of  merchandise.  The  figures  prove  this 

point,  too.  We  suggest  you  get  the  whole  story  from  one 

of  our  eager  representatives  at  John  Blair  and  Company. 

wxyz 

IN  DETROIT 

Represented  Nationally  by  JOHN  BLAIR  &  CO 
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ADVERTISERS  &  AGENCIES 

 LATEST  RATINGS 

Continued  from  page  44 

VIDEODEX 

TOP  TV  SHOWS  (WEEK  ENDING  JUNE 

7) 

No.  Tv Net-     No.  of 

%  Tv 

1 Rank Program Sponsor 
Agency work  Stations Doy  &  Time Homes 

H(ooo)S i. $64,000  Question Rev  Ion BBDO 
CBS 

1  Oj Tues.,  10-10:30 32.7 1 0,628 
2. 1  Love  Lucy Procter  &  Gamble Biow CBS 

155 

Mon.,  9-9:30 
32.0 

1 1 ,053 
General  Foods Young  &  Rubicam 157 

3. Ed  Sullivan  Show Lincoln-Mercury Kenyon  &  Eckhardt 
CBS 

180 
Sun.,  8-9 

30.6 10,771 4. Dragnet Liggett  &  Myers Cunningham  &  Walsh NBC 169 
Thurs.,  8:30-9 

30.2 10,464 5. George  Gobel Armour J.  Walter  Thompson 
NBC 

177 Sat.,  10-10:30 29.2 
9,841 

Pet Gardner 169 
6. 5>64,IXJU  Challenge P.  Lorillard Young  &  Rubicam 

CBS 
111 ju n . ,  |  u- 1 u.ou 28.9 9  196 

Revlon C.  J.  LaRoche 
jt You  Rpt  Your  Life DeSoto BBDO NBC 157 Thurs.,  8-8:30 28.5 

9,718 8. The  Honeymooners Buick  Div.  of Kudner CBS 187 Sat.,  8-8:30 28.4 
10,092 General  Motors 

9. G.  E.  Theatre General  Electric BBDO CBS 
153 

Sun.,  9-9:30 27.4 
10. Disneyland American  Motors Geyer  &  Brooks, ABC 180 Wed.,  7:30-8:30 27.3 

9,853 Smith,  French  &  Dorrance 
American  Dairy Campbell-Mithun 
Derby  Foods McCann-Erickson 

December  Bride General  Foods Benton  &  Bowles CBS 183 
Mon.,  9:30-10 

9,089 

TOP  TEN  SPOT  PROGRAMS** 
(JUNE 

1-7, 

1  7JOj 

No.  Tv 

%  Tv 

No.  of 
Homes 

Rank Name  of  Proc ram Distributor Homes 
Cities 

l000,s) 

1. 1  Led  Three  Lives Ziv 16.8 121 

5,140 
2. Highway  Patrol Ziv 

16.3 
163 

5,605 3. Dr.  Hudson's  Secret  Journal MCA-TV 16.0 107 
3,287 4. Crunch  &  Des NBC-TV  Film 

15.4 

102 

2,912 5. Celebrity  Playhou >e Screen  Gems 15.2 

82 
2,037 6. The  Man  Called  X Ziv 

15.0 
99 

3,869 7. Confidential  File Guild  Films 14.9 72 
2,382 8. Count  of  Monte  Cristo TPA 14.5 

64 
2,975 9. Annie  Oakley CBS-TV  Film 

14.4 

135 

4,328 10. Science  Fiction  Theatre Ziv 14.3 130 4,438 

**  Appearing  in  a  minimum  of  20  markets 
Copyright,  Videodex  Inc. 

Magazine  Advertising  Rises 

THE  largest  increase  in  magazine  advertising 
over  a  six-month  period  was  reported  last 
week  by  the  Magazine  Advertising  Bureau 

which  reported  the  January-June  gain  over  the 
first  six  months  of  1955  to  be  7%  in  magazine 
pages  and  13.5%  in  advertising  revenue.  Total 
1955  advertising  volume,  according  to  MAB, 

was  "in  excess  of  $650  million."  Expectations 
point  to  a  $100  million  revenue  increase  by  the 
end  of  this  year,  it  added. 

AGENCY  APPOINTMENTS 

York  Corp.  Commercial  Div.  (subsidiary  of 

Borg  Warner  Corp. — air  conditioning),  York, 
Pa.,  appoints  Arthur  Grossman  Adv.,  Chicago. 
Firm  recently  was  merged  with  Borg-Warner. 

Robert  W.  Orr  &  Assoc.,  N.  Y.,  reappointed 

agency  for  fifth  year  by  National  Guard  Bu- 
reau, Washington,  D.  C.  Agency  held  account 

from  1951-53,  and  was  named  again  last  year. 

Westinghouse  Electric  Supply  Co.,  Baltimore 
Branch,  names  The  Shriver  Co.,  Baltimore, 
to  coordinate  local  radio-tv  advertising  during 
national  political  conventions  in  August  and 
November  elections. 

NETWORK  NEW  BUSINESS 

Mutual  Benefit  Health  &  Accident  Assn.  of 

Omaha,  through  Bozell  &  Jacobs,  Chicago, 
sponsoring  On  The  Line  With  Bob  Considine 
news  program  on  NBC  Radio  (Sun.,  6:15-6:30 
p.m.  EDT),  which  started  July  2.  Program 
had  been  carried  on  Mutual  since  1954. 

NETWORK  RENEWALS 

Chevrolet   Div.   of   General   Motors  Corp., 
through  Campbell-Ewald  Co.,  Detroit,  has 
renewed  its  12  weekly  five-minute  CBS  Radio 
newscasts  with  Robert  Trout  and  Allan  Jack- 

son for  third  consecutive  year.  Contract  for 
52  weeks  effective  June  29,  calls  for  continua- 

tion of  the  three  Sunday  and  one  Monday-Fri- 
day newscasts  by  Mr.  Trout  and  of  four  cap- 
sule programs  by  Mr.  Jackson  on  Saturdays. 

William  Wrigley  Jr.  Co.  (chew  ing  gum),  through 
Arthur  Meyerhoff  &  Co.,  both  Chicago,  has 

renewed  CBS  Radio's  Howard  Miller  Show 
(Mon.-Fri.,  11:45  a.m.-noon  EDT)  for  52 
weeks,  effective  today  (Monday). 

A&A  PEOPLE 

L.  Dickson  Griffith,  vice  president.  Kenyon  & 
Eckhardt,  N.  Y.,  named  account  supervisor. 

John  M.  Eastman,  assistant  advertising  man- 
ager, Canada  Dry  Ginger  Ale  Inc.,  N.  Y.,  to 

advertising  manager,  Eastco  Tnc.  White  Plains, 
N.  Y.  Eastco  manufactures  such  proprietary 
drug  products  as  Clearasil  and  Espotabs. 

C.  F.  Worthington,  formerly  sales  manager  of 
General  Electric  Supply  Co.,  Detroit,  appointed 

sales  manager  for  refrigerators  at  Whirlpool- 
Seeger  Corp.,  St.  Joseph.  Mich. 

W.  B.  Courtney,  assistant  advertising  manager. 
Sunbeam  Corp.,  Chicago,  handling  duties  of 
late  Albert  E.  Widdifield,  advertising  director 
who,  with  James  K.  Hadfield,  member  of  Sun- 

beam advertising  staff,  was  killed  in  Grand 
Canyon  air  crash  June  30. 

Albert  R.  Busch,  advertising  agency  man  for 
nine  years,  to  Bozell  &  Jacobs  Inc.,  Omaha, 
as  account  executive. 

Thaine  Yost,  former  senior  merchandising 
executive  of  Lennen  &  Newell,  N.  Y.,  named 
director  of  marketing  and  merchandising  de- 

partment. 
Roy  T.  Musselwhite,  with  General  Electric  Co. 
eight  years,  appointed  sales  manager  for  ranges 
and  water  heaters  at  Norge  Div.  of  Borg-War- 

ner Corp.,  Chicago.  He  has  centralized  man- 
agement of  promotion  and  sales. 

Helen  C.  Horrigan,  Chambers  &  Wiswell  Inc., 
Boston  agency,  to  Charles  F.  Hutchinson  Inc. 
there  as  media  director. 

Algrid  Pearson  promoted  from  assistant  copy 
director  to  copy  director  at  Waldie  &  Briggs 
Inc.,  Chicago. 

John  J.  Schneider  and  William  Mahu,  formerly 
with  the  Biow  Co.,  N.  Y.,  to  Lennen  &  Newell, 

N.  Y.,  as  vice  presidents  and  account  super- 
visors. Both  will  service  Armstrong  Rubber 

Co.  account. 

Alice  Thompson,  formerly  editor  and  publisher, 
Seventeen  Magazine,  Robert  M.  Lehman,  for- 

merly associate  director  of  merchandising, 
American  Safety  Razor  Corp.,  and  Ronald  P. 
Cone,  formerly  assistant  sales  manager,  Sperry 
Rand  Co.,  to  Grey  Adv.,  N.  Y.,  as  copy  group 

head,  specialist  in  packaged  goods  sales  promo- 
tion, and  assistant  account  executive,  respec- tively. 

Morris  Needle,  Joseph  Katz  Co.,  Baltimore, 

named  art  director  of  agency's  New  York  of- 
fice. 

Frederick  H.  Kittel,  formerly  with  Ruthrauff 
&  Ryan,  N.  Y.,  to  Kenyon  &  Eckhardt,  same 
city,  as  art  director. 

Robert  Lehman,  producer-director,  Horace 
Heidt  show  on  NBC-TV,  to  Hollywood  office 
of  Guild,  Bascom  &  Bonfigli  Inc.,  San  Fran- 

cisco agency,  as  tv  commercial  producer.  Gil 

Lumbard,  freelance  writer,  to  agency's  San 
Francisco  copywriting  staff. 

Christopher  Garth,  John  W.  Shaw  Adv.,  Chi- 
cago, and  Norman  Fox,  Campbell-Ewald,  De- 

troit, to  MacFarland,  Aveyard  &  Co.,  Chicago 
as  writers. 

Wayne  C.  Williams,  media  traffic  supervisor. 
Harry  B.  Cohen  Adv.,  N.  Y.,  to  N.  W.  Ayer 
&  Son,  N.  Y..  in  radio-tv  traffic  department. 
Other  Ayer  personnel  changes  in  N.  Y.  office: 
Joseph  H.  Kibel,  formerly  estimator  with 
Marschalk  &  Pratt  Div.  of  McCann-Erickson, 
to  Ayer  as  timebuyer;  Charles  W.  Liotta, 
transferred  from  traffic  department  to  radio- 
tv  production,  and  Jack  Wohl,  former  assistant 
art  director,  Ashe  &  Engelmore  Inc.,  to  radio- 

tv  art  department.  Named  to  Ayer's  Chicago 
office  was  Max  G.  Kocour,  former  marketing 
brand  supervisor.  Pillsbury  Mills,  Minneapolis. 

COLORCAST  1  nB 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

NBC-TV 

July  16-20  (3-4  p.m.)  Matinee,  participat- 
ing sponsors  (also  July  25-27,  30-Aug.  3. 

Aug.  6-10). 
July  18  (7:30-7:45  p.  m.)  /.  P.  Morgan 
Show,  sustaining  (also  Aug.  1). 

July  18  (9:10  p.m.)  Kraft  Television  The- 
atre,  Kraft  Foods,   through  J.  Walter 

Thompson  (also  July  25,  Aug.  1). 

July  19  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.,  through  J.  Walter 
Thompson  (also  July  26). 

July  21  (8-9  p.m.)  Julius  La  Rosa  Show, 
participating  sponsors  (also  July  28). 

July  22  (5-5:30  p.m.)  Zoo  Parade,  sus- 
taining (also  July  29,  Aug.  5,  12,  19,  26). 

July  22  (9-10  p.m.)  Alcoa  Hour,  Alu- 
minum Co.  of  America,  through  Fuller, 

Smith  &  Ross. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B»T] 
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THE  CHURCH  OF  PRESIDENTS: 

one  of  a  series  of  paintings 

of  Washington  by  William  Walton 

commissioned  by  WTOP  Television 

at  Broadcast  House,  Washington,  D.  C. 

Operated  by  The  Washington  Post  Broadcast  Division 

Represented  by  CBS  Television  Spot  Sales 





THE  CHURCH  OF  PRESIDENTS 

by  William  Walton. 

Sixth  of  a  series  of  paintings  of  Washington 

commissioned  by  WTOP  Television 

at  Broadcast  House,  Washington,  D.  C. 

Operated  by  The  Washington  Post  Broadcast  Division 

Reprints  of  this  series  available  on  request. 



GROUP  BUYS  CONTROL  OF  WARNER  BROS. 

Syndicate  headed  by  banker 

Serge  Semenenko  reportedly 

pays  $17  million  for  major 

portion  of  stock  in  film  com- 
pany. Jack  L.  Warner  joins 

Semenenko  group  and  retains 
his  interest. 

CONTROLLING  INTEREST  in  Warner  Bros. 

Pictures  Inc.  has  been  sold  to  a  group  of  in- 
vestors, headed  by  Boston  banker  Serge  Seme- 

nenko for  a  reported  $17  million. 

An  announcement  from  the  company  re- 
ported the  sale  but  gave  no  other  details.  It 

reported  only  that  "a  group  of  investors  headed 
by  Serge  Semenenko  and  including  Charles 
Allen  Jr.  has  successfully  completed  negotia- 

tions of  several  months  for  the  acquisition  of 

the  major  portion  of  the  stock  held  by  Harry 

M.  and  Albert  Warner  in  Warner  Bros.  Inc." 
Several  months  ago  it  had  been  reported  that 

a  syndicate  led  by  Mr.  Semenenko  had  negoti- 
ated for  working  control  of  Warner  Bros,  for 

$20  million  [B«T,  May  14].  At  that  time, 
however,  the  Jack  L.  Warner  stock  was  included 
in  the  transaction,  but  he  now  has  joined  Mr. 
Semenenko  and  has  retained  his  stock  interest 
in  Warner  Bros. 

Though  no  details  of  the  transaction  were 
released,  it  is  understood  that  the  Semenenko 
group  has  acquired  working  ownership  through 
the  purchase  of  some  600,000  shares  of  stock 
from  Harry  M.  and  Albert  Warner  and  other 
members  of  the  family  for  about  $17  million. 
This  would  be  equal  to  $27.50  a  share,  com- 

pared with  a  market  price  that  has  hovered 
around  $25  a  share  in  recent  weeks. 

Jack  Warner  reportedly  is  now  the  largest 

single  stockholder  in  the  company  with  about 
200,000  shares,  said  to  be  slightly  less  than  10% 
of  shares  outstanding.  It  also  is  believed  that 
the  two  other  Warner  brothers  retain  a  stock 
interest  in  the  company. 

In  a  realignment  of  the  top  executive  posts, 

Jack  L.  Warner,  formerly  vice  president,  be- 
comes president  and  supervises  production, 

succeeding  his  brother  Harry  M.,  who  has  re- 
signed. Albert  Warner  resigned  as  vice  president 

and  treasurer.  Both  will  remain  on  the  board 
of  directors. 

Other  officers  of  the  company  are  Benjamin 

Kalmenson,  who  will  be  executive  vice  presi- 
dent and  a  member  of  the  board  of  directors, 

and  Samuel  Schneider,  who  continues  as  vice 
president  and  assistant  to  the  president,  and 
takes  on  additional  duties  as  treasurer.  New 
board  members  are  Mr.  Semenenko,  senior  vice 
president  of  the  First  National  Bank  of  Boston, 
and  Mr.  Allen,  senior  partner  in  Allen  &  Co., 
investment  bankers. 

Warner  Bros,  has  had  experience  in  tv  film 

'CAMTRONIC  JOINS  TV,  MOVIES  IN  CHICAGO 

THE  MARRIAGE  of  live  tv  and  motion  pic- 
ture cameras  for  the  filming  of  television 

programs  is  one  which  has  captured  industry 
interest,  even  though  doubts  have  been  raised 
from  time  to  time  with  respect  to  their  com- 
patibility. 

One  of  the  interesting  examples  of  this 
union  is  the  DuMont  Labs  Electronicam 

system  utilized  to  shoot  Jackie  Gleason's 
The  Honey mooners  for  CBS-TV  this  past 
season. 

In  Chicago,  which  holds  its  own  as  a  pro- 
duction center  for  filmed  tv  commercials  and 

industrial-training  footage  (but  not  for  film 
programs),  Fred  A.  Niles  Productions  has 
devised  an  electronic  system  claiming  com- 

patibility and  economy.  With  "Camtronic" 
(patent  applied  for),  says  Fred  A.  Niles. 
president  of  the  Chicago-Hollywood  produc- 

tion firm,  production  costs  can  be  pared  any- 
where from  50  to  66%  by  eliminating  certain 

editing  and  laboratory  processes.  Mr.  Niles 

freely  predicts  the  eventual  complete  mar- 
riage of  electronics  and  motion  picture  film. 

"Camtronic"  actually  works  very  simply, 
consisting  of  Dage  tv  and  Mitchell  motion 
picture  cameras.  It  permits  the  director  to 
see  exactly  what  the  cameras  record.  The 
live  tv  cameras  become  electronic  view- 
finders,  each  connected  to  a  monitor.  The 

technical  director  makes  the  "punches"  ac- 
cording to  the  director's  call  for  shots  (like 

a  television  director  in  a  live  tv  program). 
A  fourth  monitor  records  the  final  picture, 
filmed  by  an  Auricon  camera,  which  be- 

comes essentially  the  workprint.  Communi- 
cation is  maintained  between  stage  and  tech- 

nical directors  by  an  intercom  system. 
Last  month  Niles  Productions,  with  one 

experiment  (filming  of  Sam  Evans'  variety 
program)  already  under  its  belt,  shot  two 
episodes  of  the  venerable  WLS  National 
Barn  Dance,  which  it  is  offering  for  national 
spot  sale  and  syndication  after  completing 
26  shows.  The  program  was  filmed  at  Chi- 

cago's Eighth  St.  Theatre. 
How  does  Camtronic  differ  from  the  Elec- 

tronicam and  similar  systems?  Tom  Ryan, 

production  manager  of  Niles  Productions, 
describes  Camtronic  as  a  mechanical  system, 
while  Electronicam  is  an  electronic  or  optical 
method.  He  claims: 

"We  can  use  standard  motion  picture 
equipment  without  any  alterations.  Our 
process  allows  us  to  use  any  standard  Mit- 

chell motion  picture  camera  on  our  plates 
and  to  produce  a  film  at  competitive  prices. 
It  makes  it  possible  for  us  to  be  competitive 
with  live  tv — and  additionally  the  film  can 

be  edited." 
Mr.  Ryan  noted  that  the  Electronicam 

system  involves  major  changes  in  motion 
picture  cameras  as  to  viewing  through 
camera  lenses  with  the  electronic  view-finder. 
Referring  to  parallaxing  (matching  all  lines 
of  sight),  he  adds: 

"With  the  plate  on  which  our  video 
cameras  and  view  finders  are  mounted,  we 
are  able  to  keep  the  same  field  of  view  on  all 

three  cameras." With  Camtronic  there  are  the  normal 

production,  talent  and  set  costs,  but  technical 

expense  (basically  labor)  is  considerably  re- duced. 

THE  TWO  images  start  their 

way  through  the  Camtronic 

system  on  this  tv-film  camera 
mount.  Jack  Whitehead,  Niles 

director  of  photography,  ad- 
justs the  Dage  tv  camera  on 

its  mount  beside  the  Mitchell. 

NEXT  STEP  is  through  this  monitoring  center.  Each  tv  screen 

records  the  same  picture  being  taken  by  the  film  camera 

at  that  moment.  The  technical  director  punches  the  shot 

called  for  by  the  director,  and  that  picture  is  then  sent 

on  to  be  recorded  on  film  (next  picture).  The  large  timing 

mechanisms  show  footage  left  in  the  film  camera  magazines. 

THE  final  picture  is  recorded 

on  film  by  this  Auricon  sound- 
on-film  camera.  Although  the 

picture  quality  is  not  the  best, 

negative  conformist  and  ed- 
itors use  the  film  as  o  work- 

print  guide. 

Broadcasting    •  Telecasting July  16,  1956   •    Page  53 





Small  talk  to  you,  maybe  — 

but  it  goes  a  long  way  with  women. 

Talk  to  them  about  what  they 

want  to  hear,  and  they'll  give  you 

their  undivided  attention. 

They'll  listen.  And  they'll  believe. 

And  they'll  buy. 

That's  the  gentle  art  practiced 

by  WBBM's  Jim  Conway, 

Mai  Bellairs,  Eloise  Kummer, 

Josh  Brady,  John  Harrington,  and 

Paul  Gibson  — an  art  that's  won 

the  confidence  (and  opened  the 

pocketbooks)  of  women  throughout 

the  Midwest.  Personalized 

selling,  they  call  it.  Whatever 

anyone  calls  it,  sponsors  keep 

coming  back  for  more.  Like  to  hear 

one  of  these  star  salesmen 

apply  "the  personal  approach"to 

i/our  product  ?  We'll  gladly 

prepare  a  special  tape  for  you. 

For  details,  write,  wire  or 

phone  CBS  Radio  Spot  Sales  or. . . 

WBBM  RADIO 

Chicago's  Showmanship  Station 



production,  having  produced  the  Warner  Bros. 
Presents  series  carried  on  ABC-TV  this  past 
season.  Several  months  ago  the  company  an- 

nounced it  will  produce  four  new  half-hour  tv 
film  programs  for  next  season  [B«T,  April  16]. 
They  are  Amazon  Trader,  starring  John  Sutton; 
96  William  Street,  starring  Lee  Bowman;  Joe 

McDoakes,  featuring  George  O'Hanlon,  and 
Port  of  Call,  starring  John  Ireland. 

Warner  Bros,  last  March  sold  its  pre- 1948 
library  of  850  feature  films  plus  shorts  to  PRM 
Inc.  for  $21  million.  The  films  currently  are 

being  distributed  by  Associated  Artists  Produc- 
tions, New  York.  The  Warner  library  since 

1948  is  reported  to  contain  between  150  and 
200  feature  films.  The  studio  also  has  sold  337 

of  its  cartoons  to  Elliot  Hyman's  Associated Artists  Productions  for  tv  use. 

Meanwhile,  Warner  Bros.  Pictures  last  week 
announced  its  entry  into  the  field  of  filmed 

television  commercials  "making  available  to 
advertisers  and  agencies  the  full  technical  re- 

sources of  the  company's  motion  picture  stu- dios as  well  as  the  animation  facilities  of  its 

Warner  Bros,  cartoon  division." 
Warner  Bros,  is  setting  up  a  new  department 

within  its  television  division  on  the  studio  lot 

at  Burbank,  Calif.,  with  executives  and  operat- 
ing personnel  to  be  announced  later.  It  is 

expected  that  a  sales  office  may  be  opened  in 
New  York  for  tv  commercials. 

Chocolate  Company  Signs 

For  'Foreign  Legionnaire' 
SPONSORSHIP  by  Chunky  Chocolate  Corp.  of 
the  Foreign  Legionnaire  tv  film  series  in  17 

major  eastern  and  midwestern  markets  was  an- 
nounced last  week  by  Michael  M.  Sillerman, 

executive  vice  president  of  Television  Programs 
of  America,  New  York,  and  Al  Erlich,  adver- 

tising manager  of  Chunky.  Grey  Adv.,  New 
York,  is  the  agency  for  the  advertiser. 

The  markets  ordered  for  the  filmed  series, 
known  in  its  initial  network  run  as  Captain 

Gallant  of  the  Foreign  Legion  on  CBS-TV,  in- 
clude New  York,  where  it  will  be  "double  ex- 

posed" on  Sunday  and  Wednesday  over  WPIX 
(TV),  plus  Boston,  Philadelphia,  Detroit,  Chi- 

cago, Cleveland,  Baltimore,  Washington, 
Buffalo,  Cincinnati,  Syracuse,  Providence,  At- 

lanta, Wilkes-Barre-Scranton,  Albany  and  Pitts- 
burgh. Sponsorship  will  begin  in  the  early  fall. 

Eells  Signs  New  TPA  Pact 

BRUCE  EELLS,  western  division  vice  president 
of  Television  Programs  of  America  Inc.,  has 

signed  a  new  two-year  contract,  Milton  A. 
Gordon,  TPA  president  announced  today  (Mon- 
day). 

Assignment  of  new  responsibilities  to  Mr. 
Eells  and  Hardie  Frieberg,  eastern  division  vice 
president,  also  was  announced  last  week  by 

Michael  M.  Sillerman,  TPA  executive  vice  pres- 
ident. Mr.  Eells  now  will  supervise  all  sales 

activities  west  of  the  Mississippi,  instead  of 
the  western  seaboard  only,  and  Mr.  Frieberg 
will  direct  sales  east  of  the  Mississippi,  instead 
of  solely  in  the  eastern  area. 

Hygo  Buys  31  Serials 

HYGO  Television  Films  has  purchased  for  $1.5 
million  all  negative  rights  to  31  theatre  serials 
of  Universal  Pictures.  The  group  totals  404 
episodes  produced  between  1936  and  1947.  Sale 
is  said  to  constitute  the  largest  movie  serial 
package  made  available  to  tv.  Serials  will  be 

distributed  through  Hygo's  subsidiary,  Serials Inc. 

ROACH  SALES  RISE 

IN  TV  COMMERCIALS 

Tv   commercial   division  will 

post  estimated  57.8%  increase 
for  first  six  months  of  fiscal 

year  over  same  '55  period. 
HAL  ROACH  Studios  tv  commercial  division 
will  post  a  57.8%  increase  in  billings  for  the 
first  six  months  of  the  fiscal  year,  as  compared 

to  half-year  figures  in  1955,  Sidney  S.  Van 
Keuren,  vice  president  and  general  manager, 
announced  last  week. 

Percentage  increase  for  the  six  months  was 
predicated  on  the  acquisition  of  12  new  major 
advertisers  during  the  period  of  January-June 
and  repeat  orders  from  such  long-time  Roach 
accounts  as  Bulova,  Slenderella,  Chevrolet  and 
Johnsons  wax,  together  with  new  business  from 
AT&T,  Nestle  Co.,  Procter  &  Gamble  and 
others. 

Total  1955  billing  for  tv  commercials  was 
$125  million,  Mr.  Van  Keuren  said. 

The  production  head  of  the  Hollywood  tv 
studio  further  revealed  that  the  bulk  of  the 
new  business  continues  to  be  placed  by  New 
York  and  Chicago  agencies,  which  he  said 
shows  an  ever  increasing  swing  from  East  to 
West  in  commercial  film  production. 

The  Roach  commercial  division,  which  began 

just  two  years  ago  with  one  staff  member,  one 
office  and  one  film  cutter,  has  mushroomed 
into  an  autonomous  unit  with  a  staff  of  13 

members,  including  three  full-time  film  editors, 
he  said.  It  now  utilizes  all  studio  departmental 

facilities,  under  Managing  Director  Cecil  Un- 
derwood, who  joined  the  organization  at  the 

first  of  the  year. 

Quartet  Films  Organized, 

Will  Use  Storyboard  Space 

ALTHOUGH  Storyboard  Inc.  closed  its  Holly- 
wood doors  to  business  today  (Monday),  key 

West  Coast  executives  of  the  tv  commercial 

film  production  firm  have  taken  over  the  entire 
facilities  to  offer  the  services  of  a  new  company 

they  have  formed,  Quartet  Films  Inc.,  8480 
Melrose  Ave.,  with  Arthur  Babbitt  as  president. 

Mr.  Babbitt  is  former  Storyboard  animation 

director  of  the  Snowdrift  tv  spot  "John  and 
Marsha,"  which  took  a  Gold  Medal  at  the  Art 
Directors  Club  of  New  York  [B»T,  June  4]. 
He  is  joined  in  formation  of  Quartet  Films  by 

Arnold  Gillespie,  who  directed  the  award  win- 
ning Diamond  Crystal  Salt  commercial;  Stan 

L.  Walsh,  whose  Speedway  gasoline  and  Na- 
tional Bohemian  beer  spots  won  awards  in  the 

eastern  competition,  and  Les  Goldman,  former 
Storyboard  production  manager.  Mr.  Gillespie 
is  vice  president  and  secretary  of  Quartet  while 

Mr.  Walsh  is  vice  president  in  charge  of  pro- 
duction. 

Quartet  has  hired  members  of  the  former 
Storyboard  creative  staff  in  Hollywood,  Mr. 
Babbitt  announced  last  week.  Storyboard  Inc. 
continues  its  New  York  office  with  John  Hubley 

as  president  [B*T,  June  25]. 

DuMont  Doubles  Film  Capacity 

WITH  the  addition  of  five  new  Electronicam 

pick-up  units,  film  recording  capacity  at  the 

Allen  B.  DuMont  Labs'  Electronicam  produc- 
tion services  studio  in  New  York  has  been 

doubled,  the  firm  reported  a  fortnight  ago. 
The  new  machinery  will  provide  DuMont 

with  "much  more  flexibility  of  scheduling  for 
filming  tv  commercials  and  programs  as  well 

as  longer  films  for  other  uses,"  said  John  Auld, 
manager  of  the  Adelphi  Theatre  unit. 

Agency  and  advertiser  users  of  the  Electron- 
icam system,  according  to  DuMont,  include 

McCann-Erickson  (Westinghouse),  Campbell- 
Ewald  (Chevrolet),  Kenyon  &  Eckhardt  (Beech- 

nut gum),  C.  L.  Miller  (Corn  Refining  Prod- 
ucts), Lambert  &  Feasley  (Listerine),  Norman, 

Craig  &  Kummel  (Ronson)  and  Warwick  & 
Legler  (Schick). 

'Patrol'  Sponsors  Renew 

ZIV  Television  Programs,  New  York,  an- 
nounced last  week  that  9 1  %  of  first-year  clients 

of  the  Highway  Patrol  tv  film  series  have  re- 
newed, including  seven  multi-market  advertisers 

who  have  been  sponsoring  the  program  in  64 
markets.  Regional  advertisers  and  the  number 
of  markets  renewed  are  Ballantine  Brewing,  24; 

Lion  Oil,  10;  Kroger  Stores,  6;  Pfeiffer  Brew- 
ing, 10;  Mission  Macaroni,  4;  Morning  Milk 

Co.,  6,  and  Wiedmann  Brewing,  4. 

FILM  PEOPLE 

Harris  L.  Katleman,  director  of  west  coast  op- 
erations for  Goodson-Todman  Enterprises, 

Beverly  Hills,  Calif.,  named  vice  president  of 

company.  He  joined  Goodson-Todman  in  Oc- 
tober 1954  and  previously  had  been  with  MCA 

in  New  York  and  Hollywood. 

Kenneth  F.  Drake  of  UPA  Pictures  Inc.  N.  Y. 
studio  named  production  manager  of  UPA 
Pictures  Ltd.,  London. 

Redd  Gardner,  formerly  producer  at  WBBM- 
TV  Chicago,  to  Kling  Film  Enterprises  Inc., 
same  city,  as  account  executive. 

Nox  Lempert,  formerly  executive  producer  of 
Filmwright  Productions,  N.  Y.,  appointed 
production  manager  of  the  Commercials  Div., 
Guild  Films  Co.,  N.  Y. 

Mel  Epstein,  CBS-TV  producer,  to  TCF  Tele- 
vision Productions,  Hollywood,  on  producer 

staff  for  Broken  Arrow  series  to  be  sponsored 
by  General  Electric  Co.  on  ABC-TV  in  fall. 

FILM  SALES 

TCF  Television  Productions,  Hollywood,  re- 
ports Broken  Arrow,  half-hour  adult  Western 

series,  bought  by  General  Electric  Co.  for  fall 
showing  on  ABC-TV,  Tuesdays,  9-9:30  p.m. 
Agreement  calls  for  39  new  and  13  repeat 
shows  from  TCF.  Agency:  Young  &  Rubicam, 
N.  Y.  Story  stars  John  Lupton  as  Indian  agent 

during  1870's. National  Telefilm  Assoc.,  N.  Y.,  has  sold  its 

package  of  52  20th  Centry-Fox  feature  films 
in  10  more  markets  bringing  total  to  21.  Firm 

also  reports  sale  of  Theatre  With  Lilli  Palmer 

to  WABD  (TV)  New  York,  WCPO-TV  Cin- 
cinnati, WTTG  (TV)  Washington,  KSD-TV 

St.  Louis  and  WTHI-TV  Terre  Haute,  Ind. 

NBC-TV  Films,  N.  Y.,  announces  two  regional 
sales  of  Crunch  and  Des  have  brought  total 
number  of  markets  in  which  the  film  series 

has  been  sold  to  145.  Utica  Club  Beer  &  Ale, 
Utica,  has  bought  series  in  Binghamton,  Utica, 

Altoona,  Plattsburgh  and  Watertown,  all  N.  Y., 

and  Burger  Brewing  Co.,  Cincinnati,  in  Cin- 
cinnati, Huntington,  W.  Va.,  and  Lexington, Ky. 
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NOW  . . .  ABOUT  THAT  LINE 

THEY'RE  HANDING  OUT  .  .  . 

Me?  I'm  an  expert  on  "Lines".  And  Til 
bet  you  Time  Buyers  have  heard  them  all,  too. 

In  Minneapolis-St.  Paul,  for  example, 

they're  handing  out  a  lot  of  wild  claims 
about  station  ratings.    But  in  spite  of  all 
the  claims  you  hear,  these  facts  remain 
indisputable. 

1.  WLOL  is  the  No.  1  independent  station 

in  the  Twin  Cities.* 
(Leads  all  independents  and  3  network stations) 

2.  More  Twin  Cities  advertisers  buy  WLOL 

than  any  other  station. 

(The  sincerest  kind  of  flattery  by 
businessmen  who  are  on  the  scene  and 
who  know  the  score.) 

3.  WLOL  leads  all  stations  in  the  Twin 

Cities  in  out-of-home  listening. 

(Wherever  they  go,  you  are  there.) 

These  are  the  reasons  why  you  get  more 

homes  per  dollar  on  WLOL  than  any  station 
in  the  Twin  Cities  orbit. 

*  Latest  Pulse. 

MINNEAPOLIS-ST.  PAUL 

1330  on  the  dial — 5000  watts 

LARRY  BENTSON,  Pres. 

Wayne  "Red"  Williams,  Mgr. 

Joe  Floyd,  Vice-Pres. 

PULSE  PROVES  IT 

No.  2  STATION  IN  THE  TWIN  CITIES 

No.  1   INDEPENDENT  STATION  IN  THE  NORTHWEST 

represented  by  AM  RADIO  SALES 
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THE  10  TOP  FILMS 

IN  10  MAJOR  MARKETS 

AS  RATED  BY  ARB  IN  JUNE 

FROM  the  monthly  audience  surveys  of  American 
Research  Bureau,  B*T  each  month  lists  the  10  top 
rated  syndicated  film  programs  in  10  major  markets, 
selected  to  represent  all  parts  of  the  country  with 

various  degrees  of  competition.  Despite  all  precau- 
tions, occasional  errors  will  occur  in  these  tables,  due 

to  use  of  the  same  program  name  for  both  a  syndi- 
cated and  a  network  series  and  the  practice  of  some 

stations  of  substituting  local  titles  (such  as  [advertiser\ 
Theatre)  for  real  program  names. 

NEW  YORK SEVEN-STATION  MARKET LOS  ANGELES SEVEN-STATION  MARKET 

1. Highway  Patrol  (Ziv) Mon. 7 00 
WRCA-TV 

12.1 1. San  Francisco  Beat  (CBS  Film) Sat. 9:30 KTTV 
21.1 

2. D.  Fairbanks  Presents  (ABC  Film) Mon. 10:30 
WRCA-TV 

i  l.i 2. Highway  Patrol  (Ziv) Mon. 8 00 KTTV 19.2 
3. Brave  Eagle  (CBS  Film) Wed. 7 

30 
WCBS-TV 

10.4 3. I  Search  For  Adventure  (Bagnall) Thurs. 7 

00 

KCOP 
16.6 

4. Science  Fiction  Theatre  (Ziv) Fri. 
7 00 WRCA-TV 10.0 

4. Life  of  Riley  (NBC  Film) Mon. 8 

30 

KTTV 16.5 

5. The  Goldbergs  (Guild) Thurs. 7 30 WABD 
8.4 

5. 

Secret  Journal  (MCA-TV) 
Sun. 

9 00 KTTV 
15.7 

6. Guy  Lombardo  (MCA-TV) 
Thurs. 7 00 WRCA-TV 8.2 6. Confidential  File  (Guild) 

Sun. 9 30 
KTTV 

15.5 

7. I  Search  For  Adventure  (Bagnall) Sat. 7 30 WPIX 8.1 7. I  Led  Three  Lives  (Ziv) 
Sat. 8 

30 

KTTV 14.5 

8. Highway  Patrol  (Ziv) Wed. 9 

30 

WPIX 
7.9 

8. Mr.  District  Attorney  (Ziv) 

Sat. 
9 

00 

KTTV 14.0 
8. Waterfront  (MCA-TV) Tues. 7 

30 

WABD 7.9 9. Science  Fiction  Theatre  (Ziv) Mon. 8 00 KTTV 
13.9 

10. Amos  'n'  Andy  (CBS  Film) Sat. 
6:30 

WCBS-TV 
7.3 10. My  Little  Margie  (Official) 

Mon. 
7 30 KTTV 

13.1 

M1NNEAPOLIS- 

ST.  PAUL 
FOUR-STATION  MARKET SEATTLE- 

TACOMA 
FOUR-STATION  MARKET 

1. I  Search  For  Adventure  (Bagnall) Tues. 
8:30 WCCO-TV 

20.7 1. I  Search  For  Adventure  (Bagnall) 

Wed. 

7 30 
KING-TV 

34.6 
2. Man  Behind  the  Badge  (MCA-TV) Fri. 9:30 KSTP-TV 18.6 

2. Badge  714  (NBC  Film) 
Fri. 

9 30 
KING-TV 

31.0 
3. Studio  57  (MCA-TV) Wed. 9:30 KSTP-TV 16.1 

3. 

Waterfront  (MCA-TV) Wed. 9 30 
KOMO-TV 29.0 4. 

Life  of  Riley  (NBC  Film) Mon. 8:30 KSTP-TV 
15.9 4. Mr.  District  Attorney  (Ziv) Fri. 

9:00 KING-TV 
26.5 

5. I  Led  Three  Lives  (Ziv) 
Wed. 

8:30 KSTP-TV 15.4 
5. Western  Marshal  (NBC  Film) Wed. 7 00 

KING-TV 
25.8 

6. Celebrity  Playhouse  (Screen  Gems) Sun. 8:30 KSTP-TV 15.3 6. Turning  Point  (MCA-TV) Mon. 9 30 
KOMO-TV 23.6 

7. Turning  Point  (MCA-TV) Sun. 8:30 
WCCO-TV 13.8 7. Code  3  (ABC  Film) Fri. 9 30 

KING-TV 22.7 
8. Highway  Patrol  (Ziv) Sat. 10:00 WCCO-TV 13.6 

8. City  Detective  (MCA-TV) Sun. 
10:00 

KING-TV 
22.1 

9. Mr.  District  Attorney  (Ziv) Wed. 
10:30 KSTP-TV 13.0 

9. Highway  Patrol  (Ziv) Thurs. 7 00 
KOMO-TV 19.9 

10. City  Detective  (MCA-TV) Thurs.  10:30 
KSTP-TV 

12.8 
10. 

Celebrity  Playhouse  (Screen  Gems) Thurs. 8 00 
KOMO-TV 

19.8 

CHICAGO FOUR-STATION  MARKET WASHINGTON FOUR-STATION  MARKET 

1. Secret  Journal  (MCA-TV) Sat. 10:00 

WNBQ 

31.2 1. Jungle  Jim  (Screen  Gems) Fri. 6:00 WMAL-TV 13.9 
2. 

Science  Fiction  Theatre  (Ziv) Sat. 10:30 

WNBQ 

25.5 2. Highway  Patrol  (Ziv) 
Fri. 

7:30 WTOP-TV 13.7 
3. Highway  Patrol  (Ziv) Thurs. 9:00 WBKB 

17.4 

3. 

Mr.  District  Attorney  (Ziv) Mon. 10:30 
WRC-TV 

12.9 

4. Studio  57  (MCA-TV) Tues. 10:00 WBKB 
13.0 

4. Annie  Oakley  (CBS  Film) Fri. 7:00 WTOP-TV 
12.4 5. 

Badge  714  (NBC  Film) Tues. 8:00 WGN-TV 12.5 
5. Capt.  Gallant  (TPA) Sat. 

Noon WRC-TV 
12.0 

5. 
Racket  Squad  (ABC  Film) Tues. 8:30 

WGN-TV 12.5 6. Ramar  of  the  Jungle  (TPA) 

Wed. 

7:00 WTOP-TV 
10.9 

7. Confidential  File  (Guild) Wed. 10:00 WBKB 12.2 7. 
Champ'ship  Bowling  (Schwimmer) 

Sat. 6:30 
WMAL-TV 10.6 

8. Man  Behind  the  Badge  (MCA-TV) Sun. 10:00 WBBM-TV 11.7 8. Death  Valley  Days  (McC-E) Mon. 7:00 WRC-TV 10.2 9. Death  Valley  Days  (McC-E) Mon. 10:00 WBKB 11.6 8. Wild  Bill  Hickok  (Flamingo) Thurs. 7:00 
WRC-TV 10.2 

10. Great  Gildersleeve  (NBC  Film) Mon. 9:30 

WNBQ 

11.5 10. Celebrity  Playhouse  (Screen  Gems) Tues. 10:30 
WTOP-TV 

10.0 

ATLANTA THREE-STATION  MARKET CLEVELAND THREE-STATION  MARKET 

1. Racket  Squad  (ABC  Film) Sun. 
10:00 WSB-TV 

20.5 1. Highway  Patrol  (Ziv) 
Tues. 

10:30 
WJW-TV 

28.2 2. Secret  Journal  (MCA-TV) Sun. 10:30 WSB-TV 19.5 
2. Annie  Oakley  (CBS  Film) 

Sat. 
6:30 

WJW-TV 
22.7 

3. Science  Fiction  Theatre  (Ziv) Tues. 9:30 
WAGA-TV 19.0 

3. Man  Behind  the  Badge  (MCA-TV) Wed. 10:30 
KYW-TV 

14.5 
4. 

Great  Gildersleeve  (NBC  Film) Wed. 9:30 WSB-TV 18.7 

4. 

Badge  714  (NBC  Film) Fri. 7:00 
WJW-TV 

14.1 

5. Annie  Oakley  (CBS  Film) Mon. 
6:00 WLWA 18.1 5. My  Little  Margie  (Official) Mon. 

7:00 KYW-TV 13.4 6. Highway  Patrol  (Ziv) Fri. 10:00 WAGA-TV 16.6 
6. 6  O'Clock  Adventure  (ABC  Film) Wed. 

6:00 
KYW-TV 13.2 7. Turning  Point  (MCA-TV) Sat. 

10:00 WSB-TV 16.3 7. Looney  Tunes  (Guild) 
Sat. 

5:30 
WJW-TV 11.9 

8. Superman  (Flamingo) Fri. 
7:00 WSB-TV 15.1 8. Science  Fiction  Theatre  (Ziv) Tues. 7:00 

KYW-TV 
11.6 

9. Man  Called  X  (Ziv) Sun. 10:00 WAGA-TV 14.9 

9. 

Looney  Tunes  (Guild) Sat. 
11:00 WJW-TV 

11.4 10. Jungle  Jim  (Screen  Gems) Mon. 6:30 
WLWA 12.8 1 0.  Racket  Squad  (ABC  Film) 

Sat. 
7:00 

KYW-TV 11.2 10. Waterfront  (MCA-TV) Thurs. 9:30 WAGA-TV 
12.8 

BOSTON TWO-STATION  MARKET 

DAYTON 
TWO-STATION  MARKET 

1. Highway  Patrol  (Ziv) 

Tues. 

8:00 
WHIO-TV 28.3 

1. Man  Behind  the  Badge  (MCA-TV) Sun. 10:30 WNAC-TV 25.0 2. Man  Called  X  (Ziv) Fri. 
9:30 WHIO-TV 

27.4 2. Highway  Patrol  (Ziv) Wed. 10:30 WBZ-TV 24.2 

3. 

The  Whistler  (CBS  Film) 
Sat. 

10:00 
WHIO-TV 

21.2 
3. Waterfront  (MCA-TV) Sun. 7:00 WNAC-TV 23.0 

4. 

Badge  714  (NBC  Film) Sat. 10:30 
WHIO-TV 

18.1 
4. Death  Valley  Days  (McC-E) Fri. 10:30 WNAC-TV 

22.1 

,5. 

Roy  Rogers  Ranch  (MCA-TV) Sat. 5:00 WHIO-TV 
14.8 

5. I  Led  Three  Lives  (Ziv) Mon. 7:00 WNAC-TV 21.2 6. Follow  That  Man  (MCA-TV) Sun. 10:15 
WHIO-TV 

13.9 
6. Mr.  District  Attorney  (Ziv) Tues. 10:30 WNAC-TV 

19.3 

7. 

Little  Rascals  (Interstate) 

M-Th. 

6:00 
WHIO-TV 

13.8 
7. Studio  57  (MCA-TV) 

Tues. 10:30 WBZ-TV 
19.0 

8. Passport  to  Danger  (ABC  Film) Sun. 9:30 
WLWD 

13.0 8. Jungle  Jim  (Screen  Gems) 
Sun. 

7:00 
WNAC-TV 18.3 

9. 

Science  Fiction  Theatre  (Ziv) 
Sun. 

10:30 WLWD 

11.6 9. City  Detective  (MCA-TV) Fri. 11:05 
WNAC-TV 16.6 

10. Amos  'n'  Andy  (CBS  Film) 
Tues. 

10:30 
WHIO-TV 11.4 10. Superman  (Flamingo) Fri. 6:30 WNAC-TV 16.2 

10. I  Led  Three  Lives  (Ziv) Fri. 
8:30 

WLWD 
11.4 
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under  the  Florida  sun ! 

Miami,  the  nation's  25  th  market,  will  have  a  great,  new  VHF 

television  station  starting  July  29th  .  .  .WCKT,  Channel  7. 

WCKT  •  CHANNEL  7 

MIAMI 

BASIC  TELEVISION  AFFILIATE  SOLD  BY  INBCl  SPOT  SALES 



TRADE  ASSNS.) 

FRAMEWORK  SET  UP 

FOR  NEW  TV  GROUP 

Assn.  of  Maximum  Service 

Telecasters  is  formally  incor- 

porated. Membership  meeting 
to  be  held  in  August. 

PAPERS  to  incorporate  the  Assn.  of  Maximum 
Service  Telecasters  as  a  non-profit  corporation 
in  the  State  of  Delaware  were  filed  in  Wilming- 

ton Thursday  by  White  &  Case,  New  York  law 
firm  retained  by  the  AMST  executive  com- 

mittee to  aid  the  new  association  in  the  legal 
details  of  establishing  a  permanent  organization 
[B*T,  June  25]. 
The  executive  committee,  comprising  the 

temporary  officers  and  directors  of  AMST, 
elected  to  serve  until  permanent  officers  and 
directors  are  elected  following  the  receipt  of 

the  organization's  corporate  charter,  met  in 
Washington  Wednesday  and  approved  the  or- 

ganizational plans  submitted  by  Edgar  Barton 
of  White  &  Case. 

The  committee  sent  a  telegram  to  all  mem- 
bers of  the  Senate  Commerce  Committee  voic- 

ing alarm  at  the  FCC  report  and  order  [B«T, 

July  2]  as  indicating  that  "the  Commission  has 
in  essence  prejudged  the  eventual  competitive 
effectiveness  of  the  virtually  untried  uhf  chan- 

nels." Wondering  "if  the  report  and  order  is 
not  a  significant  first  step  toward  an  allocations 

plan  based  primarily  on  pressure  for  a  commer- 
cial competitive  system  rather  than  on  statutory 

requirements  for  a  system  designed  to  provide 

the  best  possible  service  for  all  the  people," 
AMST  expressed  "unalterable  opposition  to  any 
plan  which  would  reduce  and  degrade  service 

INCORPORATION  plans  for  Assn.  of  Maximum  Service  Telecasters  were  approved  by 

the  temporary  board  of  the  organization,  meeting  Wednesday  in  Washington.  L  to  r: ' 
standing,  Robert  D.  Swezey,  WDSU-TV  New  Orleans;  P.  A.  (Buddy)  Sugg,  WKY-TV  Okla- 

homa City;  Harold  Stuart,  KVOO-TV  Tulsa;  David  Baltimore,  WBRE-TV  Wilkes-Barre; 

seated,  Charles  Crutchfield,  WBTV  (TV)  Charlotte;  Harold  Gross,  WJIM-TV  Lansing;  Jack 

Harris,  KPRC-TV  Houston,  chairman,  and  John  H.  DeWitt,  WSM-TV  Nashville.  Seated  at 

right  is  Edgar  Barton  of  White  &  Case,  New  York  law  firm  retained  to  handle  legal  details. 

to  the  people  in  order  to  provide  assistance  to 

a  few  broadcasters." The  AMST  executive  committee  approved  a 
set  of  bylaws  drafted  by  the  legal  committee 
and  White  &  Case,  subject  to  final  adoption  by 
the  membership,  which  will  be  called  to  a 

O  CZ3  O  CD 
u  u^"u?u  u  a  it 

TO  REACH  THB  HOME-FOLKS, 

mOB  THB  "LOCALS* 
Looking  for  an  outstanding  local  personality  to 

take  your  television  message  to  the 

five-city*  WTAR-TV  market?  Andy  Roberts, 
singing  star  with  such  big  names  as 

Jimmy  Dorsey,  Gene  Krupa  and  Sauter 
Finegan  and  now  a  Monday-Friday 

mid-day  feature  on  WTAR-TV  is  your  boy. 

It's  "theatre-in-the-round"  with 
Andy  Roberts  and  his  combo 

surrounded  by  enthusiastic  fans  both 
in  the  studio  and  in  their  homes. 

Available  for  "Class  C"  participations. 
Write  or  call  your  Petry  man  or  WTAR-TV  Norfolk. 

CHANNEL 

3 
NORFOLK.VA. 

Represented  by  Edward  Petry  &  Co. ,  Inc. 

meeting  early  in  August,  date  and  place  not 

yet  determined,  by  Jack  Harris,  KPRC-TV 
Houston,  temporary  chairman. 

These  AMST  bylaws  place  the  management 

responsibilities  of  the  organization's  affairs  in the  hands  of  a  board  of  15  directors,  to  be 

elected  to  one-year  terms  at  the  annual  meet- 
ing, to  be  held  during  January.  The  board 

then  elects  the  officers:  a  president  and  vice 
president  from  its  own  members,  a  secretary  and 
treasurer  who  need  not  be  board  members,  may 
be  the  same  person  and  may  be  salaried. 

Membership  in  AMST  is  open  to  "any  indi- 
vidual, partnership,  firm  or  corporation  who 

shall  own  and  operate  a  television  station,  vhf 
or  uhf,  in  the  United  States  rendering  maximum 
service  by  operating  at  maximum  effective 
radiated  power  permitted  for  such  stations  by 

the  rules  and  regulations  of  the  FCC."  Semi- annual dues  are  established  as  the  highest 

quarter-hour  rate  as  of  Jan.  1  and  July  1  each 

year,  payable  on  the  day  after  the  annual  meet- 
ing and  on  July  1. 

It  was  decided  that  the  maximum  power  pro- 

vision would  be  measured  by  each  station's 
status  as  of  July  1,  1956,  and  that  all  educa- 

tional stations  complying  with  the  eligibility 
terms  be  invited  to  become  honorary  members 
of  AMST,  with  no  dues. 

Action  on  other  matters,  such  as  establishing 
Washington  headquarters,  appointing  permanem 
legal  communications  counsel,  naming  public 
relations  counsel  and  the  like  were  left  for  the 

membership  meeting  in  August.  "AMST  can- 
not be  a  ten-man  organization,"  a  spokesmar 

told  B«T.  "The  whole  television  broadcasting 
industry  must  understand  the  problems  and 
take  part  in  their  solution  if  the  solution  is  to 
be  an  effective  one  that  will  truly  protect  the 
interests  not  only  of  the  telecasters  but  of  the 

public  as  well." 
The  August  meeting  will  elect  officers  and 

directors  to  succeed  the  temporary  group,  con- 
sider plans  for  the  engineering  tv  coverage 

study  now  being  made  by  a  committee  and 

by  A.  D.  Ring  &  Assoc.,  Washington  engineer- 
ing firm  retained  by  the  executive  committee 

for  that  purpose  [B*T,  June  25],  act  on  recom- 
mendations of  the  legal  and  membership  corn- 
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The  account  executive  has  taken 

a  "rough  cut"  at  media  selection 

for  a  new  campaign  •  he  and  the 

media  director  sit  down  to  refine 

the  list  •  your  medium  is  questioned 

they  reopen  the  account  man's  copy 

of  Standard  Rate  . . .  and  if  you 

have  a  Service-Ad  near  your  listing 

For  the  full  story  on  the  values  1,161  media  get  from  their 

Service-Ads,  see  Standard  Rate's  own  Service-Ad  in  the 
front  of  any  edition  of  SRDS;  or  call  a  Standard  Rate 
Service-Salesman. 

N.Y.C.-Murray  Hill  9-6620  •  CHI.- Hollycourt  5-2400  •  L.  A.— Dunkirk  2-8576 

Note:  According  to  a  study  of  SRDS  use  made  by  National  Analysts, 
Inc.,  87%  of  all  account  men  interviewed  make  use  of  one  or  more  of 

the  SRDS  publications. 



mittees  and  conduct  whatever  other  business  is 
necessary. 
AMST  has  no  signed  members  as  yet,  the 

spokesman  said,  adding  that  "we  don't  even 
have  membership  blanks  for  them  to  sign."  He 
said  he  expects  that  the  organization  will  have 
a  membership  of  150  to  175  stations  after  it 
gets  started. 

Three  members  who  have  been  added  to  the 
temporary  board  since  its  last  previous  meeting 

June  21  attended  last  week's  meeting.  They 
are:  Robert  D.  Swezey,  WDSU-TV  New 
Orleans,  chairman  of  the  legal  committee; 
Harold  Stuart,  KVOO-TV  Tulsa,  a  member 
of  the  legal  committee,  and  David  Baltimore, 
WB RE-TV  Wilkes-Barre,  one  of  the  four  uhf 
stations  operating  with  the  authorized  maximum 
power  of  1,000  kw  and  so  eligible  for  AMST 
membership.  (The  other  three  are  WILK-TV 
Wilkes-Barre,  KPTV  (TV)  Portland,  Ore.,  and 
WJMR-TV  New  Orleans.) 

Also  present  at  the  meeting  on  Wednesday 
were:  Chairman  Harris;  Charles  Crutchfield, 
WBTV  (TV)  Charlotte,  N.  C,  vice  chairman; 
John  H.  DeWitt,  WSM-TV  Nashville,  chairman 
of  the  AMST  engineering  committee;  Harold 
Gross,  WJIM-TV  Lansing,  Mich.,  temporary 
secretary-treasurer  and  chairman  of  the  mem- 

bership committee;  P.  A.  (Buddy)  Sugg,  WKY- 
TV  Oklahoma  City.  Unable  to  attend  were 
Harold  Hough,  WBAP-TV  Fort  Worth,  and 
Howard  Lane,  KOIN-TV  Portland,  Ore. 

TVB  FAR  WEST  PITCHES 

FEATURE  CARNATION'S  TV 
Presentations  last  week  in  Los 

Angeles  and  San  Francisco  at- 

tended by  1 ,300;  Denver  show- 
ing tomorrow  expects  300. 

OVER  700  Southern  California  advertising  and 
agency  executives  filled  the  Cocoanut  Grove  at 

Los  Angeles'  Ambassador  Hotel  Tuesday  to  see 
the  Television  Bureau  of  Advertising's  explana- 

tion of  how  television  swept  to  first  place  in 

national  billings  in  1955,  replacing  the  tradi- 
tional leader,  newspapers.  Another  600  spend- 

ers of  advertising  dollars  saw  the  TvB  presenta- 
tion Thursday  at  the  Fairmont  Hotel  in  San 

Francisco  while  about  300  executives  are  ex- 
pected tomorrow  (Tuesday)  for  the  showing  in 

Denver  at  the  Cosmopolitan  Hotel. 

Of  particular  interest  to  west  coast  agency 
and  advertiser  representatives  was  the  TvB  dis- 

closure of  the  Carnation  Co.  spending  trend 
from  no-tv  dollars  in  1946  to  56%  of  its  adver- 

tising budget  for  tv  this  year.  Carnation  head- 

quarters in  Los  Angeles  and  is  one  of  the  West's 
biggest  advertisers.  TvB  cited  the  Carnation 

history  as  the  "typical  advertiser"  because  its 
four  media  allocations  approximate  a  composite 
of  all  leading  national  advertisers  [B»T,  May 
28]. 

In  1946  Carnation  invested  61%  of  its  budget 

in  radio,  18%  in  magazines  and  21%  in  news- 
papers while  this  year  the  company  is  spending 

56%  in  tv,  9%  in  radio,  18%  in  magazines  and 
17%  in  newspapers,  TvB  President  Oliver 
Treyz  told  the  Los  Angeles  group. 

He  also  cited  the  five  agencies  operating  on 

the  West  Coast  which  purchase  the  most  tv  na- 
tional spot.  First,  he  said,  is  BBDO  with  Pacific 

Telephone  &  Telegraph  Co.,  M.J.B.  coffee  and 
Calso  gasoline.  Second  is  N.  W.  Ayer  &  Son 
with  Hawaiian  pineapple,  Hills  Bros,  coffee  and 
Magna  Products.  Third  is  Erwin,  Wasey  &  Co. 
with  Carnation,  Chicken  of  the  Sea  tuna  and 

Safeway.  McCann-Erickson  is  fourth  with  Cali- 
fornia Packing,  California  Walnut  Growers, 

Lucky  Lager  beer,  Pacific  Power  &  Light  and 
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SOS  cleaner  while  fifth  is  Rockett-Lauritzen 
with  Lewis  dog  food. 

Assisting  Mr.  Treyz  in  the  presentations  are 
Gene  Accas,  TvB  director  of  operations;  W.  D. 

Rogers  Jr.,  KDUB-TV  Lubbock  and  KPAR-TV 
Sweetwater,  Tex.,  chairman  of  the  TvB  board; 
and  George  Huntington,  TvB  sales  development 
director. 

Co-op  Advertisers  Goal 
Of  Latest  RAB  Promotion 

WITH  "almost  half  of  co-op  advertising  dollars 

going  unspent  in  all  media  due  to  retailers' 
failure  to  use  the  money  in  a  specified  time," 
Radio  Advertising  Bureau  last  week  prepared 
to  bridge  the  gap  with  a  new  promotional  tool, 

the  "Dealer  Co-op  Data  Book." 
In  explaining  why  RAB  is  sending  its  mem- 

ber stations  the  heavy-duty  three-ring  binder 
containing  data  on  1,600  products  made  by  450 
manufacturers,  RAB  President  Kevin  A.  Swee- 

ney pointed  out  that  "almost  one-quarter  of  all 
advertising  dollars  spent  in  the  most  important 

INSPECTING  the  new  RAB  "Dealer  Co-op 
Data"  book  are  Arch  Madsen  (I),  director 
of  station  services  for  RAB,  and  Sherril 

Taylor,  vice  president  and  director  of  pro- 
motion for  the  radio  organization. 

retail  fields  stems  from  co-op  allowances,"  and that  with  this  fact  book  on  hand  RAB  member 

stations  will  have  a  chance  to  "get  this  [unspent] 

money  before  it  goes  down  the  drain." 
The  data  book  contains  all  available  plans 

of  the  products  and  manufacturers  listed,  dis- 
tribution, allowance  arrangement,  amount  and 

type  of  radio  used,  billing  procedure  and  stip- 
ulated co-op  year  (the  deadline  by  which  allo- 

cated monies  must  be  spent).  The  book  "super- 
sedes" the  former  RAB  co-op  card  system,  Mr. 

Sweeney  declared,  and  will  keep  stations  up  to 
date  on  co-op  advertising. 

NARTB  Engineering  Unit  Set 

MEMBERSHIP  of  NARTB's  Engineering  Ad- 
visory Committee  was  anounced  Tuesday  by 

NARTB  President  Harold  E.  Fellows.  Ray- 
mond F.  Guy,  NBC,  was  named  chairman. 

Other  members  are  Glenn  G.  Boundy,  Storer 

Broadcasting  Co.;  Ralph  Harmon,  Westing- 
house  Broadcasting  Co.;  Phil  Hedrick,  WSJS 
Winston-Salem,  N.  C;  Thomas  E.  Howard, 
WBT  Charlotte,  N.  C;  William  B.  Lodge,  CBS- 
TV;  Frank  Marx,  ABC;  George  L.  McClana- 
than,  KPHO  Phoenix;  C.  G.  Noper,  WMAR- 
TV  Baltimore;  James  D.  Russell,  KKTV  (TV) 
Colorado  Springs  (board  liaison);  Orrin  W. 
Towner,  WHAS  Louisville,  and  Harry  Tilley, 
WOR  New  York. 

RAB  Team  Woos  Chicago 

Advertisers  Not  Using  Radio 

SEVERAL  of  the  Midwest's  regional  and  local 
advertisers  who,  as  a  composite,  spend  an  esti- 

mated $28  million  annually  on  advertising  but 
proportionately  little  on  radio,  were  targets  of 

Radio  Advertising  Bureau's  "sales  blitz  team" 
in  Chicago  last  week. 

Headed  by  President  Kevin  Sweeney,  the 
RAB  team  gave  over  55  presentations  within 
five  days,  calling  on  banks,  savings  and  loan 
associations,  food  chains,  petroleum  companies, 
utilities,  food  processors,  furniture  houses  and 
department  stores.  Mr.  Sweeney  described  ad- 

vertiser response  to  the  radio  pitch  as  favorable, 
with  most  firms  showing  interest  in  the  presenta- 

tions. Agency  representatives  also  took  part  in 
some  of  the  presentations. 

The  presentations  covered  a  representa- 
tive cross-section  of  categories.  Responses  en- 

countered by  RAB's  team  were  discussed  in- 
formally with  stations'  sales  representatives  dur- 

ing the  week. 

RAB  will  conduct  its  next  "sales  blitz"  during 
August  in  San  Francisco,  third  city  to  be  can- 

vassed under  plans  approved  by  the  RAB  board 
early  in  June  [B*T,  June  11]. 

Watchmakers  Are  Targets 

Of  RAB  Color  Presentation 

THE  SONG  "Time  on  My  Hands"  apparently 
means  nothing  to  nearly  one  fourth  of  all  U.  S. 
watch  owners.  According  to  Radio  Advertising 
Bureau,  25%  of  watch  owners  cannot — without 
looking — identify  by  brand  name  the  watch 
they  wear. 

With  this  fact  and  others  combined  in  a  spe- 

cial multi-color  slide  presentation,  RAB's  Car- 
roll McKenna  is  currently  urging  top  U.  S. 

watchmakers  to  buy  more  radio  time  in  order 

to  sell  more  timepieces.  Titled  "It's  Time  for 
Radio  Advertising  for  Watches,"  RAB's  pres- 

entation is  believed  to  be  the  only  industry-wide 
survey  on  watches  made  public  since  1947. 

According  to  RAB's  vice  president  and  gen- 
eral manager,  John  F.  Hardesty,  the  survej 

questioned  watch  owners  in  Baltimore,  Detroit 
New  Orleans  and  Portland,  Ore.,  taking  intc 
consideration  age,  sex  and  whether  the  watcl 
was  a  gift  or  personal  purchase. 

RAB  Sends  Out  'Ammunition' 
On  Radio's  Sales  Impact 

RADIO  salesmen  have  received  some  statistica 

ammunition  from  Radio  Advertising  Bureau 

the  form  of  two  sales  aids — both  designed  ti 
to  show  radio  does  the  job  of  advertisin 

quicker,  better  and  cheaper. 
In  the  first  of  a  series  of  newsletters,  Na 

tional  Radio  Salesman,  RAB  pointed  out  th 

difference  in  cost  of  network  and  spot  rad 

with  production  costs  of  magazine  advertisin 

by  stating  that  an  advertiser  "can  make  twic 
the  sales  impressions  with  radio  for  the  pre 

duction  costs  alone  of  a  full-page,  four-colo 

ad  in  the  nation's  top  magazine."  The  oth 
sales  aid,  a  28-page  booklet  containing  th 
latest  readership  figures  compiled  by  Dani 

Starch  &  Staff,  breaks  down  readership  int 

various  advertising  categories  and  shows  th; 

"true  readership  of  advertising  [is]  not  base 
upon  total  circulation  but  upon  accurate  reade 

ship  figures." 
Broadcasting Telecastin 



WCCO  television  has  more 

quarter-hour  wins 

than  all  other 

Minneapolis  -  St.  Paul 

television  stations 

*of  the  448  quarter  hours  of  programming  from  8  a.m. 

to  midnight.  7  days  a  week.  Nielsen  (March)  gives 

WCCO  television  66%;  ARB  (May)  shows  62%  are 

WCCO  television's;  Telepulse  (May)  puts  it  at  72%! 

CBS   Television  for  the  Northwest 

CCO  television. 

MINNEAPOLIS  -  ST.  PAUL 

Represented  by  Peters,  Griffin  &  Woodward 

combined 
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Now !  Remote  Switching  o 

COLOR  OR  MONOCHROME... 

CineScanner— Superior  for  Monochrome  .  .  •  and  Color! 

Designed  for  studio/master  con- 
trol applications  —  Low  voltage 

D.C.  relays  eliminate  costly  video 
cabling. 

Effects  substantial  savings  on 

video  processing  equipment  costs 
— as  little  as  one-tenth  the  equip- 

ment required  in  some  cases. 

"A  Control  panel  and  switching  chas- 
sis designed  to  fit  various  station 

layouts  —  provides  utmost  flexi- 
bility in  station  design. 

A  Switching  chassis  designed  for 

standard  rack  installation — mini- 
mum rack  space  required. 

*k  Module  design  (10  inputs  x  2  out- 

puts) permits  ease  of  expansion. 

"A"  Permits  multiple  control  points. 

~A  Built-in  tally  lights  and  order 
wire  circuits — auxiliary  contacts 

for  program  audio. 

PHILCO  CORPORATION 
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Any  TV  Program  Source 

COMPOSITE  OR  NON-COMPOSITE 

HERE  is  a  compact,  versatile  TV  switch  that 

can  be  interconnected  anywhere  in  your  TV 

broadcast  system.  It  will  handle  "simultaneous" 

(RGB),  encoded  color  and  monochrome — com- 

posite or  non-composite  ...  by  remote  control ! 

This  feature  alone  means  big  savings  in  encoding 

and  distribution  equipment. 

But,  this  is  only  one  of  many  important  ad- 

vantages. For  example,  by  use  of  special  color- 

coded  patch  plugs,  video  control  of  film,  slide  or 

live  source  can  be  transferred  from  studio  to 

master  control  or  to  transmitter  room  in  a  matter  of 

seconds.  Studio  and  master  control  switching  func- 

tions can  be  accomplished  by  a  single  switching  ' 
chassis  at  the  console  or  in  a  relay  rack.  In  addi- 

tion, the  system  will  control  wipes,  splits,  fades, 

dissolves  and  other  special  effects. 

Get  full  technical  data  on  this  newest  addition 

to  Philco  CineScanner  Color  Equipment.  Write 

Philco,  Dept.  BT  today. 

lew  TV  Switching  System  proves  "simultaneous"  switching  practical  and  desirable 

OVERNME  NT  AND 

NDUSTRIAL  DIVISION 

PHILADELPHIA  44 

PENNSYLVANIA 

In  Canada:  Philco  Corporation  of  Canada  Limited,  Don  Mills,  Ontario 
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STATIONS 

/^RATIFYING  if  not  sensational  .  .  . 
^^This  in  essence  sums  up  the  impact  of  WNBQ 

(TV)  Chicago's  first  three  months  as  an'  "all 
color"  station,  according  to  executives  of  NBC- 
TV's  Central  Div.,  whose  overall  view  includes 
program  exposure,  the  sale  of  color  sets  in  the 
area  and  agency-client  acceptance. 

3ince  April  15,  when  it  went  into  its  pioneer- 
ing operation,  the  network  owned-and-operated 

outlet  has  thrown  all  its  weight — as  well  as  the 
labyrinthine  resources  and  facilities  of  RCA  and 
NBC — behind  color  television,  both  in  its  lab- 

oratory (behind  the  scenes)  and  over  the  air 
(in  programming). 

Jules  Herbuveaux,  NBC  vice  president  and 
general  manager  of  WNBQ  (and  its  radio 
affiliate  WMAQ),  will  tell  you  that  he  did  not 
expect  the  millennium  overnight.  He  explains: 

"Operating  a  color  television  laboratory  [for 
other  NBC  owned-and-operated  stations  and 
network  affiliates]  we  learn  and  un-learn  things 

every  day  .  .  ." 
The  "learning  and  un-learning"  has  provided 

answers  to  a  number  of  problems,  which  by 
their  very  nature  are  not  necessarily  limited  to 
WNBQ. 

Mr.  Herbuveaux  and  his  assistants  say  that 
many  anticipated  difficulties,  particularly  those 
involving  production,  have  never  come  up.  The 
most  vexing  problems  in  pioneering  color  were 
those  of  lighting,  makeup  and  sets.  WNBQ 
learned  quickly  that  it  could  use  less  lighting 
than  expected  for  color — just  as  in  the  pioneer 
day  of  black-and-white — and  found  it  advan- 

tageous to  modify  its  sets.  Generally,  anything 
that  looked  good  to  the  naked  eye  looked  good 
on  color  cameras. 

Some  problems  arose  in  the  case  of  the  Bob 
and  Kay  show  when  converted  to  color,  accord- 

ing to  Phil  Bodwell,  its  producer.  Production 
routines  were  revised  when  two  color  cameras 
were  substituted  for  three  monochrome  ones  to 
allow  for  slower  movements  of  color  gear.  The 
crew  found  it  harder  to  dolly  the  heavier  color 
cameras.  A  video  engineer  was  required  for 
each  camera;  previously,  one  had  sufficed  for 
all  three.  Another  difficulty  arose  on  scripts. 

The  station's  continuity  acceptance  department 
found  it  advisable  to  call  for  use  of  colored 
paper,  to  avoid  white  blobs.  Similar  lighting 
problems  came  up  with  respect  to  display  of 
white  goods. 
From  the  outset  of  its  color  conversion, 

WNBQ  has  been  programming  all  local  live 
studio  shows,  NBC  spectaculars  and  across-the- 
board  programs  (like  Matinee  Theatre),  some 

film  and  all  station  breaks  and  "promos"  in 
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COLOR  AT  WNBQ  (TV): 

THREE  MONTHS  LATER 

color.  Its  local  schedule  (running  about  five 
hours  daily)  has  remained  substantially  the 
same,  with  a  breakdown  of  about  33  hours 
(Monday  through  Sunday),  plus  over  eight 
hours  of  network  tinted  tv  fare  per  week — 
or  an  average  of  over  40  hours  weekly.  By  fall, 
with  stepped  up  network  programming,  WNBQ 
probably  will  reach  10  hours  daily. 

The  imminent  completion  of  WNBQ's  Studio 
"E,"  the  last  of  its  four  studios  to  be  converted 
to  color,  by  Aug.  1,  together  with  its  pioneer 
experience  in  color  tv,  should  place  WNBQ  in 

good  stead  to  showcase  color  for  the  network's 
other  outlets  (such  as  WRCV-TV  Philadelphia 
and  others  so  equipped)  at  some  early  future date. 

While  WNBQ  executives  are  reluctant  to 

discuss  plans  at  this  time,  it's  known  that  a 
weekly  live  talent  show  (along  the  lines  of  the 

stations'  Adults  Only  variety  program)  is  under 
study  and  will  be  auditioned  soon.  It  would 

be  a  limited  presentation  (not  closed-circuit) 
and  would  serve  to  permit  other  NBC  outlets 
to  receive  and  transmit  color  programs.  It 
would  fall  under  the  guiding  hand  of  Charles 

Denny,  NBC  vice  president  in  charge  of  net- 
work owned  stations  and  NBC  Spot  Sales. 

In  Chicago,  according  to  Mr.  Herbuveaux, 
WNBQ  has  received  a  good  many  more  favor- 

able than  unfavorable  letters  on  its  color  trans- 
mission, both  from  color  and  monochrome  set 

owners. 

It's  acknowledged  that  RCA-NBC  encount- 
ered technical  problems  on  "C-Day,"  involving 

mostly  color  set  adjustments.  NBC  Chicago  re- 
ceived about  32  letters  that  first  week  of  all- 

color,  the  majority  of  them  claiming  transmis- 
sion was  good.  Most  of  the  complaints  came 

from  owners  of  black-and-white  sets.  As  for 
color  receivers,  90%  of  the  complaints  were 
about  a  new  color  map  WNBQ  used  on  its  Clint 
Youle  Weather  Show.  Instances  of  complaints 
from  color  owners  were  checked  at  once  by  the 
RCA  Service  Co.  in  honoring  service  contracts 
of  set  buyers.  In  recent  months  there  have  been 

few  if  any  complaints  on  black-and-white  recep- 
tion of  color  transmission,  according  to  WNBQ; 

the  location  of  set  owners  seems  to  have  been 

a  factor,  and  some  reported  even  better  mono- 
chrome reception  than  before  color. 

Henry  Sjogren,  assistant  general  manager  at 
WNBQ,  sums  it  up  in  this  manner: 

"We  must  maintain  a  picture  that  is  good  in 
black  and  white  and  beautiful  in  color.  The 
time  is  rapidly  paring  down  for  any  differences 

between  black-and-white  and  color  production." 
As  to  promotion,  WNBQ  plans  to  carry  on 

with  Master  Tommy  Tint,  its  puckish  promo- 
tional character,  with  the  aid  and  assistance  of 

a  female  counterpart.  The  emphasis  will  be  on 
cartoons  rather  than  slides,  according  to  Howard 

Coleman,  advertising,  promotion  and  merchan- 
dising director  of  the  NBC  oulet. 

For  some  weeks  now,  even  prior  to  "C-Day," 
WNBQ  has  been  conducting  color  "orientation" sessions  for  its  present  advertisers  and,  lately, 
their  agencies.  For  the  most  part,  the  reaction 
of  both  groups  has  been  favorable.  There  can 
be  little  criticism  attached  to  a  laboratory 
project  that  permits  advertisers  to  see  their 
wares  demonstrated  on  color  tv  and  to  experi- 

ment at  no  extra  charge. 

Mr.  Herbuveaux  is  personally  gratified  with 
the  enthusiasm  shown  thus  far,  as  are  a  number 
of  advertisers.  Advertisers  are  finding  out  a  lot 
about  product  designs,  labels  and  other  matters. 
The  regular  Wednesday  sessions  were  recently 
opened  up  to  agencies  on  behalf  of  their  clients. 
Typical  of  agency  reactions  are  those  of  execu- 

tives of  Needham,  Louis  &  Brorby  Inc.,  Chi- 
cago, which,  like  WNBQ,  has  pioneered  in 

color.  Other  agencies  scheduled  to  take  part 
are  J.  Walter  Thompson  Co.,  Wherry,  Baker  & 
Tilden  and  many  others. 

Among  existing  WNBQ  clients  which  have 
been  or  are  now  presenting  color  commercials 
at  this  time  are  the  following:  Peoples  Gas 
Light  &  Coke  Co.  (film);  Peter  Hand  Brewing 

Co.  (live  on  Dr.  Hudson's  Secret  Journal); 
Martin's  Oil  (film);  Tv  Guide  (slide);  Armour 
&  Co.  (live  on  Clint  Youle's  weather  show); 
Atchison,  Topeka  &  Santa  Fe  (live  on  Youle); 
Miles  Labs  (filmed  20-second  spots);  Whirl  - 
pool-Seeger  Corp.  (live  and  film  spots  on  Kukla, 
Fran  &  Ollie  on  WNBQ  and  also  commercials 

on  Milton  Berle's  NBC-TV  show);  Sears,  Roe- 
buck &  Co.  (live  on  Bob  &  Kay  Show  With 

Eddie  Doucette);  Sidney  Wanzer  &  Sons  (live 
on  Youle);  Commonwealth  Edison  Co.  (live  on 
Bob  &  Kay);  Jewell  Tea  Co.  (live  on  Noontime 
Adventures);  Home  Federal  Savings  &  Loan 

Assn.  (live  on  Alex  Dreier's  news  show),  and 
others,  including  Joanna  Western  Mills,  Rust- 
Oleum,  Olson  Rug,  Canada  Dry  (Youle), 

Kresge's,  Pepsi-Cola  and  duPont. 
A  goodly  number  of  these  clients  have  par- 

ticipated or  expressed  interest  in  WNBQ's  color 
sessions.  Among  others  who  also  have  taken 
part  are  Coca-Cola,  Swift  &  Co.,  Libby,  Mc- 

Neill &  Libby  and  Mystik  Adhesive  Products 
Co. 

Better  Now  Than  Ever 

Mr.  Herbuveaux  claims  that  more  than  10% 

of  WNBQ's  clients  are  now  in  color  television 
(compared  to  2%  late  in  May)  and  that  client 
are  constantly  evincing  interest  in  filmed  and 
other  commercials.  The  past  few  months,  he 
says,  have  proved  excellent  businesswise  for 

WNBQ  despite  what  he  calls  a  "historically 
dead  season."  He  adds:  "We're  better  off  now 

than  we've  ever  been." 
WNBQ  also  has  been  receiving  renewals  at 

steady  pace  from  advertisers  who  converted  tc 
color.  Among  those  reported  a  fortnight  age 
were  RCA  (for  RCA  Color  Theatre,  13  weeks) 
Atchison,  Topeka  and  Santa  Fe  Railway  (Clin 

Youle  Weather,  for  13  weeks),  and  Rust-Oleun 
Corp.  (for  Jack  Angell  and  News,  13  weeks). 

In  other  new  business,  Polk  Bros,  departmen 

store  has  purchased  an  across-the-board  12  mid 
night- 1  a.m.  strip  for  two  film  series.  Com 
mercials  will  be  done  live  and  in  color,  anc 
some  color  film  will  be  used  later. 

Mr.  Herbuveaux  said  "we  have  found  ou 
that,  despite  the  elaborateness  of  some  produc 
tions,  good  film  commercials  can  be  put  to 
gether  for  no  more  than  from  25  to  50%  ove 

production  cost  of  black  and  white."  As  wouli 
be  expected,  WNBQ  points  to  its  ability  i: 
turning  out  live  commercials. 
WNBQ  makes  no  extra  charge  for  color  a 
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such,  save  additional  costs  for  added  facilities. 
Established  black-and-white  clients  at  the  sta- 

tion are  protected  against  ballooning  charges, 
though  WNBQ  does  charge  extra  for  announce- 

ments adjoining  network  programs  (from  $95 
extra  up). 

WNBQ  has  no  set  formula  at  present  for  ex- 

tra color  charges  and  claims  the  problem  is  "full 
of  variables."  Any  additional  costs  for  facilities 
are  usually  reflected  in  extra  rehearsal  time  or 
in  the  call  for  more  elaborate  sets.  Theoreti- 

cally, this  could  vary  from  1%  up.  The  feeling 
is  that  as  production  and  technical  people  be- 

come more  proficient,  rehearsal  time  can  be 
reduced.  The  fact  remains,  however,  that 

WNBQ  does  not  charge  black-and-white  clients 
any  more  per  se  for  converting  to  color — and 
they  pay  the  regular  participation  or  program 
time  rate.  The  same  holds  for  any  new  adver- 

tiser on  live  commercials.  In  the  case  of  film, 
color  commercials  could  prove  more  costly, 
depending  again  on  the  type,  although  this  is 
a  production  matter  between  the  agency  and 
client  and  WNBQ  is  not  directly  involved. 

John  Keys,  WNBQ  sales  director,  says  color 
film  costs  the  client  approximately  25% -50% 
more  than  black-and-white,  and  disagrees  with 
any  notions  that  costs  will  rise  out  of  hand, 
multiplying  two  or  three  fold.  He  notes  that 

"our  biggest  job  is  to  convince  advertisers  the 
impact  of  color  pays  off.  The  advertiser  ad- 

mits the  impact  but  still  is  awaiting  a  greater 

number  of  sets  in  some  instances."  He  added 
that  agencies  are  more  aware  than  ever  of 

color's  effectiveness. 

Says  Mr.  Sjogren:  "The  reaction  of  advertis- 
ers has  been  enlightening.  Our  desire  is  to 

have  advertisers  convert  as  quickly  as  possible 
from  black  and  white  to  color.  The  main  thing 
of  concern  to  advertisers  is  the  number  of  sets 

on  the  market — shall  they  make  the  additional 

cost  investment  in  terms  of  sets?"  Mr.  Sjogren 
makes  no  secret  of  his  pride  in  WNBQ's  repu- 

tation for  live  programming  and  a  rather  ob- 
vious preference  for  live  commercials  as  against 

color  film.  He  also  feels  that  as  present  clients 
realize  the  merchandising  value  of  color,  they 
will  turn  more  and  more  to  it.  He  also  believes 
any  station  in  the  future  should  be  able  to 

"convert  more  easily  to  color"  but  expects  a 
"slow  pace." 

Color  seems  to  have  proved  acceptable  to 
advertisers,  to  the  end  of  greater  experimenta- 

tion. Here  are  some  typical  comments: 

Armour  &  Co.  (William  Galbraith,  foods 

advertising  manager) — Claims  there  is  no  doubt 
but  what  the  trend  is  toward  color.  "It's  in- 

evitable." Says  commercials  on  Clint  Youle's 
program  "gives  us  a  chance  to  experiment  and 
we're  getting  progress  reports  all  the  time  from 

I  our  agencies,  N.  W.  Ayer  &  Son  and  Tatham- 

Laird  Inc.  We've  conditioned  ourselves  for  ex- 

perimentation." (Kenneth  Skillen,  general  ad- 
vertising manager) — "Food  belongs  in  color 

tv."  (Note — Armour  also  has  used  color  else- 
where and  on  NBC-TV's  George  Gobel  Show 

for  its  soap  product,  Dial.) 

George  Hartman  Co.  (Bud  Hartman  Jr.,  ac- 

count executive) — Agency  handles  Joanna 
Western,  Sidney  Wanzer  and  part  of  Sears 
account.  Praised  WNBQ  lab  setup  for  color 

commercials.  Noted  that  Wanzer  has  "cor- 

rected" products  for  live  commercials  on  Youle 
show  and  also  will  convert  slides  to  color. 

Reported  that  Mystik  Adhesive  Products  has 

I  tested  color  tape  products  in  WNBQ  sessions, 
though  not  a  station  client. 

It's  known  that  Sears,  Roebuck  &  Co.  is 
very  definitely  color-minded.    When  WNBQ 

|  went  all-color,  Sears  bought  approximately  35 

spots  on  the  station  and  continues  live  color 

spots  on  Bob  and  Kay.  Among  products  adver- 
tised in  color  are  air-conditioners,  electric 

ranges,  fencing  equipment,  slip  covers  and 
draperies,  and  its  Silvertone  color  tv  sets  (man- 

ufactured by  Warwick  Mfg.  Co.).  It's  under- 
stood that  Sears  has  ambitious  plans  as  a 

retailer  for  color  tv. 

Swift  &  Co. — Declined  to  comment  on  color 
sessions  and  its  future  in  medium. 

Commonwealth  Edison  Co.  (advertising  de- 
partment spokesman,  who  declined  to  be 

quoted  by  name) — Reports  "we  haven't  given 
much  thought  to  it  [color  tv]."  Claims  firm  has 
gone  along  because  color  is  "good  for  demon- 

stration purposes." Peter  Hand  Brewing  Co.  for  Meister  Brau 
beer  (Andrew  S.  Gantner,  advertising  director) 

— "We  feel  we're  doing  better  than  many  others 
with  color  spots  (live  and  film)  on  Dr.  Hud- 

son's Secret  Journal  and  other  station  time, 
but  of  course  the  number  of  sets  probably  will 
control  the  color  situation.  There  is  hardly  any 
difference  in  cost  at  present  for  color,  whether 
live  or  film.  When  pro-rated  color  film  is  not 

expensive."  He  noted  that  the  company's 
brightly-colored  cans  lend  themselves  particu- 

larly to  color  treatment. 

One  sponsor,  whose  advertising  spokesman 
asked  that  his  firm  not  be  identified,  was  more 
critical  of  the  color  situation.  He  said  his  com- 

pany had  "no  choice"  but  to  convert  to  color 
but  is  still  interested  primarily  in  the  black- 

and-white  market.  "Why  appeal  to  the  smaller 
segment  of  the  market  (color)  and  let  the 

larger  market  (monochrome)  go  to  pot?"  he 
asked.  The  spokesman  claimed  his  firm  has 

"made  adjustments  in  our  thinking  after  being 
required  to  experiment  at  standard  rates."  His 
company  tried  color  film  clips  but  is  using 
black-and-white  commercials  predominantly 
now.  He  claimed  that  the  foremost  considera- 

tion in  going  into  color  is  not  an  economic  one 

but  one  of  quality.  He  added  that  "we'll  con- 
tinue to  look  into  color"  as  a  natural  for  his 

company's  services  and  that  "we  don't  want  to 
be  critical — they're  (the  station)  doing  a  good 
job."  The  payoff:  the  advertiser  has  renewed 
its  program  on  WNBQ. 

Has  the  public  been  favorably  disposed  to 
color  tv  in  Chicago? 

The  answer  would  seem  to  be  affirmative — 

favorably  disposed  and  exposed.  WNBQ  exec- 
utives point  out  that,  with  relatively  few  color 

sets  on  the  market  yet,  an  appraisal  of  ratings 
would  mean  nothing.  There  have  been  few 
letters,  station  executives  report,  complaining 
about  transmission  of  color  fare.  (They  reached 

the  peak  immediately  after  the  "C-Day"  debut, 
most  of  them  from  black-and-white  set  owners, 
according  to  Mr.  Sjogren.) 

Chicago  television  certainly  has  a  stake  in 

the  overall  picture,  aside  from  WNBQ's  "pump- 
priming"  role,  and  the  NBC  station  is  counting 
heavily  on  that  prospect  and  biding  its  time 
while  pioneering  the  industry  in  color  television. 

WHAT  THE  BOSS  THINKS  OF  WNBQ  COLOR 

IF  WE'VE  LEARNED  any  one  thing  from 
our  first  three  months  in  color,  we've  learned 
that  the  job  wasn't  as  tough  as  it  was  cracked 
up  to  be.  We  anticipated  many  more  prob- 

lems, especially  on  the  production  side.  Now. 
with  some  350  hours  of  local  color  program- 

ming behind  us,  we  wonder  what  all  the 
nervous  hand-wringing  was  about  back 
around  April  15. 

There  was  much  concern  over  the  fact  we 
had  less  than  a  week  to  color  test  the  ma- 

jority of  our  pro- 
grams on  camera 

before  beginning 

the  all-color  op- 

eration. If  we'd have  had  two 

weeks,  we'd  prob- 
ably have  devel- 
oped a  set  of  pre- 

conceived notions 
about  this  color 
business  which 
would  have  been 
tossed  out  of  the 
studio  in  the  first 
hour  of  actual  on 
the  air  color 

practice. 
Before  all- color,  I  felt  that 

perhaps  I  was 
guilty  of  over-simplifying  the  problems  and 
difficulties  facing  the  station  in  this  pioneer- 

ing project.  Color  is  basic  and  natural.  We 
live  it,  wear  it,  eat  it  and  even  ride  in  it — 
look  at  the  nearest  parking  lot.  Now  we  put 
an  electronic  camera  on  life  in  all  its  natural 

color.  Generally,  we've  found  that  if  it  looks 
good  to  the  eye,  it  looks  good  to  the  camera. 
This  is  the  approach  I  wanted  us  to  take 

MR.  HERBUVEAUX 

towards  color.  Color  is  a  natural  and  that's 
the  way  we're  treating  it. 

We  had  problems,  but  they  were  not  dif- 
ferent nor  more  difficult  than  those  we  faced 

in  the  early  days  of  black-and-white  televi- 
sion. Mostly  they  involved  things  like  light- 

ing, make  up  and  sets.  As  an  example,  it  didn't 
take  the  industry  long  to  reduce  the  amount 
of  light  needed  for  black-and-white,  and 
we're  learning  to  use  less  light  than  antici- 

pated for  color.  We  made  an  almost  100% 
overhaul  of  show  sets,  redesigning  them  with 
an  eye  for  simplicity.  No  problems  here  ex- 

cept in  one  case  where  we  allowed  ourselves 
to  become  over-awed  by  the  magic  of  color. 
We  developed  a  fancy  transparent,  illumi- 

nated map  for  weatherman  Clint  Youle.  It 
developed  more  bugs  than  a  Skid  Row  flop- 

house and  in  less  than  a  week  Clint  was  back 
at  his  old  map,  which  was  colorful  enough 

to  begin  with. 
Operating  as  a  color  television  laboratory, 

we  learn  and  un-learn  things  every  day.  Like 

using  slip  covers  on  furniture  to  avoid  pos- 

sible clashes  with  talent  wardrobes.  I  don't 
like  to  use  the  term  "experimental."  With more  than  two  million  viewers,  most  of 
whom  are  watching  in  black-and-white,  you 
don't  experiment  on  the  air.  Not  noticeably, 
anyhow.  The  experimenting  goes  on  behind 

the  scenes,  and  I'm  gratified  by  the  enthusi- 
asm of  agencies  and  their  clients  in  the  color 

orientation  sessions  we  have  made  available 
to  everyone.  In  this  area,  we  are  conducting 
a  color  educational  campaign  which  will  pay 
off  in  more  advertising  dollars  going  into 
color  television.  The  introduction  of  lower 
priced  receivers  and  the  increase  in  network 
colorcasting  this  fall  should  start  color  set 
circulation  figures  zooming  in  the  Chicago area. 
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STATIONS 

NATIONAL  BREWING  Co.  (National  Bohemian  beer),  Baltimore,  signs  for  sponsorship 
of  41/2  innings  of  the  Washington  Nationals  baseball  games  for  the  next  three  years  on 
WWDC  Washington.  The  brewery  has  sponsored  Nat  games  on  WWDC  for  the  past 

four  years  and  the  station  is  in  its  14th  year  of  Washington  play-by-play  broadcasts. 
Present  for  the  contract  signing  are  (I  to  r):  seated,  Herbert  D.  Fried,  vice  president, 

W.  B.  Doner  advertising  agency,  Baltimore;  Norman  S.  Almony,  National  director  of  sales 
and  marketing;  Ben  Strouse,  WWDC  president;  standing,  Howie  Williams,  Doner  account 
executive,  and  Herman  M.  Paris,  WWDC  vice  president  in  charge  of  sales. 

Fetzer-Knorr  Tiger  Bid 

Turned  Over  to  Officials 

BID  of  John  E.  Fetzer,  head  of  Fetzer  Broad- 
casting Co.  stations,  and  Fred  A.  Knorr, 

WKMH  Dearborn  and  other  Michigan  stations, 
along  with  a  group  of  other  partners  interested 
in  buying  the  Detroit  Tigers  baseball  team,  is 
reported  to  have  the  best  chance.  The  bid, 
said  to  be  for  $5  million,  has  been  turned  over 

to  baseball  officials  along  with  three  others.  An- 
nouncement of  the  successful  bidder  is  ex- 

pected today. 

Those  in  partnership  with  Messrs.  Fetzer  and 
Knorr  include  Harvey  R.  Hansen,  Detroit  lum- 

berman and  vice  president-stockholder  in  the 
Knorr  stations  and  Jackson  Broadcasting  & 

Television  Corp.,  a  Jackson,  Mich.,  tv  appli- 
cant; William  H.  McCoy,  Detroit  radio  (Knorr 

secretary-treasurer)  and  insurance  executive; 
Harry  L.  (Bing)  Crosby,  Bing  Crosby  Enter- 

prises and  vice  president-director  of  KFEQ-AM- 
TV  St.  Joseph,  Mo.,  KGLC  Miami,  Okla.,  and 
stockholder  in  the  Pittsburgh  Pirates;  Kenyon 

Brown,  KWFT  Wichita  Falls  and  other  sta- 
tions; George  L.  Coleman,  Miami,  Okla.,  busi- 

nessman, interested  in  the  KFEQ  stations  and 

KGLC;  Paul  A.  O'Bryan,  Dow,  Lohnes  &  Al- 
bertson,  Washington  law  firm,  officer  of  Vita- 

pix  Corp.  and  Quality  Films. 
The  Bing  Crosby  interest  is  definite  despite 

a  published  denial  by  his  brother,  Larry. 
Other  bids  for  the  Detroit  club  were  described 

as  follows:  Jack  Cooke,  owner  of  Toronto 

Maple  Leafs  baseball  team,  $5,180,000;  Robert 

Goldstein,  Hollywood  movie  producer,  $5,050,- 
000;  Bill  Veeck,  baseball  magnate,  $5,250,000. 

a  3  Billion  Dollar 

Retail  Sales  Market  With . . . 

QjVj       OF  ALL  HOMES  USING 

II H F  in  Americas  most 

natural  and  largest  ULTRA- 

HIGH Frequency  Market 

4600  Ft.  above  sea  level 175,000  TV  Homes 

O'NEILL 

P.O.  BOX  1708 

channel  47  BLANKETS 

The  Entire  Market  Area 

BROADCASTING  COMPANY 

Represented  Nationally  by  the  Branham  Co.     FRESNO,  CALIF. 
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Gunman's  Bullet  Misses 

KBTV  (TV)'s  Carlisle 
KBTV  (TV)  Denver  News  Director  Tom  Car- 

lisle is  under  police  protection  following  an 
attempt  on  his  life  by  an  unknown  gunman  the 
morning  of  July  7.  A  shot  was  fired  through 
the  windshield  of  the  KBTV  station  wagon  as 
Mr.  Carlisle  was  turning  into  his  driveway. 

TOM  CARLISLE  points  to  the  hole  made  by 
a  bullet  as  it  passed  through  the  KBTV 

(TV)  station  wagon  windshield. 

In  his  report  of  the  incident,  the  news  director 
attributed  the  attack  to  a  series  of  news  broad- 

casts he  has  aired  dealing  with  narcotics  traffic 
in  Denver.  Mr.  Carlisle  planned  to  release  a 

list  of  names  of  local  drug  "pushers"  to  the 
police  last  week  and  then  accompany  the  officers 

on  raids.  He  said  that  he  had  been  "warned" 
by  telephone  previous  to  the  shooting  to  "lay 

off." 

Beachboard,  Buchanan 

Managers  of  WFBC-AM-TV 

KENNETH  BEACHBOARD,  radio  manager 
of  WFBC-AM-TV  Greenville,  S.  C,  has  been 
promoted  to  television  manager  by  R.  A.  Jolley, 
president.  He  succeeds  the  late  B.  T.  (Bevo) 
Whitmire,  who  died  suddenly  in  Puerto  Rico  of 

a  heart  attack  during  an  Air  Force  indoctrina- 
tion mission.  Bruce  Buchanan,  in  charge  of 

radio  programming,  becomes  radio  manager, 
succeeding  Mr.  Beachboard. 

Mr.  Beachboard  was  with  WMRC  Greenville 

prior  to  that  station's  merger  with  WFBC  and 
before  that  was  manager  of  WLOS  Asheville, 
N.  C.  He  is  president  of  the  Greenville  Sales 
Executive  Club  and  past  president  of  the  Lions 
Club.  Mr.  Buchanan  formerly  was  at  stations 
in  Columbia,  S.  C,  and  Wilmington,  N.  C.  He 
is  a  Jaycee  director  and  was  cited  by  the  state 
organization  for  his  direction  of  the  Jaycee  auto 
show. 

Just  before  his  heart  attack,  Mr.  Whitmire 
had  written  a  story  from  Puerto  Rico  for  the 
Greenville  Piedmont  describing  the  Air  Force 
mission.  He  was  a  former  newsman  for  the 

Piedmont,  with  which  the  stations  are  affiliated. 

KENS-AM-TV  San  Antonio 

Dedicates  Building,  Studios 

THE  NEW  BUILDING  and  studios  of  KENS- 
AM-TV  San  Antonio  were  formally  dedicated 
a  fortnight  ago,  with  Sen.  Lyndon  B.  Johnson 
(D-Tex.)  as  principal  speaker. 

Attending  the  ceremonies  were  mayors  of 
south  Texas  cities,  newspaper,  radio  and  tele- 

vision personalities,  commanding  officers  of 
nine  military  installations  in  the  area  and 
local  civic  leaders. 

The  building  and  studios,  fully  air-condi- 
tioned, occupy  more  than  28,000  sq.  ft.  Two 

40  by  60  ft.  studios  have  been  constructed  for 
live  tv  shows  on  the  first  floor,  and  large 

double-doors  which  permit  the  entry  of  automo- 
biles, buses,  boats  and  other  large  props  to  be 

used  on  live  programs. 

August  5  Target  Date  Set 

By  KUAM-TV  Agana,  Guam 

KUAM-TV  Agana,  Guam,  has  set  an  Aug.  5 
target  date  with  work  progressing  at  the  present 

time  on  the  station's  physical  facilities.  Harry 
Engel  has  been  named  KUAM-TV  president. 
Other  executives  include  H.  Richard  Maguire. 
resident  manager;  Donald  G.  Brown,  operations 
manager,  and  James  O.  Long,  technical  director. 

The  ch.  8  outlet  will  be  an  NBC  affiliate 

with  Adam  Young  Television  Corp.  as  repre- 
sentative and  a  highest  one-time  hourly  rate 

of  $120. 

Baldwin  Heads  WNOE 

BILL  BALDWIN,  formerly  assistant  manager 
of  WRIT  Milwaukee,  has  been  named  general 
manager  of  WNOE  New  Orleans,  owner  James 

A.  Noe  has  announced.  Mr.  Baldwin  replaces 

Steve  French,  who  has  purchased  WDXB  Chat- 
tanooga, Tenn.  He  has  been  in  broadcasting  27 

years,  including  positions  with  NBC  Chicago, 
WHO,  KSO  and  KRNT,  all  Des  Moines,  Iowa, 
stations. 

City  Council  Broadcasts 
Reinstated  in  Galesburg 

STEADY  CAMPAIGN  protesting  against  can- 
cellation of  broadcast  coverage  rights  at  Gales- 

burg. III.,  City  Council  meetings  led  to  reversal 
of  the  action  and  meetings  again  are  being 
broadcast  by  WGIL,  that  city. 

Newspaper  support  was  given  WGIL's  pro- 
tests last  May  7  when  the  aldermen  voted  10-3 

to  ban  broadcasts  of  meetings  following  a  suc- 
cessful public  vote  in  favor  of  a  city  manager 

type  of  government.  A  later  vote  was  8-5 
against  broadcasts,  but  a  third  vote  reinstated 
radio  by  a  7-6  margin.  At  the  time  of  this  vote, 
David  Loring,  WGIL  news  director,  called  for 
equipment  and  the  council  session  was  held  up 
until  the  gear  was  operating.  P.  A.  Wilson, 
WGIL  manager,  said  the  station  will  ask  the 
new  government  for  broadcast  rights  when  it 
takes  over  next  spring. 

Buskett  Goes  to  KRAM 

LARRY  BUSKETT,  general  manager  of  KCBQ 
San  Diego,  a  Bartell  station,  has  resigned  to 
become  general  manager  of  KRAM  Las  Vegas, 
Nev.  Lee  Bartell,  managing  director  of  the 
Bartell  group,  will  act  as  general  manager  for KCBQ. 

Edward  B.  Blair  Dies 

EDWARD  BLAKE  BLAIR,  84,  father  of  John 

Blair  and  E.  Blake  Blair,  president  and  treas- 
urer, respectively,  of  John  Blair  &  Co.,  national 

station  representative  firm,  died  Thursday  in 
Chicago  after  a  brief  illness. 

Mr.  Blair,  one  of  the  guiding  spirits  behind 

the  founding  of  his  sons'  representative  firm, 
was  well  known  in  the  broadcast  industry.  At 
the  time  of  his  death,  he  was  vice  president  in 

charge  of  advertising  and  sales,  W.  F.  Mc- 
Laughlin &  Co.  (Manor  House  coffee).  He  also 

is  survived  by  his  wife. 
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>  AT  FESTIVITIES  during  the  dedication  of  KENS-AM-TV  San  Antonio's  new  building  and 
studios  are  (I  to  r)  Jim  Wiggins,  KENS-AM  account  executive-sports  announcer;  Bill  Joekel, 
KENS-AM  commercial  manager;  Dorothy  Kearl;  Wayne  Kearl,  KENS-TV  commercial  man- 

ager; Mrs.  Edward  P.  Shurick;  Frank  Huntress,  president  of  Express  Publishing  Co.,  owner 
of  the  stations;  Mr.  Shurick,  CBS-TV  station  relations;  Mrs.  Eric  Salline;  Mr.  Salline,  CBS 

Radio  station  relations;  Al  Johnson,  KENS-AM-TV  manager;  Bill  Shomette,  KENS-AM-TV 
agricultural  editor,  and  Mrs.  A.  Johnson. 

Broadcasting    •  Telecasting 



STATIONS 

Storer  Boosts  Dividends 

On  Both  'A'  and  'B'  Stock 
BOARD  of  director  of  Storer  Broadcasting  Co. 

has  declared  a  quarterly  dividend  of  forty-five 
cents  per  share  on  its  common  stock,  it  was  an- 

nounced last  week  by  George  B.  Storer,  presi- 
dent of  the  company.  Payable  Sept.  14  to 

stockholders  of  the  record  as  of  Sept.  1 ,  the  new 
dividend  increases  the  annual  dividend  rate  from 
$1.50  to  $1.80  per  share.  Storer  common  stock 
is  listed  on  the  New  York  Stock  Exchange. 

Mr.  Storer  also  announced  that  the  board 
has  declared  a  quarterly  dividend  of  six  cents 
per  share  on  Class  B  common  stock,  increasing 
the  annual  dividend  rate  for  this  stock  from  20 
to  24  cents.  This  stock  is  not  listed  on  the  New 
York  Stock  Exchange. 

Crowell-Collier  Purchases 

Expected  to  Be  Filed  Soon 

CROWELL-COLLIER's  purchase  of  the  Bit- 
ner  radio  and  television  stations,  first  announced 

last  April  24,  may  be  filed  with  the  FCC  "with- 
in the  next  few  weeks,"  according  to  a  joint 

announcement  of  buyer  and  seller  last  week. 
After  a  meeting  in  New  York  last  Thursday, 

Paul  C.  Smith,  president  of  Crowell-Collier, 
and  Harry  M.  Bitner  Sr.,  board  chairman  of 
Consolidated  Television  &  Radio  Broadcasters 

Inc.,  issued  a  terse  announcement  saying  the  ac- 

quisition "is  proceeding  as  speedily  as  possible" 
and  that  both  parties  "believe  the  transaction 
will  be  filed  with  the  FCC  within  the  next 

few  weeks." 
They  added  that  "final  financial  details" 

would  not  be  disclosed  until  formal  application 
for  transfer  is  placed  before  the  FCC. 

Under  terms  of  the  agreement  announced  last 

April  24,  Crowell-Collier  would  buy  607,200 
shares  of  Consolidate  stock — 315,600  shares  of 
voting  common  and  291,600  shares  of  Class  B 
(also  voting)  common — at  $20  per  share  plus 
5,060  shares  of  5%  preferred  stock  to  be  re- 

deemed on  closing  date  at  par  ($100)  or  better. 
In  addition  Crowell-Collier  will  assume  about 

CROWELL-COLLIER  Publishing  Co.,  which 
is  entering  the  broadcast  field  as  part  of 
its  new  diversification  program,  last  week 

signed  a  contract  for  the  purchase  of 

KFWB  Los  Angeles  [B»T,  July  9].  Conclud- 
ing purchase  arrangements  are  (I)  Paul 

C.  Smith,  Crowell-Collier  president,  and 
Harry  Maizlish,  president  and  sole  owner 
of  KFWB.  The  publishing  company  also 
has  acquired  radio  and  tv  stations  in 
Honolulu,  Minneapolis,  Indianapolis  and 
Grand  Rapids,  and  a  radio  station  in 
Flint,  Mich.  All  acquisitions  are  subject  to 

approval  by  the  FCC. 

$3.5  million  in  Consolidated  obligations — for 
a  total  purchase  price  in  excess  of  $16  million. 

Consolidated  stations  are  WFBM-AM-TV 
Indianapolis,  WOOD-AM-TV  Grand  Rapids, 
Mich.,  WTCN-AM-TV  Minneapolis-St.  Paul 
and  WFDF  Flint,  Mich. 

WCLS  Changeover  Marked 

By  Big  One-Day  Celebration 
WLCS  Baton  Rouge,  La.,  celebrated  its  change- 

over to  a  24-hour  independent  operation  with 
a  $2,000  newspaper  campaign  and  $1,500  in 
prizes — including  $550  in  cash  thrown  from 
the  roof  of  a  downtown  building. 
WLCS  disc  jockeys  Rex  Jones,  Bill  Anthony 

and  Joe  Holcomb  said  they  were  "somewhat 
awed"  at  the  large  crowds  that  blocked  the 
streets  to  catch  balloons  to  which  had  been 
attached  bills. 

Other  features  of  the  celebration,  which  took 
place  on  Independence  Day,  were  a  mystery 
personality  contest,  a  baby  contest  and  an 
oldest-youngest  related  listener  contest. 

KRCA  (TV)  to  Increase  Color 

KRCA  (TV)  Los  Angeles  will  vastly  increase 
its  color  telecasting  schedule  by  Dec.  1,  it  was 
announced  Thursday  by  Thomas  C.  McCray, 

vice  president  and  general  manager  of  the  NBC- 
owned  station.  The  NBC  board  of  directors 
has  authorized  $400,000  for  acquisition  of  two 
RCA  color  camera  chains  and  one  film  chain 
for  the  expanded  local  color  programming. 

Mr.  McCray  said  color  telecasting  will  be  in- 
creased over  100%  and  will  include  both  local 

live  and  filmed  programs.  Network  colorcast- 
ing  on  the  West  Coast  will  be  increased  next 

fall  through  the  use  of  NBC's  newly  developed 
lenticular  color  film  kinescope  for  delayed  re- 
broadcasting  of  eastern  network  originations. 

KRGV-TV  Now  on  Relay 

KRGV-TV  Weslaco,  Tex.,  yesterday  (Sunday) 
began  telecasting  live  NBC  programs  via  an 
AT&T  microwave  relay  system  carrying  the 
signals  from  Corpus  Christi,  a  distance  of  165 
miles.  The  relay  involves  six  twin-tower  auto- 

matic relay  stations  which  transmit  the  pro- 
grams to  Weslaco  for  KRGV-TV  pickup. 

KRGV-TV,  headed  by  O.  L.  (Ted)  Taylor,  has 
been  on  the  air  since  April  1954. 

Power  Boost  for  WWTV  (TV) 

WWTV  (TV)  Cadillac,  Mich.,  plans  to  increase 
its  power  to  316  kw  by  fall  with  the  installa- 

tion of  a  25  kw  Standard  Electronics  Corp. 
amplifier,  General  Manager  Gene  Ellerman 
announced.  The  station  also  is  building  a  new 
main  studio,  larger  than  the  one  presently 
in  use. 

WCKT  (TV)  Miami  Testing 

WCKT  (TV)  Miami,  the  NBC  basic  affiliate 
in  that  city,  now  is  broadcasting  its  test  pattern 
on  ch.  7  as  a  preliminary  to  regular  telecasting 
starting  luly  29.  The  test  pattern  will  be  shown 
intermittently  and  for  increased  periods  of  time 
until  the  day  of  full  telecasting. 

KELE  (FM)  Target  July  29 

KELE  (FM)  Phoenix  plans  to  go  on  the  air 
July  29,  programming  from  six  p.m.  to  midnight 
daily  on  95.5  mc  with  18  kw,  according  to  Gen- 

eral Manager  James  T.  Ownby.  Charles  Inman 
has  been  named  program  director.  KELE  is 
affiliated  wtih  KONI  (AM)  Phoenix  and  both 
stations  will  operate  from  enlarged  quarters  in 
the  Mayer  Heard  Bldg. 
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Even  a  goat  won't  "goof  "...on  film 

The  ad  vantages  of  film  are  virtu- 

ally limitless.  First,  you  can  produce 

a  show  that's  right— free  from  bugs. 

Next,  you  can  try  it  out— know  just 
what  audiences  think  about  it.  And, 

finally,  you  can  schedule  it  for 
maximum  effect  and  convenience. 

Yes,  you  can  save  time  and  money 

—get  a  better  show— when  you 
USE  EASTMAN  FILM. 

For  complete  information  write  to: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

Be  sure  to  FILM  IN  COLOR 

. .  .  you'll  be  glad  you  did. 

Mr 

■  • 

East  Coast  Division 
342  Madison  Ave. 

New  York  1  7,  N.  Y. 

M/dwest  Division 

\  30  E.  Randolph  Drive 
Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 

or  W.  J.  GERMAN,  INC 
Agents  for  the  sale  and  distribution  of  Eastman  Professional  Motion  Picture  Films 

Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif. 



Four  Are  Promoted 

At  NBC  Spot  Sales 

ELEVATION  of  four  executives  of  NBC  Spot 
Sales  to  new  posts  was  announced  last  week  by 
John  H.  Reber,  director,  as  part  of  a  move 

designed  to  strengthen  the  organization's  man- 
agement structure. 

George  S.  Dietrich  has  been  named  director 
of  radio  spot  sales.  He  joined  the  organization 
in  1950  as  a  salesman  and  became  eastern 

manager  of  radio  spot  sales  in  1953.  In  1954 
he  was  promoted  to  national  manager  of  radio 
spot  sales. 

Fred  Lyons  has  been  advanced  to  the  post  of 
manager,   central   division,   radio   spot  sales, 

MR.  DIETRICH  MR.  SURLES 

with  headquarters  in  Chicago.  He  joined  NBC 
Spot  Sales  in  1951  as  an  analyst  and  six  months 
later  was  named  a  salesman  for  radio  spot  sales. 

MR.  GAFFIN  MR.  LYONS 

Larry  Surles,  who  has  been  with  NBC  Spot 
Sales  since  1952  as  a  television  salesman,  has 
been  appointed  eastern  division  manager  of 
radio  spot  sales.  Previously,  Mr.  Surles  had 
served  in  various  sales  posts  with  WFBR  Balti- 

more, ABC  and  WOR-TV  New  York. 
Mort  Gaffin  has  been  elevated  from  manager 

to  director  of  new  business  and  promotion  for 
NBC  Spot  Sales.  He  joined  the  organization  as 

tv  promotion  manager  in  1952  and  the  follow- 
ing year  was  appointed  manager  of  advertising 

and  promotion  for  radio  and  tv. 

STATION  SHORTS 

KRKD-FM  Los  Angeles  making  available  spot 
announcements  for  first  time  since  station  went 

on  air.  Announcement,  by  Frank  Oxarart,  ex- 
ecutive vice  president,  KRKD-AM-FM,  states 

number  of  commercial  spots  will  be  limited, 
consistent  with  present  fm  programming,  and 
no  hour,  half-hour  or  quarter-hour  programs 
will  be  offered. 

KPDQ  Portland,  Ore.,  in  new  offices  and 
studios  at  4903  N.E.  Sandy  Blvd. 

WOWL  Florence,  Ala.,  has  added  5,000  w  gaso- 
line-driven generator  power  plant  to  provide  for 

emergency  and  power  failure. 

WGAN  Portland,  Me.,  has  installed  new  5  kw 
RCA  transmitter. 

WTVD  (TV)  Durham,  N.  C,  has  in  service 
new  truck  to  handle  remotes  and  two-way  ra- 

dio equipped  station  wagon. 

WIMA-TV  Lima,  Ohio,  names  Mrs.  Elisabeth 
Beckjorden,  station  network  representative,  as 
WIMA-TV  network  and  personal  representa- 

tive in  New  York. 

again 

WFBC-TV^Swamps  Competition 

in  Carolina  5-County  Pulse  Survey 

LATEST  AREA  PULSE  SURVEY  OF  TELEVISION  AUDIENCE 

(5  Counties)  SHARE  OF  TELEVISION  AUDIENCE 

TV  Sets Station Station Station  Other 
Time In  Use WFBC-TV B C D Stations 

SUNDAY 

12  Noon-6:00  P.M. 35.7% 48% 
24% 

15% 
8% 

4% 

6:00  P.M.-Midnight 
51.3% 55% 

23% 
16% 2% 4% 

MON.  THRU  FRI. 

7:00  A.M.-12:00  Noon 13.2% 64% 
36% 0% 

0% 
0% 

12:00  Noon-6:00  P.M. 25.5% 
61% 

21% 
15% 

3% 
0% 

6:00  P.M.-Midnight 46.0% 56% 
18% 17% 

3% 6% 

SATURDAY 

10:00-12:00  Noon 32.5% 70% 30% 0% 
0% 

0% 

12:00  Noon-6:00  P.M. 27.3% 51% 
31% 

12% 
2% 4% 

6:00  P.M.-Midnight 54.6% 58% 
16% 15% 

6% 5% 

*The  five  counties  are  Greenville,  Ander- 
son, Greenwood,  and  Spartanburg,  S.  C.»  and 

Buncombe  (Asheville),  N.  C  counties  with 

Population  of  611,400;  Incomes  of  $787,290,- 
000;  and  Retail  Sales  of  $549,606,000. 

For  further  information  about  this  PULSE 

SURVEY  and  about  the  total  WFBC-TV  Mar- 

ket, contact  the  Station  or  WEED,  our  Na- 

tional Representative. 

"The  Giant  of 

Southern  Skies" 

NBC  NETWORK 

WFBC-TV 
Channel  4  Greenville,  S.  C. 

Represented  Nationally  by 

WEED  TELEVISION  CORP. 

'Yikitry-Yak'  Sells 

IN  ITS  first  use  of  television,  Johnson 
Bros.  Furniture  Store,  Junction  City, 
Kan.,  sold  $60,000  worth  of  merchandise 
with  the  use  of  four  10:10  p.m.  newscasts 

and  18  spots  in  four  days  on  WIBW-TV 
Topeka,  Kan.  Gene  McKinney,  WIBW- 
TV  weatherman  appeared  at  the  store 

with  his  cartoon  character,  "Yikitty- 
Yak."  Max  Johnson,  one  of  the  store 

owners,  said  that  he  "was  not  prepared 
for  the  response."  Junction  City  (popu- 

lation, 16,000)  is  70  miles  west  of  Topeka. 
The  Midwest  Merchandise  Mart, 

Madison,  Kan.  (population,  600  and  75 
miles  from  Topeka),  sponsored  five  of 
the  same  newscasts  and  22  spot  an- 

nouncements on  WIBW-TV,  featuring 
evaporating  room  coolers.  Result:  The 
entire  stock  ($10,000)  of  room  coolers 

was  sold,  plus  many  higher-priced  air 
conditioners.  Following  the  sale,  the 

store's  manager  commented:  "Our  dis- 
play rooms  look  like  they  have  been 

stirred  with  a  stick." 
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REPRESENTATIVE  SHORTS 

Edward  Petry  &  Co.,  N.  Y.,  moved  to  3  E. 
54th  St. 

Radio-Tv  Representatives  Inc.,  N.  Y.,  moved  to 
7  E.  47th  St. 

NBC  Spot  Sales  has  closed  its  Cleveland  office 
and  requests  that  all  correspondence  dealing 
with  spot  television  be  addressed  to  John  C. 
Treacy,  manager,  Detroit  Div.,  National  Tv 
Spot  Sales,  1165  Penobscot  Bldg.,  Detroit  26. 

REPRESENTATIVE  APPOINTMENTS 

WEAV  Plattsburgh,  N.  Y.,  names  Thomas  F. 
Clark  Inc.,  N.  Y.,  for  national  sales. 

WGTO  Haines  City,  Fla.,  to  Adam  Young  Inc., 
N.  Y. 

REPRESENTATIVE  PEOPLE 

Robert  J.  Kizer,  advertising-merchandising 
staff,  Procter  &  Gamble  Co.,  Cincinnati,  to 

tv  sales  division  of  Avery-Knodel  Inc.,  N.  Y. 
Before  joining  P&G  several  years  ago,  Mr. 
Kizer  was  instrumental  in  setting  up  domestic 
division  of  National  Time  Sales,  N.  Y. 

Robert  E.  Richer,  salesman,  WABC  New  York, 
to  Adam  J.  Young  Inc.,  N.  Y. 

William  Davis,  CBS-TV  Spot  Sales  staff,  Chi- 
cago, transferred  to  New  York  as  account  ex- 

ecutive, replacing  Art  Elliott,  recently  pro- 
moted to  CBS-TV  Spot  Sales  midwestern  sales 

manager. 

STATION  PEOPLE 

Saxie  Dowell,  Chicago  disc  jockey,  to  Scotts- 
dale,  Ariz.,  Jan.  1  as  executive  vice  president  of 
KPOK,  now  under  construction.  Dick  Gil- 

bert, disc  jockey,  KTYL  Mesa,  Ariz.,  is  presi- 
dent of  KPOK. 

William  H.  Vogt,  local  sales  manager,  WDAS 
Philadelphia,  appointed  commercial  manager. 

Ernest  Howard,  formerly  program  director  of 
KARK  Little  Rock, 
Ark.,  appointed 
commercial  mana- 

ger. Carl  Ziinmermann, 
news  director, 
WISN-TV  Milwau- 

kee, appointed  as- 
sistant manager  of 

W1SN.  Don  O'Con- 
nor, newsman, 

WEMP  Milwaukee, 
to  WISN-TV  as 
news  director. MR.  HOWARD 

Carl  F.  Runge,  sales  department,  WIST  Char- 
lotte, N.  C,  named  local  sales  director.  Archie 

E.  Deal,  staff  announcer,  to  production  man- 
ager. 

Frank  Harms,  producer,  CBS,  N.  Y.,  to  pro- 
gram manager  of  WBUF-TV  Buffalo,  N.  Y. 

Ken  Albridge  appointed  program  director, 
KHMO  Hannibal,  Mo. 

Bernard  H.  Pelzer,  ABC  Radio  salesman,  trans- 
ferred to  WABC  New  York  as  account  execu- 

tive. Ronnie  Gelb,  ABC  Radio  station  clearance 
office,  to  WABC  as  junior  account  executive. 

Frank  Morris,  staff  director  at  KABC  Los 
Angeles,  named  program  supervisor. 

#Window#  Testimonial 

SINCE  it  began  sponsorship  of  Window 
on  WBRE-TV  Wilkes-Barre,  Pa.,  Fowler, 
Dick  &  Walker,  The  Boston  Store,  that 
city,  has  several  successful  sales  stories 
to  tell. 

For  instance:  The  day  after  the  beauty 
salon  was  featured  on  the  five-minute 
Home  insert,  it  had  its  biggest  day  ever; 
hosiery  was  featured  at  regular  prices 
on  Window  and  the  following  day  out- 

sold special  sales  that  had  been  adver- 
tised in  the  newspapers;  a  cooking 

utensil  special  was  sold  out  in  two  days 
after  being  featured. 

The  telecasts  are  done  live  from  the 
store  and  crowds  viewing  the  program 
have  increased  each  day. 

Don  Perris,  publicity  and  promotion  director, 
WEWS  (TV)  Cleveland,  promoted  to  local  ad- 

vertising sales  staff.  John  J.  Moffitt,  WEWS  pro- 
duction department,  named  director  of  station 

public  service  bureau,  new  department. 

MR.  MOFFITT MR.  PERRIS 

Holland  Engle,  with  news  staff  of  WGN  Chi- 
cago since  1942,  promoted  to  operational  man- 

ager. 
David  Bolton,  Donn  Bennett  Productions,  to 
sales  staff  of  WIBG  Philadelphia. 

Charles  F.  Wister,  WIP  Philadelphia,  to  WPFH 
(TV)  Wilmington,  Del.,  as  sales  representative. 

Howard  J.  Burnett,  production  manager,  WIP 

Philadelphia,  transferred  to  sales  account  execu- 
tive. Paul  Parker,  tv  writer  and  former  pro- 

gram staffer,  WCAU-TV  Philadelphia,  succeeds 
Mr.  Burnett  as  production  manager. 

Mitchell  Krauss,  sales  and  production  depart- 
ments, WFLN  (FM)  Philadelphia,  to  WIP  as 

sales  account  executive.  Henry  G.  Chadwick, 

advertising  media  supervisor,  R.  M.  Hollings- 
head  Corp.  (chemical  products),  Camden,  N.  J., 
to  WIP  sales  staff. 

Earl  Wennergren,  former  tv-radio  columnist 
for  Rocky  Mountain  News,  to  head  of  publicity 

dept.  KLZ-AM-TV  Denver. 

Albert  Odeal,  film  director  of  KYW-TV  Cleve- 
land, named  to  newly-created  post  of  director 

of  films  for  WRCA-TV  New  York. 

John  Meyer,  formerly  with  WIBV  Belleville, 
111.,  to  announcing  staff  WIL  St.  Louis.  Ken- 

neth Olshan,  recently  discharged  from  U.  S. 
Army,  to  WIL  continuity  dept. 

Tex  McBride  of  Pensacola,  Fla.,  to  announcing 
staff  of  KPLC-TV  Lake  Charles,  La. 

MR.  MILLER 

Robert  C.  Miller,  Cleveland  public  relations 
man  and  formerly 

with  NBC  in  that 

city,  appointed  sales 
manager  of  KCRG- TV  Cedar  Rapids, 

Iowa. 

lim  Ramsburg, 

WLOL  Minneapolis- 
St.  Paul,  to  WDGY 
there  as  disc  jockey 

and  news  staffer. 
John  Michels, 

KWHK  Hutchinson, 

Kan.,  to  WDGY  disc 

jockey  staff.  Art 
Carlson,  KEYD-TV  Minneapolis-St.  Paul,  and 
Len  Bart,  WDGY  announcer,  to  WDGY  sales 
staff. 

Grover  J.  Allen,  Richy  Victor,  Carl  Tubs  and 
Herb  Cunniff,  all  of  WBKB  (TV)  Chicago  pro- 

duction staff,  selected  to  direct  segments  of 

ABC-TV's  coverage  of  Democratic  Presidential 
Convention,  which  opens  in  Chicago  Aug.  13. 

Mary  Jane  Pitcher,  Ohio  U.  tv  graduate,  to 
WTAP-TV  Parkersburg,  W.  Va.,  as  continuity 
writer.  Paul  Hill,  graduate  of  Marietta  College 
speech  school,  to  WTAP-TV  as  staff  announcer. 

George  Jelinek,  engineer,  WOW-TV  Omaha, 
to  KHOL-TV  Holdrege,  Neb. 

Bob  Evans,  promotion  manager,  WFMO  Fair- 
mont. N.  C,  to  announcing  staff  of  WKBC 

North  Wilkesboro,  N.  C. 

Del  Shook,  producer-director,  WISH-TV  In- 
dianapolis, to  WDBJ-TV  Roanoke,  Va.,  in 

same  capacity.  Ann  Howard,  former  point- 
of-sale  promotion  manager.  Parents  magazine, 
to  WDBJ-TV  for  daily  show. 

Kerry  Dennon,  continuity  writer,  KOIN-TV 

Portland.  Ore.,  to  station's  promotion  depart- 
ment, replacing  Jack  Harris  who  has  left  in- 

dustry. 

ROBERT  D.  BISCHOFF,  advertising  super- 
intendent of  the  State  Farm  Mutual  Au- 
tomobile Insurance  Co.,  Bloomington, 

III.,  signs  for  sponsorship  by  his  company 

of  Hank  Weaver's  Corner,  beginning 
July  4  on  the  ABC  Western  Regional  Tv 

Network.  Present  for  the  contract  sign- 
ing I  to  r:  J.  English  Smith,  director  of 

national  programming,  western  division, 
ABC-TV;  Paul  E.  Belknap,  vice  president, 
Needham,  Louis  &  Brorby,  Chicago;  Mr. 

Weaver,  and  Michael  W.  Gradle,  Need- 
ham,  Louis  &  Brorby  west  coast  manager. 
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STATIONS 

WCDA-B 

Albany 

mm Baltimore 

WBEN-TV 
Buffalo 

WJRT Flint 

WFMY-TV 
Greensboro 

WTPA 
Harrisburg 

WDAF-TV 
Kansas  City 

WHAS-TV 
Louisville 

WTMJ-TV 
Milwaukee 

WMTW Mt.  Washington 

WRVA-TV 
Richmond 

WSYR-TV Syracuse 

Harrington,  lighter  and  Parsons,  Inc.  I  "™  York 
i  Chicago 

The  only  exclusive  TV  national  representative  |  san  Francis 
Atlanta 

Take  A  New  Look  at  Philadelphia 

WPFH  CHANNEL  12  HAS  CAPTURED 

A  10.1  AVERAGE  RATING  IN  THE 

PHILADELPHIA  MARKET  DURING  THE 

TOP  VIEWING  HOURS  OF  9:00 11:00 

P.M.,  MONDAY  THROUGH  FRIDAY.  * 

Missourians  Shown 

SOUND-ON-F1LM  interviews  with  two 

principals  in  the  four-way  battle  for  St. 
Louis  ch.  1 1  were  provided  to  view- 

ers in  that  city  via  ch.  5  KSD-TV  there, 
which  had  the  films  taken  immediately 
following  oral  argument  before  the  FCC 

for  the  ch.  11  facility  (see  story).  KSD- 
TV  arranged  for  INS  Telenews  to  pro- 

vide the  coverage.  The  Telenews  cam- 
eraman filmed  about  30  ft.  of  the  actual 

oral  argument  proceedings  (16  mm,  with- 

out sound)  and  afterwards  "interviewed" 
(16  mm  Auricon,  sound-on-film)  William 
H.  Biggs,  board  chairman  of  Broadcast 
House,  and  Harold  Cowper,  president  of 

22  Tv  Inc.,  who  told  the  unseen  audi- 
ence of  their  respective  tv  proposals. 

This  followed  by  about  two  weeks  full 
sound-on-film  coverage  of  the  Charlotte, 
N.  C,  ch.  9  oral  argument,  which  was 
programmed  the  same  night  ch.  3  WBT 
(TV)    Charlotte  [B»T,  July  2], 

Frank  Teas,  former  staffer  on  Bangor,  Me., 

tions,  to  WKNE  Keene,  N.  H.,  for  afternoon 
show. 

Carter  Davidson,  executive  director  of  Chicago 

Council  on  Foreign  Relations,  appointed  mod- 
erator of  WIND  Chicago  Forum  of  the  Air, 

replacing  Dr.  Donley  Fedderson  of  Northwest- 
ern U.  School  of  Speech,  who  is  leaving  city  on 

special  assignment  with  U.  of  Michigan. 

Bob  Carrington,  free  lance  tv  announcer  in 

Detroit  and  Chicago,  to  WKRC-TV  Cincin- 
nati. 

Ruth  Alampi  named  garden  director  WRCA- 
AM-TV  New  York,  succeeding  husband,  Phil, 
named  Secretary  of  Agriculture  for  State  of New  Jersey. 

John  S.  Hayes,  president,  WTOP-AM-FM-TV 
Washington,  elected  vice  president  of  local 

United  Givers  Fund.  Ben  Strouse,  president- 
general  manager,  WWDC  Washington,  to  head 

JOEL  KRISCH  signs  for  United  Pawn  Shop, 

Roanoke,  Va.,  to  sponsor  The  Paffi  Page 

Show  on  WDBJ-TV  that  city.  The  contract 
for  the  Screen  Gems  series  is  for  26  weeks. 

Also  present  are  Don  Bryan,  Screen  Gems 
sales  representative,  and  Joe  Mastin  (right) 
of  the  tv  station. 

Broadcasting    •  Telecasting 

CHANNEL  12  has  high  powered  coverage  of  a  steadily 

increasing  Delaware  Valley  market,  with  —  richly  varied  sports 

and  family  entertainment  programming  for  all,  which —  obtains 

high  per-viewer  advertising  acceptance  at  low  per-viewer  costs. 

WPFH 

TELEVISION 

Represented  by 

Paul  H.  Raymer  Co.,  Inc. 

*Based  on  the  June,  1956  A.R.B.  regular  Philadelphia 
8  county  survey  ONLY.  Does  not  include  the  Wilmington 
Southern  New  Jersey  areas. 
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CHATTANOOGA  •  The  79th  Market 
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 STATIONS  

ON  TH  E  DOTTED  LINE 

A  SPOT  and  program  contract  for  the  Democratic  and  Republican  national  conventions 

and  the  Nov.  6  election  returns  has  been  signed  with  WMAR-TV  Baltimore  by  Westing- 
house  Electric  Supply  Co.  Present  at  the  signing  are  (I  to  r)  seated:  George  Rogers, 

WMAR-TV  commercial  announcer  for  the  electric  supply  company;  H.  Nelson  Helm,  con- 
sumer product  manager  for  the  company;  Harold  Carr,  manager  of  sales  promotion  of 

the  Baltimore  Gas  and  Electric  Co.,  and  standing:  E.  A.  Lang,  WMAR-TV  commercial 
manager;  Locke  H.  Trigg  Jr.,  radio  specialties  and  tv  manager  for  the  electric  supply 
company;  William  H.  Shriver  Jr.,  president  of  the  Shriver  agency,  and  Guy  Griffen, 

WMAR-TV  sales  representative. 

KRCA  (TV)  Los  Angeles  personalities  Lee 
Giroux  (I)  and  Jack  McElroy  (r)  display 

the  name  of  one  of  the  station's  new 
sponsors,  Good  Humor  Co.  (ice  cream). 
Good  Humor  President  Irv  Hawkins  is 

between  the  two  performers.  The  ice 
cream  company  has  signed  for  several 

programs  and  spot  announcements  week- 
ly on  the  Los  Angeles  station. 
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COMPLETING  arrangements  for  WCPO- 
TV  Cincinnati  to  purchase  the  20th  Cen- 

tury Fox  film  package  from  National  Tele- 
film Assoc.  are  E.  Johnny  Graff  (I),  NTA 

vice  president,  and  Ed  Weston,  WCPO- 
TV  assistant  general  manager.  Mr.  Wes- 

ton said  the  movies  will  be  shown  this  fall 

on  Million  Dollar  Movie  Sunday  nights. 

DENVER  U.  football  this  fall  will  be  broad- 

cast by  KIMN  Denver  under  the  sponsor- 
ship of  Pioneer  Savings  Stamp  Co.  Present 

for  the  contract  signing  (I  to  r):  C.  C. 
Harsten,  Pioneer  vice  president;  O.  O. 
Seagraves,  Pioneer  president;  George 
Morgan,  KIMN  assistant  manager,  and 
Mary  Robertson,  Marshall  Robertson  Adv. 

Agency,  which  services  the  account.  ^ 

WSUN-TV  St.  Petersburg,  Fla.,  had  its  most 
unusual  contract  signing  aboard  the  boat 
Lone  Star.  The  occasion  was  a  26-week 

deal  for  a  half-hour  weekly  local  live  show 
to  be  sponsored  by  Treasure  Island  Marine 
—a  show  devoted  to  the  entire  field  of 

water  sports.  L  to  r:  Barney  Kobres,  na- 
tional sales  manager  for  WSUN-TV;  Floyd 

Rand,  owner  of  Treasure  Island  Marine, 

and  Jack  Hitchcock,  WSUN-TV  salesman. 

THE  Utah  Copper  Div.  of  Kennecott  Cop- 

per Corp.  has  signed  for  Kennecott  Neigh- borhood Theatre  on  KUTV  (TV)  Salt  Lake 

City.  Present  for  the  contract  signing  were 

(I  to  r)  E.  J.  Drucker,  KUTV  local  sales 
manager;  Nat  Berlin,  account  executive 
for  Adamson-Buchman  agency,  represent- 

ing Kennecott,  and  B.  O.  Strand  of  Kenne- 
cott public  relations  department.  The  pro- 

gram will  feature  full-length  movies. 
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In  Northern  Ohio 

FRIENDLY  VOICES 

ROUND  THE  CLOCK 

m6 

CLEVELAND'S  FRIENDLY  STATION 

Throughout  the  busy  day  at  Cleveland's  friendliest  station,  a  steady 
procession  of  familiar  and  welcomed  voices  is  beamed  to  the  biggest 

buying  concentration  in  northern  Ohio  .  .  .  the  attentive,  well-heeled 
audience  of  WGAR. 

These  dozen  personalities  (and  others,  too),  on  whom  northern  Ohio 

relies  for  news,  sports  and  entertainment,  are  capable  salesmen  as  well. 

Their  friendly,  persuasive  voices  can  effect  the  maximum  buying 

action  for  your  products  in  this  6-billion-plus  market.  Get  the  facts 
now  from  a  WGAR  representative. 

Measure  of  a 
Great  Radio  Station 

WGAR 

THE  STATION  WITH  4 "2  MILLION  FRIENDS  IN  NORTHERN  OHIO 

CBS  •  Cleveland  •  50,000  Watts  •  The  Peoples  Broadcasting 
Corporation     •     Statler  Hotel     •     Cleveland  1,  Ohio     •     PR  1-0200 

Represented  Nationally  by 
THE      HENRY      I.      CHRISTAL  CO 

New  York     •     Boston     •     Chicago     •     Detroit  • 

INC. 

San  Francisco 
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UGF  public  relations  plans  board.  William  E. 
Coyle,  advertising,  publicity  and  public  rela- 

tions director,  WRC-AM-FM-TV  Washington, 
appointed  special  UGF  assistant  to  Carleton  D. 
Smith,  general  campaign  chairman  of  fund  and 

vice  president-general  manager  of  WRC  sta- 
tions. 

George  Lorenz,  disc  jockey,  WKBW  Buffalo, 

N.  Y.,  appearing  as  guest  m.c.  with  "Top  Rec- 
ord Stars  Show  of  '56"  in  Toronto  today  (Mon- 

day). 

Lloyd  E.  Yoder,  vice  president  and  general 
manager,  WRCV-AM-TV  Philadelphia,  elected 

to  board  of  corporators  of  Woman's  Medical 
College  of  Pennsylvania,  Phila. 

M.  J.  Minor,  transmitter  and  field  engineering 
manager  of  Jefferson  Standard  Broadcasting 

SOW 

ft 

on woe
 

-TV 

WOC-TV  Sells  .  .  .  because  it  offers  the  advertiser: 

39  Iowa-Hlinois  counties  with  a  population  of  1,558,000.* 
39  Iowa-Hllnois  counties  with  481,700*  families,  62%  of  which 

have  TV  sets  (as  of  January  1,  1955) . 

39  Iowa-Illinois  counties  with  an  annual  Effective  Buying  Income 

of  $2,455,303,000.* 
39  Iowa-Illinois  counties  that  spend  $1,800,717,000*  a  year  in 

retail  outlets. 

WOC-TV  Sells  .  .  .  because  it  offers  the  advertiser: 
Maximum  power — 100,000  watts  video — transmitted  over  a  602- 

foot-high  antenna  system  on  Channel  6. 
Basic  NBC  programming  plus  market- WISE  local  programming. 
A  responsive  audience  that  sent  this  station  157,422  pieces  of 

program  mall  In  1954 — 82  per  cent  of  which  was  in  response 
to  local,  studio-produced  programs. 

WOC-TV  Sells  .  .  . 
because  its  6  years  of  telecasting  experience  make  it  the  channel 

that  is  watched  throughout  the  Quint-Cities  area.  To  find  out 
more  about  what  WOC-TV  offers  the  advertiser,  write  us  direct 
or  contact  your  nearest  Peters,  Griffin,  Woodward,  Inc.  office. 

*  1955  Sales  Management  "Survey  of  Buying  Power" 

CENTRAL  BROADCASTING  CO.,  Davenport,  Iowa 

M.  B.  J.  Palmer,  president  •  Ernest  C.  Sanders,  resident  manager 

BETTENDORF  AND  DAVENPORT 
IN  IOWA 

ROCK  ISLAND,  MOLINE 
AND  EAST  MOLINE 

IN  ILLINOIS 

The 

QUINT  CITIES 

^oc*tvU 
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GOVERNMENT 

Dulles  Admits  Cameras 

To  News  Conferences 

SECRETARY  OF  STATE  John  Foster  Dulles 
last  week  lifted  his  ban  on  filming  of  his  news 
conferences  by  television  and  motion  picture 
news  service  cameramen. 

Mr.  Dulles  previously  had  permitted  radio 
tape  recordings  of  the  conferences,  but  to  get 
news  film,  cameramen  had  to  set  up  their 
equipment  in  another  room,  where  the  Secretary 
of  State  would  re-enact  highlights  after  the 
actual  conference. 

Film  groups  complained  to  the  State  Dept. 
that  this  arrangement  was  not  satisfactory. 
After  numerous  talks  with  department  officials, 
Mr.  Dulles  permitted  cameras  on  a  trial  basis 
at  his  June  27  conference.  Last  week  it  was 
announced  that  cameras  would  be  permitted 
from  now  on. 

The  same  rules  that  apply  to  White  House 
news  conferences  hold  true  for  cameramen 
covering  the  Dulles  conferences,  i.e.,  if  the 

Secretary  wants  anything  stricken  from  the  con- 
ference record,  cameramen,  as  well  as  reporters, 

must  comply. 

$425  Million  KGUL-TV  Sale 

To  Lone  Star  Corp.  Approved 

THE  $4.25  million  sale  of  ch.  11  KGUL-TV 
Galveston-Houston,  Tex.,  to  Lone  Star  Televi- 

sion Corp.  was  approved  by  the  FCC  last  week. 
Lone  Star,  90%  of  which  is  owned  by  the 

New  York  investment  firm  of  J.  H.  Whitney  & 
Co.,  and  10%  by  Paul  E.  Taft,  present  40.5% 
owner  and  president-general  manager  of  KGUL- 
TV,  bought  89%  of  CBS-affiliated  KGUL-TV 
stock  from  present  owners,  which  include  screen 
star  Jimmy  Stewart,  oilman  F.  Kirk  Johnson, 
banker  R.  Lee  Kempner  and  attorney  V.  W. 
McLeod.  Lone  Star  already  owned  1.277%, 
which  it  purchased  last  May  for  $49,388  from 
the  City  National  Bank  (trustee  for  David  M. 
and  Katherine  Lynn  Cummings). 

The  purchaser  also  has  an  option  to  buy  the 
remaining  10%  held  by  oilman  Wesley  West 
for  $386,520.  Mr.  West  bought  this  10%  in- 

terest from  Mr.  Kempner  several  months  ago 
for  $150,000. 

Taft  to  Continue 

Mr.  Taft,  who  is  president  of  Lone  Star,  also 
has  an  agreement  with  the  new  owners  to  re- 

main as  operating  head  of  the  station  with  a 

two-year  contract  paying  $100  a  month  plus 
$100  a  day  for  the  actual  time  put  in  at  the 
helm  of  the  station.  His  stock  option  is  for 
15,000  shares  at  $1  per  share.  Lone  Star  has 
175,000  shares  authorized,  of  which  135,000 
have  been  issued. 

The  Whitney  firm — a  partnership  headed  by 
John  Hay  (Jock)  Whitney — has  various  interests 
in  oil,  chemical  and  other  companies.  It  also 
owns  CBS-affiliated  KOTV  (TV)  Tulsa,  and 
community  antenna  systems  in  Wenatchee, 
Walla  Walla  and  Richland,  Wash. 

Margolis  Purchases  KRAM# 

Seeks  Additional  Stations 

EXPANSION  in  broadcast  properties  of  David 
H.  Margolis,  realtor  (Drake  Motel  Corp.,  Day- 

ton, Ohio)  and  broadcaster  (KCMJ  Palm 
Springs,  Calif.),  was  revealed  in  an  application 
filed  last  week  seeking  FCC  approval  of  the 
purchase  of  KRAM  Las  Vegas,  Nev.,  for  $120,- 
000.  Mr.  Margolis  told  B»T  that  his  group  cur- 

rently is  negotiating  for  additional  station  prop- 
erties in  several  other  California  markets  and 

plans  to  expand  station  holdings  throughout  the 
West. 

Boulder  City  Broadcasting  Co.,  which  pro- 
poses to  sell  KRAM,  said  it  desired  to  sell 

the  station  (920  kc,  1  kw  day,  500  w  night)  so 
that  its  principals  could  devote  themselves  to 
the  construction  and  development  of  ch.  4 
KAKJ  (TV)  Reno  (sale  of  KAKJ  to  Tower 

Telecasting  [KRAM  interests]  awaits  FCC  ap- 
proval). Only  a  fortnight  ago  the  FCC  returned 

to  Ettlinger  Broadcasting  Corp.  an  application 
for  the  already-occupied  ch.  4  Reno  facility 
[B«T,  July  9].  The  application  was  contingent 
upon  vacation  of  the  grant  by  permittee  Robert 
C.  Fisher. 

Mr.  Margolis  said  Larry  Buskett  has  resigned 
as  general  manager  of  KCBQ  San  Diego,  and 
will  become  executive  vice  president  and  gen- 

eral manager  of  KRAM  and  consultant  to 
KCMJ  as  well  (story,  page  69).  Robert  D. 
Blashek,  executive  vice  president  of  KCMJ, 

and  Norman  Lofthus,  general  manager,  are 
associated  with  Mr.  Margolis  in  the  expansion 

plan. 

The  sale  of  WPLY  Plymouth,  Wis.  (1420 
kc,  500  w  day),  to  Melton  Maltz  and  Robert 
Wright,  former  employes  of  WKHM  Jackson, 
Mich.,  was  announced  late  last  week  by  Allen 
Kander,  station  broker.  The  sale,  which  is  sub- 

ject to  FCC  approval,  involved  $44,000. 

Hyland,  Espy  Seek  New  Am 
THE  holders  of  a  construction  permit  for  KAIR 
Tucson,  Ariz.,  William  John  Hyland  III  and 
Dawkins  Espy,  will  file  an  application  with  the 

FCC  soon  seeking  another  new  am — this  time 
in  Bakersfield,  Calif. — it  was  announced  last 
week.  Named  Valley  Broadcasting  Co.,  the  new 

applicant  will  request  1340  kc,  250  w  unlimited. 
Messrs.  Hyland  and  Espy  are  equal  owners. 

THIS 

IS 

JUST 

THE 

BEGINNING 

OF 

16  MM! 

Talk  was  that  other  film  sizes  than  16mm  could 
do  better  jobs  in  the  industrial,  educational 
and  commercial  fields. 

Not  while  there  is  a  film  laboratory  like 
Precision,  bringing  16mm  to  the  peak  of 
perfection.  In  fact,  we  are  demonstrating  daily 
that  16mm  can  do  more  —  and  better  —  things 
in  movies  than  have  been  done  before. 

Precision  Film  Laboratories  developed 
unique  equipment  to  realize  the  fullest 
potentialities  in  16mm,  such  as  the  optical  track 

printer;  timing,  fades,  dissolves,  scene-to-scene 
color  corrections,  invisible  splices  without  notching 
originals;  direct  electric  printing  and  many  others. 

No,  16mm  is  just  beginning.  Depend  on  it  for 
your  next  film  project  and,  of  course,  depend  on 
Precision  to  do  exactly  the  right  job  in 
bringing  life  and  sparkle  to  the  best  of  your 
production  efforts. 

you'll  see 
and  hear 

m a 
ION 

FILM  LABORATORIES,  INC. 
21   West   46th   Street,  New  York  36.  New  York 

A  DIVISION  OF  J    A.  M  A  URER.  INC 

In  everything,  there    is  one   best  ...  in  film  processing,  it's  Preoision 

Broadcasting    •  Telecasting July  16,  1956    •    Page  79 



GOVERNMENT 

Nationwide  Conelrad  Alert 

In  Weeklong  CD  Exercises 

FIRST  daytime  test  of  the  Conelrad  emer- 
gency broadcast  system  on  a  nationwide  basis 

will  be  conducted  at  4:10-25  p.m.  (EDT)  next 
Friday,  highlighting  the  opening  day  of 
weeklong  civil  defense  exercises.  Only  Conel- 
rad-participating  am  stations  will  be  permitted 
to  operate  during  the  quarter-hour  test,  with 
other  am  and  all  fm  and  tv  stations  remaining 
silent.  Conelrad  stations  will  operate  on  640 
kc  and  1240  kc. 

A  government  news  control  center  will  be 
set  up  within  two  hours  flying  distance  of 
Washington.  It  will  be  available  to  all  media, 
providing  facilities  for  news  contacts  with  any 

federal    agency.     Thirty-six    government  de- 

partments and  agencies  will  send  crews  to 
emergency  locations  during  the  test,  known 
as  Operation  Alert.  FCC  Comr.  Robert  E. 
Lee  is  defense  commissioner  with  Comr.  Rob- 

ert T.  Bartley  as  alternate.  The  FCC  prob- 
lems are  expected  to  center  around  such  mat- 

ters as  circuits  out  of  commission  and  alternate 
routing  for  defense  transmissions. 

Broadcast  and  other  media  are  publicizing 

the  exercises  in  advance.  The  plan  was  de- 
veloped by  Federal  Civil  Defense  Adm.,  Of- 

fice of  Defense  Management  and  FCC,  with 
FCC  Chairman  George  C.  McConnaughey 

notifying  stations  of  the  silent  period  and  de- 
tailing operation  plans. 

The  4:10-4:25  p.m.  time  segment  was  se- 
lected to  give  Conelrad  stations  a  chance  to 

change  over  their  transmitters  between  4:00 
and  4:10,  with  five  minutes  leeway  at  the  con- 

clusion to  change  back  to  normal  operation. 

Non-participating  am,  fm  and  tv  stations  will 
be  off  the  air  only  during  the  15-minute  Conel- 

rad operating  period. 

Many  types  of  programming  are  planned 
during  the  Conelrad  operation.  FCDA  has 
made  available  a  recording  that  includes  an- 

nouncements and  band  music.  NBC  is  under- 
stood to  be  doing  its  own  show.  Many  sta- 

tions are  working  with  local  civil  defense  of- 
ficials in  local  programming.  Baltimore,  for 

instance,  will  have  a  completely  local  program 
including  high  officials,  according  to  FCDA. 

FCC  Returns  Fisher  Bid 

For  KSLM-TV's  Ch.  3 
FINAL  application  pending  before  the  FCC 
which  seeks  a  tv  channel  already  occupied  was 
returned  to  the  applicant  by  the  Commission 

last  week.  Involved  was  C.  H.  Fisher's  bid  for 
Salem,  Ore.,  ch.  3,  which  is  presently  occupied 

by  KSLM-TV. Two  other  applications  for  occupied  channels 
were  returned  by  the  Commission  two  weeks 

ago  [B«T,  July  9].  Sarkes-Tarzian  Inc.  (WTTV 
[TV]  Bloomington,  Ind.)  had  sought  Louisville, 
Ky.,  ch.  21,  now  occupied  by  WKLO-TV,  and 
Ettlinger  Broadcasting  Corp.  had  filed  for 
Reno,  Nev.,  ch.  4,  now  held  by  KAKJ  (TV). 

Storer  Broadcasting  Co.  has  a  bid  pending 

FCC  approval  to  purchase  the  Salem  outlet. 
Storer  also  requested  to  move  the  station  to 
Portland  to  replace  its  ch.  27  KPTV  (TV)  there. 
Earlier  this  month,  however,  Storer  amended 

its  application  to  modify  the  KSLM-TV  permit 
to  move  the  station's  transmitter  location  to  a 
point  12  miles  south  of  Portland  [B»T,  July  2]. 

Ridgecrest,  Calif.,  Gets  3 

Of  7  Am  Grants  Made  by  FCC 

AMONG  seven  new  am  construction  permits 
awarded  by  the  FCC  last  week,  three  were 

grants  to  the  Mojave  desert  boomtown,  Ridge- 

crest,  Calif.  Ridgecrest  grants,  the  town's  first, 
went  to  Indian  Wells  Radio,  Ridgecrest-China 
Lake  Broadcasters  and  Ian  S.  Lansdown.  Still 

pending  at  FCC  is  application  of  John  C.  Cohan 
and  John  W.  Mowbray,  seeking  1400  kc,  250 
w  unlimited  in  Ridgecrest. 

Indian  Wells  Radio  was  granted  1360  kc,  1 
kw  daytime.  Sole  owner  Victor  M.  Farel  is  an 

engineer.  Ridgecrest-China  Lake  Broadcasters 
was  granted  990  kc,  1  kw  daytime.  Sole  owner 
Harold  C.  Singleton  is  52%  owner  of  KTEL 
Walla  Walla,  Wash.;  9.9%  owner  of  KGAL 

Lebanon,  Ore.;  100%  owner  of  KRTV  Hills- 
boro,  Ore.;  14%  owner  of  KITI  Chehalis, 
Wash.,  and  holds  a  cp  for  a  new  am  to  operate 
in  Coos  Bay,  Ore.  Ian  S.  Lansdown  was  granted 
1240  kc,  250  w  unlimited. 

The  Ridgecrest  outlets  will  serve  a  popula- 
tion of  about  45,000.  Located  in  Kern  County, 

Ridgecrest's  economic  position  is  boosted  by  the 
presence  of  a  2,000-man  naval  ordnance  rocket 
test  station. 

Other  cps  awarded  last  week  were: 

Bay  City,  Mich. — Water  Wonderland  Broad- 
casting Co.,  1250  kc,  1  kw  daytime.  Principals 

are  President  Patrick  J.  Trahan  (5.88%);  Vice 

President  S.  Franklin  Horowitz  (19.61%);  Sec- 
retary Ralph  J.  Isackson  (3.92%),  and  Treasurer 

Reed  T.  Draper  (7.48%). 

Lakeview,  Ore. — Pacific  Northwest  Radio, 
1230  kc,  1  kw  unlimited..  Principals  are  equal 

partners  Lynn  C.  Thomas  and  A.  E.  Freeman, 
livestock  ranchers. 

South  Williamsport,  Pa. — Jefferson  Broad- 
casting Co.,  1450  kc,  250  w  unlimited. 

Camden,  Tenn. — Camden  Broadcasting  Co., 
1220  kc,  250  w  daytime.  Principals  are  owners 
of  WKTM-AM-FM  Mayfield,  Tenn. 

In  the  Land  /   of  the  Braves 

I 

WISN  RADIO 

MILWAUKEE^  FIRST  STATION PRESENTS 

WISN 

SPORTS  DIRECTOR 

DAILY 

4:00,  5:00,  6:00  P.  M. 

•  Former  All-Ameri- 
can 

•  Outstanding  Green 

Bay  Packers  Star 

•  Highly-regarded 
Sports  Authority 

•  Favorite  Wisconsin 

Radio  Personality 

SPORTS  -  SELL 

Sports  is  a  pretty  basic  radio  com- 
modity. So  basic,  it  is  frequently 

relegated  to  routine  handling.  The 

inevitable  result  is  routine  acceptance. 

In  sports  -  mad  Milwaukee,  routine 

sports  shows  are  a  dime  a  dozen.  It 

takes  something  outstanding  to  cap- 

ture the  fancy  of  the  fans.  Bob  Forte 

does  it  like  no  other  sportscaster. 

Truly  one  of  Wisconsin's  great  ath- 
letes and  sports  personalities,  his  word 

on  sports  is  gospel,  his  endorsement 

of  products  sure-fire.  Forte's  sports 
sell.    Let  them  do  it  for  you! -v 

W 

BASIC  ABC 

f/50 

I  S 

Milwaukee 

1ST 

AFFILIATE 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICAGO  •  ATLANTA  •  DETROIT  ■  LOS  ANGELES  •  SAN  HANCISCO  ■  SI  LOUIS 
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Puf  /our  mone/  wfiere  ffie  people  are 

You  can  bet  your  coonskin  cap  that  the  folks  in  the 

picture  never  "wonder  where  the  yellow  went,"  never 

buy  cigarettes,  beer,  or  anything  else  you  advertise. 

Look  for  the  Raccoon  when  you  visit  the  far-flung  forests 

of  Michigan.  But  when  you  look  for  sales,  put  your 

money  where  the  people  are— on  WWJ,  famed  for  com- 

plete news  coverage,  sparkling  personalities,  and  pro- 

gramming that  holds  listeners,  moves  merchandise. 

70  per  cent  of  Michigan's  popula- tion commanding  75  per  cent  of 

the  slate's  buying  income  is  within 
WWTs  daytime  primary  area.  In 
the  Detroit  area  alone,  over  3V2 

million  people  drive  nearly  V/3 
million  cars  and  spend  over  $5 

billion  annually  for  retail  goods. 

WWJ 

AM  and  FM 

RADIO 

WORLD'S  FIRST  RADIO  STATION 

Owned  and  operated  by  The  Detroit  News 

NBC  Affiliate 

National  Representatives-.  Peters,  Griffin,  Woodward,  Inc. 
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GOVERNMENT 

Guild's  Policies  Questioned 
In  Plea  for  FCC  Hearing 

CLARIFICATION  of  FCC  policy  with  respect 
to  station  ownership  by  film  syndication  com- 

panies was  called  for  last  week  by  WFRV-TV 
Green  Bay,  Wis.,  which  asked  the  Commission 
to  set  a  hearing  on  the  Guild  Films  Co.  pur- 

chase of  WMBV-TV  Marinette,  Wis.  Guild  is 
awaiting  FCC  approval  of  its  $600,000  plus 
purchase  from  M  &  M  Broadcasting  Co.  of  the 
ch.  5  Marinette  outlet  and  its  sister  station 

WMAM  (570  kc)  [B»T,  June  11]. 

In  protesting  the  transaction,  WFRV-TV 
criticized  the  past  operation  of  WMBV-TV, 
charging  that  M  &  M  neglected  the  Marinette 
area  in  the  avid  pursuit  to  become  known  as  a 

Green  Bay  station.  Guild's  application  to  buy 

out  M  &  M  was  characterized  by  WFRV-TV 

as  replete  with  "vagueness  and  generality"  with 
respect  to  programming  policy  and  area  to  be 
served. 

The  entry  of  film  syndication  firms  into  tv 
raises  serious  policy  questions,  WFRV-TV  told 
the  Commission.  WFRV-TV  asked  whether  a 
film  company  which  owns  a  station  in  a  certain 
area  would  make  its  product  available  to  other 
stations  in  the  same  area.  The  station  suggested 
that  film  company  ownership  of  stations  might 

be  comparable  to  network  ownership  and  re- 
quire rule-making  to  prevnt  restraint  of  com- 

petition. 
In  an  answer  to  WFRV-TV's  charges,  M&M 

and  Guild  late  last  week  told  the  FCC  that 

WFRV-TV's  arguments  were  "speculative"  and 
"conjectural"  and  should  be  dismissed.  M&M 

has  always  programmed  in  the  public  interest 
and  Guild  will  continue  that  policy,  the  Com- 

mission was  told.  As  to  FCC  policy  on  owner- 
ship of  tv  stations  by  film  syndication  firms, 

M&M  and  Guild  said  that  if  there  is  such  a 
policy  it  is  favoring  such  ownership  because 
all  the  networks  are  in  the  film  syndication 
business. 

Small  Business  Committee 

Gets  DBA  Fight  on  Hours 

THE  Daytime  Broadcasters  Assn.  has  carried 
its  fight  to  change  the  FCC  rules  regarding 
sunrise  to  sunset  hours  for  daytime  stations  to 
the  House  Small  Business  Committee. 

In  a  statement  submitted  to  the  House  com- 
mittee last  week,  Jack  S.  Younts,  WEEB 

Southern  Pines,  N.  C,  DBA  chairman,  asked 
for  help  in  persuading  the  FCC  to  change  its 
rules  to  permit  daytimers  to  operate  from  5 
a.m.  to  7  p.m.,  or  from  local  sunrise  to  local 
sunset,  whichever  is  earlier  or  later. 

Present  daytime  rules  were  established  30 
years  ago,  Mr.  Younts  said.  They  benefit  only 

"a  handful  of  high  power  stations,"  he  added. 
The  daytimers  situation  has  been  before  the 
FCC  since  1947,  Mr.  Younts  said,  and  the 
current  request  for  a  change  in  daytime  rules 
since  1954. 

DBA's  request  earlier  this  year  was  taken 
under  consideration  by  the  Senate  Small  Busi- 

ness Committee.  Sen.  John  F.  Kennedy 

(D-Mass.)  was  appointed  chairman  of  a  sub- 
committee to  investigate  this  plaint  but  last 

month  announced  that  hearings  would  not  be 
held  until  the  new  Congress  convenes  in  Jan- 

uary. Other  subcommittee  members  are  Sens. 
Wayne  Morse  (D-Ore.)  and  Andrew  Schoeppel 
(R-Kan.). 

Opposition  to  the  DBA  petition  has  been 
filed  with  the  FCC  by  Clear  Channel  Broadcast- 

ing Service  and  a  number  of  individual  clear 
channel  and  regional  am  stations. 

Arguments  Against  Grant 
Of  Channel  to  CBS  Heard 

CBS'  "domination"  in  the  broadcasting  field 
should  preclude  that  network  from  obtaining 
a  final  grant  for  ch.  11  in  St.  Louis,  Mo.,  the 
FCC  was  told  last  week  in  oral  argument  for 
that  channel.  CBS  was  recommended  for  the 

grant  in  a  September  1955  initial  decision  by 
FCC  Hearing  Examiner  Thomas  Donahue  [B»T, 
Sept.  12,  1955]. 

Mr.  Donahue  proposed  denial  of  three  com- 
peting applications  filed  by  220  Television  Inc., 

St.  Louis  Telecast  Inc.  (WEW),  both  St.  Louis 
Mo.,  and  Broadcast  House  Inc.  (operator  of 
former  KSTM-TV  St.  Louis)  of  East  St.  Louis, 
111.  A  fourth  applicant,  St.  Louis  Amusement 
Co.,  refused  to  participate  in  the  hearing  as 
long  as  CBS  was  a  party  and  was  held  in 
default. 

CBS,  as  the  proposed  grantee,  drew  most  of 
the  fire  during  the  oral  argument,  receiving  at- 

tacks in  turn  from  WEW,  220  Tv,  Broadcast 
House  and  the  FCC  Broadcast  Bureau.  Besides 

the  "bigness"  charge,  CBS  also  was  criticized 
for  its  past  programming  record.  The  Broadcast 
Bureau  attorney  described  the  initial  decision 

favoring  CBS  as  "replete  with  error."  He  said the  record  of  CBS  shows  a  failure  to  stress  the 
importance  of  local  programming. 

Defending  the  network  and  the  examiners 
decision,  the  CBS  attorney  said  that  CBS  pro- 

gram policy  is  no  different  from  that  of  other 
networks,  all  which  operate  according  to  the 

rules  of  the  Commission.  An  "attack  on  the 
networks"  is  in  reality  "an  attack  on  the  rules 
of  the  Commission,"  the  attorney  told  the  FCC. 

30  YEARS  AGO. ..we  said: 

LIKE  A  SOW  with  ONE  PIG 

Youll  think  that  your  account 

the  only  one  we  have  / 

Today,  in  our  30th  year,  these  words  are  truer 

than  ever.  Personalized  service  to  both  the 

advertiser  and  the  Kansas  farm  families  that 

we  serve,  has  made  WIBW  the  most  powerful 

single  selling  force  in  Kansas. 

TOPEKA, 

KANSAS 

Ben  Ludy,  Gen.  Mgr. 
WIBW  &  WIBW-TV 

in  Topeka 
KCKN  in  Kansas  City 

Rep:  Capper  Publications,  Inc. 

cps R 
A 
D 
I 
0 

Our  30th  Year 

Page  82   •   July  16,  1956 Broadcasting   •  Telecasting 



WBC 

Parents  and  educators — more  than  twelve  million  of  them — have  recognized  that 

Westinghouse  Broadcasting  Company  rang  the  bell  at  last  year's  White  House 
Conference  on  Education.  WBC's  part  was  to  produce,  and  show  on  TV,  four  docu- 

mentary films  on  the  Conference  .  .  .  broadcast  a  one-hour  dramatized  radio  docu- 

mentary .  .  .  give  daily  on-the-spot  radio  and  television  news  coverage  .  .  .  and  to 
create  and  broadcast  local  round-table  discussions  on  the  subject.  For  these  activities, 
the  National  Education  Association  of  United  States  has  just  presented  a  School 
Bell  Award  to  WBC. 

"For  distinguished  service  in  the  interpretation  of  education 
represented  by  comprehensive  radio  and  television  coverage  of  the 

White  House  Conference  on  Education  held  November  28-December  1,  1955." 

WBC  is  proud  to  receive  one  of  the  first  annual  School  Bell  Awards — along  with 
Look  Magazine,  the  Columbia  Broadcasting  System  and  the  Associated  Press.  We 

are  particularly  gratified  that  the  N.E.A.  School  Bell  Award  so  well  affirms  our  belief 

that  Broadcasting  is  most  effective  on  stations  that  have  earned  the  respect  and  confidence 

of  the  communities  they  serve. 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
RADIO 

BOSTON — WBZ+WBZA 
PITTSBURGH  —  KDKA 
CLEVELAND — KYW 
FORT  WAYNE — WOWO 
PORTLAND — K  EX 

TELEVISION 

BOSTON — WBZ-TV 
PITTSBURGH —  K  DKA-TV 
CLEVELAND — KYW-TV 
SAN  FRANCISCO — KPIX 

KPIX  REPRESENTED  BY  THE  KATZ  AGENCY.  INC. 
ALL  OTHER  WBC  STATIONS  REPRESENTED   BY  PETERS.  GRIFFIN.  WOODWARD,  INC. 

Support  The  Ad  Council  Campaigns 
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GOVERNMENT 

FCC  Says  Hearing  Likely 

In  Mid-Continent  Miami  Buy 

HITTING  what  it  called  a  "giveaway"  pattern 
of  stations  owned  by  Mid-Continent  Broad- 

casting Co.,  the  FCC  last  week  informed  the 
company  that  a  hearing  may  be  necessary  on 

its  proposed  $850,000  purchase  of  WQAM- 
AM-FM  Miami  from  the  Miami  Herald- 
Knight  interests  [B»T,  June  11]. 

Apparently  spurred  by  the  recent  "treasure 
hunts"  conducted  by  two  Mid-Continent  sta- 

tions (WDGY  Minneapolis  and  KOWH  Oma- 
ha), both  of  which  had  people  from  near  and 

far  scurrying  to  locate  $105,000  in  hidden 
checks  [B»T,  June  18],  the  Commission  said 
that  the  pattern  of  Mid-Continent  operation 

indicates  that  the  station-owner  is  "purchasing" 
the  listening  audience. 

Alluding  to  the  Minneapolis  promotion, 
which  saw  another  station  there  (WCCO)  run  a 
competing  contest  with  a  potential  $250,000  in 

prizes  to  listeners,  the  FCC  told  Mid-Continent 
it  appears  that  ".  .  .  this  pattern  [give-away]  of 
operation,  with  its  apparent  success,  appears 
to  be  an  inducement  to  other  broadcasters  to 
adopt  similar  methods;  and  that  this  pattern 
tends  ...  to  limit  the  ability  of  station  li- 

censees to  provide  the  service  they  consider 
necessary  to  meet  the  tastes  and  needs  of  their 
communities  and  results  in  a  deterioration  in 
the  quality  of  the  service  previously  rendered 

to  the  public." 
Possibility  that  failure  to  dispose  of  WQAM 

immediately  might  delay  the  commencement  of 
WCKT  (TV)  Miami,  on  ch.  7  was  belittled  by 
FCC  sources  Friday.  It  was  noted  that  in 

other  such  situations  where  duopoly  was  in- 
volved the  Commission  had  been  reasonable 

in  permitting  a  station  sale  to  be  consummated 
— without  holding  up  the  new  operation.  The 

FCC's  grant  of  ch.  7  to  Biscayne  Tv  Corp.  was 
conditioned  on  the  disposal  of  one  of  the  two 
am  stations  owned  by  principals  in  that  vhf 
outlet.  Biscayne  is  42.5%  owned  each  by  the 
Cox  and  Knight  newspaper-radio  interests  in 
Miami  (WIOD  and  WQAM  respectively)  and 

15%  by  Niles  Trammell,  former  NBC  presi- 
dent. On  Friday,  WCKT  asked  the  FCC  for 

special  temporary  authority  to  begin  commer- 
cial programming  July  29. 

FCC  Returns  Poller  Bids 

For  Partial  Pay  Tv  Plan 

TWO  BIDS  which  would  have  brought  sub- 
scription tv  to  Milwaukee  and  Chicago  have 

been  returned  by  the  FCC  as  not  acceptable 
for  filing.  In  sending  the  applications  back 
to  Lou  Poller,  owner  of  now  dark  ch.  25 
WCAN-TV  Milwaukee,  the  Commission 
pointed  out  that  pay  tv  has  not  yet  been  au- 

thorized. Mr.  Poller  asked  the  FCC  to  waive 

its  rules  and  allow  him  to  operate  WCAN-TV 
on  a  parttime  pay-as-you-see  basis  [B«T,  June 
18];  he  also  filed  an  application  to  purchase 
ch.  44  WOPT  (TV)  Chicago,  contingent  on 
FCC  authorization  of  parttime  pay-tv  opera- 

tion on  that  station,  too  [B*T,  July  2].  Both 
proposals  envisioned  25%  paid  programming, 
75%  normal  operation. 

FCC  Calls  for  Comments 

On  Four  Shift  Proposals 

FOLLOWING  up  its  action  on  pending  rule- 
making petitions  [At  Deadline,  July  9],  the 

FCC  last  week  called  for  comments  by  Aug.  15 
on  the  following  tv  proposals:  (1)  designate  ch. 
5  Lubbock,  Tex.,  as  educational  instead  of  ch. 
20;  (2)  reserve  ch.  12  instead  of  ch.  18  for  edu- 

cational use  at  Lincoln,  Neb.;  (3)  substitute  ch. 

Candidates  May  Fade 

THERE  may  be  fewer  political  candi- 
dates on  television  this  campaign  year. 

That  inference  was  left  when  the  high 
cost  of  political  campaigning  was  injected 

into  the  hearings  on  network  "domina- 
tion" being  held  by  the  House  Antitrust 

Committee. 
Congressional  candidates  are  limited 

to  about  $4,500  for  campaign  expenses, 

explained  Rep.  Hugh  Scott  (R-Pa.).  Tv 
time  charges  have  gone  up  from  about 
$350  to  $700  for  15  minutes,  he  said, 
and  that  coupled  with  production  costs 
makes  a  15-minute  tv  appearance  cost 

the  candidate  about  $900.  "If  that  trend 

keeps  up,"  Mr.  Scott  said,  "I  can't  see how  a  candidate  can  continue  to  use 

television." 
This  sparked  a  discussion  of  network 

practices  involving  the  equal  time  pro- 
visions of  the  Communications  Act  for 

political  candidates  (Sec.  315).  Mr.  Scott 
and  Rep.  Emanuel  Celler  (D-N.Y.), 
chairman  of  the  committee,  and  Rep. 

Kenneth  B.  Keating  (R-N.  Y.),  all  agreed 
that  Sec.  315  was  being  too  rigidly  en- 

forced. This  results  in  keeping  many 
candidates  off  the  air,  they  declared. 

49  for  ch.  11  for  educational  use  in  Lexington, 
Tenn.,  placing  ch.  11  in  St.  Joseph,  Tenn.,  for 

commercial  use;  (4)  assign  ch.  5  plus  to  Glen- 
dive,  Mont.,  and  delete  ch.  6  minus  from  Pierre, 
S.  D.,  and  assign  it  to  Reliance,  S.  D. 

Meanwhile,  ch.  17  KGTV  (TV)  Des  Moines 
asked  the  FCC  to  take  immediate  action  in 

shifting  educational  ch.  1 1  at  Des  Moines  to 

the  uhf  band,  making  ch.  11  available  for  com- 
mercial use.  KGTV  pointed  out  that  the  FCC 

called  for  comments  on  the  Des  Moines  shift 

over  a  year  ago  (June  2,  1955)  and  that  the  final 
comment  was  filed  last  July.  KGTV  said  the 

proceeding  "has  long  been  ripe  for  decision." 

Hudson  Valley  Co.  Applies 

For  Vail  Mills  Channel  10 

APPLICATION  seeking  Vail  Mills,  N.  Y.,  ch. 
10  was  filed  at  the  FCC  last  week  by  Hudson 
Valley  Broadcasting  Co.  (WROW,  WCDA  [TV] 

Albany,  N.  Y.),  despite  the  Commission's 
proposed  rule-making  to  delete  that  outlet  [B»T, 

July  2].  Hudson  Valley's  application  calls  for 
316  kw  visual,  with  an  antenna  1,000  ft.  above 

average  terrain.  Construction  cost  was  esti- 
mated at  $1,700,000,  first  year  operating  cost  at 

$1,690,010.  Hudson  Valley  also  owns  WCDB 
(TV)  Hagaman,  N.  Y.,  which  operates  as  a 
satellite  of  WCDA.  Hudson  Valley  is  owned 

by  Lowell  Thomas,  CBS  commentator;  Frank 

Smith,  Mr.  Thomas'  business  manager,  and 
others. 

FCC  allocated  ch.  10  as  a  drop-in  to  the 
Albany  area  last  year  [B«T,  Nov.  14,  1955]. 
The  assignment  was  stayed,  however,  when  ch. 
35  WTRI  (TV)  Albany  and  ch.  19  WMGT  (TV) 
Pittsfield,  Mass.,  appealed  this  decision.  Last 
week  the  appellate  court  ruled  that  the  FCC 

was  within  its  rights  in  assigning  this  vhf  chan- 
nel to  Vail  Mills.  It  held  that  this  case  was 

similar  to  the  situations  presented  in  the  dein- 
termixture  cases  [B«T,  June  11].  Circuit  Judges 
Edgerton  and  Bazelon  dissented. 

Community  Tv  Made  Subject 

To  Non-interference  Rules 

RESTRICTIONS  on  community  antenna  tele- 
vision system — so  they  do  not  interfere  with  tv 

or  other  broadcast  reception — were  made  final 
last  week  by  the  FCC  with  the  adoption  of 
new  radiation  limits  as  an  addition  to  Part  15 
of  its  rules. 

CATV  systems  were  given  to  December 

1959  to  comply  with  the  new  radiation  restric- 
tions. The  new  rules  follow  proposals  issued  in 

April  1954  which  suggested  that  radiation  be 
limited  to  10  microvolts  per  meter  at  10  ft. 

from  the  CATV  lines.  Last  week's  regulations 
were  formulated  after  comments  were  received 
from  Radio-Electronics-Television  Manufac- 

turers Assn.  and  National  Community  Tele- 
vision Assn. 

New  in  the  Commission's  report  is  a  separate, 
more  liberal  radiation  limit  for  sparsely  inhab- 

ited areas.  This  was  defined  as  an  area  where 
tv  signals  are  not  in  fact  being  received  within 
1,000  ft.  of  any  part  of  the  community  tv 

system. Based  on  frequencies  being  received  and 
transmitted,  radiation  is  limited  to  15  uv/m  at 
100  ft.,  for  frequencies  below  54  mc;  to  20  uy/ 

m  at  10  ft.  for  54-132  mc  (chs.  2-13  plus  fm 
and  other  services);  to  50  uv/m  at  10  ft.,  for 
132-216  (ch.  7-13  and  other  services),  and  to 
15  uv/m  at  100  ft.  for  frequencies  above  216 
mc.  In  sparsely  inhabited  areas,  the  limitation 
is  the  same  for  frequencies  below  54  mc  and 
above  216  mc,  but  is  limited  to  400  uv/m  for 

54-132  mc,  and  to  1,000  uv/m  for  132-216  mc. 
The  FCC  also  said  that  objections  to  these 

limitations  on  radiations  from  Theodore  Haeff- 

ner,  "G"-line  interest  holder,  were  provided  for 
in  the  liberalized  limits  established  for  sparsely 

inhabited  areas.  The  "G"  line  is  a  development 
which  permits  high  frequency  signals  to  travel 
along  the  outside  of  an  open  wire  without  major 
attenuation  or  distortion  from  the  elements. 

Joe  Julian  Loses  Libel  Suit 

Against  'Red  Channels'  Book 
NEW  YORK  Court  of  Appeals  in  Albany  last 

week  turned  down  an  appeal  by  radio-tv  actor 
Joe  Julian,  who  had  sought  $150,000  in  libel 
damages  from  American  Business  Consultants 
Inc.,  publisher  of  Red  Channels.  Mr.  Julian  had 
charged  that  the  publication  had  characterized 

him  as  a  Communist  "sympathizer,  dupe,  tool 
or  sucker,"  and  had  impaired  his  ability  to  find 
work  in  the  radio-tv  industry. 

The  state's  highest  court  rejected  the  appeal 
by  a  5-2  vote.  The  majority  opinion  held  that 

the  listening  and  viewing  public  "has  a  right 
to  know  if  the  public  or  the  people  seeking 

their  patronage  in  a  public  field  are  being  vic- 
timized." It  asserted  that  "unless  the  person  is 

falsely  accused  of  wrong-doing,  he  or  she  must 

accept  the  criticism  or  comment,"  and  added: 
"To  characterize  the  plaintiff's  [Mr.  Julian's] 

political  activities  at  Communist-front  meetings 
as  an  impediment  to  employment  in  radio  and 
television  is  not  to  determine  his  professional 

fitness  for  employment;  it  is  mere  opinion." 

Senate  Okays  Hansen  Appt. 

SENATE  unanimously  confirmed  last  week 
Victor  R.  Hansen,  California  Superior  Court 

Judge,  to  be  Asst.  Attorney  General  in  charge 

of  the  Dept.  of  Justice's  antitrust  division.  Mr. 
Hansen  succeeds  Stanley  N.  Barnes,  named  to 
the  ninth  circuit  court  of  appeals. 
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SPONSORS  WARM  TO  AP 

Because  .  .  .  it's  better 
and  it's  better  knoxvn. 

JAILBREAK 

Just  One  Story— But 

it  needed  (and  got)  six-sided  coverage 

Case  History  No.  22 

Almost  300  miles  southeast  of 

Odessa,  Texas,  John  Wilson  was 

on  his  pre-dawn  news  beat  for 
KONO,  San  Antonio.  He  was  mak- 

ing a  routine  check  with  police 
when  he  picked  up  an  alert. 

Wilson  quickly  telephoned  The 
Associated  Press  at  Dallas: 

"State  Police  say  there's  been 
a  major  jailbreak  from  Ector 

County  Jail  at  Odessa.  Six  pris- 
oners escaped.  Some  armed  and 

dangerous." 
Even  as  preliminary  details  be- 

gan moving  over  AP  news  circuits, 

the  first  of  five  additional  points  be- 
gan feeding  details  to  the  Dallas 

AP  bureau, 
From  310  miles  east  of  Odessa, 

Goodson  McKee,  WACO,  Waco, 

was  on  the  phone  with  additional 
news  of  the  bold  escape. 

Closer  to  the  scene,  J.  N.  Yountj, 

Jr.,  KBST,  Big  Spring,  called  AP 

with  important  vivid  details:  blood- 
hounds being  dispatched  to  Odessa 

by  Big  Spring  sheriff — five  trusties 
overcome  and  bound — names  of  the 

six  escapees.  Then — as  he  talked — 
came  word  that  one  of  the  six  had 

been  captured. 
At  Odessa,  newsman  Paul  Singer, 

KOSA-TV,  was  on  the  scene.  A 

frightened  prisoner  told  about  hack- 
saw blades  being  smuggled  into  the 

jail,  of  threats  on  the  lives  of  trus- 
ties, of  the  secret  sawing  of  jail 

bars,  and  escape  down  lattice  work 
on  the  wall. 

George  Murray  of  KECK,  Odessa, 
rounded  up  quotes  from  authorities, 
descriptions  of  the  fugitives,  charges 
against  them. 

In  early  afternoon  the  ringleader 

was  captured  at  an  Odessa  resi- 
dence. Shortly  thereafter  a  motorist 

was  held  up,  bound,  and  his  car 
stolen  by  two  more  of  the  prisoners. 

Sixty-five  miles  northwest  of  the 

jailbreak,  two  more  fugitives  were 
captured.  Hal  Fees,  KPET,  Lamesa, 
told  AP  how  they  had  been  taken 

after  a  90-mile  per  hour  auto  chase. 
The  fast  coverage  by  six  radio 

news  men,  spread  over  an  area  400 
miles  in  diameter,  continued  until 
the  final  capture. 

It  was  an  important,  fast  develop- 
ing story.  AP  member  stations 

throughout  Texas  and  elsewhere  had 

the  story  first  and  in  exclusive  de- 

tail for  many  hours.  But  no  one  was 

surprised  at  this  dragnet  news  op- 
eration. AP  radio  and  TV  members 

cooperate  to  make  such  news  cover- 

age possible — even  routine. 

Wilson,  McKee,  Young, 

Singer,  Murray,  and  Fees 
are  six  among  thousands 
uho  make  AP  better  .  .  . 
and  better  knoivn. 

If  your  station  is  not  yet  using 
Associated  Press  service,  your  AP 
Field  Representative  can  give  you 
complete  information.  Or  write — 

Those  who  know  famous  brands . . . 

. . .  know  the  most  famous  name  in  news  is 
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the  CALIF.-ORE.  TV  TRIO 

. . .  bridge  the  gap  between 

San  Francisco  and  Portland 

with  EXCLUSIVE  VHF  coverage 

on  channels  2,  3  &  5. 

*KOTI-TV 

Klamath  Falls 
Channel  2 

About  Aug.  12 

OREGON 
KBES-TV  Medford  I 
•  Channel  5  ' 

KIEM  Eureka  / 
)•  Channel  3  / / 

CALIFORNIA 

the  ̂ muiiin  TV  Stations 

KOTI 

KIEM 

KBES  Medford,  Ore 

CHANNEL  2 

Klamath  Falls,  Ore. 

CHANNEL  3 

Eureka,  Calif. 

CHANNEL  5 

(Affiliated  with  KIEM-AM,  5000  Watts,  1480 
KC,  KRED-FM,  Eureka,  Calif.,  and  KUIN, 
KGPO-FM,  Grants  Pass,  Oregon) 

three  markets-one  billing 

MARKET  FACTS 

POPULATION    324,745 
FAMILIES    106,908 
TV  FAMILIES    65,023 
RETAIL  SALES    $420,528,000 
CONSUMER  SPENDABLE 
INCOME   $467,743,000 

for  CALIF.-ORE.  TV  TRIO  call  DON  TELFORD 

Mgr.  (TWX  Eureka  16)  Phone:  Hillside  3-3123 

of  ask national 

representatives 

NEW  YORK  •  CHICAGO  •  DETROIT  •  JACK- 
SONVILLE •  ST.  LOUIS  •  SAN  FRANCISCO  • 

LOS  ANGELES  •  DALLAS  •  BOSTON  •  SEATTLE 

GOVERNMENT 

Pittsburgh  Tv  Applicant 

Asks  Interim  Station  Grant 

PETITION  seeking  a  declaratory  ruling  favor- 
ing interim  trusteeship  to  permit  commence- 

ment of  a  tv  station  on  ch.  4  in  Pittsburgh 
before  the  facility  has  been  granted  was  filed  at 
the  FCC  last  week  by  Matta  Enterprises,  one 
of  five  applicants  in  the  proceeding.  Matta 
said  it  believes  an  agreement  can  be  reached 
among  the  applicants  to  share  the  expenses  of 
putting  ch.  4  on  the  air,  giving  Pittsburgh  a 
much-needed  station. 

Applicants  for  the  Pittsburgh  channel  are 
Television  City  Inc.  (KQV),  WCAE  Inc.,  Matta 
Enterprises  (WLOA  Braddock,  Pa.),  Wespen 

Television  Inc.,  and  Irwin  Community  Televi- 

sion Co.  A  hearing  examiner's  initial  decision, 
released  April  23,  favored  Tv  City  for  the  grant, 

but  the  death  of  Tv  City's  leading  principal, 
Irwin  D.  Wolf,  and  the  petitions  to  revise  the 
record  respecting  the  character  qualifications 
of  several  other  major  principals  will  require 
more  procedural  steps  of  exceptions  and  oral 
arguments — all  of  which  mean  further  sub- 

stantial delays  before  a  final  grant  in  the  case, 
said  Matta.  The  ch.  4  case  began  early  in 
1954.  At  one  time  there  was  talk  of  a  mer- 

ger among  the  five  applicants. 

Pittsburgh's  present  tv  stations  are  ch.  2 
KDKA-TV,  non-commercial  ch.  13  WQED 
(TV),  and  ch.  16  WENS  (TV).  Grant  of 
Pittsburgh  ch.  11  to  WWSW  Inc.  has  been 
made  by  the  Commission  but  construction  of 
this  outlet  has  been  stayed  pending  protest hearing. 

In  last  week's  petition,  Matta  pointed  to  the 
ch.  12  Shreveport  case,  in  which  the  three  ap- 

plicants were  allowed  to  operate  an  interim 
trusteeship  station.  The  station  operated  IV2 
years  before  a  final  grant  was  issued  to  Shreve- 

port Television  Co.,  which  operates  today  as 
KSLA-TV. 

Examiner  Recommends  Order 

To  Stop  EAO-TV  Boosters 
AN  FCC  hearing  examiner  recommended  last 
week  that  the  FCC  order  EAO-TV  of  Entiat, 
Wash.,  to  cease  operation  of  its  unlicensed 
booster  stations.  In  an  initial  decision,  Examiner 
Hugh  B.  Hutchison  found  that  the  booster 
operations  were  causing  interference  to  direct 
reception  of  authorized  tv  stations,  bringing  the 
boosters  within  the  prohibitions  of  the  Com- 

munications Act.  He  recommended  that  the 
FCC  order  EAO-TV  and  its  members  to  cease 
and  desist  such  operation  without  having  first 
obtained  an  FCC  license;  from  conducting 

the  booster  operations  without  a  person  li- 
censed by  the  FCC,  and  from  rebroadcasting 

tv  signals  without  having  first  obtained  per- 
mission to  do  so  from  the  originating  stations. 

EAO-TV  has  been  rebroadcasting  the  programs 
of  ch.  4  KXLY-TV,  ch.  6  KH&-TV  and  ch.  2 
KREM-TV  all  Spokane. 

FCC  Aims  Sights  on  Use 

Of  New  Bingo-Type  Program 
THE  FCC  has  hoisted  warning  flags  against  a 
new  type  of  bingo  game  on  the  air.  This  one 

is  called  "Ringo,"  and  is  a  variation  of  bingo, 
according  to  information  acquired  by  the  FCC. 

The  Commission  sent  letters  to  70  radio  sta- 
tions asking  for  information  on  Ringo,  it  was 

learned  last  week.  The  FCC  asked  for  the 
format  of  the  program,  how  long  the  program 
had  been  carried  and  the  method  by  which 
the  winner  was  chosen.  It  asked  for  a  reply  by 
the  end  of  this  month. 

Attached  to  the  letter  was  a  copy  of  the 
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Commission's  ruling  on  the  Play  Marko  case. 
The  FCC  held  last  May  that  Play  Marko, 

also  a  bingo  type  program,  was  a  lottery.  This 
verdict  has  been  appealed  by  the  Caples  Co., 
Chicago  advertising  agency  and  promoter  of 
the  program,  to  the  U.  S.  Court  of  Appeals  in 
Washington  [B»T,  July  2]. 

The  Ringo  program,  it  was  understood,  was 
being  promoted  by  Azreal  Advertising  Agency, 
Baltimore,  Md.  The  FCC  secured  a  list  of 

stations  carrying  this  program,  it  was  under- 
stood, when  the  recipient  of  one  of  the  Balti- 

more agency's  promotion  pieces  sent  it  to  the 
FCC.  The  brochure  listed  stations  carrying 
the  program.  It  also  claimed  that  the  program 
did  not  violate  the  lottery  laws,  it  was  under- 
stood. 

■  One  station,  it  was  learned,  carried  the  pro- 
gram three  months  last  year.  It  dropped 

Ringo  of  its  own  accord. 

'Candidate'  Daly  to  File 

Suit  Seeking  Equal  Time 

A  SUIT  seeking  equal  time  from  the  radio-tv 
networks  for  political  talks  will  be  filed  in 
Chicago  District  Court  early  this  week  by  Lar 
(America  First)  Daly,  who  claims  to  be  a 
candidate  for  the  Republican  presidential  nom- 

ination. Mr.  Daly  said  he  will  ask  for  free  time 

to  answer  all  of  President  Eisenhower's  radio-tv 
talks,  including  public  service  messages,  and 
claims  he  has  been  denied  network  facilities  on 
two  different  occasions. 

Basis  of  the  suit  will  be  FCC's  political  broad- 
cast primer,  issued  in  1954,  he  said.  Brief  will 

be  filed  in  Federal  District  Court  for  the 
Seventh  District. 

Democrats  Name  Quenstedt 

For  Va.  Congressional  Seat 

WARREN  D.  QUENSTEDT,  communications 
lawyer  with  the  firm  of  Segal,  Smith  &  Hen- 

nessey, Washington,  has  been  nominated  by 

the  Democratic  Party  for  Virginia's  10th  dis- 
trict Congressional  seat.  Mr.  Quenstedt  de- 

feated two  opponents  in  the  July  10  primary 
and  will  be  opposed  by  incumbent  Joel  T. 

Broyhill  (R-Va.)  in  the  November  general 
election. 

Before  joining  Segal,  Smith  &  Hennessey, 

the  44-year-old  Mr.  Quenstedt  was  with  the 
Broadcast  Bureau  and  served  in  the  general 
counsel's  office  of  the  FCC. 

FCC's  Flint  Plea  Denied 

THE  U.  S.  Court  of  Appeals  last  week  turned 
down  an  FCC  request  asking  that  it  be  per- 

mitted to  take  into  account  all  changes  in  the 
Flint,  Mich.,  ch.  12  case  (WJRT  [TV])  rather 
than  only  those  involving  the  grantee.  Earlier, 
the  court  also  denied  a  request  by  WJRT  for 
a  reargument  before  the  court  en  banc.  The 
court  last  May  ruled  that  a  rehearing  was  neces- 

sary because  WJRT  proposed  to  move  its  trans- 
mitter to  a  new  site  after  receiving  the  grant 

[B*T,  May  28].  Appellants  were  WFDF  Flint 
and  W.  S.  Butterfield  Theatres  Inc.,  the  unsuc- 

cessful applicants.  The  FCC  said  changes  had 
occurred  in  those  applications  also. 

Would  Replace  'Courier' THE  U.  S.  Information  Agency  last  week  asked 
the  Senate  Appropriations  Committee  to  include 
$2  million  in  a  supplemental  appropriations 
bill  to  build  a  land-based  broadcasting  facility  in 
the  Near  East.  Construction  would  take  about 
2V2  years  and  the  facility  would  replace  the 
Voice  of  America's  vessel  Courier,  which  pres- 

ently beams  to  Arab  areas. 
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Jeno  Paulucci,  President  of  Chun  King  Sales,  Inc.,  says 

"You're  looking  at  a  million-dollar  menu!" 

"Only  two  years  ago,  we  started  freezing  our  Chinese  food 
and  selling  it  around  Minnesota. 

"Now,  we've  sold  millions  of  dollars'  worth  throughout 
the  U.S.A.- captured  half  of  a  $25,000,000  market  -  all 
with  food  prepared  in  our  one  plant  in  Duluth ! 

"Food  brokers  and  buyers  receive  our  Chow  Mein,  Egg 
Rolls  or  whole  Cantonese  dinners  anywhere  in  the  48  states  — 
within  a  few  hours! 

"How  do  we  do  it?  We  pack  these  new  delicacies  in  dry  ice 
and  rush  them  Air  Express!  With  Air  Express,  they  travel 

fast  and  sure,  taking  hours  instead  of  days  for  delivery. 

"Air  Express  never  fails  us.  In  fact,  it's  opening  up  the 
whole  country  as  our  regular  market. 

"And  yet,  most  of  our  shipments  cost  less  than  any  other 
air  service.  15  lbs.,  for  instance,  Duluth  to  St.  Louis,  is  $4.67. 

It's  the  lowest-priced  complete  air  service  by  $2.98!" 

AirB 

CALL.  A\lf=l  EXPRESS 

GETS  TM  E  FR  E  n FIST  via.  U.S.  Scheduled  Airlines 

division,  of  f**\IL.W*\Y  EJ<f="  PRESS  AGENCV 
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Summer  Audiences 

step  your  way 

when  you 

Tain 

the 

best  muusic  in  America 
tt 

THE  SESAC  TRANSCRIBED  LIBRARY 

The  Coliseum  Tower 

New  York  19,  N.  Y. 

celebrating  our   25th  Anniversary 

,o7' cet 

The  107-A  Test  Set  and  Field  Intensity 
Meter  combines  in  one  portable  unit  a 
radio  receiver  of  laboratory  quality  with 
metered  output  and  an  accurately  cali- 

brated signal  generator.  These  instru- 
ments, which  can  be  used  separately  for  a 

variety  of  test  purposes,  cover  a  frequency 
range  of  54  to  240  megacycles  without 
band  changing. 

NEMS 

 m-m/:,'m 
SPECIFICATIONS 

RECEIVER 
Input  Impedance   51  ohms 
I.F.   Frequency   21.4  MC 
I.F.  Bandwidth   300  KC 
Sensitivity  at  input  term,  as  a  voltmeter. . 1 .0  uv 
Field  Strength  at  54  MC  1.6uv/m 
Field  Strength  at  240  MC  6.5  uv/m 

Max.  input  using  external  pad  supplied. .10.0  V 
Field  Strength  at  54  MC  16.0  V/M 
Field  Strength  at  240  MC  .:  65.0  V/M 

Output  Indicator   Panel  meter 
(approx.  Logarithmic  scale) 

Output:    1.    To    operate    at    1.0  milliampere 
recorder.    2.  Audio  for  headphones. 

SIGNAL  GENERATOR 
Output   1.0  uv  to  0.1  V 
Output  Impedance   51  ohms 

POWER  REQUIREMENTS 
117  volt  a-c,  50-400  cycle  60  watts — or 
6  volt,  d-c   8  amperes 

CLARKE 

In.ooriporsLt.eci 
919    JESUP-BLAIR    DRIVE     SILVER   SPRING,  MARYLAND 

For   furfher   information    write    Dept.  P -7 

•GOVERNMENT' 

FCC  Denies  Request  to  Stay 

Triangle  New  Haven  Purchase 

THE  FCC  last  week  turned  down  a  request 

by  WHP-TV  Harrisburg,  Pa.,  asking  the  Com- 
mission to  stay  its  approval  to  the  $5.4  million 

purchase  of  WNHC-AM-FM-TV  New  Haven, 
Conn.,  by  Triangle  Publications  Inc.  The  FCC 
approved  the  transfer  last  month  [B»T,  June 
25]  and  WHP-TV  asked  that  the  grant  be 
stayed  pending  results  of  the  hearing  involving 

Triangle's  purchase  of  WLBR-TV  Lebanon, 
Pa.  WHP-TV  is  protesting  the  WLBR-TV  pur- 

chase as  is  WTPA  (TV)  and  WCMB-TV,  both 
Harrisburg,  and  WHUM-TV  Reading,  Pa. 

However,  the  Commission  has  advised  Tri- 

angle (Philadelphia  Inquirer- WFIL- AM -FM- 
TV)  that  its  approval  of  its  New  Haven  acqui- 

sitions is  without  prejudice  to  any  action  it 

may  take  as  a  result  of  the  outcome  of  anti- 

trust indictments  returned  against  "certain  Phil- 
adelphia broadcast  stations."  WFIL  was  named 

with  nine  other  stations  on  charges  of  illegal 
rate  fixing  [B»T,  July  2]. 

Third  Applicant  Files 

For  Translator  Service 

THIRD  application  seeking  the  newly-author- 
ized tv  translator  service  was  filed  at  the  FCC 

last  week  by  Mt.  Grant  Television  Booster 
Service.  Mt.  Grant  filed  for  approval  of  a 

ch.  70  service  at  Hawthorne-Babbitt,  Nev.,  to 
rebroadcast  programs  of  ch.  4  KRON-TV  San 
Francisco.  Applications  seeking  services  in 
Bishop,  Calif.,  to  rebroadcast  ch.  2  KNXT  (TV) 
Los  Angeles  and  ch.  4  KRCA-TV  Los  Angeles 
were  filed  two  weeks  ago  by  James  R.  Oliver, 
operator  of  KIBS  Bishop,  Calif.  [B*T,  July  9]. 

Mt.  Grant's  transmitter,  output  is  10  w.  Con- 
struction cost  was  estimated  at  $4,000,  first 

year  operating  cost  at  $750. 

MILESTONES 

►  WALTER  B.  HAASE,  general  manager  of 
WDRC  Hartford,  Conn.,  celebrated  his  32nd 
anniversary  with  the  station  in  July. 

►  SPORTSCASTER  TOM  MANNING  was 

honored  by  KYW  Cleveland  and  the  Chamber 
of  Commerce  for  his  30  years  of  sportscasting. 

Festivities  included  special  tributes:  a  testimo- 
nial luncheon  June  29,  a  special  radio  show 

June  28  featuring  Bob  Hope,  and  presentation 
of  an  honorary  plaque  by  Sport  magazine. 
Mayor  Celebrezze  of  Cleveland  proclaimed 
June  29  as  Tom  Manning  Day. 

►  SULLIVAN,  STAUFFER,  COLWELL  & 

BAYLES,  N.  Y.,  has  celebrated  its  10th  an- niversary. 

►  PAUL  D.  BEZAZIAN,  partner  in  Burton 
Browne  Adv.,  has  celebrated  his  15th  year 

with  the  agency,  which  handles  electronic  ac- 
counts with  offices  in  New  York  and  Los 

Angeles. 

►  VIC  KNIGHT,  music  director  of  WXLW 

Indianapolis,  has  begun  seventh  year  with  sta- 
tion. 

►  ANDREW  G.  HUBBELL  has  celebrated  his 

10th  anniversary  as  general  sales  manager  of 
WNBF-AM-TV  Binghamton,  N.  Y., 

►  PLAYHOUSE  PICTURES  of  Hollywood 
has  marked  its  fifth  anniversary. 

►  WISH-TV  Indianapolis  has  celebrated  its 
second  year. 
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ARE  YOU 

HALF-COVERED 

1956  ARB  METROPOLITAN 

AREA  COVERAGE  STUDY 

PROVES  KOLN-TV  SUPERIORITY  ! 

The  1956  ARB  Study  of  100  Metropolitan  markets  in- 
cluded 6  in  LINCOLN-LAND — 5  in  Nebraska,  1  in  Kansas. 

In  these  6  markets,  KOLN-TV  is  viewed- 
most  in  6  daytime  categories  ...  in  5 
out  of  6  nighttime  categories. 

KOLN-TV  gets  an  average  daytime,  "viewed-most"  rating 
of  54.0%  as  against  15-2%  for  the  next  station.  Night- 

time averages  are  59.8%  for  KOLN-TV,  25.0%  for  the 
next  station.  Enough  said? 

K-  TV 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  K  ALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  — LINCOLN.  NEBRASKA 

Associated  with 
VVMBD  RADIO  — PEORIA.  ILLINOIS 

KOLX-TV  covers  Lincoln-Land  —  a  rich  42-county  area, 

95.5%  OF  WHICH  IS  OUTSIDE  OMAHA'S  GRADE  "B" 
COVERAGE! 

Lincoln-Land  has  over  200,000  families  — 125,000  of 

them  unduplicated  by  any  Omaha  TV  station!  Actually, 

Lincoln-Land  is  as  independent  of  Omaha  as  Hartford  is 
of  Providence  ...  or  South  Bend  is  of  Fort  Wayne. 

Latest  Telepulse  credits  KOLN-TV  with  194.4%  more 

nighttime  viewers  than  the  next  station  — 138.1%  more 
afternoon  viewers! 

Let  Avery-Knodel  give  you  the  whole  story  on  KOLN-TV, 
the  Official  CBS-ABC  Outlet  for  South  Central  Nebraska 

and  Northern  Kansas. 

CHANNEL  10  •  316,000  WATTS  •  1000- FT.  TOWER 

KOLN-TV 

COVERS  LINCOLN-LAND  —  NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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NETWORKS  ■ 

SHIFTING  TREND  BRINGS  WBC-NBC  SPLIT 

That  is  the  reason  given  by 

Westinghouse  executives  for 

dropping  network  daytime 

programming  from  four  of  its 
stations.  Not  affected  is  KEX 

Portland,  which  carries  pro- 
grams of  the  ABC  Network. 

TOP  OFFICIALS  of  Westinghouse  Broadcasting 
Co.  emphasized  last  week  that  it  was  a  shifting 
trend  in  radio  programming — particularly  in  the 
daytime — that  basically  moved  WBC  to  origi- 

nate locally  all  of  the  daytime  Monday-Friday 
programs  on  four  of  its  radio  stations  starting 
today  (Monday)  [Closed  Circuit,  July  9]. 

Affected  by  the  decision  announced  Wednes- 
day were  NBC  Radio  affiliates  WBZ-WBZA 

Boston-Springfield,  Mass.;  KYW  Cleveland; 
WOWO,  Fort  Wayne  and  KDKA  Pittsburgh. 

WBC's  fifth  radio  outlet  is  KEX  Portland,  Ore., 
which  carries  ABC  radio  programs. 

In  support  of  this  contention,  Westinghouse 
executives  point  to  research  they  have  con- 

ducted over  the  past  several  months  that 
charted  a  sharp  drop  in  the  listening  audience, 

beginning  with  the  stations'  pickup  of  the  net- 
work program  service.  It  was  understood  that 

negotiations  between  Westinghouse  and  NBC 
failed  to  bring  about  a  renewal  of  contracts 
when  the  present  ones  expired.  Westinghouse 
thus  had  no  contractual  commitments. 

The  Westinghouse  action  had  long  been  antici- 

pated. NBC's  Weekday  radio  service,  in  particu- 
lar, was  under  fire  from  Westinghouse.  This 

programming  has  been  abandoned  by  the  net- 
work. Effective  July  27,  a  new  format  to  in- 
clude dramas,  daytime  series  and  music  is  to 

take  its  place.  A  secondary  factor,  according 

to  Westinghouse,  was  the  "network  pricing" 
and  station  compensation.  Donald  H.  McGan- 
non,  president  of  WBC,  explained  that  the 

"serious  audience  situation,  coupled  with  the 
underpricing  of  radio  and  station  compensation, 

has  precipitated  this  decision." 
Audience  Trend  Cited 

Mr.  McGannon  noted  in  his  statement  that 

the  "downward  trend  in  audience  during  net- 
work time  periods"  had  been  in  review  for  the 

past  16  months  by  Westinghouse  and  NBC, 

contrasting  with  the  dropping  trend  of  net- 

work audiences  with  the  "upward  trend  in  local 
time  periods,"  he  noted. 

Other  developments  on  the  split: 

•  In  all  probability,  Westinghouse's  radio 
outlets,  which  still  are  fed  NBC  Radio  service 
about  three  hours  nightly,  will  move  even 
further  to  local  emphasis.  Speculation  was  high 
that  NBC  Radio  soon  might  cast  elsewhere  in 
the  Westinghouse  markets  for  new  radio  affili- 

ates. No  confirmation  nor  comment,  however, 
could  be  obtained  from  NBC  executives  as  of 
late  Thursday. 

•  Westinghouse's  future  expansion  of  local 
programming  on  its  stations  was  revealed  to 
B»T.  In  the  main,  the  programming  will 
include  an  exclusive  Washsington  news  corre- 

spondent who  will  report  the  news  of  the  Na- 

tion's Capital  to  each  of  the  stations  in  terms 
of  its  effects  on  listeners;  a  group  of  "radio 
columnists"  reporting  on  cultural,  theatrical, 
literary,  and  film  topics;  an  enlarged  schedule 
of  news  documentaries  emphasizing  local  issues 
and  problems  and  news  forums  and  increased 

emphasis  on  locally-originated  live  religious 
shows.  Music,  hourly  news  and  weather  reports 

and  the  "immediacy"  of  local  news  coverage 
complete  the  personal  and  local  "image"  of  each of  the  stations. 

•  WBC,  in  dramatizing  its  change  to  home- 
originations  in  radio,  flew  a  group  of  leading 
performers  from  each  of  the  four  stations  to 

New  York  Thursday  as  guests  of  Mr.  Mc- 
Gannon at  a  special  reception  and  party.  Record 

manufacturers  and  newsmen  were  invited  to 
meet  with  the  radio  stars.  Before  the  party, 
the  top  local  radio  disc  jockey  personalities 

met  at  WBC's  headquarters  with  Richard  Peck, 
vice  president  in  charge  of  programming,  for 

a  review  of  plans  for  the  stations'  expanded local  format. 

In  his  announcement  Wednesday,  Mr.  Mc- 
Gannon declared:  "Radio  is  a  more  vigorous 

medium  than  ever,  particularly  in  the  new, 
more  local,  even  more  personal  form  it  has 
taken.  We  feel  that  we  can  best  serve  our 

stations'  listeners  and  advertisers  by  providing 
a  more  intensified  'home  town'  radio  service, 
programmed  at  the  local  level  and  geared  to 
the  needs  and  expressed  wishes  of  our  public. 
And  we  feel  that  we  will  put  our  operation  on 

a  more  productive  basis  if  we  localize  it." 
NBC,  according  to  Mr.  McGannon,  had 

under  option  large  blocks  of  time  which,  there- 
fore was  not  available  for  sale  locally  on  the 

stations.  And,  he  asserted:  "The  almost  minimal 
income  received  by  the  stations  from  the  net- 

work was  not  in  proportion  to  the  time  devoted 

to  network  programming."  Network  pricing 
policies,  he  declared,  tended  to  divert  national 
spot  sales  revenue  from  the  stations — revenue, 
he  underscored,  that  a  station  needs  to  exist. 

Concluded  Mr.  McGannon:  Research  at 
Westinghouse  revealed  that  the  listening  public 

"has  come  to  regard  radio"  over  the  past  year 

and  a  half  as  a  "personal,  companion  medium". 
He  cited  audience  preferences  for  stations  which 
accent  local  personalities,  music  and  news. 

CBS  Radio  Affiliates  Elect 

Three  to  Board  of  Directors 

ELECTION  of  three  members  to  the  board  of 
directors  of  the  CBS  Radio  Affiliates  Assn., 
was  announced  last  week  by  Kenyon  Brown, 
KWFT  Wichita  Falls,  Tex.,  association  board 

chairman.  The  appointments  to  the  12-man 
board  become  effective  Sept.  10,  with  new 
members  to  serve  for  three  years. 
New  members  are  Robert  Tincher,  WNAX 

Yankton,  S.  D.,  replacing  Hugh  Terry,  KLZ 
Denver  (Dis.  7);  J.  C.  Kellman,  KTBC  Austin, 
Tex.,  succeeding  Mr.  Brown  (Dis.  8),  and  H.  J. 

Chandler,  KFLW  Klamath  Falls,  Ore.,  replac- 
ing Saul  Haas,  KIRO  Seattle  (Dis.  9).  The  an- 

nual elections  for  directors-at-large  will  be  held 

during  CBS  Radio  Affiliates  Assn.'s  meeting  in 
New  York,  Sept.  10-11. 

King  Promoted  at  Mutual 

CHARLES  KING,  MBS  eastern  station  rela- 
tions representative, 

last  week  was  named 

station  relations  di- 
rector, a  post  vacant 

for  the  past  three 
months  following  the 

appointment  of  Rob- ert W.  Carpenter  to 
vice  president  in 
charge  of  station 
relations. 
Before  joining 

Mutual  in  January 
1954,  Mr.  King  was 
general  manager  of 
WKAL  Rome,  N. 

Y.,  and  with  WAYS  Charlotte,  N.  C. 

Rockefeller  Attraction 

VISITORS  on  NBC's  guided  tour  of  the 
network's  facilites  in  Rockefeller  Center, 
New  York,  are  being  shown  a  new  point 
of  interest — an  exhibit  explaining  how 

RCA's  compatible  color  television  system 
works.  The  exhibit,  produced  by  Bertell 

Inc.,  New  York  designers,  under  the  sup- 
ervision of  William  S.  Hedges,  NBC  vice 

president  in  charge  of  integrated  services, 
consists  of  nine  illustrations.  The  illumi- 

nated display  shows,  step  by  step,  how 
an  image  is  transmitted  from  the  studio 
to  the  tv  set. 

MR.  KING 

Allen  Scores  Against  Sullivan 

With  Elvis  Presley's  Help 
APPEARANCE  of  Elvis  Presley  on  Steve 

Allen's  July  1  telecast  not  only  attracted 
many  viewers  away  from  the  opposing  Ed  Sul- 

livan program  [B«T,  July  9]  but  made  that 
show  the  most  talked  about  one  on  record. 
During  the  week  ending  July  7,  interviewers 
for  Sindlinger  &  Co.  found  that  38,191,000 

people,  or  31.5%  of  the  U.  S.  adult  popula- 
tion, were  "talking  about"  the  previous  Sun- 
day's Allen  program,  highest  "talked  about" 

rating  registered  by  any  program  in  the  54 
weeks  the  question  has  been  asked. 

Without  Mr.  Presley,  Steve  Allen's  following 
fell  off  the  next  Sunday  (July  8).  Trendex  on 
Monday  reported  that  the  Allen  show  had  been 
rated  at  14.7,  while  the  Sullivan  program  got 
a  20.8.  These  figures  substantiated  the  advance 
Sindlinger  prediction  that  Allen  would  rate 

15.0  to  Sullivan's  21.1  [At  Deadline,  July  9]. 

NBC  African  Stringer  Killed 

THE  BODY  of  Jack  Yowell,  36,  NBC  stringer 
in  Africa,  was  found  July  6  near  a  pier  at 
Bukama,  a  port  on  the  Congo  River  in  the 
southern  part  of  the  Belgian  Congo.  The  canoe 
in  which  Mr.  Yowell  was  making  an  explora- 

tory trip  down  the  Congo  River  had  overturned 
six  days  earlier.  Burial  services  for  Mr.  Yowell 
were  held  in  Bukama  July  6. 

KDIX-TV  to  Be  CBS  Affiliate 

KDIX-TV  Dickinson,  N.  D.  (ch.  2),  will  go  on 
the  air  on  or  about  Oct.  1  as  a  CBS-TV  affiliate 
under  the  network's  Extended  Market  Plan, 
Herbert  V.  Akerberg,  vice  president  in  charge 

of  station  relations,  announced  last  week.  KDIX- 
TV  is  owned  and  operated  by  the  Dickinson 
Radio  Assn.,  P.  O.  Box  1152,  Dickinson,  N.  D. 

Also  announced  was  the  joining  last  Monday 

of  KBAK-TV  Bakersfield  (ch.  29)  as  a  second- 

ary interconnected  CBS-TV  affiliate.  Effective 
next  Jan.  9,  the  station  will  become  a  primary 

CBS-TV  affiliate,  replacing  KERO-TV  Bakers- 
field.  KBAK-TV  is  owned  and  operated  by  the 
Bakersfield  Broadcasting  Co. 

WAIM-TV  Now  ABC  Affiliate 

AFFILIATION  of  WAIM-TV  (ch.  40)  Ander- 
son, S.  C,  with  ABC-TV  effective  yesterday 

(Sunday)  was  announced  jointly  last  week  by 
Glenn  Warnock,  WAIM-TV  general  manager, 

and  Alfred  Beckman,  ABC-TV  station  relations 
director.  WAIM-TV,  owned  and  operated  by 

the  Anderson  Independent  &  Mail,  heretofore 

was  a  CBS-TV  affiliate. 
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Only  STEEL  can  do  so  many  jobs  so  well 

The  Day  Of  Judgment  is  depicted  by 

this  magnificent  stained  glass  win- 

dow in  St.  Gertrude's  Church,  Frank- 
lin, Illinois.  This  breath-taking  win- 
dow was  designed  and  made  in  the 

United  States,  and  its  weight  is  sup- 
ported by  a  network  of  slim  USS 

steel  mullions  —  further  evidence  of 
the  versatility  of  steel,  which  serves 
industry,  farm,  home  and  church  in 
so  many  ways  so  well. 

Perfect  Sun  And  Light  Control.  Designed 

to  stay  up  all  year,  this  awning  can  be 
rolled  down  to  any  level  for  sun  protec- 

tion or  rolled  up  against  the  house  to  admit 

light  on  cloudy  days.  These  roll-up  awn- 
ings are  made  from  tough  USS  Galvanized 

Steel  for  sturdiness  and  long  wear.  In 
laboratory  tests,  the  awning  was  raised  and 
lowered  over  20,000  times  without  failure. 

This  trade-mark  is  your  guide  to  quality  steel 

2  Million  Volts  will  be  generated  in  this 

all-steel  transformer  tank.  It  is  part  of  an 

x-ray  machine  used  for  industrial  inspec- 
tion. USS  steel  plates  and  sheets  were  used 

for  the  important  parts. 

UNITED  STATES  STEEL 

For  further  information  on  any  product  mentioned  in  this  advertisement,  write  United  States  Steel,  525  William  Penn  Place,  Pittsburgh,  Pa. 

AMERICAN  BRIDGE.  AMERICAN  STEEL  &  WIRE  and  CYCLONE  FENCE  COLUMBIA-GENEVA  STEEL  CONSOLIDATED  WESTERN  STEEL  GERRARD  STEEL  STRAPPING.  .NATIONAL  TUBE 
OIL  WELL  SUPPLY   TENNESSEE  COAL  &  IRON    UNITED  STATES  STEEL  PRODUCTS   UNITED  STATES  STEEL  SUPPLY   Divisions  of  UNITED  STATES  STEEL  CORPORATION.  PITTSBURGH 

UNITED  STATES  STEEL  HOMES,  INC.  •  UNION  SUPPLY  COMPANY  •  UNITED  STATES  STEEL  EXPORT  COMPANY  •  UNIVERSAL  ATLAS  CEMENT  COMPANY 

SEE  The  United  States  Steel  Hour.  It's  a  full-hour  TV  program  presented  every  other  week  by  United  States  Steel.  Consult  your  local  newspaper  for  time  and  station. 
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NETWORKS 

Advertisement 

From  where  I  sit 

6y  Joe  Marsh 

Confused 

Sit  -uation 

Been  meaning  all  week  to  tell  you 

about  Curley  Lawson's  "baby-sitting" 
experience. 

His  Mrs.  left  him  in  charge,  about 

seven  p.m.,  with  instructions  not  to 

let  the  children  come  downstairs.  So 

Curley  read  his  paper  and  when- 

ever he  heard  footsteps  on  the  stair- 

case he  ordered  the  culprit  back  to 

bed.  Happened  three  or  four  times. 

Little  while  later,  Mrs.  Miller  from 

next  door  came  over  to  inquire  if 

Curley  had  seen  her  Sonny.  "Here 

I  am,  Mom"  came  a  voice  from  up- 

stairs, "But  Mr.  Lawson  won't  let  me 

go  home." From  where  I  sit,  jumping  to 

conclusions  like  Curley  did,  doesn't 
always  make  for  an  amusing  story. 

Tm  reminded  of  the  people  who  — 

without  due  consideration — have  con- 

cluded that  Tm  wrong  to  like  an 

occasional  glass  of  beer.  Well,  to  my 

way  of  thinking,  that's  not  only 

intolerant  .  .  .  but,  what's  more, 

''minding'''  the  other  fellow's  busi- 
ness is  not  the  American  way. 

Copyright,  1956,  United  States  Brewers  Foundation 

To  Survey  Political  Trends 

NBC  now  has  a  four-man  team  of  news  ana 
lysts  visiting  each  state  in  the  country  before 
the  August  nominating  conventions  in  an  effort 
to  learn  regional  political  trends  from  govern 
ment  and  political  officials  and  newsmen.  The 
team  consists  of  Merrill  Mueller,  Ray  Scherer, 
Richard  Harkness  and  Robert  McCormick. 

WAFB  Adds  ABC 

AFFILIATION  of  WAFB  Baton  Rouge,  La., 

with  ABC  Radio,  effective  Aug.  1,  was  an- 
nounced jointly  last  week  by  Tom  E.  Gibbons, 

WAFB  president  and  general  manager,  and 

Edward  DeGray,  ABC  director  of  station  rela- 
tions. The  station  (1460  kc,  5  kw  D  and  1  kw 

N)  is  owned  and  operated  by  the  Modern  Broad- 
casting Co.,  Baton  Rouge.  It  also  will  continue 

to  be  an  MBS  affiliate.  Baton  Rouge's  present 
ABC  outlet,  WLCS  (Air  Waves  Inc.),  will  revert 
to  an  independent  station  next  month. 

CBS  Radio  Promotes  Two 

FRED  NASSIF,  CBS  Radio  spot  sales  repre- 
sentative for  WCBS  New  York,  and  James  I. 

Moore,  merchandising  manager  for  the  Galen 
Drake  CBS  network  programs,  last  week  were 

named  CBS  Radio  spot  sales  account  execu- 
tives. 

NETWORK  PEOPLE 

David  Yanow,  account  executive,  CBS  Radio 
Spot  Sales,  transferred  to  CBS  Radio  Sales  in 
similar  capacity. 

William  N.  Robson,  radio  writer-director, 
named  Hollywood  producer  of  CBS  Radio 

Workshop  succeeding  Antony  Ellis,  now  con- 
centrating on  other  CBS  assignments  and  mo- 

tion picture  work.  Jack  Daley,  production 

coordinator  of  network's  Amos  V  Andy  Music 
Hall,  to  script  editor,  CBS  Radio  network  pro- 

grams, Hollywood. 

Geoffrey  Barr,  assistant  to  Broadway  producer 

Cheryl  Crawford,  to  CBS-TV  business  affairs, 
N.  Y.,  as  business  manager  of  story  department. 

John  Frankenheimer,  Ralph  Nelson  and  Arthur 

Penn  to  staff  of  directors  assigned  to  CBS-TV's 
forthcoming  Playhouse  90  series. 

Hugo  A.  Seiler,  assistant  manager  of  Interna- 
tional News  Service's  Television  Div.,  N.  Y., 

to  NBC-TV  as  commercial  producer  assigned  to 

Tonight  show  (Mon.-Fri.). 

Thomas  F.  O'Neil,  board  chairman  of  RKO 
Teleradio  Pictures  and  MBS,  named  national 
chairman  of  fund  raising  committee  for  Pius 
XII  Library,  to  be  erected  at  St.  Louis  U., 
which  will  contain  microfilm  reproduction  of 
Vatican  manuscript  collection. 

William  L.  Thompson,  NBC  Radio  account 
executive  and  former  B*T  Chicago  manager, 

named  lieutenant  governor  of  Civitan  Inter- 
national's Great  Lakes  District.  He  was  suc- 

ceeded as  president  of  Chicago  Civitan  Club 
by  Howard  Baugher,  art  department  manager 
of  Ruthrauff  &  Ryan  Inc. 

Hugh  McDonald,  business  and  production  man- 
ager, ABC  advertising  and  promotion  depart- 
ment, N.  Y.,  father  of  boy,  Austin,  July  7. 

Ellis  Moore,  director  of  the  NBC  press  de- 
partment, father  of  boy,  John  Francis,  July  9. 

Don  Richardson,  public  relations  director,  ABC- 
TV's  Ozark  Jubilee,  father  of  boy  June  19  in 

Springfield,  Mo. 
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ESPECIALLY 

when  they're 

listening  to  your 

commercials 

and  in  the 

Portland,  Oregon  Market 

KOI  N- Radio 

delivers 

liJL  aioke 

#  ̂0  audience 

than  any  other  station 

SOLID  LEADERSHIP 

"v?  Morning,  Afternoon,  Night. 

*v?  46  of  the  48  top  weekday 
quarter  hours. 

"v?  All  10  top  daytime  shows. 
*  March-April  1956  Pulse,  Inc. 
Portland  Metropolitan  Area. 

KOIN 

Radio 

Portland,  Oregon 

Represented  Nationally  by 

CBS  Radio  Spot  Sales 

PROGRAM  SERVICES  — 

Commercial  Hotel  Tv 

To  Start  in  September 

THE  OUTLINE  of  a  new  type  of  closed-circuit 
television  service — providing  guests  in  two  New 
York  hotels  with  filmed  programming  dealing 
with  New  York  attractions,  including  night 
clubs,  plays,  sporting  events  and  other  tourist 
activities — was  announced  last  week.  An  un- 

usual part  of  the  service  will  be  the  sale  of  spot 
announcements  to  national,  local  and  regional 
advertisers. 
Announcement  of  the  new  closed-circuit 

plan  was  made  by  Will  Baltin,  president  of 
Hotel  Tv  Broadcasting  Corp.,  an  affiliate  of 
Magnetics  Corp.  of  America,  which  will  operate 
the  system  in  association  with  Wells  Closed- 
Circuit  Television  Inc.  The  latter  is  an  affiliate 
of  Wells  Television  Inc.,  installer  and  operator 
of  master  tv  systems  and  receivers  in  hotels 
throughout  the  U.  S.  Mr.  Baltin,  who  reported 
the  service  will  begin  in  September,  declined  to 
name  the  two  hotels  to  be  used  in  New  York, 

saying  only  that  each  has  more  than  1,000 
rooms. 

Mr.  Baltin  said  that  several  national  and 
local  advertisers  have  inquired  about  the  spot 
announcement  potentialities  of  the  new  service. 
He  pointed  out  that  advertisers  who  cannot 
afford  even  the  minimal  spot  card  rate  on  New 
York  tv  stations  could  utilize  the  new  service 
and  obtain  multiple  exposure,  because  it  is 
planned  to  repeat  the  commercials  several  times 
a  day. 

Under  current  plans,  the  service  will  use 
channel  6  and  will  not  affect  reception  of  com- 

mercial programs  on  other  channels,  according 
to  Mr.  Baltin.  He  said  the  programming  will 
be  on  film  and  be  continuous  from  9  a.m.  to 

I  1  p.m.  Film  production  on  some  of  the  pro- 
gramming already  has  begun,  according  to  Mr. 

Baltin,  and  will  include  "What  to  See — Where 
to  Go — What  to  Do,"  "The  Movie  Playhouse" 
of  scenes  from  current  motion  pictures,  "Fash- 

ions on  Parade,"  Sports  in  New  York  This 
Week,"  and  "Legitimate  Stage  Playbill." 

The  firm's  president  reported  plans  call  for 
expansion  of  the  hotel  tv  service  to  at  least 
25  other  cities  within  the  next  two  years,  with 
Washington  next  on  the  list.  He  said  that  in 
two  years,  he  expected  a  minimum  of  50.000 
hotel  rooms  would  be  providing  the  service. 

PROGRAM  SERVICE  PEOPLE 

Bill  Bertenshaw,  production  manager.  Hardy 
Burton  Productions,  N.  Y.,  appointed  general 
manager  of  Radio  &  Tv  Roundup  Productions, 
Maplewood,  N.  J. 

1 .6  Million  Listeners 

MORE  than  1.6  million  replies  were  tab- 
ulated by  World  Broadcasting  System 

as  its  one-year  "Radio's  big  little  man" 
promotion  plan  drew  to  a  close.  The 

campaign,  designed  to  boost  radio  lis- 
tening and  backed  by  $1  million  in  pro- 

motional aids,  was  spotted  over  500  WBS 
member  stations  for  13  weeks,  asking 
listeners  to  submit  to  local  WBS  stations 
their  reasons  for  liking  and  listening  to 

radio.  WBS  named  as  the  top  three  win- 
ners: Merle  Price.  Forest  City,  N.  C 

who  won  an  all-expense  paid  10-day  trip 
to  Paris,  via  WBBO  Forest  City  ;  Peter  M. 

Parun,  New  Orleans,  a  free,  week-long 
vacation  in  the  Virgin  Islands,  via  WSMB 
New  Orleans,  and  Mrs.  John  F.  Ahlers 
Jr.,  Belgrade,  Neb.,  via  WJAG  Norfolk, 

Neb. 

piimff 
Especially  when 

they're  watching 

your  commercials 

and  in  the 

Portland,  Oregon  Market 

KOIN-TV 

delivers  over 

TWICE 

the  audience  of 

any  other  station ! 

ABSOLUTE  RATING  LEADERSHIP  IN 
EVERY  PORTLAND  AUDIENCE  SURVEY 

•  52.8%  Share  of  Audience 
•  14  out  of  Top  15  Weekly  Shows 

•  9  of  Top  10  Mon.-thru-Fri.  Shows 
(ARB,  Portland,  February  1956) 

EVEN  GREATER  LEADERSHIP 

OUTSIDE  PORTLAND 

(Check  this  Salem,  Oregon  1956  ARB 
Metropolitan  Area  Report) 

86%  watch  KOIN-TV  most  before  6  p.m. 
86%  watch  KOIN-TV  most  after  6  p.m. 

MORE  PROOF  KOIN-TV  IS  YOUR 
BEST  BUY  IN  THE  OREGON  MARKET 

Represented  Nationally  by 

CBS  Television  Spot  Sales 
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CHANNEL 
5 

MOBILE 

dominates] 

GULF  COAST 

ALABAMA 

MISSISSIPPI 

&  FLORIDA 

WHERE: 

a  million  people  spend 

a  billion  $.    They  look  & 

listen  day  &  night  to 

WKRG-TV 

with  its  CBS-ABC  & 

film  shows.    Local  live 

wrestling — the  nations 

best  cooking  show — the 

best  news  show  in  the 

world  (or  any  other  place) 

Good  Kid  shows 

WKRG  is  GOOD 

GOOD 

GOOD 

CHANNEL 

WKRG-TV  C 

Avery  Knodel  m9 

PERSONNEL  RELATIONS 

AFTRA  EYES  GUARANTEED  ANNUAL  WAGE 

National  Secretary  Conaway 

suggests  to  Chicago  conven- 
tion that  union  seek  extra  un- 

employment benefits  such  as 

enjoyed  by  auto  workers. 
Discussions  of  controversy  with 
Screen  Actors  Guild  on 

agenda. 
SUGGESTION  that  American  Federation  of 
Television  &  Radio  Artists  might  well  shoot  for 

some  form  of  industrywide  "supplementary  un- 
employment benefits,"  similar  to  those  in  the 

automobile  industry,  in  national  and  local  nego- 
tiations was  raised  during  opening  day  sessions 

of  AFTRA's  national  convention  in  Chicago Thursday. 

Donald  F.  Conaway,  new  national  executive 
secretary  of  AFTRA,  projected  the  possibility 

in  discussing  the  talent  union's  efforts  to  gain 
improvements  in  unemployment  insurance  bene- 

fits and  disability  payments  and  the  establish- 
ment of  AFTRA  pension  and  welfare  funds 

throughout  the  industry  two  years  ago.  Urging 
that  AFTRA  pursue  its  efforts  to  get  changes 

in  basic  legislation,  Mr.  Conaway  cited  supple- 

mentary unemployment  benefits  as  "an  alterna- 
tive" and  noted  other  unions  have  discussed  it 

and  other  industries  have  put  it  into  effect. 
Such  a  plan,  if  adopted,  would  mean,  in 

effect,  a  quasi-guaranteed  annual  wage  for 
AFTRA  performers  and  protection  against 
radio-tv  industry  layoffs.  Mr.  Conaway  de- 

scribed this  plan  as  a  "long-range  prospect." 
Mr.  Conaway  asked: 

"Is  there  any  reason  why  AFTRA  cannot 
achieve  some  form  of  supplementary  unemploy- 

ment benefits  on  an  industrywide  basis — just  as 
we  established  our  pension  and  welfare  funds? 
Is  there  any  reason  why  such  a  plan,  once 
achieved  in  our  national  negotiations,  could  not 
then  be  extended,  as  local  negotiations  take 

place,  on  a  nationwide,  industrywide  scale?" 

Other  Thursday  Topics 

Mr.  Conaway's  report  highlighted  Thursday 
afternoon  sessions  that  included  election  of  a 
resolutions  committee,  and  other  reports  by 

AFTRA's  national  counsel  and  treasurer.  Eve- 
ning sessions  were  devoted  to  appointment  of 

subcommittees  on  wages  and  working  condi- 
tions for  network  radio  and  television,  tran- 

scription, staff  announcers  and  phonograph  re- cordings. 

Major  item  on  the  AFTRA  convention 
agenda  is  the  firming  of  wage  and  working 
condition  demands  for  network  negotiations 

looking  toward  a  new  contract.  Present  net- 
work contracts  expire  Nov.  15  and  AFTRA 

would  be  required  to  give  60  days  prior  notice. 
Relations  with  other  unions,  a  report  on 

AFTRA's  pension  and  welfare  funds,  and  dis- 
cussion of  pay  tv,  video  tape  (Ampex),  Elec- 

tronicam  (status  of  fight  with  SAG,  which  has 
been  awarded  jurisdiction),  closed  circuit  tv  and 
other  developments  were  scheduled  for  Friday. 
Election  of  officers  and  adoption  of  resolutions 
were  slated  for  Saturday. 
Among  resolutions  offered  were  those  by 

AFTRA's  Boston  local,  calling  for  a  clause  in 
the  national  tv  code  on  network  feeds  to 

"struck"  stations  (AFTRA  personnel  could 
"help"  other  members  engaged  in  serious  labor 
disputes  on  local  levels),  and  by  the  St.  Louis 

local,  calling  for  an  "unfair  stations"  clause  in 
1956  radio-tv  network  pacts. 
On  the. latter,  AFTRA  is  urged  to  negotiate 

for  a  clause  "providing  that  no  network  shall 

provide  network  service  to  any  radio  or  tele- 
vision station  at  which  AFTRA  members  are 

on  strike,  provided  that  said  strike  has  been  duly 
authorized  by  the  AFTRA  local  having  jurisdic- 

tion and  further  provided  that  the  national 
board  of  AFTRA  shall  have  approved  said 
strike  and  shall  have  given  the  servicing  net- 

work 24  hours  prior  notice  to  terminate  service." 
If  finally  adopted,  it  would  take  the  form  of  a 
"policing"  clause  with  network  cooperation. 
AFTRA  membership  unanimously  adopted  a 

resolution  Thursday  in  effect  asking  Henry 
Jaffe  to  remain  as  general  counsel  despite  his 
announced  resignation  and  controversy  over  his 
outside  activities  (participation  in  Showcase  Pro- 

ductions Inc.).  One  resolution  anticipated  for 

adoption  was  one  to  extend  AFTRA's  pension 
and  welfare  funds  benefits  to  radio.  All  resolu- 

tions in  final  forms  were  to  be  drafted  and  sub- 
mitted for  approval  Saturday. 

Also  high  on  the  AFTRA  agenda  were  dis- 
cussions of  the  controversy  with  Screen  Actors 

Guild,  which  has  rejected  AFTRA's  merger  pro- 
posal [B*T,  July  9,  2]. 

In  his  report  Mr.  Conaway  reviewed  the  Elec- 
tronicam  dispute  with  SAG,  execution  of  the 
clarification  agreement  setting  a  fixed  formula 
for  re-use  of  programs  and  reinforcement  of 

AFTRA's  jurisdiction  on  electronic  video  equip- 
ment, memberships  gains,  individual  station 

strikes  and  other  activities. 

Mr.  Conaway  noted  that  "radio  has  been transformed  to  such  an  extent  that  we  should 

come  to  it  with  new  thought  patterns"  and  "de- 
vise new  formulas,"  in  line  with  changes  in 

thinking  by  networks  and  stations.  He  also 

urged  AFTRA  to  be  not  "fearful"  but  "pre- 
pared" for  automation. 

AFTRA  is  "determined"  this  year  to  include 
radio  artists  in  pension  and  welfare  benefits  in 
various  collective  bargaining  units  such  as  holds 
already  for  television  artists  in  New  York,  Chi- 

cago and  Los  Angeles  as  "an  industry  obliga- 

tion." 

Mr.  Conaway  pleaded  for  a  wage-hour  con- 
tract designed  to  reflect  not  only  the  general 

welfare  and  membership  wishes  but  also  rapidly 

changing  conditions  in  both  the  radio  and  tele- 
vision industries.  He  called  on  the  talent  union 

to  "break  away  from  obsolete  patterns  of  think- 
ing and  formulas  that  no  longer  apply  effec- 

tively." Standardization  of  a  fixed  formula  for 
reuse  of  programs  under  the  clarifying  agree- 

ment will  encourage  reuse  of  recordings,  he 
said. 

Some  65  delegates  from  24  national  locals 
attended  the  fourth  annual  convenion  in  Chi- 

cago's Knickerbocker  Hotel.  Aside  from  Mr. 
Conaway's  talk  Thursday,  Harry  O'Reilly,  ex- 

ecutive assistant  to  the  director  of  the  AFL-CIO, 
discussed  merger  of  the  two  labor  organizations. 

With  respect  to  subcommittees  for  age  de- 
mands, AFTRA  set  up  units  for  actors,  singers, 

dancers,  staff  and  freelance  announcers  (sep- 
arate) and  specialty  acts. 

Petrillo  Attends  Swiss  Meet 

JAMES  C.  PETRILLO,  president  of  the  Ameri- 
can Federation  of  Musicians,  attended  a  meet- 
ing of  the  Committee  of  Experts  of  the  Inter- 

national Labor  Organization  in  Geneva,  Switz- 

erland, last  week  and  outlined  AFM's  royalty 
plan,  under  which  royalties  on  the  sale  of  re- 

cordings are  made  to  the  Music  Performance 
Trust  Funds  and  are  used  to  provide  employ- 

ment for  musicians.  The  Committee  of  Experts, 
consisting  of  representatives  of  labor  and  of 
the  world-wide  recording  industry,  met  to  set 

up  a  multi-nation  covenant  "to  protect  per- 
formers against  the  commercial  exploitation  of 

their  labors  by  mechanical  reproduction." 
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Clarence  Froome 

Or  how  to  reduce  your  tax  bill 

There  used  to  be  a  saying  back  in  1921 

when  I  joined  Union  Oil.  It  was  'The 
less  government,  the  better.'  We  be- 

lieved it,  too. 

"Today  it's  the  other  way  'round. 
People  seem  to  think  that  more  and  more 
government  can  solve  more  and  more  of 
their  problems. 

"They  look  to  government  for  pensions, 
for  unemployment  insurance,  for  federal 

housing,  for  medical  aid — for  all  kinds 
of  securities  we  used  to  depend  on  our- 

selves for. 

"Now  there's  nothing  wrong  with  taxes 
that  pay  for  defense,  and  other  necessi- 

ties. But  we're  kidding  ourselves  if  we 
think  Uncle  Sam  is  a  rich  relative  with 

an  inexhaustible  supply  of  cash  we  can 
tap  whenever  we  need  it. 

"Fact  is,  government  is  more  of  a  poor 
relation.  It  produces  nothing.  It  pays  no 
taxes.  Anything  you  or  anyone  else  gets 
from  it  first  has  to  be  taken  away  from 
you  and  somebody  else. 

"So,  obviously,  the  more  you  let  the 
government  do  for  you,  the  more  it's  go- 

ing to  cost  you." 

In  1921  when  Clarence  Froome  started 

with  Union  Oil  as  a  machinist,  1  person 
in  15  worked  for  the  government.  Today 
(Clarence  Froome  is  now  a  Division 

Superintendent)  1  person  in  8  is  on  gov- 
ernment payroll.  And  Uncle  Sam  takes 

1 1  times  more  money  from  you  as  taxes 
than  he  did  in  1921. 

Admittedly,  there's  a  bigger  job  to  be 
done  today.  But  the  danger  of  a  con- 

stantly enlarging  government  goes  far 
deeper  than  its  cost  to  the  citizen. 

Because  each  time  you  let  the  govern- 
ment do  a  job  you  should  and  can  do 

better,  you  give  up  a  part  of  your  per- 
sonal freedom. 

YOUR    COMMENTS   ARE    INVITED.  Write: 

The  President,  Union  Oil  Company,  Union 
Oil  Building,  Los  Angeles  77,  California. 

Union  Oil  Company  OF  CALIFORNIA 

MANUFACTURERS  OF  ROYAL  TRITON,  THE  AMAZING  PURPLE  MOTOR  OIL 
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MANUFACTURING 

OPERATIONS  CEASE  AT  CBS-COLUMBIA 

CBS  Inc.  shuts  down  its  radio, 

tv  set  manufacturing  division 

in  a  not  unexpected  move  as 

a  last  resort  in  treating  trou- 
bles caused  by  low  sales. 

CBS  INC.  Wednesday  chose  what  President 
Frank  Stanton  had  considered  a  couple  of 
months  ago  [B»T,  May  28]  to  be  the  last  resort 
in  treating  the  troubles  of  its  sales-light  radio 
and  tv  set  manufacturing  division,  CBS-Co- 

lumbia: It  shut  down  the  division. 

The  announcement  that  CBS-Columbia,  after 
a  five-year  existence — the  most  recent  years 
spent  in  the  red — would  go  out  of  business 
was  terse  and  sudden,  though  not  unexpected. 
Only  recently  Dr.  Stanton  had  predicted  further 
losses  for  the  first  half  of  the  year. 

A  joint  statement  by  Dr.  Stanton  and  CBS' 
Board  Chairman  William  S.  Paley  announced 

the  company's  decision  after  a  regular  monthly 
meeting  of  the  board  of  directors  in  New  York. 

Messrs.  Paley  and  Stanton  emphasized,  how- 
ever, that  the  future  of  other  CBS  manufactur- 

ing divisions  and  its  research  laboratory  would 

in  "no  way"  be  affected  by  the  shutdown.  They 
said  CBS  plans  to  continue  to  expand  the  ac- 

tivities of  Columbia  Records  (records  and 

phonographs),  CBS-Hytron  (tube  and  semi- 
conductors) and  CBS  Labs  (research  and  de- 

velopment). 
Various  moves  and  economies  had  been 

undertaken  by  CBS  Inc.  to  improve  its  position 
that  had  worsened  because  of  rocky  going  in 
set  sales  and  a  sore  need  for  better  plant  fa- 

cilities (at  Long  Island  City,  N.  Y.). 

Stanton's  Observations  Earlier 

Dr.  Stanton  had  noted  last  May  that  when- 
ever there  is  a  slump  (in  tv  set  making),  manu- 

facturers with  a  smaller  share  of  the  market 
suffer  first.  Unit  sales  have  been  off  an  esti- 

mated 30%  or  more  in  the  set  industry.  CBS- 
Hytron  also  lost  money  in  1955  but  CBS  Inc. 
feels  that  division  will  do  better  and  even  will 
expand  in  facilities. 

Actually,  the  revelation  that  CBS-Columbia 
was  to  shut  its  doors  was  anti-climatic  in  a 
week  that  was  filled  with  reports  of  several  of 

CBS-Columbia's  distribution  centers  closing  up 
shop.  Several  of  the  factory  branches — com- 

pany owned — were  reported  to  be  suspending 
operations  as  early  as  Tuesday.  On  Monday, 

Henry  C.  Bonfig,  CBS-Columbia  president,  was 
being  asked  about  a  report  that  the  firm  had 
discontinued  radio  receiver  production  and  was 
on  the  verge  of  doing  the  same  with  tv  set 
making. 

The  report  on  radio  sets  stemmed  from  the 

disclosure  that  CBS-Columbia  had  abandoned 
its  radio  line  by  selling  its  stamping  dies  to 
Trav-ler  Radio  Corp.,  Chicago. 

CBS  acquired  both  its  receiver  and  tube 

manufacturing  properties  in  mid-1951  in  an 
exchange-of-stock  arrangement  that  was  esti- 

mated at  the  time  to  be  worth  about  $20  mil- 
lion. Companies  acquired  were  Hytron  Radio 

&  Electronics  Corp.  and  its  subsidiaries,  includ- 
ing Air  King  Products  Co.  Air  King  became 

CBS-Columbia  Div.  of  CBS  and  Hytron  was 
changed  to  CBS-Hytron  Div. 

Three  principals  of  the  original  ownership 
and  management  of  the  Hytron  companies — 
Lloyd  H.  and  Bruce  A.  Coffin,  chairman  and 
president  of  Hytron,  and  David  H.  Cogan, 

president  of  Air  King — remained  active  in 
management  of  the  respective  divisions  for 
about  three  years.  Seymour  Mintz,  formerly 
of  Admiral  Corp.  succeeded  Mr.  Cogan  as 

president  of  CBS-Columbia  and  was  followed 
by  the  current  president,  Mr.  Bonfig,  formerly 
of  Zenith  Radio  Corp. 

Kelley  to  Leave  DuMont, 

Will  Head  Kelco  Corp. 

WILLIAM  H.  KELLEY,  vice  president  and 
general  manager  of  consumer  products  for 
Allen  B.  DuMont  Lsbs,  will  leave  the  post  at 
the  end  of  1956  to  become  president  of  the 

Kelco  Corp.,  Summit,  N.  J.,  national  merchan- 
dising representative  for  industry  and  manu- 

facturing-marketing consultant  firm. 

In  announcing  Mr.  Kelley's  plans,  David  T. 
Schultz,  DuMont  president,  said  that  Mr. 

Kelley's  duties  and  responsibilities  already  have 
been  assigned  to  Francis  P.  Rice,  manager  of 
the  television  receiver  division,  and  Alfred  Y. 

Bentley,  manager  of  the  cathode-ray  division. 
They  will  report  directly  to  Mr.  Schultz. 

Mr.  Kelley  will  remain  with  DuMont  until 
the  end  of  the  year  as  assistant  to  Mr.  Schultz, 
concentrating  on  merchandising  and  advertising 

activities  of  the  company.  He  has  been  asso- 
ciated with  the  radio-tv  field  since  1921,  having 

served  with  DuMont  since  1954  and  previously 
with  Motorola  Inc.,  RCA  and  the  Garod  Corp. 

Olympic,  Loewe  Opto  in  Pact 

OLYMPIC  Radio  &  Television  Inc.,  which  re- 
cently acquired  David  Bogen  Co.,  New  York, 

and  Presto  Recording  Corp.,  Paramus,  N.  J., 
as  part  of  a  diversification  move  [B»T,  July  9], 

last  week  expanded  its  high-fidelity  radio-phono- 
graph operations,  signing  an  import  agreement 

with  Loewe  Opta  A.  G.,  West  Berlin,  Germany. 
Under  the  terms  of  the  agreement  signed  by 

Olympic  President  Morris  Sobin  and  Loewe 

Opta  President  Bruno  Piper,  Olympic  will  im- 
port and  distribute  the  hi-fi  equipment  under 

the  name  Olympic-Opta.  For  Loewe  Opta,  with 
offices  and  plants  at  Krnach,  Duesseldorf  and 
Berlin,  it  will  be  the  first  time  the  firm  has  gone 
into  the  U.  S.  market. 

Tube  Sales  Up  for  May 

SALES  of  receiving  and  picture  tubes  by  fac- 
tories in  May  exceeded  the  same  1955  month, 

according  to  Radio-Electronics-Tv  Mfrs.  Assn. 
The  May  sales  totaled  906,732  picture  tubes 
compared  to  830,902  in  April  and  779,329  in 
May  1955.  Five-month  sales  were  4,376,137 
compared  to  4,207,069  a  year  ago.  Receiving 
tube  sales  were  33,015,000  units  in  May, 
35,184,000  in  April,  188,619,000  in  five  months 
of  1956  and  185,681,000  in  1955. 

MANUFACTURING  PEOPLE 

Louis  G.  Pacent  Jr.,  vice  president  in  charge 
of  manufacturing,  Emerson  Radio  &  Phono- 

graph Corp.,  Jersey  City,  N.  J.,  to  vice  presi- 
dent in  charge  of  engineering  and  manufac- 

turing of  firm's  radio-tv-phonograph  division. 

Jerome  A.  McCann  promoted  from  salesman 
to  sales  manager  of  Motorola,  Chicago  Co., 
Motorola  distributor. 

Dr.  Courtnay  Pitt,  vice  president-finance,  Philco 

Corp.,  Phila.,  retiring  after  15  years'  service. 
He  plans  to  enter  economic  and  investment  ad- 

visory work. 

Dr.  Herbert  Bandes,  engineering  manager  of 
semiconductors,  electronics  division,  Sylvania 
Electric  Products  Inc.,  Woburn,  Mass.,  to  new 
position  of  chief  engineer  of  semiconductors. 

George  H.  Orgelman,  Chance  Vought  Aircraft 
Inc.,  Dallas,  Tex.,  to  General  Precision  Labora- 

tory Inc.,  Pleasantyille,  N.  Y.,  as  personnel 
director. 

MANUFACTURING  SHORTS 

Standard  Electronics  Corp.,  Newark,  N.  J., 

subsidiary  of  Dynamics  Corp.  of  America,  re- 
ports order  of  25  kw  tv  amplifier  by  WWTV 

(TV)  Cadillac,  Mich.  (ch.  13). 

Magnecord  Inc.,  Chicago,  announces  new  tape 
recorder  claimed  to  have  advanced  facilities 
for  instantaneous,  simplified  editing  and  cueing. 
Rack  mounted  recorder-amplifier  (P-60-ACX) 

is  described  as  meeting  "every  requirement," 
including  NARTB  standards,  for  professional 
broadcasting  and  recording  studio  work. 

Jensen  Mfg.  Co.  (high-fidelity  speaker  systems), 
Chicago,  has  signed  as  general  member  of 
Institute  of  High  Fidelity  Mfrs.,  N.  Y.,  bring- 

ing total  1HFM  membership  to  68. 

Philco  Corp.  Government  &  Industrial  Div., 
Phila.,  awarded  $1,057,213  USAF  contract  by 
Air  Materiel  Command  for  construction  and 

installation  of  miscellaneous  microwave  equip- 
ment overseas. 

George  W.  Coburn  Labs.,  Chicago,  has  devel- 

oped new  16  mm  test  film  that  provides  "high 
accuracy"  of  several  quantitive  visual  tests, 
Society  of  Motion  Picture  &  Television  Engi- 

neers announced  last  week.  Film  measures 

registration,  aperture  size,  resolution,  shuttei 
timing,  centering  of  image  and  steadiness  ol 
its  own  test  image  with  respect  to  perforation 
Reel  is  for  use  by  manufacturers  of  16  mm  pro- 

jectors in  film  laboratories,  to  adjust  16  mrr 
printers  and  for  precise  alignment  of  16  mrr 
black-and-white  and  color  tv  film  chains.  Tes 
film,  which  comes  in  lengths  of  100  feet,  ma) 
be  ordered  from  SMPTE  at  55  W.  42d  St. 
N.  Y.  36. 

Allen  B.  DuMont  Labs,  Clifton,  N.  J.,  ship 

ping  5  kw  transmitter  and  complete  studk 
equipment  to  KAVE-TV  Carlsbad,  N.  M.  (ch 

6). 
RCA  Camden,  N.  J.,  has  shipped  25-kw  trans 
mitter  to  WBUF-TV  Buffalo,  N.  Y.  (ch.  17) 

Audio  Devices  Inc.  (magnetic  tape),  Stamford 
Conn.,  stock  was  traded  for  first  time  on  Ameri 
can  Stock  Exchange  July  9.  Stock  opened  a 
$4.50  per  share,  reached  its  high  at  $4.63  am 
closed  at  opening  quotation.  Volume  of  sale 

of  Audio  Devices'  stock  on  Monday  was  30( 
Firm  introduced  in  May  Tv-Audiotape,  ne\ 
tape  that  records  simultaneously  tv  picture  an 
sound. 

RCA  Semiconductor  Div.,  Somerville,  N.  J 
has  presented  a  gift  of  $15,000  to  Somerse 

Hospital's  expansion  fund. 

Sans  Antennas 

AN  exclusive  subdivision  now  being  de- 
veloped in  Beverly  Hills,  Calif.,  will  be 

the  nation's  first  housing  development  to 
eliminate  rooftop  tv  aerials  through  an 
underground  electronics  system,  designed 
by  RCA. 
Known  as  the  Antenaplex  Master  Tv 

Control  System,  it  will  allow  each  home 
to  operate  up  to  eight  tv  sets  without 
additional  amplification  costs.  An  un- 

derground cable  will  extend  from  a  mas- 
ter pickup  tower  to  each  home.  E.  T. 

McGovern,  RCA  executive,  announced 
the  perfection  of  Antenaplex. 
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the  3  major 

NERVE  CENTERS 

...gives  its  planes  .< 

con+inuous  positional  "fix" 

...-tafks  +o 

its  pilots 

of  the  Mighty  FORRESTAL 

The  U.S.S.  Forrestal  .  .  .  60,000-ton 
sea  giant . . .  the  most  powerful  carrier 

afloat  .  . .  owes  much  of  its  fighting  effi- 
ciency to  its  modern  sensory  system  . . . 

including  its  advanced-design  commu- 

nication and  air  navigation  "nerve  cen- 
ters" developed  by  Federal  Telecom- 

munication Laboratories,  a  division  of 
International  Telephone  and  Telegraph 
Corporation. 

To  guide  its  planes  safely  home 
through  darkness,  fog,  and  stormy 
weather,  the  FORRESTAL  utilizes  Tacan 

. . .  revolutionary  new  system  that  con- 
tinually indicates  position  of  moving 

ship  to  its  fast-flying  planes. 

To  keep  in  constant  two-way  voice 
contact  with  its  pilots  in  the  air,  the 
Forrestal  uses  a  new  ultra  high 

frequency  radio  system  . . .  with  an  effec- 
tive range  over  one-and-one-half  times 

greater  than  many  previous  systems  . . . 

beaming  its  power  through  new-type 
antennas  in  new  locations  below  the 

level  of  the  flight  deck. 

For  ship-to-ship  and  ship-to-shore 

communication  the  FORRESTAL's 
medium-and-high  frequency  radio  sys- 

tem provides  clear  and  dependable 
transmission  for  voice,  teleprinter,  high- 

speed code  and  facsimile. 

The  same  electronic  "nerve  centers" 

will  be  installed  on  the  new  super  car- 
rier U.S.S.  Saratoga  and  other  great 

aircraft  carriers  to  come. 

These  vital  developments  . .  .Tacan, 

UHF  and  MHF  radio  .  .  .  are  outstand- 

ing examples  of  IT&T's  continuing  con- tributions to  electronic 

progress  ...  to  the  grow- 

ing might  of  America's defensive  forces. 

■  T,:T 

INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION,  67  Broad  Street,  New  York  4,  N.Y. 
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INTERNATIONAL 

Britain  Getting  Closer 

To  Program  Sponsorship 

ANNOUNCING  a  new  rate  card,  effective  Sept. 
16,  Associated  Television  Ltd.,  program  con- 

tractor for  the  commercial  tv  station  in  London 

on  weekends  and  for  the  weekday  program- 
ming of  the  commercial  station  in  Birmingham, 

states  that  the  new  rate  structure  "is  based  on 
narrow  time  classifications  which  enable  adver- 

tisers to  book  in  specific  time  segments  and 
reach  a  particular  audience  [Closed  Circuit, 

March  12].  It  will  now  be  possible  for  adver- 
tisers to  produce  their  commercials  to  suit  the 

type  of  programs  in  the  segment  of  their  choice. 
In  this  way  commercials  on  ATV  will  gain 
added  impact  because  they  can  be  produced 
with  a  picked  audience  in  mind.  Advertisers 

also  may  book  'fixed  spots'  in  programs  where 
they  want  a  precise  guaranteed  time." 

Some  British  observers  see  this  as  another — ■ 
and  close  to  a  final — step  toward  program 
sponsorship,  so  far  forbidden  by  the  terms  of 
the  commercial  television  act,  but  strongly  ad- 

vocated by  many  advertisers  and  agencies.  It 
is  pointed  out  that  originally  tv  time  was  offered 
strictly  on  a  run-of-schedule  basis  but  even 

before  the  London  station,  Britain's  first  com- 
mercial outlet,  began  operations  last  September, 

advertisers  were  able  to  choose  the  day  of  the 
week  and  the  time  of  day  (afternoon  or  eve- 

ning) at  different  rates  for  different  times. 
Later,  they  could  select  specific  programs  in 
or  adjacent  to  which  their  commercial  spots 
could  be  broadcast.  Now,  the  advertiser  can 
pick  the  specific  time  for  his  commercial  to  be 
telecast.  The  next  step,  which  some  see  as 
inevitable,  the  only  uncertainty  being  how  soon 
it  will  be  taken,  is  for  full  program  sponsorship 
by  advertisers  in  the  American  manner. 

British  Advertisers  Spend 

$11  Million  for  Tv  Time 

ADVERTISERS  invested  nearly  $11  million  in 
tv  advertising  during  the  first  six  months  of 
commercial  television  in  Great  Britain,  accord- 

ing to  a  report  published  by  Media  Records 
Ltd.,  London.  Shell  Oil  Co.  was  the  leading 
advertiser  on  British  tv  and  J.  Walter  Thomp- 

son Co.  the  leading  agency  in  the  use  of  com- 
mercial tv  for  its  clients,  the  report  stated. 

In  the  six-month  period,  starting  with  the 

inauguration  of  England's  first  commercial  tv 
station  in  London  Sept.  22,  1955  (the  nine  days 
of  September  being  included  with  October),  the 
London  station  was  on  the  air  for  the  full 

period,  programmed  weekdays  by  Associated 
Rediffusion  and  weekends  by  Associated  Tele- 
Vision.  A  Birmingham  station  was  in  operation 
for  a  month  and  a  half,  programmed  weekends 
by  Associated  British  Cinemas  (Television). 

For  these  facilities,  advertisers'  expenditures 
totaled  3,918,492  pounds  or  $10,971,788,  Media 

Records  reported  in  a  "Statistical  Review  of 
Independent  Tv  Advertising"  that  provides  a 
product-by-product  accounting  for  the  period. 
For  the  next  six  months,  with  a  Manchester 
station  also  now  in  operation,  the  tv  advertising 
total  should  be  about  six  million  pounds 
($16,800,000),  Media  Records  estimates,  making 

a  first  year's  total  of  some  10  million  pounds 
or  $28,000,000. 

Canadian  Am  Rate  Increases 

Trail  Set  Ownership  Gains 
WHILE  Canadian  radio  homes  have  increased 

by  75%  in  the  past  10  years,  and  the  number 
of  privately-owned  stations  has  increased  from 
99  to  159,  the  average  one-hour  time-rate  has 

gone  up  by  only  27.9%.  The  average  one- 
minute  rate  has  increased  51.9%  for  all  pri- 

vately-owned stations  during  the  10-year  period. 
A  study  made  of  Canadian  radio  station 

rate  structure  by  the  Canadian  Assn.  of  Radio 
&  Television  Broadcasters  shows  that  in  1946 

the  average  one-hour  rate  of  the  99  private 
stations  in  operation  was  $60.88  for  Class  A 
time.  On  July  1,  1956,  the  average  one-hour 
rate  of  159  stations  was  $77.88.  In  1946  the 
one-minute  Class  A  average  rate  was  $7.04; 
today  with  159  stations  it  is  $10.70.  In  the  past 
year  the  average  one-minute  announcement  rate 
has  increased  3.88%  and  the  one-hour  rate 1.79%. 

The  number  of  radio  homes  has  increased  in 
the  period  from  2,214,300  to  3,877,000. 

Pernice  Named  to  Head 

Collins7  European  Office 
JOSEPH  R.  PERNICE  has  been  appointed 
managing  director  of  Collins  Radio  Co.  of 
England  Ltd.,  a  subsidiary  of  Collins  Radio 
Co.,  Cedar  Rapids,  Iowa.  He  joined  Collins  in 
London  July  1  after  serving  as  chief  of  the 
electronics  section  of  North  Atlantic  Treaty 

Organization's  production  and  logistics  division. 
Mr.  Pernice  has  been  active  in  electronics  for 

30  years,  divided  about  evenly  between  private 
industry  and  government  activities.  He  will  be 
in  charge  of  all  Collins  operations  in  Europe. 
The  firm  manufactures  specialized  communi- 

cations and  electronics  equipment. 

Evans  Buys  CKGR  Gait,  Ont. 

SALE  of  CKGR  Gait,  Ont.,  to  John  Vincent 
Evans  for  $70,000  has  been  approved  by  the 

board  of  governors  of  the  Canadian  Broad- 
casting Corp.  The  new  owner  has  worked  for 

various  stations  in  Canada  and  the  U.  S.  Until 
recently,  he  has  been  production  manager  of 
WWNY  Watertown,  N.  Y.  CKGR  is  a  250  w 
daytime  outlet  on  1100  kc. 

Canadian  Tv  Set  Sales  Drop 

CANADIAN  TELEVISION  set  sales  in  Canada 
were  down  for  the  first  five  months  of  1956  to 

189,059  sets  valued  at  $56,575,188,  as  com- 
pared to  218,350  sets  in  the  first  five  months 

of  1955.  The  drop  in  May  was  from  21,167 
sets  that  month  in  1955  to  20,424  sets  in  1956. 

Figures  of  the  Radio-Electronics-Television 
Manufacturers  Assn.  of  Canada  show  projected 
production  for  the  next  three  months  at 
153,277  sets. 

Geographic  distribution  of  sales  for  the  Jan- 
uary-May period  showed  Ontario  with  largest 

number,  73,318;  Quebec  Province,  50,701; 
British  Columbia,  14,729;  Alberta,  13,243; 
Manitoba,  11,983;  Nova  Scotia,  9,766;  New 
Brunswick  and  Prince  Edward  Island,  6,613; 
Saskatchewan,  5,767,  and  Newfoundland,  2,939 
sets. 

INTERNATIONAL  PEOPLE 

Charles  J.  Curran,  senior  administrative  as- 
sistant of  BBC  external  broadcasting  division, 

to  Canadian  representative  of  BBC,  succeeding 
Gordon  Winter,  who  returns  to  London. 

Barton  Richardson,  formerly  station  supervisor 
for  Armed  Forces  Network,  Bremerhaven,  Ger- 

many, named  manager  of  KSBK  Okinawa, 
only  commercial  English  language  radio  sta- 

tion on  island. 

Cliff  Wingrove,  assistant  manager  and  direc- 
tor of  sales,  CFPL-TV  London,  Ont.,  elected 

president  of  Sales  Executives'  Assn.  of  London. 
R.  Horley,  CBW  Winnipeg,  and  R.  Stapley, 
CKY  Winnipeg,  named  directors  of  Winnipeg 
Ad  and  Sales  Club. 
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All  producers,  performers,  and  sponsors  looking  for  an  even  break 

(or  better)  in  the  first  ratings  of  the  new  television  season. 

Television  viewing  habits  don't  carry  over  from  one  season  to  the  next.  Every  fall, 
new  shows,  new  stars,  and  new  times  make  it  necessary  for  the  viewer  to  remake  his 

own  personal  viewing  schedule. 

The  time  for  promotion  is  when  those  schedules  are  made.  The  rating  sweepstakes 

knows  no  stretch  runners.  A  show  makes  the  grade  in  the  first  six  weeks,  or,  usually,  not  at 

all.  Viewing  habits  are  easier  to  make  than  to  break. 

Shows  that  want  the  maximum  possible  effective  audience  promotion  should  build 

their  advertising  plans  around  TV  GUIDE.  Its  readers— 100%  television  viewers- 
are  concentrated  in  the  key  television  areas,  in  the  important  city  and  suburban  areas 
where  mass  audiences  live. 

4,000,000  families  will  begin  making  their  fall  viewing  plans  on  September  12,  the  issue 

date  of  TV  GUIDE'S  annual  Fall  Preview.  In  this  important  and  eagerly  awaited  issue, 
TV  GUIDE  will  offer  a  comprehensive  analysis  of  the  new  season,  giving  every  available 

fact  about  every  entry,  new  and  old,  on  the  network  lineups. 

What  an  opportunity  to  capture  the  attention  of  10,000,000  key  viewers,  to  tell 

them  your  plans  for  the  season,  to  get  that  all-important  head  start  on  your 

competition ! 

Fall  Preview  copy  deadlines 

National  Feature  Section  August  17 

Program  Section  August  31 

Reserve  your  space  immediately  ^^^^^^ 

America's  Television  Magazine 

National  Advertising  Office 

400  North  Broad  Street 

Philadelphia  1,  Pennsylvania 

New  York  Office  Hollywood  Office 

10  Rockefeller  Plaza         6277  Selma  Avenue 

New  York  20,  New  York    Hollywood  28,  California 
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—  PROFESSIONAL  SERVICES  — 

New  Chicago  Corporation 

Plans  High  Fidelity  Shows 

FORMATION  of  a  new  Illinois  corporation 
to  conduct  cooperative  high  fidelity  shows  in 

various  major  markets  under  a  special  manu- 

facturers'-suppliers'  "package"  deal  was  an- 
nounced in  Chicago  last  week. 

The  organization,  Rigo  Enterprises  Inc.,  is 
headed  by  Henry  Goldsmith  and  will  stage  the 

expositions  in  cooperation  with  local  radio  sta- 
tions, newspapers  and  high  fidelity  distributors- 

dealers.  S.  I.  Neiman,  electronics  public  rela- 
tions consultant,  has  been  retained  as  publicity 

and  show  counsel. 

Expositions  have  been  scheduled  for  Colum- 
bus and  Cincinnati,  both  Ohio,  Atlanta,  Miami, 

New  Orleans,  Dallas  and  St.  Louis. 

Hill  Named  School  Director 

APPOINTMENT  of  Kenneth  P.  Hill  as  direc- 
tor of  Northwest  Radio  &  Television  School 

has  been  announced  by  W.  A.  Sawyer,  the 

school's  president. 
Mr.  Hill,  a  com- 

mander in  the  Naval 
Reserve  who  served 
in  the  recent  Korean 
conflict,  brings  a 
background  of  16 
years  in  personnel 
work  and  business 
administration.  He 
will  assume  many  of 

Mr.  Sawyer's  past  ad- 
ministrative responsi- 

bilities at  Northwest 
and  will  headquarter 

at  the  school's  home 
office  in  Portland,  Ore. 

Northwest  has  branch  schools  in  Hollywood, 
Chicago  and  Washington,  D.  C. 

PROFESSIONAL  SERVICE  PEOPLE 

Robert  L.  Hardaker,  formerly  with  Joseph  W. 

Hicks  public  relations  counsel,  Chicago,  an- 
nounces formation  of  own  firm,  with  Mrs. 

Lynne  C.  Gunderson,  also  formerly  with  Hicks, 
as  vice  president.  Organization  will  maintain 
offices  at  540  N.  Michigan.,  Chicago,  and  will 

specialize  in  product  promotion  and  merchan- 
dising. 

Buddy  Clarke,  former  president  of  his  own 
wholesale  food  firms,  to  Rogers  &  Cowan,  N.  Y. 
public  relations  firm,  as  head  of  commercial 
and  industrial  division. 

Robert  S.  Windt  resigned  as  director  of  public 
relations  for  CBS-Columbia,  set  manufacturing 
division  of  CBS,  to  join  Bernard  Relin  Assoc., 

N.  Y.,  public  relations  firm,  as  account  execu- 
tive and  member  of  plans  board. 

EDUCATION 

MR.  HILL 

NAEB  Given  Funds 

By  Ford  Foundation 
A  GRANT  of  $94,000  by  the  Ford  Foundation 
to  the  National  Assn.  of  Educational  Broadcast- 

ers is  to  be  announced  today  (Monday)  by 
NAEB  President  Frank  E.  Schooley. 

The  grant  will  enable  NAEB  to  carry  out  a 

program  calling  for  engineering  consulting  serv- 
ice to  educational  tv  stations  and  management, 

two  educational  tv  seminars  and  continuance  of 

its  placement  service  for  individuals  and  institu- 
tions. Other  activities  include  the  scholarship 

program  for  study  in  advanced  television,  con- 
sultant services  and  funds  for  some  institutions 

in  providing  professional  talent  for  specialized 
tv  workshops. 

Ford  Foundation  Grants 

To  Six  Colleges  for  Tv 

SIX  colleges  have  been  awarded  grants  of 
varied  amounts  by  the  Ford  Foundation  which 
will  enable  them  to  release  faculty  members 
for  appearances  on  educational  tv  stations. 
Receiving  the  grants  were  the  U.  of  Illinois,  the 
President  and  Fellows  of  Harvard  College,  the 
board  of  education  of  Detroit  (Wayne  U.),  U. 
of  Chicago,  Chatham  College  (Pittsburgh)  and 
the  U.  of  Nebraska. 

The  grants  were  announced  through  the  Ed- 
ucational Television  &  Radio  Center,  Ann 

Arbor,  Mich.,  which  earlier  this  year  invited 
colleges  and  universities  to  apply  for  financial 
assistance  on  educational  tv  to  cover  a  three- 
year  period.  Under  the  Ford  grants,  the  schools 
are  better  able  to  make  top  teachers  available 
to  educational  tv  without  disrupting  the  normal 
academic  program. 

WNBQ  (TV),  Education  Board 

Offer  High  School  Course 

A  COOPERATIVE  adult  education  program 

involving  a  series  of  30  weekly  televisions  pro- 
grams on  WNBQ  (TV)  Chicago,  was  an- 

nounced jointly  Wednesday  by  lules  Herbu- 
veaux,  NBC  vice  president  and  general  mana- 

ger of  the  o  &  o  station,  and  the  Chicago 
Board  of  Education. 

The  program  will  be  televised  in  color  and 
consist  of  a  high  school  credit  course  in  fresh- 

man English,  Sundays,  10:30-11  a.m.  starting 
Sept.  16.  Dr.  Benjamin  C.  Willis,  superin- 

tendent of  schools,  is  representing  the  Board  of 
Education  on  the  project.  Described  as  the 
first  of  its  kind  in  Chicago  it  is  part  of  an 
adult  education  program. 

The  plan  calls  for  students  to  receive  one 
weekly  lesson  by  home  television  and  another 
by  attending  evening  high  school  classes  for 
full  credit.    The  board  will  select  the  instruc- 

tors, with  registration  ($7.50)  channeled 
through  schools.  The  fee  is  similar  to  that 
charged  for  regular  night  classes. 

The  television  series  will  be  produced  under 

general  supervision  of  Betty  Ross  West,  super- 

visor of  WNBQ's  public  affairs  and  education 
department,  assisted  by  Dr.  Charles  Hunter  of 

Northwestern  U.'s  radio-tv  department.  The 
program  will  be  seen  in  the  time  period  pre- 

viously occupied  by  WNBQ's  Live  and  Learn, which  offered  college  telecourses  for  credit  in 
cooperation  with  the  U.  of  Chicago. 

WKRCTV  Students  Outscore 

Those  in  Regular  Classroom 
FIFTY  students  taking  a  psychology  course 
via  WKRC-TV  Cincinnati  made  higher  grades 
than  50  others  who  took  the  same  course  on 
the  U.  of  Cincinnati  campus,  according  to  Dr. 
George  W.  Kisker,  teacher. 

The  tv  class  did  not  go  to  the  campus  until 
time  for  the  final  exam  and  the  same  test  was 
given  both  classes.  Those  taking  the  course 

by  way  of  WKRC-TV  made  "consistently 
higher  grades."  In  an  effort  to  find  out 
"why,"  Dr.  Kisker  gave  an  intelligence  test  to 
all  100  students  which  showed  that  the  level 
of  ability  of  the  tv  class  actually  was  lower 
than  the  campus  class. 

Dr.  Kisker's  research  found  that  the  tv 

class'  grades  were  higher  because  each  student 
feels  that  the  instructor  is  talking  directly  to 
him  and  is  able  to  come  into  the  home. 

Browne  to  Join  WYES  (TV) 

DUFF  BROWNE,  director  of  educational 
WUNC-TV  Chapel  Hill,  N.  C,  has  resigned  to 
become  manager  of 
WYES  (TV),  New 
Orleans  educational 
outlet  not  yet  on  the 
air.  Mr.  Browne 

will  join  WYES 
Aug.  1.  He  has  been 
head  of  WUNC-TV for  the  past  year 

and  prior  to  that 
operated  his  own 
consulting  firm  of 
Duff  Browne  & 
Assoc.,  Ft.  Worth, 
Tex.  He  also  was 
formerly  program 

director  of  WAGA-TV  Atlanta. 

MR.  BROWNE 

Stations  Polled  on  Science 

TO  IMPLEMENT  its  National  Awards  in  the 

Mass  Media  program,  the  Thomas  Alva  Edison 
Foundation,  New  York,  currently  is  surveying 

local  tv  stations  on  what  they  are  doing  "to 
present  and  develop  programs  about  science 

and  the  American  Heritage."  Stations  are  being 
questioned  on  what  types  of  science  education 

programs  they  feature,  if  they  would  be  inter- 
ested in  carrying  such  programs,  whether  audi- 
ences for  such  programs  exist,  what  television 

can  do  to  further  the  career  development  of 
science  and  engineering  and  what  can  be  done 

in  the  way  of  science  programming  to  "compete 
with  crime,  violence  and  spy  programs  for  the 

attention  of  young  people." 

EDUCATION  PEOPLE 

Leo  Martin,  professor  and  chairman  of  divi- sion of  communications  arts,  Boston  U.,  to 

Michigan  State  U.  as  head  of  radio-television 
in  department  of  speech. 

Carol  F.  Drisko  succeeds  Rita  Levant  as  pro- 
ducer of  daily  Schooltime  series  on  WQED 

(TV)  Pittsburgh,  education  station.  Mrs.  Levant 
resigned  to  join  her  husband  in  Detroit. 

United  Press  news  produces! 
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Three-and-one-half-million-dollor  granary  explosion  and  fire. Philadelphia.  Pa. -Photo  courtesy  of  PHILADELPHIA  INQUIRER. 

WFIL-TV  films  "hot"  news  with  Du  Pont  931 

-and  it's  on  the  air  in  minutes 
An  explosion  shook  Philadelphia's Market  Street  at  8:03  P.M.,  March  28, 
1956,  and  WFIL-TV  cameramen  were 
on  the  scene  moments  later— their  cam- 

eras loaded  with  Type  931  Motion  Pic- 
ture Film. 

Well-known  WFIL-TV  News  Direc- 

tor Gunner  Back  says:  "Our  photog- 
raphers fed  film  back  to  the  station 

for  our  11  P.  M.  RCA-Victor  News 

Reel'  just  as  fast  as  it  was  shot.  Al- 
though it  was  still  coming  out  of  the 

processing  machine  10  minutes  before 
air  time,  we  were  sure  of  the  good 

pictures  we  would  get." Du  Pont  High  Speed  Rapid  Reversal 
Film,  Type  931,  is  a  favorite  of  WFIL 
Photographer  Harry  W.  Krause,  who 

reports:  "Du  Pont  931  has  what  it 
takes  for  TV  work— it's  a  rugged  film with  high  speed,  wide  latitude,  good 
contrast  and  never  blocks  up  an  optical 

sound  track." FOR  MORE  INFORMATION  about  Du  Pont 
Motion  Picture  Films,  ask  your  nearest 
Du  Pont  Sales  Office  or  write  the  Du  Pont 
Company,  Photo  Products  Department. 
Wilmington  98.  Del.  In  Canada:  Du  Pont 
Company  of  Canada  Limited.  Toronto. 

DU    PONT     MOTION     PICTURE  FILM 

SALES  OFFICES 

Atlanta  8,  Ga  805  Peachtree  Building 
Boston  10.  Mass  140  Federal  Street 
Chicago  30,  III  4560  Touhy  Avenue,  Lincolnwood 
Cleveland  16,  Ohio   20950  Center  Ridge  Road 
Dallas  7,  Texas   1628  Oak  Lawn  Avenue 
Los  Angeles  38,  Calif  7051  Santa  Monica  Blvd. 
New  York  11,  N.  Y  248  West  18th  Street 
Wynnewood,  Pa  308  East  Lancaster  Avenue 
Export  Nemours  Bldg . ,  Wilmington  98.  Delaware 

IETTER   THINGS   FOR   BETTER  LIVING 
.  .  .  THROUGH  CHEMISTRY 

Si  k'A  Vl 

Du  Pont  Technical  Representative  Dudley  Field 
(center)  examines  some  "hot"  processed  931 
footage  with  WFIL  Photo  Department. 

View  of  disastrous  fire  can  be  seen  on  monitor. 
Contrast  range  of  Du  Pont  Type  931  film  is  just 
right  for  TV. 

News  Director  Gunner  Back  says:  "The  quality 
of  our  news  film  on  Type  931  Motion  Picture 

Film  has  been  consistently  high." 
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PROGRAMS  &  PROMOTIONS 

WTAO  LOOKS  AHEAD  25  YEARS 

FORWARD-LOOKING  Wallace  Dunlap,  gen- 
eral manager,  WTAO  Boston,  believes  in  keep- 
ing the  station  program  schedule  set  up  well 

ahead  of  time.  He  has  sent  a  time  order  to  his 

traffic  department  reserving  a  spot  on  the  first 
Sunday  in  June  1981.  On  that  date,  the  tape 
made  at  the  25th  reunion  of  Massachusetts 

Institute  of  Technology's  Class  of  1931  this 
spring  will  be  played.  By  then  the  class  will  be 
celebrating  its  golden  anniversary.  The  WTAO 
tape  features  predictions  for  1981  made  by 
leaders  of  business  and  professions  represented 

in  the  Class  of  '31. 

NO  HANDLING  CHARGE  AT  WKEI 

COMBINING  civic  spirit  with  its  own  enter- 
prise is  paying  dividends  for  WKEI  Kewanee, 

111.,  not  only  among  local  Chamber  of  Com- 
merce members,  many  of  whom  are  station 

clients,  but  in  statewide  publicity  for  the  sta- 
tion. When  WKEI  sent  out  a  program  prefer- 
ence questionnaire  to  listeners,  it  also  put  a 

similar  questionnaire  from  the  Kewanee  Cham- 
ber of  Commerce  in  the  envelopes.  Response  to 

both  mailers  was  good  and  the  promotion  got 
enthusiastic  coverage  in  the  monthly  publication 

of  the  Illinois  State  Chamber  of  Commerce's 
Local  Chamber  Highlights. 

NBC  HELP  FOR  OLD  AGE 

A  SPECIAL  series  of  six  30-minute  radio  pro- 
grams devoted  to  the  problems  of  old  age, 

Threescore  and  Five,  has  been  prepared  for 
airing  by  NBC  Radio  in  cooperation  with  the 
Twentieth  Century  Fund.  The  series,  narrated 
by  NBC  newsman  H.  V.  Kaltenborn,  will  be 
heard  Wednesdays,  10:30-11  p.m.  EDT,  starting 
July  25. 

NBC-TV  TO  GET  USSR  PICTURES 

NBC  News'  Helen  Hall  has  joined  members  of 
the  National  Assn.  of  Home  Builders  on  a 

30-day.  12-city  tour  of  the  USSR.  As  the 
only  news  reporter  in  the  group,  Miss  Hall 
will  make  exclusive  film  reports  of  building 
conditions  in  the  Soviet  Union  for  showing 

on  NBC-TV's  Home  and  Today  programs. 

WTMJ-TV  DEVELOPS  SALES  AID 

FORECASTS  of  programs  on  WTMJ-TV  Mil- 
waukee have  become  another  tool  in  the 

station  salesman's  kit.  The  Milwaukee  Journal 
station  has  sent  to  agencies  and  advertisers 
its  forecast  brochure  covering  program  content 

for  three  months  to  come  on  The  Woman's 
World  and  plans  to  follow  up  with  similar 

KRUX  MAKES  SAFETY  PAY 

THE  1.04  million  residents  of  Arizona 

are  beating  a  path  to  their  local  drug 
stores  as  guests  of  KRUX  Phoenix.  The 

station's  disc  jockeys  had  promised  to 
buy  every  resident  of  the  state  a  soft 
drink  if  no  traffic  fatalities  were  recorded 
in  Arizona  on  the  Fourth  of  July.  There 
were  none,  so  KRUX  is  footing  the  bill 
to  the  tune  of  approximately  $50,000. 

promotion  pieces  for  other  shows,  covering 
each  one  three  times  a  year.  The  first  in 

the  series,  It's  Time  Now  to  Plan  for  the 
Woman's  World,  takes  up  16  pages,  picturing 
and  describing  the  program,  showing  future 

features  on  a  Woman's  World  calendar  and 
carrying  promotional  material  on  WTMJ-TV 
and  Beulah  Donohue,  show  hostess.  Myriad 

possibilities  for  commercial  tie-in  with  pro- 
gram content  are  shown  in  the  booklet. 

ONTARIO  AM  WELCOMES  YANKS 

CJET  Smith  Falls,  Ont.,  has  daily  newscasts 
for  American  visitors  to  its  area  featuring  top 
U.  S.  national  and  state  news  as  well  as  latest 

U.  S.  sporting  news,  stock  market  closings  and 
weather  news.  The  program  is  sponsored  by 
hotels  in  the  Rideau  Lakes  area. 

TV  WEEK  TAXES  WNBF-TV  LUNGS 

IT  took  lots  of  lung  power  to  launch  Tv  Week 

in  Binghamton,  N.  Y.,  last  month.  WNBF-TV 
Binghamton  blew  up  a  flock  of  several  hundred 
balloons  to  fly  over  the  city  as  one  feature  of 

the  promotion.  Some  balloons  carried  certif- 
icates which  finders  redeemed  at  the  station  for 

savings  bonds.  WNBF-TV  also  let  citizens 

know  about  Tv  Week  by  means  of  ID's,  build- 
ing decorations  and  other  publicity  forms. 

ABC  CLAIMS  POLITICAL  SCOOP 

ABC  Radio  claimed  a  scoop  last  week  in 

airing  word  of  President  Eisenhower's  availa- 
bility for  a  second  term.  ABC  Newsman 

John  Edwards,  covering  the  Gettysburg  con- 
clave of  Republican  Congressional  leaders, 

arranged  to  hold  a  telephone  wire  open  to  the 

network's  newsroom  in  New  York,  and  within 
minutes  after  Sen.  William  Knowland  (R- 
Calif.)  made  the  announcement  that  Ike  was 
ready  and  willing,  read  the  report  to  New 
York  where  it  was  put  on  the  air  at  11:02 
a.m.  EDT. 

IN  CINCINNATI  .  .  . 
LOOK  AT  AUDIENCE 

LOOK  AT  COST 

LOOK  AT  POWER 
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CBS-TV  BUYS  MESTA  LIFE  STORY 

THE  rights  to  Mrs.  Perle  Mesta's  life  story 
were  acquired  last  week  by  CBS-TV  for  use 
in  its  Playhouse  90  series,  the  fourth  story 
commitment  made  by  the  show  [B»T,  July  9]. 

Acquisition  of  Mrs.  Mesta's  as-yet-unwritten 
biography  is  said  by  CBS-TV  to  be  the  first 
instance  in  which  the  story  of  a  world-famous 
personality  has  been  presented  on  tv  before 
appearing  as  a  play,  film  or  book.  Mrs.  Mesta, 
U.  S.  minister  to  Luxembourg  during  the  Tru- 

man administration,  will  appear  in  person 
towards  the  end  of  the  program,  which  will 
be  written  by  Speed  Lamkin.  Money  received 
by  Mrs.  Mesta  for  the  rights  will  go  towards 
subsidizing  study  of  foreign  students  in  the U.  S. 

KAISER  MAKES  EDITORS  COMFY 

THE  tv-radio  publicity  department  of  Young 
&  Rubicam,  New  York,  mailed  aluminum 
beach  chairs  to  editors  to  remind  them  of  the 
new  Kaiser  Aluminum  Hour,  which  went  on 
the  air  July  3,  9:30-10  p.m.  EDT,  Tuesdays 
on  NBC-TV. 

RKO  MUSIC  PLUGS  SHOW 

RKO  Radio  Pictures,  a  division  of  RKO 
Teleradio  Pictures  Inc.,  New  York,  is  making 
available  to  its  film  distributors  three  special 
spot  radio  transcriptions  featuring  background 
score  to  "The  Brave  One"  by  Victor  Young  and 
played  by  the  Munich  (Germany)  Symphony 
Orchestra.  The  musical  spots  are  to  be  used  in 
local  promotion  campaigns. 

'POST'  STORY  FEATURES  DALY 

"THE  Lighthearted  Battler  of  Tv"  is  what 
writer  Bill  Slocum  calls  newsman  John  Daly, 

ABC  vice  president  and  moderator  of  What's 
My  Line  on  CBS-TV,  in  a  Saturday  Evening 
Post  article  July  14.  The  profile  piece  sketches 
Mr.  Daly's  career  from  a  Washington,  D.  C, 
clerk  for  Capital  Transit  to  his  present  position, 
describing  some  of  his  battles  with  various 
employers  en  route. 

WOV  GIVES  GRONCHI  RECORDS 

A  GOLD-EMBOSSED,  leather-bound  album 
containing  records  of  his  speeches  and  news 
conferences  during  his  recent  visit  to  the  U.  S. 
was  presented  to  Italian  President  Giovanni 
Gronchi  by  WOV  New  York.  Presentation  of 
the  album  in  Rome  July  6  was  made  by  M.  S. 

Novik,  WOV's  president. 

MBS  SLATES  TWO  NEW  SHOWS 

MBS  affiliates  will  be  offered  two  new  pro- 
grams on  a  co-op  basis  starting  tomorrow  (July 

17),  when  the  network  launches  It's  a  Crime, 
Mr.  Collins,  replacing  Squad  Room  and  Big 

City,  replacing  Crime  Fighters — heard  Tuesdays 
and  Thursdays,  respectively,  both  at  8:30-9 

p.m.  EDT. 
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Titles  Change  Hands  Quickly  in  Disc  Jockey  Marathons 

DISC  JOCKEY  marathons  at  various  radio 
stations  throughout  the  nation  are  producing 

new  "champions"  practically  every  day. 
Last  week  the  title  holder  in  the  platter 

spinning  competition  appeared  to  be  Bob 
Johnson  of  KICK 

Springfield,  Mo., 
who  began  his 

Operation  Spin- 
orama  at  1  p.m., 

June  18  and  con- 
tinued it  until  1 

p.m.,  June  23 — a  total  of  120 
hours. 

Not  to  be  out- 
done by  KICK 

disc  jockey,  Ed 
Sullivan,  manager 
and  disc  jockey 
of  KSET  El  Paso, 

Tex.,  last  Tuesday  began  his  own  marathon 

with  a  goal  of  "at  least"  125  hours. 
WRIT  Milwaukee  Program  Director  Gene 

Edwards,  not  knowing  of  Mr.  Johnson's 
accomplishment,  began  his  own  marathon 
on  June  21,  attempting  to  break  what  he 
believed  to  be  the  previous  record  of  113 
hours  set  by  a  Moscow,  Idaho,  disc  jockey. 
When  Mr.  Edwards  finally  called  it  quits 
June  26,  he  had  been  playing  discs  for  a 
total  of  1 15  hours. 

On  June  22,  Wynn  Alby  of  KECK  Odessa, 
Tex.,  ended  his  marathon  with  103  hours 
on  the  air,  during  which  he  played  more 
than  1,600  popular  recordings  in  a  broadcast 
schedule  which  put  him  on  public  display 
24  hours  a  day. 

A  marathon-sell-a-thon  was  conducted  by 
WNOE   New   Orleans    Program  Director 

MR.  JOHNSON 

Larry  Monroe  and  an  appliance  store  sales- 
man. Mr.  Monroe  lasted  55  hours  and  24 

minutes,  and  the  salesman  gave  up  six 
hours  later. 

All  stations  participating  in  the  disc 
jockey  competitions  reported  large  audience 
interest. 

Another  stunt — reminiscent  of  the  days 
when  flag  pole  sitters  were  a  fad — was  re- 

ported by  two  other  stations.  Don  French 
of  KTSA  San  Antonio,  Tex.,  seated  himself 
on  a  high  perch  above  a  downtown  motor 
company  and  reported  that  he  plans  to  stay 

there  "until  KTSA  is  first  in  ratings,  morn- 
ings and  afternoons,  in  San  Antonio." 

"Come  Down  From  Your  Ivory  Tower" 
was  the  theme  of  a  week-long  promotion 
by  KSOO  Sioux  Falls,  S.  D.,  Disc  Jockey 
Bob  Helgeson  vowed  to  keep  playing  records 

from  his  "ivory  tower"  on  the  marquee  of 
a  large  department  store  until  someone 
guessed  a  magic  word.  Tie-ins  with  the 
Ivory  Soap  Co.,  the  store  and  other  mer- 

chants provided  the  winner  with  cash  and 
merchandise  gifts. 

MR.  ALBY MR.  MONROE 

CJAD  MOBILE  READY  TO  ROLL 

WITH  its  new  mobile  unit,  CJAD  Montreal 
believes  it  has  a  studio  adequate  to  cover  all 
outdoors.  The  unit,  custom  built  by  McCurdy 
Radio  Industries  Ltd.  of  Toronto  on  a  GMC 
truck  chassis,  has  standard  mobile  equipment 
with  a  good  many  plusses.  There  are,  in  addi- 

tion to  mobile  telephone  and  shortwave  link 
to  CJAD  studios,  two  tape  recording  and  rec- 

ord  playing   channels,   self-contained  power 

0°  0  o° 

"The  winner-r-r-r—and  KRIZ  Phoe- 
nix fans  can  believe  it  or  not— the 

new  champion!" 

supply,  monitoring,  talkback  and  cueing  fa- 
cilities. The  CJAD  rolling  studio  has  a  30  w 

public  address  system,  fans  for  summer,  heavy 
duty  heaters  for  winter,  emergency  power  for 
floodlights.  300-ft.  microphone  cables  and  a 
special  roof  platform. 

NBC  SPOT  CHARTS  EASY  DEALS 

FOR  those  in  the  broadcast  business  who  deal 

daily  with  starting  and  expiration  dates  of  con- 
tracts, NBC  Spot  Sales  is  circulating  a  new 

"Radio-Tv  Time  Contract  Chart."  A  pull  tab 
insert  next  to  a  standard  calendar  indicates  any 
date  to  June  30,  1958,  when  a  contract  that 
is  1  to  52  weeks  in  length  will  expire.  A  little 
more  than  pencil  length  and  about  three  inches 
wide,  the  chart  is  handy  for  the  desk.  NBC  Spot 
Sales  lists  tv  and  radio  stations  it  represents  on 
the  reverse  side  of  the  chart. 

WMCA  AIRS  'LIBERTY'  QUOTES 
WMCA  New  York  has  launched  a  new  nightly 
program  series  designed  to  highlight  events  as- 

sociated with  American  freedom.  The  broad- 
casts, which  begin  at  2  a.m.  EDT  and  last  from 

two  to  five  minutes,  are  based  on  commemora- 
tive readings  from  the  book,  Almanac  of  Liber- 

ty, by  Associate  Justice  of  the  Supreme  Court 
William  O.  Douglas. 

NBC-TV  DAYTIME  'DOUGH'  SHOW 
NBC-TV  will  present  Tic  Tac  Dough,  new 
Monday-Friday  audience  participation  program 
featuring  Jack  Barry  (12  Noon-12:30  p.m. 
EDT)  in  the  time  period  currently  occupied 
by  Feather  Your  Nest,  starting  July  30. 

i 

338,100  Families 

with  a  net  E.B.I,  of  $1,793,- 

51  8,000,  reside  within 

WHBF's  25,500  sq.  mile 

coverage  area  according 

to  S.  M.  1956  Survey  of 

Buying  Power.  98%  own 
radios— 80%  have  TV  (TV 

J 
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National  Representatives 

PETERS,  GRIFFIN,  WOODWARD,  INC. 
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•PROGRAMS  &  PROMOTIONS- 

MILESTONES 

for  August 

BMI's  series  of  program  con- 
tinuities are  full  half-hour 

presentations  .  .  .  simple  to 

do,  saleable,  excellent  listen- 
ing. Each  script  in  the  Aug- 

ust package  commemorates  a 

special  event  of  national  im- 
portance : 

"HOW  ARE  YOU  TODAY?" 
(General  Health  Outlook) 

August  1,  1956 

"THE  FRIENDLY  ATOM" 
(In  Peaceful  Pursuits) 

August  8,  1956 

"THE  COMPLEAT  WALTON" 
Izaak  Walton 

Born:  August  9,  1593 

"BULWARK  AGAINST  DISTRESS" 
(Birth  of  Social  Security) 

August  14,  1935 

"Milestones"  is  available  for 
commercial  sponsorship — see  your 

local  stations  for  details. 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE.,  NEW  YORK  17,  N.Y. 
NEW  YORK  •  CHICAGO  •  HOLLYWOOD  •  TORONTO  •  MONTREAL 

\ 
 ̂ 
 • 

B*T  via  air  mail 

See  page  119 

WDSU  HAS  GLASS  ROVING  UNIT 

IF  old  saws  mean  anything,  WDSU  New  Or- 

leans won't  be  throwing  stones  anytime  soon. 
The  station's  especially  designed,  new  mobile 
studio  features  three  glass  walls,  taking  up  half 

of  its  total  35-foot  length.  The  unit,  cham- 
pagne-launched by  Robert  E.  Eastman,  execu- 

tive vice  president  of  John  Blair  &  Co.,  station 
representative,  already  houses  two  daily  shows. 
It  contains  complete  broadcasting  facilities,  and 
features  a  30-ft.  sign  circling  its  top  carrying 
call  letters  and  kilocycles.  Space  is  provided 
on  the  outside  for  signs  identifying  programs 
originating  from  the  roving  studio. 

KSJO  BULLETINS  AUTO  MISHAPS 

CALIFORNIA  motorists  approaching  the  scene 
of  an  accident  get  early  warning  to  go  slow  if 
their  radios  are  tuned  to  KCJO  San  Jose.  The 

station,  in  cooperation  with  the  California 
Highway  Patrol,  is  broadcasting  these  warnings 
immediately  after  accidents  occur.  The  patrol 
telephones  accident  bulletins  to  KSJO  in  an 
effort  to  prevent  compound  traffic  mishaps. 

WGY  GETS  THEM  GOING,  COMING 

GOING  in  for  long,  drawn-out  promotion  ideas 
is  WGY  Schenectady,  which  has  placed  a 

pair  of  100-ft.  long  billboards  alongside  New 
York  State  Thruway  at  Kingston  and  Utica, 
thus  catching  the  eyes  of  motorists  traveling 
the  180-mile  stretch  of  expressway  serviced  by 

the  Schenectady  station's  50  kw  signal.  The 
100  x  25  ft.  signs,  standing  500  ft.  off  the  pave- 

ment, advise  motorists  "for  latest  weather, 
Thruway  conditions,  tune  WGY,  810  on  your 

radio  dial." 

NEWSMAN  TURNS  MEDIATOR 

WTVJ  (TV)  Miami  sent  News  Director 
Ralph  Renick  to  Delray  Beach,  Fla.,  to 
cover  a  racial  conflict  and  he  ended  up 
serving  as  organizer  and  mediator  for  a 
series  of  meetings  which  brought  an  end 

to  the  town's  45  days  of  tension. 
The  conflict  began  in  May  when  a 

group  of  Negroes  shunned  a  100-ft. 
stretch  of  beach  set  aside  for  them  and 

attempted  to  use  the  mile-long  municipal 
beach  of  the  city  of  8,500  (3,400  Ne- 

groes). The  city  commission  declared  the 
municipal  beach  off-limits  to  Negroes 
and  on  June  5  passed  a  resolution  seek- 

ing to  exclude  the  Negro  area  from  the 
city's  limits. 

That  is  the  way  the  situation  stood 
when  newsman  Renick  arrived  and  dis- 

cussed the  problems  with  civic  leaders. 
In  the  next  four  days,  he  organized  and 
attended  15  different  meetings  on  the 
racial  problem.  On  the  fourth  night  he 

arranged  and  moderated  a  special  meet- 
ing between  commissioners  and  Negro 

civic  leaders.  An  agreement  was  signed 
on  the  spot,  calling  for  the  immediate 
construction  of  a  Negro  swimming  pool, 

dropping  of  the  "exclusion"  action  and 
appointment  of  a  five-man  committee  to 
obtain  a  suitable  beach  for  the  Negroes. 

"It  is  more  than  anyone  had  hoped 
for,"  said  Mayor  Mike  Yargates.  .  .  . 
"Delray  Beach  owes  Ralph  Renick  and 

ch.  4  (WTVJ)  a  debt  of  gratitude."  The 
entire  story  was  presented  on  WTVJ  in 
a  half-hour  show  entitled  "The  Beach  at 

Delray — Florida's  Segregation  Dispute." 

FOR  THE  RECORD 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

Louisville,  Ky. — Sarkes  Tarzian  Inc.'s  applica- tion seeking  cp  for  new  tv  to  operate  on  ch. 
21  returned.  (Channel  presently  assigned  to 
WKLO-TV.)    Announced   July  9. 

Greenfield,  Mass. — Springfield  Tv  Bcstg.  Corp. 
granted  uhf  ch.  58  (734-740  mc);  ERP  18.2  kw  vis., 
9.77  kw  aur.;  ant.  height  above  average  terrain 
500  ft.,  above  ground  172  ft.  Estimated  construc- 

tion cost  $50,360,  first  year  operating  cost  $90,000, 
revenue  $100,000.  Post  office  address  17  Pearl  St., 
Springfield,  Mass.  Trans,  location  Shelburne  Falls. 
Geographic  coordinates  42°  36'  50"  N.  Lat.,  72°  39' 30"  W.  Long.  Trans,  and  ant.  RCA.  Legal  counsel McKenna  &  Wilkinson,  Washington.  Consulting 
engineer  George  R.  Townsend,  Springfield. 
Springfield  is  licensee  of  WWLP  (TV)  Springfield. Station  will  operate  as  satellite  of  WWLP  (TV). 
Granted  July  5. 

Reno,  Nev. — Ettlinger  Bcstg.  Corp.'s  applica- tion seeking  cp  for  new  tv  to  operate  on  ch. 
4  returned.  (Channel  presently  assigned  to  KAKJ 
[TV].)  Announced  July  9. 
Portland,  Ore. — Salem  Television  Co.'s  applica- tion seeking  cp  for  new  tv  to  operate  on  ch. 

3  in  Salem  returned.  (Channel  presently  as- 
signed to  KSLM-TV.)  Announced  July  10. 

APPLICATION 

Eureka,  Calif. — Carrol  R.  Hauser,  vhf  ch.  13 
(210-216  mc);  ERP  3.326  kw  vis.,  1.95  kw  aur.; 
ant.  height  above  average  terrain  minus  93 
ft.,  above  ground  214  ft.  Estimated  construction 
cost  $92,532.42,  first  year  operating  cost  $84,000, 
revenue  $96,000  Post  Office  address  P.  O.  Box 
1015  Eureka,  Calif.  Studio  location  Eureka.  Trans, 
location  Eureka.  Geographic  coordinates  40° 
48',  05"  N.  Lat.,  124°  07',  31"  W.  Long.  Trans,  and 
ant  RCA.  Legal  counsel  John  P.  Hearne,  San 
Francisco.  Consulting  engineer  A.  E.  Towne  As- 

soc., San  Francisco.  Mr.  Hauser  is  licensee  of 
KHUM  Eureka,  Calif.,  and  45%  owner  of  KVEN 
Ventura,  Calif.    Filed  July  5. 

PETITION 

Pacific  Television  Inc.,  Coos  Bay,  Ore. — Petitions 
FCC  requesting  amendment  of  Sec.  3.606  of  Rules 
so  as  to  allocate  ch.  11  to  Coos  Bay  in  lieu  of 
ch.  25  as  presently  requested.  (Original  petition 
filed  4-13-56.)  Announced  July  6. 

PETITION  DISMISSED 

KPQ  Wenatchee,  Wash. — Petition  seeking 
amendment  of  Sec.  3.606  of  Rules  so  as  to  provide 
for  re-allocation  of  ch.  18  from  Bellingham  to 
Wenatchee,  Wash.,  and  substitute  ch.  46  for  18  in 
Bellingham,  Wash.,  dismissed  at  request  of  peti- tioner. Announced  July  6. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

WTVH  (TV)  Peoria,  111.— Granted  mod.  of  cp 
to  change  ERP  to  186  kw  vis.,  100  kw  aur.,  and 
make  ant.  and  other  equipment  changes.  Granted 
July  5. 
WEHT  (TV)  Henderson,  Ky— Granted  mod.  of 

cp  to  change  ERP  to  155  kw  vis.,  83.2  kw  aur.,  and 
make  other  equipment  changes.  Granted  July  5. 
KTVQ  (TV)  Oklahoma  City,  Okla. — FCC  denied waiver  of  and  returned  resubmitted  request  for 

STA  to  operate  in  Oklahoma  City  on  ch.  *11, which  is  assigned  to  Tulsa  for  noncommercial 
educational  use.  KTVQ,  now  off  the  air,  is  per- 

mittee on  ch.  25.  Oklahoma  Educational  Televi- 
sion authority  has  cp  for  KOED-TV  on  ch.  11  in Tulsa.  (FCC  on  Feb.  1  denied  similar  request  by 

KTVQ.)  Action  July  5. 
PETITION 

KVDO  (TV)  Corpus  Christi,  Tex.— Petitions  FCC 
requesting  amendment  of  Sec.  3.606  of  Rules  so  as 
to  make  following  changes:  (A)  Redesignate  ch. 
6  or  10  as  educational  reservation  in  Corpus 
Christi  and  make  ch.  16  available  for  commercial 
operation.  (B)  in  alternative,  reassign  ch.  6  and/or 
ch.  10  as  follows:  1.  Delete  ch.  6  from  Corpus 
Christi  and  assign  it  to  one  of  following  cities  in 
Texas:  Uvalde,  La  Pryor,  Carrizo  Springs  or 
Crystal  City;  2.  delete  ch.  10  from  Corpus  Christi 
and  assign  it  to  one  of  following  cities  in  Texas: 
Palacios,  Port  Lavaca,  Matagordo,  Bloomington 
or  Placedo  (sometimes  referred  to  as  Placid 
Junction).  Announced  July  6. 

WESTERN  MICHIGAN'S 

WKNK 

MUSKEGON,  MICHIGAN 

W  RATES 
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Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 

July  5  through  July  11 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,   w — watts,  mc — megacycles.   D — day.  N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am-Fm  Summary  Through  July  1 1 

Am 
Fm 

Appls. 

In 

On 
Pend- Hear- Air Licensed Cps 

ing 
ing 

2,873 3,021 547 154 276 117 521 28 11 0 

Tv  Summary  Through  July  1 1 

Total  Operating  Stations  in  (J.  S.: 

Commercial 
Noncom.  Educational 

Vhf 360 
15 

Uhf 94 
5 

Total 

4541 

20a 

FCC  Commercial  Station  Authorizations 

As  of  June  30,  1956* Am        Fm  Tv 

Licensed  (all  on  air)  2,871  519  186 
Cps  on  air  25  11  310 
Cps  not  on  air  124  16  113 
Total  authorized  3,020  546  609 
Applications  in  hearing  173  1  132 
New  station  requests  274  10  43 
New  station  bids  in  hearing  115  0  85 
Facilites  change  requests  154  6  35 
Total  applications  pending  964  71  398 
Licenses  deleted  in  June  0  2  0 
Cps  deleted  in  June  2  0  2 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am-Fm  Summary,"  above,  and  for  tv  stations 
gee  "Tv  Summary,"  next  column. 

Grants  since  July  11,  7952; 

(When  FCC  began  processing  applications 
after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 323 
22 

Uhf  Total 

312  635i 
20  42= 

Applications  filed  since  April   14,  7952: 

(When  FCC  ended  Sept.  28,  1948-April  14,  1952 freeze  on  tv  processing) 

New  Amend.  Vhf 
Uhf Total Commercial 

1,002 

337 
785 

554 

1,3403 

Noncom.  Educ. 61 

34 

27 

61' 

Total 
1,063 

337 
819 

581 

1.4005 

1  169  cps  (33  vhf,  136  uhf)  have  been  deleted. 
J  One  educational  uhf  has  been  deleted. 
a  One  applicant  did  not  specify  channel. 
4  Includes  42  already  granted. 
6  Includes  677  already  granted. 

APPLICATIONS 

WTVH  (TV)  Peoria,  111— Seeks  mod.  of  cp 
(which  authorized  new  tv)  to  change  ERP  to 
186.2  kw  vis.,  100.5  kw  aur.,  and  make  ant.  and 
other  equipment  changes.  Filed  July  5. 
WPTZ  (TV)  North  Pole,  N.  Y. — Seeks  mod.  of 

cp  to  change  corporate  name  from  Great 
Northern  Television  Inc.  to  Rollins  Bcstg.- 
Telecasting  of  New  York  Inc.  Filed  July  9. 
WAVY-TV  Portsmouth,  Va. — Seeks  mod.  of 

cp  to  make  slight  change  in  trans,  location  (no 
change  in  description  other  than  coordinates). 
Filed  July  9. 
WEAU-TV  Eau  Claire,  Wis.— Seeks  cp  to  make 

changes  in  facilities  of  existing  tv:  change  ERP 
from  144  kw  vis.,  72.4  kw  aur.,  to  308  kw  vis., 
154  kw  aur.,  install  new  ant.  system,  and  make 
other  equipment  changes.  Filed  July  10. 
WISN-TV  Milwaukee,  Wis.— Seeks  cp  to  specify 
studio  location  as  759  N.  19th  St.,  Milwaukee. 
Filed  July  10. 

APPLICATIONS  RESUBMITTED 

KGVO-TV  Missoula,  Mont. — Resubmits  applica- 
tion seeking  mod.  of  cp  to  change  ERP  to  190 

kw  vis.,  95  kw  aur.  Resubmitted  July  9. 

New  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

Little  Rock,  Ark. — Ebony  Radio  granted  1440  kc, 
1  kw  D.  Post  office  address  Box  3127,  Jackson, 
Miss.  Estimated  construction  cost  $16,222.60,  first 
year    operating    cost    $48,000,    revenue  $60,000. 

WHLS 

MICHIGAN'S  POWERFUL 

250  WATTER 
.  .  .  WHLS  is  responsible  for 
more  newsworthy  stories  fea- 

tured by  A.P.  than  any  other 
station  in  the  country. 

4  FULL  TIME  NEWSMEN 

PORT  HURON'S  COMMUNITY  STATION 
R»pr»ent«d  Nationally  by  Gill-Perna 
for  Detroit  —  Michigan  Spot  Saltt 

Broadcasting   •  Telecastin< 

Ebony  is  wholly-owned  by  John  M.  McLendon, 
50%owner  of  WNLA  Indianola.  Miss.,  50%  owner 
of  WOKJ  Jackson,  Miss.,  and  gen.  manager  of 
WKDL  Clarksdale,  Miss.  Granted  July  5. 

New  Haven,  Conn. — 1360  Bcstg.  Co."'s  applica- tion seeking  cp  for  new  am  to  be  operated 
on  1260  kc,  1  kw  D,  dismissed  at  request  of 
attorney.  Action  July  5. 

J.  E.  Willis,  Lafayette,  Ind.;  Crawfordsville 
Broadcasters  Inc.,  Crawfordsville,  Ind. — FCC  des- 

ignated for  consolidated  hearing  applicatons  for 
new  am  station  to  operate  on  1410  kc,  1  kw  D; 
made  WIRE  Indianapolis,  Ind.,  party  to  pro- 

ceeding. In  event  application  of  Willis  is  granted, 
he  shall  be  responsible  for  installation  and  ad- 

justment of  suitable  filter  circuits,  or  other  equip- 
ment as  may  be  necessary  to  prevent  interaction 

between  proposed  ant.  system  and  ant.  system  of 
WBAA  West  Lafayette.  Action  July  5. 
Madisonville,  Ky. — Hopkins  County  Broadcast- 

ers granted  1310  kc.  500  w  D.  Post  office  address 
342  N.  Seminary  St..  Madisonville.  Estimated  con- 

struction cost  $36,000.  Principals  are  Evers  Mick 
(55%),  chief  engineer  WFMW-AM-FM  Madison- 

ville, and  Conway  M.  Smith  (45%),  chief  engineer, 
WMTA  Central  City,  Ky.  Granted  July  5. 

Jonesville,  La. — Old  South  Bcstg.  Co.  granted 
1480  kc.  500  w  D.  Post  office  address  P.  O.  Box  54, 
Natchez,  Miss.  Estimated  constructon  cost  $11,082, 
first  year  operating  cost  $22,000,  revenue  $28,000. 
Old  South  is  owner  of  WNAT  Natchez.  Granted 
July  5. 

Holdrege,  Neb.— W  W  Bcstg.  Co.  granted  1380 
kc,  500  w  D.  Post  office  address  Box  144,  York, 
Neb.  Estimated  construction  cost  $10,179,  first 
year  operating  cost  $36,418,  revenue  $44,029.  Prin- 

cipals are  Pres.  William  C.  Whitlock  (50%),  for- 
mer vice  pres. -gen.  mgr. -24%  owner  KAWL  York 

and  presentlv  self-emploved  in  sales  work,  and 
Secy.-Treas.  Betty  Rae  Whitlock  (50%),  former 
KAWL  employe,  presentlv  housewife.  Granted 
July  5. 
Albuquerque,  N.  M. — David  M.  Segal's  applica- tion seeking  cp  for  new  am  to  be  operated  on 

1270  kc,  500  w  D,  dismissed  at  request  of 
applicant.  Action  July  5. 

Babylon,  N.  Y.- — FCC  designated  for  hearing  ap- 
plication for  new  am  to  operate  on  1440  kc,  500  w 

D;  made  WNJR  Newark,  N.  J.,  and  WBIS  Bristol, 
Conn.,  parties  to  proceeding.  Action  July  5. 
Oneida,  N.  Y. — John  Jacob  Geiger  granted  1600 

kc,  1  kw  D.  Post  office  address  54  Clayton  Ave., 
Waynesboro,  Pa.  Estimated  construction  cost  $14,- 
095,  first  year  operating  cost  $25,000,  revenue 
$30,000.  Mr.  Geiger  is  program  director,  WAYZ 
Waynesboro.  Granted  July  5. 

Salt  Lake  City,  Utah — Dale  R.  Curtis  granted 
1570  kc,  500  w.  Mr.  Curtis  holds  business  interests. 
(Upon  consideration  of  protests  to  March  8  grant 
to  Mr.  Curtis  for  1470  kc,  1  kw,  FCC  designated 
application  for  hearing.  On  May  31  application 
was  amended  to  specify  present  facilities,  hearing 
cancelled,  protests  dismissed  and  application 
was  returned  to  processing  line.)  Action  July  5. 
Chelan,  Wash.— Lake  Chelan  Bcstg.  Corp. 

granted  1220  kc,  1  kw  D.  Post  office  address  P. 

the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  you  in  on  the 
New  Selling  Sound  of  KMBC-KFRM. 

KMBC  a/  Kansas  City 

KFRM  £o>i  the  State  of  Kansas 

0?in  the  Heart  of  America 

the  station 

that  made 

ROANOKE 

VIRGINIA'S NO.  1 

TV  MARKET 

73.2% 

station  share 

of  sets  .  .  .  (ARB) 

WSLS-TV CHANNEL  10 

ROANOKE,  VA. 

Represented  Nationally — Avery-Knodel,  Inc 

i  : 
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O.  Box  1510,  Wenatchee,  Wash.  Estimated  con- 
struction cost  $13,185,  first  year  operating  cost 

$30,000,  revenue  $36,000.  Principals  own  KWNW 
Wenatchee.  Granted  July  5. 

APPLICATIONS 

Evergreen,  Ala. — Evergreen  Bcstg.  Co.,  1470 
kc,  1  kw  D.  Post  office  address  %  Clayton  W. 
Mapoles,  Milton,  Fla.  Estimated  construction 
cost  $19,200,  first  year  operating  cost  $30,000, 
revenue  $36,000.  Sole  owner  Clayton  W.  Mapoles 
is  owner  of  WEBY  Milton,  Fla.,  and  WFNM 
DeFuniak  Springs,  Fla.  Filed  July  5, 

Mobile,  Ala. — Thomas  Carr,  1600  kc,  1  kw  D. 
Post  office  address  535  Ponte  Vedra  Blvd.,  Ponte 
Vedra  Beach,  Fla.  Estimated  construction  cost 
$12,000,  first  year  operating  cost  $60,000,  revenue 
$70,000.  Mr.  Carr  is  applicant  for  new  am  at 
Daytona  Beach,  Fla.  Filed  July  10. 
Panama  City  Beach,  Fla. — Regional  Bcstg. 

Co.,  1400  kc,  250  w  unl.  Post  office  address  P.  O. 
Box  794,  Jonesboro,  Ark.  Estimated  construction 
cost  $15,600,  first  year  operating  cost  $48,000, 
revenue  $66,000.  Principals  include  equal  owners 
Harold  E.  King  and  Helen  W.  King,  owners  of 
KBTM-AM-FM  Jonesboro,  Ark.,  and  KGHI  Little 
Rock,  Ark.  Application  for  transfer  of  control  of 
tv  cp  (KBTM-TV)  to  Central  South  Sales,  pend- 

ing at  FCC.  Filed  July  9. 
Ocilla,  Ga.— Irwin  Ben  Hill  Bcstg.  Co.,  1430 

kc,  5  kw  D.  Post  office  address  %  B.  I.  Anderson, 
Fitzgerald,  Ga.  Estimated  construction  cost  $28,- 
295,  first  year  operating  cost  $36,000,  revenue 
$48,000.  Principal  is  99.6%  owner  B.  I.  Anderson, 
business  interests.  Filed  July  11. 
New  Bedford,  Mass. — New  Bedford  Bcstg.  Co., 

1230  kc,  100  w  unl.  Post  office  address  %  Jack  C. 
Salera,  25  7th  St.,  Providence  6,  R.  I.  Estimated 
construction  cost  $7,648.49,  first  year  operating 
cost  $19,000,  revenue  $46,000.  Sole  owner  Jack 
C.  Salera  owns  32%  of  WNRI  Woonsocket,  R.  I., 
50%  of  Neighborly  Bcstg.  Co.,  applicant  for  new 
am  at  Cranston,  R.  I.,  and  is  owner  of  South 
County  Bcstg.  Co.,  applicant  for  new  am 
at  Wakefield,  R.  I.  Filed  July  5. 

Fallon,  Nev. — Churchill  County  Broadcasters, 
1240  kc,  250  w  unl.  Post  office  address  Fallon. 
Estimated  construction  cost  $1,500,  first  year 
operating  cost  $24,000,  revenue  $36,000.  Sole 
owner  Charles  E.  Halstead  Jr.  is  owner  of 
KDIA  Auburn,  Calif.  Filed  July  9. 
Rockwood,  Tenn. — Roane  Bcstg.  Co.,  580  kc, 

500  w  D.  Post  office  address  Rockwood.  Esti- 
mated construction  cost  $29,779.66,  first  year 

operating  cost  $34,752,  revenue  $48,736.  Princi- 
pals are  equal  partners  Herman  Spivey,  vice 

pres. -stockholder  at  WBMC  McMinnville,  Tenn., 
and  Ray  Spivey,  Herman  Spivey's  son.  Filed July  9. 

El  Paso,  Tex. — Robert  L.  Howsam,  1150  kc, 
1  kw  D.  Post  office  address  %  Denver  Baseball 
Club,  Bears  Stadium,  W.  20th  Ave.  at  Decatur 
St.,  Denver.  Estimated  construction  cost  $18,- 
715,  first  year  operating  cost  $36,000,  revenue 
$45,000.  Mr.  Howsam  holds  interest  in  KTLN 
Denver  and  owns  30%  of  Denver  Bears.  Filed 
July  5. 

Ripon,  Wis. — Central  Wisconsin  Co.,  1600  kc, 
5  kw  D.  Post  office  address  735  N.  Water  St., 
Milwaukee,  Wis.  Estimated  construction  cost 
$54,356.33,  first  year  operating  cost  $50,000,  revenue 
$55,000.  Principals  include  Pres.  Miriam  B. 
Monroe  (6.25%),  Vice  Pres.  John  F.  Monroe  Jr. 
(31.25%),  Secy.  Mary  Ellen  M.  Schmitz  (31.25%), 
and  Margaret  Joanne  Monroe  (31.25%).  Filed 
July  11. 

APPLICATIONS  AMENDED 

Phoenix,  Ariz. — David  M.  Segal's  application seeking  cp  for  new  am  to  operate  on  790  kc, 
500  w  D,  amended  to  change  frequency  to  740  kc 
and  make  changes  in  ant.  system.  Amended 
July  11. 

Phoenix,  Ariz. — Q  Bcstg.  Co.'s  application  seek- ing cp  for  new  am  to  be  operated  on  740  kc, 
1  kw  D,  amended  to  change  ant.-trans.  location 
to  about  6  miles  south-southwest  of  Phoenix  busi- 

ness district;  change  studio  location  "to  be  de- 
termined,"   Phoenix;    install    DA,    and  make 

changes  in  ant.  and  ground  system.  Amended 
July  5. 

Sanford,  Fla. — Sanford  Bcstg.  Co.'s  application 
seeking  cp  for  new  am  to  be  operated  on  1270 
kc,  500  w  D,  amended  to  change  frequency  to 
1360  kc;  change  ant.-trans.  location;  make  changes 
in  ant.  system,  and  change  ground  system. 
Amended  July  5. 
Huntington,  Ind. — Huntington  Valley  Broadcast- 

ers' application  seeking  cp  for  new  am  to  operate 
on  1300  kc,  500  w  D,  DA,  amended  to  change  ant.- 
trans,  and  studio  location  to  E.  Taylor  and  Broad- 

way Sts.,  Huntington,  and  make  changes  in  DA 
pattern.  Amended  July  11. 

Corinth,  Miss. — Triangle  Bcstg.  Co.'s  application seeking  cp  for  new  am  to  operate  on  1330  kc, 
500  w  D,  amended  to  change  frequency  to  1350 
kc.  Amended  July  9. 
Albuquerque,  N.  M. — Western  Bcstg.  Co.'s  ap- plication seeking  cp  for  new  am  to  be  operated 

on  960  kc,  1  kw  D,  amended  to  change  frequency 
to  1380  kc.  Amended  July  11. 
Newark,  N.  Y. — Radio  Wayne  County  Inc.'s  ap- plication seeking  cp  for  new  am  to  be  operated  on 

1420  kc,  500  w  D,  amended  to  make  changes  in 
stockholders.  Amended  July  5. 

Salamanca,  N.  Y. — Cattaraugus  Bcstg.  Service's application  seeking  cp  for  new  am  to  be  operated 
on  1590  kc,  1  kw  D,  amended  to  change  ant.- trans.  and  studio  location  to  Killbuck  Rd., 
Township  of  Grant  Valley,  JNT.  Y.  Amended  July 

11. East  Spokane,  Wash. — Robert  D.  Rapp's  appli- cation seeking  cp  for  new  am  to  operate  on  1380 
kc,  1  kw  D,  amended  to  change  station  location 
to  Spokane,  Wash.,  and  increase  power  to  5  kw. Amended  July  9. 

Honolulu,  Hawaii — James  T.  Ownby's  applica- tion seeking  cp  for  new  am  to  be  operated  on  1250 
kc,  5  kw  unl.,  amended  to  change  frequency  to 
1270  kc.  Amended  July  5. 

Existing  Am  Stations  .  .  . 
ACTIONS  BY  FCC 

KPOK  Scottsdale,  Ariz. — Granted  mod.  of  cp  to 
change  ant.-trans.  location  to  E.  Thomas  Rd.  at 
Cross  Cut  Canal;  change  studio  location  to  4547 
N.  Scottsdale  Rd.,  and  operate  trans,  by  remote 
control  from  studio.  Conditioned  that  immedi- 

ately upon  commencement  of  transmission  of 
regular  programs  by  KPOK,  Richard  B.  Gilbert 
divest  himself  of  all  connections  direct  or  in- 

direct with  KTYL  Mesa,  Ariz.  Granted  July  3. 
KAVL  Lancaster,  Calif. — Granted  change  in  fa- 

cilities from  1340  kc,  250  w  unl.,  to  610  kc,  500  w, 
1  kw-LS.  Engineering  conditions.  Granted  July  5. 
WELI  New  Haven,  Conn. — Granted  change  in  D 

power  from  1  kw  to  5  kw,  continuing  on  960  kc, 
1  kw  N.  Engineering  condition.  Granted  July  5. 
WJSB  Crestview,  Fla.— Granted  change  of  fa- 

cilities from  1490  kc,  250  w  unl.,  to  1050  kc,  1  kw 
D.  Granted  July  5. 
WRDW  Augusta,  Ga. — Granted  mod.  of  license 

to  change  studio  location  and  remote  control  point 
to  Georgia  and  Observatory  Ave.,  North  Augusta, 
S.  C.  Granted  July  6. 
WKYV  Harlan,  Ky. — Cp  for  new  am  to  operate 

on  1410  kc,  1  kw  D,  dismissed  and  call  letters 
deleted.  Action  July  5. 
WBOC  Salisbury,  Md. — FCC  waived  Sect.  3.24 

(b)  (7)  of  blanketing  rules  and  granted  change 
in  D  power  from  1  kw  to  5  kw  and  change  from 
DA-N  to  DA-2,  continuing  on  960  kc  with  1  kw 
N.  Engineering  conditions.  Granted  July  5. 
WEIM  Fitchburg,  Mass. — Granted  change  in  D 

power  from  1  kw  to  5  kw  and  change  from  DA-N 
to  DA-2,  continuing  on  1280  kc,  1  kw  N.  Engineer- 

ing condition.  Granted  July  5. 
KIYI  Shelby,  Mont. — Granted  change  in  facil- 

ities from  1240  kc,  250  w  unl.,  to  1150  kc,  500  w, 
1  kw  LS.  Engineering  conditions.  Granted  July  5. 
KMIN  Grants,  N.  M. — Granted  mod.  of  cp  to 

specify  studio  location  as  southwest  corner  of 
intersection  of  State  Rd.  #53  and  Zuni  Canyon 
Rd.  (same  as  trans.).  Granted  July  6. 
section  of  State  Rd.  #53  and  Zuni  Canyon  Rd. 
KFJM  Grand  Fork,  N.  D. — Granted  change  in 

facilities  from  1440  kc.  500  w,  to  1370  kc,  1  kw  D. 

Trans,  to  be  operated  by  remote  control  from 
main   studio;   license  will  not  be  issued  until 
KILO  Grand  Forks  has  been  issued  license  to 
cover  cp.  Granted  July  5. 
WWBC  Bowling  Green,  Ohio— Granted  permis- 

sion to  sign-off  at  6:45  p.m.  through  September. Granted  July  6. 
KZUN  Opportunity,  Wash. — Granted  permis- 

sion to  sign-off  at  7:00  p.m.  during  July.  Granted July  6. 
WKNA  Charleston,  W.  Va.— Granted  mod.  of 

license  to  change  studio  location  to  Garfield  Ave., 
Bownemont,  W.  Va.  Granted  July  6. 
KUAM  Agana,  Guam— Granted  cp  to  make 

changes  in  ant.  system.  Granted  July  2. 
APPLICATIONS 

KRUX  Glendale,  Ariz.— Seeks  cp  to  change 
frequency  from  1340  kc  to  1360  kc;  increase 
power  from  250  w  to  500  w  N,  5  kw  D;  install 
DA-N,  and  change  ant.-trans.  and  studio  loca- tion. Filed  July  9. 
KWBR  Oakland,  Calif.— Seeks  cp  to  change 

ant.-trans.  location;  make  changes  in  ant.  and 
ground  system,  and  operate  trans,  by  remote 
control  from  327  22nd  St.,  Oakland  (studio  loca- tion). Filed  July  5. 
KSDO  San  Diego,  Calif. — Seeks  cp  to  increase 

D  power  from  5  kw  to  10  kw.  Filed  July  9. 
KGDM  Stockton,  Calif.— Seeks  cp  to  increase 

power  from  5  kw  to  50  kw:  change  from  employ- 
ing DA-N  to  DA-1,  and  change  ant.-trans.  loca- tion. Filed  July  5. 

WRMF  Indialantic-Melbourne,  Fla. — Seeks  mod. 
of  cp  to  change  ant.-trans.  and  station  location 
from  Indialantic-Melbourne  to  Titusville,  Fla. Filed  July  5. 
WRDW  Augusta,  Ga.— Seeks  mod.  of  license  to 

change  studio  location  and  remote  control  point. Filed  July  5. 
WJKO  East  Longmeadow,  Mass.^-Seeks  cp  to 

replace  expired  cp  which  authorized  change 
in  ant.-trans.  and  studio  location.  Filed  July  11. 
WSAR  Somerset,  Mass.— Seeks  cp  to  replace  ex- 

pired cp  which  authorized  changes  in  DA-N pattern.  Filed  July  5. 
KUOM  Minneapolis,  Minn. — Seeks  cp  to  change 

ant.-trans.  location;  utilize  combined  am  and  tv 
tower,  and  make  changes  in  ant.  and  ground 
system.  Filed  July  11. 
WOKJ  Jackson,  Miss. — Seeks  cp  to  increase 

power  from  1  kw  to  5  kw  and  make  changes 
in  ant.  system.  Filed  July  5. 
WOND  Pleasantville,  N.  J. — Seeks  authority  to 

determine  operating  power  by  direct  measure- 
ment of  ant.  power.  Filed  July  10. 

KMIN  Grants,  N.  M. — Seeks  mod.  of  cp  (which 
authorized  new  am)  to  specify  studio  location  as 
southwest  corner  of  intersection  of  State  Rd.  #53 
and  Zuni  Canyon  Rd.,  Grants  (same  as  trans.). Filed  July  5. 
KSEM  Moses  Lake,  Wash. — Seeks  cp  to  replace 

expired  cp  which  authorized  change  in  fre- 
quency; increase  in  power;  installation  of  DA-N, 

and  change  in  ant.-trans.  location.  Filed  July  5. 
KZUN  Opportunity,  Wash. — Seeks  cp  to  change 

frequency  from  1270  kc  to  630  kc  and  make 
changes  in  ground  system.  Filed  July  5. 
WKNA  Charleston,  W.  Va.— Seeks  mod.  of 

license  to  change  studio  location  to  Garfield  Ave., 
Bownemont,  W.  Va.  (WKNA-TV  studios).  Filed July  5. 

APPLICATION  AMENDED 

KGAY  Salem,  Ore. — Application  seeking  cp  to 
increase  power  from  1  kw  to  5  kw  and  change 
studio  location  amended  to  change  name  to  KGAE 
Inc.  Amended  July  11. 

APPLICATIONS  RESUBMITTED 
t WCHB  Inkster,   Mich. — Resubmits  applicatio 

seeking  mod.  of  cp  (which  authorized  new  am 
to  change  ant.-trans.  location.  Resubmitted  July 
11. 
WTCS  Fairmont,  W.  Va. — Resubmits  applica 

tion  seeking  authority  to  determine  operatin; 
power  by  direct  measurement  of  ant.  power.  Re submitted  July  10. 

New  Fm  Stations  . 

ACTIONS  BY  FCC 

Colorado  Springs,  Colo. — School  District  #11  ii 
County  of  El  Paso  and  State  of  Colorado  grantee 
90.5  mc.  610  w.  Post  office  address  406  N.  Webe: 
St.,  Colorado  Springs.  Estimated  constructioi 
cost  $11,650.  Station  is  for  non-commercial  pur 
poses.  Granted  July  5. 

Chicago,  111 — de  Hann  Hi-Fi  Die.  granted  95. 
mc,  30  kw  unl.  Post  office  address  1655  W.  79tl 
St.,  Chicago.  Estimated  construction  cost  $15,000 
first  year  operating  cost  $27,600,  revenue  $36,000 
Principals  include  Pres.  James  de  Hann  (80%) 
hi-fidelity  equipment  and  records  dealer;  Vic 
Pres.  Abel  J.  de  Hann  (4%),  attorney,  and  Secy 
Dorothy  de  Hann  (16%),  housewife,  Grantee July  5. 

APPLICATION 

Santa   Barbara,    Calif.— Cameron  A.  Warrer 
106.9  mc,  17.5  kw  unl.  Post  office  address  291 
De  La  Vina  St.,  Santa  Barbara.  Estimated  con 
struction  cost  $8,900,  first  year  operating  cos 
$6,000,  revenue  $5,000.  Mr.  Warren  is  forme automobile  dealer.  Filed  July  5. 

Existing  Fm  Stations  . . . 

ACTIONS  BY  FCC 
WNBF-FM  Binghamton,  N.  Y. — Granted  mod.  o 
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cp  to  change  ERP  to  4.6  kw;  change  ant.  height 
to  950  ft.;  change  studio  location  to  One  Henry 
St.,  and  make  changes  in  ant.  system.  Granted 
July  5. 
WBOE  (FM)  Cleveland,  Ohio — Application 

seeking  cp  to  make  changes  in  licensed  station 
returned.  (Improperly  filed.)  Action  July  11. 

APPLICATION 

WCAU-FM  Philadelphia,  Pa.— Seeks  mod.  of 
application  for  SCA  to  add  simplex.  Filed  July  5. 

Ownership  Changes  .  .  . 
ACTIONS  BY  FCC 

KLRA  Little  Rock,  Ark. — Granted  assignment 
of  license  to  WTCR  Inc.  for  $162,500.  Sole  owner 
is  Connie  B.  Gay,  who  also  holds  business  in- 

terests. WTCR  Inc.  is  licensee  of  WTCR  Ashland. 
Ky.  Granted  July  5. 
WGTH  Hartford,  Conn. — Granted  assignment  of 

license  to  Tele-Broadcasters  of  Connecticut  Inc. 
for  $240,000.  Tele-Broadcasters  of  Connecticut  is 
owned  by  Tele-Broadcasters  Inc.,  owner  of 
WKXL  Concord,  N.  H.;  WARE  Ware,  Mass.; 
WKXV  Knoxville,  Tenn.;  Heart  of  America 
Broadcasters,  owner  of  KUDL  Kansas  City,  Mo., 
and  Tele-Communications  Inc.  Granted  July  5. 
WTOP-AM-FM-TV  Washington,  D.  C— Granted 

voluntary  assignment  of  license  to  The  Washing- 
ton Post  Co.  Corporate  change.  Granted  July  3. 

WLAQ  Rome,  Ga. — Granted  assignment  of  li- 
cense to  C.  L.  Graham  for  $17,000.  Mr.  Graham  is 

owner  of  WETO  Gasden,  Ala.,  WANA  Anniston, 
Fla.,  and  WPID  Piedmont,  Ala.  Granted  July  5. 
KAYS  Hayes,  Kan. — Granted  asquisition  of  posi- 

tive control  of  licensee  corporation  bv  Ross  Beach 
for  $85,000.  Mr.  Beach  plans  to  sell  Robert  E. 
Schmidt  49.4%  interest.  Interests  will  be  Mr. 
Beach,  50.06%,  Mr.  Schmidt,  49.4%.  Granted 
July  2. 
WIDE  Biddeford,  Me. — Granted  assignment  of 

license  to  Victor  C.  Diehm,  Arthur  A.  Deters, 
Kathryn  E.  Kahler,  George  D.  Lummis,  Thomas 
A:  Tito,  Robert  J.  Sacco,  Anthony  J.  Hogg,  and 
Harry  L.  Magee  for  $45,000.  Percentage  of  stock 
is  as  follows:  Victor  Diehm  (51%),  Arthur  A. 
Deters  (8%),  George  D.  Lummis  (5%),  Kathryn 
E.  Kahler  (8%),  Harry  L.  Magee  (8%),  Anthony 
F.  Hogg  (5%),  Thomas  A.  Tito  (5%),  and  Rob- 

ert J.  Sacco  (10%).  Granted  July  5. 
KWLT  Lebanon,  Mo.— Granted  voluntary  ac- 

quisition of  negative  control  of  licensee  corp.  by 
O.  R.  Wright  through  purchase  of  stock  from 
Frances  R.  Fields.  Mr.  Wright,  general  mgr.-33.3% 
owner  of  Lebanon  Publishing  Co.,  will  hold  50% 
interest.  Granted  July  2. 
KUON-TV  Lincoln,  Neb. — Granted  assignment 

of  cp  from  Byron  J.  Dunn,  trustee,  to  U.  of  Neb- 
raska. Corporate  change  only.  Granted  July  5. 

WSKN  Saugerties,  N.  Y.— Granted  transfer  of 
control  of  permittee  corporation  to  Harold  S.  F. 
Bates,  et  al.  Granted  July  5. 
WMTR  Morristown,  N.  J. — Application  seek- 

ing involuntary  transfer  of  control  through 
death  of  James  R.  Croy  returned.  (Unnecessary.) 
Action  July  5. 
WBUX  Doylestown,  Pa.— Granted  assignment 

of  license  to  James  Stolcz  for  $50,000.  Mr.  Stolcz  is 
62%  owner  of  WNLK  Norwalk,  Conn.  Granted 
July  5. 
WHOD  Homestead,  Pa.— Granted  transfer  of 

control  to  Dynamic  Bcstg.  Inc.  for  $163,209.  Prin- 
cipals are  Pres.  Leonard  E.  Walk  (50%),  manager 

of  WHOD;  James  H.  Rich  (25%),  50%  partner  in 
Friedman  &  Rich,  Pittsburgh  adv.  agency,  and 
Bernard  M.  Friedman  (25%),  50%  partner  in 
Friedman  &  Rich.  Granted  July  5. 
WAKU  Latrobe,  Pa. — Granted  assignment  of  li- 

cense to  WAKU  Inc.  for  $47,000.  Principals  are 
Pres.  Harry  P.  Reed,  14.28%,  business  interests; 
Vice  Pres.  William  J.  Thomas  (54.34%),  secy.- 
20%  owner  of  WNCC  Barnesboro,  Pa.,  vice  pres.- 
16%  owner  of  WDAD  Indiana,  Pa.,  and  pres.- 
58%  owner  of  WPTX  Lexington  Park,  Md.,  and 
others,  all  holding  less  than  8%.  Granted  July  5. 
KIHO  Sioux  Falls,  S.  D.— Granted  assignment 

of  license  to  Ware  Bcstg.  Corp.  for  $20,000.  Prin- 
cipal Leslie  P.  Ware  owns  KLPW  Union,  has 

minority  interest  in  KGHM  Brookfield,  and  owns 
KNIM  Marysville,  all  Mo.  Granted  Julv  5. 
KMUL  Muleshoe,  Tex.— Granted  assignment  of 

cp  to  John  Burroughs  and  Leola  Randolph  for 
$15,267.18  and  assumption  of  debts  amounting  to 
$4,732.18.  Granted  July  5. 
KRWS  Post,  Tex.— Granted  assignment  of  li- 

cense to  KRWS  Broadcasters.  Sole  owner  Wallace 
Simpson  is  selling  25%  interest  to  his  general 
mgr.  Bob  Garrison  for  $5,000.  Granted  July  3. 
KIWW  San  Antonio,  Tex. — Granted  transfer  of 

control  from  Joe  Olivares  to  Robert  N.  Pinkerton 
and  Edgar  B.  Pool  for  $125,000.  Simultaneously 
granted  is  application  for  incorporation  of  station 
into  KIWW  Inc.  Mr.  Pinkerton,  22.67%  owner 
of  KTXN  Austin,  Tex.,  and  80%  owner  of  WBGE 
Atlanta,  Ga.,  will  hold  60%.  Mr.  Pool,  25%  owner 
of  KIFN  Phoenix,  Ariz.,  will  hold  30%.  Other 
10%  will  be  held  by  Lone  Star  Investment  Co. 
Granted  July  5. 
WATW  Ashland,  Wis.— Granted  assignment  of 

license  to  WATW  Inc.  for  $55,000.  Principals  are 
Pres.  Eugene  A.  Halker  (33.3%);  Secy.  Treas. 
Gordon  F.  Schluter  (33.3%);  Vice  Pres.  Norman 
C.  Hoefferle  (20%);  and  Vice  Pres.  Terry  E.  Trott 
(13.4%).  (See  Park  Falls,  Wis.,  grant.)  Granted July  5. 
WPFP  Park  Falls,  Wis.— Granted  assignment  of 

license  to  Northland  Bcstg.  Co.  Norman  C. 
Hoefferle  is  buying  10.3%  interests  for  $3,000  and 
Terry  E.  Trott  6.9%  interest  for  $2,000.  Principals 
will  be  Eugene  A.  Halker  (41.4%);  Gordon  F. 
Schluter  (41.4%);  Norman  C.  Hoefferle  (10.3%), 

Broadcasting   •  Telecasting 

and  Terry  E.  Trott  (6.9%).  Granted  July  5. 
WENA  Bayamon,  P.  R.— Granted  transfer  of 

control  to  Dr.  A.  Diaz  Atiles  and  Gustavo  Diaz 
Atiles  for  $43,250.  Transferees  are  equal  partners 
with  D.  Diaz  Alejandro,  who  is  transferor. 
Granted  July  3. 

APPLICATIONS 

WILD  Birmingham,  Ala. — Seeks  transfer  of 
control  of  license  corporation  from  Sherwood 
R.  Gordon  to  Gordon  Bcstg.  Co.,  Corporate 
change.  Filed  July  5. 
KFSA  Fort  Smith,  Ark. — Seeks  assignment  of 

license  to  Fort  Smith  Bcstg.  Corp.  Corporate 
change.  Filed  July  11. 
KVEN  Ventura,  Calif. — Seeks  transfer  of  con- 

trol of  licensee  corporation  to  Carroll  R.  Hauser, 
John  P.  and  Genevieve  Hearne,  Caroline  Burke, 
Jack  L.  and  Alyce  N.  Powell,  and  Sidney  M. 
Held  Jr.  Filed  July  5. 
KFML-AM-FM  Denver,  Colo.— Seeks  assign- 

ment of  license  to  Note  Bcstg.  Co.  Corporate 
change.  Filed  July  9. 
WNTM  Vero  Beach,  Fla. — Seeks  assignment  of 

license  to  WNTM  Inc.  Corporate  change.  Filed 
July  5. 
WOPT  (TV)  Chicago,  111.— Seeks  assignment 

of  cp  to  Television  Exhibitors  of  America  Inc. 
Consideration  is  7,500  shares  of  Television  Ex- 

hibitors Class  B  stock.  Television  Exhibitors 
is  owned  by  Lou  Poller.  Filed  July  5. 
WEGA  Newton,  Miss. — Seeks  assignment  of 

license  to  Newton  Bcstg.  Co.  for  $8,300  cash 
plus  assumption  of  $8,700  in  obligations  to 
Gates  Radio  &  Utility  Tower  Co.  Principals  are 
E.  O.  Roden  (40%),  owner  of  WBD?  Boonville, 
Miss.,  30%  owner  of  WTUP  Tupelo,  Miss.,  50% 
owner  of  WAZF  Yazoo  City,  Miss.,  50%  owner  of 
WSUH  Oxford,  Miss.,  and  50%  owner  of  WMPA 
Aberdeen,  Miss.;  James  E.  Reese  (206"r  ),  25%  own- er of  WMPA  and  general  manager  of  WTUP;  W.  I. 
Dove  (10%),  40%  owner  of  WTUP,  17%  owner 
of  WZAF,  and  17%  owner  of  WSUH;  Zane  E. 
Roden  (10%),  and  Bruce  H.  Gresham  (10%), 
general  manager  of  WAZF  and  WCLD  Cleveland, 
Miss.  Filed  July  9. 
WGBB  Freeport,  N.  Y. — Seeks  assignment  of 

licensee  corporation  from  Oscar  J.  Nollct,  Moses 
Hornstein,  Norman  F.  Penny,  Augustus  B.  Weller 
and  Sidney  Friedman  to  Huntington-Montauk 
Bcstg.  Co.  for  $100,000.  Huntington-Montauk 
is  licensee  of  WGSM  Huntington,  N.  Y.  Applica- 

tion for  cp  to  move  WGSM  to  Deer  Park,  N.  Y., 
now  pending  at  FCC.  Filed  July  9. 
WMYN  Mayodan,  N.  C— Seeks  assignment  of 

cp  to  Mayo  Bcstg.  Corp.  for  $500.  Mayo  operated 
WFMB-FM  Mayodan  from  1949  to  1954.  Filed 
July  5. 
WERI  Westerly,  R.  I.— Seeks  transfer  of  con- 

trol of  licensee  corporation  from  William  F. 
Malo  Sr.  and  William  F.  Malo  Jr.,  and  families, 
to  Edwin  B.  Estabrook  Jr.  for  $69,000.  Mr.  Esta- 
brook  is  former  NBC-TV  producer.  Filed  Juiy 5. 
WPFD  Darlington,  S.  C— Seeks  assignment  of 

license  to  Central  Bcstg.  Co.  for  $37,500.  Cen- 
tral owns  WCGC  Belmont,  N.  C.  Filed  July  5. 

WCDT  Winchester,  Tenn. — Seeks  assignment 
of  license  to  Franklin  County  Radio  &  Bcstg. 
Co.  for  $45,000.  Franklin  County  Bcstg.  Co., 
assignee,  wishes  to  dispose  of  WCDT  in  order 
that  Ernest  F.  Richards  might  withdraw  his 
interest.  Principals  now  will  be  Vice  Pres. 
William  F.  Yarbrough  (33.3%),  Pres.  F.  V.  Frass- 
rand  (33.3%),  and  Secy.-Treas.  Harry  W.  Sullivan 
(33.3%).  Filed  July  10. 
KSWA  Graham,  Tex. — Seeks  assignment  of 

license  to  Webb  Enterprises  for  $30,000.  Princi- 
pals are  equal  partners  J.  Earl  Webb  and  his 

brother  Gilbert  T.  Webb,  who  have  application 
filed  at  FCC  seeking  new  am  at  San  Saba,  Tex. 
Filed  July  5. 
WPLY  Plymouth,  Wis. — Seeks  assignment  of 

license  to  WPLY  Inc.  for  $44,000.  Principals  are 
Pres.  Milton  Maltz  (47%),  employe  at  WKHM 
Jackson,  Mich.;  Secy.-Treas.  Robert  Wright 
(47.5%),  employe  at  WKHM,  and  Vice  Pres. 
Samuel  Rieder  (5%),  employe  at  WKHM.  Filed 
July  5. 
KMVI-AM-TV  Wailuku,  Hawaii- Seeks  ac- 

quisition of  positive  control  of  licensee  cor- 
poration by  Walter  C.  Cameron,  present  41.7% 

owner.  Mr.  Cameron  is  buying  41.267%  from 
Maui  Pineapple  Co.  for  $30,950.  Filed  July  5. 

Hearing  Cases  . 
INITIAL  DECISIONS 

Spokane,  Wash.— Hearing  Examiner  Hugh  B. 
Hutchison  issued  initial  decision  looking  toward! 
ordering  EAO-TV,  an  unincorporated  association 
formerly  designated  as  EAO-TV  Inc.,  Entiat, 
Wash.,  and  Harris  M.  Thomason,  head  of  EAO- 
TV  Ardenvior,  Wash.,  and  all  EAO-TV's  members to  cease  and  desist  (1)  from  operating  tv  booster 
stations  without  first  having  obtained  license  from 
FCC,  (2)  from  conducting  operation  of  stations 
without  persons  holding  appropriate  operator's 
license  from  FCC,  and  (3)  from  rebroadcasting 
programs  or  parts  thereof  of  stations  KXLY-TV, 
KHQ-TV,  and  KREM-TV,  all  Spokane,  or  any 
other  tv  station,  without  first  obtaining  authority 
to  do  so  from  originating  station.  Action  July  9. 

OTHER  ACTION 

Leesburg,  Va.— FCC  vacated  and  set  aside, 
pending  further  consideration,  its  action  of  June 
6  granting  Richard  Field  Lewis  Jr.  cp  for  new  am 
to  operate  on  1290  kc,  1  kw  D,  in  Leesburg.  There 
is  indicated  interference  between  Lewis'  station 
and  proposal  by  WHVR  Hanover,  Pa.,  to  increase 
D  power  to  5  kw,  which  is  now  in  hearing  and  in 
which  Lewis  has  petitioned  to  intervene.  Action July  5. 

NARBA  Notifications  .  .  . 

List  of  changes,  proposed  changes,  and  correc- 
tions in  assignments  of  Mexican  stations  modi- 

fying appendix  containing  assignments  of 
Mexican  stations  attached  to  recommendations 
of  North  American  Regional  Bcstg.  Agreement 
Engineering  Meeting  Jan.  30,  1941. 
Mexican  Change  List  #191  May  31,  1956 570  kc 

XETJ  Torreon,  Coahuila— Assign,  of  call  letters. 
1  kw  D,  100  w  N,  ND,  unl.  Class  IV.  4-31-56. 600  kc 
XEEH  Monterrey,  Nuevo  Leon — Assign,  of  call 

letters.  500  w,  ND,  D.  Class  III.  4-31-56. 
650  kc 

XEEK  Oaxaca,  Oaxaca— Assign,  of  call  letters. 
1  kw,  ND.  D.  Class  II.  4-31-56. 
XEEI  Los  Mochis,  Sinaloa— Assign,  of  call 

letters.  250  w,  ND,  D.  Class  II.  4-31-56. 
XEEJ  Puerto  Vallarta,  Jalisco — Assign,  of  call 

letters.  250  w,  ND,  D.  Class  II.  4-31-56. 660  kc 

XEEL  Fresnillo,  Zacatecas — Assign,  of  call 
letters.  250  w,  ND,  D.  Class  II.  4-31-56. 
XEEM  Rio  Verde,  San  Luis  Potosi — Assign,  of 

call  letters.  100  w,  ND,  D.  Class  II.  4-31-56. 690  kc 

XEEO  Monterrey,  Nuevo  Leon — Assign,  of  call 
letters.  250  w  D.  200  w  N,  ND,  unl.  Class  II 
D,  class  IV  N.  4-31-56. 
XEEN  Progreso,  Yucatan — Assign,  of  call  let- 

ters. 50  kw,  ND,  unl.  Class  H.  4-31-56. 
XEEQ  San  Luis  Potosi,  San  Luis  Potosi — Assign, 

of  call  letters.  250  w,  ND,  D.  Class  II.  4-31-56. 760  kc 

XEEG  Torreon,  Coahuila — Change  in  call  letters 
from  XETJ.  1  kw,  ND,  D.  Class  II.  4-31-56. 

820  kc 
XEES  Santa  Barbara,  Chihuahua — Assign,  of 

call  letters.  1  kw,  ND,  D.  Class  II.  4-31-56. 
XEET  Fortin  de  las  Flores  Veracruz — Assign,  of 

call  letters.  1  kw,  ND.  D.  Class  III.  4-31-56. 
XEEU  Tepic,  Nayarit — Assign,  of  call  letters.  1 

kw,  ND,  D.  Class  II.  4-31-56. 870  kc 

XEEV  Villahermosa,  Tabasco — Assign,  of  call 
letters.  1  kw,  ND,  D.  Class  II.  4-31-56. 930  kc 

XEEX  Culiacan,  Sinaloa — Assign,  of  call  letters. 
5  kw,  DA-N,  unl.  Class  III.  4-31-56. 
XEEY  Ensenada,  Baja  California — Assign,  of 

call  letters.  250  w,  ND,  D.  Class  IV.  4-31-56. 
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970  kc 

XEEZ  Caborca,  Sonora— Assign,  of  call  letters, 
250  w  D,  100  w  N,  unl.  Class  IV.  4-31-56. 

1080  kc 

XEGO  Irapuato,  Guanajuoto — Assign,  of  call 
letters.  1  kw,  ND,  D.  Class  II.  4-31-56. 

1100  kc 
XEGP  Cosamaloapan,  Veracruz — Assign,  of  call 

letters.  1  kw,  DA-N,  unl.  Class  II.  4-31-56. 
1110  kc 

XEGO  San  Luis  de  la  Paz,  Guanajuato — Assign. 
Of  call  letters.  500  w,  ND,  D.  Class  II.  4-31-56. 

1160  kc 

XEGR    Coatepec,    Veracruz — Assign,    of  call 
letters.  1  kw,  DA-N,  unl.  Class  II.  4-31-56. 

1170  kc 
XEGV  Nogales,  Sonora — Assign,  of  call  letters. 

250  w,  ND,  D.  Class  II.  4-31-56. 
1240  kc 

XEHC   Ensenada,  Baja   California — Assign,  of 
call  letters.  100  w,  ND,  unl.  Class  IV.  4-31-56. 

1270  kc 
XEHN  Nogales,  Sonora — Assign,  of  call  letters. 

250  w  D,  100  w  N,  ND,  unl.  Class  IV.  4-31-56. 
1280  kc 

XEHS    Los   Mochls,    Sinaloa — Assign,    of  call 
letters.  250  w,  ND,  unl.  Class  IV.  4-31-56. 

1300  kc 

XEHU  Martinez  de  la  Torre,  Veracruz — Assign, 
of  call  letters.  250  w  D,  100  w  N,  ND,  unl.  Class 
IV.  4-31-56. 
XEYJ  Nueva  Rosita,  Coahuila — Correction  of 

error  in  N  power.  1  kw  D,  100  w  N,  ND,  unl.  Class 
IV.  5-30-56. 1320  kc 

XEHW  Montemorelos,  Nuevo  Leon — Assign, 
of  call  letters.  250  w  D,  100  w  N,  unl.  Class 
IV.  4-31-56. 

1350  kc 
XEHY  Oaxaca,  Oaxaca — Assign,  of  call  letters. 

1  kw,  ND,  D.  Class  III.  4-31-56. 
XEJF  Tierra  Blanca,  Veracruz — Assign,  of  call 

letters.  250  w  D,  100  w  N,  unl.  Class  IV.  4-31-56. 
XEHZ  Alvarado,  Veracruz — Delete  assign.  250  w 

D,  150  w  N,  unl.  Class  IV.  4-31-56. 
1370  kc 

XEFY  Fortin  de  las  Flores,  Veracruz — Assign  of 
call  letters.  500  w  D,  250  w  N,  ND,  unl.  Class  IV. 
4-31-56. 

1380  kc 
XEJH  La  Paz.  Baja  California — Assign,  of  call 

letters.  250  w,  ND,  unl.  Class  IV.  4-31-56. 
1390  kc 

XEJI  Tahuantepec,  Oaxaca — Assign,  of  call  let- 
ters. 2.5  kw  D,  250  w  N,  ND,  unl.  Class  III.  4-31-56. 

1400  kc 

XESB  Santa  Barbara,  Chihuahua — Increase 
power.  200  w,  ND,  unl.  Class  IV.  4-31-56. 

1440  kc 

XEJL  Rosario,  Sinaloa — Assign,  of  call  letters. 
250  w  unl.  Class  IV.  4-31-56. 
XEJQ  Parras,  Coahuila — Assign,  of  call  letters. 

5  kw,  ND,  D.  Class  III.  4-31-56. 
1460  kc 

XEJT  Tampico,  Tamaulipas — Assign,  of  call  let- 
ter. 1  kw,  ND,  unl.  Class  III.  4-31-56. 

1490  kc 

XEJU  Culiacan,  Sinaloa — Assign  of  call  letters, 
250  w,  ND,  unl.  Class  IV.  4-31-56. 

1500  kc 
XEJV  Ensenada,  Baja  California — Assign,  of 

call  letters.  500  w,  ND,  D.  Class  II.  4-31-56. 
XEEB  Esperanza,  Sonora— New.  250  w  ND,  D. 

Class  II.  11-31-56. 1540  kc 
XEJY  El  Grullo,  Jalisco— Assign,  of  call  let- 

ters. 500  w,  ND,  D.  Class  II.  4-31-56. 
1560  kc 

XEKA  Tonanzintla,  Puebla — Assign,  of  call  let- 

ters. 250  w  D,  100  w  N,  ND,  unl.  Class  II  D, 
class  IV  N.  4-31-56. 1590  kc 

XEKB  Atemapac,  Jalisco — Assign,  of  call  let- 
ters. 250  w  D,  125  w  N,  ND,  unl.  Class  IV.  4-31-56. 

XEKC  Mexicali,  Baja — Assign,  of  call  letters, 
5  kw,  ND,  unl.  Class  III.  4-31-56. 

NARBA  Notifications  .  .  . 

Notification  of  new  Cuban  radio  stations,  and  of 
changes,  modifications  and  deletions  of  existing 
stations  in  accordance  with  Part  III,  Sec.  F,  of 
North  American  Regional  Bcstg.  Agreement, 
Washington,  D.  C,  1950. 
Cuba  Change  List  #3  May  23,  1956 

610  kc 
Consolacion  del  Sur,  Pinar  del  Rio — New.  Delete 

Assign.  1  kw,  ND,  unl.  Class  III.  (Vide:  880  kc.) 
■  880  kc 

CMAO  Consolacion  del  Sur,  Pinar  del  Rio — 
Assign,  of  call  letters  1  kw,  ND,  unl.  Class  III. 
(PO:  610  kc/s.) 1120  kc 
CMDZ  Santiago  de  Cuba,  Oriente — Assign,  of 

call  letters.  250  w,  ND,  unl.  Class  II. 
1200  kc 

CMDD  Bayamo,  Oriente — Assign,  of  call  letters. 
250  w,  ND,  unl.  Class  II. 

Routine  Roundup  .  .  . 

July  5  Decisions 
_  Broadcast  Actions 
By  the  Commission Actions  of  July  5 

Following  were  granted  renewal  of  licenses  on 
regular  basis:  KCSR  Chadron,  Neb.;  KALT  At- 

lanta, Tex.;  KTMC  McAlester,  Okla.;  HAND 
Corsicana,  Tex.;  WHHH  Warren,  Ohio;  KBOP 
Pleasanton,  Tex.;  KFRO  Longview,  Tex.;  KBOR 
Brownsville,  Tex.;  KGAF  Gainesville,  Tex.; 
KBRZ  Freeport,  Tex.;  KGBC  Galveston,  Tex.; 
KBWD  Brownwood,  Tex.;  KGKB  Tyler,  Tex.; 
KCCT-AM-FM  Corpus  Christi,  Tex.;  KGKL  San 
Angelo,  Tex.;  KCLE-AM-FM  Cleburne,  Tex.; 
KGNB  New  Braunfels,  Tex.;  KCMR  McCamey, 
Tex.;  KGRI  Henderson,  Tex.;  KCMC  Fort  Worth, 
Tex.;  KHUZ  Borger,  Tex.;  KCOH  Houston, 
Tex.;  KIBL  Beeville,  Tex;  KCRS  Midland,  Tex.; 
KIMP  Mt.  Pleasant,  Tex.;  KCTI  Gonzales,  Tex.; 
KITE-AM-FM  San  Antonio,  Tex.;  KCTX  Child- 

ress, Tex.;  KIUN  Pecos,  Tex.;  KDAV  Lubbock, 
Tex.;  KIVY  Crockett,  Tex.;  KDDD  Dumas,  Tex.; 
KIXL-AM-FM  Dallas,  Tex.;  KDET  Center,  Tex.; 
KJBC  Midland,  Tex.;  KDNT-AM-FM  Denton, 
Tex.;  KLEN  Killeen,  Tex.;  KDSX  Denison-Sher- 
man,  Tex.;  KLTI  Longview,  Tex.;  KDWT  Stam- 

ford, Tex.;  KLVT  Levelland,  Tex.;  KEAN  Brown- 
wood,  Tex.;  KMAE  McKinney,  Tex.;  KENN  Ken- 

edy-Karnes City,  Tex.;  KMHT  Marshall,  Tex.; 
KENS  San  Antonio,  Tex.;  KMIL  Cameron,  Tex.; 
KEVA  Shamrock,  Tex.;  KNAF  Fredericksburg, 
Tex.;  KEYS  Corpus  Christi,  Tex.;  KNAL  Victoria, 
Tex.;  KFLD  Floydada,  Tex.;  KNOK  Ft.  Worth, 
Tex.;  KWBE  Beatrice,  Neb. 

July  5  Applications 
Accepted  for  Filing 
Modification  of  Cp 

WJLD  Homewood,  Ala. — Seeks  mod.  of  cp 
(which  authorized  changes  in  ant.  system  by  add- 

ing tv  ant.)  for  extension  of  completion  date. 
WARK  Hagerstown,  Md. — Seeks  mod.  of  cp 

(which  authorized  new  ant.  and  increase  height) 
for  extension  of  completion  date. 
WPGC  Morningside,  Md.— Seeks  mod.  of  cp 

(which  authorized  increase  in  power;  installation 
of  DA-D,  and  changes  in  ant.  system)  for  ex- 

tension of  completion  date. 
WBRB  Mt.  Clemens,  Mich. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of  com- 
pletion date. 

WEOL  Elyria,  Ohio — Seeks  mod.  of  cp  (which 

authorized  change  in  DA  pattern)  for  ex- 
tension of  completion  date. 

WKTF  Warrington,  Va. — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of 
completion  date. 
WCKG  (TV)  New  Orleans,  La.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  12-15-56. 
KQTV  (TV)  Fort  Dodge  Iowa— Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  existing 
tv)  for  extension  of  completion  date. 
KTVW  (TV)  Tacoma,  Wash.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  1-15-57. 

Remote  Control 
WDAF  Kansas  City,  Mo. 

Renewal  of  License  Returned 
KTXJ  Jasper,  Tex.  (Re  signature  and  notary 

seal.) 

License  to  Cover  Cp  Resubmitted 
WPHB  Philipsburg,  Pa. — Seeks  license  to  cover 

cp  which  authorized  new  am. 

July  6  Decisions 
Tv  Broadcast  Actions 

By  the  Commission Actions  of  July  5 

Allocation  Rule-Making  Finalized 
FCC  finalized  rule-making  and  amended  tv 

table  of  assignments  as  follows,  all  effective 
Aug.  15: 
Assigned  ch.  6  plus  to  Nashaquitsa,  Mass.,  and 

changed  offset  carrier  requirement  of  that  chan- 
nel in  Portland,  Me.,  plus  to  minus. 

Shifted  ch.  3  from  Pueblo  to  Alamosa,  Colo,  for 
minus  operation  at  latter  place,  which  still  has 
ch.  19  assignment.  Pueblo  retains  unapplied-for 
chs.  8  (educational)  and  28  plus  and  34  minus,  in 
addition  to  ch.  5  occupied  by  KCSJ-TV,  peti- tioner in  instant  proceeding. 

Shifted  ch.  6  from  Clarksdale  to  Greenwood, 
Miss. 
Shifted  ch.  13  from  Calumet  to  Marquette, 

Mich.,  and  replaced  ch.  13  in  Calumet  with  ch.  5. 
Assigned  chs.  34  and  40  to  ClaTkston,  Wash. 

Rule-Making  Proposed  Changes 
Commission  invited  comments  to  following  pro- 

posals for  changes  in  tv  table  of  assignments: 
By  WXTV  (TV)  Youngstown,  Ohio  (ch.  73),  that 

ch.  33  be  substituted  for  ch.  73  in  Youngstown 
and  that  ch.  22  replace  ch.  47  in  Pittsburgh,  Pa., 
and  conflicting  proposal  by  WKST-TV  New 
Castle,  Pa.  (ch.  45),  to  shift  ch.  45  from  New 
Castle  to  Youngstown  by  three  alternative 
methods.  WKST  proposal  was  denied  by  FCC  on 
Jan.  11,  and  reconsideration  is  now  being  given 
on  Commission's  own  motion.  Besides  comment- 

ing on  these  proposals,  parties  are  also  requested 
to  direct  their  comments  to  question  of  whether 
ch.  33  or  ch.  45  should  be  assigned  to  Youngstown- 
New  Castle  as  hyphenated  community.  Comments 
may  be  filed  by  Sept.  10. 
By  Video  Independent  Theatres  to  shift  ch.  8 

from  Woodward  to  Elk  City,  Okla.,  and  substitute 
ch.  35  in  Woodward.  Comments  may  be  filed  by 
Aug.  31. 
By  WCBC-TV  Anderson,  Ind.  (ch.  61),  to  sub- 

stitute ch.  26  plus  for  ch.  61  in  Anderson.  This 
would  be  accomplished  by  deleting  ch.  26  plus 
from  Indianapolis  and  giving  that  city  ch.  77  in- 

stead. Comments  may  be  filed  by  Aug.  31. 
Petitions  for  Rule-Making  Denied 

Artesia,  N.  M. — FCC  denied  petition  by  Artesia 
Bcstg.  Co.,  Artesia,  and  terminated  rule-making 
proceeding  in  Docket  11497  which  was  issued  in 
response  to  request  by  Artesia  to  delete  ch.  10 
from  Roswell,  N.  M.,  and  add  it  to  Artesia.  At 
time  FCC  issued  its  Notice  of  Proposed  Rule- 
Making  in  this  proceeding,  no  application  had 
been  filed  for  ch.  10  in  Roswell;  since  notice,  de- 

mand for  this  frequency  has  been  indicated  by 
filing  of  such  application. 
Houma,  La. — FCC  denied  petitions  by  Fred 

Weber,  New  Orleans,  La.,  to  assign  ch.  11  to 
Houma  in  place  of  ch.  30,  and  by  St.  Anthony 
Television  Corp.,  Houma,  to  assign  ch.  11  to 
that  city.  Petitioners  will  have  full  opportunity 
to  participate  in  New  Orleans  rule-making  pro- 

ceeding in  Docket  11752  and  to  submit  counter- 
proposals in  that  proceeding. 

July  9  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  Robert  E.  Lee 
WHP  Inc.  Harrisburg,  Pa. — On  Motions  Com- 

missioner's own  motion,  cancelled  July  2  order 
granting  petition  for  extension  of  time  to  file 
pleadings  in  response  to  motion  to  reopen  record 
filed  by  WHP  Inc.,  re  application  to  transfer  con- 

trol of  WLBR-AM-TV  Lebanon,  Pa.;  petition  was 
granted  by  hearing  examiner  assigned  to  pro- 

ceeding by  June  29  order.  Action  July  5. 
Broadcast  Bureau — Granted  petition  for  ex- 

tension of  time  to  and  including  July  16  to  file 
exceptions  to  initial  decision  issued  re  application 
of  WO  I  Ames,  Iowa,  for  SSA  to  operate  additional 
hours  from  6.  a.m  to  local  sunrise  CST  with  1  kw. Action  July  6. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

KVAR  (TV)  Mesa,  Ariz.— Ordered  that  hearing 
shall  commence  on  Sept.  28  re  application  of 
KVAR  for  mod.  of  license  to  change  main  studio 
location  to  Phoenix,  Ariz.  Action  July  5. 
Television  &  Radio  Bcstg.  Corp.,  Hyannls. 

Mass. — Granted   motion   for   dismissal  without 
Continues  on  page  115 

Broadcasting   •  Telecasting 

NEGOTIATOR 

FOR  THE 

PURCHASE  AND 

SALE  OF 

RADIO  AND 

TELEVISION 

STATIONS 

Page  108    •   July  16,  1956 



PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
Kscwtive  Offices 
735  De  Sales  St.,  N.  W.  ME.  8-541 1 
tfflces  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
rashirtfton,  D.  C.  ADams  4-1414 

Member  AFCCE  * 

ommercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

rank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1116  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE" 

KEAR  &  KENNEDY 

102  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

ONSULTING  ENGINEER  AM-FM-TV 

4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

811  MARKET  STREET 

ISAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

L__  

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

i:  I 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  8,  D.  C. REpublic  7-3984 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronic* 
1610  Eya  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  S-S851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-61 13 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montdair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE  * 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckner  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  C  Rest  view  44721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 

2000  P  St.,  N.  W. 
Washington  6,  D.  C. 

Adams  4-6393 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

FULL  TIME  SERVICE  FOR  AM-FM-TV 
O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

— among  them,  the  decision -making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  frn,  tv  and  facsimile  facilities. 
*  1956  ARB  Continuing  Readership  Study 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerSing  3-9111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE  ' 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

718  14th  St.,  N.  W.         Executive  3-8470 Washington  5,  D.  C. 
303  White  Henry  Stuart  Bldg. 

Mutual  3280  Seattle  1,  Washington 

Member  AFCCE* 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE* 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Kttultt  in  Broadcast  Enginetriag" 

AM-FM-TV 
Allocations    •  Applications 

Petitions    •    Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

Member  AFCCE* 
Broadcasting   •  Telecasting July  16,  1956    •    Page  109 



CLASSIFIED  ADVERTISEMENTS 

Pmyable  in  advance.    Checks  and  money  orders  only. 

Deadline:     Undisplayed — Monday  preceding  publication  date.     Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  20^  per  word — $2.00  minimum  •  Help  Wanted  25tf  per  word — 
$2.00  minimum. 
All  other  classifications  30<f  per  word — $A.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  Bent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO RADIO 

Help  Wanted Help  Wanted— (Cont'd) 

Managerial 
Announcers 

Manager  with  background  in  programming  and 
radio  sales  for  station  in  Washington  State  city 
of  30,000.  Salary,  commission,  profit  sharing.  Write 
J.  M.  McClelland,  Jr.,  12th  &  Broadway,  Long- 
view,  Washington. 

Salesmen 

Advancement  has  made  opening  in  music  and 
news  chain  for  salesman  who  is  presently  bill- 

ing around  $5,000  per  month  but  wants  to  make 
more.  Our  offer  is  a  guarantee  or  15%  whichever 
is  greater.  No  restricted  list,  everything  wide 
open.  Possible  station  management  for  the  right 
man.  Box  159A,  B-T. 

Immediate  opening  radio  salesman  in  5000  watt 
San  Joaquin  Valley  independent.  $380  guaran- tee. Commission.  Send  photo,  sales,  and  radio 
experience  first  letter.  KCHJ,  P.O.  Box  262,  De- lano, California. 

Wanted — reliable  live  wire  .experienced,  aggres- 
sive radio  salesman,  good  future  for  right  man. 

KCMC-Radio,  Texarkana,  Tex.-Ark. 

Established  kilowatt  daytimer  needs  reliable, 
competent  salesman  immediately.  Contact  Bob 
Morey,  KDKD,  Clinton,  Missouri. 

El  Paso's  top  Hooperated  radio  station  has  a 
sales  opening.  KELP,  a  NOEMAC  station,  is 
looking  for  a  thoroughly  experienced  time  sales- man. Excellent  salary  and  incentive  for  the  right 
man.  Immediate  opening.  Contact  Manager, 
KELP,  Box  105,  El  Paso,  Texas. 

If  you're  a  local  radio  salesman  who  is  currently 
making  good  money  but  who  would  like  to  move 
to  bountiful  California  .  .  .  here  is  your  oppor- 

tunity to  make  the  break  with  little  or  no  loss 
in  immediate  revenue,  and  with  excellent  op- 

portunity for  top  earnings  and  advancement. 
Radio  KJOY  in  Stockton  and  Radio  KWIP  in 
Merced,  the  two  happiest  independent  stations  in 
Central  California,  will  pay  you  any  guarantee 
that  you  can  show  you  are  worth,  and  will  defi- 

nitely improve  your  position  no  matter  how  well 
you  are  doing  at  present.  Here's  the  chance 
you've  been  dreaming  about  to  get  to  California 
on  your  own  terms.  Apply  to  Joseph  Gamble, 
Radio  KWIP,  Hotel  Tioga,  Merced.  Please  give 
complete  details  and  include  photo.  Replies  will 
be  held  in  strictest  confidence. 

Wanted,  salesman  with  executive  ability  to  sell 
top  station  in  growing  market.  Right  man  will  be 
trained  as  station  manager.  Will  guarantee  a 
sufficient  draw  until  your  15%  commissions  put 
you  over  the  hump.  Call  or  write  WIRO,  Ironton, 
Ohio. 

Experienced  radio  salesman — Detroit  market  of 
over  half  million  Negro  listerners— new  inde- 

pendent Negro  station — 500  watts— opportunities 
unlimited — field  wide  open.  Contact  Bell  Broad- 

casting Company,  9521  Joseph  Compeau,  Detroit, 
Phone  TRinity  5-1440. 

Wanted — Glib  DJ  with  sparkle  and  pep,  bright 
and  breezy,  adlib  with  flow  and  momentum, 
clever  quips,  novel  record  intros  wanted  by  sta- 

tion in  111.,  Mich.,  Wise,  Upper  N.  Y.  state, 
Penna.  area.  $125.  Box  625G,  B«T. 

Minnesota  station  needs  news  director.  $90  week. 
Opportunity  earn  more.  Must  be  good  announcer. 
Able  to  type.  Box  108A,  B-T. 

Wanted:  Staff  announcer  for  independent  news 
and  music  station.  Position  open  July  22.  Send 
photo,  experience,  draft  status.  Box  130A,  B«T. 

Experienced  combo  with  first.  Excellent  working 
conditions.  Forty  hour  week,  $100.  Reply  Box 
142A,  B-T. 
Versatile,  experienced  announcer  seeks  oppor- 

tunity with  high  calibre  metropolitan  station. 
Box  152A,  B«T. 

Central  Florida,  good  announcer,  routine  main- 
tenance, 1st  phone.  Good  salary,  can  advance. 

Send  tape,  letter  to  Box  153A,  B-T. 

We  are  a  250  watt  fulltime  independent,  first 
station  in  the  market.  We  are  looking  for  a  top 
calibre  personality  DJ  who  can  do  a  warm,  in- 

teresting "Night  Beat"  show.  Please  forward 
complete  resume  of  your  experience  and  back- 

ground with  an  audition  tape.  Box  154A,  B«T. 

Wanted — September  1st.  Reliable  announcer — 
newswriter.  Must  type.  Duties  include  staff, 
board.  Need  mature  man  for  permanent  position 
with  smooth  functioning  250  watt  operation. 
Versatility  Keynote.  Send  tape,  photo,  resume, 
references  and  salary  requirements.  Box  156A, 
B-T. 

Young  announcer  here's  your  chance  to  work  for 5  kw  station.  Must  be  cleancut  with  ambition  to 
do  good  job.  Permanent  job.  Send  complete  in- 

formation to  Box  188A,  B«T. 

Wanted:  Combo  man — must  have  first  phone 
and  announcing  ability.  Pleasant  rural  Penn- 

sylvania, good  salary.  Apply  Box  191A,  B'T. 
Wanted:  Experienced  announcer.  Must  have  first 
class  ticket,  but  no  engineering  work.  KIYI, 
Shelby,  Montana. 

Openings  immediately  for  two  men,  one  news, 
one  staff  in  the  capitol  city  of  Nebraska.  125,000 
population  market.  Must  be  experienced.  Top 
money  for  the  right  man.  Airmail  tape  and  letter 
to  Larry  Getchell,  KLIN  Radio,  Lincoln, 
Nebraska. 

Announcers-sportscaster  wanted — KSAL,  Salina, 
Kansas,  5000  watt  fulltime  MBS  affiliate,  wants 
combination  announcers-sportscaster  and  play- 
by-play  man.  If  interested  in  permanency  and  op- 

portunity write  to  manager. 

Experienced  sports  announcer  local  newsman 
combination.  Must  do  top  job  on  football,  no 
floaters  or  drinkers.  Want  complete  data  and 
references  first  letter,  will  require  personal  in- 

terview prior  to  any  agreement,  state  pay  ex- 
pectations. Contact  Dale  Phares.  KTEM,  Temple, 

Texas. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Top-rated  CBS  station  needs  top-notch  disc 
jockey.  Base  $82.50  plus  talent.  Send  tape  and 
complete  background  to  Manager,  WBSR,  Pensa- 
cola,  Florida. 

Announcer-news  writer  needed  shortly.  Journal- 
istic background  desirable  but  experience  in 

radio  news  work  plus  good  delivery  acceptable 
as  substitute.  Please  send  tape,  resume  and 
photograph.  Permanent  job  for  right  man.  Reply 
to  L.  T.  Pitman,  WCSH,  Portland,  Maine. 

Wanted:  Settled  announcer  holding  first  class 
license  permanent  position  with  benefits.  Send 
tape  and  full  particulars,  WEED,  Rocky  Mount, 
North  Carolina. 

Announcer — DJ  for  pop,  hillbilly  and  news  with 
good  commercial  delivery.  Must  be  dependable 
and  permanent.  Need  top  man.  Good  opportunity 
for  advancement.  Good  pay  to  right  man.  Send 
resume  and  tape  immediately.  All  tapes  returned. 
John  Garrison,  WFUN,  Huntsville,  Alabama. 

Tired  of  chasing  rainbows?  We  need  a  mature, 
settled  man  who  wants  to  raise  his  family  in  a 
pleasant,  clean  community  at  the  foot  of  the  Blue 
Ridge  Mountains  .  .  .  away  from  crowds,  noise 
and  confusion.  This  man  should  be  an  experi- 

enced air  salesman  who  can  build  his  own  follow- 
ing of  listeners.  He  won't  get  rich  but  he  will 

have  an  opportunity  to  live  and  work  under  re- 
warding conditions.  If  that  sounds  good  to  you, 

write  today.  Send  photo,  resume  and  tape  with 
first  letter  to  Roger  Beane,  Manager,  WFMD, 
Frederick,  Maryland. 

Top  rated  kilowatt  independent  needs  staff  man 
to  replace  announcer  entering  college.  Complete 
resume  and  tapes  received  by  WMIX,  Mt. 
Vernon,  Illinois. 

Wanted  immediately,  experienced  announcer- 
special  events  man.  Applicant  must  be  fully 
qualified.  Station  expanding.  Permanent  position. 
Salary  $90  to  $100  weekly,  depending  on  experi- ence. Contact  Clay  Cline,  WSEV,  Sevierville, 
Tenn. 

Announcer-salesman,  experienced,  by  ten-year- 
old  250  watter  in  central  Florida  lake  region. 
WSIR,  Winter  Haven,  Florida. 

Technical 

Engineer-announcers,  one  with  first  ticket.  En- 
ergetic, ambitious  married  men  250  watt  small 

Arkansas  market.   Box  133A,  B»T. 

Chief  engineer-announcer  wanted  with  top 
music-news  on  east  coast.  Starting  salary  $105.00 
per  week.  Hospitalization,  paid  vacations,  and  top 
working  conditions.  Must  be  able  to  take  charge 
of  new  equipment  and  do  a  show.  Box  160  A,  B«T. 

Wanted:  First  ticket  combo  man  who  wants 
future.  Begin  $100  week.  Write  Box  198A,  B-T. 

Wanted:  Combo  first  ticket  engineer  and  an- 
nouncer. Must  be  capable  engineer  and  good 

announcer.  $100.00  a  week  to  start.  Must  be 
steady  and  reliable,  tape  and  references  must  be 
furnished.  Married  man  preferred.  Radio  Station 
KSNY,  Snyder,  Texas. 

Engineer,  experienced,  for  network  5  kw.  No 
announcing.  $2.56  per  hour,  minimum  of  32 
hours  weekly.  Contact  Chief  Engineer,  WABB, 
Mobile,  Alabama. 

Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

Engineer  1st  class  phone,  wanted  for  transmitter 
operator  at  a  5  kw  radio  station  with  directional 
antenna  at  night  on  580  kc.  Experience  not  a 
major  requirement.  Do  not  need  car  but  will  be  a 
help.  $300.00  a  month  for  a  40  hour  week  with 
some  overtime.  Insurance  plan  and  profit  shar- 

ing. Write  to  Chief  Engineer,  WCHS,  Charleston 
24,  W.  Va. 

1st  class  license  holder  as  chief  engineer.  Experi- 
ence necessary.  Car.  General  maintenance  and 

some  announcing.  Guarantee  minimum  $400  per 
month.  No  drunks  or  screwballs.  Call  C.  Leslie 
Golliday,  WEPM,  Martinsburg,  West  Virginia. 
Phone  5252. 

Chief  engineer.  Paid  vacations,  paid  life  insur- 
ance and  hospitalization,  excellent  working  condi- 
tions, congenial  staff.  One  of  New  England's  best 

radio  stations.  Can  use  combo  or  straight  engi- 
neer. Call  collect,  John  H.  Bennett,  WHWB,  Rut- 
land, Vermont. 

RADIO  STATION  WANTED 

Substantial  new  group  entering  radio  field  seeks  1  or  more  sound 

properties  in  promising  markets.  Minimum  around  gross  $125,000, 

prefer  $150 — $300,000.  Financially  strong  principals  of  highest 

integrity.  Phone  William  H.  Rich,  NEwton  9-9594  or  Bowling  Green 

9-8060,  New  York  City,  or  write  %  Suite  3500,  40  Wall  Street, 
N.  Y.  C. 
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RADIO RADIO TELEVISION 

Help  Wanted— (Cont'd) 
Technical 

Wanted:  Radio  engineer;  first  class  radio-tele- 
phone license;  strong  on  maintenance.  No  op- erating tricks.  40  hours.  Apply  Chief  Engineer, 

Radio  Station  WRIV,  1  East  Main  Street,  River- 
head,  Long  Isalnd,  N.  Y. 

Programming-Production,  Others 

Newsman  for  independent  station  in  east.  Must 
be  interested  in  nothing  but  news.  Good  voice. 
This  is  a  tough  job  but  pays  well.  Box  112A, 
B-T. 

Experienced  newsman  capable  of  handling  ex- 
panding radio  news  department.  Applicant  must 

be  versed  in  news  editing,  reporting,  on-the-spot 
reporting,  etc.  Salary  $90  to  $100  weekly  deoend- ing  on  experience.  Contact  Clay  Cline,  WSEV, 
Sevierville,  Tenn.  Personal  interview  necessary. 

Situations  Wanted 

Managerial 

I  will  manage  250  up  station.  5  years  a  sales 
manager  four  different  stations.  Young,  family 
man  with  best  references  and  records.  Available 
now.  Write  Box  170A,  B'T. 

Young  experienced  sales  manager — available  for radio  or  tv.  Good  record,  a  real  gross  builder. 
Write  Box  171A,  B'T. 

Manager-salesman-sports.  If  You're  looking  for 
a  sober  young  family  man  who  has  ten  years  ex- 

perience in  field— one  who  can  manage,  handle 
sales,  excellent  announcer,  program  director  and 
play-by-play  in  all  sports  that  needs  economical 
operation  and  more  profits  lets  talk.  Will  buy 
stock — excellent  references.    Box  190 A,  B-T. 

Sales  executive  with  proven  record;  one  of  the 
best  known  stations  in  the  Great  Lakes  area, 
long  established  and  growing,  offers  an  excep- 

tional opportunity.  Furnish  complete  information 
first  letter.  Box  196A,  B'T. 

Salesmen 

Qualified  salesman.  Also  have  1st  license.  Some 
announcing.  Excellent  references.  Box  121A,  B'T. 

Announcers 

Top  morning  man— deejay — employed — wishes  to 
relocate.  Veteran— family.   Box  959G,  B'T. 

Recent  broadcasting  school  graduate,  good  DJ, 
news,  sports,  board,  tape.  Box  150A,  B-T. 

Staff  announcer — good  commercials,  news,  DJ, 
strong  potential.  Experience  light.  Veteran,  travel, 
tape.  Box  151A,  B'T. 

Sportscaster-newscaster-staff.  Heavy  experience 
all  three,  play-by-play.  Available  football  sea- 

son, basketball  winter,  baseball  next  summer. 
Radio-tv  combo  considered  only,  good  market. 
$125  minimum.  Box  157A,  B'T 

Announcer-engineer,  first  phone.  Eight  years. 
Employed,  available  anywhere  quick.  Best  ref- 

erences. Box  161A,  B«T. 

Top-flight  announcer-DJ,  experienced,  mature 
voice.  Strong,  friendly  commercial  delivery.  Box 
164A,  B'T. 

Midwest  announcer — strong  DJ,  news.  Prefer 
N.  E.  Available  in  3  weeks.  Box  166A,  B'T. 

Experienced  announcer — disc  jockey,  26,  veteran, 
single.  Personality  plus  pleasing  voice.  Resume, 
photo,  tape.  Box  167A,  B'T. 

Copy.  3  years  experience.  Prefer  East  Coast — Florida.  Availble  now.  Box  172A,  B'T. 

Announcer,  negro,  dig  this  rockin'  show.  Some 
experience,  tape  available.  Box  173A,  B'T. 

Combo  man  eight  years — four  years  chief.  Quality 
voice — sells.  DJ,  news,  interviews  and  the  works. 
Will  consider  PD  or  managerial  with  small  sta- 

tion. Box  176A,  B'T. 

Announcer— staff  and/or  DJ.  Handle  pop  or  classi- 
cal. Top  voice  that  sells.  Family  man;  reliable 

and  ambitious.  Versatile,  well  seasoned  after 
eight  years.  Only  interested  opportunity  ad- 

vancement. Box  177A,  B'T. 

Situations  Wanted — (Cont'd) 
Announcers 

Radio  school  graduate — seeking  opportunity  in 
radio  or  television.  All  details.  Box  179A,  B'T. 

Top-notch  announcer.  Family,  four  years  experi- 
ence .  .  .  prefer  permanent  position  in  or  near 

New  York  City  or  Florida.  Send  for  tape  be 
convinced.  Box  181A,  B'T. 

Excellent  staff  announcer,  news,  commercial  de- 
livery tops.  Nine  years  radio-tv.  Prefer  Michigan, 

Wisconsin,  Minnesota.  Can  travel.  Best  refer- 
ences, stable,  sober,  family.  Present  base  $85.00. 

No  hurry.  Box  183A,  B'T. 

Better  position  wanted — 3  years  experience.  Em- 
ployed this  station  2\'2  years,  "PD"  two  years, good  commercial,  news  voice.  Good  DJ,  school- 

ing— "American  Institute  of  Air".  Farm,  city 
background.  Tape,  etc.  on  request.  Box  193A,  B'T. 
Experienced  sportscaster.  All  sports.  Prefer  East. 
Available  immediately.  Have  tapes.  Box  199A, B'T. 

Experienced  announcer-n  e  w  s  m  a  n-sportscaster — ■ 
rated  high  by  Pulse.  Available  now.  Box  200A, 
B-T. 

Announcer-engineer  with  four  years  quality  ex- 
perience. Proven  results  on  morning  show.  Tops 

as  hillbilly — r  &  b  personality.  Ad-lib  artist- 
strong  commercial  delivery.  Copywriting.  Quali- 

fied as  chief  engineer.  Excellent  references  in- 
cluding sponsors  and  staff  I  have  worked  with. 

Stations  with  turnovers,  however,  need  not  apply. 
Bud  Arkell,  P.  O.  Box  578,  High  Springs,  Flordia. 
GR  9-4285. 

Hi  folks!  Here  we  are!  The  morning  comedy  DJ 
you've  been  looking  for!  Wake  up  your  area  with a  fast-paced  show  that  really  sells:  Ours!  Let  our 
tape  prove  it!  Experienced  and  versatile  Mike 
Barra.  450  E.  63rd  Street,  New  York  21,  N.  Y. 

Inexperienced;  willing  to  learn.  New  station 
preferred.  New  England  or  New  York.  3rd  li- 

cense; Family  man.  Available  immediately.  No 
telephone.  John  Leslie  Betts,  Middlebury,  Ver- mont, Route  #3. 

Wanted — opportunity:  Veteran,  25,  college,  two 
years  experience.  Prefer  night  shift.  Presently 
summer  replacement  Boston.  Available  immedi- 

ately. Phone-wire  George  Peterson,  118  Adding- 
ton  Road,  Brooklin,  Mass.  Longwood  6-6735  any- time. 

Male  ballader,  DJ,  actor,  available.  P.  O.  Box  3071, 
El  Paso,  Texas. 

Technical 

Announcer-engineer.  First  phone.  Experienced. 
Versatile.  Capable  of  chief  engineer  or  program 
director.  Mature  and  dependable.  Box  946G. B'T. 

Radio  team,  chief  engineer,  programming,  an- 
nouncing, wish  to  relocate  in  midwest.  Box  104A, B'T. 

Have  1st  license.  Also  want  sales  work.  Married. 
Excellent  references.  Box  120A,  B'T. 

Programming-Production,  Others 

PD,  announcer,  8  years  experience,  all  phases 
radio  seeks  Pacific  Coast  or  southwest.  Dwight 
Larich,  1012  East  D.  Street,  Ontario,  California. 
Yukon  621-427. 

TELEVISION 

Help  Wanted 

Salesmen 

Tv  time  salesman  wanted:  Must  be  experienced 
in  tv  or  radio  time  selling.  With  fastest  growing 
station  in  major  western  market.  Liberal  draw 
against  commission.  Box  996G,  B'T. 

Large  vhf  CBS  midwest  station  has  opening  for 
local  salesman.  Applicant  must  be  college  gradu- 

ate under  35  years  of  age  and  with  television. 
Above  average  opportunities.  Send  complete  de- 

tails and  snapshot  to  Box  162A,  B'T. 

One  of  America's  best  and  best-known  television 
stations  has  opening  for  one  new  salesman.  Ex- 

cellent opportunity.  Very  large  midwestern  city. 
Applicants  must  be  college  graduates  under 
35,  with  at  least  18  months  experience  in  tele- vision sales.  Send  details  of  experience,  personal, 
school  and  family  background  with  snapshots  to 
Box  186A,  B'T. 

Announcers 

Tv  personnel — medium  market  network  operation 
is  always  looking  for  versatile  people  in  an- 

nouncing, production,  traffic,  film,  etc.  Established 
station.  Southwest.  Box  168A,  B'T. 

Help  Wanted— (Cont'd) 
Announcers 

Major  midwest  vhf.  Must  be  good  commercial  an- 
nouncer. Will  train  capable  radio  announcer  de- 

siring tv.  Real  opportunity.  Send  tape  and  resume. 
Must  include  snapshot  or  photo.  Box  178A,  B'T. 

Experienced  announcer-director,  emphasis  on  live 
commercial  announcing,  prefer  man  with  direct- 

ing experience.  Commercial  vhf  located  in  college 
town.  Send  photo,  complete  resume  and  salary  to 
Program  Director,  KOMU-TV,  Columbia,  Mis- 
souri. 

Technical 

First  class  licensed  engineer  desiring  television 
experience  at  small  market  aggressive  station. 
Wire  giving  training,  age,  marital  status,  snap- 

shot, minimum  salary  for  48  hour  week.  Chief 
Engineer,  KCMC-TV,  Texarkana,  Texas. 

Transmitter  operator  experienced  in  operation, 
maintenance,  and  trouble-shooting  on  RCA  TT- 
10AL  transmitter  located  near  the  coast  at  Corpus 
Christi,  Texas.  Apply  Chief  Engineer,  KRIS-TV. 

Engineer  1st  class  phone,  wanted  for  transmitter 
operator  at  50  kw  RCA,  tv  transmitter.  Vhf,  chan- 

nel, full  power.  Experience  desirable  but  not  a 
major  requirement.  Need  car.  $300.00  a  month 
for  40  hour  week  with  some  overtime.  Insurance 
plan.  Write  to  Chief  Engineer,  WCHS-TV, 
Charleston  24,  W.  Va. 

Man  with  first  class  license.  Experience  unnec- 
essary. Write  Chief  Engineer,  WINK-TV,  Fort 

Myers,  Florida. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 

508G,  B-T. 
Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.    Box  509G,  B«T. 

Key  midwest  vhf  tv  station  wants  outstanding 
producer-director.  Must  be  experienced,  creative 
and  imaginative.  Salary  commensurate  with  abil- ity. Must  have  at  least  two  years  experience. 
Want  a  man  anxious  to  try  new  ideas  and  new 
approaches  to  production.  Photo  and  detailed 
background  necessary.  Box  920G,  B'T. 

Experienced  film  editor,  preferably  female  for 
large  eastern  vhf  station.  Must  have  television 
experience.  Foward  resume  and  salary  require- 

ments to  Box  163A,  B-T. 

Expanding  major  network  midwest  vhf  needs  able 
on-air  personnel,  both  male  and  female.  Also 
personnel  for  technical  direction,  continuity, 
promotion.  Excellent  opportunities.  Send  resume 
to  Box  187A,  B'T. 

Commercial  continuity  writer  for  KRNT-TV,  Des 
Moines,  Iowa.  Experienced.  To  handle  planning 
and  writing  of  television  and  radio  advertising 
copy.  Send  application  data  and  copy  samples  to 
program  director,  KRNT-TV,  Des  Moines,  Iowa. 

RADIO-TV  PEOPLE 

ARE  OUR  BUSINESS 

Employers  and  Employees  alike 

benefit  from  our  years  of  ex- 

perience of  working  both  in  and 
with  the  Broadcasting  industry. 

NATIONAL  RADIO  &  TV 

EMPLOYMENT  SERVICE 

5th  Floor 
1627  "K"  Street,  N.  W. 

Washington  6,  D.  C. 
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TELEVISION 
FOR  SALE —  (Cont'd) 

WANTED  TO  BUY 

Situations  Wanted 

Managerial 

Tv-radio  manager  or  sales  manager.  I  offer  grow- 
ing organization  over  15  years  successful  opera- 

tion all  phases  tv  and  radio.  Emphasis  on  sales 
and  employee  relations.  Box  189A,  B-T. 

Salesmen 

Television  sales  trainee,  25,  single,  vet,  business 
administration  degree,  master's  degree  in  public relations.  Salary  secondary  to  experience.  Box 
105A,  B-T. 

Technical 

Engineer,  29,  desires  position  on  board  and/or 
studio  maintenance,  2V2  years  technical  school, 
3^2  years  experience  in  all  phases.  Box  175A,  B«T. 

Programming-Production,  Others 

Experienced  director — film  director.  Presently 
employed.  Seeking  permanent  position.  Available 
in  two  weeks.  References.  Box  174A,  B»T. 

Commercial  copy-continuity.  4  years  experience 
radio-tv.  Employed  large  southwest  station.  Ref- 

erences. Box  192A,  B-T. 

Ed  Davis  resigned  KAKE-TV,  Wichita.  Desires 
relocate  California  or  northeast  for  family's health.  10  years  radio,  2  years  tv.  Proven  saleable 
programs  your  area.  All  phases  production  and 
on-camera.  Available  immediately.  Call  Martin 
Umansky,  General  Manager  for  references 
Whitehall  3-4221. 

FOR  SALE 

Stations 

Am  station.  Fulltime.  One  station  market  in  east. 
Good  growth  possibilities  $35,000  down  would 
swing  deal.  Box  169A,  B-T. 

Stations 

Massachusetts— Profit  $22,000.00,  gross  $150,000.00, 
depreciation  $6,000.00,  manager's  salary  $19,500.00, 
asking  $200,000.00,  $100,000.00  down.  New  York 
$36,000.00,  half  cash,  single,  unlimited.  Vermont — 
black,  gross  $40,000.00,  asking  $50,000.00.  Virginia- 
unlimited,  $50,000.00.  West  Virginia— gross  $110,- 
000.00,  net  $7,500.00,  manager's  salary  $6,750.00, 
asking  $100,000.00  for  fixed  assets  including  $35,- 
000.00  building,  $50,000.00  down.  Write  Haskell 
Bloomberg,  Broker,  Lowell,  Massachusetts. 

Industrial  mid-South  medium  market  station  with 
past,  but  not  present,  history  of  earnings.  Priced 
within  $100,000.  Paul  H.  Chapman  Co.  84  Peach- 
tree,  Atlanta. 

Single  station  market  in  Carolinas.  $55,000  total; 
$15,000  down.  Paul  H.  Chapman  Co.,  84  Peachtree, 
Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Equipment 
Two  Gates  3-speed  turntables.  Just  refinished. 
New  motors,  give  away  at  $100  each.  Two  Grey 
pick-ups — perfect,  $18  each.  ADC  patch  panel 
24  double  jacks,  cost  $44,  for  $18.  Write  for  com- 

plete list.  WCRA,  Effingham,  Illinois. 

Two  Ampex  400  series  portable  recorders,  $450.00 
each,  $850.00  for  both.  Box  5025,  Jacksonville, Florida. 

For  sale — RCA  radiomike.  Frequency  26.31  mcs. 
Unused  since  factory  overhaul.  Best  offer.  WEWO, 
Laurinburg,  N.  C. 

Mini  studio:  Coming  out  with  new  model  port- 
able studio.  Closing  out  limited  supply  current 

model  special  $345.  Details  write  Shopper  Stopper 
Co.,  134  South  West  Ave.,  Sioux  Falls,  S.  D. 

Presto  10A-3  speed  turntable.  Concertone  network 
push  button  tape  record — RCA — 44BX  mike. 
Used  Ampex  600.  Magnecorder  PT-6  AH— PT6-JA- cases.  Write  Box  1060,  Des  Moines,  Iowa. 

Stations 

Attention!  Owners  of  radio  stations.  We'll  buy your  radio  station  if  price  is  satisfactory.  Thirty 
years  in  broadcasting.  Box  180A,  B»T. 
Radio  station  or  majority  interest  or  CP  in  west 
or  southwest.  Joe  Auer  3010  Delsa  Drive,  Salt 
Lake  City,  Utah. 

Part  interest  in  profit  making  station.  Young 
married  man  with  capital  to  invest.  Will  not 
consider  absentee  investment.  Experienced,  have 
Bachelor  of  Science  degree  in  Communications. 
Best  references.  Give  full  details.  Replies  con- 

fidential. P.  O.  Box  17,  South  Dartmouth,  Mass. 
Sold.  Listing  J-l.  My  clients  may  mark  their 
confidential  brochure  accordingly.  I  have  clients 
waiting  for  desirable  radio  and  tv  property  in 
Texas,  Oklahoma,  Arkansas,  Colorado,  Kansas, 
Missouri.  Private  sales.  Ralph  Erwin,  Broker, 
1443  South  Trenton,  Tulsa. 
Sold.  Listing  AR-1.  I  have  other  clients  waiting 
for  radio  and  tv  properties.  Station  sales  handled 
privately.  Ralph  Erwin,  Broker,  1443  South 
Trenton,  Tulsa.   CHerry  2-3944. 

Equipment Used  1  kw  (am)  transmitter.  Must  be  in  top  con- 
dition.  State  best  price.  Box  182A,  B«T.  
3kw  fm  transmitter  with  frequency  and  modula- 

tion monitors.  4  or  8  bay  Andrew  multi-V  an- 
tenna. Send  details,  condition  and  price.  Box 194A,  B-T.  

3  used  Stainless,  Inc.,  G  24  towers.  Ace  High 
Tower  Co.,  Greenville,  N.  C. 

Wanted:  Used  radio  towers,  preferably  self-sup- 
porting. Will  dismantle.  Tower  Service  Co.,  3010 

Delsa  Drive,  Salt  Lake  City,  Utah. 

SERVICES 

Custom  jingles  that  sell  local  sponsors!  Guaran- 
teed! Priced  low!  You  make  the  money!  Me? 

Volumn!  Box  155A,  B-T.  
Save  money  .  .  .  increase  gross  .  .  .  with  novelty, 
sound  effect,  or  "straight  sell"  radio  commercials. 
Provides  that  extra  announcer  for  "change  of 
voice",  and  "gimmic"  commercials  for  those 
hard-to-sell  accounts.  Professionally  produced  on 
tape  or  disc.  Straight  spots  from  $2.00  each. 
Gimmic  spots  from  $3.00.  Postpaid.  Full  details,  or 
order  now  from  Box  184A,  B«T. 

BROA DCAST E RS  THROUGHOUT  THE  COUNTRY  FIND... 

SUBSCRIBER  TO  NARTB 

NORTHWI 

nut  JgMk  MMB 

EST 

RADIO  & TELEVISION 

Time,  worry  and  expense  can  be  saved  by 
calling  Northwest  First.  John  Birrel,  our 
Employment  Counselor  may  have  just  the 

person  you  need.  There's  no  charge  for  this 
service  and  you  are  assured  of  well-screened, 
professionally  trained  people. 

Here's  why  Broadcasters  prefer 

Northwest's  graduates . . . 

•  Over  16,000  square  feet  devoted  to  studios,  con- 
trol rooms,  and  student  servicing. 

•  Five  complete  image  orthicon  camera  chains. 
•  Six  complete  control  rooms  with  professional  con- 

soles, rack-mounted  tape  recorders,  disc  recorders, 
turntables,  monitors,  switchers. 

•  Film  editing  equipment. 

•  An  outstanding  staff  of  professional  instructors 
who  are  presently  working  at  network  affiliates — 
NBC,  CBS,  ABC. 

•  Practical  training.  Professional  trainees  learn  by 
doing  —  actually  participating  in  closed  -  circuit 
productions. 

Your  collect  wire  or  call  is  always  welcome. 
Call  Northwest  first.  Our  Employment 
Counselor  . . .  John  Birrel . . .  assures  you  of 
immediate,  personal  attention. 

SCHOOL HOME  OFFICE: 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 

HO  4-7822 

CHICAGO,  ILLINOIS   540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C  1  627  K  Street  N.  W. 
RE  7-0343 
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INSTRUCTION RADIO 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
In  3  months.  For  details  write  Grantham  School, 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

The  National  Academy  of  Broadcasting,  America's 
pioneer  professional  school,  places  radio-tv  an- nouncers, writers,  producers.  Send  for  list  of 
alumni,  positions  held,  and  jobs  available.  3338 
16th  Street,  N.W.,  Washington,  D.  C. 

RADIO 

Help  Wanted 

Managerial 

ARE  YOU  THIS  MAN? 

The  man  we  are  looking  for  is  currently  the 
Sales  Manager  or  Assistant  Manager  of  a 

small  radio  station.  He's  now  looking  to  take 
over  the  number  one  spot  in  a  small  Midwest 

community.  He's  married,  full  of  ideas,  ener- 
getic and  very  sales  minded.  He'd  be  happy 

working  with  owners  who  know  radio 
thoroughly  and  who  want  to  build  a  man- 

agement team  for  several  radio  properties. 
He  works  well  with  people  and  has  a  warm 

and  friendly  "small  town"  personality.  If 
you  are  this  man  tell  us  about  yourself, 

your  experience,  salary  and  references.  Let's 
have  the  facts  with  as  little  fantasy  as 
possible. 

Box  200A,  B«T 

Salesmen 

1     RICH  REWARD  \ 

FOR  A  * 
?  * 

i  GOOD  RADIO  SALESMAN  i 

£  $$$$$$  Opportunity  for  5  Star  Sales- 
J  man.  Stop  grubbing  for  nickels  and  * 

*  dimes  and  start  digging  for  DolIar$.  J 

M  Our  big  mine  covers  the  Metropolitan  j 
*  Detroit  area  of  (  1  _■  million  population.  + 
J  Liberal  guarantee  plus  commission  but  } 

+  you  must  have  some  radio  sales  ex-  5" *  .  .» 
■jr.  perience    to    qualify.    Give    complete  >f 

J  background  and  enclose  a  recent  pic-  jL 

j  ture  in  your  first  letter.  J 

Box  185A,  B»T  * 
*  * 
★★★★★★★★★★★★★★★★★★★★★★★★★★★★■A-* 

Help  Wanted  (Cont'd) 
Technical 

WANTED  | 

DIRECTOR  OF  | 
ENGINEERING  | 

§ 

§  Outstanding  opportunity  for  Director  § 
&  of  Engineering  for  group  of  five  AM  £ 

?  stations.  Must  have  experience  in  con-  ̂  
y  struction,   directional    antennas   and  § 
&  FCC  procedures.  Must  be  willing  to  £ 
c  travel  certain  amount.  Position  based  ? 
y  in  New  York  City.  Submit  complete  § 
&  background  and  experience  including  £ 
§ references.  ? 

Box  158A,  B*T 
y-^r-.^r.  S/-.  ■^Cf.      -^r.  ̂ /y  'j^/-.  i§ 

ELECTRONIC 

ENGINEERS 

Enjoy  the  advantages  of  living 
in  a  small  midwest  city  complete 

with  modern  school,  medical  fa- 
cilities, recreational  and  cultural 

opportunities,  light  traffic,  and 
short  distances  to  work.  Immedi- 

ate openings  in  expanding  engi- 
neering department  for  men 

with  experience  in  any  of  the 
following  fields : 

•  TV  transmitter  and  studio 

equipment 
•  Audio  equipment 

•  Communication  trans- 
mitters 

•  AM  and  FM  transmitters 

Permanent  positions,  chances 

for  advancement,  complete  em- 

ployee benefits.  Please  mail  com- 
plete details  and  photo  to  Per- 
sonnel Department,  Gates  Radio 

Company,  Quincy,  Illinois. 

WANTED 

Chief  Engineer 

Directional  Antenna  Experience  New  Sta- 

tion *  Top  Job  For  Right  Man  Send  Cem- 

plete  Resume  and  picture  *  WBRB  Inc. 
P.  O.  Box  91  Mt.  Clemens,  Mich. 

WQUA  Radio  is  looking  for  experienced  disc  jockey  person- 
alities, interested  only  in  GOOD  radio  operation.  TOP  salaries 

paid  to  TOP  men — working  conditions  the  best — permanent 

positions.  No  comedians!  Send  complete  information  includ- 
ing tape  to 

Bill  Mason,  WQUA  Radio 

1319  5th  Ave.,  Moline, 

Davenport,  Iowa — Rock  Island,  Moline,  East  Moline,  Illinois 

THANK  YOU 

MISTER  MASI 

For  I  #####•  Letter 

Laurence  News  Features ,  Inc.* 
Washington  Bureau 

Burlington  Hotel 
Washington  5,  D.  C. 

Gentlemen : 

To  say  that  your  newscasts 

and  "promo"  tapes  have  made 
us  all  estatic  would  be  put- 

ting it  mildly.  Really  we  are 
very  thrilled  about  the 
whole  thing  and  everyone 

seems  to  be  carried  away  with 

the  truly  authentic  and  au- 
thoritative manner  in  which 

the  whole  job  is  done. 

We  want  you  to  know  that 

your  service  has  created 

quite  an  impact  on  our  lis- 
teners. Sincerely, 

William  A.  Masi 
Vice  President  & 
General  Manager 

Radio  Station  WHBI 
Newark,  New  Jersey 

We  happily  thank  Bill  Masi  for  this  kind, 
unsolicited  letter. 

Three  weeks  ago  Mr.  Masi  engaged  a 
world-wide  corps  of  correspondents  to  broad- 

cast their  reports  to  Newark  and  New  York 
City  from  WHBI  newsrooms  in  Washington, 
London,  Paris,  Berlin,  Rome,  Cairo,  Tokyo, 
and  other  vital  news  centers  of  the  world. 

Now,  "Hello,  Newark  and  New  York  City! 
This  is  WHBI  foreign  correspondent  Donald 

Dixon,  speaking  from  Cairo,  Egypt  .  .  .  "is 
just  one  of  the  nine  broadcasts  Bill  Masi 
schedules  in  one  day  to  beef-up  and  sell 
WHBI  newscasts  around  the  clock.  When  we 

asked  Mr.  Masi's  permission  to  reproduce  his 
letter  in  this  space,  he  said: 

"I  only  wish  I  had  said 
more.  I  urge  every  small  and 
medium-size  radio  staton  in 

America  to  grab  your  service 

fast.  We  premiered  your  cor- 
respondents on  a  Sunday.  The 

next  day  one  of  the  biggest 

savings  and  loan  associa- 
tions in  New  Jersey  bought 

the  whole  works.  I'll  be 
happy  to  personally  tell 
anyone  why  I  think  this  is 
the  most  wonderful  new  idea 

in  radio  in  years  !" 
Laurence  News  Features  pffers  you  your 

own  staff  of  foreign  correspondents,  broad- 
casting over  your  station  from  the  news  cap- 

itals of  the  world — introducing  themselves 

with  your  call  letters  and  sponsors  ID's — ex- 
clusively in  your  area.  The  cost  is  so  amaz- 

ingly low  you  will  hardly  believe  it. 
*  Wire  or  write  today  for  full  informa- 

tion and  an  audition  tape  produced  especially 

for  your  station. 
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RADIO TELEVISION WANTED  TO  BUY 

Situations  Wanted 

Managerial 

manager . . .  j 

with  20  years  of  good  experience,  y 

Successfully   employed  for  ten 

years  in  network  executive  posts 

and,  for  the  past  ten,  managing  a 

major  market  station.  Took  this 

station  from  insolvency  to  high  £ 
earnings;  from  the  bottom  of  the  § 

Hooper  ladder  to  battling  for  § 

top.  Knows  programming,  pro-  & 
motion,  sales  management,  agen-  & 
cy-representative  contacts.  Salary  x 

is  not  the  major  factor.  If  you  | 
have  the  facility  and  the  market,  9 

I'll  bank  my  experience  on  our  \ 
mutual  future.  Available  imme-  § 
diately.  Write  in  confidence  to  & 

Box  694G,  B*T  § 

MANAGER 
Available  Soon 

Expert  in  sales,  promotion  and  programming, 
independent  station.  Outstanding  record  and 
reputation.  Prefer  opportunity  to  share  in 
ownership  but  will  consider  all  offers.  Let  s 
talk  it  over.   Box  195A,  B*T 

Announcers 

★★★★★★★★★★★★★★★★★★★★★★it*******' 

I  THE  BIG  SEARCH!  | 

$  Strong,  warm,  authoritative  I 

*  disc  personality  with  a  broad  % 

*  knowledge  of  music,  news,  $ 

*  sports  and  life.  Nine  years  * 

$  experience  with  leading  sta-  $ 

*  tions  in  one  of  the  nation's  « 
*  largest  cities.  Interested  in  * 

*  doing  morning  or  afternoon  * 

*  show  with  personality  im-  * 

*  pact.    Excellent    television  * 

*  background.  Currently  em-  * 

t  ployed  in  $20,000  bracket.  | 
t  Want  top  deal  only  in  major  + 
*  city. 

Box  165A,  B«T t  Box  165A,  B«T  t 
★★★★★★★★★★★★★★★★★★★★★★★★★★★★★★ 

"ANNOUNCER"  FOR  HIRE 

Top  man,  with  excellent  selling  voice  and 
know  how — available  to  give  your  station 
"another  voice"  at  fraction  of  cost  of  regular 
employee — no  social  security,  no  "paid  va- 

cations", never  gets  sick. 
He  is  your  tape  voice  for  commercials.  Get 
new  accounts  with  this  new  voice.  Different 
voices  available  for  competitive  accounts. 
Inexpensive  service  for  local  stations.  Min- 

imum cost  is  monthly  order  for  12  spots  at 
$2  each,  plus  $2  handling  and  mailing  charge. 
B.  L.  Roskelley,  Producer,  Irving  (Dallas), 
Texas. 

Help  Wanted 

Announcers 

ARE  YOU 

A  good  on-camera  announ- 

cer? Commercials — news — 
weather.  Immediate  opening 

KWTX-TV,  CBS-ABC, 

Waco,  Texas 

FOR  SALE 

Stations 

FOR  SALE 

RADIO  STATION 

$1,000,000  Cash 

Based  on  4  times  earnings. 

No  brokers 

Financial  references  required. 

Box  197A,  B-T 

Equipment 

TOWERS 

RADIO — TELEVISION 
Antennas  Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 

TRANS.LUX  NEWS  SIGN 

complete  with  remote  control  operating 
equipment,  presently  in  use.  Cash — terms 
or  lease — Guaranteed  to  be  in  good  oper- 

ating condition.  FLASH-CAST-3401  E.  38 
St.,  Indianapolis,  Ind. 

* 
« 

Equipment 

FM  TRANSMITTER 

3  to  10  kw,  complete,  for  cash. 

Send  all  details,  condition  and 

price.  Box  624G,  B»T 

Wanted 

RCA  TV  remote  truck  or  equivalent  con- 
taining two  or  three  Image  Orthicon 

chains.  Truck  and  equipment  must  be  in 
good  condition.  Send  photos,  equipment 
list  and  price.  All  replies  promptly  ac- 

knowledged.   Box  201A,  B-T 

INSTRUCTION 

ICC  Im  PHONE  LICENSES 
IN  5  TO  6  WEEKS 

WILLIAM  H.  OGDEN— 10th  Year 
1150  W.  Olive  Ave. 

Burbank.  Calif. 

Reservations  Necessary  All  ('hisses  Over  170C  Successful  Students 

Did  you  let  a  good 

one  get  away? 

The  man*  you're  looking  for 

may  have  a  Classified  Adver- 

tisement in  this  week's  issue  of 

Broadcasting*Telecasting! 

For  radio-tv  personnel,  equip- 

ment, services  or  stations  to 

buy  or  sell,  tell  everyone  that 

matters  in  the  Classified  pages 

of  Broadcasting«Telecasting. 
*  Or  job. 

CALIFORNIA  NETWORK  VHF 

Unusual  sales  opportunity  with  California  network  VHF  going  maximum 
power.  Successful  applicant  will  represent  station  in  San  Jose  plus  some 
work  in  the  San  Francisco  Bay  area. 

Responsibilities  include  local  and  regional  sales,  arranging  co-op  through 
distributors  and  some  account  contact  on  national  sales. 

Moderate  drawing  account  and  travel  expenses,  with  absolutely  no 

ceiling  on  potential.  We  require  an  aggressive,  experienced,  stable,  high- 
type  man  determined  to  build  permanent  future  with  outstanding  and 

expanding  organization. 

All  references  thoroughly  checked.  Job  open  September  1.  Send  full  in- 
formation to  Graham  Moore,  Sales  Manager,  KSBW-TV,  Salinas,  Cali- 

fornia. 
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FOR  THE  RECORD 

Continues  from  page  108 

prejudice  of  its  am  application.  Action  July  3. 
WOPA  Oak  Park,  111.— Granted  petition  for 

dismissal  without  prejudice  of  its  am  applica- 
tion. Action  July  2. 

Waxahachie  Radio,  Waxahachie,  Tex. — Granted 
request  insofar  as  it  involves  dismissal  of  its 
am  application  and  denied  in  all  other  respects; 
application  is  dismissed  with  prejudice.  Action 
July  2. 
KTSA-AM-FM  San  Antonio,  Tex. — Ordered 

that  hearing  shall  commence  on  Sept.  10  re  ap- 
plication for  transfer  of  control  of  KTSA-AM-FM 

from  O.  R.  Mitchell  Motors  to  McLendon  Invest- 
ment Corp.  Action  June  29. 
By  Hearing  Examiner  J.  D.  Bond 

Franklin  Bcstg.  Co.,  Philadelphia,  Pa. — Granted 
June  29  petition  for  leave  to  amend  its  am  ap- 

plication to  show  "an  addition  to  the  horizontal directional  pattern  to  show  the  maximum  ex- 
pected operating  value  in  the  direction  of  the 

normally  protected  service  area  of  station  WJWL 
Georgetown,  Del."  Action  July  2. 
Homestead,  Fla. — Ordered  prehearing  confer- 

ence on  July  5  re  am  application  of  South  Dade 
Bcstg.  Co.,  J.  M.  Pace,  and  Redland  Bcstg.  Co., 
all  Homestead.  Action  July  3. 

By  Hearing  Examiner  Thomas  H.  Donahue 
Duane  F.  McConnell,  Winter  Haven,  Fla. — 

Granted  motion  for  continuance  of  hearing  now 
scheduled  for  July  9  re  his  am  application  and 
that  of  Polk  Radio  Inc.,  Lakeland,  Fla.;  hearing 
is  continued  without  date.  Action  July  6. 

By  Hearing  Examiner  H.  Gifford  Irion 
Robert  A.  Mensel,  Willimantic,  Conn. — Granted 

motion  for  continuance  of  data  for  exchange  of 
exhibits  from  July  2  to  July  30,  and  date  of  hear- 

ing from  July  9  to  Sept.  24,  re  his  am  applica- 
tion and  those  of  WHBL,  Medford,  Mass.,  and  The 

Windham  Bcstg.  Co.,  Willimantic,  Conn.  Action 
July  2. 

Holiday  Isles  Bcstg.  Co.,  St.  Petersburg  Beach, 
Fla.- — Granted  petition  for  continuance  of  hearing 
from  July  18  to  July  20  re  its  am  application  and 
that  of  Polly  B.  Hughes,  Tampa,  Fla.;  exhibits 
in  each  direct  case  will  be  exchanged  not  later 
than  July  18  and  on  July  16  any  counsel  desiring 
to  take  deposition,  as  part  of  his  direct  case  will 
notify  all  other  counsel,  and  hearing  examiner, 
specifying  names  of  deponents,  subjects,  and 
proposed  date  of  taking  deposition.  Action  July  5. 

July  9  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

KID -TV  Idaho,  Falls,  Idaho— Seeks  license  to 
cover  cp  which  authorized  new  tv. 
WMUR-TV  Manchester,  N.  H.— Seeks  license 

to  cover  cp  which  authorized  changes  in  facilities 
of  existing  tv. 
WHIS-TV  Bluefteld,  W.  Va.— Seeks  license  to 

cover  cp  which  authorized  new  tv. 
WEAU-TV  Eau  Claire,  Wis. — Seeks  license  to 

cover  cp  which  authorized  changes  in  facilities 
of  existing  tv. 

License  to  Cover  Cp  Returned 
KIKI  Honolulu,  Hawaii — Application  seeking  li- 

cense to  cover  cp  which  authorized  change  in 
frequency  returned.  (Sec.  11  dated  after  verificar- 
tion.) 

Modification  of  Cp 
KOA-TV  Denver,  Colo.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  2-1-57. 

WKNX-TV  Saginaw,  Mich.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  2-2-57. 

July  10  Decisions 
BROADCAST  ACTIONS 
By  Broadcast  Bureau 

Actions  of  July  6 
KDSN  Denison,  Iowa — Granted  license  for  am station. 
KIUP  Durango,  Colo. — Granted  license  covering 

Increase  in  power  from  1  kw  to  5  kw. 
KVAL-TV  Eugene,  Ore.— Granted  license  for tv  station. 
KVTV  (TV)  Sioux  City,  Iowa— Granted  license 

for  tv  station  and  to  change  studio  location  to 
7th  and  Douglas  Sts.,  Sioux  City. 
WGBH-TV  Boston,  Mass.— Granted  license  for 

noncommercial  educational  tv  station. 
WBRB  Mt.  Clemens,  Mich.— Granted  extension 

of  completion  date  to  12-1-56;  conditions. 
WEOL  Elyria,  Ohio— Granted  extension  of 

completion  date  to  10-25-56;  conditions. 
Actions  of  July  5 

WFMR  (FM)  Glendale,  Wis.— Granted  license for  fm  station. 
KQTV  (TV)  Fort  Dodge,  Iowa— Granted  exten- 

sion of  completion  date  to  1-3-57. 
WTRA  Latrobe,  Pa.— Granted  extension  of 

completion  date  to  8-15-56. 
Actions  of  July  2 

WKMC  Roaring  Spring,  Pa.— Granted  license 
covering  increase  in  power. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KG  AC  St.  Peter,  Minn.,  to 
Broadcasting   •  Telecasting 

10-7-56,  conditions;  KNAK  Salt  Lake  City,  Utah, 
to  9-15-56,  condition;  WEHH  Elmira  Heights- 
Horseheads,  N.  Y.,  to  7-19-56;  KTVO  Kirksville, 
Mo.,  to  2-1-57;  WHIS  Bluefield.  W.  Va.,  to 10-10-56. 

July  10  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

WVOK  Birmingham,  Ala.— Seeks  license  to 
cover  cp  which  authorized  erection  of  new  SW 
tower  of  DA  array;  increase  in  height  of  tower 
to  support  proposed  tv  ant.,  and  side  mount  fm 
ant.  at  top  of  tower. 
KTRH  Houston,  Tex. — Seeks  license  to  cover 

cp  which  authorized  making  changes  in  DA-D. 
KTBC-TV  Austin,  Tex. — Seeks  license  to  cover 

cp  which  authorized  changes  in  facilities  of  ex- isting tv. 
Modification  of  Cp 

WTRA  Latrobe,  Pa.— Seeks  mod.  of  cp  ̂ which 
authorized  new  am)  for  extension  of  completion date. 
WIBW-TV  Topeka,  Kan— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  2-1-57. 

WTVE  (TV)  Elmira,  N.  Y. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  1-16-57. 
WENS  (TV)  Pittsburgh,  Pa.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  2-9-57. 

Renewal  of  Licenses 
KCID  Caldwell,  Idaho;  KSOP  Salt  Lake  City, 

Utah. 

July  11  Applications 
Accepted  for  Filing 
Modification  of  Cp 

KCHJ  Delano,  Calif. — Seeks  mod.  of  cp  (which 
authorized  change  in  hours  of  operation;  change 
in  power,  and  installation  of  DA-2)  for  extension 
of  completion  date. 
KGKO  Dallas,  Tex.— Seeks  mod.  of  cp  (which 

authorized  increase  in  D  power  and  changes  in 
DA-D  pattern)  for  extension  of  completion  date. 
WROM-TV  Rome,  Ga. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date. 

KMVI-TV  Wailuku,  Hawaii— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  1-25-57. 
License  to  Cover  Cp 

WBSE-FM  Hillsdale,  Mich.— Seeks  license  to 
cover  cp  which  authorized  new  fm. 

Renewal  of  Licenses 

KOOL  Phoenix,  Ariz.;  KRLC  Lewiston,  Idaho; 
KWAL  Wallace,  Idaho;  KWEI  Weiser,  Idaho; 
KLAS  Las  Vegas,  Nev.;  KATO  Reno,  Nev.;  KICA 
Clovis,  N.  M.;  KWEW  Hobbs,  N.  M. ;  KGRT  Las 
Cruces,  N.  M.;  KRTN  Raton,  N.  M.;  KGFL  Ros- 
well,  N.  M.;  KEYY  Provo,  Utah;  KDYL  Salt 
Lake  City,  Utah;  KOVE  Lander,  Wyo.;  KOWB 
Laramie,  Wyo.;  WUOT  (FM)  Knoxville,  Tenn. 

Renewal  of  License  Returned 
KTNM  Tucumcari,  N.  M.  (Name  incomplete.) 

UPCOMING 

JULY 

July  25:  NARTB  board  special  relations  commit- 
tee, NARTB  Hdqrs.,  Washington,  D.  C. 

AUGUST 

Aug.  16-17:  RAB  Western  manager's  conference, Palo  Alto,  Calif. 
Aug.  17-19:  West  Virginia  Broadcasters'  Assn., late  summer  meeting,  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va. 

SEPTEMBER 

Sept.  6-7:  RAB  midwestern  managers'  conference, French  Lick,  Ind. 
Sept.  10-11:  RAB  southern  managers'  conference, Biloxi,  Miss. 
Sept.  11-12:  CBS  Radio  convention,  Hotel  Pierre, 
New  York. 

Sept.  13-14:  RAB  northeastern  conference,  Sky- 
top,  Pa. 

OCTOBER 
Oct.  1-3:  National  Electronics  Conference  &  Ex- 

hibition, Hotel  Sherman,  Chicago. 
Oct.  4-5:  Central  Region  A  AAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  7-10:  Western  Region  AAAA  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  29-30:  Second  annual  RAB  Nat'l.  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel, New  York. 

NOVEMBER 

Nov.  27-28:  AAAA  Eastern  Annual  Conference, 
Hotel  Roosevelt,  New  York. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D., East    S.    D.,  Iowa, 
Neb.,  Mo.) 

Region  7  (Mountain States  ) 

Region  8  (Wash.,  Ore., 
Calif.,   Nev.,  Ariz., 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla., 
Tex.) 

Region  2  (Pa.,  Del., 
Md.,  W.  Va.,  D.  C, 
Va.,  N.  C,  S.  C.) 

Region  1  (New  Eng- 

land) 

Region  4  (Ky„  Ohio, 
Ind..  Mich.,  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss.,  La.,  Ark., 
Tenn.,  P.  R.) 

Sept.  Nicollet  Hotel 17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 
Sept.  St.  Francis  Hotel 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 
Oct.  Shoreham  Hotel 11-12  Washington 

Oct.  Somerset  Hotel 15-16  Boston 
Oct.  Sheraton  Lincoln 
18-  19  Indianapolis 

Oct.  Dinkler- 25-  26  Tutwiler 
Birmingham 

BP  O  ADOPTING 

TELECASTING 

THE    NEWSWEEKLY    OF    RADIO    AND  TELEVISION 

1735  De  Sales  Street,  N.  W.,  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

Z    □  52  weekly  issues  of  BROADCASTING  •  TELECASTING 
°    □  52  weekly  issues  and  BROADCASTING  Yearbook-Marketbook 

□  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook 
□  52  weekly  issues  and  both  Yearbook-Marketbooks 

□  Enclosed  □  Bill 

$7.00 

9.00 
9.00 

11.00 

title/ position 

company  name 

address 

city 

Please  send  to  home  address  —  — 

tone 
AIR  MAIL  SERVICE  AVAILABLE  ON  ALL  SUBSCRIPTIONS  AT  POST- 

AGE COST.  WEST  COAST  SUBSCRIBERS  ADD  $41.60  TO  ANNUAL 

SUBSCRIPTION  RATE.   COST  TO  OTHER  LOCALITIES  ON  REQUEST. 
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editorials 

More  Light  on  Blacklisting 

THE  House  Un-American  Activities  Committee  last  week  ob- 
tained a  great  deal  of  testimony  but  very  little  real  information 

about  the  problems  and  practices  of  screening  radio-tv  performers 
for  communist  associations. 

That  a  form  of  blacklisting  has  existed  cannot  be  denied.  That 
some  innocent  performers  have  wrongly  been  deprived  of  jobs  and 
hence  of  their  basic  rights  is  a  matter  of  record.  But  the  need  of 
some  sort  of  screening  to  keep  communists  and  their  sympathizers 
off  the  air  is  equally  apparent,  not  only  to  prevent  the  spread  of 
communist  propaganda  but  also  to  cut  off  a  source  of  funds  to 
communists  and  communist  causes. 

This  need  was  ignored  in  the  report  on  blacklisting  issued  by 

the  Fund  for  the  Republic  [B*T,  June  25]. 

Most  of  the  injustices  which  have  been  committed  in  the  name 
of  security  have  arisen  because  of  the  lack  of  a  reliable  source  of 
official  information.  Too  many  decisions  to  deny  employment  to  a 
performer  have  been  made  on  the  strength  of  information  supplied 

by  self-appointed  and  wholly  unofficial  "experts"  on  subversion 
or  in  response  to  protests  from  small  but  vocal  pressure  groups. 

There  are  blotches  on  the  record  of  broadcasting  in  this  matter, 
but  the  record  would  be  even  less  attractive  if  the  hirers  of  talent 

had  refused  to  recognize  the  problem  of  subversives  on  the  air. 

When  That  New  Renewal? 

FOUR  months  ago,  the  FCC  agreed  unanimously  that  the  broad- 
cast license  renewal  form  (applicable  both  to  radio  and  tv) 

should  be  amended.  In  an  unprecedented  forum  at  the  NARTB 
convention  in  Chicago,  all  seven  members  agreed  that  the  existing 

form  (303),  which  hadn't  been  changed  in  a  decade,  was  out- 
moded, onerous  and  unrealistic.  There  was  support  for  elimination 

of  the  requirement  of  counting  spot  announcements  and  of  calling 
everything  commercial  in  between  spots. 

Since  then,  the  Advisory  Council  on  Federal  Reports,  working 

with  the  Bureau  of  the  Budget,  has  met.  The  FCC  has  named  a  staff- 
level  committee  to  consult  with  these  groups. 

Meanwhile,  the  same  outmoded  forms  are  being  used,  with  sta- 
tions under  duress  to  measure  commercials  and  program  categories 

on  the  basis  of  standards  established  10  years  ago.  In  that  period  the 

complexion  of  radio  has  changed  radically,  and  television  has  sky- 
rocketed. We  have  always  questioned  whether  the  FCC  has  either 

the  legal  or  moral  right  to  appraise  mathematically  commercial 
versus  sustaining  content. 

It  had  been  hoped  that  the  FCC  would  act  before  its  August  vaca- 
tion. The  commissioners  are  on  record.  It  should  not  be  difficult, 

therefore,  to  draft  a  new  renewal  form  that  would  comply  with  the 
composite  judgment  of  the  FCC. 

Right  Forum,  Wrong  Topic 

ATTY.  GEN.  Herbert  Brownell  Jr.  deserved  the  criticism  he  got 

-  for  suppressing  news  of  a  government  antitrust  suit  against 

General  Motors  until  he  could  break  it  on  Martha  Rountree's  new 
television  program. 

Unfortunately,  however,  most  of  the  adverse  press  comment  that 
ensued  went  far  beyond  the  Brownell  incident  and  turned  into  a 

general  condemnation  of  television  as  a  vehicle  for  public  and  gov- 
ernment expression. 

The  thing  that  was  wrong  with  Mr.  Brownell's  announcement  was 
his  choice  of  subject  matter.  An  antitrust  suit  is  not  something  to  be 
whipped  up  like  a  television  script.  Such  a  suit  requires  painstaking 
investigation  and  preparation,  and  when  it  is  ready,  it  should  be 
filed.  To  withhold  such  a  suit  from  filing  until  it  can  be  announced 

on  a  prearranged  television  show  is  to  pervert  the  processes  of 
government. 

But  there  would  have  been  nothing  wrong  if  Mr.  Brownell  had 

chosen  some  other  kind  of  news  to  announce  on  Miss  Rountree's 
program.  He  could  have  spoken,  properly,  of  new  investigations, 
of  personnel  changes  in  the  department,  of  new  policies,  of  almost 
anything  but  a  formal  legal  action  which  had  not  yet  been  filed  and 
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"Well!  We've  finally  found  a  man  who  says  he  spends  more  time  with 

newspapers  than  he  does  with  tv!" 

which  was  being  held  up  so  he  could  obtain  maximum  propaganda 
benefits  from  announcing  it  beforehand. 

Beyond  that  precise  point,  all  criticism  of  the  incident  is  mean- 
ingless. 

The  propriety,  not  to  mention  effectiveness,  of  using  radio  anc 
television  as  journalistic  media  in  which  to  issue  news  of  vast  public 

importance  has  been  firmly  established  by  government  official' 
ranging  from  the  President  down. 

Whether  such  announcements  are  issued  on  a  sponsored  program 

like  Miss  Rountree's,  or  in  sustaining  time  (which  usually  is  re 
captured  from  some  advertiser  in  the  case  of  Presidential  appear 

ances)  is  immaterial,  although  much  of  the  adverse  press  commeni 
professed  outrage  that  Mr.  Brownell  appeared  on  a  sponsored  show 

To  be  sure,  television  is  supported  by  advertising.  If  there  is 
something  wrong  with  that,  there  is  something  equally  wrong  witl 

radio,  newspapers,  magazines  and  all  media  of  journalism.  To  argu< 
that  Mr.  Brownell  should  not  make  news  on  a  television  progran 

which  happens  to  be  underwritten  by  Corn  Products  Refining  is  nc 
sillier  than  to  suggest  that  issues  of  the  New  York  Times  whicl 
carried  stories  of  his_  suit  against  General  Motors  should  hav< 
dropped  all  advertising  from  surrounding  pages. 

Broadcasting's  Crying  Need:  III 
IT  IS  pleasing  to  note  the  speed  with  which  the  NARTB  combine< 

board  has  moved  toward  implementation  of  an  overall  publi 

relations  project  for  broadcasting.  A  top  level  committee  has  beei 
named  by  President  Hal  Fellows  to  consider  the  recommendation 

of  the  association's  Television  Information  Committee.  That  com 
mittee  holds  its  first  meeting  in  Washington  next  week — just  a  mont 
after  the  combined  board  acted. 

Public  relations,  like  public  interest,  convenience  and  necessity 
almost  defies  definition.  Is  it  the  task  of  inculcating  the  public  wit 
the  blessings  of  radio  and  television?  The  public  must  be  pretty  we 

pleased,  because  people  look  and  listen  in  greater  numbers  than  evei 
Is  it  to  devise  means  of  offsetting  the  criticism  of  politicians,  edu 

cators,  columnists,  reform  groups  and  competitive  media? 
Public  relations  is  all  these  things  and  much  more.  It  is  the  jo 

of  informing  critic  and  booster  alike,  continuously  and  consistent!) 
It  is  an  affirmative,  educational  process.  It  is  the  job  of  combattin 

attitudes,  particularly  about  commercial  aspects. 
It  is  now  generally  recognized  that  the  primary  functions  of  th 

NARTB  are  congressional  relations  and  public  relations.  Actually 

they  mean  the  same  thing.  Call  it  lobbying,  if  you  will.  It  is  lobbyin 
for  the  public  good.  It  is  because  broadcasting  is  so  important  t 
the  public  (and  hence  to  the  politician)  that  it  commands  such  gre£ 

attention — beyond  that  accorded  any  other  medium. 

The  task  of  the  special  board  committee  isn't  easy.  It  is  dealin 
with  something  intangible.  Immediate  action  is  indicated,  alon 

with  longer  planning.   The  committee  must  think  big — and  fast. 

Broadcasting   •  Telecastin 



41,081  Requests  Indicate  Size  of  KPRC-TV  Rural  Audience 

George  Roesner,  dean  of  Texas  farm  broadcasters,  and 

his  sidekick  "Buck"  Buchanan  are  the  most  widely 
travelled  and  best  known  farm  reporters  in  the  Southwest. 

When  they  offered  seeds  on  their  daily  shows  recently, 

they  were  literally  swamped  with  requests.  A  total  of  41,081 

packages  of  seeds  were  ordered  by  ranchers  and  farmers 

living  in  128  counties  .  .  .  proof  again  of  KPRC-TV's 
tremendous  rural  audience  in  the  Houston  Gulf  Coast  area. 

KPRC-T
V 

HOUSTON  | 

CHANNEL 

JACK  HARRIS,  Vice  President  and  General  Manager 

JACK  McGREW,  National  Sales  Manager 

Nationally  Represented  by 

EDWARD  PETRY  &  CO. 

I  R  S  T        IN  TV WITH        OVER        700        MAN-YEARS  EXPERIENCE 



Greatest  food 

merchandiser 

in  America! 

Baltimore  supermarkets  and  corner  groceries  .  .  .  Baltimore  chains  and 

independents  .  .  .  W-I-T-H  delivers  them  all  to  you  with  the  most  powerful 

assortment  of  food  promotions  ever  created  by  a  radio  station.  Here's  the 

"merchandising  muscle"  W-I-T-H  will  give  your  grocery  product  over  a 
13- week  period. 

9  W-I-T-H  Feature  Foods  Merchandising  Service.  You  get  all  this: 

1.  A  minimum  of  60  store  calls  in  high  volume  groceries,  including 

point-of-purchase  merchandising  such  as  increasing  shelf  exposure, 
restocking  shelves  and  installing  displays  for  your  product. 

2.  A  minimum  of  20  special  one-week  displays. 

3.  20  days  of  Bargain  Bar  promotions  in  chains  and  supermarkets,  plus 

additional  merchandising  by  demonstration,  sampling,  couponing,  etc. 

4.  Complete  merchandising  reports  issued  to  you  twice  each  13  weeks. 

#  W-I-T-H  Chain  Store  Food  Plan,  providing  for  dump,  end-of-aisle  and 
shelf  extender  displays  in  leading  chain  stores. 

#  W-I-T-H  Weekly  Merchandising  Service  with  independent  GA  Stores. 

#  PLUS  merchandising  letters  .  .  .  PLUS  trade  paper  advertising  of  your 

product . . .  PLUS  potent  advertising  material  for  your  own  salesmen's  kits 
.  .  .  PLUS  personal  supervision  by  head  of  W-I-T-H  Merchandising  Dept. 

Add  W-I-T-H's  low,  low  rates  and  W-I-T-H's  complete  coverage  of  Balti- 

more's 15-mile  radius . . .  and  you've  got  the  station  that  delivers  the  groceries! 

Buy 

Tom  Tinsley 
President 

R.  C.  Embry 
Vice  Pres. 

c  o F  I  D  E  N  C  E 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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Having  changed  radio-listening  in 

Minneapolis  -  St.  Paul 

WDGY  is  giving  a  good 

"national  account"  of  itself 

Here's  a  list  of  some  of  the  national  accounts  (and  their 
agencies)  who  have  been  selling  the  Twin  Cities  via  WDGY : 

BUICK L  &  M  CIGARETTTES SANI-WAX 
Kudner  Agency Dancer-Fitzgerald-Sam  pie Bloom  Advertising  Agency 

CAMELS MANCHESTER  BKCUIT INSTANT  SANKA 

William  Esty,  Inc. George  S.  Hart  man  Co. Young  &  Rubicam 
CHEVROLET MERCURY SATURDAY  EVENING  POST 

Campbell-Ewald Kenyon  &  Eckhardt B.  B.  D.  &  0. 

CLARK  SUPER  GAS PACKARD SHELL  OIL 
Mathieson  &  Associates Ruthrauff  &  Ryan J.  W  alter  Thompson 

COCA  COLA PABST  BREWING  CO. SKELLY  OIL 
McCannErickson Leo  Burnett  Co. Bruce  B.  Brewer  Co. 

INSTANT  FELS  NAPTHA PARSON'S  AMMONIA STUDEBAKER-PACKARD 
S.  E.  Zubrow Jackson  &  Hedrick  Co. 

D'Arcy 

FORD  DEALERS PONTIAC TIDY  HOUSE  SWEET  TEN 

J.  W  alter  Thompson McManus,  John  &  Adan McCann-Erickson 

HIRES  ROOT  BEER SALEM  CIGARETTES WAVERLY  FABRICS 
N.  W.  Ayer William  Esty,  Inc. Lawrence  Kane  Agency 

LADIES'  HOME  JOURNAL WISHBONE  SALAD  DRESSING 
B.  B.  D.  &  0. Allmayer,  Fox  &  Reshkin 

No  wonder!  WDGY is  a  clear  second.  June-July Hooper  gives  WDGY  25.8% 
of  the  daytime  audience.  The  new  WDGY  is  here  to 

stay — 

and  its  now-established 

place  in  the  market well  justifies  a  place  in  your time-buying  for  fall.    In  fact, 
it's  a  must!   Talk  to Avery-Knodel.  or  WDGY  General  M mager  Steve  Labunski. 

WDGY 

Minneapolis-St.  Paul 

50.000  watts — and  almost  perfect-circle  daytime  coverage 

■CONTINENT  BROADCASTING  COMPANY 

"The  STORZ  Stations" — Todd  Storz,  President 

WDGY,  Minneapolis-St.  Paul 
Represented  by 
Avery-Knodel,  Inc. 

KOWH,  Omaha 
Represented  by 
H-R  Reps,  Inc. 

WHB,  Kansas  City 
Represented  by 

John  Blair  &  Co. 

WTIX,  New  Orleans Represented  by 
Adam  J.  Young,  Jr. 

WQAM,*  Miami Represented  by 

John  Blair  &  Co. 

*  Transfer  subject  to  FCC  approval. 

t 



WTVR 

PROGRAMS  AVAILABL 

FOR  SPONSORSHI 

vi 

MON-FRI  7-9  AM 
Ali  live.    Cast  of  15.  Music, 

News,  Weather  and  Guests, 
John  Mackin,  Host. 

Program  talent:  Available  on- 
ly for  anncts  at  regular  rates. 

MON-FRI  9-9:30  AM 

"KARTOON  KARNIVAL".  What 

every  child  likes  most — plus 
Danny  Doodle  and  his  puppet 
friends. 

Program  Talent: 
Annct.  Talent: 

MON-FRI  9:30-10  AM 

It's  educational  and  it's  fun 

as  Pat  Jennings  "Plays  School 
Time"  and  teaches  too. 

MON-FRI  10-10:30  AM 

Fun  to  play  and  fun  to  see. 
Fabulous  prizes.  Quiz  Master 
Chuck  Pugh. 

$40.00 
$10.00 

Program  Talent: 
Annct.  Talent: 

$65.00 
$12.50 

Program  Talent: 
Annct.  Talent: $75.00 

$15.00 

<cli 

nil 

WTVR  HAS  A  PROGRAM  FOR  EVERY  COMMERCIAL  REQUIREMENT.  THE  FOLLOWING  ARE  AVAILABLE  FOR  FULL  SPONSORSHIP 

OR  ONE  MINUTE  ANNOUNCEMENTS.  SPOT  ANNOUNCEMENTS  ARE  PREEMPTABLE  ON  48  HOURS  NOTICE,  IF  PROGRAM  IS  SOLD 

TO  ONE  SPONSOR.  HOWEVER  THE  ADVERTISER  WILL  BE  GIVEN  AN  ADDITIONAL  48  HOURS  NOTICE  TO  ACCEPT  ADDITIONAL 

REPLACEMENT  SPOTS  WITHOUT  AFFECTING  EARNED  DISCOUNTS.  PRICES  QUOTED  BELOW  COVER  TALENT  COST  AND  ARE  FULLY 

COMMISSIONABLE.   WE  INVITE  YOUR  INQUIRY  FOR  MORE  DETAILED  INFORMATION. 
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MON-FRI  10:30-12  noon 

Presenting  the  best  in  Grade 
A  Feature  Length  Plays. 

Program  Talent: 
Annct.  Talent: 

$100.00 

$10.00 

MON-FRI  12-12:30  PM 

Interviews,  Weather  from  Spe- 
cial U.  S.  Bureau  Circuit.  Ev- 

erything   of    interest    to  the 
farmer. 

Program  Talent: 
Annct.  Talent: 

Sill 

MON-WED-FRI  12:30-1  PM 
Virginia  Mallory  prepares 

time  and  money-saving  reci- 

pes on  "Menus  In  Miniature". 

MON-FRI  1-1:30  PM 

The  Best  in  Syndicated  Dramas 
just  for  milady. 

$60.00 

$15.00 

Program  Talent: 
Annct.  Talent: $40.00 

$15.00 

Program  Talent: Annct.  Talent: 

$75.00 
$15.00 

MON-FRI  1:30-1:45  PM 

Ace    Reporter    Henry  Baron 
with  the  latest  local  news  both 

film  and  live  on  "Virginia  To- 

day". Program  Talent:  $40.00 
Annct.  Talent:  $15.00 

TUES-THURS  1:45-2  PM 
"Here's  How"  with  Eve  Layne 
—  Household  Hints,  New 
Ideas,  Shopping  Tips. 

Program  Talent: 
Annct.  Talent: $40.00 

$15.00 

MON-FRI  4-4:30  PM 

"Ranchhouse  Tales"  with 

Cheyenne  Dal  —  featuring 
Western  Films  and  interviews 
with  studio  buckeroos. 

Program  Talent:  $100.00 
Annct.  Talent:  $20.00 

MON-FRI  4:30-5  PM 

"The  Little  Rascals"  Rich- 

mond's $:1  Cartoon  Show. 
Fun  for  the  kiddies  and 

grown-ups,  too. 
Program  Talent:  $45.00 
Annct.  Talent:  $10.00 

*************************************************^ 

LOCAL  PERSONALITIES— TALENT  PRODUCT  ENDORSEMENT— LIV E  PRODUCT  DEMONSTRATE 

ESTABLISHED  AUDIENCES— GUARANTEED  RESULTS— INCREASED  SALES 

100,000  WATTS 
1049  FEET 

RICHMOND,  VA. WTVR 

CHANNEL  6 

National  Rep.:  BLAIR  TV,  I N< 

Affiliated  ABC-TV 
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textile  mill  products 

LA 

Among  the  television  markets  foremost  in 

the  manufacture  of  textile  mill  products, 

the  Channel  8  Multi-City  Market  ranks 

eleventh,  based  on  production  figures  for 

America's  top  100  counties  (SALES  MANAGE- 

MENT "Survey  of  Buying  Power" — May  10,  1956) 

This  is  just  one  phase  of  the  widely  diver- 

sified industry  which  makes  the  WGAL-TV 

Channel  8  market  a  buying  market  for 

your  product. 

STEINMAN  STATION 

Clair  McCol lough,  Pres. 

Representative 

the  MEEKER  company,  inc. 

New  York  Los  Angeles 

Chicago  San  Francisco 

CASTER,  PENNA. 

NBC  AND  CBS 

CHANNEL    8    MULTI-CITY  MARK 1>  / 
ET 

316,000  WATTS 
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closed  circuit 

IN  THE  MARKET?  •  Is  J.  H.  Whitney 

&  Co.  about  to  purchase  another  important 

radio-tv  property,  this  time  in  Midwest? 
That  report  was  neither  denied  nor  fully 
confirmed  last  week  but  it  was  ascertained 

that  Whitney  &  Co.,  which  now  owns  ch. 
6  KOTV  (TV)  Tulsa,  and  acquired  ch. 
11  KGUL-TV  Galveston-Houston  in  past 
fortnight,  had  made  oral  offer  ($10  million 

was  mentioned)  for  CBS  am-tv  combina- 

tion in  major  market,  along  with  com- 
panion am  and  uhf-tv  outlet  in  smaller 

market  under  same  ownership. 
B»T 

CONSTANTLY  recurring  reports  on  Mad- 
ison Ave.  of  imminent  sale  of  ch.  9 

KWTV  (TV)  Oklahoma  City  (CBS)  re- 
sulted in  statement  by  its  board  of  direc- 

tors that  it  had  "refused  to  consider  an 

unsolicited  offer  in  excess  of  $6  million" 
for  station  and  that  station  "had  not  been 
offered  for  sale  and  rumors  to  the  contrary 

have  no  basis  in  fact." 
B»T 

MEN  OVER  MACHINES  •  Like  New 

York  Stock  Exchange  ticker-tapes,  FCC's 
mimeographing  machines  fell  behind  last 

week,  unable  to  cope  with  crush  of  pre- 
recess  actions  of  Wednesday  and  Thurs- 

day. Result:  About  two  dozen  actions, 

mainly  broadcast,  won't  see  official  light 
of  day  until  this  week.  Among  these: 

Award  by  6-0  vote  of  ch.  3  in  Hartford 

to  Travelers'  (WTIC,  et  al)  over  Hartford 
Telecasting  (see  page  52). 

B»T 
HELD  UP  for  another  reason  at  FCC  last 

week  was  official  notice  of  4-3  decision 
approving  $850,000  transfer  of  WQAM 
Miami  from  Miami  Herald  to  Todd  Storz 

Mid-Continent.  Delay  was  occasioned  by 
request  of  Comr.  John  F.  Doefer  for  time 

to  write  dissent  in  favor  of  hearing  on  pro- 
gram grounds,  involving  giveaways  and 

contests.  Hearing  would  have  meant  denial 
since  purchase  contract  expires  Aug.  15. 

Consistent  with  FCC  procedure,  announce- 
ment of  decision  has  been  held  up  until 

Mr.  Doefer 's  dissent  is  read.  It  is  promised 
for  this  week,  or  next  at  latest  (story  page 
31). 

B»T 

COMEBACK  •  Both  radio  and  television 
broadcasters  who  had  been  singing  blues 

about  drop-off  in  national  spot  business 
few  weeks  ago  now  talk  about  sudden 
revival,  beginning  in  latter  July  and  for 
fall.  There  had  been  seasonal  lull  in  some 

areas  since  mid-June.  Hot  buying  months 
are  ahead — August  and  September.  Sta- 

tion representatives  and  exploitation  groups 
(RAB,  TvB,  SRA)  acknowledged  that  some 
stations  may  have  been  hit  in  past  few 

weeks  but  that  there  hasn't  been  general downward  movement. 

B»T 
FRED  WEBER,  former  general  manager 
of  Mutual  and  more  recently  operating 

head  of  WHTN-AM-TV  Huntington,  W. 

Va.  (transfer  to  Cowles  awaiting  FCC  ap- 
proval), has  rejoined  Friendly  Stations  in 

consulting  capacity  and  will  operate  out 

of  Steubenville,  Ohio  (WSTV-AM-TV), 
headquarters.  Mr.  Weber  left  Friendly 

two  years  ago  as  manager  of  WFPG-AM- 
TV  Atlantic  City  to  take  on  Huntington 

assignment. 
B»T 

NOW  IT  CAN  BE  TOLD  •  At  least  two 

resignations  from  FCC  may  have  been 
averted  by  action  of  Senate  last  Friday  in 

approving  executive  pay-raise  bill,  which 
includes  boost  for  FCC  members  from 

$15,000  to  $20,000  (chairman  $20,500). 

Measure  has  passed  House,  with  settle- 
ment of  differences  between  two  bodies 

indicated,  and  presidential  signature  final 

act.  It's  open  secret  that  Comrs.  John  F. 
Doerfer  and  Robert  E.  Lee  have  talked 

about  returning  to  private  life  if  raise  had 
not  been  forthcoming,  and  that  two  others 
were  seriously  pondering  same  decision. 

B«T 
WITH  WINDUP  of  Senate  Commerce 

Committee  hearings  on  television  matters 

(except  for  possible  reopening  to  go  into 
political  telecasts),  Kenneth  Cox,  special 
counsel,  plans  to  return  to  law  practice  in 

Seattle.  He'll  still  be  attached  to  commit- 
tee  staff,  however,  tying  up  loose  ends, 
and  available  for  special  assignments. 

B*  I 

NBC  GOES  CALLING  •  One  important 

stop  in  NBC's  four-market  quest  for  new 
radio  affiliates  to  replace  defecting  West- 
inghouse  stations  (see  story  page  42)  is 

WHK  Cleveland,  long-time  affiliate  and 
minority  stockholder  of  Mutual.  Though 
discussions  have  been  held,  nothing  had 

been  set  late  Friday.  In  countermove,  Mu- 
tual's  station  relations  vice  president  Bob 
Carpenter  has  scheduled  early  visit  to  re- 
stress  Mutual's  case  with  5  kw  WHK  (1420 
kc).  Because  Westinghouse  stations  are 
clear  channel  outlets,  NBC  probably  will 

fill  in  coverage  with  additional  stations  to 

"ring"  areas  now  served,  and  expects  to 
have  everything  set  by  Aug.  26  deadline. 

B«T 
CUBAN  INTERESTS  headed  by  George 

E.  Quigley,  former  New  York-Hollywood 
film  executive,  have  gathered  about  $4 
million  kitty  to  lure  tv  film  producers  there 

for  fresh  locales  and  to  pep  up  Havana 
tv  film  business,  including  that  of  Mr. 

Quigley's  Cuban  Colorfilm  Corp..  which 
is  offering  studio-processing  facilities  in 
color  and  monochrome.  Group  will  go 

60-65%  in  financing  series.  Hollywood 
attorney  Morton  E.  Feiler  is  representing 
on  West  Coast  with  New  York  office 
scheduled  soon. 

B»T 

UNDER  FIRE  •  Political  fur  is  expected 
to  fly  at  Senate  Permanent  Investigating 

Subcommittee  inquiry  into  affairs  of  Mur- 

ray M.  Chotiner,  vice  president  Nixon's 
former  campaign  manager,  which  involve 
purported  exertion  of  influence  in  tv  areas. 
Subcommittee  last  Friday  voted  strictly 

along  party  lines  to  hold  public  hearings. 

Meanwhile,  Committee  staff  had  been  pur- 
suing its  study  of  tv  cases  in  which  Mr. 

Chotiner  may  have  been  involved.  Only 
case  so  far  mentioned  is  ch.  12  in  Fresno, 
which  went  to  KFRE  over  KARM,  but 

which  is  now  proposed  by  FCC  for  dein- 
termixture. 

B»T 

APPOINTMENT  of  Robert  F.  Hurleigh 

as  general  manager  of  WGMS  Washing- 
ton expected  this  week.  RKO  Teleradio 

Pictures  Inc.,  owns  station.  Mr.  Hurleigh 
will  continue  his  duties  as  director  of 

Washington  operations  for  Mutual  and  as 
conductor  of  early  morning  news  program 
over  network. 

B»T 

ON  THE  MOVE  •  Samuel  Thurm,  asso- 
ciate media  director.  Young  &  Rubicam, 

New  York,  resigning  to  join  Lever  Bros.' 
advertising  department  in  near  future.  His 
replacement  at  Y&R  has  not  been  named. 

B«T 

AUTOMATIC  radio  programming  system 

developments  (such  as  "Autostation"  re- vealed by  Gates  Radio  Co.,  story  page 

71)  may  prove  boon  to  transcription  serv- 
ices. Standard  Radio,  Chicago,  for  exam- 

ple, has  already  produced  several  45  rpm 
libraries  for  Seeburg  Corp.  to  be  prepared 

to  supply  station  market,  if  it  should  de- 
velop large-scale,  with  more  than  1,500 

selections  recorded.  Seeburg  record- 
changer  is  incorporated  in  new  Gates  sys- 
tem. 

B«T 

SITUATION  NORMAL  •  Foul-up  in  West 
Coast  processing  plant  almost  spoiled  plans 
of  Federal  Civil  Defense  Adm.  to  supply 
stations  in  Conelrad  clusters  with  standard 

recorded  announcements  for  use  during 

Friday  afternoon's  broadcast  blackout. 
Material  was  supplied  to  recording  labora- 

tory in  plenty  of  time  but  accident  to  mas- 
ter upset  schedule.  Many  stations  barely 

got  recordings  in  time  for  defense  test.  In 
another  snafu,  ABC  and  MBS  affiliates  on 

coast  refused  to  carry  national  broadcast 
during  Conelrad  period.  They  were  set 

up  to  program  locally,  and  received  notice 
of  national  broadcast  only  hours  before 
alert. 

B»T 

STAFFERS  at  Democratic  National  Com- 

mittee headquarters  in  Chicago's  Conrad 
Hilton  Hotel  are  relieved  that  local  pro- 

moter has  agreed  to  postpone  his  Inter- 
national Amphitheatre  wrestling  card  for 

Aug.  3.  Delay  will  enable  workman  crews 
to  install  necessary  equipment  in  time  for 

Democratic  nominating  convention. 
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COMMERCE  COMMITTEE,  12-3,  BACKS  FCC, 

URGES  ALL  POSSIBLE  SPEED  TO  UHF  AID 

BUSINESS  BRIEFLY 

SENATE  Commerce  Committee  on  Friday  ap- 
proved, by  a  12-to-3  vote,  an  interim  report  on 

allocations  which  in  general  approved  FCC's 
long-range  program  for  shifting  all,  or  a  major 
part  of  tv  broadcasting,  to  uhf  and  specifically 

approved  Commission's  interim  program  of selective  deintermixture.  Senate  committee  also 

urged  Congress  to  eliminate  excise  tax  on  all- 
channel  color  sets,  "at  the  very  least." 

Report  adopted  was  third  draft,  digested  in 
B«T  July  16,  with  several  changes,  including 

elimination  of  committee's  criteria  for  deinter- 
mixture procedure,  because  "the  Commission 

has  now  acted  to  indicate  deintermixture  in 

accordance  with  certain  standards  of  its  own." 
But  committee  emphasized  "that  the  Commis- 

sion should  act  promptly  to  develop  specific 
criteria  with  respect  to  its  policies  in  effectuat- 

ing deintermixture,  so  that  the  broadcasting  in- 
dustry and  the  public  can  be  guided  accord- 

ingly." Senate  Committee  also  expressed  concern 

over  "special  problem"  of  communities  with 
only  uhf  allocations  "located  well  within  the 
service  area  of  a  metropolitan  market  with  three 
or  more  vhf  stations.  In  such  a  situation  there 

is,  in  the  light  of  testimony  before  the  com- 
mittee, serious  doubt  whether  such  a  station 

can  survive  even  without  local  vhf  competition. 

"Therefore,"  the  report  urged,  "all  that  can 
seemingly  be  done  to  permit  a  local  outlet  in 
such  an  overshadowed  community,  under  exist- 

ing circumstances,  is  to  provide  some  form  of 

vhf  facility." 
Wofford's  Dissent 

Dissenting  statement  of  Sen.  Thomas  A. 

Wofford  (D-S.  C),  expressing  belief  that  "the 
hearings  record  has  failed  to  produce  an  alloca- 

tion plan  superior  to  or  as  good  as  the  existing 

one"  [B«T,  July  16],  was  filed  with  text  un- 
changed. Sen.  Price  Daniel  (D-Tex.)  joined 

Sen.  Wofford  in  signing  this  dissent,  which 

urged  that  "the  current  allocation  plan  should 
be  maintained  and  all  possible  steps  be  taken 
to  promote  the  growth  of  uhf  stations  in  inter- 

mixed markets." 
"We  are  in  accord  with  the  statements  of 

Comr.  (John  C.)  Doerfer,"  Wofford-Daniel dissent  said. 

Similar  support  for  Comr.  Doerfer's  views 
was  voiced  by  Sen.  William  Purtell  (R-Conn.), 
who  filed  his  own  statement  of  disagreement 
with  committee  majority  and  of  strong  opposi- 

tion to  interim  deintermixture.  He  said  in  part: 

".  .  .  if  it  be  found  from  the  crash  program 
that  transition  to  all  uhf  television  is  practicable 
and  desirable,  I  shall  be  thoroughly  in  favor 
.  .  .  But,  in  the  meantime,  in  the  present,  I  am 
strongly  opposed  to  the  inequitable  allocating 
through  deintermixture  of  vhf  channels  to  some 
areas  while  denying  this  superior  television  to 

great  numbers  of  people  in  other  areas." 
Sen.  Purtell  urged  that  Commission  not  take 

any  action  to  revise  Sixth  Report  until  comple- 

tion of  "crash"  program  on  uhf.  If  crash  pro- 
gram not  successful,  Connecticut  senator  de- 

clared, vhf  channel  "once  lost  to  a  community 
through  selective  deintermixture  will  probably 
be  lost  forever.  .  .  ." 

Sen.  Sam  J.  Ervin  Jr.  (D-N.  C.)  was  ex- 
pected to  file  his  own  comments,  supporting  the 

majority  committee  opinion,  but  reserving  the 

right  to  object  if  FCC's  actions  are  not  in  con- 
formity with  his  views. 

Committee  interim  report  will  go  to  FCC 
early  this  week,  as  soon  as  it  has  been  printed. 

Sen.  Warren  G.  Magnuson  (D-Wash.).  Com- 
merce Committee  chairman,  in  preliminary 

draft  of  letter  of  transmittal  to  FCC  Chairman 

George  C.  McConnaughey,  made  this  comment: 

"In  addition  to  the  problems  and  possible 
solutions  mentioned  in  the  report  of  this  Com- 

mittee, I  wish  to  add  some  thoughts  arising 
from  current  trends  in  the  radio  and  television 

industry,  some  of  which  arise  from  the  eco- 
nomic urge  of  some  stations  to  place  dollars 

ahead  of  public  service,  and  others  from  the 
infiltration  of  big  investment  business  into  tele- 

vision. These  are  questions  requiring  study  by 

your  Commission,  and  no  doubt  will  be  in- 
vestigated, in  due  time,  by  this  Committee. 

"I  hear  and  read  trade  reports  of  formation 
of  Wall  Street  syndicates  with  millions  of  dol- 

lars to  invest  in  television.  Although  this  is  a 
growth  industry  which  attracts  capital,  we  who 
are  responsible  to  the  public  should  bear  in 

mind  that  'he  who  pays  the  fiddler  calls  the 
tune'.  Television  stations  should  be  owned 
and  operated  by  people  who  have  the  feel  and 
interests  of  their  communities.  Tv  stations 
should  not  be  given  to  those  with  the  most 
money,  but  to  those  who  will  give  genuine  local 
expression,  which  is  so  essential  in  a  democracy. 
Tv  stations  may  find  themselves  simply  house- 
organs  grinding  the  tune  of  big  business,  as  in- 

deed there  is  some  evidence  existing  in  some 
cities  today.  Obviously  the  FCC  should  not 
encourage  extension  of  big  business,  such  as 
insurance  companies  and  aviation  carriers  into 
tv,  but  to  the  contrary  should  strive  for  local, 
integrated  ownership  by  people  who  will  not 
desecrate  a  precious  natural  resource  simply  to 

polish  the  halo  of  the  rich  corporate  owner." 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  39. 

CHATTANOOGA  CHOOSING  •  Chattanooga 
Medicine  Co..  Chattanooga,  Tenn.,  considering 

agency  recommendation  and  estimates  for  an- 
nual fall  spot  announcement  campaign.  Decision 

is  expected  shortly  and  availability  requests  are 
expected  to  start  through  agency,  Harry  B. 
Cohen,  N.  Y.,  within  next  10  days. 

NAIR  ON  TV  PUSH  •  Carter  Products  (Nair), 

N.  Y.,  through  its  agency,  Ted  Bates  Inc.,  con- 
templating limited  television  spot  announcement 

campaign. 

SPOT  TV  IN  25  •  David  B.  Kahn  Inc.  (Wear- 
ever  pens  and  pencils).  North  Bergen,  N.  J.,  set 
to  launch  spot  television  campaign  in  25  markets 
throughout  country  end  of  August,  using  live 
action  and  animated  commercials.  Initially 

campaign  will  have  "back-to-school"  theme  and after  mid-September  will  have  broader  appeal 

for  all  members  of  family.  Agency:  Dowd,  Red- 
field  &  Johnstone,  N.  Y. 

RADIO  FOR  DOW  •  Dow  Corning  Corp.,  Mid- 

land, Mich.,  planning  extensive  national  spot 

radio  campaign  for  fall  in  as-yet-unspecified 
markets  to  aid  local  stores  in  promoting  Syl-Mer 
silicone  finish  for  textiles  and  Sylflex  silicone 

finish  for  leathergoods.  Agency  Anderson  & 
Cairns,  N.  Y. 

DRUGGIST'S  DOZEN  •  Sterling  Drugs  (Phil- 

ips milk  of  magnesia),  through  Dancer-Fitz- 
gerald-Simple. N.  Y.,  planning  to  extend  pres- 

ent list  of  television  markets,  starting  in  fall, 

by  adding  nearly  dozen  stations.  Contracts  for 
all  Sterling  products  run  for  52  weeks. 

Radio-Tv  Give  Up  $300,000 

During  Conelrad  Alert  Test 

ESTIMATED  $300,000  worth  of  radio-tv  sta- 
tion time  was  donated  to  nationwide  civil  de- 

fense Operation  Alert  between  4-4:30  p.m. 
(EDT)  Friday  during  test  of  Conelrad  system. 
All  am,  fm  and  tv  regular  broadcast  service 
was  silenced  between  4:10-4:25  p.m.,  with 
stations  participating  in  Conelrad  clusters  carry- 

ing special  programming. 
Nationwide  surveys  are  being  made  to  de- 

termine how  public  received  Conelrad  emer- 
gency information,  with  newspapers  carrying 

questionnaires  on  effectiveness  of  anti-homing 
broadcast  service. 

FCC  contingent  of  30,  led  by  Defense  Comr. 

Robert  E.  Lee,  went  to  unspecified  remote  head- 
quarters Friday  morning.  FCC  personnel  as 

well  as  Federal  Civil  Defense  Adm.  conducted 
checks  of  Conelrad  broadcasts. 

Conelrad  am  stations  switched  to  emergency 

equipment  between  4:00-4:10  p.m..  All  other 
stations  were  permitted  to  stay  on  air  until 
4:10,  but  this  cut  across  two  quarter-hours  of 
network  program  time. 

In  Washington,  stations  started  going  off  air 

shortly  after  4:00,  with  complete  silence  at  4: 10 

except  for  Conelrad  service.  Both  640  and  1240 
channels  were  received  clearly  in  downtown 

Washington  though  volume  varied  sharply  every 

time  originating  stations  were  shifted.  At 

FCDA's  Olney  control  center,  Washington  sta- 
tions were  received  continuously  and  Baltimore 

service  was  received  sporadically. 
Other  reports: 

In  Los  Angeles,  reception  was  good  on  640, 

proved  intermittent  on  1240.  Reverse  was  true 
at  San  Gabriel.  Calif.  Interference  during  test 

period  was  noted  from  XERB  Rosarita  Beach, 

Mexico,  and  other  unidentified  Mexican  sta- tion. 

In  Richmond,  reception  was  audible  on 

ground-level  receiver  at  state  capitol,  although 
some  interference  was  noted  on  1240. 

Senate  Passes  FCC  Pay  Raise 

INCREASE  in  salaries  of  FCC  members  from 

from  $15,000  to  $20,000,  with  $20,500  for 
chairman,  voted  by  Senate  Friday  (early  story 

page  59).  Bill  now  goes  back  to  House  be- 
cause of  amendments.  Bill  also  involves  fed- 

eral retirement  liberalization,  to  which  Admin- 

istration has  expressed  opposition.  Adminis- 
tration has  strongly  supported  salary  increase. 
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Jovial  DEAN  HARRIS- Cen- 

Iral  New  York's  biggest  and  best 
radio  host,  the  Dean  of  unseen 
salesmen. 

AL  MELTZER  - 
Area  high  school  and 
collegiate  world  must 
orbit  around  his  mu- 

sical turn  tables  or  be 
in  the  dark. 

WHEN  planning  a  campaign 

for  the  Syracuse  Market . . . 

insure  its  success  with 

proven  sales  producers. 

Write,  wire  or  phone  for 

complete  information. 

KAY  LARSON -The  pretty voice  that  makes  more  men  and 

most  women  tune  in  "Milady's 

Almanac". 

AL. 

c 

IS 

THIS 

PLUS 

BS 

WHY 

WE  ARE 

FIR
ST*

 

IN  AUDIENCE 

6  A.M.  to  6  P.M. 

throughout  the  burgeoning 

5  county  Syracuse  Retail 
Area. 

LSE  April-May,  1956 

WHEN 

JOE  CUMMISKEY  -  More  news  for more  listeners  from  sunrise  to  sunset. 
RADIO 

KANSAS  CITY 

K  \  K 

C  \  C 

i 

SYRACUSE 

w  w 

i  i 
i  i 

o  \  o 
RADIO 

810  kc. 
CBS 

V  E 

i 

E 

PHOENIX 

K  \  K 

P  \  R 

O  \  O 

TV Channel  5 

i  CBS 

RADIO    \  TV 
i  620  kc.  \  Channel  8 

|      CBS      \  CBS 

RADIO 

910  kc. ABC 

TV 

Channel  5 

Represented   by   KATZ  AGENCY  INC. 

RADIO 

590  kc. 

^  CBS 

JOHN  BLAIR  &  CO.      BlAlft  TV,  INC, 

MEREDITH  TZcuU*  W  Idev&U**  STATIONS 

affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  magazines 
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FCC  Denies  V-U  Switch 

For  Des  Moines  Educational 

BY  4-3  VOTE  FCC  Friday  denied  what  would 

have  been  second  v-to-u  switch  in  educational  tv 
reservation.  Commission  denied  petition  by 

suspended  ch.  17  KGTV  (TV)  Des  Moines, 
Iowa,  to  shift  the  uhf  Des  Moines  educational 
tv  reservation  from  ch.  11  to  ch.  17.  Comrs. 

Bartley,  Lee  and  Doerfer  voted  for  requested 

change.  Precedent-setting  action  came  earlier  in 
week  when  FCC  replaced  educational  ch.  3  at 

College  Station  with  educational  ch.  48  and 

moved  ch.  3  to  Bryan-College  Station  as  com- 
mercial channel  (see  story,  page  51). 

FCC  also  issued  notice  of  proposed  rule- 
making Friday  on  following  changes: 

Bozeman-Helena,  Mont. — Delete  ch.  12  from 
Helena  and  add  it  to  Bozeman;  Helena  would 
then  have  ch.  10;  Bozeman,  chs.  9  (educational), 

12  and  22.  FCC  proposed  as  alternative  shift- 
ing Bozeman  educational  reservation  from  ch. 

!  9  to  22.  Comments  on  these  proposals,  ad- 
vanced by  Penn  Engineering  Co.,  Bozeman,  are 

;  due  Aug.  22. 
Columbia-Charleston,  S.  C. — Change  ch.  5 

i  at  Charleston  (operating  WCSC-TV  to  either 
ch.  4  or  7,  moving  ch.  5  to  Columbia.  Basic 
petitioner,  ch.  67  WNOK-TV  Columbia,  asked 
that  ch.  5  be  switched  from  Charleston  to  Sandy 
Run,  S.  C.  Comments  due  Sept.  10. 

Comments  were  asked  by  Sept.  10  on  follow- 
ing additions  to  proposals  already  subject  of 

rule-making: 
Peoria,  111.— (Docket  11749)  Add  ch.  31  to 

Peoria.  Outstanding  rule-making  would  make 
Peoria  all  uhf,  deleting  ch.  8  and  adding  ch.  25, 
giving  Peoria  19,  25,  37  (educational)  and  43. 

Springfield,  111.— (Docket  11747)  Add  ch.  26 
to  Springfield.  Outstanding  rule-making  would 
make  Springfield  all  uhf,  deleting  ch.  2  (giving 
same  to  St.  Louis,  Mo.)  and  adding  ch.  39  to 
Springfield,  thus  giving  city  chs.  20,  39  and  66 
(educational). 

AAAA  Sets  Regional  Dates 

AMERICAN  Assn.  of  Advertising  Agencies  Fri- 
day set  dates  for  its  four  annual  regional  meet- 
ings this  fall.  AAAA  central  region  annual  meet- 

ing is  scheduled  Oct.  4-5  at  Chicago's  Hotel 
Blackstone  under  chairmanship  of  Lawrence  O. 
Holmberg,  Compton  Adv.,  Chicago.  Western 
region  meets  Oct.  7-10  at  Hotel  Del  Coronado, 
Coronado,  Calif.,  under  chairmanship  of  Trevor 
Evans,  Pacific  National  Adv.,  Seattle.  AAAA 
east  central  regional  meeting  is  announced  for 
Oct.  19-20  at  Aurora  Inn,  Aurora,  Ohio,  under 
chairmanship  of  Andrew  B.  Meldrum,  Meldrum 
&  Fewsmith  Inc.,  Cleveland.  Eastern  regional 

conference  is  set  for  Nov.  27-28  at  New  York's 
Hotel  Roosevelt  under  chairmanship  of  Adolph 
J.  Toigo,  president  of  Lennen  &  Newell,  N.  Y. 

KOOS  Gets  Coos  Bay  U 

LONE  APPLICANT  for  ch.  16  Coos  Bay,  Ore., 
KOOS  Inc.,  Friday  was  recommended  for  grant 
in  initial  decision  by  FCC  Hearing  Examiner 
H.  Gifford  Irion.  KOOS  Inc.  is  licensee  of 
KOOS  Coos  Bay  (1230  kc,  250  w),  which  went 

on  air  in  1928.  KOOS  Inc.'s  application  for 
ch.  16  originally  was  designated  for  hearing 
with  Pacific  Tv  Inc.,  but  latter  had  its  applica- 

tion dismissed  to  await  rule-making  on  its  re- 
quest to  the  FCC  to  assign  ch.  1 1  to  Coos  Bay. 

WASN'T  OFFICIAL 

IT  ALL  depends  on  timing.  FCC  has 

spelled  out  when  a  candidate  is  privi- 
leged to  demand  (and  receive)  equal  time 

in  letter  to  one  William  Cotter,  candidate 
for  Wayne  County,  Mich.,  probate  judge. 
Seems  his  opponent  appeared  on  juvenile 
delinquency  tv  panel  show  last  month 
and  Mr.  Cotter  demanded  (and  was  re- 

fused) equal  time.  FCC  in  letter  to  Mr. 
Cotter  said  he  was  not  qualified  to  make 
demand  because  opponent  appeared  be- 

fore he  became  a  legally  qualified  can- 
didate. 

RCA  4-lb.  Transistorized 

Video  Camera  Announced 

"RADICAL"  new  transistorized  four-lb.  tv 
camera  and  15-lb.  portable  pack-back  transmit- 

ter being  announced  today  (Monday)  by  RCA. 

New  equipment,  completely  transistorized  ex- 
cept for  transmitting  and  pickup  tubes,  will  be 

used  experimentally  by  NBC  in  coverage  of  po- 
litical conventions  next  month. 

Developed  at  RCA's  David  Sarnoff  Research 
Center  at  Princton  under  guidance  of  Dr.  V.  K. 
Zworykin,  honorary  vice  president  of  RCA, 
entire  assembly  employs  70  transistors.  Aside 
from  viewfinder  (which  may  be  used  in  de- 

tached position),  camera  is  2!/2  in.  high,  3  in. 
wide.  8U  in.  long.  Pack-back  transmitter,  whose 
15  pounds  compare  with  approximately  50 
pounds  for  previous  portable  transmitters  with 
lubes,  is  12  in.  wide.  13  in.  high.  3  in.  deep. 
RCA  said  it  can  send  tv  signals  to  base  stations 
more  than  one  mile  away. 

New  half-inch  Vidicon  camera  tube  is  used  in 
camera.  Officials  said  developmental  samples  of 
lube  will  be  made  available  to  tv  camera  manu- 

facturers in  few  weeks. 

Boston  Educational  Tv  Outlet 

Set  for  ABC  Election  Coverage 

ABC-TV's  coverage  of  1956  political  conven- 
tions will  be  seen  in  Boston  on  non-commercial 

WGBH-TV.  Lowell  Institute  Broadcasting 
Council  station  reported  Friday.  In  agreement 

signed  by  educational  outlet.  ABC-TV  and 

Philco  Corp.,  sponsor  of  network's  telecasts, WGBH-TV  will  carry  convention  coverage  as 

"public  service."  All  programs  will  acknowledge 
Philco's  participation  but  will  eliminate  com- 

mercial announcements.  WNAC-TV  (ch.  7) 

Boston,  which  regularly  carries  both  ABC-TV 

and  CBS-TV  programs,  will  air  CBS-Westing- 
house  political  coverage  only. 

Orders  Color  on  WITI-TV 

IN  ITS  initial  plunge  into  television,  Formica 

Corp.,  Cincinnati,  has  launched  17-week  color 

tv  spot  saturation  campaign  on  WITI-TV  Mil- 
waukee to  test  efficiency  of  tv  selling  for  For- 

mica. Campaign,  placed  through  Perry  Brown 
Co.,  Cincinnati,  is  scheduled  six  days  weekly  on 

WITI-TV  at  9:30  p.m.,  and  consists  of  one-mi- 
nute filmed  spot  announcements.  Edward  A. 

More,  Formica's  advertising  manager,  explained 
move  into  color  tv:  "Color  is  our  business;  we 
should  look  to  color  tv  as  a  future  potential  in 

sales." 

JAMES  J.  McCAFFREY,  media  director; 
SHELBY  H.  PAGE,  treasurer  and  HERBERT 
W.  WARDEN,  account  supervisor,  Ogilvy,  Ben- 

son &  Mather  Inc.,  N.  Y.,  elected  vice  presi- 
dents. 

J.  LEWIS  AMES,  vice  president  and  secretary, 
and  J.  E.  FLEISCH,  vice  president  and  account 
supervisor,  Ruthrauff  &  Ryan  Inc.,  N.  Y., 
elected  to  board  of  directors. 

MILDREW  W.  MAKOVER,  account  executive, 
Henry  J.  Kaufman  Adv.,  Washington,  D.  C,  to 
copy  staff,  C.  J.  LaRoche  &  Co.,  N.  Y. 

STUART  K.  HENSLEY,  vice  president  in 
charge  of  advertising  and  brand  promotion, 
Toni  Div.  of  Gillette  Co.,  appointed  executive 
vice  president.  MARTIN  N.  SANDLER,  former 
Toni  treasurer,  succeeds  Mr.  Hensley  in  adver- 

tising post. 

IRA  GONSIER,  timebuyer,  Harry  B.  Cohen 
Adv..  N.  Y.,  expected  to  join  Sullivan,  Stauffer, 
Colwell  &  Bayles,  N.  Y.,  in  similar  capacity. 

NBC  Affiliates  Set  Up 

Program  Advisory  Unit 

FORMATION  of  NBC  Radio  affiliates'  pro- 
gram advisory  committee  to  work  closely  with 

NBC  officials  in  planning,  on  continuing  basis, 

radio  network's  program  structure  was  an- 
nounced Friday  by,  Lester  W.  Lindow,  WFDF 

Flint,  Mich.,  chairman  of  NBC  Radio  Affiliates 
Executive  Committee. 

Five-man  group  was  created  as  result  of  dis- 
cussions started  at  meeting  of  executive  com- 

mittee and  NBC  officials  June  29  when  new 

NBC  Bandstand,  two-hour  morning  (10-12 
noon)  series  of  live  pickups  of  name  bands 
(which  starts  July  30  on  Monday-Friday  basis), 
was  decided  upon  as  partial  successor  to  ill- 
starred  Weekday  service  [B»T,  July  2].  Mr. 

Lindow  said  committee  would  "reflect  the  think- 
ing of  the  affiliates  and  assist  the  network  in  its 

plans  by  trying  to  help  it  make  these  plans  as 

practical  and  desirable  as  possible." Members  are  Alex  Keese,  WFAA  Dallas; 
Louis  Read.  WDSU  New  Orleans;  Harold 
Essex.  WSJS  Winston-Salem:  Harold  Grams, 
KSD  St.  Louis,  and  William  Warren,  KOMO 
Seattle.  Date  of  first  meeting  has  not  been  set. 

N.  Y.  Executives  Lukewarm 

To  Poll-O-Meter  Presentation 

AGENCY  AND  NETWORK  research  execu- 
tives were  introduced  Friday  in  New  York  to 

new  electronic  measuring  device — Poll-O-Meter 
— as  guests  of  Poll-O-Meter  Corp.,  Beverly 
Hills.  Calif.  Machine,  which  instantaneously 
records  tv  set  signals  via  mobile  truck  unit  as 
vehicle  passes  along  street  at  10  miles  per  hour, 
calibrates  number  of  signal  impressions  accord- 

ing to  channel  number.  Film  depicting  truck 
unit  at  work  in  Los  Angeles  was  shown  under 
joint  presentation  with  New  York  investment 
house  Henry  Monotor  Assoc.  Inc..  which  is 
gathering  industry  reaction  in  view  of  possible financing. 

Research  experts  queried  by  B»T  on  feasi- 
bility and  usefulness  of  Poll-O-Meter  saw  dif- 

ficulty in  translating  information  into  mean- 
ingful or  useful  terms  to  network  or  agency 

users.  One  such  executive  said  Poll-O-Meter 

"has  the  enumerator  but  no  denominator."  Re- 

searchers agreed  that  device  has  "possibili- 
ties" but  not  until  "certain  difficulties  are 

straightened  out."  They  pointed  out  these  dif- 
ficulties as  lack  of  sampling  base  and  audience 

composition.  Without  either  of  these  qualifica- 
tions, actual  application  of  sarvice,  which  would 

show  average  audience  and  share  of  audience, 

would  be  diluted. 
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the  week  in  brief 

FCC  EYES  PROGRAM  CONTENT 

But  decides,  by  narrow  four-to-three 

vote,  not  to  make  it  an  issue  in  ap- 
proving sale  of  WQAM  Miami  to 

Todd  Storz   31 

$14  MILLION  IN  STATION  SALES 

FCC,  in  final  meeting  before  annual 
summer  hiatus,  approves  transfers  of 
ownership  of  $14  million  worth  of 

radio-tv  properties   32 

LEVER  BROS.  ASKS  DOUBLE-SPOTS 

Stations  and  representatives  look 
askance  at  Lever  Bros,  proposal  to 

plug  two  products  in  same  60-second 

spot,  but  think  they'll  go  along  .  34 

BBDO  TV  BILLINGS:  $72  MILLION 

Five  new  tv  nework  programs  on 

agency's  schedule  for  fall  are  expected 
to  add  about  $12  million  to  the  $60 

million  spent  in  video  advertising  for 
BBDO  clients  in  1955   37 

NETWORK  RADIO  CHALLENGED 

Program  service  of  radio  networks 

fails  to  meet  today's  needs,  Westing- 
house  Radio  Co.  President  McGan- 
non  states  in  explaining  why  WBC 
stations  left  NBC   42 

OUTLOOK  GOOD  FOR  ALL-U  TV 

But  not  in  foreseeable  future,  FCC 
Chairman  McConnaughey  tells  Senate 

Commerce  Committee,  expressing  con- 

fidence that  engineers  will  "eventually" 
find  way  to  make  uhf  work  46 

BOLER  SEEKS  AT&T  PROBE 

North  Dakota  broadcaster  asks  Sen- 

ate to  let  FCC  investigate  "exorbitant" 
charges  for  intercity  tv  connections 

48 

departments 
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Awards   66 
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Colorcasting    37 
Editorials    138 

Education    70 

Film    41 
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FCC  MOVES  THREE  CHANNELS 

In  final  decisions,  Commission  shifts 
ch.  21  from  Huntington,  Ind.,  to  Fort 
Wayne;  assigns  ch.  61  to  Moses  Lake, 

Wash.,  and  changes  educational  reser- 
vation in  College  Station,  Tex.,  from 

vhf  ch.  3  to  uhf  ch.  48  57 

TV  HAS  MORE  PROBING  AHEAD 

House  Antitrust  Committee  plans  Sep- 

tember hearings  in  New  York  to  ex- 

plore television's  advertising  practices 
and  talent  contracts   54 

CROWELL-COLLIER  FILES  FOR  KFWB 

Publishing  firm  makes  first  move  to 

secure  FCC  approval  of  its  $19  mil- 
lion radio  and  tv  station  purchases  .  59 

BROADCASTERS  BUY  BALL  CLUB 

Detroit  Tigers  is  purchased  by  11- 
man  syndicate  headed  by  John  E. 
Fetzer  and  Fred  A.  Knorr  for  $5.5 

million  in  biggest  deal  in  baseball  his- 
tory  62 

NEWSPAPER  EFFICIENCY  DECLINES 

Local  ads  in  Denver  Post  are  read,  on 

average,  by  18%  fewer  women  per 
dollar  than  a  year  ago,  TvB  President 

Treyz  tells  Denver  advertiser-agency 
executives   68 

AFTRA  SAG  MERGER  PROSPECTS 

National  executive  secretary  of 
AFTRA  tells  convention  that  mutual 

interests  and  overlap  of  membership 

will  "eventually  force"  the  two  talent 
unions  to  combine  70 

GATES  REVEALS  AUTOSTATION' 

System  said  to  provide  up  to  12  hours 

of  complete,  continuous  and  unat- 
tended radio  station  programming  71 

THE  TEXAS  STORY 

Lone  Star  State  is  subject  of  the  sev- 

enth article  in  B»T's  series  of  studies 
of  expanding  U.  S.  markets  75 

For  the  Record  128 

Government    46 
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Sales  Are  a  Matter  of  Moods 

The  Mood  is  always  Right  for  Sales  on  a  KTLA  Live  Show — because  your  integrated 

commercial  has  the  impact  of  personalized  selling  presented  in  the  same  warm,  friendly 

mood  as  the  show  itself.  Current  advertisers  have  felt  the  Proof  of  this  in  Sales. 

PUT  THE  WHOLE  SHOW  TO  WORK  FOR  YOU! 

KTLA's  Live  Shows  Set  the  RIGHT  MOOD  for  SALES! 

KTLA  CHANNEL  5 

5800  Sunset  Blvd.  Hollywood  28,  California 

Represented  Nationally  by  Paul  H.  Raymer  Co.,  Inc. 

Broadcasting  •  Telecasting July  23,  1956  •    Page  11 



.  i 

II 

We're  10  Years  Old ! 

This  chart  shows  our  growth  from  Zxh  million 

dollars  of  billing  to  over  36  million— unequaled 

by  any  other  post-war  agency 

■ 
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You  can't  do  it  the  easy  wa) Some  things  we  have  learned  from  our  lO  years  of  experience 

that  have  proved  profitable  to  us-AND  TO  OUR  CLIENTS  j 

EVERY  successful  businessman,  we  suppose,  likes 

to  think  he  "got  there"  by  hard  work— and  usually he  did. 

We  feel  that  way  ourselves.  We're  ten  years  old,  and 
we  probably  have  a  right  to  view  our  first  decade  as 

a  pretty  successful  one. 

But  when  we  look  back,  we  can't  find  anything  sen- 
sational in  our  performance.  No  fireworks. 

Just  an  awful  lot  of  hard  work.  And  some  surprising 
results. 

We  tooled  up  for  it 

Back  in  1946,  SSC&B  was  founded  to  meet  a  post- 

war need  for  experience,  special  knowledge,  and  hard 

work  in  the  coming  battle  for  packaged  goods  sales. 

Our  new  agency  was  deliberately  staffed  with  men 

of  wide  experience  and  outstanding  ability  in  this 

highly  competitive  field.  Men,  you  might  say,  1 

were  hardened  by  "the  discipline  of  the  depressi< 
Also  by  design,  it  included  some  of  the  count 

top-flight  specialists  in  television— a  still-experime 
medium  that  was  foreseen  as  a  new,  powerful  se 
force  of  the  future. 

It  has  paid  off — double 

The  chart  above  shows  how  an  advertising  ag< 

founded  on  such  ideas,  and  blessed  with  able  cli 

and  fine  products,  can  prosper. 

But  — more  interesting  to  you— it  shows  how 

clients  have  prospered  too. 

For,  of  our  total  36  million  dollar  billing  to 
more  than  20  million  is  increased  billing  from  eig) 

our  earliest  clients,  based  on  increased  sales. 



nd  all  eight  of  these  clients  are  in  fields  so  strongly 

impetitive  that  sound,  hard-selling  copy  is  almost  a 

ust  for  survival  — cigarettes,  soaps,  proprietaries, 
ods  and  other  grocery  and  drugstore  items. 

Some  things  we've  learned 

hese  are  supposed  to  be  lush  times.  But  competition 

many  fields  is  just  as  tough  as  ever— or  tougher  than 
/er. 

The  battle  is  still  going  on,  and  experienced  adver- 

sers are  not  being  fooled  by  what  may  look  like 

Uy  going. 
They  know  that,  even  with  volume  bulging,  it  is 

isy  to  lose  competitive  position. 

They  know  that  new  product  developments  can 

adly  damage  a  beautiful  consumer  franchise  almost 

vernight. 

And  that  a  relaxed  attitude  toward  advertising,  sell- 

ing and  product  improvement  can  be  an  invitation  to 
disaster.        How  we  may  help 

If  you  are  such  an  advertiser,  you  might  be  interested 

in  hearing  how  we  operate  under  today's  special  com- 
petitive conditions. 

How,  for  example,  we  have  helped  clients  launch 

new  products  in  brutally  competitive  fields. 

How  we  have  helped  "fenced  in"  products  break 
out  of  local  markets  into  broader,  richer  territory. 

How  we  have  helped  fine  products,  that  somehow 

had  dropped  behind  the  field,  regain  leadership. 

Success  in  jobs  like  those  does  not  come  easy.  It  all 

adds  up  to  hard  work.  But  that's  what  we  like  here  at 

SSC&B.  Because  we're  used  to  it  and  are  geared  up 
to  it. 

And  because  we've  found  that  it  gives  an  advertis- 

ing agency  its  best  chance  to  grow  —  along  with  its 
clients. 

Sullivan,  Stauffer,  Colwell  &  Bayles,  Inc. 

477  MADISON  AVENUE,  NEW  YORK  22 PHONE:  MURRAY  HILL  8-1600 



22  W.  Hubbard  Street-the  address 

of  Chicago's  pace-setting  film 

company.    Housed  in  compact 

facilities  .  .  .  three  big  film-making 

floors  in  one  building.  Producers 

of  quality  TV  commercials  and 

shows  for  the  nation's  leading 

advertisers.  Currently  in  production 

...  85  hour  and  half-hour  TV 

shows. 

Write  for  a  sample  reel  of  recent  TV  com- 
mercials .  .  .  information  about  "Camtron- 

ic",  the  cost-cutting  filming  method  and 
one  of  our  new  shows,  THE  NATIONAL 
BARN  DANCE. 

FRED  A.NILES 

Productions,  Inc. 

Motion  pictures  ior  theatre,  television 
and  industry 

22  W.  HUBBARD  STREET  CHICAGO  10, 

ILLINOIS  SUperior  7-0760 
In  Hollywood:  1040  N.  Las  Palmas 

IN  REVIEW 

CAN  FREEDOM  WIN? 

LAST  YEAR  Brig.  Gen.  David  Sarnoff,  RCA 
board  chairman,  presented  to  the  White  House 

a  memorandum,  "Program  for  a  Political  Offen- 
sive against  World  Communism,"  which  urged 

that  a  firm  decision  to  "win  the  Cold  War"  be 
adopted  as  the  "surest  way  to  prevent  a  Hot 

War." 

Inspired  by  that  document  is  Can  Freedom 
Win?,  NBC  Radio  series  of  13  25-minute  broad- 

casts designed  to  explore  international  commu- 
nism, its  goals  and  its  tactics,  for  the  edification 

of  the  American  public.  Series,  presented  by 

NBC  under  a  grant  from  the  Richardson  Foun- 
dation, will  have  as  guests  authorities  on  com- 

munism who  will  give  recommendations  as  to 
how  the  United  States  can  best  meet  and  defeat 
its  challenge. 

Norman  Thomas,  head  of  the  Socialist  Party, 

who  was  guest  on  the  series'  opening  broadcast 
July  12,  and  the  program's  two  regular  panelists 
— Eugene  Lyons,  a  Reader's  Digest  senior  editor, 
and  Dr.  Robert  Strausz-Hupe,  director  of  the 
Foreign  Policy  Research  Institute  of  the  U.  of 
Pennsylvania,  found  themselves  in  full  agree- 

ment on  the  program's  subject:  "Is  World 
Domination  Still  the  Soviet  Goal?"  Their  an- 

swer: a  resounding  "Yes."  Soviet  methods  may 
have  changed;  they  may  be  operating  on  a 

policy  that  present  conditions  favor  psychologi- 
cal and  political  maneuvers  rather  than  armed 

force  as  a  means  of  spreading  communism 

throughout  the  world;  but  they're  still  out  to 
make  the  world  solidly  communistic. 

The  three  panelists  also  agreed  that,  as  Mr. 

Thomas  expressed  it,  "all  the  downgrading  of 
Stalin  has  been  in  order  still  higher  to  upgrade 

Lenin,"  and  that  this  is  no  improvement.  Mr. 
Thomas  declared  that  to  prevent  this  new 
Soviet  drive  from  winning  converts  the  western 
nations  must  offer  a  definite  program  of  their 
own,  but  neither  he  nor  the  others  spelled  out 
what  that  program  should  be. 

With  no  gimmicky  trappings  to  attract  or 
hold  the  casual  listener,  Can  Freedom  Win? 
offers  instead  a  straightforward  discussion  of  a 
weighty  problem  that  seems  likely  to  make  its 
greatest  appeal  to  those  individuals  who  are 
already  concerned  with  the  threat  of  world 
communism  and  who  want  to  know  more  about 
it  and  what  they  can  do  about  it.  As  with  most 
education,  what  the  listener  gets  out  of  this 
series  depends  largely  on  what  he  puts  into  it. 
Production  costs:  Approximately  $7,500. 

Presented  by  NBC  in  cooperation  with  the  For- 
eign Policy  Research  Institute  of  the  U.  of 

Pennsylvania,   on   NBC  Radio,  sustaining, 
Thurs.,  9:05-9:30  p.m.,  under  a  grant  from 
the  Richardson  Foundation. 

Moderator:  Hardy  Burt;  producer:  Hardy  Burt; 
director:  George  Boutsas. 

Panelists:  Eugene  Lyons,  Dr.  Robert  Strausz- 
Hupe  and  guests.  Norman  Thomas  was  guest 
on  the  opening  broadcast,  July  12. 

THE  BACHELOR 

HAL  MARCH,  known  to  John  Q.  Viewer  as  a 
quiz  show  m.c.  and  sometime  actor,  had  a 
chance  on  an  NBC-TV  Sunday  Spectacular, 
"The  Bachelor,"  to  show  what  a  really  talented 
fellow  he  is.  Called  on  to  sing,  act,  caper  and 
look  good,  he  did  all  with  polish  and  brought 
the  role  the  extra  element  that  makes  a  per- 

formance credible,  even  when  the  show  doesn't 
pretend  to  be  more  substantial  than  a  soap 
bubble. 

As  much  must  be  said  for  his  colleagues: 
Carol  Haney,  Jayne  Mansfield  and  all. 

Writers  Arnie  Rosen  and  Coleman  Jacoby 

with  songsmith  Steve  Allen  took  their  inspira- 
tion close  to  home — Madison  Avenue — and 

whipped  up  a  gay  script  about  an  advertising 

executive  who  parcels  out  affections  to  seven 
girls  and  a  secretary.  Every  one  of  the  songs- 
nine  all  told — was  singable,  unpretentious  an 

charming,  from  "Slave  Girl"  (sweet  to  the  eai 
of  any  secretary )  to  "Three  Cheers  and  a  Tigei 
(listing  football  cliches  dear  to  the  busines 

man's  heart)  to  "This  Could  Be  the  Start  c 
Something"  and  so  on. 

Another  melody  which  lingers  after  the! 

spectaculars  is  the  "You  and  Us"  signature  < 
the  imaginative  U.  S.  Rubber  commercial. 

Joe  Cates'  direction  of  "The  Bachelor"  pr< 
duced  some  nice  stylistic  touches  by  actors  i 

the  course  of  their  short  90-minute  romp. 
Production  costs:  Approximately  $60,000. 

Sponsored  by   Kraft  Foods  Co.  through 
Walter  Thompson  Co.,  U.  S.  Rubber  C 
through  Fletcher  D.  Richards  Inc.,  Maybe 
line  Co.  through  Gordon  Best  &  Co.  at 
National  Savings  &  Loan  Foundation  In 

through  McCann-Erickson  Inc.  on  NBC-T 
in  color  and  black-and-white  Sunday,  Ju 
14,  7:30-9  p.m.  EDT. 

Cast:  Hal  March,  Carol  Haney,  Jayne  Man 
field,  Julie  Wilson,  Georgiann  Johnson,  Re, 
zo    Cesana,    Harry    Holcombe,  Raymot 
Bramley,  Peter  Gennaro,  Frank  Derbas. 

Producer-director:  Joe   Cates;  associate  pr> 
ducer:  Ervin  Drake;  music  and  lyrics:  Stey 
Allen;   book:  Arnie   Rosen   and  Colemc 
Jacoby;  choreography:  Carol  Haney;  cc 
tumes:  Guy  Kent;  sets:  Burr  Smidt;  mm 
director:    Ted   Raph;   program  supervise 
Julian  Bercovici. 

CAMPAIGN  ROUNDUP 

and  BANDWAGON  '56 
SO  far  as  "tv  news-in-depth"  is  concerned  b 
tween  now  and  mid-August,  it  appears  as  if  tl 
the  audience  will  have  to  get  along  on  a  di 
of  warmed  over  soupe  du  jour.  It  does  not  tal 
much  imagination  to  set  a  bunch  of  politic 
pundits  before  a  live  camera  to  talk  over  ha 
been  news.  But  from  their  point  of  view,  \ 

suppose,  after  having  their  tongues  burned  ba< 
in  1948,  luke-warm  soup  tastes  so  much  bett 
than,  say,  baked  crow. 

Last  week,  15  of  these  pundits — representii 
two  large  radio-tv  networks  and  a  leading  new 
weekly — spent  close  to  an  hour  before  tl 
cameras,  vapidly  discussing  such  stale  iter 
as  the  late  primaries  and  the  people  who  figun 
in  them.  All  told,  it  seemed  a  dreadful  waste 
time,  both  on  their  part  and  on  ours. 

On  ABC-TV's  Campaign  Roundup,  an  it 
pressive  array  of  ABC  and  Newsweek  reporte 
banded  together  in  one  studio — an  inescapat 

conclusion  despite  ABC's  efforts  to  disguise  tl 
proceedings  as  one  massive  round-up  fro 

around  the  country — to  "report"  on  the  cou 
try's  political  pulse.  Thirty  minutes  later,  it  w 
still  beating  strong.  Ike  was  still  the  G( 
standardbearer;  Stevenson  seemed  a  sure  t 

for  the  Democrats  (though  ABC's  Paul  Harv 
and  Newsweek's  Ken  Crawford  just  couldi 
get  together  on  whether  the  choice  of  Tenn< 
see's  Gov.  Frank  Clement  as  Democratic  ke 
noter  was  a  concession  to  Stevenson  or  K 

fauver),  and  Harriman  was  still  sneaking  i 

albeit  at  snail's  pace.  So,  for  that  matter,  d 
the  TelePrompTer.  Picture  some  of  the  quic 
est  minds  in  journalism  looking  desperafc 
into  the  camera  eye,  stumbling,  groping  for  t 
right  ad-lib  till  the  next  line  came  up,  and  % 
get  a  composite  of  a  program  that  might  betl 
have  been  titled  Campaign  Mishmash. 

There  was  no  such  trouble  over  at  CBS-1 

as  it  launched  Bandwagon  '56.  The  coo 
numbered  fewer,  but  the  brew  was  still  the  sai 
no  matter  how  you  spooned  it.  In  this  instan< 
newsmen  Walter  Cronkite,  Bob  Trout,  El 
Sevareid,  Blaine  Littell  and  Dallas  Townse: 
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SO  powerful  is  the  impact  of  radio  today,  that  it  moved  one  of  our  writers 

to  compose  this  "Tribute"  for  the  recent  celebration  of  National  Radio  Week. 

We  thought  you  might  like  to  have  a  copy  for  your  office. 

SO  powerful  tOO,  is  WGR.  It  dominates  Buffalo 

and  Western  New  York,  the  Nation's  14th 

Largest  Sales  Area.  What's  more,  there's  a  bonus 

audience  of  600,000  radio  families  in  nearby 

Canada.  Your  first  buy  in  Buffalo  is  WGR . . . 

BUFFALO'S  FIRST  STATION 

WGR 

ABC  AFFILIATE 

Representatives:  Peters,  Griffin,  Woodward,  Inc. 

*WGR  Hotel  Lafayette,  Buffalo,  N.  Y. 
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NERALS 

—  All  brass  and  no  bullets  —  doesn't  make  for  much  of  an  army  — 

doesn't  make  for  successful  compaigns.  Braid  is  impressive  but  it's  the 

"men  on  the  line"  that  get  the  results  —  and  it's  results  that  count. 

—  There  is  no  "brass  or  braid"  at  Hollingbery  —  every  man  in 

the  organization  whether  he  has  a  title  or  not  is  a  worker  — 

a  salesman  —  He  has  a  list  of  accounts  —  advertisers  and 

agencies.  He  is  out  of  the  arm  chair  and  "on  the  line"  — 

whether  it  be  on  Peachtree  in  Atlanta  —  Montgomery  in 
San  Francisco  or  the  often  mentioned  Madison  Avenue  in 

New  York  —  out  working  as  an  extension  of  your  own  sales 

forces  —  getting  results  for  you. 

—  There  are  no  arm  chair  generals  at  Hollingbery  —  It's  all  army. 

and  no 

Representing  "Top"  Radio  and  Television  Stations 

in  "Top"  Markets  Throughout  the  Country. 

New  York    •     Chicago    •    Los  Angeles    •  Atlanta 

San  Francisco  •  Seattle  •  Detroit  •  Minneapolis 



UNDUPLICATED 

PROGRAMMING 

IN  FLORIDA'S 

SECOND  MARKET 

\ 
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WFLA-TV  provides  intensive 

coverage  of  Florida's  SECOND  mar- 
ket with  unduplicated  NBC  live 

programming  at  maximum  power 

from  Florida's  tallest  tower  (1057- 

feet).  Your  sales  message  is  de- 

livered with  a  316,000  watt  selling 

punch  into  a  rich,  busy  30-county 

area  which  includes  the  TAMPA- 

ST.  PETERSBURG  metropolitan  mar- 

ket, Florida's  second,  and  America's 

36th  Retail  Market!* 

Get  top-rated  availabilities  from 

your  BLAIR-TV  man  today! 

*SM — Sorvey  of  Buying  Power,  May  1956 

wfla-tv  (El 
*      Wm     *T- WO  III  111  In 

LMBC  Basic  iintirconnictidi 

National  Representahve-BLAIR-TV  Inc. 

IN  REVIEW' 

took  turns  each  reporting  on  the  primaries,  the 

candidates,  the  issues  and  the  "trends."  Later, 
they  collectively  discussed  such  topics  as  Harry 

Truman's  power  (considerable),  the  worthiness 
of  primaries  (not  very),  and  the  chances  of 

Kentucky's  Happy  Chandler  to  figure  on  the 
national  Democratic  ticket  (very  poor).  At 

least,  in  CBS'  case,  the  promise  for  something 
"different"  is  there:  scheduled  for  (yesterday's) 
second  Bandwagon  '56 — a  visit  by  grass-roots 
pollster  Sam  Lubell  and  Remington-Rand's 
"infallible"  UNIVAC  computer. 
Summary:  with  all  the  gadgets  and  sources 

available  to  television  news,  there  seems  to  be 
no  excuse  for  such  a  limp  bill  of  retrospection 
as  was  handed  the  tv  audience  last  Sunday. 
To  phrase  a  GOP  coin:  the  people  behind 

Campaign  Roundup  and  Bandwagon  '56  are more  like  kennel  dogs  than  bird  dogs. 

Campaign  Roundup: 
Presented  by  ABC  Dept.  of  News  and  Special 

Events  in  cooperation  with  Newsweek  Maga- 
zine on  ABC-TV,  Sunday,  4-4:30  p.m.  EDT. 

Participants:  Newsweek's  Ernest  K.  Lindley, 
Harold  Lavine,  Kenneth  Crawford,  Robert  H. 

Fleming  and  Jack  lams;  ABC's  Quincy  Howe, 
Edward  P.  Morgan,  Paul  Harvey,  Bryson 
Rash  and  Martin  Agronsky. 

Written  by  Newsweek's  National  Affairs  depart- 
ment; directed  by  Marshall  Diskin  for  ABC. 

Bandwagon  '56: Written  and  produced  by  CBS  Dept.  of  News 

and  Public  Affairs  on  CBS-TV,  Sunday,  4:30- 
5  p.m.  EDT. 

Participants:  Robert  Trout,  Walter  Cronkite, 
Eric  Sevareid,  Blaine  Littell  and  Dallas  Town- 
send.  Producer:  Bill  Weinstein;  director:  Bob 

Quinn. 
SNEAK  PREVIEW 

TELEVISION  has  been  responsible  for  such  a 
burgeoning  of  creative  activity  in  the  few  years 

of  its  industrial  life  that  naturally  all  that's  good 
hasn't  gotten  on  the  air.  Now  some  of  the 
medium's  otherwise  unsung  songs  are  getting 

a  chance  to  live  briefly  on  NBC-TV's  Sneak 
Preview,  a  summer  show  made  up  of  pilot  films 
of  proposed  series. 

Each  of  these  is  potentially  good,  and  the 

viewer  can  decide  what  he'd  do  about  it  if  he 
had  the  say.  Sitting  in  the  seat  of  judgment 
has  a  certain  audience  appeal,  something  like 

the  suspense  of  a  giveaway  except  that  the  re- 
wards here  are  artistic  satisfaction  rather  than 

a  handout.  It's  rewarding  even  when  the  show 
turns  out  disappointingly,  as  did  the  second 

Preview,  "Merry-Go-Round."  This  particular 
pilot,  an  adventure  fantasy  with  primary  appeal 
to  youngsters,  was  well  handled  by  production 
people,  but  it  was  defeated  by  a  pointless  plot. 

Maybe  a  more  likely  idea  will  show  up  next 
week.  This  prospect  ought  to  keep  a  fair,  if 
not  guaranteed,  number  of  the  curious  coming 
back  to  Sneak  Preview  in  weeks  to  come. 
Production  costs:  Approximately  $30,000. 

Sponsored  by  Procter  &  Gamble  Co.,  Cincin- 
nati, through  Compton  Adv.,  N.  Y.,  on  NBC- 

TV  Tuesday,  9-9:30  p.m.  EDT. 
July  10  film:  Samuel  Goldwyn,  Jr.  Production; 

author:  Ray  Bradbury;  host  &  narrator: 
Nelson  Case;  star:  Barry  Frohner. 

IT'S  POLKA  TIME 

POLKA  DEVOTEES  (and  dancers)  being  pretty 

much  the  same  the  world  over — light-hearted, 
sure-footed  and,  apparently,  legion  in  number 
and  avidity — there  appears  to  be  all  the  reason 
in  the  same  world  for  a  network  tv  program 
aimed  at  addicts  of  this  adjunct  of  folk  music. 
In  fact,  there  are  probably  a  good  many  more 
polka  fans  in  the  United  States  than  coffee 
beans  in  Brazil — at  least  in  cities  with  heavy 

foreign-language-speaking  elements. 
If  this  be  the  case,  then,  ABC-TV  seems  on 

solid  ground  in  presenting  on  the  network  a 
show  that  has  already  won  its  spurs  in  Chi- 

cago. Like  televised  bowling  and  golf,  and 
the  WLS  National  Barn  Dance,  polka  shows 
have  emerged  as  popular  fare  in  Chicago  and 

It's  Polka  Time  well  may  have  the  ingredients 
for  a  long  network  run. 

This  ABC-TV  Chicago  entry  premiered  on 
some  20  stations  July  13.  It  proved  a  pleasant 

potpourri  of  tunes  by  Stan  Wolowic's  Polka 
Chips,  songs  by  Carolyn  DeZurik  and  dances 

by  the  cast's  regular  and  Austrian-Bavarian 
dance  groups.  All  executed  their  routines  with 
considerably  more  Polish  polish  than  one  would 
reasonably  have  a  right  to  expect. 

The  format  is  simple  throughout  and  Bruno 
(Junior)  Zielinski  is  at  his  teleprompterish  best 
as  master  of  ceremonies.  There  is  a  bit  of 
embellishment,  too,  in  a  Polka  Chips  singing 

commercial  built  around  the  theme,  "What'll 
You  Have?"  Well,  if  Junior  can  be  believed, 
"Pabst  is  in  the  same  business  we  are — en- 

tertainment." Pabst,  indeed,  was  in  business 
on  the  premiere — and  hopefully  for  the  rest  of 
the  summer. 

Production  costs:  Approximately  $7,500. 
Sponsored  by  Pabst  Brewing  Co.  through  Leo 

Burnett  Co.  on  ABC-TV,  Fri.,  9-9:30  p.m. 

(CDT). Producer-director:  Dan  Schuffman;  musical  di- 
rector: Stan  Wolowic. 

Cast:  Bruno  (Junior)  Zielinski,  m.c;  Carolyn 
DeZurik,  vocalist;  Stan  Wolowic  and  The 
Polka  Chips  instrumental  group;  Kanal 

Siodmy  dancers;  Rosegger  Steirer  Austrian- 
Bavarian  guest  dance  group. 

BOLD  JOURNEY 

IF  YOU  ever  spent  an  evening  watching  home 

movies  of  some  friend's  summer  vacation 

roughing  it  in  the  wilds,  you'll  find  a  familiar 
note  in  Bold  Adventure,  new  Monday  evening 

(7:30-8  p.m.  EDT)  series,  on  ABC-TV.  The 
difference  is  that  this  tv  adventure  series  deals 
with  adventures  of  professional  adventurers; 
the  movies  are  still  strictly  in  the  amateur 

class,  if  last  Monday's  inaugural  show  is 
typical  of  the  series. 

"Here  we  are,  shooting  the  rapids."  "Here 
we  are,  rocking  the  rubber  raft  off  a  rock." 
"Here  I  am,  dressed  in  the  nylon  nightgown 
the  grovip  gave  me  for  a  farewell  present  and 
you  might  (giggle)  call  this  picture  river 
cheesecake."  Those  are  typical  quotes  from  the 
narration  of  Georgia  White,  who  takes  parties 
on  river  trips,  not  gentle  floating  affairs  on 
calm  streams,  but  adventuresome,  hazardous, 
exciting  excursions  on  rough  waters,  filled  with 
rapids  and  rocks. 

The  adventures  of  Mrs.  White  and  her  party 
on  the  Salmon  and  Snake  Rivers  of  Idaho  and 

Oregon,  replete  with  scenery  and  wild  life  and 
campfires  and,  above  all,  water,  both  outside 
and,  all  too  frequently  for  comfort,  inside  the 
rubber  boats  in  which  the  party  traveled,  were 

obviously  real.  "This  really  happened,"  the 
viewer  could  tell  himself.  The  trouble  was  that 

the  next  words  might  well  be  "so  what."  Truth 
may  be  stranger  than  fiction  at  times,  but 

usually  it's  a  lot  duller,  a  fact  that  Bold  Adven- 
ture unnecessarily  accentuates.  We  recommend 

it  heartily  to  Boy  and  Girl  Scouts  of  all  ages. 
Others,  beware. 
Production  costs:  Approximately  $25,000. 

Sponsored   by   Ralston   Purina   Co.  through 
Guild,   Bascom   &   Bonfigli,   on  ABC-TV, 
Mon.,  7:30-8  p.m. 

Host:  John  Stephenson,  with  guest  adventurer. 
On  opener,  July  16,  guest  was  Mrs.  Georgia 
White. 

Producer:  Julian  Lesser. 
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OPEN  MIKE 

Woman  -  to  -  Woman 

is  how  Betty  Clarke  sells 

If  what  you  sell  is  bought  by 

women  (and  that's  just  about 

everything)  you'll  like  the  kind 
of  selling  job  WFDF's  Betty 
Clarke  does.  She's  the  only 
Woman's  Editor  in  Flint  radio 
.  .  .  and  her  warm,  personal 
show  is  a  listening  must  each 
weekday  at  9:55  AM  and  again 

at  2:30  PM.  It's  the  one  radio 
source  in  Flint  for  the  latest 

news  of  fashion,  food,  beauty, 

and  helpful  household  hints. 

Betty  plays  your  commercials 
straight  or  gracefully  works 
them  into  the  program  format. 

She's  especially  good  with  a 
new  product.  Why  not  yours? 

Katz  will  help  you  with  all  the 
details  and  tell  you  lots  more 
about  the  show. 

w fdf 
flinty  Michigan 

nbc  affiliate 
Associated    with    WFBM    AM    &    TV    I  ndianapolis- 

WOOD  AM  &  TV  Grand  Rapids— WTCN  AM  &  TV  Minneapolis-St.  Paul 

Represented  Nationally  by  the  KATZ  AGENCY 

Videotown  Color 
EDITOR: 

I  want  to  express  my  appreciation  for  the 
way  you  handled  my  color  television  story  .  .  . 
an  excellent  job  of  turning  what  was  meant  to 
be  a  confidential  report  into  a  really  interesting 
news  story.  I  believe  that  the  way  it  was 
handled  definitely  adds  to  the  prestige  of  our 
Videotown  studios. 

Since  it  has  been  out,  I  have  received  a  num- 
ber of  congratulatory  comments  from  both  in 

and  outside  the  agency. 

Gerald  W.  Tasker,  V.P.  &  Dir.  of 
Research 
Cunningham  &  Walsh,  New  York 

Wrong  Address? 
EDITOR: 

Your  fine  magazine  has  carried  several 
articles  and  letters  regarding  stations  putting 
records  on  the  air  without  auditioning  them. 

We  don't  have  an  opportunity  to  audition  all 
the  records  at  WBML  but  I  am  glad  that  we 

"caught"  the  "Gettysburg  Address"  by  Lord 
Buckley  ...  [a]  horrible  satire  on  one  of  the 
greatest  speeches  this  country  has  ever  heard. 

I  am  mailing  this  disc  to  you  because  you 
could  hardly  believe  it  unless  you  hear  it. 

Don't  bother  about  returning  it  as  I  do  not 
want  it  anywhere  near  the  WBML  library. 

George  W.  Patton,  Gen.  Mgr. 
WBML  Macon,  Ga. 

[EDITOR'S  NOTE:  Hip  Record  H-301  includes 
two  versions  of  the  Gettysburg  Address  by  "Lord" Richard  Buckley,  one  a  straight  dramatic  reading, 
the  other  a  bop-talk  take-off.  Apparently  meant 
to  be  real  cool,  the  bop  version  which  made 
WBML  so  hot  left  B»T  completely  cold.] 

Non-Stop  Order 
EDITOR: 

...  I  am  real  grateful  for  the  way  I  have 

been  kept  in  contact  with  the  various  goings-on 
of  the  r/t  industry  through  the  pages  of  your 

good  magazine  this  past  year.   Please  remind 
me  never  to  cancel  my  subscription! 

Charles  M.  Wilds 
Beau  Rivage  Palace 
Lausanne — Ouchy,  Switzerland. 

[EDITOR'S  NOTE:  Mr.  Wilds  was  formerly  super- vising timebuyer  of  N.  W.  Ayer  &  Co.] 

Response 
EDITOR: 

Thank  you  very  much  for  running  the  picture 
story  on  Herb  Fried  [B*T,  July  2].  As  of  this 
date  [July  16],  he  has  received  over  150  letters 
of  congratulations,  not  to  mention  the  many 
phone  calls.  .  .  . 

Dennis  F.  Dunn,  Pub.  Rel.  Dir. 
W.  B.  Doner  &  Co.,  Baltimore,  Md. 

Getting's  Not  Always  Using 
EDITOR: 

Something  should  be  said  in  answer  to  state- 
ments recently  made  to  the  effect  that  women 

broadcasters  in  large  numbers  "use"  publicity 
material  that  is  commercial  in  content,  thus 

giving  away  time.  Apparently  some  publicity 
people  base  their  estimates  of  the  number  of 
free  plugs  they  receive  on  the  number  of 
women  who  agree  to  receive  their  mailings; 
not  on  the  number  who  actually  send  proof  of 
use.  They  wail  bitterly  that  few  broadcasters 

mail  back  the  "I  used  your  material,"  cards. 
Certainly  many  women  broadcasters  are 

willing  to  receive  new  product  information, 
sometimes  accompanied  by  samples  for  dem- 

onstration use.  You  don't  have  to  promise  to 
put  it  on  the  air,  just  to  be  on  the  mailing  list. 

It's  nice  to  keep  up  with  new  items  coming 
on  the  market.   Sometimes  this  advance  infor- 
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JUST  RELEASED! 

39  NEW  EPISODES 

OF  BADGE  714 

Here's  Jack  Webb,  your  man  for  top  ratings'... 

and  Badge  7 1 4,  the  program  that  proved  re-runs  can  be  great. 

As  "Dragnet,"  it  is  the  highest-rated*  mystery  show  on  network 

television  today.  As  Badge  7 14  its  spectacular  success 

continues  in  market  after  market  (see  latest  available  arb 

Ratings  below)!  Get  the  sure  way  to  big  audiences  and 

increased  sales  —  get  Badge  714.  Sign  up  now  for  first-run 

syndication  sponsorship  in  your  markets. 

9 

Programs  for 

All  Stations— 

All  Sponsors 

N 

TELEVISION 

FILMS 

BADGE 

714 

li^oivistoN  op  KAORjSf  corporation     663  Fifth  Avenue  in  New  York;  Merchandise  Mart  in  Chicago;  Taft  Building  in  Hollywood.  In  Canada:  RCA  Victor,  225  Mutual  Street.  Toronto 
•Average  Audience  —  Nielsen  Television  Index,  first  report  May-56 



OPEN  MIKE 

Station 

Sales 

KIDDER, 

PEABODY 

&?  CO.— 

•  Has  an  established  re- 

lationship with  most 

of  the  important 

sources  of  investment 

capital  in  the  country. 

NT 

1  Maintains  close  con- 

tact with  all  phases 

of  the  Television  and 

Radio  industry. 

We  invite  the 

station  owner  to 

take  advantage  of 

this  dual  coverage 

when  considering 

the  sale  of  his 

property. 

KIDDER, 

PEABODY  &  CO. 
FOUNDED  1865 

NEW  YORK         BOSTON  PHILADELPHIA 
CHICAGO         SAN  FRANCISCO 

Offices  and  correspondents  in  thirty  other 
principal  cities  in  the  United  States 

Address  inquiries  to: 

ROBERT  E.  GRANT 

Kidder,  Peabody  &  Co. 

First  National  Bank  Building 

Chicago  3,  Illinois 

Telephone  ANdover  3-7350 

mation  can  lead  to  a  successful  sales  pitch  to 
the  local  outlet;  or  the  broadcaster  may  already 

have  a  similar  item  as  a  sponsor  and  it's  in- 
teresting to  know  about  the  competition;  some- 

times the  recipe  ©r  the  gimmick  or  the  sug- 
gested feature  merit  air  presentation — but 

there's  nothing  to  compel  you  to  use  the  brand 
name  or  to  tell  the  sender  that  you  didn't. 
Once  in  a  while  it's  surely  permissible  to  do 
a  round-up,  as  the  newspapers  do,  of  "What's 
new?" — again,  if  the  item  has  uses  that  may  be 
described  or  shown.  It's  not  necessary  to  use 
the  product  name  if  there's  a  station  policy 
against  it. 

Often  when  the  broadcaster  is  first  queried 
as  to  whether  she  wishes  to  receive  informa- 

tion about  a  certain  product,  she  will  be  told 
that  such  material  will  be  sent  to  her  on  an 
exclusive  basis  in  her  town.  So,  in  view  of  the 

above  possibilities  and  to  keep  her  local  com- 

petitors from  making  use  of  them,  she's  going 
to  say  "send  it  on."  She  makes  no  commit- 

ments as  to  its  use.  So  don't  figure  that  every 
name  on  the  mailing  list  means  a  free  plug  on 
the  air. 

Ruth  Crane,  Public  Relations  Consultant 
Washington,  D.  C. 

Testimonial 

EDITOR: 

I  want  you  to  know  that  we  at  KHMO  grow 
more  and  more  enthusiastic  about  your  won- 

derful features  on  radio  sales — there  aren't 
superlatives  enough  to  describe  what  a  shot  in 
the  arm  these  fine  articles  do  to  bolster  the 
morale  of  those  who  seem  to  think  that  radio 
has  fallen  by  the  wayside,  which  it  definitely 

hasn't.  Your  excellent  magazine  is  a  boon  to 
the  radio  and  television  industry. 

Ken  Albridge,  Prog.  Dir. 
KHMO  Hannibal,  Mo. 

The  Listeners  Speak 
EDITOR: 

I  noticed  in  the  July  2  issue  of  B»T  a  letter 
from  a  listener  in  Santa  Barbara  about  the  Free 

Speech  program  carried  by  KIST,  which  certain- 
ly appears  to  have  done  a  very  find  job  in  its 

two  years  on  the  air.  I  thought  in  this  con- 
nection you  might  be  interested  in  knowing  that 

a  program  of  that  nature  has  been  on  the  air 
over  KWPC  Muscatine,  Iowa,  since  March 
1953. 

Titled  Rambling  with  Roth,  the  program  has 
been  heard  every  noon  hour,  12:30-12:45.  It  is 
handled  by  Joe  Roth  Jr.  at  his  home.  Listeners 
may  phone  in  during  the  program  and  give 
Joe  their  particular  viewpoints  on  any  local 
school  or  government  activity  or  can  discuss  any 
particular  state  or  national  legislation  issue.  .  .  . 

The  superintendent  of  schools  at  Muscatine 
has  given  a  great  amount  of  credit  for  the 

passing  of  a  $1  million  bond  issue  to  this  pro- 
gram. He  felt  that  the  information  brought 

out  on  the  program  thoroughly  educated  the 
people  of  the  city  so  that  the  issue  was  able  to 
pass  by  an  overwhelming  vote.  .  .  .  Joe  Roth, 
incidentally,  is  a  victim  of  polio  who  has  not 
been  out  of  bed  since  his  highschool  days.  .  .  . 

George  J.  Volger,  Mgr. 
KWPC  Muscatine,  Iowa 

Lots  of  Vote  Getters 

EDITOR: 

The  fascinating  story  concerning  WSAI's 
participation  in  the  All-Star  Balloting  in  the 
Cincinnati  area  and  the  resulting  five  Redlegs 
winning  a  place  on  the  National  League  team 
[B»T,  July  9]  was  very  nice.  But  I  think  it 
should  be  brought  out  that  several  other  sta- 

tions in  the  area  were  involved  in  securing 
ballots  for  the  Redlegs. 
WSAI  feeds  the  baseball  games  to  40  other 
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radio  stations  in  Redleg-land.  A  large  share 
of  the  ballots,  I  am  sure,  came  from  listeners 

far  outside  of  WSAI's  actual  coverage.  The 
fact  that  WLWT  (TV)  originates  the  games  for 

videoland  in  the  Cincinnati-Columbus-Dayton- 
Huntington-Bloomington  area  prompted  many 
ballots  to  be  filled  out  for  the  Redlegs  that 
were  not  in  the  WSAI  count. 

WLWC  (TV),  our  tv  station  in  Columbus, 
ran  a  ballot  box  themselves  and,  though  over 
110  miles  from  the  home  of  the  Reds,  managed 
to  pull  in  about  50,000  votes.  There  were 
many  newspapers  in  the  area  that  were  also 

plugging  for  the  All-Star  ballots  .  .  . 
Dick  Zavon,  Mgr.  of  Aud.  Prom. 
WLWT  (TV)  Cincinnati,  Ohio 

Refreshing 

EDITOR: 

.  .  .  Your  enlightened  coverage  of  radio  and 
tv  news  is,  in  my  opinion,  most  refreshing. 

Keep  up  the  good  work! 
Ray  C.  Strieker,  Vice  Pres. 
Maxon  Advertising,  Chicago 

Free  Space 

EDITOR: 
In  reading  your  issue  of  July  9, 1  came  across 

the  mention  of  the  St.  Louis  Post  Dispatch  edi- 
torial [in  favor  of  a  Senate  bill  that  would  re- 

quire tv  stations  and  networks  to  give  free  time 
to  presidential  candidates  of  major  parties  in 
election  years]. 

The  obvious  thing  missing  in  their  reasoning 
was  in  not  asking  for  a  bill  to  require  the  news- 

papers to  donate  an  equal  amount  of  display 

space. It  seems  as  though  a  lot  of  people  would  like 

to  saddle  the  networks  just  as  long  as  "it  in- 

cludes them  out." 
Bill  Hart,  Mgr. 

KG  HI  Little  Rock,  Ark. 

In  Demand 

EDITOR: 

Will  you  please  supply  me  with  five  addi- 
tional copies  of  your  current  Telestatus.  This 

will  enable  me  to  supply  each  of  my  field  men. 

Louis  P.  Shannon,  Mgr.,  Extension  Div. 
Public  Relations  Dept. 
E.  I.  duPont  de  Nemours  &  Co. 
Wilmington,  Del. 

EDITOR: 

Please  send  me,  by  return  mail,  two  copies 

of  your  July  B»T  Telestatus. 
Bruce  Stern 
Nelson  Stern  Adv. 
Cleveland,  Ohio 

[EDITOR'S  NOTE:  The  B-T  issue  of  the  first 
Monday  of  each  month  includes  a  special  eight- 
page  TELESTATUS  section  that  contains  a  report 
on  U.  S.  television  stations,  operating  or  planned, 
and  a  schedule  of  network  tv  programs  for  the 
month.  The  section  is  perforated  so  it  can  easily 
be  removed  from  the  issue  and  additional  copies 
are  available  from  B«T's  Readers  Service  Dept.] 

Old  Friend 
EDITOR: 

The  other  night  I  addressed  the  SMU-WFAA 
Television  Workshop  here  on  the  subject, 

"  'Selling'  Internal  Revenue  Service  Public  Serv- 

ice Material  to  Radio-Tv  Stations." 
I  told  the  group  that  they  should  keep  hep 

with  radio-tv  viz  via  B»T — that  I  had  done  so 
since  its  birth  in  1931. 

Elbert  Haling 

Special  Asst.  to  the  Regional 
Commissioner 

Internal  Revenue  Service 
Dallas,  Tex. 
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MAKES  PLAIN  GOOD  SENSE 

.  .  .  AND  A  GOOD  BUY  TO 

NATIONAL  ADVERTISERS 

IN  THE  WBEN-TV  MARKET 

//  your  product  is  for  a  woman,  or  her 

home,  or  her  family,  Marion  Roberts 

can  profitably  sell  it  for  you  in  Western 

New  York. 

For  Marion  has  been  doing  just  that  for  more  than  50  food  appli- 

ance, home-product  manufacturers  since  1952  on  WBEN-TV. 

Selling  women  comes  easy  to  Marion.  Prior  to  her  "Plain  and 

Fancy"  programs  she  traveled  the  menu-making  trail  from 
Ciudad  Juarez  to  Edmonton,  Alberta. 

Today  she  cooks  "on  camera"  and  fills  her  morning  shows  with 
things  that  Western  New  York  homemakers  want  to  hear  and 

learn  about  .  .  .  from  sewing  hints  and  home  budgeting  to  party 

planning  and  food  preparation. 

Rating-wise,  cost-wise,  coverage-wise  it  makes  plain  good  sense 

to  consider  "Plain  and  Fancy  Cooking,  Plain  and  Fancy  Talk".  .  . 

Monday  through  Friday,  9:30  a.m.  on  Channel  4. 

WBEN-TV BUFFALO 
CH 

4 

CBS  BASIC 

Represented  Nationally  by  HARRINGTON,  RIGHTER  &  PARSONS,  INC. 

THE  PIONEER  STATION   of  WESTERN   NEW  YORK 
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18,000  EMPLOYEES  WITH 

$73  MILLION  ANNUAL  PAYROLL 

AT  WARNER  ROBINS  AIR 

BASE  HELP  SEND  MACON'S 
ECONOMY  SKYROCKETING! 

Close  to  the  heart  of 

downtown  Metropolitan 

Macon  is  the  giant  Warner 
Robins  Air  Force  Base, 

one  of  Middle  Georgia's 
newest  facets  of  a  big, 

booming  economy.  The 

goods  bought  with  this, 

$73  million  payroll  are  another  reason  why 

Macon  is  growing  faster  than  all  but  three 

of  the  country's  25  largest  markets. 

TWO  STATIONS— AND  TWO  ALONE 

GIVE  YOU  OVER-ALL  COVERAGE 

WMAZ  and  WMAZ- 

TV  continue  to  domi- 

nate Middle  Georgia's 
broadcast  audiences. 

Your  audience  surveys 
document  this  .  .  .  time 

and  time  again.  And 

there's  a  reason  for 
this,  too  .  .  . 

GOOD  BROADCASTING 

MAKES  THE  DIFFERENCE 

Add  it  up :  Imaginative  local  programming. 

Top  network  offerings.  Middle  Georgia's 
finest  facilities.  Skillful  promotion.  Results 

command  the  attention  of  all  Middle  Georgia. 

THESE  STATIONS 

MOVE  MERCHANDISE: 

WMAZ 

10,000  Watts-940  Kc-CBS 
MEMBER:  GEORGIA  BIG  5 

WMAZ-TY 
Channel  13-CBS-ABC-NBC 

Represented 
Nationally  by: 

AVERY- KNODEL,  INC. 

our  respects 

to  FRANK  WILLIAM  CRANE 

THE  SOUND  of  radio  is  clear  and  strong  in 

Southern  California.  You  can  hear  radio's  many 
sounds  as  cars  slip  by  on  the  freeway  and  they 
are  constant  companions  at  home,  workshop 

and  beach.  They  are  performing  many  serv- 
ices— entertaining,  informing,  selling. 

If  a  man's  credo  can  be  condensed  to  so  few 
words,  this  one  would  probably  be  that  of 

Frank  Crane,  president  of  the  Southern  Cali- 
fornia Broadcasters  Assn.  and  considered  ra- 

dio's number  one  salesman  in  the  West.  SCBA 

is  believed  to  be  the  only  regional  broadcasters' 
organization  with  a  full-time  paid  staff  which 
devotes  its  energies  exclusively  to  sales  promo- 

tion of  radio  as  an  advertising  medium. 

Mr.  Crane  puts  his  faith  in  radio  to  practical 
demonstration.  He  and  Mrs.  Crane  have  just 

completed  a  21,000-mile  junket  of  the  U.  S., 
making  93  appearances  before  10,200  advertis- 

ing and  agency  executives  with  the  SCBA's 
unique  aural  presentation,  "Southern  Califor- 

nia— Unusual  Radio  Markets."  The  presentation 
employed  both  live  and  tape  segments  and 
multiple  speakers  spread  all  around  the  audience 

to  "sell  by  sound  and  show  how  the  human 
voice  on  radio  can  sell,"  Mr.  Crane  says. 

Week  in  and  week  out,  Mr.  Crane  is  to  be 
found  throughout  Southern  California  before 
local  Rotary,  Kiwanis  and  other  service  clubs, 

businessmen's  organizations  and  trade  groups. 
It's  just  part  of  SCBA's  grass  roots  selling, 
which  pays  off  in  opening  doors  heretofore  shut 
to  station  salesman,  many  broadcasters  grate- 

fully report. 

Under  Mr.  Crane's  'leadership,  SCBA  com- 
mittees have  developed  the  Sigalert  emergency 

communication  system  linking  member  stations 

with  police  and  civil  defense  centers.  Compre- 
hensive group  insurance  is  being  made  available 

to  member  stations  for  which  they  could  not 

qualify  individually.  Top  civic  officials  are  be- 
coming more  acquainted  with  radio  and  sharing 

their  problems  with  the  broadcasters  through 
the  monthly  SCBA  board  meetings.  Each  month 
the  board  is  host  at  a  dinner  and  reception  to  a 
different  official. 

Mr.  Crane's  organization  used  to  mix  a  little 
lobbying  in  with  its  sales  promotion  work,  but 

no  longer  gets  into  that  aspect  of  "promotion" since  the  revitalizing  of  the  California  State 
Radio  &  Television  Broadcasters  Assn.  SCBA, 

however,  is  providing  office  facilities  on  a  cost 
basis  to  CSRTBA  at  its  Hollywood  head- 

quarters. Frank  William  Crane  was  born  May  27,  1915, 

in  Los  Angeles.  His  father  is  credited  with 

originating  sideline  music  in  theatres  to  ac- 

company the  old  silent  films.  "But  I'm  just  an 
occasional  bongo  drummer,"  he  says. Mr.  Crane  attended  Los  Angeles  public 
schools  and  started  a  course  in  journalism  at 

USC  "but  I  dropped  out  the  first  year  to  get 
paid  for  practical  experience.  This  was  the 

early  '30s  and  the  depression."  He  went  north 
to  Stockton,  Calif.,  to  become  promotion  man- 

ager of  the  Stockton  Independent  "and  like  most 
papers,  I  did  a  bit  of  everything,  including  read- 

ing the  news  on  KGDM  there  on  newscasts 

sponsored  by  the  paper." In  1936,  he  joined  the  classified  advertising 
department  of  the  Los  Angeles  Times  and  two 
years  later  switched  to  the  Downtown  Shopp- 

ing News  there  as  assistant  circulation  manager 
and  display  advertising  salesman.  Eventually,  he 
joined  Firestone  Tire  &  Rubber  Co.  as  a  sales- 

man and  in  1942  volunteered  for  the  Air 
Force. 

Released  from  service  in  1945,  Mr.  Crane 
joined  the  special  events  unit  of  the  U.  S. 

Treasury  Dept.'s  Savings  Bond  Div.  in  Wash- 
ington, D.  C. 

The  next  year,  he  became  public  relations 

manager  of  Kaufman's  Dept.  Store,  Pittsburgh, 
a  retail  pioneer  in  the  effective  use  of  radio 

It  was  the  store's  75th  anniversary  in  1946 
and  his  work  involved  special  promotions, 

such  as  organization  of  the  city's  Civic  Light 
Opera  Assn.  and  the  anti-smoke  campaign 

"make  a  park  city  of  a  dark  city"  which  resulted 
in  the  city's  new  look  today.  He  worked 
closely  with  local  radio  in  these  endeavors. 

With  Ted  Rowe,  a  former  Treasury  associ- 
ate, Mr.  Crane  formed  his  own  advertising 

agency,  Crane  &  Rowe,  in  late  1946  but  gave 
it  up  the  following  year  to  join  the  American 
Heritage  Foundation  as  area  director  for  the 

tour  of  the  Freedom  Train.  "It  was  a  fortu- 
nate connection,"  he  recalls,  "because  it  put 

me  on  the  right  track  to  meet  and  marry 
Elizabeth  Weaver  of  Buffalo  in  1948,  then  a 

model  with  Lord  &  Taylor  in  New  York." In  1949  he  returned  with  Mrs.  Crane  to 

Los  Angeles  to  freelance  in  public  relations 
and  the  next  year  became  campaign  director 
for  the  March  of  Dimes  there.  He  was 
chosen  managing  director  of  the  Los  Angeles 
Advertising  Club  in  1951  and  remained  with 
the  club  through  1953  and  its  move  to  perma- 

nent quarters  in  the  Hotel  Statler.  Mr.  Crane 
was  named  managing  director  of  SCBA  in  early 
1954  and  president  last  September. 

Mr.  and  Mrs.  Crane  keep  an  apartment  at 
Parklabrea  Towers  in  Los  Angeles  where  he 
clutters  up  the  place  building  model  ships, 
beating  his  bongo  drums  and  picking  at  a 

newly  acquired  guitar.  Both  enjoy  organiza- 
tion work,  sharing  his  free  hours  helping  out 

at  the  McKinley  Home  for  Boys — cooking  the 
boys  Christmas  breakfast,  for  instance. 

Has  he  had  enough  organization  work?  "It 
doesn't  seem  like  it,"  he  smiles,  "I've  just  been 

elected  president  of  the  Hollywood  Ad  Club." 
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THE  SMASHING  IS  EASY...  IT'S  THE 

PUTTING  BACK  TOGETHER  THAT'S  TOUGH 

It  took  a  Socialist-minded  government  only 

a  few  hours  in  1947  to  vote  to  nationalize 

Britain's  trucking  industry. 

Then,  in  1953,  a  Conservative  government 

voted  to  sell  the  truck  lines  back  tc  private 

enterprises. 

Today,  three  years  later,  denationalization 

is  still  only  partly  achieved.  The  problems  of 

encouraging  the  former  owners  to  buy  back 

their  companies  from  Government  are  proving 

vastly  greater  than  the  simple  Socialist  pro- 

cedure of  seizing  them. 

And  herein  lies  a  moral  for  champions  of 

nationalized  industry— be  it  trucking,  steel, 

coal  or  what-have-you — it's  easy  to  nationalize; 
far  more  difficult  to  denationalize. 

REPUBLIC  STEEL 

GENERAL  OFFICES     •     CLEVELAND  1,  OHIO 

EXPANDING   BY  $150,000,000  TODAY  BECAUSE  OF  FAITH  IN  TOMORROW 
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AHMofMA/l 

from  MILES  and  MILES  AWAY! 

Talk  about  COVERAGE! 

WKHM  has  it!  Our  recent 

mail  poll  proved  beyond 

the  least  shadow  of  a  doubt 

that  WKHM  not  only  covers 

Jackson  thoroughly  but 

reaches  a  tremendous  audi- 

ence in  cities  and  towns  for 

miles  around.  Our  mail  bag 

is  full  because  we've  got 

the  power  to  reach  untold 

thousands  of  homes . . .  and 

programming  that  reaches 

millions  of  hearts.  No  won- 

der WKHM  advertisers  are 

enjoying  the  big  pay-off! 

up  to 

15%
 

r 

By  Buying  2  or  More  of 

k  these  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 

Dearborn-Detroit   Flint,  Mich.     Jackson,  Mich.  Saginaw,  Mich. 
Jackson  Broadcasting 
ft  Television  Carp. 

BUY  ALL  4  STATIONS  SAVE  15% 

BUY  ANY  3  STATIONS  SAVE  10% 

BUY  ANY  2  STATIONS  SAVE  5% 

WIC  H  Ml 

JACKSON, 

MICHIGAN 

Fred  A.  Knorr,  President 
John  O.  Gilbert,  Managing  Director 

Jackson  Broadcasting  &  Television  Corp. 

KNORR  BROADCASTING 

JOHN  HARPER 
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on  all  accounts 

TWO  extremes  in  experiences — one  of  standing 
on  the  corner,  sampling  consumer  product  pref- 

erences, and  the  other,  Marine  infantry  duty 

in  Korea — should  qualify  as  barometers  of 
the  composure  that  John  Harper  brings  to 

his  timebuying  chores  at  D'Arcy  Adv.  Co., Chicago. 

As  chief  timebuyer  in  the  agency's  new 
Mid-America  Prudential  Bldg.  offices,  Mr.  Har- 

per is  responsible  for  buying  radio-tv  time  for 
Standard  Oil  Co.  (of  Indiana),  the  Packard- 
Clipper  Div.  of  Studebaker-Packard  Corp.  in 
the  midwestern  area. 

Mr.  Harper's  combat  record  (covering  two 
tours  of  duty)  should  serve  him  well  in  the 
timebuying  battle  encompassing  petroleum  and 
automotive  accounts  against  the  obstacle  course 
of  uhf,  color  tv,  and  a  host  of  other  hurdles 
common  to  his  profession. 

John  Harper,  who  comes  from  an  advertising 
family,  was  born  in  Evanston  (111.)  May  24, 
1924,  and  attended  public  school  there.  He  then 
enrolled  at  Yale  U.,  but  joined  the  Marine 
Corps  in  1943  and  saw  service  in  Guam  and 

China.  After  his  discharge  as  a  second  lieuten- 
ant, he  re-entered  Yale  and  was  graduated  in 

1947. His  business  career  started  with  Foote,  Cone 

&  Belding's  research  department  after  grad- 
uation, when  he  made  consumer  product  sur- 

veys. The  same  year  he  moved  to  Interna- 
tional Harvester  Co.'s  consumer  relations  de- 

partment, where  he  edited  one  of  the  firm's magazines.  In  1948,  he  joined  MBS  Chicago  as 
a  salesman,  selling  co-op  programs  and  network 
time  for  three  years.  He  was  recalled  to  active 
duty  with  the  Marines,  fought  in  Korea,  and 
was  awarded  the  Purple  Heart. 

Mr.  Harper  became  associated  with  Lecj 
Burnett  Co.  in  the  summer  of  1952,  working 
on  Pure  Oil,  Pillsbury,  Kellogg,  Sante  Fe,  Tea 
Council  and  other  accounts.  He  left  Burnett 

last  fall  to  become  chief  timebuyer  at  D'Arcy, 
which  has  recently  expanded  its  Chicago 

operations. 
Standard  is  a  substantial  regional  radio-tv 

advertiser  with  sports,  weather,  news  and  syndi- 
cated film  programs  over  30-40  stations.  Pack- 

ard-Clipper has  been  a  spot  user. 
Other  members  of  the  Harper  advertising  fam- 

ily are  Paul  Harper,  the  father,  account  execu- 
tive on  Kellogg  at  Leo  Burnett,  and  Paul  Jr., 

a  brother,  account  executive  on  Hotpoint  at 
Needham,  Louis  &  Brorby  Inc.  John  is  single, 

lives  on  Chicago's  north  side  and  belongs  to 
the  Waspi  Valley  Tennis  Club  and  the  Fox  Val- 

ley Ale,  Quail,  Fun  and  Gun  Club. 
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new  records 

for  Philadelphia 

selling . . . 

with  Bob  Benson's  "Starlit  Stairway"! 

Bob  Benson's  influence  is  really  stacking  up  in 

Philadelphia.  And  his  new  "Starlit  Stairway"  show 
on  WRCV  is  just  the  thing  to  step  up  your  sales ! 

From  10:15  pm  to  2 :00  am,  Monday  through  Friday, 

Bob  spins  the  platters  Philadelphia  wants  to  hear— 

relaxing,  sentimental-type  music  that  lulls  .  .  . 
soothes  .  .  .  while  Bob  sells  like  crazy ! 

Showman  and  salesman,  Bob's  been  one  of  Phila- 

delphia's leading  radio  personalities  for  years.  That 

experience  pays  off  big  for  sponsors  on  "Starlit 
Stairway."  Among  the  members  of  this  happy 
club:  L&M  Cigarettes,  Packard  Automobile, 

Time  Magazine,  College  Inn  Foods  and  Slenderella. 

Why  not  sign  up !  Applications  now  accepted  at  .  .  . 

S0LD  BY^BCjSPOT  SALES 
NBC  Radio  leadership  station  in  Philadelphia 

Lloyd  E.  Yoder,  Vice  President  and  General  Manager 

Hal  Waddell,  Sales  Manager 
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"rail 

seek  w
S 

Truly  a  series  to  quicken  the  heart-beat  of  your 

.*  ALL- Hf)l  community,  increase  SALES  of  your  product ! 

c^^^j^BS^i  Y^00D  CAST!      Wire  or  Pnone  for  an  early  audition.  Market;,  are 
^V^^       *  ELftBOR^^  closing  fast . . .  yours  may  still  be  open!  HURRY! 



AREY 

in  the  exciting  role  of 

OUNG  "DR.  MARK  CHRISTIAN" 

THE  KIND 

<F  MAN  YOU'D  WANT  FOR  YOUR 

EMILY'S   PHYSICIAN   AND  FRIEND. 



YOU'LL  NEED 

A  BIG 

PUMP  IN 

In  case  you're  a  little  rusty  on  your  Southern 

statistics,  take  a  new  look  at  the  WPTF  market. 

Filling  station  sales,  for  example,  total  a  whopping 

$197,063,000,  which  is  greater  than  like  sales  in 

Metropolitan  St.  Louis,  the  nation's  7th  market  in 
this  classification.  This  gives  you  a  good  idea  of 

how  big  a  market  you  reach  when  you  use  WPTF, 

North  Carolina's  Number  One  Salesman. 

WPTF 

50,000  Watts  680-KC 

NBC  Affiliate  for  Raleigh-Durbam 
and  Eastern  North  Carolina 

R.  H.  MASON,  General  Manager  GUS  YOUNGSTEADT,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc.,  National  Representatives 

WPTF  NCS 

COVERAGE  MAP 

I  MARKET  DATA*M 

Population 
Farm  Population 

Spendable  Income 
Gross  Farm  Income 

Total  Retail 
Food 

2,827,400 
1,093,500 

$3,051,232,000 

$927,982,000 
$2,240,275,000 

$503,268,000 

Drug 

General  Merchandise 

Apparel 

Home  Furnishing 

Automotive 

Filling  Station 

59,507,000 

$309,893,000 ;  123, 13 1,000 

$138,570,000 
$543,637,000 

$197,063,000 
*  1956  SRDS  Estimates  of  Consumer  Markets 
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PROGRAM  CONTROL  THREAT 

RAISED  IN  FINAL  FCC  ACTIONS 

•  After  three  votes,  Commission  avoids  giveaway  issue  in  Miami 

•  Grants  controversial  WQAM  sale  from  Knight  interests  to  Storz 

•  But  agrees  to  consider  general  study  of  program  balance 

•  At  closing,  acts  on  $13.6  million  in  transfers,  over  150  cases 

BY  the  slender  margin  of  a  single  vote,  the 
FCC  last  Thursday  decided  to  keep  its  hands 
off  programming  content  of  stations,  notably 
those  involving  giveaways  and  gimmicks  de- 

signed to  stimulate  audience  ratings,  but  agreed 

to  consider  a  "general  investigation"  of  the 
extent  to  which  it  should  interest  itself  in  pro- 

gramming balance  when  it  reconvenes  after  a 

month's  vacation. 
The  discussion  came  in  the  provocative  case 

involving  the  sale  of  WQAM  Miami  by  the 

Miami  Herald  to  Todd  Storz'  Mid-Continent 
Broadcasting  Co.  for  $850,000.  The  FCC  had 
cited  Mid-Continent  on  the  possible  necessity 
of  a  hearing  because  of  money-giveaway  pro- 

grams on  other  Storz'  stations,  against  which 
complaints  had  been  made. 

The  FCC  decided,  by  a  split  4-3  vote,  to 
grant  the  transfer,  but  only  after  a  full  and 
heated  discussion  as  to  its  right  to  consider 
program  content  so  long  as  the  criminal  statutes 
are  not  violated.  The  favorable  action  came 
after  Mr.  Storz  had  advised  the  Commission 

by  letter  prior  to  the  Thursday  meeting  that 
he  had  been  unaware  that  the  FCC  looked 

with  "displeasure"  upon  such  programs,  and 
that  he  would  discontinue  all  contests  and  give- 

aways "designed  to  attract  audience  or  influence 
listening"  over  Mid-Continent  stations  "as  soon 
as  possible"  after  action  on  the  WQAM  transfer. 

But  the  FCC,  it  is  understood,  did  not  base 
its  decision  on  this  letter,  but  rather,  on  the 
constantly  recurring  question  of  propriety  in 
considering  programming  matters.  In  fact,  sev- 

eral commissioners  disregarded  the  letter  al- 

together. On  the  previous  day,  the  WQAM 
transfer  was  held  up  by  a  three-three  vote,  with 
one  commissioner  favoring  a  hearing  on  multi- 

ple-ownership grounds.  The  fact  that  the  Storz 
contract  to  buy  WQAM  would  expire  Aug.  15 

meant  that  the  FCC's  failure  to  act  affirmatively 
before  its  summer  recess  would  have  been 

tantamount  to  a  "pocket  veto."  There  were 
other  active  bidders  for  WQAM,  which  must 

be  sold  under  the  FCC's  duopoly  regulations, 
and  it  was  logically  assumed  that  the  Herald, 
upon  expiration  of  the  cut-off  date  Aug.  15, 
would  have  entered  new  negotiations.  Reason 
for  the  sale  is  the  substantial  ownership  of 
Herald  principals  in  Biscayne  Broadcasting  Co., 
licensee  of  the  new  ch.  7  WCKT  (TV)  and  of 
WIOD  (whose  call  letters  are  to  be  changed  to 
WCKR).  The  duopoly  rule  provides  that  an 
entity  may  not  have  substantial  ownership  in 
more  than  one  station  of  the  same  class  in  the 
same  market. 

Prospect  that  the  failure  to  close  the  Storz 
transaction  would  have  held  up  the  authoriza- 

tion for  the  new  tv  station  in  Miami  was  averted 

on  Wednesday — the  day  preceding  the  "give- 
away" case  action — when  the  FCC  granted 

WCKT  special  temporary  authority  to  begin 
operation,  scheduled  for  July  29.  This  con- 

stituted a  waiver  of  the  duopoly  rule. 
The  Miami  case  served  to  bring  to  a  head 

the  long-festering  giveaway  question.  Comr. 
John  F.  Doerfer  has  been  vigorous  in  his  ad- 

vocacy of  a  show-down,  and  reportedly  intends 
to  write  a  dissenting  opinion  in  the  WQAM 
transfer  case  in  an  effort  to  establish  definite 

FCC  policy.  He  has  contended  that  the  FCC 
has  given  lip  service  to  the  need  for  taking 
action,  but  is  unwilling  to  face  the  issue  head  on. 

During  the  heated  debate  on  the  WQAM 
transfer  last  Wednesday  and  Thursday,  the 
suggestion  was  made  that  the  FCC  order  a 

"general  investigation  of  giveaways  and  con- 
tests." No  vote  was  taken  on  this,  but  it  was 

agreed  that  commissioners  would  ponder  the 

question  during  the  month's  recess  and  be  pre- 
pared to  vote  it  up  or  down  when  the  FCC  re- 

convenes Aug.  29,  or  soon  thereafter. 
Mr.  Doerfer,  it  is  evident,  takes  the  position 

that  if  the  FCC  majority  feels  that  programs, 
whatever  their  nature,  are  none  of  its  concern 

— through  application  of  the  freedom  of  the 
press  and  radio  concept — then  it  should  say  so, 
and  not  waste  the  time  of  its  staff  in  examining 

program  balance.  It  is  expected  he  will  so  ex- 
press himself  in  his  dissenting  opinion.  He  was 

joined  in  the  vote  for  a  hearing  (which  would, 
in  effect,  have  meant  denial  of  the  transfer  to 
Mid-Continent)  by  Comrs.  Rosel  H.  Hyde  and 
Robert  E.  Lee. 

Actually,  there  were  three  votes  taken  over 
the  two-day  period.  On  Wednesday,  Comrs. 
Doerfer,  Hyde  and  Lee  voted  for  hearing  on 
the  program  giveaway  issue,  or,  as  the  FCC  put 

it  in  its  McFarland  letter,  the  "giveaway  pat- 
tern" on  all  of  the  Mid-Continent  stations.  At 

that  time.  Chairman  George  C.  McConnaughey, 

Comr.  Richard  A.  Mack  and  the  FCC's  newest 
member,  Comr.  T.  A.  M.  Craven,  voted  for  a 

grant,  without  hearing.  Comr.  Robert  T.  Bart- 
ley,  consistent  with  his  past  actions,  however, 

proposed  a  hearing,  but  on  the  multiple  owner- 
ship issue,  rather  than  on  the  program  question. 

As  of  Wednesday,  therefore,  tfye  fourth  vote 
for  approval  of  the  transfer  was  lacking.  On 
Thursday,  however,  a  vote  was  called  on  the 
Bartley  motion  for  hearing  on  the  multiple 
ownership  issue.  Comrs.  Doerfer,  Bartley  and 
Hyde  voted  for  it,  but  the  remaining  four  were 
against.  The  motion  then  was  for  a  hearing  on 

the  program  issue  (after  receipt  of  Mr.  Storz' 
letter  saying  he  would  discontinue  contests  and 
giveaways).  Comrs.  Doerfer.  Hyde  and  Lee 
voted  "aye."  Mr.  Bartley  joined  Chairman 
McConnaughey,  and  Comrs.  Mack  and  Craven 

THE  NEW  FCC:  HOW  NEAR  TO  PROGRAM  CENSORSHIP? 

AGREEMENT  to  consider  a  "general  investigation"  of  the  extent  is  the  first  taken  of  the  Commission  since  the  addition  of  Comr. 
it  should  concern  itself  with  broadcast  programming  was  reached  T.  A.  M.  Craven  (extreme  right).  L  to  r:  Richard  A.  Mack,  John 
by  the  FCC  last  week  after  it  had  decided,  by  one  vote,  not  to  C.  Doerfer,  Rosel  H.  Hyde,  Chairman  George  C.  McConnaughey, 
consider  that  issue  in  the  WQAM  Miami  transfer.  This  picture  Robert  T.  Bartley,  Robert  E.  Lee  and  Comr.  Craven. 
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FCC  WINDS  UP 

against  the  hearing.  The  authorization  to  trans- 
fer WQAM  to  Mid-Continent  thus  followed. 

Because  of  the  floundering,  it  is  not  possible 
to  deduce  how  the  FCC  will  vote  when  the 

question  of  investigation  of  giveaways  and  con- 
tests comes  up  after  the  summer  recess.  It 

would  appear,  however,  that  the  four  commis- 
sioners who  voted  against  a  hearing  on  the  give- 

away issue  in  the  Storz  case  feel  that  the  FCC 
should  not  insinuate  itself  in  programming. 

The  import  of  this  vote  goes  far  beyond  the 
issue  in  the  Storz  case.  In  its  McFarland  letter, 

in  which  the  FCC  said  the  necessity  of  a  hear- 
ing was  indicated,  the  FCC  said  that  the  recent 

"treasure  hunts"  conducted  by  WDGY  Min- 
neapolis and  KOWH  Omaha,  which  had  listen- 

ers scurrying  to  locate  $105,000  in  hidden 
checks,  had  goaded  competitive  stations  into 
going  into  such  contests  as  counter-offensives. 
The  Commission  said  the  Mid-Continent  pat- 

tern indicated  that  the  station  was  "purchasing" 
the  listening  audience. 

The  FCC  said  that  WCCO  Minneapolis,  pre- 
sumably in  self-defense,  ran  a  competing  con- 

test with  a  potential  $250,000  in  prizes  to  listen- 

ers and  that  it  appeared  "this  pattern  of  opera- 
tion, with  its  apparent  success,  appears  to  be  an 

inducement  to  other  broadcasters  to  adopt  sim- 
ilar methods"  and  that  it  "results  in  a  deteriora- 

tion in  the  quality  of  the  service  previously 

rendered  the  public."  Other  Mid-Continent 
stations  are  WHB  Kansas  City  and  WTIX  New 
Orleans. 

In  his  initial  reply  to  the  McFarland  letter, 

HERE  is  the  text  of  Todd  Storz'  letter  to 
the  FCC  promising  to  discontinue  certain 

contests  and  giveaway  programs  on  Mid- 
Continent  stations  (KOWH  Omaha,  WHB 
Kansas  City.  WTIX  New  Orleans  and 
WDGY  Minneapolis)  upon  approval  of  its 
purchase  of  WQAM  Miami.  The  FCC, 
however,  did  not  consider  this  letter  in  reach- 

ing its  decision  to  approve  the  transfer. 

Federal  Communications  Commission 

Washington  25,  D.  C. 
Re:  BTC-2246 

Gentlemen: 

Mid-Continent  Broadcasting  Company  has 
pending  before  the  Commission  the  above- 
numbered  application  seeking  the  Commis- 

sion's consent  to  its  acquisition  of  control  of 
Miami  Broadcasting  Co.,  licensee  of  stations 

WQAM  and  WQAM-FM  Miami,  Fla.  On 
July  12,  1956,  the  applicant  received  the 

Commission's  "McFarland"  letter  of  July 
1 1  advising  of  the  possible  necessity  of  a 
hearing  and  promptly  filed  a  detailed  reply 
with  the  Commission  on  July  16,  1956. 

TODD  STORZ 

Mr.  Storz  contended  that  the  contests  and  give- 
aways were  an  insignificant  part  of  the  over-all 

programming,  claiming  it  amounted  to  about 
1  %  of  the  total  broadcast  day.  He  contended 
that  hundreds  of  stations  spent  as  much  or  more 
time  on  such  contests.  Also  focusing  attention 
on  the  Storz  operations  was  a  feature  article  in 
a  recent  issue  of  Time,  which  Mr.  Storz  con- 

tended was  "full  of  half  truths  and  inaccuracies." 
In  a  somewhat  related  case  considered  by  the 

FCC  last  Wednesday,  involving  the  transfer  of 
KTSA  San  Antonio  to  the  Gordon  McLendon 

group,  which  the  FCC  had  approved  and  then 
lescinded  because  of  a  complaint  on  largely 
economic  grounds,  the  Commission  granted  a 
McLendon  request  for  an  extension  of  opera- 

tion of  KTSA  until  Sept.  12.  This  will  allow 
the  FCC  time  to  consider  the  issues  prior  to  the 
scheduled  hearing.  Indirectly  involved  in  the 
complaint,  entered  by  KITE  San  Antonio,  were 
allegations  of  audience  purchasing  through  con- 

tests and  gimmicks. 

$14  MILLION  GO-AHEAD 

IN  its  biggest  "decision  day"  of  record,  the 
FCC  last  week  approved  six  television  and  31 
radio  station  transfers  aggregating  $14  million 
— and  then  to  all  intents  closed  shop  until 
August  29. 

In  a  marathon  two-day  session,  the  Com- 
mission went  over  187  items — and  took  action 

on  170  of  them. 
The  FCC  also  decided  a  number  of  cases, 

After  the  filing  of  the  reply  the  President 
of  Mid-Continent  Broadcasting  Co.  discussed 

the  subject  matter  of  the  Commission's 
"McFarland"  letter  with  several  of  the  com- 

missioners. As  a  result  of  these  discussions, 
the  proposed  transferee  wishes  to  make  the 
following  additional  showing. 

Until  the  Commission's  McFarland  letter 
was  received  on  July  12  the  proposed  trans- 

feree was  unaware  that  the  Commission 
looked  with  displeasure  upon  certain  types 

of  "giveaway"  programs  and  promotions. 
Mid-Continent  Broadcasting  Co.  is  of  the 
opinion  that  all  contests,  promotions  and 

"giveaways"  carried  by  the  applicant's  sta- 
tions are  legal  and  well  within  the  Commis- 

sion's Rules  and  Regulations,  and  that  its 
programming  is  in  the  public  interest.  How- 

ever, since  it  appears  that  the  Commission, 
by  virtue  of  its  July  1 1  letter,  has  some 
doubts  on  the  propriety  of  contests  and 

"giveaway"  programs  and  in  an  effort  to 
obtain  consideration  of  its  application  before 

the  potential  termination  date  of  the  con- 
tract on  Aug.  15  we  agree  to  abide  by  the 

apparent  desire  of  the  Commission  and  make 
the  following  representation: 

"Mid-Continent  Broadcasting  Co.  will, 
upon  the  Commission  taking  favorable  ac- 

tion on  the  instant  application  involving 

stations  WQAM  and  WQAM-FM,  discon- 

tinue all  contests  and/or  'giveaway'  pro- 
grams designed  to  attract  audience  or  in- 
fluence listening  over  all  broadcast  facilities 

operated  by  it  as  soon  as  possible." Mid-Continent  Broadcasting  Co. 

By  (Signed)  Todd  Storz 
Todd  Storz,  President 

Subscribed  and  sworn  to  before  me  this  18th 

day  of  July,  1956. 
(Signed)  Mildred  K.  Jones 

Notary  Public 
My  commission  expires  Sept.  14,  1956. 

including  one  on  program  giveaways  that  may 
have  far-reaching  influence  on  contests  and 
"gimmick"  programming.  It  approved  the 
$850,000  sale  of  WQAM  Miami  to  Todd  Storz, 
Mid-Continent  Broadcasting  Co.,  in  which  the 
giveaway  issue  was  involved  (see  story  above). 

Only  major  tv  hearing  case  decided  was  the 

conditional  award  of  Hartford's  ch.  3  to 
Travelers  Broadcasting  Service  Corp.  (WTIC 

Hartford)  and  the  denial  of  Hartford  Telecast- 
ing Co.,  headed  by  Harry  C.  Butcher,  KIST 

Santa  Barbara,  Calif.,  and  former  naval  aide 
to  Gen.  Eisenhower.  It  came  on  a  6-1  vote, 
but  since  Hartford  is  one  of  the  cities  where 
deintermixture  to  all  uhf  is  proposed,  the  grant 
was  made  conditional  upon  the  possible  move 
of  ch.  3  to  Providence,  R.  I.,  and  the  sub- 

stitution of  a  uhf  channel.  The  decision  up- 
held an  examiner's  recommendation  made  a 

year  ago. The  Commission  also  made  its  first  move 

affecting  educational  tv  reservations,  estab- 
lished after  much  controversy  in  1952.  It  re- 

moved the  ch.  13  reservation  in  College  Sta- 
tion, Tex.,  and  substituted  ch.  48  as  the  edu- 

cational channel. 

It  also  approved  eight  new  am  grants  and 
four  tv  grants  (one  of  them  an  educational station). 

Major  sales  approvals  were  the  following: 

•  The  $5.1  million  sale  of  WHAM-AM-TV 
and  WHFM  (TV)  Rochester,  N.  Y.,  to  Trans- 
continent  Television  Corp. 

•  Transcontinent's  sale  of  WHAM  and 
WHFM  (FM)  to  Riggs  &  Greene  Broadcasting 
Co.  for  $500,000. 

•  The  $3.5  million  sale  of  WTVT  (TV) 

Tampa,  Fla.,  to  WKY  Radiophone  Co. 
•  The  $951,333  sale  of  KSFO  San  Francisco 

to  Gene  Autry  and  Robert  O.  Reynolds. 
•  The  $850,000  sale  of  KLAC  Los  Angeles 

to  Mortimer  Hall. 

•  The  $694,000  sale  of  WMAM,  WMBV- 
TV  Marinette,  Wis.,  to  Guild  Films. 

•  The  $586,937  sale  of  WFIE  (TV)  Evans- 
ville,  Ind.,  to  WAVE  Inc.,  Louisville,  Ky. 

Meanwhile,  reports  abounded  of  impending 
"multi-million"  dollar  sales  of  television-radio 
stations.  Negotiations  were  reported  to  be  in 

progress  for  one  important  group  of  mid- 
western  stations,  in  which  such  companies  as 
Time  Inc.  and  J.  H.  Whitney  &  Co.  were  said 
to  be  prospective  purchasers.  Another  involved 
preliminary  discussion  for  the  acquisition  of 
a  station  group  (both  radio  and  television)  by 

a  syndicate  of  individuals  in  the  oil  and  in- 
vestment business,  both  presently  indentified 

with  station  ownership. 

WHAM  stations  were  sold  by  the  Strom- 
berg-Carlson  Div.  of  General  Dynamics  Corp. 
to  Transcontinent,  a  new  entity  in  broadcast- 

ing, but  which  has  several  principals  who  hold 
other  broadcasting  interests. 

Early  in  June,  the  Commission  granted  the 
sale  of  WSVA-AM-FM-TV  Harrisonburg,  Va., 

to  Tudor  Enterprises  Inc.,  of  which  Trans- 
continent  owns  50%.  Other  50%  of  Tudor  is 

owned  by  former  NBC  executive  Hamilton 

Shea,  who  serves  as  a  Transcontinent  vice  presi- 
dent. 

Other  Transcontinent  principals  are  Paul  A. 
Schoellkopf  Jr.,  12.5%;  David  Channing 
Moore;  J.  Fred  Schoellkopf  IV,  12.5%;  David 
Forman,  12.5%,  and  Seymour  Knox  HI,  4.2%. 
Also  involved  is  General  Railway  Signal  Corp., 
which  owns  50%  of  Class  A  stock  and  $1.9 
million  in  debentures,  plus  200,000  Class  B 
shares  which  permits  it  to  elect  three  of  the 
nine  directors  of  Transcontinent. 

Riggs  &  Greene  Bcstg.  Co.,  which  bought 
WHAM-WHFM  from  Transcontinent,  is  li- 

censee of  KVOR  Coloradio  Springs,  Colo.,  and 
is  equally  owned  by  John  S.  Riggs  and  Robert 
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Greene,  who  also  own  WAIR-AM-FM  Wins- 
ton-Salem, N.  C.  Mr.  Riggs  also  is  26.6% 

owner  of  WELM  Elmira,  N.  Y. 
NBC-affiliated  WHAM-TV  operates  on  eh.  5 

j  with  100  kw  visual  power.  The  am  outlet  also 
is  affiliated  with  NBC  and  operates  on  1180 

i  kc  with  50  kw. 
Ch.  13  WTVT  Tampa,  affiliated  with  CBS, 

i  was  sold  by  former  Florida  Governor  Doyle  E. 

Carlton  (15%  );  W.  Walter  Tison,  former  owner 
!  of  WALT  Tampa  (20%);  David  Ward  (10%) 

i  and  others.  WKY  Radiophone  Co.  (WKY-AM- 
TV  Daily  Oklahoman  and  Oklahoma  City 

Times)  also  owns  WSFA-AM-TV  Montgomery, 
Ala.  E.  K.  Gaylord  is  president  and  P.  A. 

(Buddy)  Sugg  is  manager  of  broadcast  prop- 
erties. 
KSFO  San  Francisco  was  sold  by  Wesley  I. 

Dumm.  Cowboy  star  Gene  Autry  and  Mr. 

Reynolds  are  owners  of  KMPC  Los  Angeles. 
Mr.  Autry  also  is  majority  stockholder  of 
KOOL-AM-TV  Phoenix  and  is  part  owner  of 
KOPO-AM-TV  Tucson.  Mr.  Dumm  is  presi- 

dent and  chief  owner  of  KXA  Seattle  and  was 

,  major  owner  of  KPIX  (TV)  San  Francisco  un- 
til 1954,  when  he  sold  the  outlet  to  Westing- 

house  for  $7.5  million.  He  has  been  indentified 

with  KSFO  since  1933.  KSFO  is  an  independ- 
ent outlet,  operating  on  560  kc  with  power  of 

5  kw  daytime  and  1  kw  night. 
KLAC  Los  Angeles  was  sold  by  Mrs.  Doro- 

thy Schiff  Sonnenborn  to  her  son  Mortimer 
W.  Hall,  KLAC  president-general  manager. 
Independent  KLAC  operates  on  570  kc,  5  kw 
daytime  and  1  kw  night.  Mrs.  Sonnenborn  owns 
the  New  York  Post. 

WMAM,  WMBV-TV  were  sold  by  William  E. 

Walker,  Joseph  Mackin  and  associates.  Trans- 
action involves  acquisition  of  100%  of  stock 

of  M  &  M  Broadcasting  Co.  Guild  Films,  the 
;  stock  of  which  was  admitted  to  be  traded  on 
the  American  stock  exchange  late  in  May, 
came  into  existence  in  1952.  Principal  owners 
are  President  Reub  Kaufman  and  his  wife. 
WMBV-TV,  on  ch.  11,  operates  with  316 

kw  visual  power.  WMAM  operates  on  570  kc 
with  250  w  daytime  and  100  w  night.  Both 

;  stations  are  affiliated  with  NBC,  with  the  tv 

',  station  having  ABC  also. 
Petition  filed  by  WFRV-TV  Green  Bay, 

Wis.,  requesting  hearing  on  this  transfer,  was 

denied  by  the  Commission.  There  was  no  in- 
dication that  the  transfer  would  lean  toward 

monopoly  by  film  syndication  groups,  the 
FCC  said. 

Ownership  of  ch.  62  WFIE  (TV)  Evansville 

j  was  achieved  by  WAVE  Inc.  through  purchase 
of  100%  of  outstanding  stock  from  Grand  Carl- 

ton Corp.,  et  al.  Grand  Carlton  controls 
station's  licensee,  Premier  Television  Inc., 
through  ownership  of  96.6%  of  stock.  ABC- 
affiliated  WFIE,  operates  with  69.2  kw  visual 
power. 
WAVE  Inc.  owns  WAVE-AM-TV  Louisville, 

Ky.  Principal  stockholder  is  President  George 
W.  Norton  Jr.,  who  holds  98.4%. 

Other  ownership  changes  approved  by  the 
Commission  last  week  were  as  follows: 

WIOD-AM-FM  Miami— Sold  by  Isle  of 
Dreams  Broadcasting  Corp.  to  Biscayne  Tele- 

vision Corp.  for  $404,128.  WIOD  operates  on 
610  kc  with  5  kw  daytime.  (For  details  of  this 
sale,  including  conditions,  see  story  page  31). 
WGMS-AM-FM  Washington,   D.  C— Sold 

by  the  Good  Music  Stations  Inc.  to  RKO  Tele- 
radio  Pictures  Inc.  for  $400,000.  Principal  Good 
Music  stockholders  are  President  M.  R.  Rogers; 
Vice  President  Teresa  Rogers;  Chairman  Pier- 
son  Underwood,   and   Elisabeth  Underwood. 
RKO   Teleradio   Pictures,    100%    owned  by 
the  General  Tire  &  Rubber  Co.,  is  majority 

l  stockholder  of  Mutual   Broadcasting  System; 
i  owns  RKO  Pictures  Inc.;  WEAT-AM-TV  West 

j  Palm  Beach,  Fla.,  and  WGTH-AM-TV  Hart- 
Broadcasting   •  Telecasting 

ford,  Conn.  RKO  also  is  licensee  of  KHJ-AM- 
FM-TV  Los  Angeles,  KFRC  San  Francisco, 
WOR-AM-FM-TV  New  York,  WNAC-AM-TV 
Boston  and  WHBQ-AM-TV  Memphis. 

MBS-affiliated  WGMS  operates  on  570  kc, 
using  5  kw  daytime  and  1  kw  night.  RKO  pro- 

poses to  use  WGMS-FM  as  headquarters  for 
a  Good  Music  Network  among  its  Mutual- 
affiliated  fm  stations. 

Petition  by  minority  stockholder  Lawrence 
M.  C.  Smith  asking  the  FCC  to  stop  the  sale 
on  alleged  grounds  that  RKO  was  not  the 
highest  bidder  was  denied.  The  Commission 
said  it  could  not  interfere  in  a  controversy 
which  should  be  decided  in  courts.  Mr.  Smith 
is  sole  owner  of  WFLN  (FM)  Philadelphia,  one 
of  10  stations  named  in  the  Philadelphia  grand 
jury  indictments  for  alleged  violations  of  the 
Sherman  Anti-Trust  Act. 

WPAL  Charleston,  S.  C— Sold  by  Palmetto 
Broadcasters  Inc.  to  Speidel-Fisher  Broadcast- 

ing Corp.  of  Charleston  for  $111,000.  Speidel- 
Fisher  principals  are  equal  owners  Albert  T. 
Fisher  Jr.  and  Joe  Speidel  III.  Speidel-Fisher 
owns  and  operates  WOIC  Columbia,  S.  C,  and 

WHEN  the  FCC  resumes  activities  in  the  fall — 
it  is  scheduled  to  meet  again  officially  Aug.  29 
— it  will  be  faced  with  a  plethora  of  pending 
subjects,  some  of  which  may  be  major  events 
before  the  year  is  out. 

At  the  top  of  the  heap — and  most  significant 
in  the  business  of  operations — are  the  eight 
hearing  cases  for  new  tv  stations  awaiting  final 
decision.  These  include  Miami  ch.  10;  Seattle 
ch.  7;  Jacksonville  (Fla.)  ch.  12;  Paducah  (Ky.) 
ch.  6;  Indianapolis  ch.  13;  St.  Louis  ch.  11; 
Charlotte  (N.  C.)  ch.  9,  and  Orlando  (Fla.)  ch. 

9.  There  are  eight  cases  awaiting  oral  argu- 
ment, three  awaiting  initial  decision  and  three 

in  hearing  (See  Boxscore,  page  52). 
Significant  policy  questions  are  involved  in 

petitions  for  the  establishment  of  subscription 
television,  tv  boosters,  extension  of  remote 
control  operation  to  include  all  radio  stations. 

owns  75%  of  WQOK  Greenville,  S.  C.  Indepen- 
dent WPAL  operates  on  730  kc  using  1  kw  day- 

time. 

WACH-AM-TV  Newport  News,  Va.— Sold 

by  Russell  A.  Collins,  trustee,  to  United  Broad- 
casting Co.  of  Eastern  Virginia  Inc.  for  $54,000. 

Other  Richard  Eaton  interests  are  WOOK-AM- 

TV  Washington,  WJMO  Cleveland.  WSID-AM- 
FM  and  WTLF  (TV)  Baltimore,  WARK  Hagers- 
town.  WINX  Rockville,  both  Maryland  and 
WANT  Richmond,  Va. 

The  Commission  denied  a  protest  by  Selgam 
Broadcasting  Corp.  seeking  to  block  the  sale. 
Selgam  had  claimed  that  it  was  the  lowest 
bidder  for  the  station,  but  the  FCC  said  it  could 
not  interfere  in  controversies  that  are  court 
cases.  An  application  filed  by  Selgam  seeking 

1270  kc  in  Newport  News,  WACH's  facilities, was  returned. 
WACH-TV  has  suspended  operation.  The 

am  outlet  is  an  independent  and  operates  with 
1  kw  daytime. 

KBTM-TV  Jonesboro,  Ark. — Sold  by  Re- 

gional Broadcasting  Co.  to  Central-South  Sales 

Co.  for  $6,500.  Principal  Central-South  owners 
are  President  John  T.  Griffin  (45%)  and  Vice 

President  James  C.  Leake  (45%)  Griffin  sta- 
tions are  KOMA  Oklahoma  City,  50%  of 

KWTV  (TV)  Oklahoma  City,  KTVX  (TV) 

Muskogee,  Okla..  KATV  Pine  Bluff,  Ark.; 

KTUL  Tulsa,  and  KFPW-AM-FM  Ft.  Smith, 

Ark.  KBTM-TV,  permittee  of  ch.  8,  is  not  on 
the  air.  The  Commission  also  granted  an  ex- 

tension of  six  months  to  complete  construction 
of  the  station. 

KG  EN  Madera,  Calif.  —  Sold  by  Mondo 
Broadcasting  Co.  to  Glomor  Music  Broad- 

casters Inc.  for  $20,000.  Glomor  principals  are 
Bob  L.  Moran  (38%),  16%  owner  of  KWLK 
Longview.  Wash.;  Gloria  L.  Moran  (37%), 
wife  of  Bob  Moran  and  Donald  L.  Edwards 

(25%  ),  sales  manager  of  KWLK.  KG  EN  oper- 
ates on  1250  kc  with  500  w  daytime. 

KVEN  Ventura,  Calif. — Transfer  of  control 
to  Carroll  R.  Hauser,  John  P.  and  Genevieve 
Hearne,  Caroline  Burke,  Jack  L.  and  Alyce  N. 
Powell  and  Sidney  M.  Held  Jr.  KVEN  operates 
on  1450  kc  with  250  w. 

KLOV  Loveland,  Colo. — Sold  by  Loveland 
Broadcasters  to  Vogel  &  Smock  for  $25,500. 
Principals  in  Vogel  &  Smock  are  partners  Wil- 

liam R.  Vogel  (60%),  salesman  at  WTAD 
Quincy,  111.,  and  Monroe  T.  Smock  (40%). 
Independent  KLOV  operates  on  1570  kc  with 
250  w  daytime. 
KUBC  Montrose,  Colo. — Acquisition  of  posi- 

limitations  on  tv  tower  locations,  tv  intercity 

relays,  tv  dual  city  identifications — and  such 
hardy  perennials  as  clear  channel  and  daytime 
skywave  cases.  Also,  revision  of  the  mechanical 
recording  announcement  rules  (to  delete  require- 

ment that  announcement  be  made  when  me- 
chanical recordings  are  used,  unless  necessary 

for  the  public's  information). 
Awaiting  action  are  a  number  of  station 

sales.  Among  the  more  significant  are  Storer 
Broadcasting  Co.  applications  for  the  purchases 
of  KSLM-TV  Salem,  Ore.,  and  WMUR-TV 
Manchester,  N.  H. 

Sure  to  reach  the  FCC — either  via  the  hear- 
ing route  or  more  directly — are  the  uhf  pur- 

chases by  NBC  and  CBS.  NBC  wants  approval 
to  buy  WKNB-TV  New  Britain,  Conn.,  and 
CBS  is  seeking  re-approval  to  buy  WGTH-TV Hartford,  Conn. 

tive  control  of  licensee  corporation — The  Un- 
compahgre  Broadcasting  Co. — by  George  O. 
Cory  and  Wanda  Lucille  Cory  through  purchase 
of  stock  from  Steward  C.  Lee  and  Eva  C.  Lee 

for  $15,420.  The  Corys  will  now  be  sole  owners 
of  station.  Independent  KUBC  operates  on 
1260  kc  with  1  kw  daytime  and  5  kw  night. 
WGAU-AM-FM  Athens,  Ga.— Sold  by  J.  K. 

Patrick  Broadcasting  Co.  to  Clarke  Broadcast- 
ing Co.  for  $105,000.  Clarke  principals  are 

equal  owners  R.  Randolph  Holder,  former  ne-.vs 
director  at  WRFC  Athens,  and  John  T.  Loyd, 

former  manager  of  WRFC.  CBS-affiliated 
WGAU  operates  on  1340  kc  with  250  w. 
WMGE  Madison,  Ga.  —  Sold  by  David 

Leonard  Hitchcock  to  Dairyland  Broadcasting 
Co.  for  $25,000  plus  assumption  of  $9,700 
debts.  Principals  are  W.  C.  Woodall  Jr.  (40%) 
and  Mrs.  O.  G.  Swindle  Sr.  (40%).  Principals 
have  interests  in  WDWD  Dawson;  WGRA 
Cairo;  WFPM  Fort  Valley,  and  WIMO  Winder, 

all  Ga.,  and  WGSW  Greenwood,  S.  C.  Inde- 
pendent WMGE  operates  on  1250  kc  with  1 

kw  daytime. 

KCOG  Centerville,  Iowa;  KFAD  Fairfield, 
Iowa — Acquisition  of  control  by  Jeanette 
Burch  through  transfer  of  50.9%  from  S.  A. 
Chesley  for  cancellation  of  $6,000  in  liabilities. 
Jeannette  Burch  will  now  hold  77%.  MBS-affili- 

Continues  on  page  49 
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ADVERTISERS  &  AGENCIES 

LEVER  BROS.  STIRS  UP  RADIO  POLICIES 

WITH  SPOT  ADVERTISING  TWO  PRODUCTS 

Company's  plan  would  promote  Pepsodent  toothpaste  and  Dive 

soap  on  same  60-second  announcement.  Stations  and  representa- 

tives indicate  they'll  go  along,  but  not  enthusiastically. 

LEVER  BROS.,  New  York,  last  week  drew 
stations  into  a  new  appraisal  of  radio  spot 
policy  with  its  bid  to  advertise  two  products 
in  a  single  spot  announcement. 

By  terms  of  its  plan,  Lever  would  promote 
Pepsodent  toothpaste  in  one-half  of  its  allotted 
minute,  and  Dive,  a  toilet  bar  soap,  in  the 
other  portion.  Currently,  only  three  markets 
have  been  queried  by  Foote,  Cone  &  Belding, 
New  York,  on  behalf  of  Lever  Bros. 

In  the  main,  it  appeared  that  stations  and 
representatives  were  inclined  to  accept  the 
proposal  but  not  without  some  inhibiting 
comment. 

Following  are  some  reactions  from  station 
representatives  in  New  York: 

•  The  Katz  Agency:  "The  use  of  multiple 
product  one-minute  radio  announcements  may 
mean  increased  problems  in  commercial  time 
clearance  for  the  station,  but  a  long-range  in- 

crease in  national  spot  radio  revenue.  .  .  . 

First-glance  objection  of  most  stations,"  said 
M.  S.  Kellner,  Katz  radio  sales  manager,  "is 
that  traditionally,  individual  announcements 

have  been  limited  to  single  product  'pitches.' 
Doubling  up  in  a  one-minute  announcement 
might  decrease  message  impact  as  well  as  cut 
into  spot  budgets,  the  stations  say,  with  dollars 

saved  to  be  spent  in  other  media."  Mr.  Kellner continued: 

"The  Katz  Agency  feels,  however,  that  na- 
tional advertisers  placing  multiple  products 

have  a  strong  argument  when  they  compare 
their  combination  announcements  with  retailer- 
sponsored  spots  featuring  a  variety  of  products. 

Claims  No  Problems  Caused 

"It  is  true  that  these  announcements  will 
make  it  more  difficult  for  the  station  to  clear 

time  because  of  the  increased  problem  of  com- 
petitive adjacencies.  However,  our  primary 

concern  should  be  to  make  spot  radio  easy  to 
buy.  Because  more  and  more  advertisers  real- 

ize that  radio  produces  more  impressions  for 
less  money  than  any  other  medium,  it  seems 
likely  that  those  who  place  multiple  product 
announcements  will,  paralleling  other  adver- 

tisers, increase,  not  decrease,  their  spot  radio 

expenditures." 
•  Venard,  Rintoul  &  McConnell  Inc.:  "While 

we  believe  that  all  of  our  stations  will  accept 
the  double  announcement  features,  so  long  as 
the  products  are  both  those  of  the  same  adver- 

tiser, we  do  not  anticipate  that  this  type  of 

announcement  will  be  used  regularly,"  Lloyd 
George  Venard,  president  of  the  firm,  told 
B»T. 

"It  is  one  of  the  axioms  of  commercial 
writing  that  a  single  idea  carried  the  full  com- 

mercial length  does  not  seem  as  long  as  three 
or  four  ideas  in  succession  with  the  same  com- 

mercial. If  this  is  true  in  the  advertising  of 
one  product,  it  is  our  belief  that  the  second 
of  the  double  commercial  in  some  cases  seem 

longer  and  perhaps  fatiguing  to  the  listener." 
•  Westinghouse  Broadcasting  Co.:  "Split 

sponsorship  within  single  commercial  announce- 
ments has  never  assumed  sufficient  proportions 

in  radio  to  pose  a  problem,"  A.  W.  Dannen- 
baum  Jr.,  vice  president  in  charge  of  sales,  said, 

"and  it  does  not  appear  to  be  a  problem  at this  time. 

"The  few  instances  of  split  sponsorship  pro- 

posals we  have  had  in  the  past  have  been 
handled  on  their  individual  merits,  and  present 
indications  are  that  such  proposals  are  not 
likely  to  assume  such  a  volume  as  to  require  an 
immediate  change  in  our  approach.  If,  at  any 
time  in  the  future,  an  increased  tendency 
toward  this  type  of  commercial  indicates  a  need 
for  the  formulation  of  an  overall  policy  on 

this  subject,  we  wil  establish  such  a  policy." 
•  John  Blair  &  Co.:  In  a  letter,  Robert  E. 

Eastman,  vice  president  of  the  station  repre- 
sentative company,  notified  all  Blair  stations  of 

the  Lever  proposal  "because  there  is  a  pos- 
sibility that  the  wrong  outlook  by  many  radio 

stations  could  cause  the  loss  of  substantial 

amount  of  business." He  indicated  that  there  is  nothing  new  about 
the  idea,  and  named  the  Pharmaco  and  Chooz 
&  Feen-a-Mint  combination  in  a  single  an- 

nouncement as  well  as  the  recent  Pepsodent 

tooth  brush  and  paste  within  the  same  com- 
mercial, as  examples. 

"Also,"  he  pointed  out,  "the  problem  in  radio 
may  be  a  completely  different  one  than  in 
television,  and  the  two  should  not  be  confused 
or  combined  under  a  single  policy  governing 
both  in  those  instances  of  dual  ownership. 

"In  national  spot  radio,  we  want  all  adver- 
tisers to  get  the  maximum  sales  effectiveness 

and,  therefore,  prefer  that  their  copy  be  not 
so  diluted  that  it  loses  its  sales  value.  We  feel 

that  splitting  a  one-minute  commercial  evenly 
between  two  products   may   take  something 

away  from  both  products  in  the  effectiveness 
of  the  advertising.  We  have  no  serious  objection 
to  the  idea  of  the  majority  of  an  announcement 
being  for  one  product  with  a  very  brief  tag 
for  a  campanion  product.  In  other  words,  in 
our  creative  selling  we  encourage  the  use  of 
the  full  minute  for  a  single  product. 

"On  the  other  hand,  we  believe  that  as  long 
as  an  advertiser  has  acceptable  products  and 
the  copy  is  in  good  taste,  that  neither  we  nor 
any  radio  station  should  dictate  how  much 
wordage  of  the  copy  can  be  applied  to  any 

given  product. 
"We  do  not  think  that  this  combination  of 

products,  as  far  as  national  spot  radio  is  con- 
cerned, is  a  chisel.  It  is  conceivable,  although 

unlikely,  that  an  advertiser  might  run  10  pro- 
ducts within  a  one-minute  commercial  with  a 

brief  mention  of  the  use  of  each  product.  Again, 
we  see  no  really  compelling  reason  why  this 
use  of  our  medium  should  be  restricted  by 

firm  policies. 

Says  Threat  Looms 
"From  a  very  practical  point  of  view,  the 

restrictive  policies  that  have  been  established 
by  a  few  radio  stations  are  a  dangerous  threat 
to  the  well-being  of  national  spot  business. 
The  advertiser  using  national  spot  radio,  as 
contrasted  to  television,  has  many  alternatives 
open  to  him.  First  of  all,  there  are  numerous 
stations  available  in  each  market,  and  if  Sta- 

tion A  has  a  policy  against  more  than  one 
product  within  a  one  minute  commercial,  Sta- 

tions B,  C,  D,  E,  F,  G,  etc.,  are  happy  to  have 
the  business. 

"The  advertiser  has  an  alternative  to  buy 
into  network  multi  messages  or  print.  .  .  .  We 
try  to  encourage  the  most  effective  use  of  our 
medium;  at  the  same  time  we  do  not  feel  that 
we  should  be  in  the  position  of  dictating  to 
an  advertiser  on  an  arbitrary  basis  as  to  what 
he  should  include  in  his  copy  as  long  as  it 

MARKET  PLACES  OF  SPOT  BUYING 

ALL  OTHERS  2% 

SAN  FRANCISCO 

•  LOS  ANGELES 

CHICAGO  16% 

ST.  LOUIS  6%  • 

DALLAS  2% 

DETROIT 

3.5% 

ATLANTA  1% 

BOSTON  1.5% 

NEW  YORK 

THREE-QUARTERS  of  the  national  spot 

advertising  on  the  nation's  radio  and  televi- 
sion stations  is  placed  through  station  rep- 

resentative offices  in  New  York  and  Chi- 
cago, according  to  a  breakdown  of  spot 

business  by  source  cities  prepared  for  B«T 
by  Station  Representatives  Assn. 

The  SRA  analysis  shows  spot  business 
originating  as  follows:  New  York  60%, 

Chicago  16%,  St.  Louis  6%,  Los  Angeles 
4%,  San  Francisco  4%,  Detroit  3.5%, 
Dallas   2%,   Boston    1.5%,   Atlanta  1%, 

other  cities  2%.  The  percentages  are  the 
same  for  both  radio  and  television,  SRA 

reports. 
This  does  not  mean  that  all  the  business 

indicated  for  any  city  came  from  agencies 
located  in  that  city.  Station  representative 

offices  in  Chicago,  for  instance,  serve  agen- 
cies and  accounts  as  far  away  as  Minneapo- 

lis-St.  Paul;  San  Francisco  offices  handle 
business  from  agencies  located  in  Portland, 
Ore.,  and  Seattle;  Cleveland  accounts  are 
contacted  from  Detroit  and  New  Orleans 
covered  from  Dallas. 
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is  in  good  taste  with  acceptable  products." 
Another  executive  of  a  major  station  repre- 

sentative firm  told  B»T  that  although  he  did 
not  want  to  be  quoted  directly,  he  was  of  the 
opinion  that  doubling  unrelated  products  in  one 
spot  was  not  doing  the  broadcaster  any  good. 
The  listeners  should  be  amused  but  not  con- 

fused by  an  overabundance  of  product  spon- 
sorship, he  observed. 

On  the  other  hand,  several  other  represent- 
ative firms  indicated  that  they  would  let  each 

!  station  decide  its  own  policy  of  acceptance. 
In  the  past  other  advertisers  have  used  the 

double  plug,  aside  from  Pharmaco  and  Feen- 
!  A-Mint  which  were  mentioned  by  Mr.  East- 

man. Continental  Baking  Co.  promoted  its 
Hostess  cake  and  Wonder  bread  in  one  com- 

mercial and  Anahist  did  the  same  for  its  pill 
and  nose  spray,  both  through  Ted  Bates  &  Co. 

Of  the  three  markets  that  Lever  Bros,  has 

queried  for  availabilities,  the  advertiser  re- 
portedly has  received  acceptances  from  two 

stations  in  each  of  the  markets. 

GALLUP  ADDING  SERVICE 

TO  PRE  TEST  TV,  MOVIES 

Buys  Hopewell,  N.  J.,  theatre 

for  operation  planned  to  start 

in  September.  Also  to  research 

consumer  "activation." 

VETERAN  opinion  gatherer,  Dr.  George  H. 
Gallup  of  Princeton,  N.  J.,  is  embarking  on  an 
expansion  of  his  services  to  tv-conscious  ad- 

vertiser clients  and  to  various  tv  film  and  motion 

picture  companies  which  he  hopes  to  attract  to 
his  Princeton  operation. 

Dr.  Gallup  last  week  announced  that  he  had 
purchased  the  Colonial  Theatre  in  Hopewell, 
N.  J.,  which  is  six  miles  from  Princeton  and 
about  11  miles  from  Trenton,  forming  a  triangle 
with  the  university  city  and  the  New  Jersey 
capital.  The  500-seat  theatre  will  be  used  as 
a  testing  ground.  The  audience,  chosen  as  to 
sex  and  age  group  and  admitted  free  to  the 
theatre,  will  record  running  reactions  to  movie, 

film  or  commercial,-  by  turning  an  individual 
dial. 

The  researcher,  of  Gallup  Poll  fame,  takes 
possession  of  the  theatre  on  Aug.  1  with  ren- 

ovating to  be  completed  for  an  opening  about 
a  month  later,  Dr.  Gallup  told  B«T  last  Thurs- 
day. 

Radio  Method  in  1935 

Dr.  Gallup  recalled  that  Young  &  Rubicam 
I  as  early  as  1935  conducted  a  rating  system  of 
,  radio  programs  in  Hopewell.  The  Gallup  opera- 

tion also  has  been  testing  radio,  ,tv  and  some 
motion  pictures  for  some  time  at  Princeton. 
Hopewell,  he  explained,  is  an  ideal  location 
for  such  testing  because  it  can  draw  on  a 

quarter  million  population  in  the  Hopewell- 
Trenton-Princeton  area,  made  up  of  rural 
and  urban  folk. 

A  number  of  national  advertisers  are  Gallup 
clients.  Among  them:  U.  S.  Steel,  Bristol-Myers, 
Chrysler,  Borden,  Lipton,  Westinghouse  Gen- 

eral Electric,  Goodrich,  American  Motors,  Dow 

Chemical,  Nestle's  and  DuPont.  Mr.  Gallup 
also  hopes  to  attract  tv  film  companies  to  the 
Colonial  Theatre  proving  grounds. 

The  theatre  also  will  be  put  to  use  for  a 

type  of  analysis  called  "activation"  research, 
which  Dr.  Gallup  described  as  the  next  step 
beyond  motivation  research.  The  latter,  he  said, 
attempts  to  show  what  motivates  a  purchaser 
to  buy  a  product.  Through  his  advanced  step, 
Dr.  Gallup  intends  to  show  how  to  apply 

motivation  (the  "why")  to  a  given  problem  or 
purchase.  Developed  will  be  the  "theme"  or 

"appeal"  of  an  advertiser's  product  in  his advertising. 

Spearheading  the  work  will  be  Gallup  & 
Robinson  (audience  research)  which  along  with 
a  group  of  opinion  analysis  companies,  includ- 

ing the  American  Institute  of  Public  Opinion, 
is  headed  by  Dr.  Gallup. 

The  new  move  by  Gallup  follows  a  flurry 

of  activity  earlier  this  month  in  projects  for 
the  testing  of  tv  commercials,  films  of  programs 
in  the  pre-air  stage.  During  July  agencies 
such  as  N.  W.  Ayer,  Kenyon  &  Eckhardt  and 
BBDO  announced  plans  for  individual  opera- 

tions [B»T,  July  9],  and  Telestudios  Inc.,  New 
York,  opened  its  closed-circuit  tv  testing  opera- 

tion (see  separate  story). 

LATEST  RATINGS 

NIELSEN 

TOP  RADIO  PROGRAMS  (TWO  WEEKS  ENDING  JUNE  9) 

Rank  Program  Sponsor 
Evening,  Once-A-Week 
1.  Dragnet  RCA 
2.  You  Bet  Your  Life   De  Soto 
3.  People  Are  Funny  RCA 

Net- 

No.  of 

Realemon 
Toni P.  Lorillard 

4.  Our  Miss  Brooks 
5.  Two  For  The  Money 
6.  Edgar  Bergen 
7.  Gunsmoke 8.  Counterspy 
9.  Edgar  Bergen 
10.  Godfrey's  Scouts 
Evening,   Multi -Weekly 
1.  News  of  The  World  Miles  Labs 
2.  One   Man's   Family  particip< 3.  Lowell   Thomas         United  Mo 

Liggett  &  Myers participating 
Jelsert 
Lipton 

Weekday 

1 .    Helen  Trent 

2.     Young   Dr.  Malone 

3.  Young  Dr.  Malone 
4.  Wendy  Warren 

ice  Div.  of  Gen- eral Motors 

Carter  Products 
Cheseborough 
Corn  Products 
Carter  Products 
Cheseborough 
Corn  Products 
General  Foods 
same   as  above 
Standard  Brands 

5.  Wendy  Warren         Hazel  Bishop 
6.  Wendy    Warren        Philip  Morris 
7.  Young    Dr.    Malone  same  as  above 
8.  Ma   Perkins  Procter  &  Gamble 

9. 

10. 

Day, 

1. 

2. 
3. 

Day, 

1. 
2. 

3. 

Guiding    Light         Procter  &  Gamble 
Young  Dr.  Malone  same  as  above Sunday 

Woolworth  Hour       F.  W.  Woolworth 
Robert   Trout-News  General  Motors 
Hour    of    Decision     Billy  Graham 
Saturday 
Gunsmoke 
Robert  Q.  Lewis 
Alan  Jackson-News  Chevrolet 

Evangalistic  Assn. 

Liggett  &  Myers Milner 

Agency 
work Stations Day  &  Time (Average   for   All  Programs 

Kenyon  &  Eckhardt 

NBC 
180 Tues.,  8-8:30 BBDO 

NBC 

194 
Wed.,  9-9:30 Kenyon  &  Eckhardt 

NBC 

177 
Thurs.,  8-8:30 Ted  Bates 

Rutledge  &  Lillianfeld North  Adv. 
CBS 

203 
Sun.,  8-8:30 Lennen  &  Newell 

CBS 

203 
Sun.,  8:30-9 Ted  Bates 

CBS 

200 
Sun.,  7-8 Cunningham    &  Walsh 

CBS 

198 
Sun.,  6:30-7 

sors  and  agencies 
MBS 455 

Fri.,  8-8:30 L.  W.  Ramsey CBS 200 
Sun.,  7-8 Young  &  Rubicam 

CBS 

161 
Mon.,  8:30-9 (Average   for    All  Programs Geoffrey  Wade NBC 

194 

Mon.-Fri.,  7:30-45 
ors NBC 182 Mon. -Fri.,  7:45-8 
Campbell-Ewald 

CBS 198 

Mon.-Fri.,  6:45-7 

(Average  for  All  Programs) Ted  Bates 
CBS 

187 
Alt.  Days,  Mon.- J.   Walter  Thompson 115 

Fri.,  12:30-45 C.   L.  Miller 

115 

Ted  Bates 
CBS 

186 
Alt.  Days,  Mon.- J.  Walter  Thompson 

112 
Fri.  1:30-45 C.   L.  Miller 

75 

Foote,  Cone  &  Belding 

75 

Ted  Bates CBS 190 Alt.  Days,  Mon-Fri., 12-12:15 

Raymond  Spector CBS 189 same  as  above Biow  Co. 
CBS 

191 same  as  above 

Dancer- Fitzgera  Id  - 

CBS 
139 Mon.-Fri.,  1:15-1:30 Sample 

Compton 

CBS 

45 

Mon.-Fri.,  1:45-2 

(Average  for  All  Programs) 
Lynn  Baker 

CBS 198 

Sun.,  1-2 Campbell-Ewald 

CBS 

164 
Sun.,  10-10:15 Walter  F.  Bennett 

NBC 
125 

Sun.,  10-10:30 
(Average  for  All  Programs) 

Cunningham  &  Walsh CBS 200 
Sat.,  12:30-1 

Gordon  Best CBS 198 
Sat.,  ll:55-noon Campbell-Ewald 

CBS 

178 
Sat.,  1-1:05 

Homes (000) 

(568) 

1,277 
1,183 
1,135 

1,088 1,088 993 
993 
946 

899 

851 (662) 

1,324 
1,230 
993 

(1,041) 

1,703 

1,514 

1,514 
1,514 

1,514 
1,514 
1,466 
1,466 

1,419 
1,419 (473) 

946 

757 
757 

(662) 

1,845 
1,324 
1,324 TOP  TV  SHOWS  (TWO  WEEKS  ENDING  JUNE  23) 

t  Total 

Audience Tv  Homes 

Net- 

No. of 
Reached Rank 

Program 
Sponsor 

Agency 
work  Stations 

Day  &  Time (000) 1. $64,000  Question Revlon BBDO CBS 

165 

Tues.,  10-10:30 
14,126 2. Ed  Sullivan  Show Lincoln-Mercury Kenyon  &  Eckhardt CBS 180 

Sun.,  8-9 13,542 
3. 

1  Love  Lucy Procter  &  Gamble 
Biow CBS 155 

Mon.,  9-9:30 12,556 General  Foods Young  &  Rubicam 157 
4. 

December  Bride General  Foods Benton  &  Bowles CBS 183 
Mon.,  9:30-10 11,352 

5. 

$64,000  Challenge P.  Lorillard Young  &  Rubicam 

CBS 111 

Sun.,  10-10:30 
11,169 

Revlon C.  J.  La  Roche 
6. Lux  Theatre Lever  Brothers J.  Walter  Thompson 

NBC 

132 Thurs.,  10-11 
10,476 

7. Sunday  Spectacular participating  sponsors and  agencies NBC 127 
Sun.,  7:30-9 

9,819 
8. G.  E.  Theatre General  Electric  Co. BBDO CBS 153 Sun.,  9-9:30 

9,746 

9. Cavalcade  of  Sports Gillette Maxon NBC 

161 

Fri.,  10-10:45 
Wed.,  9:30-10 9,563 10. 

I've  Got  A  Secret R.  J.  Reynolds 
Wm.  Esty 

CBS 170 

9,454 
%  Average 

Audience 
Tv  Homes Reached *  Total  Audience  % 

*  Total  Au 
dience  % 

Rank (000) Ran k               of  Tv  Homes Reached Ran k               of  Tv  Homes  Reached 
1. $64,000  Question 12,775 

1. 

$64,000  Question 

40.1 
1. $64,000  Questions 36.3 

2. 

1  Love  Lucy 
1 1 ,425 

2. Ed  Sullivan  Show 
38.6 

2. 
1  Love  Lucy 

32.1 3. $64,00  Challenge 10,330 3. 1  Love  Lucy 
35.3 3. $64,000  Challenge 30.6 4. December  Bride 10,330 

4. 

$64,000  Challenge 33.1 4. December  Bride 
29.4 

5. 

Ed  Sullivan  Show 
10,293 

5. 

December  Bride 32.3 5. Ed  Sullivan  Show 

29.3 
6. Lux  Theatre 

8,687 
6. Lux  Theatre 30.5 6. What's  My  Line 

26.0 7. G.  E.  Theatre 
8,687 

7. 

What's  My  Line 28.7 7. Lux  Theatre 

25.3 
8. I've  Got  A  Secret 

8,541 
8. G.  E.  Theatre 28.1 8. G.  E.  Theatre 

25.0 9. What's  My  Line 

8,432 

9. Sunday  Spectacular 27.9 

9. 

I've  Got  A  Secret 
24.5 

10. The  Lineup 
8,395 

10. Studio  1  Summer  Th. 27.4 10. 
The  Lineup 

24.4 

[Details  on  program; 

in 

proceding  three  tables,  but  not listed  in top  table] 

What's  My  Line         Jules  Montenier 
Remington  Rand 

The  Lineup  Brown  &  Williamson Procter  &  Gamble 
Studio  One  Summer  Westinghouse 

Theatre 

Earle  Ludgin CBS 70 

Sun., 

10:30-11 Young  &  Rubicam 111 Ted  Bates CBS 176 

Fri., 

10-10:30 

Biow 
McCann-Erickson CBS 99 

Mon. 
10-11 

t  Homes  reached  by  all  or  any  part  of  the  program,  except  for  homes  viewing  only  1  to  5  minutes. 
%  Homes  reached  during  the  average  minute  of  the  program. 
*  Percented  ratings  are  based  on  tv  homes  within  reach  of  station  facilities  used  by  each  program. 

Copyright  1956,  by  A.  C.  Nielsen  Co 
Continues  on  next  page 
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ADVERTISERS  &  AGENCIES 

Continued  from  preceding  page 

TOP  20  REGULARLY  SCHEDULED,  ONCE-A-WEEK  TV  SHOWS 

No.  of 

Program 
Ed  Sullivan  Show 
$64,000  Question 
I  Love  Lucy 

Perry  Como 

Groucho  Marx 
$64,000  Challenge 
Jackie  Gleason 

Disneyland 

Jack  Benny 
December  Bride 
Dragnet 
What's  My  Line 
Climax 
G.  E.  Theatre 
This  Is  Your  Life 
Caesar's  Hour 

Alfred  Hitchcock 
Presents 

Burns  &  Allen 

I've  Got  A  Secret 
Robert  Montgomery 

Sponsor Lincoln-Mercury 
Revlon 
Procter  &  Gamble 
General  Foods 
Armour 
Dormeyer 
Gold  Seal 
International  Cellu- 

cotton  Products 
Noxzema  Chemical 

Toni 
De  Soto 
P.  Lorillard 
Revlon 
Buick  Div.  General 

Motors 
American  Motors 

American  Dairy 
Derby  Foods 
American  Tobacco 
General  Foods 
Liggett  &  Myers Jules  Montenier 
Remington  Rand 
Chrysler 
General  Electric 
Procter  &  Gamble 
American  Chicle 

Helene  Curtis 
Industries 

Remington  Rand 
Bristol-Myers 

Carnation  Co. 
B.  F.  Goodrich 
R.  J.  Reynolds 
S.  C.  Johnson 

Schick 

Agency 

Kenyon   &  Eckhardt BBDO 
Biow 
Young  &  Rubicam 
Tatham-Laird John  W.  Shaw 
Campbell-Mitchun Foote,  Cone  & Belding 

Sullivan,  Stauffer, 
Colwell  &  Bayles 

North  Adv. 
BBDO 
Young  &  Rubicam 
C.  J.   La  Roche 
Kudner 

Geyer  &  Brooks,  Smith 
French  &  Dorrance 

Campbell-Mitchun McCann-Erickson 
BBDO 
Benton  &  Bowles 
Cunningham  &  Walsh 
Earle  Ludgin 
Young  &  Rubicam 
McCann-Erickson 
BBDO 
Benton  &  Bowles 
Dancer-Fitzgerald- Sample 
Earle  Ludgin 

Young  &  Rubicam 
Young  &  Rubicam 
Erwin  Wasey 
BBDO 
Wm.  Esty 

Needham,    Louis  & Brorby 

Warwick  &  Legler 

Net- 

Stations 

Rating 

work June 

May 
Day 

&  Time June 

May 

CBS 180 
180 

Sun., 

8-9 
42.5 44.2 

CBS 
165 165 Tues., 

10-10:30 41.4 

44.5 
CBS 155 

155 
Mon., 9-9:30 

38.2 

40.6 

157 
157 NBC 81 

81 

Sat., 

8-9 32.3 33.1 
82 

82 

86 86 
90 

90 
95 

95 

91 91 NBC 
157 157 Thurs 

,  8-8:30 
32.2 

35.7 

CBS 
111 111 

Sun., 
10-10:30 

31.6 33.2 

CBS 
187 

187 
Sat., 8-8:30 

30.3 32.0 ABC 180 
180 Wed. 7:30-8:30 29.9 

32.7 

CBS  172 CBS  183 
NBC  157 CBS  70 

111 
CBS  162 
CBS  153 NBC  133 

172 
183 

157 70 
111 
162 
153 

Sun.,  7:30-8 
Mon.,  9:30-10 
Thurs,  8:30-9 
Sun.,  10:30-11 
Thurs.,  8:30-9:30 
Sun.,  9-9:30 
Wed.,  9:30-10 

29.8  32.7 
29.6  31.0 
29.4  30.8 
29.0  29.4 

28.9 
28.6 28.2 

32.9 29.5 

NBC    116      116      Mon.,  8-9 

CBS  110 

CBS  148 
142 

CBS  170 

NBC  98 

98 

Sun.,  9:30-10 
Mon.,  8-8:30 

Wed.,  9:30-10 
Mon.,  9:30-10:30 

26.6  27.1 

26.1 
26.0 

26.0 

25.9 

Top  10  Regularly  Scheduled  Multi-Weekly  Shows 

Mickey  Mouse  Club 
Guiding  Light  Club 
Search  For  T'mrw. Love  of  Life 

Arthur  Godfrey 

Queen  For  A  Day 
Valiant  Lady 
Dinah  Shore 
News  Caravan 

CBS  News 

segmented  sponsors  and  various  agencies      ABC  94 
Procter  &  Gamble         Compton  CBS  113 
Procter  &  Gamble         Biow  CBS  125 
American  Home            Ted  Bates  CBS  153 

Products 
participating  sponsors  and  agencies  CBS  99 

multi-sponsored  and  various  agencies  NBC  132 
participating  sponsors  and  agencies  CBS  99 

Chevrolet                      Campbell-Ewald  NBC  98 
Plymouth  N.  W.  Ayer 
R.  J.  Reynolds  TobaccoWm.  Esty 
Whitehall  Sullivan,  Stauffer,  CBS  75 

Colwell  &  Bayles 
American  Tobacco         BBDO  70 

94 

113 

125 
153 

99 

99 

Mon.-Fri.,  5-6  18.1 
Mon.-Fri.,  12:45-1  11.1 
Mon.-Fri.,  4-4:15  10.8 
Mon.-Fri.,  12:15-12:30 

9.8 
Mon. -Thurs.,  10-11:30 

9.6 
Mon.-Fri.,  4:30-5  9.5 
Mon.-Fri.,  12-12:15  9.2 
Tues. -Thurs.,  7:30-45  9.0 

NBC    116      116      Mon.-Fri.,  7:45-8 

75 
70 

Mon.-Fri.,  6:45-7 

8.9 

8.7 

19.7 11.8 11.0 

10.5 

9.6 

10.1 9.4 

9.1 

TRENDEX 

Rank  Program 
1.  $64,000  Challenge 

2.  Video  Theatre 
3.  $64,000  Question 
4.  Do  You  Trust  Your 

Wife 
5.  What's  My  Line 
6.  Steve  Allen 

7.  Dragnet 
8.  Climax 
9.  Best  of  Groucho 

10.  Ford  Theatre 

TOP  10  SHOWS,  WEEK  OF  JULY  1-7 

Sponsor 
P.  Lorillard 
Revlon 
Lever  Brothers 
Revlon 
General  Motors- 

Frigidaire  Div. 
Jules  Montenier 
Remington  Rand Avco 
Jergens 
Brown  &  Williamson 
Liggett  &  Myers 
Chrysler  Corp. 
De  Soto 
Ford  Motor  Co. 

Agency 
Network CBS 

No.  of 

Young  &  Rubicam 
C.  J.  La  Roche 
J.  Walter  Thompson  NBC 
BBDO  CBS 
Kudner  CBS 

Earle  Ludgin  CBS 
Young  &  Rubicam 
Compton  NBC 
Robert  W.  Orr 
Ted  Bates 
Cunningham  &  Walsh  NBC 
McCann-Erickson  CBS 
BBDO  NBC 
J.  Walter  Thompson  NBC 

Stations    Day  &  Time 

Rating 

111 
Sun.,  10-10:30 23.3 132 

165 

140 
Thurs.,  10-11 
Tues.,  10-10:30 
Tues.,  10:30-11 

22.8 
22.5 
22.4 70 

111 
128 Sun.,  10:30-11 

Sun.,  7-8 

22.2 
20.2 

169 
162 
157 156 

Thurs.,  8:30-9 
Thurs.,  8:30-9:30 
Thurs.,  8-8:30 
Thurs.,  9:30-10 

19.7 
19.6 
19.2 
18.4 

Kool-Aid  Adds  Fourth  Show 

GENERAL  FOODS  Corp.,  White  Plains,  New 
York,  through  Foote,  Cone  &  Belding,  New 
York,  has  bought  into  its  fourth  network  tv 

show  to  promote  Kool-Aid  via  CBS-TV's  Mighty 
Mouse  strip  on  85  stations.  Other  GF-Kool-Aid 
network  programs  include  Roy  Rogers  (NBC- 
TV),  Capt.  Kangaroo  (CBS-TV)  and  Our  Miss 
Brooks  (CBS-TV). 

Clorox  Plans  Spot  Drive 

CLOROX  CHEMICAL  Co.,  Oakland,  Calif., 

plans  entry  into  television  in  September  with 

a  national  spot  campaign  using  20-second  and 
one-minute  announcements.  The  campaign  will 
be  placed  by  Honig-Cooper  Co.,  San  Francisco. 
A  series  of  14  Clorox  spots  is  being  produced 
by  Cascade  Pictures,  Hollywood. 

TV  TAPPED  FOR  65% 

OF  TUCKER'S  BUDGET 
Foods  division  of  Anderson, 

Clayton  &  Co.  use  video  spots 

in  32  midwest  markets,  TvB 

tells  its  members. 

ANDERSON,  CLAYTON  &  Co.,  described 

as  the  world's  largest  processors  of  cotton  oil, 
in  August  will  start  a  tv  spot  campaign  in  32 

markets  for  its  Mrs.  Tucker's  Foods  Division, 
Television  Bureau  of  Advertising  has  notified 
its  member  stations. 

TvB,  which  held  several  conferences  with 
the  company  prior  to  the  completion  of  its 
advertising  plans,  reported  that  65%  of  the 
advertising  budget  for  the  food  division  will 
go  into  television.  Amount  was  not  disclosed 
but  is  understood  to  exceed  $750,000.  The  tv 

appropriation  will  be  divided  roughly  two- 
thirds  for  daytime  television,  one-third  for 
nighttime,  TvB  said,  distributed  among  markets 

throughout  the  area  ranging  from  the  Alle- 
ghanies  to  the  Rockies  and  Canada  to  the  Gulf 
of  Mexico. 

The  Mrs.  Tucker  tv  time  is  being  bought 

through  Bryan  Houston  Inc.,  New  York. 

Sunkist  Joins  Wesson  Oil 

As  Co-sponsor  of  'Blondie' SUNKIST  GROWERS  Inc.,  Los  Angeles,  will 

co-sponsor  the  new  Hal  Roach  Jr.-produced  t\ 
film  series,  Blondie,  to  be  carried  on  the  Vita- 
pix  lineup  of  stations,  starting  in  October,  il 
was  announced  last  week  by  Ned  Koenig,  sales 
vice  president  for  Hal  Roach  Jr.  The  sale 
amounting  to  about  $1  million  in  gross  bill- 

ings, was  negotiated  by  Mr.  Koenig  and  Sun- 
kist agency,  Foote,  Cone  &  Belding,  Los  An 

geles. 

The  transaction  follows  recent  agreemen 

signed  by  Wesson  Oil  to  sponsor  the  half-houi 
series  in  80  markets  for  an  estimated  $2  million 

Sunkist,  however,  will  co-sponsor  in  only  4( 
of  the  80  markets,  except  during  the  seasoi 
when  demand  for  its  products  is  high.  Mr 
Koenig  said  he  is  negotiating  with  another  spon 
sor  and  hopes  to  conclude  this  transaction  a: 
soon  as  Sunkist  decides  on  the  use  it  plans  tc 
make  of  the  remaining  40  markets. 

Though  there  are  58  stations  that  Vitapi: 
may  clear  for  the  program  series,  it  is  expectec 
that  other  stations  will  be  signed  specifically 

for  Blondie  to  bring  the  total  up  to  80.  Tenta 
tive  time  slotting  for  the  program  varies  fron 

7  p.m.  to  8:30  p.m.,  depending  on  the  market 
according  to  a  Roach  spokesman. 

Bookbinders  Get  Challenge 

ADVERTISING  and  production  in  newspapei 

magazines  and  books  have  reached  recor 
highs  despite  serious  inroads  by  television  an 

radio  in  the  average  person's  leisure  time,  Gei 
aid  Walsh,  secretary  of  the  Printing  Industrie 
Assn.,  told  250  delegates  to  the  Internation. 
Brotherhood  of  Bookbinders  convention  la; 

week  in  Los  Angeles.  He  said  the  printin 
and  publishing  field  now  ranks  third  in  nun 
ber  of  firms,  eight  each  in  payroll  and  produc 
value  and  ninth  in  number  of  employes.  M 
Walsh  warned  his  industry  it  must  continu 
research  to  develop  new  markets  to  replac 
those  lost  to  radio-tv  and  other  media. 
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BBDO's  TV  BILLING 

MAY  BE  $72  MILLION 

Addition  of  five  new  video 

network  shows  this  fall  brings 

agency  expectation  of  an  in- 
crease of  $12  million  over  last 

year.  Firm  now  dickering  for 

still  another  program. 

WITH  THE  addition  of  five  new  television  net- 
work shows  slated  for  this  fall,  BBDO  New 

York,  expects  its  television  billing  to  be  ap- 
proximately $72  million,  an  increase  of  $12 

million  in  television  over  last  year. 
The  five  new  shows — two  are  first-time  buys 

for  the  clients  in  established  shows — bring  a 
total  of  17  major  programs  for  the  1956-57 
BBDO  season.  The  agency  also  is  known  to  be 

dickering  with  the  networks  for  another  pro- 
gram, which  if  signed,  will  up  the  total  to  18 

network  shows. 
The  television  department  of  BBDO  has  13 

half-hour,  two  one-hour  and  one  quarter-hour 
properties,  plus  one-quarter  of  each  of  the 
NCAA  games  during  the  coming  football 
season. 

The  three  new  BBDO  shows  for  this  season 
are:  (1)  The  Giant  Step  sponsored  by  General 
Mills  and  produced  live  from  New  York  by 
Louis  G.  Cowan  Inc.,  Wednesday,  7:30-8  p.m. 
on  CBS-TV.  Top  prize  on  the  quiz  show  will 
be  a  full  college  education  for  the  winner  with 
a  European  trip  to  follow.  (2)  On  Trial  with 
loseph   Cotten   as  host,  sponsored  alternate 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

NBC-TV 

July  23  (8-9:30  p.m.)  Producers'  Show- 
case, "Rosalinda,"  Ford  Motor  Co., 

through  Kenyon  &  Eckhardt  and  RCA 
through  Kenyon  &  Eckhardt,  Al  Paul 
Lefton  &  Grey. 

July  25-27  (3-4  p.m.)  Matinee,  participat- 
ing sponsors  (also  July  30-Aug.  3,  6-10, 

27-31). 

July  25  (9:10  p.m.)  Kraft  Television  The- 
atre, Kraft  Foods,  through  J.  Walter 

Thompson  (also  Aug.  1,  8,  29). 

July  26  (10-1 1  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.,  through  J.  Walter 
Thompson  (also  Aug.  8,  23,  30). 

July  28  (8-9  p.m.)  Julius  La  Rosa  Show, 
participating  sponsors. 

July  29  (5-5:30  p.m.)  Zoo  Parade,  sustain- 
ing (also  Aug.  5,  12,  19,  26). 

July  29  (9-10  p.m.)  Goodyear  Playhouse, 
Goodyear  Tire  &  Rubber  Co.,  through 
Young  &  Rubicam. 

Aug.  1  (7:30-7:45  p.m.)  J.  P.  Morgan 
Show,  sustaining  (also  Aug.  15). 

Aug.  5   (9-10  p.m.)  Alcoa  Hour,  Alu- 
minum Co.  of  America,  through  Fuller 

&  Smith  &  Ross. 

Aug.  12  (7:30-9  p.m.)  Sunday  Spectacular, 
participating  sponsors. 

Aug.  18  (8-9  p.m.)  Tony  Bennett  Show, 
participating  sponsors  (also  Aug.  25). 
[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B«T] 

weeks  by  Campbell  Soup  and  Lever  Brothers, 
Friday,  9-9:30  p.m.  on  NBC-TV.  (3)  Playhouse 
90,  Thursday,  9:30-11  p.m.,  half-hour  on  alter- 

nate weeks  and  sponsored  by  Bristol-Myers  on 
CBS-TV. 

The  two  programs  new  to  BBDO  clients  next 
season  are:  Warner  Bros.  Presents  on  alternate 

weeks,  sponsored  by  the  Lamp  division  of  Gen- 
eral Electric  on  ABC-TV  and  NCAA  Football 

Saturday  afternoons,  quarter  sponsorship  of 

eight  national  games  by  Zenith  on  NBC-TV. 
All  BBDO  clients  represented  on  network 

television  last  season  will  be  similarly  repre- 
sented during  the  coming  season.  On  one  pro- 
gram Lassie  sponsored  by  Campbell  Soup, 

BBDO  picks  up  26  weeks  additional  billing 
when  the  advertiser  resumes  full  sponsorship  of 
the  show  in  place  of  alternate  weeks. 

The  complete  lineup  of  returning  programs 
and  sponsors  follows: 

Jack  Benny  alternating  with  Private  Secretary, 
Sunday  7:30-8  p.m.  on  CBS-TV,  sponsored  by 
American  Tobacco  Co. 

Armstrong  Circle  Theatre,  alternate  weeks, 

Tuesday,  9:30-10:30  p.m.  on  NBC-TV,  under- 
written by  Armstrong  Cork. 

Lassie,  Sunday,  7:30-8  p.m.  on  CBS-TV, 
sponsored  by  Campbell  Soup. 

Grouch  Marx — You  Bet  Your  Life,  Thurs- 
day 8-8:30  p.m.  on  NBC-TV,  sponsored  by  De 

Soto. 
Du  Pont  Cavalcade  Theatre,  Tuesday,  9:30- 

10  p.m.  on  ABC-TV,  sponsored  by  Du  Pont. 
(In  addition,  Du  Pont  sponsors  Frank  Leahy 

and  His  Football  Forecasts  on  168  stations.) 

General  Electric  Theatre,  Sunday,  9-9:30 
p.m.  on  CBS-TV  for  General  Electric  Institu- 
tional. 

The  George  Burns  and  Grade  Allen  Show, 
Monday,  8-8:30  p.m.  on  CBS-TV,  alternate 
week  sponsorship  by  General  Mills. 

B.  F.  Goodrich,  another  BBDO  client,  spon- 
sors the  alternate  week  of  Burns  and  Allen. 

The  $64,000  Question,  Tuesday,  10-10:30 
p.m.  on  CBS-TV,  sponsored  by  Revlon. 

United  States  Steel  Hour,  Wednesday,  10-11 
p.m.  on  CBS-TV,  alternate  weeks,  sponsored 
by  United  States  Steel. 

The  Adventures  of  Robin  Hood.  Monday, 

7:30-8  p.m.  on  CBS-TV,  sponsored  by  Wild- 
root. 

In  addition,  BBDO  is  looking  for  a  half-hour 
network  time  slot  for  The  Prettiest  Girl  in  the 

World  to  be  sponsored  by  Revlon  [At  Dead- 
line, July  16]. 

Reynolds  to  Be  Co-Sponsor 
R.  J.  REYNOLDS  Tobacco  Co.  (Camel,  Win- 

ston and  Salem  cigarettes),  Winston-Salem, 
N.C.,  through  William  Esty  Co.,  New  York,  has 

been  signed  for  ABC-TV's  new  Wire  Service 
program  (Thursday,  9-10  p.m.  EDT)  for  the 
1956-57  season,  Slocum  Chapin,  ABC-TV  sales 
vice  president,  announced  last  week.  R.  J.  Rey- 

nolds will  pick  up  half  of  the  sponsorship  of  the 
weekly,  hour-long  adventure  series  based  on 
the  nation's  press  associations  and  starring 
Dane  Clark  and  George  Brent.  The  series  is 
being  filmed  in  Hollywood  by  Don  Sharpe  and 
Warren  Lewis.  It  debuts  on  the  network  Oct.  4. 

Geritol  Buys  New  Quiz 

PHARMACEUTICALS  Inc.  (Geritol),  N.  J., 
through  Edward  Kletter  Assoc.,  New  York, 
will  sponsor  a  new  quiz  program,  Twenty  One, 
on  NBC-TV  starting  Sept.  12  (Wednesdays, 
10:30-11  p.m.  EDT).  The  quiz  will  be  played 
by  two  contestants,  competing  for  21  points  by 
answering  questions  from  an  assigned  category. 
According  to  NBC-TV,  a  contestant  can  win 
an  unlimited  amount  of  money  by  competing 
against  new  opponents  each  week. 

Philadelphia  Survey  Reveals 

Time  Allocated  to  Radio-Tv 

ONLY  30  minutes  a  day  separate  the  average 
daily  radio  listening  and  tv  viewing  time  in 
the  nine-county  Philadelphia  market,  according 
to  a  survey  just  completed  by  Audience  Anal- 

ysts Inc.,  that  city. 

Of  2,300  responses,  weekday  tv  viewing 
averaged  4.6  hours  per  household  and  radio 
listening  4.1  hours  per  household.  The  survey 
indicated  98.1%  ownership  of  radios  and  91.4% 
tv  ownership.  In  answer  to  broadcasters  and 

advertisers'  interest  in  the  fm  radio  market, 
the  study  shows  that  38%  of  the  homes  have 
fm  radios.  These  fm  homes  listen  to  radio  an 
average  of  4.8  hours  a  day,  compared  to  the 
overall  average  of  4.1  hours. 

Other  facets  of  the  Philadelphia  study,  ac- 
cording to  Audience  Analysts  President  Doris 

L.  Selinger,  includes  the  daily  pattern  of  radio 
listening  of  adults,  teenagers  and  children  and 
automobile  radio  listening  as  it  relates  to 
travel  to  and  from  work,  during  shopping 
trips  and  on  pleasure  trips. 

CBS  Radio  Signs  Ex-Lax 

To  Year's  $400,000  Contract 
AFTER  an  absence  of  more  than  20  years 
from  CBS  Radio,  Ex-Lax  Inc.,  Brooklyn,  N.  Y., 
is  returning  by  signing  for  three  seven-and-one- 
half  minute  daytime  units  per  week  for  52 
weeks,  totaling  $400,000  in  gross  billings.  The 
agency  for  Ex-Lax  is  Warwick  &  Legler,  Los 
Angeles. 

In  announcing  the  sale  last  week,  John  Karol, 
CBS  Radio  vice  president  in  charge  of  net- 

work sales,  observed  that  Ex-Lax  initially 
utilized  the  facilities  of  CBS  Radio  in  1932 
and  sponsored  such  programs  as  Magic  Voice 
of  Telephone  and  The  Big  Show  through  1935. 
In  its  new  contract,  Ex-Lax  will  purchase  seg- 

ments of  Helen  Trent,  Road  of  Life,  and  This 
is  Nora  Drake,  starting  July  30. 

Crider  Joins  Y&R  Hollywood 

WICKLIFFE  CRIDER, 

00$ 

MR.  CRIDER 

office  after  a  period  of 
York  office. 

former  vice  president 

in  charge  of  radio- 

tv,  Kenyon  &  Eck- hardt, has  confirmed 
earlier  reports  of  his 

pending  association 
with  Young  &  Rubi- 

cam by  joining  that 
agency  as  program 
operations  director 
in  Hollywood 
[Closed  Circuit, 
June  11].  Mr.  Crider, 
who  resigned  from 
K&E  last  month, 

will  report  to 

agency's  west  coast 

duty  at  Y&R's  New 

Broadcasting Telecasting 

Houston  Office  Opened 

MACMANUS,  JOHN  &  ADAMS,  Bloomfield 
Hills,  Mich.,  advertising  agency,  has  established 
a  new  branch  office  in  Houston  and  has  ap- 

pointed Robert  J.  McCarthy,  manager,  accord- 
ing to  Ernest  Jones,  President.  Mr.  McCarthy 

has  been  a  staff  writer  for  the  Houston  Post; 

public  relations  director,  U.  of  Houston;  ac- 
count executive,  Wilhelm-Laughlin-Wilson  Adv. 

Agency,  Houston,  and  account  executive  and 

radio-tv  director,  D'Arcy  Adv.,  same  city. 
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•  WXEX-TV  leads  in  more 

%  hours  than  other  two 

Richmond  area  stations 

combined  •  .  •  from  7  A.  M.  to 

midnight,  7  days  a  week! 

•  WXEX-TV  has  10  of  the 

top  15  shows!  ♦MAY- JUNE,  1956 

TomTlnsley,  President  NBC   BASIC — CHANNEL  8         Irvin  G.  Abeloff,  V'se  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Farjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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ADVERTISERS  &  AGENCIES 

SSCB's  10  CANDLES  &  $36  MILLION 
MORE  than  half  of  the  $36  million  annual 

billing  at  Sullivan,  Stauffer,  Colwell  &  Bay- 
les,  New  York,  is  in  television.  In  fact, 
the  agency  reports  heavy  emphasis  on  the 

medium  since  SSC&B's  inception,  and  boasts 
a  greater  investment  in  this  department  in 
proportion  to  its  size  than  any  other  agency. 

SSC&B  claims  "maximum  attention"  to  pre- 
testing and  tv  presentations  of  copy. 

SSC&B,  which  is  celebrating  its  10th 

birthday  this  month,  held  a  special  lunch- 

eon Tuesday  at  New  York's  "21"  Club 
where  a  10-minute  film,  spoofing  the  ad- 

vertising field  and  SSC&B  via  animal  life 
shots  and  amusing  commentary,  was  shown. 
Also  as  part  of  its  10th  year  anniversary, 
SSC&B  has  published  a  collection  of  capsule 
essays,  Just  Looking,  written  by  Walter 

O'Meara,  senior  consultant  and  chairman 
of  SSC&B's  creative  review  board,  as  a 
souvenir  issue. 
The  agency  opened  for  business  in  The 

Marguery,  New  York  apartment  hotel, 
July  1,  1946,  with  a  first  year  billing  of 
$3.5  million.  Over  half  of  the  current  bill- 

ing ($36  million)  came  from  increased 

budgets  of  SSC&B's  first  nine  packaged 
goods  brands:  Pall  Mall,  Lifebuoy,  Silver 
Dust,  Mrs.  Filbert,  Simoniz,  Noxzema, 
Smith  Bros.,  Arrid  and  BiSoDoL.  Set  up 
to  concentrate  primarily  on  packaged  goods, 
the  agency  serviced  only  one  non-packaged 
goods  account  among  its  first  clients:  The 
American  Petroleum  Institute.  Emphasis  is 
on  cigarettes,  soaps,  foods,  proprietaries, 
toiletries  and  other  grocery  and  drug  store 

items.  The  agency's  founders — Raymond 
F.  Sullivan,  Donald  D.  Stauffer,  S.  Heagan 
Bayles,  and  Robert  T.  Colwell — anticipated 
post-war  competition  would  be  the  most 
acute  in  these  fields. 

From  the  15-room  apartment  occupied 
10  years  ago,  SSC&B  has  graduated  to  three 
modern,  air  conditioned  floors  at  477  Madi- 

son Ave.  Nearly  300  persons  are  employed 
by  the  agency,  which  has  only  one  branch 

Telestudios  Pre-Tests  Show 

By  Closed-Circuit  System 
TELESTUDIOS  Inc.,  New  York,  launched  its 

closed-circuit  system  of  pre-testing  tv  program- 
ming and  commercials  last  week  when  it  pre- 

sented a  program  in  NBC-TV's  upcoming  Stan- 
ley series  and  commercials  for  RCA-Whirl- 

pool  washers  to  a  group  of  500  families  in  the 
Wave  Crest  Gardens  housing  development  in 
Far  Rockaway,  Queens,  N.  Y.  [At  Deadline, 
July  9]. 

For  this  initial  telecast,  Telestudio's  clients 
were  the  NBC  research  department  on  be- 

half of  Stanley,  starring  Buddy  Hackett  and 
slated  to  debut  this  fall,  and  Kenyon  &  Eck- 
hardt  research  department  for  RCA-Whirlpool. 
Viewers  were  sent  questionnaires  at  the  time 
of  the  telecast  asking  for  reaction  to  the  pro- 

gram and  the  commercials.  Subsequently, 
Consumer  Behavior  Research  Assoc.,  New 
York,  distributed  additional  questionnaires  to 
viewers  and  also  conducted  interviews  in  person 
and  over  the  telephone,  according  to  George 
Gould,  president  of  Telestudios.  He  said  re- 

sults of  the  pre-testing  study  will  be  forwarded 
to  NBC  and  K&E  after  viewer  responses  have 
been  tabulated. 

Mr.  Gould  believes  that  his  closed-circuit 
audience  research  system  is  the  only  one  to 
pre-test  complete  family  units  at  home  within 

THE  four  founders  of  Sullivan,  Stauffer, 

Colwell  &  Bayles  Inc.  (I  to  r,  Ray  Sulli- 
van, Donald  Stauffer,  Robert  Colwell 

and  Haegan  Bayles)  shake  hands  over 

the  agency's  10th  anniversary  cake  at 
a  press  party  in  New  York. 

office — in  Hollywood  (used  for  show  and 
film  production).  Still  concentrating  on 
packaged  goods  brands,  recent  additions  to 
SCC&B  (and  contributors  to  the  record 

billings)  include  Best  Foods'  cereal  brands. 
Junket  brand  foods,  La  Rosa  macaroni 

products  and  Italian-style  foods,  Blue  coal, 
DuBarry  products,  S  &  H  Green  trading 
stamps  and  Gunther  Brewing  Co. 

Over  the  past  10  years,  there  has  been 

a  gradual  shift  in  the  agency's  ownership, 
with  20%  of  the  employes  now  owning 

stock.  This  is  according  to  the  founder's 
original  plans.  Mr.  Sullivan  was  formerly 
chairman  of  the  plans  board  at  Ruthrauff 
&  Ryan,  Mr.  Stauffer  and  Mr.  Bayles  had 

been  co-directors  of  R&R's  radio  operations 
and  Mr.  Colwell  had  been  chairman  of  the 

plans  board  at  J.  Walter  Thompson.  The 
four  soon  were  joined  by  John  P.  Cohane, 

a  vice  president  and  member  of  R&R's  plans board. 

the  framework  of  their  regular  tv  viewing 
habits.  He  reported  that  representatives  of 
more  than  a  dozen  advertising  agencies  and 
advertisers  were  among  those  who  had  viewed 
the  Stanley  telecast  and  that  many  had  ex- 

pressed interest  in  Telestudio's  system. 

All-Star  Sponsorship  Set 
NATHAN  PERLSTEIN,  Pabst  Brewing  Co. 
advertising  director,  confirmed  last  week  that 
Pabst  and  Standard  Oil  Co.  have  signed  for 

co-sponsorship  on  ABC  radio  and  television  of 
the  College  All-Stars-Cleveland  Browns  football 

game  in  Chicago's  Soldiers  Field  Aug.  10  [At 
Deadline,  May  21].  Agencies  are  Leo  Burnett 

Co.  for  Pabst  and  D'Arcy  Adv.  Co.  for 
Standard. 

Jack  Drees  and  Harold  (Red)  Grange  will 
handle  the  tv  portion,  while  Bill  McColgan 
and  an  unnamed  sportscaster  will  cover  the 
radio  broadcast. 

AGENCY  APPOINTMENTS 

Continental  Car-Na-Var  Corp.,  Brazil,  Ind.,  ap- 
points Product  Services,  N.  Y.,  for  new  Car- 

nauba  floorwax  product,  Continental  "18." 
Car-Na-Var,  to  become  division  next  month 
of  Continental  Industries  Inc.,  N.  Y.,  when 
stockholders  approve  merger  of  it  and  National 
Vending  Corp.,  N.  Y.,  initially  has  set  aside 

$650,000  advertising  budget,  bulk  to  go  into 
saturation  spot  tv  and  radio  campaigns  from 
now  to  March  1957.  First  phase  gets  under 

way  in  September,  with  12-market  saturation 
introductory  campaign. 

Sleep-Eze  Co.,  Long  Beach,  Calif.,  to  Van  der 
Boom,  Hunt,  McNaughton  Inc.,  L.  A.  Adver- 

tising for  Sleep-Eze  formerly  was  placed  by 
M.  B.  Scott  Inc. 

Mentholatum  Co.,  Buffalo,  N.  Y.,  names  Street 

&  Finney  Inc.,  N.  Y.,  to  handle  Canadian  ad- vertising. 

Central  Dairy  Products  Co.  (Steffen's  milk, ice  cream  products),  Oklahoma  City,  appoints 
Hall  &.  Thompson,  that  city. 

Star-Eye  Inc.  (self-sharpening  eyebrow  pencil), 
L.  A.,  names  Milton  Weinberg  Adv.  Co.  of  that 
city. 

Dale  Carnegie  Course  (New  England  Institute), 
Boston,  names  Charles  F.  Hutchinson  Inc., 

Boston. 
Seth  Thomas  Clocks  (Div.  of  General  Time 
Corp.),  LaSalle,  111.,  appoints  Erwin,  Wasey  & 
Co.,  Chicago.  H.  T.  Millikin  appointed  adver- 

tising-merchandising manager  and  J.  A.  Dona- 
hue general  sales  manager  of  firm.  Both  hold 

similar  positions  with  Westclox  Div.  of  General 
Time  Corp. 

SPOT  NEW  BUSINESS 

Benson  &  Hedges  (subsidiary  of  Philip  Morris 
Inc.),  N.  Y.,  using  heavy  schedule  of  radio  and 
tv  spot  on  regional  basis  for  new  flip-top  pack- 

aged Parliament  filter  cigarettes  in  Baltimore, 
Chicago,  Cleveland,  Detroit,  Milwaukee,  Phil- 

adelphia and  Washington,  D.  C.  Agency  is 
Benton  &  Bowles,  N.  Y. 

Clorox  Chemical  Co.,  Oakland,  Calif.,  ordering 
series  of  tv  spot  announcements  in  markets 
from  coast  to  coast. 

John  H.  Breck  Inc.  (hair,  scalp  preparations), 
Springfield,  Mass.,  buying  13  participatings  on 
NBC-TV's  Matinee  Theatre  (Mon.-Fri.,  3-4 
p.m.  EDT).  Starting  date  undertermined. 
H.  B.  Humphrey,  Alley  &  Richards  Inc.,  Bos- ton, is  agency. 

NETWORK  RENEWAL 

Sterling  Drug  Inc.,  N.  Y.,  for  third  year  has 
renewed  The  Vise  on  ABC-TV  (Fridays,  9:30- 
10  p.m.  EDT).  Sponsorship  of  program,  for 

Sterling's  Bayer  aspirin,  Phillip's  Milk  of 
Magnesia  and  other  products,  is  handled 
through  Dancer-Fitzgerald-Sample,  N.  Y. 

A&A  PEOPLE 

William  M.  Zeigler  Jr.,  account  executive, 
Compton  Adv.,  N.  Y.,  elected  vice  president 

of  agency.  Prior  to  his  association  with  Comp- 
ton, he  was  vice  president  and  general  manager, 

Ross  Roy  Inc.,  N.  Y.  John  E.  Emerson,  for- 
merly copy-contact  executive  on  appliance  ac- 

counts, O'Grady-Andersen-Gray,  Chicago,  to 
Compton  Adv.,  Chicago,  as  copywriter.  Henry 
Berchert  to  Compton  Chicago  office  as  art 
director. 

Arnold  Wester,  west  coast  supervisor  of  tv  com- 
mercial and  programming  activities,  and  Mark 

Byrne,  media  executive,  William  Esty  Co.,  N.  Y. 

and  Hollywood,  have  been  elected  vice  presi- dents of  agency. 

Frank  S.  Christian,  executive  vice  president  and 
account  supervisor,  Hermon  W.  Stevens,  Boston, 

appointed  regional  manager,  Kenyon  &  Eck- 
hardt,  same  city.  He  succeeds  J.  Norman  Mc- 
Kenzie,  recently  resigned.  Frank  O.  Covello, 
formerly  with  Cunningham  &  Walsh,  N.  Y.,  to 
Kenyon  &  Eckhardt,  that  city,  in  production 

department. 
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Vernon  S.  Mullen  Jr.,  advertising  manager, 
Miller  Brewing  Co.,  Milwaukee,  resigned  after 
six  years  with  firm.  He  has  not  announced 
future  plans. 

Murray  W.  Gross,  formerly  group  product 

manager  in  consumer  products  division  of  Hud- 
son Pulp  &  Paper  Corp.,  N.  Y.,  appointed  ac- 

count executive  at  Emil  Mogul  Co.,  N.  Y.,  on 
Manischewitz  kosher  wines,  succeeding  Mort 
Wyner,  recently  named  director  of  sales  and 
advertising  for  Monarch  Wine  Co.,  Brooklyn, 
N.  Y.,  producer  of  Manischewitz  wines. 

Tom  Taussig,  former  program  director,  WTOP- 
TV  Washington  and  more  recently  with  Young 
&  Rubicam,  N.  Y.,  to  Ted  Bates  &  Co.,  N.  Y., 
as  radio-tv  supervisor.  Lucille  Webster,  former 
radio-tv  business  manager,  The  Biow  Co.,  to 
Bates  as  assistant  radio-tv  business  manager. 

John  Chase  Strouse,  formerly  vice  president 
and  account  supervisor,  Cunningham  &  Walsh, 
N.  Y.,  appointed  account  executive  in  L.  A. 
office  of  Erwin,  Wasey  &  Co.  and  named  senior 
executive  on  Carnation  evaporated  milk  ac- 

count. Michael  P.  Casey,  formerly  associate 
director  at  KNXT  (TV)  Los  Angeles,  to  radio- 
tv  staff  of  Erwin,  Wasey  there  as  assistant  to 
radio-tv  producer. 

Robert  E.  Franklin,  account  executive  on 

Westinghouse  appliances  at  McCann-Erickson, 
Cleveland,  to  Henri,  Hurst  &  McDonald,  Chi- 

cago, as  account  executive. 

Edmund  C.  Ridley,  formerly  with  The  Biow 
Co.,  N.  Y.,  to  Anderson  &  Cairns,  N.  Y.,  as 
account  executive  handling  Julius  Wile  Sons 
Co.  and  Seeman  Bros.  Inc.  accounts. 

Cliff  Lewis,  promotion  director,  Ice  Capades 
show,  to  Ralph  Yambert  Organization,  L.  A. 
advertising  agency,  as  account  executive. 
Richard  Carey,  advertising  manager,  Plomb 

Tool  Co.,  to  Yambert  as  copywriter  and  pro- 
duction manager,  and  Blaine  Riley,  art  direc- 

tor, Walter  McCreery  Agency,  to  Yambert  as 
art  director. 

Ted  R.  Meredith,  associate  director  of  media, 
Griswold-Eshleman  Co.,  Cleveland,  promoted 
to  director  of  media. 

George  Shaver,  account  executive,  McCann- 
Erickson  Inc.,  and  George  Preston,  assistant 
account  executive,  Albert  Frank-Guenther  Law 
Inc.,  both  N.  Y.,  to  Dancer-Fitzgerald-Sample 
Inc.,  N.  Y.,  as  assistant  account  executives.  Ray 

Rossi,  film  traffic  supervisor,  D-F-S,  to  tv  com- 
mercial production  assistant. 

SOFT  DRINKS IN  PHILADELPHIA  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index  Of  Broadcast  Advertisers  (Based  on  Broadcast  Advertisers  Reports'  monitoring) 

NATIONAL  (NETWORK)  INDEX 

Hooper  Index 
Network    Total    "Commercial  of  Broadcast 
Shows  Networks      Units"  Advertisers Rank        Product  &  Agency 

1.  Coca-Cola  (McCann-Erickson)  4 
2.  Kool-Aid  Beverage  Mix  (Foote, 

Cone  &  Belding)  1 

2 

1 

12 

1 

148 

15 

PHILADELPHIA  INDEX  (NETWORK  PLUS  SPOT) 

Rank        Product  &  Agency 

Network  Total 

Shows  Stations 

Hooper  Index 
'Commercial  of  Broadcast 

1.  Coca-Cola  (McCann-Erickson) 
2.  Hires  Root  Beer  (N.  W.  Ayer) 
3.  Triple  Cola 

4.  Frank's  Beverages  (Adrian  Bauer &  Alan  Tripp) 

5.  Aunt  Wick  (L.  W.  Ramsey) 

6.  Kool-Aid  Beverage  Mix  (Foote, 
Cone  &  Belding) 

7.  Reymer  Beverages  (Ketchum, 
MacLeod  &  Grove) 

Seven-Up  (J.  Walter  Thompson) 
Canada  Dry  (J.  M.  Mathes) 

2 
1 
1 

Units" 

12 
3 
2 
V2 

1 

Advertisers 

161 
29 
21 
15 

9 

1 1 

-  1  1  2 

8.  Seven-Up  (J.  Walter  Thompson)    —  1  1  1 
9.  Canada  Dry  (J.  M.  Mathes)  —  1  1  0.2 
In  the  above  summary,  the  monitoring  occurred  the  week  ending  May  25,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc., 
Broadcast  Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary 
is  prepared  for  use  solely  by  Broadcasting  •  Telecasting.  No  reproduction  permitted. 

*  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcast  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  exposure 
of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four  "commercial 
units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for  programs  of  other 
lengths.  A  "station  identification"  equals  one-half  "commercial  unit.*' 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  American 
Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case  of 
station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is  used 
wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 

Sardines  Back 

THE  Maine  sardine  has  returned.  After 

a  mysterious  one  year's  absence  from 
Maine  fishermen's  nets  (which  some  New 
Englanders  attributed  to  an  excess  of 
A-bomb  testing,  among  other  things), 

housewives  may  once  again  look  for- 
ward to  an  abundance  of  canned  Maine 

sardines. 
To  make  things  easier  for  them, 

BBDO,  agency  for  the  Maine  sardine 
industry,  last  week  launched  a  13-week 
combination  radio-newspaper  campaign 
in  the  South  to  stimulate  lagging  sales 

of  the  "low  cost,  high  protein"  food. 
Funds  for  the  drive  have  been  provided 

through  a  25  cent  a  case  "painless"  state tax,  levied  by  the  Maine  legislature  on 
the  packers ,  by  their  own  collective 

request. 

Jack  W.  Minor,  general  sales  manager,  Dodge 
Div.  of  Chrysler  Corp.,  Detroit,  transferred  tc 
Plymouth  Div.  as  vice  president  in  charge  oi 
sales.  He  succeeds  William  J.  Bird,  named  tc 
staff  of  William  C.  Newberg,  vice  president  foi 
Chrysler  Corp.  automotive  group. 

Ruth  Stack,  account  executive,  Hicks  &  Greist 
N.  Y.,  named  fashion  coordinator  of  agency. 

Rodger  S.  Harrison,  J.  M.  Mathes  Co.,  N.  Y. 
to  Kudner  Agency,  N.  Y.,  as  service  executive 

Robert  J.  Hakken,  formerly  copy  chief,  Bentor 
&  Bowles,  Detroit,  and  David  Jenkins,  Ross 
Roy  Inc.,  assigned  to  forthcoming  Detroii 
office  of  Foote,  Cone  &  Belding  as  automotiv< 
copy  writers  on  Ford  Motor  Co.  Special  Prod 
ucts  Div.  account. 

Charles  P.  Hessemer  appointed  art  director  a' Turner  Adv.  Agency,  Chicago. 

Tobin  C.  Carlin,  director  of  sales,  Dad's  Root 
beer  Co.,  Chicago,  to  McCann-Erickson,  Chi 
cago,  as  regional  advertising  and  sales  promo 
tion  specialist. 

Harry  Watts  Jr.,  head  of  news  bureau,  Rocheste 
Institute  of  Technology,  to  public  relations  de 
partment  of  Hutchins  Adv.  Co.,  Rochester 
N.  Y. 

Marijean  Isaac,  radio-tv  publicity  free-lancei 
to  BBDO  public  relations  department,  N.  Y. 

Bette  Middleton,  formerly  copy  chief  of  W. 

Long  Co.,  Chicago,  to  creative  department 
Walker  B.  Sheriff  Inc.,  same  city. 

Lydia  Hatton,  chief  timebuyer  at  Foote,  Con 
&  Belding,  L.  A.,  married  to  Donald  B.  Reev 
of  Robinson-Hannagan  Assoc. 

Elaine  L.  Schachne,  timebuyer  at  Emil  Mogi 

Co.,  N.  Y.,  married  to  Jay  Whalen,  accoui 
executive  for  Venard,  Rintoul  &  McConnel 
N.  Y.,  station  representative,  on  June  29. 

RATING  SERVICE  PEOPLE 

H.  Wynn  Bussmann,  account  executive  in  N. 
office  of  A.  C.  Nielsen  Co.,  named  to  firm 
Chicago  headquarters  as  public  relations 
rector  of  broadcast  division. 

A&A  SHORTS 

Hixson  &  Jorgenson  Inc.,  L.  A.,  announc 
resignation  of  Label  Bank  Inc.  account.  Lab 
Bank  is  redemption  and  merchandising  plan  fi 
grocery  and  drug  store  products  in  L.  A.  ar San  Francisco. 
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KRASNE  EXPRESSES  FAITH 

IN  SYNDICATION  FUTURE 

Film  producer  says  people  are 

either  'afraid  or  ultra-cautious' 
about  field;  points  out  that 

local  and  regional  advertisers 

spend  more  in  television  than 

national  sponsors. 

ATTACKING  current  views  that  tv  film  syndi- 
cation is  nearing  its  death,  Phil  Krasne,  pro- 
ducer and  part-owner  of  Gross-Krasne  Inc., 

told  the  Hollywood  Advertising  Club  last  week 
that  advertisers  and  film  distributors  also  must 

share  the  blame  for  "throwing  away  the  auto- 
mobile just  because  the  clutch  is  worn  out." 

He  said  the  clutch  can  be  fixed  and  warned 

that  people  have  "either  become  afraid  or  ultra- 
cautious"  about  the  film  field.  Indicating  there 
is  still  a  large  market  for  syndicated  films,  Mr. 
Krasne  said  local  and  regional  advertisers  are 
spending  several  dollars  for  each  one  spent  by  a 
national  sponsor. 

Mr.  Krasne  said  too  many  people  have  gone 
into  the  film  business  on  the  theory  that  if  they 
can  sell  a  pilot  to  a  national  product  they  will 

make  a  series  but  if  they  fail  they  will  "junk 
it."  He  blamed  both  agencies  and  advertisers 
for  reasoning  that  the  only  way  to  get  national 
audience  is  on  a  network,  even  when  it  means 
sacrificing  better  local  market  exposure  or  co- 
channel  competition. 
He  related  packaging  an  unnamed  series 

for  an  advertiser  who  placed  the  show  on  a 

network.  "Each  week  we  had  to  deliver  56 

prints  to  the  network,"  he  recalled,  asking  if 
this  is  to  be  called  network  operation.  "The 
sponsor  didn't  even  get  the  network's  owned- 
and-operated  outlet  in  New  York  and  had  to 

pay  for  the  time  selection  the  network  cleared." 
He  asked  if,  by  a  little  more  effort,  the  agency 

or  sponsor  couldn't  have  obtained  better  results 
through  local  independent  purchases  for  the 
same  show. 

Mr.  Krasne  claimed  few  high  quality  films 
have  been  produced  for  syndication  the  past 
year  although  the  quality  have  been  good  for 
the  budget  involved.  He  felt  producers  have 
been  shortsighted  to  expect  a  limited  market 

GENE  CAGLE,  vice  president  of  Texas 
State  Network,  signs  a  contract  in  behalf 

of  KFJZ-TV  Fort  Worth  for  the  purchase 
of  all  13  groups  of  Warner  Bros,  feature 

pictures— a  total  of  754  movies.  With  him 
is  Norman  C.  (Buck)  Long,  southwestern 
regional  manager  for  Associated  Artists 
Productions  Inc.,  distributor  of  the  Warner 
Bros,  films. 

and  to  plan  backwards  from  there  to  a  small 
budget. 

Another  big  problem  is  the  lack  of  coopera- 
tion from  film  distributors,  Mr.  Krasne  charged, 

contending  "they  are  not  yet  completely  realistic 
as.  to  what  a  producer  should  pay  in  the  way 
of  distribution  fee  for  the  marketing  of  his 
program  and  they  are  a  little  too  inclined  to 
operate  under  the  policy  of  off  with  the  old 
and  on  with  the  new."  He  claimed  some  dis- 

tributors will  sell  a  series  in  50  or  60  markets 
and  then  turn  their  sales  force  over  to  market- 

ing a  new  show  in  soft  markets  even  though 
the  producer  of  the  first  series  may  need  sales 
in  another  40  or  50  markets. 

Some  fault  lies  with  the  advertiser  himself, 

the  tv  film  producer  said,  for  failing  to  en- 
courage the  syndication  market  and  especially 

for  failing  to  advertise  a  program  once  he  has 

bought  it.  The  product  can't  be  sold  until  the 
show  gets  in  the  home,  he  noted. 

To  prove  his  faith  in  the  future  of  syndica- 
tion, Mr.  Krasne  reported  his  firm  is  investing 

$1  million  in  production  of  39  half-hour  films 
based  on  O.  Henry  stories  titled  O.  Henry  Play- 

house. He  said  the  full  series  is  being  made 
even  though  there  is  no  immediate  prospect  of 
national  advertiser  or  local  syndication. 

50%  of  Guild  Commercials 

Now  Produced  for  Color  Tv 

GROWING  trend  toward  color  in  television 
commercials  was  revealed  last  week  in  the  first 

annual  report  of  Guild  Films  Co.'s  commer- cial division.  It  showed  that  50%  of  the  148 
commercials  produced  by  Guild  were  in  color. 

The  report,  submitted  by  Wally  Gould,  di- 
rector of  Guild's  commercial  division,  listed 

42  advertisers  served  by  the  unit  during  the 
past  year.  Among  them  were  Revlon,  L  &  M 
cigarettes,  Wilson  meat  packers,  Block  Drugs, 
Bardahl  oil,  Old  Dutch  coffee  and  Gattuso 
Food  Products  of  Canada. 

"I  feel  the  emphasis  for  the  immediate  future 

will  be  on  two  types  of  commercials,"  Mr. 
Gould  commented.  "One  is  the  legal  demon- 

stration commercial  that  shows  the  honest 
function  of  the  product  and  which  conforms 
to  the  Pure  Food  &  Drug  regulations.  It  shows 
exactly  how  the  product  works,  without  optical 
tricks  or  camera  cuts  .  .  .  The  other  type 
commercial  is  the  one  that  unites  live  action 

with  animation,  combined  with  an  attention- 

getting  jingle." 

Emperor  Productions  Formed 
FORMATION  of  Emperor  Productions  at  1710 
N.  LaBrea,  Hollywood,  to  produce  films  for  tv 
was  announced  Thursday  by  co-owners  Martin 
Ross  and  Ed  H.  Leftwich.  Mr.  Ross  is  part 
owner  of  Universal  Recorders,  Hollywood,  and 
co-founder  of  National  Telefilm  Assoc.  Mr. 
Leftwich,  once  with  Young  &  Rubicam.  New 
York,  has  been  in  tv  and  film  production  for 
12  years. 

The  firm's  first  offering,  to  be  shown  in  New 
York,  Chicago  and  Detroit  this  week,  will  be 
a  26-week  series  Kingdom  of  the  Sea.  based  on 
shorts  run  on  KCOP-TV  Los  Angeles. 

KTLA  (TV)  Buys  Warner  Films 

PARAMOUNT-owned  KTLA  (TV)  Los  An- 

geles last  week  announced  purchase  of  the  ini- 
tial batch  of  Warner  Bros,  movies  to  be  re- 

leased to  television,  according  to  Klaus  Lands- 
berg,  manager  of  KTLA  and  vice  president  of 
Paramount  Television  Production  Inc.  The 
Warner  Bros,  feature  package  for  tv  is  being 
distributed  by  Associated  Artists.  Paramount 
remains  the  sole  holdout  among  Hollywood 

major  film  studios  in  releasing  its  feature  back- 
log to  tv. 

Socony  Mobil  Oil  to  Sponsor 

Film  Series  in  67  Markets 

SOCONY  Mobil  Oil  Co.,  New  York,  will 
sponsor  The  Sheriff  of  Cochise  tv  film  series 
in  67  markets  in  the  Midwest,  starting  the  first 
week  in  October,  it  was  announced  last  week 
by  Harold  Goldman,  vice  president  in  charge 
of  sales  for  National  Telefilm  Assoc.,  New 
York. 

The  transaction,  negotiated  through  Comp- 
ton  Adv.,  New  York,  is  said  to  represent  more 
than  $500,000  in  gross  billings  over  a  52-week 

period. 
Coincident  with  the  sale,  NTA  announced 

it  had  signed  a  contract  with  Desilu  Produc- 
tions, Hollywood,  to  produce  39  episodes  of 

The  Sheriff  of  Cochise  series.  NTA  reported 
it  would  pay  Desilu  about  $1,250,000  to  film 
the  series.  Production  is  set  to  begin  in  mid- 
August. 

In  markets  outside  of  the  Socony  purchase, 
Mr.  Goldman  added,  The  Sheriff  of  Cochise 
will  be  made  available  for  regional  or  local 

sponsorship.  He  said  NTA  currently  is  nego- 
tiating with  several  regional  advertisers  for 

sponsorship  of  the  series. 

FILM  PRODUCTION 

Guild  Films  Co.,  Hollywood,  filming  Captain 
Grief  tv  series  based  on  Jack  London  stories. 
Budget  of  $2  million  has  been  allotted  by  firm 
for  half-hour  color  films  now  being  shot  in 
Hawaii  and  other  Pacific  islands. 

Canadian  Broadcasting  Corp.  has  announced 

plans  for  producing  39-episode,  half-hour  tv 
film  series,  The  Last  of  the  Mohicans,  based 
on  James  Fenimore  Cooper  classics,  and  said 

to  be  CBC's  first  venture  into  commercial 
tv  film  production.  Series  will  be  produced  by 
CBC  in  association  with  Normandie  Produc- 

tions Ltd..  Toronto,  and  will  be  telecast  on 

CBC-TV  network  and  distributed  elsewhere  by 
Television  Programs  of  America,  New  York. 
Production  is  set  to  begin  in  Canada  July  23. 

FILM  RANDOM  SHOTS 

Television  Programs  of  America,  N.  Y.,  moved 
to  488  Madison  Ave. 

H.  K.  Carrington,  producer  for  Nationwide 
Pictures,  has  moved  production  headquarters 
from  N.  Y.  to  69  Merrick  Way,  Coral  Gables, 
Fla. 

FILM  PEOPLE 

Norman  Land,  Ziv  International  Div.,  N.  Y., 

appointed  publicity  manager  for  RKO  Radio 
Pictures  in  Europe  and  Near  East,  headquarter- 

ing in  Paris. 

Andre  Gregory,  recent  Harvard  U.  graduate, 
to  Transfilm.  N.  Y.,  as  assistant  production  su- 

pervisor in  tv  commercial  and  industrial  film 

production  division. 

Harry  H.  Birch,  formerly  chief  cameraman  at 
WBBM-TV  Chicago,  has  been  appointed  execu- 

tive vice  president  of  Filmack  Studios,  Chicago 
tv  film  and  theatre  trailer  production  firm.  He 

will  head  firm's  live  action  production  opera- tion. 

Walter  Bien,  Universal-International  tv  com- 
mercial staff,  signed  as  executive  in  charge  of 

tv  filmed  commercials  department,  Warner 
Bros.  Studios,  Burbank,  Calif.  Warner  Bros, 

is  expanding  production  facilities  to  add  com- 
mercials to  other  program  properties  [B«T, 

July  16]. 
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NETWORKS 

McGANNON  ANSWER  TO  SARNOFF  LETTER: 

NETWORK  RADIO  PROGRAMS  INSUFFICIENT 

Westinghouse  president  gives  reasons  for  WBC  stations  disaffiliation 

from  NBC  Radio.  Network  also  has  troubles  from  other  sources 

(Buffalo,  Cincinnati)  and  announces  substitutions  for  controversial 

'Weekday'  concept  of  daytime  programming. 

THE  WHOLE  present-day  system  of  network 
radio  service  was  challenged  last  week  by  West- 
inghouse  Broadcasting  Co.  in  the  wake  of  its 
disaffiliation  move  which  sent  NBC  searching 
for  outlets  in  four  markets,  including  three  of 

the  country's  top  11  [B»T,  July  16]. 
The  challenge — most  formidable  yet  voiced 

publicly — was  made  as  NBC,  in  addition  to 
launching  its  quest  for  new  affiliates  to  replace 
the  four  WBC  stations,  was  completing  its  plans 

for  new  programming  to  replace  the  controver- 
sial Weekday  service  which  had  left  Westing- 

house  disgruntled  in  the  first  place. 
"We  have  not  felt  and  do  not  feel  that  any 

type  of  radio  network  programming  provided 

today  meets  the  requirements  of  radio  as  it  now 

exists,"  WBC  President  Donald  H.  McGannon 
said  in  a  letter  to  NBC  President  Robert  W. 

Sarnoff.  "Nor  does  it  provide  us,  as  affiliates, 
with  the  type  of  service  necessary  to  enable  us 
to  meet  our  obligations  to  the  listening  public 

and  our  responsibilities  as  licensees  as  effec- 
tively as  we  can  by  programming  these  periods 

locally." 
'Firmly  Rejected' 

Mr.  McGannon's  letter  was  in  reply  to  one 
in  which  Mr.  Sarnoff  charged  that,  in  dropping 
all  NBC  Radio  programming,  Westinghouse 

was  "seceding"  from  efforts  to  maintain  "a  basic 
communications  system."  Mr.  McGannon 
"firmly  rejected"  this  charge.  He  continued: 

"Our  views  [on  the  place  of  network  radio] 
are  based  upon  our  firm  conviction  that  the 

function  of  radio  today,  in  the  light  of  televi- 
sion, is  far  different  from  the  function  of  radio 

prior  to  the  advent  of  television.  In  our  opinion, 
the  radio  service  which  is  wanted  by  the 

listening  public  today  is  a  local  service.  Radio 
network  service  must  fit  in  with  this  function 
rather  than  subordinating  it. 

"We  recognize  this  firm  belief  on  your  part 
is  a  legitimate  difference  of  opinion  with  you 
and  your  associates.  However,  if  we  are  to 
operate  our  stations  in  what  we  believe  to  be 
the  public  interest,  we  have  no  alternative  but 
to  take  the  action  which  we  did  .  .  . 

"This  does  not,  as  you  state,  indicate  a  lack 
of  interest  in  the  maintenance  of  a  national 
radio  service.  We  have  expressed  to  you  our 
interest  in  such  a  service  in  many  communi- 

cations before.  But  any  national  service  in  which 
we  are  interested  must  be  better  adjusted  to 
the  function  of  radio  today  and  to  what  we 
believe  to  be  the  public  interest  in  the  areas 

which  we  serve  .  .  ." 
Mr.  McGannon's  letter  did  not  refer  to  it 

specifically,  but  Mr.  Sarnoff  had  said  that  what 

Westinghouse  wanted  was  "a  program  syndica- 
tion service"  from  the  network,  "under  which 

stations  would  buy  programs  from  us  for  local 

sale."  Mr.  Sarnoff  said  that  in  effect  "this  would 
have  meant  abandonment  of  the  present  system 

of  radio  network  operation."  This,  he  said,  was 
a  course  that  "we  were  not  prepared  to  follow 
.  .  .  because  we  believe  that  the  maintenance 
of  radio  networking,  with  all  it  offers  in 
diversified  entertainment,  information  and  serv- 

ice on  a  national  basis,  is  important  to  the 
public  and  to  the  affiliates  who  are  concerned 

with  their  service  to  the  public." 
The  Sarnoff-McGannon  exchange  followed 

by  less  than  two  weeks  WBC's  notification  that 
its  four  NBC-affiliated  radio  stations  would 

drop  NBC  daytime  programming  as  of  last 
July  16,  and  all  NBC  programming  as  of  Aug. 
26.  The  stations  are  KDKA  Pittsburgh,  a  pioneer 
both  in  operation  and  in  NBC  affiliation;  WBZ 
Boston  and  KYW  Cleveland,  another  pair  of 

old  timers,  although  KYW  moved  from  Phil- 
adelphia to  Cleveland  only  a  few  months  ago, 

and  WOWO  Fort  Wayne,  itself  31  years  old. 
All  are  50  kw  operations. 

KEX  Portland,  Ore.,  fifth  Westinghouse  ra- 
dio station  and  also  a  50  kw  outlet,  is  affiliated 

with  ABC.  There  was  no  reference  to  its  fu- 

ture status,  despite  Mr.  McGannon's  flat  state- 
ment that  no  type  of  network  service  today 

meets  radio's  needs.  It  was  understood  that 
ABC  authorities  had  received  assurances  that 
Westinghouse  was  satisfied  with  the  present 
KEX  arrangement.  WBC  officials  declined  to 

comment  officially,  but  indicated  that  the  KEX- 
ABC  affiliation  would  continue,  at  least  for  the 

present. NBC  authorities  said  late  last  week  that  they 
had  not  yet  lined  up  substitute  affiliates.  But 
plainly  they  were  looking.  Within  the  four 
markets  lost,  they  stood  no  chance  of  gaining 
50  kw  replacements.  In  Pittsburgh  and  Fort 
Wayne,  there  are  no  other  50  kw  stations.  In 
Cleveland  there  is  one — WGAR,  a  CBS  Radio 
affiliate.  In  Boston  there  are  two  —  one, 

WHDH,  is  one  of  the  nation's  leading  inde- 
pendents; the  other,  WNAC,  is  owned  by  RKO 

Teleradio  Pictures,  which  also  owns  Mutual. 
NBC  also  was  still  looking  for  an  outlet  in 

the  important  Buffalo,  N.  Y.,  area,  where  NBC 
owns  a  television  station  (WBUF-TV)  but  has 
been  without  a  radio  affiliate  since  WGR 
switched  to  ABC  June  1. 

Coincident  with  loss  of  the  Westinghouse 

stations,  another  chink  appeared  in  NBC's  cov- 
erage. Crosley  Broadcasting  Corp.'s  powerful 

WLW  Cincinnati,  starting  today,  is  picking  up 

a  second  hour  of  ABC  Radio's  morning  pro- 
gramming (which  ABC  claims  is  "the  highest 

rated  morning  block  in  radio"  with  a  2.5% 
Nielsen  average  audience  rating  for  the  10-12 
noon  period  as  against  2.3  for  CBS  Radio,  1.4 

Goodyear  Says  'No7 AN  ATTEMPT  to  effect  a  major  realign- 

ment of  NBC-TV's  fall  program  schedule 
on  Tuesday  and  Sunday  evenings  fell 
through  last  week  when  Goodyear  Tire  & 
Rubber  Co.,  Akron,  decided  not  to  accept 

NBC-TV's  plan  to  drop  the  rubber  firm's 
Goodyear  Playhouse,  which  alternates  in 
the  Sunday,  9-10  p.m.  period  with  Alcoa 
Hour. 

The  network  had  proposed  that  Good- 
year pick  up  a  dramatic  film  series  on 

Tuesday,  8:30-9  p.m.,  with  NBC  shifting 
the  Dinah  Shore  and  Bob  Hope  shows 

(now  set  for  Tuesday,  8-9  p.m.)  to  the 
alternating  Sunday  spot.  A  new  Ray  Bol- 
ger  show  is  slated  for  the  Tuesday,  8-9 
p.m.  slot,  also  at  intervals.  As  yet,  the 
latter  program  has  not  been  sold  to  an 
advertiser.  An  NBC  spokesman  said  the 
network  proposal  was  devised  as  a  move 
to  strengthen  both  its  Tuesday  and  Sun- 

day evening  lineups. 

for  NBC  and  1.4  for  Mutual). 
An  NBC  affiliate  of  long  standing,  WLW  has 

been  carrying  ABC's  Breakfast  Club  live  at  9- 
10  a.m.  EDT  for  some  time.  Now  it  is  adding 
three  ABC  morning  serials — My  True  Story, 
When  a  Girl  Marries  and  Whispering  Streets. 
These  are  carried  on  ABC  at  10-11  a.m.  EDT, 
but  will  be  presented  by  WLW  at  3:30-4:30 

p.m.  EDT,  thus  cutting  into  NBC's  new  after- noon lineup. 

Mr.  McGannon,  meanwhile,  said  in  a  state- 

ment Thursday  that  "we  welcome  the  competi- 
tion of  the  new  NBC  affiliates  in  the  four  East- 
ern WBC  communities  and  wish  them  well; 

the  democratic  arena  of  this  competition  will 
eventually  prove  which  type  of  operation  is 

most  effective  on  the  local  level.  "Behind  our 
decision  lies  decades  of  rich  experience  in  oper- 

ating great  radio  stations  in  seven  great  cities 
and  an  intimate  knowledge  of  the  needs  and 
conditions  in  these  cities. 

"Radio  has  changed;  in  making  these  am 
stations  more  local  in  every  way,  and  at  the 

same  time  developing  new  techniques  of  na- 
tional service,  WBC  is  realistically  facing  the 

challenge  of  modern  radio.  All  of  us  at  WBC, 
on  every  level  from  management  to  talent,  are 
confident  that  the  WBC  stations  in  their  new 
format  will  be  greater  than  before.  We  know 
that  we  are  moving  forward  in  the  best  tradi- 

tions of  Westinghouse  Broadcasting,  which  is  to 
operate  as  good  citizens,  good  businessmen  and 

good  broadcasters." 
Changes  At  NBC 

While  NBC  went  looking  for  replacement 
affiliates,  it  also  announced  its  replacement  pro- 

gramming for  the  afternoon  portion  of  Week- 

day, effective  July  30.  The  afternoon  "new 
look"  will  be  spearheaded  by  dramatic  pro- 

grams and  daytime  serials,  but  with  another 

hour's  extension  of  the  midday  period  in  which 
there  is  no  network  service. 

In  the  Weekday  programming,  there  is  no 
network  service  from  noon  to  2  p.m.  EDT.  Un- 

der the  new  plan,  this  period  of  network  silence 

will  extend  to  3  p.m.,  when  the  afternoon  serv- 
ice will  kick  off  with  a  new  half-hour  dramatic 

program.  Titled  Five  Star  Matinee,  it  will 
feature  Hollywood  and  Broadway  star  David 
Wayne  as  host  and  narrator  with  stories  by 
such  noted  women  authors  as  Adela  Rogers  St. 
Johns,  Faith  Baldwin,  Fannie  Hurst,  Kathleen 
Norris  and  Edna  Ferber. 

The  new  show  will  be  followed  by  two  old- 
timers  in  the  serial  drama  field — Hilltop  House 

at  3:30-3:45  p.m.  and  Pepper  Young's  Family 
at  3:45-4  p.m.  In  other  changes  in  the  Mon- 

day-Friday afternoon  schedule,  Mary  Mar- 

garet McBride  moves  her  woman's  commentary 
from  morning  time  into  the  4:15-4:30  period 
and  The  Fred  Waring  Show  shifts  from  5-5:30 

to  4:30-5. The  NBC  afternoon  lineup,  Monday  through 

Friday,  now  will  be  as  follows,  all  shows  EDT: 
Five  Star  Playhouse  at  3-3:30  p.m.;  Hilltop 

House  at  3:30-3:45;  Pepper  Young's  Family  at 
3:45-4  p.m.;  Woman  in  My  House,  dramatic 
series  at  4-4:15;  Mary  Margaret  McBride  at 
4:15-4:30;  Fred  Waring  Show,  4:30-5;  musical 

show  yet  to  be  announced  at  5-5:30;  It's  New  at 
5:30-5:35;  Business  World  at  5:35-5:45;  Sport- 
O-Rama  at  5:45-55,  and  Observations  with  Dr. 

George  Gallup  at  5:55-6  p.m. 
Like  NBC  Bandstand,  the  name-band  musical 

program  which  will  be  presented  live  at  10-12 
noon  as  a  replacement  for  the  morning  portion 
of  Weekday  starting  July  30  [B*T,  July  2],  the 

new  afternoon  segment  will  be  sold  on  a  partici- 

pations basis,  with  announcements  of  one  min- 
ute, 30  seconds,  and  six  seconds  in  length. 

Bert  Parks  is  permanent  M.  C.  of  Bandstand. 

Songwriter  Johnny  Mercer  will  appear  as  "Mr. 
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How  to  really  make  friends 

and  influence  sales  . . . 

for  as  low  as 

er  thousand 

HERE'S  A  GREAT  MARKET 

Market  Data 

Set  Count 

Families 

Retail  Sales 

Coverage 

511,310 

593,200 

$3,361,973,000  (Sales  Management) 

26  Ohio  Counties,  10  Indiana  Counties 

WE'VE  CAPTURED*  THE  MARKET 

High  Ratings 

ARB,  Pulse  and  Nielsen — an  average  of  all  three — gives  WHIO-TV  a  rating 

of  9  or  better  out  of  the  first  10  shows  for  February,  March,  April  and  May. 

YOURS— AT  A  LOW,  LOW  COST  PER  THOUSAND 

Low  Cost  per  Thousand  (examples) 

Little  Rascals  (participating)  with  a  21.6  rating*  delivers  for  42c  per  thousand 

per  spot.  Four  nights  at  6  P.  M. 

Roy  Rogers  Ranch,  from  5  to  6  P.  M.  Saturday  with  a  23.9  rating*  delivers 

the  full  hour  show  for  $1.69  per  thousand. 

National  Representative,  George  P.  Hollingbery 

*A11  ratings  are  an  average  of  Pulse,  ARB  and  Nielsen. 

CHANNEL  7   DAYTON,  OHIO whio-tv 

■ 

One  of  America's 
great  area  stations 
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Music"  during  the  first  week,  which  will  feature 
live  broadcasts  by  the  orchestras  of  Guy  Lom- 
bardo,  the  Dorsey  Brothers,  Wayne  King  and 
Freddy  Martin.  The  half-hour  segment  starting 
at  10:30  also  will  be  telecast  by  NBC-TV. 

Bandstand  will  be  aimed  primarily  at  the 
housewife.  William  R.  Goodheart  Jr.,  NBC 

program  executive  who  conceived  the  idea,  ex- 

plained that  "the  studies  we  have  made  indi- 
cate that  housewives  want  good,  easy-listening 

music"  and  "that's  just  what  we're  going  to 
give  them — two  full  hours  of  live  big  band 

music  every  morning.  We'll  steer  clear  of 
bands  that  play  only  rock-and-roll  or  be-bop. 
We  feel  that  the  housewife  wants  to  sweep  and 
dust  in  the  morning — not  jitterbug.  Our  con- 

cept is  this  simple:  NBC  Bandstand  will  feature 

entertaining  music;  distinctive  because  it's  live 
and  because  it  presents  all  big  bands." 

Weekday,  a  sore  point  with  many  affiliates 
since  before  it  was  launched  last  November, 

goes  off  the  air  this  Friday.  Patterned  after 

NBC's  weekend  Monitor,  it  consists  largely  of 
diverse  features  of  varying  lengths,  designed 
primarily  as  a  service  for  housewives.  It  has 

not  had  Monitor's  success  in  attracting  adver- 
tisers, however.  As  against  less  than  a  dozen 

participation-sponsors  on  Weekday  a  couple  of 
weeks  ago,  for  instance,  NBC  officials  point  out 
that  in  its  first  year  on  the  air,  Monitor  has  re- 

corded more  than  $4  million  in  billings  and 

boosted  NBC's  weekend  revenues  by  278% 
over  the  preceding  year  [B«T,  July  2]. 

Westinghouse  has  opposed  Weekday  from  the 
beginning.  It  has  not  had  formal  affiliation 
contracts  with  NBC  for  some  months,  while 

officials  of  the  two  companies  sought  to  com- 
pose their  differences. 

In  announcing  the  decision  to  drop  NBC 
programming,  Mr.  McGannon  stressed  the 

"downward  trend  in  local  time  periods." 
ABC  researchers,  whose  interest  stemmed 

from  its  KEX  affiliation,  prepared  a  1956-vs.- 
1954  comparison  of  local  and  network  ratings 
on  Westinghouse  stations,  using  Pulse  Inc. 
figures  for  March-April  of  each  of  those  years. 

On  KEX,  this  summary  showed,  network  rat- 
ings went  from  4.4  in  1954  to  5.6  in  1956, 

while  local  ratings  went  from  3.3  to  4.5.  On 
KDKA,  the  network  rating  was  4.4  each  year, 
while  local  went  from  3T  to  4.8.  On  WBZ, 
the  network  dropped  from  3.9  to  3.3  and  local 
climbed  from  2.7  to  3.7.  And  in  Cleveland, 
where  NBC  operated  WTAM  in  1954  prior  to 

its  swap  of  WTAM  for  Westinghouse's  KYW 
earlier  this  year,  network  went  from  4.8  in 
1954  to  4.9  in  1956,  while  local  went  from  3.2 
to  4.1.  The  summary  contained  no  figures  for 
WOWO  because  of  the  lack  of  comparable 
Pulse  figures  in  Fort  Wayne  for  those  two  years. 

ABC-TV  Affiliates  Board 

Meets  With  Network  Chiefs 

MORE  THAN  70%  of  ABC-TV  primary 
affiliates  sent  recommendations  to  be  discussed 

and  acted  on  by  the  affiliates'  board  of  gover- 
nors, meeting  last  week  in  Pocono  Manor,  Pa. 

Fred  S.  Houwink,  chairman  of  the  affiliates  and 

general  manager  of  WMAL-TV  Washington,  de- 

scribed the  sessions  as  "very,  very  constructive." 
The  board  met  last  Tuesday  to  consider  the 

affiliates'  recommendations  on  ways  their  net- 
work operations  and  relations  can  be  improved. 

The  following  day,  the  board  met  with  ABC-TV 
executives,  including  President  Robert  E.  Kint- 
ner,  and  presented  some  30  ideas  on  possible 

improvements. 
The  network  made  two  presentations  for  the 

board's  consideration  and  action  was  taken  on 
several  proposals  with  others  placed  under  fur- 

ther study.  In  addition  to  discussing  the  affili- 

ates' problems  with  the  board.  President  Kint- 
ner  talked  about  network  programming  plans 
of  the  future. 

Don  Coyle,  ABC  research  director,  reviewed 

ABC-TV  progress  during  the  past  year;  Michael 
J.  Foster,  network  vice  president  in  charge  of 
press  information  and  advertising,  and  John 
Eckstein.  ABC  advertising  director,  outlined  the 

network's  publicity,  promotion  and  advertising 
plans  for  the  1956-57  season. 

Mr.  Houwink  said  the  board  would  hold 
another  meeting  before  the  end  of  the  year  to 

take  further  action  on  the  affiliates'  suggestions. 
Next  meeting  of  all  affiliates  will  be  held  just 
prior  to  the  1957  NARTB  convention. 

MEMBERS  of  the  ABC-TV  Affiliates  board  of  governors  and  network  officers  met  last 
week  in  Pocono  Manor,  Pa.  Present  were  (I  to  r):  seated,  Harry  LeBrun,  WLWA  (TV) 

Atlanta;  Joseph  Hladky,  KCRG-TV  Cedar  Rapids,  Iowa;  Mrs.  Don  Davis;  Fred  Houwink, 
WMAL-TV  Washington,  chairman;  Mrs.  Ernest  Jahncke,  Joseph  Herold,  KBTV  (TV)  Denver; 
Willard  E.  Walbridge,  KTRK-TV  Houston;  standing,  Ernest  L.  Jahncke,  ABC-TV  vice 

president;  Don  Davis,  KMBC-TV  Kansas  City;  Joseph  Bernard,  WGR-TV  Buffalo,  N.  Y.; 
Robert  E.  Kintner,  ABC  president;  Robert  Lemon,  WTTV  (TV)  Bloomington,  Ind.;  John 

Eckstein,  ABC  advertising  and  promotion  director;  Alfred  R.  Beckman,  ABC-TV  station 
relations  director,  and  Michael  J.  Foster,  ABC  vice  president. 

AB-PT  PROFITS  UP 

FIRST  HALF  OF  '56 STRESSING  that  the  ABC  Broadcasting 
Div.  has  continued  to  show  improvement, 
Leonard  H.  Goldenson,  president  of  American 
Broadcasting-Paramount  Theatres,  last  week  re- 

ported to  stockholders  that  the  net  operating 
profit  of  the  parent  company  for  the  first  six 
months  of  1956  rose  to  $4,202,000,  equivalent 
to  97  cents  per  common  share.  He  noted  these 
figures  compared  with  a  net  operating  profit 

by  AB-PT  of  $3,355,000,  or  77  cents  per  com- 
mon share  for  the  corresponding  period  last 

year. 

In  addition,  Mr.  Goldenson  said,  during  the 
first  six  months  of  this  year  net  capital  gains 
of  $907,000,  or  22  cents  a  common  share,  were 
realized  from  the  sale  of  theatre  properties  and 

sites.  Accordingly,  he  added,  consolidated  half- 
year  earnings  amounted  to  $5,109,000,  or  $1.19 
per  common  share,  as  against  $3,438,000,  or  79 
cents  a  share  for  the  same  period  of  1955. 

Mr.  Goldenson  listed  the  second  quarter  net 
operating  profit  at  $1,632,000,  or  37  cents  a 
common  share,  as  compared  with  $1,438,000, 

or  32  cents  per  common  share  in  last  year's 
second  quarter. 

During  the  first  half  of  this  year,  Mr.  Golden- 
son revealed,  22  theatres  were  sold  or  otherwise 

disposed  of  in  line  with  the  company  program 

of  building  "the  most  effective  operating  posi- 
tion by  retaining  theatres  with  good  earning 

capabilities  and  disposing  of  less  economic  the- 

atre properties."  He  touched  upon  the  com- 
pany's electronics  interest  in  his  report,  noting 

that  Technical  Operations  Inc.,  in  which  AB-PT 
has  a  stock  interest,  recently  signed  a  research 
contract  with  the  Atomic  Energy  Commission 
in  connection  with  the  reactor  safety  program. 

CBS  Co-Founder  Jacob  Paley 

Gets  Clear  Title  to  Fortune 

JACOB  PALEY,  co-founder  of  CBS  and  uncle 
of  William  S.  Paley,  board  chairman  of  CBS 
Inc.,  won  full  control  of  his  $8  million  fortune 

last  week  in  a  ruling  handed  down  in  Los  An- 
geles by  Superior  Court  Judge  Philip  H.  Rich- 

ards. Mr.  Paley  had  filed  suit  against  the  Bank 
of  America,  executor  of  the  estate  left  by  his 
wife,  Mrs.  Lillian  Paley,  62,  who  died  earlier 
this  year. 

The  bank,  as  executor,  claimed  half-interest 

in  personal  property  standing  in  Mr.  Paley's name  on  the  ground  that  Mrs.  Paley  had  the 
right  to  will  her  share  of  the  money  after  the 
fortune  was  transferred  to  California,  a  com- 

munity property  state,  from  Illinois  and  Penn- 
sylvania. But  Judge  Richards  ruled  that  the 

$4  million  claimed  by  the  bank  could  not  be 
considered  community  property  since  it  was 
acquired  originally  in  the  two  other  states.  Mrs. 
Paley  did  not  name  her  husband  in  her  will 
because  she  said  he  already  had  adequate 

financial  provision.  He  is  68.  Mrs.  Paley's individual  estate  was  appraised  at  more  than 
$1.7  million. 

Suit  Against  Networks  Filed 

In  Chicago  Court  by  Lar  Daly 

EQUAL  radio-tv  network  time  or,  as  an  alter- 
native, $2.5  million  in  damages  is  sought  by  Lar 

(America  First)  Daly,  aspirant  for  the  Republi- 
can Presidential  nomination,  in  his  suit  filed  in 

Chicago  District  Court  last  Monday  [B«T, July  16]: 

Through  his  attorney,  Robert  A.  Kahn,  134 
S.  LaSalle  St.,  Chicago,  Mr.  Daly  requested  a 
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MULTI-MEDIA  MAN 

COVERS  THE  EAST 

FOR  BLACKBURN-HAMILTON  COMPANY 

James  W.  Blackburn,  partner  in  the  Blackburn-Hamilton  Co.,  is  a  ten-year 

veteran  of  the  Hearst  organization,  where  he  served  in  advertising,  sales  and 

management  capacities  in  Chicago  and  New  York.  He  rounded  out  his  training 

for  the  media  brokerage  field  as  equipment  sales  manager  for  Allen  B.  DuMont 

Laboratories  Inc.,  and  then  served  4  years  in  the  U.  S.  Navy,  ending  his  war  duty 

with  the  rank  of  Commander. 

With  a  college  colleague,  Ray  V.  Hamilton,  he  organized  the  B-H  company 

in  1946.  Since  that  time,  he  has  met  as  many  pilots  as  he  has  broadcasters — 

travelling  the  nation  (particularly  the  Eastern  seaboard)  in  the  service  of  broad- 

casting. 

Home  base  is  the  Washington  Building,  Washington,  D.  C.  where — with  asso- 

ciate Jack  V.  Harvey — he  counsels  in  station  financing  and  arranges  transactions 

between  buyers  and  sellers. 

O   NATIONWIDE,  PERSONALIZED  SERVICE 

JAMES  W.  BLACKBURN 

•  NEGOTIATIONS      *  FINANCING      *  APPRAISALS 

•  RADIO   •  TELEVISION  •  NEWSPAPER 

© 

WASHINGTON,  D.  C. 
JAMES  W.  BLACKBURN 

JACK  V.  HARVEY 
WASHINGTON  BLDG. 
STERLING  3-4341.2 

© 

CHICAGO 

RAY  V.  HAMILTON 
TRIBUNE  TOWER 

DELAWARE  7-2755-6 

o 

ATLANTA 

CLIFFORD  B.  MARSHALL 
HEALEY  BLDG. 

JACKSON  5-1576-7 

© 

SAN  FRANCISCO 

WILLIAM  T.  STUBBLEFIELD 
W.  R.  TWINING 
Til  SUTTER  ST. 

EXBROOK  2-3671-2 
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NETWORKS GOVERNMENT 

EQUIPMENT  OF  FUTURE  MAY  CAUSE  SHIFT 

OF  VIDEO  TO  UHF,  SAYS  MCCONNAUGHEY 

FCC  chairman  says  outlook  is  'encouraging'  for  development  of 
transmitting  and  receiving  apparatus  good  enough  to  permit  switch- 

over of  many  of  nation's  tv  stations  to  uhf  part  of  spectrum. 

court  order  compelling  the  four  major  networks 
to  give  him  facilities  to  answer  all  of  President 

Eisenhower's  talks  since  the  Iatter's  nationwide 
address  Feb.  29.  Named  as  defendants  were 

ABC  and  NBC-TV,  CBS  Radio  and  CBS-TV, 
NBC  and  NBC-TV  and  MBS. 

In  the  event  the  networks  failed  to  afford  him 

equal  time  or  if  the  issue  becomes  moot  for 
lack  of  court  action  prior  to  the  Republican 
National  Convention,  Mr.  Daly  asks  $2.5  mil- 

lion. He  charged  in  his  suit  the  networks  failed 

to  provide  time  on  at  least  two  occasions  be- 
cause they  did  not  deem  him  legally  qualified. 

Mr.  Daly,  an  office-seeker  for  20  years, 
claimed  he  was  legally  certified  as  a  candidate 
by  the  secretaries  of  state  of  Illinois,  Indiana 
and  Montana  and  that  his  name  appeared  on  the 

ballots  in  those  states'  primaries. 

CBS-TV  Sets  Special  Plan 

For  Back-to-School  Buys 
HOW  RIPE  is  early  morning  tv  programming? 

According  to  CBS-TV,  it  should  be  easy  pick- 
ing for  advertisers  willing  to  penetrate  the  back- 

to-school  shopping  strata.  The  network  last 
week  announced  a  special  plan  whereby  adver- 

tisers buying  network  participations  on  either 
or  both  Good  Morning  With  Will  Rogers  Jr. 

~(Mc*rr.-Fri.,  7-8-  a.m.  EDT)  and  Captain  Kanga- 
roo (Mon.-Fri.,  8-9  a.m.  EDT)  would  be  pro- 

vided with  a  heavy  promotion  and  point-of- 
purchase  in-store  tie-ins. 

Five-minute  segments  of  Good  Morning  are 
priced  at  approximately  $4,300  including  time 
and  talent,  and  those  of  Captain  Kangaroo  are 

pegged  at  $5,200,  according  to  CBS-TV. 
With  an  estimated  38  million  school  chil- 

dren scheduled  to  return  to  classes,  providing 
advertisers  with  a  $2  billion  market,  CBS-TV 
will  begin  devoting  10  hours  a  week  to  special 
back-to-school  promotions  on  both  Good 
Morning  and  Capt.  Kangaroo.  According  to 
Edwin  S.  Friendly,  general  manager  of  CBS- 

TV's  "Project  600"  (encompassing  the  week- 
day 7-9  a.m.  bloc),  both  shows  will  "embrace" 

an  editorial  and  advertising  context,  combin- 

ing regular  "youth-interest"  features  with  in- 
ventories of  back-to-school  items. 

Roper  Pre-Election  Surveys 

To  Be  Used  by  CBS  Networks 

ELMO  ROPER,  public  opinion  analyst,  will 
make  available  to  CBS  Radio  and  CBS-TV  the 
results  of  continuing  national  surveys  made  by 
his  organization  between  now  and  the  Novem- 

ber elections  and  will  help  CBS  newsmen  in 
evaluating  the  findings,  Sig  Mickelson,  CBS 
vice  president  in  charge  of  news  and  public 
affairs,  announced  last  week. 

Mr.  Roper,  of  Elmo  Roper  &  Assoc.,  also 
will  appear  on  news  and  public  affairs  broad- 

casts of  CBS  Radio  and  CBS-TV  to  offer  his 
analyses  of  public  opinion  trends  found  in  his 
surveys,  results  of  which  will  be  made  avail- 

able to  the  CBS  networks  exclusively  in  the 
broadcast  field,  Mr.  Mickelson  said.  He  also 
will  serve  in  an  interpretative  and  advisory  ca- 

pacity to  the  CBS  news  staff  at  both  presiden- 
tial conventions  next  month  and  on  election 

night  (Nov.  6). 

'Press  Conference1  on  MBS 
CORN  PRODUCTS  REFINING  Co.,  N.  Y„ 
which  already  is  sponsoring  Martha  Round- 

tree's  Press  Conference  on  NBC-TV,  Wed- 
nesdays, 8-8:30  p.m.  EDT,  last  week  signed 

to  sponsor  an  audio  repeat  of  the  program  via 
Mutual,  one  hour  later,  starting  this  week. 
Agency  for  Corn  Products  is  C.  L.  Miller  Co., 
N.  Y. 
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THE  OUTLOOK  is  "encouraging"  for  the 
eventual  development  of  uhf  transmitting  and 
receiving  equipment  good  enough  to  provide 
a  satisfactory  television  service  and  to  permit 

shifting  much  of  the  nation's  tv  broadcasting 
to  the  uhf  part  of  the  spectrum.  FCC  Chair- 

man George  C.  McConnaughey  expressed  this 

opinion  Tuesday  in  testimony  before  the  com- 
munications subcommittee  of  the  Senate  Com- 

merce Committee. 

But,  in  response  to  persistent  questioning, 
the  FCC  chairman  admitted  that  he  could  not 

say  when  this  might  happen,  nor  even  for  sure 

that  it  will  come  about.  "We  can't  foresee  it, 
but  we  can  hope  for  it,"  he  said.  He  expressed 
confidence  that  the  engineers  would  "eventually" 
solve  this  problem  as  they  have  solved  other 
technical  problems  troubling  broadcasting  in  the 

past  and  pledged  the  Commission  to  do  "every- 
thing we  can"  to  help  the  manufacturers  de- 
velop more  efficient  uhf  antennas,  transmitters 

and  receivers. 

"The  FCC  must  become  aggressive"  and 
"take  leadership"  in  getting  the  manufacturers 
organized  to  expedite  the  crash  program  for 

uhf,  Mr.  McConnaughey  declared,  noting  paren- 
thetically that  this  was  his  own  idea  and  one 

that  he  had  not  yet  discussed  with  the  other 
members  of  the  FCC. 

Asked  why,  if  the  program  is  successful  in 
developing  uhf  equipment  on  a  par  with  that  of 
vhf,  there  should  then  be  any  need  for  dein- 
termixture,  Mr.  McConnaughey  said  that  he  is 
not  an  engineer  but  that  his  understanding  is 
that  there  are  certain  inherent  characteristics 
of  uhf  that  make  it  highly  improbable  that  uhf 
stations  can,  in  the  foreseeable  future,  attain 
coverage  as  extended  as  their  vhf  competitors. 

"Therefore,  I'm  Coca-Cola  Co.  and  I  won't 
buy  a  u  when  I  can  buy  the  v  that  will  give 

me  coverage  of  a  lot  more  people,"  he  ex- 
plained. He  said  that  his  conclusion  is  that  if 

the  difference  between  vhf  and  uhf  can  never 
be  made  up,  vhf  should  be  generally  abandoned 

for  broadcasting  purposes.  He  admitted,  how- 
ever, that  to  serve  some  rural,  sparsely  pop- 

ulated areas,  chiefly  in  the  West,  it  would  be 
necessary  to  continue  to  transmit  in  the  vhf 
band. 

Congressional  Aid 
Mr.  McConnaughey  said  he  thought  the  FCC 

would  have  to  ask  the  help  of  Congress  in 
expediting  the  program  to  perfect  uhf.  From 
the  premise  that  the  12  vhf  channels  are  not 
sufficient  to  provide  a  nationwide  tv  service, 
then  if  uhf  is  allowed  to  die  out  there  is  a  very 

real  danger  of  monopoly,  he  declared,  so  Con- 
gress should  be  concerned.  lust  what  form  this 

help  should  take  is  as  yet  uncertain,  he  said, 
adding  that  no  request  will  be  made  until  after 
the  FCC  has  received  all  the  comments  on  its 
report  and  order  of  lune  25.  [Deadline  for 
comments  is  Oct.  1.] 

The  Commission  might  ask  Congress  to  ban 

the  shipment  of  vhf-only  sets  in  interstate  com- 
merce, the  Chairman  said,  immediately  express- 

ing doubt  that  such  an  act  would  be  constitu- 
tional. Or  it  might  ask  for  removal  of  the  10% 

excise  tax  from  all-channel  receivers  to  en- 
courage the  purchase  of  these  sets,  he  said. 

Sen.  Thomas  A.  Wofford  (D-S.  C),  who  the 
previous  week  had  issued  a  report  urging  that 
the  present  allocations  system  be  retained  [B«T, 

luly  16],  asked  Mr.  McConnaughey  whethi 
in  proposing  to  move  telecasting  to  uhf  tl 
Commission  had  considered  the  interests  of  tl 

public,  which  has  made  a  "terrific  investmen 
in  vhf  sets  that  will  have  to  be  replaced  < 
converted. 

Stating  that  the  public  interest  had  been  tl 

Commission's  only  concern,  Chairman  McCo: 
naughey  declared:  "I'll  not  be  a  party  to  an; 
thing  that  will  injure  the  public.  In  my  vie 

they'll  get  more  stations,  more  local  program 
better  service  all  around"  (from  an  all-uhf  sy 
tern).  He  said  that  when  such  a  move  is  mad 
an  interim  period  of  five  to  seven  years  would  1 
established,  during  which  they  could  use  the 

old  receivers  for  the  duration  of  their  "usefi 
life,"  but  could  buy  only  all-channel  sets. 

When  Sen.  Wofford  asked  if  any  attempt  ha 
been  made  to  find  out  what  the  public  thinl 
about  uhf  and  whether  any  poll  had  been  mad 
Mr.  McConnaughey  replied  that  no  poll  ha 
been  made  but  that  there  had  been  very  fe 

complaints  from  the  public.  "The  public  hasi 
been  screaming,  only  the  uhf  station  operators 
he  said. 

Crash  Program  Success 

Sen.  William  A.  Purtell  (R-Conn.)  compl 
mented  the  Commission  on  facing  up  to  i 
complex  a  problem  as  has  yet  arisen,  but  addei 

"I  don't  agree  with  all  your  answers."  Pointir 
out  that  the  FCC's  interim  plan  to  deintermi 
certain  markets  is  based  on  the  premise  that  tl 
crash  program  will  succeed,  he  asked  wh: 
would  happen  if  the  program  does  not  succeei 
"Then,  wouldn't  the  places  you've  deinte 
mixed  and  given  a  u  channel  in  place  of  a 

come  back  and  say  the  program  didn't  woi 
and  now  we'd  like  that  v  you've  already  a 

signed  somewhere  else?" "That's  no  particular  problem,"  Chairma 

McConnaughey  answered.  "We  can  always  a 
sign  v's  someplace  else.  Take  Hartford — 
wouldn't  be  hard  to  move  a  v  channel  to  Hai 

ford"  (one  of  the  cities  the  Commission  h 
already  proposed  to  deintermix,  making  it  < 
uhf  by  moving  ch.  3  to  Providence,  replacii 
it  by  ch.  61). 

He  denied  any  idea  of  instituting  a  new  free 
by  not  granting  new  station  licenses  until  tl 
crash  program  has  been  completed,  but  sa 
that  in  markets  proposed  for  deintermixtu 
"we're  making  grants  but  holding  up  constru 

tion  permits  until  we've  decided  on  deintermi 
ture."  Asked  if  the  FCC  would  make  a  gra 
in  Hartford  but  withhold  the  constructi< 

permit,  the  chairman  anwered,  "Yes,  but  we 
make  the  decision  very  soon". 

[The  Commission  did :  on  Wednesday  it  issu< 
Hartford  ch.  3  to  WTIC  there  (see  story,  pa 

32).] 

Sen.  George  A.  Smathers  (D-Fla.)  asked 
when  a  vhf  channel  is  eliminated  in  a  deinK 

mixed  market,  the  vhf  operator  would  be  givi 
favored  treatment  in  the  assignment  of  u 
stations,  and  was  told  that  the  Commissic 
hasn't  gotten  that  far  yet.  To  his  furth 
query  about  places  where  it  is  found  possih 
to  drop  in  an  additional  vhf  channel,  if  the  u 
operator  is  given  preferential  treatment,  M 

McConnaughey  answered  that  "his  experien 
will  be  of  substantial  value  to  him."  Wherev 
a  vhf  channel  is  eliminated,  one  or  more  u 
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JACKIE  GLEASON'S  "HONEYMOONERS"  is  filmed  by  Du  Mont  Electronicom  System  which  incorporates  an  especially  designed  and  adapted  35  mm 
Mitchell  movie  camera.  Here  are  Jackie  Gleason  and  Joyce  Randolph,  right,  peering  through  the  camera  lens  at  Audrey  Meadows  and  Art  Carney. 

NEW  ELECTRONICAM  REDUCES  SHOOTING  TIME 

Du  Mont's  Video-Film  System  incorporates 
both  Mitchell  35  mm  film  camera  and  TV  camera 

First  to  use  a  video-film  system  in  major  TV  film  production  is  Jackie 

Gleason's  popular  show  "The  Honeymooners!'  In  going  "live  on  film;'  Jackie 
Gleason  makes  use  of  the  new  Du  Mont  Eleetronicam  System,  which  combines 
advanced  TV  techniques  with  highest  quality  35mm  photography. 

Heart  of  the  Eleetronicam  System  is  a  completely  new  type  of  unit,  blending 
a  Du  Mont  TV  camera  and  a  specially  adapted  Mitchell  35mm  camera  using  a 
common  lens  system.  It  gives  the  producer  full  advantage  of  the  best  techniques 
of  motion  picture  production  while  enjoying  the  time  saving  and  broadened 

creative  scope  available  in  video's  electronic  practices.  Savings  in  shooting  time and  costs  are  substantial. 

The  35mm  Mitchell  cameras  used  as  integral  parts  of  the  Eleetronicam 
System  produce  consistently  superior  black  and  white  films,  as  well  as  color  films 
which  are  unequaled  for  uniformity  of  quality.  Mitchell  cameras  today  serve  not 

only  in  the  television  industry,  but  also  are  the  predominant  choice  in  the  pro- 
duction of  governmental,  industrial,  research  and  educational  films,  as  well  as 

being  standard  equipment  for  major  studios  throughout  the  world. 

Complete  information  on  Mitchell  cameras  is  available  upon  request  on  your 
letterhead. 

Du  Mont  Eleetronicam  pick-up;  Mitchell  35  mm 
film  camera  on  left,  TV  camera  on  right. 

'85%  of  professional  motion  pictures  shown  in  theatres  throughout  the  world  are  filmed  with  a  Mitchell 

Scene  from  "The  Honey- 
mooners" shows  Jackie  Gleason 

and  Art  Carney  on  set  before 
three  pick-up  units  of  Eleetroni- 

cam System.  Each  pick-up  unit  has 
both  TV  camera  and  specially 
designed  Mitchell  film  camera. 

CORPORATION 

666  WEST  HARVARD  STREET 
GLENDALE  A.  CALIFORNIA 

Cable  Address:  "MITCAMCO" 
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GOVERNMENT 

assignments  will  be  made  there,  he  said. 
When  Sen.  Purtell  asked  about  markets 

around  a  major  center  like  New  York,  which 
are  blanketed  by  vhf  signals  so  the  local  uhf 
stations  are  having  a  hard  time  surviving,  and 
what  the  FCC  is  doing  for  them,  Chairman 
McConnaughey  pointed  out  that  broadcasting 
is  not  a  public  utility  field,  that  the  station 
owners  went  into  business  on  their  own,  with 
no  guarantee  from  either  the  Commission  or 
Congress  that  they  would  be  successful. 

Noting  that  the  preservation  of  uhf  broad- 
casting and  uhf  stations  seemed  to  be  the  goal 

of  the  FCC's  overall  program,  Sen.  Purtell  per- 
sisted in  asking  what  about  these  stations  which 

are  not  being  preserved,  the  answer  was  still 

that  "we  can't  help  them."  Nor,  Chairman 
McConnaughey  said,  could  the  FCC  drop  in  a 

low  power  vhf  station  for  the  interim.  "If  you 
squeeze  in  a  v  here  and  squeeze  out  a  u  there 

you're  going  round  and  round,"  he  said. 
He  said  the  FCC  hoped  to  have  all  competi- 

tive hearings  out  of  the  way  by  the  end  of  the 
year  but  declared  that  the  Commission  had 
been  held  up  in  its  work  because  of  the  hun- 

dreds of  hours,  "and  before  it's  done  it's  going 
to  be  thousands  of  hours,"  spent  in  appearances 
before  Congressional  committees  and  the  prepa- 

ration of  evidence  and  exhibits  for  them.  Sen. 
Smathers  asked  for  a  breakdown  of  the  time 
spent  in  such  appearances  and  the  duplication 
of  testimony,  which  might  help  to  curtail  the 
number  of  appearances  and  save  time. 

A  study  of  intercity  relays  should  be  ready 
for  FCC  action  in  the  fall,  the  chairman  said, 
with  cost  studies  of  AT&T  tariffs  also  to  be 
ready  by  that  time.  He  said  he  expects  action 

on  the  request  that  translator  service  be  per- 
mitted for  vhf  as  well  as  uhf  stations  to  be 

acted  on  in  the  next  30  to  60  days. 

Sen.  John  O.  Pastore  (D-R.  I.),  chairman  of 
the  Senate  communications  subcommittee,  ques- 

tioned Mr.  McConnaughey  closely  about  the 
grant  of  ch.  7  in  Evansville,  Ind.,  to  Evansville 
Tv,  which  the  unsuccessful  applicant,  Henry  B. 

Walker  Jr.  (WGBF  Evansville  and  also  asso- 
ciated with  WTMV  East  St.  Louis  and  WBOW 

Terre  Haute)  had  told  the  Senate  subcommittee 
was  the  first  case  where  ownership  of  a  radio 
station  had  disqualified  a  man  for  a  tv  license 

[B»T,  May  21].  Mr.  McConnaughey  said  that 
ownership  of  the  radio  stations  did  not  dis- 

qualify Mr.  Walker  but  that  it  was  a  factor  in 
the  decision.  He  agreed  to  prepare  a  written 
answer  for  the  record. 

The  FCC  chairman  said  that  the  Commission 

had  postponed  consideration  of  subscription 
television  to  concentrate  on  the  allocations 
problem.  He  expressed  his  personal  feeling  that 

it  might  be  a  good  idea  to  permit  an  experi- 
mental toll-tv  station  operation  as  a  test. 

Ten  More  Back  Networks 

In  Senate  Investigation 
TEN  MORE  broadcasters  have  added  their 
endorsement  of  the  tv  networks  as  having  been 
largely  responsible  for  developing  tv  program 
service  to  the  American  public  to  its  present 
high  state.  The  testimonials  came  in  letters 
sent  to  the  Senate  Commerce  Committee  and 
incorporated  in  the  record  of  its  tv  hearings. 
The  ten  station  managers  also  voiced  unanimous 
agreement  that  the  affiliation  practices  of  the 
networks  do  not  restrict  the  affiliated  stations 

in  carrying  out  their  own  programming  policies. 
Letters  were  signed  by  David  M.  Baltimore, 

vice  president,  WBRE-TV  Wilkes-Barre,  Pa; 
Paul  R.  Bartlett,  president,  KFRE-TV  Fresno, 
Calif.;  Les  Biederman,  president,  WPBN-TV 
Traverse  City,  Mich.;  Walter  J.  Damm,  vice 
president,  WTMJ-TV  Milwaukee;  Robert  Fer- 

guson, executive  vice  president,  WTRF-TV 
Wheeling,  W.  Va.;  Nathan  Lord,  vice  president, 
WAVE  Louisville,  Ky.;  Douglas  L.  Manship, 
president.  WBRZ  (TV)  Baton  Rouge,  La.; 
R.  J.  McElroy,  president,  KWWL-TV  Waterloo, 
Iowa;  Harold  P.  See,  general  manager,  KRON- 
TV  San  Francisco,  and  Harold  C.  Stuart,  execu- 

tive vice  president,  KVOO-TV  Tulsa. 

BOLER  ASKS  HILL 

FOR  AT&T  RATE  PROBE 

President  of  North  Dakota 

Broadcasting  calls  AT&T  costs 

excessive,  suggests  Commis- 
sion amend  rules  to  allow 

private  connections  in  common 
carrier  territory. 

CONGRESS  last  week  was  asked  to  authorize 

"a  thorough  investigation"  of  AT&T  tariffs  and 
business  practices  to  "give  the  broadcaster  the 
necessary  relief  from  the  present  excessive 

tariffs." 

The  request  came  in  testimony  by  John  Boler, 
president,  North  Dakota  Broadcasting  Co. 
(KXJB-TV  Valley  City,  KBMB-TV  Bismarck, 
KCBJ-AM-TV  Minot,  KSJB  Jamestown,  all 
North  Dakota),  appearing  Wednesday  before 
the  communications  subcommittee  of  the  Senate 
Commerce  Committee  in  the  final  day  of  its 
hearings  on  tv  problems. 

Mr.  Boler  recounted  his  experiences  in  at- 
tempting to  secure  network  connections  for  his 

tv  stations.  For  three  years,  he  said,  from  the 
fall  of  1951  through  June  1954,  he  made 

'numerous  inquiries  of  AT&T  relative  to  tele- 
vision network  service  facilities  and  in  most 

instances  they  did  not  even  have  the  courtesy 

to  respond."  Only  when  he  applied  to  the  FCC 
for  permission  to  construct  his  own  microwave 
relay  between  Minneapolis  and  Fargo  did 
AT&T  act,  he  said.  It  offered  to  speed  up  its 
own  construction  schedule  to  provide  the  service 

"and  then  promptly  notified  the  FCC  of  its 
offer  in  order  to  block  our  application  for  our 

private  system."  When  a  competitor  (WDAY- 
TV  Fargo)  accepted  the  AT&T  service,  North 
Dakota  was  forced  to  take  it,  too,  he  said. 

"Our  payments  to  AT&T  represent  18.7% 

of  our  total  operating  cost,"  Mr.  Boler  told  the 

A  Radio  Pioneer  Is  No  More 

RADIO  ARLINGTON,  one  of  the  most  famous  radio  stations  in  the 
world,  has  been  hushed  after  43  years  of  operation  in  Arlington 
County,  Va.,  bringing  to  an  end  the  pioneering  era  in  electronics. 

Commissioned  by  the  U.  S.  Navy  in  1913  as  a  progressive  step 

in  radio,  the  station  once  was  the  world's  most  powerful  and  also 
was  the  first  to  be  called  a  "radio"  station  instead  of  a  "wireless" 
station. 

Its  success  was  immediate  and  led  to  demands  for  more  powerful 
equipment.  New  types  of  transmitters,  first  the  rotary  arc  and  later 
the  vacuum  tube  transmitters,  were  developed  and  first  installed  at 

Arlington.  The  world's  largest  self-supporting  radio  tower — 600 
feet — was  erected  to  gain  greater  distance.  Throughout  the  remain- 

ing years  of  its  existence,  Radio  Arlington  continued  to  be  a 
proving  ground. 

In  addition  to  its  achievements  in  the  material  field.  Radio 
Arlington  successfully  fulfilled  its  operational  assignments.  Messages 
were  delivered  to  operating  unts  at  sea  and  distant  shore  stations. 
Time  signals  and  weather  forecasts  were  broadcast.  Radio  telephone 
circuits  were  pioneered.  Its  volume  of  traffic  through  1918  exceeded 
that  of  any  other  radio  station. 

In  1941,  the  dense  air  pattern  of  the  Washington,  D.  C.  area 

required  the  dismantling  of  Radio  Arlington's  towers.  From  that 
time  until  deactivation,  it  served  primarily  as  a  radio  link  station 
between  the  components  of  the  Naval  Communication  Station  at 
Washington. 

Gratitude  of  the  nation's  broadcasters  for  services  of  the  station 
was  expressed  in  an  NARTB  Board  resolution  presented  to  Capt. 
E.  W.  Taylor,  USN,  commanding  officer  of  the  Naval  Communica- 

tion Service,  Washington.  The  resolution  was  adopted  at  the  board's 
June  meeting.  It  cited  the  time  signals,  weather  reports  and  messages 

The  original  installation  before  the  towers  were  dismantled. 

to  ships  and  stations  transmitted  all  over  the  world  for  43  years. 
Public  and  military  ceremonies  honoring  the  historic  station  were 

held  luly  14  at  the  original  site  of  the  station. 
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$14  MILLION  IN  SALES  APPROVED  BY  FCC Senate  subcommittee.  "Our  gross  sales  for  1955 
for  KXJB-TV  were  $523,000  and  we  paid 
AT&T  $124,000.  We  suffered  a  loss  for  the 
same  period  of  over  $130,000.  If  we  had  been 
authorized  to  install  our  own  microwave  sys- 

tem, our  operating  costs  to  date  could  have 
been  reduced  approximately  $100,000  and  our 
loss  reduced  to  the  amount  normally  experi- 

enced by  any  new  television  operation." 
Maintaining  that  its  own  service  would  be 

more  efficient  as  well  as  more  economical  than 
that  provided  by  AT&T,  Mr.  Boler  argued  that 
privately  owned  relays  could  supplement 

AT&T's  present  service  to  three-fourths  of  the 
nation's  population  to  reach  many  people  not 
now  served. 

"The  Commission  rules  should  be  amended 
to  give  the  FCC  discretion  to  grant  applications 
for  private  television  intercity  relay  stations  or 
off-the-air  pick  up  notwithstanding  the  fact  that 

the  common  carrier  facilities  may  be  available," 
Mr.  Boler  stated. 

Reporting  that  in  12  months  "we  received 
from  the  networks  $70,000  and  were  billed 

$124,000  by  AT&T,"  Mr.  Boler  told  the  com- 
mittee that  "we  cannot  exist  if  our  payments 

to  AT&T  continue  to  be  18%  to  20%  of  our 

total  operating  cost." 
"If  you  will  give  George  McConnaughey, 

FCC  chairman,  a  sufficient  appropriation  to  al- 
low him  to  hire  a  staff  of  experts,  including 

accountants,  engineers  and  economists,  who 
will  make  a  thorough  investigation  of  AT&T 

tariffs  and  its  business  practices,"  Mr.  Boler 
concluded,  "it  is  my  firm  belief  that  the  FCC 
will  give  the  broadcaster  the  necessary  relief 

from  the  present  exorbitant  tariffs." 
Testifying  the  day  before  Mr.  Boler,  FCC 

Chairman  McConnaughey  had  told  the  Senate 
subcommittee  that  the  question  of  intercity 
relays  and  AT&T  tariffs  should  be  ready  for 
FCC  consideration  in  the  fall. 

Supporting  the  proposal  of  Sen.  John  W. 
Bricker  (R-Ohio)  that  the  FCC  should  license 
networks  as  well  as  stations,  Elizabeth  A.  Smart, 
legislative  representative  of  the  National  Wom- 

en's Christian  Temperance  Union,  on  Wednes- 
day filed  with  the  subcommittee  a  statement 

that'  to  obtain  network  programs  stations  are 
forced  to  accept  programs  and  ads  "obnoxious" 
to  them  and  their  audiences.  In  addition  to 
FCC  regulation  of  the  networks,  Mrs.  Smart 

also  urged  "program  control  subject  to  federal 
regulation.  " 

NBC's  Notice  on  Program 

'Surprise/  Says  Firestone 
NBC's  notice  in  1954  to  Firestone  Tire  & 
Rubber  Co.  that  its  veteran  simulcast  Voice  of 
Firestone  was  no  longer  satisfactory  program 
material  for  a  Monday  evening  period  on  NBC- 
TV  came  as  much  of  a  surprise  to  Firestone  as 
to  anyone  else,  Harvey  S.  Firestone  Jr.,  board 
chairman,  has  reported  in  a  letter  to  Senate 
Commerce  Committee  Chairman  Warren  G. 
Magnuson  (D-Wash.). 

In  1951,  Mr.  Firestone  wrote,  his  company 
had  asked  NBC  for  suggestions  for  improving 
its  broadcast  programs  and  had  been  assured 
that  the  best  policy  was  to  continue  Voice  of 
Firestone.  In  December  1953,  NBC  lauded  the 
program  on  its  25th  anniversary.  But  by  the 
following  spring  things  had  changed  and  Fire- 

stone was  given  its  choice  of  becoming  a 
sponsor  of  the  projected  Sid  Caesar  Show  on 
Monday  evening  or  accepting  another  time 
period  for  Voice  of  Firestone  with  the  times 
offered  being  in  station  rather  than  network 
time;  so  that  Firestone  would  have  to  do  the 
clearing  with  each  station.  Instead,  the  com- 

pany moved  its  radio-tv  program  to  ABC. 

Continues  from  page  33 

ated  KCOB  operates  on  1400  kc  with  100  w. 

WDBQ-AM-FM  Dubuque,  Iowa — Transfer 
of  control  to  John  J.  and  Thomas  B.  Roshek, 
present  minority  stockholders.  The  Roshak 
brothers  have  bought  330  shares  from  Presi- 

dent Charles  T.  Landon  and  will  now  hold 
50%.  Purchase  price  was  $57,750.  WDBQ, 
affiliated  with  ABC  and  MBS,  operates  on  1490 
kc  with  250  w. 

WNAW  North  Adams,  Mass.— Sold  by  Cecil 
F.  Clifton  to  Berkshire  Broadcasting  Co.  for 
$15,000.  Berkshire  principals  are  John  T. 

Parsons  (49%),  former  manager  of  WHYN-TV 
Springfield,  Mass.;  WBRK-WMKT  (TV)  Pitts- 

field,  Mass.,  and  James  W.  Miller  (49%  ),  stock- 
holder in  WESO  Southbridge,  Mass.,  and  per- 

mittee of  a  new  am  in  Orange,  Mass.  WNAW 
operates  independently  on  860  kw  with  250  w. 
WALM  Albion,  Mich. — Relinquishment  of 

negative  control  by  J.  C.  Bedient  and  James  M. 
Moss  through  sale  of  stock  to  Theodore  Van 
Dellen,  Cecil  Runyan,  Herschel  C.  Fox,  Jon 
Ramsey  and  Louis  Legg  for  $10,556.  Independ- 

ent WALM  operates  on  1260  kc  with  500  w 

daytime. 
WEGA  Newton,  Miss.— Sold  by  E.  Glenn 

Abercrombie  to  Newton  Broadcasting  Co.  for 
$17,000.  Newton  principals  are  E.  O.  Roden 
(40%),  interests  in  WBIP  Boonville,  WTUP 
Tupelo,  WAZF  Yazoo  City,  WSUH  Oxford, 

An  $899,481,000 

Buying  Power  Market! 

MORE  AUDIENCE 

than  any  other  TV  station  in  the 

rich  heart  off  Louisiana 

FROM  5:00  P.  M.  to  SIGN  OFF 

(Monday  thru  Friday) 

WBRZ    rated  highest  in  125  quarter  hours  out 

of  149. 

FROM  12  NOON  to  3:30  P.  M. 

(Monday  thru  Friday) 

WBRZ    rating  Tops  All  Others  Combined! 

'from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  37  counties  and  parishes 
in  Louisiana  and  Mississippi. 

WBRZ 

Channel 

Row ,  LOUISIANA 
er:  100,000  watts  Tower:  1001  ft. 

NBC-ABC 

Represented  by  Hollingbery 
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and  WMPA  Aberdeen,  all  Miss.;  James  E. 
Reese  (20%),  interest  in  WMPA;  W.  I.  Dove 
(10%),  interests  in  WTUP,  WZAF  and  WSUH; 
Bruce  Roden  (10%),  and  Bruce  H.  Gresham 

(10%),  general  manager  of  WAZF  and  WCLD 
Cleveland,  Miss.  Independent  WEGA  operates 
on  1410  kc  with  500  w  daytime. 

WGBB  Freeport,  N.  Y.— Sold  by  Oscar  J. 
Nollet,  Moses  Hornstein,  Norman  F.  Penny, 
Augustus  B.  Weller  and  Sidney  Friedman  to 
Huntington-Montauk  Broadcasting  Co.  for 
$100,000.  Huntington-Montauk  is  licensee  of 
WGSM  Huntington,  N.  Y.  Application  for 
construction  permit  to  move  WGSM  to  Deer 
Park,  N.  Y.,  is  now  pending  at  FCC.  WGBB 
operates  independently  on  1240  kc  with  100  w. 
WMYN  Mayodan,  N.  C— Sold  by  G.  E. 

McDaniel  to  Mayo  Broadcasting  Corp.  for  $500. 

Mayo  operated  WFMB-FM  Mayodan  from 
1949  to  1954.  WMYN  held  grant  for  1420  kc 
with  500  w  daytime. 
WERI  Westerly,  R.  I.— Transfer  of  control 

from  William  F.  Malo  Sr.  and  William  F.  Malo 

Jr.  to  Edwin  Estabrook  Jr.  for  $69,000.  Mr. 

Estabrook  is  a  former  NBC-TV  producer. 
WERI  is  independent  on  1230  kc  with  250  w. 

WBAW  Barnwell,  S.  C— Sold  by  Blue  Ridge 
Broadcasting  Co.  to  Radio  WBAW  Inc.  for 
$45,000.  Principals  are  J.  A.  Gallimore  (30%), 
Virginia  F.  Gallimore  (30%)  and  Joseph  B. 
Wilder  (40%  ).  WBAW  operates  independently 
on  740  kc  with  250  w  daytime.  Mr.  Gallimore 
also  owns  WSNW-AM-FM  Seneca,  WSSC  Sum- 

ter, S.  C,  and  WLFA  Lafayette,  Ga. 
WPFD  Darlington,  S.  C— Sold  by  Blue 

Ridge  Broadcasting  Co.  to  Central  Broadcasting 
Co.  for  $37,500.  Central  owns  WCGC  Bel- 

mont, N.  C.  WPFD  is  an  independent  on  1350 
kc  using  500  w  daytime. 

WDXB  Chattanooga,  Tenn.— Sold  by  WDXB 
Inc.  to  French  Inc.  for  $100,000.  French 
principals  are  Carlin  S.  French  (90%),  22% 
owner  of  H-R  Representatives  Inc.,  33.3% 
owner  of  WATO  Oak  Ridge,  Tenn.,  and  10% 
owner  of  WLAF  Lafollette,  Tenn.,  and  Stephen 

C.  French  (10%),  manager  of  WNOE  New  Or- 
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KFAB  NAMES 

NEW  MANAGER 

LYELL  BREMSER 

ELEVATED   TO  POST 

Lyell  Bremser,  of  the  KFAB  staff 
f©r  17  years  has  been  appointed 
General  Manager  of  the  station. 
Bremser  started  his  announcing 

career  while  attending  the  Univer- 

sity of  Nebraska.  He  later  special- 
ized in  news  and  special  events  and 

developed  into  the  midwest's  best 
known  and  best  liked  sports  broad- 

caster. Much  of  his  popularity  re- 
sulted from  his  colorful,  accurate 

play  by  play,  coverage  of  Nebraska 
Cornhusker  Football  Games  which 

he  has  done  continuously  for  over 

13  years. 

Lyell  was  appointed  Program  Di- 
rector for  KFAB  six  years  ago.  He 

is  a  native  of  the  Midwest  Empire 

.  .  .  born  in  Dow  City,  Iowa,  mar- 
ried and  the  father  of  four  children. 

Bremser's  programming  know-how  will 
be  reflected  in  an  even  greater  KFAB. 
Advertisers  can  look  forward  to  con- 

tinued high  level  results  from  radio 
dollars  .  .  .  and  the  listener  can  expect 
the  best  in  all  around  service  and  enter- 
tainment. 

Peters,  Griffin,  Woodward  can  tell  you 
the  full  KFAB  story  .  .  .  or  contact  Lyell Bremser  today. 

I  i  iifl  rr-v  ~  ' 

leans.  WDXB  is  independent  on  1490  kc  with 
250  w. 

WMES  Union  City,  Tenn. — Sold  by  Fennei 
Heathcock  to  Joe  H.  Harpole  and  William  H. 
Parks,  equal  partners,  for  $536.  WMES  holds 
permit  for  1580  kc  with  250  w  day. 
WCDT  Winchester,  Tenn.— Sold  by  Frank- 
lin County  Broadcasting  Co.  to  Franklin  County 

Radio  and  Broadcasting  Co.  Ernest  F.  Rich- 
ards withdrew  his  interest.  Principals  now  are 

William  F.  Yarbrough  (33.3%),  F.  V.  Frass- 
rand  (33.3%)  and  Harry  W.  Sullivan  (33.3%). 
MBS-affiliated  WCDT  is  on  1340  kc  with  250  w 
KSWA  Graham,  Tex.— Sold  by  Clay  E 

Thompson  Jr.  and  Harland  V.  Newsom  to  equal 
partners  J.  Earl  Webb  and  his  brother  Gilbert  T 
Webb  for  $30,000.  The  Webbs  have  an  ap 
plication  filed  at  the  FCC  seeking  a  new  am  ai 
San  Saba,  Tex.  KSWA  operates  independentlj 
on  1330  kc  with  500  w  daytime. 
KEYE  Perryton,  Tex.— Transfer  of  32% 

from  Francis  B.  Sumpter  to  Virby  Conley  foi 

$20,000.  MBS-affiliated  KEYE  operates  on  140( 
kc  with  250  w. 
WKTF  Warrenton,  Va. — Assignment  of  cp  tc 

WKTF  Inc.  Station  is  being  assigned  by  Olivei 
M.  and  Martha  Rountree  Presbrey  as  partners 

of  Old  Dominion  Broadcasting  Co.  in  considera- 
tion of  issuance  to  them  of  20  shares  each  ol 

common  voting  stock  of  WKTF  Inc.,  togethei 
with  an  agreement  of  Northern  Va.  Broadcast 
ers  Inc.,  which  will  hold  50%  interest,  that  i 
will  loan  up  to  $15,000  to  WKTF  Inc.  for  con 
struction  and  operation  of  station.  Northern 
Va.  Broadcasters  own  WARL-AM-FM  Arling 
ton,  Va. 

KAPA  Raymond,  Wash. — Sold  by  Pacini 
Broadcasting  Corp.  to  Willapa  Bcstg.  Co.  foi 
$25,000.  Willapa  principals  are  equal  owner: 
Robert  E.  Claunch,  J.  W.  Reavley  and  R.  W 
Regan.  KAPA  operates  independently  oi 
1340  kc  with  250  w. 

KTEL  Walla  Walla,  Wash. — Acquisition  o: 
control  by  Jack  Keating  through  purchase  o: 
60%  from  Harold  C.  and  Estelie  F.  Singletoi 
for  $53,000.  Mr.  Keating  will  be  sole  owner 
KTEL  operates  on  1490  kc  with  250  w  and  ii 
affiliated  with  ABC. 

WPLY  Plymouth,  Wis.— Sold  by  Easten 
Wisconsin  Broadcasting  Co.  to  WPLY  Inc.  foi 
$44,000.  WPLY  Inc.  principals  are  Miltoi 
Maltz  (40%),  employe  at  WKHM  Jackson 
Mich.;  Robert  Wright  (47.5%),  employe  a 
WKHM,  and  Samuel  Rieder  (5%),  also  an  em 
ploye  at  WKHM.  Independent  WPLY  opei 
ates  on  1420  kc  with  500  w  daytime. 

Two  Stay  Bids  Denied 
TWO  tv  stay  requests  were  turned  down  la; 
week  by  the  FCC,  one  involving  a  final  gran 
the  other  a  hearing  case.  The  Commission  n 

fused  the  request  of  Tri-Cities  Tv  Corp.  to  sta 
the  construction  of  ch.  5  Bristol,  Va.-Tenn 
which  was  awarded  to  WCYB  Bristol  last  Apr 
[B»T,  April  16]. 

The  FCC  also  refused  to  stay  action  in  th 
Port  Arthur,  Tex.,  ch.  4  case,  which  is  still  i 
hearing  and  involves  Port  Arthur  Collegi 
Smith  Radio  Co.  and  Jefferson  Amusement  C< 

Stay  requests  were  filed  by  ch.  15  WPFA-T 
Pensacola,  Fla.,  and  ch.  25  KTAG-TV  Lak 
Charles,  La. 

Uhf  CP's  Extended 
THREE-MONTH  extension  of  all  outstandir 
uhf  tv  construction  permits  was  announced  t 
the  FCC  last  week.  This  gives  all  uhf  permittei 
until  Oct.  16  to  commence  construction.  Tl 
FCC  said  it  granted  the  extension  to  give  thos 
permittees  who  are  delaying  construction  b 
cause  of  the  uncertainties  of  uhf  an  opport 
nity  to  re-evaluate  their  plans  in  light  of  tl 
FCC's  allocation  proposals  [B»T,  July  2]. 
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FCC  FINALIZES  THREE  CHANNEL  SHIFTS 

Educational  reservation  in 

Texas  changed  from  v  to  u. 

Commission  also  denies  one 

other  shift,  proposes  many 

others  in  pre-recess  flurry. 

THE  FCC  issued  three  final  decisions  involving 
channel  shifts,  denied  one,  and  proposed  a 
group  of  others  in  various  sections  of  the 
country  in  a  rash  of  rule-making  activity  prior 
to  the  August  recess. 

At  the  same  time,  WISC-TV  Madison,  Wis. 
(ch.  3)  petitioned  the  FCC  last  week  to  recon- 

sider and  withdraw  its  proposed  notice  of  rule- 
making seeking  to  deintermix  that  Wisconsin 

city. 

The  Morgan  Murphy-controlled  station  de- 

clared that  the  Commission's  proposals  were 
unlawful,  arbitrary  and  capricious.  The  Com- 

mission proposes  to  change  the  educational 
reservation  in  Madison  from  ch.  21  to  ch.  3 

[B»T,  July  2]. 

The  proposed  move  is  solely  for  the  protec- 
tion of  existing  uhf  stations,  WISC-TV  said, 

and  is  contrary  to  the  principle  of  free  competi- 
tion inherent  in  the  Communications  Act.  -It 

also  claimed  that  there  are  no  general  criteria 
for  deintermixture  and  therefore  Madison  is 

being  singled  out  on  a  discriminatory  basis.  It 
is  the  only  city,  WISC-TV  said,  where  the  FCC 
proposes  to  terminate  an  existing  vhf  service. 
It  also  stated  that  there  is  no  need  to  protect 
uhf  in  Madison  since  there  are  three  such  sta- 

tions, which  have  been  operating  successfully 
for  three  years,  and  the  market  is  99%  con- 

verted. Madison  stations,  in  addition  to  WISC- 
TV,  are  ch.  27  WKOW-TV,  ch.  33  WMTV 
(TV)  and  educational  ch.  21  WHA-TV.  WISC- 
TV  began  operating  last  month. 

WNAO-TV  Raleigh,  N.  C.  (ch.  28),  asked 
the  FCC  last  week  to  place  an  interdict  on  con- 

struction in  its  June  29  grant  awarding  ch.  5 
Raleigh  to  WRAL  there  [B«T,  July  2].  The 
uhf  station  claimed  that  it  has  pending  a  peti- 

tion for  channel  changes  which  proposes  to 
switch  ch.  5  from  Raleigh  to  Rocky  Mt.,  and 
ch.  50  from  Rocky  Mt.  to  Raleigh. 

Since  the  FCC  conditioned  its  vhf  grants 

in  Peoria,  111.,  and  Springfield,  111.,  on  the  reso- 
lution of  proposed  deintermixture  rule-making 

in  those  two  cities,  WNAO-TV  asked  that  the 
same  stop  order  be  included  in  the  Raleigh 
ch.  5  grant. 

When  the  Commission  issued  its  final  deci- 
sion in  the  Peoria  ch.  8  and  Springfield  ch.  2, 

cases,  it  forbade  construction  until  the  outcome 
of  the  pending  deintermixture  proposals. 

Strong  opposition  to  the  FCC's  proposal  to 
move  Hartford,  Conn.,  ch.  3  to  Providence, 
R.  I.  [B»T,  July  2],  was  voiced  last  week  by 
Connecticut  Democrats  at  their  State  Conven- 

tion (July  6  and  7).  The  convention  unani- 
mously passed  a  resolution  urging  the  FCC  to 

leave  the  vhf  channel  in  Hartford  and  is  for- 
warding the  resolution  to  the  Commission. 

The  FCC  finalized  three  channel  reassign- 
ments  last  week.  It — 

•  Shifted  ch.  21  from  Huntington,  Ind.,  to 
Fort  Wayne,  Ind. 

•  Assigned  ch.  61  to  Moses  Lake,  Wash.,  at 
the  same  time  denying  a  petition  to  assign  ch.  8 
to  Moses  Lake,  removing  same  from  Walla 
Walla,  Wash.,  and  assigning  ch.  11  to  the 
latter  city  (requested  by  KSEM  Inc.,  Moses 
Lake);  denying  a  counter-proposal  (by  ch.  43 
KBAS-TV  Ephrata,  Wash.)  asking  various 
changes  aimed  at  deintermixing  the  vhf  and 

Broadcasting    •  Telecasting 

uhf  assignments  in  that  area. 
•  In  the  first  instance  where  a  vhf  reserva- 

tion has  been  replaced  by  a  uhf  channel,  the 
FCC  shifted  the  educational  reservation  in 

College  Station,  Tex.,  from  v  to  u.  Reserved 
ch.  3  at  College  Station  was  removed  from  edu- 

cational use  and  assigned  to  Bryan-College 
Station  as  a  commercial  channel.  Ch.  48  re- 

places ch.  3  as  the  educational  reservation  at 
College  Station. 

Denied  was: 

Fairfield,  N.  Y. — Denied  petition  to  assign 

ch.  2  as  a  "drop-in"  in  Fairfield.  As  Fairfield 
is  only  18  miles  northeast  of  Utica-Rome, 
N.  Y.  (chs.  13,  54,  25*),  45  miles  from  Haga- 

man,  N.  Y.  (ch.  29)  and  60  miles  from  Albany 

(chs.  23,  35,  41,  17*),  FCC  said  it  felt  addition 
of  a  second  vhf  in  an  area  conducive  to  the 

growth  of  uhf  would  "tend  to  inhibit  such 
growth."  Drop-in  was  requested  by  Mohawk 
Valley  Tv  Inc. 

Proposed  rule-making  was  issued  in  the  fol- lowing: 

Bakersfield-Fresno,  Calif. — Add  ch.  17  or  chs. 
17  and  39  to  Bakersfield  (Bakersfield  is  pres- 

ently assigned  chs.  10  and  29 — operating  KERO- 
TV,  ch.  10,  and  KBAK-TV,  ch.  29).  KFRE-TV 
Fresno  (ch.  12)  proposed  the  additional  Bakers- 

field channels,  saying  it  would  apply  for  a  sta- 
tion there  if  FCC  made  the  assignments. 

KBAK-TV  and  KERO-TV  opposed  the  KFRE- 
TV  proposal  suggesting  in  the  alternative  the 

GREATEST  POWER HIGHEST  TOWER  •  TREMENDOUS  COVERAGE! 

Smart  advertisers  do  a  big  job  in  Milwaukee 
on  the  BIG  station. 

With  316,000  watts,  Milwaukee's  TV  Strong- Man  provides  perfect  pictures,  bright  and 
clear,  on  new  sets  or  old,  near  the  transmitter 
or  far  away. 

WISN-TV's  1,105  foot  tower,  highest  in  Wis- 
consin, offers  the  greatest  aerial  performance 

in  the  market  for  advertiser's  sales  messages. 

WISN-TV  coverage  blankets  Milwaukee  and 
23  rich  surrounding  counties  ...  an  area  with 
over  2%  million  people  and  a  buying  income 
of  almost  five  million  dollars. 

Channel  12  is  BIG  in  Milwaukee.  And  you 
can  be  big  with  Channel  12. 

*  Top-Rated  ABC  Net- 
work, local,  film  shows 

■*  Extensive  Promotion, Publicity 

Comprehensive  Mer* 
chandising  Service 

'+  Complete  Technical, 
Production  Facilities 

•*•  Low,  Low  Cost-Per- 
Thousand Edward  Petry  &  Co.,  Inc. 
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reassignment  of  ch.  12  from  Fresno  to  Bakers- 
field.  FCC  directed  that  comments  on  removal 

of  Fresno  ch.  12  should  be  filed  under  the  over- 
all rule-making  proceedings  (Docket  11759). 

Comments  are  due  by  Aug.  15. 

Bishop,  Calif. — Assign  either  ch.  9  or  ch.  23 
to  Bishop.   Comments  are  due  by  Aug.  15. 

Harrisburg,  111. -Bowling  Green,  Ky. — Denied 
petition  of  ch.  22  WS1L-TV  Harrisburg  to  de- 

lete ch.  13  from  Bowling  Green  and  substitute 
same  for  ch.  22  in  Harrisburg.  FCC  noted  that 
since  the  petition  was  filed,  two  applications 

have  been  filed  for  Bowling  Green's  ch.  13 
(George  A.  Brown  Jr.,  Sarkes  Tarzian  Inc.)  in- 

dicating a  need  for  the  facility. 

Fort  Wayne-Angola,  111.  —  Remove  ch.  15 
from  Angola  and  assign  it  to  Fort  Wayne;  sub- 

stitute ch.  77  at  Angola.  Deadline  for  com- 
ments, Aug.  22.  Seeking  change  is  WINT  (TV) 

Waterloo,  Ind.,  which  utilizes  ch.  15  now  as- 
signed to  Angola. 

Evansville,  Ind.-Owensboro,  Ky. — Shift  ch. 
62  from  Evansville  to  Owensboro  and  shift  ch. 
14  from  Owensboro  to  Evansville.  Shifts  would 

change  Festus,  Mo.,  from  ch.  14  to  ch.  25,  and 
Shelbyville,  Tenn.,  from  ch.  62  to  ch.  56.  Com- 

ments due  Sept.  10.  Shifts  requested  by  ch.  62 
WFIE  (TV)  Evansville. 

Glendive,  Mont. — Add  ch.  5  to  Glendive. 
Glendive  is  presently  assigned  ch.  18.  Com- 

ments are  due  by  Aug.  15. 

Kalispell-Missoula,  Mont. — Assign  ch.  8  to 
Missoula,  substituting  ch.  9  for  ch.  8  at  Kalis- 
pell,  and  substitute  ch.  23  for  ch.  9  in  Sandpoint, 
Idaho.  Comments  due  Aug.  22.  KGEZ  Inc. 
received  an  FCC  grant  last  week  for  ch.  8  at 

Kalispell  (see  story,  this  page).  KBTK  Mis- 
soula requests  removal  of  ch.  8  to  Missoula. 

Lincoln,  Neb. — Reserve  ch.  12  instead  of  18 
for  educational  use  in  Lincoln.  Request  came 
from  U.  of  Neb.,  now  operating  commercially 
on  ch.  12  (KUON-TV)  and  desirous  of  oper- 

ating as  a  noncommercial  station.  Comments 
are  due  by  Aug.  15. 

Mt.  Airy,  N.  C. — Denied  request  of  Paul 
Johnson,  that  city,  to  assign  ch.  8  instead  of  ch. 

55  at  Mt.  Airy  because  it  fails  to  meet  the  190- 
mile  minimum  separation  requirement  for  co- 
channel  stations  (ch.  8  at  Mt.  Airy  would  be 
only  140  miles  from  ch.  8  WCHS-TV  Charles- 

ton, W.  Va.,  and  165  miles  from  ch.  8  WBTW 
[TV]  Florence,  S.  C). 

Winston-Salem,  N.  C. — Denied  request  of 
ch.  26  WTOB-TV  Winston-Salem  to  assign  ch. 
8  to  that  city  because  it  fails  to  meet  the  190- 
mile  minimum  separation  requirement  for  co- 
channel  stations.  (Ch.  8  in  Winston-Salem  would 
be  only  179  miles  from  ch.  8  WCHS-TV 
Charleston,  W.  Va.,  and  129  miles  from  ch.  8 
WBTW  [TV]  Florence,  S.  C). 

Prineville-Coos  Bay,  Ore. — Comments  due  by 
Aug.  22  on  two  conflicting  proposals  to:  (1)  as- 

sign ch.  11  to  Prineville  (sought  by  Grizzly  Tv 
Inc.),  and  (2)  assign  ch.  1 1  to  Coos  Bay,  deleting 
same  from  Yreka,  Calif.,  and  giving  latter  ch. 
19.  instead  (Pacific  Tv  Inc.). 

Shinglehouse,  Pa. — Enlarged  proceeding  on 
proposal  by  WGR-TV  (ch.  2)  Buffalo,  N.  Y., 
to  add  ch.  26  to  Shinglehouse,  add  ch.  37  to 
Clymer,  N.  Y.,  and  substitute  ch.  62  for  ch.  37 
in  Meadville,  Pa.  Comments  were  asked  by 
Aug.  22,  to  include  the  following  conflicting 
proposals:  add  ch.  26  to  Williamsport  (filed  by 
WLYC  Williamsport);  switch  ch.  21  from  Lan- 

caster to  York  and  ch.  49  from  York  to  Lan- 

caster (asked  by  ch.  49  WNOW-TV  York); 
switch  ch.  21  from  Lancaster  to  Harrisburg, 
switch  ch.  71  from  Harrisburg  to  Lancaster  and 
substitute  ch.  26  for  ch.  36  in  Williamsport 
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First  to  Comment 

FIRST  comment  on  the  FCCs  alloca- 
tions report,  relating  to  the  possible  move 

of  all  tv  to  the  uhf  band,  was  filed  last 
week.  Robert  E.  Brooking,  Burbank, 
Calif.,  communications  engineer,  favored 

shifting  tv  to  uhf  and  adding  vhf  chan- 
nels (60-88  and  174-216  mc)  to  the  land 

mobile  spectrum. 

(WTPA  [TV],  ch.  71,  Harrisburg),  and  switch 
ch.  21  from  Lancaster  to  York  and  ch.  43  from 

York  to  Lancaster  (WSBA-TV,  ch.  43,  York). 

Reliance-Pierre,  S.  D. — Assign  ch.  6  to  Re- 
liance, removing  that  channel  from  Pierre, 

which  presently  is  assigned,  in  addition  to  ch.  6, 
chs.  10  and  22  (educational).  Comments  are 
due  by  Aug.  15. 

Lexington-St.  Joseph,  Tenn. — Shift  Lexing- 
ton, educational  ch.  11  to  St.  Joseph  for  com- 

mercial use,  replacing  Lexington  channel  with 
educational  ch.  49.  Comments  are  due  by 

Aug.  15. 

Lubbock,  Tex. — Change  Lubbock  educational 
reservation  from  ch.  20  to  ch.  5.  (Ch.  5  is  allo- 

cated to  Lubbock  and  no  application  has  been 
filed  for  that  channel.)  Comments  due  Aug.  15. 

Nacogdoches-Tyler,  Tex. -Lake  Charles,  La. — 
Assign  ch.  19  to  Nacogdoches  by  deleting  it 
from  Tyler  and  Lake  Charles,  and  substitute  ch. 
61  in  Tyler  and  educational  ch.  66  in  Lake 
Charles.  Requested  by  Lee  Scarborough  of 
Nacogdoches.  Comments  due  Aug.  22. 

Nadine,  N.  M. — Monahans,  Tex.— Comments 
requested  by  Aug.  22  on  proposal  to  assign  ch. 
9  to  Nadine,  deleting  same  from  Monahans  and 
substituting  ch.  35  there.  Video  Independent 
Theatres  Inc.  (ch.  2  KVIT  [TV]  Santa  Fe) 
seeks  the  change. 

Wenatchee,  Wash. — Denied  petition  to  assign 
ch.  12  to  Wenatchee  because  assignment  would 

necessitate  co-channel  spacing  shorter  than  min- 
imum requirements.  Petition  was  filed  by  KPQ 

Wenatchee. 

Request  for  changes  filed  were: 

Tampa-St.  Petersburg-Fort  Pierce,  Fla. — 
WTVI  (TV)  Fort  Pierce,  requests  removal  of 
educational  ch.  3  at  Tampa-St.  Petersburg,  allo- 

cating same  to  Fort  Pierce  for  commercial  use. 

Louisville,  Ky. — the  mayor  of  Louisville, 
Andrew  Broaddus,  asks  approval  of  the  proposal 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  8 

Miami,  Fla.,  ch.  10;  Seattle,  Wash.,  ch.  7; 
Jacksonville,  Fla.,  ch.  12;  Paducah,  Ky.,  ch. 
6;  Indianapolis,  Ind.,  ch.  13;  St.  Louis,  Mo., 
ch.  11;  Charlotte,  N.  C,  ch.  9;  Orlando,  Fla., ch.  9. 

AWAITING  ORAL  ARGUMENT:  8 

Boston,  Mass.,  ch.  5;  McKeesport,  Pa. 
(Pittsburgh),  ch.  4;  Buffalo,  N.  Y.,  ch.  7; 
Biloxi,  Miss.,  ch.  13;  San  Francisco-Oak- 

land, Calif.,  ch.  2;  Lead-Deadwood,  S.  D., 
ch.  5;  Pittsburgh,  Pa.,  ch.  11;  Coos  Bay, 
Ore.,  ch.  16. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, 
Mich.,  ch.  10. 

IN  HEARING:  3 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3. 

to  assign  ch.  7  to  Louisville.  Kentucky  Govei 
nor  A.  B.  (Happy)  Chandler  and  Sen.  Robei 

Humphreys  (D-Ky.)  proposed  the  allocatio 
a  fortnight  ago  [At  Deadline,  July  16] 

Knoxville,  Tenn.— WTVK  (TV)  Knoxvill. 
Tenn.,  asked  allocation  of  ch.  7  to  that  city. 

Transmitter-to-Transmitter 

Tv  Separations  Approved 

FCC  last  week  officially  amended  its  mileag 
separation  rules  for  tv  allocations  to  make  th 

separations  apply  transmitter-to-transmitter, 
The  Commission  amended  Sec.  3.611  (a)  c 

its  tv  broadcast  rules  to  make  this  change.  Th 
revision  is  effective  August  27. 

Up  to  now  the  FCC  required  that  co-channc 
and  adjacent  channel  stations  must  be  measure 
according  to  the  coordinates  in  U.  S.  Depan 

ment  of  Commerce's  "Airline  Distances  betwee 

Cities  in  the  U.  S."  or  post  office-to-pos 
office  (or  transmitter  site  if  one  was  in  existenc 
in  one  of  the  cities  involved). 

The  change  was  made  in  conformance  wit 
the  policy  decision  made  in  the  FCCs  allocs 
tions  report  last  month  [B»T,  July  2].  Comi 
John  C.  Doerfer  dissented. 

The  Commission  also  turned  down  a  propose 
issued  last  May  suggesting  that  there  be  a  live 

mile  "cushion"  in  measuring  separations.  Th 
transmitter-to-transmitter  measurements,  it  saic 
were  a  sufficient  relaxation  of  the  assignmer 

spacing  requirements. 
Vhf  co-channel  assignments  in  Zone  I  ar 

limited  to  170  miles,  in  Zone  II  to  190  mile 
and  in  Zone  III  to  220  miles.  Uhf  separation 
are  155  miles,  175  and  205  miles  for  thei 
respective  zones.  Vhf  adjacent  channel  assign 
ments  are  limited  to  60  miles;  uhf  to  55  miles 

Four  New  Tv  Grants 

Issued  by  Commission 

THE  FCC  issued  four  new  tv  grants  last  week 
Construction  permits  awarded  were: 

Kalispell,  Mont.— KGEZ  Inc.,  for  ch.  8  witl 
8.52  kw  power,  antenna  220  ft.,  conditioned  oi 
possible  substitution  of  ch.  9  at  Kalispell.  Thi 
Commission  proposed  to  make  these  move 
last  week  (see  rule-making  story,  this  page). 

Baton  Rouge,  La. — Bayou  Broadcasting  Corj 
for  ch.  40  with  151  kw,  antenna  490  ft.  Bayo 
is  owned  by  Henry  B.  Clay  (KWKH  Shreve 

port,  La.),  Gilmore  N.  Nunn  (WLAP-AM-FW 
TV  Lexington,  Ky.)  and  Frank  M.  Smit 
(WROW-WCDA  [TV]  Albany,  N.  Y.). 

Williston,  N.  D. — Meyer  Broadcasting  Cc 
for  ch.  8,  with  93.3  kw,  antenna  1,060  f 

Meyer  owns  KFYR-TV  Bismarck  and  KMC 
(TV)  Minot,  both  N.  D. 

Oxford,  Ohio — Miami  U.,  for  reserved  cl 
14,  with  724  watts,  antenna  150  ft. 

Phoenix  Daytimer  Among 

Nine  New  Ams  Authorized 

CONSTRUCTION  permits  for  nine  new  ar 
stations  were  awarded  by  the  FCC  last  weel 
Grants  went  to: 

Phoeniz,  Ariz. — BamRay  Broadcasting  Co 
1280  kc,  1  kw  daytime.  Principals  are  equ« 

partners  A.  V.  Bamford,  production-promotio 
firm  owner,  and  Ray  Odom,  employe  at  KRU] 
Glendale,  Ariz.  Grant  is  conditioned  that  pei 
mittee  accept  any  interference  that  may  be  r< 
ceived  in  event  of  a  grant  to  ABC  Service  C( 
for  a  new  am  in  Casa  Grande,  Ariz.,  for  open 
tion  on  1260  kc,  1  kw  daytime. 

Madison,  Fla. — Norman  O.  Protsman,  123 
kc,  250  w  specified  hours.  Mr.  Protsman  owr 
WNER  Live  Oak,  Fla. 

Palatka,  Fla.— Raymac  Inc.,  800  kc,  1  k 

Broadcasting    •  Telecastin 



The 

Special 

Hospitality, . 

The  special  hospitality  of  the  South 

is  a  distinctive  hallmark,  enduring  from 

generation  to  generation.  Warm  welcome  for 

friend  or  stranger  alike  begins  with  earliest 
Southern  history. 

Today,  this  distinguishing  characteristic  finds 

its  reward  in  more  tangible  ways  as  the  enthusi- 
astic welcome  and  special  consideration  of  our 

Southern  communities  attract  increasing  numbers 
of  industries. 

Richmond's  newest  television  station,  WRVA-TV, 

also  combines  traditions  of  the  past  with  today's 

progress.  For  well  over  a  quarter-century  WRVA 

Radio— forebear  of  WRVA-TV  — has  been  winning 

thousands  of  Richmond  listeners  through  excellence 

of  entertainment,  strong  civic  cooperation  and 

experienced,  competent  management. 

These  same  qualities  are  handed  along  to  WRVA-TV— 

equally  pledged  to  the  service  of  Richmond  and  its 

environs.  To  the  television  families  of  Richmond,  these 

traditions  are  a  powerful  catalyst.  They  mean  that 

WRVA-TV  belongs  to  Richmond  as  no  other  television 
station  ever  has  — or  can. 

Represented  nationally  by  Harrington,  Righter  and  Parsons,  Inc. 

WRVA-TV 

Richmond,  Va.  -4  sy 

CBS  Basic         C hannel  J~  ̂  

C.  T.  Lucy,  President    Barron  Howard,  Vice  President  and  General  Manager    James  D.  Clark,  Jr.,  Sales  Manager 
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daytime.  Sole  owner  Carmen  Macri  is  majority 
stockholder  of  WQIK,  WOBS-TV  Jacksonville 
and  holds  interest  in  WABR  Winter  Park,  Fla., 
and  WMIE  Miami. 

Ward  Ridge,  Fla. — Vacationland  Broadcast- 
ing Co.,  1570  kc,  250  w  daytime.  Vacationland 

is  licensee  of  WFTW  Fort  Walton  Beach,  Fla. 

Ferriday,  La. — Miss-Lou  Broadcasting  Co., 
1600  kc,  1  kw  daytime.  Sole  owner  Marie  K. 
Zuccaro  holds  wholesale  petroleum  interests. 

Aberdeen,  Md. — Harford  County  Broadcast- 
ing Co.,  970  kc,  500  w  daytime.  Sole  owner  is 

John  L.  Allen,  automobile  sales  and  services 
interests. 

Holland,  Mich. — Ottawa  Broadcasting  Co., 
1260  kc,  500  w  daytime.  Principals  are  equal 
partners  Bernard  Grysen,  deputy  sheriff  of  Ot- 

tawa County;  Leonard  Ver  Schure,  also  a 
deputy  sheriff  of  Ottawa  County,  and  John 
Lewis  Klungle,  engineer  at  WHTC  Holland. 

Niles,  Mich. — Lawrence  J.  Plym,  1290  kc, 
500  w  daytime.  Mr.  Plym  has  aluminum  fabri- 

cating, publishing  and  banking  interests. 

Manchester,  Tenn. — Manchester  Broadcast- 
ers, 1280  kc,  1  kw  daytime.  Principals  include 

Royce  E.  Richards  (75%),  20%  owner  of 
WMMT  McMinnville,  Tenn.,  and  33.3%  owner 
of  WCDT  Winchester,  Tenn.,  and  Sam  J.  Al- 
britton  (25%),  60%  owner  of  WMMT  and 
87.5%  owner  of  WSMT  Sparta,  Tenn. 

WROM-TV  Site  Change 

Gets  FCC  McFarland  Letter 

FCC  last  week  advised  ch.  9  WROM-TV  Rome, 
Ga.,  that  its  application  seeking  to  move  its 
transmitter  site  to  9  miles  south  of  Chatta- 

nooga, Tenn.,  and  increase  antenna  height  to 
1,558  ft.  indicates  the  necessity  of  a  hearing. 

Oppositions  to  WROM-TV's  move  were  previ- 
ously filed  by  WRGP-TV  Chattanooga,  ch.  3, 

and  WDEF-TV  Chattanooga,  ch.  12. 

The  Commission  questioned  these  three  fac- 

tors about  the  proposed  move:  (1)  WROM-TV's 
financial  ability  to  make  the  changes;  (2)  suit- 

ability of  the  site  in  relation  to  community 
coverage;  (3)  danger  to  airplanes. 

The  new  site  would  be  45  miles  from  Rome 
and  9  miles  from  Chattanooga. 

Pittsburgh  Case  Reopened 

THE  Pittsburgh  ch.  11  hearing  was  ordered  re- 
opened by  the  FCC  last  week  when  the  Com- 

mission ruled  that  WSTV-TV  Steubenville, 
Ohio,  whose  bid  for  intervention  in  the  pro- 

ceedings was  denied  by  the  hearing  examiner, 
was  a  party  in  interest.  The  FCC  remanded  the 
case  for  further  hearing  to  Examiner  Hugh  B. 
Hutchison,  who  early  this  month  issued  an 

initial  decision  upholding  the  FCC's  July  1955 
grant  to  WWSW  Inc.  (WIIC  [TV])  [B»T,  July 
9].  Also  involved  in  the  hearing  were  pro- 

posed changes  in  WIIC's  power,  equipment 
and  studio  location.  WSTV  asked  to  inter- 

vene in  the  second  hearing  on  the  ground  that 

WIIC's  request  for  increased  power  and  antenna 
height  meant  a  stronger  signal  in  the  Steuben- 
ville-Wheeling  area. 

KXLF-TV  Moved  to  Ch.  4 

ASSIGNMENT  of  KXLF-TV  Butte,  Mont.,  on 
ch.  6  was  changed  to  ch.  4  last  week  by  the 
FCC  to  prevent  threatened  co-channel  inter- 

ference between  the  outlet  and  KSEI-TV  Poca- 
tello,  Idaho  ch.  6,  and  KID-TV  Butte,  Mont, 
ch.  3.  KID-TV  is  about  175  miles  from  Butte, 
and  KSEI-TV  about  217  miles.  KUPR-TV 
operated  on  ch.  4  in  Butte  at  one  time  but  has 
been  deleted. 
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CELLER  ANTITRUST  UNIT 

KEEPS  AFTER  RADIO-TV 

Committee  schedules  Septem- 

ber hearings  in  New  York  to 

investigate  alleged  monopoly 

in  broadcast  industry. 

ANTITRUST  SLEUTHS  of  the  House  of  Rep- 
resentatives are  training  their  eyes  on  the  radio- 

tv  marts  of  New  York  in  preparation  for  the 
resumption  of  hearings  by  the  House  Antitrust 
Committee  Ipoking  into  alleged  antitrust  viola- 

tions in  the  broadcasting  industry.  During  the 
past  few  weeks  it  has  quizzed  FCC  officials  on 

the  detail's  of  the  Westinghouse-NBC  station 
swap  and  purported  monopolistic  practices  by 
NBC  and  CBS — including  option  time,  must 

buys,  rate  "fixing,"  payment  discrimination,  etc. 
[B»T,  July  16]. 

The  committee  has  announced  that  it  will 

hold  full-scale  hearings  in  New  York  in  Sep- 
tember. According  to  Rep.  Emanuel  Celler 

(D-N.  Y.),  chairman  of  the  House  Judiciary 
subcommittee,  the  group  will  look  into  ( 1 )  all 
phases  of  advertising  on  television,  and  (2)  all 
facets  of  talent  contracts. 

Mr.  Celler  said  the  commitee  would  call  as 

witnesses  advertisers,  advertising  agency  execu- 
tives, network  officials,  independent  film  pro- 
ducers and  uhf  operators. 

One  of  the  points  made  by  Mr.  Celler  and 
the  committee  staff  two  weeks  ago  was  that 
because  of  the  high  cost  of  buying  time  on  tv, 
only  the  largest  and  wealthiest  advertisers  can 
secure  prime  time  on  the  dominant  networks. 

Neither  Mr.  Celler  nor  members  of  the  com- 
mittee staff  would  identify  witnesses  they  in- 

tended to  call.  It  was  understood  that  no 
move  has  yet  been  made  to  tap  New  York 
broadcasting-advertising-talent  people  for  ap- 

pearances this  fall. 
The  committee  staff  comprises  Herbert  N. 

Maletz,  Samuel  R.  Pierce  Jr.  and  Kenneth  R. 
Harkins. 

Among  the  presumed  goals  of  the  committee 
investigation  is  that  of  high  profits.  This  was 
one  of  the  major  areas  explored  by  the  com- 

mittee two  weeks  ago.  At  that  time,  1955  net- 
work revenue  and  income  figures — heretofore 

considered  sacrosanct  within  the  files  of  the 

FCC — were  entered  into  the  record  by  Mr. 
Celler. 

These  tables  (see  below),  based  on  informa- 
tion supplied  by  the  Commission,  showed  total 

1955  time  sales  (less  commissions)  for  the  then 
four  networks  and  437  stations  topped  the  half- 
billion  mark — $572.4  million.  This  compares 

with  1954's  comparable  time  sales  of  $452.2 million. 

CBS  topped  NBC  in  1955  time  sales,  these 
figures  showed.  CBS  took  in  $122.8  million; 
NBC,  $109.6  million. 

All  networks  and  their  owned  and  managed 

stations  had  total  revenues  of  $374  million  and 
income  (before  taxes)  of  $68  million,  these 
figures  showed.  NBC  ranked  first  with  $159 
mill  ion  and  CBS  followed  with  $153  million  in 
revenues,  and  CBS  led  NBC  in  income  with 
$34  million  to  $30  million. 

Since  the  committee  specified  that  these  two 
networks  took  in  41.99%  of  the  total  tv  rev- 

enue, it  can  be  determined  that  the  grand  total 
of  tv  revenues  for  all  networks  and  stations 

reached  nearly  $745  million  in  1955.  This  com- 
pares with  $593  million  in  1954  and  $432.7 

million  in  1953. 

Using  the  committee's  figure  that  CBS  and 
NBC  income  was  43.3%  of  all  tv  income,  the 
grand  total  for  tv  income  for  all  networks  and 
all  stations  can  be  estimated  at  $150  million. 
This  compares  with  $90.3  million  in  1954  and 
$68.0  million  in  1953. 

Ranking  station  was  WCBS-TV  New  York, 
which  had  more  than  $9  million  income  in  1955 

(before  taxes).  WRCA-TV  New  York  followed 
with  more  than  $7  million  in  income. 

NETWORK  BREAKDOWN 
1955 

Network  Time  Sales  and  Payments 
(in  millions) 

All  4  Networks  NBC 
Total  Network  Time  $263.6  $109.6 

Sales  (less  commissions) 
Payments   to   Affiliates  83.5  30.9 

(Not  counting  payments to  o&o  stations) 

Payments  to  o&o  Stations  21.6  10.0 
Payments  to  Foreign  Net-  1.3  .6 works  and  stations 

Retained                            157.2  68.1 

CBS 

$122.8 
42.4 

8.7 

■5 

71.2 

TOTAL  TIME  SALES   $572.4 
Four  networks  and  437  Stations  (after  commissions) 

*    *  * 

NETWORK  OWNED  STATIONS 
Income 

(before  taxes) 

Figures   in   parenthesis   are  deficits 
1955  1954  1953 

ABC 

WABC-TV  New  York  $740,590  $642,379 
WBBM-TV  Chicago  2,935,671  2,480,214 
WXYZ-TV   Detroit  1,540,074  1,243,586 
KABC-TV  Los  Angeles  534,766  109,373 
KGO-TV  San  Francisco  624,368  474,044 
Total   5,108,314  4,318,823 

CBS 

WCBS-TV  New  York       9,375,339  8,206,416 
WBBM-TV  Chicago           2,935,671  2,480,214 
KNXT  (TV  Los  Angeles  2,324,091  1,589,813 
WXilX  (TV)  Milwaukee  (129,642)   
Total   14,505,459  12,276,443 

DuMont 
WABD  (TV)  New  York      (797,716)  (56,897) 
WTTG    (TV)   Washington    (251,037)  (116,183) 
WDTV  (TV)  Pittsburgh             ■   3,025,875 
JTotal   (1,048,753)  2,852,795 

NBC 

WRCA-TV  New  York      7,260,255  6,086,613 
WNBQ   (TV)   Chicago      3,329,656  2,790,696 
KRCA-TV  Los  Angeles      1,817,767  1,040,864 
WNBK   (TV)  Cleveland     1,948,434  1,339,924 
WRC-TV  Washington        1,220,421  760,297 

($478,478) 
867,172 1,445,531 
(615,571) 490,137 

2,478,078 

5,571,777 867,172 

569,081 

7,008,030 

34,246 (23,648) 

2,978,342 
2,988,940 

4,898,047 

2,230,414 260,088 
738,866 
336,807 Total   15,576,533  12,018,394  8,464,222 

TV  NETWORK  BALANCE  SHEET 

December  31,  1955 

Networks   (Excluding  stations) ABC 

CBS 
DuMont  (to  Sept.  15,  1955) NBC 

Networks  (with  o&o  stations) 
ABC    (including    5  stations) 
CBS  (including  4  stations) 
DuMont  (including  2  stations) 
NBC   (including  5  stations) 
1  3  stations 
2  3  stations 

1955 

$282,404,930 
33,234,630 
121,953,917 

2,862,857 
124,353,526 
374,040,762 
53,906,480 
153,614,317 

7,475,812 
159,044,153 

Revenues 

1954 $221,117,717 
24,750,893 
97,394,599 

8,300,941 90,671,284 
306,676,653 
44,519,058 

123,203,8471 
18,568,493= 

1 20,385,255 

1953 

$161,302,449 
12,399,727 
68,067,235 

7,070,868 
73,764,619 

231,668,346 
30,253,380 

87,156,306^ 

16,090,430= 
98,168,230 

Income 
(before  taxes) 

Figures   in    parenthesis   are  deficits 
1955  1954  1953 

$33,927,467 481,138 

20,365,378 
(1,521,865) 
14,602,816 
68,069,020 

5,589,452 34,870,837 
(2,570,618) 

30,179,349 

$5,115,919 (6,823,085) 
13,101,169 

(5,140,061) 
4,017,896 

36,622,374 
(2,504,262) 

25,377,612! 
(2,287,266)= 
16,036,290 

(2,931,927) 
(4,383,799) 

4,877,123 
(3,807,362) 382,111 

18,007,343 

(1,905,721) 

11,885,153! 

(818,422)= 
8,846,333 

Broadcasting 
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How  to  Shrink  a  Desert.. 

Shrink- proof  ?  That's  what 

explorers  called  the  vast 

distances  of  Saudi  Arabia  many 

years  ago.  But  not  so  today. 

Men  like  Aramco- trained 

lineman  Ayid  bin  Hussain 

work  the  high  lines  and 

the  radio  towers,  drawing 

together  distant  points 

in  Aramco's  400,000  square  mile 

concession  area  so  that 

they  are  only  seconds  away. 

ARAMCO  •  ARABIAN  AMERICAN  OIL  CO. 

DHAHRAN,  SAUDI  ARABIA  •  NEW  YORK,  N.Y.,  U.S.A. 





By  demand  from  10,000,000  enthralled  viewers! 

ALL-NEW  PROGRAMS 

based  on  the  best-selling  book  that  has 

become  TV's  best-selling  film  series 

RATINGS 

Just  what  you'd  expect  for  a  Lloyd  C.  Douglas  series  — 

fantastic!  Show  is  "Number  1"  of  all  syndicated  series  in 

the  U.S.*  four  straight  monthsl  Also  Number  1  month  after 

sensational  month  in  Chicago,  Atlanta,  Minneapolis-St.  Paul, 

St.  Louis,  Denver,  Milwaukee,  Omaha,  San  Antonio.  "Top 

Ten"  everywhere!  Latest  ARB's  and  Videodex:  Chicago  35.4, 
Denver  38.6,  Milwaukee  38.0,  St.  Louis  31.4,  Omaha  37.5, 

Pittsburgh  42.8,  Albany-Troy  42.1,  Boise  45.2,  Miami  43.0, 

Roanoke  31.3,  Detroit  21.8,  Mobile  36.9,  Pueblo  46.2, 

Minneapolis  19.8,  Duluth  35.0,  Houston  27.4,  Oklahoma 

City  32.7,  Albuquerque  33.3,  San  Antonio  29.8,  Cleveland 

19.8.  Have  you  ever  seen  better? 

"Videodex  274-market  survey  —  Feb.,  March,  April,  May  1956 

RENEWALS 

90%  already  in!  Renewed  for  another  full  year  by  Wilson  & 

Company  in  29  cities,  and  by  Bowman  Biscuit  Company  in 

17  cities.  Renewed  by  Sears  Roebuck  for  78  weeks,  by 

Meister  Brau  for  52  weeks,  by  Kraft  Foods,  Sun  Drug  Com- 

pany, Idaho  First  National  Bank,  Pate  Oil  Company,  Stewart's 
Bakeries,  Delchamps  Modern  Food  Stores.  Sure  indications, 

every  one  of  them,  that  "Dr.  Hudson's  Secret  Journal"  is 

your  greatest  salesman  too! 

78  half-hour  films  now  available 

write . . . 

wire . . . 

phone . . . 

AMERICA 

produced  by 

Eugene  Solow 
and  Brewster  Morgan 

ROGRAMS 



"Advertising  Age  is 

indispensable  
to  me, 

says  HENRY  G.  LITTLE 

President  &  Chairman  of  the  Board 

Campbell-Ewald  Company 

"As  a  source  of  news  of  the  advertising  world, 

Advertising  Age  is  indispensable  to  me,  and  I'm 

sure  a  great  many  other  advertising  and  agency 

executives  must  feel  the  same  way  about  it.  Your 

coverage  of  every  phase  of  our  business  is  most 

complete — complete  to  the  point  that  if  I  had 

time  to  read  only  one  publication  in  the  field, 

it  would  most  certainly  be  Advertising  Age." 

HENRY  G.  LITTLE 

Mr.  Little  has  been  in  advertising  for  36  years — 33  of 
them  in  the  agency  field.  He  started  with  Lord  & 

Thomas  in  1919,  and  in  1935  opened  their  Dayton 

office  to  handle  the  Frigidaire  account.  After  succes- 

sive moves  to  Roy  S.  Durstine  agency  in  1940,  Nash- 

Kelvinator  in  1941  and  then  to  Campbell-Ewald  m 
1944,  he  was  elected  president  in  1952  and  chairman 

of  the  board  in  1953.  Recently  Mr.  Little  completed 
service  as  chairman  of  the  AAAA  Board  of  Directors. 

He  is  also  on  the  boards  of  such  organizations  as  The 

Advertising  Council,  United  Foundation  and  Boys' 
Committee  in  Detroit.  He  is  a  former  president  of  the 

Detroit  Adcraft  Club,  and  for  three  years  served  on 

the  Advertising  Federation  of  America  board. 

Advertising  Age  is  the  one  publication  which  gets  read  every  week  by  most  of  the  executives  who  are 

important  to  you.  For  keeping  pace  with  fast-moving  developments  in  today's  market  picture,  Ad  Age 
is  indispensable  to  top  sales,  advertising  and  marketing  men  who  play  significant  roles  in  important 

decisions — not  only  to  those  who  activate  but  to  those  who  influence  market  and  media  decisions. 

Campbell-Ewald,  for  example,  ranks  among  the  top  agencies  placing  broadcast  advertising.  Its  radio-tv 

billings  for  1955  ran  up  to  $14,000,000,  and  C-E  counts  such  outstanding  advertisers  as  Rheem  Mfg.  Co.; 

Goebel  Brewing  Co.;  DuMont  Laboratories;  Chevrolet  and  several  other  divisions  of  General  Motors 

among  its  clients. (General  Motors  placed  an  estimated  $1,264,200  in  tv  spots  alone  for  the  first  quarter 

of  '56). 

Every  week,  67  paid  subscription  copies  of  Ad  Age  get  read,  routed  and  discussed  in  the  offices  and 

homes  of  top  C-E  executives.  Further,  among  the  sales,  advertising  and  marketing  executives  of  the 

broadcast  advertisers  mentioned  above,  over  45  copies  of  Ad  Age  get  intensive  readership  every  week. 

Add  to  this  AA's  similar  penetration  of  advertising  agencies  with  a  weekly  paid  circulation  of  almost 
9,000,  its  intense  readership  by  top  executives  in  national  advertising  companies,  its  unmatched  total 

readership  of  over  120,000  based  on  32,500  paid  subscriptions,  and 

you'll  recognize  in  Advertising  Age  a  most  influential 
medium  for  swinging  broadcast  decisions  your  way  in  1956. 

*N.  C.  Rorabaugh  Estimate  for 
Television  Bureau  of  Advertising 

i 

200     EAST     ILLINOIS     S  T  R  E  E  T  •  C  H  I  C  A  G  O      II.  ILLINOIS 

J  Year  (52  issues)  $3 

FCC  Motbi  b 
"Drop  In.'  Hoi 

De  Intermix' =H BMS=i£ff5«=£  ft'9h *>» Eooogh Program 
8K§§Ss5£ag~S  ,PoorI°^StiU  Hold  Op  Color  77 

Scoop  Of  Scop. 

'V  Wan0  fm  Soli  U— . 
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GOVERNMENT 

CROWELL-COLLIER  FILES  FOR  KFWB 

Request  for  FCC  approval  of 

$2.35  million  purchase  is  first 

official  move  of  publishing 

firm  into  broadcasting.  Bitner, 

Honolulu  filings  expected  soon. 

FIRST  official  move  in  the  far-reaching  $19 
million  Crowell-Collier  Publishing  Co.  entry 
into  the  broadcasting  field  was  made  Friday 
when  an  application  was  filed  with  the  FCC 

asking  approval  of  the  magazine  corporation's 
more  than  $2.35  million  purchase  of  KFWB 
Los  Angeles  from  radio  veteran  Harry  Maiz- 
lish. 

This  is  the  first  application  to  be  filed  in 

Crowell-Collier's  expansion  into  the  broadcast- 
ing medium.  Due  soon,  it  was  understood,  will 

be  applications  for  approval  of  Crowell-Col- 
lier's $16  million  purchase  of  the  Harry  M. 

Bitner  group  of  radio  and  tv  stations  and  the  $1 
million  buy  of  KULA-AM-TV  Honolulu. 
The  application  indicated  that  Crowell- 

Collier,  which  has  been  under  the  presidency 
of  Paul  C.  Smith  since  1954,  will  pay  Mr. 
Maizlish  $2,225,000  in  cash  or  a  combination 

of  Crowell-Collier  stock,  cash  and  notes — $50,- 
000  earnest  money,  $100,000  at  closing,  $100,- 
000  60  days  after  closing  and  $1.85  million  in 
13  notes  at  4Vi%  interest  plus  25,000  shares  of 
Crowell-Collier  stock  (selling  on  American 
Stock  Exchange  at  7J4  on  May  31). 

In  addition,  Mr.  Maizlish  was  signed  to  re- 
ceive $35,000  a  year  for  seven  years  as  a  con- 

sultant. He  retains  KFWB-FM,  paying  $130,- 
717  to  Crowell-Collier  for  that  property. 
Independent  KFWB  —  which  operates  24 

hours  a  day — showed  a  deficit  of  $142,301  in  a 
May  31,  1956,  balance  sheet  submitted  with  the 
application.  This  showed  total  assets  of  $655,- 
710,  with  current  assets  listed  at  $128,673. 
Current  liabilities  were  shown  as  $253,684. 

The  document  showed  that  Crowell-Collier 
is  owned  principally  by  Publication  Corp., 
24%,  and  Knapp  Securities  Corp.,  4.33%. 
Publication  Corp.  is  51%  owned  by  the  Joseph 
P.  Knapp  family,  21.5%  by  the  Louis  Ettlinger 
family  and  11.3%  by  Louis  Untermyer  family. 
It  publishes  This  Week  Magazine  and  owns 
gravure  printing  plants  in  Hoboken,  N.  J.; 
Chicago,  111.;.  Los  Angeles,  Calif.,  and  Balti- 

more, Md.  Crowell-Collier  has  more  than  6,000 
stockholders. 

Crowell-Collier  publishes  Colliers'  and 
Woman's  Home  Companion  magazines  (it  sus- 

pended publication  of  American  magazine  sev- 

eral weeks  ago)  and  also  publishes  Colliers' 
Encyclopedia,  Yearbook  and  World  Atlas  and 
Gazetteer,  Harvard  Classics,  Junior  Harvard 

Classics  and  Woman's  Home  Companion  Cook- book. 

Mr.  Smith,  editor-in-chief  of  the  San  Fran- 
cisco Chronicle  in  1951-52,  became  Crowell- 

Collier  president  and  editor-in-chief  Jan.  1, 
1954.  Among  the  stockholders  and  directors 
who  also  have  interests  in  broadcast  properties 
are  Edward  L.  Elliott,  chairman  of  the  finance 
committee,  who  is  a  director,  but  owns  no  stock 
in  WROW-WCDA  (TV)  Albany,  N.  Y.  (which 
in  turn  owns  WCDB  [TV]  Hagaman,  N.  Y.) 
and  William  A.  H.  Birnie,  vice  president  in 
charge  of  the  Recording,  Radio  and  Tv  Div.  of 
Crowell-Collier,  who  owns  4%  of  WKNE- 
AM-TV  Keene,  N.  H.  (which  in  turn  owns 
51.2%  of  WKNY  and  18%  of  WKNY-TV 
Poughkeepsie,  N.  Y.). 

Its  $16  million  purchase  of  Consolidated  Tv 
&  Radio  Broadcasters  Inc.  includes  the  fol- 

lowing broadcast  properties:  WOOD-AM-TV 
Grand  Rapids,  Mich.;  WFBM-AM-TV  Indian- 

apolis, Ind.;  WTCN-AM-TV  Minneapolis, 
Minn.,  and  WFDF  Flint,  Mich. 

Crowell-Collier  balance  sheet  as  of  March  31, 
1956,  showed  total  assets  of  $41,291,781,  with 

current  assets  $25,086,124.  Current  liabili- 
ties were  listed  at  $12,586,590,  earned  surplus 

at  $250,664  and  capital  surplus  at  $7,253,327. 
Liabilities  also  included  5%  convertible  deben- 

tures, due  Aug.  1,  1965,  in  the  amount  of 

$2,935,000. 
The  publishing  company  lost  $2,419,539  in 

1954  and  made  $773,917  in  1955,  the  applica- 
tion disclosed. 

Although  all  major  personnel  at  KFWB  are 
to  be  retained,  a  new  general  manager  will  be 
chosen,  it  was  reported. 

FCC  Should  Study  Service 

Of  Race  Results— WWBZ 

ATTORNEYS  for  WWBZ  Vineland,  N.  L, 
license  of  which  was  revoked  by  the  FCC  for 

so-called  "overemphasis"  of  horse-race  programs 
[B»T,  Dec.  5,  1955],  last  week  called  on  the 

FCC  to  launch  a  full-scale  inquiry  "to  determine 
whether,  or  to  what  extent,  the  broadcasting 
of  the  results  of  horse  races  serves  the  public 
interest."  Arthur  W.  Scharfeld  and  Theodore 
Baron  of  the  Washington  law  firm  Scharfeld 
&  Baron,  told  the  FCC  that  it  lacks  rules  and  an 
established  policy  with  respect  to  the  horse 
racing  problem. 
The  attorneys  suggested  that  the  FCC  re- 

ceive information  not  only  from  the  public 
and  stations  carrying  horse  racing  shows,  but 
from  every  source  connected  with  horse  racing, 
fom  track  operators  to  bookies.  Pointing  out 
that  it  is  legal  in  nearly  half  the  states  to  bet 
on  horses  at  race  tracks,  the  attorneys  submitted 

that  "it  is  possible  that  a  substantial  portion 
of  the  general  public  is  interested  in  the  results 
and  the  records  of  horse  races  from  day  to 
day  at  the  various  tracks  throughout  the 

country." Meanwhile,  the  FCC  told  KCMC-AM-FM 
Texarkana,  Tex.,  that  a  hearing  may  be  neces- 

sary on  their  applications  for  renewal  of  license 
because  of  afternoon  broadcasts  of  horse-race 
information.  The  Commission  said  it  was  con- 

cerned with  such  programs  when  the  informa- 
tion broadcast  would  be  susceptible  for  use  by 

illegal  gambling  interests.  On  the  same  day, 
the  FCC  granted  renewal  of  license  to  KCMC- 
TV,  tv  affiliate  of  KCMC-AM-FM. 

Commission  Raise  to  Senate 

LEGISLATION  increasing  salaries  of  mem- 
bers of  the  FCC  from  $15,000  to  $20,000.  with 

$20,500  for  the  chairman,  was  approved  late 
Wednesday  by  the  Senate  Committee  on  Post 
Office  &  Civil  Service.  The  bill,  originally  HR 
7619,  was  to  have  been  taken  up  by  the  Senate 
Thursday  afternoon  but  consideration  was  post- 

poned until  Friday. 

Biting  the  Hand 

THE  GOVERNMENT  of  Ceylon  is  try- 
ing to  sell  time  to  the  Soviet  Union  on 

a  radio  station  given  to  it  by  Voice  of 
America  five  years  ago,  according  to  a 
foreign  ministry  source.  The  Voice  would 
then  share  time  with  the  Soviets.  At  Voice 

headquarters  in  Washington,  it  was  ex- 
plained that  it  could  not  comment  until 

a  check  of  facts  in  press  dispatches,  which 
were  based  on  a  anonymous  source. 
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GOVERNMENT 

Legality  of  Florida  Sales 

Argued  Before  Commission 

THE  legality  of  station  sales  involving  W. 
Wright  Esch  was  in  turn  attacked  and  defended 
in  oral  argument  before  the  FCC  last  week. 

The  attorney  for  Theodore  Granik  and  Wil- 
liam H.  Cook,  who  allege  the  separate  sales  of 

WMFJ  and  WESH-TV  contravened  their  option 
to  purchase  the  stations,  noting  that  a  suit  for 
specific  performance  against  Mr.  Esch  is  now 
pending  in  the  Florida  courts,  said  the  stations 
were  sold  with  full  knowledge  that  Messrs. 
Granik  and  Cook  intended  to  carry  out  their 
contract. 

Mr.  Esch  sold  WMFJ  to  WMFJ  Inc.  (Harold 

Kaye,  Emile  J.  Arnold)  and  sold  the  WESH- 

TV  construction  permit  to  WCOA  Pensacola. 
The  FCC  approved  both  sales,  but  the  U.  S. 
Court  of  Appeals  set  the  WMFJ  sale  aside  and 
ordered  the  Commission  to  hold  hearings  on 
the  transaction  [B«T,  June  4]. 

The  attorney  for  Telrad  Inc.  (WESH-TV 
permittee)  argued  that  Mr.  Esch  held  only  two 
of  five  issued  shares  of  Telrad  stock  and  there- 

fore could  not  contract  for  the  sale  of  the 

permit. To  the  suggestion  that  the  Florida  court  hold- 
ing on  the  existence  or  not  of  a  contract  might 

resolve  the  dispute,  the  attorney  for  Messrs. 
Granik  and  Cook  said,  notwithstanding  the 
court  finding,  a  question  of  misrepresentation 
of  the  licensee  qualifications  of  Mr.  Esch  should 
be  explored. 

Apple  Valley  Tv  Assn. 
Shutdown  Recommended 

ANOTHER  unlicensed  Washington  state 
booster  was  found  to  be  operating  illegally  last 
week  when  FCC  Hearing  Examiner  Hugh  B. 
Hutchison  issued  an  initial  decision  recom- 

mending that  the  Apple  Valley  Tv  Assn.  Inc., 
Wenatchee,  Wash.,  be  ordered  to  shut  down. 
The  operation,  which  has  been  bringing  Spok- 

ane, Wash.,  tv  signals  to  8,000  tv  receivers  in 
that  Columbia  River  valley,  began  late  last 

year.  It  comprises  a  main  booster  and  five  sub- 
boosters  covering  40,000  people.  Spokane  is 
about  130  miles  from  Wanatchee.  Apple  Val- 

ley Tv  Assn.  numbers  1,075  members.  Mr. 
Hutchison  recommended  that  a  cease  and  desist 

order  be  issued  against  the  Wenatchee  opera- 
tion. Two  weeks  ago,  Mr.  Hutchison  ruled  simi- 
larly against  the  EAO  Tv  Inc.,  serving  the 

Ontiat-Ardenvoir-Oronda,  Wash.,  area.  A  third 
initial  decision  is  expected  soon  from  the  same 
examiner  on  the  Brewster-Pretaris  Tv  Assn. 
Inc.,  operating  in  that  Washington  area. 

Hiatus  Duty  Roster  Set  Up 

For  Commissioners  At  FCC 

A  "BOARD"  of  commissioners  has  been  ap- 
pointed for  the  month  of  August  while  the  FCC 

is  in  recess.  Comprising  the  "board"  are  Comrs. 
John  C.  Doerfer,  Robert  E.  Lee  and  T.  A.  M. 
Craven.  Comr.  Doerfer  will  be  acting  chair- 

man. It  also  was  announced  that  Comr. 

Richard  A.  Mack  will  serve  as  motions  com- 
missioner during  the  month  of  August.  The  last 

FCC  meeting  until  Aug.  29  was  held  last Wednesday. 

Vacationwise,  a  check  with  their  offices  dis- 
closed that  Comrs.  Bartley,  Lee,  Craven  and 

Mack  aren't  leaving  town.  Comr.  Mack  plans 
one  trip  to  Florida  (his  home  state),  but  it  was 
pointed  out  that  it  will  be  only  a  weekend  trip. 

Chairman  McConnaughey,  and  Comrs.  Hyde 
and  Doerfer  will  attend  the  annual  convention 
of  the  National  Assn.  of  Railroad  &  Utilities 
Commissioners  in  San  Francisco  this  week.  Mr. 

Hyde  the  following  week  will  also  address  the 
annual  convention  of  the  Assn.  of  Police  Chiefs 
in  Los  Angeles. 

Chairman  McConnaughey  is  due  back  in 

Washington  the  week  of  Aug.  6  and  then  will 
vacation  in  Ohio  and  the  Midwest  (his  home  is 
in  Columbus).  Comr.  Hyde  will  vacation  in 

Idaho  where  he  will  visit  his  and  Mrs.  Hyde's 
families.  Comr.  Doerfer's  plans  were  not  an- 

nounced, but  it  is  understood  he  plans  to  spend 
some  time  in  Wisconsin. 

FCC  Assignments  Announced 
APPOINTMENT  of  FCC  Chairman  George 

C.  McConnaughey  as  FCC  representative  on  the 
Telecommunications  Coordinating  Committee 
was  announced  last  week.  Named  as  alternate  to 
the  chairman  was  Comr.  T.  A.  M.  Craven. 

Other  appointments:  Comr.  Rosel  Hyde  as 
member  of  the  Telecommunications  Advisory 
Broad  and  Comr.  Craven  as  alternate;  Comr. 
Craven  as  member  of  the  Telecommunications 

Planning  Committee  and  Comr.  Hyde  as  alter- 
nate; Comr.  Robert  T.  Bartley  as  alternate 

member  to  Comr.  Robert  E.  Lee  on  the  Aii 

Coordinating  Committee;  Comr.  Craven  as 
member  of  the  executive  board  of  the  Radic 
Technical  Commission  for  Marine  Services: 
Comr.  Richard  A.  Mack  as  member  of  the  FCC 

Telephone  and  Telegraph  Committees  (joining 
Comrs.  Hyde  and  Bartley),  and  Comr.  Lee  as 
FCC  Defense  Commissioner  and  Comr.  Bartlej 
as  alternate. 
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Gen.  Sarnoff  Renews  Plea 

For  U.  S.  Political  Offensive 

BRIG.  GEN.  David  Sarnoff,  RCA  board  chair- 
man, was  prepared  to  renew  last  Saturday  his 

plea  for  a  U.  S.  political  offensive  against  com- 
munism in  the  cold  war.  Gen.  Sarnoff  was  to 

address  the  American  Legion  convention  at 
Philadelphia  where  he  was  being  honored  with 

a  legion  citation  for  leadership  of  the  com- 
munications industry  in  the  "cold  war  with 

Russia." In  his  prepared  speech  Gen.  Sarnoff  labeled 

Russian  leaders  as  the  "same  old  gang"  and 
their  policy  as  "the  same  ideology,  the  same  re- 

lentless purpose  of  expunging  freedom  every 

where."  He  urged  the  U.  S.  to  keep  up  its 
guard  and  reiterated  the  need  for  the  U.  S.  to 

"win"  the  cold  war.  Last  year,  Gen.  Sarnoff 
had  submitted  a  memorandum  to  President 
Eisenhower  outlining  methods  for  combatting 
communist  ideology  in  the  war  of  ideas.  The 
General  suggested  that  Moscow  could  back  up 

its  supposed  "reformation"  by  permitting  a  free 
exchange  of  ideas,  by  ordering  the  "channels 
of  communication  .  .  .  un-jammed,  un-cen- 

sored  and  un-muzzled."  MBS  was  to  pick  up 
Gen.  Sarnoff's  speech  for  broadcast  Saturday, 
1-1:30  p.m.  EDT. 

FTC  Lacks  Power  to  Limit 

V-Only  Sales,  Says  Gwynne 
THE  Federal  Trade  Commission  feels  it  lacks 

the  power  to  limit  the  sale  of  tv  sets  to  all-chan- 
nel receivers,  FTC  Chairman  lohn  W.  Gwynne 

has  notified  Sen.  Warren  G.  Magnuson  (D- 
Wash.),  chairman  of  the  Senate  Commerce 
Committee. 

Responding  to  a  query  from  Sen.  Magnuson, 
Mr.  Gwynne  said  that  FTC  does  have  the  power 
to  require  appropriate  labeling  of  tv  sets  should 
it  be  needed,  but  that  to  date  it  has  received  no 
complaints  that  vhf  sets  were  being  sold  in  a 
manner  to  lead  the  purchasers  to  believe  they 
could  receive  uhf  programs  on  them. 

House  Un-American  Unit 

Continues  Blacklisting  Probe 

INVESTIGATION  of  blacklisting  of  entertain- 
ment industry  figures  because  of  alleged  com- 

munist connections  proceeded  in  Philadelphia 
last  week,  with  actress  Gale  Sondergaard  telling 
the  House  Committee  on  Un-American  Activ- 

ities that  refusal  to  testify  had  interfered  with 
her  motion  picture  career.  She  charged  the 

committee  with  "an  act  of  harassment"  in  call- 
ing on  her  to  appear  while  engaged  in  a  crea- 
tive undertaking. 

lack  Gilford,  actor,  refused  to  answer  some 
questions,  invoking  the  Fifth  Amendment.  He 

said  blacklisting  "is  a  terrible  thing"  and  made 
:t  difficult  for  him  to  get  work,  especially  in  tv, 
since  being  listed  in  Red  Channels. 

The  House  hearings  drew  criticism  from  the 
American  Committee  on  Cultural  Freedom, 
which  charged  the  committee  had  misused  its 
official  mandate  and  had  established  a  dangerous 
precedent  affecting  basic  freedoms. 

McGrath  Retires  From  Senate 

Gallery  Post  After  17  Years 

CONGRESSIONAL  leaders  from  both  parties 
said  goodbye  to  D.  Harold  McGrath  last  week 
at  a  gathering  in  the  Capitol.  Mr.  McGrath 
for  the  past  17  years  has  been  superintendent  of 
the  Senate  Radio-TV  Gallery.  He  retires  after 
one  more  chore — handling  radio-tv  accommoda- 

tions at  the  Democratic  and  Republican  na- 
tional conventions. 

Asked  what  he  was  planning  to  do,  the  62- 
year-old  veteran  newsman  said  he  was  returning 
to  Walla  Walla,  Wash.,  his  home  to  write  a 

book — "not  about  Harold  McGrath,"  he  ex- 
plained quickly,  "but  relating  some  of  the 

anecdotes  which  I  have  collected.  .  .  ." 
Mr.  McGrath  came  to  Washington  in  1935 

as  secretary  to  the  late  Sen.  Lewis  B.  Schwellen- 
bach  (D-Wash.).  In  1940  he  was  appointed 
superintendent  of  the  new  radio  gallery.  There 
were  then  26  accredited  members  of  that  gallery. 
Today  the  gallery  has  nearly  200  members  and 
its  quarters  have  expanded  to  include  a  large 
television  studio  and  four  radio  studios. 

Respects  to  Mr.  McGrath  were  paid  on  the 
floor  of  the  Senate  last  Tuesday  by  Sen.  Henry 
M.  lackson  (D-Wash.),  Lyndon  lohnson  (D- 
Tex.)  and  Frank  A.  Barrett  (R-Wyo.). 

WWEZ  Seeks  N.  0.  Ch.  32 

APPLICATION  seeking  New  Orleans  ch.  32 
was  filed  with  the  FCC  last  week  by  WWEZ 
Radio  Inc.,  licensee  of  WWEZ  that  city.  Power 

for  the  proposed  outlet  was  set  at  249  kw  visual 
and  antenna  height  above  average  terrain  at 
338  ft.  Construction  cost  was  estimated  at 

$314,875;  first  year  operating,  $350,000. 

Principal  owners  of  independent-WWEZ  are 
A.  L.  Chilton  (64%  ),  owner  of  KSKY  Dallas; 

A.  Earl  Cullum  Ir.  (22%),  managing  partner- 
50%  owner  of  A.  Earl  Cullum  Ir.  &  Assoc., 
Dallas  consulting  engineer  firm,  and  30%  owner 
of  KCNC  Fort  Worth,  and  loe  A.  Oswald 

(12%),  manager  of  WWEZ. 
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Button  Appointed  Chief 

Of  Voice  of  America 

APPOINTMENT  of  Robert  E.  Button,  NBC 
radio  and  television  executive,  as  chief  of  the 
Voice  of  America  was  announced  last  week 
by  Theodore  C.  Streibert,  director  of  the  U.  S. 
Information  Agency. 

Mr.  Button,  who  suc- 
ceeds J.  R.  Poppele, 

moves  up  from  his 
present  position  as 
deputy  chief  of  the 
USIA's  International 
Broadcasting  Service 
(which  includes  VOA 
and  television  activ- 

ities). Mr.  Poppele 
resigned  as  of  July 

15  to  engage  in  tele- 
vision and  radio 

management      con-  MR  BUTTON suiting. 
Mr.  Button  joined  USIA  as  deputy  director 

of  the  broadcasting  service  in  April  1955  and 
before  that  served  in  the  Office  of  the  Secretary 
of  Defense.  He  has  been  on  leave  of  absence 
from  NBC  since  March  1,  1954.  At  NBC, 
Mr.  Button  was  assistant  program  manager  of 
the  old  Blue  Network  (now  ABC)  and,  after 
war  service,  a  television  account  executive. 

New  Building  for  FCC  Seen 

In  D.  C.  Long-Range  Plans 
A  NEW  home  for  the  FCC  in  Washington 
sometime  in  the  next  decade  became  a  possi- 

bility last  week  when  the  Federal  government's 
General  Services  Administration  released  its 
plans  for  government  buildings  and  additions 
for  the  next  10  years. 
GSA  announced  that  it  would  spend  $386 

million  on  26  buildings  between  now  and  1959, 
with  plans  for  three  more  by  1962  and  six  more 
by  1966.  The  plan  is  predicated  on  finding 

permanent  space  for  the  several  thousand  gov- 
ernment employes  now  housed  in  the  34  down- 

town Washington  temporary  buildings  of  World 

War  II  vintage.  ' 
Some  of  the  new  buildings  have  already  been 

committed.  Agencies  named  were  the  Atomic 
Energy  Commission,  Central  Intelligence 
Agency,  State  Dept.,  Federal  Bureau  of  Investi- 

gation, Food  &  Drug  Administration,  Coast  & 
Geodetic  Survey,  among  others.  The  FCC  was 
not  listed  as  one  of  the  agencies  whose  space 
problem  was  to  be  taken  care  of,  but  within 

government  circles  it  is  understood  that  a  con- 
solidation of  FCC  quarters — either  in  a  new 

building  of  its  own  or  as  one  of  several  agencies 

in  a  large  federal  office  building — was  being 
urged,  strongly  by  important  officials. 

GOVERNMENT  PEOPLE 

WILLIAM  ROBERT  TRAUM,  Great  Neck, 
N.  Y.,  has  been  named  deputy  director  of  the 
Office  of  International  Trade  Fairs,  Dept.  of 

Commerce.  He  has 
been  with  The  Town 
Hall  Inc.,  New  York 
educational  institu- 

tion, for  nine  years 
as  director  of  radio- 
tv  activities. 

Fredric  H.  von 

Stange,  tv  producer- 
writer,  U.  S.  Infor- 

mation Agency,  N. 
Y.,  father  of  boy, 
Gary  Ragnar,  July 
4. 

STATIONS 

BROADCASTERS  BUY 

DETROIT  TIGERS  CLUB 

Eleven-man  syndicate  to  pay 

$5.5  million  in  biggest  finan- 
cial deal  in  baseball  history. 

John  E.  Fetzer  is  group  chair- 
man and  Fred  A.  Knorr 

will  serve  as  president. 

AN  11 -MAN  syndicate  that  includes  several 
broadcasters  bought  the  Detroit  Tigers  baseball 
club  and  Briggs  Stadium  last  Monday  for  $5.5 
million,  the  biggest  financial  deal  in  baseball 
history  [B»T,  July  16]).  Walter  O.  (Spike) 
Briggs  Jr.,  of  the  former  club  ownership,  be- 

comes executive  vice  president. 
John  E.  Fetzer,  head  of  the  Fetzer  station 

group,  is  new  chairman  of  the  board  and  Fred 
A.  Knorr,  WKMH  Dearborn,  Mich.,  and  other 
stations,  is  president. 

Three  groups  in  the  bidding  firm  each  raised 
about  $1  million  in  buying  the  club,  with  addi- 

tional sums  to  be  borrowed.  Payment  is  based 
on  this  formula,  it  is  understood — $1  million 
to  be  paid  August  1;  $3.6  million  by  Oct.  1; 
$900,000  in  deferred  payments  at  4%  interest 
spread  over  five  years. 

The  first  or  Knorr  group  (33!/3%)  includes 
Mr.  Knorr;  Harvey  R.  Hansen,  vice  president- 
stockholder  of  Knorr  stations,  and  William  H. 

McCoy,  secretary-treasurer  and  stockholder  of 
Knorr  stations.  In  the  second  group  (33VS%) 
are  Mr.  Fetzer  and 
Carl  E.  Lee,  vice 

president  of  the  Fet- zer stations.  Kenyon 
Brown,  KWFT 
Wichita  Falls,  Texas; 

KFEQ-AM-TV  St. 
Joseph,  Mo.,  and 
KGLC  Miami, 
Okla.,  heads  the 

third  group  (33i/3%) 
which  includes  singer 
Bing  Crosby;  George 

L.  Coleman,  of  Mi- 
ami, Okla.,  with  in- terest in  KGLC  and 

KFEQ-AM-TV;  Joseph  A.  Thomas,  New  York 
financier;  R.  F.  Woolworth,  New  York  securi- 

ties executive,  and  Paul  A.  O'Bryan,  of  Dow, Lohnes  &  Albertson. 

New  DJ  Champion 

MEET  the  champ  of  disc  jockey  mara- 
thons that  have  been  having  a  revival 

throughout  the  nation:  Ed  Sullivan,  man- 
ager of  KSET  El  Paso,  Tex.,  who  com- 

pleted 122  hours,  25  minutes  and  13 
seconds  of  continuous  broadcasting.  Mr. 

Sullivan  made  his  record-breaking  broad- 
cast from  the  window  of  an  El  Paso 

appliance  store.  The  previous  week,  Bob 
Johnson  of  KICK  Springfield,  Mo.,  held 
the  title  with  120  hours  of  an  Operation 
Spinorama  [B»T,  July  16]. 

MR.  BROWN 

Increased  Earnings  Reported 

By  Storer  Broadcasting  Co. 

STORER  BROADCASTING  Co.'s  second  quar- 
ter net  earnings  after  taxes  amounted  to  $1,395,- 

202  this  year,  as  compared  to  $1,039,919  for 

the  same  period  in  1955,  it  was  announced  last 

Thursday.  Earnings  per  share  for  this  year's 
second  quarter  amounted  to  56.4  cents,  as  com- 

pared to  41  cents  last  year. 

Net  earnings  after  taxes  for  the  first  six 
months  of  1956  amounted  to  $2,845,445,  as 

compared  to  $1,851,908  in  1955.  Per  share 

earnings  for  the  first  half  of  this  year  were 

$1.15,  as  compared  to  72.7  cents  in  1955. 

Per  share  earnings  are  based  upon  the  com- 
bined total  number  of  common  and  Class  B 

common  shares  outstanding  at  the  end  of  a 

period. 

Perez  Joins  CBS-TV  Sales 

ROBERT  PEREZ,  account  executive  with 

KNXT  (TV)  Los  Angeles  and  Columbia  Tele- 
vision Pacific  Network  since  early  1954,  has 

been  named  account  executive  in  the  San  Fran- 

cisco office  of  CBS  Television  Spot  Sales  effec- 
tive July  30,  it  was  announced  last  week  by  San 

Francisco  Spot  Sales  Manager  Jack  White. 

Prior  to  his  KNXT  association,  Mr.  Perez  was 

in  the  Los  Angeles  advertising  field/ 

MR.  TRAUM 

"YOU'VE  bought  yourselves  a  ball  club,"  said  Spike  Briggs,  one  of  the  club's  directors,  as 
Detroit  team  was  turned  over  to  its  new  owners,  including  several  broadcasters.  L  to  r: 

William  H.  McCoy,  insurance  executive,  secretary-treasurer  of  Knorr  stations;  Paul  A. 

O'Bryan  of  Dow,  Lohnes  &  Albertson;  Fred  A.  Knorr,  head  of  Michigan  station  group,  new 
club  president;  Mr.  Briggs;  John  E.  Fetzer,  head  of  Fetzer  Stations,  new  board  chairman; 
Carl  E.  Lee,  vice  president  of  Fetzer  group. 
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New  WABC-TV  Rate  Card 

Reflects  Overall  Increase 

AN  ADJUSTED  rate  card  with  new  time  clas- 
sifications and  featuring  an  overall  increase  in 

rates  goes  into  effect  at  WABC-TV  New  York 
(ABC-TV  owned)  on  Aug.  1.  Top  rate  on  the 
former  card  was  one-hour  Class  A  time  at 

$3,750.  On  the  new  card  it  will  be  one-hour 
Class  AA  time  at  $4,150. 

According  to  Robert  L.  Stone,  general  man- 
ager, the  new  price  structure  reflects  the  rate 

rise  on  both  the  card  and  in  the  station's  "7-14" volume  discount  plan.  Advertisers  receive  the 
customary  six  months  rate  protection  under 
the  new  card  (No.  10).  Class  AA  includes 

8-10:30  p.m.,  Sun-Sat. 

KVIP-TV  Redding,  Calif., 

Buys  Transmitter,  Amplifier 

KVIP-TV  Redding,  Calif.,  which  has  a  goal  of 
maximum  power  for  its  ch.  7  station,  has 
purchased  a  5  kw  GE  transmitter  and  a  20  kw 
amplifier,  both  of  which  will  be  installed  pend- 

ing FCC  approval  of  the  video  outlet's  applica- 
tion for  maximum  power.  On-the-air  target  date 

is  Aug.  1. 
Russell  Olsen,  former  manager  of  KPTV 

(TV)  Portland,  Ore.,  is  operations  director  of 
KVIP-TV,  and  Ted  Dooley,  former  director  of 
operations  of  KHSL  Chico.,  Calif.,  is  program 
director. 

New  $1.25  Million  Home 

For  WISN-AM-TV  Underway 

WISN-AM-TV  Milwaukee  broke  ground  Mon- 
day for  a  $1.25  million  Communications  Center 

on  the  southwest  corner  of  19th  and  Wells 
Sts. 

Present  for  the  ceremonies,  simulcast  by  the 
stations  were  FCC  Comr.  John  C.  Doerfer, 
Milwaukee  Mayor  Frank  P.  Zeidler,  Lester 
Olsen,  president  of  the  Milwaukee  Assn.  of 

Commerce;  D.  L.  Provost,  radio-tv  vice  presi- 
dent of  the  licensee  Hearst  Corp.,  and  John  B. 

Soell,  manager  of  the  stations. 

The  new  two-story  plant,  occupying  about 
50,000  square  feet,  is  being  constructed  of  light 
and  dark  brick,  extruded  metal  and  glass.  It 
will  house  tv  studios,  offices,  equipment  and 
radio  offices,  with  radio  studios  to  occupy  the 
tv  studio  presently  in  use  on  the  site.  New  tv 
facilities  will  be  equipped  for  color  and  grounds 
will  feature  an  outdoor  tv  studio  and  parking 
lots. 

The  stations  expect  to  occupy  the  new  offices 
in  February  1957. 

!  La.,  Tex.  Stations  Form 

Hurricane  Warning  Network 

A  SPECIAL  hurricane  warning  network  has 
been  formed  on  the  Texas  and  Louisiana  Gulf 
Coasts  consisting  of  47  am,  tv  and  fm  stations. 
Named  the  Gulf  Coast  Volunteer  Network,  it 
will  be  keyed  by  KPRC  Houston  for  its  sta- 

tions, located  from  Brownsville,  Tex.,  to  Lake 

|  Charles,  La.,  and  extending  100  miles  inland. 
The  network  will  go  into  operation  when 

Chief  Meterologist  E.  A.  Ferrell  of  the  Houston 
Weather  Bureau  warns  that  a  hurricane  build- 

up is  near  enough  to  the  Gulf  Coast  area  to  be 
dangerous.  KPRC  will  then  begin  broadcasting 
bulletins  with  the  other  46  stations  in  the  net 
monitoring  either  KPRC  or  the  closest  station 
in  the  network  they  can  receive.  Each  bulletin 
will  give  the  time  of  the  next  network  broadcast. 

Member  stations  are  divided  into  three  groups 

for  broadcasting  the  bulletins:  (1)  Stations  that 
will  broadcast  all  bulletins  and  remain  on  the 

air  continuously  during  an  emergency;  (2)  sta- 
tions which  will  broadcast  all  bulletins  during 

their  normal  hours  of  operation,  and  (3)  sta- 
tions that  will  broadcast  as  many  bulletins  as 

possible. Organizational  work  for  the  network  was 

done  by  Jack  McGrew  of  KPRC-AM-TV. 

KNXT  (TV)  Issues  New  Rates 

KNXT  (TV)  Los  Angeles  last  Monday  an- 
nounced rate  card  No.  5,  under  which  Class 

AA  20-second  spots  are  set  at  $900,  up  $100. 
Class  C  20-second  spots  will  be  $245,  up  $35. 
There  are  no  changes  in  program  costs,  and 
Class  A  hours  remain  at  $3,200. 

KBIG  Six-Month  Sales  Up  22% 

BILLINGS  for  the  first  six  months  of  this 

year  at  KBIG  Avalon,  Calif.,  were  up  22% 
over  the  same  period  of  1955  Bob  McAndrews, 
KBIG  vice  president  and  commercial  manager, 

reported  Thursday.  He  said  June  business  was 
19%  more  than  June  last  year. 

KCOP  (TV)  Names  Petry 

APPOINTMENT  of  Edward  Petry  &  Co.  as 
national  sales  representative  for  KCOP  (TV) 
Los  Angeles,  effective  immediately,  has  been 
announced  by  station  Manager  Jack  Heintz 

[Closed  Circuit,  June  25]. 

the  portable 

recorder 

you  specified 

the  new  AMPEX  601 

The  new  601  combines  all  the  superb  performance 
characteristics  of  the  famed  Ampex  600  plus  these 

new  professional  features  designed  to  fit  your  pro- 
fessional recording  needs  exactly: 

New  Low  Impedance  Output. . .  600  ohms, 
1.23  volts.  Balanced  or  unbalanced  (from  tapes  re- 

corded at  program  level). 

New  Low  Impedance  Input  ■  •  •  accom- 
modates high  or  low  impedance  microphone.  Low 

impedance  microphone  secured  by  accessory  plug-in 
transformer. 

New  Instantaneous  Starting  . . .  acceler- 
ates to  full  play  mode  in  less  than  one-fifth  of  a 

second. 

New  Illuminated  Record  Safety  Button 

. . .  positive  protection  against  accidental  erasure. 

New  Saddle  Tan  Case . .  rugged  Samsonite  in 
handsome  new  color  for  easy  portability  anywhere. 

The  601  works  full  time  inside  the  studio  and  on 

location  outside.  It's  a  rugged,  versatile  machine 
that  completely  fills  all  these  professional  needs: 
studio  recording,  network  delay,  outside  recording, 

editing,  dubbing  and  broadcast  playback.  And  be- 
cause an  Ampex  continues  to  perform  within  origi- 

nal specifications  year  after  year,  the  price  you  pay 

buys  both  the  finest  performance  available  and  the 
most  hours  of  service  per  dollar. 

AMPEX SIGNATURE  OF  PERFECTION  IN  SOUND 

C  ORPO  RATIO  N 934  Charter  Street,  Redwood  City,  California 
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MR.  AUERBACH 

Ohio  Station  Representatives 

Established  in  Cleveland 

OHIO  Station  Representatives  has  been  formed 
in  Cleveland  to  act  for  a  group  of  Ohio  radio 
stations  in  that  state,  Leonard  F.  Auerbach, 
head  of  the  organization,  announced  last  week. 

The  firm  will  head- 

quarter in  Cleve- 
land's Terminal 

Tower  and  will  rep- 
resent its  clients  only 

in  Ohio  and  outside 
their  individual  area. 

Mr.  Auerbach, 

former  sales  mana- 
ger for  WDOK 

Cleveland,  said  that 
advertising  agencies 
have  shown  interest 

in  the  new  firm  be- 
cause of  closer  con- 

tact with  the  stations. 

Ohio  Station  Representatives  expect  to  be  help- 
ful in  bringing  business  to  stations  in  cities  of 

less  than  75,000  that  is  now  going  to  news- 

papers. 
The  firm  will  offer  merchandising  aids  to  all 

advertisers  purchasing  large  schedules  on  the 
stations.  Ohio  Station  also  will  sell  football 

and  baseball  games  to  state  and  regional  spon- 
sors. 

Station  clients  already  signed  include  WERE 
Cleveland,  WAKR  Akron,  WVKO  Columbus, 
WATG  Ashland,  WILE  Cambridge,  WBEX 
Chillicothe,  WONW  Defiance,  WJER  Dover, 
WFIN  Findlay,  WFOB  Fostoria,  WIMA  Lima, 
WMVO  Mount  Vernon,  WCLT  Newark,  WLEC 

Sandusky,  WSTV  Steubenville,  WCHO  Wash- 
ington Court  House,  WWST  Wooster  and 

WMRN  Marion.  Mr.  Auerbach  also  reported 
that  negotiations  are  under  way  with  stations  in 
Cincinnati,  Toledo  and  six  other  cities. 

WMIC  Goes  On  Air 

WMIC  Monroe,  Mich.,  began  broadcasting 
July  12  on  560  kc  daytime.  The  station  is 
owned  by  Brouwer  D.  Maclntyre,  W.  D.  Mac- 
Intyre  and  Charles  Maclntyre  Jr.  Lester  Dana, 

formerly  with  WSPD-AM-TV  Toledo,  Ohio, 
is  general  manager;  George  Sterns,  chief  en- 

gineer; Ken  Lawrence,  program  director,  and 
D.  J.  Wolf,  director  of  public  relations. 

DISC  JOCKEY  Arch  Yancy  finds  himself 
in  a  quandry  in  choosing  the  winner  of 

WLCS  Baton  Rouge's  baby  contest,  which 
was  part  of  a  daylong  celebration  mark- 

ing the  station's  changeover  to  an  inde- 
pendent operation  [B«T,  July  16]. 
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KTTR  Aids  Merchants 

AS  a  service  to  merchants,  KTTR  Rolla, 
Mo.,  has  conducted  a  retail  sales  survey 
and  analysis  in  its  immediate  vicinity. 
The  establishment  of  nearby  Fort 

Leonard  Wood,  Mo.,  as  a  permanent 

military  establishment  "changed  the  eco- 
nomic complexion"  of  the  KTTR  area, 

according  to  Luther  W.  Martin,  the  sta- 
tion's general  manager. 

"In  an  effort  to  be  helpful  to  old  cus- 
tomers and  to  attract  new  customers, 

KTTR  stepped  into  the  breach  and  vol- 
unteered the  survey  and  analysis,"  he 

explained. 
The  survey,  which  covered  143  retail 

merchants,  determined  the  number  of 
men,  women  and  children  customers, 

whether  they  were  in-town  or  out-of-town 
residents  and  daily  and  monthly  sales 
volumes. 

KTVH  (TV)  Will  Occupy 

Former  KEDD  (TV)  Studios 

KTVH  (TV)  Hutchinson-Wichita,  Kan.,  will 
move  its  Wichita  operations  into  the  studio 
building  formerly  occupied  by  KEDD  (TV) 

ch.  16,  which  is  now  off  the  air.  KTVH  Gen- 
eral Manager  Howard  O.  Peterson  said  that 

the  move  from  facilities  in  the  Lassen  Hotel 
will  be  completed  by  Aug.  15. 

The  building,  located  at  37th  and  Hillside 
Sts.,  is  now  being  remodeled.  Mr.  Peterson 
said  this  was  necessary  because  it  was  never 
completely  finished  during  its  use  by  KEDD. 
All  Wichita  programs  will  originate  from  the 
new  location,  in  addition  to  CBS-TV  network 

pickups. 

WQXR  Reports  Record  Sales 

THE  HIGHEST  sales  period  in  WQXR  New 

York's  20-year  history  was  reported  last  week 
by  the  station,  which  announced  a  13%  sales 
volume  increase  for  the  first  half  of  1956  over 

the  same  period  last  year.  WQXR  also  re- 
ported a  14%  sales  upswing  in  summer  busi- 

ness, covering  June  15-Sept.  15,  with  the  addi- 

tion of  such  "warm  weather  sponsors"  as  Ric- 
ciardi  ice  cream,  Coca-Cola,  Dannon  Milk 
Products  and  the  New  York,  New  Haven  & 
Hartford  Railroad.  Norman  S.  McGee,  WQXR 
vice  president  in  charge  of  sales,  predicted  a 

"good  advertising  season"  this  fall.  He  based 
his  observations  on  the  "general  trend  back  to 

radio." 
WSYE-TV  Starts  Sept.  15 

WSYE-TV  Elmira,  N.  Y.,  ch.  18,  has  announced 
a  Sept.  15  target  date.  The  station  is  owned 
by  Centeral  New  York  Broadcasting  Corp. 
(WSYR-AM-TV  Syracuse)  and  will  rebroadcast 
the  entire  schedule  of  WSYR-TV,  according 
to  E.  R.  Vadeboncoeur,  president  and  general 
manager  of  the  Syracuse  stations. 

WWJ  Sales  Increase  46.5% 

WWJ  Detroit  sales  for  the  first  six  months  of 
1956  were  46.5%  above  those  for  the  same 

period  last  year,  Robert  J.  Mcintosh,  sales 

manager,  reported.  He  said  that  this  six-month 
period  was  the  best  the  station  has  enjoyed 
since  1950,  a  peak  year  for  radio  sales. 

REPRESENTATIVE  APPOINTMENT 

WUSN-TV  Charleston,  S.  C,  appoints  Weed 
Television  Corp.,  N.  Y.,  national  representative, 
effective  Sept.  25. 

MR.  NIERMAN 

Petry  Appoints  Nierman 
MARTIN  L.  NIERMAN,  television  salesman with  Edward  Petry 

&  Co.,  New  York, 

national  station  rep- 
resentatives, last 

week  was  named 
eastern  television 
sales  manager  in 

charge  of  the  New 
England,  New  York, 

New  Jersey,  Penn- 
sylvania and  District 

of  Columbia  area. 
Before  joining  Petry 

in  1949,  Mr.  Nier- man was  with  Pan 

American  Broadcast- 

ing Co.,  New  York,  representatives  of  foreign 
radio  stations. 

STATION  PEOPLE 

Charles  H.  Cowling,  radio  station  representative 
in  Hollywood  and 
San  Francisco,  to 
KAIR  Tucson,  Ariz., 

as  vice  president  and 
general  manager.  He 
was  formerly  as- 

sistant general  man- 
ager in  charge  of 

station,  KCBQ  San 

Diego,  Calif. 

T.  H.  Patterson, 
sales  manager, 

WITN  (TV)  Win- ston -  Salem,  N.  C , 

named  vice  president MR.  COWLING 

in  charge  of  sales. 

Glenn  B.  Lau,  sales  representative,  WPFH  (TV) 

Wilmington,  Del.,  to  newly-created  position  of 
commercial  manager. 

George  Jelinek,  engineer,  KHOL-TV  Holdrege, 
Neb.,  promoted  to  chief  engineer. 

Paul  Alexander,  news  director,  KSL-TV  Salt 
Lake  City,  to  director  of  promotion,  succeeding 
A.  Richard  Robertson,  resigned. 

Gene  Dailey  appointed  program  director  of 
WLW  Cincinnati,  succeeding  Jud  Woods,  re- 

signed. Mr.  Dailey  continues  as  director  of 
communications  (Crosley  news-weather-sports 
operations). 

Paul  Garver,  assistant  chief  engineer,  WCUE 
Akron,  Ohio,  to  WICE  Providence,  R.  I.,  as 
chief  engineer.  Bob  Lape,  assistant  news  direc- 

tor, WCUE,  to  WICE  as  news  director. 

Dan  Anderson,  disc  jockey,  WLOL  Minne- 
apolis, appointed  promotion  director.  Leigh 

Kamman  of  New  York,  to  WLOL  disc  jockey 

staff.  Ray  Christensen,  Minneapolis  sports- 
caster,  to  WLOL  as  sports  director,  succeeding 
Red  Mottlow,  resigned  to  return  to  Chicago. 

Robert  Charles  Gessner,  WBAI  (FM)  New 

York,  to  WNNJ  Newton, .  N.  J.,  as  chief  en- 
gineer and  morning  man,  and  Robert  Charles 

Farrington,  to  WNNJ  as  announcer-salesman. 

Al  Bodney,  radio  sales  department,  KLZ 

Denver,  to  KLZ-TV  sales  staff.  Cyril  J.  Chuco- 
vich,  former  local  sales  manager,  KIMN  Den- 

ver, to  KLZ  sales. 

Albert  F.  King,  Pittsburgh  (Pa.)  Outdoor  Adv. 
Co.,  to  sales  staff  of  WSTV  (TV)  Steubenville, 

Ohio. 
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A  THREE-STORY  stone  building,  once  a  family  mansion,  is  the  new  home  of  KWTO 
Springfield,  Mo.,  and  its  four  affiliated  companies,  one  of  which  produces  two  program 

series  for  ABC-TV.  Two  new  studios  have  been  provided  for  KWTO,  which  continues 
to  rely  upon  live  music  for  the  major  portion  of  its  programming,  with  an  additional 
studio  for  RadiOzark  Enterprises,  producer  of  nationally  syndicated  transcriptions, 
including  The  Tennessee  Ernie  Show  and  The  Red  Foley  Show.  Other  firms  occupying 

the  new  quarters  include  Crossroads  Tv  Productions,  packager-producer  of  ABC-TV's 
Ozark  Jubilee  and  The  Eddy  Arnold  Show;  Earl  Barton  Music,  publishing  house,  and 
Top  Talent  Inc.,  booking  agency. 

Alfred  E.  Mayer,  city  sales  manager,  WBAY- 
TV  Green  Bay,  Wis.,  and  former  general  man- 

ager of  WSPT  Stevens  Point,  Wis.,  appointed 
national  and  regional  sales  manager  of  Laird 
Group  stations  (WDUZ  Green  Bay,  WDUX 
Waupaca  and  WMAW  Menominee,  all  Wis.). 

I 
Robert  Hanger,  news  director,  WPON  Pontiac, 
Mich.,  to  WSRW  Hillsboro,  Ohio,  as  news  and 
program  director. 

Stan  Karas,  former  staff  announcer  and  sports 
director,  WFMD  Frederick,  Md.,  appointed  pro- 

gram director  and  production  manager,  WRNC 
(FM)  Washington. 

Jack  Kirk,  manager  of  political  sales  unit, 
WABC-TV  New  York,  to  account  executive. 
Barrett  Geohagen,  formerly  with  sales  staff  of 
WPIX  (TV)  New  York,  succeeds  Mr.  Kirk  as 

unit's  manager. 

Donald  H.  Edgemon,  formerly  director  of  pub- 
licity and  public  relations,  WKRC-AM-FM-TV 

Cincinnati,  to  WBZ-TV  Boston  as  assistant  sales 
promotion  manager. 

John  H.  Wickliffe,  previously  sales  representa- 
tive and  publicity  director  of  WLOU  Louisville, 

named  account  executive  for  WLIB  New  York. 

Bob  Tripp,  news  director,  WFAA  Dallas,  Tex., 
named  to  new  position  of  news  director  of 
WFAA-AM-TV. 

Gene  Bernhardt,  news  staff,  WEMP  Milwaukee, 

named  news  director,  succeeding  Donald  O'Con- 
nor, resigned  to  join  local  television  station. 

Theodore  H.  Conway,  salesman,  Mailliard  & 
Schmieden,  food  broker  firm,  to  KCBS  San 
Francisco  as  merchandising  director. 

Clem  Gendron,  announcer  for  WHYN  Spring- 
field,  Mass.,  promoted  to  chief  announcer.  Jim 
Marlowe,  formerly  on  the  announcing  staff  of 
WRNL  Richmond,  to  WHYN-TV  as  an- 

nouncer. Gil  Martin,  program  director,  WK.NY- 
TV  Poughkeepsie,  N.  Y.,  to  WHYN-TV  pro- 

duction staff. 

Jane  Nusbaum,  formerly  with  law  firm  of  Stern. 
Carter  &  Boonin,  Phila.,  named  to  legal  staff 
of  WABD  (TV)  New  York. 

William  Persky,  assistant  continuity  director, 
WNEW  New  York,  to  continuity  director. 

Frank  Pinnock,  newsman  with  western  stations, 
to  KMED  Medford,  Ore.,  as  local  news  director. 

Gene  Banks,  stage  manager,  KABC-TV  Holly- 
wood, named  assistant  program  director. 

Cleo  Wright,  former  public  relations  counsel 
for    General    Electric    Research  Laboratory, 

Schenectady.  N.  Y.,  to  WBAL-TV  Baltimore 
as  sales  service  and  promotion  supervisor. 

Russ  Wittberger,  former  basketball  star.  Mar- 
quette U.,  to  WISN  Milwaukee  as  account 

executive. 

Ted  Weems  and  Buddy  Moreno,  orchestra 
leaders,  to  WHHM  Memphis,  Tenn..  as  disc 

jockeys  effective  Oct.  1  and  Aug.  27,  respec- tively. 

Ruth  Davis,  1956  Radcliffe  graduate,  to  WEEI 
Boston  on  staff  of  Housewives  Protective 

League.  Dan  Donellan  to  WEEI  mail  room  re- 
placing Paul  McNeese,  resigned  to  join  WLNH 

Laconia,  N.  L,  as  newscaster  and  copywriter. 
Tom  Broderick  to  WEEI  mail  room  and 
Charles  Giordano  to  WEEI  studio  engineer 
summer  replacement  staff. 

John  B.  Buckstaff,  recently  discharged  from 

Army,  to  WTVN-TV  Columbus.  Ohio,  as  pro- 
ducer-director, succeeding  Alan  Sternberg,  re- 

signed. 

Wes  Hobby,  WADS  Ansonia,  Conn.,  named  to 
morning  show  replacing  Marv  Rothschild  who 
has  assumed  administrative  and  sales  duties. 

Harry  Caray  Jr.,  16,  son  of  St.  Louis  Cardinals 
sportscaster,  to  KMOX  St.  Louis  for  Saturday 
show. 

Charles  Stone,  vice  president  in  charge  of 
WMBR-TV  Jacksonville,  Fla„  elected  presi- 

dent of  Advertising  Club  of  Jacksonville. 

Eugene  B.  Dodson,  assistant  manager,  WKY- 
AM-TV  Oklahoma  City,  named  chairman  of 
public  information  for  Oklahoma  County  Red 
Cross  chapter. 

Chester  S.  Miller,  station  manager,  WVPO 
Stroudsburg,  Pa.,  serving  as  chairman  of 
Monroe  County  Cancer  campaign  and  co-chair- 

man of  Delaware  Valley  Area  Boy  Scout 
Council  drive.    Ernest  Transue,  WVPO  chief 

engineer,  named  county  radio  officer  in  Pa. 
Civil  Defense  Organization.  Joseph  Whalen, 
station  sports  director,  elected  president  of 
Monroe  County  Softball  League. 

Jerry  Patterson,  continuity  director,  WIST 
Charlotte,  N.  C.  elected  secretary  of  Charlotte 
Advertising  Club. 

Art  Eckdahl,  news  director.  KHOL-TV  Hol- 
drege.  Neb.,  father  of  boy,  James  Arthur, 
July  9. 

STANDARD  OIL  of  Kentucky  has  signed 

to  sponsor  play-by-play  broadcasts  of  the 
10  U.  of  Florida  football  games  this  fall 
on  WMBR  Jacksonville,  Fla.  Discussing 

promotional  tie-ins  for  the  games  are  (I  to 
r)  Sid  Beighley,  WMBR  sales  manager; 

Carl  T.  Ade,  Standard  Oil  division  man- 

ager, and  Roger  Langston,  WMBR  promo- 
tion manager.  In  addition  to  the  game 

broadcasts,  Standard  will  sponsor  Football 

Preview  Thursday  nights  and  Football  Re- 
sults Saturday  afternoons,  both  15  minute 

programs,  for  1 1  weeks. 

Active  Alumni 

ALUMNI  of  Oklahoma  A&M  College, 
Stillwater,  are  making  it  possible  for  state 
radio  stations  to  carry  live  play-by-play 

broadcasts  of  the  Aggies'  basketball 
games  this  winter. 

The  Alumni  Assn.,  through  Secretary 
Murl  Rogers,  is  taking  donations  to  pay 
for  the  broadcasts,  which  will  be  offered 
free  to  Oklahoma  radio  outlets.  Com- 

mercial time  on  the  game  broadcasts  will 
be  used  for  a  pitch  toward  high  school 
students  and  their  parents  by  extolling 
the  advantages  of  the  various  schools  of 
the  college. 

For  the  past  several  years,  KVOO 
Tulsa  has  carried  the  Aggie  games  on  a 
delayed  basis. 
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STATIONS AWARDS 

HAL  EUSTIS,  sales  manager  of  the  Baltimore  Div.  of  Shell  Oil  Co.,  signs  a  contract  for 

the  Shell  Weafher  Map  on  WBAL-TV  Baltimore.  President  are  (I  to  r):  Keith  McBee,  who 
will  do  the  show;  Leslie  H.  Peard  Jr.,  WBAL-TV  manager;  Jim  Lowry,  Shell  district 
manager,  and  Willis  K.  Freiert,  WBAL-TV  sales  manager. 

Bob  Jones,  CBS  Radio  Network  sales  account 
executive,  N.  Y.,  father  of  boy,  Bradley. 

Bill  Turner,  business  manager,  KOTA-AM-TV 
Rapid  City,  S.  D.,  father  of  boy,  Timothy  Jay, 
July  5. 

Robert  Perez,  account  executive,  KNXT  (TV) 
Hollywood,  father  of  boy,  Robert  Frederick, 
July  12. 

Gabe  Viera,  WHLI  Hempstead,  L.  I.,  news- 
man, father  of  girl,  Cathy  Ann,  July  6. 

NBC  Sales  Winners  Named 

GRAND  PRIZE  winners  in  the  June  "Summer 
Sale  Safari"  contest  conducted  by  NBC  Spot 
Sales  were  Russell  Stebbins  (television),  mid- 
western  division,  and  Fred  Lyons  (radio),  east- 

ern division.  They  were  presented  checks  for 
$650  and  plaques  bearing  a  mounted  head  of 

"Spotsie,"  NBC  Spot  Sales'  unofficial  mascot. 
The  contest  was  organized  to  stimulate  sales 

during  June,  July  and  August.  Other  winners 
in  June,  who  received  prizes  ranging  from  $100 
to  $250,  were  Martin  Harrison,  James  Turck 
and  Harry  Mulford,  eastern  division,  Francis 
Mangan,  midwestern  division,  and  George 
Fuerst  and  Rouen  Westcott,  western  division, 
all  television;  Martin  Pollins  and  Herb  Watson, 
eastern  division,  Frank  DeRosa  and  Edward 
Gardner,  midwestern  division,  Edward  MaCau- 
lay  and  William  Doty  Edouarde,  western  divi- 

sion, all  radio.  Toy  African  animals  were 
awarded  to  the  secretaries  of  winning  salesmen. 

AWARD  SHORTS 

KRLD-TV  Dallas  received  plaque  signed  by  six 
representatives  of  various  Christian  faiths  which 

have  programs  on  station  recognizing  KRLD- 
TV's  religious  public  service  programming. 
According  to  station,  Baptist  General  Conven- 

tion of  Texas  found  in  nationwide  survey  that 
KRLD-TV  does  more  continuous  public  service, 
live,  religious  programming  than  any  other 
major  network  affiliate  in  U.  S. 

George  Patterson,  program  manager,  WAVE- 
TV  Louisville,  Ky.,  received  award  from  Ad- 

vertising Club  of  Louisville  for  producing  tele- 

thon benefiting  Louisville  Children's  Hospital. 
Event  raised  more  than  $150,000. 

WIP  Philadelphia  presented  with  Poor  Richard 
Almanack  Medal  and  Certificate  for  coopera- 

tion in  promoting  Franklin  250th  anniversary 
celebration. 

KMOX  St.  Louis  series  on  Red  Cross  blood 

program  selected  by  ARC  for  national  distribu- tion. 

WNBF-TV  Binghamton,  N.  Y.,  received  cita- 
tion from  regional  U.  S.  Social  Security  office 

for  series  explaining  benefits  and  administra- 
tion of  Social  Security. 

Bob  Larsen,  disc  jockey,  WEMP  Milwaukee, 

received  first  annual  "Millie"  (Milwaukee) 
award  for  public  service  from  local  music  in- 

dustry. Tom  Shanahan  of  WEMP  and  Jack 
Denton,  WISN-TV  Milwaukee  won  honorary 
awards. 

Steve  Cannon,  WLOL  Minneapolis  disc-jockey, 
and  Mrs.  Jane  Tjornhom,  Minneapolis  house- 

wife, were  awarded  $1,000  U.  S.  Savings  Bond 

each  in  Paramount  Pictures  Corp.'s  "Birds  and 
the  Bees"  lyric-writing  contest. 

KMPC  Los  Angeles  given  scroll  of  commenda- 
tion by  Audio  Components  Distributors  Assn. 

of  S.  Calif.,  for  contribution  to  high  fidelity 
industry  through  programming  fine  popular 

music. 
National  Chiropractic  Assn.  adopted  resolution 
at  annual  convention  in  Chicago  expressing 

gratitude  to  radio-tv  networks  and  stations  for 

unprejudiced  presentation  of  "news  and  achieve- 
ments" of  profession  to  nation  in  "fair  and 

truthful  manner." 
Bill  Hayden,  WJOB  Hammond,  Ind.,  named 
outstanding  country  disc  jockey  in  Midwest  by 

Country  Fan  Club  Assn. 
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FOR  MOTION  PICTURE  AND  TELEVISION  PRODUCTION 

CAMART  DUAL  SOUND  READER 

•  Edit  single  and  double  system  16mm  or  35mm  optical  sound! 

•  Edit  single  system  Magnastripe  or  double  system  magnetic  sound! 

•  Use  with  any  16mm  motion  picture  viewer  to  obtain  perfect  lip-sync 
matching  of  picture  to  track! 
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•  Optical  Model,  #195.00 

•  Magnetic  Model,  #185.00 

For  descriptive  literature,  write  Department  B 

THE  CAMERA  MART,  i™. 

1845  BROADWAY  (at  60th  St.),  NEW  YORK  23,  N.  Y.  PL  7-6977 
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—  IN  THE  PUBLIC  INTEREST  — 

Advertising  Council  Plans 

Careful  Driving  Campaign 

THE  ADVERTISING  COUNCIL  last  week  dis- 
closed details  of  an  all-media  campaign  designed 

to  reduce  traffic  accidents  by  stressing  careful 
driving,  adequate  law  enforcement  and  local 
community  action  through  safety  councils. 

H.  T.  Rowe,  volunteer  coordinator  of  the 

council's  Stop  Accidents  campaign,  told  news- 
men in  New  York  that  advertising  time  and 

space  will  be  contributed  by  both  media  and 
national-local  advertisers.  He  estimated  that 
the  value  of  this  advertising  should  total  $10 
million  during  the  next  12  months.  Mr.  Rowe 
said  that  material,  already  distributed  to  the 

print  media,  will  become  available  to  radio-tv 
stations  and  networks  within  the  next  few  weeks. 

The  volunteer  advertising  agency  for  the  cam- 
paign is  Campbell-Ewald,  Detroit,  with  Frank 

Townshend,  vice  president  of  the  agency's  New 
York  office,  as  the  account  executive.  Mr. 
Townshend  said  tv  stations  and  networks  will  be 
sent  two  1 -minute  announcements  and  two  20- 
second  and  two  10-second  announcements,  plus 

i  a  tv  kit  of  telops,  slides  and  spot  announce- 
ments. Radio  stations  and  networks,  he  added, 

will  be  provided  with  a  kit  of  announcements 
and  script  material. 

j  WBKB  (TV)  Priest  Hopes  to  Free  Americans 

A  NEW  tv  program  conducted  by  the  Very  Rev. 
Harold  W.  Rigney,  S.V.D.,  on  WBKB  (TV) 
Chicago,  for  his  Freedom  Crusade,  is  credited 
by  the  priest  with  helping  secure  the  release 

,  of  two  more  of  his  fellow  Americans  impris- 
oned in  Communist  China.  Msgr.  Rigney,  him- 

self formerly  a  Communist  prisoner,  reported 
some  half-million  letters  mailed  to  Mao  Tse- 

Tung,  Communist  China's  chieftain.  Over 
75,000  petitions  from  Chicagoans  were  sub- 

mitted during  the  crusade  as  a  result  of  his 
weekly  tv  series,  Father  Rigney  Speaks.  The 
Back  of  the  Yards  Council  of  Chicago  coop- 

erates with  Msgr.  Rigney  in  his  crusade. 

WBNS-TV  Columbia  Airs  Red  Cross  Drama 

"INTENSIVE  RESEARCH"  for  a  two-month 
period  were  culminated  in  the  presentation  on 
WBNS-TV  Columbus,  Ohio,  of  another  of  its 

"telementaries"  commemorating  the  75th  an- 
niversary of  the  American  Red  Cross.  Entitled 

Symbol  of  Mercy,  the  hour-long  documentary 

dealt  with  the  Red  Cross'  work  through  two 
World  Wars,  a  "police  action,"  floods,  storms, 
a  depression  and  other  emergencies.  Coopera- 

ting with  WBNS-TV  were  the  U.  S.  Army, 
various  newsreel  companies  and  a  number  of 
Red  Cross  chapters,  notably  the  Franklin 
County  chapter,  which  coincidentally  has 
celebrated  its  40th  anniversary. 

WAIR  Helps  Find  Lost  Tot 

WITHIN  10  minutes  of  a  tape-recorded  inter- 
view with  the  mother  of  a  missing  two-year-old 

aired  on  WAIR  Winston-Salem,  the  child  was 
found  and  returned  to  his  mother.  Mrs.  T.  D. 
Hundley  Jr.  telephoned  the  station  at  6:22, 
after  her  little  son,  Kendrich,  had  been  gone 
an  hour  and  a  half.  The  boy  was  identified 
directly  from  the  radio  broadcast. 

WIP's  Blood  Appeal  Gets  Results 

GENE  MILNER,  m.c.  of  WIP  Philadelphia's 
Dawn  Patrol  broadcast  an  emergency  blood 
plea  for  Charles  L.  Mahoney,  a  retired  police- 

man. Police  gave  volunteers  from  the  city  and 
surrounding  areas  free  transportation  to  and 
from  the  hospital.  Thirty-eight  pints  of  blood 
were  given  by  police  and  residents. 

TRADE  ASSNS. 

'Newspaper  Efficiency' 

Declines  Cited  by  TvB 

MARKED  DECLINES  in  "newspaper  effi- 
ciency" as  an  advertising  medium  were  pointed 

up  by  Television  Bureau  of  Advertising  in  a 
presentation  to  Denver  advertiser  and  agency 
executives  last  week. 

The  showing,  held  Tuesday  at  Denver's  Cos- 
mopolitan Hotel,  wound  up  a  western  swing  by 

TvB  executives  who  also  made  major  presenta- 
tions to  some  1,000  advertising  people  in  Los 

Angeles  on  July  10  and  600  in  San  Francisco 
on  July  12. 
An  analysis  of  readership  figures  for  the 

Denver  Post  in  1956  as  compared  with  1955 
highlighted  the  Denver  presentation.  Using 
publicly  available  data  prepared  by  Daniel 
Starch  &  Staff,  TvB  President  Oliver  Treyz  as- 
serted: 

In  February  1955,  the  average  local  ad  of 
1,000  lines  or  better  [in  the  Denver  Post] 
reached  132  women  noters  per  dollar.  The 
average  local  department  store  ad  did  a  little 
better,  reaching  176  noters  per  dollar.  The 
average  supermarket  ad  was  below  average, 
reaching  only  95  women  noters  per  dollar. 

"But  this  was  last  year,  February  1955.  This 
year,  in  February  1956,  the  picture  changed. 
The  average  local  ad  is  reaching  18%  fewer 
women  noters  per  dollar.  The  average  local 
department  store  ad,  which  includes  companies 
like  Sears  Roebuck,  Montgomery  Ward,  Denver 
Dry  Goods,  and  The  May  Co.,  is  down  12%. 

"The  average  supermarket  ad,  including  A&P, 

Piggly  Wiggly,  and  Safeway  is  down  21%." 
Comparing  April  1956  with  April  1955,  Mr. 

Treyz  found  the  average  local  ad  down  8%  in 
women  noters  per  dollar,  the  local  department 
store  ad  down  23%,  and  the  local  supermarket 
ad  down  13%. 

A  "noter,"  he  explained  in  reference  to  the 
Denver  Post  findings,  is  "someone  who  recalls 
having  at  least  glanced  at  an  advertisement  and 
remembering  that — although  she  may  not  neces- 

sarily have  read  it." 
"This  continuing  decline  in  newspaper  effi- 

ciency, which  we  have  studied  in  a  number  of 
cities  across  the  land,  reflects  changes  in  news- 

paper rates,  newspaper  circulation  and,  even 
more  important,  the  interest  of  women  in  the 

advertisements  being  placed  in  newspapers." 
"We  believe  the  combination  of  the  [TvB] 

Chicago  study  with  its  indications  newspapers 
are  reaching  the  wrong  audience  for  most  prod- 

ucts [B«T,  April  23]  and  the  Starch  studies 
showing  the  decline  in  newspaper  efficiency, 
should  certainly  cause  advertisers  to  think  twice 
before  allocating  money  to  what  is  rapidly 

becoming  a  doubly  restricted  medium." 
The  TvB  western  swing  was  made  by  Mr. 

Treyz,  Gene  Accas,  director  of  operations,  and 
George  Huntington,  director  of  sales  develop- 

ment. W.  D.  (Dub)  Rogers  of  KDUB-TV 
Lubbock,  Tex.,  chairman  of  the  TvB  board,  ac- 

companied the  group  for  the  Los  Angeles  and 
San  Francisco  presentations. 

Tv  Week  Plans,  Slogan 

Readied  by  Trade  Groups 

SALES  promotion  campaigns  for  broadcasters, 
manufacturers  and  dealers  are  being  prepared 
under  guidance  of  NARTB,  Television  Bureau 
of  Advertising  and  Radio-Electronic -Tv  Mfrs. 
Assn.  in  preparation  for  National  Television 
Week,  Sept.  23-29.  National  Appliance  &  Radio- 
Tv  Dealers  Assn.  is  handling  dealer  activities. 

Slogan  will  be  "National  Television  Week — 
Celebrating  the  Finest  Home  Entertainment  in 

Sight."  Chairman  Julius  Haber,  RCA,  of  the 
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'  TRADE  ASSNS.- 

RETMA  Public  Relations-Advertising  Comm
it- 

tee, has  obtained  services  of  Grey  Adv.  Agency 
on  a  volunteer  basis. 

NARTB  is  preparing  a  station-network
  kit 

containing  publicity  stories  and  proclama
tions 

as  well  as  ideas  and  program  tie-in  activi
ties, 

according  to  Joseph  M.  Sitrick,  manager 
 of 

publicity  and  informational  services.  Th
e  asso- 

ciation is  contacting  over  200  trade  associations 

and  major  civic,  fraternal  and  social  o
rganiza- 

tions. 

NARDA  will  organize  local  activities,  inc
lud- 

ing kick-off  dinners.  Kits  will  be  sent  to  deal- 
ers. RETMA  will  supply  publicity  material  for 

dealers  and  distributors. 

87%  U.S.  Homes  Use  Rad
io 

Weekly,  RAB  Survey  Shows
 

THE  MASS  REACH  of  radio  was  pointed
  up 

by  Radio  Advertising  Bureau  last  week 
 with  re- 

lease of  survey  findings  showing  that  87.7% 

of  all  U.  S.  radio  homes  tune  in  programs 
 dur- 

ing a  typical  week. 

The  study,  conducted  for  RAB  by  A.  C.  N
iel- 

sen Co.,  showed  that  78.5%  of  all  radio  home
s 

tune  in  to  morning  programs  one  or  more 
 times 

a  week;  that  76.3%  tune  in  during  the  afte
rnoon, 

and  63.4%  tune  in  at  night. 

Sherril  Taylor,  RAB  vice  president  and
  pro- 

moton  director,  explained  that  "this  is 
 the  first 

in  a  series  of  studies  to  establish  yardstic
ks  for 

measuring  radio's  total  reach  as  a  medium  at
  a 

time  when  radio  saturation  is  becoming  an 
 ever 

more  important  buying  concept.  Adve
rtisers  to- 

day realize  that  with  radio's  economy  it  is  pos-
 

sible to  think  in  terms  of  approaching  the  total 

audience  potential  of  an  entire  radio  s
tation, 

an  entire  radio  market,  or  an  entire  rad
io  net- 

work." He  said  the  study  demonstrates  that  in  th
e 

course  of  a  week  "morning,  afternoon  or  ni
ght- 

time radio  reaches  an  overwhelming  majority  of 

all  Americans,  making  radio  the  ideal  me
dium 

for  the  advertiser  who  wants  to  do  mass  selli
ng 

to  a  mass  market." 

Based  on  Nielsen  Audimeter  reports  on  list
en- 

ing during  a  typical  week  of  March  1956,  the
 

survey  is  one  of  12  cumulative  audience  stu
dies 

to  be  conducted  for  RAB  by  the  Nielsen  co
m- 

pany. 

Study  of  Children's  Sh
ows 

Decries  Rise  of  Violence 

PROGRAM  SERVICES  — 

SIXTH  annual  survey  of  children's  radio  an
d 

television  programs  seen  in  the  Los  Angeles
 

market  was  released  last  week  by  the  Na-
 

tional Assn.  for  Better  Radio  &  Television 

with  the  notation  that  32  half-hours  per  week 

of  crime  programs  produced  on  film  sp
e- 

cifically for  child  audiences  were  evaluated 

"objectionable"  or  "most  objectionable."  This 

represents  "a  substantial  increase  in  crime 

shows  from  1955,"  the  report  states,  "and  is 
an  all-time  high  in  the  presentation  of  telefilm 

series  for  children  which  use  crime  as  their 

basic  theme." 

The  report  notes  the  evaluation  "does  not 
include  more  than  20  hours  per  week  of  crime 

'westerns'  originally  produced  for  theatrical 

release,  nor  does  the  figure  include  the  five 

hours  per  week  of  old  Gene  Autry  and  Roy 

Rogers  'features',  which  the  committee  found 

incorporated  not  only  extreme  violence  but 

character  traits  in  the  two  'heroes'  which  c
on- 

sistently violate  principles  of  conduct  taught  to 

youngsters  in  the  home,  the  church  and  the 

school." 
"However,"   NAFBRAT   said,    "there  are 
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some  brighter  aspects  of  the  1956  programs 

for  children"  since  the  volume  of  "excellent" 
and  "good"  programming  more  than  doubles 

that  termed  objectionable  (excluding  the  west- 

erns). NAFBRAT  cited  the  Lassie  series  as 

excellent  and  showing  "what  children  prefer  in 

the  way  of  entertainment"  since  ARB  ratings 

for  this  program  in  May  (Los  Angeles)  were 

"more  than  four  times  greater  than  the  com- 

bined ratings  of  Roy  Rogers  and  Six-Gun 

Theatre,  televised  on  other  stations  in  the  same 

Sunday  time  period." 
NAFBRAT  said  "the  most  impressive  addi- 

tion to  the  field  of  tv  shows  for  youngsters  is 

Disney's  Mickey  Mouse  Club  .  .  .  which  draws 

almost  twice  as  many  viewers  as  the  six  com- 

peting stations  combined,  and  its  audience  is 

10  times  as  large  as  the  western  crime  show 

aired  by  a  competing  station." 

NAFBRAT  also  was  disturbed  by  the  "far 

too  heavy  commercialization." 

Radio  Adv.  Bureau 

Adds  17  Stations 

SIGNING  of  an  additional  17  stations  to  its 

roster  was  reported  last  week  by  Radio  Adver- 

tising Bureau's  Arch  Madsen,  director  of  sta- 
tion services. 

With  this  addition,  Mr.  Madsen  said  the 

bureau's  operation  is  at  its  highest  income  level 

and  "brings  us  closer  than  ever  to  our  goal  of 

$1  million  budget  for  local  and  national  radio
 

promotion." 
New  member  stations:  WNEW  New  York; 

WLS  Chicago;  WMAY  Springfield,  111.;  WJIM 

Lansing,  Mich.;  KGA  Spokane,  Wash.;  KSLR 

Oceanside,  Calif.;  KFGO  Fargo,  N.  D.  WELM 

Elmira,  N.  Y.;  KAMD  Camden,  Ark.;  KWFC 

Hot  Springs,  Ark.;  WJRD  Tuscaloosa,  Ala.;
 

KAWL  York,  Neb.;  WBIS  Bristol,  Conn.; 

WJMS  Ironwood,  Mich.;  WLEX  Lexington, 

Ky.;  WCAW  Charleston,  W.  Va.,  and  KHMO 
Hannibal,  Mo. 

Stinson  Heads  Texas  UP 

BILL  STINSON,  news  director  of  WFAA-TV 

Dallas,  was  elected  president  of  the  United 

Press  Broadcasters  Assn.  of  Texas  at  the 

group's  first  annual  meeting,  held  in  Austin 

recently  [B«T,  July  2].  Bill  Payette,  assistant 

general  news  manager  of  UP,  was  the  featured 

speaker. 

Tv  Boosts  Sales  of  Records, 

RCA  Victor  Official  Reports 

ALTHOUGH  record  publishers,  like  many 

others,  feared  television  at  first,  tv  has  proven 

to  be  a  big  booster  to  record  sales,  Lawrence 

W.  Kanaga,  vice  president  and  general  manager 

of  RCA  Victor  Records,  told  B*T  Thursday. 

He  explained  television  has  kept  people  at 

home  and  exposed  them  to  music  and  talent 

they  otherwise  would  not  have  seen  and  heard. 

Mr.  Kanaga,  however,  said  radio  and  the 

disc  jockey  continue  to  be  the  "most  dominant 

influence  in  the  business  today."  He  explained 
the  teenager  is  the  biggest  purchaser  of  single 

pop  records  which  now  comprise  75%  of  the 
total  market.  The  teenage  population  of  21 

million  is  growing  at  the  rate  of  a  million  i 

year,  he  noted,  indicating  radio's  attraction  foi this  audience.  Tv  has  helped  greatly  to  broader 

the  public's  taste  for  music,  he  said. 

York  Recording  Co.  Offers 

Sight,  Sound  Reproductions 

THE  opening  of  York  Recording  Co.,  346  Ful 

ton  St.,  Troy,  N.  Y.,  has  been  announced  b 

Managing  Director  R.  S.  English.  The  firm  i 

equipped  to  do  all  types  of  sight  and  soun 
recording  in  any  size  and  speed. 

York  offers  29  different  sight  and  soun 

products  and  has  complete  projection  and  aud 

tion  facilities  for  clients'  use.  Other  cher 

services  are  a  writing  and  production  staff  an 

talent  directory.  Within  a  few  weeks,  the  fin 

plans  to  produce  sound  on  film  via  two  system 

optical  and  magnetic.  Telephone  number 

Bridge  1-8088. 

Walker  Off  to  Warsaw 

A.  PROSE  WALKER,  NARTB  engineering 

manager,  leaves  July  27  for  Warsaw,  Poland,  to 

attend  the  eighth  plenary  assembly  of  the  Inter- 
national Radio  Consultive  Committee,  to  be 

held  Aug.  7-Sept.  13.  Mr.  Walker  is  interna- 

tional chairman  of  Study  Group  10  (broadcast- ing). 

TRADE  ASSOCIATION  SHORTS 

American  Women  in  Radio  &  Television  na- 

tional headquarters  moved  to  501  Madison 

Ave.,  N.  Y.  22. 

1956  Electronic  Parts  Distributors  Show,  Chi- 

cago, recognized  109  electronic  firms  and  76 

advertising  agencies  with  certificates  for  "excep- 

tional cooperation  in  promoting  interest"  in 
products  displayed  at  exhibition. 

Austin  Joins  Goodson-Todm
ai 

BUD  AUSTIN,  head  of  Austin  Tv  Assoc.,  
la 

week  was  appointed  general  sales  manager 
 i 

Goodson-Todman  Productions,  New  York, 

line  with  that  firm's  expansion.  Hams  Katl 

man  was  elected  a  vice  president  a  week  earhe
 

Mr.  Austin  also  had  been  national  sales  c 

rector  of  Official  Films  and  in  a  similar  capa 

ity  with  National  Telefilm  Assoc.,  both  N«
 

York.  Mr.  Katleman,  who  left  MCA  in  la 

1954  to  join  Goodson-Todman,  will  h
a 

charge  of  script  purchasing  and  casting.  G
 

packages  What's  My  Line?  on  CBS-TV
  ai other  shows. 

PROGRAM  SERVICE  PEOPLE 

W.  A.  Blanchard,  since  1949  with  KTTV  (T 

Los  Angeles  newsreel  staff,  named  news  
din 

tor  of  Spotlite  News,  Hollywood  com
merc 

newsreel  service,  effective  in  August.  Sp
otl 

News  owners  also  announce  expansion
 

service  to  national  basis. 

Lee  Davis,  producer  of  CBS-
TV's  Gene 

Electric  Theatre,  signed  as  associate 
 produi 

by  Showcase   Productions  Inc.,  pack
ager 

Producers'    Showcase,    Goodyear  Te
levisi 

Playhouse  and  Alcoa  Hour,  all  on 

Stephen  S.  Lehner,  former  radio
-tv  direct 

Rothbardt-Haas  Adv.,  Chicago,  and  Les
ter 

Goldsmith,  former  producer,  Jules  P
ower  r 

ductions,  Chicago,  announce  est
ablishment 

Lehner-Goldsmith  Productions,  with
  cnic. 

and  N.  Y.  offices.  Firm  will  write  an
d  proa> radio  and  tv  shows. 

Vic  Rowland,  manager  of  press  rela
tions,  C: 

tol  Records  Inc.,  Hollywood,  father 
 ot  d Dana  Scott. 
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COLLINS  NEW 

M
I
L
 

Microwave  Relay  System 

Combines 

convenience  and  reliability 

Collins  has  given  careful  consideration  to  the  operating 

engineer  in  the  design  of  this  new  6875-7125  mc  STL 

system  The  result  of  this  consideration  is  a  combination  of 

maximum  convenience  —  from  installation  to  the  last  detail 

of  maintenance  —  with  Collins  reliability. 

The  system,  which  operates  NSTC  color  or  monochrome 

and  FM  audio,  has  a  number  of  features  —  it  can  be 

completely  installed  indoors;  the  IF  amplifier  is  permanently 

tuned,  requiring  no  adjustments;  all  components  are 

conservatively  operated,  and  circuits,  except  the  klystron, 

operate  from  130  volt  plate  supplies. 

A  complete  line  of  quality  STL  accessories,  including 

parabolic  antennas  and  passive  reflectors,  also  is  available. 

4* 

Miss  Gerry  Johnson,  KRLD-TV,  Dallas 

FEATURES 

•  NSTC  color  specifications 

•  High  fidelity  FM  audio 

•  Compact  —  each  terminal  contained 
in  single  rack  or  cabinet 

•  Provisions  for  locating  parabolic 
antennas  up  to  75  feet  from  RF  Units 

•  Minimum  differential  phase  shift 

•  Accessibility  —  in  both  operating 
controls  and  plug-in  subunits 

•  All  important  circuits  are  metered 

•  Long-life,  inexpensive  klystrons 

•  Ease  of  installation,  maintenance 
and  expansion 

•  Built-in  test  facilities  provide  a  means 
of  checking  overall  performances. 

X  ~  ~  T  r^i^ 

Contact  your  nearest  Collins  representative  for 

complete  information  on  Collins  TV -STL 
Microwave  Relay  System. 

COLLINS  RADIO  COMPANY,  315  2nd  Avenue  S.E.,  Cedar  Rapids,  Iowa  •  1930  Hi-Line  Drive,  Dallas  2  •  2700  W.  Olive  Ave.,  Burbank 
261  Madison  Ave.,  New  York  16  •  1200  18th  St.  N.W.,  Washington,  DC.  •  4471  N.W.  36th  St.,  Miami  48  •  1318  4th  Avenue,  Seattle 
Dogwood  Road,  Fountain  City,  Knoxville     •     COLLINS  RADIO  COMPANY  OF  CANADA,  LTD.,  II  Bermondsey  Road,  Toronto  16,  Ontario 
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PERSONNEL  RELATIONS 

AFTRA  SECRETARY  SEES 

SAG  MERGER  IN  FUTURE 

Final  sessions  of  AFTRA  con- 

vention told  by  Conaway  that 

common  interests  and  overlap 

of  membership  will  force  com- 
bination of  unions.  Nelson  elec- 

ted to  third  term  as  president. 

THERE  is  no  basic  dispute  between  American 
Federation  of  Television  and  Radio  Artists  and 

Screen  Actors  Guild  over  live  and  motion  pic- 
ture tv  jurisdiction,  Donald  F.  Conaway, 

AFTRA  national  executive  secretary,  said  in 

the  closing  sessions  of  the  union's  national 
convention  in  Chicago.  He  predicted  that 
economic  factors,  including  common  interests 

and  overlap  of  membership,  will  "eventually 
force"  a  merger  of  the  two  talent  unions. 

Mr.  Conaway  scored  reports  that  AFTRA 
has  identified  itself  more  closely  with  live  tele- 

vision (and  network)  interests  than  motion 
pictures-for-tv  segments,  and  that  AFTRA  is 

"trying  to  grab  off"  the  motion  picture  indus- 
try. AFTRA,  he  added,  will  remain  open  to 

any  discussions  on  its  proposed  merger  with 
Screen  Actors  Guild. 

AFTRA's  Clarification  Agreement,  with  re- 
vision of  re-use  program  rates  and  the  union's 

administration  of  SAG  agreements  in  some 
major  cities  (like  Chicago  and  Seattle),  are 

indicative  of  AFTRA's  position,  Mr.  Conaway 
pointed  out.  He  claimed  that  video  tape  rec- 

ording processes  are  "in  no  way  related"  to 
the  making  of  motion  pictures  and  noted  the 
broadcasting  industry  traditionally  has  been 
electronic  in  nature.  Mr.  Conaway  added  that 

mem 

338,100  Families 

with  a  net  E.B.I,  of  $1,793,- 
51  8,000,  reside  within 

WHBF's  25,500  sq.  mile 
coverage  area  according 

to  S.  M.  1956  Survey  of 

Buying  Power.  98%  own 

radios— 80%  have  TV  (TV 
Magazine). 

AFTRA  will  continue  its  opposition  to  pay-tv 
as  harmful  to  not  only  television  but  the  overall 
entertainment  industry. 

Virtually  all  wage  and  working  condition 
demands  were  threshed  out  by  AFTRA  dele- 

gates, who  now  will  present  the  various  codes 
for  network  radio-tv,  staff  announcers  and 
others  to  their  respective  memberships.  Only 
major  differences  were  those  revolving  around 
transcriptions  with  the  code  still  in  the  balance. 
Mr.  Conaway  declined  comment  in  what  areas 
wage-and-working  demand  changes  were  con- 

templated. Network  negotiations  will  start 
early  in  September — two  months  before  present 
pacts  expire  Nov.  15. 
Adoption  of  resolutions  and  election  of 

officers,  along  with  wage  demands,  were  com- 

pleted during  the  final  sessions  of  AFTRA's national  convention  at  Chicago  Knickerbocker 

Hotel  July  12-13  [B»T,  July  16].  Frank  Nelson 
was  elected  to  his  third  term  as  AFTRA  presi- 

dent. Henry  Jaffe  continues  as  general  counsel. 
1957  convention  will  be  in  San  Francisco. 

AFTRA's  transcription  code  was  referred  to 
the  national  board  for  further  study.  As  con- 

templated now,  spot  announcements  less  than 
three  minutes  in  length  would  be  denned  as 
transcriptions  (instead  of  the  present  five)  and 
those  over  three  minutes  as  transcribed  pro- 

grams. Class  "A"  transcriptions  would  be 
programs  three  minutes  or  longer. 

Also  recommended  were  classification  changes 
for  spots  and  retention  of  parity  of  transcribed 
program  fees  (three  minutes  or  over)  with  radio 
network  commercial  program  fees.  AFTRA  is 

attempting  to  work  out  a  "-gradation  of  pay- 
ments" based  on  various  market  classifications. 

AFTRA  President  Nelson,  commenting  on 
the  AFTRA-SAG  dispute,  told  B»T  there  is 
a  60% -80%  overlap  now  on  AFTRA-SAG 

membership  and  asserted  it  would  be  "ridicu- 
lous for  two  unions  turning  out  basic  products 

for  the  same  industry  not  to  get  together."  No 
meetings  have  been  set  for  the  near  future, 
however,  on  further  merger  discussions,  accord- 

ing to  Mr.  Conaway. 

Aside  from  Mr.  Nelson's  re-election,  other 
officers  named  were  Wanda  Ramey,  president 
of  San  Francisco  local,  as  secretary,  and  Stanley 
Farrar,  Los  Angeles  actor  re-elected  treasurer. 
New  vice  presidents  are  Clayton  Collyer,  New 
York;  Eleanor  Engle,  Chicago;  Luis  Van 
Rooten,  New  York;  Bill  Baldwin,  Los  Angeles; 
Fred  B.  Cole,  Boston;  Dick  Stark,  New  York, 
and  Nellie  Booth,  St.  Louis. 

AFM  Claims  Read  May  Work 

Despite  1-Year  Suspension 
DURING  three  days  of  heated  argument  last 
week  in  Los  Angeles  Superior  Court,  counsel 
for  the  American  Federation  of  Musicians  told 
Judge  Clarence  M.  Hanson  that  the  AFM 
would  in  no  way  interfere  with  the  opportunity 
of  trumpet  player  Cecil  F.  Read  to  work, 
despite  his  expulsion  from  the  union  for  lead- 

ing a  rebellion  against  AFM  President  James 
C.  Petrillo  at  Hollywood  Local  47.  But  Mr. 

Read's  attorney  said  AFM  "practice  and 
custom"  is  such  that  Mr.  Read  would  have 
difficulty  and  pressed  for  an  injunction. 

Mr.  Read  was  dropped  from  AFM  rolls  for 

one  year  at  the  union's  Atlantic  City  conven- 
tion last  month  for  leading  an  attack  on  Mr. 

Petrillo's  Music  Performance  Trust  Fund.  He 
is  fighting  the  diversion  of  royalties  from  re- 

cording and  tv  films  to  the  trust  fund  rather 
than  to  the  musicians  themselves. 

Judge  Hanson  is  expected  to  rule  on  the  in- 
junction pleading  this  week.  Mr.  Read  earlier 

obtained  a  temporary  restraining  order  to  keep 
his  membership  valid.  Formal  litigation  to 

challenge  the  AFM  "trial"  of  Mr.  Read  and 
other  rebel  leaders  is  expected  soon. 

EDUCATION 

23  Science  Films  Planned 

For  Use  of  Educational  Tv 

HARVARD  U.,  together  with  Massachusetts 
Institute  of  Technology,  the  Lowell  Institute 
Cooperative  Broadcasting  Council  and  the  Ford 
Foundation-supported  Educational  Television 
&  Radio  Center  at  the  U.  of  Michigan,  will 

jointly  produce  a  23-program  film  series  aimed 
at  giving  a  better  understanding  of  science  and 
its  practitioners. 

The  agreement,  announced  last  week  at  a 
special  luncheon  in  Boston  by  Ralph  Lowell, 
WGBH-TV  Boston  (Lowell  Institute),  and 
Harry  K.  Newburn,  ETRC  president,  calls  for 
national  distribution  of  the  films  to  educational 
tv  stations  throughout  the  country. 

Under  terms  announced,  Prof.  Philippe  Le- 
Corbeiller  of  Harvard  will  head  the  production 
of  the  series,  actual  work  on  which  will  be  done 

by  the  Lowell  Institute  at  the  WGBH-TV 
studios.  Production  facilities  also  will  be  lent 

the  series  by  the  Ann  Arbor,  Mich.,  broad- 
casting operations  of  the  ETRC. 

EDUCATION  SHORTS 

Film  Council  of  America,  Chicago,  has  con- 
tracted with  WTTW  (TV)  Chicago  for  con- 

tinued supervision  of  education  station's  film 
department.  Under  contract  FCA  provides  staff 
member  to  handle  all  WTTW  film  program- 

ming. New  director  is  Jeannette  A.  Sarkistan, 
who  succeeds  Norma  Barts,  resigned  from 
council. 

Washington  U.,  St.  Louis,  to  telecast  College 
Mathematics  daily  in  fall  over  KETC  (TV) 
St.  Louis,  education  station,  marking  first  time 
institution  has  put  basic  college  course  on  tv. 

Hamilton  County,  Ohio,  Public  Schools  have 

issued  18-page  manual,  Stand  By,  You're  on  the 
Air,  instructing  teachers  in  use  of  television. 
WCET  (TV)  Cincinnati  is  area  educational  tv 
station. 

RCA   Broadcast   and    Television  Equipment 
Sales,  Camden,  N.  L,  is  distributing  to  colleges, 
universities  and  other  institutions  reprint  of 
article  on  educational  television  which  appeared 
in  March  1956  issue  of  Farm  Journal.  Titled 

"We  Have  Teachers  Enough — Right  Now!" 
article  makes  point  that  through  television,  in- 

struction can  be  given  many  thousands  of  pupils 

and  cites  examples  of  communities  where  edu- 
cational tv  has  made  significant  contributions. 

EDUCATION  PEOPLE 

Richard  A.  Cobb,  radio-tv  instructor,  School 
of  Speech,  Boston  U.,  to  Broadcasting  &  Film 
Commission,  National  Council  of  Churches  of 
Christ,  U.S.A.,  N.  Y.,  as  tv  director. 

Dr.  Dale  W.  Houk,  former  president  of  Slippery 
Rock  State  Teachers  College,  Pa.,  to  WQED 

(TV)  Pittsburgh,  Pa.,  as  director  of  community 
relations.  Mrs.  Charles  W.  Bucher,  WQED 
producer  and  past  president  of  Allegheny 
County  Council  of  P-TAs,  and  Janet  DeFazio, 
secretary  to  vice  president  of  Mesta  Machine 
Co.,  West  Homestead,  Pa.,  named  assistant 
directors  in  station  community  relations  depart- 
ment. 

Weldon  Johnson,  WKAR-TV  East  Lansing, 

Mich.,  cameraman,  appointed  acting  film  direc- 
tor; William  Broecker  rejoined  station  as  writer- 

director  after  two  years'  Army  service,  and 

Fred  Rebman,  participant  in  WKAR-TV's  sta- tion training  program,  hired  as  cameraman. 

John  Peter  Ozog,  formerly  scenic  designer  and 
director,  WCAU-TV  Philadelphia,  appointed  art 
and  scenic  director  for  education  station 
WHYY-TV  Philadelphia. 
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MANUFACTURING 

NEW  GATES  TAPE-DISC  SYSTEM  PROMISES 

ENTIRELY  AUTOMATIC  RADIO  OPERATION 

'Autostation'  setup  revealed  by  company  has  production  unit  for 
making  up  programs  and  a  playback  unit  in  which  taped  announce- 

ments may  trigger  a  100-disc  record  assembly  or  optional  tape 
playback  unit  for  unattended  operation. 

AUTOMATION  in  radio  programming  ad- 
vanced another  step  last  week  with  revelation 

by  Gates  Radio  Co.  that  it  has  developed  a 
new  two-unit  system  incorporating  facilities  for 
both  tape  and  45  rpm  discs  and  promising  com- 

plete and  automatic  operation. 

Known  as  the  "Autostation,"  the  system  com- 
prises a  production  unit  for  makeup  of  pro- 
grams and  a  playback  unit  in  which  taped  an- 

nouncements may  trigger  a  100-disc  Seeburg 
record  assembly  or  optional  tape  playback  unit 
for  unattended  operation. 

The  Gates  system  has  been  in  development 
for  months  and  differs  from  other  automatic 
programming  methods  now  on  the  market  in 
several  respects.  Among  claims  advanced  for 

the  "Autostation"  are  "extraordinary"  savings 
of  time,  a  "tremendous  potential  in  better 
programming"  and  up  to  12  hours  of  complete, 
continuous  and  unattended  programming. 
A  complete  unit  will  be  offered  to  radio 

stations  (minus  microphone)  for  $5,975,  accord- 

'AUTOSTATION'  system,  which  was  re- 
vealed last  week  by  Gates  Radio  Co. 

ing  to  Gates  officials.  They  predicted  stations 

would  recoup  initial  costs  within  a  year's  opera- 
tion and  that  broadcasters  will  realize  a  con- 

siderable improvement  in  programming  tech- 
niques. The  system  reportedly  was  installed 

initially  at  WCAZ  Carthage,  111.,  before  it  was 
decided  to  offer  it  commercially.  There  was  no 
immediate  indication  how  many  units  Gates 
would  produce  at  the  outset. 

Gates  reported  a  number  of  broadcasters 
already  have  seen  prototype  models  and  ex- 

pressed interest  in  the  system. 
Interest  in  automated  radio  programming 

also  was  heightened  recently  when  MBS  urged 
its  affiliates  to  buy  or  adapt  such  equipment  for 
integrating  network  shows  and  local  spots. 
Mutual  officials  at  that  time  had  in  mind  such 
refinements  as  those  claimed  by  Gates  [At 
Deadline,  June  18] .  Automatic  programming 
systems  also  were  shown  during  the  annual 
NARTB  convention  last  spring  [B»T,  April  23]. 

In  the  "Autostation"  (Model  M5429)  system, 
the  production  unit  (M5404)  provides  for  com- 

plete makeup  of  programs,  including  announce- 
ments, jingles,  control  tones  for  automatic 

operation  of  record-changer,  and  tone  channels 

for  operating  other  programming  equipment 
(such  as  tape  playback).  The  unit  is  employed 
for  makeup  only  and  not  actual  broadcasting. 
The  completed  production  tape  is  placed  on 
the  former  playback  unit  (M5409),  which  is 
utilized  for  actual  broadcast  purposes. 

The  production  unit  includes  a  special  speech 

input  console,  three  tone  generators  (or  oscilla- 
tors) and  binaural  tape  transport  mechanism. 

Speech  system  includes  tape  recording  ampli- 
fier, monitor  amplifier  and  speaker,  microphone 

and  turntable  mixing  channels.  Gates  describes 
the  procedure  as  follows: 

"The  sound  track  for  voice  or  music  is  on 
one-half  of  the  binaural  tape.  The  remaining 
half  of  the  tape  is  employed  for  tones,  of  which 
three  different  tones  are  applied.  One  of  these 
tones  trips  the  record  player  and  two  remaining 
tones  are  available  for  starting  up  to  two  tape 
recorders,  such  as  a  delayed  sporting  event  or 
to  trip  any  two  circuits,  whatever  they  might 
be.  Three  keys  on  the  control  panel,  when 
pressed,  apply  the  desired  tone.  For  operating, 

the  announcer,  let's  say,  is  producing  a  disc 
show.  He  makes  his  first  announcement,  dubs 
in  a  jingle  if  he  wishes.  When  announcement 
is  over,  he  presses  the  tone  key  that  will  later 
automatically  operate  the  record  changer.  He 
then  makes  his  second  announcement  and 
presses  the  tone  key  again,  and  so  on  for  all 
announcements  on  the  show. 

"When  this  tape  is  moved  to  the  M5409 
playback  unit,  only  the  first  announcement  is 
heard  as  the  tone  at  the  end  of  the  announce- 

ment automatically  starts  the  record  player. 
When  the  record  is  finished,  the  second  taped 
announcement  automatically  takes  place  which, 
like  the  first  announcement,  when  finished  starts 
the  next  45  rpm  record.  This  will  continue  for 

hours  without  manual  attention." 

Optional  Equipment  Available 
The  production  unit  measures  60  inches  high 

and  341/2  inches  wide  and  the  playback  con- 
sole 60  inches  high  and  42'/2  inches  wide. 

Optional  equipment  may  be  supplied  for  the 

production  model  "ready  to  operate" — all  save 
microphone  and  transcription  turntable  for 
dubbing  in  jingles.  Playback  unit  has  a  record 
capacity  of  100  45  rpm  discs  (both  sides), 
with  records  and  announcements  claimed  to  re- 

tain the  same  level  during  automatic  operation. 
Gates  also  reported  that  tape  response  is 

"equivalent  to  the  best  quality  tape  recording 
available  today  at  7V2  or  3%  inch  seconds." 

Gates  emphasized  these  features  for  its 
"Autostation": 

(1)  Relay  tone  control  system  automatically 
provides  announcements  and  direct  record 
music  for  many  hours  without  manual  atten- 

tion by  virtue  of  a  series  of  stops  and  starts. 

(2)  Principle  behind  operation  of  the  produc- 
tion unit  is  that  a  station  announcer  may  make 

all  his  announcements  at  one  time  for  any 
length  of  record  show.  It  would  require  only 
six  minutes  of  his  time  to  put  together  a  30- 
minute  show. 

(3)  The  tones  are  not  heard  over  the  air 

(because  of  binaural  tape)  and  "the  unreliability 
of  subaudible  tones"  is  eliminated. 

(4)  When  the  playback  unit  operates,  tape 
is  in  action  only  when  the  announcement  is 
being  made  and  is  shut  off  when  the  record  is 
in  progress,  thus  enhancing  the  capacity  of 

dominates! 

GULF  COAST 

ALABAMA 

MISSISSIPPI 

&  FLORIDA 

WHERE: 

a  million  people  spend 

a  billion  $.    They  look  & 

listen  day  &  night  to 

WKRG-TV 

with  its  CBS-ABC  & 

film  shows.    Local  live 

wrestling — the  nations 

best  cooking  show — the 

best  news  show  in  the 

world  (or  any  other  place) 

Good  Kid  shows 

WKRG  is  GOOD 

GOOD 

GOOD 

CHANNEL 

WKRG-TV  C 

Avery  Knodel  m0 
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MANUFACTURING 

For  Use  in  Low  Light 

RCA  TUBE  DIV.  has  announced  a  new 

developmental  television  camera  tube  de- 
signed especially  for  use  in  industrial 

and  scientific  -  research  tv  applications 
where  extremely  low  light  levels  are 
encountered.  The  tube,  used  in  a  stand- 

ard television  system  and  with  proper 

amplifying  equipment,  operates  success- 
fully when  its  tube  face  is  subjected  to 

illumination  as  little  as  1/ 100,000th  of 
a  foot-candle,  according  to  a  company 

spokesman.  RCA  last  Monday  also  an- 
nounced that  its  miniature  permanent 

magnet  speaker,  built  for  commercial 
radio  receivers,  is  being  made  available 
to  distributors.  The  speaker  is  2V&  in. 
square,  less  than  %th  of  an  inch  deep 
and  weighs  only  six  ounces. 

"Pre-testing"  a  Stainless  Tower 

YOU  NEVER 

"TAKE  A  CHANCE" 

ON  A 

STAINLESS  TOWER 

Here's  why ... 

Each  tower  design  is  subjected  to  rig- 
orous tests  such  as  shown  in  the 

above  photo.  Progressive  hydraulic 
pressures  are  applied  simulating  tower 
compression  loading  to  determine  the 

"buckling"  point.  Bags  of  lead  shot 
are  placed  along  vertical  members  to 
simulate  maximum  wind  loadings. 
Every  type  of  stress  to  which  a  tower 
might  be  subjected  in  actual  service, 
is  applied  to  Stainless  tower  designs 
with  more  severity  than  will  ever 
be  encountered  in  service. 

Stainless  literally  "destroys"  towers 
to  make  sure  that  the  customer  will  be 

assured  of  absolute  dependability! 

Dependability  is  a  "sure  thing" 
when  you  buy  a  Stainless  Tower. 
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one  1,200-ft.  roll  of  tape.  Using  a  60-second 
announcement  as  a  basis,  the  capacity  of  auto- 

matic operation  would  be  more  than  eight 
years — probably  considerably  more  allowing 
for  longer  than  60-second  spots. 

(5)  Records  are  inserted  in  the  assembly  in 
the  order  of  playing  preference,  enabling  the 
announcer  to  cue  his  announcements  accord- 

ingly. The  record  player  would  have  the  ca- 
pacity of  100  "hit"  tunes  and  100  less-known 

selections.  Total  playing  time  capacity  would 
be  300  minutes  for  one  side  or  600  for  both 
sides — or  a  maximum  of  10  hours.  When  added 
to  time  used  for  jingles  and  announcements, 
maximum  capacity  is  12  hours  of  complete  un- 

attended operation. 

(6)  Delayed  tape  newscasts  may  be  attached 
to  the  playback  unit,  and  the  announcer  can 
make  up  on  the  production  model  and  press  a 
700-cycle  key  when  ready  to  operate  it.  The 
tone  automatically  starts  the  playback  machine 
with  the  newscast  instead  of  the  Seeburg  unit. 

When  the  newscast  is  finished,  operations  re- 
turn to  normal  sequence  with  attendance.  A 

third  tone  (1300  cycles)  also  may  be  utilized 
for  still  another  automatic  situation. 

(7)  Station  breaks  are  usually  handled  by  the 
announcer  and  put  on  the  same  tape;  however, 

they  also  can  be  operated  with  use  of  a  con- 
tinuous loop  tape  recorder,  using  an  extra  tone. 

(8)  The  "Autostation"  system  could  serve 
to  eliminate  staggered  work  schedules  for  an- 

nouncers at  the  average  radio  station  and  other- 
wise tighten  up  personnel  operations  involving 

sales,  public  relations  and  other  duties,  as  well 

as  "greatly  improving"  broadcast  techniques. 
(9)  It  takes  eight  seconds  for  the  record 

player  to  cue  up  to  the  next  45  rpm  disc,  with 
about  two  seconds  "dead"  air  between  an  an- 

nouncement and  the  record's  start.  Without 
announcements,  it  could  run  the  full  eight  sec- 

onds. Segue  operation  can  be  maintained  with 
purchase  of  a  second  record  player  unit. 

(10)  The  insert  of  a  30-minute  network 
program  into  an  afternoon  of  disc  jockey  pro- 

gram can  be  handled  by  having  a  tech- 
nician or  any  station  employe  on  the  station 

premises  to  fade  in  the  network,  shut  off  "Auto- 
station"  and  reverse  the  process.  Gates  reported 
it  is  developing  a  "fade  time  clock"  for  any 
switches  from  network  to  local  operation,  as 
well  as  other  automation  operation  accessories. 

(11)  Splicing  is  the  answer  to  any  situation 
where  all  programs  are  not  put  on  the  produc- 

tion tape  in  sequence.  But  programming  in 
sequence  is  still  the  best  method.  Additionally, 

announcing  mistakes  can  be  corrected  by  re- 
versing tapes,  erasing  the  announcements  and 

re-doing  them. 

Defendants  Given  20  Days 

To  Answer  Zenith  Charges 

MOTION  to  dismiss  Zenith  Radio  Corp.'s  $61,- 
750,305  amended  anti-trust  suit  against  RCA, 
General  Electric  and  Western  Electric  was  re- 

jected in  Chicago  District  Court  Tuesday. 
Simultaneously,  Judge  Michael  L.  Igoe  ordered 
the  three  firms  to  file  replies  to  the  suit  within 
20  days. 

Zenith  was  permitted  to  include  England, 
Holland  and  Australia  as  countries  in  which  it 
claims  to  have  suffered  business  losses  because 

of  alleged  monopolistic  practices  involving 

patents.  Zenith's  action  is  in  the  nature  of  an 
amended  counter-claim  to  a  suit  originally  filed 
in  1954  at  which  time  it  sought  treble  damages. 
Judge  Igoe  has  permitted  Zenith  to  increase  its 
claims  from  $16,056,549  to  the  present  sum 
because  of  cost  of  gathering  worldwide  deposi- 

tions [B«T,  May  28]. 

TV  SET  SHIPMENT 

PACE  BEHIND  '55 SHIPMENTS  of  tv  sets  to  dealers  totaled  2,- 
386,108  in  the  first  five  months  of  1956,  below 
the  2,677,630  shipped  in  the  same  1955  period, 

according  to  Radio-Electronics-Tv  Mfrs.  Assn. 
May  shipments  totaled  326,979  sets  compared 
to  356,893  in  April  and  348,181  in  May  1955. 
Following  are  cumulative  tv  set  shipments  to 
dealers  by  states  during  the  first  five  months 
of  1956: 

State 

Total 

State Total Ala. 

37,962 N.  J. 81,995 Ariz. 15,965 N.  M. 
8,601 Ark. 

25,867 N.  Y. 268,472 
Calif. 230,354 N.  C. 

53,810 Colo. 18,500 
N.  D. 

7,183 Conn. 
37,062 

Ohio 
129,481 

Del. 

5,917 

Okla. 

31 ,982 
D.  C. 

19,941 

Ore. 

27,759 Fla. 78,502 Pa. 162,134 Ga. 53,955 
R.  1. 11,730 Idaho 

10,054 
S.  C. 

24,604 
III. 

126,832 

S.  D. 

8,178 
Ind. 

57,71 1 
Tenn. 

43,702 
Iowa 

25,594 Tex. 132,537 Kan. 
26,299 

Utah 

10,145 

Ky. 
40,025 Vt. 

6,681 La. 48,128 

Va. 

45,485 

Me. 
14,316 

Wash. 
36,291 Md. 

32,169 W.  Va. 26,958 
Mass. 72,857 

Wis. 41,599 
Mich. 

91,966 
Wyo. 

2,794 
Minn. 

31 ,494 
Miss. 22,650 U.  S.  TOTAL 

2,379,129 Mo. 

53,568 
Mont. 

7,254 

Alaska 

1,539 
Neb. 20,410 Hawaii 

5,440 Nev. 

3,276 N.  H. 
8,380 

GRAND  TOTAL  2,386,108 

RETMA  Appoints  Stover 

DONALD  H.  STOVER,  formerly  service  man- 
ager of  Sentinel  Radio  Corp.,  has  been  named 

service  coordinator  of  Radio-Electronics-Tv 
Mfrs.  Assn.  He  takes  over  the  office  Aug.  15. 

RETMA's  vocational  training  program,  de- 
signed to  raise  set-servicing  standards,  is  now 

in  its  fifth  year.  The  post  has  been  vacant  since 
the  recent  resignation  of  Al  Coumont. 

Represented    by    Devney    &  Co. 
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No  Letup  in  Production 

Of  Sylvania  Tv  Receivers 

SYLVANIA  expects  to  stay  in  the  tv  set  busi- 
ness even  though  a  number  of  receiver  makers 

have  left  the  field  in  the  past  few  months,  ac- 
cording to  Don  G.  Mitchell,  chairman  and  pres- 

ident of  Sylvania  Electric  Products  Inc. 

Mr.  Mitchell's  observation  is  contained  in  a 
report  to  stockholders  last  week  of  Sylvania's 
sales  and  earnings  for  the  first  half  of  the  year. 
The  Sylvania  head  also  reported  that  the  firm 

not  only  will  remain  in  the  field,  but  plans  "to 
obtain  a  steadily  increasing  volume." 

He  reported  Sylvania's  sales  and  earnings  for 
the  first  half  and  the  second  quarter  of  1956  as 
setting  new  records  for  any  comparable  period 

in  the  firm's  history.  Net  sales  for  the  second 
quarter  hit  a  record  $71,827,950,  or  11% 
above  the  like  period  last  year.  For  the  first 
half  of  the  year,  sales  totaled  more  than  $155 
million,  or  12%  greater  than  in  1955.  Net 
income  for  the  second  quarter  was  $3,000,429, 
topping  the  previous  record  second  quarter  of 
a  year  ago  when  net  income  totaled  $2,840,364. 
First  half  earnings  similarly  were  up  more  than 
$1  million  for  a  total  $7,323,515. 

The  report  indicated,  however,  that  these  new 
peaks  did  not  stem  from  tv  picture  tube  and  the 
set  making  operations  at  Sylvania  but  more 

likely  as  a  result  of  Sylvania's  wide  diversifica- tion. 

Mr.  Mitchell  reported  Sylvania's  tv  set  sales 
"were  soft  during  the  first  half,"  with  the  outlook 
for  balance  of  the  year  improved.  Total  indus- 

try tv  set  sales  should  be  a  record-breaking  7.5 
million,  200,000  of  these  in  color,  he  said,  and 
Sylvania  tv  picture  tube  sales  were  on  par  with 
other  set  makers. 

Sylvania,  in  addition  to  its  manufacturing  of 
tubes,  sets,  lamps  and  lighting  equipment,  pro- 

duces transistors,  is  engaged  in  the  atomic  ener- 
gy field,  sells  tungsten  and  chemical  products 

(e.  g.  fluorescent  powders),  electronic  parts  and 
various  other  products. 

RCA  New  York  Distributor 

Sold  Out  of  Color  Tv  Sets 

A  TOP-LEVEL  spokesman  for  Bruno-New 
York  Inc.,  exclusive  metropolitan  New  York 
distributor  for  RCA  Victor  tv  receivers,  indi- 

cated last  week  that  the  company  has  all  the 
orders  it  can  fill  for  RCA  color  sets  through 
October.  Dave  Orcck,  sales  vice  president,  fur- 

ther revealed  that  in  the  week  beginning  July 

9,  25%  of  Bruno-New  York's  set  sales  was  in color  receivers. 
Through  its  agency,  Daniel  &  Charles  Inc., 

New  York,  Bruno-New  York  last  weekend 
launched  a  special  effort  to  further  arouse  pub- 

lic interest  in  RCA's  new  $495  color  set  and 
other  receivers  in  the  RCA  1956-57  line.  The 
$318,000  campaign  was  to  involve  spot  sched- 

ules on  WRCA-AM-TV,  WPIX  (TV),  WQXR 
and  WNEW  in  New  York,  outdoor  billboards, 
skywriting  and  newspaper  double-truck  spreads. 

GE  Awarded  AF  Contract 

A  MULTI-MILLION  dollar  leasing  contract  for 
standard  commercial  two-way  radio  communi- 

cation gear — believed  to  be  the  largest  ever 
signed  by  the  U.  S.  Air  Force  Air  Materiel  Com- 

mand for  such  equipment — was  awarded  last 
week  to  the  General  Electric  Co..  Syracuse, 
N.  Y.  Under  terms  of  the  contract,  USAF 
bases  may  purchase  station  units  and  mobile 
radios  as  part  of  a  local  purchase  program, 
rather  than  through  formal  overall  Air  Force 
channels.  GE,  in  turn,  will  provide,  install  and 

maintain  the  units  through  the  firm's  several 
hundred  authorized  service  stations  throughout 
the  U.  S. 

Over  5000  outstanding  Selections  of 

"the  best  music  in  America  99 

in  the 

SESAC  TRANSCRIBED  LIBRARY 

(now  also  available  in  sections) 

Dance  •  Jazz  •  Mambo  •  Rhythm  and  Blues  •  Concert  •  Band  Choral 

•  Rock  'n'  Roll  •  March  •  Symphonic  •  Religious  Organ  •  Cowboy,  Hill- 

billy and  American  Folk  •  Polka  •  Gospel  •  Piano  •  Chamber  Music  • 

Spanish  and  Latin  American  •  Spiritual  •  International  Folk  •  Novelty 

•  Barbershop  Quartet  •  Production  Numbers  and  Hundreds  of  Short 

Tunes  for  "Spots". 

The  Coliseum  Tower 

10  Columbus  Circle  New  York  19,  N.  Y. 

Celebrating  our  23  th  Anniversary 

800  kc.  Radio 

50,000  Watts 

J.  E.  Campeau,  Pres. 

Guardian  Bldg.,  Detroit 
CKLW 

Channel  9 

325,000  Watts 
National  Rep. 

Adam  J.  Young,  Jr.,  Inc. 
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MANUFACTURING  PEOPLE 

A.  H.  Jackson,  manager  of  engineering  and 
development  department,  equipment  division 
of  Blaw-Knox  Co.,  Pittsburgh,  Pa.,  named  vice 
president-general  manager  of  equipment  divi- 

sion plant,  succeeding  E.  C.  Rook,  recently 

named  vice  president-general  manager  of  firm's 
fabricated  products  group. 

Maynard  H.  Patterson,  vice  president  and  gen- 
eral manager,  Minnesota  Mining  &  Mfg.  Ltd., 

London,  Ont.,  promoted  to  similar  position  with 
international  division  of  parent  Minnesota  Min- 

ing &  Mfg.  Co.,  and  Kenneth  J.  Shea,  vice 
president  and  general  sales  manager  of  interna- 

tional division,  promoted  to  vice  president  and 

general  manager  of  3M's  Canadian  subsidiary. 
William  L.  Dunn,  former  president  of  Magne- 
cord  Inc.,  Chicago,  and  vice  president  of  Ray- 

theon Mfg.  Corp.,  to  vice  president  in  charge 
of  sales  engineering,  government  and  electronics 
division,  Emerson  Radio  &  Phonograph  Corp., 
Jersey  City,  N.  J. 

MANUFACTURING  SHORTS 

Prodelin  Inc.,  Kearny,  N.  L,  announces  new  28- 
ft.  parabolic  antenna  for  tropospheric  scatter 
transmission,  claimed  as  only  large  tropospheric 
antenna  on  market  for  which  actual  verified 

manufacturer's  pattern  and  gain  measurements 
are  available.  Antenna  feeds  are  designed  for 
use  in  450-2,700  mc.  range.  Aluminum  mesh 
reflecting  surface  and  support  provides  65-lb. 

wind  load  rating.  Aluminum  "K"  frame  is  used 
and  new  design  permits  raising  and  lowering  of 
antenna  feed  to  facilitate  installation  and  main- 
tenance. 

Andrew  Corp.  (antennas,  transmission  lines), 
Chicago,  has  introduced  new  type  telescoping 
mast  for  mounting  on  station  wagon,  trailer, 
truck  or  use  as  independent  field  unit  in  mobile 
broadcast  or  pickup.  Mast,  available  in  30,  50 
and  100-ft.  hydraulic  or  pneumatic  models,  in- 

corporates patented  valve  system  to  coordinate 
sequence  of  sectional  elevation  for  easy  guying. 
Tallest  model  may  be  raised  in  15  minutes, 
Andrew  says.  Units  are  described  in  Andrew 
Bulletin  8416. 

Hoffman  Electronics  Corp.,  L.  A.,  unveiled  new 
line  of  television  and  radio  receivers  at  its 
national  distributors  meeting  and  announced 
new  color  tv  set  to  retail  for  $595.  Black-and- 
white  sets  will  begin  at  $129.95  for  a  14-in.  port- 

able. Hoffman  is  featuring  automatic  tuning  in 
new  tv  sets  with  push-button  and  remote  control 
devices. 

Reeves  Soundcraft  Corp.,  N.  Y.,  has  introduced 
new  16-in.  cue  disc,  designed  to  faciliate  radio 
stations'  disc-jockey  operation.  Disc  handles  all 
sizes  of  records,  preloads  45  rpm  discs  without 
adaptor,  fits  over  regular  turntables  and  retails 
at  $12.50. 

General  Electric   Co.,  has   announced  price 

THIS  80-ft.,  200,000  gallon  water  tower 
has  been  constructed  at  the  site  of  a  new 

General  Electric  tube  factory  now  under 
construction  in  Owensboro,  Ky.  The  tower 
is  modeled  after  6BK7-A,  a  vhf  tube  used 

in  tv  sets.  Its  real-life  counterpart  is  only 
two  inches  high. 

reduction  averaging  10%  on  48  different  me- 
dium power  germanium  rectifiers,  which  are 

used  in  broad  range  of  electrical  and  electronic 
equipment,  including  tv  broadcast  transmitters. 
Price  reduction  was  attributed  to  growing  use 
of  small  size  rectifiers  and  consequent  lower 
manufacturing  costs. 

Librascope  Inc.,  Burbank  (Calif.)  Div.,  market- 
ing new  small  Noiseraser,  magnetic  tape  de- 

gausser designed  for  hi-fi  use.  Model,  N-HF, 
contains  magnetic  circuit  which  removes  re- 

corder signals  from  entitre  reels  of  tape  in 
matter  of  seconds,  4-6  db  below  standard  erase 
head  levels  of  demagnetization,  firm  claims. 
Recommended  for  standard  V^-in.  tape  on  reels 
up  to  IOV2  in.,  unit  measures  7%x4%x3V4  in. 

Philco  Corp.,  Phila.,  has  announced  that  "Audi- 
page,"  new  miniature  device  developed  by 
Philco  and  to  be  used  by  ABC  during  coverage 
of  political  conventions  and  elections,  will  be 
marketed  nationally  through  representatives  and 
direct-mail  campaign.  Miniaturized  receiver, 
which  is  said  to  be  smaller  than  cigarette  lighter, 
will  list  at  $79.50,  and  is  expected  to  have 
market  in  factories  where  conventional  public 
address  systems  are  not  feasible. 

RCA,  Camden,  N.  J.,  reports  shipping  three- 
vidicon  film  camera  to  WDSU-TV  New  Orleans 
(ch.  6);  live  color  studio  camera  to  NBC  in 
Burbank,  Calif.;  six-section  superturnstile  vhf 
antenna  to  KVSO-TV  Ardmore,  Okla.  (ch.  12); 

uhf  high-gain  antenna  to  WTVH  (TV)  Peoria, 
111.  (ch.  19),  and  2-kw  vhf  transmitter  to  WMT- 
TV  Cedar  Rapids,  Iowa  (ch.  2). 

Standard  Electronics  Corp.,  subsidiary  of 
Dynamics  Corp.  of  America,  Newark,  N.  L, 
reports  order  of  25  kw  vhf  tv  transmitter  from 
KOTA-TV  Rapid  City,  S.  D.  (ch.  3). 

Radio-Electronics-Television  Mfrs.  Assn.,  setting 
up  educational  campaign  to  acquaint  govern- 

ment, industry  and  public  with  service  of  land 
mobile  communications  industry.  Carroll  M. 
White  has  been  named  to  direct  campaign. 

General  Radio  Co.,  Cambridge,  Mass.,  has  dis- 
tributed new  Catalog  O  describing  company 

line  of  electronic  instruments  and  parts.  Re- 
quests for  copies  written  on  company  or  or- 

ganization letterhead  will  be  honored. 

RCA  Theatre  &  Sound  Products  Dept.,  Camden, 

N.  L,  marketing  two  new  high-fidelity  compo- 
nents: 12-in.  coaxial  speaker  with  frequency 

response  of  40-18,000  cycles  (SL-123)  and  10-w 
combination  pre-amplifier  and  amplifier  with 
frequency  response  up  to  20,000  cycles  (SVP 
10-A).  Speaker  retails  at  $55.95  and  amplifier 
at  $69.95.  Department  also  reports  develop- 

ment of  three  new  "antenaplex"  broadband  am- 
plifiers claimed  to  provide  "greater  economy 

and  flexibility"  in  master-antenna  vhf  tv  sys- 
tems. New  lower-cost  amplifiers,  available  from 

distributors,  can  be  utilized  in  small-to-medium 
tv  distribution  systems  (motels,  showrooms, 

department  stores)  and  in  closed-circuit  tv  in- 
stallations. 

Westinghouse  Electric  Corp.'s  tv-radio  division 
has  begun  publication  of  new  four-page  periodi- 

cal, titled  Westinghouse  Service  News,  designed 

to  keep  firm's  servicemen  throughout  country 
informed  on  industry  developments.  Newsletter, 
to  be  released  at  regular  intervals,  contains  such 
information  as  transistor  fundamentals,  color- 
tv  servicing  facts,  and  sketches  of  Westinghouse 

"people,  places  and  things"  in  news. 
Admiral  Corp.,  Chicago,  announces  new  1957 
line  of  radios,  including  clock  model  at  sug- 

gested list  price  of  $19.95,  described  as  a  20% 
reduction  made  possible  by  automation  and  use 
of  printed  circuits.  Three  other  clock  radio 
models  are  included  and  three  table  sets. 

Warwick  Mfg.  Corp.,  Chicago,  announces  es- 
tablishment of  new  research  and  development 

department  in  that  city,  with  Edward  S.  White, 
formerly  chief  electronics  engineer  of  firm,  as 
director. 

EMC  Recordings  Corp.,  St.  Paul,  Minn.,  intro- 
ducing new  line  of  magnetic  tape  playback 

equipment  at  Audio  Visual  Assn.  in  Chicago 

this  week.  New  "Communicator"  playback  unit 
is  portable,  weighs  17  lbs.  and  was  designed  for 
use  with  pre-recorded  tapes  in  school,  church 
and  industrial  fields. 

General  Electric  Co.  has  announced  contract 

providing  for  leasing  of  mobile  radio  units  as 
regular  trucking  gear.  Under  arrangement 
made  with  Ryder  System  Inc.,  said  to  have 

"multi-million  dollar  potential,"  GE  will  lease 
two-way  radio  units  for  installation  in  trucks 
owned  by  Ryder.  In  turn,  Ryder  will  offer 
radio-controlled  pickup  and  delivery  to  custom- 

ers obtaining  transport  equipment  from  Ryder 
on  lease  basis. 

Sylvania  Electric  Products  Co.,  Buffalo,  N.  Y., 
unveiled  full  1957  radio-tv  line,  including  two 
color  tv  receivers,  15  monochrome  tv  sets,  five 
new  radios  and  two  high  fidelity  phonograph 

models  at  regional  distributors  convention  in 
Chicago.  Sylvania  Electric  Products  Co.,  N.  Y., 
has  appointed  Virginian  Electric  Inc.  of 
Charleston,  W.  Va.,  as  area  distributor. 
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By  J.  Frank  Beatty 

OIL  WELLS  AND  INDUSTRY  NOW  RULE  THE  LAND  OF  THE  LONGHORN 

THE  TROUBLE  with  Texans  is  they  don't  know  how  to  brag. 
They  talk  about  their  Cadillacs. 

But  they  don't  mention  the  four  million  gas-eating,  tire-wearing 
Fords,  Chryslers,  Chevrolets  and  other  autos.  Texas  has  only  42,041 

Cadillacs,  1  out  of  every  100  cars — and  five  other  states  have  more 
than  that. 

They  brag  about  their  millionaires. 

But  they  skip  the  average  8.8  million  people — fifth  state  in  the 

U.  S. — who  are  spending  $10  billion  at  stores  this  year.  It's  not 
likely  any  of  those  millionaries  can  smoke  any  more  cigarettes  or 
nuzzle  any  more  beer  bottles  or  squeeze  any  more  toothpaste  than  a 
mechanic  in  an  airplane  plant. 

Texans  rave  about  their  cattle. 

But — and  this  news  hasn't  hit  the  headlines — Texas  now  has  more 
people  than  cattle.  The  figures:  8.8  million  people;  8,586,000  cattle. 
Sometime  last  year  people  became  more  numerous  than  cattle,  an 
event  that  may  some  day  be  cherished  as  a  sacred  event  in  Texas 
history. 

They  boast  of  their  droughts,  these  Texans. 
Yet  they  seldom  mention  the  vast  underground  reservoirs  of  water 

or  the  serious  efforts  to  conserve  surface  water  resources. 

They  holler  about  their  oil  wells  and  about  the  typical  oil  baron 
who  doles  out  a  million  dollars  before  lunch  to  buy  a  Madison 
Ave.  hotel  so  he  and  his  guest  can  eat  in  privacy. 

But  they  completely  ignore  a  million  or  more  people  who  live 
off  oil  supply  and  processing  industries  and  small  royalty  checks — 

people  who  supply  a  good  share  of  the  Texas  spending  dollar. 
Gas!  The  wheezing  nuisance  that  once  was  flared  off  is  now  the 

source  of  thousands  of  plastic  products. 

Gas  joins  Texas  oil  in  providing  the  world's  greatest  source  of 
power,  plus  fuel  and  plastics. 

They're  funny  sometimes,  in  Texas,  as  they  brag  about  the  awful winds. 

The  cool  night  breezes  on  the  high  plains  and  the  off-shore  Gulf 
zephyrs  are  hardly  mentioned. 

They  even  brag  about  summer  sunshine  that  will  singe  the  pin- 
feathers  off  a  prairie  hen. 

Without  explaining  how  living  is  cheaper;  industry  operates  at 

lower-cost  on  a  year-round  basis;  power  plants  can  be  built  in  the 

open  without  walls,  and  air-conditioning  is  so  prevalent  that  motor- 
ists without  it  in  their  autos — so  Texans  say — drive  in  mid-summer 

with  the  windows  up  so  friends  won't  know  their  shame.  And  home 
air-conditioning  is  a  big  industry. 

Texans  drool  about  the  prowess  of  the  Mustangs,  Longhorns  and 
other  football  teams. 

But  seldom  mention  their  great  educational  and  medical  centers, 
where  classical  and  professional  pedagogy  match  those  of  any  area. 

The  vast,  arid  praries! 

Vast  and  arid,  like  they  say.  But  the  source  of  $1.88  billion  farm 
income  from  fields  wetted  down  by  underground  water  where  rivers 

and  rain  aren't  available.  They  yodel  "Don't  Fence  Me  In"  and  then 
feature  high  fences  in  the  backyards  of  their  new  houses.  Or  they 
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You  Get 

WHEN   YOU   BUY  THE 

GROUP  PLAN 

Texas'  largest  radio  audience  is  yours  when  you  buy  WFAA- 
Dallas,  KPRC-Houston,  and  WOAI-San  Antonio  under  the  Texas 

Quality  Network  Group  Plan.  For  both  program  and  spot  adver- 
tisers, the  TQN  Group  Plan  offers  the  only  medium  which  gives 

such  tremendous  Texas  coverage  at  the  lowest  possible  cost  per 
thousand. 

The  TQN  "Big  Three,"  each  consistently  first  in  its  own  cov- 
erage area,  reach  87%  of  Texas  radio  homes  PLUS  14,760  radio 

homes  in  bordering  states. 
If  you  are  interested  in  Texas,  you  can  tell  your  story  best, 

and  sell  your  product  best  by  using  the  Texas  Quality  Network 

Group  Plan. 
*Radio  homes— Nielsen  1952    SAMS  1952 

NATIONALLY  REPRESENTED  BY  EDWARD  PETRY  &  COMPANY 

WFAA       KPRC  I  WOAI 

DALLAS  HOUSTON  SAN  ANTONIO 

820  570  950  1200 
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These  bars  show  spurts  in  Texas  economy 

from  1939-40  levels  to  1956 
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*  Comparisons  marked  with  (*)  are  based  on  a  constant  dollar — the  average 
purchasing  power  of  the  dollar  in  1947-49.  Dollar  comparisons  not  marked 
with  (*)  are  based  on  actual  1939-40  dollar.  Material  In  this  chart  was 
supplied  by  the  U.  of  Texas  Bureau  of  Business  Research. 

vocalize  "Deep  in  the  Heart  of  Texas"  with 
never  a  thought  of  the  highly  developed 
perimeters. 

Distances  are  being  trimmed  down  by 
modern  transportation.  Texas  leads  the  na- 

tion in  road  mileage  and  money  spent  on 
improvements  ($300  million  this  year). 

What's  more,  Texas  is  the  No.  2  aviation 
manufacturing  center,  and  they  herd  cattle, 
scatter  insecticides  and  defoliate  cotton 

plants  by  plane  and  helicopter. 
They  do  a  lot  of  bragging,  the  loyal 

citizens  and  ex-citizens  of  Texas,  but  they 
often  forget  to  brag  about  the  important 
things. 

The  strangest  paradox  of  all:  The  antique 
state  government  has  no  bureau  to  record 

or  promote  the  charms,  prosperity  and 
market  growth;  only  a  few  meagre  statistics 
are  collected.  Texas,  of  all  states!  Luckily, 
the  U.  of  Texas  does  a  thoroughly  profes- 

sional job  of  taking  the  state's  pulse,  but  it 
can't  serve  as  an  exploitation  agency. 

Maybe  there's  another  paradox  in  the 

prohibition  situation.  There's  plenty  of  bev- 
erage around,  though  half  the  254  coun- 

ties are  dry.  They  still  chant  the  old  one — 
as  long  as  a  Texan  is  sober  enough  to 

stagger  into  a  polling  place,  he'll  vote  dry. 
Obviously,  Texans  away  or  at  home  fall 

into  the  let's-talk-it-up  spirit.  They  try  so 
hard  to  live  up  to  their  legends  they  often 
forget  that: 

•  Texas  is  by  far  the  fastest-growing  in- 
dustrial center  in  all  the  United  States. 

•  Its  agriculture,  like  its  land  area,  sur- 
passes that  of  the  47  other  states. 

•  Without  any  crowding.  Texas  could  tuck 

all  the  oil  under  California's  relatively  young 
(geologically)  fields  into  one  of  its  bounti- 

ful producing  areas. 
Any   economic   look   into   this  highly 

ballyhooed  state  is  likely  to  be  subject  to  sus- 
picion, no  matter  how  impartial.  The  ex- 

planation is  simple: 
•  Texas  has  more  natural  resources  than 

any  other  part  of  the  nation,  and  the  story 
of  its  recent  development  centers  around  a 
series  of  startling  industrial  and  marketing 
trends. 

Most  dramatic  of  these  trends  is  the 

postwar  evolution  of  petrochemistry — with 

atomic  energy,  one  of  the  two  "industries 
of  the  future."  Texas  has  an  overwhelm- 

ing share  of  petrochemical  plants  which 
squeeze  and  freeze  synthetic  rubber  and 

countless  thousands  of  other  new  hydro- 
carbons out  of  refinery  leftovers  and  the 

moisture  in  natural  gas. 

For  decades  Texas  was  a  raw-material 

area;  for  a  decade-and-a-half  it  has  been 
processing  this  material.  Following  this 
familiar  economic  pattern,  Texas  has  every 
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EXPERIENCE  in  programming,  production,  promotion  and  engineer- 

ing result  in  KPRC-TV's  unquestioned  leadership  in  the  Houston  Market. 

RESULTS  for  advertiser  after  advertiser  over  a  seven-year  period 

have  documented  KPRC-TV's  wide  acceptance  and  tremendous  selling 
power. 

FACILITIES  spread  over  46,000  square  feet.  With  three  indoor  a 

two  outdoor  studios,  KPRC-TV  is  one  of  the  nation's  largest  indepen 
ent  stations. 

NEWS  COVERAGE  by  Houston's  largest  TV  news  staff 
eludes  on-the-spot  local  reportirfg,  plus  national  and  regional  covera 
using  ALL  AP  wire  services. 



KPRC-TV ... 

POTENT 

ADVERTISING 

FORD E 

I 

MARK ivivJj 

No  other  station  equals  the  tremendous 

advertising  force  of  KPRC-TV  — 

Houston's  Number  One  Station  for  over  seven  years. 

'According  to  April,  1956  ARB  and  all 
other  surveys  since  first  telecast  in  1949. 

KPR
C-T

 
HOUSTON  CHANNEL 

i2i 

Jack  Harris,  Vice  President  and  General  Manager 

Jack  McGrew,  National  Sales  Manager 

Nationally  represented  by  Edward  Petry  &  Co. 

First  in  TV  —  with  over  700  man-years  experience 

LOCAL  SHOWS,  using  top  talent  are  programmed  with  a  South- 
western accent  to  appeal  to  Houston  Gulf  Coast  viewers  of  all  income 

groups. 
FARM  NEWS  of  interest  to  Houston  Gulf  Coast  farmers  and 

ranchers  is  covered  by  two  of  the  nation's  most  experienced,  best 
qualified  farm  reporters. 



chance  of  becoming  one  of  the  top  industrial 

states — maybe  the  top. 
Texas  is  building  its  own  market  for  its 

products,  plus  a  national  market.  In  the 

1940-60  period,  the  population  of  the  U.  S. 
will  increase  45  million — four  million  of  this 
taking  place  in  Texas. 

AN  ENTHUSIASTIC  Texan— and  most  of 

them  are — looked  around  his  bank  (City 
National,  Wichita  Falls)  and  sputtered: 

"What  do  you  mean,  there's  a  lot  of  waste 
land  in  Texas?" 

Oral  Jones,  banker  and  obviously  a  life 
member  of  the  We-Sure-Do-Love-Texas 

Club,  sensed  he  had  nibbled  at  an  easterner's 
bait  so  he  offered  this  significant  piece  of 
advice: 

"Anybody  in  Texas  who  sells  his  land  is 

crazy." In  nine  short  words  this  prominent  south- 
western banker  tied  the  future  of  Texas 

into  its  past — and  present. 
He  said,  in  effect,  that  Texas  is  enjoying 

fantastic  expansion  because  of  the  treasures 
coming  out  of  its  underground  and  the 
riches  produced  from  its  soil. 

Texas  is  big  and  booming  but  it  isn't  a 
land  of  10-gallon  Stetsons  with  an  oil  derrick 
in  every  backyard  and  a  herd  of  fat  steers 

on  the  court  house  lawn.  It  isn't  a  land  of 
sun-tanned,  bow-legged  sons  of  the  prairie 
who  park  their  pintos  and  limousines  in 

front  of  a  swank  Petroleum  Club  with  gold- 
plated  plumbing  in  the  rest  rooms,  and  then 

tear  into  a  light  lunch  of  a  three-pound  steak 
and  a  jug  of  cactus  juice. 

To  be  blunt  about  it,  Texas  isn't  quite  like 
some  of  the  colorful  pieces  written  after 

three  days  in  Houston's  Shamrock,  articles 
packed  with  legends  like  the  one  about  the 

nearsighted  oilman  who  had  his  prescription 
ground  into  his  Cadillac  windshield,  or  the 
Baptist  pastor  out  on  the  plains  who  had  to 
baptize  with  a  moist  sponge. 

Texas  cities  are  modern  and  like  any  other 

state,  except  on  rodeo  and  festival  days. 

There  are  few  10-gallon  hats  or  high- 
heeled  boots  in  the  larger  cities.  Several 

dozen  hat-check  girls  around  the  state  re- 
ported not  a  single  tall  hat  on  their  racks  in 

the  early  summer.  Some  of  them  reported 
no  hats  at  all,  others  regular  down-east  straw 

hats  and  a  few  western-type  Stetsons  with  a 
somewhat  wider  brim.  You  can  walk  all  day 
in  Dallas  and  not  see  a  pair  of  fancy  boots. 

But  Texas  is  going  places.  Not  in  a  frantic 
hurry,  like  California;  rather,  at  a  bit  more 
relaxed  pace  than  the  ulcerated  East  or  the 
West  Coast.  A  wandering  observer  who 
travels  across  and  up  and  down  Texas — 

and  it's  a  good  900  miles  either  way — will see  fascinating  progress,  much  of  it  in 
clusters  and  strips.  The  300  miles  of  Gulf 
Coast  from  Orange  to  Corpus  Christi  is 
studded  with  refineries,  petrochemical  and 
chemical  plants,  rice  fields  and  pastures. 

Here  is  one  of  the  world's  more  spectacular 
examples  of  sudden  and  successful  expan- 
sion. 

From  the  Oklahoma  line  southward 
through  Dallas-Fort  Worth,  Waco,  Temple 
and  Austin  to  San  Antonio  are  farm,  indus- 

trial and  commercial  developments  that  sup- 
port an  extensive  population.  Here,  too, 

the  word  "boom"  is  inevitably  used  in  trac- 
ing the  growth.  Such  furiously  spreading 

plains  cities  as  Lubbock,  Wichita  Falls  and 
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Amarillo  are  reaping  underground  wealth 
from  the  crude  oil  reservoirs  and  extracting 
enormous  crops  from  vast  acreage  that  often 

is  wetted  by  underground  wells. 
In  West  Texas  new  petrochemical  plants 

are  joining  petroleum  industries  and  cattle 
to  siphon  new  wealth  into  a  series  of  cities. 
The  Permian  Basin  has  the  eyes  of  the  world 

looking  at  the  fossil-fuel  reserves.  Finally, 
El  Paso  at  the  western  tip  is  spreading 
around  the  base  of  Franklin  Mountain,  and 

up  the  mountain  itself.  Down  the  Rio 
Grande  Valley,  Del  Rio  and  Laredo  are 
growing  and  a  whole  series  of  thriving  cities 
will  be  found  in  the  lower  valley  at  the 
southern  tip  of  Texas. 

A  tour  of  Texas  is  bound  to  wreck  the  pre- 

conceptions of  a  non-Texan  who  takes  the 
trouble  to  sniff  the  economic  fragrance  of 

a  Port  Arthur  refinery  or  gape  at  Lub- 

bock's cottonseed  plants  and  pyramid  ware- 
houses. Longhorn  cattle  are  practically  ex- 

tinct. More  common  are  beefy  herds  of 

white  Brahman  cross-breeds,  black  Angus  or 
fat  Herefords.  While  the  cattle  are  moving 

EXPANDING  MARKETS 

IN  THIS,  the  seventh  in  a  series  of  re- 

ports on  the  nation's  changing  market 
economy,  B»T  explores  the  pulsating 
Texas  market.  Earlier  articles  have 
covered  The  South  (Nov.  15,  1954), 

Georgia  (Dec.  27,  1954),  The  Caro- 
linas  (March  21,  1955),  The  Mid-Gulf 
States  (June  27,  1955),  The  Pacific 

Northwest  (Jan.  9,  1956)  and  Cali- 
fornia (Jan.  30,  1956). 
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eastward,  the  beef  business  continues  active 

on  the  central  and  western  plains. 

Texas,  1956  model,  is  actually  four  eco- 
nomic states,  all  collecting  and  spending 

dollars  at  a  faster  rate  than  the  nation  as  a 

whole.  They  live  well  and  comfortably,  even 

with  above-average  temperatures,  because 
they  are  air-conditioning  homes,  offices  and 
automobiles  as  fast  as  they  can  get  equip- 

ment installed. 

The  four  economic  states,  for  purposes 
of  this  review,  are  East,  Tidewater,  Central 
and  West-Panhandle.  All  share  the  recent 

progress,  plus  the  unusual  Texas  loyalty  that 
typifies  the  business  and  civic  life  of  the 
state.  East  Texas  is  moist,  verdant  and  a 
transition  between  Louisiana-Arkansas  and 

the  drier  plains.  The  Gulf  Coast  or  Tide- 
water starts  at  Orange,  on  the  Louisiana 

border,  and  arcs  southwestward  to  Port 

Isabel-Brownsville,  where  a  nest  of  cities  is 
developing. 

Another  of  the  four  dominant  economic 

states,  Central  Texas,  is  dotted  with  major 
cities.  Dallas  and  Fort  Worth  are  often 

described  as  North  Texas  but  they  are  an 

integral  part  of  a  populous  strip  between 
Oklahoma  and  San  Antonio. 

The  fourth,  or  West-Panhandle  area,  is 

marked  on  the  north  by  Amarillo's  high 
plains,  which  run  southward  through  Lub- 

bock; lower  plains  at  Wichita  Falls  (having 
close  ties  with  Oklahoma  and  Fort  Worth- 

Dallas);  south  to  San  Angelo  and  west  across 
plains  and  mountains  to  El  Paso. 

THE  DOLLAR-MARK  history  of  Texas  was 
much  duller  than  its  political  history  up 

to  the  turn  of  the  20th  Century.  Six  flags 

flew,  with  varying  success,  over  diversified 
soils  ranging  from  the  Louisiana  border 
westward  some  800  miles.  Spain,  France, 

Spain  again,  Mexico,  Republic  of  Texas, 
United  States,  and  the  Confederacy  held 
title  to  an  area  that  finally  was  whittled 
down  to  its  present  size.  Even  today,  the 
area  of  Texas  is  greater  than  the  combined 
states  of  Pennsylvania,  New  York,  Indiana, 

New  Jersey,  Vermont,  New  Hampshire, 
Massachusetts,  Connecticut,  Rhode  Island, 

Delaware,  Maryland,  Maine  and  Louisiana, 
with  enough  room  left  over  for  some  big 
ranches — one-twelfth  of  the  U.  S.  area. 

The  impact  and  remains  of  daring 

pioneers  and  literally  billions  of  four-footed 
animals  had  been  absorbed  into  the  soil  of 

Texas  over  dramatic,  if  mostly  unprofitable, 
centuries  up  to  the  most  important  year  in 

the  state's  economic  history.  That  year  was 1901. 

Two  events  that  shaped  the  destiny  of 

Texas  happened  that  year.  First,  a  series  of 
gushers  blew  in  near  Beaumont,  confirming 

geologists'  hunches  that  petroleum  riches 
abounded  in  parts  of  Texas.  Spindletop  was 
the  first  of  what  turned  out  to  be  a  statewide 
oil  reservoir  that  is  known  to  total  at  least 
18  billion  barrels.  At  that  time  Texas  had  a 

population  of  3  million  and  no  city  of  more 
than  65,000  population. 

The  second  event  of  1901  happened  in 

Fort  Worth,  where  a  meat-packing  plant 

was  started.  Spindletop  started  an  oil  in- 
dustry boom,  followed  by  related  transport 

and  processing  industries  and  a  series  of 
related  industries  centered  around  gas  and 
chemical  processing.  Fort  Worth  quickly 

became  an  important  cattle  city,  and  cattle 
processing  became  an  industry.  Up  to  that 
time  most  cattle  had  been  shipped  to 
northern  plants. 

Modern  Texas  is  a  neatly  balanced  eco- 
nomic entity  based  on  oil  and  gas,  cattle, 

cotton  and  sorghum,  lumber,  the  newer 

chemical  plants,  metal  fabricating  and  com- 
merce. Texans  are  now  processing  much 

of  the  raw  stuff  that  comes  out  of  the 

earth's  surface  and  sub-surface.  Trans- 
portation is  of  top  importance  due  to  the 

extensive  area  and  the  wide  separation  of 
markets.  Wholesale  and  retail  distribution 

plus  interstate  and  foreign  commerce  rank 

high  among  the  48  states. 
Texans,  therefore,  are  becoming  self-suffi- 

cient. They  are  building  homes  furiously, 

using  Texas  wood,  gypsum,  stone,  minerals 
and  bricks.  They  supply  their  own  power 

from  gas,  gas-generated  electricity,  oil  and 
even  some  hydroelectric  plants.  Many  of 

them  ride  around  in  autos  "Made  in  Texas 

by  Texans."  They  make  airplanes  and  heli- 
copters, mostly  for  the  armed  forces.  They 

refine  Texas  gasoline  for  their  autos  and 
trucks,  and  raise  a  lot  of  their  own  food. 

The  population  has  grown  from  3  million 
in  1900  to  6.4  million  in  1940,  7.7  million 
in  1950  and  should  reach  close  to  11  million 

in  1960.  The  general  shift  of  U.  S.  popula- 
tion westward  and  southward  is  swelling  the 

population. 
Consumer  and  fabricating  industries, 

keeping  pace  with  the  utilization  of  the 
richest  mineral  resources  found  anywhere, 

provide  jobs  for  nearly  2.5  million  persons. 
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THERE'S  NO  ILL-WIND  IN  TEXAS: 

Like  Amarillo,  it's  big  and  healthy 

You  may  have  heard  about  a  Panhandle 

wind-gauge— a  concrete  block  at  the  end  of 

a  ten-foot  chain  anchored  to  the  top  of  a 

ten-foot  pole.  If  the  chain  and  block  are 

blown  parallel  to  the  ground,  it's  too  windy 

to  work.  No  need  for  paint-removers  here- 

abouts, either.  Folks  just  put  the  woodwork 

outdoors,  fasten  it  down,  and  let  the  wind 

blow  the  paint  off. 

Like  most  Texans,  citizens  of  Amarillo  have 

a  fondness  for  tall  tales.  Actually,  the  big- 

gest wind  on  our  records  was  a  75-mile-an- 

hour  gale.  Cotton  John,  our  farm  editor, 

says  it  disrobed  a  young  lady  crossing  Polk 

at  Sixth.  She  was  spared  embarrassment, 

though,  because  the  same  wind  blew  sand  in 

men's  eyes,  opened  a  store  door,  and  sailed 

her  right  up  to  the  dry-goods  department, 

where  it  wrapped  her  in  a  piece  of  red  and 

green  calico.  Cotton  John's  got  a  piece  of 
sand  to  prove  it.  He  also  has  a  passel  of 

surveys  which  prove  he  and  we  have  a  loyal 

following  throughout  the  Amarillo  trading 

area  (an  area  which  has  made  Amarillo  the 

nation's  leader  in  retail  sales  per  household 
for  several  years  running). 

K  G  N  C  -  AM  61  TV 

J — i 

Arriarillo 

NBC  AFFILIATE 

TV:  Channel  4.  AM:  10,000  watts,  710  kc.  Represented  nationally  by  the  Katz  Agency 
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BIGGEST  TEXAS  REFINERY  IS  OPERATED  BY  HUMBLE  OIL  CO.  NEAR  HOUSTON.    IT  HAS  CAPACITY  OF  282,000  BARRELS 

OIL:  TEXAS'  BIG  SOURCE LIQUID  GOLD — 18  billion  barrels  of  it — lurks  in  underground 
strata  beneath  much  of  the  Texas  area,  fortuitously  deposited  mil- 

lions of  years  ago  as  primitive  plant  and  animal  life  was  converted 

by  nature  into  the  raw  material  that  powers  the  20th  century's 
industry  and  transport.  Oil  is  Texas'  No.  1  source  of  income. 

Over  a  billion  barrels  of  oil  are  produced  every  year  in  Texas, 

nearly  half  the  U.  S.  total.  Texas  has  taken  the  lead  in  conserva- 
tion measures,  but  they  still  dig  holes  in  search  of  new  reservoirs. 

Thousands  of  new  wells  were  brought  in  during  the  first  half  of 
1956  and  at  least  twice  as  many  holes  produced  nothing  worth 
while,  or  possibly  gas.  All  this  digging  gave  Texas  another  industry 

— a  billion  dollars  of  oil  hunting. 
Crude  oil  production  has  totaled  18  billion  barrels  in  Texas,  over 

a  third  of  the  national  total.  This  has  been  valued  at  $30  billion, 

with  over  half  the  production  in  the  last  decade. 
While  U.  S.  consumption  of  petroleum  has  increased  a  third  in 

the  last  five  years,  the  Texas  Railroad  Commission  maintains  strict 

control  over  oil  production  and  the  state  has  led  the  nation  in  con- 
servation. Proved  reserves  of  Texas  oil  are  estimated  up  to  18  billion 

barrels,  half  the  national  reserves.  Nobody  knows  how  many  billion 
barrels  will  come  out  of  the  tideland — the  IOV2  miles  of  offshore 
reserves  now  in  a  very  early  state  of  exploration.  Then  there  are  the 
untapped  land  reservoirs  15,000  feet  and  more  below  the  surface, 

plus  unfound  shallow  oil.  Already  major  oil  companies  are  operat- 
ing costly  floating  rigs  in  the  Gulf,  flying  personnel  and  supplies 

by  helicopter.    Each  such  project  involves  a  young  fortune. 
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Spindletop  (see  photo)  called  attention  to  Texas  and  its  oil.  For 
a  time  its  slippery  product  sold  for  only  3  cents  a  barrel,  1/1 00th 
of  the  price  a  good  gravity  barrel  will  bring  today.  Spindletop 
gushed  out  17.4  million  barrels  in  1902.  Despite  the  low  price, 
other  fields  were  tapped  and  the  hopeful  search  for  oil  never 

stopped.  When  the  big  East  Texas  field  was  opened  a  quarter- 
century  ago,  the  price  went  down  again  and  the  militia  shut  down 
the  field  until  conservation  measures  could  be  put  in  operation. 

Development  of  refining  and  cracking  techniques  led  to  new 
chemical  industries  (see  petrochemical  story,  page  86).  Automotive 

transport  bloomed,  consuming  large  quantities  of  gasoline.  High- 
octane  gasolines  from  cracking  plants  helped  speed  development  of 

aviation.  Texas  refines  two-thirds  of  its  crude,  reaching  first  place 
in  refining  in  1930  and  now  doing  28%  of  the  total  refining.  Of 
this,  90%  is  confined  to  the  Gulf  Coast. 

As  oil  pumps  fed  more  millions  of  barrels  into  pipelines  and  re- 
fineries, another  major  industry  began  to  develop,  diverting  the 

wasted  gas  from  oil  wells  to  industrial  and  domestic  uses.  Gas 
ceased  to  be  a  nuisance.  Currently  natural  gas  heats  and  powers 
much  of  the  economic  machinery.  Together,  Texas  oil  and  gas  are 

responsible  for  a  fourth  of  the  nation's  energy. 
Over  5  trillion  cubic  feet  of  gas  are  produced  in  a  year  by  Texas, 

with  much  of  it  consumed  locally  and  the  rest  fed  into  exten- 

sive pipeline  networks.  Three-fourths  of  Texas  gas  is  "wet"  and  the 
"squeezings"  provide  180  million  barrels  of  such  liquid  fuels  as 
butane,  propane  and  natural  gasoline.  Butane  and  propane  are  used 
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PER  DAY.     MOST  TEXAS  REFINERIES  ARE  ON  GULF  COAST 

OF  INCOME 

as  domestic  fuels  and  as  raw  materials  for  the  petrochemical  in- 
dustry. Texas  gas  reserves  are  estimated  at  107  trillion  cubic  feet, 

over  half  the  U.  S.  total. 

The  state  of  Texas  gets  4.6%  of  the  value  of  every  barrel  of  oil 

produced,  running  around  $150  million  a  year  in  taxes  and  feed- 
ing $75  million  a  year  into  the  support  of  public  schools  and  $25 

million  into  university  funds. 
A  whole  network  of  satellite  industries  has  developed  around  oil, 

including  drillers'  supplies,  pumps  and  fittings,  pipes  and  transporta- 
tion. With  good  prospect  that  the  supply  will  be  maintained  for 

decades,  the  state  is  confident  it  will  get  a  minimum  of  $3  billion 

a  year  out  of  its  earth-fed  petroleum. 

Close  to  100%  of  all  oil  coming  out  of  the  Texas  earth  goes 
immediately  into  a  pipe.  Next  it  moves  to  a  local  or  regional  re- 

finery, or  into  a  pipeline  or  vehicle  that  carries  it  to  distant  re- 
fineries. Pipelines  in  the  state  total  60,000  miles. 

Price  and  import  problems  keep  oil  men  in  a  persistent  tizzy. 
With  energy  needs  of  the  country  expanding  rapidly,  Texans  hope 

their  organic  mineral  industries  won't  be  artificially  restrained  by 
torrents  of  foreign  oil  or  governmental  restrictions. 

Even  so,  there's  scarcely  a  day  that  isn't  marked  by  the  punctur- 
ing of  the  Texas  surface  as  several  dozen  drills  start  probing  for 

black  wealth.  Daring  wildcatters  often  dig  where  geologists  say 
drilling  would  be  folly.  Around  the  state  are  uncounted  thousands 

Continued  on  page  84 
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MONUMENT  marks  site  of  "Spindletop,"  first  gusher 
strike  near  Beaumont  in  1901.  This  started  new  eco- 

nomic era  in  state  which  until  then  was  known  mostly 
for  cattle  raising  and  vast  but  unproductive  desert  land. 

TANK  CARS  used  to  be  major  means  of  transporting 

Texas  oil,  but  now  carry  only  roughly  6%  of  total  pro- 
duction. Forty  percent  goes  into  network  of  interstate 

pipelines,  33%  into  tankers  and  barges,  21%  into  trucks. 

BARGES  like  these  are  used  for  inland  waterway  trans- 
portation of  Texas  oil  to  points  as  far  away  as  Chicago 

or  Minneapolis.  Petroleum  and  petroleum  products  are 

principal  cargo  for  barge  traffic  out  of  Texas. 
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OIL  Continued 

of  comfortably-fixed  residents  whose  venture 
dollars  put  drills  into  uncharted  oil  reserves. 

It  took  three  decades  after  Spindletop, 

but  Texas  finally  grabbed  the  national  oil 
refinery  lead  in  1930  and  its  huge  refineries 
now  produce  28%  of  the  U.  S.  total. 

Present  Texas  refinery  capacity  is  ap- 
proaching 2.5  million  barrels  daily.  It  costs 

about  $1,000  per  barrel  daily  output  to  build 
a  refinery,  indicating  the  stately  stacks  and 
pipes  that  produce  gasoline  and  related 
products  have  a  going  value  of  maybe 
$2.5  billion. 

Texas  doesn't  have  a  near  monopoly  on 
refining,  as  in  the  case  of  petrochemical 
plants,  because  oil  can  be  shipped  easily 
by  barge,  tanker  and  pipeline.  The  state 
has  the  advantage  of  a  nearby  supply  and 
a  ready  market  for  the  leftovers  used  as 
feedstocks  by  the  petrochemical  plants. 

As  auto  engines  increase  their  compres- 
sion and  the  demand  for  potent  aviation 

fuels  expands,  refineries  adopt  new  and 
better  ways  of  cracking  these  hydrocarbons. 
This  involves  new  capital. 

Some  of  the  refineries  are  tremendous,  as 

are  the  tank  farms  that  adjoin  the  working 

equipment.  Largest  is  Humble  Oil  &  Refin- 
ing Co.  at  Baytown,  with  282,000  barrels- 

per-day  crude  charge  capacity.  Other  big 
ones  are  Gulf  at  Port  Arthur,  245,000;  Texas 

at  Port  Arthur,  230,000;  Magnolia  at  Beau- 
mont, 182,500.  Expansion  projects  include 

Humble;  Gulf  and  Texaco  at  Port  Arthur; 

Cosden  at  Big  Spring;  Sinclair  and  Shell  at 
Houston;  Southwestern  at  Corpus  Christi; 

Texas  at  Amarillo,  and  American  at  Texas 

City.  Projected  increases  are  North  Ameri- 
can Petroleum,  at  Corpus  Christi,  and  Avia- 
tion Fuels,  at  Beaumont. 

WHERE  there's  oil  there's  gas,  and  vice 
versa,  around  Texas.  Now  a  source  of  one- 

fourth  the  nation's  energy,  the  hissing  stuff 
that  once  had  to  be  flared  or  capped  because 

it  was  a  nuisance  is  one  of  the  biggest  re- 
sources in  Texas.  Half  of  U.  S.  gas  is  sup- 

plied by  the  state,  with  half  of  the  state's 
5.74  billion  cu.  ft.  output  going  into  a  nation- 

wide pipe  network  for  out-of-state  use — and 
netting  Texas  a  neat  $500  million  annually. 
These  postwar  pipelines,  plus  development  of 
petrochemical  plants,  are  responsible  for  the 

industry's  growth. 
As  the  use  of  gas  increases,  the  known 

supply  increases.  The  current  known  reserve 
of  107  trillion  cu.  ft.,  half  the  national  total, 

is  double  the  figure  20  years  ago.  Some  of 
the  offshore  drilling  operations  are  running 

into  gas  reserves.  They've  already  found 10  trillion  feet. 

Two-thirds  of  Texas  gas  comes  from  gas 

wells,  with  the  rest  emerging  out  of  oil- 
producing  reservoirs  A  lot  of  the  gas  is 

"wet,"  providing  around  180  million  barrels 
of  natural  gasoline,  butane  and  propane. 

These  liquids  are  stripped  from  the  gas  be- 
fore it  goes  into  the  pipeline  network.  They 

are  worth  hundreds  of  millions  of  dollars  and 

nobody  misses  them.  Some  gas  is  turned 
back  into  oil  wells  to  keep  up  pressure. 

Liquids  stripped  from  gas  and  refinery 

by-products  are  the  principal  raw  materials 

OIL  RIGS  IN  THE  GULF 

used  by  the  petrochemical  industry  (see 

petrochemical  story  page  86).  With  such 
convenient  sources  of  basic  materials,  chem- 

ical and  petrochemical  plants  find  Texas 
an  ideal  site.  They  get  cheap  electricity 

from  gas-fired  generators.  Several  aluminum 
plants,  notorious  power  eaters,  are  taking 
advantage  of  this  resource. 

For  a  long  time  to  come,  Texas  industri- 

alists believe,  gas  will  hold  its  rank  as  Texas' 
second  most  important  mineral,  next  to  oil. 

Its  place  in  the  Texas  economy  will  be- 
come more  important  as  more  petrochemical 

plants  are  built,  since  the  value  of  a  cubic 
foot  of  gas  increases  over  12  times  when  it 
is  used  by  a  petrochemical  plant  compared 
to  IVi  times  when  used  as  fuel. 

MANUFACTURING 

JUST  a  decade-and-a-half  ago  Texas  was 
completely  dependent  on  non-Texas  metal 
sources  for  the  iron,  steel  and  aluminum 
used  in  its  industry  and  construction.  World 
War  II  inspired  Sheffield  Steel  Co.  on  the 
Houston  channel  and  Lone  Star  Steel  Co., 

north  of  Longview.  Together  they  turn  out 
1.5  million  tons  a  year.  Lone  Star  uses 

Texas  iron  ore  exclusively,  and  there's 
plenty  of  it.  Sheffield  uses  some  of  the  east 
Texas  ore.  LeTourneau  Inc.  at  Longview, 
Texas  Steel  at  Fort  Worth  and  American 

Bridge's  pipe  mill  at  Orange  are  other 
projects. 

But  Texas  is  prominent  in  the  metals  field 
because  of  its  three  major  aluminum  plants, 
ranking  No.  2  in  the  U.  S.  Alcoa  has 
smelters  at  Point  Comfort,  on  the  coast,  and 
150  miles  inland  at  Rockdale,  northeast  of 

Austin.  Texas  is  Alcoa's  top  producing  state 
(270,000  tons).  Reynolds  Metals  has  a 
plant  at  Corpus  Christi. 

At  Rockdale,  Alcoa  uses  local  lignite 

(low-grade  brown  coal)  as  fuel.  At  Point 
Comfort  Alcoa  is  building  a  $45  million 
alumina  plant  (alumina  is  a  white  powder 
derived  from  the  first  steps  in  the  reduction 
process).  Point  Comfort  adjoins  the  Gulf 

and  is  handy  for  bauxite  imports.  Alcoa 
has  developed  all  this  since  1950. 

Reynolds  is  doubling  its  Corpus  Christi 
plant,  where  it  has  about  90,000  tons  annual 

production. 

Texas'  future  in  aluminum  seems  assured 
not  only  because  of  its  transport  advantages 

but  because  of  the  low-cost  power  sources — 
gas  and  lignite.  Power  costs — and  aluminum 
plants  are  electricity  eaters — compare  favor- 

ably with  the  hydroelectric  rates  in  the 
Pacific  Northwest. 

Copper  is  another  important  Texas  metal. 
Southwestern  copper  and  silver  ores  are 
processed  at  El  Paso,  with  Phelps  Dodge 

Refining  Corp.  and  American  Smelting  & 

Refining  Co.  having  huge  plants  in  this  far 
corner  of  the  state.  A  government  tin  smelter 

was  built  in  Texas  City  during  World  War 
II.  Amarillo  has  zinc  smelting. 

Manufacturing  growth  in  Texas  has  in- 

ALCOA  ALUMINUM  AT  ROCKDALE 

creased  at  a  pace  almost  matching  the  star- 

tling development  of  petrochemistry.  Trans- 
portation equipment  is  a  major  industry, 

including  four  aircraft  plants  and  two  large 

auto  assembly  plants  employing  about  65,- 
000  persons.  Output  is  near  the  half-billion 
mark  in  value  added  by  manufacture.  The 

four  plane  plants  are  Consolidated-Vultee 
(Convair),  Fort  Worth;  Chance  Vought, 
Grand  Prairie,  between  Dallas  and  Fort 

Worth;  Temco  Aircraft,  Grand  Prairie,  mak- 
ing assemblies  and  parts,  and  Bell  Aircraft, 

Fort  Worth,  helicopters.  Major  assembly 

plants  are  operated  by  General  Motors  at 
Arlington,  near  Fort  Worth,  and  Ford,  at 
Dallas. 

Major  industries  are  developing  as  more 

Texas-produced  farm  products  and  plastics 
are  being  processed  into  finished  goods. 

The  apparel  industry  is  growing,  but  the 
textile  industry  consumes  only  a  small  part 

of  Texas  wool  and  cotton.  Signs  are  appear- 
ing that  spinning  and  weaving  plants  may 

become  a  more  important  part  of  the  state's 
industrial  system. 

Timber  resources  in  East  Texas  are  now 

subject  to  modern  conservation  techniques. 

Sawmills  are  expanding  and  the  paper-pulp 

industry  is  growing  as  the  convenience  of 
chemicals  and  transport  facilities  are  utilized. 

Valuable  stone,  clay  and  mineral  deposits 

have  brought  increased  manufacturing  in- 

dustries producing  brick,  tile,  glass  and  pot- 
tery. Cement  and  gypsum  manufacturing 

is  developing,  feeding  the  widespread  con- 
struction of  new  homes,  factories  and  build- 

ings. 
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FACTS  in  a  "nutshell" 

. .  .  about  WFAA-TV's 

rich  42-county 

Dallas-Fort  Worth  market! 

A  great  market  grows  even  greater  as  Sales  Management's  Survey 
of  Buying  Power  (May  10,  1956)  reveals  an 

upward  trend  in  all  major  marketing  statistics  year  after 

year.  A  money-making,  big-spending,  area 

blanketed  by  WFAA-TV's  maximum  power  from  atop  Texas'  tallest 

structure —  1,521'  from  concrete  base  to  antenna  tip. 

FACTS 

POPULATION: 

URBAN  POPULATION: 

EFFECTIVE  BUYING  INCOME: 

RETAIL  SALES: 

AUTO  SALES: 

DRUG  SALES: 

FOOD  SALES 

GENERAL  MERCHANDISE: 

and  what  they  mean 

2,344,800 

1,741,600 

$  3,559,408,000 

$  2,909,268,000 

$  725,963,000 

$  94,383,000 

$  584,367,000 

$  459,495,000 

And  72%  TM  set  denetra- 
tion!  \  \ 

3  out  of  4  families  are  "city 
dwellers."  \  \ 

2  7  Vz  %  of  the  entire  State  of 

Texas.  
J  j 

80 £  out  of  ever/ incoine  dol- 
lar changed  harps. 

Would  provide  \41% 
families  with  a  \$2,5 

car! 

of  the 
i0  new 

Nearly  31%  of  the  (total 

drug  sales  for  theystate/ 

Or,  $1,873,000  spent/on  gro- 

ceries every  sho^>ping\day. 

37.22%  of  Texa\'  total 

SET  COUNT -564,080 

Call  your  PETRYMAN  for  availabilities, 

market  data  and  complete  coverage  information 

NBC-ABC 

Television  Service  of  The  Dallas  Morning  News 

Ralph  Nimmons,  Station  Manager 
DALLAS 
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IN  WICHITA  FALLS,  TEX. 

KSYD-TV 

DOMINATES 

THE  MARKET 

from 

SIGN  ON 

to 

SIGN  OFF 

7  DAYS 

A  WEEK 

10  OUT  OF  THE 

TOP  15  SHOWS* 

7  OUT  OF  THE 

TOP  10  SHOWS* 

NUMBERS  1,2,3, 

AND  4  SHOWS* 

173  top-rated 

quarter  hours  for 

KSYD-TV 

ALL  ON 

KSYD-TV 

Channel 

CBS  TELEVISION 

Syd  Grayson:  Gen.  Mgr. 

HOAG-BLAIR  NATL  REP. 

*  Reference:  May  Pulse  1956 

100,000  WATTS 

WlM    i  m 

THIS  IS  PART  OF  DOW  CHEMICAL  CO.'S  $200  MILLION  FREEPORT  PLANT 

PETROCHEMICALS 

"I  DON'T  CARE  what  you're  wearing- 
shoes,  tie,  shirt,  suit,  underwear,  socks, 

wallet — they're  making  it  out  of  natural  gas 
in  Texas."  And  they're  making  thousands, 
many  thousands,  of  other  products  out  of 

Texas  gas,  according  to  Fred  Cannon,  divi- 
sion sales  manager  of  United  Gas  Corp., 

Beaumont. 

United  is  a  major  marketer  of  gas,  one 
of  the  basic  raw  materials  used  by  the  new 
petrochemical  plants  operating  up  and  down 

the  Gulf  Coast  of  Texas.  This  complex  net- 

work of  plumbing  palaces  uses  by-products 
of  refineries  and  gas  wells,  squeezing,  heating 
and  freezing  them.  The  petrochemical  plants 
look  much  like  refineries,  but  instead  of  fuel 

they  turn  out  raw,  semi-finished  and  finished 
chemicals  and  plastics  that  add  up  into  the 
billions  in  value. 

Petrochemicals  are  products  made  by 

juggling  hydrocarbon  molecules.  The  two 
basic  types  of  petrochemicals,  for  nontechni- 

cal puposes,  are  the  plastics  [polyethylenes] 
and  rubber  [elastomers].  There  are  at  least 

500,000  possible  types  of  petrochemicals, 
according  to  the  scientists  who  tinker  with 
hydrocarbon  molecules. 

Those  pliable  bottles  the  ladies  use  for 
cosmetics  were  once  gas  that  went  through 
a  squeezing  process  and  came  out  a  solid 
material.  And  the  wrappings  on  fresh  food 

came  from  gas — or  maybe  some  of  the  left- 
overs from  a  petroleum  refinery. 

This  mid-century  industrial  miracle  is 
getting  the  attention  of  businessmen  every- 

where as  they  contemplate  the  future.  The 
new  petrochemical  products  give  the  state  an 
income  source  that  may  exceed  $4  billion 

in  1956.  The  growth  is  "typically  Texas," 
they  like  to  say  in  the  Gulf  Coast  luncheon 

clubs,  and  there's  no  disputing  the  point. 
There's  -no  prospect  of  stealing  very  much 

of  this  industry  away  from  Texas.  The  raw 
material — organic  stuff  that  once  lived — is 
handy.  The  refineries  that  provide  some  of 
the  raw  materials  are  concentrated  along  the 

Gulf  Coast.  Petrochemistry's  major  develop- 

ment is  along  the  shore  line,  but  they're 
getting  petrochemistry  upstate,  too  ($30 
million  synthetic  rubber  plant  at  Odessa 
and  the  Panhandle  has  several). 

At  the  start  of  World  War  II  there  were 

some  small  petrochemical  projects  that  for- 
tunately had  been  exploring  ways  of  mak- 

ing rubber,  alcohol  and  plastics.  To  meet 
desperate  wartime  needs,  the  government 

poured  large  sums  into  plants  that  made 
synthetic  rubber  and  polyethylene  products. 
The  rubber  filled  a  void  created  by  loss  of 

foreign  natural  rubber  supplies.  The  new 

polyethylene  plastics  were  used  in  radar 
and  other  gear. 

After  World  War  II  the  expensive  arrays 

of  towers  and  pipes  provided  the  ground- 
work for  a  new  peacetime  industry.  Within 

the  last  decade  billions  of  dollars  have  been 

poured  into  plastic  plants  using  feedstocks 
from  the  refineries  that  range  from  Orange, 

adjoining  the  Louisiana  line,  to  Corpus 
Christi,  several  hundred  miles  around  the 
coastal  crescent.  Natural  gas  is  the  other 

major  raw  material.  After  suitable  squeez- 
ing, gas  becomes  a  solid  called  polyethylene 

which  is  processed  into  plastic  bottles,  pipes, 

fibers,  textiles,  upholstery  covering,  garments 

and  thousands  of  other  items  now  in  every- 
day use.  Synthetic  detergents  have  taken 

over  half  the  soap  market. 

Huge,  sprawling  Texas  is  taking  this  ex- 
plosive industrial  development  in  stride  as 

it  turns  out  85%  of  the  U.  S.  polyethylene 
total.  Most  of  the  expansion  has  come  in 
the  last  decade,  with  the  pace  getting  faster 

every  year.  Production  capacity  has  tripled 
in  the  last  three  years,  a  fantastic  trend 
worth  the  attention  of  those  who  do  busi- 

ness in  Texas.  The  industry  will  keep  on 

growing,  in  the  opinion  of  many  unbiased 
and  non-Stetson-wearing  industrialists.  As  it 
grows,  more  Texans  will  have  jobs,  more 
Texas  raw  materials  will  be  consumed,  and 
in  turn  still  more  Texans  will  have  more 
money. 

That's  a  marketing  viewpoint  of  what  the 
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e  Southwest 

L 

THE 

YOU  CAN'T  TELL  THE 

owb  ova 

lans 

*  COVERAGE     ir  LISTENERSHIP 

*  MERCHANDISING  SUPPORT 

KTOK 

OKLAHOMA  CITY 

1000  KC 

5000  WATTS 

Six  Radio  Stations, 

covering  the  "Heart  of 
the  Southwest."  One  in 
Oklahoma    and  others 
in   Texas.   For  informa- 

ui tion   on   the  individual 

s stations,    see    the  Rep 

>- 

shown,  or  write  to  the 
< individual   station  man- 

ager. 

a. 

O FORT  WORTH 

1360  KC 

5000  WATTS 

"TOM-TOM"  JOHNSON 

FLETCH:  "Now,  boys,  y'all  know  that  the  April-June  Hooperat- 
ings  show  that  we  have  more  listeners  on  my  station  than 

any  other  Fort  Worth  radio  station." 
TOM  TOM:  "Ugh!" 
DEACON:  "Sure,  we've  been  listening  to  you  brag  about  that 

ever  since  the  last  Hooper  came  out  .  .  .  but  you  ought'a  take 
a  reading  on  the  listeners  on  KWBD  in  Brownwood.  And, 
remember,  these  people  have  nothing  but  money  to  spend 

on  merchandise  that  we  advertise." 

TOM  TOM:  "Ugh!" 
TEX-  "You  guys  are  finally  getting  up  in  the  same  league  our 

station's  been  in  all  along.  WACO  has  been  the  most 

popular  station  around  these  here  parts  since  radio  began." 

TOM  TOM:  "Ugh!" 
MOAK:  "You  tell'em  Tex  .  .  .  Me  and  you  have  been  down  here 

in  Central  Texas  for  so  long  ...  I  reckon  we  know  more 

success  stories  than  any  other  two  people  in  the  business." 

TOM  TOM:  "Ugh!" 
JAKE:  "Y'all  are  forgetting  one  of  the  most  important  things. 

Think  how  much  easier  it  is  for  us  to  get  the  retailers  to  go 

along  on  merchandising  support  for  us.  That's  particularly 
important  way  out  here  in  West  Texas  where  there's  so  much 
oil  money  .  .  .  This  cooperation  shore  pays  off." 

TOM  TOM:  "Ugh!" 

Z 
o 

< 

KBWD 
BROWNWOOD 

1380  KC 

1000  WATTS 

'FLETCH"  FLETCHER 

"DEACON"  MAYES 

>- 

CO 

Z 

Uj 

00 

Uj 

ce 

Q_ 

Uj WACO 

WACO 

1460  KC 

1000  WATTS 

KNOW 

TEX"GLASGOW 

"Ugh!' that's  Oklahoman  for 

"JAKE"  HUGHES 
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THE  MANPOWER  OF  PETROCHEMISTRY 

A  FREQUENT  observation  about  pet- 
rochemistry is  that  multi-million-dollar 

plants  can  be  operated  by  three  men 

sitting  at  an  electronic  console.  It's true  that  a  lot  of  the  chemical  and 

petrochemical  plants  employ  only  a 
fraction  of  the  mechanical  personnel 

needed  at,  for  example,  a  steel  fabri- 
cating plant. 

A  look  at  a  major  chemical-petro- 
chemical plant  will  supply  information 

on  this  subject.  Some  60  miles  south 

of  Houston,  Dow  Chemical  Co.  oper- 
ates a  $200  million  project  (it  will  be 

a  lot  larger  in  a  couple  of  years). 
There  Dow  uses  fresh  water,  Gulf 

water,  oyster  shells,  gas,  LPG  (liquid 
petroleum  gas),  sulfur,  benzene,  salt 
and  just  plain  air  to  turn  out  solvents, 

plastics,  glycols,  hydrochloric  acid,  la- 
tex and  rubber  ingredients. 

Anybody  work  there?  Over  6,000 

persons  are  on  the  payrolls  of  Dow's 
Texas  Div.  and  the  small  city  of  Free- 

port  is  thriving,  alert  and  quite  pros- 
perous. The  operating  group  consists 

of  over  2,000  employes.  Another  1,400 

people  work  in  shops,  keeping  equip- 
ment in  operating  condition.  Super- 

visory, technical  and  other  supporting 
services  keep  the  rest  of  the  6,000 
busy. 

To  service  plants  and  people  are  64 
miles  of  streets  ■  and  roads,  27  miles 
of  railroad  track  and  seven  miles  of 

canals  for  barges.  They  are  traversed 
by  525  vehicles,  1,900  owned  or  leased 
tank  cars,  two  tugboats  and  32  owned 

or  leased  barges.  Other  vehicles  in- 
clude 10  buses,  six  taxicabs,  87  pas- 

senger cars  and  20  other  types  of  ve- 
hicles. In  a  recent  year,  buses  and  cabs 

carried  975,000  passengers  and  cargo 

movers  handled  320,000  inter-plant 

shipments;  1,200  barge  loads  of  ma- 
terials crossed  docks,  and  two  tankers 

were  in  chartered  service. 

The  power-generating  system  for 
the  plant  is  rated  at  500,000  kw, 

largest  power  installation  in  Texas  (it 
could  supply  Dallas).  All  types  of 
utilities,  hospitals  and  similar  services 
are  operated.  Employes  use  2,000 

phones  and  a  three-network  radio  sys- 
tem with  16  base  stations  and  120 

mobile  units.  A  hotel,  the  Dow,  is 

operated. 
One  of  the  more  intriguing  opera- 

tions is  the  extraction  of  magnesium 
from  seawater  (a  cubic  mile  of  Gulf 
water  contains  9  billion  pounds  of 
magnesium).  Here  is  one  sample 
product  of  the  hundreds  coming  out 
of  Freeport — enough  ethylene  glycol 
to  keep  the  radiators  of  15  million 
autos  from  freezing. 

There  are  dozens  of  colossal  chemi- 

cal-petrochemical installations  along 
the  Gulf  Coast.  The  plants  use  major 

quantities  of  Texas  raw  materials. 
Many  of  their  hydrocarbon  products 
are  processed  right  in  Texas.  Others 

are  shipped  in  bulk.  Already  petro- 
chemical plants  are  shipping  over  a 

half-hundred  different  products  in  rail- 
road tank  cars,  an  indication  of  the 

way  the  industry  is  growing.  And 

Dow,  by  the  way,  has  major  expan- 
sion projects  under  way. 

Another  instance  of  the  economic 

impact  of  major  chemical  industries: 
DuPont  found  that  its  four  plants 

(Orange,  Victoria,  Beaumont  and 
Houston)  spent  over  $20  million  for 
goods  and  services  with  over  1,000 
Texas  firms  in  1954,  with  payrolls 
amounting  to  $17.9  million. 

Texas  chemical  and  petrochemical  industry 
means  to  Texans  as  Dow  (see  story  above), 
DuPont,  Goodyear,  Goodrich,  Diamond, 

Firestone,  Spencer,  Allied  Chemical,  East- 
man, General  Tire  and  dozens  of  other  lead- 

ing corporations  join  the  petroleum  giants 
in  utilizing  Texas  minerals. 

While  polyethylene's  thousands  of  con- 
sumer and  industrial  products  have  provided 

Texas  with  one  of  American  industry's  most 
dramatic  episodes,  the  interest  in  synthetic 

rubber  is  equally  intense.  Government  rub- 
ber plants  have  been  taken  over  by  Humble 

Oil  &  Refining,  United  Carbon,  Phillips 

Chemical,  Goodyear,  Petro-Tex  and  Good- 
rich-Gulf. A  long  list  of  plant  expansion 

projects  promises  to  increase  the  rubber  out- 
put from  950,000  tons  in  1955,  one-third 

above  the  1954  output,  to  an  estimated  1.7 
million  tons,  almost  half  the  U.  S.  total. 

Petrochemistry  in  West  Texas  will  get  a 
good  boost  when  the  new  Odessa  rubber 

plant  starts  operating  in  another  year.  Wil- 

liam O'Neil,  president  of  General  Tire  & 
Rubber  Co.  (parent  of  RKO  Teleradio  Pic- 

tures), is  the  moving  figure  in  this  $30 
million  project.  Since  General  Tire  uses  a 

lot  of  synthetic  (GR-S)  rubber,  it  has  teamed 

with  El  Paso  Natural  Gas  Co.  to  build  a 

50,000-ton  rubber  project. 
Why  Odessa?  The  answer  is  simple,  ac- 

cording to  the  two  companies.  First,  there  is 
plenty  of  oil  and  gas  around  (Ector  County 

is  often  called  the  highest  oil-produc- 
ing county,  with  the  deepest  wells,  in  Texas). 

Second,  there  are  plants  that  can  provide 
the  butane,  propane  and  natural  gasoline 

that  are  the  basis  of  the  petrochemical  in- 
dustry. El  Paso  Natural  Gas  has  plenty  of 

butane  to  sell.  Under  the  new  project,  it 
will  make  and  sell  about  35,000  tons  of 
butadiene,  a  rubber  ingredient,  plus  styrene, 

which  General  Tire  will  process  into  GR-S 
at  an  adjoining  copolymer  plant.  United 

Carbon  will  buy  the  rest  of  El  Paso's  50,000 
tons  annual  butadiene  capacity. 

Construction  of  the  Odessa  plant  involves 
1,000  workers.  Employment  of  400  is 
planned  when  the  operation  gets  under  way. 

THE  multi-billion-dollar  petrochemical  in- 
dustry and  its  industrial  cousin,  the  chemi- 

cal industry,  are  setting  a  fast  pace  for  the 
rest  of  the  nation  as  they  expand  capacity 
and  add  plants  to  turn  out  new  products. 

Here  are  some  of  their  recent  projects: 

Celanese — Doubling  vinyl  acetate,  other 
expansion,  at  Pampa. 

Consolidatel  Chemical — New  sulfuric  acid 
units  at  Houston  and  Baytown. 

Cosden  Petroleum — Styrene  monomer 
project  at  Big  Spring. 

Diamond  Alkali — Plant  at  Deer  Park. 

Dow  Chemical — $46  million  administra- 
tion center,  labs,  pipelines,  styrene,  other 

expansion  at  Freeport. 

DuPont — New  rubber  plant  at  Beaumont. 

Ethyl — Houston  gasoline  testing  lab. 

Firestone — 75,000-ton  rubber  plant  at 
Orange  ($20  million  project). 

General  Tire — 50,000-ton  rubber  plant  at 
Odessa  (joint  $30  million  project  with  El 
Paso  Natural  Gas). 

Goodrich-Gulf  and  Texas-U.  S.  Chemical 

— Rubber  plant  expansion,  Port  Neches. 

Goodyear  Tire  &  Rubber — 50%  expan- 
sion, Houston  plant. 

Gulf — Second  ethylene  plant  at  Port 
Arthur  started;  third  in  works. 

Humble  Oil  &  Refining — Expansion  of 
Baytown  butadiene  plant  to  65,000  tons. 

Koppers — Expand  Port  Arthur  plant. 
Monsanto — Increase  polyethylene  capac- 
ity 150%  at  Texas  City. 

Petro-Tex — Expand  Houston  rubber  plant. 
Phillips  Chemical  —  Increasing  Borger 

copolymer  and  butadiene  plants  40%. 
Rohm  &  Haas — Proposed  $10  million 

Houston  expansion  (ammonia,  oxygen,  etc.). 

Shell  Chemical — New  Houston  plant. 

Spencer  Chemical — New  Orange  unit. 
Stanolind — Rebuilding  Brownsville  chemi- 

cal plant  (alcohol,  acids,  etc.). 
Tennessee  Gas — Expanding  plant  serving 

feedstocks  to  Petro-Tex  at  Houston. 

Texas  Butadiene  &  Chemical — New  $26 
million  plant  at  Houston. 

Texas  Eastman — Expand  Longview  plastic 
output  to  40  million  pounds. 

Texize  Chemicals — New  Palestine  unit. 

United  Rubber  &  Chemical — Expanding 

Baytown  production. 
Union  Carbide  &  Carbon  Corp. — Doubl- 

ing at  Seadrift  and  Texas  City. 

Warren  Petroleum — Chemical  plant  ad- 
joining Texas  Butadiene. 

PEEL  the  top  off  the  Texas  landscape  and 

you'd  see  the  most  valuable  underground 
storehouse  anywhere,  just  waiting  there  for 
those  who  dig  holes  or  punch  pipes  into  the 
earth.  If  there  is  more  valuable  natural 

wealth  in  any  state,  or  any  country,  geolo- 

gists haven't  found  it. 
Besides  oil  and  gas,  the  fruits  of  sub- 

terranean Texas  include  most  of  the  nation's 
sulfur,  valuable  and  apparently  inexhausti- 

ble quantities  of  oyster  shells,  gypsum,  lime- 
stone and  industrial  clays.  Helium  is  pro- 
duced in  the  Panhandle  near  Amarillo  and 

there  have  been  recent  uranium  finds. 

While  oil  and  gas  dominate  the  mineral 
production,  the  sulfur  output  is  nearing  the 

$100  million-a-year  mark.  Sulfur  is  found 
in  salt  domes  and  is  produced  by  the  Frasch 

method — forcing  superheated  water  into  the 

ground,  gathering  the  molten  sulfur  that 
comes  to  the  surface  and  then  cooling  it. 

Cement  is  important,  and  great  deposits  of 

lignite  (low-grade  brown  coal)  are  available. 
A  method  of  coking  has  been  developed 

and  lignite  now  powers  the  Alcoa  aluminum 

plant  at  Rockdale.  Carbon  black  is  a  multi- 
million  item  around  Amarillo. 
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ESSO  RESEARCH  works  wonders  with  oil 

Modern  asphalt  makes  driving  more  enjoyable 

The  miles  just  seem  to  float  by  when  you  travel  on  quiet,  safe,  easy-to-drive  asphalt  highways. 

Esso  Research,  working  with  oil  and  highway  engineers,  has  helped  develop  tougher,  more  resilient 

surfaces  that  stand  up  under  heavy  travel,  hot  sun,  snow  and  ice.  By  helping  to  pave  the 

way  of  progress  with  asphalt,  again  ESSO  RESEARCH  works  wonders  with  oil! 
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AGRICULTURE 

RICE,  like  all  Texas  farming,  is  big  business.  It  takes  big  fields  and 
big  machines  like  the  combines  in  the  lower  right  and  upper  left  of 
the  picture  to  provide  the  14.9  million  bags  of  rice  produced  in 
Texas  last  year.  This  one  crop  alone  netted  farmers  $68.6  million, 

yet  rice  was  responsible  for  only  3.6%  of  the  state's  total  cash  farm 
income  of  $1.88  billion.  Consequently,  Texas  farmers  are  good 
customers  of  stores,  supply  firms  and  service  industries. 

Texas  farming,  like  the  combines  in  the  photo,  takes  a  lot  of 
unusual  twists.  The  water  problem  is  often  acute,  especially  in  the 
western  half  of  the  state  where  sunshine  abounds.  As  a  result,  Texas 

farmers  have  developed  new  ways  of  dry  farming.  More  interesting, 
they  have  learned  how  to  tap  underground  water  supplies.  This 
liquid  bonanza,  plus  the  rivers,  permits  Texans  to  harvest  over  24 
million  acres  of  crops,  more  than  any  other  state. 

Main  Texas  crops  are  cotton  (and  cottonseed),  grain  sorghum, 
Continued 
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*         AGRICULTURE  Continued 

fruits  and  vegetables,  and  rice  (see  table,  page  93).  Cotton  lint  and 
cottonseed  bring  in  70%  of  the  crop  income,  with  Texas  producing 

27%  of  the  nation's  cotton  crop.  Out  on  the  high  plains  around 
I  Lubbock  are  some  of  the  most  productive  cotton  fields  in  the 

world,  thanks  to  irrigation. 

Texas  is  full  of  farm  "firsts."  There's  rice,  for  example,  livestock, 
pecans  (some  years)  and,  of  course,  cotton-cottonseed. 

The  480,000  irrigated  acres  of  rice,  concentrated  along  a  75- 
mile-wide  coastal  strip,  fit  easily  into  modern  mechanization.  Har- 

vesting begins  as  soon  as  the  grain  is  ripe,  a  new  technique  that 

eliminates  a  lengthy  open-drying  delay.  Two-thirds  of  rice  acreage 
is  kept  idle,  under  common  practice,  with  fields  rotated  so  one  crop 
is  produced  each  third  year.  Seed  is  planted  by  planes  in  the  spring 
and  harvested  between  August  and  November.  The  coastal  plains 

\  are  spotted  with  storage  facilities  but  Houston  and  Beaumont,  in  the 
northeastern  part  of  the  strip,  do  most  of  the  milling  and  marketing. 

Development  of  irrigation  in  Texas  has  been  rapid  in  recent  years, 
with  4.7  million  acres  artificially  wetted  (a  fifth  of  the  total  crop 
acreage).  Farming  would  have  been  tough  in  the  last  six  years, 
exceptionally  dry  ones,  without  the  wells  and  rivers  to  keep  the 
crops  growing. 

There's  a  lot  of  arguing  around  Texas  about  the  underground 
water  supply.  The  water  is  there,  all  right,  nestled  around  limestone 

strata,  and  water-hunting  is  a  big  industry.  In  a  dry-farming  area, 
a  farmer  will  look  at  his  parched  but  productive  land  and  scoff, 

"Those  people  around  Lubbock  are  sucking  up  their  water  so  fast 

|         they  won't  have  any  left  in  a  few  years." 

Lubbock-area  farmers,  operating  power-driven  wells,  don't  seem 
too  disturbed.  Their  pipe  networks  pour  out  vast  quantities  of 
liquid  around  the  fields,  85%  of  which  depend  on  this  fortuitous 

resource.  Because  the  high  plains  soil  is  loamy,  the  rainfall  soaks 

through  and  joins  the  underground  pools.  Piped  distribution  pre- 
vails, preventing  loss  due  to  evaporation  or  seepage,  and  irrigation 

equipment  is  quite  an  industry  on  the  high  plains.  In  Lubbock,  for 

example,  a  late  evening  newscast  on  KDUB-TV  is  sponsored  by 
Standard  Concrete  Pipe. 

The  farmers  aren't  sure  whether  their  water  comes  from  under- 
ground pools  or  a  series  of  sub-surface  rivers  passing  through 

enroute  from  the  Rockies  to  the  Gulf.  But  it's  there,  and  they  use 
it  as  fast  as  the  crops  demand.  They  hope  Mother  Nature  will 

continue  to  dump  rain  and  snow  in  the  Rockies,  if  that's  where 
part  of  the  supply  originates.  Joe  H.  Bryan,  president  of  KCBD- 
TV  Lubbock,  makes  this  observation,  "My  grandfather  has  a  10- 

inch  well  (a  big  one)  he  put  down  30  years  ago.  It's  still  gushing." 
East  Texas  irrigation,  especially  in  the  rice  belt,  has  convenient 

rivers  and  small  streams,  plus  heavier  rainfall. 

Farmers  all  over  Texas  are  operating  profitable  enterprises,  as  a 

rule — -aided  by  the  government  when  surpluses,  like  cotton,  become 
a  problem.  Their  293,000  farms  average  500  acres.  Besides  crops, 
these  plains  and  the  scattered  hill  areas  support  8  million  cattle, 
more  than  any  other  state,  plus  over  5.5  million  sheep  and  lambs, 

another  Texas  "first."  Out  around  the  irrigated  western  plains  it's 
quite  common  for  a  farmer  to  count  his  cash  income  for  the  year 
and  come  up  with  maybe  $16,000  for  his  take.  And  a  larger  operator, 
with  two  or  three  sections  (a  section  is  a  square,  one  mile  on  a  side) 

planted  in  cotton  and  sorghum,  may  have  a  $75,000  year. 

Last  year  wasn't  up  to  the  record  1954  farm  income  total  for  the 
state,  dropping  from  $1.89  billion  to  $1.88  billion  but  nobody  was 
kicking  much.  The  four  million  bales  of  cotton  lint  were  double 
the  total  in  Mississippi,  second  cotton  state,  and  the  1.68  million 

tons  of  cottonseed  tripled  second-ranking  California. 
Texas  is  the  No.  1  cotton  merchandising  state.  The  crop  supports 

RANGE-RIDING  HAS  BEEN  MODERNIZED  ON  TEXAS'  BIG  CATTLE  SPREADS.  THESE  HEREFORDS  ON  500,000-ACRE  WAGGONER 



a  tremendous  cottonseed  oil  industry,  centered  at  Lubbock,  plus 

ginning,  transport  operations,  warehousing,  seed  fertilizers,  insec- 
ticides, farm  machinery  and  factories  processing  hundreds  of  prod- 

ucts. Mechanization  is  a  big  factor  in  cotton,  and  helicopters  are 
used  to  spray  defoliating  chemicals  and  insecticides.  Mechanical 
pickers  and  cleaning  machinery  are  now  widely  used. 

Citrus  fruit  and  vegetables  grow  bountifully  in  parts  of  Texas. 

The  orange-grapefruit  crop,  once  a  national  eye-catcher,  is  recov- 
ering rapidly  from  a  1951  frost  that  left  havoc  in  the  lower  Rio 

Grande  Valley  orchards.  New  frost-resistant  strains  of  pink  grape- 
fruit and  oranges  are  being  developed  and  these  plantings  are  start- 

ing to  come  through.  The  record  grapfruit  crop  of  25.5  million  boxes 
had  dwindled  to  200,000  boxes  in  1952  but  now  is  over  10  times  the 

minimum.  The  orange  crop  has  returned  to  one-third  the  record 
5.2  million  boxes  set  in  1947. 

Texas  is  one  of  the  nation's  leading  pecan  states,  ranking  first  in 
1954  and  second  last  year. 

Through  the  past  century  Texas  has  been  known  as  the  leading 
livestock  state.  Cattle  and  calves  brought  over  $400  million  last 
year  into  the  pockets  of  farmers,  who  generally  prefer  to  be  called 

ranchers.  Their  vast  ranges  supported  eight  million  cattle  three- 
quarters  of  century  ago,  and  there  still  are  eight  million.  The  cattle- 
growing  industry  is  moving  eastward,  however,  a  trend  that  irks 
some  of  the  western  plainsmen.  A  few  nibbles  of  the  mineral-rich 
clumps  out  on  the  plains  are  worth  a  daytime  of  chomping  in  the 
leached  grasses  of  the  moist  East  Texas  and  Gulf  states,  a  plainsman 
will  insist  as  he  looks  over  sparse  ground  that  nourishes  a  fine  steer 
every  5  to  25  acres. 

The  fabled  Texas  longhorn  has  all  but  disappeared.  Motoring 
through  Central  Texas  and  around  the  Gulf  pastures  is  sheer  agony 
to  an  old  rancher  who  sees  fenced  pastures  jammed  with  white, 
humped  Brahman  crossbreeds.  West  Texas  has  its  new  strains,  too. 

FARM  CASH  INCOME  IN  TEXAS,  1955' 

CROPS 

LIVESTOCK 

PRODUCTS 

Cotton  $716,529,000 Cattle $310,877,000 
Cottonseed 83,161,000 Calves 94,829,000 

Wheat 
37,278,000 

Hogs 

58,143,000 

Oats 11,176,000 

Corn 19,162,000 
Lambs 

22,745,000 

Grain 

Wool 
16,859,000 

Sorghum 92,623,000 
Mohair 

12,939,000 

Peanuts 29,905,000 

Poultry- 

62,199,000 

Rice 68,610,000 
Eggs 

66,115,000 Fruit, 

Milk,  Milk 

Vegetables 70,714,000 
Products 109,424,000 

TOTAL  $1,129,158,000 TOTAL 
$754,130,000 

*Doesn't  include  $20.5  million  paid  to  farmers  by  U.  S. 
Government. 
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BRAHMANS:  The  Longhorns  are  gone. 

with  Herefords  and  Angus.  Brahmans  are 
conspicuous  in  the  lush  Eastern  and  Gulf 
Coast  pastures.  Texas  is  finishing  more  of 
its  cattle  instead  of  shipping  them  off  to 
Kansas  and  Iowa  for  fattening. 

Dairying  is  a  growing  Texas  industry,  en- 
couraged by  the  fast  increase  in  population, 

but  it  hasn't  caught  up  to  the  demand. 
Droughts  have  kept  down  the  supply  of 
local  feedstuffs,  a  dairying  necessity,  but  new 

hybrid  sorghums  and  other  grain  develop- 
ments will  help  solve  this  problem. 

Harris  County  (metropolitan  Houston) 

easily  leads  Texas  in  cattle  population,  an- 
other aspect  of  the  modern  livestock  in- 
dustry that  makes  a  West  Texan  snort.  The 

county  has  115,000  cattle  (including  dairy 

cattle),  followed  by  adjacent  Brazoria 
County  with  97,000. 

Easterners  who  motor  up  and  down  the 
thousands  of  miles  of  fine  farm  roads  in 

Texas  will  be  amazed  at  the  sorghum  fields, 

looking  much  like  dwarf  corn.  Grain  sor- 
ghum is  worth  nearly  $100  million  to  Texas 

farmers,  and  there  are  forage  and  silage 
varieties.  Industrial  use  is  developing  as 

grain  sorghum  replaces  corn  in  the  manu- 
facture of  dextrins,  starch  and  syrup.  Over 

four  million  acres  were  planted  to  grain 

sorghum  last  year,  yielding  a  crop  of  114.7 
million  bushels.  Sorghum  does  well  in  Texas, 

being  drought-resistant  and  taking  easily  to 
irrigation.  New  hybrid  strains  are  being  de- 
veloped. 

The  chicken  business  is  good  in  Texas  and 
it  is  now  fifth  in  the  nation.  Peanuts  do  well 

but  progress  in  corn  is  slow  though  over 
two  million  acres  are  planted.  Onions  are 

popular,  yielding  a  quick  cash  crop  worth 
maybe  $7  million.  The  goat  crop  is  good, 
2.2  million  animals  producing  $13  million 

worth  of  mohair  clipped  from  Angora  spe- 
cies originally  brought  over  from  Turkey. 

This  year's  winter  wheat  crop  runs  27.1 
million  bushels,  half  the  average  total  and 

almost  double  last  year's  small  crop  which 
had  a  cash  value  of  $37.3  million.  Wheat  has 
had  some  bad  breaks  from  the  weather  in 

recent  years  but  there  is  enough  to  support 

an  important  milling  industry. 
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wop 'Radio  an d  Television 

Making  millions  of  sales  calls  every  day  on 

personal  friends.  WOAI  has  been  entertaining, 

educating,  selling  more  than  a  million  Texas 

families  for  over  thirty-three  years.  Seven-year-old 

WOAI -TV  serves  more  than  three  hundred 

thousand  south  Texas  families. 
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pa 
THINK  OF  KGUL-TV 

ITS  NEW  SUPER 

TOWER  SERVES 

4  OF  TEXAS  

THE  RICH  GULF 

COAST  AREA 

KGUL-TV's  section  of  Texas,  Galveston,  Houston 

and  the  Gulf  Coast,  represents  one-fourth  of  the 

State's  families  and  buying  power.  The  only  station 

delivering  primary  city  service  to  both  Galveston 

and  Houston. 

GALVESTON,  TEXAS 

Represented 
Nationally 

by  CBS 
Television 

Spot  Sales 

KGUL's  new  1200  foot 
tower  now  bringing  in- 

creased television  en- 
joyment to  additional thousands. 

Area  charted  in 

proportion  to buying  power 

m 
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THE  MARKETS  OF  TEXAS 

HOUSTON 

ON  THE  BANKS  of  Buffalo  Bayou  a 
strolling  Texan  wearing  a  size  10  shoe  can 

set  his  foot  down  on  $24,000  worth  of  front- 

foot  real  estate  as  he  window-gawks  at  the 
Woolworth  store.  This  mid-city  Houston 
retailer,  at  the  corner  of  Main  and  Mc- 

Kinney,  paid  $2,000  a  front-inch  to  buy  the 
old  First  Presbyterian  church  property,  then 

buried  in  a  maze  of  skyscrapers  and  window- 
less  marts. 

Houston's  growth  is — pardon  the  super- 
lative— a  mid-century  industrial  miracle,  and 

an  uncolored  account  of  what  has  happened 
is  likely  to  expose  the  narrator  to  the  scoffs 

of  skeptics  who  haven't  talked  to  a  few 
dozen  of  its  businessmen,  or  taken  a  20- 
minute  drive  down  Main  St.  or  a  100-mile 

ride  through  and  around  the  city  and  ship 
channel. 

Houston  is  big,  very  big.  It  is  the  11th 
U.  S.  city  and,  next  to  Los  Angeles,  is  the 
biggest  metropolis  south  of  a  line  drawn 
from  San  Francisco  through  St.  Louis  to 
Washington.  Its  prosperity,  conceding  the 
sizable  crop  of  millionaires,  is  notable  for  the 

high  buying  power  of  its  families  (over 

$6,000  a  year)  and  the  steady,  high-paying 
jobs  provided  by  business,  industry  and 
agriculture. 

Getting  right  down  to  cases,  here  are  some 

typical  10-year  comparisons  that  will  show 
the  trend  (Harris  County): 

•  Population— 681,000  to  1,077,000  (up 
58%). 

•  Bank  Debits— $8  billion  to  $22.5  billion 
(up  178%). 

•  In  the  1940-55  period,  employment 
rose  from  211,900  to  396,575  (up  87%). 

•  And  in  the  same  years,  unemployment 
fell  from  23,000  to  13,000  (down  44%). 

•  Building  permits  (value,  city  limits  only) 
—$50.7  million  in  1946  to  $137  million  (up 170%). 

The    1946    comparison,    Houston  men 

emphasize,  is  important  because  the  market 
had  taken  a  sudden  spurt  during  World  War 
II  and  was  at  an  abnormal  peak. 

The  metropolitan  area  had  estimated  re- 
tail sales  of  over  $1.3  billion  last  year  com- 

pared to  the  $1.2  billion  (Census  Bureau)  in 
1954.  A  major  wholesaling  center  for  the 
Southwest,  its  1954  wholesale  business  was 
$1.38  billion  (Census  Bureau). 

Houston  is  the  focal  point  of  an  expand- 
ing chemical  and  petrochemical  empire 

stretching  along  the  state's  coastal  strip. 
Within  its  trading  area  over  a  billion  dollars 
worth  of  new  chemical  plants  have  been 

built,  sparked  by  the  wartime  need  for 
polyethylene  and  other  hydrocarbons.  And 

within  this  area  are  some  of  the  world's 
most  valuable  mineral  resources. 

Out  of  this  nucleous  is  coming  the  lead- 
ing manufacturing  area  of  the  entire  South 

and  the  largest  warehousing  facilities.  Old 
Buffalo  Bayou  was  dredged  four  decades  ago 
into  a  ship  channel  whose  passing  freighters 
move  more  cargo  than  any  port  in  the 
United  States  except  New  York. 

In  Houston  they  do  things  in  a  big  way. 
Texas  Medical  Center,  well  under  way,  will 
wind  up  as  a  $100  million  project.  Already 

it  has  a  dozen  large,  modern  hospitals,  medi- 
cal schools  and  professional  quarters  on  a 

163-acre  site  close  to  Rice  Institute.  Mid- 

city  Houston  has  one  of  the  nation's  most 
impressive  collections  of  skyscrapers,  new 

and  ultra-modern.  It  has  a  brand  new  shop- 
ping center,  Gulf  Gate,  described  as  the 

world's  largest  (parking  for  20,000  autos  a 

day).  And  there's  another  world's  largest — 
a  residential  development  called  Sharpstown 
that  will  have  27,000  houses  when  completed. 

Right  now  it's  one-fourth  of  the  way  along. 
There  are  nine  other  major  residential  de- 

velopments under  way.  Western  Skies  Motel, 
on  the  Old  Spanish  Trail,  shuttles  its  guests 
back  and  forth  to  the  airport  by  helicopter. 

Houston  businessmen  are  far-sighted,  ac- 

cording to  Jack  W.  Harris,  KPRC-AM-TV 

vice  president-general  manager,  and  they  are 
making  a  two-year  study  of  the  ways  other 
cities  solve  their  growing-pain  problems. 

Most  of  the  wealth,  he  said,  is  "first  genera- 
tion wealth."  He  added,  "They  made  it  here 

and  have  a  fierce  civic  pride." 
Willard  E.  Walbridge,  executive  vice  presi- 

dent-general manager  of  KTRK-TV,  said 

Houston  "combines  the  best  of  many  cities — 
the  culture  of  New  Orleans  and  the  dynamics 

of  Detroit."  He  said  many  South  Americans 
now  come  to  Houston  to  shop.  Dave  Morris, 

general  manager  of  KNUZ,  said  Texans  go 

to  work  early.  "You  have  to  get  up  early  to 

compete  in  this  market,"  he  explained,  "but 
no  matter  what  your  job,  you  can  do  well 

in  Houston." "The  pace  is  slower  in  Texas,  but  they're 
really  serious,"  said  John  L.  Eisele,  KGUL- 
TV  promotion  manager,  an  ex-easterner. 
William  C.  Bryan,  general  manager  of 

KTRH,  said  Houston's  growth  in  the  last 
seven  or  eight  years  is  unbelievable,  but  he 
predicted  the  nearby  resources  plus  new 
fabricating  and  new  products  will  keep  the 

city  growing  rapidly  toward  the  2  million 

population  mark. 
Just  to  make  sure  that  industries  don't 

mar  the  attractiveness  of  the  city,  the  Cham- 
ber of  Commerce  is  spending  $160,000  to 

study  air  pollution,  in  case  there's  ever  any 
danger  of  fouling-up  the  fresh  air  and  the 
Gulf  breeze.  Some  of  the  hydrocarbon  and 
chemical  plants  emit  odors,  but  most  of  the 
time  the  breeze  wafts  them  away  from  the 

built-up  areas.  "But  it's  not  a  problem," 
assured  Gordon  H.  Turrentine,  C.  of  C.  gen- 

eral manager.  The  chamber  is  the  oldest 
west  of  the  Mississippi.  It  has  8,000  basic 
membership,  with  a  staff  of  65  and  one  of 
the  most  complete  sets  of  facilities  in  the 
nation. 

A  neat  idea  that  is  working  out  well  is 
a  new  and  somewhat  mysterious  Houston 
Industrial  Task  Force.  This  group  meets 
secretly  when  someone  comes  to  Houston 
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in  search  of  an  industrial  site.  If  there's  one 

thing  Houston  boasts  of  most,  it's  a  water- 
front packed  with  facilities  for  industry.  The 

ship  channel  (50  miles  long,  300  feet  min- 
imum width,  36-ft.  depth)  is  lined  with  berths 

and  warehouses  and  transport  facilities.  The 
task  force  has  met  with  a  dozen  industrialists, 

losing  only  two  of  the  prospects.  Specialists 
on  the  task  force  answer  questions  and  show 
how  neatly  a  proposed  industry  can  be  fitted 
into  the  Houston  industrial  picture. 

Metal  fabricating  is  one  of  the  main 
Houston  industries,  setting  the  pace  for  a 

new  industrial  trend— production  of  finished 

goods  from  all  the  local  chemical  and  raw- 
material  industries.  It's  safe  to  assume  that 
Houston  some  day  will  roll  and  extrude  an 

important  part  of  the  Texas  aluminum  pro- 
duction. As  a  heavy  consumer  of  metals — 

pipe,  for  example — Texas  is  just  getting  its 
iron-steel  and  aluminum  processing  under 
way.  Low  fuel  costs,  relatively  quiet  labor 

relations,  a  good  supply  of  labor  and  con- 
venient transport  facilities  should  spur  this 

trend.  A  lot  of  the  plastic  and  rubber  ma- 
terials produced  on  the  Gulf  Coast  are 

shipped  elsewhere  for  processing  into  fin- 
ished goods,  still  another  opportunity  Hous- 

ton businessman  aren't  likely  to  overlook. 

MID-SUMMER  finds  a  flurry  of  industrial 
projects  that  typify  the  way  Houston 

has  developed  in  a  decade-and-a-half.  Hum- 
ble Oil  in  late  June  announced  still  another 

multi-million-dollar  addition  to  its  enormous 

Baytown  plant,  possibly  a  $25  million  invest- 
ment. A  whole  series  of  other  mid-summer 

projects  would  add  up  to  over  $500  million. 
These  include  a  pending  Jones  &  Laughlin 

Corp.  plant  representing  $250  million  to 
$350  million;  Southwestern  Industrial  Elec- 

tronics multi-million  plant  plus  American 
Can,  Celanese  and  Kellogg  projects,  for 
example. 

U.  S.  Steel  has  been  looking  around  the 
ship  channel  for  a  possible  plant  site.  Revere 
Brass  &  Copper  and  General  Motors  are 
others  that  reportedly  have  shown  an  interest 
in  Houston.  General  Foods  will  expand  its 
Maxwell  House  coffee  plant.  The  Sheffield 
Steel  plant,  unit  of  Armco  Steel  Corp.,  is 
in  the  middle  of  an  expansion  program. 

The  Port  of  Houston  is  a  man-made 
triumph.  Buffalo  Bayou  winds  up  near  the 
business  section  with  a  wide  turning  basin. 
The  shores  offer  a  sharp  contrast  to  the 

attractive  mid-city  skyscrapers,  big  churches, 
schools,  parks  and  other  ornamental  areas, 
but  they  also  offer  thousands  of  well-paying 

jobs  and  one  of  the  nation's  more  important 
industrial  centers.  Ten  firms  are  spending 

$150  million  currently  to  enlarge  channel 
plants.  A  hundred  steamship  lines  ply  the 

ship  channel,  with  3,500  deep-sea  vessels 
using  the  port  in  a  year.  Nearly  44  million 
tons  of  cargo  were  moved  in  1955,  1V2% 
over  1954.  Petroleum,  grain,  general  cargo, 

sand-shells  and  merchandise  were  the  prin- 

cipal cargoes. 
A  new  transport  gimmick  is  being  tried  by 

Pan-Atlantic,  shipping  subsidiary  of  McLean 
Industries.  Pan-Atlantic  can  ship  58  35-foot 
truck  trailers  between  Houston  and  New 

York  on  the  deck  of  a  tanker.  Seven  special 
ships  that  will  carry  nearly  300  trailers  are 
now  planned.  This  is  a  sort  of  highway 
seatrain. 

While  Harris  County  is  often  called  the 
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leading  industrial  county  of  the  South,  it  is 
also  an  important  agricultural  area.  Harris 
County  has  113,000  cattle,  more  than  any 

other  county  in  Texas.  It's  not  unusual  out 
in  the  county  to  see  an  adjoining  refinery, 
sorghum  field  and  pasture  along  a  highway. 
Winters  often  are  frost-free.  Summers  are 

hot  and  humid  but  there's  a  Gulf  breeze. 
Houston  has  plenty  of  water,  including 

45-inch  annual  rainfall.  There  is  water  for 

industry  from  both  surface  and  underground 

supplies.  The  city  is  served  by  six  trunk-line 
railroads.  It  has  a  gorgeous  airport  with 

heavy  traffic  and  a  web  of  cross-country 
pipelines.  A  50-mile  freeway  connects  Gal- 

veston and  a  half-dozen  other  freeways  are 
under  way. 

The  cultural  side  has  been  emphasized  in 
recent  decades.  The  two  universities — Rice 

Institute  and  U.  of  Houston — are  flanked  by 
medical  and  dental  schools  in  the  Medical 
Center.  New  auditoriums  have  been  built 

and  the  city  claims  more  air-conditioned 
convention  facilities  than  any  other  U.  S. 
city. 

Houston  (Harris  County)  has  more  people 
than  15  of  the  48  states.  Its  475,000  motor 
vehicles  exceed  those  of  14  states. 

Probably  its  proudest  achievement  is  the 
almost  unbelievable  Medical  Center.  Already 
it  includes  Baylor  U.  College  of  Medicine; 
Hermann  Hospital;  Methodist  Hospital;  M. 
D.  Anderson  Hospital  for  Cancer  Research; 

Texas  Children's  Hospital;  St.  Luke's  Epis- 
copal Hospital;  U.  of  Texas  Dental  Branch; 

Arabia  Temple  Crippled  Children's  Clinic; 
Medical  Library  of  Houston  Academy  of 

Medicine;  14-story  medical-dental  profes- 
sional building.  Others  are  planned. 

Houston  is  growing,  especially  toward  the 

south.  Two  years  ago  it  staged  a  huge  cele- 
bration marking  its  millionth  citizen.  Already 

there's'  occasional  buzzing  at  luncheon  club 
tables  about  the  second  million. 

GALVESTON 

GALVESTON  is  connected  to  Houston  by 
a  fast  freeway,  broadcast  signals,  a  heavy 
flow  of  commerce  and  people,  and  a  large 
group  of  major  chemical,  petrochemical  and 
petroleum  industries.  It  has  a  busy  port  10 
miles  from  the  open  Gulf.  The  port  often 

called  the  "world's  largest  sulfur  port,"  han- 
dles cotton,  grain,  petroleum  and  chemicals. 

The  recreation  side  of  the  beach  strip  is 
of  economic  value,  though  gambling  and 

other  lusty  pastimes  aren't  as  abandoned 
and  uncontrolled  as  in  earlier  days.  Petro- 

leum and  gas  production  brings  in  big 
money  for  producers  and  workers  and  feeds 
chemical  and  petrochemical  industries. 

Population  of  Galveston  City  is  75,000, 

with  27,500  in  adjacent  Texas  City  or  136,- 
000  in  Galveston  County.  Grazing  and  farm 
land  in  the  south  produce  livestock,  dairy 
items,  poultry,  fruit  and  vegetables. 

A  new  Pelican  Island  development  will 
provide  added  industrial  sites.  Texas  U.  has 

its  medical  school  in  the  city.  Texas  City 
has  an  industrial  port  that  can  handle  Sea- 
train  Lines,  which  loads  railroad  cars  on 

ships  and  hauls  them  away.  While  Galves- 
ton has  150  manufacturing  industries  with 

a  $35  million  payroll,  it  has  interesting  resi- 
dential areas,  including  palm-shaded  homes 

in  the  center  of  the  city. 
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DALLAS 

HERE'S  YOUR  BEST  HOUSTON  RADIO  BUY 

Top  Programming        Top  Personalities 

Top  Promotions 

MUSIC     •     NEWS*    SPORTS  •  MYSTERIES 

MUTUAL  FOR  HOUSTON   AND  SOUTH  TEXAS 

REPRESENTED  NATIONALLY    BY  PAUL  RAYMER  CO. 

1920 

Building  more  and  more 
loyal  listeners  has  paid 
off  in  sales  for  more  and 
more  advertisers  for  36 

years 
1310 
101.1  FM 

1956 

REPRESENTED  NATIONALLY  BY 
JOHN  BLAIR  AND  COMPANY 

THERE'S  not  too  much  difference  between 
the  commercial  talk  around  Dallas  and  the 

nerve-center  feeling  in  New  York  except  that 
New  Yorkers  consider  the  whole  U.  S.  their 

apple  and  in  Dallas  they  like  to  talk — 
with  considerable  merit — about  the  "Dallas 
Southwest."  This  area  is  described  as  "20 
million  people  with  over  $25  billion  dollars 

in  effective  annual  buying  power." 
The  only  Dallas  trait  that  resembles  tradi- 

tional Texas  legends  is  the  promotional  en- 
thusiasm of  its  businessmen.  Just  to  show 

they  aren't  talking  through  their  hats — and 
even  the  smaller  one-gallon  Stetsons  are 
scarce — the  men  of  commerce  point  to  these 
achievements  in  a  single  year: 

New  1,001-room  Statler  Hilton  Hotel, 

largest  non-resort  hotel  built  in  a  quarter- 
century;  new  Sheraton-Dallas,  600  rooms, 

under  way  as  part  of  a  huge  Southland  Cen- 
ter; new  Santa  Fe  mainline  to  Chicago;  new 

Braniff  and  Delta  airline  routes  to  Wash- 
ington and  New  York,  plus  feeders;  28 

major  new  office  buildings  in  a  decade,  with 
five  more  under  way  and  a  sixth  starting 

this  year;  No.  4  city  in  U.  S.  for  volume  of 
new  building;  new  convention  auditorium, 
ready  next  year;  three  new  lakes  for  water 
storage;  $20  million  improvement  at  Love 
Field  airport  (and  it  sure  needs  it);  new  $58 
million  turnpike  to  Fort  Worth. 

And  finally,  a  collection  of  planned  in- 
dustrial districts  that  is  setting  the  pace  for 

the  rest  of  the  United  States.  Dallas  has  15 

of  these  carefully  planned  areas.  Trinity 

industrial  district,  a  decade-old,  $55  million 
project,  has  650  tenants  employing  10,000 
and  the  list  includes  Ford,  Sylvania  and 
Pittsburgh  Plate  Glass.  Brook  Hollow  has 
grown  from  a  wheat  field  in  two  years.  The 
Webb  &  Knapp  interests  (New  York)  have 
$9  million  worth  of  land  between  Dallas 

and  Fort  Worth  and  they  are  thinking  in 
terms  of  a  $1  billion  project  with  jobs  for 
100,000  persons. 

Exchange  Park,  now  under  way  in  the 

city,  will  include  a  1,000-room  hotel,  medi- 
cal center,  department  store  and  150  retail 

shops,  plus  air-conditioned  streets  for  pedes- 
trians, and  Inwood  will  house  more  plants. 

VITAL  STATISTICS  of  Dallas  are  impressive 
as  are  the  rate  of  expansion  and  the  influence 

exerted  all  over  the  Southwest  by  the  finan- 
cial houses  and  distributors.  Population  by 

mid-1956  can  be  reasonably  estimated  at 

800,000,  in  view  of  Jan.  1  independent  esti- 
mates (Sales  Management,  792,400).  Retail 

sales  rose  55%  between  1948-54  and  ran 
about  $1.2  billion  last  year,  according  to 
Dallas  businessmen,  but  wholesale  activity 
reaching  east  to  Mississippi,  north  to  the 

Kansas  line  and  into  Arkansas,  and  west- 
ward to  Arizona  has  reached  $1.9  billion. 

But  the  Dallas  population  and  its  business 
trends  must  be  weighed  against  the  claim 

that  the  city  is  the  fastest-growing  commer- 
cial and  industrial  metropolis  in  the  nation. 

They  must  be  weighed,  also,  against  the  in- 
fluence of  an  economic  Siamese  twin — Fort 

Worth.  A  bumpy  30-mile  ride  over  Route 
80  in  a  shoddy  bus  passes  through  a  built-up 
area  that  offers  few  views  of  open  fields, 

but  eye-opening  General  Motors  assembly, 
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NO  OTHER  TV  STATION  IN 

TEXAS  gives  you  as  much 

coverage  as  .  .  . 

MM 

KRLD-TV's  Channel  4,  telecasting  with  maximum 

power  from  the  top  of  Texas'  tallest  tower,  covers 
more  than  28,500  square  miles,  a  much  greater 
coverage  than  provided  by  any  other  station 

operating  in  the  Dallas-Fort  Worth  area  .  .  .  and 
the  greatest  coverage  given  by  any  station  in  Texas. 

KRLD-TV  presents  the  12  top  "Once  A 

Week"  shows  (13  out  of  the  top  i  5)  together 

with  5  out  of  the  top  10  "Multi- Weekly" 

ShOWS  ••••••    •••••  and,  in  this  4  station  market.  • 

KRLD-TV  HAS  THE  GREATEST  DALLAS  AUDIENCE  OF 

ANY  OTHER  STATION  IN  DALLAS-FT.  WORTH  AREA 

MONDAY  TO  FRIDAY 

7  AM-12  N         12  N-6  PM       6  PM-12  MID 
SUNDAY 

8:30  AM-12  N       12  N-6  PM       6  PM-12  MID. 

KRLD-TV 
STATION  B 

STATION  C 

STATION  D 

55      30      38      KRLD-TV  64 

31         32        26       STATION  B  32 

14        28        24       STATION  C  4 

10        13       STATION  D 

Telepulse  Report  —  Dallas  Metropolitan  Area 

April,  1956 

MAXIMUM •V*  •  •  •  •■•  •  • POWER 

Owners  and  operators  of  KRLD  -  50,000  Watts,  The  Dallas  Times 
Herald  Station,  Herald  Square,  Dallas  2,  Texas. 

JOHN  W.  RUNYON,  Chairman  of  the  Board  -  CLYDE  W.  REMBERT,  President 
REPRESENTED  BY  THE  BRANHAM  COMPANY 
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big  airplane  and  other  plants.  On  a  clear 

day — and  most  of  them  are — an  eager  ob- 
server willing  to  ride  up  the  1,685-foot  can- 

delabra tv  tower  of  WFAA-TV  and  KRLD- 
TV  would  be  able  to  see  over  a  million 

people  tied  by  the  Route  80  built-up  strip 
and  splattered  with  perimeter  communities 

(Irving  had  2,612  people  in  1950,  26,000 
in  1956). 

Just  a  century  ago  Dallas  was  founded, 
for  no  particular  reason,  in  the  heart  of 
Dallas  County.  There  was  a  modest  river, 
the  Trinity,  but  a  town  could  just  as  well 
have  been  started  in  a  thousand  other  places. 
The  railroads  came  in  the  1870s,  and  Dallas 

has  grown  steadily  and  with  celerity  ever 
since  in  what  was  once  a  farming  area.  The 

nerve-center  aspect  is  traced  to  top-level  oil 
management,  oil  servicing,  insurance,  big 
banks,  11th  Federal  Reserve  Bank,  whole- 
saleing,  transportation  and  manufacturing  of 
finished  products.  Supporting  these  economic 

influences  is  a  let's-do-it  organization  known 
as  the  Citizens  Council,  a  group  of  leading 

businessmen  "who  can  say  yes"  when  a 
million  dollars  or  so  is  needed  to  get  a  Dallas 
improvement  project  started. 

Alex  Keese,  director  of  the  A.  H.  Belo 

Corp.  broadcast  properties  (WFAA-AM- 

TV),  said  Dallas  is  the  fastest-growing  non- 
resort  city  in  the  nation  due  to  its  whole- 

sale and  financial  influences.  A.  H.  Belo 

Corp.,  publishing  the  News  and  a  770-page 
Texas  Almanac,  is  the  oldest  business  in- 

stitution in  Texas,  according  to  James  M. 
Moroney  Jr.,  treasurer. 

Clyde  W.  Rembert,  president,  and  William 
A.  Roberts,  general  manager  of  KRLD-AM- 

TV,  noted  that  Dallas  has  about  the  highest 
ratio  of  families  in  the  $4,000-and-up  in- 

come class  of  any  major  metropolis.  They 
listed  major  manufacturers  who  have  Dallas 
plants,  and  Mr.  Roberts  added  that  there 
are  more  cattle  east  of  Dallas  than  west  of 
Fort  Worth. 

Gordon  McLendon,  president  of  KLIF 

(Noemac  station),  traced  Dallas'  growth  to 
oil  wealth  and  its  tax  benefits,  large  banks 

("three  of  them  bigger  than  any  in  Houston") 
and  good  labor  relations. 

Texans  think  nothing  of  driving  200  miles 
to  shop  at  famed  Neiman  Marcus,  Titche- 
Goettinger  or  the  other  Dallas  stores,  said 
James  Fitzpatrick,  in  charge  of  Belo  Corp. 
research.  The  Federal  Reserve  Bank  reports 
department  store  sales  are  running  1  %  over 
1955  and  industry  is  doing  4%  to  5%  better. 

Dallas  businessmen  keep  bringing  up  the 
building-permit  record — $167  million  last 
year,  fourth  highest  in  the  United  States 

(next  to  New  York,  Los  Angeles  and  Chi- 

cago, and — ahem,  ahead  of  Houston). 

They're  keen  economic  rivals  of  Houston, 
and  concede  that  it's  bigger,  but  they  profess 
only  mild  concern  about  the  promotional 
zeal  of  neighboring  Fort  Worth. 

While  Dallas  enjoys  no  exemption  from 
traditional  Texas  summers,  it  has  120,000 
room  air-conditioning  units,  6,500  homes 

with  central  systems  and  what's  becoming 
universal  cooling  of  business  and  hotel 

space.  Rainfall  is  less  than  in  "humid 

Houston"  and  more  than  the  dry  plains  pre- cipitation. 

Among  Dallas  "firsts"  in  Southwest  are 
these:  First  in  population  on  a  100-mile 
basis;  wholesale  sales;  manufacturing  em- 
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ployment;  air  traffic;  number  of  legal  reserve 
insurance  company  home  offices. 

World  War  II  started  the  aircraft  boom. 

Chance  Vought,  biggest  Dallas  employer 
with  12,000  workers,  did  $147  million  in 
sales  last  year  and  has  a  $1.2  million  weekly 
payroll.  Its  ouput  includes  bombers,  carrier 
planes  and  guided  missies.  Nearby  is  Temco 

Aircraft,  with  7,000  employes,  making  sub- 
assemblies, modifying  aircraft  and  making 

its  own  planes,  and  doing  $78  million  a  year. 
It  has  contracts  for  13  different  types  of 

planes  and  is  a  rather  unpublicized  but  criti- 
cal unit  in  the  aircraft  production  field.  To 

the  west  are  the  huge  Bell  helicopter  plant 
and  Convair,  part  of  the  Fort  Worth  scene. 

Ford  Motor  Co.  heads  the  automotive  in- 

dustry with  the  largest  assembly  unit  outside 
its  Detroit  headquarters.  General  Motors 
has  a  plant  at  Arlington,  closer  to  Fort 
Worth.  Electronics  plants  are  expanding, 
led  by  Collins  Radio  Co.,  employing  2,000 

(military,  communications  and  broadcast 
equipment  plus  sales  headquarters);  Texas 
Instrument  Co.,  2,800  employes  and  $28.3 
million  sales  (largest  germanium  transistor 

producer,  only  high-temperature  silicon  tran- 
sistor manufacturer),  and  Continental  Elec- 

tronics Mfg.  Co. 

Here  are  some  quick  Dallas  indicators: 
•  $21.7  billion  annual  bank  clearings; 

$2.1  billion  deposits. 

•  25%  of  employes  in  manufacturing. 

•  28,000  employed  in  construction;  same 
number  in  wholesale  trade. 

•  Rail,  air  and  highway  center. 

•  Southwestern  Bell  Telephone  headquar- 
ters for  Texas;  also  Western  Union. 

•  Nineteenth  city  in  retail  sales,  21st  in 

population. 

•  Dallas  life  insurance  companies  have 
$1  billion  in  assets,  $4  billion  insurance  in 
force. 

•  High  ratio  of  feminine  employment, 
with  107,000  women  working  (next  to  D.C.) . 

•  Candelabra  tv  tower  (WFAA-TV, 
KRLD-TV)  made  electronic  history;  Dallas 
and  Fort  Worth  stations  cover  over  million 

people  in  Dallas-Tarrant  counties  alone. 
•  Third-ranking  fashion  center  in  U.  S., 

especially  women's  outerwear. 
•  Dominant  finished-goods  processor  in 

Southwest;  getting  active  in  petrochemical 

processing. 

•  State  Fair  (world's  largest)  draws  IVi 
million  persons,  Cotton  Bowl  football  game 

100,000  or  more. 
•  Southern  Methodist  U.  and  Dallas  U. 

•  High  wages;  per  family  buying  income 
$6,196  (Sales  Management). 

Dallas  figures  it  will  have  a  million  in  the 
metropolitan  area  within  seven  years.  If 
Dallas  and  Fort  Worth  keep  up  their  present 

pace,  there  may  be  over  2  million  by  the 
time  the  1970  census  enumerators  make 

their  count,  judging  by  some  prophesies. 

The  Webb  &  Knapp  billion-dollar  center 
midway  between  the  cities,  plus  plane  and 

auto  plants,  inevitably  will  widen  the  present 

highway  links  into  a  broad  built-up  band. 
Tv  and  radio  will  promote  the  union,  since 
Dallas  and  Fort  Worth  stations  sell  in  each 

other's  backyards  and  throw  signals  that  are 
wholly  indifferent  to  county  lines. 

Currently  about  80,000  people  live  on  the 
Route  80  connection  between  the  two  cities. 

Maybe  they'll  have  to  call  the  market  Dal- 
worth  or  Fort  Dall  or  something  one  of  these 
decades,  but  that  would  take  a  lot  of  fun 

out  of  Fort  Worth's  energetic  promotion. 

DALLAS'  Statler  Hilton  Hotel,  complete  with  heliport  (inset) 
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What  makes  a  Radio  Station  GREAT? 

T1?  <S 

A  Market 

Media  Dominance 

Programs 

-E^tr*'  WFAA  serves  a  broad  area  in  North  Texas,  Oklahoma,  Arkansas  and 
Louisiana.  The  111  Texas  counties  which  form  the  heart  of  the  market  alone  include  a 

population  of  1,000,215  as  reported  by  the  1950  census  and  an  income  of  well  over 

$6  billion.  It  is  the  richest  market  in  a  state  known  for  its  wealth. 

In  the  WFAA  market,  the  average  adult  family  listens  to  radio  32 

hours  a  week;  looks  at  TV  28  hours  and  52  minutes;  reads  newspapers  7  hours  and  33 

minutes;  reads  magazines  4  hours  and  4  minutes. 

^ft*!^  WFAA  has  8  of  the  top  10  quarter  hours  heard  on  all  North  Texas 

stations  —  and  they  are  all  WFAA-produced! 

WFAA  is  "heard  regularly"  by  42.4%  of  the  families  in  North  Texas 
in  daytime;  26.8%  at  night.  More  people  prefer  WFAA-820  news  than 

news  on  the  next  three  stations  combined. 

To  Reach  North  Texas,  use  radio. 

To  Sell  North  Texas,  use  WFAA 

A  Great  Radio  Station 

(All  figures  from  Whan  Study 

A.  C.  Nielsen,  N.S.I.) 

A  Clear  Channel  Service  of 

the  Dallas  Morning  News 

w 

Alex  Keese,  Director 
Geo.  Utley,  Commercial  Manager 

Edward   Petry  &  Co.,  Inc.,  Representatives 
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FORT  WORTH 

OF  ALL  Texas  cities,  Fort  Worth  is  most 

adept  at  maintaining  the  "howdy,  pardner" 
tradition  in  the  face  of  some  of  the  fastest 

metropolitan  evolution  to  be  found  any- 
where. 

Aside  from  the  friendly  and  informal  at- 
mosphere of  the  business  folk,  the  visitor  to 

Fort  Worth  inevitably  must  brand  this  cow- 
town  as  a  center  of  two  modern  industrial 

developments — aircraft  and  autos;  a  live- 
stock marketing  and  processing  headquar- 

ters, of  course;  grain  storage  and  milling 
focal  point,  and  finally  a  mixture  of  heavy 
and  light  industry. 

To  top  off  this  somewhat  disillusioning 

set  of  impressions — disillusioning,  that  is,  to 
the  stranger  who  may  have  believed  some 
of  the  favorite  local  folklore — Fort  Worth 
has  now  come  up  with  what  looks  like  the 
most  ultra  of  all  the  ultra-futuristic  down- 

town development  projects  in  the  whole 
U.  S. 

This  plan  would  provide  traffic-free 
streets,  little  parks  and  places  to  sit,  lots  of 

nearby  parking,  pedestrian  lanes  and  under- 
ground facilities  to  service  stores  and  build- 

ings. Known  as  the  Gruen  Plan,  it  would 
retain  the  good  buildings  in  the  downtown, 

clean  out  the  junky  ones,  provide  easy  access 

for  shoppers  and,  they're  hoping,  pull  some 
business  and  industry  away  from  neighbor- 

ing Dallas. 

The  best  way  to  start  off  a  marketing  look 
at  Fort  Worth  is  to  drop  in  on  one  of  its 

better-known  oldtimers.  Out  east  of  the  city, 
where  bulldozers  are  chewing  a  toll-road 

clover-leaf  out  of  what  an  exaggerating 
Texan  might  describe  as  a  hill,  Stetson- 
topped  Harold  Hough  presides  over  the  mod- 

ern WBAP-AM-TV  plant,  one  of  the  many 
monuments  to  the  late  Amon  Carter  whose 

enthusiasm  dominates  the  city's  story  of  civic 
and  commercial  development. 

Feet  on  desk,  Mr.  Hough  wraps  up  the 

whole  history  of  Fort  Worth  in  a  few  sen- 

tences, "When  I  came  here  there  were  more 
saloons  than  houses.  It  was  a  railroad  cen- 

ter. Along  came  oil  and  the  stockyards. 
Now  we  have  500,000  people  in  Tarrant 
County,  General  Motors,  Convair,  Bell 

Aircraft  and  heavy  industry — and  the  Gruen 

Plan." 
Here's  the  way  principal  industries  con- 

tribute to  the  Fort  Worth  area  economy: 
Convair  employs  up  to  22,000  at  its  plant 
(called  largest  in  world),  adjoining  Carswell 

Field.  Convair's  1955  payroll  was  $97  mil- lion and  it  subcontracts  millions  of  dollars 

of  plane  materials  around  the  area.  Carswell 
Field  has  a  $2.5  million  monthly  payroll 
and  spends  $8  million  a  year  locally  in 

supply  purchases.  Convair  modernizes  B-36 
bombers,  having  built  them  after  World  War 

II.  Now  it  has  contracts  for  B-58  supersonic 
bombers  and  a  nuclear-powered  plane.  Bell 
Aircraft,  at  suburban  Hurst  between  $12 
million  Amon  Carter  Field  (an  aeronautic 
palace)  and  the  downtown,  adds  $30  million 

to  the  community — $18.5  million  in  payrolls 
and  $10.8  million  in  goods  and  services. 
Bell  (helicopters)  has  3,000  employes,  had 
$204  million  in  gross  sales  last  year  (10% 
over  1954)  and  has  $200  million  in  unfilled 

orders.  That's  why  the  total  aeronautic  pay- 

roll in  the  metropolitan  area  tops  $200 
million. 

General  Motors  has  a  two-year-old  assem- 
bly plant  at  Arlington  with  a  capacity  of  800 

cars  a  day  and  peak  employment  of  2,000. 
The  plant  was  feeling  the  spring  slack  that 
hit  the  whole  automotive  industry. 

With  around  675  manufacturing  plants, 

Fort  Worth  claims  $1.25  billion  production 

from  plants  that  provide  work  for  190,000 

persons. The  big  stockyards  are  the  largest  south 
of  Kansas  City,  move  5  million  head  a  year, 

employ  10,000  persons  and  have  a  $30  mil- 
lion payroll.  The  meat  business  began  in 

1902  when  two  processing  plants  were  set 

up  after  somebody  figured  they  might  as  well 
make  some  money  off  the  cattle  instead  of 

shipping  them  to  Kansas  City. 
Other  Fort  Worth  industries  are  foundry 

products,  oilfield  equipment,  machine  tools 

other  daring  promotion,  but  Dallas  expects 
to  recover  its  prestige  with  a  new  Love  Field 
terminal  that  will  have  moving  sidewalks 

to  plane-side  and  15-minute  access  to  down- 
town. 

Fort  Worth  boasts  of  its  year-round  mild 
weather  as  an  inducement  to  new  industry, 
but  concedes  summers  get  pretty  hot.  Julian 

B.  Thomas,  president  of  Texas  Electric 
Service  Co.,  said  the  utility  builds  power 
plants  without  walls,  saving  maybe  a  sixth 
of  the  cost.  The  number  of  meters  in  the 
urban  area  has  increased  from  49,000  in 

1940  to  135,600  last  Jan.  1.  Beeman  Fisher, 
TESCO  vice  president,  in  referring  to  Fort 

Worth's  growth,  called  it  "the  hottest  area 

in  the  country." Everything  is  air-conditioned,  said  George 
Cranston,  general  manager  of  the  WBAP 

stations— "everything  but  the  outdoors  and 
we're  working  on  that,"  referring  to  the 

TOMORROW'S  Fort  Worth  may  look  like  this,  with  center  of  city  turned  into  a 
traffic-free  shopping  and  commercial  park  surrounded  by  freeway. 

and  dies,  windmills,  air-conditioners,  mill 
machinery,  cement,  containers,  leather 
goods,  soap,  farm  equipment  and  candy. 

The  city  has  railroads  and  highways  radiat- 
ing in  all  directions. 

Fort  Worth  has  always  indulged  itself 

recklessly  to  enjoy  a  few  laughs  at  the  ex- 
pense of  Dallas.  This  civic  trait  is  traced 

back  to  the  1870s  when  spirited  residents 
raised  $100,000  and  induced  the  Santa  Fe 

to  run  its  tracks  into  the  city  instead  of 

Dallas.  It  took  Dallas  four-score  years  to 
get  even,  Santa  Fe  having  recently  put  a 

spur  into  that  city,  30  miles  to  the  east. 
When  world  fairs  were  the  rage  in  the  late 
1930s,  Fort  Worth  topped  a  Dallas  show 
with  a  cowtown  carnival  that  cost  plenty 
but  brightened  luncheon  club  conversations 

for  years.   Amon  Carter  Airport  was  an- 

popularity  of  auto  cooling  and  the  Gruen 
Plan  or  possibly  talking  like  a  Texan.  Fort 

Worth  possibly  has  the  biggest  air-condition- 
ing industry  in  the  South. 

Roy  Bacus,  WBAP-AM-TV  commercial 
manager,  said  80,000  people  live  in  Arling- 

ton, Grand  Prairie  and  other  places  along 

Route  80,  the  old  Dallas  road.  A  new  toll- 
road  is  being  built  and  another  artery,  183,  is 
less  developed  residentially. 

WBAP-TV  and  KFJZ-TV  have  hand- 
some plants  and  very  high  antennas.  They 

throw  prime  signals  that  join  the  Dallas 

transmitters  in  drenching  the  Tarrant-Dallas 
area  plus  many  counties  beyond.  The  power 
radio  stations  also  cover  both  cities,  and 

everything  in  between.  The  Fort  Worth 
newspapers  show  minimum  interest  in  Dallas 
circulation  or  advertising,  and  vice  versa 
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DELIVERS 

IN  THE 

BIGGEST  MARKET 

IN  THE 

BIGGEST  *  STATE 

PLUS  ADDITIONAL  COVERAGE  IN  OKLAHOMA 

I'.^^'      ARKANSAS,  LOUISIANA 

SATURATE  THE  SOUTHWEST 

VIA 

820  * 
★  570 

WITH  THE  BEST  IN 

NEWS,  MUSIC,  PERSONALITIES, 

PROGRAMS 

NETWORK 

AM  *  FM  *  TV 

820*  570*  CHANNELS 

STAR-TELEGRAM  STATIONS       •  ABC-NBC  •       FORT  WORTH,  TEXAS 

AMON  CARTER    I      AMON  CARTER,  JR.     I      HAROLD  HOUGH  GEORGE  CRANSTON 
Founder  President  Director  Manager 

PETERS,  GRIFFIN,  WOODWARD,  INC.  —  NATIONAL  REPRESENTATIVES 

ROY  BACUS 
Commercial  Manager 
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HOW  TEXAS  INDUSTRY  HAS  GROWN 

(U.  S.  Census Bureau  Data) 

1947 1954 
Value Value 

No.  of 
added  by added  by 

establish- 
manu- 

manu- 

ments 
No. facture 

No. facture 

in  1954 employes ($1,000) 
employes ($  1 ,000) 

  8,944 297,054 1  797  A7A A\A.  l  i  7 3,508,133 
  1,922 57,784 777  *?^ft JO/  ,JJo Aft  A59 534,050 

  66 8,438 90  R7ft ft  577 
32,899   517 21,734 70  497 70  1  97 100,912 

  1,044 30,694 7J;700 90  071 
76,353 

Furniture,  fixtures  .  .   475 
5,819 

99  ORA 0  77R 
7,0/0 49,942 

Pulp,  paper,  products 
81 4,674 

79  009 7  ft  1 1 

/  ,0  1  1 
65,445 

Printing,  publishing   1,367 17,756 92  467 99  AA7 157,661 
  531 23,552 974  AOA 77  9ftO 725,247 
  127 37,696 

Q«0  ARO 

ill  A70 
474,590 

Leather,  products   .  .   106 1,690 
5  0A9 7  7A7 

0,00/ 

10,038 
Stone,  clay,  glass  .  .   410 10,629 57  646 

17  707 

131,193 
  153 11,682 5ft  777 99  971 200,060 

Fabricated   metal    .  . ......  587 13,167 66,871 18,692 131,474 
129,587 

31,891 314,791 
Electrical  machinery ......  91 1,946 

12,163 

5,229 
38,181 

  190 20735 91,893 57,161 367,261 
  87 921 

3,681 1,927 
16,503 

  373 3,284 
14,458 10,532 

52,169 

with  the  Dallas  newspapers.  Broadcasters, 
however,  are  covering  both  and  keeping  pace 
with  the  gradual  wedding  of  the  cities  into 

a  single  built-up  area. 

Fort  Worth's  aircraft  industry  meets  near 
the  Tarrant-Dallas  county  line  with  Chance 
Vought,  another  major  plane  manufacturer, 
and  Temco  next  door.  Thus  electronics  and 

aeronautics  may  some  day  rid  Dallas-Fort 
Worth  of  their  schizophrenic  propensities 
and  meld  them  into  one  great  area  with 

major  merchandising  and  industrial  concen- 
trations. 

The  Gruen  Plan  is  designed  to  make 
downtown  Fort  Worth  attractive  to  business 

and  shopping.  It  isn't  likely  to  match  the 
rate  of  skyscraper  erection  in  Dallas,  but 
those  who  try  to  be  objective  about  the 
whole  thing  are  convinced  Fort  Worth  will 
be  in  serious  trouble  some  day  unless  the 
city  makes  it  easier  for  people  to  get  into 

the  center  of  the  city.  Fort  Worth's  eco- 
nomic indicators  are  steep-climbing,  and 

there  is  balance  and  diversity.  Dallas  got 

the  jump  in  wholesaling,  but  Fort  Worth's 
distribution  is  expanding. 

Fort  Worth's  vital  statistics  include  510,- 
000  (estimated)  people  in  Tarrant  County, 

450,000  in  the  urban  area;  $640  million  re- 
tail sales  in  county;  3,400  farms,  $66  million 

in  production. 
An  eastbound  truck  driver  stopped  at  the 

west  end  of  Fort  Worth  recently  and  asked 

the  grease  monkey  if  there  was  a  short-cut 

to  Garland,  northeast  of  Dallas.  "It's  60 

miles  and  it's  all  city  and  it'll  take  you  four 
hours,"  the  boy  said.  Luckily  new  freeways 
and  toll  roads  will  cut  down  that  time  but 

1.5  million  people  cover  a  lot  of  acreage. 
Incidentally,  they  spend  $1.8  billion  a  year 
in  stores. 

No  matter  what  happens,  Fort  Worth  will 

remain  less  sophisticated  and  more  friendly 

than  Dallas.  A  modest-priced  slice  of  prime 
ribs  at  the  Hilton  Hotel  in  Fort  Worth  brought 

the  aside,  "It'll  cost  you  a  lot  more  at  the 
Statler  Hilton  in  Dallas  and  won't  be  half 

as  thick."  Despite  newspaper  and  magazine 
drooling  about  the  cowtown  aura,  western 
boots  are  a  rarity  around  Fort  Worth  offices 

and  at  a  petroleum  luncheon  club.  A  club 

hat  check  girl  hadn't  a  single  Stetson  on 
the  racks  at  lunch  time.  There  aren't  many 
apartments.  An  Interstate  Theatres  study 

showed  that  people  stay  home  in  the  eve- 

nings. For  western  atmosphere,  there's  an 
occasional  spittoon  by  the  office  building 
elevators. 

Looking  ahead,  there's  a  new  Webb  & 
Knapp  industrial  project — a  so-called  bil- 

lion-dollar one — just  east  of  the  Tarrant- 
Dallas  county  line  that  promises  to  be  the 

biggest  single  project  of  its  kind  anywhere. 
Fort  Worth,  though,  has  its  heavy  industry, 
grain  elevators  (35  million  bushels  capacity), 

flour  mills  (15,200  hundredweight  daily  ca- 
pacity) ;  feed  mills  and  other  industries,  plus 

oil  money,  stockyards  and  aviation,  the 
Texas  Christian  U.  Horned  Frogs  (football) 
and  the  annual  livestock  show. 

Most  important,  it  has  pride  in  Fort 
Worth. 

SAN  ANTONIO 

THE  BIGGEST  single  industry  in  colorful 
San  Antonio  is  military  aviation.  One  of 
the  few  major  American  cities  that  has  a 

distinctive  quota  of  tourist-drawing  charm. 
San  Antonio  combines  the  spending  of  gov- 

ernment operations  and  visitors  to  count  up 

a  billion  dollars  worth  of  metropolitan  in- 
come. 

San  Antonio  boasts  it  can  match  the  sight- 
seeing attractions  of  San  Francisco,  New 

Orleans,  Boston,  Washington  and  Los  An- 
geles. It  has  some  of  the  oldest  structures 

on  the  continent  and  some  of  the  most 

modern  of  civilized  trappings.  Finally,  its 

quick  economic  upswing  is  making  the  city 
one  of  the  better  and  steadier  markets  of  the 
Southwest. 

Third-ranking  Texas  city  in  population, 
metropolitan  San  Antonio  hit  the  600,000 

mark  this  year,  having  doubled  in  a  quarter- 
century.  Since  1940  the  population  has 
grown  from  338,176,  an  increase  of  77%. 

In  the  same  period,  San  Antonio  bank  de- 
posits rose  from  $117  million  to  $544  mil- 

lion, up  274%.  Electric  consumption  has 
quintupled;  gas  has  more  than  tripled. 

While  preserving  a  culture  several  hun- 
dred years  old,  San  Antonio  is  now  a  major 

industrial  and  commercial  city.  Once  far 
behind  some  of  the  other  Texas  cities  in  in- 

dividual and  family  income,  San  Antonio  is 

catching  up  as  its  low-income  Latin  Amer- 
ican residents  move  into  the  skilled  labor 

and  the  commercial-professional  lines. 

The  Spanish — or  Latin  if  you  wish — situa- 

tion is  important  in  San  Antonio's  life  and 
can  easily  be  misunderstood  (see  Latin 
American  story,  page  124).  James  M. 

Gaines,  general  manager  of  WOAI-AM-TV, 
estimated  30%  to  40%  of  the  people  are 

Spanish-speaking.  "The  old  idea  that  Span- 
ish-speaking people  are  a  drawback  in  a 

community  is  unrealistic,"  he  said.  "They're 
aggressive.  That's  why  they  came  to  San 
Antonio,  150  miles  from  the  border.  They're 

becoming  integrated  into  the  population." 
He  referred  to  WOAI's  new  one-hour 
nightly  program,  sponsored  by  Pearl  Beer, 
with  bi-lingual  announcements. 

Albert  D.  Johnson,  general  manager  of 
KENS-AM-TV,  observed  that  the  income 

level  of  Spanish-speaking  families  has  risen 
steadily  in  the  last  few  years.  Charles  W. 

Balthrope,  president  of  KITE,  said,  "Really, 
it's  becoming  mostly  an  American  market 

but  we  play  some  Latin  music."  Gene  Roth, 
board  chairman  of  KONO,  and  his  two  sons, 

Bob  and  Jack,  commercial  and  promotion 

manager,  estimate  38%  Mexican  blood  in 
Bexar  County  but  note  that  local  grade 
schools  do  not  teach  Spanish.  James  M. 

Brown,  general  manager,  added  that  the 
"Se  Habla  Espanol"  (Spanish  spoken  here) 
signs  are  rapidly  disappearing  from  store 
windows.  Only  15%  of  Latin  Americans  in 
San  Antonio  are  now  in  the  lower  income 

group,  according  to  J.  E.  Anderson,  station 

manager  of  KIWW.  And  the  Latin  Ameri- 
cans can  best  be  reached  by  radio  and  tv, 

said  Nathan  Safir,  general  manager  of 
KCOR-AM-TV. 

The  military  side  of  San  Antonio's economy  is  summed  up  briefly  by  noting 

that  the  1 1  bases  within  1 8  miles  of  the  city 
contribute  $275  million  payroll  dollars  that 

quickly  wind  up  in  the  tills  of  local  stores. 
Old  Kelly  Field,  of  World  War  I  vintage, 
is  still  more  important,  marketwise,  than  a 
lot  of  counties.  One  of  the  traffic  miracles 
of  the  era  is  found  in  late  afternoon  when 

Kelly  unloads  its  22,500  civilians  and  some 
of  the  6,000  military  personnel.  Kelly  has 

a  $1 10  million  payroll,  purchases  $18  million 
worth  of  local  goods  in  a  year  and  spends 
over  $100  million  in  other  parts  of  Texas. 

Lackland  air  base  with  25,000  military 

and  2,400  civilian  personnel  ($54  million 

payroll)  spends  maybe  $13  million  a  year 
locally,  Randolph  $6.2  million,  Fort  Sam 
Houston  and  Brooke  Medical  Center  each 

$2.5  million  and  Brooks  air  base  $1  million. 
Plant  additions  are  being  made  constantly  at 

these  bases.  It's  estimated  the  military  spent 
$43  million  in  1954  in  the  South  Texas  area 

in  government  contracts  and  subcontracts. 
Randolph  has  a  $46  million  payroll  and  the 
medical  center  $27  million,  with  Fort  Sam 

Houston  having  $19.5  million. 

Manufacturing  industries  employ  22,500 

persons  in  San  Antonio,  with  163,581  in 

such  non-manufacturing  lines  as  building, 

transportation -utilities,    trade  -  service  and 

Page  106    •    July  23,  1956 Broadcasting   •  Telecasting 



IN  SAN  ANTONIO 

KENS-TV 

DELIVERS 

UDIENCE 

Most  of  the  Time 

Yes,  KENS-TV  is  first  in  eight  of  the  nine  measured  time  seg- 
ments when  Both  San  Antonio  VHF  stations  are  on  the  air. 

And  San  Antonio  viewers  see  thirteen  of  the 

top  fifteen  once-a-week  shows  on  KENS-TV. 

In  addition,  seven  of  the  top  ten  multi- 
weekly  shows  are  telecast  on  Channel  5. 

These  May  Telepulse  results  are  in  line  with 

the  consistent  leadership  of  KENS-TV  as  the 
CBS  affiliate  in  San  Antonio  and  South  Texas. 

All  of  this  adds  up  to  just  one  thing  . . .  KENS-TV 
delivers  most  audience  most  of  the  time. 

Contact  Peters,  Griffin,  Woodward,  Inc.  for  more 

information. 

EXPRESS-NEWS  STATION 
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government.  Principal  manufacturing  indus- 

tries are  food  products  (including  such  Mexi- 
can specialties  as  chili  chips,  cracklings  and 

ta-tos),  garments,  ceramics,  machinery,  mill- 
work,  furniture,  leather  goods,  metal  prod- 

ucts, cement,  chemicals,  transport  and  road 

equipment,  oil  field  equipment  and  beer. 
The  primary  market,  according  to  the 

Chamber  of  Commerce,  extends  west  to  the 
Pecos,  north  to  Midland  and  Austin,  east  to 

Corpus  Christi  and  south  to  Laredo  and 
Brownsville.  As  the  only  city  over  200,000 

in  the  area,  San  Antonio  does  a  lot  of  whole- 
saling— more  than  17  of  the  48  states,  says 

the  C.  of  C. 

The  stockyards  and  vegetable  market  are 

major  factors  in  the  economy.  Seventy  per- 
cent of  Texas  sheep  and  practically  all  of 

the  goats  move  through  the  market,  plus 
cattle.  Stockyard  sales  run  over  $35  million 

a  year. 
The  romantic  side  of  San  Antonio  is  also 

of  practical  importance,  with  tourists  spend- 
ing $400  million  to  enjoy  the  old  Alamo  and 

other  historic  spots,  and  the  balmy  winters. 
Tourists  from  Mexico  buy  heavily  at  the 
stores,  including  merchants  who  purchase 
supplies.  The  Alamo  has  been  extra  popular 
since  the  songwriters,  comedy  strips  and 
novelty  goods  outfits  resurrected  Davy 

Crockett.  Davy  died  a  hero's  death  March 
6,  1836,  with  the  rest  of  a  doughty  group 
overwhelmed  by  the  forces  of  Santa  Anna. 

"Remember  the  Alamo"  led  to  defeat  of 
Santa  Anna  two  weeks  later  at  San  Jacinto, 
near  Houston. 

Plumb  in  the  center  of  the  city  is  the 

American  version  of  Venice,  a  gorgeous 

dammed-up  piece  of  the  San  Antonio  river 
where  canoes  and  boats  idly  wander  through 

tropical  vegetation  while  their  occupants  sip 
or  eat  or  just  enjoy  comparative  isolation 

from  the  skyscrapers  above.  Favorite  stop- 
ping place  is  LaVillita  (Little  Town),  a 

restoration  of  the  original  settlement.  Cen- 
turies-old homes  have  been  refurbished  in 

the  native  motif,  with  an  adjoining  theatre 

having  its  stage  across  the  little  river  from 
the  sloping  bank  of  seats. 

The  river  and  theatre,  missions,  and  such 

spots  as  sunken  Brackenridge  Park  mean  big 

money  to  San  Antonio,  Mr.  Balthrope  ob- 
served in  a  mercenary  moment  during  in- 

spection of  the  city's  attractions.  They  mean 

much,  also,  to  the  city's  cultural  life. 
San  Antonio  residents  agree  the  city  is  hot 

in  summer,  but  they  show  charts  of  declining 
humidity  from  morning  to  evening  and  boast 
of  the  night  breeze.  There  are  only  a  few 

frosty  days  in  winter,  and  the  weather  has 
been  one  of  the  reasons  for  the  colossal  col- 

lection of  military  air  fields.  The  commercial 

airport,  incidentally,  is  new,  attractive  and 
efficient. 

Thousands  of  military  personnel  like  the 

city  so  well  they  stay  there  after  retirement. 
The  place  is  becoming  famed  as  a  fine  spot 
for  retired  people  because  housing  and  living 
costs  are  low  in  the  mild  climate  and  there 

are  a  lot  of  activities  going  on  all  through 
the  year. 

Of  the  600,000  metropolitan  (Bexar 

County)  population,  522,000  live  in  the  city. 

They  pronounce  Bexar  as  "Bare"  instead 

of  fumbling  around  with  the  Spanish  ver- sion. 

As  center  of  the  Southwest  oil  district, 
in  which  over  half  of  the  new  discoveries 

are  said  to  come,  San  Antonio  lists  the 

petroleum  industry  as  a  major  part  of  its 
economy.  Over  $2  million  a  day  is  spent  in 

production,  drilling,  refining,  pipelines  and 
leases  in  the  district,  with  San  Antonio  as  the 

focal  point. 
New  buildings  are  appearing,  including 

the  $8  million  National  Bank  of  Commerce 

Bldg.  and  a  handsome,  modern  headquarters 

for  United  Services  Automobile  Assn.  (360,- 
000  military  personnel  insured).  The  USAA 
building  is  out  near  Brackenridge  Park, 
where  the  Spanish  Conquistadores  nearly 

three  centuries  ago  sipped  the  cool  waters 
at  the  head  of  San  Antonio  River. 

San  Antonio  has  learned  how  to  combine 

culture  and  factories,  and  how  to  serve  as 

host  to  the  government's  defense  facilities 
and  personnel.  The  economic  consequences 

are  good. 

EL  PASO 

FROM  a  lookout  point  on  Franklin  Moun- 
tain a  stranger  is  apt  to  be  astonished  at  the 

panorama  below.  Within  a  horseshoe  pattern 
at  the  base  of  the  mountain  and  northeast 

of  the  Rio  Grande  River  are  over  225,000 

people,  comprising  the  fifth  largest  market 
in  Texas. 

Across  the  river — and  it  isn't  much  as 
rivers  go — are  another  200,000  persons  liv- 

ing in  Jaurez,  largest  city  on  the  Texas- 
Mexican  border.   Added  up,  the  two-city 

the  Leading  Independent  Station 

in  the  Great  Southwest 

COMMANDING  THE  LISTENERSHIP  OF  63  COUNTIES! 

GO  KONO-then  watch  KONO  GO! 

50  -  75  % 
All  Homes 

25  -  50% 
All  Homes 
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All  Homes 
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SOURCE: 
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EL  PASO,  as  it  looks  from  the  top  of  Franklin  Mt.    In  the  distance  is  Juarez,  Mexico.    Combined  population:  nearly  half  million. 

panorama  and  the  El  Paso  County  populace 

total  close  to  a  half-million  people. 
Those  who  serve  commodities  and  con- 

veniences to  this  market  can  profit  by  a  close 
look  at  its  unusual  traits.  El  Paso  County 
is  bounded  on  the  west  and  south  by  Mexico, 
on  the  north  by  New  Mexico  and  on  the  east 
by  mountains  and  desert.  Its  geography 
thus  governs  its  living  and  buying  habits  to  a 
considerable  extent. 

Any  notion  that  El  Paso  is  dominated  by 
peons  and  a  cluster  of  rich  Americans  will 
disappear  in  the  ride  from  the  airport  to  a 

mid-town  hotel.  Except  for  some  older  settle- 
ments, El  Paso  is  building  for  the  future  at 

a  pace  likely  to  match  that  of  any  other 
major  city.  It  is  pushing  right  up  and  around 

Franklin  Mountain  with  modern  profes- 
sional and  residential  architecture  of  the 

latest  type. 

Val  Lawrence,  KROD-AM-TV  vice  presi- 
dent, remembers  when  El  Pasoans  could  get 

a  Mexican  maid,  wife  of  a  peon,  just  a  score 
of  years  ago  for  $3  a  week.  Now  the  peon 
is  head  of  a  family  that  has  an  income  of 

several  thousand  dollars  a  year — often  two 
or  three  times  that  much  because  many 
members  of  the  average  Mexican  family  are 
employed.  The  result  is  one  of  the  highest 

per  family  income  levels  in  the  state — $6,148 
according  to  Sales  Management. 

Half  of  the  residents  speak  Spanish — but 
a  predominant  share  speak  English  or  are 

bi-lingual.  Those  of  Mexican  descent  are 
working  at  skilled  jobs  and  in  white-collar 
posts,  as  well  as  in  the  trades  and  services. 

Bi-lingual  signs  in  stores  are  disappearing 
but  many  people  of  Mexican  origin  retain 
their  entertainment  preferences.  These  are 

catered  to  by  bi-lingual  radio  and  tv  stations 
(see  Spanish  story,  page  124).  Frank  Stew- 

art, new  operator  of  KEPO,  has  converted 

the  station  to  bi-lingual  programming. 
El  Paso  has  few  cow-townish  traits.  A 

majority  of  the  businessmen  wear  a  hat  and 

coat  in  summer — a  compromise  between 

such  sport-shirt  cities  as  Phoenix  and 
Tucson,  and  the  sophistication  of  Dallas. 

Summer  heat  is  eased  by  the  near-4,000-foot 
elevation  of  the  residential  areas.  Lowest 

spot  in  the  county  is  3,762  feet.  El  Paso 

averages  80%  of  total  sunshine  and  has  run 

up  400  consecutive  sunny  days.  With  only 

9  inches  rainfall,  the  humidity  is  extremely 

low.  Climate  is  a  lure  to  industry  and  new 
plants  are  setting  up  shop. 

Broadcasting   •  Telecasting 

Year-round  tourist  business  and  the  year- 
end  Sun  Bowl  festivities  bring  in  a  lot  of 
money,  some  of  which  is  spent  in  shops  and 
saucy  night  clubs  and  shops  across  the  bridge 
in  Juarez.  But  the  financial  stream  flows 

both  ways.  Several  thousand  Juarez  citizens 
cross  daily  to  work  in  El  Paso.  Many  others 

have  shopping  passes.  "Juarez  is  a  bonus," 
according  to  Roy  T.  Chapman,  vice  presi- 

dent-commercial manager  of  KTSM-AM- 
TV. 

Bruce  Barnard,  manager  of  KROD,  de- 
scribed El  Paso  as  "a  consistent  and  fast- 

developing  market  but  not  a  boom  city." 
Jack  V.  Curlin,  vice  president  of  El  Paso 
National  Bank,  pointed  out  that  deposits  of 
city  banks  have  risen  from  $40.5  million  in 

1940  to  $227.2  million  Ian.  1,  1956.  Notable 
elements  in  the  diversified  economy,  he  said, 

are  military,  general  services,  industries, 
basic  metal  production,  garment-making, 
cement  and  agriculture.  Work  clothing  alone 
amounts  to  $40  million  a  year,  with  huge 

quantities  of  medium  and  pima  long-staple 
cotton  grown  in  the  area. 

Some  neat  farming  ideas  are  developing 

in  the  irrigated  area.  The  4,000-acre  Stah- 

mann  farm  has  the  world's  largest  pecan 
farm  and  markets  more  geese  (195,000  in 

1954)  than  anyone  else  anywhere.  Its  cotton 
is  ginned  right  on  the  farm.  Geese  eat  the 
weeds  in  cotton  fields,  a  cheap  form  of  labor, 

and  poultry  manure  is  fine  for  the  crops. 
Pecan,  cotton  and  dressed-geese  sales  are 

YOUR  TIME 

FOR  FALL  IN  El 

on  KROD-TV 
the 

ONLY  television  station  that 

delivers  the  ENTIRE  fabulous 

EL  PASO  SOUTHWEST 

Don't  overlook  the  BIG,  BIG  El  Paso 
Market  when  selecting  your  fall  television 
schedules.  KROD-TV  not  only  saturates 

El  Paso  County  but  is  the  only  television 
station  that  effectively  covers  7  rich,  Texas 
and  New  Mexico  Counties.  An  added  bonus 

is  Juarez,  Mexico,  and  two  large  military 
installations. 

Whatever  your  product  may  be:... you'll 
sell  more  on  Channel  4! 
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5th  in  Automotive  Sales 
5th  in  Drug  Sales 
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FOR  TEXANS  ONLY 

THEY'RE  proud  of  the  state,  these 
Texans,  and  Chrysler  Corp.  came  up 
with  the  first  passenger  auto  developed 
exclusively  for  a  single  state.  This  new 

Dodge  "Texan"  has  a  big  name 
"Texan"  overlayed  on  a  map  of  the 
state  on  the  rear  deck,  with  crossed 

Texas  flags  on  the  right  of  the  front 

of  this  distinctive  auto's  hood. 

around  that  it  will  build  a  major  plant. 
Lumber  mills  do  a  $30  million  business, 

having  access  to  a  tremendous  stand  of 
ponderosa  pine. 

The  government  spends  $100  million  a 
year  in  the  area.  Fort  Bliss  and  Biggs  Air 
Force  Base  have  a  $63  million  total  payroll. 
They  are  handy  to  the  White  Sands  proving 
grounds,  60  miles  away,  where  such  things 
as  atom  bombs  and  guided  missiles  are 
familiar  items.  Early  in  the  summer  the  Air 
Force  had  a  guided  missle,  weapon  of  the 
future,  on  display  at  the  cottonwood  stump 

in  the  center-city  plaza.  The  historic  stump 
marks  the  spot  where  the  first  southwestern 

newspaper  was  published.  Another  historic 
item  is  an  original  El  Paso  &  Juarez  horse 

car,  complete  with  old  "Mandy"  the  mule 
and  driver  (re-created).  Texas  Western 

College  (U.  of  Texas)  has  a  unique  moun- 
tainside campus. 

El  Paso  feels  it  has  built  carefully  for  the 
future,  with  international  trade,  industry, 

farming,  military,  tourist,  cattle  and  oil 
money,  said  Chris  P.  Fox  of  State  National 
Bank.  Its  influence  radiates  in  all  directions. 

It's  600  miles  to  Austin  and  the  Dallas- 
Fort  Worth-San  Antonio  cluster  of  cities,  and 
their  influence  is  lessened  by  the  mileage. 

This  isolated  empire  looks  around  at  a 
$230  million  copper  industry,  a  $150  million 

cattle  ranching  business,  and  all  its  other  eco- 
nomic elements;  it  sees  important  petro- 

leum and  potash  enterprises  that  will  figure 
prominently  in  the  future,  and  finally  scans 
the  ultra-modern  aeronautic  plans  of  the 

military — it  looks  at  all  this  progress  and 
figures  it  might  catch  up  one  of  these  days 
with  the  Texas  cities  far  to  the  east. 

LUBBOCK 

OUT  on  the  South  Plains  in  West  Texas 

the  city  of  Lubbock  offers  convincing  proof 
that  industrial  civilization  need  not  be  ugly. 
Despite  its  cotton  processing  industries,  grain 
elevators,  acres  of  warehouses  and  other 

trappings  of  industry  this  city  of  130,000 
has  grown  out  of  ranch  country  in  a  few 
decades  into  an  attractive  and  efficient  mu- 
nicipality. 

Lubbock  is  hub  of  Lubbock  County 

(165,000)  and  of  more  than  20  other  coun- 
ties with  a  half-million  population,  serving 

as  retail  and  wholesale  purveyor,  storehouse 

for  crops  and  producer  of  finished  com- 
modities. And  Lubbock  serves  also  as  finan- 

cial center  for  some  of  the  most  prosperous 

farmers  and  oil-well  royalty  collectors  in  all 
the  nation. 

Possibly  the  most  interesting  phase  of 

Lubbock's  growth  has  been  its  ability  to 
stand  prosperity.  At  the  turn  of  the  century 
a  homesteader  could  file  for  $1  an  acre, 

pay  3%  interest  and  own  a  section  of  ranch 
land  for  $18.92  a  year,  according  to  Walter 

S.  Posey,  board  chairman  of  First  National 

Bank  ($40,000  deposits  in  1901,  $57  million 
in  mid-1956). 

That  was  before  S.  S.  Rush,  an  East 

Texan,  migrated  to  the  semi-arid  country  up 

on  the  3,000-foot  Caprock  for  his  health.  He 
arrived  with  a  cow  trailing  his  covered 

wagon.  When  Mr.  Rush  found  the  cow 
could  live  on  local  grass,  he  decided  to  plant 

the  cottonseed  he  had  brought  along  for 

fodder.  So — Tubbock  is  now  the  third 
largest  inland  cotton  market  in  the  world; 
center  of  the  most  mechanized  agricultural 

area;  largest  cotton-producing  region  in  the 

nation;  "cottonseed  oil  capital  of  the  world"; 
the  home  of  347  wholesale  outlets,  and  one 

of  the  highest  per-family  and  per-farm  in- 
come centers  in  the  U.  S. 

That  snap  summary  of  the  city's  economic 
burst  may  over-simplify  the  story,  but  it  lays 
background  for  the  more  interesting  miracle 

— freedom  from  growing  pains.  Lubbock  is 
neatly  laid  out,  with  numbered  streets  one 

way  and  alphabetical  avenues  the  other.  It 

has  few  unsightly  industrial  structures  de- 
spite its  livestock  and  processing  industries. 

It  is  unusually  clean  (for  11  straight  years 

named  cleanest  city  in  Texas  by  National 

Cleanup-Paintup-Fixup  Bureau).  Most  of 
its  leading  business  people  are  young. 

At  substantial  cost,  the  city  has  set  up  a 

routing  system  for  through  motor  traffic.  It 
has  a  look  of  newness  seldom  found  among 
metropolitan  communities.  Houses  go  up 
as  fast  as  they  can  be  erected  (nearly  14,000 

since  1945  at  a  cost  of  $110  million).  Build- 
ing permits  run  over  $25  million  a  year. 

Lubbock  is  grateful  for  the  money  it  has 

made  out  of  the  ground.  In  a  50-county  area 
that  features  the  northern  slope  of  the 
famed  Permian  Basin  are  the  greatest  known 
oil  reserves  in  the  nation,  according  to 
Banker  Posey,  who  is  half  way  through  his 

sixth  decade  in  the  city.  Oil  accounts  for  a 

third  of  First  National's  $57  million  in  de- 

posits. Every  week  there's  a  new  oil  field 
within  80  miles,  he  said.  With  a  half -million 
people  centering  their  business  interests  in 

Lubbock,  "they  can  now  live  on  one  an- 
other," he  said. 

They  like  oil  very  much  on  the  South 

Plains.  If  they  don't  hit  oil  they're  pretty 
sure  to  find  water,  and  the  underground 
water  reserves  in  the  Ogallala  formation  are 
responsible  for  an  average  farm  income  of 
$16,000.  W.  D.  Rogers  Jr.,  president  of 
WDUB-AM-TV,  said  85%  of  farms  are 
irrigated,  with  recovery  depending  partly  on 

rain.  There's  19  inches  of  rain  per  year, 
mostly  in  the  growing  season.  The  moisture 

seeps  through  the  sandy  loam  into  the  water- 
carrying  strata  below  instead  of  lying  around 
waiting  to  be  evaporated.  A  dozen  cities 
around  Lubbock  have  joined  in  a  $75  million 

Canadian  River  project  designed  to  supple- 
ment the  underground  supplies  (see  Agri- 

culture, page  90). 

With  its  dry  air,  Lubbock  is  fine  for  ware- 
housing, according  to  Joe  H.  Bryan,  presi- 

dent of  KCBD-AM-TV,  and  distant  beet 
sugar  firms  use  some  of  the  space  in  summer 
before  the  cotton  harvest  arrives. 

M.  M.  Rochester,  general  manager  of 
KSEL,  said  65  cents  of  every  dollar  spent  in 
Lubbock  stores  comes  from  outside  the 

county.  Gordon  Thompson,  general  man- 

ager of  KFYO,  said  Lubbock's  next  step 
is  to  bring  in  more  industry — high-wage 
industry,  that  is,  because  Lubbock  is  choosy. 

Here  is  Lubbock's  urban  population  story 
— 4,000  in  1920;  20,500  in  1930;  31,800  in 

1940;  71,700  in  1950;  130,000  in  mid-1956. 
Currently  folks  are  moving  in  at  the  rate  of 
1,000  a  month,  a  rate  (percentage)  equalled 

by  only  two  other  cities. 
The  city  is  home  of  Texas  Technological 

enormous,  plus  four  carloads  of  goose 
feathers  that  bring  a  nice  annual  income. 
Experimental  laboratories  are  operated  to 
improve  the  crops  and  processing. 

The  underground  water  supply  is  de- 
scribed as  almost  unlimited,  a  boon  to 

irrigation. 

El  Paso  is  a  true  focal-point  city,  the 
commercial,  financial,  cultural  and  trans- 

portation center  of  much  of  the  Southwest. 

Its  commercial  folk  call  it  the  largest  metrop- 
olis in  an  area  bounded  by  Los  Angeles  on 

the  west,  Denver  to  the  north,  Mexico  City 
to  the  south  and  Fort  Worth-San  Antonio 
to  the  east.  The  nearest  city  of  equal  or 
larger  size  is  600  miles  away. 

Five  railroads,  with  division  points,  and 
four  airlines  converge  on  the  city,  providing 
transcontinental  and  international  traffic 

facilities.  Twenty-six  motor  freight  lines  pro- 
vide highway  service.  Southern  Pacific  moves 

1,300,000  freight  cars  a  year  through  its 

yards.  Railroads  have  a  $16.5  million  pay- 
roll. Located  at  the  southern  tip  of  the 

Rockies,  El  Paso  was  originally  named  Paso 
del  Norte  (Pass  of  the  North).  Gordon 

Phillips,  KROD-TV  promotion  manager, 
said  El  Paso  has  the  largest  retail  trading 
area  of  any  American  city. 

Phelps  Dodge,  with  the  world's  largest 
electrolytic  copper  refinery  (29%  of  U.  S. 
total,  $3  million  payroll)  and  American 
Smelting  &  Refining  Co.  process  zinc  and 

lead  as  well  as  copper,  with  over  2,000  em- 
ployes. Texas  Oil  Co.  has  a  new  $15.5  mil- 

lion project  and  Falstaff  Brewing  Corp. 
(fourth  largest  in  U.  S.)  picked  El  Paso  for 
a  big  brewery. 

El  Paso  Natural  Gas  Co.  is  one  of  the 

South  west's  major  utilities  and  is  setting  up 
a  big  unit  to  feed  hydrocarbons  to  General 

Tire's  new  rubber  plant  at  Odessa.  The 
company  is  headquartered  in  a  new  1 8-story 
building. 

Farah  Mfg.  Co.,  Hicks  Hayward  Co. 

and  Hortex  Mfg.  Co.  head  the  list  of  gar- 
ment manufacturers  who  produce  $40  mil- 

lion a  year  in  work  and  outdoor  clothes  and 

have  $6  million  payroll.  There's  plenty  of 
cotton  around,  but  spinning  mills  haven't 
come  into  West  Texas.  Northup  aircraft 

has  a  guided-plane  plant  and  word  has  gone 
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PARDNER  STATIONS  CORRAL    RICH,  SCATTERED 

POPULATION  INTO  ONE  BIG  PACKAGE 

THE  COMBINED  AREA  covered  by  KDUB-TV 
and  KPAR  -  TV  encompasses  a  population 

equal  to  many  "major"  metropolitan  areas. 
Advertisers  were  quick  to  realize  that  such 
agricultural  areas  depend  more  on  TV  for 

entertainment  than  do  big-city  viewers.  This 
micro-wave  installation  knits  such  an  area 
into  one  big  market. 

HEAVY  MECHANIZATION  and  irrigation  of 

the  big  plains  farms  have  skyrocketed  pro- 
duction and  incomes  129%  above  national 

average.  The  K-Dub  stations  cover  thou- 
sands of  such  farms  and  ranches  with  one 

economical  purchase. 

COTTONSEED  OIL  MILLS  pro- 
cess 1.600  tons  of  cottonseed 

daily  to  make  Lubbock  the 
cottonseed  oil  capitol  of  the 
world.  This  giant  industry  is 
rapidly  expanding 

KDUB-TV— CBS  —  Lubbock,  Texas,  oper- 
ates on  maximum  power  of  316,000  watts 

—  most  powerful  station  in  the  market. 

I 

h 

I 

•  sai  m  m 
12 KPAR  &'VV 

KDUB-n 

KPAR' ABILENE  -SWEETV/AtEi 

K  D  U  B 
LUBBOCK,  T 

OVER  40,000   PRODUCING  OIL  KPAR-TV-CBS  -  affiliate  for  Abilene - 
WELLS  and  scores  of  refineries  add  Sweetwater,  Texas,  transmits  CBS  pro- 
their  high  income  workers  to  the  gramming  by  micro-wave  from  KDUB-TV 

K-Dub  stations'  audience.  And  this  and  originates  local  programs  in  a  large 
audience  also  depends  heavily  on  studio  at  transmitter  site. 

TV  for  entertainment.  Prwident  and  Gen.  Mgr.,  W.  D.  "DUB"  ROGERS 
  Notionol  Solai  Mgr.  E.  A.  "Bun"  Howtt 

NATIONAL  REPRESENTATIVES:    THE  BRANHAM  COMPANY 
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College,  with  7,000  students.  Tech  has  just 
been  admitted  to  the  Southwest  Conference. 

Its  $20  million  plant  is  located  on  2,008 
acres.  This  land  is  farmed,  netting  a  profit. 

The  local  airport,  a  beauty,  is  also  a  profit- 
able cotton  farm. 

Area  agriculture  is  enlarging  its  chicken 
business,  raising  fancy  hybrids  on  wire. 

There's  a  new  crop  called  sesame  whose 
pods  provide  a  source  of  oil.  New  strains 
are  being  developed.  Better  strains  of 
sorghum  are  being  grown  and  hybrid  corn 
suited  to  the  area  will  increase  that  crop. 

Purina's  Lubbock  feed  mill  is  huge. 
Some  of  the  experimenters  are  now  tink- 

ering with  a  new  idea — grind  cotton  burrs 
instead  of  burning  them  to  kill  weevils.  This 
would  kill  the  pests,  provide  mulch,  help  stop 
dust  and  build  soil  moisture. 

Here  are  some  Lubbock  traits:  $10  mil- 
lion from  Reese  Air  Force  Base;  huge  new 

city  auditorium  facilities;  headquarters  Dun- 
lap  stores  (27  units);  home  office  of  Great 
Plains  Life  Insurance  Co.  (building  called 
tallest  between  Fort  Worth  and  Los  An- 

geles); New  Western  Cotton  Oil  margarine 
plant;  55  farmers  in  area  paid  taxes  on  over 
$100,000  a  year;  $600  million  retail  sales 
in  trade  territory;  125  churches  (First 
Methodist  cost  $2.3  million,  First  Baptist 

$1.6  million,  Broadway  Church  of  Christ, 
largest  in  that  denomination,  $700,000); 
bank  deposits  in  Lubbock  have  increased 
3,600%  in  21  years;  246  manufacturing 

plants;  Mackenzie  State  Park,  611  acres  in- 
cluding prairie  dog  colony  (with  owls,  too); 

symphony  orchestra;  Spitz  Planetarium. 

TWENTY  PERCENT  of  the  nation's  crude 
oil  is  produced  south  and  west  of  Lubbock, 
with  reserves  estimated  at  billions  of  bar- 

rels.  This  is  the  Stanolind  plant. 

AMARILLO 

JUST  a  century  ago  a  hardy  pioneer,  one 

Capt.  R.  B.  March,  took  a  look  around  Wild- 
horse  Lake  in  the  heart  of  the  Texas  Pan- 

handle, shook  his  head,  and  observed  to  his 

fellow  sufferers,  "This  country  is,  and  must 

remain,  uninhabited  forever." 

Capt.  March  proved  to  be  more  sensitive 
to  the  elements  than  to  the  human  and  eco- 

nomic potential  of  the  Panhandle.  A  quick 

look  in  and  around  Amarillo,  mid-1956 

version,  shows  a  metropolitan  area  of  135,- 
000  of  the  highest  income  people  in  the 

Southwest;  vast  petroleum,  petrochemical 

and  chemical  industries;  a  thriving  agricul- 
ture; a  completely  modern  and  progressive 

city  whose  population  has  expanded  40,000 
since  the  1950  census. 

Amarillo,  mid- 19th  Century  version,  was 

barren  range  country — fine  for  buffalo  hunt- 
ing and  a  good  place  for  prairie  dogs  to  nest 

and  rear  their  young.  Wildhorse  Lake  was 

a  lure  to  the  covered-wagon  crowd  and  cow- 

pokes  driving  a  herd  to  a  distant  rail-head. 
The  weather  was  interesting  and  vigorous, 

they  discovered,  with  bitter  cold  spells  in 
winter  and  parching  sunshine  in  summer. 
Winds  howled  and  sometimes  dust  blew  in 

from  New  Mexico.  Rains  came  occasionally. 
Sudden  Northers  from  the  Rockies  cut  the 

temperature  40  degrees  before  a  hasty  shel- 
ter could  be  arranged.  As  the  local  proverb 

puts  it,  the  only  thing  between  Amarillo  and 

LUBBOCK  TEXAS/ 

£  Indicates  Lt/aDock, 

"one  of  the  nation's 

fastest  growing  markets 
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the  North  Pole  is  a  barbed  wire  fence. 

Out  of  that  dubious  parlay  has  grown  the 
trade  and  industrial  center  of  30  counties, 
some  of  them  in  New  Mexico  and  Okla- 

homa. Amarillo  is  the  fifth  wholesale  market 

in  Texas,  being  located  over  200  miles  from 
the  nearest  larger  city.  Its  oil  and  gas  fields 
(30  counties)  bring  in  $300  million  a  year 
and  put  $52  million  into  pay  envelopes. 
Farm  products  are  worth  a  half-billion 
dollars  and  Amarillo  has  huge  grain  eleva- 

tors. Ninety-five  per  cent  of  Texas  wheat 
comes  out  of  the  soil,  despite  low  rainfall 
and  arid  atmosphere,  aided  by  irrigation 
water  from  the  Ogallala  strata.  Other  crops 
are  sorghum,  oats,  barley,  rye  and  cotton. 

The  synthetic  rubber  and  other  petro- 
chemical industries  plus  the  refineries  have 

an  exclusive  member — the  only  helium  pro- 
duction facility  in  the  United  States.  Ama- 

rillo is  the  largest  producer  of  carbon  black, 

with  18  plants  producing  this  essential  in- 
dustrial item — worth  $35  million  a  year. 

Around  Amarillo — which  means  yellow 
and  comes  from  the  color  of  creek  bed  clay 

— they  talk  about  the  weather  but  like  the 
residents  of  47  other  states  they  have  learned 

to  live  comfortably  despite  occasional  at- 
mospheric indiscretions.  And  a  good  cold 

spell  provides  time  to  add  up  the  latest  oil 

royalties,  or  plan  next  season's  stock  breed- 
ing. Several  hundred  thousand  cattle  are 

sold  every  year  at  the  local  market. 

Except  El  Paso,  Amarillo  is  the  highest 

city  in  Texas — 3,676  feet.  This  brings  wel- 
come winds  in  the  summer  nights  as  well  as 

the  less  desirable  Northers  in  the  cold  months. 

Income  sources  include  Amarillo  Air 

Force  base;  a  new  atomic  energy  project, 
and  food  industries  such  as  Burrus  elevators 

(largest  in  Texas),  Sunshine  Biscuits  and 
Nabisco.  Transportation  is  a  major  industry 

with  rail,  air  and  highway  routes  intersect- 
ing at  this  geographical  center  of  the  Pan- 

handle. 

The  gas  field,  one  of  the  largest,  was  de- 

veloped in  the  early  20's.  Oil  was  discovered 
in  1921  and  within  five  years  it  was  obvious 
that  the  once  little  adobe  settlement  had  a 

metropolitan  future  in  its  humble  civic  fife. 

The  plains  provide  underground  water  for 
city  as  well  as  agricultural  uses,  and  it  takes 
a  lot  of  city  water  to  supply  the  new  houses 

that  keep  popping  up  in  the  fringe  acres. 
This  is  the  Panhandle,  out  of  which  10 

counties  were  once  plucked  as  a  modest  pay- 
ment for  the  pink  stone  Capitol  at  Austin. 

SABINE  TRIANGLE 

Beaumont-Port  Arthur-Orange 

THEY  justifiably  call  this  Neches  River- 
Sabine  Lake  nest  of  tanks  and  petro-plumb- 

ing  "The  Golden  Triangle." 
While  most  of  the  major  industrial  growth 

has  shot  up  since  early  World  War  II  days, 
the  cause  of  all  this  economic  excitement 

was  the  1901  spewing  of  the  original  Spindle- 
top  oil  well  (see  petroleum,  petrochemistry 
stories).  The  field  slowed  down  after  a 

couple  of  decades,  but  new  discoveries  in 
the  1930s  started  the  current  boom — and  it 
really  can  be  called  a  boom,  as  auto  and 
air  inspection  will  show.   Nearly  300,000 

persons  live  in  the  metropolitan  areas  (Jeffer- 
son and  Orange  counties) . 

Beaumont  sits  48  miles  inland  from  the 

Gulf.  Its  well-equipped  port  handles  around 
22  million  tons  of  cargo  a  year,  serving  some 

of  the  nation's  industrial  majors  (Goodrich, 
DuPont,  Texas  Co.,  Magnolia,  Atlantic  Re- 

fining, Socony,  Stanolind,  to  name  a  few). 

A  short  way  off,  in  the  Neches  River  chan- 
nel, is  a  big  Bethlehem  Steel  yard. 

Port  Arthur  runs  about  a  tie  with  Beau- 
mont in  ship  traffic,  and  the  harbor  is  a 

crossroads  for  traffic  headed  to  Beaumont 

or  Orange,  being  closer  to  the  Gulf  on 
Sabine  Lake.  Petroleum  dominates  Port 

Arthur  cargoes,  the  city  having  a  number  of 
major  refineries  and  petrochemical  plants. 

Orange  moves  over  a  million  tons  of  petro- 
leum, steel  and  chemicals  as  well  as  wood- 

pulp  and  bananas.  All  three  ports  are  tied 
into  the  Intracoastal  Waterway. 

Largest  of  the  Sabine  area  cities,  with 

110,000  population.  Beaumont  has  doubled 
since  1940.  Bank  deposits  have  quadupled, 

business  has  kept  pace  and  new  construction 
is  appearing  all  around.  The  highways  to 
Port  Arthur  and  Houston  are  tough,  but  new 

ones  are  being  built  to  carry  the  heavy  traf- 
fic. Beaumont  is  working  on  another  traffic 

problem — railway  grade  crossings. 

Mott  M.  Johnson,  commercial  manager  of 

KFDM-TV,  said  the  combined  tonnage  of 
the  triangular  port  system  is  second  only  to 
New  York.  Away  from  the  tank  farms  and 

cracking  towers,  newer  parts  of  Beaumont 

reflect  the  area's  prosperity  and  solid  indus- 
trial foundation.    Shopping  centers,  hotels 
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and  motels  are  joining  the  municipal  parade 
of  progress. 

Golden  drops  of  oil  trickle  down  a  Port 
Arthur  promotion  piece,  tagged  by  the 

Chamber  of  Commerce  "The  City  That  Oils 
the  World."  Its  economy  pretty  well  parallels 
that  of  Beaumont,  and  sometimes  the  year- 
end  round  up  brings  civic  glee  as  the  figures 

show  superiority  over  Beaumont's  tonnage. 
Four  of  the  biggest  oil  refineries  anywhere 
hire  13,000  people,  pay  them  $6  million 
every  month  and  process  575,000  barrels  of 
crude  every  day.  Eight  miles  away  at  Port 

Neches  are  three  synthetic  rubber  plants  em- 
ploying 3,000.  Asphalt,  anti-freeze  and  many 

types  of  chemicals  are  produced.  Steel  bar- 
rels, brass  fittings,  coke  processing,  tank  and 

other  products  are  turned  out.  City-limit 
population  is  62,000;  95,000  in  the  area 
called  Greater  Port  Arthur. 

A  mile-and-a-half  bridge  across  the 
Neches  River  connects  Port  Arthur  and 

Orange.  Not  long  ago  Orange  was  a  small- 
townish  industrial  place.  Now  its  rate  of 
growth  has  made  Port  Arthur  and  Beaumont 
take  notice.  There  are  61,000  people  in  the 
county,  half  of  them  in  the  immediate 

Orange  urban  area.  The  port's  main  tonnage 
consists  of  petroleum,  steel,  sea  shells  and 
industrial  chemicals.  Steel,  chemicals,  ore, 

woodpulp  and  fruit  are  imported.  Shipbuild- 
ing firms  turned  out  many  craft  during 

World  War  II  and  a  mothball  fleet  is  in 

storage.  Naval  facilities  provide  a  $10  mil- 
lion annual  payroll.  Allied  Chemical,  Spen- 
cer Chemical  and  a  $100  million  DuPont 

plant  are  among  big  industries.  Goodrich- 
Gulf  is  among  newer  plants. 

The  Texas  Longhorn:  Only  a  museum  piece  now 

SPOTLIGHT  ON  TEXAS 

Biggest  state — 263,513  sq.  mi.,  168,- 
648,320  acres;  3,826  sq.  mi.  inland  water 
area. 

Airline  distances — 801  mi.  southern 
tip  near  Brownsville  to  Panhandle  corner 
in  north;  773  mi.  from  Sabine  River  in 
east  to  western  tip  of  El  Paso  County. 

Four  natural  regions — Gulf  Coastal 
Plain,  North  Central  Plains,  Great  Plains 
in  Panhandle  and  Trans-Pecos  at  far 
western  end. 

Climate — Every  kind  of  North  Ameri- 
can weather;  from  awful  hot  to  awful 

windy  and  cold.  Moist  in  east  and  along 

Gulf;  dry  toward  the  west. 
Income — Once  all  cattle  and  crops;  oil 

started  to  become  important  a  quarter- 

century  ago;  now  basic  industries  are  de- 
veloping with  extreme  rapidity  and  con- 

sumer goods  production  is  increasing. 

Mineral  resources — Really  fabulous, 

and  a  lot  of  subsurface  wealth  hasn't  been discovered. 

People — 8.8  million  of  them.  Rapidly 

losing  cow-country  and  10-gallon-hat 
traits.  Their  Texas  pride  and  vigor  ac- 

count for  some  of  the  fast  progress. 

Culture — As  much  as  most  states;  more 
than  many.  Fine  universities,  professional 

schools,  symphonies,  museums  and  other 
attributes  of  better  living. 

Markets — Way  ahead  of  many  states 
in  rate  of  increase  in  individual  and  fam- 

ily income.  Some  spots  have  unusually 

high  income. 
Future — It  looks  very  bright  because 

conditions  are  favorable  for  growth  of 
raw-material  industries,  processing  and 
fabricating;  food  industries  will  grow. 

The  market  is  big  enough  to  live  off  itself. 

Texas 

DOMINATES  THIS  IMPORTANT 

GOLD  COAST  CITIES  MARKET 

KFDM  -TV 
STUDIOS    IN  BEAUMONT 

CHANNEL  6 

^  109,000  TV  Homes  in  13  Texas  Counties 
and  Louisiana  Parishes. 

^  Complete  Dominance  (Supported  by 
Telepulse  Survey) 

^  Grade  A  Coverage  in  Beaumont  —  Port 
Arthur  —  Orange 

^  CBS  — Primary —  ABC  — Secondary 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 
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FROM  the  bay  side,  the  waterfront  of  Corpus  Christi  offers  an  interesting  spectacle  with 
the  yacht  basin  and  shore  drive  in  the  foreground.  At  upper  right  is  the  harbor  where 
ocean  shipping  loads  products  of  agriculture  and  industry. 

CORPUS  CHRISTI 

EVERY  day  is  Sports  Shirt  Day,  365  days 
a  year,  in  Corpus  Christi.  At  one  time  the 
city  made  much  ado  along  about  April  1 
and  formally  tossed  aside  gray  flannel  suits. 

Now  a  good  share  of  the  downtown  entre- 
preneurs consider  full  Madison  Ave.  garb  a 

form  of  civic  treason — disloyalty  to  the 
gentle  breezes  that  come  across  Corpus 
Christi  Bay  from  the  Gulf. 

Corpus  Christi's  Shoreline  Boulevard  is 
an  attractive  sight.  It  is  lined  with  modern 
buildings  and  beautiful  homes  as  well  as 

palm  trees  and  other  semi-tropical  flora.  Off 
to  the  north  and  northwest  are  immense 

metal  and  mineral  industries.  Any  stray 
fumes  from  their  stacks  are  wafted  away 
from  the  residential  areas  by  the  prevailing, 
and  very  welcome,  Gulf  breeze. 

Like  a  lot  of  its  Texas  contemporaries,  the 
metropolis  of  Corpus  Christi  was  just  one 
more  town  prior  to  World  War  II.  That, 
plus  gas  and  oil,  did  it.  Cotton  oil  mills, 

food  and  millwork  plants  soon  were  sur- 
rounded by  refineries,  metal  fabricating  in- 

dustries and  chemical  plants. 

The  population  box  score — urban  area — 
looks  like  this: 

1920—  10,000  1953—137,000 
1940—  57,000  1955—163,000 

1950—108,000  1956—175,000* 
*  Mid-1956  Chamber  of  Commerce  estimate: 

240,000  in  Neuces  County. 

Now  Corpus  Christi  has  such  industrial 

majors  as  Celanese,  Sinclair  Refining,  Rey- 

nolds Aluminum.  American  Smelting  & 

Refining,  Halliburton  Cement  and  Corn 
Products  Refining.  Its  oil  and  gas  wells,  the 

local  and  nearby  minerals  and  the  cotton- 

sorghum  crops  feed  these  big  plants  which 
in  turn  are  bread-and-butter  to  thousands 
of  employes. 

All  this  development  hinges  on  two  major 

•All  figures  quoted  from    Soles  Management  s  Survey  of  Buying  Power 

We've  Got  a  Lot  of  PEOPLE . . . 

With  the  half-million  mark  just  ahead,   our  coverage  area  of   14  counties  includes 

410,700  people  .  .  .    106,400  families! 
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facilities — the  port  and  22-mile  channel  to 
the  Gulf,  and  the  Intracoastal  Waterway. 
The  port,  with  Harbor  Island  and  Ingleside 
on  the  channel,  is  ninth  largest  tonnage 
mover  (27  million)  in  the  United  States.  The 

canal  provides  barge  transport  to  the  Mis- 
sissippi Valley  and  the  East  Coast. 

Corpus  Christi  has  many  facets.  A  motor- 
ist driving  down  the  coastal  plain  from 

Houston  is  impressed  at  first  by  the  huge 
industries  and  by  the  evidences  of  civic 

growing  pains.  After  cruising  around  the 
tall  business  buildings,  Shoreline  Blvd.  and 

the  T-shaped  yacht  basin,  there's  ample  evi- 
dence local  planners  are  looking  far  ahead. 

A  look  back  at  Corpus  Christi  trade  charts 
shows  that  retail  sales  and  bank  deposits  of 
the  city  doubled  in  the  depression  of  the 
30s.  In  the  1940  decade,  population  and 
bank  deposits  jumped  to  record  levels.  Latest 
retail  trade  figure  (1956)  for  the  city  is  over 
$200  million,  or  $240  million  for  Neuces 

County,  five  times  the  1939  sales.  Local  pay- 
salary  scales  are  rising.  A  third  of  residents 
are  of  Latin  descent. 

A  barely  touched  resource  that  keeps 
Corpus  Christi  recalling  Miami  and  Miami 

Beach,  Fla.,  in  1920  is  131-mile  Padre  Is- 
land, a  sandy  strip  running  all  the  way 

to  Mexico.  Once  a  hangout  for  buccaneers, 

this  area  is  almost  untouched — "the  only  re- 
maining undeveloped  shoreline  in  the  na- 

tion," according  to  Joe  Kelley,  partner  in 
Adcraft  Advertising  Agency.  Mr.  Kelley, 

ex-broadcaster  (WSTP  St.  Petersburg,  Fla.), 
and  RCA  transmitter  representative,  settled 
in  Corpus  Christi  because  he  was  enamored 
of  the  balmy  climate  and  thought  the  market 

had  a  good  future.  T.  Frank  Smith,  presi- 
dent of  KRIS-AM-TV,  said  oil,  gas,  port 

facilities,  industries,  weather  and  agricul- 
ture would  lead  the  South  Texas  Coastal 

Bend  to  undreamed-of  commercial  heights. 

The  dark  clay  and  clay-loam  soils  bring 

high  yields — two,  three  and  four  crops  some- 
times in  the  long  growing  season.  Tourist 

traffic  ought  to  run  around  $20  million, 

though  January  isn't  as  warm  as  Miami Beach.  The  Naval  air  station  has  a  $125 

million  plant  and  is  being  enlarged.  It  has 

a  payroll  of  more  than  $50  million.  Within 
100  miles  are  8%  of  known  U.  S.  oil  re- 

serves and  30  trillion  feet  of  gas.  Offshore 
drilling  will  help  the  city,  which  ties  into  a 
series  of  pipeline  networks. 

The  fishing  is  wonderful — commercial 
and  for  fun.  Of  interest  to  tourists  is  King 

Ranch,  world's  largest,  where  fancy  live- 
stock are  bred  in  an  area  that  takes  four 

days  of  motoring  to  inspect.  Oyster  shell  de- 
posits are  notable.  A  $70  million  bridge, 

port  and  road  program  is  underway  in  the 
city  and  the  new  Wesley  Seale  Dam  will 
multiply  the  water  supply  10  times. 

Wholesale  and  retail  trade  influence  ex- 
tends all  over  the  southern  tip  of  the  Texas 

triangle.  The  locally  headquartered  HEB 

stores — 66  of  them  operated  by  Howard  E. 
Butt  and  Howard  E.  Butt  Jr. — have  spread 
far  out  into  the  state. 

Victoria,  between  Corpus  Christi  and 

Houston,  has  38,500  in  the  built-up  area. 
Once  a  wealthy  cattle  center,  it  now  has  oil, 

cotton  and  chemicals,  with  an  Alcoa  plant 
at  Point  Comfort. 

WICHITA  FALLS 

IN  THE  NORTH  of  Texas,  east  of  the 
Panhandle  and  south  of  the  Oklahoma 

border,  every  conversation  eventually  gets 

around  to  one  subject — oil. 
Mention  retail  trade  in  Wichita  Falls,  and 

up  come  the  latest  production  figures  from 
the  surrounding  fields.  Ask  Kenyon  Brown, 

KWFT  president,  about  manufacturing  and 

he'll  explain  that  oil-connected  industries 
provide  more  factory  jobs  than  any  other 
line.  Or  ask  Sydney  A.  Grayson,  president 

of  KSYD-AM-TV,  about  wholesale  trade 
and  his  reply  will  count  the  Wichita  Falls 
dollars  that  come  from  oil  drilling,  produc- 

tion and  royalties. 

As  the  "independent  oil  man's  kingdom," 
Wichita  Falls  has  large  numbers  of  citizens 

who  operate  on  a  relatively  small  scale  com- 
pared to  the  enterprises  of  the  major  com- 

panies. The  corporate  giants  have  pretty 
well  moved  into  the  Permian  Basin,  East 
Texas  and  other  fields,  so  the  discovery  of 
a  few  hundred  new  wells  over  a  season 

means  important  money  to  a  lot  of  people 
around  Wichita  Falls.  To  quote  Oral  Jones, 

vice  president  of  City  National  Bank, 
"Wichita  Falls  has  more  millionaires  than 

any  comparable  city." The  city  is  nerve  center  for  an  area  100 
miles  in  all  directions — 80  or  more  of  these 

miles  lying  in  nearby  Oklahoma.  The  Fed- 
eral Reserve  Bank  of  Dallas  described  the 

In  Wichita  Falls  Retail  Area 
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wholesale-retail  area  as  containing  over  a 
half-million  persons  at  the  end  of  1954. 

There's  an  interesting  twist  to  the  retail 
trade  situation.  This  trade,  running  a  good 
$300  million  in  the  region  and  $150  million 
in  the  metropolitan  area,  is  tied  to  the 
recreational  side  of  North  Texas-South  Okla- 

homa living.  Wichita  Falls,  everyone  within 
50  counties  knows,  is  a  liquor  oasis  in  a 

prohibition  desert.  Many  of  the  city's  visi- 
tors think  nothing  of  a  150-mile  drive  over 

the  level  roads  to  stock  up  their  larders.  And 

most  of  them  shop  in  the  numerous  depart- 
ment stores  and  specialty  shops  as  well  as  in 

the  busy  package  stores.  Fine  new  super- 
highways are  being  built  in  several  directions 

from  Wichita  Falls,  a  new  inducement  to 

outlying  store  customers. 

Agriculture  is  a  leading  industry,  centered 
around  wheat,  beef  cattle,  cotton,  dairy 
cattle,  alfalfa,  grain  sorghum  and  poultry. 

There's  irrigation,  and  more  is  coming. 
Wichita  County  wheat  prospects  looked  good 

in  early  summer.  While  it's  rather  dry  coun- 
try, surface  water  is  supplied  by  such  rivers 

as  the  Wichita  and  Little  Wichita.  A  ma- 
jor new  dam  is  being  built. 

Wichita  Falls  started  to  look  like  quite 
a  town  early  in  the  century  after  Uncle  Jim 
Lockridge  moved  out  to  a  nearby  tract  and 
went  digging  for  water.  All  he  got  was 
putrid,  scummy  water,  so  he  dug  a  few  more 
wells.  That  did  it.  Oil  fever  had  burst  out 
around  southeastern  Texas  after  the  famed 

Spindletop  discovery  at  Beaumont,  so  the 
scum  became  more  important  than  the 
water.  Wichita  Falls  grew  nicely  until  the 

30s,  when  new  fields  became  the  rage  else- 
where in  Texas.  The  majors  began  moving 

out,  and  some  of  the  population,  too. 

Luckily,  in  1937  some  of  the  more  ven- 
turesome residents  found  new  reservoirs  at 

much  lower  levels,  and  a  real  comeback 

started.  The  city  rose  to  45,000  in  1940, 

68,000  in  1950,  110,000  in  1955  and  128,- 

000  in  mid-1956.  That's  spectacular  growth. 
Now  Wichita  Falls  has  nearly  500  oil  pro- 

ducing and  service  companies.  It  houses  the 
headquarters  for  800  independent  operators. 
Two-thirds  of  all  the  business  is  intertwined 
with  oil.  The  city  has  homes  bigger  than 
motels  and  one  has  a  rumpus  room  full  of 

stuffed  elephants,  a  hobby  of  the  safari- 
loving  owner. 

Family  income  is  near  the  peak  average 

for  the  state,  or  even  the  U.  S. — $7,056,  says 
Sales  Management.  Sheppard  air  base  puts 

$40  million  and  more  into  the  city,  and  it's 
being  enlarged.  Midwestern  U.  is  important 
to  the  economy.  Refineries  turn  out  gasoline 

from  oil  that  isn't  fed  into  pipelines.  Gas  is 
a  basic  fuel  and  an  industry,  as  well. 

The  cattle  industry  is  growing,  with  the 

fancy  Hereford  breeds  eating  high-nutrient 
grasses.  The  big  wheat  crop  feeds  local 

processing  plants.  General  Mills  has  a  tre- 

mendous unit  just  off  the  city's  center.  Bank 
debits  were  $1,165  million  last  year,  up 

Penetrate  Industrial  East  Texas 
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14.3%.  D.  A.  Cannon  Jr.,  promotion  man- 
ager of  KFDX-TV,  said  retail  sales  had  gone 

up  50%  in  a  half-dozen  years  and  10  neigh- 
borhood shopping  sections  had  been  built. 

"We've  got  to  hustle  to  make  a  living 

here,  with  hot  winds  and  cold  winters,"  said 
Banker  Jones,  "but  we  have  everything  to 

make  a  man  happy  and  prosperous.  .  .  ." 

EAST  TEXAS 

UP  TO  a  decade  ago  East  Texas  was  known 
for  its  agriculture,  lumber  and  the  largest 
Texas  oil  field.  Discovery  of  oil  in  1930 
started  an  upward  trend,  and  many  of  the 

counties  east  of  Dallas  scarcely  felt  the  de- 
pressions of  the  30s.  The  industrial  develop- 

ment has  been  built  around  the  supply  of 

low-cost  fuel,  one  of  the  few  steel  plants  in 

the  state,  growth  of  paper-pulp  production 
in  the  lumber  industry  and  finally  the  ar- 

rival of  many  diversified  plants  both  large 
and  small.  Water  worries  are  disappearing 

as  the  rivers  are  being  harnessed. 
The  rate  of  industrial  growth  is  good, 

many  counties  ranking  high  in  the  list  of 

fast-growing  Texas  industrial  areas.  The 
East  Texas  Chamber  of  Commerce  backed 

an  extensive  study  of  mineral  resources, 

figuring  the  earth  will  yield  products  that  will 

keep,  maintain,  or  even  raise,  the  region's 
growth  rate.  One  survey  of  72  counties  in 
East  Texas  showed  4,500  manufacturing 

plants.  This  did  not  include  the  industrial 
areas  of  Dallas,  Houston  and  Beaumont. 
East  Texas  claims  more  oil  reserves  than  all 

of  California. 
Tyler  is  one  of  the  larger  East  Texas  cities, 
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with  53,000  in  the  urban  area  and  80,000  in 

Smith  County.  The  city  population  has  in- 
creased 36%  since  1950.  Describing  the  ad- 

dition of  industry  to  the  region,  Marshall 
Pengra,  general  manager  of  KLTV  (TV), 
listed  the  new  $15  million  General  Electric 

headquarters  for  its  home  heating-cooling 
production;  $1  million  National  Homes 
Corp.  plant  for  prefabricating  houses,  and 
the  Lone  Star  Steel  Co.  $175  million  plant, 
which  Longview  and  Texarkana  also  claim 
in  their  areas  of  influence.  Manufactures 

include  metals,  cast-iron  pipe,  plumbing, 
food,  chemicals,  lumber  products,  stone-clay- 
glass,  apparel  and  printing. 

Tyler  is  wholesale  and  retail  center  for 
East  Texas  (100  wholesalers  are  operating), 
and  houses  275  petroleum  company  offices. 
Its  roses  are  famed  the  world  over,  with 
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production  totaling  $9  million  a  year.  An 

annual  festival  is  held  by  this  "Rose  Capital 
of  the  world,"  which  produces  three-fifths 
of  all  U.  S.  roses.  Beef  and  dairy  cattle  are 

produced  in  quantity  in  East  Texas,  and 
commercial  poultry  production  is  increasing. 

Cotton  Belt  Railroad  has  moved  its  gen- 
eral offices  to  Tyler.  Western  Foundry  has 

expanded  and  major  shopping  centers  are 
being  built.  Value  of  manufacturing  output 
in  Tyler  tripled  from  1947  to  1954. 

Longview  has  150  industrial  plants,  in- 
cluding the  famed  LeTourneau  project 

(heavy  machinery).  Like  many  other  Texas 
oil  cities  it  has  gone  through  the  der- 

rick-farm stage  as  land  yielded  both  sur- 
face and  sub-surface  wealth.  Two  new  plants 

were  added  last  year — Pittsburgh  Screw  & 
Bolt  addition  and  Resistol  Hat  Co.  Trail- 

mobile  Inc.,  Pullman  subsidiary,  has  en- 
largement plans  along  with  Sonoco  Products, 

Gillespie  Varnish  and  Southwest  Casket  & 

Mfg.  Co.  Nearby  Greggton  is  to  be  opera- 
tions headquarters  of  Transfin  Tube  Corp. 

The  people  in  metropolitan  Texarkana 
owe  allegiance  to  one  or  more  of  four  states 

— Texas,  Arkansas,  Louisiana  and  Okla- 
homa. The  city  sits  on  the  Texas-Arkansas 

line  and  the  white  line  down  the  center  of 

State  Line  Ave.  marks  the  boundary.  Okla- 
homa and  Louisiana  borders  are  a  half-hour 

drive  away.  With  53,000  city  population,  the 

city's  leading  industry  is  "the  bullet  factory," 
as  Red  River  Arsenal  is  lovingly  labeled, 
where  7,000  are  currently  employed.  Lone 
Star  Steel  and  other  industries,  lumber  and 

agriculture  are  other  income  sources  in  ad- 
dition to  money  from  East  Texas  oil  wells. 

The  four-state  market  is  acquiring  unity  as 
the  result  of  television,  according  to  Walter 

M.  Windsor,  general  manager  of  KCMC- 

TV.  The  station's  advertising  is  drawn  from 
cities  up  to  100  miles  away. 

Koppers,  National  Lead  and  other  in- 
dustries produce  creosote,  pigments,  cotton- 

seed products,  lumber  items,  fertilizer, 
pickles,  rock  wool  and  packaging. 

Lufkin,  between  Longview  and  Houston 
to  the  south,  has  18,500  urban  population 
and  37,500  in  Angelina  County.  Lumber 

and  paper-making  are  among  the  industries, 
plus  iron  foundries.  Southland  Paper  Mill 
has  a  $15  million  project,  expanding  its 

output.  Angelina  County  Lumber  Co.  is 
modernizing  at  a  cost  of  $1.5  million. 
Southern  Pine  Lumber  Co.,  11  miles  south 
at  Diboll,  has  been  enlarging  its  facilities. 

Marshall,  a  city  of  26,500  (Harrison 

County  47,000),  has  oil,  gas  and  farm  in- 
come. Its  Marshall  Industries  Inc.  is  active 

in  bringing  in  new  plants.  Nacogdoches,  a 
city  of  15,000  (county,  29,000),  is  one  of 
the  oldest  cities  in  Texas.  It  is  a  tourist 

center. 

Palestine,  in  the  forested  area,  has  16,000 

population  with  rail  division  facilities,  in- 
dustries and  wholesaling.  Anderson  County 

population  is  37,000.  Plants  turn  out  glass 

bottles,  food  products,  lumber  and  gar- ments. 

Another  of  the  older  East  Texas  com- 
munities is  Huntsville,  site  of  Sam  Houston 

State  College,  one  of  the  state's  oldest 
schools.  The  town,  with  11,000  population, 
has  shrines  in  honor  of  Sam  Houston,  one 

of  its  pioneer  citizens. 
In  North  Central  Texas,  Paris  (23,500 

population,  43,000  in  Lamar  County)  is  a 
farm  center  with  furniture,  feed,  cottonseed, 

poultry  and  other  manufactured  products. 
Dennison,  four  miles  from  the  Oklahoma 

boundary,  has  21,000  population.  It  is  close 
to  Lake  Texoma,  which  produces  a  $37  mil- 

lion tourist  income.  Sherman  has  29,000 

population  and  Perrin  Air  Force  Base.  It, 
too,  benefits  from  Lake  Texoma.  Both  are 
in  Grayson  County  (74,000  population). 
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WEST  TEXAS 

IF  AN  economic  indicator  hasn't  doubled 
within  five  years,  the  folks  around  the 
Permian  Basin  oil  field  in  West  Texas  start 

looking  into  the  situation.  Odessa,  Midland 

and  Big  Spring,  strung  out  along  the  Broad- 
way of  the  West  (Route  80),  are  in  the  heart 

of  a  producing  field  turning  out  IV2  million 

barrels  of  oil  a  day — "one-tenth  of  the  world 

supply,"  they  keep  reminding. 
All  this  oil  and  gas,  coming  out  of  a  rela- 

tively new  field,  is  starting  to  attract  petro- 
chemical industries  in  a  big  way.  Latest  boon 

to  the  area  is  a  $30  million  General  Tire-El 

Paso  Natural  Gas  synthetic  rubber  project 

(see  petrochemical  story,  page  86).  There'll 
be  others,  West  Texans  believe,  as  they 
match  their  resources  and  industry  against 
the  facilities  of  the  Gulf  Coast. 

The  Permian  Basin  spills  westward  into 

New  Mexico.  Roughly  it's  bordered  by 
Hobbs  and  Snyder  on  the  north,  Sweetwater 
on  the  east,  San  Angelo  and  El  Dorado  on 
the  south  and  Carlsbad  on  the  west — an  area 

larger  than  New  England.  It's  an  intricate 
interlacing  of  pipelines  and  railroads,  includ- 

ing a  cozy  little  connecting  railroad,  the  Ros- 
coe,  Snyder  &  Pacific,  running  along  Route 

84. 
Odessa  has  a  population  of  55,000  (Ector 

County  68,000).  Like  many  of  the  other 
basin  cities,  the  industries  and  people  are 

young  and  prosperous.  Family  incomes 
match  those  of  any  county  anywhere.  Since 
1940  Odessa  retail  sales  have  multiplied 
seven  times,  or  16  times  since  1930,  running 
$100  million  a  year. 

John  Guffey,  of  Womack  &  Snelson 

agency,  said  the  population  is  doubling  every 

few  years.  "This  West  Texas  market  is  a 
new  market  most  easterners  don't  know 
about,"  he  said.  Ed  Costello,  sales  manager 
of  KOSA-TV,  listed  such  huge  industries  as 
the  sale  of  goods  and  services  to  the  oil  in- 

dustry, probably  $300  million  a  year.  An- 
other $50  million  is  being  spent  to  pin-point 

a  half-billion  dollars  worth  of  untapped  oil. 

Rapidity  of  the  basin's  growth  isn't  easily 
emphasized  by  charts  and  tables,  because  the 
residents  who  swarm  into  the  area  earn  good 

money  and  spend  it  as  they  help  convert  the 
plains  into  substantial  urban  developments. 
Odessa  has  extensive  wholesale  and  service 

facilities,  and  draws  retail  trade  from  a  wide 

area. 

Midland's  44,000  people  are  just  as  de- 
pendent on  oil,  plus  livestock.  The  city  re- 

fers to  its  oil  role  as  the  headquarters  and 
financial  center  of  the  Permian  Basin  and 

has  450  oil  offices.  It's  population  pace 

matches  that  of  Odessa.  Big  Spring's  econo- 
my follows  the  same  pattern.  Bank  deposits 

have  quadrupled  since  1942.  Big  Spring  has 

27,000  population,  Howard  County  33,000. 
East  on  Route  80,  Sweetwater  is  a  city  of 

17,000  with  other  industries  supplementing 

oil  income.  Its  tv  station,  KPAR-TV,  man- 
aged by  Dan  C.  Guthrie,  is  a  satellite  of 

KDUB-TV  Lubbock.  Mr.  Guthrie  empha- 

sized Sweetwater's  huge  gypsum  and  cement 
plants  supplementing  oil  and  transportation 
income.  Snyder,  about  the  same  size,  also 

has  important  transportation  facilities. 

Abilene,  lying  a  half-hour  east  of  Sweet- 
water on  Route  80,  has  a  population  of  61,- 

000  (Taylor  County  75,000).  Three  colleges 
have  4,500  students  and  a  new  air  base, 
activated  in  April,  will  have  5,000  airmen 
and  officers  plus  500  civilian  employes. 
A  lot  of  new  oil  discoveries  are  coming  in, 

with  3,000  persons  employed  in  that  activity. 
U.  S.  Time  Corp.  employs  500.  Agriculture 

is  a  $7  million  item.  A  four-lane  road  is 
being  built  to  Sweetwater.  Last  year  1,700 

new  houses  were  built  in  the  city  and  build- 
ing permits  totaled  $9  million  in  the  first 

quarter  of  1956.  The  area  stood  rather  still 

for  a  good  many  years  but  younger  busi- 
nessmen are  now  stirring  up  new  trade  and industry. 

In  the  southeast  corner  of  the  Permian 

Basin.  San  Angelo  claims  the  largest  inland 
wool  market  in  the  world,  handling  a  fifth 

of  U.  S.  sheep  and  90%  of  the  goats  and 

mohair.  Cattle  and  grain  support  the  econ- 

omy. The  city  population  is  about  70,000. 
Goodfellow  air  base  means  work  for  3,000 

and  a  $10  million  income. 
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RIO  GRANDE  VALLEY 

FOR  THOUSANDS  of  years  the  border  Rio 
Grande  River  has  been  picking  up  topsoil 
from  the  upper  valley  and  depositing  it  in 
a  delta  region  near  the  Gulf  of  Mexico.  This 
ground  is  exceptionally  fertile,  yielding  $175 

million  a  year  in  fruit  and  vegetables  pro- 
duced on  two  million  acres  (700,000  ir- 

rigated). 
Brownsville  was  the  pioneer  city  in  the 

Lower  Rio  Grande  Valley.  During  the  Civil 

War  it  was  the  scene  of  blockade-running 
as  the  South  shipped  cotton  to  England. 
In  the  last  decade-and-a-half  a  number  of 
other  cities  have  started  to  catch  up  to 

Brownsville's  44,000  population.  These  in- 
clude Harlingen  (33,000)  and  McAllen  (27,- 

000).  Interlocked  with  them  in  the  four- 
county  valley  are  a  group  of  cities  including 

Eidenburg  (17,000),  Weslaco  (16,500),  Mis- 
sion (14,500)  and  Raymondville  (11,500). 

This  metropolitan  market  assumes  im- 
portance when  it  is  realized  that  400,000 

people  are  now  living  in  what  businessmen 

call  "the  warmest,  driest,  sunniest,  lowest- 
cost  winter  resort  in  the  United  States." 
Tourist  business  amounts  to  $12  million. 

Total  retail  sales  should  approach  $300  mil- 
lion in  1956.  Across  the  river  are  two  im- 

portant Mexican  cities  —  Matamoros  and 
Reynosa. 

Probably  the  most  famous  item  coming 
out  of  the  valley  into  the  nationwide  market 

is  the  pink  grapefruit.  Red  Blush  and  re- 
lated strains  command  a  premium  price.  The 

valley  grapefruit  and  oranges  are  described 
as  the  juiciest  and  sweetest  in  the  nation. 

A  brutal  blow  to  the  area's  agriculture  oc- 
curred when  the  big  frost  of  1951  killed 

trees  everywhere.  The  14  million  tree  popu- 
lation dropped  to  3.5  million.  Replanting 

takes  time.  There  are  now  over  70,000  pro- 
ducing acres  and  by  1960  around  125,000 

acres  will  be  back  in  production. 

Cotton  grows  well,  too,  and  it  has  ex- 
ceeded $100  million  a  year,  though  this  is 

easily  double  the  current  average.  Vege- 
table yields  are  heavy  and  two  tomato  crops 

are  produced  in  a  year.  Numerous  can- 
neries and  packing  plants  are  operated  and 

fruit-vegetable  shipping  is  a  big  industry. 
Falcon  Dam,  up  the  valley,  insures  water 
supplies  for  city  use  and  irrigation  purposes. 
Rainfall  runs  28  inches  a  year,  mostly  in  the 
summer. 

Shrimp  and  other  seafood  provide  employ- 
ment for  2,500  and  comprise  a  $25  million 

industry. 

The  lower  valley  is  underlaid  with  oil 
strata.  Oil  and  gas  now  bring  in  $75  million 

a  year  and  they're  looking  for  an  oil  boom 
one  of  these  years. 

Brownsville  is  an  international  seaport, 
airport  and  railroad  interchange  center. 
Thousands  pass  through  the  port  of  entry. 

A  17-mile  ship  channel  provides  a  deep- 
water  way  to  the  Gulf.  Matamoros  is  across 
the  river. 

Harlingen,  also  in  Cameron  County  (161.- 

000  county  population),  is  an  industrial  com- 
munity and  financial  center.  Young  and  fast- 

developing,  it  has  about  quadrupled  since 
1940  in  population. 

McAllen,  in  Hidalgo  County  (201,000 

population),  has  a  large  number  of  vegetable 

industries,  oil  activity,  and  tourist  business. 
Canteloupe  is  a  big  crop.  Among  large 

plants  are  canneries  and  cotton  oil  plus 
roofing  and  millwork  industries.  The  city 

is  opposite  Reynosa. 
Weslaco,  in  the  heart  of  this  prosperous 

valley,  has  Texsun  Citrus  Exchange,  Stauffer 

Chemical  and  Williamson-Dickie  Mfg.  Co. 
(work  clothes).  Its  population  has  doubled 

since  1940,  as  have  Edinburg's  and  Merce- 
des'.   Mission  has  grown  fast. 

Port  Isabel  is  a  small  fishing  and  resort 
area  at  the  entrance  to  the  Gulf.  It  has 

a  causeway  to  Padre  Island,  a  130-mile  strip 
running  northward  to  Corpus  Christi.  The 
southern  tip  is  being  developed  as  a  resort. 

Total  bridge  crossings  between  the  delta 
cities  and  Mexico  total  more  than  six  million 

a  year.  Many  tourists  cross  for  nightclubbing 

or  shopping.  Others  go  on  into  Mexico. 
Nearly  200  miles  northwest,  up  the  Rio 

Grande,  Laredo  has  a  population  of  62,000 
plus  at  least  that  many  more  in  Nuevo 
Laredo,  across  the  river.  A  disastrous  flood 
in  1954  caused  heavy  damage.  Fanning 
thrives  along  the  river.  Crops  include  onions, 
tomatoes  and  other  vegetables.  Trade  with 
Mexico  is  heavy.  Laredo  Air  Force  Base  is 
a  major  contributor  to  the  economy.  Many 
old  adobe  structures  are  still  found  around 

the  city.  The  customs  office  handles  a  lot 
of  traffic.  Cattle,  smelting  and  paint  pigments 

are  among  industries.  Laredo,  on  Pan- 
Am  Highway,  has  lived  under  five  flags. 

Wool  and  mohair,  along  with  other  retail 

trade  and  agriculture,  keep  Del  Rio  (popula- 
tion 17,000)  thriving.  Ciudad  Acuna  is 

across  the  border. 
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CENTRAL  TEXAS 

THERE  are  no  metropolitan  areas  deeper 
in  the  heart  of  Texas  than  the  central  cities 

of  Waco,  Temple  and  Austin,  between 
Dallas-Fort  Worth  and  San  Antonio.  These 

metropolitan  markets,  in  a  north-south  row, 
look  eastward  across  the  low  plains  and 
westward  into  the  hill  country. 

Mere  mention  of  Austin  in  a  lot  of 

Texas'  254  counties  will  bring  sighs  from  the 
natives.  Austin,  thanks  to  persistent  industry 
and  political  initiative,  has  more  water  than 
it  can  ever  use,  no  matter  how  fast  the 

metropolis  grows,  and  it's  developing  fast, 
as  state  capitals  go. 

The  local  economists  find  the  city  has  the 

expected  stability  of  a  government  and  edu- 
cational headquarters  plus  a  growth  rate  2Vi 

times  as  fast  as  the  state  itself. 

After  cities  like  Houston,  Dallas,  Fort 
Worth  and  Lubbock,  for  instance,  Austin 

offers  a  change  of  both  economic  and  geo- 
graphic pace.  It  has  hills  and  lakes,  reminis- 

cent of  the  Pennsylvania  Poconos.  The  lakes 

are  man-made,  providing  power,  flood  con- 
trol and  recreation.  Lake  Austin  runs  right 

into  the  city  and  there's  a  two-boat  fleet  of 
padd'e-wheelers  for  tourists. 

Lake  Austin  is  one  of  a  stairway  series 
of  six  lakes  backing  up  the  observation  by 

J.  C.  Keliam,  general  manager  of  KTBC- 

AM-TV,  that  "Austin  has  lots  of  water, 
enough  to  serve  this  growing  city  for  years 

and  years."  The  Highland  Lakes  reach  150 
miles  westward  into  the  hills  and  have  700 

miles  of  shoreline.  Aided  by  nature,  the 
Lower  Colorado  River  Authority  is  offering 

one  of  the  nation's  more  impressive  water- 
harnessing  projects.  By  Pacific  Northwest 
standards,  of  course,  the  dams  are  small. 

But  they  provide  power  for  Austin,  San  An- 
tonio and  40  other  interior  Texas  cities  plus 

eliminating  disastrous  floods.  Their  blessings 
reach  all  the  way  to  the  Gulf  Coast,  where 
three  counties  use  Colorado  River  water  to 

irrigate  rice  fields. 

Louis  R.  Cook,  general  manager  of 

KNOW,  said  there  are  over  130  state  or- 
ganizations with  headquarters  in  Austin, 

mostly  arriving  in  the  last  decade.  The  city 
has  190,000  people,  with  over  200,000  in 
Travis  County.  As  state  capital,  government 
becomes  an  important  industry  with  over 

20,000  persons  working  for  civil  or  military 

units  and  drawing  $65  million  pay.  Indus- 
tries include  small  fabricating,  milling  and 

food  plants  that  employ  around  5,000. 

Texas  U.  is  a  significant  part  of  the  com- 
munity. The  huge  plant,  built  with  the  aid 

of  money  from  its  owned  oil  lands  elsewhere 
in  the  state,  has  an  enrollment  of  18,000. 

This  is  said  to  be  top  university  enrollment 
in  the  South.  Students  spend  $19  million 
during  the  year  and  the  university  payroll 
is  around  $12  million.  Total  contribution 

to  the  community  is  computed  at  $36.8  mil- 
lion a  year,  including  money  spent  by  those 

who  come  to  watch  the  Longhorn  football 

games. Texas  U.  has  a  Bureau  of  Business  Re- 
search often  called  about  the  best  of  its  type 

in  the  United  States.  Since  the  state  itself 

collects  and  publishes  only  a  minimum 
amount  of  economic  information,  the  bureau 

is  the  principal  source  of  business  data  for 
industry,  finance  and  other  interests.  Its 

monthly  business  reviews  are  the  state's 
standard  reference  work.  Dr.  John  R.  Stock- 

ton is  bureau  director,  with  Stanley  A. 

Arbingast  assistant  director.  Two  research 

specialists— Dr.  Richard  C.  Henshaw  Jr.  and 
Alfred  G.  Dale — provided  vast  amounts  of 
material  for  this  look  at  the  economy  of 
Texas. 

As  metropolitan  Austin  expands,  aided  by 

a  steady  blending  of  civil,  military  and  com- 
mercial development,  it  can  point  to  dry 

summers,  relative  freedom  from  the  winter 

northers,  34-inch  rainfall,  rolling  hills,  and 
365-night-a-year  artificial  moonlight  from  27 
165-foot  towers  equipped  with  mercury 
lights.  It  can  count  up  around  $215  million 
in  retail  sales  and  $50  million  farm  income 

from  the  area.  Finally,  it  can  look  up  the 
Colorado  River  and  recall  the  energetic 

battle  by  Sen.  Lyndon  Johnson  (Mrs.  John- 
son is  a  principal  in  the  KTBC  stations)  on 

behalf  of  the  lake  project.  The  result  is  a 

wide-awake  market  whose  population  has 
doubled  since  1940. 

With  105,000  urban  population  (155,000 

in  McLennan  County),  Waco  is  rated  as 

the  state's  ninth  city,  according  to  Charles 
Boland,  KWTX-TV  national  sales  manager. 

It  is  located  on  the  Brazos,  the  state's 
"biggest"  river,  and  is  a  transportation  and 
distribution  center.  The  city  is  diversified  in 
its  cultural  facilities,  having  a  renowned 
Browning  Library  on  the  Baylor  U.  campus 

and  a  powerful  football  team.  The  univer- 
sity has  5,000  students  with  a  magnificent 
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plant  and  $33  million  in  assets.  Annual 
expenditures  run  $12  million.  Incidentally, 
Baylor  is  the  oldest  institution  of  higher 
education  in  Texas  and  the  largest  Baptist 
university. 

Waco's  ninth-ranking  position  in  Texas 
population  is  surpassed  by  its  sixth  place  in 

the  state's  industry.  Among  plants  are  Wil- 
liam Cameron  &  Co.  (900  employes,  $4 

million-plus  payroll);  General  Tire  (only 
tire-making  plant  in  the  southwest,  1,200 
employes  and  $6  million  payroll  with  plant 

being  enlarged) ;  Owens-Illinois  Glass  Co. 
(725  employes,  $314  million  payroll);  Phil- 

lips (1,500  employes,  $6  million  payroll); 

Texas  Textile  Mills  (250-500  employes,  $1.2 
million  payroll) ;  Universal  Atlas  Cement 
(178  employes,  $725,000  payroll). 

James  Connally  Air  Force  Base  has  5,000 
personnel  and  a  $1.8  million  annual  payroll. 
The  Veterans  Administration  hospital  has 

1,000  employes  and  a  $5V2  million  payroll. 
Wholesale  business  in  1955  ran  $218  mil- 

lion with  retail  sales  of  more  than  $165 

million.  The  buying  potential  of  the  seven- 
county  trade  area  is  estimated  at  $425  mil- 

lion, of  which  Waco  has  $195  million  com- 
pared to  $50  million  in  1940.  Manufactured 

goods  turned  out  in  1955  had  an  estimated 
value  of  $65  million  and  farm  income  of 

the  seven-county  market  was  almost  $75 
million. 

West  of  Waco,  in  Brown  Co.,  is  Brown- 
wood,  22,500  population  (29,500  in  county), 
a  transition  county  leading  westward  into 
prairie  country.    Its  crops  include  cotton, 

sorghum,  wheat  and  some  fruits  and  vege- 
tables. Packing  and  food  industries  use 

livestock  and  crop  output.  Howard  Payne 
College  is  located  there.  Lake  Brownwood 
is  a  tourist  attraction. 

Temple  is  just  south  of  Waco  on  heavily 
traveled  Route  81.  It  has  34,000  people 

(Bell  County  96,000).  Agriculture  and  in- 
dustry are  evenly  blended  with  agriculture 

divided  between  crop-growing  and  ranch- 

ing. Bell  County's  westward  portion  gets  into 
the  hill  county.  Crops  include  pecans,  sor- 

ghum, corn  and  cotton.  Cattle  are  important 
and  dairying  is  a  big  industry. 

Temple's  industries  turn  out  furniture, 
shoes,  millwork,  feeds,  cottonseed  products, 
rockwool,  garments  and  tile.  Both  Waco 
and  Temple  have  major  fairs  every  year. 

THE  LATIN  MARKET:  $1 

THE  fastest  growing  part  of  the  Texas 
market  is  the  least  understood — and  the 

least  appreciated  by  many  businessmen  serv- 
ing the  state.  This  is  the  Latin  portion  of 

the  8.8  million  population.  It  is  variously 

estimated  between  one  and  two  million  peo- 
ple, whose  economic  level  is  moving  far 

ahead  of  the  market  statisticians'  curves. 
Texans  themselves  tend  to  understate 

the  market  potential  of  this  single  group, 

often  sticking  to  generations-old  concepts 
based  on  the  days  when  practically  all  Mexi- 

cans in  Texas  were  poor  laborers,  wetbacks 
(who  presumably  swam  the  Rio  Grande)  and 
servants. 

While  available  research  indicates  there 

are  a  minimum  of  a  million  Latins — the 
preferred  term  for  those  of  Spanish  and 

Mexican-Indian  descent — one  official  report 
on  migratory  labor  suggests  anywhere  from 
one-half  to  one  million  Mexicans  have 

slipped  across  the  border  illegally.  Even  a 
U.  S.  Census  fails  to  find  hundreds  of  thou- 

sands of  these  Latins  because  they  have 
been  absorbed  into  the  families  of  relatives 

and  friends;  the  census  enumerator  has  no 

way  of  knowing  how  many  persons  really 
live  in  a  home,  other  than  the  word  of  the 

occupants,  and  they  naturally  are  covering 
up  for  those  who  entered  illegally. 

In  the  last  few  years  some  of  those  who 
engage  in  merchandising  have  started  to 
discover  that  a  new  and  highly  valuable 

market  is  emerging  from  the  leveling-off 
social  processes  of  World  War  II,  universal 

schooling  for  the  younger  generation,  im- 
proved employment  opportunities  and  dwin- 

dling prejudices. 

A  good  guess  is  that  Latin  buyers  are 
spending  a  minimum  of  $1  billion  a  year 
in  Texas.  If  there  were  accurate  ways  of 
tracking  down  each  retail  dollar,  it  might 
run  a  good  deal  over  that  figure.  In  several 
major  cities  at  least  half  the  population  is 

Spanish-speaking,  and  a  substantial  ma- 
jority of  these  speak  both  Spanish  and  Eng- 
lish. Even  if  taught  only  English  in  a  Texas 

school,  the  second-generation  Latin  young- 
ster absorbed  Spanish  culture  and  language 

from  the  cradle. 

"They  often  prefer  to  talk  Spanish  in  the 
home,  where  the  family  ties  are  unusually 

strong,"  said  Jack  M.  Pitluk  Sr.,  president  of 
Pitluk  Advertising,  San  Antonio,  one  of  the 

better-known  Texas  agencies.  "They're  like 
the  old  Pennsylvania  Dutch  families,"  he 
said  in  drawing  a  bilingual  comparison. 
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Prof.  Sam  A.  D.  Leifeste,  economist  and 
teacher  of  business  at  Northwestern  State 

College  (La.),  explained  in  a  current  analy- 
sis of  the  Latin  market  that  Latins  have  "a 

distinct  inclination  to  spend,"  not  worrying 
too  much  about  old  age.  He  found  they  buy 

the  best  appliances,  even  if  they  live  in  low- 
cost  homes.  Wages  are  getting  higher,  he 

reminded,  bringing  higher  earning  power  as 
Latin  folk  get  into  the  skilled  crafts,  profes- 

sions and  commercial  fields.  They  rear  large 
families,  so  the  per  family  income  may  equal 

or  surpass  many  white  families. 

Latins  buy  a  lot  of  groceries  and  they 

are  home-owners,  Prof.  Leifeste  said."  They 
are  described  as  honest  in  business,  follow- 

ing religious  teachings,  and  like  to  conduct 
business  in  a  friendly,  social  atmosphere. 

This  "market-within-a-market"  is  the  fastest 

Bilingual  sign  on  U.  S.  80 

growing  segment  of  the  Texas  population, 
he  said,  reminding  that  these  Latins  are 

Americans  and  they're  Texans,  too. 
Mr.  Pitluk  told  B*T  his  agency  finds  a 

profitable  market  in  the  Latin  populace, 

mentioning  such  major  cities  as  San  An- 
tonio, El  Paso,  Laredo  and  Corpus  Christi 

as  areas  where  over  half  the  people  speak 

Spanish.  They  love  to  hear  Spanish  on  their 
radios,  and  enjoy  Spanish  tv  programming, 
he  said.  Furthermore,  they  spend  heavily 

in  radio  and  tv  sets,  other  appliances,  auto- 
mobiles, beer  and  groceries. 

"They  drink  IV2  times  as  much  beer  as 
American  families,"  Mr.  Pitluk  said,  add- 

ing that  his  agency  had  just  bought  a  bi- 
lingual daily  hour  on  WOAI  San  Antonio, 

11-12  p.m.,  for  the  heavily  sold  Pearl  beer. 
He  explained  that  Latin  buyers  like  brand 
names  built  around  animals  or  familiar  ob- 

jects. Pearls  are  used  for  symbols  on  Pearl 
beer,  and  the  Latin  buyer  is  often  influenced 

in  his  purchase  by  the  buying  slogan,  "Una 

Perla,  por  Favor." For  Roegelein  Provision  Co.  Mr.  Pitluk's 
agency  developed  the  Pinkie  Pig  symbol. 
Millions  of  Camel  cigarettes  are  sold  be- 

cause of  the  animal  symbol.  Those  who  sell 
to  the  Latin  market  generally  use  English 

terms  that  have  a  Spanish  similarity — Pearl 

(Perla)  for  example.  Satina  starch  is  an- 
other example.  Latinsjike  Quaker  Oats  be- 
cause of  the  man  with  the  flat  hat. 

"Give  them  what  they  want,"  suggests 
Nathan  Safir,  general  manager  of  KCOR- 
AM-TV  San  Antonio,  explaining  they  are 

rapidly  becoming  Americanized.  He  said 
KCOR-TV  has  found  an  exceptionally  high 

viewers-per-set  figure  in  that  market.  Only 
5-6%  are  first  generation  Latins,  he  said. 

Mr.  Pitluk,  discussing  effectiveness  of 

the  broadcast  media,  said  that  with  a  quar- 
ter-million Latins  in  Bexar  County  (San 

Antonio),  the  only  Spanish  newspaper  has 

just  8,000  circulation.  J.  E.  Anderson,  sta- 
tion manager  of  KIWW  San  Antonio,  said 

two  of  three  families  read  no  newspaper. 

Any  magazines  they  read  are  usually  pulps. 

"With  the  $1  minimum  wage,  and  better 
work  opportunities,  the  Latin  audience  has 
a  lot  of  uncommitted  dollars  at  the  week- 

end, and  they  spend  these  dollars,"  Mr. 
Pitluk  said.  "They  are  heavy  bread  eaters 
and  buy  a  lot  of  flour."  He  explained  they 
buy  an  auto  merely  to  get  around  in,  draw- 

ing a  comparison  with  the  950,000  Negro 
population  in  Texas.  A  Negro,  he  noted, 
may  buy  the  most  expensive  meat,  clothes 
and  automobile. 

Latins  are  just  learning  to  use  credit. 
If  an  installment  is  due  at  4  p.m.  Tuesday, 
the  Latin  debtor  often  is  there  well  ahead 

of  time  with  the  payment.  Four  out  of  five 
have  washing  machines  and  mechanical  re- 

frigerators; nine  out  of  10  have  radios. 

The  border-crossing  business  is  becoming 
more  important,  with  an  estimated  135,000 
Mexican  citizens  holding  cards  that  entitle 
them  to  shop  in  Texas  border  cities.  Total 
crossings  for  shopping  purpose  run  up  into 
the  millions,  and  they  buy  important  but  un- 

measured quantities  of  soft  goods  and  other 

items  that  don't  involve  a  prohibitive  tariff. 
In  Juarez,  across  the  Rio  Grande  from  El 
Paso,  it  costs  one  penny  to  cross  over  from 
Mexico,  and  two  pennies  to  return. 

Broadcasting   •  Telecasting 



KCEN-TV 

covers  the  Waco-Temple,  Central  Texas  Market 

RETAIL  SALES  -  1955 
32  counties  in  KCEN-TV  coverage  area 

store  group  sales 

FOOD  $174,964,000 
EATING  AND  DRINKING   46,038,000 
GENERAL  MERCHANDISE   83,126,000 
APPAREL   40,353,000 
FURNITURE  -  HOUSE  -  RADIO   36,637,000 
AUTOMOTIVE  t   172,792,000 
GAS  STATIONS   57,698,000 
LUMBER  -  BLDG.  ■  HARDWARE   73,400,000 
DRUGS    25,533,000 

TEXAS  BUSINESS  IS  BOOMING  .  .  .  WE'RE  IN  THE  HEARTLAND 
OF  TEXAS! 

KCEM-%/
 

•  833  ft.  tower       •  Max.  power,  700  kw. 
•  Channel  6,  VHF  •  Full  Time 

Representatives:  NATIONAL:  George  P.  Hollingbery  Co, 
TEXAS:  Clyde  Melville  Co.,  Dallas 

KCEN-TV,  17  S.  3rd.,  Temple,  Texas 
OWNED  AND  OPERATED  BY  BELL  PUBLISHING  CO. 
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INTERNATIONAL 

M.  S.  NOVIK,  president  of  WOV  New  York,  was  honor  guest  at  a  reception  given  in 
Rome  by  Italian  broadcasters.  Chatting  at  the  affair  are  I  to  r  Dr.  Gino  Orsini,  technical 

director  of  RAI  Italian  radio  and  tv;  Mr.  Novik;  George  Cueto,  director  of  WOV  opera- 
lions  in  Italy,  and  Dr.  Gilberto  Bernabei  of  RAI. 

Eight  Dominion  Tv  Outlets 

Boost  Rates  With  $1,000  Top 
NEW  RATE  CARDS,  effective  July  1,  have 
been  issued  by  eight  Canadian  Broadcasting 
Corp.  television  stations.  Highest  rates  in 
Canada  are  now  charged  by  CBFT  (TV)  Mon- 

treal, French-language  station,  and  CBLT  (TV) 
Toronto,  at  $1,000  an  hour  class  A  time  and 

one-minute  spot  announcements  in  class  AA 
time  at  $250. 

Other  new  CBC  tv  station  rates,  for  one  hour 
class  A  time:  CBHT  (TV)  Halifax,  N.  S., 
$300;  CBMT  (TV)  Montreal,  English-langu- 

age, $750;  CBOT  (TV)  Ottawa,  Ont.,  $400; 
CBOT  (TV)  Ottawa,  French-language  station, 
$300;  CBWT  (TV)  Winnipeg,  Man.,  $400,  and 
CBUT  (TV)  Vancouver,  B.  C,  $580. 
New  CBC  tv  network  rate  cards,  effective 

July  1,  list  31  English-language  tv  stations,  with 
total  cost  for  one  hour  class  A  time  of  $9,880. 
Rate  card  for  CBC  French-language  tv  net- 

work lists  six  stations  with  total  rate  for  one- 
hour  class  A  time  of  $2,510. 

CBC  Holds  Down  Spending 

Until  Budget  Source  Named 

UNTIL  the  Canadian  Parliament  and  the  Royal 
Commission  on  Broadcasting  decide  how  the 
Canadian  Broadcasting  Corp.  is  to  be  financed, 
CBC  will  not  make  any  more  major  capital 
expenditures.  A  capital  budget  tabled  in  the 
Canadian  House  of  Commons  by  CBC  in  mid- 
July  totaled  $8,948,900  for  the  present  fiscal 
year  ending  March  31,  1957. 

This  includes  $6,234,000  for  projects  on 
radio  and  television  now  underway,  including 
new  studios  at  Toronto  and  Montreal.  New 

capital  projects  to  be  started  during  this  fiscal 
year  total  only  $2,576,000  and  are  mainly 
equipment  purchases.  Only  $116,500  is  allotted 
to  new  buildings.  Of  the  total  $8,948,900,  more 
than  $7,000,000  is  for  tv  projects,  $1,764,000 
for  radio,  and  $138,000  for  repayment  of 
debts. 

Canadian  Radio-Tv  Employes 
Form  Labor  Union  Council 

EMPLOYES  in  all  branches  of  radio  and  tele- 
vision broadcasting  in  Canada  have  formed  a 

Council  of  Broadcasting  Unions,  representing 
20,000  employes  of  radio  and  television.  The 
council  was  formed  at  Toronto  July  6,  with 
Eldon  Wilcox,  executive  secretary  of  the  Assn. 
of  Radio  and  Television  Employes  of  Canada 
as  president.  Neil  Leroy,  president  of  the 
Canadian  Council  of  Authors  &  Artists,  is 

vice  president  and  Tim  O'Sullivan,  interna- 
tional representative  of  the  National  Assn.  of 

Broadcast  Employes  &  Technicians  is  secretary- 

treasurer.  Headquarters  are  in  Toronto. 
Other  organizations  in  the  council  are  the 

Canadian  Federation  of  Musicians,  Canadian 
Wire  Service  Guild,  and  International  Alliance 

of  Theatrical  Stage  Employes.  All  are  associ- 
ated with  the  Canadian  Labor  Congress. 

Aim  of  the  council  is  to  promote  coopera- 
tion and  understanding  among  member  organi- 

zations; to  exchange  information  or  organiza- 
tional activities;  collective  agreements;  griev- 

ances and  arbitration,  and  to  guide  and  assist 
the  Canadian  Labor  Congress  on  all  matters 
relating  to  radio  and  television  broadcasting. 

Dominion  Radio  Set  Sales  Up 

RADIO  receiver  sales  in  Canada  during  the 
first  four  months  of  1956  totaled  195,931,  as 
compared  to  160,057  in  the  same  period  for 
1955.  Included  were  69,073  automobile  sets 
and  16,687  portable  sets,  compared  with  68,024 
auto  sets  and  6,748  portables  in  the  January- 
April  1955  period,  according  to  figures  of  the 
Broadcast  Advertising  Bureau,  Toronto. 

CFRB  Profits  $138,162 

CFRB  Toronto,  Ont.,  operating  subsidiary  of 
Standard  Radio  Ltd.,  in  the  fiscal  year  ending 
March  31,  1956,  had  a  net  profit  of  $138,162, 

compared  with  $130,059  the  previous  year,  ac- 

cording to  the  station's  annual  report  issued  in 
mid-July.  There  was  a  substantial  addition  to 
the  cash  reserves,  which  the  report  points  out 
is  to  facilitate  financing  a  television  station  in 
the  Toronto  area  when  a  license  is  granted. 

INTERNATIONAL  PEOPLE 

Ken  Murray,  presentation  manager  of  CBE 
Windsor,  Ont.,  since  1954,  to  manager  of  CBE 
succeeding  M.  L.  Poole,  resigned. 

R.  R.  Moody  to  sales  promotion  manager  of 
CJOB  Winnipeg,  Man. 

John  Brookman,  manager  of  Ruthrauff  &  Ryan, 
Toronto,  to  account  executive  of  BBDO, 
Toronto,  Ont. 

P.  R.  Flagler  and  F.  C.  Murray  of  CJBQ  Belle- 
ville, Ont.,  named  directors  of  Belleville  Ad  and 

Sales  Club. 

INTERNATIONAL  SHORTS 

CKGN-TV  North  Bay,  Ont.,  will  start  receiving 
live  television  programs  from  Canadian  Broad- 

casting Corp.  microwave  network  early  in 
October,  when  Bell  Telephone  microwave  net- 

work between  Toronto  and  Winnipeg  goes  into 

operation.  All  stations  on  Toronto-Winnipeg 
route  will  not  receive  live  programs  on  the  net- 

work at  same  time,  permanent  installations  de- 
laying such  programs  to  CKSO-TV  Sudbury, 

Ont.,  until  February  1957.  CKSO-TV,  first 
independently-owned  tv  station  on  air  in 
Canada  in  1953,  will  be  last  tv  station  on  route 

to  go  on  network. 
CKEY  Toronto,  Ont.,  plans  new  transmitter 

station  on  Don  Mills  Rd.,  northeastern  subur- 
ban Toronto,  on  3 Vi  -acre  site,  with  room  for 

expansion  and  space  for  television  station  at 
future  date.  New  building  will  be  one  story 
with  25,000  sq.  ft.  of  floor  space. 

Franklin  Research  (Pty.)  Ltd.  survey  made  in 
Southern  Rhodesia  in  March  for  Lourenco 
Marques  Radio  shows  that  of  113,900  adult 
Europeans  in  Southern  Rhodesia,  94%  have 
access  to  radio  and  72%  listen  on  weekdays, 
68%  on  Saturdays  and  65%  on  Sundays. 
Listening  occurs  chiefly  in  home,  with  only 

3.4%  reported  as  done  in  cars  and "2.6%  at work. 

CBC-FM  Toronto,  Ont.,  which  uses  programs 
of  CBL  and  CJBC  Toronto,  went  off  air  July 
22  while  repairs  are  being  made  on  CBLT 

(TV)  Toronto  tower,  on  which  CBC-FM's  an- tenna also  is  located.  CBLT  is  switching  from 
ch.  9  to  ch.  6  with  increased  power  of  100  kw 
video.  CBC-FM  will  return  to  air  Aug.  13  on 
99.1  mc  with  11.9  kw. 

CKNW  New  Westminster,  B.  C,  this  summer 
using  1 1  members  of  University  of  British 
Columbia  Radio  Society  on  staff. 

HOW  LONDON  VIEWING  COMPARES  TO  NEW  YORK 

COMPARISON  OF  TOP  FIFTEEN  ONCE  A  WEEK  TELEVISION  PROGRAMS 

NEW  YORK  17  County  Area  LONDON  Area 
(By  The  Pulse  Inc.) 

Stage  One London  Palladium 
I   Love  Lucy 
Robin  Hood 
Roy  Rogers Tv  Playhouse 
Dragnet 
Take  Your  Pick 
Double  Your  Money 
Jack  Jackson  Show 
Gun   Law,  Misc. 
$64,000  Question 
Cavalcade  of  Sport 
Inner  Sanctum 
Douglas  Fairbanks 

Program Average Rating 

% 

May 

Ed   Sullivan  Show Sunday 
49.4 

1  Love  Lucy 
Monday 40.3 

$64,000  Questtion 
Tuesday 

39.8 
Perry  Como Saturday 

35.8 Phil  Silvers 
Tuesday 

35.1 Groucho  Marx 
Thursday 

34.8 
Jack  Benny 

Sunday 33.3 
Alfred  Hitchcock 

Sunday 
31.9 

Caesar's  Hour 
Monday 

31.7 
G.E.  Theatre 

Sunday 31.3 
$64,000  Challenge 

Sunday 31.3 
Person   To  Person 

Friday 
31.1 

Jackie  Gleason Saturday 
30.8 December  Bride 

Monday 29.3 
Disneyland Wednesday 

28.9 

se  Ltd.) 

Program 
Average 

Rating 

% 

May 

Sunday 

63 

Sunday 

62 
Sunday 

61 

Sunday 

56 
Sunday 

55 

Thursday 

55 

Friday 

53 

Friday 

53 Wednesday 
52 

Sunday 

51 

Wednesday 

49 

Saturday 

49 

Tuesday 

48 
Tuesday 

47 Wednesday 

46 
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PROGRAMS  &  PROMOTIONS 

ABC  SCHEDULES  MS  PROGRAM 

A  SPECIAL  program  dealing  with  the  "physi- 
cal and  spiritual  rehabilitation"  of  Multiple 

Sclerosis  victims  will  be  aired  by  ABC  Radio 

Aug.  3,  10:30-10:55  p.m.  EDT.  Titled  Hope 
Through  Rehabilitation,  the  discussion  program 
will  feature  Dr.  Ralph  W.  Sockman,  minister 

of  New  York's  Christ  Methodist  Church,  and 
Dr.  Howard  A.  Rusk,  chairman  of  the  Physical 
Medicine  &  Rehabilitation  Dept.,  New  York 
U. — Bellevue  Medical  Center,  New  York.  The 
program  will  be  produced  jointly  by  ABC 
Radio  and  the  National  Multiple  Sclerosis 
Society. 

NEW  JOB  FOR  McBOING-BOING 

THE  master  of  ceremonies  on  UPA's  new 
cartoon  program  scheduled  to  be  launched  on 

CBS-TV  "late  fall,"  will  be  speechless,  but 
not  without  his  share  of  odd  noises.  Picked 

last  week  for  the  chore  of  "introducing"  va- 
rious cartoon  segments  on  an  as-yet-untitled 

30-minute  program  was  "Gerald  McBoing-Bo- 
ing,"  the  little  boy  who  speaks  by  means  of  such 
sound  effects  as  locomotive  whistles,  police 
sirens  and  exploding  shells.  On  the  new  show, 

Gerald  will  pantomime  each  introductory  se- 
quence, spicing  up  the  action  with  some  in- 

appropriate sound-effects.  McBoing-Boing  is 
no  stranger  to  moviegoers,  having  won  a  1950 

"Oscar"  from  the  Academy  of  Motion  Picture 
Arts  &  Sciences  for  his  "talkative"  efforts. 

WIRE  STARTS  SUCCESS  SERIES 

A  SERIES  of  presentations  highlighting  sales 
success  stories  of  its  advertisers  is  being  mailed 
by  WIRE  Indianapolis  to  clients  and  adver- 

tising agencies  throughout  the  country.  First 

presentation,  titled  "83,000  Tried  It,"  deals 
with  public  response  to  Kingan  Inc.'s  1955 
"Beat  the  Sponsor  Football  Contest",  and  in- 

cludes map  of  WIRE  coverage  area  from 
some  83,000  mail  entries  received,  as  well  as 

promotional  support  given  contest.  Other  suc- 
cess stories  in  different  business  categories  will 

be  featured  in  future  four-page  booklets. 

SAFARIS  FOR  SALESMEN 

EIGHT  18,000-mile  African  safaris  are  being 
awarded  by  Admiral  Corp.  as  grand  prizes  in  a 
$250,000  contest  for  its  distributor  and  branch 
sales  personnel.  Contest  opened  luly  6  and 
will  end  Sept.  27,  according  to  W.  C.  Johnson, 
Admiral  sales  vice  president,  with  weekly  cash 
prizes  also  being  given.  Top  performing  sales- 

man in  each  of  eight  sales  districts  will  win 

the  three-week,  all-expense-paid  trip. 

GUEST  GUESSING  GAME  ON  CBC 

A  NEW  weekly  live  tv  program  on  Canadian 

Broadcasting  Corp.  tv  network  is  Who's  The 
Guest?.  A  variety  show,  originating  from 
CBLT  Toronto,  it  is  based  on  mystery  of  two 
Canadian  guest  entertainers  each  week.  A 
panel  of  three  Canadian  entertainers  and  crit- 

ics has  to  guess  from  clues  and  drawings  by 

the  show's  moderator  the  identity  of  the  mys- 
tery guests,  after  which  the  guests  are  inter- 

viewed by  the  panel  and  featured  in  several 
numbers  of  their  specialty.  Lever  Bros.  Ltd., 
Toronto,  sponsors  the  program. 

TRADE  REPORT  DISTRIBUTED 

THE  League  of  Women  Voters,  which  has  been 
conducting  a  two-year  41-state  public  opinion 
survey  on  a  liberalized  U.  S.  trade  policy,  has 
begun  distributing  tape  recordings  of  Edward  P. 

Morgan's  ABC  Radio  newscast  of  June  13  to 
its  more  than  1,000  local  units  for  rebroadcast 

use.  Mr.  Morgan's  commentary  dealt  exten- 
sively with  the  league's  trade  policy  drive. 
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NOV.  START  FOR  'AIR  POWER' 

CBS-TV's  long-heralded  Air  Power  series  will 
be  launched  Nov.  1 1  on  a  one-hour  program, 
in  a  time  period  undetermined,  with  the  re- 

maining 25  half-hour  shows  to  be  carried  on 
successive  Sundays  (6:30-7  p.m.  EDT).  In  its 
announcement,  the  network  said  an  entire  group 
of  the  Air  Power  program  will  be  carried  as 
a  special  26-week  series  on  You  Are  There, 
sponsored  by  Prudential  Insurance  Co.  of 
America,  Newark,  N.  J.,  through  Calkins  & 
Holden,  New  York. 

U.S.S.R.  SCENES  ON  WNBQ  (TV) 

NBC  Newsman  Alex  Dreier  returned  from  his 

three-week  trip  behind  the  Iron  Curtain  with  a 
personal  report  and  color  film  of  various 
Soviet  landmarks — for  showing  on  his  Sunday 

evening  newscast  on  WNBQ  (TV),  NBC's 
pioneer  color  tv  station.  Mr.  Dreier  headed  a 
group  of  37  business  and  industrial  leaders. 
The  U.  S.  S.  R.  film,  shown  on  his  July  15 
newscast,  pictures  government  buildings  and 
offices  in  the  Kremlin,  collective  farms  in 
action,  a  Roman  Catholic  mass  in  progress 
and  crowds  lining  up  outside  the  tombs  of 
Lenin  and  Stalin. 

PRIZE  FOR  PATERNAL  PORTRAIT 

A  SCHOLARSHIP  to  the  Junior  School  of 

Chicago's  Art  Institute  is  being  offered  to  the 
grand  winner  of  a  15-week  contest  conducted 
by  WBBM-TV  Chicago  on  its  Luncheon  Show. 
Competition  has  been  open  each  week  to  all 
youngsters  and  weekly  winners  have  received 
prizes  for  submitting  the  best  drawing  made 
from  photographs  of  their  fathers.  Addition- 

ally, their  parents  receive  gifts.  Three  spe- 
cialists from  the  world  of  art  have  been  chosen 

by  station  to  judge  the  grand  winner. 

WLW  JOINS  WEATHER  WEB 

WEATHER  station  radar  operation  of  WLW 
Cincinnati  became  part  of  U.  S.  Weather 
Bureau  network  installation  July  16,  according 
to  R.  E.  Dunville,  president  of  Crosley  Broad- 

casting Corp.  Local  Weather  Bureau  will  in- 
stall direct  line  to  WLW's  weather  station, 

claimed  to  be  the  first  in  the  country  to  serve 
the  government  in  this  capacity. 

KRGV-TV  OPENS  NEW  FRONTIER 

TELEVISION  literally  penetrated  the  U.  S. 
frontier  last  week  as  KRGV-TV  Weslaco,  Tex., 

"opened  up"  the  lower  Rio  Grande  valley.  In 
a  special  "remote  spectacular,"  the  station, 
which  recently  installed  new  high-power 
Lambda-Pacific  Engineering  microwave  relay 

supplied  by  New  York's  Visual  Electronics 
Corp.,  telecast  a  combination  water  ballet  and 

variety  show  from  the  premises  of  McAllen's new  Fairview  Motor  Hotel. 

Public  reaction  to  the  show,  KRGV-TV  re- 
ported Thursday,  was  so  impressive  that  the 

station  plans  to  expand  its  special  events  pro- 
gramming. Arrangements  for  the  spectacular 

were  handled  by  KRGV-TV's  consulting  en- 
gineer Bill  Edgerton,  Visual  Electronics'  Jim 

Tharpe  and  Lambda-Pacific's  Steve  Suddjian. 

SLENDERELLA  OFFERS  INCENTIVE 

SLENDERELLA  INTERNATIONAL  (figure 
proportioning  salons),  Stamford,  Conn.,  which 
for  some  time  now  has  been  monitoring  its 
radio  announcements  on  stations  throughout 

the  country  [B*T,  June  4],  has  been  running  a 
local  station  personality  contest.  Each  month, 

the  radio  personality  delivering  the  best  Slend- 
erella  commercial  receives  a  special  prize,  with 
the  grand  winner  picked  in  December  from 
among  the  12  semi-finalists.  Competing  for  the 

grand  prize,  which  includes  an  overseas  vaca- 
tion trip  for  two,  are  342  radio  personalities 

representing  128  stations.  Judges  for  the  con- 
test are  Slenderella  President  Larry  Mack, 

Suzanne  Wells  and  Betty  James,  president  and 

radio  director,  respectively,  of  Slenderella's 
agency,  Management  Assoc.  of  Connecticut. 

TO  HONOR  TRAVIS  ANNUALLY 

THE  FIRST  Merle  Travis  Day  in  Central  City, 

Ky.,  sponsored  by  WMTA  there  last  month 
was  so  successful  that  both  station  and  honoree 
have  decided  it  will  be  an  annual  affair.  To 
honor  the  local  boy  who  is  responsible  for 

"Sixteen  Tons"  and  other  songs,  WMTA  as- 
sembled a  record  crowd  of  listeners,  and  enlisted 

musicians  Gene  Autry  and  Chet  Atkins,  Cap- 
itol Records  executive  Ken  Nelson  and  L.  H. 

Bell,  representing  the  United  Mine  Workers, 
to  help  unveil  a  one-ton  limestone  monument 
to  Mr.  Travis. 

WFAA  DALLAS'  roving  Farm  Director  Murray  Cox  and  190  Texas  ranchers,  farmers  and 
businessmen  currently  are  visiting  the  great  Northwest  and  Canada  on  the  seventh 

annual  WFAA  Farm  Study  Tour.  The  7,000-mile  trip  is  being  made  in  a  special  16-car 
pullman.  Dallas  dignitaries  and  station  sponsors  were  on  hand  to  see  the  group  off. 
L  to  r  are  Frank  A.  Hoke,  vice  president  of  the  Oak  Cliff  Savings  and  Loan  Co.;  John 

Ingle,  secretary-treasurer  of  the  loan  firm;  Mr.  Cox;  M.  M.  Straus,  resident  director  of 
Oak  Cliff  Savings  and  Loan;  Dick  Hickerson,  radio  extension  editor  of  Texas  A&A 
College;  Alex  Keese,  director  of  WFAA  radio  and  television  properties;  an  unidentified 
tour  member,  and  James  M.  Moroney  Jr.,  treasurer  of  the  A.  H.  Belo  Corp. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  «T) 

July  12  through  July  18 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts, w — watts,  mc — megacycles.   D — day.  N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am- Fm  Summary  through  July  18 

Appls. 
In 

On 
Pend- Hear- Air Licensed Cps 

ing ing 

Am 2,873 521 3,024 
159 272 118 

Fm 547 
31 

8 0 

Tv  Summary  through  July  18 

Total  Operating  Stations  in  U.  S.: 
Vhf        Uhf  Total 

Commercial  360  93  4531 
Noncom.  Educational 15 

202 

FCC  Commercial  Station  Authorizations 

As  of  June  30,  1956* 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilites  change  requests 
Total  applications  pending 
Licenses  deleted  in  June 
Cps  deleted  in  June 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Arn-Fm  Summary,"  above,  and  for  tv  stations 
see  "Tv  Summary,"  next  column. 

Grants  since  July  11,  7952: 

Am Fm Tv 

2,871 519 
186 

25 

11 
310 

124 16 
113 

3,020 
546 609 

173 1 132 

274 
10 

43 

115 
0 

85 
154 6 35 

964 

71 398 

0 2 0 
2 0 2 

(When  FCC   began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 325 
22 

Uhf  Total 

312  637i 
20  422 

Applications  filed  since  April   14,  7952: 

(When  FCC  ended  Sept.  28,  1948-April  14,  1952 freeze  on  tv  processing) 

Commercial 
Noncom.  Educ. 

New  Amend.  Vhf 
1,003       337  786 
61  34 

Uhf 
554 
27 

Total 

1,3413 

61* 

Total 

1,064 
337 

820 

581 

1,4025 

1  169  cps  (33  vhf,  136  uhf)  have  been  deleted. 2  One  educational  uhf  has  been  deleted. 
3  One  applicant  did  not  specify  channel. 
1  Includes  42  already  granted. 
5  Includes  679  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

New  Orleans,  La. — Loyola  U.  granted  vhf  ch. 
4.  ERP  100  kw  vis..  50  kw  aur.  Ant.  height 
above  average  terrain  710  ft.;  above  ground  750 
ft.  Post  office  address  6363  Charles  Ave.  Trans, 
location  Cooper  Rd.  near  Whitney  Ave.,  near 
Gretna,  La.  Geographic  coordinates  29°  54'  27" 
N.  Lat,  90°  02'  24"  W.  Long.  Estimated  construc- tion cost  $543,539,  first  year  operating  cost 
$616,927.  Trans,  and  ant.  GE.  Loyola  operates 
WWL  New  Orleans.  (For  conditions  on  this 
grant  see  "Hearing  Cases.")    Granted  July  11. 
Corpus  Christi,  Tex. — K-SIX  Television  Inc. 

granted  vhf  ch.  10.  ERP  212  kw  vis.,  106  kw  aur. 
Ant.  height  above  average  terrain  698  ft.,  above 
ground  724  ft.  Post  office  address  Show  Room 
Bldg.  Trans,  location  State  Hwy.  #44,  1.7  miles 
east  of  Robstown,  Tex.  Geographic  coordinates 
27°  46'  50"  N.  Lat.,  97°  38'  03"  W.  Long.  Estimated 
construction  cost  $460,000,  first  year  operating 
cost,  $389,000.  Trans,  and  ant.  GE.  Legal  counsel 
McKenna  &  Wilkinson,  Washington.  Consulting 
engineer,  Frank  H.  Mcintosh  &  Assoc.  K-SIX 
operates  KSIX  Corpus  Christi.    (For  conditions 

on  this  grant,  see  "Hearing  Cases.")  Granted July  11. 
Mayaguez,  P.  R. — FCC  accepted  for  filing  ap- 

plications of  Sucesion  Luis  Pirallo-Castellanos 
and  Dept.  of  Education  of  P.  R.,  both  seeking 
new  tv  to  operate  on  ch.  3  in  Mayaguez;  ordered 
that  these  applications  will  be  consolidated  for 
hearing  with  similar  application  of  Ponce  de 
Leon  Bcstg.  Co.  of  P.  R.  at  later  date  and  post- 

poned hearing  in  ch.  3  proceeding  from  July  19 
to  Sept.  7  to  permit  consolidation.  Action  July  11. 

APPLICATION 

Vail  Mills,  N.  Y.— Hudson  Valley  Bcstg.  Co.,  vhf 
ch.  10  (192-198  mc);  ERP  316  kw  vis.,  158  kw  aur.; 
ant.  height  above  average  terrain  1,000  ft.,  above 
ground  1,098  ft.  Estimated  construction  cost  $1.7 
million,  first  year  operating  cost  $1.7  million, 
revenue  $2.3  million.  Post  office  address  P.  O. 
Box  4100,  Albany,  N.  Y.  Studio  location  Hwy. 
9W,  1  mile  south  of  Albany.  Transmitter  location 
.7  mile  northeast  of  Vail  Mills.  Geographic  co- 

ordinates 43°  03'  36"  N.  Lat.,  74°  12'  42"  W.  Long. Trans,  and  ant.  GE.  Legal  counsel  Hogan  & 
Hartson,  Washington.  Consulting  engineer  Frank 
H.  Mcintosh  &  Assoc.,  Washington.  Hudson  Val- 

ley is  licensee  of  WROW  Albany,  WCDA  (TV) 
Albany  and  its  satellite  WCDB  (TV)  Hagaman. 
Filed  July  13. 

IN  CINCINNATI 
LOOK  AT  AUDIENCE 
LOOK  AT  COST 
LOOK  AT  POWER 

50,
000

 

irs  obvious  . . . 
FOR 

MORE  AUDIENCE 
LESS  COST 

HIGHEST  POWER 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

KMJ-TV  Fresno  Calif.— Granted  cp  to  install 
auxiliary  ant.  system  at  main  trans,  site.  An- 

nounced July  17. 
KVIP  (TV)  Redding,  Calif.— Granted  mod.  of 

cp  to  change  studio  location;  change  ERP  to  12 
kw  vis.,  6.03  kw  aur.;  install  new  ant.  system, 
and  make  other  equipment  changes.  Announced 
July  17. KBOI-TV  Boise,  Idaho— Granted  cp  to  change 
ERP  to  65  kw  vis.,  33  kw  aur.;  install  new  ant., 
and  make  other  equipment  changes.  Granted 
July  17. 
WTWO  (TV)  Bangor,  Me.— Granted  mod.  of 

cp  to  make  minor  equipment  changes.  An- nounced July  17. 
KXLF-TV  Butte,  Mont.— Granted  mod.  of  cp 

(ch.  6)  to  change  vis.  ERP  from  2.04  kw  to  64.6 
kw;  increase  ant.  from  minus  690  ft.  to  1,890  ft.; 
move  trans,  to  on  Mountain  Peak.  3.23  miles 
east  of  city,  and  change  type  ant.  Granted 

July  11. KDIX-TV  Dickinson,  N.  D.— Granted  mod.  of 
cp  to  make  minor  equipment  changes.  An- nounced July  17. 
KOTA-TV  Rapid  City,  S.  D.— Granted  mod.  of 

cp  to  change  ERP  to  70.8  kw  vis.,  42.7  kw  aur., 
and  make  other  equipment  changes.  Announced 
July  17. 
WSPA-TV  Spartanburg,  S.  C— Granted  mod. 

of  cp  to  change  ERP  to  257  kw  vis.,  144  kw  aur., 
and  make  other  minor  equipment  changes.  An- nounced July  17. 
KFJZ-TV  Fort  Worth,  Tex.— Granted  mod.  of 

cp  to  change  ERP  to  209  kw  vis.,  107  kw  aur. Amended  July  11. 
WAVY-TV  Portsmouth,  Va.— Granted  mod.  of 

cp  to  make  slight  change  in  trans,  location  (no 
change  in  description,  other  than  coordinates). Announced  July  17. 

KOMO-TV  Seattle,  Wash.— Granted  permission 
to  transmit,  by  means  of  an  off-the-air  pickup, 
various  tv  programs  broadcast  in  U.  S.  over 
KOMO-TV  Seattle  to  CBUT  (TV)  Vancouver, 
B.  C,  for  broadcast  in  Canada,  for  period  begin- 

ning July  9  and  ending  Feb.  1,  1957.  Announced 
July  17. 
WORA-TV  Mayaguez,  P.  R. — Granted  mod.  of 

cp  to  change  corporate  name  to  Supreme  Bcstg. 
Co.  of  Puerto  Rico;  change  studio  location  to 
Darlington  Bldg.;  change  description  of  trans, 
location  to  State  Mountain,  Monte  del  Estado; 
change  ERP  to  29.5  kw  vis.,  17.8  kw  aur.,  and 
make  ant.  and  other  minor  equipment  changes. 
Announced  July  17. 

CALL  LETTERS  ASSIGNED 

WIRL-TV  Peoria,  III.— WIRL  Television  Co., 
ch.  8. 
KOLO-TV  Reno,  Nev.— Nevada  Radio-Televi- 

sion Inc.,  ch.  8.   Changed  from  KZTV  (TV). 
WRAL-TV  Raleigh,  N.  C— Capitol  Bcstg.  Co., ch.  5. 

APPLICATIONS 

WKRG-TV  Mobile,  Ala.— Seeks  cp  to  make 
changes  in  existing  tv:  change  studio  and  trans, 
locations  to  150  Louis  St.,  Mobile  and  .8  mile  east 
of  junction  of  U.  S.  #31  and  90,  near  Mobile, 
respectively,  and  make  ant.  and  other  equipment 
changes.  Filed  July  18. 
KEDD  (TV)  Wichita,  Kan.— Seeks  cp  to  re- 

place expired  cp  which  authorized  new  tv.  Filed 
July  12. 
KLOR  (TV)  Portland,  Ore. — Seeks  cp  to  make 

changes  in  existing  tv:  change  ERP  to  316  kw 
vis.,  189.73  kw  aur.,  and  make  other  equipment 
changes.    Filed  July  12. 
WFRV-TV  Green  Bay,  Wis.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  change  trans,  loca- 
tion to  3  miles  southeast  of  DePere,  near  Green 

Bay;  change  ERP  to  92  kw  vis.,  55.2  kw  aur.; 
install  DA  system,  and  make  other  equipment 
changes.  Filed  July  13. 

PETITION 

WJHP-TV  Jacksonville,  Fla.— Petitions  FCC 
requesting  amendment  of  Sec.  3.606  of  Rules  by 
issuance  of  Proposed  Rule-Making  so  as  to  delete 
non-commercial  educational  tv  channel  reserva- 

tion in  Jacksonville  from  ch.  7,  thereby  making 
it  available  for  commercial;  or,  in  alternative, 
to  add  ch.  46  to  Jacksonville  and  delete  ch.  12 
trom  Jacksonville.    Announced  July  16. 

New  Am  Stations  .  . . 
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ACTIONS  BY  FCC 

Radio  Huntsville  Inc.,  Huntsville,  Ala.;  J.  B. 
Fait  Jr.,  Sheffield,  Ala. — Designated  for  consoli- 

dated hearing  applications  for  new  ams  to 
operate  on  1290  kc,  1  kw  D.  Action  July  11. 
Auburn,  Calif. — Golden  State  Broadcasters'  ap- plication seeking  cp  for  new  am  to  operate  on 

930  kc,  500  w  D,  returned.  (Incomplete.)  Action 
July  13. 

Ridgecrest,   Calif. — Ian   S.  Lansdown  granted 

Broadcasting   •  Telecasting 



1240  kc,  250  w  unl.  Post  office  address  1858  E. 
Villa  St.,  Pasadena,  Calif.    Granted  July  11. 

Ridgecrest,  Calif, — Indian  Wells  Radio  granted 
1360  kc,  1  kw  D.  Post  office  address  3426  N. 
Knoll  Dr.,  Hollywood,  Calif.  Estimated  construc- 

tion cost  $13,670,  first  year  operating  cost  $36,000, 
revenue  $42,000.  Sole  owner  is  Victor  M.  Farel, 
engineer.  Granted  July  11. 
Ridgecrest,  Calif.  —  Ridgecrest  -  China  Lake 

Broadcasters  granted  990  kc,  1  kw  D.  Post  office 
address  4488  S.  W.  Council  Crest  Dr.,  Portland, 
Ore.  Estimated  construction  cost  $17,246,  first 
year  operating  cost  $36,000,  revenue  $43,000. 
Ridgecrest-China  is  wholly-owned  by  Harold  C. 
Singleton,  52%  owner  KTEL  Walla  Walla,  Wash.; 
9.9%  of  KGAL  Lebanon,  Ore.;  100%  KRTV  Hills- 
boro,  Ore.;  14%  of  KITI  Chehalis,  Wash.,  and 
holds  cp  for  new  am  to  operate  in  Coos  Bay, 
Ore.    Granted  July  11. 

Robert  Burdette,  San  Fernando,  Calif. — FCC 
denied  Jan.  10  petition  by  Robert  Burdette  re- 

questing dismissal  of  applications  for  new  ams 
of  Southeast  District  Radio  and  Telecasting 
Corp.,  South  Gate,  Calif.,  to  operate  on  1190  kc, 
1  kw  D;  Charles  R.  Bramlet,  Torrance,  Calif., 
11S0  kc,  250  w  D;  A.  A.  Crawford,  Beverly  Hills, 
Calif.,  1190  kc,  1  kw  D,  and  Well-Worth  Bcstg. 
Co.,  Long  Beach,  Calif.,  1210  kc,  500  w  D.  And 
also  denied  May  7  petition  for  rehearing  of 
Commission's  order  of  April  4,  in  setting  aside 
hearing  record  on  petitioner's  application  for new  am  to  operate  on  1190  kc,  5  kw  D,  in  San 
Fernando,  and  that  of  Huntington  Park  Bcstg. 
Co.,  Huntington  Park,  Calif.,  for  new  am  to 
operate  on  1190  kc,  1  kw  D,  and  removing  these 
applications  from  hearing  docket.  Action  July  11. 
Joseph  M.  Ripley  Inc.,  Jacksonville,  Fla.; 

Robert  Hecksher,  Jacksonville — Designated  for 
consolidated  hearing  applications  for  new  ams 
to  operate  on  550  kc,  1  kw  D;  in  event  of  grant 
of  either  application,  permittee  shall  be  respon- 

sible for  installation  and  adjustment  of  suitable 
filter  circuits  or  other  equipment  to  suppress 
second  harmonic  radiations  to  prevent  inter- 

ference to  WJVB  Jacksonville.  Action  July  11. 
Palatka,  Fla. — Raymac  Inc.  granted  800  kc,  1 

kw  D.  Post  office  address  %  Carmen  Macri,  261 
Glynles  Rd.,  Jacksonville,  Fla.  Estimated  con- 

struction cost  $25,982,  first  year  operating  cost 
$32,400,  revenue  $55,200.  Sole  owner  Carmen 
Macri  is  majority  owner  WQIK-WOBS-TV  Jack- 

sonville; secy.-treas.  stockholder  WABR  Winter 
Park,  and  stockholder  WMIE  Miami,  all  Fla. 
Granted  July  18. 
Bay  City,  Mich. — Paul  A.  Brandt's  application seeking  cp  for  new  am  to  operate  on  1250  kc, 

500  w  D,  dismissed  at  request  of  attorney.  Ac- 
tion July  13. 

Bay  City,  Mich. — Water  Wonderland  Bcstg.  Co. 
granted  1250  kc,  1  kw  D.  Post  office  address  215 
Shearer  Bldg.,  Bay  City.  Estimated  construction 
cost  $15,345,  first  year  operating  cost  $34,320, 
revenue  $45,000.  Principals  include  Pres.  Patrick 
J.  Trahan  (5.88%),  grocery,  real  estate  interests; 
Vice  Pres.  S.  Franklin  Horowitz  (19.61%),  phy- 

sician; Secy.  Ralph  J.  Isackson  (3.92%),  attorney, 
and  Treas.  Reed  T.  Draper  (7.84%),  auto  dealer, 
finance  company  and  real  estate  interests. 
Granted  July  11. 

Claremore  Okla. — Lakes  Area  Bcstg.  Co.'s  ap- 
plication seeking  cp  for  new  am  to  be  operated 

on  1270  kc,  500  w  D,  returned.  (No  site  specified.) 
Action  July  13. 
Lakeview,  Ore.  —  Pacific  Northwest  Radio 

granted  1230  kc,  250  w  unl.  Post  office  address 
McKinley  Route,  Coquille,  Ore.  Estimated  con- 

struction cost  $14,099,  first  year  operating  cost 
$22,600,  revenue  $34,500.  Principals  are  equal 
partners  Lynn  C.  Thomas  and  A.  E.  Freeman, 
livestock  ranchers.   Granted  July  11. 
South  Williamsport,  Pa. — Jefferson  Bcstg.  Co. 

granted  1450  kc,  250  w  unl.  Post  office  address 
%  C.  H.  Simpson,  Box  466,  St.  Marys,  Pa. 
Granted  July  11. 
Camden,  Tenn. — Camden  Bcstg.  Co.  granted 1220  kc,  250  w  D.  Post  office  address  1102  W. 

South  St.,  Mayfield,  Ky.   Estimated  construction 

"KRIZ  Phoenix  says  radios  are  mov- 
ing into  the  kitchenl" 

cost  $11,383,  first  year  operating  cost  $24,000, 
revenue  $36,000.  Principals  own  WKTM-AM-FM 
Mayfield.   Granted  July  11. 

APPLICATIONS 

Fordyce,  Ark.— K.  F.  Tracy,  1270  kc,  1  kw  D. 
Post  office  address  P.  O.  Box  2937,  Little  Rock, 
Ark.  Estimated  construction  cost  $14,500,  first 
year  operating  cost  $20,000,  revenue  $28,000.  Mr. 
Tracy  is  chief  engineer  at  KLRA  Little  Rock. 
Filed  July  12. 

Bakersneld,  Calif.— Valley  Bcstg.  Co.,  1340  kc, 
250  w  unl.  Post  office  address  Box  933,  Beverly 
Hills,  Calif.  Estimated  construction  cost  $80,000, 
first  year  operating  cost  $50,000,  revenue  $60,000. 
Principals  are  equal  owners  Dawkins  Espy,  50% 
owner  of  KAIR  Tucson,  Ariz.,  and  William  J. 
Kyland,  50%  owner  of  KAIR.   Filed  July  18. 

Franklin,  N.  C. — Macon  County  Bcstg.  Co.,  1050 
kc,  500  w  D.  Post  office  address  P.  O.  Box  1317, 
Tryon,  N.  C.  Estimated  construction  cost  $18,921, 
first  year  operating  cost  $30,000,  revenue  $36,000. 
Principals  are  equal  partners  Graves  Taylor, 
stockholder  in  WJR  Detroit;  Henry  G.  Bartol  Jr., 
commercial  manager  at  WTYN  Tryon,  and  John 
E.  Boyd,  grocery  interests.  Filed  July  18. 
Wendell-Zebulon,  N.  C— Wendell-Zebulon  Ra- 

dio Co.,  540  kc.  250  w  D.  Post  office  address  % 
Lewis  V.  Parrish,  19  78th  St..  North  Bergen,  N.  J. 
Estimated  construction  cost  $10,479,  first  year 
operating  cost  $30,000,  revenue  $48,000.  Principals 
include  Pres.  Lewis  Vernon  Parrish,  Vice  Pres. 
Albert  Alfred  Abromatis  and  Secy. -Treas.  Lottie 
Parrish  Flowers.    Filed  July  12. 

Danville,  Va.— S.  L.  Goodman,  970  kc.  500  w 
D.  Post  office  address  P.  O.  Drawer  2-Y.  303  W. 
Main  St..  Richmond  5,  Va.  Estimated  construction 
cost  $18,250,  first  year  operating  cost  $35,000,  reve- 

nue $40,000.  Mr.  Goodman  is  owner  of  WYSR 
Franklin,  Va.,  and  has  application  pending  at 
FCC  seeking  new  am  station  at  Gloucester,  Va. 
Filed  July  13. 

APPLICATION  RESUBMITTED 

Austin,  Minn. — George  A.  Hormel  III  resubmits 
application  seeking  cp  for  new  am  to  operate  on 
1220  kc,  500  w  D.  DA.   Resubmitted  July  18. 

APPLICATIONS  AMENDED 

Jacksonville,  Fla. — Joseph  M.  Ripley's  appli- 
cation seeking  cp  for  new  am  to  operate  on  550 

kc,  1  kw  D,  amended  to  change  ant. -trans,  and 
studio  location  and  make  changes  in  ant.  and 
ground  systems.  Amended  July  18. 

Starke,  Fla. — Ben  Akerman's  application  seek- 
ing cp  for  new  am  to  be  operated  on  730  kc,  250 

w  D,  amended  to  change  frequency  to  1600  kc 
and  increase  power  to  1  kw.  Amended  July  18. 
Philadelphia,  Pa. — Franklin  Bcstg.  CO.'s  ap- 

plication seeking  cp  for  new  am  to  be  operated 
on  900  kc,  1  kw  D,  DA,  amended  to  make 
changes  in  DA  pattern.  Amended  July  12. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

KJOY  Stockton,  Calif. — Granted  mod.  of  license 
to  change  name  to  KJOY  Inc.  Announced 
July  17. 
WICC  Bridgeport,  Conn. — Application  seeking 

cp  to  increase  power  from  500  w  N,  1  kw  D,  to 
1  kw  N,  5  kw  D,  and  make  changes  in  DA 
system,  returned.  (Dated  wrong.)  Action 
July  13. WMEN  Tallahassee,  Fla. — Granted  increase  in 
power  on  1330  kc  from  1  kw  to  5  kw,  continued 
D  operation;  trans,  to  be  operated  by  remote 
control  from  main  studio.    Granted  July  11. 
WBBA  Pittsfield,  111. — Granted  permission  to 

sign-off  at  6  p.m.  CST  through  September.  An- nounced July  17. 
WTAY  Robinson,  111. — Granted  permission  to 

sign-off  at  6  p.m.  CST  through  August.  An- nounced July  17. 
WTIM  Taylorville,  111. — Granted  permission 

to  sign-off  at  6  p.m.  CST  during  August.  An- nounced July  17. 
KLFT  Golden  Meadow,  La. — Designated  for 

hearing  on  application  to  increase  power  from 
500  w  to  1  kw.  continuing  on  1600  kc  D;  made 
KEVL  White  Castle,  La.,  party  to  proceeding. 
Action  July  11. 
WJKO  East  Longmeadow,  Mass. — Granted  cp 

to  replace  expired  cp  which  authorized  change 
of  ant.-trans.  and  studio  location;  change  station 
location,  and  change  from  DA-D  to  NON-DA. Announced  Julv  17. 
WSAR  Fall  River,  Mass.— Granted  cp  to  re- 

place expired  cp  which  authorized  changes  in 
DA-N  pattern.    Announced  July  17. 
KSEM  Moses  Lake,  Wash. — Granted  cp  to 

replace  expired  cp  which  authorized  change  in 
frequency;  increase  in  power;  installation  of 
DA-N,  and  change  ant.-trans.  location.  An- 

nounced July  17. 
WBFC  Fremont,  Mich. — Granted  permission  to 

sign-off  at  7  p.m.  for  period  of  three  months, 
except  when  airing  special  events.  Announced 
July  17. 
WCHB  Inkster,  Mich. — Granted  mod.  of  cp  to 

change  ant.-trans.  location  to  Henry  Ruff  Rd., 
just  north  of  Ecorse.  Announced  July  17. 
KODY  North  Platte,  Neb.— Designated  for  con- 

solidated hearing  on  application  for  cp  to  change 
facilities  from  1240  kc,  250  w  unl.,  to  600  kc,  500 
w  N,  1  kw-LS,  DA-2,  unl.;  made  KSJB  James- 

town, N.  D.,  party  to  proceeding.  Action  July  11. 
KGRO  Gresham,  Ore. — Granted  mod.  of  cp  for 

Jim  Burke,  KMBC-KFRM  Special  Events 
Director,  has  something  extra  special  in 
his  nightly  feature  "Showtime."  Platters and  patter— interspiced  with  celebrity  in- 

terviews —  create  a  New  Sound  that  is 
drawing  new  listeners. 
1L 

%  the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  4ntroduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  vou  in  on  the 
New  Selling  Sound  of  KMBC-KFRM. 

KMBC  <j/  Kansas  City 

KFRM  fin  the  State  of  Kansas 

in  the  Heart  of  America 

r99 

"The  American 

Story' 

"The  American  Story"  is  an- 
other important  BMI  Program 

Series  which  joins  such  features 

as  the  Concert  Music  series,  the 

Book  Parade,  Milestones  and  the 

other  continuities  used  by  hun- 

dreds of  broadcasters  regularly. 

The  staff  of  BMI  can  think  of 

no  more  satisfying  work,  in  the 

midst  of  a  troubled  world,  than 

to  play  a  part  in  the  restatement, 

in  words  and  music,  of  the  fasci- 

nating story  of  our  country's 
origin  and  growth. 

Your  Station  Program  Department  should 
be  receiving  this  script  package  regularly. 

If  not,  please  write  to  BMI's  Station  Serv- 
ice Department  for  "THE  AMERICAN 

STORY." 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE.,  NEW  YORK  17,  N.Y. 
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FOR  THE  RECORD' 

change  in  ant. -trans,  location;  specify  studio 
location,  and  make  changes  in  ground  system. 
Conditioned  that  program  test  will  not  be  author- 

ized until  KGON  Oregon  City  has  begun  tests 
on  another  frequency  and  license  will  not  be 
issued  until  KGON  has  been  licensed  on  another 
frequency.    Announced  July  17. 
KSEM  Moses  Lake,  Wash. — Granted  change  in 

D  power  from  1  kw  to  5  kw,  change  from  DA-N 
to  DA-2,  continuing  operation  on  1470  kc,  1  kw 
N,  unl.    Granted  July  11. 
KTIX  Seattle,  Wash. — Granted  mod.  of  cp  to 

move  trans,  and  studio  locations  and  remote 
control  point.    Announced  July  17. 

CALL  LETTERS  ASSIGNED 

KDAN  Eureka,  Calif.— W.  H.  Hansen,  790  kc, 
5  kw. 
KGEC  Palm  Springs,  Calif— George  E.  Came- 

ron Jr.,  930  kc,  500  w. 
WOOO  DeLand,  Fla. — DeLand  Broadcasters 

Inc.,  1310  kc,  1  kw. 
KART  Jerome,  Idaho — Northside  Broadcasters 

Inc.,  1400  kc,  250  w. 
WKNY  Neon,  Ky.— Letcher  Bcstg.  Corp.,  1450 

kc,  250  w. 
WMOO  Milford,  Mass.— James  W.  Miller,  1490 

kc,  250  w. 
WONG  Oneida,  N.  Y.— John  Jacob  Geiger,  1600 kc  1  kw 

WKLM'  Wilmington,  N.  C— East  Coast  Radio Co.,  980  kc,  1  kw. 
WJGD  Columbia,  Tenn.— Columbia-Mt.  Pleas- 

ant &  Spring  Hill  Radio  Corp.,  1280  kc,  1  kw. 

APPLICATIONS 

KGDM  Stockton,  Calif. — Seeks  cp  to  increase 
power  from  5  kw  to  50  kw;  change  ant. -trans, 
location  to  on  Clay  Station  Rd.,  5  miles  south  of 
Clay,  Calif.;  make  changes  in  IDA  system;  make 
changes  in  ground  system,  and  change  from 
employing  DA-N  to  DA-1.   Filed  July  18. 
KXOB  Stockton,  Calif. — Seeks  mod.  of  license 

to  change  name  of  licensee  to  KJOY  Inc.  Filed 
July  12. 
WFBS  Fort  Walton  Beach,  Fla.— Seeks  mod.  of 

cp  to  increase  power  from  500  w  to  1  kw.  Filed 
July  12. 
WRMF  Indialantic-Melbourne,  Fla. — Seeks  mod. 

of  cp  (which  authorized  new  am)  to  change  ant.- 
trans.  and  studio  location  and  change  station 
location  to  Titusville,  Fla.   Filed  July  18. 
WPNX  Columbus,  Ga. — Seeks  cp  to  increase 

D  power  from  1  kw  to  5  kw.  Filed  July  13. 
WLBA  Gainesville,  Ga. — Seeks  mod.  of  cp 

(which  authorized  new  am)  to  change  ant. -trans, 
and  studio  location;  change  power  from  5  kw 
(DA-D)  to  5  kw  (non-DA),  except  during  critical 
hours  when  power  is  reduced  to  1  kw  (C.  R.), 
and  make  changes  in  ground  system.  Filed 
July  18. 
WCYN  Cynthiana,  Ky.— Seeks  mod.  of  cp 

(which  authorized  new  am)  to  change  studio 
location  and  operate  trans,  by  remote  control 
from  Pike  and  Walnut  Sts.,  Cynthiana  (studio 
location).    Filed  July  18. 
WOKJ  Jackson,  Miss. — Seeks  cp  to  increase 

power  from  1  kw  to  5  kw  and  make  changes  in 
ant.  system.    Filed  July  18. 
KYW  Cleveland,  Ohio — Seeks  cp  to  change  ant.- 

trans.  location  to  6600  Broadview  Rd.,  Parma, 
Ohio,  utilizing  combined  am-fm-tv  tower,  and 
make  changes  in  ground  system.   Filed  July  12. 
KBND  Bend,  Ore. — Seeks  cp  to  increase  D 

power  from  1  kw  to  5  kw.   Filed  July  13. 
KGRO  Gresham,  Ore. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  change  in  ant.- 
trans.  location  and  make  changes  in  ground 
system.    Filed  July  12. 
WANB  Waynesburg,  Pa. — Seeks  mod.  of  cp 

(which  authorized  new  am)  to  make  changes  in 
ground  system.  Filed  July  18. 
KFDA  Amarillo,  Tex. — Seeks  cp  to  change 

trans,  and  studio  locations  and  delete  remote 
control  operation  of  trans.   Filed  July  12. 
KPRC  Houston,  Tex. — Seeks  cp  to  change  ant.- 

trans.  location  and  make  changes  in  DA  and 
ground  systems.    Filed  July  18. 
WFAX  Falls  Church,  Va. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.   Filed  July  13. 
WYSR  Franklin,  Va.— Seeks  mod.  of  cp  (which 

authorized  new  am)  to  change  frequency  from 
1570  kc  to  1430  kc  and  increase  power  from 
250  w  to  1  kw.    Filed  July  13. 
KZUN  Opportunity,  Wash. — Seeks  cp  to  change 

frequency  from  1270  kc  to  630  kc  and  make 
changes  in  ground  system.   Filed  July  18. 
WIGM  Medford,  Wis. — Seeks  mod.  of  license  to 

change  name  to  WIGM  Inc.  Filed  July  18. 

APPLICATIONS  AMENDED 
WTAM  Decatur,  Ga. — Application  seeking  cp 

to  increase  power  from  1  kw  to  5  kw  and  install 
DA-D,  amended  to  make  changes  in  DA  pattern. 
Amended  July  18. 
WDMG  Douglas,  Ga. — Application  seeking  mod. 

of  cp  (which  authorized  increase  in  power)  to 
change  hours  from  D  to  unl.,  using  5  kw,  and 
install  DA-N,  amended  to  make  changes  in  DA 
system.    Amended  July  18. 
KFGT  Fremont,  Neb. — Application  seeking 

mod.  of  license  to  change  hours  from  unl.  to 
specified  hours  (6:00  a.m.  to  6:30  p.m.)  amended 
to  change  name  to  H.  C.  Snyder  and  Leroy  L. 
Snyder  Enterprises.   Amended  July  18. 
KTW  Seattle,  Wash. — Application  seeking  cp 

to  change  hours;  change  ant. -trans,  location; 
make  changes  in  ant.,  and  operate  trans,  by  re- 

mote control,  amended  to  change  ant.-trans. location  to  4441  21st  Ave.,  S.W.,  Seattle.  Amended 
July  18. 
WAJR  Morgantown,  W.  Va. — Application  seek- 

ing to  change  frequency  from  1230  kc  to  1440  kc; 
increase  power  from  250  w  to  500  w  N,  5  kw  D; 
install  DA-2,  and  change  ant.-trans.  location, 
amended  to  make  changes  in  DA  system.  Amend- 

ed July  18. 

New  Fm  Stations  .  .  . 

ACTIONS  BY  FCC 
Fm  Allocation  Table — FCC  proposed  amending 

its  fm  allocation  table  to  provide  channel  in 
Patchogue,  N.  Y.,  by  deleting  ch.  282  from  New 
York,  N.  Y.,  and  adding  it  to  Patchogue.  Com- 

ments may  be  filed  by  Aug.  10  and  reply  com- ments within  10  days  from  last  day  for  filing 
original  comments  or  briefs.  Announced  July  17. 

Caribou,  Me. — Northern  Bcstg.  Co.  granted  97.7 
mc,  .19  kw  unl.  Post  office  address  %  Forest  S. 
Tibbetts,  21  Collins  St.,  Caribou.  Estimated 
construction  cost  $4,778.75,  first  year  operating 
cost  $8,640,  revenue  $13,400.  Mr.  Tibbetts  is  sole 
owner.  Granted  July  11. 
Williamstown,  Mass. — The  President  and  Trus- 

tees of  Williams  College  granted  90.1  mc,  .01  kw. 
Post  office  address  Williamstown.  Estimated  con- 

struction cost  $3,302,  first  year  operating  cost 
$2,175.  Station  is  for  non-commercial  educational 
purposes.   Granted  July  11. 

Philadelphia,  Pa.— The  Trustees  of  the  U.  of  Pa. 
granted  91.3  mc,  .014  kw.  Post  office  address  % 
Gene  D.  Gisburne,  Philadelphia  4.  Estimated 
construction  cost  $2,095,  first  year  operating  cost 
$2,000.  Station  is  for  noncommercial  educational 
purposes.   Granted  July  11. 

Existing  Fm  Stations  . . . 

ACTIONS  BY  FCC 

WGMS-FM  Washington,  D.  C— Granted  cp  to 
change  trans,  site;  change  ERP  to  20  kw;  change 
ant.  height  to  440  ft.,  and  change  ant.  system. 
Announced  July  17. 

CALL  LETTERS  ASSIGNED 

WPSR  (FM)  Evansville,  Ind.— School  City  of Evansville,  91.1  mc,  4.5  kw. 

APPLICATION 

WFMS  (FM)  Indianapolis,  Ind. — Seeks  mod.  of 
cp  (which  authorized  new  fm)  to  change  ERP  to 
4.5  kw;  change  ant.  height  to  110  ft.;  change 
trans,  and  studio  location  to  750  N.  Meridian  St., 
Hotel  Antlers,  Indianapolis,  and  change  ant.  sys- 

tem. Filed  July  12. 

NEBRASKA 
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Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

WGEA  Geneva,  Ala. — Granted  assignment  of 
license  to  Radio  South  Alabama  Inc.  for  $37,500. 
Principals  are  Pres.  Howard  E.  Pill  (30%),  35% 
owner  of  WDAK  Columbus,  Ga.;  Vice  Pres.  Allen 
M.  Woodall  (30%),  50%  owner  of  WDAK;  Treas. 
Miles  H.  Ferguson  (25%),  25%  owner  of  WJHO 
Opelika,  Ala.,  and  Secy.  Emery  T.  Evans  (15%), 
salesman  at  WDAK.   Granted  July  11. 
WTBC-AM-TV  Tuscaloosa,  Ala. — Granted  in- 

voluntary assignment  of  license  to  Bertram  Bank 
and  Mrs.  Lamar  Branscomb,  executrix  of  estate 
of  Lamar  Branscomb,  deceased.  Mr.  Branscomb 
held  50%  interest.  Bertram  Bank  holds  other 
50%.  Granted  July  13. 
WQAM-AM-FM  Miami,  Fla. — Is  being  advised 

that  application  for  transfer  of  control  from 
Miami  Herald  Publishing  Co.  to  Mid-Continent 
Bcstg.  Co.  indicates  necessity  of  hearing.  Action 
July  11. 
KFJB  Marshalltown,  Iowa — Granted  involun- 

tary transfer  of  control  to  Hollis  N.  Anderson, 
Loraine  N.  Booth,  Margaret  N.  Brown,  May  W. 
Norris,  Dana  W.  Norris  and  John  W.  Norris, 
legatees  named  in  will  of  D.  W.  Norris,  deceased, 
former  controller  of  Marshalltown  Times-Repub- 

lican, owner  of  all  of  licensee's  common  stock. Granted  July  11. 
KSLA-TV  Shreveport,  La. — Granted  assign- 

ment of  cp  to  Henry  E.  Linam,  Ben  Beckham  Jr. 
and  Carter  Henderson,  d/b  as  Shreveport  Televi- 

sion Co.,  and  Mrs.  E.  B.  George.  Don  George, 
managing  partner,  died  June  5.  This  is  involun- tary transfer  of  his  43%  interest  to  his  executrix, 
Mrs.  Eugenia  Booth  George.   Granted  July  12. 
KGRO  Gresham,  Ore. — Granted  assignment  of 

cp  to  Gresham  Bcstg.  Co.  Corporate  change. 
Granted  July  12. 
WHP-TV  Harrisburg,  Pa.— FCC  denied  June  25 

request  by  WHP-TV  for  stay  of  June  20  consent 
for  Triangle  Publications  Inc.'s  acquisition  of WNHC- AM-FM-TV  New  Haven,  Conn.,  from  Elm 
City  Bcstg.  Corp.,  pending  resolution  of  hearing 
on  transfer  of  control  of  WLBR-TV  Lebanon,  Pa., 
from  Lebanon  Bcstg.  Co.  to  Triangle.  At  same 
time.  Commission  is  advising  Triangle  that  June 
20  grant  is  without  prejudice  to  any  action  Com- 

mission may  deem  appropriate  as  result  of  final 
determination  with  respect  to  charges  against 
Triangle  contained  in  antitrust  indictments  re- 

turned June  27  against  certain  Philadelphia  sta- 
tions. Action  July  11. 

WICE  Providence,  R.  I. — Granted  assignment 
of  license  to  Providence  Radio  Inc.  for  $60,000. 
Principal  is  Akron  Bcstg.  Corp.  (80%),  which 
operates  WCUE  Akron,  Ohio.   Granted  July  11. 
KGUL-TV  Galveston,  Tex.— Granted  transfer 

of  control  of  permittee  and  licensee  corporation 
to  Lone  Star  Television  Corp.  for  $4.25  million. 
Lone  Star  is  90%  owned  by  New  York  investment 
firm  of  J.  H.  Whitney  Co.  and  10%  by  Paul  Taft, 
present  40.5%  owner  and  pres. -general  manager of  KGUL-TV.  Granted  July  11. 
WCAN-TV  Milwaukee,  Wis.;  WOPT,  WOPA- 

TV  Chicago,  111. — By  letter,  returned  as  not 
acceptable  for  filing  applications  for  assignment 
of  cps  to  Television  Exhibitors  of  America  Inc. 
(100%  owned  by  Lou  Poller),  which  were  accom- 

panied by  petitions  for  waiver  of  rules  to  enable 
stations  to  devote  25%  of  their  time  to  subscrip- 

tion tv — which  has  not  yet  been  authorized. 
Action  July  11. 

APPLICATIONS 

KDB  Santa  Barbara,  Calif. — Seeks  assignment 
of  license  to  Station  KDB  for  $125,000.  Principals 
are  equal  owners  James  Harford,  partner  in 
KONE  Reno,  Nev.,  and  KTOO  Henderson,  Nev.; 
Lucie  Miltenburg,  and  Rube  Goldwater.  Filed 
July  18. 
KVSM  San  Mateo,  Calif. — Seeks  assignment  of 

license  to  Intercontinental  Bcstg.  Corp.  for 
$400,000.  Principals  are  Pres.  Albert  Zugsmith 
(37.5%);  Vice  Pres.  Arthur  B.  Hogan  (37.5%); 
Secy.-Treas.  Frank  Oxarat  (10%),  and  John  D. 
Feldmann  (10%).    Filed  July  13. 
WFTW  Fort  Walton  Beach,  Fla. — Seeks  acqui- 

sition of  negative  control  by  H.  H.  Harris  Jr.  and 
Katherine  G.  Harris  through  purchase  of  25% 
from  A.  G.  Robinson.  Principals  will  now  be  Pres. 
Wilbur  R.  Powell  (50%);  Secy.-Treas.  H.  H. 
Harris  Jr.  (25%),  and  Katherine  G.  Harris  (25%). 
Filed  July  12. 
WTRC-AM-FM  Elkhart,  Ind. — Seeks  assign- 

ment of  license  from  The  Truth  Pub.  Co.  to  The 
Truth  Radio  Corp.  Corporate  change.  Filed 
July  12. 
WCAT  Orange,  Mass. — Seeks  assignment  of 

license  to  Millers  River  Bcstg.  Corp.  for  $4,643, 
75%  stock  in  Millers,  and  assumption  of  $23,000 
liabilities.  Principals  will  be  James  W.  Miller, 
who  is  assignor,  (75%);  Robert  F.  Nims  (10%); 
Delbert  A.  Witty  (5%);  Roy  F.  Cooke  (5%),  and 
J.  Charles  Croucher  (5%).  Filed  July  12. 
KRAM'  Las  Vegas,  Nev. — Seeks  assignment  of 

license  to  Drake  Motel  Corp.  for  $120,000.  Prin- 
cipals are  equal  owners  David  H.  Margolis,  owner 

of  KCMJ  Palm  Springs,  Calif.,  and  his  wife 
Annabelle  W.  Margolis.  Filed  July  12. 
KOTS  Dcming,  N.  M. — Seeks  assignment  of  li- cense to  Luna  County  Bcstg.  Co.  for  $6,000. 

Partner  Hugh  S.  Thomas  is  dropping  out  of 
organization.  Principals  now  will  be  Edwin  E. 
Merriman    (50%),   33.3%   owner   of  KOBE  Las 
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Cruces,  N.  M.,  and  Robert  W.  Tobey  (50%),  33.3% 
owner  of  KOBE.  Filed  July  12. 
KREL-AM-FM  Baytown,  Tex. — Seeks  transfer 

of  control  from  J.  B.  Blayton  to  E.  O.  Roden, 
\v.  I.  Dove,  James  E.  Reese,  Bruce  H.  Gresham 
and  Zane  D.  Roden  for  $67,052  and  assumption  of 
obligations.  Mr.  Roden,  who  owns  WBIP  Boone- 
ville,  Miss.,  and  holds  interests  in  WTUP  Tupelo, 
Miss.,  WAZF  Yazoo  City,  Miss.,  WSUH  Oxford, 
Miss.,  and  WMPA  Aberdeen,  Miss.,  will  hold  40%. 
Mr.  Dove,  who  holds  interests  in  WTUP,  WAZF, 
WSUH,  and  WMPA,  will  hold  23%.  Mr.  Reese, 
who  has  interest  in  WMPA,  will  hold  13%.  Mr. 
Gresham,  general  manager  of  WAZF,  will  hold 
12%.  Mr.  Roden,  assistant  manager  of  WTUP, 
will  hold  12%.   Filed  July  12. 
WSVA-AM-FM-TV  Harrisonburg,  Va. — Seeks 

voluntary  acquisition  of  negative  control  of 
Transcontinental  Television  Corp.  (50%  stock- 

holder of  Tudor  Enterprises  Inc.,  parent  corpora- 
tion of  WSVA)  by  General  Railway  Signal  Co. 

Application  is  filed  to  eliminate  any  question  as 
to  existence  of  negative  control  of  Tudor  by 
General  Railway  Signal  Co.  through  its  negative 
control  of  Transcontinent,  which  it  will  acquire 
upon  the  consummation  of  the  WHAM  Rochester 
transaction.   Filed  July  18. 
WAPL  Appleton,  Wis. — Seeks  assignment  of 

license  to  WAPL  Inc.  Corporate  change.  Filed 
July  13. 
KBYR  Anchorage,  Alaska — Seeks  relinquish- 

ment of  negative  control  through  sale  of  stock 
to  Eugene  Pournelle  and  Ruth  Pournelle.  Con- 

sideration: $13,750  for  21%.   Filed  July  12. 

APPLICATION  RESUBMITTED 

KBBA  Benton,  Ark. — Resubmits  application 
seeking  assignment  of  license  to  Benton  Bcstg. 
Service.   Resubmitted  July  12. 

Hearing  Cases  . . . 

FINAL  DECISIONS 

New  Orleans,  La. — FCC  granted  application  of 
Loyola  U.  for  new  tv  to  operate  on  ch.  4  in  New 
Orleans,  subject  to  conditions  that  Commission 
may,  without  further  proceedings,  substitute  for 
ch.  4  such  other  channel  as  may  be  assigned  to 
New  Orleans  in  rule-making  proceedings  now 
pending,  and  subject  to  further  condition  that 
construction  shall  not  be  commenced  subsequent 
to  conclusion  in  rule-making  proceedings;  denied 
competing  applications  of  The  Times  Picayune 
Pub.  Co.,  and  James  A.  Noe.  Action  July  11. 

Corpus  Christi,  Tex. — FCC  granted  application 
of  K-SIX  Television  Inc.  for  new  tv  station  to 
operate  on  ch.  10  in  Corpus  Christi,  Tex.,  and 
denyed  competing  applications  of  Superior  Tele- 

vision Inc.  and  KEYS-TV  Inc.;  granted  motion 
of  KEYS-TV  to  strike  "reply"  and  "brief"  filed 
by  K-SIX  insofar  as  "brief"  is  concerned  and denied  in  all  other  respects;  also  granted  petition 
for  partial  waiver  of  Sec.  1.854  filed  by  K-SIX 
insofar  as  it  is  not  inconsistent  with  partial  grant 
and  partial  denial  of  motion  to  strike  filed  by 
KEYS-TV.  By  Memorandum  Opinion  and  Order 
of  same  date,  Commission  denied  "Petition  for 
Intervention  and  Other  Relief"  and  "Supplement 
to  Petition  for  Intervention  and  Other  Relief" 
filed  by  Coastal  Bend  Television  Co.  (permittee 
of  KVDO-TV  Corpus  Christi)  in  this  proceeding. 
By  separate  Order  of  same  date,  Commission 
granted  petitions  by  Broadcast  Bureau,  KEYS- 
TV  and  Superior  to  correct  transcript  of  oral 
argument  in  ch.  10  proceeding.   Action  July  11. 

OTHER  ACTIONS 

Manchester,  Conn. — FCC  (1)  granted  appeal  of 
Broadcast  Bureau  for  review  of  reasons  set  forth 
in  examiner's  memorandum  opinion  and  order permitting  Manchester  Bcstg.  Co.  to  amend  its 
application  for  new  am  in  Manchester  to  specify 
250  w  instead  of  100  w,  and  affirmed  examiner's order;  (2)  denied  appeals  by  Brothers  Bcstg. 
Corp.,  Hartford,  Conn.,  and  Regional  Bcstg.  Co., 
East  Hartford,  from  same  order,  and  (3)  granted 
request  by  Regional  for  leave  to  supplement  its 
petition  for  review  and  reverse  examiner.  Action 
July  18. 
Lawrence,  111. — FCC  granted  petition  by  Law- 

renceville  Bcstg.  Co.,  Lawrenceville,  to  delete 
Issue  No.  2  in  proceeding  on  its  am  application 
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end  that  of  Southern  Indiana  Broadcasters  Inc., 
Newburgh,  Ind.,  and  denied  petition  in  all  other 
respects;  also  denied  petition  by  Southern  In- 

diana Broadcasters  to  enlarge  issues.  Action 
July  18. 
WELO  Tupelo,  Miss— FCC  granted  motion  by 

Tupelo  Bcstg.  Co.,  to  correct  transcript  of  oral 
argument  on  its  application  to  change  facilities 
cf  WELO.    Granted  July  18. 
WSTV-TV  Steubenville,  Ohio— FCC  granted 

petition  for  review  filed  by  WSTV  and  granted 
its  petition  to  intervene  in  proceeding  on  appli- 

cations of  WWSW  Inc.  and  Pittsburgh  Radio 
Supply  House  Inc.  for  new  tv  to  operate  on  ch. 
11  in  Pittsburgh,  and  for  mod.  of  cp  of  WIIC. 
Reopened  record  and  remanded  to  examiner 
for  further  proceedings.   Action  July  18. 
Port  Arthur,  Tex. — FCC  denied  petition  by 

Jefferson  Amusement  Co.  for  review  of  exam- 
iner's Feb.  24  ruling  permitting  Port  Arthur  Col- lege to  amend  its  application;  dismissed  that 

portion  of  Jefferson  petition  requesting  waiver 
of  Sec.  1.750  since  those  provisions  were  waived 
on  Commission's  motion.  Jefferson,  Port  Arthur 
College  and  Smith  Radio  Co.  are  competing  ap- 

plicants for  Port  Arthur  ch.  4.  Action  July  18. 
Wenatchee,  Wash. — Hearing  Examiner  Hugh 

B.  Hutchison  issued  Initial  Decision  looking  to- 
ward ordering  Apple  Valley  Tv  Assn.,  Wenatchee, 

to  cease  and  desist  (1)  from  operating  tv  booster 
station  without  a  license,  and  (2)  from  rebroad- 
casting  programs  or  parts  thereof  of  KXLY-TV, 
ch.  4;  KHQ-TV,  ch.  6,  and  KREM-TV,  ch.  2,  all 
Spokane,  or  any  other  tv  station  without  having 
obtained  authority  from  originating  station.  Ac- 

tion July  18. 

Routine  Roundup  .  .  . 

July  12  Decisions 
TV  BROADCAST  ACTIONS 

By  the  Commission 
Actions  of  July  11 

Shifts  in  Educational  Tv  Channels 
Commission  invites  comments  by  Aug.  15  to 

following  proposals  for  changes  in  educational 
tv  channel  reservations: 
By  Texas  Technological  College  to  designate 

ch.  5  in  Lubbock,  Tex.,  as  educational  instead  of 
ch.  *20. By  Byron  J.  Dunn,  trustee,  and  U.  of  Nebraska 
to  reserve  ch.  12  for  educational  use  instead  of 
ch.  *13  in  Lincoln.  Neb.  Petitioner  is  permittee 
of  KUON-TV,  operating  on  commercial  ch.  12, 
and  seeks  reassignment  so  it  may  operate  as 
noncommercial  educational  station  because  (1) 
there  would  be  no  minimum  hours  of  operation 
requirements;  (2)  Board  of  Regents  is  reluctant 
to  become  assignee  of  commercial  station  where- 

as it  has  expressed  unqualified  interest  in  KUON- 
TV  as  an  educational  station,  and  (3)  station 
would  be  eligible  for  various  subsidiary  funds 
and  charitable  contributions. 
By  Aaron  B.  Robinson.  Jackson,  Tenn.,  and 

Gregory  Bcstg.  Co.,  Muscle  Shoals,  Ala.,  to  sub- 
stitute ch.  *49  for  ch.  *11  for  educational  use  in 

Lexington,  Tenn.,  in  order  to  place  ch.  11  in 
St.  Joseph,  Tenn.,  for  commercial  use.  Gregory 
is  licensee  of  WLAY  Muscle  Shoals. 

Other  Rule-Making  Proposed  Changes 
Commission  invites  comments  by  Aug.  15  to 

following  proposals  for  changes  in  tv  table  of 
assignments: 
By  KXGN  Glendive,  Mont.,  to  assign  ch.  5  plus 

to  Glendive,  which  now  has  ch.  18  minus. 
By  Midcontinent  Bcstg.  Co.  to  delete  ch.  6 

minus  from  Pierre,  S.  D.,  and  assign  it  to  Re- 
liance, S.  D.  Pierre  is  now  assigned  ch.  6  minus, 

ch.  10  plus  and  ch.  *22  plus  (educational),  none 
of  which  has  been  applied  for. 
By  KIBS  Bishop,  Calif.,  insofar  as  it  requests 

that  either  ch.  19  or  ch.  23  be  assigned  to  Bishop, 
which  is  now  without  an  assignment.  Chs.  3,  8 
and  17,  also  proposed  by  Petition  for  Bishop, 
cannot  be  considered  becaoise  first  two  would 
violate  minimum  co-channel  spacing  require- 

ments and  latter  would  violate  60-mile  spacing 
required  because  of  oscillator  radiation. 
By  California  Inland  Bcstg.  Co.  (licensee  of 

KFRE-TV  Fresno,  ch.  12)  that  ch.  17  or  chs.  17 
and  39  plus  be  assigned  to  Bakersfield,  which 
now  has  chs.  10  minus  and  ch.  29,  both  occupied. 

July  12  Decisions 
BROADCAST  ACTIONS 

By  the  Commission 
Actions  of  July  11 

KBMN  Bozeman,  Mont. — Granted  license  for 
am  station. 

Following  were  granted  renewal  of  licenses  on 
regular  basis:  KFJB  Marshalltown,  Iowa;  KGTJB- 
TV  Galveston,  Tex.;  KNUZ  Houston,  Tex.;  KOLE 
Port  Arthur,   Tex.;   KOSF   Nacogdoches,  Tex. 
KPAC  Port  Arthur,  Tex.;  KPDN  Pampa,  Tex. 
KPEP  San  Angelo,  Tex.;  KPET  Lamesa,  Tex. 
KRAY    Amarillo,    Tex.;    KRBA    Lufkin,  Tex. 
KRIO  McAllen,  Tex.;  KRIS  Corpus  Christi,  Tex. 
KRRV   Sherman,  Tex.;   KRUN  Ballinger,  Tex. 
KSAM  Huntsville,  Tex.;   KSEL  Lubbock,  Tex. 
KSET  El  Paso,  Tex.;  KSFA  Nacogoches,  Tex. 
KSNY    Snyder,   Tex.;    KSST    Sulphur  Springs 
Tex.;  KSTA  Coleman,  Tex.;  KSTV  Stephenville 
Tex.;  KSWA  Graham,  Tex.;  KTAE  Taylor,  Tex. 
KTAN  Sherman,  Tex.;  KTBB  Tyler,  Tex.;  KTBC 
Austin,    Tex.;    KTFY   Brownfield,    Tex.;  KTHT 
Houston,  Tex.;  KTLU  Rusk,  Tex.;  KTRE  Lufkin, 
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FOR  THE  RECORD 

Tex.;  KTRH-AM-FM  Houston,  Tex.;  KTRM 
Beaumont,  Tex.;  KTRN  Wichita  Falls,  Tex.; 
KTSM  El  Paso,  Tex.;  KTUE  Tulia,  Tex.;  KTXN 
Austin,  Tex.;  KVLF  Alpine,  Tex.;  KVMC  Colo- 

rado City,  Tex.;  KVOP  Plainview,  Tex.;  KVOTJ 
Uvalde,  Tex.;  KVWC  Vernon,  Tex.;  KWFT 
Wichita  Falls,  Tex.;  KWHI  Brenham,  Tex.; 
KWKC  Abilene,  Tex.;  KWTX  Waco,  Tex.;  KXIT 
Dalhart,  Tex.;  KYOK  Houston,  Tex.;  WBAP- 
AM-FM  Ft.  Worth,  Tex.;  WFAA  Dallas,  Tex.; 
WOAI  San  Antonio,  Tex.;  WKK-AM-FM  Dallas, 
Tex.;  WTAW  College   Station,  Tex. 

July  12  Applications 
ACCEPTED  FOR  FILING 

Modification  of  Cp 
KECC  Pittsburg,  Calif— Seeks  mod.  of  cp 

(which  authorized  increase  in  power  and  change 
to  DA-2)  for  extension  of  completion  date. 
WMKL  Dowagiac,  Mich. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
KBAY-TV  San  Francisco,  Calif. — Seeks  mod. 

of  cp  (which  authorized  new  tv)  for  extension  of 
completion  date. 
WMYN  Mayodan,  N.  C. — Seeks  mod.  of  cp 

(which  authorized  new  arh)  for  extension  of 
completion  date. 
KGMS-FM  Sacramento,  Calif. — Seeks  mod.  of 

cp  (which  authorized  new  fm  and  SCA)  for  ex- tension of  completion  date. 
WOPT  (TV)  Chicago,  111. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Feb.  1,  1957. 

WHUM-TV  Reading,  Pa. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Feb.  1,  1957. 
WNOK-TV  Columbia,  S.  C— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Feb.  25,  1957. 

Renewal  of  License 
KFYN  Bonham,  Tex.;  KTXJ  Jasper,  Tex.  (Re- 

submitted.) 
Renewal  of  Licenses  Returned 

KVRS  Rock  Springs,  Wyo.  (Signed  after  veri- 
fication date.)  WITJ  (FM)  Ithaca,  N.  Y.  (Im- 
properly filed.) 
Renewal  of  License  Amended 

KBEC  Waxahachie,  Tex.  (Amended  to  change 
name  to  Richard  Tuck  Enterprises.) 

Remote  Control 
KGRH  FayetteviUe,  Ark. 

July  13  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  Robert  E.  Lee 
San  Francisco-Oakland  Television  Inc.,  Oak- 

land, Calif.;  Television  East  Bay,  Oakland,  Calif. 
■ — Granted  June  28  motion  by  San  Francisco-Oak- 

land, in  which  Television  East  Bay  joined  by 
filing  of  "Joinder  In  Motion  For  Extension  of 
Time  To  File  Exceptions"  on  June  29,  to  extend that  time  to  file  exceptions  to  initial  decision  in 
ch.  2  proceeding  is  extended  to  Sept.  4,  and  time 
for  filing  replies  to  such  exceptions  is  extended  to 
Sept.  14.  Action  July  6. 

By  Chief  Hearing   Examiner  James  D. 
Cunningham 

Lafayette,  Ind.;  Crawfordsville,  Ind. — Ordered 
that  hearing  shall  commence  on  Sept.  25  in  pro- 

ceeding re  am  applications  of  J.  E.  Willis,  La- 
fayette, and  Crawfordsville  Broadcasters  Inc., 

Crawfordsville.  Action  July  10. 
Babylon,  N.  Y. — Ordered  that  hearing  shall 

commence  on  Sept.  25  re  am  application  of  Baby- 
lon Bay  Shore  Bcstg.  Corp.,  Babylon.  Action 

July  10. 
By  Hearing  Examiner  Thomas  H.  Donahue 
Seattle,  Wash. — By  Memorandum  Opinion  and 

Order,  granted  so  much  of  motion  to  strike  and 
expunge  filed  by  Puget  Sound  Bcstg.  Co.,  Seattle, 
on  May  31,  as  seeks  to  strike  brief  and  findings  of 
fact,  Part  II,  filed  by  Queen  City  Bcstg.  Co., 
Seattle,  on  May  21,  in  ch.  7  proceeding;  denied 
remainder  of  motion.  Action  July  11. 

By  Hearing  Examiner  H.  Gifford  Irion 
Islip,  N.  Y. — Ordered  that  prehearing  confer- 

ence will  be  held  on  July  19  re  am  applications 
of  Great  South  Bay  Bcstg.  Co.,  Islip.  Action July  11. 
Holiday  Isles  Bcstg.  Co.,  St.  Petersburg  Beach, 

Fla. — By  Memorandum  Opinion  and  Order, 
granted  petition  for  leave  to  amend  its  am  appli- 

cation so  as  to  specify  new  trans,  site.  Action 
July  11. 

By  Hearing  Examiner  J.  D.  Bond 
Tahlequah,  Okla.;  Bartlesville,  Okla. — Issued 

Memorandum  Opinion  and  Order  after  first  pre- 
hearing conference  setting  forth  statements 

which  shall  govern  conduct  of  hearing  re  am 
applications  of  Stephenville  Bcstg.  Co.,  Tahle- 

quah, and  Osage  Bcstg.  Co.,  Bartlesville.  Further 
prehearing  conference  shall  be  held  on  July  19; 
at  or  before  time  of  prehearing  conference  each 
party  shall  notify  other  parties  names  and  identi- 

ties of  such  witnesses,  if  any,  as  they  desire  to 
cross-examine  at  hearing.  Hearing  of  evidence 
shall  commence  on  July  23.  Action  July  11. 
Philadelphia,  Pa. — Issued  Order  after  second 

prehearing  conference  setting  forth  statements 
which  shall  govern  conduct  of  hearing  re  am 
applications  of  Rollins  Bcstg.  of  Delaware  Inc. 
and  Franklin  Bcstg.  Co.,  both  Philadelphia. 
Hearing  of  evidence  shall  commence  on  July  26. 
Action  July  12. 

By  Hearing  Examiner  Herbert  Sharfman 
Pachuta-Laurel,  Miss.  —  On  oral  request  of 

WCOC-TV  Pachuta.  Miss.,  applicant  for  mod.  of 
cp  to  operate  on  ch.  7  in  Pachuta  in  lieu  of 
ch.  30  in  Meridian,  Miss.,  and  Laurel  Television 
Co.,  Inc.,  for  new  tv  station  to  operate  on  ch.  7 
in  Laurel,  Miss.,  and  without  objection  by  Broad- 

cast Bureau,  ordered  that  time  for  exchange  of 
written  direct  cases  be  extended  from  July  20  to 
July  25  at  5  p.m.  Action  July  10. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
WGLI  Babylon,  N.  Y. — Ordered  that  prehearing 

conference  will  be  held  on  July  18  re  am  applica- 
tion of  WGLI.   Action  July  10. 

WEBB  Baltimore,  Md. — Issued  statement  and 
order  governing  hearing  re  am  application  of 
WEBB;  exhibits  to  be  offered  in  evidence  in  sup- 

port of  affirmative  case  of  each  party  will  be  ex- 
changed and  furnished  to  Broadcast  Bureau  on  or 

before  July  18.  Action  July  10. 
By  Hearing  Examiner  Hugh  B.  Hutchison 

R.  W.  Gibson,  Quincy,  Wash. — Granted  motion 
requesting  that  he  be  substituted  as  attorney  of 
record  for  respondent  in  lieu  of  James  Nelson, 
deceased,  in  matter  of  Cease  and  Desist  Order  to 
be  directed  against  Brewster-Patros  Tv  Asso- 

ciation Inc.,  Brewster,  Wash.  Action  July  11. 

July  13  Applications 
ACCEPTED  FOR  FILING 

KCLF    Clifton,   Ariz.;    KGLU    Safford,  Ariz.; 
KVNC    Winslow,    Ariz.;    KYME    Boise,  Idaho; 
KGEM    Boise,    Idaho;    KLER   Lewiston,  Idaho; 
KRPL  Moscow,  Idaho;  KTFI  Twin  Falls,  Idaho; 
KTOO  Henderson,  Nev.;  KAVE  Carlsbad,  N.  M.; 
KPBM   Carlsbad,  N.  M.;  KOLJ  Quanah,  Tex.; 
KLO  Ogden,  Utah;  KALL  Salt  Lake  City,  Utah; 
KSPR    Casper,    Wyo.;    KWRL   Riverton,  Wyo.; 
KWYO  Sheridan,  Wyo. 

Modification  of  Cp 
WAGA-TV    Atlanta,    Ga.— Seeks    mod.    of  cp 

(which  authorized  changes  in  existing  tv)  for 
extension  of  completion  date  to  Feb.  10,  1957. 

July  17  Decisions 
BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 

Actions  of  July  13 
WADS    Ansonia,    Conn. — Granted   license  for 

am  station  and  to  specify  studio  location  as  Main 
St. 
KNDY  Marysville,  Kan. — Granted  authority  to 

operate  trans,  by  remote  control  from  803'/2 Broadway. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WTVE  (TV)  Elmira,  N.  Y., 
to  1-16-57;  WTRI  (TV)  Albany,  N.  Y.,  to  1-16-57; 
WCTV  (TV)  Thomasville,  Ga.,  to  9-1-56;  WHUM- 
TV  Reading,  Pa.,  to  2-1-57;  KCHJ  Delano,  Calif., 

to  10-22-56,  conditions;  KECC  Pittsburg,  Calif., 
to  10-1-56,  conditions;  KGKO  Dallas,  Tex.,  to 8-51-56  conditions. 

Actions  of  July  12 
KGMS-FM  Sacramento,  Calif. — Granted  exten- 

sion of  completion  date  to  1-16-57. 
Actions  of  July  11 

WLBK  DeKalb,  111. — Granted  license  covering 
changing  ant. -trans,  and  studio  location  and 
delete  remote  control  operation. 
KTYL  Mesa,  Ariz. — Granted  license  covering increase  in  power. 
WSKN  Saugerties,  N.  Y. — Granted  license  for am  station. 
WSYB  Rutland,  Vt. — Granted  license  covering increase  in  D  power. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WROM-TV  Rome,  Ga.,  to 
2-9-57;  WENS  (TV)  Pittsburgh,  Pa.,  to  2-9-57; 
WIBW-TV  Topeka,  Kan.,  to  2-1-57;  WTWV  (TV) 
Tupelo,  Miss.,  to  9-1-56;  WJMS-TV  Ironwood, 
Mich.,  to  12-31-56;  WARD-TV  Johnstown,  Pa.,  to 
1-15-57;  WKNX-TV  Saginaw,  Mich.,  to  2-2-57; 
KTVW  (TV)  Tacoma,  Wash.,  to  1-11-57;  KMVI- 
TV  Wailuku,  Hawaii,  to  1-25-57;  KOA-TV  Denver, 
Colo.,  to  2-1-57. Actions  of  July  9 
WGMA  Hollywood,  Fla. — Granted  license  cov- 

ering increase  in  power. 
KGRH  FayetteviUe,  Ark.— Granted  authority 

to  operate  trans,  by  remote  control  from  Wash- 
ington Bldg.,  101  W.  Mountain  St. 

July  17  Decisions 
ACTIONS  ON  MOTIONS 

By  Hearing  Examiner  Herbert  Sharfman 
KAKJ  (TV)  Reno,  Nev.— On  oral  request  of 

Tv  Broadcast  Bureau,  ordered  that  prehearing 
conference  is  scheduled  for  July  31,  and  upon 
request  of  Ervin  V.  Willat,  Hollywood,  Calif., 
ordered  that  hearing  now  scheduled  for  July  23 
is  continued  to  Sept.  6,  in  matter  of  revocation 
of  cp  of  KAKJ  (TV).  Action  July  13. 

By  Hearing   Examiner  Basil  P.  Cooper 
Broadcast  Bureau — Granted  petition  for  exten- 

sion from  July  12  to  and  including  July  20  to 
file  proposed  findings  of  fact  and  conclusions  of 
law  re  am  application  of  B.  L.  Golden,  Fresno, 
Calif.   Action  July  12. 

By  Hearing  Examiner  H.  Gifford  Irion 
Coos  Bay,  Ore. — Ordered  that  date  for  com- mencement of  hearing  is  advanced  from  July  23 

to  July  18,  at  9:30  a.m.  in  ch.  16  proceeding, 
involving  applications  of  Pacific  Television  Inc. 
and  KOOS  Inc.,  Coos  Bay.   Action  July  16. 

July  18  Applications 
ACCEPTED  FOR  FILING Modification  of  Cp 

KWFC  Hot  Springs,  Ark. — Seeks  mod.  of  cp 
(which  authorized  change  in  frequency;  change 
power;  change  trans,  location;  operate  trans,  by 
remote  control  while  using  non-DA,  and  change 
ground  system)  for  extension  of  completion  date. 
KFEL  Pueblo,  Colo. — Seeks  mod.  of  cp  (which 

authorized  new  am)  for  extension  of  completion 

date. KAIM  Honolulu,  Hawaii — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of 
completion  date. 
KTTS-TV  Springfield,  Mo. — Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  exist- 
ing tv)  for  extension  of  completion  date  to 

Aug.  17. WQMC  (TV)  Charlotte,  N.  C. — Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date. KBMB-TV  Bismarck,  N.  D. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date. WQCY  (TV)  Allentown,  Pa. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Jan.  16,  1957. 
WQTV  (TV)  Richmond,  Va. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Jan.  16,  1957. Renewal  of  Licenses 

KWJB  Globe,  Ariz.;  KSUN  Bisbee,  Ariz.; 
KNOG  Nogales,  Ariz.;  KOY  Phoenix,  Ariz.; 
KPHO  Phoenix,  Ariz.;  KRIZ  Phoeniz,  Ariz.; 
KTUC  Tucson,  Ariz.;  KVOA  Tucson,  Ariz.; 
KYMA  Yuma,  Ariz.;  KIDO  Boise,  Idaho;  KYAT 
Rupert,  Idaho;  KLIX  Twin  Falls,  Idaho;  KORT 
Grange  ville,  Idaho;  KOLO  Reno,  Nev.;  KOB 
Albuquerque,  N.  M.;  KDEF  Albuquerque,  N.  M;,; 
KRSN  Los  Alamos,  N.  M.;  KENM  Portales,  N.  M.; 
KSIL  Silver  City,  N.  M.;  KOAL  Price,  Utah; 
KWHO  Salt  Lake  City,  Utah;  KPOW  Powell, 
Wyo.;  KTHE  Thermopolis,  Wyo.;  KRTR  Ther- 
mopolis,  Wyo.;  KWOR  Worland,  Wyo. 

Remote  Control  Returned 
WBCM  Bay  City,  Mich.  (Incomplete.) 

UPCOMING 

JULY 
July  25:  NARTB  board  special  relations  commit- 

tee, NARTB  Hdqrs.,  Washington,  D.  C. 
AUGUST 

Aug.  16-17:  RAB  Western  manager's  conference, 
Palo  Alto,  Calif. 

Aug.  17-19:  West  Virginia  Broadcasters'  Assn., late  summer  meeting,  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va. 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
ixecutive  Offices 
1735  De  Sales  St.,  N.  W.  ME.  8-541 1 
Sfflcet  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  4-2414 

Member  AFCCE  * 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

>.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

Frank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE* 

KEAR  &  KENNEDY 

1302  18th  St.,  N.W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

ONSULTING  ENGINEER  AM-FM-TV 

4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE  * 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  i,  D.  C. REpublic  7-3984 

Member 

AFCCE * 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1618  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-S851 

Member  AFCCE  * 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-61 13 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montdair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckncr  Blvd. 

Member  AFCCE  * 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  44721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 

Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 

2000  P  St.,  N.  W. 
Washington  6,  D.  C. 

Adams  4-6393 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Bex  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write   For   Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*  1956  ARB  Continuing  Readership  Study 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE  * 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

710  14th  St.,  N.  W.         Executive  3-5670 Washington  5,  D.  C. 
303  White  Henry  Stuart  Bldg. 

Mutual  3280  Seattle  1,  Washington 

Member  AFCCE* 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE* 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 

"For  Rewltt  in  Broadcast  Engineering" AM-FM-TV 
Allocations    •  Applications 

Petitions    •     Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.  INC. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 
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CLASSIFIED  ADVERTISEMENTS 

Pmyable  in  advance.    Checks  and  money  orders  only. 

Deadline:     Undisplayed — Monday  preceding  publication  date.     Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  20tf  per  word — $2.00  minimum  •  Help  Wanted  25tf  per  word — 
$2.00  minimum. 
All  other  classifications  30tf  per  word — $U.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants :  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 

separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Managerial 

Manager  with  background  in  programming  and 
radio  sales  for  station  in  Washington  State  city 
of  30,000.  Salary,  commission,  profit  sharing.  Write 
J.  M.  McClelland,  Jr.,  12th  &  Broadway,  Long- 
view,  Washington. 

Salesmen 

Advancement  has  made  opening  in  music  and 
news  chain  for  salesman  who  is  presently  bill- 

ing around  $5,000  per  month  but  wants  to  make 
more.  Our  offer  is  a  guarantee  or  15%  whichever 
is  greater.  No  restricted  list,  everything  wide 
open.  Possible  station  management  for  the  right 
man.  Box  159A,  B«T. 

Experienced  salesman.  Exceptional  and  solid  deal. 
Midwest  single  market  station.  Long  established 
network  affiliate.  Record  must  show  evidence  of 
real  sales  ability.  Full  details  in  confidence.  Box 
237A,  B-T. 

We  have  an  outstanding  opportunity  and  situa- 
tion to  offer  a  capable  sales  manager,  or  assistant, 

who  is  also  a  hard  hitting  salesman.  We  are  sec- 
ond to  none  in  the  Detroit  area.  Box  248A,  B»T. 

Immediate  opening  radio  salesman  in  5000  watt 
San  Joaquin  Valley  independent.  $380  guaran- 

tee. Commission.  Send  photo,  sales,  and  radio 
experience  first  letter.  KCHJ,  P.O.  Box  262,  De- 

lano, California. 

Wanted — reliable  live  wire  .experienced,  aggres- 
sive radio  salesman,  good  future  for  right  man. 

KCMC-Radio,  Texarkana,  Tex. -Ark. 

Still  looking  for  local  radio  salesman  who  can 
sell.  $300  per  month  salary  not  draw,  plus  10% 
of  your  paid  billings  and  we  can  start  the  right 
man  off  with  a  few  good  accounts.  This  is  a 
tough  market  with  rugged  competition.  We  are 
a  1  kilowatt  daytimer  bucking  a  pair  of  5 
kilowatt  full-timers.  We  dominate  listening  better 
than  2  to  1.  If  you  translate  this  into  dollar  sales 
you  should  easily  make  $10,000  your  first  year. 
All  inquiries  will  be  held  in  strictest  confidence 
and  all  letters  will  be  answered.  We  won't  leave 
you  dangling.  Complete  biography  and  current 
sales  record  please.  No  phone  calls  or  wires. 
P.  T.  Scott,  General  Manager,  KUSN,  St.  Joseph, 
Missouri. 

Immediate  opening,  radio  salesman.  5000  watt  San 
Joaquin  Valley  Mutual  station.  $400  guarantee 
plus  15  percent  commission;  prefer  family  man. 
Send  photo,  sales  and  radio  experience.  KYOS, 
Box  717,  Merced,  California. 

RADIO 

Help  Wanted— (Cont'd) 
Salesmen 

Florida — immediate  opening  for  aggressive,  ex- 
perienced salesman.  1  kw  independent,  daytimer. 

We'll  pay  for  performance — draw  against  20%. 
Complete  resume  first  letter.  WSTN,  St.  Augus- 

tine, Florida. 

Experienced  radio  salesman — Detroit  market  of 
over  half  million  Negro  listerners — new  inde- 

pendent Negro  station — 500  watts — opportunities 
unlimited — field  wide  open.  Contact  Bell  Broad- 

casting Company,  9521  Joseph  Compeau,  Detroit, 
Phone  TRinity  5-1440. 

Announcers 

Central  Florida,  good  announcer,  routine  main- 
tenance, 1st  phone.  Good  salary,  can  advance. 

Send  tape,  letter  to  Box  153A,  B«T. 

Young  announcer  here's  your  chance  to  work  for 5  kw  station.  Must  be  cleancut  with  ambition  to 
do  good  job.  Permanent  job.  Send  complete  in- 

formation to  Box  188A,  B«T. 

Wanted:  Combo  man — must  have  first  phone 
and  announcing  ability.  Pleasant  rural  Penn- 

sylvania, good  salary.  Apply  Box  191A,  B«T. 

Experienced  announcer-DJ  for  Michigan  network 
station.  Must  know  news.  Salary  open.  Tape, 
resume,  photo.  Box  265A,  B-T. 

Experienced  morning  man  for  50kw  eastern  inde- 
pendent station.  Box  266A,  B-T. 

Announcer,  all  around  ability.  Some  commercial 
experience  required.  No  room  for  floaters,  bad 
credit  risks,  personality  problems,  drinkers. 
Have  congenial  staff,  want  to  keep  it  that  way. 
Nice  scenic  area.  Opening  August  20.  KMAN, 
Manhattan,  Kansas. 

Experienced  sports  announcer  local  newsman 
combination.  Must  do  top  job  on  football,  no 
floaters  or  drinkers.  Want  complete  data  and 
references  first  letter,  will  require  personal  in- 

terview prior  to  any  agreement,  state  pay  ex- 
pectations. Contact  Dale  Phares.  KTEM,  Temple, 

Texas. 

Announcer-DJ  —  reliable  with  good  personality. 
Third  class  ticket  preferred.  Send  tape,  photo, 
resume.  Manager,  WANE,  Fort  Wayne,  Indiana. 

Wanted:  Settled  announcer  holding  first  class 
license  permanent  position  with  benefits.  Send 
tape  and  full  particulars,  WEED,  Rocky  Mount, 
North  Carolina. 

CALIFORNIA  NETWORK  VHF 

Unusual  sales  opportunity  with  California  network  VHF  going  maximum 
power.  Successful  applicant  will  represent  station  in  San  Jose  plus  some 
work  in  the  San  Francisco  Bay  area. 

Responsibilities  include  local  and  regional  sales,  arranging  co-op  through 
distributors  and  some  account  contact  on  national  sales. 

Moderate  drawing  account  and  travel  expenses,  with  absolutely  no 

ceiling  on  potential.  We  require  an  aggressive,  experienced,  stable,  high- 
type  man  determined  to  build  permanent  future  with  outstanding  and 
expanding  organization. 

All  references  thoroughly  checked.  Job  open  September  1.  Send  full  in- 
formation to  Graham  Moore,  Sales  Manager,  KSBW-TV,  Salinas,  Cali- 

fornia. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Tired  of  chasing  rainbows?  We  need  a  mature, 
settled  man  who  wants  to  raise  his  family  in  a 
pleasant,  clean  community  at  the  foot  of  the  Blue 
Ridge  Mountains  .  .  .  away  from  crowds,  noise 
and  confusion.  This  man  should  be  an  experi- 

enced air  salesman  who  can  build  his  own  follow- 
ing of  listeners.  He  won't  get  rich  but  he  will 

have  an  opportunity  to  live  and  work  under  re- 
warding conditions.  If  that  sounds  good  to  you, 

write  today.  Send  photo,  resume  and  tape  with 
first  letter  to  Roger  Beane,  Manager,  WFMD, 
Frederick,  Maryland. 

Top  rated  kilowatt  independent  needs  staff  man 
to  replace  announcer  entering  college.  Complete 
resume  and  tapes  received  by  WMLX,  Mt. 
Vernon,  Illinois. 

Wanted  immediately,  experienced  announcer- 
special  events  man.  Applicant  must  be  fully 
qualified.  Station  expanding.  Permanent  position. 
Salary  $90  to  $100  weekly,  depending  on  experi- ence. Contact  Clay  Cline,  WSEV,  Sevierville, Tenn. 

Announcer  with  experience,  pleasant  voice,  effec- 
tive air  salesmanship,  needed  by  well-respected 

CBS  affiliate.  Background  in  copy,  music,  library, 
or  news  helpful.  Send  tape,  data  sheet,  to  WSOY, 
Decatur,  Illinois. 

Technical 

Chief  engineer-announcer  wanted  with  top 
music-news  on  east  coast.  Starting  salary  $105.00 
per  week.  Hospitalization,  paid  vacations,  and  top 
working  conditions.  Must  be  able  to  take  charge 
of  new  equipment  and  do  a  show.  Box  160A,  B«T. 

Electronic  engineer,  Civil  Service  GS-12,  $7,570.00 
per  year.  Box  233A,  B-T. 
Engineer,  first  phone,  who  desires  permanent 
position  with  company  operating  5kw  radio  and 
television  station.  Middle  Atlantic  states,  ideal 
working  conditions.  Chance  for  advancement 
with  successful,  progressive  organization.  Salary, 
bonus,  other  benefits.  Position  now  available. 
Box  264A,  B-T. 

Wanted:  Engineer,  1st  class  license,  at  least  2 
years  broadcast  experience  required,  40  hour 
week,  shift  and  maintenance,  contact  Chief  En- 

gineer, KTSA  San  Antonio,  Texas. 

First  class  chief  engineer  —  maintenance  and 
board  work.  Send  full  particulars  to  Manager, 
WANE,  Fort  Wayne,  Indiana. 

Engineer  1st  class  phone,  wanted  for  transmitter 
operator  at  a  5  kw  radio  station  with  directional 
antenna  at  night  on  580  kc.  Experience  not  a 
major  requirement.  Do  not  need  car  but  will  be  a 
help.  $300.00  a  month  for  a  40  hour  week  with 
some  overtime.  Insurance  plan  and  profit  shar- 

ing. Write  to  Chief  Engineer,  WCHS,  Charleston 
24,  W.  Va. 

1st  class  license  holder  as  chief  engineer.  Experi- 
ence necessary.  Car.  General  maintenance  and 

some  announcing.  Guarantee  minimum  $400  per 
month.  No  drunks  or  screwballs.  Call  C.  Leslie 
Golliday,  WEPM,  Martinsburg,  West  Virginia. 

Phone  5252.  ' Chief  engineer.  Paid  vacations,  paid  life  insur- 
ance and  hospitalization,  excellent  working  condi- 
tions, congenial  staff.  One  of  New  England's  best radio  stations.  Can  use  combo  or  straight  engi- 
neer. Call  collect,  John  H.  Bennett,  WHWB,  Rut- 
land, Vermont. 

Programming-Production,  Others 

Newsman  for  independent  station  in  east.  Must 
be  interested  in  nothing  but  news.  Good  voice. 
This  is  a  tough  job  but  pays  well.  Box  112A, 

B-T. 

Experienced  male  copywriter  needed.  Announc- 
ing helpful  but  not  necessary.  $346  per  month 

start.  Air  mail  samples  and  resume.  Box  268A, 

B-T. 

Immediate  opening  in  News  Department.  Must 
be  strong  on  reporting.  Good  salary  and  working 
conditions.  WFAH,  Alliance,  Ohio. 

Wanted:  An  experienced  radio  news  reporter  by 
a  New  England  5000  watt  station.  Starting  at 
$75.00  weekly,  automatic  raise  to  $85  00  in  six 
months  if  capable.  Another  raise  within  a  year 
if  you  can  produce  salesable  news  features.  This 
job  both  a  challenge  and  opportunity.  Send  com- 

plete background  and  photograph.  Our  selection 
will  be  slow.  Address  P.  O.  Box  1522,  Worcester, 
Mass. 

Experienced  newsman  capable  of  handling  ex- 
panding radio  news  department.  Applicant  must 

be  versed  in  news  editing,  reporting,  on-the-spot 
reporting,  etc.  Salary  $90  to  $100  weekly  depend- 

ing on  experience.  Contact  Clay  Cline,  WSEV, 
Sevierville,  Tenn.  Personal  interview  necessary. 
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Situations  Wanted 

Managerial 

Young  experienced  sales  manager — available  for 
radio  or  tv.  Good  record,  a  real  gross  builder. 
Write  Box  171A,  B«T. 

Manager-salesman-sports.  If  You're  looking  for 
a  sober  young  family  man  who  has  ten  years  ex- 

perience in  field — ©ne  who  carl  manage,  handle 
sales,  excellent  announcer,  program  director  and 
play-by-play  in  all  sports  that  needs  economical operation  and  more  profits  lets  talk.  Will  buy 
stock — excellent  references.    Box  190A,  B»T. 

Small  market  manager  seeking  relocation  as  gen- 
eral manager  of  small  market  station,  or  assistant 

general  manager  or  station  manager  in  major 
market.  In  present  successful  small  market 
managerial  position  10  years.  Prefer  salary  and 
override,  will  consider  straight  salary.  Twenty 
years  background.  Seeking  change  for  personal 
reasons.  Box  218A,  B»T. 

Presently  employed  manager-chief  engineer-an- 
nouncer. Six  years  experience  desires  California 

location.  Box  225A,  B»T. 

Station  manager — program  director  looking  for 
a  permanent  position  with  a  future.  Hard  work 
no  deterrent.  Ten  years  experience  in  all  phases 
of  broadcasting.  Have  handled  management,  pro- 

gramming, production,  copy,  traffic,  sales  presen- 
tations. Air  work  includes  DJ  shows,  audience 

participations,  interviews,  news,  etc.  I'm  college graduate  .  .  .  married  .  .  .  have  four  children. 
Any  offers.  Box  227A,  B«T. 

Station  doctor — your  station  run  down?  Sales 
limping,  books  red?  Call  this  doctor.  Mature, 
long  experienced  manager  can  assure  a  smooth, 
profitable  operation.  Salary  percentage  basis.  Box 
238A,  B'T. 

Salesmen 

Salesman-announcer.  Former  department  store 
buyer,  road  salesman.  Glib,  articulate  idea  man 
who  produces.  Anywhere  for  experience  and 
small  guarantee.  Box  217A,  B»T. 

Announcers 

Top  morning  man — deejay — employed — wishes  to 
relocate.  Veteran — family.   Box  959G,  B«T. 

Situations  Wanted —  (  Cont'd  ) 
Announcers 

Sportscaster-newscaster-staff.  Heavy  experience 
all  three,  play-by-play.  Available  football  sea- son, basketball  winter,  baseball  next  summer. 
Radio-tv  combo  considered  only,  good  market. 
$125  minimum.  Box  157A,  B»T. 

Experienced  announcer — disc  jockey,  26,  veteran, 
single.  Personality  plus  pleasing  voice.  Resume, 
photo,  tape.  Box  167A,  B«T. 

Experienced  announcer-n  e  w  s  m  a  n-sportscaster — 
rated  high  by  Pulse.  Available  now.  Box  202A, 
B»T. 

Versatile  announcer,  experienced,  top  references, 
reliable,  hard  worker.  Desires  eastern  metro- 

politan city.  Want  to  join  station  that  offers  a 
future.  Send  for  tape,  details.  Box  215A,  B-T. 

Alert,  colorful  announcer.  11  months  staff  experi- 
ence. Third  class  ticket.  Box  219A,  B»T. 

Dependable  announcer,  3  years  radio  southwest, 
presently  employed.  Non-drinker.  Married.  Box 
223A,  B'T. 

Wanted — permanent  sports  position.  Top  play-by- 
play. Also  news,  DJ,  continuity.  1st  phone.  Eight 

years  experience.  Married,  vet.  Box  228A,  B»T. 

Staff  announcer — news — DJ^-11  months  experi- 
ence. Veteran,  married,  2  years  college,  radio 

school  graduate.  Midwest  preferred.  Box  229A. 
B«T. 

Announcer,  seven  years  experience,  married, 
family.  Experienced  program  director.  Would 
like  to  relocate  by  September  as  Announcer  or 
program  director.  Midwest  preferred  but  not 
essential.  Box  232A,  B-T. 

Ten  years  experience.  Presently  employed  one 
of  nation's  top  markets.  Permanent  position  with 
opportunity.  Consider  all  offers,  including  all- night  disc  shows.  References.  Married.  Box  239 A, 
B'T. 

Experienced  announcer.  Mature,  reliable.  Strong 
on  news,  commercials.  Seeking  good  market, 
northeast  area.  Box  240A,  B«T. 

Situations  Wanted — (Cont'd) 
Announcers 

Award  winning  news  director  of  regional  network 
wants  affiliation  with  major  market  indie.  15 
years — political,  sports,  farm  background.  Air  per- 

sonality. Emphasis  on  local  and  state  news  cover- 
age. Can  direct  complete  news  operation.  Box 

241A,  B-T. 
Negro  disc  jockeys  and  newscaster,  man  and  wife, 
combo  or  separate.  2  years  experience  journalism 
and  radio.  Continuity,  traffic,  programming,  New 
York  stage  experience.  Will  relocate.  Box  243A, 
B'T. 

Announcer  wants  permanent  relocation  in  south, 
6  years  experience.  Specialty  sports,  also  news 
and  DJ.  Box  244A,  B'T. 
Recent  broadcasting  school  graduate,  good  DJ, 
news,  sports,  board,  tape.  Box  245A,  B'T. 
Announcer — wants  to  move  out  of  hay  fever  area. 
Currently  employed  at  midwest  kilowatt.  4  years 
experience.  Tape,  picture,  references.  Box  251A, 
B'T. 

Experienced  announcer,  all  phases.  Willing  to 
work.  Presently  employed  kilowatt.  Available 
Aug.  1.  References,  etc.  Box  252A,  B'T. 
Announcer:  iVz  years  experience,  same  station. 
Prepared  for  large  market.  Desire  metropolitan 
area  of  Washington  or  Baltimore.  DJ.  5-hour 
day.  Network  calibre  voice.  Exceptionally  good, 
news,  commercials.  Best  credit  references.  Pres- 

ently employed.  Box  253A,  B'T. 
Good  staff  announcer.  First  ticket.  Fifteen  years 
experience.  No  hot-shot  DJ.  No  play-by-play. 
Prefer  west  coast.  Box  255A,  B'T. 
SRT  graduate,  limited  experience,  strong  on 
news,  commercials  and  music,  hard  worker,  im- 

mediately available.  Box  258A,  B-T. 

Exceptionally  strong  in  both  news  and  music. 
Four  years  experience  with  teacher  training  in 
college.  Extremely  dependable  .  .  .  excellent  ref- 

erences. Single  but  no  drifter.  Box  259A,  B'T. 
Sports  director,  play-by-play,  pops  DJ,  news, 
sales,  married.  Presently  employed,  seeking larger  market.  Box  260A.  B'T.   ^^^^ 

SRT  graduate,  serious  personality,  seeking  an- 
nouncing position  with  classical-semi-classical 

music  station.  Box  262A,  B'T. 

RADIO-TELEVISION 

HELP  WANTED 

National  has  a  multitude  of  out- 

standing jobs  for  outstanding  peo- 

ple listed  at  this  moment  in  both 

Radio  and  Television,  and  in  all 

parts  of  the  country.  If  you  are  in- 

terested in  a  job  that  fits  your  capa- 

bilities both  now  and  in  the  future, 

contact  National  today.  If  we  don't 

have  one  on  file,  we'll  find  one  for 

you. 

JOBS  WANTED 

National  has  a  number  of  top 

quality  Radio  and  Television  people 

with  experience  in  nearly  every 

phase  of  Broadcasting  available 

right  now.  Because  we've  checked, 
we  can  recommend  them  to  jobs 

that  fit  their  qualifications.  Call 

National.  You'll  find  that  a  Na- 

tional Man  is  the  Right  Man  for 

the  Job. 

Personnel  and  job  requests  are  still  pouring  in  from  ALL  sections  of 

the  country.  List  NOW  with  National  for  the  job  OR  person  you've  been 

looking  for!  Write,  wire  or  phone  M.  E.  Stone,  Manager  today  for  com- 

plete information.    NATIONAL  HAS  THE  PEOPLE  AND  THE  JOBS. 

National  Radio  &  Television 

Employment  Servi 
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RADIO TELEVISION TELEVISION 

Help  Wanted— (Cont'd)  Help  Wanted— (Cont'd) Situations  Wanted — (Cont'd) 
Announcers 

HI  folks!  Here  we  are!  The  morning  comedy  DJ 
you've  been  looking  for!  Wake  up  your  area  with 
a  fast-paced  show  that  really  sells:  Ours!  Let  our tape  prove  it!  Experienced  and  versatile  Mike 
Barra,  450  E.  63rd  Street,  New  York  21,  N.  Y. 
Announcer,  4  years  experience — board,  news,  DJ. 
College  graduate,  married,  veteran.  Available 
August  27.  Now  employed  one  killowatt  day- 
timer.  Desire  to  work  into  tv.  Dick  McDaniel, 
S-301,  Parklawn,  Iowa  City,  Iowa.  Phone  8-3359. 
Colored  female:  Broadcasting  school  graduate, 
all  phases  of  radio.  Z.  Palmer,  7948  Wabash, 
Chicago. 
Announcer  with  long  radio  background,  mostly 
midwest,  desires  immediate  employment.  28, 
single,  car.  Phone  Granite  7-6890,  Los  Angeles. 

Technical 

Chief  engineer — good  practical  experience — con- 
struction, maintenance,  directionals,  remote  con- 

trol.  Box  235A,  B-T.  
Engineer,  5  years  experience,  studio  and  trans- 
mitter.  Within  100  miles  N.  Y.  C.  Box  254A,  B.T. 
Chief  engineer-announcer.  Fifteen  years  con- 

struction, maintenance,  am  and  fm.  Pleasant 
voice.  Prefer  west  coast.  Tape  and  references 
on  request.  Box  256A,  B-T.  
Engineer,  1st  phone,  30,  married,  veteran,  iy2 
years  experience  am  transmitters.  Box  257A,  B«T. 

Programming-Production,  Others 
Commercial  copy-continuity.  4  years  experience 
radio-tv.  Employed  large  southwest  station.  Ref- 

erences. Box  192A,  B«T. 

TELEVISION 

Help  Wanted 
Salesmen 

Large  vhf  CBS  midwest  station  has  opening  for 
local  salesman.  Applicant  must  be  college  gradu- 

ate under  35  years  of  age  and  with  television. 
Above  average  opportunities.  Send  complete  de- 

tails and  snapshot  to  Box  162A,  B«T. 

Salesmen 

One  of  America's  best  and  best-known  television 
stations  has  opening  for  one  new  salesman.  Ex- 

cellent opportunity.  Very  large  midwestern  city. 
Applicants  must  be  college  graduates  under 
35,  with  at  least  18  months  experience  in  tele- 

vision sales.  Send  details  of  experience,  personal, 
school  and  family  background  with  snapshots  to 
Box  186A,  B-T. 

Major  midwest  vhf.  Must  be  good  commercial  an- 
nouncer. Will  train  capable  radio  announcer  de- 

siring tv.  Real  opportunity.  Send  tape  and  resume. 
Must  include  snapshot  or  photo.  Box  178A,  B«T. 

Full  power,  Central  US  tv  station  needs  experi- 
enced salesman  in  great  market.  Unusual  op- 

portunity. Guarantee  plus  commission.  Send 
complete  info,  first  letter  to  Box  220A,  B«T. 

Technical 

First  class  operators  for  full  power  vhf  and  am 
operation.  No  experience  required.  Forward 
resume  and  snapshot  to  Box  216A,  B.T. 

Need  qualified  engineer  for  permanent  position 
in  southwestern  station.  Excellent  living  condi- 

tions. No  floaters.  Give  full  details  including 
minimum  salary.   Box  267A,  B«T. 

Immediate  opening  for  1st  phone  engineers.  Con- 
tact Herbert  Wiley,  KSYD-TV,  Channel  6,  Wichita 

Falls,  Texas. 

Immediately.  Transmitter  engineer,  write,  wire 
or  phone  chief  engineer,  WPTZ,  Plattsburgh, 
N.  Y. 

Engineer  1st  class  phone,  wanted  for  transmitter 
operator  at  50  kw  RCA,  tv  transmitter.  Vhf,  chan- 

nel, full  power.  Experience  desirable  but  not  a 
major  requirement.  Need  car.  $300.00  a  month 
for  40  hour  week  with  some  overtime.  Insurance 
plan.  Write  to  Chief  Engineer,  WCHS-TV, Charleston  24,  W.  Va. 

Man  with  first  class  license.  Experience  unnec- 
essary. Write  Chief  Engineer,  WINK-TV,  Fort 

Myers,  Florida. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 

508G,  B«T. 
Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.   Box  509G,  B«T. 

Experienced  film  editor,  preferably  female  for 
large  eastern  vhf  station.  Must  have  television 
experience.  Foward  resume  and  salary  require- ments  to  Box  163A,  B»T.  
Expanding  major  network  midwest  vhf  needs  able 
on-air  personnel,  both  male  and  female.  Also 
personnel  for  technical  direction,  continuity, 
promotion.  Excellent  opportunities.  Send  resume to  Box  187A,  B'T.  

One  of  Iowa's  largest  radio  and  tv  operations 
will  have  an  opening  for  a  top-notch  announcer- 
disc  jockey  in  July.  Opportunity  to  work  both 
mediums.  Good  salary.  Write  for  interview 
appointment,  or  send  picture,  tape  and  full  in- formation  to  Box  221A,  B.T.  

Fine  opportunity  for  newsman  with  strong  cen- 
tral US  tv-radio  outlet.  Want  man  who  can 

report  and  write  local  news  and  do  both  televi- 
sion and  radio  air  work.  Send  full  details,  tape, 

availability,  salary,  photo,  experience,  to  Box 
222A,  B.T.  

Experienced  tv  commercial  writer.  Film  and 
live.  New  York  City.  Exceptional  opportunities 
for  advancement.  $6000  plus.  Resume  and  start- 

ing salary  to  Box  226A,  B-T. 
Photographer  needed  for  position  with  tv  station 
in  Florida.  Must  be  able  to  shoot  commercial 
films,  edit  them,  and  also  assist  in  projection. 
Send  resume  and  qualifications  to  Box  247A,  B«T. 
Writer-director  to  produce  public  service  pro- 

grams for  university  on  commercial  facilities. 
Must  have  commercial  directing  experience,  col- 
lege  background.  Box  263A,  B'T.  
Commercial  continuity  writer  for  KRNT-TV,  Des 
Moines,  Iowa.  Experienced.  To  handle  planning 
and  writing  of  television  and  radio  advertising 
copy.  Send  application  data  and  copy  samples  to 
program  director,  KRNT-TV,  Des  Moines,  Iowa. 

DALE  McROBERTS KENNETH  MEYER RANDY  NISSEN RICHARD  ALVARI MARY  SAMPSON DEAN  MEYER 

TELEVISION   PRODUCTION  GRADS 

NOW  READY 

HAL  RUFFNER PERCY  GERING 

CATHERINE  OGLE BOB  BROOKER 

STUDIO-TRAINED  FOR  ALL 

PHASES  OF  TV  PRODUCTION 

WORK  PLUS  A  VARIETY  OF 

INDIVIDUAL  QUALIFICATIONS 

MAKE  THEM  ESPECIALLY 

VALUABLE  AS  EMPLOYEES. 

COMPLETE  INFORMATION 

FOR  ANY  PERSONNEL  NEED- 

WRITE,  WIRE,  CALL  JOHN  BIRREL, 

EMPLOYMENT  COUNSELOR. 

EDNA  SWAB LOUIS  SPEASE 

GEORGE  SKINNER,  Jr.      FLORENCE  BRAMLETT 

NORTHWEST 

RADIO  &  TELEVISION 

f  SCHOOL 

Page  136    •    July  23,  1956 

HOME  OFFICE 
I 

1221  N.  W.  21st  Avenue 

Portland,  Oregon  *'  CA  3-7246 

HOLLYWOOD,  CALIFORNIA 1440  North  Highland 

HO  4-7822 

CHICAGO,  ILLINOIS.  .  . 540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C.  .  . B  a 1627  K  Street  N.  W. 
RE  7-0343 

Broadcasting   •  Telecasting 



TELEVISION SERVICES 
RADIO 

Situations  Wanted 

Technical 

Chief  engineer.  8  years  tv  experience  in  admin- 
istration, equipment,  purchasing,  construction, 

maintenance  and  operation.  Radio  chief  experi- 
ence also.  Will  guarantee  top  picture  quality. 

Box  261A,  B-T. 

Programming-Production,  Others 

Newsman.  Three  years  tv.  Reporter,  writer, 
air-man;  assignment-editor  local  newsfilm  opera- 

tion. Box  212A,  B'T. 

Tv  director.  Experienced.  Versatile  all  phases 
tv  production.  Proven  ability.  Virile  ideas.  Top 
references.   Married,  vet,  26.  Box  213A,  B-T. 
Two  heads  are  better  than  one.  And  here  are 
two  heads  that  have  worn  several  hats  in  tv. 
The  results?  12  years  combined  experience  in 
management,  programming,  production,  promo- 

tion, traffic,  copy,  sales.  We're  young,  stable, aggressive,  enthusiastic  hard  workers  looking  for 
positions  with  a  future.  Write  Box  231A,  B-T. 

Employed  tv  producer-director  seeking  more  re- 
sponsibility. Wants  to  work  for  a  progressive 

station.  Have  practical  program  ideas.  26,  mar- 
ried, B.A.,  M.S.  Box  242A,  B-T. 

FOR  SALE 

Stations 

Construction  permit.  Will  sell  outrighft  for 
$2,250.00  or  consider  partnership.  CP  is  for  small 
market  in  upper  midwest.  Retail  sales  in  county 
23  million.   Box  230A,  B-T. 
Carolinas  industrial  market,  limited  competition, 
fulltime  regional  with  major  network.  $135,000, 
some  terms.  Paul  H.  Chapman  Co.,  84  Peachtree, 
Atlanta. 

Two  stations  in  single  markets,  Ky.-Tenn.  area, 
each  available  on  terms  to  responsible  parties. 
Paul  H.  Chapman  Co.,  84  Peachtree,  Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Equipment 

Presto  disc  recording  console  with  two  8N  turn- 
tables, two  lathe  cutters,  equalizers  vu  meters 

and  amplifier  all  in  good  condition.  Make  offer. 
N.  L.  Keys,  KCIJ,  Shreveport,  La. 

Used  RCA  76-B-2  console  complete  with  tubes 
and  in  good  condition.  Also  used  Eicor  portable 
tape  recorder.  Contact  Bill  Emerson,  Chief  En- 

gineer, KOPR,  Butte,  Montana. 

For  ground  system — 650  lbs.  new  No.  10  soft 
drawn  copper  wire  on  reels.  Immediate  delivery 
at  current  market.  WBTA,  Batavia,  N.  Y 

Ampex  400A,  V2  tr.  portable,  excellent  condition. 
Magnecord  PT6M.  United  Radio,  22  N.  W.  9th 
Ave.,  Portland,  Oregon. 

Two  Ampex  400  series  portable  recorders,  $450.00 
each,  $850.00  for  both.  Box  5025,  Jacksonville, 
Florida. 

WANTED  TO  BUY 

Stations 

Part  interest  in  profit  making  station.  Young 
married  man  with  capital  to  invest.  Will  not 
consider  absentee  investment.  Experienced,  have 
Bachelor  of  Science  degree  in  Communications. 
Best  references.  Give  full  details.  Replies  con- 

fidential. P.  O.  Box  17,  South  Dartmouth,  Mass. 

Private  sales.  Oklahoma.  Texas,  Colorado, 
Arkansas,  Missouri,  Kansas.  Ralph  Erwin,  Li- 

censed Broker,  1443  South  Trenton,  Tulsa. 

Equipment 

Wanted:  Used  General  Radio  frequency  monitor, 
rf  bridge  150'  tower.  Box  214A,  B»T. 

Wanted:  General  Radio  RF  bridge  916-A  or  simi- 
lar model.  Also  150'  tower.  Box  236A.  B-T. 

3  used  Stainless,  Inc.,  G  24  towers. 
Tower  Co.,  Greenville,  N.  C. 

Ace  High 

Used  WE  23C  console  or  comparable  unit.  William 
C.  Kirk,  1197  Denver  4,  Colorado. 

Used  tv  equipment  in  good  condition  for  tv 
school.  Complete  closed  circuit  equipment  needed 
— cameras,  controls,  dollys,  slide  and  film  chains, 
switches,  etc.  No  audio  equipment.  Columbia 
Institute.  223  Arch  Street,  Philadelphia,  Pa. 

Custom  jingles  that  sell  local  sponsors!  Guaran- 
teed! Priced  low!  You  make  the  money!  Me? 

Volumn!  Box  155A,  B«T. 

Save  money  .  .  .  increase  gross  .  .  .  with  novelty, 
sound  effect,  or  "straight  sell"  radio  commercials. 
Provides  that  extra  announcer  for  "change  of 
voice",  and  "gimmic"  commercials  for  those 
hard-to-sell  accounts.  Professionally  produced  on 
tape  or  disc.  Straight  spots  from  $2.00  each. 
Gimmic  spots  from  $3.00.  Postpaid.  Full  details,  or 
order  now  from  Box  184A,  B«T. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
in  3  months.  For  details  write  Grantham  School, 
Dept.  B.  821  19th  Street.  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School.  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

The  National  Academy  of  Broadcasting,  America's 
pioneer  professional  school,  places  radio-tv  an- nouncers, writers,  producers.  Send  for  list  of 
alumni,  positions  held,  and  jobs  available.  3338 
16th  Street,  N.W.,  Washington,  D.  C. 

RADIO 

Help  Wanted 

Managerial 

ARE  YOU  THIS  MAN? 

The  man  we  are  looking  for  is  currently  the 
Sales  Manager  or  Assistant  Manager  of  a 

small  radio  station.  He's  now  looking  to  take 
over  the  number  one  spot  in  a  small  Midwest 

community.  He's  married,  full  of  ideas,  ener- 
getic and  very  sales  minded.  He'd  be  happy 

working  with  owners  who  know  radio 
thoroughly  and  who  want  to  build  a  man- 

agement team  for  several  radio  properties. 
He  works  well  with  people  and  has  a  warm 

and  friendly  "small  town"  personality.  If 
you  are  this  man  tell  us  about  yourself, 

your  experience,  salary  and  references.  Let's 
have  the  facts  with  as  little  fantasy  as 

possible. 
Box  269A,  B»T 

Technical 

tf-.  v5^-  y^.     -^5>-i     <~&~.  sy.  ^\ 
&  WANTED  I 
&  DIRECTOR  OF 

ENGINEERING 
§ 

y  Outstanding  opportunity  for  Director  § 
&  of  Engineering  for  group  of  five  AM  r 
?  stations.  Must  have  experience  in  con-  j 
y  struction,   directional    antennas   and  § 
&  FCC  procedures.  Must  be  willing  to  £ 
c  travel  certain  amount.  Position  based  > 
y  in  New  York  City.  Submit  complete  § 
§  background  and  experience  including  £ 
r   references.  J 

I  Box  158A,  B«T  | 

BROADCAST 

ENGINEER 
....  to  operate  mobile  color  TV 
equipment.  Must  have  at  least  two 
years  black  and  white  video  control 
experience.  Some  maintenance  ex- 

perience desirable.  Considerable 
nation-wide  travel  involved  from 
Philadelphia  base.  Liberal  salary, 
benefits  and  expenses.  Send  com- 

plete resume. 
Box  250A,  B«T 

Situations  Wanted 

Managerial 

manager . . . 

with  20  years  of  good  experience. 
Successfully  employed  for  ten 

years  in  network  executive  posts 
and,  for  the  past  ten,  managing  a 
major  market  station.  Took  this 
station  from  insolvency  to  high 

earnings;  from  the  bottom  of  the 
Hooper  ladder  to  battling  for 

top.  Knows  programming,  pro- 
motion, sales  management,  agen- 

cy-representative contacts.  Salary 
is  not  the  major  factor.  If  you 

have  the  facility  and  the  market, 

Pll  bank  my  experience  on  our 
mutual  future.  Available  imme- 

diately. Write  in  confidence  to 

Box  694G,  B*T 

§ 

TELEVISION 

Help  Wanted 
Program m ing-Production,  Oth ers 

ASSISTANT  PROGRAM 

MANAGER  TV 

For  major  market  West  Coast  station. 
Prime  requirement  is  thorough  back- 

ground in  lilm  programming  with  knowl- 
edge  of  current  available  feature  and  syn- 
dicated  film  packages,  such  as  stars,  story 
line,  ratings,  etc..  since  intelligent  film 
scheduling  to  he  a  major  duty.  Also  re- 

quire studio  and  remote  operational  back- 
ground, experience  in  film  room  oper- 

ating procedures  and  program  department 
personnel  assignments.  Ability  to  make 
sound  administrative  decisions  in  program 

manager's  absence  is  imperative.  Any  ap- 
plicant should  be  prepared  to  assume  re- 

sponsibility for  the  many  and  varied  de- 
tails occuring  to  a  program  manager. 

For  the  right  man  desiring  to  make  a 
move  to  the  finest  city  on  the  West  Coast 
we  are  prepared  to  pay  up  to  §10,000  per 
vear. 

Box  224A,  B*T 

FOR  SALE 

Equipment 
TOWERS 

RADIO — TELEVISION 
Antennas — Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 

INSTRUCTION 

ICC  1st  PHONE  UUvNSKS 

IN  5  TO  6  \\  EIvKS 
WILLIAM  H.  OGDEN—  10th  Year 

1 150  W,  Olive  Ave. 
Hurbank,  Calif. 

Reservations  Necessary  All   Classes  - 
Ovim    170(1  Successful  Student* 
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editorials 

Another  FCC  Toys  With  Programs 

THE  presently  constituted  FCC  may  be  treading  dangerously 
close  to  the  pitfalls  that  have  engulfed  practically  all  of  its 

predecessors — control  of  programming. 
A  transfer  of  control  case,  involving  the  sale  of  WQAM  Miami 

to  Todd  Storz'  Mid-Continent  group,  triggered  heated  debate  in  the 
Commission's  closing  session  prior  to  its  summer  recess  last  Thurs- 

day. Mr.  Storz,  who  has  amassed  both  ratings  and  controversy  by 
treasure  hunts  and  other  contests,  had  been  cited  for  possible 

hearing  on  the  giveaway  issue  as  one  designed  to  "purchase"  audi- 
ence. The  FCC,  after  full  discussion,  decided  to  grant  the  transfer, 

by  a  vote  of  4-3.  Before  that,  however,  if  tossed  around  the  notion 
of  a  general  investigation  of  its  program  jurisdiction,  and  deferred 

action  until  it  meets  again  after  a  month's  vacation. 
There's  nothing  new  either  in  giveaways  or  in  the  FCC's  attitude 

toward  them.  New  commissions  seem  to  get  the  urge  to  dip  into 
programming,  perhaps  without  realizing  that  they  are  edging  into 
the  forbidden  area  of  censorship. 

The  giveaway  issue  has  changed  only  as  to  nuance.  Newspapers 
use  them  to  build  circulation.  Manufacturers  use  prize  contests  to 
build  sales.  Quiz  shows  are  in  the  giveaway  family.  So  are  bingo 
games  at  church  socials  and  door  prizes  at  junior  league  proms. 

Giveaways  may  not  constitute  good  broadcasting.  But  they  are 
no  more  illegal  than  other  prize  contests.  In  1949,  the  then  FCC 
ruled  that  affiliated  stations  which  carried  certain  giveaways  from 
their  networks  would  not  get  their  licenses  renewed,  construing 

these  programs  as  lotteries.  The  Supreme  Court,  in  1954,  unani- 
mously overruled  the  FCC. 

We  have  never  changed  our  views  on  blatant  giveaways  or  on 
extreme  gimmicks.  We  feel  that  money  and  big  prize  giveaways 

are  designed  to  artificially  stimulate  audiences  and  ratings,  and  there- 
fore are  not  true  indices  of  circulation.  The  advertisers  and  agen- 

cies, however,  aren't  fooled,  because  prize  contests  come  and  go. 
Unless  the  programming  is  appealing,  the  audience  drifts  elsewhere. 

But  the  FCC,  no  matter  how  tortured  its  definitions,  cannot  make 

them  lotteries.  If  they  violate  the  law,  it's  up  to  the  Dept.  of  Justice 
to  prosecute,  under  the  Criminal  Code.  If  there  are  convictions, 
the  FCC  can  delete  the  stations  practically  by  mail. 

We  hope  the  stations  will  have  the  intelligence  to  move  warily 
on  money  giveaways  before  the  situation  gets  out  of  hand.  Some 

of  the  existing  schemes  may  not  be  illegal,  but  they  wouldn't  stand 
scrutiny  on  ethical  grounds. 

Meanwhile,  the  FCC  should  heed  the  lessons  learned  by  its 
predecessors,  who  repeatedly  have  been  burned  on  intrusions  into 
programs.  Suggestions  that  stations  discipline  themselves,  yes;  but 
not  censorship,  either  by  lifted  eyebrow  or  regulatory  crowbar. 

Shell  Game 

BROADCASTING  has  been  described  as  the  most  hazardous  of 

risk  enterprises  because  it  hangs  on  the  slender  thread  of  gov- 
ernment licensing.  During  this  session  of  Congress  broadcasters 

have  learned  to  their  chagrin  that  they  are  fair  game  for  headline 
hunting  politicians  too. 

First  it  was  the  Senate — all  year  long.  Then  the  House,  jealous 
of  its  prerogatives,  barged  in  through  the  Celler  Monopoly  Subcom- 

mittee, overlapping  the  Senate  Commerce  Committee's  inquisition, 
and  seeking  to  outdo  it  in  sensationalism.  The  hope  had  been  for 
peace  and  quiet  at  least  until  after  the  November  elections.  But 
that  is  not  to  be,  because  the  Celler  committee  comes  to  life  again 
in  September  in  New  York  to  dredge  up  whatever  it  can  find  in  the 
networks,  syndicates,  advertising  agencies  and  talent  ends. 

The  complete  abandon  with  which  the  Celler  Committee  has 

functioned  is  shown  in  the  paradox  as  to  what  constitutes  confiden- 
tiality. The  Committee,  on  the  one  hand,  released  confidential 

figures  on  network  television  for  1955,  and  on  the  other,  conducted 

"confidential"  sessions  in  the  course  of  the  same  hearings. 
The  1955  network-owned  station  figures  had  been  supplied  by 

the  FCC  under  protest.  Two  months  earlier,  Sen.  Bricker  (R-Ohio) 
had  released  1954  television  figures  similarly  supplied  by  the  FCC. 

So  the  figures  were  thrown  out  for  all  competitors  to  see,  and  pre- 
sented in  the  worst  possible  light.  Networks  and  stations  had  sup- 

plied the  financial  data  voluntarily,  in  good  faith,  and  on  the  promise 
that  they  would  be  used  by  the  FCC  only  in  weighted  averages. 
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"Quit  repeating  that  phrase  'frigid  air'  .  .  .  it  sounds  suspiciously  like 

a  plug!" 
After  releasing  the  confidential  figures,  the  Celler  Committee 

called  into  "executive  session"  CBS  Inc.  President  Frank  Stanton 
and  FCC  Comr.  Robert  E.  Lee  to  question  them  on  undisclosed 
matters,  and  under  strict  injunctions  of  secrecy.  We  know  of  no 
precedent  for  this.  These  are  legislative  hearings,  not  grand  jury 

proceedings.  So  we  have  the  shameful  situation  of  confidential  data 
being  made  public,  and  the  diametrically  opposite  action  of  public 

hearings  being  kept  confidential. 
While  we  have  no  doubt  that  Messrs.  Stanton  and  Lee  acquitted 

themselves  well  at  the  closed  hearings,  this  is  patently  unusual  and 
abominable  treatment  of  public  figures. 

Broadcasters  are  not  common  carriers,  as  Chairman  McCon- 
naughey  pointedly  told  the  House  Committee.  Comr.  Hyde  advised 
the  Committee  that  the  FCC  is  not  authorized  to  require  annual 
financial  reports.  The  FCC  has  sought  the  data,  and  stations  and 
networks  have  supplied  it  voluntarily,  with  the  understanding  that 

the  FCC  would  use  only  composite  figures,  and  not  release  indi- 
vidual reports.  Thereby  the  FCC  was  enabled  to  appraise  the 

health  of  the  media  it  regulates. 

With  two  glaring  breaches  of  this  confidence  this  session,  broad- 
casters have  cause  for  grave  concern.  Should  they  continue  vol- 

untarily to  supply  figures  to  the  FCC  only  to  have  them  thrown 
back  in  exaggerated  form  by  crusading  politicians,  and  through 
them  get  into  unfriendly  hands?  The  FCC  cannot  legally  demand 
the  figures,  but,  understandably,  does  not  feel  it  can  hold  out  on 
Congress  when  the  information  is  in  its  files. 

Each  licensee  must  make  up  its  own  mind. 

Marketing  Eyes  Upon  Texas 

DEEP  in  the  healthy  heart  of  the  nation's  largest  state,  and  out around  its  borders,  an  economic  evolution  is  taking  place. 

Texas,  once  a  rootin-tootin  land  of  millionaire  cattle  and  oil 
barons— so  the  legends  went — is  now  attaining  a  balance  of 
agriculture,  industry  and  commerce. 

In  this  issue  Texas — 1956  version — is  revealed  in  considerable 

detail  as  one  of  the  nation's  most  important  markets  (see  pages 
75-124).  A  close  and  necessarily  arduous  look  at  more  than  a 
score  of  metropolitan  markets  discloses  a  state  having  8.8  million 

residents  whose  high  income  and  enthusiasm  command  the  atten- 
tion of  everyone  interested  in  merchandising  the  necessities  and 

conveniences  of  modern  living. 

Texas  is  modern,  fast-growing  and  building  soundly  for  the 
future.  There  once,  was  a  theory  that  Texans  bragged  so  much 

because  there  wasn't  anything  much  in  the  state  worth  talking 

seriously  about.  Today's  Texas  appears  as  a  prosperous,  thriving 
market.  The  story  of  its  money,  culture  and  achievements  can  be 
told  without  unnecessary  adjectives  and  without  braggadocio. 

The  bragging  of  Texans,  and  ex-Texans,  is  all  in  good  fun. 
The  uncolored  story  of  what  actually  is  happening  there  may 

change  some  concepts.  It  may  even  change  some  marketing 
techniques. 
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KSTP  7 

MINNESOTA 

They're  bringing  $125  million 

into  KSTP  country! 

This  summer,  the  "Land  of  10,000  Lakes"  will 
be  host  to  more  than  a  million  and  a  half  non- 

resident vacationers.  And  while  they  are  in 

KSTP  country,  these  visitors  will  spend  over 
125  MILLION  DOLLARS. 

Ninety -five percent  of these  active-buying  trav- 
elers will  arrive  by  automobile,  which  means 

that  they  will  be  listening  to  the  powerful  voice 

of  KSTP  while  they  are  on  the  road  as  well 

as  during  their  stay. 

KSTP  offers  its  listeners  outstanding  enter- 

tainment including  the  finest  music  in  the  North- 

west and  up-to-the  minute  news,  weather  and 

sports  coverage.  And  to  advertisers,  KSTP 

offers  a  realistically-priced  package  rate  plan 

plus  the  top  radio  personalities  in  the  North- 
west to  do  an  effective  selling  job  for  you. 

Now  is  the  time  to  reach  the  active-buying, 
tourist-rich  market  which  KSTP  serves  and 

sells  so  well  .  .  .  For  further  details,  contact 

your  nearest  Edward 

Petry  office ...  or 

a  KSTP  repre- 
sentative today. 

MINNEAPOLIS  •  ST.  PAUL     Basic  NBC  Affiliate 

"PRICED  and  PROGRAMMED"  to  serve  today's  radio  needs] 
Represented  by  Edward  Petry  &  Co.,  Inc. 



We  Cover 

^  I  ̂       Do  F
ou; 

You  will  miss  the  30%  of  Hawaii's 

dollar  spending  families  who  live 

in  the  T.V  fringe  areas,  if  you  don't  buy 

KONA 

NBC 

POWERFUL  CHANNEL 

HONOLULU 

ivith  its  sister  station  KWIVI— T.V. on  Maui 

Here's  sales  proof: 

Not  even  the  Pacific  Ocean  touches  as  much  of  all  Hawaii 

as  KONA  -  TV    (and  its  sister  station  KMVI  on  Maui) . 

Every  dot  on  this  map  of  the  Hawaiian  Islands  represents 

10  to  1000  letters  received  with  cash  orders  in  a  recent  mail  pull  test. 

am  fry 

for  all-island  TV  coverage  ask  your  local  NBC  Sales  Representative  for  proof  before  you  buy. 

John  B.  Keating,  President  &  General  Manager 
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b  more 

rating 

point! The  dominant  station  serving  Richmond, 

Petersburg  and  Central  Virginia 

WXEX-TV 

STATION  B 

STATION  C 

Number  of  TV  homes 
in  Grade  B  area 

205,000 

TV  homes  per  rating  point 

projected  to  Grade  B  area 

2,050 

1  75,400 

1  74,800 
1,754 

1,748 

•  WXEX-TV  delivers  16.9%  more  TV  homes  than  Station  B— 17.3%  more  than  Station  C. 

•  WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 

•  Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated 
by  Kear  &  Kennedy  (consulting  radio  engineers,  Washington,  D.  C.)  from  information 
on  file  with  FCC,  and  based  on  latest  available  ARF  figures  updated  to  June  1,  1956. 

Tom  Tinsley,  President NBC  BASIC— CHANNEL  8 Irvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 
Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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NOT  SEVENTEEN? 

YES . . .  WBRE-TV 

does  have 

a  17  County  Coverage 

To  reach  the  Top  TV  audience  in  Northeastern  Pennsylvania 

there  is  only  one  station  to  buy  ....  that's  WBRE-TV  .... 

which  gives  you  a  Million  Watts  of  Power,  the  highest 

program  ratings,  a  colossal  set  count  of  *31 5,000,  the 

Nation's  24th  market  with  a  population  of  almost 

2,000,000,  33%  more  coverage  than  the  second 

station  and  60  to  400%  more  than  all  the 

other  TV  stations  in  the  market. 

WBRE-TV  is  the  local,  regional  and  Na- 

tional advertisers'  logical  medium  to 
reach  the  400,000  families  on  N.  E. 

Pennsylvania  with  a  buying  poten- 

tial of  nearly  $2,000,000. 

*  RETMA  Report  of  April,  1956 

It  is  a  Zoological  tact  that  the  height  ot  a 
Giratte  trom  the  bottom  ot  its  tiont  teet  to  the 
top  ot  its  head  has  towered  17  teet  and  more 
. . .  the  better  to  reach  the  choice  tender  leaves. 

TV  Channel  28 

WILKES-BARRE,  PA. 

BASIC  BUY  :  National  Representative  :  The  Headley-Reed  Co. 

Counties  Covered-  LUZERNE        LACKAWANNA        LYCOMING  COLUMBIA 
SCHULYKILL          NORTHUMBERLAND          MONROE          PIKE  WAYNE 
WYOMING           SULLIVAN          SUSQUEHANNA         BRADFORD  UNION 

SNYDER         MONTOUR  CARBON 



The  Radio  Leader  in  Des  Moines! 

A  COWLES  OPERATION 

DES  MOINES  RAD  10  —  -  CBS 

72 72 FIRSTS  OUT  OF 

QUARTER  HOURS 

In  NEW  Pulse  Survey! 

TUNE-IN  UP  -  -  -  COST  PER  THOUSAND  DOWN! 

T   Leads  Morning,  Afternoon  and  Evening! 

. . .  and  has  for  years  and  years! 

KRNT  Is  Your  Basic  Buy  In  Iowa ! 

KATZ  HAS  ALL  THE  FACTS  ON  THE  STATION  WITH  THE  FABULOUS  PERSONALITIES  AND  THE  ASTRONOMICAL  RATINGS 

Published  every  Monday,  with  Yearbook  Numbers  (53rd  and  54th  issues)  published  in  January  and  July  by  Broadcasting  Publications,  Inc.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



THE    EYES    OF'TEXAS    ARE  ON 

KRLD-TV  HAS  THE  GREATEST  DALLAS 

VIEWING  AUDIENCE  BY,  FAR,  OF  ALL 

DALLAS-FT.  WORTH  TV  STATIONS 

MONDAY  THROUGH  FRIDAY 
7  am  - 12  MID. 

STATION  AVERAGE  AUDIENCE 

KRLD-TV   41% 

STATION  B  29% 

STATION  C  22% 

STATION  D  8% 

SUNDAYS 

KRLD-TV  48% 

STATION  B  .    .  31% 

STATION  C  12% 

STATION  D   .  9% 

These  averages  have  been  determined  by  the  use  of 
the  Telepulse  Report,  Dallas  Metropolitan  Area, 

April,  1956. 

NO  OTHER  TV  STATION  IN  TEXAS 

GIVES  YOU  AS  MUCH  COVERAGE  AS 

Page  4 July  30,  1956 

MAXIMUM  .\.  .  .  .J.  .  .  .POWER 

Owners  and  operators  of  KRLD  -  50,000  Watts,  The  Dallas  Times 
Herald  Station,  Herald  Square,  Dallas  2,  Texas. 

JOHN  W.  RUNYON,  Chairman  of  the  Board  —  CLYDE  W.  REMBERT,  President 
REPRESENTED  BY  THE  BRANHAM  COMPANY 
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closed  circuit: 

CBS  NOW  IN  ACT  •  Philadelphia  federal 

grand  jury  investigation  of  NBC-Westing- 
house  swap  of  Philadelphia-Cleveland  sta- 

tions now  has  been  extended  to  CBS.  Com- 
pany records  and  memoranda  bearing  on 

Westinghouse-NBC,  it's  understood,  have 
been  subpoenaed  by  grand  jury,  which 
previously  had  examined  top  executives 

of  botn  NBC  and  Westinghouse.  It's  pre- 
sumed that  data  sought  covers  not  only 

affiliation  matters  but  also  Westinghouse 
sponsorships  on  CBS  networks. 

B«T 

NARTB  this  week  is  mailing  to  its  "opin- 
ion leader"  list  new  brochure  titled  "Amer- 

icans Speak  Out  for  Free  Tv."  It  quotes 
independent  surveys,  newspaper  polls  and 
letters  to  FCC  as  overwhelming  vote  of 

confidence  for  present  system  of  free 
broadcasting  as  against  pay  television. 

"Opinion  leader"  list  includes  members  of 
Congress,  governors,  college  presidents, 
school  superintendents  and  others  in  upper 
strata,  to  extent  of  about  3,000  names. 

MONEY  IN  THE  POT  •  Still  cooking  on 
front  burner  is  $10  million  dollar  offer  of 

J.  H.  Whitney  &  Co.  for  Midwest  radio- 
tv  properties  (one  vhf  tv  and  one  am  in  ma- 

jor market,  plus  one  uhf  tv  and  250-wattcr 
in  secondary)  with  likelihood  that  it  will 
go  one  way  or  other  this  week  [Closed 

Circuit,  July  23j.  Stations'  identities  not 
revealed  by  B»T  in  event  principals  decide 

not  to  sell.  Acquisitions  would  give  Whit- 
ney company  (Jock  is  brother-in-law  of 

CBS  Chairman  William  S.  Paley)  its  third 

and  fourth  CBS-TV  affiliates.  Whitney  now 
owns  ch.  6  KOTV  (TV)  Tulsa  and  con- 

trols ch.  11  KGUL-TV  Galveston-Hous- 
ton. 

B»T 

FRANK  P.  SCHREIBER,  former  vice- 
president  and  general  manager  of  WGN- 
AM-TV  Chicago,  is  functioning  in  execu- 

tive capacity  these  days  at  Chicago  Local 

1031  of  International  Brotherhood  of  Elec- 

trical Workers.  He's  assistant  to  President 

Frank  Darling,  with  whom  he's  enjoyed 
close  personal  friendship  for  years.  It 
seems  better  than  even  bet,  however,  he 

will  return  eventually  to  radio-tv. 
B»T 

INTERESTING  QUESTION  •  There  will 

be  surprise  in  "dissenting"  opinion  of  FCC 
Comr.  John  C.  Doerfer  on  transfer  of 

Miami's  WQAM  from  Miami  Herald  to 
Todd  Storz'  Mid-Continent  for  $850,000— 
approved  by  FCC  at  its  final  pre-recess 
meeting  July  26 — official  announcement 
of  which  is  being  withheld  until  Doerfer 
opinion  is  ready.  Mr.  Doerfer,  instead  of 

chastising  Mr.  Storz'  giveaway  contest 
operations,  will  pose  question  whether 

FCC  shall  regulate  "by  lifted  eyebrow" 
or  whether  it  should  frankly  admit  to  Con- 

gress and  to  broadcasters  that  it  has  no 

power  to  involve  itself  in  programming. 

FORMER  FCC  Comr.  Frieda  B.  Hen- 
nock,  who  entered  private  law  practice  in 
Washington  upon  expiration  of  her  term 
year  ago,  on  Aug.  1  leaves  law  firm  of 
Davies,  Richberg,  Tydings,  Beebe  &  Landa. 
It  is  understood  she  plans  to  open  her  own 

law  office,  specializing  in  communications 
and  administrative  matters. 

B»T 

SUGG'S  SOJOURNS  •  With  approval  by 
FCC  fortnight  ago  of  $3.5  million  sale  of 
ch.  13  WTVT  (TV)  by  Tampa  Television 

Co.  to  WKY  Radiophone  Inc.  (Oklaho- 
ma Publishing  Co.  subsidiary,  which  also 

owns  WKY-AM-TV  Oklahoma  City  and 
WSFA-AM-TV  Montgomery,  Ala.),  P.  A. 

(Buddy)  Sugg,  executive  vice  president  and 

general  manager  of  OPC's  broadcast  prop- 
erties, personally  will  manage  Tampa  fa- 
cilities, spending  three  weeks  each  month 

there.  Eugene  B.  Dodson,  now  assistant 

manager  of  WKY-AM-TV,  becomes  resi- 
dent manager  of  those  stations  upon  for- 

mal transfer. 

B»T 

WHATEVER  happened  to  Dr.  Edward 

Bowles,  MIT  professor,  and  his  ad  hoc 

committee  of  engineers'.'  They're  not  in 
limbo,  although  news  of  activities  has  been 
mighty  slim  in  recent  months.  Report  to 
Senate  Commerce  Committee  has  been 

drafted  by  subcommittee  under  Ralph  Har- 
mon, Westinghouse  Broadcasting  Co.  This 

draft  was  submitted  to  Dr.  Bowles,  who 

hopes  to  get  full  committee  to  okay  it  so 

it  can  be  submitted  to  Senate  by  mid-Sep- 
tember. Proposal  is.  unless  changed  by 

full  committee,  for  major  Congressional 

appropriation  so  FCC  can  farm  out  re- 
search contracts  among  universities  and 

laboratories  to  make  independent  audit  of 
spectrum  from  technological  as  well  as 
economic  and  social  viewpoint. 

B»T 

BRANCH  OFFICE:  SEATTLE  •  Kenneth 

Cox,  special  counsel  of  Senate  Commerce 
Committee  on  its  tv  investigation,  returned 
last  week  to  his  home  in  Seattle  to  resume 

his  regular  law  practice,  but  he  also  will 
establish  committee  branch  office  there 

to  handle  assignments  from  Chairman 

Warren  G.  Magnuson  (D-Wash.)  and  to 
complete  editing  of  transcript  and  prepara- 

tion of  final  draft  report.  There  are  still 
some  4,000  pages  to  be  digested. B»T 

BEFORE  embarking  for  Seattle,  Counsel 
Cox  and  Nicholas  Zapple,  communications 
expert  of  committee,  spent  couple  of  days 

in  New  York  checking  on  "talent  end"  of 
network-syndication  operations  in  tv.  That 
phase  was  launched  early  this  year,  and 

then  dropped  to  give  full  attention  to  al- 

location ( vhf-uhf)  controversy.  It's  logi- 
cally presumed  that  at  new  Congress  next 

January,  talent  aspects  will  figure  promi- 
nently, notably  in  connection  with  exclu- 

sive arrangements  by  networks,  and  activi- 

ties of  talent  booking  agencies  like  MCA 
and  Wm.  Morris  organization. B»T 

MATERIALIZING  •  Shuffling  of  NBC- 

TV's  fall  nighttime  program  plans  still  in 
process  but  probable  outcome  is  beginning 

to  take  form.  It's  all  still  unofficial  but 
Goodyear  and  Alcoa  reportedly  have  now 
agreed  to  cut  their  alternate  sponsorship 

of  Sunday  9-10  p.m.  period  from  26  to 
20  apiece,  with  10  of  remaining  12  being 
filled  by  Bob  Hope  Chevy  Show  on  monthly 

basis  and  other  two  to  be  filled  by  "one- 
shots."  Dinah  Shore,  who  had  been  slated 
to  share  Tuesday  nights  with  Hope  under 
Chevrolet  sponsorship,  seems  headed  for 

Friday  9-10  period  once  a  month,  while 
Tuesday  8-9  time  is  apt  to  be  filled  by 
half-hour  shows  three  nights  out  of  four. 

Hallmark's  six  Maurice  Evans  productions 
seem  destined  to  move  from  Sunday  after- 

noon to  Sunday  evening  time,  some  at 

7:30-9  p.m.  and  others  at  9-10:30. 

B»T NEGOTIATIONS  are  underway  for  sale 

of  ch.  5  W J NO-TV  West  Palm  Beach 
(NBC  and  CBS  affiliations)  by  Theodore 
Granik  -William  H.  Cook  and  WJNO 
that  city,  to  John  H.  Phipps,  owner  of 

WCTV' (TV)  Thomasville,  Ga.,  WTAL Tallahassee  and  WTYS  Marianna,  both 

Fla.,  for  sum  in  excess  of  $750,000.  Sales 

agreement  may  be  signed  this  week. B»T 

BIG  10  PLANS  •  Big  10  is  on  the  thresh- 

hold  of  precedent-departing  deals  involv- 
ing its  live  basketball  and  filmed  football 

packages.  On  former,  innovation  in  net- 
work tv  is  involved  with  proposed  forma- 

tion of  independent  network  comprising 

30-plus  tv  stations  in  conference's  seven 
state  area.  Newly-formed  Sports  Network 
Inc.,  New  York,  which  has  been  serving 
as  sort  of  cable  broker  with  AT&T,  is  han- 

dling deal  now  and  obtaining  station  clear- 
ances. Plan  is  to  sell  13-game  series  (start- 

ing Dec.  15)  to  one  national  advertiser  or 

two  co-sponsors.  If  that  fails  to  material- 
ize, co-op  arrangement  among  stations  is 

seen  possible  by  Big  10. B»T 

RE  BIG  10  football:  Conference,  which 
has  been  faced  with  stops  and  starts  on 
its  fall  filmed  football  highlights  package, 
has  finally  decided  on  syndication,  now 
that  ABC  and  one  other  party  have 

dropped  option.  Arrangement  has  been 
approved  by  Big  10  Tv  Committee  and 
officials  and  is  now  in  selling  stage. 

B»T 

ONLY  BEGINNING  •  Any  notion  that 
Celler  monopoly  subcommittee  has  let 
down  on  its  investigation  of  business  of 
television  broadcasting  and  regulation  can 
be  written  off.  Attorneys  and  investigators 

of  committee  last  week  resumed  their  ex- 
amination of  files  of  networks,  advertising 

agencies  and  talent  offices  in  New  York. 
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\Y\ojjCaf  \A\o  ash  He  at 

46.8%! — that's  the  average  share  of  audience  Hooper  (June-July) 
gives  KOWH.    Latest  Trendex  for  Omaha -Council  Bluffs  gives  KOWH  top  spot  in 
every  time  period.   Latest  Pulse  gives  KOWH  top  spot  in  204  out  of  240  daytime 

quarter-hours.   KOWH  has  placed  first  in  audience  year  after  year  .  .  . 

consistently  increasing  its  first-place  dominance,  until  now  KOWH  is  first  in 
every  time  period  of  every  survey  in  the  Omaha  market. 

Mid-Continent  ideas,  programming  and  excitement  plus  broad  (660  KC)  coverage 
are  doing  a  fine  job  for  national  and  local  advertisers.    So  no  matter 

which  rating  service  you  rate  most  telling,  you  can  feel  secure  when  you 

tell  your  story  via  KOWH — because  all  three  see  eye-to-eye-to-eye.    Chat  with 

the  H-R  man,  or  KOWH  General  Manager  Virgil  Sharpe. 

KOWH  OMAHA 

■"The  STORZ  Stations"    Todd  Storz,  President 

WDGY,  Minneapolis-St.  Paul 
Represented  by 
Avery-Knodel,  Inc. 

KOWH,  Omaha 
Represented  by 
H-R  Reps,  Inc. 

WHB,  Kansas  City 
Represented  by 
John  Blair  &  Co. 

WTIX,  New  Orleans 
Represented  by 

Adam  J.  Young,  Jr. 

WQAM,*  Miami Represented  by 

John  Blair  &  Co. 

•  Transfer  subject  to  FCC  approval. 
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at  deadline 

7%  OF  HOMES  HAVE  MORE  THAN  ONE  TV; 

FARM  CIRCULATION  SHOWS  MARKED  GAIN 

SEVEN  percent  of  homes  in  large  cities  have  Following  are  households  with  tv  sets  by 
more  than  one  tv  receiver,  according  to  Census  region,  inside  and  outside  metropolitan  areas: 
Bureau  analysis  of  February  sample  study  which  „  with  Sets 
showed  73%  of  all  U.  S.  homes  have  tv  sets  Feb. '56  June '55 
[B»T,  May  21].   About  4%  of  all  tv  homes  have  United  States  73  67 

more  than  one  tv  set.    Study  was  conducted  by  Jns'de  standard  metropolitan  areas   82  78 ,                      .,       ..       _           .    _        ,    .  Outside  standard  metropolitan  areas    59  50 
bureau  for  Advertising  Research  Foundation,  Urban  places    65  56 

including  NARTB,  networks,  agencies  and  ad-  Rural  territory  55  46 
vprtker«  Northeast  ...    82  80 
vcitiacia.                 ^  Inside  standard  metropolitan  areas    84  82 Rural  farm  sets  increased  from  42%  to  53%  Outside  standard  metropolitan  areas    75  69 

between  June  1955  and  February  1956,  whereas  T     ?ortth  Sennral  »    „,t       _   ™  J,? J          '  Inside  standard  metropolitan  areas    86  81 
large-city  circulation  rose  at  slower  rate,  81%  Outside  standard  metropolitan  areas   69  59 
to  84%.  South  .    62  53 

Riirf>nii  fnnnH  tv  nirr-nl  .tinn  inrr^cpH  frr.m  Inside  standard  metropolitan  areas    76  71 Bureau  tound  tv  circulation  increased  trom  outside  standard  metropolitan  areas   50  40 
67%  to  73%  of  all  households  between  its  first  West  66  62 

study  in  June,  1955  and  last  February's  study.  Inside  standard  metropolitan  areas   78  74 r\  i               c  i_           i    _«  .           .     ,ncn.    .  Outside  standard  metropolitan  areas    46  41 Only  12%  of  homes  had  tv  sets  in  1950  at  time 
of  decennial  census.    Recent  circulation  has  in-  Following  are  households  with  tv  sets,  by  size 
creased  fastest  in  areas  that  had  smallest  tv  of  household: 

ratio  year  ago.  %  with  Sets 
Lowest  ratio  of  sets  found  in  South,  where  Size  of  household  Feb.  '56  June  '55 

regional  increase  was  greatest — 55%  to  62%.  All  households  .  73  67 

Northeast  had  highest  concentration.     Home-  1  person  40  36 
tnorrt  \                     11    i     *     u         .        .  2  Persons  69  b4 

owners  (78%)  are  more  likely  to  have  tv  sets  3  persons  .  79  73 

than  renters  (65%).    Smaller  households  are  f  persons  85  79 
.       ,.,   ,     .    i.         '              ,           ,         ...  5  persons    83  18 less  likely  to  have  set  than  larger  households.  6  persons  or  more  .  75  66 

Charles  Thieriot  Survives 

Sea  Crash;  Brother  Lost 

U.  S.  COAST  GUARD  Friday  reported  that 
Ferdinand  (Pete)  Thieriot,  39,  circulation  man- 

ager of  Sun  Francisco  Chronicle  (KRON-TV) 
and  wife  Frances  were  among  Andrea  Doria 

passengers  listed  as  "missing  and  presumed 
dead"  after  sea  tragedy  (story,  page  74)  but 
that  their  son  Peter,  13,  was  saved.  Thieriot 

family  boarded  ill-stricken  vessel  in  Gibraltar. 
Mr.  Thieriot  was  one  of  grandsons  of  Chron- 

icle founder,  Mike  deYoung.  Among  survivors 
is  Charles  Thieriot,  brother,  president  of 
KRON-TV. 

Succor  for  the  Stranded 

EVENTS  moved  swiftly  at  KDKA-TV  Pitts- 
burgh Friday  morning. 

Three  survivors  of  the  Andrea  Doria  were 
brought  to  the  studio  by  a  local  representative 
of  the  Italian  Line — Frank  Macchione;  Julia, 
his  wife,  and  Katherine  (Kadey),  their  nine- 
month  daughter.  Mr.  Macchione,  who  had 
been  working  in  Chicago,  was  bringing  his 
family  from  Italy  to  live  in  Pittsburgh. 

The  Macchiones  were  put  on  Pat  Kiely's 
Woman's  Angle  program. 
And  then  the  switchboard  jam  started.  In 

a  brief  interval,  clothes,  food,  a  home  and  a 
job  for  Mr.  Macchione  were  provided.  Offers 
kept  pouring  in  for  hours.  Mr.  Macchione,  who 

speaks  English,  told  about  the  family's  rescue 
by  the  lie  de  France,  whose  passengers  gave 
them  clothing.  A  welfare  agency  gave  them 
train  fare  to  Pittsburgh. 

RCA  Says  Radar  Blameless 

RCA  issued  statement  Friday  that  "present  in- 
dications are  that  the  radar  was  in  no  way 

responsible"  for  accident  last  Thursday  when 
liners  Stockholm  and  Andrea  Doria  collided 
(see  story,  page  72).    Information,  RCA  said, 

was  provided  by  officials  of  Swedish-American 
line  in  response  to  request  from  Radiomarine 
Corp.  of  America,  RCA  subsidiary,  to  inspect 
RCA-manufactured  radar  equipment  aboard 
Stockholm.  RCA  reported  that  radar  equip- 

ment on  Stockholm  was  serviced  by  Radioma- 
rine technician  last  Wednesday  when  liner  was 

docked  in  New  York  and  ship's  officer  checked 
and  approved  radar  units  while  technician  was 
still  aboard. 

It's  Now  RKO  Television 

GENERAL  Teleradio's  film  division  will 
change  its  name  to  RKO  Television,  a  division 
of  RKO  Teleradio  Pictures,  officials  reported 

Friday.  Change  is  effective  immediately.  Rob- 
ert Manby  continues  to  head  unit  as  vice  presi- 

dent of  RKO  Television.  (See  story,  page  56). 

AFFAIR  OF  STATE 

ALL  downtown  Chicago  department 
stores  have  banded  together  for  first  time 
in  common  advertising  campaign  to  pro- 

mote special  "State  Street  Days"  observ- 
ance Aug.  8-10,  with  heavy  emphasis  on 

radio.  Total  of  117  spot  announcements 
has  been  allocated  Aug.  6-10  on  five 
radio  stations,  along  with  newspaper 
space,  for  event  sponsored  by  State  Street 
Council  to  lure  shoppers  to  Loop.  It 
marks  first  time  also  that  store  buyers 
have  ordered  special  merchandise  (no 
markdowns)  for  any  occasion  and  are 

using  common  theme  ("three  great  days 
to  save  on  the  world's  greatest  shopping 
street").  Stations  are  WMAQ,  WGN, 
WBBM,  WLS,  WIND.  Success  of  pro- 

motion will  determine  size  of  budget  for 

next  year's  campaign  when  use  of  tv  is 
planned,  it  was  reported. 

•   BUSINESS  BRIEFLY 

Late-breaking  ilems  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  31. 

LYSOL'S  BIGGEST  •  Lehn  &  Fink  (Lysol 
brand  disinfectant),  N.  Y.,  planning  widest  ad- 

vertising campaign  in  its  70-year  history,  under- 
stood to  be  set  to  sponsor,  beginning  early  in 

fall,  two  daytime  shows  on  NBC-TV.  Adver- 
tiser announced  it  would  start  on  Queen  for  a 

Day  Aug.  7.  Other  show,  as  yet  unannounced 
officially,  reportedly  will  be  It  Could  Be  You. 
O.  G.  (Red)  Kennedy,  general  manager  of  L&F 

sales  division,  said  that  "by  aiming  our  sales 
messages  directly  at  our  two  most  important 
customers,  the  housewife  and  the  career  wom- 

an, via  television  and  a  long  list  of  national 

magazines,  we  expect  greater  consumer  cover- 

age and  sales  interest  than  ever  before."  Mc- C  .inn-Erickson,  N.  Y..  is  agency. 

WESTERN  WHOPPER  •  Boyle-Midway,  Inc., 
N.  Y..  maker  of  household  products,  including 

Aero-Wax.  Griffin  shoe  polish.  Sani-Flush  and 
3-inl  Oil,  has  signed  52  week  contract  effective 
Aug.  1  for  five  quarter-hours  weekly  of  Frank 
Hemingway  newscast  in  80  stations  of  Don 
Lee,  Intermountain  and  Arizona  networks,  it 
was  announced  Friday  by  Norman  Boggs,  vice 
president  in  charge  of  sales  for  Don  Lee. 
Agency:  J.  Walter  Thompson  Co.,  N.  Y. 

LAXATIVES  ON  TV  o  Dr.  Caldwell's  (laxa- 
tive) Div.  of  Sterling  Drug,  N.  Y.,  planning 

television  spot  announcement  campaign  to  break 
Sept.  3  and  run  through  end  of  year  in  about 
70  markets.  One-minute  spots,  daytime  only, 
will  be  used.  Carl  S.  Brown.  N.  Y.,  is  agency. 

MONARCH  ON  RADIO-TV  •  Monarch  Wine 
Co.  (Manischewitz  kosher  wines),  Brooklyn, 
N.  Y.,  reportedly  planning  extensive  spot  radio 
and  television  campaign  to  break  in  October. 
Number  of  markets  not  set  but  campaign  un- 

derstood to  involve  10  to  20  spots  per  week  on 
13-week  basis.  Agency:  Emil  Mogul  Co.,  N.  Y. 

DOLL  DEALS  •  American  Character  Doll  Co., 
N.  Y..  in  process  of  signing  its  fall  schedule 
with  a  syndicated  show — Associated  Artists 
production  Popeye — in  50  major  markets,  and 
network  show.  Super  Circus,  on  ABC-TV. 
Latter  contract  still  in  the  negotiation  stage. 

POLITICAL  PURCHASE  •  New  York  State 
Democratic  Committee  Friday  was  buying  time 
on  statewide  network  of  ABC-TV  stations  for 

coverage  of  Gov.  Averell  Harriman's  Aug.  2 
address  to  preconvention  dinner  in  Albany, 
10-10:15  p.m.  EDT. 

TWO  WEEK  TRY  •  Golden  Gift  orange  juice, 
through  Kastor,  Farrel,  Chesley  &  Clifford, 
N.  Y.,  breaking  two-week  radio  spot  announce- 

ment campaign  Aug.  6  in  nearly  dozen  markets. 

Q-TIPS  SPOTS  •  Q-Tips  Inc.,  (sterilized  swabs), 
Long  Island  City,  N.  Y.,  planning  13-week  spot 
announcement  campaign  starting  Sept.  10  on 
16  radio  stations  in  about  10  markets.  Law- 

rence C.  Gumbinner,  N.  Y.,  is  agency. 

Continues  on  page  9,  column  3 
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There's  A  Best  Buy 

In  Every  Market... 

KANSAS  CITY  SYRACUSE 

PHOENIX  and  OMAHA 

it's  The  Meredith  Station 

Smart  programming  .  .  .  selling  know-how  .  .  .  well-planned 

merchandising  .  .  .  experienced  talent  and  management — 

these  are  the  things  which  make  one  station  stand  out  in 

every  market. 

The  8  Meredith  stations  have  all  of  these  factors.  That's 

why  discriminating  local  advertisers  buy  their  local  Meredith 

station.  National  spot  buyers  also  know  that  the  smart  buy 

in  Kansas  City,  Syracuse,  Phoenix  and  Omaha  is  the  Mere- 

dith station! 

MEREDITH  "Radio-  <utd  IdevUi**.  STATIONS 

affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  magazines 

M  AH  A 

t>\o 

RADIO    \  TV 

590  kc.    \  Channel  6 

^     CBS       \  CBS 
JOHN  BLAIR  S.  CO        BIAIR  TV.  INC. 

1ROADCASTING Telecasting 

PHOENIX 

TV Channel  5 



PEOPLE 

at  deadline 

NBC  Radio  Signs  WKJG 

As  Replacement  for  WOWO 

SECOND  market  which  it  "lost"  through  dis- 
affiliation of  Westinghouse  radio  stations  has 

been  regained  by  NBC.  It's  completed  nego- 
tiations with  WKJG  Fort  Wayne,  5  kw  Mutual 

affiliate  (1380  kc),  as  successor  to  Westing- 
house's  50  kw  WOWO  as  NBC  outlet  there. 
WKJG,  owned  by  Northeastern  Indiana  Broad- 

casting Co.  and  under  general  managership  of 
Edward  G.  Thorns,  reportedly  is  set  to  take 
virtually  entire  NBC  lineup  today  (Mon.). 

Earlier,  NBC  signed  WHK  Cleveland,  Mu- 
tual minority  stockholder  as  well  as  affiliate, 

to  succeed  KYW  as  affiliate  in  that  area  (story, 
page  58).  Still  sought:  successors  for  KDKA 
Pittsburgh  and  WBZ  Boston. 

IBEW  Files  Heavy  Attack 

To  Remote  Control  Proposal 

INTERNATIONAL  Brotherhood  of  Electrical 

Workers  Friday  loosed  heavy  attack  on 

NARTB's  petition  to  allow  all  radio  stations 
to  be  operated  by  remote  control.  In  40-page 
comment  on  NARTB  request  (filed  last  Feb- 

ruary and  proposed  as  FCC  rule-making  last 
April),  IBEW  asked  that  industry  petition  be 
dismissed  without  hearing  or  argument.  Ma- 

terial filed  by  NARTB,  IBEW  said,  "fails  to 
make  out  a  case  for  the  proposed  rule-making." 
At  same  time,  IBEW  filed  petition  with 

FCC  for  rule-making  to  require  all  stations 
using  remote  control  of  transmitter  to  be  capa- 

ble of  functioning  in  Conelrad  system.  Present 
rule  permits  remote  control  of  radio  stations 
with  up  to  10  kw  power  and  omni-directional 
antenna.  NARTB  proposal  would  extend  this 
to  all  stations,  no  matter  what  power  or  type 
of  antenna.  In  addition  to  legal  points  raised 
by  IBEW  in  its  opposition,  union  also  claimed 
NARTB  data  supporting  its  position  does  not 

stand  up.  IBEW  listed  outage  reports  on- 32 
radio  stations,  19  of  which  operated  with  50 
kw.  This  showed  that  these  32  stations  operated 

254,931.2  hours  during  year,  but  were  "out" 
for  25  hours,  23  minutes  and  39  seconds. 

FCC  Urged  to  Keep  Peoria 

Vhf  Channel  by  WIRL-TV 

W1RL-TV  Peoria,  111.,  which  late  last  month 
received  ch.  8  no-construction  grant  conditioned 
on  possible  deintermixture  there,  Friday  asked 
FCC  to  reconsider  rule-making  proposal  which 
would  move  ch.  8  to  Rock  Island,  111.  WIRL- 
TV  said  Peoria  needs  vhf  service  whereas  Rock 

Island  already  is  serviced  by  ch.  4  WHBF-TV 
there  and  ch.  6  WOC-TV  Davenport,  Iowa. 

New  request  for  rule-making  was  filed  by 
Bayou  Broadcasting  Corp.,  permittee  of  ch.  40 
Baton  Rouge.  Bayou  proposes  switching  ch.  18 
Jackson,  La.,  for  ch.  40  at  Baton  Rouge.  If 
effected.  Baton  Rouge  would  have  chs.  2,  18, 
28  and  34  (educational). 

Following  were  comments  on  overall  rule- 
making proceedings:  WICC  (TV)  Bridgeport, 

Conn.  (ch.  43),  endorsed  FCC's  long-range  uhf 
plan,  but  suggested  as  interim  measure  to  uhf 
shift  that  Commission  give  case  by  case  con- 

sideration to  vhf  allocations  at  less  than  current 
minimum  separations. 
WWLP  (TV)  Springfield,  Mass.   (ch.  22), 

asked  FCC  to  reconsider  report  and  order  in- 
sofar as  it  proposes  increasing  maximum  uhf 

power  from  1,000  kw  to  5,000  kw;  suggests  re- 
vision of  order  so  that  over  1,000  kw  powers 

will  be  issued  on  case  by  case  basis. 
WMGT  (TV)  Pittsfield,  Mass.  (ch.  19),  re- 

quested FCC  to  reject  application  for  ch.  10 
Vail  Mills,  N.  Y.,  filed  by  WCDA  (TV)  Albany, 

and  any  subsequent  applications  until  final  deci- 
sion on  proposal  to  delete  that  channel. 

RCA  First  Half  Sales 

Show  Gain;  Earnings  Drop 

SALES  of  products  and  services  of  RCA  and 
subsidiaries  totaled  $526,488,000  for  first  six 

months  of  1956,  gain  of  8%  over  previous  rec- 
ord established  during  same  period  of  1955, 

Brig.  Gen.  David  Sarnoff,  board  chairman,  an- 
nounced Saturday. 

Earnings  after  federal  income  taxes  amounted 
to  $20,037,000  as  compared  to  $22,061,000  for 
first  half  of  1955.  After  preferred  dividends, 
net  profit  represents  $1.32  per  share  earnings  on 
common  stock,  as  against  $1.46  for  first  half  of 
last  year. 

Second-quarter  1956  sales  totaled  $251,640,- 
000,  also  representing  8%  gain  over  like  period 
of  1955.  Common-share  earnings  for  second 
quarter  amounted  to  47  cents  as  compared  tc 
62  cents  in  same  1955  period. 

Compact  New  Tv  Tube 

Is  Announced  by  RCA 

DEVELOPMENT  of  new,  small  Vidicon  cam- 
era tube — No.  6326-A — for  use  in  compact 

color  tv  cameras  using  method  of  simultaneous 

pickup  of  film  or  live  subjects,  announced  Fri- 
day by  RCA  Tube  Div.,  Harrison,  N.  J. 

For  use  in  color  tv  camera,  three  such  tubes 

are  needed — one  for  each  channel — to  produce 

needed  "information"  to  create  color  tv  image. 
In  black-and-white  cameras,  6326-A  (boasting 
resolution  of  about  600  television  lines)  is  said 

to  provide  picture  "of  high  quality  for  broad- 
casting or  industrial  tv  applications." 

Warner  Deal  Formalized 

PRM  Inc.  reported  Friday  formal  signing  of 
contract  whereby  PRM  acquired  from  Warner 
Bros,  film  library  of  more  than  750  feature 
films  and  1,500  short  subjects.  Signing  took 
place  in  Wilmington,  Del.,  last  Thursday.  Since 
memorandum  of  sale  March  1  [B»T.  March 
5],  PRM  has  acquired  control  of  Associated 
Artists  Productions,  New  York,  tv  film  distri- 

bution company  which  has  been  distributing 
Warner  Bros,  library  and  other  tv  film  products. 

DuMont  Labs  Report  Loss 

ALLEN  B.  DuMONT  Labs  last  Friday  re- 
ported loss  of  $484,000  for  first  six  months  of 

1956  after  tax  carryback  credit  of  $608,000, 

compared  with  loss  of  $1,249,000  for  compar- 
able period  of  1955.  Sales  for  first  half  of  1956 

were  listed  at  $22,471,000,  as  against  $29,741,- 
000  in  1955  period. 

Texas  U  Suspends  Operation 

KBMT  (TV)  Beaumont,  Tex.  (ch.  31),  wired 
FCC  Friday  that  it  was  suspending  operations 

"temporarily"  Aug.  1.  Station,  affiliated  with 
NBC  and  ABC,  did  not  amplify. 

CHARLES  H.  DISSMORE,  assistant  general 

sales  manager,  White  King  Soap  Co.,  Los  An- 
geles, named  acting  sales  manager  succeeding 

E.  C.  HOFFMAN,  resigned.  Firm  has  no 

present  plans  to  replace  WILLIAM  J.  TOR- 
MEY,  vice  president  and  director  of  sales  and 
advertising,  who  also  resigned.  LAWRENCE 
W.  NOLTE  continues  as  advertising  manager. 

Major  western  radio-tv  advertiser,  White  King 
recently  named  Erwin,  Wasey  Co.,  Los  An- 

geles, to  handle  account  and  revised  campaign 
with  new  basic  selling  theme  will  be  announced 
about  mid-August. 

JOHN  L.  GWYNN,  media  director,  and  HIL- 
LIARD  S.  GRAHAM,  mechandising  director, 
elected  vice  presidents  of  Erwin,  Wasey  &  Co., 
Chicago,  it  will  be  announced  today  (Monday) 

by  FREDERICK  J.  WACHTER,  general  man- 
ager of  office.  They  will  continue  in  present 

positions. REGINALD  L.  DELLOW,  former  media  and 
research  director  at  The  Allman  Co.,  Detroit, 

and  previously  with  D.  P.  Brother  &  Co.,  ap- 
pointed media  director  at  Grant  Adv.  Inc., 

Chicago.  He  succeeds  LEONARD  F.  THORN- 
TON, resigned. 

IRWIN'  RESS,  formerly  with  Foote,  Cone  & 
Belding,  N.  Y.,  to  McCann-Erickson,  N.  Y.,  as 
account  executive  in  sales  development  depart- 

ment on  Bulova  watch  account. 

THEODORE  R.  PAULSON,  office  manager. 
Atlanta  office.  J.  Walter  Thompson  Co.,  to 

Kenyon  &  Eckhardt,  Atlanta,  as  account  exec- 
utive. Mr.  Paulson  had  previously  been  an 

account  executive  at  JWT,  San  Francisco,  and 
also  had  been  with  Benton  &  Bowles. 

MILLIE  T.  TRAGER,  director  of  public  rela- 
tions. Raymond  Spector  Adv.,  and  publicity 

director.  Hazel  Bishop,  both  N.  Y.,  has  re- 
signed both  posts  effective  immediately.  Miss 

Trager  has  been  with  agency  six  years  and  with 
Hazel  Bishop  since  its  inception.  She  also  is 

member  of  agency*s  plans  board  and  consultant 
in  copy  and  tv  departments.  HARRIET  LEVY, 
assistant  to  Miss  Trager,  also  has  resigned. 

CHARLES  B.  STRAUSS,  advertising  and  sales 

promotion  manager,  Sacony  Fashions,  to  Ogil- 
vy,  Benson  &  Mather.  N.  Y.,  as  account  execu- tive. 

Funeral  services  were  to  be  held  Saturday 
for  KEITH  BALDWIN,  49,  CBS  Radio  Spot 
sales  development  representative,  Detroit,  who 
died  Thursday  in  Grosse  Point  Cottage  Hos- 

pital after  prolonged  illness.  Before  joining 
CBS  Radio  Spot  Sales  year  ago,  Mr.  Baldwin 
was  sales  manager  at  WAKR  Akron  and  before 
that  in  similar  post  at  WERE  Cleveland.  He 
also  has  been  with  WGAR  Cleveland,  WKRC 
Cincinnati,  WBAP  Fort  Worth,  WFAA  Dallas 
and  WPAY  Portsmouth,  Ohio.  Survivors  in- 

clude wife  Henriette  and  two  daughters.  Sue. 
14  and  Barbara,  13. 

•   BUSINESS  BRIEFLY 
Continues  from  page  7,  column  3 

RADIO  CAMPAIGN  •  Chapstick  Co.  (Chap 
Stick),  Lynchburg,  Va.,  planning  radio  spot 
announcement  campaign — early  morning  and 
evening  spots  plus  adjacencies  to  disc  shows 
and  news  programs — for  13  weeks  in  more 
than  50  markets,  using  one  or  two  stations  in 
each  market.  Starting  date  on  northern  sta- 

tions will  be  Oct.  1;  in  South,  Oct.  15.  Law- 
rence C.  Gumbinner,  N.  Y..  is  agency. 

BABY  BUSFNESS  •  Clapps  Baby  Food  Div. 

of  Duffy-Mott,  N.  Y.,  planning  to  add  about 
nine  markets  and  renew  in  about  45  markets 
radio  spot  announcement  campaign  starting 
Sept.  3  for  52  weeks.  Young  &  Rubicam. 
N.  Y.,  is  agency. 
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FTC  HITS  PROMOTION  PRACTICES 

Firms  whose  broadcast  -  advertised 

products  receive  special  in-store  dis- 

plays in  stores  which  get  free  air  plugs 

are  cited  by  Federal  Trade  Commis- 

sion for  violating  Robinson-Patman 

Act   31 

35  MILLION  U.  S.  TV  HOMES 

February  1956  survey  of  Advertising 

Research  Foundation  finds  tv  sets  in 

three  of  four  U.S.  homes,  up  3  mil- 
lion from  June  1955  total  32 

LATEX  FIVE-YEAR  TV  PLAN 

Noncancellable  multimillion  -  dollar 

spot  tv  campaign  plan,  involving  RKO 

library  and  C&C  time-for-programs 

exchange,  announced  by  International 

Latex  Corp. '  33 

LIPSTICKS  TO  FIGHT  IT  OUT  ON  TV 

Six  cosmetic  firms,  accounting  for 

more  than  75%  of  all  lipstick  sales, 

plan  increased  use  of  tv  in  fall-winter 

campaigns   34 

DO  THEY  BUY  WHAT  THEY  SEE? 

ABC  unveils  five-figure  research  study 

made  by  Advertest  to  determine  fust 

how  effective  television  advertising  is 

in  creating  sales  and  changing  brand 

preference  in  competitive  product 

fields   35 

ABC'S  ALLOCATIONS  PLAN 

Network  suggests  shortening  minimum 

distances  between  tv  stations  and  in- 
crease deintermixture  to  equalize  tv 

facilities  in  nation's  top  200  markets 
 39 

COiNELRAD,  MARINES  SUCCEED 

System  proves  it  can  keep  public  in- 
formed without  giving  guides  to  enemy 

aircraft;  Iowa  Marine  reserve  group 

proves  a  few  organized  men  can  easily 

tie  up  a  city's  communications  .  ...  .44 
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84TH  CONGRESS  WINDS  UP 

Many  members  spent  much  time  in 

probing  practices  of  broadcasters, 
seeking  remedies  for  real  problems 
and  alleged  evils  of  radio  and  tv,  but 

little  legislation  resulted   46 

1955  TV  REVENUE:  $744,700,000 

FCC  figures  also  show  tv  stations  and 
networks  earning  $150.3  million  last 

year;  revenue  up  25.6%,  net  income 
up  66.4%  over  1954   50 

BANDSTAND7  BOWS  ON  NBC 

Two-hour  morning  musical  program 
starts  on  NBC  Radio  today  (Monday) 

as  replacement  for  ill-fated  Weekday; 
daytime  dramas  go  into  afternoon 
hours  58 

AMPHITHEATRE  WELL  COVERED 

Communications  engineers  are  trying 
to  make  it  impossible  for  delegates 
at  Democratic  Convention  to  elude 

microphones  and  cameras   62 

TINY  CAMERAS  FOR  BIG  PICTURE 

All  three  tv  networks  announce  plans 

to  use  hand-held,  easily  portable  tv 
cameras  to  cover  intimate  details  of 

political  conventions   .64 

OCEAN  TRAGEDY  WELL  COVERED 

Radio-tv  news  crews  go  into  round- 
the-clock  operation  to  keep  public 

abreast  of  minute-to-minute  develop- 
ments after  two  liners  collide  off  Nan- 
tucket Island    72 

CBC  LOSES  $1,300,000 

Canada's  broadcast  system  had  in- 
come of  $38.9  million  for  fiscal  year 

ended  March  31,  1956,  expenditures 

of  $38.6  million,  depreciation  of  $1.7 

million,  annual  report  shows;  radio's 
falling  revenue  blamed  for  deficit  .85 
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Already  bought  by: 

COORS  BEER  ...  in  Denver,  Colorado  Springs,  Roswell,  N.  M., 
Amarillo.  Midland,  Texas 
HERMAN  BISCUIT  ...  in  Detroit,  Cleveland,  Toledo, 
Youngstown,  Lansing,  Traverse  City,  Bay  City,  Grand  Rapids,  Lima 
NEHI    BOTTLING  in  Grand  Rapids 
SEALY   MATTRESS         in  Toledo,  Lima 

BLUE   CROSS  in  Buffalo 

KSL-TV  .  .  .  Salt  Lake  City  KPHO-TV  .  .  .  Phoenix 
KOPO-TV  .  .  .  Tucson  KBOI-TV  .  .  .  Boise 
KOB-TV  .  .  .  Albuquerque  KTTV  ...  Los  Angeles 

.  .  .  and  others. 
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PRODUCED  IN  ZIV's  LAVISH  BIG-TIME  WAY! 
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Truly  a  series  to  quicken  the  heart- 

beat of  your  community,  increase 

SALES  of  your  product! 

WRITE  or  PHONE  for  an 

early  audition.  Markets  are 
closing  fast  .  .  .  yours  may  still 

be  open ! 
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"A  PACKED  HOUSE 

EVERY 

PERFORMANCE" 

'MY  FAIR  LADY"  starring  Rex  Harrison  and  Julie  Andrews 

A  LOOK  AT  THE  BOX  OFFICE* 

NATIONAL WICU 

DINAH  SHORE    .   .   .  . .   9.6  .  . 43  5 

FIRESIDE  THEATRE  .    .  . .  25.3  .  . .  54.5 

FORD  THEATRE    .   .    .  . .  23.8  .  . 
VI  3 

LIFE  OF  RILEY    .   .   .  . .  24.0  .  . 
56  0 

MICKEY  MOUSE  CLUB  .  . .  19.5  .  . .  33.6 

GROUCHO  MARX  .    .    .  . .  35.4  .  . 
55  3 

*Telepulse,  February,  1956 

The  box  office  principles  of  the  theater  certainly  apply  to  tele- 

vision. In  particular,  WICU  television.  This  only-VHF  station 

within  a  hundred  miles  attains  a  "standing  room  only"  rating 
every  time  it  stages  a  show  or  dollies-in  a  camera. 

Talk  about  show  business  —  and  buyers  are  always  talking 

about  the  business  they  get  from  WICU  —  the  box  office  speaks 
for  itself.  Network  blue  chip  programming  that  normally 

attains  a  national  Telepulse  rating  of  25.3  climbs  to  the  top 

of  the  bar  graph  for  a  dominant  54.5  in  the  Erie  market. 

For  a  "packed  house  every  performance"  in  the  nation's  num- 
ber 1  test  market,  contact  your  Petry  man  today. 

WICU 
PA. 

CHANNEL 

An  Edward  Lamb  Enterprise  —  Ben  McLaughlin,  General  Manager 
Represented  Nationally  By 

EDWARD  PETRY  AND  CO.,  INC. 

New  York    •     Chicago    •     Detroit     •     San  Francisco     •     St.  Louis    •     Los  Angeles 



OPEN  MIKE 

The  Texas  Story 
EDITOR: 

CONGRATULATIONS    ON    THE    TERRIFIC  TEXAS 
story  [B«T,  July  23].  truly  the  best  i  have 
EVER  READ. 

W.  D.  (Dub)  Rogers,  Pres. 
KDUB-AM-TV  Lubbock,  Tex. 

EDITOR: 

...  A  very  interesting  story  on  Texas.  In  it 
is  important  information  on  the  cattle  industry. 

For  the  past  31  years,  I  have  had  a  spare 
time  business  hobby  of  collecting  interesting 
information  and  yarns  about  the  cattle.  I  am 
particularly  anxious  to  get  further  details  on  the 
use  of  the  helicopter  in  handling  cattle  on  the 
range  .  .  . 

Will  A.  Foster,  V.  P. 
Borden  Cheese  Co. 
New  York 

[Mr.  Foster  has  been  sent  the  information  he  re- 
quested.] 

The  Other  Side 

EDITOR: 

Here  is  a  copy  of  a  letter  to  George  W. 
Patton,  general  manager  of  WMBL  Macon,  Ga. 
[Open  Mike,  July  23]: 

"I  was  most  happy  to  hear  from  you  in 
regard  to  our  recording  of  the  'Gettysburg  Ad- 

dress' but  very  disappointed  in  your  reaction. 
With  a  national  release  and  in  a  great  country 
such  as  ours,  we  naturally  encounter  different 
tastes  and  opinions  but  I  am  sure  that  we  all 
agree  on  the  principles  set  forth  by  Lincoln  in 
this  great  address. 

"It  was  with  this  idea  in  mind  that  we  decided 
to  record  both  versions  of  this  great  work, 
realizing  that  by  so  doing  we  could  reach  more 
of  the  American  public,  both  young  and  old. 
Both  Lou  Kimsey,  editor  of  Dig,  the  teenage 
magazine,  and  myself,  after  getting  the  na- 

tional reaction  to  Lord  Buckley's  article  in  Dig 
on  'The  Discovery  of  America'  in  'hip,'  decided 
that  this  would  be  the  best  possible  way  to 
bring  this  vital  message  to  the  teenagers  of  this 
great  land.  It  was  with  this  thought  that  this 

'hip'  translation  was  produced. 
"In  these  times,  with  teenage  delinquency 

rampant,  we  sincerely  believe  that  anything  we 
can  do  to  bring  this  true  American  story  to 

the  youth  of  America  is  vital  .  .  ." 
Lyle  Griffin,  Pres. 
Hip  Records,  Hollywood,  Calif. 

Mr.  Hartnett  Clears  Things  Up 
EDITOR: 

The  article,  "House  Explores  Blacklist 
Hassle"  [B*T,  July  16]  .  .  .  contains  several 
errors  ...  On  page  30,  column  three,  the  im- 

pression is  conveyed  that  I  am  in  a  business 

of  "clearing"  people  and  that  I  now  charge  fees 
"for  help  in  getting  jobs."  This  impression  is 
directly  counter  to  my  sworn  testimony  ...  I 
am  hired  by  advertising  agencies,  sponsors  and 

networks  to  "check"  names  proposed  to  me,  to 
ascertain  .  .  .  affiliation  .  .  .  with  the  Com- 

munist Party  or  with  communist  "fronts"  and 
causes.  I  report  the  facts  (supported  by  docu- 

mentation) to  my  clients,  and  give  my  opinion 
on  the  significance  of  the  facts.  My  clients 

make  the  final  decisions.  I  cannot  "clear"  any- one. .  .  . 
In  only  one  case  have  I  asked  for  a  research 

fee  from  a  representative  of  an  individual 
having  a  Communist-front  record.  Arthur  P. 
Jacobs,  the  well  known  Hollywood  public  rela- 

tions man,  wrote  me  in  1953  and  asked  me  if 
I  could  supply  a  documented  report  on  his 
client,  actress  Kim  Hunter,  who  wanted  to 

"clear"  herself.  ...  I  answered  Mr.  Jacobs  that 
I  could  furnish  a  research  report  and  that  it 

.  .  .  would  cost  him  $200.  .  .  .  Mr.  Jacobs  is 
well  paid  for  his  professional  efforts.  There  is 
no  reason  why  I  should  work  for  him  for  free. 
However,  had  Miss  Hunter  directly  sought  my 
information  and  advice,  I  would  have  assisted 
her  at  no  fee  whatever.  .  .  . 

.  .  .  The  B«T  story  specifically  says  that  I 

"asked  $200  as  (my)  fee  for  clearing  the  name 
of  Kim  Hunter."  .  .  .  Here  is  the  final  para- 

graph of  my  letter  to  Art  Jacobs,  as  I  wrote 
it  and  as  I  read  it  in  my  sworn  testimony  .  .  .: 

"I  am  sure  you  and  Miss  Hunter,  who  is  a 
talented  woman,  realize  that  no  individual  and 

no  agency  or  committee  can  'clear'  her.  That  is 
a  job  she  alone  can  do — not  merely  by  a  state- 

ment acknowledging  and  repudiating  past  mis- 
takes, but  by  concrete  pro-American  acts.  For 

her  country's  sake,  for  her  own  sake,  and  for 
her  admiring  public's  sake,  I  hope  she  will  do 
so. 

.  .  .  Referring  again  to  the  B»T  story,  it  is 
wrong  when  it  states  I  testified  I  forwarded 

letters  to  Messrs.  Sokolsky  and  O'Neil  from 
persons  in  Hollywood.  Messrs.  Sokolsky  and 

O'Neil  forwarded  copies  of  such  letters  to  me 
and  to  other  individuals  and  organizations.  .  .  . 

Vincent  W.  Hartnett 
New  York 

[EDITOR'S  NOTE:  In  regard  to  Mr.  Hartnett's 
letter,  B-T  believes,  without  taking  sides,  that 
anyone  who  is  engaged  in  the  business  of  "cheek- 

ing," "researching"  and  "analyzing"  a  person's 
past  or  present  communist  or  communist-front 
affiliations,  to  use  Mr.  Hartnett's  words,  is  acting 
as  a  "clearance"  agent  when  such  documentation 
is  used  in  determining  the  employability  of  such 
a  person  in  the  radlo-tv  industry.  B»T  did  not 
and  does  not  imply  that  such  a  "clearance"  agent exercises  or  has  the  power  to  remove  or  discount 
such  associations,  even  if  the  person  concerned 
subsequently  acknowledges  and  repudiates  them, 
publicly  or  otherwise.] 

Conelrad  Opportunity 

EDITOR: 

We  wonder  how  many  broadcasters,  in  re- 
turning to  the  air  after  the  Conelrad  blackout 

Friday  (July  20),  took  the  opportunity  to  re- 
mind listeners  of  the  importance  radio  plays  in 

their  lives,  and  of  how  much  they  depend  on 
radio. 

Too  many  folks  (advertisers  included)  take 
radio  for  granted.  The  Conelrad  test  was  a 
wonderful  opportunity  for  folks  to  realize 

they'd  miss  the  entertainment,  enliehtenment 
and  companionship  of  radio  if  all  stations  were 
silenced  for  an  extended  period. 

Things  are  taken  pretty  much  for  granted  by 

most  of  us,  until  we're  forced  to  do  without. 
So  with  radio.  WFPA  got  this  point  across 
when  we  returned  to  the  air  after  the  test  with 

a  three-minute  promotion  entitled  "Fifteen 
Minutes  Without  Radio."  .  .  . 

George  Gothberg,  Pres. 
WPFA  Ft.  Payne.  Ala. 

Wrong  Impression 
EDITOR: 

An  area  television  station  chooses  to  present 

its  Sports  Final  each  evening  with  two  an- 
nouncers seated  in  front  of  the  camera,  holding 

a  newspaper  before  them.  Even  though  the 

paper  bears  the  banner  "SPORTS  FINAL,"  the 
impression  is  given  that  they  are  reading  the 
sports  items  directly  from  the  paper. 

At  WETZ,  we  are  proud  of  our  news  cover- 
age. In  addition  to  the  Associated  Press  radio 

wire  and  Mutual's  news  features,  we  maintain 
a  full  time  local  news  editor  to  gather  and  edit 
the  local  news.  ...  It  seems  to  me  that  we 
radio  and  television  broadcasters  should  be 
proud  of  our  own  news  media  and  not  give  the 
impression  we  are  dependent  upon  a  newspaper 
for  our  news  items. 

Harry  G.  Bright,  Pres.  &  Gen.  Mgr. 
WETZ  New  Martinsville,  W.  Va. 

The  best  success  story  in 

the  world  is  universal 

client  acceptance! 

KSL-TV,  with  nearly 

25  percent  more  spot 

accounts  on  the  air  during 

the  past  four  quarters  than 
the  nearest  competitor, 

has  a  real  sales  success 

story.* 

For  more  information  and 

spot  availabilities,  call 
CBS-TV  SPOT  SALES,  or 

•Rorobough  Report* 

r  KSL-TV 
Salt  Lake  City 

selling  39  counties  in  4  Western  States 
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WNBQ  and  WMAQ, 
 Chicago,  are  sold  

by 



With  wnbq's  historic  Color  "break-through"  in  Chicago, 

a  new  era  of  entertainment  and  advertising  is  here! 

wnbq  is  now  the  world's  first  All-Color  Television 

station.  All  live  studio  programming  is  telecast  in  full 

color  .  .  .  complete  with  Color  commercials. 

And  Color  is  spreading  rapidly  over  all  ot  the  Tele- 

vision stations  represented  by  NBC  Spot  Sales,  komo-tv 

Seattle  is  the  only  completely  equipped  Color  station  in 

the  Pacific  Northwest.  KKCA  Los  Angeles  and  wrca-tv 

New  York  are  now  telecasting  live  programs  in  Color. 

Right  now,  all  NBC  Spot  Sales  Television  stations 

are  fully  equipped  to  transmit  in  Color  .  .  .  and  are  well 

on  the  way  to  All-Color  local  programming. 

There's  always  something  extra  on  the  stations 

represented  by  NBC  Spot  Sales. 

SPOT  SALES 

REPRESENTING  THESE  LEADERSHIP  STATIONS: 

NEW  YORK  WRCA,  WRCA-TV  BUFFALO  WBUF-TV 

SCHENECTADY- ALBANY-TROY  WRGB  LOUISVILLE  WAVE,  WAVE-TV 

PHILADELPHIA  WRCV,  WRCV-TV  CHICAGO  WMAQ,  WNBQ 

WASHINGTON  WRC,  WRC-TV  ST.  LOUIS  KSD,  KSD-TV 

MIAMI  WCKT  DENVER  KOA,  KOA-TV 

SEATTLE  KOMO,  KOMO-TV 

LOS  ANGELES  KRCA 
PORTLAND,  ORE.  KPTV 

SAN  FRANCISCO  KNBC 

HONOLULU  KGU,  KONA-TV AND  THE  NBC  WESTERN  RADIO  NETWORK 



IN  REVIEW 

0.1  WATT  to  1.0  WATT 

Power  increase  10  db  (1,100  watts  to  11,000  watts 
ERP  with  six  foot  dishes). 

•  Full  NTSC  color  and  FCC  sound  requirements. 

•  Noise  figure  improvement. 

•  Coaxial  wavemeters  in  transmitter  and  receiver. 

•  Monitoring  facilities  at  RF  head. 

Distributed  Nationally  by  .  .  . 

JL     VISUAL  ELECTRONICS  CORP. 

J^f        ELEVEN  WEST  42ND  STREET,  NEW  YORK,  N.  Y.    DEPT.  LA 

^^Mm^-^H
-  W- 

jpH^B       W      ̂ W''  Gentlemen:  Please  send  me  complete  specifications ¥      JH  on  the  microwave  conversion. 

'  •  *  Name    Title  
Address   

"Keeps  You  in  View!"   

OF  ALL  THINGS 

GAY,  chatty,  informal,  light  and  breezy — 
those  adjectives,  so  appropriate  to  the  summer 

season,  just  about  sum  up  Of  All  Things,  half- 
hour  weekday  morning  show  on  CBS-TV  with 
Faye  Emerson  as  star,  interviewer  and  mistress- 
of-ceremonies  that  is  replacing  the  Garry 
Moore  Show  for  a  six-week  spell. 

High  spot  of  last  Tuesday's  show,  second telecast  of  the  new  series,  was  a  monolog  by 
Cliff  Norton  which  would  have  convulsed  this 

viewer  if  he'd  been  watching  with  a  group  in 
the  evening  but  which  seemed  somehow  out 
of  place  for  solitary  watching  at  10:20  a.m. 
For  the  rest  of  the  half-hour,  Faye  interviewed 
five  teen-age  youngsters  from  foreign  lands, 
now  living  in  New  York  because  their  fathers 
are  working  at  U.  N.  headquarters  there;  Jack 
Haskell  and  Ilene  Woods,  regular  vocalists  on 
the  program,  sang  pleasantly  in  spite  of  an 
annoyingly  over-cute  presentation;  Del  Sharbutt 
did  much  better  by  Best  Foods  mayonnaise  than 

the  commercial  copy  deserved.  Copy  was  writ- 

ten in  doggerel:  sample  rhyme:  "potatoes"  and 

"rates  oh's." Opinion,  after  one  viewing:  A  basically  en- 
joyable program  with  a  few  irksome  flaws  that 

should  not  be  hard  to  eliminate.  Suggestion: 
In  the  fall  this  could  make  a  fine  early  evening 
series. 

Production  costs:  Approximately  $40,000  per 
week. 

Sponsored  on  multiple  sponsorship  basis  on 
CBS-TV,  Mon.-Thurs.,   10-10:30  a.m.  and 
Fri.,  10-11:30  a.m. 

Star:  Faye  Emerson;  vocalists:  Jack  Haskell 
and  Ilene  Woods;  announcer:  Del  Sharbutt; 
orchestra:  Bill  Clifton. 

Producer:  Bryon  Paul;  director:  Ken  Whelan; 
written  by:  Virginia  Schone,  Lois  Peyser, 
Hank  Miles,   Chuck   Warner  and  Charles 
Slocum. 

THE  CHEVY  SHOW 

THE  MUSIC  of  Fred  Waring  and  the  Penn- 
sylvanians  has  a  characteristic  heart  appeal. 
The  40th  anniversary  show  July  24,  looking 

briefly  backward  but  dwelling  more  in  a  time- 
less present,  carried  this  emotional  impact, 

temperate  and  well-mannered.  The  mood  was 
broken  only  by  a  few  minutes  wasted  in  pre- 

senting an  award  for  charity  work  to  the 
maestro. 

The  joyful,  singing  show  was  a  good  blend 
of  musicianship  and  showmanship.  Dances  and 
simple  sets  contributed  to  the  visual  effect,  but 
the  emphasis  was  always  where  it  belonged — 
on  orchestra  and  singers,  who  not  only  sang 
in  chorus,  but  sometimes  danced  while  doing 
it.  Versatile  solo  singers  often  accompanied 
themselves. 

Their  program  ranged  from  vintage  songs 
by  the  old  four-  and  12-piece  Waring  bands  to 
later  standards  popularized  by  glee  club  and 

orchestra  on  tour  and  on  records.  Mr.  Waring's 
modest  commentary  between  numbers  sustained 
the  rosy  mood. 

Production  costs:  Approximately  $50,000. 

Sponsored  by  Chevrolet  Motor  Div.,  General 
Motors  Corp.,  through  Campbell-Ewald,  on 
NBC-TV,  Tuesday,  July  24,  8-9  p.m.  EDT. 

Producer-director:  Bill  Hobin;  staged  by:  Ray 

Sax;  writer:  Jack  Dolph;  choral  director:  Jack 
Best;  orchestral  and  choral  arrangements: 
Harry  Simeone,  Roy  Ringwald,  Livingston 
Gearhart  and  Hawley  Ades;  settings:  Burr 
Smidt;  costumes:  Jerry  Boxhorn. 

Cast:  Poley  McClintock,  Tom  Waring,  Fred 
Waring  Jr.,  Bob  Sands,  Patti  Beems,  Frank 
Davis,  Gordon  Goodman,  Leonard  Kranen- 
donk,  dancers  M'Kay  and  Charles,  glee  club 
and  orchestra. 
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WDBJ  TV  w^ 

NOW . . .  63-county  total  coverage! 

WDBJ-TV  goes  to  maximum  power  —  316,000  watts  —  about  mid-August... 

backed  by  a  power-packed  viewer  promotion  program  throughout  its  coverage  area 

of  more  than  2'/2  million  population.  All  Western  Virginia  and  portions  of  North 
Carolina  and  West  Virginia  are  included  in  this  rich  market  where  retail  sales  total 

about  2  billion  dollars  annually. 

Here's  the  breakdown  in  population  that  will  be  reached  by  WDBJ-TV:  grade  A 
coverage,  more  than  862,000;  grade  B,  nearly  700,000;  100  MV,  over  1,045,000. 

Home  city  —  Roanoke  —  is  one  of  the  50  fastest  growing  cities  of  over  100,000 
population  in  the  U.  S.  The  WDBJ  call  letters  have  been  a  familiar  voice  in  the  area 

for  over  32  years. 

For  your  copy  of  WDBJ-TV's  county  outline  map  with  principal  cities 
shown,  write  the  Station  directly  or  ask  Peters,  Griffin,  Woodward. 

WDBJ 

CBS 

Owned  and  Operated  by  TIMES-WORLD  CORPORATION 

PF.TBRS,  GRIFFIN,  WOODWARD,  INC.,  National  Representatives 

Broadcasting   •  Telecasting 

TOP 

POWER 

316,000  watts 
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.  .  .  and  no  wonder 

FIRST  IN  EXPERIENCED  PERSONNEL 

WTVJ's  staff  of  189  TV-trained  personnel  is  the  largest  and  most 

experienced  of  any  station  in  the  South.  Twenty-nine  engineers 

and  twenty-two  production  personnel  have  a  total  of  268  years 

of  experience  with  WTVJ  Television. 

FIRST    IN  FACILITIES 

WTVJ's  facilities  are  unequalled  by  any  other  South  Florida 
Television  Station. 

Full  100,000  watts  power  *  15  studio  and  remote  cameras  *  1,000 

ft.  tower  *  Complete  network  and  local  facilities  *  Award-winning 

merchandising  department  *  Three  studios. 

WORLD'S  LARGEST  REMOTE  UNIT 

Designed  and  built  by  WTVJ's 
own  staff  of  engineers,  who  have 

worked  as  a  team  for  over  7 

years. 

.  .  .  so,  no  wonder 

WTVJ  IS  THE  STATION  THAT 

DOES  SO  MANY  NETWORK 

ORIGINATIONS  FROM 

FLORIDA. 

FLORIDA'S    FIRST    TELEVISION  STATION 
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Only 

STATIONS 

are  POWERFUL  enough 

and  POPULAR  enough 

to  register  audiences 

in  radio  surveys  of 

All  Three  Major 

Markets 

of  Southern  California. 

OF  THIS  TOP  TRIO 

KBIG  is: 

V  First  in  San  Diego 

(America's  19th  market) 

V  Second  in  San  Bernar- 

dino 

(America's  32nd  market) 

V  Third  in  Los  Angeles 

(America's  3rd  market) 

V  The  only  independent 

V  The  least  expensive 

V  The  lowest  cost-per- 
thousand  listeners. 

Any  KBIG  or  Weed  Account 

Executive  would  like  to  show  you 
the  documents. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 

our  respects 

to  CARRINGTON  WOOD  DOEBLER 

IN  THE  continuing  competitive  scramble  for 

radio-tv  station  supremacy  in  the  nation's  sec- 
ond largest  market,  the  role  of  a  "trouble- 

shooting" executive  is  not  one  to  be  taken 
lightly,  nor  a  responsibility  to  be  envied. 

C.  W.  Doebler  has  such  a  role  as  executive 
assistant  to  H.  Leslie  Atlass,  CBS  vice  president 
in  charge  of  the  central  division  and  general 
manager  of  WBBM-AM-TV  Chicago.  Mr. 
Doebler  has  primary  responsibility  for  the  day- 

to-day,  operational  mechanics  of  the  network's 
Chicago  radio-tv  operations.  One  of  his  present 
duties  involves  keeping  an  executive  eye  on  the 

station's  "blue  baby" — a  set  of  blueprints  of  the 
reconverted  Chicago  Arena  into  which  all  facili- 

ties, to  be  known  as  CBS-Chicago,  eventually 
will  be  moved. 

The  realignment  stemmed  from  FCC's  reallo- 
cation of  ch.  4  in  Chicago  and  ch.  2  in  Mil- 

waukee, CBS'  purchase  of  Balaban  &  Katz' 
WBKB  (TV)  Chicago  (now  WBBM-TV), 
WBBM-TV's  channel  dispute  with  Zenith  Radio 

Corp.  and  the  separation  of  CBS-Chicago's 
major  departments  into  radio  and  television. 

Shortly  thereafter,  Mr.  Doebler  became  ex- 
ecutive assistant  to  Mr.  Atlass.  He  has  been 

filling  the  position  with  quiet,  meticulous  effi- 
ciency since  early  1955,  following  two  years  as 

sales  promotion  manager  of  WBBM-AM-TV. 
Soft-sp'oken  in  word  and  mild-mannered  in 
approach,  he  belies  the  characteristics  usually 
attached  to  a  trouble-shooter  in  an  organization 
generally  conceded  to  be  rather  autonomous  as 
network  divisional  operations  go. 

Carrington  Wood  Doebler  was  born  in  Kirk- 
wood,  Mo.,  Sept.  18,  1912.  He  moved  around 
considerably  in  his  youth,  partly  because  of  his 
mother's  health  and  climatic  conditions.  He 
lived  in  Gallup,  N.  M.,  and  in  Lawton  and 
Enid,  Okla.,  before  going  to  Texas  where  he 
attended  Amarillo  High  School.  Hard  times 
struck  the  family  and  the  youth,  after  com- 

pleting his  junior  year,  dropped  out  of  school 

in  1929  because  the  Doebler's  couldn't  afford 
his  books.  He  took  a  job  as  a  receiving  and 
shipping  clerk  at  White  &  Kirk  Dept.  Store. 
Before  long,  Mr.  Doebler  became  advertising 
manager,  holding  that  position  for  11  years. 
He  also  freelanced  on  copy  and  layouts  for  the 
Amarillo  Daily  News  and  Globe,  jointly-owned 
morning  and  afternoon  newspapers. 

Turning  the  '40s,  Mr.  Doebler  put  this  same 
promotional  acumen  to  work  for  the  Shreveport 
Times,  whose  salesmen  were  too  burdened  with 
many  of  their  own  accounts  for  such  special 

promotions  as  "Dollar  Day"  and  other  events. 
Once  again,  he  proved  his  mettle  as  a  copy- 

layout  expert  and  "idea"  man.  He  later  became 
advertising  manager  of  one  of  Shreveport's 
larger  department  stores,  Selber  Bros. 

Mr.  Doebler  was  persuaded  to  put  his  sales 
promotion  talents  to  work  in  radio  in  1943, 
joining  the  staffs  of  KWKH  and  KTBS  Shreve- 

port, where  he  organized  the  stations'  first  sales 
promotion  department.  Before  the  division  of 
ownership  of  KTBS  and  KWKH,  Mr.  Doebler 
moved  to  KMOX,  the  CBS  owned  and  operated 

station  in  St.  Louis,  as  sales  promotion  man- 

ager. 
After  two  years  at  KMOX,  in  March  1947, 

Mr.  Doebler  joined  with  Oliver  Ford  to  form 
Ford  &  Doebler  Adv.  Agency  in  Shreveport, 

La.,  specializing  in  department  store,  oilfield 
equipment  and  other  accounts.  Before  the 
agency  folded  in  1950,  at  least  half  of  its  clients, 
most  of  which  previously  had  never  maintained 
agencies,  were  using  radio.  Mr.  Doebler  then 

rejoined  KMOX  and  two  years  later  was  trans- 
ferred to  WBBM  sales  promotion. 

Reorganization  of  CBS  Central  Div.  got 

underway  in  earnest  after  FCC's  approval  of 
the  merger  of  ABC  with  United  Paramount 
Theatres  Inc.,  the  sale  of  the  facilities  of  WBKB 
from  UPT  to  CBS  for  $6  million  and  the  Com- 

mission's dismissal  of  Zenith  Radio  Corp.'s 
bid  for  ch.  2  (which  it  had  used  experimentally 
since  1939).  WBBM-TV  operation  began 
officially  on  Feb.  10,  1953. 

Shortly  after  these  changes,  Mr.  Doebler 
was  placed  in  charge  of  sales  promotion  for 
WBBM-AM-TV.  When  radio  and  tv  were 
separated  in  line  with  CBS  policy,  separate 
departments  were  set  up  for  sales  promotion, 
public  relations  and  publicity.  In  February 
1955,  Mr.  Doebler  was  promoted  to  executive 
assistant,  succeeding  Newell  T.  Schwin.  He 
hired  Tom  Dawson  for  tv  and  Al  Greenberg 
for  radio  sales  promotion. 

,  The  multi-million  Chicago  Arena  project 
has  proved  to  be  a  vast  undertaking  of  problems 

not  anticiptaed.  "We  found  that  allocations 
originally  made  for  some  departments  were 

either  over-adequate  or  inadequate,"  says  Mr. 
Doebler.  WBBM-TV  began  moving  last  March 
and  "it's  possible  we  can  be  in  overall  basic 

operation  there  by  the  end  of  the  year,"  he 
adds. 

With  the  move  to  these  new  facilities,  "CBS- 
Chicago  will  continue  to  develop  good  shows 
for  its  advertisers  with  the  purpose  of  originat- 

ing more  and  more  shows  of  network  calibre," Mr.  Doebler  said.  In  keeping  with  a  gradual 
transition  into  color  tv,  technical  provision  has 
been  made  in  the  new  CBS-Chicago  facilities 

toward  this  eventual  objective.  "At  any  time 
there  is  sufficient  demand  for  color  television, 

we'll  be  on  the  air  with  it,"  he  says. 
Mr.  Doebler  is  described  by  his  associates  as 

a  likeable  guy  socially  (they  refer  to  him  as 
"The  Reverend").  His  hobby  is  carpentry.  He 
lives  in  Lombard,  111.,  with  his  wife  (the  former 
Lucille  Martin)  and  their  five  children,  Ginny, 

Anne  Marie,  Glenn,  John  and  Deborah,  rang- 
ing in  age  from  2  to  15  years.  He  belongs  to 

the  Broadcast  Adv.  Club  of  Chicago. 
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Still  Growing  in  Sacramento! 

KCRA'TV  REACHES 

OF  AUDIENCE 

W  Noon  to  Midnight 

50 

STRONG  LOCAL  PROGRAMS  give  KCRA-TV  more 

Noon  to  Midnight  audience  and  Sacramento's  three 

highest-rated  local  participating  shows: 

WOMAN'S  DAYTIME  PARTICIPATING  SHOW- 

"Valley  Playhouse,"  12.4  Average  Rating;  74.4% 

Share  of  Audience;  follows  "Queen  for  A  Day" 
daily  with  Warners  Bros. -Columbia  Screen  Gems 
double  feature. 

KID'S  SHOW-CAPTAIN  SACTO,  11.4  Average 

Rating;  44.6%  Share  of  Audience;  6-7  P.M.  daily 

LATE  MOVIE- "THREE  STAR  THEATRE,"  9.5  Aver- 
age Rating;  59.4%  Share  of  Audience;  1  1  P.M. 

Saturday  and  Sunday. 

In  addition,  KCRA-TV  has  58.8%  Share  of  Audi- 

ence, Noon  to  6  P.M.— no  other  station  heads 

KCRA-TV  from  Noon  to  5  P.M.- and  39.4% 

Share  of  Audience  from  6  P.  M .  to  Signoff. 

KCRA-TV  and  Fall  Schedules  get  along  beauti- 

fully together. 

%  Sacramento  Television  Audience 

ARB:  June  2-8,  1956 

Represented  by 

EDWARD  PETRY  &  CO.,  INC. 
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There  can  be  little  argument  that  a  representative's  responsibility 

goes  far  beyond  its  primary  role  as  a  national  sales  agent.  Today 

a  representative  must  be  program  architect,  promotion  strategist, 

sales  planning  analyst  and  management  consultant ...  in  short  a 

right  and  a  left  arm  to  the  stations  he  represents. 

Moreover  those  arms  must  have  capable  hands  .  .  .  men  whose 

background  gives  them  a  solid  grasp  of  research,  intuitive  program 

feeling  and  audience  motivation. 

In  recent  months,  for  example,  the  Research  and  Sales  Develop- 

ment Department  of  the  Paul  H.  Raymer  Company  has  made  a 

microscopic  audience  flow  study  of  better  than  forty  radio  stations 

affiliated  with  a  major  network  in  an  effort  to  find  a  skeleton  key 

to  the  why,  where,  when  and  how  those  stations  magnetize  an 

audience  ...  as  well  as  the  why,  where,  when  and  how  they  don't. 

That  study  revealed  startling  evidence  of  the  peculiar  inability  of 

all  such  stations  to  beg,  borrow  or  steal  an  audience  whenever  they 

relied  on  the  most  successful  program  formula  in  radio  today— the 

popular  music  "disc  jockey"  show. 

On  the  basis  of  that  research,  a  major  group  of  Raymer-represented 

stations  have  been  given  new  insight  into  program  and  audience 

development ...  a  master  blueprint  of  the  kind  of  program  struc- 

ture that  will  recruit  and  hold  an  audience  they  can  serve  and  sell 

to  national  and  local  advertisers. 

It's  that  kind  of  research,  that  kind  of  probing,  that  kind  of  in- 

genuity that  radio  demands  today . . .  and  that  stations  have  a  right 

to  expect  from  their  representative. 

PAUL  H.  RAYMER  COMPANY,  INC 

Exclusive  National  Representative  Since  1932 

NEW  YORK  •  CHICAGO  •  LOS  ANGELES 

DALLAS  •  SAN  FRANCISCO 

DETROIT  •  ATLANTA 
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*ARB  36-County  Area  Survey  proves 

WLBT  Mississippi's  most-preferred 

station  -  night  or  day!  (June  7-13,  1956) 

WLBT 

has 

15  of  top 

20  night 

shows! 

TOP   20  EVENING  SHOWS 
1  Truth   or   Consequences   43.6  WLBT 
2  $64,000    Question   41.3 
3  Cavalcade  of  Sports     38.9  WLBT 
4  Lux  Video  Theatre.....   36.9  WLBT 
5  I've  Got  A  Secret....   36.8 6  You  Bet  Your  Life   35.9  WLBT 
7  Your  Hit  Parade  .   35.2  WLBT 
8  The    Millionaire.....   34.6 
9  Four   Star   Playhouse   34.4  WLBT 
10  $64,000    Challenge   32.2 
11  This  Is  Your  Life..   32.1  WLBT 
12  I   Love  Lucy   31.5 
13  Life  of   Riley   31.1  WLBT 
14  December    Bride   29.5 
15  Annie    Oakley   28.7  WLBT 
16  Grand   Ole   Opry   28.6  WLBT 

Wednesday   Night   Fights   28.6 
17  Ford    Theatre   28.2  WLBT 

Fireside    Theatre   28.2  WLBT 
18  My   Little   Margie   28.1  WLBT 
19  Highway  Patrol   27.7  WLBT 

Robert  Montgomery  Presents   27.7  WLBT 
20  Celebrity   Playhouse    26.5 

WLBT  has  9  of  top  10  day  shows! 

WLBT  has  8  of  top  10  film  shows! 

TOP  10  DAYTIME  SHOWS* 
1  Queen  For  A  Day..   27.9  WLBT 
2  I    Married   Joan   26.8  WLBT 
3  The    Little    Rascals   25.2  WLBT 
4  Looney  Tunes     20.5  WLBT 

Circle  3   Ranch   20.5  WLBT 
5  Feather  Your  Nest   18.8  WLBT 

Mickey  Mouse  Club   18.8 
6  Stu  Erwin  Show   18.5  WLBT 
7  NBC  Matinee  Theatre   18.1  WLBT 
8  It  Could  Be  You   14.4  WLBT 
9  Today    12.8  WLBT 

10  Art  Linkletter   10.4 
*  These  are  highest-rated  quarter  hours. 

TOP  10  FILM  SHOWS 
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6  Highway  
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27.7  WLBT 

7  Celebrity    Playhouse  „  26.5 
8  I   Led  Three  Lives   26.0 

9  Badge   

7
1
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25.4  
WLBT 

10  Dr.    Hudson's   Journal                    24.2  WLBT 
*  M-F  shows,  cumulative  rating  given 

Audience 

Point-of-Sales 

Merchandising 

i  n  A&P,  Jitney 

Jungle  food  stores 
PROMOTION 

_„  PLUS! 
NBC 

ch  3 
Maximum 
Power 

for  details  call: 

Geo.    P.  Hollingbery 

AL  GANNAWAY 

fil m  maker 
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OLD  COWBOYS  never  die.  They  just  ride 
away  and  sneak  up  on  you  from  the  other  edge 
of  the  screen — sometimes  with  a  guitar. 

At  least  that's  one  way  Al  Gannaway  likes 

to  express  the  idea  that  "outdoor  adventures" 
are  always  popular  tv  fare  and  equally  effective 

as  a  sales  vehicle  for  the  sponsor's  products. 
With  more  Hollywood  tv  film  producers  turn- 

ing to  country  and  western  themes  for  the  next 
season,  Mr.  Gannaway  is  well  prepared  to  sus- 

tain his  quota.  His  Stars  of  the  Grand  Ole 
Opry,  half-hour  series  syndicated  through 
Flamingo  Films,  is  running  in  more  than  100 
markets.  A  newer  half-hour  series  featuring 
many  of  the  same  stars,  Country  Show,  is  being 
used  by  Ballard  flour  and  Pillsbury  in  100 
markets,  too.  Both  are  filmed  in  Nashville. 

While  filming  theatrical  western  features  at 
Kanab,  Utah,  Mr.  Gannaway  is  shooting  three 

pilots  of  a  projected  half-hour  Carl  Smith  Show 
in  tv.  It's  part  of  the  Gannaway  technique  for 
getting  the  most  economy  into  a  tv  package — 
using  top  technical  crews  to  film  tv  during  days 
when  they  are  off  production  on  the  Gannaway 
movie  schedule.  He  has  two  more  syndicated 
tv  western  series  in  production  at  Kanab.  One  is 
titled  The  Sheriff  and  the  second  is  Daniel 
Boone.  Both  are  being  shot  in  color. 

Albert  Carlyle  Gannaway  was  born  April  3, 
1920,  in  Charlottesville,  Va.  The  young  film 
producer  grew  up  in  Little  Rock,  Ark.,  and 
attended  the  U.  of  Arkansas.  During  World 
War  II  he  served  overseas  in  the  Army,  was 
captured  and  escaped  from  the  Germans,  and 

ultimately  was  made  head  of  the  "Soldier 
Show  Company"  which  entertained  the  troops. 
This  explains  how  he  met  and  married  blond 
Dana  Gibson  in  1945.  She  had  been  touring 
with  a  USO  unit. 

Back  in  civilian  life,  he  sold  autos,  Fuller 
brushes  and  then  music,  soon  writing  musical 
material  for  Nat  King  Cole,  Bob  Hope  and 
Dorothy  Shaw.  He  helped  form  Mark  Warnow 
Music  Pub.  Co.  with  Mark  Warnow  and  Ray- 

mond Scott  in  1947  and  now  is  sole  owner  of 
the  firm.  In  1948  he  went  into  tv  with  both 
local  and  network  productions,  including  the 

documentary  series  The  Big  Picture  on  ABC- 
TV  which  he  created  for  the  Army  and  the 
Dept.  of  Defense.  He  syndicated  a  radio  serial, 
Starr  of  Space,  and  ventured  into  feature  film 

production  with  Tom  Hubbard  on  "Mike 
Malloy,"  also  syndicated  as  a  radio  series. 
Whenever  asked  how  to  make  a  sponsor 

happy  he  always  replies:  "Give  me  the  wide 
open  spaces — and  a  camera.  The  combination 

will  always  sell." 
Broadcasting   •  Telecasting 
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KNORR  Broadcasting  CORP. 

WITH  4  WKMH  REPORTERS 

for  On-the-Spot 

NEWS  COVERAGE 

WKMH's  Mobile  Broadcasting  Unit  is  ready 

for  round-the-clock  coverage  of  news, 

anywhere,  anytime!  And,  its  4  able  reporters 

get  the  facts  FIRST!  No  wonder  Detroit's 

news-hungry  listeners  just  naturally  tune  to 

WKMH  for  the  latest,  most  accurate  news 

every  hour,  on  the  hour! 

WKMH 

Dearborn-Detroit 

FRED  A.  KNORR,  Pres. 

JOHN  CARROLL,  Mg.  Director 

Represented  by  Headley-fteed 
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RCA  LIVE  COLOR  CAMERA 

"ALL-IN-ONE" 
PROCESSING 

AMPLIFIER 

SPACE  SAVING 

EQUIPMENT 

All-electronic  unit  provides  identical  control 
equipment  for  both  live  and  film  camera  chains. 

Only  100  inches  of  rack  space  required  for 

all  equipments  necessary  to  operate  camera 

chain.  With  monitors  and  processing  ampli- 
fier at  the  console,  only  %  of  a  rack  needed 

for  efficient  complete  installation. 

NEW 

POWER 

SUPPLY 

CENTRALIZED 
CONTROLS 

Occupies  only  V2  space  of  former  d-c  power 
supplies  .  .  .  high  efficiency  plus  high  out- 

put ...  1  500  ma. 

Minimize  setup  time  .  .  .  only  two  controlsj 

in  "on-air"  operation.  In  addition,  over-all 

stability,  peak  camera  performance  and  pic-j 
ture  quality  are  assured. 



means  business! 

STATIONS  NOW  USING   LIVE  COLOR 

TO   BUILD  HIGH  SPONSOR  INTEREST 

Equipped  with  RCA  Live  Color  Camera  Equipment,  alert  station  managements  are  trail-blazing 

along  the  new  frontiers  of  television  . . .  adding  brilliant  dimensions  to  programming  tech- 

niques, transforming  commercial  products  into  thrilling  reality.  These  progressive  television 

stations  are  using  local  color  originations  to  build  prestige  and  stimulate  sponsor  interest. 

LIVE  COLOR  STATIONS  ; 

KHQ,  Spokane WBAL,  Baltimore WJAC,  Johnstown 

KJEO,  Fresno WBEN,  Buffalo WKY,  Okla.  City 

KMTV,  Omaha WBTV,  Charlotte 
WNBQ,  Chicago 

KOMO,  Seattle WCBS,  New  York WOAI,  San  Antonio 

KRCA,  Los  Angeles WCCO,  Minneapolis WRCA,  New  York 

KRON,  San  Francisco WDSU,  New  Orleans WSAZ,  Huntington 

KTLA,  Los  Angeles WFBM,  Indianapolis WTMJ,  Milwaukee 

WBAP,  Fort  Worth WON,  Chicago WTVJ,  Miami 

Local  studio  originations,  and  live  commercials  in  color  are  making  sponsors  sit  up  and  take 

notice.  Your  station  can  spark  the  same  type  of  advertiser  interest  in  production  of  live  color 

with  RCA's  color  camera  equipment!  For  complete  technical  information  call  your  RCA 
Broadcast  Sales  Representative.  In  Canada  write  RCA  VICTOR  Company  Limited,  Montreal. 

RCA  PIONEERED  AND  DEVELOPED  COMPATIBLE  COLOR  TELEVISION 

RADIO   CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT  CAMDEN,  N.  J. 



KWKH SHREVEPORT 

MAKES  SWEET  MUSIC  TO  sugartown; 

KWKH  reaps  a  big  portion  of  the  sugar-cane  country 

in  its  80-county  daytime  SAMS  area — an  area 

containing  nearly  2  million  people,  and  hun- 

dreds of  towns,  farms  and  villages  like  Sugar- 

town  (La.). 

And  in  the  sweetest  market  of  all — Metropolitan 

Shreveport — March,  1956,  Pulse  figures  show 

KWKH  leading  in  26  daytime  quarter  hours, 

against  21  quarter  hours  for  all  other  stations 

combined!  At  night,  KWKH  leads  in  ALL  18 

QUARTER  HOURS! 

KWKH  delivers  22.3%  more  daytime  homes  than  all 

the  six  other  Shreveport  stations  combined! 

The  Branham  Company  has  the  figures. 

KWKH 

A  Shreveport  Times  Station 

SHREVEPORT,  LOUISIANA 
|  TEXAS 

[ARKANSAS 

Nearly  2  million  people  live  within  the  KWKH  day- 
time SAMS  area.  (Area  includes  additional  coun- 
ties in  Texas,  Oklahoma  and  New  Mexico  not shown  In  map). 

50,000  Watts  •  CBS  Radio 

The  Branham  Co. 
Representatives 

Henry  Clay 

General  Manager 

Fred  Watkins 
Commercial  Manager 
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MERCHANDISING  PRACTICES 

JEOPARDIZED  BY  FTC  ACTION 

•  Commission  calls  in-store  promotions  'discriminatory' 
•  Nine  manufacturers  of  grocery  items  face  charges 

•  Also  mentioned,  but  not  charged:  CBS,  NBC  and  ABC 

•  Question:  is  there  'hidden  compensation'  in  rate  cards 

THE  federal  government  last  week  placed  in 
jeopardy  some  of  the  merchandising  practices 
used  by  hundreds  of  radio  and  television  sta- 

tions and  networks. 

Using  a  backdoor  technique,  the  Federal 
Trade  Commission  on  Wednesday  filed  com- 

plaints against  nine  major  manufacturers  of 
products  sold  in  grocery  stores — including 
paper,  beer  and  cigarette  items.  The  FTC 
charged  that  the  firms  violated  the  anti-discrim- 

ination provisions  of  the  Robinson-Patman  Act. 
In  effect  the  federal  agency  responsible  for 

policing  the  nation's  business  claimed  that 
firms  paid  retail  grocery  chains  for  in-store 
promotions  of  their  products  without  making 
the  same  allowances  available  to  all  other  cus- 

tomers proportionally. 

They  did  this,  FTC  alleged,  by  buying  time 
at  regular  card  rates  on  network-owned  sta- 

tions in  New  York  and  Chicago  which  included 

as  a  "special  inducement"  in-store  promotions 
for  their  products  in  chain  outlets.  These  pro- 

motions, said  the  FTC  came  via  an  arrange- 
ment these  chains  had  with  the  stations  where- 

by the  chains  were  traded  spot  announcements 
on  the  stations  in  return  for  permitting  this 
kind  of  merchandising  service. 

The  FTC  alleged  in  essence  that  the  adver- 
tisers were  giving  these  chain  outlets  promo- 

tion allowances  which  they  were  not  offering 
other  retail  customers. 

Nine  Defendants 

The  complaint  was  filed  against  the  follow- 
ing companies:  Groveton  Paper  Co.,  Pepsi-Cola 

Co.,  Coca-Cola  Bottling  Co.  (New  York),  Sun- 
kist  Growers  Inc.,  General  Foods  Corp.,  Sun- 

shine Biscuit  Inc.,  Piel  Bros.  Inc.,  Hudson  Pulp 
&  Paper  Corp.,  and  P.  Lorillard  Co. 

Named,  but  not  made  defendants,  were  CBS, 
NBC  and  ABC.  The  FTC  charged  that  the 
grocery  chains  (not  identified)  received  free 
time  from  owned  stations  amounting  to  the 
following  weekly: 
CBS— $100  to  the  smallest  chain  to  $4,700 

to  the  largest  chain;  NBC — $100  to  $6,600; 
ABC— $750  to  $9,500. 

In  the  aggregate,  FTC  said,  these  payments 
totaled  more  than  $114  million. 

CBS'  merchandising  program,  begun  in  1951, 
is  called  "Super  Marketing";  NBC's,  also  start- 

ed in  1951,  is  called  "Chain  Lightning,"  and 
ABC's,  begun  in  1952  for  tv,  is  called  "Mass 
Marketing"  and,  in  1955  for  radio,  is  called 
"Radiodizing." 

The  FTC  complaint  implied  that  when  the 
national  advertiser  bought  time  on  the  network 
stations,  it  was  actually  paying  also  for  special 

in-store  promotion  of  its  products  in  the  gro- 
cery chain  outlets.  It  claimed  that  the  time 

charges — although  the  regular  card  rates — 
contained  "hidden"  compensation  for  these 

pomotions. 
There  was  a  strong  implication,  acknowl- 

edged by  FTC  sources,  that  the  rate  card 
charges  might  have  been  lower  if  the  mer- 

chandising aids  were  not  included. 
One  FTC  official  said  that  the  FTC  believes 

that  the  advertisers  knew  that  the  networks 

were  giving  free  time  to  the  grocery  chains  in 

order  to  have  the  right  to  use  that  chain's  out- 
lets for  promotions.   He  continued: 

"It  makes  no  difference  whether  a  company 
already  planned  to  advertise  or  had  bought 
other  advertising  not  connected  with  the  pro- 

motional allowance  scheme.  All  the  FTC  must 

prove  is  that  a  grocery  chain  got  free  radio 

spot  announcements  for  pushing  a  firm's  mer- 
chandise, and  that  these  free  spots  weren't 

available  to  all  grocery  stores  on  a  propor- 

tionally equal  basis." 

ONLY  THE  FIRST 

IN  ANNOUNCING  the  issuance  of  FTC 
complaints  against  the  nine  grocery  store 
suppliers,  FTC  Chairman  John  W. 
Gwynn  noted  that  the  practices  com- 

plained of  were 
widespread. 
He  stated  that 
similar  actions 

are  being  con- 
t  e  m  p  1  a  t  e  d 
against  other 
manufacturers. 

"The  Robin- 

son -  Patman 
Act  outlaws 
discriminatory 

allowances," Mr.  Gwynn 

MR.  GWYNN  Said'  "andLth^ 
use    of  third 

party  intermediaries  does  not  absolve  the 
manufacturer  of  his  duty  under  the  law 

to  refrain  from  giving  such  allowances." 
The  Robinson-Patman  Act  was  passed 

in  1936  as  an  amendment  to  the  Clayton 
antitrust  legislation.  It  applies  to  com- 

panies and  products  in  interstate  com- 
merce. Where  a  company  engages  in 

purely  intrastate  commerce,  the  Act's provisions  would  not  apply. 

An  element  of  potential  collusion  was  in- 
jected into  the  situation  when  an  FTC  source 

said  that  although  it  appeared  that  the  net- 
works developed  the  practices,  there  was  no 

certainty  that  they  did  not  establish  the  activity 
after  talking  it  over  with  the  big  food 

companies.  The  FTC  termed  the  networks  "in- 
termediaries" for  the  major  producers. 

According  to  the  FTC,  the  promotional  plans 
operate  this  way: 

"The  networks,  serving  as  intermediaries, 
enter  into  agreements  with  grocery  chains 
whereby  for  free  radio  or  tv  time,  the  chains 

agree  to  give  in-store  promotions  to  named 
products  in  their  stores  located  in  the  area 
reached  by  the  network  station  used;  with  this 
additional  promotion  as  extra  inducement,  the 
networks  then  solicit  the  named  manufacturers: 

to  buy  tv  or  radio  time  at  regular  rates." 
How  Much  They  Spent 

The  complaint  listed  the  following  amounts 
spent  by  the  national  advertisers  in  buying  time 
on  the  network  owned  stations,  including  mer- 

chandising services: 
Coca-Cola  Bottling  Co.  (New  York),  WCBS 

New  York,  from  June  1,  1954,  to  Dec.  31,  1955, 

$177,817. 
General  Foods  Corp.,  WABC-TV  New  York, 

from  April  1953  to  December  1953,  $89,315. 
Groveton  Paper  Co.,  WABC-TV  New  York, 

from  August  1952  to  Dec.  31,  1955,  $321,283. 
Hudson  Pulp  &  Paper  Corp.,  WCBS  New 

York,  from  April  13,  1954,  to  June  9,  1955, 
$99,018. 

P.  Lorillard  Co.,  WABC-TV  New  York, 
from  October  1953  to  Dec.  31,  1955,  $191,930. 

Pepsi-Cola  Co.,  WNBC  (now  WRCA)  New 
York,  from  October  1952  to  July  2,  1954, 

$133,500. Piel  Bros.  Inc.,  WRCA  New  York,  from  Aug. 
16,  1954,  to  Dec.  31,  1955,  $109,440. 
Sunkist  Growers  Inc.,  WCBS  New  York, 

from  June  1,  1954,  to  Oct.  29,  1955,  $39,596. 
Sunshine  Biscuits  Inc.,  WBKB  (TV)  Chicago, 

from  July  15,  1954,  to  Dec.  7,  1955,  $118,170. 

The  respondents  were  given  30  days  to  an- 
swer the  complaints.  Hearings  before  an  FTC 

examiner  were  scheduled  as  follows: 

Sept.  24,  Groveton  Paper  Co.,  in  Groveton,. 
N.  H.;  Oct.  1,  Pepsi-Cola  Co.,  in  New  York; 
Oct.  4.  Coca-Cola  Bottling  Co.,  in  New  York; 
Oct.  15,  Sunkist  Growers  Inc.,  in  Los  Angeles; 
Oct.  17,  General  Foods  Corp.,  in  Los  Angeles; 
Oct.  30,  Sunshine  Biscuits  Inc.,  in  New  York; 
Nov.  5,  Piel  Bros.  Inc.,  in  New  York;  Nov.  7, 
Hudson  Pulp  &  Paper  Co.,  in  New  York;  Nov. 
9,  P.  Lorillard  Co.,  in  New  York. 

It  was  understood  the  FTC  complaint  fol- 
lowed a  two-year-long  investigation  of  mer- 

chandising practices  by  networks  and  stations. 
The  investigation  was  sparked  by  a  complaint 
to  the  FTC. 

Hundreds  of  television  stations  and  more- 
than  1.500  radio  outlets  engage  in  some  form 

of  merchandising  as  part  of  their  normal  oper- 
ations. Although  the  plans  have  many  varia- 

tions, basically  they  work  like  this: 
A  station  makes  an  arrangement  with  a  chain' 

of  retail  outlets  (foods,  drugs  are  mostly  used)' 
whereby  a  certain  number  of  spot  announce- 

ments are  traded  off  to  the  chain  in  return  for 
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permission  to  use  the  chain's  outlets  for  the 
promotion  of  products  advertised  over  the  sta- 

tion. Generally  these  products  must  be  carried 
for  sale  by  the  chain.  The  station  then  goes 
to  a  national  manufacturer  and  sells  him  a  pro- 

gram or  a  series  of  spot  announcements  at  card 
rates  including  the  promotion  aids. 

For  example,  WCBS  New  York  has  such  a 
tie-in  with  almost  1,400  stores  in  the  New  York 
area — over  600  A&Ps,  about  185  Bohacks,  150 
Grand  Unions,  115  Gristedes  and  others.  To 
participate  in  the  WCBS  plan,  an  advertiser 
must  buy  WCBS  time  to  the  tune  of  at  least 
$1,500  net  per  week  for  13  consecutive  weeks, 
or  not  less  than  $19,500  during  any  period 
shorter  than  13  weeks.  During  each  13-week 
period  on  the  air,  each  such  participating  adver- 

tiser is  entitled  to  one  week's  special  display  in all  of  the  stores  involved. 

Some  of  these  plans  have  been  almost  fab- 
ulously successful.  It  is  reliably  reported,  for 

instance,  that  one  New  York  station  is  com- 
pletely sold  out  for  the  next  18  months  on  this 

type  of  merchandising  plan.  That  is,  an  adver- 
tiser wanting  to  get  into  the  plan  today  would 

have  to  wait  18  months  before  he  could  actu- 
ally begin  his  campaign  on  this  station. 

There  was  no  official  comment  on  the  FTC's 
action  from  any  of  the  networks  or  from  Radio 
Advertising  Bureau  or  Tv  Bureau  of  Advertis- 
ing. 

None  of  the  CBS-owned  television  stations 
has  a  merchandising  plan,  it  was  understood. 
Some,  but  not  all  of  CBS-owned  radio  stations 
do  have.  These  are  reported  to  be  WEEI  Bos- 

TELEVISION  HOMES 

REACH  35  MILLION 

Three  out  of  four  U.  S.  house- 

holds now  have  tv,  according 

to  ARF  study  covering  gains  in 

nine  months  following  survey 

completed  in  June  1955. 

TELEVISION'S  growth  in  nine  months  boosted 
it  to  a  point  where  approximately  three  out  of 
four  U.  S.  households  had  television  sets  in 

February-March  of  this  year,  as  compared  to 
two  out  of  three  in  June  1955.  The  total  num- 

ber of  sets  in  U.  S.  households  grew  from  33 
million  to  about  37  million  in  the  same  period. 

This  is  the  focal  point  of  a  report  being  pub- 
lished by  the  Advertising  Research  Foundation 

today  (Monday).  "In  round  numbers,"  ARF's 
announcement  states,  "over  35  million,  or  73%, 
of  all  households  had  television  sets  in  February- 
March  1956,  as  compared  with  32  million,  or 

67%,  in  June  1955." 
The  report,  "National  Survey  of  Television 

Sets  in  U.  S.  Households — February-March 

1956,"  is  the  second  ARF  tv  accounting  for 
which  data  was  obtained  as  a  supplement  to, 
and  in  conjunction  with,  the  U.  S.  Census  Bu- 

reau's current  population  study.  The  first,  re- 
leased last  spring,  detailed  set  ownership  as  of 

June  1955  [B»T,  April  30]. 

ARF  said  the  "increase  of  more  than  three 
million  television  households  in  less  than  a  year 
is  a  continuation  of  the  rapid  growth  since  1950, 
when  only  about  five  million  households  had 

television  sets." 
The  foundation  also  noted  an  increase  in 

multiple-set  television  households.  Among  tv 
homes,  about  4.8%  had  two  or  more  sets  in 

February-March,  as  against  3.5%  in  June  1955. 
These  figures,  ARF  noted,  yield  an  average  of 
1.05  tv  sets  per  tv  household  in  February- 
March,  as  compared  to  1.04  sets  nine  months 
earlier. 

ton,  KMOX  St.  Louis  and  WBBM  Chicago,  in 
addition  to  WCBS  New  York. 

NBC-owned  radio  stations  use  the  "Chain 
Lightning"  merchandising  plan,  but  none  of 
the  network's  tv  stations  does. 
WABC  dropped  its  merchandising  plan  some 

months  ago,  according  to  ABC  sources.  WABC- 
TV  does  have  a  merchandising  setup  of  the 
sort  described,  they  reported. 

Although  most  broadcasting  sources  refused 
to  comment  pending  a  more  thorough  review 
of  the  complaints — many  had  not  yet  received 
the  official  documents — there  was  some  specu- 

lation that  the  FTC  action,  although  not  claim- 
ing that  these  merchandising  plans  are  illegal, 

may  frighten  some  stations  into  abandoning 
them.  Or,  leading  to  the  same  result,  scare 
advertisers  so  they  refuse  to  use  them. 

None  of  the  network  owned-and-operated 
stations  is  planning  to  dismantle  its  plans,  it 
was  determined,  and  some  are  fortified  by  legal 
opinions  declaring  their  plans  to  be  legal. 

The  advertising  firm  of  Kenyon  &  Eckhardt 
has  been  active  in  recent  years  in  surveying  the 
merchandising  and  promotion  aids  offered  by 
radio  and  tv  stations. 

In  1954,  Kenyon  &  Eckhardt  found  that 
65%  of  the  radio  stations  in  the  U.  S.  offered 
some  type  of  merchandising  or  promotional 
service  to  their  advertisers.  The  services  were 

broken  down  into  major  categories — trade  calls, 
trade  mailings,  advertising  support,  on-the-aii 
support  and  miscellaneous.  In  this  survey,  it 
was  found  that  26%  of  the  1,637  stations  re- 

Officials  noted  that  ARF  plans  to  issue  a 

county-by-county  breakdown  of  tv  penetration 
as  of  March  1956  sometime  within  the  next  two 

months.  For  this  reason,  the  February-March 
report  contains  less  geographic  detail  than  the 
one  for  mid-1955.  The  forthcoming  county-by- 
county  calculations  will  be  made  by  ARF  on 
the  basis  of  the  television  supplement  to  the 
Census  Bureau  survey,  plus  the  second  Nielsen 
Coverage  Service. 

A  third  survey  of  television  sets  in  U.  S. 
households  is  scheduled  for  August  of  this  year. 

ABC,  CBS,  NBC,  NARTB  and  Television  Bu- 
reau of  Advertising  underwrote  the  cost  of  ob- 

taining the  tv  information  and  preparation  of 
the  report.  The  same  group  is  underwriting  the 
August  study,  also  through  ARF. 

CAR  RADIOS  REACH 

35  MILLION  IN  '55 

Detailed  study  by  Radio  Ad- 
vertising Bureau  shows  that 

83%  of  all  automobiles  bought 

last  year  had  sets. 

HIGHLIGHTS  of  a  detailed  study  of  the  na- 
tion's car-radio  audience  were  revealed  last 

week  by  Radio  Advertising  Bureau,  which  said 
the  number  of  automobile  radios  in  the  U.  S. 
reached  a  record  35  million  in  1955. 

The  report  shows  that  83  %  of  all  automobiles 

bought  last  year  were  radio-equipped  and  that 
64%  of  all  U.  S.  families  have  at  least  one 

radio-equipped  car.  The  35  million  total  com- 
pares with  28.8  million  reported  by  Alfred 

Politz  Research  in  the  Advertising  Research 
Foundation  study  of  May  1954. 

"This  is  by  far  the  most  important  and  most 
complete  study  on  the  car  radio  audience  to 

reach  us  yet,"  said  RAB  President  Kevin  B. 
Sweeney.  "It  further  proves  our  contention 
that  the  car  radio — all  by  itself — is  rapidly 

sponding  to  the  K&E  questionnaire  had  a 
merchandising  plan  offering  preferred  displays. 
It  was  also  determined  that  97%  made  trade 
calls  (solicit  and/or  place  displays,  store  checks, 
solicit  tie-in  advertising);  92%  made  trade 

mailings  (letter,  post  card,  broadside,  merchan- 
dising bulletin);  91%  offered  advertising  sup- 

port (newspaper  tie-in  ads,  lobby  windows, 
billboard,  car  cards,  store  displays);  95%  on- 

the-air  support  (giveaway  prizes,  product  men- 
tions, tune-in  announcements,  client  participa- 

tion in  special  program),  and  81%  were  pre- 
pared to  aid  client  representative  in  product 

distribution. 

In  1955,  K&E  found  that  34%  of  the  232 
television  stations  responding  to  its  question- 

naire had  a  merchandising  plan  offering  pre- 
ferred displays.  Other  tv  merchandising  aids 

were  trade  calls,  96%;  trade  mailings,  99%; 

advertising  support,  96%,  on-the-air  support, 
100%,  and  aiding  client  representative  in  prod- 

uct distribution,  88%. 

It  is  presumed  that  the  promotional  aid  listed 
as  offering  preferred  displays  is  the  target  of 

the  FTC's  complaint.  Most  of  them,  it  is  be- 
lieved, involved  agreement  with  chain  store 

companies. 
Although  newspapers  offer  many  of  the  same 

types  of  merchandising  and  promotion  services 
to  their  advertisers  they  do  not  have  anything 

similar  to  the  "Super  Marketing,"  "Chain 
Lightning"  and  other  such  broadcast  plans. 
They  have  no  plan  whereby  the  newspaper  ar- 

ranges in-store  displays  for  advertisers,  it  is 
reliably  understood. 

becoming  one  of  the  most  important  advertis- 

ing media  in  America." Full  details  of  the  report,  showing  the  extent 
to  which  car  radios  are  in  use  during  various 
periods  of  the  day  and  night  and  how  these 
car  listeners  boost  the  total  radio  audience  into 

several  million  during  virtually  any  quarter- 
hour  of  the  broadcast  day,  will  be  sent  to  RAB 
members  about  mid-August. 
Among  the  highlights  released  by  Mr. Sweeney: 

•  A  total  of  55%  of  all  families  owning  car 
radios  listen  at  some  time  during  an  average 
winter  weekday.  Biggest  number  of  these  are 
the  drive-to-work  audience  of  men  during  the 
morning  hours. 

•  More  than  75%  of  all  car  radio  families 

can  be  reached  by  radio  during  any  seven-day 
period.  This  75%  represents  more  than  23 
million  families. 

The  full  report  also  goes  into  detail  on 
audience  sizes  during  morning,  afternoon,  and 

evening  time  periods  and  gives  breakdowns 
of  the  audience  composition  among  men,  wom- 

en, teenagers,  and  children  for  specific  periods. 
It  also  shows  a  close  relationship  between 

tv  families  and  car-radio  families,  officials  re- 

ported. 

Hospitable  Texans 
MEDIA  men  traveling  through  Dallas 
now  have  a  room  from  which  to  operate, 
furnished  by  the  Crook  Adv.  Agency, 
that  city.  Just  off  the  Crook  reception 

room  in  the  Adolphus  Tower,  the  "Rep 
Room"  furnishes  city  maps,  directories, 
telephone,  transportation  time  tables, 
typewriters,  stationery  and  other  facilities. 

Media  representatives  using  the  facili- 
ties are  invited  by  Crook  to  "Put  your 

feet  on  the  desk  and  phone  our  com- 

petitors." 
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MASSIVE  5-YEAR  SPOT  DRIVE 

MAY  COME  FROM  C&C  DEALS 

•  Films-for-time  trade  could  trigger  Latex  Corp.  campaign 

•  To  blanket  nation  with  10  daily  tv  spots,  7  days  a  week 

•  Involved:  millions  in  broadcast  time  for  740  RKO  films 

•  Advertiser  feels  push  could  triple  sales  in  two  years 

SPECTACULAR  plans  for  a  multimillion- 
dollar,  non-cancellable  five-year  tv  spot  cam- 

paign in  the  nation's  top  100  markets  were 
announced  last  week  by  International  Latex 

Corp.,  which  said  it  was  counting  on  the  broad- 

cast drive  to  triple  the  company's  sales  in  two 
years. 

The  project  was  worked  out  with  President 
Matthew  Fox  of  C&C  Television  Corp.,  which 
acquired  the  RKO  Radio  Pictures  library  of 
740  feature  films  in  a  $15.2  million  deal  last 
December  [B»T,  Jan.  2],  and  Latex  authorities 

confirmed  that  it  involves  station  time  "bought" 
by  C&C  in  selling  the  RKO  package  to  stations. 
C&C  authorities  declined  to  discuss  the  Latex 

project  "at  this  time."  Nor  would  they  reveal 
the  number  or  identities  of  stations  on  which 

they  have  acquired  time  that  would  be  avail- 
able for  re-sale  (subject  to  station  approval)  to 

Latex  or  any  other  advertiser.  But  there  were 

indications  that  C&C  was  near  the  "break- 

even" point  in  recouping,  through  sales  of  the 
package  to  stations,  its  original  investment  in 
the  films. 

While  C&C  held  mum,  however,  Latex  an- 
nounced that  its  arrangements  called  for  an 

average  of  10  television  spot  announcements  a 
day,  seven  days  a  week  and  52  weeks  a  year,  in 

each  of  the  nation's  100  major  markets  for  a 
period  of  five  years.  In  "selected"  markets,  the 
announcement  added,  radio  also  will  be  used, 
at  a  rate  of  five  to  20  spot  announcements  a 
day. 

A.  N.  Spanel,  Latex  board  chairman,  who 
announced  the  deal  at  a  news  luncheon  in  New 
York  Wednesday,  called  it  the  most  extensive 
schedule  ever  placed  by  any  business  organiza- 

tion. Just  how  big  it  is,  in  dollar  terms,  no  one 
would  say. 

An  explanatory  line  on  some  pictures  re- 
leased by  Latex  coincident  with  the  announce- 
ment, however,  said  the  pictures  were  taken 

from  commercials  in  Latex's  "$100  million 
spot  commercial  series."  A  key  official  of  the 
company  said  afterward  that  he  was  confident 

this  figure  resulted  from  a  "mixup"  and  should 
have  been  deleted.  Another  referred  to  it  as  a 
$25  million  project. 

Latex  officials  also  maintained  that  it  was  a 
straight  money  deal  with  C&C,  involving  neither 
exchanges  of  stock  nor  interests  in  the  RKO 
pictures  themselves.  There  were  reports  that 
Mr.  Fox  was  an  important  stockholder  of 
Latex  Corp.  Queries  at  C&C  were  answered 

with  "no  comment,"  but  Latex  authorities  de- 
nied that  Mr.  Fox  had  any  ownership  interest 

in  their  company;  that  Latex  owned  any  part  of 
C&C,  or  that  there  was  any  interlocking  asso- 

ciation of  any  kind  between  the  two  companies. 
Latex  Corp.,  they  pointed  out,  is  publicly 
owned,  being  a  wholly  owned  subsidiary  of 
Stanley  Warner  Corp. 

Mr.  Spanel  said  the  campaign  will  begin  Aug. 
1  in  a  number  of  markets  representing  more 
than  50%  of  the  tv  homes  in  the  U.  S.;  that 
within  90  days  Latex  expects  to  increase  the 
number  of  stations  to  represent  a  total  of  75- 

80%  of  the  nation's  sets,  and  by  the  first  of  the 

year  to  boost  this  to  markets  representing  85- 
90%  of  U.  S.  tv  homes. 

Although  neither  C&C  nor  Latex  would  re- 
lease a  list  of  stations  on  which  the  commer- 
cials would  be  placed,  individual  sales  of  the 

RKO  package — in  which  C&C  simultaneously 
agreed  to  buy  considerable  station  time  over  a 
long  period — have  been  reported  from  time  to 
time  by  stations  involved. 

Triangle  Publications'  WFIL-TV  Philadel- 
phia, WNBF-TV  Binghamton,  N.  Y.,  and 

WFBG-TV  Altoona,  Pa.,  for  example,  acquired 
unlimited  rights  to  the  740-film  library  for  10 
years  for  a  total  of  $2,875,000  in  cash  to  be 
paid  on  a  month-to-month  basis  over  a  period 
of  five  years,  with  C&C  at  the  same  time  agree- 

ing to  buy,  over  the  same  five-year  period,  $1 
million  in  advertising  on  the  stations,  to  be  paid 
in  cash  at  card  rates  [B»T,  May  7]. 

Similarly.  Wcstinghouse  Broadcasting  Co. 

acquired   RKO  film   rights  for  its  stations — 

KDKA-TV  Pittsburgh,  KYW-TV  Cleveland, 
KP1X  (TV)  San  Francisco.  WBZ-TV  Boston 
— while  at  the  same  time  signing  C&C  for  an 
undisclosed  number  of  spot  announcements  on 
the  stations.  Both  Triangle  and  Westinghouse 
reserved  the  right  to  approve  the  products  and/ 
or  services  to  be  advertised  in  the  time  thus 

bought  by  C&C. 

Latex's  Playtex  products — including  baby 
pants,  girdles,  brassieres,  and  household  gloves 
— and  Isodine  antiseptic  and  other  pharmaceu- 

ticals being  developed  by  the  Latex  company, 
will  be  promoted  on  the  commercials.  Spokes- 

men said  the  commercials  would  be  60  seconds 

in  length,  for  the  most  part,  with  some  of  20 
seconds  duration. 

The  commercials  are  being  produced — at 
least  thus  far — by  the  Latex  company  itself, 
rather  than  by  its  agencies  (Foote,  Cone  & 
Belding  and  Reach,  Yates  &  Mattoon.  both 
New  York).  They  are  being  produced  under 
the  direction  of  Don  McClure.  well-known 
broadcasting  and  film  figure  who  joined  Latex 
several  months  ago  as  director  of  films. 

Another  widely  known  tv-radio  and  film  ex- 

ecutive, Edward  D.  Madden,  former  NBC  vice 
president  and  more  recently  associated  with  Mr: 
Fox  in  Motion  Pictures  for  Television,  also  is 

now  associated  with  Latex.  He  is  a  vice  presi: 
dent  and  is  in  charge  of  radio,  tv  and  market 

operations. Mr.  Spanel  made  plain  that  Latex,  is  relying 
on  television,  with,  an  assist  from  radio,  to ac- 

complish the  company's  announced  expectation 
of  increasing  sales  from  today's  annual  volume 
of  $40  million  to  a  $120  million  annual  volume 
within  two  years.  He  said  the  Playtex  products 

are  already  the  soft  goods  industry's  heaviest 
advertiser  in  print  media  and  that  these  expen- 

ditures— understood  to  amount  to  about  $4  mil- 
ion  a  year — would  be  continued. 

But  he  gave  no  indication  that  print  expendi- 
tures would  be  increased. 

It  will  b;  Latex's  first  "massive"  use  of  tele- 
vision, Mr.  Spanel  noted.  He  said  the  com- 

pany spent  $1  million  in  tv  during  a  12-month 
period  in  1950-51  and  boosted  its  girdle  sales 
from  $10  million  a  year  to  $15  million. 

Then,  he  said,  he  wanted  "saturation"  televi- 
sion but  could  not  find  what  he  wanted.  Leav- 

ing at  least  some  of  his  audience  with  the  im- 
pression that  he  partly  if  not  wholly  inspired  the. 

activity  which  resulted  in  C&C's  acquisition  of 
the  RKO  package  from  General  Teleradio,  Mr. 

Spanel  said  he  discussed  his  television  "needs"' with  Mr.  Fox.  whom  he  described  as  a  friend, 

as  long  ago  as  January  1954.  What  he  needed, 
he  said,  was  10  spots  a  day  in  many  markets. 

He  said  Mr.  Fox  told  him  such  a  thing  would 

not  be  impossible  if  a  major  library  were  avail- 

able for  television — and  that  he  had  heard  thai 
Howard  Hughes  (RKO)  had  one  that  might  be 
for  sale. 

RKO  Radio,  including  studios  and  other 
properties  as  well  as  film  backlog,  eventually 

was  acquired  from  Mr.  Hughes  by  Tom  O'Neil's General  Teleradio.  But  Mr.  Fox  and  C&C 
subsequently  landed  the  tv  (and  foreign  motion 

picture)  rights  to  the  films  from  General  Tele- 
radio. 

Mr.  Spanel  said  he  worked  closely  with  Mr. 

Fox  throughout  this  period.  Reports  of  ne- 
gotiations toward  the  current  Latex-Fox  ar- 
rangement have  circulated  for  months. 

In  expectation  of  tripling  Latex's  present  vol- 
ume through  tv-radio,  Mr.  Spanel  asserted,  the; 

company  already  is  launching  major  expansion, 
moves.  To  achieve  the  volume  goal,-  the 

company's  present  4,000  employes  will  be  in- 
creased by  8,000,  arid  the  present  staff  of  275 

salesmen  will  have  to  be  increased  "every  60 

days." 

Substantial  new  plant  expansions  also  are 
already  underway  and  others  are  being  planned, 
he  told  newsmen. 

FIRST  YOU  SEE HER,  THEN  .  .  . 

U.  S.  TELEVIEWERS  will  be  seeing  a  lot  of  this  and  other  Playtex  commercials  if  the 

multimillion  dollar  films-for-time  deal  goes  through.    They  feature  the  so-called 

"ectoplasm"  technique— first  the  girl  is  shown  on  the  beach  in  normal  attire,  then  she 
vanishes  and  the  girdle  carries  on  alone. 
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ADVERTISERS  &  AGENCIES 

LIPSTICK  MANUFACTURERS  NOW  READYING 

EXPANDED  SCHEDULES  FOR  TV  THIS  FALL 

Heavy  use  of  both  spot  and  network  television  to  be  used  by  six 

leading  cosmetic  manufacturers:  Revlon,  Hazel  Bishop,  Avon,  Coty, 

Max  Factor,  and  Helena  Rubinstein  during  coming  season. 

SIX  leading  cosmetic  manufacturers,  together 
accounting  for  more  than  75%  of  all  lipstick 

sales  in  America,  are  readying  for  their  lip- 
sticks expanded  fall  schedules  which  will  in- 

clude heavy  use  of  spot  and  network  television, 
according  to  a  special  survey  made  last  week 

by  B»T. 
The  six  advertisers  are  Revlon,  Hazel  Bishop, 

Avon,  Coty,  Max  Factor,  and  Helena  Rubin- 
stein. 

Revlon  Products  Inc.,  New  York,  whose 

share  of  the  nation's  lipstick  sales  has  risen 
from  15  to  28% — with  full  credit  for  the  leap 
frankly  attributed  to  television  by  company 
spokesmen — is  looking  for  an  additional  half- 
hour  of  network  time  on  which  to  place  its 
tiew  program  The  Most  Beautiful  Girl  in  the 

W-oHd.  The  firm  is  currently  sponsoring  $64,- 
000  -Question  and  $64,000  Challenge,  both  on 
<3BS-TV.  BBDO,  New  York,  is  the  agency. 

Hazel  Bishop  Inc.  is  actively  looking  for 
another  two  shows  and  time  period,  Raymond 
Spector,  president  of  the  agency  for  Hazel 
Bishop,  told  B»T.  One  order  has  been  placed 
by  the  agency,  reportedly  with  NBC-TV  for 
Tuesday  8:30-9  p.m.,  but  acceptance  by  both 
network  and  advertiser  will  depend  on  the 
choice  of  program  to  be  placed  in  that  time 
period.  Meanwhile  Hazel  Bishop  is  participat- 

ing in  sponsoring  two  evening  shows,  Arthur 
Murray  on  CBS-TV  and  This  Is  Show  Business 
on  NBC-TV,  and  two  daytime  programs,  Garry 
Moore  Show  and  Bob  Crosby,  both  on  CBS- 

TV.  Hazel  Bishop's  sales  dropped  from  28% 
to  24%.  Hazel  Bishop  is  also  participating  on 
Monitor  on  NBC  Radio. 

Avon  Products  Inc.,  a  firm  that  relies  ex- 
clusively on  house-to-house  selling  of  its  prod- 

uct to  sustain  its  third-ranking  place  in  the 
lipstick  derby,  used  television  for  the  first  time 
two  years  ago  in  three  major  cities  as  a  test. 
The  test  proved  so .  successful  that  last  year  the 
advertiser  increased  the  spot  coverage  to  seven 
major  cities.  Once  again,  the  pattern  of  sales 
as  a  result  of  using  television  was  so  great  that 
the  firm  definitely  plans  to  use  television  this 
fall.  Avon  now  accounts  for  about  14%  of  the 
lipstick  market.  Details  and  recommendations 
for  its  tv  schedule  are  now  being  worked  out 
by  the  company's  advertising  agency,  Monroe 
F.  Dreher,  New  York.  September  will  probably 
be  the  starting  date  with  Avon  products  ex- 

pected to  approve  the  recommendations  by 
mid-August. 

Coty  Inc.,  through  its  agency,  Franklin  Bruck 
Inc.,  currently  is  formulating  its  fall  plans,  with 
an  increase  in  television  spot  budget  expected. 

Coty  lipstick  sales  jumped  from  3Yi%  to 
8%.  The  firm  used  an  extensive  spot  schedule 
last  year  in  about  70  markets.  Specific  details 
for  fall  are  expected  to  be  ready  by  late  Au- 

gust. 
Max  Factor  &  Co.,  Hollywood,  through 

Doyle  Dane  Bernbach,  New  York,  recently 
{Business  Briefly,  July  16]  started  participa- 

tions on  Tonight  on  NBC-TV  and  Famous 

Film  Festival  on  ABC-TV  for  its  Hi-Fi  lipstick. 
In  addition,  the  firm  will  continue  its  television 
spot  schedule  of  minutes  and  station  breaks  in 
65  markets.  Max  Factor  is  understood  to  ac- 

count for  \Vi%  of  lipstick  sales. 

Helena  Rubinstein  Inc.,  which  has  used  a 
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very  limited  television  spot  campaign  in  the 
past,  is  expected  to  use  more  tv  this  fall.  But 
no  advertising  plans  will  be  set  until  the  return 
of  Miss  Rubinstein  from  a  European  trip  the 
second  week  in  September.  The  Rubinstein 

lipstick  has  about  1%  of  market,  it  is  under- 
stood. Ogilvy,  Benson  &  Mather,  New  York, 

is  agency. 

Westinghouse  Electric  Corp. 

Recouping  Losses  from  Strike 

AN  intensive  advertising  campaign  and  a  heavy 
backlog  in  consumer  as  well  as  industrial  orders 
put  Westinghouse  Electric  Corp.  back  in  the 
black  column  for  the  second  quarter  following 
settlement  of  its  five-month  strike  earlier  this 

year. 
In  a  report  issued  last  week,  Westinghouse 

Chairman  and  President  Gwilym  A.  Price  an- 

nounced that  the  firm's  second  quarter  net  in- 
come was  $6,862,000,  equal  to  38  cents  a 

common  share.  Losses  accountable  at  the  end 
of  the  first  quarter  came  to  $18,575,000,  equal 
to  $1.14  a  common  share,  Mr.  Price  recalled, 

saying  that  a  disproportionate  level  of  opera- 

tions (production  in  "great  excess"  of  actual 
sales)  throughout  April,  May  and  June,  nar- 

rowed the  gap  and  replenished  the  pipelines  to 
Westinghouse  distributors.  Net  sales  for  the 
second  quarter  of  $380,731,000  lagged  only 

$7,527,000  behind  those  of  1955's  second 

quarter. The  backlog  of  orders  for  industrial  equip- 
ment is  so  high,  Mr.  Price  told  board  members, 

that  sales  "soon"  may  be  expected  to  surpass 

last  year's. Shortly  after  settlement  of  the  40-plant  strike 
March  20,  Westinghouse,  through  its  two  agen- 

cies, Ketchum,  MacLeod  &  Grove,  Pittsburgh, 
and  McCann-Erickson,  New  York,  launched  an 
intensive  all-media  advertising  campaign  in  an 
attempt  to  recoup  its  lost  orders.  Last  week, 
Westinghouse  again  raised  its  advertising  and 
promotion  expenditures,  adding  $5  million  (on 
behalf  of  its  consumer  divisions)  to  the  previ- 

ously announced  $5  million  radio-tv  "1956 
campaign  package"  on  CBS-TV  and  CBS Radio. 

Hinkle  Tentative  Replacement 

For  Mullen  at  Miller  Brewing 

EDGAR  E.  HINKLE,  branch  office  manager 
with  Mathisson  &  Assoc.,  has  been  appointed 
to  direct  advertising  of  Miller  Brewing  Co.  on 
a  tentative  basis  following  the  resignation  of 
Vernon  S.  Mullen  Jr.  from  the  post  with  Miller 
in  Milwaukee  [B*T,  July  23]. 

Mr.  Hinkle  has  been  resident  manager  of  the 
New  York  office  of  Mathisson,  which  handles 
the  Miller  account,  for  the  past  four  years.  A 
permanent  successor  to  Mr.  Mullen  will  be 
chosen  at  a  later  date. 

Mr.  Mullen  resigned  after  more  than  six 
years  as  Miller  advertising  manager.  He  has 
not  yet  announced  his  future  plans. 

During  Mr.  Mullen's  tenure,  Miller  Brewing 
Co.  was  credited  with  a  substantial  rise  among 
national  breweries  in  sales  volume  and  an 
acceleration  of  broadcasting  activity. 

WILLIAM  G.  POWER  (I),  advertising  man- 
ager for  Chevrolet  Motor  Div.  of  General 

Motors,  shows  singer  Snookie  Lanson  a 
model  of  the  new  Chevrolet  during  a 
break  in  rehearsal  for  Chevrolet  on 

Broadway.  The  show,  starring  Mr.  Lanson, 

is  the  summer  replacement  for  Dinah 
Shore  (Tue.-Thur.,  7:30-45  p.m.,  EDT  on 
NBC-TV).  Campbell-Ewald,  New  York,  is the  agency. 

P.  Lorillard  Co.  Elects 

Lewis  Gruber  President 

LEWIS  GRUBER,  vice  president  and  director 
of  sales,  P.  Lorillard  Co.,  New  York,  has  been 

elected  president  of  the  tobacco  firm,  succeed- 
ing William  J.  Halley,  who  resigned  to  become 

chairman  of  the  finance  committee.  Both 

changes  are  effective  Aug.  1.  Mr.  Gruber  joined 
P.  Lorillard  in  1923  as  a  retail  salesman.  In 
1946  he  became  sales  manager  and  member  of 
the  board  of  directors.  In  1947,  he  was  named 

general  sales  manager,  and  in  1952,  vice  presi- 
dent and  director  of  sales. 

Mr.  Gruber  was  division  manager  for  the 

Manhattan  area  in  1925  and  became  headquar- 
ters director  of  the  Turkish  cigarettes  and  little 

cigar  departments  in  1935.  He  became  as- 
sistant sales  manager  in  1940. 

Highlights  of  Future  Movies 

Dropped  From  Warner's  Show ABC-TV  and  Warner  Bros,  jointly  announced 
last  week  that,  effective  next  season,  they  will 

drop  the  closing  segment  of  Warner  Brothers 

Presents,  subtitled  "Behind  the  Cameras."  This 
portion  of  the  program — which  sometimes  lasts 
as  long  as  10  minutes — has  been  devoted  to 
publicizing  and  exploiting  future  Warner  Bros, 
theatrical  releases. 

Though  this  feature  of  the  Warner  shows 
has  come  under  critical  fire  this  past  season,  as 
have  similar  publicity  treatises  in  the  late 
M-G-M  Parade,  also  on  ABC-TV,  and  The 

20th  Century  Fox  Hour,  on  CBS-TV,  a  spokes- 
man for  ABC  said  last  week  that  the  move  was 

being  made  to  accommodate  longer  versions  of 

the  "Cheyenne"  and  "Conflict"  film  stories. 

Admiral  Plans  Ad  Drives 

For  Color,  Portable  Tv  Sets 

SEPARATE  campaigns  for  color  receivers  and 

its  new  portable  tv  line  will  highlight  an  in- 
tensive national  advertising  drive  by  Admiral 

Corp.  in  network  radio-tv  and  other  media  for 
its  1957  electronics-appliance  line. 
Edmond  I.  Eger,  vice  president-advertising, 
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announced  last  week  it  will  be  Admiral's  "most 
comprehensive  advertising  campaign  in  recent 

years."  Admiral's  $2.5  million  purchase  of  par- 
ticipations on  NBC-TV's  Today  and  Tonight 

and  other  spots  on  ABC  Radio's  Breakfast 
Club  over  a  52-week  spread  will  be  focal  part 
of  the  campaign  [B«T,  July  2]. 

In  addition  to  radio  and  tv,  newspaper  ads, 
posters  and  Sunday  supplements  will  be  utilized 
to  push  the  color  and  portable  tv  themes.  Ad- 

miral phonograph  and  appliance  lines  also  will 
be  promoted.  Admiral  agency  is  Henri,  Hurst 

1    &  McDonald,  Chicago. 

Free  Radio-Tv  Space 

In  Newspapers  Decried 

THE  NATION'S  newspapers  are  committing 
"journalistic  suicide"  by  devoting  excessive  free 
space  to  radio-tv  while  movies  are  buying  far 
more  space,  Elmer  C.  Rhoden,  president  of 
National  Theatres,  has  charged  in  Hollywood 
in  releasing  results  of  a  survey  of  16  metropoli- 

tan newspapers.  He  called  upon  local  managers 

of  the  nation's  second  largest  theatre  chain  to 
visit  newspaper  publishers  and  editors  and  ac- 

quaint them  with  the  trend,  which  he  said  is 

hurting  both  newspapers  and  movies.  He  em- 
phasized that  radio-tv  get  free  directory  listings 

while  theatres  must  pay  premium  rates  for 
them. 

"Much  to  our  amazement,"  Mr.  Rhoden 
said,  "we  found  newspapers  are  building  up 
their  biggest  competitor  for  the  advertising 
dollar — television  and  radio — with  publicity 
running  two-to-one  for  paid  advertising.  At 
the  same  time,  motion  pictures,  using  five  times 
as  much  advertising  space  as  television  and 
radio,  received  publicity  and  news  on  a  ratio 

of  50%  to  advertising,"  He  added  figures  for 
radio-tv  publicity  do  not  include  space  news- 

papers give  to  logs,  except  in  two  cities.  If 
logs  were  included,  ratio  of  free  space  for  tv 
would  be  even  greater.  In  San  Francisco,  in- 

clusion of  free  radio-tv  logs  raises  publicity  to 
three  and  one-half  times  that  of  paid  advertis- 

ing, he  said. 

Mr.  Rhoden  said  papers  give  free  log  space 
to  radio-tv  while  theatres  must  pay  higher  than 

commercial  rates  for  movie  listing.  "This  dis- 
proportionate relationship  between  publicity 

and  advertising  is  neither  good  business  nor 

good  journalism,"  he  said.  "We  were  astonished 
when  Div.  Manager  Robert  Selig  initiated  this 
survey  in  Denver  to  find  out  how  much  space 
was  being  given  to  tv  and  radio  in  relation  to 
the  movies.  But  Denver  was  not  unique.  The 
same  conditions  were  found  to  prevail  in  other 

areas." 
In  Los  Angeles  and  Milwaukee  the  survey 

was  conducted  for  seven  days  in  late  April- 
early  May.  Other  cities  besides  Denver  included 
San  Francisco,  Oakland,  Seattle  and  Kansas 
City.  Major  dailies  in  each  were  checked. 

Toigo  Heads  Stassen  Study 

ADOLPH  J.  TOIGO,  president  of  Lennen  & 
Newell,  New  York  agency,  has  been  named 
a  member  of  a  group  aiding  Harold  E.  Stassen 
in  a  project  to  survey  national  political  strength 
of  Vice  President  Richard  E.  Nixon  and  Gov. 
Christian  A.  Herter  of  Massachusetts.  Mr.  Toigo 
will  directly  supervise  the  project,  according  to 
Mr.  Stassen.  A  professional  polling  organization 
will  do  the  field  work.  Mr.  Stassen,  an  assistant 
to  President  Eisenhower  for  disarmament,  cre- 

ated national  excitement  last  week  by  proposing 
that  Gov.  Herter  replace  Mr.  Nixon  on  the 
Republican  ticket. 

PROGRAM  INFLUENCE 

ON  BUYERS  SURVEYED 

Study  made  for  ABC  by  Ad- 

vertest  Inc.  called  "one  of  most 

comprehensive  ever  under- 

taken," attempts  to  show  ex- 
tent viewers  actually  use  prod- 

ucts of  the  show's  sponsor. 
NEW  research  undertaking  to  determine  the 

extent  to  which  a  program's  viewers  actually 
use  the  products  of  the  program's  sponsor — 
and  whether  lightly  or  heavily,  and  to  what 
extent  as  compared  to  competing  products — 
is  being  unveiled  today  (Mon.)  by  ABC. 

The  study,  made  for  ABC  by  Advertest  Inc. 

at  a  cost  described  as  "well  into  five  figures," 
was  said  by  ABC  research  officials  to  be  "one 
of  the  most  comprehensive  ever  undertaken  to 
evaluate  the  influence  of  programs  on  product 

purchases." 
It  covers  such  factors  as  light  and  heavy 

usage  of  products,  brand  loyalty  and  switching, 
viewing  and  listening  habits,  program  selection 
and  frequency  of  viewing,  and  the  influence  of 
children  on  family  purchasing  habits.  In  all, 
13  product  categories  were  studied  and  50  dif- 

ferent tv  programs — 25  daytime  and  25  night- 
time— were  evaluated. 

The  data  being  revealed  today  deals  with 
cake  mixes.  ABC  emphasized  that  the  data 

shows  that  ABC-TV's  Mickey  Mouse  Club- 
on  which  Betty  Cracker  cake  mix  is  advertised 
— is  the  only  cake  mix  program  whose  audience 
gives  Betty  Crocker  an  advantage  over  Pills- 
bury  in  sales.  It  also  points  up  the  effectiveness 

of  children's  programs  in  selling  adult-pur- 
chased products,  ABC  noted. 

Among  3,015  housewives  interviewed,  59% 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

NBC-TV 

July  30-Aug.  3  (3-4  p.m.)  Matinee,  par- 
ticipating sponsors  (also  Aug.  6-10,  27- 31). 

Aug.   I   (7:30-7:45  p.m.)  J.  P.  Morgan 
Show,  sustaining  (also  Aug.  15). 

Aug.  1  (9-10  p.m.)  Kraft  Television  The- 
atre,  Kraft  Foods,   through  J.  Walter 

Thompson  (also  Aug.  8,  29). 

Aug.  5  (5-5:30  p.m.)  Zoo  Parade,  sustain- 
ing (also  Aug.  26). 

Aug.  5  (9-10  p.m.)  Alcoa  Hour,  Alu- 
minum Co.  of  America,  through  Fuller 

&  Smith  &  Ross. 

Aug.  9  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.  through  J.  Walter 
Thompson  Co.  (also  Aug.  23,  30). 

Aug.  12  (7:30-9  p.m.)  Sunday  Spectacular, 
"Atlantic  City  Holiday,"  participating 
sponsors. 
Aug.  14  (8-9  p.m.)  The  Chevy  Show, 
Chevrolet  Div.  of  General  Motors  Corp., 

through  Campbell-Ewald  Co. 
Aug.  18  (8-9  p.m.)  Tony  Bennett  Show, 
participating  sponsors  (also  Aug.  25). 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B»T] 

were  found  to  use  cake  mixes  (of  these,  half 
spend  over  $1  a  month  on  cake  mixes  and  were 

classified  as  "heavy"  users;  the  other  half  were 
"light"  users).  Pillsbury  and  Betty  Crocker 

were  found  to  be  the  brands  used  "most  often," 
named  respectively  by  37%  and  36%  of  the 
users. 

Among  all  tv  homes,  24%  reported  "regu- 
lar" use  of  Pillsbury  as  against  22%  for  Betty 

Crocker.  Even  among  audiences  of  programs 
on  which  Betty  Crocker  is  advertised,  the  re- 

port showed,  Pillsbury  still  is  used  by  more 
people  than  is  Betty  Crocker — except,  ABC 
stressed,  Mickey  Mouse  Club.  Among  homes 
in  the  Mouse  Club  audience,  27%  use  Betty 
Crocker,  one  of  the  sponsors  of  the  show,  as 

against  26%  for  Pillsbury.  (Among  non-view- 
ers of  Mouse  Club,  the  usage  was  22%  for 

Pillsbury  as  against  19%  for  Betty  Crocker.) 
Another  exception:  The  Saturday  Lone 

Ranger  program  on  CBS-TV,  whose  audience 
was  divided  equally  between  Betty  Crocker  and Pillsbury. 

Donald  W.  Coyle,  ABC-TV  director  of  re- 
search and  sales  development,  took  the  pres- 

entation to  Chicago  last  week  for  showing  to 
advertisers  and  agencies  there.  Mickey  Mouse 
Club,  an  hour-long  Monday  through  Friday 
program,  is  currently  a  little  more  than  half 
sold  out  for  fall,  officials  said. 

For  the  1956-57  season,  ABC  reported,  Pills- 
bury will  be  among  the  sponsors.  General 

Mills,  maker  of  Betty  Crocker,  is  retaining 

sponsorship  of  four  quarter-hours  weekly. 

Mr.  Coyle  emphasized  that  while  "the  tre- mendous values  of  this  program,  in  terms  of 

circulation,  are  well  known,"  the  Advertest 
survey  "proves  that  along  with  this  great  cir- 

culation comes  tremendous  sales  effectiveness, 
and  impact  on  the  housewife  as  well  as  on  the 

child." 

Tabulations  of  many  phases  of  the  study  are 
still  in  progress.  Product  categories  studies 
in  addition  to  cake  mixes  are  dessert  mixes, 
cold  cereals,  dog  food,  candy  bars,  baked  beans, 

face  soap,  evaporated  milk,  floor  wax,  frank- 
furters, salt,  scouring  pads,  and  toothpaste. 

The  survey  was  conducted  in  Boston,  Phila- 
delphia, Detroit,  Kansas  City,  Dallas-Ft.  Worth 

and  San  Francisco. 

Reassignments  Announced 

For  Geoffrey  Wade  Adv. 

TWO  key  appointments,  involving  the  Miles 
Labs  account  and  a  switch  of  New  York  and 
Hollywood  executives,  were  announced  last 
week  by  Geoffrey  Wade  Adv.,  Chicago. 

Robert  E.  Dwyer,  executive  vice  president 
and  manager  of  Wade  Adv.  Agency,  Holly- 

wood, transfers  to  the  parent  Geoffrey  Wade 
Adv.  in  Chicago  as  senior  account  executive 
on  the  Miles  account.  Forrest  Owen  Jr.,  man- 

ager of  Geoffrey  Wade  Adv.'s  New  York  office, 
succeeds  Mr.  Dwyer  in  Hollywood  as  vice  pres- 

ident and  general  manager.  Mr.  Owen's  suc- cessor will  be  announced  at  a  later  date. 

Mr.  Dwyer  has  headed  Wade  west  coast  op- 
erations for  the  past  15  years  and  will  concen- 

trate on  the  Miles  account,  which  has  been 

handled  heretofore  by  Albert  G.  Wade  II,  pres- 
ident of  the  Wade  agencies  in  Chicago  and 

Hollywood.  Since  he  opened  Wade  operations 
in  Hollywood  in  1941,  Mr.  Dwyer  has  worked 
on  many  accounts,  including  15  national  and 
regional  advertisers.  Before  assuming  manager- 

ship of  Wade's  New  York  office,  Mr.  Owen 
was  radio-tv  director  for  Wade  agency  opera- 

tions on  the  West  Coast. 

Miles  reportedly  spends  between  $8  and  $10 
million  on  overall  advertising  annually,  with 

perhaps  75%  of  expenditures  allocated  to 
broadcast  media,  according  to  estimates. 
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Cox  &  Grace  Agency  Formed 

THE  FORMATION  of  Cox  &  Grace  Inc.,  ad- 
vertising counsel,  with  offices  at  3037  Book 

Tower,  Detroit,  was  announced  last  week  by 
Florence  E.  Cox  and  Louise  C.  Grace.  The 
firm  will  conduct  a  general  advertising  agency 
with  emphasis  on  research,  public  relations  and 
special  merchandising  promotions. 

Louise  Grace  formerly  was  director  of  re- 
search and  media  for  the  Detroit  office  of  Grant 

Adv.  Florence  Cox  has  been  engaged  in  a  re- 
gional agency  business  for  a  number  of  years 

as  partner  in  Cox  &  Dunbargar  and  more  re- 
cently in  Cox  Adv.  Agency. 

Grey  Opens  on  West  Coast 

THE  OPENING  of  Grey  Adv.'s  new  west 
coast  office — its  first  regional  office — at  1750 
N.  Vine  St.,  Hollywood,  is  being  announced 
today  (Monday)  by  President  Arthur  C.  Fatt. 
Grey  has  been  located  solely  in  New  York  for 
more  than  35  years.  Named  as  vice  president 
and  head  of  the  new  west  coast  operations  was 
Robert  D.  Wolfe,  former  vice  president  in 

charge  of  Kenyon  &  Eckhardt's  Hollywood office. 

Lee  Joins  Paris  &  Peart 

KENNETH  E.  LEE,  president  of  Leeford  Adv., 
N.  Y.,  last  week  announced  that  he  was  closing 
his  agency  and  taking  its  principal  account, 
Remington-Rand  Div.,  Sperry-Rand  Corp.,  to 
Paris  &  Peart,  N.  Y.,  as  senior  account  execu- 

tive. The  move  becomes  effective  Wednesday. 

Leeford  shares  advertising  for  the  Remington- 
Rand  electric  shaver  with  Young  &  Rubicam, 
the  latter  handling  the  tv  portion  only. 

NETWORK  NEW  BUSINESS 

John  H.  Breck  Inc.  (hair  and  scalp  prepara- 
tions), Springfield,  Mass.,  through  H.  B.  Hum- 
phrey, Alley  &  Richards,  Boston,  has  placed 

$150,000  gross  billing  order  for  13  participa- 
tions in  NBC-TV's  Matinee  Theatre  (Mon.-Fri., 

3-4  p.m.  EDT).  Contract,  which  started  July 
20,  calls  for  participations  every  Friday  for  13 
weeks  over  143  NBC-TV  affiliates. 

Bourjois  Inc.,  N.  Y.,  for  its  Evening  in  Paris 
perfume  has  doubled  television  advertising 

budget  for  1956  as  result  of  last  year's  partici- 
pation in  Home  and  Tonight  on  NBC-TV.  Ex- 

panded Christmas  campaign  for  Evening  in 
Paris  will  add  sponsor  participation  on  Today 
plus  Tonight  and  Home,  on  96  stations,  running 
Nov.  27-Dec.  14.  Agency  is  Lawrence  C.  Gum- 
binner,  N.  Y. 

AGENCY  APPOINTMENTS 

Colgate-Palmolve  Co.,  N.  Y.,  to  John  W.  Shaw 
Adv.,  Chicago,  for  all  Colgate  shaving  products. 

Habitant  Soup  Co.,  Manchester,  N.  J.,  to 
Charles  F.  Hutchinson  Inc.,  Boston. 

Miron  Woolen  Mills,  Clinton,  Mass.,  appoints 
Leber  &  Katz,  N.  Y. 

City  National  Bank  of  Beverly  Hills,  Calif., 
names  The  Edwards  Agency,  L.  A. 

Edward  Petry  &  Co.,  N.  Y.,  station  representa- 
tive firm,  names  Wesley  Assoc.,  N.  Y. 

Walter  H.  Johnson  Candy  Co.  (Power  House 

candy  bars),  Chicago,  with  more  than  $1  mil- 
lion in  billing,  appoints  Hicks  &  Greist,  N.  Y., 

for  all  advertising.  Account  will  use  60  and 
20-second  tv  animated  commercials  in  Los  An- 

geles and  Indianapolis,  starting  late  in  August 
as  test.   Expansion  is  expected  shortly. 

ARLENE  FRANCIS,  editor-in-chief  of  Home 
(NBC-TV),  in  which  Toastmaster  is  to  buy 

participations,  demonstrates  the  company's 
new  steam  iron  to  W.  E.  O'Brien  (1), 
Toastmaster  vice  president,  and  Frederick 
J.  Wachter,  general  manager  of  Erwin, 

Wasey  &  Co.,  the  company's  ad  agency. 
Miss  Francis  appeared  in  person  on  a 

closed-circuit  color  tv  program  broadcast 
by  the  appliance  company  to  distributors 
in  21  cities  from  coast  to  coast.  The  com- 

pany also  will  participate  in  Today  and 

Tonight  on  NBC-TV. 

Stokely-Van  Camp,  Indianapolis,  to  Lennen  & 
Newell,  N.  Y. 

Lever  Brothers  Co.,  N.  Y.,  transferring  its  Spry 
and  Instant  Spry  products  from  Foote,  Cone  & 
Belding  to  Kenyon  &  Eckhardt,  both  N.  Y., 
effective  immediately.  Advertising  budget  for 
Spry  is  approximately  $750,000.  Foote,  Cone  & 
Belding  continues  to  handle  other  Lever  pro- 
ducts. 

A&A  SHORTS 

U.  S.  Borax  &  Chemical  Corp.,  N.  Y.,  has 
been  formed  with  merger  of  U.  S.  Potash 
Co.  and  Pacific  Coast  Borax  Co.,  with  execu- 

tive headquarters  in  New  York,  and  adminis- 
trative offices  in  Los  Angeles.  Four  operating 

divisions,  one  of  which  will  deal  directly  with 
consumer  advertising,  were  set  up.  Aside  from 
Pacific  Coast  Borax  Co.  Div.  (industrial  borax 

manufacturing),  U.  S.  Potash  Co.  Div.  (indus- 
trial potash  manufacturing),  and  Research  Div., 

USB&C  will  maintain  20  Mule  Team  Products 
Div.,  which  will  handle  sales  and  advertising 

of  household  products.  McCann-Erickson, 
N.  Y.,  will  continue  to  service  company. 

The  Edwards  Agency,  L.  A.,  has  bought  Nine 
Fifteen  N.  La  Cienega  Corp.  and  will  move 
to  that  address  Sept.  1. 

Hoggan  &  Hall  Adv.,  Salt  Lake  City,  moved  to 
116  S.  Fifth  East. 

Marx  Kaufman  Adv.  Inc.,  Baltimore,  moved  to 
1 1 1  N.  Charles  St. 

SPOT  NEW  BUSINESS 

Brading  Breweries  Ltd.,  Toronto,  Ont.  (beer), 
in  September  starts  Rosemary  Clooney  Show 

weekly  on  WGR-TV  Buffalo,  WWJ-TV  De- 
troit, and  WCNY-TV  Carthage,  N.  Y.  Agency 

is  F.  H.  Hayhurst  &  Co.,  Toronto. 

A&A  PEOPLE 

Herman  C.  Nolen,  executive  vice  president  in 

charge  of  wholesale  drug  department,  McKes- 
son &  Robbins,  N.  Y.,  elected  president,  suc- 

ceeding George  Van  Gorder,  chairman  of  board 
and  chief  executive  officer. 

J.  Lewis  Ames,  vice  president  and  secretary, 
Ruthrauff  &  Ryan,  N.  Y.,  and  J.  E.  Fleisch, 
vice  president  and  account  supervisor,  Chicago 
office,  elected  directors  of  agency. 

George  B.  Anderson,  head  of  radio-tv  depart- 
ment, Chicago  office  of  Ruthrauff  &  Ryan  Inc., 

elected  vice  president.  Also  elected  to  vice 
presidencies:  Gerald  V.  Kelleher  and  Ray  A. 
Washburn,  account  executives. 

M.  C.  Patterson,  vice  president  in  charge  of 
manufacturing  operations,  Dodge  Div.  of 
Chrysler  Corp.,  Detroit,  named  president  of 
Dodge,  succeeding  William  C.  Newberg,  as- 

signed as  group  vice  president-automotive  of 
Chrysler  Corp. 

William  M.  Nevin,  director,  market  develop- 
ment department,  Compton  Adv.,  N.  Y.,  named 

vice  president.  Mr.  Nevin  has  been  with  agency 
since  January  1955.  Wilson  A.  Shelton,  vice 
president  and  creative  director,  The  Biow  Co., 

N.  Y.,  to  Compton  Adv.,  N.  Y.,  as  vice  presi- 
dent and  assistant  creative  director. 

Alfred  R.  Tennyson,  director,  commercial  pro- 
ductions department,  Kenyon  &  Eckhardt, 

N.  Y.,  elected  vice  president  of  agency.  Roger 

F.  Moran,  creative  director,  North  Adv.,  Chi- 
cago, to  creative  staff  of  K&E,  Chicago. 

David  Nazionale,  art  director,  Weightman  Inc., 
Phila.,  named  vice  president.  Charles  Fisher, 
Al  Paul  Lefton  Co.,  Phila.,  to  Weightman  copy 

department. 

Robert  W.  Wright,  eastern  divisional  sales  man- 
ager, Durkee  Famous  Foods,  to  Habitant  Soup 

Co.,  Manchester,  N.  H,  as  general  sales  man- 
ager, with  office  in  Boston. 

James  J.  Donahue,  formerly  assistant  merchan- 
dising manager,  domestic  division,  Pacific  Mills 

Inc.,  to  J.  M.  Mathes  Inc.,  N.  Y.,  as  account 

executive.  Margaret  Mulvaney,  senior  advertis- 
ing fashion  writer,  Hahne  &  Co.,  Newark,  N.  J., 

to  Mathes  copy  staff. 

K.  C.  Jones,  associated  with  sales  and  public 
relations  work  at  United  Airlines  Inc.,  Chicago, 

for  nearly  20  years,  promoted  to  public  rela- 
tions director,  new  UA  post. 

E.  W.  B.  Lewis,  staff  assistant  in  treasury  de- 
partment of  Westinghouse  Electric  Interna- 

tional Co.,  N.  Y.,  elected  treasurer,  and  J.  P. 
Boyer,  with  Westinghouse  International  since 
1944  in  various  accounting  capacities,  named 
auditor. 

Harty  Hoff  promoted  from  Chicago  sales  divi- 
sion to  assistant  advertising  director,  Wilson 

Sporting  Goods  Co.,  same  city. 

Carroll  O'Meara,  freelance  tv  writer  and  adver- 
tiser consultant,  to  C.  J.  LaRoche  &  Co.,  N.  Y., 

as  director  of  tv  commercials.  He  formerly  was 

with  Young  &  Rubicam,  L.  A.,  and  NBC-TV  on 
West  Coast. 

Lee  Carrau,  executive  producer,  KGMB-TV 
Honolulu,  Hawaii,  to  Van  der  Boom,  Hunt, 

McNaughton  Inc.  as  director  of  radio-tv  depart- 
ment. 

James  Butz  promoted  to  assistant  director  of 

advertising,  sales  promotion  and  public  rela- 
tions, and  Don  Young  to  public  relations  man- 

ager at  Wilson  &  Co.,  Chicago  meat  packer. 
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A 

QUARTER 

will  go 

a  long  way 

these  days  on 
WHO  Radio! 

Take  12  noon  to  1  p.m.  as  an  example  .  .  . 

w. HEN  you  consider  that  a  shoe  shine  plus 

tip  now  costs  you  a  quarter  almost  anywhere, 

twenty-five  cents  invested  in  radio  is  a  tremen- 

dous value — especially  on  WHO  Radio! 

LET'S  LOOK  AT  THE  RECORD  .  .  . 

On  WHO  Radio,  a  1 -minute  spot  between 

12  noon  and  1  p.m.  will  deliver  a  mini- 
mum of  100,058  actual  listening  homes, 

in  Iowa  alone! 

That's  at  least  405  homes  for  a  quarter,  or 
1000  homes  for  $.62 — ALL  LISTENING  TO 
WHO! 

That's  the  measured  minimum.  Over  and 

above  this  proven  audience,  50,000-watt  WHO 
delivers  thousands  of  additional  listeners  via 

Iowa's  half  million  extra  home  sets  and  half 

million  car  radios — plus  a  vast  bonus  audience 

in  "Iowa  Plus"! 

Your  PGW  Colonel  will  be  glad  to  tell  you 

the  whole  story  on  WHO  Radio. 

( Computations  based  on  projecting  Nielsen 

figures  and  295  5  loiva  Radio  Audience  Survey 

data  against  our  26-time  rate.) 

WHO 

for  Iowa  PLUS! 

Des  Moines 50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

4*
3-
 

Peters,  Griffin,  Woodward,  Inc., 

Exclusive  National  Representatives 



Louisville'
s 

BEST  KNOWN  FIGURE 

Since  January  1,  this  little  fellow  has  been  seen  by  more 

individuals  than  any  other  man,  woman,  child  . . .  creature  or 
character . . .  live  or  animated  ...  in  the  Louisville  market. 

The  Channel  11  figure  of  WHAS-TV  is  seen  on  every  station 

identification  and  promotion  slide,  every  poster  and  printed  piece, 

every  mailing  and  display. 

At  a  glance  he  means  WHAS-TV,  the  dependable  friend  of 
Kentuckians  and  Hoosiers . . .  the  selling  friend  of  local 
and  national  advertisers. 

He  should  remind  you  that  for  individual  and  distinctive 

treatment,  your  advertising  deserves  the  impact  of  programming 

of  character.  In  Louisville,  WHAS-TV  programming  PAYS  OFF! 

Are  you  participating? 

VICTOR  A.  SHOLIS,  Director 
NEIL  CLINE,  Station  Mgr. 

Represented  Nationally  by  Harrington,  Righter  &  Parsons 
Associated  with  The  Courier-Journal  and  Louisville  Times 

BASIC  CBS-TV  Network 
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ABC  DRAFTS  PLAN  FOR  EQUALIZING 

TV  FACILITIES  IN  TOP  200  MARKETS 

Proposal,  sent  both  to  Senate  Commerce  Committee  and  to  FCC, 

would  equalize  facilities'  allocations,  network  contends.  Included: 

reducing  mileage  separations  to  squeeze  in  v's,  power  reductions, 
directional  antennas  and  move  of  some  existing  stations. 

NEW  PLAN  to  equalize  tv  facilities  in  the 
top  200  markets  was  submitted  to  Sen.  Warren 
G.  Magnuson  (D-Wash.),  chairman  of  the 
Senate  Commerce  Committee,  and  to  the  FCC 
last  week  by  ABC  President  Robert  E.  Kintner. 

Key  to  the  plan  (detailed  below)  is  ABC's 
request  that  minimum  mileage  separations  be- 

tween stations  on  the  same  channel  be  relaxed 

in  order  to  squeeze  in  more  vhf  assignments. 
ABC  recommended  a  minimum  of  130  miles 

separation  between  vhf  co-channel  stations 
(compared  to   170  mile  minimum  in  Zone  I 

under  present  rules).  Coupled  with  mileage 
separation  reductions  are  recommendations  that 
FCC  permit  also  reductions  in  power  and  di- 

rectional antennas  to  permit  vhf  assignments, 
as  well  as  to  move  some  of  the  existing  stations. 

If  adopted,  the  ABC  president  said,  plan 
would  permit  the  following  distribution  in  the 
top  100  markets:  50  cities  with  four  or  more  tv 
services;  25  with  three  vhf,  23  all  uhf,  one  with 
two  vhf  and  one  with  one  vhf.  In  the  second 

100  markets,  the  plan  would  permit  17  cities 
to  have  four  or  more  vhf  facilities,  49  with 

three  vhf,  29  all  uhf,  two  with  two  vhf  and 
three  with  one  vhf. 

Among  the  all-uhf  cities  proposed  by  ABC 
are  the  following  which  at  present  have  a  vhf 
channel  assigned:  Hartford-New  Britain,  New 
Haven-Waterbury,  both  Conn.;  Fresno,  Calif.; 
Utica-Rome,  N.  Y.;  Peoria,  111.;  Erie,  Pa.;  Lan- 

caster, Pa.:  Madison,  Wis.;  Evansville,  Ind.; 

Springfield,  111.;  Columbia,  Ga.;  Champaign- 
Urbana,  111.;  Elmira,  N.  Y.;  St.  Joseph,  Mo. 

The  FCC  has  already  instituted  deintermix- 
ture  proceedings  in  Hartford,  Fresno,  Peoria, 
Madison,  Evansville,  Springfield  and  Elmira. 
This  was  part  of  its  allocations  report  June  26 
[B«T,  July  2]. 

In  its  petition  to  the  FCC  to  reconsider  its 
June  26  report  and  order,  ABC  strongly  urged 
that  these  additional  deintermixture  moves  be 
made  so  that  facilities  in  major  markets  would 
be  equal.  It  said  that  in  only  15  instances 
would  mileage  reductions  be  necessary  to  assure 
at  least  three  competitive  services  in  each  of 
the  first  100  markets. 

Present Proposed 

Com- Com- 
mercial mercial 

Rank  City Vhf Vhf 
1 New  York 2,  4,  5,  7, same 

(Newark } 9,  11,  13 o 
£t 

2,  5,  7,  9 same 

•3 

O Los  Angeles 2,  4,  5,  7, same 
9,  11,  13 

4 Philadelphia- 3,  6,  10, same 
Wilinington 12 

5 Detroit- 2,  4,  7,  9 same Windsor 
O Boston- 

A     £     H  Q same 
IVIan  Chester n i San  Francisco- 2,  4,  5,  7, same 
San  Jose 

1  1 

8 Pittsburgh 2,  4,  11 same 
{ Irwin) 

9 "W  n  c:  h  i  n  P\ n  w VV  '  1  .  ■  1   1   M   1  IU11 4.  5,  7,  9 same 
10 Cleveland 3,  5,  8 

3,  5,  8, 
1  9 

11 St.  Louis 4,  5,  11 
2,  4,  5, 
11 

12 Minneapolis- 
4,  5,  9, same 

St.  Paul 11 
13 Baltimore 2,  11,  13 same 
14 Buffalo 2,  4,  7 same 
15 Kansas  City 4,  5,  9 2,  4,  5, 

9 

16 Houston- 2,  11,  13 2,  5, 11, 
Galveston 

13 

17 Milwaukee 4,  6,  12 same 
(White  Fish  Bay) 

18 Cincinnati 5,  9,  12 
same 

19 Dallas-Fort 4,  5,  8, same 
Worth 

11 

20 Portland- 3,  6,  8, same 
Salem,  Ore. 12 

21 Seattle-Tacoma 4.  5.  7, same 
11,  13 

22 Miami 4.  7,  10 4,  6,7, 
10  or  all 
uhf 

23 Atlanta 2,  5,  11 same 
24 Denver 2,  4,  7,  9 same 
25 Indianapolis- 4.  6,  8 same 

Bloomington 13 
26 San  Diego- 6,  8,  10, same 

Tijuana' 
12 

27 Hartford-New 3 none 
Britain 

28 New  Orleans 4,  6 4,  6,11 or  2,  4, 

6,  11  or all  uhf 

29 Providence- 10,  12 3,  6, 10, 
Fall  River 12 

30 Albany- 
Schenectady- Troy 
(Vail  Mills) 
Bridgeport- 
Stamford- 
Norwalk 

32  Louisville 

31 

6,  10 

3,  11 

all  uhf or  6,  8, 10 

none 

3,  7, 11 

33   New  Haven- 8 none 
Waterbury 

34  Columbus 4,  6,  10 same 
35    San  Bernardino- none none 

Riverside 
36  Rochester 5.  10 5,  10, 13 

37  Memphis 3,  5,  13 
same 

Broadcasting  • Telecasting 

Remarks 

Total Commercial 

vhf Resulting 
7 

Wilmington  ch.  12 
provides  4th  service 
Windsor  ch.  9  pro- vides 4th  service. 
Manchester  ch.  9  can 
provide  4th  service. 
San  Jose  ch.  11  can 
provide  5th  service. 

Move  ch.  12  from  Erie. 
See  Market  85. 
Move  ch.  2  from 
Springfield.  See Market  119. 

NBC  owns  uhf  ch.  17. 
Move  ch.  2  St.  Joseph, 
Mo.  to  Kansas  City. 
See  Market  195. 
Galveston  ch.  11 
provides  3rd  service. Add  ch.  5. 
CBS  owns  uhf  ch.  19 

Fort  Worth  ch.  5  and 
11  provide  3rd  and 
4th  services.  See 
Market  38. 
Salem  ch.  3  can  pro- vide 4th  service. 
Tacoma  ch.  11  and  13 
provide  4th  and  5th 
services. 
Add  ch.  6  or  possible 
deintermixture. 

Bloomington  ch.  4 
provides  4th  service. 
Tijuana  ch.  6  and  12 
provide  3rd  and  4th services. 
Move  ch.  3  to  Provi- dence area.  See 
Market  29. 
Add  ch.  11  or  add  ch. 
11  and  move  ch.  2  from 
Baton  Rouge.  See  Mar- 

ket 122.  Or  possible  de- intermixture by  remov 
ing  all  vhf  channels. 
Move  ch.  3  from 
Hartford  to  Provi- dence area.  Add 
ch.  6.  See  Market  27. 
Move  ch.  6  to  Syracuse. 
Delete  ch.  10  and  make 
all  uhf  or  add  ch.  8. 
See  Market  33. 

4 
7 

4 

4 

4 

5 

3 

4 
4 

4  or 
all 

uhf 
3 
4 
4 

all 

uhf 
3  or 4  or 
all 

uhf 

all uhf or  3 

all uhf 
Move  ch.  7  from  3 
Evansville.  See  Market 111. 

Add  ch.  8  to  Albany. 
See  Market  30. 

Add  ch.  13. 

all 
uhf 
3 

all uhf 3 
3 

Rank  City 

38    Forth  Worth- Dallas 

Present 

Com- 

mercial 
Vhf 

4.  5.  8, 
11 

Proposed 

Com- 

mercial 
Vlrf same 

39 
Worcester 

none 

none 

40 Youngstown none none 

41 Dayton 
2,  7 

2.  7,  11 
42 Birmingham 

6,  13 3,  6. 13 

43 

S?in  Antnnin i     =:  lo same 
44 Tarn  pa -St. 

8,  13 
5.8,  10, Petersburg 
13 

45 
Toledo 

11,  13 

13 

46 

Snrinpfiplri- 
none 

11  (J  1 4>  Ul\c 
47 Akron none 

none 
48 

niuciiiA  ( ivicbd J i   ̂   in 
•>.  o,  xv, 

same 
1  o 1Z 

49 

A  1  IpntnuTi- 
none 

none 

Rpt  li  1  f^hf^m  — I— M    1  i  m 1    i  n    . n~ Easton 
Ttittrf  ft !  lr  _ 
iNUI  1U  1 1\  — 

in o,  O,  1U, Portsmouth 

13 

51 Omaha 3.  6,  7 
same 

52 

Syracuse 
3,  8 3,  7.9 

or  3,  6, 

8 

53 
San  Jose- 

2,  4.  5, 
same 

San  Francisco 

7,  11 

54 

Richmond- 6,  8,  12 

2,  6,  8, 

Petersburg 

12 

55 Oklahoma  City 
4,  9 

4,  5,  7, 

56 
Sacramento- 3,  10,  13 

9 
3,  6,  10, 

Stockton 13 

57 Flint- 
5,  12 5,  10, 12 

Saginaw- 
Bay  City 

58 
Grand  Rapids- 

3,  8 
3,  8,11 Kalamazoo 

59 
Fall  River- 10,  12 

3,  6, 10, 
Providence 12 

60 Jacksonville 
4,  12 

4,  7, 10, 
12 

61 Nashville  (Old 4,  5,  8 
2,4,5,8 Hickory) 

62 
Wichita- 3,  10,  12 

3,  6,  10, 

Hutchinson 12 

63 Wilmington- 3,  6,  10, 

same 

Philadelphia 12 
64 

Poughkeepsie- 

none none 

Newburg-Beacon 65 Fresno 12 
none 

66 

Wilkes-Ba-rre- 
none none 

Hazelton 
67 

Tulsa- 

2,  6,  8 
2,  6,  8, 

Muskogee 11 

Remarks 
Dallas  ch.  4  and  8 

provide  3rd  and  4th services.  See  Market 
19. 

Total Commercial 
vhf Resulting 

4 

Add  ch.  11. 
Add  ch.  3. 
Add  ch.  5,  10 

Move  ch.  11  to  Grand 
Rapids-Kalamazoo area.  See  Market  58. 

all 
uhf 
all 
uhf 
3 
3 
3 
4 

all 
uhf 
all 
uhf 
4 

all 

uhf 

Exchange  ch.  13  for 
ch.  12  in  New  Bern  and 
move  ch.  13  from  New 
Bern.  Add  ch.  5 

Exchange  ch.  8  for  ch. 
7  in  Carthage  and 
move  ch.  9  from  Elmira 
or  move  ch.  6  from 
Schenectady  to  Syra- cuse. See  Market  170. 
San  Francisco  ch.  2, 
4,  5,  7  provide  4 services. 
Petersburg  ch.  8  pro- vides 3rd  service.  Add ch.  2. 

Move  ch.  5  from  Enid 
and  ch.  7  from  Lawton. 

Chg. '  ch.  6  to  com- mercial. See  Market 
91.  Stockton  ch.  13 
can  provide  4th 
service. 
Receives  service  from 
Bay  City  ch.  5.  Move 
ch.  10  from  Parma- Onondaga   to  Flint area. 

Move  ch.  11  from 
Toledo.  Ch.  3  Kala- mazoo provides  3rd 
service. 
Providence  provides 4  services  ch.  3,  6,  10, 
12.  See  Market  29. 

Chg.  ch.  7  to  com- mercial. Add  ch.  10 

or  possible  deinter- mixture by  removing 
all  vhf  channels. 

Chg.  ch.  2  to  com- mercial. 
Hutchinson  ch.  12 
provides  3rd  service. Add  ch.  6. 
Philadelphia  ch.  3,  6, 
10  provide  3  services. 

4  or 

all 

uhf 

Move  ch.  12  to Bakersfield.  See 
Market  84. 

Muskogee  ch.  8  pro- vides 3rd  service. 

Change  ch.  11  to  com- mercial. 
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all 

uhf 

all 

uhf 

all 

uhf 
4 



I3II 

ALL  OF  THEM 

STEADY 

EATERS ! 

What  a  time  to  talk  about  food. . .while  4,115,000  people 

a  minute  are  listening  attentively  to  daytime  CBS  Radio. 

Mostly  they're  homemakers,  too  busy  for  other  advertising 

media.  They're  listening  to  11  serial  dramas  on  CBS  Radio, 

starting  at  12:00  noon,  cnyt,  Monday  through  Friday. 

In  one  week,  these  programs  reach  20,548,000  different  people. 



this  is  the  right  time  to  buy , 

From  left  to  right: 

12:00  N.  WENDY  WARREN  &  THE  NEWS 

12:15  PM  BACKSTAGE  WIFE 

12:30  PM  ROMANCE  OF  HELEN  TRENT 

12:45  PM  00R  GAL  SUNDAY 

1:00  PM  ROAD  OF  LIFE 

1:15  PM  AUNT  JENNY 

1:30  PM  YOUNG  DR.  MALONE 

1:45  PM  GUIDING  LIGHT 

2:05  PM  RIGHT  TO  HAPPINESS 

2:15  PM  SECOND  MRS.  BURTON 

2:30  PM  THIS  IS  NORA  DRAKE 

ADIO  NETWORK 



ABC'S  PLAN  FOR  TOP  200  MARKETS  (Continued) 
Present Proposed Total 

Com- 
Com- 

Commercial 
mercial mercial 

Vhf Rank  City Vhf Vhf Remarks Resulting 

68 Salt  Lake 2,  4,  5,  9 same Ogden  ch. 9  provides  4 
City-Ogden 4th  service 

all 69 Harrisburg none none 

uhf 70 Des  Moines 5,  8,  13 
5,  8,  11, Change  ch 

11  to  com-  4 (Ames) 13 mercial. 
71 Canton none none all 

uhf 
72 Trenton- 3,  6,  10 

same Receives  3 services  3 
Philadelphia 

73  Knoxville 

74  Utica-Rome 
75 

76 

77 

Wheeling- Steubenville 
Davenport- 
Rock  Island- Moline 
Charleston- 
Huntington, 
W.  Va. 

78  Reading,  Pa. 

79  Peoria 

6,  10 

13 

7,  9 

4,  6 

3,  8,  13 

none 

8 

80 Spokane 2,  4,  6 

81 South  Bend none 

82 
Duluth-Superior 3,  6 

83 Chattanooga 3,  12 
84 Bakersfield 10 

85 Erie 
12 

86 Tacoma-Seattle 4,  5,  7 11,  13 
87 Fort  Wayne none 

88 Lancaster 8 

89 
Lansing 6 

90 
Beaumont-Port 4,  6 Arthur 

91 Stockton- 
3,  10, 

Sacramento 

92 Greensboro- 2,  12 
Winston  Salem- 
High  Point 93 Brownsville- 4,  5 
Harlingen- McAllen 

94 Johnstown- 6,  10 Altoona 
95 Shreveport 3,  12 
96 El  Paso-Cuidad 2,  4,  5, 

Juarez 11,  13 
97 Charlotte 3,  9, 
98 Corpus  Christi 6,  10 
99 Scranton none 

100 Little  Rock- 4,  7,  11 Pine  Bluff 

101 York,  Pa. none 

102 Rockford,  111. 13 

103 Binghamton, 
12 N.  Y. 

104 Mobile- 3,  5,  10 Pensacola 
105 Huntington- 3,  8,  13 Charleston 

106 Brockton 
107 Atlantic  City, none 

N.  J. 
108 Tucson,  Arizona 4,  9,  13 109 Madison,  Wis. 3 

110 Portland,  Me. 6,  13 

111 Evansville, 7 
Ind. 

112 Hamilton- Middletown 
113 Austin,  Tex. 7 
114 Albuquerque, 4,  7,  13 N.  M. 

2,  6,  8, 10 

none 

same 

4,  6,  8, 

3,  5,  8, 
13 

none 

none 

2,  4,  6, 
7 
none 

3,  6,  8, 
11 

3,  9,  12 

8,  10,  12 

none 

same 
none 

none 

6,  10,  12 

4,  6,  9 
3,  6,  10, 
13 

2,  6,  8, 
12 
2,  4,  5, 

13 3,  6,  8, 10 

2,  4,  12 
same 

3,  9,  11 2,  6,  7, 
10 
none 

2,  4,  7, 
11 

none 

3,  13 

2,  4,  12 

3,  5,  10 3,  5,  8, 13 

same none 

6,  11,  13 

from  Philadelphia 
ch.  3,  6,  10. 
Move  ch.  2  to  Knox- ville from  Sneedville 
and  change  to  com- mercial. Add  ch.  8. 

all 
uhf 
2 

Move  ch. 
Peoria. 

8  from 

7,  11,  13 
same 

Can  receive  2nd  and 
3rd  services  from 
Huntington  ch.  3  and 
13.  See  Market  105. 
Move  ch.  5  from 
Weston  and  make 
commercial. 

Move  ch.   8  to 
Davenport-Rock  Is- land-Moline.  See 
Market  76. 

Chg.  ch.  7  to  com- mercial. 

Add  ch.  11.  Chg. 
ch.  8  to  commercial 
Move  of  ch.  9  from 
Rome,  Georgia 
Move  ch.  12  from 
Fresno  and  add  ch.  8. 
See  Market  65. 
Move  ch.  12  to  Cleve- land. See  Market  10. 
Seattle  ch.  4,  5,  7 
provide  3  services. 

Can  receive  service 
from  Flint  ch.  10 
and  12.  See  Market  57 
Move  ch.  9  from 
Lufkin 
Can  receive  2nd,  3rd 
and  4th  services  from 
ch.  3,  6  and  10 Sacramento.  See 
Market  56. 
Add  ch.  6  and  8. 

Add  ch.  2  and  13 

Add  ch.  3  and  8. 

Add  ch.  2  and  4. 
Delete  ch.  3. 
Cuidad  Juarez  ch.  2, 
5,  11  provide  service. Add  ch.  11 
Add  ch.  2  and  7 

Receives  3rd  service 
from  Pine  Bluff  ch.  7. 
Chg.  ch.  2  to  com- mercial. 

Move  ch.  3  from 
Madison,  Wis. 
See  Market  109. 
Add  ch.  2  and  4. 

Ch.  3  Pensacola  can 
provide  3rd  service. 
Can  receive  3rd  and 
4th  service  from 
Charleston  ch.  5 
and  8. 
See  Boston  and 
Providence. 

Move  ch.  3  to  Rock- 
ford,  111.  See  Market 
102. 
Chg.  ch.  11  Durham 
educ.  to  commercial 
and  move  to  Portland. 
Move  ch.  7  to  Louis- 

ville, Ky.  Delete  ch. 
9  from  Hatfield,  Ind. 
See  Cincinnati  and 
Dayton. 
Add  ch.  11  and  13 

all 
uhf 
all 

uhf 

all 

uhf 

all 

uhf 
5 all 

uhf 
all 

uhf 3 

Rank 

City 

4 

3 

6 

3 
4 

all 
uhf 
4 

all uhf 2 

all 

uhf 3 
all 
uhf 

all 

uhf 

115  W.  Palm  Beach, Fla. 

116  Ft.  Lauderdale- Miami,  Fla. 

117  Saginaw-Bay 
City-Flint,  Mich. 

118  Lorain-Elyria, 
Ohio 119  Springfield, 111. 

120  Manchester- Boston,  Mass. 
121  Lubbock,  Tex. 
122  Baton  Rouge,  La. 

123  Greenville- 
Asheville- Spartanburg, 
S.  C. 

124  Augusta,  Ga. 
125  Columbia,  S.  C. 

126    Orlando,  Fla. 

128  New  London- Norwich,  Conn. 

129  Roanoke- Lvnchburg,  Va. 
130  Waco-Temple, 

Tex. 
131  Savannah,  Ga. 

132  Cedar  Rapids- Waterloo,  Iowa 

133  Kalama/oo- Grand  Rapids, 
Mich. 134  Amarillo,  Tex. 

135  Eugene,  Ore. 

136  Boise-Caldwell- 
Nampa,  Idaho 

137  Hampton- Warwick, Va. 

138  Ann  Arbor, 
Mich. 

139  Battle  Creek, 
Mich. 

140  Lincoln,  Neb. 
141  Yakima,  Wash. 

142  Galveston- Houston,  Tex. 

143  Muskegon,  Mich. 
144  Pittsfield, 

Mass. 
145  Santa  Barbara, 

Calif. 146  Charleston,  S.  C. 

147  Sioux  City, 
Iowa 

148  Montgomery- Selma,  Ala. 

Present 

Com- 

mercial 

Vhf 

5,  12 
4,  7,  10 

149 
150 
151 

Jackson,  Miss. 
Racine,  Wis. 

Raleigh- 
Durham,  N.  C. 

152  Topeka,  Kan. 

153  Decatur,  111. 

154  Jackson,  Mich. 
155  Lexington,  Ky. 

156  Columbus,  Ga. 

157  Waterloo- Cedar  Rapids, 

Iowa 
158  Altoona- Johnstown,  Pa. 

159  Winston-Salem- Greensboro, N.  C. 

160  Wichita  Falls, 

Tex. 
161  Spartanburg- 

Asheville- 
Greenville,  S.  C. 

162  Everett,  Wash. 

Proposed 

Com- 

mercial Vhf 
same 

4,  6,  7, 
10  or  all 

Remarks 

Total 
Commercial 

Vhf Resulting 

5,  12 

uhf 

5,  10,  12 

2 none 

4,  5,  7,  9 

same 

5,  11,  13 2 
same 

2,  7,  13 or  none 

4,  7,  13 
same 

6,  12 

10 

2,  6,  12 8,  10,  13 

6,  9 
4,  6,  9 none none 

none none 

7,  10,  13 
same 

6,  10 
6,  10,  12 

3,  11 
3,  9  11 

2,  7,  9 
same 

3,  8 3,  8,  11 

4,  7,  10 

13 

same 

2,  9,  13 
2,  6,  7,  9, 
12 same 

none 
none 

10,  12 2,  10,  12 none 

2,  11,  13 
2,  5,  11, 

Id 

none 

none 
none none 

3 same 

2,  5 
2,  4,  5 

4,  9 2,  4,  9 

8,  12 
5,  8,  12 

3,  12 3,  5,  12 

5,  11 5,  7,  11 

13 
6,  11,  13 

none none 

none 
none 

none none 

4 none 

2,  7,  9 2,  7,  9 

6,  10 

3,  6,  8, 

10 

2,  12 

2,  6,  8, 

12 

3,  6 
3,  6,  10 

4,  7,  13 
same 

Miami  provides  4  4  or 
services  (ch.  4,  6,  7,  all 
10).  See  Market  22  uhf 
Receives  service  from  3 
Bay  City  (ch.  5)  and 
from  Flint  ch.  10  and 
12.  See  Market  57. 
See  Cleveland.  4 

Move  ch.  2  to  St.  all 
Louis  and  Terre  Haute,  uhf 
See  Market  11. 
Boston  (ch.  4,  5,  7)  4 
provides  3  services. 3  1 
Add  ch.  7  and  13,  3  oi 
or  permissible  move  all 
ch.  2  to  New  Orleans,  uhf 
See  Market  28. 
Spartanburg  ch.  7  3 and  Asheville  ch.  13 

provide  service. 
Add    ch.    2.  3 

Chg.  ch.  13  to  com-  3 mercial  and  move  from 
Charleston,  S.  C.  Move 
ch.  8  from  Florence. 
See  Market  146. 
Add   ch.  4. 

Receives  service  from 
Lynchburg  ch.  13. 
Temple  ch.  6  provides service.  Add  ch.  12 

Chg.  ch.  9  to  com- 
mercial. 

Receives  service from  Waterloo  ch.  7. 
See  Market  157. 
Move  ch.  11  from 
Toledo. 

Add  ch.  2.  Chg.  ch.  9 to  Commercial 

Caldwell  ch.  9  pro- vides 3rd  service. 
Nampa  ch.  6  and  12 
provide  4th  and  5th services. 
See  Norfolk. 

See  Detroit 

Add  ch.  2 

Houston  provides service  (ch.  2,  5,  13). 
See  Market  16. 

Add  ch.  4,  chg.  ch. 
13  to  commercial  and 
move  to  Columbia, 
S.  C.  See  Market  125 
Move  ch.  2  from  Ver- million and  chg.  to 
commercial. 
Receives  service  from 
Selma  ch.  8.  Add  ch. 
5. 
Add  ch.  5. 
See  Milwaukee 
Durham  ch.  11  pro- vides third  service. 
Move  Washington  ch. 
7  to  Raleigh  area. Add  ch.  6.  Chg.  ch.  11 
Lawrence,  Kan.  to 
commercial,  move  to 
Topeka. 

Move  ch.  4  to  Macon, 
Ga.  See  Market  167 
Receives  service  from 
Cedar  Rapids  ch.  2,  9. 

Can  receive  service from  ch.  3,  6  and  8. 
See  Market  94. 
Greensboro  ch.  2,  6,  8 

provide  three  services. 
See  Market  92. Add  ch.  10. 

Greenville  ch.  4  and  3 

Ashville  ch.  13  pro- vide service.  See 
Market  123. 
See  Seattle.  3 
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ABC'S  PLAN  FOR  TOP  200  MARKETS  (Continued) 
A  1  trbclll y  /-v  y-\  /-\  c"  0  /"i IT  I  (J[_)UotrU 

Com- 
mercial mercial 

Rank  City Vhf Vhf 
163 Terre  Haute, 10 

2,  5,  10 Ind. 
164 Salem-Portland, 3   6   8  12 me 

Ore. 

165 
Springfield- 

9  7 2  7  11 
Dayton,  Ohio 

166 Champaign- Q none 
Urbana,  111. 

167 Macon,  Ga. 
13 4,  7,  13 (Warner Robbins) 

168 Springfield, 3,  10 3,  5,  10 Mo. 
169 Bangor,  Me. 2  5 2,  5,  12 

170 Elmira,  N.  Y. Q none 

171 Green  Bay- 2,  5,  11 
same 

Marinette,  Wis. 
172 Anderson- 6   8  13 same 

Indianapolis, Ind. 
I/O iviansneiu,  unio none 

174 Pensacola- 3,  5,  10 3, 5, 10 lvlODlie 
175 Elkhart,  Ind. none none 

176 Asheville,  N.  C. 
177 Lima,  Ohio none none 

178 Joplin,  Mo.- 4  7  12 
Pittsburg,  Kan. 

179 Durham- 5,  11 5,  7,  11 Raleigh,  N.  C. 

180 Port  Huron, none none 
Mich. 

181 Oshkosh, none none 
Wis. 

Remarks 

Total 
Commercial 

vhf Resulting 

Move  ch.  2  from 
Springfield.  Add  ch.  5. 
Portland  can  provide 
3  services  (ch.  6,  8, 12). 

Dayton  provides three  services  (ch.  2, 
7,  11).  See  Market  41. 

Move  ch.  4  from 
Columbus,  Add  ch.  7. 
See  Market  156. 
Add  ch.  5. 

Move  ch.  12  from 
Orono  and  make  com- mercial 
Move  ch.  9  to  Syra- cuse. See  Market  52. 
Receives  service  from 
Marinette  ch.  11. 
Indianapolis  provides 
three  services  ch.  6,  8, 
13. 

Mobile  ch.  5  and  10 
can  provide  service. 

Pittsburg,  Kan.,  ch. 
7  provides  3rd  service. 
Add  ch.  4. 
Raleigh  ch.  5,  7  pro- vides two  services. 
See  Market  151. 

all 
uhf 
3 

all 

uhf 3 

all 
uhf 
3 

all uhf 1 
all 
uhf 
4 

all 
uhf 
all 
uhf 

Present Proposed 

Com- 
Com- 

mercial mercial 
\  it)  I  IK  \_.1LV 

V  111 

Vhf V  111 

loZ     INcW    lactone,    Jr  a . 
none none 

loo      W  lllldlllbpOI  I, none none 

"Pa 

lol      J_idK.e   '    M  <J.  t  1 1  > i 
O,    1,  Id 

T  Q 
185    Sioux  Falls, 11,  13 

5,  11,  13 S.  D. 186    Reno,  Nev. 
4,  8 

2,  4,  8 
187    Water  town- 7 7  or  8 

Carthage,  N.  Y. 

188 

189 

Colorado 

Springs- 
Pueblo,  Colo. 

Ogden-Salt Lake  City,  Utah 

190  Bay  City-Flint- Saginaw,  Mich. 
191  Bloomington, 

111. 
192  Pueblo-Colorado 

Springs,  Colo. 
193  Muncie,  Ind. 

194  Danville,  111. 

195  St.  Joseph,  Mo. 

196  Appleton,  Wise. 
197  Kenosha 

198  Bellingham- Vancouver-New 
Westminster- 
Chilliwack, 

Wash. 
199  Las  Vegas- 

Henderson- 
Boulder  City, 

Nev. 
200  Modesto,  Calif. 

5,  11,  13 

2,  4,  5,  9 

5,  12 

none 

5,  11,  13 

none 
none 

2 

2,  3,  8, 

10,  12 

2,  4,  8, 

13 

same 

5,  10,  12 
none 

same 

none 
none 

none 

Total Commercial 
vhf 

Remarks  Resulting 
all 

uhf 
all uhf 
3 Add  ch.  3  and  12. 

Move  ch.  5  from 
Mitchell. 
Add  ch.  2 
Carthage,  N.  Y.  pro- vides one  service,  ch. 
7  or  8.  See  Syracuse 
Market  52. 
Can  receive  service from  Pueblo  ch.  5.  See 
Market  192. 
Receives  service  from 
Salt  Lake  City  Ch.  2, 
4,  5.  See  Market  68. 
Receives  service  from 
Flint  ch.  10  and  12. 

Can  receive  service from  Colo.  Springs  ch. 
11,  13.  See  Market  188. 

Move  ch.  2  to  Kansas 
City.  See  Market  15. See  Green  Bay. 
See  Milwaukee. 
Vancouver-New  West- minster ch.  2,  8,  10 
and  Chilliwack  ch.  3 
provide  4  services. 
Henderson  ch.  2  and 
Boulder  City  ch.  4 
provide  service. 

all 
uhf 
3 

all 

uhf 

all 

uhf 

all 

uhf 
3 
3 
5 

all uhf 

CONELRAD  SUCCESS; 

DES  MOINES  'RAIDED' 

Iowa  Marine  reserves  pull  sur- 

prise 'attack'  on  city  to  show 
what  can  be  done  by  small 

group.  Broadcasters  report 

that  civil  defense  test  accom- 

plishes purpose. 

BROADCAST  stations  proved  during  a  six-day 
civil  defense  maneuver  that  the  Conelrad  alert 
system  is  a  successful  way  of  maintaining  air 
silence  and  delivering  emergency  messages  to 
the  public.  The  vulnerability  of  the  communi- 

cations industry  also  was  shown  when  a  group 

of  Marine  reserves  "captured"  key  facilities  of 
Des  Moines,  Iowa,  last  Wednesday  night. 

Already  informal  protests  have  been  made 
to  civil  defense  officials  about  the  incident  at 
Des  Moines,  where  the  20th  Marine  Reserve 

Rifle  Company  decided  to  capture  the  city's 
key  facilities  at  the  conclusion  of  its  weekly 
drill.  According  to  a  Des  Moines  broadcast 
source,  the  Marines  were  led  by  M/Sgt.  Don 
Plato,  acting  on  their  own  initiative  and  without 
any  civil  defense  or  Marine  Corps  authority. 

Sgt.  Plato  said  their  purpose  was  to  "wake  the 
people  up  to  what  a  few  men  can  do  in  a  short 

time  in  silencing  a  city  ahead  of  an  air  attack." 
Radio-tv  stations  were  invaded  around  11 

p.m.  reserves  carrying  what  appeared  to 
be  rifles  and  grenades.  They  induced  stations 
to  go  off  the  air  for  a  minute — all,  that  is,  but 
KCBC,  a  24-hour  outlet.  After  9  p.m.,  KCBC 
operates  from  the  transmitter.  Staff  personnel 
on  duty  there  obeyed  standing  instructions  not 
to  let  anybody  in  at  night  so  the  Marine  squad- 

ron decided  to  leave.  The  Marines  extended 

their  maneuver,  however,  to  WOI-AM-TV  at 
Ames,  35  miles  away. 

Arthur  S.  Flemming,  director  of  the  Office  of 
Defense  Mobilization,  told  B«T  he  had  not 
been  officially  informed  of  the  Des  Moines  in- 

cident. He  described  the  invasion  and  silenc- 

ing of  broadcast  stations  as  "fantastic"  but 
said  ODM  was  taking  no  action  at  this  point. 
ODM  would  have  control,  he  added,  in  case 
of  a  general  mobilization  or  emergency.  He 
suggested  FCC  and  civil  defense  authorities 
might  investigate  the  incident. 
FCC  Defense  Comr.  Robert  E.  Lee,  who 

spent  six  days  on  location  at  the  communica- 
tions setup,  told  B«T,  "This  business  of  staging 

exercises  for  civil  defense  has  to  be  done.  It 

could  be  extremely  important.  I  have  no  sym- 
pathy with  anyone  who  gets  cute.  The  act  of 

forcing  a  broadcast  station  off  the  air  could 
violate  the  Communications  Act. 

"The  government  spent  a  lot  of  money  to 
learn  important  lessons.  I  can't  treat  these 
lessons  lightly.  When  the  facts  come  before 
me,  I  will  refer  the  matter  to  the  Commission. 
If  the  law  has  been  violated,  the  Dept.  of  Justice 

may  want  to  take  a  look  at  it." 
The  Conelrad  portion  of  the  week's  drills 

[B»T,  July  23]  was  handled  efficiently,  judging 
by  informal  reports  to  CD  and  FCC  officials. 

Nathan  P.  Colwell,  chief  of  the  Audio- 
Visual  Div.  radio-tv  branch,  Federal  Civil  De- 

fense Adm.,  told  B©T  the  exercises  provided 
important  lessons  in  restoration  of  communica- 

tions in  case  of  attack.  Col.  Richard  F.  Lynch, 
director  of  the  Los  Angeles  civil  defense  unit, 

praised  radio-tv  cooperation  in  the  Conelrad 

test.  He  said  the  exercise  "helped  make  the 
public  far  more  alert  and  informed." 

Joining  FCC  Comr.  Lee  at  the  FCC's  loca- 
tion point  during  the  exercises  were  Harland 

R.  Morris,  defense  coordinator;  Robert  D. 

L'Heureux,  secretary's  office;  Warren  E.  Baker, 
general  counsel;  J.  Smith  Henley,  assistant  gen- 

eral counsel;  Harold  G.  Cowgill,  chief,  Com- 
munications Carrier  Bureau;  Robert  W.  Cox, 

executive  officer;  James  E.  Barr,  assistant  chief, 
Broadcast  Bureau;  Curtis  E.  Plummer,  chief, 
Safety  &  Special  Radio  Services  Bureau;  Frank 
M.  Kratokvil,  assistant  chief,  Field  Engineering 
&  Monitoring  Bureau;  George  V.  Stelzenmuller, 
representing  the  office  of  the  chief  engineer,  and 

Annette  E.  Hutterly,  secretary's  office. 

Hartford  Ch.  3  Winner 

Files  to  Keep  Allocation 

PETITION  asking  that  the  FCC  reconsider  its 
June  26  allocations  report  which  proposed  to 
move  Hartford,  Conn.,  ch.  3  to  Providence, 
R.  I.,  was  filed  by  WTIC  Hartford  last  week. 
The  FCC  approved  the  grant  of  ch.  3  to  WTIC 
two  weeks  ago  but  officially  announced  its  deci- 

sion last  week  [B«T,  July  23]. 

WTIC  claimed  the  deintermixture  proposal 

for  Hartford  violates  the  equal  facilities  pro- 
visions of  the  Communications  Act,  is  designed 

to  protect  existing  stations  from  competition, 

illegally  modifies  WTIC's  grant  without  due 
process,  and  is  repetitious  rule-making. 
When  the  Commission  made  its  final  de- 

termination in  favor  of  WTIC  by  a  6-0  vote, 
it  conditioned  the  grant  on  the  outcome  of  its 

pending  rule-making  proceeding  proposing  to 
move  ch.  3  to  Providence.  It  therefore  forbade 
WTIC  to  begin  construction  until  completion  of 
that  proceeding. 

In  making  the  grant  to  WTIC  and  denying 
the  application  of  Hartford  Telecasting  Co.,  the 
FCC  upheld  a  June  1955  initial  decision  by 
former  Examiner  Fanney  N.  Litvin.  Comr. 

John  C.  Doerfer  voted  to  make  the  grant  with- 
out any  conditions. 

WTIC,  owned  by  Travelers  Insurance  Co., 

was  favored  by  the  FCC  in  areas  of  local  resi- 
dence, civic  participation  and  past  broadcast 

experience.  The  Commission  found  that 

WTIC's  broadcast  preference  lost  some  of  its 
significance,  however,  because  of  the  strong 
showing  in  that  category  by  Telecasting — 
headed  by  Harry  C.  Butcher,  owner  of  KIST 
Santa  Barbara,  and  13%  owner  of  KEYT  (TV) 

same  city,  wartime  aide  to  Gen.  Eisenhower. 

Telecasting  was  given  preference  for  diversi- 
fication of  business  interests  (Travelers  owns 

stock  in  other  insurance  companies,  banks, 

public  utilities,  railroads,  among  other  busi- 
nesses). Telecasting  was  criticized  for  what  the 

FCC  called  "irresponsible"  charges  made 
against  Traveler  principals. 
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ADJOURNMENT  OF  84TH  CONGRESS  BRINGS 

COLLECTIVE  SIGH  FROM  INDUSTRY,  FCC 

Questions  and  answers  dominate  seven-month  session.  Left  unde- 

cided: Possible  regulation  of  networks  by  Commission,  prohibition 

of  tv  networks'  'must  buy'  and  'option  time'  practices,  and  pay-as- 
you-see  tv.    Commission  allocations  report  supported. 

THE  buffeted  broadcasting  industry  and  its 
regulator,  the  FCC,  breathed  a  collective  sigh 
last  week  as  the  84th  Congress  reached  the  end 
of  its  final  session. 

They  had  undergone  a  January-to-July  grilling 
that  outdid  all  advance  billings  as  congressional 
committees  on  both  sides  of  Capitol  Hill  put 
them  through  a  rope-jumping  session  that 
ranged  all  the  way  from  serious  endeavor  to 
frank  and  brazen  headline-hunting. 

Anyone  with  a  story  to  tell  got  to  tell  it 
several  times  as  one  congressional  committee 
after  another  grabbed  the  ball  and  tried  to  out- 

do its  predecessor.  Broadcasters  and  the  FCC 
fed  so  much  material — by  choice  and  under 
duress — into  the  legislative  maw  that  staff  peo- 

ple in  both  groups  complained  of  damaged 
health  from  working  late  into  the  night  on 
short-notice  assignments. 

Out  of  it  all  there  came  a  little  legislation, 
thousands  of  pages  of  hearing  records  and  a 
reallocations  plan  from  the  FCC  which  envi- 

sions a  long-term  move  of  all  television  to  uhf. 
Left  undecided  as  of  now  are  such  threats  as 
possible  regulation  of  the  networks  by  the  FCC, 

prohibition  of  tv  networks'  "must  buy"  and 
"option  time"  practices  and  pay-as-you-see  tele- vision. 

SENATE  COMMERCE  COMMITTEE 

In  terms  of  accomplishments,  the  Senate  In- 
terstate &  Foreign  Commerce  Committee  was 

well  ahead  of  any  other  congressional  group. 
In  its  investigation  of  the  television  networks 

and  the  uhf-vhf  allocations  problem,  the  Senate 
group  held  31  days  of  hearings  and  listened  to 
nearly  150  witnesses  during  this  session.  There 
is  a  possibility,  not  definite,  that  the  Commerce 

Committee,  headed  by  Sen.  Warren  G.  Mag- 
nuson  (D-Wash.),  will  hold  additional  hearings 
this  fall,  according  to  a  committee  spokesman. 

This  Senate  group  heard  from  all  phases  of 
the  television  broadcasting  industry — uhf  and 
vhf  spokesmen,  the  tv  networks,  network  affili- 

ates and  non-affiliates,  set  and  tv  broadcast 
equipment  manufacturers,  pay-tv  advocates, 
consumers  (viewers),  the  FCC,  Justice  Dept., 
labor  and  talent  unions  and  groups  and  others. 

On  the  uhf-vhf  problem,  uhf  spokesmen  saw 
the  end  of  uhf  broadcasting  and  of  tv  without 
deintermixture  or  an  allocation  plan  to  help 
uhf,  while  vhf  people  generally  favored  the 

FCC's  1952  Sixth  Report  &  Order.  The  tv 
networks  held  varying  views  on  deintermixture 
and  reallocations. 

On  network  practices,  several  witnesses 
charged  the  networks  with  monopolistic  prac- 

tices or  violations  of  the  antitrust  laws.  The 
two  main  charges  against  the  networks  were 
brought  by  Richard  A-  Moore,  independent 
KTTV  (TV)  Los  Angeles,  who  charged  net- 

work must  buy  and  time  option  practices  vio- 
late antitrust  laws,  and  Sen.  John  W.  Bricker 

(R-Ohio),  who  issued  a  report,  "The  Network 
Monopoly,"  using  figures  obtained  by  the  FCC 
on  a  confidential  basis  from  networks. 

Networks  and  their  affiliates  denied  these 

charges  and  added  that  must  buy  and  time  op- 
tion practices  are  necessary  to  the  present  sys- 
tem of  tv  broadcasting  and  that  these  practices 

are  responsible  for  the  rapid  growth  of  televi- 
sion in  a  few  years. 

Broadcasters,  for  the  most  part,  formed  ranks 

against  the  threat  of  toll  television,  insisting 
that  pay-tv  advocates  are  trying  to  make  profits 
in  an  industry  where  they  have  taken  no  risks, 

and  that  a  pay-tv  system  would  destroy  broad- 
casting by  skimming  off  the  cream  of  the  present 

"free"  video  programs,  while  adding  little  of  its 
own. 

Under  repeated  demands  from  senators  and 
witnesses  to  come  forward  with  a  tv  reallocation 

plan,  the  FCC  issued  its  Report  &  Order  on 
Tv  Allocations  [B«T,  June  25]  after  a  realloca- 

tion proceeding  which  lasted  eight  months. 
The  Senate  committee  gave  support  to  the  FCC 
plan  in  an  interim  report  issued  last  week  [B«T, 
July  16,  et  seq.]. 

The  Senate  group  expects  allocation  rec- 
ommendations from  the  volunteer  industry  ad 

hoc  engineering  committee  named  by  Sen. 

Magnuson  last  year  and  headed  by  Massa- 
chusetts Institute  of  Technology  Prof.  Edward 

L.  Bowles.  Committee  spokesmen  did  not 

know  last  week  when  this  report  will  be  forth- 

coming, but  hope  for  it  "shortly." The  committee,  aside  from  allocations,  will 
be  faced  with  consideration  of  whether  tv  net- 

works should  be  regulated  by  the  FCC,  as  pro- 
posed by  Sen.  Bricker  in  his  bill  (S  825);  or 

whether  must  buy  and  time  option  practices 
should  be  prohibited;  whether  legislation  is 
needed  to  limit  multiple  tv  station  ownership, 
and  the  pay  television  question. 

During  the  Senate  committee's  hearings  sev- 
eral complaints  arose  from  senators  about  over- 

commercialism  and  misleading  advertising  in 
radio  and  tv  commercials.  Sen.  Magnuson 
asked  the  FCC  whether  it  was  exercising  its 
full  power  to  curb  overcommercialism.  Sen. 
Magnuson,  as  head  of  a  Senate  Appropriations 
subcommittee,  also  was  instrumental  in  appro- 

priating extra  money  to  the  Federal  Trade 
Commission  with  the  understanding  the  FTC 

would  increase  its  monitoring  of  radio-tv  com- 
mercials. The  committee  asked  FCC  and  FTC 

to  establish  closer  liaison  in  curbing  offensive 
advertising. 

The  Senate  Commerce  Committee  also  held 
three  days  of  hearings  in  February  on  a  bill 
(S  923)  to  prohibit  advertising  of  liquor  on 
radio  and  tv  and  in  other  media.  Dry  pro- 

ponents of  the  bill  spoke  for  the  measure  and 
broadcasters,  advertising  spokesmen  and  the 
beer,  wine  and  distilling  industries  against  it. 

HOUSE  COMMERCE  COMMITTEE 

The  House  Interstate  &  Foreign  Commerce 

Committee's  Harris  subcommittee  held  hear- 
ings on  several  bills  to  amend  Sec.  315  (a) 

(political  broadcasting)  of  the  Communications 
Act  and  other  measures  affecting  the  broad- 

casting industry  (see  bills).  The  parent  com- 
mittee also  heard  pro  and  con  arguments  on 

the  House  bill  (HR  4627)  to  prohibit  liquor 
advertising. 

EVINS  SUBCOMMITTEE 
of 

HOUSE  SMALL  BUSINESS  COMMITTEE 

This  House  group,  after  announcing  in  the 
first  session  that  it  would  hold  hearings,  opened 
up  in  March  this  year  with  sensational  charges 
in  which  it  said  FCC  Chairman  George  C.  Mc- 
Connaughey,  in  talks  with  the  committee  staff, 
admitted  that  FCC  staffers  are  reluctant  to 
participate  in  a  decision  against  networks  for 

fear  of  losing  their  jobs.  Mr.  McConnaughey 
denied  this  statement  and  said  he  had  been 
misquoted. 
To  open  its  hearings,  the  House  group, 

headed  by  Rep.  Joe  L.  Evins  (D-Tenn.),  sub- 
poenaed thousands  of  documents  from  CBS 

and  NBC  concerning  their  correspondence  and 
transactions  with  the  FCC.  Charging  White 
House  influence  in  FCC  decisions,  the  House 
group  also  subpoenaed  two  principals  of 
WXEX-TV  Petersburg,  Va.,  to  question  them 
on  allegations  influence  was  used  in  the  grant 
of  ch.  8  at  Petersburg  to  WXEX-TV.  The 
committee  staff's  questioning  brought  charges 
from  GOP  committee  members  and  other  Re- 

publicans that  the  House  group  was  taking 

part  in  a  "fishing  expedition."  The  committee 
also  heard  testimony  from  uhf  broadcasters, 
but  asked  few  questions. 

HOUSE  ANTITRUST  SUBCOMMITTEE 

The  second  blast  from  the  double-barrel  shot- 
gun aimed  at  the  FCC  came  when  the  Com- 

mission was  brought  before  the  House  Anti- 
trust Subcommittee  headed  by  Rep.  Emanuel 

Celler  (D-N.  Y.). 

Congressmen  asked  the  FCC  in  a  late-June 
session  why  it  had  approved  the  NBC-Westing- 
house  Broadcasting  Co.  swap  of  their  respective 
radio-tv  stations  in  Cleveland  and  Philadelphia, 
pointing  to  an  FCC  staff  investigation,  made  be- 

fore the  FCC  approval,  which  indicated  WBC 
went  through  with  the  swap  because  the  firm 
was  afraid  that  otherwise  it  would  lose  its  NBC- 
TV  affiliations  in  Philadelphia  and  elsewhere. 
The  staff  study  also  saw  a  possibility  of  NBC 
concentration  of  owned-station  coverage  from 
"Connecticut  to  Virginia." 

Commissioners  replied  that  McFarland  let- 
ters sent  afterward  to  both  parties  brought  back 

replies  that  indicated  there  was  no  pressure  in- 
volved. The  House  subcommittee  earlier  had 

heard  Stanley  Barnes,  then  head  of  the  Justice 

Dept.'s  Antitrust  Division,  testify  that  the  Jus- 
tice Dept.  had  the  WBC-NBC  swap  under  in- 

vestigation. 
In  a  second  session  in  early  July,  the  subcom- 

mittee staff  strove  mightily  to  make  the  FCC  ad- 
mit that  CBS  and  NBC  are  monopolies  and  that 

must-buy  and  time  option  practices  violate  the 
antitrust  laws.  The  FCC  refused  to  agree. 

The  House  group  began  this  session  by  re- 
vealing financial  figures,  which  it  got  from  the 

FCC,  indicating  the  rate  of  return  on  invest- 
ments made  by  the  two  networks  in  the  past 

few  years.  Besides  citing  the  figures  also  used 

by  Sen.  Bricker  in  his  report,  "The  Network 
Monopoly,"  which  used  figures  through  1954, 
the  House  group  also  revealed  for  the  first 
time  the  1955  figures  furnished  to  the  FCC. 
FCC  Chairman  McConnaughey  defended  the 
right  of  private  businesses  to  make  profits  and 
said  broadcasting  stations  cannot  be  treated  like 
common  carriers;  i.e.,  their  rates  cannot  be  reg- 

ulated by  government. 
The  House  Antitrust  Subcommittee  has  an- 

nounced it  plans  lengthy  hearings  in  New  York 
in  September  at  which  the  tv  network  presidents 
and  others  in  the  industry  will  testify. 

HOUSE  GOVERNMENT  OPERATIONS 
SUBCOMMITTEE 

This  House  unit  heard  testimony  from  the 

FCC  Feb.  17  in  the  former's  inquiry  to  find  if 
government  agencies  and  departments  are  with- 

holding information  from  the  public  and  from 
congressmen. 

HOUSE  UN-AMERICAN  ACTIVITIES 
COMMITTEE 

The  House  Un-American  Activities  Commit- 
tee held  a  week-long  hearing  in  mid-July  on  the 

controversial  "Report  on  Blacklisting,"  spon- 
sored by  the  Ford  Foundation's  Fund  for  the 
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Who  is  watching 

TV  on  weekday 

afternoons 

in  BUFFALO  ? 

21.4^b  of  all  TV  homes  or 

114,490  in  Western  New  York, 

per  average  quarter-hour,  plus 

a  big  Canadian  Bonus. 

Which  stations 

are  they 

watching  ? 

STATION 

WGR-TV  53% 

Station  B  39% 

Station  C  8% 

SHARE  OF  HOMES  PER 

AUDIENCE     AVERAGE  QUARTER-HOUR 

60,680 

44,651 

9,159 "Does  not  broadcast  complete  period 

What's  my 

4% 

best  buy  • 

The  station  with  more  of  what  you  want!  Whether 

it's  live  participation,  film  participations,  housewife 

audience,  children,  you'll  find  it  on  WGR-TV... the 

Buffalo  Station  with  the  Buffalo  Personality. 

Only  on  WGR  -XV  can  you  get .  ,  . 

•  Most  quarter-hour  wins  —  7  A.M.  —  6  P.M.  MON.  —  FRI. 

•  Highest  average  rating  —  7  A.M.  —  6  P.M.  MON.  —  FRI. 
•  All  at  an  average  cost  of  $1.15  per  1,000  homes. 

ABC  Basic  Affiliate 

Source  :  June  Telepulse call  Peters,  Griffin  &  Woodward,  Inc. 
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HOW  BROADCASTING  FARED  IN  84TH  CONGRESS 

IN  THE  SENATE 

S  636,  Sen.  Thomas  C.  Hennings  Jr.  CD- 
Mo.  ).  Revise  upward  legal  limit  political 
candidates  may  spend  in  election  campaigns. 
Hearing  held  by  Senate  Elections  Subcom- 

mittee of  Rules  &  Administration  Commit- 
tee. Reported  to  Senate  floor  and  died  on 

Senate  calendar. 
S  636  (amendment),  Sen.  Richard  L. 

Neuberger  (D-Ore.).  Provide  government 
grant  of  $1  million  to  each  major  political 

party  during  presidential  election  to  pur- 
chase radio  and  tv  time. 

S  771,  Sen.  John  M.  Butler  (R-Md.)  and 
others.  Withdraw  from  persons  convicted 
of  subversive  activities  and  members  of  sub- 

versive organizations  equal  right  opportuni- 
ties in  political  broadcasts.  Died  in  Senate 

Commerce  Committee. 

S  825,  Sen.  John  W.  Bricker  (R-Ohio). 
Authorize  FCC  to  regulate  networks.  Died 
in  Senate  Commerce  Committee.  Bill  con- 

sidered part  in  committee's  lengthy  hearings 
in  second  session. 

S  923,  Sen.  William  Langer  (R-N.  D.). 
Prohibit  advertising  of  alcoholic  beverages 
on  radio,  tv  or  in  other  media.  Senate  Com- 

merce Committee  held  hearings  Feb.  15-17, 
1956.  Bill  died  in  committee. 

S  950,  Sen.  Warren  G.  Magnuson  (D- 
Wash.).  Prohibit  broadcasts  of  certain 

gambling  information  (horse  racing).  Hear- 
ings held  by  Senate  Commerce  Committee 

and  bill  died  in  committee. 
S  1208,  Sen.  Butler.  Relieve  stations  from 

liability  for  defamatory  statements  made  in 
political  broadcasts  by  candidates.  Died  in 
Senate  Commerce  Committee. 

S  1390,  Sen.  Estes  Kefauver  (D-Tenn.). 
Prohibit  transmission  of  certain  gambling  in- 

formation (horse  race  data).  Died  in  Sen- 
ate Commerce  Committee. 

S  1456,  Sen.  Magnuson.  Amends  four 
sections  of  Communications  Act  relating  to 
common  carriers  and  non-broadcast  stations. 

Hearing  held  by  Senate  Commerce  Commit- 
tee, passed  by  Senate  and  by  House  with 

amendments. 

S  1549,  Sen.  Magnuson.  Authorize  FCC 

to  impose  administrative  fines  on  non-broad- 
cast stations  for  violation  of  FCC  regula- 

tions. Pastore  Subcommittee  held  hearings. 
Bill  died  in  Senate  Commerce  Committee. 

S  1648,  Sen.  Magnuson.  Amend  Sec.  309 

(c)  "economic  protest"  provisions  of  Com- 
munications Act.  Hearing  held  by  Pastore 

subcommittee.  Senate  Commerce  Commit- 

tee approved  identical  House-passed  version 
(HR  5614)  which  was  passed  by  Senate 
Jan.  12,  1956,  and  enacted  into  law  by  Pres- 

ident's signature  Jan.  20. 
S  1898,  Sen.  Russell  Long  (D-La,).  Allow 

federal  excise  tax  credit  of  $7  each  on  tv 
sets  equipped  for  all  uhf  channels.  Died  in 
Senate  Finance  Committee. 

S  1909,  Sen.  Neuberger.  Require  tv  sta- 
tions to  inform  viewers  when  political  candi- 

date being  televised  is  using  face  make-up  or 
prompting  devices.  Died  in  Senate  Com- 

merce Committee. 

S  2128,  Sen.  Magnuson.  Provide  reason- 
able notice  to  agency  (including  FCC)  of 

applications  to  courts  of  appeal  for  inter- 
locutory relief  against  orders  of  agency. 

Died  in  Senate  Commerce  Committee. 

S  2306,  Sen  Frederick  G,  Payne  (R-Me.). 
Implement    proposal    by    CBS  President 

Frank  Stanton  to  authorize  stations  and  net- 
works to  allow  candidates  of  major  political 

parties  to  appear  on  news,  interview,  forum, 
debate  and  similar  programs  without  having 

to  give  "equal  time"  to  candidates  of  mi- 
nority parties.  Died  in  Senate  Commerce 

Committee. 

S  2308,  Sen.  John  F.  Kennedy  (D-Mass.). 
Extend  to  radio  and  tv  stations  the  exemp- 

tions from  the  Federal  Lobbying  Act  now 
accorded  to  newspapers,  magazines  and 
other  printed  media.  Died  in  Senate  Govern- 

ment Operations  Committee. 
S  2321,  Sens.  Carl  Hayden  (D-Ariz.)  and 

Homer  Capehart  (R-Ind.).  Prohibit  FCC 
from  denying  grant  to  competing  newspaper 
applicant  for  station  on  grounds  other  than 

news  monopoly  in  community  if  newspaper's 
other  qualifications  are  superior  to  competi- 

tor. Died  in  Senate  Commerce  Committee. 

S  2628,  Sens.  Olin  D.  Johnston  (D-S.  C.) 
and  Frank  Carlson  (R-Kan.).  Raise  FCC 
salaries  from  $15,000  to  $20,000.  Died  in 
Senate  Post  Office  &  Civil  Servic  Committee. 

Senate  passed  similar  House-approved  bill 
(HR  7619). 

S  2639,  Sen.  Magnuson.  Increase  salary 
of  FCC  members  and  those  of  certain  other 
agencies  from  $15,000  to  $21,500  yearly. 
Died  in  Senate  Commerce  Committee.  Sen- 

ate passed  similar  House-approved  bill  (HR 7619). 

S  2891.  Prohibit  use  of  letters  "U.S."  by 
certain  firms  in  their  advertising.  Passed  by 

Senate  and  died  in  House  Judiciary  Com- 
mittee. 

S  3074,  Sen.  Carl  T.  Curtis  (R-Neb.). 
Similar  to  S  636  (see  Senate  bills),  but 
aimed  against  political  spending  by  labor 
unions.  Died  in  Senate  Rules  &  Adminis- 

tration Committee. 

S  3242,  Sen.  Neuberger.  Provide  govern- 
ment financing  of  federal  election  cam- 

paigns. Died  in  Senate  Rules  &  Adminis- 
tration Committee. 

S  3295,  Extend  Daylight  Saving  Time  an 
extra  month  in  District  of  Columbia  to  con- 

form with  time  schedules  of  other  eastern 

cities.  Passed  by  Senate  and  House  and 
signed  into  law  by  President. 

S  3308,  Sen.  Lyndon  B.  Johnson  (D-Tex.) 
and  84  other  senators.  Make  equal  time  op- 

portunities available  in  presidential  elections 
only  to  vice  presidential  and  presidential 
nominees  of  major  parties  (see  S  4250). 

Also  raises  from  $3  million  to  $12.3  mil- 
lion the  legal  amount  a  political  committee 

may  spend  in  presidential  election  campaign. 
Died  in  Senate  Rules  &  Administration  Com- 
mittee. 

S  3494,  Sen.  Kefauver.  Convey  a  "prop- 
erty right"  on  a  radio  or  tv  station's  network 

affiliation.  Died  in  Senate  Commerce  Com- 
mittee. 

S  3575,  Sen.  Langer.  Repeal  excise  tax  on 
radio  and  tv  sets  and  other  goods  and  prod- 

ucts. Died  in  Senate  Finance  Committee. 

S  3645,  Sen.  Alexander  Wiley  (R-Wis.). 
Same  as  S  3674.  Died  in  Senate  Commerce 
Committee. 

S  3674,  Sen.  Magnuson.  Prohibit  fraud 
by  wire  or  radio-tv  on  international  as  well 
as  domestic  basis.  Passed  by  Senate  and 
House  and  signed  into  law  by  President 
July  12,  1956. 

S  3744  &  S  3745,  Sen.  Joseph  C.  O'Ma- 
honey  (D-Wyo.).  Establish  a  U.S.  Court 
of  Appeals  for  Patents  and  set  a  maximum 
limit  of  20  years  for  protection  of  patent 

monopolies,  respectively.  Died  in  Senate 
Judiciary  Committee. 

S  3829,  Sen.  Robert  S.  Kerr  (D-Okla.). 
Establish  auxiliary  network  of  amateur  ra- 

dio operators  for  military  communications. 
Died  in  Senate  Commerce  Committee. 

S  3859,  Sen.  Bricker.  Base  limitation  of 

multiple  ownership  of  tv  stations  on  per- 
centage (25%)  of  U.S.  population  covered 

by  all  tv  stations  owned  by  same  person  or 
firm.  Died  in  Senate  Commerce  Commit- tee. 

S  3962,  Sen.  Hubert  H.  Humphrey  (D- 
Minn.)  and  others.  Require  tv  stations  and 
tv  networks  to  furnish  7  hours  during  elec- 

tion campaign  to  presidential  candidates  of 
major  political  parties.  Bill  also  would  deny 
equal  time  opportunities  to  minority  party 
candidates  for  Presidency  or  Congress.  Died 
in  Senate  Commerce  Committee. 

S  3994,  Sen.  Edward  Martin  (R-Pa.). 
Reduce  federal  excise  tax  on  all-channel 
tv  sets  from  present  10%  to  5%.  Died  in 
Senate  Finance  Committee. 

S  4250,  Sen.  Magnuson.  Make  equal  time 
opportunities  available  in  presidential  elec- 

tions only  to  vice  presidential  and  presiden- 
tial nominees  of  major  parties  (see  S  3308). 

Died  in  Senate  Commerce  Committee. 

S  J  Res  33,  Sen.  Price  Daniel  (D-Tex.). 
Identical  to  S  950  above.  Died  in  Senate 
Commerce  Committee. 

S  Res  13,  Sen.  Magnuson.  Authorizes 
Senate  Commerce  Committee  to  make  in- 

vestigations, including  networks  and  uhf-vhf 
probe,  with  funds  of  $200,000  for  1955.  Ap- 

proved by  Senate. 
S  Res  17,  Amend  Senate  rules  so  witness 

at  committee  hearing  can  object  to  appearing 

before  tv  cameras  on  grounds  of  harass- 
ment and  distraction,  with  committee  mem- 

bers deciding  whether  cameras  are  to  be  al- 
lowed (most  Senate  committees  follow  this 

practice  generally).  Placed  on  Senate  cal- 
endar and  passed  over  several  times.  Re- 

turned to  Senate  Rules  &  Administration 
Committee  where  it  died. 

S  Res  163,  Sen.  Magnuson.  Provide  $250,- 
000  for  Senate  Commerce  Committee  studies 

and  investigation  in  1956,  including  tv  net- 
work and  uhf-vhf  probe.  Approved  by  Sen- 

ate Feb.  17,  1956. 

S  Res  241.  Cites  Herman  Liveright,  for- 
mer program  director  of  WDSU-TV  New 

Orleans,  for  contempt  of  Senate  for  refusal 
to  answer  questions  on  alleged  communist 
associations.  Passed  by  Senate  in  May  1956. 

IN  THE  HOUSE 

HR  177,  Rep.  Katherine  St.  George 
(R-N.  Y.).  Require  stations  to  investigate 
persons  and  groups  for  whom  contributions 
are  solicited  on  radio  and  tv  programs.  Died 
in  House  Commerce  Committee. 

HR  395,  Rep.  Harley  O.  Staggers 
(D-W.  Va.).  Create  nationwide  uniformity 
in  Daylight  Saving  Time.  Died  in  House 
Commerce  Committee. 

HR  524,  Rep.  Carl  Hinshaw  (R-Calif.). 
Designate  subscription  tv  and  theatre  tv  as 
common  carriers.  Died  in  House  Commerce 
Committee. 

HR  626,  Rep.  Emanuel  Celler  (D-N.  Y.). 
Prohibit  commercial  sponsorship  of  televised 

or  broadcast  coverage  of  congressional  hear- 
ings. Died  in  House  Commerce  Committee. 

HR  789,  Rep.  Kenneth  Keating  (R-N.  Y.). 
Anti-gambling  bill  (see  S  950,  S  1390,  S  J 
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GOVERNMENT 

Res  33).  Died  in  House  Commerce  Com- 
mittee. 

HR  3461,  Rep.  J.  Percy  Priest  (D-Tenn.). 
Anti-gambling  bill  (see  HR  789  and  similar 
Senate  bills).  Died  in  House  Commerce 
Committee. 

HR  3789,  Rep.  Edward  T.  Miller  (R- 
Md.).  Equal  time  rights  (see  S  771).  Hear- 

ings held  by  Harris  subcommittee.  Died  in 
House  Commerce  Committee. 

HR  4070,  Rep.  Frank  Ikard  (D-Tex.). 
Exempt  tv  sets  equipped  to  tune  all  uhf 
channels  from  10%  federal  excise  tax.  Con- 

sidered by  House  Ways  &  Means  Committee, 
but  not  acted  upon.  Treasury  Dept.  made 
unfavorable  report.  Died  in  committee. 
HR  4073,  Rep.  Kenneth  Keating  (R- 

N.Y.).  Anti-gambling  (see  HR  789,  HR 
3461  and  similar  Senate  bills).  Died  in 
House  Commerce  Committee. 

HR  4627,  Rep.  Eugene  Siler  (R-Ky.). 
Anti-alcohol  advertising  (see  S  923).  Hear- 

ing held  Feb.  16-17,  1956,  by  House  Com- 
merce Committee.  Died  in  committee. 

HR  4814,  Rep.  Edward  T.  Miller  (R- 
Md.).  Libel  relief  (see  S  1208).  Hearings 
held  by  Harris  subcommittee.  Died  in  House 
Commerce  Committee. 

HR  4903,  Independent  Offices  Supple- 
mental Appropriations  bill,  giving  FCC 

$85,000  to  maintain  its  staff  level  for  fiscal 
1955  to  work  on  applications  backlog. 
Approved  by  House,  Senate,  signed  by 
President. 

HR  5240,  Independent  Offices  Appropria- 
tions bill  for  fiscal  1956.  House  approved 

$170,000  increase  of  FCC  fiscal  1956  budget 
over  Budget  Bureau  recommendations,  in- 

cluding $90,000  for  work  on  applications 
backlog  and  $80,000  for  study  of  network 
broadcasting  industry.  Senate  approved 
House-passed  $6,870,000  figure  after  hear- 

ings by  Senate  Appropriations  Subcom- 
mittee. 

HR  5614,  Rep.  Priest.  Amend  Sec.  309 

(c)  "economic  protest"  provisions  of  Com- 
munications Act.  Hearings  held  by  House 

Commerce  Committee's  Harris  subcommit- 
tee and  on  identical  Senate  bill  (S  1648)  by 

Senate  Commerce  Committee.  Passed  by 
House  with  amendments  July  21,  1955. 
Approved  by  Senate  Jan.  12,  1956,  and 
enacted  into  law  Jan.  20. 

HR  5741,  Rep.  John  W.  Heselton 

(R-Mass.).  Provide  FCC  regulation  of 
amount  of  radio  and  tv  program  time  which 
may  be  devoted  to  advertising.  Died  in 
House  Commerce  Committee. 

HR  6631,  Rep.  Priest  (see  S  2128).  Died 
in  House  Commerce  Committee.  Hearings 
held  by  Harris  subcommittee. 

HR  6810,  Rep.  Oren  Harris  (D-Ark.). 
Implements  Stanton  proposal  on  time  for 
political  candidates  (see  S  2306).  Died  in 
House  Commerce  Committee.  Hearings 
held  by  Harris  subcommittee. 

HR  6899,  Rep.  Celler.  Prohibit  subscrip- 
tion forms  of  tv.  Died  in  House  Commerce 

Committee. 

HR  6913,  Rep.  Frank  Chelf  (D-Ky.). 
Deny  FCC  right  to  decide  subscription  tv 
question.  Died  in  House  Commerce  Com- 
mittee. 

HR  6968,  Rep.  John  V.  Beamer  (R-Ind.). 
Forbid  FCC  discrimination  against  news- 

paper ownership  of  radio-tv  facilities.  (Also 
see  S  2321).  Died  in  House  Commerce 
Committee.  Hearings  held  by  Harris  sub- 
committee. 

HR  6977,  Rep.  Harris  (see  HR  6968,  S 
2321). 

HR  7024,  Rep.  Richard  M.  Simpson 

(R-Pa.).  Exempt  radio  and  tv  sets  used  in 

business  from  10%  federal  excise  tax;  also 

radio  and  tv  components  used  in  manu- 
facture of  any  article.  Passed  by  House  and 

Senate,  enacted  into  law  in  August  1955. 
HR  7387,  Rep.  Sid  Simpson  (R-Ill.). 

Raise  FCC  salaries  from  $15,000  to  $22,- 
500.  Died  in  House  Post  Office  &  Civil 
Service  Committee. 

HR  7619,  Rep.  Tom  Murray  (D-Tenn.). 
Raise  FCC  salaries  from  $15,000  to  $19,000. 
Reported  to  House  floor  by  House  Post 
Office  &  Civil  Service  Committee.  House 
passed  first  session.  Senate  P.  O.  &  C.  S. 
Committee  held  hearings  and  Senate  passed, 
with  amendments  agreed  to  by  both  bodies, 
setting  FCC  salaries  at  $20,000  with  $20,500 
for  chairman. 

HR  7620,  Rep.  Edward  H.  Rees  (R- 
Kan.).  (Same  as  HR  7619.)  Died  in  House 
Post  Office  &  Civil  Service  Committee. 

HR  9739.  Independent  Offices  Appropria- 
tions Bill  for  fiscal  1957.  Provide  FCC  with 

$7,828,000  budget  for  fiscal  1957  and 
Federal  Trade  Commission  with  $5,550,000, 

with  understanding  FTC  will  increase  moni- 
toring of  radio-tv  commercials.  Passed  by 

House  and  Senate  and  signed  into  law  by 
President. 
HR  9762,  Rep.  Celler.  Give  Justice  Dept. 

authority  to  take  antitrust  action  against  in- 
dustries under  regulation  by  federal  agencies. 

Died  in  House  Judiciary  Committee. 
HR  10,217,  Rep.  Harris.  Same  as  S  4250. 

Died  in  House  Commerce  Committee. 

HR  10.341,  Rep.  Keating.  Similar  to  S 
3674.   Died  in  House  Judiciary  Committee. 

HR  10,418,  Rep.  Celler.  Same  as  S  3674. 
Died  in  House  Judiciary  Committee. 

HR  10,424,  Rep.  Carroll  Kearns  (R-Pa.). 
Same  as  S  3994.  Died  in  House  Ways  & 
Means  Committee. 

HR  10.524,  Rep.  Joseph  P.  O'Hara  (R- Minn.).  Same  as  S  3859.  Died  in  House 
Commerce  Committee. 

HR  10,529,  Rep.  Priest.  Give  equal  time 

privileges  to  presidential  and  vice  presi- 
dential candidates  for  nomination  and 

nominees  of  major  parties  and  deny  equal 
time  to  candidates  of  minority  and  splinter 
parties.  It  also  would  give  equal  time  to 
major  party  nominees  seeking  election  to 
Congress.  Died  in  House  Commerce  Com- mittee. 

HR  10.944,  Rep.  Don  Magnuson  (D- 
Wash.).  Require  FCC  to  license  tv  boosters 
and  reflectors.  Died  in  House  Commerce 
Committee.  (Several  other  congressmen 
also  introduced  identical  bills.) 

HR  11,150.  Rep.  Priest.  Same  as  S  3962. 
Died  in  House  Commerce  Committee. 

HR  11,473.  Splits  Joint  Senate-House 
Recording  Facility  (which  produces  low-cost 
tapes  and  films  for  congressmen  to  use  on 
home  state  radio  and  tv  stations)  into  sep- 

arate facilities  for  Senate  and  House.  Passed 

by  House  and  Senate. 
H  J  Res  138,  139,  identical  bills  by  Rep. 

Harris  and  Hinshaw  to  limit  radio-tv  an- 
tenna towers  to  1,000  feet.  Died  in  House 

Commerce  Committee.  Hearings  held  by 
Harris  subcommittee. 

H  Res  99,  Rep.  George  Meader  (R- 
Mich.).  Amend  House  rules  to  permit  broad- 

casting and  televising  of  House  committee 
public  hearings.  Hearings  held  and  bill 
turned  down  by  House  Rules  Committee. 
Died  in  committee. 

H  Res  449  &  450,  Rep.  Martha  W. 

Griffiths  (D-Mich.).  Authorize  radio-tv 
coverage  of  committee  and  chamber  public 
proceedings  in  House  of  Representatives. 
Died  in  House  Rules  Committee. 

Republic.  The  report,  published  in  June,  had 

charged  that  a  few  powerful  "clearance"  men  in 
New  York  have  the  power  to  make  many  per- 

sons unemployable  in  radio-tv  and  in  the  movies 
and  legitimate  theatre  by  maintaining  a  list  of 
such  persons  who  are  alleged  to  have  been 
affiliated  with  communist  or  communist  front 

organizations. 
The  House  group,  headed  by  Rep.  Francis 

Walter  (D-Pa.),  subjected  John  Cogley,  director 
of  the  report,  to  intense  questioning.  Also 
testifying  were  several  persons  named  in  the 

report  as  "clearance"  men.  All  the  latter  denied 
they  are  "clearance"  men,  but  said  they  have 
helped  persons  in  the  entertainment  industry  to 
"rehabilitate"  themselves.  This  "rehabilitation" 
comes  they  said,  after  such  a  person  acknowl- 

edges past  communist  associations  and  repudi- 
ates communism  by  a  written  statement  or  be- 
fore a  congressional  committee. 

During  testimony  Rep.  Walter  criticized  the 

report  as  "not  worth  the  paper  it's  printed  on." 
The  House  Un-American  Activities  Commit- 

tee had  held  hearings  in  August  1955  on  alleged 
communist  infiltration  of  the  radio-tv  industry 
and  other  entertainment  media,  and  afterward 
charged  that  active  Reds  still  are  members  of 
American  Federation  of  Tv  &  Radio  Artists. 

SENATE  INTERNAL  SECURITY  SUB- 
COMMITTEE 

This  Senate  group  on  March  20  questioned 
Herman  Liveright,  then  program  director  of 
WDSU-TV  New  Orleans,  on  alleged  Red  activ- 

ities. The  unit  recommended  that  Mr.  Liveright 
be  cited  for  contempt  of  Congress  after  he 
refused  to  answer  several  questions.  Mr.  Live- 
right  was  fired  by  WDSU-TV  and  later  was 
cited  by  the  Senate. 

SENATE  PERMANENT  INVESTIGATIONS 
COMMITTEE 

The  Senate  Investigations  Committe  sub- 
poenaed Murray  Chotiner,  Vice  President  Rich- 

ard Nixon's  former  campaign  manager,  and 
questioned  him  in  a  closed  session  about  alleged 
influence  in  the  government.  It  was  under- 

stood Mr.  Chotiner  was  questioned  among 

other  things  on  the  FCC's  grant  of  ch.  12  in 
Fresno,  Calif.,  to  KFRE  there. 

SENATE  POST  OFFICE  &  CIVIL  SERVICE 
COMMITTEE 

This  group  held  hearings  on  a  House-passed 
bill  (HR  7916)  to  raise  the  salaries  of  FCC 
members  and  other  top  government  officials 
(see  story,  page  54). 

Other  hearings  were  planned  but  never  held. 
These  included  a  proposed  hearing  by  the  Sen- 

ate Government  Operations  subcommittee  on  a 
bill  which,  among  other  things,  would  exempt 
radio-tv  stations  from  provisions  of  the  Federal 
Lobbying  Regulation  Act,  as  newspapers  and 
other  printed  media  are  at  present;  Senate  Small 
Business  subcommittee  on  problems  of  day- 

light broadcasters;  House  Commerce  Commit- 
tee on  a  bill  (HR  395)  to  create  uniform  laws 

regulating  Daylight  Saving  Time  over  the  na- 
tion. 

Hearings  during  the  first  session  of  the  84th 

Congress  included:  (1)  Senate  Juvenile  De- 
linquency Subcommittee,  on  tv  programs  as  a 

possible  factor  in  juvenile  delinquency,  with  a 
report  issued  calling  for  FCC  censorship  of  tv 
programming  and  other  measures;  (2)  Senate 
Elections  Subcommittee,  on  a  bill  (S-636)  to 
raise  legal  amount  political  committees  may 

spend  in  election  campaigns;  (3)  Senate  Com- 
merce Committee,  on  bill  to  amend  Sec.  309 

(c)  of  the  Communications  Act  (identical 
House  bill  enacted  last  January);  (4)  Senate 
Internal  Security  Subcommittee,  testimony  from 
CBS  newsman  Winston  Burdett  on  past  com- 

munist activities. 
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1955  TV  REVENUE  REACHES  $744.7  MILLION 
BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  8 

Miami,  Fla.,  ch.  10;  Seattle,  Wash.,  ch.  7; 
Jacksonville,  Fla.,  ch.  12;  Paducah,  Ky.,  ch. 
6;  Indianapolis,  Ind.,  ch.  13;  St.  Louis,  Mo., 
ch.  11;  Charlotte,  N.  C,  ch.  9;  Orlando,  Fla., 
ch.  9. 

AWAITING  ORAL  ARGUMENT:  8 
Boston,  Mass.,  ch.  5;  McKeesport,  Pa. 
(Pittsburgh),  ch.  4;  Buffalo,  N.  Y.,  ch.  7; 
Biloxi,  Miss.,  ch.  13;  San  Francisco-Oak- 

land, Calif.,  ch.  2;  Lead-Deadwood,  S.  D., 
ch.  5;  Pittsburgh,  Pa.,  ch.  11;  Coos  Bay, 
Ore.,  ch.  16. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, 
Mich.,  ch.  10. 

IN  HEARING:  3 
Beaumont-Port  Arthur,  Tex.,  ch.  4:  Che- 

boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 
3. 

Network  Regulations 

Not  Needed-Magnuson 
CHAIRMAN  Warren  G.  Magnuson  (D-Wash.) 
of  the  Senate  Commerce  Committee  said  last 
week  he  disagrees  with  Ohio  GOP  Sen.  John  W. 

Bricker's  position  that  networks  should  be  sub- 
ject to  regulation  by  the  FCC. 

Speaking  on  NBC's  Meet  the  Press  July  22, 
the  Washington  Democrat  said  he  felt  that  al- 

though "there  have  been  some  network  prac- 
tices that  are  subject  to  some  criticism,  I  think 

by  and  large  they  have  done  a  fairly  good  job 

in  this  country  giving  the  people  good  pro- 

grams." He  said  the  Senate  committee  hasn't  gone 
into  network  profit  figures  in  its  series  of  hear- 

ings in  the  84th  Congress,  but  that  the  net- 

works will  "submit  their  profit  figures  to  us  in 
writing  before  we  finish  our  investigation." 

Regarding  the  committtee's  interim  report 
supporting  the  FCC's  plan  eventually  to  switch 
all  tv  to  uhf,  Sen.  Magnuson  said  the  com- 

mittee is  recommending  that  the  10%  federal 
excise  tax  be  eliminated  from  all-channel  color 
tv  sets.  With  the  price  of  color  sets  steadily 
being  brought  down,  this  means  color  programs 
can  be  brought  to  the  owners  of  both  uhf  and 
vhf  sets,  he  said. 

He  said  the  committee  felt  color  tv  "will 
phase  into  the  national  television  picture  in  a 

period  of  3V2  to  4  years"  and  that  by  that  time 
a  black-and-white  set  "will  be  like  an  old  auto- 

mobile. The  color  sets  will  be  so  attractive  and 

low  you'll  probably  want  to  trade  it  in."  He 
added  that  NBC-TV  and  other  networks  are 

"having  more  and  more  programs  every  day  in 

color." Although  vhf-only  tv  sets  would  be  out- 

moded by  a  switch  to  uhf,  "that  will  come  in 
the  future,"  Sen.  Magnuson  said. 

Sen.  Magnuson,  who  is  chairman  of  the 
Senate  Appropriations  subcommittee  which 
added  funds  to  the  Federal  Trade  Commission 
budget  with  the  understanding  that  the  FTC 
will  increase  its  monitoring  of  radio  and  tv 

commercials,  said  he  thinks  "we've  been  very 
sucessful"  in  this  effort.  He  said  the  FTC  has 
monitored  "over  7000  [programs]  already.  The 
Better  Business  Bureaus  all  over  the  country 
have  been  working  in  cooperation  with  us  and 

1  think  that  it's  well  on  its  way  toward  being 
cleaned  up."  He  did  not  feel  legislation  is  nec- 

essary to  stop  overcommercialism  and  mislead- 
ing advertising  on  radio  and  tv. 
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FCC  revenue  figure  for  stations 

and  networks  is  $1  51 .7  million 

ahead  of  last  year.  Income 
reaches  $150.2  million. 

TELEVISION  broadcasters  took  in  $744.7 
million  in  revenues  in  1955,  the  FCC  reported 
Friday,  and  total  income  for  the  four  networks 
(DuMont  ceased  operating  as  a  network  in 
September  last  year)  and  437  stations  reached 
$150.2  million  before  payment  of  federal  in- 

come taxes. 

This  compares  with  total  1954  revenues  of 
$593  million  and  income  of  $90.3  million. 

Highlights: 
•  Twelve  of  the  pre-freeze  108  vhf  stations 

reported  losses  in  1955,  and  96  reported  profits. 
•  Of  the  187  post-freeze  vhf  stations  operat- 

ing for  a  full  year,  104  reported  profits,  80 
losses  and  in  the  case  of  three  no  data  was i'vailable. 

•  Of  the  92  post-freeze  v's  operating  all  year, 
28  reported  profits,  57  losses,  data  was  un- 

available from  seven.  However,  it  was  noted, 
two  of  the  profitable  stations  and  six  of  the 
loss  stations  ceased  operations  by  July  1,  1956. 

•  The  four  networks  and  their  16  owned 
stations  in  1955  took  in  $374  million  with  in- 

come of  $68  million,  compared  to  1954's  $306.7 million  revenues  and  $36.5  million  income. 

•  Four  stations,  all  vhf  pre-freeze  outlets, 
reported  revenues  of  over  $8  million;  five  of  the 
same  reported  revenues  of  between  $6  and  $8 
million;  10  between  $4  and  $6  million;  46  be- 

tween $2  and  $4  million;  38  between  $1  and  $2 
million,  and  one  between   $800,000   and  $1 

Table  1 

BROADCAST  REVENUES,  EXPENSES  AND  INCOME  OF  4  TELEVISION 
NETWORKS  AND  437  TV  STATIONS 

7955-1954 

TV  Networks  TV  Stations: 
All  Networks      Incl.  Owned        Pre-Freeze  Post-Freeze 
and  Stations         Stations  (All  VHF)  VHF  UHF 

Number  of  Networks  4'  4" 
Number  of  Stations  437  16*  93  225  103 

[Millions] 

Total  Broadcast  Revenues-1955  $744.7  $374.0  $230.0  $112.2  $28.5 
1954"  593.0  306.7  200.9  60.0  25.4 

Total  Broadcast  Expenses-1955  $594.5  $306.0  $148.1  $107.4  $33.0 
1954  502.7  270.2  133.3  63.8  35.4 

Broadcast  Income  (Before 

Federal  Income  Tax)-1955  $150.2  $68.0  $81.9  $4.8  ($45.) 
1954  90.3  36.5  67.6  (3.8)  (10.0) 

*  Includes  one  post-freeze  station  (UHF). 
:'  Three  networks  after  September  15,  1955,  when  DuMont  ceased  network  operations. 
b  1954  data  cover  4  networks  (including  16  owned  and  operated  stations);  92  pre-freeze,  and  302  post-freeze 

stations  (177  VHF  and  125  UHF). 
(    )  Denotes  loss. 

Table  2 

BROADCAST  FINANCIAL  DATA  OF  4  TELEVISION  NETWORKS  AND 
437  TELEVISION  STATIONS 

7955 
4  Networks  and  Total  4 
Their  16  Owned  421  Networks 
and  Operated  Other  TV  and  437 

Item                                                 TV  Stations1  Stations  TV  Stations1 
(1)                                                     (2)  (3)  (4) 

A.  Revenues  from  the  sale  of  time:  [Millions] 
1.  Network  time  sales: 

a.  Nation-wide  networks                               $225.7  $  83.0  $308.7 
b.  Miscellaneous  networks  and 
stations        0.2  0.2 
Total  network  time  sales                       225.7  83.2  308.9 

2.  Non-Network  time  sales  to: 

a.  National  and  regional 
advertisers                                             47.6  174.8  222.4 

b.  Local  advertisers                                        24.8  125.0  149.8 

Total  non-network  time  sales                   72.4  299.8  372.2 
Total  time  sales                                 298.1  383.0  681.1 

3.  Deduct— Commissions  to  agencies, 

representatives,  etc                                 57.92  50.8  108.7 Net  times  sales                                    240.2  332.2  572.4 
B.  Revenues  from  incidental  broadcast 

activities: 
Talent                                                         102.1  10.4     ̂   112.5 

Sundry  broadcast  revenues                             31.8  28.0  59.8 
Total  incidental  broadcast 

activities                                                    133.9  38.4  172.3 
Total  broadcast  revenues                               374.1  370.6  744.7 

C.  Total  broadcast  expenses  of 
networks  and  stations                                 306.0  288.5  594.5 

D.  Broadcast  income  before  Federal 

income  tax                                               $68.1  $82.1  $150.2 

1  Three  networks  after  September  15,  1955,  when  DuMont  ceased  network  operations. 
-Of  this  amount  $47.0  million  is  applicable  to  the  total  sale  of  network  time. 
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Table  4 

TV  STATIONS  CLASSIFIED  BY  VOLUME  OF  TOTAL  BROADCAST  REVENUES 

SHOWING  REPORTING  PROFIT  OR  LOSS 
7955 

[Stations  Operating  Full 
Year 

1955  Only] 

Pre- 

Freeze 
Post-feeze 

(All 

VHF) 

VHF 

UHF 
Tota  1  Broadcast  Revenues 

Profit Loss Profit 

Loss 
Profit 

Loss 

Over  $8,000,000 4 

6,000,000-8,000,000 5 
J     A  A  A     AAA       #     A  A  A     A  A  A 
4,000,000-6,000,000 

10 

A     AAA     AAA        i     AAA  AAA 
2,000,000-4,000,000 43 3 4 

1,000,000-2,000,000 33 5 

15 

3 1 1 

800,000-1,000,000 1 

26 

34 

6 17 

600,000-  800,000 2 17 5 6 2 

400,000-  600,000 1 

26 

21 10 7 

200,000-  400,000 1 12 2 1 

100,000-  200,000 3 

13 

2 10 

Less  than  100,000 1 4 1 19 

Total  Stations  operating 

full  year  1955 

96 

12 104 80 

28a 

57"
 

!1  Two  stations  in  this  group  ceased  operations  by  July  1,  1956. 
h  Six  stations  in  this  group  ceased  operations  by  July  1,  1956. 

Table  3 

TELEVISION  STATIONS  REPORTING  PROFIT 
OR  LOSS  CLASSIFIED  BY  FULL  YEAR 

OPERATION  AND  PART  YEAR 
OPERATION 

7955 

Pre-Freeze  Post-Freeze 
All  VHF      VHF      UHF  Total 

A.  Stations  in  operation  on 
December  31,  1955: 

Full  year  operation: 
Profit 

96 104 

28a 

228 

Loss 12 80 

57b
 

149 
Data  not 

available 3 7 
10 

Subtotal 108 187 
92 

387 
Part  year  operation: 

Profit 
10 

10 
Loss 31 6 

37 Data  not 
available 7 1 8 

Subtotal 
48 

7 55 

B.  Stations  in  opera- 
tion during  1955 

but  ceasing 

operations  prior 
to  December 

31,  1955  .24  24 

C.  Total  stations 

operating  all  or 
part  of  1955       108    235  123  466 

3  Two  stations  in  this  group  ceased  operations  by  July 
1,  1956. 

b  Six  stations  in  this  group  ceased  operations  by  July 
],  1956. 

million.  But,  three  pre-freeze,  vhf  outlets  with 
revenues  between  $2  and  $4  million  reported 
losses  and  five  having  revenues  of  between  $1 
and  $2  million  reported  losses. 

•  Four  post-freeze  vhf  stations  reported  re- 
venues between  $2  and  $4  million,  the  highest 

for  post-freeze  stations.  All  reported  profits. 
Two  post-freeze  uhf  outlets  reported  revenues 
between  $1  and  $2  million,  but  one  of  them 

reported  losses. 

N.  H.  to  Get  Educ.  Outlet 

If  Storer  WMUR-TV  Buy  0K#d STORER  BROADCASTING  Co.,  which  just 
three  weeks  ago  filed  for  FCC  approval  of  its 

purchase  of  New  Hampshire's  only  operating 
television  station — WMUR-TV  Manchester — 
has  offered  to  give  the  U.  of  New  Hampshire,  or 
the  state  itself,  a  complete  educational  tv  station, 
with  equipment  valued  at  about  $250,000.  The 
offer  hinges  on  FCC  approval  of  the  purchase. 

Also  filed  with  the  WMUR-TV  purchase  ap- 
plication, was  a  request  seeking  permission  to 

move  the  station's  transmitter  to  Georgetown 
Township,  Essex  County,  Mass.,  32  miles  south- 

east of  Manchester  (Manchester  is  48  airmiles 
from  Boston)  and  to  boost  power  to  maximum 
316  kw.  The  Greater  Boston  market  presently 

has  only  two  operating  v's. The  offer  came  as  a  result  of  a  conference 
between  New  Hampshire  Governor  Lane 
Dwinell,  George  B.  Storer,  president  of  Storer 
Broadcasting  Co.,  and  Norman  A.  Gittleson, 
executive  vice  president  of  WMUR-TV.  Storer 
said  that  when  and  if  its  WMUR-TV  purchase 
is  approved,  it  will  provide  equipment  and 
furnish  essential  engineering  supervision  and 
labor  necessary  to  install  an  educational  outlet 

at  Durham,  where  educational  ch.  11  is  alloc- 
ated. 

In  its  $850,000  purchase  of  ch.  9  WMUR-TV, 
Storer,  which  already  holds  the  maximum 
number  of  vhf  stations  currently  allowed  by 
the  FCC,  told  the  Commission  that  it  will  divest 

itself  of  one  of  its  existing  v's  "if  required  to 
do  so."  If  FCC  should  lift  the  limit  on  tv  station 

ownership  from  present  seven  (five  v's  two  u's), 
to  coverage  of  25%  of  population,  as  advocated 
by  Storer  and  in  pending  bills  in  Congress, 

necessity  of  selling  one  of  the  existing  v's  would be  obviated. 

Last  week's  announcement  marks  Storer's 
second  move  in  the  educational  tv  field.  WBIQ 
(TV)  Birmingham,  educational  outlet  operating 
on  ch.  10  with  30.9  kw,  was  built  in  part  with 

Storer's  contribution  of  $120,00  worth  of  equip- 
ment, including  transmitter,  antenna,  tower  and 

camera  chain.  The  New  Hampshire  gift  would 

be  the  present  WMUR-TV  gear,  it  was  under- 
stood. 

WGDA-B  •  ALBANY 

WAAM  •  BALTIMORE 

WBEN-TV  •  BUFFALO 

WJRT  •  FLINT 

WFMY-TV  •  GREENSBORO 

WTPA  •  HARRISBURG 

WDAF-TV  •  KANSAS  CITY 

WHAS-TV  •  LOUISVILLE 

WTMJ-TV  •  MILWAUKEE 

WMTW  •  MT.  WASHINGTON 

WRVA-TV  •  RICHMOND 

WSYR-TV  •  SYRACUSE 

Harrington,  Righter  and  Parsons,  Inc.  I  N™  York 
1  ■  Chicago 

The  only  exclusive  TV  national  representative  I  san  Francisco Atlanta 
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Come VVIIIb 

Media  Buyers 

Account  Executives 

Sales  Managers . . . 

to  HARTFORD 

■ 

.  .  .  why  almost  everyone  in  the  Hartford-New 

SEE 

Britain  Market  (third  richest  in  the  US. A.) 

k          considers  WKNB-TV  its  very  own  station. 

f    ...  why  WKNB-TV  packs  such  a  powerful  ad- 

vertising wallop  .  .  .  over  375,000  sets  .  .  . 

93%  saturation  in  Hartford  County. 

• 

WKNB  RADIO... 

the  leading  independent 

music-news-sports  station 

in  Hartford  County.  Broad- 

casts all  Yankee  games. 

• 

WKNB 
-TV 

STUDIO  AND  OFFICES 

WmL.   
WEST  HARTFORD,  CONN.  —  Represented  by  The  Boiling  Company,  Inc 
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WSAU-TV  k 
WAUSAU,  WIS.  mm  J\D 

CHANNEL/  
J Gives  North  Central  Wis. 

539,700 

population 

153,680  homes 

Represented  by: 
MEEKER  TV 

New  York,  Cht.,  Lot 
Angelet,  San.  Fron. 

V  HARRY  HYETT VMinn.  -  St.  Pool 

^Midland  Coop's 
shot  in  the  arm 

cost  them  only  $1.30 

per  thousand  viewers. 

STOCKHOLDERS: 

Newspapers: 

Wausau  Daily  Record  Herald 

Marshfield  News  Herald 

Wis.  Rapids  Daily  Tribune 

Merrill  Daily  Herald 

Rhinelander  Daily  News 

Antigo  Daily  Journal 

Radio  Stations: 

WSAU-WFHR-WATK 

OWNED  AND  OPERATED  BY 

WISCONSIN  VALLEY  TELEVISION  CORP. 

GOVERNMENT  • 

Broadcast  Wages  Are 

2nd  Highest  in  U.  S. 

BROADCAST  personnel  enjoy  the  second  high- 
est pay  level  in  all  American  industry,  accord- 
ing to  the  annual  wage-salary  report  of  the  U.  S. 

Dept.  of  Commerce.  Their  average  1955  pay  of 
$6,333  represents  14%  gain  since  1952. 

Only  group  having  a  higher  pay  scale  is  the 
security-commodity  broker  bracket,  where  av- 

erage 1955  earnings  were  $8,078.  Average  pay 
in  all  industry  was  $3,830. 

The  department  showed  these  average  earn- 
ings in  the  last  four  years:  1955,  74,000  radio- 

tv  employes  earned  $6,333  average;  1954,  72,- 
000  earned  $6,029;  1953,  65,000  earned  $5,889; 
1952,  61,000  earned  $5,559. 

Radio-tv  employes  were  paid  $465  million  in 
1955,  $456  million  of  it  in  wages  and  salaries; 
$430  million  in  1954,  $422  million  of  it  in 
wages  and  salaries;  $379  million  in  1953,  $371 
million  of  it  in  wages  and  salaries;  $335  million 

in  1952,  $328  million  of  it  in  wages  and  sal- 
aries. The  difference  between  total  and  wage- 

salary  payments  is  due  to  fringe  benefits. 
Fulltime  radio-tv  employes  numbered  72,000 

in  1955,  with  an  average  of  79,000  fulltime  and 
parttime  employes  compared  to  77,000  in  1954, 
70,000  in  1953  and  65,000  in  1952. 

Department  studies  show  radio-tv  broadcast- 

ing accounted  for  $612  million  of  the  nation's 
income  and  compares  with  $561  million  in  1954, 
$491  million  in  1953,  $429  million  in  1952. 

In  its  Survey  of  Current  Business,  the  de- 
partment found  that  the  public  paid  $664  mil- 

lion for  repairs  to  radio  and  tv  sets  and  $2,360 
million  for  new  radio-tv  sets,  musical  instru- 

ments and  phonograph  records.  The  public 
paid  $1,286  million  to  attend  motion  picture 
theatres  in  1955  compared  to  $1,284  million  in 
1952. 

FCC  Commissioners  Raise 

Sent  to  Ike  by  Congress 

THE  Senate  and  House  Thursday  adopted  the 
report  of  joint  conference  committee  on  HR 
7619 — the  Executive  Pay  Bill — clearing  it  for 
the  White  House.  The  measure  provides  in- 

creases in  the  salaries  of  FCC  members  and 

other  top  government  officials. 
The  House  agreed  to  a  Senate  amendment 

increasing  the  FCC  chairman's  salary  from 
$15,000  to  $20,500  and  the  other  six  FCC 
members  from  $15,000  to  $20,000.  The  bill  as 
originally  approved  by  the  House  had  provided 
salary  boosts  to  $19,000  for  both  the  FCC 
chairman  and  other  members. 

The  House  approved  the  bill  in  the  first 
session  of  the  84th  Congress  and  it  was  placed 
on  the  Senate  calendar,  where  it  remained  at 
the  end  of  the  first  session  after  several  senators 

objected  and  asked  for  a  hearing.  The  bill  was 
heard  by  the  Senate  Post  Office  &  Civil  Service 
Committee  [B»T,  July  9]  and  the  $20,500  and 
$20,000  figures  recommended.  The  Senate  ap- 

proved the  measure  as  amended  [At  Deadline, 
July  23]  and  the  bill  then  went  to  conference. 

WTIK,  KXXL  Sales  Filed; 

KDON  Goes  for  $225,000 

SALE  of  KDON  Salinas-Monterey,  Calif.,  for 
$225,000  was  announced  last  week.  Other 
ownership  developments  last  week  included  the 
filing  of  applications  seeking  FCC  approval  of 
sales  of  KXXL  Monterey,  Calif.,  for  $110,000 
and  of  WTIK  Durham,  N.  C,  for  $39,000. 

Sale  of  KDON  Salinas-Monterey,  subject  to 
usual  FCC  approval,  is  from  Frank  Oxarart 
and  Jack  Feldmann  to  Glenn  Sadler  and  Clark 

Fee.  Mr.  Sadler  is  president  of  KEED  Spring- 
field-Eugene, Ore.  Independent  KDON  oper- 

ates on  1460  kc  with  5  kw.  Broker  for  the  sale 
was  Albert  Zugsmith  Corp. 

KXXL  is  being  sold  by  Stephen  A.  Cisler  to 
Pacific  Ventures  Inc.  Mr.  Cisler  is  president- 
majority  stockholder  of  KEAR  San  Francisco, 
sale  of  which  to  Mid-American  Broadcasters  is 
pending  at  the  FCC.  Mr.  Cisler  is  also  50% 
owner  of  KXKX  San  Francisco,  50%  owner  of 

KIBS  Bishop,  Calif.,  and  holds  minority  inter- 
est in  KLMS  Lincoln,  Neb. 

Pacific  Ventures  principals  include  Norman 
H.  Biltz,  20.98%,  Dollar  Assoc.  Inc.,  9.20%, 

and  Morton  Downey,  1.84%,  singer-radio-tv 
entertainer.  Only  broadcast  connection  of  Pacific 
Ventures  is  through  minority  stockholder  H.  G. 
Wells  Jr.,  .92%,  former  vice  president  of  KOLO 

Reno  and  KORK  Las  Vegas.  KXXL  is  inde- 
pendent on  630  kc,  using  1  kw. 

WTIK  Durham  is  being  sold  by  Hugh  Holder 
to  Mid-Carolina  Broadcasting  Co.,  licensee  of 

WSAT  Salisbury,  N.  C.  C.  H.  Wentz  is  Mid- 
Carolina  principal.  WTIK  is  affiliated  with 
ABC  and  operates  on  1310  kc,  using  1  kw.  The 
sale  was  negotiated  by  Paul  H.  Chapman  Co., 
Atlanta  brokers. 

FCC  Orders  Reopening  of 

Beaumont,  Tex.,  Ch.  6  Case 

THE  Beaumont,  Tex.,  ch.  6  case,  turned  back 
to  the  FCC  last  December  by  the  U.  S.  Court 

of  Appeals  [B»T,  Jan.  2],  was  reopened  and 
remanded  to  the  hearing  examiner  by  FCC 
order  last  week.  In  two  other  contested  tv 

cases,  ch.  5  Bristol,  Va.  (WCYB-TV  grantee), 
and  ch.  10  KnoxviUe,  Tenn.  (WBIR-TV),  FCC 
denied  protests  by  the  losing  applicants  against 

grants  of  transmitter-site  changes. 
Crux  of  the  Beaumont  remand  deals  with  the 

prospective  ownership  change  in  KFDM-TV, 
which  received  the  final  grant  for  ch.  6,  when 

W.  P.  Hobby  {Houston  Patf-KPRC-AM-FM- 
TV  there),  following  the  final  decision,  ac- 

quired an  option  to  purchase  32.5%  of  KFDM- 
TV  stock.  Before  the  grant,  Mr.  Hobby  held 
an  option  to  buy  35%  of  KTRM  Beaumont, 
which  was  favored  for  ch.  6  in  an  initial  deci- 

sion. The  other  unsuccessful  applicant  was  the 

Enterprise  Co.  (KRIC-Beaumont  Enterprise and  Journal). 

In  the  Knoxville  (protestants  WNOX  Knox- 
viUe, Tennessee  Tv  Inc.)  and  Bristol  (protestant 

WOPI  Bristol)  cases  the  FCC  noted  the  protest- 
ants have  requests  pending  for  reconsidera- 

tion of  the  final  grants.  The  protestants  were 

not  parties  in  interest  to  the  permit  modifica- 
tions, the  Commission  said. 

Applications  Filed  for  Tvs 

In  Michigan,  North  Carolina 
APPLICATIONS  for  new  television  stations 

were  filed  at  the  FCC  last  week  by  Stevens- 
Wismer  Broadcasting  Co.  for  Port  Huron, 
Mich.,  ch.  34,  and  United  Broadcasting  Co.  for 
Wilmington,  N.  C,  ch.  3. 

Stevens-Wismer  is  licensee  of  WHLS  Port 

Huron  and  WLEW  Bad  Axe,  both  Mich.  Prin- 
cipals are  H.  L.  Stevens  and  John  F.  Wismer. 

Wilmington,  N.  C,  ch.  3  was  formerly  held 
by  WTHT  (TV),  which  was  deleted  by  the  FCC 
in  June  for  failure  to  prosecute.  United  prin- 

cipal is  President  Richard  Eaton.  Richard 
Eaton  stations  are  WOOK,  WFAN  (FM)  Wash- 

ington, D.  C.  (cp  for  ch.  14  WOOK-TV);  WSID 
Baltimore,  Md.  (cp  for  ch.  18  WTLF  [TV] 
there);  WACH  Newport  News,  Va.  (cp  for 
ch.  33  WACH-TV);  WARK  Hagerstown,  Md.; 
WANT  Richmond,  Va.;  WJMO  Cleveland, 
Ohio;  WINX  Rockville,  Md. 
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YOU  MIGHT  GET  A  PERFECT  BRIDGE  HAND*- 

BUT 

6-COUNTY  PULSE  REPORT 

KALAMAZOO-BATTLE  CREEK  AREA— MARCH,  1956 
SHARE  OF  AUDIENCE  MONDAY-FRIDAY 

6  a.m. 
12  noon 

1  2  noon 
6  p.m. 

6  p.m. midnight 

WKZO 
37% 34% 32% 

Station  B 19 
19 

19 

Station  C 8 9 9 

Station  D 7 7 7 

Others 
29 

31 32 

Sets-ln-Use 

23.0% 
23.0% 19.4% 

NOTE:  Battle  Creek's  home  county  (Calhoun)  was  included 
in  this  Pulse  sampling,  and  provided  30%  of  all  interviews. 
The  other  five  counties:  Allegan,  Barry,  Kalamazoo,  St. 
Joseph  and  Van  Buren. 

WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  — LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  — PEORIA,  ILLINOIS 

YOU  NEED  WKZO  RADIO 

TO  MAKE  YOUR  BID 

IN  KALAMAZOO-BATTLE  CREEK 

AND  GREATER  WESTERN  MICHIGAN! 

For  really  grand-slam  results  in  Western  Michigan,  use  the 

5000-watt  voice  of  WKZO— CBS  Radio  for  Kalamazoo-Battle 

Creek  and  Greater  Western  Michigan. 

Pulse  figures,  left,  tell  the  story.  WKZO  leads  in  all  72  quarter 

hours — actually  gets  more  than  any  other  TW  O  stations  in  the 
area  combined ! 

Avery-Knodel  can  give  you  all  the  facts. 

CBS  Radio  for  Kalamazoo-Battle  Creek 

and  Greater  Western  Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

*The  mathematical  odds  against  it,  however,  are  635,013,559,600  to  1! 
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RKO  Teleradio  Pictures 

Outlines  New  Video  Policy 

RKO  Teleradio  Pictures  Inc.  last  week  disclosed 
details  of  a  new  television  policy  under  which 

a  central  executive  staff  will  supervise  the  ac- 

quisition of  filmed  properties  for  the  company's owned  television  stations;  acquire  new  tv  film 

properties  for  distribution  by  the  company's 
film  syndication  division,  and  cooperate  with 
RKO  production  executives  on  new  properties 
to  be  produced  for  tv. 

The  announcement  of  the  new  system  of  op- 
eration was  made  by  Board  Chairman  Thomas 

F.  O'Neil  in  New  York,  following  talks  with 
headquarters  executives  and  division  officers 

representing  the  company's  six  tv  stations,  its 
film  syndication  division  and  RKO  Radio  Pic- 

tures. Previously,  RKO  Teleradio  separate  units 
had  engaged  in  tv  operations  virtually  on  an 
independent  basis. 
Commenting  on  the  move,  Robert  Manby, 

vice  president  of  RKO  Teleradio  Pictures  said: 

"This  move  represents  further  integration  of  the 
various  activities  relating  to  television  film  in 
which  this  company  is  now  engaged.  While 
this  overall  activity  will  ultimately  be  formal- 

ized in  an  operating  department,  development 
of  the  methods  of  operations  for  purchasing, 

selling,  production  and  planning  will  go  for- 
ward under  the  direction  of  Peter  M.  Robeck. 

together  with  Arnold  Kaufman  and  Bill  Finkel- 

dey." 

Mr.  Manby  also  announced  that  two  new 
film  properties  have  been  added  to  the  RKO 
Teleradio  tv  film  catalogue.  They  are  The  Big 

Idea,  a  half-hour  program  created  by  Donn 
Bennett  and  currently  in  production  at  the 
RKO  Pathe  studio  in  New  York,  and  War  in 
the  Air,  a  half-hour  program  detailing  the 
story  of  air  power  in  World  War  II,  which  was 
produced  in  London  in  cooperation  with  the 
Allied  Air  Forces. 

TPA  Names  Manny  Reiner 

As  Head    of  European  Sales 

APPOINTMENT  of  Manny  Reiner  as  Euro- 
pean sales  manager  of  Television  Programs  of 

America,  New  York,  was  announced  last  week 

by  Michael  M.  Sillerman,  executive  vice  presi- 
dent of  TPA.  Mr.  Reiner  will  fly  to  Europe 

Thursday  for  a  six-  to  eight-week  sales  trip, 
covering  the  United  Kingdom  and  such  markets 
as  Paris,  Brussels,  Amsterdam,  Frankfort, 
Copenhagen,  Stockholm,  Rome  and  Geneva. 

Mr.  Reiner,  who  has  had  a  long  background 
in  the  motion  picture  field,  served  most  recently 
as  general  sales  manager  of  IFE  Releasing 
Corp.  (Italian  film  export).  He  started  in  the 
motion  picture  industry  in  1933  with  Warner 
Bros,  and  has  served  in  sales  and  production 

capacities  with  Metro-Goldwyn-Mayer,  Mono- 
gram Pictures,  Paramount  Pictures  and  David 

O.  Selznick  Enterprises.  From  1950-53  he  was 
with  Louis  G.  Cowan  Inc.  (now  Entertainment 

Productions  Inc.),  radio-tv  producers,  as  sales 
manager. 

NBC  Subsidiary  Changes  Name 

As  Result  of  Its  Expansion 

CHANGE  in  name  of  the  Kagran  Corp.  to 
California  National  Productions  Inc.  was  an- 

nounced last  week  by  Alan  W.  Livingston, 
president,  who  said  the  move  was  undertaken 
to  highlight  the  expanding  activities  of  the  NBC 
subsidiary  in  the  area  of  television  film  pro- 

duction, distribution,  merchandising  and  related 
enterprises. 

California  National  Productions  Inc.,  accord- 

ing to  Mr.  Livingston,  now  encompasses  the 
California  National  Studios,  including  a  fully- 
manned  production  staff;  NBC  Television 
Films,  world-wide  syndication  and  network 
sales  organization;  the  NBC  Theatrical  Divi- 

sion, which  administers  the  NBC  Television 
Opera  Theatre  and  the  new  NBC  (touring) 

Opera  Company,  and  the  merchandising  divi- sion. 

Mr.  Livingston  revealed  that,  at  California 

National's  newly-acquired  sound  stages,  two 
film  series — The  Life  of  Riley  and  The  Adven- 

tures of  Hiram  Holliday — already  are  in  pro- 
duction. He  said  filming  will  begin  shortly 

on  six  new  pilots,  four  for  national  sponsorship 
and  two  for  syndication.  Mr.  Livingston  added 
that  co-production  arrangements  are  being 
negotiated  with  producers  in  England,  Italy  and 
Mexico,  as  well  as  in  the  U.  S. 

Mr.  Livingston  will  make  his  headquarters 

in  Hollywood.  The  company's  activities  orig- 
inating in  New  York  will  be  under  the  direction 

of  Robert  D.  Levitt,  recently  appointed  general 
manager  of  California  National  Productions. 

Five  Advertisers  Sign 

For  Ziv's  'Dr.  Christian1 
FIVE  regional  television  advertisers  have  signed 

to  sponsor  Ziv  Television  Programs'  new  half- hour  tv  film  series,  Dr.  Christian,  in  a  total  of 
31  markets,  it  was  announced  last  week  by 
M.  J.  Rifkin,  Ziv  Tv  vice  president  in  charge 

of  sales. 
Lee  Optical  Co.,  an  optometry  chain  in  the 

southwest,  has  bought  the  series  in  14  Texas 
markets,  plus  Mobile,  Ala.  S  &  W  Fine  Foods, 
San  Francisco,  through  Foote,  Cone  &  Belding, 
San  Francisco,  has  signed  for  10  Pacific  Coast 
markets,  and  C.  F.  Mueller  Co.  (macaroni  prod- 

ucts), Jersey  City,  through  Beck  &  Werner, 
New  York,  has  purchased  the  series  in  New 
York,  Boston  and  Philadelphia.  Hospital  Service 
Corp.  (Blue  Cross)  has  signed  for  Dr.  Christian 
in  Buffalo  and  Sealy  Inc.  (mattresses),  Chicago, 
through  Weiss  &  Geller,  in  Toledo  and  Lima, 
Ohio. 

Warner  Bros.  Inc.  Closing 

Its  Newsreel  Subsidiary 

WARNER  BROS.  Inc.  reported  last  week  that 
it  is  discontinuing  its  newsreel  subsidiary, 
Warner  News  Inc.,  with  the  last  newsreel  to  be 
distributed  on  Aug.  23. 

Although  Warner  Bros,  had  not  effected  a 
television  tie-up  for  its  newsreel,  such  as  20th 
Century  Fox  with  Movietone,  there  was  spec- 

ulation that  the  Warner  News  Inc.  library  of 
films  and  special  subjects  might  be  sold  to  a 
tv  network.  A  spokesman  said  the  company 
also  is  trying  to  sell  the  entire  operation  to  a 
buyer  who  possibly  could  operate  it  as  a  service 
exclusively  to  the  tv  field. 

UPA  Announces  Expansion 

UPA  PICTURES  Inc.,  Burbank,  Calif.,  has 

expanded  its  tv  commercial  production  de- 
partment, calling  for  the  increase  of  production 

facilities  and  personnel,  President  Stephen  Bo- 
sustow  announced  last  week.  In  line  with  the 

expansion,  Peter  De  Negro,  former  San  Fran- 

cisco agency  executive,  has  been  named  UPA's west  coast  sales  manager.  He  will  headquarter 
in  Burbank  and  work  with  Herbert  Klynn,  tv 

department  supervisor. 
UPA  also  announced  the  addition  of  two 

services  to  its  tv  commercial  operations.  These 
include  six  syndicated  spots  for  national  and 

regional  use  and  special  tv  spot  series  for  ter- 
ritorial leasing  to  agencies  and  clients,  geared 

to  specific  local-level  sales  requirements. 
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WBAP-TV  53  COUNTY  MARKET  TOTALS 

POPULATION   -  2,671,900 
FAMILIES    811,400 
1955  EFFECTIVE  BUYING  INCOME 
(NET  DOLLARS)   -  $4,012,343,000 

1955  EFFECTIVE  BUYING  INCOME 
PER  FAMILY  (NET)  _  3,495 

1955  RETAIL  SALES    3,188,047,000 
FARM  POPULATION     397,400 
NUMBER  OF  FARMS   _   100,934 
GROSS  FARM   INCOME     425,349,000 

Source:  Sales  Management  Survey  of  Buying  Power, 
May  10,  1956 

Standard  Rate  &  Data  Service  Inc. 

May  10,  1956 

FORT  WORTH  &  DALLAS 

METROPOLITAN  MARKETS 

CITY    GRADE  SERVICE 

48  RICH 

TEXAS  COUNTIES 

WBAP-TV  Land  —  a  luxuriant  53-county  area  in 
North  Central  Texas  and  Southern  Oklahoma,  cen- 

tered around  two  great  metropolitan  areas,  Fort 
Worth  and  Dallas  .  .  .  rich  in  natural  resources 

and  friendly  progressive  people  who  have  the  money 

to  buy  your  product.  WBAP-TV  Land  —  top  in- 
dustrial market,  busy  producing  automobiles,  air- 

craft, work  clothes,  the  latest  in  women's  fashions, 
a  variety  of  foods,  and  countless  other  articles  in 

light  and  heavy  industry.  WBAP-TV  Land  —  popu- 
lated by  easy  going,  informal  folks  who  believe  in 

doing  big  things  to  uphold  the  tradition  of  the 

biggest  state!  Southwesterners  like  comfort  —  are 
ready  to  buy  what  they  want. 

WBAP-TV  Land  -  NUMBER  ONE  MARKET 

IN  THE  SOUTH 

WBAP-TV  is  the  pioneer  station  of  the 
South,  serving  53  counties  with  maximum 

power  of  100,000  watts  on  low-band  chan- 
nel 5  —  as  powerful  as  any  television  station 

in  the  United  States.  The  antenna  towering 

1,113  feet  in  the  air  is  strategically  located 

between  the  Fort  Worth  and  Dallas  sky- 
lines. In  addition  to  offering  the  largest 

studio  facilities  in  the  Southwest,  WBAP- 
TV  is  the  only  station  in  the  area  offering 

complete  COLOR  telecasting  facilities. 
WBAP-TV  delivers  top  quality  programs 

from  both  NBC-TV  and  ABC-TV  Networks 

combined,  plus  outstanding  live  studio  pre- 
sentations —  including  award-winning  News 

and  Weather  programs. 

Plus  5  Counties  in  Oklahoma 

BAP 

THE  STAR-TELEGRAM  STATION  •  abc-nbc  •   FORT  WORTH,  TEXAS 

I 
AMON  CARTER 

Founder 
AMON  CARTER,  JR. 

President 
GEORGE  CRANSTON 

Manager 

PETERS,  GRIFFIN,  WOODWARD,  Inc.-National  Representatives 

HAROLD  HOUGH 
Director 

Broadcasting Telecasting 

ROY  BACUS 
Commercial  Manager 

July  30,  1956    •    Page  57 



FILM NETWORKS 

Moore  to  Head  Sales 

For  CBS-TV  Film  Sales 

PROMOTION  of  Thomas  W.  Moore  from  man- 

ager of  the  Los  Angeles  office  to  general  sales 

manager  of  CBS-TV  Film  Sales  was  announced 

last  week  by  Leslie  T.  Harris,  vice  president  and 

general  manager  of  the  company.  Mr.  Moore 
succeeds  Wilbur  S.  Edwards,  who  has  resigned 

to  join  Encyclopaedia  Britannica  Films  as  di- rector of  distribution. 

Mr.  Moore,  who  will  assume  his  new  duties 

in  New  York  on  Aug.  13,  joined  CBS-TV  Film 

Sales  in  1952  when  the  unit  opened  a  Los  An- 
geles sales  office.  Previously,  he  had  been  vice 

president  and  director  of  advertising  and  pub- 
lic relations  for  Forest  Lawn  Memorial  Park, 

Los  Angeles,  and  with  the  advertising  depart- 
ment of  the  Meridian  (Miss.)  Star. 

Film  Production  Firm  Set  Up 

In  Texas  by  Carrillo,  Tanco 

HOLLYWOOD  actor  Leo  Carrillo  and  tv  pro- 
ducer Felix  Tanco  are  incorporating  a  Texas 

production  firm  to  be  known  as  Film  Corp.  of 
America,  which  will  headquarter  in  Dallas 
where  it  plans  to  construct  a  $2  million  studio 
to  be  available  to  independent  tv  film  and  mo- 

tion picture  producers.  The  new  firm  also  would 

produce  its  own  films  and  plans  eventual  cap- 
italization of  between  $5  and  $10  milion. 

Members  of  the  board  in  addition  to  Messrs. 
Carrillo  and  Tanco  will  include  E.  A.  Hicks, 

owner  of  Mayan  Dude  Ranch,  where  a  "movie 
town"  already  has  been  constructed;  Fred 
Meyers,  American  Releasing  Co.;  Maurice 
Beck,  of  Texas  Rassling;  Harry  Preston,  writer, 

and  Larry  Gianneschi,  Big  "D"  Film  Labs. 

FILM  DISTRIBUTION 

Max  &  Arthur  Alexander,  Hollywood  film  dis- 
tribution firm,  syndicating  Big  Town  series 

under  new  title,  Byline — Steve  Wilson.  Mark 
Stevens  is  star  and  producer  of  39  films  seen  on 
NBC-TV  Tuesday  nights. 

Louis  de  Rochemont  Assoc.,  N.  Y.,  distributing 
new  quarter-hour  filmed  sport  series,  Field  & 
Stream  produced  by  Field  &  Stream  Magazine. 
Series,  designed  for  family  audience,  is  having 
trial  run  on  KDKA-TV  Pittsburgh  under  spon- 

sorship of  Carling  Brewing  Co. 

FILM  SALES 

CBS  Television  Film  Sales,  N.  Y.,  has  sold 
CBS  Newsfilm  service  to  KOTV  (TV)  Tulsa, 

WRGB  (TV)  Schenectady  and  YVLV-TV 
Caracas,  Venezuela. 

Guild  Films  Co.,  N.  Y.,  reports  five  new  sales 
each  on  /  Spy  and  Confidential  File  tv  film 
series  and  seven  renewals  on  Liberace  Show. 

INS  Television  Dept.,  N.  Y„  has  sold  This 

Week  in  Sports  to  WITV  (TV)  Fort  Lauder- 
dale, Fla.,  and  Telenews  daily  film  service  to 

WCKT-TV  Miami. 

FILM  PEOPLE 

Glenn  H.  Dorsey,  Motion  Picture  Adv.  Service, 
New  Orleans,  to  Reela  Films  Inc.,  Miami,  Fla., 
as  chief  engineer. 

Nita  Nagler,  Pyramid  Productions,  N.  Y.,  tv 
film  producer,  named  administrative  assistant  to 
sales  department  of  Guild  Films  Co.,  N.  Y. 

Harold  W.  Fish,  60,  assistant  to  president  of 
Wilding  Pictures  Productions  Inc.,  Chicago  tv 
and  motion  picture  firm,  died  July  19  after  25 
years  service  with  company. 

NBC  RADIO  BEGINS 

'BANDSTAND'  TODAY 

Opening  program  in  morning 

successor  to  'Weekday'  to  have 

James  C.  Petrillo  leading  'all- 
star'  band.  Half-hour  session 

to  be  simulcast  by  NBC-TV. 

NBC  RADIO'S  new  two-hour  NBC  Bandstand 
program,  morning  successor  to  Weekday  [B»T, 
July  2  et  seq.],  gets  underway  today  (Mon.) 
with  at  least  four  participating  sponsors  and 
with  James  C.  Petrillo,  president  of  American 

Federation  of  Musicians,  in  the  role  of  band- 
leader. 

Charles  T.  Ayres,  vice  president  in  charge 
of  the  radio  network,  said  Miles  Labs,  Warner- 
Hudnut  (for  Quick  home  permanent),  Manhat- 

tan soap,  and  Realemon  already  had  signed  for 
participations  in  Bandstand  and  that  a  number 

of  others  are  "interested."  The  program  is  sold 
in  the  same  manner  as  its  controversial  prede- 

cessor Weekday — in  participations  of  60  sec- 
onds, 30  seconds,  and  6  seconds. 

Mr.  Ayres  listed  the  starting  sponsors  at  a 
Tuesday  news  conference  at  which  he  and  other 
NBC  key  officials  spelled  out  plans  for  the  new 
series  and  the  thinking  behind  it. 

William  R.  (Billy)  Goodheart  Jr.,  co-founder 
and  former  executive  vice  president  of  Music 

Corp.  of  America,  who  joined  NBC  as  a  con- 
sultant last  May  and  is  credited  with  the  idea 

for  Bandstand,  revealed  that  AFM  Chief  Pet- 

rillo will  participate  as  a  bandleader  in  today's kickoff  program. 

Mr.  Petrillo,  described  as  "enthusiastic" about  the  Bandstand  concept  of  presenting 
name  bands  in  a  daily  two-hour  live  program, 
volunteered  to  appear  on  the  opening  show, 

Mr.  Goodheart  said.  The  union  chief  will  "con- 
duct" a  group  of  top-name  bandleaders  in  a 

medley  of  their  most  popular  tunes.  Bandlead- 
ers slated  to  play  under  his  baton  include  Guy 

Lombardo,  Tommy  and  Jimmy  Dorsey,  Ted 

Lewis,  Carmen  Cavallaro,  Russ  Morgan,  John- 
ny Long,  and  Larry  Clinton. 
Bandstand  will  be  heard  at  10  a.m.  to  12 

noon  EDT,  Mondays  through  Fridays.  The 

10:30-11  a.m.  segment  each  day  will  be  simul- 
cast by  NBC-TV.  The  Petrillo  ensemble  will 

appear  on  this  simulcast  portion  today. 
The  tv  portion  is  as  yet  unsponsored,  Mr. 

Ayres  said. 
Explaining  the  Bandstand  concept,  Mr.  Good- 

heart  asserted  his  view  that  the  "band  business" 
is  in  the  process  of  recapturing  the  national 
interest  it  held  some  20  years  ago.  The  new 

NBC  program,  he  said,  is  designed  to  contrib- 
ute to  the  revival  as  well  as  capitalize  on  it. 

Other  NBC  officials  on  hand  for  the  news 
conference  included  Board  Chairman  Sylvester 

L.  (Pat)  Weaver  Jr.,  who  stressed  that  Band- 
stand will  be  much  more  than  "a  big  disc 

jockey  show";  President  Robert  W.  Sarnoff, 
and  Kenneth  W.  Bilby,  public  relations  vice 
president.  Guy  Lombardo  and  his  orchestra, 

which  will  be  featured  on  the  opening  week's 
shows,  also  were  on  hand.  Mr.  Lombardo  saw 

Bandstand  as8  another  strong  indication  of  the 
growing  popularity  of  dance  orchestras. 

Mr.  Bilby  said  affiliates'  support  of  a  co- 
operative advertising  campaign  in  behalf  of 

Bandstand  was  stronger  than  in  the  case  of  a 

similar  campaign  in  Monitor's  early  days,  and 
Mr.  Ayres  said  station  clearance  for  the  pro- 

gram has  been  "excellent." 
Bert  Parks  is  permanent  M.C.  for  the  two- 

hour  series.  Songwriter  Johnny  Mercer  will 

appear  as  "Mr.  Music"  during  the  first  week, 
with  other  music  figures  alternating  in  this 

role  in  succeeding  weeks.  Bands  scheduled  to 

appear  daily  during  opening  week  are  those  of 
Mr.  Lombardo,  Tommy  and  Jimmy  Dorsey, 

Wayne  King,  and  Freddy  Martin.  Different 
bands  will  be  slated  approximately  every  two 
weeks  after  the  series  begins. 

Bandstand  replaces  the  morning  portion  of 

Weekday,  but  a  new  lineup  of  dramatic  pro- 
grams will  take  over  the  afternoon  portion, 

also  starting  today  [B»T,  July  23].  Weekday, 
which  wound  up  its  run  last  Friday,  has  been 
carried  at  10-12  noon  and  2-3:30  p.m.  The 
new  afternoon  lineup  will  start  at  3  p.m.,  mean- 

ing that  there  now  will  be  no  network  service 
from  noon  to  3,  instead  of  noon  to  2  p.m.  as 
under  Weekday. 

WHK  SUCCEEDS  KYW 

AS  NBC  AFFILIATE 

Cleveland  station  is  first  to  fill 

gap  created  by  disaffiliation 
of  Westinghouse  stations  from 

network  this  month. 

FIRST  hole  punched  in  the  NBC  Radio  Net- 
work lineup  by  the  disaffiliation  of  Westing- 

house  stations  was  plugged  late  last  week  by 
the  signing  of  WHK  Cleveland  as  an  NBC 
affiliate  in  that  area  [Closed  Circuit,  July  23]. 

NBC  announced  the  signing  on  Friday. 
Officials  said  it  becomes  effective  today  (Mon.) 

in  part. 
They  said  WHK  will  begin  carrying  parts 

of  the  new  NBC  Bandstand  series  and  parts 
of  the  new  afternoon  lineup  when  those  new 
network  fetaures  are  launched  today  (see  story, 

this  page).  It  will  begin  carrying  NBC  night- 
time programs  on  Aug.  26,  effective  date  for 

WBC  stations'  dropping  of  NBC  nighttime 
programming.  The  WBC  outlets  quit  carrying 
NBC  daytime  programs  as  of  July  16. 

WHK,  which  is  celebrating  its  35th  anni- 
versary this  year,  is  a  longtime  affiliate — and 

also  a  minority  stockholder — of  Mutual.  Effect 
of  the  NBC  signing  on  its  MBS  affiliation  could 
not  be  determined  immediately. 

WHK,  which  replaces  Westinghouse's  50  kw KYW  Cleveland  in  the  NBC  lineup,  is  licensed 
to  the  Forest  City  Pub.  Co.  (Cleveland  Plain 
Dealer  and  News).  It  operates  on  1420  kc  with 
5  kw.  Sterling  E.  Graham  is  president,  and 
Kenneth  H.  Kackathorn  is  general  manager. 

NBC  meanwhile  was  still  searching  for  new 

affiliates  to  replace  the  three  other  WBC  defec- 
tions: KDKA  Pittsburgh,  WBZ  Boston,  and 

WOWO  Fort  Wayne.   These,  too,  are  50  kw. 
The  four  WBC  stations  pulled  out  of  the 

NBC  lineup  in  a  disagreement  over  network 
programming  policies.  WBC  maintained  that 
neither  NBC  nor  any  other  network  is  provid- 

ing the  kind  of  radio  programming  that  "meets 
the  requirements  of  radio  as  it  now  exists."  So these  four  WBC  stations  moved  to  independent 
status  (a  fifth,  KEX  Portland,  Ore.,  is  still 
affiliated  with  ABC). 

Meanwhile,  WBC  cited  its  stations'  coverage 
of  news  developments  last  week  as  a  sample 
of  how  they  intend  to  keep  their  audiences 

abreast  of  national  news  under  their  new  "home 
town"  programming  concept. 

WBZ  newsmen,  they  said,  were  the  first  to 
tell  Gov.  Christian  A.  Herter  that  Harold 
Stassen  had  tossed  a  political  bombshell  by 
recommending  him  over  Richard  A.  Nixon  for 
GOP  vice  presidential  candidate.  They  said 

WBZ  also  predicted  Gov.  Herter's  announce- ment that  he  himself  would  nominate  Mr. 
Nixon,  and  then  relayed  the  prediction  to  other 
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We  have  a  little  announcement 

for  a  few  select  friends: 

All  Network  Sponsored  Progroms 
10:00  AM-12:00  Noon  (NYT),  M-F 

(Common  Morning  Network  Option  Time) 

Nielsen  Average 
Audience  Rating 

ABC  Radio  2.7 

Network  B*  2.3 
Network  C  1.8 
Network  D  1.3 

Homes  Reoched 
Per  Average  Minute 

1,277,000 
1,088,000 
851,000 
615,000 

*The  cosf  efficiency  margin  over  the  other  networks  is 
even  greater. 

ABC's  Morning  Drama 

Bloc  outrates  all  competition,  by  an  average  margin  of  50% 

according  to  Nielsen's  latest  radio  report. *  Incidentally,  twice 
as  many  homes  tune  to  radio  in  the  morning  as  tune  to  tele- 

vision according  to  Nielsen.  You're  free  to  draw  your  own 
conclusions.  The  one  we  draw  is  this:  you  get  more  (homes) 

for  less  (cost  per  commercial  minute)  on  ABC  Morning  Radio 

—  Breakfast  Club,  My  True  Story,  When  a  Girl  Marries, 

Whispering  Streets,  Grand  Central  Station,  The  Jack-  Paar 
Show.  For  full  facts,  call  your  ABC  Radio  representative. 
t-V ieisen,  June  II.  ABC  advantage  in  previous  report  was  47*%}- 

ABC    Radio  Network 
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WBC  stations.  Other  Westinghouse  outlets  also 

were  given  a  recorded  telephone  interview  con- 
ducted by  WBZ  with  Mr.  Stassen. 

Donald  H.  McGannon,  WBC  president,  also 

has  announced  that  three  of  WBC's  top  news- 
men— News  Directors  Rod  MacLeish  of  WBZ, 

Sanford  Markey  of  KYW,  and  Jim  Snyder  of 
KDKA — will  provide  Westinghouse  stations 
with  regular  on-the-scene  reports,  interviews, 
bulletins  and  features  from  the  Democratic  and 
Republican  national  conventions  next  month. 

WLW  Affilation  With  NBC 

To  Continue,  Says  Dunville 

WLW  Cincinnati  conceivably  may  carry  addi- 
tional ABC  and  Mutual  radio  shows  in  the 

future  but  this  will  not  affect  WLW's  NBC 
affiliation  or  mean  that  the  station  is  changing 
affiliation,  WLW  President  Robert  E.  Dunville 
said  last  week. 

The  continuing  WLW-NBC  affiliation  was 
emphasized  in  a  statement  reporting  that  WLW 
last  Monday  began  carrying,  on  a  delayed 
basis,  an  hour-long  block  of  three  ABC  Radio 
dramas  in  addition  to  its  presentation  of 
the  ABC  Breakfast  Club  [B»T,  July  23].  This, 

he  said,  in  no  way  affects  WLW's  continuing 
to  carry  NBC  programs.  WLW  will  carry  part 
of  the  new  NBC  Bandstand  program  and  at 
least  part  of  the  new  afternoon  schedule. 

Mr.  Dunville  also  reported  that  the  station 
currently  is  developing  plans  for  several  new 

local  programs  designed  to  meet  "the  modern 
demand"  of  radio  in  the  WLW  area. 

If  other  ABC  or  Mutual  programs  are  added 
by  WLW  in  the  future,  it  will  mean  only  that 

"WLW  is  carrying  more  network  shows  from 
more  networks,"  the  announcement  asserted. 
It  said  that  many  stations  in  the  area  apparently 
have  decided  to  localize  their  schedules,  with 

the  result  that  "satisfactory  network  service 
throughout  the  WLW  area  could  not  be  main- 

tained." Mutual  Shows  for  Chicago 

To  Be  Carried  by  ABC's  WLS 
WLS  Chicago,  owned  jointly  by  Prairie  Farmer 
and  American  Broadcasting-Paramount  The- 

atres Inc.  and  affiliated  with  ABC,  has  agreed 
to  carry  some  MBS  programs  in  that  city,  it 
was  learned  last  week. 

The  pioneer  50  kw  outlet  is  considering 

pickups  of  "several"  Mutual  shows  consistent 
with  its  own  local  commitments  and  schedule 
of  ABC  programs.  No  formal  affiliation  papers 
have  been  signed,  it  was  understood.  First 
MBS  program  to  be  carried  by  WLS  was  Mar- 

tha Roundtree's  Press  Conference  last  week. 
MBS  has  been  seeking  a  Chicago  outlet  since 

severance  of  its  long-standing  affiliation  with 
WGN  last  spring  [B»T,  May  7].  Termination 
of  pact  with  WGN,  the  Chicago  Tribune  radio 
property,  is  effective  Aug.  31,  with  the  latter 
attaining  status  of  an  independent. 

What  Mutual  programs  WLS  will  carry  was 

not  ascertained  last  week  beyond  the  under- 

standing it  would  "accept"  certain  shows.  Ma- 
jor points  left  for  conjecture  evolved  around 

coverage  this  fall  of  Notre  Dame  football,  to 
which  MBS  has  obtained  rights,  and  certain 
afternoon  programs  now  carried  by  WGN. 
WCFL,  another  Chicago  independent,  also  is 
reportedly  seeking  the  football  coverage.  It 
formerly  was  the  Irish  Football  Network  out- 

let in  Chicago. 

WLS  Inc.  was  organized  as  a  new  corpora- 
tion over  two  years  ago  at  the  time  of  the  WLS- 

WENR  merger,  with  Prairie  Farmer  and  AB- 
PT  each  reportedly  attaining  50%  of  the  stock. 
WLS  became  affiliated  with  ABC,  a  division 
of  AB-PT  [B»T,  Feb.  8,  1954]. 

MGM  Leases  'Wizard' For  CBS-TV  Showings 

IN  its  first  sale  to  television,  Metro-Goldwyn- 

Mayer  last  week  leased  "The  Wizard  of  Oz" 
feature  film  to  CBS-TV  for  four  presentations 
at  a  total  cost  of  $900,000.  The  contract  con- 

tains a  cancellation  clause  permitting  CBS-TV 
to  withdraw  after  two  presentations  for  a  cost 
of  about  $450,000,  according  to  an  MGM 

spokesman. 

The  contract  represents  MGM's  initial  sales 
activity  following  the  announcement  in  June 

by  Loew's  Inc.,  parent  company,  that  the  stu- 
dio's library  of  770  feature  films  and  900  short 

subjects  produced  from  1929-49  would  be  re- 
leased to  tv  through  its  own  distribution  com- 

pany [B»T,  June  27].  Previously  reports  had 
circulated  that  Loew's  had  been  offered  up  to 
$50  million  for  the  library  by  one  tv  film  dis- tributor. 

A  CBS-TV  spokesman  confirmed  that  the 
transaction  had  been  completed,  but  said  he 
could  not  offer  additional  details.  It  is  reported 

that  the  network  is  planning  to  carry  "The 
Wizard  of  Oz"  as  a  special  Christmas  show 
this  year  and  again  in  1957.  It  is  presumed 
that  CBS-TV  will  exercise  its  rights  for  two 
additional  showings  of  the  feature  film  if  the 
initial  performances  prove  successful. 

The  film,  released  in  1939,  stars  Judy  Gar- 
land with  a  cast  including  Ray  Bolger,  Bert 

Lahr,  Jack  Haley,  Billie  Burke,  and  Charles 
Grapewin.  The  picture  was  produced  by  Mer- 
vin  LeRoy  and  directed  by  Victor  Fleming. 

The  music  and  words,  including  "Over  the 
Rainbow,"  are  by  Harold  Arlen  and  E.  Y. 
Harburg.  In  its  original  form,  the  feature  film 
had  a  running  time  of  101  minutes,  and  it  is 

reported  that  CBS-TV  will  cut  it  to  an  hour 
and  one-half. 

An  MGM  spokesman  said  the  company  cur- 
rently is  negotiating  with  several  networks, 

stations  and  advertising  agencies  for  other  fea- 
ture films  in  the  library.  He  reported  that 

some  of  the  outstanding  films  are  being  offered 
either  singly  or  in  groups  of  5,  10,  15  or  25 

pictures. The  contract  with  CBS-TV  was  negotiated 
by  Charles  C.  Barry,  former  NBC  vice  presi- 

dent, who  heads  MGM's  television  operation. 
Mr.  Barry  currently  is  in  the  process  of  as- 

sembling a  staff  for  the  tv  unit. 

When  Loew's  announced  its  tv  plans,  it  re- 
vealed that  the  company  intends  to  acquire 

interests  in  tv  stations.  In  negotiations  with  tv 
stations  for  its  feature  films  and  short  sub- 

jects, the  company  reportedly  is  asking  stations 
for  a  stock  interest  in  return  for  the  library. 

A  company  spokesman  declined  to  elaborate 
on  this  point. 

NBC-TV  Buys  'Noah's  Ark/ 
Series  Made  by  Jack  Webb 

ACQUISITION  by  NBC-TV  of  television  rights 
to  Noah's  Ark,  a  series  of  color  tv  programs 

produced  by  Jack  Webb's  Mark  VII  Ltd.,  was announced  Thursday  by  Thomas  A.  McAvity, 
NBC-TV  vice  president  in  charge  of  programs. 

Mr.  Webb,  president  of  Mark  VII  and  pro- 
ducer-director-star of  the  firm's  radio  and 

television  Dragnet  episodes,  will  direct  the 
Noah  series  but  will  not  star  in  them,  Mr. 
McAvity  said. 

The  series,  to  be  shown  in  color  at  a  time 
and  date  to  be  announced  later,  stars  Paul 

Burke,  May  Wynn  and  Victor  Rodman  and 
is  based  on  the  experiences  of  a  veterinarian, 
NBC  said. 
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Talbot  Named  to  Coordinate 

Olympic  Film  Coverage  Plans 

APPOINTMENT  of  Paul  Talbot,  president  of 
Fremantle  Overseas  Radio  &  Tv  Inc.,  New 

York,  as  exclusive  agent  of  the  organizing  com- 
mittee for  the  Olympic  Games  in  Australia 

was  announced  last  week  by  W.  S.  Kent  Hughes, 
chairman  of  the  committee.  In  his  new  capacity, 
Mr.  Talbot  will  arrange  for  television,  theatrical 
and  newsreel  coverage  of  the  1956  Olympic 
Games,  to  be  held  in  Melbourne,  Nov.  22- 
Dec.  8. 

Mr.  Talbot  told  B»T  that  tv  coverage  is  be- 
ing set  in  every  country  where  tv  service  is 

available.  He  said  that  geographic  editions  of 
Olympic  tv  film  programs  will  be  sent  from 
Melbourne  to  appeal  to  the  viewers  of  a  partic- 

ular region.  These  editions  include  North 
American,  South  American,  Western  European, 
USSR,  Eastern  European  and  Japanese. 
A  controversy  which  developed  several 

months  ago  over  the  issue  of  charging  for  tv 
coverage  was  settled,  Mr.  Talbot  said,  in  the 
following  manner:  Film  footage  will  be  pro- 

vided free  of  charge  for  regularly  scheduled  tv 
news  programs,  restricted  to  three  minutes  in 
length;  no  special  programs  may  be  carried  free 
of  charge,  and  no  film  may  be  carried  in  a 
segment  that  is  not  a  regularly  slotted  news 
show.  Mr.  Talbot  added  that  several  Olympic 

tv  programs  will  be  produced  and  will  be  avail- 
able for  sponsorship  on  an  exclusive  basis  in 

various  areas  of  the  country. 
A  pool  for  the  daily  coverage  of  the  games 

will  be  formed  by  television  and  theatrical 
newsreel  organizations,  according  to  Mr.  Talbot. 
He  added  that  plans  are  now  being  discussed 
for  fast  delivery  of  film  to  the  West  Coast,  so 
that  the  output  may  be  placed  on  the  coaxial 
cable  from  California  originating  points.  He 
said  there  is  a  possibility  that  such  delivery  may 
include  the  use  of  jet  planes. 

WKOW-TV  New  ABC  Affiliate 

WKOW-TV  Madison,  Wis.  (ch.  27),  has  signed 
as  an  ABC-TV  affiliate,  effective  Sept.  29,  net- 

work officials  confirmed  last  week.  On  that 

date,  WISC-TV  Madison  (ch.  3)  replaces 

WKOW-TV  as  CBS-TV's  primary  affiliate  in 
that  area  [B»T,  May  14].  WKOW-TV  and  its 
affiliated  radio  station,  WKOW,  are  licensed  to 
Monona  Broadcasting  Co.,  headed  by  Stewart 
Watson  as  president. 

WEEB  Joins  ABC  Radio 

WEEB  Southern  Pines,  N.  C,  heretofore  an 
independent  station,  will  become  an  affiliate  of 
ABC  Radio  this  Wednesday,  it  was  jointly  an- 

nounced last  week  by  Jack  S.  Younts,  presi- 
dent of  Sandhill  Community  Broadcasters  Inc. 

(WEEB),  and  Edward  J.  DeGray,  ABC  Radio 
station  relations  director.  The  new  ABC  affili- 

ate is  a  daytime  station  on  990  kc  with  1  kw. 

NETWORK  PEOPLE 

Theodore  F.  Grant,  ABC-TV  program  depart- 
ment, N.  Y..  promoted  to  assistant  manager  of 

ABC-TV  co-op  programming. 

Ktnmieth  McKay,  former  assistant  director  of 

pub'ic  relations,  Madison  Square  Garden,  N.  Y., 
to  CBS-TV  press  information  as  sports  publicist. 

Dr.  Frank  Stanton,  president  and  member  of 
board  of  CBS  Inc.,  elected  to  board  of  direc- 

tors of  N.  Y.  Life  Insurance  Co.  to  fill  vacancy 
left  by  late  Devereux  C.  Josephs,  chairman  of 
board  of  insurance  firm. 

Phyllis  Ginsberg,  ABC  press  information  staff, 
N.  Y.,  married  to  Stanley  Vogel  of  Jasco  Alu- 

minum Co. 

WIBC- Leads  in  Indiana 

WIBC  is  the  only  Indianapolis  radio  station  ever 

to  receive  the  National  Safety  Council's  1955 Public  Interest  Award  for  exceptional  service  in 
the  field  of  Traffic  Safety.  The  station  received 
this  award  recently,  adding  it  to  five  consecutive 
awards  from  NSC  in  the  field  of  Farm  Safety, 
also  exclusive  with  WIBC  in  Indianapolis. 

WIBC  not  only  does  an  outstanding  job  in  public 

service,  but  WI  BC's  community  service  programs 
build  big  audiences.  In  the  31 -county  Indianapolis 
trading  area,  WIBC  programs  rank  first  during 

447  out  of  504  rated  quarter  hours  each  week.* •Pulse  Area  Sludy.  Sept. -Oct.,  1955 

WIBC's  well  known  personality  salesmen  .  .  . 
Al  Brooks,  Robin  Bright,  Jim  Shelton,  Harry 
Andrews  and  many  others,  are  chiefly  respon- 

sible for  the  station's  success  in  community  serv- 
ice and  big  audiences.  These  same  personalities 

are  available  on  a  '"first  come,  first  serve"  basis 
to  help  you  sell  your  product  or  service. 

FIRST  IN 

COMMUNITY 

SERVICE 

FIRST  IN 

AUDIENCE 

To  Sell  Indianapolis,  and  Indiana, 

the  Best  Buy. ..the  Only  Buy  Is...  WIBC! 

WIBC 

1070  KC 

The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  Street 

Indianapolis  8,  Indiana 

Richard  M.  Fairbanks, 

President  and  General  Manager 

JOHN  BLAIR  &  COMPANY  •  NATIONAL  REPRESENTATIVES 
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POLITICAL  BROADCASTING 

'HOPEFULS'  IN  CHICAGO  WILL  NOT  HAVE 

SANCTUARY  FROM  RADIO-TV  'EYES,  EARS' 
Wherever  they  go,  Democratic  delegates  will  find  that  AT&T  or 

Illinois  Bell  have  been  there  first  in  preparing  for  all  eventualities 

in  media  coverage.  Regular  convention  plans  progressing  rapidly 

under  Reinsch.    'Teletronic  Terrace'  replaces  soap  box. 

POLITICAL  CANDIDATES  who  would  seek 

sanctuary  from  the  public  eye  of  tv  (and  ear 
of  radio)  during  the  forthcoming  Democratic 
national  convention  had  best  look  to  their 
ingenuity  and  imagination. 

Wherever  they  may  roam  from  Chicago's 
International  Amphitheatre  and  convention  pro- 

ceedings— or  take  refuge — the  Illinois  Bell  Tele- 

phone Co.  and  AT&T's  Long  Lines  Dept.  is 
prepared  to  install  extra  facilities  for  the  con- 

venience of  radio-tv  broadcasters. 
Not  that  the  political  candidates  are  pub- 

licity-shy— but  the  telephone  company  recalls 
the  1952  Democratic  national  convention  when 

candidate  Adlai  Stevenson  "holed  up"  at  an 
Astor  St.  residence  on  Chicago's  near  north 
side  and  caught  the  company  with  its  prepara- 

tions down. 

Aside  from  its  routine  assignment  of  install- 
ing television,  radio,  teletype,  telephoto  and 

telephone  equipment,  AT&T  and  Illinois  Bell 
are  gearing  in  1956  along  more  anticipatory 
lines.  As  a  result,  extra  cable,  wire,  portable 
unit  and  other  equipment  will  be  on  tap  for 
any  emergency. 

Facilities  will  be  ready  for  installation  at 
such  strategic  sites  as  hotels  (including  the 
Democratic  Convention  Headquarters  in  the 

Conrad  Hilton),  Chicago's  Midway  and  other 
airports,  railway  stations— and  even  at  such 
remote  points  as  Libertyville,  111.  (where  Mr. 
Stevenson  owns  a  farm). 

This  typifies  the  magnitude  of  facilities  plan- 
ning now  underway  at  Illinois  Bell  in  Chicago 

and  the  extent  of  actual  work  by  technicians 
and  engineers  in  providing  basic  equipment  for 
network  radio-tv  newsmen  and  cameramen 
[B»T,  luly  23]. 
Names  also  are  starting  to  make  news  in 

various  Chicago  convention  planning  quarters. 
MBS  has  hired  Marion  (Maxie)  Baer  to  head 
engineering  groundwork  for  Mutual  conven- 

tion coverage.  Ed  Plaut,  BBDO  New  York 
writer  who  has  worked  on  U.  S.  Steel  Hour 
commercials  among  other  assignments,  will 
join  the  staff  of  the  Stevenson  campaign  com- 

mittee today  (Monday).  He  will  work  with 
Bill  Wilson,  former  CBS-TV  Chicago  producer- 
director,  who  joined  the  Stevenson  group  last 
February  and  who  has  been  handling  Mr. 

Stevenson's  radio-tv  appearances  during  the 
primaries. 

Work  also  is  progressing  at  Democratic  Na- 
tional Committee  Headquarters  under  J.  Leon- 

ard Reinsch,  convention  manager  and  executive 
director  of  the  Cox  stations.  Arrangements 
have  been  completed  for  the  appearances  of 
Frank  Sinatra,  Howard  Keel  and  Vaughn  Mon- 

roe in  singing  roles  before  evening  sessions. 
They  will  sing  the  National  Anthem  on  succes- 

sive evenings.  Dore  Schary  of  MGM  is  in 
charge  of  entertainment  for  the  convention. 

Referring  to  plans  for  the  rostrum  area  con- 
ceived by  TelePrompTer  Corp.  [B»T,  July  16], 

Mr.  Reinsch  points  out  "the  soap  box  at  politi- 
cal conventions  is  gone"  and  described  equip- 

ment of  1956  as  a  sort  of  "  'teletronic  terrace' 
complete  with  the  latest  and  finest  equipment." 

Mr.  Reinsch  has  appeared  in  radio-tv  inter- 
views, expressing  gratitude  on  behalf  of  net- 
works, the  telephone  company  and  the  Demo- 

cratic committee,  to  Promoter  Fred  Kohler  for 
postponing  a  scheduled  wrestling  card  in  the 

Amphitheatre  Aug.  3  [Closed  Circuit,  July 
23].  The  postponement  will  enable  workmen  to 
install  necessary  equipment  on  time  (it  should 

be  ready  by  Aug.  8)  and  avert  estimated  addi- 
tional costs  of  $50,000  for  the  network  pool 

and  $75,000-$100,000  for  the  national  com- 
mittee. 

Mr.  Reinsch  explained  convention  planning 

on  CBS-owned  WBBM's  For  the  Record  July 
14  and  took  part  in  a  panel  on  WBBM-TV's 
Convention  Preview  July  21.  He  answered 

questions  on  "The  Role  of  the  Communications 
Industry"  in  conventions,  held  in  conjunction 
with  Loyola  U. 

Democratic  delegates  will  be  cushioned  for 

comfort  at  this  year's  convention  with  chairs 
obtained  from  Chicago's  Paradise  Theatre. 
Earlier  fears  that  there  would  be  a  lack  of 
hotel  accommodations  for  conventioneers  have 

been  dissipated,  according  to  Elizabeth  For- 
sling,  executive  assistant  to  Mr.  Reinsch  and 
convention  housing  director.  The  Democrats 

have  been  allotted  11,500  of  the  city's  35,000 
rooms  and  reservations  will  be  accepted  by 

hotels  right  up  to  the  convention's  opening  Aug. 
13,  she  added. 

Decorations  for  the  convention  will  be  "sim- 
ple and  dignified,  but  at  the  same  time,  tradi- 

tional— with  the  familiar  colors  of  this  national 

occasion,"  placing  primary  emphasis  on  the 
speakers,  according  to  Mr.  Reinsch.  A  humor- 

ous highlight  of  prejconvention  activity  will  be 
the  staging  of  a  mock  convention  by  the  Chi- 

cago Host  Committee  Aug.  12  for  1,000  Demo- 
cratic women  VIPs  to  nominate  a  woman  presi- 

dential candidate.  The  committee  also  will 

provide  a  program  of  some  50  entertainment 
events  and  tours  and  a  fleet  of  225  air-condi- 

tioned automobiles  and  chartered  busses  for 
Democratic  VIPs. 

With  respect  to  facilities,  Illinois  Bell  esti- 

mates that  400  tv  stations  will  carry  sight-and- 
sound  coverage  of  the  Democratic  convention 
to  an  estimated  120  million  viewers,  compared 
to  107  stations  and  an  estimated  60  million  in 

1952.  The  company  is  preparing  a  map  show- 
ing all  1956  tv  facilities  (superimposed  upon 

one  drawn  for  the  1948  conventions  when  tv's 
impact  was  first  felt),  along  with  an  AT&T  fact sheet. 

Other  telephone  company  preparations  were 
in  full  swing  last  week.  Twenty  of  the  54  mi- 

crowave antenna  "dishes"  planned  [B«T,  July 
9]  have  been  installed  and  eight  more  will  be 
hoisted  up  to  a  50-ft.  runway  on  the  Interna- 

tional Amphitheatre  roof  overlooking  the  Chi- 
cago stockyards.  Remaining  26  dishes  are 

being  installed  at  Comiskey  Park,  home  of 
the  Chicago  White  Sox,  and  at  four  loop  loca- 

tions. (Ten  already  are  in  place  atop  the  Con- 
rad Hilton  Hotel.) 

Twelve  coaxial  cables  will  be  utilized  to 
connect  Amphitheatre  cameras  with  downtown 
tv  network  studios,  besides  microwave  chan- 

nels. The  number  of  switchboards  needed  for 
the  convention  has  been  increased  from  32  to 
50  and  an  additional  11,500  miles  of  wire  will 

be  used  to  link  Amphitheatre  phones  with 

Chicago's  telephone  system.  (More  than  300 
miles  of  telephone  wire  will  be  needed  for  the 

majority  of  4,000  telephones  inside  the  Amphi- theatre.) 

Carpentry  and  electrician  work  also  is  going 
forward  at  the  Bell  Telephone  Center  in  the 
Amphitheatre  to  serve  radio-tv-press  personnel, 
convention  officials  and  delegates.  The  center 
is  located  in  the  north  wing  of  the  building. 
In  the  south  wing  newsrooms,  installers  are 
placing  telephone  and  teletype  equipment  to 
link  newsmen  with  their  respective  newspapers. 

Nearly  2,500  radio-tv  newsmen,  commenta- 
tors, engineers  and  other  personnel  have  been 

accredited  thus  far  for  the  Democratic  national 
convention  along  with  1,450  from  printed 
media,  including  300  from  weeklies,  200  from 
periodicals  and  950  working  newspapermen — 
or  nearly  4,000  press  people.  Another  100 

theatre  newsreel  representatives  have  been  ac- 
credited, plus  additional  Western  Union  per- sonnel. 

From  325  to  350  representatives  are  listed 
for  each  of  the  three  radio-tv  networks,  plus 

FINISHING  TOUCHES  are  put  on  microwave  antenna  "dishes"  atop  Chicago's  Interna- 
tional Amphitheatre  by  technicians  from  Illinois  Bell  Telephone  Co.  in  preparation  for 

Democratic  National  Convention  starting  Aug.  13.  Twenty-eight  have  been  installed  atop 

the  Amphitheatre  with  others  located  at  strategic  points  throughout  the  city.  It's  all  part 
of  plans  to  make  sure  no  convention  activity  is  beyond  reach  of  tv  coverage. 
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DU  MONT  INCREASES  ELECTRONICAM  FACILITIES 

Now  Better  Equipped  to  Save  You  Time  and  Money! 

Adds  5  new  pick-up  units  to  assist  agencies,  producers  and  advertisers 

in  getting  commercials  and  shows  on  top-quality  film  at  minimum  cost. 

Here's  How  These  Top  Agencies, 
Advertisers  and  Stars  Get  Finer  Film 

in  Less  Time  ...  at  Lower  Cost! 

K  &  E — filmed  three  1-minute  and  one  2- 

minute  commercials  for  Beech-Nut — including 
set-up,  lighting,  rehearsal,  and  shooting — in  a 
single  day!  Had  prints  on  the  air  on  20  stations 
across  the  country  7  days  later! 

McCann-Erickson — shot  two  1-minute  com- 
mercials for  Nu  Soft  in  just  1  afternoon! 

Westinghouse— set,  rehearsed  and  shot  a 

full  15-minute  show  in  one  morning — had  final 
prints  48  hours  later! 

Les  Paul  and  Mary  Ford  —  delivered  35 

5-minute  shows  for  the  Instructo  Corpora- 
tion in  just  seven  shooting  days! 

George  Jessel— shot  three  J^-hour  films 
on  a  new  show  before  two  separate  live  audi- 

ences in  just  1  day! 

YOU  can  get  the  same  kind  of  results! 

AT  YOUR  SERVICE 

complete  production  facilities  •  cameras  • 

technical  personnel  •  fully-equipped  stages  • 
live  audience  theaters.  At  Your  Option  — 
direction  •  lighting  •  set-up  •  scenic  design 
scoring  •  costuming  •  laboratory  service  and 
film  editing. 

oUMOhr 

ELECTRONICAM 
FILR 

SYSTEM 
WRITE  OR  CALL  TODAY 

FOR  DEMONSTRATION 

Allen  B.  DuMont  Laboratories,  Inc. 
Electronicam  Division 

Executive  Offices  and  Studio 
152  West  54th  Street,  New  York,  New  York 

Telephone:  JUdson  2-2590 

West  Coast  Offices 
11800  West  Olympic  Boulevard,  Los  Angeles,  Calif. 

Telephone:  GRanite  7-4271 
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Four  tv  cameras  to  be  used  by  CBS  at  convention.  French  scientist  Raymond 

Cahen  (I)  demonstrates  as  2-pounder,  while  CBS  Vice  President  Sig  Mick- 

elson  explores  the  "vest  pocket"  size,  which  weighs  1  V2  lbs.  and  is  said  to 
be  the  world's  tiniest.    It  is  held  like  a  revolver. 

Four-pound  camera  de- 
veloped by  Philco  Corp. 

for  ABC  is  described  as 

'very  simple'  to  operate. 

75  for  Mutual,  with  the  remaining  1,400  from 
independent  stations. 

Mr.  Reinsch  is  hopeful  that  the  convention 
program  will  proceed  on  schedule.  He  pointed 
out  the  platform  committee  will  meet  this  year 
in  advance  of  the  convention  and  probably  have 
its  report  ready  for  Tuesday,  thus  saving  time 
in  this  instance.  The  actual  convention  pro- 

gram Monday  evening  involving  Gov.  Clement's speech  and  keynote  tv  production  techniques  has 
not  been  determined  as  yet,  he  added. 

TINY  TV  CAMERAS 

COME  INTO  VOGUE 

NEXT  MONTH'S  political  conventions  loomed 
last  week  as  testing  grounds  for  an  array  of 
new,  lightweight  television  camera  equipment, 
with  all  three  tv  networks  announcing  entries  in 
the  portability  sweepstakes. 

CBS  reported  not  one  but  two  new  small- 
camera  developments.   ABC  and  the  sponsor 

RCA  made  this  four-pound 
camera,  which  NBC  will 

use  experimentally  in  cov- 
ering conventions. 

of  its  political  coverage,  Philco  Corp.,  also  came 

up  with  a  hand-held  portable  camera.  Earlier, 
RCA  announced  it  had  developed  a  four-pound 
camera  and  15-pound  portable  pack-back  trans- 

mitter which  NBC  will  use  experimentally  in 
covering  the  conventions  [B«T,  July  23]. 

The  CBS  developments  were  announced  by 
news  and  public  affairs  Vice  President  Sig 

Mickelson  during  special  closed-circuit  orienta- 
tion programs  for  Democratic  and  Republican 

delegates  last  Monday  and  Wednesday  [also  see 
story,  page  66]. 

One,  designed  and  developed  by  French  elec- 
tronics engineers,  consists  of  a  four-pound 

camera  (including  two-pound  lens  and  view- 
finders)  and  32-pound  back-carried  portable 
unit  composed  of  video  transmitter,  synchroniz- 

ing generator,  and  power  supply  (batteries).  The 
camera  measures  7  by  4  by  314  inches.  It  is  a 
product  of  Intercontinental  Electronics  Corp. 

The  other  development  announced  by  CBS 

was  a  "vest  pocket"  camera,  described  as  "tiniest 
in  the  world."  This  was  developed  by  the  en- 

gineering research  labs  of  Lockheed  Aircraft 

Corp.  to  flight-test  the  new  Electra  project  air- 
liner. Mr.  Mickelson  said  it  weighs  Wi  pounds, 

measures  5  by  1%  by  2  inches,  and  is  smaller 
than  a  flashlight.  Fitted  with  a  special  pistol- 
grip,  it  is  held  and  aimed  like  a  revolver.  Cables 
connect  it  with  a  transmitter. 

The  camera  developed  for  ABC  by  Philco, 

which  supplied  four  for  use  in  convention 
coverage,  was  described  as  weighing  four 
pounds  and  measuring  3Vi  by  614  by  IOV2 

inches.  ABC  said  it  is  "very  simple,"  requiring 
fewer  adjustments  by  the  cameraman  than 
does  a  standard  tv  camera.  Like  the  CBS  Lock- 

heed camera,  it  is  linked  to  transmitter  by  cable. 

In  another  area  of  new  equipment,  ABC 

announced  it  also  will  use  two  special  lens  at- 
tachments for  improved  panoramic  shots  with 

standard  cameras  in  covering  the  conventions. 

One,  developed  by  ABC-TV  engineers  at  KGO- 

TV  San  Francisco  and  called  the  "Bazooka" 
because  it  resembles  the  cylindrical  anti-tank 
weapon  of  World  War  II,  is  48  inches  long 
(but  has  a  focal  length  of  65  inches  because  of 
a  series  of  mirrors  inside  the  cylinder),  is  7 

inches  in  diameter  and  contains  a  6-inch  re- 
flector. The  other,  developed  by  Marvin  Jacobs, 

ABC-TV  chief  lens  engineer  in  Hollywood,  and 

named  the  "Big  Jake"  in  his  honor,  is  51Vi 
inches  long  and  has  a  diameter  of  1 1 14  inches. 

You  Reach  the  Home-Folks 

When  You  Hide  the  "Locals 

M 

It  had  an  18.2  rating  in  February  1956  Telepulse. 

It  is  available  for  Class  "C"  Participations 
Monday,  Tuesday,  Wednesday  and  Friday,  4:30- 
5:00  P.M.  (Sorry,  Thursday  is  sold.) 

It  is  VARIETY  SHOW  .  .  .  WTAR-TV's  own 
low-cost,  spritely  half-hour  that's  doing  such  "nip- 
ups"  for  Advertisers  that  it  takes  two  people  to 
sort  the  fan  mail ! 

TALENT  .  .  .  Em-Ceed  by  Jeff  Dane,  singing 

personality  who's  been  on  "The  Steve  Allen  Show", 
"Toast  of  the  Town",  "All  Star  Review."  He's 
abetted  by  lovely  Ruth  Raye,  the  combo  and  a 
host  of  local  talent. 

To  get  the  full  story  of  VARIETY  SHOW  that 

sells  WTAR-TV's  five  city*  market  .  .  .  write  or 
call  your  Petry  man  or  WTAR-TV,  Norfolk,  Va. 

CHANNEL 

3 
NORFOLK.VA. 

Represented  by  Edward  Petry  &  Co. ,  Inc. 
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*      ARB  TV  REPORT  CURRENT  AVAILABILITY  NOTICE 

Listed  below  are  all  markets  for  which  ARB  television  audience  reports  are  currently 

available  or  are  due  to  be  issued  in  the  near  future. 

Atlanta 

^^^M  Baltimore Birmingham 
Charleston,  S.  C. 
Charleston,  W.  Va. 
Huntington,  W.  Va. 

^^^^  Charlotte Chattanooga 
Columbia,  S.  C. 
Dallas  / 
Fort  Worth  f 

*       Harlingen  \ 
Brownsville  f 
Weslaco  f 
McAllen  ) 
Houston 

1  Jacksonville 
Little  Rock 
Louisville 
Lubbock 
M?mphii 
Miami  \ 

EHflg      Fort  Lauderdale  \ 
Hn      West  Palm  Beach  I 

Mobile 
Nashville 
New  Orleans 
Norfolk 
Oklahoma  City 
Raleigh  ) 
Durham  \ 
Richmond 
Roanoke 
San  Antonio 
5  !i  r  e  v  e  p  o  r  t 
Tulsa 
Washington 

IBHgrai  Winston-Salem 

Monthly 
Monthly 

March 
March 

February 

March 
June March 

April-July 

March 

April-July March 

February- June 
February-June February 

Februory-June 

March 

March 
March 

March 
March 

February-June 

March 
March-July 

March 
February-June March 

February-June Monthly 
February 

 _ . , 

Albany 

Schenectady  > 
Troy  ) 
Boston 
Buffalo 
Harrisburg 
Hartford,  Co  ,n. 
Johnstown 
New  York 

February 

Monthly 

February-June 
February-June 
February-Apri  I February 

Monthly 

Chicago 

Cincinnati 
Cleveland 
Columbus,  Ohio 
Davenport  ) Rock  Island  ̂  

Dayton Des  Moines 
Detroit Duluth  / 

Superior  C 
Evansville 
Fort  Wayne Grand  Rapids  | 

Kalamazoo 
Hannibal 
Keokuk Ouincy 

Indianapolis 
Kansas  City 

>o 
} 

Monthly Madison 
January 

Monthly Milwaukee April  -July rnoni  my Minneapolis  / Monthly Monthly 
St.  Paul  \ 

Muncie February 

February-June Omaha 
Feb. -Apr. -June Monthly 

Peoria 
March 

March 
Rockford 

May 

Monthly 

Saginaw  ̂  

March Bay  City  > June Midland  J 

February-June St.  Louis April- July 
February South  Bend  ) February 

March 

Elkhart  \ 

March 

Springfield,  Mo. Toledo 
February 

June 

Wheeling  \ 

April 

Steubenville  V 
April-July Wichita February- June 
April-July Youngsf  o  wn February-May 

Albuquerque 

Bakersfleld 
Boise 

Colorado  Springs 
Denver 

Fresno 
Honolulu 
Los  Angeles 
Northern  Calif. 

Central  Valley 
Phoenix 

Portland,  Oregon 

Pueblo 
Sacramento 

March 

March 

March January 

March-June 

Morch-June 
June 

Monthly 

February- June 
February-June 

Feb. -Mar. -June January 

Februory-June 

Salinas  \ 
Monterey  V 
Santa  Cruz  / 

Salt  Lake  City 

Ogden 

Provo San  Diego 

San  Francisco Seattle  / Tacoma  ^ 

Spokane 

Stockton  / 
Modesto  \ 

Tucson 

} 

June 

February-June 

March-May Monthly 

Monthly 

February-July 

June 
December-June 

Phil  adelphia 
Pittsburgh 

Portland,  Maine 
Providence,  R.  I. 
Rochester,  N.  Y. 
Scranton  \ 
Wilkes-Barre  £ 

Syracuse 

Monthly 

April  -July 

June 
February- June 

February 

March  -June 

February-June 

PRICE  SCHEDULE  FOR  ARB  TV  REPORTS 

ARB  RATING  REPORTS 

Covering  over  100  markets  these  reports  include  quarter- 
hour    ratings    and    audience    composition    and  cover 

all  programs   on   all   stations.    Metropolitan  Area 
Coverage    Studies    also    available    in  300 

additional  markets.  Information  on  request. 

Agency  TV  Billing  Per  Year 

Prices 

For  firm's  home  city  report   $30.00 

For  additional    market   reports   15.00 

Under 

$2,000,000    $2-  10,000,000 

$30.00 
25.00 

TO  ORDER  REPORTS  .  .  .  CALL  YOUR  NEAREST  ARB  OFFICE  COLLECT 

-A.merioa,n    Research    Bureau,  Ino 

WASHINGTON,  D.  C. 

1080  National  Press  Building 

NAtional  8-0822 

NEW  YORK 
551  5th  Avenue 

MUrray  Hill  7-3787 

LOS  ANGELES 
234  S.  Garfield  Ave. 

Cumberland  3-3149 
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THE  MCIRC 

NORTHWESTS 

mm 

COVERAGE I 
9 

ThafcCASCADE 

TELEVISION 

For  the  first  time,  the  huge  agricultural- 
industrial  heartland  of  the  Pacific  Northwest  is 
moulded  into  a  single,  deliverable  market.  No 
other  single  medium,  only  Cascade's  sprawling 
three-station  network  dominates  the  entire 
three-state  region.  It  takes  plenty  of  coverage 
(more  than  40,000  square  miles)  and 
Cascade's  got  it — exclusively! 

KIMA-fV Yakima,  Wash. 

K1EW-TV Lewiston,  Ida. 

KEPR-TV Pasco,  Wash. 

See  Weed  Television 

Pacific  Northwest:  MOORE  AND  LUND 
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•POLITICAL  BROADCASTING 

CBS-TV  Gives  Preview 

For  Convention  Goers 

ELECTRONIC  JOURNALISM,  which  prom- 
ises to  gain  in  stature  during  coverage  of  the 

political  conventions  next  month,  was  utilized 
by  CBS  last  week  to  provide  Democratic  and 
Republican  convention  delegates  and  alternates 

with  a  "television-eye-view"  of  the  network's convention  plans. 

In  separate  closed-circuit  telecasts  carried  to 
167  CBS-TV  affiliated  stations  where  conven- 

tion delegates  were  gathered,  the  network 
offered  a  glimpse  of  over-all  facilities  in 
Chicago  and  San  Francisco  as  convention  cities. 
The  delegates  saw  the  location  of  the  floor  of 

Chicago's  International  Amphitheatre  and  San 
Francisco's  Cow  Palace,  the  speakers'  platforms 
and  facilities  for  the  working  television  and 
radio  crews,  as  well  as  equipment  to  be  used. 

The  delegates  also  saw  the  locations  of  the 
various  delegate  and  party  headquarters  hotels, 
scenic  highlights,  airports  and  rail  terminals  and 
routes  to  the  convention  sites.  Large-scale  ex- 

ploded drawings  or  "mock  ups"  of  the  interior of  the  convention  halls  were  shown  to  illustrate 
the  talks  given  by  CBS  officials. 

The  closed-circuit  programs,  held  for  Demo- 
crats on  Monday  and  Republicans  on  Wednes- 

day, originated  in  New  York  and  included  pick- 
ups from  Washington  for  brief  talks  by  Paul 

M.  Butler  and  Leonard  Hall,  chairmen  respec- 
tively of  the  Democratic  and  Republican  na- 
tional committees.  Others  who  appeared  on 

the  programs  were  Dr.  Frank  Stanton,  presi- 
dent of  CBS;  Sig  Mickelson,  CBS  vice  presi- 
dent in  charge  of  news  and  public  affairs,  and 

CBS  newsmen  Walter  Cronkite,  Bob  Trout, 
Douglas  Edwards,  and  Charles  Collingwood. 

Some  4,500  Democratic  and  2,500  Repub- 
lican delegates  and  alternates  were  invited  to 

attend  the  telecasts  at  CBS-TV  affiliates'  studios 
throughout  the  country,  but  the  network  re- 

ported it  had  no  count  of  the  actual  number 
of  visitors  who  viewed  the  broadcasts. 

P re-Convention  Sidelights 

Furnished  by  UP  to  Clients 
IN  THE  two  weeks  left  before  the  Democrats 
meet  in  Chicago,  United  Press  will  service  its 
radio-tv  station  clients  with  a  series  of  13  daily 

scripts  titled  "The  Convention  Story."  Begin- 
ning today  (Monday),  UP  will  feed  the  scripts 

to  stations,  giving  them  a  chance  to  tell  their 
audiences  about  highlights  of  past  conventions 

and  factors  involved  in  this  year's  election 
campaign. 

UP  also  will  give  its  broadcast  clients  a  10- 

program  series  titled  "Names  in  the  Convention 
News,"  a  daily  analysis  of  political  develop- 

ments and  special  women's  programs.  During 
the  course  of  the  conventions  themselves,  the 
wire  service  will  carry  running  spot  news,  hourly 
recaps  and  political  analysis,  as  well  as  the 

routine  "lighter  side  features." 

Finishing  Touches  Readied 

On  WU  Conventions  Coverage 
WESTERN  UNION  TELEGRAPH  reports 
that,  with  2,000  miles  separating  the  convention 
sites  and  barely  a  weekend  open  between  the 
time  the  Democrats  leave  Chicago  and  the  Re- 

publicans flock  to  San  Francisco,  it  is  as- 
sembling the  largest  single  staff  of  telegraph 

operators  in  its  history.  Over  400  WU  opera- 
tors will  be  located  in  both  cities,  sending  over 

600,000  words  per  hour  to  press  centers  in  San 
Francisco,  Chicago  and  New  York.  These  three 
cities  will  in  turn  feed  a  network  of  15  high- 

speed regional  message  centers  connecting  all 
principal  WU  offices  throughout  the  country. 

TRADE  ASSNS. 

NARTB  Group  Discusses 

Public  Relations  Program 

A  PUBLIC  RELATIONS  program  designed  to 
meet  concentrated  attacks  on  the  broadcast  in- 

dustry was  discussed  Wednesday  at  a  meeting 
of  a  special  NARTB  board  committee  author- 

ized at  the  June  board  meeting  [B«T  June  26, 
July  3].  Committee  members  now  are  reviewing 
these  plans  to  start  a  special  program,  including 
financing  problems. 

With  much  criticism  of  broadcasters  origi- 
nating in  New  York  and  Los  Angeles,  where 

entertainment  industry  commentators  center, 
NARTB  is  considering  the  opening  of  offices 
designed  to  service  these  two  cities.  No  word 
about  the  plans  was  divulged  after  the  Wednes- 

day meeting. 

Although  the  next  board  meeting  isn't  sched- uled until  Feb.  4,  1957,  it  was  believed  the 
special  committee  might  agree  on  a  program 
by  mail  and  telephone,  after  which  it  could  be 
submitted  to  the  combined  radio  and  tv  boards 
for  referendum  vote. 

Attending  Wednesday's  meeting  were  John  M. 
Outler,  WSB  Atlanta,  Radio  Board  chairman; 

Campbell  Arnoux,  WTAR-TV  Norfolk,  Va.,  Tv 
Board  chairman;  Arthur  Hull  Hayes,  CBS  Ra- 

dio; William  D.  Pabst,  KFRC  San  Francisco; 
Ernest  Lee  Jahncke  Jr.,  ABC;  John  E.  Fetzer, 
Fetzer  Stations,  and  NARTB  President  Harold 
E.  Fellows. 

Voice  of  Democracy  Contest 

Organization  Is  Announced 

AN  ORGANIZATION  to  direct  the  10th  an- 
nual Voice  of  Democracy  Contest  was  an- 

nounced Thursday  by  NARTB  and  Radio-Elec- 
tronics-Tv  Mfrs.  Assn.,  co-sponsoring  the 
competition  with  U.  S.  Junior  Chamber  of 
Commerce.  Harold  E.  Fellows,  NARTB  presi- 

dent, is  chairman  of  the  policy  committee. 
On  the  policy  group  with  Mr.  Fellows  are 

James  D.  Secrest,  executive  vice  president  and 
secretary  of  RETMA;  William  R.  Risher,  Jaycee 

vice  president;  Dr.  Samuel  M.  Brownell,  com- 
missioner, U.  S.  Office  of  Education;  Dr.  Paul 

E.  Elicker,  executive  secretary,  National  Assn. 
of  Secondary  School  Principals,  and  Robert  K. 

Richards,  NARTB  consultant,  committee  sec- retary. 

Co-chairmen  of  the  action  committee  are 
Frederick  H.  Garrigus  and  Peter  H.  Cousins, 
of  RETMA.  Other  members  are  Dean  Borton 
and  Albert  Watson,  Jaycees;  Herbert  F.  Hodge, 
RETMA;  Gertrude  Broderick,  U.  S.  Office  of 
Education,  and  Joseph  M.  Sitrick,  NARTB. 

The  contest  is  open  to  all  10th,  11th  and  12th 

grade  students  in  any  public,  private  or  paro- 
chial school  in  the  United  States  and  its  pos- 

sessions. It  is  supported  by  the  U.  S.  Office  of 
Education  and  is  on  the  approved  contest  list 
of  the  National  Assn.  of  Secondary  School 
Principals.  Contest  winners  in  all  state  and 
territorial  contests  will  be  given  a  week  trip 
to  Washington  and  the  four  top  winners  will 
receive  $500  scholarships. 

RAB  Limits  Registrants 

To  Ad  Clinic  in  October 

DESPITE  widespread  demands  by  industry 
members  to  attend  the  second  annual  National 

Radio  Advertising  Clinic  of  the  Radio  Adver- 
tising Bureau  this  fall,  advertiser  and  agency 

attendance  will  be  limited  to  500  persons,  RAB 
announced  last  week.  Advance  invitations  to 

the  two-day  meeting  in  New  York,  Oct.  29-30, 
will  reach  that  number  of  key  agency  executives 
and  advertisers  this  week. 

In    announcing   preliminary    plans    for  the 
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Your  taxes  helped  build  this  federal  government  power  plant.  owned  TVA  steam  plant  doesn't  pay  a  fair  share  of  taxes, 
And  that  was  just  the  beginning.  Because  this  government-        your  taxes  have  to  be  higher  to  make  up  the  difference. 

Is  federal  government  electricity  really  "cheap"? 

Federal  government  electricity  isn't  "cheap"  at  all 
—it's  subsidized. 

Consider  the  subject  of  taxes  alone.  The  more 

than  400  independent  electric  companies  pay  their 

fair  share  of  taxes.  Federal  power  systems  pay  no 

federal  taxes  at  all,  and  little  or  no  state  taxes.  This 

means  that  their  electric  rates  can  be  lower,  be- 

cause you  and  other  taxpayers  have  to  pay  the 

share  of  taxes  they  don't  pay. 

These  days,  when  all  tax  practices  are  under 

review,  shouldn't  the  inequality  and  basic  unfair- 
ness of  this  kind  of  subsidy  and  tax  exemption  be 

given  full  publicity  and  critical  study? 

This  question  affects  you  and  everyone  else  who 

pays  part  of  the  subsidy.  That's  why  these  facts  are 

brought  to  you  by  America's  Independent  Electric 

Light  and  Power  Companies* . 
*Names  on  request  from  this  magazine 
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ABC 
SUNDAY 
CBS  MBS 

NBC 
ABC 

MONDAY 
CBS  MBS NBC ABC 

TUESDAY 

CBS  MBS NBC ABC 
Wl 
-St 

6:00  PM 

6:15 

6:30 

6:45 

7:00 

7:15 

7:30 

7:45 

8:00 

8:15 

8:30 

8:45 

9:00 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

11:00 

First  5  Teiaco 
Mon.  Morning 

Headlines 
Paul  Harvey 

News 

Ouincy  Howe 

George 
Sokolsky 

Weekend  News 

Bryson  Rash 
Overseas 

Assignment 

Speak';  ot  Sport 

Listening 
Post 

Texaco  News 

All  Star 
Country  Show Co-op 

News 

O'Hara 

Liggett  8  Myers 
Gunsmokc 

(202) 

Mitch 
Miller 

Slenderella 

John  B.  Kenned) 
Edwin  C.  Hill 
Seeman  Bros. 

Tomorrow's  Fron 
Page  (6:15-6:25) John  Price  New: 

Bill  Hillman 
Commentator 
General  Tire 
Sports  Time 
This  Fabled 

World 
"By  the 

People" 

Weather  (195) 
B8W  News  (197; 

Pan  American 
Panorama 

Meet 
Corliss 
Archer 

Speak'g  ol  Sport 
All-Star 

Country  Show Co-op 

Texaco  News 

All-Star 
Country  Show Co-op 

Speak'g  of  Sport 
All-Star 

Country  Show Co-op 

P.  Lorillard 
Two  For 

The  Money 
(203) 

News 

Summer  in 
St  Louis 

Steel  Pier 
Bands 

Texaco  News 
Erwin 

Canham 

Travel  Talk 

11:15PM 

The  Assemblies 
•f  God 

"Revival  Time" 

Sports News 

Face  the  Nation 

Texaco  News 

Whom 
Shall  I 
Believe 

Church  ol 
the  Air 

S 

News 

Dance 
Orchestra 

Monitor* 
Mutual  of  Oman 

On]  the  Line  wit Bob  Considine 

No 
Service 

Monitor * 

ABC — News 
Mel  Allen 
All  State 

'Meet  the  Press' No  Service 

ClO-AFofL 
Edw.  P.  Morgan Co-op 

Ouincy  Howe 

Mysteries 

ABC  Late  News 

Hour  of  Decision 
Billy  Graham 
Evangelistic Assoc 

Lutheran 
Hour 

Sounding 
Board 

Manion  Forum 
Dean  Clarence 

Manion Co-op Keep 

Healthy 

Wings  of Healing 

Bon  Soir Paris 

Wings  of Healing 

American 
Music 
Hall 

Monitor 
ABC  Late  News 

Firestone 
Voice  ol 
Firestone 

American 
Music 
Hall 

ABC  News 

Best  Bands 
of  the  Land 

News 

Billy  Graham'" 
Evangel.  Assoc. 

Hour  of  Decisior 
(Split  Network) and  "Monitor 

Vandercook,  CIO 

Imagination Milton  Cross 

News 

American 
Forum 

Imagination Milton  Cross 

Allan  Jackson 

No  Service 

Delco  Batteries 
Lowell  Thomas 

(198)  R 
Amos  V  Andy 

Music  Hall 

Slenderella (194) 

Bing  Crosby 
Am.  Oil 

Ed.  R.  Murrow 

(82) 
Jack  Carson 
Show  S 

tipton  8  Toni 
(alt  wks.) 
Godfrey 

Talent  Scouts 

(160)  R Chev.  News  (199) 
My  Son  Jeep 
Yours  Truly 
Johnny  Dollar 

Capitol Cloakroom 

Eric  Sevareid  S 

Dance 

Orchestra 

ABC  Late  News 

Hour  of  Decisior 
(Split  Network) 
and  *  Monitor 

Imagination Milton  Cross 
CBS  News 

ABC  Late  News 
Dance 

Orchestra 

Bob  8  Ray 

Here's  Hollywood 

Sports 
Kralt  News 

Co-op 

Fulton  Lewis,  Jr. 

Dinner  Date 

Gabriel  Header 

What's  Your 

Opinion 
True  Detective 

Mysteries 
(Participating) 

Danger  with Granger 

News Bob  8  Ray 

Behind  the 
Iron  Curtain 

Reporters' 

Roundup 

Studio 
X Music 

Virgil  Pinkley 

Studio  X Music 

No  Network Service 

Not  in 

Service 

ABC-News Mel  Allen All  State 

Sun  Oil  8  Co-op J-Star  Extra (34) 
No  Service 

Alex  Drier 
Man  on  the  Go 

Co-op 

ClO-AFofL Edw.  P.  Morgan 

No  Network Service 

Co-op 

Ouincy  Howe Miles  Labs.  8  (S) 
News  ol  World 

166 

One  Man's 

Family 
Mysteries 

ABC  Late  News 
Gen.  Motors Henry  J. 

Taylor 
American 
Music  Hall 

Berkshire 
Festival Boston 

Symphony Orchestra 

News  S 

American Music 

Hall 
News 

Bell  Telephone 
Telephone  Hour 

(185)  R 

American 
Music  Hall 

ABC  News 

Jontrsts  In  Music 

(Eastman  School Orchestra) 

Best  Bands 
ol the  Land 

News 

News-Frederick  [landercook,  CIO Chet  Huntley 
Net  ParL 

World  of  Music 
Imagination Milton  Cross 

News 

All  Star  Parade 
ol  Bands 

Imagination Milton  Cross 

ABC  Late  News 
No  Network 

Service Imagination Milton  Cross 
News  ol 

the  World ABC  Late  News 

Allan  Jackson 

No  Service 

Delco  Batteries 
Lowell  Thomas 

(199) 

Amos  V  Andy 
Music  Hall (198) 

Bing  Crosby 

Ed.  R.  Murrow 

Co-op 

Bob  8  Ray 

Les  Paul 

Sports 

Kralt  News 

Fulton  Lewis  Jr 

Dinner  Date 

Gabriel  Header 

Coca-Cola  Co 
The  Eddie  Fisher Show  (245) 

Jack  Carson 

Show 
S 

R.  J.  Reynolds 
Camel  Rock  V 

Roll  Dance  Party 
(112) 

Treasury 

Agent 
(Participating) 

Shev.  News  (199) 

My  Son  Jeep 
Yours  Truly 

Johnny  Dollar 

Campaign  '56 UN  Report 

Eric  Sevareid  S 

Dance 
Orchestra 

CBS  News 

Dauce 
Orchestra 

Big 

City 

News Bob  8  Ray 

Dateline Delense 
The 

Army 

Hour 

Studio 
X Music 

Virgil  Pinkley 

Studio  X Music 

No  Network Service 
No 

Service 
ABC-News 
Mel  Allen 
All  State 

Sun  Oil  8  Co-op 3-Star  Extra (34) No  Service 

Alex  Drier Man  on  the  Go 

Co-op 

ClO-AFofL Edw.  P.  Morgan 

No  Network Service 

Co-op 

Ouincy  Howe Miles  Labs  8  (S 
News  of  World 

Mysteries 

One  Man's 

Family 

ABC  Late  News 

X  Minus  One 

(Networks- Local 
Participations) 

American 
Music  Hall 
News  S 

B8W  News 
American Music Hall 

Biography 

In  Sound 

News 

American 
Music  Hall News  S 

Ted  Heath 
8 His  Music 

Best  Bands 
ol the  Land 

News-Frederick News 
Chet  Huntley 
Net  Part. 

Vandercook,  CIO 

World  of  Music 

Nightlife 
with Nordine 

No  Network 
Service 

News  ot 
the  World Morgan  Beatty 

Pabsl 

Fights 

ABC  Late  News 

Imagination Milton  Cross 

ABC  Late  News 

Allan  , 

NiS, 

Delco  E Lowell 

(I! 

Cai 

Amos ' 

Musii 

(1! 

Bing  I 

Am 

Ed  it. 

(I 

Jack  I 

Sh 

FBI  In 

81 

Chev.  Ni 

My  Sc 

Yours 

Johnn] 

Wash 

II 

Wi 

Eric  S 

Dan 

Orel 
CBS 

Di 

Orel 

9:00  AM 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

11:00 

11:15 

11:30 

11:45 

12:00  N 

12:15PM 

.12:30 

112:45 

To
o"
 

ABC 
SUNDAY 
CBS  MBS 

NBC 

ABC  News 

Great  Moments 
Great  Composers 

Prophecy,  In 
Voice  of  Prophet 

(99) 

Texaco  News 

Menage  of 
Israel 
S 

Texaco  News 

Negro  College Chain 
S 

Sunday  Melodies 

Marines  in 
Review 

Teiaco  News 

The  Christian 
In  Action 

S 

Mo  Net  Service 

News 
S 

Music  Room 

Church  ol  the Air 

Chev.  News  (178) 

E.  Power  Biggs 
S 

Invitation 
to Learning 

S 

News 

Washington 
Week 
World 
Affairs 

Dr.  Wyatt 
Wings  ol Healing 

(301) 

Christian  Ret 
Church 

Back  to  God 
(268) 

Radio  Bible Clan 

(HI) 

Voice  ol Prophecy 

(«7) 

Dawn  Bible 
Frank  8  Ernest (362) 
First  Church 

How  Christian 
Science  Heals 

Salt  Lake  City  Northwestern  U. Tabernacle  S 

Chev.  News  (170) 

Presenting 
Basil  Rathbone 

Front 
8 

Center 

Ralph 
Marterie 

S 

Review 
S 

As  I  See  It 
Frank 

Kirkpatrick 

1:15 

i  Churches  ol 
Christ  Herald  of 

Truth  (108) 

Freddie 
Martin 

Orchestra 
S 

Weather  (164) 

F.W.Woolworth 1-2  p  m 

Woolworth  Hour 
(198) 

Bill  Cunningham 
Co-op 

First  Church 
How  Christian 
Science  Heals 
Front  Page 
Ex..usive 

American 
Travel  Guide 

ABC 
World  News 
Round-Up 

Co-op 

Art  of 
Living 

Breakfast  Club 
Voice  ol  Prophec) 

(Split)  ** 

Evangelical  Assoi 
"Bible  Study 

Hour" 

(Participating) 

National  Radio Pulpit 

My 

True 
Story 

Voice  of  Prophec) 

(Split) 

When  A 
Girl  Marries 

** 
*  "Monitor" 

Whispering 

Streets 

Grand  Central 
Station 

Jack  Paar Show 

Monitor ABC  Late  News 
* 

10:30  a.m.  Sun. 
Thru  12  Mid. 
Sun.  (except  as 

noted ) 

Your 

Happy 

Holiday 

Valentino 

Luncheon  at 
Astor 

The  Eternal 
Light 

No  Network 
Service 

Monitor 

Co-op 

Pail  Harvey 
• 

Co-op 

Ted  Malone 

MONDAY  -  FRIDAY 
CBS  MBS  NBC 

Co-op 

Nowi 

Na  Service 

Arthur  Godlrey 
(Participating) 

Make  Up  Your Mind 

S Wrigley 

Howard  Miller 
(144) 

Phillips  Packing 
P8G,  Gen  Foods W.  Warren  (144) 

Backstage 

Wife 
Toni 

Perkins  (186) 
Helen  Trent 

Our  Gal  Sunday 
Corn  Prod.  (82) 
Corn  Prod.  (76) 
Bristol-Myers 
Road  of  Life Perkins  (203) 

Lever  MWF Aunt  Jenny 
(198) 

RabL  Hurlelgh 

Easy  Does  It 

Cecil  Brown 

Footnotes  To Medical  History 
Guest  Time 
Kraft  News 

Johnny  Olsen 
Show 

Kraft  Nei 

Story  Time 

Queen  lor  a  Day Participating 

Kraft  News 
On  the  Boardwalk 

Constance 
Bennett 

Show 

No  Service Co-op 

Cedric  Faster 

Allen  Ladd's 
Modern 
Moods 

Na  Network Service 

NBC 
Bandstand 

(Network-Local Participations) 

No 

Network 
Service 

ABC 

Co-op 

No  School 

Today 

All-League 

Club  House 

Texaco  News 

Chautauqua 

Student Symphony 

Platter- 

brains 

Texaco  News 
World  Tourist 

Andy  Reynolds Ranch  Boys 
S 

American 
f  timet 

S 

Texaco  News 

Navy  Hour S 

SATURDAY 
CBS  MBS 

Co-op 

News 

Farm 
News 

St  touis Melodies 

Garden  Gate 

Chv.  Jackson  192 

Galen 
Drake 

D-Con  (20) 

Galen Drake 

RobL  O.  tewis 

Realemon 

(198) Slenderella Jel-Sert  (203) 
Turns  (198) 
Milner  (197) 

Chev.,Jksn.(183) 

Romance 
S 

tiggett  8  Myers 
Gunsmoke 

(199) 
Asphalt  (192) 
Weather  on  Hwys 
Chev.,  Jksn.  (185) 

City 

Hospital 

No 

Network 
Service 

Kraft  News 
Conference 

Call 

I've  Been 
Reading 

Kraft  News 

I  Ask  You 

Musical  Wheel 
of  Chance 

Kraft  Ne Magic 

of 

Music 

American 

Living 

For  Teens  Only 

NBC 

Monitor 
• 

8  a.m.  SaL Through 

12  Mid.  SaL 

(except  as 

noted) 

Allis-Chalmers 

National  Farm  8 
Home  Hour 

(Split  with 
"Monitor"* 
Monitor 

Allis-Chalmcrs 
Home  Hour 

(Central  Sta's) 
(Split)  with "Monitor"* 

1:30  PM 

1:45 2:00 

Healin 

2:15 

1 Dr.  On 

2:30 Dr. 

2:45 

Wings  c 

3:00 Texae 

Samn 

3:15 

Ser 

3:30 
Or.  Bill 

3:45 Hair  of 

(1 

4:00 

4:15 

Gospel 

Old-F 

Revival 4:30 

4:45 

5:00 

Dis 

5:15 
Texaco, 

5:30 

Speak'g 

5:45  PM 

H 

Mo 

Texai 

Pilgi 
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NBC ABC 
THURSDAY _NB£_ 

ABC 

FRIDAY 

ARf  CBS 

No  Netwirk Service Texaco  News News 
Pan 

American 
Union 

New  Orleans 

Jazz  Band 
Harkness 
Co-os 

No  network 
Service 

Sports 

Kaleidescope 
Saturday 

at  the  Chase Sun  Oil  Co-op 3-Star  Extra 

(34) 

Presenting 

Basil  Rathbone 
AIat  firipr Hie*  unci 

Man  on  the  Go 
Co-op Texaco  News News 

At  Ease 
Jnbp  Rax No  Network 

Service Miles  Laos  &  fS) 
News  of  World 

din Mysterytjrne 

One  Man's 

Family 

**• 
Speak'g  of  Sports 

Weather  (189) 

National Radio 
Fan 

Club 

Teiaco  News Chev.  News  (192) 
Vincent 
Lopez 

Show 

Treasury 

of  Music 

III  v      p  - 
It  s  Your  Business 

Upbeat 

Saturday 

Night 
Ar  U/»  Cab  If as  ne  dee  n 

NBC  Job  Clinic Teiaco  News Saturday 

Ni  -hi 

Country 

Style 
National  Radio 

Fan  Club 

National 
Juke  Box 

Speak's  ol  Sports 
Best  Bands 
in  Ihp  1  and III  LUC  LdUU Inside  Story 

with 
Teiaco  News 

Lawrence  Welk 
Army  Show Gillette  Borinr. 

News  s 

Dance 
Band 

Speak'g  ol  Sports 

Sports  Digest 

Rhythm •a Parade 

Basin 

Street Jazz 

Sports Highlights 

No  Network 
Service 

Imagination 

News 

News  ol 
the  World 

Morgan  Beatty 

Dance 
Orchestra 

SATURDAY 
MBS NSC 

lab  lay 

sjljfwood 
J|S  all  ews 

(lis  Jr. 

lit!  Date 

-;i  eiller 

<l  ha  Your 
0|  on 

iamsters 

'artiating) 

Crfcifiles 
ol  Fiond 

In 
Priels 
lis 

Cooence 

Flly 
Tllre I 

llio 

Me 

rgiinkley 

s;'x  4 I  no 

No  Network 
Service 

Not  in 
Service 

ABC— News 

Sun  Oil  8  Co-op 
1-Star  Extra 

(34) 

All  State 
Mel  Allen 

No  Service 

Alex  Drier 
Man  on  the  Go Co-op 

ClO-AFofL 
Edw.  P.  Morgan 

No  Network 
Service 

Co-op 

Quincy  Howe 
Miles  Labs.  S  (S; 
News  of  World 

 (1M) 
One  Man's Family 

Mysteries 

ABC  Late  News 
Realemon  Puritan 

Network 
Participations "Truth  or 

Consequences" 

American 
Music  Hall 

News  S 

Recollections 
at  30 

American 
Music 
Hall 

S8W  News 
DeSoto  Plymoutt 

Dealers, "Best  of 

Groucho" (191) 

American 
Music 
Hall 

Sound 
Flight 

'56 
Best  Bands 
of  the  Land 

News-Frederick 
News 

Chet  Huntley 
Net.  Part. 

Vandercook,  CK 

This  Is  Moscow 
Imagination Milton  Cross 

ABC  News 

Three  S;oro 
&  Five 

Imagination 
Milton  Cross 

ABC  Late  News 
No  Network 

Service Imagination Milton  Cross 
News  of 

the  World 
Morgan  Beatty 

ABC  Lale  News 

Allan  Jackson 

No  Service 

Deles  Batteries 
Lowell  Thomas 

(199) 
Carter 

Amos  V  Andy 
Music  Hall 

(198) 

Bin;  Crosby 
Co-op 

Ed.  R.  Murrow 

Jack  Carson 
Show S 

list  Precinct 
S 

Chev.  News  (199' My  Son  Jeep 

Yours  Truly 
Johnny  Dollar 

Leading 

Question 

Eric  Sevareid  ! 

Danea 
Orchestra 

CBS  News 

Dance 
Orchestra 

Bob  &  Ray 

Les  Paul 

Sports Kraft  News 

Filton  Lewis  Jr. 

Dinner  Date 

Gabriel  Header 

Coca-Cola  Co. 
Eddie  Fisher 

Show 
Official 

Detective 

(Participating) 

Gabriel  Header It's  a  Crime 
Mr.  Collins 

News 
Bob  &  Ray 

UN  Radio 
Review Co-op 

State 
of  the 
Nation 

Studio 
X Music 

Virgil  Pinkley 

Studio  X Musio 

No  Network 
Service 

Not  in 
Service 

ABC— Ne All  Stale 
Mel  Allen 

Sun  Oil  &  Co-op 3-Star  Extra 
(34) 

Alex  Drier 
Man  on  the  Go Co-op 

No  Service 

ClO-AFofL 
Edw.  P.  Morgan 

No  Network 
Service 

Co-op 

Quincy  Howe 
Miles  Labs.  S  (S 
News  of  World 

(168) 

One  Man's 

Family 

B8W  & 
Realemon  Puritai 

Network 
Participations People 
Are  Funny 

Mysteries 

ABC  Late  News 

American 
Music  Hall 

News  S 

Conversation American 
Music  Hall 

News-Don  Pard News 

Can Freedom 

Win 

American Music  Hall 

News  S 

Stars  In  Action 
(Nat'l  Guard) 

Best  Bands 
of  the  Land 

News-Frederick 

Mews 

Vandercook,  ClO 
Chel  Huntley 
Net.  Part. Imagination Milton  Cross 

CarlingCons.Clut ABC  News 

Jane  Pickens 
Show 

Imagination Milton  Cross 

ABC  Lale  News 
No  Network 

Service 
News  of 

the  World Morgan  Beady 

Imagination Milton  Cross 

ABC  Late  News 

Allan  Jackson 

U.N.  on  the 
Record  S 

Delco  Batteries 
Lowell  Thomas 

(199)  

Amos  V  Andy 
Music  Hall 

(198) 

Bins  Crosby 

Am.  Oil 
Ed.  R.  Murrow 

as 

Jack  Carson 
Show S 

CBS-Radio Workshop 

Chev.  News  1199) 
My  Son  Jeep 
Yours  Truly 

Johnny  Dollar 

So  They  Say 

Eric  Sevareid  S 

Dance 

Orchestra 

"CbTRo 

Dance 
Orchestra 

Bob  &  Ray 

Here's  Hollywood 

Sports Kraft  Five  Star 

Fulton  Lewis  Jr. 

Dinner  Date 

Gabriel  Header 

What's  Your 

Opinion 
Counterspy 

(Participating) 

City  Editor 
News 

Bob  &  Ray 

UN  Radio 
Review 

True 

or 

False 

Studio  X Music 

Virgil  Pinkley 

Studio  X Music 

John  T.  Flynn 

World  Traveler 

Report  from 
Washington 

Dinner  Dale 

Kraft  News 

Pop  The 

Question 

Hawaii Calls 

Bandstand 

USA 

Renfro 

Valley 

Dance 

Barn 

Dance 

Time 

Monitor 

R.  J.  Reynolds »  Co-op 
Grand  Ole  Opry 

(9J) 

Monitor 

6:00  PM 6:15 
6:30 

6:45 

7:00 
7:15 

7:30 

7:45 
8:00 

8:15 

8:30 

8:45 

9:00 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

11:00 

11:15PM 

!■  SUNDAY 
:bs  mbs 

Wvorth 
ur 
I0) 

ws 

arid 
isic 
ijval 

hie  en  a 
,«day 
moon 

"Ssirjtooy joaronHwy; 

B.  nit  (193) 
tjej  et  News 

I  .Iment 

•art 
amie 

Bi  er  (164) 
1 

NBC 

Lutheran 
Hoot 
(479) 

London 
Studio 

Concerts 

Band 
Concert 

Bands 
For 

Bonds 

Lombardoland 
USA 

Bands 
For 

Bonds 

Sports  Final 

ABC 
MONDAY  -  FRIDAY 

CBS  MBS NBC 

Lutheran's Layman's  Leagui "The  Lutheran 

Hour" 
Monitor 

The 
Catholic 
Hour 

Monitor 

Cloud  Clreill 

No  Network 
Service 

Tbi 
Martin  Block 

Shin 

Broadway 
Matinee 

No  Network 
Service 

Wall  SL  Final 
(Harris,  Upham) 

Carter  (186) 
Corn  Prod.  (76) 

Dr.  Malone Guiding 

Light 
P&Q  news  (144) 
PSG  News  (103) 

M( 

Mrs. 
 
Burto

n 

Toni 
Perkins  & 

Nora  Drake  (196 
Pat  Butrum Show  (198) 
Wm.  Wrigley 
Housepartyf 

(183)  R 
Corn  Prod. 

Sunshine  Sue 

 (»> 

Corn  Prod. (40) 
Art  Smith 

No  Service 

No  Service 

Luncheon 
with  Lopez 

Kraft  Ne 

Jazz  Roost 

Mutual 
Matinee 

(MTuWF) 
Bands  For  Bond: 

(Th) Bands  For  Bonds 
Dick  S  Diane 

Mutual  Reports 

Mutual  Matinee 
with 

Dick  Willard 
M-US  Mil  Bam 
T-US  Marine  B 
W-Thc  Red.  Rrr 
Th— Musical  Cvr F— Salute  to  (hi 

Nation 

Bob  &  Ray 

F— Salute  Nation 
TST  Paul  &  Ford 

M8F  Here's  Hwd 

N. 

Network 
Service 

"Five  Star 

Playhouse" 
'Hilltop  House" 

'Pepper  Young' 

Family" 

Miles  Labs 
"Woman  In 

My  House" 
M.  M.  McBride 

Fred  Waring 
Song  Feast 

(Network-Local Participations) 

Music  Program TBA 

"It's  New!" "B'ness  World 

"Sport-O-RamF 
"Observations' 
(Dr.  Gallup) 

A3C SATURDAY 
CBS  MBS 

Speak'g  ol  Sports 
Shake  the Maracas 

Festival 

Speak'g  ol  Sports 

Festival 

Texaco  Ne 

Festival 

Speak'g  ol  Sports 

Festival 

Texaco  News 

Festival 

Texaco  News 

Dinner  at  the 
Green  Room 

Dinner  at  the 
Green  Room 

Man  Around 
The  House 

_ja  Adventure 
in  Science NewsS String 

Serenade 

Dance 
Orchestra 

News  S 

Richard  Hayes 

Army  Show 

Dance 
Orchestra 

News  S 

Dance 
Orchestra 

Dance 
Orchestra 

News  S 

Dance 
Orchestra 

Dance 

Orchestra 

For  Teens  Only 

Kraft  News 
Fifth  Army 

Band 

Lucky  Pierre 

Country 

Jamboree 

Sports  Parade 

Co-op 

Stand- By 

Sports 

Kralt  News 

NBC 

Monitor 
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Explanation:  Listings  In  order:  Sponnor.  name)  at 
program,  number  of  stations:  It  repeat;  S  sustain- ing; TBA  to  be  announced.  Time  EDT. 

ABC— 

7:55-8  p.m..  Lea  Griffith  &  The  News.  (332). 
Weekend  news  sponsored  by  Texas  Co.  In  each  of four  time  zones. 

Sun. 

13  times  on  Sat.,  11  times  on 

It's  Time,  5  mln..  unsponsnred.  10  times  on  Sat.. 8  times  on  Sun.,  U.  S.  Rubber. 

CBS— 

8:55-9  a.m.  Sun.  Gen.  Fds.—  Galen  Drake  (111) 
11:30-11:35  a.m.  Sun.  Lou  Cloffl— News  (S) 

t  Houseparty. 
3-3:15  p.m.  MWF  Lever — Th.  Sunsweet.  Tues. 

Campana. 
3:15-3:30  p.m.,  Tu.Th.,  Pharma. -Craft:  Wed.. Simoniz,  Swift. 
Sat.— News  10:00  10:05  a.m.:  10:55-11.00  a.m.: 

12  Noon-12:05  p.m.    12G  Sta. 
Doug  Edwards— Pall  Mall  Wed.-Th.  Fri.  8:25-30 

p.m. 

Amos  'n'  Andy  Music  Hall 
Brown  &  Williamson.  M.  F.  S..  Ted  Bates 

NBC— 

*  Monitor — Network  &  Local  Participations — War- 
ner-Lambert, Quaker  State,  RCA.  Barbasul. 

American  Oil.  Hazel  Bishop.  Bell  Telephone, 
Miles  Labs..  20th  Century  Fox,  Sawyer's.  Mack 
Trucks. 

**  'Bible  Study  Hour',  'Voice  of  Prophecy',  and 
'Hour  of  Decision' — are  broadcast  at  8:30-9 
a.m.,  9:30-10  a.m.  &  10:00-10:30  p.m. — re- spectively in  each  area  of  the  country  in  terms 
of  local  time. 

One  Man's  Family — Net  &  Local  Participation, 
Viceroy  &  ReaLemon-Puritan. 

MBS — 

Queen  For  A  Day — Seeman  Brothers  (M-F) 
Series   B — 8:30-9:00  p.m.;  Brown   &  Williamson 

(M-F);  Curtiss  Candy  Co.  (M) ;  Mjpone  (M-F); 
Alsum  (M-F). 



DOUG  ARTHUR 

JOE  NIAGRA 

BOB  KNOX 

TOM  DONAHUE 

TONY  BOURG 

FRED  KNIGHT 

RAY  WALTON 

PHILA 

Penna.'s Most 

Powerful 

Independent 

plus  bonuses 

for 

WIBG 

advertisers! 

plus  a  new 
selling 

sound  . . . ! 

CAR  CARDS 

> 
on  the  most  traveled  transit  routes. 

OUTDOOR  BOARDS 

► 
24  Sheet  &  Painted  Billboards  around  the  town. 

DIRECT  MAIL 

► 
intensive,  frequent  mailings  to  select  lists. 

TRADE  RARER 

> 
scheduled  ads  in  leading  trade  papers. 

Pennsylvania's  most 
powerful  independent! 

W  I  B  G 

lO.OOO  WATTS 

SUBURBAN  STATION  BLDG.,  PHILA.  3,  PA.,  Rl  6-2300 

NAT'L  REP.:  RADIO-TV  Representatives 

TRADE  ASSNS. 

'Most  Honest  Guy' 
HONESTY,  always  the  best  policy,  can 
take  on  added  impact  when  illuminated 
against  the  backdrop  of  a  big  city.  Just 
ask  Sherril  Taylor,  vice  president  and 
director  of  promotion  of  Radio  Adver- 

tising Bureau. 
In  Chicago  for  sales  presentations  to 

top  local  advertisers  in  that  market,  Mr. 
Taylor  arrived  back  at  his  hotel  (the 
Drake)  by  taxi  one  day  to  discover  that 
$31  in  loose  currency  was  missing  from 
his  pocket.  The  money,  he  felt  sure,  had 
dropped  from  his  pocket  when  he  paid 
his  cab  fare. 

The  next  man  in  the  cab  happened  to 

be  Al  Pierce,  chief  engineer  at  CBS-TV, 
whom  Mr.  Taylor  had  never  met.  Mr. 
Pierce  gathered  up  the  money,  asked  the 

driver  where  he'd  picked  up  his  last  fare, 
and  on  learning  that  it  was  National  Tea 
Co.,  telephoned  that  concern  on  the  slim 

chance  that  someone  had  'phoned  for  a 
taxi  from  there.  The  receptionist  told 

the  CBS-TC  chief  engineer  that  she'd 
called  a  taxi  for  a  Sherril  Taylor.  The 
taxi  driver  already  had  told  Mr.  Pierce 
where  he  had  dropped  off  his  last  pas- 

senger, and  so  Mr.  Taylor  at  last  was 

located  and  his  money  returned — "money 
T  never  expected  to  see  again." 

Mr.  Pierce's  reward:  A  bottle  of  Kings 
Ransom  addressed  to  "the  most  honest 

guy  in  Chicago." 

clinic,  RAB  President  Kevin  B.  Sweeney  said 

last  week  that  the  500  agency-and-advertiser 
executives  will  be  joined  by  an  additional  350 

persons,  representing  RAB-member  stations, 
networks  and  representation  firms.  Use  of  the 
quota  system  was  decided  upon  after  careful 
deliberation,  Mr.  Sweeney  said,  pointing  out 
that  response  to  the  initial  clinic  last  year  was 

"so  great  that  we  anticipated  a  problem  in  ac- 
commodating everyone  this  year." 

This  year's  session,  like  last  year's,  will  em- 
phasize "How  We  Do  It"  aspects  of  radio  ad- 

vertising. Individual  speeches  and  panel  ses- 
sions presenting  all  phases  of  advertising — re- 

search, marketing,  copy,  etc. — will  highlight 
the  two-day  meeting,  RAB  said.  The  morning 

sessions  on  both  days  and  the  first  day's  after- 
noon session  will  be  open  to  all  registrants;  the 

afternoon  of  the  second  day  will  be  a  closed 
session  for  RAB  members  only. 

Mr.  Sweeney  commented:  "Last  year's  clinic 
definitely  established  the  fact  that  there  is  an 

intense  interest  among  advertisers  ...  in  learn- 
ing of  the  new  and  varied  uses  radio  has  been 

successfully  put  to.  .  .  .  With  .  .  .  even  more 
spectacular  radio  campaigns  during  the  past  12 

months,  this  year's  clinic  promises  to  be  even 

more  informative  than  last  year's." 

RAB  Publishes  New  Brochure 

SUPERCHARGED  radio  impressions  at  a  cost 
of  5Vi  cents  a  thousand  are  the  topic  of  Radio 

Advertising  Bureau's  latest  brochure,  "High 
Test  Radio."  The  booklet  tells  how  Sinclair 
Refining  Co.,  New  York,  through  its  agency, 
Morey,  Humm  &  Warwick,  built  a  national 
radio  campaign  out  of  a  safety  announcement 
overheard  in  an  Atlanta,  Ga.  taxicab.  The 

folder  outlines  the  growth  of  the  50-market 
Sinclair  safety  campaign  and  allows  radio  sales- 

men to  show  the  ease  with  which  radio  delivers 

the  giant  automobile  audience  to  petroleum  and 
auto  appliance  manufacturers. 

PROGRAM  SERVICES  — 

Crowell-Collier  Acquires 

Phonograph  Record  Subsidiary 

CROWELL-COLLIER  Pub.  Co.  last  week 
entered  phase  two  of  its  diversification  move 
into  aural  communications  by  acquiring  the 
Concert  Hall  Society,  New  York,  a  phonograph 
record  manufacturer,  and  its  four  record  clubs, 
Musical  Masterpiece  Society,  Chamber  Music 
Society,  Jazztone  Society  and  Opera  society. 

It  is  the  publishing  company's  intention  to  take 
Concert  Hall's  direct  mail  order  subscription 
list  of  600,000  and  add  it  to  its  own  subscriber 
roster,  in  an  effort  to  capture  a  large  slice  of 
the  booming  mail  order  phonograph  record 
market. 

While  spokesmen  for  Crowell-Collier  de- 
clined to  specify  the  amount  of  the  transaction 

involved,  Samuel  Josefowitz,  co-founder  with 
his  brother  David  of  the  concert  hall  society, 

said  the  deal  "involved  a  substantial  amount 
in  the  seven  figures,  part  cash,  part  in  other 

considerations."  William  H.  Fowler,  former  vice 
president  of  Capitol  Records  who  joined 
Crowell-Collier  last  March  as  general  manager 
of  the  embryo  recording  division,  will  head 
the  new  subsidiary. 

Suit  Asking  $1  Million  Filed 

Against  Muzak  in  New  York 

A  SUIT  seeking  more  than  $1  million  in  treble 
damages  was  filed  last  week  against  Muzak 

Corp.,  New  York,  by  Muse-Art  Corp.,  Phila- 
delphia, a  Muzak  affiliate,  charging  the  de- 

fendant with  "conspiracy  to  obtain  and  main- 
tain a  monopoly  in  the  field  of  furnishing 

music  and  other  entertainment  by  sound  repro- 

duction to  customers  under  contract." 
In  starting  the  action  in  the  U.  S.  District 

Court  for  the  Southern  District  of  New  York, 

Muse-Art  claimed  that  Muzak  is  "practicing 

discrimination"  against  particular  franchise- 

holders,  including  Muse-Art,  by  "charging  ex- 
cessive royalties  than  that  charged  to  more 

favorite  franchisers."  The  suit  further  charged 
that  "a  conspiracy"  exists  between  Muzak  and 

WCAU  Philadelphia  to  "destroy  Muse-Art's 
business  and  prevent  lawful  competition  be- 

tween Muse-Art  and  WCAU  by  the  delivery 

by  Muzak,  directly  or  indirectly,  into  the  pos- 
session of  WCAU  of  confidential  information 

pertinent  to  Muse-Art's  business  which  Muzak 

acquired  over  a  period  in  excess  of  15  years." 
A  spokesman  for  Muzak  said  the  action  had 

"no  basis"  and  the  company  was  prepared  to 

refute  Muse-Art's  charges. 

Stewart- Warner  Div.  Buys 

Cardwell  Electronics  Corp. 

ENTRANCE  into  facsimile  was  reported  by 

Stewart-Warner  Electronics  Div.  of  Stewart- 

Warner  Corp.,  Chicago,  last  Monday  with  an- 
nouncement of  the  purchase  of  Allen  D.  Card- 

well  Electronics  Products  Corp.,  Plainville, 
Conn.,  for  an  undisclosed  price. 

Included  in  the  transaction  is  Cardwell's 
license  agreement  with  Hogan  Labs  Inc.,  which 
owns  basic  electrolytic  facsimile  system  patents. 

The  Stewart-Warner  division  plans  to  expand 

both  military  and  commercial  facsimile  activi- 

ties, including  picture  transmission  and  recep- 
tion for  press  associations,  according  to  Dr. 

Lloyd  T.  DeVore,  general  manager. 
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of  all  TV  Towers 

over  1,000  feet 

BEAR  THIS 

IDECO  PLATE 

...and  so  do  hundreds  of  other 

radio  and  TV  towers, 

all  over  the  world. 

Just  a  year  ago  we  reported  "Over  40%  of  all  TV 
towers  over  1,000  feet  tall  are  towers  by  Ideco." 
TODAY  OVER  50%  are  labelled  "Built  by 
Dresser- Ideco  Company." 

MORE  TALL  TOWERS  have  been 

built  by  Dresser-Ideco  than  by  all  the  other 
tower  companies  combined! 

No,  we're  not  bragging  just  to  innate  our 
own  ego.  Rather,  we're  reminding  you  of  that 
very  essential  intangible  in  your  tower  job  .  .  . 
peace  of  mind  .  .  .  the  feeling  of  complete 
security  that  is  yours  when  you  deal  with  the 
leader.  Your  confidence  is  well  placed  in 

Dresser-Ideco's  proven  ability  to  design,  fabricate 
and  construct  the  tower  you  need  .  .  .  whatever 
the  height,  whatever  the  antenna  and  wind  load 
requirements. 

All  the  way  from  knowledgeable  counsel 
in  early  planning,  through  to  a  complete 
final  inspection  .  .  .  you  can  place  your  trust 

in  the  world's  most  experienced  tower  engineers. 

So  when  you're  ready  to  push  up  for  greater 
coverage  ...  or  when  you're  planning  a  new 
station  .  .  .  come  to  Dresser-Ideco.  Write  us, 
or  contact  your  nearest  RCA  Broadcast 
Equipment  representative. 

*Tower  height  data  irom  TV  Factbook,  Spring,  1956 

DRESSER-IDECO  COMPANY 

One  of  ihe  DRESSER  INDUSTRIES 

COLUMBUS  8,  OHIO 

Branch:  8909  S.  Vermont  Ave,,  Los  Angeles  44,  Calif. 

Tall  or  Short  ...  for  TV,  Microwave,  AM,  FM 

Y  i 

.  IDECO  Tower  "Know-How"  Keeps  You  on  the  Air 
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OCEAN  TRAGEDY  STEPS  UP  NEWS  COVERAGE 

One  Ray  of  Cheer 

ONE  of  the  most  dramatic  stories  to 

come  out  of  the  Andrea  Doria-Stockholm 
disaster  was  that  of  14-year-old  Linda 
Morgan,  daughter  of  ABC  newscaster 
Edward  P.  Morgan.  She  was  missing  and 
presumed  dead  in  the  crash,  along  with 

her  stepfather,  Camille  Cianfarra,  Ma- 
drid correspondent  of  the  New  York 

Times,  and  her  half-sister,  8-year-old  Joan 

Cianfarra.  Mrs.  Cianfarra,  Mr.  Morgan's former  wife,  who  survived  the  tragedy, 

was  interviewed  by  the  newscaster  Thurs- 
day night  in  a  gripping  broadcast  during 

which  he  didn't  mention  that  his  daughter 
was  among  the  reported  fatalities. 

Then,  Friday,  when  the  Stockholm 
limped  into  New  York,  Linda  was  found 

among  the  survivors.  Even  more  spec- 
tacular than  her  reappearance  was  the 

manner  in  which  she  had  gotten  aboard. 
In  the  collision,  Linda  reportedly  was 
snatched,  in  a  pile  of  debris,  from  her 
cabin  in  the  Andrea  Doria  by  the  bow 
of  the  Stockholm.  She  was  found,  not 
seriously  injured,  among  the  debris  on 
that  ship,  and  at  first  was  believed  to 
have  been  a  Stockholm  passenger. 

Collision  of  liners  'Andrea 

Doria'  and  'Stockholm'  causes 

radio  and  tv  networks  and  in- 

dividual stations  to  increase 

usual  reportorial  stints  to  bring 

flashes,  bulletins  and  eyewit- 
ness accounts  to  listeners. 

RADIO  AND  TV  networks  and  many  individ- 
ual stations  stepped  up  their  news  coverage  last 

Thursday  to  bring  flashes,  bulletins,  eyewitness 
accounts  and  other  reports  of  the  collision  of  the 
liners  Andrea  Doria  and  Stockholm  off  Nan- 

tucket Island  just  before  midnight  Wednesday. 

Networks  and  some  stations  flew  reporters 

and  cameramen  to  the  disaster  area  and  as- 

signed other  newsmen  to  the  Coast  Guard  head- 
quarters in  New  York,  where  latest  ship-to- 

shore  information  was  received.  Many  New 

York  stations  and  others  near  the  disaster  re- 

mained on  the  air  all  nLght  Thursday — beyond 
usual  sign-off  time — after  news  of  the  collision 
was  flashed  at  11:40  p.m.  Wednesday. 

CBS  Radio  early  Thursday  flew  newsman 
Douglas  Edwards  to  the  Quonset  R.  I.,  Naval 
Station,  and  he  was  aloft  in  time  to  see  the 

Andrea  Doria  disappear  beneath  the  ocean's 
surface.  At  10:20  a.m.,  a  bulletin  was  tele- 

phoned to  the  network  by  Mr.  Edwards  and 

carried  on  Arthur  Godfrey's  morning  pro- 
gram. At  noon,  pre-empting  the  time  usually 

occupied  by  Wendy  Warren  and  the  News,  CBS 

Radio  presented  a  combined  report  from  Mr. 
Edwards,  Richard  C.  Hottelet  from  Coast  Guard 
headquarters  and  Dallas  Townsend  from  CBS 

News  headquarters.  Ned  Calmer  was  "anchor 
man"  for  the  report. 

CBS  Radio  affiliates,  including  WCBS  New 

York,  WPRO  Providence  and  WBRY  Water- 
bury,  Conn.,  remained  on  the  air  all  night 
to  give  listeners  a  status  report  of  the  condition 
of  the  two  disabled  vessels  and  the  rescue 
chances  of  the  passengers  and  crews. 

Charles  Ashley,  news  editor  of  CBS-owned 
WEEI  Boston,  had  that  station  stay  on  all 
night  (it  usually  signs  off  at  1:15  a.m.)  to 
follow  rescue  developments.  Newsman  Ed 
Myers  flew  to  the  scene  in  a  chartered  CBC 
plane  and  Art  Smith  went  to  the  wreck  aboard 
the  Coast  Guard  cutter  Casco.  Ralph  Morse,  va- 

cationing on  Nantucket  Island,  fed  the  station 
news  of  survivors  landing  there.  WEEI  had  news 
flashes  on  the  air  by  2  a.m.  and  fed  CBS  Radio 
newscasts  through  the  early  morning. 
WHDH  Boston  carried  its  first  bulletin  on 

the  disaster  at  11:30  p.m.,  and  by  4  a.m.  had 
its  entire  staff  on  hand  preparing  and  broad- 

casting reports.  After  on-the-air  interviews  with 
Coast  Guard  search  and  rescue  squadron  mem- 

bers at  6  and  9:30  a.m.,  the  station  presented  at 
10:35  an  interview  with  a  doctor  who  described 
the  landing  of  four  early  survivors,  including 
one  fatally  injured,  at  Nantucket. 

Two  other  interviews  dealt  with  preparations 
and  procedures  regarding  helicopter  delivery  of 
injured  passengers  to  a  Boston  hospital.  WHDH 
also  made  contact  with  a  freighter  which  picked 
up  one  survivor,  and  later  with  the  He  de 
France,  which  carried  several  hundred  survivors 

back  to  New  York.  In  addition  to  special  inter- 
views, WHDH  presented  regular  summaries  of 

rescue  operations. 
Mutual  began  feeding  reports  compiled  by 

its  New  York-owned  station,  WOR,  at  6  a.m. 
Thursday.  Bob  Garrity,  pilot-newscaster  who 
recently  was  hired  by  WOR  to  report  partic- 

ularly on  traffic  information,  flew  out  to  sea 
above  the  lie  de  France  and  reported  back  by 
shortwave  to  WOR  and  Mutual.  Mr.  Garrity 

made  subsequent  trips  and  reports  for  the  sta- 
tion and  the  network  in  the  late  afternoon  and evening. 

WOV  New  York,  which  specializes  in  Italian- 
language  programming,  maintained  continuous 
broadcasting  of  news  developments  in  Italian  to 
reassure  relatives  and  friends  of  Andrea  Doria 

passengers.  One  highlight  of  its  coverage  was 
a  ship-to-shore  interview  with  Morris  Novik, 
president  of  WOV,  who  was  among  those  res- 

cued from  the  sinking  ship.  Another  was  a 
tribute  to  the  Andrea  Doria  by  Renzo  Sacer- 
doti,  WOV  staff,  who  had  been  a  passenger  on 
the  maiden  voyage  of  the  ship. 

ABC's  WABC  New  York  remained  on  the  air 
virtually  all  night,  broadcasting  bulletins  on  the 
disaster.  At  8:55  a.m.,  the  station  carried  a 

report  by  beeper  telephone  from  ABC  reporter 
Al  Mann,  stationed  at  Coast  Guard  headquar- 
ters. 

WMGM  New  York's  Happiness  Exchange, 
featuring  Joe  Rosenfeld,  was  on  the  air  when 
news  of  the  collision  was  received.  The  station 

decided  to  keep  the  program  on  the  air  all 
night,  broadcasting  latest  developments.  After 
3  a.m.,  the  program  began  receiving  calls  from 
relatives  and  friends  of  passengers  aboard  the 
Andrea  Doria.  Mr.  Rosenfeld  suggested  they 

come  down  to  the  Happiness  Exchange  head- 
quarters where  coffee  would  be  made  available 

to  them  and  up-to-the  minute  news  develop- 
ments provided.  Many  took  advantage  of  the 

offer  and  were  interviewed  over  the  air  by  Mr. 
Rosenfeld.  A  WMGM  spokesman  said  some 
were  sent  on  to  WCBS-TV  for  tv  interviews. 

WQXR  New  York,  which  normally  comes 
on  the  air  at  6  a.m.,  began  broadcasting  at  4 

a.m.  Thursday  and  carried  news  bulletins  con- 
tinuously until  11  a.m.  Subsequently,  the  sta- 

QuidPlem 

On  TkAir 

(now  also  available  in  sections) 

The  complete  program  service  featuring 

A  great  new  Alphabetical  and  Classified  Catalog; 

Over  8500  Bridges,  Moods,  and  Themes  in  over  1400  Categories; 

Program  notes  for  each  selection; 

Scripts  that  sponsors  buy; 

And  many  other  program  aids. 

For  full  information,  write,  wire,  or  phone  today 

The  Coliseum  Tower 

10  Columbus  Circle  New  York  19,  N.  Y. 
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NOTICE  TO  EDITORS— This  advertisement  currently  appears  in  lead- 
ing national  magazines.  For  more  than  30  years,  Metropolitan  Life  has 

sponsored  similar  messages  on  national  health  and  safety.  Because 
of  public  interest  in  the  subject  matter  of  these  advertisements, 
Metropolitan  offers  all  news  editors  (including  radio  news  editors), 

free  use  of  the  text  of  each  advertisement  in  this  series.  The  text  may 
be  used  in  regular  health  features,  health  columns  or  health  reports 
with  or  without  credit  to  Metropolitan.  The  Company  gladly  makes 
this  material  available  to  editors  as  one  phase  of  its  public-service 

advertising  in  behalf  of  the  nation's  health  and  safety. 

What  you  can  learn  from 

the  deep  sea  diver  about 

high  blood  pressure  . . . 

Though  deep  sea  diving  is  haz- 
ardous, divers  can  work  for  years 

without  serious  mishaps.  They  do 

so  by  avoiding  situations  that  mean 
trouble  . . .  and  by  taking  other  pre- 

cautions for  underwater  safety.  For 
instance,  they  never  work  too  long 
at  great  depths  undergreat  pressure. 

Anyone  with  high  blood  pressure 
(hypertension)  of  the  moderate, 
uncomplicated  type  .  .  .  should  face 
his  situation  in  much  the  same  way 

as  the  deep  sea  diver  does  his  work. 
This  is  because  successful  control 

of  this  disorder  may  depend  upon 

knowing  what  to  do  and  what  not 
todo.  In  fact,  by  avoidingsituations 
and  conditions  that  adversely  affect 
blood  pressure,  it  is  possible  in 
many  cases  to  bring  an  elevated 
blood  pressure  down  ...  or  keep  it 
from  rising  tocxcessivelv  high  levels. 

What  is  high  blood 

pressure  and  what 
does  it  do? 

When  hypertension  occurs,  the 
very  small  terminal  portions  of  the 
arteries  contract.  Pressure  within 
these  narrowed  blood  channels  rises 
.  .  .  and  the  heart  works  harder  to 
force  needed  amounts  of  blood 

through  them. 
If  the  blood  vessels  are  strong 

enough  to  withstand  the  extra  pres- 
sure, harmful  effects  may  not  be 

noticed  for  many  years.  The  con- 
tinuous strain,  however,  may  even- 

tually overwork  the  heart . .  .  and 

weaken  many  of  the  blood  vessels 
throughout  the  body. 

If  hypertension 
develops,  then  what? 
If  the  disorder  is  mild  and  not 

caused  by  some  underlying  disease, 
the  patient  can  do  a  great  deal  to 
help  himself  just  by  taking  it  easy 
.  .  .  emotionally  and  physically. 

Since  tension,  anxiety  and  worry 
are  believed  to  be  related  to  this 

disease,  it  is  important  to  live 

calmly  and  to  be  moderate  in  eat- 
ing, working  and  everything  else. 

One  good  rule  is  this:  do  everything 

your  doctor  permits,  but  no  more. 
Following  this  rule  alone  is  often 
all  that  is  needed  to  help  patients 

live  long,  comfortably  and  usefully 
with  hypertension. 

If  more  rest  and  recreation,  and 

avoiding  tension  and  strain,  fail  to 
control  this  disorder,  then  the  doc- 

tor may  try  diet,  drugs  or  surgery. 
Newer  drugs  give  promise  that 
dietary  and  surgical  treatment  are 
less  likely  to  be  needed. 

What  about  guarding 

against  hypertension? 

When  hypertension  is  discovered 
early,  it  is  usually  easier  to  control. 

So,  everyone  should  have  peri- 
odic health  examinations,  especi- 

ally those  who  are  middle-aged 
and  older,  are  overweight  or  have 
a  family  history  of  the  disorder. 

1 
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STATIONS 

tion  maintained  a  schedule  of  news  of  the  dis- 
aster every  half  hour. 

NBC-TV  presented  a  special  90-minute,  on- 
the-scene  report  Thursday  (5-6:30  p.m.  EDT) 
of  the  arrival  of  the  He  de  France  with  survivors 
of  the  collision.  NBC  reporters  John  Rich  and 
Chet  Huntley  worked  with  a  mobile  unit  at  a 

pier  on  the  Hudson  River  interviewing  sur- 

vivors. Earlier  in  the  day,  NBC-TV's  Today 
carried  film  footage  of  the  disaster  at  9:30  a.m. 

CBS-TV's  Good  Morning  with  Will  Rogers  Jr. 
(Mon.-Fri.,  7-9  a.m.  EDT)  was  alerted  to  the 
story  of  the  disaster  by  Producer  James  Flem- 

ing at  3  a.m.  Thursday  and  arranged  for  live 
interviews  with  families  of  Andrea  Doria  pas- 

sengers. Appearances  also  were  made  on  the 
program  by  Walter  Lord,  author  of  A  Night 

to  Remember,  which  described  the  Titanic's 
sinking,  and  Frank  Brainard,  author  on  ships 
who  wrote  Famous  American  Ships. 

ABC-TV's  WABC-TV  New  York  presented 
films  of  the  disaster  on  a  special  six-minute  pro- 

gram, beginning  at  9:42  a.m.  The  footage  was 
taken  by  Bill  Cooper,  cameraman  for  WJAR- 
TV  Providence,  an  ABC-TV  affiliate,  and  by 
INS-Telenews.  ABC-TV  camera  crews  later 
filmed  other  footage  of  the  wreck  and  interviews 
with  survivors  for  presentation  on  news  pro- 

grams Thursday  evening. 
WBZ  Boston  sent  News  Director  Rod  Mc- 

Leish  abroad  a  chartered  plane  to  Nantucket 
Island,  from  where  he  sent  hourly  reports 
by  beeper  phone  to  WBZ,  starting  at  7  a.m. 
These  and  other  recordings,  including  an 
eye-witness  account  of  the  sinking  of  the 
Andrea  Doria,  were  supplied  by  WBZ  to  other 
Westinghouse-owned  stations. 

Philadelphia  Mayor  Richardson  Dilworth, 
who  was  aboard  the  Andrea  Doria.with  his  wife, 

was  contacted  via  ship-to-shore  telephone  by 

three  Philadelphia  stations  following  his  rescue 
by  the  lie  de  France.  The  three — WCAU, 
WRCV  and  WIP — recorded  the  individual  in- 

terviews for  later  rebroadcast.  The  mayor's 
wife  suffered  a  black  eye. 

UP  Movietone  News  assigned  12  cameramen 
to  the  disaster  story,  with  men  sent  to  points 
between  New  York  and  Boston.  By  9:30  p.m. 
EDT  Thursday,  the  organization  had  processed 
480  feet  of  cut  film  and  sent  it  to  tv  station 
clients.  Gene  Broda  of  Movietone  was  the  pool 

cameraman  who  shot  the  film  sequence  show- 
ing the  sinking  of  the  Andrea  Doria.  Special 

film  coverage  was  provided  to  the  Italian  broad- 
cast service,  RAI,  for  distribution  to  Italian  tv 

outlets. 

Media  Principals  Rescued 

Following  Liners7  Collision 
MANY  individuals  prominent  in  the  broadcast- 

ing industry  were  among  the  approximately 

1,130  passengers  rescued  when  the  liners  An- 
drea Doria  and  Stockholm  collided  last  Wed- 

nesday night  off  Nantucket  Island. 
Among  them  were  Morris  Novik,  president 

of  WOV  New  York  and  radio  consultant,  and 
his  wife,  who  were  picked  up  by  the  lie  de 
France.  They  had  boarded  the  Andrea  Doria 
at  Naples,  Italy,  after  a  European  vacation. 

Others  who  were  rescued  included  Robert 
W.  Orr  of  the  New  York  advertising  agency 
bearing  his  name,  and  members  of  his  family; 
George  P.  Kerr,  European  manager  of  Procter 
&  Gamble,  and  Mrs.  Kerr;  and  Ruth  Roman 
Hall,  former  wife  of  Mortimer  W.  Hall  of 
KLAC  Los  Angeles,  and  son  Richard  Roman 
Hall. 

Westinghouse  Sales  Meeting 

Takes  Up  Local  Programming 

SALES  managers  of  Westinghouse  Broadcast- 
ing Co.  radio  stations  met  at  WBC  headquarters 

in  New  York  last  Tuesday  and  Wednesday  for 
a  series  of  discussions  related  to  the  current 
increase  in  local  programming  on  company 
stations  in  Boston,  Cleveland,  Fort  Wayne,  Ind., 
and  Pittsburgh. 

A.  W.  (Bink)  Dannenbaum  Jr.,  WBC  vice 
president  in  charge  of  sales,  presided  over  the 
two-day  session.  Among  the  speakers  were 
Donald  H.  McGannon,  president;  Bill  Kaland, 
national  program  manager;  Perry  Bascom, 
eastern  sales  manager;  M.  A.  Goldberg,  director 
of  research  and  David  E.  Partridge,  advertising 
and  sales  promotion  manager. 

Station  sales  managers  who  attended  the 
meetings  were  John  Stilli,  KDKA  Pittsburgh; 

Bill  Williamson,  WBZ-WBZA  Boston-Spring- 
field; John  Mcintosh,  KYW  Cleveland;  Tom 

Longworth,  WOWO  Fort  Wayne  and  Bob 
Rudolph,  KEX  Portland,  Ore. 

WROL  Knoxville  to  Merge 

With  WATE  (TV)  That  City 

MERGER  of  WROL  and  WATE  (TV)  Knox- 
ville, Tenn.,  was  announced  last  week  by  W.  H. 

Linebaugh,  vice  president  and  general  manager 
of  both  stations.  WROL  will  be  sold  to  Greater 
Tennessee  Tv  Inc.,  licensee  of  the  ch.  6,  NBC, 
ABC  affiliated  station,  Mr.  Linebaugh  reported. 
Transaction  involves  about  $200,000.  The  am 

station's  call  letters  will  be  changed  to  WATE 
and  the  tv  station,  serving  300,000  tv  receivers, 
will  be  WATE-TV.  WROL,  NBC  affiliated  on 

620  kc  with  5  kw,  is  owned  by  Paul  Mountcas- 
tle.  Both  Mr.  Mountcastle  and  Mr.  Linebaugh 
also  have  50%  voting  control  of  WATE 
through  a  voting  trust.  Mr.  Mountcastle  is 
chairman  of  Life  &  Casualty  Co.,  owner  of 
WLAC-AM-TV  Nashville,  Tenn.  New  studios 
and  offices  are  being  planned  to  house  both 
radio  and  television  facilities  when  the  transfer 

is  approved  by  the  FCC,  the  announcement 
said.  No  change  in  management  of  either 
station  is  contemplated,  it  declared. 

WBIR  Stations  Building 

WBIR-TV  Knoxville,  Tenn.,  which  plans  to  go 

on  the  air  early  in  August,  has  started  con- 
struction of  a  new  building  to  house  the  am- 

fm-tv  operations.  The  ch.  10  outlet  will  be  a 
CBS-TV  affiliate  with  a  power  of  316  kw  ema- 

nating from  an  RCA  antenna  atop  a  700-ft. 
tower. 

The  new  building  is  scheduled  to  be  com- 
pleted around  the  first  of  the  year  and  the  tv 

operations  will  be  headquartered  at  the  trans- 
mitter site  until  then. 

New  Tower  for  WMBR-TV 

NEW  1,000  ft.  television  tower  is  under  con- 
struction at  WMBR-TV  Jacksonville,  Fla.,  and 

will  provide  "greatly  increased  television  ser- 
vice" to  rural  and  urban  families  in  north  Flor- 

ida and  south  Georgia,  it  was  announced  last 
week  by  Glenn  Marshall  Jr.,  president  and 
general  manager  of  the  station. 

Mr.  Marshall  said  a  new  tower  purchased 
recently  by  the  station  at  a  cost  of  more  than 

$250,000  "will  elminate  a  great  deal  of  what 
were  heretofore  'fringe'  areas,  and  will  provide 
a  much  clearer  picture  to  thousands  of  viewers 

in  the  WMBR-TV  area."  He  added  that  the 
tower,  described  as  the  tallest  structure  on  the 
east  coast  south  of  New  York,  will  enable  the 
station  to  provide  remote  broadcasts  up  to  a 
30-mile  radius. 

NOW  ;  .  :  WWDC  paces  the  big  national  trend,  away  from  network 
affiliation.  Effective  August  1,  WWDC  goes  solidly  independent ...  to  concen- 

trate on  the  shows  that  have  long  made  it  the  sales-results  station  in  the  2-million 

Washington  market.  Seven  of  WWDC's  local  shows  are  already  in  the  Top  15 
Week-end  Daytime  Shows*,  putting  it  first  on  Saturdays  and  Sundays  .  .  .  and 
a  close  second  in  total  over-all  daytime  audience.  WWDC  is  first  in  out-of-home 
audience,  too  .  .  .  delivers  22.6%*  out  of  17  D.  C.  area  stations  .  .  .  beats  the 
second  station  by  almost  2  to  1.  »PULSE.  March.Apri|  .a 

Represented  nationally  by 

John  Blair  &'Co, 
WWDC 

Washington 
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WFIL-TV  Philadelphia  Begins 

Local  Live  Color  Programs 

WFIL-TV  Philadelphia  began  local  live  color 
last  Monday  on  a  regular  basis  with  the  color- 
casting  of  Bandstand  (Mon.-Fri.,  2:30-5  p.m.), 
according  to  General  Manager  Roger  W.  Clipp. 
The  ch.  6  ABC  affiliate  did  not  reveal  its  plans 
until  the  day  of  its  first  local  colorcast. 

Mr.  Clipp  said  WFIL-TV  will  colorcast  at 
least  one  of  its  local  live  programs  weekly. 
The  station  has  been  transmitting  color  slides 
and  film  since  December  1954. 

KPTV  (TV)  Begins  Program 

On  Honesty  in  Advertising 

A  NEW  half-hour  program,  Good  Afternoon, 
Madam,  which  deals  with  honesty  and  integrity 
in  advertising,  made  its  debut  luly  21  on  KPTV 
(TV)  Portland,  Ore.  Sen.  Warren  G.  Magnuson 
(D-Wash.),  chairman  of  the  Senate  Commerce 
Committee,  introduced  the  first  program  with 
a  filmed  talk. 

Idea  for  the  program  was  conceived  by  Sta- 
tion Manager  F.  J.  Riordan  after  he  read  about 

Sen.  Magnuson's  activities  regarding  the  prob- 
lem [B»T,  April  23].  The  show  is  a  joint  en- 

deavor of  KPTV  and  the  Portland  Better  Busi- 
ness Bureau  to  show  the  public  how  misleading 

advertising  and  sales  practices  are  used.  The 
theme  is  carried  out  through  a  series  of  vignettes 

directed  by  Skeets  McGrew,  the  station's  pro- duction director. 

WKNY-TV  Kingston,  N.  Y., 

Temporarily7  Shut  Down 
WKNY-TV  Kingston,  N.  Y.,  ch.  66,  has  "tem- 
orarily"  suspended  operations,  according  to  an 
announcement  last  week  by  Joseph  K.  Close, 

president  of  the  outlet.  WKNY-TV  started 
commercial  operations  on  May  31,  1954  and  is 
affiliated  with  CBS,  NBC  and  ABC. 

In  a  statement  outlining  the  reasons  behind 
the  suspension  of  operations,  Mr.  Close  said 
the  three  networks  had  worked  closely  with 
WKNY-TV  lo  establish  good  programming, 
but  the  station  has  still  not  been  successful  in 
getting  local  and  national  advertisers  to  show 
interest  in  a  uhf  outlet.  However,  Mr.  Close 
also  said  he  is  working  on  several  plans  to 
permit  resumption  of  operations. 
WKNY-AM  will  continue  to  operate  on  1490 

kc  with  250  w.  It  is  affiliated  with  MBS. 

Oxarart  Replaces  Hogan 

As  Continental  President 

FRANK  OXARART,  secretary  of  Continental 

Telecasting  Corp.  (KRKD-AM-FM  Los  Ange- 
les and  KITO  San  Bernardino),  has  been  elected 

president  and  member  of  the  board  of  direc- 
tors, Albert  Zugsmith,  chairman  of  the  board, 

announced  last  week. 

Mr.  Oxarart  replaces  Arthur  B.  Hogan,  who 
resigned  to  become  president  of  Hogan  Broad- 

casting Corp.,  which  has  purchased  KFOX 
Long  Beach,  Calif.,  subject  to  FCC  approval. 
Ruth  Zugsmith  replaced  Mr.  Oxarart  as  sec- 

retary of  Continental. 

NBC  Programs  Exclusively 

On  WBUF-TV  After  Aug.  14 

WBUF-TV  (ch.  17)  Buffalo,  N.  Y.,  will  go 

"exclusively  NBC"  Aug.  14,  the  station's  gen- 
eral manager,  Charles  C.  Bevis  Jr.,  announced 

last  week.  Since  its  purchase  by  NBC  for 
$312,500  last  January  [B*T,  Jan.  2],  NBC  pro- 

grams have  been  fed  to  both  WBUF-TV  and 
WGR-TV  (ch.  2)  there.  After  Aug.  14,  WGR- 
TV  will  continue  to  handle  both  ABC-TV  and 
CBS-TV  programming,  sharing  the  latter  with 
WB EN-TV  (ch.  4). 

In  the  first  seven  months  of  operation  as  an 
NBC  owned  station,  WBUF-TV  has  worked 
out  of  separate  studio  and  office  facilities.  Fol- 

lowing completion  of  a  $1.5  million  television 
center  later  this  year,  WBUF-TV  will  have  its 
entire  plant  located  on  one  three-acre  plot.  It 
will  include  two  studios  with  staging  areas,  a 
newsroom,  a  permanent  film  library,  storage 

space  and  executive,  sales  and  operations  of- 
fices. The  station's  new  tower  is  740  ft.  high 

and  power  will  be  boosted  from  the  present 
148  kw  to  500  kw,  Mr.  Bevis  stated. 

KMTV  (TV)  Presents  Eight 

Boxing  Matches  in  Color 

KMTV  (TV)  Omaha,  Neb.,  one  of  the  nation's pioneer  stations  in  the  use  of  color,  recently 
presented  eight  amateur  boxing  matches  in 
tinted  tv.  As  part  of  its  promotion  of  the  event, 
the  stations  announced  locations  of  tv  receivers 
available  to  the  public  and  an  estimated  180,000 
persons  viewed  the  fights. 

Reaction  was  "immediate  and  unanimous" 
and  business  establishments  with  color  sets  re- 

ported overflow  crowds,  KMTV  reported.  The 
bouts,  sponsored  by  RCA  and  Best  Appliance 
&  Furniture  Co.  of  Omaha,  were  sanctioned 
by  the  Amateur  Athletic  Union. 

Eastern  Carolina's 

No  1  llfil  AT^ 

TV  Station 

WNCT 

is  pleased  to  announce 

the  appointment  of 

The  George  P. 

Hollingbery  Co. 

as  their  exclusive 

National  Sales  Representative  with 

offices  in  New  York,  Chicago,  Detroit, 

Atlanta,  San  Francisco,  Los  Angeles, 

Seattle,  Minneapolis 

WNCT 

channel  9  prima«y  cbs  aff** 
316. 0O0  Willi  full  inn* 

A    Harlwtll   Campbell    G«n  Mgr 

First  in  every  minute  of  every  hour,  every  day- 

day  and  night,  according  to  Jan.  '56  Pulse. 
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IOWA 

SET  YOUR  SIGHTS 

HIGH  IN  THE  3- 

STATE  MONEY 

BELT.  .  . 

You  sell  all  you  reach  in  this 

sales  manager's  paradise.  And 

you'll  reach  more  than  ever  with 

Joe  Floyd's  new  1,032  ft.  tower 
for  KELO  TV. 

Now  KELO  beams  a  picture  that 
reaches  a  wider  market  than 

ever  in  So.  Dakota,  Minnesota 

and  Iowa. 

Add  Joe's  neighboring  KDLO  and 
you  add  twice  the  reach,  twice 

the  enthusiastic  sell — two  big 

markets  for  your  one  buy 
across  the  board. 

KiLOv 

JOE   FLOYD,  President 

Evans  Nerd,  Gen.  Mgr.  Larry  Bentson,  V.  P. 

NBC    •    ABC    •  CBS 

Gen.  Offices  Sioux  Falls,  S.  D. 

represented  by  H-R  for  TV  and  AM 

STATIONS 

WDSU-TV  COVERS  STORMY  LOUISIANA  LEGISLATURE 

ONE  of  the  stormiest  sessions  in  Louisiana 

legislature's  history  was  brought  to  tv  homes 
by  means  of  sound  film  over  WDSU-TV 
New  Orleans.  For  the  first  time,  an  Auricon 
camera  was  on  the  state  legislature  floor  at 
Baton  Rouge  recording  the  sight  and  sound 
of  major  controversies  for  viewers  at  home. 
WDSU-TV  News  Director  Bill  Monroe 

and  cameramen  Bob  Buchanan  and  Mike 

Lala  set  up  their  camera  in  front  of  legis- 

lators' desks  and  at  a  45 -degree  angle  from 
the  rostrum,  giving  a  three-quarter  shot  of 
speakers  without  being  blocked  by  the  pub- 

lic address  system  microphone. 

They  operated  in  House  or  Senate,  de- 
pending on  where  the  liveliest  issues  were 

scheduled  to  be  debated.  And  they  also 
took  their  camera  into  numerous  committee 

meetings.  No  special  lights  were  used,  ex- 
cept during  the  infrequent  night  sessions. 

"The  result  was  one  of  the  most  solid 

outpourings  of  citizen  appreciation  WDSU- 
TV  has  ever  received  in  eight  years  of  tele- 

casting and  public  service,"  said  Mr.  Mon- roe. 

The  WDSU-TV  coverage  began  in  the 
third  week  of  the  eight-week  session  as  the 
tax  raises  began  to  come  up  for  committee 
hearings.  After  that,  the  camera  monitored 
the  proceedings  daily,  followed  the  governor 
as  he  walked  about  the  legislative  chambers 
talking  to  lawmakers,  recorded  the  vigorous 
appeals  he  made  to  joint  sessions,  watched 
the  debates  on  a  dozen  major  issues  to  pro- 

duce carefully  impartial  pro-and-con  seg- 
ments for  viewers  at  home. 

There  were  only  two  occasions  when  tele- 
vision's right  to  cover  the  legislature  was 

threatened.  Once  a  sergeant-at-arms  told 
the  cameraman  that  he  could  not  set  up  to 

cover  a  gubernatorial  address  to  the  legisla- 
ture— governor's  order,  he  said. 

The  entire  press  corps  covering  the  Lou- 
isiana House,  including  wire  service,  news- 

paper and  radio  men,  went  to  the  governor's 
office  to  make  a  protest.  A  number  of  leg- 

islators began  to  organize  a  movement  to 
make  an  issue  of  the  threat  to  tv  coverage. 

But,  after  learning  that  no  lights  were  in- 
volved and  after  conferring  with  advisers, 

Governor  Long  changed  his  mind  and  with- 
drew his  order. 

On  another  occasion  a  representative  said 
he  was  going  to  introduce  a  resolution  to 
ban  television.  The  resolution,  however, 
never  materialized. 

WDSU-TV's  coverage  cost  $500  a  week 
in  excess  of  regular  news  costs  for  film,  film 

processing,  personnel  overtime  and  commut- 
ing expenses  to  Baton  Rouge  90  miles  away. 

By  sending  film  clips  to  New  Orleans  via 
bus,  the  station  was  able  to  present  sound 
coverage  of  legislative  debates  up  to  2  p.m. 
on  its  6:45  p.m.  Esso  Reporter  show  and 
the  late  afternoon  debates  on  the  11  p.m. 
World  Tonight  newscast. 

Two  Baton  Rouge  tv  stations — WAFB-TV 
and  WBRZ  (TV) — covered  the  legislature 
by  silent  film,  bringing  in  sound  cameras 
on  one  or  two  occasions  to  shoot  speeches 
by  the  governor,  and  WJBO  Baton  Rouge 
broadcast  large  segments  of  the  floor  pro- 

ceedings day  by  day,  either  live  or  taped. 

Powell  Resigns  as  Director 

Of  WRUF  Following  26  Years 

GARLAND  POWELL,  director  of  the  U.  of 

Florida's  WRUF  Gainesville  for  26  years,  has 
been  retired  by  the  board  of  control  at  his  own 
request,  effective  Nov.  1.  He  was  designated 
director  emeritus  in  recognition  of  his  long 
service. 

Mr.  Powell  is  widely  known  for  his  many 

activities  both  in  broadcasting  and  other  en- 
deavors. Among  these,  he  was  advisor  to  the 

North  American  Regional  Broadcast  Confer- 
ence in  Washington  in  1950  and  president  of 

the  Associated  Press  Radio  Broadcasters  in 

1952. 

Forjoe  Appoints  Haddix 
CHARLES  E.  HADDIX,  for  six  years  San 
Francisco  sales  manager  of  KLX  Oakland, 
Calif.,  has  been  named  general  manager  of  the 

San  Francisco  office  of  Forjoe  &  Co.  and  For- 
joe-Tv  Inc.,  it  was  announced  last  week  by 

Lawrence  B.  Krasner,  vice  president  and  gen- 

eral manager  of  the  representative  firms'  west 
coast  operations.  Appointment  is  effective  Aug. 
1.  Mr.  Haddix  also  has  represented  Tracy 
Moore  and  Assoc.  in  San  Francisco  for  the 

past  year. 

NEWSY 

NEIGHBORHOOD 

In  Port  Huron  let  WHLS  the  com- 
munity-minded station — featuring  4 

full  time  newsmen — deliver  your 
message  between  newsbreaks. 

WHLS 

Where  local  "know-how"  delivers  the  /nroi  icvch 
PORT  HURON,  MICHIGAN 

Represented  Nationally  by  Gill-Perno 
For  Detroit  —  Michigan  Spot  Sales 
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Hurleigh  to  Supervise 

WGMS-AM-FM  Operations 

ROBERT  F.  HURLEIGH,  director  of  Wash- 
ington operations  for  MBS,  will  add  the  addi- 
tional duties  of  supervising  the  operations  of 

WGMS-AM-FM  Washington,  it  was  announced 
last  week  by  the 
New  York  office  of 

RKO  Teleradio,  par- 
ent firm  of  Mutual 

and  WGMS. 
Mr.  Hurleigh  is 

moderator  of  the 

weekly  Mutual  pro- 
gram, Reporters 

Roundup .  He  en- 

K  J/H  tered    radio  with 

K  ̂ P*^  WOL  Washington ■  and  subsequently 
^^Bl  fl  served  with  various 

MR.  HURLEIGH  stations,  CBS  and  the 
Associated  Press  be- 

fore joining  Mutual.  He  is  founder  and  past 
president  of  the  Chicago  Press  Club. 
RKO  Teleradio  received  FCC  approval  for 

its  purchase  of  WGMS-AM-FM  July  19  from 
Good  Music  Stations  Inc.  for  $400,000  [B»T, 
July  23]. 

Under  the  contract,  M.  Robert  Rogers,  for- 
mer WGMS  president,  and  his  wife,  Teresa, 

ex-WGMS  manager,  continue  as  active  con- 
sultants to  RKO  and  Mutual  at  an  annual 

$30,000  retainer.  They  will  work  on  develop- 
ment of  an  fm  good  music  network  proposed 

by  the  new  owners,  with  WGMS-FM  as  pro- 
gram headquarters.  The  am  outlet  will  lean 

toward  a  "middle-hair"  level. 
Mr.  Rogers  will  go  on  a  temporary  leave  in 

a  week  or  so  to  become  director  of  a  new 
independent  committee  supporting  President 
Eisenhower  in  the  coming  campaign. 

Herluf  Provenson,  formerly  of  WRC  Wash- 
ington, becomes  program  director  of  WGMS 

under  the  new  regime. 

WGTH  Hartford  Now  WPOP 

CALL  LETTERS  of  WGTH  Hartford,  recently 
acquired  by  Tele-Broadcasters  Inc.  from  Gen- 

eral Teleradio  Inc.,  have  been  changed  to 
WPOP,  it  was  announced  last  week.  Philip 
Zoppi  has  been  named  commercial  manager 
of  the  station,  which  will  carry  programming 
from  ABC,  Mutual  and  the  Yankee  networks. 

King  Takes  DJ  Title 

WBML  Macon,  Ga.,  disc  jockey  Don 
King  today  claims  the  world  marathon 
record  for  continuous  broadcasting:  125 hours. 

The  25-year-old  Mr.  King  began  his 
platter-chatter  derby  at  6  p.m.,  July  20 
and  continued  for  the  next  five  days  and 
nights.    He  finished  11  p.m.  Thursday. 

Retail  merchants  in  Macon  were  quick 
to  take  advantage  of  the  public  interest 
in  the  marathon,  keeping  the  WBML 
sales  department  busy  with  timebuying 
requests. 

Mr.  King's  record  tops  that  of  Ed  Sul- 
livan, manager  of  KSET  El  Paso,  Tex., 

by  35  minutes.  Mr.  Sullivan  a  fortnight 
ago  completed  a  marathon  that  lasted 
122  hours,  25  minutes  and  13  seconds 
[B»T,  July  23]. 

Advertisement 

From  where  I  sit 

6u  Joe  Marsh 

it 

Keep  the 

Change' 

If  you've  seen  "Mac"  Johnson  this 

week,  chances  are  he's  told  you  his 

waitress  story.  For  those  who  haven't 
heard : 

"Mac"  recently  stopped  at  an  out- 

of-town  diner.  He  ordered  the  chefs 

special — and  his  waitress  {brand-new 

on  the  job)  made  every  possible  mis- 

take. She  confused  the  order,  spilled 

the  soup,  dropped  the  rolls,  brought 

him  a  wrong  dessert. 

Despite  it  all,  "Mac"  left  a  sub- 
stantial tip.  But  she  smiled  and  handed 

the  money  back.  "Keep  it,  Mister — 

you've  sure  earned  it  more  than  I 

have,"  she  said. 

From  where  I  sit,  that  girl  deserves 

credit  for  admitting  her  shortcomings 

— something  not  everyone  is  big  enough 

to  do.  For  instance,  I'm  convinced 

lots  of  folks  know  they're  wrong  when 
they  deny  me  the  right  to  a  glass  of 

beer  with  my  supper  .  .  .  just  because 

they  happen  to  prefer  some  other  bever- 

age. They  wouldn't  like  me  ordering 
them  to  accept  my  choice. 

Copyright,  1956,  United  States  Brewers  Foundation 
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STATIONS 

KWFC  Hot  Springs  Names 

Willis  Genera!  Manager 

STEPHEN  P.  WILLIS,  a  veteran  of  25  years 
in  radio,  has  been  named  general  manager  of 

KWFC  Hot  Springs,  Ark.,  according  to  Presi- 
dent Walter  .  E.  Hussman.  C.  J.  Dickson,  sta- 
tion manager,  will  continue  in  that  position. 

From  1940-52,  Mr.  Willis  was  owner-general 
manager  of  WINO  West  Palm  Beach,  Fla., 
and  before  that  was  general  manager  of  WPRO 
Providence,  R.  I.,  and  WSBT  South  Bend,  Ind. 
For  the  past  four  years,  he  has  been  owner  of 
the  Ford  dealership  in  Plymouth,  Ind. 
KWFC  recently  boosted  its  power  to  1  kw 

and  is  affiliated  with  ABC  and  Mutual. 

WSRW  Now  Broadcasting 
WSRW  Hillsboro,  Ohio,  is  now  cn  the  air  with 
500  w  at  1590  kc.  The  daytimer  is  owned  and 
managed  by  David  Winslow.  Other  officers 
include  Joe  Klarke,  commercial  manager;  Bob 
Hanger,  news  and  program  director,  and 

Dolores  A.  Barrett,  women's  activities  director. 

KOTA-TV  Power  to  75  Kw 

KOTA-TV  Rapid  City,  S.  D.,  President  Helen 
S.  Duhamel  has  anonunred  that  the  station 
will  boost  its  power  to  75  kw,  effective  Sept. 
1.  The  increase  is  being  made  possible  with 
a  new  Standard  Electronics  25  kw  transmitter 

and  use  of  a  three-bay  antenna. 

K LAS-TV  Power  to  55  Kw 

KLAS-TV  Las  Vegas,  Nev.,  celebrated  its  third 
anniversary  July  13  with  a  power  boost  to  55 
kw  and  a  special  birthday  telecast  featuring 

STEPHEN  P.  WILLIS  (r),  new  general  man- 
ager of  KWFC  Hot  Springs,  Ark.,  receives 

congratulations  from  C.  J.  Dickson  (I),  who 
remains  as  station  manager,  and  President 
Walter  E.  Hussman. 

local  dignitaries.  Bert  Lown,  CBS-TV  western 
manager  of  station  relations,  threw  the  switch 
which  placed  the  CBS  affiliate  on  increased 

power. 
NBC  Sales  Promotes  Fuerst 

GEORGE  FUERST,  tv  spot  sales  manager  in 

NBC  Spot  Sales'  San  Francisco  office,  has  been 
named  to  the  newly  created  post  of  NBC  Spot 
Sales  Western  Div.  radio  sales  manager,  it  was 
announced  last  week  by  George  S.  Dietrich,,  di- 

rector of  Radio  Spot  Sales.  Mr.  Dietrich  also 
said  that  Ed  McCauley  had  been  transferred 
from  Radio  Spot  Sales  to  Tv  Spot  Sales  in 
San  Francisco. 

«
2
$
 

The  107-A  Test  Set  and  Field  Intensity 
Meter  combines  in  one  portable  unit  a 
radio  receiver  of  laboratory  quality  with 
metered  output  and  an  accurately  cali- 

brated signal  generator.  These  instru- 
ments, which  can  be  used  separately  for  a 

variety  of  test  purposes,  cover  a  frequency 
range  of  54  to  240  megacycles  without 
band  changing. 

NEMS 

SPECIFICATIONS 

RECEIVER 
•  Input  Impedance   51  ohms 
•  I.F.   Frequency   21.4  MC 
•  I.F.  Bandwidth   300  KC 
•  Sensitivity  at  input  term,  as  a  voltmeter  1 .0  uv 

Field  Strength  at  54  MC  1.6uv/m 
Field  Strength  at  240  MC  6.5  uv/m 

•  Max.  input  using  external  pad  supplied  10.0  V 
Field  Strength  at  54  MC   '..  16.0  V/M Field  Strength  at  240  MC  65.0  V/M 

•  Output  Indicator   Panel  meter 
(approx.  Logarithmic  scale) 

•  Output:    1.    To    operate    at    1.0  milliampere 
recorder.    2.  Audio  for  headphones. 

SIGNAL  GENERATOR 
•  Output   1.0  uv  to  0.1  V 
•  Output  Impedance   51  ohms 

POWER  REQUIREMENTS 
•  117  volt  a-c,  50-400  cycle  60  watts — or 
•  6  volt,  d-c   8  amperes 

CLARKE 

Incorporated 

919    JESUP-BLAIR    DRIVE     SILVER  SPRING,  MARYLAND 

For  further  information   write   Dept.  P  -7 

REPRESENTATIVE  APPOINTMENTS 

WHUM-AM-TV  Reading,  Pa.,  appoint  Weed  & 

Co.,  N.  Y. 

WJBW  New  Orleans  names  Robert  S.  Keller 

Inc.,  N.  Y.,  for  national  sales. 

KQUE  Albuquerque  and  KRSN  Los  Alamos 
(Sunshine  Broadcasting  Co.),  both  N.  M.,  to 
Devney  &  Co.,  N.  Y. 

KWIZ  Santa  Ana,  Calif.,  names  W.  S.  Grant 
Co.,  San  Francisco,  national  representative. 
KBOX  Modesta,  Calif.,  also  to  Grant. 

KOVR-TV  San  Francisco  names  Frank  King 
&  Co.,  L.  A.  and  San  Francisco,  for  California 

sales. 

REPRESENTATIVE  SHORTS 

Peters,  Griffin,  Woodward  Inc.,  N.  Y.,  has  re- 
tained Robert  W.  Bloch,  N.  Y.  public  relations 

firm,  as  consultant  and  for  special  project  as- 

signments. 
CBS  Radio  Spot  Sales  office  in  Atlanta  moved 
to  new  quarters  at  805  Peachtree  St.,  N.  E. 

STATION  SHORT 

WDVA  Danville,  Va.,  has  put  into  operation 

new  40  w  mobile  transmitter  for  spot  news  re- 

porting. City  Manager  T.  Edward  Temple  in- 
augurated service  from  steps  of  Municipal  Bldg. 

July  19. 

KWK-TV  St.  Louis  appoints  Plessner  &  John- 
son Inc.,  St.  Louis  advertising  agency  for  cam- 

paign in  newspaper,  outdoor  and  trade  publica- 
tions. 

STATION  PEOPLE 

Earl  Jay  Watson,  vice  president  of  KOVR-TV 
San  Francisco,  named  sales  manager  of  station. 

William  A.  Vaughn,  WGEM-TV  Quincy,  111., 

to  WIST  Charlotte,  N.  C,  as  assistant  man- 

aging director. 
Bob  Edell  appointed  promotion  manager  of 
WGBS-TV  Miami,  Fla. 

Jim  Brown,  account  executive,  KFUO  San 
Francisco,  appointed  assistant  commercial 
manager. 

Wayne  Anderson,  formerly  publicity  director, 
WSB-AM-TV  Atlanta,  Ga.,  to  WFMY-TV 
Greensboro,  N.  C,  as  promotion  director. 

James  W.  Evans,  sales  promotion  and  merchan- 
dising manager  of  WNHC-TV  New  Haven, 

Conn.,    to    WXEX-TV  Petersburg-Richmond, 
Va.,  in  same  capacity. 

Virginia  Lee,  Shattuck.  Clifford  &  McMillan 
Adv.  Agency,  Boston,  to  KEYT  (TV)  Santa 
Barbara,  Calif.,  as  manager  of  promotion  and advertising. 

Tom  Hoover,  gener- 
al manager  of  KTIL 

Tillamook,  Ore.,  and 
former  P6rtland, 

Ore.,  radio  personal- 
ity, to  KPOJ  there 

as  program  director. Arthur  Sipherd  Jr., 

special  events  direc- 
tor and  chief  an- nouncer, KCMJ 

Palm  Springs,  Calif., 

promoted  to  pro- 
gram director. 

Bobby  Peters,  musi- 
cian, to  WBAP-FM 

Fort  Worth,  Tex.,  as  program  director. 

MR.  HOOVER 
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GOVERNMENT  and  civic  leaders  were  represented  at  ground-breaking  ceremonies  for 

WISN-AM-TV  Milwaukee's  new  $1.25  million  Communications  Center  a  fortnight  ago 
[B#T,  July  23].  Taking  part  in  ceremonies  are  (I  to  r)  Lester  Olsen,  president  of  Milwaukee 
Assn.  of  Commerce;  Mayor  Frank  P.  Zeidler;  John  B.  Soell,  manager  of  WISN  and 

WISN-TV;  FCC  Comr.  John  C.  Doerfer,  and  D.  L.  (Tony)  Provost,  vice  president  in  charge 
of  radio-television  division  of  Hearst  Corp.,  which  owns  the  stations.  WISN-AM-TV  plans 
to  be  in  operation  from  the  building  by  February  1957. 

George  Faust,  vice  president  in  charge  of  sales, 
Roland  Reed  Productions,  and  formerly  ac- 

count executive  with  KNXT  (TV)  Hollywood, 
rejoining  station  and  CBS  Tv  Pacific  Network 
in  that  capacity. 

Bob  Franklin,  program  director,  KGW  Port- 
land, Ore.,  named  head  of  expanded  news  and 

special  events  department.  Jack  Moys,  program 
director,  KPOJ  Portland,  to  KGW  in  same  posi- 

tion. Hank  Norton,  KGW  continuity  head, 

named  promotion  and  publicity  director  suc- 
ceeding David  Strauss,  resigned  to  join  KEX 

Portland  as  publicity  director  and  promotion 
assistant. 

Howard  E.  Becker,  sales  manager,  KWG  Stock- 
ton, Calif.,  to  sales  staff  of  KGDM  there.  John 

Mackenzie,  farm  director  of  McClatchy  Broad- 
casting Co.  stations,  to  KDGM  as  news  and 

farm  service  director.  Marilyn  Asay  to  KGDM 
as  traffic  manager  and  Mrs.  Gladys  Cammack 
to  station  bookkeeper. 

Thomas  J.  Gavagan,  news  bureau  director,  John 
Carroll  U.,  to  KYW-AM-FM-TV  Cleveland  as 
publicity  director  succeeding  Jack  Hanrahan, 
transferred  to  announcing  staff. 

Earl  Wennergren  to  KLZ-AM-TV  Denver  as 
publicity  director,  succeeding  Bill  Day,  resigned. 

Knox  Manning,  radio  veteran  who  has  been  ill 
for  year,  returned  to  field  as  director  of  news 
and  special  events,  KDAY  Santa  Monica,  Calif. 
He  formerly  was  with  MBS. 

Greg  Olberding,  formerly  publicity  director  at 
WLW  and  WLWT  (TV)  Cincinnati,  to  publicity 
manager  at  WKRC-AM-TV  same  city,  succeed- 

ing Don  Edgenion,  resigned  to  join  WBZ-TV 
Boston. 

John  Anthony  Deegan,  WSRS  Cleveland,  lo 
head  news  staff  of  WLWC  (TV)  Columbus. 
Ohio.  Fred  Hohl,  Iv  director,  Patten-Johnson 
Adv.  Agency,  Amarillo,  Tex.,  to  WLWC  talent 
staff. 

Jim  Williams,  WCMA  Corinth,  Miss.,  to 
WDXL  Lexington,  Tenn.,  as  disc  personality. 
Neal  Jones,  country  music  personality  and  re- 

cording artist,  to  WDXL  for  daily  show. 

FRED  LYONS  (c)  receives  a  mounted  head 

of  "Spotsie"  from  Ed  Jameson,  director 
of  tv  sales,  as  the  top  radio  salesman  for 

NBC  Spot  Sales  during  June  [B»T,  July  23]. 
In  addition,  Mr.  Lyons  received  $650 
and  his  secretary,  Sue  Morehouse,  was 

awarded  a  stuffed  tiger.  The  top  tv  sales- 
man for  June  was  Russell  Stebbins.  Con- 

tests also  are  being  held  in  July  and 

August  under  the  title  "Summer  Sales 

Safari."  Mr.  Lyons  has  been  appointed 
manager  of  central  division  radio  spot 
sales  for  the   network  in  Chicago. 

John  Jennings,  KCRG-TV  Cedar  Rapids.  Iowa, 
to  KARD-TV  Wichita.  Kan. 

Ralph  Poison,  W1CA  Ashtabula.  Ohio,  to  news 
staff  of  WSRS  Cleveland. 

Susie  Davis,  journalism  student.  Tex.  State  Col- 
lege for  Women,  to  publicity-promotion  depart- 
ment, WBAP-AM-FM-TV  Fort  Worth.  Tex. 

John  P.  Bosch,  maintenance  director.  Philadel- 

phia Bulletin  color  plant,  to  WCAU-AM-FM- 
TV  Philadelphia  as  superintendent  (if  building 
maintenance  and  services. 

Saul  Stockman  and  Garry  Walsh,  both  of 
Boston,  lo  announcing  staff  of  WCCC  Hart- 

ford, Conn.  Pauline  Trainor  to  operations  staff. 
Bob  Fox  to  sales  staff  and  Paul  Bordanaro  to 
traffic  department. 

Chuck  Johnson,  disc  jockev .  news  and  sports 
director,  WRIV  Riverhead.  N.  Y..  to  WNHC 
New  Haven.  Conn. 

George  E.  Ouellette  Jr.,  chief  announcer. 
WLAM  Lewiston,  Me.,  to  WMTW  (TV)  Poland 

Spring.  Me.,  as  announcer-director.  Mary 
Mortimer  of  White  Plains.  N.  Y..  to  WMTW 
as  assisiani  eoniinuit)  editoi  - 

Grady  E.  Jensen,  former  business  manager. 
WABC-TV  New  York,  to  director  of  planning 
and  procedures.  New  York  U.  business  affairs 

department. 

Aili'en  Trede,  program  director,  WJLD  and 
WJLN  (FM)  Birmingham.  Ala.,  to  WSGN 
there  as  traffic  director  and  continuity  super- 

visor. Dick  Bennick,  program  director.  WILD 
Birmingham,  to  WSGN  as  disc  jockey,  and 
Neal  Miller,  disc  jockey-announcer,  WLBS 
Birmingham,  to  WSGN  in  same  capacity. 

Dick  Leonard,  Denver  radio  newsman,  to  KCBS 
San  Francisco. 

Eddie  Newman,  disc  jockey,  WDAS  Philadel- 
phia, to  WIP  there. 

George  Winters,  WCKY  Cincinnati,  to  WSAI 
there  as  staff  announcer. 

Charles  R.  Carner,  formerly  editor-publisher  of 
Southwest  Messenger  Press  Publications  (weekly 
newspaper  chain  in  Cook  County,  Illinois),  to 
public  relations  department  of  WGN-AM-TV 
Chicago  as  special  assignment  writer. 

Frances  Mary  Louth,  Doylestown,  Ohio,  high 
school  student,  working  parttime  at  WGAR 
Cleveland  as  winner  of  Western  Reserve  U.- 
WGAR  Speech  Tournament  which  awards 
scholarship  and  radio  job. 

Graduates  of  Northwest  Radio  &  Television 
School.  Washington,  Chicago.  Hollywood  and 
Portland.  Ore.,  who  have  taken  station  posi- 

tions: Carlene  Miller  to  WGNS  Murfreesboro. 

Tenn..  as  announcer-copywriter;  Norman  Nor- 
ton to  KRV\(  I  orest  Grove.  Ore.,  announcer- 

engineer;  Richard  Bertolin  to  KVIP-TV  Red- 
ding. Calif.,  head  of  film  department:  Pete 

Ryan  to  KUBE  Pendleton.  Ore.,  announcer; 
Rudy  Vsetecka  to  KWRC  Pendleton.  Ore.,  an- 

nouncer: George  Skinner  to  KGGM-TV  Alhu- 
querque,  N.  M..  cameraman:  James  Bertis  to 
KULE  Ephrata,  Wash.,  time  salesman;  C.  S. 

NORMAN  S.  ALMONY,  director  of  sales 

marketing  for  the  National  Brewing  Co. 
(National  Bohemian  beer),  Baltimore,  signs 

for  sponsorship  the  next  three  years  of 
Washington  Nationals  baseball  games  on 
WTTG  (TV)  Washington.  Taking  par!  are 
Herbert  D.  Fried  (I),  vice  president,  W.  B. 
Doner  advertising  agency,  Baltimore,  and 
WTTG  general  manager  Leslie  G.  Arries 
Jr.  The  station  has  been  televising  the 

Nats  games  since  1947. 
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STATIONS 

WESO  Does  Something 

AFTER  giving  an  on-the-scene  report  of 
an  automobile  crash  in  which  two  girls 
were  orphaned,  Joe  Capillo,  news  editor 
of  WESO  Southbridge,  Mass.,  asked  his 
boss,  Vice  President-General  Manager 

Joe  Amaturo,  if  "we  couldn't  do  some- 
thing for  the  kids?" 

The  500  w  daytimer  immediately  be- 

gan to  "do  something"  and  raised  over 
$8,000  from  13,000  contributors.  Money 
continued  to  roll  in  long  after  the  drive 
officially  ended.  Over  400  contributors 
were  interviewed  on  the  air  while  the 

19Vi-hour  campaign  was  in  progress. 
Many  of  the  givers  were  children  who 
donated  the  contents  of  their  piggy  banks. 
The  orphaned  girls  are  Sandra  (13) 

and  Diane  (8)  Johnson.  Their  parents 
and  a  sister  and  brother  were  killed  in 
the  crash. 

Churchman  to  KRIV  Camas,  Wash.,  time  sales- 
man; Russell  Hawkes  to  WNBF-TV  Birming- 
ham, N.  Y.,  cameraman;  Edna  Swab  to  KOOK- 

TV  Billings,  Mont.,  continuity  and  sales;  Anna 
M.  Faulkner  to  WCYB-TV  Bristol,  Va.,  floor. 

Carl  Hebenstreit,  KGMB-TV  Honolulu  person- 
ality, married  to  dancer  Johnny  Frisbie,  July  21. 

Barbara  Bridges,  secretary,  publicity  depart- 
ment, WEEI  Boston,  married  to  Roger  Preston 

of  Braintree,  Mass. 

Wally  Mullinax,  disc  jockey,  WESC  Greenville, 
S.  C,  father  of  boy,  Wally  Aiken  Jr.  Earl 

Baughman,  WESC  personality,  father  of  boy, 
John  Earl. 

Ed  Penney,  program  manager,  WTAO  Boston, 
father  of  girl,  Linda.  Perry  J.  Brown,  sales 
manager,  father  of  boy,  Ronald. 

Bob  Hawkins,  technical  director,  KERO-TV 
Bakersfield,  Calif.,  father  of  boy. 

Robert  Hoyt,  news  director  at  WSBT-AM-TV 
South  Bend,  Ind.,  father  of  girl,  Karen  JoAnne, 
July  11. 

Chester  R.  Cooper,  production-operations  man- 
ager, WFIL-TV  Philadelphia,  father  of  boy, 

Chester  Russel  Jr. 

Gene  Milner,  program  m.c,  WIP  Philadelphia, 
father  of  girl,  Cheryl  Leigh. 

Dick  Palmquist,  announcer,  WOW-TV  Omaha, 
father  of  girl,  Laurie. 

Aaron  Hanger,  46,  account  executive  with  WOV 
New  York  since  1941,  died  July  24  at  Manhat- 

tan's Veteran's  Hospital  after  nearly  year's 
illness. 

Norris  Heineman,  25,  production  director,  edu- 
cation station  KUON-TV  Lincoln,  Neb.,  died 

July  13  after  one-month  illness. 

William  Grant,  president  -  general  manager, 
KOA-AM-FM-TV  Denver,  to  serve  as  state 
chairman  for  1957  Heart  Fund  drive  of  Colo. 
Heart  Assn. 

George  A.  Koehler,  station  manager,  WFIL- 
AM-TV,  named  to  board  of  governors  of  Heart 
Assn.  of  Southeastern  Pennsylvania. 

Herb  Comstock,  manager  of  KAVL  Lancaster, 
Calif.,  elected  president  of  Lancaster  Cham- 

ber of  Commerce. 

AGENCY-CLIENT 
CONFERENCE  ROOM 

A/ou/ 

They'r
e Ta iking 

About  
tO* 

Fall  —  Winter  campaigns  for  '56  — '57 
are  being  planned  right  now  in  every 
advertising  agency  in  the  country. 
WJAR-TV  is  an  important  part  of  those 
plans  because  ad  men  know  from  experi- 

ence that  Channel  10  delivers  southeast 

New  England  like  nothing  else  can. 

Don't  miss  your  share  of  this  great market. 

Represented  nationally  by 

WEED  Television 

NBC  Basic  —  ABC  Supplementary 

MANUFACTURING 

GE  Color  Television 

Used  in  Missile  Test 

GENERAL  DETAILS  were  released  by  Gen- 
eral Electric  Co.  last  week  about  a  test  hailed 

as  the  "first  successful  demonstration  of  closed- 
circuit  color  television  to  observe  firing  of  bal- 

listic missiles." News  of  the  demonstration  was  announced 
by  Paul  L.  Chamberlain,  general  manager  of 

GE's  broadcast  equipment  section  in  Syracuse, 
who  said  that  for  security  reasons  specific 
details  could  not  be  released.  He  disclosed  that 
the  color  demonstration,  held  recently  at  U.  S. 
Army  facilities  at  the  Missile  Test  Center  at 
Cape  Canaveral,  Fla.,  afforded  Army  observers 
"a  close-up  view  for  the  first  time  of  actual 
variations  in  flash  and  flame  at  the  launching 

of  a  Redstone  Missile." Mr.  Chamberlain  said  that  remote-controlled 
cameras  used  during  the  demonstration  were 
standard,  field-sequential  closed-circuit  color 
equipment  devoped  by  GE  television  engineers 
at  Electronics  Park  in  Syracuse.  Observers 
viewed  the  firings  on  monitors  similar  to,  but  of 

higher  quality  than,  home-type  receivers,  ac- 
cording to  Mr.  Chamberlain. 

Though  the  firing  was  viewed  from  a  distance 
of  300  ft.  and  on  home-size  screen,  Mr.  Cham- 

berlain pointed  out,  it  is  feasible  to  view  such 
events  from  thousands  of  miles  and  on  large, 

theatre-size  screens.  He  claimed  that  prior  to 
the  GE  demonstration,  Army  observers  had  to 
view  missile  firing  through  narrow  tinted-glass 
ports,  or  at  extreme  distances  with  the  aid  of 
telescopes,  movie  cameras  or  complicated  tran- 

sits. He  said  that  tinted  glass  distorted  true 
colors  of  the  flash,  while  use  of  the  other  de- 

vices was  limited  by  weather  and  atmospheric 
conditions. 

During  the  demonstration,  Mr.  Chamberlain 
reported,  color  tv  cameras  were  mounted  atop 
a  concrete  blockhouse  about  300  feet  from  the 

launching  platform,  and  were  focused  on  the 
Redstone's  tail  section.  Describing  the  missile 
launching,  Mr.  Chamberlain  said  the  predawn 

darkness  was  "suddenly  lighted  by  a  brilliant 

flash,  brighter  than  the  noon-day  sun."  Despite the  extremes  in  light  variation,  he  continued, 

color  reception  was  "excellent,  with  great  sta- 
bility, true  color  and  no  noticeable  sonic 

vibration." 
Hoffman  Electronics7  Profits 

Rise  87%  First  Half  of  '56 NET  PROFIT  of  Hoffman  Electronics  Corp. 
for  the  first  six  months  of  1956  increased  87% 
over  the  first  six  months  of  1955,  H.  Leslie 
Hoffman,  president,  announced  Thursday.  In 
a  report  to  shareholders  he  said  that  sales  for 
the  half-year  ended  June  30,  1956,  were  $22,- 
875,561,  an  increase  of  31%  over  the  $17,354,- 
339  for  the  similar  period  of  1955.  Profits  for 
the  period,  after  provision  for  federal  income 
taxes,  were  $783,972  or  $1.07  per  share  on  the 
727,375  common  shares  outstanding.  This 
compared  with  earnings  of  $419,179  or  57  cents 

per  share  on  the  present  number  of  shares  out- 
standing for  the  first  half  of  1955. 

Mr.  Hoffman  told  shareholders  that  at  the 

present  time  the  company's  position  and  out- 
look are  as  good  as  at  any  time  in  the  past. 

He  said  the  present  situation  indicated  that 
sales  and  profits  during  the  last  six  months  of 
1956  will  exceed  those  of  the  first  six  months. 

He  reported  that  orders  received  for  television 
receivers  at  the  annual  showing  of  new  mer- 

chandise in  June  were  substantially  higher  than 
in  1955.  Ten  new  distributors  have  recently 
been  added  by  the  company,  he  said. 
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Loxterman,  Pottmeyer 

Promoted  at  Blaw-Knox 

TWO  EXECUTIVES  of  the  Blaw-Knox  Equip- 
ment Div.  (transmission  towers),  Blaw-Knox 

Co.,  Pittsburgh,  have  been  promoted,  accord- 
ing to  A.  H.  Jackson,  division  vice  president 

and  general  manager. 

H.  R.  Loxterman,  assistant  general  sales 
manager,  succeeds  Arthur  A.  Levison  as  gen- 

MR.  LOXTERMAN  MR.  POTTMEYER 

eral  sales  manager.  Mr.  Levison  has  been 
transferred  to  the  Fabricated  Products  Group. 
Mr.  Loxterman  has  been  with  Blaw-Knox  since 
1930  and  was  made  assistant  general  sales 
manager  in  1952. 

Edward  W.  Pottmeyer,  who  has  served  in 
a  variety  of  engineering  capacities  since  joining 
the  company  in  1927,  has  been  named  manager 
of  engineering  and  development.  He  succeeds 
Mr.  Jackson,  who  recently  was  promoted  to  his 

present  position. 

Blaw-Knox  Sales  Increase 

BLAW-KNOX  Co.,  Pittsburgh,  reported  net 
income  of  $3,557,972  or  $2.27  per  share  for 
the  first  six  months  of  1956.  Total  sales  were 
$78  million.  In  the  corresponding  period  of 
1955,  net  income  amounted  to  $968,740  or  62 
cents  per  share  on  sales  of  $48  million.  Second 
quarter  1956  results  show  net  income  of 
$2,137,930  ($1.37  per  share)  on  sales  of  $40 
million,  compared  with  earnings  of  $826,763 
(53  cents  per  share)  on  sales  of  $30  million  for 
the  same  period  last  year. 

Packard-Bell  Sales  Up 

SALES  of  Packard-Bell  Co.,  tv,  radio  and 
electronics  firm,  increased  29%  during  the  nine 
months  ending  June  30,  it  was  announced  last 
week  by  Robert  S.  Bell,  executive  vice  president 
and  general  manager.  A  total  of  $19,663,788 
in  sales  was  realized  during  the  period,  as  com- 

pared to  $15,267,973  for  the  same  1954-55 

period. 

Radiotelephony  Pioneer  Dead 

CARL  R.  ENGLUND,  71,  retired  member  of 
the  Bell  Telephone  Labs,  Holmdel,  N.  J.,  who 
was  recognized  as  an  expert  in  radiotelephony, 
died  July  22  at  his  home  in  Fullerton,  Calif. 
He  was  credited  with  having  contributed  to  the 
development  of  ship-to-shore  and  long-wave 
trans-Atlantic  radiotelephony. 

As  early  as  1914,  Mr.  Englund  is  said  to  have 
pointed  to  the  existence  of  side  bands  in  radio 
transmission.  His  contributions  to  the  tech- 

nique of  radio  field  strength  measurements  and 

propagation  of  ultra-short  waves  also  are  con- 
sidered fundamental. 

Shipments  of  Radio  Sets 

Increased  by  25%  Over  '55 
SHIPMENTS  of  radio  receivers  from  factories 
to  dealers  for  the  first  five  months  of  1956 
increased  25%  over  last  year,  according  to 
Radio-Electronics-Tv  Mfrs.  Assn.  (auto  radios 
not  included). 

Five-month  shipments  this  year  totaled 
2,472,395  sets  compared  to  1,973,425  in  the 
same  1955  period.  May  shipments  totaled 
551,712  sets,  an  increase  of  39%  over  May 
of  last  year  when  they  totaled  395,942  units 

and  April's  449,810  units. 
Five-month  shipments  of  radio  sets  from  fac- 

tories to  dealers  follow,  by  states: 

State Total State Total 
Ala. 30,617 Neb. 

16,199 
Ariz. 

15,375 
Nev. 

3,407 
Ark. 13,301 N.  H. 

8,298 Calif. 
249,720 N.  J. 92,605 Colo. 
18,700 

N.  M. 

8,374 
Conn. 39,707 

N.  Y. 
399,760 

Del. 
4,733 

N.  C. 
37,148 

D.  C. 
21,437 

N.  D. 

6,509 
Fla. 46,046 

Ohio 141,601 Ga. 

36,637 
Okla. 

19,442 Ida. 

5,300 

Ore. 21,596 III. 

198,704 Pa. 174,324 
Ind. 

45,947 

R.  1. 
15,835 

la. 24,878 S.  C. 
15,324 Kan. 

19,879 
S.  D. 

6,409 

Ky. 
35,362 

Tenn. 
30,518 

la. 
32,984 

Tex. 107,675 Me. 

12,532 Utah 
8,479 

Md. 

39,263 

Vt. 

4,966 
Mass. 98,388 

Va. 
36,387 Mich. 107,025 

Wash. 

36,580 Minn. 35,492 

W.  Va. 
15,706 

Miss. 
13,987 

Wis. 48,283 Mo. 

54,881 
Wyo. 

3,331 Mont. 7,516 GRAND  TOTAL 
2,472,395 
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MANUFACTURING 

DuMont  New  Model  Releases 

Planned  on  Year-Round  Basis 

UNDER  a  new  merchandising  policy  instituted 
by  the  television  receiver  division  of  Allen  B. 
DuMont  Labs.,  company  tv  receivers,  radios 

and  high  fidelity  units  will  be  introduced  peri- 
odically throughout  the  year  instead  of  follow- 

ing the  industry  custom  of  holding  them  for 
mass  introduction. 

The  policy  was  announced  last  week  by  Wil- 
liam C.  Scales,  sales  manager  of  the  division, 

who  said  it  "will  make  for  greater  flexibility, 
enabling  DuMont  to  supply  the  right  merchan- 

dise at  the  right  time  to  meet  consumer  and 

dealer  demands."  He  said  the  company  also 
will  withdraw  individual  models  during  the  year 
to  meet  market  conditions.  Mr.  Scales  indicated 
that  DuMont  would  continue  to  have  showings 
for  distributors  in  June  of  each  year,  with  the 
largest  number  of  new  models  introduced  at 
that  time. 

Gates  To  Show  'Autosrarion' 
At  NARTB,  IRE  Conferences 

GATES  RADIO  Co.,  Quincy,  111.,  plans  to 

demonstrate  its  new  "Autostation"  radio  pro- 
gramming system  at  NARTB  regional  confer- 

ences and  meetings  of  the  Institute  of  Radio 
Engineers  this  year. 

The  automatic  production-playback  units 
will  be  shown  at  NARTB  meetings  starting  next 
September.  Number  of  initial  models  to  be 
produced  will  be  geared  to  demand  in  the 
months  ahead,  it  was  reported.  The  system 
incorporates  special  recording  facilities  devel- 

oped by  Magnecord  Inc. 

It  differs  from  other  automatic  radio  sys- 
tems essentially  in  the  capacity  for  integration 

with  network  programs  as  well  as  taped  an- 
nouncements and  the  inclusion  of  a  Seeburg 

100-disc  record  changer  assembly,  with  up  to 
as  many  as  12  hours  of  complete,  continuous 
unattended  programming  [B»T,  July  23]. 

MANUFACTURING  SHORTS 

General  Electric  Co.,  Schenectady,  reports  it  has 

shipped  35  kw  transmitter  to  WCYB-TV 
Bristol,  Va.  (ch.  5),  and  three-bav  antenna  to 
KOTI  (TV)  Klamath  Falls,  Ore.  (ch.  2),  and 
has  received  order  for  a  20  kw  transmitter  to 
be  shipped  to  KVIP  (TV)  Redding,  Calif, 
(ch.  7). 

Prodelin  Inc.,  Kearny,  N.  J.,  producing  G-Line, 
single  wire  surface  wave  transmission  line  as- 

sembly designed  to  eliminate  coaxial  line  and 
wave  guide  in  low  power  microwave  and  stand- 

ard television  broadcasting. 

General  Precision  Laboratory,  Pleasantville, 

N.  Y.,  marketing  new  pulse  distribution  am- 
plifier which  firm  says  provides  greater  output 

voltage,  more  rapid  pulse  rise  and  more  com- 
plete pulse  clipping  than  other  models.  Unit, 

Model  PA- 1004,  is  designed  for  sync  distribu- 
tion requirements  of  multiple  camera  chain 

installations  in  broadcast  tv  operations  and  can 
be  used  for  both  color  and  monochrome 
signals.  Firm  also  announces  new,  compact 
video  distribution  amplifier.  Model  PA-1002, 
for  use  in  distribution  and  transmission  of 
video  signals,  both  color  and  monochrome, 
within  broadcast  stations  and  equipment  design 
laboratories.  Unit  is  capable  of  any  number 
of  outputs  from  common  input  signal  source, 
all  isolated  from  input. 

The 

QUINT  CITIES 

5  CITIES— 2  COUNTIES 
the  Hub  of  a  Major  Market 

WOC  covers  the  market.  WOC  sells  your  product. 
Surveys  prove  it.  Advertisers  know  it. 
WOC,  the  Quint  city  station,  in  the  heart  of  this 

rich,  agricultural  and  industrial  area 
....  a  market  with  money  in  its 
pockets  ...  a  market  blanketed 
by  WOC. The  Quint  city  area  is  ideal  for 
test  campaigns.  Five  cities  combined 
into  one  metropolis  .  .  .  thousands 
of  rural  listeners. 

Select  WOC  for  successful  sales 
and  campaigns. 

Get  the  facts  from  your  nearest 
F  &  P  office  ...  or  from  WOC 
direct. 

Basic 
NBC  Affiliate 

WOC 
5,000  W  1420  Kc 

Col.  B.  J.  Palmer,  President 
Ernest  C.  Sanders,  Manager 

WOC 

Davenport,  Iowa 

AM-FM-TV 
Free  &  Peters  Inc. 

Exclusive  National  Representative* 

MR.  SNYDER 
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MANUFACTURING  PEOPLE 

Morgan  A.  Gunst  Jr.,  product  manager.  Chro- 
matic Television  Laboratories  Inc.  (color  tv, 

radar  development  affiliate  of  Paramount  Pic- 
tures), named  vice  president  and  general  man- 

ager of  firm's  west  coast  development  labora- 
tory in  Emeryville,  Calif. 

Ross  H.  Snyder,  manager  of  theatre  equipment 
and  custom  products 
sales,  audio  division 
of  Ampex  Corp.. 
Redwood  City, 

Calif.,  named  to  ad- ditional duties  as 

manager  of  new 
video  sales  section, 

set  up  to  handle  Am- 

pex Videotape  re- corder. Walter  D. 
Goldsmith,  audio 
custom  products,  to 
video  sales  in  charge 

of  customer  rela- 
tions. Charles  P. 

Ginsberg,  project  engineer  for  development  of 
Videotape  recorder,  appointed  chief  engineer  of 
new  video  engineering  department,  with  Charles 
E.  Anderson  as  senior  project  engineer  of  de- 

partment. Russell  J.  Tinkham,  manager,  audio 
marketing  department,  named  manager  of  audio 
custom  engineering. 

Allan  A.  Ogilvie,  manufacturing  vice  president, 
Remler  Co.  (radio,  communications  equipment), 

San  Francisco,  elected  vice  president  of  Han- 
cock Electronics  Corp.  (closed  circuit  tv  equip- 

ment), Redwood  City,  Calif. 

Samuel  J.  McDonald,  northeastern  district 

manager  of  distributor  sales,  electronic  prod- 
ucts, Sylvania  Electric  Products  Inc.,  Woburn, 

Mass.,  transferred  to  N.  Y.  headquarters  as 
eastern  regional  manager  for  distributor  sales 
of  electronic  products  sales  department.  John 

Pomeroy,  Sylvania  mid-eastern  district  sales 
manager  in  Pittsburgh,  to  southern  California 
district  manager  of  electronic  products  dis- 

tributor sales,  L.  A.  Jerome  R.  Steen,  manager 

of  quality  control  for  radio  and  television  divi- 
sion, Sylvania,  Buffalo,  appointed  quality  man- 
ager, semiconductors,  of  electronics  division  in 

Woburn,  Mass. 

Floyd  S.  Anderson,  former  Washington,  D.  C, 

district  sales  manager  for  General  Electric  Co.'s 
radio-tv  department,  and  Robert  P.  Fisher, 
Phila.  district  sales  manager,  named  to  head 

GE's  new  tube  and  electronic  components  dis- 
trict sales  office  in  Philadelphia.  Mr.  Anderson 

will  serve  as  district  sales  manager  for  south- 
east Pennsylvania,  southern  New  Jersey,  eastern 

Maryland  and  Delaware  (Phila.,  Atlantic  City, 
Wilmington,  Trenton  and  Salisbury),  and  Mr. 

Fisher  will  handle  Allentown,  Harrisburg,  Read- 
ing, Scranton,  Wilkes-Barre  and  Williamsport 

area.  John  E.  McElfrish,  distributor  sales 
specialist  in  tubes  sales  for  General  Electric 
Co.,  Schenectady,  since  1955,  appointed  to 
newly-created  GE  post  of  district  sales  manager 
for  tubes  and  other  electronic  components  in 
Lansing,  Mich. 

LySe  O.  Keys,  television  transmitter  depart- 
ment, Allen  B.  DuMont  Labs,  to  Visual  Elec- 

tronics Corp.  (microwave  technical  broadcast 
equipment),  N.  Y.,  as  territorial  representative 
for  northwest  area,  headquartering  in  Denver. 

Wynne  Stewart,  Dallas,  Tex.,  district  man- 
ager, Dage  Television  Div.  of  Thompson  Prod- 

ucts Inc.  (closed  circuit  tv  equipment),  Michigan 

City,  Ind.,  promoted  to  assistant  sales  manager 
in  charge  of  equipment  demonstrations. 
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—  PERSONNEL  RELATIONS  — 

SAG  Moves  To  Collect 

Actors'  Residual  Pay 
A  DRIVE  to  collect  delinquent  residual  pay- 

ments due  actors  from  tv  entertainment  films 

was  started  by  the  Screen  Actors  Guild  in  Hol- 
lywood Thursday  with  the  announcement  that 

SAG  is  taking  legal  action  against  Telemount 
Pictures  Inc.,  headed  by  Henry  B.  Donovan. 

SAG  said  "this  is  the  opening  of  a  guild  cam- 

paign to  bring  delinquent  producers  into  line." The  guild  said,  however,  that  only  5%  of 
residual  payments  from  tv  are  in  the  delinquent 
class.  SAG  said  that  since  the  first  residual 
payments  were  made  in  1954,  the  guild  has 
distributed  to  members  the  sum  of  $1,408,404 
in  residuals  from  tv  films  up  until  the  end  of 
June  of  this  year.  In  the  month  of  June  itself, 
SAG  distributed  tv  residuals  totaling  $169,327 
and  in  the  eight  months  since  the  start  of  the 

guild's  fiscal  year,  Nov.  1,  1955,  residuals  total- 
ing $666,770  have  been  distributed. 

SAG  said  that  "while  the  rate  of  residual 
collection  in  a  field  as  complicated  and  diffi- 

cult to  police  as  that  of  television  entertainment 
films  is  very  high,  the  guild  is  determined  to  do 
everything  within  its  power  to  make  it  even 
better.  .  .  .  Most  of  the  (delinquent)  money 
is  due  on  telefilm  series  that  have  gotten  into 
financial  difficulties  .  .  .  most  producers  [of 
which]  are  making  diligent  efforts  to  pay  the 
residuals  due  actors.  The  guild  has  determined 
to  crack  down  on  those  who  owe  residuals  and 

seemingly  don't  care  about  their  just  obligations 
to  the  actors." 

SAG  said  Telemount  Pictures  is  the  first  pro- 
ducer against  whom  the  guild  is  launching  legal 

action.  Series  involved  is  Cowboy  G-Men. 

SAG  said  "other  delinquent  producers  are  be- 
ing thoroughly  investigated  and  legal  action 

against  them  may  be  taken." 
SAG  said  it  also  has  distributed  $150,000  to 

actors  on  post-Aug.  I,  1948  theatrical  films 
released  to  tv  "and  in  addition  there  are  millions 
of  dollars  paid  directly  to  actors  for  use  pay- 

ments on  film  television  commercials." 

KLRJ-TV  Dispute  Dropped 
A  COMPLAINT  of  unfair  labor  practice  filed 
by  N ABET  against  KLRJ-TV  Las  Vegas,  has 
been  dismissed  by  NLRB  Regional  Director 
Louis  Penfield  on  grounds  of  insufficient  evi- 

dence. NABET  charged  the  station  with  refus- 
ing to  pay  scale  plus  violation  of  several  fringe 

benefits  after  employes  voted  to  accept  the 
union. 

IBEW,  KHJ-TV  Sign  Pact 
A  NEW  contract  between  IBEW  and  KHJ-TV 
Los  Angeles  covering  stagecraft  technicians 
was  signed  last  week  giving  $5  across-the-board 
raises  in  various  categories,  retroactive  to  May 
1.  The  two-year  agreement  also  provides  for 
another  raise  of  about  $5  next  May  and  for 
three-week  vacations  with  four  weeks  after 
five  years  of  employment. 

Read  Secures  Injunction 

CECIL  READ,  rebel  leader  at  Hollywood  Lo- 
cal 47  of  the  American  Federation  of  Musi- 

cians, last  week  won  an  injunction  in  Los  An- 
geles Superior  Court  which  stayed  his  suspen- 
sion from  AFM  membership  pending  formal 

court  trial  of  the  AFM  expulsion  edict.  Mr. 
Read  earlier  led  a  revolt  within  Local  47 

against  AFM  President  James  C.  Petrillo's 
music  performance  trust  fund  policies  but  was 
disciplined  and  ordered  suspended  for  one  year. 
The  court  injunction  protects  his  right  to  work 
but  does  not  restore  his  right  to  hold  office  or 
attend  business  meetings.  • 

IN  PUBLIC  INTEREST 

Radio,  Tv  to  Play  Big  Part 

In  Slum  Clearance  Campaign 

THE  urgent  need  for  slum  clearance  and  area 
improvement  will  shortly  be  driven  home  to 
nationwide  radio-tv  audiences  by  the  Ameri- 

can Council  to  Improve  Our  Neighborhoods  in 

an  all-media  campaign  estimated  at  "at  least 
$2  million"  in  time,  space,  talent  and  produc- 

tion costs. 

ACTION,  a  private,  non-profit  organization, 
which  last  year  conducted  a  $1  million  cam- 

paign, this  year  will  double  its  efforts  in  a  two- 
point  program  to  conserve  and  rehabilitate  ex- 

isting homes  and  neighborhoods  while  eliminat- 
ing slum  conditions.  Details  of  the  1956  drive 

were  spelled  out  last  week  by  spokesmen  for 

the  organization  and  its  two  co-operating  organ- 

izations, The  Advertising  Council,  and  Young 

&  Rubicam,  ACTION'S  volunteer  agency. 
Though  James  E.  Lash,  executive  vice  presi- 

dent of  ACTION,  and  Louis  N.  Brockway, 
board  chairman  of  The  Advertising  Council  and 
Y&R  executive  vice  president,  both  declined  to 
specify  how  much  of  the  campaign  will  be  in 
various  media,  it  was  understood  that  45  to 

50%  of  the  effort  will  be  devoted  to  radio-tv. 
Transfilm's  "Man  of  Action,"  a  13-minute,  16 
mm  film  "sponsored"  by  the  Continental  Can 
Co.,  will  be  made  available  free  to  tv  stations 
through  Association  Films  Inc.,  San  Francisco, 
Dallas.  LaGrange,  111.,  and  Ridgefield,  N.  J. 
Also  available  through  The  Advertising  Council 

will  be  10,  20  and  60-second  tv  spot  announce- 
ments, slides,  radio  spot  announcements  of 

varying  lengths,  tv  film  cards  and  fact  sheets  for "ad  lib"  commentary. 

^^Immamk
w  with  th«* 

v      If  EIITIirU 

LOUISVILLE'S 

WAVE-TV 

CHANNEL 3 

FIRST  IN  KENTUCKY 

Affiliated  with  NBC 

|l\BC|SPOT  SALES Exclusive  National  Representatives 

KENTUCKY  FLAIR! 

Here  are  twenty  beautiful  Kentucky  coeds  —  all 

competing  for  the  Queen's  crown  of  Laurel  at  the colorful  Mountain  Laurel  Festival  in  Pineville.  .  . 

In  a  State  that's  known  for  showmanship,  Ken- 
tuckians  look  to  WAVE-TV  for  the  finest  in 

television  showmanship.  Here's  the  proof: 
PROGRAMMING:  Two  1956  Surveys*  show  that 

WAVE-TV  gets  audience  preference! 

COVERAGE:  WAVE-TV  has  66%  greater  coverage 
than  the  second  Louisville  station  be- 

cause it  has  low  Channel  3,  full  power 

and  greater  tower  height  (914'  above 
sea  level)  !  WAVE-TV  serves  2,437,000 

people  in  70  mid -Kentucky  and 
Southern  Indiana  counties! 

EXPERIENCE:  WAVE-TV  was  first  on  the  air  in 
Kentucky  ...  in  1948.  Its  experienced 
staff  has  the  know-how  to  make  your 

programs  —  and  your  commercials  — sell! 

*ARB  Louisville,  Feb.,  1956 

^Metropolitan  ARB,  March,  1956 
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CHANNEL 

5 

IN  PUBLIC  INTEREST 

DOMINATES  I 

GULF  COAST 

A  1  A  D  A  Ail  A 
ALA  b  AAA  A 

MISSISSIPPI 

&  FLORIDA 

WHERE: 

*  1 1  *                   i  i 
a  million  people  spend 

a  billion  $.    They  look  & 

listen  day  &  night  to 

WKRG-TV 

with  its  CBS-ABC  & 

film  shows.    Local  live 

wrestling — the  nations 

best  cooking  show — the 

best  news  show  in  the 

world  (or  any  other  place) 

Good  Kid  shows 

WKRG  is  GOOD 

GOOD 

GOOD 

CHANNEL 

WKRG-TV  C 

Avery  Knodel  m0 

CLYDE  REMBERT  (r),  manager  of  KRLD- 
TV  Dallas,  is  presented  a  plaque  by 

Forrest  C.  Freezor  (I),  executive  secretary 

of  the  Baptist  General  Convention  of 

Texas,  and  Dr.  Robert  Goodrich,  star  of 

the  KRLD- TV -initiated  national  series. 

The  Pasior,  for  "outstanding  contributions 
made  to  the  growth  of  religion  through 

public  service  programming  on  KRLD-TV." 

KBIF  Hospital  Drive  Over  the  Top 

LAST-MINUTE  appeals  by  KBIF  Fresno, 
Calif.,  helped  put  a  drive  for  a  new  community 
hospital  over  the  top.  Station  Manager  Dave 

Maxwell  put  the  station's  full  publicity  resources 
to  work  on  the  campaign,  still  short  $117,062 
on  June  19.  The  goal  was  $1.5  million.  By  July 
5,  extensive  KBIF  promotion  was  responsible 
for  raising  $15,000  more  than  the  goal. 

WJJD-WAAF  Star  Aids  UCP  Fund 

SIG  SAKOWICZ,  WJJD  and  WAAF  Chicago 
disc  jockey,  has  been  instrumental  in  raising 
money  for  United  Cerebral  Palsy  and  the 
Knights  of  Columbus-Catholic  Youth  Organi- 

zation benefits.  Former  Gov.  Dwight  H.  Green, 
Illinois  chairman  for  United  Cerebral  Palsy,  was 
among  participants  at  the  UCP  presentation 
when  Mr.  Sakowicz  gave  a  check  for  $500  on 

behalf  of  the  Mothers'  Fan  Club.  The  disc 
jockey  also  produced  and  directed  the  K.  of  C- 
CYO  show  at  Chicago  Stadium,  which  raised 
$100,000  for  the  benefit. 

Blood  Plea  for  KTLA  (TV)  Star 

THREE  Los  Angeles  area  radio  stations  helped 
to  save  the  life  of  hospitalized  Joyce  Ray,  local 
tv  personality.  Appeals  for  her  rare  type  blood, 
aired  by  KMPC,  KBIG  (Avalon)  and  KGFJ, 
brought  large  numbers  of  donors.  Miss  Ray, 
Roller  Derby  star  of  KTLA  (TV),  had  been 
injured  in  an  auto  accident. 

WKEI  Helps  Alana  Get  Her  Wish 

NEWS  DIRECTOR  Bert  Jackson  of  WKEI 
Kewanee,  III.,  found  human  interest  in  the 
story  of  nine-year-old,  blind  Alana  Bickers, 
who  has  been  saving  her  pennies  and  nickels 
to  buy  a  braille  typewriter.  Alana  has  been 
blind  from  birth,  and  attends  the  Jacksonville, 
111.,  School  for  the  Blind.  She  will  be  old 
enough  to  start  taking  typing  lessons  when  the 
school  reopens  in  the  fall.  Newscaster  Jackson 

appealed  to  WKEI  listeners  to  send  their  con- 

tributions to  the  station  and  make  the  girl's 
dream  a  reality.  An  overwhelming  response 
was  received.   More  than  $140  was  collected 

over  and  above  the  amount  needed  to  purchase 
the  typewriter,  and  at  last  notice  contributions 
were  still  coming  in. 

Ad  Council  Plans  Drive  to  Raise 
Education  Interests 

THE  ADVERTISING  COUNCIL  has  agreed 
to  conduct  a  nationwide  campaign  in  mass 
media  to  increase  public  interest  in,  and  sup- 

port of,  American  higher  education,  both  pri- 
vate and  tax-supported,  Frank  W.  Abrams, 

chairman  of  the  executive  committee  of  the 
Council  for  Financial  Aid  to  Education,  has 
announced.  The  campaign,  set  to  begin  early 
next  year,  will  utilize  volunteer  services  and 
facilities  contributed  by  advertising  agencies, 
national  advertisers  and  media  as  arranged  by 
the  Advertising  Council. 

KTLD  Airs  Rare-Blood  Plea 

RARE  TYPE  A-B  POSITIVE  BLOOD  needed 
for  Mrs.  Mabel  Lane  of  Vicksburg  was  secured 
in  an  emergency  plea  by  KTLD  Tallulah,  La. 
The  station  aired  the  announcement  at  8  a.m., 
and  the  blood  was  received  in  sufficient  quantity 
by  four  that  evening. 

 MILESTONES  

►  HAROLD  C.  LUND,  vice  president  of  West- 
inghouse  Broadcasting  Co.  in  charge  of  KDKA- 
AM-TV  Pittsburgh,  has  celebrated  his  fifth 
anniversary  with  the  stations. 

►  CHARLIE  STONE,  vice  president,  WMBR- 
TV  Jacksonville,  Fla.,  has  observed  his  20th 
anniversary  with  the  station. 

►  ELEANOR  NICKERSON,  secretary  to  sta- 
tion President  Franklin  .  M.  Doolittle,  WDRC 

Hartford,  is  observing  her  20th  anniversary  with 
the  station  during  August. 

►  HARRY  JORDAN,  KING  Seattle  staff 
announcer,  has  marked  his  25th  anniversary 
in  broadcasting. 

►  CBS  RADIO'S  Romance  of  Helen  Trent 
(Mon.-Fri.,  12:30-12:45  p.m.,  EDT)  has  begun 
its  24th  year. 

A  SPECIAL  program  was  broadcast  re- 
cently by  WFBL  Syracuse,  N.  Y.,  marking 

the  3,000th  newscast  on  the  station  spon- 
sored by  Marine  Midland  Trust  Co.  of 

Central  New  York.  Checking  the  script 

for  the  special  program  are  (I  to  r)  Charles 
F.  Phillips,  WFBL  manager;  Arthur  B. 

Ziegler,  advertising  officer  of  Marine  Mid- 
land, and  Russell  H.  Kienzle,  assistant  vice 

president  of  Marine  Midland.  The  bank 
has  sponsored  newscasts  on  WFBL  since 

September  1943. 
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INTERNATIONAL 

CBC  LOSES  $1.3  MILLION  IN  FISCAL  '56 

Canada's  government-oper- 
ated radio  and  tv  networks 

had  total  revenues  of  $39 

million.  Extension  of  tv  serv- 

ice, drop  in  radio  revenues  get 

major  blame  for  deficit. 

A  DEFICIT  of  $1,358,621  for  the  fiscal  year 
ending  March  31,  1956,  was  reported  at  Ottawa 

,  in  the  annual  report  of  the  Canadian  Broadcast- 
,  ing  Corp.  to  the  Minister  of  National  Revenue. 
CBC  income  from  government  grant,  excise 
tax  collections  on  radio  and  tv  sets  and  parts, 
and  commercial  programs  for  radio  and  tv 
totaled  $38,942,402.  Expenditures  amounted  to 
$38,572,512.  After  allowing  for  depreciation 
of  $1,728,511,  the  publicly-owned  system 
showed  a  net  defiict. 

Part  of  the  deficit  was  attributed  to  con- 
tinued extension  of  television  coverage  and 

development  of  national  program  service,  along 
with  falling  revenue  on  radio  networks.  At  the 
end  of  the  fiscal  year  there  were  33  Canadian 
tv  stations,  eight  owned  and  operated  by  the 
CBC  and  25  privately-owned  and  affiliated  with 
CBC  to  carry  commercial  and  sustaining  na- 

tional programs.  CBC's  report  states  that  be- 
tween 40  and  45  hours  a  week  of  programming 

was  supplied  through  the  national  program 
service  to  the  six  CBC  and  22  privately-owned 
English  language  stations,  and  between  35  and 
40  hours  a  week  to  the  two  CBC  and  three 

privately-owned  French-language  stations.  It 
was  estimated  in  the  report  that  55%  of  the 
English-language  programs  and  85%  of  the 
French-language  programs  were  Canadian-pro- 
duced. 

CBC  expenditures  for  the  English  and  French 
tv  network  services  increased  from  $15,915,901 

in  the  1954-55  fiscal  year  to  $25,274,260  in  the 
1955-56  fiscal  year.  Commercial  tv  revenue  in 
that  time  increased  from  $4,157,325  to  $7,403,- 
438.  Income  from  sale  of  tv  receivers,  through 
the  15%  excise  tax  levied  by  the  Canadian 

government  and  turned  over  to  the  CBC,  in- 
creased by  only  $778,026  to  $17,737,991.  These 

two  sources  made  up  the  bulk  of  the  total  opera- 
ting revenues  of  $25,362,088.  (Some  of  the  re- 

mainder comes  from  transmitter  license  fees  paid 

by  privately-owned  tv  stations.)  The  tv  service 
had  a  deficit  of  $  1 ,07 1 ,79 1 ,  after  allowing  for  de- 

preciation. The  previous  year  it  had  shown  a 
surplus  of  $4,479,421. 

Radio  Loss:  $286,830 

The  CBC  radio  service  on  its  own  stations 
and  on  networks  resulted  in  a  deficit  of 

$286,830,  after  providing  for  depreciation.  This 
was  $75,000  greater  than  the  previous  years. 
Income  from  radio  broadcasting,  includ- 

ing private  station  transmitter  license  fees, 
government  grants  commercial  programs  and 
excise  tax  on  radio  sets,  totaled  $12,580,314. 

Expenditures  increased  by  $1 10.000  to  $13,298,- 
252. 

Biggest  items  of  expense  reported  by  CBC 
were  for  programs,  $14,174,626  for  tv  and 
$10,472,81  8  for  radio,  for  a  total  of 
$24,647,444. 

On  commercial  program  revenue,  the  report 
shows  gross  billings  to  advertising  agencies 
and  sponsors  of  $19,471,530,  of  which  $2,706,- 
455  was  paid  to  private  radio  and  tv  stations 
for  time,  $3,261,870  for  agency  and  network 
commissions  and  $4,368,260  for  direct  pro- 

duction costs. 

The  15%  excise  tax  revenue  of  $22,799,955 
was  up  about  $1,330,000  from  the  previous 
year.  It  was  distributed  $17,737,991  for  tv  ser- 

vices and  $5,061,964  for  radio  services.  This 
revenue  is  expected  to  drop  in  the  current 
fiscal  year,  the  report  points  out,  as  many 
urban  areas  are  reaching  saturation  in  tv  sets. 

During  the  fiscal  year,  the  CBC  borrowed 
$8,250,000  from  the  government  for  tv  expan- 

sion. CBC  now  owes  the  government  $24,250,- 
000  for  tv  and  $3,173,802  for  radio,  a  total  of 
$27,423,802.  These  loans  are  being  repaid  on 
a  semi-annual  basis  over  30  years.  Engineering 
expenditures  for  both  radio  and  tv  amounted  to 
$7,699,907,  wire  lines  for  networks  $2,498,306, 
and  administrative  expenditures  $1,561,857. 

Looking  ahead,  the  CBC  report  points  out 
that  revenue  from  the  15%  excise  tax  is  ex- 

pected to  decline  and  "no  large  increase  in  com- 
mercial revenue  could  be  foreseen  since  it  (CBC) 

would  have  no  new  transmitting  facilities  of 
its  own  going  into  operation. 

"In  the  year  ahead  the  CBC  faces  a  con- 
siderable increase  in  expenditures  for  tv  to 

maintain  the  services  in  the  two  languages  for 
a  full  12  months  on  the  scale  as  at  March  1956, 

to  meet  previous  commitments  for  new  opera- 
tions during  the  year,  and  to  permit  normal 

development  of  the  service  provided  to  the 
existing  33  stations  and  those  to  come  into 

operation  during  the  year." The  report  stated  that  while  CBC  had  some 
surplus  funds  from  previous  years  for  the  1956- 
57  operations,  it  faced  the  possibility  of  having 
to  reduce  tv  service  considerably  unless  some  ad- 

ditional special  provision  for  funds  was  made. 
Pending  decisions  by  the  Canadian  Parliament 
regarding  future  financing  of  the  CBC,  after 
the  Royal  Commission  on  Broadcasting  reports, 

CBC  is  "planning  to  maintain  services  and  carry 
out  essential  development  within  the  limits  of 

resources  available." 

Canadian  Broadcasters  Push 

For  Independence  from  CBC 

TO  EMPHASIZE  its  request  to  the  Canadian 
Royal  Commission  on  Broadcasting  for  an  in- 

dependent regulatory  body,  the  Canadian  Assn. 
of  Radio  &  Television  Broadcasters  has  sub- 

mitted a  hypothetical  "Canadian  Daily  News- 
paper Act"  based  on  the  same  regulations  as 

are  now  in  force  for  radio  and  television. 

The  CARTB  brief  points  out  that  "news- 
papers and  broadcasting  stations  both  publish. 

The  right  to  inform  citizens  of  how  their  affairs 
are  being  conducted  by  their  paid  officials  and 
elected  representatives  is  clearly  established  in 
the  case  of  printed  forms  of  publication.  .  .  .  The 
right  to  inform  is  not  established  in  the  case 

of  broadcast  publications  in  Canada.  Publi- 
cation by  broadcast  is  subject  to  a  great  deal 

of  government  control." 
The  brief  goes  clause  by  clause  through  the 

Canadian  Radio  Broadcasting  Act  as  it  would 
apply  to  daily  newspapers  if  these  were  governed 
and  licensed  in  the  same  way. 
The  brief  concludes  with  the  observation 

that  "no  one  familiar  with  Canadian  newspapers 
would  suggest  that  they  could  render  their  pre- 

sent service  to  the  public  under  such  control. 

It  is  not  a  question  of  whether  the  government- 
owned  newspaper  chain  would  or  would  not  be 
intelligent  or  impartial.  The  presence  of  such 
an  omnipotent  regulator  would  freeze  the  ideas 
which  bloom  under  the  regime  of  free  publica- 

tion before  the  idea  got  onto  copy  paper,  let 
alone  into  print.  We  submit  this  form  of  control 
is  just  as  dangerous  when  applied  to  radio  and 
television.  The  Canadian  Broadcasting  Corp. 

should  not  control  the  licensing  and  program- 
ming of  private  stations. 

"The  allocation  of  wavelengths  should  be 

Uranium  Mine 

In 
The  South! 

by 

John  Pepper 

and 

Bert  Ferguson 

Are  you  dreaming  of  stock  in  some  fab- ulous Uranium  Mine?  Well,  of  course, 
there's  the  wistful  possibility  of  hitting 
lucrative  traces.  But,  you'd  better  take the  realistic  view  and  invest  in  a  sound 
proposition — the  untapped  resources  of  the 
Negro  market  in  the  South,  staked  by 
WDIA— 50,000  watts! 

CONCENTRATED  COVERAGE 

Within  Memphis  and  adjacent  retail 
trading  zones,  there  is  one  of  the  heaviest 
concentrations  of  Negro  population  in  the 
U.  S.  .  .  .  WDIA  encompasses  a  total  of 
1,237,686  Negro  consumers.  Due  to  low 
readership  count,  the  only  way  to  reach 
this  concentrated  group  is  by  air  media. 
According  to  recent  survey,  TV  ownership 
in  Negro  homes  is  only  35%.  Obviously, 
then,  Radio  is  the  medium  for  penetration 
— and,  WDIA,  the  all-negro  50,000  watt 
station,  is  a  powerhouse  of  pressure  for 
selling  goods! 

FINANCIAL  STATUS 

The  financial  status  of  the  Southern 
Negro  is  at  an  all-time  high.  Their  per 
capita  income,  in  Memphis,  exceeds  that 
of  the  Negro  in  any  other  major  city  of 
the  nation.  Specifically,  the  Negro  popula- 

tion of  Memphis  has  a  quarter  of  a  billion 
dollars  to  spend— and  is  willing  to  spend 
it  on  marketable  merchandise,  as: 

Chesterfield  Cigarettes  .  .  Crisco  .  .  Pet 
Milk  .  .  Bromo  Quinine  .  .  Kraft  May- 

onnaise .  .  and  Fletcher's  Castoria. 

If  you  want  more  sales  for  your  products, 
consider  the  impact  made  upon  1,237,686 
potential  buyers,  by  Negro  announcers, 
consultants,  entertainers  —  salesmen,  all! 
Listeners  react  to  sales  messages  in  a  con- 

crete way  —  with  action  at  points-of-pur- 
chase,  with  the  result  that  WDIA  carries 
the  largest  number  of  national  advertisers 
in  Memphis. 

EFFECTIVE  PROGRAMMING 

All-Negro  shows  on  WDIA  are  custom- 
ized to  awaken  intellectual-emotional  re- 

sponses, reflect  traditional  tastes,  stimu- 
late loyalty  to  products  through  perform- 
ers, who  deliver  solid  entertainment,  in  a 

style  acceptable  to  Negro  listeners.  Re- 
sponsibility for  supporting  their  stars  if 

evidenced  by  WDIA's  600%  increase  in annual  gross  dollar  volume.  Request,  on 
your  letterhead,  data  pertinent  to  your 
products — along  with  vour  bound  copy  of 
"The  Story  Of  WDIA!" 
WDIA  is  represented  nationally  by  John 

E.  Pearson  Company. 

)OHS~PEPPER.  President 

BERT  FERGUSON,  General  Manager 

HAROLD  WALKER.  Commercial  Manager 
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made  by  a  licensing  body  absolutely  separate 
from  any  operating  body,  and  regulation  of 
broadcasting  as  of  newspaper  publishing  should 
be  by  appropriate  laws  enforced  in  the  ordinary 
courts  of  the  land  and  absolutely  removed  from 

discretionary  government  control." 

Canada  Sets  Up  Coverage 

Of  GOP-Democrat  Parleys 
CANADA  will  cover  the  Democratic  and  Re- 

publican conventions  at  Chicago  and  San  Fran- 
cisco by  on-the-spot  radio  reporters  and  reports 

on  television  from  U.  S.  networks.  Canadian 
Broadcasting  Corp.  has  arranged  for  reporting 
teams  to  cover  both  conventions  with  direct 
lines  for  radio  reports  to  Toronto  for  feeding 
into  the  Trans-Canada  and  Dominion  networks. 
Coverage  will  be  broadcast  several  times  in 
the  evenings  and  on  newscast  periods,  as  well 
as  on  special  programs.  CBC  will  share  its 
booth  at  the  Chicago  convention  with  the  re- 

presentative of  the  British  Broadcasting  Corp. 
For  television,  the  convention  will  be  covered 

with  advance  reports  and  nightly  summary 
filmed  from  U.  S.  network  telecasts.  Acceptance 
speeches  at  both  conventions  will  be  carried 
live  on  Canadian  radio  and  tv  networks. 

Merchants  Seek  Settlement 

Of   CHEX-AM-TV  Strike 

LOCAL  MERCHANTS  of  Peterborough,  Ont.. 
have  taken  a  hand  in  trying  to  settle  a  22-week 
strike  of  six  employes  of  CHEX-AM-TV 
Peterborough  and  have  asked  Canadian  Labor 
Minister  Milton  Gregg  to  try  to  settle  the  strike. 
In  a  telegram  to  Labor  Minister  Gregg  at 

Ottawa   they   declare    that   continued  picket- 

Antenna  Tower  Pays  Off 

SOUTH  GERMAN  Radio's  concrete  an- 
tenna tower  located  in  Stuttgart,  which 

made  news  when  it  was  opened  in  Feb- 
ruary, has  turned  out  to  be  a  money- 

maker. The  antenna  tower  has  a  restau- 
rant beneath  the  top,  collects  about  35 

cents  from  every  visitor,  has  thus  far 
collected  more  than  $30,000  and  will 
have  produced  a  revenue  of  more  than  a 
million  dollars  by  1973,  many  times  its 
construction  cost. 

ing  of  businesses  that  patronize  CHEX-AM-TV 
could  result  in  an  explosive  situation. 

A  similar  letter  was  sent  to  the  station  and 
to  the  local  of  the  National  Assn.  of  Broadcast 
Employes  &  Technicians.  The  merchants  stated 

that  they  "are  of  the  opinion  that  this  strike 
and  resultant  developments  put  them  in  an 

untenable  position.  The  members  of  our  ex- 
ecutive committee  wish  to  emphasize  that  they 

are  neutral  but  seek  to  explore  ways  and 
means  of  obtaining  a  settlement  for  the  good 

of  the  community." While  the  station  management  will  not  make 
any  comment,  NABET  officials  claim  that  since 
the  start  of  the  strike  the  union  has  been  able 

to  persuade  all  local  advertisers  to  discontinvie 
or  suspend  their  advertising  on  the  stations, 
and  that  all  but  14  out  of  82  national  adver- 

tisers have  also  ceased  advertising  for  the  dura- 
tion of  the  strike.  Peterborough  in  an  industrial 

town  with  strong  unions.  NABET  officio's  claim 
stations  paid  wages  from  $240  a  month  for  an 
experienced  announcer  to  $120  a  month  for  a 

studio  operator.  Originally  nine  NABET  mem- 
bers went  on  strike,  but  three  went  back  to  the 

station  shortly  after  the  start  of  the  strike. 
CHEX-AM-TV  is  affiliated  with  the  daily 

Peterborough  Examiner  and  with  CKWS-AM- 
TV  Kingston,  Ont.,  and  the  daily  Kingston 
Whig-Standard. 

CEA  Seeks  Tv  Movie  Ban 

CEA  (British  theatre  owners  association)  an- 
nounced it  would  seek  to  ban  feature  movies 

from  showing  on  the  BBC  for  a  period  of  10 

years  after  their  release.  The  10-year-period, 
according  to  the  plan,  would  start  when  a  pic- 

ture is  premiered  in  London.  There  were  mild 
objections  from  other  organizations  in  the 
British  film  industry  as  to  the  legal  aspects  and 
to  certain  contract  clauses,  which  often  give  a 

feature  film's  star  the  entire  property  rights 
after  some  years. 

ITA  Plans  New  Transmitter 

INTERNATIONAL  Television  Authority  will 
invite  bids  from  prospective  program  contractors 
for  a  new  ITA  transmitter  to  be  constructed  in 
the  Wenvoe  area  (South  Wales  and  east  and 
south  of  Bristol  Channel)  and  to  be  launched 
by  the  end  of  next  year.  The  transmitter  is 

planned  to  cover  an  area  which  has  a  3-million 

population. 
Yugoslavia  Begins  Telecasts 

THE  first  television  transmitter  in  Yugoslavia 
has  started  operations  in  Zagreb.  Until  the 
end  of  this  year,  when  Yugoslav  program  pro- 

duction is  scheduled  to  be  launched,  the  Zagreb 
station  is  airing  imported  programs  (Italy, 
Austria,  and  other  countries). 

INTERNATIONAL  PEOPLE 

Cec  Hewitt  to  manager  of  CKGN-TV  North 
Bay,  Ont!,  succeeding  Russ  Eastcott. 

T.  B.  J.  Atkins  and  J.  R.  Kennedy  to  senior 
television  sales  representatives  of  Canadian 
Broadcasting  Corp..  Toronto.  R.  S.  Joynt  to 
senior  radio  sales  representative  of  CBC.  J.  R. 
Malloy  to  supervisor  of  television  sales  of 
CBC,  and  G.  Regendanz  to  sales  representative 

in  charge  of  tv  sales-service  of  CBC. 

Alan  B.  Hooper,  advertising  department  of 
Thomas  Hedley  &  Co.  Ltd.,  British  subsidiary 
of  Procter  &  Gamble  Co.,  to  London  office  of 
Robert  Otto  &  Co.,  international  advertising 
agency,  as  senior  assistant  to  Just  Borthen,  office 
head.  Also  joining  Otto:  Mirta  Mulhare  as 
Spanish  language  copywriter.  She  was  formerly 
with  Slenderella  International. 

Vin  Dittmer,  sales  manager  of  CKNX  Wing- 
ham,  Ont.,  to  program  director  of  CFCF 
Montreal,  Que. 

R.  J.  Gallagher,  promotion  manager  of  CFBC 
St.  lohn,  N.  B.,  to  promotion  and  sales  manager 
CKBC  Bathurst,  N.  B. 

H.  O.  Watts,  promotion  manager  of  CKY 
Winnipeg,  to  promotion  director  of  CKDA  and 
CHEK-TV  Victoria,  B.  C. 

J.  Douglas  Coombs,  Northern  Life  Assurance 
Co.,  to  new  station  CFRS  Simcoe,  Ont.,  as  ad- 

vertising representative.  Anthony  Thomas, 
CJSH  (FM)  Hamilton,  Ont.,  to  CFRS  as  chief 
announcer.  Also  to  CFRS:  Stanley  Taylor  and 

William  G.  Moyer,  CKOC  Hamilton,  an- 
nouncers; CHLO  St.  Thomas,  Ont.,  Patricia 

O'Neill,  traffic-receptionist;  Mrs.  Shirley  Hamp- 
son,  continuity  editor;  Douglas  Barnet,  Norfolk 
Cooperative  Co.  Ltd.,  farm  director;  Bette 

Barber,  CFCH  North  Bay,  Ont.,  women's  direc- tor. 
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PROGRAMS  &  PROMOTIONS 

WEWS  (TV)  BACKS  TV  SHOPPERS 

WEWS  (TV)  Cleveland  is  not  looking  for 
trouble,  but  if  it  crops  up  the  station  and 
viewers  will  be  ready  to  act.  WEWS  in  its 

latest  spot  promotion  campaign  tells  viewers 

what  to  do  that  "once  in  a  blue  moon"  when 
they  order  products  shown  but  get  no  reply. 
Behind  humorous  art  a  WEWS  announcer  in- 

structs disappointed  viewers  to  write  the  sta- 
tion and  let  WEWS  and  the  advertiser  go  to 

bat  for  them. 

KIMN  LOOKING  FOR  'MISS  KIM' 
MOVIE  and  television  beauties  who  go  by  the 

name  of  "Kim"  will  soon  have  a  competitor 
from  another  medium.  KIMN  Denver  is  look- 

ing for  its  own  "Miss  Kim"  with  a  contest 
open  to  single  girl  listeners.  When  "Miss  Kim" is  found,  KIMN  will  shower  her  with  the  usual 
beauty  queen  booty  including  jewelry,  gifts, 
and  a  trip  to  Hollywood  and  a  movie  tryout. 

In  return  "Miss  Kim"  will  participate  in  station 
promotions  during  her  reign,  and,  if  her  voice 
matches  other  assets,  she  will  be  assigned 
broadcasting  duties  on  KIMN. 

DAIRYMEN  HAVE  DAYS  ON  CJBQ 

CIBQ  Belleville,  Ont.,  in  the  course  of  a  one- 
week  agricultural  promotion  for  the  Quinte 
district  dairy  industry,  went  to  the  source  of 
dairy  prosperity,  the  cows,  spending  a  day 
on  a  dairy  farm  in  the  district  from  6  a.m.  to 

1:15  p.m.  with  description  of  activities  and  in- 
terviews with  dairy  farmers  of  the  area.  Daily 

radio  dairy  days  were  proclaimed  and  26  spe- 
cial interviews,  talks  and  discussions  dealing 

directly  with  dairying  were  featured  during  the 
week.  These  included  interviews  with  local 
dairy  breed  associations,  roving  microphone 
tours  of  dairies,  creameries,  milk  products 
plants,  cheese  factories,  talks  by  government 
ministers  and  dairy  authorities  as  well  as  with 
Sir  Archibald  Nye,  British  High  Commissioner 
to  Canada  on  acceptance  of  Canadian  dairy 
products  in  Great  Britain.  Local  dairy  organi- 

zations participated  in  all  activities,  regular 
sponsors  devoted  commercials  to  the  dairy  in- 

dustry, and  many  dairy  associations  and  other 
companies  sponsored  specific  programs. 

TOPICAL  TALENT  FOR  SULLIVAN 

ED  SULLIVAN  in  one  week  signed  such  newsy 
acts  for  his  Sunday  stand  on  CBS-TV  as:  11 
circus  acts  under  the  Big  Top  that  Ringling 
Bros.  &  Barnum  &  Bailey  has  relegated  to  the 
past  (the  tent  show  has  folded,  with  no  more 
circus  except  for  indoor  performances);  In- 
grid  Bergman,  who  after  living  in  Italy  for 
seven  and  a  half  years,  will  return  to  the  U.  S., 

appearing  on  Mr.  Sullivan's  show  in  October 

1-2  sales  punch 
n    WESTERN  MONTANA 

GILL-PERNA,  rept, 

MISSOULA,  MONTANA 

or  November.  The  circus  is  set  for  July  29,  the 
union  willing.  American  Guild  of  Variety 
Artists  on  Wednesday  warned  that  performers 

listed  as  "unfair"  must  pay  a  $2,000  fine  before 
going  on  the  show.  AGVA  and  the  Interna- 

tional Brotherhood  of  Teamsters  have  been 

picketing  Ringling  Bros,  in  an  effort  to  be  recog- 
nized as  bargaining  agent  for  the  circus  em- 

ployes. 

CBS  POLITICAL  GUIDE  ON  STANDS 

A  NEW  96-page  illustrated  book  prepared  by 
CBS  News  as  a  guide  to  the  1956  conventions, 
campaign  and  election  has  been  published  by 
the  Maco  Magazine  Corp.,  New  York,  and  is 
being  made  available  on  newsstands  and  in 
book  stores  now.  The  book,  titled  Watch, 

is  designed  to  promote  CBS-TV's  coverage  of 
the  upcoming  campaigns,  conventions  and  elec- 
tions. 

'BUFFET'  CONTEST  BY  QUAKER 

A  SPECIAL  September  promotion,  with  $50,- 

000  to  be  offered  in  a  "Buffet  Sweepstakes,"  will 
be  launched  by  Quaker  Oats  Co.  on  network 
tv  programs  and  in  other  media.  The  contest 
will  be  featured  on  Sgt.  Preston  of  the  Yukon 
and  The  Sid  Caesar  Show  commercials  on  be- 

half of  Quaker  and  Mother's  Oats.  Aunt 
Jemima  pancake  and  buckwheat  mix,  and 

Quaker  and  Aunt  Jemima  corn  meal.  Con- 
testants may  enter  by  sending  in  a  postcard  with 

"yes"  or  "no"  answers  to  five  questions  on 
products  involved.  Drawings  will  be  held  Nov. 
15,  with  prizes  to  include  color  tv  receivers, 
high  fidelity  sets,  transistor  radios.  1957  Nash 
Ramblers,  Norge  electronic  kitchens  and  steam 
irons. 

GIVES  TRANSISTOR  JEWELRY 

MOTOROLA  Inc.  is  distributing  a  transistor 

key  chain  as  a  premium  item  designed  to  re- 

mind carriers  of  the  firm's  "increasingly  signi- 

ficant role  in  transistor  development."  The 
premium  is  being  given  away  at  open  houses 

and  other  events  and  includes  a  gold-colored 
chain,  descriptive  tag  and  a  power  resistor  with 

the  theme.  "The  Golden  Heart  That  Never 

Wears  Out." 

'MISS  COLOR  TV  SEARCH  ON 

WRCA-TV  New  York  will  begin  a  contest 
Aug.  1  to  find  a  young  woman  between  the  ages 

of  17  and  26  to  bear  the  title  of  "Miss  Color 

Tv."  Preliminary  judging  will  be  held  each 
Wednesday  at  Palisades  (N.  J.)  Amusement 
Park  and  the  winner  will  be  chosen  Sept.  5. 

Among  the  prizes  for  "Miss  Color  Tv"  are  ap- 
pearances on  WRCA-TV  and  NBC-TV.  an 

RCA  color  television  set  and  a  two-week  vaca- 
tion for  two  at  the  Concord  Hotel,  Kiamesha 

Lake,  N.  Y. 

TOY  TRAINS  FOR  GF  BOX  TOPS 

GENERAL  Foods  Corp.,  White  Plains,  N.  Y., 
this  month  is  telling  televiewers  of  its  latest 

breakfast  cereal  premium  offer — a  four-car 
scale  model  Diesel  freight  train — via  Mama  on 
CBS-TV.  The  train  campaign  will  also  be 

seen  in  August  on  GF's  new  series,  Hollywood 
Summer  Theatre  on  CBS-TV  and  heard  on  Don 

McNeill's  Breakfast  Club  (ABC  Radio).  The 
push  train  kit,  sent  to  editors  last  week,  is  avail- 

able by  sending  75  cents  and  one  box  top  of 
Post  40%  Bran  Flakes  for  the  locomotive,  and 

50  cents  plus  boxtop  of  Post  Grape-nuts  for 
each  piece  of  rolling  stock. 

The  ONLY  way  you  can  really 

REACH 

all  of  this  rich 

Central  Texas 
Market  is( 

If 
It's  the  long  reach  that  counts! 
Get  over  1 58, 1  26  TV  Homes* with  KTBC-TV  and  over 

$782,517,000  E.  B.  I.** 

•May  [,  1956 
"'Whole  or  Partial  Coverage, 

Sales  Management,  1956 

KTBC'S  radio  voice 
REACHES  62  Central  Texas 
counties  . . .  but  rates  are 
based  on  ONLY  20  counties  j 

of  Austin's  Trade  Area! 

KTBC 

CHANNEL  7 
CBS  •  NBC  •  ABC 316  lew  MAX. 

590  kc  RADIO 
CBS 

5,000  watts  (LS) 

AUSTIN,  TEXAS 

9  JHf  Represented  Nationally  by 

(•to  Paul  H.  Raymer  Co.,  Inc 

$P
SK
 

338,100  Families 

with  a  net  E.B.I,  of  $1,793,- 

5  1  8,000,  reside  within 

WHBF's  25,500  sq.  mile 
coverage  area  according 

to  S.  M.  1956  Survey  of 

Buying  Power.  98%  own 
radios— 80%  have  TV  (TV 

Magazine). 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •"!*) July  19  through  July  25 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp— construction  permit.  DA — directional  an- 
tenna. ERP— effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,  w — watts,  mc — megacycles.   D — day.   N — 

night  LS —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

An i-Fm Summary throu 

gh  Ju 
ly  25 

Appls. 
In 

On 
Pend- 

Hear- 
Air Licensed Cps 

ing 
ing 

Am 
2,873 3,026 165 267 

118 

Fm 521 545 35 4 0 

Tv  Summary  through  July  25 

Total  Operating  Stations  in  U.  S.: 
Vhf       Uhf  Total 

Commercial  360  93  4531 
Noncom.  Educational 

15 

202 

FCC  Commercial  Station  Authorizations 

As  of  June  30,4956* 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing  115 
Facilites  change  requests 
Total  applications  pending 
Licenses  deleted  in  June 
Cps  deleted  in  June 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am-Fm  Summary,"  above,  and  for  tv  stations 
■ee  "Tv  Summary,"  next  column. 

Grants  since  July  11,  1952: 

Am Fm Tv 

2,871 519 

186 
25 

11 310 
124 

16 

113 
3,020 

546 609 
173 1 132 

274 
10 

43 '  115 

0 85 
154 6 

35 964 
71 398 

0 2 0 
2 0 2 

(When  FCC  began  processing  applications 
after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 
328 

22 

Uhf  Total 

313  6411 

21  432 
Applications  Hied  since  April  14,  7952: 

(When  FCC  ended  Sept.  28,  1948-April  14,  1952 
freeze  on  tv  processing) 

New  Amend 
.  Vhf Uhf Total Commercial 

1,004 337 

786 
555 

1,342s 

Noncom.  Educ. 61 

34 

27 

61* 

Total 
1,065 337 

820 

582 

1,402s 

1 170  cps  (33  vhf  137  uhf)  have  been  deleted. 
2  One  educational  uhf  has  been  deleted. 
3  One  applicant  did  not  specify  channel. 
4  Includes  43  already  granted. 
G  Includes  684  already  granted. 

FCC  ANNOUNCEMENTS 

New  Ty  Stations  .  .  . 

ACTIONS  BY  FCC 

Hartford,  Conn. — Travelers  Bcstg.  Service 
granted  vhf  ch.  3;  ERP  100  kw  vis.,  60  kw  aur.; 
ant.  height  above  average  terrain  917  ft.,  above 
ground  542  ft.  Estimated  construction  cost  $1,- 
420,560,  first  year  operating  cost  $1,960,000.  Post 
office  address  26  Grove  St.  Trans,  location  Deer- 
cliff  Rd.,  Avon,  Conn.  Geographic  coordinates 
41°  46'  30"  N.  Lat.,  72°  48'  20"  W.  Long.  Trans,  and ant.  RCA.  Legal  counsel  Kirkland,  Fleming, 
Green,  Martin  &  Ellis,  Washington.  Consulting 
engineer  A.  D.  Ring  &  Assoc.,  Washington.  Trav- 

elers is  licensee  of  WTIC  Hartford.  (For  condi- 
tions on  this  grant,  see  "Hearing  Cases.")  An- nounced July  25. 

Sarkes  Tarzian,  Roanoke,  Ind. — FCC,  by  letter, 
denied  petition  for  immediate  grant  of  applica- 

tion for  new  tv  to  operate  on  ch.  21.  Report  and 
Order  finalizing  rule-making  which  shifted  ch.  21 
from  Huntington  to  Fort  Wayne  (also  assignable 
to  Roanoke)  does  not  become  effective  until  Aug. 
27.  Commissioner  Doerfer  abstained  from  voting. 
Announced  July  20. 

Baton  Rouge,  La. — Bayou  Bcstg.  Corp.  granted 
uhf  ch.  40;  ERP  151  kw  vis.,  77.6  kw  aur.  Ant. 
height  above  average  terrain  490  ft.  Bayou  is 
owned  by  Henry  B.  Clay  (KWKH  Shreveport, 
La.),  Gilmore  N.  Nunn  (WLAP-AM-FM-TV  Lex- 

ington, Ky.),  and  Frank  M.  Smith  (WROW- 
WCDA  [TV]  Albany,  N.  Y.).  Announced  July  19. 

Kalispell,  Mont. — KGEZ  Inc.  granted  vhf  ch.  8 
(180-186  mc);  ERP  8.52  kw  vis.,  4.57  kw  aur.;  ant. 
height  above  average  terrain  220  ft.,  above 
ground  316  ft.  Estimated  construction  cost  $106,- 
100,  first  year  operating  cost  $85,000,  revenue 
$100,000.  Post  office  address  Box  439,  Kalispell. 
Studio  location  Kalispell.  Trans,  location  Kali- 

spell. Geographic  coordinates  48°  12'  42"  N.  Lat., 117°  06'  48"  W.  Long.  Trans,  and  ant.  GE.  Legal 
counsel  Wheeler  &  Wheeler,  Washington.  Con- 

sulting engineer  David  Green.  Spokane,  Wash. 
Principals  include  KGEZ  Inc.  (81.7%),  licensee  of 
KGEZ  Kalispell;  Copper  City  Radio  Co.  (14.4%), 
licensee  of  KBOW  Butte,  Mont.,  majority  stock- 

holder of  KGEZ  Inc.;  Pres.  Frank  Reardon  (1%), 
pres.,  majority  stockholder  of  Copper  City  Radio 
Co.,  and  Vice  Pres.  Richard  K.  Vick  (2.4%),  gen. 
manager  of  KGEZ.  Grant  is  without  prejudice 
to  any  action  Commission  may  take  as  result  of 
rule-making  proceedings  to  substitute  ch.  9  for 
ch.  8  in  Kalispell.   Announced  July  19. 

Williston,  N.  D. — Meyer  Bcstg.  Co.  granted  vhf 
ch.  8  (180-186  mc);  ERP  93.3  kw  vis.,  51.3  kw  aur.; 
ant.  height  above  average  terrain  1,060  ft.,  above 

ground  874  ft.  Estimated  construction  cost 
$333,280,  first  year  operating  cost  $90,000,  revenue 
$96,000.  Post  office  address  200V2  Fourth  St., 
Bismarck,  N.  D.  Studio  location  10  miles  west  of 
Williston.  Trans,  location  10  miles  west  of  Willis- 
ton.  Geographic  coordinates  48°  08'  02"  N.  Lat., 103°  51'  36"  W.  Long.  Trans,  and  ant.  GE.  Legal 
counsel  Hogan  &  Hartson,  Washington.  Consult- 

ing engineer  George  C.  Davis,  Washington. 
Meyer  is  licensee  of  KFYR-AM-TV  Bismarck, N.  D.,  and  is  permittee  of  KMOT  (TV)  Minot, 
N.  D.  Principals  are  Pres.  Etta  Hoskins  Meyer 
(50%);  Etta  Hoskins  Meyer  as  trustee  of  Marietta 
M.  Ekberg  Trust  (42.7%),  and  Vice  Pres.  F.  B. 
Fitzsimmonds  (5.3%).   Announced  July  19. 

Oxford,  Ohio — The  President  and  Trustees  of 
Miami  U.  granted  uhf  ch.  *14;  ERP  .724  kw  vis., 
.363  kw  aur.  Ant.  height  above  average  terrain 
150  ft.  Station  is  for  noncommercial  educational 
purposes.  This  marks  43d  educational  tv  grant 
to  date.  Announced  July  19. 

APPLICATION 

New  Orleans,  La. — WWEZ  Radio  Inc.,  uhf  ch. 
32  (578-584  mc);  ERP  249  kw  vis.,  125  kw  aur.; 
ant.  height  above  average  terrain  338  ft.,  above 
ground  358  ft.  Estimated  construction  cost  $314,- 
875,  first  year  operating  cost  $350,000,  revenue 
$400,000.  Post  office  address  Hotel  New  Orleans, 
New  Orleans.  Studio  location  New  Orleans. 
Trans,  location  Paris  Rd.,  Chalmette,  La.  Geo- 

graphic coordinates  29°  57'  45"  N.  Lat.,  89°  57'  31" W.  Long.  Trans,  and  ant.  GE.  Legal  counsel 
Loucks,  Zias,  Young  &  Jansky,  Washington.  Con- 

sulting engineer  A.  Earl  Cullum  Jr.,  Dallas. 
WWEZ  Radio  Inc.  is  licensee  of  WWEZ  New 
Orleans.  Principal  stockholder  is  A.  L.  Chilton, 
64%.  July  20. 

Translator  Stations  .  .  . 

APPLICATIONS 

Hawthorne-Babbitt,  Nev. — Mt.  Grant  Television 
Booster  Service  Corp.,  ch.  70.  Trans,  output 
power  10  w.  ERP  to  community  98  w.  To  re- 
broadcast  KRON-TV  San  Francisco,  Calif.  Esti- 

mated total  population  to  he  served  7,500. 
Estimated  construction  cost  $4,000,  first  ye,ar 
operating  cost  $750.  Filed  July  10. 
Manson,  Wash. — Manson  Community  Tv  Co., 

ch.  76.  Trans,  output  power  10  w.  ERP  to  com- 
munity 171  w.  To  rebroadcast  KHQ  (TV) 

Spokane,  Wash.  Estimated  total  population  to 
be  served  3,000.  Estimated  construction  cost 
$3,750,  first  year  operating  cost  $1,500.  Filed 
July  19. 
Manson,  Wash. — Manson   Community  Tv  Co., 

ch.  70.  Trans,  output  power  10  w.  ERP  to  commu- 
nity 171  w.  To  rebroadcast  KREM-TV  Spokane, Wash.  Estimated  total  population  to  be  served 

3,000.  Estimated  construction  cost  $3,750,  first 
year  operating  cost  $1,500.  Filed  July  19. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

WCKT  (TV)  Miami,  Fla.— Granted  STA  for  120 
days  pending  compliance  with  condition  of  cp 
grant  that  Miami  Bcstg.  Co.  (in  which  WCKT 
officials  have  interest)  dispose  of  WQAM-AM- 
FM  within  that  period.  Announced  July  19. 
WROM-TV  Rome,  Ga. — Is  being  advised  that 

application  for  mod.  of  cp  (ch.  9)  to  move  trans, 
site  from  Horseleg  Mountain,  about  4.2  miles 
southwest  of  city,  to  about  9  miles  south  of  Chat- 

tanooga, Tenn.,  and  increase  ant.  from  720  ft.  to 
1,558  ft.,  indicates  necessity  of  hearing.  An- nounced July  19. 
WANE-TV  Fort  Wayne,  Ind. — Cp  cancelled  and 

call  letters  deleted.  Pursuant  to  letter  from  at- 
torney. Action  July  20. 

KXLF-TV  Butte,  Mont. — FCC  waived  Sec.  1.378 
of  Commission's  Rules  and  granted  mod.  of  cp 
to  change  assignment  from  ch.  6  to  ch.  4  (to 
avoid  possible  interference  from  other  stations). Announced  July  19. 
KVIT  (TV)  Santa  Fe,  N.  M. — Granted  mod.  of 

cp  to  change  studio  and  trans,  location;  change 
ERP  to  .324  kw  vis.,  .162  kw  aur.,  and  make  ant. 
and  other  equipment  changes.  Announced 
July  24. 
WPTZ  (TV)  North  Pole,  N.  Y.— Granted  mod. 

of  cp  to  change  name  to  Rollins  Bcstg.-Telecast- ing  of  New  York  City  Inc.  Announced  July  24. 
WBIR-TV  Knoxville,  Tenn. — FCC  denied  pro- 

tests by  Scripps-Howard  Radio  Inc.  and  Tennes- see Television  Inc.  directed  against  action  of 
May  14  in  granting  mod.  of  cp  of  WBIR-TV  to 
make  slight  change  in  trans,  location;  change 
studio  location,  and  install  new  ant.  system; 
except  to  extent  that  Commission  has  ordered 
investigation  into  alleged  premature  construc- tion.  Announced  July  19. 
WCYB-TV  Bristol,  Va. — FCC  denied  protest 

and  petition  for  reconsideration  filed  by  Tri- 
Cities  Television  Corp.  directed  against  Com- 

mission's May  31  grant  of  application  for  mod.  of 
cp  of  WCYB-TV,  ch.  5,  to  change  ERP  to  70.8 
kw  vis.,  42.7  kw  aur.;  change  type  ant.  (increase 
height  to  2,220  ft.),  and  make  other  equipment 
changes.   Announced  July  19. 

Page  88    •    July  30,  1956 Broadcasting    •  Telecasting 



CALL  LETTERS  ASSIGNED 

WRLP  (TV)  Greenfield,  Mass. — Springfield 
Television  Bcstg.  Corp.,  ch.  58. 
WBUF  (TV)  Buffalo,  N.  Y. — NBC  Inc.,  ch.  17. 

Changed  from  WBUF-TV. 
APPLICATIONS 

KVIP  (TV)  Redding,  Calif. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  to  change  ERP  to  117 
kw  vis.,  59  kw  aur.,  and  make  other  equipment 
changes.  Filed  July  19. 
KID-TV  Idaho  Falls,  Idaho — Seeks  cp  to  make 

changes  in  facilities  of  existing  tv,  to  add  drivers 
to  present  trans,  equipment  and  make  other 
equipment  changes.  Filed  July  19. 
WCBC-TV  Anderson,  Ind. — Seeks  mod.  of  cp 

to  change  trans,  and  studio  locations  to  north- 
east corner  of  Indiana  Hwys.  #9  and  #67,  ap- 

proximately 1.5  miles  south  of  city  limits,  near 
Anderson;  change  ERP  to  25.1  kw  vis.,  12.7  kw 
aur.;  change  type  ant.,  and  make  other  equip- 

ment changes.  Filed  July  19. 
KXLF-TV  Butte,  Mont— Seeks  mod.  of  cp 

proposing  ch.  4  in  lieu  of  ch.  6  assignment.  Also 
seeks  mod.  of  cp  (which  authorized  changes  in 
facilities  of  existing  tv)  to  change  ERP  to  59.16 
kw  vis.,  29.58  kw  aur.   Filed  July  19. 
WMUR-TV  Manchester,  N.  H. — Seeks  cp  to 

make  changes  in  facilities  of  existing  tv;  change 
trans,  location  to  north  side  of  Rt.  #133,  east  side 
of  Georgetown,  Mass.;  change  ERP  to  316  kw 
vis.,  158.5  kw  aur.,  and  make  ant.  and  other 
equipment  changes.  Filed  July  19. 
WSUR-TV  Ponce,  P.  R.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  make  slight  change 
in  trans,  location  (no  change  in  description  except 
coordinates  and  county);  change  ERP  to  .821  kw 
vis.,  .411  kw  aur.,  and  make  ant.  changes.  Filed 
July  20. 

APPLICATION  AMENDED 

KGEZ-TV  Kalispell,  Mont. — Amended  to  sug- 
gest conditional  grant  of  proposed  ch.  8,  pending 

outcome  of  Rule-Making  procedure,  additional 
financial  data  and  to  correct  geographic  coordi- 

nates. Amended  July  19. 

PETITIONS 

WTVI-TV  Fort  Pierce,  Fla.— Petitions  FCC  re- 
questing amendment  of  Sec.  3.606(b)  of  Rules 

so  as  to  reallocate  ch.  3  to  Fort  Pierce,  Fla., 
from  Tampa-St.  Petersburg,  Fla.,  where  it  is 
now  reserved  for  educational  use.  It  is  further 
requested  that  Order  to  Show  Cause  why  cp  for 
WTVI-TV  should  not  be  mod.  to  specify  ch.  3  be 
issued  to  petitioner.  Announced  July  20. 
The  Honorable  A.  B.  Chandler,  Governor  of 

Kentucky;  Honorable  Robert  Humphreys,  U.  S. 
Senator  of  State  of  Kentucky — Petition  FCC  re- 

questing amendment  of  Part  3  of  Rules  so  as  to 
permit  allocation  of  ch.  7  to  Louisville,  Ky.  An- nounced July  20. 
WKLO-TV  Louisville,  Ky.— Petitions  FCC  re- 

questing amendment  of  Sec.  3.606(b)  of  Rules  by 
issuance  of  Rule-Making  so  as  to  permit  alloca- 

tion of  ch.  7  to  Louisville  rather  than  to  Evans- 
ville,  Ind.,  which  is  presently  proposed.  Also 
requests  that  appropriate  order  to  Show  Cause 
be  issued  to  WKLO-TV.  Announced  July  20. 
WSEE-TV  Erie,  Pa. — Petitions  FCC  requesting 

amendment  of  Sec.  3.606(b)  of  Rules  by  issuance 
of  Rule-Making  looking  towards  allocation  of 
ch.  12  to  Cleveland.  Ohio,  and  its  deletion  from 
Erie,  Pa.    Announced  July  20. 
WTVK-TV  Knoxville,  Tenn.— Petitions  FCC 

requesting  amendment  of  Part  3  of  Rules  by  is- 
suance of  Rule-Making  looking  toward  deinter- 

mixture  of  Knoxville  and  Spartanburg,  S.  C,  by 
adding  ch.  7  to  Knoxville.  It  also  requests  that 
Commission  issue  Order  to  Show  Cause  why 
petitioner's  present  uhf  assignment  should  not 
be  changed  to  proposed  vhf  assignment.  An- 

nounced July  20. 

New  Am  Stations  .  . . 

ACTIONS  BY  FCC 
Phoenix,  Ariz. — BamRay  Bcstg.  Co.  granted 

1280  kc,  1  kw  D.  Post  office  address  8230  N.  16th 
St.,  Phoenix.  Estimated  construction  cost  $12,765, 
first  year  operating  cost  $65,000,  revenue  $75,000. 
Principals  are  equal  partners  A.  V.  Bamford, 
production-promotion  firm  owner,  and  Ray 
Odom,  KRTJX  Glendale,  Ariz.,  employe.  An- nounced July  19. 
Madison,  Fla. — Norman  O.  Protsman  granted 

1230  kc,  250  w  specified  hours.  Post  office  address 
P.  O.  Box  655,  Live  Oak,  Fla.  Estimated  con- 

struction cost  $8,642,  first  year  operating  cost 
$19,000,  revenue  $30,000.  Mr.  Protsman  owns 
WNER  Live  Oak.  Announced  July  19. 
Ward  Ridge,  Fla. — Vacationland  Bcstg.  Co. 

granted  1570  kc,  250  w  D.  Post  office  address 
P.  O.  Box  687,  Fort  Walton  Beach,  Fla.  Estimated 
construction  cost  $10,000,  first  year  operating  cost 
$26,000,  revenue  $30,000.  Vacationland  is  licensee  of 
WFTW  Fort  Walton  Beach.  (This  is  first  am 
grant  to  a  town-yet-to-be.  Ward  Ridge  is  a 
planned  community  being  constructed  for  the 
employes  of  a  multimillion  dollar  chemical 
plant  to  be  located  in  that  area.)  Announced 
July  19. 

Jesup,  Ga. — Wayne  Bcstg.  Co.  is  being  advised 
that  application  for  cp  for  new  am  to  operate 
on  990  kc,  1  kw  D,  indicates  necessity  of  hear- 

ing.  Announced  July  19. 
Ferriday,  La. — Miss-Lou  Bcstg.  Co.  granted 

1600  kc,  1  kw  D.  Post  office  address  P.  O.  Box 
163,  Natchez,  Miss.  Estimated  construction  cost 
$14,043,  first  year  operating  cost  $24,000,  revenue 
$31,000.  Sole  owner  is  Marie  K.  Zuccaro,  whole- 

sale petroleum  interests.   Announced  July  19. 
Aberdeen,  Md. — John  L.  Allen  d/b  as  Hartford 

County  Bcstg.  Co.  granted  970  kc,  500  w  D.  Post 
office  address  Box  485,  Aberdeen.  Estimated 
construction  cost  $29,301.16,  first  year  operating 
cost  $43,800,  first  year  revenue  $58,000.  Mr.  Allen 
is  in  automobile  sales  and  service.  Announced 
July  19. 
Holland,  Mich. — Ottawa  Bcstg.  Co.  granted 

1260  kc,  500  w  D.  Post  office  address  U.  S.  31 
and  James  St.,  Holland.  Estimated  construction 
cost  $23,594,  first  year  operating  cost  $30,000. 
revenue  $36,000.  Principals  are  equal  owners 
Bernard  Grysen,  deputy  sheriff  of  Ottawa  Coun- 

ty; Leonard  Ver  Schure,  deputy  sheriff  of  Ottawa 
County,  and  John  Lewis  Klungle,  engineer, 
WHTC  Holland.    Announced  July  19. 

Niles,  Mich. — Lawrence  J.  Plym  granted  1290 
kc,  500  w  D.  Post  office  address  1105  N.  Front 
St.,  Niles.  Estimated  construction  cost  S28.305, 
first  year  operating  cost  $40,000.  revenue  $60,000. 
Mr.  Plym  has  aluminum  fabricating,  publishing, 
and  banking  interests.  Announced  July  19. 
West  Shore  Bcstg.  Co.,  Beacon,  N.  Y.;  The 

Westport  Bcstg.  Co.,  Westport,  Conn.;  James  W. 
Miller,  Milford,  Conn. — Designated  for  consoli- 

dated hearing  on  applications  for  new  ams  to 
operate  on  1260  kc,  D;  West  Shore  with  1  kw, 
DA;  Westport  with  500  w.  DA,  and  Miller  with 
500  w;  in  event  of  favorable  action  on  any  of 
aplications,  grant  shall  not  be  made  effective 
until  after  all  legal  proceedings  have  been  term- 

inated involving  aplications  for  WAVZ  New 
Haven,  Conn.,  to  operate  on  some  frequency 
other  than  1260  kc.  Announced  July  19. 
Radio  Mt.  Kisco  Inc.,  Mt.  Kisco,  N.  Y. — 

Designated  for  hearing  on  application  for  new 
am  to  operate  on  1310  kc,  1  kw  D,  DA;  made 
WEVD  New  York  City  and  WJLK  Asbury  Park, 
N.  J.,  parties  to  proceeding.  Announced  July  19. 
Wilmington,  N.  C. — FCC  denied  June  27  protest 

by  WTAR  Norfolk,  Va.,  directed  against  May  29 
grant  of  cp  to  East  Coast  Radio  Co.  for  new  am 
(WKLM)  to  operate  on  790  kc.  500  w  D,  in 
Wilmington.   Announced  July  19. 
Manchester,  Tenn. — Manchester  Broadcasters 

granted  1580  kc,  1  kw  D.  Post  office  address  Mc- 
Minnville,  Tenn.  Estimated  construction  cost 
$15,745,  first  year  operating  cost  $27,500,  revenue 
$36,000.  Principals  include  Royce  E.  Richards 
(75%),  20%  owner  of  WMMT  McMinnville,  and 
33.3%  of  WCDT  Winchester,  Tenn.,  and  Sam  J. 
Albritton  (25%),  60%  owner  of  WMMT  and  87.5% 
owner  of  WSMT  Sparta,  Tenn.  Announced 
July  19. 

APPLICATIONS 

Jacksonville,  Fla. — Dan  Richardson,  550  kc,  1 
kw  D.  Post  office  address  Rt.  #9,  Box  400,  Jack- 

sonville 8.  Estimated  construction  cost  $15,309, 
first  year  operating  cost  $36,000,  revenue  $48,000. 
Mr.  Richardson  holds  outdoor  advertising  inter- 

ests. Filed  July  19. 
Panama  City,  Fla. — Voice  of  the  Gulf  Beaches 

Radio  Co.,  1290  kc,  1  kw  D.  Post  office  address 
501  Pinetree  Rd.,  Valdosta,  Ga.  Estimated  con- 

struction cost  $14,355,  first  year  operating  cost 
$31,200,  revenue  $36,000.  Principals  are  equal 
partners  Ben  G.  Porter  Jr.,  program  director, 
WGOV  Valdosta,  and  J.  C.  Johnson,  announcer, 
WGOV.  Filed  July  19. 
Athens,  Ohio — Ohio  U.,  1340  kc,  100  w  unl. 

Post  office  address  Athens.  Estimated  construc- 
tion cost  $7,390,  first  year  operating  cost  $3,000. 

Station  is  for  non-commercial  purposes.  Ohio  U. 
owns  and  operates  WOTJI  (FM)  Athens.  Filed 
Filed  July  19. 

APPLICATIONS  AMENDED 

Palmdale,  Calif. — Palmdale  Broadcasters'  appli- cation seeking  cp  for  new  am  to  operate  on  1470 
kc,  1  kw  D,  amended  to  make  changes  in  ant. 
system  and  decrease  height.  Amended  July  23. 
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FOR  THE  RECORD 

Key  West,  Fla. — Ken-Sell  Inc.'s  application seeking  cp  for  new  am  to  operate  on  1500  kc,  250 
w  unl.,  DA-2,  amended  to  make  changes  in  DA 
system.   Amended  July  20. 

St.  Petersburg  Beach,  Fla. — Holiday  Isles  Bcstg. 
Co.'s  application  seeking  cp  for  new  am  to  be operated  on  1590  kc,  1  kw  D,  DA,  amended  to 
change  ant.-trans.  location  and  make  changes  in 
.ant.  and  ground  system.  Amended  July  19. 

Renfro  Valley,  Ky. — Renfro  Valley  Broadcasters 
Inc.'s  application  seeking  cp  for  new  am  to  be operated  on  1460  kc,  500  w  D,  amended  to  change 
station  location  to  Mount  Vernon,  Ky.  Amended 
July  23. 

Cranston,  R.  I. — Neighborly  Bcstg.  Co.'s  applica- 
tion seeking  cp  for  new  am  to  operate  on  1590 

kc,  500  w  D,  amended  to  change  frequency  to 
1220  kc;  change  power  to  1  kw;  change  station 
location  from  Cranston  to  Sanford,  Me.;  change 
ant.-trans.  and  studio  locations  to  northwest  cor- 

ner of  Front  St.  and  Emery  Dr.,  Sanford,  and 
make  changes  in  ant.  and  ground  system. 
Amended  July  20. 
McAllen,  Tex. — Pool  Bcstg.  Co.'s  application 

seeking  cp  for  new  am  to  operate  on  1580  kc, 
1  kw  D,  amended  to  change  ant.-trans.  locations. 
Amended  July  20. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

KUBC  Montrose,  Colo. — Granted  change  of 
operation  from  1260  kc,  500  w,  1  kw-LS,  DA-N,  to 
580  kc,  1  kw,  5  kw-LS,  DA-N,  unl;  engineering 
conditions.  Denied  request  of  KSAC  Manhattan, 
Kan.,  for  hearing.  Announced  July  19. 
WTUX  Wilmington,  Del. — Granted  increase  in 

power  on  1290  kc  from  500  w  to  1  kw,  continued 
D  operation;  trans,  to  be  operated  by  remote  con- 

trol for  main  studio.  Announced  July  19. 
WCBQ  Sarasota,  Fla. — Designated  for  hearing 

on  applications  for  cp  to  replace  expired  cp 
for  1220  kc,  250  w,  DA-D,  and  for  mod.  of  cp  to 
increase  power  to  1  kw,  DA-D,  and  change 
studio-trans,  location;  made  WSPB  Sarasota 
party  to  proceeding.  Announced  July  19. 
WABR  Winter  Park,  Fla. — Granted  mod.  of  cp 

to  increase  power  from  1  kw  to  5  kw,  operating 
on  1440  kc,  D.  Announced  July  19. 
WCIL  Galesburg,  111. — Granted  cp  to  change 

ant.-trans.  location;  make  changes  in  ant.  and 
ground  system  (increase  height),  and  operate 
trans,  by  remote  control  from  312  Hill  Arcade 
Bldg.  Announced  July  24. 
WCYN  Cynthiana,  Ky.— Granted  mod.  of  cp  to 

change  studio  location  and  operate  trans,  by  re- 
mote control  from  Pike  and  Walnut  Sts.  An- 

nounced July  24. 
KJEF  Jennings,  La. — Granted  change  in  D 

power  from  500  w  to  1  kw,  continuing  on  1290 
kc,  500  w  N,  DA-2;  engineering  conditions.  An- 

nounced July  19. 
WNAW  North  Adams,  Mass. — Granted  change 

of  operation  to  Great  Barrington,  Mass.  An- 
nounced July  19. 

KDLM  Detroit  Lakes,  Mich. — Granted  change 
in  operation  from  1360  kc,  1  kw  D,  to  1240  kc, 
250  w  unl.  Announced  July  19. 
WBFC  Fremont,  Mich. — Granted  permission  to 

remain  silent  for  period  of  90  days,  except  for 
Sundays  from  8  a.m.  to  7:30  p.m.,  in  order  to 
effect  re-organization  of  staff  and  operation  of 
station.  Announced  July  24. 
KUOM  Minneapolis,  Minn. — Granted  cp  to 

change  ant.-trans.  location;  utilize  combined  am 
and  tv  tower,  and  make  changes  in  ant.  and 
ground  system  (increase  height).  Announced 
July  24. 
NBC  Inc.,  New  York  City — Granted  extension  of 

authority  to  transmit  programs  to  stations  under 
control  of  Canadian  Bcstg.  Corp.  for  period  be- 

ginning 9-15-56.  Announced  July  24. 
KGAY  Salem,  Ore. — Granted  increase  in  power 

on  1430  kc  from  1  kw  to  5  kw,  continued  D 
operation.  Announced  July  19. 

WANB  Waynesburg,  Pa* — Granted  mod.  of  cp to  make  changes  in  ground  system.  Announced 
July  24. 
KCMC-AM-FM  Texarkana,  Tex. — Are  being  ad- 

vised that  applications  for  renewal  of  licenses 

indicate  necessity  of  hearing.  Announced  July  19. 
WSLS  Roanoke,  Va. — Granted  change  in  D 

power  from  1  kw  to  5  kw,  continuing  on  610  kc, 
1  kw-N,  DA-2;  engineering  conditions.  An- nounced July  19. 
WIGM  Medford,  Wis. — Granted  mod.  of  license 

to  change  name  to  WIGM  Inc.  Announced  July  24. 
WPRE  Prairie  du  Chien,  Wis. — Granted  change 

of  frequency  from  1280  kc  to  980  kc,  continuing 
with  500  w  D;  dismissed  petition  of  U.  of  Wis. 
station  WHA  Madison,  Wis.,  for  hearing.  An- nounced July  19. 

CALL  LETTERS  ASSIGNED 

KOKY  Little  Rock,  Ark.— Ebony  Radio,  1440 kc.  1  kw. 
WPOP  Hartford,  Conn.— Tele-Broadcasters  of 

Conn.  Inc.,  1410  kc,  5  kw.  Changed  from  WGTH. 
WGEE  Indianapolis,  Ind. — Rollings  Bcstg.  Inc., 

1590  kc,  5  kw.  Changed  from  WIRI. 
WTTL  Madisonville,  Ky. — Hopkins  County 

Broadcasters,  1310  kc,  500  w. 
KLEC  Jonesville,  La.— Old  South  Bcstg.  Co.  1480 

kc,  500  w. 
WPCC  Clinton,  S.  C— Clinton  Bcstg.  Co.  1410 

kc,  500  w. 
APPLICATIONS 

KRUX  Glendale,  Ariz. — Seeks  cp  to  change 
frequency  from  1340  kc  to  1360  kc;  increase  power 
from  250  w  unl.  to  500  w  N,  5  kw  D;  change  ant.- 
trans.  location;  install  DA-N,  and  make  changes 
in  ground  system.  Filed  July  19. 
KDAN  Eureka,  Calif. — Seeks  mod.  of  cp  (which 

authorized  new  am)  to  change  ant.-trans.  and 
studio  location  and  make  changes  in  ant.  system 
(increase  height).  Filed  July  19. 
KSDO  San  Diego,  Calif. — Seeks  cp  to  increase 

D  power  from  5  kw  to  10  kw.  Filed  July  19. 
WICC  Bridgport,  Conn. — Seeks  cp  to  increase 

power  from  500  w  N,  1  kw  D,  to  1  kw  N,  5  kw  D 
and  change  to  DA-2.  Filed  July  19. 
KOEL  Oelwein,  Iowa — Seeks  mod.  of  cp  to 

make  changes  in  DA  system.    Filed  July  19. 
KOB  Albuquerque,  N.  M. — Seeks  extension  of 

SSA  to  operate  on  770  kc,  25  kw  N,  50  kw  D,  for 
period  beginning  3  a.m.  EST,  Oct.  1.  Filed  July  19. 
WKNY  Kingston,  N.  Y. — Seeks  cp  to  change 

ant.-trans.  location  and  make  changes  in  ant. 
and  ground  system  (increase  height).  Filed  July 19. 

WSEV  Seviersville,  Tenn. — Seeks  cp  to  in- 
crease power  from  1  kw  to  5  kw  and  make 

changes  in  ant.  system.  Filed  July  19. 

APPLICATIONS  AMENDED 

KSTN  Stockton,  Calif. — Application  seeking  cp 
to  erect  third  tower  for  D  operation;  increase  D 
power  from  1  kw  to  5  kw,  and  make  changes  in 
DA-D  pattern  (DA-1  to  DA-2),  amended  to 
make  changes  in  DA.  Amended  July  23. 
WBOP  Pensacola,  Fla. — Application  seeking 

mod.  of  cp  (which  authorized  new  am)  to  change 
ant.-trans.  and  studio  locations  amended  to  make 
changes  in  ant.  system.  Amended  July  20. 
WKBS  Mineola,  N.  Y. — Application  seeking  cp 

to  increase  power  from  250  w  to  1  kw,  amended 
to  change  name  of  applicant  to  Keynote  Bcstg. 
System  Inc.  Amended  July  19. 

PETITION 

Scharfeld  &  Baron,  Washington,  D.  C. — Petitions 
FCC  requesting  that  Commission  institute  in- 

quiry to  determine  whether  or  to  what  extent 
broadcasting  of  results  of  horse  races  serves  pub- 

lic interest.  Scharfield  &  Baron  is  law  firm.  An- 
nounced July  20. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Los  Angeles,  Calif. — Musicast  Inc.  granted  100.3 
mc,  58.5  kw  unl.  Post  office  address  666  S.  Lafay- 

ette Park  Place,  Los  Angeles  5.  Estimated  con- 
struction cost  $26,900,  first  year  operating  cost 

$24,000,  revenue  $36,000.  Principals  include  Pres. 
J.  B.  Kiefer  (36%);  Vice  Pres.  William  H.  Tom- 
berlin  (8%);  William  C.  Rau  (2%),  and  Vice 
Pres.  Albert  Norton  (54%).  Announced  July  19. 

NEW  MEXICO 

GOES 

GATES 

Jcolo 

MOST  AM  BROADCAST  TRANSMITTERS  IN  USE 

Minneapolis,  Minn. — WLOL-FM  Corp.  granted 
97.1  mc,  18  kw.  Post  office  address  554  North- 

western Bank  Bldg.,  Minneapolis  2.  Estimated 
construction  cost  $9,500,  first  year  operating  cost 
$17,000,  revenue  $24,000.  WLOL-FM  Corp.  is  100% 
owned  by  BFR  Bcstg.  Corp.,  licensee  of  WLOL- 
FM  Minneapolis,  and  10%  owner  of  WRFW  Eau 
Claire,  Wis.  Announced  July  19. 

Charlottesville,  Va.— U.  of  Viriginia  granted 
91.3  mc  (ch.  217),  10  w.  Station  is  for  non- 

commercial educational  purposes.  Announced 
July  19. 
Mayaguez,  P.  R. — Radio  Americas  Corp.  granted 

97.5  mc,  .406  kw  unl.  Post  office  address  P.  O. 
Box  43,  Mayaguez.  Estimated  construction  cost 
$3,600.  Radio  Americas  Corp.  is  licensee  of  WORA 
Mayaguez.  Announced  July  19. 

Existing  Fm  Stations  . . . 

ACTIONS  BY  FCC 

KHOF  (FM)  Glendale,  Calif.— Granted  mod. 
of  cp  to  change  ERP  to  16.5  kw;  change  ant.  to 
260  ft.;  waived  Sect.  3.205  of  rules  to  permit 
station  location  to  be  designated  as  Los  Angeles 
but  with  main  studio  in  Glendale,  and  granted 
remote  control  operation  of  trans,  from  main 
studio.  Announced  July  19. 
WFMS  (FM)  Indianapolis,  Ind.— Granted  mod. 

of  cp  to  change  ERP  to  4.5  kw;  change  ant.  to 
110  ft.;  change  trans,  and  studio  location;  change 
ant.  system,  and  redescribe  ant.  site.  Announced July  24. 
WDDS-FM  Syracuse,  N.  Y.— Issued  SCA  to 

render  supplemental  service  on  simplex  basis. Announced  July  19. 

KBGC  (FM)  Shawnee,  Okla.— Authorizations 
forfeited,  call  letters  deleted.  (No  license  applica- 

tion for  renewal  filed.)  Station  was  non-com- 
mercial educational  outlet.  Action  July  20. 

WMLP-FM  Milton,  Pa.— Cp  cancelled  and  call 
letters  deleted.  (No  license  application  filed.) Action  July  20. 

CALL  LETTERS  ASSIGNED 

KSHS  (FM)  Colorado  Springs,  Colo.— School 
Dist.  #11  in  County  of  El  Paso  and  State  of 
Colorado,  90.5  mc,  610  w. 
WHUS  (FM)  Storrs,  Conn.— Board  of  Trustees, U.  of  Conn.,  90.5  mc,  10  w. 
WKIS  (FM)  Orlando,  Fla.— Central  Florida 

Bcstg.  Co.,  100.3  mc,  16.5  kw.  Changed  from 
WORZ-FM. 
WDHF  (FM)  Chicago,  111.— deHaam  Hi  Fi  Inc., 

95.5  mc,  30  kw. 
APPLICATIONS 

WDDS-FM  Syracuse,  N.  Y.— Seeks  SCA  on 
simplex  basis.   Filed  July  19. 
KONO-FM  San  Antonio,  Tex.— Seeks  cp  to 

make  changes  in  licensed  station:  change  ERP  to 
3.77  kw;  change  ant.  height  above  average  terrain 
to  416  ft.,  and  make  changes  in  ant.  system.  Filed 
July  23. 

Ownership  Changes  .  .  . 
ACTIONS  BY  FCC 

WILD  Birmingham,  Ala. — Granted  transfer  of 
control  of  licensee  corporation  from  Sherwood  R. 
Gordon  to  Gordon  Bcstg.  Co.  Corporate  change. Announced  July  24. 
WFHK  Eden,  Ala. — Application  seeking  assign- 

ment of  license  returned.  (Re  names  of  assignor 
and  proposed  assignee.)  Action  July  19. 
KWHN  Fort  Smith,  Ark.— Granted  involuntary 

transfer  of  control  of  licensee  corporation  from 
Salome  Nakdimen  and  J.  N.  Friedman,  executrix 
and  executor,  respectively,  of  estate  of  H.  S. 
Nakdimen,  deceased,  to  Salome  Nakdimen,  ad- 
ministratix  of  estate  of  Hiram  S.  Nakdimen. 
Announced  July  24. 
KBTM-TV  Jonesboro,  Ark.— Granted  transfer 

of  control  to  Central-South  Sales  Co.  for  $6,500. 
Principals  are  Pres.  John  T.  Griffin  (45%),  pres.- 
56.5%  stockholder  of  Tulsa  Bcstg.  Co.,  pres.- 
57.66%.  stockholder  of  KOMA  Oklahoma  City, 
chm.  of  board  of  Oklahoma  Television  Corp. 
(KWTV  [TV]  Oklahoma  City),  which  is  50% 
owned  by  KOMA  Inc.;  Vice  Pres.  James  C.  Leake 
(45%),  vice  pres. -3. 6%  stockholder  of  Tulsa  Bcstg. 
Co.,  vice  pres. -2%  stockholder  of  KOMA,  vice 
pres.  of  Oklahoma  Television  Corp.,  and  Secy.- 
Treas.  Bryan  Mathes  (10%),  secy. -treas. -minority 
stockholder  of  Tulsa  Bcstg.  Co.,  KOMA  and 
Oklahoma  Television  Corp.   Announced  July  19. 
KLAC  Los  Angeles,  Calif. — Granted  assignment 

of  license  to  Hall  Bcstg.  Co.  Inc.  for  $850,000. 
Sole  owner  will  be  Mortimer  W.  Hall,  present 
gen.  mgr.  of  station,  who  is  buying  station  from 
his  mother  Dorothy  Schiff  Sonneborn.  An- nounced July  19. 

KGEN  Madera,  Calif  .—Granted  assignment  of 
cp  to  Glomor  Music  Broadcasters  Inc.  for  $20,000. 
Principals  are  Pres.  Bob  L.  Moran  (38%),  gen- 

eral manager-16% -owner  of  KWLK  Longview, 
Wash.;  Secy.-Treas.  Gloria  L.  Moran  (37%),  wife 
of  Bob  Moran,  and  Vice  Pres.  Donald  L.  Edwards 
(25%),  sales  manager  of  KWLK.  Announced 
July  19. 
KJBS  San  Francisco,  Calif. — Granted  assign- 

ment of  license  to  KJBS  Broadcasters.  Corporate 
change.    Announced  July  24. 
KSFO  San  Francsico,  Calif. — Granted  assign- 

ment of  license  to  KMPC,  The  Station  of  the 
Stars,  for  $951,333  in   cash  and  assumption  of 
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liabilities.  Principals  are  Gene  Autry  and  Robert 
O.  Reynolds,  owners  of  KMPC  Los  Angeles.  Mr. 
Autry  is  also  majority  stockholder  in  KOOL- 
AM-TV  Phoenix,  Ariz.,  and  is  part  owner  of 
KOPO-AM-TV  Tucson.    Announced  July  19. 
KCOK  Tulare,  Calif. — Granted  assignment  of 

license  to  KCOK  Inc.  Corporate  change.  An- 
nounced July  24. 

KVEN  Ventura,  Calif. — Granted  transfer  of 
control  of  licensee  corporation  to  Carroll  R. 
Hauser,  John  P.  and  Genevieve  Hearne,  Caroline 
Burke,  Jack  L.  and  Alyce  N.  Powell,  and  Sidney 
M.  Held  Jr.   Announced  July  19. 
KLOV  Loveland,  Colo. — Granted  assignment  of 

license  to  Vogel  and  Smock  for  $10,000.  Principals 
are  partners  William  R.  Vogel  (60%),  salesman 
at  WTAD  Quincy,  111.,  and  Monroe  T.  Smock 
(40%).   Announced  July  19. 
KUBC  Montrose,  Colo. — Granted  acquisition  of 

positive  control  of  licensee  corporation  by  George 
O.  Cory  and  Wanda  Lucille  Cory  through  pur- chase of  stock  from  Steward  C.  Lee  and  Eva  C. 
Lee  for  $15,420.  The  Corys  will  now  be  sole  own- ers of  station.    Announced  July  19. 
WGMS-AM-FM  Washington,  D.  C— Granted 

assignment  of  license  to  RKO  Teleradio  Pictures 
Inc.  for  $400,000.  RKO  Teleradio  Pictures,  100% 
owned  by  General  Tire  &  Rubber  Co.,  is  majority 
stockholder  of  Mutual  Bcstg.  System,  owns  RKO 
Pictures  Inc.,  and  owns  WE  AT-AM-TV  West 
Palm  Beach,  Fla.,  and  WGTH-AM-TV  Hartford, 
Conn.  RKO  is  also  licensee  of  KHJ-AM-FM-TV 
Los  Angeles,  KFRC  San  Francisco,  WOR-AM- 
FM-TV  New  York,  WNAC-AM-TV  Boston,  and 
WNBQ-AM-TV   Memphis.    Announced   July  19. 
WIOD-AM-FM  Miami,  Fla. — Granted  assign- 

ment of  license  to  Biscayne  Television  Corp.  for 
$404,128.80.  Biscayne  Tv  Corp.  is  permittee  of 
WCKT  (TV)  Miami.   Announced  July  19. 
WTVT  (TV)  Tampa,  Fla. — Granted  acquisition 

of  positive  control  of  permittee  corporation  by 
WKY  Radiophone  Co.  through  purchase  of  100% 
of  outstanding  stock  from  W.  Walter  Tison,  T.  J. 
Bell,  H.  H.  Baskin,  B.  G.  Brumby,  L.  Maxcy,  et  al. 
Purchase  price  is  $3.5  million.  Radiophone  Co.  is 
licensee  of  WKY-AM-TV  Oklahoma  City,  Okla., 
and  WSFA-AM-TV  Montgomery,  Ala.  Oklahoma 
Pub.  Co.  holds  99.6%  interest.  Announced  July  19. 
WNTM  Vero  Beach,  Fla. — Granted  assignment 

of  license  to  WNTM  Inc.  Corporate  change.  An- 
nounced July  24. 

WGAU-AM-FM  Athens,  Ga. — Granted  assign- 
ment of  license  to  Clarke  Bcstg.  Corp.  for 

$105,000.  Principals  are  equal  owners  R.  Randolph 
Holder,  former  news  director  at  WRFC  Athens, 
and  John  T.  Lloyd,  former  manager  of  WRFC. 
Announced  July  19. 
WMGE  Madison,  Ga. — Granted  assignment  of 

license  to  Dairyland  Bcstg.  Co.  for  $25,000  plus 
assumption  of  $9,700  debts.  Principals  are  W.  C. 
Woodall  Jr.  (40%,),  mgr.-50%  owner  of  WDWD 
Dawson,  Ga.,  vice  pres. -25%  owner  of  WGRA 
Cairo,  Ga.,  vice  pres. -14%  owner  of  WFPM  Fort 
Valley,  Ga.,  pres. -33%  owner  of  WIMO  Winder, 
Ga.,  pres. -50%  owner  of  WGSW  Greenwood,  S.  C, 
and  vice  pres.-25%  owner  of  Radio  Manchester 
Inc.,  applicant  for  new  am  in  Manchester,  Ga.; 
Mrs.  O.  G.  Swindle  Sr.  (40%, ),  vice  pres. -33.3% 
owner  of  WIMO  and  vice  pres. -16.6%  owner  of 
WGSW;  O.  G.  Swindle  Jr.  (10%);  C.  P.  Raybon 
(5%),  and  W.  R.  Foster  (5%).  Announced  July  19. 
WFIE  (TV)  Evansville,  Ind.— Granted  acquisi- 

tion of  positive  control  of  permittee  corporation 
by  WAVE  Inc.  through  purchase  of  100%  of  out- 

standing stock  from  Grand  Carlton  Corp.,  et  al. 
Grand  Carlton  controls  station's  licensee,  Prem- ier Television  Inc.,  through  ownership  of  96.6% 
of  stock.  Purchase  price  is  $586,937.  WAVE  Inc. 
owns  WAVE-AM-TV  Louisville,  Ky.  Principal 
stockholder  is  Pres.  George  W.  Norton  Jr. 
(98.4%).    Announced  July  19. 
WDBQ-AM-FM  Dubuqiie,  Iowa— Granted  trans- 

fer of  control  of  licensee  corporation  to  John  J. 
and  Thomas  B.  Roshek,  present  minority  stock- 

holders. The  Roshek  brothers  are  buying  330 
shares  from  licensee's  president,  Charles  T.  Lan- don.  The  Roshek  brothers  now  will  hold  50%. 
Purchase  price  is  $57,750.    Announced  July  19. 
KCOG  Centerville,  Iowa;  KFAD  Fairfield,  Iowa 

— Granted  acquisition  of  control  of  licensee  cor- 
poration by  Jeanette  Burch  through  transfer  of 

50.9%  from  S.  A.  Chesley  for  cancellation  of 
$6,000  in  liabilities.  Jeanette  Burch  will  now 
hold  77%.  Announced  July  19. 
WNAW  North  Adams,  Mass. — Granted  assign- 

ment of  license  to  Berkshire  Bcstg.  Co.  for  $15,000. 
Principals  include  Pres. -Asst.  Treas.  John  T. 
Parsons  (49%),  former  manager  of  WHYN-TV 
Springfield,  Mass.,  WBRK-WMGT  (TV)  Pittsfield, 
Mass.,  and  Vice  Pres. -Treas.  James  W.  Miller 
(49%),  stockholder,  WESO  Southbridge,  Mass., 
permittee  of  new  am  in  Orange,  Mass.,  and  ap- 

plicant for  new  am  to  operate  in  Milford,  Mass. 
Application  for  removal  of  WNAW  to  Great  Bar- 
rington,  Mass.,  was  granted  simultaneously.  An- 

nounced July  19. 
WALM  Albion,  Mich.— Granted  relinquishment 

of  control  of  license  corporation  by  J.  M.  Moses 
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and  J.  C.  Bedient  for  $10,556.  Announced  July  19. 
WEGA  Newton,  Miss. — Granted  assignment  of 

license  to  Newton  Bcstg.  Co.  for  $8,300  cash 
plus  assumption  of  $8,700  in  obligations  to 
Gates  Radio  &  Utility  Tower  Co.  Principals  are 
E.  O.  Roden  (40%),  owner  of  WBIP  Boonville, 
Miss.,  30%  owner  of  WTUP  Tupelo,  Miss.,  50% 
owner  of  WAZF  Yazoo  City,  Miss.,  50%  owner  of 
WSUH  Oxford,  Miss.,  and  50%  owner  of  WMPA 
Aberdeen,  Miss.;  James  E.  Reese  (20%),  25% 
owner  of  WMPA  and  general  manager  of  WTUP; 
W.  I.  Dove  (10%),  40%  owner  of  WTUP,  17% 
owner  of  WZAF  and  17%  owner  of  WSUH;  Zane 
E.  Roden  (10%),  and  Bruce  H.  Gresham  (10%), 
general  manager  of  WAZF  and  WCLD  Cleveland, 
Miss.   Announced  July  19. 
KOTS  Deming,  N.  M. — Granted  assignment  of 

license  to  Luna  County  Bcstg.  Co.  for  $6,000. 
Partner  Hugh  S.  Thomas  is  dropping  out  of 
organization.  Principals  now  will  be  Edwin  E. 
Merriman  (50%),  33.3%,  owner  of  KOBE  Las 
Cruces,  N.  M.,  and  Robert  W.  Tobey  (50%),  33.3% 
owner  of  KOBE.  Announced  July  24. 
KWNA  Winnemucca,  Nev. — Application  seek- 

ing transfer  of  stock  from  Lester  W.  Pearce  to 
Rudolph  Schwartz  returned.  (Unnecessary.) 
Action  July  19. 
WGBB  Freeport,  N.  Y. — Granted  assignment  of 

licensee  corporation  from  Oscar  J.  Nollett,  Moses 
Hornstein,  Norman  F.  Penny,  Augustus  B.  Weller 
and  Sidney  Friedman  to  Huntington-Montauk 
Bcstg.  Co.  for  $100,000.  Huntington-Montauk  is 
licensee  of  WGSM  Huntington,  N.  Y.  Application 
for  cp  to  move  WGSM  to  Deer  Park,  N.  Y.,  now 
pending  at  FCC.   Announced  July  19. 
WHAM-AM-TV,  WHFM  (FM)  Rochester,  N.  Y. 

— Granted  transfer  of  control  to  Transcontinent 
Television  Corp.  for  $5.1  million.  Transcontinent 
principals  are  Chm.  of  Board  Paul  A.  Schoell- 
kopf  Jr.;  Pres.  David  Channing  Moore;  Chm.  of 
Executive  Committee  J.  Fred  Schoelkopf  IV; 
Vice  Pres.  David  G.  Forman,  and  Vice  Pres. 
Seymour  Knox  III.  These  principals  control  50% 
interest.  Other  50%  is  to  be  owned  by  General 
Railway  Signal  Co.,  manufacturer  of  railroad 
signaling  devices.  Transcontinent  and  Hamilton 
Shea  each  hold  50',  of  Tudor  Enterprises  Inc.. 
which  recently  purchased  WSVA-AM-TV  Harri- sonburg, Va.   Announced  July  19. 
WHAM,  WHFM  (FM)  Rochester,  N.  Y.— Granted 

assignment  of  license  to  Riggs  &  Greene  Bcstg. 
Corp.  for  $500,000.  Riggs  &  Greene  Bcstg.  Corp. 
is  wholly  owned  bv  Riggs  &  Greene  Inc.  (John  S. 
Riggs  [50%],  and  F.  Robert  Greene  [50%]).  Riggs 
&  Greene  Inc.  is  licensee  of  KVOR  Colorado 
Springs,  Colo.  Messrs.  Riggs  and  Greene  also  own 
WAIR-AM-FM  Winston-Salem,  N.  C.  Mr.  Riggs 
also  is  26.6%,  owner  of  WELM  Elmira,  N.  Y.  An- nounced July  19. 
WMYN  Mayodan,  N.  C. — Granted  assignment 

of  cp  to  Mayo  Bcstg.  Corp.  for  $500.  Mayo  oper- 
ated WFMB-FM  Mayodan  from  1949  to  1954.  An- nounced July  19. 

WHUM-AM-TV  Reading,  Pa.— Granted  transfer 
of  61%  interest  from  Paul  A.  Plickinger  et  al.  to 
Jessie  P.  Greig  et  al.  as  voting  trustees.  An- nounced July  24. 
WERI  Westerley,  R.  I.— Granted  transfer  of 

control  of  licensee  corporation  from  William  F. 
Malo  Sr.  and  William  F.  Malo  Jr.,  and  families, 
to  Edwin  B.  Estabrook  Jr.  for  $69,000.  Mr.  Esta- 
brook  is  former  NBC-TV  producer.  Announced 
July  19. 
WBAW  Barnwell,  S.  C— Granted  assignment 

of  cp  and  license  to  Radio  WBAW  Inc.  for  $45,000. 
Principals  are  Pres.  J.  A.  Gallimore  (30',  I,  Vice 
Pres.  Virginia  F.  Gallimore  (30%),  and  Secy.- 
Treas.  Joseph  B.  Wilder  (40%).  Announced 
July  19. 
WPAL  Charleston,  S.  C. — Granted  assignment 

of  license  to  Speidel-Fisher  Bcstg.  Corp.  of 
Charleston  for  $111,000.  Principals  are  equal 
owners  Albert  T.  Fisher  Jr.  and  Joe  Speidel  III. 
Speidel-Fisher  owns  and  operates  WOIC  Colum- 

bia, S.  C,  and  owns  75'7  of  WQOK  Greenville, 
S.  C.   Announced  July  19. 
WPFD  Darlington,  S.  C. — Granted  assignment 

of  license  to  Central  Bcstg.  Co.  for  $37,500.  Cen- 
tral owns  WCGC  Belmont,  N.  C.  Announced 

July  19. 
WJOT  Lake  City,  S.  C. — Application  seeking 

transfer  of  control  of  licensee  corporation  re- 
turned.   (Filed  on  wrong  form.)    Action  July  19. 

WDXB  Chattanooga,  Tenn.— Granted  assign- 
ment of  license  to  French  Inc.  for  $100,000.  Prin- 
cipals are  Carlin  S.  French  (90%),  22%  owner  of 

H-R  Representatives  Inc.,  33.3%  owner  of  WATO 
Oak  Ridge,  Tenn.,  and  10%  owner  of  WLAF  La- 
follette,  Tenn.,  and  Stephen  C.  French  (10%), 
manager  of  WNOE  New  Orleans.  Announced 
July  19. 
WMES  Union  City,  Tenn. — Granted  assignment 

of  cp  to  Obion  County  Bcstg.  Co.  for  $536.  Prin- 
cipals are  equal  partners  Joseph  H.  Harpole,  den- 

tist, and  William  H.  Parks,  farm  owner  and 
operator.  Announced  July  19. 
WCDT  Winchester,  Tenn. — Granted  assignment 

of  license  to  Franklin  County  Radio  &  Bcstg.  Co. 
for  $45,000.  Franklin  County  Bcstg.  Co.,  assignee, 
wishes  to  dispose  of  WCDT  in  order  that  Ernest 
F.  Richards  might  withdraw  his  interest.  Prin- 

cipals now  will  be  Vice  Pres.  William  F.  Yar- 
brough  (33.3%),  Pres.  F.  V.  Frassrand  (33.3%), 
and  Secy. -Treas.  Harry  W.  Sullivan  (33.3%).  An- nounced July  19. 
KSWA  Graham,  Tex. — Granted  assignment  of  li- 

cense to  Webb  Enterprises  for  $30,000.  Principals 
are  equal  partners  J.  Earl  Webb  and  his  brother 
Gilbert  T.  Webb,  who  have  application  filed  at 
FCC  seeking  new  am  at  San  Saba,  Tex.  An- nounced July  19. 

KEYE  Perryton,  Tex.— Granted  transfer  of  32% 
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Represented  Nationally — Avery-Knodel,  Inc. 
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interest  in  licensee  corporation  from  Francis  B. 
Sumpter  to  Virby  Conley  for  $20,000.  Announced 
July  19. 
KRGV-TV  Weslaco,  Tex. — FCC  denied  petition 

by  H.  C.  Cockburn  for  reconsideration  directed 
against  grant  without  hearing  of  application  for 
relinquishment  of  positive  control  of  KRGV-TV 
by  O.  L.  Taylor  through  sale  of  50%  interest  to 
The  LBJ  Co.  Announced  July  19. 
WACH-AM-TV  Newport  News,  Va.— Granted 

assignment  of  license  of  WACH  and  cp  for 
WACH-TV  to  United  Bcstg.  Co.  of  Eastern  Vir- 

ginia Inc.  for  $54,000.  United  is  100%  owned  by 
Friendly  Bcstg.  Co.  Richard  Eaton  is  president  of 
United.  Other  Richard  Eaton  interests  are  WOOK- 
AM-TV  Washington,  WJMO  Cleveland,  WSID- 
AM-FM  and  WTLF  (TV)  Baltimore,  WARK  Hag- 
erstown,  WINX  Rockville,  both  Maryland,  and 
WANT  Richmond,  Va.  Announced  July  19. 
WKTF  Warrenton,  Va. — Granted  assignment  of 

cp  to  WKTF  Inc.  Station  is  being  assigned  by 
Oliver  M.  and  Martha  Rountree  Presbrey  as 
partners  of  Old  Dominion  Bcstg.  Co.  in  considera- tion of  issuance  to  them  of  20  shares  each  of 
common  voting  stock  of  WKTF  Inc.,  together 
with  agreement  of  Northern  Va.  Broadcasters 
Inc.,  which  will  hold  50%  interest,  that  it  will 
loan  up  to  $15,000  to  WKTF  Inc.  for  construction 
and  operation  of  station.  Principals  include 
Martha  Rountree  Presbrey  (25%),  100%  owner 
of  Rountree-Presbrey  Productions  Inc.;  Oliver 
M.  Presbrey  (25%),  and  Northern  Virginia  Broad- 

casters Inc.  (50%).  Northern  Va.  operates  WARL- 
AM-FM  Arlington,  Va.,  and  is  owned  by  Cy 
Blumenthal.  Announced  July  19. 
KAPA  Raymond,  Wash. — Granted  assignment 

of  license  to  Willapa  Bcstg.  Co.  for  $25,000.  Princi- 
pals are  Robert  E.  Claunch  (33.3%),  sales  promo- 
tion, Liggett  &  Myers  Tobacco  Co.;  J.  W.  Reavley 

(33.3%),  advertising  sales  representative,  Pacific 
Telephone  &  Telegraph  Co.,  and  R.  W.  Regan 
(33.3%),  construction  engineer.  Announced 
July  19. 
KTEL  Walla  Walla,  Wash.— Granted  acquisition 

of  control  of  licensee  corporation  by  Jack 
Keating  through  purchase  of  60%  interest  from 
Harold  C.  and  Estelle  F.  Singleton  for  $53,900. 
Mr.  Keating  will  be  sole  owner.  Announced  July 19. 
WMBV-TV,  WMAN  Marinette,  Wis.— Granted 

assignment  of  license  to  Guild  Films  Inc.  for  $287,- 
000  cash,  plus  assumption  of  $407,000  in  long-term liabilities.  Guild  Films  is  New  York  tv  film 
syndicator.  Guild  principals  are  Pres.  Reub  Kauf- 

man and  his  wife  (7.5%).  Announced  July  19. 
WPLY  Plymouth,  Wis. — Granted  assignment  of 

license  to  WPLY  Inc.  for  $44,000.  Principals  are 
Pres.  Milton  Maltz  (47.5%),  employe  at  WKHM 
Jackson,  Mich.;  Secy.-Treas.  Robert  Wright 
(47.5%),  employe  at  WKHM,  and  Vice  Pres. 
Samuel  Rieder  (5%),  employe  at  WKHM.  An- 

nounced July  19. 
KMVI-AM-TV  Wailuku,  Hawaii— Granted  ac- 

quisition of  positive  control  of  licensee  cor- 
poration by  Walter  C.  Cameron,  present  41.7% 

owner.  Mr.  Cameron  bought  41.267%  from  Maui 
Pineapple  Co.  for  $30,950  Announced  July  24. 

APPLICATIONS 

KFOX-AM-FM  Long  Beach,  Calif.— Seeks  as- 
signment of  license  to  Hogan  Bcstg.  Corp.  for 

$536,000.  Hogan  Bcstg.  Corp.  is  100%  owned  by 
Arthur  B.  Hogan,  25%  owner  of  KULA-AM-TV 
Honolulu.  Offer  has  been  made  by  Crowell- 
Collier  to  purchase  KULA  and  accepted.  Mr. 
Hogan  is  also  50%  owner  of  Albert  Zugsmith 
Corp.,  which  owns  36.6%  of  Continental  Tele- 

casting Corp.,  licensee  of  KRKD-AM-FM  Los 
Angeles.  Continental  also  owns  Cosmopolitan 
Bcstg.  Corp.,  licensee  of  KITO  San  Bernardino, 
Calif.  Mr.  Hogan  plans  to  dispose  of  his  indirect, 
minority  ownership  in  Continental.  He  also  owns 
37.5%  of  Intercontinental  Bcstg.  Corp.,  whose 
application  seeking  purchase  of  KVSM  San 
Mateo,  Calif.,  is  pending  at  FCC.  Filed  July  23. 
WKRO  Cairo,  111.— Seeks  transfer  of  control  to 

The  Cairo  Bcstg.  Co.  Transfer  is  to  show  addi- 
tion of  Geraldine  F.  Hirsch,  Robert  O.  Hirsch, 

James  F.  Hirsch  and  Marjorie  Ann  Hirsch,  each 

holding  1.66%.  Oscar  C.  Hirsch,  sole  owner,  then 
will  hold  93.33%.   Filed  July  23. 
KRMD-AM-FM  Shreveport,  La. — Seeks  assign- 

ment of  license  to  T.  B.  Lanford  tr/as  Radio  Sta- 
tion KRMD  for  $7,262  assumption  of  liabilities. 

Mr.  Lanford  is  buying  out  his  partners  R.  M. 
Dean  and  Viola  Lipe  Dean  Trust.  Filed  July  20. 
WMCN  (TV)  Grand  Rapids,  Mich.— Seeks  trans- 

fer of  control  of  permittee  corporation  from 
E.  A.  McCready  Sr.,  E.  A.  McCready  Jr.  et  al.  to 
H  &  E  Balaban  Corp.  The  McCreadys  are  trans- 
fering  40%.  H.  &  E.  Balaban  also  is  acquiring 
6.6%  from  40%  owner  Pres.  John  D.  Loeks  and 
3.6%  from  20%  owner  Secy.  Howard  W.  Freck. 
Consideration  is  $7,500.  H  &  E  Balaban  Corp. 
owns  50%  of  WICS  (TV)  Springfield,  111.,  50%  of 
WTVO  (TV)  Rockford,  111.,  and  100%  of  Birming- 

ham Television  Corp.,  applicant  for  ch.  42  in 
Birmingham,  Ala.   Filed  July  19. 
WTIK  Durham,  N.  C. — Seeks  assignment  of 

license  to  Mid-Carolina  Bcstg.  Co.  for  $39,000 
cash.  Mid-Carolina  is  licensee  of  WSAT  Salis- 

bury, N.  C.  Filed  July  19. 
WMUR-TV  Manchester,  N.  H. — Seeks  transfer 

of  control  of  permittee  and  licensee  corporation 
from  Francis  P.  Murphy  to  Storer  Bcstg.  Co.  for 
$850,000  in  cash  and  asumption  of  liabilities. 
Storer  has  offered  to  divest  itself  of  one  of  its 
vhf  outlets  "if  required  to  do  so."  Storer,  whose 
purchase  of  ch.  3  KSLM-TV  Salem,  Ore.,  is  still 
pending  FCC  approval,  owns  am,  fm  and  tv 
stations  in  Miami,  Detroit,  Toledo,  Cleveland,  and 
Atlanta;  am  and  tv  stations  in  Birmingham,  Ala., 
tv  in  Portland,  Ore.,  and  am-fm  in  Wheeling, 
W.  Va.  Filed  July  19. 
WD  OK- AM-FM  Cleveland,  Ohio — Seeks  acqui- 

sition of  control  by  Frederick  Wolf  through 
purchase  of  27.27%  from  R.  Morris  Pierce,  who 
is  dropping  out  of  station.  Consideration  is 
$30,000.  Mr.  Wolf  will  now  hold  56.36%.  No 
other  stockholder  holds  as  much  as  10%.  Filed 
July  23. 

Hearing  Cases  .  .  . 

FINAL  DECISION 

Hartford,  Conn. — FCC  granted  application  of 
The  Travelers  Bcstg.  Service  Corp.  for  new  tv 
to  operate  on  ch.  3  in  Hartford  and  denied  com- 

peting application  of  Hartford  Telecasting  Co. 
Grant  is  subject  to  condition  that  Commission 
may,  without  further  proceedings,  substitute  for 
ch.  3  such  other  channel  as  may  be  assigned  to 
Hartford  instead  of  ch.  3  in  rule-making  proceed- 

ings now  pending.  Subject  to  further  condition 
that  no  construction  shall  be  commenced  before 
conclusion  of  rule-making  proceedings.  An- 

nounced July  25. 

INITIAL  DECISION 

Coos  Bay,  Ore. — Hearing  Examiner  H.  Gifford 
Irion  issued  Initial  Decision  looking  toward  grant 
of  application  of  KOOS  Inc.  for  new  tv  to  oper- 

ate on  ch.  16  in  Coos  Bay.  Announced  July  20. 

OTHER  ACTIONS 

WXYZ  Detroit,  Mich.— FCC  denied  motion  of 
WXYZ  to  enlarge  issues  in  proceeding  on  applica- 

tion of  News  On  the  Air  Inc.  for  new  am  in  Port 
Clinton,  Ohio.  Announced  July  19. 
McKeesport,  Pa. — FCC  denied  petitions  of  Wes- 

pen  Television  Inc.  and  Television  City  Inc. 
seeking  reopening  of  record  in  McKeesport  ch.  4 
proceedings,  and,  on  Commission's  own  motion, reopened  record  for  purpose  of  noting  fact  of 
death  of  Irwin  S.  Wolf,  which  fact  is  incorporated 
into  record,  and  record  is  closed  and  parties  will 
file  their  exceptions  to  Initial  Decision  by  Aug.  20. 
Proceeding  involves  competing  applications  of 
Television  City  Inc.;  WCAE  Inc.,  Wilkinsburg,  Pa.; 
Matta  Enterprises;  Wespen  Television  Inc.,  and 
Irwin  Community  Television  Co.  Announced July  19. 
Beaumont,  Tex. — FCC  announced  its  Memoran- 

dum Opinion  and  Order  of  July  20,  which,  pur- 

suant to  Court  mandate,  reopened  record  in  pro- 
ceeding on  applications  of  The  Enterprise  Co. 

and  Beaumont  Bcstg.  Co.  for  new  tv  to  operate 
on  ch.  6  in  Beaumont;  remanded  to  examiner 
for  further  hearing  on  specified  issues  and  for 
preparation  of  Initial  Decision;  granted  petition 
by  Enterprise  insofar  as  relief  requested  is  af- 

forded by  Memorandum  Opinion  and  Order.  Com- 
missioner Craven  abstained  from  voting.  An- nounced July  23. 

Port  Arthur,  Tex. — FCC  denied  those  portions 
of  petition  to  intervene  and  petition  for  stay  or 
alternative  relief  filed  by  WPFA-TV  Pensacola. 
Fla.,  ch.  15,  and  KTAG-TV  Lake  Charles,  La., 
ch.  25,  which  are  directed  to  comparative  pro- 

ceeding on  applications  of  Port  Arthur  College, 
Smith  Radio  Co.  and  Jefferson  Amusement  Co. 
for  new  tv  to  operate  on  ch.  4  in  Port  Arthur. Announced  July  19. 

Bristol,  Va.— FCC  denied  petition  by  Tri-Cities 
Television  Corp.  for  stay  of  construction  of  new 
tv  station  by  Appalachian  Bcstg.  Corp.  to  operate 
on  ch.  5  in  Bristol.  (Tri-Cities  has  pending  peti- 

tion for  reconsideration  of  Commission  April  13 
decision  granting  Appalachian  and  denying  com- 

peting application  of  Tri-Cities  Television  Corp.) Announced  July  19. 

NARBA  Notifications  .  .  . 

List  of  changes,  proposed  changes  and  correc- 
tions in  assignments  of  Mexican  stations  modify- 

ing appendix  containing  assignment  of  Mexican 
stations  attached  to  recommendations  of  North 
American  Regional  Bcstg.  Agreement  Meeting Jan.  30,  1941. 
Mexican  Change  List  #192  June  9,  1956 

970  kc 
XEOW  Mezatlan,  Sinaloa— New.  1  kw  D,  250  w 

N,  ND,  unl.   Class  IV.  12-9-56. 1010  kc 

XEIA   Todos   Santos,  Baja  California— Delete 
assignment.  250  w,  ND,  D.  Class  II.  5-17-56. 1120  kc 

XETR  Ciudad  Valles,  San  Luis  Potosi— Delete 
assignment  (vide  1360  kc).  1  kw,  ND,  D.  Class 
II.  12-9-56. 1270  kc 

XEJJ  Jalapa,  Veracruz — Delete  assignment 
(vide  1550  kc).  12-9-56. XEZU  Zacapu,  Michoacan — Increase  D  power. 
1  kw  D,  250  w  N,  ND,  unl.   Class  IV.  8-9-56. 
XEJQ  San  Luis  Rfo  Colorado,  Sonora — New. 

250  w  D,  ND,  D.  Class  IV.  12-9-56. 1340  kc 

XEKH  Ciudad  del  Carmen,  Campeche — New. 
250  w,  ND,  unl.  Class  IV.  12-9-56. 1360  kc 

XETR  Ciudad  Valles,  San  Luis  Potosi — New. 
5  kw,  ND,  D.  Class  III.  12-9-56. 1420  kc 
XEOW  Mazatlan,  Sinaloa — Delete  assignment 

(vide  970  kc).  12-9-56. 1450  kc 

XESD  Huatabampo,  Sonora — New.  1  kw  D, 
250  w  N,  ND,  unl:  Class  IV.  12-9-56. XEKG  Chilpancingo,  Guerrero — New.  1  kw  D, 
250  w  N,  ND,  unl.  Class  IV.  12-9-56. 
XEJL  Minatitlan,  Veracruz — New.  250  w,  ND, 

unl.  Class  IV.  12-9-56. 1490  kc 

XEED  Ameca,  Jalisco — New.  250  w,  ND,  unl. 
Class  IV.  12-9-56. 
XEJV  Hustamo,  Michoacan — New.  250  w,  ND, 

unl.   Class  IV.  12-9-56. 1510  kc 

XEKI  Villa  de  Seris,  Sonora — New.  250  w  D, 
ND,  D.  Class  II.  12-9-56. 1550  kc 

XEJJ  Jalapa,  Veracruz — New.  50  kw,  DA-N, 
unl.  Class  1-B.  12-9-56. 
Mexican  Change  List  #193  June  29,  1956 

590  kc 

XEFD  Rio  Bravo,  Tamaulipas — Change  in  call 
letters  and  location.  5  kw,  ND,  D.  Class  II. 
Class  IV.  12-29-56. 

1170  kc 

XERT  Reynosa,  Tamaulipas — Change  in  call 
letters  and  location.  5  kw  ND,  D.  Class  II. 12-29-56. 

1270  kc 
XEKO  San  Luis  Rio  Colorado,  Sonora — Change 

in  call  letters  from  XEJQ,  ND,  D.  Class  IV. 6-29-56. 

1340  kc 

XEDB  Ciudad  Obregon,  Sonora — Change  in  call 
letters  from  XECX.  250  w  ND,  unl.  Class  IV. 
6-29-56. 

1420  kc 

XEEW  Matamoros,  Tamaulipas — Increase  pow- 
er. 1  kw,  DA-1,  unl.  Class  III.  9-29-56. 1450  kc 

XEKM  Minatitlan,  Veracruz — Change  in  call 
letters  from  XEJV.  250  w,  ND,  unl.  Class  IV. 6-29-56. 

1490  kc 

XEKN  Huetamo,  Michoacan — Change  in  call 
letters  from  XEJV.  250  w  ND,  unl.  Class  IV. 
6-29-56. 

1520  kc 
XECX    Tehuacan,    Puebla— Change    in  ,call 
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letters  from  XEDB.  250  w,  ND,  unl.  Class  II. 
6-29-56. 

1590  kc 

XEKC  Mexicali,  Baja  California — Reduce  N 
power.  5  kw  D,  1  kw  N,  ND,  unl.  Class  HI. 
6-29-56. 

Notification  of  new  Cuban  stations  and  of 
changes,  modifications  and  deletions  of  existing 
stations,  in  accordance  with  Part  III,  Sec.  F,  of 
North  American  Regional  Bcstg.  Agreement, 
Washington,  D.  C,  1950. 
Cuba  Change  List  #4  July  3,  1956 

950  kc 
CMDJ  Gauntanamo,  Oriente — Assignment  of 

call  letters.  250  w,  ND,  unl.  Class  IV. 
1350  kc 

CMKY  Puerto  Padre,  Oriente — Increase  power 
(PO:  100  w,  vide:  1340  kc  NARBA).  250  w,  ND, 
unl.  Class  IV. 

Routine  Roundup  .  .  . 

July  19  Decisions 
TV  BROADCAST  ACTIONS 

By  the  Commission 
PETITIONS  FOR  RULE  MAKING 

DISMISSED  OR  DENIED 

Fresno,  Calif. — Commission  dismissed  petition 
of  KBIF  Fresno  and  terminated  rule-making 
proceeding  in  Docket  11362  initiated  by  KBIF's petition  to  make  ch.  18  Fresno  available  for  com- 

mercial use  by  changing  educational  reserva- 
tion there  from  ch.  *18  to  ch.  *53,  or  alternatively 

to  interchange  ch.  30  (presently  assigned  to 
Madera)  with  ch.  53  at  Fresno.  Changes  under 
consideration  in  this  proceeding  are  included  in 
pending  Frenso  "deintermixture"  proceeding  in Docket  11759. 
Peoria,  III.— Dismissed  petition  by  WEEK-TV 

Peoria,  ch.  43,  to  substitute  ch.  25  for  ch.  43  in 
Peoria  by  exchanging  ch.  77  for  ch.  40  at  Gales- 
burg,  111.,  and  to  issue  Show  Cause  Order  to  speci- 

fy operation  by  WEEK-TV  on  ch.  25  instead  of 
ch.  43.  Changes  proposed  in  this  petition  are  in- 

cluded in  pending  Peoria  deintermixture  proceed- 
ing in  Docket  11749. 

Springfield,  111. — Dismissed  petition  by  WCIA 
(TV)  Champaign-Urbana,  111.,  ch.  3,  to  assign  ch. 
39  to  Springfield  by  substituting  ch.  49  for  ch. 
53  in  Lincoln.  (Included  in  Springfield  deinter- 

mixture proceeding  in  Docket  11747.) 
Fairfield,  N.  Y. — Denied  petition  by  Mohawk 

Valley  Television  Inc.  to  assign  ch.  2  as  "drop-in" in  Fairfield.  Commission  feels  that  this  area  is 
one  which  especially  conduces  to  growth  of 
uhf  service  and  addition  of  second  vhf  station 
in  area  at  this  time  would  tend  to  inhibit  such 
growth. 
Wenatchee,  Wash. — Denied  petition  by  KPQ 

Wenatchee,  to  assign  ch.  12  to  Wenatchee.  Would 
necessitate  co-channel  spacing  shorter  than 
minimum  requirements. 

Mt.  Airy,  N.  C. — Denied  petition  by  Paul  E. 
Johnson,  Mt.  Airy,  to  assign  ch.  8  instead  of  ch. 
55  at  Mt.  Airy  and  to  amend  sects.  3.610  and  3.614 
to  reduce  minimum  separation  requirements. 
Winston-Salem,  N.  C. — Deined  petition  of 

WTOB-TV  Winston-Salem,  ch.  26,  to  assign 
ch.  8  to  that  city  and  amend  Sects.  3.610  and  3.614 
to  reduce  minimum  separation  requirements. 
Harrisburg,  111.— Denied  petition  WSIL-TV 

Harrisburg,  ch.  22,  to  delete  ch.  13  from  Bowling 
Green,  Ky.,  and  substitute  that  channel  for  ch. 
22  at  Harrisburg,  with  Order  to  Show  Cause  to 
specify  operation  by  WSIL-TV  on  ch.  13  in  lieu 
of  ch.  22.  Since  petition  was  filed,  two  applications 
have  been  filed  for  ch.  13  in  Bowling  Green. 

RULE-MAKING   PROPOSED  CHANGES 
Commission  invites  comments  to  following  pro- 

posals for  changes  in  tv  table  of  assignments: 
N.  Y.-Pa. — To  further  Proposed  Rule-Making 

enlarging  proceeding  on  proposal  by  WGR-TV 
Buffalo,  N.  Y.  ch.  2,  to  add  ch.  26  to  Shingle- 
house,  Pa.,  add  ch.  37  to  Clymer,  N.  Y.,  and  sub- 

stitute ch.  62  for  ch.  37  in  Meadville,  Pa.,  to  in- 
clude conflicting  proposals  by  (1)  WLYC  Wil- 

liamsport,  Pa.,  to  add  ch.  26  to  Williamsport; 
(2)  WNOW-TV  York,  Pa.,  ch.  49,  to  switch  ch.  21 
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from  Lancaster  to  York  and  ch.  49  from  York  to 
Lancaster;  (3)  WPTA  Harrisburg,  ch.  71,  to  switch 
ch.  21  from  Lancaster  to  Harrisburg;  switch  ch. 
71  from  Harrisburg  to  Lancaster,  and  substitute 
ch.  26  for  ch.  36  in  Williamsport;  and  (4)  WSBA- 
TV  York,  ch.  43,  to  switch  ch.  21  from  Lancaster 
to  York  and  ch.  43  from  York  to  Lancaster.  Com- 

ments due  Aug.  22. 
Tex.-La. — By  Lee  Scarborough,  Nacogdoches, 

Texas,  to  assign  ch.  19  to  Nacogdoches  by  deleting 
it  from  Tyler,  Texas,  and  Lake  Charles,  La.  This 
would  be  accomplished  by  substituting  ch.  61  in 
Tyler  and  ch.  *66  (educational)  in  Lake  Charles. Comments  due  Aug.  22. 
Monahans,  Tex. — By  Video  Independent  Thea- tres Inc.  to  substitute  ch.  35  for  ch.  9  in  Monahans 

in  order  to  assign  ch.  9  in  Nadine,  N.  M.  Com- 
ments due  Aug.  22. 

Missoula,  Mont. — By  KBTK  Missoula,  to  assign 
ch.  8  to  that  city,  substituting  ch.  9  for  ch.  8  in 
Kalispell,  and  substitute  ch.  23  for  ch.  9  in 
Sandpoint,  Idaho.  Missoula  would  then  have  chs. 
8,  *11  (educational),  13  and  21.  Commissioners Hyde  and  Mack  dissented.  Comments  due  Aug. 22. 

Fort  Wayne,  Did.— By  WINT  (TV),  ch.  15,  as- 
signed to  Angola  but  operating  with  studio  at 

Waterloo.  Ind.  to  assign  that  channel  to  Fort 
Wayne  by  removing  it  from  Angola  and  sub- 

stituting ch.  77  at  latter  place.  Comments  due 
Aug.  22. 

Evansville,    Did.— WFIE    (TV)    Evansville  to 
shift  ch.  62  from  Evansville  to  Owensboro,  Ky., 
and  shift  ch.  14  from  Owensboro  to  Evansville, 
with  resultant  changes  from  ch.  14  to  ch.  25  in 
Festus,  Mo.,  and  from  ch.  62  to  ch.  56  in  Shelby- 
ville,  Tenn.  Comments  due  Sept.  10. 
Coos  Bay,  Ore. — Conflicting  proposals  by  (1) 

Grizzly  Television  Inc.  to  assign  ch.  11  to  Prine- 
ville.  Ore.,  and  (2)  by  Pacific  Television  Inc., 
Coos  Bay,  to  assign  ch.  11  to  Coos  Bay,  by  delet- 

ing it  from  Yreka.  Calif.,  and  giving  latter  ch. 
19  instead.  Commissioner  Doerfer  abstained  from 
voting.  Comments  due  Aug.  22. 

MORE  FLEXIBILITY  IN  TV  CHANNEL 
ASSIGNMENTS 

Commission  amended  Sec.  3.611(a)  of  its  Tv 
Broadcast  Rules,  effective  Aug.  27,  to  permit 
channel  assignments  on  basis  of  showings  that 
spacings  measured  from  trans,  sites  meet  min- 

imum assignment  spacing  and  principal  city 
coverage  requirements.  (Comr.  Doerfer  dis- 

sented.) In  so  doing.  Commission  concluded  that 
there  is  no  need  to  limit  relaxation  of  assignment 
spacing  requirements  to  5  miles  nor  to  cases 
where  authorized  trans,  site  is  available  for  use 
as  reference  point  in  communities  to  which 
measurements  must  be  made,  as  originally  pro- 

posed May  23  in  this  rule-making  proceeding (Docket  11714).  This  view  was  reflected  in  its 
Report  and  Order  of  June  26  in  general  tv  pro- 

ceeding (Docket  11532). 
While  this  relaxation  of  rule  will  provide  no 

cure-all  for  tv's  problems,  it  will  provide  needed flexibility  in  making  channel  assignments  which 
will  permit  additional  service  and  more  effective 
competition  among  stations  in  some  communities. 
It  does  not  involve  reduction  in  mileage  separa- 

tions between  trans,  sites;  it  relates  only  to 
making  assignments  available  to  communities. 

Fort  Wayne,  Ind. — Commission  finalized  rule- 
making in  related  proceeding  and  shifted  ch.  21 

plus  from  Huntington  to  Fort  Wavne.  Ind..  under 
such  flexibility.  (Comr.  Doerfer  dissented.) 

EDUCATIONAL  RESERVATION  SHIFTED 
FROM  VHF  TO  UHF 

Commission  finalized  rule-making  in  Docket 
11515  and  shifted  educational  reservation  in  Col- 

lege Station.  Tex.,  from  vhf  to  uhf,  effective 
Aug.  27.  Ch.  *3  was  removed  from  educational 
use  in  that  city  and  was  replaced  by  ch.  *48: 
and  ch.  3  was  assigned  Bryan-College  Station 
for  commercial  use.  Comrs.  McConnaughey 
(Chairman)  and  Hyde  dissented:  Comr.  Mack 
abstained  from  voting. 

There  was  no  evidence  that  this  channel  would 
be  utilized  by  educational  interests  in  foreseeable 
future.  This  is  first  instance  where  vhf  reserva- 

tion has  been  replaced  by  uhf  channel. 
RULE-MAKING  FINALIZED 

By  Report  and  Order  in  rule-making  in Docket  11369,  Commission  denied  (1)  proposal  by 
KSEM  Moses  Lake,  Wash.,  to  assign  ch.  8  to 
Moses  Lake  by  removing  it  from  Walla  Walla  and 
assign  ch.  11  instead  to  Walla  Walla  with  change 
in  offset  requirement  of  ch.  11  in  Tacoma,  Wash., 
from  11  plus  to  11  minus,  and  (2)  counterproposal 
by  KBAS-TV  Ephrata,  Wash.,  ch.  43,  seeking 
various  changes  designed  to  deintermix  vhf  and 
uhf  assignments  in  that  general  area;  and  on 
Commission's  own  initiative,  assigned  ch.  61  to 
Moses  Lake,  effective  Aug.  27.  Comr.  Doerfer  ab- 

stained from  voting. 

UHF    CONSTRUCTION    PERMITS  EXTENDED 
TO  OCT.  16,  1956 

Extensions  of  time  to  construct  uhf  tv  stations 
are  being  limited  to  three  months  by  Commission 
where  permittees  of  these  stations  indicate  that 
construction  or  operation  is  being  put  off  because 
of  economic  uncertainties  facing  uhf  tv  stations. 
Commission  is  granting  this  extension  to  allow 
such  permittees  opportunity  to  re-evaluate  their 
plans  in  light  of  Commission's  Report  and  Order of  June  25. 

July  19  Decisions 
BROADCAST  ACTIONS 
By  the  Commission Actions  of  July  18 
Renewal  of  Licenses 

Following  were  granted  renewal  of  licenses  on 
regular  basis. 
KCBD-TV  Lubbock,  Tex.;  KCEN-TV  Temple, 

Tex.;  KCMC-TV  Texarkana,  Tex.;  KDUB-TV 
Lubbock,  Tex.;  KENS-TV  San  Antonio,  Tex.; 
KFDX-TV  Wichita  Falls,  Tex.;  KLTV  (TV)  Tyler, 
Tex.;  KPRC-TV  Houston,  Tex.;  KTBC-TV  Aus- 

tin, Tex.;  KTXL-TV  San  Angelo,  Tex.;  WBAP- 
TV  Fort  Worth,  Tex.;  WOAI-TV  San  Antonio, 
Tex.;  K ANN  Sinton,  Tex.;  KBLP  Falfurrias,  Tex.; 
KBUD  Athens,  Tex.;  KCBD  Lubbock,  Tex.; 
KCLW  Hamilton,  Tex.;  KCUL  Fort  Worth,  Tex.; 
KEXX  San  Antonio,  Tex.;  KFDA  Amarillo,  Tex.; 
KHBR  Hillsboro,  Tex.;  KINE  Kingsville,  Tex.; 
KIOX  Bay  City,  Tex.;  KJET  Beaumont,  Tex.; 
KNOW  Austin,  Tex.;  KORA  Bryan,  Tex.;  KOSA 
Odessa,  Tex.;  KPLT  Paris,  Tex.;  KPRC-AM-FM 
Houston,  Tex.;  KRBC  Abilene,  Tex.;  KRGV  Wes- 
laco,  Tex.;  KRIC-AM-FM  Beaumont,  Tex.;  KRIG 
Odessa,  Tex.;  KSIJ  Gladewater,  Tex.;  KTEM 
Temple,  Tex.;  KWED  Seguin,  Tex.;  KECK 
Odessa,  Tex.;  KROD  El  Paso,  Tex.;  KVIC  Vic- 

toria, Tex.;  KVOW  Littlefield,  Tex.;  KBST  Big 
Spring,  Tex.;  KBEC  Waxahachie,  Tex.;  KCNY 
San  Marcos,  Tex.;  KEBE  Jacksonville,  Tex.; 
KEPO  El  Paso,  Tex.;  KERV  Kerrville,  Tex.; 
KFDM  Beaumont,  Tex.;  KFST  Ft.  Stockton,  Tex.; 
KFYN  Bonham,  Tex.;  KFYO  Lubbock,  Tex.; 
KGNC  Amarillo.  Tex.;  KGVL  Greenville,  Tex.; 
KLVL  Pasadena.  Tex.;  KMLW  Marlin,  Tex.; 
KPAN  Hereford,  Tex.;  KTXJ  Jasper,  Tex.; 
KVKM  Monahans,  Tex.;  KXOL  Fort  Worth,  Tex.; 
KACC-FM  Abilene,  Tex.;  KNER  (FM)  Dallas, 
Tex.;  KVOF-FM  El  Paso,  Tex.;  KDLM  Detroit 
Lakes,  Minn.;  WFAA-TV  Dallas,  Tex.;  KRLD- 
AM-FM-TV  Dallas,  Tex.;  KAMQ  Amarillo,  Tex.; 
KCOR  San  Antonio,  Tex.;  KELP  El  Paso,  Tex.; 
KDLK  Del  Rio,  Tex.;  KSKY  Dallas,  Tex.;  KXYZ 
Houston,  Tex.;  KZIP  Amarillo,  Tex.;  KDUB 
Lubbock,  Tex.;  KFJZ  Fort  Worth,  Tex.;  KLIF 
Dallas,  Tex.;  KLLL  Lubbock,  Tex.;  KNEL  Brady, 
Tex.;  KRCT  Baytown.  Tex.;  KUNO  Corpus 
Christi,  Tex.;  KVLB  Cleveland,  Tex.;  KMBL 
Junction,  Tex.;  KO.VO-AM-FM  San  Antonio,  Tex. 

July  19  Applications 
Accepted  for  Filing Modification  of  Cp 

KERO-TV  Bakersfleld,   Calif.— Seeks  mod.  of 

MA
 

B*T  via  air  mail 

page  101 

Broadcasting Telecasting July  30,  1956    •    Page  93 



FOR  THE  RECORD 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Dec.  15. 
WJMK-TV  New  Orleans,  La— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
pletion  date  to  Feb.  2,  1957. 
WLOS-TV  Asheville,  N.  C— Seeks  mod.  of  cp 

(which  authorized  new  tv)'for  extension  of  com- pletion date  to  Feb.  15,  1957. 
WAIQ  (TV)  Andalusia,  Ala. — Seeks  mod.  of  cp 

(which  authorized  new  educational  tv)  for  ex- 
tension of  completion  date  to  Oct.  1,  1956. 

WBIQ  Birmingham,  Ala. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of 
completion  date  to  Sept.  1. 
WISC-TV  Madison,  Wis.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Feb.  7,  1957. 

KBVM  Lancaster,  Calif. — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of  com- 

pletion date. 
WCAR  Detroit,  Mich. — Seeks  mod.  of  cp  (which 

authorized  changes  in  existing  am)  for  extension 
of  completion  date. 
WBRG  Lynchburg,  Va. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
WKAR-TV  East  Lansing,  Mich.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Feb.  15,  1957. 
KCEB  (TV)  Tulsa,  Okla.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
completion  date. 

Renewal  of  Licenses 
K AWT  Douglas,  Ariz.;  KELY  Ely,  Nev.;  KQUE 
Albuquerque,  N.  M.;  KSUB  Cedar  City,  Utah; 
KLGN  Logan,  Utah;  KTYL  Mesa,  Ariz.;  KSEI 
Pocatello,  Idaho;  K HOB  Hobbs,  N.  M.;  KFTV 
Paris,  Tex.;  KOKE  (FM)  San  Antonio,  Tex.; 
KUSC  (FM)  Los  Angeles,  Calif.;  WITJ  (FM) 
Ithaca,  N.  Y. ;  KOZE  Lewiston,  Idaho;  KRXK 
Rexburg,  Idaho;  KWRN  Reno,  Nev.;  KLMX  Clay- 

ton, N.  M. 
Renewal  of  Licenses  Returned 

KPST  Preston,  Idaho  (Dated  after  verification.) 
KOVO  Provo,  Utah  (Sec.  II  dated  after  verifi- 

cation.) 
Remote  Control 

KSAN  San  Francisco,  Calif.;  WCNH  Quincy, 
Fla.;  WJBC  Bloomington,  111.;  KFJB  Marshall- 
town,  Iowa;  KELY  Ely,  Nev. 

July  20  Decisions 
TV  BROADCAST  ACTIONS 

By  the  Commission 
Actions  of  July  19 

RULE-MAKING  PROPOSED  CHANGES 
Commission  invites  comments  to  following 

proposals  for  changes  in  tv  table  of  assignments: 
Helena,  Mont. — By  Penn  Engineering  Co., 

Boz:man,  Mont.,  to  delete  ch.  12  from  Helena 
and  add  it  to  Bozeman.  Helena  would  retain  ch. 
10  and  Bozeman  would  then  have  chs.  *9  (edu- 

cational), 12  and  22.  As  alternative  proposal. 
Commission  proposed  to  shift  educational  reser- 

vation in  Bozeman  from  ch.  *9  to  *22.  Comments 
are  due  Aug.  22. 

Charleston,  S.  C. — Proposal  to  assign  ch.  5  in 
Columbia,  S.  C,  by  substituting  either  ch.  4  or 
ch.  7  in  Ch?rleston,  which  would  require  shifting 
existing  station  WCSC-TV  Charleston  from  ch.  5 
to  eith.r  ch.  4  or  ch.  7.  Basic  petitioner  in  this 
case,  Palmetto  Radio  Corp.,  permittee  of  station 
WNOK-TV  Columbia,  ch.  67,  requested  ch.  5  to 
be  shifted  from  Charleston  to  Sandy  Run,  S.  C. 
Comments  are  due  Sept.  10.  Comr.  Craven  ab- 

stained from  voting. 
Peoria,  111. — To  Further  Proposed  Rul°-Making 

in  Docket  11749  to  add  ch.  31  to  Peoria.  Out- 
stand.ng  rule-making  in  this  proceeding  would 
deintermix  Peoria  to  make  it  all-uhf  by  deleting 
only  vhf  ch.  (8)  and  adding  25,  thus  giving  city 
chs.  18,  25,  *37  (educational)  and  43.  Additional 
uhf  ch.  31  is  now  proposed.  Comments  are  due 
Sept.  10.    Comr.  Doerfer  abstained  from  voting. 

Springfield,    111. — To    Further   Proposed  Rule- 

Making  in  Docket  11747  to  add  ch.  26  to  Spring- 
field, 111.  Outstanding  rule-making  in  this  pro- 

ceeding would  deintermix  Springfield  to  make 
all  uhf  by  deleting  only  vhf  ch.  (2)  and  giving 
it  to  St.  Louis,  Mo.,  and  adding  uhf  ch.  39  to 
Springfield,  thus  giving  city  chs.  20,  39  and  *66 
(educational).  Additional  uhf  ch.  26  is  now  pro- 

posed.  Comments  are  due  Sept.  10. 
PETITION  FOR  RULE-MAKING  DENIED 
Des  Moines,  Iowa — Commission  denied  petition 

by  WGTV  (TV)  Des  Moines,  ch.  17,  to  shift  edu- 
cational reservation  in  that  city  from  ch.  *11  to 

uhf  channel,  which  was  subject  of  rule  making  in 
Docket  11401.  Comrs.  Bartley,  Doerfer  and  Lee 
voted  for  change  in  educational  reservation  as 
requested. 

July  20  Applications 
Accepted  for  Filing 
Modification  of  Cp 

WDSU-TV  New  Orleans,  La.— Seeks  mod.  of  cp 
(which  authorized  changes  in  existing  tv)  for  ex- 

tension of  completion  date  to  Feb.  20.  1957. 
KVOO-TV  Tulsa,  Okla.  —  Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  May  1,  1957. 

KELO-TV  Sioux  Falls,  S.  D.— Seeks  mod.  of  cp 
(which  authorized  changes  in  facilities  of  existing 
tv)  for  extension  of  completion  date  to  Dec.  12. 

Renewal  of  Licenses 
KPTL  Carson  City,  Nev.;  KOTS  Deming,  N.  M.; 

KOBE  Las  Cruces,  N.  M.;  KTNM  Tucumcari, N.  M. 
Renewal  of  Licenses  Returned 

KABQ  Albuquerque,  N.  M.  (Dated  wrong.) 

July  23  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

KRFM  (FM)   Fresno,  Calif. — Seeks  license  to 
cover  cp  which  authorized  changes  in  licensed 
station. 

Modification  of  Cp 

WBRC-FM  Birmingham,  Ala. — Seeks  mod.  of 
cp  (which  authorized  new  fm)  for  extension  of 
completion  date. 
WCRB-FM  Waltham,  Mass.— Seeks  mod.  of  cp 

(which  authorized  changes  in  licensed  station)  for 
extension  of  completion  date. 
WICC-TV  Bridgeport,  Conn.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Feb.  1,  1957. 
KTAG-TV  Lake  Charles,  La.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Feb.  1,  1957. 
WNAO-TV  Raleigh,  N.  C— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Nov.  1. 

WGLV  (TV)  Easton,  Pa.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Feb.  23,  1957. 
WSEE  (TV)  Erie,  Pa.— Seeks  mod.  of  cp  (which 

authorized  new  tv)  for  extension  of  completion date. 

Remote  Control 
WJBC-FM  Bloomington,  111. 

July  24  Decisions 
BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 

Actions  of  July  20 

KLBM  La  Grande,  Ore. — Granted  license  cover- 
ing changing  ant. -trans,  location  and  installation 

of  new  ant.  and  ground  system. 
Following  were  granted  extensions  of  comple- tion dates  as  shown:  WBRG  Lynchburg,  Va.,  to 

9-15-56;  KBVM  Lancaster,  Calif.,  to  10-1-56,  con- 
ditions; WCAR  Detroit,  Mich.,  to  2-11-57,  con- ditions. 

Actions  of  July  19 
KHEN  Henryetta,  Okla. — Granted  license  for 

am  station. 
KUBE  Pendleton,  Ore.— Granted  license  for 

am  station. 
WDMG  Douglas,  Ga. — Granted  license  covering increase  in  power. 
WVCG  Coral  Gables.  Fla.— Granted  license  to 

operate  trans,  by  remote  control  from  223  Aragon Ave. 
KVAN  Vancouver,  Wash. — Granted  license  cov- 

ering changing  from  employing  DA-1  to  DA-N; 
change  studio  location  and  operate  trans,  by 
remote  control  from  707 >/2  Main  St.,  while  using non-DA. 
KDEF  Albuquerque,  N.  M. — Granted  license 

covering  change  of  frequency. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KFEL  Pueblo,  Colo.,  to 
9-7-56;  KAIM  Honolulu,  Hawaii,  to  12-14-56,  con- 

ditioned that  program  tests  will  not  be  com- 
menced until  KIKI  Honolulu,  goes  on  other  fre- 
quency and  not  licensed  until  KIKI  is  licensed 

on  other  frequency  and  authority  not  to  be  con- 
strued as  authority  to  use  fm  ant.  which  is  part 

of  am  tower  and  no  change  to  be  made  in  fm 
ant.  system  until  appropriate  application  is  sub- 

mitted and  approved  and  measurements  re  trans. 
Actions  of  July  18 

Following  were  granted  extensions  of  com- 
pletion dates  as  shown:  KBMB-TV  Bismarck. 

N.  D.,  to  2-11-57;  WAGA-TV  Atlanta,  Ga.,  to 
2-10-57. 

Following  were  granted  authority  to  operate 
trans,  by  remote  control:  KELY  from  1140  Ave. 
"F",  East  Ely,  Nev.;  KFJB  from  133  E.  Main  St., 
Marshalltown,  Iowa;  KSAN  from  1111  Market 
St.,  San  Francisco,  Calif.;  WCNH  from  West  Jef- 

ferson St.  at  Key  St.,  Quincy,  Fla.;  WJBC  from 
209  E.  Washington  St..  Bloomington,  111. 

Actions  of  July  17 

Following  were  granted  extensions  for  com- 
pletion dates  as  shown:  KTTS-TV  Springfield, 

Mo.,  to  10-17-56;  WKTF  Warrenton,  Va.,  to  11- 
16-56. 

Actions  of  July  16 
WMYN  Mayodan,  N.  C. — Granted  extension  of 

completion  date  to  9-1-56. 
KWFC  Hot  Springs,  Ark. — Granted  extension 

of  completion  date  to  9-27-56,  conditions. Action  of  July  5 

WDAF  Kansas  City,  Mo. — Granted  authority  to 
operate  trans,  by  remote  control  from  3030  Sum- mit St. 

July  25  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  Robert  E.  Lee 
Telecasting  Inc.,  Pittsburgh,  Pa. — Granted  mo- 

tion for  extension  of  time  to  and  including  Aug. 
13  to  file  exceptions  to  Initial  Decision  in  ch.  11 
proceedings,  Pittsburgh  (WWSW  Inc.,  et  al.). Action  July  19. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

Bill  Mathis,  Abilene,  Tex. — Granted  motion  for 
continuance  without  date  of  hearing  conference 
now  scheduled  for  July  24,  re  his  am  application 
and  that  of  Key  City  Broadcasters,  Abilene. Action  July  19. 

By  Hearing  Examiner  Jay  A.  Kyle 
WPGA  West  Point,  Ga. — Ordered  that  hearing 

re  application  of  WPGA  for  mod.  of  cp,  now 
scheduled  for  Sept.  10,  is  hereby  continued  with- 

out date  pending  Commission  action  on  WPGA's 
July  16  "Petition  to  reconsider  and  grant  appli- cation, or  in  alternative,  to  dismiss  application 
without  prejudice."   Action  July  23. 

By  Hearing  Examiner  H.  Gifford  Irion 
Taylor  Bcstg.  Co.,  Colorado  Springs,  Colo; 

Garden  of  the  Gods  Bcstg.  Co.,  Manitou  Springs, 
Colo. — Granted  petitions  for  leave  to  amend  their 
am  applications;  Taylor  to  reduce  power  re- 

quested to  1  kw  on  1460  kc,  D,  and  Garden  of  the 
Gods  to  reduce  power  requested  to  100  w  on  1490 
kc,  unl.,  and  to  effect  slight  change  in  trans,  site 
and  ant.  height.   Action  July  20. 

By  Hearing  Examiner  J.  D.  Bond  on  July  20 
Homestead,  Fla. — Issued  order  after  first  pre- 

hearing conference  re  am  applications  of  South 
Dade  Bcstg.  Co.,  J.  M.  Pace  and  Redland  Bcstg. 
Co.,  all  Homestead,  setting  forth  schedule  agreed 
upon  as  follows:  preliminary  or  draft  exhibits  to 
be  exchanged  on  or  before  Aug.  6;  exhibits  in 
final  form  to  be  exchanged  on  or  before  Sept.  24; 
hearing  is  continued  from  Sept.  11  to  Oct.  3,  and 
hearing  of  evidence  shall  be  commenced  on  Oct. 
10.  Ordered  that  for  appeal  purposes  effective 
date  of  this  order  shall  be  release  date  (July  24). 
Action  July  20. 
WLBR-TV  Lebanon,  Pa. — By  Memorandum 

and  Opinion  Order,  denied  June  25  motion  to 
reopen  record  filed  by  WHP  Inc.,  Harrisburg, 
Pa.,  re  application  to  transfer  control  of  WLBR- TV  from  Lebanon  Bcstg.  Co.,  et  al.,  to  Triangle 
Publications  Inc.;  record  in  this  proceeding  is 
reopened;  transcript  of  oral  argument  upon  mo- tion is  made  part  of  record;  record  is  closed,  and 
effective  date  of  this  Memorandum  Opinion  and 
Order  for  appeal  purposes  shall  be  release  date 
(July  24).  Action  July  20. 

(Continues  on  page  101) 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 

xecutive  Offices 
735  De  Soles  St.,  N.  W.  ME.  8-541 1 
iffices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W 

/■shinfton,  D.  C.  AOams  4-2414 
Member  AFCCE  * 

ommercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

rank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1116  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE" 

KEAR  &  KENNEDY 

302  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE' 

LYNNE  C.  SMEBY 

ONSULTING  ENGINEER  AM-FM-TV 

4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE  * 

RUSSELL P.  MAY 

711  14rh  St.,  N.  W. Sheraton  Bldg. 
Washington  f ,  D.  C. REpublic  7-39(4 

Member 

AFCCE * 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hilond  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montelair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.        4212  S.  Buckner  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Adams  4-6393 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 

'.  O.  Box  7037  Kansas  City,  Mo. Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write   For   Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

—among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians— applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*  1956  ARB  Continuing  Readership  Study 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE  ' 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

710  14th  St.,  N.  W.         Executive  J-5670 
Washington  5,  D.  C. 

303  White  Henry  Stuart  Bldg 
Mutual  3280  Seattle  1,  Washington 

Member  AFCCE  * 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE  * 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash..  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala 

Phone  6-2924 

Member  AFCCE* 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE  * 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions    •     Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 
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CLASSIFIED  ADVERTISEMENTS 

Pmynble  in  advance.    Checks  and  money  orders  only. 

Deadline:    Undisplayed — Monday  preceding  publication  date.    Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  20tf  per  word — $2.00  minimum  •  Help  Wanted  25#  per  word — 
$2.00  minimum. 
All  other  classifications  30tf  per  word — $i.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.   Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

AmJCANTs:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 

separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Bhoadcast- ino  •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

RADIO RADIO 

Help  Wanted Help  Wanted— (Cont'd) 
Managerial Salesmen 

Manager-salesman  for  new  Carolina  rurarl  day- 
timer  by  August  25th.  Prefer  man  whose  wife  can 
fill  position  of  copywriting-office  detail.  Box  280A, B-T. 

Manager-salesman  for  competitive  Virginia  mar- 
ket. Must  be  able  to  sell.  Salary  plus  commission. 

Terrific  opportunity  for  right  man.  Box  302A, 
B-T.  

Sales  manager— five  figures  earnings  and  excep- 
tional future  for  a  "front-line"  sales  manager  who can  sell,  hire  and  inspire)  with  major  in  New 

England,  write  full  please.  Box  314A,  B-T. 

Assistant  manager.  Major  midwest  market.  Ex- 
perienced young  man  with  proven  sales  ability 

to  be  active  in  programming,  engineering  and 
announcing  supervision.  Emphasis  upon  sales. 
A  permanent  position  with  a  future  in  a  grow- 

ing organization.  Give  all  details  including  earn- 
ing requirements  in  first  letter.  Box  334A,  B»T. 

Sales  manager — experienced — for  top  regional 
station  in  large  Michigan  market.  Must  be  self 
starter  creative  and  know  how  to  handle  sales 
staff.  Send  full  resume  in  first  reply.  Box  345A, 
B«T. 

Sales  manager  wanted  by  leading  station  in  area. 
Straight  salary  and  commission  to  the  man  that 
qualifies.  This  is  a  fine  community  and  a  rich 
market.  Send  all  information  in  first  letter.  Box 
358A,  B-T. 

PUT  YOURSELF  IN 

THE  MANAGER'S  SHOES If  you  were  the  station  manager  and 
needed  to  fill  a  vacancy  on  your  staff, 
how  would  you  go  about  it?  Ask 
friends,  advertise,  answer  ads,  or  call 
BROADCASTERS?  Perhaps  you  would 
do  all  of  these,  but,  as  many  station 
managers  from  coast  to  coast  know,  a 
call  to  BROADCASTERS  is  the  best 
way  to  find  exactly  the  right  man  in 
the  shortest  time.  BROADCASTERS 
promptly  provides  employers  with 
carefully  screened  applicants  qualified 
to  meet  the  job  specifications,  a  pro- 

fessionally prepared  resume  of  expe- 
rience, and  a  report  of  reference  in- 

vestigation. Since  preliminary  process- 
ing has  been  completed,  applicants 

are  ready  to  be  interviewed.  This  is 
what  employers  like  about  our  service. 

That's  why,  if  you're  looking  for  a 
better  job,  if  you  need  more  money,  if 
you  want  more  responsibility,  or  to  live 
in  a  different  climate,  it  will  pay  you 
to  investigate  BROADCASTERS.  It  is 
frequently  the  most  direct  and  the  least 
expensive  way  to  find  a  position  which 
meets  your  particular  requirements. 
Our  reputation  has  been  built  on  hap- 

pily satisfying  the  need  of  employers 
and  applicants.  If  you  want  to  advance 
your  career  in  TV  or  radio,  we  will 
WORK  in  your  behalf  to  find  the  job 
you  seek.  This  is  what  applicants  like 
about  our  personal  and  confidential 
service. 

BROADCASTERS  EXECUTIVE 

PLACEMENT  SERVICE,  INC. 
333  Trans-Lux  Bldg.   Washington  5,  D.  C. 

Sales  executive  with  proven  record;  one  of  the 
best  known  stations  in  the  Great  Lakes  area, 
long  established  and  growing,  offers  an  excep- 

tional opportunity.  Furnish  complete  information 
first  letter.   Box  196A,  B-T. 

Experienced  salesman.  Exceptional  and  solid  deal. 
Midwest  single  market  station.  Long  established 
network  affiliate.  Record  must  show  evidence  of 
real  sales  ability.  Full  details  in  confidence.  Box 
237 A,  B-T. 

Wanted — salesman  for  West  Coast  station.  Top 
salary  and  commission.  Box  281A,  B»T. 

We  need  top  salesman  .  .  .  and  sales  manager 
who  likes  to  make  money;  to  this  man  we  can 
offer  an  exceptional  financial  future,  Major  in- 

dependent in  a  New  Jersey  major.  Box  315A, B-T. 

Wanted:  Young  aggressive  salesman  by  31  year 
old,  250  watt  Mutual  outlet  station  in  Wisconsin. 
Heavy  on  sports,  music  and  news.  At  least  2 
years  experience  required.  Immediate  opening. 
Write  Box  351A,  B»T. 

Ideal  opportunity  open  to  aggressive,  high  calibre 
salesman.  Straight  salary  and  commission  for 
right  man.  Wonderful  community  in  rich  market. 
Box  359A,  B«T. 

Salesman,  independent  station  in  expanding  or- ganization. Contact  Program  Director,  KAWL, 
York,  Nebraska. 

Salesman  wanted  .  .  .  can  make  up  to  $10,000.00 
per  year  if  you  are  the  right  man.  Announcing 
helpful  but  secondary  .  .  .  contact  WKUL,  Cull- 

man, Alabama. 

Account  executive  for  music-news.  Guarantee 
$125.00  per  week  (not  draw),  or  15%  whichever 
is  greater.  No  ceiling  on  earings.  Most  saleable 
station  on  east  coast.  No  restricted  list.  Two 
other  salesmen  presently  making  $12,000  per  year. 
Send  full  information  to  WLLY,  Richmond,  Vir- 

ginia. 
Announcers 

Wanted — Glib  DJ  with  sparkle  and  pep,  bright 
and  breezy,  adlib  with  flow  and  momentum, 
clever  quips,  novel  record  intros  wanted  by  sta- 

tion in  111.,  Mich.,  Wise,  Upper  N.  Y.  state,  Penna. 
area.  $125.  Box  625G,  B»T. 

Wanted:  Combo  man — must  have  first  phone 
and  announcing  ability.  Pleasant  rural  Penn- 

sylvania, good  salary.  Apply  Box  191A,  B«T. 

Wanted:  Announcer — third  class  ticket.  All- 
around  experience  in  small  station  operation  for 
new  Ohio  station.  Send  tape.  Box  275A,  B-T. 

Announcer-salesman  for  progressive  New  Eng- 
land station  in  metropolitan  market.  Salary  and 

commission.   Box  340A,  B»T. 

Virginia  station  needs  announcer.  3  years  mini- 
mum experience.  Salary  open.  Apply  by  letter.  If 

interested,  we'll  ask  for  tape.  Box  356A,  B»T. 

Announcer-first  phone  for  independent  station. 
Contact  Program  Director,  KAWL,  York,  Nebras- ka. 

Wanted:  Experienced  announcer  for  network  sta- 
tion. Permanent.  Contact  Dr.  F.  P.  Cerniglia,  Ra- 

dio Station  KLIC,  Monroe,  Louisiana. 

Good  announcer  with  first  class  ticket.  $300  per 
month  to  start.  Excellent  working  conditions. 
Contact  Bill  Vogel,  KLOV,  Loveland,  Colorado. 

Help  Wanted— (Cont'd) 
Announcers 

Announcer,  all  around  ability.  Some  commercial 
experience  required.  No  room  for  floaters,  bad 
credit  risks,  personality  problems,  drinkers. 
Have  congenial  staff,  want  to  keep  it  that  way. 
Nice  scenic  area.  Opening  August  20.  KMAN, 
Manhattan,  Kansas. 

This  is  directed  to  high  calibre,  single  men  with 
desire  to  learn  and  travel.  Opportunity  for  two 
talent  beginners  in  announcing  plus.  Travel  paid. 
Two  years  contract  $250  month.  $25  raise  every 
six  months,  housing,  maid  and  duty  transpor- 

tation. Airmail  full  details,  picture,  short  tape. 
KSBK,  CPO  186,  Naha,  Okinawa. 

Attention  DJ's.  Are  you  looking  for  an  oppor- 
tunity to  make  more  money?  Do  you  want  to, 

live  in  beautiful  Florida?  Top  rated  CBS  sta- 
tion needs  good  DJ.  $82.50  base  for  40  hours, 

plus  talent.  Send  tape  and  complete  background 
to  Manager,  WBSR,  Pensacola,  Florida. 

Experienced  staff  announcer  needed  immediately. 
Good  pay.  Possible  PD  opening  for  right  per- 

son. Prefer  midwesterner,  no  floaters.  Rush 
tape,  details  to  WCRA,  Effingham,  Illinois. 

Immediately.  Two  experienced  announcers.  One 
general  man,  strong  on  news  .  .  .  one  for  teen 
age  program.  Good  salary  plus  additional  income 
available.  Mail  tape,  photo,  resume,  and  salary 
requirement.    WESO,  Southbridge,  Mass. 

Immediate  opening  for  experienced,  versatile  an- 
nouncer— strong  on  personality  and  showman- 

ship. Good  salary,  talent.  Send  audition,  photo, 
background  information  to  Station  WFDF,  Flint, Michigan. 

Program  director  vacancy  at  established  inde- 
pendent station,  Must  be  versatile  on-air  and 

have  highest  character  as  well  as  business  ability. 
Apply  in  writing  with  photo,  tape  and  references. 
WFIN,  Findlay,  Ohio. 

WFRL.Freeport,  Illinois,  needs  a  competent,  ex- 
perienced, mature  announcer  for  general  staff 

work.  No  sports,  no  DJ,  no  personalities. 

Radio  announcer — copywriter  with  experience. 
WJWL,  Georgetown,  Delaware.  Phone  2567. 

Top  rated  kilowatt  independent  needs  staff  man 
to  replace  announcer  entering  college.  Complete 
resume  and  tapes  received  by  WMIX,  Mt. 
Vernon,  Illinois. 

Immediate  permanent  opening — announcer  ex- 
perienced, all  phases.  First  phone  preferred  but 

not  essential.  Submit  full  resume  with  tape.  Al 
Scott,  WNDB,  Daytona  Beach,  Florida. 

Wanted:  Announcer-engineer — first  phone,  strong 
on  disc  jockey,  for  aggressive  daytime  indie. 
Airmail  tape  and  letter  of  background.  Room  900, 
1012  Baltimore  Bldg.,  Kansas  City  Missouri. 

Technical 

Chief  engineer-announcer.  90  miles  from  New 
York.  Box  283A,  B-T. 

West  coast  major  market  regional  directional  re- 
quires first-class  engineers.  $110  weekly,  40  hours. 

Advise  full  details  including  union  affiliations. 
Box  308A,  B'T. 

Engineer-announcers,  one  with  first  ticket.  En- 
ergetic, ambitious  married  men  250  watt  small 

Arkansas  market.   Box  350A,  B»T. 

Chief  engineer.  Start  as  engineer-announcer.  Op- 
portunity to  become  chief  after  brief  trial  period. 

Contact  Gene  Ackerly,  KCOW  Radio,  Alliance, 
Nebraska. 

Engineer — September  1 — must  know  maintenance 
— some  announcing — permanent — salary  open. 
Drunks  and  floaters  don't  apply  .  .  .  KWOC, 
Poplar  Bluff,  Missouri. 
Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

Engineer  1st  class  phone,  wanted  for  transmitter 
operator  at  50  kw  RCA,  tv  transmitter.  Vhf,  chan- 

nel, full  power.  Experience  desirable  but  not  a 
major  requirement.  Need  car.  $300.00  a  month 
for  40  hour  week  with  some  overtime.  Insurance 
plan.  Write  to  Chief  Engineer,  WCHS-TV, 
Charleston  24,  W.  Va. 

Wanted:  Reliable  engineer  and  announcer,  first 
phone.  Short  hours,  250  watt.  Tape,  photo  and 
salary  expected.  Contact  C.  W.  Wright,  Mgr. 
WGLC,  Centreville,  Mississippi. 

Wanted:  Experienced  transmitter  engineer.  Ex- 
cellent working  conditions,  40  hour  week.  Car 

necessary.  Contact  Chief  Engineer,  WDNC,  Dur- 
ham, North  Carolina. 
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Help  Wanted— (Cont'd) 
Technical 

Engineer — experienced  in  operation  of  Western 
Electric  506B-2  fm  transmitter.  Good  salary  for 
40-hour  week.  Write  Chief  Engineer,  WITH-FM, 
Baltimore  3,  Maryland. 

Technician  with  first  class  license.  Some  an- 
nouncing preferable.  Howard  Hayes,  WOKO  Al- 

bany, New  York. 

Wanted:  Radio  engineer;  first  class  radio-tele- 
phone license;  strong  on  maintenance.  No  op- 

erating tricks.  40  hours.  Apply  Chief  Engineer, 
Radio  Station  WRIV,  1  East  Main  Street,  River- 
head,  Long  Island,  N.  Y. 

Programming-Production,  Others 

Newsman  experienced  with  good  voice.  Must  be 
versed  in  writing,  rewriting  and  reporting.  East- 

ern independent.   $100.  Box  297A,  B'T. 

Wanted:  Experienced  newsman.  Someone  inter- 
ested in  making  a  permanent  home  in  medium- 

sized  midwestern  community.  Must  be  experi- 
enced in  all  phases  of  news  gathering  and  writ- 

ing. Attractive  salary  for  man  willing  to  work 
and  become  part  of  expanding  local  station.  Box 
325A,  B'T. 

Special — wanted.  Sales  promotion  campaign  (or- 
ganization or  individual)  wanted  to  put  on  a 

telephone  deal  on  50-50  basis  at  radio  station  in 
midwest.  Write  Box  355A,  B-T. 

Promotion  manager  for  midwest  major  network 
affiliate  in  one  of  the  first  60  markets.  Depart- 

ment head  status.  A  great  opportunity  to  grow 
with  a  new  expanding  station.  Box  357A,  B'T. 

Program  director  to  do  all  phases  of  program- 
ming. Complete  details  and  salary  expected  first 

letter.    WASA,  Harve  deGrace,  Maryland. 

Program  director  wanted.  An  opportunity  for 
good  experienced  announcer  to  advance.  WJWL, 
Georgetown,  Delaware.  Phone  2567. 

Situations  Wanted 

Managerial 

Successful  sales  manager,  with  program  and  news 
experience,  seeks  chance  to  manage  small  market 
operation.  Box  288 A,  B'T. 

One  of  the  best  small-medium  market  managers 
in  the  business.  Top  record/references  in  man- 

agement, engineering,  announcing,  writing,  and 
especially  sales.  Spotless  11  year  record  radio  and 
tv.  Dependable  family  man,  age  31,  excellent 
planner,  leader,  workhorse.  Worth  far  more  than 
minimum  requirement,  $7,500  plus  %.  Available 
Sept.  Box  295A,  B'T. 

PD — am-tv.  Network  experience.  Creative  "shirt- 
sleeve" executive.  Opportunity  important.  Any 

location.  Box  301A,  B'T. 

RADIO-TV  PEOPLE 

ARE  OUR  BUSINESS 

Employers  and  Employees  alike 

benefit  from  our  years  of  ex- 

perience of  working  both  in  and 

with  the  Broadcasting  industry. 

NATIONAL  RADIO  &  TV 

EMPLOYMENT  SERVICE 

5th  Floor 

1627  "K"  Street,  N.  W. 
Washington  6,  D.  C. 

Situations  Wanted 

Managerial 

Attention  Florida!  What  have  you  to  offer  a  high 
qualified  manager  with  19  years  of  experience. 
Operate  under  sound  economy  with  constant 
drive  for  increased  sales.  High  qualifications. 
High  references.   Box  330A,  B'T. 

Salesmen 

Successful  salesman  seeks  more  lucrative  associa- 
tion. Radio-tv — seven  years  experience.  .  .  .  col- 

lege graduate.  Box  287A,  B'T. 
Salesman,  DJ,  sports.  Six  years  experience. 
Presently  employed  commercial  manager,  one 
kilowatt  indie.  Married.  Veteran,  reliable,  seek- 

ing larger  market  and  income.  Will  work  hard 
and  well  to  live  comfortably.  State  salary  first 
letter.  Box  294A,  B'T. 

Announcers 

Versatile  announcer,  experienced,  top  references, 
reliable,  hard  worker.  Desires  eastern  metro- 

politan city.  Want  to  join  station  that  offers  a 
future.  Send  for  tape,  details.  Box  215A,  B'T. 

Ten  years  experience.  Presently  employed  one 
of  nation's  top  markets.  Permanent  position  with 
opportunity.  Consider  all  offers,  including  all- 
night  disc  shows.  References.  Married.  Box  239A, 
B'T. 

Award  winning  news  director  of  regional  network 
wants  affiliation  with  major  market  indie.  15 
years — political,  sports,  farm  background.  Air  per- 

sonality. Emphasis  on  local  and  state  news  cover- 
age. Can  direct  complete  news  operation.  Box 

241A,  B-T. 
Exceptionally  strong  in  both  news  and  music. 
Four  years  experience  with  teacher  training  in 
college.  Extremely  dependable  .  .  .  excellent  ref- 

erences. Single  but  no  drifter.  Box  259A,  B'T. 

Sports  director,  play-by-play,  pops  DJ,  news, 
sales,  married.  Presently  employed,  seeking 
larger  market.  Box  260A,  B'T. 

Experienced  announcer  wants  to  relocate  in  east- 
ern Pennsylvania  or  adjoining  states.  Versatile, 

dependable,  draft-exempt,  good  station  refer- 
ences. Box  276A,  B-T. 

Announcer,  deejay,  first  phone,  six  yeaTs  experi- 
ence, family,  currently  program  director.  Box 

279A,  B'T. 
Try  me — broadcast  school  graduate,  college  radio 
experience.  News,  DJ,  sports.  Box  284A,  B'T. 

"Atomic  energy" — I've  been  likened  to  that  phase, 
initial  development  has  begun,  future  potential 
"infinite".  Energetic  announcer  needs  1st  job. 
Be  the  first.  Box  285A,  B'T. 

Announcer,  good  continuity  writer.  Recent  grad- 
uate of  Midwestern  Broadcasting  School.  Purdue 

graduate  (B.S.  degree).  Box  286A,  B'T. 
Attention  small  or  medium  market,  southeast: 
Announcer  6  years  wishes  to  relocate.  Union 
station,  union  scale  or  good  paying  position. 
Presently  employed,  highly  competitive,  metro- 

politan area.   Box  290A,  B'T. 

Football  announcer.  Top-rated  Atlantic  Coast 
conference  regional  network  play-by-play.  Avail- 

able for  southeastern  collegiate  football  this  fall, 
on  free-lance  basis.  References,  tape,  furnished. 
Box  291A,  B-T. 
Young  man,  21.  Three  years  college  education. 
Ambitious.  Pleasant  personality.  Box  303A,  B'T. 

East,  experienced  staffer,  now  in  65,000  market. 
Like  part  sales.  Young,  family  man.  Only  per- 

sonal interview.  Box  304A,  B-T. 

Sports  director  after  two  and  a  half  years  at  a 
50  kw  is  looking  for  a  more  sports-minded  loca- tion. Like  it  here  fine  but  not  enough  sports 
activity.  Have  done  Southern  Association  base- 

ball, college  football  and  basketball.  Present 
daily  show  is  by  far  the  top-rated  in  the  area. 
All  offers  considered.  Box  306A,  B'T. 

Top  morning  man— deejay — employed — wishes  to 
relocate.  Veteran— family.  Box  309A,  B'T. 

Announcer  available  2  weeks.  Currently  em- 
ployed midwestern  kilowatt.  Combo — will  re- 

locate anywhere.  Best  references.  Not  drifter, 
drunk.  Proven  following.  Details,  photo,  tape 
available.  Box  313A,  B-T. 

Employed,  dependable,  experienced  announcer — 
deejay  wants  to  relocate  in  Pennsylvania,  Con- 

necticut, or  New  York.  Available  October  1st. 
References.  Box  317A,  B'T. 

Announcer-DJ.  22,  vet.  Light  experience.  Desires 
permanent  move.  Tape,  resume  available.  Box 

319A,  B-T. 

Situations  Wanted — (Cont'd) 
Announcers 

Announcing  graduate,  some  acting  knowledge, 
high  thin  voice,  desire  to  announce  free,  for  ex- 

perience. Tape,  resume,  photo.   Box  322A,  B«T. 
Experienced  announcer  seeking  employment  in 
NE.    Strong  DJ — news.   Box  323A,  B'T. 

3  years  tv— 9  years  radio  sports  and  staff— top 
play-by-play,  all  sports — desire  to  relocate  by September  15th.  Location  secondary  to  oppor- 

tunity. Over  5  years  present  position — address all  replies.   Box  328A,  B'T. 

Experienced,  veteran,  strong  on  commercials,  DJ 
and  news,  would  like  to  work  in  northeast.  Will 
send  tape,  resume  and  photo.  Box  337A,  B-T 

24,  single,  SRT  graduate.  1  year  experience. 
Strong  on  news.  DJ  and  selling  commercials. 
Write  original  copy,  shows.  Also  guitarist-folk- 
singer.  Tape,  resume,  photo  available.  Box  338A 

DJ.  subtle  punch.  News,  3  years  experience.  Base- 
ball, basketball  play-by-play.  Box  344A,  B-T. 

Former  singing  DJ  50,000  watt  radio— show  busi- 
ness background— family  man-presently  em- 

ployed staff  announcer.  3  years  experience.  In- 
terested in  permanent  position  tv  or  radio  as 

staff  announcr— staff  singer— possible  kiddie  show 
Box  346A,  B»T. 

Attention  CP,  new  and  expanding  stations.  Ex- 
perienced announcer  looking  permanent  posi- tion. Prefer  Florida  and  south  but  not  essential 

Available  September.    Box  347A,  B'T. 

Savoir  faire  .  .  .  thanks  to  fifteen  happy  years  in 
the  business.  All  around  network  experience  as 
announcer,  host  emcee,  newscaster  et  al  .  .  .  com- 

mercials on  all  major  networks  .  .  .  credits  on 
request.  .  .  .  Available  now.  Prefer  New  York 
City,  but  will  consider  a  reasonable  offer.  Box 
349A,  B'T. 

(Continued  on  next  page) 

The  Hollywood  Division 

GRANTHAM  SCHOOL 

OF 

ELECTRONICS 

moves  to 

new,  larger  quarters 

on 

July  30,  1956 

Our  new  address  in  Hollywood: 

1505  N.  Western  Ave. 

(At  Sunset  Blvd.  on  Western  Ave.) 

Hollywood  27,  California 

Grantham  School  of  Electronics  con- 
tinues its  specialty  of  the  BEST  FCC 

license  training  available. 

— Correspondence  or  Resident  Instruction — 

Let  us  help  you  prepare  for  a  brighter 
future  with  an  FCC  commercial  op- 

erator's license.  Send  for  our  free 
booklet  telling  how  you  can  get  your 

FCC  license  quickly  and  make  more 

money  in  radio  and  television  broad- 
casting. 
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Situations  Wanted — (Cont'd) 
Announcers 

Commercial  DJ,  staff,  experience,  strong  in  news, 
can  operate  board,  references.  Box  353A,  B»T. 

Aggressive  combo  man  desires  position  in  Florida. 
First  class  license,  sales  training,  graduate  Amer- 

ican Institute  of  Air.  Contact  Thomas  Aaker,  407 
E.  5th  Avenue,  Oakdale,  Louisiana. 

Announcer — 7  years  experience  including  copy, 
programming,  traffic,  record  librarian.  Desires 
progressive  small  station.  Lou  Emerson,  9426 
Santa  Monica  Blvd.,  Beverly  Hills,  California. 

Versatile  announcer,  1st  class  engineer,  college 
graduate,  12  years  experience,  available  August 
1st.  Contact  Jim  Lynn,  Westmore  6-2551,  Marlin, Texas. 

Announcer,  first  phone  license.  Five  years  ex- 
perience. Desires  good  permanent  job  announcer. 

Harry  Massingale,  1930  S.  Ridgewood,  South  Day- 
tona,  Florida. 

Colored  female:  Broadcasting  school  graduate, 
all  phases  of  radio.  Z.  Palmer,  7948  Wabash, 
Chicago. 

Broadcas+ing  school  graduate.  1st  phone.  Desires 
connection  tv  engineering  and  radio  DJ.  Russ 
Randolph,  2219  N.  Parkside  Avenue,  Chicago. 

Available  September.  Six  years  staff  experience, 
college  graduate,  veteran,  family.  Prefer  east 
of  Mississippi.    Box  1867,  Bisbee,  Arizona. 

Cadillac  class  country  disc  jockey  with  television 
experience.  Sober,  references.  Available  August 
15th.    Call  Chattanooga  5-3300. 

Sportscaster-news-staff :  Strong  play-by-play.  2 
years  experience.  BA  in  radio  and  journalism. 
Vet.  26.  Ed  Turon,  3267  Lexington,  Lorain,  Ohio. 
Ph  63476. 

Technical 

Experienced  chief  engineer-announcer  with  de- 
gree.   Box  292A,  B-T. 

Situations  Wanted — (Cont'd) 

Engineering  position.  3  years  chief,  2  years  an- 
nouncing. Want  permanent  position,  preferably 

Colorado  or  southwest.   Box  305A,  B-T. 

Engineer,  announcer,  first  class  ticket,  presently 
chief  at  fulltime  network  affiliate,  competent 
maintenance,  good  announce,  DJ  potential.  Avail- 

able immediately.  Box  316A,  B«T. 

Chief  engineer  16  years  experience  administra- 
tion, maintenance,  construction.  Graduate 

C.R.E.I.,  member  I.R.E.  Married,  sober  hard  work- 
er. Best  references.  Interested  chief  progressive 

am  or  tv  operator.  Contact  Box  354A,  B-T. 

Programming-Production,  Others 

Newsman — all  phases.  Nine  years  radio  experi- 
ence.   Married.    Non-drifter.    Box  335A,  B-T. 

I've  been  called  a  "trouble  maker"  and  "hard  to 
get  along  with"  because  I'm  quick  to  spot  fal- 

lacies and  raise  a  fuss  about  them.  I've  also 
been  called  the  best  direetor-producer-announcer in  the  area.  As  a  salesman  I  netted  the  station 
$10,000  in  four  months.  I'm  looking  for  a  pro- gram director  post  where  I  can  sink  my  teeth 
into  station  operation  without  fear  of  "tender 
feelings".  Six  years  am  and  tv  experience.  Need 
a  "trouble  maker"?  Resume  or  personal  inter- 

view .  .  .  no  tapes.   Box  339A,  B-T. 

TELEVISION 

Help  Wanted 

Managerial 

Commercial  manager — leading  vhf  station  in- 
terested in  young,  aggressive  commercial  man- 

ager with  sound  business  judgement  and  execu- 
tive ability.  Must  have  successful  record  local 

and  national  sales,  preferably  some  tv  experi- 
ence. Base  salary  and  incentive  arrangement 

offer  excellent  opportunity  for  right  man  in  a 
growing  organization.  Replies  confidential. 
WSAV,  Savannah,  Georgia. 

Help  Wanted— (Cont'd) 

Salesmen 

Large  vhf  CBS  midwest  station  has  opening  for 
local  salesman.  Applicant  must  be  college  gradu- 

ate under  35  years  of  age  and  with  television. 
Above  average  opportunities.  Send  complete  de- 

tails and  snapshot  to  Box  162A,  B»T. 

Television  salesman,  Iowa,  CBS,  vhf  full  power, 
guarantee  plus  commission,  send  complete  ex- 

perience, full  details,  Box  324A,  B>T. 

Announcers 

Announcer-director  for  CBS-TV  affiliate,  medium 
market  Pennsylvania  market,  about  September 
15.  Send  tape  and  complete  resume.  Box  298A,. 

B«T. 

Wanted  .  .  .  experienced  energetic  television  an- 
nouncer. Must  have  ability  to  do  convincing  "on- 

camera"  selling,  good  authoritative  news  de- livery, and  clean  cut  astute  personality.  Send, 
tape,  photo,  and  full  information  first  letter. 
Location  medium  sized  market  in  lower  midwest. 
Box  326A,  B"T. 

King  size  vhf  in  a  wonderful  southeastern  vaca- 
tionland  offers  opportunity  to  experienced  an- 

nouncer capable  of  earning  $150  per  week  and  up 
with  base  salary  and  talent  arrangement.  Send 
resume  and  photo,  we  will  request  tape  later  if 
wanted.  Box  336A,  B'T. 

Experienced  announcer-director,  emphasis  on  live 
commercial  announcing,  prefer  man  with  direct- 

ing experience.  Commercial  vhf  located  in  col- 
lege town.  Send  photo,  complete  resume  and 

salary  to  Program  Director,  KOMU-TV,  Colum- 
bia, Missouri. 

Technical 

Need  qualified  engineer  for  permanent  position 
in  southwestern  station.  Excellent  living  condi- 

tions. No  floaters.  Give  full  details  including 
minimum  salary.  Box  267A,  B»T. 

TELEVISION  PRODUCTION  EXPERIENCED 

NORTHWEST  STUDENTS  DO  RECENT,  LIVE  REMOTE 

TELECASTS  FROM  HOLLYWOOD  GRAUMAN'S  CHINESE 

THEATER,  PREMIER  SHOWING  OF  ALFRED  HITCH- 

COCK'S LATEST  SMASH  HIT— "THE  MAN  WHO  KNEW 

TOO  MUCH",  COVERING  ARRIVAL  OF  CELEBRITIES. 

ALL  NORTHWEST  STUDENTS  RECEIVE  PRACTICAL 

TRAINING  LIKE  THIS  UNDER  DIRECTION  OF  PROFES- 

SIONALS IN  COMMERCIAL  TV,  ASSURING  YOU  OF 

TOP  PEOPLE,  EXPERIENCED  IN  OVERCOMING  EVERY- 

DAY TELECASTING  PROBLEMS.  CONTACT  JOHN  BIRREL, 

EMPLOYMENT  COUNSELOR. 

r 
NORTHWEST 

L EVI ISIO N 

hTIT 
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TELEVISION TELEVISION 
FOR  SALE— (Cont'd) 

Help  Wanted— (Cont'd) 
Technical 

Need  tv  engineers.  An  experienced  middlewest 
man  to  assist  chief  engineer  at  KELO-TV — 
KDLO-TV,  Sioux  Falls,  S.D.  Two  tv  technicians 
for  KDLO-TV,  Florence,  S.D.  Direct  replies  in- 

cluding qualifications,  references,  salary  expected 
and  returnable  photo  to  N.  L.  Bentson,  WLOL, 
554  Northwest  Bank  Building,  Minneapolis,  Min- nesota. 

Educational  noncommercial  station  needs  engi- 
neer experienced  in  control  room  operation  and 

maintenance.  Send  resume  of  experience  and 
education  with  recent  photograph.  State  mini- 

mum salary  required.  KRMA-TV,  12th  at  Welton 
Streets,  Denver,  Colorado. 

Chief  engineer — uhf  experience  General  Electric 
12  kw— KSAN-TV,  1111  Market  Street,  San  Fran- 

cisco, California.  J.  Paterson. 

Engineer  1st  class  phone,  wanted  for  transmitter 
operator  at  a  5  kw  radio  station  with  directional 
antenna  at  night  on  580  kc.  Experience  not  a 
major  requirement.  Do  not  need  car  but  will  be  a 
help.  $300.00  a  month  for  a  40  hour  week  with 
some  overtime.  Insurance  plan  and  profit  shar- 

ing. Write  to  Chief  Engineer,  WCHS,  Charleston 
24,  W.  Va. 

Operating  supervisor.  Full  experience  in  construc- 
tion, operation  and  maintenance.  New  GE- 

equipped  statirn.  Send  complete  resume  to  Chief 
Engineer,  WTTW,  1761  East  Museum  Drive,  Chi- 

cago, Illinois. 

Five  studio  engineers.  Experience  desirable.  Scale 
$85.00 — $125.00  in  2\'n  years.  P»rnanfnt  po=;«'"n«. Send  complete  resume  to  Chief  Engineer,  WTTW, 
1761  East  Museum  Drive,  Chicago,  Illinois. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G,  B'T. 

Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.    Box  509G,  B'T. 

Experienced  film  editor,  preferably  female  for 
large  eastern  vhf  station.  Must  have  television 
experience.  Foward  resume  and  salary  require- 

ments to  Box  163A,  B'T. 

Continuity  director  for  major  network  vhf  in 
southwest.  Must  have  proven  writing  ability, 
executive  experienced  or  potential,  thorough 
knowledge  of  tv  production  as  it  affects  writing. 
Send  complete  background  and  salary  require- 

ments.  Box  311A,  B'T. 

Top-flight  girl  wanted  by  central  Pennsylvania  tv 
station  to  handle  promotion  and  write  commer- 

cial copy.  Prefer  someone  with  experience  and 
proven  ability.  Attractive  salary  for  right  person. 
Contact  Jim  Curtis.  WSBA-TV.  York,  Pennsyl- vania. 

Situations  Wanted 

Managerial 

Executive,  35.  Experienced  promotional,  coop 
sales.  Former  band  leader-musician.  College 
trained  tv  and  radio.  Idea  producing  shows.  Box 
352A.  B'T. 

Announcers 

Sportscaster:  Excellent  play-by-play.  Top  reated 
television  and  radio  sport  shows.  Desires  good 
sports  television  and/or  radio  station  position. 
News  and  special  events.  On  camera  commercials. 
Presently  employed.  Box  293A,  B'T. 

Announcer — MC.  Local  success  stories.  Have  own 
show.  Also  direct.  Box  300A,  B'T. 

Situations  Wanted —  (  Cont'd  ) 
Technical 

Former  chief  am  station,  desires  a  permanent, 
responsible  position,  with  progressive  vhf  station. 
Presently  employed  at  a  maximum  power,  metro- 

politan vhf  station.  Experienced  in  all  phases  of 
tv  technical  duties.  Installation,  maintenance, 
and  operational  experience  on  all  studio  and 
xmtr.  equipment,  including  RCA  3-V  film  and 
live  color  cameras.  Box  321A.  B'T. 

Tv  technican  with  four  years  experience,  desires 
permanent  position  in  either  Ohio.  Indiana  or 
Illinois.  Family.  Best  references.  Box  341A.  B'T. 

Programm  ing-Prod  net  ion,  Oth  ers 

Young  woman  with  radio  copywriting  experience, 
graduating  from  college  late  August,  desires  start 
in  tv.  Box  277A,  B'T. 

If  your  production  staff  needs  a  responsible  mar- ried veteran  who  will  receive  his  advance  degree 
from  a  Big  10  university  this  August,  please  write 
Box  278A,  B'T. 
Cameraman,  assistant  director.  Experienced  all 
phases.  Will  relocate.  Excellent  references.  Box 
289A.  B'T. 
Director — writer.  Competent  craftsman.  Success- 

ful credits.  Opportunity  important.  Any  loca- 
tion. Box  299A,  B'T. 

Experienced  cameraman,  floorman,  married, 
sober,  reliable,  now  employed,  desire  change. 
Box  320A.  B'T. 
Director-handle  switching,  camera,  etc.  Expert 
film  editor.  Four  years  station  experience.  27. 
married.  Sincere,  hard-working.  Excellent  refer- 

ences. Relocate  anywhere.  Box  333A,  B'T. 

V/>  years  experience.  Cameraman  and  floor  man- 
ager. Presently  employed,  references.  Married. 

Desires  position  as  cameraman  or  production. 
Relocate.  C.  E.  McCabe,  810  S.  St.  Andrews  Place. 
Los  Angeles,  California. 

3  years  tv  experience  all  phases,  film  director, 
editor,  photographer.  Shoot,  process  SOF.  Organ- 

ized two  operations.  Family.  Best  references. 
Jerry  Loper.  830  South  Sheridan.  Colorado 
Springs;  Colorado.  Melrose  4-2844. 

FOR  SAT  E 

Stations 

Small  market  stations,  priced  at  or  near  costs. 
Paul  H.  Chapman  Co.,  84  Peachtree,  Atlanta. 

Construction  permit.  Will  sell  outrighft  for 
$2,250.00  or  consider  partnership.  CP  is  for  small 
market  in  upper  midwest.  Retail  sales  in  county 
23  million.   Box  230A,  B'T. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Equipment 
RCA  TT-5A  high  band  transmitter,  factor  con- 
verted  to  air  cooling.  Box  310A,  B'T.  
GE  slide  projector— tvpe  PF-3-C,  model  4-PF3-C4. 
Never  used.  Coast  $2,750.  Make  cash  offer  F.O.B. 
Sacramento.  KXOA  Sacramento  15.  California. 

Self-supporting  Leigh  tower,  179  feet,  available 
after  October  31,  1956.  Contact  Radio  Station 
WKNY,  Kingston,  New  York.  
Stabiline.  Automatic  voltage  regulators  .  .  .  brand 
new — in  original  cases.  Type  EM  6210Y — electro- mechanical. 10KVA.  Nominal  output:  230  volts. 
3  phase.  Input  voltage  range:  195-225  V.  50/60 
cycles.  3  phases.  Output  voltage  range:  220-240V. 
Output  current:  25  amps.  Mfg.  by:  Superior  Elec- 

tric Co.  Our  price  $495.00  each  FO  B..  Jersey 
City.  N.  J.  Surplus  Merchandise  Dealers.  408 
Communipaw  Avenue,  Jersey  City,  Zone  4.  New Jersey. 

To  settle  estate  will  sell  at  reduced  price  Bolex  H- 
16  Deluxe  Pan  Cinon  20-60mm,  Bolex  Unimotion, 
Weston  exposure  meter,  cases  and  large  supply 
miscellaneous  equipment.  Third  National  Bank, 
Administrator  of  Estate  of  George  W.  Jobe,  Rock- 
ford,  Illinois. 

WANTED  TO  BUY 

Stations 

Priced-right  station  wanted  by  responsible  broad- 
caster with  $25,000  initial  investment.  All  replies 

confidential.  No  brokers.  Box  329A,  B'T. 

Private  sales.  Oklahoma,  Texas,  Colorado, 
Arkansas.  Missouri,  Kansas.  Ralph  Erwin,  Li- 

censed Broker,  1443  South  Trenton,  Tulsa. 

Equipment 
Wanted:  Used  General  Radio  frequency  monitor, 
rf  bridge  150'  tower.  Box  214A,  B'T. 
Wanted — console  and  microphones — also  any 
other  used  broadcast  equipment  available.  Box 282A,  B'T.  

Wanted — record  library  45  rpm,  popular  and  west- 
ern records  only.  Box  307A,  B'T. 

Uhf  coaxial  cable  used  .  .  .  state  size  .  .  .  age, 
condition  and  price.  Box  312A,  B'T. 
Wanted  to  buy  or  trade  1  RCA  44  micro  for  1 
Shure  model  300  multi-impedance.  XEWV,  Box 93.  Calexico,  California.  

Complete  fm  station  equipment.  All  details  first 
l>-tHr.  Pathfinder  Sr^on  of  Radio.  737  11th  Street, 
N.  W.,  Washington,  D.  C. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
in  3  months.  For  details  write  Grantham  School, 
Dept.  B.  821  19th  Street.  N.  W..  Washington.  D.  C. 
FCC  nrsl  pbone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School.  Dept.  B,  1627  K  Street,  N.W..  Wash- 
ington, D.C. 

The  National  Academy  of  Broadcasting,  America's 
pioneer  professional  school,  places  radio-tv  an- 

nouncers, writers,  producers.  Send  for  list  of 
alumni,  positions  held,  and  jobs  available.  3338 
16th  Street,  N.W.,  Washington,  D.  C. 

THANKS 

GENTLEMEN 

William  M.  Bigley.  General  Manager  of 
KVMA,  Magnolia,  Ark.,  says:  ".  .  .  .  As you  know,  we  were  able  to  sell  them  (news 
programs)  in  their  entirety  to  one  sponsor, 
the  First  National  Bank  of  Magnolia  .  .  . 
We  believe  that  your  personalized  news- 

casts and  your  cooperation  in  preparing 
specific  ''pitches"  to  prospective  sponsors 
is  going  to  be  one  of  the  main  reasons  that 
your  service  will  be  received  so  enthusi- 

astically by  stations  all  over  the  country. 
.  .  .  We  find  that  by  tying-on  your  re- 

ports to  our  news  items  from  the  press 
wire,  we  can  create  a  very  individualed 

style  of  news." Thad  M.  Sandstrom.  General  Manager  of 

KSEK.  Pittsburg.  Kans.,  says:  "We're mighty  proud  of  your  service  and  our 
listeners  and  sponsors  are  quite  impressed." 
E.  H.  Keown,  Manager,  WQSN,  Charleston, 
S.  C.  says:  "We  are  most  enthusiastic 
about  our  Washington  and  foreign  cor- 

respondent. Selling  them,  across  the  board 

is  no  problem  at  all." Laurence  News  Features  offers  you  your 
own  staff  of  foreign  correspondents,  broad- 

cap- 

elves 
— ex- 

maz- 

rma- 

:ially 
FOR  SALE 

Successful  combination  Radio  and  TV  station  located  medium  sized 

market  in  Midwest.  Priced  under  $1  million.  Inquiries  invited  only  from 

successful  and  financially  qualified  operators.  NO  BROKERS.  Letters 

from  snoopers,  investigators,  and  curiosity  seekers  will  not  be  answered, 

Only  inquiries  from  reputable  known  purchasers  who  can  fully  identify 

themselves  will  be  acknowledged.  Send  replies  to  Box  331A,  B*T 

casting  over  your  station  from  the  news 
itals  of  the  world — introducing  thems 

with  your  call  letters  and  sponsors  ID's- 
clusively  in  your  area.  The  cost  is  so  a 
ingly  low  you  will  hardly  believe  it. 

*  Wire  or  write  today  for  full  info 
tion  and  an  audition  tape  produced  espec 
for  your  station 

Laurence  News  Features 
245  E.  30th  St. 

New  York  16,  N.  Y. 



 SERVICES  
Transcribed  open  end  syndicated  radio  shows  that 
local  sponsors  will  buy.  Eight  big  radio  pro- 

grams; music,  interviews,  drama,  children  and 
womens  shows.  All  lengths.  Realistically  priced. 
Request  details  and  audition  tapes.  Box  75872, 
Sanford  Station,  Los  Angeles  5,  California. 

EMPLOYMENT  SERVICES 

General  manager  for  new  radio  station  in  a  small 
market  in  Alabama.  Growing  chain  with  ambi- 

tious plans  for  expansion  requires  the  services  of 
a  settled  family  man  with  a  steady  employment 
record.  Must  have  strong  sales  background. 
Preferable  age  28  to  48.  Car  required.  There  is 
an  excellent  opportunity  for  advancement  for 
the  right  man.  Starting  salary  is  $10,000  plus 
percentage  and  potential  earnings  are  to  $16,000. 
Contact:  Mr.  Rick  Brough,  Director  of  Space  and 
Time  Sales  Personnel,  Salesmen  Unlimited 
Agency,  15  East  40th  Street,  New  York  16,  New 
York.   Murray  Hill  6-1122. 

RADIO 

Help  Wanted 

Managerial 

MANAGER  SEEKING 

OPPORTUNITY 

Prefer  man  strong  in  sales  who  has 
had  experience  as  Manager  or  Sales 
Manager  of  medium  size  station,  who 
would  like  to  join  group-owned  sta- 

tions as  Manager  of  Midwestern  5 
KW  Independent  ...  in  City  of  over 
5  00,00  0  population.  Compensation 
would  be  on  salary  and  participation 
in  profit  plus  many  other  benefits  and 
unlimited  opportunities  for  advance- 

ment. Send  facts  and  photo.  Box  348A, 

Salesmen 

RICH  REWARD 

FOR  A 

i  GOOD  RADIO  SALESMAN 

Opportunity  for  5  Star  Sales- 
man. Stop  grubbing  for  nickels  and 

dimes  and  start  digging  for  Dollarf. 
Our  big  mine  covers  the  Metropolitan 
Detroit  area  of  4%  million  population. 
Liberal  guarantee  plus  commission  but 

you  must  have  some  radio  sales  ex- 
perience to  qualify.  Give  complete 

background  and  enclose  a  recent  pic- 
ture in  your  first  letter. 

Box  185A,  B»T 

★★★★★★★★★★★★★★★★★★★★★★★★★★★★★★ 
Announcers 

COME  TO  THE 

INDIAN  COUNTRY  FOR 

REAL  WAMPUM 

Also  American  cash.  Because  of  ex- 
pansion program,  need  three  addi- 

tional staff  members.  Excellent  future 
for  all.  Permanent.  Paid  insurance 
program.  Paid  vacation.  Extremely 
fast  growing  area.  5,000  watts  Inde- 

pendent. Top  pay  for  the  area.  Only 
experienced  personnel  with  top  refer- 

ences need  apply.  Positions  open: 
Chief  Engineer-announcer;  salesman, 
some  announcing;  write-announcer. 
Send  full  particulars.  Reply  Merle  H. 
Tucker,  KGAK,  Gallup,  New  Mexico. 

 RADIO Help  Wanted— (Cont'd) 

RADIO 

EXPERIENCED  ANNOUNCER 
(No  beginners) 

Chance  to  make  good  money  while  attend- 
ing 4-Yr.  University.  Night  shift  top  5 

kw  Independent.  Must  be  good  DJ-News. 
Send  resume,  references,  tape,  picture  to: 
KTRN,  Wichita  Falls,  Texas. 

DISC  JOCKEYS! 

Tired  of  beatin'  your  head  against  the 
"I  don't  have  any  ratings"  brick  wall??? 
Want  to  murder  your  competition  .  .  . 
with  ratings,  of  course!  For  practically 
nothing,  I  am  selling  my  private,  success- 

ful formula  of  one  of  the  highest  ratings 
in  a  major  market  in  the  country.  One 
Disc  Jockey  to  a  city!  For  details  write 
to  Box  246A.  B«T 

gliilllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^ 

I       ARE  YOU  ...  I 

1  Experienced  5  years  as  radio  en-  = 
1  gineer  ?  s 

=  Thoroughly  familiar  with  AM  % 

=  and  FM  operations,  Western  Elec-  E 
=  trie  equipment  ?  % 

j|  Interested  in  becoming  Chief  En-  §§ 
E  gineer   at   top    independent   in  5 

5  major  Eastern  market — at  top  §j 

H  salary?  = 

YOU  ARE? 

=  Then  tell  us  everything  .  .  Today !  = 

|  Box  327A,  B*T  j 
^111111111111111111111111111111111111111111111111111111111111111111111111111111111111^ 

Situations  Wanted 

Announcers 

ATTENTION 

COUNTRY  MUSIC  STATIONS 
Available  soon  .  .  .  Country  DJ-Artist  Thoroughly experienced  all  phases  of  announcing.  Also  several years  experience  as  PD  and  Manager.  Can  write  copy, 
sell,  produce  jingles.  Best  of  equipment  .  .  .  guitar, PA,  wardrobe,  car.  Married,  vet.  Contact  Box  332A. B»T 

Programming-Production,  Others 

it  it 

IS 
i£ 

& 

<s 

it 
it 

it 

<t 

it 

<i 

It 

it 

it 
it 

it 

TO  GET  AHEAD! 
A  clear  thinker  and  self-starter,  with  the 
creative  know-how  to  stimulate  interest 
and  close  sales,  seeks  challenging  job  in 
New  York  City  with  broadcasting  outfit 
or  ad  agency. 
Can  lead  as  well  as  follow. 
Man  of  experience,  initiative  and  ability 
in  radio-rv  spot  and  station  sales,  sales 
development,  promotion  and  merchan- dising. 

Excellent  contacts.  Top  references. 

Box  296A,  B»T 
it 

it 
it 
it 
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Situations  Wanted —  (  Cont'd  ) 

Programming-Production,  Others 

ADVERTISING  PROMO  MANAGER 

Heavy  radio-TV  back grround— station  .  .  .  TV  Film  .  .  . 
Spot — Both  administrative  and  creative  .  .  .  Sales  and 
client,  direct  mail,  ads,  exploitation  and  P.R.,  mer- 

chandising .  .  .  Female,  references.  New  York  area. 
Box  343A,  B*T 

TELEVISION 

Help  Wanted 

WANTED:  Announcer-Directors, 

Cameramen,  Video  and  Maintenance 
Engineers — RCA  Equipped.  Send  com- 

plete resume,  pictures,  tapes,  and 
salary  expected  for  48  hour  week  to: 
Program  Director,  WUSN-TV,  Charles- 

ton, s.  c. 

Salesmen 

Dynamic  Salesman 
wanted  by 

Dominant  Station! 

A  golden  (and  we  mean  golden)  op- 
portunity for  one  man  who  likes  to  sell 

almost  as  much  as  eat — who  doesn't  like 
to  take  "no"  for  an  answer — who  believes 
in  himself  and  in  what  he  is  selling. 

He'll  be  associated  with  WXEX-TV,  the 

dominant  station  in  Richmond,  Peter- 
burg  &  Central  Virginia.  If  you  think 

you  measure  up,  we  have  all  the  ammuni- 
tion you'll  need — top  story,  top  pro- 

motion, top  pay.  Address  reply  to  Irvin 
Abeloff,  6200  Broad  St.  Road,  Richmond 
28,  Va. 

Technical 

BROADCAST 

ENGINEER 
....  to  operate  mobile  color  TV 
equipment.  Must  have  at  least  two 
years  black  and  white  video  control 
experience.  Some  maintenance  ex- 

perience desirable.  Considerable 
nation-wide  travel  involved  from 
Philadelphia  base.  Liberal  salary, 

benefits  and  expenses.  Send  com- 

plete resume. 
Box  250A,  B»T 

BUILDING?  REORGANIZING?  EXPANDING? 

THE  KEY  to  a  profitable  operation  may  be  a 
— OUALIFIED  man  on  your  staff  at 
—SUPERVISORY  or  MANAGEMENT  level  with 

—successful  DIVERSIFIED  EXPERIENCE  in 

—ENGINEERING,  OPERATIONS,  and  SALES  from 

—license  application  to  PROFITABLE  OPERATION! 

For  resume,  references,  interview,  write  Box  342A,  B«T 



TELEVISION SERVICES 
FOR  THE  RECORD 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

ASSISTANT  PROGRAM 

MANAGER  TV 

For  major  market  West  Coast  station. 
Prime  requirement  is  thorough  back- 

ground in  film  programming  with  knowl- 
edge of  current  available  feature  and  syn- 

dicated film  packages,  such  as  stars,  story 
line,  ratings,  etc.,  since  intelligent  film 
scheduling  to  be  a  major  duty.  Also  re- 

quire studio  and  remote  operational  back- 
ground, experience  in  film  room  oper- 

ating procedures  and  program  department 
personnel  assignments.  Ability  to  make 
sound  administrative  decisions  in  program 

manager's  absence  is  imperative.  Any  ap- 
plicant should  be  prepared  to  assume  re- 

sponsibility for  the  many  and  varied  de- 
tails occuring  to  a  program  manager. 

For  the  right  man  desiring  to  make  a 
move  to  the  finest  city  on  the  West  Coast 
we  are  prepared  to  pay  up  to  $10,000  per 
year. 

Box  224A,  B»T 

FOR  SALE 

Equipment 

SATELLITE  OPERATORS 

Federal  2000mc  video  microwave 

system  with  10  ft.  parabolas. 

Good  working  condition.  Audio 

channel  unit  included.  Now  ac- 

cepting offers.  Contact  J.  R. 

McKinley,  KTVR,  Denver,  Colo- 
rado. 

TOWERS 

RADIO— TELEVISION 
Antcnnai — Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland   11,  Oregon 

WANTED  TO  BUY 

Equipment 

Wanted 

RCA  TV  remote  truck  or  equivalent  con- 
taining two  or  three  Image  Orthicon 

chains.  Truck  and  equipment  must  be  in 

good  condition.  Send  photos,  equipment 

list  and  price.  All  replies  promptly  ac- 
knowledged.   Box  201A,  B«T 

FM  TRANSMITTER 

2.5  to  lOKw.  complete.  Send  details, 
price  and  conditions  to:  Radio  Pro- 
gramas  de  Mexico,  S.A.  P.O.  Box  1324 
Mexico  City,  Mex. 

i 
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VERN  KING  ENTERPRISES  f 

-  PRESENTS  - 

CUSTOM  TAPED  COMMERCIALS  

AT  IESS  THAN  LOCAL  COSTS  

Continues  from  page  94 

Any  10  one-minute  commercials  only 
$5.00  recorded  in  our  hi-fidelity  sound 
studios  by  experienced  announcers  on  the 
latest  Ampex  equipment.  (7V2IPS).  Tapes 
shipped  same  day  copy  is  received. 

Postage  paid  if  order  is  accom- 
panied by  check. 

No  charge  for  tape  if  returned  in 
30  days. 

Money    back    guarantee!!!  Send 
orders  to : 

VERN  KING  ENTERPRISES 
RECORDING  AND  PRODUCTION 

—  DIVISION  — 

Post  Office  Drawer 

353 
Melbourne,  Florida 

UPCOMING 

★★★★★★★★★★★★★★★★★★★★★★★★★★-A-*** 

INSTRUCTION 

FCC  lm  PHONE  LICKNSKS 

IN* %  TO  6  WEEKS 
WILLIAM  H.  OBOE'S— 10th  Year 

1150  W.  Olive  Aw. 
Burbank.  Calif. 

Reservations  Necessary  All  Clastes — 
Over  170(1  Successful  Students 

EMPLOYMENT  SERVICES 

r RAD n :inc 
FACTS  ABOUT  PEOPLE  AND  JOBS  FOR 

RADIO,  TELEVISION,  FILM,  AND  ADVERTISING 

For  radio,  television,  film  and  advertis- 
ing, we  specialize  in  referring  qualified 

people  to  the  jobs  in  which  they  can  be 
of  most  value. 
For  best  service,  please  be  as  complete 
as  possible  in  your  first  letter  or  tele- 

gram. Palmer  de  Meyer,  Inc. 
50  East  42nd  Street 

New  York  17,  New  York 

Paul  Baron,  Director  for  Radio-TV-Film- 
Adv.  Mu  2-7915 
No  advance  registration  fees. 
Resumes  invited  from  qualified  people. 

AUGUST 

Aug.  16-17:  RAB  western  managers'  conference, Palo  Alto,  Calif. 

Aug.  17-19:  West  Virginia  Broadcasters'  Assn., late  summer  meeting,  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va. 

Aug.  31-Sept.  1:  Montana  Radio  Stations  Inc., 
annual  meeting,  Glacier  Park  Hotel,  Glacier Park. 

SEPTEMBER 

Sept.  6-7:  RAB  midwestern  managers'  conference, French  Lick,  Ind. 

Sept.  10-11:  RAB  southern  managers'  conference, Biloxi,  Miss. 
Sept.  11-12:  CBS  Radio  convention.  Hotel  Pierre, 
New  York. 

Sept.  13-14:  RAB  northeastern  conference,  Sky- 
top,  Pa. 

Sept.  13-14:  Michigan  Assn.  of  Radio-Tv  Broad- 
casters, Hidden  Valley,  Gaylord,  Mich. 

Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 
nual meeting.  Shreveport,  La. 

OCTOBER 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition, Hotel  Sherman,  Chicago. 

Oct.  4-5:  Central  Region  A  AAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  7-10:  Western  Region  AAA  A  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  8-12:  SMPTE  semi-annual  convention,  Los 
Angeles. 

Oct.  29-30:  Second  annual  RAB  Nat'l.  Radio  Ad- vertising Conference,  Waldorf-Astoria  Hotel, 
New  York. 

NOVEMBER 

Nov.  9:  Calif.  State  Radio-tv  Broadcasters'  Assn., annual  convention,  Hotel  Clift,  San  Francisco. 
Nov.  27-28:  AAAA  Eastern  Annual  Conference, 

Hotel  Roosevelt,  New  York. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D., East    S.    D.,  Iowa, 
Neb.,  Mo. 1 

Region  7  (Mountain States  ) 

Region  8  (Wash.,  Ore., 
Calif.,   Nev.,  Ariz., 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla., 
Tex.) 

Region  2  (Pa.,  Del., 
Md..  W.  Va.,  D.  C, 
Va.,  N.  C,  S.  C.) 

Region  1  (New  Eng- 
land) 

Region  4  (Ky.,  Ohio, 
Ind..  Mich.,  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss.,  La.,  Ark., Tenn..  P.  R.) 

Sept.  Nicollet  Hotel 17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 
Sept.  St.  Francis  Hotel 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 
Oct.  Shoreham  Hotel 
11-12  Washington 

Oct.  Somerset  Hotel 
15-16  Boston 
Oct.  Sheraton  Lincoln 
18-  19  Indianapolis 

Oct.  Dinkler- 25-  26  Tutwiler Birmingham 

BROADCASTING 

TELECASTING 

THE    NEWSWEEKLY    OF     RADIO    AND  TELEVISION 

1735  De  Sales  Street,  N.  W Washington  6,  D.  C. 

START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

□  52  weekly  issues  of  BROADCASTING  •  TELECASTING  $7.00 
□  52  weekly  issues  and  BROADCASTING  Yeorbook-Marketbook  9.00 
□  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook  9.00 
□  52  weekly  issues  and  both  Yearbook-Marketbooks  11.00 

□  Enclosed  □  Bill 

name  title/ position 

company  name 

address 

city 

Please  send  to  home  address  —  — 

AIR  MAIL  SERVICE  AVAILABLE  ON  ALL  SUBSCRIPTIONS  AT  POST- 

AGE COST.  WEST  COAST  SUBSCRIBERS  ADD  $41.60  TO  ANNUAL 

SUBSCRIPTION  RATE.   COST  TO  OTHER  LOCALITIES  ON  REQUEST. 
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editorials 

What  Does  the  Advertiser  Buy? 

ACCUSATION  of  the  Federal  Trade  Commission  that  nine 

package  goods  manufacturers  who  have  participated  in  the 

CBS  "Super  Market,"  NBC  "Chain  Lightning"  and  ABC  "Mass 
Merchandising"  and  "Radiodizing"  plans  are  indulging  in  discrim- 

inatory promotional  practices  raises  anew  the  whole  question 

of  merchandising  by  broadcasters  and  other  "media. 
The  FTC  complaints,  described  as  first  of  their  kind,  are  not 

leveled  against  the  networks  for  setting  up  the  various  plans  where- 
by certain  grocery  store  chains  agreed  to  give  special  in-store  dis- 

plays to  products  advertised  on  network  stations  in  exchange  for 
free  store  plugs  on  those  stations.  Instead,  the  complaint  is  lodged 
against  the  manufacturers  who,  the  FTC  charges,  are  through  this 
procedure  giving  some  stores  favored  treatment  not  available  to 
other  retail  outlets  for  their  merchandise.  This,  the  FTC  contends, 

is  in  violation  of  the  Robinson-Patman  Act  which  outlaws  dis- 
criminatory allowances. 

It  is  not  our  purpose  here  to  discuss  the  validity  of  the  FTC 

complaints.  Such  organizations  as  General  Foods,  Coca-Cola,  P. 
Lorillard  and  Hudson  Pulp  &  Paper  are  competent  to  handle  their 
own  defense  against  any  charge  of  illegal  practice. 

Our  concern  is  rather  the  whole  concept  of  merchandising  as  it 
applies  to  broadcast  advertising.  Certainly,  there  is  nothing  wrong 

in  a  station  or  network  using  its  own  facilities  to  promote  its  own  in- 
terests. There  is  every  reason  for  a  broadcaster  to  use  airtime  for 

audience  promotion  to  attract  more  listeners  for  sponsored  as  well 
as  sustaining  programs.  But  just  as  certainly,  there  is  a  point 
at  which  promotional  activities  depart  from  the  area  of  what  is 

proper  and  become  in  effect  concealed  rate-cutting,  by  giving  the 
advertiser  more  than  his  contract  entitles  him  to. 

Just  where  the  dividing  line  should  be  drawn  between  what  sales 
help  a  broadcaster  ought  to  give  his  clients  and  what  he  should 
charge  them  for  has  not  generally  been  determined. 

Maybe  the  FTC  hearings  to  be  held  this  fall  will  help  to  clarify 
this  controversial  question  and  to  provide  some  guideposts  for  all 

broadcasters  to  follow.  We  hope  so.  Meanwhile,  we'd  like  to  repeat 
an  old  warning  about  whether  or  not  to  give  merchandising  to  sta- 

tion clients  without  charge:  When  in  doubt,  don't! 

The  Barrow  Network  Study 

OVERSHADOWED  by  the  crush  of  inquisitorial  activity  at  this 

session  of  Congress  has  been  the  quiet  "study"  of  the  networks 
undertaken  by  the  FCC's  special  staff  headed  by  Roscoe  L.  Barrow, 
the  law  school  dean  borrowed  from  the  U.  of  Cincinnati.  His  staff 

of  a  dozen  has  been  probing,  interviewing  and  button-holing  people 
in  all  walks  of  tv.  Questionnaires  have  gone  to  networks  and  sta- 

tions. Groups  representing  just  about  every  segment  of  tv  have  been 
asked,  in  closed  sessions,  to  tell  all. 

The  only  public  notices  about  the  study  group  have  come  in 

infrequent  announcements  of  personnel  appointments  and  in  com- 
ments which  may  have  been  dropped  here  and  there  by  those  inter- 

viewed, or  when  Mr.  Barrow  has  been  called  upon  to  answer  ques- 
tions of  House  or  Senate  committee  members.  (Dean  Barrow  or 

a  member  of  his  staff  usually  is  present  at  all  Hill  proceedings.) 

Mr.  Barrow  almost  invariably  ducks  when  Congressional  ques- 
tions are  asked.  He  begs  off  on  the  ground  that  the  study  is  in 

its  preliminary  phases,  and  that  the  group  may  have  something  to 
report  early  next  year,  and  by  no  later  than  June  30,  1957,  when 
its  present  $221,000  budget  runs  out. 

But  the  dean  was  cajoled  before  the  Celler  Antimonopoly  Sub- 
committee hearing  a  couple  of  weeks  ago  into  making  a  statement 

that  may  have  dire  forebodings.  He  said  that  the  basic  complaint 

of  station  representatives  "is  that  the  option  time  provision  gives  the 
networks  such  an  advantage  that  they  [the  representatives]  are  un- 

able to  compete  effectively  with  the  networks." 
Our  concern  here  is  ihat  Dean  Barrow  and  his  staff  may  not  have 

adequate  indoctrination  on  how  the  business  of  broadcasting  func- 
tions. Station  representatives  are  not  licensees.  They  do  not  com- 

pete with  the  networks.  They  represent  their  stations  in  the  develop- 
ment and  sale  of  national  spot  business. 

The  licensees — the  stations  themselves — appeared  in  large  num- 
bers before  the  Senate  Commerce  Committee  and  testified  that  net- 

works are  essential  and  that  option  time  is  a  prerequisite  to  efficient 
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and  profitable  network  operation.  They  testified  that  local  and  na- 
tional spot  business  would  suffer  if  there  were  no  option  time  be- 
cause valuable  adjacencies  would  be  lost. 

Station  representatives,  as  we  understand  them,  do  object  vigor- 
ously to  network  representation  of  affiliated  (as  distinguished  from 

their  owned  and  operated)  stations  in  national  non-network  busi- 
ness. They  contend  this  gives  the  network  opportunity  to  manipulate 

and  control  virtually  all  desirable  time.  They  complain,  moreover, 

about  network  use  of  fringe  or  non-option  time,  and  of  networks 
selling  time  on  a  spot  basis. 

We  know  of  no  reputable  representatives  who  advocate  abandon- 
ment of  networks  or  elimination  of  all  option  time.  The  representa- 
tives have  a  formidable  organization — the  Station  Representatives 

Assn.  SRA  did  not  appear  before  the  committees  of  Congress  to 

urge  any  changes  in  the  law  or  the  rules. 

Dean  Barrow's  group  would  be  wise  to  recanvass  the  station-rep- 
resentative relationship.  If  Dean  Barrow's  understanding  of  that 

phase  of  the  problem  is  as  he  portrayed  it  to  the  Celler  Committee, 

we  fear  the  Oworst  on  the  study  group's  overall  job. 

'The  Public  Is  King' 

ELMER  C.  RHODEN,  president  of  National  Theatres,  upbraids 

the  nation's  newspapers  for  committing  journalistic  suicide  by 

giving  what  he  describes  as  too  much  "free  publicity"  to  radio  and 
television.  He  based  his  observation  on  a  survey  of  16  newspapers  in 
five  metropolitan  areas. 

Mr.  Rhoden's  survey  is  rather  unorthodox.  It  measures  "pub- 
licity" which,  we  assume,  means  editorial  content  against  paid  ad- 

vertising. To  wit:  "Much  to  our  amazement,  we  found  news- 
papers are  building  up  their  biggest  competitor  for  the  advertising 

dollar,  television  and  radio,  with  publicity  running  two  to  one  for 
paid  advertising.  At  the  same  time  motion  pictures,  using  five 
times  as  much  ad  space  as  television  and  radio,  received  publicity 

and  news  on  a  ratio  of  50%  of  advertising." 
We  confess  difficulty  in  following  Mr.  Rhoden's  reasoning.  Since 

when  do  newspapers,  notably  in  metropolitan  areas,  exchange  edi- 
torial space  for  display  advertising  linage? 

If  Mr.  Rhoden's  philosophy  were  followed,  we  would  have  the 
news  columns  filled  with  comments  of  department  stores,  as  the 
largest  users  of  display  space,  and  with  columns  of  stuff  about 
proprietaries  and  laxatives,  along  with  tooth  brushes  and  trusses. 
Conversely,  the  sports  pages  would  be  devoid  of  baseball,  football, 
golf  and  amateur  events,  because  these  endeavors  do  little  or  no 
advertising. 

We  are  unfamiliar  with  newspapers  that  go  out  of  their  way  to 
give  radio  and  television  space  just  to  help  them  along.  We  always 

had  the  notion,  which  not  even  Mr.  Rhoden  can  shake,  that  news- 
papers print  what  their  subscribers  demand.  Otherwise  they  would 

lose  circulation  to  those  that  do. 

Could  it  be  that  Mr.  Rhoden  has  overlooked  the1  possibility  that 
the  public  isn't  as  movie-conscious  as  it  used  to  be  and  that  news- 

papers therefore  have  cut  their  "coverage"  to  maintain  the  editorial 
balance  that  the  public  demands? 
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Channel  11  •  NBC  in  Maryland 

LIVES 

ENTIRELY  NEW! 

Electrifying  stories  taken  from  the  private  files  of  one  of  the  best 

informed  men  on  the  Red  conspiracy — Herbert  A.  Philbrick,  FBI  Counter- 

spy. This  thrilling  series — and  this  is  the  brand  new  series — is  one  of  the 

most  popular  ones  on  television  today.  It's  available  for  co-sponsorship 

with  Harry  C.  Weiskittel  Co.,  makers  of  famous  Real  Host  Ranges. 

AVAILABLE  FOR  CO-SPONSORSHIP. ■■  MONDAYS  AT  7:00  P.M. 

WE'LL  TALK  TO  YOU  IN  TERMS  OF 

Llil 

Nationally  represented  by  EDWARD  PETRY  &  CO.,  INC. 



Some  reasons  why 

are  the 

Sellingest 

stations 

in  the  Heart 

of  the  Nation i 

BEA  JOHNSON  (McCall  Magazine  "Golden  Mike"  awa 
winner),  Director  of  Women's  Activities  for  KMB 
KFRM  and  KMBC-TV,  has  one  of  the  most  loyal  auc 

ence  groups  on  record.  Her  "Happy  Home"  shows radio  and  television  provide  women  in  the  Heart 
America  with  a  service  they  love.  Recently,  when  B 
was  hospitalized  with  a  minor  illness,  her  fans  sent  h 
1,512  get-well  cards  and  letters.  With  such  a  faithf 
following  of  personally  interested  listeners,  no  wond 
Bea's  brand  of  selling  gets  such  amazing  results! 

BUCKEY  WALTERS,  platter-spinner  deluxe,  brings  a  Ne 
Selling  Sound  to  KMBC-KFRM  by  punctuating  cor 
mercials  and  chatter  with  clever  piano  background 

Buckey's  audience  has  grown  steadily  in  just  six  sho 
months,  as  is  evidenced  by  this  recent  mail  respons 
Two  one-minute  requests  asking  listeners  to  write 
giving  their  age  and  the  number  in  their  family  broug 
3,653  replies.  The  only  inducement  was  the  promise 
a  printed  Valentine  cookie  pattern.  With  this  kind 

audience  action,  it's  easv  to  see  how  sponsors  are  so 
on  KMBC-KFRM! 

JIM  LEATHERS,  Associate  Farm  Service  Director,  do< 
an  outstanding  selling  job  on  any  item  with  a  run 
appeal.  One  recent  experience  points  up  the  dramat 

pulling  power  of  Jim's  personality:  On  his  6:45  a.n 
program,  a  major  fertilizer  manufacturer  offered  a  fre 
highway  atlas  and  fertilizer  booklet.  It  was  a  region! 
promotion;  with  ten  radio  stations  and  farm  papei 
being  used,  in  addition  to  KMBC-KFRM.  Cost-pei 
inquiry  breakdowns  showed  KMBC-KFRM  lowest  wit 
90c  . . .  other  costs  ranked  from  $1.12  to  $12.16.  Anothc 
example  of  KMBC-KFRM  radio  that  sells  as  it  serves 

Radio  advertising  can  "tell"  or  it  can  "sell."  If  your  audience 
listens  with  only  half  an  ear  —  distracted  by  gimmicks  and 
monotonous  programming  —  chances  are  your  commercial 
message  is  told  rather  than  sold. 

But  —  if  you  penetrate  the  buying  consciousness  of 
your  listeners  with  skillful  commercial  handling  .  . .  delivered 
in  an  atmosphere  of  good  taste  by  personalities  who  are 
known  and  respected  by  the  audiences  they  serve  .  . .  then 
you  have  a  formula  for  selling  that  really  gets  results. 

And  that's  the  kind  of  selling  you  get  on  KMBC-KFRM! 
Example:  In  a  recent  mail  pull  promotion  by  a  local  savings 
and  loan  company,  KMBC-KFRM  pulled  430  requests  from 
15  commercials  as  compared  to  275  from  17  commercials 

SAM  MOLEN,  KMBC-KFRM  and  KMBC-TV  Sports  D 
rector,  oversees  one  of  the  most  powerful  radio  sporl 
services  in  the  broadcasting  business.  In  addition  to  h: 
three  daily  radio  and  nightly  TV  sportscasts,  Sam  dot 
a  heavy  schedule  of  special  sports  events,  tournament 
etc.;  and  helps  coordinate  the  major  league  baseba 

broadcasts  of  the  Kansas  City  A's  network  which  serve 
47  stations  in  seven  states  from  KMBC  as  key  statioi 
This  is  the  second  successful  season  for  these  broadcast 
under  the  sponsorship  of  the  Schlitz  Brewing  Compan; 

Last  year's  ratings  snowed  that  59.9%  of  the  radio  aud 
ence  in  the  Heart  of  America  enjoyed  baseball  c 
KMBC-KFRM! 

which  were  aired  on  a  gimmick  station. 
Your  commercials  are  staged  amid  a  back  drop  of  fresl 

exciting,  new  program  ideas  ...  a  forceful  format  of  Ne1 
Sounds  that  is  daily  capturing  a  bigger  and  bigger  share  c 
audience  in  the  Heart  of  America.  The  latest  Pulse  show 

vividly  this  trend  to  KMBC-KFRM  programming.  Th 
KMBC-KFRM  gain  in  total  rating  points  was  more  tha 
three  times  that  of  the  next  station  .  . .  and  two  other  majc 
stations  in  the  market  actuallv  lost  ground ! 

If  you're  after  radio  results,  look  to  KMBC-KFRM  t 
deliver  the  goods!  Peters,  Griffin,  Woodward,  Inc.  can  te 
you  who,  what,  when,  where  and  how  to  buy  for  maximui 
sales  success. 

KMBC^  Kansas  City      KFRM  fa*  tne  State  of  Kansas 

Peters.  Griffin. 
Woodward.  i»t. 

|f^i
n  th< 

of  America 

DON  DAVIS,  First  V-P  and  Commercial  t 
JOHN  SCHILLING,  V  P  and  General  M 
GEORGE  HIGGINS,  V  P  and  Sales  Mgr. 
MORI  GRE1NER,  Director  of  Television 
DICK   SMITH,   Director   of  Radio 

and  in  television,  the  Swing  is  to  KMBC-TV 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 
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Proof  off  dominance  I 

June  1956  figures*  give  WXEX-TV 

more  viewers 

per  rating  point 

Number  of  TV  homes 
in  Grade  B  area 

TV  homes  per  rating  point 
projected  to  Grade  B  area 

WXEX-TV 205,000 
2,050 

STATION  B Hilllll^^ 

STATION  C 1  74,800 

1 ,748  j 

•  WXEX-TV  delivers  16.9%  more  TV  homes  than  Station  B— 17.3%  more  than  Station  C. 

•  WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 

•  Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

•Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated 
by  Kear  &  Kennedy  (consulting  radio  engineers,  Washington,  D.  C.)  from  information 
on  file  with  FCC,  and  based  on  latest  available  ARF  figures  updated  to  June  1,  1956. 

The  dominant  station  serving  Richmond, 

Petersburg  and  Central  Virginia 

BUSINESSWEEKLY 

MO  AND  TELEVISIOf 

Tom  Tinsley,  President     NBC  BASIC — CHANNEL  8     Irvin  G,  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 
Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 



Big  Aggie  Land 

Pop.  2,277,000 

Retail  Sales 

$2,496,402,000 

Effective  Buying  Income 

$2,971,126,000 

Big  Aggie  Land 

One  of  the  few  Major 

markets  in  the  nation  where 

TV means Taint  Visible 

WNAX  radio  — the  BASIC  buy  in  Big  Aggie  Land 

of  the  WNAX  coverage  area  has  less  than  50%  TV  penetration 

43
* 

of  the  WNAX  coverags  area  has  less  than  25%  TV  penetration 

Yes,  radio  is  the  basic  medium  in  Big 
Aggie  Land.  It  is  the  only  effective 
way  to  sell  in  this  majcr  U.  S.  market, 
for  a  very  simple  reason:  no  other 
medium  comes  even  close  to  penetrating 
and  covering  the  Big  Aggie  market. 

And,  Big  Aggie  Land  is  a  major  market 

In  population,  effective  buying  income, 
and  retail  sales  it  ranks  alongside  such 
important  markets  as  Philadelphia,  Los 

Angeles,  Detroit.  It  is  one  of  the  rich- 
est agricultural  areas  in  the  nation — 

with  12.2%  of  the  nation's  farms  pro- 

ducing 18.7%  of  the  nation's  total  cash 
farm  income.  Big  Aggie  Land  is  made 

up  of  parts  of  5  states — Minnesota,  the 
Dakota  s,  Nebraska,  and  Iowa — which 
are  welded  into  one  market  by  a  radio 
station  .  .  .  WNAX-570. 

Only  WNAX-570  delivers  this  major 
market 

In  total  Weekly  Audience  among  radio 

stations  in  the  Big  Aggie  area,  WNAX- 
570  holds  a  lead  of  more  than  100,000 
families  over  the  second  station.  In 
the  most  recent  listener  daily  surveys, 

WNAX-570  had  the  top  rating  in  97.3% 

of  the  500  quarter-hours  measured.  Be- 
cause it  is  one  of  the  major  markets 

in  the  nation,  Big  Aggie  land  belongs 
on  your  market  list.  And,  remember 
there  is  only  one  logical  medium  to  use 

in  this  land  where  TV  means  T'aint 
Visible — the  radio  station  that  domi- 

nates, is  actually  an  institution  in  the 

great  Upper  Missouri  Valley  .  .  . 
WNAX-570. 

Ask  your  Katz  man  for  detailed  facts 
and  figures  on  the  amazing  power  and 
influence  of  WNAX  radio  in  one  of 

America's  richest  market  areas. 

WNAX-570 Don  D.  Sullivan,  Advertising  Director. 

YANKTON,  SOUTH  DAKOTA Under  the  same  management  as  KVTV 

Channel  9,  Sioux  City. 

A  Cowles  Station  •  CBS  Radio 



We  Keep  "Good  Company"  in 

V 

WTHI  -  TV   .   CHANNEL  10 

TERRE  HAUTE,  INDIANA 

A 

180,920 

TV  HOMES 

69th  TV 

MARKET 

REPRESENTED     NATIONALLY     BY     THE     BOLL1NG,  CO. NEW   YORK  —  CHICAGO 

Published  every  Monday,  with  Yearbook  Numbers  (53rd  and  54th  issues)  published  in  January  and  July  by  Broadcasting  Publications,  Inc.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C... under  act  of  March  3,  187P. 
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12th  in 

manufacture 

instruments 

Among  the  television  markets  foremost  in 

the  manufacture  of  instruments  and  re- 

lated products,  the  Channel  8  Multi-City 

Market  ranks  twelfth,  based  on  production 

figures  for  America's  top  100  counties 

(SALES  MANAGEMENT  '  'Survey  of  Buying  Power' ' 

—May  10,  7956).  This  is  just  one  phase  of 

the  widely  diversified  industry  which  makes 

the  WGAL-TV  Channel  8  market  a  buying 

market  for  your  product. 

STEINMAN  STATION 

Clair  McCol lough,  Pres. 

CASTER,  PENNA. 

NBC  AND  CBS 

CHANNEL   8    MULTI-CITY  MARKE 

Representative 

the  MEEKER 

New  York 

Chicago 

company,  inc. 

Los  Angeles 

San  Francisco 316,000  WATTS 
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closed  circuit: 

ALL  sorts  of  gossip  has  pervaded  Madi- 
son Ave.  about  imminent  high  level 

changes  at  NBC,  including  move  of  Robert 

Sarnoff  from  NBC  presidency  to  executive 
post  at  RCA  parent  company.  Thes?  can 
be  discounted  on  high  authority.  Manie 

Sacks,  staff  vice  president  of  both  RCA 
and  NBC,  now  is  spending  about  90%  of 
his  time  at  NBC,  but  looks  to  day  when  he 
can  return  full  time  to  53d  floor  (RCA), 

doing  occasional  trouble-shooting  assign- 
ments in  subsidiary  companies. 

B»T 

EASY  CHAIR  REPORTING  •  Willard 

M.  Kiplinger,  proprietor  of  Kiolinger's news  letters  and  publisher  of  Changing 

Times,  is  covering  political  conventions  by 

"remote  control"  from  his  Washington 
headquarters.  While  staff  members  will 
be  in  Chicago  and  San  Francisco,  famed 
Washington  editor  will  do  his  job  by  tv, 

"with  two  sets  going  all  the  time."  Mr. 
Kiplinger  avers  that  if  he  did  go  to  conven- 

tion cities,  he  wouldn't  get  "smell  of 
arenas"  anyway  since  he  wou!d  sit  in  his 
hotel  room  and  direct  his  staff  on  basis  of 
tv  coverage. 

B»T 

IF  ROCKEFELLER  interests  proceed  with 

plans  to  develop  "Color  City"  in  area  ad- 
jacent to  Radio  City  New  York,  NBC  will 

become  prime  tenant.  Area  includes  Roxy, 

one  of  world's  largest  theatres,  which would  be  subdivided  into  several  color  tv 

studios.  NBC's  general  headquarters  would 
move  to  new  development.  Project  re- 

portedly is  in  blue-print  stags,  with  NBC 
development  engineers  engrossed  in  pre- 

liminary sketching  of  their  anticipated 
needs. 

ALARM  •  Excitement  prevailed  in  broad- 
cast circles  last  week  after  release  by  A1C 

of  its  new  plan  to  equalize  tv  facilities  in 

top  200  markets  [B»T,  July  30].  Plan 

was  labeled  "Petition  for  Reconsideration" 
and  filed  with  FCC  July  26.  Some  broad- 

casters who  would  be  affected  realized  sud- 

denly that  10-day  rule  for  replies  technical- 
ly would  apply,  meaning  onnositions 

should  be  in  by  Aug.  6  (today).  FCC  legal 
authorities  asserted  this  technically  was 
correct,  but  that  as  practical  matter,  no 
action  is  imminent  with  FCC  in  recess  and 

that,  moreover,  no  rights  could  be  pre'u- 
diced  since  rule-making  would  be  entailed 
on  each  individual  change  proposed,  with 
customary  notice  and  procedural  processes 
involved. 

B»T 

NEW  YORK  political  insiders  see  more 

than  meets  eye  in  Rep.  Enanuel  Celler's 
tv-monopoly  side-show  invading  networks, 
agencies  and  talent,  to  resume  in  New  York 
in  September.  Hearings  start  in  advance 

of  New  York  State  Democratic  conven- 

tion and  one  of  b'g  question  marks  is 
whether  septuagenarian  Sen.  Herbert  Leh- 

man will  run  again.  If  he  doesn't,  story 
goes,  Mr.  Celler,  now  chairman  of  House 
Judiciary  Committee,  might  rid?  into 

nomination  on  crest  of  tv-hearing  publicity 
wave. 

B»T 

IS  CRASH  COMING?  Big  push  on  FCC  s 

"crash"  research  and  development  pro- 
gram on  uhf  will  come  this  week.  Chair- 
man McConnaughey,  in  residence  for  one 

week  during  August  summer  recess,  is  ex- 
pected to  start  ball  rolling  by  arranging 

meeting  with  top  broadcasting  and  manu- 
facturing officials  to  lay  groundwork  for 

general  meeting  early  in  fall  to  get  project 
underway.  Still  seriously  considered  is 

establishment  of  non-profit  organization  to 
act  as  coordinator  of  program  and  also 
available  to  receive  gifts,  donations  and 
grants.  Alternative  proposal  is  expected 

in  mid-September  Bowles  Committee  re- 
port to  Senate  Commerce  Committee 

recommending  multi-million  appropriation 
by  Congress  for  technological,  economic 
and  social  study  of  tv  and  radio  spectrum 
through  contracts  with  universities  and 
research  labs. 

B»T 

NOBODY  is  talking.  Principals  in  Federal 
Trade  Comniission  complaint  against 
grocery  products  manufacturers  have  been 
keeping  mum  on  charges  they  violated 

Robinson-Patman  Act  by  using  merchan- 
dising services  of  radio  and  tv  stations 

[B»T,  July  30],  as  have  networks  whos?  sta- 
tions are  involved.  Fear  is  expressed  in 

some  broadcast  circles  that  defendants  may 
sign  cease  and  desist  order,  putting  in 
jeopardy  major  area  of  broadcast  mer- 

chandising and  promotion  activities. 

LOEW'S  LOOKING  •  Loew's  Inc.,  which 
has  announced  intentions  of  full-scale 
activity  in  tv,  is  considering  acquisition  of 

number  of  tv-radio  station  properties — 
among  them  Storer  Broadcasting  Co.  sta- 

tions which  might  possibly  be  on  market  in 

light  of  existing  multiple-ownership  quota 
limitation.  (Storer  has  announced  that  it 

will  sell  only  if  required  to  do  so.) 

B»T 

MEANWHILE,  MGM,  Loew's  subsidiary, 

reportedly  is  negotiating  with  "several" 
networks  on  sale  of  feature  film  packages 
drawn  from  its  extensive  reservoir,  on  what 
is  described  by  Charles  C.  (Bud)  Barry, 

head  of  tv  operations,  as  "either/ or"  basis. 
If  package  sales  are  mad?  to  networks  for 

national  sponsorship  (entailing  multi-mil- 
lion figures),  then  junior  libraries  will  be 

offered  individual  stations.  If  network 

deals  do  not  jell,  senior  sales  will  b  '  syndi- 
cated to  individual  stations.  Library  con- 

tracts will  b?  for  5,  7  or  10  years  with  un- 
limited runs;  nntwork  packages,  however, 

will  be  for  individual  showings,  with  39, 

52  or  78  features  available.  Loew's  also 
has  eyes  peeled  for  international  market, 

perhaps  to  greater  degree  than  other  film 
producers.  Arthur  Loew,  new  president, 

is  former  president  of  Loew's  International 
com  piny,  and  his  right  bower,  George 
Muchnic,  is  currently  vice  president  of 

Loew's  International. 

B»T 

SOME  RECESS  •  There's  no  letup  in  tele- 
vision probing  by  Congressional  commit- 

tees, even  with  adjournment  of  Congress. 
NBC  and  C3S  last  week  were  bombarded 
with  another  demand  from  Chairman 

Emanuel  Celler  (D-N.  Y. )  of  House  Anti- 
Trust  Subcommittee,  supplementing  re- 

quest made  June  14.  New  interrogatory 

seeks  all  data  in  networks'  files  from  Jan. 
1,  1948,  to  date  dealing  with  tv  relations 
with  FCC,  whatever  their  nature.  Sought 

is  all  correspondence  with  FCC  or  mem- 
bers of  its  staff,  covering  allocations, 

policies  and  operations,  plus  inter-office 
memoranda  and  reports  on  telephone  con- 

versations. Subcommittee  plans  hearings 
in  New  York  to  begin  in  September. 

B«T 

LOOK  for  announcement,  perhaps  this 
week,  that  Wendell  Campbell,  former  vice 
president  in  charge  of  CBS  Radio  Spot 

Sales,  has  joined  General  Teleradio  as  na- 
tional sales  manager  of  owned  and 

operated  stations. B»T 

CASUALTY  LIST  •  Booz,  Allen,  Hamil- 

ton survey  of  NBC  personnel  and  opera- 
tions, underway  since  May,  may  be  ready 

in  about  month.  Few  top  level  changes 

are  foreseen,  though  it's  foregone  conclu- sion that  recommendations  for  economies 

will  be  made,  with  some  personnel  dele- 
tions entailed. 

B»T 

O'NEIL  OWNERSHIPS  •  Unique  problem 

faces  FCC  involving  fabulous  O'Neil 
family.  William  M.  (Bill)  O'Neil,  son 
of  W.  O'Neil,  General  Tire  head,  is  seek- 

ing FCC  approval  of  $600,000  purchase  of 
WWPB-AM-FM  Miami  from  Paul  Brake. 

He  will  own  75%  and  J.  W.  Lemmon, 

25%.  Both  were  in  operation  of  WJW 
Cleveland,  sold  in  1954  to  Storer  for  $330,- 

000.  Since  Bill  O'Neil  has  family  interest 
in  General  Tire,  which  owns  RKO  Teleradio 
Pictures  Inc.  (but  holds  no  office  in  either 

company),  and  since  RKO  Teleradio  owns 
present  ceiling  of  am  stations  (seven), 

question  has  arisen  whether  Miami  sta- 
tion acquisition  should  be  construed  as 

eighth  outlet  for  RKO  Teleradio.  Bill 

O'Neil  has  suggested  his  interest  in  Gen- 
eral Tire  be  placed  in  trusteeship.  RKO 

Teleradio  stations  are  WOR  New  York, 
WNAC  Boston,  KHJ  Los  Angeles,  WHBQ 

Memphis,  WEAT  West  Palm  Beach, 

KFRC  San  Francisco,  and  WGMS  Wash- 
ington. Commission  staff  studying  situa- 

tion now  to  lay  before  FCC  when  it  re- 
sumes after  summer  hiatus  Aug.  29. 
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WTIX  passes  the  30%  mark  in  the  morning 

.  still  in  1st  place  all  day  long,  by  a  big  margin  in 

New  Orleans,  a  city  with  11  radio  stations. 

Still  Spiralling ! 

WTIX  .   .     .  .  26.0% 

Station  "A"   14.1% 
Station  "B"  .  .     .  10.6% 
Station  "C"    8.0% 
Station  "D"  .  .  .   7.9% 
Station  "E"   .  6.8% 
Station  "t"    6.7% 
Station  "G"    6.1% 
Station  "H"    5.1% 
Station  "I"    5.1% 
Station  "J"    4.8% 

With  each  passing  day  WTIX  upward  growth  goes  on.  30.37c 

of  the  average  morning  audience  dials  WTIX  ...  a  new  high  to  date." 
Of  220  weekly  quarter  hours,  170  (another  new  high)  belong  to 

WTIX,  who  also  has  40  2nd  place  quarters,  10  thirds  .  .  .  and  not  a 

single  one  lower!**  WTIX  is  the  only  New  Orleans  radio  station  show- 

ing consistent  share  gains.  This  continuing  trend  in  listening  is 

accompanied  by  a  growing  trend  in  time-buying  as  more  and 

more  advertisers  discover  the  pulling  power  of  The  Storz  Stations' 

news,  music,  and  ideas.  Every  moment's  a  good  moment  on  WTIX. 

Spend  a  moment  with  Adam  Young,  or  WTIX  General  Manager, 

Fred  Berthelson. 

*  Hooper  Radio  Index,  7  a.m. -6  p.m.,  Mon.-FrL,  May-June,  1956. 
**  Hooper  Continuing  Measurement  of  Broadcast  Audience, 
April-June,  1956. 

"The  Storz  Stations" 

President:  Todd  Storz 

b/n
x 

New  Orleans  16,  La. 

WDGY,  Minneapolis-St.  Paul 
Represented  by 

Avery-Knodel,  Inc. 

KOWH,  Omaha 

Represented  by 

H-R  Reps,  Inc. 

WHB,  Kansas  City 
Represented  by 

John  Blair  &  Co. 

WTIX,  New  Orleans  WQAM,t  Miami 

Represented  by  Represented  by 
Adam  J.  Young,  Jr.  John  Blair  &  Co. 

t  Transfer  subject  to  FCC  approval. 
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at  deadline 

POWER  TELECASTERS  TO  ELECT  OFFICERS 

DURING  MEMBERSHIP  MEETING  THIS  WEEK 

BUSINESS  BRIEFLY 

RATIFICATION  of  by-laws  of  Assn.  of  Maxi- 
mum Service  Telecasters  and  election  of  perma- 
nent officers  and  directors  are  main  achieve- 

ments expected  of  next  Friday's  (Aug.  10)  mem- 
bership meeting  in  Chicago,  according  to  Jack 

Harris,  KPRC-TV  Houston,  temporary  chair- 
man of  the  new  organization. 

It  is  anicipated  that  some  80  to  100  tv  sta- 
tions will  be  represented  at  Chicago  meeting, 

called  for  Friday  morning  at  Edgewater  Beach 
Hotel,  Mr.  Harris  said.  AMST  is  now  incor- 

porated as  non-profit  Delaware  corporation 
with  by-laws  that  must  be  ratified  by  general 
membership,  he  noted  [B»T,  July  16]. 
AMST  by-laws  provide  for  15  directors  to  be 

elected  at  annual  membership  meetings  to  be 
held  in  January  and  for  directors  to  elect  offi- 

cers— president,  one  or  more  vice  presidents, 

secretary  and  treasurer — "immediately  follow- 
ing adjournment  of  the  annual  meeting."  Mr. Harris  said  he  looks  for  new  board  and  officers 

to  be  elected  for  more  than  five-month  terms, 
perhaos  to  serve  until  January  1958. 
AMST  membership  will  receive  recommenda- 

tions of  legal  committee  regarding  appointment 
of  Washington  counsel  for  action  at  this  meet- 

ing and  also  will  consider  establishment  of 
permanent  AMST  headquarters  offices  in  Wash- 

ington.   Engineering  committee  will  report  on 

progress  toward  launching  nationwide  engineer- 
ing study  of  tv  propagation  and  reception,  both 

vhf  and  uhf,  for  which  Washington  engineering 
firm  of  A.  D.  Ring  &  Assoc.  has  already  been 
retained,  with  Howard  T.  Head,  partner  in  Ring 
organization,  assigned  to  AMST  [B*T,  June  25]. 

Mr.  Harris  said  that  equipment  for  making 
field  measurements  is  already  being  acquired 
for  survey  and  expressed  hope  that  actual  work 
of  measuring  tv  signals  will  get  under  way  by 
Sept.  1. 

Temporary  board  will  meet  Thursday  to  pre- 
pare agenda  for  membership  meeting  on  Friday, 

Mr.  Harris  said,  with  new  board  to  meet  im- 
mediately following  conclusion  of  membership 

session.  First  actions  of  new  board,  he  pre- 
dicted, will  be  to  elect  permanent  officers  and 

to  appoint  large  membership  committee  of  tele- 
casters  from  all  parts  of  country  to  acnnaint 
eligible  stations  not  able  to  send  representatives 
to  Chicago  meeting  with  its  achievements  and 
to  sign  them  up  as  AMST  members. 

Any  U.  S.  tv  station,  uhf  as  well  as  vhf,  is 
eligible  for  AMST  membership  if  it  renders 

maximum  service  "by  operating  at  maximum 
effective  radiated  power"  authorized  by  FCC 
as  of  July  1,  1956.  Dues  are  highest  quarter- 
hour  rate,  payable  twice  annually. 

Justice  Sues  Philodelphia 

Stations  in  Rate  Case 

DEPARTMENT  of  Justice  announced  Friday 
it  had  filed  civil  complaint  against  Philadelphia 
Radio  &  Television  Broadcasters  Assn.  and 

eight  radio  stations  in  Philadelphia  federal 
court.  Action  is  companion  case  to  criminal 
indictment  handed  down  by  Philadelphia  grand 

jury  against  same  group  late  in  June  [B«T, 
July  2]. 

In  civil  action,  Justice  Dept.  charges  organi- 
zation and  stations  since  1952  have  agreed  to 

maintain  and  refrain  from  deviating  from  pub- 
lished advertising  rates  for  sale  of  station  time. 

Complaint  asks  court  to  terminate  alleged 

agreements  and  to  issue  injunction  against  pur- 
ported practices. 

Named  as  defendants  are  WHAT,  WPEN, 
WIP,  WFIN  (FM),  WDAS,  WBTG,  WJMJ  and 
WCAU,  all  Philadelphia.  Named  as  a  co- 

conspirator but  not  defendant  is  Westinghouse 
Broadcasting  Co.,  which  operated  KYW  Phila- 

delphia until  January  1956,  when  it  was  sold 
to  NBC. 

Westinghouse-NBC  transfer  is  subiect  of 
Philadelphia  grand  jury  investigation,  still  un- 
derway. 

Revlon  ReDortedlv  Buying 

Another  Big  Giveaway 

REVLON  Products  (cosmetics),  which  sponsors 
$64,000  Question  and  $64,000  Challenge  on 
CBS-TV,  reported  Friday  to  be  set  to  sponsor 
Most  Beautiful  Girl  in  World  program  with 

$250,000  top  prize,  on  NBC-TV  in  Monday 
9-9:30  p.m.  spot,  probably  starting  latter 
part  of  September.  Agency  is  BBDO,  New 
York.  Revlon  also  will  alternate  with  Ameri- 

Bkoadcastino  •  Telecasting 

can  Tobacco  Co.  in  sponsorship  of  NBC-TV's 
Big  Story,  Fridays  at  9:30-10  p.m.  Both  pro- 

grams are  scheduled  on  three-weeks-out-of-four 

basis.  Most  Beautiful  will  oppose  CBS-TV's 
high-rated  /  Love  Lucy. 

Biq  Ed  Johnson  Defies 

FCC  with  Colorado  Booster 

COLORADO  Gov.  Edwin  C.  Johnson,  who 
was  sometimes  called  unofficial  boss  of  FCC 

while  he  was  serving  as  U.  S.  Senator  and  chair- 
man of  its  Commerce  Committee,  is  up  to  old 

tricks.  He  issued  executive  order  Friday  per- 
mitting Steamboat  Springs,  Colo.,  tv  dealer  to 

relay  Denver  tv  station  signals  to  Steamboat 
Springs. 

FCC  has  brought  actions  against  unlicensed 
boosters  of  similar  kind  in  Pacific  Northwest. 
Gov.  Johnson  appointed  Steamboat  Springs 

dealer  member  of  his  staff  "to  protect  him 
against  reprisals  from  the  FCC." 

CBS  SHOW  ON  ABC 

CBS-TV  Film  Sales'  Navy  Log  will  be 
carried  on  ABC-TV  next  season  with 
American  Tobacco  Co.  (Pall  Mall  ciga- 

rettes) as  alternate-week  sponsor,  Charles 
Abry,  ABC-TV  national  sales  manager, 
announced  Friday.  Program,  produced 

by  CBS-TV  in  cooperation  with  U.  S. 
Navy  and  seen  on  CBS-TV  during  past 

year,  will  be  scheduled  in  ABC's  Wed. 
8:30-9  p.m.  EDT  spot,  starting  Oct.  17. 
Agency  for  Pall  Mall  is  Sullivan,  Stauf- 
fer,  Colwell  &  Bayles,  New  York. 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  43. 

MERICIN  BUYS  WESCHELL  •  Seaboard 

Drug  Co.  (Mericin,  for  rheumatic  and  arthritic 
pain  relief),  through  Carlos  Franco  Assoc.,  N, 
Y.,  signs  to  sponsor  Walter  Winchell  newscasts 
on  Mutual  (Sun.,  6-6:15  p.m.  EDT),  effective 

Sept.  9. 
CLASSY  COVERAGE  •  J.  A.  Folger  &  Co. 

(coffee),  Kansas  City,  Mo.,  planning  52-week 
television  spot  announcement  campaign  start- 

ing Sept.  9  in  more  than  75  markets,  using 
Class  A  time  for  20-second  announcements 
and  station  identifications.  Cunningham  & 
Walsh,  N.  Y.,  is  agency. 

NEW  TV  CLIENT  •  Charles  Pfizer  &  Co., 
Pfizer  Labs.  Div.,  N.  Y.,  last  Friday  announced 
details  of  its  first  television  campaign,  coincid- 

ing with  company's  entry  into  proprietary  drug 
(over-the-counter)  field.  Through  its  agency, 
Frank  Kaus  Adv.,  N.  Y.,  Pfizer  has  launched 

tv  film  spot  announcement  campaign  for  Bona- 
dettes  (motion  sickness  tablets)  in  10  markets, 
and  is  preparing  tv  film  spot  campaign  for  new 
product,  Candettes  (throat  lozenges),  to  start 
in  November  in  undetermined  number  of  mar- 

kets. Filmed  announcements  were  produced  by 
Lance  Productions.  N.  Y. 

LONG  SCHEDULES  •  C.  F.  Mueller  Co. 
(macaroni),  Jersey  City,  N.  J.,  planning  spot 
schedule  in  television  starting  Oct.  1  for  39 
weeks  in  half-dozen  cities  and  its  annual  radio 
schedule  Sept.  3  in  about  18  cities  for  26,  39, 
and  52  weeks,  depending  on  market.  Agency 
is  Scheidler  &  Beck,  N.  Y. 

RADIO  RESUMED  •  Hill  Bros  coffee,  San 
Francisco,  through  N.  W.  Ayer  &  Son,  N.  Y., 
planning  to  increase  frequency  of  spots  in  its 
television  markets  and  will  resume  most  of  its 
radio  list,  dropped  last  spring,  effective  Sept. 
3.  Advertiser  now  is  in  about  75  radio-tv  mar- 

kets, and  when  resumption  of  list  occurs,  will 
be  in  about  100  markets. 

HIGH  TEST  TUSSLE  •  Shell  Oil  Co.,  N.  Y.. 
to  introduce  its  new  Super  Shell  gasoline, 
which  will  compete  with  Golden  Esso,  will  use 

one-month  radio  and  television  spot  announce- 
ment campaign  in  nearly  50  markets.  Schedule 

starts  immediately.  J.  Walter  Thompson  Co., 
N.  Y.,  is  agency. 

VICK  VENTURE  •  Vick  cough  syrup,  N.  Y., 

originally  planning  to  use  more  than  dozen 
southern  markets,  will  also  use  number  of 

scattered  northern  markets  for  radio  spot  an- 
nouncement campaign  starting  Oct.  8  and  Oct. 

29,  depending  on  market.  Contract  length 

ranges  from  13  to  18  weeks.  Morse  Interna- tional. N.  Y.,  is  agency. 

MAGAZINE  BUYS  •  Crowell-Collier  Pub.  Co. 

launching  $80,000-plus  campaign  on  NBC-TV 
and  NBC  Radio  later  this  month  for  both 

Collier's  and  Woman's  Home  Companion. 

Through  Grey  Adv.,  N.  Y.,  Collier's  is  buying into  Today  on  Aug.  30,  31  and  Sept.  4;  on 
Continues  on  Page  9,  Column  3 
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As  the  "London  Illustrated  News"  sees  KCMO's  New  Tower 

...  the  World's  TALLEST  self-supported  Tower! 
.  ,  .  it's  the  object  of  world-wide  interest  .  .  .  and  in  Kansas  City  it's  the  signal  of  success,  for, 
according  to  ARB  and  PULSE  (Apr,  7-13,  1956),  KCMO  is  the  No.  1  station  in  most-viewed 
quarter-hours  and  most-viewed  shows! 

KANSAS  CITY SYRACUSE 

WW 

OMAHA 

W  \  w 

RADIO 

81 0  kc 
CBS 

TV annel  5 

CBS 

RADIO     \  TV 
620  kc.  \  Channel  £ 

A       CBS      \  CBS 

©  \  o 
RADIO 

91 0  kc. ABC 

TV 
Channel  5 

Repr.j.nfett   by   KATZ   AGENCY  INC. 

RADIO     \  TV 

590  kc.    \  Channel  6 

I     CBS       \  CBS 

JOHN  BLAIR  &  CO.       BLAIR  TV,  INC. 

MEREDITH  cutd  7e6&6ti<w  STATIONS 

affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  magazines 
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PEOPLE 

at  deadline 

RCA  Says  Zenith  Grew 

On  Use  of  RCA  Inventions 

ZENTTH  Radio  Corp.  owes  its  growth  to  use 
of  RCA  inventions  and  technical  aid  and  any 
profit  losses  it  sustained  may  hnve  resulted  from 

"errors  in  bus'ness  judgment,"  PC \  contended 
in  brief  pnswering  Zenith  $61,750  305  anti-trust 
suit  in  U.  S.  District  Court  at  Chicago.  RCA 

again  den;ed  it,  a'<~>ng  with  General  Electric 
Co.  and  Western  Electric  Co.,  had  cons-'red 
to  monopolize  world  export  sales  of  radio-tv 
equipment.  RCA  cited  growth  bv  Zenith  in 
assets  and  gross  income  from  1927  to  1955. 
Zenith  dam^e  counterclaim  is  scheduled  for 

jury  tn'!>l  before  District  Court  Judge  Michael 
Ignp  Oct.  1. 
Meanwhile,  Zenith  reported  net  income  of 

$2  530,824  for  fi^st  s'x  months  of  1956  com- 
pared to  $3.126  061  first  fn'f  of  last  year,  and 

consolidated  sales  of  $65,370,935  against  $71.- 
455,702  for  same  re'ative  periods. 

WJBF  (TV)  Recovers  Fast 

After  Transmitter  Fire 

WJBF  (TV)  Augusta,  Ga.,  hoped  to  be  back  on 
air  with  NBC-TV  and  ABC-TV  network  serv- 

ice Saturday  after  $400,000  fire  destroyed  trans- 
mitter building  early  Friday,  J.  B.  Fuqua,  pres- 
ident, told  B»T.  He  said  25  kw  DuMont 

transmitter,  housed  in  fireproof  room,  had  sur- 
vived. DuMont  factory  engineers  flew  to  Au- 
gusta Friday.  Tower  and  antenna  escaped 

damsge. 
With  new  camera  chains  and  other  gear  being 

flown  in,  Mr.  Fuqua  hoped  to  be  back  on  full 
network-local  service  tomorrow  (Tuesday), 
using  old  colonial  house  close  to  North  Au- 

gusta, S.  C,  transmitter  as  temporary  site.  He 

said  new  bui'ding  will  be  erected.  Cause  of  fire, 
which  occurred  after  Thursday  night  shutdown, 
had  not  been  determined.  Loss  is  fully  cov- 

ered by  insurance. 

Four  Station  Sales 

Announced  Friday 
SALES  of  four  radio  stations  announced  Fri- 

day, largest  being  $244,000  purchase  of  KFXM 
San  Bernardino,  Calif.  Others  involve  KWBU 
Corpus  Christi,  Tex.,  KWG  Stockton,  Calif., 
and  WDOB  Canton,  Miss.  All  are  subject  to 
FCC  approval. 

KFXM  was  sold  by  President-Manager  Wit- 
lard  Hasbrook,  Ernest  McCook,  Robert  Mccdy 
and  associates  to  group  operating  KAFY 
Bakersfield.  KAFY  group  includes  Manager 
L.  Benton  Paschall,  Howard  L.  Tullis  of  Tullis 
Adv.,  Lcs  Angeles,  and  John  P.  Hearne,  San 

Francisco-Los  Angeles  broadcast  attorney.  Mr. 
Hearne  also  has  ownership  in  KVEN  Ventura, 
Calif.,  and  KUAM  Agana,  Guam.  Mr.  Has- 

brook will  continue  as  KFXM  manager. 
KWBU,  50  kw  davtime  on  1030  kc,  is  owned 

by  Texas  Baptist  Convention.  Sale  price  is 
$150,000  plus  $50,000  for  non-competing  agree- 

ment. New  owners  will  be  Mrs.  Frances  Ga- 

guine  (wife  of  Benito  Gaeuin^,  Washington 
radio  attorney),  22%;  Cresslenn  Oil  Co.  (repre- 

sented by  Vice  President  Glenn  Alexander), 
16%;  Harry  Hayes,  KWBU  manager,  11%;  Ben 
F.  Vaughan,  Corpus  Christi  attorney,  11%,  and 

I    seven  others. 

KWG  was  sold  by  James  E.  Longe  and  Lewis 

Broadcasting    •  Telecasting 

VEST  POCKET  TV 

NEW  entry  in  networks'  lightweight 
equipment  derby  announced  late  Friday 
by  ABC.  Officials  said  ABC-TV,  in  its 
Philco-sponsored  coverage  of  political 
conventions,  will  use — along  with  porta- 

ble equipment  already  announced — new 
German-developed  camera  that  weighs 
10  ounces,  is  four  inches  long,  and  less 
than  two  inches  in  diameter.  Cables  link 
it  with  transmitter. 

B.  Saslaw  to  Douglas  D.  Kahle  and  Robert  J. 

Ramsey  for  $85,000.  Mr.  Kah'e  owns  KWIN 
Ash'and-Medford,  Ore.,  and  for  past  year  was 
general  manager  of  KNTV  (TV)  San  Jose, 
Calif.  Mr.  Ramsey  is  owner  of  Carmel,  Ca'if., 
hotel.  KWG,  owned  for  many  years  by  Mc- 
Clatchy  Broadcasting  Co.  before  being  sold  to 

Messrs.  Longe  and  Saslaw,  operates  on  1 2  ~ 0  kc 
with  250  w.  Messrs.  Kahle  and  Ramsey  an- 

nounced they  will  seek  additional  radio  prop- 
erties in  western  states. 

WDOB  was  sold  bv  J.  D.  Bishop,  James  T. 

Ownby  and  Ann  Davis  to  W.  E.  Farrar,  H'i«h 
H-«hes  and  Mr.  and  Mrs.  R.  E.  Hook  for 
000.  S°'e  of  station.  1  kw  davt'^e  on  1170 
kc,  was  negotiated  through  Paul  H.  Chapman 
Co. 

WQED  Commercial  Coverage 

Of  Conventions  Opposed 

REQUEST  of  WQED  (TV)  Pittsburgh,  edu- 
cational outlet,  to  carry  Democratic  and  Re- 
publican conventions  commercially  was  op- 

posed by  NARTB  Friday  in  letter  to  FCC. 
WQED  also  asked  to  carry  election  returns 
on  sponsored  basis  in  petition  filed  at  FCC 
July  20. 

In  its  petition,  WQED  said  NBC  coverage 
would  not  be  provided  in  Pittsburgh  area  un- 

less request  was  granted,  describing  broad- 
casts as  "public  service  having  educational 

value."  Sponsorship  was  sought  because  "of 
expensive  and  abnormal  use  of  WQED's  fa- 

cilities." 
Writer  R.  Powell  Jr.,  NARTB  attorney,  in 

opposing  WQED  petition,  stated  NARTB  would 
not  oppose  request  if  telecast  carried  on  non- 

commercial basis. 

Oscar  Levant  Canceled 

OSCAR  LEVANT  show  on  KCOP  (TV)  Los 

Angeles  was  canceled  by  carpet  dealer-spon- 
sor Al  Terrence  last  week  because  of  Mr. 

Levant's  alleged  use  of  "blue"  material  and  at- 
t*i~l-s  on  Vice  President  Richard  Nixon.  KCOP 
official  said  Friday  station  was  through  with 
show,  too. 

Guam  Tv  Goes  on  Air 

FIRST  commercial  tv  station  on  island  of  Guam 

is  to  begin  operation  today  (Mondny),  Harry 

Engle  Jr.,  president,  KUAM-AM-TV  there,  an- 
nounced Friday.  Like  KUAM-AM,  new  tv  sta- 

tion is  NBC  affiliate  and  will  serve  population 
of  100,020,  including  large  Navy  and  Air  Force 
bases,  Philippine  community  of  15,000  and 
civilian  community  of  46.000. 

JOHN  W.  McPHERRIN,  former  publisher  of 

American  Magazine,  joining  NBC-TV  as  gen- 
eral program  executive,  specializing  in  long- 

range  editorial  planning  for  network's  partici- 
pating programs,  Today,  Home,  and  Tonight. 

He  also  has  been  vice  president  of  Crowell- 
Collier  Pub.  Co.,  which  is  discontinuing  Ameri- 

can Magazine  effective  with  August  issue 
[B»T,  July  2].  Before  joining  American,  Mr. 
McPherrin  was  with  Hearst  magazines  as  editor 
of  American  Druggist  and  later  as  associate 

publisher  of  Cosmopolitan. 

DANIEL  H.  SMITH,  vice  president  and  as- 
sistant manager,  WTVT  (TV)  Tampa,  Fla.,  joins 

WFLA-AM-TV  Tampa  as  manager  of  opera- 
tions. Mr.  Smith  was  technical  director  and 

manager  of  operations  of  WCSH-TV  Portland, 
Me.,  before  joining  WTVT. 

ROBERT  S.  TAPLINGER,  who  heads  own 
public  relations  firm  and  at  one  time  was  studio 
publicity  director  at  Warner  Bros.,  named  vice 

president  of  publicity  and  advertising  for  War- 
ner under  six  year  contract,  succeeding  late 

Mort  Blumenstock. 

MDNROE  MENDELSOHN,  recently  sales  pro- 
motion director  of  Guild  Films  Co.,  N.  Y.,  and 

previously  in  similar  capacity  with  United  Tele- 
vision Programs,  N.  Y.,  named  director  of  sales 

promotion  for  MGM-TV,  new  television  depart- 
ment of  Metro-Goldwyn-Mayer,  with  head- 

quarters in  New  York. 

RICHARD  FOERSTER,  timebuyer  on  Kellogg 
account  at  Leo  Burnett  Co.,  Chicago,  and  with 

agency  past  four  years  also  in  research  and 
merchandising  capacities,  to  WBBM-TV  Chi- 

cago as  account  executive  effective  Aug.  13. 

FRANK  BIBAS,  for  past  year  vice  pr-sident- 
executive  producer  of  Roland-Reed  Tv  Inc., 
L.  A.,  named  to  board  of  directors  and  given 

full  autonomy  for  all  commercial  sales  and  pro- 
duction. For  six  y^a^s  he  headed  film  opera- 

tions for  McCann-Erickson,  N.  Y. 

Funeral  services  were  held  in  Indianapolis 

Friday  for  EARL  W.  KURTZE,  68,  who  for- 
merly operated  Chicago  Artists  Bureau  until 

early  this  year.  He  died  at  home  of  his  sister 
in  Indianapolis  Thursday.  Mr.  Kurtze  was  as- 

sociated with  WLS  Chicago  and  WLS  National 
Barn  Dance  for  30  years  before  retiring  and 
was  agent  for  number  of  stars,  including 

George  Gobel,  Gene  Autry  and  Andrews  Sis- 
ters. In  addition  to  his  sister,  Mrs.  Florence 

Thompson,  other  survivors  include  his  two 

sons,  Larry  and  Richard. 

•   BUSINESS  BRIEFLY 

Continues  from  page  7,  column  3 

Monitor  Sept.  1-2.   Through  Needham,  Louis 
&  Brorby,  N.  Y.,  Companion  is  buying  into 
Today,  Home,  Tonight,  Bandstand,  Monitor  and 
Chet  Huntley  News  to  plug  September  issue. 

CALIFORNIA  CAMPAIGN  •  Eventually 
shooting  for  national  distribution,  William  B. 
Reilly  Co.,  New  Orleans,  is  starting  California 
radio-tv  campaign  for  Luzianne  coffee  on 
KRCA  (TV)  and  KNX  Lcs  Angeles  with  pros- 

pect of  adding  other  markets  in  state  later  this 
year.  Western  agency  for  Luzianne  is  Heintz 
&  Co.,  L.  A. 

SYNDICATE  SEARCH  •  Glamorene  Tnc.  (rug 

cleaner),  N.  Y.,  looking  for  syndicated  tv  pro- 
gram to  be  placed  nationally,  as  well  as  for 

availabilities  to  complete  80-market  lineup  for 
13-week  $37,500  tv  spot  campaign  starting  first 
week  in  September.  Also  on  tap:  test  tv  spot 
campaign  for  new  product  identified  by  agency, 

Product  Services  Inc.,  N.  Y.,  only  as  "definitely 

not  a  cleanser." 
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Everybody  loves  a  baby . . . . 

Here's  what 

LIBBY  BABY  FOODS 

Sponsor  in  25  Markets  (1955-56) 

SAYS  ABOUT  THE  SHOW: 

"The  ratings  we  are  getting  bear  out  the 

fact  that  Baby  Time  is  delivering  a  large 

audience  of  young  mothers.  In  some  mar- 

kets we  are  getting  nearly  50%  of  all 

mothers  with  babies  one  year  old  and 

younger  —  that's  pretty  near  to  saturation. 

Moreover,  Baby  Time  is  outpulling  many 

competing  programs  which  are  supposed  to 

offer  more  in  the  way  of  entertainment, 

programs  which  have  a  potential  audience 

that  includes  young  and  old,  mothers  and 

non-mothers.  Our  salesmen  are  enthusias- 

tic about  Baby  Time." 

Produced  by  Herbert  S.  Laufman 
Executive  Producer, 

James  A.  Jennings,  Jr. 

 w  .  A 

HOW  "BABY  TIME"  SCORES  IN  RATINGS 

1956—  Daytime 

/U|aA/»a  #  n     rr  att l  r  l  o     In  New  York  City:  ARB  rates  it 
vtllvAwU.  •  •  •  •  0.U       JCAI  I  Lc  O.O       No.  2  in  a  seven  station  market. 

In  Norfolk  and  Miami:  Leads  all 

SAN  ANTONIO  6.8   EL  PASO  14.0  -7 ti  ion       to  ARB In  LoUISVille:  "Baby  Time"  gets 

f*DECM   DAV    lAIICf  Q  L  47.7%  of  the  audience. 
UK ttfl  BAT,  WIM.  V.O  In  Pittsburgh— KOKA-TV:  Aver- 

ages 10.8  rating  at  2:00-2: 15  p.m. 

Produced  in  cooperation  with  American  Medical  Association 

This  is  a  unique  and  powerful  "plus."  It  means  that  the  products  presented  in  the  show,  inevit- 
that  what  this  program  presents  will  be  treated  ably  must  inherit  prestige,  and  will  therefore 

as  authoritative  by  its  viewers.  It  means,  further,  be  given  additional  respect  and  consideration. 
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and  every  sponsor  will  love 

Format-Each  "Baby  Time"  program  discusses  and  illustrates  a  particular  phase  of  child  care 

and  training.  Discussion  is  non-technical  and  it  is  enlivened  by  utilizing  a  real  baby  and  mother. 

Nurse  Warren  works  with  the  baby  and  mother  to  graphically  demonstrate  the  discussion. 

Dr.  Bauer*  adds  pertinent  medical  comments  and  professional  evaluation.  He  particularly  di- 

rects his  comments  to  uncovering  the  myths  and  misconceptions  that  so  often  cause  mothers 

unnecessary  fears  and  anxieties. 

Informative,  Yet  Entertaining- Not  a  clinical,  sick  room  or  laboratory  approach.  "Baby  Time" 

material  is  presented  for  easy  comprehension  .  .  .  with  warmth  and  humor,  yet  with  obvious 

authority — and  spiced  with  smile  provoking  scenes  of  baby.  Dr.  Bauer's  "family  doctor"  manner, 

and  Nurse  Jane  Warren's  charm  and  natural  sincerity,  create  a  warm  rapport  with  the  viewer 

that  makes  for  loyal  responsive  audiences. 

Young  Mothers  are  the  Biggest  Buyers 

According  to  Parents  Magazine,  among  all  women,  young  mothers  are 

the  biggest  buyers.  And  according  to  "Progressive  Grocer",  which  sur- 

veyed 8,500  women  in  six  cities,  the  Young  Mother  "group"  spends  67% 

more  money  for  food  than  all  other  women. 

Here  is  an  eager,  responsive,  receptive  audience  for  you  to  tap  — 

an  audience  that  is  ready,  willing,  and  able  to  be  persuaded  to  buy 

your  product  enthusiastically  and  immediately! 

52  episodes  of  this  new  15-minute  TV  film  show  are  available. 

Can  be  used  once,  twice,  or  three  times  a  week. 

Phone,  wire,  or  write  for  audition  print,  brochure,  and  prices. 

Right  now,  practically  the  entire  country  is  "open." 

WALTER  SCHWIMMER  CO. 

*  Dr.  Bauer  is  Director  of  Health  Education  for  the  A.M. A. 
Jane  Warren  is  a  registered  nurse. CHICAGO:  75  E.  Wacker  Drive,  Franklin  2-4392 

NEW  YORK:  527  Madison  Ave.,  Eldorado  5-4616 

CANADA:  S.  W.  Caldwell,  Ltd.,  447  Jarvis,  Toronto,  Walnut  2-2103 
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IN  BUFFALO 

SUPER 

MERCHANDISING 

PLAN 

THE  BUY! 

*  30  one  minute  SPOTS  WEEKLY 
ON  WBNY  AM  .  .  .  concentrated 

coverage  that  brings  results  for  a 
long  list  of  top  national  advertisers. 

THE  BONUS! 

tIt  Bi-weekly  reports  on  yours  and 

your  competitor's  shelf  space  in 
100  super  markets. 

■A"  12  FM  spots  also  aired  into  100 
supers  every  week, 

■^r  100  guaranteed  one  week  displays 
in  supers  every  13  weeks. 

Only  Restriction!    One  Product 
Each  Classification  .  .  . 

Hurry  Contact 

BURKE-STUART 

National  Representatives 

CHECK  PULSE . . .  WE'RE  ...  UP  ...  UP 

 IN  REVIEW  

FIVE  STAR  MATINEE 

IT  SEEMED  ALMOST  like  old  times,  listen- 

ing to  the  first  edition  of  NBC's  new  Five  Star 
Matinee  mystery  July  30.  The  half-hour  radio 

dramatization  of  Faith  Baldwin's  "Night  of  the 
Execution"  recalled  network  radio  of  old,  radio 
in  the  days  before  it  started  on  its  frenetic 

course  of  going  everywhere  and  doing  every- 
thing, when  it  was  possible  to  find  fulfillment 

in  15  minutes  or  a  half  hour. 

The  network's  idea  of  breaking  into  the  soap 
opera  schedule  with  a  complete  mystery  each 
afternoon  is  a  good  one.  Listeners  can  be 
grateful  for  the  name  authors  represented, 
Faith  Baldwin,  Fannie  Hurst  and  such,  whose 
fortune  it  is — judging  from  the  July  30  sample 
■ — to  have  their  work  translated  into  dramatic 

radio  that  doesn't  rely  too  heavily  on  the  20- 
year-old  cliches.  Faith  Baldwin's  opening  story 
provided  the  classic  elements  of  mystery:  blood- 

letting, suspense  and  romance,  none  of  which 

demands  to  be  taken  seriously.  It's  nice  to 
know  there's  more  available  to  lighten  weekday 
afternoons. 

Production  costs:  Approximately  $2,000  per 
show  or  $10,000  per  week. 

Broadcast  sustaining  on  NBC  Radio,  Monday- 
Friday,  3-3:30  p.m.  EDT. 

Producer:  John  Cleary;  director:  Kenneth  Mac- 

Gregor;  story:  "Night  of  the  Execution"  by 
Faith  Baldwin  adapted  by  George  Lefjerts. 

FRANKIE  LAINE  TIME 

THE  FACT  that  CBS-TV  has  again  settled  on 
Frankie  Laine  as  the  summer  replacement  for 
Arthur  Godfrey  is  in  itself  indication  that  his 

show  has  possibilities.  The  fact  that  he  isn't 
on  year-round  is  perhaps  the  final  verdict,  how- 

ever, that  the  show  isn't  ready  for  the  big  time. 
Mr.  Laine  can  put  across  a  song,  although  his 

special  style  necessarily  limits  his  appeal  to  a 
smaller  group  than,  for  example,  a  Como  or  a 
Crosby.  But  if  he  has  a  talent  for  smoothly 

bridging  the  gaps  between  songs,  it  wasn't  ap- 
parent in  last  Wednesday's  premiere.  Those 

contrived  gags — like  Anita  Ekberg's  beating 
him  out  of  a  mink  because  her  wiggle  could 

get  more  audience  response  than  his  singing — 
only  spoiled  what  otherwise  might  have  been 
a  pretty  pleasant  hour. 

All  the  show  really  needs  is  a  little  shaking 
down,  and  a  little  less  effort  on  the  part  of  the 

m.c.  It's  unlikely  to  make  anybody's  "must" 
list,  but  some  judicious  doctoring  could  keep 

the  channel-hoppers  in  their  chairs. 

Production  costs:  Approximately  $22,500. 

Sponsored  by  Toni  Co.  through  North  Adv.; 
Bristol-Myers  Co.  through  Young  &  Rubicam; 
Pillsbury  Mills  through  Leo  Burnett  and  Kel- 

logg Co.  through  Leo  Burnett  on  alternating 
basis.  Toni  and  Bristol-Myers  alternate  for 
first  half-hour  and  Pillsbury  and  Kellogg  for 
last  half-hour,  on  CBS-TV,  Weds.,  8-9  p.m. 

Director:  Mel  Ferber;  producer:  Charley  An- 
drews; assistant  producer:  Paul  Orr;  writers: 

Harvey  Orkin,  Shelly  Keller  and  Lou  Salo- mon. 

NBC  BANDSTAND 

BLAME  opening  performance  jitters  for  the 
fact  that  the  initial  simulcast  of  NBC  Band- 

stand was  not  up  to  expectations.  Certainly 

enough  "names"  to  insure  sure-fire  musical 
entertainment  were  present  for  the  first  show 

July  30  —  including  such  noted  bandleaders 
as  Jimmy  and  Tommy  Dorsey,  Larry  Clinton, 

Russ  Morgan,  Johnny  Long  and  Claude  Thorn- 
hill  and  songwriter  Johnny  Mercer,  all  of  whom 

were  guests  of  the  week's  host  bandleader,  Guy Lombardo. 

There  were,  however,  numerous  dialogue 
and  musical  fluffs  (including  a  violin  that 
failed  to  emit  sound)  and  surprisingly  coy  and 
awkward  introductions  of  the  guest  stars.  It 

was  not  until  the  final  number — an  all-star 

rendition  of  "Twelfth  Street  Rag"— that  the 
program  really  got  going. 

Broadcast  on  NBC-TV,  Mon.-FrL,  10:30-11 
a.m.  EDT  (also  on  NBC  Radio). 

Projects  supervisor:  William  R.  Goodheart  Jr.; 
producer:  Thomas  Naud;  director:  Max 

Miller;  program  supervisor:  Julian  Bercovici; 
assoc.  director:  Paul  Freeman;  technical  di- 

rector: Larry  Elikann;  writer:  Bill  Gammile. 

TIC  TAC  DOUGH 

AS  THE  TITLE  makes  plain,  NBC-TV's  new 
Monday-Friday  noontime  (12-12:30  p.m.)  se- 

ries is  a  variation  of  the  old  children's  game, 
to  which  a  few  gimmicks  and  the  chance  to 
win  money  have  been  added.  Two  contestants 
alternately  select  boxes  and  answer  a  question 

from  the  category  with  which  the  box  is  la- 
beled. After  each  round  of  two  questions,  the 

categories  shift  to  different  boxes.  A  correct 
answer  puts  an  X  or  an  O  in  the  selected  box; 
three  in  a  row  (horizontally,  vertically  or  diag- 

onally) win  the  game. 

A  game  is  worth  $100  to  the  winner,  but 
the  value  rises  by  $100  each  time  the  center 
box  (most  important  to  the  game  and  obtained 

only  by  answering  an  extra-hard  question)  is 
selected.  If  the  game  is  a  tie,  the  contestants 
play  another  game  at  the  same  financial  level. 
On  Tuesday,  two  tie  games  kept  raising  the 
ante  until  the  winner  got  $500  for  his  time 
and  trouble. 

The  winner  may  take  his  winnings  and  retire 
or  remain  to  compete  against  a  new  contestant, 
risking  the  chance  of  losing  what  he  has  gained 

if  he  is  defeated.  Monday's  winner,  the  Rev. 
John  Stadtlander,  retained  his  championship 

on  Tuesday  by  defeating  Mrs.  David  Lester,  a 
lady  lawyer,  and  agreed  to  return  the  next  day 
to  try  to  add  to  the  $1,300  he  had  already  won. 

Jack  Barry,  host  on  Tic  Tac  Dough,  is  pleas- 
antly self-effacing,  making  the  game  the  thing 

and  the  contestants  the  important  people  in  the 
studio,  a  trick  other  contest  conductors  could 
well  imitate.  An  inoffensive  time-killer,  Tic 
Tac  Dough  lacks  the  more  positive  virtue  of 
aggressive  competition  that  draws  the  viewer 

back,  program  after  program,  and  seems  un- 
likely to  survive  the  first  frost. 

Production  costs:  Approximately  $7,500  per 
week. 

Broadcast  on  NBC-TV,  Mon.-FrL,  12-12:30 

p.m.  EDT. Packager-producer:  Barry  &  Enright  Produc- 
tions; NBC  executive  producer:  Hudson 

Faussett;  director:  Edward  King;  program 

supervisor:  Robert  Noah. 

THREESCORE  AND  FIVE 

HIGHSPOT  of  NBC  Radio's  first  program  on 
old  age  in  America  came  when  a  70-year-old 
working  farmer  (ineligible  for  social  security) 

blundy  exclaimed  that  he  was  "disgusted"  be- 
cause those  of  his  contemporaries  collecting 

social  security  and  old  age  benefits  had  more 
income  than  he  made  from  his  farm. 

There  were  other  human  interest  touches  in 

this  first  session  on  the  significance  of  the 

growing  proportion  of  older  people  in  this 

country  today.  There  was  the  retired  72-year- 
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"The  Giant 

of  Southern 

Skies" 

More  Now  Than 

Ever  Before  .  .  . 

WFBC-TV 

SWAMPS  COMPETITION 

IN  CAROLINA 

5 -COUNTY* PULSE  SURVEY 

•  WFBC-TV  had  all  15  of  the  "Top  Fifteen  Once-A- 

Week  Shows"! 

•  WFBC-TV  had  all  70  of  the  "Top  Ten  Multi-Weekly 

Shows"! 

THE  PULSE,  INC.  5-COUNTY  AREA  TELEPULSE  SHARE  OF 

TELEVISION  AUDIENCE  JUNE  1-7.  1956 

Time TV Setsi/Trtjr*  T\T  Station  Station  Station  Other 
in  UseVV  r  D^   1  V      B  C  D  Stations 

SUNDAY 

12  Noon-6:00  P.M. 

6:00  P.M.-Midnight 

28.8%  56% 

47.6%  52% 

22% 
22% 

13% 

15% 

5% 

8% 

4% 

3% 

MON.  THRU  FRL 

7:00  A.M.-12  Noon 

12:00  Noon-6:00  P.M. 

6:00  P.M.-Midnight 

14.6%  61% 

23.4%  63% 

44.4%  51% 

31%  8%  0%  0% 

18%  15%  4%  0% 

18%     15%    12%  4% 

SATURDAY 

8:30  A.M.-12  Noon 

12:00  Noon-6:00  P.M. 

6:00  P.M.-Midnight 

25.0%  61% 

24.9%  47% 

52.6%  55% 

35%  0%  4%  0% 

25%  9%  16%  3% 

18%     15%     8%  4% 

*  The  five  counties  are  Greenville,  Anderson,  Greenwood  and 
Spartanburg,  S.  C,  and  Buncombe  (Asheville)  N.  C.  .  .  .  counties 

with  Population  of  611,400;  Incomes  of  $787,290,000;  and  Retail 

Sales  of  $549,606,000. 

For  further  information  about 

this  PULSE  Survey,  and  about  the 

Total  WFBC-TV  Market,  contact 

the  Station  or  WEED,  our  National 

Representatives. 

WFBC-TV 
Represented  Nationally  by 
WEED  TELEVISION  CORP. 

WFBC-RADIO  (NBC  AFFILIATE) 
is  Represented 

Nationally  by  AVERY-KNODEL 

NBC  NETWORK 

Channel  4 

WFBC-TV 
Greenville,  S.  C. 

IN  REVIEW' 

old  who  claimed  he  had  more  income  now  than 

when  he  was  employed  (he  watches  his  invest- 
ments and  has  built  up  a  tidy  little  portfolio). 

There  was  the  closing  interview  with  a  68- 

year-old  refugee  on  relief  who,  in  broken  Eng- 
lish and  with  heartwarming  gratitude,  quoted 

his  social  worker  "lady":  'This  is  America  and 
America  takes  care  of  its  people." 

The  NBC  six-part  series,  the  first  of  which 
ran  July  25,  is  moderated  by  that  78-year-old 

youngster,  H.  V.  Kaltenborn.  Mr.  Kaltenborn's 
clipped,  precise  phraseology  lends  just  the  right 
amount  of  specificity  to  the  subject  matter.  The 
series  is  based  on  a  Twentieth  Century  Fund 

report  on  "Economic  Needs  of  Older  People." 
The  first  was  on  income.  Others  will  take  up 

work,  health,  housing,  retirement  and  a  sum- 

mary. Mr.  Kaltenborn's  authoritative  com- 
ments were  highlighted  by  taped  interviews 

with  oldsters  all  over  the  country.  These  gave 
the  subject  a  personal  touch  which  otherwise 
could  have  been  a  dry  and  cold  review  of  sta- tistics. 

There  was  some  good  meat  in  the  first  pro- 
gram, and  we  imagine  a  lot  of  65-year-olds  and 

those  nearing  that  "threescore  and  five"  will  be 
gaining  much  knowledge  from  this  series.  Cer- 

tainly Mr.  Average  Citizen  who  pays  taxes  and 
who  is  interested  in  the  social  as  well  as  the 
economic  aspects  of  old  age  should  gain  greater 
understanding  of  this  segment  of  our  popula- 

tion which  today  numbers  14  million  and  which 
by  1975  is  expected  to  reach  20  million. 
Production  costs:  Approximately  $800  per 

show. 

On  NBC  Radio,  Wednesdays,  10:30-11  p.m., 
sustaining.  Writers:  Harold  Blum  and  Wil- 

liam Welch;  producer:  Dorothy  Culbertson; 
director:  George  Boutsas;  researcher:  Harold 
Blum.  Narrator:  H.  V.  Kaltenborn.  Pro- 

duced under  Twentieth  Century  Fund  grant. 

SEEN  &  HEARD 

ONE  would  get  the  idea  that  psychopathic  case 
studies  have  found  their  niche  in  NBC-TVs 
Kaiser  Aluminum  Hour.  In  the  three  presenta- 

tions to  date,  the  audience  has  been  thoroughly 
exposed  to  the  frightening  advances  of:  (a)  an 

Oedipus-hexed  G.  I.  ("The  Army  Game"),  (b) 
a  homicidal  sheriff  ("Man  on  a  White  Horse"), 
and  last  week,  (c)  a  schizophrenic  teenager  who 
nearly  drove  a  widowed  mother  (and  this  re- 

viewer) to  wit's  end  in  a  gripping  story  by  M.  A 
Ellis  titled  "Roar  of  the  Lion."  A  smooth  pro- 

duction from  the  very  beginning  (a  seven- 

minute  "hook")  to  the  final  curtain,  "Lion" made  full  and  excellent  use  of  the  assorted 

talents  of  Nancy  Kelly,  Ann  Shoemaker  and  a 
youngster  named  Clifford  Tatum.  Young  Mr. 

Tatum  might  easily  give  Patty  ("The  Bad 
Seed")  McCormack  a  run  for  the  money  as 
the  most  easily  despised  stage  brat  in  the  history 
of  histrionics. 

BOOKS 

TELEVISION  AND  RADIO,  by  Giraud 

Chester  and  Garnet  R.  Garrison.  Appleton- 
Century-Crofts,  Inc.,  35  W.  32nd  St.,  New 
York  1,  N.  Y.  652  pp.  $6.50. 

THE  SECOND  edition  of  a  book  which  the 

authors  wisely  call  "an  introduction"  to  the 
broadcast  media,  is  a  completely  updated  work 
to  encompass  the  changes  that  have  occurred 
in  the  six  years  since  the  first  edition  came  out. 
The  first  half  of  the  massive  volume  deals  with 
broadcasting  as  a  part  of  the  American  scene 
and  the  way  in  which  the  advent  of  first  radio 
and  latterly  tv  has  changed  that  scene.  The 
second  half  takes  the  reader  into  the  broadcast 

studio  to  study  the  technique  of  getting  pro- 
grams on  the  air.  All  in  all,  Television  and 

Radio  succeeds  very  well  in  introducing  the  lay- 
man to  this  complex  and  fascinating  field. 
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THE  ONLY  STATION 

IN  PHILADELPHIA 

THAT  HAD  RATING 

INCREASES  IN  EVERY 

QUARTER  HOUR 

DAY  AND  NIGHT 

OVER  THE  SAME 

REPORT  LAST  YEAR* 

*PULSE  March-April  '55  &  '56  "J" 

REPRESENTED  NATIONALLY  BY  GILL-PERNA,  INC.  New  York,  Chicago,  Los  Angeles,  San  Francisco 
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OPEN  MIKE 

Financing 

KIDDER, 

PEABODY 

&f  CO.— 

•  Offers  outstanding  fa- 

cilities for  the  issuance 

of  equity  or  debt  secu- 

rities,either  by  private 

placement  or  through 

public  offering. 

•  Has  arranged  private 

financings  aggregat- 

ing $700,000,000  in 

the  past  five  years 

and  has  underwrit- 

ten over  $1  billion  ot 

public  offerings  in 

the  past  ten  years. 

We  invite  you  to 

call  upon  our 

experience. 

KIDDER, 

PEABODY  &  CO. 
FOUNDED  1865 

NEW  YORK         BOSTON  PHILADELPHIA 
CHICAGO        SAN  FRANCISCO 

Offices  and  correspondents  in  thirty  other 
principal  cities  in  the  United  States 

Address  inquiries  to: 

ROBERT  E.  GRANT 

Kidder,  Peabody  &  Co. 
First  National  Bank  Building 

Chicago  3,  Illinois 

Telephone  ANdover  3-7350 

The  Texas  Story 

EDITOR: 

Yesterday  morning's  mail  brought  my  copy 
of  B»T  dated  July  23  in  which  your  splendid 
article  on  Texas  was  included.  It  has  been  read 

with  interest  and  appreciation  by  several  mem- 
bers of  our  staff.  I  am  frankly  amazed  at  the 

very  comprehensive  coverage  of  the  economics 
of  our  key  cities  when  you  had  so  little  time, 
comparatively  speaking,  to  develop  this  wealth 
of  information. 

Let  us  all  say  thank  you  for  your  evaluation 
of  El  Paso.  You  told  our  story  extremely  well 
and  being  recognized  as  we  were  will  mean 
much  to  our  future  .  .  . 

Jack  V.  Curlin,  Vice  Pres. 
El  Paso  National  Bank 
El  Paso,  Texas 

EDITOR: 

...  I  think  this  is  the  most  readable  and 
interesting  market  study  that  I  have  ever  seen 

/.  W.  Blackburn,  Partner 
Blackburn-Hamilton  Co. 
Washington,  D.  C. 

EDITOR: 

We  have  read  "The  Texas  Story"  with  keen 
interest  and  wish  to  express  our  feelings  as  to 
the  outstanding  job  done  by  Frank  Beatty. 
This  story  really  has  it  and  in  addition  to 
being  tremendously  informative,  it  was  written 
in  a  most  interesting  manner. 

F.  J.  Kelley 

Adcraft  Advertising  Agency 

Corpus  Christi,  Tex. 

EDITOR: 

Frank  Beatty 's  article  on  Texas  was  abso- 
lutely superb!  I  don't  believe  I've  read  as  con- 

cise, as  vivid,  or  as  accurate  a  story  on  this 
great  state  of  ours  as  the  one  put  together  by 
your  able  reporter.  Congratulations! 

Alex  Keese 

Director,  Radio-Television 
WFAA-AM-TV  Dallas 

Correction 

EDITOR: 

UNDERSTAND  TODAY'S  ISSUE  [B»T,  JULY  30] 
BROADCASTING  STATES  CHARLES  TH1ERIOT  SUR- 

VIVOR SHIPWRECK.  THIS  INCORRECT.  ONLY  MEM- 
BERS THIERIOT  FAMILY  ABOARD  WERE  FERDINAND 

M.  THIERIOT,  WIFE,  AND  SON.  FERDINAND  IS 
BROTHER  OF  CHARLES.  SON  PETER  WAS  SAVED. 
FERDINAND  AND  WIFE  LISTED  AS  MISSING  AND 
PRESUMED  DEAD. 

Harold  P.  See,  Sta.  Mgr. 
KRON-TV  San  Francisco 

The  Swing  Back 

EDITOR: 

Above  and  beyond  the  distress  held  by  NBC 

over  the  defection  of  the  Westinghouse  Broad- 
casting Co.  group  from  their  affiliation  camp, 

is  the  concern  held  by  the  all-too-few  remain- 
ing radio  station  executives  who  still  believe 

in  the  "good  old  days"  and  the  "same  time, 
same  station"  method  of  broadcasting.  Over 
the  years,  I  have  held  great  faith  in  the  con- 

cept that,  come  what  may,  the  50,000  waiters 

would  stand  firm  in  the  ranks  of  the  "real 
radio"  broadcasters;  and  that  as  the  great  swing 
"back"  to  radio  gained  more  force,  their 
methods  would  be  proven  the  correct  methods 
after  all.  Such,  evidently,  is  not  the  case. 

No  doubt  a  group  of  operators  as  powerful 
and  dedicated  as  WBC  can  and  will  use  their 
facilities  in  the  utmost  to  provide  adequate 

public  service  to  the  listening  public.  The  real 
problem  is  most  acute  in  the  cities  of  about 
100,000  population.  In  many  such  cities  (as  in 
Sioux  City)  the  deluge  was  kicked  off  by  a 
nervous  broadcaster  who  felt  that  the  only 
way  to  make  money  was  to  drop  affiliations,  cut 

rates  and  rely  on  an  inferior  "music  and  news" broadcasting  concept  .  .  . 

The  large,  fickle,  bozo  group  of  radio 
listeners  leap  to  this  type  of  radio  in  droves. 
A  survey  is  made,  and  the  station  in  question 
leads  the  pack;  the  network  station  still  no 

doubt  leads  in  the  number  of  "product-buyer" listeners,  but  he  has  a  hard  time  proving  this 
to  local  merchants  after  the  music  stations 
survey.  In  the  order  of  natural  progression, 
the  network  affiliate  operator  figures  if  you 

can't  lick  'em,  join  'em.  You  know  the  rest  of 
the  story.  The  two  or  three  stations  in  the 
market  are  soon  all  in  the  camp  of  the  music 
and  newsers  ...  all  fighting  for  the  ears  of  the 
fickle  audience  with  cash  jackpots,  treasure 
hunts  .  .  .  everything  but  public  service  radio. 

With  a  slightly  dirty  ear  hard  against  the 
ground,  I  would  like  to  issue  a  warning  to  the 
music-and-news  boys.  Your  day  is  fast  drawing 
to  a  close.  The  experience  of  several  stations 
recently  indicates  that  the  balanced  program 
stations  offering  plenty  of  music,  plenty  of 
news,  and  plenty  of  forums,  variety  shows  and 
news  features  are  indeed  once  again  coming 
into  their  own.  Your  audience  is  a  very  fickle 
one,  music  stations,  and  as  soon  as  the  novelty 

wears  off,  we'll  just  sit  here  and  scoop  them 
up — and  then  keep  them.  In  the  meantime, 
Lord  help  the  networks  and  their  affiliates. 

Don  D.  For  sling,  Prom.  Dir. 
KSCJ  Sioux  City,  Iowa 
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Mistaken  Identity 

EDITOR: 

I  have  just  finished  reading  your  article  in 

the  July  9th  issue  of  B«T  entitled  "Our  Re- 
spects To  J.  Elroy  McCaw".  .  .  in  which  you 

have  reported  as  follows: 

"KONA-TV  was  one  of  the  early  economic 
casualties  in  television,  having  started  in  1952 

as  KGMB-TV." 
For  your  information,  I  wish  to  advise  you 

that  KGMB-TV  ever  since  it  started  operation 
on  Dec.  1,  1952,  has  been  owned  and  operated 
by  the  Hawaiian  Broadcasting  System,  Ltd., 
and  at  no  time  has  KGMB-TV  ever  been  an 
economic  casualty  in  television  and  this  mis 
statement  of  fact  in  your  article  is  a  direct 

reflection  on  the  operation  of  KGMB-TV  and 
the  Hawaiian  Broadcasting  System,  Ltd.  We 

would  appreciate  your  publishing  in  your  next 
issue  an  article  to  the  effect  that  this  quotation 
in  your  article  on  McCaw  was  an  error  and 
that  KONA-TV  was  the  only  television  casualty 
ever  in  the  Hawaiian  Islands  and  that  it  was 

not  KGMB-TV. 
Melvin  B.  Wright 

Manager  of  Station  Operations 
KGMB-TV  Honolulu,  Hawaii 

[EDITOR'S  NOTE:  B«T  was  in  error  in  indicat- 
ing KGMB-TV  was  at  anytime  in  financial  diffi- 

culty or  that  it  was  predecessor  to  KONA-TV. The  mistake  was  due  to  faulty  staff  research  and 
should  not  be  attributed  to  Mr.  McCaw  in  any 

way.] 

Never  Went  Away 

EDITOR: 

Your  coverage  of  radio  spot  sales  in  the 
July  9  issue  proved  most  enlightening  . 
Please  send  me  25  copies.  I  am  confident  we 
can  put  them  to  good  use  in  telling  the  story 

of  the  advertising  medium  that  "never  went 

away." 

Russell  Gohring,  V.  P. 
WOHO  Toledo,  Ohio 
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than  you  think ! 

7 

The  one-armed  paper  hanger  isn't  the 
only  busy  person  in  the  WFLA-TV  sales 

area!  Everybody's  busy!  Industrial  expan- 
sion, increased  agricultural  production, 

around-the-calendar  tourist  business  (still 

going  up)  is  making  it  one  of  America's 
fastest  -  growing  trade  areas.  And  it  in- 

cludes the  TAMPA  -  ST.  PETERSBURG 

metropolitan  area  —  America's  36th  Retail Market! 

The  WFLA-TV  market  is  busy — busier  than  you  think. 
People  are  making  money  (more  than  a  billion-and-a-half 
dollars  of  spendable  income)  and  they  are  spending 

money  (more  than  a  billion-and-a-quarter  dollars  in  retail 

purchases!)  .  .  .  It's  Florida's  second  market,  and  it includes: 

34%  of  Florida's  RETAIL  SALES 

35%  of  Florida's  POPULATION 

35%  of  Florida's  FOOD  SALES 

31%  of  Florida's  DRUG  SALES 

You  can  reach  Florida's  second  market  best  with  WFLA-TV — the  only  Florida 
station  that  delivers  unduplicated  NBC  live  programming  throughout  its  100-mile 
radius. 

"(Figures  from  Consumer  Markets,  7 955  and  SM  Survey  of  Buying  Power,  May  1956) 

National  Representative 

BLAIR  -  TV 
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COMEDY  BUILDS 

AUDIENCE!* 

LOOK  AT  THESE 

GAINS  IN  AUDIENCE 

...  ALL  REGISTERED 

WHEN  STATIONS 

RE-PROGRAMMED 

DAYTIME  WITH 

"MARGIE"! 

♦♦CHICAGO  WGN-TV  2210% 

CLEVELAND  KYW-TV  9|Q% 

BALTIMORE  WBAL-TV  7/5% 

SAN  FRANCISCO  KGO-TV  430% 

NEW  YORK      WCBS-TV  145% 

AUDIENCE  COMPOSITION 
MEN     WOMEN  CHILDREN 

ATLANTA  10  20  70 
WASHINGTON     20  30  50 

(ACAINST "MICKEY  MOUSE  CLUB" IN  BOTH  MARKETS) 

*ARB  REPORTS  —  1955-56 
**CHICAGO  —  ANY  QUESTIONS? 
CALL  THE  MAN  FROM  OFFICIAL! 

COMEDY  STAYS  POPULAR! 

CLEVELAND  65%  PEORIA  73% 

ST.  LOUIS      60%     BOSTON  58% 

♦ARB  REPORTS  -  1955-56 

MY  HERO 

LOOK  AT  THE  SHARE 

OF  AUDIENCE  "MY  HERO"  PULLS 

BOSTON 
ST.  LOUIS 

AUDIENCE  COMPOSITION 

MEN  WOMEN  CHILDREN 
15  18  67 
17  32  51 

ALWAYS 

LEAVES  EM' 
„  LAUGHING! 



in  markets  of  every  size 

I 

#     *  # 

#  a 

0  >>. 

0 
 I 

mi 



WREX-TV 

Q  ON 
 TOP 

157  to  in 

WREX-TV 

leads  in  V* 

hour  periods 

from  6:00  P.M. 

to  midnite 

All  48  of  the  top  48 
once-a-week  shows  are  on 

WREX-TV! 

57  of  the  top  59 
once-a-week  shows  are  on 
WREX-TV! 

All  15  of  the  top  15 

multi-weekly  shows  are  on 
WREX-TV! 

Facts  from  the  April  1956  ARB 

Survey  prove  conclusively  that 
WREX-TV  continues  to  grow  in 
favor  with  the  ever  increasing 
number  of  viewers  in  this  10 

county  billion  dollar  market! 

WREX-TV 

ROCKFORD  •  ILLINOIS 

channel  13 

CBS  •  ABC 
AFFILIATIONS 

our  respects 

to  ROGER  PRYOR 

represented  by 
H-R  TELEVISION,  INC. 

AFTER  almost  30  years  as  an  actor,  band- 
leader and  producer-director  in  motion  pictures, 

the  legitimate  stage  and  radio,  Roger  Pryor 
turned  his  back  on  the  public  spotlight  in  1947 
and  embarked  on  a  career  in  the  advertising 

agency  field. 

Today,  nine  years  later,  he  says  he  is  "mighty 
happy"  with  his  work  as  vice  president  in  charge 
of  radio  and  television  for  Foote,  Cone  &  Beld- 
ing,  New  York.  His  varied  career  in  the  en- 

tertainment field,  he  points  out,  stood  him  in 
excellent  stead  back  in  1947  when  he  joined 
FC&B  because  his  background  had  prepared 
him  for  the  multi-faceted  requirements  of  tele- 
vision. 

Mr.  Pryor  was  born  in  New  York  on  Aug. 
27,  1901,  and  his  early  childhood  was  spent  in 
various  parts  of  the  country.  He  accompanied 
his  father,  Arthur  Pryor,  the  well-known  brass 
band  leader,  on  tours  across  the  country.  At 

17,  bitten  by  the  acting  bug,  he  began  his  ap- 
prenticeship with  a  stock  company. 

Still  handsome  and  trim  today  at  54,  Mr. 

Pryor  describes  his  five  years  in  stock  as  "a 
wonderful  experience."  The  transition  to  Broad- 

way and  the  legitimate  theatre  was  painful:  he 

had  nine  successive  "flop"  plays  before  he  scored 
in  Maxwell  Anderson's  Saturday's  Children,  in 
which  he  was  co-featured  with  Ruth  Gordon. 

From  1927  to  1933,  Mr.  Pryor's  career  was  on 
the  upswing,  as  he  appeared  and  was  starred 
in  such  successful  plays  as  The  Royal  Family, 
Up  Pops  The  Devil,  Apron  Strings,  and  Blessed 
Event. 

In  1933,  Hollywood  beckoned  and  Mr.  Pryor 
appeared  in  78  feature  motion  pictures  before 
he  closed  out  this  phase  of  his  career  in  1946. 

In  1937-41,  on  a  temporary  leave  from  Holly- 
wood acting  chores,  Mr.  Pryor  led  his  own 

dance  band  and  played  at  many  of  the  lead- 
ing clubs  and  hotels  throughout  the  country. 

He  also  found  time  to  appear  as  a  narrator 

on  radio  for  nine  years  (U.  S.  Steel's  Theatre 
Guild  of  the  Air  from  1936  to  1940  and  from 
1946-51). 

In  1947,  desiring  to  "settle  down,"  Mr.  Pryor 
accepted  the  post  of  television  producer  with 
FC&B.  At  that  time,  both  agency  officials  and 
Mr.  Pryor  knew  that  tv  was  still  an  uncharted 
medium,  but  felt  that  no  matter  what  course 

tv  ultimately  took,  Mr.  Pryor's  variegated  back- 
ground in  entertainment  could  make  a  useful 

contribution. 

Foote,  Cone  &  Belding  is  unusual  in  the 

agency  field  in  that  its  offices — in  New  York, 
Chicago,  Los  Angeles,  and  San  Francisco — 
although  closely  integrated,  operate  independ- 

ently and  autonomously.  As  vice  president  in 
charge  of  radio-tv  for  FC&B  in  New  York,  Mr. 
Pryor  supervises  a  staff  of  about  35  persons 

for  such  clients  as  Lever  Bros.,  Rheingold, 
Purex,  Clairol,  and  others. 

Mr.  Pryor  believes  that  television  will  under- 
go certain  changes  within  the  next  few  years, 

directly  associated  with  rising  costs.  He  envi- 
sions a  step-up  in  the  trend  of  opening  the  me- 
dium to  advertisers  with  smaller  budgets,  with 

a  program  sponsored  by  a  large  number  of 
advertisers.  He  also  forsees  the  acceptance  of 

irregularly  scheduled  tv  programs,  correspond- 
ing to  the  seasonal  requirements  of  advertisers 

When  Mr.  Pryor  joined  FC&B  in  1947,  he 
was  convinced  that  film  would  play  a  significant 
role  in  commercials.  His  knowledge  of  film 
production  and  music  were  particularly  useful 
to  him  in  those  early  days  of  television,  he 
recalls.  He  is  especially  proud  of  one  of  his 
early  film  commercial  efforts  in  1947:  the 
Rheingold  marching  beer  cans  that  created  a 
stir  in  industry  circles  at  the  time. 

Mr.  Pryor  considers  today's  commercials 
"superior"  to  those  produced  five  years  ago, 

believes  there  will  be  "continuous  improve- 
ment" in  quality  and  approach,  and  adds: 

'You  must  remember  that  writers  in  the 
early  days  of  tv  had  never  written  for  film. 
Writers  are  learning  more  and  more  about  the 

conception  and  execution  of  a  film  commer- 
cial. The  commercial  is  becoming  a  happy 

wedding  between  the  writer,  the  art  man,  and 

the  production  man." He  believes  there  is  a  strengthening  coopera- 
tion between  the  agency  and  the  outside  tv  film 

production  company,  accelerated  by  the  em- 
ployment of  many  agencies  of  personnel  with 

experience  in  the  film  production  field.  As  in 

every  creative  effort,  he  adds,  there  is  "room 
for  improvement"  in  film  commercials. 

"The  most  difficult  thing  in  producing  a  tv 
film  commercial  is  attainment  of  the  required 

simplicity,"  Mr.  Pryor  says.  "Perhaps  the  single 
most  common  fault  is  that  commercials  be- 

come so  involved  that  they  lack  effectiveness." 
In  1953  Mr.  Pryor  married  the  former  Bar- 

bara Campbell.  During  the  week,  Mr.  Pryoi 

lives  in  an  apartment  in  mid-Manhattan.  On 
weekends,  he  joins  his  wife  on  their  farm  in 
Red  Hook,  N.  Y.,  where  they  raise  Christmas 

trees  and  breed  German  shepherd  dogs  as  hob- 
bies. He  has  a  daughter  by  a  former  marriage, 

Mrs.  Priscilla  Britton,  and  two  grandchildren, 
Priscilla  Jr.  and  John  Britton  III. 

During  World  War  II,  Mr.  Pryor  was  a  ci- 
vilian flight  instructor  for  the  U.  S.  Air  Force 

at  Blythe,  Calif. 
Today,  the  farm  provides  his  principal  source 

of  relaxation.  Mr.  Pryor  is  a  past  president  of 
the  Radio  and  Television  Executives  Society, 

and  currently  is  a  member  of  RTES'  board  of directors. 
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. . .  JUST  LOOK  AT 

ICF  IK 

THE  BEELINE'S  50,000  WATT 

SACRAMENTO  station
 

KFBK  has  more  top  rated  daytime  shows  . . .  9  out 

of  the  10  most  popular  daytime  programs  in  the 

Sacramento  area  are  KFBK  shows,  reports  latest 
Pulse. 

KFBK  has  greater  coverage  than  any  competitive 

station,  daytime  or  nighttime.  (SAMS) 

KFBK  has  a  greater  FCC  contour,  daytime  and 

nighttime,  than  any  competitive  station. 

NO 

RAMENTO 

Beeline  stations,  purchased  as  a  unit, 

give  you  more  listeners  in  Inland  Cali- 
fornia and  Western  Nevada  than  any 

competitive  combination  of  local  sta- 
tions .  .  .  and  at  the  lowest  cost  per 

thousand.     (SAMS  &  SR&D) 

SACRAMENTO,  CALIFORNIA  •    Paul  H.  Raymer  Co.,  National  Representative 
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It's  True... 

FLINT  WOMEN 

After  all,  more  Flint  women  listen  to  WKMF  than  to  any  other 

Flint  station!  So,  if  you  want  to  sell  FLINT,  MICHIGAN  ...  if  you're 
selling  something  that  women  buy,  or  if  you  want  the  ladies  to  hear 

your  story  (so  they  can  influence  hubby),  then  put  your  money  where 

it  buys  the  biggest  women's  audience  per  dollar  spent. ..  WKMF! 

SAVE 

up  to 

15%
 

r 

By  Buying  2  or  More  of 

these  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 

Dearborn-Detroit   Flint,  Mich.     Jackson,  Mkh-  Saginaw,  Mich, 
Jackson  Broadcasting 
&  Television  Corp. 

BUY  ALL  4  STATIONS  SAVE  15% 

BUY  ANY  3  STATIONS  SAVE  10% 

BUY  ANY  2  STATIONS. . . .  .SAVE  5% 

FLINT, 

MICHIGAN 

Fred  A.  Knorr,  Pres. 
Eldon  Garner,  Mg.  Director 

Represented  by  HEADLEY-REED 

KNORR       BROADCASTING  CORP 
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NORMAN  BAER 

on  all  accounts 

HAD  Norman  Baer,  radio-tv  director  at  Lewin, 
Williams  &  Saylor,  New  York,  not  stopped  by 
a  Greenwich  Village  bistro  one  spring  night  in 

1949,  chances  are  he'd  still  be  pounding  a  beat 
and  typewriter  for  the  Associated  Press.  For 
Norm  Baer,  then  a  23-year-old  Brooklyn-born 
cub  reporter,  it  had  been  a  tough  day  at  the 

AP;  the  same  could  have  been  said  for  news- 
caster George  Carson  Putnam,  who  had  spent 

the  afternoon  fruitlessly  interviewing  prospec- 
tive newswriters  for  his  upcoming  DuMont 

news-quiz  series.  Before  long,  the  two  began 

"swapping  notes." 
Two  weeks  later,  Norm  Baer  was  ensconced 

in  the  studios  of  WABD  (TV)  New  York. 
The  following  year,  Mr.  Putnam  left  for 

the  West  Coast  to  seek  "fame  and  fortune," 
and  Mr.  Baer  stayed  East  to  do  likewise, 

"though  I  never  did  see  the  fortune."  Joining 
WABD's  parent,  the  then-fledgling  (and  now- 
defunct)  DuMont  Television  Network  as  writer- 
producer,  Mr.  Baer,  in  the  course  of  his  work 

as  a  "yock  writer,"  ran  into  a  packager  named 
Gerry  Gross.  Before  long,  the  two  found  them- 

selves working  so  closely  together  that  they 
decided  to  pool  their  talents  under  the  banner 
of  Gross-Baer  Productions  Inc. 

To  veterans  of  those  early  tv  years  in  New 

York,  Gross-Baer  soon  took  on  the  appearance 
of  a  Rodgers  &  Hammerstein  office.  During 
the  course  of  one  week  alone,  G-B  had  a  total 

of  39  shows  on  the  air — "not  necessarily  all 
hits" — but  over  five  New  York  channels. 

As  if  there  wasn't  enough  work  to  be  done, 
Norm  Baer  took  on  the  additional  duties  of 

radio-tv  director  at  Hilton  &  Riggio,  New  York, 
supervised  all  broadcast  activities — including 
those  of  Gross-Baer  productions  for  the  agency 
— of  such  clients  as  the  Coca-Cola  Bottling  Co. 
of  New  York,  Colonial  Airlines,  Regent  cig- 

arettes and  Robert  Hall  clothes.  He  left  H&R 

in  March  1955,  stayed  with  his  partner  at  G-B 
until  earlier  this  year  when  the  team  split.  Mr. 
Gross  joined  another  packager  and  Mr.  Baer 
went  to  his  present  post. 

He  now  buys  time  for  such  sponsors  as  Astor 
peanut  candy  (radio  spot),  Costa  ice  cream 
(radio-tv  spot),  Speed  Writing  Institute  (tv  spot), 
Omega  Watch  Co.  (radio  spot),  Linguaphone 
(radio  spot)  and  Fawcett  Publications  (tv  spot). 
He  also  is  looking  for  a  show  suitable  for  two 

of  the  agency's  book  publishing  clients,  A.  S, 
Barnes  and  Viking  Press. 

At  home  in  Manhattan's  Stuyvesant  Towe 
with  his  wife,  a  former  model  named  Jo  Bern- 

stein (whom  he  met  on  a  blind  date),  aad  his 
three-year-old  daughter,  Mr.  Baer  strenuously 

avoids  what  he  calls  "the  hobby  trap." 
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Now  available  as  a 

TELEVISION  film  series! 

It's  the  original  32-year  old  WLS  NATIONAL  BARN 

DANCE...  the  network  show  that's  ranked  first  on  radio 

for  years.  Now  available  as  a  TV  show  to  make 

your  products  rank  first. 

With  a  cast  of  almost  50  stars,  over  3,000,000  people 

paid  to  see  NATIONAL  BARN  DANCE  shows  at 

Chicago's  Eighth  Street  Theatre. 

Stars  play  to  over  2,000,000  people  on  personal 

appearance  tours  in  one  year  alone. 

Series  of  26  half-hour  pictures  available  for  national, 

regional  or  single  market  sale. 

Write,  wire  or  phone  for  further  information. 

CAST  OF  ALMOST 

50  INCL  UDING— 
Homer  &  Jethro 

Lula  Belle  &  Scotty 

Bob  Atcher 

Captain  Stubby  & 

the  Buccaneers 

Grace  Wilson 

The  Wilson  Sisters 

Cousin  Tilford 

Red  Blanchard 

Dolph  Hewitt 
Arkie  the  Woodchopper 

Jimmy  James  &  Otto 
and  many,  many  other 

favorite  stars! 

FRED  A.NILES  Productions,  Inc. 

The  pace-setting  film  company,  serving  the  nation's  leading 
advertisers  in  TV  commercials,  films  for  theatre  &  industry. 

22  WEST  HUBBARD  STREET      •      CHICAGO  10,  SUperior  7-0760 
In  Hollywood:  1040  N.  Las  Palmas 

Broadcasting    •  Telecasting August  6,  1956    •    Page  25 



Things  are  moving  faster  than  ever  in  the  Capital  these 

days.  Drug  store  sales  have  reached  an  all-time  high,  mak- 
ing Washington  the  8th  largest  market  in  this  category. 

Retail  drug  sales  in  Washington  have  risen  49%  in  just 

five  years  and  are  now  close  to  $100,000,000  annually  .  .  . 

significantly  greater  than  those  in  other  leading  metro- 
politan markets  like  Pittsburgh,  St.  Louis  and  Cleveland! 

Advertisers  of  drug  store  products  have  paralleled  this 

huge  growth  in  sales  by  investing  more  than  ever  in  the 

media  that  sell  the  Capital  best  .  .  .  WRC  and  WRC-TV, 

Washington's  leadership  stations.  In  a  three  year  period, 

drug  advertisers'  billings  on  these  stations  are  up  a  healthy 
73%.  And  for  the  first  quarter  of  this  year,  they  were  up 

still  another  27.7%  over  last  year's! 

Because  these  stations  keep  drug  store  products  moving  in 

greater  volume,  more  and  more  advertisers  are  going 

with  the  biggest  guns  in  Washington's  selling  boom  .  .  . 

AND . .  .  sold  by  |NM2|  SPOT  SALES 

NBC  LEADERSHIP  STATIONS  IN  WASHINGTON,  D.  C. 
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HOW  CHICAGO'S  INTERNATIONAL  AMPHITHEATRE  LOOKED  LAST  WEEK.   TELEVISION  POOL  CAMERA  PLATFORM  IS  IN  CENTER. 

COVERING  HISTORY,  AND  MAKING  IT 

THE  IRREGULAR  rhythm  of  hammer  against  nail  was  the  only 

noise  disturbing  the  peace  of  Chicago's  yawning  International 
Amphitheatre  last  week.  The  relative  quiet  gave  little  clue  to  the 
pandemonium  waiting  in  the  wings. 

A  week  from  today  it  will  be  a  different  story  (see  page  28). 
Then,  thousands  of  shouting  politicians  from  all  corners  of  the 
U.  S.  will  be  deep  in  the  throes  of  nominating  their  man  to  run 
for  the  Presidency. 

And  when  it  happens,  all  America  will  be  watching  and  listening, 
thanks  to  the  almost-unbelievable  efforts  of  radio  and  television. 

Hardly  a  word  or  a  gesture  will  escape  the  more  than  2,000  elec- 
tronic reporters  who  will  make  it  their  business  to  tell  the  country 

how  its  political  affairs  are  being  run. 
And  that  will  be  only  half  the  story.  The  next  week,  after  a 

breakneck  sprint  across  the  country  from  Chicago  to  San  Fran- 
cisco, the  performance,  and  the  coverage,  will  be  repeated. 

Two  electronic  preambles  will  have  made  possible  this  achieve- 
ment: the  36-year  history  of  commercial  radio  which  has  put 

receivers  into  45  million  homes  and  signals  over  98%  of  the 

population,  and  the  9-year  history  of  commercial  tv,  now  received 
in  three  of  every  four  homes.  It  will  be  the  largest  audience  in 
history,  estimated  as  high  as  100  million  for  tv,  virtually  everybody 
in  the  U.  S.  and  other  millions  abroad  for  radio. 

A  historian  might  note  that  things  certainly  have  come  a  long 
way  since  the  first  political  convention  was  held  96  years  ago. 
Then,  in  1860,  the  boom  of  a  cannon  from  the  roof  of  the  Chicago 
convention  hall  was  the  first  broadcast  of  the  news  that  Abraham 

Lincoln  had  been  nominated.  It  was  up  to  "pony  express"  and 
limited  telegraphic  facilities  to  tell  the  rest  of  the  country. 

SIX  national  sponsors  will  pay  about  $14.5  million  to  spread  their 
commercial  messages.  The  $14.5  million  to  be  paid  the  four  radio 
and  three  tv  networks  sets  another  broadcast  record.  It  also  in- 

cludes, for  the  most  part,  coverage  of  election  night  returns. 

But  even  this  large  sum  leaves  the  networks  well  in  the  hole — 
around  $5  million — as  they  assume  the  cost  of  placing  1,000 

persons  and  necessary  facilities  at  the  scenes.  Some  of  the  planning 

has  been  underway  for  almost  two  years,  supported  by  the  experi- 
ence gained  in  past  conventions. 

Radio  and  tv  networks  will  carry  up  to  70  hours  of  direct  feeds 

from  Chicago  and  San  Francisco  plus  pre-convention  news  and 
panel  programs  and  special  features. 

Package  sponsors  of  network  coverage  are: 
Westinghouse  Electric  Corp.,  CBS  radio-tv,  $5  million. 
Philco  Corp.,  ABC  radio-tv,  $4.3  million. 
RCA,  Sunbeam  and  Oldsmobile,  NBC  radio-tv,  $5  million. 
Kohler  Co.,  MBS  radio,  $200,000. 

These  six  sponsors  have  lined  up  long-standing  favorites,  such 
as  Betty  Furness  for  Westinghouse,  to  submit  their  messages  to 
the  public.  They  will  be  backed  up  by  other  familiar  and  some 
new  faces  and  voices.  Over  65  hours  of  commercial  television 

time,  and  almost  as  much  radio  time,  will  be  pre-empted  to  make 
way  for  convention  coverage. 

SIGNING  of  Kohler  Co.  by  MBS  to  sponsor  its  convention  cov- 
erage was  a  last-minute  development,  putting  the  network  on  a 

completely  sponsored  basis.  Kohler's  contract  includes  election 
night  coverage. 

Over  1,800  radio-tv  newsmen  and  aides  have  been  accredited  for 
the  Democratic  convention  and  1,750  for  GOP  coverage.  Net- 

works will  have  about  1,000  persons  at  each  convention.  In  all, 
400  tv  and  350  radio  newsmen  representing  individual  stations 
will  cover  the  proceedings.  Over  300  separate  organizations  will 
be  represented  at  Chicago  and  250  at  San  Francisco,  with  many 
left  on  a  waiting  list  because  all  available  facilities  had  been 
allocated  weeks  ago. 

The  network  contracts  insure  minimum  hours  to  sponsors,  with 

chance  of  substantial  bonuses  if  deadlocks  develop  or  large  num- 
bers of  ballots  are  needed  to  name  candidates.  The  CBS-TV  agree- 

ment with  Westinghouse  guarantees  the  sponsor  20  hours  of 
coverage  per  convention,  a  total  of  40  hours.  In  1952  Westinghouse 
had  the  same  40-hour  guarantee  and  wound  up  with  a  total  of 
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SCENE  IN  CHICAGO  AMPHITHEATRE  WILL  LOOK  LIKE  THIS  NEXT  WEEK.  THIS  PICTURE  SHOWS  THE  GOP  CONVENTION  IN  1952 

124  hours.  The  sponsor  is  assured  60  commer- 
cials per  convention  or  a  total  of  120,  with 

62.5%  to  be  devoted  to  consumer  products 
and  the  rest  to  apparatus,  general  industrial 
and  defense  divisions  plus  general  corporate 
advertising. 

The  same  standards  prevail  for  the  Westing- 
house  contract  with  CBS  Radio. 
NBC  assured  its  advertisers  a  total  of  at 

least  26  hours  of  tv  and  10  hours  of  radio  cov- 
erage for  each  convention.  With  each  of  the 

three  sponsors  averaging  one  commercial  per 
hour,  the  total  would  be  52  tv  and  20  radio 
commercials  fcr  each  sponsor. 

Philco  is  guaranteed  a  minimum  of  20  radio 
and  20  tv  hours  at  each  convention  under  the 
ABC  contract,  with  six  minutes  of  commercial 
time  per  hour,  proceedings  permitting. 
When  the  Democratic  session  opens  next 

Monday  evening,  a  28-minute  film  will  trace 
historical  events  in  the  party  history.  The  pro- 

duction will  include  voices  of  two  ex-Presidents, 
the  late  Franklin  D.  Roosevelt  and  Harry  S. 
Truman.  The  film  was  produced  by  Dore 

Schary,  M-G-M,  Hollywood.  It  is  believed  all 
networks  will  carry  this  feature,  which  will  be 

narrated  by  Sen.  John  F.  Kennedy  (D-Mass.). 
The  film  will  precede  the  keynote  speech  by 
Gov.  Frank  Clements  of  Tennessee. 

A  large  screen  will  be  installed  in  a  sloping 
position  in  front  of  and  above  the  line  of  sight 

of  the  network  booths  behind  the  speaker's rostrum.  RCA  will  install  a  bank  of  monitors 
so  those  in  the  gallery  can  see  the  film. 

Democratic  planners  hope  to  start  sessions 
promptly  at  12  noon  and  8  p.m.  Monday  and 
Tuesday,  10  a.m.  and  8  p.m.  Wednesday, 
Thursday  and  Friday.  Entertainment  portions 
of  the  evening  sessions  have  not  been  com- 

pleted. Limiting  of  nominating  speeches  to  10 
minutes  and  two  seconding  speeches  to  three 
minutes  each  (nominating  talks  were  20  minutes 
in  1952),  is  being  considered. 

Over  50  members  of  the  Democratic  Na- 
tional Committee  staff,  headed  by  Chairman 

Paul  Butler,  were  to  arrive  in  Chicago  yester- 

day (Sunday).  They  have  reserved  the  entire 
eighth  floor  of  the  Conrad  Hilton  Hotel. 

Tv  pool  rehearsals  will  be  held  next  Satur- 
day and  Sunday  prior  to  convention  opening. 

ABC,  CBS  and  NBS  have  arranged  rehearsals 

of  participants  plus  testing  of  engineering  set- 
ups, test  patterns  and  other  equipment. 

Joining  the  Stevenson  campaign  committee 

in  Chicago  last  week  was  George  W.  Ball,  mem- 
ber of  the  Washington  law  firm  of  Cleary, 

Gottlieb,  Friendly  &  Ball.  He  has  set  up  an 
office  at  221  LaSalle  St.,  serving  as  director  of 
public  relations  and  tv.  Roger  Tubby  is  Mr. 

Stevenson's  press  secretary.  In  1952  Mr.  Ball 
was  executive  director  of  the  Volunteers  for 
Stevenson  Committee. 

News  headquarters  at  Chicago  will  be  the 
Boulevard  Room  at  the  Conrad  Hilton  Hotel. 

The  supper  club  site  will  be  central  point  for 
interviews  and  news  conferences.  Admission 
will  be  limited  to  accredited  newsmen.  Elabor- 

ate facilities  have  been  set  up  in  the  Inter- 
national Amphitheatre  [B»T,  July  16,  30].  A 

dry  run  of  facilities  at  the  amphitheatre  is 
scheduled  Thursday,  according  to  J.  Leonard 
Reinsch,  executive  director  of  the  Cox  stations, 
assistant  to  Chairman  Butler  in  charge  of  con- 

vention planning.  Security  buttons  will  be 
issued  to  avoid  past  confusion  due  to  counter- 

feit badges. 

ENGINEERS  WEAVE  BLANKET 

TO  COVER  THE  NATION 

UP  on  the  roof  of  Chicago's  Amphitheatre  an 
Illinois  Bell  Telephone  engineer  was  aiming  a 
microwave  dish  toward  the  Conrad  Hilton 
Hotel,  several  miles  away. 

He  was  sweating.  Because,  between  the  para- 
bolic antenna  and  its  mate  atop  the  Conrad 

Hilton  were  a  tall  factory  chimney  and  a  small 
steel  trestle,  and  he  had  to  get  that  narrow  beam 
through  those  obstacles.  He  finally  did,  too — 

between  one  of  the  chimney's  guy  wires  and  the 
stack  itself  and  micro-feet  under  the  trestle. 

That  incident  last  week  indicated  the  care 

that  was  going  into  the  establishment  of  the 

greatest  aggregation  of  communications  equip- 
ment ever  thrown  in  to  cover  a  single  story. 

Not  only  Bell  technicians,  but  radio  and  tv  en- 
gineers were  all  scrambling  to  position  their 

gear  for  the  opening  of  the  Democratic  coaven- 
tion  Aug.  13.  And  one  week  later,  they  were 
expected  to  repeat  this  feat  in  San  Francisco  for 
the  Republican  convention. 

Broadcastingwise,  an  electronic  blanket  will 
cover  Chicago  and  San  Francisco.  There  will 
be  six  pool  cameras  covering  the  convention 
floor  in  each  city.  For  radio  and  the  aural 
portion  of  tv  there  will  be  an  estimated  50  to 
100  microphones  on  the  floor. 

CBS  will  work  from  a  "central  news  desk"  at 
the  convention  halls,  which  will  be  the  intel- 

ligence center  for  the  entire  CBS  operation. 
CBS  will  have  four  walkie-talkies  with  long-life 
batteries  on  the  floor  at  all  times,  two  for  radio 
and  two  for  tv,  but  interchangeable. 

CBS-TV  will  have  approximately  25  cameras 
of  its  own,  including  those  in  hotels,  studios 

and  other  vantage  points — as  well  as  some  in 
New  York  and  Washington  to  feed  news  appro- 

priate to  the  convention. 
Available  to  CBS  also,  ready  for  a  dash  any- 

where, will  be  two  standard  mobile  tv  units 

and  its  tv-equipped  Chrysler  unit.  And,  for 
quick  processing  of  CBS  newsfilm,  the  network 
will  use  a  helicopter  to  fly  film  from  the  Amphi- 

theatre to  a  processing  laboratory  in  downtown Chicago. 

ABC  will  have  about  20  cameras  of  its  own 

at  the  convention  sites,  and  40-50  microphones 
in  mobile  units  and  studios.  ABC  will  have  two 
major  studios  in  each  city.  One,  the  larger,  is 
the  Philco  commercial  studio;  the  other,  the 

"Presidential  Studio,"  will  originate  basic  news 
and  commentary  and  will  house  the  tv  master 
control.  The  network  will  have  a  combination 

radio-tv  studio  overlooking  the  conventions, 
also  housing  radio  control,  two  standard  mobile 

units  and  one  "crash"  tv-equipped  Dodge  sta- tion wagon. 

NBC  will  have  in  each  city  three  standard 
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mobile  units  plus  its  tv-equipped  Cadillac  and 
its  radio-equipped  Thunderbird.  There  will  also 
be  one  or  two  other  am  field  units  for  radio 
and  four  or  five  camera  and  sound  cars  for  film. 
NBC-TV  will  use  32-36  cameras. 

Focal  point  for  NBC  will  be  "TV-1"  where 
anchor  men  will  summarize  developments  and 
which  will  contain  eight  video  monitors.  NBC 
master  control  is  built  on  three  levels,  composed 
of  three  glass-paneled  rooms  to  house  12  people. 

As  with  other  networks,  there'll  be  a  central 
NBC  news  desk  through  which  all  incoming 
matter  will  be  funneled,  assignments  made,  etc. 
Reporters  and  commentators  on  the  floor  will  be 
equipped  with  radio  transceivers  through  which 
they  can  both  receive  instructions  and  make  on- 

(  the-air  transmissions. 
All  networks  will  unveil  for  the  first  time 

midget  tv  cameras,  some  developed  specially  for 
these  conventions  [B»T,  July  30].  They  range  in 

,  weight  from  CBS'  1.5  lb.  flashlight  size  camera to  ABC  and  NBC  4  lb.  hand  viewers. 

It's  costing  the  Bell  companies  a  cool  $1  mil- 
lion to  establish  the  ties  binding  all  this  gear  to- 

gether so  that  an  estimated  100  million  tv  view- 
ers plus  uncounted  additional  millions  of  radio 

listeners  and  press  readers  may  instantaneously 

see,  hear  and  read  about  the  conventions'  activi- 
ties. Bell  estimates  that  tv  requirements  in  Chi- 
cago are  70%  higher  this  year  than  in  1954. 

Tv:  400  Stations,  270  Cities 

AT&T  said  last  week  that  the  conventions 
will  be  the  largest  communication  hookup  in 
history.  Nearly  75,000  miles  of  channels,  to 
transmit  telecasts  to  400  tv  stations  in  270  cities 
across  the  nation,  are  being  established.  And 

,  almost  all  tv  channels  are  equipped  for  color. 
For  the  press  and  radio  the  Bell  system  has 

installed  nearly  600  additional  teletypewriters  in 
the  convention  cities,  comprising  a  network  of 
760,000  miles  of  such  circuits  to  carry  the  news 
to  10,250  press  outlets  and  to  radio  and  tv  news 
commentators.  Over  1,500  radio  stations  will 
receive  the  programs  from  the  convention  halls, 
AT&T  said,  with  138  radio  circuits  and  21  tele- 
photo  machines  already  installed  in  Chicago. 

About  half  the  $500,000  outlay  in  each  of  the 
convention  cities  can  be  attributed  to  the  needs 
of  the  broadcast  media,  it  was  estimated. 
The  1956  communications  net  compares  to 

nearly  30,000  miles  of  tv  channels  which  carried 
the  1952  Chicago  conventions  to  107  of  the  108 
existing  tv  stations  in  65  cities.  At  that  time, 
too,  Bell  set  up  100  additional  teletypewriters 
and  established  over  670,000  miles  of  twx  cir- 

cuits to  serve  7,500  press  locations  to  service 
newspapers  and  radio  stations.  More  than  1,200 
radio  stations  were  linked  to  receive  convention 
programs  then. 

In  Chicago,  on  the  eve  of  the  first  conven- 
tion, Bell  had  established  54  microwave  dishes 

all  over  the  city  (including  a  link  to  Adlai 

Stevenson's  Libertyville,  111.,  farm)  for  tv  and 
communications  links  tying  in  main  sections  of 
the  convention.  There  were  28  dishes  located 

atop  the  Amphitheatre  and  26  others  scattered 
throughout  the  city — ten  at  the  Conrad  Hilton 
Hotel,  whose  Boulevard  Room  has  been  trans- 

formed into  a  centralized  conference  center. 
The  parabolas  have  been  assembled  from  all 

Bell  companies — except  Pacific  Bell  which  is  in 
the  throes  of  preparing  for  the  San  Francisco 
Republican  convention  a  week  later. 

Bell  also  had  put  in  12  coaxial  cable  routes 
to  link  the  Amphitheatre  with  downtown  tele- 

vision studios.  Fifty  additional  switchboards 
were  established  in  the  Amphitheatre  and  11,- 
500  miles  of  wire  had  been  laid  to  connect 

4.000  Amphitheatre  telephones  with  the  Chi- 
cago telephone  system. 

Planning  started  a  year  ago,  it  was  learned, 
and  Bell  servicemen  had  been  installing  heavy 
duty  gear  since  last  March  in  the  Amphitheatre 
proper. 

Mutual's  radio  coverage  includes  double  con- 

COMMERCIAL  PRE-EMPTIONS 
MORE  than  65  hours  of  network  commer- 

cial television  time  and  an  almost  incalcul- 
able, but  smaller  amount  of  network  com- 

mercial radio  business  will  be  pre-empted  by 
coverage  of  the  forthcoming  Democratic  and 
Republican  convention  proceedings,  based  on 
the  broadcast  schedules  currently  set. 

Cost  of  the  time  and  production  involved 

in  the  pre-emptions,  although  no  network 
official  would  risk  an  estimate  for  publica- 

tion, was  generally  expected  to  run  "into  the 
millions."  Some  sources  have  ventured  that 
production  charges  alone  on  pre-empted  pro- 

grams would  range  between  $800,000  and 
$1  million  in  the  case  of  NBC  and  approxi- 

mately the  same  for  CBS  [B*T,  July  16]. 
The  fact  that  some  of  the  programs  are 

on  film  and  may  be  shown  at  later  dates, 

with  no  "loss"  of  the  production  costs,  keeps 
the  pre-emption  costs  from  going  even  higher 
than  they  are.  ABC-TV,  for  instance,  has 
only  about  four  major  live  shows — Voice  of 
Firestone,  Wednesday  Night  Fights,  Amaz- 

ing Dunninger  and  It's  Polka  Time — falling 
within  the  pre-emption  range  of  its  conven- 

tion schedule. 

An  examination  of  the  tv  networks'  sched- 
ules shows  that  under  present  plans — and  all 

plans  are  subject  to  change,  depending  upon 

the  vagaries  of  the  conventions  themselves — 
a  total  of  35  hours  15  minutes  of  regular! J 
scheduled  commercial  tv  programs  will  be 
pre-empted  on  the  three  networks  during  the 
Democratic  conclave,  while  the  total  for  the 
Republican  convention  will  run  to  30  hours 
45  minutes.  These  figures  do  not  include  pre- 

emptions for  special  convention  shows  at 

hours  when  conventions  are  not  in  session. 

The  costs  of  pre-emption,  of  course,  are 
paid  by  the  networks  out  of  the  monies  they 
get  from  sale  of  conventions-election  pack- 

ages. By  network,  the  approximate  number  of 
commercial  tv  hours  destined  for  pre-emp- 

tion under  present  plans  (not  counting  hours 
outside  the  coverage  of  the  conventions 
proceedings)  is  as  follows: 

•  CBS-TV:  12  hours  15  minutes  during 
Democratic;  13  hours  during  GOP. 

•  NBC-TV:  16  hours  30  minutes  during 
Democratic;  9  hours  30  minutes  GOP. 

•  ABC-TV:  6  hours  30  minutes  during 
Democratic;  8  hours  30  minutes  GOP. 

Calculation  of  pre-empted  network  radio 
commercial  time  was  vastly  more  difficult, 
because  of  the  selling  patterns  in  network  ra- 

dio. Among  all  radio  networks — ABC,  CBS, 
Mutual,  and  NBC — most  of  the  commercial 
time  being  knocked  out  for  convention  cov- 

erage is  sold  on  a  multi-sponsorship  basis. 
If  those  shows  with  one  or  more  such  spon- 

sors are  counted  equally  with  those  that  are 

singly  and  fully  sponsored,  the  tentative  pre- 
emption breakdown  goes  about  like  this: 

•  CBS  Radio:  7  hours  40  minutes  during 
Democratic;  2  hours  55  minutes  during  GOP. 

•  ABC  Radio:  about  1  hour  30  minutes 
during  each  convention. 

•  Mutual:  4  hours  35  minutes  during 
Democratic:  5  hours  30  minutes  during  GOP. 

•  NBC  Radio:  2  hours  35  minutes  during 
Democratic;  2  hours  25  minutes  during 
GOP. 

THE  SCHEDULES 

FIVE  days  of  coverage  are  scheduled  by 

major  radio  and  tv  networks  for  the  Demo- 
cratic convention,  starting  Aug.  13,  and  four 

days  for  the  Republican  convention,  start- 
ing Aug.  20.  Condensed  network  coverage 

of  actual  convention  proceedings  follows 
(all  times  EDT) : 

DEMOCRATIC 

ABC  Radio  and  ABC-TV: 

Monday  and  Tuesday — 1-4  p.m.  and  9:30- 
midnight. 

Wednesday — 11:30  a.m.  to  6  p.m.  and  9:30 
p.m.  to  a  slate  as  3  a.m.  Thursday. 

Thursday  and  Friday  (no  day  sessions 

planned) — 9:30  p.m.-midnight. 
CBS-TV: 

Monday — 1-3  p.m.  and  9:30  p.m.  to  close. 
Tuesday — 1-4  p.m.  and  9:30  p.m.  to  close. 
Wednesday — 11:30  a.m.  to  6:30  p.m.  and 

9:30  p.m.  to  close. 
Thursday  and  Friday — 12:30  to  3  p.m.  if 

held,  and  9:30  p.m.  to  close. 
CBS  Radio: 

Monday — 1-2:30  p.m.  and  9:30  p.m.-mid- 
night. 

Tuesday — 1-4  p.m.  and  9:30  p.m. -12:30  a.m. 
Wednesday— 11:30  a.m.-5:30  p.m.  and  9:30 

p.m.-2  a.m. 
Thursday — 9:30  p.m.-midnight. 
Friday— 9:30  p.m.-midnight 
NBC-TV: 

Monday — 12:30  to  3  p.m.  and  9:30  p.m.  to 
1  a.m. 

Tuesday — 1:30  to  4  p.m.  and  9:30  p.m.  to 
1  a.m. 

Wednesday — 11:30  a.m.  to  7  p.m.  and  10 
p.m.  to  2  a.m. 

Thursday — 10  p.m.  to  1  a.m. 
Friday — 9:30  p.m.  to  1  am. 

NBC  Radio: 

Monday — 12:30  to  about  3  p.m.  and  9:30 
p.m.  to  about  midnight. 

Tuesday — 1  p.m.  to  about  4  p.m.  and  9:30 
p.m.  to  about  midnight. 

Wednesday — 11:30  a.m.  to  either  6  or  7 
p.m.  and  9:30  p.m.  to  about  midnight. 

Thursday  and  Friday — 12:30  p.m.  to  late 
afternoon  or  evening  if  convention  de- 

velopments require,  and  9:30  p.m.  to  end. 
MBS  (tentative)  : 

Monday — 12:30-3  p.m.  and  8-11  p.m. 
Tuesday — 1 1  a.m.-4  p.m.  and  8  p.m.-l  a.m. 
Wednesday — 11  a.m.-6  p.m.  and  10  p.m.- 1  am. 
Ihursday — 10  p.m.-l  a.m. 
Friday — 9:30  p.m.-l  a.m. 

REPUBLICAN 

ABC  Radio  and  ABC-TV: 

Monday — 2-4  p.m.  and  7-10  p.m. 
Tuesday,  Wed.  and  Thurs. — 6-10  p.m. 
CBS-TV  and,  substantialy  if  not  identically, 
CBS  Radio: 

Monday — 2-4  p.m.  and  7-11  p.m. 
Tuesday,  Wed.  and  Thurs. — 6-10  p.m. 
NBC-TV: 

Monday — 2-4  p.m.  and  5-9:30  p.m. 
Tuesday — 5-10:30  p.m. 
Wednesday — 5-10  p.m. 
Thursday — 7:30  to  10  p.m. 
NBC  Radio: 

Monday— 2-4  or  4:30  p.m.,  and  7-9:30  or 10  p.m. 

Tuesday,  Wednesday  and  Thursday — 6:30- 9:30  or  10  p.m. 

MBS  (tentative): 

Monday — 2-4  p.m.  and  6-9:30  p.m. 
Tuesday — 5-10:30  p.m. 
Wednesday — 5-10:30  p.m. 
Thursday — 5-10:30  p.m. 
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COVERAGE  CHRONOLOGY 

1924 — Republican  convention  held  in  Cleve- 
land and  Democratic  convention  in  New 

York. 

The  first  political  conventions  to  be  carried 
by  a  radio  network.  Facilities  linked  16 
radio  stations  in  12  cities  to  receive  the  GOP 
programs  and  17  stations  in  14  cities  for  the 
Democratic  conclave.  The  network  reached 

from  New  York  to  Kansas  City,  Mo.  It  is 
estimated  several  million  people  heard  parts 
of  the  conventions. 

1940 — Republican  Convention  held  in  Phil- 
adelphia, Pa. 

The  first  convention  to  get  "live"  televi- 
sion network  coverage.  A  95-mile  channel 

carried  telecasts  of  the  proceedings  to  an 
NBC  studio  in  New  York  for  local  television 
broadcasts. 
1944 — World  War  II  eliminated  tv  network 
coverage.  Some  675  radio  stations  in  the 
U.  S.  and  30  in  Canada  received  convention 

programs  by  radio  networks. 
1948 — Conventions  held  in  Philadelphia. 
The  first  convention  to  be  covered  by 

television  on  a  regular  network  basis.  (Com- 
mercial television  network  service  started  in 

May  1948).  Three  channels,  both  north  and 
south  of  Philadelphia,  carried  the  conven- 

tion telecasts.  Eighteen  tv  stations  in  nine 
cities  (Boston,  New  York,  Newark,  Schenec- 

tady, New  Haven,  Philadelphia,  Baltimore, 
Washington  and  Richmond)  received  the 
programs.  Network  consisted  of  1,529  chan- 

nel miles. 

1952 — Conventions  held  in  Chicago. 
"Live"  telecasts  of  the  conventions  were 

carried  from  coast-to-coast  over  nationwide 
network.  Nearly  30,000  miles  of  channel 
carried  television  programs  to  107  of  the  108 
existing  tv  stations  in  65  cities.  In  addition, 
three  cities  received  the  television  programs 
on  a  closed-circuit  basis.  More  than  1 ,200 
network  radio  stations  in  the  U.  S.  were 
linked  to  receive  the  convention  programs. 
1956 — Democratic  convention  to  start  Aug. 
13  in  Chicago,  Republican  conclave  Aug.  20 
in  San  Francisco. 

Will  be  largest  communications  hook-up 
in  history.  Nearly  73,000  miles  of  channels 
to  transmit  telecasts  to  400  tv  stations  in  270 
cities  across  the  nation.  Over  90  percent  of 
all  Americans  will  be  able  to  see  the  con- 

ventions. Almost  all  the  tv  channels  have 

been  equipped  to  carry  color  programs.  Over 
1,500  radio  stations  can  receive  the  pro- 

grams from  the  convention  halls. 

trol  centers  at  both  sites — with  equipment  at 

Chicago's  Amphitheatre  and  San  Francisco's 
Cow  Palace  duplicated  in  Chicago's  Conrad 
Hilton  Hotel  and  San  Francisco's  Fairmont  and 
Mark  Hopkins  hotels.  In  Chicago,  seven  separate 

phone  exchanges  are  scheduled  for  MBS  use. 
There  will  be  more  than  50  microphones  for 

delegation  reports  and  walkie-talkie  equipment. 

CROSS-COUNTRY  TRANSFER 

POSES  LOGISTICS  PROBLEM 

TRANSFER  of  tons  of  complex  electronics 

gear  from  Chicago  to  San  Francisco  overnight 
will  be  the  logistics  trick  of  the  forthcoming 
political  conventions. 

Network  authorities  are  reluctant  to  venture 

an  estimate — until  all  the  bills  are  in — on 
what  the  transfer  itself  will  cost.  But  they  ap- 

pear to  be  thinking  in  terms  of  about  $50,000 
as  an  all-network  total. 

The  move  from  Chicago  to  San  Francisco 

is  made  doubly  difficult  by  the  timing — the  Re- 
publican opening  on  Aug.  20  is  exactly  one 

week  after  the  Democratic  start  in  Chicago 
next  Monday. 

Like  coverage  of  the  convention  floor  pro- 
ceedings, there  will  be  a  pool  operation  on  the 

transfer.  One  pool  plane  is  slated  to  leave 
Chicago  six  hours  after  the  Democrats  close  up 

shop.  It'll  carry  equipment.  Each  of  the  three 
tv-radio  networks  has  been  allocated  10,000 
pounds.  Two  other  planes,  carrying  40  persons 
from  each  of  the  three  networks,  also  will  be  a 
part  of  the  pool. 

For  other  people  and  equipment,  each  net- 
work makes  its  own  arrangements. 

CBS-TV  estimates  that  10  to  12  tons  of  its 
equipment  has  been  designed  and  crated  so 
that  it  can  be  knocked  down,  packed,  flown  to 
San  Francisco  and  installed — all  within  a  24- 
hour  period.  NBC-TV  and  ABC-TV  will  be 
aiming  for  the  same  sort  of  timetable,  but  pre- 

liminary estimates  indicate  they  may  not  have 
quite  so  much  tonnage  to  move. 
NBC  said  it  will  transport  around  10,000 

pounds — five  tons — of  equipment  to  Chicago 
and  thence  to  San  Francisco.  An  emphasis  on 

portability  and  the  fact  that  NBC  is  construct- 

ing in  each  city  a  "convention  central" — 
which  will  house  more  personnel  and  equipment 

than  normally  needed  to  operate  three  full-scale 

television  stations — has  kept  NBC  tonnage  "rel- 
atively low,"  officials  asserted. 

ABC  is  aided  by  the  fact  that,  unlike  NBC 
and  CBS,  it  has  an  owned  station  in  San  Fran- 

cisco (KGO-TV)  whose  own  considerable 
facilities  are  being  augmented  by  equipment 

shipped  up  from  ABC-owned  KABC-TV  Los 

Angeles.  Nevertheless,  ABC-TV's  mobile  equip- 
ment and  some  other  gear  will  be  flown,  along 

with  personnel,  from  Chicago  to  the  GOP 
convention  site. 

Logistically,  Mutual  will  have  the  easiest  time 
of  all  the  network  organizations.  Radio  can  go 

anywhere — and  in  a  hurry.  The  MBS  prob- 
lem will  be  primarily  that  of  transporting 

people. And  what  will  the  networks  do  in  the  unlikely 

event  that  the  Democrats  don't  close  up  before 
the  Republicans  start?  It's  a  question  to  frighten 
network  officials,  but  they  point  out  that  skele- 

ton staffs  will  start  the  coastward  trek  before 
the  Chicago  meet  is  over  in  any  event,  and 

if  double  coverage  is  necessary  they'll  manage 
somehow,  switching  broadcasts  and  telecasts 
back  and  forth  between  the  two  cities  accord- 

ing to  which  has  the  bigger  news  at  the  mo- 
ment. ABC-TV,  as  a  matter  of  fact,  feels  that 

the  equipment  already  at  hand  at  KGO-TV  is 
sufficient  to  enable  it  to  proceed  with  GOP 
coverage  without  additional  gear  from  Chicago 
— if  necessary. 

RADIO-TV  WILL  FIELD 

A  TEAM  2,000  STRONG 

RADIO-TV  attendance  both  in  men  and  num- 
ber of  radio-tv  stations  represented,  plus  more 

equipment  of  more  modern  design,  will  provide 
the  two  national  political  conventions  with 
fuller  and  more  varied  coverage  than  ever  be- 
fore. 

The  Congressional  Radio-Tv  Galleries,  which 
handle  accreditations  for  radio-tv  stations  and 
networks  for  both  conventions,  reported  more 

than  1,800  industry  personnel  have  been  ac- 
credited to  the  Democratic  National  Convention 

in  Chicago  and  about  1,750  to  the  GOP  Na- 
tional Convention  in  San  Francisco.  Network 

employes  and  executives  will  represent  around 
1,000  of  each  total. 

Because  the  Congressional  Radio-Tv  Galleries 
since  the  April  15  deadline  have  had  to  turn 

down  applications  at  the  rate  of  about  two  a  day 
and  because  these  have  been  put  on  a  waiting 
list  with  no  definite  promise  of  seats,  total 
radio-tv  personnel  attending  the  conventions 
may  top  2,000,  it  was  indicated,  in  the  event 
more  facilities  are  acquired. 

Radio-tv  station  organizations  to  be  repre- 
sented at  the  Democratic  convention  total  300 

and  for  the  GOP  sessions  250,  it  was  reported. 
But  these  figures  include  only  organizations, 
many  of  which  represent  more  than  one  radio  or 
tv  station,  and  in  fact  some  organizations  will 

represent  several  radio-tv  stations,  so  that  these 
figures  actually  may  represent  something  like 
400  and  350  radio-tv  stations,  respectively. 

It  has  been  estimated  that  the  1952  political 
conventions  in  Chicago  drew  as  many  as  2,000 

radio-tv  people  representing  the  networks  and 
some  300  individual  radio  and  tv  stations.  The 
GOP  convention  in  Philadelphia  in  1948  saw 
attendance  by  around  800  radio-tv  people  and 
the  Democrats,  also  in  Philadelphia  were  cov- 

ered by  about  1,100  industry  personnel. 
The  Radio-tv  Galleries  figures  showed  a 

total  of  388  ABC  people  will  be  attending  the 
Democratic  convention,  293  from  CBS,  44 
from  Mutual  and  366  from  NBC.  For  the  Re- 

publican convention,  ABC  360,  CBS  286, 
Mutual  44  and  NBC  366.  CBS  named  27  AT&T 

employes  for  pool  operation  at  San  Francisco. 

NETWORK  DELEGATIONS 

ABC's  Chicago  list  showed:  executives,  13; 
news  personnel  supervisors,  8;  commentators 
and  reporters,  69;  announcers,  9;  publicity,  9; 
traffic,  5;  engineering  personnel,  175;  directors 
and  acting  directors,  28;  stage  hands,  floormen, 
make-up  artists,  etc.,  28;  secretarial,  20;  agency 
and  client  people  (Philco),  16;  others,  6;  copy 
clerks,  2. 

CBS:  executives,  12;  correspondents,  49;  CBS 
Newsfilm,  33;  Edward  R.  Murrow  unit,  2; 
Lowell  Thomas  unit,  2;  Good  Morning  show, 
12;  tv  network  operations,  4;  radio  network 

operations,  3;  press,  9;  public  affairs,  10;  thea- 
tres and  studios,  6;  administrative,  11;  set  de- 

signers, 2;  technicians,  82;  control  room  direc- 
tors, 12;  photographers,  2;  agency  and  sponsor 

representatives,  42. 

Mutual:  executives,  9;  commentators  and  re- 
porters, 21;  editorial  assistants,  communications, 

secretarial,  5;  program-production-traffic,  8;  en- 
gineering, 1. 

NBC:  executives,  10;  commentators  and  re- 
porters, 75;  Today  show,  30;  Home,  20;  press, 

9;  camera  crews,  14;  technical-supervisory,  35; 
administrative-public  affairs,  19;  film  editing,  16; 
traffic,  3;  unit  managers,  3;  station  relations,  2; 
directors,  14;  technicians,  43;  radio  technicians, 

26;  tv  technicians,  43;  financial,  2;  transporta- tion, 2. 

ABC's  San  Francisco  list:  executives,  14; 
news  personnel  supervisors,  8;  commentators 
and  reporters,  62;  announcers,  9;  directors  and 
acting  directors,  9;  publicity,  8;  traffic,  5;  en- 

gineering, 185;  stage  hands,  etc.,  28;  secretarial, 
15;  copy  clerks,  2;  agency  and  client  people, 
Philco  Corp.,  7,  others,  6;  Don  McNeil  unit,  3. 

CBS:  executives,  12;  correspondents,  51;  CBS 
Newsfilm,  28;  Edward  R.  Murrow  unit,  2; 
Lowell  Thomas  unit,  2;  Good  Morning  show, 
12;  tv  network  operations,  4;  radio  network 

operations,  3;  press,  8;  public  affairs,  10;  thea- 
tres and  studios,  3;  administrative,  12;  set  de- 

signers, 2;  technicians,  90;  control  room,  7; 
agency  and  sponsor,  40. 

Mutual:  executives,  8;  commentators  and  re- 
porters, 25;  program-production-traffic,  8;  edi- 

torial assistants,  communications,  secretarial,  1; 
engineering,  2. 

NBC:  executives,  10;  commentators  and  re- 
porters, 75;  Today,  30;  Home,  20;  press,  9; 

camera  crews,  14;  technical-supervisory,  35;  ad- 
ministrative-public affairs,  19;  film  editing,  16; 

traffic,  3;  unit  managers,  3;  stations  relations, 

2;  directors,  14;  technicians,  43;  radio  tech- 
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nicians,  26;  tv  technicians,  43;  financial,  2; 
transportation,  2. 

Telenews-News  of  the  Day  will  have  10  rep- 
resentatives, United  Press  Movietone,  27;  INS, 

2;  UP  Radio,  10;  BBC,  5;  CBC,  6;  Radio  Free 
Europe,  7;  U.  S.  Information  Service,  5. 

List   of  radio   and  television   stations  and 

I  others  accredited  to  the  1956  Democratic  Na- 
tional Convention,  with  number  of  representa- 

tives attending: 
Ampex  Corp.,  Redwood  City,  Calif.,  5;  BBC, 

6;  CBC,  6;  CFPL-AM-TV  London,  Ont.,  1; 
CJON-AM-TV  St.  John's,  Nfld.,  2;  CKLW 
Windsor,  Ont.,  3;  CKY  Winnipeg,  Man.,  1; 
Drew  Pearson  Programs,  Washington,  D.  C, 

3;  MacFarlane  Assoc.,  Baltimore,  4;  Hamilton- 
Means  Assoc.,  Washington,  D.  C,  1;  North- 

|  West  German  Radio,  Washington,  D.  C,  1; 
i  Radio  Free  Europe,  New  York,  7;  Storer 
Broadcasting  Co.,  1;  U.  S.  Information  Agency, 
5;  Washington  Reporters,  Washington,  2. 

HOW  SPONSORS 

COMMERCIAL  PLANS  of  the  six  conven- 
tion sponsors  were  nearly  complete  at  the 

weekend. 
Philco  signed  veteran  actors  Frank  and  Grace 

Albertson,  17-year-old  Ray  Richards  and  15- 
year-old  Doris  Van  Treek  to  portray  the  Albert- 
sons'  children  in  "family  type"  television  com- 

mercials on  ABC.  The  foursome  will  demon- 

strate Philco's  line  of  home  equipment — in- 
cluding tv  and  radio  sets,  washers,  refrigerators, 

ranges,  dryers,  phonographs,  freezers,  and  high- 
fidelity  units — in  a  format  designed  to  sell  a 
family  audience  with  a  family  approach.  An- 

nouncer Carl  King  also  will  do  some  of  the 
Philco  tv  commercials. 

For  its  radio  commercials,  Philco  hired  the 
comedy  team  of  Bob  and  Ray  (Bob  Elliott  and 
Ray  Goulding),  veterans  of  Boston  and  New 
York  local  as  well  as  network  radio.  Bob  and 
Ray,  who  are  the  voices  of  Harry  and  Bert 
Piel  in  the  current  prize-winning  Piel  commer- 

cials, will  feature  two  new  characters  in  the 
Philco  commercials:  The  Phriendly  Philco  Lady 
and  the  Phriendly  Philco  Dealer. 

Hutchins  Adv.  is  agency  for  Philco. 
Westinghouse  will  have  Betty  Furness  han- 

dling the  CBS-TV  commercials  for  all  its  con- 
sumer products,  with  demonstrations  aplenty. 

These  will  number  about  62.5%  of  the  mini- 
mum 120  commercials  Westinghouse  expects 

to  use  during  the  two  conventions.  For  the 
rest,  which  will  be  devoted  to  virtually  all  in- 

dustrial product  types  that  Westinghouse  makes 
— including  atomic  products,  automatic  con- 

trols, electrical  hospital  equipment,  propulsion 
equipment  for  the  Navy,  tail  turrets  for  Navy 
planes,  deck-edge  elevators  for  the  carrier 
Forrestal,  switchgear  equipment,  motors  and 
rotors  for  the  Tullahoma  wind  tunnel,  trans- 

formers, air  conditioning,  and  others — the  firm 
signed  actor  Walter  Brooke. 

On  CBS  Radio,  Westinghouse's  institutional 
advertising  will  be  handled  by  Olin  Tice  and 
Stuart  Metz,  who  did  a  similar  job  for  Westing- 

house in  the  1952  conventions,  while  Miss 
Furness  will  handle  practically  all  of  the  con- 

sumer products  radio  commercials,  most  of 
which  will  be  recorded. 

McCann-Erickson  is  in  charge  of  Westing- 
house consumer  commercials;  Ketchum,  Mc- 

Leod  &  Grove  is  in  charge  of  industrial  com- 
mercials. 

RCA,  one  of  three  sponsors  of  NBC's  radio 
and  tv  coverage,  will  feature  Vaughan  Monroe 
and  Janet  Blair  in  10-second  film  lead-ins  and 

20-second  film  lead-outs  combined  with  existing 
tv  commercials  for  all  RCA  products  including 
tv  and  radio  sets,  high-fidelity  instruments,  and 
records.  Separate  commercials  will  be  provided 
for  radio.  Agency  is  Kenyon  &  Eckhardt. 

General  Motors'  Oldsmobile  Div.,  according 

KADA,  Ada,  Okla..  1;  KALL  Salt  Lake 
City,  Utah,  3;  KANS  Wichita,  Kan.,  3;  KASA 
Elk  City,  Okla.,  2;  KATV  (TV)  Little  Rock, 
3;  KBES-TV  Medford,  Ore.,  3;  KBRK  Brook- 

ings, S.  D.,  1;  Clear  Channel  Broadcasting 
Service,  Washington,  2;  KBUN  Bemidji,  Minn., 
4;  KBUR  Burlington,  Iowa,  1;  KCAL  Los 
Angeles,  2. 

KCAP  Helena,  Mont.,  3;  KCMC-TV-AM 
Camden,  Ark.,  2;  KCMO  Kansas  City,  Mo.,  1; 
KCRG-TV  Cedar  Rapids,  Iowa,  1;  KDBS 
Alexandria,  La.,  4;  KFH  Wichita,  Kan.,  1; 

KFSA  Fort  Smith,  Ark.,  2;  KFSD-TV  San 
Diego,  Calif.,  3;  KGGM-TV  Albuquerque 
N.  M.,  1;  KGW  Portland,  Ore.,  2;  KHUM 
Eureka,  Calif.,  3;  KING  Seattle,  Wash.,  1; 

KIST  Santa  Barbara,  Calif.,  3;  KMMO  Mar- 
shall, Mo.,  1;  KMO  Tacoma,  Wash.,  1;  KMOX 

St.  Louis,  1;  KNBC  San  Francisco,  2;  KOA 
Denver,  1;  KOIN-TV  Portland,  Ore.,  1; 
KOMO-TV  Seattle,  2;  KOMU-TV  Columbia, 

to  Vice  President  and  Television  Director  Ken- 
neth G.  Manuel  of  D.  P.  Brother  Agency,  De- 

troit, plans  to  get  "contrast"  into  its  NBC 
commercials.  "Our  thinking,"  he  said,  "is  that 
there  will  naturally  be  a  great  deal  of  com- 

mentary, oratory,  and  discussion.  In  order  that 
our  commercials  will  not  be  lost  in  a  sea  of 

talk,  we're  employing  musical  and  animation 
commercials  to  present  our  sales  messages  with 
a  strong  element  of  entertainment  and  humor. 
We  think  this  plan  is  our  best  bet  for  gaining 

and  holding  audience  attention." 
Billy  Hayes,  vocalist,  and  Greta  Grey,  actress- 

vocalist,  have  been  employed  as  the  Johnny  & 

Lucille  team  to  appear  in  Oldsmobile's  live commercials.  The  animated  commercials  are 

being  done  by  UPA  Pictures  in  New  York. 
Radio  commercials  will  be  recorded. 

Sunbeam  Corp.  plans  to  use  both  live  and 
filmed  commercials  for  its  share  of  the  NBC 

coverage.  Prominently  featured  will  be  demon- 
strations of  the  Sunbeam  electric  appliances, 

notably  its  shaver.  Special  commercials  are 
being  prepared  for  radio,  some  live  and  some 

recorded.  Sunbeam's  agency  is  Perrin-Paus  Co. 
In  its  first  plunge  into  national  radio  advertis- 

A  FACE  as  familiar  to  television  view- 
ers of  the  1952  political  conventions  as 

those  of  the  leading  party  figures  them- 
selves was  that  of  Betty  Furness,  who 

will  repeat  her  commercials  for  West- 

inghouse at  this  year's  conventions.  She 
is  packing  her  personal  camera  gear  in 
her  California  home  before  departing 

for  Chicago  and  the  Democratic  con- 
vention beginning  next  week. 

Mo.,  2;  KONI  Phoenix,  2;  KOV  Phoenix,  2; 
KPAN  Hereford,  KFLD  Floydada,  KTUE 
Tulia,  and  KSML  Seminole,  all  Texas,  2; 
KPOA  Honolulu,  2. 
KDKA-TV-AM  Pittsburgh,  2;  KDLM  De- 

troit Lakes,  Minn.,  2;  KEED  Springfield,  Ore., 
2:  KEVA  Shamrock,  Tex.,  2;  KEVL  Baton 

Rouge,  La.,  2. 
KPRC-AM-TV  Houston,  Tex.,  2;  KQTV 

(TV)  Fort  Dodge,  Iowa,  3;  KRCA  Hollywood, 
2;  KRCC-TV  Jefferson  City,  Mo.,  3;  KROS 
Clinton,  Iowa,  2;  KRUX  Phoenix,  Ariz.,  3; 
KSBW-TV  Salinas,  Calif.,  3;  KSD  St.  Louis, 

5;  KSEK  Pittsburg,  Kan.,  2;  KSHO-AM-TV  Las 
Vegas,  Nev.,  3;  KSJO  San  Jose,  Calif.,  3. 
KSMN  Mason  City,  Iowa,  2;  KSOP  Salt 

Lake  City,  3;  KSTT  Davenport,  Iowa,  3; 
KTBC-AM-TV  Austin,  Tex.,  1;  KTHT  Hous- 

ton, 3;  KTLA  Hollywood,  3;  KTRK-AM-TV 
Houston,  6;  KTTS-AM-TV  Springfield,  Mo.,  2; 
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ing,  the  Kohler  Co.,  Kohler,  Wis.,  manufacturer 
of  plumbing  equipment,  last  week  signed  to 

sponsor  MBS'  coverage  of  the  Republican  and 
Democratic  nominating  conventions  and  the 
Presidential  election  at  an  estimated  cost  of 
$200,000.  The  business  was  placed  through 
Roche.  Williams  &  Cleary,  Chicago. 

The  company  previously  had  used  printed 
media  primarily,  except  for  a  limited  effort 
in  spot  radio,  according  to  a  Mutual  spokesman. 
The  national  radio  effort  is  designed  to  impress 
upon  consumers  the  Kohler  trademark  in  the 
expectation  they  will  ask  plumbing  contractors 
to  install  Kohler  fixtures  in  their  homes.  Kohler 

sells  to  contractors  such  items  as  plumbing  fix- 
tures and  fittings,  heating  equipment,  air-cooled 

engines  and  precision  controls. 

L.  L.  Smith,  vice  president  of  Kohler  Co., 

said  he  was  "excited"  about  the  company's  entry 
into  national  radio  advertising,  adding  it  previ- 

ously had  used  color  pages  in  national  publica- 
tions and  black-and-white  advertising  in  nation- 

al, agricultural,  special  and  trade  publications. 
Kohler  will  present  the  nationwide  broadcasts 
as  a  public  service  in  behalf  of  the  plumbing 

contractors  throughout  America.  Kohler's  spon- 
sorship includes  special  preview  programs  on 

the  Sunday  before  each  convention  from 9-9:30  p.m. 

General  Mills,  with  the  cooperation  of  Philco 
Corp.,  will  launch  an  election  year  promotion 

this  fall  with  a  contest  "Gold  Medal  Election 
Quiz,"  tied  to  elections  and  the  Democratic  and 
Republican  party  symbols.  The  contest  will  be 
promoted  by  General  Mills  on  both  of  its  tele- 

vision shows,  Wyatt  Earp  on  ABC-TV  and 
Valiant  Lady  on  CBS-TV,  while  Philco  will 
support  the  quiz  contest  with  frequent  mentions 
during  its  Democratic  and  Republican  conven- 

tion coverage  on  ABC  radio  and  tv. 

The  contest  will  begin  Sept.  9  and  run  until 
election  day,  Nov.  6.  Gold  Medal  flour  will 
ask  its  customers  via  entry  blanks  and  rules 
printed  on  the  backs  of  its  flour  packages  to 
answer  four  questions  about  presidential  elec- 

tions. A  fifth  question  asks  entrants  to  suggest 
nicknames  for  the  Democratic  donkey  and  the 
Republican  elephant.  The  grand  prize  is  $25,- 
000  cash.  There  also  are  441  awards  of  Philco 

products. 

The  quiz  will  be  run  off  in  weekly  "heats" 
with  the  winners  receiving  a  Philco  Super- 
marketer,  electric  range,  automatic  washer,  and 
drier.  Second  place  winners,  two  each  week, 
will  receive  Philco  color  tv  sets  and  60  third 
place  winners  will  be  awarded  Philco  transistor 
radios.  The  grand  prize  winner  will  be  selected 
from  seven  weekly  winners. 

Agency  for  General  Mills  is  Dancer-Fitz- 
gerald-Sample, New  York. 

WILL  WOO  THE  MASSIVE  AUDIENCE 
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GRIFFING  BANCROFT,  CBS  News  Wash- 
ington correspondent,  gave  listeners  his  def- 
inition of  well  known  convention  terms  on 

a  recent  broadcast.  Mr.  Bancroft  will  help 
cover  the  presidential  nominating  conven- 

tions this  month. 
His  interpretations: 
Dark  Horse — Almost  any  delegate  in  the 

hall;  a  dark  horse  is  always  kept  carefully 
hidden  by  his  supporters,  who,  meanwhile, 
do  their  best  to  kill  off  all  the  other  horses. 

Delegates — Political  units  of  which  there 
are  always  more  than  meets  the  eye.  And 
when  the  delegate  claims  of  all  the  candi- 

dates are  totaled,  the  sum  of  the  parts  is 
considerably  more  than  the  whole. 

Unpledged  Delegate — The  man  of  the 

NOT  ACCORDING  TO  WEBSTER 

hour,  a  member  of  the  privileged  class  who 
can  have  almost  anything  he  wants. 

Keynote  Speaker — A  man  who  must  talk 
at  length  before  the  convention  has  picked 
its  nominee,  and  who,  therefore,  is  not  al- 

lowed to  say  anything;  keynote  speakers 
are  judged  by  their  ability  to  inspire  with 

generalities. 
Vice  Presidential  Candidate — A  curious 

phenomenon  which  doesn't  exist  until  after 
the  Presidential  candidate  is  selected,  and 
then  suddenly  appears  to  fill  the  hall. 

The  Platform — A  do-it-yourself  kit  which 
makes  a  curious  structure  on  which  to 

stand,  or  to  run;  fashioned  to  look  beautiful 

from  all  directions.  Platforms  are  easily  dis- 

assembled and  stored  away  after  November. 
Planks — Removable  parts  of  platforms, 

designed  to  be  taken  out  and  substituted 
before  various  audiences  in  various  parts  of the  country. 

A  Deal — Something  only  the  other  fellow 
makes. 

Smoke-Filled  Room — The  place  where  the 
other  fellow  makes  the  deal. 

Caucus — A  meeting  called  to  consider 
whether  the  chairman  of  your  delegation 
should  accept  a  Cabinet  post  from  one 
candidate  or  an  Ambassadorship  from  an- 
other. 

Spontaneous  Demonstration — A  carefully 
planned  and  organized  period  of  noisy  con- fusion. 

KTVH  Hutchinson,  Kan.,  2;  KTVR  Denver,  2; 

KTVT  (TV)-KYDL  Salt  Lake  City,  4;  KTVW 
(TV)  Seattle,  2;  KVOS-AM-FM-TV  Belling- 
ham,  Wash.,  2;  KVOX  Moorhead,  Minn.,  2; 
KWAT  Watertown,  S.  D.,  1;  KWIZ  Santa 
Ana,  Calif.,  1;  KWLM  Willmar,  Minn.,  1; 
KWRN  Reno,  Nev.,  1. 
KWRO  Coquille,  Ore.,  3;  KWWL-TV 

Waterloo,  Iowa,  4;  KXLF-AM-TV  Butte, 
Mont.,  1;  KXXL  Monterey,  Calif.,  1;  KYAK 
Yakima,  Wash.,  2;  KYW-AM-TV  Cleveland, 
1;  WABT  (TV)-WAPI  Birmingham,  4; 
WAGA-TV  Atlanta,  1;  WAIM,  WCAC-FM 
Anderson,  S.  C,  1;  WAIT  Chicago,  6;  WAKR- 
AM-TV  Akron,  Ohio,  2;  WAMF  Amherst, 
Mass.,  3;  WAMM  Flint,  Mich.,  2;  WARL 

Arlington,  Va.,  1;  WASK,  WFAM-TV  Lafay- 
ette, Ind.,  2;  WBAY  Green  Bay,  Wis.,  2; 

WB AY-TV  Green  Bay,  Wis.,  1. 
WBBM  Chicago,  20:  WBBQ-AM-FM  Au- 

gusta, Ga.,  1;  WBEC  Pittsfield,  Mass.,  1; 
WBEX  Chillicothe,  Ohio,  1;  WBNS-AM-TV 
Columbus,  Ohio,  1;  WBRC  Birmingham,  Ala., 
1;  WBTV  (TV)  Charlotte,  N.  C,  WBTW 

(TV)  Florence,  S.  G,  and  WFMY-TV  Greens- 
boro, N.  C,  2. 

WBZ-AM-TV  Boston,  1;  WCAR  Pontiac, 
Mich.,  2;  WCAU-AM-TV  Philadelphia,  8; 
WCAX-TV  Burlington,  Vt.,  1;  WCBM  Balti- 

more, 1;  WCCO  Minneapolis,  2;  WCCO-TV 
Minneapolis,  6;  WCFL  Chicago,  6;  WCMB- 
AM-TV  Harrisburg,  Pa.,  1;  WCMW-AM-TV 
Canton,  Ohio,  3;  WCOL  Columbus,  Ohio,  1; 
WCOS  Columbia,  S.  C,  1;  WCRB  Waltham, 
Mass.,  1;  WCSS  Amsterdam,  N.  Y.,  1;  WDAF 

Kansas  City,  Mo.,  1;  WDAN-AM-TV  Danville, 
111.,  1;  WD  AS  Philadelphia,  6. 
WDEF-AM-TV  Chattanooga,  Tenn.,  2; 

WDOR  Sturgeon  Bay,  Wis.,  1;  WDSU-AM- 
FM-TV  New  Orleans,  2;  WDUZ  Green  Bay, 
Wis.,  2;  WDXI-TV  Jackson,  Tenn.,  4;  WEAR- 
TV  Pensacola,  Fla.,  5;  WEAW  Evanston,  111., 
5;  WEEB  Southern  Pines,  N.  C,  7;  WEEI 
Boston,  1;  WEHT-TV  Evansville,  Ind.,  2; 
WEIC  Charleston,  111.,  3;  WEJL  Scranton,  Pa., 
1;  WELI  New  Haven,  Conn.,  1;  WEMP  Mil- 

waukee, 2;  WEOL  Elyria,  Ohio,  1;  WESB 
Bradford,  Pa.,  2;  WETB  Johnson  City,  Tenn., 
2;  WETO  Gadsden,  Ala.,  2. 

WFAI  Fayetteville,  N.  C,  3;  WFBL  Syra- 
cuse, N.  Y.,  2;  WFBM-TV  Indianapolis,  Ind., 

1;  WFBE  Chicago,  4;  WFCB  Dunkirk,  N.  Y., 
1;  WFJL  Chicago,  6;  WFKY  Frankfort  Ky., 
2;  WFMT  Chicago,  2;  WFRO  Fremont,  Ohio, 
1;  WGAY  Silver  Spring,  Md.,  1;  WGBI-AM- 
TV  Scranton,  Pa.,  3;  WGGA  Gainesville,  Ga., 
2;  WGLV-TV  Easton,  Pa.,  2;  WGN-TV  Chi- 

cago, 11;  WGNS  Murfreesboro,  Tenn.,  5. 
WGST  Atlanta,  Ga.,  3;  WHA  Madison,  Wis., 

1;  WHAS-AM-TV  Louisville,  4;  WHAT 
Philadelphia,  Pa.,  3;  WHB  Kansas  City,  Mo., 
2;  WHBF-AM-TV  Rock  Island,  111.,  5;  WHFB 
Benton  Harbor,  Mich.,  1;  WHHH  Warren, 
Ohio,  1;  WHLI  Hempstead,  N.  Y.,  4;  WHO- 

AM-TV  Des  Moines,  Iowa,  3;  WIBA  Madison, 
Wis.,  2;  WIBV  Belleville,  111.,  1;  WICY  Ma- 
lone  N.  Y.,  3;  WIKC  Bogalusa,  La.,  1;  WIKY 

Evansville,  Ind.,  1;  WILK  Wilkes-Barre,  Pa., 
1;  WILM  Wilmington,  Del.,  2. 
WILS  Lansing,  Mich.,  1;  WING  Dayton, 

Ohio,  5;  WINS  New  York,  2;  WINX  (United 
Broadcasting  Net)  Alexandria,  Va.,  4;  WIP 
Philadelphia,  2;  WISC  Madison,  Wis.,  1;  WISR 

Butler,  Pa.,  2;  WJAS  Pittsburgh,  Pa.,  2;  WJBK- 
TV  Detroit,  3;  WJDA  Quincy,  WESX  Salem, 
both  Mass.,  4;  WJDX  Jackson,  Miss.,  2;  WJBF- 
TV  Augusta,  Ga.,  1;  WJOB  Hammond,  Ind., 
5;  WPB-TV  Fairmont,  W.  Va.,  1;  WKAM 
Goshen,  Ind.,  2;  WKAT  Miami  Beach,  Fla., 

2;  WKLJ  Sparta,  Wis.,  2;  WKNX-AM-TV 
Saginaw,  Mich.,  1. 

WKRC-AM-TV  Cincinnati,  2;  WKRG-AM- 
TV  Mobile,  Ala.,  1;  WKTL  Kendallville,  Ind., 

GIRLS  MAY  WEAR  PEARLS 

REPUBLICAN  women  attending  the 
GOP  National  Convention  in  San  Fran- 

cisco will  be  ready  to  put  their  best  foot 
forward  before  the  television  cameras — 
if  they  take  the  advice  of  Bertha  S.  Ad- 
kins,  assistant  to  National  Chairman 
Leonard  Hall. 

Answering  several  queries  from  the 
ladies,  Miss  Adkins  last  week  advised 

"simplicity"  in  dress  and  said  tv  ex- 
perts suggest  that  women: 

"Avoid  large  prints  and  bold  stripes; 
black  without  too  much  sheen  may  be 

worn.  Medium  tones  in  all  colors  tele- 
vise accurately. 

"Women's  hats  should  permit  the 

wearer's  face  to  be  completely  visible. 
Avoid  large  brims  and  veils,  which  cast 
shadows  on  the  face. 
"Do  not  wear  white  close  to  the 

face  or  hands;  such  as  in  hats,  collars, 
gloves  and  bags  as  it  detracts  from  the 
skin  tone. 

"Due  to  strong  highlights,  plastic  or 
patent  leather  handbags  are  to  be 
avoided.  The  same  applies  to  shiny  gold 
or  very  bright  tones  in  costume  jewelry. 
Pearls  are  always  good. 

"As  for  make-up  pointers,  women  ap- 
pearing on  black-and-white  television 

can  wear  regular  street  make-up,  nat- 
ural looking  and  without  sheen.  Use 

medium  shade  of  true  red  lipstick;  go 

easy  on  eye  shadow. 
"Men  may  wear  regular  business  suits, 

in  suggested  shades  of  grays,  browns, 
blues.  Avoid  large  prints  on  neckties. 
Do  not  wear  white  shirts  and  hand- 

kerchiefs; instead,  tan  or  beige,  light 

gray  or  pale  blue." 

1;  WKY-AM-TV  Oklahoma  City,  2;  WKYB 

Paducah,  Ky.,  2;  WKZO-AM-TV  Kalamazoo, 
Mich.,  3;  WLBK  DeKalb,  111.,  3;  WLBT-TV 
Jackson,  Miss.,  2;  WLEY  Elmwood  Park,  111., 
4;  WLPO  La  Salle,  111.,  1;  WLS  Chicago,  18; 
WLW  Cincinnati,  5;  WMAQ,  WNBQ  (TV) 

Chicago,  11;  WMAR-TV  Baltimore,  3. 
WMBI  Chicago,  6;  WMCW  Harvard,  111.,  5; 

WMEX  Boston,  1;  WMIS  Natchez,  Miss.,  2; 
WMLS  Sylacauga,  Ala.,  2;  WMOH  Hamilton, 
Ohio,  4;  WMRO  Aurora,  111.,  2;  WMT-TV 
Cedar  Rapids,  Iowa,  1;  WMTE  Manistee, 
Mich.,  2;  WNDU-AM-TV  South  Bend,  Ind., 
9:  WNEB  Worcester,  Mass.,  1;  WNHC  New 
Haven,  Conn.,  1;  WNAD  Norman,  Okla.,  2; 
WNMP  Evanston,  111..  2;  WNYC  New  York, 
3;  WNYT-TV  Buffalo,  N.  Y.,  2. 

WOI-TV  Ames,  Iowa,  2;  WOOD  Grand 

Rapids,  Mich.,  1;  WOR-AM-TV  New  York,  11; 
WOW-AM-TV  Omaha,  Neb.,  1;  WPFB  Middle- 
town,  Ohio,  2;  WPID  Piedmont,  Ala.,  1; 
WPIX  (TV)  New  York,  3;  WPLY  Plymouth, 

Wis.,  3;  WPRB  Princeton,  N.  J.,  4;  WRAD  Rad- 
ford, Va.,  2:  WREX-TV  Rockford,  111.,  4; 

WRIT  Milwaukee,  Wis.,  4;  WRJN-AM-FM 
Racine,  Wis.,  2;  WROW  Albany,  N.  Y.,  1; 

WRVA  Richmond,  Va.,  2;  WSAZ-AM-TV 
Huntington,  W.  Va.,  2;  WSBA-TV  York,  Pa., 
2. 

WSDR  Sterling,  111.,  1;  WSFA-TV  Mont- 
gomery, Ala.,  2;  WSM  Nashville,  Tenn.,  1; 

WSPA-AM-TV  Spartanburg,  S.  C,  2;  WSTV- 
AM-TV  Steubenville,  Ohio,  1;  WTAC  Flint, 
Mich.,  2;  WTAQ  LaGrange,  111.,  4;  WTAX 

Springfield,  111.,  2;  WTHI-TV  Terre  Haute, 
Ind.,  4;  WTIC  Hartford,  Conn.,  2;  WTJS- 
AM-FM  Jackson,  Tenn.,  1;  WTMJ  Milwaukee, 
2;  WTOP  Washington,  D.  C,  1;  WTOV-TV 
Portsmouth,  Va.,  6;  WTVJ  (TV)  Miami,  Fla., 
1;  WTVW  (TV)  Evansville,  Ind.,  2;  WVLK 

Lexington,  Ky.,  4;  WXIX  (TV)  Milwau- 
kee, 3;  WKTY  LaCrosse,  Wis.,  2;  WRLD  Alex- 

ander City,  Ala.,  1. 
List  of  radio  and  television  stations  and  others 

accredited  to  the  1956  Republican  National 
Convention,  with  number  of  representatives attending: 

Ampex  Corp.,  Redwood  City,  Calif.,  5;  BBC, 

5;  CBC,  6;  CJON  St.  John's,  NF.,  2;  CKLW 
Windsor,  Ont,  2;  Clear  Channel  Bcstg.,  Wash- 

ington, D.  C,  2;  Drew  Pearson,  Washington, 
D.  C,  3;  Hamilton-Means  Assoc.,  Washington, 
D.  C,  1;  WITH  Baltimore,  Md.,  4;  Radio  Free 

Europe,  7;  Storer  Bcstg.  Co.,  1;  U.  S.  Informa- 
tion Service,  5;  Washington  Reporters  Inc., 

Washington,  D.  C,  2;  North-West  German 
Radio,  Washington,  D.  C,  1. 

KAFP  Petaluma,  Calif.,  2;  KALL  Salt  Lake 

City,  4;  KANS  Wichita,  Kan.,  3;  KASA  Elk 
City,  Okla.,  2;  KATV  (TV)  Little  Rock,  Ark., 
3;  KBES-TV  Medford,  Ore.,  3;  KBET  Sacra- 

mento, Calif.,  5;  KB  MY  Billings,  Mont.,  1; 
KBUR  Burlington,  Iowa,  1;  KBYR  Anchorage, 
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WMAR -TV 

consistently  leads  in 

^^^^L       TELEVISION  ^^^W 
^^^^L        NETWORK  ^^^W 

Baltimore's  3 -station  market 

WMAR-TV  per  cent  share  of  sets  in  use' 

January February March 

April 

May 

June 
6  month average 

Sign-on  to  6  P.M. 

Monday-Friday 
45.7 43.2 47.4 48.2 51.6 51.0 

47.9 

Sign-on  to  6  P.M. 

Sunday 54.0 36.9 36.0 
37.4 50.2 

68.0 47.1 

Sign-on  to  6  P.M. 

Saturday 38.6 36.8 38.0 33.9 46.4 36.2 38.3 

6  P.M.  to  Midnight 

Sunday-Saturday 
42.3 42.1 43.2 40.9 42.0 46.7 

42.9 

10  top-rated  programs 
for  June  in  Baltimore 

1.  I  Love  Lucy  WMAR 
2.  Ed  Sullivan  WMAR 

3.  $64,000  Challenge  WMAR 
4.  $64,000  Question  WMAR 
5.  December  Bride  WMAR 

I've  Got  A  Secret  WMAR 
7.  Alfred  Hitchcock  WMAR 

8.  Line-Up  WMAR 
9.  Person  To  Person  WMAR 

10.  What's  My  Line  WMAR 

ARB Rating 

47.0 
43.6 

43.5 
41.4 

39.8 
39.8 
38.8 
37.3 

36.2 

35.7 

*  based  on  ARB  reports 

WMAR-TV's  coverage  area  encom- 

passes more  than  2,500,000  homes. 

Advertisers  who  demand  a  really  big 

response  from  their  commercials 

consistently  choose  WMAR-TV,  be- 

cause Channel  2  delivers  the  largest 

audience  in  this  rich  market. 

In  Maryland,  most  people  watch WMARzTV 

CHANNEL   2       SUNPAPERS    TELEVISION       BALTIMORE,  MA  RYl  AND 

Telephone  MUlberry  5-5670       ★        TELEVISION  AFFILIATE  OF  THE   COLUMBIA   BROADCASTING  SYSTEM 
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EARLY  START 

VETERAN  network  broadcasters  may 
do  a  double-take  later  this  month  as  their 
paths  cross  with  those  of  two  of  the 
youngest  accredited  correspondents  ever 
to  cover  a  political  event.  They  are 
Tommy  Kirk,  15,  and  Judy  Harriet,  14, 

who,  as  official  emmisaries  of  Walt  Dis- 
ney, will  give  ABC-TV  Mickey  Mouse 

Club  viewers  the  "young  people's  slant" 
on  the  Chicago  and  San  Francisco  con- 
ventions. 

For  the  next  three  Fridays,  teenagers 
Kirk  and  Harriet  will  report  back  to  Club 
viewers  on  what  conventions  are  all  about 

(Aug.  10),  what  the  Democrats  did 
(Aug.  17)  and  what  the  Republicans  did 
(Aug.  24).  Perhaps  the  biggest  shock 
will  come  to  those  foreign  newsmen  iden- 

tified by  little  placards  reading  "Great 
Britain:  BBC,"  "Germany:  Bayerische 
Rundfunk"  or  "France:  Radiodiffusion 
Francaise."  Standing  next  to  them  will 
be  two  youngsters  identified  simply  as 

"Disneyland:  Mickey  Mouse  Club  News- 

reel  Unit." 

Alaska,  2;  KCAL  Los  Angeles,  Calif.,  3;  KCAP 
Helena,  Mont,  2;  KCBS  San  Francisco,  11; 

KCCC-TV  Sacramento,  Calif.,  5;  KCMC  Cam- 
den, Ark.,  2. 

KCRA-TV  Sacramento,  Calif.,  12;  KCRE 

Crescent  City,  Calif.,  3;  KCRG-TV  Cedar  Rap- 
ids, Iowa,  2;  KDBS  Alexandria,  La.,  3;  KDJI 

Holbrook,  Ariz.,  5;  KDKA  Pittsburgh,  2; 
KDLM  Detroit  Lakes,  Minn.,  3;  KEAR  San 
Francisco,  5;  KEED  Springfield,  Ore.,  2;  KEEN 
San  Jose,  Calif.,  4;  KENL  Arcadia,  Calif.,  3; 
KFH  Wichita,  Kan.,  1;  KFSA  Fort  Smith,  Ark., 

2;  KGER  Long  Beach,  Calif.,  2;  KGGM-TV 
Albuquerque,  N.  M.,  1;  KGMS  Sacramento, 
Calif.,  1. 
KGNO  Dodge  City,  Kan.,  1;  KGST  Fresno, 

Calif.,  4;  KGW  Portland,  Ore.,  2;  KHUB  Wat- 
sonville,  Calif.,  1;  KHUM  Eureka,  Calif.,  3; 
KIEM-AM-TV  Eureka,  Calif.,  2;  KIMA-TV 
Yakima,  Wash.,  1;  KIST  Santa  Barbara,  Calif., 
2;  KITO  San  Bernardino,  Calif.,  1;  KJBS  San 
Francisco,  3;  KJOY  Stockton,  Calif.,  6;  KLOK 
San  Jose,  Calif.,  5;  KMBY  Monterey,  Calif.,  2; 
KMJ-TV  Fresno,  Calif.,  3;  KMO  Tacoma, 
Wash.,  1;  KMOD  Modesto,  Calif.,  1;  KMOX 
St.  Louis,  1;  KMYC  Marysville,  Calif.,  3; 
KNBC  San  Francisco,  19. 
KNTV  (TV)  San  Jose,  Calif.,  2;  KOA  Denver, 

Colo.,  2;  KOAC  Corvallis,  Ore.,  1;  KOIN-TV 
Portland,  Ore.,  2;  KOMO-TV  Seattle,  Wash.,  2; 
KOMU-TV  Columbia,  Mo.,  2;  KONI  Phoenix, 
Ariz.,  2;  KOVR  (TV)  Stockton,  Calif.,  12; 
KOY  Phoenix,  2;  KPAN  Plainview,  Tex.,  2; 
KPFA  Berkeley,  Calif.,  10;  KPIX  (TV)  San 
Francisco,  Calif.,  14;  KPOA  Honolulu,  2; 
KPPC  Pasadena,  Calif.,  2;  KQTV  (TV)  Fort 

Dodge,  Iowa,  2;  KPRC-AM-TV  Houston,  Tex., 
2;  KRCA  Hollywood,  Calif.,  6;  KRCG-TV 
Jefferson  City,  Mo.,  3;  KREW  Sunnyside, 
Wash.,  1;  KRON-TV  San  Francisco,  3;  KROY 
Sacramento,  Calif.,  4. 

KRUX  Phoenix,  Ariz.,  3;  KSBW-TV  Salinas, 
Calif.,  6;  KSD  St.  Louis,  5;  KSEK  Pittsburg, 
Kan.,  2;  KSHO-TV,  KBMI  Las  Vegas,  Nev.,  3; 
KSJO  San  Jose,  Calif.,  4;  KSLM  Salem,  Ore.,  3; 
KSOP  Salt  Lake  City,  3;  KSRO  Santa  Rosa, 
Calif.,  2;  KSTN  Stockton,  Calif.,  1;  KSUE 
Susanville,  Calif.,  3;  KTHT  Houston,  3;  KTIM 
San  Rafael,  Calif.,  6;  KTLA  (TV)  Hollywood, 
3;  KTMS  Santa  Barbara,  Calif.,  2. 

KTRK-TV,  KTRH  Houston,  6;  KTTS-AM- 
TV  Springfield,  Mo.,  2;  KTUR,  Turlock,  Calif., 
3;  KTVH  (TV)  Hutchinson,  Kan.,  2;  KTVR 

(TV)  Denver,  Colo.,  2;  KTVT  (TV)-KDYL  Salt 

Lake  City,  4;  KVNI  Coeur  D'Alene,  Idaho,  1; 
KVON  Napa,  Calif.,  4;  KVOS-AM-TV  Belling- 

ham,  Wash.,  1;  KVOX  Moorhead,  Minn.,  3; 
KWIP  Merced,  Calif.,  3;  KWIZ  Santa  Ana, 
Calif.,  1;  KWNW  Wenatchee,  Wash.,  2;  KWRN 
Reno,  Nev.,  1;  KWRO  Coquille,  Ore.,  3; 
KWWL-AM-TV  Waterloo,  Iowa,  4;  KXOC 
Chico,  Calif.,  3. 
KXRX  San  Jose,  Calif.,  1;  KXXL  Monterey, 

Calif.,  1;  KYAK  Yakima,  Wash.,  2;  KYW-AM- 
TV  Cleveland,  Ohio,  1;  KZTV  (TV)  Reno, 
Nev.,  3;  WAKR-AM-TV  Akron,  Ohio,  2;  Walt 
Disney  Productions,  Burbank,  Calif.,  9;  WAME 

Amherst,  Mass.,  3;  WASK,  WFAM-TV  Lafay- 
ette, Ind.,  2;  WBEX  Chillicothe,  Ohio,  1; 

WBNS-AM-TV  Columbus,  Ohio,  1;  WBUD 
Trenton,  N.  J.,  3;  WCAR  Pontiac,  Mich.,  2; 
WCAU-AM-TV  Philadelphia,  Pa.,  8;  WCAX- 
TV  Burlington,  Vt.,  1;  WCBM  Baltimore,  Md., 
1;  WCCC  Hartford,  Conn.,  1. 

WCCO  Minneapolis,  2;  WCCO-TV  Minne- 
apolis, 8;  WCMB-TV  Harrisburg,  Pa.,  2; 

WCMB  Harrisburg,  Pa.,  1;  WCMW-AM-TV 
Canton,  Ohio,  3;  WCOL  Columbus,  Ohio,  1; 
WCRB  Waltham,  Mass.,  1;  WDAF-TV  Kansas 
City,  Mo.,  1;  WDAS  Philadelphia,  Pa.,  6;  WDBS 
Hanover,  N.  H.,  3;  WDEF-AM-TV  Chatta- 

nooga, Tenn.,  1;  WDSU  New  Orleans,  La.,  2; 
WDUZ  Green  Bay,  Wis.,  2;  WDXI  Jackson, 
Tenn.,  4;  WEAR-TV  Pensacola,  Fla.,  5;  WEAW 
Evanston,  111.,  3. 

WEEB  Southern  Pines,  N.  C,  7;  WEEI  Bos- 
ton, Mass.,  1;  WEJL  Scranton,  Pa.,  1;  WEMP 

Milwaukee,  2;  WEOL  Elyria,  Ohio,  1;  WESB 
Bradford,  Pa.,  3;  WETB  Johnson  City,  Tenn., 
2;  WFBL  Syracuse,  N.  Y.,  2;  WFBM-TV  In- 

dianapolis, Ind.,  1;  WFCB  Dunkirk,  N.  Y.,  1; 
WFMT  Chicago,  2;  WGLV  (TV)  Easton,  Pa., 
2;  WGN-TV  Chicago,  3;  WGNS  Murfreesboro, 
Tenn.,  5;  WHAT  Philadelphia,  3;  WHBF-AM- 
TV  Rock  Island,  111.,  5;  WHIS-TV  Bluefield, 
W.  Va.,  1. 

WHLI  Hempstead,  N.  Y.,  4;  WHO-AM-TV 
Des  Moines,  Iowa,  2;  WIBA  Madison,  Wis.,  2; 
WIBV,  Belleville,  111.,  1;  WICY  Malone,  N.  Y., 
3;  WILK-AM-TV  Wilkes-Barre,  Pa.,  1;  WILM 
Wilmington,  Del.,  1;  WINC  Winchester,  Va.,  2; 
WING  Dayton,  Ohio,  5;  WOOK  Washington, 
D.  C,  4;  WIP  Philadelphia,  4;  WISC  Madison, 

THE  JOB  of  directing  the  pool  televi- 
sion coverage  of  the  Democratic  con- 

vention for  all  three  major  networks  is 

in  the  hands  of  Bob  Doyle,  producer- 
director  of  news  and  special  events  for 

NBC's  Washington  office.  Mr.  Doyle 
was  selected  for  the  inter-network  job 
on  the  basis  of  his  performance  in 
1952,  when  he  directed  pool  network 

coverage  for  the  Democratic  and  Re- 
publican conventions. 

Wis.,  1;  WISR  Butler,  Pa.,  2;  WITH  Baltimore, 
Md.,  1;  WJAS  Pittsburgh,  Pa.,  2;  WJBK  De- 

troit, 3;  WJDA  Quincy  and  WESX  Salem, 
Mass.,  4;  WKAT  Miami  Beach,  Fla.,  2. 

WKLJ  Sparta,  Wis.,  2;  WKNX-AM-TV  Sag- 
inaw, Mich.,  1;  WKRG-AM-FM-TV  Mobile 

Ala.,  1;  WKTL  Kendallville,  Ind.,  1;  WKZO- 
AM-TV  Kalamazoo,  Mich.,  3;  WLBK  DeKalb, 
111.,  3;  WLEE  Richmond,  Va.,  1;  WLEY  Elm- 
wood  Park,  111.,  4;  WLW  Cincinnati,  3;  WMAR- 
TV  Baltimore,  3;  WMBI  Chicago,  3;  WMCW 
Harvard,  111.,  5;  WMEX  Boston,  Mass.,  1; 
WMRO  Aurora,  111.,  3;  WMTE  Manistee,  Mich., 
2;  WNEB  Worcester,  Mass.,  1;  WNHC  New 
Haven,  Conn.,  1;  WNMP  Evanston,  111.,  2. 

WNYC  New  York,  3;  WOI-TV  Ames,  Iowa, 
2;  WOOD  Grand  Rapids,  Mich.,  1;  WOR-AM- 
TV  New  York,  5;  WOW-AM-TV  Omaha,  1; 
WPDM  Potsdam,  N.  Y.,  1;  WPFB  Middletown, 
Ohio,  2;  WPIX  (TV)  New  York,  3;  WRAD 
Radford,  Va.,  2;  WRON  Ronceverte,  W.  Va., 
2;  WSAZ-AM-TV  Huntington,  W.  Va.,  2; 
WSDR  Sterling,  111.,  1;  WSPA  Spartanburg, 
S.  C,  2;  WSTA  St.  Thomas,  V.  I.,  2;  WSTV 
Steubenville,  Ohio,  1;  WTAC  Flint,  Mich.,  2; 
WTAQ  LaGrange,  111.,  2;  WTAX  Springfield, 
111.,  2;  WTIC  Hartford,  Conn.,  2;  WTMJ  Mil- 

waukee, Wis.,  2;  WTOP  Washington,  D.  C,  1; 
WTOV-TV  Portsmouth,  Va.,  6;  WTVB  Cold- 
water,  Mich.,  1;  WTVJ  (TV)  Miami,  Fla.,  1; 
WTVW  (TV)  Evansville,  Ind.,  2;  WXEX-TV Petersburg,  Va.,  2. 

'New  York  Times'  to  Publish 

By  Facsimile  for  Convention 

IN  WHAT  was  described  as  a  pioneering 
effort,  the  New  York  Times  will  use  facsimile 

to  "publish"  its  international  edition  in  San 
Francisco  during  the  Republican  nominating 
convention  there,  starting  Aug.  20. 

The  plan,  disclosed  last  week,  calls  for  Times 
newsmen  to  transmit  their  stories  by  conven- 

tional methods  to  New  York,  where  they  will 
be  edited  and  pages  made  up.  The  pages  will 
then  be  transmitted,  two  at  a  time,  by  facsimile 
to  San  Francisco.  The  facsimile  film  will  be 

developed  and  sped  by  motorcycle  to  engrav- 
ing plants  preliminary  to  the  press  run.  It  is 

expected  that  facsimile  transmission  of  an  en- 
tire issue  may  be  completed  in  30  minutes — at 

the  rate  of  175  square  inches  per  minute — and 
that  the  entire  process  from  start  of  transmis- 

sion to  printing  of  the  papers  may  be  done  in 
three  to  four  hours.  Some  15,000  copies  will 

be  printed  daily  and  delivered  to  delegates'  hotel 
rooms — no  copies  will  be  offered  for  sale. 

The  Times,  which  owns  WQXR  New  York, 
has  been  working  with  AT&T  on  the  project 
for  approximately  a  year  and  the  two  have  been 
conducting  tests  since  January.  The  facsimile 
transmission  uses  part  of  an  AT&T  intercity 
video  channel. 

Lanvin  Buys  Convention  Shows 

LANVIN  PARFUMS,  Paris  and  New  York, 
will  sponsor  two  special  telecasts  of  Citizens 

Union  Searchlight  on  NBC-TV's  owned  stations 
on  the  eve  of  the  two  political  conventions.  The 

program,  normally  seen  only  on  WRCA-TV 
New  York,  will  originate  from  Chicago  and 

San  Francisco,  Aug.  12  and  19,  2:30-3  p.m. 

EDT,  and  will  turn  the  "searchlight"  on  a  top 
name  in  pre-convention  news.  Jerry  Lanvin,  an 
executive  of  Lanvin,  said  that  the  perfumery  is 

sponsoring  what  "is  basically  as  far  from  a 
woman's  interest  program  as  anything,"  because 
it  feels  that  over  75%  of  its  clientele  is  male. 
Stations  carrying  the  two  special  programs  are 

WRCA-TV  New  York,  WRCV-TV  Philadel- 
phia, WBUF  (TV)  Buffalo,  N.  Y.,  KRCA 

(TV)  Los  Angeles,  WNBQ  (TV)  Chicago,  and 
WRC-TV  Washington. 
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85,000,000  words  and  25  years  later 

jj 



rjphe  magazine  founded  in  1931  as  Broadcasting 

has  grown  from  semi-monthly  to  a  weekly 

(in  1941);  embraced  a  great  new  art  (it  became 

Broadcasting  •  Telecasting  in  1945);  and,  in  the 

course  of  presenting  the  news  of  radio  and  televi- 

sion, published  more  than  85  million  words  of 

editorial  copy  and  52,000  pages  of  advertising. 

Throughout  these  years  of  growth  its  executive 

direction  and  its  basic  objective— to  report  and 

interpret  the  news  of  its  field— have  remained 
unchanged. 

As  B*T's  anniversary  (October  15)  approaches, 

it  is  appropriate  to  examine  the  accomplishments 

of  "the  businessweekly  of  radio  and  tv."  A  recent 

study*  helps  us  make  this  evaluation  in  terms  of 

its  readers. 

*  Erdos  and  Morgan  Research  Service,  "A  Study  Among 
Executives  In  Radio,  TV  and  Advertising,"  March,  1956 
Complete  summary  upon  request  to  B-T. 



ggggp* 

90.4%  read  his  magazine  regularly 

Sol  Taishoff,  co-founder,  editor  and  publisher  of 

Broadcasting  •  Telecasting,  didn't  bat  an  eye 

when,  among  1,936  executives  in  radio,  tv  and  adver- 

tising, a  mail  survey  by  an  important  research 

organization  turned  up  9.6%  who  do  not  read  B*T 

regularly;  90.4%  do. 



More  pages  of  radio-tv  advertising  in  1955 

than  all  other  vertical  publications 

in  the  field  combined. 

Maury  Long,  vice  president  and  general  manager, 

veteran  of  22  years  with  the  magazine,  wants  to  know 

what  you  have  to  do  to  win:  In  the  newsweekly  field 

in  1955,  B*Ts  3,832  pages  were  only  second  (to 

Business  Week's  5,663  pages)  but  ahead  of  Time's 

3,302  and  U.  S.  News  &  World  Report's  3,020. 

57.7  %  choose  B»T  for 
advertising  impact 

Win  Levi,  sales  manager,  says,  "We  was 
robbed.  Our  impact  is  150%!"  Well, 
facts  are  facts  and  this  survey  covered 
1,936  executives  in  radio,  tv  and 

advertising.  57.1%  answered  "B*T"  to  the 
question  about  the  publication  with 
the  most  advertising  impact.  Runner- 

up  scored  18.7%.  Win's  name 
has  been  on  the  masthead  since  '47. 

700%  tor  B»T 

Betty  Taishoff,  treasurer  of  Broadcasting 
Publications,  Inc.,  is  Mrs.  Sol  Taishoff 

in  private  life.  That  makes  her 
the  editor's  editor — B»T  was  her  idea 
in  the  first  place  twenty-five  years  ago. 

77,440  readers  every  week 

John  P.  Cosgrove,  circulation  and 
readers'  service  manager,  has  it  figured  out 
(ARB  surveyed  it):  Each  copy  of 
B»T  averages  4.2  readers.  This  makes 
for  some  dog-eared  copies  when  it 
gets  down  to  that  last  2/10ths  of  a  reader, 

but  news  is  news.  B»T's  18,500  paid 
circulation  is  85%  greater  than  the 

runner-up.  John  joined  B«T  in  1948. 



62.5%  select  B»T  as  the  publication 

meriting  most  confidence  for  its 

editorial  content. 

Ed  James,  11  years  with  B»T,  managing  editor,  puts 

out  a  book  of  8>,000  words  every  week,  finds 

it  reassuring  that  62.5%  of  executives  surveyed 

have  the  most  confidence  in  B«T  for  editorial 

content  out  of  7  publications  in  the  held. 

Runner-up  score:  19.5%. 

5  7.5%  prefer  B*T  for  news  in  depth 

Bruce  Robertson,  senior  editor,  brings 
his  vast  knowledge  of  radio,  television, 
and  related  activities  to  bear  on 

"think  pieces"  which  interpret  the  news, 
help  earn  executive  preference  for 

news-in-depth  reporting.  It's  B»T 
51.5%  to  11.7%  for  the  runner-up.  Bruce 
has  been  with  B»T  since  1932. 

82.7  °o  choose  B*T  as  one  of  two 

Rufus  Crater,  with  B«T  12  years  and 
now  senior  editor,  helps  present 

"complete,  comprehensive  coverage," 
"best,  fullest  news,"  "reliable,  well-written 
stories."  Quotes  are  from  1,590  replies 
from  radio,  tv  and  advertising 
executives  naming  B»T  as  one  of 

the  two  publications  they'd  choose 
if  they  could  get  only  two. 

64.9  °o  prefer  B*T  for  reporting  current trade  events 

J.  Frank  Beatty,  senior  editor,  has  been 
a  B»T  staff  member  for  24  years. 

His  on-the-spot  reports  from  NARTB 
conventions  and  the  like  tell  the  men 
who  were  there  what  happened. 
Radio,  tv  and  advertising  executives 
give  B«T  the  nod  in  this  area  64.9% 
to  12.2%  for  the  runner-up. 



Jx  takes  the  biggest  staff  in  the  field  to  produce  B*T 

every  week.  The  talents  and  experience  of  these  dedi- 

cated men  and  women  have  contributed  enormously  to 

the  reader  acceptance  highlighted  on  the  preceding  pages. 

Herewith,  in  alphabetical  order— 

the  folks  who  make  B»T  possible. 

John  Sheldon  Munsey  Slack  Florence  Small  Harry  Stevens  Larry  Taishoff 



Ray  Ahearn  David  Berlyn  Virginia  Bialas  Hilma  Blair  Lawrence  Christophe 

George  Dant  Cecilia  Delfox  Jacqueline  Eagle  Rocco  Famighetti  Bessie  Farmer 

John  Osbon  Sylvia  Ouinn  Joseph  Rizzio  Eleanor  Schadi  Ed  Sellers 

Rita  Wade  Donald  West  Eunice  Weston  Milton  Wolf  Jessie  Young 



The  25th  Anniversary  Issue  of  B*T  (October  15)  will 

tell  the  history  of  radio  and  television.  Our  editors, 

writers  and  the  correspondents  who  cover  the  world  of 

radio  and  television  Erst-hand  have  been  at  work  for 

months  digging,  up-dating,  writing  and  rewriting  this 

noteworthy  summary  of  25  years.  For  its  look  at  the 

past  and  interpretation  of  the  future,  readers  will  find 

the  special  issue  something  to  read  and  hang  on  to  for 

reference. 

It  will  be  a  mighty  fine  spot  for  advertisers.  To  reserve 

space  (regular  rates  apply)  write  B»T,  1735  DeSales 

Street,  Washington  6,  D.  C. 



ADVERTISERS  &  AGENCIES 

SPOT  RADIO  CONTINUES  UPWARD  SWING 

SRA  reports  that  $65,647,000 
in  sales  for  first  six  months  of 

1956  is  20%  above  compa- 

rable period  last  year,  leading 

to  speculation  this  will  be  a 

record  year. 

THE  RISING  TIDE  of  national  spot  radio 

continued  in  June,  pushing  the  1956  first-half 
volume  almost  20%  above  the  total  for  the 
same  period  of  1955  and  prompting  authorities 
to  speculate  on  the  possibility  that  this  may 
become  a  record  year. 

This  heartening  appraisal  is  contained  in 

Station  Representative  Assn.'s  second  monthly 
report  on  spot  radio  spending,  being  released 
today  (Monday).  It  shows  a  continuation  of 
gains  reflected  in  the  first  of  the  SRA  reports 
[B«T,  July  9],  which  are  based  on  statistics 
supplied  by  SRA  members  and  compiled  by  the 
Price-Waterhouse  Co.  accounting  firm. 
Lawrence  Webb,  SRA  managing  director, 

said  that  if  the  current  upswing  continues  there 

is  "a  fair  chance"  that  1956  may  establish  a 
new  high  mark  in  time  sales. 

Spot  radio  time  sales  for  the  first  six  months 
of  this  year  amounted  to  $65,647,000,  a  gain 
of  19.9%  over  the  $54,824,000  recorded  in 
the  first  half  of  1955,  the  report  shows. 

June  totals  were  placed  at  $11,389,000, 

slightly  below  the  preceding  month's  $1  1,632,- 000  volume  but  30%  ahead  of  the  $8,753,000 
achieved  in  June  1955.  SRA  noted,  however, 
that  comparison  of  the  two  June  figures  may 
be  misleading,  since  the  June  1955  figures  were 
lower  than  normal  for  that  month  while  the 
June  1956  total  is  above  normal. 

SRA's  Spot  Radio  Index  for  June  was  placed 
at  125.4.  The  index  is  based  on  the  last  year 
for  which  FCC  official  figures  are  available — 
1954,  a  year  which  also,  SRA  pointed  out, 

Denials,  No  Comments  From  9 

Defendants  in  FTC  Charges 

NINE  manufacturers  named  as  defendants  in 
a  Federal  Trade  Commission  complaint  as 

having  violated  anti-discrimination  provisions 
of  the  Robinson-Patman  Act  [B»T,  July  30] 
last  week  either  denied  or  refused  to  comment 
on  the  FTC  action.  Spokesmen  for  CBS,  NBC 
and  ABC,  who  were  named  but  not  made  de- 

fendants in  the  complaint,  also  declined  com- 
ment. 

FTC  charged,  in  essence,  that  the  com- 
panies bought  radio-tv  time  on  New  York  and 

Chicago  stations  and  gave  promotional  men- 
tions to  chain  stores,  which  provided  in-store 

promotions  for  the  products  of  the  manu- 
facturers. The  advertisers,  FTC  continued, 

did  not  offer  these  same  promotional  allow- 
ances to  other  retail  customers. 

Questioned  by  B»T,  representatives  of  the 
following  companies  named  in  the  FTC  com- 

plaint declined  comment:  Coca-Cola  Bottling 
Co.,  Pepsi-Cola  Co.,  Groveton  Paper  Co.  and 
Sunkist  Growers  Inc.  Among  those  denying 
the  charges  to  FTC  were  spokesmen  for  P. 
Lorillard  Co.,  General  Foods  Corp.,  Sunshine 
Biscuits  Inc.  and  Piel  Bros.  Officials  of  the 

Hudson  Pulp  &  Paper  Co.  could  not  be  reached 
for  comment. 

Officials  of  companies  who  entered  denials 
to  the  charges,  also  pointed  out,  however, 
that  they  had  not  had  an  opportunity  to  study 
the  complaint  thoroughly. 

marked  a  turning  point  in  advertisers'  use  of 
spot  radio.  The  June  index  of  125.4,  then, 
means  the  June  1956  volume  was  25.4%  above 
the  volume  for  June  1954. 

The  announcement  said  SRA  considers  the 
flourishing  state  of  national  spot  radio,  as 

pointed  up  in  the  report,  to  be  especially  signi- 
ficant because  it  coincides  with  the  usually  big 

planning  and  placing  months  of  August  and 

September  in  the  nation's  advertising  agencies. 
Representatives,  SRA  said,  are  looking  for- 

ward to  the  largest  automotive  campaigns  in 
spot  radio  history  with  the  launching  of  the 
new  car  models  this  fall.  First  steps  in  plan- 

ning these  announcement  campaigns  are  cur- 
rently under  way,  it  was  noted.  Moreover,  SRA 

said,  a  number  of  automotive  manufacturers 
also  are  finding  that  year-round  campaigns  in 
spot  radio  pay  off. 
SRA  President  Adam  Young  Jr.,  of  the 

Young  radio  and  television  representation  firm, 
emphasized  the  sales  advantage  of  using — 
through  spot  radio — local  personalities  and  local 
programming  in  selling  nationally  advertised 

products.  "Nothing,"  he  said,  "exceeds  the  day- 
to-day  confidence  of  radio  audiences  in  the 

people  and  programs  they  regularly  listen  to." 
New  research  on  auto  radio  listening,  at- 

work  listening  and  listening  in  general,  plus 

continuing  high  figures  on  radio  set  sales,  "un- 
questionably" are  contributing  to  a  re-evalua- 

tion of  spot  radio  by  agencies  and  advertisers. 
SRA  added. 

SRA's  month-by-month  comparison  of  spot 
radio  times  sales,  this  year  as  against  last,  for 
the  first  six  months: 

1956 

1955 

Gain January 
$10,192,000 $8,556,000 

19.1% 

February 
11,031,000 8,890,000 

24.1% 

March 11,699,000 10,190,000 

14.9% 

April 
9,704,000 9,31 1,000 

4.2% May 

11,632,000 9,124,000 
27.5% 

June 11,389,000 8,753,000 
30.0% 

TOTAL $65,647,000 $54,824,000 

19.9% 

Merged  Firms  Keep  Agencies 

THE  Beech-Nut  Life  Savers  Inc.,  a  newly  es- 
tablished corporation  resulting  from  last 

month's  merger  between  Beech-Nut  Packing 
Co.,  New  York,  and  Life  Savers  Corp.,  Port- 
chester,  N.  Y.,  last  week  announced  that  Kenyon 
&  Eckhardt  and  Young  &  Rubicam,  the  two 

agencies  formerly  handling  the  Beech-Nut  and 
Life  Savers  accounts,  respectively,  will  be  re- 

tained. K&E  will  handle  the  food  division 

(Beech-Nut  baby  foods  and  coffee)  of  the  new 
company,  while  Y&R  will  serve  the  gum  divi- 

sion, taking  over  advertising  for  Beech-Nut 

gum. 

Familiar  Object 

DURING  the  last  week  that  Ethel  Wei- 
der,  timebuyer  on  Procter  &  Gamble 
products  for  The  Biow  Co.,  spent  on  the 
job  before  the  demise  of  the  agency,  she 
was  asked  to  release  the  desk  chair  she 
had  been  using.  AH  the  furniture  had 
been  sold,  some  of  it  (including  Miss 

Weider's  leather  desk  chair)  to  Trans- 
continent  Television  Corp.  Last  week, 
when  Miss  Weider  showed  up  at  her 
new  post  at  Compton  Adv.,  New  York, 

as  timebuyer  for  P&G's  Gleem  and  all 
Canadian  products,  the  same  chair  was 
awaiting  her  in  the  Compton  Office — 
compliments  of  D.  C.  Moore,  president, 
Transcontinent  Tv  Corp. 

BALTIMORE  ORIOLES  baseball  will  have 

a  new  radio-tv  sponsor  next  year.  James 

Keelty  Jr.,  president  of  the  club,  signs  a 

contract  awarding  broadcast  rights  to  the 

Gunther  Brewing  Co.  for  the  1957,  1958 

and  1959  seasons.  With  him  are  Walter 

S.  Driskill  (c),  Gunther  vice  president,  and 

A.  Krieger,  chairman  of  the  board  of  the 
Baltimore  brewery. 

Sheaffer  Promotes  Karle 

To  Advertising  Manager 

PROMOTION  of  G.  P.  Karle  Jr.  from  as- 
sistant advertising  manager  to  advertising  man- 

ager of  Sheaffer  Pen  Co.,  Ft.  Madison,  Iowa, 
was  announced  Wednesday  by  Walter  A. 
Sheaffer  11,  president  of  the  firm. 

Mr.  Karle,  who  joined  Sheaffer  as  a  sales 
correspondent  in  1949.  succeeds  Don  A.  Reed, 
who  resigned  to  join  Russel  M.  Seeds  Co.,  Chi- 

cago, as  creative  supervisor  on  the  Sheaffer 

pen  account.  Sheaffer  was  an  alternate  spon- 
sor of  CBS-TV's  Navy  Log  this  past  season 

and  has  had  other  broadcast  properties. 

Revlon  Six-Month  Profits 

Exceed  Full  Year  of  1955 

REVLON  INC.,  cosmetics  maker  which  has 

openly  credited  television  with  major  responsi- 
bility for  its  rapid  sales  rise,  reported  last  week 

that  its  net  profits  for  the  first  six  months  of 
1956  exceeded  those  for  the  full  year  of  1955. 

In  a  letter  sent  to  stockholders  last  Wednes- 
day, President  Charles  Revson  noted  that  he 

had  recently  announced  "that  your  company's 
net  profits  for  the  first  six  months  of  this  year 

would  be  $3,708,000."  He  continued: 
"...  I  am  able  to  inform  you  that  our 

actual  net  profits  for  this  period  were  $3,863,- 
000  or  the  equivalent  of  $1.45  a  share  based  on 
the  number  of  shares  of  stock  outstanding  after 
the  recent  two-for-one  split.  Thus,  the  net 
profits  for  the  first  six  months  of  1956  exceeded 
those  for  the  entire  year  1955. 

"Barring  unforeseen  or  adverse  business  con- 
ditions, I  fully  expect  that  our  earnings  for  the 

second  six  months  should  somewhat  exceed 

those  of  the  first  half  of  this  year." 
Revlon's  leap  in  sales  has  been  frankly  attri- 

buted to  television  by  company  officials.  Cur- 
rently the  advertiser  is  sponsoring  the  $64,000 

Question  and  $64,000  Challenge,  both  on  CBS- 
TV,  and  is  looking  for  another  half-hour  of 
evening  network  time. 
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ADVERTISERS  &  AGENCIES 

Lever  Realigns  Advertising, 

Roche  Heads  New  Department 

THE  advertising  department  of  Lever  Bros. 
Co.,  New  York,  has  been  realigned  with  a  new 

division,  corporate  advertising  services,  estab- 
lished. Michael  J.  Roche,  head  of  media,  has 

been  named  general  manager  of  the  new  divi- 
sion and  Samuel  Thurm,  associate  media  direc- 

tor of  Young  &  Rubicam,  New  York,  becomes 
media  director  [Closed  Circuit,  July  23]. 

Mr.  Roche  has  been  with  Lever  Bros,  since 
1920  and  has  held  various  executive  positions 

MR.  ROCHE  MR.  THURM 

in  the  advertising  department.  The  corporate 
advertising  services  division  will  develop  poli- 

cies and  procedures  covering  advertising  rela- 
tionships as  well  as  those  governing  advertising 

work  within  the  company. 
Before  becoming  associate  media  director  of 

Young  &  Rubicam  four  years  ago,  Mr.  Thurm 
was  assistant  research  director  for  the  agency. 
Prior  to  that,  he  was  research  director  of  Ever- 
sharp  Inc.  (razors,  pens  and  pencils),  New 
York. 

DuPont  Seeks  2nd  Agency, 

Will  Retain  BBDO  Services 

E.  I.  du  Pont  de  Nemours  &  Co.,  Wilmington, 
Del.,  most  of  whose  advertising  is  currently 
placed  throughh  BBDO,  New  York,  will  retain 
that  agency,  but  also  is  screening  at  least  a 

half-dozen  others  for  "a  modest  portion  of  its 
account,"  Wallace  E.  Gordon,  director  of  adver- 

USING  foods  from  well-known  restaurants 
to  demonstrate  on  television  the  effective- 

ness of  Aladdin  vacuum  ware  bottles  is  re- 
sulting in  a  highly  successful  sales  campaign. 

Demonstrations  on  how  the  Aladdin  bot- 
tles keep  hot  foods  hot  and  cold  foods  cold 

first  were  made  on  the  Irv  Kupcinet  Show 
in  Chicago  by  William  Hart  Adler  agency. 
It  was  pointed  out  to  the  viewing  audience 
that  the  bottles  were  filled  several  hours 

earlier  and  that  the  food  and  beverages  re- 
tain their  original  flavor  and  temperature. 

The  Chicago  tv  commercials  prompted 
the  agency  to  recommend  network  participa- 

tion on  the  part  of  Aladdin  Industries  Inc., 
Nashville,  Tenn.,  on  behalf  of  the  vacuum 
ware  line. 

The  resulting  series  on  the  Steve  Allen 
NBC-TV  Tonight  is  a  combination  of 
elaborate  and  straight  commercials.  The 
first  night  on  the  show,  French  onion  soup, 

the  specialty  of  the  house  at  Gilmore's, 
noted  New  York  restaurant,  was  served  in 
one  of  the  Aladdin  bottles,  and  in  sampling 
it,  Mr.  Allen  almost  burned  his  tongue — an 

unprompted  testimony  to  the  bottle's  effec- 

tising,  reported  last  week. 
The  firm  expects  to  make  its  decision  by 

Sept.  1  on  the  new  agency  affiliation.  The  or- 
ganization places  about  $20  million  in  billing 

annually,  approximately  $3Vi  million  of  which 
is  in  radio  and  television.  Currently  BBDO 
handles  the  following  products  for  du  Pont: 
electrochemicals,  explosives,  film  (cellophane, 
cellulose  sponge  yarn  and  sponges),  photo 
products,  anti-freeze  products,  plastic  products 
(combs,  toothbrushes,  etc.),  textile  fibers  and 
finishes  (paints  and  varnishes). 

Charles  L.  Rumrill  &  Co.,  Rochester,  N.  Y., 
handles  du  Pont  advertising  for  petroleum 
chemicals. 

Jell-0  Buys  'Bandstand1  Spots, 
Fifth  on  New  NBC  Series 

GENERAL  FOODS  Corp.,  White  Plains,  N.  Y., 
through  Young  &  Rubicam,  New  York,  last 
week  became  the  fifth  advertiser  to  hop  on 

NBC's  Bandstand  (NBC  Radio,  Mon.-Fri.,  10 
a.m. -12  noon  EDT)..  The  order,  effective  Aug. 
8,  calls  for  a  schedule  of  30-second  announce- 

ments on  behalf  of  Jell-O  desserts,  bringing  the 
total  of  participations  on  Bandstand  to  46  a 
week. 

The  all-live  music  show  already  lists  among 
its  clients:  Miles  Labs.  (One-A-Day  Vitamins), 
Elkhart,  Ind.,  through  Geoffrey  Wade  Adv., 
Chicago;  Warner-Hudnut  (Quick),  through 
Kenyon  &  Eckhardt,  both  New  York;  Manhat- 

tan Soap  Co.  (Sweetheart  Soap,  Blue-White 
Flakes  and  Protex),  New  York,  and  ReaLemon 

Puritan  Foods  Co.,  through  Rutledge  &  Lillien- 
feld,  both  Chicago  [B»T,  July  30]. 

Ivy  League  Game  Gets  Sponsors 
BRISTOL-MYERS  Co.  (Bufferin  and  Vitalis), 

N.  Y.,  through  Doherty,  Clifford,  Steers  &  Shen- 
field.  New  York,  and  Harris,  Upham  &  Co.  (in- 

vestment brokers),  New  York,  through  Albert 
Frank-Guenther  Law,  N.  Y.,  have  signed  to  co- 
sponsor  the  nine-week  Ivy  League  Game  of  the 
Week  series  on  WCBS  New  York.  The  series 
will  be  heard  for  the  third  consecutive  season 
this  fall  starting  Sept.  29.  Games  will  be 
described  by  sportscaster  Bill  Hickey  and  will 
originate  from  all  eight  Ivy  League  colleges. 

tiveness.  Later,  Tonight's  maestro  Skitch 
Henderson  was  served  a  complete  meal 
from  the  Stork  Club  from  Aladdin  bottles. 

STEVE  ALLEN  (I)  watches  as  Skitch  Hend- 
erson enjoys  a  meal  served  from  Aladdin 

vacuum  ware  bottles  by  a  Stork  Club 
waiter. 

All-Star  Grid  Game  Sponsors 

Announced  by  ABC  Radio,  Tv 

PABST  Brewing  Co.,  Standard  Oil  Co.  (Indi- 
ana), American  Oil  Co.,  and  the  Pan-Am 

Southern  Cooperation  will  sponsor  coverage  of 
the  annual  College  All-Star  football  game  on 
ABC  Radio  and  ABC-TV  this  Friday,  Aug.  10, 

starting  at  9:30  p.m.  EDT.  This  year's  game 
will  see  the  top  college  grid  stars  face  the  world 
champions  of  professional  football,  the  Cleve- 

land Browns. 
Pabst,  through  Leo  Burnett  Co.,  Chicago,  will 

sponsor  the  first  and  fourth  quarters  nationally; 

Standard  Oil,  through  D'Arcy  Adv.,  Cleveland, 
will  carry  the  second  and  third  quarters  in  the 
Midwest;  Amoco,  through  Joseph  Katz  Co., 
N.  Y.,  will  do  likewise  for  the  East  and  Pan-Am 
Southern,  through  Fitzgerald  Adv.,  New  Or- 

leans, will  pick  up  the  second  and  third  quarters 
in  the  South. 

C-P  Sales  Up  $29.6  Million 
A  GAIN  OF  $29,584,000  in  sales  for  the  first 
six  months  of  1956  over  the  comparable  pe- 

riod for  1955  was  reported  last  week  by  Col- 
gate-Palmolive Co.,  New  York.  Domestic  C-P 

sales  of  $152,162,000  for  this  year's  first  six 
months  compare  with  $137,940,000  in  the  pre- 

ceding year.  Not  consolidated  in  this  latest  re- 

port were  sales  of  Colgate's  foreign  subsid- 
iaries, which  jumped  from  $88,872,000  in  the 

1955  period  to  $104,234,000. 

Also  reported:  that  C-P's  second  quarter 
last  year  "reflected  the  recovery  of  shipments 
delayed  due  to  a  strike  in  the  latter  part  of 

March  1955,"  and  that  domestic  results  for  the 
first  half  of  this  year  "reflect  substantial  ship- 

ments and  introductory  costs  applicable  to  new 

products,"  particularly  Brisk  (Fluoride)  tooth 
paste  and  Vel  liquid  detergent. 

Weiss  &  Geller  Expands 

EXPANSION  of  personnel  of  Weiss  &  Geller, 
Chicago,  was  announced  by  the  agency  last 
week.  Additions  included  the  following: 

Eugene  J.  Webb  and  Gary  A.  Steiner,  who 
will  receive  doctorates  in  psychology  from  the 
U.  of  Chicago,  as  research  psychologists  in 
Motivation  Research  Dept.;  Ken  Westrate,  for- 

merly research  manager,  Ruthrauff  &  Ryan, 

Chicago,  as  senior  market  analyst  in  the  re- 
search department;  W.  R.  Carroll,  account 

executive,  Ruthrauff  &  Ryan,  Chicago,  as  vice 
president  and  account  supervisor  for  the  James 
B.  Beam  Distilling  Co.  account;  Rolf  W.  Bran- 
dis,  tv  director,  W.  B.  Doner,  Chicago,  as  copy- 

writer; S.  Seymour  Elbling,  senior  market 
analyst,  Asch  Adv.,  New  York,  as  field  mer- 

chandising analyst,  and  Hal  Dickens,  sales 
manager,  Radio  Feature  Div.,  Walter  Schwim- 
mer  Co.,  Chicago,  to  merchandising  depart- 
ment. 

Dept.  Stores  Shun  Radio-Tv 
RADIO  AND  TV  trailed  other  media  in  depart- 

ment store  advertising  expenditures  last  year, 

sharing  2%  of  the  promotional  dollar,  the  Na- 
tional Retail  Dry  Goods  Assn.  reported  last 

week.  Pointing  out  that  total  department  store 
promotional  expenditures  amounted  to  4.2% 

of  net  sales,  the  NRDGA's  31st  annual  survey 
of  Departmental  Merchandising  &  Operating 
Results  of  Department  Stores  put  newspaper  ad- 

vertising linage  ahead  with  60%  of  the  promo- 
tional dollar.  The  remaining  40%  was  broken 

down  into  direct  mail  (4%),  "other  media" 
(4%),  supplies  and  miscellaneous  expenses 
(5%),  payroll  (12%),  display  (13%)  and  radio-tv 
(2%). 

Glamour  Foods  Plus  Tv  Sell  Vacuum  Bottles 
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double 

in  the 

lin 

Representative  of  beauty  and  talent  in  the  Carolinas  are 

"Miss  South  Carolina"  and  "Miss  North  Carolina". 

Representative  of  quality  television  in  the  Carolinas, 
are  Charlotte  WBTV  and  Florence  WBTW.  Combined, 

these  two  Jefferson  Standard  Stations  give  advertisers 
complete  coverage  of  more  than  one  out  of  every 
two  Carolinians  . .  .  coverage  comparable  to  the 

nation's  eighth  largest  TV  market! 

Buy  both  and  earn  regular  WBTV  and  WBTW  dis- 
counts ...  plus  a  15%  additional  bonus  discount 

on  WBTW! 

Make  your  double  sales  date  now  for  the  television 
buy  in  the  two  Carolinas.  Call  Charlotte  WBTV, 
Florence  WBTW,  or  CBS  Television  Spot  Sales. 

*"Miss  South  Carolina"— Miss  Martha  Dean  Chestnut 

f'Miss  North  Carolina"— Miss  Faye  Arnold 

WBTV 

WBTW 

Jefferson  Standard 
Broadcasting  Company 



Mews  film  gets  on  top  of  it! 



Wherever  there's  news  breaking, 

Newsfilm  gets  there  fast !  Its  more 

than  250  camera  correspondents 

around  the  globe  provide  the  sort  of 

world-wide  as -it -happens  news 

coverage  that  stations  using  other 

syndicated  services  seldom  see. 

And  Newsfilm  has  another  major 

advantage:  it's  the  only  news  service 

produced  exclusively  for  television 

stations.  From  start  to  finish,  it's  shot 

and  scripted  exclusively  for  station 

use,  so  it  suits  stations'  and  sponsors' 

needs  to  a  T.  Here's  what  long-time 

sponsor  Eddy's  Bakery,  Boise,  says. 

Writes  manager  C.  A.  Beavers:  "Our 

use  of  Newsfilm  has  been  a  practical 

and  profitable  association  ever  since 

kboi-tv  started  telecasting  in  1953 . . . 

our  only  advertising  used  consistently. 

Since  then  we've  enjoyed  consistent 

business  increases ...  a  substantial 

increase  in  1955  over  1954  and  a 

similar  increase  for  1954  over  1953. 

What's  more,  this  increase  carried 

over  into  1956.  We  also  note  high- 

volume,  immediate  response  to  the 

special  promotions  that  we've  run 

in  connection  with  Newsfilm!" 

Newsfilm,  a  product  of  CBS  News,  is 

available  to  all  stations.  Contact . . . 

CBS  Television 

Film  Sales,  Inc. 

New  York,  Chicago,  Los  Angeles,  Detroit,  Boston, 
San  Francisco,  St.  Louis,  Dallas,  Atlanta.  In  Canada: 
S.  W.  Caldwell,  Ltd.,Toronto 



LATEST  RATINGS 

NIELSEN 

TOP  RADIO  SHOWS  (TWO  WEEKS  ENDING  JUNE  23) 

Rank  Program 
Evening,  Once-a-Week 1.  You  Bet  Your  Life 
2.  Truth  or 

Consequences 
3.  Godfrey's  Scouts 4.  Two  for  the  Money 
5.  Our  Miss  Brooks- 
6.  People  Are  Funny 

7.  Voice  of  Firestone 

8.  News  from  NBC 
9.  Telephone  Hour 
10.  Weather-Highways 
Evening,  Multi-Weekly 1.  News  of  the  World 
2.  One  Man's  Family 3.  Lowell  Thomas 

Weekday 
1.    Wendy  Warren 

Sponsor 
De  Soto 
Realemon 

Toni 
P.  Lorillard 
Toni Realemon 
Brown  &  Williamson 
Firestone  Tire  & 

Rubber  Co. 
Brown  &  Williamson 
Bell  Telephone  Co. 
Part  of  Monitor 

Agency 

BBDO 
Rutledge  8t  Lillianfeld 
North  Adv. 
Lennen  &  Newell 
North  Adv. 
Rutledge  &  Lillianfeld Ted  Bates 
Sweeney  &  James 

Ted  Bates 
N.  W.  Ayer 

Miles  Labs  Geoffrey  Wade 
Participating  Sponsors 
United  Motors  Campbell-Ewald 

Service  Division  of 
General  Motors 

Net- 

No. of Homes work Stations 
Day  &  Time (000) (Average  for  All  Programs) 

/Mni 
(5^U) NBC 194 Wed.,  9-9:30 

1,277 

NBC 
179 

Wed.,  8-8:30 
1 ,183 CBS 

161 Mon.,  8:30-9 
1,088 

CBS 
203 

Sun.,  S-3^-9 1,041 
CBS 203 

Sun.,  8-8:30 
993 

NBC 
177 

Thurs.,  8-8:30 
946 

ABC 340 
Mon.,  8:30-9 

899 NBC 
191 

Wed.,  8:55-9 
899 NBC 191 

Mon.,  9-9:30 851 
NBC 

Sun. 
851 

(Average  for  All  Programs^ (710) 
NBC 194 Mon.-Fri.,  7:30-45 

1,277 
NBC 182 Mon.-Fri.,  7:45-8 

1,183 
CBS 198 Mon.-Fri.,  6:45-7 993 

(Average  for  All  Programs) 

2. 
J. 4. 
5. 

My  True  Story 
Arthur  Godfrey 
Arthur  Godfrey 
Helen  Trent 

6.  Wendy  Warren 

7.  Helen  Trent 
8.  A.  Godfrey 
9.  Guiding  Light 
10.  Young  Dr.  Malone 

Day,  Sunday 
1.  Robert  Trout  News 
2.  Woolworth  Hour 
3.  News 
Day,  Saturday 
1 .  Gunsmoke 
2.  Weather-Highways 
3.  Robert  Q.  Lewis 

Standard  Brands Ted  Bates CBS 
190 

Alt.  Days,  Mon.-Fri., 12-12:15 

Segmented  Sponsors and  Agencies ABC 340 Mon.-Fri.,  10-10:30 
Kendall Leo  Burnett 

CBS 
201 Staley Ruthrauff  &  Ryan CBS 198 Alt.  Fri.,  11-1:15 

Carter  Products Ted  Bates CBS 186 Alt.  Days,  Mon.-Fri., 
Sleepeze M.  B.  Scott  Adv. 51 12:30-12:45 
Toni North  Adv. 

187 White  King Erwin  Wasey 

26 

Corn  Products C.  L.  Miller 74 
Perkins Foote,  Cone  &  Belding 185 
Hazel  Bishop Raymond  Spector 

CBS 190 

Alt.  Days,  Mon.-Fri., 12-12:15 
Same  as  above 
Standard  Brands Ted  Bates 

CBS 
202 

Procter  &  Gamble Compton CBS 

45 

Mon.-Fri.,  1:45-2 Carter  Products Ted  Bates CBS 186 Alt.  Days,  Mon.-Fri., Corn  Products C.  L.  Miller 

75 

1 :30-45 Perkins  Products Foote,  Cone  &  Belding 187 
Sleep-eze  Co. M.  B.  Scott  Adv. 

51 

Toni  Co. North  Adv. 188 
Average  for  All  Programs) 

General  Motors Campbell-Ewald CBS 164 Sun.,  10-10:15 F.  W.  Woolworth Lynn  Baker CBS 198 
Sun.,  1-2 Part  of  Monitor NBC 

(Average  for  All  Programs) 
Liggett  &  Myers Cunningham  &  Walsh CBS 200 

Sat.,  12:30-1 Part  of  Monitor NBC 
L.  Howe Dancer-Fitzgerald- 

Sample 
CBS 198 

Sat.,  10:50-55 

■1.041) 

1,514 

1,514 1,419 

1.419 

1,419 

1,419 

1,372 
1,372 1,372 

1,372 

(378) 

804 
757 
710 

(615) 

1,324 

1,324 1,183 

Named  Top  Mogul  Timebuyer 

ELAINE  L.  (Schachne)  WHALEN,  timebuyer, 
Emil  Mogul  Co.,  New  York,  has  been  named 

chief  timebuyer  of 

the  agency,  Les  Du- 
nier,  radio-tv  direc- 

tor, announced  last 
week.  Mrs.  Whalen 

joined  Mogul  in 
1953  after  two  years 
at  Cunningham  & 
Walsh  as  assistant 
timebuyer  and  one 
year  with  The  Biow 
Co.  as  a  radio-tv  re- 

searcher. She  was 
married  June  29  to 

Jay  A.  Whalen  of 
Venard,  Rintoul  & 

McConnell,  station  representatives. 

Robbe  Resigns  Lorillard  Post 

advertising  manager  of  P. 
Lorillard  Co..  New 
York,  has  an 

nounced  his  resigna- 
tion from  the  to- 
bacco company.  Mr. 

Robbe  has  been  with 
P.  Lorillard  since 
'950  and  prior  to 
that  was  with  Young 
&  Rubicam,  New 
York,  for  more  than 
10  years  in  various 
executive  capacities 

Mr.  Robbe's  future 
plans  will  be  an 
nounced  shortly. 

MRS.  WHALEN 

Fred   G.  Robbe. 

MR.  ROBBE 

SPOT  NEW  BUSINESS 

Rexall  Drug  Co.,  L.  A.,  planning  to  use  radio 
spot  announcements  again  on  Oct.  15,  18  and  19 
to  promote  annual  one-cent  sale  in  number  of 
scattered  markets.  BBDO,  L.  A.,  is  agency. 

Blue  Coal  Corp.,  Newark,  N.  J.,  planning  radio 
spot  announcement  campaign  to  start  Sept.  10 
for  10  weeks  in  about  25  markets.  Sullivan, 
Stauffer,  Colwell  &  Bayles,  N.  Y.,  is  agency. 

NETWORK  NEW  BUSINESS 

Sterling  Drug  Co.  (Bayer  aspirin,  Phillip's  Milk 
of  Magnesia,  Milk  of  Magnesia  tablets,  Dr. 
Lyons  tooth  powder,  and  Energine  cleaning 

and  lighter  fluid)  will  sponsor  Modern  Ro- 
mances on  NBC-TV  Wednesdays  and  Fridays 

(4:45-5:00  p.m.  EDT),  starting  Aug.  3  [B»T, 
July  23].  Agency  is  Dancer-Fitzgerald-Sample, 
N.  Y. 

General  Foods,  White  Plains,  N.  Y.,  for  Kool- 
Shake,  will  add  Our  Miss  Brooks  (CBS-TV, 
Fri.,  8:30-9  p.m.  EDT),  to  its  summer  list  of 
shows.  Other  shows  carrying  Kool-Shake  par- 

ticipations with  other  General  Foods  Products: 
Fury  (NBC-TV,  Sat.,  11-11:30  a.m.  EDT),  De- 

cember Bride  (CBS-TV,  Mon.,  9:30-10  p.m. 
EDT),  and  Topper  (NBC-TV,  Sun.,  7-7:30  p.m. EDT). 

Nic-L-Silver  Battery  Co.,  through  Goodman- 
Anderson  Adv.,  L.  A.,  co-sponsoring  Frank 
Goss  News  on  Columbia  Pacific  Radio  Net- 

work, 5:45-5:55  p.m.  PDT,  on  alternate  days. 

Reynolds  Metal  Co.,  Richmond,  Va.,  through 
Buchanan  &  Co.,  N.  Y.,  will  sponsor  exclusive 
coverage  of  31st  running  of  Hambletonian  on 

CBS  Radio,  Wednesday,  6:15-6:30  p.m.  EDT. 
Classic  $90,000  harness  racing  event  will  em- 

anate from  Goshen,  N.  Y. 

AGENCY  APPOINTMENTS 

Paper  Mate  Co.  (pens,  pencils),  Chicago,  ap- 
points Foote,  Cone  &  Belding,  same  city,  for 

new  Tred  liquid  lead  pencil. 

Elizabeth  Arden  Sales  Corp.  (cosmetics),  N.  Y., 
appoints  Charles  W.  Hoyt  Co.,  N.  Y.  Account 
was  previously  serviced  by  Kastor,  Farrell, 
Chesley  &  Clifford,  with  billing  approximately 

$750,000. 

B.  T.  Babbitt  Co.,  N.  Y.,  names  Dancer- 
Fitzgerald-Sample,  N.  Y.,  for  new  porcelain 
cleanser,  Cameo.  Company  currently  is  using 
radio-tv  spots  on  limited  scale. 

Vick  Products  Div.,  Vick  Chemical  Co.,  N.  Y., 
for  Sofskin  (hand  cream),  appoints  Ellington 
&  Co.,  N.  Y. 

Simoniz  Co.  (cleaning  products),  Chicago,  ap- 
points Young  &  Rubicam,  that  city,  for  all 

consumer  products.  SSC&B  formerly  handled 
cleaning  products.  Move  consolidates  con- 

sumer products  in  one  agency.  Buchen  Co. 
will  continue  to  handle  commercial  products. 

Griesedieck  Bros.  Brewery  Co.  (G/B  beer), 

St.  Louis,  appoints  Maxon  Inc.,  effective  Oct. 
1.   Radio  will  be  used. 

Dunlop  Tire  &  Rubber  Corp.,  Buffalo,  N.  Y., 
names  Comstock  &  Co.,  that  city,  for  four 
divisions:  tires  and  automotive  products,  sport- 

ing goods,  foam  rubber,  and  industrial  rubber 

products. 
Swingline  Inc.  (home  and  office  stapling  ma- 

chines), N.  Y.,  appoints  Lawrence  C.  Gum- 
binner  Adv.,  N.  Y.  Plans  being  made  to  use 
television  in  fall. 

Gordon  Baking  Co.  (Silvercup  bread,  other 
baked  goods),  Detroit,  names  N.  W.  Ayer  & 
Son,  Detroit,  effective  Sept.  15.  Account, 
formerly  serviced  by  Cunningham  &  Walsh, 
N.  Y.,  has  nearly  $1  million  in  billing. 

On-Cor  Food  Products  Co.  (frozen  foods), 
Chicago,  appoints  Henry  Senne  Adv.,  same 
city,  for  advertising  and  merchandising.  Radio 
will  be  used.  Qualified  Products  Co.  (Savory 
brand  foods),  Chicago,  also  appoints  Senne 
agency.  Radio  will  be  used  in  fall. 

Clougherty  Packing  Co.  (Farmer  John  meat 
products),  L.  A.,  to  Guild,  Bascom  &  Bonfigli 
Inc.,  San  Francisco,  for  all  media.  Agency  has 
handled  tv  advertising  for  Clougherty  since 

May. 

Merchants  National  Bank  of  Boston  names 
Kenyon  &  Eckhardt,  Boston. 

Fels  &  Co.,  Phila.,  appoints  The  Aitkin-Kynett 
Co.,  that  city,  for  all  advertising  effective  Sept.  1. 

A&A  SHORTS 

Eastman,  Scott  &  Co.,  and  Bearden-Thompson- 
Frankel,  Atlanta  agencies,  have  consolidated  as 
Bearden-Thompson-Frankel  &  Eastman,  Scott, 
with  offices  at  22  Eighth  St.,  N.E.  Officers: 
Warren  H.  Bearden,  president;  E.  Gerry  East- 

man, chairman  of  executive  committee  and 
planning;  Merle  A.  Thompson,  executive  vice 
president,  and  Norman  Frankel,  secretary- 
treasurer. 

Burstin  Co.,  Lampert  Agency,  both  N.  Y.,  and 
Town  Adv.  Assoc.,  Hackensack,  N.  J.,  elected 
to  League  -  of  Advertising  Agencies,  N.  Y. 
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Thorofare  Super  Markets 

sure  didn't  have  any  beef 
with  KDKA-TV! 

Literally  none!  300,000  pounds — 12  carloads  of 
beef — sold  out  by  noon  the  day  after  people 

watched  just  4  commercials  on  Thorofare's  Friday 
night  Startime  Theatre  program. 

Imagine!  Thorofare  has  some  56  super  markets 
throughout  Western  Pennsylvania.  And  not  one 
of  them  had  a  pound  of  beef  left  after  12  noon 

on  Saturday!  And  when  you  think  that  Thorofare's 
program  is  on  KDKA-TV  late  in  the  evening, 
beginning  at  11:15  PM,  the  whole  thing  is  even 
more  phenomenal. 

But  it  just  proves  the  tremendous  selling  power 

of  KDKA-TV  in  the  Pittsburgh  market. 

KDKA-TV,  Channel  2,  is  Pittsburgh's  pioneer 
TV  station  .  .  .  gives  more  viewers  in  the  tri-state 
area  than  any  other  station!  For  information 
and  availabilities,  call  Lloyd  Chapman,  Sales 

Manager  at  EXpress  1-3000,  Pittsburgh,  or  "Bink" 
Dannenbaum,  WBC  Vice  President — Sales, 
MUrray  Hill  7-0808,  New  York. 

In  Pittsburgh,  no  selling  campaign  is  complete 
without  the  WBC  station . . . 

FIRST  IN  THE  PITTSBURGH  MARKET 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
RADIO 

BOSTON— WBZ+WBZ  A 

PITTSBURGH  —  KDKA" CLEVELAND — KYW 
FORT  WAYNE — WOWO 
PORTLAND — KEX 

TELEVISION 

BOSTON — WBZ-TV 
PITTSBURGH  —  KDKA-TV 
CLEVELAND — KYW-TV 
SAN  FRANCISCO— KPIX 

KPIX  REPRESENTED  BY  THE  KATZ  AGENCY,  INC. 
ALL  OTHER  WBC  STATIONS  REPRESENTED  BY  PETERS.  GRIFFIN.  WOODWARD.  INC. 
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Available  NOW. 

39  great  NEW  half-hours 

of  the  most  exciting,  modern  western  police  show  ever  filmed  for  television! 

m  m  *     •  •  ■  » 

the 

Sheriff  of  Cochise 

produced  for  NTA  by  Desilu  .  .  .  the  studio  famous  for  "I  Love  Lucy,"  "Our  Miss  Brooks/' 

"December  Bride"  and  "Make  Room  For  Daddy." 

O
L
D
 
 14

 

SOCONY  MOBIL  OIL  CO. 

67 

in 

MIDWESTERN 

MARKETS 

WRITE-WIRE-PHONE,  TODAY!  All  the  details  are  available  to  you  from 

Te 
'ATIONAL  1ELEFILM  ASSOCIATES,  INC. 

60   W.  55th    STREET    •    NEW   YORK    19.   N.Y.  •    PHONE:    PLAZA   7-2100    •    CABLE:  NATTELFILM 

CHICAGO,  ILLINOIS         HOLLYWOOD.  CALIFORNIA      MONTREAL,  CANADA         MEMPHIS,  TENNESSEE  BOSTON,  MASS.  MINNEAPOLIS,  MINNESOTA 
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FOR  REGIONAL  SPONSORSHIP 

2  GREAT  NAMES... 

NTA  —  first  in  television  film  distribution 

@$#4t$e .  ..  first  in  television  program  production 

combine  to  bring  you  THE  FIRST  DESILU  PROGRAM  TO 

BE  MADE  AVAILABLE  FOR  FIRST-RUN  . . .  REGIONAL 

SPONSORSHIP! 

For  real  sales  action  ...  a  top-action  police  show  with 

a  western  twang  . . .  with  the  fighting,  gun-slinging 

Sheriff  of  Cochise  re-enacting  authentic  case  histories 

from  the  files  of  Cochise  County,  Arizona  
SHOT  ON  LOCATION  AGAINST  THE  THRILLING 

BACKGROUND  OF  THE  BADLANDS  OF  THE  WEST! 

Sheriff  of  Cochise  combines  the  thrills  of  the  best 

police  show  you  have  ever  seen,  with  the  edge-of-the- 
seat  excitement  of  a  blazing  western.  It  was  created 

with  an  all-family  audience  in  mind  ...  the  best 

audience  any  sponsor  can  have! 



ADVERTISERS  &  AGENCIES 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

NBC-TV 
Aug.  6-10  (3-4  p.m.)  Matinee,  participa- 

ting sponsors  (also  Aug.  27-31). 

Aug.  8  (9-10  p.m.)  Kraft  Television  The- 
atre, Kraft  Foods,  through  J.  Walter 

Thompson  (also  Aug.  29). 

Aug.  9  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.  through  J.  Walter 
Thompson  Co.  (also  Aug.  23,  30). 

Aug.  12  (7:30-9  p.m.)  Sunday  Spectac- 
ular, "Atlantic  City  Holiday,"  participat- 

ing sponsors. 
Aug.  14  (8-9  p.m.)  The  Chevy  Show, 
Chevrolet  Div.  of  General  Motors  Corp., 

through  Campbell-Ewald  Co. 

Aug.  15  (7:30-7:45  p.m.)  J.  P.  Morgan 
Show,  sustaining. 

Aug.  18  (8-9  p.m.)  Tony  Bennett  Show, 
participating  sponsors  (also  Aug.  25). 

Aug.  26  (5-5:30  p.m.)  Zoo  Parade,  sus- 
taining. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B»T] 

McCann-Erickson  has  opened  new  office  in 
Dusseldorf,  Germany,  to  handle  expanding 
German  business.  Office  will  be  located  in  new 

Dommel  Hochhaus  and  will  be  under  manage- 
ment of  Hans  Moeller,  formerly  manager  of 

agency's  Cologne  branch. 

Yardis  Adv.  Co.,  Philadelphia,  has  announced 

opening  midwest  office  in  Chicago,  with  Bern- 
ard S.  Berman,  former  partner  in  Berman, 

Bettenbender,  Chicago,  as  vice  president  in 
charge  of  midwestern  operations.  Office  is  at 
4624  N.  Sheridan  Road  (Tel.  Ravenswood  8- 
4511).  Arthur  M.  Soltan,  Chicago  advertising 

executive,  will  be  Mr.  Berman's  assistant. 

G.  M.  Basford  Co.,  N.  Y.  agency,  in  new 
quarters  on  19th  floor  of  Lincoln  Bldg.,  60  E. 
42d  St. 

A&A  PEOPLE 

Ted  Levenson  and  Quentin  McDonald,  account 
supervisors,  Benton  &  Bowles,  N.  Y.,  named 
vice  presidents  of  agency. 

Hilliard  S.  Graham,  merchandising  director, 
Erwin,  Wasey  &  Co.,  Chicago,  and  John  L. 
Gwynn,  media  director,  elected  vice  presidents. 
Duane  A.  Gordon,  art  director,  N.  W.  Ayers  & 
Sons  Inc.,  Phila.,  to  Erwin,  Wasey,  L.  A.,  in 
similar  position. 

Lee  A.  Cavanagh,  account  executive  at  Krup- 
nick  &  Assoc.  Inc.,  St.  Louis,  promoted  to  ad- 

ministrative vice  president. 

Reg  Testement,  advertising  manager,  Grove 
Labs  (Bromo-Quinine,  Fitch  shampoos,  4-Way 
Cold  Tablets),  St.  Louis,  appointed  to  additional 

post  of  public  relations  co-ordinator. 

G.  P.  Karle  Jr.,  assistant  advertising  manager, 
Sheaffer  Pen  Co.,  Fort  Madison,  Iowa,  named 
advertising  manager,  succeeding  Don  A.  Reed, 
resigned  to  join  Russel  M.  Seeds  Co. 

Robert  S.  Marker  promoted  to  account  execu- 
tive on  Saran  Wrap  at  MacManus,  John  & 

Adams,  Bloomfield  Hills,  Mich.  Ellen  Mc- 
Jenkin,  to  MJ&A  radio-tv  department,  and 

Donald  Runkel  promoted  to  assistant  to  J.  W. 
Ingham,  production  department. 

Frederick  P.  Reynolds  Jr.,  director  of  research 
account  service,  McCann-Erickson,  N.  Y.,  re- 

tiring from  agency  business  to  take  over  man- 
agement of  The  Buccaneer  Hotel  in  St.  Croix, 

Virgin  Islands. 

George  Wichterman  elected  treasurer  of  Henry 
Quednau  Inc.,  Tampa,  Fla.,  agency,  and  named 
to  board  of  directors  succeeding  Nelson  Mason, 
resigned. 

Robert  J.  Runge  promoted  from  advertising  di- 
rector to  newly-created  post  of  director  of  ad- 

vertising, sales  promotion  and  publicity  at  Norge 
Div.  of  Borge-Warner  Corp.,  Chicago. 

Alfred  P.  Ries,  formerly  with  advertising  de- 
partment of  General  Electric  Co.,  Schenectady, 

N.  Y.,  to  Needham,  Louis  &  Brorby  Inc.,  N.  Y., 
as  account  executive.  Joseph  La  Rosa,  for- 

merly art  director  at  National  Airport  Adv. 
Agency,  to  NL&B  in  similar  capacity. 

Robert  P.  Hoffman,  Brisacher,  Wheeler  &  Staff, 
and  Vernon  E.  Norris,  formerly  of  Richard  N. 
Meltzer,  to  Kenyon  &  Eckhardt,  S.  F.,  as  ac- 

count executives.  Sherwood  Armstrong,  crea- 
tive director,  Cole  &  Weber,  Seattle,  to  K&E 

San  Francisco,  as  copy  chief,  and  Robert  Ryan, 
Brisacher,  Wheeler  &  Staff,  to  K&E  San  Fran- 

cisco, production  manager.  Rafael  Cortes,  art 
director,  J.  Walter  Thompson  Co.,  to  K&E  de 
Mexico  S.  A.,  Mexico  City,  in  similar  capacity. 

Edward  B.  Denton  named  eastern  division  sales 
manager  of  Helene  Curtis  Industries  Toiletries 
Div.,  Chicago.  Named  brand  managers:  Ray 

Markman,  for  King's  Men  products;  Irving 
Kiem,  for  Suave,  Shampoo  Plus  Egg,  Lanolin 
Lotion  Creme  and  Creme  Rinse,  and  Harold 
Johnson,  for  Spray  Net  and  Stopette. 

Leonard  Gross,  appliance  sales  manager, 
Philco  Distributors  Inc.,  Phila.,  named  sales 
manager  of  Radio  Div.,  Philco  Corp.,  Phila. 
He  succeeds  John  J.  Moran,  resigned. 

Howard  E.  Rieder,  J.  W.  Raymond  Adv., 
L.  A.,  to  Orson  W.  Hauter  &  Assoc.  Adv.,  that 

city,  as  copywriter  and  account  executive.  He 
is  also  president  of  Trend-Assoc.  Productions, film  firm. 

Fred  MacKaye,  formerly  director,  Lux  Radio 
Theatre  for  J.  Walter  Thompson  Co.,  to  pro- 

duction supervisor,  Dick  Powell-Zane  Grey 
Theatre  for  Benton  &  Bowles,  Hollywood. 

John  Meek,  former  president  of  Scott  Radio 
Laboratories  Inc.,  Plymouth,  Ind.,  appointed 
director  of  technical  product  merchandising, 
Martin  Co.,  Chicago  agency. 

George  F.  Haller,  formerly  media  supervisor, 
Biow  Co.,  and  past  president,  N.  Y.  Media 
Buyers  Assn.,  to  media  department  of  J.  Walter 
Thompson  Co.,  Chicago. 

Tobin  C.  Carlin,  formerly  sales  director,  Dad's 
Root  Beer  Co.,  to  McCann-Erickson  Inc.,  Chi- 

cago, as  regional  advertising  and  sales  promo- 
tion specialist. 

Frank  H.  Long,  associate  merchandising  direc- 
tor, Bryan  Houston,  N.  Y.,  named  manager  of 

merchandising  department.  He  has  been  with 

agency  since  March  1955. 

A.  Arnold  Wester,  manager  of  Hollywood  of- 
fice of  William  Esty  Co.  for  five  years,  elected 

vice  president. 

William  B.  Dugan,  national  sales  manager  for 

Adolph's  meat  tenderizer,  appointed  merchan- 
dising manager  for  Chicken  of  the  Sea  brand 

tuna,  product  of  Van  Camp  Sea  Food  Co., 

L.  A.  He  formerly  was  vice  president  and  gen- 
eral manager  of  San  Francisco  office  of  Dancer- 

Fitzgerald-Sample. 

Harry  Lawton,  formerly  advertising  and  sales 

promotion  manager  in  New  York  and  Penn- 
sylvania for  Pabco  Products  Inc.,  San  Fran- 

cisco (paints  and  related  products),  named  ac- 
count supervisor  at  Hutchinson  Adv.,  Holly- 

wood. 

Broadcasting    •  Telecasting 

CELEBRATION  of  the  tenth  anniversary  of  the  Lowe  Runkle  Co.  advertising  agency, 

Oklahoma  City,  brought  forth  a  surprise  gift  for  the  president,  Lowe  Runkle,  from  com- 

pany employes— a  portable  RCA  Victor  tv  set.  Presenting  the  gift  are  (I  to  r)  Lowe  Runkle 
Vice  President  Roger  Pishny;  Vice  President  Howard  Neumann;  Account  Executive  Oscar 

Heuser,  and  Vice  President  Monty  Mann. 
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LONG-TERM  POW 

117171412 

through 

"proved-in" 

tube  design 

'0^ 

Using  grid-flange  design — an 
RCA  development— this  RCA 
power  triode  contributed  to  a 
new  era  in  VHF  operation. 

'J '  6  7^3 

HOW  TO  GET  MORE  HOURS 

FROM  AN  RCA-5762 

•  Hold  filament  voltage  at  1  2.6  volts— - 
right  at  tube  terminals 

•  Operate  each  new  tube  as  soon  as 
you  receive  it 

•  Keep  air-cooling  system  clean.  It 
helps  prevent  tube  and  circuit  dam- 

age caused  by  overheating 

•  Always  operate  tube  within  RCA  rat- 
ings. Follow  instructions  packed  with 

tube 

•  Handle  tube  carefully —  to  avoid 
mechanical  damage 

•  Operate  spare  tubes  periodically 

^ 
— 

Incorporated  within  this  well-known 
air-cooled  triode  are  some  of  the  most 

unique  technical  advancements  in  the 

history  of  power-tube  design.  Many 

of  these  RCA  techniques  have  evolved 

from  experience  gained  over  years  of 

actual  tube  operation  on  the  air.  All 
of  them  contribute  substantially  to 
the  remarkable  endurance  of  this  tube 

in  day-in,  day-out  transmitter  service 
— over  many  thousands  of  hours. 

Backed  by  more  than  a  quarter 

century  of  specialized  experience  in 

designing  and  building  world-famous 

high-power  tubes,  RCA-5762's  are 
paying  dividends  for  broadcasters— 
continually— in  lower  tube  costs  per 
hour  of  operation,  and  in  stable 

performance  of  the  transmitter. 

Your  RCA  Tube  Distributor  can 

handle  your  order  for  Type  5762's  — 
promptly.  Call  him. 

TUBES  FOR  BROADCASTING 

Radio  Corporation  ot  America       Harrison,  N.  J. 

mm 



 NETWORKS  

CBS  RADIO  DAYTIME  NEAR  'SRO'  STATUS 

Karol  say's  that  present  rate 
will  see  network  90%  sold  by 

Labor  Day,  reports  on  $1.5 
million    sales    to  Standard 

Brands  and  Colgate-Palmolive. 
He  also  is  optimistic  about 

nighttime  sales. 

THE  PROSPECT  that  CBS  Radio  may  attain 

a  "sell-out"  status  in  its  daytime  programming 
hours  this  fall  was  held  out  as  "a  fair  chance" 
last  week  by  John  Karol,  vice  president  in 
charge  of  network  sales.  At  the  present  rate, 
he  said,  the  daytime  schedule  should  be  at 
least  90%  sold  out  by  Labor  Day.  The  day- 

time programming — which  runs  from  10  a.m. 

to  3:30  p.m.  Monday-Friday — is  currently  about 
75%  sold,  Mr.  Karol  said. 

His  assertions — the  first  talk  of  "sold  out" 
or  "nearly  sold  out"  achievements  that  network 
radio  has  heard  in  recent  years — coincided  with 
his  announcement  that  Standard  Brands,  a  net- 

work radio  stalwart  many  years  ago,  is  sub- 
stantially expanding  its  use  of  CBS  Radio  this 

fall.  He  said  Standard  has  signed  for  10  IV2 
minute  periods  a  week  in  three  daytime  serials, 
effective  today  (Mon.)  on  the  full  CBS  Radio 
network.  The  purchase  represents  approxi- 

mately $1.5  million  in  gross  annual  billings. 

It  follows  on  the  heels  of  a  similar  $1.5  mil- 
lion purchase,  in  the  same  three  serials,  by 

Colgate-Palmolive  Co.,  a  few  weeks  ago,  effec- 
tive Sept.  3.  Standard  Brands  and  Colgate  will 

co-sponsor  episodes  of  Backstage  Wife,  Our 
Gal  Sunday,  and  Second  Mrs.  Burton. 

He  called  the  Standard  Brands  contract  one 
of  the  most  important  sales  of  daytime  radio  to 
a  major  advertiser  in  recent  years  and  said  it 

"points  up  the  increase  of  radio  purchases  by 
major  advertisers  currently  employing  network 
radio  and  further  establishes  the  trend  which 
will  lead  many  non-users  of  the  medium  to 

seek  the  advantages  of  network  radio."  Prod- 
ucts to  be  advertised  under  the  contract  are 

Chase  &  Sanborn  instant  coffee  and  Blue 
Bonnet  Margarine.  The  agency  is  Ted  Bates  & 
Co.,  New  York.  Standard  Brands  also  sponsors 
a  15-minute  portion  of  Arthur  Godfrey  Time 
each  week,  having  signed  for  this  segment 
earlier  in  the  year  after  a  12-year  absence  from 
CBS  Radio. 

Mr.  Karol  indicated  that  several  other  sales 

are  in  the  negotiating  stage  and  "on  the  brink" 
of  completion. 

Mr.  Karol  attributed  the  rise  in  sales  on  CBS 

Radio  to  the  network's  adherence,  over  the 
years,  to  the  "same  time,  same  station"  concept 
of  programming,  and  to  the  continuing  popu- 

larity and  sales  power  of  daytime  serials.  Even 
when  sponsors  were  dropping  daytime  serials  a 
few  years  ago,  he  pointed  out,  CBS  Radio 
maintained  the  programs  in  their  usual  periods 
on  the  theory  that  the  audiences  were  listening 
to  the  programs,  not  the  sponsors,  and  would 
go  on  listening  and  thus  preserve  the  sales 
value  of  the  programs. 

The  CBS  Radio  daytime  programming  opens 

with  Godfrey  at  10  a.m.  (he's  completely  sold 
out  for  October,  has  one  quarter-hour  avail- 

able for  September),  moves  into  the  daytimer 
serial  block  at  noon,  and  winds  up  with  Art 

Linkletter's  Houseparty  at  3-3:30.  There  is 
some  network  programming  after  3:30  in  the 

afternoon  but  it's  largely  on  a  regional  or  lim- 
ited group  of  affiliates  and  time  after  3:30  is 

considered  station  time. 

Although  more  enthusiastic  about  daytime 
sales  prospects,  Mr.  Karol  is  not  pessimistic 
about  the  nighttime  outlook.  The  evening  news 

strips  are  going  well,  he  said,  and  the  "seg- 
mentation" plan  of  selling  certain  evening  and 

weekend  shows  is  attracting  some  advertisers. 

In  fact,  the  network  plans  to  install  a  new  pro- 
gram on  the  segmented  sales  plan — Robert  Q. 

Lewis  at  8-8:30  p.m. — although  it's  not  definite 
yet  whether  it'll  be  offered  in  five-minute  seg- 

ments (as  other  segmented-sales  programs  are) 
or  in  7  Vr  -minute  periods  after  the  fashion  of 
the  daytime  serials. 

'Hallmark  Hall  of  Fame7 
Rescheduled  for  Evenings 

HALLMARK  Cards  Inc.,  Kansas  City,  Mo., 
will  return  to  NBC-TV  next  season  for  the 

fifth  consecutive  year  as  sponsor  of  the  Hall- 
mark Hall  of  Fame  series  of  90-minute  color 

spectaculars,  effective  Oct.  28.  The  series,  seen 
last  season  every  fourth  Sunday  afternoon, 
will  be  rescheduled  to  Sunday  nights  for  five 
out  of  six  programs.  Of  the  former,  some  will 
be  seen  from  7:30-9  p.m.,  others  from  9-10:30 
p.m.  EDT  [Closed  Circuit,  July  30].  This  will 
place  some  of  the  Hallmark  shows  in  direct 

competition  with  ABC-TV's  Omnibus  series, 
also  90-minute  programs.  The  sixth  and  final 
Hallmark  program  will  be  aired  Wednesday, 

April  10,  1957,  8:30-10  p.m. 

Maurice  Evans,  producer  on  last  year's 
series,  will  pass  on  the  duties  of  executive  pro- 

ducer to  his  associate  producer  of  last  season, 
Mildred  Freed  Alberg.  Mrs.  Alberg  will  share 
production  with  director  George  Schaefer,  who 
will  produce  some  of  the  programs.  Mr.  Evans 
has  so  far  been  committed  to  star  in  two  of  the 

GREATEST  POWER  •   HIGHEST  TOWER  •  TREMENDOUS  COVERAGE! 

Smart  advertisers  do  a  big  job  in  Milwaukee 
on  the  BIG  station. 

With  316,000  watts,  Milwaukee's  TV  Strong 
Man  provides  perfect  pictures,  bright  and 
clear,  on  new  sets  or  old,  near  the  transmitter 
or  far  away. 

WISN-TV's  1,105  foot  tower,  highest  in  Wis- 
consin, offers  the  greatest  aerial  performance 

in  the  market  for  advertiser's  sales  messages. 

WISN-TV  coverage  blankets  Milwaukee  and 
23  rich  surrounding  counties  ...  an  area  with 
over  2V2  million  people  and  a  buying  income 
of  almost  five  million  dollars. 

Channel  12  is  BIG  in  Milwaukee.  And  you 
can  be  big  with  Channel  12. 

*  Top-Rated  ABC  Net- 
work, local,  film  shows 

ik  Extensive  Promotion, 
Publicity 

*Ar  Comprehensive  Mer- 
chandising Service 

°*  Complete  Technical, 
Production  Facilities 

•k  Low.  Low  Cost-Per- 
Thousand Edward  Petry  &  Co.,  Inc. 
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To  sell  North  Texas: 

top  advertisers 

have  used  WFAA 

10  years  or  more! 

Twenty-four  top  American  companies  have 

been  advertising  on  radio  station  WFAA  ten 

years  or  more.  Among  them  are  such  names 

as  R.  J.  Reynolds  Tobacco  Company,  Plough 

Sales  Corporation,  Quaker  Oats  Company, 

The  Mennen  Company,  Fant  Milling  Com- 

pany, and  others  of  similar  caliber. 

Why  have  these  big  names  remained  con- 
sistent advertisers  on  WFAA? 

Because  they  know  when  they  have  a 

winner. 

820 
50,000  WATTS 
WFAA 

570 
5,000  WATTS 

DAL  LAS 

NBC    •    ABC    •  TQN 
Edward  Petry  &  Co.,  Inc.,  Representatives 

''Whan  Study,  A.  C.  Nielsen,  N.S.I. 

WFAA  leads  in  North  Texas  in  every 

category*  . .  . 

...  in  General  News  Coverage 

(More  listeners  prefer  WFAA-820  news  than 
the  next  3  stations  combined) 

...  in  Farm  News  Coverage 

(Murray  Cox's  farm  coverage  is  among  North 
Texas'  Top  10  in  popularity) 

...  in  Programming 

(8  of  the  Top  10  programs  in  North  Texas 
are  WFAA-produced) 

...  in  Listenership 

(of  109  stations  WFAA  leads  decisively  in  both 
daytime  and  nighttime  audiences) 

If  you  want  to  buy  the  biggest  audience  in 
the  biggest  Texas  market,  talk  to  your  Petry 
man  now 
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Live  music,  her  kind  of  music.  Coming  from  NBC 

BANDSTAND  (weekdays,  10  a.m.  to  12  Noon,  EDT)  the 

new  radio  show  featuring  America's  favorite  bands  playing 

the  memory -stirring  music  of  yesterday  and  the  melodic 

hits  of  today. 

Every  weekday  morning  Bert  Parks  emcees  two  full  hours 

of  live  music  by  the  nation's  favorite  bands— Guy  Lombardo, 

the  Dorseys,  Wayne  King,  Freddy  Martin,  Russ  Morgan 

and  the  other  all-time  greats.  There'll  be  name  stars  from 

the  world  of  music  and  the  theater  — in  person.  Audience 

participation  features  and  contests  with  big  money  prizes. 

Johnny  Mercer,  Dick  Haymes  and  other  musical  celebrities 

to  act  as  "Mr.  Music." 

Here's  a  new  way  to  reach  housewives  in  the  morning.  A 

program  with  spontaneity  and  warmth,  and  the  knack  of 

easy  selling.  The  cost:  just  $1,000  per  one-minute  partici- 

pation, with  30-second  and  6-second  units  also  available. 

NBC  BANDSTAND  started  July  30.  Miles  Laboratories, 

Warner-Hudnut,  ReaLemon,  Manhattan  Soap  and  General 

Foods  started  with  it.  Like  them,  whatever  you  have  to 

say  to  women,  say  it  with  music  on  NBC  BANDSTAND. 

Exciting  things  are  happening  on  the 

[flfil  Radio  Network 

a  service 

oft 





LATEST  RATING 

REPORT* 

WCBM 

leads 

in  Baltimore! 

1st  or  2nd  in 

146  out  of 

212  t  hour 

rating 

periods! 

1st -104  times! 

2nd— 42  times! 

our  representative. 

*Hooper,  June  1956 

WCBM 

10,000  watts  on  680  KC. 

Baltimore  1  3,  Md. 

THE  BOILING  COMPANY,  INC. 

Representatives 
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programs,  one  of  them  being  G.  B.  Shaw's 
"Man  and  Superman." 

As  its  first  production  of  the  season,  Hall- 

mark will  present  Garson  Kanin's  comedy, 
"Born  Yesterday."  NBC-TV  programming  Vice 
President  Thomas  A.  McAvity  announced  last 
week  that  the  network  had  signed  Mary  Martin 
as  star  (see  story  below)  and  Garson  Kanin 
as  director  of  the  color  spectacular.  It  will  be 

Mr.  Kanin's  first  plunge  into  television,  Miss 
Martin's  fifth.  Though  the  male  lead  has  not 
yet  been  set,  it  was  understood  that  Paul 
Douglas  would  recreate  his  original  Broadway 

role  of  Harry  Brock  "if  his  schedule  permits." 

NBC-TV  Signs  Mary  Martin 

To  Exclusive  Three-Year  Pact 

ACTRESS-SINGER  Mary  Martin  has  been 
signed  to  an  exclusive  three-year  television 
contract  by  NBC-TV,  it  was  announced  last Thursday. 

The  contract  calls  for  Miss  Martin  to  star  in 

two  productions  a  year  for  the  three-year 
period  and  for  her  husband,  Richard  Halliday, 

to  serve  as  executive  producer  on  her  produc- 
tions. The  contract  was  negotiated  at  the 

Hallidays'  Brazilian  ranch  by  Nat  Wolff,  NBC- 
TV  director  of  program  planning. 

Miss  Martin's  first  production  will  be  the 
comedy  "Born  Yesterday"  (see  story  above). 
Rumor  has  it  that  her  second  tv  vehicle  will  be 

the  musical  "Annie  Get  Your  Gun." 

Keystone  Adds  13  Stations 
ADDITION  of  13  new  station  affiliates  in  nine 

states,  including  three  in  Texas,  has  been  an- 
nounced by  Keystone  Broadcasting  System. 

Contracts  bring  the  KBS  total  to  904,  accord- 
ing to  Blanche  Stein,  stations  relations  director. 

Additions  in  Texas  are  KTXN  Austin,  KSML 
Seminole  and  KTUE  Tulia.  Others  are  KENA 

Mena,  Ark.;  WBBN  Perry,  Ga.;  KNDY  Marys- 
ville,  Kan.;  KVCL  Winnfield,  La.;  KBHM  Bran- 

son, Mo.;  KAVE  Carlsbad  and  KCLV  Clovis, 
both  N.  M.;  WACB  Kittanning  and  WPME 
Punxsutawney,  both  Pa.,  and  KATI  Casper, 

Wyo. 

CBS  Radio  Newsletter  Out 

IN  order  to  foster  an  exchange  of  promotion 
ideas  among  its  affiliates,  CBS  Radio  has 
launched  the  first  of  a  house  organ-type  bulletin 
called  "Station  Breaks."  Designed  by  Murry 

Salberg's  program  promotion  department  at 
CBS  Radio,  the  newsletter  provides  the  means 

for  affiliates  to  report  to  each  other  on  suc- 
cessful promotion,  publicity  and  exploitation 

campaigns.  Mr.  Salberg  said  he  hoped  other 
CBS  stations  would  pick  up  or  adapt  formulas 
used  in  the  past  month  from  such  affiliates 
(listed  in  the  first  issue)  as  WTAG  Worcester, 
Mass.;  KNX  Los  Angeles;  KOTA  Rapid  City, 
S.  D.;  WWVA  Wheeling;  WKNE  Keene,  N.  H., 
and  WKZO  Kalamazoo. 

WCBM  Baltimore  Signs 

As  CBS  Radio  Affiliate 

WCBM  Baltimore  has  signed  as  an  affiliate  of 
CBS  Radio,  effective  Nov.  11,  William  A. 
Schudt  Jr.,  vice  president  in  charge  of  station 
relations  for  the  network,  is  announcing  today 
(Monday).  WCBM  replaces  WCAO,  which  is 
going  independent,  as  the  CBS  Radio  outlet  for 
that  area. 

The  new  affiliate,  currently  with  Mutual, 
operates  on  680  kc  with  10  kw  day  and  5  kw 
night.  Owned  by  Baltimore  Broadcasting  Corp., 
it  is  headed  by  John  Elmer  as  president,  with 
George  H.  Roeder  as  executive  vice  president, 
and  general  manager  and  John  K.  Healey  as 
general  sales  manager. 

Mitchell  Heads  Farm  Group 

On  Three-Week  Soviet  Tour 

AMERICAN  delegation  of  20  farmers  headed 

by  Everett  Mitchell,  m.c.  of  the  NBC's  Na- tional Farm  &  Home  Hour,  leaves  New  York 

today  (Monday)  for  a  three-week  tour  of  the 
Soviet  Union. 

Mr.  Mitchell,  who  has  covered  over  a  mil- 
lion miles  during  his  more  than  25  years  on  the 

National  Farm  &  Home  Hour,  plans  to  make 
tape  recordings  of  several  visits  for  use  on  the 
network  program.  Tour  will  include  the  USSR 
Agricultural  Exhibiton  in  Moscow,  collective 
and  state  farms,  visits  to  Kiev,  Odessa  and 
Kharkov,  all  Russia,  Yalta,  Brussels,  Finland, 
Stockholm  and  Copenhagen. 

NBC  'Game7  Offered  Co-op 
NBC  Radio  affiliates  will  be  offered  the  net- 

work's Game  of  the  Week  series  of  intercol- 
legiate football  games  this  fall  on  a  co-op  basis 

for  local  sale.  The  11 -game  series  kicks  off 
Sept.  22  with  the  game  between  the  U.  of  Mary- 

land and  Syracuse  U.  direct  from  College  Park, 
Md.  NBC  Sports  Director  Tom  S.  Gallery  said 
subsequent  games  will  not  be  selected  until  the 

preceding  Monday  "to  assure  a  key  attraction 
in  terms  of  national  football  interest." 

Network  Opens  Sales  Offices 

THE  COLORADO  NETWORK,  with  head- 
quarters at  Montrose,  has  opened  national  and 

regional  sales  offices  in  the  studios  of  KVOD 
Denver,  key  station  of  the  network.  In  charge 
of  sales  is  John  M.  McRae,  assisted  by  Shulom 
Kurtz. 

Other  stations  in  the  Colorado  Network  in- 
clude KUBC  Montrose-Delta;  KRAI  Craig, 

and  KSLV  Monte  Vista. 

NETWORK  PEOPLE 

Robert  R.  Pauley,  account  executive,  Benton  & 
Bowles  Inc.,  N.  Y.,  to  CBS  Radio  there  as 
account  executive-sales  development.  E.  Berry 

Smith,  public  relations  and  '  advertising  direc- tor, Franklin  Finance  Co.,  Hartford  City,  Ind., 
to  account  executive,  CBS  Radio,  Detroit. 

Ray  Noble,  for  15  years  music  director  of  CBS 

Edgar  Bergen  Hour,  Hollywood,  taking  year's vacation  in  England  and  Europe. 

Cliff  Dektar,  sports  writer-reporter,  Los  An- 
geles Mirror-News,  to  ABC-TV  Hollywood  as 

unit  publicist. 

Don  C.  Van  Atta,  assistant  to  ABC-TV  Dis- 
ney production  coordinator,  father  of  boy,  Don 

Jr.,  July  18. 

Here  is  up-to-the  minute  proof  of 

WCBM's  audience  domination  in  the 

nation's  6th  largest  market  ...  in  compe- 

tition with  9  stations!  This  outstanding 

record  is  just  further  proof  of  what  we've 

been  saying  all  along  .  .  .  WCBM  defi- 

nitely offers  the  lowest  cost  per  thousand 

in  the  big  Baltimore  area!  Want  more 

facts?  Just  call  or  write  us  direct  or  ask 

CBS  Heard  From  Hungary 

CBS  NEWS  last  week  claimed  to  be  the  first 

news  service  since  World  War  II  to  crack  Hun- 

gary's iron  curtain  as  its  Bonn  correspondent, 
Ernest  Leiser,  reported  direct  from  Budapest 

to  U.  S.  listeners  on  CBS  Radio's  World  News 
Round-Up  (Mon.-Fri.,  8-8:15  a.m.  EDT). 
Mr.  Leiser,  who  along  with  CBS-TV  camera- 

man Jerry  Schwarzkopf  and  soundman  Gemot 
Anderle,  had  received  special  visas  from  the 
satellite  power  to  attend  the  Aug.  4  meeting  of 
the  World  Council  of  Churches,  broadcast  from 
Radio  Budapest.  His  remarks  were  then  fed  by 
landline  to  Calais  and  London  and  shortwaved 
to  New  York. 
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COLLINS  212F-1    STUDIO  CONSOLE 

Collins  announces  the  new  2I2F-1  Speech  Input  Console  — 
an  attractively  styled,  packaged  unit  featuring  complete 
flexibility.   It  provides  complete  control  over  simultaneous 
broadcasting  and  auditioning  from  any  combination 
of  three  out  of  eight  possible  inputs.  The  addition  of 
two  pre-amplifiers  provides  for  mixing  five  of 
twelve  possible  inputs.  The  212F-1  also  provides  for 
monitoring  of  program,  audition,  or  remote  lines, 
and  control  of  speakers  and  warning  lights. 
Available  now  —  $995. 

Flexible 

•  Modular  construction 

•  Plug-in  amplifiers,  relay  unit  and  power  supply 

•  All  components  in  console  cabinet  —  no  additional 
rack  space  required 

•  Only  three  tube  types,  only  two  amplifier  types 
•  Three  cue  pots 

•  Two  spare  key  switches  for  custom  wiring 

Convenient 

Easy  accessibility  to  all  cabling,  wiring  and  sub-units 

Front  panel  hinged  —  tilts  forward  for  instant  inspection 
or  removal  of  all  amplifiers,  power  supply  and  relay  unit 

A  test  cable  to  externally  service  any  of  the  amplifiers, 

power  supply  or  relay  unit  while  console  is  in  operation 
All  mixer  knobs  and  associated  key  switches  color  coded 

Plastic  covered  write-in  strips  for  input  switches, 
remote  switches  and  mixer  attenuators 

For  complete  information 
on  Collins  2I2F-I  Studio 
Console  contact  your 
nearest  Collins  representative. 

CREATIVE  LEADER  IN  COMMUNICATION 

COLLINS  RADIO  COMPANY,  315  2nd  Avenue  S.E.,  Cedar  Rapids,  Iowa  e  1930  Hi-Line  Drive,  Dallas  2  •  2700  W.  Olive  Ave.,  Burbank 
261  Madison  Ave.,  New  York  16  &  1200  18th  St.  N.W.,  Washington,  D.C.  •  4471  N.W.  36th  St.,  Miami  48  •  1318  4th  Avenue,  Seattle 
Dogwood  Road,  Fountain  City,  Knoxville     O     COLLINS  RADIO  COMPANY  OF  CANADA,  LTD.,  II  Bermondsey  Road.  Toronto  16,  Ontario 



B*T  INTERVIEW 

A  PRESCRIPTION  FOR  BROADCAST  ILLS: 

ARBITRATION, 

NOT  LEGISLATION 

MITCHELL  WOLFSON 

PRESIDENT  OF  Wolf  son-Meyer  Corp.,  which  owns  and  operates 
WTVJ  (TV)  Miami  as  well  as  some  30  motion  picture  theatres  in 
South  Florida  (plus  other  theatre  interests  in  Nassau),  Mitchell 
Wolfson  has  long  been  active  in  motion  picture  industry  affairs 
and  has  served  as  president  of  the  largest  trade  association,  The 

Theatre  Owners  of  America.  In  a  recorded  interview  with  B*T 
editors,  Mr.  Wolfson  points  a  pertinent  parallel  between  motion 
pictures  and  broadcasting,  warns  tv  station  operators  to  set  up 

industry-operated  arbitration  of  industry  problems  and  so  to  avoid 
the  fate  suffered  by  the  movies  when  their  problems  were  settled 
in  court. 

Q:  Richard  A.  Moore,  president  of  KTTV  (TV)  Los  Angeles, 

told  the  Senate  last  spring  [B*T,  April  2]  that  in  his  view 
the  combination  of  option  time  and  must-buys  in  network 
operations  today  constitutes  a  parallel  to  the  block-booking 
practices  in  the  motion  picture  business  which  were  outlawed 
by  the  consent  decree  of  several  years  ago.  Do  you  think 
there  is  a  parallel? 

A:  If  there  is  a  parallel,  it  certainly  is  a  bad  one.  The  so-called 
Paramount  antitrust  suit,  in  my  opinion,  caused  more  hardship  in 
the  motion  picture  industry  than  any  other  single  adverse  thing 

that  happened  in  the  past  decade.  While  I  know,  as  do  all  ex- 
hibitors, that  the  competition  of  television  has  hurt,  to  some  extent, 

the  motion  picture  business,  most  of  us  believe  that  the  Paramount 
case  did  more  to  harm  the  motion  picture  industry  and  to  reduce 
the  continuous  supply  of  motion  pictures  for  the  American  public 
than  any  other  single  factor. 

One  of  our  industry  leaders  has  said,  and  I  believe  him,  that 

"no  court  or  legislative  body  can  appreciate  the  complexities  of 
this  business,  and  whenever  their  rule  has  been  imposed,  suffering 

usually  has  resulted."  Now,  the  government  and  the  courts,  im- 
pelled by  the  well-intentioned  objective  of  breaking  up  the  so-called 

monopoly  in  motion  picture  distribution,  in  my  opinion  have  been 
responsible  for  an  even  greater  monopoly.  I  am  firmly  convinced 
that  the  same  will  be  true  of  the  broadcasting  industry  in  the  event 

any  Paramount-type  antitrust  decree  is  ever  foisted  on  broadcast- 
ing. No  responsible  broadcaster  in  the  country  dares  sit  idly  by 

and  permit  this  to  happen. 

Q:  In  the  Paramount  case,  can  you  tell  us  what  happened  after 
the  consent  decree  was  signed? 

A:  Surely.  In  the  first  place,  the  elimination  of  buying  pictures 
for  a  season  as  a  group  caused  a  situation  which  resulted  in  the 

producer-distributor  selling  his  pictures  individually  on  a  basis  to 
extract  the  most  dollars  from  the  exhibitor.  Since  1946,  when  the 

New  York  statutory  court  handed  down  a  decision  that  recom- 
mended a  mandatory  system  of  competitive  bidding  and  single 

picture  selling,  film  rentals  have  increased  to  the  exhibitor  at  a 

skyrocketing  pace.  The  adverse  result  to  the  public  has  been  that 
fewer  and  fewer  motion  pictures  have  been  made. 

In  my  opinion  the  same  would  happen  in  television  if  a  Para- 
mount-like decree  were  made  law  for  the  broadcasting  industry. 

It  would  mean  that  the  networks  could  not  keep  the  present  limited 

number  of  owned  and  operated  stations  and  that  they  would  bt 
regulated  by  court  or  legislative  decree  insofar  as  option  time  anc 
other  provisions  are  concerned. 

Q:  You  mean  that  if  they  took  their  o&o  stations  away,  the 

networks  would  be  in  the  same  position  as  the  movie  pro- 
ducers?  Is  that  the  point? 

A:  Yes,  that's  the  point.  In  my  opinion,  it's  absolutely  necessary 
for  the  networks  to  own  a  limited  number  of  stations.  There  is 

no  doubt  that  the  owned  and  operated  stations  have  an  important 
part  in  stabilizing  network  charges.  These  stations  have  made  most 
of  the  profits  for  the  networks  and  have  enabled  as  well  as  obligee 
the  networks  to  create  and  render  better  public  service  programs, 
Without  the  o&o  stations  there  would  be  far  fewer  public  service 
programs,  because  the  networks  would  have  to  make  up  the  lost 
revenue  within  their  network  operations.   They  would  eventually 

recoup  their  losses,  you  can  be  sure,  out  of  the  broadcaster's  hide, 

Q:  So  it's  your  feeling  that  if  regulation  or  court  action  elimi- 
nated option  time  and  made  it  illegal  for  the  networks  tc 

own  their  own  stations  there  would  be  a  decrease  in  network 

program  product? 
A:  Absolutely.   And  the  American  public  would  be  the  chiel 

loser.  Gone,  in  my  opinion,  would  be  the  expensive  and  excellent 
public  service  programming  which  the  network  now  pays  for  partly 
from  the  profits  of  its  owned  and  operated  stations.  The  public  is 
anxious  in  tv,  as  in  automobiles,  to  get  the  best  article  for  the  least 
money.  Here  it  is  the  bigness  and  the  initiative  of  the  networks 
private  enterprise  that  have  served  so  well  in  the  free  market. 

Q:  You  don't  feel  that  in  the  event  of  a  decrease  in  the  tota 
network  product  other  program  sources  would  be  able  ade 
quately  to  fill  the  gap? 

A:  I  do  not.  The  reason  I  make  that  statement  is  that  we  neec 

much  more  to  satisfy  the  American  people  in  their  television  re- 
quirements  than  just  entertainment.  The  public  wants  and  is  entitlec 
to  the  best  in  news,  sports,  education  and  tv  public  service  pro 
grams.  The  owned  and  operated  stations  are  the  conscience  of  the 
network.  They  are  the  fingers  which  the  network  must  keep  or 
the  pulse  of  the  people  and  each  of  these  owned  and  operatec 
stations  is  regulated  by  the  FCC.  Let  us  not  relegate  the  networks 

to  a  position  of  a  purveyor  of  "side  shows." 
Q:  You  don't  think  that  programs  would  be  offered  to  station; 

in  the  category  of  public  service,  discussions,  news,  education 
and  so  on? 

A:  I  think  they  would  be  very  limited  in  number. 

BENEFIT,  NOT  MONOPOLY 

0: 

Then  you  think  that  the  present  system  is  really  a  benefit  tc 
the  American  public,  rather  than  a  dangerous  monopoly? 

A:  I  certainly  do.  I  don't  believe  that  anyone  outside  of  the 
broadcasting  industry,  including  the  courts  and  Congress,  is  more 
qualified  to  determine  what  is  equitable  and  what  is  worthwhile 

than  the  industry  people  themselves.  What  we  need  is  an  arbi- 

tration system  to  resolve  problems  such  as  those  you've  men- 
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tioned.  And  nothing  more. 

Q:  Then  you  don't  think  the  affiliates'  committees  that  meet 
periodically  with  the  networks  to  resolve  these  things  have 
been  successful  enough?  Do  you  think  there  should  be  some 
outside  arbitration? 

A:  No.  I  do  not  think  there  should  be  any  outside  arbitration 

setup.  I  believe  any  arbitration  system  that's  established  should  be 

set  up  within  the  industry  itself.  I  believe  that  the  affiliates'  meet- 
ings with  the  networks  are  good  and  perhaps  that  is  the  direction 

in  which  arbitration  should  be  set  up.  As  I  understand  it,  there  is 

no  formal  system  of  arbitration  at  this  time.  If  we  need  anything 
at  all  in  this  industry  to  correct  any  of  the  problems  which  have 

been  brought  up,  it  should  be  done  by  a  formal  system  of  arbitra- 
tion within  the  industry  and  by  industry  people,  rather  than  by 

direction  of  the  court  or  by  legislative  action. 

I've  been  an  independent  theatre  owner  for  31  years.  As  such. 
I've  run  the  gauntlet  of  legislation  and  court  action  during  the  past 
three  decades.  I  saw  the  effect  of  the  court  action  in  the  motion 

picture  industry  and,  I  repeat,  the  broadcasting  industry  must  settle 
its  problems  within  its  own  ranks. 

THE  MOVIES  TRIED  IT 

Q:  Wasn't  arbitration  of  some  form  tried  in  the  motion  picture 
business  before  the  consent  decree? 

A:  An  attempt  was  made  to  bring  about  arbitration,  but  it  never 
was  put  into  practice.  We  haggled  about  arbitration  for  some  10 
years  and  at  about  the  time  we  had  a  system  worked  out.  the  film 
distributors  and  producers  who  at  that  time  also  owned  theatres 
entered  into  a  consent  decree  with  the  government  which  attempted 

to  solve  some  of  the  motion  picture  industry  problems.  As  every- 
one knows,  the  situation  became  worse  for  the  exhibitors  and  for 

the  public  because  there  are  fewer  pictures  as  a  result  of  this  con- 
sent decree  and  other  later  court  decrees.  Arbitration  itself  never 

came  about  in  the  motion  picture  industry,  although  they're  still 
talking  about  it. 

Q:  Would  you  propose  that  an  arbitration  structure  be  set  up 
containing  only  those  elements  which  are  directly  interested? 
In  other  words,  would  an  arbitration  board  on  option  time 
include  only  representatives  of  stations  and  networks? 

A:  I'm  not  going  to  say  how  I  think  the  arbitration  system  should 
be  set  up  because  that  is  a  very  complicated  and  controversial 
matter  when  you  get  to  details.  I  would  rather  generalize  that  if 
we  should  have  arbitration  to  settle  any  differences  of  opinion  in 
the  broadcasting  industry,  I  feel  that  we  have  enough  men  of  good 

will  and  of  sufficient  intelligence  on  each  side — that  is  to  say  the 
networks  and  the  stations — to  bring  about  a  very  worthwhile  system 
if  they  would  apply  themselves  to  the  task. 

Q:  There's  a  limited  self-regulation  developing  in  the  television 
industry  now  in  NARTB's  code  of  ethics.  Does  that  tend 
toward  the  type  of  self-regulation  you  are  thinking  of?  Might 
that  be  one  phase  of  it? 

A:  That  is  one  phase  of  it,  yes.  Naturally  we  don't  want  cen- 
sorship from  any  court  or  legislative  body  and  we  must  have  self- 

regulation  within  the  broadcasting  industry,  as  the  motion  picture 
industry  has  with  its  code,  in  order  to  keep  off  the  air  objectionable 
material. 

Q:  Thus,  you  approve  of  censorship  if  the  industry  censors  itself 

as  it  does  in  the  Code,  but  you  don't  want  any  government 
outfit  coming  in  and  censoring  programming.  Is  that  right? 

A:  Absolutely.  But  I  was  thinking  of  arbitration  as  being  more 
concerned  with  business  practices  within  the  industry,  such  as  this 
controversial  network  option  time  issue,  or  perhaps  matters  like  the 
length  of  a  franchise  or  the  renewal  of  a  franchise  between  the 

networks  and  their  affiliates.  Other  areas  of  controversy  might  be 

in  the  networks'  spot  sales  practices  or  in  stations  dropping  certain 
network  programs  for  local  programs.  Those  are  business  matters 
which,  in  my  opinion,  can  only  be  properly  arbitrated  from  within 
the  industry  with  a  formal  arbitration  setup. 

Q:  You  mentioned  the  length  of  a  network's  contract  with  its 
affiliates.    Do  you  think  that  that  should  be  an  industry 
matter  and  not  an  FCC  matter,  for  example? 

A:  I'm  not  referring  to  the  FCC.   However,  I  do  not  believe 
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that  any  court  or  any  legislative  body  can  say  to  the  network  or 
to  the  affiliate  that  their  franchise  should  run  two  years  or  three 

years  or  five  years.  They  can  say  it,  but  they're  apt  to  be  wrong, 
because  many  business  problems  arise  that  are  not  quite  clear  to 

the  man  who  isn't  engaged  in  the  business  every  day.  I  recognize 
that  the  FCC  must  have  some  say  as  to  the  length  of  the  contracts. 

However,  the  present  two-year  limit  is  archaic.  It  was  adopted 
about  10  years  ago  when  television  had  hardly  begun. 

Q:  Does  that  mean  you  would  advocate  the  repeal  of  at  least 
that  section  of  the  present  FCC  rules  which  limits  affiliation 
contracts  to  two  years? 

A:  I  think  this:  that  had  that  rule  not  been  in  effect  most  affili- 
ates of  the  television  networks  will  agree  that  they  would  have 

preferred  a  longer  franchise  and  that  the  public's  as  well  as  their 
own  interests  would  have  been  better  served  if  they  had  been  per- 

mitted to  have  a  longer  franchise  with  the  network.  I  believe  the 

American  public's  interest  would  have  been  better  served,  because 
the  broadcaster  could  proceed  with  providing  all  the  facilities  and 
all  the  necessary  expenditure  of  money  if  he  was  assured  of  a 

continuous  supply  of  fine  programs — not  only  entertainment  but 
public  service  programs  and  news  from  the  network.  I  know  the 
Commission  would  extend  that  period  if  it  invited  and  considered 
the  views  of  the  industry. 

Q:  At  the  original  network  monopoly  hearings,  one  of  the  rea- 
sons advanced  for  limitation  of  affiliate  contracts  was  to 

prevent  monopoly.   If  the  industry  controlled  the  length  of 
contract  do  you  think  that  there  would  be  less  monopoly, 
less  domination,  than  under  strict  federal  control? 

A:  I  certainly  do.  As  I  have  pointed  out  previously,  I  have  found 
in  the  past  30  years  in  the  motion  picture  industry  that  in  every 

attempt  to  curb  so-called  monopolistic  practices  everyone  has  been 
honest  and  everyone  has  had  every  good  intention.   But  for  the 
courts  and  the  legislatures  to  substitute  their  judgment  for  the 

industry's  judgment  in  a  complex  business,  which  is  really  an  art 
almost  as  much  as  it  is  a  business,  has  resulted  in  more  monopoly 
for  the  producer-distributor. 

There  may  be  some  towns  or  some  situations  in  which  a  one- 
year  affiliation  agreement  would  be  best  for  both  the  station  and 

the  network.  There  might  be  some  places  in  which  a  five-year 

franchise  might  be  best.  But  I  don't  believe  it  should  be  limited 
by  legislative  action.  1  think  it  should  be  arrived  at  by  a  business 

negotiation  between  the  network  and  the  broadcaster  and  if  they're 
unable  to  agree  on  what  they  consider  to  be  fair  and  equitable  it 
should  go  to  arbitration  within  the  industry.  I  believe  that  form 
of  procedure  would  enable  the  broadcasting  industry  to  render 
better  service  to  the  American  public  than  a  hard  and  fast  rule  on 
the  length  of  the  franchise. 

THE  CASE  FOR  OPTION  TIME 

Q:  A  proposal  has  been  made  that  stations  should  not  be  allowed 
to  broadcast  network  programs  between  8  and  9  p.m.  The 
theory  seems  to  be  that  film  producers  would  then  have  a 
chance  to  sell  their  product  to  stations  for  use  in  this  prime 
evening  hour.  Do  you  think  this  added  free  time  actually 
would  promote  the  use  of  theatrical  films  and  films  especially 
produced  for  television? 

A:  In  my  opinion,  if  you  take  away  the  option  that  is  the  guar- 
antee to  advertisers  and  sponsors  that  their  expensive  programs  will 

be  assured  of  a  good  time  segment  in  the  major  markets,  you  take 
away  from  the  public  in  direct  proportion  the  excellent  dramas, 
documentaries,  top  news,  public  service  and  educational  programs. 
I  am  not  prepared  at  this  moment  to  say  exactly  what  hours  might 
be  the  best  hours  for  network  option  time.  There  may  be  some 
change  necessary,  but  that  is  a  matter  that  would  require  a  lot  of 
study  and  could  be  eventually  arrived  at  if  there  was  to  be  a  rea- 

sonable and  sensible  change  from  within  the  industry  by  arbitration 
rather  than  to  be  set  by  some  inflexible  legislative  or  court  action. 

If  you  propose  to  permit  this  hour  to  be  filled  only  by  the  film 
producers,  since  I  presume  it  would  require  top  quality  programs 
for  retention  of  your  audience  at  this  hour,  then  I  ask  the  question: 
"What  responsibility  would  they  have  for  supplying  any  public service  programs  and  what  would  they  charge  for  the  film,  which 
would  be  undoubtedly  pure  entertainment?"  I  answer  myself  to 
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say  "none"  to  the  first  part  of  my  question,  and  "all  the  traffic 
would  bear"  to  the  second  portion,  and  without  any  responsibility 
for  the  continuous  completely  rounded  out  daily  programming  of 
the  station. 

Q:  Are  you  saying  that  the  film  producers  are  not  obligated  to 
provide  sustaining  programs  of  the  type  the  network  provides? 

A:  I  don't  know  of  any  film  producers  that  are  providing  public 
service  programs  without  charge.  I  don't  believe  that  they  could 
afford  to  do  that.  But  I  do  know  that  although  at  WTVJ  we've 
been  in  a  one-station  market,  we  are  using  a  good  many  syndicated 
film  shows.  We  are  also  using  a  good  deal  of  motion  picture  film. 

They're  not  always  on  during  the  prime  hours  that  they  would 
like  to  have,  but  that's  always  a  matter,  one,  of  negotiation,  and 
two,  of  the  fact  that  we  have  to  provide  our  networks  with  the 
option  time  in  order  for  them  to  give  us  the  other  services  which 

we've  been  discussing. 
I  repeat,  this  option  time  may  be  too  much  or  it  may  be  too 

little.  I'm  sure  that  the  networks  feel  they  should  have  more  option 
time  and  that  a  good  many  broadcasters  feel  they  should  have  less, 
but  whether  they  should  have  more  option  time  or  less  option  time 

I  don't  believe  should  be  dictated  by  the  film  producers  who  are 

simply  in  business  to  make  money.  I  believe  the  American  people's 
desire  for  public  service  programs  and  the  business  judgment  and 
the  responsibility  of  the  broadcasters  who  operate  in  this  phrase 

"public  necessity,  convenience  and  interest"  should  regulate  and 
determine  that. 

Q:  Mr.  Wolfson,  have  you  discussed  this  proposal  for  an  arbi- 
tration system  with  others  in  the  television  business? 

A:  I  have  not.  The  reason  why  I'm  discussing  it  now  is  that  I 
feel  for  television,  as  I  have  for  many  years  in  the  motion  picture 
industry,  that  arbitration  is  far  superior  to  any  legislative  or  court 
action.  Since  there  has  been  such  tumult  and  agitation  at  this  time 
for  court  action  and  legislative  action  by  some  broadcasters,  I 
wanted  to  point  out  that  in  my  opinion  the  way  to  a  better  industry 
does  not  lead  through  the  courts  or  legislatures.  If  there  are  as  many 
problems  as  some  persons  indicate  there  are  in  the  broadcasting 
industry,  then  relief  should  be  accomplished  through  arbitration, 
which  I  think  is  more  realistic  and  practical. 

Q:  Several  months  ago  after  some  motion  picture  exhibitors  tes- 
tified before  the  Senate  Small  Business  Committee,  the  com- 

mittee asked  the  Department  of  Justice  to  give  it  a  report 

on  how  the  Paramount  case  has  worked  out.  The  Depart- 
ment of  Justice  starts  out  its  report  by  saying  that  the  main 

problem  of  exhibitors,  low  attendance,  is  due  primarily  to 

the  advent  of  television.   Mr.  Wolfson,  you've  been  an  ex- 
hibitor and  now  you're  a  television  broadcaster.  Would  you 

agree  with  that?  Is  there  a  conflict  between  your  interest  in 
theatres  and  your  interest  in  broadcasting? 

A:  I  agree  in  part  with  the  Department  of  Justice  that  a  good 
deal  of  the  problem  of  the  motion  picture  industry  is  caused  by 

the  competition  of  television.  But  it  is  my  opinion — and  I  think 
most  people  in  the  motion  picture  industry  will  agree  with  me — 
that  to  a  great  extent  the  problems  of  the  industry  are  also  caused 
by  an  inadequate  supply  of  pictures.  The  American  public  for  the 
past  several  years  has  been  losing  the  habit  of  going  to  the  motion 
picture  theatre  regularly,  because  under  the  present  setup,  brought 

about  by  the  so-called  Paramount  antitrust  case,  fewer  and  fewer 
motion  pictures  are  being  made. 

At  the  same  time,  there  is  no  gainsaying  the  fact  that  television 

does  compete  with  motion  pictures  for  the  viewer's  time,  and  the 
answer  to  that,  as  far  as  the  motion  picture  industry  is  concerned, 

is  to  do  what  because  of  the  Paramount  antitrust  case  they  haven't 
been  able  to  do  and  that  is  to  produce  more  pictures  and  better 

pictures  and  to  sell  them  at  a  price  which  will  not  cause  the  ex- 
hibitor to  raise  his  admission  charges  above  what  the  public  is 

willing  to  pay.  The  scarcity  of  pictures  and  the  high  price  of  film 
rentals  have  not  only  caused  the  motion  picture  fan  to  have  less 
entertainment  and  the  theatre  to  have  fewer  pictures,  but  they  have 
caused  admission  prices  to  go  up  considerably,  which  is  also  a 
deterrent  to  the  public  attending  motion  pictures. 

Q:  Do  you  have  any  conflict  between  your  activities  as  a  broad- 

caster and  as  a  motion  picture  exhibitor? 
A:  None  whatsoever.  We  have  found  that  it  makes  good  sense 

and  good  business  to  do  everything  in  the  theatres  to  attract  as 
many  people  as  we  can  through  better  theatres,  good  projection 
and  good  sound,  good  air  conditioning,  comfort,  parking  and  all 

those  things.  We've  also  found  that  it  is  bad  business  and  imprac- 
tical to  ever  have  anything  except  the  best  and  the  utmost  good 

programming  in  our  television  business. 

Q:  Mr.  Wolfson,  you  mentioned  earlier  that  you  think  the  net- 
works should  be  permitted  to  own  a  limited  number  of  sta- 
tions. Do  you  have  any  particular  limit  in  mind,  the  present 

number  or  any  other? 

A:  Yes.  The  number  of  owned  and  operated  stations  must  be 

limited,  of  course,  and  for  other  group  owners  as  well  as  the  net- 
works. The  present  allowance  of  five  vhf  and  two  uhf  stations 

should  be  the  absolute  maximum.  Each  of  these  stations  is  regu- 
lated, as  are  all  broadcasters,  by  the  FCC. 

Q:  Why  do  you  think  that  a  limitation  of  that  size  is  desirable? 
A:  I  believe  that  the  main  reason  the  Paramount  antitrust  suit 

was  foisted  on  the  motion  picture  industry  was  because  of  size. 

For  example,  Paramount  Theatres,  owned  and  operated  by  Para- 
mount Pictures,  had  over  1,000  theatres  in  its  chain.  Some  of  the 

other  producers  had  very  large  circuits,  not  quite  that  large,  but 
with  more  than  500  theatres.  Also,  some  of  the  large  independents, 
like  the  Schine  circuit  in  the  Northeast  and  the  Griffith  circuit  in 

the  Midwest  and  the  Crescent  independent  circuit  in  the  South, 
eventually  accumulated  over  200  theatres.  By  reason  of  the  buying 
power  and  other  monopolistic  power  their  great  size  gave  them 
they  did  some  things  which  the  independent  theatre  operator  found 
almost  unbearable.  Much  of  the  agitation  for  the  antitrust  case 

was  brought  about  by  the  fact  that  these  chains  were  not  limited 
to  a  reasonable  number  of  outlets. 

I  think  the  same  thing  could  happen  in  the  broadcasting  industry. 

If  some  very  large  operator  was  able  to  go  out  and  get  more  than 
seven  television  stations,  he  would  have  enough  power  under  the 

system  of  present  day  broadcasting  to  adversely  affect  the  inde- 
pendent broadcaster,  so  that  there  would  be  even  more  agitation 

for  antitrust  and  legislative  action.  I  think  that  the  present  limit 

of  five  v's  and  two  u's  is  a  reasonable  amount  and  the  chains  and 
networks  at  this  size  cannot  be  accused  of  monopoly  in  any  reason- 

able opinion.  But  by  all  means  it  must  not  be  extended  to  permit 

any  one  group  to  have  any  more  of  the  American  public's  air 
rights  than  the  present  limit. 

Q:  Now,  that  limit  was  set  by  federal  regulation.  Are  you  in 
favor  of  federal  regulation  to  that  extent  or  do  you  think 
that  the  limit  to  the  number  of  stations  one  interest  can  own 

should  be  set  by  the  industry  itself  through  arbitration? 

A:  I  would  say  that  it  doesn't  make  any  difference  who  does  it. 
In  this  discussion  we've  been  talking  more  or  less  about  regulation 
of  networks  and  regulation  of  the  industry  by  court  and  legislative 
action,  and  nothing  that  I  have  said  means  that  I  desire  that  the 

FCC  give  up  its  obligation  and  responsibility  to  regulate  the  broad- 
caster. I  think  that  should  remain.  I  think  that's  a  matter  which 

has  been  accepted  and  tried  and  is  working  very  well.  I  simply  don't 
want  to  extend  that  regulation  to  a  legislative  body  and  to  the 
courts. 

Q:  You  mean,  government  should  not  get  into  the  business  side? 
A:  Yes,  but  more  than  that,  not  infringe  on  the  freedom  of 

television  to  inform  the  public.  The  newspapers  of  this  country 

and  the  magazines  and  the  nationwide  syndicates  have  been  able 
to  resolve  their  major  differences  among  themselves  and  it  would, 
of  course,  have  been  a  great  error  to  have  legislative  and  court 
action  try  to  regulate  them.  The  great  danger  there  is  one  of 
taking  away  free  speech  from  the  American  people.  I  think  that 

most  people  in  the  country  agree  that  broadcasting — television  and 

radio — is  one  of  the  great  mediums  of  free  speech  and  I  don't 
believe  that  anyone  in  this  country  wants  anything  done  through 
legislative  or  court  action  which  will  endanger  that  fundamental 
prerogative  of  the  people  of  our  country. 

Q:  There's  enough  regulation  as  is? 
A:  There's  enough  regulation  as  is. 
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NBC  and  ABC  for  the  Plattsburgh- 

Burlington-Montreal  markets  an- 

nounces the  appointment  of  .  .  . 

As  Exclusive  National  Representative 
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ARB  BALLOT JUNE  1956 

MOST  POPULAR  QUARTER  HOURS  from  Sign  On  to  Sign  Oil 

Xkotvhhhhhhmi 

74.9% 

□    Candidate  B  £ Dl7.2% 

□    Candidate  C  r~~l  7.9% 
MOST  POPULAR  QUARTER  HOURS  in  Prime  Evening  Time 

KOTYI 

□  Candidate  B  |j 

□  Candidate  C  E* 

167.2% 

313.3% 1 19.5% 

50  MOST  POPULAR  ONCE  WEEKLY  SHOWS 

X*otvi □    Candidate  B  C 

135 

ii 

□    Candidate  CI  14 

JUNE  1956 PULSE  BALLOT 

MOST  POPULAR  QUARTER  HOURS  from  Sign  On  to  Sign  Oil 

^KOTVM □  Candidate  B  I         111  7% 
□  Candidate  C  £3  5.0% 

183.8% 

MOST  POPULAR  QUARTER  HOURS  in  Prime  Evening  Time 

^KOTV^HHHHHi 
□  Candidate  B  I  111.2% 
□  Candidate  C  02.4% 

50  MOST  POPULAR  ONCE  WEEKLY  SHOWS 

Xkotvhi 
□  Candidate  B  I  17 
□  Candidate  C  Q  1 

186.4% 

142 

After  more  than  six  years  in  office  and 

almost  two  years  of  competing  against 

two  maximum -power  candidates 

wins  unprecedented  sweep  at  General 

Election!  John  Q.  Televiewer  (represent- 

ed at  the  June  polls  by  Pulse  and  ARB) 

gives  overwhelming  proof  that  ̂ j^S^ 

Channel  6,  is  eastern  Oklahoma's  FIRST 
ond  COMPLETELY  DOMINANT  TV 

station!!! 

TUL$A 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
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 TRADE  ASSNS.  

Television,  Screen 

Producers  to  Merge 

National  Society  of  Television 

Producers,  Screen  Producers 

Guild  vote  to  arrange  consoli- 

dation by  Oct.  1 .  Members  are 

responsible  for  majority  of 
theatrical  and  tv  film  releases. 

MERGER  of  the  National  Society  of  Tele- 
vision Producers  with  the  Screen  Producers 

Guild  has  been  decided  upon  following  meet- 
ings between  the  two  organizations,  it  was  an- 

nounced in  Hollywood  last  week  by  Samuel  G. 
Engel,  SPG  president,  and  William  Self,  NSTP 
president.  A  committee  of  members  from  botb 
organizations  has  been  named  to  arrange  for 
formal  merger  by  Oct.  1. 
SPG  was  formed  in  1950  and  represents 

producers  of  95%  of  all  U.  S.  feature  films  for 
theatrical  release.  NSTP,  organized  in  1949, 

represents  the  major  portion  of  Hollywood's 
tv  production  executives. 

"It  is  our  firm  conviction  that  this  unifica- 
tion of  the  production  brains  and  heart  of  our 

industry  offers  the  greatest  single  step  toward 
production  integration  and  the  development  of 

new  talent  in  the  past  decade,"  the  two  presi- 
dents said.  "We  are  determined  that  the  or- 

ganizational integration  of  producers  will  bring 
powerful  impetus  to  the  development  of  addi- 

tional creative  talents  for  the  healthy  advance- 
ment of  the  film  industry.  This  move  is  bound 

to  bring  us  new  directors,  writers,  musicians 
and  other  creative  talent  for  the  benefit  of  all 

filmed  entertainment." At  a  roundtable  news  luncheon  held  Mon- 
day, nine  theatrical  film  producers  agreed  that 

tv  definitely  is  a  potential  source  of  new  stars 
and  writers,  but  believed  established  boxoffice 
names  are  committing  professional  suicide  by 

exposing  themselves  in  weekly  tv  series.  Pro- 
ducers Jerry  Wald  and  Bill  Thomas  noted  in- 
stances in  which  top  movie  stars  could  not  com- 

mand their  usual  price  in  theatre  films  after 

they  had  begun  tv  shows.  Mr.  Wald  also  ex- 
pressed the  view  that  the  Ringling  Bros.- 

Barnum  &  Bailey  Circus  killed  itself  by  over  ex- 
posure on  television. 

McConnaughey  to  Address 

W.  Va.  Broadcasters  Meet 

FCC  CHAIRMAN  George  C.  McConnaughey 

will  address  the  West  Virginia  Assn.  of  Broad- 
casters at  its  Aug.  17-19  meeting  to  be  held  at 

the  Greenbrier,  White  Sulphur  Springs.  He  will 
speak  at  the  Aug.  17  dinner  session.  James  W. 
Blackburn,  of  Blackburn-Hamilton  Co.,  station 
brokerage  firm,  will  speak  Aug.  18  on  the  topic, 

"Do  You  Know  the  Value  of  Your  Station?" 
Jack  R.  Blume,  of  Fly,  Shuebruk,  Blume  & 
Gaguine,  Washington  communications  law  firm, 
will  discuss  "Political  Problems  Concerning  the 
Broadcasters."  WVAB  officers  are  A.  Garen 
Ferrise,  WMMN  Fairmont,  president;  Robert 

F.  Ferguson,  WTRF-TV  Wheeling,  vice  presi- 
dent, and  C.  Tom  Garten,  WSAZ  Huntington, 

secretary-treasurer. 

RAB  'Sales  Blitz'  Team 
To  Invade  San  Francisco 

WHEN  RADIO  Advertising  Bureau  launches 

the  third  phase  of  its  national  "sales  blitz"  on 
Thursday  in  San  Francisco,  the  RAB  pre- 

sentation team  will  show  45  Bay  Area  ad- 
vertisers a  special  research  project  listing 

market  data  through  1960. 

The    presentation   piece,    designed  specific- 
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Ampex  &  "Scotch"  Brand  Magnetic  Tape  announce: 

Free  tape  recording 

service  for  convention 

broadcasters 

Ampex  Recording  Centers 

Covering  the  Democratic  and  Republican  National 

Conventions  for  your  station?  The  Ampex  Cor- 
poration offers  broadcasters  a  unique  convention 

service — completely  equipped  tape  recording  studios 
in  Chicago  at  the  International  Amphitheater  and 
Conrad  Hilton  Hotel  and  in  San  Francisco  at  the 
Cow  Palace  and  Fairmont  Hotel. 

Accredited  broadcasters  are  cordially  invited  to 
tape  their  programs  and  interviews  in  the  privacy 

of  individual  studios,  using  the  professional  facili- 
ties of  the  Ampex  Recording  Centers. 

These  Centers  will  be  open  throughout  the  conven- 
tions. Engineers  will  be  on  hand  at  all  hours  to 

record  your  shows  with  Ampex  equipment  on 

"Scotch"'  Brand  Magnetic  Tape.  For  "on-the-spot" 
coverage,  a  limited  number  of  portable  recorders 

will  be  available.  There's  no  charge.  Completed 
tapes  will  be  rushed  by  air  to  your  station. 

A  service  to  the  broadcasting  •  telecasting  industry  sponsored  by 

Ami PI EX 

CORPORATI  O  N 
& 
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ally  for  the  San  Francisco  market,  details 
market  projections  for  population,  income  and 
retail  sales  through  1960,  covering  food,  drug 
and  chain  stores,  eating  and  drinking  habits, 

furniture  and  household  goods  sales,  automo- 
bile use,  etc.  Through  these  facts  and  figures, 

RAB  hopes  to  drum  up  additional  radioac- 
tivity in  the  Bay  Area. 

The  RAB  "team,"  fresh  from  "blitzes"  in 
Boston  and  Chicago,  is  headed  by  President 
Kevin  B.  Sweeney  and  includes  Vice  Presi- 

dent and  General  Manager  Jack  Hardesty, 
Sherril  Taylor,  vice  president  in  charge  of 
promotion,  and  Station  Service  Director  Arch 
Madsen. 

NARTB  Makes  Additions 

To  Headquarters  Staff 

TWO  ADDITIONS  to  the  NARTB  Washington 
headquarters  staff  were  announced  last  week 
by  NARTB.  Walter  J.  Murphy  joins  the  legal 
department,  reporting  to  Robert  L.  Heald,  chief 
attorney.  Joseph  A.  Gawler  becomes  a  staff 
assistant  to  the  Tv  Code  Review  Board  under 
Edward  H.  Bronson,  code  director. 
Mr.  Murphy  is  a  cum  laude  graduate  from 

Notre  Dame  and  holds  an  LLB  from  George- 
town Law  Center.  He  is  in  the  Naval  Reserve. 

Mr.  Gawler  will  work  in  the  code  board's 
monitoring  unit.  Recently  he  was  assistant  di- 

rector at  WTOP-TV  Washington,  working  on 
a  number  of  CBS-TV  programs.  He  attended 
Georgetown  Prep  and  U.  of  Maryland. 

Pay-Tv  Objections  Noted 
BOOKLET  presenting  the  broadcasting  in- 

dustry's views  against  pay  television  was  pub- 
lished last  week  by  NARTB  [Closed  Circuit, 

July  30].  Tt  summarizes  statements  by  public 

officials,  viewers  and  others,  answering  "under- 
written publicity  campaigns  designed  to  put 

pav-tv  into  the  American  scene  as  quickly  as 

possible." Public  opposition  to  pay-tv  as  shown  in 
surveys  by  Elmo  Roper  &  Assoc.  and  a  half- 
dozen  newspapers  is  reviewed.  All  that  pay-tv 

would  prove,  it  is  stated,  "is  that  a  small 
minority  could  make  pay-tv  profitable  for  its 

promoters."  The  final  outcome  of  the  proposed 
service,  now  before  the  FCC,  will  be  decided 
on  a  public  interest  basis,  it  is  explained. 

4A  Names  Radio-Tv  Committee 
MEMBERSHIP  of  the  planning  committee  for 
the  tv-radio  creative  workshop  meeting  of  the 
1956  Eastern  Annual  Conference  of  the  Ameri- 

can Assn.  of  Advertising  Agencies  was  an- 
nounced last  week  by  Adolph  J.  Toigo,  Lennen 

&  Newell,  chairman  of  the  AAAA's  eastern 
region.  The  conference  will  be  held  at  the 
Hotel  Roosevelt  in  New  York  Nov.  27-28. 

John  J.  Devine  of  J.  Walter  Thompson  Co. 
has  been  named  chairman  of  the  planning 
committee.  He  also  is  chairman  of  the  AAAA 
committee  on  television  and  radio  administra- 

tion. Members  of  the  planning  committee  are 
Robert  Foreman,  BBDO;  Harry  W.  McMahan, 
McCann-Erickson;  William  Colihan,  Young  & 
Rubicam;  Herbert  Gunter,  Ted  Bates  &  Co.; 
George  Wolf,  Ruthrauff  &  Ryan,  and  Robert 
V.  Walsh,  VanSant,  Dugdale  &  Co. 

NARTB  Code  Plaque  Mailed 

TV  STATIONS  and  networks  subscribing  to 
the  NARTB  Television  Code  have  been  mailed 
plaques  bearing  the  code  seal  for  office-studio 
display.  G.  Richard  Shafto,  WIS-TV  Columbia, 
S.  C,  chairman  of  the  NARTB  Tv  Code  Re- 

view Board,  said  290  subscribers  are  taking  part 
in  the  code  project. 

Weber  Program  Chairman 

For  Fall  ANA  Convention 

RAY  WEBER,  advertising  manager  of  Swift 

&  Co.,  last  week  was  named  program  chair- 
man for  the  47ih  annual  meeting  of  the  Assn. 

of  National  Advertisers,  scheduled  for  Oct. 

22-24  in  Chicago's  Drake  Hotel. 
One  of  the  highlights  of  the  convention  will 

be  the  annual  election  of  ANA  chairman  and 
vice  chairman  of  board  members.  Edwin  E. 
Ebel  of  General  Foods  Corp.  is  the  current 

chairman  and  George  Mosley  of  Seagram  Dis- 
tillers is  vice  chairman. 

Serving  on  Mr.  Weber's  program  group  will 
be:  Louis  Berger,  Joseph  Schlitz  Brewing  Co.; 
Bob  Bischoff,  State  Farm  Mutual  Insurance 
Co.;  Roger  Bolin,  Westinghouse  Electric  Corp.; 
E.  R.  Bonnist,  Cooper-Bessemer;  Barney  Cor- 

son, Tidy  House  Products;  Dick  Drake,  Felt  & 
Tarrant;  George  Eddy,  Parker  Pen  Co.;  Ed- 
mond  Eger,  Admiral  Corp.;  Victor  Elting, 
Quaker  Oats  Co.;  Jim  Fish,  General  Mills; 
Jack  Green,  Toni  Co.  Div.  of  Gillette  Safety 
Razor  Co.;  Alvin  Greisedieck  Jr.,  Falstaff 

Brewing  Co.;  Frank  Hawkins,  Libbey-Owens- 
Ford  Glass  Co.;  Gordon  Howard,  Elgin  Watch 
Co.;  Joe  Jents,  Crane  Co.;  Bert  Jones,  Link 
Belt  Co.;  David  Kutner,  Motorola  Inc.;  John 

McLaughlin,  Kraft  Foods  Co.;  Mike  Peckels, 
International  Harvester  Co.;  Alex  Rogers, 
Libby,  McNeill  &  Libby:  Robert  Runge, 
Norge  Sales  Corp.;  James  Sachs,  A.  Stein  & 

Co.;  Gus  Shallberg,  Borg-Warner;  Gerry  Shap- 
pell,  Sealy  Inc.;  P.  L.  Shupert,  Miles  Labs; 
Ken  Skillin,  Armour  &  Co.;  Hale  Talbot, 

Pure  Oil  Co.,  and  Stuart  Watson,  S.  C.  John- 
son &  Son. 

PLAYBACK 

QUOTES  WORTH  REPEATING 

ON  RADIO-TV  ACCESS 

Samuel  D.  Shuman,  associate  professor 

of  Wayne  U.,  writing  for  the  U.  of  Mich- 

igan Law  School's  forthcoming  "Current 
Trends  in  State  Legislation": 
THE  FACT  that  television  for  all  prac- 

tical purposes  can  transmit  only  what 

actually  happens  suggests  that  tv  and 

radio  are  closer  to  being  "electronic 
journalism"  than  entertainment.  Hence, 
radio  and  television  should  be  granted 
access  where  journalists  are  generally 

permitted. 
To  deny  access  to  the  electronic  re- 

porters is  to  sanction  continuance  of 
news  reports  not  as  they  actually  occur, 
but  rather  as  they  seem  to  an  editor  who 
secures  his  impression  of  events  from  a 

reporter.  .  .  . 
The  pressing  need  for  publicity  about 

what  actually  happens  at  judicial  pro- 
ceedings, as  distinguished  from  the  comic- 

book or  movie  versions,  and  the  fact 

that  publicity  is  the  most  important  de- 
terrent to  corrupt  or  despotic  adminis- 
tration of  justice,  make  it  desirable  to 

reconsider  the  blanket  prohibitions  of 
Canon  35. 

Indeed,  it  is  quite  possible  that  proper 
use  of  radio  and  television  at  judicial 

proceedings  may  result  in  the  attainment 
of  some  of  the  very  objectives  ...  of 
Canon  35.  If  radio  and  tv  coverage  is 
permitted,  it  may  eliminate,  and  certainly 
will  diminish,  the  undesirable  condition 
of  an  overcrowded  courtroom  and  court 

corridors,  and  thus  help  preserve  the 

dignity  of  the  court. 

IS  IT  INEVITABLE? 

Paul  MacNamara,  vice  president  of  In- 
ternational Telemeter  Corp.,  a  major  ad- 

vocate of  subscription  tv,  writing  in  the 
Christian  Science  Monitor: 

THERE  can  be  no  question  that  if  tv  is 
to  continue  to  expand,  some  kind  of 

pay-as-you-see  tv  will  have  to  be  intro- 
duced. 

Recently,  CBS  conducted  a  survey  that 

brought  out  the  fact  that  the  present  ad- 
vertising economy,  which  is  responsible 

for  tv,  is  able  to  support  the  operation  of 

approximately  only  600  stations  in  the 
United  States.  And  yet  the  FCC  allocated 

1,800  stations  for  the  United  States,  be- 
lieving that  1,800  stations  would  be  the 

necessary  number  to  make  tv  available 
to  the  American  public. 
How  then  is  the  present  advertising 

economy  (which  is  directly  related  to 
United  States  business,  which  is  at  an 

all  time  high),  now  able  to  support  only 
600  stations,  ever  going  to  be  able  to 

support  another  1,200?  The  answer  is 
never — without  pay-as-you-see  tv.  .  .  . 

Let  there  be  no  question  that  pay  tv 
could  work  a  revolution  in  the  economics 

of  the  entire  entertainment  and  sports 
world,  and  it  will  come  sooner  or  later 

no  matter  what,  since  without  it  televi- 

sion is  limited  because  the  advertisers' 
dollars  simply  are  not  enough. 

15%  COMMISSION,  1V2%  PROFIT 

Robert  F.  Carney,  board  chairman  of 
Foote,  Cone  &  Belding,  speaking  before 

the  Stanford  U.  Business  Conference 

July  25: 

TODAY'S  agency  must  provide  its  clients 
with  a  great  many  marketing  services  and 

all  of  them  must  be  paid  for  out  of  com- 
missions on  billings.  You  hear  a  lot 

about  the  15%  commission  and  how 

some  agencies  have  grown  fat  at  the  ex- 
pense of  their  clients.  The  implication 

is  that  agencies  do  not  give  fair  value  for 
the  compensation  received. 

In  isolated  instances  in  the  past  that 

may  have  been  true.  But  it  was  never 

generally  prevalent  and  it  certainly  isn't 
true  now.  Today  agencies  try  to  make  a 
net  profit  after  taxes  of  about  1  Vi  %  of 

total  billing.  Thus  an  agency  with  gross 

sales  of  $10  million  hopes  to  wind  up 

the  year  with  a  net  profit  of  about 

$150,000.  And  it  doesn't  always  succeed. 
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Announcing  the  appointment 

of 

HEADLEY-REED  CO 

as  national 

representatives  for 

WDXI-TV 

JACKSON,  TENN.     channel  7 

and 

TELEVISION 

THE 

DltXIE 

NETWORK 

WDXI-TV— CHANNEL  7 
Jackson,  Tennessee 

RADIO  STATION  WDXI 
Jackson,  Tennessee 

RADIO  STATION  WENK 
Union  City,  Tennessee 

RADIO  STATION  WDXE 
Lawrenceburg,  Tennessee 

RADIO  STATION  WTPR 
AM-FM 

Paris,  Tennessee 
RADIO  STATION  WDXN 

ClarksvMIe,  Tennessee 

RADIO  STATION  WDXL 
Lexington,  Tennessee 

RADIO  STATION  WCMA 
Corinth,  Mississippi 

effective  August  1st 
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FILM 

LARGE  MARKET  SPONSORS  PREFER  FILM 

NARTB  '1956  Film  Manual' 
shows  that  live  programming 

sponsorship  trails  in  areas  of 

over  500,000  sets  but  leads 

on  an  all-station  basis. 

MORE  tv  station  film  programs  are  sponsored 
in  markets  with  500,000  or  more  receivers  than 
is  the  case  with  live  programs,  according  to  the 
1956  Film  Manual  published  last  week  by 
NARTB.  In  smaller  markets,  more  live  than 
film  programs  are  sponsored,  it  is  shown,  and 
on  an  all-station  basis,  the  same  trend  prevails. 
A  three-chapter  volume  covering  basic  film 

and  program  information,  the  NARTB  study 
offers  chapters  on  programming  trends,  case 
histories  of  film  policies  and  procedures  and  the 
use  of  free  films.  The  survey  of  programming 
was  analyzed  in  the  manual  by  Richard  M.  Al- 
lerton,  research  director.  Dan  W.  Shields,  as- 

sistant to  Tv  Vice  President  Thad  H.  Brown 
Jr.,  edited  the  manual. 

Mr.  Brown  said  the  survey,  third  of  an  an- 
nual series,  shows  that  stations  devote  over  30% 

of  their  time  to  local  film  origination.  He 
added  that  film  programming  increased  from 
a  weekly  average  29  hours  24  minutes  in  1954 
to  32  hours  48  minutes  in  1955.  The  survey 
is  based  on  data  for  a  typical  1955  week  from 
45%  of  the  NARTB  tv  membership,  or  26% 
of  all  tv  stations. 

Average  weekly  operating  schedule  for  the 
stations  was  found  to  total  104  hours  2  minutes, 
an  increase  of  5  hours  37  minutes  from  1954 
to  1955.  Network  and  local  film  hours  have 
risen  slightly  but  local  live  hours  have  declined. 

On  an  all-station  basis,  the  percentage  of 
sponsored  film  programs  increased  3%  in  a 
year.  Sponsored  live  programming  increased 
1%.  The  percentage  of  time  devoted  to  all  lo- 

cal programming  dropped  1%,  with  local  live 
dropping  2%  and  local  film  increasing  1%. 

Groups  with  the  smallest  and  largest  number 
of  tv  families  have  highest  percentages  of  film 
programming.  By  days,  Saturday  was  found 
once  again  to  be  the  day  with  the  heaviest  film 
programming.  Sunday  was  second. 
More  syndicated  films  are  shown  than  fea- 

AVERAGE  HOURS  OF  WEEKLY  LOCAL 
FILM  PROGRAMMING  BY  TYPE  OF  FILM 

Short  Subjects Morning 

Afternoon  . 

Evening  .  .  . 
Total   .  .  . 

Film  Produced 

by  Stations 
Morning    .  . 
Afternoon  . 

Evening  .  .  . 
Total   .  .  . 

Avg. 

Hrs. 

Feature  Film 

Morning    .  .  . 3.6 
Afternoon   .  . 7.8 
Evening 7.2 
Total   15.8 

Syndicated  Film 
Morning    .  .  . 1.4 
Afternoon  .  . 2.5 
Evening 7.4 

Total 10.3 

1.1 
0.7 
1.5 

1.8 

AVERAGE  WEEKLY 
PRODUCTION  COSTS 

PROGRAMS 

No.  tv  families  Talent 
in  market  Costs 

Up  to  100,000  $  265 

100,000-250,000  283 
250,000-500,000  860 
500,000-1,000,000  1,378 
1,000,000  and  over  6,741 

TALENT  AND 
OF  LOCAL  LIVE 

Production 
Costs 

$  600 
429 
870 
774 

1,464 

ture  films,  according  to  the  survey,  but  the 
feature  films  occupy  more  total  program  hours 
than  any  other  type  of  film  because  they  often 
are  two  or  more  times  as  long  as  the  syndi- 

cated types. 

All  but  2%  of  stations  were  found  to  use 

syndicated  films;  14%  did  not  use  short  sub- 
jects; 55%  did  not  produce  any  films  of  their 

own  and  11%  did  not  use  free  films.  Greatest 

use  of  film  is  in  the  evening  (6  p.m.  to  sign- 
off),  according  to  the  survey,  with  49%  of 
the  showings  occurring  in  this  period.  On  the 
other  hand,  it  was  found  that  more  film  is  being 
used  in  the  morning  hours  than  was  the  case 

in  1954.  Both  live  and  film  programming  costs 
have  risen,  it  was  shown. 

The  manual's  chapter  on  non-rental  or  fre< 
film  was  written  by  Elaine  Phillips,  film  direc 
tor  of  WSPD-TV  Toledo,  Ohio,  and  a  mem 
ber  of  the  NARTB  Television  Film  Commit 
tee.  Miss  Phillips  explains  that  although  free 
film  comprises  only  8%  of  average  program 
ming  hours  allotted  to  films,  it  is  the  third  mosi 

popular  category,  with  89%  of  stations  usinj 
the  product.  Topics  discussed  are  sources  ol 
free  film,  acceptance,  usage  by  station  and  film; 

for  special  dates. 
The  five  case  histories  in  the  manual  ar« 

based  on  KCBW-TV  Salinas,  Calif.;  WFMY 
TV  Greensboro,  N.  C;  WKY-TV  Oklahoma 

AVERAGE  HOURS  PER  WEEK  BY  TYPE  OF  PROGRAMMING 

No.  Tv  Families  in  Market 

Up  to       100,000-     250,000-     500,000-  1,000,000 
100,000      250,000      500,000     1,000,000    and  over 

Network  hours   31:48  53:36  64:48  53:06  59:48 
Local  hours    47:12  46:48  45:12  57:48  65:18 

*Live    14:36  14:42  16:00  21:00  23:18 
*Film    32:36  32:06  29:12  36:48  42:00 

Total  operating  hours    .  78:20  100:24  110:00  110:54  125:06 

*  The  sum  of  live  plus  film  hours  equals  local  hours. 

All-Station Average 

54:54 
49:48 
17:00 
32:48 
104:02 

AVERAGE  WEEKLY  COSTS  OF  FEATURE 

FILM  COSTS 

FILM  PROGRAMMING 

LIVE  TALENT 
COSTS 

Connected  With 
Presentation 

PRODUCTION 
COSTS 

Connected  With 
Presentation A  verage Average 

Average Average 
Weekly 

Live 

Average Average 
Weekly 

Film 
Live Talent 

Weekly 

Production 
No.  tv  families 

Film Cost 
Talent Cost Production 

Cost in  market 
Cost 

Per  Hour Cost Per  Hour 
Cost 

Per  Hour 

Up  to  100,000 
$  382 

$  29 
$  51 

$11 

$116 

$16 

100,000-250,000 570 

39 

50 9 136 17 

250,000-500,000 
858 

62 

95 21 113 23 

500,000-1,000,000 
1,516 

75 151 

26 

126 

19 

1,000,000  and  over 
3,462 

155 252 25 

563 

56 

AVERAGE  WEEKLY  COSTS  OF  SYNDICATED  FILM  PROGRAMMING 

FILM  COSTS LIVE  TALENT 
COSTS 

Connected  With 
Presentation 

PRODUCTION 
COSTS 

Connected  With 
Presentation Avg. A verage Average 

Average Average 
Weekly 

Live 
Average 

Average 

Hrs. 
Weekly 

Film Live Talent 

Weekly 

Production 
No.  tv  families Film Cost Talent Cost Production 

Cost 1.7 
in  market Cost Per  Hour 

Cost Per  Hour Cost 
Per  Hour 2.8 Up  to  100,000 

$  926 

$  94 $  39 

$17 
$169 

$29 

1.2 
100,000-250,000 

923 

126 
40 

20 

99 38 

4.1 
250,000-500,000 

1,651 

280 

73 

29 

109 

55 

500,000-1,000,000 

2,164 

281 

91 

36 49 19 

1,000,000  and  over 
5,712 

571 354 53 510 69 

AVERAGE  WEEKLY  COSTS  OF  SHORT 

FILM  COSTS 

SUBJECT  FILM  PROGRAMMING 

LIVE  TALENT 
COSTS 

Connected  With 
Presentation 

PRODUCTION 
COSTS 

Connected  With 
Presentation Average Average 

Average Average 

Weekly 

Live 

A verage 
Average 

Weekly 

Film 
Live Talent 

Weekly 

Production 
No.  tv  families 

Film 
Cost Talent Cost Production Cost 

in  market Cost Per  Hour Cost Per  Hour Cost 
Per  Hour 

Up  to  100,000 
$  112 

$  49 

$  85 

$45 

100,000-250,000 166 

49 

$  24 

$20 

250,000-500,000 217 78 77 43 

52 

25 

500,000-1,000,000 353 74 150 38 102 

41 

1,000,000  and  over 

1,061 

123 
148 

55 23 

23 
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of  OKLAHOMANS! 

You  know  how  it  is  with  a  woman.  She  trades  at  certain  stores, 

buys  from  certain  people  because  she  likes  them. 

Oklahoma  families  have  the  same  kind  of  warm  regard 

for  WKY-TV  .  .  .  they  like  it  .  .  .  the  programs,  the  personalities,  and  the  products 

advertised. 

Maybe  it's  because  of  36  years  of  community  service,  ever  since  WKY 
radio  was  the  first  station  in  Oklahoma. 

We  wouldn't  try  to  explain  this  power  of  persuasion  .  .  .  we're  just  glad 

we've  got  it  for  you. 

Owned  and  Operated  by 
THE  OKLAHOMA  PUBLISHING  CO. 

The  Daily  Oklahoman  •  Oklahoma  City  Times 
The  Farmer-Stockman  •  WKY  Radio 
WSFA-TV,  Montgomery,  Ala. 
Represented  by  THE  KATZ  AGENCY,  INC. 

WKY  T 

THE  NATION'S  flUST  COLOR  TELEVISION  STATION 
OKLAHOMA  CITY 



City;  WMT-TV  Cedar  Rapids,  Iowa,  and 
WSPD-TV.  Each  case  covers  film  purchasing, 
personnel,  film  equipment,  film  facilities,  op- 

erational procedures  and  programming,  speci- 
fications and  engineering.  An  appendix  shows 

suggested  free  film  contract  forms,  including 
liability  and  clearance  provisions,  and  the  mo- 

tion picture  exhibition. 

Harold  P.  See,  KRON-TV  San  Francisco, 
is  chairman  of  the  NARTB  Tv  Film  Commit- 

tee. Other  members  are  Paul  Adanti,  WHEN- 
TV  Syracuse,  N.  Y.;  Joseph  L.  Floyd,  KELO- 
TV  Sioux  Falls,  S.  D.;  Miss  Phillips;  Irving 
Rosenhaus,  WATV  (TV)  Newark,  and  Ray- 

mond Welpott,  WRGB  (TV)  Schenectady. 

20th  Century-Fox  Package 

Grosses  $2  Million  in  Sales 

IN  LESS  than  two  months  after  its  release  to 

television,  the  20th  Century-Fox  package  of 
52  feature  films  has  been  sold  in  57  markets 
for  gross  sales  of  more  than  $2  million,  it  was 
announced  last  week  by  Harold  Goldman,  vice 
president  in  charge  of  sales  for  National  Tele- 

film Assoc.,  New  York,  distributors  of  the 
package. 

In  the  past  several  weeks,  Mr.  Goldman  said, 
the  feature  package  has  been  sold  to  more 
than  20  stations.  The  air  date  for  the  package 
is  September.  Mr.  Goldman  also  reported  that 
KONO-TV  San  Antonio  (ch.  12),  which  is 
scheduled  to  begin  operations  Jan.  1,  1957,  has 
bought  the  entire  NTA  film  catalogue  with  the 
exception  of  the  Paramount  short  subjects  li- 

brary and  the  Sheriff  of  Cochise  series,  cur- 
rently being  co-produced  by  NTA  and  Desilu 

Productions.  The  purchase  price  was  estimated 
at  $150,000. 

$250,000  Set 

SCREEN  GEMS  Inc.  last  week  began 
construction  on  permanent  sets  designed 
for  tv  use  at  a  cost  said  to  be  about 
$250,000.  The  largest  single  unit  of 
sets,  which  wiil  be  used  in  producing  the 
new  77th  Bengal  Lancers  series,  will  be 
Iccatei  at  Vasquez  Rocks,  about  45  miles 
from  Hollywood  in  the  Mojave  Desert, 

where  a  replica  of  a  3'/2-acre  fort  will 
be  built.  The  company  also  will  reno- 

vate sets  at  the  Columbia  Studios  ranch 
in  Burbank  and  construct  an  Indian 
iungle  at  a  location  still  undetermined. 
The  Lancers  series  is  scheduled  to  be 

presented  over  NBC-TV  this  fall  on  Sun- 
days (7-7:30  p.m.  EDT)  under  the  spon- 

sorship of  General  Foods  Corp.  (Jello 
div.),  White  Plains,  N.  Y.,  through 
Young  &  Rubicam,  New  York. 

CBS  Film  Names  Perkinson 

APPOINTMENT  of  William  Perkinson  as 

manager  of  the  Los  Angeles  office  of  CBS-TV 
film  sales  is  being  announced  today  (Monday) 

by  Thomas  W.  Moore,  general  sales  manager  of 
the  organization.  Mr.  Perkinson  succeeds  Mr. 
Moore,  who  recently  assumed  his  current  post 

[B«T,  July  30].  Mr.  Perkinson,  who  was  born  in 
Peking,  China,  and  educated  in  the  U.  S., 

joined  the  Chicago  office  of  CBS-TV  Film  Sales 
in  1952  and  subsequently  was  named  supervisor 
of  the  office.  His  successor  in  Chicago  will  be 
named  at  a  later  date. 

Filmack  Studios  Shows 

New  Action  Facilities 

NEW,  live  action  studio  facilities  for  produc- 
tion of  tv  film  commercials  were  unveiled  bj 

Filmack  Studios,  Chicago,  in  an  open  house 
for  television,  advertising  and  motion  picture 
representatives  last  Wednesday. 

Irving  Mack,  president  of  the  New  York- 
Chicago  firm,  which  produces  theatre  trailer; 
as  well  as  film  commercials,  described  the  new 

sound  stage  as  another  step  "in  a  long  range 
program  of  expansion"  for  the  company's  t\ 
division.  Filmack's  live  action  production  oper 
ation  is  headed  up  by  Harry  H.  Birch,  newly- 
appointed  executive  vice  president  [B»T,  Jul) 

23]. 

At  a  news  conference,  Mr.  Mack  predictec 
that  within  five  years  about  15-20%  of  Fil 
mack  business  will  be  in  tv  commercials,  bu' 
reported  his  company  will  not  go  into  pro 
gramming.  Mr.  Mack  reported  Filmack  die 
about  $860,000  in  trailer  volume  last  year— 
about  90%  of  the  industry  total.  Of  the  vol 
ume  in  motion  picture  trailers,  he  said,  75% 
was  turned  out  for  theatres  and  the  remaining 
25%  for  tv  stations.  Mr.  Mack  predicted  con 
tinned  expansion  of  physical  facilities  for  ri 
commercials  in  Chicago. 

Telepix  Ltd.  of  Canada 

Buys  Official  Films  Series 

IN  A  TRANSACTION  said  to  represent  "th< 
largest  figure  yet  paid  in  Canada  for  the  pur 

chase  of  single  film  series,"  Telepix  Movie: 
Ltd.  of  Toronto  last  week  purchased  153  half 
hour  programs  of  the  Star  Performance  dra 
matic  series  from  Official  Films,  New  York 
No  figures  were  released  on  the  sale  but  < 

spokesman  for  Official  said  "the  deal  ran  wel 

into  six  figures." Lloyd  Burns,  Telepix  general  manager,  con 
eluded  negotiations  for  the  package  with  Her 
man  Rush,  vice  president  in  charge  of  sale: 
for  Official.  Mr.  Burns  said  that  his  company 

was  "delighted"  to  have  acquired  the  serie: 
which  "ranked  as  the  number  one-  televisioi 

show  in  the  Dominion"  during  its  network  rui 
under  the  title  of  Four  Star  Playhouse. 

Robbins  Gains  British  Films 

RICHARD  S.  ROBBINS  Co.,  New  York  publii 
relations  and  sales  promotion  company,  las 
week  announced  it  has  acquired  distributioi 

rights  in  the  U.  S,  to  43  British  feature-lengtl 
films  and  20  travelogue  and  human  interes 
films.  A  spokesman  said  Robbins  either  wil 
attempt  to  sell  the  product  or  work  out  an  ar 
rangement  with  a  tv  film  distribution  orgi;niza 
tion. 

The  feature  film  package  includes  32  come 
dies  featuring  such  personalities  as  Diana  Dors 
Phyllis  Calvert,  George  Formby,  Pat  Kirkwood 
Wallis  Sellis,  Guy  Middleton,  Gracie  Field: 
and  James  Hayter.  The  package  also  contain: 
11  full-length  dramatic  features,  starring  sue! 
actors  as  Robert  Ayres,  John  Gregson,  Bettj 
Stockfield  and  Joan  Rice. 

Isidore  Lindenbaum  Dies 

ISIDORE  LINDENBAUM,  52,  president  ol 
Film  Craft  Productions  Inc.,  Hollywood,  diec 
of  a  heart  attack  at  his  office  last  Tuesday 

His  firm  filmed  such  shows  as  Groucho  Marx': You  Bet  Your  Life  and  The  Life  of  Riley.  A 
native  of  Massachusetts,  Mr.  Lindenbaum  was 
a  graduate  of  Harvard  Law  School  and  UCLA 
He  is  survived  by  his  wife,  Regina. 

come  on  in— 

the  music's  cool 

for  jazz  that-  really  sends,  in  a 

library  service  geared  for  profes- 

sional programming  on  the  local 

level,  you  can't  beat  Sesac's  top 

quality  "N"  Section 

THE 

write,  wire,  phone 

TRANSCRIBED 
LIBRARY 

(now  available  in  sections) 

THE  COLISEUM  TOWER NEW  YORK  19 

Will  Bradley 

Billy  Butterfield 

Buddy  De  Franco 

Stan  Freeman 

Skitch  Henderson 

"Peanuts"  Hucko 

Richard  Maltby 

Tony  Mottola 

Eddie  Safranski 

Lou  Stein 

and  many  other 

outstanding  artists 
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It  takes  a  specialist 

TO  SELL  THE  LARGEST 

SINGLE  LISTENER-BUYER  GROUP 

IN  SHREVEPORT 

KCIJ 

is  the  specialist  for 

country-music  audience 

Northern  Louisiana  is  the  heart  of 

the  rich  Ark-La-Tex  farming  and  in- 
dustrial area  where  radio  listeners 

like  their  music  with  a  strong  coun- 
try flavor!  KCIJ,  specializing  in 

country-music  and  news,  gives  lis- 
teners what  they  want!  .  .  .  gets 

listener  response  where  it  counts 

...  in  sales!  That's  why,  in  the  35 
counties  and  parishes  that  make  up 

this  area,  KCIJ  is  FIRST*  among  all 
independents  and  SECOND  only  to 

the  50,000  watter— but  at  nowhere 
near  the  cost! 

*Pulse,  March,  1956 

IN  NEW  ORLEANS 

WMRY 

is  the  specialist  for 

Negro  audience 
In  the  New  Orleans  area  the 

picture  is  different!  Here  the 

large  Negro  population  in  more 
than  20  parishes  and  counties  of 
Southern  Louisiana  and  Missis- 

sippi represents  the  largest  sin- 
gle listener-buyer  group.  WMRY, 

with  its  exclusive  Negro  pro- 
gramming and  increased  power, 

influences  this  rich  market  as  no 

other  medium  can.  So  strong  is 

WMRY  that  more  Negro  listen- 

ers are  tuned  daily  to  WMRY* than  to  the  next  2  stations  com- 
bined! 

*Pulse,  Mar-Apr,  1956 

Pat  these  2  top  sates  specialists 

to  work  for  yoa  now! 

^^pC*      In  Shreveport 

KCIJ 

The  BIG  City  Station  with  the  Country  Flavor 

5000  WATTS       980  KC 
(NON-DIRECTIONAL) 

In  New  Orleans 

WMRY 

The  Sepia  Station— Now  Double  Power 

1000  WATTS       600  KC 
(NON-DIRECTIONAL) 

SOUTHLAND  BROADCASTING  COMPANY 

Mort  Silverman,  Executive  Vice-President  &  General  Manager 

Natl.  Rep.:  GILL-PERNA,  INC. — New  York — Chicago — Los  Angeles — San  Francis 

DUC 
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STATION 

Cincinnat
i  s 

BIG 

REX  DALE 

The  darling  of  the feminine  sex,  young 

and  old,  Rex  Dale's two  "Make  Believe 
Ball  Room"  sessions, are  "must"  listening. 
Check  his  Pulse. 

PAUL  MILLER 

He  drives  home  with  them  each 

night,  with  the  largest  "in> and  out  of  home"  audience  of 
any  Cincinnati  station. 

The  Top  "Disc  Jockey 

Combination,  in  the 

Greater  Cincinnati  Market. 

For  Audience — For  Sales 

Buy  The  Big  4 

O  N 
THE    AIR  EVERYWH

ERE 



p 

Buy"  Words 

hderhill: 

Dale: 

Leo  Underbill  Show 

6:30-10  a.m. 

'Make  Believe  Ball  Room' 

10-12  a.m.;  2-4  p.m. 

Miller: 

King: 

Paul  Miller  Safety  Show' 4-6  p.m. 

Daily  Hit  Parade' 6:15-7  p.m. 

in  the  rich 

Cincinnati  Market. 

CI 

Buy  Ways 

WCKY  has  the  personalities 

WCKY  has  the  ratings 

WCKY  has  the  audience 

WCKY  has  the  power 

50,000  WATTS  OF  SALES  POWER 

BUY  WCKY  .  .  .  INVESTIGATE  TODAY 

IE  YORK 
ji  Welsteod 
iirn  Sales  Mgr. 
Ij  91st  St. 

Eldorado  5-1127 

CINCINNATI 

C.  H.  "Top"  Topmiller WCKY  Cincinnati 
Phone:  Cherry  1-6565 

CHICAGO 
A  M  Radio  Sales 
Jerry  Glynn 
400  N.  Michigan  Ave. 
Phone:  Mohawk  4-6555 

SAN  FRANCISCO 
A  M  Radio  Sales Ken  Carey 

607  Market  St. 
Phone:  Garfield  1-0716 

LOS  ANGELES 
A  M  Radio  Sales 
Bob  Block 
5939  Sunset  Blvd. 
Phone:  Hollyw'd  5-0695 

OUR    HOURS    A  DAY SEVEN    DAYS    A  WEEK 

i 



FILM 

Douglas  Asks  $415,000] 

In  'Disneyland'  Suit 
ACTOR  Kirk  Douglas  filed  suit  for  $415,000 
in  Los  Angeles  Superior  Court  last  Wednesday 
against  Walt  Disney,  ABC-TV,  three  Disney- 

land sponsors  and  their  advertising  agencies 

for  alleged  "invasion  of  privacy"  and  unauthor- 
ized use  of  his  "work"  as  an  actor  on  Disney- 

land. He  charged  that  a  personal  film  taken 

of  him  riding  Mr.  Disney's  backyard  miniature 
train  during  a  social  affair  was  improperly 
telecast. 

Named  as  defendants  were  Walt  Disney, 
Walt  Disney  Productions,  American  Broadcast- 

ing-Paramount Theatres  Inc.,  Swift  &  Co., 
American  Motors  Corp.,  American  Dairy  As- 

soc., B.  B.  Geyer  Co.,  McCann-Erikson,  Camp- 
bell-Mithun  Inc.  and  five  John  Does. 

Mr.  Douglas  also  sent  a  letter  to  Walter 
Pidgeon,  president  of  the  Screen  Actors  Guild, 
asking  that  he  appoint  a  special  committee  to 
look  into  the  problem.  Claiming  the  principle 
at  stake  affects  every  performer,  Mr.  Douglas 
asked  for  the  support  of  SAG  in  the  action. 

To  emphasize  the  "test  case"  aspects  of  the 
suit,  Mr.  Douglas  declared  that  any  money 
(after  taxes  and  legal  expenses)  he  recovers 
in  the  court  action  will  be  donated  to  the  Mo- 

tion Picture  Relief  Fund. 

In  the  complaint  filed  by  his  Beverly  Hills 
attorneys,  Rosenthal  and  Norton,  there  are  two 
major  points  at  issue:  That  movies  taken  of 
the  star  and  his  children  riding  a  miniature 

train  at  Mr.  Disney's  home  in  March  were  used 
on  television  April  4  without  his  knowledge 
or  consent,  and  that  the  Disney  organization, 
after  receipt  of  a  notice  to  eliminate  the  foot- 

age and  after  agreeing  to  do  so,  proceeded  to 
use  the  material  a  second  time  June  6  on  the 
ABC-TV  show. 

Claiming  that  his  status  and  earning  power 
as  a  motion  picture  star  is  based  on  the  kind 
and  number  of  appearances  he  chooses  to  make 
and  the  amount  of  money  which  he  receives 
for  those  performances,  Mr.  Douglas  contended 
that  his  involuntary  appearance  on  the  Disney- 

land program  not  only  was  an  "invasion  of 
privacy,"  since  he  had  gone  to  the  Disney  home 
as  a  guest,  but  also  had  damaged  his  profes- 

sional reputation  and  earning  power. 
The  star  is  asking  $200,000  compensatory 

damages,  $200,000  exemplary  damages,  and 
$15,000  as  the  reasonable  value  of  his  services. 

Washington  Production  Firm 

Expands,  Names  Executives 

EXPANDED  production  activities  were  an- 
nounced Wednesday  by  Hullinger-Casselberry 

Productions,  formerly  Hullinger  Productions 
Inc.,  with  headquarters  at  Evening  Star  Tele- 

vision Center,  Washington.  Dr.  William  S. 
Casselberry,  president  of  Mytinger  &  Cassel- 
berry,  Long  Beach,  Calif.  (Nutrilite  food  sup- 

plement), has  been  elected  board  chairman 
and  will  be  active  in  the  management.  Edward 
Ware  Hullinger  is  president. 

Col.  Edward  M.  Kirby,  Washington  public 
relations  consultant  and  former  NARTB  pub- 

lic relations  director,  has  been  named  director 
of  the  creative  division.  William  B.  Crane, 
formerly  with  Glenn  L.  Martin  Co.,  Balti- 

more, as  well  as  Bozell  &  Jacobs,  will  manage 
the  Baltimore  office  at  204  Morris  Bldg. 
Arthur  F.  Moore,  formerly  of  Joseph  Katz 
Co.  and  Young  &  Rubicam,  has  been  named 
head  of  the  animation  department.  Bert  Spiel- 
vogel  is  director  of  photography. 

The   company   will   produce   the  1956-57 

Drew  Pearson  tv  series,  with  distribution  by 
Harry  S.  Goodman,  New  York.  It  also  will 
film  the  upcoming  political  conventions  for 
the  U.  S.  Information  Agency.  Mr.  Hullinger 
said  the  expansion  of  the  firm  is  in  line  with 

growth  of  Washington  as  a  center  for  produc- 
tion of  films  for  tv,  government  and  industry. 

Dr.  Casselberry's  firm  has  boosted  sales  of 
Nutrilite  in  a  decade  from  $50,000  to  $25 
million  a  year. 

CBS-TV  Film  Sales  Sells 

'Report  From  Africa'  to  BBC 

SALES  of  Edward  R.  Murrow's  two-part  "Re- 
port From  Africa"  to  the  BBC  for  showing 

on  Aug.  21  and  Sept.  10  has  been  announced 
by  Leslie  T.  Harris,  vice  president  and  general 
sales  manager  of  CBS-TV  Film  Sales.  The  two 
one-hour  filmed  programs  were  presented  on 
CBS-TV  last  spring. 

Mr.  Harris  voiced  the  belief  that  the  sale  of 

"prestige"  programs  abroad  will  have  a  two- 
fold effect:  "Serve  to  elevate  the  stature  of 

American  culture  in  the  eyes  of  Europeans" 
.  .  .  and  "create  a  more  favorable  climate  for 

the  sale  of  our  commercial  film  products." 
Other  public  service  type  films  being  sold 
abroad  by  CBS-TV  Film  Sales,  according  to 

Mr.  Harris,  are  "The  Search,"  "Under  the 
Sun"  and  certain  half-hours  from  See  It  Now 
and  You  Are  There. 

NTA  Names  Kahn  to  Post 

APPOINTMENT  of  Kermit  Kahn  to  the  newly- 
created  position  of  advertising  manager  of  Na- 

tional Telefilm  Assoc.  and  the  NTA  Film  Net- 
work was  announced  last  week  by  Ely  A.  Lan- 
dau, president  of  both  companies.  Mr.  Kahn 

served  most  recently  with  Lennen  &  Newell, 
New  York,  as  creative  idea  man  and  copy 
supervisor,  and  previously  had  been  with  J. 
D.  Tarch  &  Co.,  New  York,  as  assistant  to 
the  president. 

STORRS  HAYNES,  vice  president  in  charge 

of  the  tv  and  radio  department  at  Comp- 
ton  Advertising  Inc.,  signs  a  $500,000 

52-week  contract  for  sponsorship  of  Na- 

tional Telefilm  Associates'  Sheriff  of  Co- 

chise by  Socony  Mobil  Oil  Co.  in  67  mid- 
west markets.  Also  present  at  the  signing 

is  Harold  Goldman,  NTA's  vice  president 
in  charge  of  sales. 
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Esso  Standard  to  Sponsor 

Syndicated  Tv  Film  Series 

ESSO  Standard  Oil  Co.,  New  York,  plans 
bear  down  on  its  broadcast  accelerator  this  fa 
with  its  initial  sponsorship  of  a  syndicated 
film  series.  Starting  sometime  in  October,  Ess 
— now  in  27  U.  S.  markets  with  its  Esso  Rt 

porter  tv  news  program — will  sponsor  in 
cities  an  Official  Films-Four  Star  Production 
package  of  30-minute  dramas  starring  Jac 
Benny,  Dick  Powell,  Charles  Boyer,  Teres 
Wright,  Ida  Lupino,  Ronald  Coleman,  Davi 
Niven  and  Merle  Oberon. 

The  programs  have  all  had  network  exposur 
at  one  time  or  another.  However,  35  of  thes 

49  cities  will  see  the  programs  on  a  "first-run 
basis  and  the  remaining  14  on  a  "first  run  of 
network"  basis.  Some  of  these  markets,  Ess< 
pointed  out,  already  carry  the  Esso  Reporter 
which  also  will  expand  its  coverage  to  32  mar 
kets,  adding  five  cities  along  the  eastern  sea 
board  to  its  schedule. 

Though  spokesmen  declined  to  list  the  lo 

calities  involved  and  other  specifics  since  "no 
all  time  purchases  have  been  firmed  up,"  it  wa; 
understood  that  the  programs  would  be  usee 

to  spark  introductory  sales  of  new  "Goldei 
Esso"  gasoline.  Name  of  the  program  series 
will  be  The  Esso  Golden  Theatre.  McCann 
Erickson,  New  York,  is  the  agency. 

RKO  Signs  Television  Talent 

For  Its  Feature  Productions 

THE  MAXIM  "if  you  can't  lick  'em,  join  'em" seems  to  be  working  both  ways.  Confirmation 
of  this  was  offered  last  week  in  a  remark  by 

RKO's  vice  president  in  charge  of  production, 
William  Dozier,  to  the  effect  that  the  studio 

was  "determined  to  recruit  the  best  talent  foi 
motion  pictures  from  all  media  .  .  .  particularly 

television."  Mr.  Dozier  is  an  old  hand  at  "re- 
cruiting." Formerly  vice  president  and  director 

of  CBS-TV  programming  in  Hollywood,  Mr 
Dozier  was  a  prime  force  in  persuading  some 

of  Hollywood's  top  names  to  enter  tv. 
In  the  past  few  months  alone,  Mr.  Doziei 

said,  RKO  has  signed  up  John  Frankenheimei 

and  Allen  Reisner,  formerly  of  CBS-TV's 
Climax  series;  Hal  Kanter,  •  producer  of  NBC- 
TV's  George  Gobel  Show;  Mr.  Gobel  himself: 
independent  tv  packager  Paul  Gregory,  whe 
has  produced  two  Ford  Star  Jubilee  programs 

on  CBS-TV;  NBC-TV's  Coke  Time  starring 
Eddie  Fisher;  James  Arness,  star  of  CBS-TV: 

Gunsmoke;  Nita  Talbot,  co-star  of  CBS-TV'i Joe  and  Mabel;  freelance  tv  actor  James  Daly 
tv  announcer  Bill  Goodwin,  and  a  number  ol 
other  television  personalities,  some  of  whom 

like  Red  Skelton,  David  Brian  and  Barry  Nel- 
son,  have  had  prior  movie  commitments. 

'Code  3'  Sales  Reported 

SALE  of  Code  3  tv  film  series  to  eight  regional- 
national  spot  advertisers  in  a  total  of  38  mar- 

kets was  announced  last  week  by  Don  L 
Kearney,  vice  president  in  charge  of  sales  foi 
ABC  Film  Syndication. 

Heading  the  sales  activity  was  an  18-markei 
purchase  by  Liebmann  Breweries  (Rheingolc 

beer),  Brooklyn,  in  its  east  and  west  coast  dis- 
tribution area.  Other  advertisers  are  Dining 

Car  coffee,  Stroh  Brewing  Co.,  National  Bis 

cuit  Co.,  Crosley-Bendix,  Petri  Wine,  Signal  Oil 
and  the  J.  R.  Simplot  Co.  Mr.  Kearney  alsc 

reported  that  single  market  sales  have  raised 
total  markets  sold  for  the  series  to  almost  60. 
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VAN  DEVRIES,  program  manager  of 
WGR-TV  Buffalo,  signs  for  seven  CBS 

Television  Film  Sales  properties,  represent- 
ing a  total  of  234  half  hours  of  program- 

ming. L  to  r:  Pat  Swift,  sales  manager 

of  WGR-TV;  Joseph  J.  Bernard,  the 

station's  general  manager;  Wilbur  S. 
Edwards,  general  sales  manager  of  CBS 
Film,  and  James  Victory,  CBS  Film  account 
executive.  The  programs  include  Long 
John  Silver,  Holiday  in  Paris,  Files  of 
Jeffrey  Jones,  The  Cases  of  Eddie  Drake, 

The  Whistler,  Life  With  Father,  and  long- 
time radio  standby  Amos  V  Andy. 

Sales  of  Official  Package 

Now  $2  Million,  130  Markets 

TOTAL  SALES  on  the  "Star  Performance" 
package  of  153  filmed  dramatic  programs  have 
surpassed  the  $2  million  mark  in  the  past  four 
months,  it  was  announced  last  week  by  Her- 

man Rush,  vice  president  in  charge  of  sales  for 
Official  Films,  New  York,  owners  and  distrib- 

utors of  the  package.  The  film  library,  previ- 

ously presented  under  the  title  of  "Four  Star 
Playhouse,"  currently  is  sold  in  130  markets. 

The  most  recent  sales,  Mr.  Rush  said,  were 
to  the  Esso  Standard  Oil  Co.  in  49  markets 

(see  separate  story,  page  74)  and  to  Slenderella 
International  in  35  markets.  Previously.  Offi- 

cial had  announced  a  regional  transaction  with 
Budweiser  (beer)  for  1 1  markets.  The  package 
also  is  sold  in  35  other  markets  throughout  the 
country. 

As  a  service  primarily  to  regional  advertisers, 

Crosley  Broadcasting  Corp. 

Buys  371  Films  From  C&C 

CROSLEY  Broadcasting  Corp..  Cincinnati, 
last  week  announced  it  has  signed  a  $1.5  mil- 

lion contract  with  C&C  Television  Corp.  for 
the  rights  to  371  feature  films  on  the  four 
Crosley  tv  stations — WLWT  (TV)  Cincinnati. 
WLWD  (TV)  Dayton.  WLWC  (TV)  Colum- 

bus, and  WLWA  (TV)  Atlanta.  Crosley  said 

contract  follows  C&C  Television's  sales  con- 
cept of  "cash  and  time-trade"  in  return  for 

product. 
Robert  E.  Dunville,  Crosley  Broadcasting 

president,  who  announced  the  transaction,  said 

the  package  will  "replace  all  other  former  film 
packages  that  have  been  associated  with  Cros- 

ley stations."  Mr.  Dunville  said  the  contract 
became  effective  last  Wednesday  and  immediate 
use  of  the  feature  films  was  planned. 

The  films  were  produced  and  released  theat- 
rically by  RKO  Radio  Pictures  and  were  ac- 
quired by  C&C  Television  Corp.  from  General 

Teleradio  Inc.  Mr.  Dunville  said  "the  caliber 
of  the  movies  involved  would  definitely  create 
a  great  deal  of  excitement  on  the  part  of  the 

"viewers  to  the  Crosley  tv  stations." 

18  Tv  Stations  Purchase 

Two  NTA  Filmed  Packages 
NATIONAL  TELEFILM  Assoc..  New  York, 
has  announced  that  it  has  sold  the  20th  Cen- 

tury-Fox package  of  52  motion  pictures  in  15 
additional  markets,  raising  the  total  number  of 
outlets  to  36.  The  company  also  reported  that 

its  "TNT"  package  of  30  feature  films  has  been 
purchased  by  four  additional  stations,  bringing 
total  to  97  stations. 

Stations  which  have  bought  the  20th  Century- 
Fox  films  are  K BET-TV  Sacramento.  Calif.: 
WMT-TV  Cedar  Rapids,  Iowa;  WLAC-TV 
Nashville,  Tenn.;  KFMB-TV  San  Diego; 
WHEN-TV  Syracuse,  N.  Y.;  WOW-TV  Omaha; 
KCMO-TV  Kansas  City;  WALA-TV  Mobile. 
Ala.;  WIBW-TV  Topeka,  Kan.;  KVIP-TV  Red- 

ding. Calif.;  WWTV  (TV)  Cadillac.  Mich.; 
KOSA-TV  Odessa.  Tex.,  plus  KFAR-TV  Fair- 

banks and  KEMI-TV  Anchorage  in  Alaska. 

The  "TNT"  purchasers  are  CKLW-TV  De- 
troit, WALA-TV.  WIBW-TV,  and  WWTV. 

Mr.  Rush  revealed,  Official  is  employing  a  full- 
time  exploitation  and  merchandising  man,  who 
will  travel  throughout  the  country  to  assist 

sponsors  with  exploitation-merchandising  ef- 
forts. His  assistance  also  will  be  made  available 

to  local  sponsors  and  stations. 

Eight  New  Staffers  Named 

By  Niles  Productions  Inc. 

ADDITION  of  eight  new  staff  members  and 
promotion  of  Ruth  L.  Ratny  to  creative  director 
were  announced  Thursday  by  Fred  A.  Niles 
Productions  Inc..  Chicago  and  Hollywood  tv 
film  and  motion  picture  firm. 

New  members  are  Douglas  Robertson,  super- 
vising editor:  Felix  Angelers.  editor;  Roy  Carel- 

son,  assistant  editor;  Mrs.  Gladys  May,  con- 
formist; Tom  Rook,  production  assistant; 

Bernard  Zalusky.  artist:  Sally  McDonald,  assist- 

30  YEARS  ADO... we  said: 

Like  a  DOG  with 

ONE  PUPPY 

t/ou/i  fhink  i/our  Account 

is  the  only  one  u/e  have  J 

•  Alert  .  .  .  watchful  .  .  .  taking  ad- 
vantage of  every  opportunity  to  pro- 

duce even  greater  results  for  our  adver- 
tisers. This  constant  personal  supervi- 

sion has  been  responsible  for  the 

amazing  success  of  hundreds  of  cam- 
paigns. Enthusiastic  advertisers  have 

extended  contracts  again  and  again  and 
WIBW  enjoys  a  national  reputation  for 

doing  a  "real  selling  job." 

.  .  .  entertainment  with  tested  appeal 

.  .  .  a  time  when  your  sales  message 
will  have  the  largest  and  most  receptive 
audience  .  .  .  nothing  is  left  to  chance. 

•  Nor  is  vigilance  relaxed  once  the 
program  is  on  the  air.  Mail  and  sales 
response  is  analyzed  .  .  .  programs 
checked  .  .  .  continual  improvement 
sought.  Your  campaign  must  succeed. 

Simple,  isn't  ir 

Today,  in  our  30th  year,  these  words  are 

truer  than  ever.  Personalized  service  to  both 

the  advertiser  and  the  Kansas  farm  families 

that  we  serve,  has  made  WIBW  the  most 

powerful  single  selling  force  in  Kansas. 

TOPEKA, 

KANSAS 

Ben  Ludy,  Gen.  Mgr. 

WIBW  &  WIBW-TV 
in  Topeka 

KCKN  in  Kansas  City 

Rep:  Capper  Publications,  Inc. Our  30th  Year 
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RADIO 

no  matter 

what 

people  may 

be  doing! 

Politz  finds...* .  .  .  that  RADIO  is  the  ONLY 
medium  which  commands 

people's  attention  while 
they  are  DOING  SOMETHING 
ELSE.  Radio  is  a  constant, 

friendly  companion  in  peo- 

ple's lives,  present  almost 
wherever  they  go  or  what- 

ever else  they  do,  all  around 
the  clock. 

In  Southern  New  England — 
where  the  average  per  capi- 

ta income  is  13%  above 

U.S.  average— 67.2%  of  the 
total  adult  population  listens 
to  radio  on  the  average  day. 
Almost  4  TIMES  as  many 

people  listen  to  WTIC  as  to 
any  other  station  serving 
the  area. 

*  Alfred  Politz  Research,  Inc. 
For  complete  information  on  this 
rich  Southern  New  England 
Market .  .  . 

call  CHRISTAL 

or  write  directly  to 

WTIC 

HARTFORD 
CONNECTICUT 

 FILM  

ant  to  the  controller,  and  June  Weber,  sales  and 
production  secretary. 

Miss  Ratny  has  been  handling  creative, 
sales  promotion  and  public  relations  duties 
since  she  joined  the  Niles  firm  at  its  inception 
last  December.  She  was  previously  associated 
with  Kling  Film  Enterprises,  WTVJ  (TV) 
Miami  and  Chicago  advertising  agencies.  The 
Niles  organization  also  announced  it  has  added 
four  artists  to  its  animation  unit  in  Hollywood, 
bringing  its  total  of  personnel  there  to  18. 

FILM  PEOPLE 

Otis  W.  Murray,  vice  president  in  charge  of 
west  coast  operations,  Pathe  Laboratories  Inc., 
N.  Y.  and  L.  A.,  promoted  to  executive  vice 
president  of  firm.  David  J.  Melamed,  treasurer, 

named  vice  president — finance. 

Lynn  Gibbs,  who  recently  headed  her  own 

public  relations  office  in  New  York  and  previ- 
ously was  a  member  of  the  NBC-TV  Films 

publicity  department,  appointed  director  of  pub- 
licity and  promotion  for  Trident  Films  Inc., 

N.  Y.,  producer  of  tv  programs  and  commer- cials. 

Stephen  Kambourian,  film  editor  of  Transfilm 
Inc.,  N.  Y.,  promoted  to  supervising  film  editor 
and  assistant  to  vice  president  in  charge  of 
motion  picture  completion  department. 

Jack  Stephenson,  N.  Y.  office  of  Alexander 
Film  Co.,  Colorado  Springs,  Colo.,  producer,  to 
general  district  manager  for  Florida,  Georgia, 
Alabama  and  central  Tennessee.  Jerry  Las- 
well,  southeast  district  manager,  to  Missouri 
and  Kansas  district  manager.  Allen  Hartman 
to  N.  Y.  office. 

Morey  Reden,  previously  with  Walt  Disney 
Studios,  Tv  Spots,  and  Academy  Pictures,  ap- 

pointed director  of  animation  staff  of  Film 
Creations  Inc.,  N.  Y.,  producer  of  industrial 
and  tv  film  commercials.  Michael  Gambella, 
Warner  Bros,  and  U.  S.  Army  Signal  Corps  in 
special  effects  and  animation  photography,  to 
Film  Creations  as  special  effects  cameraman. 

Ben  Starr,  CBS-TV  writer,  to  Briskin  Produc- 
tions Inc.,  L.  A.,  to  develop  Screen  Gems 

properties. 
Raymon  Hamilton,  assistant  to  executive  vice 
president  of  Flamingo  Films,  N.  Y.,  father  of 

boy,  Raymon  Jr.,  July  24. 

Thomas  D.  Thomas,  formerly  director  of  tv 
commercials  production  at  Cartoonists  Inc.,  to 
North  Adv.  Inc.,  Chicago,  as  radio-tv  producer. 

He  will  work  on  agency's  Toni  Co.  and  Eng- 
lander  accounts. 

FILM  SALES 

Guild  Films  Co.,  N.  Y.,  has  sold  Molly  (form- 
erly The  Goldbergs)  to  WAAM-TV  Baltimore, 

WXYZ-TV  Detroit,  KFMB-TV  San  Diego, 

WGEM-TV  Quincy,  111.,  and  KSWO-TV  Law- 
ton,  Okla. 

Brent  Gunts  Productions,  Baltimore,  has  sold 
Shadow  Stumpers,  tv  silhouette  quiz  game,  to 
WNEM-TV  Bay  City,  Mich.;  KKTV  (TV) 
Colorado  Springs,  Colo.;  XETV  (TV)  Tijuana, 
WSUN-TV  St.  Petersburg,  Fla.;  KFBB-TV 
Great  Falls,  Mont.,  and  KMJ-TV  Fresno,  Calif. 

Atlantic  Television  Corp.,  N.  Y.,  has  sold  its 
western  and  feature  film  packages  to  Television 

Corp.  Ltd.,  Sydney,  Australia,  for  use  on  sta- 
tion TCN  Sydney. 

RCA  Recorded  Program  Services,  N.  Y.,  an- 
nounces sale  of  The  World  Around  Us,  27 

Many-Splendored  Napkin 

A  NAPKIN  is  a  many-splendored  ($400,- 
000)  thing  to  Harold  Goldman,  vice  pres- 

ident in  charge  of  sales  for  National  Tele- 
film Assoc.,  New  York.  NTA  reported 

a  fortnight  ago  that  Mr.  Goldman  com- 
pleted a  transaction  with  Roger  Clipp, 

general  manager  of  WFIL-TV  Philadel- 
phia, for  NTA's  20th  Century-Fox  pack- 

age of  feature  films  for  WFIL-TV,  as 
well  as  for  WFBG-TV  Altoona  and 
WNBF-TV  Binghamton,  N.  Y.,  for  a  re- 

ported $400,000.  They  were  dining  in  a 
mid-Manhattan  restaurant  at  the  time, 
and  Mr.  Goldman  did  not  have  a  con- 

tract form  with  him.  He  borrowed  a 

napkin  from  a  waiter,  wrote  out  the 

terms  and  obtained  Mr.  Clipp's  signature. 
Mr.  Goldman  says  this  document  will  be 
framed  and  hung  up  in  his  office. 

quarter-hour  programs  in  color,  to  WTVJ  (TV 
Miami  with  sponsorship  on  alternate  week  basi 
by  National  Chemical  Co.  and  Nehi  Bottlinj 
Co.  (Royal  Crown  cola). 

Screencraft  Pictures  Inc.,  N.  Y.,  has  sole 
Mickey  Rooney  Show  in  12  markets.  Seriei 

originally  was  carried  on  NBC-TV  during  1954 
55  season. 

Sterling  Television  Co.,  N.  Y.,  reports  sales  ol 
Movie  Museum  to  WGBI-TV  Scranton,  Pa. 
WSPD-TV  Toledo,  Ohio,  and  WGAN-TV  Port- 

land, Me.,  and  /  Am  the  Law  to  KOAT-TV 
Albuquerque,  N.  M.;  WTAP-TV  Parkersburg 
W.  Va.,  and  WHIZ-TV  Zanesville,  Ohio. 

Frank  Block  Assoc.,  St.  Louis,  agency  foi 
Southern  Baptist  Convention,  announces  Thh 
Is  the  Answer  religious  film  series  being  seer 
on  64  stations.  Color  series  based  on  biblical 
parables  was  produced  for  Baptist  conventior 
by  Family  Films,  Hollywood. 

Arab  Information  Center,  N.  Y.,  making  avail- 
able to  stations  free,  27-min.  black-and-white 

television  film  titled  "New  Day  in  the  Middle 
East."  Film  depicts  efforts  in  Moslem  countries 
in  improving  economy. 

FILM  RANDOM  SHOTS 

Motion  Picture  and  Television  Credit  Man 
agers  Assn.  has  been  organized  in  Hollywooc 
to  provide  common  meeting  ground  for  indus 
try  credit  problems.  Officers  are  Hermar 
Herles,  Westrex  Sound  Service,  president;  Mik< 
Simon,  Consolidated  Film  Industries,  via 
president;  Ken  Jones,  General  Film  Labs.,  sec 
retary,  and  Charles  Conklin,  General  Servicf 
Studios,  treasurer. 

Associated  Artists  Productions,  N.  Y.,  in  move 
attributed  to  expanded  activity  resulting  fron 
acquisition  of  Warner  Bros,  features  and  li 
brary,  has  leased  more  office  space  at  341 
Madison  Ave.,  New  York  17,  across  streei 
from  present  headquarters  at  342  Madisor 
Ave.  New  space  is  occupied  by  advertising 

promotion-publicity  and  foreign  department; 
of  AAP. 

Association  Films  will  move  San  Francisco  of- 
fice to  larger  quarters  at  799  Stevenson  aboui 

Aug.  15.  New  telephone  number  will  be  Un- 
derbill 1-5305. 

Bonded  Tv  Film  Service,  L.  A.,  N.  Y.,  Chicago 
and  Dallas,  will  handle  Warner  Bros,  feature 
distribution  for  Associated  Artists  Productions, 
N.  Y. 
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GOVERNMENT 

WHAT  PART  SHOULD  THE  FCC 

PLAY  IN  PROGRAM  CONTROL? 

At  least  two  commissioners  feel  it  should  be  a  major  one.  Bartley,  in 

California  speech,  says  Commission  both  has  jurisdiction  and  should 

exercise  it.  Doerfer,  in  dissent  to  WQAM  sale  approval,  says  FCC 

missed  its  chance  to  take  a  firm  stand  on  the  issue. 

THE  PROVOCATIVE  subject  of  programming 

—and  the  FCC's  right,  or  lack  of  right,  to 
consider  the  content  of  what  goes  over  the 

air — was  back  in  the  public  arena  last  week. 

The  subject  came  to  light  in  statements  by  two 
FCC  commissioners: 

•  Comr.  Robert  T.  Bartley  maintained  that 
the  Commission  not  only  has  jurisdiction  over 
the  intelligence  that  modulates  a  radio  wave, 
but  that  it  should  use  that  jurisdiction  in  con- 

sidering license  renewals. 

•  Comr.  John  C.  Doerfer,  decrying  the 

Commission's  approval  of  the  sale  of  WQAM- 
AM-FM  Miami  to  Mid-Continent  Broadcast- 

ing Co.  without  a  hearing,  held  that  it  had 
missed  the  opportunity  of  deciding  whether 
it  had  the  power  to  consider  programming  and, 
if  so,  what  standards  should  be  established  to 
judge  program  balance. 

The  commissioners'  attacks  on  program- 
ming abuses  was  obviously  a  resumption  of  the 

campaign  initiated  by  Comrs.  Doerfer  and 
Robert  E.  Lee  in  1955  when  they  dissented 
from  the  renewal  of  two  station  licenses.  Comr. 
Doerfer  dissented  from  the  license  renewal  of 
WTIX  New  Orleans  and  Comr.  Lee,  that  of 
WOL  Washington.  This  was  followed  late  in 
1955  with  programming  imbalance  questions 
raised  against  21  radio  stations.  These,  how- 

ever, were  all  renewed  several  months  ago 
when,  presumably,  the  stations  either  showed 
the  FCC  it  was  in  error  regarding  the  amount 

of  educational,  agricultural  and  religious  pro- 
grams carried  or  promised  to  revise  their 

schedules  to  increase  these  categories. 

A  similar  outcry  was  raised  earlier  this  year 
against  purported  over-commercialization  on 
the  air.  This  was  brought  up  by  Sen.  Warren 
G.  Magnuson  (D-Wash.),  chairman  of  the 
Senate  Commerce  Committee;  Federal  Trade 
Commissioner  Lowell  Mason,  FCC  Chairman 
George  C.  McConnaughey  and  Comr.  Lee. 

The  power  of  the  FCC  to  determine  pro- 
gram content  never  has  been  fully  established. 

In  1946  the  Commission  issued  its  contro- 
versial Blue  Book,  entitled  Public  Service  Re- 

sponsibility of  Broadcast  Licensees.  This 

"study,"  which  attempted  to  assert  jurisdic- 
tion for  the  Commission  over  program  con- 
tent, was  never  put  into  effect.  Since  then, 

a  number  of  court  decisions  have  upheld  the 

right  of  the  Commission  to  consider  program- 
ming in  comparative  hearing  cases  as  one 

element  in  determining  which  one  of  several 
competing  applicants  should  receive  a  grant. 
However,  the  question  has  never  been  resolved 
in  license  renewal  or  revocation  proceedings 
against  a  station. 

BARTLEY  SEES  PROGRAMS 

WITHIN  FCC  PURVIEW 

THE  FCC  has  the  right  to  inquire  into  pro- 
gramming. FCC  Comr.  Robert  T.  Bartley 

declared  last  week. 

Comr.  Bartley,  a  former  New  England 
broadcasting  executive,  took  his  stand  on  the 
already  controversial  programming  question 
in  a  speech  Thursday  to  the  Southern  Cali- 

KCRA-TV  HITS 

fornia  Broadcasters  Assn.  in  Los  Angeles. 
His  remarks  came  two  weeks  after  the  FCC 

agreed  to  take  up  the  question  of  its  powers 
regarding  radio-tv  program  content  and  format 
after  its  August  recess.  This  followed  its  July 
19  decision  approving  the  $850,000  sale  of 
WQAM- AM -FM  Miami  to  Mid -Continent 
Broadcasting  Co.  (see  separate  story). 

Not  only  has  the  Commission  the  right  to 
look  at  programming,  Comr.  Bartley  held,  but 
it  should  do  so  in  certain  categories.  These 

he  listed  as  (1)  identification  of  program  spon- 
sors, (2)  fairness  in  presenting  both  sides  of 

controversial  public  issues,  and  (3)  fairness  in 
the  presentation  of  news  and  public  affairs 

programs. 
He  also  spoke  out  against  what  he  termed 

those  more  interested  in  the  "fast  buck"  than 
in  public  service.  The  industry  should  move 
against  such  abuses,  he  said. 

"I  think  the  best  hope  for  the  broadcaster 
is  to  build  up  true  circulation  based  upon  the 

quality  of  his  programs  and  not  artificial  audi- 
ence-stealing gimmicks,"  he  said.  This  was  an 

obvious  reference  to  the  WQAM  transfer  case, 
where  the  station  promotion  activities  of  the 
buyer,  Mid-Continent,  had  been  questioned  by 
the  FCC. 

Although  Mr.  Bartley  was  adamant  on  the 

FCC's  right  to  look  into  programming,  he 
eschewed  any  manner  of  censorship.  Censor- 

ship, he  defined  as  advance  control. 

"There  is  no  basis  for  any  such  fear  on  the 
part  of  the  broadcast  industry — from  the  Com- 

mission, at  any  rate,"  he  declared. 

The  Commission's  right  to  inquire  into  pro- 
gramming has  been  upheld  by  the  courts,  Mr. 

Bartley  declared.  He  referred  to  the  1941  Su- 

preme Court  decision  upholding  the  FCC's 
Chain  Broadcasting  Rules.  There,  he  said,  the 

Supreme  Court  "met  the  issue  squarely  and 
held  without  equivocation  that  the  Communi- 

cations Act  did  not  restrict  the  Commission 

merely  as  a  supervisor  of  the  traffic  in  the 
ether,  but  that  it  placed  upon  the  Commission 
the  burden  of  determining  the  composition  of 

that  traffic." Comr.  Bartley  even  had  a  good  word  to  say 

about  the  controversial  1946  Blue  Book.  "I 
personally  think  it  is  an  interesting  and  useful 
document  when  considering  the  history  of  the 

development  of  radio  in  recent  years,"  he  said. 
The  criteria  used  in  judging  programming 

at  renewal  time,  Comr.  Bartley  acknowledged, 
are  somewhat  outdated.  He  called  attention  to 
the  section  of  the  renewal  form  (Form  303) 
which  invites  narrative  supplement  to  the  per- 

centage log  of  program  categories.  He  also 

added:  "I  can  assure  you  that  in  considering 
the  renewal  applications,  we  are  not  slaves  to 

percentages." As  for  entertainment  programs,  Comr. 
Bartley  said  he  felt  that  the  Commission  should 
place  no  bars  of  any  kind  on  the  broadcaster — 
except  of  course  checking  to  make  sure  he  does 
not  overstep  the  legal  bounds  regarding  ob- 

scenity, lotteries  and  fraud.  Public  taste  is  the 
arbiter  here,  he  pointed  out. 

The  Communications  Act  requires  the  FCC 

SHARE  OF  AUDIENCE 

50 

STRONG  LOCAL  PROGRAMS  give 
KCRA-TV  more  Noon  to  Mid- 

night audience  and  Sacramen- 
to's three  highest-rated  local 

participating  shows: 

WOMAN'S  DAYTIME  PARTICI- 

PATING SHOW- "Valley  Play- 
house," 12.4  Avg.  Rating; 

74.4%  Share  of  Audience;  fol- 
lows "Queen  for  A  Day"  daily 

with  Warner  Bros.-Columbia 
Screen  Gems  double  feature. 

KID'S  SHOW -CAPTAIN  SACT0, 
1 1.4  Avg.  Rating;  44.6%  Share 
of  Audience;  6-7  P.  M.  daily. 

LATE  MOVIE-'  Three  Star 
Theatre,"  9.5  Avg.  Rating; 
59.4%  Share  of  Audience;  11 
P.M.  Saturday  and  Sunday. 

In  total  Share  of  Audience, 
KCRA-TV  has  58.8%  Noon 
to  6  P.M.  and  39.4%  6  P.M. 

to  Signoff. 

"Sacramento  Television  Audience 
ARB:  June  2-8,  1956 

KCRA-TV CHANNEL  ̂ £ 

SACRAMENTO,  CALIFORNIA 
100,000  Wafts  Maximum  Power 

BASIC 

J§
0 

AFFILIATE 

Represented  by 
Edward  Petry  &  Co.,  Inc. 
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No  more  potent  salesman  in  the  Baton 
Rouge  trade  area  than  WAFB-TV  . . . 

"The  Champ"  when  it  comes  to  Rat- 
ing, and  "The  Champ"  when  it  comes 

to  merchandising. 

WAFB-TV's  rating  leadership  is 
nearly  5-to-l.  WAFB-TV's  merchan- 

dising leadership  is  unsurpassed. 
For  example: 

ROUND  1 

First  place  winner  in  "Lucy 
©     J-    Show"  competition  with  a 

double  first  prize  for  special 
merchandising  job. 

ROUND  2 

First  place  in  Screen  Gems, 
'~    Inc.  contest  on  program 

promotion. 

ROUND  3 

'    Finished  in  "top  four"  in  pro- 

Q     |      motion  contest  sponsored 
by  "Frank  Leahy  and  His 
Football  Forecasts." 

ROUND  4 

WAFB-TV's  only  entry  was 
second  placewinnerin  1956 
Billboard  promotion  contest 

for  "network  programs." 

CHANNEL  28 
Affiliated  with 
WAFB  AM-FM 

200,000  WATTS 

Ban>,  foil  Adam  Young,  National  or  Clark* ltvp>.   Villi    Brown  in  South  and  Southwcit 

to  ensure  that  the  source  of  programs  be  identi- 
fied, Comr.  Bartley  declared. 

He  added: 

"The  obvious  intent  of  Congress  .  .  .  was  that 
the  public  is  entitled  to  know  the  true  identity 
of  the  source  of  a  particular  program.  It 
would  have  been  idle  gesture  for  them  merely 
to  have  required  a  sponsor  to  name  its  product; 
that  comes  naturally — and  at  times  repetitiously. 
This  action  is  obviously  aimed  at  the  more 
subtle  types  of  propaganda.  It  is  based  on  the 
belief  by  Congress  that  if  the  true  identity  of 
the  source  of  such  propaganda  is  known,  the 
public  will  be  better  able  to  evaluate  it.  In  this 
field,  the  Commission  has  an  affirmative  duty, 
in  my  opinion,  to  see  to  it  that  licensees  carry 

out  the  provisions  of  the  law  to  the  letter." 
Speaking  of  the  responsibility  of  broadcasters 

to  present  both  sides  of  a  controversial  issue. 
Mr.  Bartley  asserted  that  the  broadcaster  should 
seek  out  and  develop  with  responsible  indi- 

viduals, groups  and  organizations  programs  re- 
lating to  public  issues. 

And,  Mr.  Bartley  continued,  when  the  broad- 
caster takes  an  editorial  position — and  he  ad- 

vocated that  broadcasters  should  not  be  re- 
luctant to  do  so — he  should  not  only  identify 

it  as  such  but  take  "affirmative"  steps  to  see 
that  equal  time  is  afforded  all  other  sides  of  the 

question. "News  bias  is  anathema.  I  think  that  'news- 
slanting'  by  a  broadcaster  is  an  abuse  of  the 
license  privilege  which  cannot  and  should  not 
be  condoned  by  the  Commission  under  any 

circumstances,"  he  said. 
Broadcasters  should  help  Congress  familiar- 

ize itself  with  the  questions  involving  program 
control  policies,  Comr.  Bartley  said.  He  seemed 
to  imply  without  directly  stating  that  the  Com- 

mission may  be  considering  asking  Congress 
to  spell  out  in  more  detail  and  with  greater 

specificity  the  Commission's  jurisdiction  over 
programming. 

Comr.  Bartley  was  appointed  in  March  1952 
to  serve  out  the  remainder  of  the  term  of  then 
FCC  Chairman  A.  Wayne  Coy.  Mr.  Bartley 
was  then  serving  as  administrative  assistant  to 
his  uncle.  Rep.  Samuel  Rayburn  (D-Tex.), 
speaker  of  the  House  of  Representatives. 
Shortly  after  formation  of  the  FCC,  Mr. 
Bartley  was  director  of  its  telegraph  division. 
Later  he  was  with  the  Securities  and  Exchange 
Commission,  a  vice  president  of  the  Yankee 
Network,  director  of  war  activities  and  govern- 

ment relations  of  NARTB  (then  NAB),  secre- 
tary-treasurer of  Fm  Broadcasters  Inc.  and 

when  FMBI  was  merged  with  NARTB.  direc- 
tor of  its  fm  department. 

FCC  MISSED  ITS  CHANCE, 

DOERFER  SAYS  IN  DISSENT 

MAJOR  DISSENT  by  FCC  Comr.  John  C. 

Doerfer  accompanied  the  FCC's  announcement 
Thursday  that  it  had  approved  the  $850,000 
purchase  of  WQAM-AM-FM  Miami,  Fla.,  from 
the  Miami  Herald-John  Kinght  interests  by 

Todd  Storz'  Mid-Continent  Broadcasing  Co. 
[B»T,  July  231. 

The  Commission,  Comr.  Doerfer  charged, 
lost  an  opportunity  to  determine  once  and  for 
all  whether  it  has  the  power  to  consider  pro- 

gramming and,  if  so,  what  the  criteria  for  such 
consideration  should  be. 

It  was  understood,  however,  that  the  Com- 
mission had  agreed  to  look  into  this  question 

after  it  resumes  regular  meetings  Aug.  29  fol- 
lowing its  30-day  summer  recess. 

The  FCC's  announcement  on  the  WQAM  sale 
came  two  weeks  after  the  Commission,  by  a 
4-3  majority,  voted  to  approve  the  transfer. 
The  WQAM  sale  was  made  necessary  by  the 

Knight  group's  ownership  of  42.5%  of  ch.  7 
WCKT  (TV)  Miami.  WCKT  also  is  owned 

Storz  Ends  Giveaway 

DISCONTINUANCE  of  Mid-Continent 

Broadcasting  Co.'s  Lucky  House  Num- 
ber syndicated  promotion  was  ordered 

last  week  by  Todd  Storz,  president  of 
Mid-Continent. 

In  a  letter  to  all  stations  leasing  the 

promotion,  Mr.  Storz  cancelled  the  con- 
tracts, and  asked  that  all  contest  mate- 

rial be  returned  to  Mid-Continent.  Can- 
cellation clause  in  the  contracts  requires 

30-day  notice. 

Mr.  Storz  explained  that  Mid-Con- 
tinent was  cancelling  the  promotion 

solely  because  of  the  questions  raised  by 
the  FCC  regarding  the  propriety  of  this 

type  of  programming.  The  questions 

were  raised  in  Mid-Continent's  $850,000 
purchase  of  WQAM-AM-FM  Miami 
from  the  Miami  HeraId-]ohn  Knight  in- 

terests (see  separate  story,  this  page). 

Stressing  that  the  legality  of  the  con- 
test has  not  been  questioned  by  the  FCC 

or  by  state  authorities,  Mr.  Storz  con- 
cluded: 

"We  find  it  exceedingly  difficult  to  in- 

terpret the  Commission's  feelings  regard- 
ing these  matters,  and  we  are  not  pre- 

suming to  say  that  they  are  even  definitely 
opposed  to  the  broadcasting  of  such  a 
contest  as  Lucky  House  Number.  How- 

ever, we  would  never  want  to  be  in  a 
position  of  causing  any  station  difficulty 
with  the  Commission,  either  directly  or 

indirectly,  and  we  have  made  the  con- 
test available  to  other  stations  only  as 

a  service  in  response  to  repeated  inquiries 

regarding  its  availability." 

42.5%  by  the  WIOD-Miami  News-Cox  inte 
ests,  with  Niles  Trammell,  former  NBC  pres 
dent,  holding  the  remaining  15%.  The  FCC 
grant  of  ch.  7  was  conditioned  on  the  dispos; 
of  one  of  the  two  radio  properties. 

The  Commission,  in  a  letter  to  both  partie 
emphasized  that  its  approval  of  the  WQAI 

transfer  was  based  solely  on  Mr.  Storz'  July  1 
reply  to  its  McFarland  letter  of  July  1 1  and  n( 

on  Mr.  Storz'  offer  July  19  to  discontinue  in 
mediately  all  contests,  giveaways  and  oth( 
audience-building  promotions. 

The  FCC  originally  told  Mr.  Storz  that 

hearing  might  be  necessary  because  the  "patter 
of  operations"  in  his  other  stations  raised  que; 
tions  regarding  the  "purchasing"  of  listenin audiences  and  that  its  apparent  success  migl 
act  as  an  inducement  to  other  broadcasters  t 
emulate  this  activity.  This  might,  the  FCC  sai( 

"limit  the  ability  of  station  licensees  to  provid 
the  service  they  consider  necessary  to  meet  tb 
tastes  and  needs  of  their  communities  and  r< 
suit  in  a  deterioration  in  the  quality  of  the  sen 

ice  previously  rendered  to  the  public." The  McFarland  letter  alluded  to  the  Stoi 

promotions  over  WDGY  Minneapolis,  Minn. 
In  recent  months,  WDGY  Minneapolis  an 

KOWH  Omaha,  both  Storz  stations,  conducte 
"treasure  hunts"  which  involved  $105,000  i 
hidden  checks.  These  drew  large  crowds,  di: 

i  upting  traffic  and  causing  intense  excitement  i 
these  cities  [B*T,  June  18]. 

Storz  also  owns  WTIX  New  Orleans  an 
WHB  Kansas  City. 

Besides  Comr.  Doerfer,  Comrs.  Rosel  F 
Hyde  and  Robert  E.  Lee  dissented  to  th 
WQAM  sale.  Comr.  Bartley  favored  the  grai 
after  the  majority  had  voted  down  his  motio 
to  set  the  transfer  application  for  hearing  o 
the  multiple  ownership  question. 

Comr.  Bartley  has  called  consistently  fo 
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WFBL  has  brought  a  14.9   period  rating  up  to  26.7. 

Get  the  scoop  on  how  it  has  captured  the  Syra- 

cuse market  audience  in  the  afternoon  

from  PETERS,  GRIFFIN,  WOODWARD,  INC. 

One  of  the  Founders  Corporation's  Group 

of  Stations:  Associated  with  KPOA  and 

the  Inter-Island  network,  Honolulu; 

WTAC,  Flint,  Mich.;  and  KTVR,  Channel 

2,  Denver. 
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INVESTED  IN  NEW 

INDUSTRY  IN 

METROPOLITAN  MACON! 

Manufacturers  know  a 

good  thing  when  they  see 
it  .  .  .  and  the  booming 

eeonomy  of  Middle  Geor- 
gia has  attracted  them  in 

droves.  In  the  center  of 

this  prospering  area  stands 

Metropolitan  Macon,  where  retailers  last 

year  moved  nearly  SI 60  million  worth  of 

goods!  Macon's  sales  growth  tops  all  but 

three  of  the  nation's  top  25  markets — fur- 
ther proof  that  Macon  is  truly  the  super- 

market of  fast-expanding  Middle  Georgia. 

TWO  STATIONS—AND  TWO  ALONE 

GIVE  YOU  OVER-ALL  COVERAGE 

WMAZ  and  WMAZ- 

TV  continue  to  domi- 

nate Middle  Georgia's 
broadcast  audiences. 

Your  audience  surveys 
document  this  .  .  .  time 

and  time  again.  And 

there's  a  reason  for 
this,  too  .  .  . 

GOOD  BROADCASTING 

MAKES  THE  DIFFERENCE 

Add  it  up:  Imaginative  local  programming. 

Top  network  offerings.  Middle  Georgia's 
finest  facilities.  Skillful  promotion.  Results 

command  the  attention  of  all  Middle  Georgia. 

THESE  STATIONS 

MOVE  MERCHANDISE: 

WMAZ 

10,000  Watts-940  Kc-CBS 
MEMBER:  GEORGIA  BIG  5 

WMAZ-TV 
Channel  13-CBS-ABC-NBC 

Represented 
Nationally  by : 

AVERY-KNOPEL,  INC. 

hearings  where  multiple  ownership  has  been 
involved  regarding  the  acquisition  of  stations. 

The  Commission's  letter  also  made  the  point 
that  in  sending  the  McFarland  letter  to  Mr. 
Storz  it  passed  no  judgment  on  any  particular 
program  or  type  of  program. 

Comr.  Doerfer,  in  his  SVi-page  dissent,  cate- 
gorically stated  that  in  his  opinion  the  questions 

raised  had  not  been  answered. 

"I  can  only  conclude,"  he  said,  "that  the 
majority  has  finally  eschewed  any  responsibility 

for  requiring  well-balanced  programming." 
".  .  .  The  opportunity  to  finally  determine 

this  doubt  has  this  day  been  disposed  of  sum- 
marily. The  essence  of  my  dissent  is  that  such 

responsibility  has  been  sloughed  off  without  a 
determination  of  the  extent  of  our  jurisdiction 
or  lack  of  it.  The  net  effect  is  to  continue  the 
confusion  in  the  minds  of  the  broadcasting 
industry.  Congress  and  the  public.  It  would 
be  much  better  to  essay  definiteness,  right  or 

wrong,  than  to  continue  a  state  of  uncertainty." 
In  referring  to  various  court  decisions  which 

have  been  assumed  to  give  the  FCC  jurisdiction 

over  programming,  Mr.  Doerfer  referred  to  Su- 

preme Court  lustice  Felix  Frankfurter's  opinion 
in  the  1941  Chain  Broadcasting  Rules  case. 

"Whether  this  is  dicta  and  inapplicable  to  re- 
newal cases  should  have  been  fully  probed.  In 

any  event,  such  responsibility,  even  though 

questionable,  should  not  be  summarily  cast  off." 
Ground  Rules  Needed 

Comr.  Doerfer  called  for  the  Commission  to 

establish  "ground  rules"  for  broadcasters  on  the 
meaning  of  well-balanced  programming.  "The 
present  situation,"  Mr.  Doerfer  declared,  "re- 

sults in  some  broadcasters  attempting  to  pro- 
vide a  service  which  they  think  the  Commission 

will  consider  to  be  well  balanced.  Oftentimes 
this  is  done  at  considerable  expense.  In  my 

opinion,  today's  decision  will  permit  others  to 
dispense  entirely  with  any  sustaining  programs, 
the  method  commonly  used  to  provide  without 
cost  local  services  for  non-profit  organiza- 

tions .  .  . 

"This  Commission,  as  well  as  all  broad- 
casters, spends  a  good  deal  of  time  and  money 

in  compiling  percentages  of  various  program 
categories  indicated  above.  All  this  is  nonsense 
if  the  Commission  has  no  actual  sanctioning 
powers.  At  best  its  amounts  to  regulation  by 
the  lifted  eyebrow — a  wholly  inappropriate 

basis  for  administrative  action." 
Discussing  the  promotional  practices  of  the 

Storz  stations,  Mr.  Doerfer  held  that  it  was  of 
no  concern  to  the  Commission  what  stunts  a 

broadcaster  may  employ  to  attain  a  large  au- 
dience. Then  he  added: 

"But  the  use  of  radio  broadcasting  to  pro- 
mote these  stunts,  taken  in  conjunction  with 

the  intent  not  to  broadcast  any  educational, 
religious,  talk  or  discussion  programs  (WTIX 
New  Orleans)  raises  a  serious  question  as  to 
whether  or  not  this  pattern  of  conduct  may 

not  be  'an  inducement  to  other  broadcasters  to 

adopt  similar  methods'  to  the  end  that  all 
broadcasting  frequencies  are  no  longer  to  be 

regarded  as  a  'public  trust'  in  the  hands  of  li- 
censees but  solely  a  mercantile  business  operated 

for  maximum  profit.  This  is  the  crux  of  the 
problem  raised  in  the  instant  application.  In  my 
opinion,  the  Commission  should  have  taken 
this  opportunity  to  determine  first  the  extent 
of  its  powers  to  require  a  broadcast  license  to  be 
used  as  a  public  trust,  and  if  so  then  to  de- 

termine whether  or  not  this  broadcaster  and 

others  may  convert  the  'public  trust  concept' 
into  a  pure  business  enterprise." Mr.  Doerfer  in  September  1955  dissented  to 

the  renewal  of  Mr.  Storz'  WTIX  on  the  ground 
that  it  carried  no  educational,  religious  or  talk 
and  discussion  programs. 

FTC  AD  MONITORING 

WILL  BE  INCREASED 

THE  Federal  Trade  Commission  is  working  o 
a  plan  to  increase  its  monitoring  of  radio  am 
television  advertising  in  line  with  congressiona 
intent. 

A  Senate  Appropriations  Subcommittee  head 
ed  by  Sen.  Warren  G.  Magnuson  (D-Wash.) 
also  chairman  of  the  Senate  Commerce  Com 
mittee,  restored  with  Senate  approval  a  $100,00( 
cut  made  by  the  House  in  the  Independen 
Offices  Appropriations  Bill  (HR  9739)  for  fisca 
1957,  plus  $50,000  more  than  the  budget  rec 
ommendation,  to  give  the  FTC  a  total  of  $5, 
550,000.  The  House  later  agreed  to  the  re 
stored  figures. 

The  appropriations  subcommittee's  repor 
said  the  $100,000  was  being  put  back  in  th< 
FTC  budget  with  the  understanding  that  agency 
would  exert  new  efforts  in  increasing  its  moni 
toring  of  radio-tv  commercials.  The  actior 
followed  various  complaints  in  Congress  aboul 
false  and  misleading  advertising  on  radio  and  tv 

Alex  Akerman  Jr.,  executive  director  of  the 

FTC,  said  last  week  the  commission's  plans 
still  are  in  the  "formative"  stages,  but  that  by 
the  end  of  the  first  quarter  of  fiscal  1957  (Sept. 

30)  he  feels  the  FTC's  monitoring  system  will 

be  "rolling." 
Although  no  definite  plans  have  been  ap- 

proved by  commission  members,  Mr.  Akerman 

said  he  envisages  additions  to  the  FTC's  staff 
of  attorney-investigators  in  its  eight  field  offices. 

Under  the  FTC's  present  system  of  guarding 
against  misleading  and  fraudulent  advertising 
a  staff  of  three  attorney-investigators  study 
scripts  of  radio  and  tv  commercials,  he  said. 
Sometimes  the  FTC,  for  a  number  of  reasons, 
encounters  delays  in  getting  these  scripts.  The 
same  three  men  also  study  advertising  in  printed matter. 

Mr.  Akerman  feels  that  FTC's  men  in  the 

field  offices  could  do  actual  "part-time"  monij 
toring  of  radio  and  tv  stations  everywhere.  "We 
cover  the  whole  country  during  a  year"  from 
FTC  field  offices,  he  said.  He  thinks  that  per- 

haps these  men,  when  on  other  investigative 
business  in  a  given  city,  might  sit  down  and 
watch  the  local  tv  presentations  or  listen  to 

local  radio  programs.  He  hasn't  arrived  yet  at 
how  the  attorney-investigators  may  split  up 

their  time  between  daytime  and  evening  pro- 

grams. 
The  FTC  presently  has  97  such  attorney- 

investigators,  spread  out  in  its  field  offices  like 
this:  Washington,  28;  New  York,  23;  Chicago, 
12;  Cleveland,  9;  San  Francisco,  8;  New  Orleans, 
8;  Seattle,  5;  Kansas  City,  4.  With  the  additional 
money  given  the  FTC  for  fiscal  1957,  he  said, 
the  commission  might  increase  these  men  to 

110-115  and  make  a  slight  increase  of  its  regu- 
lar script-studying  staff  of  three. 

NCTA  Says  Community  Tv's Are  Not  Common  Carriers 

COMMUNITY  television  systems  are  not  com- 
mon carriers  and,  in  fact,  are  adjuncts  of 

television  broadcasting,  the  National  Com- 
munity Television  Assn.  stated  last  week. 

The  statement  was  filed  with  the  FCC  by 

NCTA  General  Council  E.  Stratford  Smith  in 

answer  to  last  April's  complaint  by  a  group 
of  western  television  broadcasters  asking  the 

FCC  to  place  community  tv  systems  under  the 
common  carrier  classification  [B»T,  April  9]. 

They  asked  the  FCC  to  require  that  the  antenna 
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companies  file  tariffs  on  charges  and  also 

implied  that  community  systems  adversely 
affect  television  broadcasting. 

Community  tv,  NCTA  said,  is  the  same  as 
a  master  antenna  system  in  apartment  houses 

and  hotels.  It  fosters  and  promotes  the  ob- 
jectives of  the  Sixth  Report  and  Order,  NCTA 

declared,  by  providing  in  many  instances  the 
first  or  second  tv  service  in  communities. 

The  complainants  were  termed  "small  and 
unrepresentative  minority  of  television  broad- 

casters" seeking  to  protect  themselves  from  the 
competition  of  other  tv  stations. 

In  discussing  the  operations  of  community 

systems,  NCTA  said  that  the  signals  of  received 
tv  stations  are  not  altered,  deleted  or  changed. 

This  has  been  charged  by  some  of  the  com- 
munity antenna  opponents. 

Community  television  systems  are  five  years 
old,  NCTA  explained.  There  are  now  about 
500  systems,  serving  300-325,000  homes  (about 
IV4  million  people),  it  said.  The  investment 
is  close  to  $5  million  and  these  systems  have 

made  a  "significant  contribution  to  the  tele- 
vision industry  in  making  tv  reception  possible 

in  fringe  reception  areas  .  .  .  and  in  providing 
additional  services  to  communities  having 

limited  tv  service." 
Charges  range  from  $20  to  $175  for  con- 

nections and  from  $2  to  $7.50  per  month  for 
service,  NCTA  said. 

Fast  Action 

ACTION  on  possible  revision  of  the 

FCC's  license  renewal  forms  (Form  303) 
may  take  place  early  this  fall  if  the  speed 

with  which  the  broadcasters'  committee 
has  hammered  out  recommendations  is 
any  indication.  The  committee,  under 
chairmanship  of  Ben  Strouse,  WWDC 
Washington,  met  for  first  time  with  FCC 
group  representatives,  under  leadership 
of  Joseph  N.  Nelson,  renewal  and  trans- 

fer division  chief,  last  June  28.  Sub- 
group of  broadcasters  thereafter  went  to 

work,  drew  up  suggested  revisions  which 
have  been  circulated  to  membership  of 
full  committee  (Committee  on  Radio  & 

Television  Broadcasting,  Advisory  Coun- 
cil on  Federal  Reports).  Suggestions,  it 

is  understood,  cover  separate  forms  for 
radio  and  television.  Next  meeting  is 
expected  to  take  place  within  two  weeks, 
after  which  revisions  will  be  submitted 
to  FCC. 

The  committee  has  been  working  out 
a  revision  of  renewal  forms  which  would 

make  program  categories  conform  more 

closely  with  today's  operating  practices. 
The  Commission,  at  the  NARTB  con- 

vention last  April,  unanimously  agreed 
that  revisions  were  necessary  in  the  forms 
due  to  the  changes  that  have  taken  place 
in  broadcasting  since  World  War  II. 

Broadcasters  on  subcommittee  in  addi- 
tion to  Mr.  Strouse  are  Joseph  Baudino, 

Westinghouse;  Joseph  Brechner,  WGAY 
Silver  Spring,  Md.;  Leon  Brooks,  CBS; 
George  O.  Sutton,  Federal  Communica- 

tions Bar  Assn.,  and  Vincent  Wasilewski, 
NARTB.  FCC  representatives  in  addi- 

tion to  Mr.  Nelson  are  Millard  F. 
French,  renewal  branch  chief,  and  James 
B.  Sheridan,  acting  chief,  economics  di- 

vision, both  Broadcast  Bureau.  David 
E.  Cohn,  Bureau  of  the  Budget,  is  also 
a  member  of  the  subcommittee. 
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MARKET 

*  Over  V2  billion  dollars  elective  buying  income 

You  can  sell  more  ...  to  people  who  buy  more  in 

Oklahoma  .  .  .  when  you  advertise  first  in  the  wealthy 

Tulsa  market.  No  other  media  reaches  this  area  like 

KVOO  RADIO  and  KVOO-TV. 

Get  more  coverage  for  your  money  .  .  .  get  more 

sales  .  .  .  use  the  "Top  Twosome"  in  Oklahoma's 
No.  1  market. 

*  Figures  from  1956  Sales  Management  Survey 

RADIO 
Represented  by 

EDWARD  PETRY  CO. mm 

TELEVISION Represented  by 

BLAIR  TV 
1170  KC    •    50,000  Watts        TULSA,    OKLAHOMA.         Channel  2  •  Maximum  Power 
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FEATURE 

THIS  .  .  . 

by  Juan  Mercado 

WOULD  YOU  LIKE  to  advertise  on 

the  ONLY  radio  station  in  a  city  of 

OVER  200,000  people.  It's  not  impos- 
sible !  When  you  advertise  on  the 

JUAN  MERCADO  SHOW,  you  adver- 

tise on  the  only  full  time  Spanish  Pro- 

gram in  the  heart  of  California's  rich 
San  Joaquin  Valley. 

The  JUAN  MERCADO  SHOW  effec- 

tively reaches  and  sells  OVER  200,- 

000  Spanish-speaking  residents  of  the 

San  Joaquin  Valley. 

And  these  200,000  Spanish-speaking 

people  represent  an  annual  buying 

power  of  over  $200,000,000. 

It's  no  wonder  that  famous  national 

brands  are  regular  advertisers  on  the 

JUAN  MERCADO  SHOW. 

For  here  is  a  loyal  audience  that  turns 

its  dial  daily  to  the  only  program  that 

consistently  provides  the  news,  music 

and  entertainment  it  enjoys. 

So  .  .  . 

•  use  the  "right  language"  to  reach 
the  market  .  . 

•  use  the  "right  show"  to  hold  the 
market  .  . 

•  use  the  "right  man"  to  sell  the 
market  .  . 

•  use  the  JUAN  MERCADO  SHOW  . . 

ON  THE  AIR  DAILY  FOR  8  HOURS. 

KGST,  FRESNO,  CALIF. 

KCOK,  TULARE,  CALIF. 

SEE  YOUR  FORJOE  MAN  TODAY 

FOR  CURRENT  AVAILABILITIES. 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  8 

Miami,  Fla.,  ch.  10;  Seattle,  Wash.,  ch.  7; 
Jacksonville,  Fla.,  ch.  12;  Paducah,  Ky.,  ch. 
6;  Indianapolis,  Ind.,  ch.  13;  St.  Louis,  Mo., 
ch.  11;  Charlotte,  N.  C,  ch.  9:  Orlando,  Fla.. 
ch.  9. 

AWAITING  ORAL  ARGUMENT:  8 
Boston,  Mass.,  ch.  5;  McKeesport,  Pa. 
(Pittsburgh),  ch.  4;  Buffalo,  N.  Y.,  ch.  7; 
Biloxi,  Miss.,  ch.  13;  San  Francisco-Oak- 

land, Calif.,  ch.  2;  Lead-Deadwood,  S.  D., 
ch.  5;  Pittsburgh,  Pa.,  ch.  11;  Coos  Bay, 
Ore.,  ch.  16. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, Mich.,  ch.  10. 

IN  HEARING:  3 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3. 

Halstead  Application  Seeks 

Reno  Channel  Now  Occupied 

APPLICATION  seeking  a  construction  permit 
for  a  new  television  station  to  operate  on  ch. 
4  in  Reno,  Nev.,  was  submitted  to  the  FCC 
last  week  by  Charles  E.  Halstead  Jr.,  owner 
of  former  station  KDIA  Auburn,  Calif.  Accord- 

ing to  FCC  officials,  the  application  will 
probably  not  be  accepted  for  filing,  since  ch. 
4  currently  is  occupied  by  KAKJ  (TV). 

KDIA's  license  was  cancelled  in  July  1953 
for  failure  to  prosecute  renewal  of  license  hear- 

ings. Mr.  Halstead's  outlet  was  charged  with 
"numerous  violations  of  the  FCC  rules." 

Questions  of  ownership  and  financial  mis- 
representation of  KAKJ  were  raised  by  the 

FCC  in  June  [B»T,  June  18].  The  Commis- 

sion ordered  a  July  13  hearing  on  KAKJ's  ap- 
plication for  additional  time  to  complete  con- 

struction. The  FCC  said  it  had  obtained  in- 
formation that  Robert  C.  Fish  is  not  the  sole 

stockholder  in  the  station  as  was  reported  to 
the  Commission,  and  that  a  syndicate  was 
formed  for  the  purpose  of  obtaining  the  KAKJ 

construction  permit  and  other  broadcast  in- 
terests. The  FCC  alleged  that  one  George  H. 

Bowles  is  the  principal  figure  behind  KAKJ 
and  that  there  are  other  syndicate  members. 
KAKJ  received  its  grant  in  April  1955. 

Currently  awaiting  FCC  action  is  applica- 
tion seeking  approval  of  the  sale  KAKJ  to 

Tower  Telecasting  Co.  for  $10,000  and  further 
consideration  of  50  shares  of  common  vot- 

ing stock  in  Tower.  Tower  principal  is  Presi- 
dent Edward  Jansen  (51%),  minority  stock- 

holder of  KRAM  Las  Vegas. 

President  Signs  Pay  Bill 

Giving  FCC  Members  Raise 
PRESIDENT  Dwight  Eisenhower  last  week 

signed  a  bill  passed  by  Congress  the  week  be- 
fore which  raises  the  FCC  chairman's  salary 

from  $15,000  to  $20,500  and  the  salaries  of  the 
other  six  FCC  members  from  $15,000  to 
$20,000  [B»T,  July  30]. 

The  bill  (HR  7619)  provides  salary  raises  for 
top-flight  executives  throughout  the  government 
and  its  provisions  become  effective  Oct.  1.  The 
House  passed  the  bill  during  the  first  session 
of  the  84th  Congress,  approving  salaries  of 
$19,000  for  all  seven  FCC  members.  The  Sen- 

ate amended  the  bill  in  the  second  session  to 
include  the  $20,000  and  $20,500  figures  and 
the  House  agreed  to  the  Senate  amendments 
when  the  bill  went  to  conference. 

Seattle  Ch.  7  Decision 

Reaffirmed  for  KIRO 

FCC  Hearing  Examiner  Thomas  H.  Donahue 
last  week  reaffirmed  his  1955  initial  decision 
recommending  the  grant  of  Seattle  ch.  7  to 
KIRO  that  city.  His  decision  followed  a  re- 

opened hearing  to  take  testimony  on  the  edi- 
torial content  of  the  now  defunct  Seattle  Union 

Record  during  the  time  that  Sol  Haas,  KIRO 
president  and  principal  stockholder,  was  man- 

aging editor  and  part  owner. 
The  record  was  ordered  reopened  when  the 

FCC  overruled  the  examiner's  rejection  of  a 
proposed  line  of  cross-examination  requested 
by  KVI  Seattle,  one  of  the  three  ch.  7  appli- 

cants. The  third  was  KXA  in  the  same  city. 
The  examiner  had  ruled  in  favor  of  KIRO 

primarily  on  its  "superiority  of  past  perform- 
ance." The  reopened  hearing  took  place  for 

three  days  last  April  and  was  concerned  with 

alleged  "leftist"  news  stories,  features  and  edi- 
torials which  appeared  in  the  Union  Record 

during  the  late  '20s  [B»T,  April  16]. 

In  last  week's  supplemental  initial  decision, 
Mr.  Donahue  said  it  was  inescapable  that  Mr. 
Haas  was  editor  and  part  owner  of  a  news- 

paper that  had  a  pro-Russian  slant. 

But,  Mr.  Donahue  asked,  "is  it  not  necessary 
to  place  into  the  scales  of  judgment  the  many 

evidences  of  good  qualities  in  Haas'  character 
which  this  record  contains?"  He  then  referred 
to  Mr.  Haas'  establishment  23  years  ago  of 
KIRO.  its  service  to  the  community,  that  the 

station's  license  regularly  has  been  renewed 
and  that  Mr.  Haas,  through  the  station,  "has 
made  contributions  to  his  community  of  truly 

significant  character." Since  the  close  of  the  first  hearing,  Mr.  Don- 
ahue noted,  KIRO  has  won  the  George  Foster 

Peabody  award  for  radio  local  public  service. 

"The  facts  developed  by  Puget  Sound  [KVI] 
cannot  be  viewed  in  isolation,"  Mr.  Donahue 
continued,  "Haas'  character  must  be  viewed  in 
the  whole.  When  such  facts  as  those  noted 

above  are  taken  into  consideration,  his  news- 
paper background  appears  in  a  far  less  ominous 

light." 

On  that  ground,  Mr.  Donahue  reaffirmed  his 
original  initial  devision  in  favor  of  KIRO. 

Senate  Recording  Studios 

Hire  Fired  House  Employe 

MRS.  HELEN  B.  COAR,  who  was  fired  from 
her  $6,000  a  year  job  as  studio  director  of  the 
Joint  Senate-House  Recording  Facility  during 
the  second  session  of  the  84th  Congress  [B»T. 

May  7],  has  been  hired  by  the  new  Senate 
Recording  Studio  as  program  director  at  a 
salary  of  $6,200.  Her  husband,  Robert  J.  Coar, 
former  head  of  the  joint  facility,  is  head  of  the 
Senate  facility. 

Mrs.  Coar,  who  had  been  a  House  employe, 
was  discharged  by  House  Clerk  Ralph  Roberts 
after  congressional  criticism  following  a  report 

by  the  General  Accounting  Office  on  the  opera- 
tion of  the  former  joint  facility,  which  produced 

low-cost  tapes  and  tv  films  for  use  by  congress- 
men on  home  radio  and  tv  stations  for  cam- 

paigning and  reports  to  constituents. 
The  GAO  report  charged  that  the  Coars 

were  operating  a  private  business  in  nearby 
Virginia  doing  identical  work  to  that  done  by 
the  joint  facility  and  that  there  were  financial 
and  other  irregularities  in  its  operation.  The 
ensuing  congressional  criticism  led  to  a  split  of 
the  joint  facility  into  separate  Senate  and  House 
studios. 
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316,000 WATTS 
'  -  1  -   -4*::  . 

AFFILIATE  AMERICAN  BROADCASTING 

COMPANY  —  Represented  Nationally  by 
Harrington,  Righter  &  Pqrsops,  Incite 

New  York  •  Atlanta  iJS'il-',-'^: 

Chicago  and  San  Francisco  :- 

'       HOLLYWOOD'S  ^ 

BILL  WILLIAMS 

Adventures  Of 

KIT 

CARSON 

MONDAY-FRIDAY,  6-6:30  P.M. 

"The  Adventures  of  Kit  Carson"  brings 
to  the  video-screen  the  history  and 
color  of  the  West  of  a  century  ago 
when  Carson  won  everlasting  fame  as 

a  trapper,  guide,  Army  Scout,  and 

Indian  fighter. 

■  GOVERNMENT  > 

ARE  UNCLAIMED  EDUCATIONAL  CHANNELS 

UP  FOR  GRABS  BY  COMMERCIAL  OUTLETS? 

Speculation  rises  on  what  will  happen  to  non-commercial  reserva- 
tions following  FCC  actions  in  Texas  and  Des  Moines  cases.  There  are 

now  84  vhf  and  173  uhf  channels  reserved  for  nation's  schools,  only 
21  of  these  are  on  air. 

BIG  QUESTION  today  in  educational  circles, 
and  in  some  commercial  broadcast  circles  as 

well,  is  whether  the  FCC  will  continue  to  pro- 
tect the  educational  reservations  made  four 

years  ago  last  April. 
It  was  then  that  the  Commission  set  aside 

242  channels  for  the  use  of  non-commercial, 
educational  organizations. 

Three  weeks  ago,  the  first  break  in  the 

dike  which  has  protected  these  reservations — 
now  set  at  84  vhf  and  173  uhf  channels — oc- 

curred. The  FCC  approved  the  switch  of  the 
educational  reservation  in  College  Station, 
Texas,  from  ch.  3  to  ch.  48.  This  was  done, 

the  FCC  reported  [B»T,  luly  23]  on  the  ground 
that  there  was  no  indication  of  any  activity 
to  use  the  channel. 

Yet,  later  that  same  week,  the  Commission 
turned  down  a  similar  request  for  the  exchange 
of  a  vhf  reservation  to  a  uhf  channel  in  Des 
Moines,  Iowa.  Here,  the  FCC  found  that  there 
was  activity  which  might  lead  to  an  application 
being  filed  for  this  reservation.  FCC  said: 

"Comments  filed  in  this  proceeding  by  numer- 
ous public  and  private  educational  institutions 

and  civic  groups  reflect  active  interest  in  bring- 
ing a  local  educational  television  service  to  Des 

Moines,  and  recount  the  organizational  and 
other  steps  which  have  been  taken  toward 
achieving  this  goal.  While  these  efforts  have 
not  yet  succeeded  in  solving  the  difficult  prob- 

lem of  financing  the  actual  construction  and 
operation  of  a  station,  the  record  indicates  that 

the  local  sponsors  of  educational  television  pro- 
pose continuing  and  augmented  efforts  to  obtain 

the  requisite  financial  support." 
The  Des  Moines  denial  came  on  a  4-3  vote. 

Comr.  lohn  C.  Doerfer.  Robert  E.  Lee  and 
Robert  T.  Bartley  voted  for  the  change. 

Proposed  rule-makings  have  been  issued  by 
the  FCC  in  the  following: 

Lincoln,  Neb — Reserve  ch.  12  instead  of  18 
for  educational  use  in  Lincoln.  Request  came 

from  U.  of  Nebraska,  now  operating  com- 
mercially on  ch.  12  (KUON-TV)  and  desirous 

of  operating  as  a  noncommercial  station. 
Lexington-St.  Joseph,  Tenn. — Shift  Lexington, 

educational  ch.  1  1  to  St.  Joseph  for  commercial 

use,  replacing  Lexington  channel  with  educa- 
tional ch.  49. 

Lubbock,  Tex. — Change  Lubbock  educational 
reservation  from  ch.  20  to  ch.  5.  (ch.  5  is 
allocated  to  Lubbock  and  no  application  has 
been  filed  for  that  channel.) 

Fresno-Madera,  Calif. — Change  Fresno  edu- 
cational reservation  from  ch.  18  to  53  or  swap 

ch.  53  for  ch.  30  at  Madera. 

Weston,  W.  Va. — Change  educational  ch.  5  at 
Weston  to  commercial. 

Requests  for  changes  in  educational  alloca- 
tions currently  pending  at  the  FCC  are: 

Tampa-St.  Petersburg-Fort  Pierce,  Fla. — 
WTVI  (TV)  Fort  Pierce  requests  removal  of 
educational  ch.  3  at  Tampa-St.  Petersburg, 
allocation  of  same  to  Fort  Pierce  for  com- 

mercial use. 

Jacksonville,  Fla. — Delete  educational  reserv- 
ations at  Jacksonville,  changing  educational  ch. 

7  to  commercial,  or  delete  ch.  12  and  add  46. 

Corpus  Christi,  Tex. — Change  educational 
reservation  at  Corpus  Christi  from  ch.  16  to 
ch.  6  or  10,  or  delete  ch.  6  or  10  and  add  to 
other  cities  in  nearby  area. 

Raleigh-Rocky  Mount,  N.  C. — Delete  Raleigh 
ch.  5,  assigning  same  to  Rocky  Mount,  switching 
Raleigh  educational  reservation  from  ch.  22  to 

50,  and  adding  ch.  44  there. 
So,  it  looks  as  if  those  reserved  channels 

for  which  nothing  is  being  done  may  be  up  for 
grabs.  Practically,  of  course,  this  means  the 
rich,  fallow  vhf  channels. 

So  far  there  have  been  43  grants  made  for 
educational  stations;  22  of  them  vhf.  There 
are  21  stations  operating,  of  which  16  are  vhf. 
There  are  10  applications  pending,  seven  vhf. 

Scattered  throughout  the  country  are  groups 

working  toward  acquisition  of  educational  sta- 
tions, many  stymied  by  financial  difficulties. 

Those  which  have  reached  farther  than  the 
talking  stage  are  exemplified  by  applications 
pending.  These  include  Savannah,  Ga.,  ch.  9; 
Sacramento,  Calif.,  ch.  6;  Jacksonville,  Fla., 
ch.  7;  Nashville,  Tenn.,  ch.  2;  Athens,  Ga.,  ch. 
8;  San  Antonio,  Tex.,  ch.  9;  Lawrence,  Kan., 
ch.  11;  Providence,  R.  I.,  ch.  22;  Toledo,  Ohio, 
ch.  30  and  Utica,  N.  Y.,  ch.  25. 

Operating  vhf  educational  stations  are  WAIQ 

(TV)  Andalusia,  Ala.,  ch.  2;  WTHS-TV  Miami, 
Fla.,  ch.  2;  WGBH-TV  Boston,  Mass.,  ch.  2; 
WUNC  (TV)  Chapel  Hill,  N.  C,  ch.  4; 
KRMA-TV  Denver,  ch.  6;  WTIQ  (TV)  Mun- 
ford,  Ala.,  ch.  7;  KUHT  (TV)  Houston,  Tex., 
ch.  8;  KQED  (TV)  Berkeley,  Calif.,  ch.  9; 
KETC  (TV)  St.  Louis,  Mo.,  ch.  9;  KCTS  (TV) 
Seattle,  Wash.,  ch.  9;  WBIQ  (TV)  Birmingham, 
ch.  10;  WKNO-TV  Memphis,  ch.  10;  WTTW 

(TV)  Chicago,  ch.  11;  WILL-TV  Urbana,  111., 
ch.  11;  KETA  (TV)  Oklahoma  City,  ch.  13; 

WQED  (TV)  Pittsburgh,  ch.  13. 
Operating  uhf  educational  outlets  are  WTVS 

(TV)  Detroit,  ch.  56;  WKAR-TV  East  Lans- 
ing, Mich.,  ch.  60;  WCET  (TV)  Cincinnati,  ch. 

48;  WOSU-TV  Columbus,  Ohio,  ch.  34;  WHA- 
TV  Madison,  Wis.,  ch.  21. 

Five  educational  stations  holding  construc- 
tion permits  plan  to  begin  operations  soon. 

KLSE  (TV)  Monroe,  La.,  ch.  10,  is  holding 
test  patterns.  WHYY-TV  Philadelphia,  ch.  35, 
has  an  October  target  date.  Planning  to  go  on 
the  air  by  the  first  of  the  year  are  WYES  (TV) 
New  Orleans,  ch.  8,  WETV  (TV)  Atlanta,  ch. 

30,  and  KOED-TV  Tulsa,  ch.  13. 
Currently  lying  fallow  are  vhf  educational 

reservations  in  these  top  markets:  Little  Rock, 
ch.  2;  Minneapolis-St.  Paul,  ch.  2;  Amarillo, 
Tex.,  ch.  2;  Tampa-St.  Petersburg,  ch.  3;  Boise, 
Idaho,  ch.  4;  Albuquerque,  N.  M.,  ch.  5;  Tuc- 

son, Ariz.,  ch.  6;  Salt  Lake  City,  ch.  7;  Spokane, 
ch.  7;  Honolulu,  ch.  7;  Phoenix,  ch.  8;  Santa 

Fe,  N.  M.,  ch.  9;  Las  Vegas,  Nev.,  ch.  10;  Port- 
land, Ore.,  ch.  10;  Charleston,  S.  C,  ch.  13, 

and  Dallas,  ch.  13. 

Examiner  Rules  Out  Booster 

FCC  Examiner  Hugh  B.  Hutchison  recommend- 
ed last  week  that  the  Pateros-Brewster  Tv  Assn., 

Brewster,  Wash.,  be  ordered  to  cease  and  de- 

sist from  rebroadcasting  Spokane  tv  stations' 
signals.  The  unlicensed  booster  began  operating 

in  1955.  In  addition  to  operating  without  a  li- 
cense, the  Pateros-Brewster  repeater,  also  was 

found  to  have  caused  interference  to  two  view- 
ers receiving  the  Spokane  signals  direct.  The 

order  is  effective  40  days  from  July  30  unless 

an  appeal  is  taken. 

m  

TV  fO 

TOP  POWER 

BALTIMORE,  MD. 
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Truscon's  on  top 

of  the  world 

at  Thule 

\ 

i 8 

Mill 
Long  elevator  ride  takes  men  up 
to  within  24  feet  of  top.  They 
mount  ladder  for  final  ascent. 

for  AM,  FM,  TV 

When  engineers  built  the  mighty  Thule  Air  Base 
near  the  Polar  Icecap,  they  discovered  that  inter- 

ference from  the  aurora  borealis  and  other  arctic 

phenomena  played  havoc  with  radio  communications. 
To  solve  this  problem,  they  literally  went  over  the 

disturbance  by  erecting  a  gigantic  1260-foot  Truscon* 
Guyed  Tower. 

Today,  as  an  integral  part  of  our  vital  defense  com- 
munication system,  messages  from  this  tower  are 

relayed  around  the  world  in  32  seconds. 

Truscon  can  build  a  tower  for  you,  whatever  your 
requirements.  Our  modern  and  efficient  manufactur- 

ing facilities,  plus  our  experienced  staff  of  engineers, 
have  designed  towers  of  every  type  .  .  .  guyed  or  self- 
supporting  .  .  .  tapered  or  uniform  in  cross  section 
and  Microwave  transmission. 

And  regardless  of  the  forces  exerted  upon  them,  including  winds  of  hurri- 
cane velocity,  they  stay  in  the  air  to  keep  you  on  the  air  year  in  and  year  out. 

For  dependable  performance,  you  can't  top  a  Truscon  Tower.  If  you 
have  a  tower  problem,  we  will  be  glad  to  discuss  it  with  you.  Simply  write 

or  call  your  Truscon  District  Office  or  "tower  headquarters"  in  Youngstown. 

TRUSCON   STEEL  DIVISION 

REPUBLIC  STEEL 

1074  ALBERT  STREET 
YOUNGSTOWN  l,OHIO 

A    NAME    YOU    CAN    BUILD    O  N 

'TRUS  C  DN 
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The  Andrea  Doria  Story 



Teamwork! 

T^wo  ships  crashed  in  the  night,  a  potentially 

great  tragedy  in  the  making.  The  Boston  and  New 

York  AP  bureaus  promptly  swung  into  action,  aided 

by  a  wide  segment  of  The  AP  membership.  Sharply 

coordinated  teamwork  provided  a  triumph  of  news- 

gathering. 

That  triumph  of  news-gathering  produced  for  all 

AP  radio  and  television  members  spectacular  news 

coverage  which  started  with  a  first  bulletin  that  was 

14  minutes  ahead  of  all  other  agencies  and  gained  in 

speed,  accuracy  and  thoroughness  as  the  great  sea 

tragedy  unfolded. 

From  collision,  through  rescue,  sinking  and  even- 

tual arrival  of  survivors,  The  AP's  coverage  of  the 

story  poured  into  member  radio  and  television  studios 

in  all  its  dramatic  detail  —  never  equalled,  never 

approached. 

Additionally,  for  television  members  subscribing 

to  AP  Wirephoto-Photofax,  AP  teamwork  delivered 

six  on-the-scene  pictures  more  than  half  an  hour 

before  the  spot  pictures  of  any  other  agency  had  even 

started  to  move.  These  first  spot  pictures  were  fol- 

lowed quickly  by  photos  of  the  rescue,  then  climaxed 

by  spectacular  shots  of  the  sinking. 

Before  3  p.m.  (EST)  the  same  day,  29  spot  news 

pictures  had  been  delivered  to  television  Wirephoto- 

Photofax  subscribers  all  over  the  country  in  what  was 

"one  of  the  biggest  picture  beats  of  our  generation." 

This  AP  coverage  of  the  Andrea  Doria  story 

was  neither  unexpected  nor  unusual.  It  is  the  kind  of 

news  coverage  both  expected  and  required  by  alert 

broadcasters. *  *  * 

The  real  test  of  any  news-gathering  agency  is 

what  it  mast  be  prepared  to  do  at  any  minute  of  the 

day  or  night,  anywhere  around  the  world. 

The  Associated  Press 



GOVERNMENT 

Vhf  Channel  Grantees  Ask 

FCC  to  Lift  Construction  Ban 

GRANTEES  of  two  vhf  channels  whose  per- 
mits include  a  prohibition  against  beginning 

construction  asked  the  FCC  last  week  to  re- 
consider the  conditions.  They  claimed  that 

the  Commission  was  inconsistent  with  prior 
rulings  where  it  denied  petitions  by  uhf  stations 
requesting  stays  of  the  final  decisions  in  these 
vhf  cases. 

The  two  stations  were  ch.  8  WIRL-TV 
Peoria,  111.,  and  ch.  2  WMAY-TV  Springfield, 
111.  When  the  FCC  made  these  grants,  it  con- 

ditioned construction  upon  the  outcome  of  pro- 
posed deintermixture  proceedings  which  pro- 

pose to  delete  the  single  vhf  channels  from 
those  communities. 

Also  pending  before  the  FCC  was  a  second 
petition  by  ch.  3  WISC-TV  Madison,  Wis., 
which  charged  that  the  Commission  illegally 
was  proposing  deintermixture  throughout  the 
country.  It  claimed  that  the  FCC  illegally 

adopted  new  standards  for  tv  coverage  with- 
out rule-making  proceedings.  It  also  charged 

that  the  Commission  was  basing  new  cover- 

age standards  on  "unrealistic"  assumptions  re- 
garding uhf,  which  discriminated  against  vhf 

operations. 
And,  opposition  to  the  proposal  to  allocate 

ch.  5  to  Glendive,  Mont,  (in  lieu  of  ch.  18)  was 

filed  last  week  with  the  FCC  by  Montana- 
Dakota  Utilities  Co.,  which  pointed  out  that 
it  uses  the  72-76  mc  band  for  industrial  radio 
operations  in  Glendive  and  elsewhere  in  the 
area.    This  band  lies  between  chs.  4  and  5. 

Additional  WJR  Detroit  Stock 

Relinquished  by  Mrs.  Parker 

FURTHER  relinquishment  of  control  of  WJR 
Detroit,  The  Goodwill  Station  Inc.,  by  Mrs. 
Frances  S.  Parker,  widow  of  the  late  G.  A. 
Richards,  has  taken  place.  Filed  with  the  FCC 
last  week  was  an  application  for  the  distribu- 

tion of  almost  30,000  shares  to  station  execu- 
tives and  family  members  involving  almost 

$300,000.  In  all  during  the  last  few  weeks,  Mrs. 
Parker  has  disposed  of  73,906  shares  at  $10 
per  share,  bringing  her  ownership  to  29.99%. 
The  shares  have  gone  to  John  F.  Patt  and 
family,  25,000;  Worth  Kramer,  12,406;  William 
G.  Siebert,  10,000;  Seldon  S.  Dickinson,  2,500; 

Rosene  Moore  (Mrs.  Parker's  daughter),  16,000; 
F.  Sibley  Moore  (husband  of  Mrs.  Moore). 
8,000.  Involved  are  WJR-AM-FM  Detroit  and 
ch.  12  WJRT  (TV)  Flint,  Mich. 

Initial  Decision  Affirms 

Billings,  Mont.,  Grant 

FCC  Hearing  Examiner  James  D.  Cunningham 
last  week  issued  an  initial  decision  affirming  the 

Commission's  Nov.  23,  1955,  without-hearing 
grant  to  Midland  Empire  Broadcasting  Co.  for 
a  new  tv  station  (KGHL-TV)  to  operate  on  ch. 
8  in  Billings,  Mont.  The  effective  date  of  the 
Nov.  23  grant  was  stayed  pending  hearing  on 

the  protest  by  ch.  2  KOOK-TV  Billings,  which 
claimed  that  Billings  advertising  potential  is  not 
sufficient  to  support  two  television  outlets. 

In  recommending  confirmation  of  the  grant. 

Examiner  Cunningham  said,  ".  .  .  upon  consid- 
eration of  the  entire  record  of  this  proceeding, 

it  is  determined  that,  although  the  protestant 
(KOOK-TV)  will  suffer  losses  by  reason  of 
establishment  of  the  new  tv  station,  the  Billings 
market  is  capable  of  supporting  two  television 
stations.  Both,  if  managed  with  efficiency, 
should  be  operated  profitably  and  in  the  public 

interest." 

In  another  economic  injury  case  last  week, 
the  Commission  scheduled  a  hearing  for  Sept. 
27  on  a  protest  by  WTCW  Whitesburg,  Ky., 

directed  against  the  FCC's  July  13  grant  to 
Letcher  Broadcasting  Corp.  for  a  new  am  sta- 

tion (WNKY)  to  operate  on  1450  kc,  1  kw  unl., 

in  Neon,  Ky.  WTCW  claims  that  there  is  in- 
sufficient advertising  in  the  area  to  support  two 

stations.  Neon  (population,  1,055)  and  Whites- 
burg (population.  1,393)  are  7.5  miles  apart. 

Hearing  Ordered  Reopened 

On  Ch.  12  Providence  Grant 

THE  FCC  has  ordered  the  Providence  ch.  12 

hearing  on  the  protest  of  Ch.  16  of  Rhode 
Island  Inc.  reopened  and  has  ordered  the 

examiner  to  seek  supplemental  findings  and  pro- 
posed conclusions  from  the  parties  and  then  to 

issue  an  initial  decision.  The  action  was  taken 
in  line  with  a  U.  S.  Court  of  Appeals  ruling 
last  January  which  held  that  the  FCC  erred 
when  it  ordered  the  examiner  to  issue  an  ini- 

tial decision  on  the  factual  evidence  only  in  the 

protest  hearing. 
FCC  granted  ch.  12  to  Cherry  &  Webb 

Broadcasting  Co.  in  September  1953  following 
a  merger  agreement  among  four  applicants.  It 
suspended  that  grant  when  ch.  16  protested. 
The  hearing  was  held  on  the  protest,  following 

which,  on  January  1955,  the  Commission  re- 
affirmed its  grant  and  lifted  the  suspension  of 

the  grant.  Ch.  16  appealed  on  procedural 

grounds. In  its  order  the  FCC  denied  the  ch.  16 

request  that  WPRO-TV  Providence  be  ordered 
to  cease  operation  pending  the  renewed  protest 

proceeding. 

Broadcasting    •  Telecasting 

Deft,  Daft  &  Different! 

"Lloyd's  Unlimited" 

3:30  to  6  P.M.  •  Mondays  thru  Fridays 

The  D.  J.  All  Rochester  is  Talking  About 

You  never  know  what  Bob  E.  Lloyd  is  going  to  say  or  do— 

but  you  do  know  that  it  will  be  original  and  amusing. 

Rochesterians  like  him  because  he  makes  'em  laugh.  Sponsors 

like  him  because  he  makes  'em  money.  Contact  us  for  details 
about  rates  and  availabilities. 

BUY  WHERE  THEY'RE  LISTENING  .  .  .  ROCHESTER'S  TOP-RATED  STATION 

WHEC 
NEW  YORK 

5,000  WATTS 

Representatives:  EVERETT  McKINNEY,  Inc.  New  York,  Chicago,  LEE  F.O'CONNELL  Co..  Los  Angeles,  San  Francisco 
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"We  in  Ford  advertising 

read  Ad  Age  regularly 

says   BEN  R.  DONALDSON 

Director  of  Institutional  Advertising 

Ford  Motor  Company 

"All  of  us  connected  with  Ford  Motor  Company 

advertising  read  Ad  Age  regularly.  We  have  come 

to  regard  it  as  the  news  publication  of  our 

profession — an  alert  reporter  of  events,  a  fair 

interpreter  of  trends,  and  an  interesting  commentator 

on  advertising's  passing  show.  We 

keep  back  files  and  refer  to  them  frequently." 

BEN  R.  DONALDSON 

During  37  years  with  Ford.  Mr.  Donaldson  has  headed 

its  mailing  department,  managed  the  editing  of  Ford 

publications,  handled  programming  on  Ford's  radio 
station  WWI,  directed  tractor  advertising,  supervised 

export  advertising  (10  years)  and  wrote  a  half-million 
word  history  of  the  Ford  Company.  He  was  one  of  the 
earliest  commercial  radio  announcers  in  America. 

Chairman  of  the  Advertising  Federation  of  America, 
Mr.  Donaldson  also  serves  on  committees  of  the 

Advertising  Research  Foundation  and  the  U.S.  Cham- 
ber of  Commerce.  He  looms  as  an  important  figure  at 

Ford  because  of  his  37  years  with  the  company,  his 

personal  acquaintance  with  three  generations  of  the 

Ford  family,  and  his  continuing  work  in  both  the  for- 
mation and  application  of  company  policies. 

Keeping  up  with  the  advertising  business  means  reading  Ad  Age  to  most  of  the  sales,  advertising  and 

marketing  executives  who  are  important  to  you.  Every  Monday  morning,  AA  gets  counted  on  for  un- 

folding the  latest  advertising  news,  trends  and  developments — not  only  by  those  who  activate,  but  by 
those  who  influence  important  market  and  media  decisions. 

Ford  Motor  Company  has  long  ranked  as  an  important  advertiser  in  radio  and  tv  media.  Its  1953  two- 

hour,  two-network  tv  show  was  a  forerunner  of  the  modern  rv  spectaculars.  Radio  is  used  extensively 

and  its  estimated  expenditure  of  $985,000  on  tv  spots  alone  for  the  first  quarter  of  1956  ranks  it  16th 

among  top  spot  advertisers.* 

Every  week,  30  paid-subscription  copies  of  Ad  Age  get  regular  readership  among  Ford's  sales,  adver- 
tising and  other  management  executives.  Further,  720  paid  subscription  copies  of  AA  reach  the  agencies 

handling  Ford  advertising:  J.  Walter  Thompson;  Young  &  Rubican;  Foote,  Cone  &  Belding; 

Kenyon  &  Eckhardt. 

Add  to  this  AA's  similar  penetration  of  advertising  agencies  with  a  weekly  paid  circulation  of  over 
9,000,  its  intense  readership  by  top  executives  in  national  advertising  companies,  its  unmatched  total 

readership  of  over  120,000  based  on  32,500  paid  subscriptions,  and 

you'll  recognize  in  Advertising  Age  a  most  influential  medium 
for  swinging  broadcast  decisions  your  way  in  1956. 

*N.  C.  Rorabaugh  Estimate  for 
Television  Bureau  of  Advertising 

200     EAST     ILLINOIS     STREET  .  CHICAGO      11,  ILLINOIS 

7  Year  (52  issues)  $3 

Advertising  Age  |=pfe 
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HIGH-GAIN 

omnidirectional 

VHF  TV  transmitting 

ANTENNA 

IDUB 

stations 

KDUB-TV 
LUBBOCK,  TEXAS 

■CPA  R.TV 
ABILENE  -SWEETWATER, TEXAS 
K  D  U  B  -  AM 
LUBBOCK,  TEXAS 

NATIONAL  REPRESENTATIVES:   THE  BRANHAM  COMPANY 

President  and  Gen.  Mgr.,  W.  D.  "DUB"  ROGERS 
National  Sales  Mgr.  E.  A.  "Buzz"  HaiMtt 

GOVERNMENT  < 

Radio  Stations  Support 

Remote  Control  Proposal 

PROPOSAL  that  all  radio  stations  be  per- 
mitted to  operate  transmitters  via  remote  con- 

trol received  overwhelming  support  from  radio 
stations  last  week. 

Only  objection  came  from  the  National 
Assn.  of  Broadcast  Engineers  &  Technicians 
(NABET).  It  asked  for  a  full  hearing  and 
questioned  some  of  the  NARTB  supporting 
data.  NARTB  asked  the  FCC  to  liberalize  its 
remote  control  rules  last  February  and  the 

FCC  issued  the  proposal  as  rule-making  last 

April. Another  objection  was  filed  earlier  by  Inter- 
national Brotherhood  of  Electrical  Workers 

(1BEW)  [B«T.  July  30].  There  also  has  been 
some  opposition  from  individual  technicians. 

The  present  rule,  adopted  in  1954,  permits 
remote  control  of  transmitters  for  all  radio 

stations  less  than  10  kw  in  power  and  using 

omnidirectional  antennas.  The  proposed  re- 
vision would  permit  this  for  all  stations,  with- 

out regard  to  power  or  antenna  directivity. 

Supporting  the  NARTB's  position  were  the 
following  stations  which  filed  comments  last 
week:  WKNE  Keene,  N.  H.;  WORK  York, 

Pa.;  WFBC-AM-FM  Greenville,  S.  C;  KMON 
Great  Falls,  Mont.;  KXOA-AM-FM  Sacra- 

mento, Calif.;  KLIX  Twin  Falls,  Idaho;  KOPR 
Butte,  Mont.;  KALL  Salt  Lake  City,  Utah; 
KGEM  Boise.  Idaho;  KIMN  Denver,  Colo.; 

KLO  Ogden,  Utah;  WLAP-AM-FM  Lexington, 
Ky.;  WKZO  Kalamazoo,  Mich.;  WSB  Atlanta, 
Ga.;  WDEL  Wilmington.  Del.;  WHLD  Niagara 
Falls,  N.  Y.;  WCSC  Charleston,  S.  C. 

Also  WPDQ  Jacksonville.  Fla.;  WHAS 
Louisville,  Ky.;  WTOC  Savannah.  Ga.;  KTLN 
Denver,  Colo.;  KPRC  Houston,  Tex.;  KEPO 
El  Paso.  Tex.;  WMBG  Richmond,  Va.,  and 
Storer  Broadcasting  Co. 

Engineers  Wanted 
URGENT  need  for  qualified  engineers  to 
fill  vacancies  in  its  Washington,  D.  C, 
Broadcast  Bureau  was  announced  last 
week  by  the  FCC.  Vacancies  are  in  the 

salary  range  of  from  $4,480  (Civil  Serv- 
ice grade  5)  to  $7,035  (grade  11).  The 

Commission  said  the  need  for  experi- 
enced personnel  in  the  grade  11  classifi- 

cation is  particularly  acute. 
Successful  completion  of  a  four-year 

professional  engineering  curriculum,  or 
its  equivalent,  plus  four  years  or  more 
of  professional  experience,  constitute  the 
basic  qualifications  for  the  $7,035  per 
annum  level.  However,  it  is  stressed  that 
professional  engineering  experience  may 
be  substituted  year-per-year  for  any  por- 

tion of  the  four-year  educational  require- 
ment. Qualifications  for  grades  5  ($4,- 

480),  7  ($5,335)  and  9  ($6,115)  are 
proportionately  lower  than  for  grade  11. 

Appointments  in  any  grade  would  be 
on  a  permanent  basis,  and  appointees 
would  enjoy  all  benefits  entitled  Civil 
Service  employes,  such  as  annual  and 
sick  leave,  retirement  annuity,  and  other 
inducements  incident  to  a  government 
career.  Interested  engineers  are  urged 
to  contact  the  Director  of  Personnel, 
Federal  Communications  Commission, 

Rm.  1204  New  Post  Office  Bldg.,  Wash- 
ington 25. 

AMCI  TYPE  1046 

Channels  7  through  13 

Shown  above  is  the  five-bay 
array  recently  installed  for  Station 
witn  ,  Channel  7,  in  Washington, 
North  Carolina.  With  a  gain  of  19.4, 

a  single  6-Vu"  coaxial  transmission 
line  feeder  and  in  conjunction  with 
a  20  kw  transmitter,  the  antenna 
radiates  an  ERP  of  316  kw  AMCI 

Type  I  null  fill-in  assures  proper 
coverage  even  in  close  to  the  tower. 

Write  for  Bulletin  B-105 

ANTENNA   SYSTEMS  -  COMPONENTS 
AIR    NAVIGATION    AIDS  -  INSTRUMENTS 

4&k  ALFORD 

vS^V    Manufacturing  Co.,  Inc. 
^^W'  199  ATLANTIC  AVE..  BOSTON ,  MASS. 
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BT  TELESTATUS 

A  monthly  situation  report  on 

present  and  planned  tv  stations 
and  television  network  shows 

August  1956 
Total  U.  S.  Stations  on  Air:  476 

(Commercial:  454;  Educational:  22) 

Total  Cities  with  Tv  Stations:  302 

Total  Tv  Homes:  35,000,000 
(U.  S.  Census  Bureau,  February  1956) 

ALABAMA 
ANDALUSIA!— 
►  WAIQ  (»2) 
BIRMINGHAM— 
►  WABT  (13)  NBC,  ABC;  Blair;  366,400;  N;  $800 
►  WBIQ  (*10) 
►  WBRC-TV  (6)  CBS;  Katz;  366,400;  N;  $800 
WJLN-TV  (48)  12/10/52-Unknown 

DECATURf— 
►  WMSL-TV  (23)  NBC,  CBS;  McGillvra;  32,100; 

$150 
DOTHAN— 
►  WTVY  (9)  CBS;  ABC;  Young;  37,200;  N;  $150 
MOBILE— 
►  WALA-TV    (10)    NBC,    ABC;    Headley-Reed ; 

192,000;  N;  $450 
►  WKRG-TV   (5)   CBS;  Avery-Knodel;  187,000; 

N;  $450 
MONTGOMERY— 
►  WCOV-TV  (20)  CBS,  ABC;  Raymer;  78,600;  N; 

$200 
►  WSFA-TV  (12)  NBC;  Katz;  129,000;  N;  $450 
MUNFORDf— 
►  WTIQ  (*7) 
SELMAf— 
WSLA  (8)  2/52/54-Unknown 

ARIZONA 
FLAGSTAFF — 
KOLF-TV  (9)  5/29/56-Unknown 

MESA  (PHOENIX)— 
►  KVAR  (12)  NBC;  Raymer;  148,880;  N;  $450 
PHOENIX— 
►  KOOL-TV  (10)  CBS;  Hollingbery;  175,000;  N; 

$500 
►  KPHO-TV  (5)  Katz;  143,880;  N;  $360 
►  KTVK  (3)  ABC:  Weed;  175,000;  N,  LF,  LS;  $400 
TUCSON— 
►  KDWI-TV  (9)  Headley-Reed;  $350 
►  KOPO-TV  (13)  CBS;  Hollingbery;  58,839;  $300 
►  KVOA-TV   (4)   NBC,  ABC;  Branham;  54,680; 

$300 
YUMAf— 
►  KTVA  (11)  CBS,  NBC,  ABC;  Raymer;  27,500; 

$200 
KYAT  (13)  1/25/56-Unknown 

ARKANSAS 

EL  DORADO— 
►  KRBB  (10)  NBC,  ABC;  Pearson;  47,500;  $200 
FORT  SMITH— 
►  KFSA-TV  (22)  NBC,  ABC,  CBS;  Pearson;  40,- 

600;  $200 
KNAC-TV  (5)  Rambeau;  6/3/54-Unknown 

HOT  SPRINGS— 
KSPS  (9)  2/16/56-Unknown 

JONESBOROf— 
KBTM-TV  (8)  1/12/55-Unknown 

Broadcasting   •  Telecasting 

LITTLE  ROCK— 
►  KARK-TV  (4)  NBC;  Petry;  159.904;  N;  $450 
►  KTHV  (11)  CBS;  Branham;  179,350;  N;  $450 
►  KATV  (7)  (See  Pine  Bluff) 
PINE  BLUFF— 
►  KATV  (7)  ABC;  Avery-Knodel;  156,300;  N;  $450 
TEXARKANA— 
►  KCMC-TV  (6)  (See  Texarkana,  Tex.) 

CALIFORNIA 
BAKERSFIELD— 
►  KBAK-TV  (29)  ABC,  CBS;  Weed;  100,000;  $275 
►  KERO-TV  (10)  NBC,  CBS;  Hollingbery;  160,000; 

N;  $500 BERKELEY  (SAN  FRANCISCO)— 
►  KQED  (*9) 

CHICO— ►  KHSL-TV  (12)  CBS,  ABC;  Avery-Knodel;  70,- 
900;  $250 

CORONAf— 
KCOA  (52)  9/16/53-Unknown EUREKA 

►  KIEM-TV   (3)   CBS,  ABC,  NBC;  Hoag-Blair; 
31,000;  $250 

FRESNO— ►  KFRE-TV  (12)  CBS;  Blair;  250.000;  $650 
►  KJEO  (47)  ABC;  Branham;  178,000;  N,  LL,  LS; 

$500 ►  KMJ-TV  (24)  NBC;  Raymer;  178,000;  N,  LF,  LS; 

$550 

KBID-TV  (53)  See  footnote 
LOS  ANGELES 
►KABC-TV  (7)  ABC;  Katz;  2.470,423;  $2,000 
►  KCOP  (13)  Petry;  2,470,423;  $1,250 
►  KHJ-TV  (9)  H-R;  2,470,423;  N;  $1,200 
►  KNXT  (2)  CBS;  CBS  Spot  Sis.;  2,470,423;  N,  LS, 

LF,  LL;  $3,200 
►  KRCA  (4)  NBC;  NBC  Spot  Sis.;  2,470,423;  N,  LS, 

LF;  $3,600 ►  KTLA  (5)  Raymer;  2,470,423;  N,  LS.  LF,  LL; 

$1,500 ►  KTTV  (11)  Blair;  2.470,423;  $2,000 
KBIC-TV  (22)  2/10/52-Unkown 

MODESTOf— 
KTRB-TV  (14)  2/17/54-Unknown 

OAKLAND  (SAN  FRANCISCO)— 
Channel  Two  Inc.  (2)  Initial  Decision  6/20/56 

REDDING— ►  KVIP  (7)  NBC;  Branham;  $225 
SACRAMENTO 
►  KBET-TV  (10)  CBS;  H-R;  390,000;  N,  LL,  LF, LS'  $700 
►  KCCC-TV  (40)  ABC;  Weed;  165.000;  $450 
►  KCRA-TV  (3)  NBC:  Petry;  354,401;  N,  LF,  LS; 

$750 

KGMS-TV  (46)  3/2/56-Unknown 
SALINAS  (MONTEREY)— 
►  KSBW-TV  (8)  CBS,  ABC,  NBC;  H-R;  110,879; 

$350 

SAN  DIEGO— ►  KFMB-TV  (8)  CBS;  Petry:  418,997;  N;  $900 
►  KFSD-TV  (10)  NBC,  ABC;  Katz;  418,997;  N; 

$850 
SAN  FRANCISCO— 
►  KGO-TV  (7)  ABC;  Blair;  1,263,097;  $1,700 
►  KPIX-TV  (5)  CBS;  Katz;  1,263,097;  N,  LS;  $1,700 
►  KRON-TV  (4)  NBC:  Peters,  Griffin,  Woodward; 

1,263,097;  N,  LS.  LF,  LL;  $1,500. 
►  KSAN-TV  (32)  Stars  National;  325,000;  $225 
KBAY-TV  (20)  3/11/53-Unknown  (granted  STA 9/15/54) 

SAN  JOSEf— ►  KNTV  (11)  Boiling;  548,159;  $350 

SAN  LUIS  OBISPO— 
►  KVEC-TV  (6)  ABC,  CBS;  H-R;  102,966;  $200 

SANTA  BARBARA— 
►  KEYT  (3)  ABC,  CBS,  NBC;  Hollingbery;  227,- 

918;  $450 

STOCKTONf— ►  KOVR  (13)  Avery-Knodel;  1,141,290;  $800 
TULARE  (FRESNO)— ►  KWG  (27)  150,000;  $325 

COLORADO 

COLORADO  SPRINGS— 
►  KKTV  (11)  CBS,  ABC;  Boiling;  68,820;  $200 
►  KRDO-TV  (13)  NBC;  Pearson;  44,000;  $175 

r 
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DENVER— 
►  KBTV   (9)   ABC;   Peters,   Griffin,  Woodward: 

378,070;  $650 
►  KLZ-TV  (7)  CBS;  Katz;  378,070;  N;  $700 
►  KOA-TV  (4)  NBC;  NBC  Spot  Sis.;  378,070;  N; 

$650 ►  KRMA-TV  (*6) 
►  KTVR  (2)  Hoag-Blair;  378,070;  N;  $500 
GRAND  JUNCTIONf— ►  KREX-TV  (5)  NBC,  CBS,  ABC;  Holman;  $150 

MONTROSE— KFXJ-TV    (10)    2/23/56-8/15/56    (Satellite  of 
KREX-TV  Grand  Junction) 

PUEBLO— 
►  KCSJ-TV  (5)  NBC;  Pearson;  56,983;  $150 

CONNECTICUT 

BRIDGEPORT— ►  WICC  (43)  ABC;  Young;  72,340;  $200 
WCTB  (»71)  1/29/53-Unknown 

HARTFORD— ►  WGTH-TV  (18)  CBS;  H-R;  360,000;  $500 
WCHF  (*24)  1/29/53-Unknown 
WTIC-TV  (3)  7/25/56  (construction  prohibited 
until  completion  of  deintermixture  rulemak- 

ing) 

NEW  BRITAIN— ►  WKNB-TV  (30)  NBC;  Boiling;  373,596;  N;  $500 
NEW  HAVENf— 
►  WNHC-TV  (8)  ABC,  CBS;  Katz;  948,702;  N,  LF, 

LS;  $800 
WELI-TV  (59)  H-R;  6/24/53-Unknown 

NEW  LONDON v — WNLC-TV  (26)  12/31/52-Unknown 
NORWICHf— 
WCNE  (*63)  1/29/53-Unknown 

STAMFORDf— 
WSTF  (27)  5/27/53-Unknown 

WATERBURY— ►  WATR-TV  (53)  ABC;  Stuart;  217,554;  $200 

DELAWARE 

WILMINGTON— ►  WPFH  (12)  NBC;  Raymer;  2,051,000;  N,  LS,  LF; 

$1,000 

DISTRICT  OF  COLUMBIA 

WASHINGTON— ►  WMAL-TV  (7)  ABC;  H-R;  $1,200 
►  WRC-TV  (4)  NBC;  NBC  Spot  Sis.;  754,000;  N; 

$1,250 

►  WTOP-TV  (9)  CBS;  CBS  Spot  Sis.;  704,300;  N, 
LS;  $1,500 ►  WTTG  (5)  Raymer;  700,000;  $600 

WOOK-TV  (14)  2/24/54-Unknown 

FLORIDA 

DAYTONA  BEACH!— ►  WESH-TV  (2)  Petry;  60,000;  N;  $200 

FORT  LAUDERDALE— ►  WITV  (17)  ABC;  Forjoe;  410,000  (also  Miami); 

$500 

FORT  MYERS!— ►  WINK-TV  (11)  CBS,  ABC;  McGillvra;  23,500; 

$150 

FORT  PIERCE!— 
WTVT  (19)  4/19/55-Unknown 

JACKSONVILLE— ►•WJHP-TV  (36)  ABC,  NBC;  Petry;  98,896;  N; 

$200 

►  WMBE-TV  (4)  CBS,  ABC;  CBS  Spot  Sis.;  367,- 
238;  N;  $700 

WQIK-TV  (30)  Stars  National;  8/12/53-Unknown 
Jacksonville  Bcstg.  Corp.  (12)  Initial  Decision 
4/4/55 

MIAMI— 
►  WCKT  (7)  NBC  Spot  Sis.;  $950 
►  WGBS-TV  (23)  Katz;  278,869;  N;  $350 
►  WTHS-TV  (*2) 
►  WTVJ  (4)  CBS,  ABC;  Peters,  Griffin,  Wood- ward; 371,500;  N,  LL,  LF,  LS;  $1,000 
*■  WITV  (17)  See  Fort  Lauderdale 
WMFL  (33)  12/9/53-Unknown 

MIAMI  BEACH!— 
WKAT  Inc.  (10)  Initial  Decision  3/30/55 

ORLANDO— ►  WDBO-TV  (6)  CBS,  ABC,  NBC;  Hoag-Blair; 164,000;  N;  $300 

WEAL-TV  (18)  9/21/55-Unknown 
WORZ  Inc.  (9)  Initial  Decision  8/10/55 

PANAMA  CITY— ►  WJDM  (7)  ABC,  CBS,  NBC;  Hollingbery;  30,100; 

$150 

PENSACOLA— ►  WEAR-TV  (3)  ABC,  CBS;  Hollingbery;  152,000; 

N;  $300 WPFA-TV  (15)  See  footnote 

ST.  PETERSBURG — ►  WSUN-TV  (38)  ABC;  Venard;  215,500;  $400 
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TAMPA— 
►  WFLA-TV  (8)  NBC;  Blair;  319,542;  N,  LF,  LS; 

S6on 
►  WTVT  (13)  CBS;  Avery-Knodel;  330,000;  N,  LF, 

LS;  $600 
WEST  PALM  BEACH— 
►  WEAT-TV  (12)  ABC.  CBS;  H-R;  90,000;  $225 
►  WJNO-TV  (5)  NBC,  CBS;  Venard;  297,015;  $275 

WRIK-TV  (21)  See  footnote 
GEORGIA 

ALBANYf— 
►  WALB-TV  (10)  ABC,  NBC;  Venard;  $45,000;  $200 
ATLANTA— 
►  WAGA-TV  (5)  CBS;  Katz;  578,000;  N,  LS,  LF; 

$1,000 ►  WLWA  (11)  ABC;  WLW  Sales;  548,250;  $800 
►  WSB-TV  (2)  NBC;  Petry;  556,460;  N,  LS,  LF; 

$1,000 WATL-TV  (36)  See  footnote 
WETV  (*30)  3/21/56-Unknown 

AUGUSTA— 
►  WJBF  (6)  NBC,  ABC;  Hollingbery;  188,207;  N; 

$300 
►  WRDW-TV  (12)  CBS;  Branham;  164,400;  $300 
COLUMBUS— 
►  WDAK-TV  (28)  NBC,  ABC;  Headley-Reed;  136,- 

959;  N;  $300 
►  WRBL-TV  (4)  CBS,  ABC;  Hollingbery;  186,407; 

N;  $400 
MACON— 
►  WMAZ-TV  (13)  CBS,  ABC;  NBC  (per  program 

basis);  Avery-Knodel;  117,778;  N;  $300 
WOKA  (47)  See  footnote 

ROMEf— 
►  WROM-TV  (9)  McGillvra;  174,330;  $150 
SAVANNAH— 
►  WSAV-TV  (3)  NBC,  ABC;  Hoag-Blair;  150,501; 

N;  $315 
►  WTOC-TV  (11)  CBS,  ABC;  Avery-Knodel;  153,- 

142;  N;  $250 
THOMASVILLEf  (TALLAHASSEE,  FLA.)— 
►  WCTV  (6)  CBS,  NBC,  ABC;  Meeker;  80,564; 

$250 IDAHO 

BOISEf— 
►  KBOI-TV  (2)  CBS;  Peters,  Griffin,  Woodward; 

65,600;  $200 
►  KIDO-TV  (7)  ABC,  NBC;  Hoag-Blair;  53,200; 

$250 IDAHO  FALLSf — 
►  KID-TV  (3)  CBS,  ABC,  NBC;  Gill-Perna;  54,- 

085;  $200 
LEWISTONf— 
►  KLEW-TV  (3)  CBS,  ABC,  NBC;  Weed;  21,000; 

$150  (satellite  of  KIMA-TV  Yakima,  Wash.) 
POCATELLOf — 

KSEI-TV  (6)  4/25/56-Unknown 
TWIN  FALLSf— 
►  KLIX-TV  (11)   CBS,  ABC,  NBC;  Gill-Perna; 

21,000;  $150 
KHTV  (13)  11/9/55-Unknown 

ILLINOIS 
BLOOMINGTON— 
►  WBLN  (15)  McGillvra;  113,242;  $200 
CHAMPAIGN— 
►  WCIA  (3)  CBS,  NBC;  Hollingbery;  312,028;  N; 

$800 CHICAGO— 
►  WBBM-TV  (2)  CBS,  CBS  Spot  Sis.;  2,323,200; 

N;  $3,900 ►  WBKB  (7)  ABC;  Blair;  2,397,500;  $2,400 
►  WGN-TV  (9)  Petry;  2,329,000;  $1,800 
►  WNBQ  (5)  NBC;  NBC  Spot  Sis.;  2,287,000;  N, 

LL,  LS,  LF;  $4,000 
►  WTTW  (*11) 
WHFC-TV  (26)  1/8/53-Unknown 
WIND-TV  (20)  3/9/53-Unknown 
WOPT  (44)  2/10/54-Unknown 

DANVILLE— 
►  WDAN-TV  (24)  ABC;  Everett-McKinney;  50,- 

000;  $150 
DECATUR— 
►  WTVP  (17)  ABC,  NBC,  CBS;  Boiling;  190,000; 

$300 
EVANSTONf — 
WTLE  (32)  8/12/53-Unknown 

HARRISBURGf— 
►  WSIL-TV  (22)  ABC;  Walker;  30,000;  $150 
PEORIA— 
►  WEEK-TV  (43)  NBC;  Headley-Reed;  244,420;  N; 

$475 ►  WTVH  (19)  CBS,  ABC;  Petry;  215,000;  N;  $450 
WIRL-TV  (8)  6/27/56  (Construction  prohibited 
until  completion  of  deintermixture  rulemak- ing.) 

QUINCY  (HANNIBAL,  MO.)— 
►  WGEM-TV  (10)  ABC,  NBC;  Young;  150,000;  N; 

$200 ►  KHQA-TV  (7)  See  Hannibal,  Mo. 
ROCKFORD— 
►  WREX-TV  (13)  CBS,  ABC;  H-R;  255,915;  N;  $400 
►  WTVO  (39)  NBC;  Headley-Reed;  116,000;  $250 
ROCK  ISLAND  (DAVENPORT,  MOLINE)— 
►  WHBF-TV  (4)  CBS,  ABC;  Avery-Knodel;  285,- 

427;  N;  $800 
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SPRINGFIELD— ►  WICS  (20)  ABC,  NBC;  Young;  103,580;  $250 
W MAY-TV  (2)  6/27/56   (Construction  prohib- 

ited until  completion  of  deintermixture  rule- 
making.) Pearson 

URBANAf — 
►  WILL-TV  (*12) 

INDIANA 
ANDERSON  J  — 
WCBC-TV  (61)  3/16/56-Unknown 

BLOOMINGTON— 
►  WTTV  (4)  ABC,  NBC;  Meeker;  647,781  (also  In- dianapolis); N;  $800 
ELKHART  (SOUTH  BEND)— 
►  WSJV  (52)  ABC;  H-R;  215,814;  $300 
EVANSVILLE— 
►  WFIE  (62)  ABC,  NBC;  Venard;  126,088;  $350 
►  WEHT  (50)  See  Henderson,  Ky. 
WTVW  (7)  Hollingbery;  $600;  12/21/55-Septem- ber 

FORT  WAYNE— 
►  WKJG-TV  (33)  NBC;  Raymer;  148,064;  N;  $450 
►  WINT  (15)  See  Waterloo 
WANE-TV  (69)  Boiling;  9/29/54-Unknown 

INDIANAPOLIS— 
►  WFBM-TV  (6)  NBC;  Katz;  660,000;  N,  LL,  LF, 

LS;  $960 
►  WISH-TV  (8)  CBS;  Boiling;  660,000;  N;  $1,200 
►  WTTV  (4)  See  Bloomington 

Mid- West  Tv  Corp.  (13)  Initial  Decision  6/7/55 

LAFAYETTE— ►  WFAM-TV  (59)  CBS;  Rambeau;  115,750;  $200 

MUNCIE— ►  WLBC-TV    (49)    ABC,    CBS,    NBC;  Holman, 
Walker;  107,250;  N;  $225 

PRINCETONf — 
WRAY-TV  (52)  See  footnote 

SOUTH  BEND  (ELKHART)— 
►  WNDU-TV  (46)  NBC;  Petry;  186,000;  N,  LL, 

LS;  $500 
►  WSBT-TV  (34)  CBS;  Raymer;  206,363;  N;  $400 
TERRE  HAUTE— 
►  WTHI-TV  (10)  CBS,  ABC,  NBC;  Boiling;  180,- 920;  N;  $400 
WATERLOO  (FORT  WAYNE)— 
►  WINT  (15)  CBS,  ABC;  H-R;  139,625;  N;  $300 

IOWA 

AMES— 
►  WOI-TV  (5)  ABC;  Weed;  325,000;  N;  $500 
CEDAR  RAPIDS— 
►  KCRG-TV  (9)  ABC;  Hoag-Blair;  325,977;  N; 

$350 
►  WMT-TV  (2)  CBS;  Katz;  214,570;  N;  $500 
DAVENPORT  (MOLINE,  ROCK  ISLAND)— 
►  WOC-TV  (6)  NBC;  Peters,  Griffin,  Woodward; 317,902;  N;  $800 

DES  MOINES— ►  KRNT-TV  (8)  CBS;  Katz;  N;  $700 
►  WHO-TV  (13)  NBC;  Peters,  Griffin,  Woodward; 

284,500;  N,  LF,  LS;  $700 
KGTV  (17)  See  footnote 

FORT  DODGE— ►  KQTV  (21)  NBC;  Pearson;  42,870;  $150 

MASON  CITY— ►  KGLO-TV  (3)  CBS;  Weed;  135,932;  $200 

OTTUMWA— ►  KTVO  (3)  (See  Kirksville,  Mo.) 

SIOUX  CITY— ►  KTIV  (4)  NBC;  Hollingbery;  187,743;  N;  $350 
►  KVTV  (9)  CBS,  ABC;  Katz;  179,521;  N;  $425 

WATERLOO— ►  KWWL-TV   (7)   NBC;  Avery-Knodel;  324,866; 

$500 

KANSAS 

ENSIGN— KTVC  (6)  1/25/56-Unknown 
GOODLANDf — 
KWGB-TV  (10)  5/11/55-October;  $200 

GREAT  BEND— ►  KCKT  (2)  NBC;  Boiling;  176,097;  N,  LS;  $250 
HUTCHINSON  (WICHITA)— 
►  KTVH  (12)  CBS;  H-R;  210,724;  N;  $500 
►  KAKE-TV  (10)  See  Wichita 
►  KARD-TV  (3)  See  Wichita 

MANHATTANf— 
KSAC-TV  (*8)  7/24/53-Unknown 

PITTSBURG— ►  KOAM-TV  (7)  NBC,  ABC;  Katz;  161,851;  $300 

TOPEKA— ►  WIBW-TV  (13)  CBS,  ABC;  Capper;  553,205;  N; 

$550 

WICHITA  (HUTCHINSON)— 
►  KAKE-TV  (10)  ABC;  Katz;  260,000;  N;  $425 
►  KARD-TV  (3)  NBC;  Petry;  265,430;  N,  LF,  LS; 

$550 

►  KTVH  (12)  See  Hutchinson 
KEDD  (16)  See  footnote 

New  TV  Stations 

THE  following  tv  stations  started  regular 
programming  within  the  past  month: 
WCKT  (ch.  7)  Miami;  KVIP  (ch.  7) 

Redding,  Calif.;  KUAM-TV  (ch.  8)  Aga- 

na,  Guam;  WAIQ  (ch.  *2)  Andalusia, 
Ala.;  WKNO-TV  (ch.  *10)  Memphis, 
and  WCBI-TV  (ch.  4)  Columbus,  Miss. 

KENTUCKY 

ASHLANDf — WPTV  (59)  Petry;  8/14/52-Unknown 
HENDERSON  (EVANSVILLE,  IND.)— ►  WEHT  (50)  CBS;  Meeker;  99,648;  N;  $300 

LEXINGTON  1  — ►  WLEX-TV  (18)  NBC,  ABC,  CBS;  Boiling;  $190 
WLAP-TV  (27)  12/3/53-Unknown 

LOUISVILLE— ►  WAVE-TV  (3)  NBC,  ABC;  NBC  Spot  Sis.;  506,- 
966;  N;  $1,025 

►  WHAS-TV  (11)   CBS;  Harrington,  Righter  & 
Parsons  (last  reported  set  count  in  July  1952 
was  205,544);  N;  $1,000 

WQXL-TV  (41)  Forjoe;  1/15/53-Unknown 
WKLO-TV  (21)  See  footnote 

NEWPORTf— 
WNOP-TV  (74)  12/24/53-Unknown 

OWENSBORO— WKYT  (14)  3/14/56-Unknown 
PADUCAHf— Columbia  Amusement  Co.  (6)  Initial  Decision 

4/11/55 LOUISIANA 

ALEXANDRIA— ►  KALB-TV  (5)  NBC,  ABC,  CBS;  Weed;  126,400; 

$250 

BATON  ROUGE— ►  WAFB-TV  (28)  CBS,  ABC;  Young;  104,000;  $250 
►  WBRZ  (2)  NBC,  ABC;  Hollingbery;  162,893;  N; 

$300 

WCNS  (40)  7/19/56-Unknown 

LAFAYETTE— ►  KLFY-TV  (10)  CBS;  Venard;  72,000;  $200 
LAKE  CHARLES 
►  KPLC-TV  (7)  NBC,  ABC;  Weed;  100,537;  $250 
►  KTAG  (25)  CBS;  Young;  62,640;  $150 

MONROE— 
►  KNOE-TV  (8)  CBS,  ABC,  NBC;  H-R;  300,200; 

N;  $400 KLSE  (*13)  12/14/55-Unknown 

NEW  ORLEANS— ►  WDSU-TV  (6)  ABC,  CBS,  NBC;  Blair;  394,323; 
N,  LF,  LL;  $900 

►  WJMR-TV  (20)  CBS,  ABC;  Boiling;  157,782;  N: 

$300 

WCKG  (26)  Gill-Perna;  4/2/53-Unknown 
WWL-TV  (4)  7/13/56-Unknown 
WYES  (*8)  2/17/56-Unknown 

SHREVEPORT— ►  KSLA-TV  (12)  ABC,  CBS;  Raymer;  N;  166,000; 

$400 

►  KTBS-TV  (3)  NBC,  ABC;  Petry;  249,695;  N; 

$400 

BANGOR—  MAINE ►  WABI-TV  (5)  ABC,  NBC;  Hollingbery;  98,000; 

N;  $150 ►  WTWO  (2)  CBS;  Venard;  $250 

LEWISTON— WLAM-TV  (17)  See  footnote 

POLAND  SPRING— 
►  WMTW  (8)  CBS,  ABC;  Harrington,  Righter  & 

Parsons;  250,000;  $400 

PORTLAND— ►  WCSH-TV  (6)  NBC;  Weed;  190,200;  N;  $400 
>■  WGAN-TV  (13)  CBS;  Avery-Knodel;  185,000; 

N;  $400 PRESQUE  ISLE— WAGM-TV  (8)  3/27/56-Unknown MARYLAND 

BALTIMORE— ►  WAAM  (13)  ABC;  Harrington,  Righter  &  Par- sons; 686,150;  $1,100 
►  WBAL-TV  (11)  NBC;  Petry;  686,150;  N,  LL,  LS, 

LF;  $1,250 ►  WMAR-TV  (2)  CBS;  Katz;  686,150;  N,  LF,  LS; 

$1,250 

WITH-TV  (72)  Forjoe;  12/18/52-Unknown 
WTLF  (18)  12/9/53-Unknown 

SALISBURY! — 
►  WBOC-TV  (16)  ABC,  CBS;  Headley-Reed;  55,- 

155;  $200 MASSACHUSETTS 

BOSTON— 
►  WBZ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

1,420,106;  N,  LS,  LF;  $2,250 
►  WGBH-TV  (*2)  N,  LL,  LF,  LS 
►  WNAC-TV  (7)  CBS,  ABC;  H-R;  1,420,106;  N; 

$2,600 

►  WMUR-TV  (9)  (See  Manchester,  N.  H.) 
WXEL  (38)  10/12/55-Unknown 
WJDW  (44)  3/12/53-Unknown Greater  Boston  Tv  Corp.  (5)  Initial  Decision 
1/4/56 

BROCKTONf — 
WHEF-TV  (62)  7/30/53-Unknown 

CAMBRIDGE  (BOSTON)— 
WTAO-TV  (56)  See  footnote 

GREENFIELD— WRLP     (58)     7/5/56-Unknown     (Satellite  of WWLP  Springfield,  Mass.) 

PITTSFIELDf— 
WMGT  (19)  ABC;  Walker;  $250  (Temporarily 

off  air  because  of  wind  damage;  plans  return 
in  September.) 

SPRINGFIELD— ►  WHYN-TV  (55)  CBS;  Branham;  230,000;  N;  $400 
►  WWLP  (22)  NBC,  ABC;  Hollingbery;  230,000;  N, 

LS;  $500 

WORCESTER— WWOR-TV  (14)  See  footnote 
WAAB-TV  (20)  Forjoe;  8/12/53-Unknown MICHIGAN 

ANN  ARBOR— ►  WPAG-TV  (20)  Everett-McKinney;  31,000;  $150 
WUOM-TV  (»26)  11/4/53-Unknown 

Broadcasting   •  Telecasting 



BAY  CITY  (MIDLAND,  SAGINAW)— 
►  WNEM-TV  (5)  NBC,  ABC;  Headley-Reed;  312,- 555;  N;  $575 
CADILLAC— 
►  WWTV  (13)  CBS,  ABC;  Weed;  364,773;  $300 
DETROIT— 
►  WJBK-TV  (2)  CBS;  Katz;  1,650,000;  N;  $2,200 
►  WTVS(*56) 
►  WWJ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

1,610,000;  N,  LF,  LS;  $2,000 
►  WXYZ-TV  (7)  ABC;  Blair;  1,600,000;  N;  $1,800 
►  CKLW-TV  (9)   CBC;   Young;   1,568,000;  $1,100 

(See  Windsor,  Ont.) 
WBID-TV  (50)  11/19/53-Unknown 

EAST  LANSINGf— 
►  WKAR-TV  (*60) 
FLINTf— 
WJRT  (12)  CBS;  Harrington,  Righter  &  Par- 

sons; 5/12/54-October 
GRAND  RAPIDS— 
►  WOOD-TV  (8)  NBC,  ABC;  Katz;  568,420;  N; 

$1,175 
1      WMCM  (23)  9/2/54-Unknown 
IRONWOOD— 
WJMS-TV  (12)  11/30/55-Unknown 

KALAMAZOO— 
►  WKZO-TV  (3)  CBS,  ABC,  NBC;  Avery-Knodel; 

620,500;  N;  $1,000 
LANSING— 

:  ►  WJIM-TV  (6)  NBC,  CBS,  ABC;  Petry;  445,000; 
N;  $800 

►  WTOM-TV  (54)  ABC;  McGillvra;  60,850;  $200 
MARQUETTEf— 
►  WDMJ-TV  (6)  Weed 
SAGINAW  (BAY  CITY,  MIDLAND) 
►  WKNX-TV  (57)  CBS,  ABC;  Gill-Perna;  160.000; 

N;  $375 
TRAVERSE  CITY— 
►  WPBN-TV  (7)  NBC;  Holman;  57,528;  $144 

MINNESOTA 
AUSTIN— 
►  KMMT  (6)  ABC;  Avery-Knodel;  115,126;  $200 
DULUTH  (SUPERIOR,  WIS.)— 
►  KDAL-TV    (3)    CBS,    ABC;  Avery-Knodel; 

127,500;  $400 
►  WDSM-TV  (6)  See  Superior,  Wis. 
WFTV  (38)  See  footnote 

MINNEAPOLIS-ST.  PAUL— 
►  KEYD-TV  (9)  Branham;  630,000;  $600 
►  KSTP-TV  (5)  NBC;  Petry;  615,000;  N,  LS,  LF; 

$1,450 
►  WCCO-TV  (4)  CBS;  Peters,  Griffin,  Woodward; 

N,  LL;  $1,475 
►  WTCN-TV  (11)  ABC;  Katz;  650,000;  $800 

Twin   City   Area   Educational   Tv   Corp.  (2) 
6/20/56-Unknown 

ROCHESTER  
►  KROC-TV  (10)  NBC,  ABC;  Meeker;  120,000;  N; 

$250 
MISSISSIPPI 

BILOXIf— 
WVMI  (13)  Initial  Decision  6/5/56 

COLUMBUSf— 
►  WCBI-TV  (4)  CBS,  NBC;  McGillvra;  $150 
HATT1ESBURG  j  — 

l   ►  WDAM-TV  (9)  NBC,  ABC;  Pearson;  $175 
JACKSON— 
►  WJTV  (12)  CBS,  ABC;  Katz;  151,285;  $360 
►  WLBT  (3)  NBC;  Hollingbery;  175,000;  N;  $360 
MERIDIAN— 
►  WTOK-TV   (11)    ABC,   CBS,   NBC;  Headley- 

Reed;  79.087;  $250 
WCOC-TV  (30)  See  footnote 

TUPELOf— 
►  WTWV  (9)  $150 

MISSOURI 
CAPE  GIRARDEAU— 
►  KFVS-TV  (12)  CBS,  NBC;  Headley-Reed;  155,- 

400;  N;  $400 
COLUMBIA— 
►  KOMU-TV  (8)  NBC,  ABC;  H-R;  98,777;  $250 
HANNIBAL  (QUINCY,  ILL.) 
►  KHQA-TV  (7)  CBS;  Weed;  149,060;  N;  $250 
►  WGEM-TV  (10)  See  Quincy,  111. 
JEFFERSON  CITY— 
►  KRCG  (13)  CBS;  Hoag-Blair;  100,946;  $250 
JOPLIN— 
►  KSWM-TV  (12)  CBS;  Venard;  113,500;  N;  $225 
KANSAS  CITY— 
►  KCMO-TV  (5)  CBS;  Katz;  573,914;  N;  $1,200 
►  KMBC-TV  (9)  ABC;  Peters.  Griffin,  Woodward; 

573,914;  N,  LS,  LF,  LL;  $540  (half-hour) 
►  WDAF-TV   (4)   NBC;   Harrington,  Righter  & 

Parsons;  573,914;  N,  LS,  LF;  $1,060 
KIRKSVILLE— 
►  KTVO  (3)  CBS,  NBC;  Boiling;  228,358;  N;  $300 
ST.  JOSEPH— 
►  KFEQ-TV  (2)  CBS;  Headley-Reed;  161,969;  $350 
ST.  LOUIS— 
►  KETC  (*9) 
►  KSD-TV  (5)  ABC,  CBS,  NBC;  NBC  Spot  Sis.; 

921,618;  N,  LS,  LF;  $1,200 
►  KTVI  (36)  ABC,  CBS;  Weed;  422,422;  $400 
►  KWK-TV  (4)  CBS.  ABC;  Katz;  N;  $1,500 
SEDALIAf— 
►  KDRO-TV  (6)  Pearson;  57,000;  $200 
SPRINGFIELD— 
►  KTTS-TV  (10)  CBS;  Weed;  111,146;  N;  $250 
►  KYTV  (3)  NBC;  Hollingbery;  102,519;  N;  $275 

MONTANA 
BILLINGSf— 
►  KOOK-TV  (2)  CBS,  ABC,  NBC;  Headley-Reed; 

28,500;  $150 
KGHL-TV  (8)  11/23/55-Unknown 

Broadcasting   •  Telecasting 

BUTTEf— ►  KXLF-TV  (4)  ABC;  No  estimate  given;  $50 
GREAT  FALLSf— 
►  KFBB-TV  (5)   CBS,  ABC,  NBC;  Hoag-Blair; 29,000;  $150 

KALISPELLf — 
KGEZ-TV  (8)  7/19/56-Unknown 

MISSOULAf— 
►  KGVO-TV  (13)  CBS,  ABC;  Gill-Perna;  26,660; 

$150 
NEBRASKA 

HASTINGS— ►  KHAS-TV  (5)  NBC;  Weed;  71,992;  N;  $200 
HAYES  CENTERf— 
►  KHPL-TV   (6)    (Satellite   of  KHOL-TV  Hol- 

drege) 

KEARNEY  (HOLDREDGE)— 
►  KHOL-TV    (13)    CBS,   ABC;    Meeker;  104,401 

(includes  satellite  KHPL-TV);  N;  $300 
LINCOLN— 
►  KOLN-TV    (10)    ABC,    CBS;  Avery-Knodel; 158,194;  $400 
►  KUON-TV  (*12) 

OMAHA— ►  KMTV  (3)  NBC,  ABC;  Petry;  370,021;  N,  LL, 
LS,  LF;  $900 

►  WOW-TV  (6)  CBS;  Blair;  370,021;  N;  $850 
KETV  (7)  4/27/56-Unknown 

SCOTTSBLUFFf— 
►  KSTF  (10)   (Satellite  of  KFBC-TV  Cheyenne, Wyo.) 

NEVADA 
HENDERSON  (LAS  VEGAS)— 
►  KLRJ-TV  (2)  NBC,  ABC;  Pearson;  30,000;  N; 

$250 
LAS  VEGAS— ►  KLAS-TV  (8)  CBS;  Weed;  29.003;  $250 
►  KLRJ-TV  (2)  See  Henderson 
►  KSHO-TV  (13)  Forjoe;  27,900;  $200 

RENO— ►  KOLO-TV  (8)  CBS,  ABC,  NBC;  Pearson;  25,000; 

$300 
KAKJ  (4)  4/19/55-Unknown 

NEW  HAMPSHIRE 

KEENEf — WKNE-TV  (45)  4/22/53-Unknown 
MANCHESTER  (BOSTON)— 
►  WMUR-TV  (9)  ABC,  CBS;  Forjoe;  1,127,959; 

$600 
MT.  WASHINGTONf— 
►  WMTW  (8)  See  Poland  Spring,  Me. 

NEW  JERSEY 

ASBURY  PARKf — 
WRTV  (58)  See  footnote 

ATLANTIC  CITY— 
WOCN  (52)  1/8/53-Unknown 
WFPG-TV  (46)  See  footnote 

CAMDENf— 
WKDN-TV  (17)  1/28/54-Unknown 

NEWARK  (NEW  YORK  CITY)— 
►  WATV  (13)  Petry;  4,730,000;  $2,000 
NEW  BRUNSWICKf— 
WTLV  («19)  12/4/52-Unknown 

NEW  MEXICO 

ALBUQUERQUE— 
►  KGGM-TV  (13)  CBS;  Weed;  74,942;  $300 
►  KOAT-TV  (7)  ABC;  Hollingbery;  71,260;  $200 
►  KOB-TV  (4)  NBC;  Branham;  75,550;  $300 

CARLSBAD— KAVE-TV  (6)  Branham;  $150;  6/22/55-Fall 

CLOVIS— KICA-TV  (12)  2/23/56-Unknown 
ROSWELL— ►  KSWS-TV  (8)  NBC,  ABC,  CBS;  Meeker;  34,687; 

$250 
SANTA  FE— KVIT  (2)  1/25/56-Unknown 

NEW  YORK 

ALBANY  (SCHENECTADY,  TROY)— 
►  WCDA  (41)  CBS;  Harrington,  Righter  &  Par- sons; 175,000;  N;  $400 
►  WTRI  (35)  ABC;  Venard;  215,000;  $400 
WPTR-TV  (23)  6/10/53-Unknown 
WTVZ  (*17)  7/24/52-Unknown 

BINGHAMPTON— 
►  WNBF-TV   (12)   CBS,  ABC,  NBC;   Blair;  N; 

402,170;  $800 
WINR-TV  (40)  9/29/54-Unknown 
WQTV  (*46)  8/14/52-Unknown 

BUFFALO— ►  WBEN-TV   (4)    CBS;   Harrington,   Righter  & 
Parsons;  670,540  (plus  663,446  Canadian  cover- 

age); N,  LS,  LF,  LL;  $800 
►  WBUF  (17)  NBC;  H-R:  152,500;  $500 
►  WGR-TV  (2)  ABC.  CBS;  Peters,  Griffin;  Wood- 

ward; 539,134  (plus  566,565  Canadian  cover- 
age); N;  $950 

WNYT-TV  (59)  11/23/55-Unknown 
WTVF  (*23)  7/24/52-Unknown Great  Lakes  Tv  Inc.  (7)  Initial  Decision  1/31/56 

CARTHAGE  (WATERTOWN)— 
►  WCNY-TV  (7)  CBS,  ABC;  Weed;  84,619  (plus 

118,840  Canadian  coverage);  $200 
WSYE-TV  (18)  4/4/56-September 

ELMIRAf — ►  WTVE  (24)  ABC,  NBC;  Forjoe;  35,000;  $150 
WSYE-TV   (18)  4/4/56-September 

HAGAMAN— ►  WCDB  (29)  (satellite  WCDA  Albany.  N.  Y.) 

ITHACAf— WHCU-TV  (20)  CBS;  1/8/53-Unknown 
WIET  (*14)  1/8/53-Unknown 

LAKE  PLACIDf  (PLATTSBURG)— 
►  WPTZ  (5)  NBC,  ABC;  Hoag-Blair;  142,000  (plus 350,000  Canadian  coverage);  $300 

NEW  YORK— ►  WABC-TV  (7)  ABC;  Blair;  4,730,000;  $4,150 
►  WABD  (5)  Raymer;  4,730,000;  N,  LL,  LF,  LS 

$2  200 
►  WCBS-TV  (2)  CBS;  CBS  Spot  Sis.;  4,730,000.  N. 

LS,  LF,  LL;  $8,000 
►  WOR-TV  (9)  WOR-TV  Sis.;  4,730,000;  $1,500 
►  WPIX  (11)  Peters,  Griffin,  Woodward;  4,730,000; 

$1,500 

►  WRCA-TV  (4)  NBC;  NBC  Spot  Sis;  4,730,000; 
N,  LS,  LF,  LL;  59,200 

►  WATV  (13)  See  Newark,  N.  J. 
WGTV  (*25)  8/14/52-Unknown 
WNYC-TV  (31)  5/12/54-Unknown 

POUGHKEEPSIE— WKNY-TV  (66)  See  footnote 

ROCHESTER— ►  WHAM-TV  (5)  NBC,  ABC;  Hollingbery;  365,000 
(plus  75,000  Canadian  coverage);  N;  $800 

►  WHEC-TV  (10)  CBS.  ABC;  Everett -McKinney; 327,000;  N;  $700 
►  WVET-TV  (10)  CBS,  ABC;  Boiling;  327,000  (in- 

cluding 31,500  Canadian  coverage);  N;  $700 
WCBF-TV  (15)  5/10/53-Unknown 
WROH  (*21)  7/24/52-Unknown 

SCHENECTADY  (ALBANY,  TROY)— 
►  WRGB  (6)  NBC;  NBC  Spot  Sis.;  492,860;  N; 

$1,350 SYRACUSE— ►  WHEN  (8)  CBS,  ABC;  Katz;  376.000;  N;  $850 
►  WSYR-TV   (3)   NBC;   Harrington,  Righter  & Parsons;  457,770;  N,  LS,  LF;  $800 
WHTV  (*43)  9/18/52-Unknown 

UTICA— 
►  WKTV  (13)  NBC,  ABC,  CBS;  Cooke;  208.000; 

N;  $550 NORTH  CAROLINA 

ASHEVILLE — ►  WISE -TV  (62)  CBS,  NBC;  Boiling;  40,000;  $150 
►  WLOS-TV  (13)  ABC,  CBS;  Venard;  375,000;  $400 
CHAPEL  HILLf — 
►  WUNC-TV  (*4) 

CHARLOTTE— ►  WBTV  (3)   CBS,  ABC,  NBC;  CBS  Spot  Sis.; 
528,210;  N,  LL,  LS,  LF;  $1,000 

WQMC  (36)  See  footnote 
Piedmont  Electronics  &  Fixture  Corp.  (9)  Initial Decision  8/2/55 

DURHAM— 
►  WTVD  (11)  NBC,  ABC;  Petry;  289,465;  N;  $550 

FAYETTE  VILLEf — 
►  WFLB-TV  (18)  CBS,  NBC;  Young;  39,340;  $150 

GASTON  I  Af— 
WTVX  (48)  4/7/54-Unknown 

GREENSBORO— ►  WFMY-TV  (2)  CBS.  ABC;  Harrington,  Righter &  Parsons;  426,859;  N,  LF,  LS;  $650 

GREENVILLE— ►  WNCT  (9)  CBS,  ABC;  Hollingbery;  164,980;  N; 

$350 

NEW  BERNf — 
WNBE-TV  (13)  2/9/55-Unknown 

RALEIGH— 
►  WNAO-TV  (28)  CBS,  ABC;  Avery-Knodel;  140,- 125:  N:  $325 
WRAL-TV  (5)  6/27/56-Unknown 

WASHINGTON— ►  WITN  (7)  NBC;  Headley-Reed;  150,000;  N;  $325 

WILMINGTON— ►  WMFD-TV  (6)  NBC,  ABC,  CBS;  Weed;  94,600; 

$250 

WINSTON-SALEM— ►  WSJS-TV  (12)  NBC;  Headley-Reed;  527,552;  N; 

$550 

►  WTOB-TV  (26)  ABC;  Venard;  124,950;  $200 
NORTH  DAKOTA 

BISMARCK— ►  KBMB-TV  (12)  CBS;  Weed;  23,000;  N;  $150 
►  KFYR-TV  (5)  NBC,  ABC,  CBS;  Hoag-Blair; 

30,000;  $200 

DICKINSONf— KDIX-TV  (2)  CBS;  5/9/56-October 

FARGOf— ►  WDAY-TV    (6)    NBC,    ABC;    Peters,  Griffin, Woodward;  90,240;  $400 

GRAND  FORKS— ►  KNOX-TV  (10)  NBC;  Rambeau;  37,000;  N;  $200 

MINOT— 
►  KCJB-TV  (13)  CBS,  NBC,  ABC;  Weed;  29,000; 

$200 

KMOT  (10)  10/5/55-Unknown 
WILLISTONf— 

Meyer  Broadcasting  Co.  (8)  7/19/56-Unknown 

VALLEY  CITY— ►  KXJB-TV  (4)  CBS;  Weed;  110,000;  N,  LF,  LS; 

$450 

OHIO 

AKRON— 
►  WAKR-TV  (49)  ABC;  Weed;  174,066;  $300 

ASHTABULAf — 
WICA-TV  (15)  See  footnote 

CANTONf — 
WTLC  (29)  3/22/56-Unknown 
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COMPARATIVE  NETWORK  SHOWSHEET 

ABC 

SUNDAY 

CBS NBC ABC 

MONDAY 
CBS NBC ABC 

TUESDAY 
CBS NBC ABC  CBS  NB 

Noon 

12:15 

1:00 

1:15 

1  :30 

1:45 

2:00 

2:45 

3:00 

3:15 

4:00 

4:15 

4:30 

5:15 

5:30 

5:45 

6:00 

6:15 

6:30 

6:45 

7:00 

7:15 

7:30 

7:45 

8:00 

8:15 

8:30 

8:45 

9:00 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

College 
Press 

Conference 
L 

Going 

Places 
L 

Skippy 
Peanut 
Butter 

You  Asked 
For  It 

F 

Pearson 
Pharmacal 
Max  Factor I'M. 
J.  H.  Breck 
Famous 
Film 

Festival 

(Partici- pating) 
F 

Pharmaceu- ticals 
Ted  Mack 
Amateur 
Hour 
L 

Focus 
F 

Lei's  Take A  Trip 

Kellogg 

Wild  Bill 
Hickok 

F 

Beechnut 
Dr.  Spock 

L 

Youth 
Wants 

To  Know 
L 

Frontiers 

of  Faith L 

Bandwagon 
(Sus.) 

Face  the 
Nation 

(Sus.) 

The  CBS Sunday 
News 

(Sus.) 

Bell 
Telephone 
System Telephone 
Time 

Prudential 
You  Are 
There  L 

Campbell 
Soup 

(Alt.  wks.) Kellogg 

Lassie  F 

Am.  Tobacco 
Private 

Secretary 
(Weekly) 

Mercury 
Div.  of 

The  Ford 
Motor  Co. The 
Ed  Sullivan 

Show 
L 

Gen.  Elect. 
G  E Theatre 
F 

American 
Forum 

L 

Mutual 
of  Omaha 
Zoo  Parade 

L 

Outlook 

L#F 

Johns  Man- ville 
Pan  Amer. 
Meet  the 

Press 
L 

Gen.  Foods 
Roy  Rogers 

F 

General 
Foods 
Topper 

F 

Reynolds 
Metals Frontier 

F 

AVCO 
JergeDS Brown  & 

Williamson 
Steve  Allen 
Show  L 

7:30-9  p.m. 
(1  wk.  of  4) Sunday 

Spectaculars 

Bristol- 
Myers Hitchcock 

Presents 
F 

Goodyear Corp. 

(alt.  with) 
Alcoa TV 

Playhouse 
L 

P.  Lorillard 
(Alt.  wks.) 
Revlon 

The  $64,000 
Challenge 
Helene 
Curtis 

(Alt.  wks.) 
Remington 

What's 

P&G 
Man 

Against Crime L 
White  Owl 

Cigars' 

National Bowling 

Champions 

Afternoon Film 
Festival 
F&L Participating 

(see  footnote) 

Mickey 

Mouse 
Club 

(see 

footnote) 

F 

Co-op 

Jack  Drees  L 
Sports  Show 

Daly-News 

Ralston- Purina 
Bold  Journev 

F 

Dotty  Mack 
Show L 

Firestone Voice  of 
Firestone 

L 

Film 
Fair Participating F&L 

Stand. Brands Valiant  Lady 
Amer.  Home 
Products 

Love  of  Life P&G 
Search  for 
Tomorrow 

P&G  Guid- 
ing  Light 

L 
1:00  CBS 

News 1:10  Slandup 
<$  Be  Counted 

s 
P&G 

As  The World 
Turns 

The  Johnny 
Carson  Show 

S 

Art 

Linkletter's 
House  Party 

(See 

Footnote) 

Colgate 
Big  Payolf MWF 
Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 
The  Brighter 

Day 

Am.  Home 
Pr.  Secret 

Storm I'&G 

The  Edge 
of  Night 

Whitehall News 
L 

Whitehall 
News L 

Johnson  & 
Johnson 

(Alt.  wks.) Wildroot 
Rob.  Hood  F 

Carnation 
(Alt.  wks.) 

B.  F.  G'rich Burns  & 
Allen  F 
Lvr.-Lptn. 
(Alt.  wks.) 
Toni  Co. 
Talent 
Scouts 
P&G 

(Alt.  wks.) Gen.  Foods 
Chas.  Farrcll 

Show 

General 
Foods 

Vic  Damonc 
Show 

Westing- house Studio  One 
Summer Theatre 

L 

Tic  Tac Dough 

L 

It  Could 
Be  You 

L 

Tennessee 
Ernie  Ford 

Show 
L 

NBC 
Matinee 
Theatre 

(Partici- 

pating) 
Color  L 

Queen 
For  A 

Day 

Participatin 
L 

Modern 
Bomances 

L Comedy 

Time 

F 

Lever  Bros. 
G.  MacBae 

L 
Camel Caravan 

L 
Ford  Motor 
Co.,  BCA 

Producers' 
Showcase 

(8-9:30 1  wk.  of  4) 
Rem.  Rand 

Amer. 
Chicle 

Helene  Crts. 
Ernie  Kovac 
Show  L 

GE  &  G&P 
Medic 

F 

Johnson 
Wax 

alt.  with 
Schick 

Robert Montgomery 
Presents 

L 

Wesson  Oil Valiant  Lady 
Amer.  Home 
Products 

Love  of  Life P&G 
Search  for 
Tomorrow 

P&G  Guid- ing Light 

1:00  CBS News 
1:10  Standup 

$  Be  Counted S 

P&G As  The 
World 
Turns 

The  Johnny 

Carson  Show 
S 

(Alt.  Tues.) Best  Foods 

Art 

Linkletter's 

House  Party 

(See 

Footnote) 

Afternoon Film 

Festival 
F&L Participating 

(see  footnote) 

Colgate Big  Payoft MWF 
Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 

The  Brighter 

Da; 
Jay 

Hoi 
Am.  Home 
Pr.  Secret 
Storm 

P&G The  Edge 
of  Night 

Mickey 

Mouse Club 

(see 

footnote) 

F 

Co-op 

Jack  Drees  L 

Sports  Show 
Daly-News 

L&M 
Gen.  Elec. 
Monsanto 
Warner 
Bros. 

Presents 
F 

Gen.  Mills Parker  Pen 
(Alt.  wks.) Wyatt  Earp 

F 

Gen.  Electric 
G.E.  Summer 

Originals F 

Pall  Mall 
News 
L 

Pall  Mall 
News 
L 

Whitehall 
(Alt.  wks.) Lanolin  Plus 
Name  That 

Tune 
R.J.Reynolds 
(Alt.  wks.) Amana Phil 

Silvers  F 

Maytag  Co. 
(Alt.  wks.) 
Sheaffer Navy  Log 

F 
Pharmaceu. 

Lombardo's 
Jubilee Eff.  6/19 

Joe  and Mabel 

duPont 
Cavalcade 
Theatre 

F 

The  Big 

Picture 

S.C. Johnson 
(Alt.  wks.) 
Pet  Milk 
Spotlight Theatre  L 

Revlon 
The  $64,000 

Question 
L 

G.M. 
(Alt.  wks.) 

Liggett  &  M. 
Frigidaire Do  You 
Trust  Your 

Tennessee 

Ernie  Ford 
L 

Colgate- 

Palmolive 
Feather 

Your  Nest 

L 

NBC 

Matinee 
Theatre 

(Partici- 

pating) 
Color  L 

Queen 

For  A 

Day 

Participating 

L 

Modern 
Bomances 

L Comedy 

Time 
F 

Frankie 

Earle 
L 

Sperry-Rand News 
L 

Dear 
Phoebe 

F 

Hazel  Bishop 
This  Is  Show 

Business 
L 

P&G 
Sneak 
Preview 

F 

Armstrong 

Cork Armstrong 

Circle  Th'trc 
Kaiser 

Aluminum Hour 

L 

Lever  Bros. 
A.C. 

Spark  Plug 

Big  Town 

Afternoon 
Film Festival F&L 

Participating 

(see  footnote^) 

Mickey 

Mouse Club 

(see 

footnote) 

F 

Co-op 

Jack  Drees  L 

Sports  Show Miles  Labs 
Daly-News 

American 

Motors American 

Dairy 

Derby  Foods Disneyland 
F 

Am.  Tobacco 

Pearson Pharm. Dunninger 

L 

Eastman Kodak 
Screen 

Directors 

Playhouse 

Eddy 

Arnold 
Show 
L 

Pabst Brewing  Co. 
Mennen  Co. Wednesday 

Night  Fights L 

Gen.  Mills Valiant  Lady 
Amer.  Home 
Products 

Love  of  Life 
P&G 

Search  for Tomorrow 

P&G  Guid- ing Light 

L 1:00  CBS 
News 1:10  Standup 

4  Be  Counted 
S P&G 

As  The World 

Turns 
The  Johnny 

Carson  Show 

S Simon  iz 
July  4,  11,  18 Art 

Linkletter's 

House  Party 

(See 

Footnote) 

Colgate 

Big  Payoff MWF Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 
The  Brighter 

Day 

Am.  Home 
Pr.  Secret Storm 

P&G 
The  Edge 
of  Night 

Whitehall 

News L 

Whitehall 

News L 

CBS 
Cartoon 
Theater 

Toni  Co. (8-8:30) 

(Alt.  wks.) 
Bristol  Myers 
Frankie  Laine 

Time 

Kellogg 

(8:30-9) 
(Alt.  wks.) 

Pillsbury 

Colgate The 
Millionaire 

F 

R.  J. 

Reynolds 

I've  Got 

A  Secret 
L 

General 
Electric 20th  Cntry. 

Fox  Hour 
(Alt.  wks.) U.  S.  Steel U.  S. 
Steel  Hour F 



ABC  CBS NBC ABC CBS 
NBC 

ABC CBS 

1  .ernoon 
Film 
slival 

f.F&L Pi  cipating 

(gi  footnote) 

Toni 
Valiant  Lady 
Amer.  Home 
Products 

Love  of  Life 
T&tT 

Search  for 
Tomorrow 
P&G  Guid- 
ing  Light 

It 1 :00  CBS 
News 

1:10  Slanduj. 
A  Be  Counlec 

S 

P&G 
As  The 
World 
Turns 

The  Johnny 
Carson  Show 

S 

Art 

Linkletter's House  Party 

(See Footnote) 

Colgate 
Big  Payoff MWF 
Sus.  Tu,  Th 

Colgate- Palmolive 
Feather 

Your  Nest 
L 

Bob  Crosby 
(See  Foot- notes) 
— F&7T 

The  Brighter 
Day 

Am.  Home 
Pr.  Secret 
Storm 

P&G 
The  Edge 
of  Night 

1;  y-News 

p  Hour 
jlass 
F 

News 
L 

Quaker Oats 
Sgt.  Preston 
of  the  Yukon 

F 
B.  J. 

Beynolds Bob 
Cummings 
Show  F 

.  Dairy 
i.  Mills 
Lone 
langer 
F 

reatest 
i'porls Wills 
F 

mipass 
F 

Chrysler 
Motors 

Climax — Shower 
of  Stars 

L 

Singer  Sew'g. (Alt.  wks.) 
Brstl.  Myrs. 
Four  Star 

Playhouse  F 

Toni  Co. 
(Alt.  wks.) 

Hazel  Bishop 
The  Arthur 
Murray  Prty 

Quiz 
Kids 

(Sust.) 

NBC 
Matinee 
Theatre 

(Partici- pating) 
Color  L 

Queen For  A 

Day 

Participating! 
L 

Modern 
Romances 

L 

Afternoon 
Film 

Festival 
F&L 

Participating^ 

(sec  footnote) 

Comedy 
Time 
F Mickey 

Mouse Club 

(see 
footnote) 

F 

—77  

Co-op 

I  Jack  Drees  I 
Sports  Show 

Daly-News 
Chevrolet 

Sn'ky  Lanson| Show  L 
Camel 
News Caravan  L 

DeSoto- Plymouth Best  of 
Groucho 

F 

Combat 
Sergeant 

ChesterBeld 
Dragnet 

F 

Borden  Co. 

The  People's Choice 
F 

Ford 
Theatre 

F 

Lever 
Bros. 
Lux 
Video 

Theatre 
L 

Chevrolet 
Crossroads 

F 

[  Helene  Curtis Wine  Corp. 
Dollar  A 
Second 

L 

Sterling Drug 

The  Vise 
F 

Pabst Brewing 
It's  Polka 

Time 
L 

Gen.  Mills Valiant  Lady 

Amer.  Home 
Products 

Love  of  Life 

Search  for 
Tomorrow 

P&G  Guid- ing  Light L 

10  Slandup 
Be  Counted S 

The  Johnny 
Carson  Show S 

Art 

Linkletter's House  Party 

(See 
Footnote) 

Colgate 
Big  Payoff MWF 

(Sus.  Tu,  Th) 

Bob  Crosby 

(See 
Footnotes) 

P&G 
The  Brighter 

Day 

Am.  Home 
Pr.  Secret. 
Storm 
P&G 

The  Edge 
of  Night 

Whitehall 
News L 

Whitehall 
News 
L 

Colgate- Palmolive  Co 
My  Friend Flicka 

Gen.  Foods 
Hollywood 
Summer 
Theatre L 

General 
Foods Our 
Miss 

Brooks 

B.J. Beynolds 
(Alt.  wks.) 

C'gate  P'olive The 
Crusader 

F 

Schlitz Brewing 

Playhouse of  Stars 
F 

Brown  & 
Williamson 
(Alt.  wks.) 

P&G 
Undercurrent 

F 
Amer.  Oil Hamm 

Elgin 

Tennessee 
Ernie  Ford L 

Colgate- Palmolive 
Feather 

Your  Nest L 

NBC 
Matinee 
Theatre 
(  Partici- pating) 
Color  L 

Queen 
For  A 

1  Day 

Participating 
L 

Mtnlrrn 
Romances 

L I  'timedv 

Time F 

Jaye  P. Morgan  L 

P.  Lorillard 
&  Toni  Co. 
Truth  or 

Cop  sequences F 

Gulf 
Life  of  Biley 

F 

Simoniz  & Amer.  C&C 
Big  Story 

F 
7/13  Best In  Mystery 

Ponds 
Campbell 

Soup 

Star  Stage 
F 

Gillette 
Cavalcade 
of  Srjorts 

State  Farm 

Bed  Barber's 

American 
Chicle  Co. &  Co-op 

Ozark 
Jubilee L 

Balston 
Grand  Ole 

Opry 

(Every 
fourth 
week) 

Dodge 
Div. 

The Lawrence Welk 

Show 
L 

Gen.  Mills 
(Alt.)  Nestle 

Co.,  The Lone  Banger F 

Emerson  Drg 
Mathiesson 
Masquerade 

Party 

L 

National 

Dairy 

The  Big 

Top 

L 

Baseball Preview 

Colgate- 
Palmolive 
(Alt.  wks.) 
Brown  & Williamson 
(10  min.) 

Falstaff Brewing 

co-sponsor. 
American 
Safety 

Bazor 
Game  of 
the  Week 

Saturday 

Sports Alirror 
(Sus.) 

Buick 
Jackie Gleason 

Show 

Nestle 
Stage 

Show 

P.  Lorillard 
(Alt.  wks.) Bulova  Wtch, 
Two  for  the Money  L 

P&G 
Buss 

Morgan 
Show L 

NBC 

Liggett  & 

Myers Gunsmoke 
(3  of  4  wks.) F 

Heinz 
Capt. Gallant F 

Speidel Purex Down 

You  Go L 

tFT,i"NOCN 

Sunbeam Gold  Seal 
Noxzema I  Kleenex 
Armour Toni 

Tony  Bennett 
Show L 

Toni 

PaperMate People Are  Funny 
F 

Mennen 

Co. 

High 

Purex Whitehall 
Festival 
of  Stars F 

Armour 

(al.t) 
Pet  Milk Encore 
Theatre F 

Noon 

12:15 

12:30 

12:45 

Am.  Tobacco 
Warner 

.  Lambert 
'  Adventure 

1:00 

1:15 

1:30 

1  :45 
2:00 

2:15 
2:30 

2:45 

3:00 

3:15 

3:30 

3:45 

4:00 

4:15 

4:30 

4:45 

5:00 

5:15 

5:30 

5:45 

6:00 

6:15 

6:30 

6:45 

7:00 

7:15 

7:30 

8:15 

8:30 

8:45 

9:00^ 

9:45 

10:00 

10:15 

TO: 

SATURDAY 

CBS:  Capt.  Kangaroo,  9-9:30 a.m.;  General  Foods  Mighty 
Mouse  Playhouse,  10:30-11 a.m.,  alt.  weeks;  Winky  Dink 
and  You,  11-11:30  a.m.;  Tales 
of  Texas  Ranger  (Curtis 
Candy,  General  Mills,  alt. 
weeks),  11:30-12  noon. 

NBC:  Pinky  Lee  Show,  10- 
10:30  a.m.;  I  Married  Joan, 
10:30-11  a.m.;  Fury  (General 
Foods),  11-11:30  a.m.;  Uncle 
Johnny  Coons,  11:30-12  noon. 

SUNDAY 

CBS:  Lamp  Unto  My  Feet,  10- 
10:30  a.m.;  Look  Up  And  Live, 
10:30-11  a.m.;  Eye  on  New 
York.  11-11:30  a.m.  Camera 
Three,  11:30-12  noon. 

MONDAY-FRIDAY 

CBS:  Good  Morning.  7-8  a.m.; 

Captain  Kangaroo,  8-9  a.m. (participating  sponsors); 

Garry  Moore,  M-Th.,  10-10:30 
am.;  Fri.,  10-11:30  a.m.;  Ar- 

thur Godfrey,  M-Th.,  10- 10  30;  (see  footnotes);  Strike 
It  Rich,  11:15-12  noon. 

NBC:  Todav,  7-9  a.m.  (partic- 
ipating sponsors);  Ding  Dong 

School,  10-10:30  (see  foot- notes!; Ernie  Kovacs  Show. 
10:30-11  a.m.;  Home,  11-12 
noon  (participating  sponsors). 

FOOTNOTES: 

Explanation:  Programs  in 
italics,  sustaining;  Time,  EST, 
L  live:  F,  film;  K,  kinescope 
recording;  E,  Eastern  net- work;  M.  Midwestern. 

VHC  Afternoon  Film  Festival, 
Mon.-Fri.— Kendall  Co.,  Nor- 

wich Pharm.  Mickey  Mouse 
Club.  Mon.-Fri.  5-6.  Am.  Par., 
Armour,  Bristol-Myers,  Camp- 

bell Soup,  Carnation,  Coca- 
Cola,  Gen.  Mills,  S.  C.  Johnson 
&  Son,  Lettuce  Inc.,  Mattel, 
Mars,  Miles  Labs,  Minnesota Mining,  Morton  Salt,  SOS,  Tv 
Time  Foods,  Welch,  Vicks. 

CBS — Garry  Moore  M.-Fri.  15 
min.  segments  sponsored  by 
Campbell  Soup,  Lever  Bros., 
Toni.  General  Mills,  Serta.  Best 

Foods,  Hytron,  Yardley,  Con- 
verted Rice,  Bristol-Myers,  Sta- 

ley,  Chevrolet,  SOS. 

Arthur  Godfrey  M.-Thurs.  15 
min.  segments  sponsored  by 
Bristol  Myers,  Standard 
Brands,  Norwich  Pharmacal, 
Manhattan  Soap,  Pillsbury, 
General  Mills,  Bauer  and 
Black,  Kellogg,  Easy  Washer, 
Simoniz,  American  Home. 

House  Party — 15  min.  segments 
sponsored  by  Kellogg,  Lever. 
Pillsbury,  Swift,  Campbell 
Soup. 

Bob  Crosby — 15  min.  segments 
sponsored  by  Gerber  Prod., 
Procter  &  Gamble,  General 
Mills,  Carnation,  Wesson  Oil. 
Best  Foods,  Toni,  Hazel 
Bishop. 

©  1956  by  Broadcasting Publications,  Inc. 
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BT  TELESTATUS 

CINCINNATI— 
►  WCET  (*48) 
►  WCPO-TV  (9)  ABC;  Blair;  767,729;  N;  $1,200 
►  WKRC-TV  (12)  CBS;  Katz;  662,236;  N;  $1,000 
►  WLWT  (5)  NBC;  WLW  Sis.;  487,000;  N;  $800 
WQXN-TV  (54)  Forjoe;  5/14/53-Unknown 

CLEVELAND— 
►  WEWS  (5)  ABC;  Blair;  1,210,000;  N;  $1,000 
►  KYW-TV  (3)  NBC;  Peters,  Griffin,  Woodward; 

1,174,004;  N;  $1,800 
►  WJW-TV  (8)  CBS;  Katz;  1,146,150;  N;  $1,700 
WERE-TV  (65)  6/18/53-Unknown 
WHK-TV  (19)  11/25/53-Unknown 

COLUMBUS— 
►  WBNS-TV  (10)  CBS;  Blair;  500,400;  N;  $825 
►  WLWC  (4)  NBC;  WLW  Sis.;  351,000;  N;  $800 
►  WOSU-TV  (*34) 
►  WTVN-TV  (6)  ABC;  Katz;  381,451;  $600 
DAYTON— 
►  WHIO-TV   (7)   CBS;  Hollingbery;  637,330;  N; 

$800 ►  WLWD  (2)  ABC,  NBC;  WLW  Sis.;  332,000;  N; 

$800 WIFE  (22)  See  footnote 

ELYRIAf — 
WEOL-TV  (31)  2/11/54-Unknown 

LIMA— 
►  WIMA-TV  (35)  NBC,  CBS,  ABC;  H-R;  76,487; 

$150 
MANSFIELDf— 
WTVG  (36)  6/3/54-Unknown 

MASSILLONf — 
WMAC-TV  (23)  Petry;  9/4/52-Unknown 

OXFORD— 
WMUB-TV  (*14)  7/19/56-Unknown 

STEUBENVILLE  (WHEELING,  W.  VA.)— 
►  WSTV-TV  (9)  CBS,  ABC;  Avery-Knodel;  1,184,- 

839;  $400 
►  WTRF-TV  (7)  See  Wheeling 
TOLEDO— 
►  WSPD-TV  (13)  CBS,  ABC,  NBC;  Katz;  406,000; 

N;  $1,000 
WTOH-TV  (79)  10/20/54-Unknown 

YOUNGSTOWN— 
►  WFMJ-TV  (21)  NBC;  Headley-Reed;  202,771;  N; 

$350 ►  WKBN-TV  (27)  CBS,  ABC;  Raymer;  202,534; 
N;  $350 

WXTV  (73)  11/2/55-Unknown 
ZANESVILLE — 
►  WHIZ-TV  (18)  ABC,  CBS,  NBC;  Pearson;  50,- 

000;  N;  $150 
OKLAHOMA 

ADA— ►  KTEN   (10)    ABC;    CBS,  NBC    (per  program 
basis);  Vernard;  93,223;  N;  $225 

ARDMORE— 
KVSO-TV  (12)  NBC;  Pearson;  5/12/54-8/15/56 

ENID— 
►  KGEO-TV  (5)  ABC;  Pearson;  109,000;  N;  $225 
LAWTONf— 
►  KSWO-TV  (7)  ABC;  Pearson;  71,000;  $150 
MUSKOGEE— 
►KTVX  (8)  ABC;  Avery-Knodel;  320,000;  $500 
OKLAHOMA  CITY— 
►  KETA  (*13) 
►  KWTV  (9)  CBS,  ABC;  Avery-Knodel;  395,168; 

N;  $800 
►  WKY-TV  (4)  NBC,  ABC;  Katz;  395,168;  N,  LL, 

LF,  LS;  $920 
KTVQ  (25)  See  footnote 

TULSA— ►  KOTV  (6)  CBS;  Petry;  319,312;  N;  $750 
►  KTVX  (8)  (See  Muskogee) 
►  KVOO-TV  (2)  NBC;  Blair;  319,312;  N,  LS;  $700 
KOED-TV  (*11)  7/21/54-Unknown 
KSPG  (17)  2/4/54-Unknown 
KCEB  (23)  See  footnote 

OREGON 

EUGENE— 
►  KVAL-TV  (13)  NBC,  ABC  (CBS  per  program 

basis);  Hollingbery;  61,500;  $300 
KLAMATH  FALLSf— 

KOTI  (2)  12/2/54-September;  Hoag-Blair;  $150 
MEDFORD— 
►  KBES-TV  (5)  ABC,  CBS,  NBC;  Hoag-Blair;  36,- 

100;  $200 
PORTLAND— 
►  KLOR  (12)  ABC;  Hollingbery;  340,000;  N;  $700 
►  KOIN-TV  (6)  CBS;  CBS  Spot  Sis.;  317,700;  N; 

$700 ►  KPTV  (27)  NBC;  NBC  Spot  Sis.;  356,442;  N,  LF, 
LS;  $700 

KGW-TV  (8)  6/23/55-Unknown 
ROSEBURGf— 
►  KPIC  (4)  Hollingbery  (satellite  of  KVAL-TV 

Eugene,  Ore.) 
SALEMf — 
KSLM-TV  (3)  9/30/53-Unknown 

PENNSYLVANIA 

ALLENTOWN-j  — 
WQCY  (39)  Weed;  8/12/53-Unknown 
WFMZ-TV  (67)  See  footnote 

ALTOONA— 
►  WFBG-TV  (10)  CBS,  ABC,  NBC;  H-R;  573,731; 

$750 
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BETHLEHEM— ►  WLEV-TV  (51)  NBC;  Meeker;  89,307;  N;  $200 
EASTONf— 
►  WGLV  (57)  ABC;  Headley-Reed;  94,635;  $175 

ERIE— 
►  WICU  (12)  NBC,  ABC;  Petry;  223,500;  N;  $700 
►  WSEE  (35)  CBS,  ABC;  Avery-Knodel;  164,000; 

$250 

HARRISBURG— ►  WCMB-TV  (27)  Forjoe;  $200 
►  WHP-TV  (55)  CBS;  Boiling;  241,449;  $325 
►  WTPA  (71)  ABC;  Harrington,  Righter  &  Par- sons; 200,000;  N;  $350 

HAZLETONf — 
WAZL-TV  (63)  Meeker;  12/18/52-Unknown 

JOHNSTOWN— 
►  WARD-TV  (56)  ABC,  CBS;  Weed;  $200 
►  WJAC-TV  (6)  NBC,  CBS,  ABC;  Katz;  992,604; 

N,  LL,  LS,  LF;  $750 

LANCASTER  (HARRISBURG,  YORK)— 
►  WGAL-TV  (8)  NBC,  CBS;  Meeker;  917,320;  N, 

LS,  LF;  $1,200 
LEBANONf— 
WLBR-TV  (15)  See  footnote 

NEW  CASTLE— WKST-TV  (45)  See  footnote 
PHILADELPHIA— 
►  WCAU-TV  (10)  CBS;  CBS  Spot  Sis.;  2,094,852; 

N,  LF,  LS;  $3,250 
►  WFIL-TV  (6)  ABC;  Blair;  2,105,636;  N,  LL,  LS, 

LF;  $2,875 
►  WRCV-TV  (3)  NBC;  NBC  Spot  Sis.;  2,088,318; 

N;  $3,200 WHYY-TV  (*35)  3/28/56-Unknown 
WPHD  (23)  9/28/55-Unknown 
WSES  (29)  3/28/56-Unknown 

PITTSBURGH— ►  KDKA-TV  (2)  NBC,  CBS,  ABC;  Peters,  Griffin, 
Woodward;  1,200,000;  N;  $1,700 

►  WENS  (16)  ABC,  CBS,  NBC;  Branham;  400,000; 

$450 
►  WQED  (*13) 

WIIC  (11)  CBS;  Blair;  7/20/55-Unknown 
WTVQ  (47)  Headley-Reed;  12/23/52-Unknown 
Tv  City  Inc.  (4)  Initial  Decision  4/23/56 
WKJF-TV  (53)  See  footnote 

READING— ►  WHUM-TV  (61)  CBS,  ABC;  Weed;  211,900;  N; 

$450 

WEEU-TV  (33)  See  footnote 

SCRANTON— ►  WARM-TV  (16)  ABC;  Boiling;  200,000;  $225 
►  WGBI-TV  (22)  CBS;  H-R;  286,500;  N;  $500 
WTVU  (44)  (See  footnote) 

SHARONf — 
WSHA  (39)  1/27/54-TJnknown 

SUNBURYf— 
WKOK-TV  (38)  2/9/55 -Unknown 

WILKES-BARRE— 
►  WBRE-TV  (28)  NBC;  Headley-Reed;  306,000;  N; 

$450 

►  WILK-TV  (34)  ABC;  Avery-Knodel;  306,000;  N; 

$300 

WILLIAMSPORTf — 
WRAK-TV  (36)  Everett -McKinney;  11/13/52- 
October 

YORK— 
►  WNOW-TV  (49)  Keller;  137,000;  $200 
►  WSBA-TV  (43)  ABC;  Young;  145,563;  $200 

RHODE  ISLAND 

PROVIDENCE— ►  WJAR-TV  (10)  NBC,  ABC;  Weed;  1,404,202;  N; 

$1,200 
►  WPRO-TV  (12)  CBS;  Blair;  1,404,202;  $1,000 
WNET  (16)  See  footnote 

SOUTH  CAROLINA 

ANDERSON— ►  WAIM-TV  (40)  ABC;  Headley-Reed;  127,550;  N; 

$200 

CAMDEN  f  — 
WACA-TV  (14)  6/3/53-Unknown 

CHARLESTON— ►  WCSC-TV  (5)  CBS,  ABC;  Peters,  Griffin,  Wood- 
ward; 210,399;  N;  $400 

►  WUSN-TV  (2)  NBC,  ABC;  Weed;  202,000;  $300 

COLUMBIA— ►  WIS-TV  (10)  NBC,  ABC;  Peters,  Griffin,  Wood- 
ward; 210,399;  N;  $400 

►  WNOK-TV  (67)  CBS,  ABC;  Raymer;  110,000; 

$200 
FLORENCE— ►  WBTW  (8)  CBS,  NBC,  ABC;  CBS  Spot  Sis.; 

154,265;  $300 

GREENVILLE— ►  WFBC-TV  (4)  NBC;  Weed;  316,366;  N;  $450 
WGVL  (23)  See  footnote 

SPARTANBURG— 
►  WSPA-TV  (7)  CBS;  Hollingbery;  286,765;  $450 

SOUTH  DAKOTA 
DEADWOODf — 

Heart  of  the  Black  Hills  Stations  (5)  Initial 
Decision  6/28/56 

FLORENCEf— 
►  KDLO-TV   (3)    (Satellite  of  KELO-TV  Sioux Falls) 

RAPID  CITYf — 
►  KOTA-TV  (3)  CBS,  ABC,  NBC;  Headley-Reed; 

18,610;  $150 

SIOUX  FALLS — ►  KELO-TV  (11)  NBC,  ABC,  CBS;  H-R;  181,975 
(includes  coverage  of  satellite  KDLO-TV  Flor- ence); $425 

TENNESSEE 

BRISTOLf — WCYB-TV  (5)  (Siee  Bristol,  Va.) 

CHATTANOOGA— ►  WDEF-TV  (12)  CBS,  ABC;  Branham;  183,500 

N;  $450 ►  WRGP-TV  (3)  NBC;  H-R;  $400 

JACKSON— ►  WDXI-TV  (7)  CBS,  ABC;  Headley-Reed;  102 385;  N;  $200 

JOHNSON  CITY— ►  WJHL-TV  (11)  CBS,  ABC,  NBC;  Pearson;  185, 316;  $250  (film) 

KNOXVILLE — ►  WATE  (6)  NBC,  ABC;  Avery-Knodel;  229,130 

N;  $600 ►  WTVK  (26)  CBS,  ABC;  Pearson;  175,000;  N;  $361 
WBIR-TV  (10)  1/13/56-August;  CBS;  Katz;  $60( 

MEMPHIS— 
►  WHBQ-TV  (13)  ABC;  H-R;  438,231;  $700 
►  WKNO-TV  (*10) 
►  WMCT  (5)  NBC;  Blair;  438,231;  N;  $900 
►  WREC-TV  (3)  CBS;  Katz;  438,231;  $900 

NASHVILLE— ►  WLAC-TV  (5)  CBS;  Katz;  489,958;  N;  $750 
►  WSIX-TV  (8)  ABC;  Hollingbery;  380,000;  $425 
►  WSM-TV  (4)  NBC;  Petry;  260,229;  N,  LF,  LS; 

$825 

TEXAS 

ABILENE— ►  KRBC-TV  (9)  NBC,  ABC;  Pearson;  59,760;  $225 

AMARILLO — ►  KFDA-TV  (10)  CBS,  ABC;  H-R;  85,993;  $300 
►  KGNC-TV  (4)  NBC;  Katz,  85,993;  N;  $340 

AUSTIN— 
►  KTBC-TV  (7)  CBS,  ABC,  NBC;  Raymer;  158,- 

637;  N;  $400 

BEAUMONT— ►  KFDM-TV  (6)  CBS,  ABC;  Peters,  Griffin,  Wood- ward; 109,000;  N,  LF;  $350 
KBMT  (31)  See  footnote 

BIG  SPRING— ►  KBST-TV  (4)  CBS  (ABC  per  program  basis); 
Pearson;  48,453;  $150 

BROWNWOOD— Brownwood  Tv  Co.  (19)  6/6/56-Unknown 

CORPUS  CHRISTI— ►  KRIS-TV  (6)  NBC;  Peters,  Griffin,  Woodward; 

80,000;  N,  LF,  LS;  $300' ►  KVDO-TV  (22)  NBC,  ABC,  CBS  (per  program 
basis);  Young;  57,500;  $200 

KSIX-TV  (10)  7/13/56-Unknown 

DALLAS— 
►  KRLD-TV  (4)  CBS;  Branham;  564,080;  N;  $1,100 
►  WFAA-TV  (8)  ABC,  NBC;  Petry;  564,080;  N; 

$1,000 EL  PASO— 
►  KROD-TV  (4)  CBS,  ABC;  Branham;  90,778;  N; 

$450 

►  KTSM-TV  (9)   NBC;   Hollingbery;   88,003;  N; 

$325 

KILT  (13)  3/18/54-September 

FT.  WORTH— ►  WBAP-TV    (5)    ABC,    NBC;    Peters,  Griffin, 
Woodward;  585,000;  N,  LL,  LF,  LS;  $1,000 

►  KFJZ-TV  (11)  H-R;  540,930;  $600 

GALVESTON  (HOUSTON)— 
►  KGUL-TV  (11)  CBS;  CBS  Spot  Sis.;  459,250; 

$1,000 

HARLINGENf  (BROWNSVILLE,  Mc ALLEN, 

WESLACO)— ►  KGBT-TV  (4)  CBS,  ABC;  H-R;  85,817  (plus 8,000  Mexican  coverage);  $300 

HOUSTON— 
►  KPRC-TV  (2)  NBC;  Petry;  492,000;  N;  $1,000 
►  KTRK  (13)  ABC;  Hollingbery;  492,000;  N,  LF. 

LS;  $850 ►  KUHT  (*8) 
►  KGUL-TV  (11)  See  Galveston 
KNUZ-TV  (39)  See  footnote 
KXYZ-TV  (29)  6/18/53-Unknown 

LAREDOf— ►  KHAD-TV  (8)  CBS,  NBC,  ABC;  Pearson;  12,864; 

$150 

LONGVIEWf — 
KTVE  (32)  See  footnote 

LUBBOCK— ►  KCBD-TV  (11)  NBC,  ABC;  Raymer;  120,859;  N; 

$350 

►  KDUB-TV  (13)  CBS;  Branham;  129,745;  N,  LS, 
LF;  $350  (film) 

LUFKIN— 

►  KTRE-TV  (9)  Venard;  54,028;  $225  (Station  re- 
ceives NBC  programs  from  KPRC-TV  Houston but  is  not  an  NBC  affiliate.) 

MIDLAND— ►  KMID-TV  (2)  NBC,  ABC;  Venard;  78,000;  $200 

ODESSA— 
►  KOSA-TV  (7)  CBS;  Pearson;  78,500;  $250 

SAN  ANGELO— ►  KTXL-TV  (8) CBS,  NBC,  ABC;  Venard;  44,622; 

$200 

SAN  ANTONIO— 
►  KCOR-TV  (41)  ABC;  O'Connell;  70,000;  $200 
►  KENS-TV  (5)  CBS,  ABC;  Peters,  Griffin,  Wood- ward; 312,626;  N;  $700 
►  WOAI-TV  (4)  NBC,  ABC;  Petry;  315,179;  N,  LL, 

LS,  LF;  $700 
KONO-TV  (12)  5/23/56-Unknown 

Broadcasting    •  Telecasting 



SWEETWATER— 
►  KPAR-TV   (12)    CBS;    Branham;    62,469;  $200 

(satellite  of  KDUB-TV  Lubbock,  Tex.) 
TEMPLE  (WACO)— 
►  KCEN-TV  (6)  NBC;  Hollingbery;  152,647;  N; 

$300 
TEXARKANA  (ALSO  TEXARKANA,  ARK.)— 
►  KCMC-TV  (6)  CBS,  ABC;  Venard;  161,840;  N; 

$260 
TYLER— 
►  KLTV  (7)  NBC,  ABC,  CBS;  Pearson;  108,000; 

$250 
WACO  (TEMPLE)— 
►  KWTX-TV  (10)  ABC,  CBS;  Pearson;  123,000;  N; 

$250 
WESLACO  (BROWNSVILLE,  HARLINGEN, 
McALLEN)— 

►  KRGV-TV  (5)  NBC;  Pearson;  85,817  (plus  8,000 
Mexican  coverage) ;  $250 

WICHITA  FALLS— 
►  KFDX-TV  (3)  NBC,  ABC;  Raymer;  105,135;  N; 

$300 
►  KSYD-TV  (6)  CBS;  Hoag-Blair;  105,030;  $300 

UTAH 
SALT  LAKE  CITY 
►  KSL-TV  (5)  CBS;   CBS  Spot  Sis.;  205,500;  N; 

$600 ►  KTVT  (4)  NBC;  Katz;  205,500;  N;  $600 
►  KUTV  (2)  ABC;  Hollingbery;  205,500;  $450 

VERMONT 

BURLINGTON— 
►  WCAX-TV  (3)  CBS;  Weed;  140,752;  $300 

VIRGINIA 

BRISTOL!— 
WCYB-TV  (5)  Gill-Perna;  4/13/56-September 

DANVILLE)  — 
WBTM-TV  (24)  See  footnote 

HAMPTON— 
►  WVEC-TV  (15)  See  Norfolk 
HARRISONBURG— 
►  WSVA-TV  (3)  ABC,  CBS,  NBC;  Pearson;  138,- 

633;  $200 
LYNCHBURG— 
►  WLVA-TV  (13)  ABC;  Hollingbery;  308,675;  N; 

$300  (film) 
NEWPORT  NEWS— 
WYOU-TV  (33)  See  footnote 

NORFOLK— 
►  WTAR-TV  (3)  CBS,  ABC;  Petry;  405,000;  N,  LS, 

LF;  $875 
►  WTOV-TV  (27)  210,000;  McGillvra;  $380 
►  WVEC-TV  (15)   NBC;  Avery-Knodel;  180,000; 

N;  $400 
PETERSBURG— 
►  WXEX-TV  (8)  See  Richmond 
PORTSMOUTH— 
WAVY-TV  (10)  H-R;  5/30/56-January,  1956 

RICHMOND— 
►  WRVA-TV  (12)  CBS;  Harrington,  Righter  & 

Parsons 
►  WTVR  (6)  ABC.  CBS;  Blair;  503,317;  N,  LF,  LS; 

$875 ►  WXEX-TV  (8)  NBC;  Forjoe;  415,835;  N.,  LF, 
LS;  $750 
WOTV  (29)  12/2/53-Unknown 

ROANOKE— 
►  WDBJ-TV  (7)  CBS;  Peters,  Griffin,  Woodward 
►  WSLS-TV  (10)  ABC,  NBC;  Avery-Knodel;  457,- 

881;  N,  LF,  LS;  $675 

WASHINGTON 
BELLINGHAM— 
►  KVOS-TV  (12)  CBS;  Forjoe;  235,962;  $300 
EPHRATAf— 
KBAS-TV  (43)  5/4/55-Unknown 

PASCO— 
►  KEPR-TV  (19)  CBS,  ABC,  NBC;  57,750  (satellite 

of  KIMA-TV  Yakima) 
SEATTLE  (TACOMA)— 
►  KCTS  (*9) 
►  KING-TV  (5)  ABC;  Blair;  517,200;  N,  LF,  LS; 

$1,000 
►KOMO-TV  (4)  NBC;  NBC  Spot  Sis.;  517,200;  N, 

LL,  FL,  LS;  $1,025 
►  KTNT-TV  (11)  CBS;  Weed;  517,200;  N;  $900 
►  KTVW  (13)  Hollingbery;  517,200;  $600 

Queen   City  Bcstg.   Co.    (7)    Initial  Decision 
4/5/55 

SPOKANE— 
►  KHQ-TV  (6)  NBC;  Katz;  159,680;  N,  LL,  LF, 

LS;  $625 
►  KREM-TV  (2)  ABC;  Petry;  172,798;  N,  LL,  LS; 

$450 
►  KXLY-TV  (4)  CBS;  Avery-Knodel;  177,686;  N; 

$600 
VANCOUVER!— 
KVAN-TV  (21)  Boiling;  9/25/53-Unknown 

YAKIMA— 
►  KIMA-TV  (29)  CBS,  ABC,  NBC;  Weed;  80,000; 

$400 KRSM  (23)  3/30/55-Unknown 
WEST  VIRGINIA 

BLUEFIELD— 
►  WHIS-TV  (6)  NBC;  Katz;  209,757;  N;  $200 
CHARLESTON— 
►  WCHS-TV  (8)  CBS;  Branham;  540,340;  N,  LF, LS;  $550 
WKNA-TV  (49)  See  footnote 

Broadcasting   •  Telecasting 

CLARKSBURGf — 
WBLK-TV  (12)  Branham;  2/17/54-Unknown 

FAIRMONT!— 
WJPB-TV  (35)  See  footnote 

HUNTINGTON— 
►  WHTN-TV  (13)  ABC;  Petry;  203,000;  N;  $450 
►  WSAZ-TV  (3)  NBC;  Katz;  660,266;  N,  LL,  LF, 

LS;  $1,000 
OAK  HILL  (BECKLEY)— 
►  WOAY-TV  (4)  ABC;  Pearson;  357,230;  $200 
PARKERSBURG— ►  WTAP  (15)  NBC,  ABC,  CBS;  Pearson;  41,875; 

$150 
WHEELING  (STEUBENVILLE,  OHIO) — 
►  WTRF-TV  (7)  NBC,  ABC;  Hollingbery;  312,500; 

N;  $500 ►  WSTV-TV  (9)  See  Steubenville,  Ohio 
WLTV  (51)  2/11/53-Unknown 

WISCONSIN 

EAU  CLAIRE— 
►  WEAU-TV  (13)  NBC,  ABC;  Hollingbery;  122,- 

560;  $200 

GREEN  BAY— ►  WBAY-TV  (2)  CBS;  Weed;  247,000;  $500 
►  WFRV-TV  (5)  ABC,  CBS;  Headley-Reed;  239,- 

340;  N;  $300 
►  WMBV-TV  (11)  See  Marinette 

LA  CROSSE— ►  WKBT  (8)  CBS,  NBC,  ABC;  H-R;  110,000;  $360 

MADISON— ►  WHA-TV  (*21) 
►  WISC-TV  (3)  CBS;  Peters,  Griffin,  Woodward; 

300,170;  N,  LF,  LS;  $500 
►  WKOW-TV  (27)  CBS;  Headley-Reed;  127,500; 

N;  $250 
►  WMTV  (33)  ABC,  NBC;  Boiling  140,000;  $280 
MARINETTE  (GREEN  BAY)— 
►  WMBV-TV  (11)  NBC,  ABC;  Venard;  220,826; 

$250 MILWAUKEE— 
►  WISN-TV  (12)  ABC;  Petry;  700.000;  N,  LF,  LS; 

$800 
►  WITI-TV  (6)  Branham;  700,000;  N.  LL,  LF,  LS; 

$600 
►  WTMJ-TV   (4)    NBC;   Harrington,   Righter  & 

Parsons;  781,222;  N,  LL,  LF,  LS;  $1,150 
►  WXIX  (19)  CBS,  CBS  Spot  Sis.;  371,000;  N;  $800 
WFOX-TV  (31)  5/4/55-Unknown 
WMVS-TV  (*10)  6/6/56-Unknown 
WCAN-TV  (25)  See  footnote 

SUPERIOR  (DULUTH,  MINN.)— 
►  WDSM-TV   (6)   NBC;   Peters,   Griffin,  Wood- 

ward; 127,800:  $400 
►  KDAL-TV  (3)  See  Duluth,  Minn. 

WAUSAU— ►  WSAU-TV  (7)  CBS,  NBC,  (ABC  per  program 
basis);  Meeker;  93,100;  $300 

WHITEFISH  BAY— 
►  WITI-TV  (6)  See  Milwaukee 

WYOMING 

CHEYENNE— ►  KFBC-TV  (5)  CBS,  ABC.  NBC;  Hollingbery; '  70,972;  $150 

ALASKA 
anchorage!— 
►  KENI-TV  (2)  ABC,  NBC;  Fletcher,  Day;  23,000; 

$150 
►  KTVA  (11)  CBS;  Alaska  Radio-Tv  Sis.;  23,000; 

$150 
FAIRBANKS!— 
►  KFAR-TV  (2)  NBC,  ABC;  Fletcher,  Day;  9,000; 

$150 
►  KTVF  (11)  CBS:  Alaska  Radio-Tv  Sis.;  9,000; 

$130 
JUNEAU  i  — 
►  KINY-TV  (8)  CBS;  Alaska  Radio-Tv  Sis.;  2,500 

$60 

GUAM 
AG  ANA!— ►  KUAM-TV  (8)  NBC;  Young;  $120 

HAWAII 

HILO!— ►  KHBC-TV  (9)   (Satellite  of  KGMB-TV  Hono- lulu) 

HONOLULU!— ►  KGMB-TV  (9)  CBS;  Peters,  Griffin,  Woodward; 
96,582  (includes  Hilo  and  Wailuku  satellites); 

$350 
►  KONA  (2)  NBC;  NBC  Spot  Sis.;  96,500  (includes 

Wailuku  satellite);  $300 
►  KULA-TV  (4)  ABC;  Young;  91,680;  $300 

wailuku!— 
►  KMAU  (3)  (Satellite  of  KGMB-TV  Honolulu) 
►  KMVI-TV  (12)  (Satellite  of  KONA  Honolulu) 

PUERTO  RICO 

CAGUAS!— 
WSUR-TV  (9)  4/25/56-Unknown 

MAYAGUEZ!— 
►  WORA-TV  (5)  CBS,  ABC,  NBC;  Young;  26,000; 

$120 
ponce!— 
WKBM-TV  (11)  5/3/36 -Unknown 

SAN  JUAN!— 
►  WAPA-TV    (4)    ABC,   NBC;    Caribbean  Net- 

works; 100,000;  $133 
►  WKAQ-TV  (2)  CBS;  Inter-American;  104,778; 

$300 
WIPR-TV  (*6)  2/2/55-December 

CANADA 

BARRIE,  ONT.— 
►  CKVR-TV  (3)  Mulvihill,  Canadian  Ltd.;  36,870 

BRANDON,  MAN.!— 
►  CKX-TV  (5)  CBC;  All-Canada,  Weed;  13.288: 

$170 

CALGARY,  ALTA.— ►  CHCT-TV  (2)  CBC,  ABC,  CBS,  NBC;  All-Can- 
ada, Weed;  40,000;  $280 

EDMONTON,  ALTA-!— 
►  CFRN-TV  (3)  CBC;  Radio  Rep.,  Young,  Oakcs. 

48,500;  $325 
HALIFAX,  N.  S.!— 
►  CBHT  (3)  CBC,  CBS;  CBC;  37,000;  $300 

HAMILTON,  ONT.— ►  CHCH-TV  (11)  CBC;  All-Canada,  Young;  484,- 
196;  $450 

KINGSTON,  ONT.— ►  CKWS-TV  (11)  CBC;  All-Canada;  55,000;  $250 
KITCHENER,  ONT.— 
►  CKCO-TV    (13)    CBC;    Hardy,    Hunt,  Weed; 311,213;  $400 

LETHBRIDGE,  ALTA!— 
►  CJLH-TV  (7)  CBC;  All-Canada,  Weed;  10,500; 

$160 

LONDON,  ONT.— ►  CFPL-TV   (10)    CBC,  ABC,   CBS,  NBC;  All- Canada,  Weed;  109,920;  $450 

MONCTON,  N.  B.— ►  CKCW-TV  (2)  CBC;  Young,  Stovin;  32,000;  $200 
MONTREAL,  QUE.— ►  CBFT  (2)  CBC  (French);  CBC;  393,000;  $1,000 
►  CBMT  (6)  CBC,  NBC,  ABC,  CBS;  CBC;  257,300; 

$750 
NORTH  BAY,  ONT  — ►  CKGN-TV  (10) 

OTTAWA,  ONT.— ►  CBOFT  (9)  CBC  (French);  CBC;  44,300;  $300 
►  CBOT  (4)  CBC;  CBC;  76,000;  $400 
PETERBOROUGH,  ONT.— 
►  CHEX-TV  (12)  CBC;  All-Canada,  Weed;  32,000; S230 

PORT  ARTHUR,  ONT.!— 
►  CFPA-TV  (2)  CBC;  All-Canada,  Weed;  15,000; 

$170 

QUEBEC  CITY,  QUE.— 
►  CFCM-TV  (4)  CBC;  Hardy,  Hunt,  Weed;  30,000; 

$350 

REGINA,  SASK.!— 
►  CKCK-TV  (2)  CBC;  All-Canada,  Weed;  31.000; 

$260 

RIMOUSKI,  QUE.!— 
►  CJBR-TV  (3)  CBC  (French);  Stovin,  Canadian 

Reps.;  30.000;  $200 
ST.  JOHN,  N.  B.!— 
►  CHSJ-TV  (4)  CBC;  All-Canada,  Weed;  62.550 

(including  U.  S.);  $250 

ST.  JOHN'S,  NFLD.! — 
►  CJON-TV  (6)  CBC,  CBS,  NBC,  ABC;  All-Can- 

ada, Weed;  15,500;  $200 
SASKATOON,  SASK.!— 
►  CFQC-TV  (8)   CBC,  ABC,  CBS,  NBC;  Radio 

Rep.;  30,000,  $230 
SAULT  STE.  MARIE,  ONT.— 
►  CJIC-TV  (2)  CBC;  All-Canada,  Weed;  14,000; 

$170 

SUDBURY,  ONT.— ►  CKSO-TV  (5)  CBC,  ABC,  CBS,  NBC;  All-Can- 
ada, Weed:  19,590;  $220 

SYDNEY,  N.  S.!— 
►  CJCB-TV  (4)  CBC;  All-Canada,  Weed;  46,690; 

$240 

TIMMINS,  ONT.!— 
►  CFCL-TV  (6)  CBC;  Renaud;  2,650;  $160 

TORONTO,  ONT.— ►  CBLT  (6)  CBC,  ABC,  CBS,  NBC;  CBC;  457,000; 

$1,000 
VANCOUVER,  B.  C.!— ►  CBUT  (2)  CBC;  CBC;  152,000;  $580 
WINDSOR,  ONT.  (DETROIT,  MICH.)— 
►  CKLW-TV  (9)  CBC;  Young;  1,588,000  (including U.  S.);  $450 

WINGHAM,  ONT.— ►  CKNX-TV  (8)  CBC;  All-Canada,  Young;  70,- 
000;  $235 

WINNIPEG,  MAN.!— ►  CBWT  (4)  CBC;  CBC;  70,000;  $400 
MEXICO 

JUAREZ!  (EL  PASO,  TEX.)— ►  XEJ-TV  (5)  National  Times  Sales;  Oakes;  69,- 
158;  $240 

TIJUANA!  (SAN  DIEGO)— ►  XETV  (6)  ABC;  Weed;  324,558;  $700 

The  following  stations  have  suspended  regular 
operations  but  have  not  turned  in  CP's:  KBID- TV  Fresno,  Calif.;  WPFA-TV  Pensacola,  Fla.; 
WATL-TV  Atlanta,  Ga.;  WOK  A  (TV)  Macon,  Ga.; 
WRAY-TV  Princeton,  Ind.;  KGTV  (TV)  Des 
Moines,  Iowa;  WKLO-TV  Louisville,  Ky.;  WWOR- 
TV  Worcester,  Mass.;  WLAM-TV  Lewiston,  Me.; 
WFTV  Duluth,  Minn.;  WCOC-TV  Meridian,  Miss.; 
WFPG-TV  Atlantic  City,  N.  J.;  WRTV  (TV)  As- 
bury  Park,  N.  J.;  WICA-TV  Ashtabula,  Ohio; 
WGVL  (TV)  Greenville,  S.  C;  WQMC  (TV)  Char- 

lotte. N.  C.j  WIFE  (TV)  Dayton,  Ohio;  KTVQ 
(TV)  Oklahoma  City,  Okla.;  KCEB  (TV)  Tulsa, 
Okla.;  WFMZ-TV  Allentown.  Pa.;  WLBR-TV 
Lebanon,  Pa.;  WKST-TV  New  Castle,  Pa.;  WKJF- 
TV  Pittsburgh,  Pa.;  WEEU-TV  Reading,  Pa.; 
WNET  (TV)  Providence,  R.  I.;  KNUZ-TV  Hous- 

ton, Tex.;  WBTM-TV  Danville,  Va.;  WACH-TV 
Newport  News,  Va.;  WKNA-TV  Charleston,  W. 
Va.;  WJPB-TV  Fairmont,  W.  Va.;  WCAN-TV 
Milwaukee;  WIRK-TV  W.  Palm  Beach,  Fla.; 
WTAO-TV  Cambridge,  Mass.;  KEDD  (TV)  Wich- 

ita, Kans.;  WTVU  (TV)  Scranton,  Pa.;  KTVE 
(TV)  Longview,  Tex.;  KBMT  (TV)  Beaumont, 
Tex.;  WKNY  (TV)  Poughkeepsie,  N.  Y. 
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BEST  DRAMATIC  SERIES  IN  SYNDICATION 

with  Dick  Powell,  Charles  Boyer,  David  Niven,  Ida  Lupino 

and  30  other  top  stars.  ^ 

*  Billboard' s  Fourth  Annual  TV  Program  and  Talent  Awards. 

BEST  ...  THE  ONE  WORD  HISTORY  OF  "STAR  PERFORMANCE 

* 

tt 

Through  the  years  on  Network,  "Star  Performance"  as  "Four  Star  Playhouse"  has  won  award  after  award  . .  .  Best 

Dramatic  Series  .  .  .  Dick  Powell,  Best  Dramatic  Actor  (and  he  did  it  again  in  Syndication)  plus  other  winners  in  the 

Screen  Director's  Guild  and  Screen  Writers  Guild  competitions. 

Now  is  the  time  to  put  this  solid  award  winning  combination  to  work  for  you 

in  your  own  area.  Contact  us  today! 

SOLD Budweiser  Beer  in  70  Markefs 

To  New  York  •  Chicago  •  Los  Angeles  •  San 

Francisco  •  Philadelphia  •  Memphis  •  Denver 
Detroit  •  Atlanta  •  Dallas-Ft.  Worth  •  Houston 

Portland  (Ore.)  •  Indianapolis  •  Minneapolis 
Milwaukee 

SOLD To  Top  Stations  in  Other  Cities,  Large  and  Small,  including: 

Phoenix,  Ariz.  •  San  Diego,  Cal.  •  Albuquerque,  N.  M.  •  Las  Vegas,  Nev. 

Fresno,  Cal.  •  Salt  Lake  City,  Utah  •  Stockton,  Cal.  •  Rochester,  N.  Y.  •  Little  Rock, 

Ark.  •  £/  Paso,  Tex.  •  Columbus,  Ga.  •  Redding,  Cal.  •  Bellingham,  Wash. 

Salinas,  Cal.  •  Meridian,  Miss.  •  Harrisburg,  Pa.  •  Carlsbad,  N.  M.  •  Spokane,  Wash, 

and  London,  England  •  Sydney  and  Melbourne,  Australia  •  Dominion  of  Canada 

m.  mm      r  I  ■  mwm  9  §  I  N  C< 

St.,  New  York  36,  N.  Y. 

PLaza  7-0100 

Representatives  in:  Beverly  Hills  •  San  Francisco  ♦  Minneapolis  •  Chicago  •  St.  Louis  •  Boston  ♦  Atlanta  •  Philadelphia 
 ■  -■■   ■  :  -.  ..  -  ■  •.  --    ;  :  ;   '     ,   m,'  i  — ■ — '■  *■   



STATIONS 

ARCHITECT'S  DRAWING  of  new  studios  to  be  built  for  WRC  Radio  and  WRC-TV  in  Wash- 
ington, D.  C.    Construction  is  to  begin  in  two  weeks. 

'Bulletin'  Purchases 

WGBI-TV  for  $650,000 
SALE  of  control  of  ch.  22  WGBI-TV  Scran- 
ton,  Pa.,  to  the  Philadelphia  Bulletin  (WCAU- 
AM-FM-TV)  for  $650,000  [Closed  Circuit, 
July  16]  was  announced  last  week.  The  Bulle- 

tin is  buying  control  of  the  CBS-affiliated  north- 
eastern Pennsylvania  uhf  outlet  by  acquiring 

15  of  20  outstanding  shares  of  voting  stock 
and  10  of  30  outstanding  shares  of  non-vot- 

ing stock.  The  station  is  now  owned  by  Mrs. 
M.  E.  Megargee  and  family.  It  began  operat- 

ing in  June  1953  and  counts  close  to  300,000 
tv  sets  in  its  coverage  area.  WGBI-AM-FM 
will  be  assigned  to  the  Megargee  group  and 
is  not  included  in  the  Bulletin  purchase. 

Donald  W.  Thornburgh,  president  of  WCAU 
Inc.,  noted  that  WGBI-TV  was  carrying  the 
complete  CBS  nighttime  schedule.  He  said 
that  WCAU  hoped  to  operate  WGBI-TV  in 
the  best  interests  of  its  Scranton  audience  and 

in  the  traditions  established  by  WCAU-TV. 
WCAU-TV,  operating  on  ch.  10,  is  also  a 
CBS  affiliate.  It  has  been  operating  since  1948. 
WGBI-TV  holds  an  option  to  purchase  ch. 

36  WRAK-TV  Williamsport.  Pa.  It  is  one 
of  four  uhf  stations  in  the  Wilkes-Barre- 
Scranton  area;  the  others  are  NBC-affiliated 
ch.  28  WBRE-TV  and  ABC-affiliated  ch.  34 
WILK-TV  in  Wilkes-Barre  and  ABC-affiliated 
ch.  16  WARM-TV  in  Scranton. 

This  is  WCAU's  first  move  outside  Philadel- 
phia. Rival  Philadelphia  outlet,  WFIL  (Phila- 

delphia Inquirer)  has  in  the  last  few  years  ac- 
quired WNBF-AM-TV  Binehamton.  N.  Y.; 

WFBG-AM-TV  Altoona,  Pa.:  WNHC-AM- 
FM-TV  N^w  Haven,  Conn.,  and  WLBR-TV 
Lebanon,  Pa.  (although  this  has  been  stayed 
pending  completion  of  a  protest  hearing). 
WFIL  also  owns  50%  of  WHBG  Harrisburg. 
Pa. 

Dodson  Appointed  by  Sugg 

WKY-AM-TV  Acting  Manager 
EUGENE  B.  DODSON,  assistant  mangaer  of 
WKY-AM-TV  Oklahoma  City  since  March 
1955,  last  week  was  named  acting  manager  by 
P.  A.  Sugg,  executive  vice  president  of  WKY 
Radiophone  Co.,  licensee. 

Mr.  Sugg  at  the  same  time  assumed  man- 
agement of  WTVT  (TV)  Tampa,  whose  pur- 

chase by  WKY  Radiophone  Co.  was  approved 
by  the  FCC  July  19.  He  will  continue  general 
supervision  of  WKY-AM-TV  as  well  as  the 

company's  other  radio-tv  properties.  WFSA- 
AM-TV  Montgomery,  Ala.  WKY  Radiophone 
is  affiliated  with  Oklahoma  Publishing  Co. 

Mr.  Sugg  said  Dick  John,  WKY-AM-TV 
newscaster,  is  joining  the  Tampa  station  as  news 
bureau  chief,  and  John  Haberlan,  WKY-TV 
national  sales  manager,  will  join  WTVT  as  com- 

mercial manager.  Hoyt  Andres,  formerly  on 
the  WKY-AM-TV  staff,  now  manages  the 
Montgomery  stations. 

WDXI-TV  Takes  Over  Theatre 

WDXI-TV  lackson,  Tenn..  ch.  7  has  purchased 
a  former  moving  picture  house  and  is  convert- 

ing it — at  a  cost  of  $100,000 — into  a  second 
studio,  it  was  announced  last  week.  The  movie 
theatre,  one  of  three  whose  marquees  have  been 
darkened  by  changing  times,  is  being  remodeled 
to  accommodate  a  combination  tv  studio  and 
community  center.  It  will  hold  350  persons  and 
will  be  available  for  civic  and  fraternal  meetings 
and  little  theatre  presentations  as  well  as  station 
production.  Under  consideration  are  additional 

live  WDXI-TV  shows,  featuring  a  weekly  farm 
roundup,  a  daily  kiddie  show,  a  teen-age  jam- 

boree and  a  homemaker's  show. 

NBC  to  Build  New  Studios 

To  House  WRC-AM-FM-TV 

NEW  STUDIOS  understood  to  cost  approxi- 
mately $4  million  will  be  built  by  NBC  in 

Washington.  D.  C,  for  its  owned-and-operated 
stations  WRC  Radio  and  WRC-TV.  it  is  being 
announced  today  (Monday). 

According  to  network  officials,  the  television 

station  is  the  first  in  the  nation  "designed  and 
constructed  from  the  ground  up  specifically  for 

local  and  network  color  programming." Approval  of  plans  for  the  new  facilities  by 
the  NBC  board  of  directors  was  announced  by 
NBC  President   Robert  W.  Sarnoff.    He  said 

construction  will  begin  within  two  weeks,  with 
completion  scheduled  for  the  fall  of  1957. 

President  Sarnoff  said  the  decision  to  cin- 

struct  the  multi-million  dollar  plant  is  another 

step  in  NBC's  effort  to  speed  development  of 
color  on  a  national  basis.  He  stressed  the  value 

of  bringing  to  the  nation  from  Washington  the 
events,  personalities  and  scenes  of  the  national 
capital  and  the  importance  of  adding  local  color 
to  NBC  network  color  programming. 

Carlton  D.  Smith.  NBC  vice  president  and 

general  manager  of  WRC-AM-FM-TV,  said 

that  the  new  plant  would  represent  "the  last 
word  in  RCA  electronic  engineering"  and  would 

have  significance  to  "official  Washington." 

SOUTHWEST  VIRGINIA'S  PuUi^C/l  RADIO  STATION 

THE  ONE  THEY 

LISTEN  TO 

MOST 

. . .  IS  TH 

ONE  TO  BUY  ■ 

En  Roanoke  and  Western  Virginia-rhat's  WDBJ! 

your  Peters,  Griffin,  Woodward  "Colonel" 
has  the  whole  wonderful  story 

WDBJ 

CBS 

m  ,  AW  960  KC 

m 

Owned  and  Operated  by  TIMES-WORLD  CORPORATION 

PETERS,   GRIFFIN,  WOODWARD,  INC.,  National  Representatives 

Broadcasting    •  Telecasting August  6,  1956    •    Page  99 



STATIONS 

HIGHER 

RATINGS 
Feb.   1956  Shreveport   ARB   Area  Survey 

LEADING  in  22% 

morning  quarter  hours. 

LEADING  in  45/2 

afternoon  quarter  hours. 

LEADING  in  si 

nighttime  quarter  hours. 

GREATER 

COVERAGE 

KTBS-TV  Channel  3,  Shreveport, 
Louisiana,  covers  44  counties  in 

Louisiana,  east  Texas  and  south 

Arkansas.  Population  1,351,700; 

set  count  249,895. 

O 

MORE 

VIEWERS 

PER  DOLLAR 

55%  of  the  viewing  audience 

from  sign-on  time  to  12  noon. 

82%  of  the  weekday  afternoon 
audience. 

72%  of  the  nighttime  NBC  au- 

dience in  the  Shreveport  area. 

MAXIMUM  POWER 

ktbsX 

CHANNEL 

SHREVEPORT  * LOUISIANA 

E.  NEWTON  WRAY, 

President  &  Gen.  Mgr. 

NBC  and  ABC 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
NEW  YOIK  '  CHICAGO  ■  ATLANTA  ■  DfTIOIT  ■  LOi  ANGElfl  •  SAN  FIANCiICO  ■  IT  LOUII 
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Tincher  Appointed  to  Head 

Cowles'  Huntington  Stations 
ROBERT  R.  TINCHER,  vice  president  and 

general  manager  of  Cowles  Broadcasting  Co.'s WNAX  Yankton,  S.  D.,  and  KVTV  (TV)  Sioux 
City,  Iowa,  has  been  named  general  manager  of 

Cowles'  newly-purchased  WHTN-AM-FM-TV 
Huntington,  W.  Va.  Cowles  officially  took 
over  operation  of  the  stations  Aug.  1  follow- 

ing earlier  FCC  approval  of  the  $635,000  pur- 
chase [B«T,  lune  25]. 

Mr.  Tincher  will  retain  executive  direction 

of  the  Midwest  stations  and  Donald  D.  Sulli- 
van, advertising  director  of  WNAX-KVTV,  has 

been  moved  up  to  general  manager  of  both 
outlets.    Norman  Bacon,  KVTV  program  di- 

MR.  TINCHER  MR.  SULLIVAN 

rector,  becomes  assistant  general  manager  of 

WHTN-TV,  while  Wayne  Boyd,  chief  account- 
ant for  WNAX-KVTV,  becomes  business  man- 

ager of  the  Huntington  operations.  Mr.  Tinch- 
er said  that  no  changes  are  contemplated 

in  the  current  staff  lineup  of  WHTN-AM-FM- 
TV,  with  Messrs.  Bacon  and  Boyd  filling  va- 

cancies which  already  existed. 
The  personnel  changes  were  announced  by 

General  Luther  L.  Hill,  president  of  Cowles' 
broadcasting  operations. 

WMGT  (TV)  Return  to  Air 

Delayed  Pending  FCC  Decision 
RETURN  of  ch.  19  WMGT  (TV)  Pittsfield, 
Mass.,  to  the  air,  following  destruction  of  its 
antenna  and  tower  last  Feb.  25  by  winds  of 

hurricane  force,  has  been  delayed  pending  clari- 
fication of  the  Albany-Schenectady-Troy  uhf- 

vhf  situation,  it  was  announced  last  week  by 
William  P.  Geary,  general  manager  of  the 
Greylock  Broadcasting  Co.  station.  The  FCC 
has  proposed  to  remove  ch.  10  from  Vail  Mills, 

N.  Y.  (outside  Albany)  to  make  the  area  pre- 
dominantly uhf.  Comments  on  this  rule-making 

are  due  by  Sept.  15.  There  is  only  one  vhf 

station  in  the  area,  General  Electric's  ch.  6 
WRGB  (TV)  Schenectady. 

When  WMGT  returns  to  the  air,  Mr.  Geary 
said,  there  is  a  strong  possibility  it  may  form 
an  alliance  with  another  area  tv  outlet  for  joint 
network  affiliation  and  national  spot  sales.  De- 

tails were  not  made  public  and  will  not  be 

divulged  until  after  the  FCC  decides  the  unmix- 
ing proposals,  it  was  understood. 

Burned-Out  Market  Promotes 

Tent  Operation  Via  Radio-Tv 
RADIO  and  television  formed  the  backbone 
of  an  extensive  advertising  campaign  conducted 
last  week  for  the  Grand  Union  Co.  (super- 

market), East  Paterson,  N.  J.,  alerting  the 
public  that  business  was  going  on  as  usual 
under  three  flame-proof  tents  following  a  fire. 
Starting  last  Tuesday,  Grand  Union  opened 

shop  under  the  "big  top"  and  spearheaded  its 
radio-tv  effort  with  WOR  New  York's  Dan 
McCullough  Show,  (2:05-5  p.m.  EDT),  which 

originated  Tuesday  through  Saturday  from  a 

tent  pitched  near  Grand  Union's  canvas-top "stores." 

On  July  23,  the  company's  East  Paterson 
supermarket  was  destroyed  by  fire.  To  lei 
shoppers  know  about  the  opening  of  tent 
"stores,"  Grand  Union  ran  a  five  day  spot 
announcement  campaign  on  New  York  stations, 
including  WINS,  WMGM,  WMCA,  WABC-TV 
and  WABD-TV  in  addition  to  WOR  and  WPAT 

Paterson.  A  spokesman  for  the  company's 
agency,  L.  H.  Hartman  Co.,  New  York,  said 
that  a  limited  amount  of  space  also  was  used 
in  New  Jersey  newspapers,  but  the  dominant 
effort  was  in  radio-tv.  He  credited  the  broad- 

casting media  with  playing  an  important  role  in 
doubling  sales  last  Tuesday,  as  compared  with 
average  Tuesday  business  in  the  regular  super- 
market. 

WINS  to  Carry  Navy  Football 

WINS  New  York  last  week  was  awarded  ex- 
clusive metropolitan  area  coverage  rights  to 

the  entire  U.  S.  Naval  Academy  football  sched- 
ule this  fall,  except  for  the  Army-Navy  classic, 

already  committed  to  MBS  and  its  New  York 
station,  WOR.  The  Navy  season,  which  gets 
under  way  Sept.  29,  might  run  aground  on 

WINS'  previous  commitment  to  air  the  N.  Y. 
Yankees  baseball  games.  However,  Jock  Fearn- 
head,  WINS  vice  president  and  general  man- 

ager, said  that  Navy's  opening  sally  against 
William  &  Mary  will  be  aired  on  a  delayed 
basis,  following  the  Yankee  game.  Should  the 
Yankees  participate  in  the  World  Series,  Oct. 
6,  Mr.  Fearnhead  said,  the  same  procedure 
would  be  followed  in  the  Navy-Cornell  game, 
scheduled  that  day.  Though  no  sponsors  have 

yet  been  announced,  Mr.  Fearnhead  told  B«T 

that  he  had  "two  hot  prospects  on  tap." 

KGW  Covers  Mt.  Hood  Fall 

BOB  FRANKLIN,  KGW  Portland,  Ore.,  new; 

and  special  events  director,  gave  an  on-the-scene 
report  of  efforts  to  rescue  19  teenagers  whc 
fell  2,000  ft.  while  climbing  Mt.  Hood  in  tha 

state.  Mr.  Franklin  reported  from  KGW'; mobile  unit  6,000  ft.  up  the  mountainside  anc 
aired  an  eye-witness  account  from  the  moun 
tain  climber  who  discovered  the  trapped  hikers 

The  only  complete 

TV  FILM  SERVICE 

including... 

BONDED 

TV  Film  Service 

630  Ninth  Ave.  •  JU.  6-1030 

New  York    Chicago    Los  Angeles 
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Sea-Going  WERE 
OVER  2.000  Greater  Clevelanders  were 
aboard  for  the  initial  cruise  of  the  S.  S. 

Aquarama,  promoted  exclusively  by 
WERE  Cleveland  for  two  weeks  prior 
to  the  sailing.  The  station  sponsored  the 
cruise  as  an  audience  promotion  by  spe- 

cial agreement  with  the  operators  of  the 
new  Great  Lakes  steamer. 

Phil  McLean,  WERE  disc  jockey,  did 
his  entire  show  (7  p.m. -12  midnight) 
from  the  Aquarama  s  main  lounge,  inter- 

viewing distinguished  persons  among  the 
passengers. 

Mcintosh  Named  Manager 

Of  WWJ-AM-FM  Detroit 

ROBERT  J.  McINTOSH  has  been  appointed 
station  manager  of  WWJ-AM-FM  Detroit  and 
has  named  Walter  A.  Schwartz  national  sales 
manager  of  the  stations. 

Mr.  Mcintosh,  a  veteran  of  more  than  20 
years  in  broadcasting,  was  associated  with 
WGRC  Louisville,  Ky.,  and  was  general  man- 

MR.  McINTOSH MR.  SCHWARTZ 

ager  of  WJPS  Evansville,  Ind.,  prior  to  joining 
WWJ  as  sales  manager  in  1954.  His  new  duties 
will  include  complete  supervision  of  all  depart- 

ments of  WWJ,  including  sales. 
Mr.  Schwartz,  who  joined  the  WWJ  sales 

staff  last  year,  will  handle  national  sales  plan- 
ning, sales  development,  and  sales  coordination 

with  the  stations'  national  representative,  Peters, Griffin,  Woodward.  He  is  a  native  of  Detroit. 

WGN,  Standard  Oil  to  Cover 

Chicago  Bears  in  Area 

RADIO  coverage  of  all  Chicago  Bears'  pro 
football  games  this  fall  will  be  sponsored  by 
Standard  Oil  Co.  (of  Indiana)  on  WGN  Chi- 

cago, it  was  announced  Tuesday.  Contract  for 

the  broadcasts,  handled  through  D'Arcy  Adv. 
Co.,  marks  the  11th  straight  year  Standard  has 
sponsored  exclusive  coverage  for  the  Chicago 
area. 

Complete  17-game  schedule,  including  five 
pre-season  contests,  will  be  aired  starting  Aug. 
24,  with  Jack  Brickhouse,  WGN  sportscaster, 
handling  description.  Standard  dealers  again 

will  send  out  copies  of  a  40-page  Bears'  book, 
according  to  Wesley  I.  Nunn,  advertising  man- 

ager. He  reported  distribution  of  some  200,000 
last  year. 

Station  coverage  this  fall  will  be  limited  to 
WGN,  50  kw  clear  channel  outlet,  as  in  1955. 

Previously,  Standard  sponsored  Bears'  games  on 
that  station  plus  a  midwest  regional  network. 
It  also  has  signed  to  co-sponsor  the  College 
All  Stars-Cleveland  Browns  classic  at  Soldiers 
Field  Aug.  10. 

Opening  pre-season  game  matches  the  Bears 
against  the  Philadelphia  Eagles.  First  regular 
season  broadcast  will  be  that  of  the  Bears-Colts 
in  Baltimore  Sept.  30. 

WCBI-TV  Now  Telecasting 

WCBI-TV  Columbus,  Miss.,  went  on  the  air 
with  a  special  IV2  hour  telecast  on  which 
Mississippi  Gov.  J.  P.  Coleman  spoke.  The 
ch.  4  outlet  operates  with  20  kw  and  carries 
programs  from  all  three  major  networks. 
Operating  schedule  is  2-10:30  p.m.  daily. 

Station  executives  include  Bob  McRaney, 

general  manager;  Chris  Everson,  station  man- 
ager; W.  W.  Whitfield,  sales  manager;  Kevin 

O'Neill,  production  manager,  and  Tom  Mc- 
Ferrin,  chief  engineer. 

WCHI  Chillicothe  Goes  on  Air 

WCHI  Chillicothe.  Ohio,  owned  by  Glacus  G. 
Merrill,  has  gone  on  the  air,  operating  with 
500  w  on  1350  kc. 

South  Bevins  is  station  manager  of  the  new 
operation;  Joe  Bryant,  sales  manager,  and 
Paul  Ellison,  program  director.  The  station  is 
housed  in  a  new  building  at  800  Eastern  Ave. 
on  Routes  50  and  35  in  Chillicothe. 

Bernard  Co.  to  Represent 

'Country-Western'  Stations 
PLANS  to  specialize  in  sales  representation 
of  stations  which  feature  country-western  music 
programming  were  announced  last  week  by 
Charles  (Chuck)  Bernard  of  the  sales  repre- 

sentative firm  of  Charles  Bernard  &  Co.,  333 
West  56th  St.,  New  York. 
Mr.  Bernard,  former  sales  manager  of 

ABC's  WABC  New  York  and  before  that  with DuMont  Television  Network  and  a  number  of 
stations,  said  he  already  has  WARL  Arlington, 
Va.,  and  WCMS  Norfolk,  Va.,  signed,  and 
that  he  expects  to  have  a  substantial  "country- 
western  group"  formed  within  the  next  few months. 

Asserting  that  sale  of  $700  million  worth  of 
hillbilly  records  and  sheet  music  in  1954  alone 
indicates  the  magnitude  of  the  country-west- 

ern market,  he  said  that  "by  specializing  we 
make  it  easier  for  the  client  and  timebuyer  to 
purchase  this  audience."  Moreover,  he  said, 
much  of  the  company's  research  and  promotion 
work  will  apply  to  all  stations,  resulting  in  in- 

dividual savings  to  them. 

RAY  ARMAND,  general  manager  of  WARL 
Arlington,  Va.,  signs  a  contract  with  the 

sales  representative  firm  of  Charles  Bern- 
ard &  Co.  L  to  r:  Mr.  Bernard.  Mr.  Armand, 

and  George  Crump,  director  of  sales  for 
WARL. 

Now — 
Channel  2 

in 

fabulous  FLORIDA, 

Now — 
WESH-TV

 

is  on 

the  air  in 

Jam-Packed, 

Sales-Rich 

Daytona  Beach. 

Now — 
call 

Edward  Petry 

&  Company 

for 

details  on 

WESH-TV, 

Daytona  Beach 

and 

WJ  HP-TV, 

Jacksonville 
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STATIONS 

THE  WHO'S  WHO 

OF  STAINLESS 

AM  TOWER 

INSTALLATIONS 

WJMJ KNOE KRVN WAMI WGTM 
WHOM WNOE WNPT WBRN WSEV 
WGBS WYVE KCRE WESK WEAN 
WLTR WOSC WTVB WCRE WIBG 
WDOS WHSC KLWN WCHN KONE 
WICE KAGH WIOD WPEL WEBB 
WKRT WTPR WQAM KRGI WMPM 
WKCT WJMA WCAP WKIK 

CJSP KMUS WSFL WGAF WARN WAVI 
KTRY WWWF WINZ WGEA KDLS 
WCRB WKVA KBOP WPME CKLB 
WHAW WDOK WBRY WNEB WLDB 
WHBO WPAW WAWZ WRIS KWK 
WOBS WREB WBEV WIVK WGSA 
WKOY 

WCOJ 
KNBR WOZK WHBN 

WMMB WERC WPRO WSMT WLOA 
KCOH WEAT CMCU WNRV WPVL 
KDDD WCLD WPAZ KMAK WMGE 
KXIT WEOK WWOC KBBA WDBM 
WSPD WZOB WFUL WEAW WATK 
WKLY WBLT WBUD WKSB WCDL 
WPPA WFMD WMGR WFMO WLLY 
KBON WCDL WAWZ WLON WAPG 

WJBS WDSM WHIL WOWO WFTG 
WGMS WEBK WLEA KGAL 

WPRG 

WDOV WRAD KSOO WRRR KSPO 
KPAN WIRY WKMH WAYZ WKLE 
WGYV WGRY WDOR WJOT CKLY 
WAZL WRAC WCIN WKSB WJET 
WKLO CMBQ WOAP 

WNNJ 
WBSE 

WRHI WABG KWWL 
WOHO WBTH 

WKID WRHC WOKE 
WLMJ 

WCAH 
WHSY WHYN WKSR WDBF WBKR 
WBIS WTSA WINZ WWKO CHJL 

WLSI WELC WSOK WSPN WFCR 
WGIG KCIM WOHP WMCH WBVL 
WIDE WOKO WNDB WSIG WJWG 
KGYN WPBB WPAC WTIS WBIE 
WGVM KELY KNBR CKDA WICE 
WIRC WABM WHIZ KVOX WMEG 
WOLS KBTA WPAM WHAT WKLZ 
WGLS WGET KWOC WINA WHED WIRJ WDBL WMFC WLFA WEMB 
WCVA KCJB WKOV WCBY WADS 
WFEC WMAY WLAY WORX WYCL 
WWHG WGTA WTCW WDAS KATI KNEX WARA WPOR CKVL WYZE 
WNAV WEIM WTUS WDCF KBVM 
KXLW WOND WMOU WTAR WPVL 
WJCD WILK WTVB WSRC KWFC 
WBRM WTOB WPAW CKLG WESO 
WEPM WSVA WPRT WRPB WEAR 
WPLI KIKI WFOB WWOK WTSN 
WMIK WKBR KLAS WCGC KLOS 

WJAY WGNR WHBS WVOM WERH 
WKRT WRIC WAKN WXLW WINC 
WWWR WJIV WRAP WBOF WDBO 
KLMX KCBS WCAM WINN WBEE 
WKXY KUKI WDBO WKLV KELO 
WNNT WARM WSLM WJWS WSNT 
WLYC WATH WCAR WPEN WNBF 
WMBL WWBZ WIKE KITN KGMS 

Call  or  write,  and  learn  why 
these  stations  have  chosen  Stainless. 

Stainless,  inc. 
NORTH    WALES    .  PENNSYLVANIA 

Gov.  Stratton  Granted  Time 

To  Explain  Action  on  Hodge 
GOV.  William  G.  Stratton  of  Illinois  was 

granted  time  by  CBS  owned -and -operated 
WBBM-AM-FM-TV  Chicago  last  Wednesday 

to  explain  the  "official  action"  taken  by  the 
state  in  the  embezzlement  case  involving  de- 

posed State  Auditor  Orville  Hodge. 
The  CBS  outlets  announced  later  that  equal 

time  would  be  granted  to  Herbert  Paschen, 
Democratic  gubernatorial  candidate,  to  answer 
Gov.  Stratton  in  a  similar  time  period  (6:30 
p.m.  CDT)  Aug.  8.  Gov.  Stratton  denied  any 
implications  that  the  Hodge  scandal  reflected 
on  his  state  administration. 

Foote  Made  Hoag-Blair  VP 
RICHARD  L.  FOOTE,  eastern  sales  manager, 

Hoag-Blair  Co.,  New 
York,  has  been 
named  executive  vice 

president  of  the  tv 
station  representative 

firm.  President  Rob- 
ert Hoag  announced 

last  week. 

With  Hoag-Blair 
since  early  1955,  Mr. 
Foote  was  formerly 
an  account  executive 
with  WFTL-TV  (now 
WGBS-TV)  Ft.  Lau- 

derdale, Fla.  Before 

that,  he  was  associ- 
ated with  the  New  York  office  of  Forjoe  & 

Co.,  another  representative  company. 

MR  FOOTE 

crease  to  224  kw  aural  and  112  kw  visual.  Tht 
antenna  is  2,370  feet  above  average  terrain 

Rogan  lones.  KVOS-TV  president,  said  th< 
ch.  12  station  has  affiliated  with  CBS-TV 
Color  equipment  will  be  added  when  adequats 
programming  is  available,  Mr.  Jones  said. 

WRCA-TV  Plans  Big  Increase 

In  Local  Color  Programming 

IF  WRCA-TV  New  York  has  anything  to  sa) 
about  it.  New  Yorkers  will  find  this  comin< 
autumn  to  be  the  most  colorful  in  tv  history 

According  to  NBC-TV  Vice  President  anc 
WRCA-AM-TV  General  Manager  Thomas  B 
McFadden,  the  NBC  owned-and-operated  Nev 
York  tv  channel  will  nearly  triple  its  output  o 

local  color  tv  programming  this  fall — not  count 
ing  whatever  color  expansion  the  network  ma] 
contemplate. 

Operating  with  a  single  color  camera 
WRCA-TV  currently  airs  four  hours  and  1( 
minutes  of  color  a  week;  after  acquiring  it! 
second  camera  and  film  chain  (for  projectint 
16  mm  and  35  mm  color  film  and  slides)  this 
summer,  local  color  programming  will  be  uj 
to  11  full  hours  a  week.  NBC-TV  already  ha; 

announced  its  intentions  to  air  "at  least"  one 
major  color  program  each  weekday  night  ir 
addition  to  the  color  spectaculars. 

With  WNBQ  (TV)  Chicago  and  WRCA-TV 
thus  geared  into  color,  two  other  NBC-ownec 
stations  will  begin  colorcasting  late  this  year 

They  are  WRCV-TV  Philadelphia  and  KRCA 
(TV)  Los  Angeles.  Other  NBC-TV  owned 
and-operated  stations  are  WBUF-TV  Buffalo 
and  WRC-TV  Washington,  D.  C. 

WATV  (TV)  Rates  Up  20%     Trustees  O.K.  Tigers'  Sale INCREASE  in  advertising  rates  of  20%  for 
WATV  (TV)  Newark  was  announced  last  week 
by  Irving  R.  Rosenhaus,  president  and  general 
manager  of  the  Bremer  Broadcasting  Corp., 
owner  of  the  station.  The  new  rate  card  be- 

comes effective  Sept.  1. 

The  new  one-time  hourly  rate,  Mr.  Rosen- 

haus said,  will  be  $1,500  for  Class  "A"  time, 
as  compared  with  $1,250  under  the  current  card, 
which  went  into  effect  in  July  1955.  Mr.  Rosen- 

haus said  current  contracts  and  those  signed  be- 
fore Sept.  1  will  be  protected  for  a  13-week 

period. 

KVOS-TV  Boosting  Power 

KVOS-TV  Bellingham,  Wash.,  located  near  the 
Canadian  border,  is  preparing  to  install  new 
General  Electric  transmitting  gear  as  soon  as 

possible  following  FCC  grant  of  a  power  in- 

TRUSTEES  of  the  estate  of  Walter  O.  Brigg 
voted  Monday  to  approve  sale  of  the  Detroi 
Tigers  baseball  team  and  Briggs  Stadium  to 
group  headed  by  Fred  Knorr,  operating  WKMf 
Dearborn  and  other  stations,  and  John  E.  Fetz 
er,  head  of  the  Fetzer  Stations.  The  Knorr 
Fetzer  syndicate  paid  $5.5  million  for  the  prop 
erties  [B»T,  July  23]. 

KOB-TV  Makes  Color  Test 

KOB-TV  Albuquerque,  N.  M.,  currently  con 
ducting  tests  of  its  color  equipment,  will  b 
ready  for  its  first  official  color  programmin 
by  World  Series  time,  according  to  Wayne  Coj 

the  station's  president  and  general  managei 
Mr.  Coy's  announcement  was  made  during 
preview  demonstration  of  color  held  at  th 
studio  for  representatives  of  the  press,  wir 
services  and  local  advertising  agencies. 

Tv  Skyrockets  Construction  Company's  Business 
THE  GROWTH  of  a  modest-sized  building 
supply  business  to  a  modern,  two-store  ma- 

terials and  construction  business  can  be 
directly  attributed  to  television,  according 
to  officials  of  KTSM-TV  El  Paso. 

Hunt  Sales  Co.,  which  was  located  in 
nearby  Ysleta,  Tex.,  used  only  billboard 
and  direct  mail  advertising  until  KTSM-TV 
account  executive  John  Conboye  in  the  fall 

of  1954  talked  the  management  into  a  13- 
week  radio-tv  spot  schedule.  Hunt  quickly 
found  its  biggest  pull  was  from  KTSM-TV 
and  in  January  1955  signed  up  for  a  weekly 
half-hour  mystery  and  a  weekly  quarter- 
hour  dramatic  show,  with  commercials  built 
around  remodeling,  reconditioning  and  new 
construction. 

In  12  months,  Hunt  had  to  increase  con- 
struction crews  from  one  to  four,  with  two 

of  the  new  crews  beginning  to  tap  metro- 
politan El  Paso.  As  El  Paso  business  in- 
creased, Hunt  had  to  move  to  the  city,  and 

with  its  climb  in  custom-building  business 
joined  with  El  Paso  designer  Wally  Sheid 
to  become  Hunt-Sheid. 

The  new  store  and  showroom  features 
three  model  kitchens,  a  large  display  of 

building  materials  and  an  extensive  line  of 

tools,  hardware  and  paint,  whereas  the  con- 
struction end  of  the  business  has  some  25 

houses  going  up  at  $25,000  to  $65,000. 

Swamped  with  orders,  Hunt-Sheid's  diffi- culty now  is  not  new  business,  but  finding 

new  employes,  according  to  WTSM-TV. 
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FOR 

TELECASTING 

Write  for  a  selected  list  of  30  films,  free 

upon  request,  showing 

BELGIUM,    HOLLAND,    DENMARK,  SWEDEN, 
FRANCE,    FINLAND,    THE    CONGO,  SOUTH 

AFRICA,  and  many  others 

HORTICULTURAL  FILMS 

Handicrafts,  Art,  Industry,  Scenery, 
Flowers,  Gardening,  Natives. 

Request  a  print  of  this 
new  film  and  OSCAR  WINNER, 

"the  promise  of  spring" 

(planting  of  bulbs  in  the  fall, 

displaying  beauty  in  the 
spring) 

Write  Free  TV  Films  Dept. 

FILMS  OF  THE  NATIONS 

62  West  45th  St.,  New  York  36,  N.  Y. 

MUrray  Hill  2-0040 

KCEN-TV  Covers  the 

WACO-TEMPLE 

CENTRAL  TEXAS 

.  AREA  MARKET  . 

1  9  *M 

i  i 

ALBERT  T.  JOHNSON,  general  manager  of  KENS-TV  San  Antonio,  Tex.,  signs  for  MCA- 

TV's  package  of  123  Gene  Autry-Roy  Rogers  features.  L  to  r:  standing,  Vernon 
Christian,  MCA-TV  district  manager;  Ed  Uhler,  KENS-TV  program  director;  Wayne  Kearl, 

the  station's  commercial  manager;  seated,  Raymond  W.  Wild,  vice  president  of 
MCA-TV's  southern  division,  and  Mr.  Johnson. 

Quaal  Back  fro  WGN-AM-TV 
WARD  L.  QUAAL  last  Wednesday  assumed  his 
duties  as  general  manager  of  WGN  Inc.  (WGN- 
AM-TV  Chicago),  leaving  his  post  as  vice  presi- 

dent and  assistant  general  manager  of  Crosley 
Broadcasting  Corp.,  Cincinnati.  He  succeeds 
Frank  P.  Schreiber,  who  resigned  as  vice  presi- 

dent and  general  manager  of  the  Chicago 
Tribune  radio-tv  properties  last  June  [B«T, 
June  11].  Mr.  Quaal  originally  joined  WGN  in 
1941  and  left  in  1949  to  become  director  of 
the  Clear  Channel  Broadcasting  Service.  He 
joined  Crosley  in  August  1952. 

Thomas  W.  Sewell  Dies 

THOMAS  W.  SEWELL,  secretary-treasurer  of 
the  Dixie  Broadcasting  Co.,  which  operates 
WMGY  Montgomery,  Ala.,  died  July  29  as  the 
result  of  an  accidental  drowning  while  swim- 

ming in  a  lake  near  Montgomery. 
Mr.  Sewell,  a  former  major  league  baseball 

player,  has  been  general  manager  of  WMGY 
since  it  began  operation  in  1946.  He  is  sur- 

vived by  his  wife  and  two  children. 

STATION  PEOPLE 

A.  C.  Dowden,  sales  manager,  KARK  Little 
Rock,  Ark.,  to  commercial  and  national  sales 
manager,  KTHS  Little  Rock. 

S.  Charles  Green  Jr.,  sales  staff,  WNOK 
Columbia,  S.  C,  named  sales  manager  of 
WORD  and  WDXY-FM  Spartanburg,  S.  C. 

Repr e  sented    by    Devney    &  C 

Broadcasting    •  Telecasting 

Harry  Bulow  Jr.,  former  president  of  KOBK 
Owatonna,  Minn.,  to  KSON  San  Diego,  Calif., 
as  retail  sales  manager. 

Justin  R.  Duncan,  WOAI-TV  San  Antonio,  to 
operations  manager.  KONO-TV  San  Antonio. 

Doyle  D.  Thompson,  assistant  chief  engineer, 
WFMY-TV  Greensboro,  N.  C,  promoted  to 
chief  engineer. 

John  Palmer,  program  staff  member,  WKNB- 
AM-TV  New  Britain,  Conn.,  to  program  di- 

rector of  WKNB,  succeeding  Raymond  M. 
Neilan,  leaving  industry  for  another  field. 

William  H.  Melson,  manager  of  talent  and 
other  services,  WBT-AM-TV  Charlotte,  N.  C, 
and  WBTN  (TV)  Florence,  S.  C,  appointed 
personnel  and  allied  services  manager. 

Lee  L.  Whiting,  former  vice  president-general 
manager,  KEYD  (TV)  Minneapolis- St.  Paul,  to 
sales  staff  of  WCCO-TV  Minneapolis-St.  Paul. 

Geoffrey  A.  Lapping,  technical  supervisor  for 
five  Arizona  radio  stations,  appointed  director 
of  technical  operations,  KPOK  Scottsdale,  Ariz. 

Fred  B.  Dickson,  director  of  news  and  special 
events,  WSOC-AM-FM  Charlotte,  N.  C,  ap- 

pointed acting  program  director.  Thelma  Har- 
gett,  receptionist,  appointed  continuity  editor. 

John  H.  Kline,  sales  service  manager,  WCAU 
Philadelphia,  to  sales  staff. 

Terry  M.  Hatch,  northern  Calif,  sales  repre- 
sentative, Ziv  Tv,  to  KNBC  San  Francisco  as 

account  executive. 

Art  Lamb  to  WGMS-AM-FM  Washington  as 
morning  man.  Mr.  Lamb  also  conducts  an  after- 

noon program  on  WTTG  (TV)  that  city. 

Dan  Chaniberlin,  United  Nations  bureau,  N.  Y. 
Times,  to  news  staff  of  KRUX  Phoenix,  Ariz. 

Dave  Rodman,  former  program  director, 
WEIM  Fitchburg,  Mass.,  to  announcing  staff, 
WNAC  Boston. 

Vance    Humphreys,    air    promotion  writer, 

Texas 

business 
is booming 

'  f  KCEN-* 
•  833  ft.  lower •  833  ft.  tower 
•  Channel  6,  VHF 
•  Max.  power,  100  kw 
•  Full  Time 

Representatives: 
NATIONAL:  George  P.  Hollingbery 
TEXAS:  Clyde  Melville  Co.,  Dallas 

KCEN-TV,  17  S.  3rd,  Temple,  Texas 
OWNED  AND  OPERATED  BY  BELL  PUBLISHING  CO. 
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Nearly  55,000  Farms 

are  located  within  WHBF's 

31-county  (25,000  sq.  mile) 

coverage  area.  14  of  these 

counties  are  among  the  top 

200  in  the  nation  in  Gross 

Cash  Farm  Income. 

(Sales   Management  1956) 

4  Reasons  Why 
The  foremost  national  and  local  ad- 

vertisers   use    WEVD    year  after 
year  to  reach  the  vast 

Jewish  Mac ite* 

ol  Metropolitan  New  York 
1.  Top  adult  programming 

2.  Strong  audience  impact 
3.  Inherent  listener  loyalty 

4.  Potential  buying  power 

Send  for  a  copy  of 

"WHO'S  WHO  ON  WEVD" 

Henry  Greenfield,  Managing  Director 

WEVD  117-119  West  46th  St.. 

New  Y8rt  19 

STATIONS 

KABC-TV  Los  Angeles,  promoted  to  station 
publicity  department.  Lloyd  Peyton,  ABC 
Hollywood  continuity  acceptance  editor,  to 
KABC-TV  air  promotion  writer.  Tom  Kersey 
to  ABC  continuity  post. 

Mike  Connolly,  syndicated  columnist  and 
author,  doing  daily  Hollywood  news  show  on 
KDAY  there. 

Cordon  Robbie,  announcer-salesman,  WDSR 
Lake  City,  Fla.,  to  WJHP  Jacksonville,  Fla.,  in 
same  capacity. 

Russell  G.  Wittberger,  Allen-Bradley  Co.,  Mil- 
waukee, to  WISN  there  as  account  executive. 

Herman  A.  Schneider,  station  manager,  WJON 

St.  Cloud,  Minn.,  to  WISN-TV  as  account 
executive. 

Arthur  Sipherd  Jr.,  special  events  director  and 
chief  announcer,  KCMJ  Palm  Springs,  Calif., 
promoted  to  program  director. 

Bobby  Peters,  musician,  to  WBAP-FM  Fort 
Worth,  Tex.,  as  program  director. 

James  Emms,  video  engineer,  WNBF-TV  Bing- 
hamton,  N.  Y.,  to  director,  succeeding  Robert 
Dunn,  resigned  to  join  WJNO-TV  West  Palm 
Beach,  Fla.  Earl  Thomas,  WWSC  Glens  Falls, 
N.  Y.,  to  WNBF-AM-TV  as  staff  announcer, 
replacing  Fred  McCall,  joining  WINR  Bing- 
hamton.  Carol  Conklin,  recent  graduate  of 

Hood  College,  Md.,  to  WNBF  traffic  depart- 
ment. Mrs.  Marilyn  Lilyea,  publications  de- 

partment, U.  S.  Navy  Central  Torpedo  Office, 

Newport,  R.  I.,  to  WNBF-AM-TV  as  copy- 
writer. 

John  J.  Allonier,  cosmetic  and  beverage  sales- 
man, to  sales  staff,  WKRC  Cincinnati.  Spencer 

Danes,  feature  reporter  and  announcer,  WLW 
Cincinnati,  to  WKRC  news  staff. 

Bob  Harvey,  announcer-director,  WSAV-TV 
Savannah,  Ga.,  to  staff  announcer,  KVOO-TV 
Tulsa,  Okla. 

Sig  Sakowicz,  Chicago  radio-tv  disc  jockey, 
granted  permission  from  Army  Dept.  to  tape 
record  interviews  in  Europe  with  midwest 
servicemen  for  use  on  new  radio-tv  programs 
now  in  production. 

Joe  Foss,  announcer  at  WBBM  Chicago,  signed 

to  handle  play-by-play  of  Big  10  (Western  Con- 
ference) football  broadcasts  for  CBS  Radio  in 

midwest. 

Dwain  Esper,  sports  announcer,  Los  Angeles 
Mirror-News  writer,  signed  as  track  broadcaster 
for  Saturday  Sportscene  show  on  KNX  Holly- 
wood. 

Abbie  Neal,  country  and  western  disc  jockey; 
Slim  and  Loppy  Bryant,  MGM  recording  art- 

ists, and  Carl  Stuart,  formerly  on  WCOP  Bos- 
ton staff,  all  to  talent  staff  of  WAMO  Pitts- 

burgh, Pa. 

Graduates  of  Northwest  Radio  &  Television 
School  who  have  taken  station  positions:  Bill 
Farmer  to  KERO-TV  Bakersfield,  Calif.,  as 
technical  director;  Rosemary  Valenti,  WEWS 
(TV)  Cleveland,  traffic;  Rochelle  Mudd,  WTTW 
(TV)  Chicago,  film  department;  Pat  Myers  Jr., 
KOMU-TV  Columbia,  Mo.,  film  editor;  Robert 
Buttertield,  KLRG  Las  Vegas,  Nev. 

Dick  Wheeler,  owner-manager,  KTLN  Denver, 

appointed  chairman  of  "Register,  Inform  Your- 
self, and  Vote"  1956  campaign  in  Colorado, 

project  of  Colo.  Broadcasters  &  Telecasters 
Assn. 

DICK  SELLER,  president  of  H.  Richard  Sel- 
ler Adv.  Agency,  Portland,  Ore.,  signs  for 

$100,000  in  program  time  on  KLOR  (TV) 

Portland  for  four  of  his  agencies'  clients. 
At  right  is  S.  John  Schille,  KLOR  general 
manager.  Involved  in  the  transaction 
were  the  Mickey  Rooney  Show  for  Tonkin 
Motors;  Marlow  Branagan  Sports  Show  for 

Meadows  Pontiac;  Federal  Men  for  North- 
west Grocers,  and  All  Sfar  Theatre  for 

Smith's  Home  Furnishings.  All  four  pro- 

grams will  be  shown  in  Class  "A"  time  and 
were  sold  by  KLOR  salesman  Jack  Wassan. 

REPRESENTATIVE  APPOINTMENTS 

WAVY-AM-TV  Portsmouth,  Va.  appoints  H-R 
Representatives  Inc.,  N.  Y.,  for  radio  and  tv 
sales.  WAVY-TV  has  set  January  1957  target date. 

WAKE  Atlanta  to  Adam  Young  Inc.,  N.  Y. 

WFEA  Manchester,  N.  H.  a  member  of  the 

Rahall  group  of  stations,  appointed  Weed  &  Co. 
its  national  sales  representatives,  effective  im- 

mediately. Weed  also  will  continue  to  represent 
WKAP  Allentown,  Pa.,  another  Rahall  station. 

REPRESENTATIVE  PEOPLE 

Martin  E.  Goldberg,  ratings  supervisor,  ABC 

Radio  Research  Dept.,  to  H-R  Representatives 
as  assistant  to  Research  Director  Avery  Gibson. 

Norman  Cissna,  assistant  general  manager  and 
sales  director,  WTTV  (TV)  Indianapolis,  to 
The  Meeker  Co.,  Chicago  office. 

LIBEL 

SLANDER 

PIRACY 

PRIVACY 

COPYRIGHT 

Guard  against  embarrassing  loss 
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EDUCATION 

Tv  Transmitting  Equipment 

Urged  for  Travel  Terminals 

THE  NEED  for  permanently  located  tv  trans- 
mitting equipment  at  major  U.  S.  air,  rail  and 

shipping  terminals  was  stressed  Friday  by  Wil- 
liam A.  Berns,  news  and  special  events  director, 

WRCA-AM-TV  New  York.  Mr.  Berns,  visiting 

instructor  in  adult  education  at  the  NBC-Bar- 
nard College,  N.  Y.,  Summer  Institute  of  Radio 

&  Television,  told  students  that  "the  time  is 
swiftly  approaching  when  key  centers  of  the 

globe  will  have  to  be  within  eye-shot  of  a  world- 

wide audience  at  a  moment's  notice."  He  par- 

ticularly emphasized  local  coverage  of  "im- 

portant arrivals  and  departures." Mr.  Berns  said  that  this  need  is  compounded 
by  the  exorbitant  cost  borne  by  local  stations 
in  dispatching  mobile  tv  equipment  to  major 

transportation  centers  "every  time  something  of 
particular  news  value  occurs."  One  way  to  pro- 

cure immediate  news  coverage  while  "keeping 
the  budget  down,"  Mr.  Berns  suggested,  is  by 
persuading  the  major  transportation  companies 
to  purchase,  set  up  and  maintain  tv  camera 

pools  that  could,  "at  a  moment's  notice,"  feed 
remotes  directly  into  the  stations. 

He  said  that  such  a  procedure  "will  not  only 
pipe  the  arrival  say,  of  a  Sir  Athony  Eden, 
right  into  living  rooms  within  minutes  after 
the  plane  has  landed,  but  it  will  also  make 
public  affairs  programming  more  attractive  to 
local  stations  due  to  the  low  expense  in  arrang- 

ing for  direct  pick-ups."  Mr.  Berns  told  B«T  he 
already  has  proposed  such  a  system  "on  an  in- 

formal basis"  to  Pan-American  World  Airways, 
which  said  it  will  "seriously  consider"  the  sug- 
gestion. 

Test  Shows  Tv  Lectures 

Superior  to  Classroom's AVERAGE  exam  scores  of  186  high  school 
students  viewing  chemistry  lectures  on  tv  sets 
ran  4.49  points  above  those  of  a  702-student 
non-tv  group,  according  to  an  experiment  con- 

ducted by  WCET  (TV)  Cincinnati,  ch.  48  edu- 
cational station. 

In  advance  of  WCET's  seven-week  experi- 
ment, which  involved  classes  from  six  compre- 

hensive high  schools,  chemistry  teachers  met  as  a 
group  and  determined  the  material  to  be  taught, 

so  that  all  students  were  receiving  the  same  in- 
formation. To  make  certain  that  aptitude  levels 

of  the  groups  were  comparable,  tests  were  given 
to  the  students  in  advance  of  the  series.  The 
aptitudes  of  the  two  groups  were  determined  as 
about  equal. 

Commenting  on  the  tests,  the  Cincinnati  Pub- 

"I've  been  thinking— wouldn't  I  do 
better  over  KRIZ  Phoenix?" 

Lessons  Via  Tv 

TELEVISION  is  going  to  be  used  full 
strength  this  fall  as  a  complete  adjunct 
to  the  classrooms.  Washington  U.,  St. 
Louis,  has  announced,  that  beginning  in 
September,  the  entire  freshman  basic 
mathematics  course  will  be  given  over 
the  facilities  of  ch.  9  KETC  (TV)  St. 

Louis  in  five,  45-minute  lectures  weekly 
complete  with  lesson  assignments.  The 
400-500  freshman  will  be  expected  to 
attend  the  city-wide  lecture  hall  in  their 
homes,  notebooks  at  the  ready,  and  will 
be  given  the  opportunity  of  conferring 
with  instructors  at  intervals  during  the 
semester.  Washington  U.  officials  hope 
that  the  telecourse  will  free  teachers  for 
more  intensive  tutorial  activities. 

lie  Schools  said:  "...  the  evidence  would  indi- 
cate that  direct  teaching  by  television  in  this 

experiment  was  more  effective  than  regular 
classroom  instruction.  That  may  be  due  to  the 
television  medium  itself  or  the  personality  and 
teaching  effectiveness  of  the  television  teacher, 
or  a  combination  of  these  influences.  It  is  prob- 

able in  this  experiment  that  each  of  these 

influenced  the  outcome." 

WUSV  (FM)  Given  New  Gear 

WEJL  Scranton  Owners 

By 

DONATION  of  complete  fin  equipment  to 
WUSV  (FM)  Scranton,  Pa.,  educational  radio 
station  of  the  U.  of  Scranton,  by  Elizabeth  R. 
and  Edward  J.  Lynett  Jr.,  operators  of  WEJL 
Scranton  and  co-publishers  of  the  Scrcm ion 
Times,  was  announced  last  week.  Accepting 
the  equipment  from  the  publishers  was  the 

university's  president,  the  Rev.  John  J.  Long, 
S.J.,  who  said  that  it  would  be  used  towards 
increasing  the  power  of  WUSV  (FM).  now 
in  its  sixth  year  of  operation. 

Dramatic  Arts  Foundation 

Buys  Radio,  Video  School 
THE  Radio  and  Television  School  of  the  Colum- 

bia Institute,  Philadelphia,  was  purchased  last 
week  by  the  American  Foundation  of  Dramatic 
Arts.  The  training  school — the  oldest  in  Phila- 

delphia and  reportedly  one  of  the  highest  rated 
in  the  country — will  continue  to  stress  the  tech- 

nical side  of  broadcasting,  but  will  add  courses 

in  acting  and  production  this  fall.  To  ac- 
commodate this  move,  AFDA  will  construct  a 

complete  closed  circuit  "station"  on  the  prem- 
ises, officials  said. 

The  foundation's  head,  musical  comedy  star 
Wilbur  Evans,  said  that,  "this  is  one  more  step 
toward  our  goal  of  establishing  a  complete 

university  of  all  fields  of  creative  activity." 

KQED  (TV)  Move  Planned 
KQED  (TV)  San  Francisco,  noncommercial 
educational  outlet,  will  move  its  transmitter 
and  antenna  this  fall  from  the  Mark  Hopkins 
Hotel  to  San  Bruno  Mt.,  General  Manager 
James  Day  announced  last  week.  He  explained 
the  change  will  improve  reception.  KQED  will 
build  a  new  transmitter  building  and  150-ft. 
tower  at  the  new  site,  adjacent  to  the  present 
facilities  of  KRON-TV  and  KNBC-TV  San 
Francisco.  Mr.  Day  said  the  educational  sta- 

tion's recent  fund  campaign  fell  short  of  its 
goal,  but  the  move  is  being  made  "with  the 
conviction  that  an  enlarged  audience  will  result 

in  increased  viewer  support." 

'Standard  heights  to  1000  feet, 
with  special  designs  available  for  higher  structures 

Your  best  solution  to 

any  tower  problem  is 

BLAW-KNOX 

via  Graybar 

Pick  the  worst  weather  conditions  on 

the  map  and  you'll  find  Blaw-Knox 
towers  up  and  operating  successfully. 

For  meeting  any  tower  need  you  can 
combine  design  experience  that  goes 

back  to  radio's  beginning  with  a  sup- 
ply service  that  started  in  1869.  Just 

order  a  Blaw-Knox  tower  via  Graybar. 
Ready  to  give  you  skilled  help  on 
this,  and  every  other  phase  of  station 
construction  is  a  Graybar  Broadcast 

Equipment  Representative.  A  phone 

call  from  you  will  make  your  prob- 

lems his.  666,8 
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Graybar  Electric  Company,  420  Lexington  Avenue 
New  York  17,  N.  Y. 
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—  PROGRAM  SERVICES 

Liberty  Leasing  Enters 

Radio-Tv  Equipment  Field 
ENTRY  into  the  radio-tv  field  was  announced 
last  week  by  the  Liberty  Leasing  Corp.,  New 
York,  whose  officials  said  it  will  provide  radio 
and  television  stations  with  equipment  to  their 
specifications  on  a  monthly  rental  basis.  The 
company  heretofore  has  been  engaged  pri- 

marily in  the  leasing  of  equipment  for  the  com- 
pressed gas  industry. 

Liberty  plans  to  provide,  on  long-term  lease 
basis,  such  equipment  as  transmitters,  film  and 

live  cameras,  projectors  and  accessories,  con- 
trol systems  and  complete  packages. 

Manfred  I.  Behrens  Jr.,  formerly  president 

of  Ludwig  Bauman  &  Spears,  New  York  fur- 
niture chain  store,  is  president.  George  G. 

Weiss,  president  of  WWBQ  Augusta,  Ga.,  and 
vice  president  of  Studio  Films  Inc.,  New  York, 
is  vice  president  of  the  new  leasing  company. 
Mr.  Weiss  recently  sold  WPAL  Charleston, 
S.  C,  of  which  he  was  president.  Liberty 

Leasing  maintains  headquarters  at  341  Madi- 
son Ave.  Telephone  is  Murray  Hill  3-5095. 

Latest  Electronic  Devices 

In  RKO-WOR  Recording  Studio 

THE  LATEST  electronic  recording  devices — 
including  the  recently  developed  tv  film  tape 
recorder — will  be  incorporated  in  construction 
of  the  new  RKO-WOR  (New  York)  recording 

division  of  MBS,  the  network's  president,  John 
B.  Poor,  announced. 

As  part  of  an  overall  expansion  move  of  the 
division  to  meet  its  increased  use  by  advertising 

agencies,  MBS  is  currently  building  an  ultra- 
modern recording  studio  in  its  New  York  head- 
quarters, supplementing  existing  facilities  in  the 

same  building.  Features  of  the  new  studio  will 
include  the  binaural  sound  recorder,  the  12- 
channel  custom-built  mixing  channel  with  push- 

button echo  control  and  built-in  Cinemagraph 
equalizing  system,  a  separate  live  echo  chamber 

and  an  isolation  room  for  "improved  vocal- 
music  separation,"  MBS  said. 

Entertainment  Productions 

New  Name  for  Cowan  Firm 

THE  tv  packaging  firm  of  Louis  G.  Cowan 
Inc.,  New  York,  has  changed  its  name  to 
Entertainment  Productions  Inc.,  thus  ending  all 
connections  with  the  founder  of  the  company, 
Louis  G.  Cowan.  Mr.  Cowan  resigned  earlier 
this  year  to  accept  a  top  creative  vice  presidency 
at  CBS-TV.  The  firm,  which  continues  at  its 
New  York  offices,  575  Madison  Ave.,  under  the 
presidency  of  Harry  Fleischman,  produces 
The  $64,000  Question,  The  $64,000  Challenge, 
Down  You  Go,  The  Big  Surprise,  The  Quiz 
Kids,  and  other  quiz  programs. 

MANUFACTURING 

MR.  MARVIN 

GE  Lab's  Marvin  Retires, 
Known  for  Fm  Developments 

THE  retirement  of  Harry  B.  Marvin,  62,  a 
pioneer  in  fm  broadcast  development,  motion 
picture  sound  and  high  frequency  measurement, 
was  announced  last 

week  by  General 

Electric  Co.'s  Elec- tronics Lab.  Mr. 
Marvin,  with  GE 
since  1919,  had  been 

on  the  lab's  staff 
since  its  founding  in 
1947. 

Holder  of  at  least 

eight  patents  in  the 
field  of  high  fre- 

quency broadcasting 
and  testing,  Mr. 

Marvin  was  instru- 
mental in  the  con- 

struction of  the  first  Armstrong-circuited  fm 

sets,  of  GE's  first  tv  studio  and  in  the  develop- 
ment of  motion  picture  sound  techniques.  In 

1950,  he  was  named  an  IRE  Fellow  for  "out- 
standing contributions  in  the  art  of  measure- 

ments and  his  pioneering  work  in  fm,  television 

and  allied  fields." During  World  War  II,  Mr.  Marvin  acted  as 

liaison  engineer  between  GE  and  the  Massachu- 

setts Institute  of  Technology's  radiation  lab, 
and  after  V-E  Day,  toured  Germany  along  with 
other  engineers  in  an  investigation  of  scientific 
war  developments  under  the  Nazi  regime. 

F.  P.  Guthrie  Retires 

After  33  Years  with  RCA 

F.  P.  GUTHRIE,  assistant  manager,  RCA  Fre- 
quency Bureau,  Washington,  retired  last  Tues- 

day after  33  years  with  RCA.  He  was  feted  by 
his  colleagues  and  given  an  aluminum  boat  for 
his  summer  home  near  Chesapeake  Bay. 

Mr.  Guthrie  was  associated  with  Comr.  T.  A. 
M.  Craven  in  the  Navy  in  World  War  I  and 
later  was  manager  of  the  U.  S.  Shipping  Board 

radio  division.  He  joined  RCA  in  1923  as  man- 
ager of  its  Washington  office,  then  served  as 

manager  of  what  is  now  WRC  Washington  until 
1927  when  NBC  was  formed.  He  served  as 

assistant  vice  president  of  RCA  Communica- 
tions until  1953  when  he  was  assigned  to  the 

frequency  bureau. 

formerly  general  manager  of  the  distribution 
arm.  Both  have  been  with  Emerson  for  a 
number  of  years.  Before  his  election  as  sales 
vice  president  in  May  1955,  Mr.  Kory  was 
the  sales  and  sales  administration  director 
as  well  as  manager  of  Emerson  distributing 
subsidiaries.  Mr.  Dietz  moved  to  Emerson-New 
York  in  January  1952,  having  previously  been 
advertising  and  sales  promotion  director  of 
Emerson. 

Kay  Labs'  Profits  Up 
KAY  LABS',  San  Diego,  profits  and  orders 
for  the  first  half  of  1956  showed  a  marked  in- 

crease over  the  same  period  last  year,  LaMotte 
T.  Cohu,  board  chairman  and  president,  dis- 

closed last  week. 
Orders  for  the  first  six  months,  he  said, 

amounted  to  $1,441,031,  compared  to  $657,- 
196  for  the  first  six  months  of  1955.  Profits 
for  the  first  half  of  1956  were  $71,239.56  on 
billings  of  $1,088,924,  compared  to  a  loss  of 
$23,775.89  on  billings  of  $532,939.96  in  the 
corresponding  period  a  year  ago. 

PT&T  Orders  Relay  Equipment 

DELIVERY  of  the  first  11,000  mc  portable  tv 

microwave  relay  equipment  to  the  Pacific  Tele- 
phone &  Telegraph  Co.,  Portland,  Ore.,  was 

announced  last  week  by  Lambda-Pacific  En- 
gineering Inc.,  New  York.  The  Lambda  KU 

band  link,  said  to  be  the  first  and  only  micro- 
wave equipment  operating  in  the  107-117  mc 

frequency  range,  was  purchased  for  Pacific  T&T 
by  Western  Electric  Co.,  division  of  AT&T. 
It  will  be  used  to  survey  new  tv  microwave 
routes  for  the  11,000  mc  equipment  to  be  in- 

stalled late  next  year  in  the  Oregon,  Washing- 
ton and  Idaho  area. 

New  Closed  Circuit  System 

VISUAL  Electronics  Corp.,  New  York,  las 
week  announced  that  for  the  first  time  a  com 
plete  closed  circuit  system  providing  broadcast 
ing  quality  film  and  live  studio  pickup  is  bein; 

offered  at  a  price  under  $10,000.  VEC  is  dis" tributing  this  equipment,  consisting  of  a  studic 
camera,  film  camera,  16  mm  projector,  auto 
matic  slide  projector,  sync  generator,  switching 
console,  camera  monitors,  and  a  small  RI 
transmitter,  for  the  Dage  Television  Div. 
Thompson  Products  Inc. 

Kory  to  Emerson-New  York      Gen.  Maude  Joins  DuMont  La 
MICHAEL  KORY,  vice  president  in  charge 
of  sales,  Emerson  Radio  &  Phonograph  Corp., 
Jersey  City,  last  week  was  appointed  president 
of  Emerson-New  York,  exclusive  distributor 
for  Emerson  in  the  New  York  metropolitan 
area.   Named  as  his  successor  was  Hal  Dietz, 

MAJ.  GEN.  Raymond  C.  Maude  (U.  S.  Ai 
Force,  ret.),  former  commander  of  the  Cam 
bridge  Research  Center,  Hanscome  AFB,  Bed 
ford,  Mass.,  has  joined  Allen  B.  DuMont  Lab 
as  assistant  to  Dr.  Thomas  T.  Goldsmith  Jr, 

vice  president  of  the  government  and  researcl 
division.  While  in  active  service,  Gen.  Maud 

was  instrumental  in  the  "Lincoln  Project"  oi 
intercontinental  air-defense,  jointly  conducts 
by  the  Massachusetts  Institute  of  Technolog 
and  the  Air  Force.  At  DuMont,  he  will  ai 

in  directing  and  coordinating  the  firm's  elec 
tronics  supply  program  to  the  armed  services 

Arthur  Wright  Dies  in  N.  Y. 

ARTHUR  WRIGHT,  77,  patent  attorney  an 
inventor,  died  July  28  at  his  Forest  Hills,  N.  Y 
home,  after  a  short  illness.  A  former  practicin 
lawyer.  Mr.  Wright  this  year  received  a  pater 
for  a  three-dimensional  color  tv  system  dt 
scribed  as  presenting  a  different  picture  to  eac 

eye  by  creating  a  stereoscopic  effect  regardles 
of  image  color.  He  also  is  credited  with  seven 
other  tv  patents. 

United  Press  news  produces! 
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Personal  Radios,  Tv  Sets 

Aid  Motorola  Sales  Boost 

MOTOROLA  Inc.  last  week  reported  gains  m 
net  sales,  income  before  taxes  and  earnings  for 
the  first  six  months  of  1956,  with  increased 

volume  and  profits  in  black-and-white  tv  sets 
and  personal  radios  in  the  second  quarter  tak- 

ing up  a  slack  in  automobile  receivers. 
In  a  statement  to  shareholders  Wednesday, 

Paul  V.  Galvin,  Motorola  president,  an- 

nounced second  quarter  sales  of  $48.60''  69^ 
(up  17%)  and  first-half  sales  of  over  $100 
million  ($101,801,234,  up  9%).  compared  to 

$40  million-plus  and  $93  million-plus  for  those 
1955  periods. 

Earnings  were  $1,053,331  for  the  second 

quarter  (up  33%)  against  $791,963  and  $3,- 
066,207  for  the  first  half  (up  4%  )  compared  to 
$2,945,001  a  year  ago. 

Decline  in  volume  and  profit  on  car  radios 
was  attributed  to  balancing  of  inventories  by 
auto  manufacturers  and  reduction  of  car  radio 

deliveries.  Mr.  Galvin  noted  that  Motorola  in- 
troduced its  new  tv  line  during  the  second 

quarter  this  year  and  in  the  third  quarter  in 
1955,  accounting  for  tv  gains.  Increases  also 
were  shown  in  two  way  communications  and 
military  electronics  and  progress  was  cited 
in  transistor  radio  activity  and  in  shipment 
of  transistorized  car  radio  sets. 

Mr.  Galvin  asserted  that,  while  Motorola 

has  enjoyed  fine  response  to  its  tv  line,  "In 
general  the  television  industry  is  going  through 
a  shake  out.  Many  companies  are  going  out  of 

business,  creating  close-outs  of  'orphan'  brands. 
This,  plus  price  cutting  on  the  part  of  some 
manufacturers  in  desperate  attempt  to  maintain 
position,  has  heavily  weighed  down  the  price 
and  profit  structure  of  television.  We  expect 
this  condition  to  exist  in  television  for  some- 

time, but  eventually  it  will  lead  to  stability  in 

the  industry." 
No  mention  of  color  tv  was  made  in  Mr. 

Calvin's  shareholder's  report. 

National  Electronics  Meeting 

Scheduled  for  Oct.  1-3 

ELECTRONIC  research  and  development,  in- 
cluding latest  automation  techniques,  will  be 

explored  in  some  100  technical  papers  and  24 
sessions  during  the  1956  National  Electronics 

Conference  at  Chicago's  Hotel  Sherman  Oct. 1-3. 

Theme  of  the  12th  annual  meeting  and  exhi- 

CO  N  ALERT 

MONITORS 

CONELRAD 

MANDATORY  FOR  OPERATORS 
OF  ALL  RADIO  TRANSMITTERS! 
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For  complete 
ENGINEERING 

bition  will  be  "Fifty  Years  of  Progress  Through 
Electronics,"  according  to  L.  T.  DeVore,  pro- 

gram chairman.  Over  10,000  industry  repre- 
sentatives are  expected  to  attend  the  confer- 

ence, sponsored  annually  by  Institute  of  Radio 
Engineers,  American  Institute  of  Electrical  En- 

gineers, Illinois  Institute  of  Technology  and 
two  universities — Illinois  and  Northwestern. 
Radio-Electronics-Television  Mfrs.  Assn.  and 

Society  of  Motion  Picture  and  Television  Engi- 
neers also  are  participating. 

Automation  and  other  developments  will  be 
reviewed  Oct.  3,  closing  day  of  the  conference, 
while  components,  measurements  and  receiver 
techniques  will  be  discussed  in  kickoff  meetings 
Oct.  1.  Among  speakers  listed  thus  far  are 
Dr.  lohn  P.  Hagen,  director,  Naval  Research 
Lab,  Washington,  D.  C.  (on  earth  satellites  and 
space  travel),  and  Dr.  Herbert  Scoville  Ir., 
assistant  director,  U.  S.  Central  Intelligence 
Agency  (no  subject  announced).  Some  240 
commercial  exhibits  will  be  displayed  this  year. 
Advance  registrations  are  being  accepted  until 
Sept.  15  by  the  National  Electronics  Conference 
(Executive  Secretary),  84  E.  Randolph  St..  Chi- 

cago I,  111.  Registration  fee  is  $3  and  special 
rate  for  all  conference  activities  is  $19.50. 

MANUFACTURING  SHORTS 

Ampex  Corp.,  Redwood  City,  Calif.,  has 
signed  contract  with  Hi-Fonic  Music  Systems 
Inc.,  Palo  Alto,  Calif.,  to  manufacture  and 
market  former  Ampex  Model  450B  continuous- 
playing  magnetic  tape  reproducer,  used  in  auto- 

matic radio  station  programming  equipment 
and  for  background  music  operations.  Ampex 
attributes  move  to  production  demands  of 
videotape  recorder  specialized  instrumentation 
recording  equipment. 

Visual  Electronics  Corp.,  N.  Y.,  reports  de- 
livery and  installation  of  complete  Lambda- 

Pacific  microwave  system  at  KXJB-TV  (ch.  4) 
Valley  City,  N.  D.  New  system  replaces  equip- 

ment originally  installed  at  time  station  went 
on  air  in  August  1954. 

Foto-Video  Labs,  Little  Falls,  N.  L,  has 
shipped  color  and  monochrome  television 

equipment  and  test  equipment  to  WSYR-TV 
Syracuse,  KTNT-TV  Tacoma,  KFVS-TV  Cape 
Girardeau,  Mo.,  KOIN-TV  Portland,  Ore.,  and 
WTTG  (TV)  Washington.  Company  also  said 
more  than  100  television  stations  and  tv 
camera  manufacturers  have  been  shipped  its 
F-101A  tv  light  box  for  color  and  monochrome 
image  orthicon  and  vidicon  camera  testing. 

Ampli-Vision  Div.  of  International  Telemeter 
Corp.,  L.  A.,  introducing  two  new  RF  amplifi- 

ers for  community  tv  systems,  master  tv  instal- 
lations and  closed  circuit  tv  systems.  Units, 

models  111  and  116,  are  broad-band  distrib- 
uted amplifiers,  111  covering  entire  vhf  band 

and  latter  covering  vhf  channels  2-6.  Manu- 
facturer claims  wide  dynamic  range,  low  cost 

maintenance,  high  gain  and  elimination  of 
tuning  and  adjusting  for  new  models. 

General  Bronze  Corp.,  Garden  City,  L.  I., 

marketing  large  precision  fabricated  uhf  wave- 
guide for  tv  broadcasting,  microwave  and 

radar  markets.  Unit  is  made  in  sizes  up  to 
21xl0i/2  in. 

Ferrodynamics  Corp.,  Lodi,  N.  J.,  has  been 
formed  to  manufacture  magnetic  recording 
tapes  for  commercial,  home  and  military  ap- 

plications. Frederick  I.  Kantor  is  president 
and  O.  Louis  Seda  executive  vice  president. 

RCA  Tube  Div.,  Harrison,  N.  L,  announces 
publication  of  new  256-page  manual  listing 
technical  data  on  112  types  of  transmitting 

The  ONLY  way  you  can  really 
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all  of  this  rich 

Central  Texas 
Market  is( 
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It's  the  long  reach  that  countsl 
Get  over  1 58, 1 26  TV  Homes* with  KTBC-TV  and  over 

$782,517,000  E.  B.  I.** 
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"Whole  Of  Partial  Coverage, 
Sales  Management,  1956 

KTBC'S  radio  voice 
REACHES  62  Central  Texas 
counties .  . .  but  rates  are 
based  on  ONLY  20  counties  , 
of  Austin's  Trade  Area! 

KTBC 

CHANNEL  7 
CBS  •  NBC  •  ABC 

316  kw  MAX. 

590  kc  RADIO 
CBS 5,000  watts  (LS) 

AUSTIN,  TEXAS 

.Mb  Paul  H.  Raymer  Co.,  I  n  c 

Represented  Nationally  by 

Enough  chickens  were  produced  in 
Iowa  in  1955  to  furnish  2,280.769 
people  with  a  chicken  dinner  every 
Sunday  last  year. 

WMT a  good  egg 
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•MANUFACTURING' 

New,  Timely  Election-Year 
Continuities 

PRESIDENTIAL 

PACKAGE 

An  assortment  of  23  program  Scripts 
for  radio  and  television  .  .  .  back- 

ground— color — personalities — oddities 
— of  past  elections  .  .  .  available  with- 

out charge  as  a  station  and  public 
service. 

THE  FIRST  ELECTION 
One  half-hour  script 

A  PRESIDENTIAL  CAVALCADE 
Seven  five-minute  scripts 

FAMOUS  FIRST  LADIES 
Five  15-minute  scripts 

RISE  OF  POLITICAL  CAMPAIGNING 
One  half-hour  script 

H    THE  PRESIDENTS  SPEAK 
Seven  five-minute  scripts 

FAMOUS  CAMPAIGN  SONGS 
One  half-hour  TV  script 

CAVALCADE  OF  PRESIDENTS 
One  half-hour  TV  script 

TIME  SIGNALS 
STATION  BREAKS 

10:30;  1:00 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE.,  NEW  YORK  17,  N.Y. 
NEW  YORK  *  CHICAGO  •  HOLLYWOOD  •  TORONTO  •  MONTREAL 

PERSONALITY  SELLS 

IN  TEXTILE  CAPITAL 

On  "Wake  Up,  Carolina"  ...  6:00  AM 
to  7:45  AM  Uncle  Dudley  entertains 
with  country  music  and  salesmanship 

plus. 

National  advertisers  find  Dudley's  pro- 
gram gets  maximum  results  with 

minimum  cost.  Pulse  says  number 
one  country  music  jockey  over  ALL 

stations.  (May  '56) 

5000  WATTS 

RADIO 

C 

"660  IN  DIXIE  " 

FIRST  IN  GREENVILLE,  S  C. 

Represented  by  RAMBEAU 

tubes  having  plate-input  ratings  up  to  four  kw, 
and  13  types  of  associated  rectifier  tubes. 
Booklet,  RCA  Transmitting  Tubes  (TT-4),  cov- 

ers basic  power  tube  theory  and  application, 
amplifier  -  modulator  designs,  classification 
charts,  and  circuit  diagrams. 

Admiral  Corp.,  Chicago,  sold  tools  and  dies  of 

its  recently-acquired  Belmont  Div.  for  manu- 
facturing private  brand  radio  and  tv  receivers 

to  Hallicrafters  Co.,  Chicago.  Admiral  will 
devote  full  time  to  production  of  its  own  brand. 

Rauland  Corp.,  subsidiary  of  Zenith  Radio 
Corp.,  Chicago,  has  bought  Charles  Bruning 
Co.  (engineering,  drafting  supplies)  plant  in 
Chicago.  Property  will  be  used  to  expand 
cathode  ray  manufacturing  operations. 

Motorola  Inc.,  Chicago,  announces  licensing 

agreement  with  Addison  Industries  Ltd.,  To- 
ronto, to  manufacture  and  distribute  its  radio-tv 

products.  Latter  formerly  was  licensed  for 
CBS-Columbia  consumer  electronics  products. 

Crescent  Industries  Inc.,  Chicago,  is  conduct- 
ing series  of  private  showings  of  its  1957  line 

of  hi-fi  phonographs  and  tape  recorders  for 
distributors  in  various  regions.  Firm  claims 
to  be  first  manufacturer  to  announce  printed 
circuitry  in  all  its  hi-fi  phonographs. 

Admiral  Corp.,  Chicago,  announces  new  1957 

high  fidelity  phonograph  line  comprising  por- 
table, table,  chairside  and  console  models. 

Prices  range  from  $79.95  for  table  to  $209.95 
for  console  units. 

Audio-Master  Corp.,  N.  Y.,  merchandising  new 
portable,  battery-operated  tape  recorder,  Bu- 
toba,  imported  from  Germany.  Unit  records  to 
one  hour,  operates  on  two  speeds,  using  5-in. 
reels.  It  can  be  used  on  electricity  as  well  as  on 
battery,  weighs  21  lb.  and  measures  12x14x4% 
in. 

MANUFACTURING  PEOPLE 

Charles  T.  Carroll  promoted  from  director  of 

engineering  to  vice  president  in  charge  of  en- 
gineering at  Hallicrafters  Co.,  Chicago,  work- 

ing on  advance  systems  development  for  air- 
borne equipment.  W.  F.  Frankart  succeeds 

him  as  engineering  director. 

Robert  Thalner,  tv  chassis  engineering  man- 
ager, Sylvania  Electric  Products,  Buffalo, 

N.  Y.,  named  chief  engineer  of  radio  and  tele- 
vision division.  Jerry  P.  Driscoll,  Syracuse, 

N.  Y.,  sales  representative,  Sylvania  Electric 
Products  Inc.,  N.  Y.,  appointed  mid-eastern 
district  manager  of  electronic  products  dis- 

tributor sales,  with  headquarters  in  Pittsburgh, 
Pa. 

William  B.  Mullen,  formerly  merchandising 

and  sales  manager  of  Ampro  Corp.  tape  re- 
corder division,  Chicago,  appointed  national 

sales  training  manager,  Motorola  Inc.,  Chicago. 

George  E.  Roush,  electronics  patent  attorney, 
to  CBS-Hytron  Div.  of  CBS  Inc.,  Danvers, 
Mass.,  as  division  attorney. 

John  W.  Barren,  formerly  eastern  sales  man- 
ager for  Raytheon  Mfg.  Co.,  and  Victor  B. 

Stepka,  sales  manager  for  St.  Louis  branch  of 

Avco  Mfg.  Co.  (Crosley-Bendix  Div.),  ap- 

pointed regional  managers  in  electronics  divi- 
sion of  Admiral  Corp. 

Felix  D.  Bonvouloir,  formerly  central  district 
field  representative,  Allen  B.  DuMont  Labs., 
appointed  territorial  representative  of  Visual 
Electronics  Corp.,  N.  Y.,  in  central  states,  with 
headquarters  in  Dayton,  Ohio. 

INTERNATIONAL 

REQUEST  FOR  FUNDS 

BY  CBC  CRITICIZED 

Anticipated  $20  million  deficit 
for  1957  fiscal  year  hit  by  both 

government    and  opposition 
members  of  Parliament. 

CANADIAN  Broadcasting  Corp.  will  have  a 
deficit  during  the  present  fiscal  year  ending 
March  31,  1957,  of  about  $20  million,  National 
Revenue  Minister  J.  I.  McCann  announced  in 
the  House  of  Commons  at  Ottawa,  Ontario, 
last  week.  The  Canadian  government  asked 
Parliament  to  make  an  interim  grant  to  the 

government-owned  CBC  of  $18,500,000  for  the 
current  fiscal  year. 

The  request  covered  only  part  of  anticipated 
deficits  of  $3,000,000  on  radio  and  $17,000,000 
on  television.  CBC  will  receive  a  grant  of 
$6,250,000  in  addition  to  the  $18,500,000  asked 
for  by  Mr.  McCann.  This  interim  method  of 
financing  the  CBC  during  the  current  fiscal  year 
was  decided  on  by  the  government  pending  the 

report  of  the  Royal  Commission  on  Broadcast- 
ing, which  is  expected  to  recommend  long-term 

methods  of  financing  the  CBC. 

The  anticipated  deficit  brought  criticism  from 

government  and  opposition  members  of  parlia- 
ment. John  Diefenbacker  (Progressive  Con- 

servative member  for  Prince  Albert,  Sask.) 
said  the  present  method  of  meeting  deficits 

only  encouraged  CBC  to  continue  overspend- 
ing. This  could  grow  to  $100  million  a  year 

by  1961,  he  declared.  He  could  not  understand 
why  CBC,  with  a  monopoly  over  choice  tv 
locations,  operates  with  a  deficit. 

Russell  Reinke  (Liberal  member  for  Hamil- 
ton South,  Ont.),  who  had  previously  criticized 

CBC  for  not  giving  what  he  termed  true  re- 

ports of  parliament's  discussions,  said  he  would 
like  to  know  where  Canada  is  going  "with  this 
monster".  If  the  CBC  can  not  pay  its  way  out 
of  commercial  revenue,  amounting  to  more 
that  $9  million  last  year,  he  said  it  should  get 
out  of  the  broadcasting  business  and  let  private 
enterprise  take  over. 

Referring  to  the  15%  excise  tax  collected  on 
radio  and  tv  sets  to  finance  the  CBC,  Mr. 

Reinke  said  that  he  felt  "the  CBC  has  extracted 
$29  million  from  the  taxpayer's  pockets.  ..  .  . 
I  am  not  in  favor  of  this  Parliament  subsidizing 

the  CBC  to  the  extent  it  has  in  the  past." 
Solon  Low,  leader  of  the  Social  Credit  party, 

attacked  the  CBC  policies  as  "a  hodge-podge  of 
socialism  and  private  enterprise,  with  socialism 

given  the  upper  hand  at  all  times."  He  de- clared that  the  private  stations  had  done  a 
magnificent  job  but  he  wondered  how  much 

more  they  could  have  done  "if  they  had  not 
been  circumscribed,  if  they  had  not  been  kept 
down  by  the  weight  of  CBC  regulations.  The 

government  policy  is  straight  out-and-out  de- 
nial of  free  enterprise.  In  my  judgment  it 

encourages  the  CBC  board  of  governors  to 
look  upon  themselves  as  absolute  dictators  and 

omniscient  manipulators." 
Mr.  Reinke's  criticism  of  CBC  news  re- 

ports also  included  his  complaints  that  Cana- 

SCISSORS-TIP  ART' The  most  convenient  and  the  quickest  way  to 
produce  smart  printed  promotions  is  to  use 
the  Clipper  Scissors-Tip  way.  Free  sample 

copy,  yours  to  use,  no  obligation.  Address . . . 

MULTI-AD  SERVICES,  INC. 
Box  806-O  Peoria,  Illinois 
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iian  Press,  British  United  Press  and  all  90 
nembers  of  the  parliamentary  press  gallery 
lad  not  given  a  true  report  of  the  late  May 
ind  early  June  heated  debate  on  the  Trans- 
Canada  Pipe  Line  legislation.  He  felt  CBC 
ind  the  press  in  general  had  not  given  a  true 

sicture  of  the  government's  handling  of  this 
legislation.  (Practically  all  newspapers  were  edi- 
orially  against  the  methods  by  which  this 
egislation  was  forced  through  parliament  by 
the  government.) 

Canadian  Stations  Permitted 

To  Hire  Own  Wire  Hookups 

CANADIAN  independent  radio  stations  can 
now  hire  their  own  wire  lines  for  network 

broadcasts,  according  to  a  change  in  regula- 
tions made  by  the  board  of  governors  of  the 

Canadian  Broadcasting  Corp.  at  its  recent 
meeting.  Word  of  this  change  came  out  in 
the  Canadian  House  of  Commons  at  Ottawa 
on  July  26  when  James  J.  McCann,  minister 
of  national  revenue,  said  CBC  had  suspended 
the  requirement  that  arrangements  be  made 
through  CBC  for  leasing  lines  to  join  private 
stations. 

Independent  stations  must  get  CBC  permis- 
sion for  a  network,  but  can  make  their  own 

wire  line  arrangements.  The  minister  said  this 
does  not  pave  the  way  for  establishment  of  a 
permanent  private  station  network  to  compete 
with  CBC. 

Tele-Clubs  Set  for  Japan 
Under  UNESCO  Sponsorship 

USE  of  television  for  rural  adult  education — 
first  carried  out  in  France  under  the  sponsor- 

ship of  the  United  Nations  Educational,  Scien- 
tific &  Cultural  Organization  (UNESCO) — 

soon  will  be  launched  in  a  program  to  begin 
in  Japan,  UNESCO  said  last  week.  The  project 
calls  for  formation  of  40  community  viewing 
groups,  or  "tele-clubs,"  in  schools  and  civic 
centers  covered  by  tv  stations  in  Tokyo,  Na- 
goya  and  Osaka.  Japanese  educational  and 
broadcasting  authorities  also  will  produce  a 
series  of  at  least  13  special  programs  designed 
to  demonstrate  solution  of  problems  confront- 

ing Japanese  agriculture.  A  UNESCO  study  of 
the  French  program  indicates  tv  has  changed 
the  ideas  of  the  French  farm  group  about 
modernization  of  their  work  and  ways  of  living. 

expert  tv  lighting 

low  cost  .  .  . 

flexible 

One  of  the  largest  suppliers  of 

temporary  lighting  facilities 

anywhere  in  the  U.  S.  and 

Canada. 

Rental  equipment  Service  in- 
cludes installation  and  removal 

at  one  low  cost. 

free  estimates 

Write  for  Free 

Catalog  of  Equipment 

JACK  A.  FROST 

Department  BT 
234  Piquerte  Ave. 
Detroit  2,  Michigan 

Satellites  Cooperate  on  Tv 

IRON  CURTAIN  countries  entered  into  an 
agreement  on  the  joint  development  of  and 
research  in  the  field  of  color  television.  The 
Soviets  are  to  concentrate  on  studio  equipment 
while  the  Soviet  Zone  of  Germany  will  develop 
the  transmitting  end  and  relay  techniques  to- 

gether with  Czechoslovakian  agencies. 

Tv  Fair  Set  for  Germany 

GERMAN  manufacturers,  tv  stations  and  other 
interests  in  television  plan  a  large  tv  exhibi- 

tion from  Aug.  31  to  Sept.  9  in  Stuttgart.  South 
German  Radio  plans  a  13-hour  daily  tv  pro- 

gram during  the  fair,  which  would  be  almost 
three  times  the  present  and  normal  schedule. 
Manufacturers  will  tie  in  with  elaborate  promo- 

tional efforts,  and  a  total  of  more  than  100,000 
visitors  are  expected  at  the  exhibition  site. 
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INTERNATIONAL PROGRAMS  &  PROMOTIONS •ui 

e'  Ads 

CKFH  Toronto,  Ont.,  has  started  a  new 
sales  idea  patterned  on  newspaper  full 
page  advertising.  The  station  is  selling 

a  special  package  of  28  spot  announce- 
ments in  a  12-hour  period  at  $159  instead 

of  $400,  which  the  same  number  of  spots 
would  cost  at  regular  rates.  Some  30 
local  advertisers  have  already  tried  the 

idea  for  a  "full  page"  of  radio  advertising. 
CKFH  sales  manager  Keith  Davey  points 

out  that  with  this  package  deal  "an  ad- 
vertiser gets  every  type  of  audience  from 

western  and  jazz  music  fans  to  classical 

music  audiences."  The  idea  is  now  being 
presented  to  national  advertisers. 

CHEX-AM-TV  Strike  Settled 

A  167-DAY  STRIKE  by  six  employes  of 

CHEX-AM-TV  Peterborough,  Ont.,  was  ended 
July  27,  with  a  new  contract  retroactive  to 

Jan.  1.  including  improved  wages,  working 
conditions  and  hours  of  work.  While  the  new 

wage  scale  was  not  announced  by  management 
of  stations  or  union  officials  of  National  Assn. 

of  Broadcast  Employes  &  Technicians,  the 

strikers  had  asked  for  monthly  salaries  ranging 

from  $200  to  $275  for  announcers,  $180  to 

$230  for  operators  and  $160  to  $200  for  four 

other  employes. 

\
 
 

♦ 

See  Page  121 

PROMOTIONAL  TOAST  BY  WGR-TV 

"SUCCESS  on  the  Rocks"  is  a  new  mail  pro- 
motion effort  by  WGR-TV  Buffalo,  N.  Y.  Ac- 

companying two  double-size  old  fashioned 
glasses  incribed  with  call  letters  and  ABC  net- 

work seal  is  a  card  which  reads:  "Success  'On 
the  Rocks.'  Recipe:  Start  with  Buffalo  as  a 
base;  add  WGR-TV,  Channel  2,  mix  thoroughly 
with  ABC,  pour  in  a  generous  schedule — then 
sit  down.  (The  results  will  rock  you!)  This 

recipe  is  the  favorite  stimulant  of  smart  ad- 
vertising men  .  .  .  sent  you  with  the  best 

wishes  of  WGR-TV,  ABC's  newest  and  happiest 

affiliate." MiCHENER  TO  WRITE  ASIA  SHOW 

PULITZER  prize-winning  author  James  A. 
Michener  (Tales  of  the  South  Pacific,  The 

Bridges  at  Toko-Ri)  has  been  designated 

writer-producer  of  NBC-TV's  forthcoming  90- 
minute  documentary,  Assignment:  Southeast 
Asia.  The  program,  which  will  deal  with  the 
"uncommitted"  Asian  nations,  will  be  filmed 
on  location  later  this  summer,  producer-director 
Robert  Graff  said  last  week.  An  advance  party 
is  already  on  the  scene,  researching  and  setting 
up  interviews  with  Asian  leaders. 

NEW  NBC  CONVENTION  GUIDE 

NBC  Central  Div.  is  distributing  a  7956  Na- 
tional 'Convention  Handbook  compiled  by  In- 

ternational News  Service  as  a  guide  to  upcom- 
ing Democratic  and  Republican  conclaves  Aug. 

13  and  Aug.  20,  respectively.  An  accompany- 
ing note  from  Howard  W.  Coleman,  advertis- 

ing-promotion-merchandising manager  of  the 
network's  owned  WNBQ  (TV)  and  WMAQ 
Chicago,  also  calls  attention  to  NBC  radio-tv 

coverage.  The  book's  back  cover  advises 
convention-goers  to  "See  and  Hear  Quality 
Convention  Coverage  on  Chicago's  Quality 

Stations." 
WBNS-TV  SENDS  TOTS  FUN  BOOK 

STATION  promotion  and  education  are  tied 
together  in  a  Fun  To  Do  book  published  by 
WBNS-TV  Columbus.  The  book,  compiled  by 

the  station  in  cooperation  with  a  local  adver- 
tising agency  and  an  advisory  board  of  Colum- 

bus teachers,  contains  party  hints,  cut-outs  and 

"do-it-yourself"  games  and  other  pastimes.  Just 
to  remind  Columbus  tots  where  all  this  came 

from,  WBNS-TV  has  seen  to  it  that  every  page 

of  the  book  promotes  the  station,  its  outstand- 

ing children's  shows  and  personalities.  On-the- 
air  promotion  is  currently  going  on,  as  is  fre- 

quent mention  of  the  book  in  Columbus  news- 

papers. 
WHAS  VARIES  ON  SAME  THEME 

SIMILARLY  inspired  to  the  WBNS-TV  fun 
book  (see  above),  but  with  broadened  commer- 

cial content,  is  a  crayon  coloring  book  by 

WHAS-TV  Louisville,  Ky.,  which  drew  more 
than  22,500  mail  responses  after  three  days. 

The  "Randy  &  Cactus"  coloring  book,  featuring 
Randy  Atcher  and  Tom  (Cactus)  Brooks,  stars 
of  T-Bar-V  Ranch  and  Cactus  Cartoons,  offers 

cartoon  scenes  from  show  situations  with  spon- 
sor products  incorporated. 

Mcdonald  on  defense  show 

JOHN  McDONALD,  farm  director  of  WSM- 
AM-TV  Nashville  and  president  of  the  National 
Assn.  of  Radio  &  Tv  Farm  Directors,  is  featured 

as  moderator  of  a  special  panel  discussion  pro- 
gram transcribed  in  Washington,  D.  C,  for 

NTA  REMEMBERS  PAPA 

A  SURVEY  conducted  by  National  Tele- 
film Assoc.  indicates  that  the  major  por- 
tion of  the  tv  viewing  audience  watching 

western  films  is  adult,  with  the  father 

of  the  family  edging  out  both  the  mother 
and  children  for  this  type  of  film  fare. 

The  survey  was  carried  out  by  NTA's field  force,  who  talked  to  about  200  tv 
station  managers  to  determine  viewing 
habits  and  preferences.  Other  findings 
of  the  survey  were  that  western  films 
headed  the  preference  list  in  the  200 
areas  canvassed,  followed  by  mysteries, 
dramatic  presentations,  comedies  and 
adventure  stories,  in  that  order. 
An  NTA  official  concluded  that  the 

adult  interest  in  western  films  points  to 

an  upgrading  in  the  story  plots  of  these 
films  to  retain  the  adult  audience.  He 
credited  success  of  such  filmed  programs 
as  Wyatt  Earp,  Frontier  and  Gunsmoke 
to  the  interest  shown  by  the  adult  audi- 

ence and  said  this  point  is  being  con- 
sidered in  producing  The  Sheriff  of  Co- 

chise, which  is  being  produced  by  NTA 
in  conjunction  with  Desilu  Productions. 

use  on  some  500  stations  during  Rural  Civi 
Defense  Week,  Sept.  9-15.  Participants  in  th< 
program  are  True  D.  Morse,  undersecretary 
U.  S.  Department  of  Agriculture;  Val  Peterson 
Federal  Civil  Defense  administrator;  Charlei 
Shuman,  American  Farm  Bureau  president 
James  G.  Patton.  National  Farmers  Unioi 

president;  Herschel  Newsom,  National  Grang< 
master,  and  Homer  Brinkley,  executive  vici 
president,  National  Council  of  Farm  Coopera 
tives. 

BIG  BANDWAGON  FOR  MANNING 

WHEN  Tom  Manning,  KYW  Cleveland  sports 
caster,  celebrated  30  years  with  the  statioi 
(continuing  through  the  changeover  fron 
WTAM  to  KYW),  the  city  and  the  countr 
knew  about  it  through  a  promotion  which  snow 
balled  into  a  national  item  inside  three  weeks 

When  it  was  over,  KYW  counted  these  credits 

Hour-long  radio  salute  on  KYW.  "Tom  Man 
ning  Day"  declared  by  Cleveland  mayor.  Tor 
Manning  testimonial  luncheon  by  KYW  an- 
the  Cleveland  Chamber  of  Commerce  with  50 

attending.  NBC  network  salutes  throughoi 

Tom  Manning  Day  and  over  the  followin 
weekend  on  Monitor.  Award  and  editoris 

coverage  by  Sport  Magazine.  Sponsor  particips 
tion  by  The  Texas  Co.  which  sponsors  tw 
daily  Tom  Manning  sportscasts,  throug 

Kudner  Agency.  Extensive  coverage  in  thre 
Cleveland  newspapers  on  both  sports  and  radic 
tv  pages. 

HEW  YORK  
22.  N-  V- 

3i4//  Inquiries  Confidential 
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PARALLELISM  IN  STATION  PROMOTION 

FRONT  AND  BACK,  same  idea,  different 
teams.  Great  minds  in  tv  stations  3,000 

miles  apart  came  up  simultaneously  with 
ideas  for  uniformly  marked  team  uniforms. 

The  KXLY-AM-TV  Spokane,  Wash.,  squad 
of  14-year-olds,  coached  by  Sales  man- 

ager James  Agostino,  wear  call  letters  in 

front  and  the  number  four  in  back,  identi- 

fying KXLY-TV  as  a  ch.  4  outlet.  On  the 
other  side  of  the  continent,  WWLP  (TV) 

Springfield,  Mass.,  has  outfitted  its  semi- 
pro  nine  similarly.  Every  player  in  this 

club  goes  by  the  number  22,  WWLP's channel  designation. 

KBTV(TV)  HIGH-PLANE  PROGRAMS    CAST  OF  40-ODD  ON  KCUL  SHOW 

KBTV(TV)  Denver  will  climb  the  highest 

mountain— or  fly,  if  necessary — to  bring  art  to 
its  viewers.  For  its  second  annual  coverage  of 

the  Central  City,  Colo.,  Opera  Festival  this 

summer,  KBTV  had  to  take  unusual  steps  to 

connect  with  the  ghost  town  which  lies  some 

40  miles  west  of  Denver  in  the  Rocky  Moun- 

tains, up  3,000  feet  above  the  Mile  High  City. 

To  set  up  a  relay  station  on  Smith  Mountain, 

half  way  between  Central  City  and  the  KBTV 

transmitter,  engineering  gear  had  to  be  flown  in 

by  helicopter.  Back  at  the  transmitter  the  micro- 
wave receiver  was  moved  to  the  top  of  the 

tower  to  bring  it  in  sight  of  the  Smith  Mountain 

relay  point.  KBTV,  using  three  live  cameras, 
made  three  festival  pickups. 

COWTOWN  HOEDOWN,  new  live  Saturday 
evening  show  on  KCUL  Fort  Worth.  Tex.,  has 
gathered  a  cast  of  more  than  40  in  five  weeks 
on  the  air  and  claims  still  to  be  growing.  The 
western  music-variety  show,  emceed  by  record- 

ing artist  and  Station  Manager  Buddy  Starcher, 
with  Jack  Henderson  and  Hank  Craig,  is  aired 
weekly  from  the  Majestic  Theatre  in  downtown 
Fort  Worth  and  features  guest  stars  with  the 
regular  cast. 

your  vote  is  your  voice 

don't  lose  it! 

GET  READY,  by  registering. 

GET  SET,  by  knowing  what  you're 
voting  for.  Then  —  GO  VOTE! 

ROAD  SHOW  FOR  WGN 

RADIO  was  never  more  alive  than  it  is 

today  at  the  "grassroots" — says  WGN 
Chicago.  Basis  if  its  claim  is  the  Tribune 

station's  series  of  "Big  Ten  Good  Neigh- 
bor" parties  throughout  various  local 

communities.  WGN  personalities  took 
their  show  on  the  road  again  the  past 

fortnight,  this  time  to  the  Loyola  Com- 

munity Theatre  on  Chicago's  north  side, 
and  drew  enthusiastic  response.  The  two- 
hour  broadcasts  use,  in  addition  to  reg- 

ular talent,  special  celebrities  and  ama- 
teur talent  from  local  are^s  with  occa- 

sional cooperation  from  civic  groups  to 

stage  presentations. 

Hear  about  the 

Texas  flea? 

He  struck  oil  and 

bought  his  own  dog. 

KGNC  AM  &  TV 
Amarille 

NSC  •  Reps:  The  Katz  Agency 

the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  anew 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  vou  in  on  the 
New  Selling  Sound  of  KMBC-KFRM. 

KMBC     Kansas  City 

KFRM  fin  the  State  of  Kansas 

in  the  Heart  of  America 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  »T) 

July  26  through  August  1 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. EBP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,  w — watts,  mc — megacycles.   D — day.   N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am  Fm  Summary  through  August  1         Tv  Summary  through  August  1 

Total  Operating  Stations  in  U.  S.: 
Vhf       Uhf  Total 

91 

5 

Appls. 
In 

On 
Pend- 

M ear- Air 
Licensed Cps 

ing ing 

Am 2,877 3,026 
165 

276 
119 

Fm 521 544 35 7 0 Commercial 
Noncomm.  Educational 

363 
17 

4541 

222 

FCC  Commercial  Station  Authorizations 

As  of  June  30,  1956* 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing  115 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  June 
Cps  deleted  in  June 
*  Based  on  official  FCC  monthly  reports.  Those 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Ain-Fni  Summary,"  above,  and  for  tv  stations 
■ee  "Tv  Summary,"  next  column. 

Grants  since  July  11,  7952: 

Am 
Fm Tv 

2,871 
519 186 

25 

11 

310 
124 

16 

113 
3.020 546 

609 

173 1 
132 

274 
10 

43 
'  115 

0 85 
154 6 35 

964 
71 

398 

0 2 0 
2 0 2 

(When  FCC   began  processing  applications 
after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 328 

22 

Uhf  Total 
313  64D 

21  432 
Applications  tiled  since  April  14,  7952: 

(When  FCC  ended  Sept.  28,  1948-AprU  14,  1952 freeze  on  tv  processing) 

New  Amend.  Vhf     Uhf  Total 
Commercial  1,006  337  787  556  1.3443 
Noncom.  Educ.       61  34        27  61' 

Total 
1,067 

337 
821 583 

1,4045 

1 170  cps  (33  vhf  137  uhf)  have  been  deleted. 
2  One  educational  uhf  has  been  deleted. 
3  One  applicant  did  not  specify  channel. 
4  Includes  43  already  granted. 
5  Includes  684  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTION  BY  FCC 

Ponce,  P.  R. — Department  of  Education  of 
Puerto  Rico's  application  seeking  cp  for  new  tv 
to  operate  on  ch.  7  dismissed  at  request  cf  at- 

torney. Action  July  30. 

APPLICATIONS 

Port  Huron,  Mich. — Stevens-Wismer  Bcstg.  Co., 
uhf  ch.  34  (590-596  mc);  ERP  22.9  kw  vis.,  12.37 
kw  aur.;  ant.  height  above  average  terrain  32.5 
ft.,  above  ground  82  ft.  Estimated  construction 
cost  $80,285.27,  first  year  operating  cost  $45,000, 
revenue  $45  000.  Post  office  address  932  Military 
St.,  Port  Huron.  Studio  location  Port  Huron. 
Trans,  location  Port  Huron.  Geographic  coordi- 

nates 42°  =8  '  7"  M.  Lat.,  82°  25'  27.5"  W.  Long. 
Trans,  and  ant.  RCA.  Legal  counsel  R.  Russell 
Eagen.  Washington.  Consulting  engineer  Gautney 
&  Jones,  Wash  ngton.  Principals  ?re  enual  part- 

ners Harmon  LeRoy  Stevens  and  John  F.  Wismer. 
Stevens-Wismer  Bcstg.  Co.  is  licensee  of  WHLS 
Port  Huron  and  WLEW  Bad  Axe,  Mich.  Filed 
July  27. 

Wilmington,  N.  C— United  Bcstg.  Co.,  vhf  ch. 
3  (60-66  mc);  ERP  6.1  kw  vis.,  3.05  kw  aur.;  ant. 
height  above  average  terrain  220  ft.,  above  ground 
245  ft.  Estimated  construction  cost  $77,215,  first 
year  operating  cost  $100,000,  revenue  $75,000. 
Studio  location  Wilmington.  Trans,  location  Wil- 

mington. Geographic  coordinates  34°  14'  07"  N. Lat.,  77°  56'  55"  W.  Long.  Trans,  and  ant.  RCA. 
Legal  counsel  Cohn  &  Marks,  Washington.  Con- 

sulting engineer  United  Bcstg.  Co.,  Washington. 
Owner  Richard  Eaton's  interests  include  WOOK- 
AM-TV  Washington,  D.  C;  WFAN  (FM)  Wash- 

ington, D.  C;  WSID  Baltimore,  Md.;  WTLF 
(TV)  Baltimore;  WARK  Hagerstown,  Md.; 
WYOU-AM-TV  Newport  News,  Va.;  WANT  Rich- 

mond, Va.;  WJMO  Cleveland,  and  WINX  Rock- ville,  Md.  Filed  July  31. 

PETITION 

The  Honorable  Andrew  Broaddus,  Mayor  of 
Louisville,  Ky. — Petitions  FCC  requesting  assign- ment of  ch.  7  to  Louisville.  Announced  July  27. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

KVIP  (TV)  Redding,  Calif.— Granted  STA  to 
operate  commercially  on  ch.  7  for  period  ending 

Jan.  9,  1957.  Announced  Aug.  1. 
KQED  (TV)  San  Francisco,  Calif. — Granted 

mod.  of  cp  to  change  trans,  location;  change  ERP 
to  31.6  kw  vis.,  18.6  kw  aur.;  make  ant.  and 
other  equipment  changes,  and  change  station 
location  from  Berkeley  to  San  Francisco.  An- nounced Aug.  1. 
KHTV  (TV)  Twin  Falls,  Idaho— Granted  mod. 

of  cp  to  change  studio  location  and  change  ERP 
to  50  kw  vis.,  25  kw  aur.  Announced  Aug.  1. 
KEED  (TV)  Wichita,  Kan.— Granted  cp  to  re- 

place expired  cp  which  authorized  new  tv.  An- nounced Aug.  1. 
KGVO-TV  Missoula,  Mont.— Granted  mod.  of 

cp  to  change  ERP  to  191  kw  vis.,  95.5  kw  aur. Announced  Aug.  1. 
KTBC-TV  Austin,  Tex.— Granted  mod.  of  cp  to 

change  trans,  location;  change  ERP  to  316  kw 
vis.,  158  kw  aur.;  change  from  DA  to  Non-DA, 
and  make  other  equipment  changes.  Announced 
Aug.  1. 
WTOV-TV  Norfolk,  Va.— Application  seeking 

extension  of  completion  date  returned.  (Filed 
late.)  Station  will  have  to  file  application  seeking 
cp  to  replace  expired  cp.  Action  announced  July 
30. 

KVOS-TV  Bellingham,  Wash. — Granted  mod. 
of  cp  to  change  ERP  to  224  kw  vis.,  122  kw  aur.; 
install  new  ant.  system,  and  make  other  equip- 

ment changes.    Announced  Aug.  1. 
WJPB-TV  Fairmont,  W.  Va. — Application  seek- 

ing extension  of  completion  date  returned.  (Filed 
late.)  Station  will  have  to  file  application  seeking 
cp  to  replace  expired  cp.  Action  announced 
July  30. 
KUAM-TV  Agana,  Guam — Granted  STA  to  op- 

erate commercially  on  ch.  8  for  period  ending 
Nov.  28.    Announced  Aug.  1. 
WSTJR-TV  Ponce,  P.  R. — Granted  mod.  of  cp 

to  make  slight  change  in  trans,  location  (no 
change  in  description  other  than  coordinates); 
change  ERP  to  .813  kw  vis.,  .406  kw  aur.,  and 
make  ant.  changes.  Announced  Aug.  1. 

CALL  LETTERS  ASSIGNED 

WMAY-TV  Springfield,  111.  —  WMAY-TV  Inc., 
ch.  2. WCNS  (TV)  Baton  Rouge,  La.— Bayou  Bcstg, 
Corp.,  ch.  40. WWL-TV  New  Orleans,  La. — Loyola  U.,  ch.  4. 
KGEZ-TV    Kalispell,    Mont.— KGEZ-TV  Inc. 

ch.  8. WMUB-TV  Oxford,  Ohio— Miami  U.,  educa- tional ch.  14. 
KSIX-TV  Corpus  Christi,  Tex.— K-Six  Televi- sion Inc.,  ch.  10. 
WYOU-TV  Newport  News,  Va. — United  Bcstg 

Co.  of  Eastern  Va.,  ch.  33.  Changed  from  WACH- TV. 
WMVS-TV  Milwaukee,  Wis. — Milwaukee  Board 

of  Vocational  &  Adult  Education,  educational 
ch.  10. 

APPLICATIONS 

KRON-TV  San  Francisco,  Calif. — Seeks  cp  tc 
make  changes  in  facilities  of  existing  tv;  change 
trans,  location  to  San  Bruno  Peak,  near  South 
San  Francisco;  change  type  ant.,  and  make  othei 
equipment  changes.  Filed  July  30. 
WTVD  (TV)  Durham,  N.  C. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  make  ant.  changes Filed  Aug.  1. 
KCJB-TV  Minot,  N.  D. — Seeks  cp  to  make 

changes  in  facilities  of  existing  tv:  change  trans 
location  from  U.  S.  Hwy.  #83,  1.5  miles  soutt 
of  city  limits,  near  Minot,  to  N.  D.  Hwy.  #23 
11.5  miles  south,  2  miles  west  of  Minot;  change 
ERP  from  28.8  kw  vis.,  14.4  kw  aur.,  to  65  kv 
vis.,  32.6  kw  aur.,  and  install  new  ant.  system Filed  Aug.  1. 
WBRE-TV  Wilkes-Barrc,  Pa. — Seeks  mod.  of  cj 

(which  authorized  new  tv)  to  make  ant.  changes 
to  incorporate  .55°  electrical  beam  tilt,  providing 
horizontal  vis.  ERP  of  585  kw  with  maximurr 
lobe  vis.  ERP  of  1000  kw.  Filed  July  27. 
KOTA-TV  Rapid  City,  S.  D.— Seeks  mod.  of  cf 

(which  authorized  new  tv)  to  change  ERP  tc 
71.12  kw  vis.,  35.57  kw  aur.  and  make  other  equip- ment changes.  Filed  July  31. 
KLTV  (TV)  Tyler,  Tex. — Seeks  cp  to  make changes  in  facilities  of  existing  tv:  change  ERI 

to  316  kw  vis.,  220  kw  aur.,  and  make  other  equip- ment changes.   Filed  Aug.  1. 

APPLICATIONS  AMENDED 

KOTI  (TV)  Klamath  Falls,  Ore. — Amended  t( 
change  ERP  to  13  kw  vis.,  6.5  kw  aur.  Amendec Aug.  1.  ,  , 
WYOU-TV  Newport  News,  Va. — Amended  tc 

change  name  to  United  Bcstg.  Co.  of  Easterr 
Virginia  Inc.   Amended  Aug.  1. 

PETITION  DISMISSED 

WCIA  (TV)  Champaign-Urbana,  111.— Petitioi seeking  amendment  of  Sec.  3.606  so  as  to  add  ch 
39  to  Springfield,  111.,  and  to  substitute  ch.  49  foi 
ch.  53  at  Lincoln,  111.,  dismissed  by  Memorandum 
Opinion  and  Order  7-19-56.  Announced  July  27. 

New  Am  Stations 

APPLICATIONS 

Anaheim,  Calif.  —  Southland  Communication! 
Co.,  900  kc,  250  w  D.  Post  office  address  c/C 
Robert  D.  Lamb,  9961  David  St.,  Anaheim.  Es- 

Page  112 August  6,  1956 Broadcasting 
Telecastin( 



timated  construction  cost  $17,060.69,  first  year 
operating  cost  $39,000,  revenue  $48,000.  Principals 
are  equal  partners  Robert  D.  Lamb,  former  em- 

ploye of  KFOX  Long  Beach,  Calif.,  and  Charles 
B.  Dooley,  hardware  interests.  Filed  Aug.  1. 
Palmdale,  Calif. — Southwest  Bcstg.  Co.,  1340 

kc,  250  w  unl.  Post  office  address  6399  Wilshire 
Blvd.,  Los  Angeles  48.  Estimated  construction 
cost  $17,600,  first  year  operating  cost  $46,000,  reve- 

nue $47,000.  Southwest  is  licensee  of  KCAL  Bed- 
lands,  Calif.  Principals  are  equal  owners  Ber- 

nard Corren,  A.  Milton  Miller,  William  Alex  and 
Saul  Robert  Levine.   Filed  July  30. 
Punta  Gorda,  Fla. — Deep  South  Badioways, 

1340  kc,  250  w  limited.  Post  office  address  126 
N.  Marion  St.,  Lake  City,  Fla.  Estimated  con- 

struction cost  $12,100,  first  year  operating  cost 
$28,800,  revenue  $36,000.  Principals  are  equal 
partners  Alfred  and  Alma  H.  Temple.  Filed  Aug. 
1. 
Winter  Garden,  Fla. — E.  V.  Price,  1580  kc,  1  kw 

D.  Post  office  address  P.  O.  Box  83,  Kissimmee, 
Fla.  Estimated  construction  cost  $18,779,  first 
year  operating  cost  $23,845,  revenue  $28,500.  Mr. 
Price  is  former  employe  of  WBWB  Kissimmee. 
Filed  July  27. 

Shelbyville,  Ind. — Shelbyville  Broadcasters'  ap- plication seeking  cp  for  new  am  to  operate  on  600 
kc,  500  w  D,  DA,  dismissed  at  request  of  attorney. 
Action  July  30. 
Burlington,  Iowa — Hayward  L.  Talley,  1590  kc, 

1  kw  D.  Post  office  address  Box  241,  Litchfield, 
111.  Estimated  construction  cost  $17,925,  first  year 
operating  cost  $70,000,  revenue  $75,000.  Mr.  Talley 
is  gen. -mgr. -87 .75%  owner  of  WSMI  Litchfield. 
Filed  July  27. 
Neon,  Ky. — FCC  granted  protest  and  petition 

for  reconsideration  filed  by  WTOW  Whitesburg, 
Ky.,  directed  to  FCC's  June  13  grant  of  applica- tion by  Letcher  Bcstg.  Corp.  for  new  am  WNKY 
to  operate  on  1450  kc,  250  w  unl.,  in  Neon,  to 
extent  of  designating  application  for  hearing  on 
Sept.  27,  and  denied  protest  in  all  other  respects. 
Action  July  30. 
Fallon,  Nev. — Churchill  County  Broadcasters' 

application  seeking  cp  for  new  am  to  operate  on 
1240  kc,  250  w  unl.,  returned.  (Incomplete.)  Action 
July  30. 

Franklin,  N.  C. — Macon  County  Bcstg.  Co.,  1050 
kc,  500  w  D.  Post  office  address  c/o  Henry  G. 
Bartol  Jr.,  Box  1317,  Tryon,  N.  C.  Estimated 
construction  cost  $18,921.79,  first  year  operating 
cost  $30,000,  revenue  $36,000.  Principals  are  equal 
owners  Graves  Taylor,  stockholder,  WJR  Detroit; 
Henry  G.  Bartol  Jr.,  40%  owner  of  WTYN  Tryon, 
and  John  E.  Boyd.  Filed  July  30. 

Franklin,  N.  C. — Macon  County  Bcstg.  Co.'s  ap- plication seeking  cp  for  new  am  to  operate  on 
1050  kc,  500  w  D,  returned.  (Dated  wrong.)  Action 
July  27. 
Cowan,  Tenn. — Cumberland  Bcstg.  Co.,  1440  kc, 

1  kw  D.  Post  office  address  P.  O.  Box  466,  Chat- 
tanooga, Tenn.  Estimated  construction  cost  $14,- 

062,  first  year  operating  cost  $30,000,  revenue 
$36,000.  Principals  are  equal  partners  James  F. 
Spencer,  engineer,  WCDT  Winchester,  Tenn.; 
Frank  Pearson  Jr.,  automobile  dealer,  and  Ar- 

thur D.  Smith  Jr.,  owner  of  WMTS  Murfreesboro, 
Tenn.   Filed  July  30. 

St.  George,  Utah— St.  George  Bcstg.  Co.,  1450 
kc,  250  w  D.  Post  office  address  P.  O.  Box  569, 
Canoga  Park,  Calif.  Estimated  construction  cost 
$13,660,  first  year  operating  cost  $28,400,  revenue 
$33,600.  Sole  owner  Jeanette  B.  Arment  is  com- 

mercial artist.  Filed  Aug.  1. 
Quincy,  Wash. — Quincy  Valley  Broadcasters, 

1370  kc,  1  kw  D.  Address:  P.  O.  Box  1025,  Camas, 
Wash.  Estimated  construction  cost  $14,562,  first 
year  operating  cost  $23,000,  revenue  $31,000.  Prin- 

cipals include  Donald  R.  Nelson  (65%).  employe, 
KRIV  Camas,  Wash.;  Richard  C.  Singleton  (15%); 
L.  D.  Adcox  (10%),  employe,  KRIV,  and  Gene 
R.  Johnsick,  employe,  KRIV.   Filed  Aug.  1. 

Ponce,  P.  R. — Catholic  U.  of  P.  R.  Service  Assn., 
1420  kc,  1  kw  unl.  Post  office  address  c/o  Cath- 

olic U.  of  P.  R.,  Ponce.  Estimated  construction 
cost  $16,095,  first  year  operating  cost  $16,880,  rev- 

enue $20,000.  Assets  will  be  held  for  interest  of 
the  university.   Filed  July  30. 

APPLICATIONS  RESUBMITTED 

Auburn,  Calif. — Golden  State  Broadcasters  re- 
submits application  seeking  cp  for  new  am  to 

operate  on  930  kc,  500  w  D.  Resubmitted  Julv  27. 
Grafton,  W.  Va.— WWW  Inc.  resubmits  appli- 

cation seeking  cp  for  new  am  to  be  operated  on 
1260  kc,  500  w  D.  Resubmitted  July  27. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

KDJI  Holbrook,  Ariz. — Granted  permission  to 
remain  silent  for  90  days  beginning  Aug.  4,  pend- 

ing financial  reorganization.   Announced  Aug.  1. 
KSJO  San  Jose,  Calif. — Application  seeking 

authority  to  determine  operating  power  by  direct 
measurement  of  ant.  power  returned.  (Sec.  II 
dated  after  verification.)  Action  July  30. 
WBOP  Pensacola,  Fla.— Granted  mod.  of  cp  to 

change  ant. -trans,  and  studio  location.  Announced Aug.  1. 
WKIZ  Kalamazoo,  Mich. — Granted  permission 

to  operate  up  to  licensed  sign-off  time  on  July 
28,  and  such  other  times  as  required  by  special 
events  through  Sept.  Announced  Aug.  1. 
WMBC  Macon,  Miss. — Granted  permission  to 

operate  from  6  a.m.  to  7  p.m.  pending  filing  and 

approval  of  official  application,  due  to  acute  per- sonnel and  economic  problems.  Announced  Aug. 
1. 
WELO  Tupelo,  Miss. — FCC  announced  its  de- 

cision of  July  18  which  granted  application  to 
change  facilities  of  WELO  from  1490  kc,  250  w 
unl.,  to  580  kc,  1  kw  D,  500  w  N,  DA;  engineering 
conditions.  Announced  July  26. 
KDWT  Stamford,  Tex. — Granted  permission  to 

sign  off  at  7  p.m.  daily,  except  during  special 
events,  for  period  of  90  days.  Announced  Aug. 
1. 
WAEL  Mayaguez,  P.  R. — Granted  cp  to  replace 

expired  cp  which  authorized  change  of  facilities; 
installation  of  DA-1;  change  in  ant. -trans,  loca- 

tion, and  changes  in  ground  system.  Announced 
Aug.  1. 

CALL  LETTERS  ASSIGNED 

KRCK  Ridgecrest,  Calif.— Indian  Wells  Radio, 
1360  kc,  1  kw. 
WWBC  Bay  City,  Mich.— Water  Wonderland 

Bcstg.  Co.,  1250  kc,  1  kw. 
WYOU  Newport  News,  Va.— United  Bcstg.  Co. 

of  Eastern  Va.,  1270  kc,  1  kw.  Changed  from WACH. 

APPLICATIONS 

KNX  Los  Angeles,  Calif. — Seeks  authority  to 
determine  operating  power  by  direct  measure- 

ment of  ant.  power.   Filed  Aug.  1. 
KWOV  Pomona,  Calif. — Seeks  cp  to  change 

ant. -trans,  location;  make  changes  in  ground 
system,  and  operate  trans,  by  remote  control 
from  1240  E.  Holt  St.,  Pomona  (studio  location). 
Filed  Aug.  1. 

Ian  S.  Lansdown,  Ridgecrest,  Calif,  (call  letters 
unassigned) — Seeks  mod.  of  cp  (which  authorized 
new  am)  to  change  ant. -trans,  and  studio  loca- 

tion.  Filed  Aug.  1. 
WFBS  Fort  Walton  Beach,  Fla.— Seeks  cp  to 

increase  power  from  500  w  to  1  kw.  Filed  Aug.  1. 
KCEL  Oelwein,  Iowa — Seeks  mod.  of  cp  (which 

authorized  increase  in  D  power  and  change  to 
DA-2)  to  make  changes  in  DA-D  pattern.  Filed 
Aug.  1. 
WNKY  Neon,  Ky. — Seeks  mod.  of  cp  (which 

authorized  new  am)  to  change  ant.-trans.  loca- tion. Filed  July  30. 
WAMY  Amory,  Miss. — Seeks  cp  to  increase 

power  from  250  w  to  5  kw.  Filed  July  27. 
WAYE  Dundalk,  Md. — Seeks  cp  to  change  sta- 

tion location  to  Baltimore  and  change  studio  loca- 
tion to  32  W.  25th  St.,  Baltimore.    Filed  Aug.  1. 

KONE  Reno,  Nev. — Seeks  authority  to  deter- 
mine operating  power  by  direct  measurement 

of  ant.  power.   Filed  Aug.  1. 
WLNH  Lacomia,  N.  H. — Seeks  authority  to 

determine  operating  power  by  direct  measure- ment of  ant.  power.   Filed  Aug.  1. 
WICY  Malone,  N.  Y. — Seeks  cp  to  change  ant.- 

trans.  and  studio  location;  make  changes  in  ant. 
(increase  height);  make  changes  in  ground  sys- 

tem, and  operate  trans,  by  remote  control  from 
11  Howard  Place,  Malone  (studio  location).  Filed 
Aug.  1. 
WDRF  Chester,  Pa. — Seeks  cp  to  increase  D 

power  from  1  kw  to  5  kw.  Filed  July  31. 
WTIV  Titusville,  Pa. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.  Filed  July  30. 
WWRI  West  Warwick,  R.  I. — Seeks  mod.  of  cp 

(which  authorized  new  am)  to  make  changes  in 
ground  system.   Filed  Aug.  1. 
WSEV  Sevierville,  Tenn. — Seeks  cp  to  increase 

power  from  1  kw  to  5  kw  and  make  changes  in 
ant.  system  (decrease  height).   Filed  Aug.  1. 
KPRC  Houston,  Tex. — Seeks  cp  to  change  ant.- 

trans.  location;  make  changes  in  DA-N  (one 
additional  tower  and  change  height),  and  make 
changes  in  ground  system.   Filed  Aug.  1. 
KSEL  Lubbock,  Tex. — Seeks  cp  to  change 

power  from  500  w  N,  1  kw  D,  to  5  kw  unl;  change 
from  DA-N  to  DA-2,  and  make  changes  in  ant. 
system.  Filed  July  31. 
WKLV  Blackstonc,  Va. — Seeks  mod.  of  cp 

(which  authorized  change  frequency;  increase 
in  power;  change  hours  of  operation;  change 
ant.-trans.  and  studio  locations,  and  make 
changes  in  ant.)  to  make  changes  in  ant.  Filed 
July  27. 

WFCR  Fairfax,  Va. — Seeks  cp  to  increase  power 
from  500  w  to  1  kw.  Filed  July  27. 
WCOM  Parkersburg,  W.  Va.— Seeks  mod.  of 

license  to  change  name  of  licensee  to  Valley 
Broadcasters  Inc.  Filed  July  30. 
WAEL  Mayaguez,  P.  R. — Seeks  cp  to  replace 

expired  cp  which  authorized  change  in  fre- 
quency; increase  in  power;  installation  of  DA-1; 

change  in  ant.-trans.  location,  and  changes  in 
ground  system.  Filed  July  27. 

APPLICATIONS  AMENDED 

KAFY  Bakersfield,  Calif. — Application  seeking 
cp  to  make  changes  in  DA  pattern  (DA-1  to 
DA-2)  amended  to  change  D  operation  from 
DA  to  Non-DA.   Amended  Aug.  1. 
KAYE  Puyallup,  Wash. — Application  seeking 

cp  to  change  frequency  from  1450  kc  to  1230 
kc  amended  to  change  name  of  applicant  to  Radio 
K  Inc.    Amended  Aug.  1. 

APPLICATIONS  RESUBMITTED 

WICC  Bridgeport,  Conn. — Resubmits  applica- 
tion seeking  cp  to  increase  power  from  500  w  N, 

1  kw  D,  to  1  kw  N,  5  kw  D;  make  changes  in  DA 
system  (additional  tower),  and  make  changes  in 
ground  system.    Resubmitted  Aug.  1. 
WNAB  Bridgeport,  Conn. — Resubmits  applica- 

tion seeking  cp  to  change  ant.-trans.  location; 
make  changes  in  ant.  (increase  height),  and  make 
changes  in  ground  system.  Resubmitted  July  30. 

New  Fm  Stations 

APPLICATIONS 

Greenville,  N.  C. — East  Carolina  College,  91.9 
mc,  4.6  kw.  Post  office  address  c/o  J.  D.  Messick, 
President,  East  Carolina  College,  Greenville. 
Estimated  construction  cost  $22,400.  first  year  op- 

erating cost  $6,000.  Station  is  for  non-commercial, 
educational  purposes.   Filed  Julv  30. 

Cedar  Hill,  Tex. — C  &  F  Musicasting  Co.,  107.9 
mc,  88.4  kw  unl.  Post  office  address  2820  N.  16th 
St..  Phoenix,  Ariz.  Estimated  construction  cost 
$1,500,  first  year  operating  cost  $24,000,  revenue 
$35,000.  Principals  are  equal  owners  Bass  V.  Cole, 
Milton  H.  Frostrom  and  Amos  G.  Miller.  Filed 
July  27. 
Lubbock,  Tex. — Southwestern  Bcstg.  Co.,  93.7 

mc,  9.6  kw  unl.  Post  office  address  1916  Avenue 
"Q",  Lubbock.  Estimated  construction  cost  $12,- 
000,  first  year  operating  cost  $36,000.  revenue  $45.- 
000.  Principal  owner  is  Lubbock  Bcstg.  Co.,  li- 

censee of  KSEL  Lubbock,  Tex.  Filed  July  31. 

Existing  Fm  Stations  .  .  . 
ACTIONS  BY  FCC 

WTAL-FM  Tallahassee,  Fla. — Granted  request 
to  cancel  license.   Announced  Aug.  1. 
WBOE  (FM)  Cleveland,  Ohio— Granted  cp  to 

change  ERP  to  9.1  kw  and  change  ant.  system. Announced  Aug.  1. 
KITE-FM  San  Antonio,  Tex. — Granted  renewal 

of  licenses  of  simplex  and  multiplex  SCA. Granted  Julv  30. 
KONO-FM  San  Antonio,  Tex. — Granted  cp  to 

change  ERP  to  3.8  kw;  change  ant.  height  to 
410  ft.,  and  make  changes  in  ant.  system.  An- nounced Aug.  1. 

CALL  LETTERS  ASSIGNED 

WBTU  (FM)  Carbondale,  111.— Board  of  Trus- 
tees, Southern  Illinois  U.,  91.9  mc,  22.4  kw. 

WFST-FM  Caribou,  Me.— Northern  Bcstg.  Co., 
97.7  mc,  19  kw  unl. 
WCFM  (FM)  Williamstown,  Mass.— The  Presi- dent &  Trustees  of  Williams  College,  90.1  mc,  .01 kw. 

WLOL  -  FM  Minneapolis,  Minn.  —  WLOL  -  FM 
Corp.,  97.1  mc,  18  kw. 
WMHE  (FM)  Toledo,  Ohio— Hillebrand  Elec- tronics, 92.5  mc,  10  kw. 
WTJU  (FM)  Charlottesville,  Va.— U.  of  Va- gi^ mc,  10  w. 
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WORA-FM  Mayaguez,  P.  R. — Radio  Americas 
Corp.,  97.5  mc,  .406  kw. 

APPLICATION 

KOKH  (FM)  Oklahoma  City,  Okla.— Seeks  cp 
to  make  changes  in  licensed  station;  change  ERP 
to  11.07  kw;  change  ant.  height  to  156.2  ft.  above 
average  terrain,  and  change  trans,  location.  Filed 
July  27. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

KWNA  Winnemucca,  Nev. — Application  seek- 
ing transfer  of  control  from  Lester  W.  Pierce  to 

Rudolph  Schwartz  returned.  (Unnecessary.) 
Action  July  27. 
WQMC  (TV)  Charlotte,  N.  C— Granted  volun- 

tary assignment  of  cp  from  Winifred  R.  Ervin, 
receiver,  to  Hugh  A.  Deadwyler,  former  100% 
owner  of  WQMC  Television  Inc.,  who  will  be 
individual  owner  when  assignment  is  completed. 
Announced  Aug.  1. 
WCHI  Chillicothe,  Ohio — Application  seeking 

assignment  of  cp  to  First  Capital  Bcstg.  Co.  re- 
turned.   (Dated  wrong.)    Action  Aug.  1. 

WDEH  Sweetwater,  Tenn. — Application  seek- 
ing assignment  of  license  to  Marto  Bcstg.  Co.  dis- 

missed at  request  of  attorney.  Action  July  31. 

APPLICATIONS 

KFWB  Hollywood,  Calif.— Seeks  transfer  of 
control  of  licensee  corporation  from  Harry  Maiz- 
lish  to  Crowell-Collier  Pub.  Co.  for  $2.35  million. 
Crowell-Collier  publishes  Colliers'  and  Woman's 
Home  Companion  magazines.  It  suspended  publi- 

cation of  American  magazine  several  weeks  ago. 
Mr.  Maizlish  retains  KFWB-FM,  paying  $130,717 
to  Crowell-Collier  for  that  property.  Filed  July 27. 
KXXL  Monterey,  Calif.— Seeks  assignment  of license  from  S.  A.  Cisler  to  Pacific  Ventures 

Inc.  for  $110,000.  Principals  are  Pres.  Norman 
H.  Biltz  (20.98%),  Joseph  W.  Baldecchi  (7.87%), 
William  J.  Cashill  (7.87%),  Marsh  Johnson 
(11.8%),  Ruth  M.  Nelson  (7.87%),  Clayton  E.  Hel- 
gren  (7.87%),  DollaT  Associates  Inc.  (9.20%)  and 
others.   Filed  July  30. 
KGB  San  Diego,  Calif. — Seeks  assignment  of 

license  to  KGB  Inc.  Corporate  change.  Filed 
Julv  31. 
KKTV  (TV)  Colorado  Springs,  Colo.— Seeks 

transfer  of  control  of  permittee  corporation  from 
Colorado  Bcstg.  Co.  to  Gifford  Phillips.  Corporate 
change.  Filed  July  30. 
KGHF  Pueblo,  Colo. — Seeks  assignment  of  li- 

cense to  Gifford  Phillips.  Corporate  change.  Filed 
Julv  30. 
WGMS-FM  Washington,  D.  C— Seeks  assign- 

ment of  cp  to  RKO  Teleradio  Pictures  Inc.  Cor- 
porate change.   Filed  July  27. 

WTSP-AM-FM  St.  Petersburg,  Fla.— Seek  as- 
signment of  license  to  WTSP  Inc.  for  $200,000. 

Principals  are  equal  owners  Farris  E.  Rahall,  N. 
Joe  Rahall  and  Sam  G.  Rahall,  brothers.  Rahall 
interests  are  WKAP  Allentown,  Pa.;  WNAR  Nor- 
ristown,  Pa.;  WWNR  Beckley,  W.  Va.;  WFEA 
Manchester,  N.  H.,  and  WCHS-TV  Charleston, 
W.  Va.  Filed  July  31. 
WHBU  Anderson,  Ind. — Seeks  transfer  of  con- 

trol of  licensee  corporation  from  Universal  Bcstg. 
Co.  to  C.  Bruce  McConnell  and  Robert  B.  Mc- 
Connell.  Universal  owns  100%  of  station's  li- 

censee, Anderson  Bcstg.  Corp.  C.  Bruce  McCon- 
nell owns  54.74%  of  Universal  Bcstg.  Co.  Robert 

B.  McConnell  owns  .09%  of  Universal.  C.  Bruce 
McConnell  is  buying  55%  of  Anderson  for  $27,- 
500,  and  R.  B.  McConnell  is  buying  45%  for  $22,- 
500.    Filed  July  27. 
WCMI-AM-FM  Ashland,  Ky. — Seek  assignment 

of  license  to  Edwina  Bcstg.  Co.  Corporate  change. 
Filed  July  30. 
WJR-AM-FM  Detroit,  Mich;  WJRT  (TV)  Flint 

— Seek  transfer  of  control  of  licensee  corpora- 
tion from  Mrs.  Frances  S.  Parker  through  sale 

of  6%  to  certain  of  present  stockholders  for 
$289,060.  Mrs.  Parker  will  hold  29.99%.  Filed 
Aug.  1. 

KBCH  Oceanlake,  Ore. — Seeks  acquisition  of 
control  by  William  Comer  and  Clayton  S.  Comer 
as  family  group  through  purchase  of  33.3%  from 
Robert  G.  Beattie  for  $10,000.  Filed  July  27. 
WGSW  Greenwood,  S.  C. — Seeks  relinquish- 

ment of  negative  control  of  licensee  corporation 
through  sale  of  25%  to  George  B.  Cook  Jr.  Pre- 

sent 50%  owner  W.  C.  Woodall  Jr.  will  reduce 
his  stock  to  37.5%;  C.  H.  Grider  will  reduce  from 
33.3%  to  25%,  and  Mrs.  O.  G.  Swindle  Sr.  will 
reduce  from  16%  to  12.5%.  Consideration  is  in 
following  promissory  notes:  W.  C.  Woodall  Jr., 
$3,750;  C.  H.  Grider,  $2,500,  and  Mrs.  O.  G.  Swin- 

dle Sr.,  $1,250.  Filed  July  31. 
WDEH  Sweetwater,  Tenn. — Seeks  assignment 

of  license  to  WDEH  Inc.  for  $52,500.  Principals 
are  equal  owners  Arthur  D.  Smith  Jr.,  owner  of 
WCDT  Winchester,  Tenn.,  and  WMTS  Mur- 
freesboro,  Tenn.,  and  L.  Frank  Mullinax  Jr.  Filed 
Aug.  1. 
KTXC  Big  Spring,  Tex. — Seeks  acquisition  of 

negative  control  by  V.  T.  Anderson  and  E.  W. 
and  Lucy  Anderson  through  purchase  of  7.5% 
from  Clyde  E.  Thomas  and  7.5%  from  George  T. 
Thomas.  The  Anderson  brothers  will  now  hold 
50%  each.   Consideration:  $3,000.  Filed  July  30. 
KGKO  Dallas,  Tex. — Seeks  relinquishment  of 

control  by  H.  H.  Coffield  through  sale  of  6.667% 
to  W.  L.  Pickens  for  $2,500.  Messrs.  Coffield  and 
Pickens  will  hold  50%  each.  Filed  July  27. 
WXEX-TV  Petersburg,  Va.— Seeks  transfer  of 

control  of  permitee  corporation  from  Daniel  J. 
Friedman,  et  al,  to  Irvin  G.  Abeloff,  et  al.  Trans- fer is  for  less  than  1%.  Mr.  Abeloff  will  hold 
6.51%,  Mr.  Friedman  less  than  1%.  Filed  July 
30. 
WDBJ-AM-FM-TV  Roanoke,  Va.— Seek  trans- 

fer of  control  from  First  National  Exchange 
Bank  of  Roanoke,  executor — trustee  of  estate  of 
Junius  Parker  Fishburn,  deceased — to  Times- 
World  Corp.  Filed  July  31. 

APPLICATIONS  RESUBMITTED 

WOPT  (TV)  Chicago,  111.— Resubmits  applica- 
tion seeking  assignment  of  cp  to  Television  Ex- hibitors of  America.  Resubmitted  July  27. 

KHEM  Big  Spring,  Tex. — Resubmits  applica- tion seeking  assignment  of  cp  to  Elm  Bcstg.  Corp. 
Resubmitted  Aug.  1. 
WCAN-TV  Milwaukee,  Wis. — Resubmits  appli- 

cation seeking  assignment  of  cp  to  Television  Ex- hibitors of  America.  Resubmitted  July  27. 

Hearing  Cases  .  .  . 

INITIAL  DECISIONS 

Brewster,  Wash. — Hearing  Examiner  Hugh  B. 
Hutchison  issued  Initial  Decision  looking  toward 
ordering  Pateros-Brewster  Tv  Assn.,  Brewster,  to 
cease  and  desist  (a)  operating  tv  (booster)  sta- 

tions without  first  having  obtained  license  from 
FCC;  (b)  from  conducting  operations  of  said  sta- 

tions without  person  holding  appropriate  opera- 
tors license  from  FCC;  and  (c)  from  rebroadcast- 

ing  programs  or  parts  thereof  of  KXLY-TV, 
KHQ-TV  and  KREM-TV  Spokane,  Wash.,  or  any 
other  tv  stations,  without  having  first  obtained 
authority  to  do  so  from  originating  station. 
Action  July  30. 

Seattle,  Wash. — Hearing  Examiner  Thomas  H. 
Donahue  issued  Supplemental  Initial  Decision  in 
which  he  ordered  that  Initial  Decision  released 
April  5.  1955,  granting  application  of  Queen  City 
Bcstg.  Co.  for  new  tv  to  operate  on  ch.  7  in 
Seattle,  and  denying  competing  applications  of 
KXA  Inc.,  and  Puget  Sound  Bcstg.  Co.,  should 
not  be  modified,  and  that  result  reached  in  Initial 
Decision  should  stand.  (On  March  14,  1956,  Com- 

mission remanded  proceeding  to  examiner  and 
reopened  record  for  limited  purpose  of  taking 
additional  evidence  relative  to  policies  of  Seattle 
Record  while  it  was  edited  and  co-owned  by  Saul 
Haas,  president  and  controlling  stockholder  of 
Queen  City  Bcstg.  Co.)  Announced  July  31. 

OTHER  ACTIONS 

Providence,  R.  I. — By  Memorandum  Opinion 
and  Order  of  July  18.  FCC  acted  on  pleadings  in 

proceeding  re  application  of  Cherry  and  Webl 
Bcstg.  Co.  for  new  tv  to  operate  on  ch  12  ir 
Providence  and  for  STA  for  WPRO-TV  Provi- 

dence as  follows:  (1)  denied  petition  by  WNE1 (TV)  Providence,  protestant,  requesting  FCC  t< 
order  WPRO-TV  to  cease  operation  on  ch  12 
granted  WPRO-TVs  petition  for  continuance  o 
operation  pending  final  decision  on  WNET  pro- 
test  and  denied  WNET  motion  to  dismiss  WPRO- 
TV  petition;  also  denied  WNET  petition  for  op- 

portunity to  be  heard  and  for  deferment  o 
action  or  designation  for  hearing,  except  insofai 
as  it  requests  deferment  of  action  on  application: 
for  STL  stations;  (2)  ordered  examiner  to  in- 

struct parties  to  proceeding  to  file  supplemental 
findings,  if  they  so  desire,  and  to  file,  in  addi- 

tion, proposed  conclusions,  after  which  examine] 
will  issue  initial  decision  containing  both  finding! 
and  conclusions;  and  (3)  ordered  case  remandec 
to  examiner  for  action  consistent  with  Memo- 

randum Opinion  and  Order.  Announced  July  26. 
WKOW-TV  Madison,  Wis.— FCC  denied  pro- 

test and  petition  for  reconsideration  filed  bj 
WKOW-TV  directed  against  Commission's  June 
20  grant  of  application  for  STA  to  operate  WISC- 
TV  Madison  (ch.  3).  WKOW-TV  operates  on  ch 27.   Action  July  1. 

Routine  Roundup  .  .  . 

July  26  Decisions 
ACTIONS  ON  MOTIONS 

By  Hearing  Examiner  J.  D.  Bond 
KXEO  Mexico,  Mo.— Granted  petition  for  leave 

to  file  late  appearance  which  was  filed  July  1( 
in  proceeding  re  am  application  of  Henry  Countj 
Bcstg.  Co.,  Mt.  Pleasant,  Iowa.  Action  July  23. 

Triangle  Publications  Inc. — Granted  motion  tc 
correct  transcript  in  various  respects  in  mattei 
of  application  to  transfer  control  of  WLBR-T\ 
Lebanon,  Pa.,  to  Triangle  Publications  Inc.  (Ac- tion July  24). 

By  Hearing  Examiner  Herbert  Sharfman 
KAKJ  (TV)  Reno,  Nev.— Granted  petition  foi 

continuance  of  prehearing  conference  from  Julj 
31  to  Oct.  1,  and  hearing  now  scheduled  for  Sept 
6  is  continued  indefinitely,  pending  rescheduling 
after  prehearing  conference  in  matter  of  revo- 

cation of  television  construction  permit  of  KAKJ 
(TV). 
Grand  Prairie,  Tex. — Ordered  that  furthei 

hearing  is  scheduled  for  July  31  at  10  a.m.,  re  am 
applications  of  Grand  Prairie  Bcstg.  Co.,  Bernic< 
Schwartz  and  R.  M.  Hetherington  d/b  as  Granc 
Prairie  Bcstg.  Co.,  both  Grand  Prairie,  and  Radk 
Center  Inc.,  Arlington,  all  Tex. 

July  27  Applications 
Accepted  for  Filing 
Modification  of  Cp 

KWK-TV  St.  Louis,  Mo.— Seeks  mod.  of  ci 
(which  authorized  changes  in  existing  cp)  fo: 
extension  of  completion  date  to  Feb.  13,  1957. 
KHAD-TV  Laredo,  Tex.— Seeks  mod.  of  ci 

(which  authorized  new  tv)  for  extension  of  com 
pletion  date  to  Feb.  20,  1957. 
WRVA-TV  Richmond,  Va.— Seeks  mod.  of  C] 

(which  authorized  new  tv)  for  extension  of  com 
pletion  date  to  Jan.  31,  1957. 
WITI-TV  Whitensh  Bay,  Wis.— Seeks  mod.  o 

cp  (which  authorized  new  tv)  for  extension  o 
completion  date  to  Nov.  29. 

Remote  Control 
KGAS  Carthage,  Tex.;  WTRA  Latrobe,  Pa. 

KFMA  Davenport,  Iowa;  WVCG  Coral  Gables Fla. 

Renewal  of  Licenses 
KVOA-TV  Tucson,  Ariz.;  KTVT  (TV)  Salt  Lak 

City,  Utah. 

July  30  Applications 
Accepted  for  Filing 
Modification  of  Cp 

KUMA  Pendleton,  Ore. — Seeks  mod.  of  c; 
(which  authorized  change  in  frequency,  increas 
in  power,  change  hours  of  operation  and  instal 
lation  of  DA)  for  extension  of  completion  dat( 
WTOC-TV  Savannah,  Ga. — Seeks  mod.  of  c 

(which  authorized  new  tv)  for  extension  of  com 
pletion  date  to  Feb.  26,  1957. 
WNBF-TV  Binghamton,  N.  Y. — Seeks  mod.  c 

cp  (which  authorized  changes  in  facilities  c 
existing  tv)  for  extension  of  completion  date  t Nov.  30. 
WTOB-TV  Winston-Salem,  N.  C— Seeks  moc 

of  cp  (which  authorized  new  tv)  for  extensio 
of  completion  date  to  March  3,  1957. 
WARM-TV  Scranton,  Pa. — Seeks  mod.  of  c 

(which  authorized  new  tv)  for  extension  of  com 
pletion  date. WLVA-TV  Lynchburg,  Va. — Seeks  mod.  of  c 
(which  authorized  changes  in  facilities  of  exist 
ing  tv)  for  extension  of  completion  date  to  Fet 
1,  1957. KXLA  Pasadena,  Calif.— Seeks  mod.  of  c 
(which  authorized  changes  in  DA  system  [DA-5 
and  changes  in  trans,  location  [coordinates  onlyj 
for  extension  of  completion  date. 

WMIT  (FM)  Clingman's  Peak,  N.  C— Seek 
mod.  of  cp  (which  authorized  changes  in  license 

Continues  on  page  12 
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JANSKY  &  BAILEY  INC. 
fccative  Offices 
15  Da  Sales  St.,  N.  W.     ME.  8-5411 
Ocas  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Wihington,  D.  C.         ADams  4-1414 
Member  AFCCE  * 

JAMES  C  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Mtmbtr  AFCCE  * 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montdair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Membtr  AFCCE* 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Cmmercial  Radio  Equip.  Co. 
Fverett  L.  Dillard,  Gen.  Mgr. 

IIERNATIONAL  BLDG.       01.  7-1319 
WASHINGTON,  D.  C. 

PD.  BOX  7037          JACKSON  5302 
KANSAS  CITY,  MO. 
Mtmbtr  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Membtr  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Membtr  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

Fink  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1116  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE* 

mm  ■  ■   mm   mm  mm  m    m         mm            mm     m    % m 
RUSSELL  P.  MAY 

711  14th  St.,  N.  W.            Sheraton  Bldg. 

Washington  1,  D.  C.        REpubllc  7-39*4 

Mtmbtr  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.            Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckner  Blvd. 

Membtr  AFCCE* 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

718  14th  St.,  N.  W.         Executive  3-S670 Washington  5,  0.  C. 
301  White  Henry  Stuart  Bldg. 

Mutual  3280            Seattle  1,  Washington 

Member  AFCCE* It 

KEAR&  KENNEDY 

12  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Mtmbtr  AFCCE* 
j 

A.  EARL  CULLUM  JR m  «  a      mmm  «  ■  %  mm     WliBWKIf      *J  I  \  • 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Mtmbtr  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32          CRestview  4-8721 

1100  W.  Abr.m 
ARLINGTON,  TEXAS 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER  AM-FM-TV 

1806  MONTGOMERY  LANE 
WASHINGTON  14,  D.  C. 

OLiver  2-8520 
-4.  .  

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1618  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230             Executive  3-S851 

Mtmbtr  AFCCE* 

WALTER  F.  KEAN 
AM-TV  BROADCAST  ALLOCATION 

FCC  ft  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  9.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

(AN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.             Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

Vandivere, 

Cohen  &  Wearn 

Consulting  Electronic  Engineers 
612  Evans  Bldg.                 NA.  8-2698 

1420  New  York  Ave.,  N.  W. 
Washington  5,  D.  C. 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE* 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

VIR  N.  JAMES 
SPECIALTY 

Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney            Skyline  6-6113 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Adams  4-6393 

LOWELL  R.  WRIGHT 
Aeronautical  Consultant 
serving  the  radio  ft  tv  Industry 

on  aeronautical  problems  created 
by  antenna  tower* 

Munsey  Bldg.,  Wash.  4,  D.  C. 
District  7-1740 

(nights-holidays  telephone Hemdon,  Va.  114) 

A.  E.  TOWNE  ASSOCS.,  INC. 

|      SERVICE  DIRECTORY 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

FULL  TIME  SERVICE  FOR  AM-FM-TV 
O.  Bex  7037          Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

COLLECTORS-ADJUSTORS 
For  the  Industry 

Collections   Coast   to  Coast 
TV — Radio — Film  and  Media 

Accounts  Receivable 
No   Collection — No  Commissions 
STANDARD  ACTUARIAL  WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 Member  AFCCE  * 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

Deadline:    Undisplayed — Monday  preceding  publication  date.    Display — Tuesday 
preceding  publication  date. 

Situations  Wanted  20#  per  word — $2.00  minimum  •  Help  Wanted  25c*  per  word — 
$2.00  minimum. 
All  other  classifications  30tf  per  word — $U-00  minimum  •  Display  ads  $15.0u  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

RADIO RADIO 

Help  Wanted Help  Wanted— (Cont'd) 
Managerial Salesmen 

We  have  an  outstanding  opportunity  and  situa- 
tion to  offer  a  capable  sales  manager,  or  assistant, 

who  is  also  a  hard  hitting  salesman.  We  are  sec- 
ond to  none  in  the  Detroit  area.  Box  248A,  B-T. 

Sales  manager — experienced — for  top  regional 
station  in  large  Michigan  market.  Must  be  self 
starter  creative  and  know  how  to  handle  sales 
staff.  Send  full  resume  in  first  reply.  Box  345A, 
B-T.   

Little  Rock,  Arkansas— KOKY— new  all  negro 
programmed  station  now  staffing.  Need  two  ex- 

perienced men.  Program  director-assistant  man- 
ager and  sales  manager.  Accepting  applications 

until  September  1st.  Send  complete  resume  and 
photograph  1st  letter  or  application  will  not  be 
considered.  John  McLendon,  Box  2667,  Jackson, 
Mississippi. 

Salesmen 

Wanted— salesman  for  West  Coast  station.  Top 
salary  and  commission.  Box  281A,  B-T. 

We  need  top  salesman  .  .  .  and  sales  manager 
who  likes  to  make  money;  to  this  man  we  can 
offer  an  exceptional  financial  future,  Major  in- 

dependent in  a  New  Jersey  major.  Box  315A, B-T. 

Experienced  AM-TV 

Allocations  Engineers 

Wanted 

A  leading  top  flight  Washington  firm  of 
consulting  radio  and  television  engineers, 
undergoing  permanent  expansion,  needs: 

A.  Engineering  Executive  to  handle 
entire  administration  and  super- 

vision of  certain  TV  and  AM 
projects  in  the  office  and  in  the 
field.  Attractive  partnership  ar- 

rangements will  be  offered  to  the 
right  man. 

B.  Senior  Engineer  capable  of 
handling  most  phases  of  consult- 

ing engineering  work  with  the 
minimum  of  supervision.  Liberal 
salary  and  opportunity  to  work 
wth  diversified  projects. 

C.  Junior  Engineer  with  good  back- 
ground in  math  and  drafting. 

Should  have  degree  or  be  work- 
ing towards  one.  Excellent  op- 

portunity to  build  an  interesting 
and  rewarding  career.  No  experi- 

ence necessary. 
Fees  for  these  positions  will  be  paid  by 
the  employer.  All  inquiries  treated  in 
strictest  confidence.  You  will  be  protected 
even  though  currently  employed  where 
these  vacancies  exist.  Call  in  person,  or 
phone  National  8-2173,  or  send  your  re- 

sume immediately  to: 

BROADCASTERS  EXECUTIVE 

PLACEMENT  SERVICE,  INC. 
333  Trans-Lux  Bldg. 

724  Fourteenth  St.,  N.  W. 
Washington  5,  D.  C. 

Wanted:  Young  aggressive  salesman  by  31  year 
old,  250  watt  Mutual  outlet  station  in  Wisconsin. 
Heavy  on  sports,  music  and  news.  At  least  2 
years  experience  required.  Immediate  opening. 
Write  Box  351A,  B-T. 

Florida  fulltime  5000  watt  major  network  affiliate 
needs  experienced  salesman.  Good  draw  on  com- 

mission.  Florida  man  preferred.  Box  370A,  B-T. 

Don't  miss  this  one!  Wonderful  opportunity  for 
salesman  with  good  pitch  and  high  batting  aver- 

age in  minor  league  radio  to  reach  major 
leagues.  Midwest.  Full  details  first  letter.  Box 
404A,  B-T. 
Big  oportunity  for  an  experienced  radio  sales- 

man-announcer combination  man  to  own  40 
percent  of  practically  new  station.  Only  $3,000.00 
down,  balance  on  terms.  Southeast  market.  New 
equipment  only  salesman  interested  in  working 
need  answer  advertisement.  Box  420A,  B-T. 

Wanted:  2  salesmen — one  sports  announcer-sales- 
man and  one  straight  salesman  with  announcing 

ability.  Send  full  details  first  letter  with  picture 
and  play-by-play  tape,  if  sportsman,  to  Dean 
Johnson,  Manager,  KANO,  Anoka,  Minnesota. 

Experienced  salesman.  $75.00  per  week,  plus  com- 
mission. Bob  McKay,  WKRM,  Columbia,  Ten- nessee. 

Salesman  wanted  .  .  .  can  make  up  to  $10,000.00 
per  year  if  you  are  the  right  man.  Announcing 
helpful  but  secondary  .  .  .  contact  WKUL,  Cull- 

man, Alabama. 

New  company  wants  salesmen,  now  calling  on 
stations,  to  represent  radio's  hottest  sales  aids  in addition  to  present  line.  Box  283,  Eau  Claire, 
Wisconsin. 

Salesman;  Country  music,  5  kw  day  timer  Ash- 
land, Ky.,  no  boozers,  straight  salary  with  90  day 

evaluation  toward  upgrade,  no  ceiling  on  earn- 
ings. Send  complete  background  and  financial 

requirements  to  Connie  B.  Gay,  Town  &  Country 
Network,  Arlington,  Va.   Phone  JAckson  5-5087. 

Announcers 

Wanted — Glib  DJ  with  sparkle  and  pep,  bright 
and  breezy,  adlib  with  flow  and  momentum, 
clever  quips,  novel  record  intros  wanted  by  sta- 

tion in  111.,  Mich.,  Wise,  Upper  N.  Y.  state,  Penna. 
area.  $125.  Box  625G,  B-T. 
Wanted:  Announcer — third  class  ticket.  All- 
around  experience  in  small  station  operation  for 
new  Ohio  station.  Send  tape.  Box  275A,  B-T. 

Virginia  station  needs  announcer.  3  years  mini- 
mum experience.  Salary  open.  Apply  by  letter.  If 

interested,  we'll  ask  for  tape.  Box  356A,  B-T. 
California  independent  in  metropolitan  market 
expanding  operations.  Now  accepting  auditions 
from  qualified  announcers  with  and  without 
first  class  tickets.  Prefer  family  men  presently 
located  on  west  coast.  Knowledge  of  news,  music, 
and  independent  operation  essential.  Send  audi- 

tion tape  and  complete  information  to  Box  367 A, B-T. 

Opportunity  for  a  good  morning  announcer  at 
regional  Wisconsin  radio-tv  station.  We  want  an 
experienced  man  with  a  bright,  friendly  style. 
Send  audition,  references  and  photo  to  Box  378A, 
B-T. 

If  you  have  had  about  two  years  experience  and 
have  been  on  your  present  job  a  year  or  so. 
If  you  want,  someday,  to  work  in  network  radio 
or  tv,  but  feel  that  you  do  not  yet  know  all  that 
might  be  necessary  to  get  such  a  job  .  .  .  em- 

ployment at  this  locally  programmed,  heavily 
commercial  kilowatt  daytimer  might  be  a  step 
in  the  right  direction.  This  midwestern  inde- 

pendent is  owned  and  operated  by  progessional 
radiomen.  Our  salaries  are  realistic  but  regular 
raises  are  in  store  for  those  who  earn  them. 
We  prefer  mature,  responsible  family  men  who 
regard  radio  as  a  profession  and  want  to  progress 
in  the  field  by  diligent  application  of  what  they 
observe  and  learn  from  others.  Stay  with  us 
two  years  .  .  .  learn  what  we  can  teach  you  .  .  . 
earn  your  raises  (one  of  our  present  staff  is  now 
earning  almost  double  what  he  got  when  he 
arrived)  and  we  will  help  you  get  a  better  job 
on  a  bigger  station.  Box  397A,  B-T. 

Help  Wanted— (Cont'd) 
Announcers 

All-night  man.  Must  be  average  DJ,  with  suffi- 
cient news  background  to  enable  to  cover  local 

news  beat  by  phone  and  edit  wire  copy.  Give 
previous  experience,  salaries  earned  and  expect- 

ed and  attach  snapshot.  Confidential.  Box  400A, B-T. 

Foremost  metropolitan  indie  located  mid-Atlantic 
states  needs  experienced  combo-man,  third  tick- 

et. Country  and  western.  Must  be  able  to  sell. 
Send  resume  and  tape  to  Box  405A,  B-T. 

Combo  man  announcer — first  class  engineer.  Ex- 
cellent opportunity  with  the  most  progressive 

group  owners  in  the  business.  Box  421A,  B-T. 

Disc  jockey  with  real  selling  air  ability  for  top 
station  metropolitan  market.  Must  have  real 
ability.  Box  424A,  B-T. 

KAKE,  Wichita,  has  opening  for  announcer-DJ. 
Must  be  top-calibre  man,  at  least  two  years  ex- 

perience. Better  than  usual  pay,  better  than 
usual  working  conditions,  ultra-modern  facilities. 
Opportunity  to  work  in  KAKE-TV.  Send  tape, 
photo,  resume,  to  Scot  McCullough,  Program 
Manager.  All  tapes  returned. 

Announcer  wanted:  250  watt,  fulltime  "indie," Hastings,  Nebraska.  Large  organization,  three 
radio  and  one  television.  Must  be  mature  and 
sound.  If  not  experienced  don't  answer.  General 
announcing  duties:  News,  remotes,  man-on- 
street,  telephone  interviews,  etc.  Must  be  able 
to  think  on  feet.  This  operation  is  razor  sharp. 
Send  tape,  picture,  and  particulars  to  KHAS, 
Radio  Station,  Hastings,  Nebraska,  in  care  of 
Edward  Knight,  Program  Director. 

Little  Rock,  Arkansas — new  negro  station — KOKY 
now  staffing.  Need  four  disc  jockeys — r  &  b  and 
religious.  Accepting  applications  until  Septem- 

ber 1st.  Send  details  of  experience  and  picture 
in  1st  letter.  John  McLendon,  Box  2667,  Jackson, Mississippi. 

This  is  directed  to  high  calibre,  single  men  with 
desire  to  learn  and  travel.  Opportunity  for  two 
talent  beginners  in  announcing  plus.  Travel  paid. 
Two  years  contract  $250  month.  $25  raise  every 
six  months,  housing,  maid  and  duty  transpor- 

tation. Airmail  full  details,  picture,  short  tape. 
KSBK,  CPO  186,  Naha,  Okinawa. 

Wanted  immediately  combination  continuity-an- 
nouncer for  central  Kansas'  outstanding  inde- 
pendent music-news-sports  station.  Wealthy,  ag- 
gressive town  of  42,000.  $300  to  start;  advance- 

ment according  to  ability.  Airmail  complete 
background,  copy,  photo,  tape  and,  if  possible, 
sample  production  spots  to  J.  D.  Hill,  KWKH, 
Hutchinson,  Kansas. 

Immediate  opening  for  experienced,  versatile  an- 
nouncer— strong  on  personality  and  showman- 

ship. Good  salary,  talent.  Send  audition,  photo, 
background  information  to  Station  WFDF,  Flint, 
Michigan. 

Program  director  vacancy  at  established  inde- 
pendent station,  Must  be  versatile  on-air  and have  highest  character  as  well  as  business  ability. 

Apply  in  writing  with  photo,  tape  and  references. 
WFIN,  Findlay,  Ohio. 

Radio  announcer — copywriter  with  experience. 
WJWL,  Georgetown,  Delaware.  Phone  2567. 

Opening  for  experienced  announcer.  Bob  McKay, 
WKRM,  Columbia,  Tennessee. 

Morning  man  with  all-around  experience.  Sports 
helpful,  not  essential.  Immediate  opening.  Air- mail tape,  background  requirements  to  P.  D., 
WLAU,  Laurel,  Mississippi. 

Experienced  combo  man.  Must  be  capable  an- 
nouncer and  have  knowledge  of  technical  main- tenance with  first  class  ticket.  Contact  Bill 

Stewart,  WPBC,  Minneapolis. 

Wanted:  Announcer-engineer — first  phone,  strong 
on  disc  jockey,  for  aggressive  daytime  indie. 
Airmail  tape  and  letter  of  background.  Room  900, 
1012  Baltimore  Bldg.,  Kansas  City  Missouri. 

Opening  for  two  combination  men-announcers 
with  first  phones,  emphasis  on  announcing  for 
two  Louisiana  small  market  stations.  Airmail 
expected  salarly,  tape  ad  complete  resume  to 
Ralph  Hooks,  Post  Office  Box  46,  DeRidder, 

Louisiana. 

There  are  many  job  opportunities  in  North  Caro- 
lina radio.  We  have  several  openings  for  top- 
flight experienced  announcers,  morning  men  and 

copy-writers.  Contact  North  Carolina  Association 
of  Broadcasters,  Box  2090,  Asheville,  North  Caro- 
lina. 
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Help  Wanted— (Cont'd) 
Technical 

Engineer-announcers,  one  with  first  ticket.  En- 
ergetic, ambitious  married  men  250  watt  small 

Arkansas  market.  Box  350A,  B«T. 

Capable  engineer,  1st  class  phone  and  ability  to 
announce.  250  watt  Virginia  market  station.  Box 
403A,  B-T. 

Midwest  major  market  opening  for  an  outstand- 
ing transmitter  engineer.  Give  references,  and 

salary  desired.  Box  423A,  B-T. 

Chief  engineer.  Start  as  engineer-announcer.  Op- 
portunity to  become  chief  after  brief  trial  period. 

Contact  Gene  Ackerly,  KCOW  Radio,  Alliance, 
Nebraska. 

Wanted:  Combo  first  ticket  engineer  and  an- 
nouncer. Must  be  capable  engineer  and  good 

announcer.  $100.00  a  week  to  start.  Must  be 
steady  and  reliable,  tape  and  references  must  be 
furnished.  Married  man  preferred.  Radio  Station 
KSNY,  Snyder,  Texas. 

Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

Immediate  opening  first  phone,  no  experience 
necessary.  Guarantee  $70.00  per  week  start.  Con- 

tact Warren  Chase,  WDEV,  Waterbury,  Vermont. 

Technician  with  first  class  license.  Some  an- 
nouncing preferable.  Howard  Hayes,  WOKO  Al- 

bany, New  York. 

Wanted.  Radio  engineer;  first  class  radio-tele- 
phone license;  strong  on  maintenance.  No  op- 

erating tricks.  40  hours.  Apply  Chief  Engineer, 
Radio  Station  WRIV  1  East  Main  Street,  River- 
head.  Long  Island,  N.  Y. 

Programming-Production,  Others 

Newsman  experienced  with  good  voice.  Must  be 
versed  in  writing,  rewriting  and  reporting.  East- 

ern independent.  $100.  Box  297A,  B«T. 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

Wanted:  Experienced  newsman.  Someone  inter- 
ested in  making  a  permanent  home  in  medium- 

sized  midwestern  community.  Must  be  experi- 
enced in  all  phases  of  news  gathering  and  writ- 

ing. Attractive  salary  for  man  willing  to  work 
and  become  part  of  expanding  local  station.  Box 
325A,  B«T. 

Promotion  manager  for  midwest  major  network 
affiliate  in  one  of  the  first  60  markets.  Depart- 

ment head  status.  A  great  opportunity  to  grow 
with  a  new  expanding  station.  Box  357A,  B-T. 

Program  director  -  announcer  —  Fall  opening  at 
midwest  independent  daytimer  for  imaginative 
man  ready  to  utilize  top  program  and  equipment 
resources.  Because  personal  interview  is  re- 

quired, only  midwest  applicants  will  be  con- sidered. Send  complete  details  in  first  letter. 
Box  373A,  B-T. 

Newsman.  Experienced  in  local  reporting,  edit- 
ing, rewriting.  Newsreel  experience  helpful  but 

not  necessary.  For  radio-tv  in  major  midwest- 
ern market.  Detail  previous  experience.  State 

starting  salary  expected.  Enclose  photo.  Confi- 
dential. Box  401A.  B»T. 

Program  director  to  do  all  phases  of  program- 
ming. Complete  details  and  salary  expected  first 

letter.    WASA,  Harve  deGrace,  Maryland. 

Program  director  wanted.  An  opportunity  for 
good  experienced  announcer  to  advance.  WJWL, 
Georgetown,  Delaware.  Phone  2567. 

Experienced  newsman  needed  now  for  lOkw  sta- 
tion. Gather,  write  air  local  news.  Some  gen- 
eral announcing.  Good  opportunity  for  right 

man.  Send  tape,  resume  to  WPAQ,  Mount  Airy, 
N.  C.   Also  opening  for  general  announcer. 

Experienced  woman,  copywriter.  Contact  Bill 
Stewart,  WPBC,  Minneapolis. 

News  director.  Experienced  and  capable  of  super- 
vising local  news  staff.  Top  newscasting  ability 

a  must.  State  qualifications  and  salary  expected 
first  letter  to  WVLN,  Olney,  Illinois. 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

Wanted:  An  experienced  radio  news  reporter  by 
a  New  England  5000  watt  station.  Starting  at 
$75.00  weekly,  automatic  raise  to  $85.00  in  six 
months  if  capable.  Another  raise  within  a  year 
if  you  can  produce  salesable  news  features.  This 
job  both  a  challenge  and  opportunity.  Send  com- 

plete background  and  photograph.  Our  selection 
will  be  slow.  Address  P.  O.  Box  1522,  Worcester, 
Mass. 

Situations  Wanted 

Managerial 

Florida  stations:  Nine  years  experience  in  an- 
nouncing, engineering,  sales,  administration. 

Presently  assistant  manager  midwest  kilowatt, 
desire  return  to  responsible,  permanent  Florida 
position.  Other  southeast  considered.  Box  399A, B'T. 

Wanted  managerial  job:  Details  in  display  sec- 
tion. Box  402A.  B»T. 

Manager — mature  man  of  long  experience. 
Strong  on  sales,  good  programming,  efficient 
operation.  Really  knows  radio  business.  Good 
character  and  references.  Available  immediately. 

Box  415A,  B-T. 
Salesmen 

Salesman,  DJ,  sports.  Six  years  experience. 
Presently  employed  commercial  manager,  one 
kilowatt  indie.  Married.  Veteran,  reliable,  seek- 

ing larger  market  and  income.  Will  work  hard 
and  well  to  live  comfortably.  State  salary  first 
letter.  Box  294A,  B-T. 

Proven  sales  record,  experience  play-by-play, 
sales  management  and  station  management.  Box 

368A,  B-T. 
{Continued  on  next  page) 

RADIO-TELEVISION 

HELP  WANTED 

National  has  a  multitude  of  out- 

standing jobs  for  outstanding  peo- 

ple listed  at  this  moment  in  both 

Radio  and  Television,  and  in  all 

parts  of  the  country.  If  you  are  in- 

terested in  a  job  that  fits  your  capa- 

bilities both  now  and  in  the  future, 

contact  National  today.  If  we  don't 

have  one  on  file,  we'll  find  one  for 

you. 

JOBS  WANTED 

National  has  a  number  of  top 

quality  Radio  and  Television  people 

with  experience  in  nearly  every 

phase  of  Broadcasting  available 

right  now.  Because  we've  checked, 
we  can  recommend  them  to  jobs 

that  fit  their  qualifications.  Call 

National.  You'll  find  that  a  Na- 

tional Man  is  the  Right  Man  for 

the  Job. 

Personnel  and  job  requests  are  still  pouring  in  from  ALL  sections  of 

the  country.  List  NOW  with  National  for  the  job  OR  person  you've  been 

looking  for!  Write,  wire  or  phone  M.  E.  Stone,  Manager  today  for  com- 

plete information.   NATIONAL  HAS  THE  PEOPLE  AND  THE  JOBS. 

National  Radio  &  Television 

Employment  Service 
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Situations  Wanted —  (  Cont'd  ) 

Salesmen 

Experienced  salesman  looking  for  a  permanent 
position  with  a  future.  Box  407A,  B»T. 

I  will  sell  your  non-active  accounts  on  a  50-50 
commission  basis.  Box  408A,  B»T. 

Am  or  tv  sales.  Top  radio  salesman  major  rep- 
resentative. Wishes  to  relocate  Florida,  Miami 

or  west  coast  preferred.  Now  employed.  Refer- 
ences available.  Box  413A,  B«T. 

Salesmen's  helper!  Radio  hottest  sale  aid!  Free details.   Box  283,  Eau  Claire,  Wisconsin. 

Announcers 

Top  morning  man — deejay — employed — wishes  to 
relocate.  Veteran— family.  Box  309A,  B«T. 

Employed,  dependable,  experienced  announcer — 
deejay  wants  to  relocate  in  Pennsylvania,  Con- necticut, or  New  York.  Available  October  1st. 
References.  Box  317A,  B«T. 

3  years  tv — 9  years  radio  sports  and  staff — top 
play-by-play,  all  sports — desire  to  relocate  by 
September  15th.  Location  secondary  to  oppor- 

tunity. Over  5  years  present  position — address 
all  replies.  Box  328A,  B«T. 

Savoir  faire  .  .  .  thanks  to  fifteen  happy  years  in 
the  business.  All  around  network  experience  as 
announcer,  host  emcee,  newscaster  et  al  .  .  .  com- 

mercials on  all  major  networks  .  .  .  credits  on 
request.  .  .  .  Available  now.  Prefer  New  York 
City,  but  will  consider  a  reasonable  offer.  Box 
349A,  B-T. 

Commercial  DJ,  staff,  experience,  strong  in  news, 
can  operate  board,  references.  Box  353A,  B»T. 

Experienced  combo  man.  First  phone.  Good  voice. 
Employed.  Married.  25.  Wishes  to  return  to  Cali- 

fornia. Box  366A,  B-T. 

Recent  broadcasting  school  graduate.  Good  DJ, 
news,  sports,  board,  tape.  Box  371A,  B»T. 

Situations  Wanted — (Cont'd) 
Announcers 

Combo  man — 1st  phone — 27 — married,  child,  vet. 
3  years  experience.  West  or  midwest.  Also  in- 

terested learning  sales.  Box  374A,  B'T. 

Sports  director,  8  years  play-by-play,  available 
Sept.  10.  All  sports,  pro  baseball  essential.  Can 
sell.  Box  376A,  B-T. 

Announcer-newsman.  Mature,  dependable.  Dis- 
continuation tv  on  5000  watt  combined  operation 

forces  change.  Prefer  northeast.  Box  382A,  B»T. 

Young  family  man,  settled,  first  phone,  experi- 
enced announcer,  looking  for  pleasant  conditions, 

permanency.  No  nights.  Box  383A,  B«T. 

Versatile  announcer-DJ,  now  with  Chicago  inde- 
pendent, seeks  quality  station.  University  grad- 

uate. Box  384A,  B»T. 

Announcer,  one  year  general  all  around  staff 
experience.  Ambitious,  car,  will  travel.  Box  386A, 
B-T. 

Salesman-announcer:  Six  years  experience,  reli- 
able, available  immediately,  will  travel.  Box 

388A,  B'T. 

Former  Golden  Glove  champion,  pro  boxer. 
Graduate  of  Cambridge  School  for  announcers 
and  DJ.  Experience  in  other  fields.  Appeared 
in  movies.  Box  389A,  B»T. 

Graduate  from  SRT,  wishes  announcer  job  with 
small  radio  station.  Age  58.  Box  390A,  B«T. 

Top  negro  DJ.  Bop  to  Bach.  Superb  commer- 
cialist.  College.  Veteran.  Tape,  resume,  avail- 

able—will travel.  Box  391A,  B»T. 

Announcer  available  2  weeks.  Currently  em- 
ployed midwestern  kilowatt.  Combo — will  relo- cate anywhere.  Best  references.  Not  drifter, 

drunk.  Proven  following.  Details,  photo,  tape 
available.  Box  398A,  B«T. 

Situations  Wanted — (Cont'd) 
Announcers 

3  years  experience,  news,  commercials,  DJ 
sports.  Available  immediately.  College  graduate 
BA,  MA.  Box  412A,  B>T. 

"Personality  disc  jockey":  Intimate,  warm  anc 
authoritative  with  a  broad  knowledge  of  music 
news  and  radio  station  savvy.  Ten  years  expe> 
rience  in  and  around  New  York  metropolitan  ares 
with  proven  Hoopers  and  Nielsens.  Believe  musii 
to  be  all  important  and  should  be  selected  intelli- 

gently to  capture  mass  audience.  Now  handling 
two  top  slots  of  day:  Morning  and  afternoor 
personality  disc  shows.  Interested  in  propositioi 
of  similar  nature  in  major  city.  Want  top  dea 
and  will  do  top  job  for  you  too.  Currently  em 
ployed  in  $7,500  bracket.  Box  414A,  B»T. 

Staff  announcer,  employed  midwestern  1000  wat 
IV2  years.  Vet.  Family.  Seeking  location  in  north, 
east.  Box  418A,  B»T. 

Announcer-salesman,  trained  all  phases.  Pres 
ently  employed  traffic  department  50kw  desire; 
air  experience  in  smaller  market.  Young,  single 
vet.  Prefer  Minnesota,  consider  all.  Box  419A 

B-T. 

Announcer,  first  phone.  5  years  radio.  Thor 
oughly  experienced.  Copywriting,  news,  pro 
gramming.  Prefer  west,  southwest,  northwes 
but  consider  all  areas.  $90.00  minimum,  40  horn 
week.  Married.  Guy  Christian,  Bel-Aire  Motel 
Highway  6,  Sterling,  Colorado. 

Announcer — 7  years  experience  including  copy 
programming,  traffic,  record  librarian.  Desire! 
progressive  small  station.  Lou  Emerson,  9421 
Santa  Monica  Blvd.,  Beverly  Hills,  California. 

Experienced  personality  disc  jockey  and  staf 
man  available  now.  Dependable,  ambitious,  ex 
cellent  references,  complete  knowledge  of  "pop' music.  You  just  read  the  ad — Tom  Hopkins,  Boj 
775,  Bernardsville,  New  Jersey,  Bernardsvilli 
8-0538  after  6  p.m. 

BROADCASTERS  THROUGHOUT  THE  COUNTRY  FIND... 

SUBSCRIBER  TO  NARTB 

NORTHWEST 

RADIO  &  TELEVISION 

SCHOOL.  HOME  OFF1«'  I  J"J  N,Wn2U'  AV6r, ^^^^m  m^^^^^m  j  Portland,  Oreejon  »  O 

Time,  worry  and  expense  can  be  saved  by 
calling  Northwest  First.  John  Birrel,  our 

Employment  Counselor  may  have  just  the 

person  you  need.  There's  no  charge  for  this 
service  and  you  are  assured  of  well-screened, 
professionally  trained  people. 

Here's  why  Broadcasters  prefer 

Northwest's  graduates... 

•  Over  16,000  square  feet  devoted  to  studios,  con- 
trol rooms,  and  student  servicing. 

•  Five  complete  image  orthicon  camera  chains. 
•  Six  complete  control  rooms  with  professional  con- 

soles, rack-mounted  tape  recorders,  disc  recorders, 
turntables,  monitors,  switchers. 

•  Film  editing  equipment. 

•  An  outstanding  staff  of  professional  instructors 
who  are  presently  working  at  network  affiliates — 
NBC,  CBS,  ABC. 

•  Practical  training.  Professional  trainees  learn  by 
doing  —  actually  participating  in  closed -circuit 
productions. 

Your  collect  wire  or  call  is  always  welcome. 
Call  Northwest  first.  Our  Employment 
Counselor  . . .  John  Birrel . . .  assures  you  of 
immediate,  personal  attention. 

CA  3-7246 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 
HO  4-7822 

CHICAGO,  ILLINOIS   540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C   1627  K  Street  N.  W. 
RE  7-0343 
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Situations  Wanted — (Cont'd) 
Announcers 

Staff  and  sports  announcer  wants  immediate  ap- 
pointment with  small  market  station.  Mature  ex- 
perienced voice  on  news,  commercials,  DJ,  play- 

by-play.  Married,  third  ticket.  Glenn  Martin,  838 
N.  Market  Street,  Frederick,  Maryland.  Monu- 

ment 3-4444. 

Would  you  like  a  personality  gal  who  has  been 
doing  publicity,  promotion  and  emcee  television 
show  for  summer  stock  company.  Performed  DJ 

'  shows  from  night  clubs,  restaurants  and  teen 
centers.  Last  radio  job  with  number  one  station 

:  in  Flint.  Excellent  references.  Dottie  Miller,  619 
West  Fifth  Avenue,  Flint,  Michigan. 

Excellent  references.  Two  years  midwest.  Traffic, 
news,  sports,  DJ.  Roy  Pall,  445  20th,  Niagara  Falls, 
New  York. 

;  Well  known  recording  artist,  "country  disc 
jockey"  with  five  years  tv  experience,  sober,  re- 

liable, capable  of  top-flight  pay.  P.  O.  Box  35, 
Nashville,  Tenn. 

Experienced,  versatile  young  announcer.  Now 
summer  replacement  at  top  music  and  news  sta- 

tion in  Washington,  D.  C.  Warm,  friendly  DJ  and 
network  quality  staff  (experience  includes  net- work originations).  College  graduate.  P.  O.  Box 
642,  Washington  4,  D.  C. 

Experienced  announcer.  Puts  "sell"  into  com- 
'  mercials.  Never  fluffs.  Box  283,  Eau  Claire, ,  Wisconsin. 

Technical 

Experienced  chief  engineer-announcer  with  de- 
i  gree.  Box  292A,  B»T. 

Couple:  Male,  chief  engineer,  assistant  manager. 
Female,  traffic,  chief  continuity,  programming, 
deejay,  wish  to  relocate  together  Wisconsin,  Ohio, 

I   Illinois,  Indiana.  Box  365A,  B»T. 

Engineer,  9  years  am  experience,  ham  26  years. 
No  announcing.  Permanent.  Box  372A,  B«T. 

Chief  engineer.  Experienced  in  administration, 
equipment,  purchasing,  design,  construction, 
maintenance  and  operation.  Box  393A,  B«T. 

Chief  engineer — 14  years  experience.  Qualified, 
sober,  directional  experience.  Would  like  job 
in  progressive  am  station  or  chance  to  gain  ex- 

perience in  tv.  Box  422A,  B»T. 

Programming-Production,  Others 

Journalism  degree,  8  years  experience  gathering, 
writing,  airing  news.  Anxious  tv  or  major  radio 
market.  Box  369A,  B«T. 

Un  moment,  s'il  vous  plais!  Young  married  pro- gram director  seeks  market  with  future.  Have 
six  years  varied  experience.  Knowledge  of  all 
phases  of  broadcasting.  Merci!  Box  379A,  B»T. 

Seeking  challenge  in  larger  radio  or  tv  outlet  in 
current  work  as  news  director  or  program  man- 

ager. Employed  in  this  New  England  250  watt 
fulltime  independent  4  years.  Family  man,  31. 
Box  387A,  B-T. 

News-program  director  desires  relocation  pro- 
gressive station;  north,  east,  south.  Excellent 

references;  family.  Three  years  all  phases.  Box 
406A,  B«T. 

TELEVISION 

Help  Wanted 

Salesmen 

Television  salesman,  Iowa,  CBS,  vhf  full  power, 
guarantee  plus  commission,  send  complete  ex- 

perience, full  details,  Box  324A,  B«T. 

Sales  manager,  midwest  200,000  set  market,  NBC. 
Good  opportunity.  Send  complete  summary,  pic- 

ture and  record  of  sales.  Box  381A,  B«T. 

Full  power  vhf  network  affiliate  in  Iowa  has  im- 
mediate opening  for  television  salesman.  10% 

commission  $150.00  weekly  draw.  Prefer  man  25- 
35.  Send  complete  resume  and  photo  with  first 
letter.  All  replies  treated  confidentially.  Box 
385A,  B«T. 

Announcers 

Announcer  to  specialize  in  sports  and  double  in 
staff  announcing  or  sales.  Midwest  full  power 
NBC  station.  Send  picture,  resume.  Box  380A, 
B.T. 

Help  Wanted— (Cont'd) 
Technical 

Need  qualified  engineer  for  permanent  position 
in  southwestern  station.  Excellent  living  condi- 

tions. No  floaters.  Give  full  details  including 
minimum  salary.  Box  267A,  B»T. 

Need  tv  engineers.  An  experienced  middlewest 
man  to  assist  chief  engineer  at  KELO-TV — 
KDLO-TV,  Sioux  Falls,  S.D.  Two  tv  technicians 
for  KDLO-TV,  Florence,  S.D.  Direct  replies  in- 

cluding qualifications,  references,  salary  expected 
and  returnable  photo  to  N.  L.  Bentson,  WLOL, 
554  Northwest  Bank  Building,  Minneapolis,  Min- nesota. 

Chief  engineer — uhf  experience  General  Electric 
12  kw— KSAN-TV,  1111  Market  Street,  San  Fran- 

cisco, California.  J.  Paterson. 

California  network  vhf.  Engineering  opportunity. 
We  need  engineers  at  once  for  expanding  opera- 

tion in  two  of  California's  finest  small  coastal 
cities.  Must  be  fully  qualified  and  experienced 
in  maintenance  and  operation,  both  studio  and 
transmitter.  Excellent  opportunity  for  right  men. 
Periodic  raises  and  profit  sharing  plan  demands 
initiative  and  cooperative  attitude.  Give  com- 

plete experience  and  references.  Send  full  infor- 
mation to  Bill  Hargan,  Chief  Engineer,  KSBW- 

TV,  Post  Office  Box  1651,  Salinas,  California. 

Wanted  immediately,  an  engineer  for  position  of 
assistant  chief  with  progressive  vhf.  Video  ex- 

perience required  and  salary  open.  Contact  Chief 
Engineer,  WJBF-TV,  Augusta,  Georgia. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G,  B«T. 
Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.   Box  509G,  B«T. 

Experienced  film  editor,  preferably  female  for 
large  eastern  vhf  station.  Must  have  television 
experience.  Foward  resume  and  salary  require- 

ments to  Box  163A,  B»T. 

Florida  vhf  needs  experienced  announcer-direc- 
tor. Looking  for  man  with  pleasing  personality, 

who  can  sell  on  camera.  Resume,  photo  to  Box 
395A,  B-T. 

Tv  producer-director,  Must  have  commercial  tv 
station  experiences.  Send  complete  resume  with 
picture  and  salary  requirements  to:  Steve  Briggs, 
Program  Manager,  WISH-TV,  1440  North  Merid- 

ian Street,  Indianapolis  2,  Indiana. 

Top-flight  girl  wanted  by  central  Pennsylvania  tv 
station  to  handle  promotion  and  write  commer- 

cial copy.  Prefer  someone  with  experience  and 
proven  ability.  Attractive  salary  for  right  person. 
Contact  Jim  Curtis,  WSBA-TV,  York.  Pennsyl- vania. 

Situations  Wanted 

Technical 

Experienced  cameraman,  floorman,  married, 
sober,  reliable,  now  employed,  desire  change. 
Box  320A,  B-T. 

Situations  Wanted — (Cont'd) 
Programming-Production,  Others 

CBS  newsman  in  major  maTket  looking  for  tv 
opportunity,  air  work,  writing,  administrative. 
Will  relocate.  Box  396A,  B«T. 

Producer-director  wishes  to  relocate  with  prog- 
ressive operation.  Currently  with  high  power 

network  affiliate  in  one  of  top  ten  markets. 
Thoroughly  experienced  all  phases.  Excellent 
references.  Box  411A,  B»T. 

FOR  SALE 

Stations 

Tv-uhf  license  in  the  largest  city  in  the  country 
without  a  local  tv  station.  Low  frequency.  A 
major  market  but  handicapped  by  vhf  overlap. 
Size  of  market  and  uhf  development  assure 
eventual  profitable  operation  but  present  holder 
cannot  afford  to  develop.  Low  cost  or  will  accept 
part  ownership  as  payment.  Box  375A,  B«T. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Equipment 
RCA  TT-5A  high  band  transmitter,  factor  con- 

verted to  air  cooling.  Box  310A,  B»T. 

Complete  fm  station,  S3. 000.00.  GE  BT-1A  250  w 
transmitter,  frequency  monitor,  ring  antenna, 
350'  Tb"  coax  on  spool.  Box  377A,  B»T. 

Westinghouse  lOkw.  Fm  transmitter,  Raytheon 
250  watt  transmitter,  REL  600R  fm  frequency  and 
modulation  monitor,  3  bay  RCA  TF-3AL  chan- 

nel 2  or  3  antenna,  and  200  foot  Windcharger 
type  300  guyed  tower  adapters  for  above  an- 

tenna. Make  offer.  Box  392A,  B-T. 

Three  Ampex  400  portable  tape  recorders,  ex- 
cellent condition  presently  in  use — best  offer  for 

one  or  all.  Box  417A,  B»T. 

GE  slide  projector— tvpe  PF-3-C,  model  4-PF3-C4. 
Never  used.  Coast  $2,750.  Make  cash  offer  F.O.B. 
Sacramento.  KXOA  Sacramento  15,  California. 

Three  Presto  64-A  turntables,  5  WE  109AA  re- 
producer groups.  David  Carson,  WFLN,  Phila- delphia 28. 

Self-supporting  Leigh  tower,  179  feet,  available 
after  October  31.  1956.  Contact  Radio  Station 
WKNY,  Kingston,  New  York. 

For  sale:  Scully  disc  recorder,  late  model  man- 
ually operated  machine,  excellent  condition.  Also, 

Model  200  Ampex  tape  machine,  30  and  15  inch 
speed.  Address  WSM.  Inc.,  Nashville  3,  Tenn. Attention:  Technical  Director. 

RCA  limiter,  $85.00;  RCA  racks,  $45.00.  GE  BA-10 
amplifiers,  $45.00;  Ampex  450,  $575.00;  Minitape, 
$75.00;  RCA  4  channel  remote,  $85.00;  RCA  line 
amplifier,  $35.00;  RCA  74-B  microphones,  $25.00. Box  221,  Lebanon,  Tennesee. 

Commercial  crystals:  And  new  or  replacement 
broadcast  crystals  for  Bliley,  Western  Electric, 
RCA  holders.  Conelrad  frequencies.  Crystal  re- 
grinding  etc.  Reasonable  prices,  fastest  service — 
also  station  am  monitor  service.  Over  20  years  in 
the  business!  Eidson  Electronic  Company,  Tem- 

ple, Texas. 

CALIFORNIA  NETWORK  VHF 

ENGINEERING  OPPORTUNITY 

We  need  engineers  at  once  for  expanding  operation  in  two  of  California's 

finest  small  coastal  cities.  Must  be  fully  qualified  and  experienced  in  main- 

tenance and  operation,  both  studio  and  transmitter.  Excellent  opportunity  for 

right  men.  Periodic  raises  and  profit  sharing  plan  demands  initiative  and  co- 

operative attitude.  Give  complete  experience  and  references.  Send  full  informa- 

tion to  Bill  Hargan,  Chief  Engineer,  KSBW-TV,  Post  Office  Box  1651,  Salinas, 

California. 
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WANTED  TO  BUY RADIO FOR  SALE 

Stations 

Private  sales.  Oklahoma,  Texas,  Colorado, 
Arkansas,  Missouri,  Kansas.  Ralph  Erwin,  Li- 

censed Broker,  1443  South  Trenton,  Tulsa. 

Equipment 

Wanted — console  and  microphones— also  any 
other  used  broadcast  equipment  available.  Box 
282A,  B'T. 

Wanted — record  library  45  rpm,  popular  and  west- 
ern records  only.  Box  307A,  B»T. 

Would  like  to  buy  reconditionable  audio  console 
and  used  200  feet  am  tower.  Box  416A,  B«T. 

Uhf — lkw  TXR.  (prefer  low  channel)  studio 
equipment  including  camera.  Manager,  WKDN, 
Camden  4,  N.  J. 

Wanted  to  buy:  10  kw  fm  transmitter.  XEAW, 
Box  268,  Monterrey,  Nuevo  Laredo,  Mexico. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
in  3  months.  For  details  write  Grantham  School, 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

The  National  Academy  of  Broadcasting,  America's 
pioneer  professional  school,  places  radio-tv  an- 

nouncers, writers,  producers.  Send  for  list  of 
alumni,  positions  held,  and  jobs  available.  3338 
16th  Street,  N.W..  Washington,  D.  C. 

RADIO 

Help  Wanted 

Managerial 

j  MANAGER  SEEKING 

j  OPPORTUNITY 

4  Prefer  man  strong  in  sales  who  has 
*  had  experience  as  Manager  or  Sales 
J  Manager  of  medium  size  station,  who 
t  would  like  to  join  group-owned  sta- 
*  tions  as  Manager  of  Midwestern  5 
t  KW  Independent  ...  in  City  of  over 
4  500,000    population.  Compensation 
*  would  be  on  salary  and  participation 
J  in  profit  plus  many  other  benefits  and 
4  unlimited  opportunities  for  advance- 
'  ment.  Send  facts  and  photo.  Box  348A, 

5  B»T 

Technical 

TINY  HILL,  owner  of  KHIL,  says  no  such  1st 
class  engineer  exists  who  can  do  an  above 

average  announcing  job.  If  you're  an  ENGI- 
NEER who  can  do  maintenance  on  fine  new 

Gates  equipment  and  turn  out  a  GOOD  an- 

nouncing job  that's  COMMERCIALLY  SALE- 
ABLE, I  want  you  to  write  me  with  a  com- 

plete resume  of  background,  work  history  and 
all  other  facts,  including  a  tape,  and  help  me 
prove  the  boss  is  wrong.  Opening  August 
15th.  Wonderful  climate,  in  location  within 

minutes  of  downtown  Denver.  The  "goin'-est" 
station  in  the  area.  Write  by  airmail-special 
delivery  TODAY  to:  Lowell  Christianson,  KHIL, 
P.  O.  Box  406,  Fort  Lupton,  Colorado,  or 

phone  Denver  ATlas  8-0956  at  your  expense 
and  let's  discuss  it. 

Situations  Wanted 

Managerial 

WANTED:  Managerial  job.  Partner  and  I  just  sold 
kilowatt  daytimer.  Most  funds  tied  up,  long  terms.  In- 

sufficient fund  right  now  to  build  again.  Married;  9 
month  old  boy;  26;  veteran;  five  years  radio,  one 
tv;  managed  first  station  at  23,  built  present  operation 
at  24;  partner  inactive  here.  Present  operation 
grossed  $52,000.00  in  small  market,  1955.  Not  wonder- 

ful, but  station  growing  and  added  physicals  needed 
first  12  months.  Don't  pretend  to  know  everything  but 
wear  out  lots  of  shoe  leather  and  don't  drink  (not  sure if,  in  this  business,  latter  is  recommendation). 
Available  about  October  1st.  Resume  and  references 
upon  request.  Reply  to  Box  402A,  B-T 

TELEVISION 

Help  Wanted 
Technical 

BROADCAST 

ENGINEER 
.  ...  to  operate  mobile  color  TV 
equipment.  Must  have  at  least  two 
years  black  and  white  video  control 
experience.  Some  maintenance  ex- 

perience desirable.  Considerable 
nation-wide  travel  involved  from 
Philadelphia  base.  Liberal  salary, 

benefits  and  expenses.  Send  com- 
plete resume. 

Box  250A,  B»T 

Chief  Engineer 

Wanted 

VHF  station  in  southeastern  market 

of  half  million  has  opening  for 

Chief  Engineer.  Excellent  working 

conditions.  Good  salary.  Climate 

ranges  between  65  and  90.  Housing 

reasonable.  Send  full  details,  salary 

range,  photo  (which  will  not  be  re- 
turned), etc.  to 

Box  409A,  B*T. 

FOR  SALE 

Equipment 

SATELLITE  OPERATORS 

Federal  2000mc  video  microwave 

system  with  10  ft.  parabolas. 

Good  working  condition.  Audio 

channel  unit  included.  Now  ac- 

cepting   offers.    Contact   J.  R. 

McKinley,  KTVR,  Denver,  Colo- 
rado. 

TOWERS 

RADIO — TELEVISION 
Antenna  I — Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 

Equipment 

J  FOR  SALE 
t  40  foot  Trans-Lux  Traveling  message  J 
J  news  sign.  Excellent  condition.  $5,000.  < 
J  Contact    ERIE    FLASHCAST,    2817  t 
*  Plum     Street,    Erie,  Pennsylvania. 

J  Phone  7-5522.  \ 

WANTED  TO  BUY 

Equipment 

Wanted 

RCA  TV  remote  truck  or  equivalent  con- 
taining two  or  three  Image  Orthicon 

chains.  Truck  and  equipment  must  be  in 

good  condition.  Send  photos,  equipment 

list  and  price.  All  replies  promptly  ac- 

knowledged.   Box  201A,  B-T 

INSTRUCTION 

FCC  1st  PHONE  LICENSES 

IN  3  TO  6  WEEKS 
WILLIAM  It.  OGDEN — lOih  Year 

1150  W.  Olive  Av«-. liiirbank,  Calif. 

Reservations  Necessary  All  Classes — 
Over  1700  Successful  Students 

MISCELLANEOUS 

NOTICE 
One  Shure  Microphone,  Model  300.  Ser. 2642 

Two  Altec  Microphone  System  Model  M20, 
Ser.  1129  and  1130 
One  Electro  Voice  Filter-type  Microphone 
One  Electro  Voice  Microphone  slim-line- type 

One  Mcintosh  Amplifier,  Model  150A,  Ser. 7216 

Two  General  Electric  Amplifiers,  A1320 
These  items  were  stolen  from  Recordex, 
Ltd.,  Suite  207,  Mining  Exchange  Build- 

ing, Denver  2,  Colorado. 
Any  information  of  the  above  listed 
items  should  be  sent  to  this  office  or  to 
Detectives  G.  E.  Tovrea  or  G.  F.  Curnow, 
Detective  Division,  Police  Department, 

City  of  Denver. 

Did  you  let  a  good 

one  get  away? 

The  man*  you're  looking  for 

may  have  a  Classified  Adver- 

tisement in  this  week's  issue  of 

Broadcasting#Telecasting! 

For  radio-tv  personnel,  equip- 

ment, services  or  stations  to 

buy  or  sell,  tell  everyone  that 
matters  in  the  Classified  pages 

of  Broadcasting*Telecasting. 

*  Or  job. 
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FOR  THE  RECORD 

Continues  from  page  114 

station)  for  extension  of  completion  date. 
WCDA  (TV)  Albany,  N.  Y. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Feb.  15,  1957. 

WPTZ  (TV)  North  Pole,  N.  Y. — Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date. 

Renewal  of  Licenses 
KPHO-TV  Phoenix,  Ariz. 

Remote  Control 
KAIR  Tucson,  Ariz.;  KPAL  Palm  Springs, 

Calif.;  KUHF  (FM)  Houston,  Tex.;  KOB-TV  Al- 
buquerque, N.  M. 

July  31  Applications 
Accepted  for  Filing 
Modification  of  Cp 

WNMP  Evanston,  111. — Seeks  mod.  of  cp  (which 
authorized  change  in  ant. -trans,  and  studio  loca- 

tions) for  extension  of  completion  date. 
WCOG  Greensboro,  N.  C. — Seeks  mod.  of  cp 

(which  authorized  increase  in  D  power  and  ins- 
tallation of  additional  tower  for  DA  array)  for 

extension  of  completion  date. 
KWRO  Coquille,  Ore. — Seeks  mod.  of  cp  (which 

authorized  change  in  frequency;  increase  in 
power;  change  hours  of  operation;  change  ant.- 
trans.  location;  operate  trans,  by  remote  con- 

trol, and  make  changes  in  ant.  system)  for  ex- 
tension of  completion  date. 

WCNB-TV  Harrisburg,  Pa.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date. 
Renewal  of  Licenses 

KGGM  Albuquerque,  N.  M.;  KLEA  Lovington, 
N.  M.;  KVSP  Santa  Fe,  N.  M.;  KRAL  Rawlins, 
Wyo. 

Renewal  of  License  Returned 
KOLD  Yuma,  Ariz.  (Signed  by  manager.) 

Remote  Control 
WBCM  Bay  City,  Mich. 

August  1  Decisions 
Broadcast  Actions 

By  Broadcast  Bureau 
Actions  of  July  27 

Following  were  granted   extensions  of  com- 
pletion dates  as  shown:  WRVA-TV  Richmond, 

Va.,  to  1-31-57;  WPTZ  (TV)  North  Pole,  N.  Y., 
.  to  2-26-57;   KVOO-TV,  Tulsa,  Okla.,  to  2-24-57; 
I  WDSU-FM  New  Orleans,  La.,  to  2-20-57;  WMIT, 
I  Clingman's  Peak,  N.  C,  to  9-30-56;  WNBF-TV 
I  Binghamton,  N.  Y.,  to  11-30-56. 
H  ~ Actions  of  July  26 
I     KPAL  Palm  Springs,   Calif. — Granted  author- 
l  ity  to  operate  trans,  by  remote  control  from  153 
1  N.  Palm  Canyon  Dr. 

Following  were  granted  extensions  of  comple- 
tion dates  to  10-16-56:  WPFA-TV  Pensacola,  Fla.; 

WJLN-TV  Birmingham,  Ala.;  WTOH-TV  Toledo, 
Ohio;  WOPT  (TV)  Chicago,  111.;  WRAK-TV  Wil- 
liamsport,    Pa.;    WJDW    (TV)    Boston,  Mass.; 

,  WITH-TV  Baltimore,  Md.;  WQCY   (TV)  Allen- 
,  town,  Pa.;  WKNE-TV  Keene,  N.  H.;  WIND-TV 
I  Chicago,  111.;  WOTV  (TV)  Richmond,  Va.;  KTVO 
i  (TV)  Oklahoma  City,  Okla.;   KGTV  (TV)  Des 
I  Moines,  Iowa;  WATL-TV  Atlanta,  Ga.;  WQXL- 
i  TV  Louisville,  Ky.;  WQXN-TV  Cincinnati,  Ohio; 
iKXYZ-TV  Houston,  Tex.;  WIFE  (TV)  Dayton, 
,  Ohio;  WKNA-TV  Charleston,  W.  Va.;  WKDN- 
i  TV  Camden,  N.  J.;  WINR-TV  Binghamton,  N.  Y.; 
i  WCBF-TV  Rochester,  N.  Y.;  WHEF-TV  Brock- 
I  ton,  Mass.;  WSTF  (TV)  Stamford,  Conn.;  WKOK- 
i  TV  Sunbury,  Pa.;  WNLC-TV  New  London,  Conn.; 
WNOP-TV  Newport,  Kv.;  WOOK-TV  Washing- 

ton, D.  C;  WTLF  (TV)  Baltimore,  Md.;  WHFC- 
TV  Chicago,   111.;    WPTV    (TV)    Ashland,  Ky.; 

,  WLTV  (TV)  Wheeling,  W.  Va.;  WFPG-TV  At- 
i  lantic,  N.  J.;  WTLE  (TV)  Evanston,  111.;  KSPG 
(TV)    Tulsa,    Okla.;    WEAL-TV    Orlando,  Fla.; 
WPTR-TV  Albany,  N.  Y.;  WMCN   (TV)  Grand 
Rapids,  Mich.;  WFMZ-TV  Allentown,  Pa.;  WHCU- 
TV  Ithaca,  N.  Y.;  WEOL-TV  Elyria,  Ohio;  WQMC 
(TV)   Charlotte,  N.  C;  WTVG   (TV)  Mansfield. 
Ohio;   WTVQ   (TV)   Pittsburgh,  Pa.;  WCBC-TV 
Anderson,    Lnd.;    WFTV    (TV)    Duluth,  Minn.; 
WKJF-TV  Pittsburgh,  Pa.;  WAZL-TV  Hazelton, 
Pa.;  KTRB-TV  Modesto,  Calif.;  KNUZ-TV  Hous- 

ton, Tex.;  KCOA  (TV)  Corona,  Calif.;  KVAN-TV 
Vancouver,    Wash.;    WLBR-TV    Lebanon,  Pa.; 
WOCN    (TV)    Atlantic    City,    N.    J.;  WQIK-TV 
Jacksonville,  Fla.;  WPHD  (TV)  Philadelphia,  Pa.; 
WXEL  (TV)  Boston,  Mass.;  WMFL  (TV)  Miami, 
Fla.;   WKLO-TV  Louisville,   Ky.;   WTVX  (TV) 
Gastonia,    N.    C;    WLAP-TV    Lexington,  Ky.; 
WTVU  (TV)  Scranton,  Pa.;  WRTV  (TV)  Asbury 
Park,  N.  J.;   KBAY-TV  San  Francisco,  Calif.; 
KCEB  (TV)  Tulsa,  Okla.;  WFOX-TV  Milwaukee, 

j  Wis.;  WNET  (TV)  Providence,  R.  I.;  WCKG  (TV) 
New  Orleans,  La.:  WNYC-TV  New  York,  N.  Y.; 
WERE-TV    Cleveland,    Ohio;    WTVI    (TV)  Fort 
Pierce,  Fla. 

Actions  of  July  24 

Following  were  granted  extensions  of  comple- 
tion dates  to  10-16-56:  WKNY-TV  Poughkeepsie, 

N.  Y.;  WBID-TV  Detroit,  Mich.;  WIRK-TV  West 
Palm  Beach,  Fla.;  WICA-TV  Ashtabula,  Ohio; 
WAAB-TV  Worcester,  Mass.;  WCAN-TV  Milwau- 

kee, Wis.;  WBTM-TV  Danville,  Va.;  WTAQ-TV 
Cambridge,  Mass.;  WELI-TV  New  Haven,  Conn. 
Following  were  granted  extensions  of  com- 

pletion dates  as  shown:  WGLV  (TV)  Easton,  Pa., 

to  2-23-57;  KTAG-TV  Lake  Charles,  La.,  to  2-9-57; 
WAIQ  Andalusia,  Ala.,  to  11-19-56;  WBIQ  (TV) 
Birmingham,  Ala.,  to  11-13-56;  KELO-TV  Sioux 
Falls,  S.  D.,  to  12-12-56;  WJMR-TV,  New  Orleans. 
La.,  to  2-2-57;  WKAR-TV  East  Lansing,  Mich., 
to  2-15-57;  WNAO-TV  Raleigh,  N.  C,  to  11-1-56; 
WDSU-TV  New  Orleans,  La.,  to  2-20-57. 
Following  were  granted  authority  to  operate 

trans,  by  remote  control:  KAIR,  from  48  E. 
Broadway,  Tucson,  Ariz.,  WTRA,  from  202  Main 
St.,  Latrobe,  Pa.;  KGAS,  from  216  E.  Sabine  St., 
Carthage,  Tex.;  KFMA,  from  415  Perry  St., 
Davenport,  Iowa. 

Actions  of  July  23 
WVCG  Coral  Gables,  Fla. — Granted  authority 

to  operate  trans,  by  remote  control  from  377 Alhambra  Circle. 
KRFM  (FM)  Fresno,  Calif. — Granted  license 

covering  changes  in  licensed  station. 
WBRC-FM  Birmingham,  Ala.— Granted  exten- 

sion of  completion  date  to  1-1-57. 
WCRB-FM  Waltham,  Mass.— Granted  exten- 

sion of  completion  date  to  10-30-56. 

August  1  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  T.  A.  M.  Craven 
WOI  Ames,  Iowa — Granted  petition  for  exten- 

sion of  time  to  and  including  Aug.  27  to  file 
briefs  in  reply  to  exceptions  to  initial  decision  re 
its  application  for  SSA  to  operate  additional 
hours  from  6  a.m.  to  local  sunrise  CST  with  1 
kw.  Action  July  25. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

KSTN  Stockton.  Calif.;  KARM  Fresno,  Calif- 
Granted  joint  petition  to  extent  it  requests  re- 

moval of  KSTN's  application  from  hearing  docket and  its  return  to  processing  line  and  ordered  that 
protest  proceedings  heretofore  instituted  upon 
said  application  are  hereby  dismissed.  Action 
July  26. 
KUIN  Grants  Pass,  Ore. — On  Chief  Hearing 

Examiner's  own  motion,  and  with  consent  of all  parties  to  proceeding  re  am  application  of 
KUIN.  ordered  that  Hearing  Examiner  Jay  A. 
Kyle,  in  lieu  of  Annie  Neal  Huntting,  will  pre- 

side at  hearing,  which  was  scheduled  to  com- 
mence July  31.  Action  July  27. 

By  Hearing  Examiner  Jay  A.  Kyle 
Bill  Mathis,  Abilene,  Tex. — Granted  motion  for 

continuance  of  hearing  re  his  am  application  and 
that  of  Key  City  Broadcasters,  Abilene;  hearing 
scheduled  for  July  31  is  continued  without  date. 
Action  July  26. 

By   Hearing  Examiner   Herbert  Sharfman 
Providence,  R.  I. — Ordered  that  parties  in  pro- 

ceeding re  application  of  Cherry  and  Webb 
Bcstg.  Co.,  Providence,  for  cp  for  new  tv  and 
for  STA  for  WPRO-TV  (ch.  12)  are  instructed 
to  file  supplemental  proposed  findings  of  fact,  if 
they  so  desire,  by  Sept.  4,  and  to  file,  in  addition, 
proposed  conclusions  by  same  date.  Action  July 
30. 

By  Hearing  Examiner  Basil  P.  Cooper 

Cheboygan,  Mich. — On  Examiner's  own  motion, ordered  that  further  hearing  in  ch.  4  proceeding, 
Cheboygan,  (Midwestern  Bcstg.  Co.,  et  al.).  is 
continued  from  July  30  to  date  approximately 
14  days  after  Commission  has  acted  on  presently 
pending  motion  to  enlarge  issues  in  this  pro- ceeding; exact  calendar  date  to  be  specified  by 

subsequent  order.    Action  July  26. 
By  Hearing  Examiner  Hugh  B.  Hutchison 

Pittsburgh,  Pa. — Ordered  that  hearing  confer- 
ence will  be  held  on  July  27  in  ch.  11  proceeding, 

Pittsburgh.   Action  July  25. 
By  Hearing  Examiner  H.  Gifford  Irion 

WSLA  Selma,  Ala. — Granted  joint  petition  of 
WSLA,  on  behalf  of  themselves  and  all  other 
parties  except  Broadcast  Bureau  and  Depart- 

ment of  Defense,  for  extension  of  time  from 
July  31  to  Aug.  10  to  file  proposed  findings  of 
fact  and  conclusions  of  law,  with  final  date  for 
reply  findings  remaining  as  Sept.  17,  re  WSLA 
application  for  mod.  of  cp  (ch.  8).  Action  July 
31. 

August  1  Applications Accepted  for  Filing 
Modification  of  CP 

WNDU-TV  South  Bend,  Lid.— Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Feb.  1,  1957. 

License  to  Cover  Cp 
WAVU  Albertville,  Ala. — Seeks  license  to  cover 

cp  which  authorized  increase  in  power;  change 
in  ant. -trans,  location,  and  to  specify  studio  loca- 

tion as  Rt.  #431,  1.5  miles  southeast  of  Albert- 
ville city  limits. 

WLOC  Munfordville,  Ky. — Seeks  license  to 
cover  cp  which  authorized  change  in  ant.-trans. 
and  studio  location  and  to  operate  trans,  by  re- mote control. 
WZKY  Albemarle,  N.  C. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WCHI  Chillicothe,  Ohio — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WORM  Savannah,  Tenn. — Seeks  license  to 

cover  cp  which  authorized  new  am. 
KTUT  Tooele,  Utah — Seeks  license  to  cover 

cp  which  authorized  new  am. 
Renewal  of  Licenses 

KVNU  Logan,  Utah;  KHBL  Plainview,  Tex. 
SCA 

WFMQ  (FM)  Meriden,  Conn. 
Remote  Control 

KMMW  Meriden,  Conn. 

UPCOMING 

AUGUST 

Aug.  16-17:  RAB  western  managers'  conference, Palo  Alto,  Calif. 

Aug.  17-19:  West  Virginia  Broadcasters'  Assn., late  summer  meeting,  Greenbrier  Hotel,  White 
Sulphur  Springs,  W.  Va. 

Aug.  31-Sept.  1:  Montana  Radio  Stations  Inc.. 
annual  meeting,  Glacier  Park  Hotel,  Glacier 

Park. SEPTEMBER 

Sept.  6-7:  RAB  midwestern  managers'  conference, 
French  Lick,  lnd. 

Sept.  10-11:  RAB  southern  managers'  conference, Biloxi,  Miss. 
Sept.  11-12:  CBS  Radio  convention,  Hotel  Pierre, 
New  York. 

Sept.  13-14:  RAB  northeastern  conference,  Sky- 
top,  Pa. Sept.  13-14:  Michigan  Assn.  of  Radio-TV  Broad- casters, Hidden  Valley,  Gaylord,  Mich. 

Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 
nual meeting,  Shreveport,  La. 
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editorials 

Out  of  the  Blue  (Book) 

THE  extent  to  which  program  control  is  on  the  minds  of  mem- 
bers of  the  FCC  is  reflected  in  two  events  last  week — one  an 

address  by  Comr.  Robert  T.  Bartley  in  California,  and  the  other 

the  "dissenting"  opinion  of  Comr.  John  C.  Doerfer  in  the  case  in- 
volving the  sale  of  WQAM  Miami  to  Todd  Storz'  Mid-Continent 

group. 
These  men,  representing  two-sevenths  of  the  Commission,  do  not 

see  eye-to-eye  on  the  extent  to  which  the  FCC  should  go  in  review- 
ing program  content.  We  are  not  disposed  to  go  along  all  the  way 

with  either. 

For  example,  Comr.  Bartley  accepts  as  legal  gospel  the  dictum 

in  the  Frankfurter  opinion  in  the  Supreme  Court's  Chain  Broadcast- 
ing Case  of  a  dozen  years  ago,  that  the  FCC  is  not  merely  the  super- 

visor of  the  traffic  on  the  air  but  has  the  burden  of  determining  "the 
composition  of  that  traffic."  He  is  satisfied  to  reconcile  that  off- 

hand observation  by  one  Supreme  Court  Justice  with  the  anti-censor- 
ship provision  of  the  law  itself,  on  the  ground  that  censorship  is 

day-to-day  control  "in  advance"  of  program  content. 

While  there  is  much  in  Comr.  Bartley's  speech  with  which  most 
broadcasters  will  agree,  there's  just  enough  bite  in  it  to  cause  real 
concern.  Would  he  vote  for  another  "Blue  Book"  today?  He 
indicates  he  might.  His  is  a  learned  dissertation,  covering  vir- 

tually every  example  in  which  the  courts  and  Congress  appeared 
to  delegate  some  degree  of  control  over  program  content.  But 

there  are  many  notable  examples  of  "hands  off"  expressions  adher- 
ing tenaciously  to  the  anti-censorship  injunction  of  Congress. 

Comr.  Doerfer  is  "from  Missouri."  He  wants  to  be  shown.  He 
wants  his  colleagues  to  make  up  their  minds.  We  concur  in  his 
view  that  the  FCC  should  clear  up  the  confusion.  But  to  have 
ordered  a  hearing  in  the  WQAM  case  would  have  been  tantamount 

to  denial  of  the  sale  since  there  was  an  Aug.  15  cut-off  date. 

Before  the  FCC  recessed  on  July  19,  there  was  heated  discus- 
sion about  its  program  jurisdiction.  The  case  which  prompted  it — 

transfer  of  WQAM — because  of  the  programming  pattern  of  the 
Storz  stations,  was  decided  in  favor  of  Storz  4-3.  Mr.  Bartley  voted 
for  the  transfer;  Mr.  Doerfer  against.  The  question  of  a  possible 

"general  investigation"  of  its  authority  was  left  for  determination 
when  the  FCC  reconvenes  after  its  month's  vacation. 

Mr.  Bartley  suggests  that  in  the  light  of  some  "misunderstanding" 
as  to  the  extent  and  nature  of  program  control,  the  whole  question 

of  policy  should  be  presented  to  Congress.  Here  we  agree,  par- 
ticularly since  the  FCC  seems  to  be  split  at  least  4-3  and  since 

Comr.  Bartley,  in  the  light  of  his  speech,  could  well  be  the  fourth 
vote  the  wrong  way. 

But  this  should  be  no  superficial,  spur-of-the-moment  presentation 
to  Congress.  Fundamental  national  policy,  vital  to  the  welfare  of 
radio  and  tv  as  free  media,  would  be  at  stake.  There  should  be 

careful,  judicial  preparation  and  consideration.  And  it  should  come 

in  the  relative  calm  of  an  off-election  year. 

Moment  of  Silence 

THE  advocates  of  subscription  television  have  been  unusually 
quiet  lately. 

Maybe  it's  because  they  have  less  and  less  to  say. 
Most  of  their  old  arguments  are  being  weakened  if  not  demolished 

by  the  evolution  of  commercial  tv. 
When  NBC  bought  rights  to  the  World  Series  for  the  next  five 

years,  one  of  the  biggest  talking  points  of  the  toll  tv  interests 
evaporated.  The  toll  tv  people  had  been  saying  they  would  tie  up 
the  World  Series  and  other  big  sports  events  for  their  proposed  box- 
office  system. 

The  subscription  people  also  used  to  say  that  only  their  system 

could  provide  enough  money  to  obtain  the  release  of  good  Holly- 
wood movie  product  to  tv.  In  the  past  year,  hundreds  of  good  fea- 

ture films  have  been  put  on  the  commercial  television  market.  One 

great  film,  "Richard  III,"  was  given  its  first  showing  on  commercial 
tv.  It's  beginning  to  look  as  though  the  hard  money  of  commercial 
television  appeals  more  to  Hollywood  than  the  promissory  notes  of 
subscription  television. 

The  general  quality  and  quantity  of  commercial  television  pro- 
gramming this  past  season  have  been  so  remarkably  good  that  it 

would  be  difficult  for  any  toll  tv  spokesman  to  find  a  field  of  enter 
tainment  in  which  he  could  hope  to  promise  better  things  than  are 
now  offered  on  free  television.  Indeed  there  is  evidence  that  the 

public  is  overwhelmingly  in  favor  of  keeping  the  present  system.  The 

polls  and  public  sampling  reported  in  the  NARTB's  new  pamphlet 
"Americans  Speak  Out  for  Free  Tv,"  show  how  little  headway  sub 
scription  advocates  have  made  in  advancing  their  proposal  before 
the  people. 

So  there  is  relative  silence  lately  from  the  subscription  camp. 

But  there  is  no  guarantee  of  prolonged  silence.  We  may  expec 

the  old  arguments  to  be  polished  up  and  new  ones  to  be  invented 
The  fight  to  keep  television  free  is  not  won,  even  though  the  chana 
of  winning  it  is  improving  all  the  time. 

At  Home:  Politics 

HERE  are  two  sure  bets  about  the  political  convention  doing 

of  the  next  three  weeks — neither  of  them  political. 
One  is  that  the  work  of  nominating  candidates  for  Presidem 

starting  with  the  Democratic  convention  in  Chicago  next  week  an 
continuing  with  the  Republican  sessions  in  San  Francisco  a  wee 
later,  will  be  witnessed  and  heard  by  more  millions  than  ever  befor 

(some  nose-counters  with  a  mathematical  bent  say  it'll  be  more  tha 
have  seen  all  other  nominating  conventions  down  to  this  time). 

The  other  is  that  the  networks  which  present  these  quadrennh 
dramas  will  lose  money  in  doing  it. 

The  mechanics  of  tv-radio  coverage,  like  the  tv-radio  audience 
are  vast  almost  beyond  description.  Preparations  have  been  unde 
way  for  more  than  a  year;  in  some  cases  almost  two  years.  In  al 

more  than  1,000  network  people  will  be  employed  at  the  scene- 
and  most  of  them  will  have  to  make  the  quick  switch,  along  wit 

equipment  of  fantastic  tonnage,  from  Chicago  to  San  Francisc 
virtually  overnight.  And  scores  of  stations,  as  well  as  tv  newsre 
organizations  and  radio  wire  services,  will  have  their  own  men  o 
hand  to  provide  independent  or  supplementary  coverage. 

What  will  be  the  result?  American  viewers  and  listeners — millior 
of  them  for  the  first  time — will  get  an  insight  into  fundament! 
political  affairs  of  state  such  as  would  be  impossible  by  any  othe 

means,  including  personal  attendance.  They  will  know  more  aboi 
candidates  and  party  positions  on  basic  issues  than  they  coul 
possibly  learn  in  any  other  fashion.  They  will  be  equipped  to  g 
to  the  polls  in  November  better  informed  than  ever  before.  Tt 
networks  will  have  taken  a  beating  financially  (their  news  an 

technical  men,  physically),  but  they  will  have  put  on  one  of  tt 

most  mammoth  "educational  public  service"  programs  conceivab 
— a  thought  which  detractors  of  "commercial"  programming  wou 
do  well  to  keep  in  mind. 
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KWK-TV 

CHANNEL 

in  MORNING  RESULTS!* 

KWK-TV  presents  TOP  CBS  and  ABC  Network 
shows  for  the  morning  audience. ..sales 

message  IMPACT  assured. 

n  AFTERNOON  RESULTS!* 

Bt.  Louisans  CHOOSE  CHANNEL  4's  local  shows... 
"RECALLIT  AND  WIN".. ."THE  GIL  NEWSOME 

SHOW".. ."The  FRED  MOEGLE  SHOW" 
...plus  CBS  and  ABC  for  largest  daytime 

audiences  for  KWK-TV. 

♦latest  TelePulse  and  ARB  reports 

in  EVENING  RESULTS!* 

The  BEST  from  CBS  and  ABC  plus  exciting 

film  shows  and  fine  full-length  feature  films  insure 
the  largest  audience  and  highest  sales  potential 
for  advertisers  in  the  GREAT  ST.  LOUIS 

MARKET. . .  KWK-TV  of  course. 

latest  TelePulse  and  ARB  reports 

Serving  the  Great 

St.  Louis  Market 

REPRESENTED  NATIONALLY 

BY  THE  KATZ  AGENCY, INC. 
*+^^mam^**r       Vk^teg^^lr  ^^^mmm^*1^ 
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News  WHILE 

It's  Happening! 

B ECAUSE  its  news  staff  and  facilities  are 

identical  to  those  of  award-winning  WHO  Radio, 

WHO-TV  can  claim  news  coverage  that's  matched  bv 
few  television  stations,  aiiyivbere. 

Our  News  Bureau  is  headed  up  by  Jack  Shelley, 

one  of  the  industry's  top  newsmen  and  winner  of 
many  radio-television  citations.    His  staff  includes 

11  full-time  news  specialists — each  with  a  degree 

in  journalism  and  many  years'  experience — and 
all  trained  to  take  on-the-spot  pictures,  stills  and 

movies.    In  addition,  WHO-TV  calls  on  85  "local" 
correspondents  for  supplementary  coverage 

throughout  Iowa. 

WHO-TV  news  facilities  include  two  AP,  two  UP 

and  two  INS  wires — plus  direct,  24-hour  teletype 
circuit  from  Des  Moines  Weather  Bureau. 

Unexcelled  news  coverage  is  only  one  of  many  reasons 

why  WHO-TV  is  one  of  Iowa's  top  advertising 
values.    Let  Peters,  Griffin,  Woodward,  Inc. 

tell  vou  about  the  others. 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

-WHO-TV 

(^WHO-TV 

WHO-TV 

'WHO-TV 

v  WHO-TV WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

WHO-TV 

Channel  13  •  Des  Moines 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 

Peters,  Griffin,  Woodward,  Inc. 
National  Representatives 

m 



You  are  looking  at  the  fastest  growing  Industrial  Market  in  the  Worl 

the  GREATER  WHEELING  MARKE1 

Ohio  Bell  Telephone  is  in  the  midst  of  a  $500,000  ex- 

pansion! The  Manufacturers  Light  &  Heat  Company  is 

spending  $750,000  for  new  gas  facilities!  The  Penn- 

sylvania Railroad  is  extending  track  to  service  the  new 

Olin-Mathieson  Aluminum  Plant  at  a  cost  of  FOUR  MIL- 

LION DOLLARS!  These,  and  many  more  expansions 

are  taking  place  RIGHT  NOW  in  the  Greater  Wheeling 

Market,  America's  fastest  growing  market.  In  fact, 

even  conservative  estimates  set  a  figure  of  450  MIL- 

LION DOLLARS  in  proposed  expenditures  in  the  Upper 

Ohio  Valley  in  the  next  three  years! 

vvci;r station  worth  watching 

In  this  rich  industrial  area  with  an  annual  spendable  incor 

of  TWO  BILLION  DOLLARS,  comprising  312,400  TV  Hom< 

WTRF-TV  has,  by  every  accepted  method  of  audience  me 
surement,  been  proved  the  most  popular  TV  station  by 

wide  margin.  Current  Pulse  figures  show  TWELVE  of  the  ti 

15  "once-a-week"  shows  and  SEVEN  of  the  top  10  "mul 

weekly"  shows  are  on  WTRF-TV! 

Another  Award  for  WTRF-TV 

WTRF-TV  has  won  a  1956  "PowerStyle"  Chrysler,  first  pri 

in  the  nationwide  "It's  a  Great  Life"  promotion  competitic 
This  is  the  SIXTH  first  place  award  in  national  station  pr 

motion  contests  won  by  WTRF-TV  in  less  than  24  months. 

TT     V*     1     V-    III  y 

wrtrf  tv 

Wheeling  7,  West  Virginia 

For  availabilities  and  complete  cover- 
age information — call  Hollingbery, 

Bob  Ferguson,  VP  and  GM,  or 
Needham  Smith,  SM 

Wheeling  1177. 

Reaching  a  market  that's  reaching 

file 

316,000  watts 

Equipped  for  network  co/o 

new  importance! 
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NO  OTHER  TV  STATION  IN 

TEXAS  gives  you  as  much 

coverage  as  .  •  . 

KRLD-TV's  Channel  4,  telecasting  with  maximum 

power  from  the  top  of  Texas'  tallest  tower,  covers 
more  than  28,500  square  miles,  a  much  greater 
coverage  than  provided  by  any  other  station 

operating  in  the  Dallas-Fort  Worth  area  .  .  .  and 
the  greatest  coverage  given  by  any  station  in  Texas. 

KRLD-TV  presents  the  12  top  "Once  A 

Week"  shows  (13  out  of  the  top  15)  together 

with  5  out  of  the  top  10  "Multi-Weekly" 

ShOWS  ••••••    •••••  and,  in  this  4  station  market.  • 

KRLD-TV  HAS  THE  GREATEST  DALLAS  AUDIENCE  OF 

ANY  OTHER  STATION  IN  DALLAS-FT.  WORTH  AREA 

i MONDAY  TO  FRIDAY 

SUNDAY 7  AM-12  N 
12N-6  PM 6  PM-12  MID 

8:30  AM-12  N 

12  N-6  PM 6  PM-12  MID. 

KRLD-TV 

55 
30 38 

KRLD-TV 
64 

34 

47 

STATION  B 

31 

32 

26 

STATION  B 32 

34 

27 

STATION  C 14 

28 

24 STATION  C 4 

17 15 

STATION  D 

10 

13 

STATION  D 

15 

1  1 

Telepulse  Report  —  Dallas  Metropolitan  Area 

April,  1956 

MAXIMUM POWER 

Owners  and  operators  of  KRLD  -  50,000  Watts,  The  Dallas  Times 
Herald  Station,  Herald  Square,  Dallas  2,  Texas. 

JOHN  W.  RUNYON,  Chairman  of  the  Board  -  CLYDE  W.  REMBERT,  President 
REPRESENTED  BY  THE  BRANHAM  COMPANY 
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closed  circuit, 

MAIL  CALL  •  Opening  new  phase  of 
its  scrutiny  of  network  activities,  Antitrust 
Division  of  Dept.  of  Justice  last  week  asked 
for  complete  correspondence  on  events 
leading  up  to  cancellation  of  Westinghouse 
radio  affiliations  with  NBC,  to  become 

fully  effective  Aug.  26.  Presumably,  both 
Westinghouse  Broadcasting  Co.  and  NBC 
radio  were  requested  to  file  complete  data 

for  department's  scrutiny.  Department 
previously  had  informed  committees  of 
Congress  that  it  was  studying  network 
operations  in  all  phases  to  determine 
whether  or  not  antitrust  statutes  are  being 

infringed.  Federal  grand  jury  in  Philadel- 
phia has  been  studying  NBC-Westinghouse 

exchange  of  Philadelphia  and  Cleveland 
stations. 

B«T 

PRIVATE  correspondence  and  memo- 
randa of  CBS  and  NBC-RCA  relating  to 

dealings  with  FCC  members  and  staff  may 

be  released  this  week  by  House  Small  Busi- 
ness Committee.  Information  was  taken 

from  network  files  which  were  subpoenaed 
last  March  when  committee  held  hearings 
on  uhf  problems  and  on  alleged  network 
influence  over  FCC.  As  of  last  Friday,  it 

looked  as  if  committee  would  release  in- 
formation this  week  as  adjunct  to  its  record 

of  testimony — unless  persuaded  that  since 
material  was  not  introduced  during  hear- 

ings it  was  not  properly  part  of  hearing 
record. 

B»T 

CODE  PROBLEMS  •  Mixup  has  deve- 
loped in  tv  code  situation  now  that  second 

code  seal  looms — that  of  Alliance  of  Tele- 
vision Film  Producers  (story  page  72). 

It's  understood  ATFP  wanted  exclusive 
right  for  its  members  to  display  new  affili- 

ate seal  adopted  in  June  by  NARTB  for 
film  industry,  but  NARTB  feels  its  seal 

must  be  open  to  all  film  producers  and  dis- 

tributors. It's  possible  two  groups  will 
work  out  differences  in  late  September 
when  NARTB  code  group  meets  in  San 
Francisco  at  time  of  regional  meeting. 

B«T 

AND  speaking  of  NARTB  tv  code,  there's 
belief  at  association  that  new  get-tough  en- 

forcement policy  may  drive  out  as  many  as 
score  of  subscribers.  .  Only  half-dozen  sta- 

tions, of  17  given  code  warnings,  have  thus 
far  indicated  they  are  correcting  practices. 
Code  board  ascribes  two  recent  resigna- 

tions to  its  enforcement  drive  and  expects 
others.  No  large  stations  are  included  in 
resignations.  Present  code  membership 
totals  287  tv  stations  and  all  three  net- 
works. 

B»T 

YES,  WE  HAVE  BANANAS  •  To  help 
move  Central  American  banana  surplus, 
United  Fruit  Co.,  New  York,  after  five 
years  of  relative  inactivity  in  broadcast  ad- 

vertising, is  expected  shortly  to  announce 

1956-57  radio-tv  campaign  "running  well 
over  six  figures."  Through  BBDO,  New 
York,  United  Fruit  will  go  into  top  39 
markets  with  25  radio  announcements  a 

week  starting  about  Sept.  2  and  running 
till  Nov.  11,  then  kick  off  tv  spot  drive  in 

top  eight  markets.  Tv  drive  is  expected 
to  run  through  1957.  BBDO  will  revive 

Chiquita  Banana,  revamp  and  redress  sym- 
bol and  lyrics,  to  tell  housewives  of  many 

"new  and  varied"  banana  uses. 
B»T 

QUEST  is  on  by  newly  formed  Assn.  of 
Maximum  Service  Telecasters  for  manag- 

ing director  to  head  planned  Washington 

headquarters.  Reportedly  under  considera- 
tion, among  others  is  William  P.  Massing, 

former  assistant  secretary  of  FCC,  who 
retired  two  months  ago.  Mr.  Massing, 

now  represents  McConnell  -  McKinney 

properties  in  Indiana  (WISH-AM-TV 
Indianapolis;  W ANE-AM-TV  Fort  Wayne) 
expected  to  be  sold  this  week  to  J.  H. 

Whitney  Co.  (KOTV  Tulsa,  KGUL  Gal- 
veston-Houston) for  $10  million.  [Closfd 

Circuits,  July  23,  30]. 

B»T 

PROBING  IN  PERSON  •  FCC  s  network 

study  staff  has  decided  that  personal  con- 
tacts as  well  as  questionnaires  can  help  in 

making  experts  of  staff  members.  Item: 
H.  H.  Goldin,  economics  chief,  Broadcast 

Bureau,  on  loan  to  investigators,  has  been 

spending  time  with  network  station  rela- 
tions people  in  New  York.  Also,  number 

of  sticky  questions  in  proposed  question- 
naire to  networks  impelled  Roscoe  Barrow, 

director  of  study,  to  spend  few  days  in  New 
York  to  smooth  and  soothe.  Nets  contend 

some  queries  would  entail  exorbitant  time 
and  manpower. 

B»T 

DESPITE  reports  to  contrary,  Ampcx 
Corp.  never  planned  to  show  off  its  video 

tape  recorder,  or  make  it  available  for  net- 
work-station use,  during  either  political 

convention.  Ampex  spokesmen  point  out 
network  deliveries  of  models  was  not 

promised  before  late  August  at  earliest. 
Ampex  is  conducting  cooperative  project 
with  Minnesota  Mining  &  Mfg.  Co..  to 

provide  free  audio  recording  and  tape  serv- 
ice for  stations  at  conventions. 

BREAK  IN  THE  JAM  •  Come  Aug.  29 

when  FCC  resumes  regular  official  meet- 

ings, suspended  transfers  involving  CBS's 
purchase  of  ch.  18  WGTH-TV  Hartford, 

Conn.,  and  NBC's  of  ch.  30  WKNB-AM- 
TV  New  Britain,  Conn.,  may  come  un- 

stuck. Reason?  Major  objector  has  been 

WNHC-AM-TV  New  Haven,  since  sold 

to  Walter  Annenberg's  Triangle  Publica- 
tions Inc.  With  withdrawal  of  WICC-TV 

Bridgeport,  Conn.,  protest  to  WNHC 
transfer,  station  sale  will  be  consummated 

this  week  or  next — at  which  time  objec- 

tions to  networks'  purchases  will  be 
dropped.  Since  CBS  buy  was  granted, 
withdrawal  of  protest  will  automatically 
reinstitute  grant.  NBC  faces  hearing  on 
overlap  and  concentration,  set  by  FCC, 

but  with  objections  being  withdrawn,  net- 
work may  ask  for  reconsideration  and  get 

clear  grant. B»T 

CUBA'S  CMQ-TV  (ch.  6)  Havana  plans 
operation  with  full  power  of  100  kw  from 
new  antenna  865  feet  above  sea  level  by 
Sept.  1.  Station  is  now  using  18.8  kw 
visual,  9.7  kw  aural,  and  increased  power 
reportedly  would  have  serious  effect  on 
operation  of  ch.  6  at  location  15  miles 

south  of  Miami  as  proposed  in  FCC's  rule- 
making order  of  June  25.  Havana  station 

is  key  of  Goar  Mestre's  CMQ-TV  network 
covering  islands. 

B»T 

FAMILY  PLAN  •  Ford  Motor  Co.,  for 

its  fall  institutional  campaign — "Ford 
family  of  fine  cars" — is  planning  to  use 
radio  spot  campaign  in  top  75  U.  S.  cities, 
one  or  two  stations  in  each  city,  effective 
Sept.  4.  Contracts  for  four  weeks  are 

being  placed  through  Kcnyon  &  Eckhardt, 
N.  Y. B»T 

SPECIAL  radio-tv  market  research  effort 
that  has  been  in  preparation  for  some  time 
is  ready  for  unveiling  by  Peters,  Griffin, 
Woodward,  which  represents  more  than  50 
radio  and  tv  stations.  Advance  look  is 

set  for  New  York  news  conference 

Wednesday.  Firm's  spokesmen  say  project 
is  biggest  of  its  kind  yet  undertaken  by 

station  representative,  is  based  on  "ex- 
tensive" market  research  material  and  takes 

in  all  facets  of  marketing  theme.  Purpose: 
to  stimulate  radio  and  tv  spot  billing. B»T 

CHICAGO  CALLING  •  With  Chairman 

Warren  G.  Magnuson  (D-Wash.)  and 
other  Democratic  members  of  Senate  In- 

terstate Commerce  Committee  in  Chicago 

this  week  for  Democratic  National  Con- 
vention, call  was  sent  out  late  last  week  to 

Nicholas  Zapple,  communications  specialist 
of  committee,  to  interrupt  his  Cape  God 
vacation  and  report  to  Conrad  Hilton 

Hotel  headquarters.  No  word  was  forth- 
coming as  to  reason  but  it  was  thought 

visit  might  be  in  connection  with  national 
Democratic  Committee  policy  on  radio 
and  tv. 

B»7 

PRELIMINARY  plans  are  being  made  for 

observance  of  Gen.  David  Sarnoff's  50th 
anniversary  in  electronics  Sept.  30.  Oc- 

casion will  be  observed  by  RCA,  with  big 

banquet  at  New  York's  Waldorf-Astoria. 
Gen.  Sarnoff,  now  65,  began  his  career  in 
electronics  on  Sept.  30,  1906,  with  Marconi 
Wireless  Telegraph  Co.  of  America. 
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Which  Kansas  City  radio  station 

is  getting  the  lion's  share  of 
national  business? 

1 0,000  WATTS,  710  K.C. 

The  same  station  which  is  getting  the  lion's  share  of  listeners! — WHB 

The  buying  action  of  these  and  other  national  advertisers, 
and  their  advertising  agencies,  is  the  most  graphic  kind  of 
confirmation  of  the  power  and  the  dominance  indicated  by 

WHB's  audience-share  superiority.  Talk  to  WHB  General 
Manager,  George  W.  Armstrong,  or  the  man  from  Blair. 

ANACIN  o  ANSCO  FILM  •  ALLSTATE  INSURANCE  COMPANY  •  B.  C.  HEADACHE  POWDERS  •  BAYER 

ASPIRIN  o  BAKER'S  HAIR  TONIC  •  BUDWEISER  BEER  •  BUSCH  BAVARIAN  BEER  •  DR.  CALDWELL 

CAMEL  CIGARETTES  •  CARLING'S  RED  CAP  ALE  •  CHESTERFIELDS  •  CLARK  CANDY  COMPANY 

CLARK  SUPER  GASOLINE  •  CONTINENTAL  AIRLINES  •  CONTINENTAL  TRAILWAYS  •  COPPERTONE 

LOTION  •  DAFFODIL  FARM  BREAD  •  DODGE  TRUCKS  •  DRANO  •  EX  LAX  •  FORD  MOTOR  COM- 

PANY •  GRIESEDIECK  BROTHERS  BEER  •  GENERAL  MOTORS  ACCEPTANCE  CORP.  •  GOLD  MEDAL 

FLOUR  •  GOETZ  BEER  •  HOUSEHOLD  FINANCE  CORP.  •  IMPERIAL  MARGARINE  •  INSTANT  MAX- 

WELL HOUSE  COFFEE  •  INSTANT  SANKA  •  JELLO  •  KOOL-AID  »  KRAZY  KORN  •  KROGER  STORES 

L  &  M  CIGARETTES  •  LIFE  MAGAZINE  •  LIPTON  TEA  •  M.G.M.  PICTURES  •  MAPLE  DEL  SYRUP 

MILLER  BEER  •  MILNOT  •  NASH  CARS  •  NUMBER  SEVEN  POLISH  •  OCEAN  SPRAY  •  OLD  SPICE 

PACKARD  CARS  •  PALL  MALL  •  PEPSODENT  TOOTHPASTE  •  PRINCE  ALBERT  TOBACCO  •  RAINDROPS 

READER'S  DIGEST  •  RHEEMAIRE  •  RYBUTOL  •  SALEM  CIGARETTES  •  SANTA  FE  RAILROAD  •  SARAKA 

SATURDAY  EVENING  POST  •  SEITZ  PACKING  COMPANY  •  SIMMONS  MATTRESS  •  SIMONIZ  (BODY 

SHEEN  AND  KLEENER)  •  SINCLAIR  GASOLINE  •  SLENDERELLA  •  SLUMBERON  MATTRESS  •  SUNKIST 

FRUITS  •  SWIFT  FROZEN  FOODS  •  HERBERT  TAREYTON  CIGARETTES  •  TOP  VALUE  STAMPS  •  TURTLE 

WAX  •  UNITED  AIRLINES  •  VEL  SOAP  •  VICEROY  CIGARETTES  •  WESTINGHOUSE  •  WINDEX 

WISK  DETERGENT. 

Latest! 

Metro  Pulse 

WHB  first  all  day 

and  night.  WHB 

first  360  out  of  360 

14  hours.  In  and  out 

of  home,  Mon.-Fri., 

6  a.m.-midnight. 

WDGY 

Minneapolis-St.  Paul 
Represented  by 
Avery-Knodel,  Inc. 

Latest! 

Area  Pulse 

all WHB  1st  all  day. 
WHB  1st  263  out 

of  288  14.  hours.  25 

second  place  14's, 
none  lower,  Mon.- 

Sat.,  6  a.m.-mid- 
night. 

Latest! 

Area  Nielsen 

WHB  first  all  day 

and  night  with 

42.7%  share  of  au- dience. WHB  first 

every  time  period. 

Mon.-Sat.,  6  a.m. -6 

p.m. 

Latest! 

Hooper 

WHB  1st  all  day 

with  45.6%  share 

of  audience.  Mon.- 
Fri.,  7  a.m. -6  p.m., 

Sat.,  8  a.m.-6  p.m. 

"THE  STORZ  STATIONS"    Todd  Storz— President 
KOWH 
Omaha 
Represented  by 
H-R  Reps,  Inc. 

WHB 
Kansas  City 
Represented  by 

John  Blair  &  Co. 

WTIX WQAA/T New  Orleans  Miami 
Represented  by  Represented  by 
Adam  J.  Young,  Jr.  John  Blair  &  Co. 

*Transfer  Subject  to  FCC  Approval 
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at  deadline 

97  JOIN  MAXIMUM  SERVICE  TELECASTERS, 

PLAN  $100,000  TV  ENGINEERING  SURVEY 

BUSINESS  BRIEFLY 

NEARLY  HALF  of  nation's  full-power  tv  sta- 
tions eligible  to  join  newly  formed  Assn.  of 

Maximum  Service  Telecasters  became  charter 
members  at  enthusiastic  organization  meeting 
in  Chicago  Friday.  By  acclamation,  61  regis- 

tered delegates,  representing  97  stations,  elected 
new  15-man  board  of  directors,  which  afterward 
selected  slate  of  officers  headed  by  Jack  Harris, 
KPRC-TV  Houston,  temporary  chairman,  as 
its  first  president. 

About  200  stations  using  maximum  power, 
of  which  four  are  uhf,  are  eligible  for  AMST 

membership.  Organization's  objective  is  pres- 
ervation of  full  coverage  as  opposed  to  degrada- 

tion of  engineering  standards,  and  full  study  and 
use  of  uhf  in  addition  to  vhf  to  give  greatest  im- 

petus to  nationwide  competitive  telecasting. 
Three  of  four  maximum  power  uhfs  are  en- 
rolled. 

Meeting  was  told  that  new  estimated  $100,000 
nationwide  engineering  survey  is  already  under- 

way and  will  encompass  35  markets  under 
criteria  being  evolved  in  cooperation  with  FCC 
engineering  department. 

Permanent  organization  is  planned  in  Wash- 
ington to  be  headed  by  managing  director  to  be 

selected.  In  addition  to  A.  D.  Ring  &  Assoc.. 
consulting  engineers,  Washington  law  firm  will 
be  retained,  probably  in  next  fortnight.  AMST 
plans  to  file  with  FCC,  prior  to  Oct.  1  deadline, 
statement  of  its  position  in  response  to  June  25 
rulemaking  on  deintermixture. 

In  addition  to  Mr.  Harris,  other  officers  elect- 
ed by  board  are  Charles  H.  Crutchfield,  WBTV 

(TV)  Charlotte,  N.  C,  first  vice  president;  Ken 
Carter,  WAAM-TV  Baltimore,  second  vice 
president;  Harold  Gross,  WJIM-TV  Lansing, 
Mich.,  secretary-treasurer.  Executive  commit- 

tee comprises  Messrs.  Harris;  Gross,  Crutch- 
field;  P.  A.  (Buddy)  Sugg,  WKY-TV  Oklahoma 
City;  John  H.  DeWitt,  WSM-TV  Nashville: 
John  S.  Hayes,  WTOP-TV  Washington,  and 
Harold  V.  Hough,  WBAP-TV  Fort  Worth. 
Also  elected  directors  were  Joe  Bernard,  WGR- 
TV  Buffalo;  David  Baltimore,  WBRE-TV 
Wilkes-Barre,  Pa.;  Don  Davis,  KMBC-TV  Kan- 

sas City;  Payson  Hall,  WOW-TV  Omaha;  How- 
ard Lane,  KOIN-TV  Portland,  Ore.;  Harold  C. 

Stuart,  KVOO-TV  Tulsa  and  Robert  D.  Swezey, 
WDSU-TV  New  Orleans. 

Incorporation  papers  and  by-laws  were 
adopted,  latter  with  several  amendments,  to 
govern  new  organization,  which  assumes  full 
trade  association  status  in  its  field. 

Formal  organization  came  60  days  after 
machinery  was  set  in  motion  at  New  Orleans 
exploratory  meeting. 

In  kicking  off  session,  Mr.  Harris  emphasized 
group  is  not  anti-uhf,  and  promised  that  if  en- 

gineering studies  should  indicate  that  substan- 
tial or  complete  conversion  to  uhf  would  best 

serve  public,  AMST  would  "undoubtedly  ap- 
prove that  move  in  a  manner  best  designed  to 

protect  the  interest  of  the  set  owning  public." 
Mr.  Harris  deplored  failure  of  pioneer  tv  sta- 

tions to  sell  themselves  to  public  and  Congress. 
He  predicted  150  to  200  eligible  stations  would 
be  in  membership  shortly.  Network  owned  and 
operated  stations  are  eligible  but  have  not 
applied. 

Mr.  Harris  read  letter  from  Chairman  Mag- 

nuson  of  Senate  Commerce  Committee  assuring 
group  there  would  be  no  hasty  action  detrimen- 

tal to  overall  tv  system  and  that  committee 

would  be  "on  guard"  to  see  that  no  serious 
damage  is  done  to  present  television  system  in 
continuing  effort  to  improve.  He  disagreed  with 
telegram  from  AMST  members  at  closing  ses- 

sion of  Congress  that  FCC's  June  25  deinter- 
mixture action  was  premature.  He  welcomed 

help  of  AMST  on  expedited  research  and  de- 
velopment of  uhf  receiving  and  transmitting 

equipment.  AMST  hasn't  drafted  its  reply,  but 
President  Harris  said  chairman's  position  was 
not  unreasonable  and.  in  fact,  was  regarded  as 
encouraging. 

Mr.  DeWitt,  as  chairman  of  engineering  com- 
mittee, said  engineering  study,  originally  esti- 
mated at  $50,000,  would  run  double  that 

amount.  He  said  basic  approach  is  that  uhf 
must  succeed  and  that  field  survey  will  supply 
essential  technical  data  to  chart  future  course 

of  all  television — not  distinguishing  between 

uhf  and  vhf  bands.  There's  precedent  in  this  in 
radio,  he  said,  where  lower  bands  are  different 

values  but  it's  all  radio.  Study  also  includes  re- 
ceiver manufacturers.  Latter,  he  said,  have 

been  dragging  their  heels  in  all-band  sets. 
Citing  essentiality  of  technical  facts,  he  said 

two  mobile  units  with  uhf-vhf  ranges  will  meas- 
ure comparable  services  under  existing  condi- 

tions. Hydraulic  antennas  on  trucks  will  meas- 
ure at  30  feet  above  terrain — FCC's  standards 

— both  uhf  and  vhf  transmissions  at  full  power. 
Initial  studies  will  be  in  New  Orleans,  Wilkes- 
Barre  and  Portland,  Ore.,  as  first  of  35  markets 
to  be  covered  first  year.  Data  will  be  sent 

to  FCC  and,  as  techniques  are  developed,  sta- 
tions will  be  notified  to  enable  them  to  make 

own  measurements  in  conformity  with  stand- 
ards thus  established. 

Proposal  to  amend  by-laws  so  that  board 
would  be  set  up  by  regions  with  equitable  rep- 

resentation of  uhf  as  well  as  vhf,  offered  by 
George  Mayoral,  WJMR  New  Orleans,  died  for 
lack  of  second. 

Speakers  included  Mr.  Stuart,  as  acting  chair- 
man of  law  committee,  who  explained  corporate 

structure,  and  Mr.  Sugg,  one  of  prime  movers, 
who  exhorted  members  to  indoctrinate  public 
officials  back  home  on  importance  of  equitable 
handling  of  allocations  and  to  solicit  100% 
membership  of  qualified  stations. 

List  of  97  "paid-in  members"  who  became  char- ter members  of  AMST,  follows:  WABT  (TV), 
WBRC-TV  Birmingham,  Ala.;  W ALA-TV,  WKRG- 

DOUBLE  DUTY 

NEWSMEN  are  not  only  people  called 

upon  for  double  duty  at  political  con- 
ventions. Singer  Johnny  Desmond  was 

set  to  lead  delegate  singing  of  "The  Star 
Spangled  Banner"  at  Democratic  con- 

vention opener  today  (Mon.).  Soon 
afterward  announcer  Johnny  Desmond, 
moving  from  podium  to  studio  at  back 
of  amphitheatre,  was  to  be  ready  to 
assist  with  Philco  Corp.  commercials  on 
ABC. 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  50. 

LONG  ON  CASH  •  U.  S.  Rubber  (Keds  sneak- 
ers), through  its  local  branch  managers,  under- 

stood to  have  some  money  left  over  from  its 

spring  campaign  for  possible  small  "back-to- school"  tv  schedule.  Fletcher  D.  Richards, 
N.  Y.,  is  agency. 

ANTENNA  SPOTS  •  Radiart  Corp.  (CDR 

Antennas),  Cleveland,  planning  13-week  tv  spot 
announcement  campaign  starting  Sept.  1  in 

about  40  markets.  Nelson  Stern  Adv.,  Cleve- land, is  agency. 

CARS  BUY  IN  CHICAGO  •  Lincoln-Mercury 
Dealers,  through  Kenyon  &  Eckhardt,  N.  Y., 
buying  seven-day  radio  campaign  to  start  Aug. 
20  on  70  stations  in  Chicago  district. 

TV  Mobile.  Ala.;  WSFA-TV  Montgomery,  Ala.; 
KFRE-TV  Fresno.  Calif.;  KCRA-TV  Sacramento, 
Calif.:  KFMB-TV  San  Diego:  KRON-TV  San 
Francisco;  WTVJ  (TV),  WCKT  (TV)  Miami; 
WDBO-TV  Orlando,  Fla.;  WTVT  (TV)  Tampa, 
Fla.;  WJBF-TV  Augusta,  Ga.;  WRBL-TV  Colum- 

bus, Ga.;  WHBF-TV  Rock  Island,  111.:  WAVE-TV 
Louisville.  Kv.;  WBRZ  (TV)  Baton  Rouge,  La.; 
WDSU-TV,  WJMR-TV  New  Orleans;  KSLA-TV 
Shreveport,  La.;  WMTW  (TV)  Poland  Spring, 
Me.;  WGAN-TV,  WCSH-TV  Portland,  Me. 
WAAM  (TV),  WBAL-TV  Baltimore;  WNEM- 

TV  Bav  Citv.  Mich.;  WOOD-TV  Grand  Rapids, 
Mich.:  '  WJIM-TV  Lansing.  Mich.;  WTOK-TV Meridian.  Miss.;  KFVS-TV  Cape  Girardeau,  Mo.; 
KCMO-TV,  KMBC-TV  Kansas  City;  KTTS-TV 
Springfield.  Mo.;  WOW-TV,  KMTV  (TV)  Omaha, 
Neb.;  WBEN-TV,  WGR-TV  Buffalo;  WSYR-TV 
Syracuse;  WLOS-TV  Asheville,  N.  C;  WTVD 
(TV)  Durham,  N.  C;  WFMY-TV  Greensboro, 
N.  C;  WSJS-TV  Winston-Salem,  N.  C;  WCPO- 
TV,  WKRC-TV  Cincinnati;  WJW-TV,  WEWS 
(TV)  Cleveland:  KWTV  (TV).  WKY-TV  Oklahoma 
City;  KOTV  (TV),  KVOO-TV  Tulsa;  KOIN-TV Portland,  Ore. 

WJAC-TV  Johnstown,  Pa.;  WGAL-TV  Lancas- 
ter, Pa.:  WBRE-TV  Wilkes-Barre,  Pa.;  WJAR-TV, 

WPRO-TV  Providence,  R.  I.;  WCSC-TV  Charles- 
ton. S.  C;  WFBC-TV  Greenville,  S.  C;  WMCT 

(TV).  WREC-TV  Memphis;;  WSM-TV,  WLAC-TV 
Nashville:  KFDM-TV  Beaumont.  Tex.;  KRLD- 
TV.  WFAA-TV  Dallas;  WBAP-TV  Fort  Worth; 
KPRC-TV,  KTRK-TV  Houston;  KDUB-TV  Lub- 

bock. Tex.;  KENS-TV,  WOAI-TV  San  Antonio; 
WTAR-TV  Norfolk,  Va.;  WTVR  (TV)  Richmond, 
Va.:  WSLS-TV  Roanoke.  Va.;  KOMO-TV  Seattle; 
WCHS-TV  Charleston,  W.  Va.;  WSAZ-TV  Hunt- 

ington, W.  Va.;  WTRF-TV  Wheeling,  W.  Va. 
WSB-TV,  WAGA-TV  Atlanta,  Ga.;  WJBK-TV 

Detroit;  WSPD-TV  Toledo;  KPTV  (TV)  Portland, 
Ore.;  WTOP-TV  Washington,  D.  C;  WMBR-TV 
Jacksonville,  Fla.;  WBTV  (TV)  Charlotte,  N.  C; 
WBTW  (TV)  Florence,  S.  C;  WHIO-TV  Dayton; 
WFBM-TV  Indianapolis;  WTMJ-TV  Milwaukee; 
KHQ-TV  Spokane;  KGNC-TV  Amarillo,  Tex.; 
KDAL-TV  Duluth,  Minn.;  WIBW-TV  Topeka, 
Kan.;  KWK-TV  St.  Louis  and  WGN-TV  Chicago. 

WOR-TV  Rates  Up  Third 

ALL  RATES  at  WOR-TV  New  York  go  up 

33>/3%  on  Sept.  1,  William  Dix,  WOR-TV's sales  manager,  is  announcing  today  (Mon.). 

Under  WOR-TV's  new  rate  structure  one-hour 
Class  A  (7-1 1  p.m.)  will  increase  from  present 
$1,500  to  $2,000;  one-hour  Class  B  (6-7  p.m.) 
from  $1,125  to  $1,500.  and  one-hour  Class  C 
(sign  on  to  6  p.m.  and  1 1  p.m.  to  sign  off)  from 
$750  to  $1,000.  Other  Class  A  time  rates: 
half  hour  was  $900,  will  be  $1,200;  quarter- 
hour  was  $600,  will  be  $800.  Reason  for  boost, 

according  to  Mr.  Dix:  "increase  in  audience 

acceptance." 
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at  deadline 

Phipps  Buys  WJNO-TV; 

WFPG,  KQUE  Change  Hands 

TRANSFERS  of  one  tv  station,  WJNO-TV 
West  Palm  Beach,  Fla.,  and  two  radio  stations 
announced  Friday,  subject  to  FCC  approval. 
WJNO-TV  sale  [Closed  Circuit,  July  30] 

completed  Friday  at  $880,000  price,  with  John 
H.  Phipps,  owner  of  three  radio  stations  and 
one  tv  outlet,  as  purchaser.  Sellers  are  WJNO 
Inc.  (50%),  retaining  its  am  outlet  in  West 
Palm  Beach;  Theodore  Granik,  chairman  of 

board  (22.42%),  and  William  H.  Cook,  execu- 
tive vice  president  (22.42%).  Messrs.  Granik 

and  Cook  had  formed  competing  West  Palm 
Beach  applicant  prior  to  merger  with  WJNO 
Inc.  in  tv  operation. 

Mr.  Phipps,  real  estate  holder  and  cattleman, 
announced  there  will  be  no  personnel  changes, 
with  Theodore  A.  Eiland  continuing  as  general 

manager.  Mr.  Phipps'  other  broadcast  proper- 
ties include  WCTV  (TV)  Thomasville,  Ga.; 

WTYS  Marianna,  Fla.;  WTAL-AM-FM  Talla- 
hassee, Fla.,  and  WKTG  Thomasville.  WJNO- 

TV  operates  on  ch.  5  with  100  kw  video  power. 

Top  hourly  rate  is  $275.  It  is  NBC-TV  primary 
and  CBS-TV  supplementary. 

Jerry  Sill,  formerly  of  WMIL  Milwaukee, 
purchased  WFPG  Atlantic  City,  N.  J.,  for 
$150,000.  Station  owned  by  Friendly  Group 
(John  J.  Laux),  which  retains  ch.  46  WFPG- 
TV,  now  silent.  WFPG  operates  on  1450  kc 
with  250  w.  Blackburn-Hamilton  Co.  was 
broker. 

KQUE  Albuquerque,  N.  M.,  was  purchased 
by  H.  W.  Cassill  and  associates  for  $135,000. 
Mr.  Cassill  is  general  manager  of  KTRI  Sioux 
City,  Iowa.  Sellers  were  William  Wayne  Phelps 
and  DeWitt  Landis.  Station  operates  on  1240 
kc  with  250  w.  Blackburn-Hamilton  was 
broker. 

NBC,  Warner  Bros.  Films 

Talk  About  Newsreel  Buy 
NBC  AUTHORITIES  acknowledged  Friday 
that  both  NBC  and  its  subsidiary,  California 

National  Productions,  have  held  "discussions" 
with  Warner  Bros,  regarding  possible  acquisi- 

tion of  Warner's  Pathe  newsreel,  which  is 
being  discontinued.  They  said  conversations 

were  still  "preliminary,"  however,  and  had  not 
reached  point  of  talking  prices. 

Objective  said  to  be  company's  approximately 
25  million  feet  of  newsfilm  dating  back  to  1898. 
NBC  Television  Films,  part  of  CNP,  already 
has  library  of  about  30  million  feet  including 
backlog  acquired  from  March  of  Time  short 
while  ago. 

Warners,  which  bought  Pathe  in  1947  for 
about  $3  million,  has  operated  it  through  sub- 

sidiary, Warner  News  Inc.,  which  is  being  dis- 
continued as  of  Aug.  23.  There  has  been  spec- 

ulation of  possible  sale  to  a  network,  and 
Warners  spokesmen  fortnight  ago  said  efforts 
also  are  being  made  to  find  buyer  who  might 
continue  newsreel  service  as  exclusive  tv  op- 

eration [B«T,  July  30]. 

WTVW  (TV)  Target  Aug.  21 

SCHEDULED  to  begin  operating  commer- 
cially Aug.  21  is  ch.  7  WTVW  (TV)  Evans- 

ville,  Ind.  Station  requested  special  temporary 
authority  from  FCC  Friday. 

N.  Y.  Boxing  Unit  Denies 

Bid  for  Monday  Tv  Bouts 

SIXTEEN-YEAR-OLD  FCC  case  was  cited 

Friday  as  part-basis  for  New  York  State  Ath- 
letic Commission  action  in  refusing  to  grant 

Emil  Lence  license  to  stage  Monday  night 

bouts  from  Brooklyn's  Eastern  Parkway  Arena. 
Athletic  commission  cited  Supreme  Court 

decision  in  1940 — FCC  v.  Sanders — which  held 

that  while  Communications  Act  doesn't  protect 
existing  licensee  against  competition,  possibility 

remains  that  "by  a  division  of  the  field,  both 
stations  will  be  compelled  to  render  inadequate 

service."  Mr.  Lence,  dress  manufacturer  and 
also  president  of  Continental  Sports  Events 
Inc.,  had  wanted  to  telecast — via  Sports  Net- 

work Inc. — fights  at  same  time  that  DuMont 
Broadcasting  Corp.  is  feeding  St.  Nicholas 
Arena  bouts  to  lineup  of  37  stations  (17  live, 
20  delayed). 

Athletic  commissioners  Julius  Helfand,  James 
A.  Farley  Jr.  and  Frank  Souhan  said  they 

"recognized"  that  boxing  could  not  survive 
without  tv  revenues.  But,  they  said,  with  three 
major  networks  in  operation  at  that  time,  two 

special  events  networks  (DuMont's  and  one 
proposed  by  Mr.  Lence)  would  not  garner  suf- 

ficient number  of  stations  to  enable  both  to 

operate  in  "public  interest."  When  Mr.  Lence 
rejected  their  suggestion  that  he  carry  his  pro- 

posed bouts  on  "any  other  night  of  the  week," 
they  denied  his  application. 

WCDT  Joins  ABC  Radio 

AFFILIATION  of  WCDT  Winchester.  Tenn.. 
with  ABC  Radio  is  being  announced  today 

(Mon.)  by  WCDT's  General  Manager  Ernest 
F.  Richards  Jr.  and  ABC  Radio's  station  rela- 

tions director,  Edward  J.  Degray.  WCDT, 
owned  by  Franklin  County  Broadcasting  Co., 
operates  with  250  w  on  1340  kc.  It  has  been 
Mutual  affiliate.  Future  MBS  status  of  station 
could  not  be  immediately  determined. 

Two  File  Tv  Applications 

TWO  tv  applications  filed  Friday.  WEEK-AM- 
TV  Peoria,  111.,  asked  for  ch.  35  in  LaSalle, 
111.,  50  miles  northeast  of  Peoria,  to  be  operated 
as  satellite  of  Peoria  outlet.  Application  calls 
for  18.8  kw,  431  ft.  antenna  height  above 
average  terrain  and  $73,750  for  construction. 
Southwestern  Publishing  Co.  (Donald  W.  Rey- 

nolds) filed  for  ch.  10  in  Elko,  Nev.  (pop. 
5,393).  seeking  12.9  kw  with  antenna  74  ft. 
above  ground  and  $65,800  for  construction. 

Mr.  Reynolds  already  owns  KFSA-AM-FM- 
TV  Fort  Smith,  Ark.;  KOLO-AM-TV  Reno, 
Nev.;  KORK  Las  Vegas,  KLRJ-TV  Henderson, 
Nev.;  KHBG  Okmulgee,  Okla.;  KBRS  Spring- 
dale,  Ark.  He  is  publisher  of  newspapers  in 
Southwest. 

UPCOMING 

Aug.  16-17:  RAB  Western  Managers' 
Conference,  Palo  Alto,  Calif. 

Aug.  17-19:  West  Virginia  Broadcasters' 
Late  Summer  Meeting,  Greenbrier  Ho- 

tel, White  Sulphur  Springs,  W.  Va. 

PEOPLE 

LEE  PHILLIPS  named  national  sales  manager 
for  WITV  (TV)  Miami,  Fla. 

THOMAS  MAHLMAN,  formerly  with  Benton 
&  Bowles,  N.  Y.,  to  J.  M.  Mathes,  N.  Y.,  as 
account  executive. 

JOHN  KIERAN,  publicity  director,  WABD 
(TV)  New  York,  resigned  Friday.  His  future 
connection  has  not  been  announced. 

TORVEN  GRUNTH,  assistant  account  execu- 
tive on  Remington-Rand  Shaver  Div.  at  Rob- 

ert Otto  &  Co.,  R-R's  international  agency,  to 
account  executive.  STUART  FRITCHE,  vice 
president,  continues  as  account  supervisor. 

ROSELOU  FLANAGAN,  assistant  secretary, 
Norman,  Craig  &  Kummel,  N.  Y.,  and  with 
agency  since  1943,  appointed  general  manager. 
She  will  supervise  accounting,  insurance,  real 
estate  and  purchasing  operations  for  agency 
and  have  administrative  supervision  of  Toledo 
and  Los  Angeles  offices. 

SCOTT  HELT,  49,  patent  administrator,  Allen 
B.  DuMont  Labs,  died  Thursday  in  New  York 
City  of  heart  attack.  Mr.  Helt  joined  DuMont 
in  1944  after  having  served  as  chief  engineer 
for  several  southern  radio  stations.  Surviving 
are  his  wife,  son,  mother  and  twin  brother. 

HELLA  TEIG  and  JOYCE  PETERS,  estima- 
tors, Emil  Mogul  Co.,  promoted  to  timebuyers. 

Miss  Teig  has  been  with  radio-tv  department 
since  1954;  Miss  Peters  joined  firm  in  1955. 

HERBERT  B.  CAHAN,  program  manager, 
WAAM-TV  Baltimore,  to  WBZ-TV  Boston  in 
similar  capacity. 

ART  CURTIS,  of  Chicago  office  of  George  P. 

Hollingbery  Co.,  station  representatives,  is  re- 
signing to  join  Peters,  Griffin,  Woodward  rep- 

resentation firm  in  Chicago,  effective  Sept.  1. 

John  B.  Sias,  of  PGW's  Chicago  office,  is  trans- 
ferring to  New  York. 

WARREN  NELSON,  of  Chicago  office  of 

George  P.  Hollingbery  Co.,  named  television 
sales  manager  for  Chicago,  succeeding  Art 
Curtis  (see  item  above). 

Poller  Makes  Pay-Tv  Plea 

ANY  STUDY  of  uhf  should  include  subscrip- 
tion tv,  Lou  Poller,  ch.  25  WCAN-TV  Mil- 

waukee owner,  told  FCC  Friday  in  filing  com- 
ments on  allocations  plan  regarding  uhf-vhf 

situation  (deadline  is  Oct.  1).  Mr.  Poller 
urged  that  issues  in  June  25  allocations  report 

include  pay  tv.  Milwaukee  tv  owner  (WCAN- 
TV  is  not  now  on  air)  has  proposed  to  sell 
WCAN-TV  to  Television  Exhibitors  of  America 
Inc.  (in  which  he  is  principal)  which  proposes 
to  use  station  25%  for  pay  tv.  Same  transfer 
involving  ch.  44  WOPT  (TV)  Chicago  also  on 
file  at  FCC. 

Paramount  Reports  Earnings 

CONSOLIDATED  net  earning  of  Paramount 
Pictures  Corp.  for  first  six  months  of  year  was 
estimated  Friday  at  $5,001,000  after  taxes,  or 
equal  to  $2.40  per  share  based  on  2,086,000 
shares  outstanding.  Included  is  $1.23  per  share 
representing  profit  on  sale  of  film  shorts  and 
cartoons.  Associated  Artists  Productions  ac- 

quired library  of  234  "Popeye"  cartoons  from Paramount  for  estimated  $1.5  million,  while 
National  Telefilm  Assoc.  has  short  subject 
library  which  cost  about  $2,771,000.  In  same 
period  last  year,  earnings  were  $5,165,000,  or 
$2.36  each  on  2,189,000  shares  then  outstand- 

ing. 
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th e  week  in brief 

NETWORK  PROBE  PREPARATIONS 

House  Antitrust  Subcommittee  asks 

for  copies  of  all  network  affiliation 

agreements  and  talent  contracts,  as 
well  as  all  correspondence  with  the 
FCC,  in  advance  of  fall  hearings  35 

FILMS  FOR  FALL 

With  more  than  $500  million  a  year 

now  being  spent  to  telecast  film  pro- 
grams, B»T  gives  a  status  report  of 

this  activity,  plus  a  rundown  of  new 

properties  now  being  readied  for  tv  de- 
buts  37 

GROVE  LABS  UPS  AD  BUDGET 

Allocates  half  of  $5  million-plus  1956- 

57  advertising  appropriation  to  radio- 

tv;  150  tv  stations  and  200  radio  sta- 
tions to  carry  $1.2  million,  six-month 

spot  campaign  for  4-Way  cold  tablets 
 54 

TV  TIME  COSTS  RISING 

In  first  half  of  this  year,  146  tv  stations 

raised  their  rates,  with  only  four  re- 
ducing them     62 

NARTB'S  STREAMLINED  SESSIONS 

Retaining  the  plan,  inaugurated  last 
year,  for  eight  area  meetings  (in  place 
of  17  district  sessions),  NARTB  this 

fall  will  compress  business  into  two- 
day  conferences   66 

TvB  STANDS  BY  ITS  GUNS 

Accused  of  distorting  newspaper  sta- 
tistics, TvB  President  Treyz  challenges 

critic  to  disprove  TvB  claim  that  news- 
paper circulation  is  down,  newspaper 

costs  up  68 

CRITICS  HIT  ABC  PLAN 

Proposal  of  ABC  for  reduced  mileage 
separations  and  revised  allocations  in 
the  top  200  markets  is  opposed  as  not 
the  kind  of  comments  FCC  requested 

 74 
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For  the  Record  117 

AT&T  AGREEMENT  QUESTIONED 

Rep.  James  Roosevelt  (D-Calif.) 
charges  consent  decree  ending  Dept. 

of  Justice  antitrust  suit  against  tele- 

phone company  gives  "strong  indica- 
tions" of  "special  and  favorite  treat- 

ment" 78 

CONVENTION  COVERAGE  IS  SET 

Radio  and  tv  complete  preparations 

for  covering  two  political  conventions 
in  two  weeks  and  two  cities  2,000 
miles  apart   92 

TV  NETWORK  SALES  UP  20% 

June  gross  time  sales  of  the  tv  network 
were  20.5%  ahead  of  June  1955,  PIB 

reports,  with  January-June  billings 
18.9%  ahead  of  last  year  101 

DAYTIME  RADIO  SALES  CLIMB 

CBS  and  ABC  radio  report  $2.5  mil- 
lion in  new  daytime  sales  in  advance 

of  fall  season   102 

MONROE  LEAVES  MUTUAL 

Resigns  as  MBS  vice  president  for 

programming  to  head  RAM  Enter- 
prises, new  firm  planning  to  operate 

stations,  produce  feature  films  and 
make  recordings  104 

MORE  SPECTACULARS  FOR  NBC-TV 

Revamped  network  schedule  calls  for 
more  than  85  spectacular  and  special 
telecasts  in  1956-57  season   707 

CBS  REVENUE  AT  ALL-TIME  HIGH 

CBS  Inc.  reports  net  revenue  of  $174,- 

274,387  for  first  half  of  1956,  best  six- 
month  period  in  its  history  110 

Government    74 

In  Public  Interest  30 

In  Review    15 

International  114 

Lead  Story    35 

Manufacturing   110 
Milestones  112 

Networks    101 

On  All  Acounts   26 

Open  Mike   20 
Our  Respects  24 
Personnel  Relations  109 

Political  Broadcasting  92 

Program  Services  108 
Programs  &  Promotion  115 
Stations   88 
Trade  Assns.   66 

Broadcasting  Publication*  Inc 
Sol  Taishoff 

President 

Maury  Long  H.  H.  Tash  B.  T.  Taishofl 
Vice  President  Secretary  Treasurer 

THE  BUS  I  NESS  WEEKLY  OF  RADIO  AND  TELEVISION 
Published  Every  Monday  by  Broadcasting 

Publications  Inc. 

Executive  and  Publication  Headquarters 
Broadcasting  •  Telecasting  Bldg. 

1735  DeSales  St.,  N.  W.,  Washington  6,  D.  C 
Telephone:  MEtropolitan  8-1022 

EDITOR  &  PUBLISHER:  Sol  Taishofl 
MANAGING  EDITOR:  Edwin  H.  James 
SENIOR   EDITORS:   Rufus  Crater   (New  York). 
Frank  Beatty,  Bruce  Robertson 

NEWS  EDITOR:  Fred  Fitzgerald 
SPECIAL  PROJECTS  EDITOR:  David  Glickman 
ASSOCIATE  EDITORS:   Earl  B.  Abrams,  Lawrenc 
Christopher  (Hollywood) 

ASST.  TO  MANAGING  EDITOR:  Donald  V.  West 
ASSISTANT  EDITOR:  Harold  Hopkins 
STAFF    WRITERS:   Ray   Ahearn,   Jacqueline  Eagli 
Dawson  Nail,  Munsey  Slack,  Lamar  Underwoo 

EDITORIAL  ASSISTANTS:  Hilma  Blair,  Sylvia  Quinr 
John  Sheldon,  Ann  Tasseff,  Rita  Wade 

SECRETARY  TO  THE  PUBLISHER:  Gladys  L.  Hall 

BUSINESS 

VICE  PRESIDENT  &  GENERAL  MANAGER:  Maury  Lon 
SALES  MANAGER:  Winfield  R.  Levi  (New  York) 
SOUTHERN  SALES  MANAGER:  Ed  Sellers 
PRODUCTION  MANAGER:  George  L.  Dant 
TRAFFIC  MANAGER:  Harry  Stevens 
CLASSIFIED  ADVERTISING:  Wilson  D.  McCarthy 
ADVERTISING  ASSISTANTS:   Cecilia     Delfox,  Dori 
Kelly,  Jessie  Young 
AUDITOR-OFFICE  MANAGER:  Irving  C.  Miller 
ASSISTANT  AUDITOR:  Eunice  Weston 
SECRETARY  TO  GENERAL  MANAGER:  Eleanor  Schadi 

CIRCULATION  &  READER'S  SERVICE 
MANAGER:  John  P.  Cosgrove 
SUBSCRIPTION  MANAGER:  Frank  N.  Gentile 
CIRCULATION  ASSISTANTS:    Bessie   Farmer,  Josep 

Rizzo,  Charles  Harpold,  Frank  McCully 
BUREAUS 
NEW  YORK 

444  Madison  Ave.,  Zone  22,  PLaza  5-8355 
Editorial 

SENIOR  EDITOR:  Rufus  Crater 
AGENCY  EDITOR:  Florence  Small 
ASST  NEW  YORK  EDITOR:  David  W.  Berlyn 
NEW  YORK  FEATURES  EDITOR:  Rocco  Famighetti 
STAFF  WRITERS:  Frank  P.  Model,  Selma  Gerstei 

Doris  Fischoff 
Business 

SALES  MANAGER:  Winfield  R.  Levi 
SALES  SERVICE  MANAGER:  Eleanor  R.  Manning 
EASTERN  SALES  MANAGER:  Kenneth  Cowan 
ADVERTISING  ASSISTANT:  Donna  Trolinger 

CHICAGO 

360  N.  Michigan  Ave.,  Zone  1,  CEntral  6-4115 
MIDWEST  NEWS  EDITOR:  John  Osbon 
MIDWEST  SALES  MANAGER:  Warren  W.  Middletor Barbara  Kolar 

HOLLYWOOD 

6253  Hollywood  Blvd.,  Zone  28,  Hollywood  3-818 
ASSOCIATE  EDITOR:  Lawrence  Christopher 
WESTERN  SALES  MANAGER:  Bill  Merritt.  Virgini Bialas 

Toronto,  32  Colin  Ave.,  HUdson  9-2694 
James  Montagnes 

SUBSCRIPTION  INFORMATION 
Annual  subscription  for  52  weekly  issues:  $7.00.  Annuo 
subscription  including  BROADCASTING  Yearbook  (53i 
issue):  $9.00,  or  TELECASTING  Yearbook  (54th  Issue) 
$9.00.  Annual  subscription  to  BROADCASTING  •  TELE 
CASTING,  including  54  issues:  $11.00.  Add  $1.00  pt 
year  for  Canadian  and  foreign  postage.  Regular  issues 
35*  per  copy;  53d  and  54th  issues:  $3.00  per  copy. 
ADDRESS  CHANGE:  Please  send  requests  to  Circulatloi 
Dept.,  BROADCASTING  •  TELECASTING,  1735  DeSales  St. 
N.W.,  Washington  6,  D.  C.  Give  both  old  and  nev 
addresses,  including  postal  zone  numbers.  Post  offici will  not  forward  issues. 

BROADCASTING*   Magazine   was   founded   in    1931  b) 
Broadcasting  Publications  Inc.,  using  the  title:  BROAD 
CASTING*— The  News  Magazine  of  the  Fifth  Estate. 
Broadcast  Advertising*  was  acquired  in  1932,  Broadcas 
Reporter  in  1933  and  Telecast*  in  1953. 

•Reg.  U.  S.  Patent  Office  - 
Copyright  1956  by  Broadcasting  Publications  Inc. 
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WITHIN  THESE  DOORS 

DETROIT'S  great  new  Radio  and  Television 
 Center 

Leated  in  the  dynamic 

New  Center  area  ...  in 

cmpany  with  such  famous 

rutures  as  the  General  Motors 

and  Fisher  Buildings  .  .  . 

this  magnificent  new 

boadcast  center  will  serve  our 

ers,  listeners  and  clients  with 

te  most  modern  equipment 

rrilable  to  the  radio  and 

television  industry. 

WJBK 

DETROIT 

f^DIO,  1500  KC.  10,000  WATTS 

ELEVISION,  CHANNEL  2  CBS 

Formal  Opening  September  9 

7U\  SECOND  BLVD.,  DETROIT  2,  MICHIGAN,  TRinity  3-7400 



AN  AMAZING 

ARRAY 

OF  TALENT! 

Versatile 

comedian-drummer 

POLEY 

McCUNTLOCK 

Thrilling  baritone 

JOE  MARINE 

Top  tenor 

GORDON 

GOODMAN 

Powerful-voiced 

LEONARD 

KRANEDONK 

Romantic 

BOY  AND  Gil 

DUETS Rousing 

GLEE  CLUB 

RENDITIONS 



NOW  FOR  THE  FIRST  TIME,  A 

this  giant  name  in  entertainment 

commercials  with  the  music  all  Amer- 

ica loves  ...  to  have  America's  No.  1 

musical  personality  add  new  value 

to  their  commercials  ...  to  cash  in 

big  with  merchandising  ideas  galore! 

THE  FRED  WARING  BACKGROUND 

ADDS  PRESTIGE  TO  YOUR  COMMERCIALS! 

Waring's  personal  comments  add  new  values,  new 
conviction,  new  effectiveness  to  your  commercials. 

1  Si 

RADIO 

S  ON  THE  UPBEAT! 

Set  sales  are  soaring!  People 

are  listening!  138,700,000 

radio  sets  in  use  in  1955,  an 

increase  of  1 1 ,700,000  over 

1954.     (1956  Broadcasting  Yearbook) 

MANY,  MANY 

MORE  FAMOUS  WARING 

STARS  ...  ALL  YOURS  .  .  . 

READY  TO  GO  TO  WORK 

FOR  YOU! 

1V34.     (1956  Broadca 

TTu? 

Is 2 9  "* 

*w  rot* 

L°  0f"o 

Hou^ooo 

LET 

FRED  WARING 

HELP  YOU 

BOOST  SALES 

AND 

PROFITS  NOW! 



Peach  of  a  Market 

It's  50  th*  h 

the  Nation 

Population 

1,780,500** Families 

457,700*** Total  TV  Sets 

286,765*** 

257,000  WATTS 

WSPA-TV 
BLANKETS  THE 

CAROLINA  PEACH  BELT 

(Spartanburg  County  alone 

sh  ips  more  peaches  than  the 
entire  state  of  Georgia.) 

This  "Peach  of  a  Market"  has 

industrial  payrolls  of  $973 

Million;  a  farm  income  of 

$247  Million;  Spendable  in- 

come totals  nearly  $2  Billion. 

THIS  MAKES 

WSPA-TV 
A  MUST  BUY 

IN  THE  CAROLINAS 

n  n  el 

WSPA 

AM-FM-TV 

SPARTAN  RADIOCASTING  CO. 

WALTER  J.  BROWN 
Pres. 

WSPA 

TV 

SPflRTnnBURG,S.C 

NATIONAL  REPRESENTATIVES 

Geo.  P. 

Hollingbery  Co. 
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IN  REVIEW 

THE  GOLDEN  TOUCH 

OF  FRANKIE  CARLE 

THE  FANS  of  Mr.  Carle's  distinctive  piano 

:  playing  must  have  welcomed  NBC-TV's  giving him  a  show,  but  they  could  hardly  have  been 
satisfied  with  the  bits  and  pieces  served  up  on 
the  opener  last  Tuesday. 

It's  obvious  that  television  producers  are  still 
convinced  that  no  musical  talent,  particularly 
instrumental  talent,  is  good  enough  to  carry 
itself  without  visual  gimmicks.  Mr.  Carle  was 
all  but  crowded  off  the  screen  by  the  ones  they 
dreamed  up  for  him. 

He  appears  in  a  set  dominated  by  piano 
keyboards  painted  on  the  floor.  He  has  a  guest 
star — last  week  it  was  vocalist  Joanne  Gilbert 
— who  gets  far  more  exposure  than  he  does. 
He  also  has  an  offstage  voice  to  talk  to — the 
same  technique  NBC-TV  has  used  on  its 
George  Gobel  and  Perry  Como  shows. 

But  when  it  gets  down  to  the  main  attrac- 
tion, Mr.  Carle  is  permitted  to  play  only 

snatches  of  the  songs  that  made  him  famous. 

It  was  more  like  a  "coming  attractions"  than 
the  show  itself.  Perhaps  that  was  deliberate, 
this  being  the  first  show,  but  we  can  hope 

they'll  turn  him  loose  next  week.  If  you  tune 
in  at  all,  it's  because  you  like  the  way  that  man 
plays  piano;  it's  not  to  see  how  well  they  can 
doll  up  the  set  or  how  clever  they  can  make 
the  dialogue. 

Production  costs:  Approximately  $5,000. 
Broadcast  sustaining  on  NBC-TV,  Tues.,  7:30- 

7:45  p.m.  EDT. 
Musicians:  Perry  Bodkin  on  guitar.  Max  Al- 

bright on  drums,  Sam  Shifitz  on  bass. 
Producer-director:  Jim  Jordan  Jr.;  assistant 

director:  Rick  Oxford;  technical  director: 
Clair  McCoy;  art  and  set  director:  Syd 
RussekofJ:  lighting:  Jim  Kilgore;  audio: 
Howard  lalberg;  video:  Paul  Bender. 

SEEN  &  HEARD 

A  short  course  in  American  political  history 

was  begun  on  CBS-TV  Aug.  5,  when  Band- 

wagon '56  traced  the  growth  of  the  two  major 
parties  from  the  days  of  the  first  President, 

who  feared  that  a  two-party  system  would 

divide  the  nation,  through  the  1850's  and  60's, 
when  it  finally  did.  Old  pictures  and  espe- 

cially the  early  violently  partisan  political  car- 
toons provided  excellent  teaching  aids  for  in- 

structor Robert  Trout,  who  should  find  a  full 
class  at  eager  attention  for  the  second  meeting 
which  will  trace  the  course  of  politics  from 
1884  to  the  present.  But  at  least  one  avid 
student  would  be  just  as  well  pleased  if  the 
ballad  interludes  of  Dylan  Todd  were  omitted 
from  the  next  installment.  Communications 

have  improved  since  the  strolling  minstrel  was 
a  major  source  of  news. 

After  NBC-TV's  Aug.  6  Matinee  Theatre 
production  of  Edgar  Allen  Poe's  "Fall  of  the 
House  of  Usher,"  m.c.  John  Conte,  stationed 
before  an  eerily  lighted  tomb,  was  going  to 
show  viewers  how  to  spray  cobwebs  from  a 
vacuum  can.  But  some  angry  spirit  saw  that 

he  picked  up  an  empty  can,  and  the  bit  didn't 
come  off.  The  visual  version  of  the  Poe  chiller 

didn't  quite  make  it  either,  though  competently 
played.  The  horror  that  lives  in  the  mind  was 

reduced  to  mild  wonder  when  space  dimen- 
sions were  added.  It  was  a  brave  try,  however, 

and  an  experiment  that  should  have  been  made, 
an  entirely  worthy  attempt  on  the  eve  of 

Matinee's  200th  telecast. 

Last  Monday  night's  Robert  Montgomery  Pre- 
sents and  Studio  One  both  were  sickly,  and 

seemingly  plagued  with  the  same  disease.  The 

symptoms;  cliche-ridden,  amateurish  structure 
without  an  ending. 

Presents  was  about  a  long-unmarried  small 
town  girl  who  gets  a  chance  at  romance  with  a 
traveling  salesman,  only  to  have  him  killed  in 
an  auto  accident  when  her  mother  refuses  to  let 
them  marry  at  once.  Solution:  the  girl  goes 
away  to  Europe  and  her  henpecked  father  goes 
off  to  a  poker  game. 

Studio  One  was  another  in  the  "Executive 
Suite"  vein.  The  promising  junior  executive 
quits  because  the  tyrannical  boss  has  no  ethics. 
He  takes  with  him  some  of  the  accounts  and 

the  boss'  daughter.  The  boss  hires  a  gangster  to 
beat  him  up.  Solution:  The  boss  decides  not  to 
have  him  beaten  up.  Curtain. 

Martha  Rountree,  the  Dixie  belle  conductor  of 

NBC-TV's  Press  Conference,  gave  every  im- 
pression last  week  of  having  tried  out  one  of 

her  sponsor's  products  while  on  the  air — no 
mean  accomplishment  considering  that  the 

sponsor  is  Corn  Products  Refining  Co.  Fol- 
lowing the  closing  commercial,  the  camera 

swung  back  to  Miss  Rountree,  caught  her 
practically  asleep  on  the  switch  for  three 
agonizing  seconds  until  she  realized  she  was 
back  on  the  air.  For  the  next  few  minutes, 
Miss  Rountree,  flustered  and  derailed,  tried  to 
ad  lib  her  way  back  on  the  track  despite  the 
apparent  handicap  of  having  her  mouth  clogged 
up  with  Argo  corn  starch. 

BOOKS 

THE  FUNNY  MEN,  by  Steve  Allen.  Simon 
&  Schuster,  630  Fifth  Ave..  New  York  20, 
N.  Y.;  276  pp.  $3.95. 

IS  THERE  such  a  thing  as  a  "new"  joke'.' 
Steve  Allen,  NBC-TV  humorist,  pianist,  author, 
composer,  magazine  columnist  and  Lord  knows 

what  else,  doesn't  think  this  matters  at  all,  for 
though  he  made  so  many  of  them,  God  did 
not  endow  the  great  American  unwashed  with 

a  capacity  to  remember  "old"  jokes.  In  The 
Funny  Men,  an  introspective  study  of  broad- 

cast comedy,  its  practitioners  and  techniques 
[see  Playback,  June  11],  Mr.  Allen  explains 
in  some  detail  what  makes  Sammy  (Levenson) 
and  his  colleagues  run,  fall  short,  stop  or  break 

records  of  note.  Sixteen  of  the  nation's  top 
comedy  stars  come  under  discussion,  and  when 
all  is  said  and  done,  the  hero  of  the  book 
turns  out  not  to  be  Jack  Benny,  as  it  were,  or 

the  late  Fred  Allen  (sometimes  called  Steve's 
grandfather),  but  that  poor,  misplaced  indi- 

vidual of  the  airwaves,  the  writer  of  Mr. 

Benny's  material. 

COPYRIGHT  LAWS  AND  TREATIES  OF 

THE  WORLD.  UNESCO,  Paris,  and  Bureau 
of  National  Affairs  Inc.,  1231  24th  St., 
N.W.,  Washington  7,  D.  C.  2,000  p.  in 
loose-leaf  binder.  $97.50. 

PREPARED  by  UNESCO,  in  cooperation  with 
the  Copyright  Office  of  the  United  States  and 
the  Industrial  Property  Dept.  of  the  Board  of 
Trade  of  the  United  Kingdom,  and  published 
by  UNESCO  and  the  U.  S.  Copyright  Office, 
this  massive  folder  contains  the  copyright  laws 
of  85  countries  (in  English  originals  or  trans- 

lations) plus  the  texts  of  copyright  treaties, 
with  tables  showing  which  treaties  or  which 
parts  are  currently  in  effect  between  the  various 
countries.  Annual  supplements  are  planned  to 
keep  the  work  up  to  date.  This  comprehensive 
compilation  should  prove  an  invaluable  refer- 
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WARL 

5232  Lee  Highway,  Arlington,  Va. 
Kenmore  6-9000 

IN  NORFOLK,  VA. 

WCMS 

Plume  &  Granby  Streets 

Madison  5-0525 

NEW  YORK  REPRESENTATIVE 

CHARLES  BERNARD  &  CO.    •    CIRCLE  6-7242 
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WSPD-TV WJW-TV WJBK-TV  WAGA-TV WBRC-TV KPTV 
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Toledo,  Ohio       Cleveland,  Ohio     Detroit,  Mich.      Atlanta,  Ga.       Birmingham,  Ala.      Wheeling,  W.  Va.      Miami,  Fla. 
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CaroLjn  S>koQar  G^ssocLatei 

30  PARK  AVENUE,  NEW  YORK  16,  N.Y. 

WPTZ 

PLATTSBURGH,  NEW  YORK 

George  L.  BarenBregge,  General  Manager 

IN  REVIEW' 

ence  work  for  anyone  with  copyright  problem! 
particularly  those  extending  beyond  nationa 
boundaries. 

EFFECTIVE  ADVERTISING  COPY,  by  Mei 
rill  DeVoe.  The  MacMillan  Co.,  60  Fiftl 
Ave.,  New  York  11,  N.  Y.  717  pp.  $8.75 

THIS  textbook  is  unusual  in  that  it  contains  nc 

separate  chapters  on  copy  for  radio  or  tele 
vision  distinct  from  that  for  printed  media 
The  author's  view,  stated  on  page  677,  is 
"Whether  you  are  writing  advertising  copy  fo 
television,  radio,  newspapers,  magazines  or  am. 
other  medium,  strive  to  make  the  copy 
verbally  effective  as  you  can.  But  remembei 
that  the  success  of  your  effort  depends  mainl) 

upon  starting  with  a  sales  or  product  idea  tha 
is  appealing  and  interesting  to  the  audienee  oi 

market  you  are  trying  to  reach."  Former  asso- 
ciate professor  of  advertising  at  the  U.  ol 

Southern  California  and  teacher  of  advertisinj 
and  marketing  at  other  universities.  Mr.  DeVoe 
is  now  a  consultant. 

TEACHING  BY  CLOSED-CIRCUIT  TELE- 
VISION. American  Council  on  Education, 

1785  Massachusetts  Ave.,  Washington  6, 

D.  C.  67  pp.  Paper  bound.  $1. 

LAST  Feb.  26-28,  a  group  of  93  persons  from 
55  institutions  and  16  organizations  gathered 
at  Iowa  Continuation  Center  in  Iowa  City  to 
attend  a  conference  on  the  use  of  closed-circuit 
tv  as  an  educational  tool.  The  conference  was 

sponsored  jointly  by  the  ACE's  committee  on television  and  the  State  U.  of  Iowa.  This  book 

is  a  condensed  version  of  the  reports  and  dis- 
cussions at  that  three-day  meeting.  It  should 

be  of  interest  to  any  teacher  or  school  admin- 
istrator who  would  like  to  know  something  of 

the  potentialities  of  this  new  instructional 
device. 

PRINCIPLES  OF  COLOR  TELEVISION,  by 
the  Hazeltine  Laboratories  staff:  edited  by 
Knox  Mcllwain  and  Charles  E.  Dean.  lohn 

Wiley  &  Sons,  440  Fourth  Ave.,  New  York 
16,  N.  Y.  595  pp.  $13. 

IN  RECENT  years  the  Hazeltine  Corp.  has 
sponsored  a  series  of  reports  on  the  problems 

and  processes  of  color  television.  These  re- 
ports have  been  expanded  and  updated  and  or- 

ganized into  a  unified  presentation  by  the  book's 
editors:  Knox  Mcllwain,  former  chief  con- 

sulting engineer  of  Hazeltine,  and  Charles  E. 
Dean,  staff  engineer  and  editor.  Written  for 
engineers  by  engineers,  the  book  is  designed,  as 
Arthur  V.  Loughren,  formerly  vice  president 
in  charge  of  research  at  Hazeltine,  states  in  his 

foreward,  "to  present  the  principles,  and  to 
some  extent  the  apparatus,  of  this  new  branch 

of  engineering  .  .  ." 

TRANSISTORS  IN  RADIO  AND  TELEVI- 
SION, by  Milton  S.  Kiver.  McGraw-Hill  Book 

Co.,  330  W.  42d  St.,  New  York  36,  N.  Y. 
324  pp.  $6.50 

This  book  is  intended  as  an  up-to-date  guide 
for  technicians  on  how  transistors  and  transis- 

tor guides  work  and  how  to  service  them.  Ex- 
tensive illustrations,  including  perspective  dia- 

grams, provide  an  insight  into  the  workings  of 
transistors. 

Mr.  Kiver  explains  modern  electronic  theory 

in  simple  terms,  and  describes  how  point-con- 
tact, junctions  and  other  transistors  operate. 

He  discusses  transistor  use  in  commercial  radio 
receivers  and  television  sets  and  illustrates 
actual  working  circuits  with  component  values. 
There  also  is  useful  information  on  servicing 
transistor  circuits  and  transistor  devices  effi- 

ciently and  on  the  precautions  to  observe  dur- 
ing servicing. 
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IVY  COVERED  WALLS 

Ivy  covers  the  walls  of  some  30  colleges  and  universities  in  the  Prosperous 

Piedmont  Section  of  North  Carolina  and  Virginia  .  .  .  home  of  WFMY-TV.  Major 

institutions  of  higher  learning  such  as  the  University  of  North  Carolina,  Duke 

University,  Wake  Forest  College,  and  Woman's  College  of  the  University  of  North 
Carolina,  make  the  Piedmont  one  of  the  educational  centers  of  the  world. 

Education,  industry  and  agriculture  team  up  to  make  this  50-county  area 

one  of  the  top  TV  markets  in  the  nation  .  .  .  $2.5  billion  worth.  And  WFMY-TV  — 

with  full  100,000  watts  power  on  Channel  2  —  has  been  the  dominant  selling 

medium  here  since  1949.  With  unduplicated  CBS  coverage,  WFMY-TV  gives  you 

sales  power  unequalled  by  any  station  or  group  of  stations  in  the  area. 

To  "educate"  your  sales  and  profits  in  the  Prosperous  Piedmont,  call  your 
H-R-P  man  today. 

Martinsville,  Va 
Danville,  Va 
Reidsville 
Greensboro 
Winston  Salem Salisbury 

Chapel  H.ll 
Durham 

High  Point Pinehurst 
Sanford Fort  Bragg 

WFMY-TV.  .  .  Pied  Piper  of  the  Piedmont 

"First  with  live  TV  in  the  Carolinas" 

uifmy-tv 

GREENSBORO,    N.  C. 
Represented  by 

Harrington,  Righter  &  Parsons,  Inc. 

New  York  —  Chicago  —  San  Francisco  —  Atlanta 

"Since  1949" 
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CASE  HISTORY  -  RADIO  STATION 

KSLR 

BUYS 

KBIG 

Most  radio  station  salesmen  carry 

success  stories  from  contented  adver- 

tisers, but  KBIG  Catalina  believes  it 

has  the  first  glowing  testimonial  from 

a  brand  new  category  of  business: 

another  radio  station! 

KSLR  began  operations  this  summer 

in  Oceanside,  California,  and  bought 

a  schedule  of  36  spots  on  KBIG  to 

announce  its  debut. 

"By  the  time  we  came  on  the  air,  it 
seemed  that  everyone  in  northern  San 

Diego  County  knew  all  about  us," 
writes  KSLR  Manager  W.  J.  Taylor. 

"We're  happy  to  say  that  we  are  now 

sold  out,  with  no  time  available.  We're 
so  grateful  for  the  initial  push  KBIG 

has  given  us." 

Local  Advertisers  do  a  fine  job  on 

KSLR  and  similar  stations.  San  Diego 

area  advertisers  (San  Diego  Conven- 

tion and  Tourist  Bureau,  Rohr  Air- 

craft, Jai  Alai  Games,  Kelly's  of 

Oceanside,  men's  furnishings,  Caliente 
and  Del  Mar  races)  who  want  their 

message  to  reach  all  eight  Southern 

California  counties,  continue  to  use 

KBIG  .  .  .  Only  independent  powerful 

enough  and  popular  enough  to  reg- 

ister in  surveys  at  all  three  major 

Southern  California  metropolitan 

areas — Los  Angeles — San  Diego — San 

Bernardino,  at  lowest  cost-per-thou- 
sand. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3105 
Nat.  Rep.  WEED  and  Company 

OPEN  MIKE 

WJAR-TV  Was  There 

EDITOR: 

Because  coverage  of  Doria-Stockholm  colli- 
sion utilized  maximum  efforts  of  WJAR-TV 

staff,  results  of  our  story  were  late  in  meeting 
deadlines. 

Chartered  plane  with  cameramen  Cooper  and 
Clarke  aboard  was  over  collision  area  at  4:30 
a.m.  Film  shooting  started  at  dawn  and  first 
films  were  on  the  air  locally  at  8:20  a.m.  and 
8:55  a.m.  The  same  films  were  fed  to  NBC 
at  9:30  a.m. 

The  second  plane  flown  from  Quonset  with 

myself  and  WJAR-TV  cameraman  Wildenhain 
was  over  the  area  at  9:30  a.m.  We  covered 
actual  sinking  at  10:09  a.m.  Third  plane  with 
news  director  Walden  and  Clarke  was  over 
area  at  10:15  a.m.  First  films  of  the  sinking 
were  fed  to  NBC  at  about  5:15  p.m.  This  was 

followed  by  special  15-minute  program  of  our 
entire  coverage  at  7:30  p.m.,  sponsored  by 
Narragansett  Brewing  Co.  The  following  day 
we  had  a  special  program  at  6:30  p.m.  with 
six  survivors  .  .  . 

Dody  Sinclair,  Special  Asst.  to  the 
Vice  President 

WJAR-TV,  Providence,  R.  I. 

Granted 

EDITOR: 

We  would  like  your  permission  to  quote 

from  the  Dec.  26,  1955,  issue  of  your  maga- 

zine parts  of  the  story  entitled  "Helping  Them- 
selves With  Radio."  Both  the  name  of  the 

magazine  and  the  date  of  the  issue  will  be 
indicated. 

This  material  will  be  used  in  a  presentation 
on  radio  which  is  being  prepared  for  BBDO 
client  distribution  .  .  . 

Mrs.  Theodora  Anderson 

Manager,  Radio/ Tv  Research 
Batten,  Barton,  Durstine  &  Osbom 
New  York 

Camtronic  Comments 

EDITOR: 

Many  thanks  on  behalf  of  my  staff  and 

myself  for  the  excellent  story  on  our  "Cam- 
tronic" system  which  appeared  in  your  July  16 issue. 

We  have  had  many  comments  on  it  thus  far, 

which  only  points  up  what  we've  known  for  a 
long  time,  that  the  people  we  want  to  reach  are 
B«T  subscribers  .  .  .  Incidentally,  we  are  re- 

printing the  "Camtronic"  story  with  a  B«T 
masthead  to  be  sent  to  clients  and  prospective 
clients. 

Fred  A.  Niles 
Fred  A.  Niles  Productions,  Inc. 
Chicago,  111. 

Serious  Indictment 

EDITOR: 

It  is  with  sincere  regret  that  we  learned  of 

WKNY-TV's  decision  to  cease  operations,  ef- 
fective July  25  [B»T,  July  30].  The  groups  of 

business  men  and  women,  throughout  the  coun- 
try, who  have  entered  this  field  of  uhf  televi- 
sion can  be  considered  pioneers  in  the  better- 

ment of  tv  service  to  the  public.  That  their 
efforts  should  be  thwarted,  at  considerable  time 
and  monetary  losses  in  most  cases,  is  a  serious 
indictment  of  federal  control  of  commercial 
communications.  When  a  government  agency, 

such  as  the  FCC,  can  first  encourage  invest- 

ment in  a  [uhf]  field  of  that  government  agency's 
own  making  and  then,  through  absolute  lack 
of  any  supporting  action,  virtually  destroy  the 

same  "Frankenstein,"  it  is  a  blot  on  our  sy 
tern  of  free  enterprise. 

In  the  case  of  WKNY-TV,  this  governmei 
malpractice  strikes  close  to  the  pocketbook  < 
area  residents.  Local  stockholders  in  the  tel< 
vision  corporation  were,  of  course,  hardest  hi 
but  also,  every  citizen  who  spent  addition; 
money  to  have  a  tv  set  made  capable  of  receh 
ing  ch.  66  can  write  that  expense  off  as  a  tot: 
loss.  The  arbitrary  and  inept  acts  of  the  FO 
have  direct  effect  on  an  unsuspecting  public 

Robert  L.  Sabin 
Sabin  Advertising  Agency 

Kingston-Hurley ,  N.  Y. 

Sports  Network  Clarification 
EDITOR: 

An  article  in  B«T  mentioning  the  basketba 
plans  of  Big  10  for  this  coming  season  [Close 
Circuit,  July  30]  included  the  fact  that  Spor 
Network  Inc.  of  New  York  was  clearing  st< 
tions  and  building  a  network  for  these  game; 
This  is  true.  However,  the  article  went  furthe 

to  state  that  Sports  Network  has  been  "servin 
as  sort  of  cable  broker  with  AT&T."  This  i not  the  case. 

Sports  Network  was  organized  in  Januar 
of  this  year  as  an  independent  television  an< 
radio  network  specializing  in  tailormade  net 
works  for  sporting  events  for  national,  regiona 
and  local  clients.  Our  operation  is  basicall 
the  same  as  any  standard  television  or  radii 
network,  affiliated  with  various  stations  aroun< 
the  country,  except  that  we  do  not  own  tele 
vision  or  radio  stations..  We  lease  AT&T  cir 
cuits  in  the  conduct  of  our  business  as  a  net 
work,  the  same  as  the  other  television  and  radk 
networks,  in  order  to  distribute  our  program: 
to  the  various  cities  comprising  our  network 

But  to  label  us  as  "cable  brokers"  is  a  state 
ment  we  feel  should  be  corrected  .  .  . 

Richard  E.  Bailey,  President 

Sports  Network  Inc.,  New  York 

Newspaper  Efficiency 
EDITOR: 

The  article  on  page  67  of  the  July  23rd  issut 
of  B»T  concerning  newspaper  efficiency  was 
of  considerable  interest  to  us  in  the  Denvei 

market,  where  we  have  14  commercial  radic 
stations  and  4  television  outlets,  plus  one  oi 
each  in  the  non-commercial  category. 
May  we  have  your  permission  to  reproduce 

the  article  photographically  with  annotations 

converting  the  figures  quoted  into  cost-per- 
thousand? 

Shulom  Kurtz,  Exec.  Secy. 
KVOD  Denver,  Colo. 

[EDITOR'S  NOTE:  Permission  granted.] 

The  Texas  Story 

EDITOR: 

Certainly  enjoyed  reading  the  Texas  issue 
of  B«T  [July  23]  ...  a  terrific  job.  In  fact, 
I  learned  some  things  about  Texas  that  1 
didn't  even  know  myself  .  .  . 

Earle  Fletcher,  Mgr. 

KXOL  Fort  Worth 

EDITOR: 

You  have  done  a  magnificent  job  on  "The 
Texas  Story"  .  .  . 

Gordon  H.  Turrentine,  Gen.  Mgr. 
Chamber  of  Commerce 
Houston,  Texas 

EDITOR: 

.  .  .  very  excellent  coverage  .  .  . 

Stanley  A.  Arbingast,  Asst.  Director 
Bureau  of  Business  Research 

U.  of  Texas,  Austin 
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Top  billing 

€oast-to-€oast... 

Fly  United  Air  Lines 

deluxe  DC-7  nonstop 

Mainliners! 

And  how's  this  for  a  setting:  delicious  food  from 

United's  own  flight  kitchens,  buffet  snacks,  a 

choice  of  cocktails,  the  rear  lounge.  It's  "red 

carpet"  luxury  all  the  way!  Try  it  soon  .  .  . 

4  deluxe  nonstops  daily  each  way  between  New 

York  and  both  Los  Angeles  and  San  Francisco  .  .  .  Also 

DC-7  nonstop  service  from  Chicago  to  Los  Angeles, 

San  Francisco  and  New  York. 

local  times  quoted 

UNITED  AIR  LINES 
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Noiv  that  expert 

pre-te sting  ends  guessivork, 

more  than  ever  it's 



ffootl  spot  to  he  im  ! 

Like  to  get  an  idea  how  the  job  is  going  to  turn  out 

before  you  start?  Then  you'll  agree  with  duPont. 

makers  of  Duco  paint,  that  our  Spot-Check  Plan 

conies  in  mighty  handy.  This  new  spot  television 

sales  concept  allows  you  to  pre-test  (on  any  or  all 

of  the  12  major  stations  we  represent )  the  effective- 

ness of  the  medium  and  the  various  ways  to  use  il 

...providing  reliable  cpialitative  sales  research  at 

no  extra  cost! 

duPont  used  the  Spot-Check  Plan  in  a  three-city 

test  to  gauge  spot  television's  power  to  stimulate 

sales  and  increase  their  share  of  market  for  paint 

and  auto  polish.  Not  only  did  the  test  campaign  spur 

a  tremendous  boost  in  brand  awareness,  but  it  net- 

ted handsome  sales  increases  as  well.  (In  one  test 

city,  Duco  paint  sales  shot  up  659(  •  during  the 

13-week  test  period!)  According  to  Dick  Swyers, 

BBDO  account  executive:  "The  test  served  as  the 

basis  for  the  entire  spot  campaign  we're  now  run- 

ning . . .  helped  us  make  national  plans  with  solid, 

factual  data  to  back  us  up."  Good  spot  to  be  in! 

Put  an  end  to  costly  second-guessing . . .  get  all 

details  on  the  Spot-Check  Plan  from . . . 

CBS  Television  Spot  Sales 

Representing:  wcbs-tv  New  York,  wcau-tv  Philadelphia. 
wtop-tv  Washington,  wbtv  Charlotte,  wbtw  Florence. 

wmbr-tv  Jacksonville,  wxix  Milwaukee,  wbbm-tv  Chicago, 

ksl-tv  Salt  Lake  City,  kgul-tv  Galveston-Houston,  koin-tv 
Portland,  knxt  Los  Angeles,  cbs  television  pacific  network 
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our  respects 

to  NORMAN  CHANDLER 

IT  IS  a  rare  talent  of  management  to  guide 
with  firm  resolve  and  yet  to  refrain  from  pick- 

ing out  each  step  of  the  way,  leaving  these 
decisions  of  detail  for  the  many  who  are 
needed  to  carry  out  the  major  endeavor. 

Those  who  work  with  Norman  Chandler, 
president  and  publisher  of  the  Los  Angeles 
Times  and  chairman  of  the  board  of  subsidiary 
KTTV  (TV)  there,  will  tell  you  readily  that 

he  possesses  in  full  measure  that  unusual  qual- 
ity. It  is  a  knack  for  sighting  a  goal,  under- 

standing the  broad  sweeps  of  accomplishment 
necessary  to  achieve  it  and  gathering  together 
the  best  in  human  resources  to  carry  it  out. 

Those  who  know  him  point  to  a  high  regard 
for  these  talent  resources  and  an  appreciation 

for  the  individual's  contribution  to  the  success 
and  growth  of  his  multi-facet  organization.  He 
not  only  tells  his  fellow  employes  when  they 
are  doing  their  job  well,  but  he  is  credited  with 

leading  the  way  in  the  business  world  of  com- 
munication with  his  respective  profit-sharing 

and  other  employe  benefit  plans  for  the  tele- 
vision and  newspaper  divisions. 

"Human  resources  are  the  most  valuable 

asset  this  company  possesses,"  he  says.  "The 
Times-Mirror  Co.  prospers  in  proportion  to  the 
brains,  the  efficiency  and  hard  work  that  goes 

into  our  respective  jobs.  The  loyalty  and  team- 
work of  my  fellow  workers  give  me  the  incen- 

tive to  generously  share  the  good  fortune  en- 
joyed by  the  company.  They  have  these  bene- 

fits because  they  have  made  it  possible  for 

management  to  do  a  better  job  than  our  com- 
petitors. They  earn  and  deserve  a  fair  share 

of  the  company's  prosperity." 
Whether  he's  about  to  deal  with  the  prob- 

lems of  KTTV,  its  affiliated  morning  Times 
or  afternoon  Mirror-News  which  is  entering 
the  fray  (each  frequently  displays  widely  di- 

vergent views),  Mr.  Chandler  likes  to  pause 
before  entering  his  office  to  glance  above  the 
door  at  the  motto  of  his  grandfather,  Gen. 
Harrison  Gray  Otis,  who  bought  the  Times  a 
few  months  after  its  inception  in  1882  and  was 

its  editor  and  publisher  until  1917.  "Stand 
fast,  stand  firm,  stand  sure,  stand  true,"  he 
reads.  "That's  a  call  to  courage  for  any  heart," he  adds. 

Mr.  Chandler  has  "great  confidence"  in  tele- 
vision. He  admits  that  tv  is  good  "insurance" 

for  any  publisher,  but  he  sees  in  the  new  me- 
dium vastly  enlarged  horizons  for  the  entire 

business  of  communication.  Like  the  newspaper, 

television  enables  its  "publisher"  to  build  circu- 
lation with  fast,  accurate  news  and  entertaining 

features  and  to  capitalize  on  this  circulation 

by  selling  its  attention  and  loyalty  to  adver- 
tisers whose  commercials  tell  of  products  de- 

sired by  the  viewers  as  much  as  the  news  and 
entertainment. 

Mr.  Chandler's  modern  sense  of  journalism's 
responsibilities  and  opportunities  irrespective 
of  the  mechanical  medium  is  evidenced  in  the 

operation  of  KTTV. 

The  independent  station  represents  an  effort 
to  make  KTTV  as  responsive  to  its  community 
as  the  traditional  local  paper.  Its  mobile  units 
are  always  on  the  go  to  present  live  coverage 
of  important  events  and  to  date  KTTV  has 
telecast  more  than  3,500  remotes,  claiming  this 
total  to  be  double  that  of  any  other  station. 
KTTV  telecast  live  the  Salk  vaccine  report  from 
Ann  Arbor,  Mich.,  2,100  miles  from  Los 

Angeles. 
But  KTTV  probably  is  better  known  for  its 

successful  use  of  syndicated  film  to  build  the 
entertainment  features  popular  with  its  viewers. 
The  station  has  some  70  packages  for  exclusive 
programming  in  Los  Angeles. 

Mr.  Chandler  was  born  Sept.  14,  1899,  in 
Los  Angeles,  one  of  three  boys  and  five  girls 
born  to  Harry  and  Marian  (Otis)  Chandler. 

"In  a  big  family  like  that  you  learn  quickly 
to  get  along  with  people  and  think  about 

somebody  besides  yourself,"  he  recalls. 
But  1922  was  his  big  year.  He  received  his 

A.  B.  degree  from  Stanford  U.,  married  Doro- 
thy Buffum  of  Long  Beach  and  began  his  slow 

and  thorough  education  working  up  through 
every  department  of  the  Times  just  as  his  son 

Otis  is  doing  now — "a  10-year  executive  train- 
ing program  that  probably  will  include  KTTV 

a  few  years  from  now,"  he  explains. 
His  own  baptism  by  fire  was  rewarded  in 

1929  when  he  became  assistant  to  the  pub- 
lisher, a  post  he  held  until  1934  when  he  be- 
came assistant  general  manager.  Two  years 

later,  he  became  vice  president  and  general 
manager  and  in  1941  was  elected  president. 
In  1945  he  became  publisher. 

Aside  from  direction  of  various  other  family 
investment,  business  and  real  estate  interests, 
Mr.  Chandler  also  is  a  director  of  Kaiser  Steel 

Corp.,  Safeway  Stores  and  Sante  Fe  Railroad. 
He  has  about  finished  his  years  of  service  with 
various  civic  and  industry  organizations,  but 
Mrs.  Chandler  continues  active  with  many 

groups  and  keeps  an  office  at  the  Times  where 

she  advises  on  women's  affairs.  Both  arrive 
early  and  work  late.  Mr.  Chandler  is  trustee 
of  both  California  Tech  and  U.  of  Southern 
California. 

Besides  Otis,  born  in  1927,  the  Chandlers 
have  a  daughter,  Camilla  Chandler  Spear,  born 
in  1925.  The  family  enjoys  camping  out  and 
hunting  deer,  quail  and  duck.  Aside  from  his 
monthly  game  of  golf,  Mr.  Chandler  likes  best 
to  drive  his  new  leep  high  into  the  mountain 

forests.  "It's  the  best  medium  of  ex-communi- 
cation I  know,"  he  smilingly  says. 
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Louisville'
s 

BEST  KNOWN  FIGURE 

The  WHAS-TV  Channel  11  figure  is  Kellogg's  "Superman" 
here,  and  the  promotion  slide  adds  Sunday,  6:00  pm.  At  other 

times,  he  removes  the  cape  and  shows  up  as  a  dramatic 

director  to  promote  Heinz'  "Studio  57". 
The  WHAS-TV  Channel  11  figure  is  known  at  a  glance,  and 

morning,  noon  and  night,  he  goes  into  Kentucky  and  southern 

Indiana  homes  to  remind  viewers  of  the  outstanding  programs 

on  WHAS-TV.  He's  a  constant  symbol  of  excellence. 
He  should  remind  you  that  for  selling  results,  individual 

and  distinctive  treatment,  your  advertising  deserves  the  impact 

of  programming  of  character.  In  Louisville,  WHAS-TV 

programming  PAYS  OFF! 

Are  you  participating? 

VICTOR  A.  SHOLIS,  Director 
NEIL  CLINE,  Station  Mgr. 

Represented  Nationally  by  Harrington,  Righter  &  Parsons 
Associated  with  The  Courier-Journal  and  Louisville  Times 

BASIC  CBS-TV  Network 
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That's  something  that  could  be  said  for  a  lot  / 

of  products  and  services  Milwaukee  buys,  because 

in  this  case,  the  tipster  we're  referring  to 

is  a  WEMP  Disc  Jockey!  These  boys  are  strong 

personalities  around  here  with  a  loyal  gang 

of  fans.  The  audience  they've  built  over 

the  years  is  your  market,  and  whether  they 

lend  their  own  inimitable  styles  to  a  "live" 

announcement  you  send  them  or  play  your 

transcribed  message,  you  will  sell  on  WEMP. 

We  suggest  that  you  slap  a  harness  on 

Milwaukee's  vast  buying  market  and  do  it 

at  a  right  handsome  cost  per  thousand. 

Give  our  reps  a  call  and  let  them 

give  you  the  complete  picture. 

Milwaukee's  Best  Buy WEMP WW  Wm  mwm  m 

5000  Watts  at  1250 

1935-1956  .  .  .  21  years  of  service  to  Milwaukee  •  Represented  nationally  by  Headley-Reed 

DON  DECARLO 

on  all  accounts 

IN  the  media  department  of  Needham,  Louis 
&  Brorby,  a  key  question  today  is,  as  always, 

"What  is  the  customer  like,  what  are  his  needs, 
interests?"  Don  DeCarlo,  a  timebuyer  in  the 

agency's  office  at  Chicago,  believes  that  techni- 
cal developments  in  communications  media 

haven't  lessened  the  importance  of  this  ap- 

proach. The  issue  of  television  versus  radio  broad- 
casting, or  of  both  these  in  comparison  with 

various  print  media,  he  feels,  often  centers 
around  this  basic  inquiry  and  the  answers  to  it. 
Among  elements  to  be  considered  in  any 

reappraisal  of  television  advertising  are  the 

qualities  of  product  demonstration  and  the  im- 
pact and  effectiveness  in  overall  market  com- 

mitments, Mr.  DeCarlo  believes.  As  a  time- 
buyer,  he  considers  radio  a  good  mass  audience 
buy. 

Mr.  DeCarlo  has  a  better  than  average  van- 
tagepoint  from  which  to  speak.  He  has  bought 
millions  of  dollars  of  spot  tv-radio  time  through 

the  years  for  NL&B  clients  in  Chicago's  Mid- America  Prudential  Bldg.  At  28  he  has  been 
with  the  agency  for  12  years — (since  his  early 
education  at  Wells  High  School  when  he 
started  as  a  parttime  employe  at  NL&B). 

Don  Dominick  DeCarlo  was  born  in  Chicago 
on  Oct.  30,  1927,  and  after  being  graduated 

from  Wells  in  1944,  attended  DePaul  U.  Un- 
like most  youths,  he  had  a  specific  idea  even 

then  of  his  life's  ambition;  Since  his  second 

year  in  high  school,  he  had  worked  in  NL&B's mailing  and  later  checking  departments,  so  he 
took  up  commerce  at  DePaul.  Young  Don 
took  two  years  of  day  and  five  years  of  night 
courses. 

He  started  fulltime  at  Needham,  Louis  & 
Brorby  on  Dec.  1,  1946,  transferring  from 
mailing  to  checking  in  1947  and  then  to  the 
media  department.  He  joined  the  broadcasting 
division  of  media  in  1948. 

Mr.  DeCarlo  is  buying  spot  for  nine  clients 
—  Crowell-Collier  Pub.  Co  (both  radio-tv), 

Household  Finance  Corp.  (both),  S.  C.  John- 
son &  Son  (both),  Monsanto  Chemical  Co. 

(both),  Palm  Beach  Co.  (radio),  State  Farm 
Insurance  Cos.  (radio  or  tv),  Wieboldt  Stores 
Inc.  (radio),  Wilson  Sporting  Goods  Co.  (both) 
and  Worthington  Corp.  (radio).  Needham, 
Louis  &  Brorby  Inc.  bills  nearly  $4  million  for 
combined  tv-am  spot  out  of  over  $12  million 
total  broadcast  billings  [B«T,  March  12]. 

Mr.  DeCarlo  married  the  former  Antoinette 
Menotti.  They  have  one  child  (Joseph,  2Vz) 

and  live  on  Chicago's  northwest  side.  His 
hobby  is  golf. 
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Mere's  the 

POINT. . . 

University  of  Michigan 

FOOTBALL 

is  the  Hottest  Sports  Attraction 

in  All  of  Michigan  .  .  .  and  All  of  the 

KNORR  STATIONS FOUR 

CARRY  ALL  THE  GAMES! 

The  POINT  is  that  the  4  Knorr  Sta- 

tions offer  the  peak  attractions  that 

build  the  peak  audiences  and  then  offer 

their  time  at  the  absolute  LOWEST 

cost  per  1000  listeners. 

DEARBORN  FLINT 

Detroit  Michigan 

Jfe  m  by  Buying  2  or  More  of 

MM  B#»  these  Powerful  Stations 

<^^f  W &      WKMH  WKMF  WKHM  WSAM 
Dearborn-         Flint,  Jackson,  Saginaw, 

UP        Jfe  f^T0  Detroit  Mich.  Mich.  Mich. 

T<~      M  ^V^k.  BUY  ALL  4  STATIONS  SAVE  15% 
»v    m         WmM         buy  any  3  stations  save  io% 

¥   %S  BUY  ANY  2  STATIONS  SAVE  5% 

JACKSON 
Michigan 

SAGINAW 
Michigan 

Represented  By  Headley-Reed 

KNORR r  o  a  d  c  a  s  t  i  n  g 
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Really  space-saving ! 

Where  floor  area  is  at  a  premium,  such  as  in  "down-town" 
buildings,  or  where  space  must  be  yielded  to  other 

equipment,  the  TT-6A!  is  highly  adaptable.  Its  design 
permits  it  to  be  mounted  flush  to  a  wall  or  in  a  corner 

of  the  room.  Even  in  open  space  it  occupies  less  than 

63  sq.  ft.  When  new  transmitter  buildings  are  contem- 

plated, the  space-saving  TT-6AL  helps  to  save  building 
costs.  The  fact  that  the  rectifier  section  can  be  separated 

and  placed  in  an  adjacent  room  or  basement  is  an  added 

feature  that  saves  valuable  operating  area. 

IS'- 

RCA  PIONEERED  AND  DEVELOPED  COMPATIBLE  COLOR  TELEVISION 



VHF  transmitter! 

featuring  unusual  compactness  and  economy 

...with  power  reserve  to  drive  a  25KW 

Newest  and  most  advanced  in  the  RCA  line  of  low  band  VHF  television  transmitters,  the  com- 

pletely-new-design TT-6AL  is  the  answer  to  medium  power  low  band  requirements  and  simple 
increase  to  25KW. 

it  Most  Compact  Floor  Plan  Ever  Achieved  — Requires  less  than  63  sq.  ft.  of  floor  area  (less  than  any  5kw). 

Transmitter  can  be  placed  flush  to  a  back  wall  or  in  a  corner  of  a  room.  Rectifier  enclosure  can  be 

separated  from  transmitter  and  located  in  an  adjacent  room  or  basement. 

-fc  Design  Reflects  Color  Experience  — Built-in  linearity  correction  circuits  and  intercarrier  frequency 

control  which  accurately  maintains  frequency  separation  between  aural  and  visual  carriers,  assures 

excellent  color  signal  transmission. 

it  Excellent  Accessibility  — Broadband  tuning  controls  are  accessible  without  opening  any  doors.  All 

important  circuits  are  adjusted  from  front  of  transmitter.  "Tilt-out"  construction  of  modulator  and 
exciter  units  (see  photo  below).  Only  one  interlocked  door  for  complete  transmitter. 

ik  Economical  and  Reliable  Operation  —Uses  Type  5762  air-cooled  tubes,  famous  for  long  life  and  relia- 

bility. Complete  overload  protection  with  "grouped"  indicator  lights  makes  trouble-shooting 
quick  and  certain. 

^  Simple  Power  Increase  — The  TT-6AL  easily 

drives  a  2  5kw  amplifier.  Readily  converted 

to  higher  power  with  minimum  changes. 

*  Thermostatically  Controlled  Heaters  for  Rectifier 

Tubes — Suited  to  ambient  temperatures  as  low 

as  0°  C.  Designed  for  attended  or  remote- 
control  operation. 

plus . .  •  many  other  advanced  fea- 
tures too  numerous  to  mention  here.  Get 

the  complete  story  from  your  Broadcast 

Sales  Representative  or  write  for  descrip- 

tive literature  (CatalogBulletin  B-4005). 
In  Canada,  write  RCA  VICTOR  Com- 

pany Limited,  Montreal. 

Maintenance  accessibility  has  been  given  particular 
attention  in  the  TT-6AL.  Exciter  (shown  tilted 
forward)  and  modulator  chassis  are  made  acces- 

sible by  hinged  doors  and  "tilt-out"  chassis 
design.  An  optional  spare  exciter  unit  can  be 
rack-mounted  for  added  "on-air"  assurance. 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT  •  CAMDEN,  N.  J. 



CBS  FOR  CENTRAL  OHIO 

Ask  John  Blair 

The  number  one  Pulse  station 
covering  1,573,820  people  with 
2  Billion   Dollars  to  spend. 

radio 

COLUMBUS,  OHIO 
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—  IN  THE  PUBLIC  INTEREST - 

Forty  Industry  Leaders 
To  Aid  United  Fund  Drive 

FORTY  LEADERS  in  advertising,  broadcast 
ing,  motion  pictures  and  allied  fields  hav 
volunteered  to  help  in  the  1956  fund-raisin 
drive  of  the  United  Community  Campaign 
of  America,  Thomas  F.  O'Neil,  MBS  boan 
chairman  and  chairman  of  the  UCC  radio-tv 
film  committee,  has  announced.  They  are: 

Joseph  M.  Allen,  Assn.  of  National  Adver 
tisers;  Erik  Barnouw,  Writers  Guild  of  America 
Walter  Bunker,  Young  &  Rubicam,  Hollywood 
Milton  Burgh,  MBS;  D.  W.  Burke,  Genera 
Electric  Co.,  Schenectady,  N.  Y.;  Edmund  L 
Cashman,  Foote,  Cone  &  Belding,  Hollywood 
Philip  H.  Cohen,  Sullivan,  Stauffer,  Colwell  i 
Bayles,  New  York;  James  Cope,  Chrysler  Corp. 
Detroit;  Richard  Depew,  ABC-TV;  Edwin  W 
Ebel,  General  Foods  Corp.,  White  Plains 
N.  Y.;  John  H.  Eckstein,  ABC;  J.  S.  Fish 
General  Mills,  Minneapolis;  Frank  M.  Fol 
som,  RCA;  Irving  Gitlin,  CBS;  Leonard  H 
Goldenson,  American  Broadcasting-Paramoun 
Theatres;  John  Halpern,  Erwin,  Wasey  &  Co. 
New  York;  Harold  M.  Hoffman,  Screen  Acton 
Guild;  Cornwell  Jackson,  J.  Walter  Thompsor 
Co.,  Los  Angeles. 

Also,  George  T.  Laboda,  Colgate-Palmolive 
Co.,  New  York;  Abe  Lastfogel,  William  Morris 
Agency,  New  York;  James  L.  MacWithey 
Bristol-Myers  Co.,  New  York;  Sig  Mickelson 
CBS;  Charles  F.  Moore  Jr.,  Ford  Motor  Co, 
Dearborn,  Mich.;  James  C.  Petrillo,  American 
Federation  of  Musicians;  John  B.  Poor, 

MBS;  Hubbell  Robinson  Jr.,  CBS-TV;  Henrj 
Schachte,  Lever  Bros.  Co.,  New  York;  A, 
Schumacher,  Liggett  Drug  Co.,  New  York; 
Craig  Smith,  Gillette  Co.,  Boston;  W.  T. 

Smither,  R.  J.  Reynolds  Tobacco  Co.,  Winston- 
Salem,  N.  C;  Edward  Stanley,  NBC;  Frank 

Stanton,  CBS  Inc.;  Albert  R.  Stevens,  Ameri- 
can Tobacco  Co.,  New  York;  George  T.  Sweet- 

ser,  N.  W.  Ayer  &  Son,  Philadelphia;  Wayne 
Tiss,  BBDO,  Hollywood;  Lewis  H.  Titterton, 

Compton  Adv.,  New  York;  J.  L.  Van  Volken- 
burg,  CBS-TV;  H.  Paul  Warwick,  Warwick  & 
Legler,  New  York;  David  A.  Werblin,  MCA, 
New  York,  and  George  Wolf,  Ruthrauff  & 

Ryan,  New  York. 

WSBT-TV  Listeners  Answer  Blood  Plea 

APPEAL  on  a  news  program  of  WSBT-AM- 
TV  South  Bend,  Ind.,  for  blood  donors  to 
help  a  man  burned  in  a  fuel  explosion  brought 
in  55  volunteers,  according  to  the  stations. 
Jerry  McNab,  mayor  of  Edwardsburg,  Mich., 
went  on  the  air  with  the  request. 

KNXT  (TV)  Daytime  Telethon  Successful 

THE  10-hour,  daytime,,  multiple  sclerosis  tele- 
thon on  KNXT  (TV)  Los  Angeles  wound  up 

with  cash  and  pledges  of  $119,727,  according  to 
the  station.  The  multiple  sclerosis  campaign  will 
continue  in  the  Los  Angeles  area,  through  Aug. 

15,  and  the  goal  is  set  at  $300,000. 

WHAS  to  Air  Childrens'  Crusade 
WHAS  Louisville  has  announced  its  third  Cru- 

sade for  Children  program,  to  be  simulcast 
Sept.  22.  Victor  A.  Sholis,  vice  president  and 
director,  WHAS  Inc.,  declared  negotiations  are 
underway  t®  obtain  nationally  prominent  en- 

tertainers for  the  program.  The  show  will  start 
at  10  p.m.  in  Memorial  Auditorium  and  carry 
on  continuously  until  2  p.m.  Sunday,  Sept.  23. 
Funds  raised  during  the  Crusade  are  used  to 
expand  and  improve  the  services  and  facilities 
for  the  care  and  treatment  of  all  mentally  and 

physically  handicapped  children  of  Kentucky 
and  Southern  Indiana. 
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WOOD LAND 

-TV 

Pills  by  the  billion  pop  down  the  mouth  of  this  vital  market.  Proof:  last 

year  it  coughed  up  $309-million  for  pharmaceutical  and  drug  sales.  But  are 

you  getting  your  share?  Here's  the  country's  20th  television  market.  West- 

ern Michigan  is  YOURS  .  .  .  when  you  buy  WOOD-TV,  Grand  Rapids' 
only  television  station.  Ask  us  to  tell  you  more. 

WOOD-TV 

WOODland  CENTER 
GRAND  RAPIDS,  MICHIGAN 

GRANDWOOD  BROADCASTING  COMPANY  •  NBC  BASIC;  ABC  SUPPLEMENTARY  •  ASSOCIATES:  WFBM-AM 
AND    TV,  INDIANAPOLIS;  W  F  D  F,  FLINT;  WTCN-AM  AND  TV,  MINNEAPOLIS    •     REPRESEN  T  E  D    BY   K  AT  Z  AGENCY 



TWO  CONVENTIONS  IN  FOUR  YEARS? 

AAAA 

MDIOTV 

NEWS  DIR. 

INTL. 

ADV. 

ASSN. 

SMALL  MKT. 

STATIONS 

Covering  two  conventions  every  four  years  would  be  cluck 

soup  for  a  staff  that  takes  on  about  two  a  week,  year  in 

and  year  out.  That's  our  schedule— and  folks  in  radio- 
television  have  come  to  depend  on  B*T  to  tell  them  what 

happened  even  if  they  were  there. 

One  of  our  reporters,  overhearing  a  fragment  of  bridge- 

table  conversation,  once  remarked,  "I'll  bet  Ed  will  have 

us  covering  the  Blackwood  Convention  next."  Another 

claims  that  he  is  destiny's  football,  booted  from  conven- 

tion to  convention  by  B«T's  coverage  policy,  which  is 
based  on  the  belief  that  you  have  to  be  on  hand  if  vou 

expect  to  be  thorough.  Still  another  claims  he  can  test 

acid  with  his  gullet,  and  attributes  his  toughness  to  years 

of  sampling  sarsaparilla  in  the  line  of  duty. 

Whether  the  news  comes  from  rostrum  or  bar,  smoke- 

filled  room  or  committee  meeting,  B»T  is  on  hand— in 

person.  (We  covered  the  American  Rocket  Society  con- 

vention just  to  stay  abreast  of  radio-tv  plans  for  satellites.) 

Perhaps  that's  one  of  the  reasons  why  77,440  readers  every 
week  find  B*T  indispensable. 

Readers  get  first-hand  information  and  advertisers  get 

their  money's  worth.  B»T  carried  more  pages  of  radio-tv 

advertising  (3,832)  in  1955  than  all  other  vertical  publica- 
tions in  its  field  combined. 



CONVENTIONS  COVERED  BY  B»T  IN  PAST  YEAR 

Advertising  Assn.  of  the  West,  Portland  •  AFTRA,  Seattle  •  American 
Bar  Assn.,  Philadelphia  •  Mat'l  Industrial  Stores  Assn.,  Washington  • 
Small  Market  Stations,  New  York  •  West  Va.  Assn.  of  Broadcasters,  White 
Sulphur  Springs  •  CBS  Radio  Affiliates,  Detroit  •  Michigan  Assn.  of 
Broadcasters,  Hidden  Valley  •  NARTB  Region  4,  Chicago  •  NARTB  Region 
1,  Saranac  •  IRE  Professional  Group  on  Bdcst.  Transmission  Systems, 
Washington  •  AP  Radio  &  Tv  Assn.,  New  York  •  NARTB  Region  3,  New 
Orleans  •  Academy  of  Tv  Arts  &  Sciences,  Los  Angeles  •  Pacific  Region 
4  of  AAAA,  Coronado  •  Idaho  Bdcstrs.  Assn.,  Lewiston  •  Theatre  Owners 
of  America,  Los  Angeles  •  Ohio  Assn.  of  Bdcstrs.,  Columbus  •  AIEE 
National  Electronics  Conference,  Chicago  •  Radio  National  Advertising 
Clinic,  New  York  •  AAAA  Central  Div.,  Chicago  •  NARTB  Region  2, 
Roanoke  •  Illinois  Bdcstrs.  Assn.,  Springfield  •  Alabama  Bdcstrs.  Assn., 
University  •  Ky.  Bdcstrs.  Assn.,  Lexington  •  Nat'l  Assn.  of  Tv  Film  Direc- 

tors, Hollywood  •  AAAA  Eastern  Conference,  New  York  •  ANA  Convention, 
New  York  •  NARTB  Region  8,  San  Francisco  •  NARTB  Region  7,  Colorado 
Springs  •  Sigma  Delta  Chi  (KDKA),  Pittsburgh  •  NAEB  Nat'l  Convention, 
Chicago  •  TvB  Annual  Meeting,  Chicago  •  Sigma  Delta  Chi,  Chicago  • 
NARTB  Region  5,  Des  Moines  •  Texas  Assn.  of  Bdcstrs.,  Dallas  •  NARTB 
Region  6,  Dallas  •  Radio-Tv  News  Directors  Assn.  Convention,  Denver  • 
Indiana  Bdcstrs.  Assn.,  Indianapolis  •  Pub.  Rel.  Soc.  of  America,  Los 
Angeles  •  Assn.  of  Television  Film  Distributors,  New  York  •  IRE  Institute, 
Washington  •  American  Rocket  Society  Annual  Meeting,  Chicago  •  N.  C. 
Assn.  of  Bdcstrs.,  Bermuda  Cruise  •  Arizona  Bdcstrs.  Assn.,  Nogales  • 
NATRFD  (Farm  directors),  Chicago  •  NBC-Tv  Affiliates  semiannual  conv., 
Chicago  •  RAB  Membership  meeting,  New  York  •  Baseball  Major  Leagues 
annual  meeting,  Chicago  •  NRDGA  Convention,  New  York  •  NCAA  Conven- 

tion, Los  Angeles  •  International  Home  Furnishings  Market,  Chicago  • 
Nat'l  Appliance  &  Radio-Tv  Dealers  Assn.  convention,  Chicago  •  Newspaper 
Advertising  Executives  Assn.,  Chicago  •  NARTB  boards,  Chandler,  Ariz.  • 

Executive  and 

B«T  Bldg.,  1735  DeSales  St.,  N.  W. 

State  Assn.  Presidents,  Washington  •  ANA,  Hot  Springs  •  International 
Radio  Consultive  Committee  (CCIR)  of  International  Telecommunications 
Union,  UN,  New  York  •  IRE,  New  York  •  Ohio  Assn.  of  Radio  &  Tv  Broad- 

casters, Cleveland  •  Premium  Adv.  Assn.,  Chicago  •  CARTB  (Canadian), 
Toronto  •  Southern  Calif.  Assn.  of  Adv.  Agencies,  Palm  Springs  •  Washing- 

ton State  Assn.  of  Bdcstrs.,  Seattle  •  NARTB  Convention,  Chicago  • 
American  Society  of  Newspaper  Editors,  Washington  •  ANPA,  New  York  • 
AAAA,  White  Sulphur  Springs  •  International  Adv.  Assn.  conv.,  New 
York  •  AWRT  convention,  Boston  •  SMPTE,  New  York  •  Penna.  Assn.  of 
Bdcstrs.,  Pocono  Manor  •  TvB  Adv.  Agencies,  New  York  •  Assn.  Maximum 
Service  Telecasters,  New  Orleans  •  Visual  Communications  Conference, 
New  York  •  AFA,  Philadelphia  •  AFM,  Atlantic  City  •  RETMA,  Chicago  • 
NARTB  Boards,  Washington  •  Colorado  Bdcstrs.  &  Telecasters,  Estes 
Park  •  Adv.  Assn.  of  West,  Los  Angeles  •  D.C.-Md.  Assn.,  Ocean  City 

Publication  Hq., 

,  Wash.  6,  D.  C. 



CHANNEL  11 

LITTLE  ROCK 

Inn 
gmSS^SJSA 
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111 
IBS 

FACILITIES:   Finest  and  most  complete  in  the  Central 

South.  Superb  new  building  .  .  .  two  large 

studios  .  .  .  20'  revolving  turn-table  .  .  .  fully- 

equipped  kitchen  .  .  .  four  camera  chains  and 

other  up-to-the-minute  technical  equipment! 

ANTENNA :  Tallest  antenna  in  the  Central  South— 1756' 

above  average  terrain! 

CBS:  Primary  CBS  affiliation  — Channel  11  — 316,000  watts! 

Let  your  Branham  man  give  you  all  the  new  KTHV  facts! 

316,000  Watts  •  Channel  ̂  

Henry  Clay,  Executive  Vice  President 
B.  G.  Robertson,  General  Manager 
AFFILIATED  WITH  KTHS,  LITTLE  ROCK 

AND  KWKH,  SHREVEPORT 
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CELLER  GETS  SET  TO  STAGE 

OWN  NETWORK  SPECTACULAR' 

•  New  York  hearings  expected  to  draw  biggest  headlines  yet 

•  'Secret'  data  on  affiliations,  talent  pacts  to  be  aired 

•  FCC  will  be  asked  about  personal  dealings  with  industry 

•  Significant:  hearings  set  for  heat  of  election  campaign 

WHAT  PROMISES  to  be  the  most  headlined 
industry  probe  of  this  meteoric  television  decade 
will  be  launched  in  New  York  next  month 
when  the  House  Antitrust  Subcommittee  begins 
hearings  in  its  hunt  for  monopoly  among  the 
tv  networks. 

That  the  probe  will  be  held  in  the  bailiwick 

of  the  House  antitrust  group's  chairman,  Rep. 
Emanuel  Celler  (D-N.  Y.),  a  well  as  in  the  tv 

network's  backyard,  and  that  the  all-embracing 
hearings  may  run  up  to  the  eve  of  the  Nov.  6 
elections,  was  deemed  by  observers  last  week 
to  be  more  than  coincidental. 

Networks,  the  FCC,  talent  and  advertising 
agencies,  the  NARTB,  uhf  people  and  others 
who  work  in  the  tv  vineyards,  will  be  called  to 
testify  at  the  sessions.  The  subcommittee  had 

"no  comment"  last  week  on  just  when  the  hear- 
ings will  begin,  but  said  they  will  start  some- 
time after  the  Sept.  10  date  previously  indicated 

by  the  House  group  as  a  starting  date.  A 
spokesman  hinted  that  sessions  are  likely  to 
run  well  into  October. 

While  Chairman  Celler  is  in  Chicago  serving 
as  a  member  of  the  Resolutions  &  Platform 
Committee  of  the  Democratic  National  Com- 

mittee preparatory  to  the  nominating  activities 
this  week,  the  staff  of  his  subcommittee  is 
dredging  up  grist  from  several  sources  to  be 
aired  at  the  hearings. 

Members  of  the  staff  who  have  been  active 
in  the  tv  investigation  are  Herbert  N.  Maletz. 
chief  counsel;  Kenneth  R.  Harkins,  co-counsel; 
Samuel  R.  Pierce  Jr.,  associate  counsel,  and 
Leonard  Appel,  Thomas  H.  McGrail  and  Julian 
H.  Singman,  assistant  counsels.  Rep.  Celler, 
who  heads  the  antitrust  unit  known  as  Subcom- 

mittee No.  5  of  the  House  Judiciary  Committee 
as  well  as  the  full  committee,  is  a  veteran  of  34 
years  in  the  House,  beginning  in  1923. 

Last  week,  the  subcommittee  staff  lowered 
the  boom  at  least  three  times  in  foraging  for 
information.  It: 

•  Ordered  the  tv  networks  to  supply  it  with 
all  affiliation  contracts  and  all  talent  contracts 

— the  latter  considered  to  be  top  classified 
"trade  secret"  data  involving  the  big  name  talent 
and  advertiser-network  dealings.  (Earlier,  CBS 
and  NBC  had  been  ordered  to  supply  corre- 

spondence, memoranda  and  telephone  nota- 
tions on  all  dealings  on  tv  with  the  FCC  and  its 

staff,  dating  back  to  1948.) 
•  Asked  FCC  members  for  access  to  their 

personal  files,  dating  back  to  1950,  relating  to 
correspondence  between  commissioners  and 
persons  interested  in  radio,  television  and  com- 
munications. 

•  Asked  NARTB  to  furnish  it  with  all  ac- 
counts from  1950  to  date  showing  when  mem- 

bers of  the  FCC  or  its  staff  attended  NARTB 
annual  or  district  meetings  and  amounts  paid 
for  hotels,  meals,  entertainment,  etc. 

The  networks,  it  was  learned,  received  the 
requests  for  affiliate  and  talent  contract  data 
last  Monday.  Previous  requests  from  the  House 

group  and  other  congressional  committees  in- 
vestigating the  networks  during  this  Congress 

had  almost  demoralized  the  internal  operations 
of  CBS  and  NBC,  it  was  reported,  although 
officials  were  loath  to  talk.  Moreover,  the 

FCC's  own  Network  Study  Committee  has 
been  "examining"  network  files  and  submitting 
questionnaires  in  its  survey  of  network  opera- 

tions along  with  operatives  of  the  Federal 
Bureau  of  Investigation,  functioning  for  the 

THE  INVESTIGATORS 

HERE  are  the  principals  of  the  House  Antitrust 

Subcommittee  who  have  figured  in  the  unit's 
television  investigation,  together  with  their  pro- 

fessional backgrounds: 

The  Chairman:  Emanuel  Celler  (D-N.  Y.), 
who  has  served  in  Congress  since  1923.  He  has 
headed  the  House  Antitrust  Subcommittee  since 
it  was  organized  in  April  1955  and  also  is 
chairman  of  the  parent  House  Judiciary  Com- 
mittee. 

Chief  Counsel:  Herbert  N.  Maletz,  who  has 
been  with  the  subcommittee 

since  its  organization.  1953- 
55,  private  law  practice  in 
Washington,  D.  C;  1951-53, 

progressively  assistant,  associ- 
ate and  deputy  to  chief  coun- 
sel, Office  of  Price  Stabiliza- 
tion (OPS);  1946-51,  special 

assistant  to  Attorney  General 

in  Antitrust  Division  of  Justice  Dept.;  1942-46, 

Army  service;  1941-42,  attorney  with  Truman 
Committee  of  Senate;  1939-41,  review  attorney 
with  Works  Progress  Administration  (WPA). 

Associate  Counsel:  Samuel  R.  Pierce  Jr.,  who 

joined  the  House  unit  in  June 

1956;  1955-56,  assistant  to 
Undersecretary  of  Labor; 

1953-55,  assistant  U.  S.  attor- 
ney for  Southern  District  of 

New  York;  1945-53,  assistant 
district  attorney  for  New  York 

County,  New  York. 

Co-counsel:  Kenneth  R.  Harkins,  who  has 
been  with  the  subcommittee  since  shortly  after 
it  was  organized  in  April  1955.  Mr.  Harkins, 
who  at  present  is  away  on  vacation,  served  the 
previous  five  years  as  a  trial  attorney  in  the 
Antitrust  Division,  Justice  Dept.,  and  before 
that  was  an  attorney  with  the  Federal  Housing 
Administration  (FHA). 

Assistant  Counsel:  Leonard  Appel,  who 

joined  subcommittee  in  Janu- 
ary 1956;  1954-55,  administra- 
tive assistant,  Denver  (Colo.) 

County  Court;  1950-53,  gen- 
eral counsel,  Construction  In- 

dustry Stabilization  Commit- 
tee, Dept.  of  Labor;  1947-49, 

legal  advisor,  Labor  Division, 

Supreme  Commander  of  Al- 
lied Powers,  Japan;  1946-47,  executive  officer 

in  Army  Office  of  Strategic  Services;  1938-42, 
litigation  supervisor.  National  Labor  Relations 
Board  (NLRB). 

Assistant  Counsel:  Thomas  H.  McGrail,  who 
joined  subcommittee  in  April 
1955;  1951-55,  trial  attorney. 
Civil  Division  of  Justice  Dept. 

In  the  Justice  Dept.,  Mr.  Mc- 
Grail's  work  was  devoted  ex- 

■  clusively  to  representing  the 

Wki  government  in  trial  and  argu- JHp  Jj   ment  of  cases  in  the  U.  S. Court  of  Claims.    He  is  a 
graduate  of  Harvard  Law  School  (1950). 

Assistant  Counsel:  Julian  H.  Singman,  who 

joined  the  House  unit  in  May 
1956;  1954-56,  trial  attorney, 

appellate  section  of  Civil  Di- 
vision, Justice  Dept.;  1953- 

54,  law  clerk  to  the  late  Chief 
Judge  Harold  Stephens  of  the 
U.  S.  Court  of  Appeals  for 
D.  C. 
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Antitrust  Division  of  the  Justice  Dept.  in  its 
survey  of  network  operations. 

The  Celler  subcommittee's  demand  for  talent 
information  is  regarded  by  networks  as  the 
most  onerous — and  potentially  dangerous  to 
network  affairs — yet  to  strike.  Even  congres- 

sional committees  are  enjoined  from  divulging 
private  contractual  matters  which  constitute 

the  life-blood  of  competition,  it  was  said. 
Messrs.  Maletz  and  Singman  called  at  the 

FCC  Friday,  Aug.  3,  and  asked  to  examine  the 
files  of  individual  commissioners,  dating  back 
to  1950.  Because  the  FCC  was  (and  is)  in  re- 

cess, and  because  Chairman  George  C.  McCon- 
naughey  was  not  due  to  return  until  last  Mon- 

day, Aug.  6,  the  request  was  held  in  abeyance. 
Upon  his  return  last  Monday,  Mr.  McCon- 

naughey  wrote  Chairman  Celler  that  the  oral 

request  "appears  to  be  extremely  broad"  and 
that  he  was  unable  to  determine  exactly  what 
was  wanted.  He  asked  for  a  request  in  writing, 
and  speaking  for  himself,  said  he  would  be 
happy  to  cooperate  in  making  available  specific 
documents  or  information  concerning  industry 
correspondence. 

The  request  to  NARTB  for  information  on 
expenses  paid  for  commissioners  and  members 
of  the  FCC  staff  came  in  a  telephone  call  to 
NARTB  President  Harold  E.  Fellows  from  a 

staff  member  of  the  House  subcommittee.  Be- 
cause Mr.  Fellows  was  on  vacation,  the  call 

was  referred  to  Vincent  Wasilewski,  NARTB 

manager  of  government  relations.  Mr.  Wasi- 

lewski called  at  the  House  unit's  headquarters 
Monday  afternoon  and  was  told  that  a  letter, 
incorporating  a  request  for  the  data,  would  be 
sent  to  Mr.  Fellows.  The  letter,  bearing  Rep. 

Celler's  signature,  was  mailed  Tuesday  (see 
text  of  Celler  letter  below). 

Because  of  the  unprecedented  nature  of  the 

request,  copies  of  Rep.  Celler's  letter  were  sent 
by  Mr.  Fellows  to  the  NARTB  board  for  policy 
guidance. 

Emergency  Meeting 

Although  the  FCC  technically  is  in  recess 
for  the  month  of  August,  six  of  the  seven  mem- 

bers of  the  Commission  met  last  Thursday 
morning  with  the  main  order  of  business  the 

Celler  subcommittee's  request  to  examine  per- 
sonal files  of  members.  Only  Comr.  Rosel  H. 

Hyde  was  absent. 
Since  Chairman  McConnaughey  already  had 

requested  greater  specificity  from  Rep.  Celler 
on  precisely  what  data  was  required,  members 
of  the  Commission  apparently  were  agreed  that 
the  formal  request  from  the  chairman  would 
be  awaited.  It  also  was  recognized  that  the  sub- 

committee could  subpoena  individual  commis- 

sioners' files.  Several  were  disposed  to  have the  data  subpoenaed  rather  than  handed  over 
voluntarily.  There  was  some  discussion  on  the 
extent  to  which  the  work  of  individual  commis- 

sioners would  be  impeded  with  files  removed. 
There  were  indications  last  week,  too,  that 

the  networks  would  not  give  in  easily  on  the 
request  for  talent  contracts  with  tv  personal- 

ities. In  one  quarter  it  was  indicated  the  sub- 
committee might  be  advised  of  a  preference  to 

have  such  contracts  subpoenaed  rather  than 
voluntarily  thrown  open  to  scrutiny. 

Some  industry  observers  felt  that  the  House 

group's  disregard  for  the  confidentiality  of  in- formation it  obtains  was  made  evident  last 
month  when  hitherto  secret  1955  figures  sup- 

plied to  the  FCC  on  the  financial  operation  of 
the  networks  and  their  owned  stations  were  re- 

vealed by  the  subcommittee  for  all  competition 
to  see  [B»T,  juiy  23,  16].  The  figures  were 
made  public  despite  the  FCC  warning,  when 
it  supplied  the  data,  that  the  information  had 
been  collected  on  a  confidential  basis  and  was 
to  be  used  only  in  weighted  aggregates. 

The  House  antitrust  group  has  indicated  that 
in  the  New  York  hearings  it  will  go  into  net- 

work affiliation  and  other  practices  involving 
time  options  and  must  buys,  vhf-uhf  problems, 
the  problems  of  independent  film  producers  in 
placing  their  programs  on  tv,  AT&T  line 
charges  and  network  talent  contracts.  The  sub- 

committee staff  evidences  a  particular  interest 
in  exclusive  talent  contracts  with  tv  networks. 

The  subcommittee  already  had  delved  into 
two  other  subjects  at  earlier  sessions. 

The  first  was  the  NBC-Westinghouse  Broad- 

casting Co.  "swap"  of  their  respective  radio 
and  tv  stations  in  Cleveland  and  Philadelphia. 
On  Feb.  27,  Stanley  N.  Barnes,  then  head  of 

the  Justice  Dept.'s  Antitrust  Division,  told  the 
subcommittee  the  Justice  Dept.  was  investi- 

gating the  swap  [B«T,  March  5].  In  June,  the 
FCC  was  called  to  testify  on  the  transaction 
and  asked  to  explain  why  the  Commission  ap- 

proved the  swap  when  an  FCC  staff  investiga- 
tion had  indicated  WBC  officials  felt  NBC  had 

used  pressure  against  them  [B*T,  July  2].  FCC 
members  testified  they  approved  the  swap  after 
McFarland  letter  replies  from  both  parties 
failed  to  uncover  any  evidence  of  pressure. 

The  second  was  an  early-July  return  session 
with  the  FCC  in  which  the  subcommittee  ques- 

tioned Commission  members  on  tv  network 
option  time  and  must  buy  practices,  and  at 
which  Chairman  Celler  revealed  the  figures  on 

CBS  and  NBC  returns  for  1955,  using  the  con- 

THE  WHO  WENT  WHERE 

OF  FCC-NARTB  TRAVELS 

MEMBERS  of  the  FCC  took  part  in  eight 
NARTB  regional  meetings  and  the  annual 
convention  in  the  last  year,  plus  a  few  assorted 
industry  gatherings,  the  Celler  investigating 
committee  will  learn  when  it  looks  over  activi- 

ties of  the  Commissioners. 
For  their  regional  meeting  speeches  and 

participation  in  the  annual  convention  these 
officials  received  free  meals  when  they  attended 
luncheons  or  dinners  on  the  agenda,  plus  free 
registration  and  hotel  rooms.  NARTB  seldom 
pays  speakers,  except  in  the  case  of  clergy  or 
an  occasional  featured  personality.  In  line 
with  trade  association  practice,  NARTB  picks 
up  the  hotel  bills  of  non-industry  speakers. 

In  1955  NARTB  invited  the  Commission  to 
send  a  member  to  each  regional  meeting,  with 
the  Commission  setting  up  the  schedule  of 
participations.  Besides  their  formal  banquet 
speeches,  Chairman  George  C.  McConnaughey 
and  the  other  six  members  took  part  in 
informal  industry  discussions. 

Last  year  the  schedule  of  FCC  participations 
in  NARTB  regional  meetings  was  as  follows: 
Chicago,  Sept.  20,  Comr.  Robert  E.  Lee; 
Saranac  Inn,  N.  Y.,  Sept.  23,  Comr.  Robert 
T.  Bartley;  New  Orleans,  Sept.  29,  Comr. 
Richard  A.  Mack;  Roanoke,  Va.,  Oct.  13, 
Chairman  McConnaughey;  San  Francisco,  Oct. 
25,  Comr.  E.  M.  Webster;  Colorado  Springs, 
Nov.  2,  Comr.  Bartley;  Des  Moines,  Nov.  8, 
Comr.  Rosel  H.  Hyde;  Dallas,  Nov.  16,  Comr. 
John  C.  Doerfer. 

At  the  NARTB  convention  in  Chicago  last 
spring,  Commission  members  took  an  active 
part  in  proceedings.  Chairman  McConnaughey 
addressed  a  combined  management-engineering 
luncheon,  proposing  a  crash  research  program 
to  work  out  uhf  apparatus  problems.  Among 
activities  was  the  annual  FCC-industry  round- 
table  at  which  Commission  members  answered 
questions  submitted  from  the  floor. 

Again  this  summer,  FCC  members  have  been 
invited  to  take  part  in  the  regional  meetings. 

fidential  FCC  figures  [B«T,  July  16]. 

In  March,  charges  had  been  made  by  a  sub 
committee  of  the  House  Small  Business  Com 
mittee  that  the  networks  (and  others)  were  in- 

fluencing FCC  decisions.    The  subcommittee 

headed  by  Rep.  Joe  L.  Evins  (D-Tenn.),  sub- 
poenaed RCA-NBC  and  CBS  records  on  deal 

ings  with  the  FCC  and  questioned  two  broad- 
casters about  alleged  White  House  influence  in 

FCC  decisions  [B»T,  March  26].   These  sub- 
poenaed records  later  were  made  available  for 

inspection  by  the  Celler  subcommittee. 
In  the  Celler  probe,  some  significance  was 

seen  in  the  subcommittee's  specification  that 
the  data  requested  both  from  the  FCC  and 
NARTB  be  from  January  1950.  Earlier,  when 
the  Evins  subcommittee  had  subpoenaed  the 
RCA-NBC  and  CBS  records,  this  House  group 
had  asked  for  records  dating  from  January 
1953.  Political  significance  was  ascribed  to  this 
date  because  it  coincided  with  the  beginning  of 
the  Eisenhower  Administration. 

The  request  to  the  networks  for  correspond- 
ence and  memoranda  dating  back  to  1948  pre- 

sumably was  pegged  upon  the  beginning  of  the 
television  freeze,  which  terminated  in  1952. 

The  Celler  requests  for  personal  correspond- 
ence of  commissioners  dating  back  to  1950 

could  mean  commissioners  whose  terms  since 
have  expired  or  who  have  resigned  might  also 
be  required  to  supply  the  information  sought. 
These  would  cover  former  Comrs.  E.  M.  Web- 

ster, who  retired  last  June  30;  Frieda  B.  Hen- 
nock,  whose  term  ended  June  30,  1955;  George 

E.  Sterling,  who  resigned  Sept.  30,  1954;  for- 
mer Chairman  Paul  A.  Walker,  who  retired 

June  30,  1953;  Robert  F.  Jones,  former  GOP 
congressman  from  Ohio,  who  resigned  Sept.  19, 
1952,  and  former  Chairman  Wayne  Coy,  now 

president-general  manager  of  KOB-AM-TV  Al- 
buquerque, who  resigned  Feb.  21,  1952. 

What  Celler  Wants 

Here  is  the  text  of  the  letter  which  Rep. 
Celler  sent  to  Mr.  Fellows: 

"The  House  Judiciary  Antitrust  Subcom- 
mittee is  currently  studying  antitrust  and 

monopoly  problems  in  the  television  broadcast- 
ing industry.  The  cooperation  of  your  organi- 

zation in  this  study  is  requested. 

"In  this  connection  it  would  be  appreciated 
if  the  staff  of  the  Antitrust  Subcommittee  could 
examine  at  your  offices  certain  of  your  files  for 
the  purpose  of  designating  documents  in  which 
the  subcommittee  is  interested. 

"The  files  of  the  NARTB  which  the  subcom- 
mittee would  examine  under  this  procedure  are 

those  files  which  contain  the  following  types 
of  information  covering  the  period  Jan.  1,  1950, 
to  date: 

"1.  All  communications  between  any  officer 
or  employe  of  NARTB  and  any  member  or 

employe  of  the  Federal  Communications  Com- 
mission; 

"2.  All  communications,  including  corre- 
spondence, inter-office  and  other  memoranda, 

minutes  of  meetings,  reports,  memoranda  of 
telephone  or  other  verbal  communications  or 
other  materials,  relating  in  any  way  to  discus- 

sions or  communications  between  any  officer 
or  employe  of  NARTB  and  any  member  or 

employe  of  the  Federal  Communications  Com- 
mission; 

"3.  All  records  relating  to  expenses  paid  by 
NARTB  to,  or  in  behalf  of,  any  member  or 

employe  of  the  Federal  Communications  Com- mission. 

"The  subcommittee  desires  to  exclude  from 
this  request  any  completed  forms,  briefs,  or 
other  formal  documents  of  public  record  filed 
with  the  Federal  Communications  Commission 

by  the  National  Assn.  of  Radio  Television 

Broadcasters  or  any  representatives  thereof." 
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FILMS  FOR  FALL 

Celluloid  product  will  account 

for  half  billion  in  year's  sales 

MORE  THAN  half  a  billion  dollars. 

That's  the  estimated  annual  time-and-pro- 
gram  cost  of  filmed  shows  on  television  slated 
for  the  coming  year. 

And,  by  some  counts,  it's  an  extremely  con- 
servative estimate.  At  least  one  film  syndicate 

sales  head  would  put  the  figure  more  than  50% 
higher. 

But  conservative  as  it  is,  B«T's  estimate  of 
the  volume  of  tv  film  business  represents 
roughly  a  50%  increase  over  the  estimated 
annual  total  made  a  year  ago  [B»T,  July  11. 

1955J.  And  the  bases  for  both  years'  estimates 
are  the  same:  the  anticipated  gross  tv  time  and 
program  costs  for  the  year  and  the  share  of 
that  total  which  will  come  from  films  on  televi- 
sion. 

For  the  year  1956,  Television  Bureau  of  Ad- 
vertising estimates  that  advertisers  will  spend 

$1,227  billion  for  tv  time  and  programs.  A 

B»T  survey  of  the  way  television  stations' time  on  the  air  is  divided,  made  in  March 

[B»T,  April  2],  showed  that  on  the  average 
43.3%  of  the  overall  air  time  was  devoted  to 
film  programming. 

Simple  arithmetic  is  all  that  is  needed  to 
arrive  at  the  conclusion  that  the  revenue  at- 

tributable to  tv  films  is  $531.29  million.  And. 
with  the  increase  in  the  number  of  films  made 
specially  for  television  that  will  be  on  the  air 
this  fall,  plus  the  multitude  of  films  made  orig- 

inally for  theatre  showing  that  have  become 

available  for  tv  in  the  past  few  months,  film's 
share  of  the  total  may  well  be  much  more  than 
43%,  much  more  than  $531  million. 

Since  July  of  last  year,  when  General  Tele- 
radio  (now  RKO  Teleradio  Pictures)  bought 
the  RKO  Radio  Pictures  film  library  for  $25 
million  [B«T,  July  25,  1955]  and  made  them 

Continues  on  page  38 



CRUNCH  AND  DES  NBC  Film 

GANGBUSTERS  RKO  Teleradio 

BUFFALO  BILL  JR.  Flying  A 

ANNIE  OAKLEY  Flying  A 
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available  for  tv  use  through  C&C  Television 

Corp.  [B»T,  Jan.  2],  other  major  motion  pic- 
ture producers  have  rushed  to  put  their  feature 

films  and  short  subjects  on  the  tv  counter,  until 
today  Paramount  Pictures  Corp.  is  virtually  the 
only  holdout. 

This  flood  of  feature  films,  including  some 
of  the  greatest  box  office  successes  in  motion 
picture  history,  offers  to  the  makers  of  films 
for  television  perhaps  the  toughest  competition 
.hey  have  yet  met.  How  to  compete  with  it 
is  one  of  the  two  biggest  problems  now  facing 
he  tv  film  producers.  The  other  is  how  to  find 
air  time  for  their  product,  always  difficult  and 
particularly  so  during  the  choice  evening  hours 
when  popular  network  programs  predominate. 

Despite  this  dual  threat  of  old  and  new 
problems,  the  tv  film  producers  and  distributors 

participating  in  B«T's  annual  roundup  view  the 
future  with  reasonable  optimism.  Though 
opinion  varied,  industry  leaders  were  unani- 

mous on  one  point:  good  quality  tv  film  can 
stand  the  competition  of  feature  film.  But  they 
reluctantly  agreed  that  time  period  scarcity  is  a 
roadblock  which  is  not  expected  to  be  removed 
'n  the  foreseeable  future. 
Among  the  trends  and  comments  mentioned 

by  leading  tv  film  distributors  and  producers were : 

•  Tv  film  production  costs  continue  up  and 
up.  Today  they  are  15-25%  higher  than  last 

year. 
•  There  will  be  a  decrease  in  the  number 

of  first-run  syndicated  properties  because  of 
costs,  and  an  increase  in  re-runs. 

•  Price-cutting  by  some  distributors  con- 
tinues to  be  a  factor  in  complicating  the  prob- 

lems of  "ethical"  distributors. 
•  More  producers  and  distributors  are  aim- 

ing for  initial  network  sale  of  a  pilot,  holding 
off  syndication  for  the  subsequent  run,  as  a 
means  of  recouping  some  of  their  investment. 

•  Distributors  are  eyeing  the  overseas 
market  more  sharply  to  supplement  their  in- 
comes. 

•  Producers  and  distributors  do  not  feel 
that  feature  films  will  hurt  films  made  for  tv 

because  features  will  play  in  "marginal"  times, 
late  evening  or  early  afternoon,  while  tv  films 

will  continue  to  occupy  the  "more  desirable" time  slots. 

John  A.  Sinn,  president  of  Ziv  Television 
Programs,  believes  the  tv  film  field  will  be 

entering  "its  most  intensely  competitive  period." 
He  contends  that  survival  will  be  of  "the 
fittest,"  with  the  "ultimate  answer  lying  in  the 
quality  of  the  telefilm  shows  being  produced. 
The  problem  is  not  so  much  of  selling  adver- 

tisers on  the  values  of  film  usage  but  of  finding 

good  Class  A  time  in  major  markets." 
Don  L.  Kearney,  vice  president  in  charge  of 

sales  for  ABC  Film  Syndication,  predicts  that 
network,  national  spot  and  local  advertisers 

"probably  will  spend  more  than  $650  million 
for  time  connected  with  television  films  in  the 

year  beginningg  Sept.  1,  1956."  He  believes 
network  advertisers  will  spend  "well  over  $200 
million"  on  time  purchases  for  tv  filmed  pro- 

gramming. Mr.  Kearney  views  the  coming 

year  "with  great  optimism"  with  a  wider  use  of 
films,  "particularly  if  some  way  can  be  found 
to  increase  the  number  of  tv  stations  in  the 
high  population  centers  and  thereby  make  more 

time  available." 
Milton  A.  Gordon,  president  of  Television 

Programs  of  America,  estimates  that  film  pro- 
duction costs  for  1956  are  a  minimum  of  17% 

higher  than  last  year  and  contends  that  "re-run 
fees  to  actors  and  other  talent  can  increase 

costs  as  much  as  40%,  compared  to  last  year." 
"Film  distributors,"  Mr.  Gordon  declared, 

"are  placed  between  two  pressures — the  cost  in- 
creases on  the  one  hand  and  competitive  factors 

tending  to  hold  down  price  levels,  on  the  other. 
These  pressures,  combined  with  telecast  time 
scarcities,  complicate  the  fundamental  problem 
of  recouping  the  $1,750,000  which  represents 
the  minimum  cost  of  39  half-hour  episodes,  in- 

cluding production,  advertising,  bank  interest 
and  mailing  expenses.  Obviously,  price  rises  are 

inevitable." 
Ralph  M.  Cohn,  vice  president  and  general 

manager  of  Screen  Gems,  characterizes  the 

lack  of  station  facilities  as  the  "greatest  prob- 
lem" facing  the  tv  film  field  particularly  and 

tv  generally.  Because  of  the  "scarcity"  of  sta- 
tions and  time  periods,  many  of  the  local  and 

regional  advertisers  have  no  opportunity  to  ad- 
vertise their  products,  according  to  Mr.  Cohn. 

Mr.  Cohn  believes  there  will  be  "no  substantial 
change"  in  the  amount  of  business  grossed  by 
the  tv  film  industry  for  1956-57,  as  compared 

with  1955-56. 

The  Hollywood  Outlook 

With  U.  S.  commercial  stations  carrying  an 

average  of  almost  33  hours  of  film  program- 
ming each  week,  producers  point  out  that  this 

means  a  market  of  nearly  800,000  hours  to  be 
filled  in  1956  and  which  will  exceed  one  mil- 

lion hours  within  another  couple  of  years. 
Many  feel  this  signifies  a  rich  potential  for 

their  product  not  even  considering  the  com- 
petitive factor  of  program  quality. 

Film  buyers  for  television  stations  in  Los 
Angeles,  right  in  the  heat  of  most  production, 
appeared  to  be  in  general  agreement  that  new 
first-run  syndicated  offerings  this  year  are  well 
below  that  of  previous  years. 

"It  gives  us  great  concern,"  Richard  Wool- 
ten,  buyer  for  KTTV  (TV)  there,,  told  B»T. 
"We  were  able  to  pick  10  to  12  new  shows  last 

year  from  the  first-run  offering,  but  it's  tough 
to  do  it  this  season.  It's  apparent  that  if  the 
syndicator  could  still  make  money  in  this 

field,  he  would  do  it." Mr.  Woolten  noted  a  new  trend  in  the  re- 
runs of  good  film  packages  by  the  networks  in 

daytime  periods  after  the  series  had  completed 

their  first  runs  at  night.  "It  used  to  be  that  this 
second  run  material  found  its  way  into  the 

syndicating  market,"  he  explained.  He  also commented  that  because  the  networks  are 

scheduling  more  full-hour  and  even  90-minute 
shows,  particularly  in  the  case  of  the  latter, 

the  producer  of  the  traditional  half-hour  pack- 
age is  faced  with  a  shrinking  market. 

Other  buyers,  not  wishing  to  be  quoted, 

noted  a  different  important  factor  in  this  year's film  market.  Several  said  that  local  advertisers 

really  can't  afford  the  cost  of  first-run  material 
to  begin  with  and  the  second,  third  and  fourth 
run  packages  are  more  adaptable  to  smaller 
budget  accounts  which  are  barely  able  to  pay 
for  tv  time,  let  alone  gamble  on  a  high  cost 
untried  vehicle. 

All  agreed  that  the  total  film  offering  this 
season  is  larger  than  heretofore,  although  they 

thought  the  selection  "is  rather  picked  over." 
They  said  they  would  welcome  greater  fresh 
selection  if  the  cost  factor  could  be  reasonable 
enough  to  interest  advertisers.  One  buyer  for 
a  network  outlet  said  he  actually  has  been 
forced  contact  distributors  to  find  new  films. 

A  few  pointed  out  that  the  release  of  major 
motion  picture  backlogs  to  television  is  having 
a  very  direct  impact  on  syndicated  product, 

since  each  90-minute  movie  kills  off  the  poten- 
tial market  for  three  half-hour  packages. 

From  other  sources,  however,  there  are  in- 
dications of  some  stations  reverting  to  half- 

hour  packages  after  trying  the  90-minute  fea- 
tures, especially  during  the  daytime.  The  rea- 

son is  this.  Once  a  housewife  begins  watch- 
ing a  good  movie  she  usually  will  stick  with  it 

to  the  finish,  even  though  she  might  not  wish 
to  devote  so  much  time  away  from  her  house- 

hold chores.    As  a  result,  she  may  steel  her- 
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self  against  turning  the  set  on  so  she  can  do 
her  work.  With  the  half-hour  program,  the 
housewife  can  watch  a  complete  story  satisfied 
she  can  still  have  a  breaking-away  point  be- 

fore too  long  if  she  is  so  inclined. 

Observers  contend  there  is  a  big  potential 
for  new  series  even  though  there  appear  to  be 
fewer  available  this  year.  One  reason  they 
cite  is  that  contrary  to  exceptional  shows  like 
/  Love  Lucy,  the  public  gets  tired  of  the  same 
faces  and  situations  week  after  week. 

"The  insatiable  maw  of  television"  is  more 
than  a  Hollywood  phrase  designed  to  encour- 

age producers  having  a  rough  time  marketing 
their  syndicated  product.  It  also  applies  to 
talent.  The  entertainment  world  as  it  is 
known  today  is  only  a  step  off  the  vaudeville 
stage  and  television  is  full  of  personalities  who 
got  their  start  in  the  older  medium.  But  in 
vaudeville  talent  spent  a  lifetime  perfecting  a 
specific  routine  which  is  now  spent  with  a 
single  national  exposure  on  tv,  they  note. 
Television  demands  that  this  lifetime  of  cre- 

ativity, compress  itself  into  new  birth  every 
seven  days. 

Veteran  performer  Edgar  Bergen  observed 
that  comedians  who  were  stars  for  25  years 
have  washed  out  in  television  within  six 

months.  They  shouldn't  appear  more  often 
than  once  a  month,  he  indicated,  despite  his 

own  weekly  appearance  on  CBS-TV's  Do  You 
Trust  Your  Wife.  He  said  he  is  prepared  to 
bow  out  of  tv  in  another  two  years. 

Along  this  same  vein,  Hollywood  feature 
movie  executives  are  disappointed  over  the  box- 
office  of  features  based  on  television  series  or 

stars.  The  exception  is  the  use  of  single  pro- 
gram properties  for  feature  films.  The  Oscar- 

winning  "Marty"  is  the  example  cited. 

Television's  mass  penetration,  though,  can 
make  a  new  star  faster  than  Hollywood  ever 
dreamed,  others  point  out.  Popular  acceptance 
can  be  created  within  weeks  by  television,  when 
it  used  to  take  years  to  build  a  movie  star. 

Innovation  to  recover  losses  from  unsuccess- 

ful pilot  films  has  been  worked  out  by  Mc- 
Gowan  Productions  which  films  Death  Valley 
Days  for  Pacific  Coast  Borax  Co.  McGowan 
has  been  filming  a  motion  picture  titled  Snow 
Fire  in  Bryce  Canyon  at  a  cost  of  $125,000  and 
at  the  same  time  spent  another  $80,000  to  film 

a  half-hour  tv  pilot  on  the  same  theme.  If 
current  talks  with  prospective  tv  sponsors  fall 
through,  the  company  will  integrate  footage 
from  the  tv  pilot  into  the  feature  and  hope  to 
recover  the  total  $205,000  at  the  box  office. 

Hollywood  observers  note  that  the  practice  of 
filming  tv  segments  concurrently  with  produc- 

tion of  features  while  on  location,  especially 
Western  or  out-of-doors  adventures,  has  been 
more  prevalent  this  past  year.  Technical  crews 
often  have  free  days  during  feature  schedules 
and  hence  can  be  used  on  the  tv  episodes 
thereby  cutting  costs. 

First-Run  Scarcity  Factors 
The  small  amount  of  new  first-run  material 

which  is  available  this  year  for  local  syndica- 
tion is  attributed  to  a  number  of  factors  by 

various  observers.  Rising  production  costs  of 
labor,  creative  talent  and  materials  has  cut  into 

the  producer's  profit  potential.  Heretofore,  the 
producer  could  count  on  recovering  his  produc- 

tion costs  with  the  first  run  and  his  profit  on 
succeeding  runs,  but  with  the  residual  payment 
principle  going  into  Guild  contracts  this  pros- 

pect is  lessened.  Some  producers  have  gone 
abroad  with  their  new  shows  in  the  hopes  of 
lower  end  cost. 

Few  sponsors  now  are  buying  a  new  series 
on  the  basis  of  a  single  pilot.  The  trend  is 
toward  two  or  three  pilots  and  there  are  not 
many  producers  with  $100,000  to  gamble  on 
a  proposed  series  which  used  to  go  into  the 
basement  storeroom  if  the  sponsor  or  network 
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said  "No."  Oddly  enough,  however,  many 
of  these  lost  pilots  are  finding  their  way  into 
so-called  anthology  series  as  single  episodes 
of  the  collection. 

A  check  of  some  400  production  units  in 
Hollywood  over  the  past  10  days  tended  to 
confirm  the  small  amount  of  new  production 
for  speculative  syndication,  although  many 
firms  are  filming  new  blocks  of  shows  for  series 

already  going  on  the  networks  or  well  estab- 
lished in  syndication.  New  production  also 

scores  high  in  the  department  of  new  shows 
partially  financed  or  developed  by  the  net- 

works and  farmed  out.  In  some  cases  network 
creative  executives  set  up  their  own  private 
units  to  produce  the  series,  a  capital  gains  tax 
device  which  has  taken  hold  among  producers 
at  the  major  motion  picture  studios  too. 

A  film  buyer  for  one  network-owned  station 
in  the  Los  Angeles  area  actually  is  calling  film 
distributors  now  in  his  search  for  new  shows 

available  for  first-run  syndication  on  the  local 
level,  an  almost  unheard  of  event  when  one 
discouraged  independent  producer  described 

the  general  film  market  as  "constipated."  The 
buyer  admitted  there  are  lots  of  re-run  pack- 

ages available  "but  they  are  pretty  well  picked 

over." 

He  told  B«T,  it  sounds  crazy  to  say  there  is 

a  seller's  market  today  for  local  first  run 
packages,  "but  when  the  station  has  to  go  out 
and  ask  for  product,  it's  obvious  you're  going 
to  be  at  a  price  disadvantage." Observers  generally  feel  this  past  year  has 

been  one  of  readjustment  and  re-examination 
— witness  the  network  trend  to  longer  shows 
and  the  unusually  late  buying  season — a  sort 

of  confused  pause  amid  the  art's  sharp  grow- 
ing pains.  The  reaction  in  several  quarters  is 

that  by  1957  the  pendulum  will  have  swung 
again  and  more  new  ventures  will  be  available. 

Several  producers  are  outspoken  in  their 

belief  that  a  "good  property"  or  quality  show 
will  sell  regardless  of  the  fullness  of  the  mar- 

ket. In  a  few  instances,  producers  with  new 
series  not  available  until  very  recently,  are 
actually  holding  up  offering  of  the  shows  until 
next  year  on  the  ground  that  they  are  too  good 
to  be  bargained  for  with  fringe  time.  They 
feel  they  are  Class  A  period  programs  and  will 
wait  until  Class  A  time  is  available  on  the 
networks. 

"But  these  are  the  big  producers  with  plenty 
of  capital  and  can  afford  to  be  particular,"  a smaller  film  executive  noted. 

Although  there  is  a  general  feeling  that  the 
feature  film  vaults  of  the  major  Hollywood 

studios  will  open  even  wider  soon  to  tv,  pro- 
ducers so  far  do  not  seem  to  think  they  have 

been  hurt  too  much  by  the  release  of  old  movies 
to  tv.  Some  explain  that  the  old  theatre  prod- 

uct can't  compete  with  the  quality  of  new 
product  made  just  for  tv.  How  they  will  find 
the  situation  when  MGM  hits  the  market  with 

its  big  backlog,  once  it  decides  just  how  to 
distribute,  and  this  is  joined  with  the  blocks 
already  released  or  soon  to  be  released  by 

Warner  Bros.,  Universal,  20th  Century-Fox  and 
Columbia,  few  will  venture  a  guess. 

Paramount  Pictures  Corp.,  which  has  been 
pressing  for  pay-television,  is  the  only  Holly- 

wood major  whose  features  has  not  been  re- 
leased to  tv.  In  view  of  its  toll-tv  position,  it 

is  expected  to  be  a  holdout  until  the  FCC  has 
ruled  on  the  subscription  issue  and  probably 
fought  through  the  courts.  Hollywood  has 

been  waiting  for  toll-tv  to  save  its  glory  and 
win  the  battle  with  tv,  many  believe. 

Major  studios  and  independent  units  now 

are  turning  out  only  about  250  full-length  fea- 
tures annually.  Eventually  these  will  go  to 

television,  within  five  years  by  some  estimates. 
Yet  tv  stations  in  the  New  York  market,  for 

example,  are  reported  to  be  burning  up  some- 
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thing  like  370  features  annually.  Someone 

will  have  to  make  up  the  difference,  Holly- 
wood sources  note,  and  if  there  is  a  market 

someone  will  supply  it. 
It  has  been  estimated  that  a  total  of  between 

6,000-7,000  old  features  have  been  released 
to  tv  so  far,  with  about  a  like  number  still  in 

the  vaults.  With  the  tv  use-rate  increasing,  ex- 
perts think  the  exhaustion  date  may  be  only 

six  years  hence. 

The  major  studios  so  far  have  hardly  dabbled 
in  television  for  the  most  part.  Columbia  Pic- 

tures has  been  the  pioneer  in  developing  new 
film  product  specially  made  for  tv  through  its 
subsidiary  Screen  Gems.  It  will  be  extremely 

active  this  season  in  both  network  and  syndica- 
tion. Republic  Pictures  is  producing  for  tv 

through  its  subsidiary  Studio  City  Productions 
and  distributing  through  Hollywod  Television 
Service.  MGM  and  Warner  Bros,  started 
production  divisions  within  their  studio  setup 
for  filming  of  network  properties  and  Warners 
now  has  organized  a  department  to  film  tv 
commercials.  20th  Century-Fox  has  its  TCF 
Television  Productions  well  entrenched  now  in 
production  of  network  series.  RKO  has  a 
unique  story  of  its  own  in  tv. 

Five  years  ago  there  were  about  two  dozen 
independent  tv  firms  in  Hollywood  but  today 
the  list  has  swelled  to  several  hundred,  al- 

though many  of  these  are  set  up  as  production 
units  for  only  a  single  series. 

This  past  year  television  had  its  biggest  im- 
pact to  date  on  the  majors,  nearly  all  in  Holly- 

wood agree.  They  can  finally  see  the  old 
order  changing  when  right  under  their  noses  a 
radio-tv  entity  (General  Teleradio)  walked  in 
and  took  over  a  major  studio,  RKO,  pumped 
new  life  and  capital  into  it  and  turned  it  into 
one  of  the  most  active  lots  there.  Naturally, 
RKO  is  in  the  tv  business  now  too. 

The  handwriting  on  the  wall  is  plainly  evi- 
dent at  last  to  the  old  guard,  as  studio 

strongholds  become  pawns  on  the  checker- 
boards of  Wall  St.,  as  new  interests  jockey  for 

control  through  purchase  of  big  blocks  of 
stock,  as  in  the  case  of  Warner  Bros.,  or  take 
options  for  purchase,  as  in  the  case  of  Re- 
public. 

The  major  studios  are  closely  examining 

their  high-overhead  operations,  thinking  about 
reducing  or  merging  their  distribution  ex- 

changes, and  generally  trying  to  pare  down  the 
big  fixed  costs  which  their  pre-television  glory 
could  afford.  Subsidiary  operations  actually 
are  being  sold  off  in  some  cases. 

Authorities  on  the  subject  say  the  major 
studios  could  handle  two  or  three  times  the 

volume  of  production  now  going.  It  is  ap- 
parent to  nearly  everyone  that  television  as  a 

market  is  growing  to  unknown  potentials,  but 
the  catch  is  that  the  majors  in  most  cases 

haven't  bothered  to  learn  enough  about  tv, 
thinking  that  because  they  were  tops  in  mak- 

ing movies,  they  automatically  could  succeed 
in  the  newer  film  medium.  Observers  think 
they  have  some  catching  up  to  do,  but  with 
their  financial,  creative  and  executive  resources, 

it  won't  take  long  when  they  really  begin. 
Los  Angeles  banking  sources,  long  an  im- 

portant party  of  the  financial  backbone  for 
theatrical  films,  are  not  taking  any  dim  view 
of  the  television  film  market  despite  the  crises 
of  a  surplus.  Both  the  Bank  of  America  and 
Security-First  National  Bank  have  open  doors 
to  television  producers  who  have  the  ability  to 
complete  and  deliver  a  quality  package.  Both 
Thomas  C.  Dean,  vice  president  and  manager 
of  the  main  branch  of  Bank  of  America  at 

Los  Angeles,  and  George  Yousling,  in  charge 

of  film  financing  at  Security-First  National,  see 
a  continual  growth  of  the  tv  market  potential. 

Television  chews  up  program  material  at  a 

tremendous  rate  and  the  market  can't  help 
but  gather  momentum,  they  indicated. 

Listed  hereafter  are  film  programs  which  are 
ready  to  go  on  the  air  this  fall,  which  are  in 
preparation  or  which  are  in  the  pilot  film  stage, 
with  further  production  depending  on  the  re- 

action to  the  pilots. 

Adventures  of  a  Model 

The  smart  world  of  fashion  is  the  milieu,  the 

style  centers  the  settings  for  this  up-to-the- 
minute  tv  series  with  the  strangely  old  fashioned 
title,  for  which  Desilu  Productions  has  finished 

a  half-hour  pilot  film.  New  York  fashion  model 
Joanne  Drew  is  featured. 

Adventures  of  Roland 

New  World  Productions  has  completed  a 
pilot  film  of  a  projected  color  series  tentatively 
titled  The  Adventures  of  Roland,  Knight  of 

Raw  Facts 

HAL  ROACH  Studios,  Culver  City, 
Calif.,  major  independent  tv  producer, 
claims  to  be  number  one  purchaser  of 
raw  film  stock  among  all  Hollywood  tv 
film  producers  during  the  six  month 
period  ending  June  30,  according  to  a 
semi-annual  report  issued  by  Sidney  S. 
Van  Keuren,  vice  president  and  general 
manager.  Roach  gobbled  up  6,550,000 
ft.  of  positive  and  negative  film  in  that 
period,  an  investment  of  more  than  $1 
million,  he  said.  Of  this  total  footage, 

27%  went  to  Roach's  commercial  divi- 
sion and  the  balance  for  production  of 

148  series  episodes  and  pilot  films.  The 
shows  burned  up  talent  too.  During  608 

stage  "days"  in  the  first  six  months  of 
this  year,  1,865  actors  appeared,  almost 
75%  of  the  total  performers  before 
camera  in  all  of  1955. 

the  Realm,  which  is  certain  to  be  changed  be- 
fore it  gets  on  the  air  as  even  company  repre- 

sentatives admit  it  is  far  too  long  to  fit  on  the 
home  screen.  Negotiations  are  under  way  for 
Richard  Todd  to  play  Roland.  Pilot  is  said 
to  have  cost  some  $30,000. 

Adventures  of  the  Sea  Hawk 

This  new  sea  adventure  series  of  39  half- 
hour  films  goes  into  production  this  month  in 
Bermuda  by  Roland  Reed  Productions  and  will 

star  George  O'Brien.  Mr.  Reed  will  produce with  Ed  Sutherland  as  director. 

Aggie 
Mid-Ocean  Production  Ltd.,  Bermuda,  has 

finished  26  half-hours  of  a  comedy-adventure 
series  titled  Aggie  and  starring  Joan  Shawlee. 
a  Bob  Hope  discovery.  Miss  Shawlee  plays  the 
role  of  an  American  fashion  buyer  in  Europe. 

Filmed  in  England,  Aggie  is  scheduled  this  fall 
on  the  ATV  Network  there  and  is  being  offered 

syndicated  in  the  U.  S.  Distributor  is  Clift 
Television  Films,  Inc.,  New  York. 

All-Star  Golf 

Walter  Schwimmer  Co.  is  packaging  for 

spring  distribution  this  sports  series,  now  being 
filmed  by  Fred  A.  Niles  Productions.  Sam 

Snead,  Cary  Middlecoff  and  other  top  flight 

golfers  are  featured. 

Annapolis 

Ziv  Television  Programs  has  completed  a  half- 
hour  pilot  film,  produced  on  location  and  center- 

ing around  Naval  Academy  life  and  traditions. 
Each  episode  will  have  different  cast.  Produc- 

tion staff  is  not  set.  Series  will  be  made  avail- 
able either  for  network  or  for  syndication. 

Arizona  Ames 

Richard  Anderson  is  starred  in  this  Western 

series  based  on  Zane  Grey's  stories  of  what  is 
said  to  be  that  author's  favorite  character.  Four 
Star  Films  has  completed  the  pilot  of  this 

projected  half-hour  series. 

Assignment:  Foreign  Legion 

Merle  Oberon  stars  as  a  newspaperwoman 
assigned  to  do  stories  on  members  of  the  French 
Foreign  Legion  in  this  series  of  26  half-hour 
films  produced  by  Intelfilms  in  England  for 
CBS-TV  Film  Sales.  Producer  is  Tony  Bart- 
ley.  CBS-TV  Film  Sales  is  looking  for  national 
sponsor  and  may  hold  up  release,  if  necessary, 
in  order  to  get  one. 

The  Bible  on  Film 

Available  for  commercial  sponsorship,  this 
new  series  of  26  half-hours  is  being  produced 
by  Christian  Mission  Films  in  color,  using  ani- 

mation illustration.  The  Bible  on  Film  is  non- 
sectarian  and  relates  Old  Testament  events. 
Art  work  alone  for  the  series  reportedly  cost 
$130,000.  Distributed  direct. 

The  Big  Idea 

This  half-hour  program  based  on  a  live  show 
telecast  in  Philadelphia  is  produced  by  Donn 
Bennett  Productions,  Philadelphia.  Mr.  Ben- 

nett appears  in  the  series,  interviewing  persons 
with  inventions  they  believe  are  practicable. 
RKO  Television  is  distributing  the  series  and 
has  26  episodes  available. 

Black  Beauty 

AIco  Pictures'  first  venture  into  tv  film  is 
centered  on  three  pilots  for  a  new  series  called 
Black  Beauty,  based  on  the  feature  film  of  10 

years  ago.  With  production  to  begin  in  Sep- 
tember, the  half-hour  show  "will  have  no  vil- 

lain and  no  violence,"  according  to  producer 
Charles  FitzSimmons.  Emphasis  will  be  on 
human  relationships  and  besides  the  horse  the 
show  will  star  a  dog  and  a  boy  and  girl. 

Blondie 

The  first  property  produced  by  Hal  Roach 

Studios  for  its  tie-up  with  Vitapix  is  a  situa- 

tion comedy  taken  from  Chic  Young's  popular 
comic  strip.  Arthur  Lake  is  Dagwood,  while 
Pamela  Britton  plays  Blondie.  Hal  Peary, 

original  "Great  Gildersleeve,"  portrays  the  next- 
door  neighbor,  Herb  Wooley.  Two  children 
and  five  dogs  mix  things  up  for  excitement. 
Roach  had  to  wait  five  years  from  the  last 
theatrical  release  of  the  Columbia  Pictures 

movie  series  before  producing  the  new  tv  show. 

Columbia  made  38  "Blondie"  features  between 
1938  and  1951,  Hollywood's  longest  string  of 
continuing  characters.  Mr.  Young's  comic  strip, 
a  King  Features  property,  is  seen  in  1,300  pa- 

pers daily  throughout  the  world  and  in  16 
languages.  Program  was  on  all  three  radio  net- 

works during  a  10-year  period  for  Camels  and 
Colgate.  Some  60  Vitapix  stations  have  signed 
for  the  tv  version  while  Wesson  Oil  and  Sun- 
kist  Growers  each  have  signed  for  one-third 
of  the  tab. 

Bold  Journey 

True-life  travels  of  adventurers  in  far  away 
places  are  highlighted  in  Bold  Journey,  new 
series  of  26  half-hours  just  started  on  ABC-TV 
for  Ralson  Purina  Co.  through  Guild,  Bascom 
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In  Baltimore,  that's  W-I-T-H . . .  any  way  you  read  radio  standings. 

•  W-I-T-H  has  twice  as  many  advertisers  as  any  competitor. 

•  W-I-T-H  delivers  more  listeners  per  dollar  than  any  competitor. 

•  W-I-T-H  is  first  by  far  in  out-of-home  audience* — and  reaches 

74%**  of  all  Baltimore  homes  every  week.  It's  the  popular 

station  that  folks  tune  in  first  and  automatically. 

•  W-I-T-H  "pinpointed  power"  is  made- to-order  to  blanket  Balti- 

more's 15-mile  radius  at  low,  low  rates — with  no  waste  coverage. 

•  W-I-T-H  is  a  proven  master  of  "merchandising  your  advertising." 

We  could  go  on — but  we  think  you've  already  got  your  answer. 

*Hooper  Radio  Audience  Index    **  Cumulative  Pulse  Audience  Survey 

Buy 

Tom  Tinsley 
President 

R.  C.  Embry 
Vice  Pres. 

CONFIDENCE 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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By  ANYBODY'S  survey 

KLZ-TV  IS  DENVER'S 

OUTSTANDING  TV  BUY 

May  Telepulse 

34 

of the 
top 

June  ARB 

of 
the 

top 

DENVER  TELEVISION  PROGRAMS DENVER  TELEVISION  PROGRAMS 

KLZ-TV  LEADS  WITH  13  OUT  OF  TOP  15  NON-NETWORK  PROGRAMS  IN  BOTH 

Non-Network  Programs 
May  1956  Telepulse 

Life  of  Riley  31.4  KLZ-TV 

Dr.  Hudson's  Secret  Journal  ....  29.2  KLZ-TV 
Highway  Patrol  26.7  Stat.  C 
Channel  7  News  (Thursday  Edition)  26.0  KLZ-TV 
Channel  7  News  (Tuesday  Edition)  .  25.0  KLZ-TV 
I  Led  Three  Lives  24.9  Stat.  C 
Channel  7  News  (Friday  Edition).    .  24.3  KLZ-TV 
Channel  7  News  (Wed.  Edition)    .    .  23.0  KLZ-TV 
Mr.  District  Attorney  22.9  KLZ-TV 
Guy  Lombardo   .   .   .  22.7  KLZ-TV 
Wild  Bill  Hickok   22.7  KLZ-TV 
Celebrity  Playhouse  22.7  KLZ-TV 
Confidential  File  22.4  KLZ-TV 
Stories  of  the  Century .    ......  22.2  KLZ-TV 
Liberace  21.5  KLZ-TV, 

Non-Network  Programs 
June  1956  A.R.B. 

Death  Valley  Days   32.0  KLZ-TV 

Highway  Patrol  '.   .  29.7  Stat.  C 
Dr.  Hudson's  Secret  Journal  ....  27.3  KLZ-TV 
Channel  7  News  (Monday  Edition)  .  25.2  KLZ-TV 
Channel  7  News  (Thursday  Edition)  25.2  KLZ-TV 
Channel .7  News  (Tuesday  Edition)  .  24.8  KLZ-TV 
Channel  7  News  (Friday  Edition).   .  24.3  KLZ-TV 
Star  Performance   23.5  KLZ-TV 
Life  of  Riley   23.0  KLZ-TV 
Guy  Lombardo   20.8  KLZ-TV 
Academy  Theatre  (Saturday).   .    .   .  19.9  Stat.  C 
Channel  7  News  (Wed.  Edition)    .   .  19.8  KLZ-TV 
Confidential  File   18.3  KLZ-TV 

Celebrity  Playhouse   17.8  KLZ-TV 
  17.6  KLZ-TV 

Any  way  you  figure  it— you  get  MORE— MUCH  MORE 

when  your  advertising  schedule  is  on  KLZ-TV! 

Contact  your  KATZ  man  or  Jack  Tipton, 

General  Sales  Manager,  KLZ-TV 
for  further  eye-opening  facts  about 
Denver  TV  ratings! 

N  DENVER 
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FILMS  FOR  FALL  continued 

&  Bonfigli,  San  Francisco.    Julian  Lesser  is 
producer  for  Advenco  Productions. 

Broken  Arrow 

John  Lupton  plays  an  Indian  agent  and  Mi- 
chael Ansara  portrays  Cochise,  Apache  chief, 

in  this  new  series  of  39  half-hours  being  pro- 
duced by  TCF  Television  Productions,  20th 

Century-Fox  subsidiary,  for  Sept.  25  debut  on 
ABC-TV  under  General  Electric  Co.  sponsor- 

ship. The  Tuesday  9-9:30  p.m.  (EDT)  show 
will  receive  considerable  secondary  promotion 

since  TCF  has  signed  a  merchandising  agree- 
ment with  MRW  Assoc.,  New  York,  for  toys, 

novelties,  wearing  apparel  and  comic  books. 

Byline — Steve  Wilson 

During  the  past  year  this  half-hour  news- 
paper drama  series  of  39  films  by  Mark  Stevens 

Productions  has  been  running  on  NBC-TV 
under  the  title  of  Big  Town.  Stevens  now  is 

syndicating  the  show  as  Byline — Steve  Wil- 
son through  M  &  A  Alexander. 

The  Buccaneers 

The  adventures  of  a  reformed  pirate  captain 
waging  war  on  pirates  on  behalf  of  the 
British  crown  form  the  basis  of  this  new 

half-hour  filmed  series,  which  will  be  carried 
on  CBS-TV  this  fall  under  the  sponsorship  of 
Sylvania  Electric  Products  Inc.  Series  was  pro- 

duced by  Sapphire  Films  in  association  with 
Official  Films.  Robert  Shaw  stars.  Sydney 
Cole  is  producer. 

Captain  David  Grief 

Based  on  Jack  London's  epic  of  the  South 
Seas,  this  half-hour  adventure  series  is  being 
produced  in  color  on  location  in  the  Hawaiian 
Islands  by  Guild  Films  Co.  It  concerns  the 

heroic  encounters  of  a  ship's  captain.  Series 
co-stars  Maxwell  Reed  and  Helen  Westcott. 
Guild  has  assigned  Duke  Goldstone  as  producer 
and  Stuart  Heisler  as  director.  Guild  will  offer 
series  for  national  or  regional  sale. 

Cavalry  Patrol 

A  pilot  film  has  been  completed  on  this 
new  series  by  Charles  Marquis  Warren,  who 
has  one-half  ownership  in  partnership  with 
CBS-TV  which  plans  to  start  the  new  western 
during  the  winter.  Mr.  Warren  will  write,  pro- 

duce and  direct  Cavalry  Patrol  and  highlight 
little  known  true  facts  about  the  U.  S.  Cavalry 

and  indians  in  the  west  in  the  late  1860's. 

Central  Allied  Intelligence 

Saturn  Films  Inc.,  currently  producing  two 
feature  movies  in  Europe,  is  also  producing  a 
series  of  half-hour  foreign  intrigue  adventures 
for  television  under  the  title  Central  Allied  In- 

telligence. Budgeted  at  low  $15,500  per  episode, 
writer-creator  Cy  Roth  of  Saturn  Films  claims 
top  quality  photography  and  production  is  pos- 

sible, in  view  of  company's  30  years  of  feature 
experience. 

Conflict 

This  is  Warner  Bros,  new  offering  for  the 
fall  season  as  companion  hour  to  alternate 
with  its  year-old  Cheyenne  series  on  ABC-TV. 
Tues.  7:30-8:30  p.m.  Conflict  begins  Sept.  18 
for  Chesebrough-Ponds  Inc.  through  J.  Walter 
Thompson  Co.  and  McCann-Erickson.  Con- 

flict dramas  are  aimed  at  adult  audience  but 
Warner  Bros,  expects  the  new  show  to  hold 
attention  of  younger  viewers  too. 

Circus  Boy 

Scheduled  to  begin  on  NBC-TV  this  fall, 
with  Reynolds  Metals  Co.  as  sponsor,  is  this 
series  of  half-hour  programs  produced  by  Her- 

bert B.  Leonard  and  Norman  Blackburn  in  as- 
sociation with  Screen  Gems.    Story  concerns 

the  adventures  of  a  young  lad  befriended  by 
circus  performers.  Featured  players  are  Mickey 
Braddock  and  Noah  Beery. 

The  City 

A  pilot  film  in  this  series,  projected  as  adven- 
ture-dramas based  on  specific  cities  and  dealing 

in  many  cases  with  "real  events  which  are  too 
controversial  to  be  done  as  documentaries,"  has 
been  produced  for  CBS-TV  Film  Sales  by  John 
Nasht.  Pilot  deals  with  Cairo.  Series  will 

feature  different  players  each  week,  but  a  well- 
known  star,  as  yet  not  specified,  will  serve  as 
host  for  the  series. 

Combat  Sergeant 

Action  stories  based  on  World  War  II  in- 
cidents in  North  Africa  make  up  this  half-hour 

series,  produced  by  Films  for  Television  of 
Hollywood,  which  recently  began  on  ABC-TV 
and  will  be  distributed  in  other  markets  by 

NTA.  The  director  is  George  Blair  and  fea- 
tured actors  are  Michael  Thomas,  Cliff  Clark 

and  Dominick  Delgarde. 

Dick  Powell-Zane  Grey  Theatre 

Four  Star  Films  began  filming  the  new  CBS- 
TV  series  last  week  for  sponsorship  by  Gen- 

eral Foods,  starting  Oct.  5.  Dick  Powell  is 
host  of  the  half-hour  program  which  will  fea- 

ture name  stars  in  its  29  episodes.  Hal  Hudson 

is  producer,  with  Les  Salander  director.  Wil- 
liam Cruikshank,  Four  Star  president,  an- 

nounced that  the  series  is  being  produced  in 

conjunction  with  the  late  Zane  Grey's  family. 

Dr.  Christian 

Production  has  begun  on  the  first  39  episodes 
for  first-run  syndication  and  the  series  already 
has  been  sold  in  several  markets,  starting  in  fall. 

Macdonald  Carey  stars  in  the  half-hour  medical 
drama,  produced  by  Ziv  Television  Programs 
in  Hollywood  with  Maurice  Unger  as  executive 

producer. 
Emmett  Kelly  Story 

Just  two  weeks  ago,  Hugh  Harman  and  Ru- 
dolph Isling.  a  production  team  long  known 

in  theatre  circles,  finished  a  pilot  for  CBS-TV 
called  Emmett  Kelly  Story.  Folklore  and  ad- 

venture of  the  circus  are  depicted  in  this  pro- 
posed series  based  on  the  life  of  the  famous 

clown. 

Forest  Ranger 

A  pilot  film  of  this  half-hour  adventure  se- 
ries based  on  material  in  the  files  of  the  U.  S. 

Forest  Service  is  currently  being  shown  to 
national  advertisers  by  ABC  Film  Syndication. 
Dick  Foran  is  starred  in  the  program,  being 
filmed  by  Rabco  Tv  Productions  with  Ben  Fox 
as  producer  and  Hal  Roach  Jr.  as  executive 

producer. 
Frontier  Doctor 

An  anthology  of  western  dramas,  each  fea- 
turing Rex  Allen  in  the  title  role,  is  being  pro- 

duced by  Republic  Pictures'  Studio  City  Tele- vision Productions  with  distribution  through 

the  movie  studio's  Hollywood  Television  Serv- 
ice. The  half-hour  series  will  total  39  films, 

with  13  already  completed. 

Frontier  Judge 

Chertok  Television  Productions,  which  made 
the  original  178  Lone  Ranger  films  for  tv,  as 
well  as  other  westerns,  has  produced  a  pilot 
of  a  new  series,  Frontier  Judge,  in  partnership 
with  ABC-TV.  Leon  Ames  is  starred. 

Gerald  McBoing-Boing 
The  indomitable  little  prodigy,  which  UPA 

Pictures  has  been  producing  for  Columbia 
Pictures  and  theatrical  release,  will  appear  this 
fall  in  new  adventures  made  especially  for 
half-hour  weekly  exposure  on  CBS-TV.  Spon- 

sor has  not  been  set.  Unique  series  reportedly 
has  $62,000  program  cost,  but  this  includes 
re-run  privilege. 

Guns  of  Destiny 

This  is  a  Hal  Roach  Studios  adventure 
anthology,  with  Ralph  Bellamy  acting  as  the 
gun  collector  and  host-narrator  and  star  in  some 
of  the  episodes.  Series  will  dramatize  the  im- 

portant role  firearms  of  all  kinds  in  any  era 
have  played  in  the  development  of  a  dynasty, 
family  or  nation. 

Here  Comes  Tobor 

Guild  Films  Co.  is  producing  the  half-hour 
series,  which  centers  around  the  adventures  of 
an  electronic  man  (nine  feet  tall)  and  his  com- 

panion, an  11 -year-old  boy,  in  cooperation  with 
Dudley  Productions.  Richard  Goldstone  is 
producer  and  Duke  Goldstone  is  director.  Guild 
will  distribute  the  series  for  national,  regional 

or  local  sale.  Starring  are  "Tobor,"  the  elec- 
tronic man.  and  Tommy  Farrell. 

Hey,  Jeannie 
In  this  new  half-hour  situation  comedy  with 

music,  Jeannie  Carson  plays  a  Scotch  immigrant 
who  comes  to  the  U.  S.  and  tries  to  make  her 

way.  Produced  by  Four  Star  Films,  the  show 
will  be  sponsored  on  CBS-TV  Sat.,  9:30-10  p.m. 
(EDT).  beginning  Sent.  8.  by  Procter  &  Gamble 
Co.  through  Compton  Adv. 

High  Road  to  Adventure 
Another  adventure  series  which  takes  the 

viewer  down  rapids  and  hunting  sharks  with 
bow  and  arrow  is  High  Road  to  Adventure, 
26  half  hours  in  production  by  Jet  Television 
and  Film  Productions.  Series  has  been  sold 

to  KHJ-TV  Los  Angeles  starting  in  September 
and  is  to  be  syndicated  nationally. 

I  Love  a  Mystery 

Pilot  film  of  this  half-hour  series,  based  on 
the  well-known  Carlton  E.  Morse  radio  pack- 

age, has  been  completed  by  Ziv  Television  Pro- 
grams. Stars  are  Maria  Riva.  Howard  Duff, 

Paul  Kelly,  and  Sidney  Blackmer.  It  has  not 
been  decided  whether  to  make  the  series  avail- 

able for  one  national  advertiser  or  for  syndica- 
tion. 

Impact 
This  half-hour  weekly  dramatic  anthology 

series  is  based  on  true  stories  and  is  being 

produced  by  McCadden  Productions  for  39- 
week  run  on  NBC-TV  under  sponsorship  of 

Chesebrough  Mfg.  Co.  for  Pond's  beauty  soap 
through  J.  Walter  Thompson  Co.  Narrator  is 
Wesbrook  VanVoorhis.  McCadden  is  making 

30  episodes  and  nine  will  be  re-run  at  season's end. 

Johnny  Come  Lately 

Milt  Josefsberg,  NBC-TV  executive  producer 
in  Hollywood,  has  produced  a  pilot  of  a  crusad- 

ing television  news  reporter.  Jack  Carson  has 
been  signed  to  a  one-year  exclusive  contract 
effective  Aug.  1  and  would  be  featured  in  the 
series,  not  yet  scheduled. 

Last  of  the  Mohicans 

Now  in  production  in  Canada  with  total 
budget  estimate  of  $1.5  million,  Last  of  the 
Mohicans  will  be  39  half-hours  based  on  the 
Indian  theme.  Normandy  Productions  Ltd.  is 
producing  and  is  a  subsidiary  of  Television 
Programs  of  America,  distributor.  Lon  Chaney 
Jr.  and  Johnny  Hart  have  star  roles.  Edward 
Small  is  producer  and  Sam  Newfield  director. 

Man  With  the  X-Ray  Mind 

Paul  Hurkos,  described  as  possessing  unusual 
mental  facilities,  is  featured  in  this  series  for 
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SPECIAL  BULLETIN! 

TO:     ALL  FAST  MOVING  ADVERTISERS 

RUSH'     URGENT !     CODE  3   IS  RATING  HIGH  --  SELLING  FAST!     FIRST  RELEASED 

ON  WEST  COAST  ONLY,  CODE  3   IS  #1   SYNDICATED   FILM   IN  SAN  D I  EGO : 

27 .k  —  #|   SYNDICATED  FILM   IN  LOS  ANGELES:    I6.9.     TOP-RATED   IN  TIME 

PERIOD  IN  PORTLAND:    1 7. 8;   SACRAMENTO:    1 6. 5;  SEATTLE:  22-7;  SAN 

FRANCISCO:    1 2. 3.     STARTING  SOON   IN  MANY  OTHER  PARTS  OF  THE  COUNTRY 
:  .,<■:«.   riTr^TTO^rrR^fflnrnTO  i'"i(iTn  wi  •  >  -r — Mi.iitnjn » t  min  m  'H'Ti  in  mmi  i»wimwwiMi>..m.  mn  1  rri  m  i  1  1  rMTT-'iiriri¥  '  ll >n "iHinililWMIIIb yi"l|M  Willi lill ilT l(iw*1l>i^l^^BBII^^^^BBB 

FOR  STROH  BREWING,  DINING  CAR  COFFEE,  CROSLEY  BEND  IX,  MILLER 

BREWING  AND  OTHERS .» CHO ICE  MARKETS  DISAPPEARING  FAST. 

THIS   IS  YOUR  SIGNAL  FOR  ACTION. 

a  new  concept  in  TV  realism 

.  .  .  gets  into  the  heart  as  well  as  the  home 

COMMUNITY  THREATENED  BY, 

JUVENILE  GANG  WAR 

Gripping  dramas  based  on  real- 
life  police  cases  which  made  front 

page  news  —  taken  from  the  files 
of  the  world-famous  Sheriff  of 
Los  Angeles  County,  Eugene  W. 
Biscailuz,  creator  of  many  firsts  in 
law  enforcement. 

•1,500  man  organized  reserve 
•Volunteer  mounted  posse 

•Aero  squadron 

•Police  radio  cars 

•  Honor  system  prison  farms 
•Youth  rehabilitation  centers 

Phone,  write,  wire  ABC    Film    Syndication,  Inc. 
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FILMS  FOR  FALL  continued 

which  a  pilot  is  now  being  filmed  in  Holland 
by  New  World  Productions  at  a  cost  of  about 

$30,000.  New  World  calls  the  program  "true 
adventure,"  plans  to  make  39  half-hour  install- ments. 

Marie  Wilson  Show 

The  actress  who  sparked  My  Friend  Irma  is 

returning  to  the  film  field  for  McCadden  Pro- 
ductions' new  Marie  Wilson  Show  for  CBS-TV. 

Sponsorship  has  not  been  set.  The  half-hour 
weekly  is  expected  to  be  scheduled  for  39 
weeks. 

Martin  Kane 

Ziv  Television  Programs  has  completed  a 
pilot  of  this  half-hour  series,  starring  William 
Gargan,  and  will  produce  series  in  England  in 
conjunction  with  Harry  Alan  Towers.  It  is 
based  on  a  live  tv  series  of  a  few  years  ago. 
It  has  not  been  decided  whether  series  will  be 
a  network  or  syndicated  offering. 

Mickey  Rooney  Show 

Playing  the  role  of  a  page  at  International 
Broadcasting    Co.    in    Hollywood,  Mickey 

Oh,  Susanna 
Gale  Storm  is  the  star  of  this  new  series. 

Like  Margie,  in  which  she  also  played  the  title 
role,  Oh  Susanna  is  produced  by  Hal  Roach 
Studios.  Nestle  Co.  will  sponsor  the  new  pro- 

gram in  the  9-9:30  p.m.  (EDT)  Saturday  period 
on  CBS-TV,  starting  Sept.  29.  Two  episodes 
of  Susanna  are  being  filmed  each  week  in  an 
attempt  to  build  up  a  backlog  before  Gale 
Storm  leaves  to  keep  a  prior  commitment  with 
the  stork. 

O.  Henry  Playhouse 

Representing  one  of  the  few  major  ventures 
for  speculative  syndication  this  fall,  O.  Henry 
Playhouse  represents  an  investment  of  more 
than  $1.2  million  by  Gross-Krasne  Inc.  for  the 
39  half-hour  films  based  on  the  O.  Henry 
stories.  lack  Gross  and  Phil  Krasne  were  in 

New  York  a  fortnight  ago  to  set  up  the  pro- 
duction firm's  own  distribution  and  sales  office 

for  the  series. 

On  Guard 

Aerojet  Productions,  film  unit  of  Aerojet- 
General  Corp.,  the  rocket  engine  subsidiary  of 
General  Tire  &  Rubber  Co.,  is  currently  on 

full-hour  drama  with  Raymond  Burr  in  the 
title  role  and  will  be  filmed  by  Paisano  Pro- 

ductions with  Gail  lackson  executive  producer. 
Series  goes  before  camera  in  September.  CBS- 
TV  has  assigned  executive  producer  Robert 
Sparks  and  producer  Ben  Brady  to  series. 

Publicity  Girl 

Jan  Sterling  plays  the  title  role  in  this  new 
comedy  series,  of  which  a  pilot  film  has  been 
completed  by  Chertok  Television  Productions 
in  partnership  with  ABC-TV.  Chertok  is  the 
producer  of  the  successful  business  girl  series 
Private  Secretary  sponsored  by  American  To- 

bacco Co.  on  CBS-TV  and  is  now  syndicating 
re-runs  of  these  programs  under  the  title  Susie. 

Richard  Diamond 

Dbk  Powell,  who  used  to  play  the  title  part 
in  this  private  eye  dramatic  series  on  radio, 
has  relinquished  the  role  to  Don  Taylor  for  a 
tv  series  of  which  Four  Star  Films  Inc.  has 
completed  the  pilot.  Mr.  Powell,  Charles 
Boyer,  David  Niven  and  William  Cruikshank 
head  Four  Star  Films. 

77th  Bengal  Lancers 
This  costume  drama,  produced  by  Herbert 

Rooney  manages  to  situate  himself  in  numerous 
comedy  sequences  for  this  new  syndication 
package  of  33  films  distributed  by  T.  J.  Corra- 
dine  and  Assoc.  Show  was  Hey,  Mulligan  on 
NBC-TV  in  1954-55  for  Screencraft  Pictures 
Inc.  Joseph  Stanley  is  producer  and  Leslie 
Martinson,  director.  Mr.  Rooney  is  supported 
by  regular  cast,  including  Regis  Toomey,  Claire 
Carlton,  Carla  Balenda,  John  Hubbard  and 
Joey  Forman. 

New  York  Confidential 

Only  the  title  of  the  Lee  Mortimer-Jack  Lait 
book  is  used  for  this  tv  series  of  adventure 
dramas  with  a  New  York  setting.  Television 
Programs  of  America  is  producing  the  series, 
with  Lee  Tracy  starred.  Leon  Fromkiss  is  exec- 

utive producer  of  the  filmed  program,  which 
TPA  will  offer  for  national  sale. 

Night  Watch 

New  tv  series  based  on  actual  happenings 
at  night  to  Felony  Squad  Car  No.  56  of  the 
Culver  City,  Calif.,  Police  Dept.,  is  being 
planned  by  Bill  Burrud  Productions  and  a  pilot 
has  been  made.  Half-hour  show  is  titled  Night 
Watch  and  is  patterned  on  the  radio  show  of 
the  same  name  aired  for  several  years  on  CBS. 
As  in  radio,  the  tv  show  features  Detective  Sgt. 
Ron  Perkins  and  police  recorder  Don  Reed. 
Show  is  expected  to  start  this  fall  on  KCOP  in 
advance  of  syndication. 

location  filming  a  series  of  13  half-hour  shows 
on  all  aspects  of  defense  for  the  U.  S.  Defense 
Dept.  Titled  On  Guard,  series  will  be  offered 
to  sponsors.  Executive  producer  is  Bill  Taft. 

On  Trial 

Joseph  Cotten  will  be  host  narrator  of  On 
Trial,  new  half-hour  series  based  on  authentic 
court  cases,  to  begin  Sept.  14  on  NBC-TV  for 
Campbell  Soup  Co.  through  BBDO.  Mr. 
Cotten  stars  in  at  least  ten  of  the  programs 

and  is  part  owner-vice  president  of  Fordyce 

Enterprises,  production  firm  headed  by  series' 
producer  Collier  Young.  Fordyce  expects  pro- 

duction loss  of  $100,000  over  and  above  what 

is  received  from  syndication.  The  series  is  re- 
ceiving technical  assistance  from  members  of 

the  New  York  and  California  bar  associations. 

Orson  Welles  Show 

Production  has  been  finished  on  a  pilot  film 
for  a  new  half-hour  series  jointly  owned  by 
Mr.  Welles,  Desi  Arnaz  and  Lucille  Ball.  The 
pilot  is  a  comedy  but  all  forms  of  drama  are 
to  be  included  in  the  projected  series,  which  is 
to  be  withheld  until  next  spring  rather  than 
face  off-hour  exposure  this  fall. 

Perry  Mason 

Based  on  the  Erie  Stanley  Gardner  mystery 
series  of  the  same  name,  CBS-TV  plans  to 
schedule  Perry  Mason  early  next  year.  It  is  a 

B.  Leonard  for  Screen  Gems,  will  be  presented 
over  NBC-TV  this  fall  under  the  sponsorship 
of  General  Foods  Corp.  The  series  stars  Phil 
Carey  and  Warren  Stevens. 

Sheriff  Of  Cochise 

This  new  half-hour  tv  film  series  produced 

by  Desilu  Productions  in  conjunction  with  Na- 
tional Telefilm  Assoc.,  has  been  sold  to  Socony 

Mobil  Oil  Co.  in  67  midwestern  markets,  to 
start  Oct.  1.  A  police  drama  based  on  criminal 
cases  on  file  in  the  Cochise  County  (Ariz.) 

Sheriff's  office,  the  program  stars  John  Brom- 
field  in  the  title  role.  Producer-writer  of  the 
series  is  Mort  Briskin;  Earl  Bellamy  is  the 
director.   NTA  is  distributing. 

Sir  Lancelot 

A  new  half-hour  costume  drama  based  on  the 
adventures  of  the  title  character  and  other 
knights  of  the  round  table  is  being  produced  in 

England  by  Sapphire  Productions  Ltd.,  London, 
in  association  with  Official  Films,  New  York. 
Series  has  been  sold  on  alternate  weeks  to  Lever 
Bros,  and  Whitehall  Pharmacal  for  showing  on 
NBC-TV  this  fall.  William  Russell  stars  in 
title  role.    Producer-director  is  Ralph  Smart. 

State  Trooper 

Currently  in  production  for  MCA-TV  Film 
Syndication  Division  is  State  Trooper,  a  39- 
episode,  half-hour  series,  to  be  released  in  Jan- 

uary 1957.  The  program,  which  is  being  pro- 
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Americas  Finest  5-M.inute  Radio  Program 

WINNER  OF  FREEDOMS  FOUNDATION  AWARD 

POI 

Y  y
 ' 

99 

II 

"Point  of  Law's"  unique  format  of  intriguing  court  cases  and 

significant  legal  decisions  carries  suspenseful,  wide-audience 

appeal.  The  only  program  of  its  kind.  Tailored  for  discrimi- 

nating advertisers. 

 ♦  

Current  "Point  of  Law"  sponsors  include  such  bluebook  adver- 

tisers as:  Bank  of  America;  The  Bank  of  Georgia;  Delco  Division 

of  General  Motors;  Land  Title  Guarantee  &  Trust  Co.;  First 

Federal  Savings  and  Loan  Assn. 

Among  major  network  stations  now  carrying  "Point  of  Law" 

each  Monday  through  Friday  are:  WAG  A;  KSD;  KNX;  KCBS; 

WJR;  WCCO;  WGAR;  WBAP;  WBEN;  KFSD;  KPRC;  WALA 

"Point  of  Lau>"  has  the  endorsement  of  the  Bar  Association  in  all  areas  in  which  it  is  broadcast. 

260  TRANSCRIBED  PROGRAMS  NOW  AVAILABLE 

Audition  record  may  be  obtained  on  request  from  Ed  Buckalew— 

•  Wayne  Steffner  Productions  • 

6223   SELMA  AVENUE   •   HOLLYWOOD  28,  CALIFORNIA 

Broadcasting    •  Telecasting August  13,  1956    •    Page  47 



FILMS  FOR  FALL  Continued 

duced  by  Revue  Productions,  stars  Rod  Cam- 
eron and  dramatizes  cases  from  the  files  of 

the  Nevada  State  Police. 

Stryker  of  Scotland  Yard 

Filmed  in  England  by  Republic  Pictures' television  subsidiary,  Studio  City  Television 
Productions,  this  mystery  series  on  the  popular 
Scotland  Yard  theme  has  13  films  completed. 

It  is  syndicated  by  Republic's  Hollywood  Tele- vision Service. 

Tarzan 

California  National  Productions,  newly- 

formed  subsidiary  of  NBC  that  includes  NBC- 
TV  Films  and  other  units,  has  acquired  rights 
to  produce  and  distribute  the  first  Tarzan  film 
series  for  tv,  in  association  with  Sol  Lesser, 

producer  of  many  Tarzan  movies.  Production 
of  39  half-hour  episodes  will  begin  this  fall  at 
California  National  studios  in  Hollywood  in 
time  for  January  1957  release.  Series  will  be 
offered  for  national  sponsorship.  Gordon  Scott 
has  been  signed  for  the  title  role. 

Theatre  With  Lilli  Palmer 

An  anthology  of  dramatic  programs  based 
on  the  works  of  Guy  de  Maupassant,  Robert 
Louis  Stevenson,  D.  H.  Munro  and  W.  W. 

Jacobs,  this  series  features  Lilli  Palmer  as  host- 
ess and  includes  such  stars  as  Wendy  Hiller, 

Flora  Robson,  Marius  Gorin  and  Margaret 
Leighton.  It  was  produced  by  Incorporated 
Television  Programme  Co.  Ltd.,  London,  and 
is  being  distributed  by  NTA. 

The  Tracer 

Robert  C.  Dennis  has  completed  26  scripts 
for  The  Tracer,  half-hour  series  being  filmed 
in  New  Orleans  by  Spencer  Telefilms.  Jim 
Chandler  stars  in  the  program  which  is  based 
on  the  files  of  Tracers  Corp.  of  America.  Film- 

ing of  the  last  six  episodes  is  underway.  Series 
will  be  distributed  by  Motion  Picture  Advertis- 

ing, New  Orleans. 

Tugboat  Annie 

Television  Programs  of  America  is  produc- 
ing the  half-hour  adventure  series  based  on 

the  noted  Saturday  Evening  Post  stories.  TPA 
Board  Chairman  Edward  Small  is  supervising 
production  on  series,  which  TPA  will  offer  for 
national  or  regional  sale. 

Waldo 

A  half-hour  situation  comedy  based  on  the 
adventures  of  a  chimpanzee,  currently  is  being 
co-produced  by  Television  Programs  of  Amer- 

ica and  Robert  Maxwell.  Mr.  Maxwell  is  pro- 
ducer of  the  series,  which  stars  a  chimpanzee 

and  his  scientist-owner  and  friend,  played  by 
Gil  Stratton.  TPA  will  distribute  either  for 
national  or  regional  sale. 

War  in  the  Air 

RKO  Television  is  distributing  this  new  se- 
ries of  half-hour  programs,  using  official  films 

of  the  Royal  Air  Force  and  other  British  air- 
men during  World  War  II.  Fifteen  programs 

are  available  and  others  are  being  prepared. 
Series  is  being  produced  in  London  by  John 
Elliott  in  cooperation  with  the  BBC  and  Allied 
air  forces. 

West  Point 

Production  is  continuing  on  this  Ziv  Televi- 
sion Programs  series,  which  will  be  launched 

on  CBS-TV  this  fall  under  the  sponsorship  of 
General  Foods  Corp.  (Post  cereals)  through 
Benton  &  Bowles.  It  is  an  anthology  series, 
with  much  location  work  at  West  Point  and 

Page  48    •    August  13,  1956 

other  military  establishments.  Cast  changes. 
Producer  is  Leon  Benson. 

Wire  Service 

Starring  Dane  Clark  as  reporter  for  fictitious 
Transglobe  News  Syndicate,  Wire  Service  is 
a  series  of  full-hour  films  slated  for  Thurs.  9-10 
p.m.  (EDT)  on  ABC-TV  beginning  Oct.  4. 
Production  crew  went  on  location  in  the  Mo- 
jave  Desert  last  week  to  film  the  first  story 
about  the  savage  search  for  uranium  in  the 
West.  Series  is  a  Don  Sharpe  and  Warren 
Lewis  production  using  Desilu  facilities. 

WLS  National  Barn  Dance 

Fred  A.  Niles  Productions  is  filming  a  series 
of  26  half-hour  tv  programs  (using  the  Niles 

"Camtronic"  system)  of  the  32-year-old  radio 
programs,  whose  cast  of  more  than  50  country- 
style  singers,  instrumentalists  and  comedians  is 
being  utilized  in  the  tv  series. 

In  addition  to  the  new  tv  film  programs 
which  are  either  ready  for  telecasting  or  in 
production,  and  the  pilots  of  projected  series 
which  are  being  shown  to  prospective  buyers, 

most  of  last  year's  popular  film  program  series 
will  be  around  in  the  months  ahead,  many  of 
them  with  new  episodes  now  being  prepared 

for  fall-winter  telecasting,  others  with  re-runs 
of  previous  programs,  sometimes  retitled  for 
re-run  purposes. 

To  attempt  to  catalog  the  complete  list  of 
film  fare  to  be  available  for  televiewers  during 
the  1956-57  season  would  require  a  volume  in 
itself.  The  following  company-by-company  re- 

port makes  no  pretense  at  completeness,  is  pre- 
sented merely  as  a  spot  check  indicative  of  the 

activities  of  the  major  distributing  companies 
of  film  programs  for  television,  other  than  the 
introduction  of  new  programs. 

ABC  Film  Syndication's  list  of  continuing 
programs  includes  Code  3,  Douglas  Fairbanks 
Presents  (39  new  episodes  for  the  1956-57  sea- 

son). Passport  to  Danger,  Sheena,  Queen  of 
the  Jungle,  and  others. 

Alpha  Television,  which  filmed  Tv  Reader's 
Digest,  reported  it  is  trying  to  work  out  plans 
for  syndication  of  the  property.  The  show 
finished  its  run  on  ABC-TV  in  July. 

Ben  Blue  and  producer  Jerry  Stagg  have 
formed  Blue-J  Productions,  which  this  fall  is 

scheduled  to  begin  filming  a  new  half-hour 

I
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FIRST  PRINTS  of  the  $21  million  worth  of 

Warner  Bros,  features  recently  acquired 

by  Associated  Artists  Productions  are  sent 
on  their  way  to  television  stations  by  Air 
Express.  Herbert  Richek  (r),  AAP  director 
of  services,  checks  the  first  shipment  at 
Idlewild  Airport,  New  York.  Included  in 

this  lot  are  prints  of  "Silver  River," 
starring  Errol  Flynn;  "Pride  of  the  Ma- 

rines," with  John  Garfield,  and  "A  Kiss  in 
the  Dark,"  with  David  Niven. 

tv  series  Ben  Blue's  Brothers.  Marion  Har- 
grove is  writer. 

Chertok  Television  Productions  has  in  the 

works  plans  for  a  sea  melodrama,  Captain  Mc- 
Queen, about  a  passenger-cargo  ship,  an  an- 

thology titled  Family  Tree  and  a  situation 
comedy  about  the  life  of  a  movie  producer  in 
Hollywood  called  Mr.  Big.  Other  series  Chertok 
Tv  Productions  has  filmed  include  Cavalcade 
of  America  for  DuPont,  Sky  King  for  Derby 
Foods  and  Steve  Donogan,  Western  Marshall 
for  NBC  Film  Syndication  Division. 

Current  CBS-TV  Film  Sale  series  for  which 

new  episodes  are  being  produced  include  Ad- 
ventures of  Champion  (26  new  films  being  pro- 

duced by  Flying  A  Pictures;  26  already  seen 
on  CBS-TV  are  being  offered  for  national  and 
international  sales,  not  for  syndication);  Navy 
Log,  which  American  Tobacco  Co.  has  signed 
to  co-sponsor  on  ABC-TV  this  fall  (39  new 
episodes,  produced  by  Sam  Gallu),  and  Annie 
Oakley  (26  new  episodes  by  Flying  A  Pictures). 
CBS-TV  Film  Sales  also  reports  that  several 
new  shows  are  going  into  production  but  that 
plans  are  being  kept  quiet  for  competitive  rea- 

sons. Firm  also  will  continue  distribution  of 

upwards  of  a  score  of  other  properties,  includ- 
ing Amos  '/;'  Andy,  Brave  Eagle,  Fabian  of 

Scotland  Yard,  Gene  Autry  Show,  Life  With 
Father,  and  Terrytoons  (cartoons). 

With  Sept.  12  scheduled  as  start  of  the  new 
season  of  Disneyland  and  Oct.  1  for  Mickey 
Mouse  Club,  both  on  ABC-TV,  Walt  Disney 
has  126  hours  of  tv  programming  in  various 
stages  of  production  at  his  Burbank,  Calif., 
studio.  The  first  of  26  new  full-hour  segments 

on  Disneyland  will  be  "Antarctica — Past  and 
Present."  This  film  story  of  the  frozen  con- 

tinent where  the  U.  S.  is  conducting  major 

scientific  inquiries  will  feature  on-the-spot  foot- 
age from  Disney  photographers  Elmo  Jones 

and  Lloyd  Beebe,  who  are  with  a  Navy  task 
force  there. 

Disney  is  preparing  subsequent  television 
shows  on  Samoa,  Holland,  Lapland  and  the 
American  Northwest  from  special  footage  shot 

by  his  photographers  in  those  areas.  To  round 
out  the  series,  Disney  is  completing  several 
programs  on  various  fictional  and  historical 
personages,  including  John  James  Audubon, 
Pecos  Bill  and  John  Tremaine.  He  also  will 

present  his  live-action  feature,  "Rob  Roy,"  as two  60-minute  tv  shows. 

Disneyland  will  be  sponsored  through  its 
1956-57  season  by  Derby  Foods,  American 
Motors  and  American  Dairy  Assn.,  marking 
their  third  consecutive  year  of  sponsorship  of 
the  series. 

Mickey  Mouse  Club,  utilizing  100  hours  of 
television  production,  will  begin  its  second 
season  and  generally  follow  its  established  for- 

mat. However,  Mr.  Disney  is  supervising  a 
nationwide  hunt  for  fresh  juvenile  talent  to  be 
featured  in  the  Mouseketeer  segment  of  the 
daily  series.  From  candidates  selected  in  ten 
key  cities,  about  40  youngsters  are  being  given 
final  tryouts  at  the  studio. 

Mickey  Mouse  Newsreel  schedule  also  is 
being  altered  to  provide  for  a  number  of  weekly 

"specials."  Footage  for  these  are  arriving  from 
MMN  cameramen  around  the  world. 

Ten  Animal  Autobiographies  and  a  20-epi- 
sode  live-action  serial,  The  Hardy  Boys,  are 
in  production.  Disney  also  has  set  aside  80 
one-reel  cartoons  for  inclusion  in  the  second 

Mickey  Mouse  Club  season.  Show  has  partici- 

pating sponsors. 
Flamingo  Films  is  preparing  no  new  series 

but  is  producing  26  new  half-hour  episodes  of 
The  Country  Show  featuring  stars  of  Grand  Ole 

Op'ry,  which  has  been  sold  to  Pillsbury  Mills  in 
136  markets  and  will  be  carried  in  a  total  of  220 
markets  this  fall.    Flamingo  also  is  producing 

Continues  on  page  97 
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Little  Hick's  POWER  PACKAGE... 

Affiliate 

UMVI 

Channel  4 

POWER  PREFERENCE  •  POWER  PROGRAMMING  •  POWER  FACILITIES 

Power  Preference 

Across  the  board,  Little  Rock  viewers 

choose  KARK-TV- 

ARB  Survey,  June  1956— KARK-TV  has 
7  of  the  top  12  nighttime  shows  select- 

ed by  Little  Rock  viewers— 

1.  Highway  Patrol— KARK-TV* 
2.  Your  Hit  Parade— KARK-TV 

3.  $64,000  Question-Station  B 
4.  Perry  Como  Show— KARK-TV 
5.  You  Bet  Your  Life-KARK-TV 

6.  I've  Got  a  Secret— Station  B 
7.  Badge  714-Station  C 
8.  $64,000  Challenge-Station  B 
9.  Lux  Video  Theatre— KARK-TV 

10.  Ed  Sullivan  Show-Station  B 
11.  George  Gobel  Show-K ARK-TV 
12.  This  Is  Your  Life-KARK  TV 

*Shown  during  same  time  period  on 
KARK-TV  and  station  C.  Combined 
rating  scores  first  place.  Breakdown: 
KARK-TV,  26.9;  Station  C,  19.1. 

5  of  the  Top  5  Multiweekly  Shows  — 
Network  and  local,  KARK-TV  viewers 
voted  for  Channel  4  programming  — 
sweeping  the  first  five  places  with — 
1.  I  Married  Joan— 3:00  p.m.  Mon.  thru Fri. 

2.  News  Final- 10:00  p.m.  Sun  thru  Sat. 
3.  Queen  for  a  Day— 2:00  p.m.  Mon. 

thru  Fri. 

4.  Tennessee  Ernie  Ford  Show  — 12:30 
p.m.  Mon.  thru  Fri. 

5.  Evening  News  &  Weather— 6:00  p.m. 
Mon.  thru  Fri. 

Major  Share  of  Nighttime  Audience  — 
From  6:00  to  10:00  p.m.  KARK-TV  cap- 

tures the  largest  overall  share  of  Little 
Rock  viewers.  62  quarter-hour  firsts  of 
1 19  quarter-hours  per  week— the  largest 
audience  in  Little  Rock. 

Power  Preference— Power  Programming— 
Power  Facilities       fhe  KARK.TV  Power 
Package  means  Sales  Power  in  Arkansas. 

Represented  by 

Power  Programming 

Network  and  local,  quality  program- 
ming is  increasing  the  already  proven 

Pulse  audience  lead  of  KARK-TV - 

NBC  Television  —  Programming  voted 
best  by  Little  Rock  viewers  in  the  June 

1956  ARB  survey  ...  and  KARK-TV 

reperesents  NBC's  only  exclusive  outlet 
in  the  entire  state. 

Top-Rated  Local  Programming— Special- 
ized local  programming  for  everyone— 

from  Pat's  Party  for  the  children  to 
News  Final,  the  program  10:00  p.m. 

viewers  voted  in  the  top  Multi-Weekly 
programs  in  Little  Rock. 

Power  Facilities 

KARK-TV  facilities  complete  the  power 

package  in  programming  and  pref- 

erence — 
Higher  Tower-Maximum  Power— KARK- 
TV's  new  tower-power  package  delivers 
your  message  to  almost  all  of  Arkansas. 

Operating  on  Maximum  Power— 100,000 
watts. 

Full  network  color  facilities. 

One  of  the  Tallest  Towers  in  the  Nation 

—1,693  feet  above  average  terrain, 

—1,175  feet  above  ground. 

Little  Rock  Plus  44-County  Coverage  .  .  . 

Now  your  sales  message  to  thousands  of  new  viewers 

facts  inside  the  100  mv  m  contour  — 

the 

Counties 

Population 
Households 

Spend.  Inc. 
Retail  Sales 

KARK-TV  Coverage 
44 

1,028,300 
289,150 $1,094,231,000  $1i876f635(ooo 805,057,000    !  ,399,436,000 

State  Total 

75 

1,785,000 
503,060 

Gross  Farm  Inc. 284,375,000 592,572,000 

(Source:   '56   SRDS   Estimates  of 
Consumer  Markets) 

^  CHANNEL  4    NBC  AWsliate 

Little  Rock,  Arkansas 

Edward  Petry  &  Co.,  Inc. 
NIM  VOUK  ■  CHICAGO  •  ATLANTA  ■  DETROIT  •  IOS  ANCIKS  •  iAN  ISANCISCO  *  IT  ICUIS 
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ADVERTISERS  &  AGENCIES 

TOP  10  TV  NETWORK  ADVERTISERS 

IN  APRIL  1956 

1.  Procter  &  Gamble  $3,456,384 
2.  General  Motors  1,684,410 

3.  Colgate-Palmolive  1,668,237 
4.  Chrysler  1,656,322 
5.  General  Foods  1,269,718 
6.  American  Home  Prods.  1,238,158 
7.  Gillette  1,036,406 

8.  R.  J.  Reynolds  986,702 
9.  Lever  Brothers  978,613 

10.  Ford  Motor  970,963 

TV  NETWORK 

MILLION-DOLLAR  MARK  TOPPED  BY 

APRIL:  THE  FOOD  INDUSTRY,  paced 
by  General  Foods  Corp.,  continues  to 
reign  as  kingpin  of  product  groups  in 
gross  tv  network  time  sales,  according 

to  computations  based  on  Publishers  In- 
formation Bureau  data. 

The  foods  manufacturer  already  has 
outstripped  its  high  climb  in  network  tv 
of  last  year.  PIB  showed  this  category 
to  have  invested  more  than  $29  million 

in  only  the  four-month  period  of  January 
through  April  of  this  year,  nearly  $2  mil- 

lion above  the  total  for  the  same  period 
last  year. 

Also  climbing  high  and  fast  was 
toiletries,  expenditures  in  that  category 
at  more  than  $25  million  this  year,  $3 

million  ahead  of  last  year's  period.  Auto- 
mobile makers  also  were  in  high  gear  by 

nearly  $21  million,  about  $7  million 

ahead  of  last  year's  period. 
In  the  top  10  tv  network  advertiser  list, 

Procter  &  Gamble  compiled  more  than 
$3.4  million  in  April  in  its  network  tv billing. 

The  Big  Three  from  Michigan — Gen- 
eral Motors,  Chrysler  and  Ford — all 

placed  in  the  listing,  GM  with  over  $1.6 

million  invested,  Chrysler  next  with  ap- 
proximately the  same  investment,  and 

Ford  Motor  Co.  cruising  in  the  10th  spot 

some  $30,000  away  from  the  $1  million 
bracket. 

General  Foods,  the  foods  pacesetter 

in  April,  placed  fifth;  Colgate-Palmolive, 
the  top  spender  in  toiletries,  was  third. 
The  top  10  in  April  of  this  year  was 
nearly  identical  with  the  listing  of  a  year 

ago.  Exceptions:  Ford  and  American 

Home  Products  in  this  year's  list,  General Mills  and  American  Tobacco  listed  last 

year. 
GROSS  TV  NETWORK  TIME  SALES  BY  PRODUCT  GROUPS  FOR  APRIL  AND 

JANUARY-APRIL  1956,  COMPARED  TO  1955 

LEADING  ADVERTISERS  IN  PRODUCT 
GROUPS  DURING  APRIL  1956 

April 
Jan. -April 

April 

Jan. -April 
1956 1956 1955 1955 

Agriculture  &  Farming  $ 
48,803  $ 199,387 $ $ Ralston  Purina  Co. 

$  43,448 
Apparel,  Footwear  &  Access. 258,450 1,096,956 354,675 1,358,043 Knomark  Manufacturing  Co. 67,518 
Automotive,  Auto.  Equip.  &  Access. 5,146,753 20,962,368 3,387,048 13,856,129 Chrysler  Corp. 

1,656,322 Beer,  Wine  &  Liquor 552,482 2,223,196 768,845 
2,331,775 Joseph  Schlitz  Brewing  Co. 

197,556 

Bldg.  Materials,  Equip.  &  Fixtures 463,554 1,162,374 159,243 397,355 American  Radiator  &  Stand- ard Sanitary  Corp. 
103,879 

Confectionery  &  Soft  Drinks 819,540 3,542,375 632,406 
3,035,701 The  Coca-Cola  Co. 385,832 Consumer  Services 245,829 422,575 124,251 542,894 American  Telephone  & 

Telegraph  Co. 212,409 
Drugs  &  Remedies 3,029,609 12,417,852 1,590,795 7,160,952 American  Home  Products 

Corp. 

1,179,741 Food  &  Food  Products 7,020,922 29,119,833 6,721,235 27,382,466 General  Foods  Corp. 
1,269,718 Gasoline,  Lubricants  &  Other  Fuels 344,784 1,490,886 440,729 1,560,001 

Gulf  Oil  Corp. 1 66,098 
Horticulture 44,316 44,316 

35,422 43,903 Outboard  Marine  &  Manu- 
facturing Co. 23,523 

Household  Equipment  &  Supplies 2,657,826 10,171,224 2,286,400 10,731,512 General  Electric  Co. 495,217 
Household  Furnishings 334,700 1 ,044,792 383,915 1,088,429 Armstrong  Cork  Co. 148,280 
Industrial  Materials 865,398 3,230,258 667,947 2,516,585 Aluminum  Co.  of  America 249,660 
Insurance 393,090 1,491,461 149,652 658,145 Prudential  Insurance  Co.  of 

America 265,050 

Jewelry,  Optical  Goods  &  Cameras 449,996 1,606,145 452,243 
1,672,281 

Eastman  Kodak  Co. 172,560 

Office  Equipment,  Stationery  & 
Writing  Supplies 259,064 1,378,327 474,755 

2,166,746 Parker  Pen  Co. 
94,599 Political 

5,295 5,295 Stevenson  for  President  Com 
mittee  of  New  York  State 

5,295 
Publishing  &  Media 81,375 399,569 75,063 294,625 Time,  Inc. 

52,680 
Radios,  Tv  Sets,  Phonographs, 

Musical  Instruments  &  Access. 676,233 2,861,270 824,255 
3,463,594 Radio  Corp.  of  America 224,628 

Retail  Stores  &  Direct  by  Mail 10,392 
Smoking  Materials 3,419,464 14,420,371 

3,348,433 13,599,390 R.  J.  Reynolds  Tobacco  Co. 986,702 
Soaps,  Cleaners  &  Polishes 5,036,507 19,306,269 3,591,773 14,106,754 Procter  &  Gamble  Co. 

3,116,810 Sporting  Goods  &  Toys 85,051 
■1 89,940 

18,855 41,529 Outboard  Marine  &  Manu- 
facturing Co. 53,386 

Toiletries  &  Toilet  Goods 6,359,115 25,565,649 5,885,878 22,535,433 Colgate-Palmolive  Co. 1,237,725 Travel,  Hotels  &  Resorts 42,210 187,530 38,280 162,705 Pan-American  World  Air- 

ways, Inc. 
42,210 

Miscellaneous 324,362 
1,102,290 307,207 1,301,333 Sperry  &  Hutchinson  Co. 99,288 

TOTALS  $38,964,728  $155,642,508  $32,719,305  $132,018,673 
Source:  Publishers  Information  Bureau 
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BUYS.  BUYERS 

SEVEN  SPONSORS  IN  APRIL,  NINE  IN  MAY 

TOP  10  TV  NETWORK  ADVERTISERS  I 
IN  MAY  1956 

1. Procter  &  Gamble 
$3,835,179  ! 

2. 
Colgate-Palmolive 1,967,265 

3. 

Chrysler  Corp 
1,901,951 

4. General  Motors 1,862,237  j 

5. 

American  Home  Prods. 1,253,058 

6. 

Gillette  Co. 1,215,618  ! 

7. 

R.  J.  Reynolds 1,101,391 

8. 

Lever  Bros. 
1,057,331 

9. 

General  Foods 
1,047,329 

10. 
Ford  Motor  Co. 879,761 

MAY:  PROCTER  &  GAMBLE  neared 

the  $4  million  mark  in  gross  time  pur- 
chase in  network  tv  in  May,  spending 

more  than  $3.8  million.  In  May  of  last 
year,  P&G  spent  a  combined  $3.8  million 
for  both  network  tv  and  network  radio. 

The  month  of  May  also  saw  nine  ad- 
vertisers spend  more  than  the  $1  million 

level  in  network  tv.  Two  advertisers,  Col- 
gate-Palmolive and  Chrysler,  were  just 

a  shads  under  $2  million. 

This  monthly  fattening  of  expendi- 
tures by  leading  network  tv  users  also  was 

indicated  in  computations  based  on  Pub- 

lishers Information  Bureau  data. 

P&G,  Colgate,  Chrysler,  Gillette,  Gen- 
eral Motors,  General  Foods,  R.  J.  Reyn- 
olds, and  Lever  in  the  main  followed  the 

pattern  of  tv  network  outlay  they  estab- 
lished last  year.  But  each  of  the  adver- 
tisers (except  for  General  Foods  which 

was  about  the  same)  placed  more  dollars 
in  the  medium  for  time  purchases  than 

they  had  in  May  of  1955. 
American  Home  Products  Corp.  was 

fifth  in  the  ranking  last  May,  although  it 
had  not  appeared  in  the  May  1955  top 

10  listing.  Another  advertiser — Ford  Mo- 

tor Co. — did  not  appear  in  the  May  1955 
listing.  The  replacement  by  Tord  and 
American  Home  of  General  Mills  and 

American  Tobacco  in  the  top  10  monthly 

listing  has  been  the  general  mode  set  for 

the  past  several  months. 

P&G's  rapid  rise  toward  the  $4  million 
mark  is  significant  because  that  adver- 

tiser, which  has  consistently  held  down 
the  No.  1  spot  in  the  list,  has  reacted 
much  as  the  pulse  of  network  radio  or 
television,  reflecting  in  its  expenditures 

the  healthy  upswing  or  conversely,  when 
that  has  been  the  case,  the  downswing. 

GROSS  TV  NETWORK  TIME  SALES  BY  PRODUCT  GROUPS  FOR  MAY  AND  LEADING  TV  NETWORK 

JANUARY-MAY  1956, COMPARED  TO  1955 ADVERTISERS  IN  PRODUCT GROUPS 

May 

Jan. -May 

May 

Jan. -May 
DURING  MAY  1956 

1956 1956 
1955 1955 

Agriculture  &  Farming $  62,159 
<t     OAT  ZAA 

t   

«p   
q>   

Ralston  Purina  Co. 
4z,/ Z.O 

Apparel,  Footwear  &  Access. 208.191 1  .  JU  J,  1  4/ 0^0  1  5ft 1  At  ft  1 07 
1  ,0  1  V,  1  7J Knomark  Manufacturing  Co. 77  A1A 

Automotive,  Auto  Equip. 
&  Supplies 5,424,794 

OA  7P.7  1  AO 7  779  AOA 17  AOQ.  7  55 1  /  ,Ozo,/  jj 
Chrysler  Corp. 

1,901,951 
Aviation,  Aviation  Access. 

&  Equip. 14,535 14,535 
Beer,  Wine  &  Liquor 580,993 2,804,189 716,838 

3,048,613 Joseph  Schlitz  Brewing  Co. 
201,576 

Building  Materials,  Equip. 
&  Supplies 408,660 1,571,034 158,726 

556,081 

Carrier  Corp. 
101,803 

Confectionery  &  Soft  Drinks 893,862 4,436,237 647,643 3,683,344 
The  Coca-Cola  Co. 399,330 

Consumer  Services 267,951 690,526 125,731 668,625 American  Telephone  & 

Telegraph  Co. 234,411 

Drugs  &  Remedies 3,250,372 15,668,224 1,621,490 8,782,442 
American  Home  Products 

Corp. 

1,200,351 
Food  &  Food  Products 7,261,592 36,381,425 6,534,374 33,936,720 

General  Foods  Corp. 
1,047,329 

Gasoline,  Lubricants  & 
Other  Fuels 347,814 1,838,700 362,495 1,922,496 

Gulf  Oil  Corp. 168,408 

Horticulture 90,840 135,156 52,217 96,120 
Stern's  Nurseries,  Inc. 47,264 

Household  Equipment 
&  Supplies 2,888,183 13,059,407 2,443,734 13,175,246 

General  Electric  Co. 530,083 

Household  Furnishings 411,409 1,456,201 395,387 1,483,816 
Armstrong  Cork  Co. 239.185 

Industrial  Materials 787,644 4,017,902 636,789 3,153,374 
Aluminum  Co.  of  America 168,840 

Insurance 351,155 1,842,616 219,651 877,796 
Prudential  Insurance  Co.  of 

America 217,020 

Jewelry,  Optical  Goods  & 
Cameras 616,318 2,222,463 488,246 2,160,527 

Eastman  Kodak  Co. 222,339 

Office  Equipment,  Stationery, 
&  Writing  Supplies 501,218 1,879,545 555,195 2,721,941 

W.  A.  Sheaffer  Pen  Co. 143,415 

Publishing  &  Media 75,373 474,942 27,872 322,498 Time,  Inc. 

56,450 Political 
5,295 

Radios,  TV  Sets,  Phonographs 
Musical  Instruments  &  Access.  606,260 3,467,530 720,697 4,184,291 

RCA 162,559 

Retail  Stores  &  Direct  by  Mai 
10,392 Smoking  Materials 3,086,502 17,506,873 3,713,779 17,313,169 R.  J.  Reynolds  Tobacco  Co. 1,101,391 

Soaps,  Cleansers  &  Polishes 5,125,449 24,431,718 
3,761,572 17,868,326 

Procter  &  Gamble  Co. 
3,434,339 

Sporting  Goods  &  Toys 119,108 309,048 
4,398 45,927 

Outboard  Marine  & 

Manufacturing  Co. 
71,840 

Toiletries  &  Toilet  Goods 6,836,085 32,416,474 5,993,293 28,528,726 Colgate-Palmolive  Co. 1,527,550 
Travel,  Hotels  &  Resorts 42,210 229,740 38,520 201,225 Pan-American  World  Airways  42,210 
Miscellaneous 366,287 1,468,577 242,596 

1,543,929 Sperry  &  Hutchinson  Co. 
124,489 

TOTALS $40,610,429 $196,267,677 $33,500,554 $165,539,107 
Source:  Publishers  Information Bureau 

Broadcasting    •  Telecasting August  13,  1956    •    Page  51 



WBUF,  Channel  17,  Buffalo,  is  sold 



NBC 

Television 

has 

a  new 

address 

in 

Buffalo 

As  of  August  14,  WBUF  is  the  basic  affili- 
ate of  the  NBC  Television  Network  in  the 

nation's  14th  market.  Now,  with  all  the 

big  NBC-TV  shows  coming  to  Buffalo 

exclusively  on  WBUF,  local  and  national 

spot  advertisers  are  staking  out  prime 

availabilities  next  to  top-rated  stars  like 

Perry  Como,  Bob  Hope,  George  Gobel, 

Groucho  Marx,  Dinah  Shore.  Jack  Webb. 

Steve  Allen,  Sid  Caesar  .  .  .  next  to  top- 

drawer  special  events  like  the  World  Sc- 

ries, ncaa  Football,  NBC  Spectaculars! 

What's  more,  WBUF  is  tipping  its  cover- 

age area  —  increasing  power  to  500, 000 

watts  and  shifting  transmission  to  a  new 

740-foot  tower  (1349  feet  above  sea  level) 

—  to  bring  additional  Greater  Buffalo 
counties  within  reac  h  of  the  WBUFsienal. O 

In  the  first  seven  months  of  this  year,  only 

a  limited  number  of  NBC-TV  programs 

were  aired  In  WBUF.  Yet  so  strong  was 

the  appeal  of  those  few  network  shows, 

coupled  with  WBUF's  superior  film  pro- 

grams, thai  uhf  conversion  in  Buffalo's 
metropolitan  area  lose  an  impressive 

52.570-from  105.000  to  160.100! 

Now  is  the  time  to  join  national  spot  ad- 
vertisers like  Bulova,  Coca  Cola,  Lever 

Brothers.  Liggett  &  Myers.  P.  Lorillard, 

Philip  Morris,  Simmons  Mattress  and 

Bell  Telephone  in  discovering  the  selling 

power  of  NBC's  newest  basic  affiliate. 

With  WBUF,  Buffalo-as  with  each  of  the 

NBC  Spot  Sales  Stations  — it's  the  happy 
marriage  between  NBC  quality  program- 

ming and  outstanding  local  shows  that 

makes  it  the  choicest  buy  in  its  market! 

There's  alivays  something  extra  on  the 
stations  represented  by  NBC  Spot  Sales. 

8

>

 

REPRESENTING  THESE  LEADERSHIP  STATIONS: 

SPOT  SALES 

NEW  YORK  WRCA,  WRCA-TV 
SCHENECTADY- 
ALBANY-TROY  WRCB 
PHILADELPHIA  WRCV,  WRCV-TV 
WASHINGTON  WRC,  WRC-TV 
MIAMI  WCKT 

BUFFALO  WBUF  SEATTLE-TACOMA  KOMO,  KOMO-TV 
LOUISVILLE  WAVE,  WAVE-TV  LOS  ANGELES  KRCA 
CHICAGO  WMAQ,  WNBQ  PORTLAND  KPTV 

ST.  LOUIS  KSD,  KSD-TV  SAN  FRANCISCO  KNBC 
DENVER  KOA,  KOA-TV  HONOLULU  K«U,  KONA-TV 



ADVERTISERS  &  AGENCIES 

Grove  Labs  Announces 

Big  Hike  in  Ad  Budget 
GROVE  LABS,  St.  Louis,  which  last  year  spent 
more  than  $4  million  in  advertising  its  three 

anti-virus  preparations,  4-Way  Cold  Tablets, 
Bromo-Quinine  and  Citroid  compound,  is  an- 

nouncing today  (Monday)  a  substantial  hike  in 
its  advertising  budget. 

Through  its  three  agencies — Harry  B.  Cohen 
Adv.  (4-Way),  Benton  &  Bowles  (Bromo- 
Quinine)  and  Dowd,  Redfield  &  Johnstone 
(Citroid) — Grove  will  spend  close  to  $5  million 
in  all  media,  with  part-emphasis  falling 
on  broadcasting.  Approximately  $1.2  million 
will  be  spent  in  a  radio-tv  drive  for  4-Way, 
covering  one  minute  and  10-second  announce- 

ments and  station  ID's  on  about  150  tv  stations 
and  200  radio  stations  during  the  course  of  26 
weeks  [B«T,  July  9]. 

Bromo-Quinine  will  devote  50%  of  its  allo- 

cations to  radio-tv  spot.  Grove's  newest  prod- 
uct, Citroid,  will  receive  the  lion's  share  of  the 

overall  budget  with  more  than  $2  million  to 
be  spent  between  September  and  next  winter. 

According  to  Grove's  marketing  vice  president. 
Gene  K.  Foss,  Citroid,  which  was  tested  last 

year  in  15  cities,  "will  be  backed  by  the  biggest 
ad  budget  ever  to  launch  a  new  cold  prepara- 

tion." (During  last  year's  test,  begun  some months  after  the  start  of  the  traditional  cold 

season,  Citroid  managed  to  get  more  than  24% 
of  the  total  New  York  cold  medication  sales,  a 

sizable  notch  over  the  20%  average-share-of- 
market  in  the  15  test  cities.) 

Merchandising  Talk  Features 

WXEX-TV  Timebuyers  Lunch 

TNDTCATIONS  that  WXEX-TV  Richmond, 
for  one,  will  seek  government  approval  of  its 
in-store  merchandising  plan  were  given  last 
week  by  Irvin  G.  Abeloff,  vice  president. 

His  observations  stemmed  from  the  recent 

Federal  Trade  Commission  action,  which,  al- 
though not  aimed  at  radio-tv  merchandising 

arrangements  directly,  charged  nine  major  man- 
ufacturers with  violating  anti-discrimination  pro- 

visions of  the  Robinson-Patman  Act  by  buying 
time  where  in-store  promotion  was  offered  as 

a  "special  inducement"  [B»T,  July  30]. 
Presiding  at  a  luncheon  given  by  WXEX- 

TV  for  some  300  timebuyers  and  other  agency 
people  in  New  York  last  Thursday,  Mr.  Abeloff 

admonished  the  group  not  to  "shudder"  when 
he  mentioned  "merchandising  services"  as  one 
of  the  factors  in  WXEX-TV's  claim  of  domi- 

nance in  its  market. 

He  said  the  station's  merchandising  program 
gives  "proportionately  equal  treatment  to  all 
comers,"  and  that  this  meets  the  key  require- 

ment of  the  Robinson-Patman  Act.  He  said 
the  station  also  is  willing  to  extend  the  plan  to 

all  retailers  on  a  "proportionately  equal  basis." 
Station  attorneys  are  "working  on  it  now,"  he 
said,  adding  he  is  hopeful  of  approval  soon. 

The  discussion  of  merchandising  services  oc- 

cupied only  a  small  portion  of  Mr.  Abeloff's 
presentation  to  the  agency  people  on  WXEX- 
TV's  claims  that  it  is  the  "dominant"  television 
station  in  its  area.  Other  WXEX-TV  people  on 
hand  included  President  Tom  Tinsley,  who  also 
heads  WITH-AM-TV  Baltimore  and  WLEE- 
AM-FM  Richmond,  and  Mrs.  Tinsley;  R.  C. 
(Jake)  Embry,  executive  vice  president  of  the 
WITH  stations;  Harvey  Hudson  of  WLEE 
Richmond;  other  station  officials,  and  top  ex- 

ecutives of  Select  Station  Representatives,  which 

represents  WXEX-TV  on  the  Eastern  Seaboard, 
and  of  Forjoe-Tv  Inc.,  which  represents  WXEX- 
TV  in  all  other  sections  of  the  country. 

LATEST  RATINGS 

ARB- 

TOP  TV  SHOWS,  JULY  7-13 Rank  by 
kin* 

Net- 

Viewers 

Rating  Program 
oponsor 

Agency work Stations  Time 

Rating 

(000) 

i .    jo  i  ,uuu  wuesTion Rev  Ion 
DDUU 

165 Tues.,  10-10:30 48.6 39,780 
2.    Ed  Sullivan Lincoln-Mercury Kenyon  &  Eckhardt CBS 180 

Sun.,  8-9 

42.3 

38,920 
3.    $64,000  Challenge P.  Lorillard Young  &  Rubicam 

CBS 

111 Sun.,  10-10:30 

38.7 

31,160 
Revlon C.  J.  La  Roche 

4.    What's  My  Line? Jules  Montenier Earle  Ludgin 
CBS 

70 

Sun.,  10:30-11 35.1 25,950 
Remington  Rand Young  &  Rubicam 111 

5.     I've  Got  a  Secret R.  J.  Reynolds 

Wm.  Esty CBS 

170 Wed.,  9:30-10 32.9 
27,560 

6.    G.E.  Theatre General  Electric 
BBDO 

CBS 

153 

Sun.,  9-9:30 32.0 26,600 
7.     Lawrence  Welk Dodge  Div.  of Grant  Adv. 

ABC 

192 
Sat.,  9-10 

31.7 

27,770 

Chrysler 8.     Best  of  Groucho De  Soto 
BBDO 

NBC 157 Thurs.,  8-8:30 
31.3 9.    Do  You  Trust  Your General  Motors Kudner 

CBS 140 

Tues.,  10:30-11 31.0 Wife? 
Frigidaire  Div. 10.    Alfred  Hitchcock Bristol-Myers Young  &  Rubicam 

CBS 110 

Sun.,  9:30-10 
30.7 

24,050 

The  Honeymooners Buick  Div.  of Kudner 
CBS 

187 Sat.,  8-8:30 25,880 
General  Motors 

Gunsmoke Liggett  &  Myers Cunningham  &  Walsh CBS 148 Sat.,  10-10:30 24,910 

Copyright,  American  Research  Bureau  1 nc. 

VIDEODEX 

TOP  10  MULTI-WEEKLY  PROGRAMS 

Rank        Program  Sponsor 
1.    Mickey  Mouse  Club  Segmented  sponsors 

6. 
7. 

Dinah  Shore 

News  Caravan 

J.  P.  Morgan 
CBS  News 

Queen  for  a  Day 

Chevrolet  Motor  Div., 
General  Motors 

Plymouth R.  J.  Reynolds Sustaining 
Whitehall 
American  Tobacco 
Multi-sponsored  and 

Tennessee  Ernie  Ford  Multi-sponsored  and 
The  Big  Payoff  Colgate-Palmolive 

July  1-7,  1956 Agency 

and  various  agencies 
Campbell-Ewald 
N.  W.  Ayer Wm.  Esty 

SSC&B BBDO 
various  agencies 
various  agencies 
Wm.  Esty 

9.  Arthur  Godfrey 
10.    Art  Linkletter 

Participating  sponsors  and  agencies 
Participating  sponsors  and  agencies 

Net- 

work 
ABC NBC 

NBC NBC 

CBS 

NBC 
NBC 
CBS 
CBS 
CBS 

No.  of 
Stations 

94 
98 116 

110 

75 

70 
132 
100 
121 

99 
104 

Day  &  Time 
Mon.-Fri.,  5-6 
Tues.  &  Thurs.,  7:30-45 

Mon.-Fri.,  7:45-8  14.6 

Wed.  8.  Fri.,  7:30-45  14.4 
Mon.-Fri.,  6:45-7  13.9 

Mon.-Fri.,  4-4:45  13.7 
Mon.-Fri.,  2:30-3  13.6 
Mon.-Fri.,  3-3:30  13.3 
(sponsored  Mon.,  Wed. 
&  Fri.  only) 

Mon. -Thurs.,  10-11:30  13.2 
Mon.-Fri.,  2:30-3  12.6 

Copyright,  Videodex  Inc. 

TOP  10  SPOT  PROGRAMS* 

July  1-7,  1956 

9. 
10. 

Program 
I  ted  Three  Lives 

Dr.  Hudson's  Sec- ret Journal 
Highway  Patrol 
Celebrity  Play- house 
Crunch  &  Des 
The  Man  Called  X 
Science  Fiction 

Theatre 
Count  of  Monte 

Cristo Annie  Oakley 
Badge  714 

Distributor 

Ziv 
MCA-TV Ziv 

Screen  Gems 
NBC-TV  Films 
Ziv 

No.  of 

%Tv  No.  of  Home-, Homes  Cities  (000's) 17.0    116  5,071 

16.7 

16.2 15.7 

15.2 15.1 

97  2,603 
164  5,529 

61 
115 
100 1.509 3,292 

3,827 Ziv 
15.0    125  4,530 

TP  A  14.9      60  2,096 
CBS-TV  Films  14.1  132  4,741 
NBC-TV  Films    14.0    107  3,463 

*  Appearing   in  a   minimum  of  20  markets 
Copyright,  Videodex  Inc. 

Spot  Campaign  Planned 

By  Robert  Hall  Clothes 

ROBERT  HALL  Clothes  (clothing  store  chain) 
last  week  announced  that  starting  Aug.  20  it 

will  launch  a  multi-million-dollar  spot  cam- 
paign in  130  markets  on  90  radio  and  90  tv 

stations.  This  campaign  and  another  scheduled 
to  start  Sept.  20  will  run  through  the  Christmas 

season.  It  will  be  used  in  part  to  promote  Rob- 

ert Hall's  additional  20  stores  opening  between 
now  and  the  end  of  the  year. 

Spokesmen  for  the  chain  at  its  New  York 
agency,  Frank  B.  Sawdon  Inc.,  said  that  it  opens 
40  stores  a  year,  and  as  it  adds  new  outlets  ups 
its  advertising  budget.  Though  declining  to 

specify  what  Robert  Hall's  total  budget  comes 
to  a  year,  or  how  much  is  actually  spent  in 

broadcast  media,  the  agency  said  more  than 

60%  is  in  radio-tv. 
Markets  covered  by  the  latest  drive  include 

San  Diego,  San  Bernardino,  and  Bakersfield, 
Calif.;  Phoenix,  Ariz.;  Albuquerque,  N.  M.,  and 

Washington,  D.  C.  The  14-year-old  chain  also 
will  blanket  its  already-established  markets,  in 
which  it  plans  to  add  new  outlets. 

Two-City  Spots  to  Herald 

'War  and  Peace'  Premieres 

PARAMOUNT  Pictures  Corp.  through  Bu- 
chanan &  Co.,  Los  Angeles,  this  week  begins 

what  it  calls  a  "super-saturation"  radio  spot 
campaign  on  network  and  independent  good 
music  stations  in  New  York  and  Los  Angeles 

for  premieres  of  "War  and  Peace"  Aug.  21  and 
23,  respectively.  The  studio  said  it  is  buying 

four  times  the  normal  coverage  used  to  pro- 
mote a  picture  opening  and  will  use  a  similar 

campaign  in  eight  or  ten  other  major  markets 
when  the  Major  Ponti-De  Laurentis  production 
opens  unlimited  initial  distribution  later. 

No  tv  advertising  is  planned,  but  the  studio 

will  use  exploitation  clips  and  personal  appear- 
ances in  that  medium. 

The  New  York-Hollywood  premieres  are  to 
be  "subdued  black  tie"  affairs  with  radio-tv 
refused  live  coverage  to  prevent  what  is  de- 

scribed as  an  undesirable  clutter  of  wires,  lights 

and  equipment.  Movie  newsreels,  however,  will 
take  silent  footage  with  hand  cameras  because 
of  the  "news  value  of  the  event.  Normal  radio 
budget  for  picture  opening  in  a  major  city  runs 
about  $1,000,  B»T  was  told. 
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KMTV  Gets     ACTION  ! 

Guest  stars  Peggy  King,  center,  and  Leo  Durocher, 

right,  are  pictured  above  with  KMTV's  Bettie  Tolson 
on  her  popular  show,  "Your  TV  Home." 

KMTV's  Responsive  Pre-Sold  Audience 

Requests  200,000  Recipes! 

"Your  TV  Home" — Here's  the  outstanding  homemaker's  show  that 
has  real  meaning  for  thousands  of  enthusiastic  homemakers  in  KMTV's 
rich  multi-state  market. 

These  ladies,  all  loyal  followers  of  "TV  Home's"  Bettie  Tolson, 
have  requested  200,000  copies  of  recipes  featured  on  the  show  since 
it  began  four  years  ago. 

In  a  ten-day  contest,  almost  2,300  household  hints  were  entered. 
In  another  case,  2,800  viewers  wrote  and  asked  for  introductory  samples 

of  a  new  product.  13  spots  on  "Your  TV  Home"  produced  5,500 
recipe  contest  entries  from  405  towns  and  cities  in  five  states — 204  from 
communities  in  Nebraska  and  162  from  towns  in  Iowa.  These  are 

typical  results. 

Follow  the  lead  of  other  successful  profit-minded  local  and  national 

advertisers.  Cash  in  on  KMTV's  pre-sold  audience.  Schedule  KMTV 
.  .  .  the  midwest's  Color  Television  Center  and  Omaha's  popular  TV 
station  that  gets  action  for  you!  Contact  KMTV  direct  or  see  Petry 
today. 

KMTV  Market  Data* 
Population 1,536,900 TV  Homes 373,000 Families 477,000 
Retail  Sales $1,716,560,000 

Buying 

Income $2,236,230,000 

'Survey  of 

Buying  Power 

COLOR 
TELEVISION 
CENTER 

CHANNEL  3 
MAY  BROADCASTING  CO. 

NBC-TV 

ABC-TV 

OMAHA 
■       Reprwnted  t  r 

Edward  Petry  &,Co.,  Inc. 
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greatly  expanded 

RADIO-EQUIPPED 

TRUCKS 

TELETYPE  NETWORI 

More  speed! 

Constant  shipment  control! 

No  extra  cost! 



In  one  metropolitan  center  alone,  Air  Express  has 

i  (uced  average  pick-up  and  delivery  time  by  more 
t  in  half!  (And  it  was  notably  efficient  to  start  with! ) 

\mazingly  —  by  introduction  of  new  equipment- 

{  J  new  methods  —  Air  Express  is  chalking  up  new 

i  :ords  for  cutting  "ground  time"  of  shipments. 

Radio-equipped  trucks  in  leading  markets  are  now 
i  constant  touch  with  Air  Express  Dispatchers. 

]  :k-up  time  is  cut  to  a  minimum.  Deliveries  are 

<  pedited. 

All  this  speed-up  of  service  with  Air  Express  is 

!  w  yours  —  with  no  added  charges! 

•j*  Air  Express  now  can  practically  pinpoint  ship- 
ments. A  key-city  network  is  linked  together  by  pri- 

vate teletype  service,  tied  in  with  scores  of  other 

communities  in  a  nationwide  network. 

All  along  the  route,  teletype  carries  the  vital  in- 

formation of  all  load  messages  —  weight,  number  of 

pieces,  destination,  plus  special  information  or  in- 
structions. 

Thus,  the  greatest  possible  control  of  Air  Express 

shipments  —  at  no  increase  in  cost  to  you! 

In  fact,  thousands  of  users  regularly  find  "Air 

Express  costs  less"  than  any  other  service! 

For  the  world's  most  efficient,  most  complete  air  shipping  service—linking 

some  23,000  U.  S.  communities,  all  by  one  through  carrier— call 

CALL  A/R  EXPRESS 
GETS  THERE  FIRST  via  U.S.  Scheduled  Airlines1 

division  of  RA/LWAr  EXPRESS  AGENCY" 



ADVERTISERS  &  AGENCIES 

CIGARETTES IN  LOS  ANGELES  RADIO  AND  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index  of  Broadcast  Advertisers 

TELEVISION  (NETWORK  PLUS  SPOT) 

Based  on  Broadcast  Advertisers  Reports'  monitoring) 

Hooper  Index 
Network Total 

"Commercial 
of  Broadcast 

Rank Product  &  Agency  Shows Stations 

Units" 

Advertisers 

1  . 
Brown  &  Williamson 

2 4 63  V2 o4U 

Kool  (Ted  Bates) 4 I6V2 

95 

Raleigh  (Russel  M.  Seeds) 4 21 OO 

Viceroy  (Ted  Bates) 4 26 1 
I. Liggett  &  Myers 

1 6 29 30 1 
Chesterfield 

(Cunningham  &  Walsh) 6 27 
203 

L  &  M  (Dancer-Fitzgerald- 
Sample) 2 2 A  A. 

46 

3. Philip  Morris  &  Co. 
— 4 29 1/2 ICO 

Marlboro  (Leo  Burnett) 3 16 
1  JO 

Philip  Morris  (N.  W.  Ayer) 3 14 1  z4 
4. R.  J.  Reynolds 

8 4 

22 

224 

Camel  (William  Esty) 3 13 88 

Cavalier  (William  Esty) 2 V/2 

11 Winston  (William  Esty) 2 7V2 125 

5. American  Tobacco  Co. 5 3 

12 

219 

Lucky  Strike  (B.  B.  D.  &  O.) 2 4 105 

Pall  Mall  (S.  S.  C.  &  B.) 3 7 

84 Tareyton  (M.  H.  Hackett  Co.) 1 1 30 

6. P.  Lorillard  Co. 3 3 6 102 

Kent  (Young  &  Rubicam) 2 4 73 

Old  Gold  (Lennen  &  Newell) 2 2 

29 7. United  States  Tobacco  Co. 3 
27  V2 

84 Encore  (Kudner) 3 26V2 

81 Sano  (Kudner) 1 1 3 

RADIO  (NETWORK  PLUS  SPOT) 
Hoflner  Ind&x 

Network Total 
"Commercial of  Broadcast 

Rank        Product  &  Agency  Shows Stations 

Units" 

A  fly  Arts  c^rc 

1. R.  J.  Reynolds 
1 7 190 1  OO 192 

Camel  (William  Esty) 4 

27 

36 

Winston  (William  Esty) 7 163 
156 

2. American  Tobacco  Co. 7 
132 

123 

Lucky  Strike  (B.  B.  D.  &  O.) 1 6 0 0 

Pall  Mall  (S.  S.  C.  &  B.) 6 79 

79 Tareyton  (M.  H.  Hackett  Co.) 6 47 36 

3. Liggett  &  Myers 
2 4 94V2 i  in 

Chesterfield  (Cunningham  & 
Walsh) 2 ioy2 22 

L  &  M  (Dancer-Fitzgerald- 
Sample) 4 

84 

88 

4. Philip  Morris  &  Co. 

P) 

5 42  V2 

61 
Marlboro  (Leo  Burnett) 5 36 

49 Philip  Morris  (N.  W.  Ayer) 1 6V2 12 

5. P.  Lorillard  Co. 1 2 

25 

40 

Old  Gold  (Lennen  &  Newell) 2 25 40 

6. Brown  &  Williamson 

(P) 3 

16 25 

Kool  (Ted  Bates) 2 5 8 

Viceroy  (Ted  Bates) 3 11 

17 

(P)  Participations,  as  distinguished  from  sponsorship. 

In  the  above  summary,  the  monitoring  occurred  the  week  ending  May  11,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 

PETRY  &  CO.  TO  SPONSOR 

KASELOW  SHOW  ON  WOR 

Across-the-board  program  fea- 

turing 'New  York  Herald  Trib- 
une' writer  said  to  be  first 

regularly-scheduled  on  adver- 
tising field  news  and  first 

representation  firm-sponsored. 

IN  A  DOUBLY  unique  move,  Edward  Petry  & 
Co.,  radio  and  tv  station  representation  firm, 
signed  last  week  to  sponsor  advertising  news 
writer  Joseph  Kaselow  of  the  New  York 
Herald  Tribune  in  an  across-the-board  adver- 

tising commentary  on  WOR  New  York. 
Officials  said  that,  to  their  best  knowledge, 

it  is  the  first  regularly  scheduled  radio  program 
of  news  and  commentary  dealing  with  the  ad- 

vertising field  and  the  first  program  to  be 
sponsored  by  a  representation  organization. 
It  will  be  heard  at  7:45-7:50  p.m.  Mondays 
through  Fridays,  starting  today  (Mon.),  and 
will  be  called  Inside  Advertising. 

Commercials,  at  least  at  the  outset,  will  be 
essentially  institutional  announcements  stating 
that  the  program  is  presented  by  the  Petry 

company,  representative  of  leading  radio  and 
television  stations.  They  are  being  prepared 

by  the  Petry  organization.  The  business  was 
placed  direct,  but  a  promotion  campaign  in 
the  Herald  Tribune  and  New  York  World- 
Telegram  &  Sun  is  being  handled  by  the  Petry 

agency,  Wesley  Assoc. 
Inside  Advertising  is  aimed  primarily  at  ad- 

vertising people,  but  will  contain  enough  "fea- 
ture material"  to  appeal  also  to  a  large  seg- 

ment of  the  general  public,  officials  reported. 
They  said  it  will  deal  with  news  developments 
in  the  advertising  field,  appraise  advertising 
trends,  outline  new  campaigns,  report  on  new 
products  and  major  personnel  changes.  A 

guest  advertising  "personality"  will  be  inter- viewed at  least  once  a  week,  and  spokesmen 
said  facilities  have  been  made  available  to 

enable  Mr.  Kaselow  to  do  remotes  from  vari- 

ous agencies,  clients'  offices,  and  headquarters 
of  major  advertising  and  trade  conventions. 

Mr.  Kaselow,  formerly  with  the  now-defunct 
agency  of  Cowan  &  Dengler,  has  been  with 
the  Herald  Tribune  since  about  1937  and  has 

been  writing  its  "Advertising  Field"  column 
since  February  1952. 

ated,  the  results  for  all  commercials  of  each 

sponsor  are  added  to  form  the  HIBA.  For 
further  details  of  preparation,  see  the  basic 
reports  published  by  C.  E.  Hooper,  Inc., 
Broadcast  Advertisers  Reports  Inc.  and 
American  Research  Bureau  Inc.  Above 
summary  is  prepared  for  use  solely  by 

Broadcasting  •  Telecasting.  No  repro- 
duction permitted. 

♦  "Commercial  Units":  Commercials  are 
taken  from  the  monitored  reports  published 
by  Broadcast  Advertisers  Reports  Inc.  A 
"commercial  unit"  is  defined  as  a  commercial 
exposure  of  more  than  10  seconds  but  usually 
not  more  than  one  minute  in  duration.  Four 
"commercial  units"  are  attributed  to  a  30- 
mlnute  program,  and  in  the  same  proportion 
for  programs  of  other  lengths.  A  "station 
identification"  equals  one-half  "commercial 

unit." 

**  Audience  ratings  for  television,  both  na- 
tional and  local,  are  those  published  by  Ameri- can Research  Bureau  Inc.  Those  for  radio  are 

the  ratings  of  C.  E.  Hooper  Inc.  In  the  case  of 
station  breaks  the  average  of  the  ratings  for 
the  preceding  and  following  time  periods  is 
used  wherever  feasible:  otherwise,  the  rating 
is  that  of  either  the  preceding  or  following 
time  period,  normally  the  preceding. 
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Just  released,  39  exciting  new  episodes  off  Badge  714 

Here's  television's  greatest  syndicated  mystery!  New  honors  for  Badge  714 

and  Jack  Webb  -  from  Billboard's  1956  TV  Program  &  Talent  Awards:  tele- 

vision's "best  half-hour  mystery  series,"  "best  mystery  performer"  and  "best 

actor  among  all  syndicated  programs." 

Viewers  continue  to  vote  Badge  714  television's  greatest  mystery  series,  too! 
As  Dragnet,  it  is  the  highest-rated  mystery  show  on  network  television  today.* 

As  Badge  7 1 4,  it's  tops  in  market  after  market  regardless  of  size  or  program 
competition  (latest  available  ARB). 

Badge  714,  award  and  audience  winner,  is  your  answer  to  quick  sales  action. 

Get  all  the  facts  first-hand  . . .  call  NBC  Television  Films  now  for  first-run  syndi- 
cation availabilities  in  your  markets. 

NBC  Television 

Films 

Programs  for 

All  Stations  — 
All  Sponsors 

A  DIVISION  OF  CALIFORNIA  NATIONAL  PRODUCTIONS.  INC. 

*  Average  Audience  —  NTI  first  report,  June  1956 

663  Fifth  Avenue  in  New  York;  Merchandise  Mart  in  Chicago;  Taft  Building  in  Hollywood.  In  Canada:  RCA  Victor,  225  Mutual  St.,  Toronto 



ADVERTISERS  &  AGENCIES 

MR.  LUSK 

B&B  Agency  Increases  Duties 

Of  President  Robert  E.  Lusk 

IN  an  initial  step  to  realign  top  management 
functions  of  Benton  &  Bowles,  New  York,  the 

agency's  board  of  directors  last  week  added 
to  the  duties  of  President  Robert  E.  Lusk,  elect- 

ing him  also  chief 
executive  officer,  a 
new  agency  post. 

As  the  chief  ex- 
ecutive officer,  Mr. 

Lusk  assumes  re- 

sponsibilities hereto- 
fore handled  by  va- 

rious agency  com- 
mittees, it  was  ex- 
plained. The  move 

was  necessary  be- 
cause of  the  growth 

of  the  agency  and  is 

designed  to  stream- 
line management 

functions  by  releasing  B&B  top  executives  for 
creative  and  marketing  problems  of  agency 

clients.  It  is  expected  that  in  time,  the  com- 
mittee structure  at  B&B  will  be  further  cen- 

tralized in  the  strengthening  of  executive  ad- 
ministration. 

The  election  of  Mr.  Lusk  does  not  affect 

Atherton  W.  Hobler,  who  continues  as  chair- 
man of  the  executive  committee  at  B&B,  nor 

the  office  of  William  R.  Baker  Jr.,  who  remains 
chairman  of  the  board. 

Mr.  Lusk,  with  B&B  since  1933,  has  held 
a  number  of  positions  there  and  has  worked 
on  all  of  the  accounts  now  served  by  the 
agency.  He  became  executive  vice  president 
in  1950  and  later  was  elected  president. 

Foremost  Changes  Agency 

For  International  Service 

FOREMOST  DAIRIES  Inc.,  San  Francisco, 
will  transfer  its  $1.5  million  advertising  account 
from  Guild,  Bascom  &  Bonfigli,  San  Francisco, 
to  BBDO,  San  Francisco,  effective  Jan.  1,  1957. 
Of  the  $1.5  in  billings,  an  estimated  $1.2  million 

is  in  television,  largely  for  the  syndicated  Rose- 
mary Clooney  tv  program.  A  spokesman  in- 

dicated that  the  change  was  not  undertaken  be- 
cause of  dissatisfaction  with  GB&B,  pointing 

out  that  "Foremost  has  attained  all-time  rec- 
ord highs  of  sales  and  profits  during  the  time 

GB&B  has  had  the  account." 
He  said  that  Foremost  wanted  an  agency 

that  could  provide  servicing  overseas  that  GB&B 
could  not  offer.  BBDO  does  not  maintain 
offices  outside  the  U.  S.,  except  in  Toronto,  but 
does  service  international  accounts  with  person- 

nel in  its  branch  offices,  mainly  those  in  New 
York  and  San  Francisco. 

NBC-TV  Sells  Out  'Queen'; 
$400,000  More  Daytime  Sold 

IT'S  SRO  for  advertisers  wanting  to  buy  into 
NBC-TV's  Queen  for  a  Day,  according  to 
George  H.  Frey,  vice  president  in  charge"  of 
sales,  who  last  week  announced  an  additional 
$400,000  worth  of  daytime  business  by  seven 
sponsors  of  that  show  and  other  programs. 

The  final  segment  of  Queen  was  filled  by 
Brown  &  Williamson  Tobacco  Corp.  (Raleighs) 
through  Russell  M.  Seeds,  Chicago,  which 

bought  the  Tuesday,  4:15-4:30  p.m.  segment 
for  six  programs  between  Oct.  9  and  Dec.  18. 

Other  orders  placed  with  NBC-TV: 
General  Foods  Corp.,  Perkins  Products  Div. 

(Koolshake  and  Good  Seasons  salad  dressing), 
White  Plains,  N.  Y.,  two  26-week  segments  of 
It  Could  Be  You  (starting  Oct.  4),  through 
Foote,  Cone  &  Belding,  New  York.  Pharmaco 

Inc.  (Feen-a-Mint  laxative  chewing  gum), 
Newark,  N.  J.,  26  alternate  15-minute  Friday 
segments  of  It  Could  Be  You  and  Comedy 
Time  (starting  Oct.  5),  via  Doherty,  Clifford, 
Steers  &  Shenfield,  New  York. 

Bon  Ami  Co.  (Jet  Bon  Ami  cleanser),  New 

York,  participations  in  Home,  Today  and  Mat- 
inee Theatre  beginning  Sept.  12,  through  Ruth- 

rauff  &  Ryan,  New  York. 

Brown  &  Williamson  Tobacco  Co.,  Louis- 
ville, Ky.,  in  addition  to  the  Queen  purchase, 

will  buy  for  Viceroys  one  Today  participation 
Sept.  11,  through  Ted  Bates  &  Co.,  New  York. 

Simplicity  Patterns  Co.,  New  York,  two  ad- 
ditional participations  on  Today  this  Wednesday 

and  on  Aug.  22,  via  Franklin  Bruck  Adv.,  New 
York. 

Outboard  Marine  Mfg.  Co.  (Evenrude  Out- 
board Motor  Div.),  Milwaukee,  four  partici- 

pations on  Today,  Oct.  3  and  5,  through  Cra- 
mer-Krasselt  Co.,  Milwaukee. 

Asco  Electronics  Co.  ("Flea-Gard"),  Boston, 
three  participations  this  month  on  Today, 

through  Jerome  O'Leary  Adv.,  Boston. 

Slenderella  International 

Fattens  Its  Radio  Budget 

SLENDERELLA  International,  Stamford, 
Conn.,  seems  to  be  fattening  its  advertising 

budget  as  fast  as  it  is  reducing  its  clientele's 
excess  poundage.  The  firm  of  figure  propor- 

tioning salons,  which  recently  upped  its  $1.92 
radio  budget  by  $250,000  in  its  purchase  of 

CBS  Radio's  Bing  Crosby  Show,  Mitch  Miller 
Show  and  the  Galen  Drake  Show  as  well  as 

ABC  Radio's  When  a  Girl  Marries  [B»T,  July 
2],  last  week  signed  a  52-week  contract  with 
CBS  Radio  for  The  Slenderella  Show. 

The  program,  which  premieres  Sept.  8,  will  be 
heard  Saturdays,  10:50-11  a.m.  EDT  and  will 
feature  Galen  Drake  and  Eloise  English,  Slen- 

derella's  executive  vice  president,  in  a  discus- 
sion-interview type  program  "dealing  with  day- 

to-day  problems  confronting  the  average  hus- 

band and  wife." In  addition  to  this  10-minute  series,  Slen- 
derella also  signed  for  three  five-minute  seg- 

ments of  Wendy  Warren  and  the  News  (Mon.- 
Fri.,  12  noon-12:15  p.m.)  and  a  quarter-hour 
program  (yet  to  be  announced),  bringing  this 
latest  Slenderella  buy  on  CBS  Radio  to  $1  mil- 
lion. 

Only  six  years  old,  Slenderella  thus  has  joined 
the  top  90  broadcast  advertisers  with  a  radio 

budget  that  now  touches  $3.5  'million.  With 
tv  and  other  media  expenses,  Slenderella's  total 
1956-57  advertising  budget  may  reach  the  $6 
million  mark.  Agency  is  Management  Assoc.  of 
Connecticut,  Stamford. 

Consolidated  Buys  SarxL-Lee,^- 

Retains  Cunningham  &  Walsh 

CUNNINGHAM  &  Walsh  Inc.,  will  continue 
to  handle  the  $850,000  advertising  account  of 
Kitchens  of  Sara  Lee  as  a  subsidiary  of  Con- 

solidated Foods  Corp.,  which  announced  ac- 
quisition of  the  bakery  goods  producer  in  Chi- 

cago Friday.  Radio-tv  commands  60%  of  the 
budget. 

S.  M.  Kennedy,  president  of  Consolidated 

Foods,  leading  national  food  producer-distribu- 
tor, and  Charles  W.  Lubin,  president  of  Sara 

Lee,  announced  the  deal  in  which  about  160,000. 
shares  of  Consolidated  Foods  common  stock 

will  be  issued.  No  change  in  policy  of  man-  • 
agement  is  contemplated,  it  was  reported,  and 
Mr.  Lubin  will  continue  as  president  and  also 
serve  on  the  board  of  directors  of  Consolidated. 

jo 

s 
•11- 

Advance  Schedule 

Of  Network  Color  Shows 
(All  times  EDT) 

NBC-TV 
Aug.  14  (8-9  p.m.)  The  Chevy  Show, 
Chevrolet  Div.  of  General  Motors  Corp., 

through  Campbell-Ewald  Co. 
Aug.  15  (7:30-7:45  p.m.)  /.  P.  Morgan 
Show,  sustaining. 

Aug.  15  (9-10  p.m.)  Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson  (also  Aug.  29,  Sept.  5). 

Aug.  18  (8-9  p.m.)  Tony  Bennett  Show, 
participating  sponsors  (also  Aug.  25). 

Aug.  23  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.  through  J.  Walter 
Thompson  Co.  (also  Aug.  30,  Sept.  6). 

Aug.  26  (5-5:30  p.m.)  Zoo  Parade,  sus- taining (also  Sept.  2). 

Aug.  27-31  (3-4  p.m.)  Matinee,  partici- 
pating sponsors  (also  Sept.  3-7,  10-14). 

Sept.  2  (9-10  p.m.)  Alcoa  Hour,  Alumi- 
num Co.  of  American  through  Fuller  & 

Smith  &  Ross. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B»T] 

Clyde  Rapp  to  Supervise 

Ford's  New  Car  Account 

CLYDE  E.  RAPP,  vice  president  and  account 
supervisor  in  the  Chicago  office  of  Foote,  Com 

&  Belding,  will  transfer  to  Detroit  as  accouni 

supervisor  on  Ford  Motor  Co.'s  Special  Prod- 
ucts Div.  account  and  associate  manager  of  the 

agency's  new  office  in  that  city,  it  was  an- nounced Wednesday. 

FC&B  plans  to  open  its  Detroit  office  "short- 
ly" to  service  the  Ford  Motor  Co.'s  account  foi 

its  medium-priced  automobile,  now  in  the  de- 
sign and  engineering  stages,  which  is  expected 

to  be  unveiled  next  year. 

Geoghegan  Resigns  Post 

At  Bryan  Houston  Agency 

W.  C.  GEOGHEGAN,  vice  president  and  direc- 
tor and  one  of  the  founders  of  Bryan  Houston. 

New  York,  resigned 

last  week.  His  suc- 
cessor has  not  yel 

been  named. 
Mr.  Geoghegar 

joined    Sherman  & 
Marquette  in  March 

X        "»°^5l  1953  and  previously, 
had     been  with 

(  ompton    Adv..  a^ 
vice    president  and 
account  supervisor. 

■  I  with  Pepsi-Cola  Co 

........ML  ik  it  as  assistant  general sales  manager  and 

in  charge  of  com- 
pany operated  franchises,  with  l.ennen  &  Mitch- 

ell as  account  supervisor,  with  Gulf  Oil  as 

manager  of  sales  and  assistant  advertising  man- 
ager and  with  American  Oil  Co.  as  assistant 

advertising  manager.      ■-   '  •  f     '  ' His  future  plans  have  not  been  announced. 

MR.  GEOGHEGAN 
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in  son  antonio 

movies  are  better  buys  than  ever 

June  ARB  reports 

*  AFTERNOON  MOVIETIME  ...  16.3  RATING* 

MINUTES  LIVE  OR  FILM  99<  PER  THOUSAND  FAMILIES 

*  FAMILY  MOVIETIME  ...  12.1  RATING* 

MINUTES  LIVE  OR  FILM  90*  PER  THOUSAND  FAMILIES 

and  now  WOAI-TV  proudly  announces 

~  the  purchase  of  

WARNER  BROTHERS 

entire  film  library  for  TV 

NBC  Primary  Affiliate  •  Nationally  Represented  by  Edward  Petry  &  Company,  Inc. 

754  first  run  feature  films  never  before  on 

TV  will  be  shown  on  Afternoon  Movietime  and 

Family  Movietime  beginning  in  September. 

Five  day  average 
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Owner  Transferred! 

House  with  Private 

Swimming  Lake 

For  Sale... Westport,  Conn. 

NEW  ENGLAND  RANCH,  3  years  old. 
Gracious  and  spacious  living  room,  stone 

fireplace.  3  bedrooms,  dining-  room,  2 
baths,  extra-large  2  car  garage.  Radiant 
heat. 

PRIVATE  LAKE.  It's  all  yours  — and 
just  a  few  steps  from  your  door.  Deep 
enough  for  swimming  and  skating. 

COMPLETELY  LANDSCAPED.  Almost 
an  acre  of  lavish  landscaping  designed  to 
give  you  the  utmost  in  outdoor  living. 

Asking  $31,500 

Large  Mortgage  Available 

Call  Owner,  Westport,  CApitol  7-3969 
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146  Tv  Stations  Raise  Rates 

During  First  Half  of  1956 

RATE  INCREASES  were  effected  by  146  tv 
stations  in  the  first  six  months  of  1956  and 
only  four  stations  reduced  rates,  according  to 
a  summary  by  Standard  Rate  &  Data  Service. 
On  the  other  hand,  more  radio  stations  reduced 

than  increased  rates  in  the  period — 87  to  156. 
The  summary  shows  the  increase  in  tv  hourly 

rates  averaged  21.6%,  as  compared  to  20.7% 
in  the  same  1955  period.  It  was  shown  that 
160  stations  increased  one-minute  rates  and 
that  six  offered  a  reduction,  whereas  in  the 
1955  period  110  increased  and  four  decreased 
one-minute  rates.  The  1956  change  averaged 
a  21.6%  increase,  compared  to  25.2%  a  year 

ago. Radio  stations  showed  an  overall-rate  de- 
crease of  6.7%,  on  an  hourly  basis  and  a 

decrease  of  4%  for  one-minute  rates. 

Newspapers  effected  an  11.4%  average  in- 
crease in  the  six-month  period,  the  summary 

showed,  with  487  of  1,565  papers  revising 
rates.  Only  one  newspaper  reduced  rates.  The 
average  increase  a  year  ago  was  11.2%.  In 
the  business  publication  field,  there  were  275 
increases  out  of  1,794  publications  and  only  six 
decreases  in  rates.  The  overall  change  this 
year  was  16.5%  compared  to  14.9%  a  year 
ago.  Consumer  magazines  had  100  rate  in- 

creases and  11  decreases,  averaging  14.1% 
increase. 

Grey  Adds  Four  to  Staff 

FOUR  ADDITIONS  have  been  made  to  Grey 
Adv.,  N.  Y.,  staff,  it  was  announced  last  week. 
They  are  Andrew  Karnig,  account  executive, 
Young  &  Rubicam,  to  similar  position;  Sonia 

Yuspeh,  formerly  study  director,  Audit  &  Sur- 
veys Co.,  as  project  head  in  Research  Dept.; 

Rosalind  Prager,  assistant  advertising  manager 
and  copy  chief,  soft  goods  division,  R.  H. 
Macy,  N.  Y.,  as  copywriter,  and  Milton 
Schwartz,  assistant  to  director  of  advertising, 
NBC,  also  as  copywriter. 

'Conflict7  Sponsor  Signed 

CHESEBROUGH-PONDS  Inc.  (Pond's  cos- 
metics, Vaseline  products  and  Pertussin),  New 

York,  through  McCann-Erickson  and  J.  Walter 
Thompson,  both  New  York,  will  sponsor  the 
Warner  Bros. -produced  Conflict  series  on  alter- 

nate Tuesdays  (7:30-8:30  p.m.)  next  season 
on  ABC-TV.  Both  Conflict  and  Cheyenne, 
former  weekly  segments  of  Warner  Bros.  Pre- 

sents, will  become  separate  shows,  and  the 
title  Warner  Bros.  Presents  will  be  dropped. 

General  Electric  Co.'s  lamp  and  houseware- 
radio-tv  divisions,  through  BBDO  and  Young 
&  Rubicam,  both  New  York,  already  had  been 
announced  as  sponsor  of  Cheyenne  next  season. 

AGENCY  APPOINTMENTS 

Armstrong  Rubber  Co.,  Foam  Rubber  Div., 
West  Haven,  Conn.,  has  been  added  to  tire 
division  account  handled  by  Lennen  &  Newell, 
N.  Y.  Armstrong  account,  billing  total  of 
$800,000,  was  formerly  handled  by  Biow  Co., 
now  defunct. 

Eastern  Co.  (distributor  of  RCA  Victor-Whirl- 
pool products),  Cambridge,  Mass.,  appoints 

Kenyon  &  Eckhardt,  Boston. 

A.  S.  Harrison  Co.  (Preen  waxes),  South  Nor- 
walk,  Conn.,  appoints  Charles  W.  Hoyt  Co., 
N.  Y.  Harrison  has  total  billing  of  $175,000 
and  was  formerly  serviced  by  Samuel  Groot 

Agency,  N.  Y. 

Spot  Goes  Pop 

STILL  wonder  where  the  yellow  went? 
According  to  Lever  Bros,  officials,  Pep- 

sodent's  jingle  will  shortly  be  heard  in 
non-commercial  version  on  Decca  rec- 

ords. The  commercial,  written  by  Don 

Williams  of  Pepsodent's  agency,  Foote, 
Cone  &  Belding,  Chicago,  has  been  set 
to  new  lyrics  by  the  original  author  and 

will  be  sung  by  the  Jumpin'  Jacks,  Chi- 
cago vocal  trio.  Copies  of  the  record 

will  be  sent  to  nation's  disc  jockeys,  who 
helped  make  a  "hit"  out  of  commercial. 

A&A  PEOPLE 

Bob  Singer,  account  executive,  Olian  &  Bron 
ner  Inc.,  Chicago,  elected  vice  president. 

Louis  T.  Hagopian,  eastern  new  car  sales  man 
ager.  Dodge  Div.  of  Chrysler  Corp.,  namei 
director  of  advertising  and  sales  promotion  fo 
Plymouth  Div.,  Detroit. 

Chester  A.  Gile,  former  head  of  Minneapoli 

agency   bearing  hi: 
i  name,  to  Mobbcrle; 

&  Assoc.,  Washing ton  agency. 

MR.  GILE 

B.  H.  Melton  pro 

moted  from  sales 

manager  of  refrig- 
erator division  to  na- tional sales  manager 

of  appliance  division at  Admiral  Corp., Chicago. 

Philip  M.  Barns,  for- merly with  Young  & 

Rubicam,  N.  Y.,  to  Colgate-Palmolive  Co.. 
N.  Y.,  as  assistant  director  of  television  &  radio. 

Louis  W.  Corrigan,  formerly  with  advertising 
staff,  Atlanta  Journal-Constitution,  to  accounl 

executive,  Kenyon  &  Eckhardt,  Atlanta.  San- 
tiago Rivera,  radio-tv  copywriter,  Young  & 

Rubicam,  Mexico  City,  to  copy  director,  Ken- 
yon &  Eckhardt  de  Mexico  S.A.,  Mexico  City. 

John  L.  Gardner,  director  of  advertising  and 
merchandising,  General  Baking  Co.,  to  K&E, 
N.  Y.,  in  promotion  department. 

William  I.  Tracy  Jr.,  account  executive,  BBDO 

N.  Y.,  for  past  five  years,  to  McCann-Erickson. 
N.  Y.,  as  executive  on  Standard  Oil  Co.  (N.  J.] 

account. 

MICHIGAN'S POWERFUL 

250  WATTER 

HEARD  AROUND 

THE  WORLD 
.  .  .  WHLS  is  responsible  for 
more  newsworthy  stories  fea- 

tured by  U.P.  than  any  other 
station  in  the  country. 

4  FULL  TIME  NEWSMEN 

Port  Huron's 
community  station 

Represented  Nationally  by  Gill-Perna 
For  Detroit  —  Michigan  Spot  Sales 
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you  don't  just  LEAP.. 

Unlike  this  gentleman,  we  consider  it  foolhardy  to 

plunge  into  anything  without  first  having  all 

the  facts  in  hand. 

When  we  make  sales  calls,  intelligent  advance 

preparation  stands  behind  them.  It's  a  ruling  premise  of 
successful  representation  for  successful  television  stations 

Knowledge  of  advertisers'  problems  and  station 

background  is  not  only  important,  but  necessary  to  the 

salesman  eager  for  and  interested  in  getting  the 

most  for  the  stations  he  represents. 

All  this  —  plus  hard  work  and  conscientious  effort  for  a 

limited  group  of  stations  —  add  up  to  an  outstanding 

calibre  of  performance.  What  it  means  in  profitable 

results  is,  we  think,  worthy  of  examination  by  others. 

New  York 

Chicago 

San  Francisco  ' 
Atlanta 

Harrington,  Righter  and  Parsons,  Inc. 

mt^mmmms^mmMmmmmanmmmmmm  television  —  the  only  medium  we  serve 

WCDA-B    Albany    WAAM  Baltimore    W BEN-TV  Buffalo     WJRT  Flint 

WFMY-TV  Greensboro /Winston-Salem     WTPA  Harrisburg 

WDAF-TV  Kansas  City     WHAS-TV  Louisville    WTMJ-TV  Milwaukee 

WMTW  Mt.  Washington    WRVA-TV  Richmond    W SYR-TV  Syracuse 
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TV  ADVERTISERS: 

You  are  not  covering 

South  Bend- 

Indiana's  2nd  market- 

unless  you  are  using 

WSBT-TV! 

■ 

Please  don't  take  our  word  for  it- 
Check  the  viewer  reports  on  the  South 

Bend  Market— either  A.  R.  B.  or  Pulse. 

They  all  show  that  WSBT-TV  com- 
pletely dominates  the  South  Bend 

market.  The  latest  A.R.B.  report 

( February,  1956)  tells  the  same  story.  It 

shows  that  WSBT-TV  carries  the  top  13 
shows  and  23  of  the  top  25!  It  also  reveals 

that  more  viewers  watch  WSBT-TV  during 
the  prime  daily  viewing  hours  of  6:30  p.m. 
to  10:30  p.m.  than  watch  all  other  stations 
combined ! 

Chicago  stations  are  included  in  the  A.R.B. 

report.   They   reach   only   a   handful  of 
viewers.  It  all  boils  down  to  the  fact  that 

you  just  don't  get  television  coverage  in South  Bend,  Indiana  without  WSBT-TV! 

This  is  Indiana's  2nd  market  in  population, 
income,  sales— and  one  of  the  Nation's  rich- 

est. Get  the  whole  story.  Write  for  free 
|         market  data  book. 

PAUL  H.  RAYMKIC  CO.,  INC.,  .NATIONAL  KKl'KESENTATIVES 

SOUTH BEND, 

IND. 

CHANNEL 

34 

L.  C.  Barlow,  senior  partner  and  vice  presider 
Brooke,  Smith,  French  &  Dorrance,  N.  \ 
named  director  of  media  and  marketing  f( 
N.  Y.  division. 

Anthony  Rizzo,  formerly  of  Biow  Co.,  N.  "V to  Ogilvy,  Benson  &  Mather,  N.  Y.,  as  telev 
sion  production  manager.  He  succeeds  Jam 
Gross,  resigned  to  accept  another  position. 

Doris  Gravert,  formerly  with  Biow  Co.,  N.  "Y 
to  Dancer-Fitzgerald-Sample,  N.  Y.,  as  castii 
director. 

Alfred  L.  Hopin,  formerly  in  production  depar 
ment,  Al  Paul  Lefton,  to  A.  D.  Adams  Ad\ 
N.  Y.,  as  creative  director. 

Raymond  A.  Johnson  promoted  from  merchai 
dising  post  to  sales  promotion  manager 
Norge  Div.,  Borg-Warner  Corp.,  Chicago, 
will  be  responsible  for  developing  national  an 
local  promotions  for  Norge  appliance  distribi 
tors  and  dealers. 

Irwin  L.  Mandel,  former  writer  for  WTTV  (T\ 
Bloomington,  Ind.,  to  Allstate  Insurance  Co 
Skokie,  111.,  as  copywriter. 

Byron  Maddox,  agricultural  advertising  specia 
ist,  to  Bozell  &  Jacobs  Inc.,  Omaha  agency. 

Duane  A.  Gordon,  art  director,  N.  Y.  Ayer  < 
Son  Inc.,  Phila.,  to  Erwin,  Wasey  &  Co.,  L.  J 

Robert  P.  Rayce,  market  research  manage 
L.  A.  office  of  Dun  &  Bradstreet,  to  Erwii 
Wasey  as  assistant  market  research  director. 

L.  Sprague  de  Camp,  free-lance  science  an 
science  fiction  writer,  to  public  relations  sta: 
of  Gray  &  Rogers,  Phila. 

Venable  (Van)  Herndon,  senior  copywriter,  I 
Bamberger  &  Co.  (department  store),  Newarl 
to  Hicks  &  Greist,  N.  Y.,  copy  staff.  Leonar 
Bittner,  formerly  copywriter  with  Kenyon  < 
Eckhardt.  N.  Y.,  on  RCA,  Mennen  and  Welc 

grape  juice  accounts,  to  H&G  as  copywrite: 
Arthur  Cerf  Mayer,  copywriter,  Norman,  Crai 
&  Kummel,  N.  Y.,  to  H&G  in  similar  capacit; 

Onofrio  Avitabile,  recent  graduate.  College  c 

City  of  New  York,  and  Maurice  F.  Doyle  Jr 
formerly  with  Eastern  Racing  Assn.,  to  radic 

tv  traffic  department,  N.  W.  Ayer  &  Son,  N.  "V 

Lee  Teeman  appointed  art  director  at  John  M 
Shaw  Adv.  Inc.,  Chicago. 

Richard  Zayac,  formerly  with  New  Center  Sti 
dios,  Detroit,  to  art  department,  MacManu: 
John  &  Adams,  Bloomfield  Hills  Mich.,  to  wor 
on  promotional  material  for  Pontiac. 

Mildred  W.  Makover,  formerly  account  execv 
tive,  Henry  J.  Kaufman  Advertising,  Washing 
ton,  D.  C,  and  editor  of  Go  Magazine,  Bait; 
more,  Md.,  to  copy  department,  C.  J.  LaRoch 
&  Co.,  N.  Y.  Patricia  Van  Kirk,  Grey  Adv 
N.  Y.,  to  LaRoche  as  member  of  research  de 

partment. Julia  T.  Lucas,  Product  Services,  N.  Y.,  time 

buyer,  resigned  from  agency  to  take  freelanc 
assignment  abroad. 

Cal  Kuhl,  producer,  Lux  Video  Theatre  (NBC 
TV  Thurs.  10  p.m.  EDT),  J.  Walter  Thompso 
Co.,  Hollywood,  named  by  agency  executiv 
producer  of  Tennessee  Ernie  Show  to  be  spor 

sored  by  Ford  Motor  Co.  on  NBC-TV  in  fal 
Earl  Ebi  Lux  Video  Theatre  director,  appointe 

associate  producer  of  show. 

Norman  Cohen,  comptroller  and  executive  a; 
sistant  to  president  of  Emil  Mogul  Co.,  N.  Y 
father  of  girl,  Heidi,  July  18. 
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The 

Loyalty  of 

Friendship . . 

Friendship,  in  our  South,  finds  its  roots  in 

steadfast  loyalty.  But  friendship  of  this  nature 

is  not  lightly  given— it  must  first  be  earned. 

This  tenet  is  sharply  defined  in  the  wealth  of  friends 

gained  by  WRVA  Radio  over  the  past  31  years. 

Through  continued  participation  in  community 

affairs  .  .  by  the  highest  standards  of  entertainment 

and  service  . .  with  a  tradition  of  responsible,  competent 

and  experienced  management  —WRVA  Radio  has 
won  (andheld)  the  firm  devotion  of  Richmond  families. 

Now  comes  WRVA-TV  —  endowed  with  this  rich  in- 

heritance from  WRVA  Radio  — and  steadily  winning 

the  allegiance  of  Richmond's  television  viewers.  They 
expect  from  WRVA-TV  the  finest  that  proven  skill  and 
imaginative  minds  can  produce.  They  are  not  disappointed. 

Mindful  of  such  responsibility,  Richmond's  newest  television 
station  has  moved  inevitably  to  the  position  of  leadership 

by  earning  the  special  loyalty  that  Southerners  give  only  to 

those  who  earn  it.  Truly,  WRVA-TV  belongs  to  Richmond  as 

no  other  television  station  ever  has  — or  can. 

Represented  nationally  by  Harrington,  Righter  and  Parsons,  Inc. 

WRVA-TV 

12 

Richmond,  Va. 

CBS  Basic  Channel 

C.  T.  Lucy,  President    Barron  Hweard,  Vice  President  and  General  Manager    James  D.  Clark,  Jr.,  Sales  Manager 
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TRADE  ASSNS. 

ANNUAL  REGIONAL  MEETINGS  BY  NARTB 

AGAIN  TO  FOLLOW  STREAMLINED  PATTERN 

First  of  eight  area  sessions,  in  which  key  staff  executives  will  take 

part,  to  be  at  Minneapolis  Sept.  17-18.  FCC  Comr.  T.  A.  M.  Craven  to 
make  first  industry  appearance  in  his  new  role. 

NARTB  will  open  its  annual  schedule  of  re- 
gional meetings  Sept.  17,  with  key  staff  execu- 

tives taking  part  in  eight  area  sessions  sched- 
uled in  two  two-week  clusters. 

Comr.  T.  A.  M.  Craven,  who  returned  to  the 

FCC  last  July,  will  make  his  first  industry  ap- 
pearance in  his  new  role  at  the  first  meeting, 

to  be  held  Sept.  17-18  at  Minneapolis.  Chmn. 
George  C.  McConnaughey  or  one  of  the  six 

commissioners  will  take  part  in  all  meetings, 
under  present  plans,  with  the  assignments  being 
rotated.  They  will  speak  at  banquets  scheduled 
the  opening  night. 

This  year's  meetings  will  last  two  days,  a 
condensing  of  the  three-day  format  followed 
last  year  when  the  17-meeting  schedule  was 
compressed  into  eight  regional  sessions.  The 

shorter  agenda  is  based  on  polls  taken  last  au- 

(Wcue^Jice
 N; 

J 

We're  proud  as  Roger  Williams  .  .  . 
crowing  like  a  Rhode  Island  Red,  because 

now  we  are  two.  And  you,  you're  "right 
on  cue"  whether  it's  in  Akron,  Ohio  or 

Providence,  Rhode  Island.  You're  right  with 

our  music  and  our  news.  You're  right  with 
our  solid  policy  of  local  programming,  local 
service  and  warm  interest  in  each 

community  —  Tiretown,  U.  S.  A.,  and  rich, 

little  Rhody's  capitol  city. 

1150  '  «s» 
ON  YOUR  RADIO  ^ 
AKRON,  OHIO 
NATIONAL  REP.  -  JOHN  E.  PEARSON  CO. 

V 

TIM  ELLIOT,  PRESI DENT i 

1290  ON  YOUR  RADIO 
PROVIDENCE,  RHODE  ISLAND 
NATIONAL  REP.  - 
JOHN  E.  PEARSON  CO. 

) 
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tumn,  the  membership  having  showed  a  d 
cided  preference  for  the  streamlined  routii 
as  well  as  the  regional  idea. 
NARTB  President  Harold  E.  Fellows  w 

head  a  large  headquarters  group.  The  trav 
schedule  is  much  lighter  and  time  away  fro 
the  Washington  office  has  been  cut  to  a  mir 
mum.  The  touring  group  will  spend  only  3 
weeks  on  the  road,  since  one  of  the  meetin 
will  be  held  in  Washington.  Meeting  sites  ha 
been  arranged  to  keep  down  total  mileage. 

While  programming  plans  have  not  been  con 
pleted,  the  lineup  calls  for  a  radio  agenda 
the  morning  of  the  first  day.  President  Fellow 
will  address  the  opening  luncheon.  In 
afternoon  radio  delegates  will  split  into  sma 

and  large  market  groups  for  "bull  sessions 
Simultaneously,  tv  delegates  will  hold  their  ow 
sessions. 

Strong  sentiment  for  the  informal  type 
discussion  was  voiced  in  membership  poll: 
Headquarters  officers  will  take  part  in  thes 
discussions. 

The  second  morning  will  be  confined  to  teh 
vision  topics.  Luncheon  arrangements  are  bein 
made  by  NARTB  board  members  located  i 
each  region.  The  final  afternoon  program  i 

labeled  "association  session."  It  will  includ 
topics  of  general  interest  and  adoption  of  rf 
solutions. 

Emphasis  will  be  given  Tv  Code  enforce 
ment  this  year.  Edward  H.  Bronson,  code  di 
rector,  and  Charles  S.  Cady,  assistant  directoi 
will  conduct  code  sessions  along  with  a  mem 
ber  of  the  Tv  Code  Board. 

Television  Bureau  of  Advertising  will  pro^ 

vide  a  tv  sales  clinic  the  opening  afternoon1 
Radio  Advertising  Bureau  will  not  take  par 
in  the  regional  meetings,  since  it  has  chosei 
to  conduct  its  own  series  of  clinics. 

The  radio  and  tv  activities  will  be  directe< 

by  John  F.  Meagher,  radio  vice  president,  an< 
Thad  H.  Brown  Jr..  tv  vice  president.  Othe 
staff  specialists  taking  part  will  be  Vincen 
V/asilewski,  government  relations  manager 

Joseph  M.  Sitrick,  publicity-information  man 
ager,  and  Jack  L.  Barton,  station  relations  man 
ager  or  a  member  of  his  staff.  William  L 
W?!ker,  assistant  treasurer,  will  be  conventioi 
m?nager  at  the  meetings. 

Last  year  all  staff  executives  were  given  i 
chance  to  take  part  in  at  least  one  regiona 
meeting.  This  problem  will  be  simplified  ii 
the  upcoming  series  because  one  of  the  ses 
sions  will  be  held  in  Washington. 

Decision  to  follow  the  regional  plan  a  sec 
ond  year  was  made  by  the  NARTB  board  afte 
it  was  shown  that  total  attendance  ran  27$ 

above  1954  when  17  district  meetings  wer> 
held.  In  all,  1,269  broadcasters  were  registerei 
compared  to  996  in  1954.  Associate  membe 
participation  averaged  45  at  the  meetings  com 
pared  to  36  in  1954. 

Two  program  features  that  will  commani 
interest  are  the  operating  cost  and  labor  rela 
tions  discussions  by  Mr.  Tower  and  the  legis 
lative  review  by  Mr.  Wasilewski.  Legislativ 
problems  have  been  severe  this  year,  even  con 
tinuing  through  the  summer  (see  investigatioi 

story,  page  35).  Mr.  Tower's  department  i completing  its  annual  study  of  station  payroll 
and  operating  expenses. 

The  regional  meeting  schedule  follows: 

Region    Days  Dates  City 
5  Mon.-Tues.  Sept.  17-18  Minneapolis 
7  Thurs.-Fri.  Sept.  20-21  Salt  Lake  City 
8  Mon.-Tues.  Sept.  24-25  San  Francisco 
6  Thurs.-Fri.  Sept.  27-28  Oklahoma  City 

Thurs.-Fri. Mon.-Tues. 
Thurs.-Fri. 

Oct.  11-12 
Oct.  15-16 
Oct.  18-19 

Hotel 

Nicollet 
Utah 
St.  Franci 

Okla- 

homa 

Biltmore Washington,  D.  C.  Shorehan Boston Indianapolis 

3    Thurs.-Fri.    Oct.  25-26 
Somerset Sheraton 
Lincoln 

Birmingham,  Ala.  Dinkler- 
Tutwiler 

Wice 

MB 
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TRADE  ASSNS. 

TVB,  NEWSPAPER  REPRESENTATIVE  SWAP 

BLOWS  ON  TVB'S  USE  OF  STARCH  DATA 
Head  of  Moloney,  Regan  &  Schmitt  accuses  TvB  of  twisting  statistics. 

Treyz,  of  TvB,  repeats  charge  that  newspaper  circulation  has  not  kept 

pace  with  growth  of  population  and  that  newspaper  costs  per  thou- 
sand have  shown  an  increase  of  20%  since  1950. 

TELEVISION  Bureau  of  Advertising  was  en- 

gaged last  week  in  a  running  battle  with  "the 
newspaper  industry"  over  TvB's  presentation 
a  few  weeks  ago  showing  that  local  ads  in  the 
Denver  Post  are  reaching  fewer  women  per 
dollar  than  they  used  to  [B*T.  July  231. 

Herbert  Moloney,  president  of  Moloney, 
Regan  &  Schmitt,  newspaper  representation  firm 
whose  clients  include  the  Denver  Post,  issued 

a  statement  Thursday  challenging  TvB's  claims 
as  being  "woefully  ignorant"  or  "willfully  try- 

ing to  mislead."  Mr.  Moloney  stressed  that  he 
was  speaking  "on  behalf  of  the  newspaper  in- 

dustry," not  any  single  newspaper  or  group 
of  papers. 

Mr.  Treyz  promptly  replied  by  releasing 

charts  shown  in  TvB's  Denver  presentation — 
and  by  publicly  inviting  Mr.  Moloney  to  wit- 

ness a  repeat  performance  of  the  Denver  show- 
ing. 

Mr.  Moloney  said  his  statement  was  based 
on  a  TvB  news  release  on  the  Denver  presen- 

tation, in  which  Mr.  Treyz  said  "newspapers 
are  suffering  a  quantitative  slump — not  just  in 

circulation  but,  more  important,  in  readership." 
The  TvB  claims  were  based  on  data  prepared 
by  Daniel  Starch  &  Staff. 

Mr.  Moloney  said: 
"Here  are  the  facts: 

"1.  Circulations  of  U.  S.  daily  newspapers  are 
at  their  highest  in  history,  56.147,000. 

"2.  While  U.  S.  adult  population  has  grown 
19%  since  1940,  daily  U.  S.  newspaper  cir- 

culations have  increased  37% — almost  twice  as 
fast. 

"3.  The  averages  Mr.  Treyz  has  compiled 
from  Starch  figures  cannot  correctly  be  com- 

pared, one  study  with  another.  Therefore,  Mr. 
Treyz  is  wrong  in  his  use  of  these  Starch  fig- 

ures, which  fact  every  good  research  man 
knows,  and  his  claimed  results  are  indicative 
of  nothing. 

"4.  Although  Mr.  Treyz  stated  that  he  used 
'all  the  available  information  on  the  subject,' 
he  did  not  do  so. 

5.  When  all  of  the  Denver  Post  figures  are 
studied,  there  is  a  complete  absence  of  pattern 
and.  if  one  wishes  to  engage  in  statistical  gym- 

nastics, it  is  possible  to  put  together  a  story 

highly  contradictory  to  Mr.  Treyz' — with  read- 
ership increases  as  high  as  100% — depending 

entirely  on  which  figures  are  selected. 

"We  challenge  the  television  industry,  through 
its  Television  Bureau  of  Advertising  Inc.,  or 

any  other  agency,  to  submit  Mr.  Treyz'  press release  and  this  statement  to  the  technical 

committee  of  the  Advertising  Research  Foun- 

dation for  validation." 

DATA  IN  DISPUTE 

Mr.  Treyz  replied: 
"Mr.  Moloney's  attack  is  based  on  what  TvB 

said  in  delivering  a  wide-screen  presentation 
before  advertiser  and  agency  executives  in  the 

West,  particularly  the  one  delivered  in  Denver 
on  July  17.  Rather  than  involving  ourselves 

in  a  'he  said,  we  said'  argument,  we  are  sub- 
mitting the  three  visual  exhibits,  referring  to 

San  Joaquin  Valley  TV  Families  . . . 

Station  Viewed  Most  Before  6  p.m. 

Station  Viewed  Most  After  6  p.m. 

-  ''iH-lTU.  >-   ;  ,„  _ 

DO  WHAT  COMES 

NATURALLY 

Tune  to  UHFTV  Stations! 

of  the  Homes  in  this, 

the  Worlds  Richest  Farm 

Market  can  receive. . . 

JEO  TV  cU^jl  47 

4600  ft.  above  sea  level 
175,000  TV  Homes 

ARB  Area  Report 

Released  in  February 
O'NEILL   BROADCASTING  COMPANY 

P.O.  Box  1708.     Represented  Nationally  by  the  Branham  Co.     Fresno,  Calif. 
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Oust  l/ke  downfcwn 

Colossal! 

It's  "Boston  Movietime,"  a  bright  new  programming 
concept,  scheduled  daily,  4:45-6:30  PM,  over  WBZ-TV, 

reaching  Mom,  Dad  and  the  kids.  All  of  'em. 
Mainstay  will  be  WBZ-TV's  new  Warner  Brothers 

package  of  features,  like  "Sergeant  York,"  "Life  of  Emile 
Zola,"  "Adventures  of  Robin  Hood,"  "Johnny  Belinda." 
With  stars  like  Gary  Cooper,  Bette  Davis,  Errol  Flynn, 
Jane  Wyman,  Paul  Muni.  Big  deal.  First  time  on  TV,  too. 

"Boston  Movietime"  will  start  off  with  those  utterly 
incomparable  cartoons,   build   through   Selected  Short 

Subjects  (just  like  downtown)  to  the  big  WBC  pictures. 
Promotion?  Naturally.  Newspapers,  car  cards,  cab 

covers,  contests,  on-the-air  spots,  the  works.  All  of  which 
means  more  families  in  a  happy  movie  party  mood, 
settled  and  set  to  stop,  look  and  buy. 

Bring  your  own  popcorn.  We'll  bring  the  folks.  And 
Herb  Masse,  WBZ-TV  Sales  Manager,  he's  at  the  partici- 

pation box  office:  Algonquin  4-5670,  Boston.  Oh  yes, 
A.  W.  "Bink"  Dannenbaum,  WBC  VP-Sales,  is  operating 
the  New  York  ticket  window  at  Murray  Hill  7-0808. 

Get  'em  while  they're  hot. 

In  Boston,  no  selling  campaign  is  complete  without  the  WBC  station 

■
A
 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
RADIO 

BOSTON — WBZ+WBZA 
PITTSBURGH — KDKA 
CLEVELAND— KYW 
FORT  WAYNE — WOWO 
PORTLAND — K  EX 

TELEVISION 

BOSTON— W  BZ-TV 
PITTSBURGH— KDKA-TV 
CLEVELAND— KYW-TV 
SAN  FRANCISCO— KPIX 

Support  The  Ad  Council  Campaigns ! 
KPIX  REPRESENTED  BY  THE  KATZ  AGENCY,  INC. 

ALL  OTHER  WBC  STATIONS  REPRESENTED  BY  PETERS.  GRIFFIN.  WOODWARD.  INC. 
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newspapers,  used  in  the  Denver  presentation 
and  which  Mr.  Moloney  says  indicate  that  TvB 

is  'ignorant'  or  'trying  to  mislead.'  Mr.  Molo- 
ney's attack  against  our  statement  referring 

to  newspapers  can  be  validated  only  by  his 
criticisms  of  the  data  on  these  exhibits. 

Invitation  Extended 

"In  reply  to  Mr.  Moloney's  challenge  that 
'we  submit  our  presentation  to  the  technical 
committee  of  the  Advertising  Research  Founda- 

tion for  a  validation,  we  will  be  happy  to  re-do 
our  Denver  presentation  before  all  or  any  part 
of  the  ARF.  Also,  we  cordially  invite  Mr. 

Moloney  to  attend  a  re-do  of  our  Denver  pres- 
entation in  Philadelphia  in  the  grand  ballroom 

of  the  Bellevue-Stratford  Hotel  at  9:30  a.m., 
Sept.  11,  and  in  other  key  advertising  centers 

where  the  presentation  will  be  shown  this  fall. 
It  has  been  our  practice  to  invite  key  newspaper 

executives,  such  as  Mr.  Moloney,  to  our  pres- 
entations. Newspaper  executives  were  among 

our  guests  in  Denver  as  were  representatives  of 
the  ANPA  Bureau  of  Advertising  at  our  pres- 

entation in  New  York. 

"This  presentation,  as  in  Denver,  will  show 
the  following  facts: 

"(1)  Newspaper  circulation,  since  the  advent 
of  television  (using  1950  as  the  bench  mark 
year)  has  not  grown  apace  with  population. 
Newspaper  circulation  is  up  6%.  Population 
is  up  10%;  U.  S.  families  are  up  11.5%. 

"(2)  Newspaper  advertising  costs  are  up  28%. 
"(3)  Newspaper  costs  per  thousand  is  up 20%. 

"During  the  same  period  of  time,  television 

In  the  Land  /   of  the  Braves 

I 

WISN  RADIO 

MILWAUKEE'S  FIRST  STATION 
PRESENTS 

WISN 

SPORTS  DIRECTOR 

DAILY 

4:00,  5:00,  6:00  P.  M. 

•  Former  All-Ameri- 
can 

•  Outstanding  Green 
Bay  Packers  Star 

•  Highly-regarded 
Sports  Authority 

•  Favorite  Wisconsin 

Radio  Personality 

SPORTS  -  SELL 

Sports  is  a  pretty  basic  radio  com- 
modity. So  basic,  it  is  frequently 

relegated  to  routine  handling.  The 

inevitable  result  is  routine  acceptance. 

In  sports  -  mad  Milwaukee,  routine 

sports  shows  are  a  dime  a  dozen.  It 

takes  something  outstanding  to  cap- 

ture the  fancy  of  the  fans.  Bob  Forte 

does  it  like  no  other  sportscaster. 

Truly  one  of  Wisconsin's  great  ath- 
letes and  sports  personalities,  his  word 

on  sports  is  gospel,  his  endorsement 

of  products  sure-fire.  Forte's  sports 
sell.    Let  them  do  it  for  you! 

Represented  by 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICAGO  •  AUANTA  •  DETROIT  •  IOS  ANGELES  •  *S  AN. FRANCISCO*  SI.  IOUIS 

w 
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costs  have  increased  less  than  five  fold,  the  te' 
vision  audience  has  increased  over  ten  fold  a 
television  cost  per  thousand  is  down  by  55% 

Regarding  TvB's  knowledge  of  research,  T\ 
sources  pointed  put  that  George  Huntingto 
TvB  sales  development  director  who  got  t 
Starch  material  which  is  involved  in  the  co 
troversy,  is  himself  a  former  member  of  t 
Starch  staff  and  also  subsequently  was  in  mec 
research  with  Benton  &  Bowles,  head  of  med 
research  for  Kenyon  &  Eckhardt,  and  head 

media  research  for  Dancer-Fitzgerald-Samp 
that  Mr.  Treyz  formerly  was  in  research  at  Si 
livan,  Stauffer,  Col  well  &  Bayles  and  also 
ABC;  that  Gene  Accas,  operations  directc 
served  in  research  at  Foote,  Cone  &  Beldin 
that  Dr.  Leon  Arons,  research  director, 
vice  president  in  charge  of  research  for  Will 
H.  Weintraub  agency,  and  that  Harvey  Spieg( 
assistant  director  of  research,  was  research  c 
rector  for  Norman,  Craig  &  Kummel. 

Carter,  Krueger  Will  Head 

NARTB  Convention  Planninc 

CO-CHAIRMEN  of  the  1957  NARTB  conve 
tion  committee  will  be  Kenneth  L.  Carte 
WAAM  (TV)  Baltimore,  and  Herbert  L.  Kru 
ger,  WTAG  Worcester,  Mass.,  NARTB  Pre: 
dent  Harold  E.  Fellows  announced  Tuesda 
They  are  vice  chairmen  of  the  tv  board  ai 
radio  board,  respectively.  The  convention  w 
be  held  April  7-11  at  the  Conrad  Hilton  Hot< Chicago. 

Other  members  of  the  convention  committe 
which  will  meet  in  Washington  Sept.  6,  ai 

Campbell  Arnoux,  WTAR-TV  Norfolk,  Ve 

MR.  KRUEGER 
MR.  CARTER 

and  E.  K.  Hartenbower,  KCMO  Kansas  Cit 
1956  convention  co-chairmen;  Ward  Ingrir 
KHJ  Los  Angeles;  Gaines  Kelley,  WFMY-T 

Greensboro,  N.  C;  Merrill  Lindsay,  WSO"' 
FM  Decatur,  111.;  Ward  L.  Quaal,  WGN-T 
Chicago;  W.  D.  Rogers,  KDUB-TV  Lubboc 
Tex.;  Harold  P.  See,  KRON-TV  San  Francisl 
F.  C.  Sowell,  WLAC  Nashville,  and  Edwai 
A.  Wheeler,  WEAW-FM  Evanston,  111. 

Clayton  Named  'Quill7  Editor CHARLES  C.  CLAYTON,  a  veteran  of  mo 
than  30  years  in  active  newspaper  work  ai 
currently  visiting  professor  of  journalism 
Southern  Illinois  University,  Carbondale,  II 
has  been  named  editor  of  The  Quill,  a  mag 
zine  for  members  of  the  communications  i 

dustry  published  monthly  by  Sigma  Delta  C 
professional  journalistic  fraternity. 

Mr.  Clayton,  who  was  national  president  \ 

Sigma  Delta  Chi  in  1951-52,  succeeds  Carl  ] 
Kesler,  who  served  as  editor  from  1944  un 
his  death  on  July  2. 

Sol  Taishoff,  B«T  editor-publisher  and  Sign 
Delta  Chi  national  vice  president  in  charge  i 
professional  chapter  affairs,  has  succeeded  M 

Clayton  as  a  member  of  the  fraternity's  pub! 
cation  board. 
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Ultra  linear  audio,  automatic  recycling,  individual  cooling  of  each  of  three  cubicles  for 

lower  operating  temperature,  much  lower  spurious  radiation,  lowest  tube  set  cost,  lowest 

power  consumption  and  lowest  initial  cost.  —  This  is  "5V  orama",  broadcasting's  en- 

tirely new  5KW  transmitter,  setting  sales  records.  — 

A  Gates  sales  engineer  would  enjoy  telling  you  the  BC-5P  story 

and  an  attractive  brochure  is  yours  too,  just  for  the  asking. 

GATES  RADIO  COMPANY,  Quincy,  ill.,  u.  s.  A. 
OFFICES    —    NEW  YORK WASHINGTON,  D.  C. LOS  ANGELES HOUSTON ATLANTA 



TRADE  ASSNS. 

ANNUAL  REPORT  RELEASED 

BY  ADVERTISING  COUNCIL 

Non-profit,  non-partisan  or- 
ganization estimates  that 

$125  million  in  space  and 

time  was  contributed  during 

fiscal  year  to  national  welfare 

projects. 
AN  ESTIMATED  $125  million  worth  of  space 
and  time  was  contributed  in  the  fiscal  year 
ended  Feb.  29  to  national  welfare  projects  con- 

ducted by  The  Advertising  Council,  according 

to  the  annual  report  of  the  non-profit,  non-par- 
tisan business  organization  released  Friday  in 

New  York. 

In  summarizing  broadcast  activity  on  behalf 
of  council  projects,  the  report  noted  that  last 
year  regular  weekly  radio  support  was  given 

to  19  "top-priority"  campaigns.  Broadcasters 
and  advertisers  contributed  support  also  to  39 
other  causes.  Circulation  through  sponsored 

network  programs  alone  was  2  billion  home  im- 
pressions. This  does  not  include  broad  cover- 

age donated  by  regional  radio  advertisers,  by  the 
four  radio  networks  and  by  all  U.  S.  stations, 
the  council  pointed  out. 

Aid  by  NARTB  and  volunteer  advertising 

agencies  "in  making  radio  an  extremely  pow- 
erful and  effective  tool  for  delivering  council 

messages"  was  applauded. 
At  the  same  time,  the  council  emphasized 

that  national  tv  circulation  given  to  campaigns 
by  sponsored  network  shows  alone  increased 
40%  last  year  over  the  previous  year,  100% 
over  1953  and  200%  over  1952. 

The  report  said  a  total  of  6  billion  home  im- 
pressions was  recorded  by  tv  for  the  19  major 

campaigns  and  32  other  projects;  volunteer  ad- 
vertising agencies  prepared  complete  kits  of  tv 

films  and  other  materials  on  14  campaigns  and 

that  more  filmed  programs  and  multiple-spon- 
sored programs  "devoted  time  and  talent  to 

these  projects."  The  additional  time,  talent  and 
station  lineups  appreciably  increased  circulation 
for  the  welfare  campaigns,  the  council  reported. 

The  past  fiscal  year  was  the  biggest  peace- 
time year  for  the  council  with  the  volume  of 

donated  advertising  in  support  of  projects  also 
at  an  all-time  high.  During  the  year,  19  public 
interest  campaigns  were  major  ones  for  the 
council  with  three  new  programs  accepted: 
register  and  vote,  religious  overseas  aid  and 
armed  forces  manpower.  Another  106  requests 
for  advertising  help  were  received  during  the 

year  from  government  agencies  and  private  or- 
ganizations, with  half  of  these  (53)  helped  by 

being  listed  in  the  council's  bi-monthly  "Radio- 
Tv  Bulletin."  The  bulletin  is  designed  to  help 
advertisers,  networks  and  stations  determine 
what  public  service  causes  they  wish  to  support. 
Among  the  major  projects  are  ACTION 

(slum  clearance),  schools,  Civil  Defense,  Cru- 
sade for  Freedom,  forest  fire  prevention,  Ground 

Observer  Corps,  Red  Cross,  religion,  traffic 

safety,  U.  S.  Savings  Bonds  and  United  Com- 
munity campaigns. 

Radio  Adv.  Bureau  Recounts 

Pepsodent's  Jingle  Success 
HOW  radio  proved  the  best  to  brighten  the 
smiles  of  Lever  Bros,  sales  executives  by  boost- 

ing Pepsodent  sales  like  never  before  is  being 
retold  by  Radio  Advertising  Bureau.  RAB  notes 

that  use  of  the  toothpaste  jumped  10%  in  jus 
four  weeks  among  the  people  reached  by  Pep 

sodent's  radio  jingle  campaign. 
The  gist  of  the  RAB  recap  of  Lever  Bros, 

phenomenally  successful  radio  campaign  for  iti 

Pepsodent  toothpaste  (the  jingle  "You'll  Wonde 
Where  The  Yellow  Went  .  .  ."):  If  there  an 

any  people  around  who  still  don't  know  when 
the  yellow  went,  it's  their  own  fault,  the) 
haven't  been  listening  to  the  radio. 

According  to  RAB,  which  commissioned  Ad 
vertest  to  conduct  a  home  interview  surve; 
shortly  after  the  Pepsodent  campaign  premierec 

on  radio  this  past  winter,  well  over  two-third 
of  the  4,605  sample  who  could  correctly  iden 
tify  the  jingle  said  they  heard  it  on  radio.  Forty 

three  percent  of  the  sample  actually  could  "pla 
back"  the  message  to  the  interviewers.  Alsc 
interviewed  were  205  drug  store  owners  an< 
managers. 

RAB  is  using  the  results  of  the  Advertes 

study  in  a  special  booklet.  How  The  Yello\ 
Went,  that  has  been  sent  to  members. 

Film  Alliance  Adopts 

NARTB  Video  Code 

NARTB's  Tv  Code  has  been  adopted  as  a  by 
law  by  Alliance  of  Television  Film  Producers 
with  alliance  members  permitted  to  show  ai 
ATFP  seal  on  their  films.  In  announcing  th 
action,  Maurice  Morton  of  McCadden  Corp 
ATFP  chairman,  made  no  mention  of  th 

NARTB  Tv  Board's  June  20  action  providing 
for  film  affiliate  subscribers  [B«T,  June  26]. 

Mr.  Morton  said  the  alliance,  in  adoptin 

"the  long-established  and  highly  respectei 

NARTB  code,"  was  predicating  its  action  on 
desire  "to  preserve  uniformity  of  codes  through 
out  the  industry."  The  group  said  it  desires  t* 
avoid  confusion  that  could  result  from  "multi 
codes"  and  it  seeks  "most  effective  policing  o 

tv  film  productions." Alliance  members,  it  was  added,  "realize  tha the  NARTB  Tv  Code  is  based  upon  the  prin 

ciple  of  self-regulation,  and  alliance  member 
agree  that  they  shall  each,  individually,  be  re 
sponsible  for  maintaining  the  highest  possibl 

ethical  and  moral  standards  in  their  films." 
The  alliance  by-law  specifies  that  it  maintai 

a  permanent  committee  to  consider  allege 

violation  by  members,  with  a  two-thirds  all: 
ance  vote  required  for  disciplinary  action,  sue 
as  removal  of  the  ATFP  seal  or  expulsion  fror membership. 

Members  of  the  alliance  ethics  committe 
are  Mr.  Morton,  chairman;  Hal  Roach  Jr.,  He 
Roach  Studios  and  ATFP  president;  Arman 
Schaeffer,  Flying  A  Productions;  Mauric 
Unger,  Ziv  Productions;  Jack  Findlater,  Revu 
Productions;  Sam  Saks,  Wm.  Morris  Agenc} 

and  Richard  St.  Johns,  of  O'Melveny  &  Myer: 
counsel.  The  alliance  claims  to  represent  759 

of  independent  film  producers  and  distributor: 

Hayes  Heads  ARF  Committei 
ARTHUR  HULL  HAYES,  CBS  Radio  pres: 
dent,  has  been  appointed  chairman  of  th 
programming  committee  for  the  1956  Advei 

tising  Research  Foundation's  conference,  to  b held  in  New  York  Nov.  29. 

Purpose  of  the  conference — second  of  il 
kind — is  to  keep  ARF  members  informed  c 
the  foundation's  work  to  date  and  to  aid  i 
improving  advertising  procedures  by  makin 
public  new  impartial  research  methods. 
An  ARF  spokesman  said  last  week  that  dt 

tailed  plans  concerning  topics,  speakers  an 

banquet  arrangements  will  be  announce 
"within  two  weeks." 

Ride  with 

"Local  Boy  Makes  Good" !  That's  the  story  of 
Andy  Roberts,  singing  star  on  his  own  local  show  on 

WTAR-TV,  formerly  with -such  big  names 
as  Jimmy  Dorsey,  Gene  Krupa  and 

Sauter  Finegan.  And  just  recently  three- 

time  winner  on  Dennis  James' 
"Chance  of  a  Life  Time". 

Andy  took  the  $3,000  but  passed  up 
the  engagement  in  Las  Vegas  (at 

$1,000  a  week)  to  come  home 
to  Norfolk  and  continue 

making  his  big  audience 
and  his  advertisers  happy. 

Won't  you  join  them? 

Andy  Roberts  is  on 

12:05-12:30  P.  M.  (MoikFrL) 
Available  for 

"Class  C"  participations 
Write  or  call  your  Petry  man 

or  WTAR-TV,  Norfolk 

-
I
V
 

CHANNEL 

3 
NORFOLK. VA. 

Represented  by  Edward  Petry  &  Co. ,  Inc. 
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A  PACKED  HOUSE 

EVERY 

PERFORMANCE" 

A  LOOK  AT  THE  BOX-OFFICE  * 

National  WICU 

PERRY  COMO    36.3  52.6 

EDDIE  FISHER   9.0  44.3 

DINAH  SHORE   9.6  43.5 

GROUCHO  MARX   35.4  55.3 

LORETTA  YOUNG    25.0  54.0 

GEORGE  GOBEL   28.7  56.0 

DRAGNET    39.0  54.0 

FIRESIDE  THEATRE    25.3  54.5 

BIG  STORY    24.7  55.8 

PLAYHOUSE  OF  STARS   23.4  57.5 

*  Telepulse  February,  1956 

"Damn  Yankees",  starring  Gwen  Verdon,  Stephen  Douglas,  Ray  Walston 

When  WICU  station  people  aren't  busy  "packing  them  in", 
they're  just  as  occupied  "picking  them  up"  —  awards  that  is ! 
Repeated  NBC,  ABC  and  CBS  citations  have  deluged  the 

nation's  outstanding  promotion-minded  station  with  a  total 
of  36  national  awards. 

Aggressive  showmanship  has  stacked  WICU's  trophy  shelf 
knee-deep  in  booty,  much  to  the  delight  of  General  Mills, 
P&G,  Chrysler,  American  Dairy  Assoc.,  DuPont,  etc. 

Even  the  ratings  are  aggressive ! 

A  recent,  view  of  the  WICU  box-office  offers  documented 
proof  why  clients  can  tilt  back  in  plush  easy  chairs  and  relax. 

An  agile  index  finger  can  quickly  verify  the  score.  Percent- 

ages consistently  tally  to  good  advantage  —  favor  of  WICU —  and  you. 

WICU  specializes  in  contented  clients.  You  can  join  them 
easily  enough:  just  call  Petry  or  Ben  McLaughlin,  General 
Manager  and  name  your  trophy. 

WICU CHANNEL 

An  Edward  Lamb  Enterprise  —  Ben  McLaughlin,  General  Manager 

Represented  Nationally  By 

EDWARD  PETRY  AND  CO.,  INC. 

New  York    •    Chicago    •    Detroit    •    San  Francisco    •    St.  Louis    •    Los  Angeles 
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 GOVERNMENT  

ABC  PROPOSAL  TERMED  'REPETITIOUS' 

Protestants  to  network's  re- 
quest for  lowered  mileage 

tables  and  revised  table  of  al- 

locations say  it  is  not  in  line 

with  comments  requested  by 

Commission  in  the  latter's  rule- 
making proceedings. 

STRONG  OPPOSITIONS  to  the  ABC  pro- 
posal filed  last  month  [B«T,  July  30]  for  lowered 

mileage  separations  and  a  revised  table  of  al- 
locations in  the  first  200  markets — in  behalf  of 

equalizing  tv  facilities — were  submitted  to  the 

FCC  last  Monday,  the  last  day  in  which  such 
oppositions  could  be  filed  [Closed  Circuit, 
Aug.  6]. 

Also  filed  last  week  was  a  memorandum  to 

the  FCC  from  the  Assn.  of  Federal  Communi- 
cations Consulting  Engineers  calling  attention 

to  inconsistencies  and  anomalies  in  the  FCC's 
June  25  report  and  order  on  allocations. 

Generally,  the  oppositions  held  that  ABC's 
petition  should  be  dismissed  since  it  was  "rep- 

etitious" and  not  in  line  with  the  comments 
requested  by  the  FCC  in  its  rule-making  pro- 

posals last  June  [B*T,  July  2].  These  called  for 
comments  by  Oct.  1   regarding  the  Commis- 

sion's discussion  of  a  possible  move  of  tv 
the  uhf  band  in  the  entire  country  or  in  a  maj 
section  of  the  country.   The  oppositions  al 

took  issue  with  ABC's  suggestion  that  co-cha 
nel  mileage  separations  be  reduced. 

Those  filing  as  opponents  of  the  ABC  pe 
tion  were  WGAL-TV  Lancaster,  Pa.;  KHQ-1 
Spokane,  Wash.;  WBTV  (TV)  Charlotte,  N.  ( 

WBTW  (TV)  Florence.  S.  C;  WSM-TV  Nas 
ville,  Tenn.;  WDAF-TV  Kansas  City,  Mc 
WPIX  (TV)  New  York;  WGN-TV  Chica* 
and  WTVR  (TV)  Richmond,  Va.  Also  fill 
(by  the  Washington  law  firm,  Dow,  Lohnes 
Albertson)  was  a  request  that  the  deadline  f 
oppositions  be  extended  to  Sept.  10. 
AFCCE  communications  chided  the  Cor 

mission  for  what  it  termed  "over-simplificati( 
of  important  engineering  matters."  It  calif attention  to  the  need  for  clarification  of  certa 
technical  details  included  in  Appendix  A  i 

the  Commission's  June  25  order.  It  said  it  h; 
asked  for,  but  had  been  refused  certain  tec 
nical  data  necessary  to  compute  propagatic 
curves.  It  declared  that  varying  informatic 
could  be  adduced  from  the  same  set  of  fac 
because  the  FCC  said  it  would  establish  offs 
standards  in  the  final  report  and  order.  It  als 
said  it  believed  that  there  is  a  new  and  adc 
tional  Grade  B  contour  signal  value  carri< 
in  the  latest  report  and  believed  to  be  based  c 
new  propagation  data.  This  is  inconsistent  wit 
factors  established  in  the  Sixth  Report,  AFCC 
said. 

A  return  to  the  former  procedure  where! 
an  informal  engineering  conference  was  he] 

before  the  issuance  of  proposed  rule-makin 
in  general  allocations  proceedings  was  n 

quested  by  the  engineering  organization. 
WWL-TV  New  Orleans,  ch.  4  grantee,  aske 

the  Commission  for  leave  to  "show  cause"  wh 
the  FCC's  condition  on  the  grant  prohibitir 
construction  is  illegal.  The  New  Orleans  grai 
was  made  last  month  [B»T,  July  16].  Loyo) 
U.,  WWL-TV  licensee,  charged  that  the  hea 
ing  for  New  Orleans  ch.  4  was  for  that  vl 
frequency  alone  and  not  for  any  other.  Tl 
Commission  found  WWL  qualified  for  ch. 

Loyola  said,  and  the  grant  cannot  be  modifie 
without  a  full  hearing.  If  this  appeal 

granted,  WWL  said,  it  will  show  that  uhf  co' 
erage  is  much  less  than  the  channel  applie 
for — which  in  essence,  means  a  denial  of  tl 

application.  It  also  alleged  that  the  propose 

change  (FCC  proposes  to  move  ch.  4  to  M> 
bile,  Ala.,  and  it  is  presumed  a  uhf  chann 
would  be  given  WWL-TV  [B*T,  July  2]  ai 

this  would  confer  an  "unlawful"  monopoly  c 
ch.  6  WDSU-TV  New  Orleans. 

Also  filed  last  week  was  a  petition  for  r 
consideration  by  the  Vineyard  Gazette,  Ma 

tha's  Vineyard,  Mass.,  against  the  FCC's  a 

location  of  ch.  6  to  Nashaquitsa,  Mass.  [B«r 
July  9].  Filed  by  the  newspaper's  publisher Henry  and  Elizabeth  Hough,  the  document  he 

that  the  Commission  had  created  a  "phanton 
city  for  the  Commonwealth  of  Massachusetl 
charging  that  there  was  no  municipality  < 
Nashaquitsa.  It  also  opposed  the  erection  < 

a  television  station  because  it  would  "impa 
the  beauty  and  aerial  surroundings"  of  the  v 
cation  island,  would  be  an  obstruction  to  avi 
tion  and  shipping  (the  tv  tower  might  be  mi 
taken  for  the  Gay  Head  promontory)  ar 

would  "lessen  the  appeal  of  the  Island  to  tho 
who  love  the  life"  of  Martha's  Vineyard.  Al: 
opposing  was  WICC-TV  Bridgeport,  Conn. 

Allocation  of  ch.  6  to  the  off-shore  islar 
was  requested  by  E.  Anthony  &  Son  In 
(WNBH-AM-FM  New  Bedford  and  WOC1 
AM-FM  West  Yarmouth,  both  Mass.). 

Other  filings  on  allocation  matters: 
•  Oppositions  to  the  proposed  move  of  c 

8  from  Peoria,  111.,  to  Rock  Island-Moline  an 

CARTER  M.  PARHAM,  President    •     KEN  FLENNIKEN,  General  Manager 

Page  74    •    August  13,  1956 Broadcasting    •  Telecastin 



The  top  three 

are  on  2 

All  three  of  New  York's  top  three 
feature  film  programs  are  carried  on 

wcbs-tv,  channel  2. 

THE  late  show  is  number  one  . . . 

the  EARLY  SHOW  is  number  two  . . . 

THE  late  matinee  is  number  three. 

Chances  are  this  record  will  stand 

unbroken  for  a  long,  long  time  . . . 

because  wcbs-tv  has  signed  up  two 

hundred  and  eighty  more  big  films 

from  the  studios  of  Warner  Brothers, 

Republic,  and  Columbia  Pictures. 
The  list  of  titles  includes: 

The  Maltese  Falcon 

The  Life  of  Emile  Zola 
Arsenic  and  Old  Lace 

The  Fi gliting  Seabees 
Watch  on  the  Rli  im 

You'll  Never  Get  Rich 
Little  Caesar 

Christmas  in  Connecticut 

Pennies  from  Heaven 

George  Washington  Slept  Here 
Flamingo  Road 

Penny  Serenade 

These  hits  and  many  more  will  soon 

have  their  first  New  York  telecasts  on 

wcbs-tv -the  station  which  (with 

good  reason)  wins  the  largest  average 

audience  in  New  York  day  and  night. 

Saurci :  Xiilxm.  Jinn  195G.  Muii. -Fit.  average  rating 

Neiv  York  •  CBS  Owned 

Represented  by  CBS  Television  Spot  Sales 



were  filed  by  the  City  Council  of  East  Peoria, 
City  of  Peoria  and  Village  of  Brimfield,  111. 

•  Peoria's  uhf  stations  (WEEK-TV  and 
WTVH  [TV])  both  filed  oppositions  to  the  re- 

quest of  WIRL-TV  Peoria  that  the  prohibition 
of  construction  on  ch.  8  be  removed  and  that 

the  proposal  to  move  ch.  8  be  revoked. 
•  WKOW-TV  Madison,  Wis.,  ch.  27,  op- 

posed the  requests  of  ch.  3  WISC-TV  Madi- 
son that  the  Commission  revoke  its  proposed 

deintermixture  of  Madison  by  moving  the 
educational  reservation  from  ch.  21  to  ch.  3, 

thus  making  Madison  all-commercial  uhf. 
•  A  group  of  uhf  stations  filed  objections 

to  the  request  of  ch.  3  WTIC-TV  Hartford, 
Conn.,  that  the  conditions  on  its  grant  pro- 

hibiting building  be  removed.  Those  filing 
were  WGTH-TV  Hartford,  Conn.;  WKNB-TV 
New  Britain,  Conn.;  WHYN-TV  and  WWLP 
(TV)  both  Springfield,  Mass. 

•  Albert  Jerry  Balusek,  San  Antonio,  Tex., 
recommended,  again,  that  all  vhf  be  deleted 

and  that  a  10-year  transition  period  be  insti- 
tuted to  change  tv  to  an  all-uhf  service.  He 

also  recommended  that  10  additional  channels 
be  added  at  the  top  of  the  uhf  band  to  give 
tv  80  channels.  Mr.  Balusek  had  filed  similar 

comments  during  the  allocations  hearings  ear- 
lier this  year. 

•  Grizzly  Tv  Inc.,  Pineville,  Ore.,  applicant 
for  ch.  1 1  there,  filed  an  opposition  against  the 

FCC's  proposal  to  move  ch.  11  to  Coos  Bay, 
Ore.  [B*T,  July  23]. 

•  WRAL-TV  Raleigh,  N.  C,  flatly  opposed 
the  request  of  ch.  28  WNAO-TV  that  city  that 
the  Commission  place  an  embargo  on  con- 

struction on  the  ch.  5  permittee.  WNAO-TV 
has  a  petition  in  to  demix  Raleigh. 

Press  Wireless  Change  OK#d 
OWNERSHIP  of  Press  Wireless  Inc.,  interna- 

tional press  radio  carrier,  is  now  concentrated 
in  the  New  York  Times  (36%),  New  York 
Herald  Tribune  (28%),  and  Time  Inc.  (36%). 
The  change  in  ownership  was  approved  by  the 
FCC  last  week,  and  resulted  from  the  relin- 

quishment of  51.5%  of  Press  Wireless  stock 
by  the  Chicago  Tribune,  San  Francisco  Chron- 

icle, Chicago  Daily  News,  Akron  Beacon- 
Journal,  Miami  Herald  and  Knight  Newspapers 
Inc.  plus  $150,000  in  notes  owed  them  by 
Press  Wireless.  In  return  the  newspapers  sur- 

rendering their  stock  and  their  credit  in  the 
notes  received  55%  undivided  interest  in  Hicks- 
ville,  N.  Y.,  real  estate  used  at  present  by  Press 
Wireless  as  its  transmitter  site.  Press  Wireless 
also  received  FCC  permission  to  move  its  trans- 

mitting station  from  Hicksville  to  Centereach, 
L.  I.,  although  it  has  a  five-year  lease  on  the 
Hicksville  site. 

UHF  CRASH  PARLEY 

DUE  IN  SEPTEMBER 

FCC  Chairman  McConnaughey 

and  RETMA  President  Baker 

confer  on  proposal  for  indus- 

try meet  including  broadcast- 
ers, manufacturers. 

PRELIMINARY  move  toward  setting  up  a 
"crash"  research  and  development  program  to 
improve  uhf  equipment  took  place  last  week 
in  Washington  when  FCC  Chairman  George  C. 
McConnaughey  met  with  RETMA  President 
W.  R.  G.  Baker  (GE  vice  president)  for  more 
than  an  hour. 

Following  the  meeting,  Chairman  McCon- 
naughey said  that  he  hoped  to  call  a  meeting  of 

all  segments  of  the  television  industry  some- 
time in  September.  These  representatives 

would  include  both  broadcasting  and  manu- 
facturing, he  indicated. 

The  discussion,  it  was  understood,  concen- 
trated mostly  on  the  form  the  research  program 

should  take  and  personnel  to  be  invited  to  the 
inaugural  meeting. 

Dr.  Baker  last  October  offered  to  establish  a 

manfacturers'  committee  to  investigate  the  prob- 
lems of  uhf  and  what  might  be  done  to  over- 
come them.  Basically,  uhfs  problems  are  in- 
ferior coverage  compared  to  vhf,  and  less  sen- 
sitive receivers  compared  to  vhf  sets. 

In  April,  at  the  NARTB  convention  in  Chi- 
cago, Chairman  McConnaughey  called  for  a 

"crash"  program  to  upgrade  uhf.  The  FCC  in 
its  allocations  report  last  June,  predicated  its 
long-range  decision — whether  to  move  tv  to  the 
uhf  bands  throughout  the  country  or  in  a  ma- 

jor area — on  improvements  in  uhf  transmitters, 
antennas  and  receivers.  Again  it  referred  to  a 
crash  uhf  research  and  development  program. 

Looming  is  a  report  scheduled  to  be  sub- 
mitted in  mid-September  to  the  Senate  Com- 

merce Committee  by  Dr.  Edward  Bowles,  MIT 
professor,  in  behalf  of  an  ad  hoc  engineering 
committee  organized  at  the  behest  of  Sen.  War- 

ren G.  Magnuson  (D-Wash.),  chairman  of  the 
Senate  committee. 

The  Bowles  report,  it  is  understood,  will  call 
on  Congress  to  approve  a  multi-million  dollar 
appropriation  to  be  contracted  out  among  one 
or  more  universities  or  laboratories  for  an  "in- 

dependent" audit  of  the  tv  spectrum  from  an 
economic  as  well  as  social  and  technological 
point  of  view. 

In  some  FCC  circles  it  is  feared  such  a  step 
would  remove  control  of  allocations  from  the 
Commission,  which  was  established  by  Con- 

gress for  that  very  purpose. 
Some  FCC  officials  are  urging  that  an  inde- 

pendent, non-profit  organization  be  established 
to  oversee  the  crash  program  and  accept  dona- 

tions for  this  purpose. 

Doerfer  to  Attend  'Rescue' 
FCC  Comr.  John  C.  Doerfer,  as  part  of  his 
duties  as  second  alternate  Defense  commis- 

sioner, will  attend  a  U.  S.  Coast  Guard  rescue 
exercise  in  Hawaii,  Aug.  22-23.  The  exercises 
are  conducted  three  or  four  times  each  year  by 
the  Coast  Guard,  both  for  practice  and  to  keep 
up  with  advanced  methods  of  rescue.  The 
Hawaiian  test  will  be  a  practice  rescue  of 
passengers  of  a  commercial  airliner  which  has 
been  ditched  at  sea.  Comr.  Doerfer  will  leave 
San  Francisco  Aug.  18  by  Coast  Guard  plane. 
He  will  return  to  Washington  Aug.  25.  FCC 
Comr.  Robert  E.  Lee  is  Defense  commissioner, 
and  first  alternate  is  Defense  Comr.  Robert  T. Bartley. 

These  Want  Changes 

THREE  new  petitions  for  allocations 
changes  were  on  file  with  the  FCC  last 
week.  Involved  were: 

•  Lake  Charles,  La. — Assign  ch.  3  to 
Lake  Charles  in  lieu  of  ch.  25.  Requested 
by  KTAG-TV  Lake  Charles,  on  ch.  25. 

•  Hay  Springs,  Neb. — Assign  ch.  8 
to  Hay  Springs.  Filed  by  Northwest 
Nebraska  Cooperative  Tv  Assn. 

•  Harrisburg,  111. — Allocate  ch.  3  to 
Harrisburg  in  lieu  of  ch.  22.  Requested 
by  Turner-Farrar  Assn.  Request  by  same 
group  for  assignment  of  ch.  13  to  Harris- 

burg had  been  denied  by  the  FCC  [B«T, 
July  23]. 
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West  Coast  Division 
6706  Santa  Monica  Blvd. 

Hollywood  38,  California 

Midwest  Division 

1 30  East  Randolph  Drive 

Chicago  1,  Illinois 

or  W.  J.  GERMAN,  INC 

Agents  for  the  sale  and  distribution  of  Eastman  Professio
nal 

Motion  Picture  Films,  Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif
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GOVERNMENT 

REP.  ROOSEVELT  HITS 

AT&T  AGREEMENT 

Congressman's  letter  to  Eisen- 

hower tells  of  'strong  indica- 

tions' of  'special  and  favorite 
treatment'  in  consent  decree 

reached  in  Justice  Dept.'s  anti- 
trust suit  against  company. 

REP.  JAMES  ROOSEVELT  (D-Calif.)  last 
week  released  a  letter  he  wrote  to  President 

Dwight  Eisenhower  charging  there  are  "strong 
indications"  of  "special  and  favorite  treatment" 
in  the  consent  agreement  reached  by  the  Jus- 

tice Dept.  last  winter  in  the  latter's  antitrust 

suit  against  American  Telephone  &  Telegraph 
Co. 

Rep.  Roosevelt  also  said  an  investigation  by 
the  House  Small  Business  Subcommittee  he 

heads  indicates  the  consent  decree  "may  be 
tainted  with  a  conflict  of  interest  resulting  from 
action  taken  by  highly-placed  government  offi- 

cials who  were  also  officers  of  or  affiliated  with 

AT&T  or  its  subsidiaries." 
The  "special  treatment"  charge  was  directed 

against  Attorney  General  Herbert  Brownell, 

who  has  refused  to  make  the  Justice  Dept.'s 
files  on  the  case  available  to  the  House  Anti- 

trust Subcommittee.  Rep.  Roosevelt,  in  his 
letter  dated  Aug.  2,  asked  the  President  to  di- 

rect Mr.  Brownell  "and  members  of  the  Execu- 
tive Branch  to  make  a  complete  and  honest 

disclosure  to  Congress  of  all  the  facts,  includ- 

ing documents,"  in  the  negotiation  and  signing 

^^\ummtmili^  wi
th  that 

LOUISVILLE'S 

WAVE-TV 

CHANNEL 
3 

FIRST  IN  KENTUCKY 

Affiliated  with  NBC 

|nm.:|  spot  sales 
Exclusive  National  Representatives 

KENTUCKY  FLAIR! 

The  charming  young  lady  above  has  good  reason 
to  be  smiling!  She  has  just  been  chosen  Queen  of 

the  Shelby  Tobacco  Festival  —  one  of  Kentucky's most  colorful  annual  festivals  .  .  . 

Here's  proof  that  in  a  State  that's  famed  for 
showmanship,  Kentuckians  tune  to  WAVE-TV 
for  the  finest  in  television  showmanship : 

PROGRAMMING:  Two  1956  Surveys*  show  that 
WAVE-TV  gets  audience  preference! 

COVERAGE:  Because  of  low  Channel  3,  full  power 

and  greater  tower  height  (914'  above 
sea  level),  WAVE-TV  gets  66%  greater 
coverage  than  the  second  Louisville 
station!  Coverage  area  includes  70 
mid-Kentucky  and  Southern  Indiana 
counties  with  a  population  of  almost 
21/2  million  people. 

EXPERIENCE:  WAVE-TV  was  first  on  the  air  in 
Kentucky,  by  more  than  a  year.  It  has 
the  know-how  to  help  make  your  com- 

mercials and  your  programs  sell ! 

Let  NBC  Spot  Sales  give  you  all  the  facts! 
*ARB  Louisville,  Feb.,  1956 

'■^Metropolitan  ARB,  March,  1956 

of  the  consent  reached  in  January  [B«T  J; 
30]. 

Rep.  Roosevelt  said  Rep.  Emanuel  Cel 
(D-N.  Y. ),  chairman  of  the  House  Antitn 
Subcommittee,  has  also  independently  come 
the  conclusion  that  the  Justice  Dept.  grant 
special  treatment  to  AT&T.  The  Justice  De 
suit  began  in  1949  and  has  been  criticized 
Reps.  Roosevelt,  Celler  and  others  becai 
it  did  not  result  in  separation  of  AT&T  a 
its  subsidiary,  Western  Electric  Co.,  and  1 
other  reasons. 

The  California  Democrat  first  criticized  t 
Justice-AT&T  agreement  last  April  when 
called  for  an  investigation  in  a  speech  on  t 
House  floor  [B*T,  April  16].   At  that  time 
submitted  a  list  of  29  people  which  he  < 

scribed  as  a  "roll  call  of  the  officials  or  din 
tors  of  AT&T  or  its  subsidiary  companies  w 
have  held  policy  making  and  influential  po 
tions  in  the  United  States  Government  unc 

the  present  Administration."    One  of  the 
named  was  FCC  Chairman  George  C.  IV Connaughey. 

(Chairman  McConnaughey  testified  duri 
Senate  Commerce  Committee  hearings  on  i 

confirmation  to  the  FCC  [B«T,  Feb.  28,  19'. 
Nov.  15,  1954]  that  he  had  never  worked  f 
AT&T,  but  that  he  had  represented  Ohio  B 
Telephone  Co.,  an  AT&T  subsidiary,  and  Ci 
cinnati  Suburban  Telephone  Co.,  about  30 
owned  by  AT&T,  in  rate  cases  before  the  01 
Public  Utilities  Commission.) 

Rep.  Roosevelt's  Small  Business  subcoi 
mittee  held  hearings  on  the  AT&T  decree 
March  1956,  after  which  he  made  his  sta 
ment  on  the  House  floor.  On  July  30,  he  ti 
tified  before  the  California  Public  Utilities  Coi 

mission,  saying  the  consent  decree  "actua assists  big  business  to  the  detriment  of  t 
important  small  business  segment  in  our  ecc 

omy." 

Sees  Obligation  to  Investigate 

In  his  letter  to  the  President,  Rep.  Roosev 
compared  the  consent  agreement  with  t 

"illegal  Dixon- Yates  contract,"  and  said  Cc 
gress  has  the  same  obligation  to  investigi 
the  consent  decree. 

Rep.  Celler  on  July  30  said  further  congr 

sional  examination  is  "essential"  to  determi 
if  the  Justice  Dept.  gave  AT&T  "preferent 
treatment"  in  reaching  the  agreement.  1 
New  York  Democrat  made  the  statement 
releasing  a  letter  from  the  Justice  Dept. 
which  the  department  refused  to  make  avi 
able  to  the  subcommittee  its  files  on  the  nej 
tiations  for  and  signing  of  the  consent  deer 

Herbert  N.  Maletz,  chief  counsel  of  the  Hoi 

group,  said  the  committee  has  "no  commei on  whether  it  now  intends  to  press  its  investi) 
tion  beyond  initial  stages  in  view  of  the  Just 
Dept.  refusal  to  make  the  requested  informati 
available.  He  noted  that  other  congressioi 
committees — among  them  the  House  App 
priatons.  Government  Operations  and  Sm 
Business  Committees  and  some  Senate  co 

mittees — have  "indicated  an  interest"  in  1 
Justice-AT&T  consent  agreement. 

The  Justice  Dept.  letter,  dated  July  13  a 

signed  by  Deputy  Attorney  General  William 
Rogers,  explained  that  many  documents  in  I 

consent  settlement  were  produced  "in  1 
course  of  good-faith  negotiation,"  and  tl 
some  "touched  on  confidential  aspects  of  1 
defendants'  operations.  Were  they  made  avi 
able  to  your  subcommittee,  this  departmi 
would  violate  the  confidential  nature  of  setl 
ment  negotiations  and,  in  the  process,  c 

courage  defendants,  present  and  future,  fr< 

entering  into  such  negotiations." 
Regarding  staff  memoranda  and  recomm< 

dations  within  the  Justice  Dept.  and  its  Ar 
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You  may  not  know  these  people,  but 

in  Hartford  County  they're 

important  TV  PERSONALITIES 

^1 

They  make  WKNB-TV 

the  personality  station 

and  give  you  a  premium  audience  at  moderate  cost. 

We  have  pictured  the  top-flight  local  TV  personalities  in  Northern  and  Central  Connecticut. 
They  are  successful  salespeople  who  call  on  375,000  homes  daily  through  WKNB  Television. 

Here  in  Hartford  County,  3rd  richest  market  in  the  -United  States,  WKNB-TV's  local  pro- 
gramming is  a  powerful  complement  to  the  entire  NBC  lineup  of  shows — a  strong  selling  force  in  a 

1%  BILLION  DOLLAR  MARKET. 

Let  Hartford  County's  Top  TV  personalities  sell  your  product  in  the  Hartford  County  market. 
Any  way  you  look  at  it,  any  time  of  day  or  night,  WKNB-TV  is  your  BEST  BUY  in  advertising. 

KS3EEES3SESQ 

Basic 

iSSSSRSSESSimis:  WKN 
B National  Representative:  The  Boiling  Co.,  Inc. 

WKNB-TV studios  and  offices  •  West  Hartford  1 0,  Conn. 

* 
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trust  Div.,  the  Justice  letter  said  department 

policy  "does  not  permit  disclosure"  of  this 
material.  Decisions  on  whether  or  not  to  settle 

and  the  terms  may  involve  "difficult  judgments," the  Justice  letter  said.  It  continued: 

"I  am  sure  you  appreciate  that  men  equally 
devoted  to  vigorous  antitrust  enforcement  may 
well  differ.  To  enable  intelligent  final  decision, 

therefore,  full  and  open  discussion  is  required 
frequently.  .  .  .  This  process  of  interchange 
may  endure  over  some  time.  And,  as  a  result 
of  discussion,  any  participant  must  feel  free  to 
alter  his  views  as  the  merits  of  argument  dictate. 
This  essential  process  .  .  .  might  be  seriously 
endangered  were  staff  members  hampered  by 
the  knowledge  they  might  at  some  later  date  be 

A  SPECIAL 
TELEVISION 

AUDIENCE 

The  TopekAREA 
April  14-20,  1956 

AMERICAN 
RESEARCH 
BUREAU 

*     *    T    I  0 

Maximum  power:  316,000  watts 

Maximum  Height:  1010  feet 

TOPEKA,  KANSAS 

Ben  Ludy,  Gen.  Mgr. 

WIBW  &  WIBW-TV  in  Topeka 

KCKN  in  Kansas  City 

Rep:  Capper  Publications,  Inc. 

Take 

SUNDAY 

for  example! 

All  day  Sunday — from  early  morn- 
ing until  midnight — this  A.R.B.  report 

shows  WIBW-TV  the  most-watched  sta- 

tion in  the  29-county  TopekAREA. 

There  were  only  10  quarter-hours 
where  any  other  station  showed  even 
a  slightly  higher  rating. 

or  SATURDAY 

It's  the  same  story  on  Saturdays.  From 
sign-on  until  6:00  P.M.,  WIBW-TV  has 
the  lion's  share  of  the  audience.  We 

lose  only  nine  quarter-hours  to  five 
other  stations  in  photo  finishes. 

or  ANY 

WEEK  DAY 

We  can't  show  you  all  the  examples 
of  WIBW-TV's  leadership,  Monday 
through  Friday.  Why  not  study  your 
A.R.B.  for  the  TopekAREA  and  apply 

your  own  buying  "yardstick"?  Based 
on  a  cost-per-thousand  viewing 

homes,  WIBW-TV  will  be  your  auto- 
matic first  choice.  There  are  191,768 

TV  homes  in  our  100  uv  area  as  of 

May  1st.  This  does  not  include  urban- 
ized Kansas  City  and  St.  Joseph,  Mo. 

or  NEWS,  SPORTS,  WEATHER,  MAR- 

KETS, and  FARM  SERVICE.  Here's  a 
double  check  on  WIBW-TV's  domina- 

tion of  the  TopekAREA.  Dr.  Whan's 
latest,  personalized  study  shows  that 
WIBW-TV  is  the  station  preferred  by 

most  people  for  up-to-the  minute,  ac- 
curate coverage  of  News,  Sports, 

Weather,  Markets,  and  Farm  Service. 

To  this,  we  add  the  enthusiastic  com- 

ments of  WIBW-TV  advertisers.  Won't 
YOU  join  them? 

CBS 
ABC 

The  Kansas  View  Point 

forced  to  explain  before  Congress  intermediate 

positions  taken  .  .  .  ." The  letter  also  quoted  President  Dwight 

Eisenhower's  1954  order  directing  the  Defense 
Dept.  not  to  disclose  interoffice  conversations 
and  communications  in  the  Army-McCarthy 

hearings,  adding:  "The  danger  of  abandoning 
that  policy  in  the  case  of  a  law  enforcement 

agency  seems  clear.  Revealing  staff  disagree- 
ment on  issues  might  well  cramp  effective  en- 

forcement." 
In  criticizing  the  Justice  Dept.  refusal,  Rep. 

Celler  said  the  "alleged  presidential  privilege 
which  is  sought  to  be  invoked  did  not  deter 
members  of  the  Administration  from  making 
available  apparently  without  restriction,  to  a 
friendly  newspaper  correspondent,  numerous 
highly  confidential  minutes  of  Cabinet  meet- 

ings, as  well  as  other  documents  of  a  confi- 
dential nature."  While  the  Attorney  General 

invokes  this  privilege  to  deny  legitimate  re- 

quests from  Congress,  Rep.  Celler  said,  "on  the other  hand,  there  is  an  unprecedented  dumping 
of  confidential  files  by  the  Administration  for 
the  whole  world  to  read.  This  mocks  the  efforts 

of  the  Congress  to  keep  itself  informed  of  the 

processes  of  government."  He  noted  that  the 
Attorney  General  also  refused  to  make  avail- 

able correspondence  between  Justice  and  other 
executive  agencies  in  the  case. 

He  called  the  consent  decree  "deficient"  in 
that  it  did  not  separate  AT&T  and  Western 
Electric,  which  he  felt  was  the  principal  pur- 

pose of  the  suit  filed  seven  years  ago.  He  said 

the  consent  agreement  also  "undoubtedly  will 
prejudice  future  administrations  in  any  subse- 

quent efforts  to  mitigate  the  effects  of  the  AT&T 

monopoly." 
Rep.  Celler  earlier  had  said  his  subcommittee 

would  look  into  the  AT&T  consent  decree  after 

Rep.  James  Roosevelt  (D-Calif.)  had  criticized 
the  January  Justice-AT&T  agreement  [B«T, 
April  16.  et  seq.]. 

The  House  Antitrust  Subcommittee  in  an- 
other phase  of  its  monopoly  probe  released 

information  previously  kept  confidential  by  the 

FCC:  (1)  an  FCC  staff  investigation  made  be- 
fore Commission  approval  of  the  NBC-West- 

inghouse  Broadcasting  Co.  radio-tv  stations 
"swap"  in  Cleveland-Philadelphia,  and  (2) 
CBS  and  NBC  1955  financial  figures. 

The  presidential  order  cited  by  the  Justice 
Dept.  came  in  for  extensive  investigation  and 

criticism  by  the  House  Government  Informa- 
tion Subcommittee,  which  held  hearings  during 

the  84th  Congress  on  whether  government 

agencies  and  departments  are  withholding  in- 
formation from  the  public  and  Congress. 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  8 

Miami.  Fla.,  ch.  10:  Spattle.  Wash.,  ch.  7; 
Jacksonville.  Fla..  ch.  12;  Paducah.  Ky..  ch. 
6:  Indianapolis,  Ind..  ch.  13:  St.  Louis,  Mo., 
ch.  11;  Charlotte,  N.  C,  ch.  9-  Orlando,  Fla.. ch.  9. 

AWAITING  ORAL  ARGUMENT:  7 

Boston,  Mass.,  ch.  5:  McKeesport,  Pa. 
(Pittsburgh),  ch.  4:  Buffalo,  N.  Y.,  ch.  7; 
Biloxi.  Miss.,  ch.  13:  San  Francisco-Oak- land, Calif.,  ch.  2;  Pittsburgh,  Pa.,  ch.  11; 
Coos  Bay,  Ore.,  ch.  16. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  Ind..  (Owensboro.  Ky.).  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, Mich.,  ch.  10. 

IN  HEARING:  3 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3. 
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WDBJ  TV 

TOP 

POWER 

316,000  watts 

TOP 

ELEVATION 

2,000  Ft.  above  average 

terrain  —  3,936  Ft. 

above  sea  level 

NOW . . .  63-county  total  coverage! 

WDBJ-TV  goes  to  maximum  power  —  316,000  watts  —  about  mid-August... 

backed  by  a  power-packed  viewer  promotion  program  throughout  its  coverage  area 
of  more  than  2Vt  million  population.  All  Western  Virginia  and  portions  of  North 

Carolina  and  West  Virginia  are  included  in  this  rich  market  where  retail  sales  total 

about  2  billion  dollars  annually. 

Here's  the  breakdown  in  population  that  will  be  reached  by  WDBJ-TV:  grade  A 
coverage,  more  than  862,000;  grade  B,  nearly  700,000;  100  MV,  over  1,045,000. 

Home  city  —  Roanoke  —  is  one  of  the  50  fastest  growing  cities  of  over  100,000 
population  in  the  U.  S.  The  WDBJ  call  letters  have  been  a  familiar  voice  in  the  area 

for  over  32  years. 

For  /our  copy  of  WDBJ-TV  s  county  outline  map  with  principal  cities 
shown,  write  the  Station  directly  or  ask  Peters,  GrifTm,  Woodward. 

WDBJ 

CBS 

Owned  and  Operated  by  TIMES-WORLD  CORPORATION 

PETERS,  GRIFFIN,  WOODWARD,  INC.,  National  Representatives 

Broadcasting   •  Telecasting 
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GOVERNMENT 

Gov.  Johnson's  Action 

Causes  Whoops  at  FCC 

REACTION  at  the  FCC  to  the  move  of  Colo- 
rado Gov.  Edwin  C.  Johnson  ordering  an  elec- 
trical supply  dealer  to  continue  operating  an 

unlicensed  tv  booster  in  the  western  slope 
region  of  the  state  [At  Deadline,  Aug.  6]  was 
one  of  cautious  amusement. 

"This  is  one  for  the  commissioners,"  one 
staff  official  responsible  for  watching  this  sub- 

ject said  last  week.  One  commissioner,  who 
had  been  away  for  the  past  week,  guffawed 
with  unmitigated  glee  when  the  tale  was  re- 

counted to  him.  An  FCC  attorney  reminded 
that  the  Commission  has  been  moving  against 
unlicensed  boosters  for  more  than  a  year  now 

"and  still  hasn't  called  out  the  troops."  He 
noted  that  a  test  case  is  pending  a  U.  S.  Court 
of  Appeals  decision  in  Washington  and  added, 

"Until  we  know  how  we  stand  we  certainly  are 

not  going  to  tangle  with  Gov.  Johnson."  He 
referred  to  the  appeal  taken  by  C&J  Communi- 

cations Services,  Bridgeport,  Wash.,  from  an 
FCC  cease  and  desist  order. 

Gov.  Johnson  two  weeks  ago  ordered  and 
"authorized"  Walter  R.  Webber  to  continue 
operating  a  booster  in  Steamboat  Springs, 
Colo.,  about  120  miles  from  Denver.  He  then 

appointed  Mr.  Webber  to  his  staff  as  "commu- 
nications expert".  Gov.  Johnson,  a  Democrat, 

was  chairman  of  the  Senate  Commerce  Com- 
mittee when  he  served  in  the  U.  S.  Senate. 

The  Steamboat  Springs  low  power  booster — 
serving  about  45  tv  receivers  in  the  2,000-people 
area — was  first  noted  by  an  FCC  field  engineer 

BRILLIANT 

PERFORMANCE 
That  happy  glowdimelight?)  in  Precision's. corner 
is  simply  the  radiance 'of  a  solid  reputation  for 
sound,  careful  and  accurate  film  processing. 
V/otta  performer. 

Precision  is  the  pace-setter  in  film  processing.  In 
the  past,  Precision  found  techniques  to  bring  the 
best  out  of  black  and  white  or  color  originals. 

In  the  present,  facilities  are  the  profession's  very 
best  for  any  of  your  processing  needs. 
And,  in  the  future,  Precision  will,  as  usual,  be 

first  again  (depend  on  it)  with  the  newest 
developments  to  serve  you  better. 

you'll  see 
and  hear 

■  j 

Booster  Quandary 

ALL  is  not  beer  and  skittles  in  the  un- 
licensed booster  business.  There  are 

about  100  such  cases  in  FCC's  "illegal 
booster"  files,  but  it  has  taken  action  in 
only  a  scant  dozen  of  them  and  is  await- 

ing an  appeals  court  decision  regarding 

the  legality  of  the  Commission's  cease 
and  desist  order  issued  against  C&J  Com- 

munity Services  Inc.,  Bridgeport,  Wash. 
However,  in  most  of  the  dozen  actions, 

the  booster  operators  are  continuing  to 
operate.  But  the  laws  of  economics  seem 
to  be  catching  up.  For  example,  the 

Apple  Valley  Tv  Assn.,  Wenatchee, 
Wash.,  against  which  an  FCC  hearing 
examiner  issued  an  initial  decision  m 

mid-July  recommending  that  it  be  shut 

down,  publicly  stated  in  local  news- 
papers that  it  would  continue  operating. 

But,  in  the  same  newspaper  on  the  same 

day,  the  booster  organization  ran  an 

advertisement  urging  "free  loaders"  to 

pay  up.  Ad  was  entitled  "Are  You  Pay- 
ing for  Your  Neighbor's  Tv?"  and  de- clared "successful  reflector  tv  depends 

on  the  support  of  every  set  owner  using 
these  facilities.  It's  only  square  to  pay 

your  share!" last  April.  It  was  investigated  on  June  11  and 
12  and  Mr.  Webber  was  both  orally  and  by 

registered  letter  notified  that  the  FCC  consid- 
ered the  operation  illegal.  Mr.  Webber,  it  is 

understood,  reported  that  he  had  spent  between 
$4,000  and  $5,000  for  the  installation  and  that 
the  rebroadcasts  of  ch.  4  KOA-TV  Denver  were 
offered  free  to  Steamboat  Springs  viewers. 

It  was  understood  that  as  far  as  the  FCC  has 
determined,  no  interference  with  tv  or  other 
services  has  been  established  in  the  Colorado 
case. 

Gov.  Johnson  said  he  wanted  to  test  the 

"arbitrary  and  incomprehensible  action  of  the 
FCC  to  deny  entertainment  and  education  to 

the  people  of  isolated  areas." Meanwhile,  Rex  Howell,  president  and  gen- 
eral manager,  KREX-TV  Grand  Junction, 

Colo.,  wired  Gov.  Johnson  that  residents  of 

Rifle,  Colo.  (55  miles  northeast  of  Grand  Junc- 
tion), had  asked  permission  to  rebroadcast  his 

ch.  5  signals.  He  informed  the  governor  that  he 
was  waiving  any  property  rights  he  has  under 
law  for  the  use  of  KREX-TV  signals. 

However,  Mr.  Howell  questioned  the  legality 

of  Gov.  Johnson's  action.  He  declared  he 
thought  that  the  best  move  would  be  to  have 
the  FCC  authorize  low  power  boosters  under  a 
"liberal  set  of  rules."  The  FCC  has  authorized 
the  use  of  translators  for  this  purpose,  whereby 

station  signals  are  picked  up  and  then  rebroad- 
cast on  one  of  the  upper  14  uhf  channels.  About 

a  dozen  translator  applications  have  been  filed 
with  the  FCC  since  the  official  commencement 
of  this  new  service. 
KREX-TV  is  affiliated  with  all  three  networks. 

FCC's  Raise  Retroactive 

EFFECTIVE  date  of  the  pay  raise  granted 
FCC  members  was  July  1,  1956.  not  Oct.  1, 

1956,  as  reported  by  B«T's  Aug.  6  issue.  The 
bill  (HR  7619)  was  passed  near  the  end  of  the 
second  session  of  the  84th  Congress  and  the 

President  signed  it  July  31,  making  its  provi- 

sions for  pay  increases  to  FCC  members  retro- 
active to  July  1.  Under  the  new  law  the  FCC 

chairman's  salary  is  increased  from  $15,000  to 
$20,500,  other  FCC  members  from  $15,000  to 

$20,000. 
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LET'S  GET  DOWN  TO  BRASS  TACKS! 

mm  am    big  markets 

IH  GEORGIA  ... 

AND  ONLY  THE  GEORGIA  BIG  Q  COVERS  THEM  ALL! 

YOU  GET  ALL  5  IN  ONE  BUY 

Now  with  one  buy,  involving  only  one  bill,  you  can 

get  dominant  coverage  of  Georgia's  five  major  mar- 
kets— Atlanta,  Augusta,  Macon,  Columbus  and 

Savannah.  The  five  long-established  stations  that 

make  up  the  Georgia  Big  5  deliver  83  per  cent — 
yes,  83  per  cent  of  all  Georgia  radio  homes! 

REACH  MORE  RADIO  HOMES 

AT  LESS  COST  PER  MINUTE 

The  Georgia  Big  5  gives  you  larger  radio  circulation 

throughout  the  state  than  any  other  station  can 

deliver — and  at  lower  cost,  too.  It's  your  BIG  buy — 

your  BEST  buy  in  the  nearly  $3  billion  (and  grow- 

ing fast!)  Georgia  market. 
LOCAL  IMPACT  PLUS 

NETWORK  ECONOMIES 

Get  the  local  advantages  of  intense  listener  loyalty 

and  strong  dealer  influence  ...  AND  the  practical 

advantages  of  a  network  with  the  five  leading  sta- 

tions of  the  Georgia  Big  5.  Point  of  sale  merchan- 

dising support  including  sales  aids,  trade  calls,  trade 

mailings  and  tune-in  announcements  provides  added 

sales  power  for  your  spot.  Add  to  this  the  sales- 
producing  local  impact  of  hometown  programming. 
Result :  sales  success. 

Let  your  Avery -Knodel  man  show  you  why 

YOUR  BIG  GEORGIA  BUY  IS. 

Represented  Nationally  by 

AVERY- KNODEL,  Inc. 

WGST  WGAC 
Atlanta  Augusta 

5.000W  ABC    5,000W  ABC 

WRBL Columbus 

5,000W  CBS WMAZ 

Macon 
10,000W  CBS 

WTOC Savannah 

5.000W  CBS 
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What  makes  Columbus  a  Great  Market? 

Rich  soil  .  .  .  rich  pasture  lands  ...  a  rich  area  saturated  by 

WBNS-TV  coverage.  That's  Columbus  .  .  .  home  of  the  Ohio 

State  Fair  .  .  .  where  this  month  approximately  750,000  WBNS- 
TV  fans  will  see: 

The  world's  largest  sheep  and  wool  show! 

A  display  of  dairy  and  beef  cattle 

representing  Ohio's  No.  1  Farm  enterprise! 

The  largest  junior  Fair  in  America! 

Hogs  .  .  poultry  and  grain  entries  .  .  and  over 
300  industrial  and  commercial  exhibits! 

This  is  one  of  the  many  reasons  why  Columbus 

is  a  great  market,  and  why  WBNS-TV's  view- 
ing preference  in  this  market  assures  you  of 

a  rich  return  on  your  WBNS-TV  advertising 
dollars. 

Number  3  in  "Columbus  Market"-Series 

WBNS 

WBNS-TV 
COVERAGE  FACTS 

TOTAL  POPULATION 

1,872,900 
TOTAL  FAMILIES 

556,000 

TOTAL  TV  HOMES 
500,400 

45.2%  average 
share  of  audience 
in  this  3  station 

market. 
1  5  out  of  1 5  Top 
once-a-week  shows. 
9  out  of  10  Top 

multi-weekly  shows. 

(Source:  Columbus 
Tele-pulse  June  1956) 

REPRESENTED  BY  BLAIR  TV. 

channel  10 columbus,  ohio 

GOVERNMENT 

CBS-TV  Network  .  .  Affiliated  with  Columbus  Dispatch.  .  General  Sales  Office:  53  N  High  St 
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Dual  Grant  Favored 

For  Rochester  Ch.  10 

FCC  Hearing  Examiner  Elizabeth  C.  Smith 
last  week  recommended  affirmation  of  the 

FCC's  1953  grant  of  ch.  10  in  Rochester,  N.  Y., 
to  WHEC  and  WVET  that  city  on  a  sharetime 
basis,  and  denied,  on  all  counts,  the  protest 
of  Gordon  P.  Brown,  owner  of  WSAY  there. 

Miss  Smith's  initial  decision  followed  a  hear- 

ing earlier  this  year  on  Mr.  Brown's  protest. 
Mr.  Brown  claimed  that  the  sharetime  grant 
should  not  have  been  made  because  it  resulted 
in  concentration  of  control  of  the  media  of 

mass  communications;  that  WVET  was  finan- 
cially unqualified,  and  that  both  WHEC  and 

WVET  had  refused  to  permit  Mr.  Brown's 
station  to  rebroadcast  their  programs. 

The  FCC  authorized  the  ch.  10  sharetime 
grant  on  March  11,  1953.  Six  days  later  Mr. 
Brown  filed  his  protest  and  at  the  same  time 
filed  an  application  for  that  channel.  The  FCC 
at  first  accepted  the  protest,  but  after  recon- 

sideration, disapproved  it.  At  the  same  time 
it  refused  to  accept  the  application.  Mr.  Brown 
appealed  and  in  July  1955  the  U.  S.  appellate 
court  in  Washington  reversed  the  FCC  and 
ordered  a  protest  hearing. 

The  Commission  ordered  the  hearing  in  Feb- 
ruary of  this  year,  at  the  same  time  denying 

Mr.  Brown's  request  that  the  stations — which 
had  been  operating  since  November  1953 — be 
ordered  off  the  air. 

Under  the  law  prior  to  1956,  when  a  protest 
was  accepted,  a  stay  of  operation  was  required. 
The  84th  Congress  amended  this  rule  to  per- 

mit the  FCC  to  use  its  discretion  in  this  re- 
spect. It  was  this  amended  law  which  the 

Commission  used  as  its  authority  in  February 
in  refusing  to  order  the  sharetime  stations  to 
suspend  operations.  Mr.  Brown  has  an  appeal 
pending  on  this  ruling  in  the  federal  appeals 
court  in  Washington. 

It  was  late  in  1955,  when  there  was  doubl 
that  Congress  would  revise  this  order,  that 
WHEC  and  WVET  applied  for  ch.  27  in 
Rochester,  also  on  a  sharetime  basis.  This 
application  is  still  on  file  with  the  FCC. 

Miss  Smith  found  that  there  are  a  numbei 
of  competitive  broadcast  facilities  operating  ir 

WHEC-TV's  grade  B  contour  and  also  in  the 
upstate  New  York  area  where  the  Gannett 

Co.  (the  station's  owner)  has  both  broadcast 
and  newspaper  interests.  Mr.  Brown  failed  tc 
show  that  Gannett  has  any  monopolistic  powei 
or  engages  in  monopolistic  practices,  Miss 
Smith  added.  WVET  was  financially  qualified 
Miss  Smith  said,  and  Mr.  Brown  failed  tc 

prove  radio  practices  adverse  to  its  qualifica- 
tions. Nor,  said  Miss  Smith,  have  WHEC  oi 

WVET  violated  the  Commission's  rebroadcasi 
rules  in  refusing  to  issue  blanket  rebroadcasting 

rights  to  Mr.  Brown. 

Rep.  Carl  Hinshaw,  62,  Dies; 

Active  in  Media  Legislation 

REP.  CARL  HINSHAW  (R-Calif.),  62,  second 
ranking  Republican  on  the  House  Interstate  $ 
Foreign  Commerce  Committee  and  an  expen 
on  broadcast  matters,  died  last  Monday  ai 
Bethesda  (Md.)  Naval  Hospital.  Hospital  offi 
cials  said  he  died  of  pneumonia  complicatec 

by  congestive  heart  failure.  He  entered  the 
hospital  July  27. 

Rep.  Hinshaw,  whose  20th  California  Dis 
trict  includes  the  Pasadena-Glendale  area  neat 
Los  Angeles,  had  served  in  Congress  since 
1939.  His  interest  in  broadcast  legislation  tool 
second  place  only  to  his  concern  for  develop 
ment  of  commercial  aviation. 

An  adviser  to  the  Radio  Technical  Commis 
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As  of  August  first  22,876  guests  have  been  escorted  through  "White  Columns"  since  the  opening  in  April. 

Pre -Conditioned  Program  Acceptance 

A  valuable  plus  for  you  from  Atlanta's  "White  Columns" 

The  daily  stream  of  visiting  friends 

and  neighbors  who  come  to  share 

the  beauty  and  admire  the  efficiency 

of  "White  Columns"  means  much  to 

those  with  radio  and  television  mon- 

ey to  invest  in  the  Atlanta  market. 

Leadership  is 

traditional  .  . 

It  means  a  pre-conditioned  accept- 

ance of  your  programs  — ■  even  those 

still  in  the  planning.  It  means  an  au- 

dience more  receptive  to  products 

and  services  advertised  on  WSB 

Radio  and  WSB-TV. 

These  arc  tangible  assets.  Par- 

layed properly  they  pay  off  with  un- 

expected results. 

WSB  and  WSB-TV  are  affiliates  of  the  At- 
lanta Journal  and  Constitution.  Representa- 
tives are  Edw.  Petty  &  Co.   NBC  affiliate. 

"White  Columns"  is  the  home  of  WSB  Radio  and  WSB-TV  in  Atlanta 
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sion  for  Aeronautics,  Rep.  Hinshaw  introduced 
three  bills  affecting  the  broadcast  industry  in 
the  84th  Congress.  These  were:  HR  524,  to 
define  subscription  tv  and  radio  as  common 
carriers;  HR  10,733,  to  restrict  multiple  own- 

ership of  tv  stations  to  a  number  covering  not 
more  than  25%  of  the  U.  S.  population;  H  J 
Res  139,  to  limit  the  height  of  tv  antenna 
towers  to  1,000  feet. 

Survivors  are  his  wife,  Roberta;  two  sons, 
John  D.,  New  York  City,  and  William  R., 
Berkeley,  Calif.,  and  his  mother  in  Washington. 

Application  by  WCHS-TV 
To  Decrease  Power  Favored 

FCC  Hearing  Examiner  Basil  P.  Cooper  issued 
an  initial  decision  last  week  recommending  that 

the  Commission  grant  the  application  of 
WCHS-TV  Charleston,  W.  Va.,  to  decrease 

power  from  316  kw  to  158  kw,  move  its  trans- 
mitter location  to  Coal  Mountain,  1 1  miles  from 

Charleston,  and  increase  antenna  height  to 
1,236  ft.  The  application  has  been  in  hearing 
because  of  objections  by  Capital  Television 
Inc.,  WTAP  (TV)  Parkersburg,  W.  Va.,  and 
WHTN-TV  Huntington,  W.  Va. 

Capital  was  a  competing  applicant  for  the 
Charleston  facility  in  1953,  but  merged  with 

the  other  applicant — the  Tierney  Co.  The  agree- 

ment provided  for  the  dismissal  of  Capital's 
application  and  creation  of  a  new  corporation 
in  which  the  Tierney  Co.  would  have  60%  in- 

terest and  Capital  40%.  Capital  protested  the 
WCHS-TV  change  on  the  grounds  that  the  sta- 

tion should  spend  the  money  to  better  its  pub- 

An  $899,481,000 

Buying  Power  Market! 

MORE  AUDIENCE 

than  any  other  TV  station  in  the 

rich  heart  off  Louisiana 

FROM  5:00  P.  M.  to  SIGN  OFF 

(Monday  thru  Friday) 

WBRZ    rated  highest  in  125  quarter  hours  out 
of  149. 

FROM  12  NOON  to  3:30  P.  M. 

(Monday  thru  Friday) 

WBRZ    rating  Tops  All  Others  Combined! 

-  from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  31  counties  and  parishes 
in  Louisiana  and  Mississippi. 

WBRZ 

Channel 

BATON  ROUGE,  LOUISIANA 

Power:  100,000  watts  Tower:  1001  ft. 

NBC-ABC 

Represented  by  Hollingbery 

lie  service  programming,  not  change  facilities. 

Prior  to  ch.  2  WCHS-TV's  debut  at  its  pres- 
ent site  in  1954,  a  substantial  number  of 

Charleston  viewers  had  installed  high  gain  an- 
tennas to  receive  service  from  ch.  3  WSAZ-TV 

Huntington,  W.  Va.  These  antennas  have  not 
been  able  to  cope  with  the  strong  signal  radi- 

ated from  WCHS-TV,  and  complaints  num- 
bered in  the  thousands,  according  to  WCHS- 

TV.  The  proposed  move  will  cost  the  station 
between  $250,000  and  $300,000  but  will  over- 

come this  problem,  the  stations  said.  Examiner 

Cooper  agreed. 

Robert  Hall  Denies 

Violating  FTC  Order 

AN  FTC  suit  against  Robert  Hall  Clothes  Inc. 
for  violating  a  cease  and  desist  order  was 
termed  by  a  company  spokesman  last  week  as 

"outrageous  and  entirely  unfounded."  The  suit 
was  filed  in  New  York  district  court  and  ac- 

cused the  clothing  chain  of  violating  the  FTC 
order  12  times  in  advertisments  over  a  Hart- 

ford, Conn.,  radio  station. 
Frank  B.  Sawdon,  vice  president  of  Robert 

Hall,  said  in  a  statement: 

"Robert  Hall  Clothes  vigorously  denies  the 
charge  made  by  the  FTC.  These  charges  are 
outrageous  and  entirely  unfounded.  .  .  . 

"Robert  Hall  has  always  maintained  the  high- 
est standards  of  truth  in  its  advertising,  and 

plans  to  pursue  these  unfounded  charges  to 

their  ultimate  finish." 

FCC  Denies  KTEN  (TV)  Bid 

For  Revocation  of  KVSO-TV 
THE  FCC  last  week  denied  a  petition  by  ch. 
10  KTEN  (TV)  Ada,  Okla.,  seeking  revocation 

of  the  construction  permit  of  ch.  12  KVSO-TV 
Ardmore,  Okla.  The  KTEN  petition,  which 
also  sought  to  have  any  request  by  KVSO-TV 
for  operating  authorization  designated  for  hear- 

ing, alleged  that  KVSO-TV  plans  to  become  a 
"satellite"  of  WKY-TV  Oklahoma  City;  that 
it  has  substantially  changed  its  programming 

proposals,  and  that  it  had  not  informed  the 
FCC  of  such  plans.  KVSO-TV  denied  the  alle- 

gations. The  FCC's  action  was  taken  by  Comrs. 
Robert  E.  Lee  and  Richard  A.  Mack,  compris- 

ing an  FCC  "board." The  Commission  said  that  upon  consideration 
of  information  on  file,  including  a  revised  pro- 

posed KVSO-TV  schedule,  a  network  affiliation 
contract  between  NBC  and  KVSO-TV,  and  a 
rebroadcasting  agreement  between  KVSO-TV 
and  WKY-TV,  it  could  find  no  basis  for  the 
charges  made  by  KTEN. 

In  its  letter  to  KTEN,  the  FCC  also  said: 

".  .  .  Additionally,  it  must  be  pointed  out  that 
the  Commission  has  never  imposed  a  definite 

program  format  as  a  prerequisite  to  an  author- 
ization for  operation  of  a  tv  or  radio  broadcast 

station.  The  operation  now  proposed  by  KVSO- 
TV  is  not  materially  different  from  that  which 
the  Commission  originally  found  to  constitute 
a  service  in  the  public  interest  and  it  does  not 

now  find  any  basis  for  a  contrary  finding." 

Deadwood  Grant  Favored 

INITIAL  DECISION  recommending  that  tv 
ch.  5  in  Deadwood,  S.  D.,  be  awarded  to  the 
lone  applicant.  The  Heart  of  the  Black  Hills 
Stations,  was  made  effective  by  the  FCC  last 
week.  The  initial  decision  was  issued  lune  27 

by  Hearing  Examiner  Herbert  Sharfman,  and 
since  no  exceptions  were  filed,  the  decision 
was  made  final.  Heart  of  the  Black  Hills 
(KDSI  Deadwood,  KRSD  Rapid  City)  became 
the  only  applicant  following  the  withdrawal  of 
Black  Hills  Broadcasting  Co.  (KOTA-AM-TV 
Rapid  City). 
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STATIONS 

MR.  CAMPBELL 

CAMPBELL  HEADS 

GT  NATIONAL  SALES 

WENDELL  R.  CAMPBELL,  who  resigned  last 
spring  as  vice  president  in  charge  of  CBS  Radio 
Spot  Sales  after  having  been  with  CBS  for 

nearly  18  years 
[B«T,  May  7],  has 
been  named  national 
sales  manager  of 

General  Teleradio's 
owned  and  operated 

radio  and  tv  prop- 
erties. 

According  to  GT, 
Mr.  Campbell  who 
will  headquarter  in 

New  York,  will  co- 
ordinate national 

spot  sales  activities 
for  the  properties, 
working  closely  with 

H-R  Representatives  and  Adam  Young,  the 

GT  stations'  representatives. 
A  veteran  of  the  broadcasting-advertising 

field,  Mr.  Campbell  joined  CBS  in  August 
1938.  Last  October  he  was  named  to  fill  a  new 
post  of  vice  president  in  charge  of  CBS  Radio 
Sales. 

Nittel,  Frohnhoefer  Given 

New  General  Teleradio  Posts 

PROMOTION  of  two  executives  was  an- 
nounced Monday  by  George  R.  Ruppel,  vice 

president  and  treasurer  of  the  General  Teleradio 
Div.  of  RKO  Teleradio  Pictures.  Effective 
Sept.  1,  Oscar  Nittel,  chief  accountant  of  the 
WOR  Div.,  becomes  assistant  treasurer  of  Gen- 

eral Teleradio  Div.,  and  Clifford  A.  Frohn- 
hoefer, assistant  controller  of  MBS,  moves  up 

as  controller  of  the  WOR  Div.  Mr.  Nittel  has 
been  with  General  Teleradio-WOR  since  Jan- 

uary 1949,  and  Mr.  Frohnhoefer,  who  joined 
MBS  in  March  1944,  served  as  assistant  con- 

troller of  the  network  for  the  past  three  years. 

KVIP  (TV)  Now  Telecasting 

KVIP  (TV)  Redding,  Calif.,  went  on  the  air 
Aug.  1  with  regular  programming,  according 
to  Manager  George  Fleharty,  with  local  and 
state  dignitaries  taking  part  in  the  dedication 
ceremonies.  The  ch.  7  outlet  is  operating  eight 
hours  daily  as  an  NBC  affiliate.  Mr.  Fleharty 
said  the  station  has  petitioned  the  FCC  for  an 
increase  in  power  from  12  to  117  kw. 

Intangible  $3,813,000 
TIME  INC.,  which  last  week  reported 
profits  for  the  first  six  months  of  1956  as 

$8,627,300 — the  highest  in  the  company's 
history,  made  only  slight  reference  to  its 
broadcast  properties  in  a  mid-year  report 
to  stockholders.  "Radio  and  television 
broadcasting"  was  mentioned  among  the 
sources  of  revenues,  and  "goodwill  and 
network  affiliations"  were  listed  as  in- 

tangible assets  valued  at  $3,813,000. 
Time  Inc.  owns  KLZ-AM-FM-TV  Den- 

ver; 80%  of  KDYL-AM-FM  and  KTVT 
(TV)  Salt  Lake  City,  and  50%  of  KOB- 
AM-TV  Albuquerque,  N.  M. 

Middlebrooks,  Wagstaff 

Fill  Key  Station  Posts 

ELECTION  of  James  L.  Middlebrooks  as  vice 

president-director  of  engineering  for  Pioneer 
Broadcasting  Co.,  licensee  of  KGW  and  per- 

mittee of  KGW-TV  Portland,  Ore.,  and  ap- 
pointment of  Walter  E.  Wagstaff  as  station 

manager  of  the  television  station  were  an- 
nounced last  week  by  Gordon  Orput,  presi- 

dent of  Pioneer. 

Mr.  Middlebrooks,  onetime  director  of  the 
engineering  department  of  the  old  NAB  and 
active  in  present-day  NARTB  conferences,  will 
continue  as  director  of  engineering  for  the 
King  Broadcasting  Co.  in  Seattle,  a  position 
he  has  held  since  March  1952.  (King  Broad- 

casting is  a  principal  stockholder  in  Pioneer 
Broadcasting.)  Before  going  to  his  Seattle  post, 
he  was  ABC  chief  facilities  engineer  in  New 
York. 

Mr.  Wagstaff,  at  present  vice  president- 
general  manager  and  part  owner  of  KIDO-AM- 
TV  Boise,  Idaho,  will  assume  his  new  position 
with  KGW-TV  on  Sept.  15.  In  broadcasting 
industry  affairs,  Mr.  Wagstaff  has  been  active 
as  a  member  of  the  NBC  Station  Planning  and 
Advisory  Committee,  the  board  of  directors  of 

the  NARTB,  and  the  association's  Radio  Stand- 
ards of  Practice  Committee. 

John  H.  Eichhorn  continues  as  station  man- 

ager of  KGW. 
According  to  Pioneer  President  Orput,  con- 

struction of  both  the  tv  transmitter  and  the 
KGW  Radio  and  Tv  center  is  proceeding 

rapidly  and  a  definite  fall  air  date  for  KGW- 
TV  will  be  announced  soon. 

WANT  TO  MAKE  A  MILLION? 

If  you  can  move  fast  enough  to  grab  one  of  these  "Once  In  a  Lifetime  Deals" 
in  Southern  California  broadcasting  .  .  .  this  jewel  will  take  only  $100,000 

down  and  the  balance  should  be  paid  out  of  profits  as  you  get  your  original 

investment  back.  Great  growth  area  offers  limitless  opportunities  in  the  most 

wonderful  place  to  live  in  the  world.  Don't  wait  to  write,  telephone  or  telegraph 
Art  Hogan  or  Frank  Oxarart  now,  or  better  still,  grab  the  first  plane. 

THE  ALBERT  ZUGSMITH  CORP., 

6630  Sunset  Blvd.,  Hollywood  28,  Calif. 

HOLLYWOOD  5-6171 

Speedy  Teamwork  Returns 
Fire-Razed  WJBF-TV  to  Air 

WJBF-TV  Augusta,  Ga.,  was  operating  on  full 
schedule  last  week  after  fire  totally  destroyed 
the  transmitter-studio  building  at  N.  Augusta, 
S.  C.,  according  to  J.  B.  Fuqua,  president  [At 
Deadline,  Aug.  6].  Temporary  offices  were 
opened  in  a  nearby  building,  with  studio  and 
technical  operations  under  a  temporary  roof 
placed  over  the  burned  structure.  The  plant 
will  be  entirely  rebuilt,  Mr.  Fuqua  said. 

Erection  of  a  temporary  cover  was  started 
the  morning  of  Aug.  3,  while  the  fire  was  still 
smoldering.  All  equipment  but  the  transmitter 
was  totally  destroyed.  DuMont  flew  an  en- 

gineer to  Augusta.  After  other  work  the  sta- 
tion was  back  on  the  air  with  NBC  and  ABC 

programs  at  7:55  p.m.  the  day  after  the  fire 
with  only  28  hours  of  lost  program  time. 
WRDW-TV,  Augusta  competitor,  provided 

help  in  getting  WJBF-TV  back  in  operation. 
A  new  transmission  line  was  built,  the  line 

having  melted  in  the  fire.  WSB-TV  Atlanta 
and  WDAK-TV  Columbus,  Ga.,  supplied 
needed  equipment  and  technicians  from  all 
around  the  area  joined  in  restoring  service. 

General  Precision  Lab.  sent  four  engineers 
who  brought  equipment  and  had  cameras,  film 
and  slide  equipment  in  operation  by  Aug.  5. 

Most  of  the  station's  film  stock  was  destroyed 
but  active  slides  were  protected  by  debris  from 
the  heat.  Files  and  office  records  were  saved. 

Insurance  covered  losses. 

Cavanagh  Named  to  Head 

Walker  Office  in  Chicago 

APPOINTMENT  of  Norbert  J.  Cavanagh, 
chief  timebuyer,  Roche,  Williams  &  Cleary, 

Chicago,  as  vice  pres- ident in  charge  of 

the  Walker  Repre- 

sentation Co.'s  Chi- 
cago office,  was  an- 

nounced by  the  ra- 
dio-tv  station  repre- 

sentative last  week. 
Mr.  Cavanagh, 

who  handled  both 
radio  and  tv  for 
RW&C  with  which 

he  has  been  associ- 
ated for  more  than 

10  years,  principally 

was  on  the  Stude- 
baker  account.  With  the  Walker  firm,  he  will 
continue  to  concentrate  on  both  media. 

51%  of  WDAM-TV  Sold 

PURCHASE  of  51%  interest  in  ch.  9  WDAM- 
TV  Hattiesburg,  Miss.,  by  WDSU  Inc.  for  $51,- 
000  has  been  announced.  Application  for  FCC 

approval  is  expected  to  be  filed  this  week. 
WDAM-TV,  affiliated  with  NBC  and  ABC, 
began  operating  June  8  and  is  owned  by  David 
A.  Matison  Jr.,  Harold  M.  Matison  and  Milton 
J.  Fine.  The  Matisons  each  own  28.35%  inter- 

est in  WAML  Laurel  and  WABO  Waynesboro, 

both  Mississippi.  WDSU  Inc.  (WDSU-AM-FM- 
TV  New  Orleans)  also. owns  57.8%  of  WAFB- 
AM-FM-TV  Baton  Rouge.  Edgar  B.  Stern  Jr. 
is  principal  owner  of  WDSU.  New  Orleans  is 
120  miles  southwest  of  Hattiesburg  and  75 
miles  southwest  of  Baton  Rouge. 

Purchase  of  WBAT  Marion,  Ind.,  from  John 

L.  Ramp  by  Lester  G.  Spencer  and  associates 
(WKBV  Richmond,  Ind.)  for  $140,000  was  an- 

nounced last  week,  subject  to  usual  FCC  ap- 
proval. WBAT  operates  on  1400  kc  with  250 

watts  and  is  affiliated  with  CBS.  Allen  Kander 

&  Co.,  station  broker,  handled  the  transaction. 

MR.  CAVANAGH 
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TIME  TO  WAKE  UP  TO 

INDEPENDENT  KYW'S 

Bigger  Programming! 

Bigger  Signal ! 

Bigger  Listenership ! 

In  Cleveland,  No  Selling  Campaign  is  Complete 

Without  the  WBC  Station  . . . 

CLEVELAND 

6  a.m.  to  midnight.  Sunday  through  Saturday,  KYW  leads  by 
25Jb  in  total  area  listenership.  according  to  the  April  Nielsen 

Report. 
And  now,  Cleveland's  biggest,  newest  INDEPENDENT  has 

gone  FULL  TIME!  Better  and  MORE  programming  know-how, 

along  with  established  local  personalities,  sell  'ROUND  THE 
CLOCK.  (No  rating  yet  on  the  Midnight  to  6  a.m.  segment,  but 

when  it  comes  it's  sure  to  be  terrific.  Because  the  KYW  Signal 
reaches  7  million  people  in  America's  seventh  richest  market.) 

Yes  . . .  the  time  to  buy  is  NOW.  And  the  BEST  buy  is  KYW. 

To  ring  up  sales— ring  up  John  Mcintosh,  KYW  Sales 

Manager,  at  CHerry  1-0942.  Cleveland  or  A.  W.  "Bink"  Dannen- 
baum,  WBC  VP-Sales,  at  MUrray  Hill  7-0808,  New  York. 

BUY  KYW  NOW— AND  BUY  RESULTS! 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
RADIO 

BOSTON  —  WBZ+WBZA 
PITTSBURGH  —  KDKA 
CLEVELAND — KYW 
FORT  WAYNE — WOWO 
PORTLAND — K  EX 

TELEVISION 

BOSTON — WBZ-TV 
PITTSBURGH — 'KDKA-TV 
CLEVELAND  —  KYW-TV 
SAN    FRANCISCO  KPIX 

KPIX  REPRESENTED  BY  THE  KATZ  AGENCY  INC 
ALL  OTHER  WBC  STATIONS  REPRESENTED  BY  PETERS    GRIFFIN,  WOODWARD  INC. 
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WIBC 

LEADS  IN  INDIANA 

FIRST  IN 

COMMUNITY 

SERVICE 

Among  the  many  public  Service 
awards  that  WIBC  has  received,  is 
the  United  States  Government 
Certificate  of  Commendation  for 
participation  in  the  Conelrad  System 
of  Fublic  Emergency  Broadcasting. 
Although  the  certificate  is  not  unique 
in  itself,  the  fact  that  WIBC  is  the 
originating  source  and  control  cen- 

ter of  all  Conelrad  broadcasts  in  its 
area,  is  just  one  more  indication  of 

WIBC's  leadership  in  Indianapolis 
and  Indiana. 

FIRST  IN 

AUDIENCE 

w 

WIBC  not  only  leads  all  other 
Indianapolis  radio  stations  in  com- 

munity service,  but  it  also  leads  in 
audience.  In  the  31  county  Indian- 

apolis trading  area,  WIBC  programs 
rank  first  during  447  out  of 504  rated 

quarter  hours  each  week* 
*Pulse  Area  Study,  Sepr.-Oct.,  1955 

FIRST  IN  THE 

HEARTS  OF  THEIR 

LISTENERS 

w 

WIBC's  big  audiences  and  success 
in  community  service  have  been 
brought  about  largely  by  its  well 
known  personality  salesmen  .  .  . 
Al  Brooks,  Robin  Bright,  Jim  Shel- 
ton,  Harry  Andrews  and  many 
others.  These  same  personalities  are 

available  on  a  "first  come,  first 
serve"  basis  to  help  you  sell  your 
product  or  service. 

WIBC 

1070  KC 

The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  SI. 
Indianapolis  8,  Indiana 

JOHN  BLAIR  &  COMPANY 
NATIONAL  REPRESENTATIVES 

■  STATIONS 

NOTABLES  line-up  at  dedication  ceremonies  for  ch.  3  WISC-TV  Madison,  Wis.  Shown 

(I  to  r)  are  Sen.  Alexander  Wiley  (R-Wis.),  FCC  Comr.  John  C.  Doerfer,  Wisconsin  Gov 
Walter  Kohler;  Ralph  M.  Immell,  president  of  Radio  Wisconsin  (permittee  of  WISC-TV) 

Comr.  Doerfer  Draws  Fire 

After  WISC-TV  Dedication 

DEDICATION  ceremonies  for  ch.  3  WISC-TV 

Madison,  Wis.,  drew  more  than  250  govern- 
ment officials,  civic  and  business  leaders  from 

throughout  the  30-county  Wisconsin-Iowa-Illi- 
nois  area  claimed  by  the  CBS-affiliated  station. 

Featured  speaker  at  the  dedication  dinner 

Aug.  2  was  FCC  Comr.  John  C.  Doerfer, 

whose  presence  drew  angry  editorials  in  the 

Madison  Capital  Times  and  Wisconsin  State 

Journal  questioning  the  propriety  of  the  com- 
missioner's presence.  The  newspapers,  who 

v/ere  principals  in  the  unsuccessful  application 

for  ch.  3  in  Madison,  claimed  that  there  was 

still  juridical  litigation  before  the  Commission 

on  the  case.  They  referred  to  pending  pro- 

posals to  move  the  educational  reservation  in 
Madison  from  ch.  21  to  ch.  3  to  make  Madison 
commercially  all  uhf. 

Mr.  Doerfer  told  B»T  that  he  saw  no  im- 

propriety in  attending.  "There  is  no  adjudica- 

tory case  pending,"  the  Wisconsin  commis- 
sioner declared,  "and  the  remarks  1  made  I 

have  said  on  numerous  occasions  to  commit- 
tees of  Congress,  in  public  speeches  and  in 

written  opinions.  There  is  no  valid  comparison 

between  the  FCC  and  a  court  in  rule-making 

proceedings.  Commissioners  in  that  capacity 

are  expected  to  function  as  any  congressman 

or  legislator  familiarizing  himself  with  prob- 
lems of  the  industry  and  the  people  in  it.  In- 

vestigation, discussion  and  points-of-view  should 

be  fully  aired." (It  has  been  customary  through  the  years 
for  stations  dedicating  facilities  to  invite  FCC 

commissioners  to  attend  the  ceremonies.) 

Court  Backs  Cisler 

EFFORT  of  a  group  of  preferred  stockholders 
to  block  sale  of  KEAR  San  Francisco  for 

$500,000  to  broadcaster  David  Segal  has  been 

diverted,  KEAR  President  Stephen  A.  Cisler 

told  B*T  last  week.  He  said  a  San  Francisco 

court  has  sustained  a  demurrer  in  the  action 

brought  by  stockholder  Milton  Stern  Jr.  "seek- 
ing to  place  himself  in  control  of  Bay  Radio 

Inc."  The  court  dismissed  Mr.  Stern's  suit, 
Mr.  Cisler  said.  Mr.  Stern  had  challenged  the 

the  sale  of  KEAR  to  Mr.  Segal  [B»T.  July  2]. 
The  transfer  is  awaiting  approval  by  FCC. 

Al  Spokes  to  Pittsburgh; 

Balch  Successor  at  WJOY 

ALFRED  E.  SPOKES,  manager  of  WJC 
Burlington,  Vt..  has  resigned  to  become  vi 

president  and  general  manager  of  WE/1 
Plattsburgh,  N.  Y.,  effective  Aug.  20.  Fra 
A.  Balch  Jr..  assistant  manager-program  din 
tor  of  WJOY,  succeeds  Mr.  Spokes  as  managi 

Mr.  Spokes  is  president  of  Vermont  Assn. 
Radio  &  Tv  Broadcasters,  a  member  of  t 

P-dio  Advertising  Bureau  board  and  of  t 
NARTB  Sports  Committee.  Mr.  Balch  enter 

MR.  SPOKES MR.  BALCH 

radio  in  1948  with  WWSR  St.  Albans,  Vt., 

an  engineer  and  joined  WJOY  in  1951.  He 
clerk-secretary  of  the  Vermont  association  i 
past  president  of  the  Burlington  Chamber 
Commerce.  Ted  Barker,  who  joined  WJOY 
1954,  becomes  program  director  and  will  i 
tinue  his  morning  show,  The  Joy  Club. 

KAVE-TV  Going  on  Air  Aug. 

KAVE-TV  Carlsbad,  N.  M.,  will  go  on 

air  Wednesday  incorporating  the  CBS-TV  ] 
tended  Market  Plan,  Southwest  Tv  Netwi 

programs  and  local  prograids. 
The  tv  station,  affiliated  with  KAVE  Rac 

was  built  at  a  cost  of  $56,000  and  inclu> 

such  features  as  a  300-ft.  tower,  a  three-! 
superturnstile,   a    5    kw   transmitter,  and 
image  orthicon  field  camera. 

John  H.  Battison  is  general  manager 

KAVE-AM-TV. 

STATION  PEOPLE 

John  P.  Culver,  former  operations  manager  of 

WFLN  (FM)  Philadelphia,  to  WGKA-AM-FM 
Atlanta  as  general  manager. 

Kenneth  Manley,  program  director,  WGUY 

Bangor,  Me.,  appointed  general  manager,  suc- 
ceeding Arthur  D.  Stamler,  resigned  to  assume 

radio-tv  duties  with  U.  S.  Army  information 

and  education  section.  Nicholas  A.  Bell,  WGUY 

commercial  manager,  named  assistant  mana 

in  charge  of  sales. 

Kimberly  Johnson,  WCSH  Portland,  Me., 

general  manager  of  WELD  Fisher,  W.  1 Johnny  Bell,  Columbia  Records,  to  WELD 
announcer,  disc  jockey  and  salesman.  Al 
Gallaher,  WINX  Rockville,  Md.,  to  WELD 

announcer,  disc  jockey  and  record  librarian. 
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"After  1000  hours,  G-E  camera  tubes  still 

give  KATV  top  performance.  Here's  proof!" 

of  furniture,  or  what  have  you — has  been  tele- 
vised for  quite  a  while. 

"It  looks  as  if  we  will  standardize  on  G-E  camera 
tubes  in  both  our  Little  Rock  and  Pine  Bluff 

studios.  They've  proved  to  be  a  thrifty  invest- 

ment .  .  .  and  help  us  keep  picture  quality  high!" 

*  *  * 

Your  local  G-E  tube  distributor  stocks  G-E 

Broadcast-Designed  camera  tubes.  Phone  him  for 

fast  service!  Tube  Department,  General  Electric 

Company,  Schenectady  5,  New  York. 

Progress  Is  Our  Most  Important  Product 

GENERAL ELECTRIC 
161-1F4 
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A.  R.  Garrett,  Chief  Engineer, 

Station  KATV,  Little  Rock,  Ark.: 

The  monitor  picture  I'm  pointing  to  originates 
with  a  General  Electric  5820  that  has  had  over 

1000  hours'  studio  service.  I'm  holding  in  my 
hand  another  tube  we  installed.  Both  are  in  regular 

use,  and  their  reproduction  stays  sharp,  clear,  and 
uniform  at  all  times. 

"Another  feature  we  like  is  low  image  retention. 
With  G-E  camera  tubes,  we  are  able  to  get  more 

hours  free  of  burn-in,  even  when  some  stationary 

object — a  kitchen  range  being  advertised,  a  piece 



WIRR  FOR  SALES  ACTION 

Personalities 

that 

DOUG  ARTHUR 

RAY  WALTON 

BOB  KNOX 

JOE  NIAGRA 

as  well  as 

ENTERTAIN TOM  DONAHUE 

TONY  BOURG 

FRED  KNIGHT 

BUT  that  isn't  all!  WIBG  offers  PLUS 
BONUSES  to  ADVERTISERS,  in  addition. 

Car  Cards  on  the  most  traveled  transit 
routes.  Outdoor  Boards  ...  24  Sheet 
&  Painted  Billboards  around  the  town 

plus  Direct  Mail  plus  Trade  Paper  ads. 
NEXT  TIME  YOU  WANT  TOP  RESULTS 
schedule  WIBG. 

PENNSYLVANIA'S  MOST 

POWERFUL  INDEPENDENT 

POLITICAL  BROADCASTING 

RADIO,  TV  READY  FOR  FORTNIGHT 

OF  POLITICAL  CONVENTION  COVERAGE 

Last-minute  changes  made  in  schedules  include  cancellation  of 
plan  for  Democratic  session  Wednesday  afternoon,  with  Thursday 
and  Friday  afternoon  meetings  substituted.  Republicans  change 
time  for  evening  proceedings. 

RADIO  and  tv  were  poised  last  week  for  the 
opening  today  (Monday)  of  two  successive 
weeks  of  monumental  exertion  (and  expendi- 

tures) in  coverage  of  the  political  conventions 
— and  were  still  juggling  their  schedules  to  con- 

form to  late  changes  in  agendas. 
The  Democrats,  whose  sessions  start  today 

in  Chicago,  canceled  their  original  plans  for  a 
Wednesday  afternoon  session,  substituting  pre- 

viously unscheduled  afternoon  meetings  on  both 
Thursday  and  Friday.  The  networks  revised 
their  coverage  schedules  accordingly. 

The  Republicans,  who  open  a  half-continent 
away  in  San  Francisco  next  Monday,  moved 

the  starting  times  of  their  Tuesday,  Wednes- 
day and  Thursday  sessions  from  6  p.m.  to 

6:30.  The  networks,  in  general,  conformed. 
Consensus  among  network  officials  was  that 

the  net  result  of  all  the  changes  would  not 
alter  substantially  their  previous  estimates  of 
regular  commercial  program  time  that  would 
be  pre-empted  by  coverage  of  the  proceedings. 
This  totaled  a  little  more  than  65  hours  for 
the  two  conventions  [B«T,  Aug.  6]. 

Although  closing  times  of  the  sessions  could 
not  be  accurately  foretold  and  although  even 
the  starting  hours  are  still  subject  to  change, 
networks  indicated  belief  the  proceedings  would 
fall  within  this  approximate  range: 

Democrats — Monday  and  Tuesday  from  1  to 
about  3  or  4  p.m.  and  from  9:30  p.m.  to 
around  midnight  or  1  a.m.;  Wednesday  from 
9:30  p.m.  to  midnight  or  later;  Thursday  and 
Friday  from  1  to  about  3:30  or  4  p.m.,  and 
from  9:30  p.m.  to  midnight  or  1  a.m. 

Republicans — Monday  from  2  to  4  or  4:30 
p.m.  and  from  7  to  around  10  p.m.;  Tuesday, 
Wednesday  and  Thursday  from  6:30  to  about 
10  p.m. 

Despite  the  need  for  shifting  and  re-shifting 
schedules,  networks  reported  themselves  ready 
for  coverage  of  the  two  big  quadrennial  shows. 

In  addition  to  the  small-camera  and  other 
technical  developments  which  all  tv  networks 
had  already  announced  they  would  put  into 

use,  there  was  a  flurry  of  new  technical  achieve- 
ments during  the  pre-convention  week.  NBC 

announced  Thursday  that,  while  all  tv  networks 

Radio's  Tv  Picture' HOW  can  an  independent  radio  station 

put  more  "color"  into  its  coverage  of  po- 
litical conventions  taking  place  hundreds, 

and  then  thousands  of  miles  away? 

WERE  Cleveland  thinks  it  has  the  an- 

swer by  providing  listeners  "the  tv  pic- 
ture." Installed  in  each  WERE  studio 

is  a  battery  of  three  RCA  "personal"  desk- 
size  tv  sets,  allowing  the  local  radio  an- 

nouncer to  monitor  NBC-TV,  CBS-TV 
and  ABC-TV  coverage  and  describe  the 
scene  "direct"  from  the  convention  floor. 
In  addition,  WERE  will  give  its  audience 
latest  wire  service  coverage.  Ever  pro- 

motion-minded, WERE  program  staffers 
are  working  jointly  with  the  Cleveland 
office  of  Tv  Guide  in  spreading  word  on 

the  station's  "tv  coverage"  to  radio  lis- 
teners in  Northern  Ohio. 

CONVENTION  speakers  will  all  appear 

be  the  same  height  when  they  use  th 

adjustable  stand.  At  the  controls  of  tf 

apparatus,  installed  in  Chicago's  Inte 
national  Amphitheatre,  is  H.  J.  Schlafl 
vice  president  of  TelePrompTer,  whi 
Irving  Plahm,  a  workman,  shows  ho 

speakers  will  look  at  the  Democratic  coi 
vention.  The  stand  will  be  adjusted  to  tf 

speaker's  level. 
would  have  hand-held  cameras,  its  own  came 
men  would  have  available  a  never-before-u 

gyroscopic  stabilizer  that  will  keep  a  hand-h 
camera  steady  against  "everything  from  a  d( 

gate's  push  to  the  cameraman's  nerves."  It  a was  said  to  permit  use  of  greater  focal  len 
lenses  than  heretofore  possible  on  such  sir 
cameras.  Only  three  such  stabilizers  are 
existence,  according  to  Sol  Cornberg,  N 
director  of  studio  and  plant  planning,  and 
two  others  are  in  the  possession  of  the  Na 
Manufactured  by  Aeroflex  Labs,  Long  IsIe 

City,  N.  Y.,  the  stabilizer  was  described 
being  the  size  of  a  baseball  and  weighing  t 
pounds.  It  is  fitted  to  the  bottom  of  the  earn 
and  powered  by  a  small  battery  which  fits  ii 

the  cameraman's  pocket. 
CBS  reminded  that  it  would  have  "electro 

windows"  permitting  newsmen  to  watch  ' 
convention  floor  scene  even  from  a  physica 

distant  studio  and  also  permitting  "studio" terviews  with  political  figures  in  their  he 

rooms.  Other  CBS  gadgets  included  "b( 
boxes"  (to  let  commercial  announcers  kn 
they  are  about  to  lose  the  air  in  mid-comm 
cial,  owing  to  important  convention  develi 
ments),  and  a  "super-speed  electronic  cal 
lator"  said  to  be  able  to  keep  instant  track 
balloting  for  the  various  candidates  even  wr. 
delegates  switch  their  votes  from  one  candid 
to  another. 

ABC  reported  its  engineers  had  made 
possible  for  anchor  man  John  Daly  to  lo 

WIBG 

10,000 
WATTS 

PHILADELPHIA  3,  PENNA.  Rl  6-2300 
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WCCO  television  averages 

97%  more  viewers  per 

quarter-hour,  day  and  night  than 

any  other  Minneapolis-St.  Paul 

television  station* 

 ^ 

1 

*WCCO  television  is  within  1.4%  of  reaching  a  total 

audience  larger  than  all  three  competing  Twin  City 

television  stations  combined.  Source:  N SI  June,  1956. 

Total  audience:  8  a.m.  -  midnight,  seven  days  a  week. 

CBS  Television  for  the  Northwest 

1*WMJT  dF*  dT^*  tfTl    4k      "1  cs  *S  f% 

MINNEAPOLIS  -  ST.  PAUL 

^Represented  by  Peters,  Griffin  &  Woodward 
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316,000  WATTS 

AFFILIATE  AMERICAN  BROADCASTING 

COMPANY  —  Represented  Nationally  by 
Harrington,  Righter  &  Parsons,  Inc. 

New  York  •  Atlanta 
Chicago  and  San  Francisco 

'Shopping  and^ 

Home  Cooking 
STARRING 

Lu  Calfee 

WEEK  DAYS  AT  10:00  AM 

Lu  gets  a  Certificate  of  Appreciation  from 
his  honor  Theodore  H.  McKeldin  for  .  .  . 

consistent  support  of  Maryland's  grand 
cooking  traditions. 

No  attempt  is  made  to  feature  the  "exotic" 
or  the  super-expensive  "Pump  Room"  type 
of  dish.  Lu  knows  the  local  scene,  having 
been  educated  in  The  Free  State.  Com- 

plete itemized  costs  of  the  meals  cooked  on 
the  program  are  shown,  as  are  the  recipes. 
Lu  works  in  WAAM's  up-to-the-minute  kitch- 

en,   which    was  designed    for  television. 

■POLITICAL  BROADCASTING 

two  ways  at  once — through  the  use  of  mirrors. 

Thus,  they  said,  he'll  be  able  to  look  out  on 
the  floor  and  watch  five  monitors  at  the  same 
time.  It  was  necessary  to  reverse  the  image 
on  the  monitors  to  make  it  possible  for  him  to 
see  them  correctly  in  the  mirror;  accomplished 

by  "reversing  the  polarity  of  the  sweeps." 
CBS  Newsfilm  said  it  would  avoid  time- 

consuming  Chicago  traffic  by  using  a  helicopter 
to  fly  exposed  film  from  the  convention  hall  to 
its  processing  laboratory  in  downtown  Chicago. 

Coverage  of  the  conventions  (plus  election 
returns  and  in  most  cases  some  pre-convention 
and  pre-election  special  programming)  is  being 
sponsored  by: 

Westinghouse  Electric  Corp.  on  CBS  Radio 
and  CBS-TV  (package  price:  approximately 
$5  million). 

Philco  Corp.  on  ABC  Radio  and  ABC-TV 
($4.3  million). 
RCA,  Sunbeam,  and  Oldsmobile  on  NBC 

Radio  and  NBC-TV  ($5  million). 
Kohler  Co.  on  Mutual  radio  ($200,000). 
In  addition,  international  station  WRUL  New 

York  will  carry  the  proceedings  of  both  con- 
ventions to  Latin  American  and  sea-going 

listeners  under  the  sponsorship  of  Westinghouse 
Electric  International  and  Pan  American  World 

Airways,  and  also  will  present  five-minute 
Spanish  language  digests  each  night  under 
Philco  International  sponsorship.  The  conven- 

tion proceedings  coverage  will  be  that  of  CBS 
Radio,  and  will  be  presented  at  9  p.m.  by 
WRUL. 
WRUL  officials  said  they  had  made  special 

arrangements  with  American  shipping  and  pas- 
senger lines  to  bring  the  convention  coverage 

to  passengers  and  crews,  and  that  passengers 
aboard  international  airliners  also  would  re- 

ceive the  service.  WRUL  announcers  also  wi'l 
spell  out  absentee  registration  and  voting  pro- 

cedures for  the  benefit  of  Americans  in  its  Latin 
American  audience. 

Meanwhile,  a  preview  of  Westinghouse-CBS 
facilities  for  the  Democratic  convention  was 

provided  last  Tuesday  to  more  than  50  news- 
men who  were  flown  from  New  York  to  Chi- 
cago by  Westinghouse  Electric  Corp. 

Reporters  toured  the  Chicago  Amphitheatre, 
as  well  as  improvised  CBS  radio  and  television 
studios  at  the  convention  site.  Brief  talks  on 
CBS  and  Westinghouse  plans  were  given  by 
various  officials,  including  Sig  Mickelson,  CBS 
vice  president  in  charge  of  news  and  public 
affairs,  and  Chris  J.  Witting,  vice  president, 
consumer  products,  Westinghouse  Electric 

Corp.  Betty  Furness,  who  will  deliver  West- 
inghouse commercials  for  consumer  products 

at  both  the  Democratic  and  Republican  meet- 
ings, attended  the  preview,  greeted  newsmen 

and  reported  on  her  experiences  as  the  West- 
inghouse "hostess"  on  the  1952  convention  tele- casts. 

WQED  (TV)  Convention  Plan 

Turned  Down  by  Commission 

THE  FCC  last  week  turned  thumbs  down  on 

a  plan  for  an  educational  tv  station  to  air 
coverage  of  the  national  political  conventions 
without  deletion  of  commercial  announcements 
and  to  receive  compensation  from  the  network 
furnishing  the  programs.  Involved  were  WQED 

(TV)  Pittsburgh  and  NBC.  The  Commission's action  was  taken  by  a  board  composed  of 
Comrs.  Robert  E.  Lee  and  Richard  A.  Mack. 

WQED,  which  operates  on  ch.  13,  asked  the 
Commission  to  waive  its  rule  against  noncom- 

mercial stations  receiving  compensation  and 

allow  the  station  to  receive  payment  for  tele- 

casting NBC's  convention  coverage  without deletion  of  commercials. 

In  turning  down  the  request,  the  FCC  said 

GOP  'Soap  Operas' NEW  YORK  State  Republicans  plan  to 

make  use  of  the  traditional  "soap-opera" format  after  the  national  conventions,  it 
was  reported  last  week.  At  a  news  con- 

ference held  in  New  York  Thursday, 
Mrs.  Charles  W.  Weis  Ir.  of  Rochester, 

N.  Y.,  chairman  "of  the  planning  com- 
mittee for  next  Monday's  G.  O.  P. 

convention  in  San  Francisco,  said  that 
part  of  the  monies  collected  in  the  state 
would  be  used  to  launch  a  series  of  day- 

time serials  with  a  "definite  Republican 
point  of  view."  Budget,  talent,  agency 
and  production  details,  as  well  as  station 
facilities  were  not  announced. 

it  lacked  complete  information  on  details 
the  proposed  financial  arrangement  of  the  s 

tion  with  NBC  and  "cannot  find  that  the  pub 
interest  will  be  served  by  granting  the  waive] 

Pittsburgh's  only  operating  vhf  outlet,  We 
inghouse-owned  ch.  2  KDKA-TV,  plans  to  i 
the  CBS  convention  coverage. 

Early  in  lune,  an  ABC  plan  to  get  its  co 
erage  into  Oklahoma  City  by  tie-in  with  ; 
educational  vhf  station  fell  through  when  no 
commercial  ch.  13  KETA  (TV)  withdrew 

petition  for  waiver  of  the  non-commerci 
rules. 
ABC  has  signed  an  agreement  with  no 

commercial  WGBH-TV  Boston  to  carry  tl 

convention  package  as  a  "public  service."  A 
programs  will  acknowledge  participation 

program's  sponsor — Philco  Corp. — but  w eliminate  commercial  announcements. 

Ampex,  MM&M  Contribute 

Convention  Tape  Service 

HUNDREDS  of  independent  radio  stations  ai 
other  broadcasters  accredited  to  the  Democrat 
national  convention  will  be  able  to  tape  reco: 
interviews  and  programs  without  charge  und 
a  special  service  afforded  by  Ampex  Corp.  at 
Minnesota  Mining  &  Mfg.  Co.  The  same  oppc 
tunity  will  be  made  available  at  the  Republic; 
convention  in  San  Francisco  starting  ne Monday. 

Ampex  has  set  up  recording  studios 
Rooms  522-523  of  the  Conrad  Hilton  Hotel  at 
on  the  second  floor  north  wing  of  the  Intern 
tional  Amphitheatre  in  Chicago.  Equipme 
includes  Ampex  audio  records  and  3M 
"Scotch"  brand  magnetic  tape.  The  two  cor 
panies  also  will  offer  some  portable  recorde 
to  broadcasters  for  non-studio  use. 
Ampex-3M  space  in  the  Amphitheatre  w 

be  conveniently  located  across  from  studi* 
allocated  for  independent  stations  and  adjoinii 
Illinois  Bell  Telephone  facilities.  The  servi 
will  be  offered,  however,  to  all  accredit! 

radio-tv-press  representatives.  Some  350  rad 
newsmen  from  individual  stations  are  expecti 
to  cover  the  convention. 

Contrary  to  reports,  Ampex  is  not  plannii 
to  exhibit,  or  make  available  for  use,  any  of  i 
video  tape  recorders,  nor  will  any  of  the  ne 
works  utilize  these  recorders  during  either  co 
vention.  Ampex  will  show  only  photograpl 

and  diagrams  of  the  recorders  in  its  exhit 

space. Representing  Ampex  at  the  Democratic  co 
vention  are  Forest  Beard,  advertising  directc 
and  Kenneth  Hall,  field  service  engineer.  Mi: 
nesota  Mining  executive  representatives  inclu( 
Char  Wescott,  advertising  director,  Magnet 
Tape  Products  Div.;  Ron  Anderson,  Magnet 
Products  News  Dept.,  and  John  Verstrate  ar 
Charles  Dietz,  public  relations  staffers. 

TOP  POWER 

BALTIMORE,  MD. 
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Harry  A 

ers 

Or  how  to  "strike  oil"  twice  in  the  same  place 

Some  people  believe  that  the  more 

government  has  to  say  about  business, 
the  better. 

"They  argue,  for  instance,  that  the 
petroleum  industry  ought  to  be  under 

more  government  control  to  keep  Amer- 
ica from  running  out  of  oil. 

"What  they  forget  is  that  it's  just  good 
business  for  oilmen  to  produce  a  property 
efficiently.  We  get  more  oil  from  a  well 
when  it  is  operated  at  its  best  rate  of 

flow.  This  is  one  of  the  ways  of  conserv- 
ing this  natural  resource! 

"Take  Dominguez  field  in  California. 
Union  and  another  company  discovered 
oil  there  back  in  1923. 

"By  1936  oil  production  reached  a  peak 
of  almost  31,000  barrels  a  day.  But  by 
1947  our  daily  rate  had  declined  to  about 
15,000  barrels. 

"To  get  the  most  out  of  the  field,  we 

IT  S  JUST  GOOD  BUSINESS  FOR  US  TO  PRODUCE  EFFICIENTLY.' 

started  waterflooding  some  areas.  In  our 

most  recent  project — which  was  started 
with  the  cooperation  of  the  landowners 
and  the  other  companies  operating  the 

field — we  injected  more  than  7,000.000 
barrels  of  water  into  17  wells.  This  has 

forced  oil  out  of  21  producing  wells. 

"As  a  result,  we  are  now  pumping 
2,800  barrels  of  crude  every  day  from 

these  wells — an  increase  of  2,200  barrels 

a  day  over  what  we'd  normally  expect 
without  waterflooding. 

"You  show  me  how  government  con- 
trol could  have  added  one  barrel  of  oil 

to  our  production.  Or  conserved  the  pool 
any  better  so  we  can  recover  more  oil  in 
the  future  with  methods  which  have  yet 

to  be  developed!" 

Harry  Aggers— who  has  been  with  Union 
Oil  for  22  years — manages  our  secondary 
recovery  operations. 

He  believes  that  by  1975,  at  least  25% 

of  all  United  States  oil  production  will 

be  by  waterflooding.  This  does  not  in- 
clude secondary  recovery  by  gas  injec- 

tion or  by  methods  yet  to  be  developed. 

The  Dominguez  results  demonstrate 
again  how  efficiently  a  free  oil  industry 

achieves  maximum  economic  produc- 
tion from  a  field,  while  conserving  the 

source  of  the  oil. 

your  comments  are  invited.  Write: 

The  President,  Union  Oil  Company,  Union 
Oil  Building,  Los  Angeles  77,  California. 

Union  Oil  Company 

OF  CALIFORNIA. 

MANUFACTURERS   OF    ROYAL  TRITON,  THE  AMAZING  PURPLE   MOTOR  OIL 
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C.  Pete  Jaeger  Appointed 

To  Post  With  New  MGM-TV 

C.  PETE  JAEGER,  vice  president  of  Guild 
Films,  New  York,  last  week  became  the  second 
Guild  official  added  to  MGM-TV,  newly-estab- 

lished television  division  of  Metro-Goldwyn- 

Mayer  Studios  and  Loew's  Inc.  He  will  serve 
in  the  capacity  of  a  general  sales  executive. 
Earlier,  MGM-TV  Vice  President  Charles  C. 
(Bud)  Barry  had  announced  the  appointment  of 

Monroe  Mendelsohn,  Guild's  sales  promotion 
director,  in  a  similar  capacity  for  MGM-TV 
[At  Deadline,  Aug.  6]. 

Mr.  Jaeger,  who  will  work  out  of  MGM-TV's 
New  York  office,  has  been  executive  vice  presi- 

dent of  Transamerican  Broadcasting  and  Tv 
Corp.,  and  before  that,  sales  vice  president  of 
ABC. 

NTA  Signs  Four  Sponsors 

For  'Sheriff  of  Cochise' 
NATIONAL  TELEFILM  Assoc.,  New  York, 
last  week  completed  its  second  substantially 
large  regional  sale  of  its  new  Sheriff  of  Cochise 
tv  film  series,  signing  four  sponsors  for  total 
gross  billings  of  slightly  more  than  $500,000. 
The  series  was  bought  in  34  west  coast  markets 

by  White  King  Soap,  A-l  beer,  Star-Kist  tuna 
and  Carnation  milk,  all  through  Erwin,  Wasey 
&  Co.,  Los  Angeles. 

The  first  large  regional  sale  on  Sheriff  was 
made  several  weeks  ago  to  Socony  Mobile  Oil 
Co.,  which  signed  for  67  midwest  markets, 
with  billings  estimated  at  $500,000.  Ely 
Landau,    NTA    president,    noted    that  both 

ROCKFORD 

HOTTEST  CITY 

IN  AMERICA  TODAY 

Labor  department  statistics  just  in. 
prove  more  people  are  working  .  .  . 
making  more  money  .  .  .  creating  more 
sales  in  Winnebago  county  than  in  any 
other  county  in  Illinois  (outside  Cook). 

WROK 

Covers  this  great 
market  full  time 
...  at  lowest  cost 

per  1,000. 

No.  1  For  Over  30  Years 

John  A.  DI\on,  Gen,  Mgr., U.K.  NhI'I  It.  p 

regional  transactions  were  completed  even 
before  a  pilot  on  the  series  has  been  made. 

Production  on  the  series  is  scheduled  to  begin 
today  (Monday)  in  Hollywood.  It  is  being 
produced  by  Desilu  Productions  in  association 
with  NTA.  The  release  date  on  Sheriff  is  Oct.  1. 

California  National  Buys 

Rights  for  Tarzan  Tv  Series 
IN  A  TRANSACTION  understood  to  total 

about  $1  million,  California  National  Produc- 
tions Inc.,  an  NBC  subsidiary,  has  acquired  the 

rights  to  produce  the  first  "Tarzan"  film  series 
for  tv,  share  in  the  control  of  all  re-issues  of  old 
Tarzan  features  to  theatres  and  tv,  and  handle 
all  Tarzan  merchandising,  with  the  exception  of 
publication  rights. 

The  agreement  between  the  NBC  subsidiary 
and  Sol  Lesser,  producer  of  the  Tarzan  features, 
was  announced  last  week  by  Alan  W.  Living- 

ston, president  of  CNP,  who  said  "the  demand 
to  put  Tarzan  on  television  has  been  widespread 

for  a  long  time."  He  added  that  the  series  of 
39  new  half-hour  Tarzan  tv  programs  will  be 
offered  for  national  sponsorship  in  January 
1957.  The  series  will  be  produced  by  CNP  in 
Hollywood,  with  Gordon  Scott  in  the  title  role. 

Mr.  Livingston  reported  that  theatrical  Tar- 
zan features,  in  which  California  National 

shares  distribution  rights,  now  include  12  in  re- 
issue, plus  one  recently  completed.  All  future 

Tarzan  features  will  be  distributed  under  the 

same  arrangement,  according  to  Mr.  Livingston. 
Earlier  this  year,  Los  Angeles  Superior  Court 

Judge  William  J.  Palmer  upheld  a  1950  con- 
tract between  Edgar  Rice  Burroughs  Inc.  and 

Commodore  Productions  &  Artists  Inc.  giving 
exclusive  radio  rights  and  first  option  in  tv 
to  Commodore.  Sol  Lesser  Productions  ex- 

plained, however,  that  Commodore  failed  to 
exercise  the  option  and  hence  the  Burroughs 
organization  was  free  to  make  a  tv  pact  with 
Lesser.  Walter  White  Jr.  of  Commodore  indi- 

cated to  B«T  Wednesday  that  the  issue  is  not 
closed. 

$2,165#000  Profit  Reported 

By  Warner  Bros.  Pictures 
WARNER  BROS.  Pictures  and  subsidiaries  last 

week  reported  a  net  profit  for  the  nine-month 
period  ended  May  26  of  $2,165,000,  equal  to 
87  cents  per  share,  compared  with  a  net  profit 
of  $3,312,000,  equal  to  $1.33  per  share,  in  the 
corresponding  period  of  1955. 

The  company  said  that  on  July  26  it  com- 
pleted the  $21  million  sale  to  PRM  Inc.  of  the 

company's  library  of  feature  films  and  short 
subjects  released  before  Aug.  1,  1948.  It  added 
that  $16  million  was  in  cash.  The  $5  million 
remaining,  Warner  Bros,  said,  is  payable  in 

notes  over  a  three-year  period.  Proceeds  of 
the  sale,  the  company  reported,  will  be  treated 
as  a  capital  gain  by  the  U.  S.  Treasury. 

Elektra  Films  Organized 

ELEKTRA  Film  Productions,  New  York,  has 
been  organized  by  Abe  Liss  in  association  with 
Samuel  Magdoff  for  the  production  of  enter- 

tainment and  tv  film  commercials.  Studios  and 

headquarters  have  been  established  at  16  E. 
52d  St.,  New  York  22,  N.  Y. 

Mr.  Liss  recently  was  vice  president  in 
charge  of  animation  for  Transfilm  Inc.,  New 

York.  Mr.  Magdoff,  who  will  supervise  pro- 
duction for  Elektra  Film  and  serve  as  business 

manager,  formerly  was  on  the  film  production 

staff  of  the  Phil  Silvers'  show,  You'll  Never 
Get  Rich,  on  CBS-TV. 

Disney  Denies  Charges 

In  Kirk  Douglas'  Suit WALT  DISNEY  has  denied  all  accusations  o 
invasion  of  privacy  claimed  by  actor  Kirl 
Douglas  in  a  $415,000  damage  suit  filed  ii 
Los  Angeles  Superior  Court  in  connection  wit! 
the  showing  on  ABC-TV  Disneyland  of  filn 
clips  of  the  actor  taken  during  a  party  at  Mr 

Disney's  home  [B«T,  Aug.  6].  Mr.  Douglai 
was  shown  riding  in  Mr.  Disney's  minatun 
train.  The  suit  named  sponsors,  agencies  an( 
ABC-TV  as  well  as  Mr.  Disney. 

The  court  suit  claims  Mr.  Douglas  had  beei 

"enticed  to  Disney's  home,  ostensibly  on  •<. 
social  visit"  when  the  films  were  made.  Late: 
they  were  used  on  Disneyland.  But  Mr.  Dis 

ney's  legal  counsel  explained  that  when  th( 
films  were  made,  Mr.  Douglas  was  in  the  yar< 
of  the  producer  voluntarily  and  without  invi 
tation  and  actually  cooperated  in  staging  th< 
film  sequence  and  lining  up  the  cameras. 

Mr.  Disney  said  the  Douglas  appearance  oi 
tv  was  for  only  26  seconds  and  it  is  hard  tc 
believe  that  any  actor  who  has  appeared  sc 
often  in  films  and  on  tv  could  be  damaged  ii 
that  amount  of  time. 

In  a  new  statement,  Mr.  Douglas  said  h< 
has  enjoyed  working  with  Mr.  Disney  bui 

such  an  "involuntary"  appearance  on  tv  shoulc 
not  go  unchallenged  because  of  the  precarious 
tenure  actors  have  in  their  professional  secu 

rity.  "An  actor,  like  a  clerk,  or  butcher,  oi 
truck  driver,  expects  to  get  paid  for  his  work 
It  is  neither  right  nor  fair  that  a  producer 

should  exploit  the  actor's  name,  position  and 
drawing  power  for  commercial  gain  without 

paying  for  the  actor's  services,"  he  said. 
FILM  SALES 

INS  Television  Dept.,  N.  Y.,  reports  sales  of 
This  Week  In  Sports  to  WSYR-TV  Syracuse 
and  WBRE-TV  Wilkes-Barre,  Pa.  (for  Bethle- 

hem Steel  Co.  sponsorship).  INS  also  placed  its 
facsimile  service  at  WNBF-TV  Binghampton. 
N.  Y.,  and  WFBG-TV  Altoona,  Pa.,  and  its 
daily  35  mm  transparency  service  to  KCKT 

(TV)  Great  Bend,  Kan.,  and  Emissoras  Asso- 
ciadas,  Belo  Horizonte,  Brazil. 

George  Bagnall  &  Assoc.,  Beverly  Hills,  Calif, 
film  distributor,  reports  sale  of  syndicated 
package  /  Search  for  Adventure  on  30  stations 
of  CBC-TV  in  Canada  this  fall  to  MacMilland 
&  Bloedel  Ltd.,  major  Canadian  lumber  firm, 
Series  is  to  begin  on  CBC-TV  week  of  Sept.  1, 
Bagnall  currently  has  show  sold  in  60  U.  S. 
markets  for  various  sponsors.  MacMilland  <& 

Bloedel  agency  is  Cockfield  Brown  &  Co.,  Van- 
couver, B.  C.  /  Search  for  Adventure  is  filmed 

by  Television  Adventure  Film  Co.,  Hollywood, 
with  Jack  Douglas  as  producer. 

FILM  PRODUCTION 

CBS-TV,  Hollywood,  has  signed  actor  Ray- 

mond Burr  to  play  title  role  in  network's  new 
full-hour  Erie  Stanley  Gardner  Perry  Mason 
mystery  series  which  goes  into  pilot  production 
in  September  for  probable  1957  scheduling. 
Series  is  being  packaged  for  CBS  by  Paisanc 
Productions  with  Gail  Jackson  as  executive 

producer. Walter  S.  Schwimmer  Co.  and  Fred  A.  Niles 
Productions  Inc.,  both  Chicago,  have  scheduled 
new  26-week  filmed  All  Star  Golf  series  for 

national  tv  distribution  next  spring.  Schwim- 
mer firm  will  produce  and  distribute  hour' 

long  program,  either  for  network  or  syndicated 
use,  with  filming  handled  by  Niles  organization. 
Initial  shooting  July  12-13  featured  Sam  Snead 
and  Cary  Middlecoff  competing  at  Cog  Hill 
Country  Club  near  Lamont,  111.  Other  famous 
golfers  will  appear  in  subsequent  matches,  with 
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a  irds  up  to  $100,000,  and  on  courses  in 

f  rida  and  Southern  California.  Jack  Brick- 
r  ise,  WGN-TV  Chicago  sports  announcer,  is 
c  nmentator. l 
<  een  Gems  Inc.,  television  subsidiary  of 

Ciumbia  Pictures  Corp.,  Hollywood,  an- 
t  inces  production  of  new  tv  comedy  series 
t  be  titled  The  Adventures  of  Ali  and  Baba. 
I  igrams,  to  be  produced  by  motion  picture 
5  ducer  Sam  Bischoff,  will  be  based  on  tales 
fim  The  Arabian  Nights. 
H 
1  'A  Pictures,  Burbank,  Calif.,  to  film  Cer- 
■  ites'  Don  Quixote  for  two-year  theatrical 
!  wing  and  later  tv  syndication. 

keside  Television  Co.,  N.  Y.,  syndicating 

bo  the  Hobo,  children's  film  series.  Minia- 
e  book  musical  show  consists  of  26  programs 
ned  in  black-and-white  and  color  and  featur- 
;  words  and  music  by  George  Lessner. 

eatrical  Enterprises  Inc.,  N.  Y.,  has  an- 
unced  plans  to  produce  half-hour  tv  film 
ies,  Code  J.  D.,  based  on  files  of  juvenile 
linquency  cases  of  state  and  federal  govern- 
:nt  agencies.  Rocky  Graziano,  former  world 
ddleweight  champion,  will  co-star  in  series  to 
filmed  in  New  York. 

FILM  DISTRIBUTION 

rome  Balsam  Films  Inc.,  N.  Y.,  has  acquired 
S.   and   Canadian   distribution   rights  to 

cret  File,  USA  tv  series  starring  Robert  Alda. 

isociation  Films,  N.  Y.,  distributors  of  public 
rvice  tv  programs,  making  available  to  tv 
itions  free,  29-minute  documentary  film  high- 
;hting  recent  34th  annual  4-H  Club  conven- 
m  of  1,200  farm  youth  delegates.  Narration 
film,  which  features  singers  Allan  Jones, 

Dorothy  Collins,  and  sports  stars  Patty  Berg, 
Tony  Trabert,  and  Otto  Graham,  is  by  film 
star  (and  farm  hobbyist)  James  Cagney.  Film 
was  underwritten  by  Firestone  Tire  &  Rubber 
Co.  Association  also  is  making  available  free 
to  tv  stations  1 3  min.  film,  highlighting  ac- 

complishments of  World  Bank  on  occasion  of 

its  tenth  anniversary.  Firm  in  addition  is  mak- 
ing available  to  stations  two  combination  live- 

animated  color  films  on  Central  American  cul- 
ture and  industry,  produced  for  United  Fruit 

Co.,  N.  Y.,  by  John  Sutherland  Productions. 
Films  run  13:30  minutes  and  are  available  at  no 

cost  in  color  or  black-and-white. 

FILM  PEOPLE 

Seymour  Reed,  treasurer  and  director  of  Offi- 
cial Films  Inc.,  N.  Y.,  elected  secretary-treas- 

urer, and  Grace  Sullivan,  with  Official  since 
1953,  elected  assistant  secretary.  Miss  Sullivan 

formerly  was  on  Pres.  Eisenhower's  White House  administrative  staff  and  before  that  was 
with  Mr.  Eisenhower  at  Columbia  U. 

Arthur  J.  Miller,  technical  director,  Pathe  Lab- 
oratories, L.  A.  film  processor,  appointed  gen- 

eral manager  of  eastern  operations,  with  head- 
quarters in  New  York.  Lew  Mansfield  pro- 

moted to  plant  manager  of  N.  Y.  laboratory. 

Robert  Warwick,  Ross  Elliott,  Michael  Pate, 
Robert  Griffin,  Tom  Fadden,  Ted  DeCorsia, 
Kenneth  MacDonald,  Paul  McGuire  and  Wil- 

liam Challee  all  signed  for  roles  in  TCF  Tele- 
vision Productions  Inc.'s  Broken  Arrow  series. 

William  C.  Wescort  Jr.,  33,  independent  tv  pro- 
ducer and  publicist  for  Greek  Theatre,  L.  A., 

fatally  shot  at  his  apartment  Aug.  3.  Police 
are  holding  suspect. 

FILMS  FOR  FALL  continued 

from  page  48 
26  new  half-hours  for  the  Superman  series, 
which  is  in  150  markets.  Flamingo  also  is  dis- 

tributing eight  other  series,  including  Cowboy 
G-Men,  Beulah,  and  Reporters  Roundup,  which 
currently  is  in  146  markets. 

Four  Star  Films  Inc.  is  undertaking  a  heavy 
production  schedule  for  the  coming  season. 
In  addition  to  producing  two  new  CBS-TV 
series,  Hey,  Jeannie  and  Dick  Powell-Zane 
Grey  Theatre  and  with  pilots  ready  for  Richard 
Diamond  and  Arizona  Ames,  Four  Star  has 
the  weekly  DuPont  Cavalcade  Theatre  running 
on  ABC-TV  and  is  making  new  films  for  three 
syndicated  programs,  Stage  Seven — Chevron 
of  Stars,  The  Star  and  the  Story  and  Four  Star 
Playhouse . 

Four  Star  has  a  total  of  seven  more  shows 
in  the  planning  stage.  These  include  Charles 
Boyer  Presents  with  Mr.  Boyer  as  Paul  Begere; 
Roommates,  college  series;  The  Joker,  situation 

comedy;  Salvage  Master,  underwater  adven- 
ture; Paradise  Campus,  situation  comedy  at 

U.  of  Hawaii;  The  River,  family  comedy  on 
Mississippi,  and  Pass  the  Buck,  a  quiz  show. 

Gallu  Productions,  headed  by  Sam  Gallu, 
which  has  been  filming  Navy  Log  for  telecast 
on  CBS-TV,  starts  production  next  Monday 
(Aug.  20)  in  San  Diego  on  a  new  series  of  39 
films  for  showing  on  ABC-TV  beginning  Oct. 
17.  American  Tobacco  Co.  (Pall  Mall  ciga- 

rettes) will  sponsor  the  ABC-TV  series  through 
Sullivan,  Stauffer,  Colwell  &  Bayles.  Produced 
in  cooperation  with  the  U.  S.  Navy,  the  pro- 

gram presents  personalized  picture  of  Navy 
history  and  operations  from  the  viewpoint  of 
seamen  concerned. 

While  filming  his  theatrical  westerns  at 

Kanab,  Utah,  producer  Al  Gannaway  is  mak- 
ing multiple  pilots  for  a  new  tv  series  called 

rr 

Because  Toledo  has  trains.  So  does 

every  city,  you  say?  Sure  .  .  .  but 
Toledo  has  so  many  trains,  it  is  the 

nation's  third  rail  center.  And  in  ad- 
dition to  transportation,  Toledo  is 

listed  among  the  leaders  in  11  of  the 
19  industrial  classifications! 

Along  with  Toledo,  only  WSPD-TV 

gives  you  maximum  316,000  watt 

power  for  complete  saturation  of 

Northwestern  Ohio's  23  county  billion 
dollar  market.  Call  Katz! 

STATION 
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NORTHEASTERN 

OKLAHOMA  IS  OKLAHOMA 'S 

BIGGEST  MARKET 

/ 

i. 

Here's  Why- 

1-  TULSA 

Oklahoma's  Second 
Largest  City 

Plus 

2-  MUSKOGEE 

Oklahoma's  Third 
Largest  City 

Equals 

OKLAHOMA'S  BIG 
$1,000,000,000  Market  in  the 

heart   of   the   most  populous 
area  in  the  State. 

ITWI 

.  .  .  with  studios  in  both  Tulsa 

and  Muskogee,  and  transmitter 

half  way  between  these  two 

cities,  gives  you  the  coverage 

you  need  to  reach  the  most  peo- 

ple who  have  money  to  spend. 

Ask  your 

Avery-Knodel,  Inc.,  Representative 
L.  A.  (BUD)  BLUST 

V.  P.  and  Gen.  Manager 
BEN  HOLMES,  National  Sales  Mgr. 

TULSA  BROADCASTING  COMPANY 
Box  9697,  Tulsa,  Oklahoma 

136,000  WATTS 
TULSA    «  MUSKOGEE 

FILMS  FOR  FALL 

continued 

The  Carl  Smith  Show.  Two  other  tv  series  are 
in  production  there  for  syndication  and  are 
being  filmed  in  color.  These  are  Daniel  Boone 
and  The  Sheriff.  Mr.  Gannaway  has  filmed 
two  series  in  Nashville  now  running  in  syndi- 

cation in  100  markets.  His  Stars  of  the  Grand 
Ole  Opry  is  distributed  through  Flamingo  Films. 
Newer  series  is  Country  Show. 

Guild  Films  Co.  is  handling  distribution  of 
ten  other  series,  including  Liberace,  Florian 
Zabach  Show,  Frankie  Laine  Show,  Confiden- 

tial File,  and  /  Spy. 

Hygo  Television  Films  is  distributing  for 
re-runs  and  original  market  purposes  the  Cru- 

sade in  Europe  tv  film  series. 

Interstate  Television  Corp.-  is  not  planning 
any  new  programs  for  fall,  but  is  making  avail- 

able to  stations  and  advertisers  11  previously 
shown  series,  including  /  Married  Joan,  Royal 
Playhouse,  Counterpoint,  and  Public  Defender. 

Kling  Film  Enterprises  reports  no  new  series 
ready  for  syndication  but  some  under  con- 

sideration. Among  properties  presently  avail- 
able are  the  Hormel  Girls  (45  shows),  Box- 

ing From  Rainbow  (26),  Paradox  (series  of 
three-minute  shorts)  and  Old  American  Barn Dance  (26). 

MCA-TV  Has  27  Shows 

MCA-TV  recently  released  The  Rosemary 
Clooney  Show,  which  has  started  in  60  markets 
for  Foremost  Dairies.  New  episodes  (39)  are 

being  produced  for  the  half-hour  Dr.  Hudson's 
Secret  Journal.  MCA-TV  also  is  distributing 
25  other  series,  including  Federal  Men,  Man 
Behind  the  Badge,  Waterfront,  Curtain  Call 
and  City  Detective. 

George  Burns'  McCadden  Productions,  a 
pioneer  in  the  tv  film  field,  is  at  a  high  level 
of  activity  producing  three  properties  which 
continue  their  network  exposure  plus  several 
new  series  and  commercial  spots  for  numerous 
national  advertisers.  On  Wednesday  the  studio 
starts  filming  the  seventh  consecutive  year  of 
Burns  &  Allen  for  Sept.  10  starting  date  on 
CBS-TV  with  alternate  sponsors  Carnation  Co. 
through  Erwin,  Wasey  &  Co.  and  B.  F.  Good- 

rich Co.  through  BBDO.  Goodrich  again  will 
sublease  its  first  six  shows  to  General  Mills. 

Mr.  Burns  pioneered  the  husband-wife  comedy 
film  field.  New  director-producer  for  the 
series  this  season  is  Rod  Amateau. 

Filming  began  last  week  on  new  episodes 

of  People's  Choice  to  be  seen  on  NBC-TV 
starting  Oct.  4.  Alternate  sponsors  are  Borden 
Co.  through  Young  &  Rubicam  and  Procter  & 
Gamble  through  Compton  Adv.  Bob  Cum- 
mings  Show  goes  before  camera  Friday  with 

new  material  to  begin  Oct.  4  on  CBS-TV.  Win- 
ston cigarettes  through  William  Esty  Co.  alter- 
nates sponsorship  with  Palmolive  soap  (Bates 

Agency)  and  Halo  Shampoo  (Carl  Brown 
Adv.).  New  director  on  the  Cummings  show 
is  Norman  Tokar.  Paul  Henning  continues  as 
writer-producer. 

McCadden's  production  vice  president,  Al 
Simon,  has  filmed  a  pilot  for  what  will  be  Mr. 

Burns'  major  drama  venture  titled  Courage. 
Network  and  sponsor  are  not  set.  Script  also 
has  been  prepared  for  Delightful  Imposter,  a 

proposed  series  to  feature  a  suave  man-about- 
the-world  and  his  situation  comedy  adventures. 

McCadden  Commercial  Productions  Corp.  is 
busy  filming  spots  for  accounts  such  as  Toni, 

Maybelline,  U.  S.  Steel,  Betty  Crocker,  Weber's 
bread,  Chevrolet,  Carnation  Co.,  Goodrich 
and  Winston. 

National  Telefilm  Assoc.  also  is  offering  ad- 
vertisers and  stations  a  group  of  filmed  series, 

including  China  Smith,  Police  Call,  James 
Mason  Show  and  Orient  Express. 

NBC-TV  films  is  offering  39  new  episodes  of 

Badge  714,  starring  Jack  Webb,  and  39  new 
episodes  of  Life  of  Riley  tv  film  series.  NBC- 
TV  Films  also  is  distributing  re-runs  of  17 
other  series,  including  Frontier  Adventures  of 
the  Falcon,  Crunch  and  Des,  Hopalong  Cas- 
sidy  and  Victory  at  Sea. 

Official  Films  is  offering  14  continuing  shows 
for  syndication,  including  Dateline  Europe,  My 
Little  Margie,  Star  Performance  (130  markets), 
The  American  Legend  and  Scarlet  Pimpernell. 
In  association  with  Sapphire  Films,  Official  has 
produced  39  new  episodes  of  Robin  Hood, 
which  has  been  renewed  by  Johnson  &  Johnson 

and  Wildroot  for  presentation  on  CBS-TV  in the  fall. 

Pine-Thomas-Shane  Productions  is  in  pro- 
duction this  month  on  pilots  for  three  new 

prospective  tv  series  concurrent  with  filming 
of  a  feature  picture  for  theatre  release.  First 
pilot.  Outpost,  features  Les  Barker,  while  Paul 
Monash  will  play  in  Johnnv  Pilgrim,  being 
made  for  ABC-TV  consideration.  Third  pilot 
is  still  unnamed  but  is  adventure  series  by  Ellis 
Marcus. 

Continuing  series  in  the  RKO  Television 
catalogue  for  fall  are  Gang  Busters,  Uncom- 

mon Valor,  and  Greatest  Dramas. 

Roland  Reed  Productions,  in  addition  to  new 
series  of  39  half-hour  Adventures  of  the  Sea 
Hawk  which  began  filming  this  month  in  Ber- 

muda, has  several  other  properties  ready  to  be 

produced  as  pilots  for  new  series.  These  in- 
clude The  Great  Mouthpiece,  Alarm,  Treasure 

Hunters  and  Men  of  Justice.  Roland  Reed, 
which  makes  industrial  and  feature  movies,  has 
tv  commercial  subsidiary  headed  by  Frank 
Bibas  which  turns  out  spots  for  national  ad- vertisers. 

Hal  Roach  Studios,  Culver  City,  Calif.,  has 

been  a  pioneer  in  independent  television  pro- 
duction. Last  season  under  contract  Roach 

filmed  17  shows  for  NBC-TV's  It's  a  Great 
Life,  now  slated  for  syndication.  Another  such 

series  was  NBC-TV's  Life  of  Riley,  now  taken 
over  by  the  network's  subsidiary,  California National  Productions.  Roach  also  filmed  16 

shows  for  CBS-TV's  You  Are  There  last  year, 

as  well  as  18  episodes  of  NBC-TV's  Frontiei 
and  20  segments  of  Great  Gildersleeve  for  the 
NBC  Film  Division. 

Roach  productions  last  season  and  this  in- 
cluded 27  of  the  total  39  episodes  of  Screen 

Directors  Playhouse  which  Eastman  Kodak 

originally  sponsored  on  NBC-TV  and  which 
switched  to  ABC-TV  July  4  for  the  duration 
of  its  run,  now  completed.  Roach  is  expected 
to  syndicate  the  series  with  some  of  the  39 
episodes  serving  as  potential  pilot  films  for  a 

still  newer  series.  It's  Alw^vs  Sunday,  starring 
Dennis  O'Keefe  as  a  minister,  will  soon  make 
the  agency  rounds,  as  will  Brush  Roper,  west- 

ern starring  Walter  Brennan.  Partners  is  an- 
other prospect. 

Roach  has  put  28  Stories  of  John  Nesbitt 
in  the  can  so  far  for  AT&T  sponsorship  on 
CBS-TV  and  has  completed  25  of  the  initial 
39  episodes  of  Code  3  for  ABC  Film  Syndica- 

tion. Rheingold  Beer  is  sponsoring  Code  3  in 
about  40  markets,  while  Signal  Oil  making  a 

major  buy  in  West  Coast  markets. 
This  week  Roach  will  have  completed  its 

12th  episode  of  the  Charlie  Farrell  Show 
which  has  been  on  CBS-TV  since  July  2  as 
summer  replacement  for  /  Love  Lucy.  Unpop- 

ular with  the  critics,  Farrell  has  rated  high 
with  viewers  just  as  another  Roach  series,  My 

Little  Margie,  did,  winding  up  with  two  net- 
work runs  and  continuous  syndication  since. 

Roach's  tie-up  with  Vitapix  is  the  second 
effort  of  the  "film  network"  to  succeed.  Vita- 

pix is  the  group  of  stations,  some  primary  net- 
work affiliates,  which  banded  together  a  few 

years  ago  to  contract  with  Reub  Kaufman  of 
Guild  Films.  The  stations  were  to  clear  time 

and  Guild  was  to  produce  the  shows  and  sup- 
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Only  STEEL  can  do  so  many  jobs  so  well 

Swampland  BllCket  Brigade.  This  cable  tramway  stretches  through  3V2  miles  of  Georgia 
swamp,  hauling  clay  to  the  plant  of  a  brick  company.  The  buckets  are  carried  on  an 
endless  30,000-foot  length  of  USS  Tiger  Brand  Wire  Rope.  In  six  years,  the  tramway 
has  carried  over  a  million  tons  of  clay;  it  has  reduced  hauling  costs  by  66%. 

The  Beauty  Is  More  Than  Skin 

Deep.  Look  at  the  doorway  for  a 
minute.  It  is  made  from  lus- 

trous, permanently  attractive 
USS  Stainless  Steel.  This  is  the 
entrance  to  a  research  laboratory 
that  is  in  constant  use.  The  Stain- 

less will  stay  bright  indefinitely, 
since  the  surface  beauty  goes  all 
the  way  through.  Stainless  is 

hard,  too,  so  it  won't  dent  and scratch  like  softer  metals. 

The  Greatest  Lift  In  the  WoMd.That  derrick  is  lifting  800  tons  of  dead  weight-an  all- 
time  world  record.  The  total  uplift  being  exerted  is  over  1300  tons.  To  build  the  derrick 
and  barge  required  about  2000  tons  of  steel,  and  40  tons  of  welding  rods  were  needed. 
Nine  miles  of  Wire  Rope  are  used  in  the  rigging  of  this  equipment. 

UNITED  STATES  STEEL This  trade  mark  is  your  guide  to  quality  steel 

For  further  information  on  any  product  mentioned  in  this  advertisement,  write  United  States  Steel,  525  William  Penn  Place,  Pittsburgh  30,  Pa. 
AMERICAN  BRIDGE. ..AMERICAN  STEEL  &  WIRE  and  CYCLONE  FENCE.  ...COLUMBIA-GENEVA  STEEL... CON  SOLI  DATED  WESTERN  STEEL... GERRARD  STEEL  STRAPPING... NATI0NALTUBE 

OIL  WELL  SUPPLY....TENNESSEEC0AL  &  IRON  ...UNITED  STATES  STEEL  PRODUCTS...  UN  I  TED  STATES  STEEL  SUPPLY....DiV/'si'ons  of  UNITED  STATES  STEEL  CORPORATION,  PITTSBURGH 
UNITED  STATES  STEEL  HOMES.  INC.  •  UNION  SUPPLY  COMPANY  •  UNITED  STATES  STEEL  EXPORT  COMPANY  •  UNIVERSAL  ATLAS  CEMENT  COMPANY  6-1895 

SEE  the  UnitedJStates  Steel  Hour.  It's  a  full-hour  TV  program  presented  every  other  week  by  United  States  Steel.  Consult  your  local  newspaper  for  time  and  station. 
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FILMS  FOR  FALL  continued 

ply  the  films.  Mr.  Kaufman  came  up  with  an 
assortment  of  musicals,  Liberace,  Frankie 
Laine  and  Florian  Zabach  among  others,  but 
no  comedy  or  drama  material.  Eventually  the 

plan  petered  out  and  as  the  network  time  situ- 
ation became  tighter  and  tighter,  Vitapix  was 

reorganized  and  this  time  linked  with  Roach. 

The  studio's  initial  offering  for  Vitapix  is  a 
tv  adaptation  of  Blondie  starring  Arthur  Lake 
and  Pamela  Britton. 

Studio  owner  and  executive  producer  Hal 
Roach  Jr.  has  gone  on  record  as  predicting 

the  end  of  "pure  syndication"  and  the  advent 
of  custom  packaging  in  the  manner  of  the 
Vitapix  tie-up. 

Movie  producer  Frank  Ross  has  concluded 
a  financing  agreement  with  MCA  for  his  first 
television  venture,  a  pilot  and  series  for  the 
1957  market  which  will  star  his  wife,  Joan 

Caulfield,  featured  in  CBS-TV's  My  Favorite 
Husband.  Series  will  be  based  on  movie  A 
Lady  Takes  a  Chance  which  Mr.  Ross  produced 
ten  years  ago  starring  John  Wayne  and  Jean 
Arthur. 

Tv  producer  Bernard  L.  Schubert,  currently 
filming  another  39  episodes  of  Crossroads  for 
Chevrolet  next  season  on  ABC-TV,  is  offering 
a  new  series  under  the  title  of  Key  Witness. 
He  is  co-producer  and  owner  of  Topper,  first 
carried  on  CBS-TV  and  now  repeating  on  NBC- 
TV  for  General  Foods.  Mr.  Schubert  has 
syndicated  Mr.  &  Mrs.  North  in  110  markets 
and  his  tv  series  Adventures  of  the  Falcon  is 
syndicated  by  the  NBC  Film  Division  on  90 
stations.  He  has  revised  and  is  syndicating 
Movie  Quick  Quiz  in  more  than  30  markets. 

Walter  Schwimmer  Co.,  which  has  just  added 
distribution  of  All-Star  Golf  (produced  by  Fred 
A.  Niles  Productions)  to  its  Championship 
Bowling  series,  and  has  started  production  on 

26  new  installments  of  the  bowling  programs, 

is  also  distributing  nationally  It's  Baby  Time, 
produced  by  United  Film  and  Recording. 

Screen  Gems  is  making  about  18  program 

series  available  for  syndication  and  re-run,  in- 
cluding Father  Knows  Best,  Ford  Theatre, 

Captain  Midnight,  and  Patti  Page  Show.  Screen 
Gems  also  has  scripts  on  hand  for  various 
projected  tv  film  series,  most  of  which  will  be 
considered  for  production  for  the  1957-58  sea- 

son. Among  these  are:  George  Sanders  Show, 
which  has  been  sold  to  NBC-TV  for  the  1957- 

58  season,  plus  You  Can't  Take  It  With  You, 
Call  McCall,  and  Ivanhoe. 

Sterling  Television  Co.  is  offering  no  new 
series  but  is  distributing  new  installments  of 
Bowling  Time  (26  new  one-hour  programs). 
Sterling  also  is  distributing  seven  other  film 

series,  including  /  Am  the  Law,  Public  Prose- 
cutor and  Playland  Films. 

Mark  Stevens  Productions,  which  is  syndi- 
cating its  NBC-TV  Big  Town  through  M  &  A 

Alexander  under  the  title  Byline — Steve  Wil- 
son has  made  pilots  for  two  new  half-hour 

series  to  be  offered  this  next  season.  One 
is  The  Minor,  featuring  Herbert  Marshall  as 

host  and  based  on  Norman  Vincent  Peale's 
Guideposts.  The  second  is  The  City,  an  an- 

thology produced  in  partnership  with  Four-Star 
Productions.  Mark  Stevens  Productions  also 

has  in  planning  stage  a  new  comedy  series,  Al- 
len Young  &  Co.,  and  another  called  Mysteri- 
ous Traveler  with  Vincent  Price.  Firm  in  addi- 
tion is  active  in  production  of  commercial  spots 

for  national  advertisers. 

Another  major  movie  studio  whose  creative 
efforts  are  being  tried  in  television  is  Republic 

Pictures,  whose  Studio  City  Television  Pro- 

ductions is  syndicating  through  the  studio's 
Hollywood  Television  Service.  Newest  series 
offered  includes  Frontier  Doctor  starring  Rex 

Allen  and  Stryker  of  Scotland  Yard,  the  latter 
filmed  in  England.  Already  going  in  syndica- 

tion are  Adventures  of  Dr.  Fu  Manchu  and 
Stories  of  the  Century,  the  latter  in  second  and 
third  runs. 

Studio  City  is  working  on  another  half-hour 
series  titled  Statue  of  Liberty  in  conjunction 
with  the  U.  S.  Immigration  and  Naturalization 
Service.  Also  in  planning  stage  is  True  Detec- 

tive, based  on  the  crime  magazine. 
The  television  subsidiary  of  20th  Century- 

Fox,  TCF  Television  Productions,  is  continuing 
its  activity  in  tv  by  producing  for  the  network 
market,  although  it  is  expected  that  some  prop- 

erties may  go  into  the  re-run  syndication  field 
later  when  sponsor  contracts  have  run  out. 

TCF  is  filming  the  second  year  of  20th  Cen- 
tury-Fox Hour  for  General  Electric  on  CBS- 

TV,  the  new  series  to  begin  Sept.  19.  For  Col- 
gate Palmolive  Co.,  TCF  is  filming  in  color 

My  Friend  Flicka  on  CBS-TV.  Show  will  go 
into  its  second  year  later  in  the  season. 

Under  the  direction  of  Irving  Asher,  TCF 
executive  in  charge  of  production,  the  firm  is 
planning  production  of  two  more  series  at  a 
later  date.  One  is  based  on  a  20th  Century- 
Fox  movie  of  the  same  name,  How  to  Marry 
a  Millionaire,  and  will  depict  the  adventures 
of  three  young  girls  in  quest  of  marriage.  Films 
will  be  made  all  over  the  world.  The  second 
is  Mr.  Belvedere,  which  like  Broken  Arrow 
was  a  one-shot  on  TCF  Hour.  Firm  also  is 
developing  an  untitled  anthology  property. 

Among  continuing  series  handled  by  TPA 
are  Foreign  Legionnaire  (formerly  carried  on 
NBC-TV  as  Captain  Gallant  of  the  Foreign 

Legion),  Fury  (NBC-TV),  Private  Secretary, 
and  nine  other  series. 

More  'Ranger'  Episodes 

Jack  Wrather's  package  Lone  Ranger  is  film- 
ing its  new  series  in  color  and  is  scheduled  to 

begin  Sept.  6  on  ABC-TV.  Last  season's  re- 
runs are  on  CBS-TV.  General  Mills  is  spon- 

sor in  both  instances.  Mr.  Wrather  reportedly 
is  close  to  an  agreement  with  Robert  Maxwell 
Assoc.  for  the  purchase  of  Lassie  tv  series. 

Ziv  Television  programs  is  continuing  pro- 
duction on  Highway  Patrol  (39  episodes),  Sci- 

ence Fiction  Theatre  (39)  and  Man  Called  X 
(39).  Ten  other  Ziv  programs  are  still  active  in 
syndication,  including  Cisco  Kid,  District  At- 

torney, I  Led  Three  Lives  and  Favorite  Story. 
This  season  will  see  a  distinct  trend  to  use  of 

cartoon  animation  for  adult  and  family  view- 
ing, heretofore  exclusively  the  realm  of  old 

movie  cartoons  for  the  youngsters.  Both  NBC- 
TV  and  CBS-TV  will  offer  such  programs, 
especially  the  latter,  which  is  showing  sponsors 

an  elaborate  weekly  half-hour  of  UPA  Pictures' 
Gerald  McBoing-Boing  at  a  reported  cost  of 

$62,000  per  program,  with  one  re-run  right. 
UPA  last  week  announced  that  production  is 

starting  on  a  new  theatrical  cartoon  series  of 
24  seven-minute  musical  and  humorous  vig- 

nettes to  be  released  first  in  the  United  King- 

dom under  the  title  "UPA's  Pair  of  Shorts." 
U.  S.  theatrical  release  will  follow,  with 

eventual  tv  syndication.  UPA's  contract  with 
Columbia  Pictures  for  10  "Mister  Magoo"  and 
eight  special  cartoons  each  year  has  been 
altered  to  feature  Magoo  adventures  only. 

Meanwhile.  John  Wilson,  Ned  Herzstam  and 

Hubbard  Hunt,  partners  in  Audio  Visual  Asso- 
ciates, have  announced  that  their  subsidiary 

firm,  Fine  Arts  Productions,  has  completed 

the  animated  ballet  "Petroushka"  for  a  15- 
minute  segment  of  an  upcoming  color  spec- 

tacular on  NBC-TV  this  fall. 
Shamus  Culhane  Productions  has  sold  its 

pilots  of  a  five-minute  animation  series  Why, 
Daddy?  to  NBC-TV  and  the  films  have  been 

used  on  Howdy  Doody.  Culhane  also'  is  work- ing on  20-minute  animation  segments  for  Bell 
Telephone  series  to  be  produced  by  Frank 
Capra. 
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NETWORKS 

NETWORK  SALES  GAIN  20.5%  IN  JUNE 

Six-month  billings  this  year 
are  18.9%  over  1955  period. 

1955,  according  to  PIB  data. 

ABC-TV  whittles  off  some  of 

the  gap  between  itself  and 
other  two  networks. 

TV  NETWORK  gross  time  sales  for  June 
totaled  $38,242,635,  a  gain  of  20.5%  over  June 
1955  billings,  according  to  Publishers  Informa- 

tion Bureau.  The  gross  for  the  January-June 
period  was  $234,510,312,  an  increase  of  18.9% 

over  last  year's  corresponding  six  months. 
Each  of  the  networks  shared  in  the  billings 

rise,  ABC-TV  with  $6,119,917  was  72.8%  over 

its  June  1955  total;  CBS-TV  with  $17,935,789 
gained  14.1%,  and  NBC-TV  with  $14,186,929, 
was  up  15.9%.  The  percentage  increase  for 
the  six  months  per  network:  ABC-TV,  76.8: 
CBS-TV,  13.7,  and  NBC-TV,  13.6. 

Of  interest:  While  ABC-TV  trailed  NBC-TV 
in  gross  billings  for  the  first  six  months  of  last 

year  by  nearly  $72  million  and  CBS-TV  had 
chalked  up  more  than  four  times  the  ABC-TV 
billing,  ABC-TV  for  the  first  six  months  of  this 
year  has  trimmed  the  difference  nearly  $4  mil- 

lion. CBS-TV  had  almost  exactly  three  times 
the  ABC-TV  total  for  the  first  six  months  in 
1956. 

There  was  no  appreciable  difference  in  the 

gross  billing  edge  of  CBS-TV  over  NBC-TV — 

NETWORK  TELEVISION 

June June % 
1956 1955 Change 

American  Br.  Co. $  6,119,917 $  3,542,304 +72.8 
Columbia  Br.  Sys. 17,935,789 15,724,184 14.1 

DuMont* 
218,845 

National  Br.  Co. 14,186,929 12,238,694 
15.9 

TOTAL $38,242,635 $31,724,027 
20.5 

Jan. -June 1956 

$  38,481,155 
106,499,425 

89,529,732 
20.5  $234,510,312 

Jan. -June 1955 

$  21,168,605 
93,691,841 
2,904,680 

78,810,743 
$197,175,869 

Change 

76.8 

13.7 

13.6 

18.9 

January 
February 
March 
April 
May 
June 

TOTAL 

ABC 

$  6,382,046 
6,418,210 
6,747,928 
6,173,922 
6,639,132 
6,119,132 

$38,481,155 

1956  NETWORK  TELEVISION  TOTALS  TO  DATE 

CBS  DuM  NBC 

$  17,820,455  $14,695,116 
16,928,361 
17,884,976 
17,668,950 
18,260,894 
17,935,789 

$106,499,429 

13,845,000 
15,955,688 
15,136,596 
15,710,403 
14,186,929 

$89,529,732 

TOTAL 

$  38,897,617 37,191,571 
40,588,592 
38,979,468 
40,610,429 
38,242,635 

$234,510,312 

*  Effective  Sept.   15,  1955,  DuMont  Television  network  changed  fron 
operation. 

a   national   network  to  a  local 

a  fat  $3.5  million  for  the  month,  and  approxi- 
nately   $15.17    million   for   the  six  months. 

PIB's  network-by-network  comparison  of 
1956  and  1955  tv  network  gross  time  sales  for 
the  first  half  of  the  year  is  given  in  the  first 
two  columns. 

Winckler,  Milford  Promoted 

To  New  Positions  by  CBS-TV 
PROMOTION  of  E.  Carlton  Winckler  to  direc- 

tor of  production  operations  for  CBS-TV  and 
advancement  of  Robert  Milford  to  succeed  him 

as  production  manager  of  the  CBS-TV  pro- 
gram department  were  announced  Friday. 

Mr.  Winckler,  with  CBS-TV  since  August 
1951  and  in  his  present  post  since  March  1953, 

takes  over  his  new  duties  immediately,  accord- 
ing to  the  announcement  by  Edward  L.  Saxe, 

CBS-TV  vice  president  in  charge  of  operations. 

Mr.  Milford's  appointment,  also  effective  im- 
mediately, was  announced  by  Hubbell  Robinson 

Jr..  CBS-TV  executive  vice  president  in  charge 
of  network  programs. 

Before  joining  CBS-TV  as  production  man- 
ager in  the  operations  department,  Mr.  Winckler 

was  production  manager  and  program  director 
for  ABC-TV  in  Hollywood,  and  before  that 
was  program  director  for  the  Don  Lee  Tele- 

vision Network.  He  has  been  in  show  business 
since  1924,  when  he  started  as  a  puppeteer  with 

Tony  Sarg's  marionette  theatre,  and  has  served 
as  technical  director  of  New  York's  Roxy 
Theatre,  general  stage  manager  and  technical 
director  for  many  Billy  Rose  enterprises,  and 
lighting  and  technical  director  for  Ringling 
Bros.  Circus.  He  has  worked  on  78  Broadway 
shows  as  a  lighting  and  technical  director. 

Mr.  Milford  joined  CBS-TV  in  December 
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MR.  AYRES 

1954  as  associate  production  manager  of  the 

program  department.  He  was  production  super- 
visor for  NBC  in  1951-52,  and  also  had  been 

engaged  in  production  work  in  the  legitimate 
theatre  for  15  years.  His  previous  television 

credits  include  Billy  Rose's  Pitching  Horseshoes 
on  ABC-TV  and  the  Three  Steps  to  Heaven  and 
Follow  Your  Heart  series  on  NBC-TV. 

AYRES  RESIGNS  POST 

AS  NBC  RADIO  HEAD 

THE  POST  of  vice  president  in  charge  of  the 
NBC  Radio  Network  was  open  last  week  for 
the  second  time  in  nine  months,  as  NBC 
announced  that  Charles  T.  Ayres  had  resigned. 

Mr.  Ayres  left  a 
similar  post  at  ABC 

Radio  to  become  op- 
erating head  of  the 

NBC  Radio  Network 

last  Nov.  1  [B*T, 
Nov.  7].  At  that 
time,  NBC  was  busy 
finalizing  plans  for 
its  controversial 

Weekday  variation 
of  the  weekend 
Monitor  service. 
Since  then,  Weekday 
has  been  abandoned 

and  new  program- 
ming has  been  installed,  by  the  NBC  Band- 
stand series  of  live  broadcasts  by  name  bands, 

with  Program  Executive  William  R.  Good- 
heart  Jr.  getting  credit  for  the  idea. 

During  the  interim  before  appointment  of 
a  successor  to  Mr.  Ayres — and  spokesmen 
doubted  that  a  successor  would  be  named  be- 

fore the  hectic  political  nominating  conven- 
tions are  over — administration  of  the  NBC 

Radio  Network  is  being  supervised  largely  by 
Mr.  Goodheart,  Program  Director  John  P. 
Cleary  and  Sales  Director  Fred  Horton.  All 
report  to  NBC  President  Robert  W.  Sarnoff. 

When  he  moved  to  NBC,  Mr.  Ayres  suc- 
ceeded William  H.  Fineshriber  Jr.,  who  had 

left  the  post  some  nine  months  earlier  and 
who  now  is  a  vice  president  of  Television 
Programs  of  America.  In  that  interim  period, 
direction  of  the  radio  network  was  handled  by 

Mr.  Sarnoff  in  addition  to  his  other  responsi- 
bilities. At  that  time  he  was  executive  vice 

president  of  NBC. 

Mr.  Ayres  joined  ABC  in  1948,  serving  suc- 
cessively as  eastern  sales  manager  for  ABC 

Radio,  director  and  later  vice  president  in 
charge  of  radio  sales  and  vice  president  in 
charge  of  the  radio  network.  Before  that,  he 
was  vice  president  and  general  manager  of 
radio-tv  at  Ruthrauff  &  Ryan,  where  he  served 
for  13  years,  and  prior  to  that  was  with  Hanff- 
Metzer  agency  and  National  Carbon  Co. 

His  future  plans  were  not  announced. 

Two  Join  ABC  Radio 

TWO  new  affiliations  with  ABC  Radio  were 
announced  last  week.  Affiliation  of  KGAK 

Gallup,  N.  M.,  was  reported  jointly  by  Merle 
H.  Tucker,  president  of  Thunderbird  Broad- 

casting Co.,  and  Edward  J.  DeGray,  ABC 
Radio  station  relations  director.  KGAK  oper- 

ates on  1330  kc  with  5  kw  day  and  1  kw 
nighttime. 

Also  signed  was  KCNO  Alturas,  Calif.,  with 
the  announcement  made  jointly  by  Mr.  DeGray 
and  Henry  J.  Chandler,  president  of  Interstate 
Broadcasting  Co.  The  station  operates  on  570 
kc  with  1  kw. 

$3.5  MILLION  SOLD  BY  ABC,  CBS  RADIO 

All  sales  are  in  daytime  pro- 

gramming time  periods  and 

include  four  sponsors  new  to 
network  radio. 

SEASONAL  pre-fall  selling  in  network  radio 
received  added  impetus  last  week  as  sales  repre- 

senting about  $2.5  million  for  CBS  Radio  and 
approximately  $1  million  for  ABC  Radio  were 
reported.  The  added  gross  billings  in  both 
cases  were  in  daytime  schedules. 

Seemingly  underscoring  its  push  for  a  sell- 
out of  its  daytime  programming  schedule  for 

fall  [B*T,  Aug.  6],  CBS  Radio  reported  a  new 
purchase,  representing  $1  million  in  gross  bill- 

ings by  Slenderella  International  (see  story, 

page  60)  and  that  Colgate-Palmolive  has  dou- 
bled an  earlier  $1.5  million  order  placed  in 

May.  The  earlier  contract  is  for  10  segments 
(each  IVi  minutes)  weekly  in  Backstage  Wife, 
Our  Gal  Sunday  and  Second  Mrs.  Burton. 

The  new  C-P  sale  is  for  an  additional  10  seg- 
ments weekly,  for  a  total  of  20  per  week  dur- 

ing the  daytime  hours  between  10  a.m.  and 

3:30  p.m.  C-P's  new  signing,  a  52-week  con- 
tract, placed  through  Ted  Bates,  William  Esty, 

Bryan  Houston  and  Lennen  &  Newell,  is  ef- 
fective Sept.  2  and  is  in  behalf  of  its  Ad,  Ajax 

cleanser,  Colgate  dental  cream  and  Fab  prod- 
ucts. By  its  purchase,  C-P  adds  five  segments 

per  week  to  the  daytime  serial  buys  of  last 
May  while  adding  five  segments  within  the 
Monday-Friday  daytime  schedule  in  a  program 
not  yet  designated. 

Thus,  in  relatively  a  short  period,  CBS  Radio 
has  reported  sales  increasing  its  gross  billings  by 
some  $4  million.  In  addition  to  Slenderella,  the 

new  C-P  contract,  the  total  includes  the  Stand- 
ard Brands  purchase  of  about  $1.5  million  [B«T, 

Aug.  6]. 

Nine  advertisers — four  of  them  said  to  be 

using  network  radio  for  the  first  time — repre- 
sented the  $1  million  gross  pickup  by  ABC 

Radio.  All  purchases  are  in  the  morning  sched- 
ule. Also,  ABC  reported  renewals  of  two 

morning  advertisers. 

Network  Newcomers 

The  four  new  to  network  radio  are  Atlantis 

Sales  Corp.  (French's  bird  seed),  Rochester, 
N.  Y.;  Haysma  Co.  (anti-hayfever  preparation), 
Chicago;  Mcllhenny  Co.  (Tobasco),  Avery  Is- 

land, La.,  and  Mishawaka  Rubber  &  Woolen 

Mfg.  Co.  (Summerettes — women's  casual  fabric 
shoes),  Mishawaka,  Ind.  The  other  five  adver- 

tisers include  Bristol-Myers  Co.  (separate  buys 
for  Bufferin,  Sal  Hepatica  and  Trushay  hand 
lotion);  the  Drackett  Co.  (purchases  on  behalf 
of  Dazy  and  Twinkle,  other  buys  for  Drano 
and  Windex),  Cincinnati;  General  Foods  Corp. 

(separate  purchases  for  Jell-o  and  La  France); 
State  Pharmacal  Co.  (All-in-One  vitamin  re- 

ducing capsules),  Chicago,  and  Ex-Lax  Inc., 
Brooklyn. 

Programs  involved  in  the  ABC  purchases  are 
Breakfast  Club  (Mon.-Fri.,  9-10  a.m.  EDT), 
My  True  Story  (Mon.-Fri.,  10-10:30  a.m.  EDT) 
and  Jack  Paar  Show  (Mon.-Fri.,  11:15-11:30 
a.m.  EDT).  ABC  spokesmen  claimed  that  as 
a  result  of  the  new  business,  Breakfast  Club 
now  is  85%  sold  for  the  fall  and  the  radio 

network's  entire  morning  lineup  is  nearing  a 
point  of  being  three-quarters  sold. 

Included  in  the  Breakfast  Club  purchases 
were  Bristol-Myers,  through  Young  &  Rubicam, 
New  York,  for  segments  at  various  starting 
dates  from  last  July  30  to  Sept.  7,  for  its  Buf- 

ferin, other  segments  at  various  effective  dates 
from  last  Monday  to  Sept.  14,  for  Sal  Hepatica, 
also  Y&R,  and  segments  on  Thursdays  and 

Fridays  starting  Oct.  4  for  Trushay  (through 
BBDO,  New  York);  Drackett,  four  segments 
weekly  starting  Oct.  1,  through  Ralph  H.  Jones 
Co.,  Cincinnati,  another  segment,  Wednesdays, 
Thursdays  and  Fridays,  starting  Oct.  3  for 
Drano  and  Windex,  via  Young  &  Rubicam; 
General  Foods,  one  segment  oh  Wednesdays, 
Thursdays  and  Fridays  for  Jell-o,  through 
Young  &  Rubicam,  beginning  last  Wednesday, 
three  segments  per  week  for  26  weeks  starting 
Oct.  1  for  La  France,  also  Y&R;  Haysma, 

through  O'Neil,  Larson  &  McMahon,  Chicago, 
one  segment  daily  Aug.  15  through  Aug.  31; 

Mishawaka,  through  Campbell-Mithum,  Chi- 
cago, two  segments  weekly  starting  April  lj 

1957;  State  Pharmacal,  through  Schwimmer  & 
Scott,  Chicago,  a  Monday  segment  starting 

Sept.  10. 
Ex-Lax,  via  Warwick  &  Legler,  New  York, 

will  sponsor  three  segments  weekly  of  My  True 
Story,  starting  Aug.  15,  and  Atlantis,  will 
sponsor  three  segments  weekly  starting  Sept. 
10,  via  Richard  A.  Foley  Adv.  Agency,  Phila- 
delphia. 

Mcllhenny,  which  signed  for  two  segments 
weekly  starting  last  Wednesday,  was  the  first 

sponsor  of  ABC  Radio's  new  Jack  Paar  Show. 
Agency  is  Scheideler  &  Beck,  New  York. 
The  renewals  were  each  for  two  segments 

weekly  on  Breakfast  Club.  They  included 
Sandura  Co.  (floor  and  wall  coverings),  through 
Hicks  &  Greist,  New  York,  for  13  weeks, 
starting  Aug.  30,  and  Dixie  Cup  Co.  (paper 

cups),  Easton,  Pa.,  also  via  Hicks  &  Greist, 
effective  Aug.  20. 

Viewers  Voting  5-4  Against 

Bergman  Appearing  on  Tv * 
VIEWER  poll  as  to  the  desirability  of  Ed 
Sullivan  inviting  motion  picture  actress  Ingrid 
Bergman  to  make  a  personal  appearance  on  his 
CBS-TV  show  next  fall  was  running  last  week 
about  5  to  4  against. 

Latest  count  last  week  showed  10,247  against 

and  8,775  in  favor,  with  4-5,000  letters  still  not 
tabulated.  As  many  as  20,000  letters  had  been 
received.  Some  letters  did  not  take  a  position 
but  merely  commented  on  the  topic  raised  by 
Mr.  Sullivan,  himself,  a  few  weeks  ago  when 
he  asked  viewers  to  make  their  position  known 
to  him. 

Mr.  Sullivan  had  reported  some  time  ago 
that  officials  connected  with  a  motion  picture 

("Anastasia")  being  filmed  abroad  and  starring 
the  Swedish-born  actress,  had  agreed  to  a 
personal  tv  appearance  of  Miss  Bergman  on  his 
show.  A  U.  S.  visit  would  be  the  first  for  Miss 
Bergman  in  seven  years. 

Meanwhile,  columnist  Walter  Winchell,  who 

comes  up  with  a  new  variety  show  on  NBC- 
TV,  starting  Oct.  5,  was  quoted  last  week  as 
suggesting  that  perhaps  Miss  Bergman  might 
appear  on  his  program. 

Ed  Sullivan  Sidelined 

Serious  Auto  Crash 

ED  SULLIVAN,  CBS-TV  star  and  host  of  his 
highly-successful  Sunday  night  variety  show, 
was  confined  to  the  hospital  as  a  result  of  an 
auto  accident  last  week.  Comedian  Phil  Silvers 

was  slated  to  handle  Mr.  Sullivan's  chores  on 
last  night's  (Sunday)  program.  Mr.  Sullivan, 
53,  was  recovering  from  injuries — including  a 
broken  rib — suffered  when  he  was  involved  in 

an  early  morning  head-on  auto  crash  Monday 
about  a  dozen  miles  from  his  Southbury, 

Conn.,  farm  after  having  put  on  his  show  at 
McGuire  Air  Force  Base,  Fort  Dix,  N.  J. 
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asked  for 

this  trip . . 

HARD  TO  BELIEVE?  It  is  true,  nevertheless. 

Any  time  you  see  a  truck  or  tractor-trailer  on 

street  or  highway,  you  can  be  sure  it  is  in 

response  to  the  needs  of  some  "you"  some- 
where. And  because  the  total  of  truck  move- 

ment lies  at  the  heart  of  our  whole  economy 

—our  high  standard  of  living— those  trips  are, 

in  the  final  analysis,  for  you. 

No  truck  moving  over  the  roadways  is 

pleasure-bent.  Rather,  it  is  carrying  its  share  of 

the  three  out  of  every  four  tons  of  all  goods 

moving  in  the  nation's  agriculture  and  indus- 

try  which  are  hauled  by  truck. 

Everything  from  apples  and  airplane  parts 

to  zircons  and  zinc  — including  everything 

you  eat,  wear  and  use  — travels  these  days  by 

truck,  because  only  the  truck  can  do  the  com- 

plete job  among  all  forms  of  land  transport. 

No  other  kind  of  transport  can  move  from 

door  to  door  with  all  that  this  means  in  econo- 

my, minimum  handling  and  prompt  delivery. 

Next  time  you  see  a  truck  or  tractor-trailer 

on  the  streets  and  highways,  you  can  be  sure 

it  is  working  for  you. 

AMERICAN  TRUCKING  INDUSTRY 

AMERICAN  TRUCKING  ASSOCIATIONS,  INC.,  WASHINGTON  6,  D.  C. 

If  You've  Got  It ...  A  Truck  Brought  It! 
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the  audience  will  sashay  your  way  when 

you  swing  to  planned  programming, 

with  selections  from  Sesac  Library's 

"A"  Section  of  round  and  square 

dance  music 

THE 

send  for  audition  disc 

TRANSCRIBED 
LIBRARY 

(now  available  in  sections) 

THE  COLISEUM  TOWER   ■   NEW  YORK  19 

patb
wf 

Rosalie  A  lien 

Oscar  Brand 

Down  Homers 

Ed  Durlacher 

Tex  Fletcher 

The  Songspinners 

and  many  other 
outstanding  artists 

NETWORKS 
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MR.  MONROE 

MONROE  RESIGNS 

MBS  PROGRAM  POST 

ROBERT  A.  MONROE  resigned  Friday 

Mutual's  vice  president  in  charge  of  progran 
ming  to  devote  his  time  to  a  new,  multi-millior 
dollar   broadcasting-recording-feature  motio 

picture  enterpris 
MBS  President  Joh 

B.  Poor  named  h 
administrative  assis 

ant,  Brad  Simpso: 
a  broadcast  veterai 
as  successor,  effei 
tive  immediately. 

Mr.  Simpson,  wh 

operated  his  own  r; 
dio  program  produ 
tion  firm  in  Cincii 
nati  before  joinir 
Mutual  last  Febn 

ary  as  Mr.  Poor administrative  assis 

ant,  has  more  than  25  years  in  radio,  televisio 
and  motion  pictures  as  writer,  director  an 

producer. A  "syndicate"  reported  to  have  $5  millio 
invested  in  the  operation  with  which  Mr.  Moi 
roe  is  associated  will  enter  multiple  radio  st< 
tion  ownership  (and  perhaps  tv  later),  as  we 
as  feature  film  production  and  recording.  M 
Monroe  told  B»T  that  details  of  the  organiz; 
tion — its  plans  and  persons  associated  with 
— would  be  made  public  at  a  later  date. 

RAM  Has  Options 

The  broadcast  activities  will  be  lodged  withi 
RAM  Enterprises,  New  York,  of  which  M 
Monroe  is  president.  Mr.  Monroe  said  that  t 
date  RAM  has  purchase  options  on  three  radi 
stations,  all  independents,  on  the  Eastern  Se< 
board,  two  in  major  markets  and  the  third  i 
a  secondary  market. 

The  motion  picture  activity  will  be  operate 

by  Laury  Assoc.,  New  York,  of  which  M: 
Monroe  is  secretary-treasurer.  Recording  wi 
be  handled  by  a  third  operation  as  yet  untitlec 

Of  the  $5  million  invested,  it  was  undei 
stood  that  approximately  $3  million  is  bein 
put  into  the  broadcasting  operation  and  th 
other  $2  million  applied  to  the  recording  an 
motion  picture  arms.  Mr.  Monroe  said  RAt 
Enterprises  actually  has  been  operating  as 
radio  production  firm  of  his  own  for  some  fiv 
to  six  years.  Plans  for  the  new  expansion  an 
the  multi-million-dollar  investment  have  com< 
however,  only  within  the  past  four  months. 

Before  he  joined  Mutual  as  vice  president  i 
charge  of  programming,  Mr.  Monroe  was  er 
gaged  in  production  activities  where  he  ha 
created  several  network  radio  and  tv  propertie: 
He  had  been  in  this  type  of  work  for  some  2 
years,  associated  with  station  and  networ 
operations.  He  also  had  been  in  announcin 
and  writing  of  radio  shows. 

Creates  New  Concepts 

Mutual  hired  Mr.  Monroe  to  create  new  cor 

cepts  in  radio  programming  and  selling.  Las 

week  he  told  B»T:  "I  was  hired  to  do  a  jot 

which,  I  now  feel,  has  been  completed." 
In  another  change  announced  by  Mr.  Pool 

Arthur  (Art)  Gleeson,  an  MBS  sportscaste 
since  1950,  was  named  sports  director  at  Mu 
tual  succeeding  John  H.  (Jack)  Burnett,  v/h 
resigned  because  of  ill  health.  Mr.  Gleeson  ha 
been  one  of  a  quartet  of  sportscasters  on  Mu 

tual's  Game  of  the  Day  baseball  broadcasts 
He  continues  those  activities. 
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tectronic  wonder  worker 

Deep  in  this  electronic  maze  is  an  important 

non-metallic  element  called  selenium,  a  by-product 

of  copper  refining.  It's  the  heart  of  current  recti- 
fiers that  change  alternating  current  to  the  direct 

current  so  necessary  for  the  operation  of  radio, 

TV,  and  electronic  test  equipment.  Selenium  recti- 
fiers are  in  demand  because  of  their  dependability, 

low  heat  loss,  small  size,  and  low  cost. 

Selenium  and  its  compounds  are  used  for  such 

varied  applications  as  photoelectric  cells  and  light- 
sensitive  devices;  in  the  glass  industry  as  a  decol- 

The 

AnacondA 

Company 

orizer;  as  an  alloying  element  in  metals;  in  pig- 
ments, enamels,  rubber,  pharmaceuticals,  and  a 

host  of  other  products  to  which  it  imparts  unique 

properties. 
Selenium  is  one  of  the  products  not  always  asso- 

ciated with  Anaconda,  yet  in  1955,  this  Com- 
pany produced  more  than  10%  of  the  combined 

selenium  output  of  the  United  States  and  Canada. 

Other  important  Anaconda  Products,  listed  below, 

represent  the  most  extensive  line  of  non-ferrous 
metals  and  metal  products  available  to  industry. 56267A 

Anaconda  Aluminum  Company 
International  Smelting  &  Refining  Company 
Andes  Copper  Mining  Company 
Chile  Copper  Company 
Greene  Cananea  Copper  Company 

PRODUCERS  OF:  Copper,  zinc,  lead,  aluminum, 
silver,  gold,  platinum',  palladium ,  cadmium, 
tellurium,  uranium  oxide,  nodulized  manganese 
ore  and  standard  ferromangancse,  treble- 
superphosphate,  arsenic,  bismuth,  indium. 

The  American  Brass  Company 
Anaconda  Wire  &  Cable  Company 

MANUFACTURERS  OF:  Copper  and 
aluminum  electrical  wires  and  cables:  copper, 
brass,  bronze  and  other  copper  alloys  in  such  forms 
as  sheet,  plate,  lube,  pipe,  rod,  wire,  forgings, 
stampings,  extrusions,  flexible  metal hose  and  tubing. 
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Advertisement 

From  where  I  sit 

6y  Joe  Marsh 

Turned  Out  To  Be 

a  Good  Break 

We  had  a  water  main  break  last  Thurs- 

day. Happened  early  in  the  morning — 

about  two  a.m. — and  the  first  thing 
most  of  us  knew  about  it  was  when  we 

tried  to  turn  on  the  faucets  and  noth- 

ing came  out  but  a  hissing  noise. 

Nobody  was  inconvenienced  much 

though.  Repair  crew  went  right  to 

work — and  things  were  fixed  up  in 

jig  time. 
Incidentally,  the  water  company  got 

a  flood  of  payments  on  overdue  bills 

that  day.  Lots  of  "forgetful"  folks 
must  have  figured  they  were  being 

warned! 

From  where  I  sit,  sometimes  our 

obligations  slip  our  minds.  Like  the 

responsibility  we  all  have  to  our  com- 

munities .  .  .  to  see  that  our  neighbors 

enjoy  the  right  to  decide  for  them- 

selves how  to  work,  how  to  vote, 

whether  or  not  to  enjoy  a  bottle  of 

beer.  Any  time  we  "forget"  we  owe 
this  right  to  others,  we  take  a  chance 

on  stopping  the  flow  of  tolerance  that 

makes  this  country  such  a  grand  place 

for  us  to  live  in. 

Copyright,  1956,  United  States  Brewers  Foundation 

Local 
Live 

18 

24 

30 

NBC  Says  216  Outlets 

Are  Ready  to  Air  Color 
A  TOTAL  of  216  television  stations  wen 

equipped  to  rebroadcast  network  color  pro 
grams  as  of  July  1,  according  to  a  report  is 
sued  last  week  by  NBC. 

The  report  showed  112  NBC-TV  and  IK 
CBS-TV  affiliates  so  equipped.  Of  these,  it  was 
pointed  out,  12  are  duplications,  being  affili 
ated  with  both  NBC-TV  and  CBS-TV.  The 

216  include  all  of  the  basic  affiliates  and  "most 

of  the  more  important  optional  market  stations' of  both  networks,  the  report  asserted.  It  added 
however,  that  NBC  has  color-equipped  affiliates 
in  several  areas  where  CBS-TV  does  not — in 
eluding  Springfield,  Mass.;  Duluth,  Minn. 
Knoxville,  Tenn.,  Augusta,  Ga.,  and  Wheeling 
W.  Va. — while  CBS-TV  is  color-equipped  in 
several  markets  where  NBC-TV  is  not,  among 
them  Madison,  Wis.;  Terre  Haute,  Ind.,  and 

Saginaw,  Mich.  ABC-TV  has  not  yet  entered 
the  colorcasting  field. 

The  report  estimates  that  the  number  of 
NBC-TV  affiliates  equipped  to  carry  network 
color  will  reach  120  by  Oct.  1  and  134  by  Jan 

1.  Among  NBC-TV  affiliates,  the  number 
equipped  for  local  colorcasting  was  reported 
and  projected  as  follows,  according  to  type  of 
local  color  equipment: 

Local  Local 

As  of  approximately  Slide  Film 
July  1,  1956  38  37 
Oct.  1,  1956  42  40 
Jan.  1,  1957  50  47 

The  report  estimated  that  close  to  91%  of  all 
U.  S.  homes  and  93.6%  of  all  U.  S.  tv  homes 

were  in  areas  of  NBC-TV  stations  capable  of 

broadcasting  network  color  programs  as  of  mid- 
1956.  These  figures  are  expected  to  reach  91.3% 
and  94.2%,  respectively,  by  Oct.  1  and  go  even 
higher  by  the  first  of  the  year,  it  was  estimated. 

The  report  was  prepared  by  Hugh  M.  Be- 
ville  Jr.,  NBC  vice  president  and  director  of 
research  and  planning. 

Affiliates  Group  Praises 

NBC-TV  on  Programming 

NBC-TV  won  the  commendation  of  affiliates 
last  week  in  three  areas  of  programming. 

The  NBC-TV  Affiliates  Executive  Commit- 
tee, meeting  Wednesday  in  New  York,  adopted 

a  resolution  praising  the  network  for  obtain- 
ing (and  selling)  the  radio-tv  rights  to  the 

World  Series  and  All  Star  baseball  games,  for 

its  coverage  of  the  Andrea  Doria-Stockholm 

sea  tragedy,  and  for  "the  outstanding  improve- 
ment in  daytime  programming,  resulting  in  an 

impressive  increase  in  NBC's  daytime  audi- 

ence." 

Authorities  said  the  programming  matters 
were  the  principal  subjects  of  discussion. 
NBC  obtained  broadcast  rights  to  the  World 

Series  and  All  Star  games  for  the  period  from 
1957  through  1961,  at  a  price  of  $3,250,000  a 
year,  in  a  contract  announced  last  month  by 
Baseball  Commissioner  Ford  C.  Frick.  Gillette 
Safety  Razor  Co.,  through  Maxon  Inc.,  will 
sponsor  the  events  as  in  the  past  [B»T,  July  9]. 

Walter  J.  Damm  of  WTMJ-TV  Milwaukee, 
chairman  of  the  Affiliates  Committee,  an- 

nounced unanimous  adoption  of  the  resolution. 
Other  committee  members:  Lawrence  H.  (Bud) 

Rogers  II,  WSAZ-TV  Huntington,  W.  Va.; 
Edwin  K.  Wheeler,  WWJ-TV  Detroit;  Jack 
Harris,  KPRC-TV  Houston;  Robert  B.  Hanna 
Jr.,  WRGB  (TV)  Schenectady;  William  W. 
Warren,  KOMO-TV  Seattle;  Fred  C.  Mueller, 
WEEK-TV  Peoria,  111.;  James  H.  Moore, 
WSLS-TV  Roanoke,  Va.,  and  Gene  De  Young, 
KERO-TV  Bakersfield,  Calif. 
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ESPECIALLY 

when  they're 

listening  to  your 

commercials 

and  in  the 

Portland,  Oregon  Market 

KOI  N- Radio 

delivers 

1 MORE 

#  ̂ #  audience 

than  any  other  station 

SOLID  LEADERSHIP 

->?  Morning,  Afternoon,  Night. 

"v?  46  of  the  48  top  weekday 
quarter  hours. 

"v?  All  10  top  daytime  shows. 
*  March-April  1956  Pulse,  Inc. 
Portland  Metropolitan  Area. 

KOIN 

Radio 

Portland,  Oregon 

Represented  Nationally  by 

CBS  Radio  Spot  Sales 

NETWORKS 

NBC-TV  WILL  CARRY 

MORE  SPECTACULARS 

MORE  THAN  85  spectaculars  and  special 
shows  will  be  presented  by  NBC-TV  during 
the  forthcoming  1956-57  season,  Thomas  A. 
McAvity,  vice  president  in  charge  of  the  tv 
network,  announced  last  Friday.  This  total,  he 
said,  represents  a  gain  of  almost  19%  over 
the  number  presented  during  the  past  year. 

The  announcement  coincided  with  issuance 

of  major  realignments  in  the  network's  program 
plans  for  five  nights  of  the  week  during  the  fall 
season.  The  realignments,  under  study  for 
several  weeks,  conform  generally  with  earlier 
speculation  regarding  probable  changes  [Closed 
Circuit,  July  30],  They  include: 

(1)  In  the  Sunday  9-10  p.m.  EDT  periods, 
Goodyear  and  Aluminum  Co.  of  America  re- 

duce their  presentations  to  a  total  of  42  (20 
for  Goodyear,  22  for  Alcoa),  Goodyear 
starting  Oct.  7  and  Alcoa  Oct.  14.  The  Chevy 
Show  will  be  seen  in  this  spot  once  a  month, 

starting  Oct.  21,  and  on  Fridays  at  9-10  p.m. 
once  a  month,  starting  Oct.  5.  Bob  Hope  will 
star  in  six  to  eight  of  these  shows,  beginning 
Oct.  21,  and  Dinah  Shore  will  appear  in  10, 
starting  Oct.  5.  It  is  planned  for  the  two  stars 
to  alternate  between  the  Sunday  and  Friday 
time  spots.  Mr.  McAvity  said  that  although 
Goodyear  and  Alcoa  will  present  fewer  shows 
this  year  than  last,  the  production  budgets  of 

each  will  be  increased  so  that  "more  spectacular 
presentations"  will  be  seen. 

(2)  Two  half-hour  shows — Big  Surprise  quiz 
show  and  Noah's  Ark,  a  color  film  series — will 
go  into  the  Tuesday  8-9  p.m.  EDT  period, 
starting  Sept.  18.  Purex  Corp.  and  Speidel 
Corp.  will  alternate  sponsorship  of  Surprise  at 
8  p.m.  and  Liggett  &  Myers  Tobacco  Co.  will 

sponsor  Noah's  Ark  at  8:30. 
(3)  People  Are  tunny  moves  from  Saturday 

at  9-9:30  to  Big  Surprise's  old  time  spot,  Satur- 
days at  7:30-8  p.m.,  effective  Sept.  15.  Toni 

Co.  and  R.  J.  Reynolds  Tobacco  Co.  will 
alternate  sponsorship. 

(4)  Most  Beautiful  Girl  in  the  World,  quiz 
show  with  $250,000  top  prize,  goes  into  the 
Monday  9-9:30  p.m.  segment  Sept.  24  under 
Rcvlon  sponsorship  [B«T,  Aug.  6]. 

Other  special  NBC  shows  include  Producers 
Showcase  (every  fourth  Monday,  8-9:30  p.m.). 
The  Saturday  Night  Spectacular  (everv  fourth 
Saturday,  9-10:30  p.m.).  Hallmark  Hall  of 
Fame  (five  90-minute  dramas  on  Sunday  and 
one  on  Wednesday  evening),  as  Wide  Wide 
World,  Project  29,  Telescope  and  NBC  Tele- 

vision Opera  Series." 

Huntley  to  Share  'Caravan' NEWSCASTER  John  Cameron  Swayze  may  be 

replaced  on  NBC-TV's  News  Caravan  (Mon.- 
Fri.,  7:45-8  p.m.  EDT),  with  which  he  has  been 
identified  for  more  than  seven  years.  Network 
authorities  said  last  week  that  starting  Oct.  1 
Chet  Huntley,  who  now  conducts  the  Sunday 
afternoon  Outlook,  will  take  over  part  of  the 
Caravan  newscasting  chores  and  may  eventu- 

ally succeed  Mr.  Swayze  altogether.  The  divi- 
sion of  time  between  Mr.  Swayze  and  Mr.  Hunt- 
ley has  not  yet  been  worked  out.  but  they 

would  not  both  appear  on  the  same  show. 

Mr.  Swayze's  contract  as  newscaster  on 
Caravan  expires  at  the  end  of  September,  it 
was  reported.  He  is  understood  to  have  another 
contract  with  NBC,  however,  which  calls  for 
his  participation  in  special  programs,  and  this 
is  said  to  extend  over  approximately  the  next 

two  years.  In  the  past  he  has  appeared  on  oc- 
casional Armstrong  Circle  Theatre  documen- 

taries and  on  other  special  shows. 

Especially  when 

they're  watching 

your  commercials 

and  in  the 

Portland,  Oregon  Market 

KOIN -TV 

delivers  over 

TWICE 

the  audience  of 

any  other  station 

CHECK  THE  RATINGS 

•  55%  Share-of-Audience  in 
Metropolitan  Portland. 

•  84%  More  Audience  than 
Station  B. 

•  151%  More  Audience  than 
Station  C. 

•  86%  Preference  at  45-Mile 
Radius. 

Sources:  June  1956  Portland  ARB 
1956  Salem  ARB 

Represented  Nationally  by 

CBS  Television  Spot  Sales 
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EDUCATION 

Educational  Tv  System 

Completed  in  Alabama 

THE  NATION'S  first  statewide  and  state-sup- 
ported educational  television  network  came  into 

being  last  Wednesday  when  WAIQ  (TV)  An- 
dalusia went  on  the  air,  marking  the  completion 

of  a  system  that  also  includes  WBIQ  (TV) 
Birmingham  and  WTIQ  (TV)  Munford.  The 
latter  two  stations  have  been  telecasting  since 
early  in  1955. 

Joined  by  microwave  relay,  the  three  stations 

telecast  programs  simultaneously  from  origi- 
nating studios  of  the  U.  of  Alabama,  Tusca- 

loosa; the  Alabama  Polytechnic  Institute,  Au- 
burn, and  from  the  Greater  Birmingham  Area 

Educational  Television  Assn. 
The  studios  and  transmitter  stations  of  the 

network  have  the  same  type  of  telecasting 

equipment  found  in  many  of  the  larger  com- 
mercial stations.  WAIQ  has  100  kw  of  effective 

radiated  power;  WTIQ.  316  kw  and  WBIQ, 
30  kw. 

The  network  currently  is  programming  45 
hours  a  week  to  approximately  90%  of  the 

state's  area,  going  on  the  air  at  noon  each  week- 
day and  broadcasting  to  9  p.m.  About  30  hours 

a  week  is  devoted  to  live  programs. 
Among  officials  attending  the  inauguration 

of  the  network  last  week  were  Dr.  W.  R.  G. 

Baker,  president  of  the  Radio-Electronics-Mfrs. 
Assn.  and  a  GE  vice  president,  who  was  prin- 

cipal speaker;  Gov.  James  E.  Folsom;  Dr.  Rob- 
ert Button,  director  of  the  Voice  of  America; 

Dr.  O.  C.  Carmichael,  U.  of  Alabama  president, 
and  Milton  K.  Cummings,  president  of  the 
Alabama  Educational  Tv  Commission. 

PROGRAM  SERVICES  — 

ATTENDING  the  luncheon  in  Birmingham,  Ala.,  inaugurating  the  nation's  first  statewide 
tv  network  in  Alabama  are  (I  to  r)  Ralph  Draugham,  president  of  Alabama  Polytechnical 
Institute;  Robert  Button,  Voice  of  America  director;  W.  J.  Morlock,  general  manager  of 
GE  Technical  Products  Dept.;  Ralph  Steetle,  executive  director  of  the  Joint  Committee 
on  Educational  Tv;  Dr.  W.  R.  G.  Baker,  vice  president  of  GE  and  president  of  RETMA,  and 
Dr.  Oliver  Carmichael,  president  of  the  U.  of  Alabama. 

Kellogg  Makes  Educ.  Grant      L.  A.  Educational  Tv  Ok'd 
U.  OF  ILLINOIS  trustees  a  fortnight  ago  ac- 

cepted a  $141,000  three-year  grant  from  the 
W.  K.  Kellogg  Foundation  on  behalf  of  the 
National  Assn.  of  Educational  Broadcasters  for 

its  Kellogg  radio-television  project.  The  grant 
extends  a  previous  five-year  contribution  and 

is  "terminal"  in  nature,  expiring  June  30,  1959. 
Harry  J.  Skornia,  executive  director  of 

NAEB,  is  director  of  the  Kellogg  project  and 
journalism  lecturer  at  the  U.  of  Illinois. 

A  SMALL  SCALE  television  program  at  the 
junior  college  level  has  been  authorized  by  the 

Los  Angeles  Board  of  Education  by  a  4-to-3 
vote  which  provides  $50,000  for  personnel  and 
initial  equipment.  The  in-school  project  is 
slated  for  1957.  The  action  was  taken  when 

the  Ford  Foundation's  Fund  for  the  Advance- 
ment of  Education  turned  down  an  application 

for  an  experimental  $750,000  three-year  project 
because  the  school  board  failed  to  give  unani- 

mous approval  to  the  larger  project. 
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Ziv  Radio  Production  Sets 

Waring  Syndicated  Program 

IN  A  move  marking  Fred  Waring's  entry  int< 
the  syndicated  radio  field,  Ziv  Radio  Produc 
tions  announced  last  week  that  production  ha 

begun  on  Fred  Waring  and  His  Pennsylvanian 
radio  program.  Ziv  Radio  will  offer  station 
five,  one-half  hour  radio  programs  a  week  fo 
late  September  release. 

Sales  drive  on  the  show,  described  as  Ziv' 
first  transcribed  radio  series  in  more  than 

year,  is  scheduled  to  begin  today  (Monday 
according  to  Ben  Philley,  general  manager  o 
Ziv  Radio.  An  intensive  promotion  and  mei 

chandising  program  is  planned  by  Ziv' for  th program,  including  personal  appearance  tour 
by  the  Waring  organization. 

Mass.  UP  Clients  Organize 

UNITED  PRESS  has  announced  that  plan 
now  are  underway  to  establish  an  associatio: 
of  UP  client  radio-tv  station  executives  i 
Massachusetts.  Similar  groups  are  operatin 
in  other  states  throughout  the  country.  Initia 
work  for  the  organization  plan  is  being  con 

ducted  out  of  UP's  Boston  office  in  conjunctio 
with  an  "organization  committee." Personnel  involved  in  setting  up  the  ne\ 
group  include  C.  R.  Woodsum  of  UP;  Richar 
Adams,  WKOX  Framingham;  Walter  Kearsej 
WBRK  Pittsfield;  John  J.  Hurley,  WNE1 

Worcester;  Gordon  Swan,  WBZ-TV  Bostor 
I  Keith  Field,  WARA  Attleboro;  Sherwood  ] 

I  Tarlow,  WHTL  Medford;  Alexander  Milne 
WHMP  Northampton;  Harvey  Struthers,  WEE 
Boston,  and  Paul  Mills.  WBZ  Boston. 

AT&T  Names  MacFarland 

APPOINTMENT  of  F.  Ralph  MacFarland  a 

division  commercial  manager  of  AT&T's  Lon 
Lines  Program  Div. — New  York  group  servin 
the  nation's  radio  and  television  networks- 
was  announced  last  week.  Mr.  MacFarlan 
succeeds  Robert  E.  Gradle,  who  has  bee 
appointed  Washington,  D.  C,  Div.  commerce 
manager.  Mr.  MacFarland  was  in  charge  c 
the  Program  Div.  from  1942  until  1955,  bi 
for  the  past  year  has  served  in  area  headquai 
ters  in  White  Plains,  N.  Y. 

INS  Expansion  Underway 

AS  part  of  an  expansion  program  at  Intern; 
tional  News  Service,  Kingsbury  Smith,  vie 
president  and  general  manager,  has  announce 
the  appointment  of  William  Griffin  as  busine: 
representative  in  New  York  state  and  Ne 
England  and  of  Michael  Griffin  as  a  sale 
man  in  the  central  division  in  Chicago.  Wi 
liam  Griffin  formerly  was  publisher  of  tl 
New  York  Enquirer.  Michael  Griffin  hi 
held  various  editorial  posts  with  newspapers  i 
Madison,  Chicago  and  Louisville  and  wit 
Time  magazine  in  Washington. 

PROGRAM  SERVICE  PEOPLE 

William  D.  Gargan  Jr.,  west  coast  manage 
TelePrompTer  Corp.,  resigned!  He  has  n< 
announced  future  plans. 

Graham  Gladwin,  former  owner  of  Ace  Pn 
ductions,  San  Francisco  advertising  agency,  hi 
formed  Winco  Enterprises,  1354  Ventura  Blvd 

Sherman  Oaks,  Calif.,  to  publish  "easy  listei 
ins"  music  for  radio  under  BMI  license.  Dis< 
and  tapes  are  being  offered  especially  for  ston 
cast  type  operations. 
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Robert  F.  Dirkes,  director  of  facsimile  and  pri- 
vate wire  services,  Western  Union  Telegraph 

Co.,  N.  Y.,  appointed  assistant  vice  president 
of  department,  and  succeeded  by  Harry  M. 
Saunders,  former  assistant  director.  Other  WU 
appointments:  Joseph  D.  Johnson,  director  of 
sales  and  services,  to  assistant  vice  president, 
and  Paul  H.  Greer  and  I.  N.  Willis,  as  assistant 
directors,  sales  and  services. 

John  R.  Willoughby,  with  United  Press  since 
1954  as  staff  writer,  to  manager  of  Edinburg, 

Tex.,  UP  bureau,  succeeding  Jerry  Martin,  re- 
signed. Mr.  Willoughby  had  been  associated 

with  KWON  Bartlesville  and  KVLH  Pauls  Val- 
ley, both  Okla.,  before  joining  UP. 

Al  Lewis,  veteran  radio  comedy  writer,  suc- 
ceeds Hal  Kanter  as  head  writer  and  producer 

of  Gomalco  Productions'  George  Gobel  Show 
upon  the  program's  return  to  NBC-TV,  Sat., 
Oct.  6,  10-10:30  p.m.  EDT.  Mr.  Kanter  will 
continue  to  work  with  Gomalco  in  other  ca- 
pacities. 

Vic  Rowland,  press  relations  manager,  Capitol 
Records,  Hollywood,  father  of  boy,  Dana  Scott. 

Van  Fox,  free-lance  director  of  live  commer- 

cials on  NBC-TV's  Armstrong  Circle  Theater, 
father  of  boy,  Russell  Allen. 

PROGRAM  SERVICE  SHORTS 

The  Caples  Co.,  L.  A.,  reports  selling  two 
packages  to  local  tv  stations.  KRCA  (TV) 
Los  Angeles  is  carrying  Dr.  Tom  Groody  Ex- 

plores the  Universe  and  KHJ-TV  there  will  air 
adventure  series,  Strange  Lands  and  Seven  Seas, 
in  September.  Caples  plans  to  syndicate  both 
and  reports  two  others  in  preparation:  Beat 
Your  Mother-in-Law,  comedy  quiz,  and  The 
Criminal  Mind,  featuring  noted  criminologists. 

Universal  Recording  Corp.,  Chicago,  moved  to 
46  E.  Walton  St. 

ASCAP,  N.  Y.,  reports  high  demand  for  revised, 
20-page  brochure,  Public  Performance  Rights 
in  Music  and  Public  Performance  Right  Socie- 

ties by  licensing  organization's  general  attorney, Herman  Finkelstein.  Booklet  is  available  at  no 
cost  from  ASCAP,  575  Madison  Ave.,  New 
York  22. 

The  only  complete 

TV  FILM  SERVICE 

including... 

No.10  in  a  series 

BONDED 

TV  Film  Service 

630  Ninth  Ave.  •  JU.  6-1030 

New  York    Chicago    Los  Angeles 

—  PERSONNEL  RELATIONS  — 

AFM's  Petrillo,  Interlochen 
Fan  Flames  of  Old  Feud 

LONG-STANDING  controversy  between  the 
American  Federation  of  Musicians  and  the 
National  Music  Camp  at  Interlochen,  Mich., 
erupted  again  last  week  when  AFM  refused  to 
permit  AFM  musicians  to  teach  and  appear 
at  the  camp.  Joseph  E.  Maddy  of  the  National 
Music  Camp  accused  James  C.  Petrillo,  AFM 
president,  of  trying  to  control  activities  of 
Interlochen. 

An  AFM  spokesman  said  the  union's  "feud" with  Mr.  Maddy  dated  back  to  1941  when 
AFM  was  instrumental  in  keeping  music  groups 
from  the  Interlochen  camp  off  the  air,  because 

"the  musicians  were  passed  off  as  amateurs, 

but  were  being  put  on  sponsored  programs." 
He  added  the  union  originally  had  approved 
of  the  broadcasts  before  1941  because  camp 

musicians  were  appearing  on  non-sponsored 
programs.  In  1945,  the  AFM  spokesman  said, 
the  National  Music  Camp  was  placed  on  the 

union's  "unfair  list,"  and  the  camp  has  not 
been  removed  from  the  list  to  date. 

AFM  To  Open  Office 

In  Midst  of  Dissidents 

ESTABLISHMENT  of  West  Coast  branch  of- 
fice of  American  Federation  of  Musicians  in 

Los  Angeles  on  "a  trial  basis"  has  been  an- 
nounced by  James  C.  Petrillo,  president  of 

AFM.  Office  is  expected  to  be  opened  by  Sept.  1 
with  Herman  D.  Kenin  of  Portland.  Ore.,  to  be 
assigned  to  Los  Angeles.  Mr.  Petrillo  made  no 
mention  of  the  recent  AFM  dispute  with  Los 
Angeles  Local  147  as  a  factor  in  this  move,  but 

instead  said:  "There  is  need  to  create  a  perma- 
nent branch  office  on  the  West  Coast  in  order  to 

eliminate  possible  difficulties  encountered  by  all 
locals  in  that  area  because  of  time  differential 
between  it  and  New  York  where  the  federa- 

tion's headquarters  are  located." 

IATSE  Plans  Kansas  City  Meet 
THE  International  Alliance  of  Theatrical  Stage 

Employes  (IATSE)  will  hold  its  biennial  con- 
vention in  Kansas  City  Aug.  20-23.  Among 

the  speakers  will  be  George  Meany,  president 
of  the  AFL-CIO,  and  Richard  F.  Walsh, 
IATSE  president,  who  will  give  a  progress  re- 

port on  the  union's  activities  over  the  past  two 

years. 
KTLA  (TV),  NABET  Sign  Pact 

PARAMOUNT's  KTLA  (TV)  Los  Angeles  last 
week  concluded  its  six  months  of  negotiations 
with  NABET  over  a  new  two-year  contract  to 
cover  two  dozen  non-technical  clerical  and  office 
employes.  The  scale  is  increased  about  6% 
over  previous  wages  in  various  classifications 
with  another  2%  boost  scheduled  next  June. 
NABET  won  new  vacation  benefits  with  five- 
year  employes  getting  three  weeks. 

PERSONNEL  RELATIONS  PEOPLE 

John  J.  Dillon  elected  president  of  N.  Y.  local, 
Radio  and  Television  Directors  Guild.  Other 
officers:  Fred  Poller,  vice  president;  Kenneth 
Fickett,  secretary,  and  Martin  Hoade,  treasurer. 
New  council  members:  Bob  Greiner,  Bob 
Maurer,  Mart  Harlib,  Dick  Auerbach,  Gray 
Delmar,  Charles  Hinds,  Cortlandt  Steen,  Arthur 
Hanna.  Elected  to  national  board:  Lamar 
Casell,  Tom  Donovan,  Kirk  Alexander,  Hal 
Davis,  Wesley  Kenney,  Ralph  Warren,  Robert 
Priaulx  and  Mr.  Dillon. 

Charlotte  Nohelan,  executive  secretary  of  San 
Francisco  office  of  AFTRA,  has  resigned  ef- 

fective Sept.  1  to  devote  full  time  to  her  law 

practice. 

DAILY 

DOUBLE 

IN  NORTH  CAROLINA 

Every  day  .  .  . 
more  audience 

in 

Winsion-Salern 

Every  day  .  .  . 
more  audience 

in 

rich  18-county 

Piedmont  area 

than  any  other 

station 

WINSTON-SALEM 
NORTH  CAROLINA 

WINSTON-SALEM GREENSBORO 

HIGH  POINT 

5000  W  •  600  KC  •  AM-FM AFFILIATE 
HEADLEY-REED,  REPRESENTATIVES 

Mi 

New,  Timely  Election-Year Continuities 

PRESIDENTIAL 

PACKAGE 
An  assortment  of  23  program  Scripts 
for  radio  and  television  .  .  .  back- 

ground— color — personalities — oddities 
— of  past  elections  .  .  .  available  with- 

out charge  as  a  station  and  public service. 

THE  FIRST  ELECTION 
One  half-hour  script 

A  PRESIDENTIAL  CAVALCADE 
Seven  five-minute  scripts 

FAMOUS  FIRST  LADIES 
Five  15-minute  scripts 

RISE  OF  POLITICAL  CAMPAIGNING 
One  half-hour  script 

THE  PRESIDENTS  SPEAK 
Seven  five-minute  scripts 

FAMOUS  CAMPAIGN  SONGS 
One  half-hour  TV  script 

CAVALCADE  OF  PRESIDENTS 
One  half-hour  TV  script 

TIME  SIGNALS 

STATION  BREAKS 10:30;  1:00 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE.,  NEW  YORK  17,  N.Y. 

NEW  YORK  •  CHICAGO  •  HOLLYWOOD  •  TORONTO  •  MONTREAL 
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MANUFACTURING 

Net  Revenues  and  Sales 
Deduct: 

Operation  expenses  and 
cost  of  goods  sold 

Selling,   general  and 
administrative  ex- 

penses 
Provision  for  depreciation 
and  amortization  of  fixed 
assets 

COLUMBIA  BROADCASTING  SYSTEM  INC. 
AND  DOMESTIC  SUBSIDIARIES 

Consolidated  Income  Statements 
Six  Months  Ended 

June  30,  1956  (26  weeks)       July  2,  1955 
$174,274,387  $1 

(26  weeks) 
49,995,695 

$129,179,130 

30,215,115 

3,330,423 

Miscellaneous  income,  less  miscellaneous 
deductions 

Income  before  federal  taxes  on  income 
Provision  for  federal  taxes  on  income 

Net  Income  for  Period  (Note  1) 

Earnings  per  Share  (Note  2) 
(Italics  denote  red  figure) 

Notes: 

1.  Following  the  July  11,  1956  meeting 
of  the  board  of  directors,  the  decision  to 
discontinue  the  manufacture  and  sale  of 

radio  and  television  receivers  by  the  CBS- 
Columbia  Div.  was  announced.  This  divi- 

sion has  been  unprofitable  in  recent  years. 

The  results  are  after  deducting  the  operat- 
ing losses  of  the  CBS-Columbia  Div.  during 

the  respective  periods.  The  figures  for  1956 
also  include  provisions  for  estimated  ex- 

penses and  losses  expected  to  be  incurred 
in  discontinuing  the  division  (other  than 
losses  which  might  result  from  disposal  of 

the  division's  plant  and  equipment,  which 

$109,920,811 

22,475,201 

3,229,893 
162,724,668 

11,549,719" 

109,271 

11,658,990 

6,350,000 

$  5,308,990 

$.71 

135,625,905 

14,369,790 

122,118 

1 4,247, 672 

7,920,000 

$  6,227,672 

$.87 
has  yet  to  be  finalized,  currently  estimated 
at  $.09  per  share).  After  applicable  tax 
credits,  these  provisions  for  the  first  six 
months  approximate  $2,600,000,  which  is 
equivalent  to  $.35  per  share. 

2.  Earnings  per  share,  are  calculated  on 
the  average  number  of  shares,  7,487,337  in 
1956  and  7,323,129  in  1955,  outstanding 
during  the  respective  six  month  periods. 

3.  The  1956  results  are  subject  to  year 
end  adjustments  and  to  audit  by  Lybrand, 
Ross  Bros.  &  Montgomery. 

Samuel  R.  Dean 

Aug.  8,  1956  Treasurer 

CBS  REVENUE  HIGH 

FIRST  HALF  OF  '56 (See  table  at  light) 

A  NEW  first-half-year  record  high  of  $174,- 
274,387  in  consolidated  net  revenues  and  sales 

for  CBS  Inc.,  was  reported  to  the  board  of  di- 
rectors last  Wednesday  by  Chairman  William 

S.  Paley.  He  said  this  total  for  the  January- 
June  period  represented  a  16%  gain  over  the 
comparable  period  of  1955. 

Net  income  for  the  first  half  of  this  year  was 
placed  at  $5,308,990,  or  71  cents  a  share,  as 
against  $6,327,672  or  87  cents  a  share  for  the 
first  half  of  1955. 

The  figures  take  into  account  the  operating 
losses  of  CBS-Columbia,  set-making  division 
which  CBS  discontinued  in  July  [B«T,  July  16]. 
The  1956  figures  also  include  provisions  for  es- 

timated expenses  and  losses  expected  to  result 
in  the  process  of  discontinuing  the  division 
(other  than  losses  which  might  result  from  dis- 

posal of  the  division's  plant  and  equipment, 
which  is  yet  to  be  finalized  and  which  is  ex- 

pected to  amount  to  about  9  cents  per  share). 
After  applicable  tax  credits,  CBS  explained, 
these  special  provisions  for  the  first  six  months 
come  to  about  $2.6  million,  or  35  cents  a  share. 

At  the  Wednesday  meeting,  the  board  de- 
clared a  cash  dividend  of  20  cents  a  share  on 

Class  B  stock,  payable  Sept.  7  to  stockholders 
of  record  at  the  close  of  business,  Aug.  24. 

At  right  is  the  consolidated  income  state- 
ment for  the  first  six  months  of  1956  as  com- 
pared with  the  same  period  of  1955. 

COVERAGE! 

You  must  use  the  most  POWERFUL  Sta- 

tion in  Northeastern  Pennsylvania's 
Rich  17  County  Area  to  really  cover  the 
market. 

*WILK-TV  Reaches  better  than 
85%  of  the  314,984  sets  in  its  cover- 

age area. 

*\VILK-TV  Reaches  more  com- 
munity cable  subscribers  than  any  other 

station  in  the  Wilkes-Barre  Scranton 
Area! 

*WILK-TV  Provides  clearer  "line- 
of-sight"  to  all  important  surrounding 
population  centers  than  any  other  Sta- 

tion in  the  area! 

*WILK-TV  c  arnes  your  message 
from  Reading  to  New  York  State  from 

Lock  Haven-Williams  port  Area  to  New 
Jersey! 

GET  THE  FACTS! 

1,000,000  WATTS 

Set  Output  in  '56 

Slightly  Under  '55 
OUTPUT  of  tv  sets  in  June  was  slightly  under 

June  1955,  according  to  Radio-Electronics-Tv 
Mfrs.  Assn.,  totaling  553,025  units  against 

589,973  for  the  same  month  a  year  ago.  Six- 
month  production  totaled  3,415,202  tv  sets, 

compared  to  3,828,793  in  the  1955  half-year. 
May  tv  output  totaled  467,913  sets. 

Radio  set  production  totaled  1,073,775  sets 
in  June,  of  which  296,256  were  auto  models. 
This  compares  with  1,060,165  sets  turned  out 

in  May  and  1,204,935  in  June  1955.  Six-month 
radio  output  this  year  totaled  6,659,165  sets 

compared  to  7,058,889  in  the  1955  half-year. 
Of  the  553,025  tv  sets  produced  in  June, 

78,512  had  uhf  tuning  and  788  had  fm  tuners. 

June  production  figures  are  based  on  a  five- 
week  statistical  month. 

Retail  sales  of  radio  sets  in  June  (not  in- 
cluding auto  sets)  increased  48%  over  May 

and  75%  over  April,  RETMA  found.  June 
radio  sales  totaled  839,830  units  compared  to 
566,357  in  May  and  421,387  in  June  1955. 
Retail  radio  sales  in  the  first  six  months  of 

1956  totaled  3,391,102  sets  compared  to  2,429,- 
018  in  the  same  1955  period.  June  tv  set 

sales  by  retailers  totaled  439,362  units  com- 
pared to  392,080  in  May  and  430,347  in  June 

1955.  Six-month  tv  sales  totaled  2,868,250  sets 
compared  to  3,202,995  a  year  ago. 

Radio  and  tv  set  production  figures  for  June 

and  the  first  six  months  of  1956  follow: 

Auto 
Total 

Television Radio Radio 
Jan. 558,347 519,648 

1,078,624 Feb. 576,282 437,611 

1,093,506 Mar.  ( 5  wks.) 680,003 478,272 
1,360,113 

April 

549,632 299,253 
992,982 

May 

467,913 282,611 

1,060,165 
June  ( 5  wks.) 

553,025 296,256 

1,073,775 3,415,202 
2,313,651 

6,659,165 

GE  Reports  Practical 

Slow-Scan  Tv  Transmission 

THE  practical  use  of  slow  scan  television — a 
transmission  system  producing  one  picture  every 

four  seconds  as  against  fast  (standard)  tv's  30 
pictures  a  second — was  claimed  last  week  by 
General  Electric  Co.  GE  announced  its  Syra- 

cuse, N.  Y.,  electronics  labs  had  developed  a 
converter  that  could  convert  fast  tv  to  slow 
scan. 

Slow  scan  tv  can  best  be  used  in  transmis- 
sion not  requiring  motion,  e.g.  picture  of  bank 

checks,  police  blotters,  etc  and  has  the  added 
advantage  of  being  far  more  economical  in  use 
since  it  does  not  require  long,  costly  coaxial 

hookups,  operating  instead  on  modified  tele- 
phone lines.  With  the  advent  of  the  converter. 

GE  spokesmen  pointed  out,  more  industrial 
firms  may  make  use  of  slow  scan  tv. 
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Whirly-Bird  Tv 

PHILCO  CORP.'s  Government  &  Indus- 
trial Div.,  Philadelphia,  which  recently 

announced  the  development  of  an  air- 
borne tv  system  for  use  in  jet  aircraft 

reconnaissance,  last  week  announced  a 

tv  system  for  use  in  U.  S.  Navy  heli- 
copters during  naval  and  amphibious 

operations.  Developed  for  the  Navy's 
Bureau  of  Ships,  the  system — which  is 
said  to  provide  airborne  tv  coverage  for 
over  50  miles — is  an  ultra-high  frequency 
fm  radio-tv  link  feeding  signals  from 
helicopter  to  ship  or  shore.  Tests  of  the 
new  system,  Philco  said,  were  recently 
conducted  in  Philadelphia  in  the  498  mc 
band,  at  altitudes  ranging  from  500  to 
2,500  ft.  The  equipment  consists  of  a 
100  w  fm  transmitter,  an  image  orthicon 

camera,  a  coder,  and  a  high-gain  antenna 
suspended  from  the  helicopter. 

Another  i4  Million  Year 

Seen  for  Radio  Set  Makers 

INCREASED  SALES  of  home  and  portable 
radios  should  about  offset  the  declining  sales 
of  auto  sets,  with  factories  approaching  the 
14.4  million  set  volume  of  1955,  according  to 
an  electronic  industry  survey  by  Standard  & 

Poor's.  Sales  of  tv  sets  are  expected  to  ap- 
proximate seven  million  units,  5%  under  1955, 

low-priced  models  bringing  the  dollar  sales 
off  even  more. 

Standard  &  Poor's  estimated  color  tv  sales 
at  200,000  to  250,000  in  1956.  Interest  in  po- 

litical events  is  expected  to  stimulate  tv  sales. 
Color  sales  are  aided  by  appearance  of  $500 
models  plus  increased  network  programming. 
Also  aiding  consumer  interest  are  free  home 

demonstrations,  large  trade-in  allowances,  re- 
duced-price service  contracts  and  publicized 

spectaculars. 

Third-quarter  tv  output  was  estimated  at  1.8 
million  sets,  with  2.1  million  retail  sales.  In- 

ventories are  expected  to  run  2.25  million  sets 
at  the  end  of  September,  about  the  same  as 
the  figure  a  year  earlier. 

3M  Sales  Increase  17% 

MINNESOTA  Mining  &  Mfg.  Co.  (tape  man- 
ufacturer), St.  Paul,  has  announced  a  sales  gain 

of  17%  for  the  first  half  of  1956  over  a  similar 
period  last  year  and  also  increases  in  earnings, 
both  establishing  new  company  records.  In 
its  report  released  Tuesday,  3M  reported  total 

sales  of  $154,495,586  compared  to  $131,645,- 
501  for  the  first  half  of  1955.  Second  quarter 
sales  this  year  were  $78,789,396  against  $75,- 
706,190  for  the  first  three  months.  First  half 

earnings  in  1956  were  $17,670,767  as  against 
$15,781,268  the  first  six  months  in  1955. 
Roughly  a  third  of  the  increase  in  sales  was 

attributed  to  acquisition  of  new  companies  in 
1955. 

WESTERN  MICHIGAN'S 

WKNK 

MUSKEGON,  MICHIGAN 

LOW  RATES 
ASK     H  I  L BEST 

Picture  Tube  Sales  Rise 

FACTORY  SALES  of  cathode  ray  picture  tubes 
totaled  5,152,743  units  in  the  first  six  months 

of  1955  compared  to  4,914,024  a  year  ago,  ac- 
cording to  Radio-Electronics-Tv  Mfrs.  Assn. 

Sales  in  June  totaled  776,601  tubes  compared 
to  906,737  in  May  of  this  year  and  706,890  in 
June  1955. 

Receiving  tube  sales  totaled  39  million  units 
in  June  compared  to  33  million  in  May  and 
40.8  million  in  June  1955.  Six-month  sales 
totaled  227.6  million  units  compared  to  226.5 
million  a  year  ago.  Sales  of  transistors  totaled 
1.1  million  units  in  June  and  4.7  million  units 
for  the  first  half  of  1956.  Sales  in  the  first  half 
of  1955  totaled  1.2  million  units. 

Dage  Offers  New  Tv  Camera 

A  NEW,  low-cost,  closed-circuit  tv  camera 
introduced  a  fortnight  ago  by  Dage  Television 
Div.  of  Thompson  Products,  Michigan  City, 

Ind.,  will  make  "complete  broadcast  television 
studio  facilities  available  for  less  than  $10,000," 
according  to  the  firm. 

Designated  Model  103-A,  the  new  camera 
is  designed  for  instructional  activities  of  schools 
and  corporations  requiring  an  inexpensive  but 
fully  effective  television  studio,  Dage  officials said. 

MANUFACTURING  PEOPLE 

Phil  G.  Kerr,  formerly  vice  president  of  Admi- 
ral Distributors,  appointed  national  sales  man- 

ager of  Admiral  Corp.'s  electronics  division.  He 
will  direct  activities  of  regional  sales  managers 
for  electronics. 

Robert  H.  Thompson,  director  of  advertising 
and  sales  promotion,  Packard-Bell  Co.,  L.  A., 
named  sales  manager. 

Robert  C.  Harper,  regional  sales  manager,  Syl- 
vania  Electric  Products  Inc.,  L.  A.,  appointed 
director  of  Pacific  Coast  sales,  with  temporary 
offices  in  San  Francisco.  Mr.  Harper,  who  suc- 

ceeds Carlan  Morse,  recently  appointed  gen- 

eral sales  manager  of  Svlvania's  lighting  divi- 
sion, will  be  located  in  Millsdale,  Calif.,  upon 

completion  of  new  distribution  quarters  there. 

Dr.  Hang  C.  Lin,  specialist  and  authority  on 
transistor  applications,  to  CBS-Hytron  as  senior 
engineer  in  charge  of  semiconductor  applica- 

tions laboratory,  Danvers,  Mass. 

Benjamin  H.  Ballard  Jr.,  manager  of  distributor 
sales.  National  Co.  (electronics,  high-fidelity, 
other  communications  products),  Maiden, 
Mass.,  to  sales  manager  for  consumer  products. 

L.  J.  Battaglia,  equipment  and  parts  marketing 
manager,  RCA  Tube  Div.,  Harrison,  N.  L, 
named  marketing  manager  of  RCA  components 
Div.,  Camden. 

Donald  P.  Rolirback,  formerly  market  plan- 
ning manager  for  radio-tv  division  of  Westing- 

house  Electric  Corp.,  appointed  assistant  man- 
ager of  research  department.  Motorola  Inc., 

Chicago.  Edward  A.  Fox,  formerly  assistant 
marketing  research  director  at  Marsteller. 
Rickard,  Gebhardt  &  Reed,  Chicago,  to 
Motorola  in  charge  of  consumer  market  sur- 

veys. Edward  G.  Reitz,  market  research  man- 
ager of  Raytheon  Mfg.  Co.,  to  coordinate 

industry,  factory  and  distributor  sales  and  pro- 
duction figures  and  work  on  inventory  control 

for  Motorola. 

Henry  K.  Kindig,  assistant  plant  manager  in 
Ottawa,  Ohio,  for  Sylvania  Electric  Products 
Inc.,  N.  Y.,  appointed  manager.  Ottawa  opera- 

tion makes  tv  picture  tubes. 

Joseph  P.  Gordon,  administrative  assistant  to 
director  of  tube  research  division,  Allen  B. 
DuMont  Labs,  to  assistant  director  of  division. 

Revolutionary  New 

SOUNDCRAFT 

Q  DISC 

assures  rapid  cueing 
%/Q   instantaneous  changeovers 
•  0  preloads  45  rpm  discs  without  adaptor 

holds  stationary  at  lightest  touch 
%A   assumes  correct  turntable  speed  upon 

release 
%A    handles  discs  of  all  sizes 

saves  felt 
•  0   protects  discs 

eliminates  friction  on  flip  side  of 
records 

endorsed  by  leading  disc  jockeys 

The  Soundcraft  Cue  Disc  is  16"  in  diam- eter and  becomes  a  permanent  top  for 
your  turntable.  Professional  net  price  is 
$12.50.  Available  through  any  SOUND- 
CRAFT  Distributor  or  direct  from  address 
below. 

REEVES SOUNDCRAFT 
CORP. 10  East  52nd  Street,  New  York  22,  N.  Y. 

ADD  THESE  KANSAS  DOLLARS 

TO  YOUR  NET  PROFIT 

5th  state  in  oil  production 
Vi  billion  dollar  wheat  crop annually 

'4  billion  dollar  cattle  produc- tion yearly 

Air  Capitol  of  the  world  (3 

large  plants) 
Hundreds  of  diversified  non- 
seasonal  industries. 

Total    retail    sales  $1,198,- 
145,000 

+ 

+ 

+ 

KARD-TV  REACHES  OVER  40% 

OF  THE  PEOPLE  IN  KANSAS 

PLUS  8  OKLAHOMA  COUNTIES 

Tower  height  1070 
Maximum  Power  100,000 

Coverage  1,033,000 

Call  your  Petry  Man  today  and  start 
getting  your  share  of  the  Kansas  Market. 

Your  Color  Sta- tion   for  the 
Center    of  the 

Nation. 

KARD-TV WICHITA KANSAS 

EDWARD  PETRY  &  CO.,  INC. 

Broadcasting    •  Telecasting August  13,  1956    •    Page  111 



MADISON  AT  50TH 

English  Lounge 
Meeting  place 

of  show  business 

So  ckfcritUut 

So  wuj,  epwl 
Two  of  the  finest  hotels  in  New 

York  are  just  "around  the  corner" from  CBS,  Dumont  or  NBC. 
Beautifully  decorated  rooms 
and  suites  for  permanent 
or  transient  residence. 
Ideal  headquarters. 

HOTEL 

MADISON  AT  52ND 

Barberry  Room 
Where  the  celebrities 

go  after  theatre  jVgBorfy 

K 

In 

MISSOURI 

...  St.  Joseph  is 
the  No.  3  Market ! 

ST. JOSE PH 

II  IBB 

■  ■§11 

ililSB Bill 

i CUSI 

DOMINATES! 

M 

Daytime 
Music  —  News  —  Sports 

Write  for  proof! 

Gen'l  Mgr.  Peter  T.  Scott 
or  your  nearest 

Hil  Best  Representative 

1270  kc  KUSN   1000  w 

A  Broadcast  Group,  Inc.  Station 
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■  MANUFACTURING  > 

William  Torbick,  district  sales  representative  for 
radio  communications  equipment,  General  Elec- 

tric Co.,  Syracuse,  to  district  manager  for  up- 
state New  York  and  parts  of  eastern  Pennsyl- vania. 

Bob  Hallenbeck,  former  chief  engineer,  WVDA 
Boston,  to  Gates  Radio  Co.,  Quincy,  111.,  as 

sales  engineer  for  northeast  district  headquar- 
tering in  Albany,  N.  Y.  Charles  Worsley,  Wash- 
ington consulting  engineer,  to  Gates  phasing 

section  in  Quincy. 

MANUFACTURING  SHORTS 

Stromberg-Carlson  Div.  of  General  Dynamics 
Corp.,  Rochester,  N.  Y.,  announces  construction 
of  60-mile  experimental  microwave  relay  link 
between  Rochester  and  Cheshire,  N.  Y.,  will  be 
finished  on  or  about  Aug.  25.  Link  will  be  used 

for  testing  and  development  of  Stromberg- 
Carlson  Multiplex  equipment  used  by  telephone 

companies  and  other  communications  enter- 

prises. Sylvania  Electronics  Products  is  transferring 
operations  of  radio  and  television  division  from 

Buffalo  to  its  Batavia,  N.  Y.,  plant.  Buffalo  op- 
eration, which  includes  division  headquarters, 

engineering  facilities  and  radio  manufacturing 

facilities,  is  to  be  relocated  in  Sylvania's  modern 
television  set  plant  in  Batavia  by  end  of  year. 

Society  of  Motion  Picture  &  Television  Engi- 
neers  has  announced  that  new  16mm  magnetic 
multi-frequency  test  film  is  available  at  SMPTE 
headquarters,  55  W.  42nd  St.,  New  York  36 

Test  film,  developed  by  the  society's  sound 
committee,  is  said  to  provide  "much  needed 
reference  standard  for  measuring  and  adjusting 
the  electrical  characteristics  of  magnetic  sound 

systems  for  motion  pictures  and  television." 

Admiral  Corp.  has  announced  development  oi 

new  disc-type  tuner  designed  to  reduce  serv- 
icing problems  to  minimum  and  claimed  to  be 

20%  smaller  and  yet  more  sensitive  than  con- 
ventional turret  types.  Tuner,  to  be  used  in 

Admirals'  17-in.  portable  models  and  other 
black-and-white  sets,  already  has  been  incor- 

porated in  10-  and  14-in.  portables.  In  place 
of  tuning  strips,  antenna  and  oscillator  circuit! 
are  located  on  two  discs  or  rotors  connected  bj 
shaft  and  tuner  is  designed  to  match  antenna, 
firm  says. 

Allied  Radio  Corp.,  Chicago,  has  released  new 

64-page  Electronics  Data  Handbook  edited  bj 
Nelson  M.  Cooke  and  containing  formulas  anc 
data  used  in  radio  and  industrial  electronics,  in- 

cluding those  needed  for  basic  circuit  analysis 
transmission  line  calculations,  vacuum  tube 
characteristics  determination,  resonance  calcu 
lations,  meter  calculations  and  others.  Book 
stock  number  35  K  398,  is  available  from  Allied 
for  35  cents. 

MILESTONES 

►  PETER  POTTER,  KLAC  Los  Angeles  disc 

jockey  and  host  of  CBS  Radio's  Juke  Box  Jury, 
was  honor  guest  at  a  testimonial  banquet 

celebrating  his  25th  anniversary  in  show  busi- 
ness. 

►  THE  UNITED  PRESS  has  observed  the 
20th  anniversary  of  its  leased  wire  service  for 
radio  stations. 

►  MARIAN  YOUNG  TAYLOR  has  cele- 

brated her  15th  anniversary  as  "Martha  Deane," 
women's  commentator  on  WOR  New  York. 

►  DR.  FRANCES  HORWICH  ("Miss  Fran- 
ces"), producer,  and  her  Ding  Dong  School, 

have  celebrated  the  series'  1,000th  consecutive 
telecast  over  NBC-TV  (10  a.m.  EDT,  Monday 
Friday). 

►  WJNO  West  Palm  Beach,  Fla.,  has  observec 
its  20th  birthday. 

►  RICK  WEAVER,  KFH  Wichita,  Kan. 
sportscaster,  will  celebrate  his  10th  anniversary 
of  broadcasting  Sept.  15. 

►  PACKARD-BELL  CO.,  L.  A.,  has  cele 
brated  production  of  two  millionth  tv  set  witl 
presentation  of  21 -in.  model  to  Lions  Club 
Gift  was  accepted  by  Los  Angeles  Mayoi 
Norris  Poulson,  Lions  president. 

FIFTEEN  YEARS  of  baseball  broadcasting— including  2,500  games  for  the  same  sponsor 
—were  celebrated  last  month  when  the  Burger  Brewing  Co.,  sponsor  of  the  Cincinnati 

Redlegs  broadcasts,  feted  their  sportscaster,  Waite  Hoyt,  at  a  lunchon  for  press,  radio 
and  brewing  company  officials.  Attending  the  party  were  (I  to  r)  Charles  A.  Black,  vice 
president  of  Gordon  Broadcasting  Co.,  which  owns  WSAI  Cincinnati,  from  which  the 

games  are  originated;  Gabe  Paul,  vice  president  and  general  manager  of  the  Cincinnati 
Baseball  Club  Co.;  William  J.  Huster,  president  of  the  brewing  company;  Mr.  Hoyt,  and 
Jack  F.  Koons  Sr.,  president  of  Midland  Advertising  Agency. 

Broadcasting 
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—  PROFESSIONAL  SERVICES  — 

Three  Organize  PR  Firm 

THE  Matlock-Mount-Thomas  Organization  has 
been  formed  in  Portland,  Ore.,  to  handle  public 

relations,  promotions,  merchandising  and  re- 
lated fields  for  radio  and  television  stations. 

Principals  in  the  firm  are  Jack  Matlock,  who 
has  had  his  own  promotion  agency  for  several 
years;  James  A.  Mount,  who  resigned  June  1 
as  manager  of  KGW  Portland,  and  Robert 
Thomas,  formerly  special  events  director  for 
KEX  Portland. 

Mr.  Mount,  with  Carl  Fisher,  has  applied 
i  to  the  FCC  for  ch.  3  Salem  (now  assigned  to 
KSLM)  and  is  current  president  of  the  Oregon 

:  State  Broadcasters  Assn. 

Kline  &  Assoc.  Reorganizes 
REORGANIZATION  of  Walter  E.  Kline  & 
Assoc.  (public  relations),  Hollywood,  with  Fred 
W.  Kline  as  president  and  Len  Simpson  as 
executive  vice  president,  was  announced  last 

i  week.  The  move  followed  the  retirement  of 
Mrs.  Walter  E.  Kline,  whose  late  husband  or- 

!  ganized  the  firm. 
Messrs.  Kline  and  Simpson  will  continue 

their  partnership  in  Kline-Simpson  &  Assoc. 
I  (publicity),  that  city.    The  two  organizations 
,  will  combine  physical  facilities  at  1436  N. 

Serrano  in  the  next  30  days. 

PROFESSIONAL  SERVICE  PEOPLE 

Harold  Gallagher,  former  sales  manager  of 
WTAM-WNBK-TV  Cleveland  (now  KYW-AM- 

•  TV),  named  district  manager  of  Northern  Ohio 

Edition  of  The  Grocers'  Spotlight,  with  offices 
in  Cleveland.  He  replaces  George  Shamie,  pro- 

'  moted  to  executive  vice  president  in  Detroit 
■  headquarters. 

Samuel  H.  Haims,  certified  public  accountant 
and  head  of  his  own  firm  specializing  in  tv  and 
motion  picture  production  auditing,  has  become 
general  partner  of  Samuel  Hacker  &  Co.,  CPA 
(now  to  be  known  as  Hacker,  Haims  &  Co.). 
He  will  continue  to  specialize  in  motion  picture 
and  tv  auditing.  Plans  are  underway  to  set  up 

,  European  office  as  well  as  several  U.  S.  branches 
of  Hacker,  Haims,  to  handle  CPA  work  for 

,   foreign  and  domestic  film  distributors. 

'  Dick  Donner,  vice  president  in  charge  of  pro- 
duction, George  Blake  Enterprises,  N.  Y.,  re- 

signed to  open  own  business. 

William  H.  Doherty,  assistant  to  vice  president 
of  Hawaiian  Sugar  Planters  Assn.  and  directoi 
of  U.  S.  mainland  public  relations,  has  opened 
general  law  offices  in  Washington,  D.  C.,  at 
Tower  Bldg.,  14th  and  K  Sts.,  N.  W.  He  also 
will  practice  in  communications  field. 
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 AWARDS  

KOA  Denver  received  joint  award  for  safety 
promotion  from  Colo.  Highway  Safety  Council, 
Denver  Safety  Council  and  Colo.  State  Patrol. 

WNHC-TV  New  Haven,  Conn.,  cited  by  U.  S. 
Air  Force  Chief  of  Staff,  Gen.  Nathan  F. 

Twining,  for  "contributing  directly  to  national 
security  over  a  four-state  area  by  a  concentrated 
campaign  which  resulted  in  a  substantial  in- 

crease of  new  civilian  volunteers  and  in  en- 
hancing the  prestige  of  the  Ground  Observer 

Corps." 

WFAA  Dallas,  Tex.,  presented  with  bronze 

plaque  by  Temple  Emanu-el  recognizing  sta- 
tion's efforts  to  advance  religious  understand- ing. 

WSPA-TV  Spartanburg,  S.  C,  cited  for  out- 
standing service  in  Distinguished  Service  Award 

by  local  United  Cerebral  Palsy  organization. 
Station  produced  telethon  benefit  for  UCP. 

Virginia  Renaud,  education  and  public  service 
director  at  CBS  Central  Div.,  given  Hercules 

Heart  award  by  Chicago  Heart  Assn.  for  "out- 
standing" support  of  1956  Heart  Fund  Drive. 

WMAQ  Chicago  received  American  Cancer 

Society  Distinguished  Service  award  for  "as- 
sistance and  cooperation"  in  fighting  cancer. 

Arlene  Francis,  NBC-TV  Home  m.c,  named 
Woman  of  Achievement  by  American  Federa- 

tion of  Soroptimist  Clubs. 

North  Adv.  Inc.,  Chicago,  personnel,  received 
five  Hercules  Heart  awards  for  service  to  1956 
drive  of  Chicago  Heart  Assn.  Recipients:  Don 
Paul  Nathanson,  agency  president;  Doris 
Lebda,  Clare  Hoefler,  Patricia  Callahan  and 
Gordon  Staschke,  staffers. 

Rupe  Werling,  vice  president  in  charge  of  pro- 
duction. WIBG  Philadelphia,  cited  in  certificate 

from  Pa.  State  American  Legion  for  American- 
ism and  service  to  community. 

Mitchell  Wolfson,  president,  WTVJ  (TV) 
Miami,  Fla.,  accepted  award  presented  station 

by  Fla.  Reserve  Officers  Assn.  for  "all-out 
effort"  publicizing  National  Defense  Week. 

KWTV  (TV)  Oklahoma  City  was  awarded 
certificate  for  public  service  and  community  bet- 

terment by  Capitol  Hill  Junior  Chamber  of 
Commerce,  Oklahoma  City. 

WADS  Ansonia,  Conn.,  given  service  award  by 
Jewish  War  Veterans. 

WHLI  Hempstead,  N.  Y.,  cited  by  N.  Y.  State 

Assn.  for  Crippled  Children  for  "active  par- 
ticipation in  services  to  crippled  children  and 

adults." 
KFJZ-TV  Fort  Worth,  Tex.,  received  plaque 
from  Tarrant  County  chapter  of  United  Cere- 

bral Palsy  organization  expressing  appreciation 
of  telethon  benefit  staged  by  station. 

W1P  Philadelphia,  Special  Events  Director  Sam 

Serota  and  Wendy  Phillips,  WIP  women's  direc- 
tor, honored  by  Pa.  American  Legion.  WIP 

award,  citing  station's  "vital  services  performed 
for  the  past  34  years"  was  first  one  presented 
to  radio  station,  according  to  WIP.  Mr.  Serota 

was  cited  for  "courage  and  vision  in  coverage 
of  special  events  .  .  ."  and  Miss  Phillips  for 
"her  unmatched  record  in  making  herself  avail- 

able for  any  worthy  public  service." 

Cleveland  Community  Chest  at  tenth  anniver- 
sary luncheon  of  Minute  Men  Committee  cited 

29  local  advertising  and  public  relations  men 
for  service.  Special  awards  went  to  John  Mc- 
Clay  of  KYW  Cleveland  and  Ed  Stevens  of 
WERE  there,  representing  stations  which  air 

#|!# 
 theNewSoun

dof 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  you  in  on  the 
New  Selling  Sound  of  KMBC-KFRM. 

KMBC  o/  Kansas  City 

KFRM      the  State  of  Kansas 

in  the  Heart  of  America 
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AWARDS INTERNATIONAL 

Two  to  Toronto 

ARTHUR  MEYERHOFF  &  Co.,  Chi- 
cago, is  the  latest  U.  S.  advertising  agen- 

cy to  announce  entry  into  Canada  with 
an  office,  to  be  opened  at  Toronto  late 

this  summer.  Another  agency,  O'Neill, 
Larson  &  McMahon,  Chicago,  plans  to 

re-open  its  Toronto  office,  closed  for 
some  years,  early  next  year.  This  will 
bring  the  total  of  U.  S.  agencies  with 
Canadian  offices  to  25. 

A  number  of  British  agencies  now  are 
operating  in  Canada,  latest  arrival  being 
Colman,  Prentis  &  Varley,  which  opened 
an  office  in  Toronto  recently. 

The  Meyerhoff  agency  will  take  over 
part  of  the  Wm.  Wrigley  Jr.  account, 
now  handled  by  Willis  Adv.  Agency, 
Toronto. 

Unique  Award 

A  TROPHY  made  from  a  $1,200  image 
orthicon  television  camera  tube  served 

as  KBTV  (TV)  Denver's  first  Humani- 
tarian Award,  presented  a  fortnight  ago 

to  Cal  Farley,  founder  and  operator  of 

Boy's  Ranch  at  Amarillo,  Tex.  The 
award  was  presented  by  Gil  Lee,  assist- 

ant to  the  manager  of  KBTV,  in  behalf 

of  John  C.  Mullins,  the  station's  presi- dent. 

weekly  Community  Chest  program.  /  Found  a 
Story,  and  to  Clarence  L.  Davis,  retired  vice 

president,  BBDO,  one  of  show's  originators. Others  honored  included  Maxton  R.  Davies  Jr. 
and  Will  Carlton,  both  of  Foster  &  Davies, 
Cleveland  advertising  agency;  Cora  Newald, 
Lang,  Fisher  &  Shashower  agency;  Jack  Foley, 
WEWS  (TV)  Cleveland;  Bruce  MacDonald, 
WJW  Cleveland,  and  Melvin  Weiss,  McCann- 
Erickson  Inc. 

WSAI  Cincinnati  cited  by  City  Council  in 
unanimous  resolution  expressing  appreciation 
of  part  played  by  station  in  promoting  election 
of  Redlegs  team  members  to  National  League 
All  Star  squad. 

Ralph  Renick,  news  director,  WTVJ  (TV)  Mi- 
ami, Fla.,  received  plaque  Award  of  Merit  from 

Delray  Beach  Chamber  of  Commerce  for  his 
service  as  mediator  in  racial  conflict  [B»T,  July 
16].  July  27  was  declared  Ralph  Renick  Day  in 
Delray  Beach. 

Leo  Kelmenson,  account  executive  with  Len- 
nen  &  Newell,  N.  Y.,  named  by  Theodore 
Roosevelt  Assn.  for  Theodore  Roosevelt  Me- 

morial Award  as  "outstanding  young  man  of 
1955"  in  fields  of  charity,  art,  athletics  and 
business. 

Dud  Cason,  farm  service  director,  KMMO 
Marshall,  Mo.,  given  Honorary  State  Farmer 
plaque  award  by  Future  Farmers  of  America 

for  "meritorious  service  to  agriculture." 

WIBG  Philadelphia  presented  with  Badge  & 
Key  Award  by  Police  Department  for  success- 

ful campaign  in  raising  funds  for  hospital  care 
of  blind  youngster.  Presentation  marks  first 

time  award  has  gone  to  any  organization  out- 
side Police  Department,  station  says. 

Arthur  Godfrey,  CBS,  received  Hoyt  S.  Van- 
denberg  Memorial  Trophy  from  Air  Force 
Assn.  and  DelVina  Wheeldon,  WCKY  Cincin- 

nati, given  association  citation  of  honor  for 
series  of  broadcasts  on  air  service. 

Limited  Lottery  Advertising 

Asked  by  Parliament  Group 

LIMITED  radio  and  television  advertising  for 
legalized  lotteries  and  bingos  is  included  among 
recommendations  of  a  Canadian  Parliamentary 
Committee  which  has  been  two  years  studying 

revision  of  legislation  on  state  lotteries,  sweep- 
stakes and  such  means  of  fund  raising  for  char- 

ity. Also  under  investigation  have  been  the 
various  prize  offers  of  commercial  firms,  such 
as  contests  with  enclosures  of  box  tops  or 

completion  of  jingles  and  slogans  where  win- 
ners are  picked  mainly  by  chance  from  large 

volume  mail. 

The  committee  recommended  legalizing  cer- 
tain types  of  lotteries  and  bingos  for  charitable 

purposes,  with  the  only  advertising  allowed  to 
be  posters  at  the  site  of  the  lottery  or  bingo, 
three  spot  announcements  on  radio  or  television 
and  three  one-eighth  page  newspaper  adver- 
tisements. 

The  committee  recommended  against  com- 
mercial lotteries  staged  by  large  and  small 

merchants,  pointing  out  that  the  prohibition  of 
lotteries  should  apply  equally  to  advertising 

and  promotion  contests  which  involved  an  ele- 
ment of  chance.  The  committee  felt  that  "the 

prevalence  of  this  type  of  advertising  contest 
is  not  beneficial  to  the  community.  These  con- 

tests are  purely  commercial  in  their  inspiration 
and  confer  no  social  benefit.  They  appeal  to 
the  gambling  instinct  and,  because  they  are  so 

widespread,  undoubtedly  stimulate  it." 

Live  U.  S.  Tv  'Possible1 
For  Latin  America — DuMont 

OPINION  was  voiced  last  week  by  Dr.  Allen 
B.  DuMont,  president  of  Allen  B.  DuMont 
Labs,  that  live  television  from  the  U.  S.  as  far 

south  as  Venezuela  "entirely  possible." 
Dr.  DuMont,  who  returned  last  week  from  a 

television  survey  trip  in  the  Caribbean  area 
and  South  America,  forecast  live  tv  from  U.  S. 

to  Latin  America  is  "in  the  realm  of  probability 
in  a  few  years."  He  reported  "enthusiasm"  in 
Venezuela  for  television  as  "tremendous"  and 
called  the  quality  of  transmission  and  reception 

"fully  equal  to  that  in  the  U.  S." 
"For  live  U.  S.  television  to  reach  Venezuela,-' 

Dr.  DuMont  explained,  "  'forward  scatter'  fa- cilities between  Florida  and  Cuba  would  be 

used.  The  television  signal  could  then  be  trans- 
mitted on  present  facilities  to  Santiago  de  Cuba 

at  the  other  end  of  the  island.  The  blank  spot 

at  the  present  time  is  the  island  of  Haiti.  How- 
ever, if  a  receiving  station  and  beam  transmit- 

ter were  established  on  the  9,000-ft.  mountain 

near  Port-au-Prince,  I  believe  that  usable  signals 

could  be  received  in  Venezuela." 
Dr.  DuMont  said  seven  television  stations 

are  operating  now  in  Venezuela,  with  most  pro- 
gramming live  from  Caracas  and  rebroadcast  by 

stations  in  Maracaibo,  Valencia,  Coro  and  La 
Quira.  A  major  proportion  of  the  programs, 

he  said,  are  plays,  soap  operas,  variety  pro- 
grams, horse  races  and  musicals. 

To  Sponsor  Canadian  Football 

TELEVISION  rights  of  the  Canadian  Big  Four 
Football  League  games  for  the  next  three  years 

are  reported  to  have  been  acquired  by  Mol- 
son's  Brewery  Ltd.,  Montreal,  for  $950,000. 
The  agreement  provides  for  payment  this  year 
of  $300,000,  in  1957  $300,000  and  in  1958 
$350,000.  Details  of  the  agreement  are  not 

yet  available. 
INTERNATIONAL  PEOPLE 

Cliff  Wingrove,  assistant  manager  and  sales  di- 
rector of  CFPL-TV  London,  Ont.,  elected  presi- 

dent of  London  Sales  Executives  Assoc. 

Raj  Bahadur,  of  India's  Ministry  of  Commu- 
nications, visited  the  FCC  two  weeks  ago.  He 

was  received  by  FCC  Comr.  T.  A.  M.  Craven 
and  bureau  chiefs  with  whom  he  discussed 

overall  telecommunications  and  common  car- 
rier matters. 

INTERNATIONAL  SHORTS 

CHWO  designated  as  call  letters  of  new  1  kw 
daytime-500  w  nighttime  station  on  1250  kc  at 
Oakville,  Ont.  President  is  Howard  Caine, 

formerly  manager  of  CKFH  Toronto,  Ont. 
Station  expects  to  be  on  air  Oct.  1. 

CARTB,  Ottawa,  reports  members  total  141 
radio  stations,  26  tv  stations  and  52  associate 
members.  Latest  membership  list  shows  that 
associate  memberships  are  held  by  16  station 

representative  firms,  33  manufacturers  and  dis- 
tributors of  equipment,  recording  and  films,  two 

news  services,  and  cooperative  Radio  Bureau. 

Addison  Industries  Ltd.,  Toronto,  has  started 

production  and  distribution  of  Motorola  radio 
and  television  receivers.  Motorola  stopped 

manufacturing  in  Canada  some  three  months 

ago.  Addison  was  producing  CBS  tv  and  radio 

sets  in  Canada  till  recently,  and  will  continue 

production  of  the  CBS  phonographs  till  year- end. 

United  Press  Facsimile  Newspictures 

|  a
nd 

United  Press  Movietone  Newsfilm 

ci_b  Build  Ratings 
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PROGRAMS  &  PROMOTIONS 

POLITICAL  VIEWERS  ACCREDITED 

LEST  someone  challenge  the  right  of  the  viewer 
to  sit  undisturbed  before  his  set  at  political 

convention  time,  WRC-TV  Washington  has  is- 
sued credentials.  Possibly  the  station  had  in 

mind  those  reporters  who  will  rely  on  the 
camera  eye  instead  of  submitting  to  travel  wear 
and  tear.  The  station  is  sending  its  friends  red- 
white-and-blue  striped  ribbon  pins  with  gold- 

stamped  identification:  "Official  Television  Ob- 
server, Democratic  and  Republican  National 

Convention,  1956,  NBC,  WRC-TV,  Channel  4, 

Washington,  D.  C." 

KMA  MAKES  GUSTATORY  APPEAL 

KMA  Shenandoah,  Iowa,  billing  itself  as  the 

"Midwest's  Best-Tasting  Radio  Station"  has 
culled  the  best  from  3,166  recipes  sent  the  sta- 

tion's two  homemaker  shows  within  one  week 

and  published  them  as  KMA's  One-Dish  Favor- 
ites. The  22-page  cookbook  was  mailed  to  the 

agency-advertiser  list  with  a  letter  stating  that 
Iowa,  Missouri,  Nebraska  and  Kansas  listeners 
credited  for  individual  recipes  are  typical  of 
more  than  400,000  rural  and  small  town  homes 
in  the  KMA  market  area. 

ABC-TV  SHOW  GOES  ABROAD 

ABC-TV's  You  Asked  For  It  (Sundays,  7-7:30 

p.m.  EDT),  which  answers  viewer's  requests  for 
"offbeat  features,"  will  film  approximately  30 
episodes  in  Europe.  Working  in  Great  Britain, 
France,  Italy  and  other  European  countries, 
are  co-producer  Cran  Chamberlin  and  film 
supervisor  Don  Henderson.  While  abroad,  they 
also  will  check  the  availability  of  several  leading 

European  show  personalities  for  'live'  appear- ances on  You  Asked  For  It  next  season. 

GUESTS  GET  HELP  ON  WCCO-TV 

APPROXIMATELY  100  guests  each  week  ap- 

pear on  Arle  Haeberle's  Around  the  Town 
show  on  WCCO-TV  Minneapolis.  On  the 
theory  that  this  number  offered  a  public  rela- 

tions opportunity  worth  exploiting,  the  station 
promotion  department  had  printed  folders  made 
up  welcoming  visitors  and  giving  first-timers 
elementary  on-camera  hints.  Three  pages  of 
copy  carry  humorous  line  drawings,  and  the 

program  hostess'  picture  is  reproduced  on  the 
back  cover.  Visitors  may  carry  away  the  book- 

lets as  souvenirs. 

TPA  RESURRECTS  TESTIMONIALS 

TO  promote  its  Count  of  Monte  Cristo  tv  film 
series,  Television  Programs  of  America,  N.  Y., 
has  sent  a  letter  to  advertisers  and  agencies, 
postmarked  in  Paris  and  bearing  the  signature 

of  "Edmond  Dantes."  In  the  letter  "Mr. 
Dantes"  (the  Count  of  Monte  Cristo)  recounts 
various  success  stories  scored  by  the  series  and 
asks  the  recipient  to  write  or  wire  TPA  in  New 
York  for  additional  details. 

"HnWARD  E-  ST
ARK 
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HOLIDAY  HORROR 

OHIOANS  had  themselves  a  "Holiday  of 
Horror,"  thanks  to  a  saturation  radio-tv 
spot  campaign  on  the  Crosley  stations. 
Also  enjoying  themselves  in  a  perverse 
sort  of  way  were  about  30  movie  house 

proprietors  who  chalked  up  a  300%  in- 
crease in  theatre  billings  as  a  result  of 

the  broadcast  drive. 

In  promoting  the  double  horror  bill  of 
The  Day  the  World  Ended  and  Phantom 
from  10,000  Leagues  in  Cincinnati, 
Dayton  and  Columbus,  WLWT  (TV) 
and  WLW  Cincinnati  and  WLWC  (TV) 
Columbus  blanketed  the  area  with  10,  20, 
and  60  second  announcements,  backing 
the  air  drive  with  a  host  of  promotional 
devices.  Among  them:  a  mobile  animal 

cage  containing  a  "monster"  reputedly 
fresh  from  the  10,000  leagues,  a  "name 
the  monster"  contest  and  other  gimmicks 
designed  to  stimulate  interest  in  the  com- 

panion film. Result  was  not  only  an  overflow  of 
attendance,  the  Crosley  stations  reported 
last  week,  but  in  many  cases,  program 
holdover  from  one  week  to  the  next. 

ELEPHANT  PROMOTES  WUSN-TV 

SUSIE-Q,  a  baby  elephant  imported  from  In- 
dia, is  the  newest  member  of  the  talent  staff  of 

WUSN-TV  Charleston,  S.  C.  As  a  performer 
and  station  mascot,  Susie-Q  of  channel  2 
travels  throughout  the  coverage  area  visiting 
boys  and  girls  and  promoting  station  shows  and 
sponsors. 

KDYL  'RADIO  A  LA  CARTE' 
KDYL  Salt  Lake  City  is  serving  listeners  radio 
a  la  carte  with  a  miniature  microphone  and 
control  room  on  wheels  put  together  by  Chief 
Engineer  Charles  L.  Stockdale.  The  mobile 
unit,  designed  for  remotes  from  retail  stores, 

measures  AVi  ft.  long  and  30  in.  wide,  contain- 
ing two  turntables,  control  console,  micro- 

phones, loud  speaker  system  and  record  storage. 
An  overhead  sign  identifies  the  gaily  decorated 

"carte"  as  "KDYL  Radio  a  la  Carte,"  and  a 
pushbutton  siren  is  available  for  emphatic 
aural  identification. 

P&G  PICKS  'JEANNIE'  FOR  FALL 
PROCTER  &  GAMBLE  CO.,  N.  Y.,  which  last 

season  filled  its  Saturday,  9:30-10  p.m.  EDT 

slot  on  CBS-TV  with  It's  Always  Jan.  will  pre- 
miere a  new  musical  situation  comedy  series 

starring  British  songstress  Jeannie  Carson,  start- 
ing Sept.  8.  The  series  titled  Hey,  Jeannie,  will 

be  placed  through  Compton  Adv.,  N.  Y. 

RCA  MAKES  MEDICAL  PITCH 

EDUCATORS  throughout  the  country  were 
alerted  last  week  to  the  use  of  color  tv  in 

medical  classrooms  by  RCA  Broadcast  &  Tele- 
vision Equipment  Sales,  Camden,  N.  J.  At- 
tached to  a  tearsheet  of  a  magazine  advertise- 

ment showing  RCA  tele-equipment  monitoring 

a  surgical  operation  was  an  open  letter  to  "edu- 
cators" describing  the  advantages  of  televised 

demonstration  methods,  and  stressing  that  RCA 

"will  be  happy  to  share  (its)  years  of  experience 
in  planning  color  tv  installations  with  you." 

SCHOOL  BELLS  BECKON  CJSP 

CJSP  Leamington,  Ont.,  this  fall  will  reschedule 
its  daily  Youth  Newsreel  program  from  8:55 
a.m.  to  a  later  hour  at  the  request  of  school  of- 

ficials who  want  to  incorporate  the  show  into 
morning  opening  exercises. 

WGR-TV CHANNEL 

FAVORITES 

on  the 

Family's Watching  Machine 

WGR-TV 
BUFFALO 

National  Representatives 

PETERS,  GRIFFIN,  WOODWARD,  INC. 

^  Nearly  55,000  Farms 
are  located  within  WHBF's 
31-county  (25,000  sq.  mile) 

coverage  area.  14  of  these 

counties  are  among  the  top 

200  in  the  nation  in  Gross 

Cash  Farm  Income. 

(Sales  Management  1956) 
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PROGRAMS  &  PROMOTIONS 

MOVE  NO  PROBLEM  TO  WIRY 

WIRY  Plattsburgh,  N.  Y.,  last  month  moved  its 
entire  station  building  without  loss  of  power 
and  broadcast  an  account  of  the  move  while  it 
was  in  progress.  Description  was  provided  by 
the  station  staff  as  the  building  was  moved 

along  greased  wooden  rails  to  its  new  founda- 
tion 100  feet  to  the  rear  of  its  former  location. 

Sponsorship  was  provided  by  the  contractor 
doing  the  moving,  and  telephone  linemen,  the 

municipal  lighting  department,  and  studio  tech- 
nicans  all  helped  in  the  operation.  Cable  con- 

nections were  supplied  throughout  the  move  by 

an  extension  to  the  station's  permanent  power. 

ANTIQUE  SHOPPING  LIST  HUNT 
HOUSEWIVES  Protective  League  programs  on 
CBS  Radio  embarked  on  a  project  with  the 
National  Assn.  of  Food  Chains  last  week  to 

find  old  shopping  lists.  This  month-old  effort 
is  tied  in  with  a  five-month  celebration  of  the 
NAFC  to  commemorate  the  40th  anniversary 
of  self-service.  HPL  listeners  are  being  asked 
to  search  their  attics,  cellars,  old  cook  books 
and  back  files  of  household  bills  for  authentic 

shopping  lists.  In  all  more  than  725  announce- 
ments are  planned  on  stations  in  13  CBS  Radio 

markets.  Prizes  totaling  $1,000  will  be  awarded 
winners  who  send  in  old  shopping  lists,  together 
with  letters  describing  their  shopping  experi- 

ences "in  the  old  days." 

NEW  BIRTHDAY  POLICY  ON  KLAC 
TENTH  anniversary  promotion  campaign  by 
KLAC  Los  Angeles  is  underway  with  a  month 

schedule  of  full-page  newspaper  advertisements 

and  on-air  drive  plugging  an  official  "warranty" 
by  KLAC  President  Mort  Hall  to  listeners  that 

"now  every  time  you  listen  to  KLAC  you.  are 
going  to  hear  only  the  nation's  30  top  tunes  and 
great  songs  of  the  past  in  their  finest  per- 

formances ...  24  hours  every  day,  plus  head- 

line news  and  sports."  The  KLAC  promotion 
features  the  "big  five"  disc  jockey  team  and 
claims  the  following  "firsts":  "first  to  originate 
a  round-the-clock  format  of  music,  news  and 
sports;  first  with  musical  station  breaks;  first 
program  of  top  ten  tunes;  first  star  station 
breaks,  and  first  to  go  24  hours  every  day  with 

star  personalities."  The  campaign  concludes 
Sept.  15  with  the  station's  annual  "KLAC  Big 
Five"  charitv  all-star  show  at  Hollywood  Bowl. 

WTIC  CAPTURES  SURE  AUDIENCE 
WTIC  Hartford,  Conn.,  reports  broadcasting  to 
what  was  probably  its  first  captive  audience  in 
history.  Restive  prisoners  at  Connecticut  State 
Prison  first  heard  contents  of  an  answer  to  their 
list  of  grievances  over  WTIC,  which  says  it 
was  the  only  broadcast  station  represented  at 

A  Pause  for  Faux. Pas 

Swimming,  Anyone? 
SUMMERTIME  is  the  right  time  to  have 

a  swimming  pool  handy,  but  don't  men- 
tion it  around  WVEC-TV  Norfolk. 

Howard  Keller,  program  director  of  the 
station,  had  a  2,100-gallon  pool  con- 

structed in  the  studio  for  a  special  pro- 
gram of  water  safety  several  weeks  ago. 

When  he  tried  to  drain  the  pool,  Mr. 

Keller  realized  the  studio  floor  was  be- 
low street  level  and  the  water  naturally 

could  not  flow  out.  The  station  was 
water-bound  for  two  weeks  until  the 

U.  S.  Navy  installation  network  at  Nor- 
folk was  able  to  provide  a  large-sized 

water  pump  last  week.  WVEC-TV  re- 
ports that  all  hands  at  the  station  now 

are  safe  and  dry. 

Too  Realistic 

THE  telephone  company  will  have  to 
find  a  substitute  for  a  ringing  bell  on 

its  WVCG  Coral  Gables,  Fla.,  commer- 
cial. Realism  of  the  phone  bell  brought 

a  flock  of  complaints  from  listeners  who 
left  their  radios  to  answer  the  phone. 

One  woman  fell  over  a  rug  as  she  hur- 
ried to  answer  a  silent  phone.  Another 

complained  it  wakened  the  baby.  A  man 
hurried  out  of  his  yard  to  answer  the 

phone.  George  W.  Thorpe,  WVCG  presi- 
dent-general manager,  talked  it  over  with 

the  phone  company  and  a  buzz  was 
substituted. 

Quiet,  Please! 
CONSTRUCTION  workers  building  a 
2V2  story  addition  to  the  facilities  of 
WCCO-TV  Minneapolis-St.  Paul  have  to 

keep  one  eye  on  the  station's  broadcast 
schedule  while  going  about  their  work. 
Every  time  the  station  telecasts  a  local 
live  show,  the  workmen  have  to  shut- 

down their  air  hammers  and  other  noise- 

making  equipment  to  keep  from  interfer- 
ing with  the  broadcasts. 

the  meeting  of  the  prison  board  of  directors 

which  formulated  the  official  statement.  WTIC's 
offer  to  broadcast  the  decision  was  accepted 
and  the  final  draft  was  completed  four  minutes 
before  airtime  for  the  6  p.m.  newcasts,  with  a 

beep-circuit  telephone  being  cleared  only  in  the 
last  few  critical  minutes  before  inmates  and 
listeners  outside  heard  a  board  official  read  the 
statement. 

NEGOTIATIONS    •    FINANCING    •  APPRAISALS 

BLACKBURN-HAMILTON  COMPANY 

RADIO 

WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Washington  Bldg. 
Sterling  3-4341-2 

NEWSPAPER 

CHICAGO 

Ray  V.  Hamilton 
Tribune  Tower 

Delaware  7-2755-6 

us 

NATION-WIDE  SERVICE 

ATLANTA 
Clifford  B.  Marshall 
Healey  Bldg. 

Jackson  5-1576-7 

SAN  FRANCISCO 
William  T.  Stubblefield 
W.  R.  Twining 
111  Sutter  St. 
Exbrook  2-5671-2 

HOME  TALENT  SHINES  ON  WADS 

THE  traditional  "Star-Spangled  Banner"  sig- 
nals signoff  time  each  evening  for  WADS  An- 

sonia,  Conn.,  but  the  listener  can  often  detect 
a  familiar  soprano.  When  school  is  in  session 

WADS  tape  records  school-room  renditions  of 
the  national  anthem,  followed  by  the  pledge  of 
allegience,  and  each  week  a  different  grade 
school  class  from  the  Lower  Naugatuck  Valley 
is  featured  at  signoff.  Listeners  (and  artists) 
have  been  enthusiastic  for  the  idea,  WADS 
says. 

GE  PROMOTES  BROKEN  ARROW 

TO  BUILD  wide  tie-in  promotion  for  its  new 
film  series  Broken  Arrow,  to  be  sponsored  by 

General  Electric  Co.  next  season  on  ABC-TV 
starting  Sept.  11,  TCF  Television  Productions, 
Hollywood  tv  subsidiary  of  20th  Century-Fox, 
has  entered  into  a  merchandising  agreement 
with  MRW  Assoc.,  New  York.  MRW  plans 
an  extensive  campaign  to  sign  up  manufacturers 
and  others  for  merchandising  of  toys,  nov- 

elties, wearing  apparel  and  comic  books  in 
connection  with  the  series  which  stars  John 
Lupton  as  an  Indian  agent  in  the  1870s.  The 
new  ABC-TV  series  went  into  production  last 
week  with  Mel  Epstein  producer  and  Alvin 
Ganzer  director.  It  is  based  on  a  full-hour 
drama  aired  earlier  this  year  on  CBS-TV  20th 
Century-Fox  Hour,  also  sponsored  by  GE. 

SUREFIRE  WBRC-TV  PROMOTION 

"YOU  can't  lose  with  a  combination  like  this," 
WBRC-TV  Birmingham,  Ala.,  assures  those  on 
its  advertiser-agency  mailing  list  who  are  re- 

ceiving dice  rigged  to  roll  seven  every  time. 
Referring  to  its  own  winning  combination,  the 
stations  cites  ratings,  coverage,  network,  pic- 

ture quality  and  local  programming.  WBRC- 
TV  celebrated  its  seventh  anniversary  July  27. 

WINNING  HAND  FROM  WSAZ-TV 

APPEALING  to  the  gaming  instincts  of  adver- 
tisers and  agencymen,  WSAZ-TV  Huntington, 

W.  Va.,  is  sending  out  book  matches  with 
poker  hands  printed  on  individual  matches. 

Cover  copy  says,  "It's  a  sure  thing  when  you 
advertise  on  WSAZ-TV."  In  an  accompanying 
note  the  station  assures  match  recipients  that 
"Almost  all  hands  are  good — only  some  are 

better  than  others!" 

SHIP  DISASTER  PROGRAMS 

FURTHER  reports  on  broadcast  coverage  of 
the  Andrea  Doria-Stockholm  crash  [B«T,  July 

30]  came  from  WHEC-AM-TV  Rochester,  N. 
Y.,  and  WADS  Ansonia,  Conn.  Warren  Dore- 
mus,  news  director  for  the  WHEC  stations,  va- 

cationing in  New  Jersey  at  the  time  of  the  col- 
lision, joined  other  newsmen  on  a  Coast  Guard 

cutter  which  met  the  lie  de  France  as  it  re- 
turned the  afternoon  of  the  disaster  with  its 

load  of  rescued  passengers.  Returning  with  the 
French  ship  Mr.  Doremus  parked  his  notes  on 
oilcans  near  the  dock  and  used  a  dockside  tele- 

phone to  ad  lib  his  first  report.  Later  he 
recorded  an  interview  with  a  local  survivor  and 

did  round-ups  for  late  news  shows  that  night. 
WADS  Ansonia  aired  a  special  program  the 

day  after  the  collision  angled  to  bring  the 

story  home  to  Connecticut  listeners.  A  Nauga- 
tauck  Valley  resident  who  was  on  board  the 
Stockholm  returned  home  in  time  to  give 
WADS  a  first  hand  account  of  the  experience, 

which  was  used  along  with  eyewitness  accounts 
by  other  passengers  and  newsmen.  . 
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Station  Authorizations,  Applications 

(As  Compiled  by  B  •!") August  2  through  August  8 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an-  night.  LS  —  local  sunset,  mod.  —  modification, 
tenna.  ERP — effective  radiated  power,  vhf —  trans. — transmitter,  unl. — unlimited  hours,  kc — 
very  high  frequency,  uhf — ultra  high  frequency.  kilocycles.  SCA — subsidiary  communications  au- 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo-  thorizations.  SSA — special  service  authorization, 
watts,    w — watts,  mc — megacycles.    D — day.    N —      STA — special  temporary  authorization. 

WBLK  GIVES  RADIO  EYE  APPEAL 

CLARKSBURG,  W.  Va.,  as  yet  has  no  local 
tv  station.  But  WBLK  there  has  leaped  into 
the  breach  and  is  providing  a  visual  element 

to  supplement  its  radio  news  service,  possibly 

anticipating  the  day  when  WBLK-TV,  for 
which  WBLK  holds  a  construction  permit,  goes 
on  the  air.  The  popular  promotion  evolved  by 

t  chance  when  a  flying  reporter  one  day  hap- 
pened to  take  along  a  photographer  and  later 

displayed  pictures  in  a  downtown  window.  In- 
terest in  the  display  prompted  WBLK  to  estab- 

lish a  daily  picture  supplement.  The  9  a.m. 
news  each  day  features  local  stories  and  by 

noon  following  the  broadcast,  illustrative  pic- 
tures can  be  seen  at  four  locations  in  downtown 

Clarksburg. 

KSTP  'KARNIVAL  KAROUSEL' 

I  TOURING  the  summer  circuit  of  outdoor 
gatherings  the  KSTP  Karnival  Karousel,  rented 
to  businesses  and  civic  groups  by  KSTP-AM- 
TV  Minneapolis-St.  Paul,  has  been  amusing 
youngsters  and  carrying  the  station  promotion 
message  to  frolickers.  The  mobile  unit  features 
a  mobile  kiddie-ride  and  combination  merry- 
go-round  and  tilt-a-whirl,  decorated  circus  style 
and  providing  public  address  system,  calliope 
music  and  lights.  Station  call  letters,  slogans 
and  program  plugs  are  prominently  displayed. 

KGAE  SIGN  CLAIMS  ATTENTION 

KGAE  Salem,  Ore.,  reports  widespread  com- 
ment on  its  42-foot  sign  board  advertisement 

on  the  Salem-Portland  Freeway.  Illustrated  by 
a  pair  of  ruby  lips,  the  KGAE  message  re- 

assures husbands,  "While  you  were  away  .  .  . 
!  we  spent  many  pleasant  hours  with  your  wife!" The  theme  has  also  been  used  on  letterhead 
stationery  with  a  line  at  the  bottom  stating  that 
86%  of  all  purchases  are  made  by  women. 

KHIL  GIFT  TO  BRIDE'S  MOTHER 

KHIL  Fort  Lupton,  Colo.,  had  a  telephone  call 
one  morning  at  11:30  a.m.  from  the  minister  of 
a  local  church,  asking  if  anything  could  be  done 
to  carry  sounds  of  a  wedding  ceremony  to  the 

bride's  mother  hospitalized  in  Denver.  Some- 
thing could  be  done,  and  quickly  was.  Hasty 

arrangements  were  made  and  by  2:30  that 

afternoon  listeners,  the  bride's  mother  included, 
were  hearing  a  wedding  broadcast  over  KHIL. 
By  coincidence,  the  scheduled  wedding  hour 

coincided  with  the  station's  regular  Shut-ins 
Club  program. 

ANOTHER  'PLAY  SPEC  ON  WEJL 

FOR  the  sixth  consecutive  year,  WEJL  Scran- 

ton,  in  cooperation  with  the  city's  Bureau  of 
Recreation  and  the  School  District,  will  stage 

its  "playground  spectacular,"  Playtime  USA. 
The  program,  to  be  aired  at  8:15  p.m.,  Aug.  22, 
from  Scranton  Memorial  Stadium,  will  feature 

over  600  youngsters  from  the  city's  35  play 
centers.  Narration,  music,  sound  effects  and 
overall  production  will  be  handled  by  WEJL 
staff  members. 

SIGNIFICANT  GIFT  FROM  KPOP 

TO  EMPHASIZE  results  of  current  listener 
surveys  by  Hooper  and  Pulse,  KPOP  Los  An- 

geles is  mailing  boxes  of  E-Z  Pop  Cora  to  key 
advertising  personnel  throughout  the  U.  S.  with 
the  invitation  to  call  for  availabilities  at  Broad- 

cast Time  Sales  offices  in  New  York,  Chicago, 
St.  Louis,  Detroit  and  Dallas  and  Frank  King 
Co.  in  San  Francisco. 

Am-Fm  Summary  th 

rough 

August  8 

Appls. 
In 

On 
Pend- Hear- 

Air      Licensed  Cps 

ing 
ing 

Am        2,877  3,030 161 
280 

119 
Fm           521  544 35 7 0 

FCC  Commercial  Station  Authorizations 

As  of  June  30,  1956* 
Am 

Fm Tv 
Licensed  (all  on  air) 

2,871 519 

186 

Cps  on  air 

25 

11 

310 

Cps  not  on  air 
124 

16 

113 
Total  authorized 

3,020 

546 609 
Applications  in  hearing 173 1 132 
New  station  requests 

274 
10 

43 

New  station  bids  in  hearing  115 0 85 
Facilities  change  requests 154 6 35 
Total  applications  pending 

964 
71 

398 

Licenses  deleted  in  June 0 2 0 
Cps  deleted  in  Juno 2 0 2 

*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  FM  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

Deadwood,  S.  D. — The  Heart  of  the  Black  Hills 
Stations  granted  vhf  ch.  5  (76-82  mc);  ERP  1.221 
kw  vis.,  735  w  aur.;  ant.  height  above  average 
terrain  568  ft.,  above  ground  170  ft.  Estimated 
construction  cost  $52,993,  first  year  operating  cost 
$78,000,  revenue  $86,000.  Post  office  address  Box 
609,  Rapid  City,  S.  D.  Studio  and  trans,  location, 
Deadwood.  Geographic  coordinates  44°  22'  34" 
N.  Lat.,  103°  42'  30"  W.  Long.  Trans.  Gates,  ant. RCA.  Legal  counsel  Harry  J.  Daly,  Washington. 
Black  Hills  is  owner  of  WRSD  Rapid  City,  S.  D., 
and  KDSJ  Deadwood.  Announced  Aug.  8. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 
KID -TV  Idaho  Falls.  Idaho— Granted  cp  to 

change  ERP  to  100  kw  vis.,  60.3  kw  aur.,  and  make 

Tv  Summary  through  August  8 

Total  Operating  Stations  in  U.  S.: 
Vhf       Uhf  Total 

Commercial  363  91  454* 
Noncomm.  Educational        17  5  22' 

Grants  since  July  II,  7952; 

(When   FCC    began   processing  applications after  tv  freeze) 

Vhf       Uhf  Total 
Commercial  329         313  6421 
Noncom.  Educational  22  21  43* 

Applications  filed  since  April  14,  7952: 
(When   FCC    began   processing  applications 

after  tv  freeze) 

New  Amend.  Vhf 

Uhf 
Total 

Commercial 1,006       337  787 

556 

1,344* 

Noncom.  Educ. 61  34 27 

SI* 

Total 1,067       337  821 

583 

1,404* 

1 170  cps  (33  vhf  137  uhf)  have  been  deleted. 
"  One  educational  uhf  has  been  deleted. 
■'  One  applicant  did  not  specify  channel. 
4  Includes  43  already  granted. 
5  Includes  685  already  granted. 

other  equipment  changes.  Announced  Aug.  7. 
WTVW  (TV)  Evansville,  Ind.— Granted  mod.  of 

cp  to  change  studio  location  to  405  Carpenter  St.; 
install  new  ant.  system,  and  make  other  equip- 

ment changes.  ERP:  316  kw  vis.,  158  kw  aur.  Ant. 
580  ft.  Announced  Aug.  7. 
KOLO-TV  Reno,  Nev. — Granted  mod.  of  cp  to 

make  slight  trans^  location  change;  change  ERP 
to  11.5  kw  vis.,  5.75  kw  aur.;  install  new  ant. 
system,  and  make  Smer  equipment  changes.  An- nounced Aug.  7. 

KTEN  (TV)  Ada,  Okla.— By  letter,  FCC  denied 
KTEN's  petition  against  KVSO-TV  Ardmore  for revocation  of  cp  and  to  designate  for  hearing 
any  request  for  operating  authorization.  An- nounced Aug.  6. 
KOTI  (TV)  Klamath  Falls,  Ore.— Granted  mod. 

of  cp  to  change  ERP  to  13.5  kw  vis.,  6.76  kw  arur., 
and  change  studio  location.  Announced  Aug.  7. 
WQED  (TV)  Pittsburgh,  Pa.— By  letter.  FCC 

denied  request  for  waiver  of  Sec.  3.621  (d)  and 
(e)  of  FCC's  Rules  to  permit  WQED  to  telecast NBC  coverage  of  national  political  conventions 
without  deletion  of  commercial  announcements 
incident  to  programs  and  to  receive  compensa- 

tion therefor  from  NBC.  Announced  Aug.  6. 
WDEF-TV  Chattanooga,  Tenn. — Granted  cp  to 

SUPER is  the  word  for 

Sound  Effects 

Over  1000  effects— Send  for  your  FREE  catalog  and  a  copy  of  CUE- 

TEASERS,  a  collection  of  spots  cued  to  sound  effects  as  attention  getters. 

Also  distributed  in 
Canada:  S.  W.  Caldwell,  Ltd. 

447  Jarvis  St.,  Toronto 
N«w  York:  Charles  Michelson,  Inc. 

45  West  45th  St. 

■SI 
I      RADIO  TRANSCRIPTION  SERVICES,  INC 

360  N.  Michigan  Ave.,  Chicago  1,  111. 
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change  ERP  to  316  kw  vis.,  158  kw  aur.,  and  make 
other  equipment  changes.  Announced  Aug.  7. 

CALL  LETTERS  ASSIGNED 

WTIC-TV  Hartford,  Conn.  —  The  Travelers 
Bcstg.  Service  Corp.,  ch.  3. 
KCTE-TV  St.  Paul,  Minn.— Twin  City  Educa- 

tional Tv  Corp.,  ch.  2. 
KNBT-TV  Brownwood,  Tex.— Brownwood  Tele- 

vision Co.,  ch.  19. 
WACH-TV  Newport  News,  Va.— United  Bcstg. 

Co.  of  Eastern  Va.,  ch.  33.  Changed  back  from 
WYOU-TV. 

APPLICATIONS 

WTOV-TV  Norfolk,  Va. — Seeks  cp  to  replace 
expired  cp  which  replaced  expired  cp  which 
authorized  new  tv.   Filed  Aug.  3. 
WJPB-TV  Fairmont,  W.  Va. — Seeks  cp  to  re- 

place expired  cp  which  replaced  expired  cp 
which  authorized  new  tv.   Filed  Aug.  3. 

Allocations  .  .  . 

PETITIONS 

Bayou  Bcstg.  Corp.,  Baton  Rouge,  La. — Requests 
switch  of  chs.  40  and  18  between  Baton  Rouge 
and  Jackson,  La.  Further  requests  that  FCC 
issued  order  to  show  cause  why  Bayou  should  not 
have  its  channel  assignment  changed  from  Baton 
Rouge  ch.  40  to  ch.  18  if  and  when  requested 
amendment  of  Allocation  Table  is  granted.  An- 

nounced Aug.  3. 
Northwest  Neb.  Cooperative  Tv  Assn.,  Hay 

Springs,  Neb. — Requests  allocation  of  ch.  8  to 
Hay  Springs. 

Translators  .  .  . 

APPLICATIONS 

Prineville,  Ore. — Ochoco  Telecasters  Inc.,  ch.  76. 
Trans,  output  power  10  w.  ERP  to  community 
835  w.  To  rebroadcast  ch.  12  KLOR  (TV)  Port- 

land, Ore.  Estimated  population  to  be  served 
8,500.  P.  O.  address  Rt.  #1,  Box  902,  Prineville. 
Estimated  construction  cost  $4,601,  first  year 
operating  cost  $400.  Filed  Aug.  2. 

Prineville,  Ore. — Ochoco  Telecasters  Inc.,  ch.  70. 
Trans,  output  power  10  w.  ERP  to  community 
835  w.  To  rebroadcast  ch.  6  KOIN-TV  Portland, 
Ore.  Estimated  population  to  be  served  8,508. 
P.  O.  address  Rt.  #1,  Box  902,  Prineville.  Esti- 

mated cost  $6,351,  first  year  operating  cost  $400. 
Filed  Aug.  2. 

New  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

Laurel,  Miss. — Ole  Miss  Radio's  application seeking  cp  for  new  am  to  operate  on  1260  kc, 
1  kw  D,  dismissed  at  request  of  applicant.  Action 
Aug.  3. 

Salt  Lake  City,  Utah — Frank  S.  Carman's  appli- cation seeking  cp  for  new  am  to  be  operated  on 
690  kc,  1-  kw  D,  dismissed  at  request  of  attorney. 
Action  Aug.  3. 

APPLICATIONS 

Tucson,  Ariz. — BamRay  Bcstg.  Co.,  1330  kc,  500 
w  unl.  Post  office  address  8230  N.  16th  St., 
Phoenix,  Ariz.  Estimated  construction  cost  $11,- 
765,  first  year  operating  cost  $65,000,  revenue 
$75,000.  Principals  are  equal  partners  A.  V.  Bam- 
ford  and  Ray  Odom.  In  July  they  were  granted 
cp  for  new  am  to  operate  in  Phoenix,  Ariz.  Filed 
Aug.  2. 
Keene,  N.  H. — The  KBR  Stations  Inc.,  1490  kc 

250  w  unl.  Post  office  address  155  Front  St., 
Manchester,  N.  H.  Estimated  construction  cost 
$7,500,  first  year  operating  cost  $40,000,  revenue 
$40,000.  Principals  include  Pres.  Will  J.  Barkley 
(35.3%),  radio  equipment  manufacturing  execu- 

tive; Vice  Pres.  W.  F.  Rust  Jr.  (50.5%),  broadcast 

equipment  manufacturing  interests,  and  Ralph 
Gottlieb  (14.7%),  general  manager  of  WKBR 
Manchester.  Filed  Aug.  3. 
Alamogordo,  N.  M. — Lyman  Brown  Enterprises, 

1270  kc,  1  kw  D.  Post  office  address  Box  666, 
Brownwood,  Tex.  Estimated  construction  cost 
$22,204,  first  year  operating  cost  $37,000,  revenue 
$48,000.  Principal  is  sole  owner  Lyman  C.  Brown, 
former  owner  of  KEAN  Brownwood,  Tex.  Filed 
Aug.  7. 
Canonsburg,  Pa. — Douglas  &  Associates  Inc., 

540  kc,  250  w  D.  Post  office  address  20  S.  Haft  St., 
Houston,  Pa.  Estimated  construction  cost  $40,- 
673.71,  first  year  operating  cost  $60,000,  revenue 
$75,000.  Principals  include  Walter  W.  McCoy, 
former  chief  engineer  at  WJAS  Pittsburgh,  Pa.; 
R.  A.  Douglas,  heating  and  sheet  metal  contrac- 

tor; Floyd  S.  Bert,  former  transmitting  engineer 
at  WJAS;  Henry  Schueler,  former  transmitting 
engineer  at  WJAS,  and  Draga  Powlich,  no  busi- ness interests.  Each  holds  20%.  Filed  Aug.  7. 
Rocky  Mount,  Va. — S.  L.  Goodman,  1290  kc,  1 

kw  D.  Post  office  address  P.  O.  Drawer  2-Y,  303 
W.  Main  St.,  Richmond  5.  Estimated  construction 
cost  $15,500,  first  year  operating  cost  $24,000, 
revenue  $27,000.  Mr.  Goodman  is  owner  of  WYSR 
Franklin,  Va.,  and  has  applications  pending  at 
FCC  seeking  new  ams  in  Gloucester,  Va.,  and 
Danville,  Va.  Filed  Aug.  3. 

Tasley,  Va. — Accomack-Northampton  Bcstg.  Co., 
1330  kc,  500  w  D.  Post  office  address  %  Dr.  Vernon 
H.  Baker,  P.  O.  Box  133,  Blacksburg,  Va.  Esti- 

mated construction  cost  $11,575,  first  year  operat- 
ing cost  $40,000,  revenue  $48,000.  Principals  in- clude Dr.  Vernon  H.  Baker  (75%),  owner  of 

WBCR  Christiansburg,  Va.,  and  applicant  for  new 
am  at  Florence,  S.  C;  Virginia  L.  Baker  (15%), 
homemaker,  and  C.  Brooks  Russell  (10%),  an- 

nouncer, WBOC  Salisbury,  Md.  Filed  Aug.  7. 

APPLICATIONS  AMENDED 

Tifton,  Ga. — Charles  W.  Dowdy's  application seeking  cp  for  new  am  to  operate  on  1430  kc,  5 
kw  D,  amended  to  change  frequency  to  1570  kc; 
change  power  to  1  kw,  and  make  changes  in  ant. 
system  (decrease  height).   Amended  Aug.  3. 

Willow  Springs,  Mo. — Robert  F.  Neathery  and 
Robert  Neathery  Jr.'s  application  seeking  cp  for 
new  am  to  operate  on  1330  kc,  1  kw  D,  amended 
to  change  power  to  500  w  and  make  changes  in 
ant.  system  (decrease  height).  Amended  Aug.  3. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

WERH  Hamilton,  Ala. — Application  seeking  au- 
thority to  determine  operating  power  by  direct 

measurement  of  ant.  power  returned.  (Name 
incorrect.)  Action  Aug.  2. 
WWRI  West  Warwick,  R.  I.— Granted  mod.  of 

cp  for  changes  in  ground  system.  Announced 
Aug.  7. 
WKLV  Blackstone,  Va. — Granted  mod.  of  cp  to 

make  changes  in  ant.  (decrease  height).  An- nounced Aug.  7. 
WCOM  Parkersburg,  W.  Va. — Granted  mod.  of 

license  to  change  name  to  Valley  Broadcasters 
Inc.  Announced  Aug.  7. 

CALL  LETTERS  ASSIGNED 

WMAF  Madison,  Fla. — Norman  O.  Protsman, 
1230  kc,  250  w. 
WJBL  Holland,  Mich.— Ottawa  Bcstg.  Co.,  1260 

kc,  500  w. 
KUVR  Holdrege,  Neb.— The  W.  W.  Bcstg.  Co., 

1380  kc,  500  w. 
KYNG  Coos  Bay,  Ore. — Coos  County  Broad- 

casters, 1420  kc,  1  kw.    Changed  from  KCBY. 
WAMO  Homestead,  Pa.  —  Steel  City  Bcstg. 

Corp.,  860  kc,  250  w.   Changed  from  WHOD. 
KOZI  Chelan,  Wash.  —  Lake  Chelan  Bcstg. 

Corp.,  1220  kc,  1  kw. 
APPLICATIONS 

KAGH  Crossett,  Ark.— Seeks  cp  to  change  fre- 
quency from  1340  kc  to  800  kc;  change  hours 

from  unl.  to  D;  change  ant.-trans.  location,  and 

operate  trans,  by  remote  control  from  studio  loca^ 
tion.  Filed  Aug.  8. 
KRDU  Dinuba,  Calif. — Seeks  cp  to  change  fre- 

quency from  1240  kc  to  1130  kc;  increase  powei 
from  250  w  to  1  kw;  install  DA-1,  and  changs 
ant.-trans.  location.  Filed  Aug.  7. 
KCBQ  San  Diego,  Calif.— Seeks  cp  to  increas( 

power  from  1  kw  N,  5  kw  D,  to  5  kw  N,  10  kw 
D,  and  change  from  DA-N  to  DA-2.  Filed  Aug.  2 
KLEM  LeMars,  Iowa — Seeks  assignment  of  li 

cense  to  George  Martin  De  Ruyter  for  $31,548.31 
in  cash  and  notes  and  assumption  of  liabilitie 
totaling  $5,951.70.  Mr.  De  Ruyter  is  announcer 
engineer,  KJAY  Topeka,  Kan.  Filed  Aug.  8. 
KSIL  Silver  City,  N.  M.— Seeks  cp  to  changi 

frequency  from  1340  kc  to  1250  kc;  increase  powe 
from  250  w  to  500  w  N,  1  kw  D;  install  DA-N,  an< 
change  ant.-trans.  and  studio  locations.  Filec 
Aug.  7. WHOK  Lancaster,  Ohio — Seeks  cp  to  increas 
power  from  500  w  to  1  kw.   Filed  Aug.  3. 
KWJJ  Portland,  Ore. — Seeks  cp  to  replace  ex 

pired  cp  which  authorized  changes  in  DA-N.  File< 
Aug.  7. WANB  Waynesburg,  Pa. — Seeks  mod.  of  C] 
(which  authorized  new  am)  to  change  studi 
location  and  operate  trans,  by  remote  contro 
from  1st  Federal  Bldg.,  Waynesburg.  Filed  Aug.  7 

APPLICATION  AMENDED 

KAIM  Honolulu,  Hawaii — Application  seekini 
mod.  of  cp  (which  authorized  new  am)  to  changi 
ant.-trans.  location;  make  changes  in  ant.  sys 
tern  (decrease  height);  make  changes  in  grouni 
system,  and  operate  trans,  by  remote  contro 
from  studio  location,  amended  to  delete  request 
except  changes  in  ant.  and  ground  systems Amended  Aug.  7. 

PETITION 

International  Brotherhood  of  Electrical  Work 
ers — Petitions  FCC  requesting  amendment  of  PaT 
3  of  Rules  by  institution  of  rule-making  to  ameni 
rules  relating  to  remote  control  operation  of  an 
stations  in  Conelrad  Service.  Announced  Aug.  S 

Existing  Fm  Stations  . . . 
ACTIONS  BY  FCC 

KOKH  (FM)  Oklahoma  City,  Okla.— Grantei 
mod.  of  cp  to  change  ERP  of  noncommercial  edu 
cational  fm  station  to  11  kw;  change  ant.  heigh 
to  155  ft.,  and  change  trans,  location  to  1901  m 
Ellison  St.  Announced  Aug.  7. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 
KFSA  Fort  Smith,  Ark. — Granted  assignment  o 

license  to  Fort  Smith  Bctsg.  Corp.  Corporat 
change.   Announced  Aug.  7. 
KFML-AM-FM  Denver,  Colo.— Granted  assign 

ment  of  license  to  Note  Bcstg.  Co.  Corporat 
change.   Announced  Aug.  7. 
WGMS-FM  Washington,  D.  C— Granted  assign 

ment  of  cp  to  RKO  Teleradio  Pictures  Inc.  Cor 
porate  change.    Announced  Aug.  7. 
WFTW  Fort  Walton  Beach,  Fla.— Granted  acqui 

sition  of  negative  control  by  H.  H.  Harris  Jr.  am 
Katherine  G.  Harris  through  purchase  of  25^ 
from  A.  G.  Robinson.  Principals  will  now  b 
Pres.  Wilbur  R.  Powell  (50%);  Secy.-Treas.  H.  K 
Harris  Jr.  (25%),  and  Katherine  G.  Harris  (25%; 
Announced  Aug.  7. 
WQAM-AM-FM  Miami,  Fla.— Granted  transfe 

of  control  of  licensee  corporation  from  Th 
Miami  Herald  Publishing  Co.  to  Mid-Continer 
Bcstg.  Co.  for  $850,000.  Mid-Continent  is  license of  WDGY  Minneapolis,  Minn.,  KOWH  Omahi 
Neb.,  WHB  Kansas  City,  Kan.,  WTIX  New  Oi 
leans,  La.   Announced  Aug.  2. 
WDOK-AM-FM  Cleveland,  Ohio— Granted  ac 

quisition  of  control  by  Frederick  Wolf  throug 
purchase  of  27.27%  from  R.  Morris  Pierce,  wh 
is  dropping  out  of  station.  Consideration  is  $30, 
000.  Mr.  Wolf  will  now  hold  56.36%.  No  othe 
stockholder  holds  as  much  as  10%.  Announce 
Aug.  7. WSVA-AM-FM-TV  Harrisonburg,  Va.— Grante 
voluntary  acquisition  of  negative  control  c 
Transcontinental  Television  Corp.  (50%  stock 
holder  of  Tudor  Enterprises  Inc.,  parent  corpora 
tion  of  WSVA)  by  General  Railway  Signal  C< 
Application  was  filed  to  eliminate  any  questio: 
as  to  existence  of  negative  control  of  Tudor  b; 
General  Railway  Signal  Co.  through  its  negativ 
control  of  Transcontinental,  which  it  acquirei 
upon  the  consummation  of  the  WHAM  Rocheste transaction.   Announced  Aug.  7. 
WXEX-TV  Petersburg,  Va.— Granted  transfer  c 

control  of  permittee  corporation  from  Daniel  J 
Friedman,  et  al,  to  Irvin  G.  Abeloff,  et  al.  Trans 
fer  is  for  less  than  1%.  Mr.  Abeloff  will  hoi 
6.51%,  Mr.  Friedman  less  than  1%.  Announce 
Aug.  7. WAPL  Appleton,  Wis. — Granted  assignment  o 
license  to  WAPL  Inc.  Corporate  change.  An nounced  Aug.  7. 

APPLICATIONS 

WGOV  Valdosta,  Ga. — Seeks  assignment  of  li 
cense  to  Georgia-Florida1  Radio  &  Television  Cc 
for  $100,000.  Principal  is  W.  H.  Keller  Jr.  (99.98%) 
formerly  associated  with  KWEM  Memphis,  Tenn 
WJIV  Savannah,  Ga.,  and  WEAS  Atlanta,  Ga Filed  Aug.  3. 

KJAY  Topeka,  Kan. — Seeks  assignment  of  li 

Continues  on  page  12' 
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PROFESSIONAL  CARDS 

KNSKY  &  BAILEY  INC. 
%4  five  Offices 
71  De  Soles  St.,  N.  W.  ME.  8-5411 
ff  i  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

<•  infton,  D.  C.  ADams  4-2414 
Member  AFCCE  * 

o  mercial  Radio  Equip.  Co. 
erett  L.  Dillard,  Gen.  Mgr. 

N1  (NATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

rt  k  H.  Mcintosh  &  Assocs. 
I  NSULTING  RADIO  ENGINEERS 

lilt  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE  • 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  f ,  D.  C. REpublic  7-3*14 

Member 

AFCCE * 

— Established  19S6 — 

PAUL  GODLEY  CO. 

Upper  Montdoir,  N.  J.    Pilgrim  4-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE  * 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldf.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  A  Television 

Engineers Washington  e,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckner  Blvd. 

Member  AFCCE* 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  Sterling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  74215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

718  14th  St.,  N.  W.         Executive  8-8478 
Washington  S,  D.  C. 

SOS  White  Henry  Stuart  Bldg. 
Mutual  S1S0  Seattle  1,  Wathbigtett 

Member  AFCCE* 

KEAR  &  KENNEDY 

SI  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

IYNNE  C.  SMEBY 

C  SULTING  ENGINEER  AM-FM-TV 

•  06  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

OBERT  L.  HAMMETT 

INSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

IN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronic* 
1618  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-4851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 
SPECIALTY 

Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abrerni 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  i  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 

2000  P  St.,  N.  W. 
Washington  6,  D.  C. 

Adams  4-6393 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
ONITORING  COMPANY 
PRECISION  FREQUENCY 

MEASUREMENTS 
A  ILL  TIME  SERVICE  FOR  AM-FM-TV 

Bex  7037  Kansas  City,  Mo. 
Phone  Jaefcson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write   For  Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*  1956  ARB  Continuing  Readership  Study 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE  * 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE* 

RALPH  J.  BIT2ER,  Consulting  Engineer Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 
Garfield  1-4954 

"For  Reiultt  in  Broadcast  Engineering" 
AM-FM-TV 

Allocations    •  Applications 
Petitions    •    Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

Broadcasting   •  Telecasting August  13,  1956    •    Page  119 



CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.   Checks  and  money  orders  only. 

Deadline:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  204  per  word — $2.00  minimum  •  Help  Wanted  25<b  per  word — 
$2.00  minimum. 
All  other  classifications  30tf  per  word — $4.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.   Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants  :  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

RADIO RADIO 

Help  Wanted 

Managerial 

Sales  manager — five  figures  earnings  and  excep- 
tional future  for  a  "front-line"  sales  manager  who 

can  sell,  hire  and  inspire,  with  major  in  New 
England;  write  full  please.  Box  314A,  B-T. 
Manager  with  proven  background  in  sales.  North 
Carolina  station  in  excellent  market.  Good  op- 

portunity for  right  man.  Box  436A,  B-T. 

Have  immediate  opening  for  sales  manager  at 
northeastern  1000  watt  independent  in  good  but 
competitive  market.  High  guarantee  and  com- 

mission arrangement.  Further  details  available 
from  Box  476A,  B-T. 

Somewhere  is  a  smart  radio  manager  who  has  up 
to  $10,000.00  available.  He  can  enter  into  a  profit- 

able arrangement  with  a  profitable  station.  The 
location  in  the  northeast  is  a  boom  one  station 
market.  References  exchanged  between  princi- 

pals only.  Give  full  details  and  references  of 
yourself  in  first  letter.  Box  477A,  B-T. 

Salesman  joined  us  in  1951,  now  a  stockholder, 
manager;  high  five  figure  salary.  Second  man 
joined  us  in  1953,  now  running  his  own  station 
with  us.  High  income.  Who's  next?  Just  bought another  station.  Building  two  more.  Also  going 
tv.  If  you  are  a  producer  who  wants  to  own  your 
own  interest  and  manage  a  station  within  a  year, 
write  Box  475A,  B-T.  All  details  first  letter.  Pre- 

fer man  on  way  up.  Present  opening,  sales  man- 
ager in  one  station  midwest  market  of  30,000. 

Little  Rock,  Arkansas — KOKY — new  all  negro 
programmed  station  now  starring.  Need  two  ex- 

perienced men.  Program  director-assistant  man- 
ager and  sales  manager.  Accepting  applications 

until  September  1st.  Send  complete  resume  and 
photograph  1st  letter  or  application  will  not  be 
considered.  John  McLendon,  Box  2667,  Jackson, 
Mississippi. 

Manager  for  new  500  watt  daytime  station.  Sales 
and  programming  experience  necessary.  Good 
opportunity  in  one  station  city  of  14,000.  Write 
full  information,  including  salary  expectations  to 
L.  J.  Plym,  Owner,  1105  Front  Street,  Niles,  Mich- 
igan. 

i  PROMOTION  MANAGER ! 

* 
* 

* 

* 

* 

* 

WANTED 

Experienced  IDEA  man  wanted 

for  top  promotion  job  with 

CBS  Radio  and  CBS  VHF  Tele- 

vision Station  in  large  South- 
eastern market. 

Must  be  strong  on  marketing, 

merchandising  and  client  serv- 
ice. 

We'll  pay  $6,000  to  start  for 
a  steady,  industrious  man  with 
IDEAS  that  work. 

Outline  full  details  of  educa- 

tion, background  and  experi- 

ence, plus  family  details  in 
first  letter. 

If  you  are  the  right  man,  write 

Box  433A,  B»T 

Help  Wanted— (Cont'd) 

Salesmen 

Florida  fulltime  5000  watt  major  network  affiliate 
needs  experienced  salesman.  Good  draw  on  com- 

mission.  Florida  man  preferred.  Box  370A,  B-T. 

Don't  miss  this  one  I  Wonderful  opportunity  for 
salesman  with  good  pitch  and  high  batting  aver- 

age in  minor  league  radio  to  reach  major 
leagues.  Midwest.  Full  details  first  letter.  Box 
404A,  B-T. 
Radio  station  in  rich  Gulf  Coast  area  needs  full- 
time  salesman.  Straight  commission  with  guar- 

antee. Earnings  depend  on  ability  and  willing- 
ness. Also  top  afternoon  DJ  (popular  music)  with 

ability  to  sell  own  program.  Write  full  particu- 
lars. Box  442A,  B-T. 

Wanted — live  wire  salesman  to  cover  the  Scranton 
and  Wilkes-Barre,  Pa.,  area.  Prefer  salesman 
presently  employed  in  this  market.  No  drifters; 
your  experience  will  write  your  ticket.  Box  450A, 
B-T. 

Young  aggressive  salesman,  preferably  with  mi- 
crophone experience.  Starting  salary  open.  Sta- 

tion located  in  town  of  6,000  population.  Only  one 
other  station  in  county,  which  is  second  largest 
in  state.  Potential  earnings  up  to  man  we  hire. 
KOSE,  Osceola,  Arkansas. 

Immediate  opening  1  kw  independent  daytimer 
for  aggressive  salesman  with  experience.  This 
man  can  bill  $10,000.00  a  month.  15%  commission 
with  first  month  guarantee  of  $300.00.  Send  photo 
and  experience  WCLG,  Morgantown,  West  Vir- 

ginia. 
Wanted  immediately.  Good  local  salesman  in- 

terested in  a  good  station.  Good  community,  best 
working  conditions  and  excellent  salary  arrange- 

ment and  incentive.  Call  or  write  immediately, 
WINR,  Binghamton,  N.  Y.,  4523. 

Experienced  salesman.  $75.00  per  week,  plus  com- 
mission. Bob  McKay,  WKRM,  Columbia,  Ten- nessee. 

Progressive  radio-vhf  tv  operation  accepting  ap- 
plications for  salesmen.  Full  details  and  picture 

with  first  letter.  Salary  and  commission.  WJTV, 
Box  8187,  Jackson,  Mississippi. 

An  experienced  salesman  who  will  assume  the 
position  of  commercial  manager  in  six  months  in 
a  5000-watt  station,  top-rated  in  a  New  England 
market  of  150,000.  Starting  guarantee  of  $125.00 
weekly  against  15%  commissions.  Good  house  ac- 

counts assigned  immediately.  Two  years  success- 
ful experience  will  enable  commercial  manager  to 

participate  in  ownership  of  station.  Send  com- 
plete background,  references  and  picture  to  Box 

1522,  Worcester,  Mass. 

Announcers 

Wanted:  Announcer  —  third  class  ticket.  All- 
around  experience  in  small  station  operation  for 
new  Ohio  station.  Send  tape.  Box  275A,  B-T. 

California  independent  in  metropolitan  market 
expanding  operations.  Now  accepting  auditions 
from  qualified  announcers  with  and  without 
first  class  tickets.  Prefer  family  men  presently 
located  on  west  coast.  Knowledge  of  news,  music, 
and  independent  operation  essential.  Send  audi- tion tape  and  complete  information  to  Box  367A, 
B-T. 

All-night  man.  Must  be  average  DJ,  with  suffi- 
cient news  background  to  enable  to  cover  local 

news  beat  by  phone  and  edit  wire  oopy.  Give 
previous  experience,  salaries  earned  and  expect- 

ed and  attach  snapshot.  Confidential.  Box  400A, B-T. 

Combo  man  announcer — first  class  engineer.  Ex- 
cellent opportunity  with  the  most  progressive 

group  owners  in  the  business.  Box  421A,  B-T. 
Disc  jockey  with  real  selling  air  ability  for  top 
station  metropolitan  market.  Must  have  real 
ability.  Box  424A,  B-T. 

Chief  engineer  wanted  immediately.  $80.00  week- 
ly. North  Carolina.  Send  tape,  photo  to  Box  438A, B-T. 
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Help  Wanted— (Cont'd) 
Announcers 

$70  per  week  to  start.  48-hour  week.  Guaranteed 
raise  in  13  weeks.  Paid  vacations.  Free  insur- 

ance. Midwest  kilowatt  daytimer.  Applicants 
must  have  minimum  two  years  experience.  Send 
full  details,  tape  and  references  to  Box  458A,  B-T. 

Opportunity  for  hillbilly  personality  for  small 
North  Carolina  independent.  Position  open  im- 

mediately. Sales  opportunity  for  right  man.  All 
applications  must  include  references,  disc,  oi 
tape,  and  picture.  Box  479A,  B-T. 

"Hillbilly  disc  jockey,"  a  great  independent,  will 
hire  great  hillbilly  personality  with  proven  au- 

dience and  selling  record.  Box  490A,  B-T. 

Top  pay  for  two  top  announcers  with  1st  class 
tickets  and  good  straight  announcing  ability  to 
run  DJ  show.  No  engineering  or  maintenance. 
5  kw  music  and  news  independent.  Send  tape 
and  letter  to  Bob  Rohrs,  Owner,  KJAY,  Topeka, 
Kansas. 

Wanted:  Experienced  announcer  for  network  sta- 
tion. Permanent.  Contact  Dr.  F.  P.  Cerniglia, 

Radio  Station  KLIC,  Monroe,  Louisiana. 

Little  Rock,  Arkansas — new  negro  station — KOKY 
now  staffing.  Need  four  disc  jockeys — r  &  b  and 
religious.  Accepting  applications  until  Septem- 

ber 1st.  Send  details  of  experience  and  picture 
in  1st  letter.  John  McLendon,  Box  2667,  Jackson, Mississippi. 

Top  Hooper-rated  kilowatt  daytimer  has  imme- 
diate opening  for  experienced  announcer.  Good 

pay  and  good  working  conditions  for  good  man. 
Send  tape,  photo  and  resume  to  Charles  Simms, 
KVLC,  Little  Rock,  Arkansas. 

Immediate  opening  for  experienced,  versatile  an- 
nouncer— strong  on  personality  and  showman- 

ship. Good  salary,  talent.  Send  audition,  photo, 
background  information  to  Station  WFDF,  Flint, 
Michigan. 

Are  you  a  "most-listened-to"  early  morning  DJ? 
Here's  an  excellent  opportunity  to  take  over  a 
well-established  early  morning  show  and  turn  it 
into  a  real  profitable  adventure.  Immediate 
opening  for  glib,  cheery  personality  who's  a  real show-man  with  records.  Extensive  promotion, 
good  basic  salary,  talent.  Send  background,  photo 
and  tape,  to  WFDF,  Flint,  Michigan. 

Negro  disc  jockeys.  Strong  on  commercials,  per- 
sonality, rhythm  and  blues  men.  Send  tape  and 

summary  of  experience  to  Radio  Station  WHAT, Philadelphia  31,  Pa. 

Opening  for  experienced  announcer.  Bob  McKay, 
WKRM,  Columbia,  Tennessee. 

Opportunity  for  experienced  announcer  who  does 
all  around  excellent  job  with  DJ,  commercials, 
news.  Winning  personality,  selling  voice  to  build 
shows.  Send  tape,  resume  to  WMIX,  Mt.  Vernon, 
Illinois. 

Announcer,  minimum  two  years  experience,  for 
five-day  per  week  shift  for  top  regional  CBS  sta- 

tion. Must  be  familiar  with  board  operation.  Sub- 
mit audition  on  tape  and  application  to  Merritt 

Mulligan,  WTAD,  Quincy,  Illinois. 

Wanted:  Combo  man  with  1st  class  ticket.  Musi 
be  good  announcer.  Pleasant  working  conditions 
in  one  of  northern  California's  finest  equipped  5 kw  network  stations.  Top  salary.  Apply  by  letter 
to  Joe  D.  Carroll,  P.  O.  Box  631,  Marysville,  Cali- 
fornia. 

Technical 

Midwest  major  market  opening  for  an  outstand- 
ing transmitter  engineer.  Give  references,  and 

salary  desired.  Box  423A,  B-T. 

Chief  engineer  for  1000  watt  southwestern  day- 
time station  with  remote  control.  Must  be  mature, 

and  fully  qualified.  Salary  $400.00  per  month. 
Write  Box  454A,  B-T. 

Combination  engineer-announcer — 1st  class  ticket 
needed  immediately.  North  Carolina  small  town 
independent.  Send  full  information  first  letter, 
include  salary  desired,  tape  and  photo.  Position 
open  immediately.  Box  480A,  B-T. 

Chief  engineer.  Start  as  engineer-announcer.  Op- 
portunity to  become  chief  after  brief  trial  period. 

Contact  Gene  Ackerly,  KCOW  Radio,  Alliance, 
Nebraska.   

Chief  engineer  for  combo  work  40  hours  weekly. 
Salary  consistent  with  combo  work  experience. 
Apply  KNOG,  Nogales,  Arizona,  immediately. 

Broadcasting   •  Telecasting 



RADIO RADIO RADIO 

Situations  Wanted — (Cont'd) 
Announcers 

Eight  years  play-by-play  .  .  .  experience  all 
phases  of  radio.  Sports  spot  wanted.  Excellent 
references  .  .  .  family.  Box  446A,  B'T. 

Sports  announcer,  on  way  up.  3  major  sports, 
hockey.  7  years  experience.  Top  references,  em- 

ployee record.  Now  employed.  Want  better  op- 
portunity. Box  448A,  B'T. 

Chief  staffer,  PD  and  writing  experience.  Strong 
news,  foreign  languages,  classical  music;  two 
years  residence  Europe;  Georgetown  and  Path- 

finder Radio  graduate.  Desires  larger  market 
east  coast,  preferring  classical  music  station.  Box 
447A,  B«T. 
Young,  experienced  announcer-newsman  desires 
Minnesota  or  neighboring  states.  Box  452A,  B'T. 

Recent  broadcasting  school  graduate.  Strong  on 
commercials,  news,  board.  Hard  working;  willing 
to  learn.  Tape,  photo.  Box  460A,  B'T. 

Four  years  experience.  Strong  on  news,  pops  and 
classical  music.  Desire  news  or  sports  in  pro- 

gressive market.  College  graduate.  Combo  if 
necessary.  Present  sponsor  my  best  references. 
Audition  tape  upon  request.  Box  462A,  B'T. 

Country  DJ.  Guitar-wardrobe.  Other  phases  an- 
nouncing. Third.  Progressive  low  turnover  only. 

Available  Sept.  Box  464A,  B'T. 

Workhorse  DJ,  experienced,  enthusiastic,  ener- 
getic. Young  man  with  ideas  and  gumption  to 

try  them.  Facile  at  news,  single.  Box  466A,  B'T. 

Dependable  announcer.  3  years  radio  southwest, 
presently  employed.  Married,  non-drinker.  $85.00 
minimum.  Box  467A,  B'T. 

Sportscaster-salesman  desires  medium  market 
position  in  south.  Interview  requested.  Box  469A, 

Permanent  position  with  future  by  experienced 
announcer,  27,  married,  two  children.  Desires  to 
locate  eastern  Virginia,  Carolina  or  midwest.  Tv 
experience.  Now  employed  outside  field — desires 
return  to  broadcasting.  Successful  sales  record  in 
tangibles.  Box  473A,  B'T. 

Young  man,  well  trained  to  be  a  salesman  on 
the  air  for  you.  Convincing  on  commercials.  DJ, 
news,  sports.  Ambitious.  Tape,  resume.  Box 
474A,  B-T. 

Announcer.  Deep,  refined  voice.  Top  commercial 
delivery,  excellent  newscaster.  Seeks  real  deejay 
opportunity  good  market.  Box  481A,  B'T. 

Husband  -  wife.  Experienced  announcer  -  news- 
caster-DJ,  mature  voice,  top-notch.  Wife  person- 

able, well-spoken,  good  saleswoman.  Box  482A, 

B-T. 

Free-lance  radio  and  tv  announcer,  would  like 
to  make  a  change  from  the  element  of  insecurity 
in  free-lancing  to  a  permanent  position;  de- 

pendable, versatile,  resume,  tape,  photo  avail- 
able. Box  484A,  B«T. 

Staff  announcer — seeking  position  in  northeast. 
Strong  DJ,  news.  Box  486A,  B'T. 

Platter  spinner;  sportscaster,  newsman,  veteran, 
single,  tape  on  request,  school  experience.  Box 
487A,  B'T. 
Announcer,  sales,  5  years,  all  around  experience, 
seeking  permanent  position.  Box  488A,  B'T. 

Help  Wanted— (Cont'd) 
Technical 

Need  full  charge  engineer  capable  for  mainte- 
nance RCA  250  watt  am  plus  3000  watt  fm  studio 

maintenance,  Ampex  and  Magnecord  tape  record- 
ers, tables  and  automatic  beep  equipment.  Rust 

remote  on  both  transmitters.  Compensation  open 
and  secondary  to  us.  We  want  experienced  work- 

ing engineer  who  can  take  full  responsibility. 
No  announcing  or  collateral  duties.  Will  pay 
monthly  salary  for  on  call  basis  with  no  fixed 
shift  or  hourly  with  overtime  over  40.  Need  man 
15th  of  August.  Contact  Collect  phone,  Fred 
Rabell,  KSON,  San  Diego,  California. 

Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

Engineer-announcer  with  first  class  ticket.  Pos- 
1  sible  advancement  to  chief.  Must  be  able  to  take care  of  maintenance  as  well  as  announcing.  Send 
disc  or  tape  and  references  to  Radio  Station 
WBAR,  Box  461,  Burley,  Idaho. 

Opening  on  September  1st  for  qualified  first  class 
engineer  who  can  handle  light  announcing  sched- 

ule. Top  pay  and  excellent  working  conditions. 
Contact  Charles  R.  Dickoff,  General  Manager, 
WBEV,  Beaver  Dam,  Wisconsin.  Phone  Turner 
5-4442. 

Chief  engineer-announcer  for  daytimer  Mutual 
station.  Furnished  apartment  available.  Perma- 

nent position  with  growing  station  in  growing 
area.  Contact  Harry  G.  Bright,  Radio  WETZ, 
New  Martinsville,  West  Virginia. 

Technician  with  first  class  license.  Some  an- 
nouncing preferable.  Howard  Hayes,  WOKO  Al- 

bany, New  York. 

Wanted:  Radio  engineer;  first  class  radio-tele- 
phone license;  strong  on  maintenance.  No  operat- ing tricks.  40  hours.  WRIV,  Riverhead,  Long 

Island,  New  York. 

Chief  engineer — prefer  announcing  ability.  Good 
pay  and  working  conditions.  Must  be  sober  and 
reliable.  WSON,  Henderson,  Kentucky. 

Chief.  No  announcing.  Gates  remote  equipment. 
Raytheon  transmitter.  Permanent.  WTUX,  Wil- 

mington, Delaware. 

Programming-Production,  Others 

Newsman  experienced  with  good  voice.  Must  be 
versed  in  writing,  rewriting  and  reporting.  East- 

ern independent.  $100.  Box  297A,  B'T. 

Promotion  manager  for  midwest  major  network 
affiliate  in  one  of  the  first  60  markets.  Depart- 

ment head  status.  A  great  opportunity  to  grow 
with  a  new  expanding  station.  Box  357A,  B'T. 

Program  director  -  announcer — Fall  opening  at 
midwest  independent  daytimer  for  imaginative 
man  ready  to  utilize  top  program  and  equipment 
resources.  Because  persenal  interview  is  re- 

quired, only  midwest  applicants  will  be  con- sidered. Send  complete  details  in  first  letter. 
Box  373A,  B'T. 

Newsman.  Experienced  in  local  reporting,  edit- 
ing, rewriting.  Newsreel  experience  helpful  but 

not  necessary.  For  radio-tv  in  major  midwest- 
em  market.  Detail  previous  experience.  State 
starting  salary  expected.  Enclose  photo.  Confi- 

dential. Box  401  A,  B>T. 

Program  director — local  newsman.  Base  $100.00 
plus  some  talent  opportunities.  New  York  State 
250  watt  network  affiliate  in  pleasant  growing 
community  of  30,000.  Rush  complete  resume  and 
tape  to  Box  471A,  B'T. 

Experienced  copywriter  wanted  September  10th. 
Send  letter  stating  expected  salary  and  sample 
copy  to  KHOB,  Box  247,  Hobbs,  New  Mexico. 

Experienced  local  newsman,  capable  of  organiz- 
ing one-man  department.  Personal  interview 

necessary.  KWOW,  Pomona,  California. 

Copywriter.  Can  be  light  on  experience  but  must 
have  good  attitude  and  ability.  Radio  station 
WAYB,  Waynesboro,  Virginia. 

Newsman '  needed.  Midwestern  independent  ex- panding news  department.  Excellent  prospects 
for  future.  Must  be  sober,  dependable,  hardwork- 

ing and  experienced  in  gathering,  editing  and 
airing  local  news.  Must  be  primarily  newsman 
and  enjoy  doing  good  news  job.  Congenial  staff, 
pleasant  location.  Send  tape  and  background. 
Station  WOKZ,  Alton,  Illinois. 

Experienced  newsman  needed  now  for  lOkw  sta- 
tion. Gather,  write  air  local  news.  Some  gen- 
eral announcing.  Good  opportunity  for  right 

man.  Send  tape,  resume  to  WPAQ,  Mount  Airy, 
N.  C.  Also  opening  for  general  announcer. 

Situations  Wanted 

Managerial 

Successful  sales  manager,  with  program  and  news 
experience,  seeks  chance  to  manage  small  market 
operation.  Box  228A,  B'T. 

Manager:  Young  family  man.  Desires  small  or 
medium  independent.  Successful  experience  all 
phases  of  small  market  operation.  References, 
billing,  and  earnings  on  request.  Want  permanent 
location  with  future.  Box  456A,  B'T. 

Station  manager-salesman,  southern  market  .  .  . 
handles  news,  sports  .  .  .  1st  phone  .  .  .  depend- 

able. Let's  talk!   Box  468A,  B'T. 

Qualified  salesman,  announcer,  engineer,  seeks 
immediate  position.  Married,  educated,  sober. 
Box  470A,  B'T. 

Manager-salesman:  Top  rated  independent  sta- 
tion, metropolitan  market.  Availability  due  to 

change  in  ownership.  Outstanding  sales  record 
plus  executive  ability  to  train  and  inspire  others. 
Versatile  background  covers  local  and  network 
radio  and  national  advertising  agency  field. 
Creative  ability  covers  every  type  program, 
gimmick  and  jingle  commercials  and  top  quality 
selling  copy.  Also  station  and  advertiser  promo- 

tion, publicity  and  merchandising.  Present  an- 
nual income  in  five  figure  bracket.  A  "high  re- 
turn" investment  for  some  smart  station  opera- 

tor. You  can't  win  the  Derby  on  a  donkey!  Box 
485A,  B-T. 

Salesmen 

Commercial  manager.  High  calibre  salesman,  as 
good  as  the  opportunity.  No  better.  Announcer, 
first  license,  if  necessary.  Box  434A,  B'T. 

Attention,  Florida:  10  years  sales  management  ex- 
perience in  radio  and  television.  Now  in  Florida, 

available  for  interview.  Top  qualifications,  ref- 
erences. Box  455A,  B'T. 

Attention  Los  Angeles  and  vicinity.  I  want  to 
give  up  a  wonderful  job  with  midwest  regional 
for  chance  in  South  California.  I'm  young  (30), 
two  college  degrees  in  advertising,  six  years 
radio,  local  and  national  sales  experience;  radio 
promotion  background.  Am  mature,  ambitious, 
have  sense  of  humor.  Modest  salary  require- 

ments. Willing  to  gamble  my  future  for  an 
opportunity.  Best  references.  Box  491A,  B'T. 

Florida-vicinity.  Accounting  degree  and  experi- 
ence, plus  production  background  in  theatre, 

radio,  tv;  topped  by  outstanding  record  in  in- 
tangible sales;  equals  local  talent  offering  to  put 

experience  to  work  for  sales  or  production  de- 
partment. Box  495A,  B«T. 

Announcers 

Football  announcer.  Top-rated  Atlantic  coast 
conference  regional  network  play-by-play.  Avail- 

able for  southeastern  collegiate  football  this  fall, 
on  free-lance  basis.  References,  tape,  furnished. 
Box  291A,  B'T. 

Former  singing  DJ,  50,000-watt  radio;  show  busi- 
ness background;  family  man;  presently  em- 

ployed staff  announcer;  3  years  experience.  In- 
terested in  permanent  position  tv  or  radio  as  staff 

announcer,  staff  singer,  possible  kiddie  show.  Box 
346A,  B'T. 

Experienced  combo  man.  First  phone.  Good  voice. 
Employed.  Married.  25.  Wishes  to  return  to  Cali- 

fornia. Box  366A,  B-T. 

Combo  man — 1st  phone — 27 — married,  child,  vet. 
3  years  experience.  West  or  midwest.  Also  in- 

terested learning  sales.  Box  374A,  B'T. 

Sports  director,  8  years  play-by-play,  available 
Sept.  10.  All  sports,  pro  baseball  essential.  Can 
sell.  Box  376A,  B'T. 

Top  negro  DJ.  Bop  to  Bach.  Superb  commer- 
cialist.  College.  Veteran.  Tape,  resume,  avail- 

able—will travel.  Box  391A,  B'T. 

Deejay — morning  man — tops — employed-veteran- 
family — wishes  to  relocate.  Box  437A,  B'T. 

Announcer,  mature,  reliable,  sober.  Sales  expe- 
rience. Good  news,  commercials,  music  and 

board.  Hard  worker.  Broadcast  school  graduate. 
Tape  on  request.  Box  439A,  B'T. 

Experienced,  midwest  radio-tv.  News,  disc,  morn- 
ing man.  Married,  sober,  best  references.  Box 

444A,  B'T. 

Combo  man  3  years  at  same  station  wishes  to 
improve  position.  Currently  employed.  Excellent 
references.  Box  445A,  B'T. 

RADIO-TV  PEOPLE 

ARE  OUR  BUSINESS 

Right  now  we  have  several  out- 
standing broadcasting  people 

available  for  employment.  If 

you  have  a  Radio  or  TV  per- 
sonnel need  contact  .  .  . 

NATIONAL  RADIO  S  TV 

EMPLOYMENT  SERVICE 

5th  Floor 
1627  "K"  Street,  N.  W. 

Washington  6,  D.  C. 
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RADIO RADIO TELEVISION 

Situations  Wanted —  (  Cont'd ) 
Announcers 

Announcer,  vocalist,  MC.  Open.  8  years.  Radio- 
tv— age  32.  Box  489A,  B«T. 

Personality  air  salesman — for  station  which  de- 
sires man  who  has  ability  and  desire  to  sell  his 

sponsors  products.  Not  a  staff  announcer.  Con- 
tract basis.  For  audition  write  Box  492A,  B-T. 

Employed  am-tv  announcer  .  .  .  DJ.  Now  in  strong 
midwestern  market.  Wants  to  move  to  station 
with  greater  opportunity  for  news.  Rich,  mature 
voice  .  .  .  intelligent  newscast.  Box  494A,  B«T. 

Announcer,  first  phone.  5  years  radio.  Thor- 
oughly experienced.  Copywriting,  news,  pro- 

gramming. Prefer  west,  southwest,  northwest 
but  consider  all  areas.  $90.00  minimum,  40  hour 
week.  Married.  Guy  Christian,  Bel-Aire  Motel, 
Highway  6,  Sterling,  Colorado. 

Nationally  famous  woman  deejay  with  eight  years 
of  experience  in  metropolitan  market.  Highest 
recommendations  from  present  management.  Re- 

locating because  of  format  change  at  present  sta- 
tion. Write  Mary  Dee,  728  Adelaide  Street,  Pitts- 

burgh, Pa.,  or  call  MU  2-4044. 

Technical 

Couple:  Male,  chief  engineer,  assistant  manager. 
Female,  traffic,  chief  continuity,  programming, 
deejay,  wish  to  relocate  together  Wisconsin,  Ohio, 
Illinois,  Indiana.  Box  365A,  B«T. 

Engineering  position — steady  family  man  4% 
years  experience  in  all  phases  including  recon- struction of  directional  station.  C. R.E.I,  student. 
Interested  preferably  in  New  England  area.  Box 
465A,  B-T. 

Chief  engineer,  6  years  experience  in  all  phases 
of  broadcasting,  both  network  and  independent 
radio.   Box  472A,  B»T. 

Presently  employed  manager-chief  engineer-an- 
nouncer, six  years  experience,  desires  California 

location.  Box  493A,  B«T. 

Situations  Wanted —  (  Cont'd  ) 

Programming-Production,  Others 

Woman's  director  also  Girl  Friday.  Good  com- 
mercial delivery.  Inexperienced  but  competent. 

Box  440A,  B-T. 
Do  you  recognize  the  importance  of  good  copy? 
I  can  produce  it!  Six  years  radio  and  tv.  Excel- 

lent references.  Nice  voice.  Prefer  metropolitan 
area.  Box  443A,  B«T. 

Newsman:  Ten  years  experience,  currently  em- 
ployed dominant  station  in  major  midwestern 

market.  Knows  all  phases  of  news  gathering  and 
writing.  Exceptional  ability  as  writer  and  re- 

porter. Good  voice  and  personality.  Can  direct 
complete  news  operation.  Family  man,  30,  with 
solid  references.  Prefers  post  as  morning  editor. 
Seeking  greater  opportunity  and  improved  work- 

ing conditions.  Box  453A,  B-T. 

Vet,  2  wars,  32,  3  children.  August  grad  BA  Com- 
munication Arts.  Want  position  radio  and/or  tv. 

Announcing,  news,  production  crew.  Prefer  NW 
or  NE.  Living  wage  without  luxury.  Permanent. 
John  North,  815  Chestnut  Road,  E.  Lansing, 
Michigan. 

TELEVISION 

Help  Wanted 

Salesmen 

Television  salesman,  Iowa,  CBS,  vhf  full  power, 
guarantee  plus  commission,  send  complete  ex- 

perience, full  details,  Box  324A.  B«T. 

Announcers 

Fast  growing  station  in  bustling  sports-minded 
three  station  market  needs  top  grade  sportsman 
willing  to  forgo  play-by-play  in  favor  of  inten- 

sive local  sports  reporting  on  camera.  Also  need 
applications  from  aggressive  reporter-photog- 

raphers, well  trained  in  news  gathering  tech- 
nique for  television.  No  applicants  considered 

without  photograph,  voice  tape  and  resume  with 
references.  Box  430A,  B»T. 

Help  Wanted— (Cont'd) 
Announcers 

Experienced  announcer  for  large  eastern  netwo 
affiliate.  Straight  commercial  announcing  ai 
booth  work.  Give  full  resume  and  expect 
salary.    Box  483A,  B-T. 

Good  commercial  announcer  needed  immediate 
Must  have  commercial  broadcasting  experiem 
Send  resume,  complete  with  tape  and  photo, 
Charles  J.  Carey,  WNEM-TV,  814  Adams  Stre 
Bay  City,  Michigan. 

Technical 

Chief  engineer — uhf  experience  General  Elect 
12  kw— KSAN-TV,  1111  Market  Street,  San  Fra 
Cisco,  California.  J.  Paterson. 

Opening  for  video  and  transmitter  operator,  pn 
erable  experienced  on  RCA  equipment.  Wr 
Jesse  H.  Dove,  Chief  Engineer,  KWTX-TV,  B 
3128,  Waco,  Texas. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  easte 
network  affiliate.  Forward  copy  samples  and  coi 
plete  resume  with  salary  requirements.  B 

508G,  B-T. 

Experienced  news  photographer  for  local  sou 
and  silent  coverage.  Must  be  able  to  proc< 
small  amounts  of  news  footage.  Some  newswr 
ing  experience  helpful.  State  salary  requii 
ments  with  resume.    Box  509G,  B-T. 

Expanding  operation  needs  cameraman,  proje 
tionist,  announcer-news  man.  Write  Progr. 
Director,  WHTN-TV  Huntington,  West  Virginia 

Top-flight  girl  wanted  by  central  Pennsylvania 
station  to  handle  promotion  and  write  comm< 
cial  copy.  Prefer  someone  with  experience  a 
proven  ability.  Attractive  salary  for  right  pers< 
Contact  Jim  Curtis,  WSBA-TV,  York,  Penns vania. 

TV-RADIO  PEOPLE 

If  you  would  like  to  receive  our  national  publication,  TELEVIEWS,  let  us  know  and 
we  will  be  happy  to  send  it  to  you  at  no  cost  or  obligation. 

RADIO  &  TELEVISION 

SCHOOL 
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HOME  OFFICE : 1221  N.  W.  21st  Avenue 

I  Portland,  Oregon  •  CA  3-7246 

These  people  have  just  completed  nil 

months  of  training  in  Radio  &  Televisii 

Broadcasting  in  Northwest's  Washingtc 

D.  C,  studios  under  the  direction  of  exp 

rienced  Radio-TV  personnel. 

A  few  of  these  people  and  several  w 

have  completed  the  same  training  in  C 

cago  and  Portland  are  now  available,  i 

though  they  do  not  have  First  Class  Sicens 

some  are  ideally  suited  for  radio  com 

work.  Others  can  serve  you  well  in  be 

TV  announcing  and  production  work. 

Call  Northwest  FIRST!  For  immedU 

details  call,  wire  or  write  John  Birrel,  E 

ployment  Counselor. 



TELEVISION FOR  SALE RADIO 

Situations  Wanted Equipment 

Programming-Production,  Others 
i  
Promotion  director  of  former  uhf.  Responsible 
for  creation,  production,  promotion,  sales  of 
approximately  20  weekly  live  shows.  Ambitious! 
Young,  exempt,  BS,  seek  position  with  future. 
Box  457A,  B-T. 

Newswriter-tv.  Seeks  west  coast  radio-tv  news. 
2  years  on-mike,  1  tv  reporting.  College,  single, 
iL.A.,  references,  tapes.  Box  461A,  B»T. 

5  years  experience  tv  production.  Presently  em- 
ployed. Want  permanent  job  with  expanding 

|station.  Jack  W.  Call,  1204  W.  11th,  Sedalia,  Mis- jsouri. 

Versatile  man  with  radio-tv  training  in  writing, 
•floor  work,  directing,  and  news.  Graduating  with 
BA  Communication  Arts,  August  22.  Available  to 
[your  news  or  production  department  August  23. 
Can  use  still  camera.  Have  wife  who  keeps  me 
well  fed  and  happy.  Would  like  permanent  job 
with  future  and  would  like  to  continue  eating. 
Will  travel  anywhere,  available  for  interview. 
William  Lewis,  224  Milford,  E.  Lansing,  Michigan. 

FOR  SALE 

Stations 

Successful  Texas  250  watt  independent  station. 
Gross  increasing  every  year.  Profits  good.  Good 
loyal  listening  audience.  Box  463A,  B-T. 

Station  for  sale.  North  Carolina  independent, 
i Absentee  ownership  forcing  sale.  Small  down 
:  payment.  Full  information  to  qualified  buyers, 
i  Box  478A,  B«T. 

Industrial  Carolina  market  which  is  not  over- 
crowded with  stations,  fulltime,  favorable  fre- 

quency station;  $135,000  total.  Paul  H.  Chapman 
|  Co.,  84  Peachtree,  Atlanta. 

Tennessee  daytimer,  $70,000  on  terms.  Paul  H. 
Chapman  Co.,  84  Peachtree,  Atlanta. 

'Southern  major  market  daytimer,  middle  dial; no  active  owner-management  and  no  current 
profits;  strong  growth  area;  priced  $150,000  with 
liberal  terms  to  responsible  purchaser.  Paul  H. 
Chapman  Co.,  84  Peachtree,  Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Northeastern  fulltimer.  Excellent  for  owner- 
manager.    Small  market,  small  operation  with 

!  good  lease  situation.  Low  overhead,  breakeven 
operation.   Asking  $42,500.00,  at  least  50%  down. 

j  See  John  Hanly. 

Southeastern  fulltime,  combo  operation.  Staff 
of  nine.  Grossing  about  $65,000.00,  asking  $53,- 
000.00,  $18,500.00  down  with  land  and  building, 
or  $43,500.00  without.  $15,000.00  down.  See  John 
Hanly. 

New  England  daytimer,  single  market.  Estab- 
lished station  in  black.  Asking  $48,000.00,  all  cash. 

See  John  Hanly. 

Eastern  fulltime.  Gross  around  $125,000.00.  Oper- 
ating costs,  $100,000.00.  Salaries,  $52,000.00.  Ex- 

cellent frequency.  Asking  $125,000.00,  $50,000.00 
cash.  See  John  Hanly. 

Eastern  fulltime,  grossing  around  $125,000.00. 
Operating  costs,  $100,000.00.  Combo  operation. 
Asking  $130,000.00.  Terms  open.  See  John  Hanly. 

Also  two  Florida  stations,  both  under  $65,000.00. 
Both  need  good  owner-managers.  Terms  can  be 
arranged.  See  John  Hanly. 

For  the  best  station  buys  in  the  east  and  south. 
Call  John  Hanly,  1737  De  Sales  Street,  N.  W., 
Washington,  D.  C.  Executive  3-2185. 

Equipment 

RCA  TT-5A  high  band  transmitter,  factor  con- 
verted to  air  cooling.  Box  310A,  B-T. 

Complete  fm  station,  $3,000.00.  GE  BT-1A  250  w 
transmitter,  frequency  monitor,  ring  antenna, 
•550'  Vb"  coax  on  spool.  Box  377A,  B«T. 

Three  Ampex  400  portable  tape  recorders,  ex- 
cellent condition  presently  in  use — best  offer  for one  or  all.  Box  417A,  B«T. 

For  sale:  Presto  6-N  disc  recorder,  like  new,  with micro  and  regular  lead  screws.  Fairchild  620C-1 
amplifier  and  639-A  equalizer.  Box  441A,  B-T. 

2  RCA  type  86-A1  limiting  amplifiers,  both  in 
good  condition,  complete  with  tubes.  Sell  both 
for  $400,  or  separately  at  $225,  F.O.B.,  WHFB, 
Bentor  HaTbor,  Michigan. 

For  sale:  Scully  disc  recorder,  late  model  man- 
ually operated  machine,  excellent  condition.  Also, 

Model  200  Ampex  tape  machine,  30  and  15  inch 
speed.  Address  WSM,  Inc.,  Nashville  3,  Tenn. Attention:  Technical  Director. 

Stabiline.  Automatic  voltage  regulators  .  .  .  brand 
new — in  original  cases.  Type  EM  6210Y — electro- 

mechanical.   10KVA.    Nominal  output:  230  volts, 
3  phase.  Input  voltage  range:  195-225  V.  50/60 
cycles,  3  phases.  Output  voltage  range:  220-240  V. 
Output  current:  25  amps.  Mfg.  by:  Superior  Elec- 

tric Co.  Our  price,  $495.00  each,  F.O.B.  Jersey 
City,  N.  J.  Surplus  Merchandise  Dealers,  408 
Communipaw  Ave.,  Jersey  City,  Zone  4,  New Jersey. 

WANTED  TO  BUY 

Stations 

Radio  station  wanted  by  qualified  and  financially 
able  party.  Prefer  northeast.  Will  consider  any 
excellent  situation  east  of  the  Mississippi.  Earn- 

ings history  necessary.  Write  confidentially  and 
in  detail.  Prompt  action  assured.  Box  431A,  B-T. 

Interested  in  buying  station  250  w,  daytime. 
Texas,  Colorado,  New  Mexico,  small  town  with- 

out opposition.  Must  be  priced  right.  Box  435A. B-T. 

Sold  privately:  Two-thirds  of  all  the  radio  sta- 
tions listed  with  this  agency  since  its  establish- 
ment in  1953.  Dignified,  personal  service.  Ralph 

Erwin.  Licensed  broker  serving  Texas,  Colorado, 
Missouri.  Arkansas,  Oklahoma  and  Kansas.  1443 
South  Trenton,  Tulsa. 

Stations  wanted  now.  Operating  figures  imma- 
terial. Clients  interested  in  potential.  Ralph 

Erwin,  Broker.  Tulsa. 

Equipment 
Wanted:  General  Radio  RF  bridge  916-A  or  simi- 

lar model.  Also  a  150'  tower.  Box  432A,  B-T. 
Used  fm  antenna,  turntables,  Gray  106SP  arms, 
console,  patch  cords.  Give  price,  model,  age, 
condition  in  first  letter.  Box  449A.  B-T. 

Uhf — lkw  TXR.  (prefer  low  channel)  studio 
equipment  including  camera.  Manager,  WKDN, 
Camden  4,  N.  J. 

Wanted  to  buy:  10  kw  fm  transmitter.  XEAW, 
Box  268,  Monterrey,  Nuevo  Laredo,  Mexico. 

Used  Auricon  cine-voice.  Must  have  two  weeks 
on  trial  basis.  WSEE.  Erie,  Pa. 

Wanted:  Fm  frequency-modulation  monitor  and 
small  console  for  educational  station.  Swartzend- 
rouber,  Goshen  College.  Goshen,  Indiana. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
in  3  months.  For  details  write  Grantham  School, 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School.  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

The  National  Academy  of  Broadcasting,  America's 
pioneer  professional  school,  places  radio-tv  an- 

nouncers, writers,  producers.  Send  for  list  of 
alumni,  positions  held,  and  jobs  available.  3338 
16th  Street,  N.W..  Washington,  D.  C. 

FCC  first  phone  license.  Concentrated  speed 
course.  New  class  begins  September  17th.  Monty 
Koffer.  743  Hendrix  Street,  Brooklyn  7,  N.  Y. 

RADIO 

Help  Wanted 

Help  Wanted — (Cont'd) 
Managerial 

COMMERCIAL  MANAGER 

WANTED 

If  you  have  sound  business  judgment, 
the  ability  to  handle  people  and  a  sin- 

cere desire  to  make  a  lifetime  connec- 

tion, we're  interested  in  you  as  a  com- 
mercial manager  of  one  of  the  mid- 

west's largest,  soundest  and  most  suc- cessful radio  stations.  The  man  we 
want  will  have  a  strong  background 
in  both  national  and  local  sales.  Per- 

haps you're  now  commercial  manager 
or  sales  manager  of  a  small  operation 
with  a  limited  horizon.  If  you  have 
the  background,  if  you  are  young,  ag- 

gressive and  possessed  of  strong  de- 
termination to  move  ahead  with  a  suc- 

cessful, heads-up  team,  we  want  to 
hear  from  you.  This  is  an  important 
job  and  we  expect  to  pay  well  to  fill 
it.  Send  complete  resume  to 

Box  497A.  B»T 

Technical 

WANTA  LIVE  IN  TEXAS? 

One  of  Texas  top  5  kw  Independent  Sta- 
tion- has  opening  for  a  Chief  Engineer. 

Must  be  thoroughly  experienced,  includ- 
ing directional  antenna.  Send  complete 

background,  family  status  and  recent  pic- 
ture to  Box  459A,  B«T. 

ENGINEER— ILLINOIS 

First  class  chief  engineer.  Mainte- 
nance and  improvement  first  require- 
ment. Minimum  air  work  desirable, 

but  secondary.  Salary  above  average. 
Contact  Bob  Douglas,  WKAI,  Ma- 

comb, Illinois.   Call  1350  or  1573L. 

NEWSMAN  -  ANNOUNCER 

Top  5  KW  independent  needs  EXPERI- 

Programming-Production,  Others 

* 

*  going  local  news  set  up,  with  mobile  news 
i  unit  in  city  of  over  100,000.  A  few  hours  1 
I  per  week  of  D.J.  work  also  required.   Good  f 
J.  job  for  good  aggressive  man.    Send  tape,  \ 
+.  picture,    resume,    references    to:    KTRN  \ 
J  Wichita  Falls,  Texas.  J 

NEWSMAN 

Need  man  who  is  experienced  in  gather- 
ing, writing  and  delivering  local  news. 

About  3  hours  of  staff  announcing  daily. 
$350  to  start  and  a  permanent  job  for  the 
right  man.  Independent  250-watt  day- 

timer in  city  of  24,000.  Send  resume  and 

tape  to: 

WLOI 

LaPorte,  Indiana 

Broadcasting Telecasting August  13,  1956   •    Page  123 



TELEVISION FOR  SALE 

Help  Wanted Equipment 
Salesmen 

TELEVISION  SALESMAN 

We  need  aggressive,  experienced  television 
salesman  for  this  dominate  station  (VHF, 
major  networks)  in  an  important  mid- 
western  market.  The  man  we  need  will 
have  the  background  and  qualifications 
to  ultimately  step  into  a  position  of  real 

importance.  He'll  work  for  one  of  the 
soundest  organizations  in  the  country  with 
a  liberal  salary  and  commission  arrange- 
men.  If  you  have  the  qualifications  and 
are  looking  for  a  connection  really  geared 
for  growth,  send  us  a  complete  resume 
immediately. 

Box  496A,  B*T 

Technical 

BROADCAST 

ENGINEER 
....  to  operate  mobile  color  TV 
equipment.  Must  have  at  least  two 
years  black  and  white  video  control 
experience.  Some  maintenance  ex- 

perience desirable.  Considerable 
nation-wide  travel  involved  from 
Philadelphia  base.  Liberal  salary, 
benefits  and  expenses.  Send  com- 

plete resume. 
Box  250A,  B*T 

Situations  Wanted 

Managerial 

BUILDING? 

REORGANIZING? 

EXPANDING? 

I 

j  THE  KEY  to  a  profitable  opera- 
f    tion  may  be  a 

I   —QUALIFIED  man  on  your  staff 
at 

— SUPERVISORY  or  MANAGE- 
MENT level  with 

j    —successful  DIVERSIFIED  EX- 
f       PERIENCE  in 

—ENGINEERING,  OPERA- 
I       TIONS,  and  SALES  from 

1  ■ — license  application  to  PROFIT- 
ABLE OPERATION! 

j  For  resume,  references,  interview,  write 

j  Box  342A,  B*T 

SALES  MANAGER 

For  TV  national  and  local.  Presently 
employed  for  almost  10  years  with 
same  organization.  Looking  for  an 

opportunity  to  move  to  "Florida".  In- 
terested in  selling  Tv  or  Radio.  High- 

est recommendations  and  qualifica- 
tions.   Box  451A,  B«T 

FOR  SALE 

Equipment 

EQUIPMENT  FOR  SALE 
Portable  Fairchild  recorder,  complete 
with  amplifier  and  one  turntable,  over- 

head drive,  and  gears  for  various  cutting 
widths.  10  years  old.  $250  F.O.B.,  El 
Centro,  California,  or  best  offer. 

SATELLITE  OPERATORS 

Federal  2000mc  video  microwave 

system  with  10  ft.  parabolas. 

Good  working  condition.  Audio 

channel  unit  included.  Now  ac- 

cepting   offers.    Contact    J.  R. 

McKinley,  KTVR,  Denver,  Colo- 
rado. 

TOWERS 

RADIO— TELEVISION 
Antennas- — Coasial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland   11,  Oregon 

INSTRUCTION 

FCC  1st  PHONE  LICENSES 
IN  5  TO  6  WEEKS 

WILLIAM  H.  OGDEN — 10th  Yr»r 
1150  W.  Olive  Avr. 

Bur-hank,  Calif. 
Reservations  Necessary  All  (Ua.nes>— 

Over  170(1  Successful  Students 

MISCELLANEOUS 

NOTICE 
One  Shure  Microphone,  Model  300.  Ser. 2642 
Two  Altec  Microphone  System  Model  M20, 
Ser.  1129  and  1130 
One  Electro  Voice  Filter-type  Microphone 
One  Electro  Voice  Microphone  slim-line- type 

One  Mcintosh  Amplifier,  Model  150A,  Sfer. 
7216 
Two  General  Electric  Amplifiers,  A1320 
These  items  were  stolen  from  Recordex, 
Ltd.,  Suite  207,  Mining  Exchange  Build- 

ing, Denver  2,  Colorado. 
Any  information  of  the  above  listed 
items  should  be  sent  to  this  office  or  to 
Detectives  G.  E.  Tovrea  or  G.  F.  Curnow, 
Detective  Division,  Police  Department, 
City  of  Denver. 

FOR  THE  RECORD 

Continues  from  page  118 
cense  to  KJAY  Inc.  Application  is  for  assignment 
of  .07%  from  sole  owner  Robert  Honrs  to  his  wife 
Jeanne  Rohrs.  Filed  Aug.  7. 
KEDD  (TV)  Wichita,  Kan.— Seeks  assignment 

of  cp  to  Stanley  H.  Durwood.  Corporate  change, 
no  change  in  control.  Filed  Aug.  2. 
WMOO  Milford,  Mass. — Seeks  assignment  of  cp 

to  Milford  Bcstg.  Corp.  Corporate  change.  Filed 

Aug.  7. WNNJ  Newton,  N.  J. — Seeks  assignment  of  li- 
cense to  Sussex  County  Broadcasters.  Applica- 

tion is  to  delete  Elizabeth  Fairclough,  deceased, 
as  joint  tennant  of  33.3%  interest  with  her  hus- 

band William  Fairclough.   Filed  Aug.  7. 
WALY  Herkimer,  N.  Y. — Seeks  assignment  of 

cp  to  WALY  Inc.  Louis  Adelman  (20%)  is  ac- 
quiring 20%  from  40%  owner  Norman  E.  Jorgen- sen  and  20%  from  40%  owner  Seymour  Krieger. 

Consideration  is  directed  toward  cost  of  building 
station.  Mr.  Adelman  will  contribute  $8,750,  the 
other  two  owners  $4,375  each.  Filed  Aug.  7. 
WMPN  Smithfield,  N.  C— Seeks  assignment  of 

license  to  Smithfield  Bcstg.  Co.  J.  Fred  Horton 
(50%)  is  selling  his  interest  to  other  50%  owner 
John  S.  Townsend.  Consideration:  $13,000.  Filed 

Aug.  7. WCHI  Chillicothe,  Ohio — Seeks  assignment  of 
cp  to  First  Capital  Bcstg.  Co.  Corporate  change. Filed  Aug.  7. 
KWBU  Corpus  Christi.  Tex. — Seeks  assignment 

of  license  to  Broadcasters  Inc.  for  $150,000  in 
cash  and  notes.  Principals  include  Secy.  Frances 
C.  Gaguine  (22.5%),  homemaker;  Cresslenn  Oil 
Co.  (16.87%);  Harry  H.  Hayes  (11.25%),  present 
manager  of  KWBU;  Ben  F.  Vaughan  Jr.  (11.25%), 
oil  interests,  and  others,  none  holding  over  6%. Filed  Aug.  7. 
WLCX  La  Crosse,  Wis. — Seeks  assignment  of 

license  to  Lyons  Bcstg.  Co.  for  $45,000  cash.  Sole 
owner  Lyle  D.  Lyons  is  98%  owner  of  Lyons  & 
Associates  Inc.,  La  Crosse,  advertising  and  pro- motion firm.   Filed  Aug.  8. 

APPLICATIONS  RESUBMITTED 
KBBA  Benton,  Ark. — Resubmits  application 

seeking  assignment  of  license  to  C.  Lavelle  Lang- ley  and  Sam  Preston  Bridges  d/b  as  Benton 
Bcstg.  Service.  Resubmitted  Aug.  2. 
KHEM  Big  Spring,  Tex. — Resubmits  applica- tion seeking  assignment  of  license  to  Elm  Bcstg. 

Corp.   Resubmitted  Aug.  8. 

Hearing  Cases  . . . 

FINAL  DECISION 

Deadwood,  S.  D.— FCC  gave  notice  that,  since 
no  exceptions  have  been  filed  and  Commis- sion on  its  own  motion  has  not  ordered  review 
of  Initial  Decision  which  looked  toward  grant 
of  application  of  The  Heart  of  the  Black  Hills 
Stations  for  new  tv  to  operate  on  ch.  5  in  Dead- wood,  Initial  Decision  became  effective  Aug. 
6.  Announced  Aug.  8. 

INITIAL  DECISIONS 
Yuma,  Ariz. — Hearing  Examiner  H.  Gifford 

Irion    issued    Initial   Decision    looking  toward 
(1)  confirming  Commission's  Jan.  25  grant  to Wrather-Alvarez  Bcstg.  Inc.  of  cp  for  new  tv 
(KYAT  [TV])  to  operate  on  ch.  13  in  Yuma;  and 
(2)  denying  protest  by  KrVA  (TV)  Yuma,  An- nounced Aug.  6. 
Fresno,  Calif.  —  Hearing  Examiner  Basil  P. 

Cooper  issued  Initial  Decision  looking  toward 
grant  of  application  of  B.  L.  Golden  for  cp  for 
new  am  to  operate  on  980  kc,  500  w  D,  in  Fresno. Announced  Aug.  6. 
Manchester,  Conn. — Hearing  Examiner  Basil  P. 

Cooper  issued  Initial  Decision  looking  toward 
grant  of  application  of  Manchester  Bcstg.  Co. 
for  new  am  to  operate  on  1230  kc,  250  w  unl.,  in 
Manchester,  and  denial  of  competing  applications 
of  Regional  Bcstg.  Co.  and  Brothers  Bcstg.  Corp., 
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CALIFORNIA  NETWORK  VHF 

ENGINEERING  OPPORTUNITY 

We  need  engineers  at  once  for  expanding  operation  in  two  of  California's 

finest  small  coastal  cities.  Must  be  fully  qualified  and  experienced  in  main- 

tenance and  operation,  both  studio  and  transmitter.  Excellent  opportunity  for 

right  men.  Periodic  raises  and  profit  sharing  plan  demands  initiative  and  co- 

operative attitude.  Give  complete  experience  and  references.  Send  full  informa- 

tion to  Bill  Hargan,  Chief  Engineer,  KSBW-TV,  Post  Office  Box  1651,  Salinas, 
California. 

Broadcasting    •  Telecasting 



seeking  same  facilities  in  East  Hartford  and 
Hartford,  respectively.  Announced  Aug.  3. 

Billings,  Mont. — Hearing  Examiner  James  D. 
Cunningham  issued  Initial  Decision  looking  to- 

ward confirming  Commission's  Nov.  23,  1955, grant  of  application  of  Midland  Empire  Bcstg. 
Co.  for  cp  for  new  tv  (KGHL-TV)  to  operate  on 
ch.  8  in  Billings.  (Effective  date  of  Nov.  23  grant 
was  stayed  pending  hearing  on  protest  by 
KOOK-TV  Billings.  Announced  Aug.  2. 
Rochester,  N.  Y. — Hearing  Examiner  Elizabeth 

C.  Smith  issued  Initial  Decision  looking  toward 
(1)  affirming  Commission's  March  11,  1953,  grants 
of  cps  to  WHEC  Inc.  (WHEC-TV)  and  Veterans 
Bcstg.  Co.  (WVET-TV)  for  new  tv  stations  to 
operate  on  share-time  basis  in  Rochester;  and 
(2)  denying  protest  by  WSAY  Rochester.  An- 

nounced Aug.  6. 
WCHS-TV  Charleston,  W.  Va.— Hearing  Ex- 

aminer Basil  P.  Cooper  issued  Initial  Decision 
looking  towaTd  grant  of  application  of  WCHS-TV 
for  mod.  of  cp  to  move  trans.  11  miles  from 
Charleston;  increase  ant.  height  to  1236  ft.;  de- 

crease vis.  ERP  from  316  kw  to  158  kw;  change 
type  equipment,  and  make  other  equipment 
changes.  Announced  Aug.  8. 

Routine  Roundup  .  .  . 

August  2  Applications 
Accepted  for  Filing 
Renewal  of  Licenses 

KCKY  Coolidge,  Ariz.;  KDJI  Holbrook,  Ariz.; 
KIFN  Phoenix,  Ariz.;  KBOI  Boise,  Idaho; 
KFXD  Nampa,  Idaho;  KABQ  Albuquerque,  N. 
M.;  KGAK  Gallup,  N.  M. ;  KSWS  Roswell,  N.  M. ; 
KERB  Kermit,  Tex.;  KKOG  Ogden,  Utah;  KOVO 
Provo,  Utah;  KVRS  Rock  Springs,  Wyo. 

August  3  Applications 
Accepted  for  Filing 
Modification  of  Cp 

WGEE  Indianapolis,  Ind. — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of 
completion  date. 
KAGT  Anacortes,  Wash. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
WMGT  (TV)  Adams,  Mass.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Feb.  2,  1957. 

WBRE-TV  Wilkes-Barre,  Pa.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Dec.  1. 
Renewal  of  Licenses 

KYCA    Prescott,    Ariz.;    KELK    Elko,  Nev.; 
KONE   Reno,   Nev.;   KTNM   Tucumcarl,  N.  M.; 
KCYL  Lampasas,  Tex.;  KVOC  Casper,  Wyo. 

Remote  Control 
WGST  Atlanta,  Ga. 

August  6  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  Richard  A.  Mack 
Broadcast  Bureau — Granted  petition  for  exten- 

sion of  time  to  and  including  Aug.  6  to  file  re- 
sponse to  petition  to  enlarge  issues,  re  am 

applications  of  Polly  B.  Hughes,  Tampa,  Fla., 
and  Holiday  Isles  Bcstg.  Co.,  St.  Petersburg 
Beach,  Fla.  Action  Aug.  2. 
Polly  B.  Hughes,  Tampa,  Fla.— Granted  petition 

for  extension  of  time  to  and  including  Aug.  10 
to  file  reply  to  answer  of  Edmund  A.  Spence, 
tr/as  Holiday  Isles  Bcstg.  Co.,  St.  Petersburg 
Beach,  Fla.,  which  was  filed  to  Hughes'  petition 
to  enlarge  issues  with  respect  to  Spence  appli- 

cation. Action  Aug.  2. 
Broadcast  Bureau — Granted  petition  for  exten- 

sion of  time  to  and  including  Aug.  15  to  file 
exceptions  to  Initial  Decision  issued  in  ch.  13 
proceeding,  Biloxi,  Miss.  (Radio  Associates  Inc. 
and  WLOX  Bcstg.  Co.)   Action  Aug.  2. 
Capitol  Bcstg.  Co.,  Raleigh,  N.  C— Granted 

petition  for  extension  of  time  to  and  including 
Sept.  4  to  file  reply  to  petition  to  reopen  record, 
rehear  and  reconsider  and  for  stay,  filed  in  ch. 
5  proceeding  on  July  30  by  WPTF  Radio  Co. 
Action  Aug.  2. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

Claremore,  Okla. — Ordered  that  am  application 
of  Claremore  Bcstg.  Co.,  Claremore,  is  dismissed 
with  prejudice  for  failure  to  prosecute,  and  fur- 

ther ordered  that  petition  of  KUOA  Siloam 
Springs,  Ark.,  for  dismissal  of  application  in- 

volved, is  hereby  dismissed.    Action  Aug.  2. 
Hearings — Ordered  that  following  applications 

are  scheduled  for  hearing  on  dates  shown:  Am 
applications  of  KLFT  Golden  Meadow,  La.,  on 
Sept.  19;  Radio  Station  KODY  (KODY),  North 
Platte,  Neb.,  on  Sept.  24;  Radio  Mount  Kisco 
Inc.,  Mt.  Kisco,  N.  V.,  on  Sept.  28;  Joseph  M. 
Ripley  Inc.  and  Robert  Hecksher,  Jacksonville, 
Fla.,  on  Oct.  5;  WCBQ  Sarasota,  Fla.,  for  cp  to 
replace  expired  cp  and  for  mod.  of  cp,  on  Oct. 
12;  West  Shore  Bcstg  Co.,  Beacon,  N.  Y.,  et  al.,  on 
Oct.  16.    Action  Aug.  2. 

By  Hearing  Examiner  Basil  P.  Cooper 
Port  Arthur,  Tex. — Issued  second  order  con- 

trolling conduct  of  hearing  in  ch.  4  proceeding 
(Port  Arthur  College,  et  al.);   further  hearing 
will  be  held  beginning  Sept.  26  at  which  time 

Broadcasting    •  Telecasting 

date  for  further  hearing  and  cross-examination 
of  principals  and  date  for  taking  of  depositions 
will  be  specified.   Action  Aug.  2. 

August  7  Decisions 
BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 

Actions  of  Aug.  3 
Following  were  granted  licenses  for  am  sta- 

tions: Bi-Stone  Bcstg.  Co.,  Mexia,  Tex.  (KBUS); 
Dana  W.  Adams,  Tyler,  Tex.  (KDOK);  Wes  Dean 
and  Co.,  Henderson,  Tex.  (KWRD). 

Actions  of  Aug.  2 

WGST  Atlanta,  Ga. — Granted  authority  to  op- 
erate trans,  by  remote  control  from  165  8th 

Street,  N.  W. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WACA-TV  Camden,  S.  C, 
to  10-16-56;  WHK-TV  Cleveland,  Ohio,  to  10-16-56; 
WTOC-TV  Savannah,  Ga.,  to  2-26-57;  WXTV 
(TV)  Youngstown,  Ohio,  to  10-16-56;  KBIC-TV 
Los  Angeles,  Calif.,  to  10-16-56;  WARM-TV 
Scranton,  Pa.,  to  2-11-57;  WCOC-TV  Meridian, 
Miss.,  to  10-16-56. 

Actions  of  Aug.  1 
KFDA-TV  Amarillo,  Tex.— Granted  license  for tv  station  (ch.  10). 
KVDO-TV  Corpus  Christi,  Tex.— Granted  li- 

cense for  tv  station  (ch.  22)  and  to  specify  trans, 
and  studio  location  as  409  S.  Staples  St.  (not  a move). 

KWTX-TV  Waco,  Tex.— Granted  license  for  tv 
station  (ch.  10)  and  to  specify  studio  and  trans, 
location  as  4520  Bosque  Blvd.  (change  in  descrip- 

tion only,  not  a  move). 
KTSM-TV  El  Paso,  Tex.— Granted  license  for 

tv  station  (ch.  9). 
KCFM  (FM)  St.  Louis,  Mo.— Granted  mod.  of 

SCA  for  both  simplex  and  multiplex  basis. 
Actions  of  July  31 

WMMW  Meriden,  Conn. — Granted  authority  to 
operate  trans,  by  remote  control  from  W.  Peak 
Mountain  (WMMW-FM  trans,  site). 
WHHH  Warren,  Ohio — Granted  license  covering 

changes  in  DA-N. 
WAMM  Flint,  Mich. — Granted  license  for  am station. 
Following  were  granted  extension  of  completion 

dates  as  shown:  WNDU-TV  South  Bend,  Ind.,  to 
2-1-57;  WINS  New  York  N.  Y.,  to  10-9-56;  KCLS 
Flagstaff,  Ariz.,  to  9-21-56;  WCOG  Greensboro, 
N.  C,  to  10-21-56;  WNYC  New  York,  N.  Y.,  to 
11-2-56;  KWRO  Coquille,  Ore.,  to  10-31-56, 
WNMP  Evanston,  111.,  to  11-23-56;  WJLD  Home- 
wood,  Ala.,  to  10-16-56;  KUMA  Pendleton,  Ore., 
to  11-30-56,  conditions:  KSLA  Pasadena,  Calif., 
to  12-31-56,  conditions. 

Actions  of  July  30 
WTHI-TV  Terre  Haute,  Ind.— Granted  license 

for  tv  station  (ch.  10). 
WSIL-TV  Harrisburg,  111. — Granted  license  for 

tv  station  (ch.  22). 
KULA-TV  Honolulu,  Hawaii— Granted  license 

for  tv  station  (ch.  4). 
KFYR-TV  Bismarck,  N.  D. — Granted  license 

for  tv  station  (ch.  5). 
KOLN-TV  Lincoln,  Neb. — Granted  license  for 

tv  station  (ch.  10). 
WFBM-TV  Indianapolis,  Ind. — Granted  license 

covering  changes  in  facilities. 

KOB-TV  Albuquerque,  N.  M. — Granted  license 
covering  changes  in  facilities. 
WCAU-FM  Philadelphia,  Pa.— Granted  mod. 

of  SCA,  which  granted  multiplex  basis,  for  sim- 
plex operation. 

Following  were  granted  extensions  of  com- 
pletion dates  as  shown:  WPGC  (FM)  Morning- 

side,  Md.,  to  1-20-57,  conditions;  WAZL-FM  Hazle- 
ton,  Pa.,  to  10-16-56:  WNYC-FM  New  York,  N.  Y., 
to  10-16-56;  WRAK-FM  Williamsport,  Pa.,  to  10- 16-56. 

August  7  Applications 
Accepted  for  Filing Modification  of  Cp 

KTVF  (TV)  Anchorage,  Alaska — Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date. 
KVVG  (TV)  Tulare,  Calif.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  March  1,  1957. 

KPOO  San  Francisco,  Calif. — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of 
completion  date. 
KCBY  Coos  Bay,  Ore. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
KLAN  Renton,  Wash. — Seeks  mod.  of  cp  (which 

authorized  change  in  frequency;  change  power; 
change  hours  of  operation;  install  DA-1,  and 
change  trans,  location)  for  extension  of  comple- tion date. 

License  to  Cover  Cp 

KCOP  (TV)  Los  Angeles,  Calif. — Seeks  license 
to  cover  cp  which  authorized  installation  of 
auxiliary  trans,  and  ant.  at  main  trans,  site. 
KARD-TV  Wichita,  Kan. — Seeks  license  to 

cover  cp  which  authorized  new  tv. 
KOMU-TV  Columbia,  Mo. — Seeks  license  to 

cover  cp  which  authorized  new  tv. 
KUTV  (TV)  Salt  Lake  City,  Utah— Seeks  li- 

cense to  cover  cp  which  authorized  new  tv. 
Renewal  of  Licenses 

KVNA  Flagstaff,  Ariz.;  KTAR  Phoenix,  Ariz.; 
KIFI  Idaho  Falls,  Idaho;  KOH  Reno,  Nev.;  KVBC 
Farmington,  N.  M.;  KFUN  Las  Vegas,  N.  M.; 
KORC  Mineral  Wells,  Tex.;  KSVC  Richfield, 
Utah;  KSL  Salt  Lake  City,  Utah;  KVEL  Vernal, 
Utah;  KASL  Newcastle,  Wyo. 

August  8  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

WEHH  Elmira  Heights,  N.  Y.— Seeks  license  to 
cover  cp  which  authorized  new  am  and  to  specify 
studio  location  and  remote  control  point. 
KDKA-TV  Pittsburgh,  Pa.— Seeks  license  to 

cover  cp  which  authorized  changes  in  facilities of  existing  tv. 
KGUL-TV  Galveston,  Tex. — Seeks  mod.  of  cp 

which  authorized  changes  in  facilities  of  existing 
tv. 
KEPR-TV  Pasco,  Wash. — Seeks  license  to  cover 

cp  which  authorized  new  tv. 
Renewal  of  Licenses 

KVAR    (TV)    Mesa,    Ariz.;    KIDO-TV  Boise, 
Idaho;  KSL-TV  Salt  Lake  City,  Utah. 

Modification  of  SCA 
KGMS-FM  Sacramento,  Calif. — Seeks  mod.  of 

SCA  to  operate  on  both  simplex  and  multiplex 
basis. 

lROAJ>€ASTING 
TELECASTING 

THE    NEWSWEEKLY    OF    RADIO    AND  TELEVISION 

1735  De  Sales  Street.  N.  W ..  Washington  6,  D.  C. 

PLEASI  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

□  52  weekly  issues  of  BROADCASTING  •  TELECASTING 
□  52  weekly  issues  and  BROADCASTING  Yearbook-Marketbook 
□  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook 

L~T  52  weekly  issues  and  both  Yearbook-Marketbooks 

$7.00 9.00 9.00 

11.00 

□  Enclosed 

□  Bill 

title/ position 

company  name 

address 

city 

Please  send  to  home  address  —  — 

tone 
AIR  MAIL  SERVICE  AVAILABLE  ON  ALL  SUBSCRIPTIONS  AT  POST- 

AGE COST.  WEST  COAST  SUBSCRIBERS  ADD  $41.60  TO  ANNUAL 

SUBSCRIPTION  RATE.   COST  TO  OTHER  LOCALITIES  ON  REQUEST. 
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editorials 

Dragnet:  Celler  Style 

CONVENTION  HALL THE  ludicrous  extremes  to  which  the  Celler  television  investigat- 
ing committee  is  going  in  its  cloak-and-dagger  inquiry  to  be 

premiered  in  New  York  next  month  are  illustrated  by  these  demands 
its  staff  made  last  week: 

1.  Networks  were  ordered  to  supply  all  station  affiliation 

contracts  (which  are  in  the  FCC  files  anyway)  and  all  con- 

tracts with  talent,  latter  revealing  "trade  secrets"  long  held inviolate. 

2.  NARTB  is  requested  to  supply  all  information  since  1950 
on  tabs  for  hotels,  meals,  and  other  expenses  of  members  and 
staff  of  the  FCC  who  have  attended  national  conventions, 

district  or  area  meetings  or  other  functions. 
3.  Members  of  the  FCC  are  asked  to  throw  open  their 

personal  files  of  correspondence  relating  to  radio,  tv  or  com- 

munciations  with  any  parties  "interested"  in  these  fields,  going 
back  to  1950  (which  presumably  covers  former  commissioners 
who  served  during  the  past  six  years). 

How  good  the  fishing  will  be  we  don't  know.  Nor  are  we  sure 
of  the  motives.  But  it  is  clear  that,  since  the  September  premiere 

comes  before  the  November  elections,  there  is  "publicity"  value  to 
a  big  name  show  in  New  York — Chairman  Celler's  home  town. 
It  also  becomes  evident  that  if  people  in  the  business  of  broadcast- 

ing want  to  avoid  running  afoul  of  Subcommittee  No.  5  of  the 
House  Judiciary  Committee,  they  practically  will  have  to  quit 
writing,  phoning  or  telegraphing. 

The  Hot  &  Bothered  Air 

FROM  now  until  November  the  air  will  be  busy  with  politics. 
The  networks  will  take  in  about  $15  million  for  coverage  of 

the  political  conventions  alone-r-and  spend  about  $20  million. 
Stations  will  lose  millions  in  revenue  because  of  pre-emptions,  and 

can't  even  call  it  public  service. 
Politicians  who  have  been  clobbering  broadcasting  as  monopo- 

listic will  mug  and  elbow  toward  camera  and  microphone.  Their 
political  lives  depend  upon  being  seen  and  heard  back  home. 
Broadcasters  suddenly  become  the  sweethearts  of  the  smoothies  of 

both  parties. 
There  will  be  the  biggest  audience  in  history,  seeing  more  in 

living  rooms  than  those  with  the  smell  of  the  arenas  in  their  nostrils. 
The  audience  created  by  whom?  The  politicians?  Or  the  networks 

and  their  affiliated  stations?  Harried  networks  that  today  are  spend- 
ing time  and  money  answering  ridiculous  questionnaires  and  baring 

their  business  secrets  to  competitors. 

Why  do  our  lawmakers  regard  broadcasting  as  something  they 

created?  Why  do  they  badger  networks  as  having  been  born  full- 
blown, and  as  monopolies  per  se? 

Turn  back  the  clock.  Who  did  "invent"  the  networks?  If  they 
hadn't  been  "invented"  or  contrived,  what  might  have  been  the 
broadcasting  picture  in  this  country,  and  in  the  world? 

If  networks  had  not  been  created,  obviously  someone  would 
have  had  to  invent  them.  And  probably  monuments  would  have 
been  erected  to  commemorate  their  genius.  There  are  monuments 
to  Fulton  and  his  steamboat,  Morse  and  his  telegraph,  Marconi 
and  his  wireless,  Bell  and  his  telephone. 

Isn't  broadcasting — nationwide,  worldwide  broadcasting— just 
as  miraculous? 

Who  did  "invent"  broadcasting?  Probably  no  single  person. 
But  the  idea  of  voice  and  music  transmission  without  wires  into 

the  homes  of  the  nation  sprang  from  the  fertile  brain  of  David 

Sarnoff,  half-engineer,  half-businessman  and  all  genius.  It  was  he 
who  sold  his  idea  to  his  superiors  in  the  then  newly-created  RCA, 
and  he  who  blue-printed  the  first  network.  The  same  David  Sarnoff 
today  is  the  force  behind  colorizing  television,  with  undiminished 
vigor  and  drive  (and  losses)  that  animated  his  introduction  of  the 
first  radio  network  just  30  years  ago. 

Then,  two  years  after  NBC's  birth  in  1926,  came  William  S. 
Paley,  fresh  out  of  school,  and  his  reorganized  CBS,  to  offer  NBC 
competition.    At  26,  he  saw  opportunity  and  challenge  in  radio. 

Neither  did  it  alone.  Sarnoff  had  Alyesworth  and  McClelland 

and  Woods  and  Trammell,  among  others.  Paley,  with  the  magic 
touch  of  picking  people,  had  Edward  Klauber  and  Paul  Kesten. 
Then  he  came  up  with  brilliant  Dr.  Frank  Stanton,  who  directs 

Prawn  for  BROADCASTING  •   TELECASTING  by  Sid  Hi 

"How  about  washing  this  shirt  for  me  while  you're  demonstrating?  I  g< 
on  the  air  in  10  minutes." 

CBS  Inc.  overall  operations  in  the  fiercely  competitive  battle  of  thf 
networks  which  makes  radio  and  tv  broadcasting  the  tremendou: 
public  services  they  are  today.  It  is  competition  with  such  figure 

as  the  second-generation  Bob  Sarnoff  and  Pat  Weaver  at  NBC 
Bob  Kintner  and  Leonard  Goldenson  at  ABC-United  Paramount 

and  Tom  O'Neil  and  John  Poor  at  General  Teleradio-Mutual 
There  are  dozens  of  others,  past  and  present,  who  warrant  mentioi 
in  the  as  yet  unwritten  and  unexploited  saga  of  broadcasting. 

Born-to-the-purple  monopolies,  indeed!  Muscle  and  sweat  an< 
buckets  of  red  ink  were  spent  in  the  building  of  broadcasting 
There  were  battles  against  the  entrenched  printed  media.  An< 

against  government  ownership,  which  would  have  atrophied  radii 
and  stifled  free  enterprise. 

Those  delegates  to  the  conventions  in  Chicago  this  week  am 
San  Francisco  next,  should  go  home  and  count  the  blessings  tha 
radio  and  television  have  brought.  And  those  who  return  to  Wash 

ington's  hallowed  halls  might  consider  the  matter  of  a  few  monu 
ments  to  the  men  who  had  the  vision  and  fortitude  to  "invent"  th 
stations  and  the  networks  that  are  radio  and  television. 

The  Camel's  Nose 

THERE'S  an  old  Arab  proverb  about  the  camel  getting  his  nos 
under  the  tent.  Pretty  soon  the  whole  camel  is  in  and  th 

Arab  evicted. 

The  FCC  last  week  demonstrated  its  knowledge  of  this  ancien 

lore  by  denying  an  educational  (non-commercial)  tv  station  i 
Pittsburgh  the  right  to  telecast  NBC  coverage  of  the  political  con 
ventions,  commercials  and  all,  and  get  paid  for  it.  And  this  wasn 
the  first  effort  of  a  non-commercial  educational  outlet  to  stealthil 
become  commercial. 

WQED  (TV)  Pittsburgh  got  its  automatic  grant  for  ch.  13  on  th 

basis  of  the  FCC's  "educational  reservations."  It  was  not  subjecte 
to  adversary  proceedings,  involving  time  and  money,  as  hav 
others  in  the  Pittsburgh  area  who  are  still  embroiled  in  expensiv 

litigation  dating  back  to  the  freeze  of  1948. 
The  whole  question  of  educational  reservations  should  be  r< 

solved.  In  the  four  years  since  the  freeze,  only  43  of  the  24 
educational  reservations  have  been  picked  up.  There  are  21  st£ 

tions  on  the  air — 16  of  them  vhf.  And  there  are  10  application 
pending.  How  long  should  these  uncalled  for  channels  just  sit  un 
used,  when  there  is  public  demand  for  additional  service? 

As  for  the  Pittsburgh  situation,  it  is  deplorable  that  no  ne\ 
grants  have  been  made  for  commercial  facilities.  Hinder  and  dela 
tactics  have  been  used  by  disgruntled  parties  in  open  defiance  o 
the  public  need  for  additional  service.  Certainly,  the  FCC  is  duty 
bound  to  expedite  its  proceedings  when  the  need  is  so  glaringl 
urgent,  not  only  in  Pittsburgh  but  in  other  areas  where  thinly 
veiled  blocks  have  been  thrown. 
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e  suits  Keep  KP  RC  -TV  First   in  Houston 

One  supermarket  chain  sold  216,000  boxes  of  strawberries 

in  less  than  three  hours  as  a  result  of  a  single 

20-second  announcement  on  KPRC-TV!  For  more  than 

seven  years  advertisers  have  known  the  dynamic  and  frequently 

dramatic  selling  power  of  Houston's  Channel  2. 

Today  more  than  250  local,  regional  and  national  spot 

advertisers  are  selling  the  Golden  Gulf  Coast  market 

via  KPRC-TV.  Accelerate  your  sales. 

Use  Houston's  experienced  station  .  .  .  KPRC-TV. 

KPRC-
TV 

HOUSTON 

CHANNEL 

JACK  HARRIS,  Vice  President  and  General  Manager 

JACK  McGREW,  National  Sales  Manager 

Nationally  Represented  by 

EDWARD  PETRY  &  CO. 

I  R  S  T        IN  TV WITH        OVER        700        MAN-YEARS  EXPERIENCE 



Nearly 

everybody 

listens 

to 

kl 

in  their  homes 

or  in  their  cars 

A  recent  "Pulse"  survey  shows  that 

Push  Button  setting  in  Los  Angeles 

area  cars  was  distributed  among 

stations  as  follows: 

NET. 

NET. 

A 

B 

klac 

NET.  C 

INDEPENDENT  A 

NET.  D 

INDEPENDENT  B 

INDEPENDENT  C 

INDEPENDENT  D 

MISCELLANEOUS 

%  of  total  cars 

55.0 

53.5 

46.6 

43.0 

36.7 

34.8 

34.8 

18.3 

3.4 

11.5 

Proving  again  that 

"Nearly  everybody''  listens  to 

Los  Angeles 

M.  W.  Hal!,  president-general  manager*  Felix  Adams,  general  sales  manager  »  represented  nationally  by  Adam  Young,  Inc. 
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60  seconds 

is  all 

it  takes. . . 

7,942,107*  automobiles  rolled  off  American 

production  lines  in  1955.  That's  an  average 
per  working  day  of  63  cars  every  60  sec- 
onds. 

To  keep  automobiles  rolling  from  factory 

to  family — and  to  move  your  merchandise 

too — 60  seconds  is  all  it  takes  on  Spot 
Radio  .  .  . 

It  costs  less  to  reach  more  of  your  potential 

customers  .  . .  wherever  they  are  .  .  .  who- 

ever they  may  be  .  .  .  at  the  precise  time 

and  place  of  your  choice. 

60  seconds — or  less — is  all  it  takes  to  sell 

them  with  the  rigbt,  bright  buy — Spot 
Radio. 

*  An  estimated  6,591,948  of  these  cars  were 

radio  equipped!  Millions  listen  to  Radio 

while  keeping  their  eyes  on  the  road. 

WSB  Atlanta 

WGN  Chicago 

WFAA  Dallas-Fort  Worth 

WIKK   Erie 

KPRC   Houston 

WJIM  .  .   Lansing 

KARK  Little  Rock 

WISN   Milwaukee 

KSTP  Minneapolis-St.  Paul 
WTAR  Norfolk 

WIP   Philadelphia 

WRNL  Richmond 

KCRA   Sacramento 

WOAI   San  Antonio 

Represented  by 

KFMB    San  Diego 

KMA   Shenandoah 

KTBS   Shreveport 
WNDU   South  Bend 
KVOO  Tulsa 

ABC.  .  .Pacific  Radio 

Regional  Network 
Texas  Quality  Network 

s 
SINESS WEEKLY  OF 

AND  TELEVISION 

EDWARD  PETRY  &  €0..  inc 
THE  ORIGINAL  STATION  REPRESENTATIVE 

NEW  YORK CHICAGO 
ATLANTA DETROIT LOS  ANGELES 

SAN  FRANCISCO 
ST.  LOUIS 



Among  the  television  markets  foremost  in 

the  manufacture  of  leather  and  leather 

products,  the  Channel  8  Multi-City  Market 

ranks  seventh,  based  on  production  figures 

for  America's  top  100  counties  (SALES 

MANAGEMENT  "Survey  of  Buying  Power"  — 
May  10,  1956)  This  is  just  one  phase  of  the 

widely  diversified  industry  which  makes 

the  WGAL-TV  Channel  8  market  a  buying 

market  for  your  product. 

STEINMAN  STATION 

Clair  McCollough,  Pres. 

Representative 

the  MEEKER  company,  inc. 

New  York  Los  Angeles 

Chicago  San  Francisco 
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closed  circuit, 

COULD  BE  TROUBLE  •  Network  execu- 
tives attending  Democratic  Convention  in 

]  Chicago  were  concerned  about  possible  ap- 
plication of  Section  315  equal  time  pro- 

vision for  candidates  for  public  office. 
Dozen  speakers  last  week  were  candidates 

for  Senate  or  for  re-election.  Will  Republi- 

'  can  opposite  numbers  seek  equal  time? 
And  what  about  those  at  this  week's  GOP 
convention  who  are  candidates,  like  Key- 

noter Gov.  Langlie  of  Washington,  who  is 

running  against  Sen.  Magnuson,  Demo- 
j,  cratic  incumbent? 

B»T 

QUESTION:   Did   Democratic  National 

Committee  Chairman  Paul  Butler's  plea 
!  for  contributions  in  his  curtain-raiser  ad- 

dress constitute  violation  of  major  network 

rules  against  soliciting  of  funds?  He  asked 
for  $1 ,  $5  or  $10  donations  to  party,  after 

)  citing  necessity  of  whistle-stop  campaign 

;  and  contending  that  Demos  don't  have  big 
|  money  available  like  GOP  for  extensive  use 
of  television  and  radio. 

B«T 

LOEW'S  LONG  AIM  •  Deal  by  Loew's 
i  with  unspecified  New  York  tv  outlet,  pos- 

sibly along  same  pattern  as  $4  million  lease 

of  its  MGM  library  to,  and  $1.6  million- 
plus  purchase  of  stock  in  KTTV  (TV)  Los 

j  Angeles  (see  story  page  58).  was  reported 

in  "serious  consideration"  stage  Friday. 
Loew's  has  aim  of  working  arrangements 
(not  necessarily  ownership  interest)  with 
stations  in  five  to  ten  top  U.  S.  markets. 

Another  goal:  to  become  one  of  top  sup- 
pliers of  tv  programs  for  sale  to  advertisers, 

agencies,  networks.  If  and  when  this  is 

fait  accompli,  Loew's  would  be  in  position 
to  "experiment"  with  idea  of  tv  film  net- 
work. 

B»T 

HOUSE  Small  Business  Committee  defi- 

nitely will  release  this  week  record  of  hear- 
ings last  March  on  uhf  and  alleged  network 

influence  over  FCC.  And  woven  into  rec- 
ord will  be  samples  of  network  inter-office 

memoranda  subpoenaed  from  network  files 
but  never  formally  introduced  at  hearings. 

More  extensive  disclosure  of  private  net- 
work correspondence  is  expected  later 

when  committee  issues  report  and  recom- 
mendations based  on  its  hearings  and  in- 

vestigation. 
B»T 

AT-LARGE,  AT-LOGGERHEADS  •  Fo- 
cal point  of  interest  for  radio  broadcasters 

during  NARTB  regional  meetings  starting 
Sept.  17  will  be  open  discussion  of  proposal 

to  drop  eight  at-large  directors  from  Ra- 
dio Board.  Host  directors  at  meetings  are 

arranging  panels  to  lead  discussion,  sched- 
uled after  President  Harold  E.  Fellows 

luncheon  speech  on  opening  day.  Radio 

membership  voted  5-4  in  favor  of  dropping 
at-large  directorships,  but  board  was  forced 

■■■■■■■■HHIHHHII^H 

Broadcasting   •  Telecasting 

to  call  new  vote  after  more  than  5%  of 

members  petitioned  for  such  action  on 
ground  issues  were  not  clearly  defined  in 
ballot  background  material. 

B«T 

CBS  INC.  President  Frank  Stanton  was 

forced  to  miss  his  first  meeting  as  member 
of  board  of  New  York  Life  Insurance  Co. 

because  of  controversy  provoked  by  Dem- 
ocratic National  Committee  Chairman 

Paul  Butler  over  CBS  failure  to  carry  "Pur- 

suit of  Happiness"  film  on  convention's 
opening  day  in  Chicago  (see  story  page  72). 
Dr.  Stanton  planned  to  attend  Wednesday 

hoard  meeting  in  New  York  but  didn't  get 
away  until  Thursday  after  thiitqs  cooled 
off. 

ON  THE  BARRELHEAD  •  Oregon 

broadcasters  already  are  sweating  out  po- 
litical demands  for  radio-tv  time  though 

election  is  2Vi  months  away.  Besides  na- 
tional campaigning,  stations  are  being  con- 
tacted by  campaign  directors  for  Douglas 

McKay  (R)  and  Sen.  Wayne  Morse  (D), 
hot  candidates  for  U.  S.  Senate  seat.  Many 
stations  in  state  refuse  to  make  firm  com- 

mitments at  present,  knowing  time  must  be 
available  for  all  principal  candidates.  Usual 

policy  is  to  require  payment  in  advance 
from  political  buyers. 

B»T 

CROWELL-COLLll.R  isn't  backing  away 
from  its  $16.5  million  purchase  of  Bitner 
stations  in  Midwest  despite  delay  in  filing 

for  FCC  approval.  At  least  that's  word 
from  C-C  sources  who  insist  deal  is  still 

"very  much  alive."  Contract  was  signed 
nearly  four  months  ago  hut  papers  have 
not  yet  been  submitted  to  Commission. 
Main  delay  is  still  believed  to  center  around 

C-C  effort  to  get  bank  money  at  its  own 
terms.  Bitner  stations  are  WFBM-AM-TV 

Indianapolis;  WOOD-AM-TV  Grand  Rap- 
ids. Mich.;  WTCN-AM-TV  Minneapolis, 

and  WFDF  Flint,  Mich. 

B»T 

TWO  FOR  THE  GRIDDLE  •  It  looks  as 

though  House  Antitrust  Subcommittee  will 
concentrate  its  fire  on  CBS  and  NBC  when 

it  opens  New  York  hearings  some  time 

next  month.  Letters  asking  for  detailed  in- 
formation on  program  and  talent  deals 

went  last  week  to  those  two  (story  page  84) 

but  not  to  ABC-TV,  which  also  has  ex- 

tensive talent-production  arrangements. 

Date  of  hearings,  to  be  conducted  by  Chair- 
man Emanuel  Celler  (D-N.  Y.),  still  uncer- 
tain, except  that  it  will  be  in  September. 

B»T 

BOND  Stores  Inc.,  (clothing  chain),  New 
York,  reported  to  be  looking  for  strips  of 

tv  news  or  sports  programs  which  it  will 
use,  among  other  forms  of  programming. 

in  unspecified  number  of  markets  in  ex- 
panding its  national  advertising  schedule. 

For  past  few  months,  it's  understood. 
Bond's  two  agencies,  Joseph  Katz  Co..  New 
York  and  Baltimore,  and  Compton  Adv., 

Los  Angeles,  have  been  reviewing  client's 
radio-tv  activities  during  and  after  its  ten- 

ure with  now-defunct  Biow  Co.  Bond  cur- 
rently has  tv  news  programs  on  air  in  New 

York,  Cleveland  and  Los  Angeles,  and 

weather  program  in  Rochester,  N.  Y.  It 

also  has  radio  campaigns  in  10  other  mar- 
kets. New  campaign  will  solidify  existing 

markets  and  open  up  new  ones. 

B»T 

BEARDS  ABROAD  •  With  electric  shaver 

sales  jumping  on  world-wide  scale,  Rem- 
ington-Rand Shaver  Div.,  Bridgeport, 

Conn.,  of  Spcrry-Rand  Corp.,  New  York, 
has  instructed  its  international  advertising 

agency,  Robert  Otto  &  Co..  to  look  for 

syndicated  tv  film  series  for  South  Ameri- 
can placement. 

B»T 

RESIGNATION  of  Spencer  Allen,  veteran 

of  IS  years  with  Chicago  Tribune  broad- 
cast interests,  as  director  of  combined 

WGN-AM-TV  news  operations,  is  attrib- 

uted to  policy  differences  over  news  cover- 
age with  new  WGN  Inc.  management  team. 

Mr.  Allen,  who  will  announce  future  plans 

shortly,  was  credited  with  producing 

WGN-TV's  award-winning  Chicagoland 
Newsreel  past  eight  years. 

B»T 

FEATURE  FLOOD  •  Claim  to  title  of 

"biggest  user  of  first-run  feature  films  in 

the  country"  is  being  eyed  by  RKO-Tele- 
radio's  WOR-TV  New  York.  With  RKO 

library  to  draw  on,  it's  revamping  fall  line- 
up to  point  where  approximately  85%  of 

its  110  hours  of  weekly  programming  will 
be  feature  films. B»T 

PUSH  in  spot  tv  by  Philip  Morris  Inc.  for 

its  hardpack  (fliptop)  king-size  Philip  Mor- 
ris cigarette  (story,  page  50)  will  call  for 

"somewhere  between  $400,000  and  $500,- 
000."  between  now  and  end  of  year,  ac- 

cording to  PM.  Firm  has  $2  million  allo- 
cated to  spot  tv  for  balance  of  1956.  For 

first  six  months  of  year,  PM  spent  nearly 
$3'/2  million  in  tv  spot  (see  listing,  page 
40). 

B»T 

KINGPIN  P&G  •  Procter  &  Gamble  with 

combined  expenditure  of  over  $34  mil- 
lion in  spot  tv  and  network  tv  during 

first  six  months  of  this  year  (see  tabula- 

tions, pages  39,  40)  holds  its  No.  1  position 
with  plenty  of  margin.  Nearest  to  P&G  is 
Colgate-Palmolive  which  spent  total  of 
little  more  than  $12  million  in  spot  and 
network  television. 
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at  deadline 

TV,  WHICH  GAVE  HIM  NATIONAL  STATURE, 

WILL  FIGURE  BIG  IN  KEFAUVER  CAMPAIGN 

BUSINESS  BRIEFLY 

DEMOCRATIC  campaigning  this  autumn  will 
rely  heavily  on  impact  of  television,  it  appeared 
as  Sen.  Estes  Kefauver  (D-Tenn. )  won  the 

party's  vice  presidential  nomination. 
With  Adlai  Stevenson,  Tennessee  Senator  is 

keenly  aware  of  way  tv  brings  personality  of 

candidates  into  nation's  homes.  Sen.  Kefauver 
owes  his  national  stature  to  the  fact  that  he 
was  chairman  of  1950-51  Senate  Crime  Com- 

mittee that  uncovered  before  cameras  and 
microphones  corruption  in  low  and  high  places. 

Little  known  outside  his  state  just  few  years 
ago,  Sen.  Kefauver  used  statewide  radio  hook- 

ups and  time  on  individual  stations  to  wage 
his  1948  campaign  for  U.  S.  Senate  after  hav- 

ing served  decade  in  House. 
This  past  spring  and  summer  his  voice  and 

face  have  appeared  frequently  on  radio  and  tv 
as  he  barnstormed  from  Atlantic  to  Pacific 
as  Presidential  aspirant.  In  background  was 
Col.  William  A.  Roberts,  Washington  com- 

munications attorney,  who  pulled  strings  much 
of  the  time. 

At  Chicago  last  week,  Col.  Roberts  was 
given  by  CBS  commentator  Grant  Holcomb 
much  of  credit  for  vice  presidential  vic- 

tory. Mr.  Holcomb  on  air  said  he  had  never 
seen  anyone  work  so  efficiently  in  master- 

minding political  campaign  from  hotel  room. 
Lou  Poller,  owner  of  now  dark  ch.  25  WCAN- 
TV  Milwaukee,  was  active  on  Kefauver  staff. 

Mr.  Poller  is  outspoken  advocate  of  subscrip- 
tion television. 

Sen.  Kefauver  has  long  been  champion  of 
equal  coverage  rights  at  public  events  for  ra- 

dio and  tv.  In  interview  with  B«T  (March  10, 

1952),  he  said  he  believes  television  "is  entitled 

to  the  same  treatment  accorded  other  means  of 

communication"  in  reporting  such  events.  He 
openly  challenged  ex-President  Truman's  se- 

curity order  on  ground  citizenry  should  be 
fully  informed,  with  an  independent  agency 

screening  suppression  of  government  infor- 
mation. 

Sen.  Kefauver  proved  to  be  aggressive  cam- 
paigner in  recent  months  until  he  withdrew  from 

Presidential  race  in  favor  of  Mr.  Stevenson. 

He  stumped  nation  in  same  way  he  beat  Ten- 
nessee bushes  in  defying  once-famed  Crump 

machine.  While  he  believes  there  is  no  sub- 
stitute for  actual  face-to-face  meetings  of  can- 

didates and  voters,  he  said  television  comes 

closest  to  personal  appearance  and  is  very  ef- 

fective. "Tv  cannot  help  becoming  a  most  im- 
portant factor  in  any  political  campaign,"  he said. 

He  described  radio  as  exerting  "tremendous 
influence  on  political  campaigns,"  with  both 
media  providing  "a  more  intimate  degree  of 

communication." 
His  philosophy  of  government  regulation  is 

based  on  Jeffersonian  principles.  First,  it  should 
prevent  people  from  injuring  one  another  and 
secondly  should  insure  a  certain  degree  of 

equality  of  opportunity  in  enjoying  constitu- 
tional rights  of  free  speech  and  press,  he  said. 

Specifically,  he  said  regulation  of  tv  and  radio 
should  be  based  on  these  two  factors  plus  uni- 

formity of  technical  standards. 

Sen.  Kefauver  is  long-time  friend  of  Edward 
Lamb,  president  of  WICU  (TV)  Erie,  Pa.,  and 
participated  in  dedication  of  new  plant  of  Erie 
Dispatch,  published  by  Mr.  Lamb. 

More  Than  90  Million 

See  Convention  on  Tv 

TOTAL  of  93,831,000  persons  had  watched 
some  part  of  Democratic  convention  on  one 
or  more  networks  up  to  start  of  balloting  last 
Thursday  night,  NBC  reported  Friday  on  basis 
of  special  study  made  for  it  by  American 
Research  Bureau.  In  all,  84%  of  tv  homes  had 
tuned  it  at  one  time  or  another  before  ballot- 

ing— traditionally  peak  attraction — had  got 
under  way.  Trendex  average-minute  all-net- 

work audience  figures  were  running  ahead  of 

1952's  on  four-day  basis  though  Trendex 
ratings  for  Wednesday  and  Thursday  nights 
slipped  slightly  below  1952  level.  Trendex  rat- 

ings: Monday  night,  30.4  against  26.1  in  1952; 
Tuesday,  26.8  against  23.1  in  1952;  Wednes- 

day, 28.1  against  29.0  in  1952,  and  Thursday, 
35.0  against  36.6  in  1952. 

Networks  Pack  for  Move 

To  S.  F.  as  Dems.  Close 

WITH  Presidential  nomination  out  of  way  and 
balloting  underway  for  vice  presidential  nomi- 

nee, three  tv  networks  Friday  began  methodi- 
cally stripping  cameras  and  allied  remote  gear 

from  candidates'  headquarters  in  major  Chicago hotels. 

Morgue-like  atmosphere  pervaded  Harriman 

and  Kefauver  headquarters  in  Hilton,  Chandler 
rooms  in  Sheraton-Blackstone  and  Symington 
quarters  in  Sherman,  as  well  as  accommoda- 

tions in  other  hotels.  Networks  also  were 

packing  and  crating  equipment  in  tv-radio 
rooms  at  Hilton  as  action  centered  in  Interna- 

tional Amphitheatre. 

When  final  gavel  fell  Friday  evening,  whole- 
sale dismounting  and  packing  operation  got  in 

full  swing  as  networks  and  radio-tv-press  cor- 
respondents prepared  to  board  chartered  flights 

for  San  Francisco  GOP  convention.  Networks 

still  stuck  by  timetables,  with  equipment  and 
personnel  scheduled  to  arrive  on  West  Coast 

sometime  Saturday  morning  for  pre-convention 
weekend  of  activity. 

NEVER  TOO  LATE 

THIS  week's  Republican  National  con- 
vention won't  end  radio  convention  cover- 

age. Next  up  will  be  Socialist  Party  of 
U.S.A.  CBS  Radio  reported  Friday  that 

it  has  scheduled  "exclusive"  broadcast  of 
Darlington  Hoopes'  belated  acceptance 
speech  as  Presidential  candidate  for  So- 

cialists who  held  national  convention  in 

Chicago  June  8-June  10.  Program  will 
be  aired  Sept.  4,  10:45-11  p.m.  EDT. 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  56. 

Broadcasting Telecasting 

CANDY  TEST  •  Newark  Packing  Co.  (nuts), 
Newark,  N.  J.,  will  use  radio  to  test  its  newest 
product.  Astor  peanut  candy,  in  New  York 
market  prior  to  launching  nationwide  radio 
drive.  From  Sept.  17  to  Dec.  15,  its  agency. 
Lewin,  Williams  &  Saylor,  N.  Y.,  will  conduct 
four-station  saturation  campaign  via  WCBS, 
WNEW.  WAAT,  and  WINS,  all  New  York. 

BISCUIT  BUY  •  Bowman  Biscuit  Co.,  Den- 
ver, has  signed  Song  Ad  film-radio  productions, 

Hollywood,  to  produce  film  spots  for  fall  tv 
campaign  in  18  Middlewestern  markets  through 
Ball  and  Davidson  Advertising.  Denver. 

DAYTIME  SCHEDULE  •  General  Foods 

Corp.,  White  Plains,  N.  Y.,  will  launch  13- 
week,  Mon.-Fri.  daytime  radio  spot  schedule 
in  limited  number  of  southern  markets  starting 
Oct.  1  for  Calumet  baking  powder.  Agency  is 

Young  &  Rubicam,  N.  Y. 

SHORTS  STORY  •  B.V.D.  Co.,  (underwear), 

N.  Y..  expected  to  increase  its  tv  spot  drive 

with  13-week  campaign  starting  middle  of  next 

month  in  Holyoke.  Mass.,  Baltimore,  Philadel- 
phia, and  Los  Angeles,  using  one  station  in 

each  market.  Agency:  Al  Paul  Lefton,  N.  Y. 

COFFEE  BREAKS  •  Joseph  Martinson  &  Co. 
(Aborn  Coffee  Div.),  N.  Y.,  launching  intensive 

radio  spot  campaign  starting  middle  of  Octo- 
ber and  running  through  end  of  1956  on  six 

Boston  stations  and  Yankee  Network  for 

Aborn's  instant  and  vacuum  tin  coffees.  Agency 
is  Anderson  &  Cairns,  N.  Y. 

NETWORK  NIBBLE  •  Regina  Corp.  (vacuum 
cleaners,  floor  polishers),  Rahway,  N.  J.,  said 
to  be  seriously  considering  participations  in 

NBC-TV's  Tonight  and  ABC-TV's  Afternoon 
Film  Festival  this  fall  as  its  initial  network 

buys.  Agency  is  Lewin,  Williams  &  Saylor, 
N.  Y. 

TEST  WORKED  •  Norex  Labs,  N.  Y.,  starting 
tv  test  campaign  Oct.  1  for  39  weeks  in  San 

Francisco,   Minneapolis-St.   Paul,   Dallas,  and 
(Continues  on  page  9) 

ABC  Plans  Shortcut 

IF  things  work  out  as  ABC-TV  plans,  it  will  be 
assured  of  perpetual,  if  infinitesimal,  scoop  over 
rival  networks  in  delivering  GOP  convention 
to  San  Francisco  viewers.  ABC  figures  to  run 
one-fiftieth  of  a  second  ahead  of  others. 

CBS-TV  and  NBC-TV  have  traffic  worked 

out  to  send  signals  from  San  Francisco  Cow 
Palace  to  New  York,  returning  to  their  San 

Francisco  stations  for  broadcast  via  Holly- 
wood. ABC-TV  will  send  same  way  but  also 

will  beam  signal  direct  to  its  owned  and 

operated  KGO-TV  San  Francisco  transmitter 
on  Mt.  Sutro. 
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PEOPLE 

WDSU  Acquires  Vhf 

In  Hattiesburg,  Miss. 

ACQUISITION  by  WDSU  Broadcasting  Corp. 
(WDSU-AM-FM-TV  New  Orleans)  of  51% 
interest  in  ch.  9  WDAM-TV  Hattiesburg,  Miss., 
for  $51,000,  disclosed  in  application  filed  Fri- 

day asking  FCC  approval  of  transaction. 
Sellers  are  equal  partners  Harold  Matison, 
D.  A.  Matison  Jr.,  Milton  J.  and  Alvin  H. 
Fine,  each  of  whom  relinguishes  51%  of  his 
quarter  interest. 
WDAM-TV,  NBC  and  ABC  affiliate,  began 

operation  last  June  and  shows  loss  to  date  of 
$5,502.  Station,  as  of  June  30,  lists  $26,135 

current  assets,  $253,023  total  assets  and  cur- 
rent liabilities  of  $158,525.  WDSU  Broad- 

casting also  owns  57.8%  of  WAFB-AM-FM- 
TV  Baton  Rouge,  La. 

Navy  Starts  Alaska  Tv 

NEW  military  low-power  vhf  tv  station  at 

SLIPPED  ON  SOAP 

JEAN  SHEPHERD,  WOR  New  York 
after-midnight  D.  J.  who  sold  an  unwrit- 

ten book  so  well  it  subsequently  had  to 
be  written  (see  story  page  106),  was  fired 
in  mid-program  early  Friday  morning  for 
attempting  to  sell  genuine  soap  product 

— that  hadn't  bought  time.  In  apparent 
effort  to  prove  his  program  isn't  too  high- 

brow to  sell  things,  he  started  urging 
listeners  to  go  out  and  buy  Sweetheart 

soap.  After  several  of  these  free  "com- 
mercials" he  was  yanked  about  2:30  a.m. 

Friday  and  replaced  with  program  of  re- 
corded music.  WOR  spokesman  said 

station  felt  Mr.  Shepherd  was  "talented 
and  erudite"  but  appealed  to  limited  audi- 

ence; that  his  time  period  henceforth 
would  be  filled  by  Long  John  program  of 
music,  interviews,  and  stories. 

Adak,  Alaska,  has  begun  regularly  scheduled 
programs,  FCC  announced  Friday.  Navy  Dept. 
advised  Commission  that  ch.  8  outlet  com- 

menced operation  July  4  with  90  w  effective 
radiated  power.  Adak  is  at  western  end  of 
Aleutian  Islands.  As  with  other  Armed  Forces 

Radio  Service  tv's,  military  agrees  to  discon- 
tinue operation  if  advised  by  FCC  that  station 

is  causing  harmful  interference  to  non-govern- 
ment operation  or  if  private  tv  station  provides 

satisfactory  service  to  area. 

KNX  Protests  Am  Request 

PROTEST  was  filed  with  FCC  Friday  by  CBS' 
KNX  Los  Angeles  against  application  of  Louis 
Helfman  for  new  daytime  am  (1050  kc,  250  w 
directional)  at  Fontana,  Calif.  KNX  (1070  kc, 
50  kw  fulltime),  asking  dismissal  of  Helfman 
application,  charged  that  25  mv/m  contour  of 
proposed  station  will  overlap  2  mv/m  contour 
of  KNX,  causing  objectionable  interference  to 
CBS  outlet. 

KVOL  Seeks  Vhf 

REQUEST  of  FCC  to  allocate  ch.  3  to  La- 
fayette, La.,  was  filed  Friday  by  KVOL-AM- 

FM  there.  Addition  of  ch.  3  would  give  La- 
fayette chs.  3,  10,  38  and  67.  Only  channel  in 

use  is  10  (KLFY-TV).  Lafayette  population  is 
approximately  33,000.  For  other  allocations 
proposals,  see  page  84. 

Sylvania  Opens  Labs 

TWO  new  laboratories — reportedly  first  of 
their  kind  on  West  Coast — opened  Friday  by 
Sylvania  Electric  Products  Inc.,  New  York. 
Both  facilities,  one  for  receiving  tube  engineer- 

ing, the  other  for  special  lamps  application, 

are  located  at  Sylvania's  five-acre  site  at  former 
Los  Angeles  airfield. 

Admiral  Hikes  Tv  Prices 

PRICE  boosts  ranging  from  3  to  10%  on 
most  of  current  tv  receiver  lines  will  be  placed 
into  effect  today  (Monday)  by  Admiral  Corp. 
Increases  were  ascribed  to  higher  labor  and 
materials  costs. 

at  deadline 

BUSINESS  BRIEFLY 

(Continues  from  pages  7) 

Washington  for  Amitone  (digestive  pill)  through 

Grey  Adv.,  N.  Y.  This  will  be  Norex's  second 
time  in  tv,  following  up  test  run  on  WTVJ 
(TV)  Miami  earlier  this  year. 

THERMOS  THINKING  •  American  Thermos 
Products  Co.  (formerly  American  Thermos 
Bottle  Co.),  Norwich,  Conn.,  which  has  ap- 

pointed Charles  W.  Hoyt,  N.  Y..  as  its  agency 
effective  Dec.  1,  may  consider  using  broadcast 
media  next  year.  Account,  currently  serviced 
by  Ruthrauff  &  Ryan.  N.  Y.,  bills  about 
$150,000  yearly. 

FALL  FUTURES  •  Thomas  Leeming  Co., 
N.  Y„  understood  to  have  instructed  its  agency. 
William  Esty,  N.  Y.,  to  check  into  radio  avail- 

abilities for  fall  and  early  winter  for  nation- 
wide spot  campaign  for  Ben-Gay  and  hand 

cream-lotion  products  of  its  Pacquin  Div. 

TV  MAYBE  •  Lily  of  France  Inc.  (brassieres), 
N.  Y.,  is  looking  into  possibilities  of  national 
tv  spot  campaign  and  its  agency,  Lewin,  Wil- 

liams &  Saylor,  N.  Y.,  is  currently  studying 
national  market  picture. 

CHEESE  CAMPAIGN  •  Denmark  Cheese 

Assn.,  N.  Y.,  hopes  to  launch  26-week  radio 

spot  drive  on  "good  music"  stations  in  eight 
markets  this  fall.  Already  tapped  are  KFAC 

Los  Angeles,  WEAW  Chicago,  WCRB  Wal- 
tham  (Boston  market),  WFLN  (FM)  Philadel- 

phia, WQXR  New  York,  and  WJBK  Detroit. 
Remaining  two  markets  are  said  to  be  of  in- 

definite status  at  this  time,  although  client  has 
expressed  wish  to  break  into  Washintgon,  D.  C, 
and  San  Francisco.  Agency  is  Al  Paul  Lefton, 
N.  Y. 

MOVIE  PROMOTION  •  Metro-Goldwyn- 
Mayer,  N.  Y.,  firming  up  last-minute  radio-tv 
station  availabilities  in  connection  with  na- 

tionwide release  of  "High  Society"  starring 
Bing  Crosby,  Grace  Kelly  and  Frank  Sinatra. 
Next  month,  MGM  will  repeat  this  type  of 
campaign  (in  each  market,  spots  three  days 

prior  to  actual  opening  of  film)  for  "Tea  and 
Sympathy"  starring  Deborah  Kerr  and  John 
Kerr.    Agency:  Donahue  &  Coe,  N.  Y. 

BENNETT  H.  KORN,  account  executive,  Tele- 
vision Programs  of  America,  N.  Y.,  returns  to 

WABD  (TV)  New  York  as  director  of  sales. 
BILL  ADLER  continues  as  sales  manager.  Mr. 
Korn  was  associated  with  station  last  year 
before  joining  TPA. 

LAWRENCE  B.  DUNHAM  JR.,  account  exec- 
utive, Campbell-Mithun,  Minneapolis,  to  Comp- 

ton  Adv.,  N.  Y.,  in  similar  capacity. 

Funeral  services  will  be  held  in  Chicago  sub- 
urb (Lincolnwood)  today  (Monday)  for  STAN- 

LEY A.  MAT  AS,  61,  veteran  station  account 

executive  and  with  WBKB  (TV)  sales  depart- 
ment past  two  years.  He  died  Thursday  in 

Ravenswood  hospital.  Mr.  Matas  was  account 
executive  with  WAIT,  independent  station,  for 
one  year  before  joining  ABC  o&o  outlets  in 
1954.   His  wife,  Faye,  survives. 

RAYMOND  W.  DURST,  director  of  Halli- 
crafters  Co.,  and  formerly  president  of  elec- 

tronics firm  before  merger  with  Penn-Texas 
Corp.  last  year,  announced  resignation  effective 
immediately.  He  reported  no  immediate  future 
plans.  Mr.  Durst  joined  Hallicrafters  Co.  in 
1936  and  resigned  as  president  last  December. 

Shapiro  Named  to  Head 
KTVX  (TV),  KATV  (TV) 

MIKE  SHAPIRO,  commercial  manager  of 

WFAA-TV  Dallas,  appointed  managing  di- 
rector of  John  T.  Griffin  stations,  KTVX  (TV) 

Muskogee-Tulsa,  Okla.,  and  KATV  (TV)  Pine 
Bluff-Little  Rock,  Ark.  In  newly-created  post 
Mr.  Shapiro  will  head  combined  operation, 
with  headquarters  in  KTVX  studios  in  Tulsa. 

Mr.  Shapiro  has  been  with  WFAA-TV  since 
January.  1955.  before  that  was  with  Avery- 
Knodel.  station  representatives,  in  Chicago. 

Earlier  he  was  assistant  manager  of  KDUB-TV 
Lubbock,  Texas,  and  has  served  at  KTXL  San 
Angelo  and  KECK  Odessa,  both  Texas. 

L.  A.  (Bud)  Blust  Jr.  and  John  Fugate  will 
continue  as  managers  of  KTVX  and  KATV, 
respectively,  reporting  to  Mr.  Shapiro. 

NABET  Plea  Denied 

FCC  Friday  denied  union  request  for  tem- 

porary stay  of  Commission's  June  20  grant  ap- 
proving $635,000  sale  of  WHTN-AM-FM-TV 

Huntington.  W.  Va..  from  Greater  Huntington 
Radio  Corp.  (Sol  J.  Hyman  and  family)  to 

Cowles  Broadcasting  Co.  [B«T.  June  25].  Re- 
quest for  stay  was  asked  by  National  Assn.  of 

Broadcast  Employees  &  Technicians  (AFL- 
CIO).  claiming  to  represent  20  WHTN  em- 

ployes. NABET  charged  that  Greater  Hunt- 
ington fired  five  of  its  members  after  selling 

the  station  to  Cowles  and  that  therefore  union 

and  discharged  employes  were  parties  in  in- 
terest. FCC  ruled  that  NABET  failed  to  make 

allegations  that  would  warrant  a  stay  of  grant. 

Trav-Ler  Transistorizes 

TRAV-LER  Radio  Corp.  plans  to  market  com- 
plete line  of  transistorized  radio  sets,  it  was 

announced  Friday  by  Joe  Friedman,  president, 

following  firm's  purchase  of  CBS-Columbia 
equipment  and  materials.  Under  terms  of 

purchase,  of  which  price  not  revealed,  Trav- 
Ler  receives  from  eight  CBS-Columbia  plants 
tools,  dies,  molds  and  designs,  as  well  as  pro- 

duction equipment  for  24-inch  tv  receiver  it 
will  market.  CBS-Columbia  was  not  active  in 
transistor  radio  field. 
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the  week  in  brief 

PEPSI-COLA  HITS  WITH  SPOT 

Soft  drink  firm  launches  nationwide 

avalanche  of  "Pepsi,  please"  radio 
spots  following  successful  tests  in  San 

Diego  and  Muncie   31 

TV  BILLINGS  GO  UP  AND  UP 

First  half  of  1956  sees  national  adver- 
tising expenditure  of  $440  million  for 

tv  spot  ($205.8  million)  and  tv  net- 
work ($234.5  million)  33 

200  Top  National  Advertisers  on  Tv, 
Jan.-June   34 

200  Top  Tv  Spot  Clients,  April-June 

36 

200  Top  Tv  Spot  Clients,  Jan.-June 39 

200  Top  Tv  Network  Clients,  Jan.- 
June   40 

Tv  Spot  Business  by  Categories    .  44 

HOW  THEY  VIEW,  WHEN  AND  WHERE 

Pattern  for  watching  television  varies 

by  geographic  region  as  well  as  by  sea- 
son, James  Seller,  director,  American 

Research  Bureau,  reports  48 

FORD  IS  SHOW  SHOPPING 

Motor  maker  is  looking  for  new  tv 

series  that  will  combine  company  pres- 
tige with  hard  sell  for  cars  50 

LOEWS  BUYS  25%  OF  KTTV  (TV) 

Pays  $1,625,000  for  quarter  interest 
in  Los  Angeles  independent  tv  station; 

concludes  $4  million  leasing  arrange- 
ment with  KTTV  (TV)  for  MGM 

library   58 

departments 

Advertisers  &  Agencies  31 

At  Deadline    7 

Closed  Circuit    5 

Colorcasting    54 
Editorials   118 

Education   100 

Film    58 

For  the  Record  107 

JULY'S  TOP  TV  FILMS 

B»T's  monthly  report  on  audiences  for 
syndicated  tv  film  programs  in  10 
representative  markets,  as  prepared  by 
ARB   62 

ONE  DOWN — ONE  TO  GO 

Leaving  Chicago  after  tough  week 
covering  the  Democratic  convention, 
tv-radio  men  and  equipment  shuttle 
to  San  Francisco  for  GOP  convention, 

starting  today   67 

NARTB   PUNITIVE'  POWER  DECRIED 

NAFBRAT  manual  urges  abandon- 
ment of  code  enforcement  provisions 

as  "illegal  censorship,"  points  out  that 
they  have  never  been  used  .......  78 

MORE  QUESTIONS  FOR  TV  NETWORK 

House  Antitrust  Subcommittee,  pre- 
paring for  tv  hearings  to  start  next 

month  in  New  York,  sends  still  another 
questionnaire  to  CBS  and  NBC  .  84 

NETWORKS  JOIN  FTC-SPONSOR  ROW 

Promise  legal  support  to  advertisers 
facing  FTC  action  as  result  of  use  of 

in-store  promotions  of  o&o  stations  89 

NBC'S  COLOR  EXPANSION 

Bulk  of  new  color  facilities,  on  which 
network  has  expended  $12  million  in 

the  past  year,  are  ready  to  go  into 
service  this  fall  90 

PROJECT  INFORMATION' 

Peters,  Griffin,  Woodward  launches 

$  100,000-plus  operation  to  keep  ad- 
vertisers and  agencies  fully  informed 

about  markets  served  by  stations 

P,G,W  represents   93 

Government    84 

In  Public  Interest   22 

International  101 

Lead  Story    31 
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FIRST  PLACE 

AGAIN 

KTLA  in  Los  Angeles tops 

all  other  stations 

in 

Daytime  Programming 

2:00  -  6:00  p.m. 

Monday  through  Friday 

KTLA    ....  2.8 

Station  B  2.7 

(Network) 

Station  C  1.8 

(Network) 

Station  D  1.6 

Station  E  1.2 

(Network) 

Station  F  7 

Station  G   .......  .  .5 

(July  ARB) 

CHANNEL  W  LOS  ANGELES 

5800  Sunset  Boulevard  Represented  Nationally  by 

Hollywood  28,  California  Paul  H.  Raymer  Company 
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Selected  By  All-Industry  Vote 

#\  Best  Syndicated  Film  Series! 

#1  Best  Adventure  Series! 

#\  Best  Actor  in  Syndicated  TV  Film! 

Billboard's  4th  Annual  TV  Program  &  Talent  Awards 

HERE'S  UNQUESTIONABLE  PROOF 

FROM  LATEST  PULSE  REPORTS 

COVERING  ALL  TV  SYNDICATED 

FILM  PROGRAMS  FOR  FIVE 

STRAIGHT  MONTHS! 

ICATED 

#1 

ARKET  AFTI 

Cot
ter

 

#1  SAN  ANTONIO  36.4 

#1  YORK,  PA.  43.9 

#1  COLUMBUS,  OHIO  42.1 

#1  DAYTON,  OHIO  39.9 

#1  DETROIT  34.2 

#1  SYRACUSE  28.0 

#1  Scranton-Wilkes  Bai 

#1  NEW  YORK 

#1  ROANOKE 

#1  CINCINNATI 

#1  SPOKANE 

#1  CLEVELAND 

39  ALL  NEW  PF 

78  HALF-HOUR  FILMS  N< 



ILM  SHOW 

Starring    Academy   Award  Winner 

RODERICK  CRAWFORD 

as    Head    off   the    Highway  Patrol! 

ARKET  ! 

LOUISVILLE  37.3 

BUFFALO  26.0 

HARRISBURG  19.7 

|  BOSTON  29.6 

HONOLULU  39.1 

FRESNO  25.6 

June,  May,  April,  Mar.,  Feb.,  1956 

RAMS 

*Wable 

RENEWED  BY  SPONSOR  AFTER  SPONSOR 

Never  before  on  any  show  such  a  sensational  record  of  renewals! 

BALLANTINE  BEER  in  24  markets! 

LION  OIL  in  10  markets! 

PFEIFFER  BREWING  in  10  markets! 

KROGER  STORES  in  6  markets! 

WIEDEMANN  BREWING  in  4  markets! 

HANDY  ANDY  INC.,  Supermarkets  of  San  Antonio! 

KGNC-TV  Amarillo         KOMU-TV  Columbia,  Mo. 

WFAA-TY  Dallas  KTTS-TV  Springfield 

KARD-TV  Wichita  WTVP-TV  Decatur 

WDSU-TV  New  Orleans 

plus  many  more  happy  ZIV  advertisers  and  stations! 

NEW  YORK 
CHICAGO 

CINCINNATI 
HOLLYWOOD 



What*  do  you  read  regularly? 

This  spring  a  research  firm**  asked 

4,584  radio,  tv  and  advertising  execu- 

tives to  cheek  which  of  seven  trade 

papers  they  read  regularly.  90.4% 

checked  Broadcasting  •  Telecasting  ! 

*  Radio-television  tradepaper 

**  Erdos  and  Morgan;  survey  was  "blind" 
with  sponsorship  undisclosed.  1,936  replies 

were  received.  Complete  summary  upon  re- 

quest to  B»T. 
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OPEN  MIKE 

I  Heard  It  on  Radio 

EDITOR: 

A  letter  in  Open  Mike  July  30  touched  on 
a  subject  which  is  a  personal  pet  peeve.  Harry 
G.  Bright  of  WETZ  New  Martinsville,  W.  Va., 
writes  that  he  is  disturbed  by  a  television  sta- 

tion in  his  area  presenting  its  evening  sports 
show  by  holding  a  newspaper  in  front  of  two 

announcers  who  proceed  to  give  the  day's 
sporting  events. 

The  mountaineer  couldn't  have  expressed  it 
better.  Too  often,  especially  in  the  eastern 
third  of  the  country,  broadcasters  and  others, 

too,  repeatedly  give  credit  to  newspapers,  news- 
paper men,  and  in  general  the  whole  printing 

industry.  Before  I  raise  the  wrath  of  those 
who  present  the  written  instead  of  spoken 
word,  may  I  say  there  is  a  place  for  all  means 
of  communication  .  .  . 

Radio  has  its  spontaneity,  television  its  il- 
lustration and  newspaper  the  lasting  record. 

However,  many  radio  and  television  newsmen 
cut  their  own  throats  by  publicly  admitting 
they  rely  on  newspapers  as  a  guiding  light. 

I  am  one  of  a  two-member  news  staff  at 
KFOR  in  Lincoln.  We  believe  we  take  second 
place  to  no  one  when  it  comes  to  presenting 
news,  first  and  on  our  own.  In  fact,  our  efforts 
were  rewarded  Aug.  1  with  a  new  newsmobile 
to  further  our  reporting. 

Sure,  we  rely  on  the  local  newspapers  for 
some  things,  and  they  listen  to  our  newscasts, 

oftentimes  hearing  stories  they  don't  have  .  .  . 
Being  a  West  Virginian  myself,  I  sympathize 

wholeheartedly  with  the  manager  of  WETZ. 

I  know  the  station  he  speaks  of,  and  it  im- 
presses me  as  being  the  height  of  stupidity. 

The  same  station,  on  at  least  one  occasion 
during  my  vacation  this  summer,  demonstrated 
its  news  gathering  ability  by  leading  with 
stories  that  broke  in  local  newspapers  the  pre- 

ceding day  and  using,  with  credits,  of  course, 
photographs  taken  by  the  newspapers. 

If  broadcasters  would  realize  the  importance 

of  their  own  capabilities,  such  as  our  organiza- 
tion in  Lincoln,  there  would  be  more  people 

saying,  "I  heard  all  about  it  on  the  radio." 
Jim  Whipkey,  Newsman 
KFOR  Lincoln,  Neb. 

Where  'Bandstand'  Belongs 
EDITOR: 

I  refer  to  your  August  6  in  review  item  con- 
cerning the  NBC  Bandstand  program. 

We  love  NBC-TV  out  here  in  Rochester, 

Minn.,  believe  me,  but  frankly  let's  give  credit 
where  credit  is  due.  NBC  Bandstand  is  not — 
as  you  say — also  on  NBC  Radio.  NBC  Band- 

stand is  NBC  Radio  for  two  hours  each  morn- 

ing, Monday  through  Friday.  The  half-hour  on 
tv,  of  course,  is  a  simulcast  of  the  radio  show. 

lust  wanted  you  to  have  the  facts. 
Otherwise,  I  enjoy  your  magazine  a  great 

deal  and  would  not  be  without  it.   Keep  up 
the  excellent  coverage  of  radio-tv  affairs. 

Cal  Smith,  Sta.  Mgr. 
KROC  Rochester,  Minn. 

Replies  to  Mr.  Forsling 
EDITOR: 

Referring  to  Don  Forsling's  letter  [Open 
Mike,  Aug.  6]. 
So  the  music  and  news  boys  are  on  the  way 

out!  Evidently,  Mr.  Forsling  is  still  waiting 
for  the  goose  to  lay  the  golden  egg  and  if  he 
waits  long  enough,  and  lives  long  enough — 

perhaps  he'll  find  out  how  "wait  broke  the 
wagon." 
Perhaps  he  has  never  heard  of  WIND'S, 

WNEW's,  WWDC's,  WKDA's  and  the  other 
"hot"  music  and  news  operations  and  the  story 
Broadcasting   •  Telecasting 

they  have  to  tell  versus  network  operations. 

Wake  up  Mr.  Forsling!  This  is  1957 — not 
1927! 

Harvey  L.  Glascock,  V.P.  &  Gen.  Mgr. 
WKDA  Nashville,  Tenn. 

EDITOR: 

Mr.  Forsling's  letter  in  B»T  Aug.  6  points 
up  a  fallacy  that  has  plagued  station  managers 
one  way  or  another  since  the  post-war  expan- 

sion began.  Teenagers,  and  others  of  similar 
mentality,  provide  the  biggest  response  to  any 
popular  music  programming  and  inexperienced 
station  personnel  feel  that  such  group  should 
be  catered  to  almost  exclusively.  Then  the  more 

they're  catered  to,  the  bigger  the  response,  and 
the  vicious  circle  results  in  the  degeneration 

of  the  station's  music  to  the  lowest  common 
denominator.  .  .  . 

Many  timebuyers  have  a  practiced  and  supe- 
rior smile  which  goes  with  their  soft-voiced 

statement  that  "ratings  aren't  everything."  But 
when  a  buyer  knows  that  a  rep  of  the  common- 
denominator  station  will  go  over  his  head  to 
the  account  executive  and  client  to  protest  an 
adverse  decision  (with  top  ratings  it  would  be 

a  sorry  rep  who  wouldn't)  and  he  has  nothing 
but  his  own  intangible  judgement  with  which 
to  defend  his  decision  against  the  concrete  story 

of  ratings;  then  the  first  law  of  life,  self  pres- 
ervation, takes  precedence  over  pride  in  a  job 

well  done.  .  .  . 

.  .  .  Perhaps  it  would  actually  be  in  the  best 
interest  of  those  who  broadcast  in  the  public 
interest,  convenience,  etc.,  for  the  FCC  to 
promulgate  some  more  definite  policy  regarding 
program  balance.  In  the  meantime,  perhaps  it 
would  be  well  to  formulate  a  music  formula 
of  our  own  and  go  prospecting  for  a  rundown, 
low  priced  independent  in  a  market  which 

appears  ready  to  have  its  lowest  common  de- 
nominator exploited  with  low  music  and  high 

ratings. 

Neil  Terrell,  Gen.  Mgr. 
WBSC  Bennettsville,  S.  C. 

[EDITOR'S  NOTE:  Don  D.  Forsling,  promotion director  of  KSCJ  Sioux  City,  Iowa,  in  his  letter 
to  B-T,  warned  the  music-and-news  station  op- 

erators that  "your  day  is  fast  drawing  to  a  close," 
and  that  "as  soon  as  the  novelty  wears  off"  the 
"fickle  listeners"  will  turn  to  the  old-style  sta- 

tions with  "balanced  programming,"  who  will 
"just  sit  here  and  scoop  them  up — and  then  we'll 
keep  them."] 

Thrilled 

EDITOR: 

I  do  want  you  to  know  how  thrilled  I  was 
about  the  article  you  did  on  me  in  B*T  [On 
All  Accounts,  Aug.  6].  I  received  more  com- 

ments about  it  than  I  would  have  believed 

humanly  possible. 
Norman  Baer,  Dir.,  Radio  &  Tv 
Lew  in,  Williams  &  Saylor,  New  York 

Pen  Pals  Wanted 

EDITOR: 
This  is  to  express  my  appreciation  of  your 

fine  magazine.  Even  here  in  "Down  Under" 
Australia,  those  of  us  fortunate  enough  to  ob- 

tain copies  of  B»T  look  forward  to  them. 
Our  system  differs  slightly  from  the  setup 

in  the  U.  S.  A.  as  we  of  commercial  radio 
have  the  competition  of  the  national  stations, 

which  are  government  run,  and  minus  com- 
mercials. To  be  able  to  obtain  fresh  ideas  and 

angles  on  the  game  from  America  is  of  course 
a  truly  great  advantage  .  .  . 

If  any  of  your  readers  would  care  to  corre- 
spond with  a  young  Sydney  city  announcer  on 

Australia  Radio/Tv,  I  would  be  pleased  .  .  . 
Max  C.  Ambrose 

2SM  Sydney,  Australia 
Box  4092  G.  P.  O. 

'  ■ 

>( 

H Station 

Sales 

KIDDER, 

PEABODY 

fcf  CO.— •  Has  an  established  re- 

lationship with  most 

or  the  important 

sources  ot  investment 

capital  in  the  country. 

•  Maintains  close  con- 

tact with  all  phases 

of  theTelevision  and 

Radio  industry. 

We  invite  the 

station  owner  to 
take  advantage  of 

this  dual  coverage 

when  considering 

the  sale  of  his 

property. 

KIDDER, 

PEABODY  @  CO. 
FOUNDED  1865 

NEW  YORK         BOSTON  PHILADELPHIA 
CHICAGO         SAN  FRANCISCO 

Offices  and  correspondents  in  thirty  other 
principal  cities  in  the  United  States 

Address  inquiries  to: 

ROBERT  E.  GRANT 

Kidder,  Peabody  &  Co. 

First  National  Bank  Building 

Chicago  3,  Illinois 

Telephone  ANdover  3-7350 
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 BOOKS  

COMPETITIVE  PRESSURE  AND  DEMO- 
CRATIC CONSENT,  by  Morris  Janowitz  and 

Dwaine  Marvick.  Bureau  of  Government,  In- 
stitute of  Public  Administration,  U.  of  Mich- 

igan, Ann  Arbor,  Mich.    122  p.  $2.75. 

BROADCASTERS  probably  will  find  the  au- 
thors' discussion  of  the  effects  of  mass  media  on 

the  electorate  the  most  interesting  part  of  this 
interpretation  of  the  1952  presidential  election, 
although  the  whole  treatise  on  the  pressures 
exerted  on  the  voters  by  the  political  parties  and 
other  forces  should  be  of  interest  to  anyone 

with  an  interest  in  our  nation's  political  organi- 
zation and  electoral  machinery.  One  word  of 

warning:  the  authors'  fondness  for  the  trade 
jargon  of  practicing  sociologists  makes  the  go- 

ing unduly  hard  for  the  lay  reader. 

MODERN  ADVERTISING,  PRACTICES 

AND  PRINCIPLES,  by  Harry  Walker  Hep- 
ner.  McGraw-Hill  Book  Co.,  330  W.  42d 
St.,  New  York  36,  N.  Y.  740  pp.  $6.75. 

PROFESSOR  of  business  administration  at 

Syracuse  U.  and  consultant  in  consumer  rela- 
tions, Dr.  Hepner  has  reorganized  and  rewrit- 

ten his  advertising  textbook  to  make  it  a  com- 
panion to  his  Modern  Marketing.  The  empha- 

sis is  still  on  printed  media,  however;  television 
and  radio  are  given  a  joint  chapter  in  the  media 
section;  otherwise,  there  are  six  references  to 

tv  in  the  volume's  index  and  one  to  radio.  The 
chapter  on  color  advertising  fails  even  to  men- 

tion tv;  the  section  on  the  advertisement 
(and  even  the  chapter  on  words  and  headlines) 
concentrates  on  advertising  in  print,  with 
nothing  on  how  to  prepare  advertising  for  use 
on  the  air. 

AMPLITUDE  MODULATION,  by  Alexander 
Schure.  John  F.  Rider  Publisher  Inc.,  480j 
Canal  St.,  New  York  13,  N.  Y.  64  pp. 
Paperbound.  $1.25. 

THIS  BOOK,  the  author  says  in  his  preface, 

"deals  with  the  process  by  which  the  original 
signals  (of  speech,  music,  code,  etc.)  are 
changed  to  radio  frequencies.  More  specifically, 
the  text  treats  the  modulation  process  wherein 
the  amplitude  of  the  carrier  wave  is  varied  as 
a  function  of  the  instantaneous  value  of  an- 

other wave  called  the  modulating  wave."  The 
basic  principles  of  amplitude  modulation  and 

the  more  important  methods  used  to  accom- 
plish it  are  explained  in  an  essentially  non- 

mathematical  manner. 

Tv  Boosts  Book's  Sales 

IF  Johnny  can't  read,  don't  blame  tv. 
According  to  Random  House,  publishers 
of  the  $1  edition  of  The  Adventures  of 
Robin  Hood,  sales  have  skyrocketed  ever 
since  the  legendary  hero  of  Sherwood 
Forest,  Maid  Marian  in  hand,  swung 

from  the  trees  into  living  rooms  through- 
out the  country,  courtesy  Wildroot  Co. 

and  Johnson  &  Johnson  on  CBS-TV 
(through  BBDO  and  Young  &  Rubicam). 
In  fact,  says  Random  House,  Robin 

Hood  has  even  outsold  RH's  best  juve- nile seller,  Black  Beauty.  Statistically, 
Robin  Hood  sold  48,471  copies  in  1954, 

and  following  Robin  Hood's  debut  on  tv 
last  year,  sales  jumped  to  70,227.  In 
the  first  five  months  of  1956,  Random 

House  said,  sales  "more  than  doubled" those  for  the  comparable  period  of  1955, 
adding  that  this  time  of  the  year  is 
"usually"  the  slowest  in  juvenile  book sales. 
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More  listeners  than 

any  other  Baltimore 

radio  station. 

1  k  I  rpp  BALTIMORE'S  BEST  BTJY VV        D  lY    REPRESENTED  BY  JOHN   BLAIR  AND  COMPANY 
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of  almost  50  in 

THE  NATIONAL 

BARN  DANCE,  the 

granddaddy  of  all 

folk  music  entertain- 

ment! It's  the  same 

show,  the  same 

stars  that've  pulled 

top  radio  ratings 

for  32  years! 

Now  the  series  of 

26  half-hour 

pictures  is  available 

for  the  first  time 

on  TV. 

our  respects 

to  MELVIN  EDWARD  WILLIAMSON 

WHEN  and  if  Lt.  Col.  Melvin  Edward  Wil- 
liamson decides  to  return  to  civilian  life,  he 

has  35  years  experience  in  communications — 
with  uncounted  outstanding  personal  accom- 

plishments— to  recommend  him  for  a  top  indus- 
try job.  Those  35  years  include  service  as  an 

actor,  director,  producer,  writer,  announcer, 
station  manager,  publicity  director  and  teacher. 

Col.  Williamson  was  called  back  to  active 

duty  for  "90  days"  in  May  1951  and  has  seen 
those  90  days  stretch  into  over  five  years. 
Since  February  1954,  he  has  been  head  of  the 
radio-tv  branch,  Office  of  Armed  Forces  In- 

formation &  Education,  Dept.  of  Defense.  His 
office  formulates  the  policies  and  programs  for 
the  far-flung  Armed  Forces  Radio  &  Television 
Service,  consisting  of  157  radio  and  19  tv  sta- 

tions in  all  parts  of  the  world. 
Born  in  Memphis,  Tenn.,  March  8,  1900, 

young  Mel  was  graduated  from  Conray  (Tex.) 
High  School.  His  first  military  service  came 
soon  afterward  when  he  joined  the  Air  Service 
of  the  U.  S.  Army  and  was  a  member  of  the 
1919  March  Field  (California)  cadet  class,  re- 

ceiving his  discharge  at  Kelley  Field,  Tex. 
Staying  in  Texas,  Mr.  Williamson  in  1922 

became  manager  of  the  U.  of  Texas'  KUT 
Austin  and  at  the  same  time  attended  the  uni- 

versity, majoring  in  journalism.  His  final  year 
at  Austin,  1927,  he  added  reporting  duties  for 
the  Austin  American  Statesman. 

For  the  next  two  years,  Mr.  Williamson 
free-lanced  in  Los  Angeles  and  Hollywood,  but 
returned  to  Texas  in  1929  as  program  man- 

ager-publicity director  of  KABC  San  Antonio, 
where  he  remained  until  1931.  In  the  follow- 

ing years,  through  1936,  he  served  as  manager 
of  KWWG  Brownsville,  Tex.,  program  director 
of  KFUL  Galveston,  Tex.,  and  in  various  ca- 

pacities with  KHI  Los  Angeles,  KMPC  Beverly 
Hills,  Calif.,  and  KMTR  Hollywood. 

His  next  move  was  into  the  advertising 

agency  field,  when  he  joined  Hixson-O'Donnell on  the  West  Coast  in  1936  as  radio  director. 
In  1940,  he  switched  to  Russel  M.  Seeds  Co. 

as  producer-director. 
The  Army  Air  Corps  required  his  talents 

again  in  1942  and  when  released  from  active 
duty  in  1944  as  a  major  he  was  in  the  War 
Dept.  Bureau  of  Public  Relations,  radio  branch. 

Following  his  second  service  stint,  Mr.  Wil- 
liamson helped  establish  west  coast  offices  for 

Lennen  &  Mitchell  and,  the  following  year, 

for  Geyer,  Cornell  &  Newell.  In  1946,  he  be- 
came radio  director  of  Raymond  R.  Morgan 

Co.  The  year  1950  found  him  with  Mike  Stokey 
Tv  Productions,  Hollywood,  where  he  was 

executive  producer  of  Ginny  Simms'  program 
on  KTTV  (TV)  Los  Angeles  and  the  network 
Pantomime  Quiz. 

Early  in  his  career,  Mr.  Williamson  found 

time  to  act  in  and  help  direct  several  motion 

pictures,  the  best  known  of  which  was  "Wings," starring  Richard  Arlen,  Gary  Cooper  and  Clara 
Bow.  Network  radio  and  television  programs 
he  has  produced,  directed  or  otherwise  worked 

on,  include  The  Nebbs,  Pickard  Family,  You're 
in  the  Act,  Andrews  Sisters,  David  Rose  and 
Curt  Massey,  among  others.  He  also  gained  a 
reputation  as  a  booster  of  sagging  ratings  on  the 
Red  Skelton  Show  (1941-42)  and  Calling  All 
Cars  (now  called  Dragnet). 

In  1949,  Col.  Williamson  compiled  "Hori- 
zons Unlimited,"  a  survey,  study  and  recom- 

mendations of  the  possible  uses  of  television 
by  the  Armed  Forces.  Gen.  Hoyt  Vandenberg 

saw  a  copy  and  gave  an  order  to  "get  the  man 
who  wrote  this"  in  1951  to  bring  it  up  to  date. 

Hence,  the  colonel's  extended  "90-day  tour." 
From  talking  to  Col.  Williamson,  it  is  easy 

to  determine  that  the  AFRTS  is  providing  a 
needed  service  for  our  Armed  Forces  in  iso- 

lated posts.  It  also  is  easy  to  understand  why 

he  had  remained  on  active  duty  instead  of  ac- 
cepting any  of  the  much  higher  paying  jobs 

that  could  be  his  in  civilian  life.  "Maybe  I'm 
a  screwball,  but  I  feel  that  anything  that  can 

bring  as  much  satisfaction  as  tv  can  to  per- 
sonnel and  their  families  in  isolated  bases  is 

worth  a  small  sacrifice  by  me  to  help  promote 

and  increase  this  program,"  he  said. 
Col.  Williamson's  stand  is  well  substantiated 

by  these  same  personnel  in  the  isolated  areas 
he  mentioned.  Of  12  recent  reenlistments  at 
Loring  Air  Force  Base,  Maine  (which  is 
snowed-in  many  months  of  the  year),  seven 

attributed  their  reenlistment  to  the  base's 
AFRTS  tv  station.  As  one  of  them  put  it:  "My 
family  would  be  lost  without  tv.  That's  an 
understatement;  I  might  lose  my  family." 

Despite  almost  unanimous  opinion  of  indus- 
try representatives  that  a  filmed  network  of 

the  type  Col.  Williamson  had  planned  would 
not  work,  he  has  proven  in  the  last  18  months 
that  it  could  and  does  work. 

Col.  Williamson's  biggest  problem  is  keeping 
the  tv  stations  supplied  with  filmed  program- 

ming. A  bottleneck,  which  hasn't  asserted  itself 
as  yet,  is  what  could  be  done  to  keep  a  station  on 
the  air  if  a  plane  goes  down  carrying  a  load  of 

film.  "That  is  the  subject  of  my  favorite  night- 
mare," he  says. 

In  one  of  his  early  forays  to  the  West  Coast, 
Mr.  Williamson  married  Lorna  Ladd,  then  with 
the  California  Broadcaster  (an  early  industry 

newspaper).  They  have  a  married  daughter 
and  make  their  home  in  Arlington,  Va.  He 
is  a  member  of  Sigma  Delta  Chi,  University 
Club  of  Los  Angeles,  Army-Navy  Club  and 
the  Institute  of  the  Aeronautical  Sciences. 

The  colonel's  hobbies  are  color  photography 
and  fencing,  as  a  participant  and  instructor. 
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KM  A  MAIL 

1955 

206,352  Pieces  of  Mail 

Response  —      Demand  Sales  Action 

(and  they  get  it!) 

Commercial  Orders,  Contest  Entries,  Requests  for  Literature,  Etc., 
Received  by  KMA  from  Listeners  During  1955 

y- — I — I  I 

^  £*>v.  DAKO  J  Aj 

\sioux 

WUEY 

HERMAN 

WHEELER 

ANTELOPE 

PLYMOUTH 

GREELEY 
HOWARD 

0'8RIEN 

Cherokee 

clay 

BUENA 
VISTA 

PALO 

POCA 
HONTAS 

HUMBOLDT 

HANCOCK 

CERRO 

GOROO 

FLPYO 

CHICK ASAW 
WRIGHT 

FRANKLIN 
BUTLER BREMER 

BLACK 

HAMILTON 

HART  IN 

GRUNOY 
HAWK 

FA  YE 

J  Over  2,000  |p  750  to  2,000        Q  250  "  750 
Pieces  of  Mail 

(Figures  in  black  show  mail  count  from  major  counties  in  KMA  land) 

Up  to  250 

"Serving  the  Mid- 

west since  1925" 

KMA  I/2  MV  Daytime  Contour 

"THI  HIAtTStAT  Of  THf  COHN  COUNTHY" 

3000  WATTJ- 960  KC 

.    SHENANDOAH,  IOWA 
««pr...nf .d  by  Idward  P»hy  A  Co*  Inc 

Bigger  than  the 

13th  Market 
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It's  the  little  things  that  make  a  big  difference . . . 

the  extra  stuff  that  sales  are  made  of.  In  other  words, 

modern  merchandising. 

What  you  see  here  is  just  a  sample  of  merchandising 

and  promotion  extras  that  back  up  each  and  every 

CBS  Television  Film  Sales  syndicated  property. . .  the 

gimmicks  and  gadgets,  promotion  and  advertising 

material  that  help  a  sponsor  translate  big  audiences 

into  big  sales :  records,  comic  books,  toys,  games, 

novelties,  jewelry,  self-liquidating  premiums.  And 

audience  promotion  too . . .  specially-designed  kits 

containing  slides,  trailers,  telops,  ad  mats,  displays, 

glossies,  announcements  and  star  stories.  Everything 

a  sponsor  needs  to  get  his  show  off  to  a  fast  start 

and  keep  sales  rolling. 

Little  things.  But  they're  sales-clinchers  when  coupled 

with  any  of  CBS  Television  Film  Sales'  top-rated 

syndicated  films— fastest-moving  films  in  television ! 

CBS  TELEVISION  FILM  SALES,  INC. 

Distributing  Amos  V  Andy,  The  Gene  Autry  Shoiv,  The  Range  Rider, 

Cases  of  Eddie  Drake,  Fabian  of  Scotland  Yard,  Holiday  in  Paris, 

Files  of  Jeffrey  Jones,  Life  with  Father,  Adventures  of  Long  John 

Silver,  Annie  Oakley,  Buffalo  Bill,  Jr.,  San  Francisco  Beat,  The  Wh  istler, 

Navy  Log,  Assignment  Foreign  Legion  and  Neivsfilm  —  a  product 
of  CBS  News. 



An"1""' 
1,000  

1 

Seal „,|
..Toco<»» and  ■>>• Pus"1 Sound 

.  .  .  and  more  than  2  million 

people  live  in  the  ENTIRE 

area  covered  by  KTNT-TV 

.  .  .  and  what's  more  — 

Only  KTNT-TV  has  all  five 
Of  all  the  television  stations  in  the 

rich  Puget  Sound  area  of  Washington 

State,  ONLY  KTNT-TV  covers  all  five 

of  the  following  major  cities  in  its  "A" contour: 

•  Seattle        •  Tacoma        •  Everett 

•  Bremerton       •  Olympia 

This  area  contains  OVER 
HALF  the  population  of 
Washington  State  and  it 
accounts  tor  OVER  HALF  the 
retail  sales  of  the  state. 

-  V 

\ 

CBS  Television  for  Seattle, 

Tacoma,  and  the  Puget  Sound  Area 

316,000  WATTS 

Antenna' height,  1000  ft.  above  sea  level 

CHANNEL  ELEVEN BASIC 

Represented  nationally  by 
WEED  TELEVISION 

—  IN  THE  PUBLIC  INTEREST  — 

NARTB  Booklet  Describes 

Get-Out-the-Vote  Campaign 

RESULTS  of  a  test  campaign  to  stimulate  vote 

registration  are  described  in  a  pamphlet,  "Let's 
Vote,  Neighbor,"  published  by  NARTB.  The 
test  was  part  of  the  1956  project  being  con- 

ducted by  American  Heritage  Campaign.  Broad- 
casters in  Davenport,  Iowa,  and  NARTB  joined 

in  a  week-long  test  credited  with  bringing  ir 
2,267  registrations,  about  2,000  more  than  coulc 
normally  be  expected. 

Every  radio  and  tv  station  in  the  nation  i: 
receiving  the  pamphlet,  according  to  Josepr 
M.  Sitrick,  NARTB  publicity-information  di 
rector.  It  contains  program  and  promotior 
ideas  for  broadcast  use  as  developed  in  the 
1952  presidential  campaign  when  radio  and  rt 
were  given  much  of  the  credit  for  the  recorc 
vote.  Cooperating  in  the  1956  move  are  13: 
organizations  that  have  pledged  support. 

WSTC's  Studios  Rate  With  Local  Politican 

WSTC  Stamford,  Conn.,  has  offered  the  Re 
publican  Town  Committee  the  use  of  its  air 
conditioned  studios  as  a  meeting  place.  Mem 
bers  were  having  difficulty  finding  a  room  tha 

wasn't  hot  and  stuffy.  Just  to  show  that  n< 
political  favor  is  intended,  the  Town  Demo 
cratic  Committee  also  was  included  in  the  offer 

WCBS-TV  Donates  $1  Million  in  Time 

WCBS-TV  New  York  estimates  that  in  th< 
three-month  period  of  April-May-June,  its  pub 
lie  service  programming  had  a  net  worth  o 
$1,145,315— the  first  time  WCBS-TV  publii 

service  programming  worth  had  surpassed  $'. million  in  a  three-month  period.  According  t< 
Clarence  Worden,  WCBS-TV  public  affairs  di 
rector,  the  station  aired  1,519  public  servio 
spot  announcements  in  that  period,  wortl 
$650,084.  Additionally,  the  station  broadcas 
324  public  service  programs  (covering  86  hours 

45  minutes  of  air  time)  at  a  rate-card  "cost" $495,231.  Cost  figures,  Mr.  Worden  saic 
covered  both  time  and  production. 

WFBR  Locates  Vacationer 

CRUISING  the  Chesapeake,  W.  O.  Hallmarl 
Chesapeake  &  Potomac  Telephone  official,  wj 
cut  off  from  the  world  when  his  father  die( 
Unable  to  reach  the  ship,  since  it  carried  n 
telephone  facilities  and  the  radio  was  turne 
off,  WFBR  Baltimore  aired  announcement 
Three  and  a  half  hours  and  five  newscasts  late 

when  the  vacationer  put  into  the  Baltimoi 
Yacht  Club  to  pick  up  provisions,  he  heard  tt 
news.  WFBR  has  been  commended  by  tl 
family. 

He  Makes  the  Trip 

WACO  Waco,  Tex.,  and  one  of  its  spon- 
sors, 7-11  Corp.  (food  stores),  brought 

some  happiness  into  the  misfortune  of  an 
11 -year-old  Waco  boy.  Willard  Clifton 
was  struck  in  the  eye  with  a  small  piece 
of  metal  while  working  on  his  soap  box 
racer  to  enter  in  the  local  trials  for  the 
national  Soap  Box  Derby  at  Akron,  Ohio. 

The  injury  cost  Willard  the  loss  of  sight 
in  that  eye  and  his  chances  of  winning 
the  trip  to  Akron.  Hearing  of  his  plight, 
WACO  and  7-11,  which  sponsored  the 
July  4  qualification  races  on  that  station, 
awarded  Willard  and  his  father  an  all- 
expenses  paid  trip  to  the  Aug.  12  Soap Box  Derby. 
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THE  RAY  THAT  PENETRATES 

THE  MIDDLE  STATES 

FOR  BLACKBURN-HAMILTON  CO. 

Ray  V.  Hamilton  shares  the  hyphen  with  James  W.  Blackburn  in  the  partnership, 

formed  ten  years  ago,  that  has  produced  the  nation's  preeminent  broadcasting, 

telecasting  and  newspaper  brokerage  house. 

Ray  Hamilton  spent  seven  years  with  the  old  St.  Louis  Star-Times  in  his  post- 

college  days  and,  pursuant  to  that  training,  created  and  became  general  man- 

ager of  radio  operations  of  KXOK,  St.  Louis.  He  has  been,  betimes,  an  account 

executive  for  the  National  Broadcasting  Company-Blue  Network,  during  World 

War  II  was  Western  Regional  Director  for  the  U.  S.  Department  of  State,  and 

following  the  war  he  was  Executive  Vice  President  of  Associated  Broadcasters, 

Inc.,  San  Francisco,  operating  KSFO,  KWID  and  KWIX. 

Ray,  like  his  colleagues  in  the  Blackburn-Hamilton  Company,  is  experienced  and 

informed  in  negotiating,  financing  and  appraising  broadcasting  properties. 

Reach  him  through  his  Chicago  office  in  the  Tribune  Tower.    His  territory:  the 

middle  states,  from  the  Great  Lakes  to  the  Gulf. 

©   NATIONWIDE,  PERSONALIZED  SERVICE 

RAY  V.  HAMILTON 

o 

NEGOTIATIONS FINANCING APPRAISALS 

RADIO   •  TELEVISION  •  NEWSPAPER 

WASHINGTON,  D.  C 
JAMES  W.  BLACKBURN 

JACK  V.  HARVEY 
WASHINGTON  BIDG. 
STERLING  3-4341.2 

© 

CHICAGO 
RAY  V.  HAMILTON 
TRIBUNE  TOWER 

DELAWARE  7-2755-6 

ATLANTA 

CLIFFORD  B.  MARSHALL HEALEY  BLDG. 

JACKSON  5-1576-7 

SAN  FRANCISCO 
WILLIAM  T.  STUBBLEFIELD 

W.  R.  TWINING 
111  SUTTER  ST. 

EXBROOK  2-5671-2 
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Whether  the  "campaign"  be  for  a  public 

tffice — for  the  hand  of  a  fair  lady  or  a  station's  national 

ales  representation  contract,  promises 

ire  apt  to  be  pretty  general  and  pretty  loosely  made. 

There  is  apt  to  be  a  wide  gap  between  the 

>romises  made  and  the  performance  rendered. 

Not  so  with  Hollingbery.  We  learned  long  ago  that 

•ommissions  are  paid  on  performance  and  we  must  have  those 

:ommissions  to  exist.  For  over  twenty  years  Hollingbery  has 

'lived"  on  performance.  Performance  that  means  dollars  to  every 

lollingbery  station — profit  dollars  to  every  station  we  represent. 

Hollingbery  stations  are  not  led  on  by  empty 

'campaign  promises". 

Geo.  I? Hollingbery  Co. 

Representing  "Top"  Radio  and  Television  Stations  in  "Top"  Markets  Throughout  the  Country. 

New  York Chicago 

Seattle 
Los  Angeles     •    Atlanta     •     San  Francisco 

Detroit    •  Minneapolis 



U.  of  M.  Football  exclusively  on  WSAM 

O  AVJ 1 1 MAW 

FOOTBALL  FANS  ARE  TUNED  TO 

WSAM  EVERY  SATURDAY  FOR 

U.  of  M.  FOOTBALL 

University  of  Michigan  football  and  WSAM  ...  a 

sure-fire  sales  combination  for  Saginaw  advertisers! 

You  get  a  big,  wonderful,  receptive,  and  exclusive 

audience  ...  at  the  lowest  possible  cost  per  1000. 

I 

r 

By  Buying  2  or  More  of 

these  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 

Dearborn-Detroit   Flint,  Mich.     Jackson,  Mich.  Saginaw,  Mich, 
Jackson  Broadcasting &  Television  Corp. 

BUY  ALL  4  STATIONS  SAVE  15% 

BUY  ANY  3  STATIONS  SAVE  10% 

BUY  ANY  2  STATIONS  SAVE  5% 

WS  A 

Fred  A.  Khorr,  Pres. 
Vincent  Picard,  Mg.  Director 

Represented  by  HEADLEY-REED 

SAGINAW 

MICHIGAN 

W\  J^f^^  I  Emu; 

JEROME  BERGHOFF 

accounts 

"TO  BE  effective,  radio  and  television  adver- 
tising must  be  local.  The  customer  must  be 

told  exactly  where  he  can  find  the  product  you 
are  selling  and  he  must  expect  to  find  it  at  the 

local  dealer  when  he  goes  there  to  buy  it." 
This  is  how  Jerry  Berghoff,  president  and 

media  director  of  Berghoff  Assoc.,  Los  Angeles, 
explains  that  advertising  is  not  successful  until 

it  sells  and  why  it  can't  sell  until  the  prospec- 
tive customer  and  the  product  are  brought  to- 

gether. This  is  why  his  agency  also  places 
considerable  cooperative  advertising  dollars  k 
local  radio-tv  in  many  markets  in  addition  to 

the  usual  national  purchases.  "We  have  more 
success  helping  the  dealer  directly  than  by  jus 

advertising  indirectly,"  he  says. 
The  agency's  client  list  includes  Baby  Line 

Furniture  Co.,  Los  Angeles,  which  has  a  radio 
tv  spot  campaign  underway;  Pride  Product! 
Co.,  Burbank,  Calif.,  soon  to  embark  on  s 
major  market  radio-tv  drive;  Strolee  of  Cali 
fornia,  Los  Angeles,  which  now  is  expanding 
its  major  market  saturation  radio-tv  spot  cam 
paign;  Southwest  Steel  Rolling  Mills,  Los  An 
geles;  Aladdin  Plastics  Co.,  Los  Angeles,  anc 
over  30  other  national  manufacturing  accounts 

Born  March  11,  1928,  Jerome  (Jerry)  Berg 

hoff  grew  up  in  the  shadow  of  his  father  Jo 

seph's  widely-known  printing  firm  in  Detroit 
But  the  printer's  ink  in  his  blood  is  well-mixee 
with  electrons.  At  the  U.  of  Washington  h 
announced  college  programs  on  KIRO  an< 
KJR  Seattle.  Inclined  toward  an  acting  caree 
and  encouraged  by  summer  stock  theatre  experi 
ence,  he  transferred  to  Los  Angeles  City  Colleg 

and  earned  his  degree  in  theatre  arts  in  195C 
Meanwhile,  he  worked  and  acted  at  night  oi 
KABC-TV  Los  Angeles  and  wrote  for  othe 
local  tv  shows. 

After  leaving  college,  he  began  working  fo 

his  father's  Los  Angeles  agency  as  account  ex 
ecutive  and  in  charge  of  radio-tv  timebuyin 
and  production.  It  was  then  he  learned  th 
pasture  is  much  greener  on  the  business  sid 
of  the  camera  and  mike.  Eventually  becomin 
executive  vice  president  and  media  director  o 
Berghoff  Assoc.,  he  advanced  to  president  la; 
fall  following  the  death  of  his  father. 

Mr.  Berghoff  married  Diane  Seigel  of  Lo 
Angeles  in  1951.  They  have  built  a  new  horn 
in  the  Brentwood  Riviera  section  just  west  c 
Beverly  Hills  which  they  share  with  their  tw 
boys,  Edward  Mark,  4,  and  Daniel  Brian,  1. 

Active  in  community  affairs  such  as  B'm 
B'rith  and  the  Brentwood  Little  Theatre,  as 
hobby  Mr.  Berghoff  still  enjoys  directing  ami teur  plays. 
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Blind  businesswoman  operates  switchboard 

Bessie  Sawyer  of  Orange,  California,  blind 

since  birth,  cheerfully  operates  her  Telephone 

Answering  Service  business  with  the  aid  of  this 

Braille  switchboard.  The  switchboard  can  serve 

as  many  as  70  subscribers  and  was  made  ex- 

pressly for  her  by  Western  Electric  at  the  re- 

quest of  her  local  Bell  telephone  company. 

How  does  it  work?  When  a  call  comes  in, 

a  buzzer  sounds  —  and  a  small  plug  pops  up  on 
the  panel  at  her  left.  With  a  sweep  of  her  hand 

she  locates  it,  "reads"  the  Braille  symbol  just 
above  it  to  identify  the  number,  then  completes 

the  connection  by  matching  this  number  with 

the  proper  symbol  on  the  switchboard.  Other 

means  for  aiding  blind  switchboard  attendants 

are  also  under  development. 

This  special  switchboard  for  Miss  Sawyer  is 

one  of  a  number  we've  made  and,  of  course, 
represents  only  a  tiny  fraction  of  the  telephone 

equipment  we  make  as  the  manufacturing  and 

supply  unit  of  the  Bell  System. 

But  it  serves  to  illustrate  the  way  we— as  part 

of  the  Bell  System  —  will  undertake  to  provide 

your  Bell  telephone  company  with  anything  it 

may  need  to  serve  its  customers  —  whether 

what's  required  is  one-of-a-kind  or  one-million- of-a-kind. 

MANUFACTURING  AND  SUPPLY UNIT  OF  THE  BELL  SYSTEM 
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Now !  Remote  Switching  o 

COLOR  OR  MONOCHROME . . 

Module  design  permits  "building 
block"  expansion.  Each  module 
handles  ten  inputs — two  outputs. 

CineScanner— Superior  for  Monochrome  .  .  .  and  Color! 

Designed  for  studio/master  con- 
trol applications  —  Low  voltage 

D.C.  relays  eliminate  costly  video 
cabling. 

Effects  substantial  savings  on 
video  processing  equipment  costs 
— as  little  as  one-tenth  the  equip- 

ment required  in  some  cases. 

Control  panel  and  switching  chas- 
sis designed  to  fit  various  station 

layouts  —  provides  utmost  flexi- 
bility in  station  design. 

Switching  chassis  designed  for 

standard  rack  installation — mini- 
mum rack  space  required. 

Module  design  (10  inputs  x  2  out- 

puts) permits  ease  of  expansion. 

Permits  multiple  control  points. 

Built-in  tally  lights  and  order 

wire  circuits — auxiliary  contacts 

for  program  audio. 

PHILCO  CORPORATION 



ny  TV  Program  Source 

COMPOSITE  OR  NON-COMPOSITE 

HERE  is  a  compact,  versatile  TV  switch  that 

can  be  interconnected  anywhere  in  your  TV 

broadcast  system.  It  will  handle  "simultaneous" 
(RGB),  encoded  color  and  monochrome — com- 

posite or  non-composite  ...  by  remote  control ! 

This  feature  alone  means  big  savings  in  encoding 

and  distribution  equipment. 

But,  this  is  only  one  of  many  important  ad- 

vantages. For  example,  by  use  of  special  color- 

coded  patch  plugs,  video  control  of  film,  slide  or 

live  source  can  be  transferred  from  studio  to 

master  control  or  to  transmitter  room  in  a  matter  of 

seconds.  Studio  and  master  control  switching  func- 

tions can  be  accomplished  by  a  single  switching 

chassis  at  the  console  or  in  a  relay  rack.  In  addi- 

tion, the  system  will  control  wipes,  splits,  fades, 

dissolves  and  other  special  effects. 

Get  full  technical  data  on  this  newest  addition 

to  Philco  CineScanner  Color  Equipment.  Write 

Philco,  Dept.  BT  today. 

ew  TV  Switching  System  proves  "simultaneous"  switching  practical  and  desirable 

OVERNME  NT  AND 

NDUSTRIAL  DIVISION 

PHILADELPHIA  44 

PENNSYLVANIA 

In  Canada:  Philco  Corporation  of  Canada  Limited,  Don  Mills,  Ontario 



PULSE  Says  WPTF  has 

of  its 

Nearest 

Competitor 

Here's  the  1956  Area  Pulse  covering  32  North 
Carolina  counties.  WPTF  leads  during  every 

quarter-hour  .  .  .  with  well  over  twice  the 

audience  of  a  regional  network  and  six  to 

seven  times  the  average  audience  of  any  other 

station. 

WPTF's  average  share  of  audience  inched 
up  from  an  even  36%  in  1955  to  36.7%  in 

1956.  This,  coupled  with  an  average  increase 

of  10%  in  homes  using  radio,  means  that 

WPTF  is  delivering  more  listeners  now  than 

during  any  of  the  past  three  years  the  Pulse 
has  been  made. 

SHARE  OF  AUDIENCE 

Leading  Stations— Monday  thru  Friday 

6PM- 
Stations  6AM-12N    12N-6PM  12Mid. 

WPTF   35  35  40 

Regional  Network  14  12  11 

Station  "A"                     5  6  6 

Station  "B"                    6  4  5 

Misc.  (58  stns.)  40  43  38 

Homes  Using  Radio.  .  .25.2%       27.0%  26.670 

IB : 

iH 

50,000  Watts  680  KC 

NBC  Affiliate  for  Raleigh- Durham 
and  Eastern  North  Carolina 

R.  H.  MASON,  General  Manager  GUS  YOUNGSTEADT,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc.,  National  Representatives 

WPTF  NCS 

COVERAGE  MAP 

I  MARKET  DAM*  I 

Population 
Farm  Population 

Spendable  Income 
Gross 'Farm  Income 
Total  Retail 

Food 

2,827,400 

1,093,500 

$3,051,232,000 

$927,982,000 
$2,240,275,000 

$503,268,000 

Drug- 

General  Merchandise 

Apparel 

Home  Furnishing 

Automotive 

Filling  Station 

$  59,507,000 
$309,893,000 
$123,131,000 

$138,570,000 
$543,637,000 

$197,063,000 
*  1956  SRDS  Estimates  of  Consumer  Markets 
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PEPSI-COLA 

HITS  WITH  SPOT 

Novel  radio  campaign  produces  fabulous 

sales  gains  for  Pepsi  in  two  test  cities,  will  be 

expanded  nationwide. 

Saturation  commercials  are  built  from  re- 

corded voices  of  listeners  who  win  prizes  if  they 

can  identify  own  voices  on  the  air.  Listener  par- 

ticipation exceeds  all  expectations. 

Says  executive  of  Kenyon  &  Eckhardt,  Pepsi 

agency:  "As  a  radio  success  story,  I've  never 

seen  anything  that  has  come  close  to  it." 

PEPSI-COLA  officials  are  convinced  there's 
more  bounce  to  the  ounce  in  radio.  About  833 
times  more  than  in  newspapers,  to  be  statistical. 

To  support  this  conviction  they  have  the  re- 
sults of  two,  separate,  month-long  tests  of  what 

they  and  their  agency — Kenyon  &  Eckhardt, 

New  York — call  "a  totally  new  concept  of  the 
use  of  radio  spot  advertising."  Now  they're 
getting  ready  to  go  all  out  with  it,  nationwide. 

The  new  technique,  conceived  by  J.  Clarke 

Mattimore,  one  of  K&E's  account  executives  on 
Pepsi,  has  set  two  cities — San  Diego,  Calif., 
and  Muncie,  Ind. — echoing  to  two  words  which, 
when  the  full-scale  campaign  is  developed  and 
executed,  may  be  expected  to  ring  across  the 

country  like  the  air-borne  "Pepsi-Cola  Hits 
the  Spot"  jingle  did  a  few  years  ago. 

The  two  words:  "Pepsi,  Please!" 
The  test  campaigns,  conducted  under  Mr. 

Mattimore's  supervision  and  completed  in 
Muncie  last  week,  involve  the  transcribing  of 

people's  voices  saying  "Pepsi,  please";  playing 
the  recordings  on  radio  spots,  and  offering 
prizes  to  those  people  who  recognize  their  own 
voices  on  the  air.  Ten  different  voices  are  heard 
on  each  spot,  and  the  spots  are  scheduled  in 
saturation  fashion — there  were  36  a  day  in 
San  Diego,  23  a  day  in  Muncie. 

That  means  "Pepsi,  please"  was  heard  360 
times  a  day  on  radio  in  San  Diego;  2TJ  times  a 
day  in  Muncie.  It  would  have  been  heard  more 
often  in  Muncie,  Mr.  Mattimore  explains,  ex- 

cept that  the  station  there  had  no  more  time 
available. 

The  stations  used  in  the  test  were  KCBQ  San 
Diego  and  WLBC  Muncie.  K&E  also  used 
newspaper  ads — a  full  page  and  seven  616-line 
ads,  although  in  San  Diego  the  timing  of  the 
call-period  put  the  paper  at  a  disadvantage,  and 
during  the  test  period  conducted  interviews  to 
determine  where  prospective  buyers  had  first 

heard  of  "Pepsi,  please."  From  the  replies  they 
calculated  the  cost-per-inquiry  for  each  medium 
and  came  up  with  this  result: 
Newspapers:  $33.33. 

Radio:  $0.04  (four  cents,  that  is). 

"As  a  radio  success  story,"  says  Mr.  Matti- 
more, "I've  never  seen  anything  that's  come 
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close  to  it." Pepsi-Cola  is  "extremely  happy."  Richard 
H.  Burgess,  vice  president  in  charge  of  domestic 

sales,  says  results  "have  far  exceeded  the  most 

optimistic  expectations." And  Radio  Advertising  Bureau  is  so  delighted 
that,  even  before  the  test  was  completed,  it 
agreed  to  finance  a  research  study,  which  was 
being  conducted  in  Muncie  last  week. 

What  are  the  sales  results? 

Pepsi-Cola,  fighting  hard  to  overtake  Coca- 
Cola  in  one  of  the  most  competitive  fields 

imaginable,  is  playing  it  cozy  as  to  exact  reMilt-- 
in  terms  of  either  dollars  or  cases  sold. 

Mr.  Mattimore  would  say  this,  however: 

Pepsi's  fountain  business  in  Muncie  during  the 
first  week  of  the  test  there — the  week  of  July 

15 — was  300%  over  Pepsi's  fountain  sales  in 
Muncie  for  the  entire  month  of  July  1955. 
And  July  of  this  year,  he  added,  was  not  a 

good  month  for  beverage  sales,  because  of  poor 
weather.  This  means  that  sales  in  one  week  of 

a  "poor"  month  ran  300%  ahead  of  those  for 
an  entire  "good"  month — thanks  almost  en- 

tirely to  radio. 
Regarding  bottle  sales,  he  would  say  only 

that  they  were  "heavily  increased." 
Coincidentally,  Pepsi  introduced  its  new  6V2- 

ounce  "single  drink  size"  bottle  as  part  of  these 
test  campaigns.  Although  the  success  of  the  new 

size  can't  be  accurately  appraised  for  another 
six  months — "after  the  markets  have  had  a 
chance  to  calm  down" — Mr.  Mattimore  said  it 
"went  over  in  a  big  way"  during  the  tests. 

What  It  Costs  Per  City 

With  the  experience  of  San  Diego  and  Mun- 
cie behind  them,  Pepsi-Cola  representatives  esti- 

mate that  similar  campaigns  can  be  conducted 
for  around  $5,000  per  city  of  50,000  population 
per  month,  including  time,  space,  prizes,  other 
promotion — everything. 

The  idea  behind  the  campaign,  aside  from 

selling  Pepsi-Cola,  is  to  "brainwash"  the  vast 
public  who,  in  the  opinion  of  Pepsi  and  K&E. 

automatically  and  without  thinking  say  "Give 
me  a  Coke"  whenever  they  want  a  cola  bever- 

age— often,  even  when  what  they  actually  in- 

tended to  order  was  a  Pepsi. 

To  rid  the  public  of  this  mass  Coke  com- 

plex, Mr.  Mattimore  came  up  with  the  "Pepsi, 
please"  idea.  He  wants  people  to  say  "Pepsi, 
please"  as  automatically  as  they  now  say 
"Coke."  The  on-the-air  playback  of  the  pub- 

lic's recordings  of  the  two  words  is  calculated 
to  get  them  both  circulated  and  instilled. 

The  recordings  were  made  both  in  person — 
in  supermarkets  and  fountain  stores  and  on 
the  streets,  for  example — and  by  telephone. 
In  San  Diego,  where  the  test  ran  from  June 
11  to  July  11,  the  telephone  recordings  were 
made  by  manual  operation  of  the  recorders 
and  were  limited  to  certain  periods  of  the  day. 
In  Muncie,  where  the  campaign  extended  from 
July  15  to  Aug.  15  (last  Wednesday),  the  tele- 

phone calls  were  transcribed  entirely  auto- 

matically by  a  battery  of  five  "electronic  sec- 
retaries" which  operated  around  the  clock. 

People  were  told  to  call  the  specified  tele- 
phone number,  give  their  names  and  addresses, 

wait  at  least  two  seconds  (so  this  information 
could  be  cut  out  of  the  tape  before  broadcast), 
and  then  say  the  two  magic  words. 

The  extent  to  which  the  campaign  caught 

on  is  indicated  by  Mr.  Mattimore's  estimate that  in  Muncie  more  than  30,000  calls  were 

recorded  during  the  month.  Muncie's  popula- tion is  60,000. 

The  "Pepsi,  please"  recordings  were  then 
put  together  in  strings  of  10  to  make  one  spot 
announcement  which  led  off  with  the  an- 

nouncer telling  listeners  that  Pepsi-Cola  was 
the  sponsor  and  if  they  identified  their  own 
voices  they  would  receive  a  prize. 

"How  else  are  you  going  to  get  J 1  product 
mentions  in  a  minute,"  Mr.  Mattimore  wants 
to  know. 

The  public's  telephone  response  was  astro- 
nomical, too.  Mr.  Mattimore  estimates  that 

in  Muncie  there  were  up  to  1,139  calls  a  day 
from  people  who  thought  they  had  heard  their 
own  voices.  When  he  had  a  check  made  to  de- 

termine how  many  other  people  were  getting 
busy  signals  at  the  same  time,  he  found  a  total 
of  over  900  in  four  days. 

Prizes  were  Pepsi-Cola  coolers,  RCA  port- 
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ADVERTISERS  &  AGENCIES 

IN  SAN  DIEGO  Don  Howard,  announcer  at  KCBQ,  station  which  carried  the  Pepsi- 

Cola  campaign,  records  voice  of  young  participant  saying  "Pepsi,  please."  Models, 
announcer  and  recording  truck  were  at  downtown  Plaza  Square. 

IN  MUNCIE  drug  store  Jack  Repco  (1),  Pepsi  regional  manager  of 
national  accounts  and  syrup  sales  records  young  participant  with 
assistance  of  Norma  Wasser,  also  regional  manager. 
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AGENCY    man  who 
conceived  Pepsi  spot 

trick  is  J.  Clarke  Mat- 
timore,  of  K&E. 

able  radios,  and  RCA  clock  radios,  but  rela 
tively  few  had  to  be  given  away.  People  jus 

don't  recognize  their  own  voices.  Out  of  23i 
voices  broadcast  each  day  in  Muncie,  and  ou 
of  the  average  of  1,239  people  calling  daily  ti 

say  they'd  heard  their  own,  there  were  onl; 
about  three  winners  a  day  at  the  outset. 

To  boost  the  number  of  winners,  they  startei 
saying  the  caller  was  correct  if  his  voice  hac 
in  fact,  been  broadcast  at  any  time  during  tha 
day.  That  raised  the  average  to  10-12  a  day. 

Then,  as  the  campaign  got  rolling,  peopl 

started  using  gimmicks  to  help  them  identif 
their  own  voices  on  the  air — stuttering  P-P-F 
Pepsi,  p-p-p-please,  for  example,  or  speakin 
in  Spanish  or  otherwise  trying  to  get  a  distinc 
t've  note  into  the  recording.  Even  then,  th 
number  of  winners  never  got  beyond  35  a  daj 

But  people  were  having  fun — in  fact,  say 
Mr.  Mattimore,  it  was  found  in  San  Dieg 
that  people  were  not  primarily  interested  i 
the  prizes  at  all.  So  in  Muncie  the  promotio 
copy  was  changed;  instead  of  emphasizin 
"thousands  of  prizes,"  it  asked:  "do  you  war 

to  hear  yourself  on  radio,  and  win  a  prize?" 
It  was  a  "fun  campaign"  throughout.  Ai 

nouncers  were  not  given  prepared  copy  to  reac 
they  were  told  to  do  whatever  they  wanted  t 
do  with  their  minutes  in  urging  people  to  pa 

ticipate,  so  long  as  they  did  not  kid  the  produc 

"They  kept  it  alive,"  in  the  words  of  Mr.  Ma 
timore.  So  did  the  people  who  stuttered  an 
invented  other  gimmicks  to  help  them  identil 
themselves  later — these  deviations  put  variei 
into  the  spots. 

The  public's  reaction  to  this  kind  of  pn 
gramming,  aside  from  that  evidenced  by  tl 
number  of  calls  to  the  stations,  was  indicate 

by  Larry  Buskett,  who  was  general  managi 
of  KCBQ  when  the  test  was  conducted  b 
has  since  moved  to  KRAM  Las  Vegas.  I 
wrote  Mr.  Mattimore  a  few  days  ago  th 

KCBQ's  ratings  rose  materially  during  tl 
campaign  period. 

The  campaign  had  a  lot  of  side  effects,  to 
People,  especially  young  people,  started  ca 

rying  portables  with  them  to  "monitor"  tl spots  so  they  could  alert  friends  whose  voic 

they  thought  they  identified.  One  woman- 
whose  children  apparently  did  not  have  poi 
ables — told  Mr.  Mattimore  that  the  campaij 

was  the  best  baby  sitter  she'd  found:  that  f the  first  time  in  months  she  could  leave  tl 
house  and  still  know  exactly  where  her  ch 
dren  were.  Another  wanted  to  thank  Pep; 
Cola  Co.  for  teaching  her  child  the  wo 
"please."  And  in  a  development  which  mig 
inspire  the  erroneous  impression  that  the  car 
paign  was  for  the  birds,  a  movement  got  und 
way  among  the  younger  set  to  teach  parakee 

to  chirp — you  guessed  it — "Pepsi,  please." 
Broadcasting    •  Telecasts 



NATIONAL  TV  BILLINGS: 

STILL  HEADING  UPWARD 

New  TvB  report  for  second  quarter  of  1956 

puts  national  spot  purchases  at  more  than  $105 

million,  number  of  spot  advertisers  at  all  time 

high  of  nearly  3,000. 

Network  billings  in  same  quarter  also 

zoomed  upward  to  $117,832,532. 

Total  national  tv  advertising — spot  and  net- 
work— was  better  than  $440  million  in  first  half 

of  year;  $223,416,532  for  second  quarter. 

Second  quarter  strength  for  both  spot  and 

network  defies  traditional  spring  dips  in  media 

buying  following  the  winter  peak. 

NATIONAL  ADVERTISERS  purchased 
$440,303,312  worth  of  tv  spot  and  network 
time  during  the  first  six  months  of  1956. 

Spot  time  purchases  for  the  half-year  to- 
taled $205,793,000,  or  roughly  47%  of  the 

total,  according  to  estimates  prepared  by 
N.  C.  Rorabaugh  Co.  for  Television  Bureau 
of  Advertising  and  made  public  by  TvB  last 
Friday. 

Time  sales  of  the  tv  networks  for  Janu- 

ary-June 1956  amounted  to  $234,510,312, 
according  to  data  of  advertising  expendi- 

tures for  network  time  compiled  by  Pub- 
lishers Information  Bureau.  Both  the  Rora- 
baugh and  PIB  figures  are  gross,  that  is, 

calculated  at  the  one-time  rate  before  dis- 
counts of  any  kind. 

In  releasing  the  tv  spot  figures,  TvB  noted 
that  the  second  quarter  of  this  year,  when 
the  spot  gross  totaled  $105,584,000,  topped 
the  first  quarter  of  1956  by  more  than  $5 
million  and  also  was  ahead  of  the  fourth 

quarter  of  1955.  The  tv  networks  also  in 

the  April-June  period  ran  ahead  of  their 
January-March  time  sales,  indicating  that  tv 
is  still  on  the  rise  as  a  national  advertising 
medium  and  that  the  upward  trend  has 
enough  vigor  to  overcome  the  traditional 
advertising  dip  that  normally  begins  with 
the  coming  of  spring,  following  the  winter 

peak. 
Not  only  has  the  dollar  volume  for  spot 

television  increased,  but  the  number  of  ad- 
vertisers using  the  medium  also  showed  a 

rise  from  the  first  to  the  second  quarter  of 

this  year,  as  well  as  being  the  greatest  num- 
ber of  advertisers  to  use  spot  tv  in  any 

second  quarter  from  1949  to  date.  The  fol- 
lowing table,  compiled  by  the  Rorabaugh 

organization,  reflects  the  growth  of  tv  as  an 
advertising  medium: 

2nd  Number 

Quarter  Advertisers 

•  Jl '49  324 
'50   734 

£.'51  1064 
I-.  '52  1384 
'53  1876 

5*  '54  2527 
'55  2873 
'56  2978 

A  TvB  analysis  of  the  distribution  of  the 

spot  tv  revenue  by  day  parts  shows  what 
might  have  been  expected:  that  more  than 
half  the  tv  station  revenue  comes  from  the 

evening  hours,  about  a  third  from  the  day- 
time and  less  than  10%  from  the  late  night 

periods: 

Day 

Night Late  night 

$36,714,000 
58,589,000 
10,281,000 

$105,584,000 

34.8% 
55.5% 

_9.7% 

100.0% 

Announcements  represented  the  major 

sources  of  spot  advertising  revenue  for  tele- 
vision, nearly  half  the  total  and  more  than 

twice  that  derived  from  program  sales,  a 
second  TvB  analysis  shows: 

Announcements    $47,004,000  44.5% 

ID's 

Participations 
Shows 

12,529,000  U.9r; 
24.250,000  23.0% 
21,801,000  20.6% 

$105,584,000  100.0% 

Of  the  2,978  advertisers  using  spot  tv 
during  the  second  quarter,  1956.  there  were 
1,236  spending  $5,000  or  more  each  for 

this  medium  during  this  three-month  period, 
and  1 ,742  whose  expenditures  were  under 

$5,000.  These  figures  come  from  commer- 
cial time  data  reported  by  300  tv  stations  in 

203  markets,  with  expenditures  computed 

at  published  gross  one-time  rates. 
Commenting  on  the  spot  report,  Oliver 

Treyz.  president  of  TvB.  said. 
"  It  is  interesting  to  note  that  Procter  & 

Gamble,  consistently  the  largest  user  of  spot 
television,  and,  from  the  standpoint  of  its 

expenditures  most  experienced  in  its  use. 
has  substantially  increased  its  expenditures 
in  the  second  quarter  versus  the  preceding 

ones.  We  note,  also,  that  Lever  Brothers' 
spot  expenditures  in  the  second  quarter  are 
almost  triple  those  of  the  first  quarter  of 
1956.  Lever  Brothers  has  jumped  from  the 
38th  spot  television  advertiser  in  the  first 
quarter  to  ninth  in  the  second  quarter. 

"A  drag  on  the  total  increase  in  spot  tele- 
vision expenditures  is  found  in  the  automo- 

tive field.  As  is  true  in  newspapers,  spot 

television  expenditures  of  automotive  com- 
panies are  down.  All  of  the  automotive 

companies  are  down  in  the  rankings. 

"Overall,  the  activity  and  volume  of  spot 
television  in  the  second  quarter,  1956,  mark 

the  growing  awareness  and  interest  of  most 

advertisers  in  its  unique  values." CONTINUES  ► 

1956 

Jan. -March 

Apr.-Junc 
Jan. -June 

TV  PACE  FOR  FIRST  TWO  QUARTERS 

Spot  Tv  Network  Tv 
Advertising  Advertising 

$H<0.209.000  $116,677,780 
105,584,000  117,832,532 

$205,793,000 $234,510,312 

National  Tv Advertising 

$216,886,780 
223.416,532 

$440,303,312 

TOP  AGENCIES  IN  SPOT  TV 

TED  BATES  &  Co.  again  was  No.  1 
agency  in  the  handling  of  television  spot 
billings  in  the  second  quarter  of  1956. 
McCann-Erickson  moved  from  third  to 
second  place  while  Young  &  Rubicam 
stepped  up  to  third  position  and  Leo 
Burnett  Co.,  in  second  place  for  both 
the  fourth  quarter  of  1955  and  the  first 
quarter  of  1956,  dropped  down  to  No.  4. 

The  standings  were  reported  last  week 
by  Television  Bureau  of  Advertising  in 
conjunction  with  its  release  of  the  top 
200  spot  tv  advertisers  for  the  second 

quarter  of  1956. 

Young  &  Rubicam's  jump  to  No.  3  in 
spot  tv  billings  was  from  No.  7  in  the_ 
last  quarter  of  1955  and  No.  6  in  the 
first  quarter  of  this  year.   Its  rise  was 

attributed  to  increased  spot  expenditures 

on  the  part  of  Procter  &  Gamble's  Spic 
&  Span  and  General  Foods'  Jello. BBDO,  seventh  for  the  first  quarter 

of  this  year,  moves  into  sixth  spot,  be- 
hind Benton  &  Bowles  which  remains  in 

fifth.  J.  Walter  Thompson  Co.,  which 
dropped  out  of  the  top  10  list  in  the 
first  quarter,  is  now  back  in  ninth,  same 
place  it  held  in  the  last  quarter  of  1955. 

The  top  10  for  the  second  quarter  of 
1956,  as  compiled  by  TvB:  (1)  Ted  Bates 
&  Co.;  (2)  McCann-Erickson;  (3)  Young 
&  Rubicam;  (4)  Leo  Burnett  Co.;  (5) 

Benton  &  Bowles;  (6)  BBDO;  (7)  Dancer- 
Fitzgerald-Sample:  (8)  Compton  Adv.; 
(9)  J.  Walter  Thompson  Co.;  (10)  Wil- liam Esty  Co. 
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THE TOP  200  TV 

GROSS  TV  TIME  PURCHASES  GROSS  TV  TIME  PURCHASES 
First  Half  of  1956  First  Half  of  1956 

Advertiser 
Spot 

Network Total 
Advertiser 

Spot 

Network 
Total 

1. PROCTER  &  GAMBLE  $12,323,800 $21,971,063 $34,294,863 

56. 
RALSTON-PURINA 314,900 

1,161,378 1,476,278 2. 
COLGATE-PALMOLIVE 3,698,800 10,230,566 13,929,366 

57. 
BEST  FOODS   542,500 901,123 

1,443,623 
3. GENERAL  MOTORS    . . 2,434,900 10,582,413 13,017,313 

58. 
HELENE  CURTIS   .  .  . 1,404,354 

1 1,404, 3 '54 

4. 
GENERAL  FOODS  .... 5,032,000 7,335,588 12,367,588 

59. 
QUAKER  OATS   1,398,570 11,398,570 5. 

CHRYSLER   896,300 10,288,527 11,184,827 60. STUDEBAKER-PACKARD 
467,230 

904,434 1,371,644 
6. 

BROWN  &  WILLIAMS'N 
8,560,600 1,852,485 10,413,085 

61. 
AMERICAN  MOTORS 1,356,902 11,356,902 7. 

FORD  MOTOR   1,748,000 7,564,580 9,312,580 

62. 
E.  I.  DU  PONT  

587,100 719,298 1,306,398 8. 
WHITEHALL  PHARM. 7,550,040 17,550,040 

63. 
HAZEL  BISHOP   128,860 

1,176,407 1,305,261 
9. R.  J.  REYNOLDS  ... 1,046,500 6,209,145 7,255,645 64. ANHEUSER-BUSCH 730,700 566,994 1,297,694 

10. LEVER  BROS.  1,734,900 5,137,858 6,872,758 

65. 
SCHLITZ  BREWING   .  . 1,288,221 11,288,221 

11. LIGGETT  &  MYERS   .  . 2,360,300 4,117,551 6,477,851 

66. 
FLA.  CITRUS  COMM. 1,287,500 1,287,500 

12. KELLOGG   2,919,600 3,163,491 6,083,091 

67. 
GOODYEAR   1,260,493 1 1,260,493 

13. STERLING  DRUG  .... 4,391,300 1,139,500 5,530,800 

68. 
HAROLD  F.  RITCHIE 1,188,900 53,830 

1,242,730 
14. AMERICAN  TOBACCO 206,710 5,301,102 5,507,812 

69. 
WILDROOT   555,100 661,473 

1,216,575 15. GENERAL  MILLS  .... 339,600 4,959,287 5,298,887 
70. EASTMAN  KODAK    .  .  . 1,215,998 

11,215,99& 16. MILES  LABORATORIES 3,089,500 2,059,987 5,149,487 71. ANAHIST   1,201,590 1,201,590 
17. TONI   1,028,400 3,914,824 4,943,224 

72. 
WESSON  &  SN.  DRIFT 734,400 465,982 

1,200,382 
18. BRISTOL-MYERS  .... 560,100 4,083,710 4,643,810 

73. 
PET  MILK  * 1,192,800 

jl, 192,800 
19. GENERAL  ELECTRIC  . 584,000 3,815,734 4,399,734 74. ALCOA   

* 
1,176,259 fl,176,25i 

20. NATIONAL   BISCUIT  . 3,214,300 850,876 4,065,176 

75. 
SYLVANIA   1,164,740 U, 164,740 21. COCA-COLA   1,870,200 2,139,594 4,009,794 76. PABST  BREWING  ... 521,000 636,332 1,157,332 

22. PHILIP  MORRIS  3,375,300 3,375,300 
77. 

SWEETS  CO  
sj: 1,157,259 11,157,259 

23. P.  LORILLARD   690,100 2,798,454 3,488,554 
78. 

SIMONIZ   499,000 633,078 1,132,071 
24. REVLON   1,216,210 2,138,118 3,354,328 

79. 
GULF  OIL   1,121,832 1 1,121,83: 

25. NAT'L  DAIRY  PRODS. 577,300 2,767,144 3,344,444 

80. 
SPERRY  RAND   1,118,093 11,118,09: 

26. PHARMACEUTICALS 493,400 2,916,418 3,409,818 

81. 
INTL.  CELLUCOTTON 

557,000 
553,443 

1,110,44: 
27. BORDEN   1,118,800 2,016,100 3,134,900 

82. 
SCHICK   * 

1,083,225 11,083,221 
28. PILLSBURY  MILLS  .  . 2,916,814 12,916,814 

83. 
AMER.  DAIRY  ASSN.  . 

* 
1,070,216 11,070,21t 29. AM.  TEL.  &  TEL.  CO. 2,120,000 682,866 2,802,866 

84. 
ESSO  STANDARD  OIL  . 1,059,500 1,059,501 

30.  CAMPBELL  SOUP  .... 876,100 1,842,908 2,719,008 85. GROVE  LABORATORIES 669,150 319,858 989,001 
31. GILLETTE   * 2,697,978 12,697,978 

86. 
U.  S.  STEEL   * 984,120 

1984,121 32. BULOVA  WATCH  ... 2,350,000 279,165 2,629,165 
87. 

ARMSTRONG  CORK  . 
* 982,720 

1982, 7 2i 
33. ARMOUR  &  CO.  ..... 598,400 1,779,548 2,377,948 

88. 
FALSTAFF  BREWING 707,900 265,715 973,61! 

34. NESTLE   1,066,400 1,309,254 2,375,654 
89. 

FIRESTONE   954,548 1954,54i 
35. WARNER-LAMBERT   .  . 1,471,300 826,677 2,297,977 

90. 
P.  BAL'NTINE  &  SONS 

943,800 943,801 
36. CARTER  PRODUCTS   .  . 1,976,400 303,815 2,280,215 91. PETER  PAUL  940,800 

940,801 37. SCOTT  PAPER   2,223,930 12,223,930 
92. 

SALES  BUILDERS  ... 920,700 920,70( 
38. STANDARD  BRANDS    .  . 958,700 1,225,730 2,184,170 

93. 
PEPSI-COLA  

919,400 
919,401 39. WESTINGHOUSE  .... * 

2,050,185 12,050,185 94. NO.  PAPER  MILLS  . 901,100 901,101 40. 
S.  C.  JOHNSON  &  SONS 125,300 1,841,021 1,966,321 95. TEXAS  CO  884,304 

1884,30< 41. CARNATION   560,100 1,333,749 1,893,849 96. REYNOLDS  METALS  . 881,148 

1881,14-1 

42. MENNEN     .  .  . 524,000 1,362,157 1,886,157 

97. 
WELCH  GRAPE  JUICE 

471,900 408,884 

880,78' 

43. CONTINENTAL  BAKING 1,864,600 1,864,600 98. AMER.  HOME  FOODS  . 631,400 247,138 
878,531 44. MINUTE  MAID  1,579,300 330,743 1,850,043 

99. 
BEECH-NUT  PACKING 576,800 297,283 

874,08: 
45.  ROBT.  HALL  CLOTHES 1,842,900 1,842,900 

100. 
J.  A.  FOLGER   

849,200 
849,201 

46. R.C.A  815,700 976,519 1,792,219 
101. 

BENRUS  WATCH  .... 818,800 
818,80( 47. SWIFT  &  CO  417,700 

1,353,044 1,770,744 
102. STANDARD  OIL.  (iND.) 571,400 

245,499 816,89i 
48. BLOCK  DRUG 1,364,300 336,765 1,701,065 

103. 
STOKELY-VAN  CAMP 805,500 

805,501 49. CHARLES  ANTELL     .  . 1,691,000 1,691,000 
104. CBS  804,419 

1804,411 50. HELAINE  SEAGER    .  .  . 1,616,100 1,616,100 105. AVCO  MFG  800,007 
1800,00] 51. CORN  PRODS.  REF.   .  . 1,037,300 528,355 

1,565,655 
106. SHELL  OIL   727,800 

727,801 52. 
CHESEBROUGH-POND'S 889,000 653,022 1,542,022 

107. THEO.  HAMM  BREW. 584,600 184,497 
769,0% 53. AMERICAN  CHICLE 525,500 990,474 1,515,974 108. AMANA  SOCIETY  . 

754,846 

1754,84'. 

54. H.  J.  HEINZ   671,400 828,424 
1,499,824 

109. PIELS  BROS  
748,000 748,00i 55. PRUDENTIAL  INS.    .  .  . 1,496,211 11,496,211 

110. BRILLO  MFG  
734,895 

1734,891 
*  Spot  expenditure  not  available. 
t  If  advertiser  also  uses  spot  tv,  this  figure  would  be  increased  by  that  amount. 
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SPENDERS 

THIS  list  of  top  tv  advertisers  was  compiled  by 

B»T  from  data  on  leading  tv  spot  advertisers  pro- 
vided by  TvB  from  N.  C.  Rorabaugh  (see  also, 

pages  36,  39)  and  data  on  leading  tv  network  adver- 
tisers supplied  by  PIB  (see  also,  page  40).  All 

figures  cover  gross  time  purchases  made  during  the 
first  half  of  1955. 

GROSS  TV  TIME  PURCHASES 
First  Half  of  1956 

Advertiser 
Spot 

Network Total 

111.  BETTER  LIVING  ENT. 77?  nnn /  -  J  ,1/1/1/ 7?  ?  nnn 

112. LEE  LTD  60  R  Qftf) 6qr  onn 

113.  CARLING  BREWING   .  . 60R  6nn fjyo  ,1/1/1/ 6qr  6nn 

114.  NEHI   6R6  fllfi 6R6  n7n 

115. TAFON  DIST  670  inn 679  100 

116. VICK  CHEMICAL  .... 4  ift  76n 740  177 

117. SALADA  TEA   614  Rno ^4  Ron 

118. HILLS  BROS.  COFFEE 6ii  inn 
/■is?  i on 

119. PUREX   * (/-/  l  ,£>  I  1/ 

120.  B.  F.  GOODRICH        .  . * 
AW   / Rf) 

1,1  ou 1RO 

1Z1. B.  T.  BABBITT  6ni  ?nn Ul/J  ,L  t/f 11  R60 f%d  I  06Q 

Mi. SUCONY  MOBILUIL   .  . 677  Ron 677  ROO U £.  f  ,Ol/l/ 
\  Li. SEVEN  UP   141  7nn JTJ  ,1  1/1/ R1  161 676  R6S 
1  1  1 1  Z4. MAYTAG   * 676  iin 

■^676  ?  in 

1  is. E.  &  J.  GALLO  WINES 67 1  inn 671  inn 

1  Iff. MARS  INC  7no  d  in 4n0  717 61R  677 
Ml. EMERSON  DRUG  .... 76n  inn 

\)V  ,J  t/l/ 
114  RR1 61 1  1R1 

1  In. SPEIDEL   * 6n7  111 t6n7  111 

lit. AMERICAN  RADIATOR  . * 6M  174 f6ni  174 

I  Ml. SHEAFFER  PEN   * 
■507  4ni i-107  4ni 

1 11 1  ->  1 . 104  177 j  yv  ,j  /  l 11Q4  177 
i  vt ANDREW  JEROENS    .  . * 101  7  in jy  i  ,z  i  u fioi  7 i n 1  Jy  1  ,£  I  V 
\W i  j  j. ULAMUKtINK  ...... 4nd  4no *t  VSt  ,*T  I/I  ' 1 76  nnn 1  /  1/  ,\JUU iRn  4nn 

^Ol/,^l/'/ 
134. iRn  iro t iRn  iRn 

135. Tl     S  fcTIRRFR * 177  044 J  /  l  ,yHH H77  044 

136. THOMAS  J.  LIPTON  .  . * 17  1  R6n 117  1  R6n 

137. ADMIRAL  * 
cc/c  f,->n JJO,OZU +156  67n 

138. GERBER    PRODUTS  . * 1 14  R66 +  S 14  R66 

139. LEHN  &  FINK  * 1 11  711 till  711 

140. HAWLEY  &  HOOPS   .  . i  14  Ann 1 14  6nn 

141. 
CONTINENTAL  BAK'G 

* 1 76  n4  ? 1 176  n4i 

142. GREAT  A  &  P  i  ?n  4nn 17n  41)!) 

143. MONSANTO  CHEMICAL * 17 n  176 H7n  176 

144. SUNBEAM   * 518,924 f5 18,924 
145. WHIRLPOOL-SEEGER * 118  758 

^518,758 
146. SAFEWAY  STORES   .  .  . 512,500 512,500 
147. PACIFIC  COAST  BORAX . 510,400 510,400 
148. KNOMARK  MFG  * 499,371 1499,371 
149. 5-DAY  LABS   357,610 141,020 498,630 
150. SEALY  MATTRESS    .  .  . 421,200 73,756 494,956 
151. MORTON  FROZEN  FDS. 467,600 467.600 
152. LANOLIN    PLUS  .... * 462,592 U62,592 
153. LOS  ANG.  BREWING 462,200 462,200 
154. GENERAL  BAKING 452,200 452,200 
155. U.  S.  TOBACCO   447,300 447,300 
156. HALLMARK   * 446,207 ^446,207 
157. MMM   * 442,194 U42.194 
158. LIEBMANN  BREW. 429,100 429,100 
159. SARDEAU   429,000 429,000 
160. TEA  COUNCIL  OF  USA 419,990 419,990 
161. SUNSHINE  BISCUIT   .  . 415,900 415,900 
162. ELGIN  NAT'L  WATCH 414,570 U 14, 570 
163. TOP  VALUE  ENT.    .  .  . 413,200 413,200 
164. THOMAS  LEEMING    .  . 408,460 408,460 
165. LEWIS  FOOD  CO  406,800 406,800 

GROSS  TV  TIME  PURCHASES 

First  Half  of  1956 

Advertiser 

Spot 

Network 
Total 

166. 
GREYHOUND  CORP. 403,400 403,400 

167. READERS  DIGEST  ASSN. 389,750 11,773 401,523 

168. OLIN  MATHIESON  CH. 400,144 
U00.I44 169. WRIGLEY   398,220 
^398,220 

170. CREAM  OF  WHEAT   .  . 384,100 384,100 
171. PROCTER  ELECTRIC 372,250 372,250 
172. HUDSON  PULP  &  PAP. 366.800 366,800 
173. NOXZEMA  CHEMICAL 363,816 t363,816 174. GENERAL  CIGAR  .... * 

362,898 1362,898 175. NATIONAL  BREWING 
359,900 359,900 

176. JOHNS-MANVILLE * 358,674 
t358.674 177. 

AMERICAN  BAKERIES 354,600 
2,375 

1356,971 178. GOLD  SEAL   * 355,936 t355,936 
179. QUALITY  GOODS  MFG. * 

352,634 1352,634 
180. LUCKY  LAGER  BRW. 351,100 351,100 
181. KROGER  CO. 

348.600 348,600 
182. PARKER  PEN 344.673 1344.673 

TELECASTING  YEARBOOK  IN  THE  MAILS 

The  1956-57  Telecasting  Yearbook  •  Marketbook 
issue  is  being  mailed  this  week.  Like  its  predecessors, 

this  412-page  volume,  compiled  by  a  staff  of  60,  con- 
tains authoritative  data  on  tv  stations  throughout  the 

world,  including  information  on  U.  S.  stations  equipped 
for  color  tv,  statistics  on  population  with  retail  sales  and 
market  data,  plus  other  economic  features  on  all  U.  S. 

tv  areas.  Comprehensively  listed  are  advertising  agen- 
cies and  their  clients  using  tv  advertising.  Included  too 

are  package  program  companies,  tv  film  producers  and 

distributors,  tv  equipment  manufacturers  and  distribu- 
tors, tv  networks  and  other  vital  information.  A  limited 

supply  of  extra  copies  of  this  412-page  buyer's  guide  is available  at  $3.00  each. 

183.  Hawaiian  pineapple  343.1 45  1343,145 
184.  duncan  coffee  Co.  342,800  342,800 
185.  YARDLEY  OF  LONDON .  342.125  1342,125 
186.  Phillips  pet.  co.  .  .  336,400  336,400 
187.  F  &  M  schaefer  BR.  335,600  335,600 
188.  LANGENDORF  UN.  BK.  334,700  334,700 
189.  paxton  &  gallagher  334,300  334,300 
190.  state  farm  mutual  333,632  1333,632 
191.  libby,  mc  n.  &  lib.  333,100  333,100 
192.  w.  F.  Mclaughlin  331,900  331,900 
193.  avon  products    .  }31,700  331,700 
194.  plough  inc   329.540  329,540 

195.  paper-mate    *  328,367  t328,367 
196.  j.  p.  stevens    318,006  1318,006 

197.  time  inc   *  314,520  1314,520 
198.  rayco  mfg   312,200  312,200 

199.  aluminium  ltd.   .  *  304,438  1304,438 
200.  coty    283,000  283,000 

CONTINUES  ► 
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TOP  200  IN  SPOT  TV 

April-June  1956 

Estimated 

Rank  Expenditure 

1.  PROCTER  &  GAMBLE  $6,541,000 
2.  GENERAL  FOODS   .  2,978,200 
3.  BROWN  &  WILLIAMSON  2,673,400 
4.  STERLING  DRUG  2,138,500 

5.  COLGATE-PALMOLIVE  2,115,700 
6.  PHILIP  MORRIS  .  1,833,100 
7.  NATIONAL  BISCUIT  1,735,900 
8.  MILES  LABORATORIES  1,392,600 
9.  LEVER  BROTHERS  1,263,900 

10.  LIGGETT  &  MYERS  1,237,400 

11.  COCA-COLA  1,215,400 
12.  REVLON  1,191,400 
13.  GENERAL  MOTORS    .  1,170,700 
14.  KELLOGG                        .  .  .  1,139,600 
15.  BULOVA  WATCH  1,121,600 
16.  CONTINENTAL  BAKING  1 ,103,200 

17.  AMER.  TEL.  &  TEL.*  976,700 
18.  ROBERT  HALL  973,800 
19.  CARTER  PRODUCTS  916,500 
20.  HELAINE  SEAGER  890,900 
21.  CHARLES  ANTELL  843,700 
22.  FORD  MOTOR                 .  .  762,900 

23.  WARNER-LAMBERT  745,400 
24.  minute  maid  680.200 
25.  standard  brands  673,100 
26.  nehi  corp.  616,000 

27.  block  drug  613,100 
28.  corn  prod.  ref.   611,400 
29.  FLA.  CITRUS  COMM.  589,000 
30.  R.  J.  REYNOLDS   .  558,700 
31.  SALES  BUILDERS            .  .  .  549,700 
32.  HAROLD  F.  RITCHIE  546,900 
33.  pepsi  cola  co.  545,700 
34.  borden  545,200 
35.  toni  530,700 
36.  esso  standard  528,000 
37.  nestle                    .  .  .  524,000 
38.  p.  ballantine           .  .  514,200 
39.  radio  corp.  of  am.  471,700 
40.  e.  i.  du  pont  470,100 
41.  p.  lorillard  460,600 
42.  general  electric    ...  459,300 
43.  north  paper  mills  453,100 
44.  carling  brewing  437,600 
45.  lee                           .  .  428,900 

46.  stokely-van  camp  .  .  .  415,600 
47.  chrysler                 .  .  414,600 
48.  chesebrough-ponds  414,500 
49.  anheuser-busch  405,300 
50.  SHELL  OIL  403,200 
51.  BENRUS  WATCH  401,800 
52.  SOCONY  MOBIL  OIL  400,400 
53.  WESSON  &  SNOW  DRIFT  .  387,800 

54.  STUDEBAKER-PACKARD  387,100 
55.  CAMPBELL  SOUP  380,500 

56.  NAT.  DAIRY  PRODS.**   .  376,800 
57.  INTL.  CELLUCOTTON  372,900 
58.  los  angeles  brewing  364,400 
59.  proctor  electric  359,300 
60.  piels  bros.  353,800 
61.  h.  j.  heinz  344,100 
62.  stand,  oil  of  ind.  341,200 
63.  falstaff  brewing  330,000 
64.  BETTER  LIVING  ents.  329,100 
65.  THEO.  HAMM  BREWING  324,300 
66.  TAFON  DIST.  .  324,000 
67.  J.  A.  FOLGER  317,900 
68.  swift                         .  317,700 

(Prepared  by  N.  C.  Rorabaugh  Co.  for  TvBJ 

Rank  Expenditure 

69.  AM.  HOME  FOODS   317,600 
70.  BEECHNUT   PACKING         .  314,100 
71.  WELCH  GRAPE  JUICE       .  302,400 

72.  CARNATION***    301,300 
73.  AMERICAN  CHICLE   301,200 
74.  SAFEWAY  STORES    301,200 
75.  SALADA  TEA  CO   298,900 
76.  pac.  coast  borax   295,500 
77.  sardeau    293,700 
78.  GREYHOUND    287,800 
79.  5  day  labs   287,000 
80.  simoniz    271,100 
81.  simmons  co   270,500 
82.  top  value  ents   266,200 
83.  armour   257,900 
84.  b.  f.  goodrich   256,200 
85.  morton  frozen  fds.    .  251,300 
86.  coty    251,300 
87.  hills  bros.  coffee  .  .  .  249,600 
88.  hawley  &  hoops    248,500 
89.  MENNEN    247,700 
90.  E.  &  j.  gallo   236,700 
91.  U.  S.  RUBBER   234,200 
92.  GREAT  A  &  P  TEA   233,800 
93.  PHARMACEUTICALS     ....  225,900 
94.  LIEBMANN   BREWERIES    .  222,600 
95.  GENERAL  BAKING   221,700 

96.  ROTO-BROIL    221,300 
97.  PETER  PAUL   216,100 
98.  avoset    214,500 
99.  sunshine  biscuit   212,800 

100.  M.  J.  b   208,900 
101.  pabst  brewing   207,500 
102.  RAYCO  MFG   206,200 

103.  SEALY  MATTRESS  CO.   ...  .  202,500 
104.  RATH  PACKING   200,600 
105.  SLENDERELLA    200,400 

106.  DR.  PEPPER  CO.  .  ,   198,300 
107.  D-X  SUNRAY  OIL  ...  198,000 
108.  cva    197,300 
109.  lewis  food  .  .  .  194,800 
110.  duncan  coffee    194,500 
111.  best  foods    193,100 
112.  KROGER  CO.    .  .  ...  191,700 
113.  WILDROOT    190,300 
114.  LANGENDORF  UNITED  189,200 
115.  MONTGOMERY  WARD     .  186,700 
116.  PAXTON  &  GALLAGHER  179,200 
111.  DREWRYS    .                       .  .  177,500 

118.  BRISTOL-MYERS    175,300 
119.  WILLIAM  WRIGLEY    ....  175,300 

120.  seven-up  co   175,300 
111.  HUDSON  PULP  &  PAPER  174,000 
122.  NATIONAL  BREWING  ....  173,000 
123.  B.  T.  BABBITT   172,000 
124.  SCHLITZ  BREWING    168,400 
125.  PHILLIPS  PETROLEUM  167,800 

126.  RALSTON-PURINA    165,500 
111.  AMERICAN  BAKERIES    .  .  .  164,100 
128.  INTERNATIONAL  SALT    .  .  163,800 
119.  WIEDEMANN  BREWING  163,600 
130.  CREAM  OF  WHEAT   162,600 
131.  PELLEX    161,800 
132.  WARD  BAKING    161,400 
133.  AVON  PRODUCTS   157,600 
134.  PETRI  WINE   155,800 
135.  EMERSON  DRUG    152,900 
135.  W.  F.  MC  LAUGHLIN    .  .  .  152,800 

Estimated 

Rank  Expenditure 

137.  BLUE  PLATE  FOODS  .  152,700 
138.  G.  HEILEMAN  BREWING  150,000 
139.  LUCKY  LAGER  BREWING  .  148,900 
140.  B.  C.  REMEDY  148,700 
141.  RICHFIELD  OIL  .  148,000 

142.  quaker  oats  147,700 
143.  assoc.  hospital  ser.  147,200 
144.  ge  supply  .  146,900 
145.  gold  seal    143,600 
146.  jackson  brewing  143,600 

147.  columbia  bcstg.  sys.  143,100 
148.  u.  s.  tobacco  140,600 
149.  GLAMORENE  140,200 
150.  continental  oil  .  139,000 
151.  scripto  138,200 
152.  rev.  oral  roberts     .  .  134,200 
153.  american  tobacco  133,600 
154.  wm.  b.  reily  .  132,600 
155.  dormin  .  .  .  130,800 

156.  libby,  mc  neil  &  libby  129,600 
157.  stephen  f.  whitman  .  129,300 
158.  bank  of  america  127,600 
159.  general  cigar  127,400 
160.  quality  bakers  of  am.  126,900 
161.  ruppert  brewery    .  ..  126,900 
162.  GRANT  125,900 
163.  s.  c.  Johnson  &  son  .  .  .  125,300 
164.  buitoni  products      .  .  123,800 
165.  foremost  dairies  ....  123,500 
166.  general  petroleum    .  122,300 
167.  general  mills  122,100 
168.  schaefer  brew.         .  .  122,100 
169.  household  finance  .  122,100 

170.  DUQUESNE  brewing  121,800 
111.  s.  F.  brewing  121,800 
111.  WALGREEN  .  .  .  120,600 
173.  MILNER  PRODUCTS  120,500 
174.  ADELL  CHEMICAL  .  .  118,500 
115.  HOLSUM  BAKING  .  .  117,000 
176.  SARA  LEE  ...  116,700 
111.  STANDARD  BREWING  ...  116,700 
178.  LONE  STAR  BREWING  116,300 
119.   MISHAWAKA    RUB.    WOOL  116,200 
180.  S.  S.  KRESGE  116,200 

181.  DUFFY-MOTT  .  .  .  113,100 
182.  WEST  END  BREWING      .  .  112,300 
183.  INTERNATIONAL   MILLING  112,100 
184.  STAND.  OIL  OF  OHIO  ....  110,900 
185.  JIM   CLINTON   CLOTHING  110,400 
186.  DRACKETT   110,100 
187.  AMERICAN  SUGAR  REF.  109,900 
188.  MAGNOLIA  PETROLEUM  109,300 
189.  s.  s.  s.  109,100 
190.  GROCERY  STORE  PROD.     .  108,200 
191.  GEN.  TIRE  &  RUBBER  107,800 
192.  REGAL  AMBER  BREWING  106,000 

193.  OSCAR  MAYER  106,0^0 
194.  keebler  biscuit  105,700 
195.  frito  104,700 
196.  j.  b.  williams   103,300 
191.  marlowe  chemical     .  103,300 
198.  EASTERN  GUILD    101,800 
199.  STROH  BREWING    101,800 

200.  LO-CALORY  FOOD    100,200 

*  Includes  all  regional  telephone  companies. 
**  Includes  Kraft  Foods  Co. 
***  Includes  Albeis  Milling  Co. 

CONTINUES  ► 



A 

QUARTER 

will  go 

a  long  way 

these  days  on 
WHO  Radio! 

Take  12  noon  to  1  p.m.  as  an  example  .  .  • 

HEN  you  consider  that  a  shoe  shine  plus 

tip  now  costs  you  a  quarter  almost  anywhere, 

twenty-five  cents  invested  in  radio  is  a  tremen- 

dous value — especially  on  WHO  Radio! 

LET'S  LOOK  AT  THE  RECORD  .  .  . 

On  WHO  Radio,  a  1 -minute  spot  between 

12  noon  and  1  p.m.  will  deliver  a  mini- 
mum of  100,058  actual  listening  homes, 

in  Iowa  alone! 

That's  at  least  405  homes  for  a  quarter,  or 
1000  homes  for  $.62 — ALL  LISTENING  TO 
WHO! 

That's  the  measured  minimum.  Over  and 

above  this  proven  audience,  50,000-watt  WHO 
delivers  thousands  of  additional  listeners  via 

Iowa's  half  million  extra  home  sets  and  half 

million  car  radios — plus  a  vast  bonus  audience 

in  "Iowa  Plus"! 

Your  PGW  Colonel  will  be  glad  to  tell  you 

the  whole  story  on  WHO  Radio. 

( Computations  based  on  projecting  Nielsen 

figures  and  1955  Iowa  Radio  Audience  Survey 

data  against  our  26-time  rate.) 

WHO 

for  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Peters,  Griffin,  Woodward,  Inc., 

Exclusive  National  Representatives 



Our  ratings  are  higher  in  saturated  San  Diego! 

SALES 

Channel  8  has  the  top  33°  programs  in 
San  Diego,  the  Nation's  19th  market" 
23  Network, 
6  Local, 

4  National  Spot 

There  are  more  people  in  San  Diego 
watching  Channel  8  more  than  ever  before. 

'June  1956  Nielsen  Report. 
"'Sales  Management  1956  Stirvey^of  Buying  Power. 

KFMB 
WRATHER- ALVAREZ  BROADCASTING.  INCT 

TV 

Edward  Petry  &  Co.,  Inc. 

SAN  DIEGO 

America's  more  market 
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TOP  200  IN  SPOT  TV 

January-June  1956 

(Prepared  by  N.  C.  Rorabaugh  Co.  for  TvB) 

Estimated 

Rank  Expenditure 

1.  procter  &  gamble  .  $12,323,800 
2.  brown  &  williamson  8,560,600 
3.  general  foods   5,032,000 
4.  sterling  drug    4,391,300 

5.  colgate-palmolive  3,698,800 
6.  philip  morris   3,375,300 
7.  national  biscuit  .  .  .  .  3,214,300 
8.  MILES  LABS  .  3,089,500 
9.  KELLOGG    .  .  .  2,919,600 

10.  general  motors  .  .  .  .  2,434,900 
11.  liggett  &  myers  2,360,300 
12.  bulova  watch   2,350,000 
13.  amer.  tel.  &  tel.  2,120,000 
14.  carter  products  1,976,400 

15.  coca-cola  co   1,870,200 
16.  CONTINENTAL  BAKING  1,864,600 
17.  ROBERT   HALL   CLOTHES  1,842,900 
18.  FORD  MOTOR    1,748,000 
19.  LEVER  BROTHERS   1,734,900 
20.  CHARLES  ANTELL   1 ,691 ,000 
21.  HELAINE  SEAGER  1,616,100 
22.  MINUTE   MAID    1,519,300 

23.  warner-lambert  1,471,300 
24.  block  drug    1,364,300 
25.  fla.  citrus  comm.  .  .  .  1,287,500 
26.  revlon    1,216,210 
27.  ANAHIST    1,201,590 
28.  HAROLD  F.  RITCHIE    .  .  1,188,900 
29.  BORDEN    1,118,800 
30.  NESTLE    1,066,400 
31.  esso  standard  oil  .  .  .  1 ,059,500 
32.  r.  j.  reynolds   1 ,046,500 
33.  corn  products  ref.  1,037,300 
34.  toni   1,028,400 
35.  standard  brands  ....  958,700 
36.  p.  ballantine  &  sons  943,800 
37.  PETER  PAUL   940,800 

38.  sales  builders    920,700 
39.  pepsi  cola    919,400 
40.  northern  paper  mills  901,100 
41.  CHRYSLER   896,300 
42.  CHESEBROUGH    PONDS  889,000 
43.  CAMPBELL  SOUP    876,100 
44.  J.  A.  FOLGER    849,200 
45.  benrus  watch    818,800 
46.  rca    815,700 

47.  stokely-van  camp.  .  .  805,500 
48.  piels  brothers    748,000 
49.  wesson  &  snow  drift  734,400 

50.  anheuser-busch    730,700 
51.  SHELL  OIL    727,800 
52.  better  living  ent.  .  .  723,000 
53.  falstaff  brewing  .  .  .  707,900 
54.  lee    698,900 
55.  carling  brewing    ...  698,600 
56.  p.  lorillard   690,100 
57.  nehi    686,020 
58.  tafon  dist   679,500 
59.  h.  j.  heinz  671,400 
60.  grove  labs    669,150 
61.  salada  tea    654,800 
62.  hills  bros   653,100 
63.  american  home  foods  631,400 
64.  socony  mobil  oil  .  .  .  627,800 
65.  E.  &  J.  GALLO   625,100 
66.  b.  t.  babbitt    605,200 
67.  armour  598,400 -  mm 

Estimated 
Rank  Expenditure  Rank 

68.  e.  J.  du  pont  587,100  134. 

69.  theo.  hamm-brewing  584,600  135. 
70.  general  electric  .  .  .  584,000  136. 
71.  NAT.  DAIRY  PRODS.  577,300  137. 
72.  BEECHNUT  PACKING  .  576,800  138. 
73.  STANDARD  OIL  OF  IND.   .  57 1 ,400  139. 
74.  BRISTOL  MYERS    560,100  140. 
75.  CARNATION  560,100  141. 
76.  intl.  cellucotton  557,000  142. 
77.  wildroot   ....  555,100  143. 

78.  seven-up  543,700  144. 
79.  best  foods  542,500  145. 
80.  hawley  &  hoops  .  534,600  146. 
81.  american  chicle  .  525,500  147. 
82.  mennen    524,000  148. 
83.  pabst  brewing  521,000  149. 
84.  GREAT  A.  &  P.  TEA  .  520,400  150. 
85.  safeway  stores  .  .  512,500  151. 
86.  pacific  coast  borax  510,400  152. 

87.  simoniz  499,000  153. 
88.  pharmaceuticals  493,400  154. 
89.  welch  grape  juice  471,900  155. 
90.  morton  frozen  foods  467,230  156. 

91.  stude baker-packard  .  467,200  157. 
92.  los  angeles  brewing  462,200  158. 
93.  GENERAL  BAKING  452,000  159. 

94.  u.  s.  tobacco  .  .■.  447,300  160. 
95.  liebmann  breweries  429,100  161. 
96.  sardeau  429,000  162. 
97.  sealy  mattress  421,200  163. 
98.  tea  council  of  usa  419,990  164. 
99.  vick  chemical  418,760  165. 

100.  swift    417,700  166. 
101.  sunshine  biscuit  ....  415,900  167. 

102.  top  value  enterprises  413,200  168. 
103.  thomas  luming     .  408,460  169. 
104.  lewis  food  406,800  170. 
105.  glamorene  404,400  111. 
106.  GREYHOUND  403,400  111. 

107.  reader's  digest  389,750  173. 
108.  cream  of  wheat  384,100  174. 
109.  procter  electric  .  .  .  372,250  175. 

110.  hudson  pulp  &  paper  366,800  176. 
111.  national  brewing  .  359,900  111. 
112.  5  day  labs  357,610  178. 
113.  american  bakeries  354,600  179. 
114.  LUCKY  LAGER     ...  351,100  180. 
115.  kroger    348,600  181. 
116.  duncan  coffee   ....  342,800  182. 
117.  GENERAL  MILLS  .  339,600  183. 

118.  PHILLIPS    PETROLEUM  336,400  184. 
119.  SCHAEFER   BREWING  335,600  185. 
120.  LANGENDORF    UNITED  186. 

BAKERIES    334,300  187. 
121.  PAXTON   &   GALLAGHER  334,300  188. 

122.  libby,  mcn'll,  libby.  333,100  189. 
123.  W.  F.  MCLAUGHLIN  331,900  190. 
124.  avon  products    331,700  191. 
125.  plough    329,540  192. 
126.  M.  J.  b   325,400  193. 
127.  ward  baking    323,600  194. 

128.  duffy-mott    321,000  195. 
129.  B.  C.  REMEDY   320,300  196. 
130.  eastern  guild    319,700  197. 

131.  ralston-purina    314,900  198. 
132.  grant    314,600  199. 
133.  rayco  mfg   312,200  200. 

Estimated 

Expenditure 
DEWRYS  311,500 
standard  oil  of  ohio  310,800 
rath  packing  308,700 
seeck  &  kade   302,480 
thomas  j.  lipton.  300.800 

roto-broii   297,390 
jackson  brewing  296,600 
LUDENS  294,600 

cva  293,700 
brown  shoe  292,210 
g.wiedemann  brewing  291,800 
grocery  store  prod.  289,600 
dr.  pepper    287,830 
richfield  oil  283,200 
coty  283,000 
william  wrigley  jr.  282,600 

blue  plate  foods  .  282,500 
SMITH  BROS.  280,250 
J.  SCHI.ITZ  BREWING  278,900 
PETRI  WINE  278,200 
S.    FRANCISCO   BREWING  277,300 

ALKAID    277,150 
simmons  dealers  .  276,240 
g.  heileman  brewing  272,300 
bank  of  america  271,200 
jacob  ruppert  . .  270,000 
assoc.  hospital  267,600 
gold  seal    266,000 
international  salt  264,000 
continental  oil  ....  263,500 
slenderella    .  .  .  261,500 
emerson  drug    260,500 
duquesne  brewing  260,000 
buitoni  products    .  .  259,600 
b.  f.  goodrich  .  .  .  258,700 
cbs    258,700 

quality  bakers  ....  257,800 
household  finance  .  .  257,200 
u.  s.  rubber   254,090 
william  b.  reily    ...  252,600 
walgreen    246,700 
international  mill.  .  244,700 
monarch  wine    244,170 
avoset    241,030 
schonbrunn   240,520 
pillsbury  mills  .  .  .  238,640 
general  cigar    237,500 
drackell    236,700 
whitman  &  son   235,100 
rev.  oral  roberts  231,800 
V.  LA  ROSA   229,160 
GORDON  BAKING   228,880 

B.  H.  P.  CIGAR    228,300 
ge  supply   224,320 
montgomery  ward  .  .  223,140 
seabrook  farms  ....  222,680 
clinton  clothing  .  .  .  216,300 

s.  s.  s   209,800 
mars    209,410 
remington  rand    209,230 

gunther  brewing  209,080 
adell  chemical  ....  208,180 
S.  S.  KRESGE   208,180 

quaker  oats   208,140 
american  tobacco  .  .  206,710 
frito    206,400 
lone  star  brewing.  .  204,630 

CONTINUES  ► 
lllsBllIfflBBllillM 



TOP  200  IN  NETWORK  TV 

January— June  1956 

[Source:  Publishers  Information  Bureau] 

Estimated Estimated Estimated 

Rank Expenditure Rank Expenditure 
Rank 

Expenditure 
1. PROCTER  &  GAMBLE    .  . i>2 1 ,97 1  ,063 69. JOHNSON  &  JOHNSON. . 767 ,434 

137. 
JOHN  H.  BRECK   283,000 

2. GENERAL  MOTORS    .  .  .  . in  ct>">  a  l  3 10,j82,41j 70. AMANA  SOCIETY  1  C  A   O  A  £ 
754,846 138. HERTZ  MOUNTAIN  .... ">  On    A  A") 2o0,442 

3. 
CHRYSLER   i  n  top  r  i7 10,288,52/ 71. BRILLO   

t  d  a  one 734,895 139. BULOVA  WATCH   279,165 
4. COLGATE-PALMOLIVE 

in  *>  3n  e/C/C 
10,2  JO, J66 72. E.  I.  DU  PONT   1 1  n  Tfip 719,298 140. CURTISS  CANDY   T73  /111 273,022 

5. FORD  MOTOR   
~I    Z 6.  A  CP/1 
7  ,564,580 73. AT&T   682,866 141. PAN  AMERICAN   272,010 

6. WHITEHALL  PHARMACAL 7,550,040 74. WILDROOT   661,473 14Z. DOW  CHEMICAL  269,154 
7. GENERAL  FOODS   1   3  3 S  GOD 

7 ,335,588 75. 
chesebrough-pond's  . 

653,022 
14j. 

FALSTAFF  BREWING  .  .  . 

1Z"r  11C 

265,715 

8. R.  J.  REYNOLDS  6,109,14j 
76. 
PUREX   A  <  1   ">  1  < 6j1  ,216 

1  A  A 144. 
NECCHI  SEW.  MACH.  . 

">c  7  1  /  / 

257,216 

9. AMERICAN  TOBACCO c  d n  j  i n~i D  ,50 1 ,102 77. B.  F.  GOODRICH  

»rci  ion 

651 ,180 
t  AC 145. 

AMERICAN  HOME  FOODS 1  A  7    7  2  O 
247,138 

10. LEVER  BROS  5,1  J/,OJO 78. PABST  BREWING  636,332 146. CALIFORNIA  PACKING  .  . 

"y  at  nn*c 

247,006 

11. GENERAL  MILLS   a  o CD  TP7 
4,9j9,28i 

79. 
SIMONIZ  655 ,078 147. JOE  LOWE  CORP  1  A/Z  77  A 246,774 

a  1 12. LIGGETT  &  MYERS 4,117,551 
OA 80. MAYTAG   626,310 WANDER  CO.   246,435 

13. BRISTOL-MYERS   4,083,710 
O  t 
81. SPEIDEL   602,151 

149. STANDARD  OIL  (IND.) 245,499 

14. TONI  2  Q  7-  A 3  ,V 1 4,o24 82. AMERICAN  RADIATOR    .  . /C/l  7    2  ̂   A oOl  ,j24 1SU. AMERICAN  MEAT 

15. GENERAL  ELECTRIC 
2    p/f  73// 
3,815,734 83. SHEAFFER  PEN   Anz jy/,40j INSTITUTE   

"I  A  ">    T  2  O 

242,738 

16. KELLOGG   
2      1  /C  2    yfO  1 
3 ,163  ,4y 1 

O  A 
84. 
S.O.S.   sn a  ?7i 

jy4,J/2 
151. 

VICK  CHEMICAL  T  An  571 240,372 

17. PILLSBURY  MILLS         . . 1  a  7  /C  Q  7  A 
2  tyJo,814 85. ANDREW    JERGENS     .  .  . c  n  7  ">  7  a jyl  ,210 

152. 
AMERICAN  SAFETY 

18. PHARMACEUTICAL  INC.  . 7  Ci  7  /C  A  7  Q 
2  ,ylo,41o 

86. 
SINGER   

con  2  on 
RAZOR   

j  2/C   0~i  A 
236,o24 

19. P.  LORILLARD  1  7f)P  ASA 
2  J  yo  ,454 87. U.  S.  RUBBER  

f  77  Ci  A  A 

j/ / ,y44 
153. OUTBOARD  MARINE  & 

1  41. 20. NATIONAL  DAIRY  ...... 
0  7/C  7    7  A  A 
2  ,76/ ,144 88. 

THOMAS  J.  LIPTON    .  .  . 
f  7  7 
j/l  ,oo0 MFG  

J  2  7    Z"f  C 

231,655 

21. GILLETTE   2  ,oy/ ,97o 89. ANHEUSER-BUSCH  .... 
c/C/C  an  a 
joo,yy4 154. MANHATTAN  SOAP  .... 1  1  O  1/1/1 22o,200 

1  ̂  22. SCOTT  PAPER   
->   i  i  2  f)3/l 
2,22  3  ,930 

90. 
ADMIRAL   

z  C/C  /C  "tn 
155. SHULTON   1 1  A   A  An 

224,440 
23. COCA-COLA   2 ,1  3y,5y4 91. GERBER   

CCA  Q/C/C 
150. CARRIER   11/1    A  A  O 220,448 

1  /I 24. REVLON   
1    7  j  p    7  7  Q 

2 ,13o,l  lo 92. INTL.  CELLUCOTTON    .  . C  C  2    A  A  2 157. 17/1    2  A  7 
219,341 

25. MILES  LABS   7  f\  CD  Cl  Q  7 
2 ,05y,yo7 

93. 
JULES  MONTENIER    .  .  . 

c  An  nnn 

j4y,00y 
15o. 

NORWICH  CHEMICAL   .  . 17  7  a  A  A 217,944 
26. WESTINGHOUSE   7  f\  C/l    7  PC 

2,050,185 94. LEHN  &  FINK  

f  if  12  7 
159. 
CIBA   

1  7  C  Z"  ZT  D 215,663 
27. BORDEN   

*l  f\7  £L    7  nn 
2 ,016,100 95. 

CORN  PRODUCTS  REF'NG 
52o,35j 

1/A 160. WESTERN  UNION   1  n  c  1  zr  /1 
205,260 

28. BROWN    &  WILLIAMSON 1    O  C")    A  p  c 
1,852,485 96. CONTINENTAL    BAKING . 526,043 161. MORTON  SALT   1/lf  /l  7  1 205,012 

1  11 29. CAMPBELL  SOUP   7  q  a  *)  an  q 97. MONSANTO  CHEMICAL 520,176 
16Z. 1  /I  A  T  A  O 204,748 

30. S.  C.  JOHNSON  &  SON  . 7    O  A  7   f\ ^  7 
l,o4l  ,021 98. MOGEN  DAVID  WINE  .  .  . C  7  a    C  7/T 

519,516 
163. 

1  /I  A    Z"  J  'J 

204,633 

31. ARMOUR  &  CO  7   T7C\   C  A  Q 99. SUNBEAM   
r  1  0   a~)  A 
5  lo,y24 

164. 
1/1/1  /I/O 200,068 

32. PRUDENTIAL  INS  
lf4yof211 

100. WHIRLPOOL-SEEGER     .  . 
CIO  ICO 
518,758 

165. 
A.  E.  STALEY  MFG  7  /l  C  /ICC 

195,055 
33. HELENE  CURTIS  7    Af\  A   3  C  A 

1 ,404, 3 j4 101. MURRAY  CORP.  OF  AM. c no  0  c n 
508,850 166. POLAROID   7  a  a  710 194,128 

34. QUAKER  OATS   
7    DCtO  C7/1 
1  ,jyo,j/0 

102. KNOMARK   499,371 
167. MOBILE  HOMES  CORP.  . 7/17    /l  O  O 191,088 

35. MENNEN   1,362,157 103. 
WESSON  &  SN'DRIFT .  .  . 

a    c  no 
465,982 168. CONVERTED  RICE  184,630 

36. AMERICAN    MOTORS     .  . 1,356,902 104. LANOLIN  PLUS   462,592 
169. HAMM  BREWING   184,497 

37. SWIFT  &  CO  7    3  G  2  n  A  A 
1 ,3  j  J, 044 105. SPERRY   &  HUTCHINSON A  CH  C7C 

457,575 1  TO 
17U. CHUN  KING  SALES  .... 7  O/l  /IOC 

180,985 
38. CARNATION   7    2  2  2  "7  ACi 1  ,DJD,/4y 106. PEARSON    PHARMA.     .  .  . AC/:   2  2 456,336 

4^4 

171. ROTO-BROIL   179,550 
39. NESTLE   7   2  f\  n  0  C  A 

1  ,J0y,2j4 107. HALLMARK  CARDS  .... A  A  /Z  1/17 446,207 172. GLAMORENE   
1  *7Z"  /l/l/l 

176,000 
40. SCHLITZ    BREWING     .  .  . 7    TOO    ">  ">  7 1,268,221 

108. MINN.   MINING   &  MFG. 
a  a  ~\   1  a  A 
442,194 

173. 174,975 

41. GOODYEAR   7    ")/C/l  ACll 
1 ,2oO,4yJ, 109. ELGIN  NAT'L  WATCH   .  . 

A  7  A    C  Tn 
414,570 174. DIXIE  CUP   7  ZT  C  /l  ACi 

165,049 
42. STANDARD  BRANDS    .  .  .  . 1,225,370 

110. MARS   409,217 175. DORMEYER  162,940 
43. EASTMAN  KODAK   1,21  j, yyo 111. WELCH  GRAPE  JUICE.  . An  0  0  0  a 

408,884 176. UPJOHN   162,488 

44. PET  MILK   7   7  n  ~i  onn 
1,192,600 

112. 
OLIN  MATHIESON  CHEM. Af\i\    7  A  A 

400,144 
177. CROWELL-COLLIER     .  .  . 161,999 

45. HAZEL  BISHOP   1,176,407 113. WRIGLEY   398,220 178. CLUETT   PEABODY  .... 155,708 
i  ZT 46. ALCOA   i   7 1 £  ̂   cn 

1,176,259 
114. MAYBELLINE   393,021 

179. PHILCO   
145,245 

47. SYLVANIA   1,164,740 
115. KENDALL   367,830 180. SMITH,  KLINE  &  FRENCH 141,561 

48. RALSTON-PURINA   7     1/  I     3  O 
1,161 ,378 116. NOXZEMA  CHEMICAL   .  . 363,816 

181. 5-DAY  LABS   
141,020 

fill 49. SWEETS  CO  1,157,259 117. GENERAL  CIGAR   362,898 182. BISSELL  CARPET  SWP.  .  . 139,532 
Ml. STERLING  DRUG  1 ,139,500 

1  ID llo. 
JOHNS-MAN  VILLE  .... 358,674 1 01 loJ. HUPP  CORP  136,145 

CI 31. GULF  OIL   1, 12 1,832 
i  in 1IV. GOLD  SEAL   0  c  c  n  o/ 355,936 

1  K  J 
IS4!. 

CHUNKY  CHOCOLATE   .  . 131,310 
52 CPCDDV    n  amh i  i  i  q  nn  3 bMtRbUN  DRUG 3  C  A    O  O  C 

jj4,88j I\I  T  T_  Tl  m  »  T~  T/~\  K.T  AT       C  Ijrvr IINlh-KlNAl  1(JIN  AL  bHUli 1  3n  *>  0  a 130,284 
<J  f    I  1  W  k 

httai  ttv   rnnnc  "\/it?i>c yUALIl  I    GUUDo  MrKo. 
30  A  3  /I jjZ,0d4 1X6 lOUi 0 1  \J\J i_v  tui  1  yjiy             .  .  . 1 1  a  nnn lz4,000 

54. AMFRICAN  DAIRY 122. PARK  FR     PP  TSI 14.4  67  < 
187. 

RFDDi-WIP 

1  ■}  3  Ann 

1  z  j  ,OUU 
55. AMERICAN  CHICLE 990  474 123. HAWAIIAN  PINEAPPLE  .  . ?4?  14S 188. AMERICAN  VISCOSE    .  .  . 1 1  y  ,uj  u 
56. U.  S.  STEEL   984,120 124. YARDLEY  OF  LONDON 342,125 

189. C.  H.  MASLAND  &  SONS  . 117,865 
57. ARMSTRONG  CORK 982,720 

125. BLOCK  DRUG   336,765 
190. 

J.  A.  WRIGHT  &  CO.  ... 110,457 
58. RCA   976,519 126. STATE  FARM  MUTUAL  . 333,632 

191. WEBSTER  CHICAGO  ... 108,680 
59. FIRESTONE  954,548 127. MINUTE  MAID   330,743 192. PAULSBORO  MFG  106,804 
60. STUDEBAKER-PACKARD 904,434 

128. 
PAPER-MATE   328,367 

193. SHALER  CO  102,517 

61. BEST  FOODS   901,123 
129. GROVE  LABS  319,858 

194. SIMPLICITY  PATTERN 101,360 
62. TEXAS  CO.    .  .  ... 884,304 130. J.  P.  STEPHENS  CO.   .  .  . 318,006 

195. 
PHARMA-CRAFT   

96,540 
63. REYNOLDS  METALS    .  .  . 881,148 131. TIME  INC  :  .  .  .  . 314,520 

196. TV  TIME  FOODS  
94,635 

64. NATIONAL  BISCUIT 850,876 132. ALUMINIUM  LTD  304,438 
197. 

STERN'S  NURSERIES   .  .  . 92,155 

65. H.  J.  HEINZ  828,424 133. CARTER  PRODUCTS  .... 303,815 
198. VAN  CAMP   

84,845 
66. WARNER-LAMBERT     .  .  . 826,677 134. MUTUAL  OF  OMAHA  .  .  . 302,665 

199. SEVEN-UP   
83,165 

67. 
200. DOUGLAS  FIR 

CBS  804,419 135. BEECH-NUT  PACKING   .  . 
297,283 PLYWOOD  ASSN.   78.828 

68. AVCO   800,007 136. AB-PT  INC. 285,531 CONTINUES  ► 
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NBC  RADIO'S  NEV 

will  sell  he 

Only  on  NBC  Radio  will  the  lady  find  such  variety 

of  entertainment  every  weekday  afternoon.  And 

only  on  NBC  Radio  can  advertisers  buy  one-minute 

participations  in  afternoon  programs  —  even  dra- 

matic shows  —  for  less  than  $1,000  per  minute. 

DRAMA  .  .  .  beginning  at  3:00  p.m.  (edt) 

She'll  hear  FIVE  STAR  MATINEE,  complete,  live 

half-hour  plays  based  on  stories  by  her  favorite 

authors  of  women's  magazine  fiction  .  . .  with  Broad- 

way star  David  Wayne  as  host-narrator.  Next  —  three 

favorite  day-dramas:  HILLTOP  HOUSE,  PEPPER 

YOUNG'S  FAMILY,  and  WOMAN  IN  MY  HOUSE. 
Then  MARY  MARGARET  McBRIDE  in  her  new 

quarter-hour  chats. 

MUSIC  ...  at  4:30  p.m.  (edt) 

An  hour  of  melody.  FRED  WARING'S  SONGFEST 
presents  Fred  as  host,  with  choral  groups  and  top 

name  stars  direct  from  the  Waring  Workshop.  Then 

to  CAFE  LOUNGE  at  the  Hotel  Statler  in  New 

York  for  the  live  rhythms  of  one  of  America's  lead- 
ing cocktail  combos. 

INFORMATION  ...  at  5:30  p.m.  (edt) 

Rounding  out  her  afternoon,  a  stream  of  NEW 

IDEAS,  reports  from  the  BUSINESS  WORLD, 

results  on  SPORT-O-RAMA,  and  Dr.  George  Gal- 

lup's  OBSERVATIONS  on  public  opinion  trends. 

Here's  variety  to  satisfy  the  housewife's  afternoon 
moods  . . .  just  as  NBC  BANDSTAND  brightens  her 

morning  hours.  It's  an  opportunity  to  spread  your 
sales  messages  throughout  the  day,  for  under  $1,000 

per  commercial  minute. 

Let  your  NBC  Radio  Network  representative  show 

you  all  the  advantages. 

RADIO  NETWORK 
a  service  of 



AFTERNOON  LINE-UP 

in  any  mood 



SPOT  BUYING  CATEGORIES 

-SPOT  TV  advertising  expenditures  by  cate- 
gories for  the  second  quarter  of  1956  show 

foods  and  grocery  products  to  be  the  most  ex- 
tensive users  of  spot  television,  followed  by  cos- 
metics, alcoholic  beverages,  tobacco  products, 

drugs,  confections  and  soft  drinks,  household 
laundry  products,  dental  products,  gasoline  and 
motor  oils,  and  automotive  (to  round  out  the 
top  ten). 

Nine  of  that  list  were  also  in  the  spot  tv  top 
ten  for  the  last  quarter  of  last  year.  Dental 

products  showed  a  60%  gain  in  spot  tv  ad- 
vertising, which  raised  the  rank  order  of  this 

class  from  11th  in  the  final  1955  quarter  to 
eighth  in  the  second  quarter  of  1956.  Consumer 
services,  which  dropped  from  10th  to  1 1th  place, 

Agriculture  $  327,000 

Feeds,  Meals  252,000 
Miscellaneous  75,000 

Ale,  Beer  &  Wine  9,009,000 
Beer  &  Ale  7,916,000 
Wine  1,093,000 

Amusements,  Entertainment  139,000 

Automotive  3,556,000 

Anti-Freeze  6,000 
Batteries  56,000 
Cars  2,447,000 
Tires  &  Tubes  224,000 
Trucks  &  Trailers  39,000 
Miscellaneous  Accessories  & 

Supplies  784,000 

Building  Material,  Equipment, 

Fixtures,  Paints  1,175,000 

Fixtures,  Plumbing,  Supplies  157,000 
Materials  212,000 
Paints  384,000 
Power  Tools  253,000 
Miscellaneous  169,000 

Clothing,  Furnishings,  Accessories  2,221,000 

Clothing  1,480,000 
Footwear  674,000 
Hosiery  25,000 
Miscellaneous  42,000 

Confections  &  Soft  Drinks  5,322,000 

Confections  1,822,000 
Soft  Drinks  3,500,000 

Consumer  Services  3,126,000 

Dry  Cleaning  &  Laundries  26,000 
Financial  505,000 
Insurance  474,000 
Medical  &  Dental  51,000 

Moving,  Hauling,  Storage  106,000 
Public  Utilities  1 ,374,000 
Religious,  Political,  Unions  254,000 
Schools  &  Colleges  3 1 ,000 
Miscellaneous  Services  305,000 

Cosmetics  &  Toiletries  9,541,000 

Cosmetics  3,093,000 
Deodorants  827,000 
Depilatories  148,000 
Hair  Tonics  &  Shampoos  1 ,996,000 
Hand  &  Face  Creams,  Lotions  129,000 
Home  Permanents  &  Coloring  1,134,000 
Perfumes,  Toilet  Waters,  etc.  372,000 
Razors,  Blades  205,000 
Shaving  Creams,  Lotions,  etc.  849,000 

had  practically  the  same  spot  billings  in  each 

quarter:  $3,146,000  in  October-December,  1955; 
$3,126,000  in  April-June,  1956. 

Biggest  dollar  gain  was  shown  by  cosmetics, 
whose  spot  tv  billings  rose  from  $7,864,000  in 
the  last  quarter  of  last  year  to  $9,541,000  in 

the  second  quarter  of  this  year,  up  almost  one- 
fourth.  Biggest  drop  was  in  drug  advertising, 

which  in  April-June,  1956  used  $6,648,000 
worth  of  spot  tv  time,  down  more  than  25% 
from  the  $8,909,000  spent  in  the  last  three 
months  of  1955.  Automotive  advertising  was 

also  down  appreciably,  from  $5,321,000  to  $3,- 
556,000,  a  drop  of  about  one-third. 

Less  important  dollarwise  but  somewhat 
harder  to  understand  are  the  decreases  of  more 

Toilet  Soaps  736,000 
Miscellaneous  53,000 

Dental  Products  4,442,000 

Dentifrices  3,893,000 
Mouthwashes  351,000 
Miscellaneous  198,000 

Drug  Products  6,468,000 
Cold  Remedies  67,000 
Headache  Remedies  1,116,000 
Indigestion  Remedies  1 ,986,000 
Laxatives  942,000 
Vitamins  268,000 
Weight  Aids  614,000 
Miscellaneous  Drug  Products  1,153,000 
Drugstores  322,000 

Food  &  Grocery  Products  28,381,000 

Baked  Goods  5,219,000 
Cereals  2,068,000 
Coffee,  Tea  &  Food  Drinks  5,292,000 
Condiments,  Sauces,  Appetizers  1,453,000 
Dairy  Products  2,214,000 
Desserts  945,000 
Dry  Foods  (Flour,  Mixes,  Rice, 
etc.)  957,000 
Frozen  Foods  1,897,000 
Fruits  &  Vegetables,  Juices 
(except  frozen)  1,666,000 
Macaroni,  Noodles,  Chili,  etc.  484,000 
Margarine,  Shortenings  1 ,243,000 
Meat,  Poultry  &  Fish  (except 
frozen)  1,579,000 
Soups  (except  frozen)  245,000 
Miscellaneous  Foods  1,808,000 
Food  Stores  1,312,000 

Garden  Supplies  &  Equipment  187,000 

Gasolines  &  Lubricants  4,206,000 
Gasoline  &  Oil  3,989,000 
Oil  Additives  166,000 
Miscellaneous  51,000 

Hotels,  Resorts,  Restaurants  99,000 

Household  Cleaners,  Cleansers, 
Polishes,  Waxes  2,301,000 

Cleaners,  Cleansers  1 ,317,000 
Floor  &  Furniture  Polishes,  Waxes  336,000 
Glass  Cleaners  111,000 
Home  Dry  Cleaners  355,000 
Shoe  Polish  38,000 
Miscellaneous  Cleaners  144,000 

Household  Equipment — Appliances  2,430,000 

Household  Furnishings  958,000 

Beds,  Mattresses,  Springs  812,000 
Furniture  &  Other  Furnishings  146,000 

than  10%  in  clothing  advertising  and  about  5%  j 
in  advertising  of  ale,  beer  and  wine,  two  kinds li 
of  products  which  might  have  been  expected  to 
step  up  their  advertising  with  the  approach 
of  warm  weather. 

For  a  more  detailed  comparison  of  spot  tv 
advertising  in  late  spring  and  early  summer  of 
this  year  and  in  late  fall  and  early  winter  of  last 
year,  the  table  below,  covering  spot  tv  expen- 

ditures by  categories  for  April-June  1956,  may 
be  matched  with  a  similar  table  for  October- 
December  1955  [B«T,  April  16].  Comparable 
first-quarter  figures,  January-March  1956,  are: 
also  available  [B«T,  May  14].  These  lists  werei 
all  released  by  TvB  from  materials  collected  and 1 
computed  by  N.  C.  Rorabaugh  Co. 

Household  Laundry  Products  5,242,0001 
Bleaches,  Starches  328,000 
Packaged  Soaps,  Detergents  4,594,000 
Miscellaneous  320,000 

Household  Paper  Products  1,502,000 
Cleansing  Tissues  399,000 
Food  Wraps  248,000 
Napkins  375,000 
Toilet  Tissue  286,000 
Miscellaneous  194,000 

Household,  General  1,092,000 

Brooms,  Brushes,  Mops,  etc.  145,000 
China,  Glassware,  Crockery, 
Containers  24,000 
Disinfectants,  Deodorizers  164,000 
Fuels  (heating,  etc.)  33,000 
Insecticides,  Rodenticides  261,000 
Kitchen  Utensils  10,000 
Miscellaneous  455,000 

Notions  98,000 

Pet  Products  1,174,000 

Publications  183,000 

Sporting  Goods,  Bicycles,  Toys  102,000 

Bicycles  &  Supplies  23,000 
General  Sporting  Goods  2,000 
Toys  &  Games  39,000 
Miscellaneous  38,000 

Stationery,  Office  Equipment  54,000 

Television,  Radio,  Phonograph, 

Musical  Instruments  554,000 
Antennas  41,000 
Radio  &  Television  Sets  279,000 
Records  199,000 
Miscellaneous  35,000 

Tobacco  Products  &  Supplies  7,371,000 
Cigarettes  7,034,000 
Cigars,  Pipe  Tobacco  337,000 

Transportation  &  Travel  898,000 

Air  324,000 
Bus  317,000 
Rail  218,000 
Miscellaneous  39,000 

Watches,  Jewelry,  Cameras  1,982,000 

Cameras,  Accessories,  Supplies  51,000 
Clocks  &  Watches  1,602,000 
Jewelry  73,000 
Pens  &  Pencils  256,000 

Miscellaneous  1,444,000 

Trading  Stamps  415,000 
Miscellaneous  Products  438,000 
Miscellaneous  Stores  591,000 
Total  $105,584,000 
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Photo  by  Fabian  Bachrach 

"KMTV  Sells  for  our  clients  in  Rich 

Multi-State  Market  Area/ 

states  George  M.  McCoy,  Manager  of  Broadcast  Media  for  N.  W.  Ayer. 

"In  advertising  for  highly  competitive  brands,  it's  sales  results 
that  count.  That's  why  we  select  KMTV  in  Omaha.  We've  placed 
advertising  for  many  of  our  clients  on  KMTV  for  many  years  be- 

cause it's  an  effective  media  to  reach  and  sell  customers  in  Omaha 

and  surrounding  area." 

KMTV's  low  channel  3  and  maximum  power,  combined  with  flat 
terrain,  cover  a  market  area  in  five  states.  And  this  huge  area  is 

sold,  presold,  on  KMTV's  popular  local  and  network  programs  .  .  . in  color  and  black  and  white! 

KMTV  is  among  the  top  spot  20!  Of  267  stations  participat- 
ing in  a  N.  C.  Rorabaugh  Co.  survey  in  181  markets  in  48  states 

and  Hawaii  for  the  first  quarter  of  1956,  KMTV  was  among  the 

top  20  stations  in  the  number  of  national  spot  accounts  accord- 
ing to  a  list  published  in  the  July,  1956,  Television  Age. 

There's  the  proof!  Follow  the  lead  of  these  successful  local  and 
national  advertisers — KMTV  is  the  place  to  be!  Contact  KMTV 
direct  or  see  Petry  today. 

COLOR 
TELEVISION 

CENTER 

KMTV  Market  Data* Population 1,536,900 TV  Homes 373,000 
Families 

477,000 

Retail  Sales $1,716,560,000 
Buying 

Income $2,236,230,000 

''Survey  of 

Buying  Power 

NBC-TV 

ABC-TV 

OMAHA 

CHANNEL  3 
MAY  BROADCASTING  CO. Edward  Petry  &.Co.,  Inc. 
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BULLETIN ! 

from  WPD 

POPEYE  SOL 

LAUNCHING! .. 

SCOOP- UP  2 

PARTICIPA 

A  MONTH-AN 

STARTIN 

Sales  will  go  lil 

For  details  and  prices 

in  your  market,  call  today. 

ASSOCIATED  ARTISTS  PRODUCTIONS,  INC. 



I 

w.y. 
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10UT  BEFORE 

P*  SPONSORS 

ID  ATE ! 

vildfire  on  your  Station,  too! 

i 

IVEN-UP,  SCHWINN  BICYCLES 

VIIRICAN  CHARACTER  DOLLS, 

MS  LABORATORIES 

A- HALF  BEFORE 

j>  MADISON  AVE.,  NEW  YORK,  N.  Y,  MUrray  Hill  6-2323 



ADVERTISERS  &  AGENCIES 

BOTH  REGION  AND  SEASON  HAVE  EFFECT 

ON  U.  S.  TELEVISION  VIEWING  PATTERNS 

ARB  director  reports  that  time  spent  watching  is  most  stable  in  Cali- 

fornia, with  very  little  drop-off  in  summer  months,  than  other  parts 

of  the  country  because  of  less-pronounced  seasonal  changes  in  the 

weather.  Central  and  Eastern  tv  habits  are  relatively  the  same.  This 

analysis  is  a  feature  of  the  1956-57  TELECASTING  YEARBOOK  & 
MARKETBOOK,  now  in  the  mails  to  subscribers  (story,  page  35). 

By  James  W.  Seiler 

YOUR  Californian,  blessed  with  year-round 

"outdoor"  weather,  watches  tv  nearly  as 

faithfully  during  evenings  in  August  as  in 

January.  Easterners,  compelled  to  cram 
their  outside  activity  into  a  few  months,  do 

considerably  more  evening  viewing  in  winter 
than  in  summer. 

This  fact  came  to  light  when  we  compiled 

our  Monday-through-Friday  ARB  sets-in-use 
reports  for  the  Eastern,  Central  and  Pacific 
time  zones  for  1955.  The  Pacific  zone  figures 

are,  of  course,  heavily  weighted  by  returns 

from  Los  Angeles,  where  the  concentration 
of  sets  is  greatest. 

In  the  Far  West,  for  example,  an  average 
of  69%  of  the  sets  are  in  use  at  9  p.m.  in 

January,  59%  in  August — a  drop  of  only 
10%.  In  the  East,  9  p.m.  viewing  approxi- 

mates 70%  in  January,  but  dips  to  49%  in 

August — twice  as  much  slippage.  Per- 
centages for  the  Central  zone,  as  could  be 

expected,  are  similar  to  those  for  the  East. 
Winter  and  summer  graph  lines  for  all 

three  time  sectors  stay  pretty  close  together 

throughout  the  morning  and  afternoon  peri- 
ods. Generally,  viewing  rises  from  less  than 

10%  at  7  in  the  morning  to  about  15%  by 

11  a.m.,  slumps  somewhat  after  the  lunch 

hour,  then  rises  rapidly  at  4:30  p.m.,  when 

the  popular  children's  programs  come  on. 
The  percentage  climbs  sharply  into  the  early 

evening  hours  during  winter,  slightly  more 

gradually  in  summer.  Seven-to-10  p.m.  re- 
mains the  peak  period  in  every  area  of  the 

country,  winter  or  summer.  By  11:30  p.m., 

all  but  approximately  15%  have  clicked  off 
their  sets  and  retired. 

Westerners,  apparently,  have  done  more 

summer  evening  watching  than  their  Eastern 
relations  since  the  inception  of  television. 

ARB  surveys  covering  1951  and  1953  in- 
dicate about  the  same  differential  as  those 

for  1955.  Five  years  ago,  they  reveal,  63  out 
of  100  western  sets  were  in  use  at  8  p.m. 

in  January,  50  out  of  100  in  August.  But  in 
the  East  at  that  hour,  74  out  of  100  were  in 

use  in  January  vs.  only  37  in  August. 
Sponsors  might  well  ponder  this  sign  of 

video's  year-round  strength  in  the  Pacific 
states.  Possibly  too  many  have  accepted  the 

supposition  that  evening  watching  is  off  to  a 
like  extent  in  summer  in  every  locality. 

In  another  survey,  we  compared  annual 
sets-in-use  averages  for  each  year  back 

through  1951.  They  disclose  that  the  pat- 
tern of  7  a.m.-to-midnight  viewing  has 

changed  very  little  in  the  past  half-decade. 
The  greatest  variation,  naturally,  has  taken 

place  in  morning  sets-in-use  because  of  in- 
creased programming.  In  1951,  for  instance, 

when  few  stations  came  on  the  air  before 

noon,  fewer  than  4%  of  all  sets  were  turned 
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on  at  12  o'clock.  By  the  current  year,  that 
figure  had  risen  to  23%.  But  beginning  at 

2  p.m.,  sets-in-use  totals  for  1951  are  al- 
most identical  to  those  of  each  succeeding 

year  clear  through  to  the  sign-off  hour  of 
1  a.m. 

In  interesting  contrast  to  this  we  have  the 

rise  shown  in  the  sets-in-use  figures  for  the 
first  portion  of  1956  over  the  same  months 
of  1955.  Average  U.  S.  viewing  this  past 

spring  (March,  April,  May)  compared  as 

follows  with  that  of  1955's  spring:  1.1% 
higher  for  the  hours  8  a.m.  to  noon;  1.5% 
higher  noon  to  3  p.m.;  4.2%  higher  3  to  7 
p.m.,  and  1.3%  higher  7  to  11  p.m. 

The  late-afternoon-early-evening  period, 
it  can  be  seen,  has  taken  the  most  substantial 

jump.  Since  this  time  is  occupied  mainly 

with  children's  shows,  this  category  seems 

to  have  attracted  new  "trade"  most  effec- 
tively. 

A  month-to-month  averaging,  by  the  way, 

shows  that  the  two  big  breaks  in  tv  watching 
across  the  country  take  place  approximately 
on  November  1  and  May  1.  In  1955,  as 

illustrated,  evening  sets-in-use  dropped 
7.2%  from  April  to  May,  but  leaped  5.9% 

from  October  to  November.  The  May  de- 

cline this  year  was  less — an  even  5%.  Eve- 

ning viewing  throughout  the  six-month  "off" period  of  last  summer  was  an  average  13% 

below  that  of  the  six-month  "on"  period  that followed. 

In  looking  over  figures  such  as  these,  we 

are  always  amazed  to  note  how  basic  a  part 
of  American  life  television  has  become. 

Short  of  the  automobile  no  other  single  fac- 
tor has  so  thoroughly  injected  its  influence 

— and  none  other  has  done  it  so  fast.  Each 

year  more  people  watch  more  television 
than  ever  before.  From  all  indications  this 

audience  growth  is  slated  to  continue  for  a 
number  of  years  to  come. 

HOW  THEY  WATCH 

(Sets  in  Use  by  Time  Zones) 
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Johnny  Grant 

Afternoons 

Maestro  Johnny'i  "Freeway  Club"  is  a 
daily  "must"  for  thousands  of  plant 

workers  driving  home. 

Ira  Cook Midday 

Ira  keeps  vast  numbers  of  Angelenos 
tuned   to  710   for   his   doily   pick  of 

current  top  tunes. 

Dick  Whittinghill Mornings 

Dick's  "Clock  Watcher"  program  it  a 

top    favorite   with    listeners   at  home 
or  off  to  work  by  cor. 

Bill  Stewart 

Evenings 

Through   the  dinner   hour  and  early 
evening   Bill   attracts  a   large,  loyal, 

growing  audience. 

John  McShane 

On  'til  Dawn 

John's  all-night  record  show  reaches 
an  amazingly  large  audience  all  over 

Southern  California. 

Meet  the  Men 

whose  Music  makes 

KMPC 

the  most  popular  independent 

in  Southern  California 

SEVEN  DAYS  A  WEEK 

KMPC's  share  of  audience  averages  12.6.  Its  average 
rating  is  3.2  +  .  (The  Pulse,  Inc.,  May -June,  1956,  6:00  A.M. 

to  midnight,  Sunday  through  Saturday).  KMPC  outranks  all 

other  independents  and  three  networks  in  over-all  rated 

periods,  in  this,  the  nation's  third  largest  market. 

KMPC 

710kc  Los  Angeles 

50,000  watts  days  -  10,000  watts  nights 

Gene  Autry,  President  •  R.  O.  Reynolds,  Vice-Pres.  &  Gen.  Mgr 

Represented  Nationally  by  AM  Radio  Sales  Company 

Broadcasting Telecasting August  20,  1956    •    Page  49 



ADVERTISERS  &  AGENCIES 

Ford  Motor  Seeking 

Tv  Program  Format 
NEW  SPOT:  CREW  CUTS  PLUG  BEER 

TELEVIEWERS  in  selected  tv  markets 
soon  will  be  seeing  a  good  deal  of  a  catchy 
new  commercial  familiar  to  listeners  in 
numerous  radio  markets  for  the  past  few 
months. 

D'Arcy  Adv.  Co.,  St.  Louis,  has  completed 
production  on  a  series  of  20-  and  60-second 
tv  spots  for  Anheuser-Busch  Inc.,  which 
feature  the  Crew  Cuts  vocal  group  and 
which  is  being  released  to  approximately  40 
tv  stations. 

Since  last  April,  radio  listeners  in  some 
100  markets  have  been  hearing,  with  in- 

creased regularity,  "Where's  There's  Life 
.  .  .  There's  Budweiser."  The  commercial 
also  will  serve  as  the  basis  for  a  nationally 
distributed  instrumental  by  Coral  Records. 

Braced  with  numerous  "unsolicited"  fa- 
vorable comments  from  stations  which  have 

aired  the  radio  announcements — and  con- 
vinced that  a  tv  commercial  can  entertain 

the  viewer  while  selling  him — D'Arcy  signed 
the  Crew  Cuts  to  film  the  Budweiser  com- 

mercial on  location  at  Universal  Interna- 

tional Studios  —  against  varied  settings. 
Musical  arrangements  vary  in  tempos  to  set 
different  moods. 

Anheuser-Busch  already  has  tried  out  the 
filmed  spots  on  local  (St.  Louis)  baseball 
telecasts  and  is  distributing  them  in  other 

markets,  probably  on  a  26-week  basis  (simi- 
lar to  the  radio  series,  which  is  being  re- 

peated in  cycles  through  the  fall). 
Both  the  radio  and  tv  series  mark  the 

first  time  Budweiser  has  utilized  singing 
commercials.  Brewery  officials,  in  setting 

Budweiser's  1956-57  campaign,  selected  the 
"Where's  There  Life"  idea  as  the  basic  theme 
for  all  media.  The  agency  then  proceeded  to 
integrate  it  into  every  possible  advertising 
activity,  and  set  it  to  words  and  music.  It 
found  the  tune  could  be  done  in  a  variety 
of  musical  moods. 

The  commercial  version,  to  be  recorded 
by  George  Cates,  recording  chief  of  Coral 
Records,  was  sent  out  to  local  station  disc 
jockeys  July  17  and  distributed  generally 

July  24,  according  to  D'Arcy. 

Question-and-Answer  Booklet 

Test  for  Sales,  Advertising 

THE  QUESTION-AND-ANSWER  method  of 
revealing  strengths  and  weaknesses,  basis  of 
thousands  of  semi-serious  personality  lists  of 
questions  published  by  newspapers  and  maga- 

zines by  which  their  readers  can  discover  their 
own  capacities  for  succeeding  in  business,  love, 
marriage,  etc.,  has  been  applied  to  sales  and 
advertising  by  The  Wexton  Co.,  New  York 

advertising  agency,  in  a  17-page  "Total  Market- 
ing" questionnaire. 

Said  by  Larry  Schwartz,  Wexton  president, 
to  be  the  basis  of  campaigns  that  have  sold 
more  than  $50  million  worth  of  merchandise 

and  services,  the  "Total  Marketing"  form  in- 
cludes hundreds  of  questions  whose  answers 

are  designed  to  help  any  manufacturer  take  an 

objective  look  at  his  own  production,  distribu- 
tion, sales  and  advertising  policies  and  pro- 

cedures. Copies  are  available  at  $1  each  from 
the  agency  at  11  E.  47  St.,  New  York  17,  N.  Y. 

Miller  Brewing  Co.  Joins 

Sponsors  of  'Code  Three7 MILLER  BREWING  CO.,  through  Mathisson 
&  Assoc.,  both  Milwaukee,  last  week  became 

the  fourth  major  U.  S.  brewer  to  sponsor  ABC- 
TV  film  syndication  Code  Three.  The  purchase 

for  fall  showing  was  made  for  Milwaukee,  La- 
Crosse,  Madison,  Eau  Claire,  Wausau  and 
Green  Bay,  all  Wisconsin.  These  six  markets 

bring  Code  3's  penetration  to  80,  28  of  which 
are  brewer  sponsored.  Other  brewers  are  Stroh 

Brewery  Co.  (through  Zimmer,  Keller  &  Cal- 
vert, both  Detroit),  Erie  Brewing  Co.  (through 

the  Yount  Co.,  both  Erie,  Pa.),  and  Rheingold 
Brewing  Co.  (through  Foote,  Cone  &  Belding, 
both  Los  Angeles). 

Single  market  sales  for  Code  3  this  past 
month  as  reported  by  Sales  Vice  President  Don 
L.  Kearney  also  included  Tucson,  Salt  Lake 
City,  Dallas  and  Rochester,  N.  Y.  In  the  latter 
market,  Mr.  Kearney  reported,  the  show  will 
be  sponsored  alternately  by  the  General  Cigar 
Co.  (through  Young  &  Rubicam,  N.  Y.)  and 
Lewis  General  Tires  Inc.,  Central  New  York 
distributor  for  General  tires. 

Pennzoil  in  Network  Radio 

PENNZOIL  Co.  of  Calif.,  Los  Angeles,  buying 
its  first  network  radio  in  23  years,  has  signed 
for  Bob  Greene  News,  Monday-through-Friday, 
4:55-5  p.m.  PDT  on  68  stations  of  the  Don  Lee, 
Arizona  and  Intermountain  Networks,  it  was 
announced  Thursday  by  Norman  Boggs,  Don 

Lee  vice  president  in  charge  of  sales,  Holly- 
wood. Contract,  beginning  Sept.  17,  was 

placed  by  Pennzoil  through  Killingsworth 
Agency,  Los  Angeles. 

THERE'LL  be  a  sleek,  new  Ford  (contract)  ii 
the  future  of  one  of  the  three  major  tv  net 
works,  that  is  if  one  of  them  is  able  to  comi 
up  with  a  program  format  that  would  be  ad 

vantageous  to  both  the  "hard  sell"  of  all  For< 
Motor  Co.  products  as  well  as  the  automaker' institutional  prestige. 

Ford  spokesmen  in  New  York  last  week  re 
fused  to  commit  themselves  further  than  t< 

say  "of  course  we're  always  looking  for  nev 

ideas  and  new  ways  to  promote  Ford  products.' 
It  was  understood,  however,  that  Ford  has  beei 
conducting  high  echelon  talks  with  program 

ming  officials  at  CBS-TV,  ABC-TV  and  NBC 
TV.  Ford's  agencies — J.  Walter  Thompson 
Kenyon  &  Eckhardt  and  Foote,  Cone  &  Beldinj 

(recently  appointed  for  Ford's  newest,  but  a 
yet  unspecified  car) — were  said  to  have  stayec 
out  of  the  discussions  for  the  time  being. 

Though  Ford  has  withdrawn  from  participa 

tion  in  next  season's  Producers'  Showcase  oi 
NBC  TV,  retaining  sponsorship  of  CBS-TV; 
Ford  Star  Jubilee  and  NBC-TV's  Ford  Theatre 
it  will  continue  to  expand  its  tv  activities,  Fore 

spokesmen  said. 
Specifically,  what  Ford  has  in  mind  is  a  new 

program  that  could  "sell"  all  divisions — con 
sumer  and  industrial — while  staying  aloof  fron 

spectacular-type  productions. 

Ty  Spot  Campaign  to  Launch 

Philip  Morris'  New  Package 
PHILIP  MORRIS  INC.,  New  York,  officiallj 

opened  a  drive  Friday  for  its  "Hardpack"  (flip 
top)  king  size  Philip  Morris  cigarette  aftei 
six  months  testing  the  new  package  in  Port 
land,  Ore.,  Harrisburg,  Pa.,  Charlotte,  N.  C. 
Wichita,  Fresno,  Calif.,  and  other  west  coas 
markets. 

On  the  heels  of  its  launching  of  a  tv  spo 

campaign  for  the  new  pack  in  New  York  las 

week,  PM  will  gradually  "open  up"  the  rest  o 
the  country  between  now  and  October,  return 
ing  in  late  fall  to  its  regular  advertising  sched 
ule.  The  new  package  is  of  the  same  type  usee 

by  PM's  other  brands,  Marlboro,  Spuds  anc Parliament. 

Although  the  "hard-pack  drive"  merits  con 
sideration  as  a  special  campaign,  N.  W.  Ayer  i 

Son  spokesmen  told  B*T  that  there  is  "ver little"  change  in  budget  structure.  Thougl 
PM's  advertising  budget  has  risen  and  con 
tinues  to  rise  by  the  year,  the  Philip  Morri 

"hard  pack"  campaign  essentially  consisted  o 

copy  change  and  relocation  of  spot  drives. 

Beauty  Pageant  Via  Philco 

ANNOUNCEMENT  of  Philco  Corp's  sponsor 

ship  of  the  "Miss  America"  beauty  pageant  oi 
ABC-TV  Sept.  8  is  being  made  today  (Mon 

day)  by  Slocum  Chapin,  ABC-TV  vice  presi 
dent  in  charge  of  sales,  and  Raymond  B 

George,  Philco  Corp.  vice  president  for  mer 

chandising.  Philco  agency  is  Hutchins  Adv 

Co.,  New  York.  The  Atlantic  City  telecast 
slated  for  10:30-12  midnight  on  the  full  ABC 

TV  network,  marks  the  third  consecutive  yea 

Philco  has  sponsored  the  special  event. 

Al  E.  Sharp  Dies  in  Atlanta 

AL  E.  SHARP,  42,  partner  in  Liller,  Neal  jj 

Battle  agency,  Atlanta,  died  Aug.  8  in  Atlantz 

Mr.  Sharp  entered  the  newspaper  busines 

with  the  Chattanooga  (Tenn.)  Times  and  late 
went  to  the  Atlanta  Constitution.  He  left  th 

Constitution  for  the  advertising  agency  and  i 
1954  was  named  a  partner. 
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Lets  Get  Back  To 

RADIO  BASICS 

On  the  occasion  of  WIBW's  30th  anniversary,  we 

made  a  survey  and  came  up  with  some  startling 

findings.  Only  a  handful  of  old  timers  are  familiar 

enough  with  basic  radio  facts  to  judge  the  effec- 

tiveness of  a  station's  coverage  and  audience. 

Because  distorted  "salesmanship"  and  half  truths 
have  jeopardized  the  foundation  upon  which  radio 

has  been  built,  we  are  reproducing  TWO  BASICS 

OF  RADIO  COVERAGE  that  will  help  guide 

your  selection  of  any  U.  S.  station.  Study  them. 

Use  them.    They're  fundamentals. 

DOWN  TO  EARTH 

The  better  the  ground  conductivity,  the  better  any 

station's  signal.  The  first  step  in  evaluating  a 

station's  coverage  is  to  locate  it  on  this  map.  Note 

that  WIBW  is  favored  with  the  nation's  highest 
ranking  ground  conductivity.  This  means  that 

people  living  in  four  states  can  hear  WIBW 

clearly,  easily.  And  it's  this  same,  wonderful  soil 
that  accounts  for  the  rich  Kansas  farm  land  and 

the  wealth  of  the  farm  families  that  make  up  the 

majority  of  WIBW's  steady  listeners. 

POWER  IS  NOT  ENOUGH 

The  higher  a  station's  frequency,  the  smaller  its 
coverage.  High  power  and  high  frequency  cancel 

each  other  out.  For  example,  let's  check  WIBW 
on  this  table.  Our  5,000  watts  on  580  kc,  with 

excellent  ground  conductivity  delivers  a  socking 

DAYTIME  half-millivolt  signal  in  every  direc- 
tion for  200  miles.  No  wonder  the  old  timers  use 

WIBW  so  consistently.  They're  getting  RE- 

SULTS because  they're  getting  maximum  cover- 

age at  minimum  cost.  Isn't  this  something  that 
you  too  should  consider? 
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For  free  8x10  copies  of  the  above  charts,  call  your  Capper  Man 

R 
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30th 

YEAR 

TOPEKA, 

KANSAS 

Ben  Ludy,  Gen.  Mgr. 

WIBW  &  WIBW-TV 
in  Topeka 

KCKN  in  Kansas  City 

Rep:  Capper  Publications,  Inc. 
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KNOXVILLE,  TENN. 

54th  Metropolitan  Market 

Such ana 
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WATE-TV  OFFERS  YOU: 

POPULATION 

FAMILIES 

RETAIL  SALES 

E.  B.  I 

f  1,391,2801
  c°unties) 

345  810 

$1  081  361  650 

$1,290  306  630 

May  10,  1956  Sales  Management  Survey  of  Buying  Power 

THE  POWER  MARKET  OF  THE  SOUTH 

CHANNEL 

100,000  WATTS 

Knoxville,  Tennessee 

Represented  Nationally  by,   AVERY-KNODEL  INC. 

NEW  YORK  •  ATLANTA  •  DALLAS  •  SAN  FRANCISCO  •  LOS  ANGELES  •  CHICAGO 

increased  Billings  Reported 

By  Norman,  Craig  &  Kummel 
THE  management  of  Norman,  Craig  &  Kum- 
mell  had  a  laugh  on  skeptics  last  week. 

Despite  "unkind  comments"  about  its  pros- 
pects earlier  in  the  year,  when  NC&K  lost  the 

Revlon  and  Blatz  accounts,  the  agency  re- 

ported that  "the  first  six  months'  figures  show 
larger  billings  than  last  year,  and  projection; 
for  the  second  six  months  promise  far  to  ex 

ceed  last  year's." 
This  report  was  contained  in  a  memo  pre 

pared  for  the  NC&K  staff  and  released  las 
week.   It  concluded: 

"This  year  should  be  a  very  good  one— 
probably  the  best  in  our  history — and  best  o: 

all,  we  seem  to  be  growing  at  a  great  rate." 
Purpose  of  the  memo  was  to  announce  that 

effective  when  the  space  becomes  available  nex 
February  or  March,  NC&K  is  expanding  int< 
the  entire  22nd  floor  at  488  Madison  Ave.,  Nev 
York,  in  addition  to  the  space  it  now  occupie: 
at  that  address. 

The  Democratic  national  committee  is  on< 
of  the  accounts  NC&K  has  taken  on  in  recen 

months.  Other  clients  include  Warner-Lam 
bert,  Hudson  Paper,  Willys  Jeeps,  Ronsoi 
Corp.,  Speidel,  Seeman  Bros..  Maidenform,  anc Airwick. 

Radio's  Place  in  Tv  Homes 
TV  HOMES  are  radio  listening  homes,  an< 
consistent  ones  too.  So  notes  the  August  is 
sue  of  Nielsen  Newscast,  published  by  thi 
broadcast  division  of  A.  C.  Nielsen  Co.  Dur 

ing  March  of  this  year,  Newscast  reports,  "f homes  accounted  for  almost  half  of  all  thi 

evening  radio  listening  and  almost  two-third 

of  all  daytime  radio  listening."  The  publica 
tion  gave  the  following  account  of  "radio  listen 
ing  in  average  tv  homes  for  March  of  past  fivi 
years  (in  minutes  of  radio  listening  per  tv  homi 
per  day):  111  minutes,  106,  116,  113,  116. 
These  figures,  Newscast  adds,  do  not  includ 
listening  to  car  radios. 

Knapp-Monarch  to  Use  Tv 
KNAPP-MONARCH  Co.  (electrical  appli 

ances),  St.  Louis,  fall  and  winter  advertisin 

program  will  be  the  largest  in  the  firm's  hi; tory,  according  to  President  R.  S.  Knapp.  De 
veloped  by  Frank  Block  Assoc.,  St.  Louis  an 
New  York,  the  campaign  will  use  all  three  t 
networks  to  promote  Liquidizer  and  Redi 
Baker.  This  includes  participations  on  ABC 

TV's  Famous  Film  Festival,  CBS-TV's  Arthu 

Godfrey  Show  and  NBC-TV's  Today. 

Radio  Spot  Climb  Cited 

ACTUAL  force  of  the  upward  climb  of 
national  spot  radio  this  year  is  placed  in 
further  perspective  by  Lawrence  Webb, 

managing  director  of  Station  Representa- 
tives Assn.  Mr.  Webb,  in  a  report  to 

SRA's  board  of  directors  today  (Mon.), 
notes  that  the  first  six  months  of  1956  in 

spot  radio  has  surpassed  the  previous  first 
six  months  record  of  1953,  when  national 
spot  radio  sales  reached  a  peak  of  $63, 

918,720.  This  year,  the  comparable  fig- 
ure was  $65,647,000,  or  a  gain  of  2.7%. 

SRA's  second  monthly  report  on  radio 

spot  spending,  which  showed  the  six- month  upward  swing,  was  released  a  few 

weeks  ago  [B*T,  Aug.  6].  While  the  six- 
month  total  edged  out  the  1953  highpoint 

by  2.7%,  it  shot  past  the  comparable 
period  of  last  year  by  nearly  20%. 
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An  Open  Letter  to  the  TV  Industry 

Florida's  First  Television  Station 

Congratulations  Miami! 

WTVJ  is  pleased  to  join  with  the  people  of  Miami  in  welcoming  WCKT 

and  Mr.  Niles  Trammell  to  our  town... the  Nation's  fastest  growing 
city  and  one  of  the  country's  largest  TV  markets. 

We  congratulate  Miami  on  obtaining  this  new  television  service.  The 

efforts  of  '.VCKT,  in  combination  with  our  own  and  the  other  stations  in 
the  area,  will  result  in  an  even  finer  service  to  the  public.  As  it  always 
has,  competition  will  mean  increased  benefits  for  the  people  who  watch 
at  home... the  viewers  who  are  so  essential  to  all  of  us  in  television. 

Since  March  21,  1949,  WTVJ  has  endeavored  to  provide  the  viewers  of 
south  Florida  with  a  balanced  program  fare  which  would  combine  all  of 
the  elements  of  good  television  practices ...  outstanding  programs, 
including  local  live  programs,  network  and  film  -  standard  commercial 
service  to  local,  regional,  network  and  national  advertisers  -  and 
public  service  programs  and  efforts  which  would  reflect  and  advance 
the  civic,  cultural  and  charitable  life  of  our  community.  We  have 
made  it  our  responsibility  to  serve  south  Florida  with  outstanding 

local  live  public  service  shows  in  class  "A"  time.  We  welcome  WCKT's 
participation  in  these  endeavors. 

The  national  recognition  that  WTVJ  has  received  in  winning  the  Alfred 
P.  Sloan  Highway  Safety  Award  in  1953  and  1955.  the  Radio-Television 
News  Director's  Gold  Trophy  Award  in  1952  and  1953.  the  Headliner's 
Award  for  Outstanding  Local  News  in  1956,  and  other  equally  important 
citations  is  striking  evidence  of  the  progress  of  Miami  television. 

'We  know  that  V/CKT  will  similarly  enhance  Miami's  reputation  as  an 
important  television  center. 

During  the  past  seven  years,  local  civic,  charitable  and  cultural 
agencies  have  received  in  excess  of  SI. 500, 000  in  public  service  time 
given  proudly  by  WTVJ  for  programs,  spots  and  participating  announcements 
through  which  these  agencies  have  done  a  magnificent  job  in  stimulating 
public  support  for  their  programs.  With  the  cooperative  efforts  of 
WCKT  now  available,  we  know  that  television  will  become  an  even  greater 
force  towards  guiding  Miami  ever  closer  to  its  ultimate  destiny. 

Television's  future  shines  brightly  before  us  all.  We  have  every 
confidence  that  the  people  of  south  Florida  will  rightly  receive  nothing 
but  the  finest  service  in  the  years  ahead  both  from  WTVJ  and  WCKT. 

Mitchell  Wolfson 
WTVJ  President 

I.OOO    FT.  TOWER-IOO.OOO   WATT  S  POWER 

WOMETCO'S  THEATRE 
THE 

MS 
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Americans  Spend  2  Billion 

Hours  Weekly  With  Radio,  Tv 

THE  AMERICAN  PEOPLE,  teenagers  and 
adults  but  excluding  children  under  12  years 
of  age,  spend  more  than  2  billion  hours  a  week 
watching  television  and  listening  to  the  radio, 
according  to  statistics  gathered  in  the  weekly 
interviews  of  A.  L.  Sindlinger  &  Co.,  audience 
research  analysts. 

Data  compiled  by  Sindlinger  for  the  week 
ending  July  21  shows,  of  the  total  population 
12  years  of  age  or  older  (who  pay  the  full 
adult  price  for  movie  theatre  admissions)  of 
121,240,000  individuals,  65,348,000  (53.9%) 

watched  tv  during  an  average  day  for  an  aver- 
age of  2  hours  and  36  minutes;  56,983,000 

(47.0%)  listened  to  radio  for  a  daily  average 
of  2  hours  and  11  minutes,  and  92,263,600 
(76.1%)  read  newspapers  for  an  average  of  33 
minutes  a  day. 

For  the  week,  this  12-or-over  group  spent 
1,189.3  million  hours  watching  tv,  870.8  mil- 

lion hours  listening  to  the  radio,  355.2  million 
hours  reading  newspapers,  compared  to  the 
42.6%  which  spent  216.9  million  hours  at  the 
movies. 

During  the  past  year,  Sindlinger  reports,  tv 
homes  have  increased  from  32,787,200  (68.3% 
of  the  national  total)  to  36,950,500  (75.4%) 
and  adults  (12  or  over)  with  tv  have  increased 
from  87,709,500  (73.0%)  in  July  1955  to 
95,900,800  (79.1%)  in  July  1956. 

Allen  'Most  Talked  About' 
STEVE  ALLEN  led  the  Sindlinger  &  Co.  rat- 

ings of  "Tv  Programs  That  People  Are  Talking 
About"  for  the  fifth  consecutive  week  on  the 
report  for  the  week  ending  Aug.  4,  with  a 
19.6%  talked  about  rating.  The  Lawrence 

Welk  Show  replaced  $64,000  Question  in  sec- 
ond place,  with  a  14.3%  rating,  and  Ed  Sul- 
livan remained  in  fourth  place. 

Hopkins  Named  Agency  V.P. 

JOHN  T.  HOPKINS  III,  for  more  than  25  years 
general  manager  of  WJAX  Jacksonville,  Fla.. 
has  joined  the  staff  of  Newman,  Lynde  & 
Assoc.,  Jacksonville  advertising  agency,  as 
vice  president.  He  will  serve  as  director  of  the 

agency's  television  and  radio  department. 
Mr.  Hopkins,  who  entered  the  field  of  radio 

in  its  infancy,  went  to  Florida  early  in  1925  to 
direct  construction  work  on  WIOD  Miami  and 
then  assumed  construction  supervision  of  WJAX 
later  that  same  year  in  Jacksonville.  For  two 
years  he  was  chief  engineer  of  the  station  and 
then  became  general  manager,  a  post  he  held 
until  1955. 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

NBC-TV 

Aug.  25  (8-9  p.m.)  Tony  Bennett  Show, 
participating  sponsors. 

Aug.  26  (5-5:30  p.m.)  Zoo  Parade,  sus- 
taining (also  Sept.  2). 

Aug.  27-31  (3-4  p.m.)  Matinee,  partici- 
pating sponsors  (also  Sept.  3-7,  10-14). 

Aug.  29   (9-10  p.m.)  Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson  (also  Sept.  5). 

Aug.  30  (10-11  p.m.)  Lux  Video  Theatre, 
Lever    Bros.    Co.    through    J.  Walter 
Thompson  Co.  (also  Sept.  6). 

Sept.  2  (9-10  p.m.)  Alcoa  Hour,  Alumi- 
num Co.  of  American  through  Fuller  & 

Smith  &  Ross. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B-T] 

MJ&A  Expands  Offices 

EXPANSION  of  three  major  offices  of  Mac- 
Manus,  John  &  Adams  to  accommodate  recent 
client  additions  and  personnel  increases  was 
announced  last  week  by  President  Ernest  A. 
Jones.  Expansion  includes  new  wing,  just  com- 

pleted, which  adds  complete  floor  to  Bloom- 
field  Hills  (Mich.)  headquarters  building;  new 
space  for  New  York  office  through  acquisition 
of  19th  floor  at  444  Madison  Ave.,  effective 
in  near  future,  and  additions  to  Toronto  facili- 

ties. MJ&A  also  has  opened  an  office  in  Hous- 
ton and  expanded  Los  Angeles  and  San  Fran- 

cisco offices,  but  has  closed  offices  in  Baltimore, 
Chicago  and  Miami. 

ORRadio  Budgets  For  Fm 

USING  fm  radio  for  the  first  time,  ORRadio 
Industries  Inc.,  Opelika,  Ala.,  will  launch  the 
largest  advertising  program  in  its  history  for 
the  fall  and  winter  campaign,  Nat  Welch,  vice 

president  for  sales,  has  announced.  The  cam- 
paign will  be  directed  toward  tape  recorder 

users.  ORRadio  is  sponsoring  the  five  nights 
a  week  Skip  Weshener  show,  Accent  on  High 
Fidelity,  on  WBAI-FM  New  York  for  six 
months.  Shappe-Wilkes  Inc.,  New  York,  is  the 
agency. 

LATEST  RATINGS 

TRENDEX 

TOP  TV  SHOWS,  WEEK  OF  AUGUST  1-7 

Net- 

No. of 

%  Tv 

Ran k  Program Sponsor 
Agency 

work Stations Day  &  Time 
Homes 

1. $64,000  Question Revlon BBDO CBS 165 

Tues., 

10-10:30 

30.4 
2. $64,000  Challenge Revlon C.  J.  La  Roche 

CBS 
111 

Sun., 
10-10:30 25.6 

P.  Lorillard Young  &  Rubicam 
3. Do  You  Trust  Your General  Motors Kudner CBS 140 

Tues., 

10:30-11 25.4 Wife? Frigidaire  Div. 
4. What's  My  Line? Jules  Montenier Earle  Ludgin CBS 

70 Sun., 

10:30-11 
22.5 

Remington  Rand Young  &  Rubicam 111 
5. I've  Got  A  Secret R.  J.  Reynolds 

Wm.  Esty CBS 
170 

Wed., 

9:30-10 22.4 
6. Video  Theatre Lever  Brothers J.  Walter  Thompson 

NBC 132 
Thurs. 

,  10-11 

21.3 
7. Ed  Sullivan  Show Lincoln-Mercury Kenyon  &  Eckhardt 

CBS 
180 

Sun., 
8-9 19.9 8. U.  S.  Steel  Hour U.  S.  Steel 

BBDO CBS 131 

Wed., 

10-11 18.8 
9. The  Millionaire Colgate-Palmolive Ted  Bates 

CBS 
139 

Wed., 9-9:30 

18.7 
10. Medic Dow  Chemical MacManus,   John  & 

NBC 
81 

Mon., 9-9:30 

18.4 Adams 
11. Talent  Scouts Toni North  Adv. 

CBS 
166 

Mon ., 

8:30-9 

18.4 

Copyright,  Trendex 
Inc. 

Lew  King,  Vehon  &  Wolf 

Organized  in  Phoenix 

A  NEW  advertising  agency — Lew  King,  Vehon 
&  Wolf  Inc. — has  been  formed  in  Phoenix, 
Ariz.,  with  offices  at  218  W.  Adams  St.  The 

agency  will  prepare 
advertising  for  all 
media. 

President  of  the 

new  firm  is  Lew 

King,  known  in  the 
Arizona  area  not 

only  in  the  advertis- 
ing field  but  as  a 

radio-tv  personality. 

For  the  past  1 0  years 
he  has  operated  his 

own  agency  in  Phoe- nix under  the  name 

of  Lew  King  Ad- 
vertising Produc- 

tions. 

S.  E.  (Bud)  Vehon,  who  comes  to  Phoenix 
from  Detroit,  Mich.,  is  vice  president-secretary 

MR.  KING 

MR.  WOLF MR.  VEHON 

of  the  agency.  He  was  associated  for  25  years 
as  secretary,  copy  chief  and  account  executive 
with  Luckoff  &  Wayburn  agency. 

George  J.  Wolf  of  Phoenix  is  the  agency's 
treasurer.  He  is  president  of  Economy  Finance 
Co.;  vice  president  of  the  First  of  Arizona  Co., 

and  president  Contract-Mortgage-Buyers  Inc. 

Bulova  Cities  Radio  Line 

For  18%  Rise  in  Income 

RADIO  and  television  figured  prominently  in 

the  annual  meeting  of  stockholders  of  Bul- 
ova Watch  Co.,  Flushing,  N.  Y.,  at  which 

Board  Chairman  Arde  Bulova  and  President 

John  H.  Ballard  cited  the  firm's  advertising 
efforts  (via  tv)  and  its  expanded  radio  produc- 

tion line  as  part  of  the  reason  for  an  18%  rise 

in  Bulova's  net  income  over  the  previous  year. 
Due  to  Bulova's  diversification  and  continued 

work  in  military  research  and  development, 

Bulova's  net  sales  this  past  fiscal  year  jumped 
$3,648,579  to  the  all-time  record  of  $80,059,- 
644,  Mr.  Ballard  reported. 

Mr.  Ballard  cited  Bulova's  radio  receiver 
line  as  one  of  the  firm's  great  assets.  He  said 
radio  sales  jumped  92%  in  the  past  year,  gain- 

ing "a  more  rapid  acceptance  than  any  other 
radio  line  in  America."  Bulova  has  been  man- 

ufacturing radios  since  late  1952,  but  did  not 
begin  to  achieve  mass  market  distribution  until 
last  year.  The  company  also  hopes  to  make  a 
dent  in  the  Christmas  gift  market  this  year  with 
its  new  electric  shaver. 

Bulova's  prominence  in  the  jewelry  field  may 
be  gauged,  Mr.  Ballard  told  stockholders,  by 
its  recent  signing  for  $5  million  sponsorship  of 
the  Jackie  Gleason  show  on  CBS-TV  next  sea- 

son. "This  is  the  first  time  in  the  industry's 
history,"  Mr.  Ballard  said,  "that  a  commitment 
of  such  magnitude  has  been  made  to  back  up 

the  retailer  in  the  sale  of  one  brand  name." 
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COLUMBIA  PACIFIC  RADIO  NETWORK 

reaches  more  people 

than  any  other  Pacific  Coast  medium, 

including  all  other  regional  networks. 

REPRESENTED  BY  CBS  RADIO  SPOT  SALES 



ADVERTISERS  &  AGENCIES 

SPOT  NEW  BUSINESS 

Boyle-Midway  Co.  Inc.  (American  Home  Prod- 
ucts Corp.  Div.),  N.  Y.,  currently  sponsoring 

Harry  Babbitt  Show  on  alternating  basis  on  26 
Columbia  Pacific  Radio  Network  stations,  Mon- 

day-Friday, 7:45-8  p.m.  PDT,  assumes  full 
sponsorship  Aug.  21.  J.  Walter  Thompson  is 
agency. 

Liebmann  Breweries  Inc.,  for  its  "Miss  Rhein- 
gold"  contest  using  radio  spot  campaign  in 
New  York,  New  Jersey,  Connecticut  and  West- 

ern Massachusetts.  Agency:  Foote,  Cone  & 
Belding,  N.  Y. 

Heublein  Inc.  (Maltex,  milk  drink  mixture), 
Hartford,  Conn.,  buying  radio  and  tv  spots  in 
approximately  15  radio  and  eight  tv  markets  in 
New  England.  Campaign  will  start  in  October 

llllll 

and  run  for  16  to  20  weeks.  Bryan  Houston, 
N.  Y.,  is  agency. 

Armstrong  Rubber  Co.,  Westhaven,  Conn.,  ex- 
panding spot  tv  campaign  this  fall  covering  65 

markets  plus  network  participations  on  Today 
(NBC-TV,  7-9  a.m.)  during  two  weeks  of  politi- 

cal conventions.  In  addition,  advertiser  will  use 
15  markets  for  spot  radio  effective  Aug.  15. 
Agency:  Lennen  &  Newell,  N.  Y. 

Life  magazine,  N.  Y.,  through  Young  &  Rubi- 
cam,  N.  Y.,  will  use  radio  and  television  sched- 

ule, in  conjunction  with  direct-mail  promotion, 
to  boost  subscriptions.  Campaign  will  run  for 
one  week,  starting  Sept.  10,  17,  and  24  in 
various  parts  of  country.  Approximately  67 
markets  will  be  used  with  50  announcements 

per  market  in  radio  and  20  in  television. 

George  W.  Borg  Corp.  (Borg  Fabric  Div.), 
Delavan,  Wis.,  making  initial  tv  plunge  Sept. 

mmmm 
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GREATEST  POWER  •  HIGHEST  TOWER  •  TREMENDOUS  COVERAGE! 

Smart  advertisers  do  a  big  job  in  Milwaukee 
on  the  BIG  station. 

With  316,000  watts,  Milwaukee's  TV  Strong 
Man  provides  perfect  pictures,  bright  and 
clear,  on  new  sets  or  old,  near  the  transmitter 
or  far  away. 

WISN-TV's  1,105  foot  tower,  highest  in  Wis- 
consin, offers  the  greatest  aerial  performance 

in  the  market  for  advertiser's  sales  messages. 

WISN-TV  coverage  blankets  Milwaukee  and 
23  rich  surrounding  counties  ...  an  area  with 
over  2V2  million  people  and  a  buying  income 
of  almost  five  million  dollars. 

Channel  12  is  BIG  in  Milwaukee.  And  you 
can  be  big  with  Channel  12. 

*  Top-Rated  ABC  Net 
work,  local,  film  shows 

'*  Extensive  Promotion, 
Publicity 

*  Comprehensive  Mer- 
chandising Service 

*  Complete  Technical, 
Production  Facilities 

*  Low,  Lew  Cost-Par- 
Thousand 

wis 

BASIC  ABC  AFFILIATE 

llllil 

9  with  one-day  tv  spot  campaign  in  28  top 
markets  for  Borgana  fabric.  Agency  is  Douglas 
D.  Simon  Adv.,  N.  Y. 

NETWORK  RENEWAL 

American  Chicle  Co.  (Dentyne,  Beeman's, 
Pepsin,  Clorets,  Rolaids),  Long  Island  City, 

N.  Y.,  has  renewed  ABC-TV's  Ozark  Jubilee 
(new  time:  Thurs.,  10-10:30  p.m.  EDT)  for  the 
1956-57  season,  effective  Oct.  4.  Status  of 
Grand  Ole  Opry  which  alternated  with  Jubilee 
last  season  in  the  Saturday,  7:30-9  p.m.  EST 
period,  was  not  announced.  Agency  for  Amer- 

ican Chicle  is  Ted  Bates  &  Co.,  N.  Y. 

NETWORK  NEW  BUSINESS 

John  Hancock  Mutual  Life  Insurance  Co.,  Bos- 
ton, will  join  RCA  and  RCA-Whirlpool  in  spon- 

soring five,  and  Buick  Div.  of  General  Motors, 

one,  of  NBC-TV's  Producers'  Showcase  presen- 
tations next  season  (every  fourth  Monday,  8-9:30 

p.m.  EDT,  starting  Sept.  17).  RCA  and  RCA- 
Whirlpool  co-sponsor  full  schedule.  Agencies: 
McCann-Erickson  for  John  Hancock;  Kudner 
for  Buick,  and  Kenyon  &  Eckhardt  for  RCA 
and  RCA-Whirlpool. 

AGENCY  APPOINTMENTS 

National  Packing  Corp.,  names  Charles  F. 
Hutchinson  Inc.,  Boston  agency,  for  Kitty 
Snicker  cat  food,  effective  Sept.  1. 

Hudson  Pulp  &  Paper  Corp.,  cup  and  container 

division,  new  department,  names  Al  Paul  Lef- 
ton,  Phila.,  and  N.  Y.  Norman,  Craig  &  Kum- 
mel,  N.  Y.,  continues  to  handle  other  products. 

Esterbrook  Co.  (writing  implements),  Camden, 
N.  J.,  appoints  Young  &  Rubicam,  N.  Y. 

Boston  &  Maine  Railroad,  currently  serviced 
by  Harold  Cabot  &  Co.,  Boston,  to  Doyle  Dane 
Bernbach,  N.  Y.,  effective  Sept.  1.  DDB  also 
handles  N.  Y.,  New  Haven  &  Hartford  R.R.. 
whose  former  president,  Patrick  McGinnis,  now 
heads  B&M. 

Texas  Brands  Inc.  (frozen  and  canned  foods) 
San  Antonio,  names  St.  George  &  Keyes,  N.  Y 

Plans  being  made  to  use  radio-tv  campaign 
probably  to  start  in  New  England  sometime 
October. 

in 

Edward  Petry  &  Co.,  Inc. 

A&A  PEOPLE 

Hugh  M.  Redhead,  in  charge  of  creative  serv- 
ices, Aluminum  Co.  of  America  account,  Fullei 

&  Smith  &  Ross,  Cleveland,  and  John  Leahy 
marketing  director,  FSR,  San  Francisco,  electee 
vice  presidents  of  agency. 

David  J.  Lehleitner,  public  relations  directo 
and  account  executive,  Oakleigh  R.  French 
Assoc.,  St.  Louis,  named  vice  president. 

George  De  Pue  Jr.,  account  executive  01 

Anderson  &  Clayton's  food  division  at  Bryai 
Houston,  N.  Y.,  appointed  vice  president  o 
agency. 

George  V.  Riley  named  vice  president  in  charg 
of  public  relations,  Hilton  &  Riggio,  assigned  t< 
Washington,  D.  C. 

Walter  C.  Kisher  promoted  from  field  sale 
manager  to  general  sales  manager  at  Norg 
Div.  of  Borg-Warner  Corp.,  Chicago.  He  wi 
be  responsible  for  administration  of  nations 
sales  programs. 

Dale  Berger,  account  executive,  KOLN-T 
Lincoln,  Neb.,  to  Ayres,  Swanson  &  Assoc 

Lincoln  agency,  as  account  executive.  Jam* 
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Put  your  money  where  the  people  are 

There's  no  market  for  acorns  in  WWJ's  densely- 

populated  coverage  area.  But  the  demand  for  gum, 

gasoline,  and  groceries  is  simply  tremendous. 

So  aim  your  camera  at  the  squirrels,  your  radio 

commercials  at  the  people.  Use  WWJ,  famed  for 

complete  news  coverage,  sparkling  personalities 

and  programming  that  holds  listeners,  moves 

merchandise. 

Seventy  per  cent  of  Michigan's population  commanding  75  per 

cent  of  the  state's  buying  income 
is  within  WWJ's  daytime  pri- 

mary area.  In  the  Detroit  area 
alone,  over  3Vi  million  people 

drive  nearly  l1/)  million  cars  and 
spend  over  $5  billion  annually 
for  retail  goods. 

WWJ 

AM  and  FM 

RADIO 

WORLD'S  FIRST  RADIO  STATION 

Owned  and  operated  by  The  Detroit  News 

NBC  Affiliate 

National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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ADVERTISERS  &  AGENCIES 

M.  Evinger,  advertising  manager.  Standard  Re- 
liance Insurance  Co.,  Lincoln,  to  Ayres,  Swan- 

son  copy-contract.  H.  J.  Enright,  Journal  Pub- 
lishing Co.,  St.  Joseph,  Mo.,  to  account  execu- 

tive in  agency's  St.  Joseph  office. 
Peter  McMahon,  formerly  account  executive  at 
KGB  San  Diego,  to  Barnes-Chase  Co.  there  as 

head  of  agency's  radio-tv  department. 
Patrick  J.  Fay,  staff  director  of  former  DuMont 
Television  Network  shows,  to  Wyatt  &  Bear- 
den  Adv.,  Dallas,  Tex.,  as  director  of  radio, 
television  and  film  activities. 

John  E.  Sullivan,  assistant  to  advertising  direc- 
tor in  charge  of  cereals  (H.O.  oats  and  cream 

of  wheat).  Best  Foods  Inc.,  N.  Y.,  to  Compton 
Adv.,  N.  Y.,  as  assistant  account  executive. 

Jerry  Turk,  copy  chief,  Beaumont  &  Hohman 

Inc.,  Chicago  agency,  appointed  creative  direc- 
tor. 

Einar  Akerson,  comptroller  and  personnel  man- 
ager. Pacific  Scientific  Aeroproducts,  Glendale, 

Calif.,  to  Charles  Bowes  Adv.,  L.  A.,  as  busi- 
ness manager.  Donald  R.  Lea,  former  assistant 

advertising  manager  of  White  King  Soap  Co., 
L.  A.,  to  Charles  Bowes  account  service  staff. 

Fred  Charlton,  account  representative,  N.  W. 
Ayer  &  Son,  Phila.,  to  Cunningham  &  Walsh 
Inc.,  Chicago,  as  account  supervisor. 

Harold  Hadley,  N.  Y.  and  Phila.  newsman,  to 
Weightman  Inc.,  Phila.  agency,  as  director  of 
public  relations. 

Henry  J.  Morton  to  copy  and  contact  depart- 
ment of  Henri,  Hurst  &  McDonald  Inc.,  Chi- 

cago. 

Robert  Reynolds,  Hubbard-Antisdel  Co.,  to 
copy  staff  of  Aubrey,  Finlay,  Marley  &  Hodg- 

son, Chicago. 

Humphrey  Ireland,  Brisacher,  Wheeler  &  Staff, 
to  Harrington-Richards,  San  Francisco,  in  copy 
and  contact  capacity. 

Josephine  Gray,  Detroit  food  advertising  spe- 
cialist, to  Zimmer,  Keller  &  Calvert  Inc.,  that 

city,  as  account  manager. 

Doris  Gould,  formerly  timebuyer  for  Moselle 
&  Eisen,  N.  Y.,  to  media  department  of  C.  J. 
LaRoche    Co.,    N.    Y.,    in    similar  capacity. 

Frank  T.  Buchner,  news  manager  of  Curtiss 
Wright  Corp.,  and  Abner  A.  Layne,  associate 
editor  of  Architectural  Forum,  to  public  rela- 

tions staff  of  J.  M.  Mathes  Inc.,  N.  Y.  Harriet 
Rey,  research  director  of  David  J.  Mahoney 
Inc.,  N.  Y.,  to  Mathes  as  assistant  supervisor 
of  research  department. 

Murray  Gelman,  formerly  copywriter,  Emil 
Mogul  Co.,  N.  Y.,  to  Lawrence  C.  Gumbinner 
Adv.,  N.  Y.,  as  copywriter  in  radio-tv  depart- 
ment. 

Bill  Krauch,  Milton  Weinberg  Adv.  Co.,  L.  A., 
named  by  AAAA  radio-tv-film  committee  for 
L.  A.  Area  Community  Chest  fall  campaign  to 
take  charge  of  copy,  films,  slides  and  other 
material  for  radio-tv.  Other  committee  mem- 

bers: Doug  Anderson,  Anderson-McConnell; 
Adrian  Brown,  McCann-Erickson;  Ed  Cash- 
man,  Foote,  Cone  &  Belding;  Dick  Dwan,  Vern 
Monroe  and  Bed  Stefan,  all  of  BBDO;  Walter 
McCreery  and  Howard  Flynn  of  McCreery 
agency;  Bernice  Levitas,  Doyle,  Dane  &  Bern- 
bach,  and  James  Vandiveer,  Erwin,  Wasey  & 
Co. 

Vincent  R.  Bliss,  president,  Earle  Ludgin  & 
Co.,  Chicago  agency,  appointed  chairman  of 
projects  planning  committee  of  Advertising 
Research  Foundation,  N.  Y. 

FILM 

MGM  SIGNS  $4  MILLION  LEASE  CONTRACT 

WITH  KTTV  (TV),  BUYS  25%  OF  STATION 

In  a  flurry  of  activity,  Loew's  Inc.  also  reveals  its  tv  division  will  pro- 
duce at  least  two,  possibly  three,  series  of  half-hour  films  for  release 

in  fall  of  next  year,  negotiates  for  other  station  interests. 

LOEW'S  INC.,  only  a  two-month  old  entry  in 
tv's  multi-million-dollar  sweepstakes,  is  forging 
ahead  like  a  late-breaking  stretch  runner.  By 
late  last  week,  the  motion  picture  company: 

•  Bundled  up  a  $4  million  leasing  arrange- 
ment with  KTTV  (TV)  Los  Angeles  for  its 

Metro-Goldwyn-Mayer  (a  Loew's  subsidiary) library. 

•  Was  served  its  first  slice  of  station  pie, 

acquiring  a  quarter  interest  of  newspaper-owned 
and  non-network  affiliated  KTTV  for  $1,- 
625,000. 

•  Revealed  it  will  produce  at  least  two,  and 

possibly  three,  different  series  of  half-hour 
films  for  release  in  the  fall  of  1957,  and  hinted 

it  may  film  spectacular-type  programs,  and  thus 

indirectly  generated  speculation  that  Loew's eventually  will  launch  a  tv  film  network. 
•  Was  negotiating  for  station  interests  and/or 

leasing  arrangements  in  major  markets;  was 
continuing  to  dicker  with  CBS,  ABC  and  Gen- 

eral Teleradio  on  a  number  of  fronts  regarding 

film  properties,  and  has  been  working  fever- 
ishly for  an  interest  in  a  tv  station  located  in 

the  New  York  market. 

Backed  by  Loew's  money  resources  and  in 
effect  with  carte  blanche  from  top  manage- 

ment, tv  strategists  at  Loew's  last  week  were 
in  thick  of  negotiations  involving  about  as 

many  types  of  probable  arrangements  as  there 
were  interested  parties  [Closed  Circuit,  Aug. 
6].  Charles  C.  (Bud)  Barry,  vice  president  in 
charge  of  the  tv  operation  and  a  former  NBC 
vice  president,  was  described  by  an  associate 

to  be  "about  the  busiest  man  in  New  York." 
At  mid-week  this  off-hand  remark  was  the 

literal  truth,  as  Mr.  Barry  took  time  out  from 
his  schedule  of  wheeling  and  dealing  to  hold  a 
news  conference  at  the  Times  Square  office  of 
MGM. 

N.  Y.  Outlet  Plans 

It  was  learned  that  the  Loew's  MGM  tv  op- 
eration, which  keeps  a  military-like  schedule 

of  its  "tv  invasion"  hopes  to  pick  up  a  New 
York  tv  outlet.  B»T  was  told  by  a  source  close 
to  the  situation  that  if  an  interest  could  be 

acquired  in  New  York  "within  a  week  or  so," 
Loew's-MGM  might  then  set  a  drive  toward  set- 

ting up  a  tv  film  network.  WPIX  (TV),  which 
like  KTTV  is  newspaper-owned  (New  York 
Daily  News),  denied  that  it  was  negotiating 

with  the  Loew's  interests.  [Other  independents 
in  New  York:  WATV  (TV)  and  WABD  (TV) 
(though  this  station  is  owned  by  Du  Mont 
Broadcasting  Corp,  which  also  owns  WTTG 

(TV)  Washington).  WOR-TV,  also  a  non-net- 
work affiliate,  is  owned  by  RKO  Teleradio.  The 

remaining  three  tv  stations  in  New  York  are 
network-owned.] 

The  KTTV  pacts  were  announced  Tuesday 

almost  eight  weeks  to  the  day  after  Loew's- MGM  had  served  notice  it  would  enter  tv  with 

a  vengeance  [B«T,  June  25]. 
At  that  time,  the  company  had  said  it  wouW 

release  to  tv  its  770  feature  films  and  900  short 

subjects  produced  by  MGM  from  1929  to  1949. 
(Its  distribution  outlet  for  tv  is  the  newly- 

created  MGM-TV.)  Loew's  also  had  promised 
it  would  acquire  an  interest  in  tv  stations  as 

well  as  produce  programs  especially  for  tele- 
vision. 

In  the  KTTV-Loew's-MGM  film  transaction, 
725  of  the  original  MGM  770  feature-length 

DISCUSSING  the  entry  of  Loew's-MGM 
into  television  broadcasting  and  the  first 

television  presentation  of  film  company's 
library  of  features  are  (I  to  r)  Charles  C. 

(Bud)  Barry,  vice  president  of  MGM-TV; 
Richard  A.  Moore,  KTTV  (TV)  president, 

and  Howard  Dietz,  vice  president  in 

charge  of  advertising  and  publicity  Loew's- MGM  motion  picture  company. 

film  library  was  leased  for  seven  years.  KTTV 
receives  the  rights  on  an  exclusive  basis  in  its 

territory.  The  $4  million  pact — which  includes 
an  unspecified  cash  down  payment  and  terms 

— permits  only  showing  in  black-and-white. 
For  color  presentation  (for  those  films  in 

color),  KTTV  must  negotiate  with  Loew's  for 
a  "premium  payment." 
KTTV  plans  to  begin  programming  the 

MGM  features  in  late  September  or  early  Octo- 
ber. The  rights  include  use  of  the  MGM  trade- 
mark— Leo  the  lion. 

Also  involved  in  agreement's  terms:  "Gone 
With  the  Wind"  is  not  included  and  40  other 
films  are  being  withheld  for  theatrical  re-issue 
but  these  40  eventually  will  be  made  available 
for  showing;  no  short  subjects  or  cartoons  are 
in  the  packet,  and  MGM  does  not  surrender 
any  re-make  or  re-issue  rights.  A  further  pact 

may  be  made  for  KTTV  to  acquire  short  sub- 

jects also. 

The  purchase  of  25%  by  Loew's  of  KTTV's capital  stock  was  announced  at  the  same  time. 
The  station  is  licensed  to  KTTV  Inc.,  which 

was  100%  owned  by  the  Times-Mirror  Co.  The 
latter  publishes  the  Times  and  the  Mirror-News 
in  Los  Angeles.  Richard  A.  Moore,  who  spark- 
plugged  the  attack  on  networks  in  Congress, 
is  president  of  KTTV  Inc.  Directors  of  KTTV 
Inc.  are  Norman  Chandler,  chairman  of  the 
board;  Mr.  Moore;  Philip  Chandler;  Harris 
Chandler;  L.  D.  Hotchkiss,  also  editor  of  the 
Times;  Harry  Bowers,  also  treasurer  of  the 
Times-Mirror  Co.,  and  Omar  F.  Johnson,  vice 

president  of  KTTV. 
Price  for  the  stock  acquisition  is  $1,625,000 

in  cash.  According  to  the  contract  signers,  the 

purchase  need  not  be  approved  by  the  FCC,  al- 
though an  ownership  report  must  be  filed. 

The  KTTV  film  rental-stock  acquisition  was 

held  up  by  Mr.  Barry  as  a  "keystone"  in  Loew's future  tv  pattern.  He  admitted  other  like  deals 

are  possible,  and  added  he  "hoped"  this  would 
be  the  case  in  a  "number  of  markets."  At  varied 
intervals  in  the  conference,  Mr.  Barry  referred 

to  Loew's  entering  the  tv  field  "aggressively  .  .  • 
according  to  time-table"  and  predicted  that  the 
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WCAU  means 

PHILADELPHIA 

showmanship 

Some  people  will  always  have  a  warm  spot  in  their 

hearts  for  the  circus.  Like  us  at  WCAU-TV.  .  . 

we  started  our  own  and  called  it  "Big  Top."  Today  you 

know  it  as  the  "Sealtest  Big  Top,"  a  network 

show  of  84  stations  with  a  weekly  audience  of  about 

10,500,000.  That  kind  of  success  story  can  be 

yours  at  the  local  level.  Because  the  same  WCAU-TV 

programming  talent  that  created  "Big  Top" 

and  made  it  one  of  the  highest  rated  network  daytime 

shows  is  yours  to  command,  too.  So  when  you 

think  of  showmanship,  think  of  WCAU. 

WCAU,  WCAU-TV  The  Philadelphia  Bulletin  Radio 

and  TV  stations.  Represented  nationally  by  CBS  Spot  Sales. 

By  far  Philadelphia's  most  popular  stations.  Ask  ARB. 
Ask  Pulse.  Ask  Philadelphians. 
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company  "will  be  one  of  the  biggest  forces  in 
television."  Loew's-MGM,  he  asserted,  is  free 
to  "enter  into  negotiations  in  good  faith  in  any 
major  market  in  the  U.  S." 
Loew's-MGM  tv  film  production  schedule 

calls  for  shooting  of  two  program  series  in  the 
first  couple  weeks  next  month  for  sale  in  the 
fall  of  next  year.  Also  under  consideration  is 

a  third  series,  "Goodbye  Mr.  Chips,"  which 
would  be  produced  at  MGM's  London  studios. 
The  latter  probably  would  be  a  39-episode 
series  initially  and  also  made  available  for 
sale  in  the  fall  of  1957. 

A  year  away,  according  to  Loew's  strategists, 
is  the  filming  of  an  hourly  anthology  and  pos- 

sibly even  spectaculars  and  one-shot  dramatic 
shows. 

Although  Loew's  now  has  shut  off  the  Los 
Angeles  market  in  any  future  deals  for  its 
library  product,  it  still  is  negotiating  with 
CBS,  ABC,  and  General  Teleradio  for  the 

leasing  of  the  features.  Mr.  Barry  refused  to 
go  into  details  or  into  how  far  along  these 
discussions  may  be. 

Mr.  Moore  emphasized  that  KTTV  and  its 

owner  felt  that  the  addition  of  Loew's  in  the 
ownership  would  provide  an  added  program 
source,  would  eventually  prove  more  valuable 

than  the  money  received  and  that  the  broad- 

cost  operation  itself  would  be  "enhanced"  in worth. 
Among  the  titles  included  in  the  KTTV 

rental  are:  "Goodbye  Mr.  Chips,"  "Boys  Town," 
"The  Thin  Man,"  "Ninotchka,"  "Mutiny  on  the 
Bounty,"  "Northwest  Passage,"  "San  Francisco," 
"David  Copperfield,"  "Boom  Town,"  "Mrs. 
Miniver,"  "Dinner  at  Eight,"  "Lassie,"  "Grand 
Hotel,"  "Camille,"  "The  Good  Earth,"  "Sara- 

toga," "Anna  Karenina,"  "Little  Women," 
"Thirty  Seconds  over  Tokyo,"  "The  Hucksters," 
"A  Tale  of  Two  Cities,"  "Easter  Parade,"  "The 
Harvey  Girls,"  "National  Velvet,"  "Random 
Harvest,"  "The  Barretts  of  Wimpole  Street," 
and  all  the  "Andy  Hardy"  and  "Dr.  Kildare" 
pictures. 

Preminger  Search  for  Star 

Conducted  Via  Tv  Stations 

MOTION  PICTURE  producer  Otto  Preminger, 
who  in  the  past  three  years  has  defied  many  a 
Hollywood  custom  and  challenged  the  Motion 

Picture  Assn.  of  America  code  with  "The  Moon 
Is  Blue,"  "Carmen  Jones"  and  "Man  With  the 
Golden  Arm,"  last  week  shattered  another  pre- 

cept: that  of  casting.  Apparently  unhappy  with 

"the  star  system,"  Mr.  Preminger  has  turned 
to  television  as  one  means  in  finding  the  lead 
for  his  proposed  filming  of  George  Bernard 

Shaw's  "St.  Joan." 
With  $100,000  allocated  to  the  search— "al- 

most enough  money  to  make  the  film,"  accord- 
ing to  United  Artists — Mr.  Preminger's  office, 

in  addition  to  alerting  theatre  chains  and  trade 

papers,  has  sent  "each  and  every"  U.  S.  tv 
station  a  special  trailer  for  free  showing.  The 

message  of  the  announcements:  "If  you  feel 
qualified  to  play  the  Maid  of  Orleans,  contact 
us  at  U-A  or  at  the  Preminger  staff  by  picking 
up  and  filling  in  a  blank  form  at  your  local 

theatre."  Many  tv  stations,  U-A  reported,  de- 
leted any  reference  to  the  "local  theatre,"  sub- 

stituting instead  their  own  addresses. 
Throughout  September,  Mr.  Preminger  and 

company  will  tour  15  key  cities,  interviewing 
and  screening  applicants,  and  after  narrowing 
down  the  choice  to  15  contenders,  Mr.  Prem- 

inger plans  to  expose  the  semi-finalists  to  tv 

audiences  via  a  "highly-rated"  but  as  yet  un- 
specified variety  show.  The  final  decision  will 

be  made  on  the  basis  of  genuine  talent,  looks 
and  on  the  opinions  of  the  tv  viewer. 

Kenyon  Brown  Heads 

New  Film  Financiers 

FORMATION  of  a  new  multi-million-dollar 
corporation  to  provide  financing  for  television 
and  motion  picture  production  in  Texas  was 
announced  Thursday  by  Kenyon  Brown  and  his 
associates  in  Texas  International  Productions 
Inc. 

Texas  International  was  incorporated  a 
month  ago  in  Austin,  Tex.,  and  is  backed  with 

"unlimited  capital"  to  be  provided  by  oil  and 
other  interests  not  now  identified  with  radio-tv. 

The  company's  principal  offices  are  in  Fort 
Worth.  Dallas  and  Hollywood. 

Mr.  Brown  is  president  of  the  new  firm.  Frank 
J.  Miller,  head  of  his  own  advertising  agency 
and  film  production  company  in  Hollywood,  is 
secretary-treasurer.  Radio-tv  columnist  Jimmie 
Fidler  is  chairman  of  the  board.  Also  on  the 
board  of  directors  are  Alonzo  W.  Baker.  Texas 

attorney  with  extensive  oil  and  real  estate  in- 
terests, and  Fred  G.  Johnston,  pharmaceutical family. 

While  the  principal  aim  of  the  new  company 
is  to  bring  television  and  movie  production  to 

Texas  and  primarily  to  the  Dallas-Fort  Worth 
area,  it  also  will  be  in  full  operation  in  Holly- 

wood and  its  financing  funds  will  be  equally 
available  in  either  area.  The  company  will 
undertake  to  provide  production  cash  for  tv 
series  and  independent  motion  pictures. 

Negotiations  are  under  way  to  take  over  two 
television  syndicated  series,  Jalopy  Derby  and 
The  Wrestling  Show,  both  owned  by  Frank  J. 
Miller  Productions,  and  for  production  of  the 
Jimmie  Fidler  television  and  radio  series.  Ne- 

gotiations also  are  said  to  be  under  way  for  the 
Judge  Roy  Bean  television  syndicated  series, 
now  owned  by  Quintet  Productions. 

Mr.  Fidler's  radio  show  is  on  167  stations 
and  his  weekly  quarter-hour  television  show  is 
sponsored  by  Tafon  (weight  reducer)  and 
Avatrons  (vitamins)  on  16  stations.  It  is 
understood  some  of  the  Texas  International 

group  are  interested  in  the  two  products. 
Mr.  Brown  recently  acquired  an  interest  in 

the  Detroit  Tigers  in  connection  with  sale  of 
the  baseball  team  to  a  syndicate  that  includes 
several  broadcasters  [B«T,  July  23].  He  is  a 
member  of  a  syndicate,  also  including  broad- 

casters, that  struck  oil  near  Wichita  Falls.  His 
radio  interests  include  KWFT  Wichita  Falls, 

Tex.;  KFEQ-AM-TV  St.  Joseph,  Mo.;  KGLC 
Miami,  Okla.,  as  well  as  50%  of  KBYE  Okla- 

homa City  and  KANS  Wichita.  Mr.  Brown 
said  there  is  absolutely  no  connection  between 
Texas  International  and  Vitapix,  of  which  he 
is  president. 

Don  G.  Campbell  Dies 

DON  G.  CAMPBELL,  53,  one  of  the  founders 
of  Vitapix  Corp.  and  president  of  the  D.  C. 
Electrical  Corp.,  died  last  week  in  Glendale, 
Calif.  Knights  Templar  services  were  held 
Thursday  at  Forest  Lawn  Memorial  Park.  In 
addition  to  being  a  founder  of  the  television 
production  and  distribution  firm,  Mr.  Campbell 
served  as  vice  president  for  several  years.  He 

was  a  native  of  Pocatello,  Idaho.  He  is  sur- 
vived by  his  wife  Ann  and  daughter  Beverly. 

Klynn  Named  UPA  V.P. 

HERBERT  KLYNN,  executive  production  man- 

ager of  UPA  Pictures'  Burbank,  Calif.,  studio, 
has  been  appointed  vice  president  and  pro- 

ducer of  the  company's  Burbank  television 
commercial  spots,  it  was  announced  last  week 
by  UPA  President  Stephen  Bosustow.  Mr. 

Klynn  also  will  supervise  west  coast  and  mid- 
west sales  of  television  commercials. 

Mystery  Programs  Sell  Best, 

ABC  Film  Survey  Determines 

RESULTS  of  a  survey  on  tv  film  released  a 

fortnight  ago  by  ABC  Film  Syndication  indi- 
cate that  mystery-adventure  programs  are  "the 

easiest  to  sell"  to  local  advertisers,  followed  in 
order  by  adventure,  mystery,  drama-anthology, 
western  adult  and  comedy  shows.  ABC  Film 
sent  a  questionnaire  to  all  tv  stations  on  June 
20,  1956.  Tabulations  were  based  on  145 
usable  questionnaires,  said  to  be  a  32.4% 
response  of  stations  approached. 

In  answers  to  other  questions,  stations  re- 

ported that  western  programs  were  the  "most 
successful  sales-  and  rating-wise,"  followed  by 
cartoons,  jungle  adventure  and  variety;  53.8% 
of  stations  said  they  planned  to  use  the  same 

amount  of  film  programming  in  1956-57  as  in 
1955-56,  with  27.6%  planning  to  use  more  film 
and  17.9%  less  film;  57.2%  of  station  re- 

spondents said  their  local  demands  for  film 
were  seasonal  and  42.8%  reported  the  demands 
were  not  seasonal. 

Other  phases  of  the  survey  covered  questions 

on  "repeat"  runs,  percentage  of  stations'  bill- 
ings devoted  to  promotion  and  merchandising 

of  non-network  shows  and  programming  of 
feature  films. 

Ziv  Plans  More  Location 

Filming  in  Fall  Schedule 

FOUR  ZIV  TV  series  currently  in  production 
and  an  equal  number  of  planned  pilots  or  new 

series  will  spend  at  least  75%  of  their  shoot- 
ing schedules  on  location,  an  increase  of  one- 

fourth  over  the  previous  year,  Production  Vice 
President  Maurice  Unger  revealed  Wednesday 
in  Hollywood. 

To  make  maximum  use  of  locations  as  an 

aid  to  production  quality,  Mr.  Unger  has  ex- 
panded Ziv's  location  research  department  and 

has  instituted  several  new  techniques  to  be  fol- 
lowed by  creative  personnel.  In  addition,  Mr. 

Unger  has  instituted  a  system  of  sending  teams 
of  writers  and  directors  to  locations  in  advance 

of  production  to  plan  specific  episodes  while 
actually  on  the  scene  of  future  filming. 

Pace-setters  in  location  filming  on  Ziv's  fall 
schedule  are  West  Point,  due  for  network  ex- 

posure on  CBS-TV  for  General  Foods,  and 
Highway  Patrol,  now  in  second -year  produc- 

tion for  syndication.  Heavy  location  schedules 
also  are  planned  for  the  new  syndication  series 

Dr.  Christian;  as  well  as  special  outdoor  se- 
quences in  such  locations  as  White  Sands  and 

the  Rockes  for  Science  Fiction  Theatre. 

CNP  to  Film  Tv  Series 

On  Location  in  Germany 

FOLLOWING  an  announcement  two  weeks 

ago  that  it  had  acquired  rights  to  produce 
the  first  Tarzan  film  series  for  tv  for  $1  mil- 

lion [B*T,  Aug.  13],  California  National  Pro- 
ductions Inc.,  an  NBC  subsidiary,  last  week 

reported  it  will  start  production  Nov.  1  on  a 
new  series  of  39  half-hour  tv  films  called 
Citizen  Soldier. 

New  series,  which  will  be  filmed  in  Ger- 
many and  for  which  CNP  has  the  cooperation 

of  the  Depts.  of  Army  and  Defense,  is  based 
on  authentic  dramatic  incidents  in  which 

American  GI's  were  involved  during  World 
War  II.  CNP's  president,  Alan  W.  Livingston, 
also  reported  that  stock  film  footage  of  battle 
scenes  will  be  made  available  from  the  Signal 

Corps'  library.  The  series  will  be  syndicated 
by  NBC  Television  Films.  William  L.  Law- 

rence, head  of  CNP's  eastern  program  develop- 
ment has  been  named  to  organize  a  staff  and 

to  select  stories. 
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"this  daily  double  always 
wins. . 

J 

wabi 

The  gentleman  with  the  facial  foliage  there  — that's  Armand,  friend 
and  host  to  constellations  of  celebrities  at  New  York's  famous  Louis  & 

Armand's.  Few  doors  off  Madison  Avenue,  you  know.  Let's  listen  in. 

Young  man  with  the  blonde  looker  is  talking  about  a  sure 

thing  in  daily  doubles.  "Can't  miss,"  he  says.  "Comes  in  first  every 

time!  Smartest  place  in  Maine  to  place  your  bets." 

"Maine?"  says  Armand.  "They  got  a  track  up  there  now?" 

"A  clear  track,"  the  young  fellow  tells  him.  "And  you  can  really 
romp  home  in  the  nine  big-money  counties.  Paid  off 

half-a-billion  in  retail  sales  last  year.  We  call  it  the  WABI 

Sweepstakes  ...  a  sure  daily  double  with  WABI  running  for 

you  in  radio,  WABI-TV  in  television.  Wouldn't  think 

of  making  up  a  spot  schedule  without  those  two." 

"That's  what  I  like  about  him,"  sighs  the  blonde.  "He's  so  smart." 

You  can  be  smart,  too.  Win  yourself  double  coverage  in  the 

richest  part  of  Maine  with  this  WABI-&- WABI-TV  combination. 

They  work  together  like  (you  might  say)  Louis  &  Armand  .  .  . 

.  .  .     George  P.  Hollingbery  —  Nationally tepre.ented  by:  K.H.T|.C«rtM- Sew  England 

BANGOR,  MAINE 

General  manager:  lean  P.  Gorman,  Jr. 



FILM 

THE  10  TOP  FILMS 

IN  10  MAJOR  MARKETS 

AS  RATED  BY  ARB  IN  JULY 

FROM  the  monthly  audience  surveys  of  American 
Research  Bureau,  B*T  each  month  lists  the  10  top 
rated  syndicated  film  programs  in  10  major  markets, 
selected  to  represent  all  parts  of  the  country  with 

various  degrees  of  competition.  Despite  all  precau- 
tions, occasional  errors  will  occur  in  these  tables,  due 

to  use  of  the  same  program  name  for  both  a  syndi- 
cated and  a  network  series  and  the  practice  of  some 

stations  of  substituting  local  titles  (such  as  [advertiser] 
Theatre)  for  real  program  names. 

NEW  YORK SEVEN-STATION  MARKET LOS  ANGELES SEVEN-STATION  MARKET 

1. Highway  Patrol  (Ziv) Mon. 7:00 
WRCA-TV 

11.7 

1. 

I  Led  Three  Lives  (Ziv) Sat. 8:30 
KTTV 

18.2 

2. Science  Fiction  Theatre  (Ziv) Fri. 
7:00 

WRCA-TV 
10.5 

2. 

Badge  714  (NBC  Film) Sat. 7:30 
KTTV 

16.9 

3. D.  Fairbanks  Presents  (ABC  Film) Mon. 10:30 WRCA-TV 10.2 3. San  Francisco  Beat  (CBS  Film) 
Sat. 

9:30 KTTV 
15.9 

The  Falcon  (NBC  Film) Fri. 
10:30 

WABC-TV 
10.2 

4. 

Confidential  File  (Guild) 
Sun. 

9:30 KTTV 15.7 
5. 

Racket  Squad  (ABC  Film) Thurs. 10:30 WABC-TV 8.7 5. Highway  Patrol  (Ziv) 
Mon. 

9:00 KTTV 

15.3 

Man  Behind  the  Badge  (MCA-TV) Wed. 8:00 WPIX-TV 
8.7 

6. 

Search  for  Adventure  (Bagnall) Thurs. 7:00 
KCOP 

14.7 

7. Badge  714  (NBC  Film) Wed. 8:30 WP1X-TV 8.5 7. Life  of  Riley  (NBC  Film) Mon. 8:30 KTTV 13.4 
8. The  Goldbergs  (Guild) Thurs. 7:30 WABD 8.2 8. Superman  (Flamingo) 

Sat. 

7:00 KTTV 12.3 
9. Amos  'n'  Andy  (CBS  Film) Sat. 6:30 

WCBS-TV 
8.1 

9. Susie  (TPA) Sat. 8:00 KTTV 12.0 

Guy  Lombardo  (MCA-TV) 
Thurs. 7:00 

WRCA-TV 
8.1 

10. 
Mr.  District  Attorney  (Ziv) 

Sat. 
9:00 KTTV 

11.5 

MINNEAPQLIS- 

ST.  PAUL 
FOUR-STATION  MARKET 

1. Turning  Point  (MCA-TV) Sun. 8:30 
WCCO-TV 20.6 

2. Search  for  Adventure  (Bagnall) Tues. 8:30 
WCCO-TV 

19.1 
3. I  Led  Three  Lives  (Ziv) Wed. 8:30 

KSTP-TV 
15.4 

4. 
Man  Behind  the  Badge  (MCA-TV) Fri. 9:30 

KSTP-TV 
15.2 

5. Highway  Patrol  (Ziv) Sat. 10:00 
WCCO-TV 15.1 

6. Secret  Journal  (MCA-TV) Thurs. 7:00 
WCCO-TV 

14.7 
7. Studio  57  (MCA-TV) Wed. 9:30 KSTP-TV 13.8 
8. Life  of  Riley  (NBC  Film) Mon. 8:30 

KSTP-TV 13.5 9. Celebrity  Playhouse  (Screen  Gems) Sun. 8:30 
KSTP-TV 

1  1  Q I  I. J 
10. Badge  714  (NBC  Film) Tues. 10:30 

KSTP-TV 
1  1  1 

FOUR-STATION  MARKET 

1. 
Mayor  of  the  Town  (MCA-TV) Sat. 10:00  WNBQ 17.3 

2. Science  Fiction  Theatre  (Ziv) Sat. 10:30 

WNBQ 

16.7 
3. Great  Gildersleeve  (NBC  Film) Mon. 9:30 

WNBQ 

15.8 
4. Racket  Squad  (ABC  Film) Tues. 8:30 WGN-TV 15.6 
5. Susie  (TPA) Sat. 

9:30 
WBKB 1  C  f\ 13. U 

6. Badge  714  (NBC  Film) Tues. 8:00 WGN-TV 
14.6 

7. 
Studio  57  (MCA-TV) Tues. 10:00 WBKB 13.9 

City  Detective  (MCA-TV) Fri. 9:30 
WGN-TV 13.9 

9. Confidential  File  (Guild) Wed. 10:00 WBKB 12.4 
10. D.  Fairbanks  Presents  (ABC  Film) Thurs. 10:00 WBKB 12.2 

THREE-STATION  MARKET 

1. 
Highway  Patrol  (Ziv) Fri. 10:00 

WAGA-TV 
21.8 

2. Secret  Journal  (MCA-TV) Sun. 10:30 WSB-TV 20.8 
3. Racket  Squad  (ABC  Film) Sun. 10:00 WSB-TV 19.4 
4. Science  Fiction  Theatre  (Ziv) Tues. 9:30 WAGA-TV 

17.7 
5. I  Led  Three  Lives  (Ziv) Mon. 9:30 WSB-TV 17.4 6. Superman  (Flamingo) Fri. 7:00 

WSB-TV 
16.8 

Man  Behind  the  Badge  (MCA-TV) Sun. 2:30 
WSB-TV 

16.8 
8. Confidential  File  (Guild) Sat. 10:30 

WSB-TV 
16.6 

9. I  Spy  (Guild) Wed. 10:00 WAGA-TV 16.1 
10.  Annie  Oakley  (CBS  Film) Mon. 

6:00 WLWA 14.8 

VTi'j'                       TWO-STATION  MARKET 
1. 

Man  Behind  the  Badge  (MCA-TV) Sun. 10:30 
WNAC-TV 

29.0 
2. I  Led  Three  Lives  (Ziv) Tues. 8:30 

WNAC-TV 
26.3 

3. Man  Called  X  (Ziv) Mon. 10:30 WBZ-TV 22.9 
4. 

Death  Valley  Days  (McC-E) 
Fri. 10:30 WNAC-TV 21.4 

5. 
Mr.  District  Attorney  (Ziv) Tues. 10:30 WNAC-TV 21.3 

6. Superman  (Flamingo) 
Fri. 6:30 

WNAC-TV 
18.3 

7. Studio  57  (MCA-TV) 
Tues. 10:30 WBZ-TV 

16.9 

8. Sherlock  Holmes  (UM&M) Thurs. 10:30 
WNAC-TV 15.2 

9. 
Jungle  Jim  (Screen  Gems) Sun. 7:00 WBZ-TV 

■13.9 

Waterfront  (MCA-TV) Sun. 7:00 WNAC-TV 13.9 
Dr.  Fu  Manchu  (Hollywood) Thurs. 8:00 WNAC-TV 13.9 

SEATTLE- 
TACOMA 

FOUR-STATION  MARKET 
1. 

Death  Valley  Days  (McC-E) 
Sun. 

9:30 
KING-TV 

35.7 

2. 

Badge  714  (NBC  Film) Fri. 9:30 
KING-TV 

31.5 
3. Waterfront  (MCA-TV) Wed. 9:30 

KOMO-TV 
27.4 

4. Turning  Point  (MCA-TV) 
Mon. 9:30 KOMO-TV 27.1 

5. 

City  Detective  (MCA-TV) Sun. 
10:00 

KING-TV 

25.5 

6. Code  3  (ABC  Film) Fri. 10:00 
KING-TV 

23.3 

7. Mr.  District  Attorney  (Ziv) Fri. 9:00 
KING-TV 

21.6 
8. Western  Marshal  (NBC  Film) Wed. 7:00 

KING-TV 

21.0 

9. Science  Fiction  Theatre  (Ziv) Thurs. 
9:30 KING-TV 20.4 

0. 

Man  Behind  the  Badge  (MCA-TV) Mon. 10:00 KING-TV 

18.8 

WASHINGTON FOUR-STATION  MARKET 

1 .  Celebrity  Playhouse  (Screen  Gems) 
2.  Mr.  District  Attorney  (Ziv) 

3.  Highway  Patrol  (Ziv) 
4.  Life  With  Father  (CBS  Film) 

Passport  to  Danger  (ABC  Film) 
6.  Ramar  of  the  Jungle  (TPA) 
7.  Superman  (Flamingo) 
8.  Ellery  Queen  (TPA) 

New  Orleans  Police  Dept.  (UM&M) 
1 0.  The  Hunter  (Tafon) 

Tues. 10:30 
WTOP-TV 

18.7 

Mon. 10:30 
WRC-TV 

13.0 

Fri. 7:30 WTOP-TV 10.4 
Sun. 

4:30 
WTOP-TV 

9.0 
Fri. 10:30 

WMAL-TV 

9.0 

Wed. 7:00 
WTOP-TV 

8.5 
Tues. 7:00 

WRC-TV 
7.9 

Mon. 
7:00 WRC-TV 7.8 Wed. 
9:30 WTTG 7.8 

Wed. 
10:30 

WTTG 
7.6 

CLEVELAND THREE-STATION  MARKET 

1 .  Highway  Patrol  (Ziv)                       Tues.  10:30 
2.  Turning  Point  (MCA-TV)                 Mon.  10:30 
3.  Science  Fiction  Theatre  (Ziv)             Tues.  7:00 
4.  Range  Rider  (CBS  Film)                   Sun.  7:00 
5.  My  Little  Margie  (Official)                Mon.  7:00 

6.  6  O'clock  Adventure  (ABC  Film)      Wed.  6:00 
7.  Racket  Squad  (ABC  Film)                Sat.  7:00 
8.  Man  Behind  the  Badge  (MCA-TV)     Wed.  10:30 
9.  Captured  (NBC  Film)                      Thurs.  10:30 

&  Sat.  10:30 
10.  Looney  Tunes  (Guild)                      Sat.  11:00 

A.M. 

WJW-TV 
KYW-TV 
KYW-TV WEWS 

KYW-TV 

KYW-TV 
KYW-TV 

KYW-TV WJW-TV 

WJW-TV 

DAYTON TWO-STATION  MARKET 

Page  62    •    August  20,  1956 

1.  Man  Called  X  (Ziv)  Fri.  9:30 
2.  Highway  Patrol  (Ziv)  Tues.  8:00 
3.  Stories  of  the  Century  (Hollywood)  Sat.  9:30 

4.  Little  Rascals  (Interstate)  M.-Th.  6:00 
5.  Badge  714  (NBC  Film)  Sat.  10:30 

6.  Amos  'n'  Andy  (CBS  Film)  Tues.  10:30 
7.  Roy  Rogers  Ranch  (MCA-TV)  Sat.  5:00 
8.  I  Led  Three  Lives  (Ziv)  Fri.  8:30 

The  Whistler  (CBS  Film)  Sat.  10:00 
10.  Passport  to  Danger  (ABC  Film)  Sun.  9:30 

Broadcasting  < 

WHIO-TV 
WHIO-TV 
WHIO-TV 
WHIO-TV 
WHIO-TV 
WHIO-TV 
WHIO-TV WLWD 

WHIO-TV WLWD 

Tel  ecastinc 



ARE  YOU 

HALF-COVERED 

NEBRASKA'S  OTHER  BIG  MARKET? 

1956  ARB  METROPOLITAN 

AREA  COVERAGE  STUDY 

PROVES  KOLN-TV  SUPERIORITY! 

The  1956  ARB  Study  of  231  Metropolitan  markets  in- 
cluded 6  in  LINCOLN-LAND — 5  in  Nebraska,  1  in  Kansas. 

In  these  6  markets,  KOLN-TV  is  viewed- 
most  in  6  daytime  categories  ...  in  5 
out  of  6  nighttime  categories. 

KOLN-TV  gets  an  average  daytime,  "viewed-most"  rating 
of  54.0%  as  against  15.2%  for  the  next  station.  Night- 

time averages  are  59.8%  for  KOLN-TV,  25.0%  for  the 
next  station    Enough  said? 

37* <> -  fa  t-i  t  y/atwnk 
WKZOTV  —  GRAND  RAPIDS-K AlAMAZOO WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-K  ALAMAZOO KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  — PEORIA.  ILLINOIS 

K.OI-.X-TV,  one  of  America's  great  area  slat  ions,  covers 
Lincoln-Land  —  a  42-county  market,  95.5%  OF  WHICH 

IS  OUTSIDE  THE  GRADE  "B"  AREA  OF  OMAHA!  This 
important  market  is  as  independent  of  Omaha  as  South 

Bend  is  of  Fort  Wayne  .  .  .  or  as  Hartford  is  of  Providence. 

Lincoln-Land  has  200,000  families,  125,000  of  them  undupli- 
cated  by  any  Omaha  television  signal!  The  latest  Telepulse 

shows  the  importance  of  this  non-duplication.  It  credits 
KOLN-TV  with  138.1%  more  afternoon  viewers  than  the 

next  station,  194.4%  more  nighttime  viewers! 

Ask  Avery-Knodel  for  all  the  facts  on  KOLN-TV,  the 
Official  CBS-ABC  Outlet  for  South  Central  Nebraska  and 

Northern  Kansas  —  "Nebraska's  other  hi<i  market". 

CHANNEL  10  •  316,000  WATTS  •  1000- FT.  TOWER 

KOLN-TV 

COVERS  LINCOLN-LAND— NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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MR.  KEANE 

SCREEN  GEMS  SIMPLIFIES 

METHOD  OF  FILM  DUBBING 

Technique,  developed  bv  Tech- 
nical Director  Keane,  is  said 

to  be  more  efficient  and  less 

expensive  by  cutting  ship- 
ment and  customs  costs. 

DEVELOPMENT  of  a  new,  more  efficient  but 

considerably  less  expensive  method  of  prepar- 
ing American-made  television  films  for  dubbing 

in  foreign  countries  was  reported  last  week  by 
Screen  Gems,  tv  sub- 

sidiary of  Columbia 
Pictures  Corp. 

The  technique,  de- 
vised by  Peter  Keane, 

Screen  Gems  tech- 
nical director,  assures 

technically  perfect 
audio  qualities  at 

one-half  the  previ- 
ous cost,  the  an- 

nouncement said.  In 
foreign  dubbing 
preparations  in  the 
past,  it  was  pointed 
out,  the  stumbling 
block  has  been  an  inability  to  reproduce  all 
phases  of  the  audio — particularly  the  sound 
effects — as  skillfully  as  in  the  English-voice 
original. 

The  regular  method,  spokesmen  continued, 
has  been  to  send  four  cans  of  film  abroad  for 

each  program  that  was  to  be  dubbed — one 
silent  dupe  negative,  two  composite  prints  and 
one  photographic  m&e  (music  and  sound  ef- 

fects) track— along  with  the  continuity  sheets 
for  that  particular  program. 

An  "electronic  cue"  devised  by  Mr.  Keane. 
Screen  Gems  authorities  said,  permits  him  to 
remove  the  sound  effects  from  the  dialogue 
track  and  add  them  to  the  regular  m&e  track, 
so  that  foreign  dubbers  have  a  sound  track  that 
is  complete  except  for  the  dialogue.  This  is 
done  on  tape  rather  than  film.  As  a  result,  Mr. 
Keane  now  is  able  to  cut  the  per-program  ship- 

ment down  to  one  silent  dupe  negative,  from 
which  the  work  and  release  prints  are  made, 
and  one  magnetic  m&e  track,  along  with  the 
continuing  sheets. 

This,  officials  said,  automatically  cuts  the 
shipping  and  customs  duties  by  50%,  as  com- 

pared to  the  standard  method,  while  use  of  the 

"electronic  cue"  also  cuts  costs  in  half.  By 
means  of  an  electronic  code,  the  effects  are 
transferred  to  the  magnetic  tape  through  the 
transfer  machine  at  transfer  costs  rather  than 
at  the  higher  mixing  costs. 

Screen  Gems  said  Mr.  Keane  has  been  work- 
ing on  the  new  system  for  more  than  a  year 

and  that  it  has  been  in  use  in  the  Screen  Gems 
labs  in  New  York  for  the  past  three  months 

with  "highly  gratifying  results." 
Need  for  improving  methods  and  reducing 

the  costs  of  preparing  films  for  foreign  dub- 

bing, according  to  spokesmen,  arose  with  "the 
tremendous  increase  in  foreign  sales  of  Screen 

Gems  series."  They  said  that  almost  2,000  in- 
dividual SG  programs  eventually  will  be  avail- 

able in  French,  Spanish,  Italian  and  German. 

Ziv  Reports  #Dr.  Christian" 
Purchases  for  103  Markets 

THOUGH  the  face  of  Dr.  Konrad  Styner 
(Medic,  which  is  being  dropped  on  NBC-TV) 

may  be  found  missing  from  the  nation's  tv 
screens  next  season,  that  of  "Dr.  Christian" 
won't  be.    According  to  Ziv  Tv,  which  has 

placed  the  tv  version  of  the  old  radio  series  on 
the  market,  with  MacDonald  Carey  filling  the 
role  originally  created  by  the  late  Jean  Hersholt. 

already  more  than  60%  of  the  nation's  35 
million  tv  homes  will  be  in  a  position  to  see  Dr. 
Christian  this  year. 

This  estimate  was  made  last  week  after  Ziv 

had  announced  that  although  Christian  was  en- 
tered into  the  syndication  field  only  a  month 

ago,  contracts  for  the  series  as  of  Aug.  10  ac- 
counted for  advertisers  and  stations  comprising 

103  tv  markets.  Ziv  attributed  much  of  the 

"rapid  climb  of  the  market  list"  to  "strong  ac- 
tivity" among  regional  clients  for  multi-market 

deals,  pointing  to  the  fact  that  the  "average" 
Christian  client  has  been  signing  for  between 
8-10  markets. 

Two-Month  ABC  Film  Sales 

Almost  Double  Last  Year 

GROSS  sales  of  ABC-TV  Film  Syndication 
Inc.,  for  June  and  July  of  this  year  were  over 
95%  higher  than  those  for  the  same  months 

last  year,  George  T.  Shupert,  president,  report- 
ed Thursday.  The  95.9%  gain  was  attributed 

to  a  heavy  volume  of  business  of  film  syndica- 

tion's newest  property,  Code  3,  as  well  as  other 

programs. 
Mr.  Shupert  also  pointed  to  "continued  sale- 

ability"  of  earlier  film  syndication  properties, 
to  AFS'  "reputation  ...  as  a  supplier  of  top- 

quality  programs  and  services"  and  the  com- 
pany's recent  first-run  features.  These  are:  The 

Three  Musketeers,  Anniversaiy  Package,  and 
Herald  Playhouse,  the  retitled  version  of  Schlitz 

Playhouse  of  Stars.  Other  ABC-TV  Film  Syn- 
dication properties  of  recent  vintage:  new  pro- 

grams in  the  Douglas  Fairbanks  Presents  and 
Sheena,  Queen  of  the  Jungle  series. 

TCF  Television  to  Begin 

Production  of  Commercials 

TCF  Television  Production,  20th  Century 

Fox  subsidiary,  will  enter  "immediate"  pro- 
duction of  television  commercials  at  the  TCF- 

TV  studios  in  Hollywood,  it  has  been  an- 
nounced. Gordon  S.  Mitchell  and  All-Scope 

Pictures  will  handle  production  of  the  commer- 
cials and  special  purpose  films. 

With  this  new  affiliation,  TCF-TV  will  be 
able  to  offer  clients  a  complete  service  in  com- 

mercials from  script  to  screen,  in  either  anima- 
tion or  live  action,  according  to  Michel  Kraike, 

TCF-TV  administrative  executive. 

The  company  currently  has  four  regular  tv 
series:  The  20th  Century-Fox  Hour,  My  Friend 
Flicka,  Broken  Arrow,  and  You  Are  There. 

Gross-Krasne  to  Distribute 

New  0.  Henry  Video  Series 

JACK  GROSS  and  Phil  Krasne,  who  formerly 
operated  United  Television  Programs,  are  re- 

turning to  the  distribution  field  with  a  new  sales 
organization  for  the  syndication  of  their  O. 
Henry  half-hour  anthology  series,  it  was  an- 

nounced last  week. 

Mel  Schlank,  formerly  producer's  representa- 
tive for  Gross-Krasne  in  connection  with  dis- 

tribution by  outside  distributors  of  the  G-K 
production,  has  been  named  vice  president  in 
charge  of  sales.  Robert  Brahm  has  been  ap- 

pointed vice  president  in  charge  of  New  York, 
and  Irving  Feld,  vice  president  in  charge  of 
the  western  division. 

Thomas  Mitchell  stars  as  O.  Henry  in  the 
film  series. 

Suit  Against  Ziv  Dismissed 

ALTHOUGH  the  California  Supreme  Cour 
has  ruled  that  under  certain  conditions  a  stor 
idea  in  public  domain  can  be  protected,  Lo 
Angeles  Superior  Court  Judge  Leon  T.  Davii 
has  dismissed  a  $900,000  damage  suit  invotv 

ing  Ziv's  Highway  Patrol  on  the  ground  n< 
property  right  exists  in  an  idea.  The  suit  wa 
filed  by  State  Highway  Patrolman  G.  R.  Heck 
enkamp  against  Ziv  Television  Programs 
KTTV  (TV)  Los  Angeles  and  State  Highwa 
Patrol  publicist  Guy  Daniels.  The  policemai 
charged  that  his  program  idea  was  misapprc 
priated  after  he  submitted  it  for  approva 
through  State  Highway  Patrol  channels. 

Screen  Gems  Sets  23d  Series 

SCREEN  GEMS,  Hollywood  tv  subsidiary  o 
Columbia  Pictures,  has  announced  comple 

tion  of  negotiations  with  Dave  O'Brien  am 
Mitchell  Hamilburg  for  a  new  tv  film  series 
Call  McCall,  to  be  offered  for  sponsorship  thi 

fall.  Main  character  will  be  a  wandering  "fix 
it"  man  in  a  situation  comedy  format.  Mr 
O'Brien  will  produce  and  Mr.  Hamilburg  wil 
direct  the  series  to  be  produced  by  their  inde 
pendent  firm,  White  Cloud  Productions,  fo 
Screen  Gems.  The  Columbia  Pictures  tv  firn 
now  has  23  series  slated  for  network  or  syndi 

cation  exposure  with  a  half-dozen  currently  ii the  filming  stage. 

Wild  in  New  MCA-TV  Post 

RAY  WILD,  vice  president  in  charge  of  south 

ern  sales,  MCA-TV  Ltd.'s  Film  Syndicatioi 
Div.,  has  been  named  to  a  new  post  of  fieh 
sales  manager,  Wynn  Nathan,  sales  vice  presi 
dent  of  the  division,  reported  last  week. 

In  his  new  capacity,  Mr.  Wild,  who  report 
to  Mr.  Nathan,  will  coordinate  the  sales  ac 

tivities  of  the  Film  Syndication  Div.'s  five  re 
gional  offices.  Mr.  Nathan  will  spend  mor 
time  in  New  York,  relinquishing  some  of 
west  coast  activities. 

Dance  Team  in  Film  Series 

SIGNING  of  the  dance  team  of  Marge  an 
Gower  Champion  to  star  in  a  new  tv  series  fo 
network  offering  in  early  1957  was  announce 
by  Irving  A.  Fein,  president  of  J  &  M  produc 
tions,  Hollywood.  Filming  of  the  new  serit 
will  begin  in  January  after  the  birth  of  Mr 

Champion's  baby.  Marge  and  Gower  Chan 
pion  Show  will  alternate  between  live  and  fill 

episodes. 
FILM  PEOPLE 

Jack  Siegal,  sales  director  for  Allend'or  Pn ductions  Inc.,  of  Hollywood,  transfers  to  Ne 

York  in  September  to  head  company's  ne office  there. 

Seymour  Reed,  treasurer  and  director,  Offici 
Films,  N.  Y.,  named  secretary-treasurer  of  fil company. 

Robert  J.  Kingsley,  co-founder  and  former  chi 

of  production  for  Telenews  Productions,  N.  "V and  previously  head  of  film  production  f 
Bernard  J.  Procter  Film  Productions,  N. 

appointed  producer-director  for  George  Blal 
Enterprises,  N.  Y.,  film  production  firm. 

James  Paisley,  production  manager  for  Lineu 
Desilu  Productions,  Hollywood,  named  assista 
to  vice  president  in  charge  of  operations. 

Burton  Neuberger  and  Jay  Norman  named  mi 
west  representatives  by  Animation  Inc.,  Holl 
wood.  They  have  opened  offices  in  Chicago. 

Sam  Marx,  TCF  Productions  producer  for  26 
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Century-Fox  Hour  (CBS-TV),  Hollywood, 
named  executive  producer  of  new  Broken  Ar- 

row series  beginning  Sept.  25  on  ABC-TV. 

Louis  E.  Aiken,  chief  of  sponsored  film  sec- 
tion of  Federal  Civil  Defense  Administration, 

to  Lewis  &  Martin  Inc.,  Chicago,  as  industrial 
sales  director. 

Joel  Malcolm  Rapp,  tv  writer,  named  story 
editor,  The  Adventures  of  Hiram  Holliday 
series,  NBC-TV. 

FILM  PRODUCTION 

Briskin  Productions  Inc.,  Hollywood,  producing 
new  half-hour  tv  series,  Casey  Jones,  for  Screen 

Gems.  Railroading  of  1890's  and  early  1900's 
will  be  theme.  Firm  also  readying  Johnny 
Nighthawk,  half-hour  series  about  two  war 
veterans  who  start  commercial  airline,  for 
Screen  Gems.  Two  latest  acquisitions  bring 
Screen  Gems  presentations  for  1957-58  season 
to  13. 

MPA-TV,  tv  sales  division  of  Motion  Picture 
Advertising  Service  Co.,  New  Orleans,  an- 

nounces syndication  of  new  half-hour  series, 
The  Tracer,  true  stories  about  missing  persons. 
Series  stars  Jim  Chandler,  with  26  shows  com- 

pleted or  in  works  and  13  more  planned. 

American  Machine  &  Foundry  Co.  (bowling 
equipment),  New  York,  has  started  production 
on  new  series  of  13  one-hour  films,  Bowling 
Time,  which  will  be  distributed  to  tv  stations 
in  fall  by  Sterling  Television  Co.,  N.  Y.,  for 

local  and  regional  sponsorship.  AMF  under- 
writes production  costs  on  series,  which  is 

filmed  at  Paramus  Bowling,  Paramus,  N.  J., 
alleys  using  AMF  equipment.  Current  13-pro- 
gram  Bowling  Time  series  has  been  distributed 
during  past  year  by  Sterling  to  principal  U.  S. 
tv  markets. 

FILM  SALES 

ABC  Film  Syndication,  N.  Y.,  reports  two 

multi-market  and  otherwise  heavy  volume  of 
sales  for  Code  3.  Fleming  Co.  (grocery  whole- 

saler), through  Carter  Adv.  Agency,  Kansas 
City,  bought  film  series  for  Columbia,  Mo.; 
Kansas  City;  Topeka  and  Wichita  markets  for 
fall  start;  Top  Value  Enterprises  Inc.  (tv 
stamps),  through  Campbell-Mithun  Inc.,  Min- 
peapolis,  purchased  series  for  Houston,  Wash- 

ington and  Tulsa,  with  starting  dates  to  be 
announced.  Other  Code  3  sales  were  to  stations 
in  Weslaco,  Corpus  Christi,  El  Paso,  Lubbock 
and  Sweetwater,  all  Tex.;  Boise  and  Twin  Falls, 
both  Idaho,  and  Alexandria,  La.,  for  total  mar- 

kets sold  at  70. 

Sterling  Television  Co.,  N.  Y.,  reports  follow- 
ing sales:  Little  Theatre  and  Armchair  Adven- 

ture (KVAL-TV  Eugene,  Ore.),  I'm  the  Law 
(WSM-TV  Nashville),  King's  Crossroads  (KPIC 
[TV]  Roseburg,  Ore.  [satellite  of  KVAL-TV 
Eugene]),  Ballet  De  France  and  Vienna  Phil- 

harmonic (WTTW  [TV]  Chicago),  Gadabout 
Gaddis  (WSAV-TV  Savannah),  Lash  LaRue 
and  Features  to  WJHL-TV  Johnson  City, 
Tenn. 

FILM  RANDOM  SHOTS 

CBS-TV  Films,  N.  Y.,  announces  it  has  dubbed 
The  Whistler,  Range  Rider,  You  Are  There, 
San  Francisco  Beat  and  Gunsmoke  tv  films 
into  Spanish  for  Latin  American  market. 

Bonded  Tv  Film  Service,  N.  Y.,  named  to 
handle  tv  films  to  be  shown  on  Armed  Forces 
Television  Network. 

Broadcasting    •  Telecasting 

Woman  -  to  -  Woman 

is  how  Betty  Clarke  sells 

If  what  you  sell  is  bought  by 

women  (and  that's  just  about 

everything)  you'll  like  the  kind 
of  selling  job  WFDF's  Betty 
Clarke  does.  She's  the  only 
Woman's  Editor  in  Flint  radio 
.  .  .  and  her  warm,  personal 
show  is  a  listening  must  each 

weekday.  It's  the  one  radio source  in  Flint  for  the  latest 

news  of  fashion,  food,  beauty, 

and  helpful  household  hints. 

Betty  plays  your  commercials 
straight  or  gracefully  works 
them  into  the  program  format. 

She's  especially  good  with  a 
new  product.  Why  not  yours? 

Katz  will  help  you  with  all  the 
details  and  tell  you  lots  more 
about  the  show. 

wfdf  flint,  michigan 

nbc  affiliate  Associated  with  WFBM  AM  &  TV  Indianapolis — 

WOOD  AM  &  TV  Grand  Rapids— WTCN  AM  &  TV  Minneapolis-St.  Paul 

Represented  Nationally  by  the  KATZ  AGENCY 
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NETWORK  BOOTHS  WERE  HIGH  ABOVE  DEMOCRATIC  SPEAKERS'  PLATFORM,  GIVING  SWEEPING  VIEW  OF  AMPHITHEATRE 
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ONE  DOW
N- 

ONE  TO  GO 

After  a  week's  tough  work  in  Chi- 

cago and  the  biggest,  quickest  mass 

movement  of  men  and  equipment 

in  radio-tv  history,  broadcasters  be- 

gin covering  the  Republican  conven- 

tion in  San  Francisco  today. 

IF  THE  nation's  broadcasters  could  take  a 
breather  from  the  Republican  National  Con- 

vention which  opens  today  (Monday)  in  San 
Francisco,  they  would  clap  one  another  on 
the  shoulders  and  hark  back  to  Chicago  (1800 
miles  by  air,  2500  by  rail)  where  they  have 
just  completed  one  of  their  greatest,  if  not 
their  greatest,  triumphs. 

But  no  breather  was  in  sight  as  the  mass 
of  men  and  materials  were  set  up  for  the 
second  gruelling  week. 

While  the  radio-tv  network  and  station  cover- 

age provided  for  this  week's  and  last  week's 
political  pow-wows  later  may  bear  statistical 
comparisons,  they  are  in  a  sense  one  united 
effort,  joined  together  by  the  biggest  and 

quickest  cross-country  transfer  of  equipment 
and  men — and,  one  would  hope,  sanity — ever 
attempted  by  the  industry. 

If  the  radio-tv  people  had  time  to  think  of 
the  future  at  all  this  week  they  probably  were 
looking  ahead  with  a  mixture  of  dread  and 
pride  at  the  upcoming  1956  presidential  elec- 

tion year  campaign,  in  which  a  more  somber, 
less  wise-cracking  Adlai  Stevenson  will  run 
against  a  more  politically-adept  Dwight  Eisen- 

hower in  a  contest  to  be  waged  largely  by 
radio  and  television. 

As  the  air-lift  from  Chicago  to  San  Fran- 
cisco got  under  way  (see  story  page  74)  follow- 

ing the  best-covered  but  sometimes  tumultuous 
Democratic  convention,  there  was  no  question 

about  where  "electronic  journalism"  stands  in 
the  minds,  hearts  and  pocketbooks  of  aspirants 
for  political  office.  Democrats  spoke  derisively 
of  Madison  Ave.  and  Wall  Street  backing  of 
the  GOP,  which  they  said  enables  the  opposi- 

tion to  dominate  on  the  air,  but  they  flocked  to 
every  accessible  microphone  or  camera  to  get 
the  free  exposures  to  the  folks  back  home. 

After  this  week's  Republican  convention, 
which  will  nominate  President  Eisenhower  by 
acclamation,  the  candidates  will  be  "qualified" 
and  the  air  appearances  of  the  candidates 
themselves  and  spokesmen  in  their  behalf  will 
be  on  a  commercial-sponsorship  basts.  At  least 
that  is  the  way  it  has  been  under  the  political 
section  of  the  law,  guaranteeing  equal  time 
under  equal  circumstances. 

Television  was  both  praised  and  damned 
by  the  Democrats.  National  Chairman  Paul 
Butler  got  off  to  a  dismal  start  by  attacking 
CBS  from  the  floor  for  its  failure  to  carry  all 
of  the  28-minute  film  "Pursuit  of  Happiness," 
which  he  called  an  integral  part  of  the  key- 

note ceremonies.  CBS  Inc.  President  Frank 
Stanton  promptly  took  issue,  and  came  out 
ahead,  when  competing  networks  and  the  press 
generally   supported   the    network's   right  to 

cover  what  it  saw  fit  as  purely  a  matter  of 
editorial  judgment  (see  story  page  72). 

There  were  other  incidents  involving  tv,  with 

Mr.  Butler  usually  in  the  middle,  but  it  never- 
theless was  generally  acclaimed  as  the  best- 

managed  and  physically-planned  convention  in history. 

Heavy  Pre-Emptions 
Commercial  pre-emptions  on  the  tv  and  radio 

networks  were  running  at  a  substantially  higher 

rate  than  anticipated  as  the  Democratic  con- 
vention moved  into  its  nominating  sessions 

Thursday. 

Representatives  of  the  three  tv  networks 
estimated  that  regular  commercial  program- 

ming deleted  to  make  way  for  convention 

coverage  from  Monday's  opening  session 
through  the  Wednesday  night  session  totaled 
30  hours  and  30  minutes.  Originally  it  had 
been  expected  that  commercial  tv  pre-emptions 
for  the  entire  Democratic  convention  would 

come  to  35  hours  and  15  minutes  [B«T,  Aug. 6]. 

NBC-TV  spokesmen  said  that  network  had 
pre-empted  16  hours  of  commercial  program- 

ming through  Wednesday  night;  they  had  ex- 
pected around  16  hours  and  30  minutes  for 

the  complete  convention. 
CBS-TV  authorities  said  their  pre-emptions 

through  Wednesday  night  totaled  7  hours  and 
30  minutes,  as  compared  to  earlier  expecta- 

tion of  12  hours  15  minutes. 

ABC-TV  spokesmen  pegged  pre-emptions 
through  Monday-Wednesday  at  7  hours,  but 
pointed  out  that  about  half  of  these  involved 

only  regional  groups  rather  than  the  full  net- 
work. They  had  estimated  beforehand  that  the 

total  for  the  convention  would  be  6  hours  30 
minutes. 

In  radio,  pre-emption  totals  were  more  dif- 
ficult to  fix,  owing  to  the  varying  patterns  of 

selling  radio  time.  If  periods  in  which  one 
segment  has  been  sold  is  counted  equally  with 
those  which  are  wholly  sponsored,  the  count 
of  commercial  pre-emptions  Monday  through 
Wednesday  night  is  approximately  as  follows, 
according  to  spokesmen  for  the  respective  net- works: 

CBS  Radio:  six  hours  as  compared  to  7 
hours  and  40  minutes  originally  expected  for 
full  convention. 

Mutual:  two  hours  as  compared  to  4  hours 
and  35  minutes  expected. 
ABC  Radio:  one  hour  45  minutes  as  com- 

pared to  1  hour  and  30  minutes  expected. 
NBC  Radio:  commercial  pre-emptions  were 

"negligible"  because  most  programs  involved 
were  rescheduled.  Network  earlier  reported 
2  hours  and  35  minutes  in  pre-emptions  ex- 

pected. A  house-to-house  survey  taken  by  Pulse  Inc. 

during  the  9:30-1 1  p.m.  EDT  period  last  Mon- 
day when  all  three  tv  networks  were  telecasting 

the  opening  of  the  Democratic  Convention 

gave  a  48.7  rating.  (Pulse's  top-rated  program 
on  tv  both  in  May  and  June  was  the  Ed  Sul- 

livan Show  on  CBS-TV  which  marked  up  a 
respective  44.2  and  42.5  Pulse  rating  for  those 

months.)  Pulse  also  released  a  three-network 
audience  composition  breakdown  which  found 
2.6  viewers  per  tv  home  (263  viewers  per  100 
tv  homes);  with  107  viewers,  men;  114,  women: 

23.  teenagers,  and  19,  children.  The  Pulse  sur- 
vey included  20  major  U.  S.  markets. 

For  the  first  time  in  political  convention 

history,  speakers  at  the  Democratic  conven- 
tion broadcast  non-partisan  appeals  to  get 

Americans  to  register,  inform  themselves  and 
vote  Nov.  6.  First  non-partisan  note  was  struck 
last  Tuesday  at  the  convention  and  will  be  fol- 

lowed this  Thursday  in  San  Francisco  by  one 
to  be  made  by  John  C.  Cornelius,  president  of 
the  American  Heritage  Foundation,  which  has 

been  the  moving  force  behind  the  "Register- and-Vote"  campaign. 
J.  Leonard  Reinsch,  executive  director  of  the 

James  M.  Cox  radio  and  television  stations, 
was  the  convention  manager,  on  a  volunteer 
basis.  He  probably  will  figure  in  the  Stevenson 
campaign  as  consultant— a  job  he  performed 
four  years  ago,  and  has  performed  since  the 
last  Roosevelt  administration,  and  through  the 
Truman  tenure. 

It's  expected  that  Norman,  Craig  &  Kummel. 
the  Democratic  National  Committee  agency, 
will  carry  on  through  the  campaign.  Vice 
President-partner  Walter  Craig  will  run  the 
radio-tv  end,  assisted  by  Reggie  Schuebel.  Op- 

tions already  have  been  made  to  the  extent  of 
about  $2  million. 

With  the  nomination  of  Mr.  Stevenson, 
speculation  centered  on  personalities  expected 
to  play  key  roles  in  his  forthcoming  campaign 

and  the  nature  of  radio-tv  broadcast  activity 

to  be  pursued,  particularly  any  changes  in  con- 

cept from  the  Democratic  candidate's  1952 

program. The  Stevenson  board  of  strategy  plans  to 

thresh  out  these  and  various  organization  mat- 
ters involving  the  national  committee  in  the 

next  fortnight,  it  was  reported.  This  would 
include  working  liaison  with  the  committee 
formation  of  adjunct  groups  (like  the  Na- 

tional Volunteers  for  Stevenson  in  1952)  and 
the  status  of  the  present  Stevenson  campaign 
and  Stevenson-for-President  committees. 

Among  principals  now  in  the  nominee's 
camp — and  anticipated  to  carry  on  in  varying 
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WFLA  Radio 

Covers 

Florida's  2nd  Market  Best ! 

LITTLE  SPOTS 

DO  A  BIG 

LITTLE  SPC 
DO  A  BIC 
JOB  ON 

WFLA  -  RAD 

^  JOB  ON 

WFLA-  RADIO 

V 

>»  POPULATION 

THE  TAMPA  — ST. PETERSBURG 
METROPOLITAN  MARKET 

IS IN  FLORIDA 

AND 

IN  AMERICA! 

WFLA  Radio  covers  TAMPA  -  ST.  PETERS- 

BURG metropolitan  market  —  Florida's 
SECOND  MARKET  —  where  population  has 
jumped  63%  in  the  last  ten  years! 
WFLA  reaches  more  than  a  quarter  of  a 

million  radio  homes  in  a  busy  It -county  trade 
area.  But  that's  not  all!  For  three  years 
Florida  has  led  the  nation  in  percentage  of 
increased  traffic  volume  —  car  radios  are  an 
important  addition  to  the  WFLA  audience. 

It's  a  big,  able-to-buy  market  —  a  double- 
barreled  market  with  a  basic  economy  of  year 

'round  industrial  and  agricultural  production 
supplemented  by  millions  of  tourist  dollars! 

To  reach  more  radio  listeners,  more  often 

in  Florida's  SECOND  MARKET  — spot  your 
product  on  WFLA! 

(Figures  horn  Consumer  Markets) 

The  Tampa  Tribune  Stations 

wfla 

National  Representatives  —  JOHN  BLAIR  &  CO. 
Southeastern  Representative 

HARRY  E.  CUMMINGS,  Jacksonville,  Florida 

CONVENTION  COVERAGE' 

MBS  COMMENTATORS  are  greeted  at  the  Democratic  convention  by  L.  L.  Smith,  vice 

president  of  Kohler  Co.,  Kohler,  Wis.,  which  sponsors  Mutual's  coverage  of  the  nominat- 
ing conventions  and  the  election  returns  on  Nov.  6.  L  to  r  (seated)  are  Bill  Cunningham, 

Boston;  Mr.  Smith;  Fulton  Lewis  Jr.,  Washington;  Virgil  Pinkley,  Los  Angeles;  Ed  Pettitt, 
New  York,  and  (standing)  Bob  Siegrist,  Milwaukee;  Les  Nichols,  Denver;  Bill  Hillman, 

Washington;  Milton  Burgh,  Mutual  director  of  news  and  special  events,  and  Robert  Hur- 
leigh,  Washington.    The  Kohler  Co.  manufacturers  plumbing  fixtures  and  fittings. 

capacities — are  Roger  Tubby,  Mr.  Stevenson's 
press  secretary  and  one-time  figure  in  the  Tru- 

man Administration;  George  W.  Ball,  public 
relations  director,  who  has  concentrated  on  the 

governor's  tv  activities  the  past  few  weeks 
and  is  a  member  of  the  Washington  law  firm 
of  Gottlieb,  Friendly  &  Ball,  and  Bill  Wilson, 
former  CBS  producer-director  who  has  been 

handling  technical  details  for  Mr.  Stevenson's 
tv  appearances  and  liaison  work. 

Also  mentioned  is  Clifton  Utley,  NBC  com- 
mentator and  good  friend-and-confidante  of  the 

governor  for  many  years,  providing  health  con- 
siderations permit.  Mr.  Utley  has  been  recup- 

erating from  a  heart  ailment  suffered  in  1953 
and  plans  to  return  to  NBC  Radio  Sept.  3  and 

perhaps  later  to  NBC-TV  as  he  increases  his 
work  schedule. 

On  the  agency  level,  Ed  Plaut,  writer  with 
McCann-Erickson,  joined  the  Stevenson  camp 
the  past  fortnight  and  has  been  working  with 
Mr.  Wilson. 

Key  figure  in  organizational  planning  the  next 
fortnight  will  be  Mr.  Reinsch.  Jack  Christie  is 
radio-tv  director  of  the  national  committee 
and  was  a  staff  aide  to  Mr.  Reinsch  for  conven- 

tion planning. 
Mr.  Ball  was  active  in  the  1952  Stevenson 

campaign  as  executive  director  of  the  Volun- 
teers for  Stevenson  group,  which  was  set  up 

primarily  as  a  fund-raising  adjunct  of  the 
party.  He  was  a  principal  in  the  1952  Eisen- 

hower radio-tv  "blitz"  controversy,  which 
wound  up  in  the  laps  of  the  FCC  [B*T,  Oct.  6, 
1952],  and  his  views  on  political  broadcasting 
are  well  known,  though  his  law  firm  is  not 
active  in  that  field. 

Leonard  W.  Hall,  Republican  chairman,  al- 
ready has  announced  that  television  will  be 

the  backbone  of  the  Eisenhower  campaign, 
because  the  president  will  do  a  minimum  of 

barnstorming.  BBDO's  Carroll  Newton,  is  in 
charge,  reporting  to  L.  Richard  Guylay,  GOP 

director  of  public  relations,  who  says  the  com- 
mittee will  use  "saturation  radio"  as  well  as 

television,  with  commitments  already  exceeding 

$2,250,000. 
The  phrase-making,   newspaper-trained,  at- 

torney candidate  Stevenson  is  no  neophyte  in 

air-campaigning.  He  is  a  masterful  orator. 
But  in  the  campaign  four  years  ago,  his  weak- 

ness for  quipping  and  punning  hurt  him.  His 
confidantes  assert  it  will  be  different  this  time. 

Four  years  ago  he  was  a  reluctant  candidate; 

this  time  he  actively  campaigned  for  the  nomi- 
nation and  got  it  over  the  stalwart  opposition 

of  former  President  Truman. 

Mr.  Stevenson  previously  had  expressed  him- 
self as  believing  that  radio  and  television  have 

won  their  spurs  as  qualified  news  media,  and 
should  receive  full  recognition  as  counterparts 
of  the  press.  He  has  held  minority  interests  in 
radio  stations,  by  virtue  of  family  ownership 

of  the  Bloomington  (111.)  Panotograph,  an  in- 
terest he  relinquished  four  years  ago  when  he 

became  the  Democratic  nominee  the  first  time. 

He  also  has  expressed  himself  as  against 
censorship,  no  matter  what  the  guise  or  excuse. 
And  repeatedly  during  the  campaign  four  years 
ago  he  went  all  out  in  favor  of  open,  free  and 
vigorous  competition.  As  a  lawyer,  he  has 

handled  only  one  case  involving  communica- 
tions in  recent  times.  That  was  as  counsel  for 

RCA  in  a  triple  damage  suit  leveled  by  Zenith 
involving  patents. 

About  a  year  ago  Mr.  Stevenson,  interviewed 

by  Dorothy  Fuldheim  over  WEWS  (TV)  Cleve- 
land, expressed  doubts  about  the  televising  of 

presidential  news  conferences  inaugurated  by 
President  Eisenhower.  He  said  he  thought  that 

anything  that  tends  to  put  a  "political  tone  or 
a  political  aspect  on  a  presidential  press  con- 

ference is  a  mistake." How  did  he  feel  about  the  notion  that  poli- 
ticians ought  not  to  be  allowed  to  use  prompt- 

ing devices  and  make-up,  because  "they  look 

like  what  they  ain't"? Mr.  Stevenson  thought  any  medium  which 

puts  the  emphasis  "on  stage  management,  on 
preparation  and  on  dramatics,  also  puts  a 
premium  on  people  who  are  gifted  in  that 
respect  and  I  think  this  tends  to  discourage 

spontaneity  and  reality.  I  don't  think  this  is 
necessarily  wrong.  I  think  perhaps  we  have 
got  to  find  ways  and  means  of  adjusting  the 
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love  Lucy,"  starring  tucilU  Ball  end  Deei ■s  Number  1  TV  show  tor  1951,  19M  «■« 
On  the  set  , of 

Arnaz.  The  nation'] 1953  it  a  pioneer  of  the  technique  of  filming  lie  progr 
live  show  with  audience.  Detilu  Production*  uw  three  MJroWl 

>^"35mm  BNC  cameras  in  filming  "I  Lov*  lucy." 

Joan  Davis  on  the  set  of  "I  Married  Joan," 
produced  by  P.  J.  Wolfson  and  appearing 
on  NBC.  Three  Mitchell  35mm  BNC  cameras 
are  used  on  this  top  TV  show,  which  is  in 
its  2nd  year.  Jim  Backus  plays  the  male  lead. 

TO  FINE 

M  ̂ QQMBBWW^  SHOW.,, 

It  takes  more  than  just  a  good  script  to  insure  the  success 

of  a  top-rated  network  program.  The  on-stage  performances  of 
the  stars  and  supporting  cast  must  be  outstanding, 

carefully  timed,  superbly  directed.  And  the  camera  must 

perform  flawlessly  in  its  vital  role  of  recreating  the 

superior  quality  of  the  show  for  millions  of  TV  viewers. 

Mitchell  cameras— internationally  famous— provide  the 
matchless  photographic  performances  so  necessary  to  the 

successful  making  of  the  finest  theater  quality  films. 

That  is  why,  wherever  top  quality  filming  is  the  foremost 

consideration,  Mitchell  Cameras  are  to  be  found . . . 

bringing  success  into  focus. 

Dennis  Day,  star  of  "The  Dennis  Day  Show," 
a  top-rated  NBC  program.  Originally  "live," 
this  series  is  in  its  second  year,  and  is  now 
produced  on  film  by  Denmac  Productions, 
using  a  Mitchell  35mm  BNC  camera.  0 

MITCHELL  The  only  truly  Professional  Motion  Picture  Camera 

/tffrtc&c/j^ (j(l#H£/tjGt/  CO
RPORATION 

666  West  Harvard  Street  •  Glendale  4,  Calif.  •  Cable  Address:  MITCAMCO 

RP  85%  of  the  professional  motion  pictures  shown  throughout  the  world  are  filmed  with  a  Mitchell 
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A  MONITOR  at  ABC's  control  centar  holds  the  attention  of  H.  Pierson 
Mapes  (r),  vice  president  of  Hutchins  Adv;  ABC  President  Robert  E. 
Kintner  (standing)  and  Raymond  B.  George,  Philco  vice  president. 

WATCHING  Democratic  convention  activities  from  their  box  in  Chi- 

cago's International  Ampitheatre  are  Brig.  Gen.  David  Sarnoff  (r), 
chairman  of  board,  RCA,  and  Robert  W.  Sarnoff,  NBC  president. 

use  of  the  mass  media  of  communications — 

which  are  inevitable — we're  going  to  use  them 
— so  that  they  don't  present  the  unreal  for  the 
real — in  other  words,  they  don't  defraud  you." 
The  Democratic  platform,  adopted  last 

Wednesday  night,  carried  no  language  relating 
to  broadcast  media.  There  was  a  freedom  of 
information  plank,  condemning  the  Eisenhower 

Administration  for  "withholding  information" 
and  pledging  that,  under  a  Democratic  Adminis- 

tration, secrecy  in  government  would  be  re- 

versed: "We  re-aver  our  position  of  1952,  to 
press  strongly  for  world-wide  freedom  in 

gathering  and  dissemination  of  news." 
A  proposal  for  free  radio-equal  access 

plank  had  been  made  to  the  platform  an-t  reso- 
lutions committee  the  preceding  Saturday  by 

Harold  C.  Stuart,  executive  vice  president  of 
KVOO-AM-TV  Tulsa,  but  did  not  get  to  a 
vote.  With  a  number  of  members  of  Congress 
on  the  112-man  committee,  the  proposal  re- 

portedly proved  too  controversial  to  handle, 
because  of  differences  of  opinion  as  to  whether 
cameras  and  microphones  should  be  brought 
into  committee  rooms.  House  Speaker  Sam 
Rayburn  had  been  opposed  to  throwing  open 
committee  hearings  to  the  broadcast  media. 

It  was  learned  that  Vann  Kennedy,  presi- 
dent-general manager  of  KSIX-AM-TV  Corpus 

Christi,  a  member  of  the  full  committee  and  its 
drafting  subcommittee,  informally  proposed  the 
Stuart  plank,  but  did  not  call  for  a  vote. 

The  language  proposed  by  Mr.  Stuart,  former 
Assistant  Secretary  for  Air  of  the  Defense 
Dept.,  was  as  follows: 
"We  reaffirm  our  faith  in  radio  and  tele- 

vision as  'electronic  journalism'  and  we  be- 
lieve that  as  such  they  are  entitled  to  the  same 

privileges  and  prerogatives  and  bear  the  same 
obligations  as  the  press,  under  the  First  Amend- 

ment to  the  Constitution.  This  parity  of 

'electronic  journalism'  with  the  printed  page 
extends  to  radio  and  television  not  only  equal 
rights  of  constitutional  protection  against 
abridgement  of  free  press  and  free  speech,  but 

also  of  equal  access  to  all  public  events." 
All  told,  more  than  1,800  radio-tv  newsmen 

and  staff  covered  the  Chicago  convention,  with 

nearly  as  many  scheduled  for  this  week's  San 
Francisco  conclave,  expected  to  be  less  exciting 
because  the  nomination  is  cut-and-dried — bar- 

ring the  unforeseen.     Sponsors,  shelling  out 

about  $15,000,000  on  four  radio  and  three  tv 
networks,  appeared  to  be  happy  about  Chicago 
coverage — and  results,  to  the  extent  that  they 
could  be  appraised. 

All  network  heads  were  on  hand  to  person- 
nally  observe  and  direct  their  respective  activi- 

ties, and  to  hand-shake  and  make  the  custo- 
mary rounds.  On  the  surface,  only  CBS  Inc. 

President  Stanton  had  to  work  overtime — be- 
cause of  the  keynote  programming  incident 

provoked  by  Chairman  Butler. 
But  there  were  other  undercurrents  and  mild 

explosions.  Mr.  Butler  found  himself  in  an- 
other big  controversy  involving  broadcasting — 

but  this  one  he  won. 
From  the  outset,  the  networks  had  been  told 

by  Mr.  Reinsch,  convention  manager,  and 
himself  a  broadcaster,  that  the  sessions  would 
begin  on  time.  Historically,  conventions  are 
late  in  starting  each  session  with  resultant 
losses  in  commercial  commitments. 

The  important  night  sessions  were  scheduled 
for  8:03.  Mr.  Butler  told  the  networks  that  to 

get  gavel-to-gavel  coverage  of  these  sessions 
the  starting  time  should  be  8  p.m.  The  net- 

works, following  precedent,  wanted  an  8:30 

p.m.  sign-on,  which  would  save  about  $125,000 
in  time  and  commercial  preemptions. 

At  a  Tuesday  session  with  CBS  Inc.'s  Mr. 
Stanton,  NBC  President  Robert  W.  Sarnoff  and 
ABC  President  Robert  Kintner,  the  networks 

argued  that  they  should  pick  up  only  the  im- 
portant events,  and  do  away  with  broadcasts  of 

the  invocations,  massing  of  the  colors  and 
other  usual  preliminaries. 

The  networks,  it  was  reported,  agreed  to  the 

8  o'clock  starting  time,  but  reserved  the  right 
to  cut  away  for  other  important  developments. 

The  national  committee  found  itself  involved 
in  a  minor  and  momentary  scuffle  with  the 
radio-television  correspondents  over  mezzanine 
working  facilities  at  the  convention. 

Misunderstanding  arose  Tuesday  when  the 
committee,  miffed  over  what  it  claimed  to  be  a 

large  number  of  empty  seats,  pre-empted  the 
working  area  to  the  public  and  others  hold- 

ing no  reserved  tickets.  Correspondents  claimed 
many  reporters  were  working  at  their  studios 
or  otherwise  covering  convention  activities, 
and  could  not  be  present  when  proceedings 

started.  The  following  evening  the  radio-tv, 
periodical  and  other  sections  were  visibly  ban- 

nered as  such  and  public  observers  were  re- 
strained by  ushers  from  entering. 

Committee  aides  noted  complaints  of  several 
empty  seats  in  the  gallery  in  justifying  their 
decision  to  let  non-ticket  holders  in,  although 
on  opening  day,  it  was  recalled,  there  were 
more  news  representatives  on  hand  than  actual 

delegates.  Radio-tv  correspondents  claimed 
the  pre-emptions  violated  the  committee  agree- 

ment and  ignored  the  nature  of  correspondents' duties. 

Heading  the  correspondents  are  Bill  Henry, 
convention  chairman;  Joseph  F.  McCaffrey, 

radio-tv  chairman;  Willard  F.  Shadel,  conven- 
tion co-chairman,  and  Gilbert  Kingsbury,  rep- 

resenting independent  stations. 

FRIENDS  AND  FOES  •  Democratic  National 

Chairman  Butler,  in  his  opening  address  Mon- 

day, accused  the  GOP  of  "sabotaging"  the  pub- 
licly sponsored  plan  for  raising  funds  to  defray 

campaign  expenses.  This  was  the  plan  proposec 

by  Philip  Graham,  publisher  of  the  Washing- 
ton Post  and  Times-Herald  (WTOP-AM-FM 

TV).  He  said  the  Republicans  "avoided  anc 
rejected  the  proposals  of  leaders  in  televisior 
and  radio  for  public  debates  between  the  Presi 

dential  candidates  of  the  two  major  parties.' 
This  was  the  proposal  of  CBS  Inc.  Presiden 

Frank  Stanton.  [Editor's  Note:  After  CBS  wa 
attacked  by  Mr.  Butler  for  its  failure  to  carr\ 
the  Democratic  documentary  film  later  that  day 

Mr.  Graham's  Post  vigorously  defended  CBS 
right  to  make  its  own  editorial  selection.] 

REINSCH'S  ROOMS  •  One  of  the  busiest  mei 
in  Chicago  was  J.  Leonard  Reinsch,  assistan 
chairman  of  the  Democratic  National  Com 
mittee  and  general  manager  of  convention,  wh 
was  operating  Cox  radio  and  television  station 
by  remote  control.  Mr.  Reinsch  had  thre 
headquarters — on  the  eighth  floor  of  the  Cor 
rad  Hilton  Hotel,  hideaway  suite  across  th 
street  at  the  Blackstone  and  tactical  office  bui 

into  platform  at  amphitheatre.  He  also  mair 
tained  staff  and  quarters  at  Stockyards  Inn. 

LEGMEN  •  Among  many  familiar  faces  c 
convention  as  working  reporters:  Joseph  N 

Bryan,  president,  Jefferson  Standard  Broadcas 
ing  Co.  (WBT-WBTV  (TV)  Charlotte,  N.  C 
and  WBTW-TV  Florence,  S.  C);  Fanney  Nej 
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man  Litvin,  former  FCC  examiner,  for  Ed 

Craney's  Montana  stations,  and  Harold  C. 
Stuart,  KVOO-AM-TV  Tulsa,  former  assistant 
secretary  of  defense  for  air.  Also  seen  and 
heard,  but  not  as  correspondent,  was  former 
FCC  Comr.  Frieda  Hennock. 

GENTLEMEN  FROM  TEXAS  •  One  of  im- 
portant broadcasters  with  official  convention 

duties,  aside  from  General  Manager  Reinsch, 
was  Vann  Kennedy,  owner  of  KSIX  Corpus 
Christi  and  CP  holder  for  KSIX-TV,  who  was 
delegate  from  Texas,  and  member  of  Platform 
and  Resolutions  Committee. 

FREE  LUNCH  •  RCA-NBC  stole  show  at 
amphitheatre  with  its  hospitality  arrangements. 
Sid  Robards,  RCA  press  head,  was  host  to  800- 
1,000  newsmen  daily,  serving  hot  lunches  and 
beer,  in  new  portion  of  hall  ground  floor.  Six 
modern  trailers,  equipped  throughout  with  RCA 
and  Whirlpool  appliances,  were  used.  On  hand 
too  was  Syd  Eiges,  NBC  vice  president,  along 
with  heads  of  press  of  all  RCA  divisions  and 
their  advertising  agencies. 

COLLECTORS'  ITEM  •  Proving  that  the 
Stevenson  camp  was  alert  to  modern  cam- 

paigning, gaily-attired  girls  who  passed  out 
Adlai  buttons  also  were  soliciting  contributions 

to  "put  Adlai  on  tv." 

VOLUNTEERS  •  Among  workers  in  the  ABC 
radio-tv  booth  above  the  rostrum  were  two 
young  men  who  also  showed  suitable  talents. 
Both  John  Charles  III  and  John  Neal,  sons  of 
ABC  Vice  President  John  Daly,  in  charge  of 
coverage,  volunteered  their  services  as  copy 
boys. 

WATCH  YOUR  LANGUAGE  •  In  the  MBS 

booth  hung  a  sign:  "Please  watch  your  swear- 
ing and  profanity.  You  may  be  on  the  air." 

PREFERS  TO  BE  SEEN  •  CBS  o&o  WBBM's 
Eloise  Kummer  managed  to  nab  a  number  of 
important  VIP  wives  for  her  radio  show  last 
week — just  about  everybody  except  Mrs.  Frank 

Clement.  Contacting  the  governor's  press  agent, 
she  reportedly  was  advised  that  Mrs.  Clement 
accepts  only  tv  commitments. 

MEDIA  SLEIGHT-OF-HAND  •  Sen.  Robert 
Kerr  (Okla.),  himself  identified  with  broadcast 
interests,  managed  to  get  in  a  few  anti-media 

licks  Wednesday  evening.  The  GOP  "circus," 
he  charged,  is  conducted,  among  other  things, 

on  the  basis  that  "if  you  have  the  right  adver- 

Presidential  Preference 

KGO-TV  San  Francisco  and  ABC  had  a 
very  special  reason  to  take  extra  pains  in 

decorating  their  "VIP  Room"  for  the  Re- 
publican convention  in  San  Francisco's Cow  Palace.  The  room  will  be  used  by 

ABC  executives  and  high-ranking  po- 
litical figures  while  waiting  to  go  on  the 

air  or  just  as  a  quiet  refuge  from  con- 
vention activities. 

Among  those  who  might  plausibly  use 
the  room  are  President  Eisenhower.  In- 

quiries were  made  as  to  what  the  Presi- 
dent would  prefer  in  the  way  of  decor 

and  furnishings.  Consequently,  his  fa- 
vorite color  schemes  were  carried  out. 

tising  agencies,  the  right  publicity  men  and  the 
slyest,  slickest  slogans,  the  people  can  be  de- 

ceived into  believing  just  what  the  administra- 

tion wants  them  to  believe." 

'IKE'  INTERRUPTION  •  Candidate  Stevenson 
was  cut  short  Tuesday  by  a  toppling  tv  camera 
while  speaking  to  some  delegates.  He  paused 

and  advised  the  camerman  he  didn't  miss  any- 
thing. "The  fact  is,"  Mr.  Stevenson  said,  "I  was 

wondering  what  to  say  next." 

ADLAJ'S  DAUGHTER-IN-LAW  •  Among 
younger  celebrities  at  Democratic  convention 
was  Mrs.  Adlai  Stevenson  Jr.,  daughter  of  War- 

wick Anderson,  head  of  Doe-Anderson  Adv. 
Agency  in  Louisville,  and  Mrs.  Anderson, 
who  accompanied  her.  Adlai  Jr.  is  law  student 
at  Harvard. 

TOP  ADVISOR  •  On  Adlai  Stevenson's  top 
board  of  strategy  is  Barry  Bingham,  editor- 
owner  of  Louisville  Courier-Journal  and  Louis- 

ville Times  ( WHAS-AM-TV).  He  is  quiedy  in 
background.  He  was  right  bower  to  Adlai  in 

1952,  too. 

WHIRLED  AWAY  •  After  Monday  conven- 
tion recess,  press  and  other  people  left  amphi- 

theatre by  various  means,  most  picturesque 

being  CBS',  NBC-TV's  and  Chicago  merchant 
Sol  Polk's  helicopters.  For  CBS-TV  and  NBC- 
TV,  it  meant  film  was  back  on  its  way  to  Mer- 

chandise Mart. 

HEAT'S  OFF  •  ABC  claimed  15  degrees  cooler 
temperature  in  its  studios  than  in  rest  of  the 
amphitheatre  because  of  air-conditioning  unit 
specially  installed  by  Philco,  of  course. 

BUY  A  BIT  OF  YESTERDAY... 

FOR  BIG  PROFITS  TODAY! 

WOR-TV's  "Theatre  of  Movie  Classics" 

for  Sunday  showing,  1:30-3  pm,  3-4:30  pm,  4:30-6  pm,  9-10:30  pm 

For  the  first  time  on  television ...  a  series  of  motion  pic- 

ture hits  from  the  fahulous  Thirties. 

A  chance  for  Pop  and  Mom  to  reminisce,  a  chance  for 

the  kids  to  see  the  stars  they've  only  heard  about,  as  well 
as  the  early  successes  of  those  they  know  today.  And 

a  field  day  for  everybody  remembering  or  wondering 

about  the  clothes  and  cars  and  houses  and  hairdos  that 

were  the  last  word  when  these  pictures  made  their  suc- 

cessful bow. 

And  what  a  chance  for  an  advertiser!  To  tie  in  with  a 

wonderful  family  show  virtually  all  day  on  the  family's 
big  day  Viewers  tune  in  any  time  from  1:30  to  4:30, 

and  see  a  complete  show.  And  the  evening  showings  are 

adjacent  to  "Million  Dollar  Movie,"  New  York's  all-time 
favorite  feature  film  program. 

"Theatre  of  Movie  Classics"  is  just  one  more  example  of 

the  solid  and  effective  film  programming  that  has  made 

WOR-TV  New  York's  favorite  movie  station ...  by  far. 

WOR-TV,  New  York   channel  9 

first  with  the  finest  films 

For  further  information  and  rates,  call  Bill  Dix,  WOR-TV,  LOngacre  4-8000 
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quarter  hours,  5  PM  to  11 
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CONVENTION  COVERAGE 

MR.  BUTLER DR.  STANTON MR.  MICKELSON 

CONTROVERSY  IN  CHICAGO 

CBS-TV  proved  to  be  the  principal  rather  than 
the  vehicle  in  the  first  big  broadcast  news 
story  out  of  the  Democratic  Convention  in 
Chicago  last  week  by  failing  to  broadcast  the 

documentary  film  "Pursuit  to  Happiness"  at 
the  opening  keynote  session  Monday  night. 
The  network  suffered  the  ignominy  of  being 

publicly  criticized  from  the  podium  by  Na- 
tional Chairman  Paul  Butler  in  the  first  of  a 

series  of  events  which  saw  heated  exchanges 
with  CBS  Inc.  President  Frank  Stanton. 

Mr.  Butler  charged  CBS  had  breached  its 

commitment  to  carry  the  film,  which  he  de- 
scribed as  an  integral  part  of  the  keynote 

ceremonies  Monday  night,  with  the  network 

using  instead  a  forum  news  roundup  and  pick- 
ing up  only  a  few  minutes  of  the  film.  He 

mentioned  "sabotage"  in  his  exhortation  to  the 
convention,  but  did  not  mention  CBS  by  name. 

He  publicly  thanked  NBC  and  ABC  for  carry- 
ing the  film,  produced  by  Dore  Shary  and  nar- 

rated by  Sen.  John  F.  Kennedy  (D-Mass.). 
There  were  cries  of  "throw  'em  out"  from  the 
arena,  and  menacing  fists  were  shaken  in  the 
direction  of  the  CBS  booth  overhanging  the 
hall.  Some  CBS  people  were  pushed  around, 
it  was  reported. 

First  CBS  reply  soon  was  issued  by  Sig 

Mickelson,  CBS's  vice  president  in  charge  of 
news  and  public  affairs,  who  said  the  network 
had  no  commitment  to  telecast  the  film. 

Dr.  Stanton  quickly  answered  by  telegram 

what  he  described  as  the  "inflammatory  at- 
tack" and  denied  that  CBS  had  ever  commit- 

ted itself  to  carrying  the  film.  Those  who 
make  the  news,  he  said,  cannot,  in  a  free 

society  "dictate  to  broadcasters,  as  part  of  the 
free  press,  to  what  extent,  where,  and  how  they 
shall  cover  the  news.  Television  and  radio,  in 
covering  the  convention  as  well  as  all  other 
news  events,  are  not  mere  conduits  which  must 

carry  everything  which  the  newsmaker  de- 

mands." 

ABC  President  Robert  Kintner,  in  a  formal 
statement,  and  Brig.  Gen.  David  Sarnoff,  in 

an  oral  observation,  backed  up  Dr.  Stanton's 
position.  They  asserted  the  right  of  broadcast 
media  to  exercise  news  judgment. 

Officials  of  Ketchum,  McLeod  &  Grove, 

Pittsburgh,  advertising  agency  for  Westing- 
house  Electric  Co.  which  is  picking  up  the  CBS- 
AM-TV  convention-election  tab  for  $5  million, 

expressed  no  concern  about  the  incident.  Sev- 
eral executives  of  the  agency  were  in  Chicago 

for  the  convention  and,  in  fact,  in  the  CBS 

booth  at  the  time  Mr.  Butler  exploded  with 
his  comment.  Dr.  Stanton  and  Mrs.  Stanton 
were  in  a  box,  seated  next  to  President  and 
Mrs.  Harry  Truman. 

Mr.  Butler,  at  a  news  conference  hastily 

called  on  Tuesday  afternoon,  asked  CBS  for- 
mally to  run  the  full  film.  In  this  conference, 

he  expressed  the  view  that  the  advertiser 
should  be  concerned  about  millions  of  people 
having  been  deprived  of  witnessing  and  hearing 
an  important  part  of  the  keynote  speech. 

Mr.  Kintner  issued  this  statement: 

"ABC  believes  that  each  network  must  exer- 
cise its  own  editorial  judgment  concerning  cov- 

erage of  both  the  Republican  and  Democratic 
conventions. 

"We  believe  CBS  was  perfectly  within  its  edi- 
torial rights  to  broadcast  what  it  believed  to  be 

of  greatest  public  interest.  The  right  of  net- 
works to  exercise  judgment  on  important  news 

events  is  as  basic  as  freedom  of  the  press  and 

freedom  of  speech." 
NBC  was  represented  as  being  "aware"  from 

the  outset  that  the  documentary  film  was  con- 

sidered a  part  of  the  "official  proceedings"  and 
was  prepared  to  carry  the  entire  motion  picture. 

Dr.  Stanton,  in  a  wire  to  Mr.  Butler  from 

New  York,  promptly  rejected  the  DNC  chair- 
man's "formal  demand"  for  showing  and  broad- 

cast of  the  "Pursuit  to  Happiness"  film  on  the 
same  lineup  of  radio-tv  stations  which  have 
carried  the  convention  coverage. 

"In  the  light  of  all  the  circumstances  and  after 
careful  consideration,  we  believe  it  inappropriate 

to  accede  to  your  demand,"  Dr.  Stanton  as- serted. 

Neither  Gen.  Sarnoff,  RCA  board  chairman, 
nor  NBC  President  Robert  W.  Sarnoff  would 
make  any  formal  statement  on  the  incident,  but 
were  represented  unofficially  on  behalf  of  the 

network  as  supporting  CBS'  position.  Gen. 
Sarnoff  told  B»T  Wednesday  he  is  not  "con- 

templating at  this  time"  any  formal  comment on  the  controversy. 

There  was  no  public  indication  early  Wed- 

nesday, in  light  of  CBS'  rejection,  whether  the 
DNC  would  press  for  radio-tv  time  to  show 
and  broadcast  the  28-minute  film,  of  which 
CBS  carried  six  minutes.  It  was  understood, 
however,  that  the  matter  would  be  dropped  and 

no  second  demand  would  be  made  on  the  net- work. 

CBS-TV,  along  with  NBC-TV  and  ABC-TV, 

also  cut  away  from  a  film  clip  of  "The  Best 
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FREEDOM  IS  A 

NATURAL   RESOURCE,  TOO 

Ask  almost  anybody  to  tick  off  the  natural  resources 

that  make  America  the  world's  most  prosperous 
nation.  He'll  mention  forests  and  coal  and  oil  and 

iron  and  water  power. 

He'll  probably  never  mention  freedom! 

Yet,  per  inhabitant,  America  has  less  oil 

than  Iran. 

Less  timber  than  French  Equatorial  Africa. 

Less  iron  ore  than  Brazil. 

Less  water  power  than  the  Belgian  Congo. 

What  makes  our  standard  of  living  higher?  The 

freedom  of  all  American  business,  small  or  large,  to 

compete  for  the  use  of  our  natural  resources  with 

efficiency  and  conservation  for  the  greatest  national 

good.  Plus  the  freedom  of  every  American  citizen 

to  benefit  from  the  products  growing  out  of  this 

American  business  courage. 

REPUBLIC  STEEL 

GENERAL  OFFICES  •  CLEVELAND  1,  OHIO 

EXPANDING   BY  $150,000,000  TODAY   BECAUSE   OF   FAITH    IN  TOMORROW 
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46.9% 

AUDIENCE 

SHARE* 
MONDAY  thru  FRIDAY 

"FIRST  CALL" 
with  Jack  Slattery 

6:30-  10:00  AM 

Monday  thru  Saturday 

Share  of  Audience 

"FIRST  CALL"  —  46.9 
NET.  STA.  B  —  29.7 
NET.  STA.  C  — 16.5 

MUSIC    •    NEWS    •  SPORTS 
CALL 

VENARD-RINTOUL-McCONNELL  INC. 
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 CONVENTION  COVERAGE 

Years  of  Our  Lives"  Tuesday  evening,  as  a  lead- 
up  to  the  appearance  of  Harold  Russell,  former 
national  commander  of  the  American  Veterans 
for  World  War  II  &  Korea  and  star  of  the  mo- 

tion picture.  (The  networks  were  not  expected 
to  cover  this  film  clip.) 

CBS-TV's  Walter  Cronkite  explained  that  the 
network  had  no  advance  print  of  the  clip  and 
that  picking  it  up  off  the  screen,  rather  than  by 

tv  directly,  might  not  prove  "acceptable." 
At  his  Tuesday  news  conference  Mr.  Butler 

relaxed  his  criticism  of  CBS  to  more  even- 
tempered  tones  after  his  Monday  evening  blast, 

but  still  felt  the  network  should  "correct  an 

error  of  judgment." 
Mr.  Butler  asserted  that  media  "have  no 

right"  to  edit  a  vital  part  of  the  program  and 
noted  that  radio-tv  are  "licensed  and  certified" 

by  the  government  "for  the  public  domain."  He 
added,  however,  that  while  he  wouldn't  "go  so 
far  as  to  agree"  with  Sen.  John  Bricker  (R- 
Ohio)  on  the  latter's  public  utility  concept  for 
broadcasters,  Sen.  Bricker's  position  "will  have 
much  more  public  support"  if  similar  incidents 
occur. 

Mr.  Butler  declared  he  does  not  intend  to 

deny  networks  the  right  to  exercise  editorial 

judgment,  but  "we  permit  the  media  to  cover 
the  convention  and  will  expect  them  to  exercise 

better  judgment." The  DNC  chairman  admitted  he  had  used 

the  word  "sabotage"  Monday  evening  in  de- 
scribing the  CBS  action  and  still  maintained  it 

was  "in  effect  sabotage,"  and  added  things  may 
be  altered  in  emphasis  "as  one  cools  off  and  gets 

a  few  hours  of  sleep." 
Mr.  Butler  said  &  problem  of  communica- 

tions in  CBS  ranks  may  have  been  involved,  and 

professed  the  "greatest  admiration  and  respect 
for  Dr.  Stanton."  He  opined  such  an  incident 
won't  happen  at  the  GOP  convention  this  week 
with  respect  to  the  keynote  presentation.  Mr. 

Butler  also  noted  that  CBS  has  "been  one  of 
the  leaders  in  the  industry  and  one  of  the  most 

creative  networks." 
Mr.  Butler  while  discussing  Dr.  Stanton,  pre- 

sumably referred  to  Gen.  Sarnoff  when  he  re- 

minded reporters  that  "another  great  man — a 
great  leader  in  the  broadcasting  industry — has 

often  spoken  of  the  'freedom  of  the  American 

people  to  see  and  hear'." 
Butler's  Speculation 

Mr.  Butler  also  speculated  as  to  the  sponsor's 
(Westinghouse)  reaction  to  the  fact  that  CBS 
had  edited  the  film  and  as  to  the  effect  of  its 

coverage.  He  also  wondered  what  the  public's 
reaction  would  be  to  the  Democrats'  request 
for  a  "reasonable  adjustment"  on  the  film showing. 

Fact  that  the  networks  had  "no  legal  obliga- 
tion" to  carry  the  film  also  was  recognized  by 

Mr.  Butler.  He  said  he  had  an  oral  commit- 
ment with  CBS  as  far  back  as  last  February  and 

that,  at  one  time,  he  had  discussed  with  Dr. 

Stanton  the  possibility  of  putting  the  whole  key- 
note presentation  on  film.  Lacking  such  as- 

surance, he  added,  the  committee  would  not 
have  spent  money  on  the  film.  He  stressed,  in 

response  to  a  question,  that  there  is  "no  war- 
fare with  the  networks  but  just  a  difference  of 

opinion,"  and  recognized  it  would  be  difficult 
to  get  coverage  "identical"  to  that  of  the  con- vention. 

Aside  from  public  reaction  at  not  seeing  the 
whole  film  on  CBS-TV,  Mr.  Butler  added,  the 

incident  could  serve  to  "crystalize  in  the  public 
mind  what  restrictions  in  the  form  of  legisla- 

tion might  be  needed"  to  avoid  such  an  "injus- 
tice" in  the  future. 

Mr.  Butler  also  complained  of  "very  little" 
network  floor  coverage  of  women's  activities 

for  the  second  day  of  the  convention,  Tuesday. 
Asked  to  explain  his  more  temperate  views 

from  last  Monday  evening,  Mr.  Butler  said  that 

"if  I  indicated  some  Republicans  in  CBS  had 

played  a  dirty  trick,  I  didn't  mean  to,"  but  added such  an  incident  had  never  happened  before  in 
keynote  history. 

Mr.  Butler  said  he  was  not  suggesting  "gavel- 
to-gavel"  coverage  of  the  convention  (radio-tv 
don't  have  any  more  responsibility  than  news- 

papers to  carry  every  word — but  the  film  was 
"an  integral  part  of  the  keynote  presentation 
and  the  networks  knew  this.")  Mr.  Butler 
noted  that  commentators  Edward  R.  Murrow 

and  Eric  Sevareid  advised  viewers  CBS-TV 
would  carry  the  keynote  film.  He  added  he 

was  generally  satisfied  with  overall  radio-tv- 
press  coverage  of  the  convention  to  date,  save 

"for  a  few  newspapers." 
While  discussing  editorial  judgment  and  eval- 

uation of  news  as  between  broadcast  and  printed 
media,  Mr.  Butler  commented: 

"It  was  my  hope  that  the  infant  medium  of 
television  and  the  small  boy  medium  of  radio 
would  not  fall  into  some  of  the  habits  of  the 

older  medium  of  newspaper  reporting." 
Mr.  Butler  also  said  he  understands  a  "lot 

of  people  prefer  live  to  film  programs"  and 
speculated,  in  a  jocular  vein,  whether  "this  pre- 

sages any  CBS  turn  to  all  live  shows." 

A  $20,000  Bargain 

The  disputed  film  cost  the  DNC  in  excess  of 
$20,000  to  make,  which  Mr.  Butler  termed  a 

"very  low  figure"  because  of  gratuitous"  help 
from  Hollywood  production  and  technical 
quarters.  He  said  it  might  have  cost  between 

$100,000  and  $150,000". Mr.  Butler  said  he  is  cognizant  elements  of 
freedom  of  speech  and  press  have  been  raised 

over  the  CBS  action — the  "freedom  to  see  and 
hear" — and  said  he  felt  the  citizen  should  be 

able  to  enjoy  "the  right  of  the  freedom  of  pre- 
sentation and  the  right  to  see  and  hear"  or  the 

public  might  favor  "possible  restrictions." 
The  film  was  "much  more  newsworthy  and 

entertaining  than  some  of  the  programs  they 

had  on,"  Mr.  Butler  added. 
The  Monday  night  blast  at  CBS  by  Mr.  But- 

ler was  a  mixture  of  praise  for  ABC-TV  and 

NBC  and  expression  of  regret  that  "a  major 
network  has  failed  to  keep  its  commitment." 
To  cries  of  "throw  'em  out!"  he  added: 

"Ladies  and  gentlemen,  let  me  say  to  all  of 
you  that  we  had  no  idea  that  any  network  would 
edit  any  part  of  this  convention  to  the  detri- 

ment of  the  American  people,  but  we  shall  keep 

our  commitment  to  all  the  media  of  public  in- 
formation, the  networks  and  the  press,  so  that 

the  people  may  know." 
AIR-RAIL  MOVEMENT 

ON  TIGHT  SCHEDULE 

"OPERATION  Transport"— by  air  and  rail- 
was  geared  to  political  convention  timetables 
Thursday  as  the  major  networks  firmed  up 
plans  for  the  transfer  of  electronic  equipment 
from  Chicago  to  San  Francisco. 
ABC-TV,  CBS-TV  and  NBC-TV  seemed 

hopeful,  for  different  reasons,  that  primary 
gear  would  be  in  place  and  ready  to  function 
by  late  last  Saturday  evening,  if  not  before 
that  time,  and  indications  were  they  would 
meet  their  own  timetables. 

All  three  tv  networks  reported  they  had 
chartered  air  flights  ready  to  leave  with  basic 
equipment  within  six  hours  after  the  final  gavel 
fell  on  the  Democratic  national  convention. 

NBC-TV  shipped  out  transmitter  and  micro- 
wave equipment  Thursday  by  train,  along  with 

its  Cadillac  mobile  units,  while  ABC-TV  sent 
Continues  on  page  76 
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"Ad  Age  is  an 

indispensable  
tool" 

says  JOHN  H.  BALLARD 

President 

Bulova  Watch  Company 

"Advertising  Age  is  an  indispensable  tool  for 

this  constantly  changing  advertising  business. 

I  always  turn  to  my  latest  copy  for  the 

latest  and  most  extensive  news  in  the  field. 

The  factual  approach  is  one  I  particularly 

appreciate  and  I  have  learned  that  if  it  appears 

in  Ad  Age,  I  can  rely  on  the  information." 

JOHN  H.  BALLARD 

Mr.  Ballard  is  a  modern  day  example  of  the  classic 

Horatio  Alger.  At  16,  he  started  at  Bulova  as  a  $4.00 

a  week  office  boy,  and  today  is  president  of  the  largest 

jewelled  watch  company  in  the  world.  From  20  em- 

ployees in  1909  to  over  5,000  in  1956,  Bulova  under  his 

direction  recently  exceeded  $80,000,000  in  annual  sales. 

Earlier  in  his  career,  he  personally  travelled  the  coun- 

try for  Bulova  buying  time  spots  on  radio  stations — 

spots  that  made  B-U-L-O-V-A  commercials  world 

famous.  Later,  he  became  vice-president/sales  and 

today,  is  still  the  guiding  light  in  the  firm's  advertising, 
merchandising  and  sales. 

When  market  matters  are  in  a  state  of  flux,  and  time  plays  its  usual  major  role  in  daily  decisions, 

you'll  find  that  most  of  the  executives  guiding  important  sales,  advertising  and  marketing  programs 

rely  on  Advertising  Age.  On  Monday  mornings,  as  well  as  Monday  evenings,  AA's  reports  on  late 
news,  shifts  and  developments  get  priority  reading  in  the  offices  and  homes  of  decision-makers  who 

are  important  to  you  —  not  only  those  who  activate,  but  those  who  influence  important  market  and 
media  decisions. 

Take  Bulova  Watch  for  example.  Broadcast  has  long  played  a  major  role  in  Bulova's  establishment 
and  phenomenal  growth.  Its  expenditure  of  $1,228,400*  for  tv  spot  alone  ranks  it  among  the  top  11 

tv  spot  advertisers  for  the  first  quarter  of  1956.  To  its  regular  spot  schedule,  Bulova  has  added  18  sta- 
tions for  a  total  exceeding  285  on  radio  and  tv. 

Every  week,  9  paid  subscription  copies  of  Ad  Age  are  turned  to  by  sales,  advertising  and  other  man- 
agement executives  at  Bulova.  Further,  172  paid  subscription  copies  reach  the  agency  handling  Bulova 

broadcast  schedules,  McCann-Erickson. 

Add  to  this  AA's  similar  penetration  of  advertising  agencies  with  a  weekly  paid  circulation  exceeding 
9,000,  its  intense  readership  by  top  executives  in  national  advertising  companies,  its  unmatched  total 

readership  of  over  120,000  based  on  32,500  paid  subscriptions,  and  you'll  recognize  in  Advertising  Age, 
a  most  influential  medium  for  swinging  broadcast 
decisions  your  way  in  1956. 

*N.  C.  Rorobaogh  Estimate  for 
Television  Bureau  of  Advertising 

200     EAST     ILLINOIS     ST  R  E  ET  •  C  H  I  C  A  G  O      11,  ILLINOIS 

J  Year  (52  issues)  $3 
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De  Intermix' 

High  Price,  Rot  Enough  Prognuu, 
Poor  Tabes  Still  Hold  Up  Color  TV 

"Scoop  o*  Srop*'           **      ■'■'«•  •* TV  Wast.  [ m  «■•.-        ..  . 
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41.6%  RETAIL  SALES 

GAIN  IN 

METROPOLITAN  MACON 

DURING  PAST  FIVE  YEARS 

A  greater  increase  than  scored  by  all  but 

three  of  the  nation's  top  25  markets !  There's 
a  reason:  Retail  hub  of  the  multi-county 

Middle  Georgia  market,  Macon  is  prosper- 

ing in  the  expanding  wealth  of  new  indus- 

try, bigger  payrolls,  big-yield  agriculture. 
Macon  retailers  rang  up  almost  $160  mil- 

lion in  sales  last  year. 

TWO  STATIONS— AND  TWO  ALONE 

GIVE  YOU  OVER-ALL  COVERAGE 

WMAZ  and  WMAZ- 

TV  continue  to  domi- 

nate Middle  Georgia's 
broadcast  audiences. 

Your  audience  surveys 
document  this  .  .  .  time 

and  time  again.  And 

there's  a  reason  for 
this,  too  .  .  . 

GOOD  BROADCASTING 

MAKES  THE  DIFFERENCE 

Add  it  up:  Imaginative  local  programming. 

Top  network  offerings.  Middle  Georgia's 
finest  facilities.  Skillful  promotion.  Results 

command 'the  attention  of  all  Middle  Georgia. 

THESE  STATIONS 

WOVE  MERCHANDISE: 

10,000  Watts -940  Kc-CBS 
MEMBER:  GEORGIA  BIG  5 

WMAZ-TV 
Channel  13— CBS— ABC— NBC 

Represented 
Nationally  by : 

AVERY- KNOPEL,  INC. 

CONVENTION  COVERAGE 

Continues  from  page  74 

a  station  wagon  and  other  equipment  by  train 
Thursday  evening. 

Each  network  is  limited  via  air  to  10,000 

pounds.  CBS-TV  aimed  expedient  crating  and 
packing  facilities  to  meet  its  San  Francisco 
deadline,  while  ABC-TV  was  prepared  to  call 
on  equipment  from  its  o&o  KGO-TV  there. 
In  Chicago  the  network  utilized  cameras  of  its 
o&o  WBKB  (TV)  and  W ABC-TV  New  York. 
Because  NBC  o&o  WNBQ  (TV)  cameras  are 
geared  for  color  television,  that  network  util- 

ized equipment  from  WRCA-TV  New  York 
and  WRCV-TV  Philadelphia. 
As  head  of  the  convention  camera  pool, 

NBC-TV  reckoned  it  might  be  a  close  time- 
table squeeze,  though  it  anticipated  less  ton- 
nage in  flight,  despite  cameras  and  associated 

equipment. The  network  pool  also  includes  two  other 
flights  transporting  over  100  people  from  all 
three  networks  after  the  equipment  had  gotten 
off  the  ground. 

While  official  comments  were  sparse  as  of 

Thursday,  consensus  was  that,  generally,  ban- 
tam-sized tv  cameras,  along  with  miniature 

radio  equipment,  held  their  own  as  convention 
innovations  during  the  Democratic  conclave. 
There  were  difficulties  in  some  instances,  of 
course,  but  the  portability  of  the  instruments, 
along  with  visual  screen  effects,  proved  their 
advantages,  in  the  view  of  many  observers. 
CBS-TV  utilized  its  Intercontinental  four- 

pound  camera  with  portable  unit  as  well  as  a 
lighter  Lockheed  vest-pocket  model  of  revolver 
size.  ABC-TV  also  used  a  four-pound  camera 
development  of  Philco.  ABC-TV  emphasized 
it  was  pinpointing  personalities  with  circled 
pictures,  making  it  easy  to  identify  them  when 
grouped  for  floor  interviews.  NBC  also  used 
the  same  technique. 

All  told,  most  of  the  standard  convention 
gear  allowed  for  as  many  as  26  different  visual 

effects  on  tv  screens,  including  CBS-TV's  tech- 
nique of  showing  a  centered  picture,  with  ad- 

joining inserts  around  the  periphery. 

RCA  also  worked  its  experimental  four- 
pound  camera  with  15-pound  back-strapped 
transmitter. 

Among  equipment  used  successfully  were 

radio-tv  "walkies-talkies,"  tv  "creepie-peepies," 
and  handless  telephones. 

GOP'S  TV  EDGE  IN  '52 
CITED  IN  MICH.  REPORT 

REPUBLICANS  in  the  1952  election  campaign 

had  an  "initial  advantage"  over  Democrats  in 
the  "new  world  of  television,"  according  to  an 
analysis  published  by  the  U.  of  Michigan. 

According  to  the  122-page  report,  tv  coverage 
and  content  on  behalf  of  Gen.  Eisenhower  out- 

weighed that  of  Gov.  Stevenson  because  of  "the traditional  bent  of  those  who  controlled  the 

mass  media  and  the  greater  efforts  of  the  Re- 

publican party." The  analysis,  "Competitive  Pressure  and  Dem- 
ocratic Consent,"  is  co-authored  by  Morris 

Janowitz,  associate  professor  of  sociology  and 

research  associate  at  the  U.  of  Michigan's  In- stitute of  Public  Administration,  and  Dwaine 
Marvick,  assistant  professor  of  political  science 
at  the  U.  of  California  (Los  Angeles).  The 
study  is  based  on  interviews  by  the  field  staff 

of  the  U.  of  Michigan's  Survey  Research  Center 
of  "a  nation-wide  cross  section  of  adult  citizens 

living  in  private  residences,"  with  1,614  persons 
interviewed  before  and  after  election  day. 

Stating  that  tv  exceeded  both  radio  and  the 
press  as  a  chief  source  of  public  information 
about  the  1952  campaign,  the  report  said  that 
tv,  because  of  its  visual  content  and  suitability 

for  creating  favorable  images  of  candidates, 
was  especially  significant  for  Democrats  in  that 

it  "helped  widen  the  arena  of  competition  and 
offered  a  likelihood  of  offsetting  the  advantage 
Republicans  traditionally  enjoyed  in  the  edi- 

torial outlook  of  the  American  press." 
Tv  also  "upset  the  simple  formula  that 

higher  social  class  and  educational  level  imply 

greater  exposure  to  the  mass  media,"  the  report 
said,  for  "when  the  middle  class  and  the  lower 
class  were  compared,  the  amount  of  television 

involvement  was  roughly  equal." 
On  the  question  of  whether  the  mass  media 

stimulated  voting,  the  report  said  nonvoting 
among  television  fans  (those  who  follow  tv 
closely)  was  substantially  less  than  among 
ordinary  users  of  television,  with  a  similar  re- 

sult for  those  heavily  involved  with  the  press 
and  the  same,  but  less  markedly  so,  for  radio 
listeners.  For  these  and  other  reasons,  the 

study  concluded,  "the  data  not  only  link  voting 
to  mass  media  exposure,  but  also  indicate  the 
differential  consequences  of  high  involvement 

with  television,  radio  and  the  press." 

In  an  analysis  of  "persistent  nonvoting  from 
1948  to  1952,"  the  study  found  that  among 
non-media-users,  60.2%  were  persistent  non- 
voters,  compared  to  28.6%  among  ordinary 
media  users  and  11.2%  among  media  fans. 

Although  there  was  a  similar  incidence  of  per- 
sistent nonvoters  in  the  tv  and  press  audience 

(11.0%  and  12.9%,  respectively),  the  inci- 
dence of  persistent  nonvoters  in  the  radio 

audience  reached  25.9%,  the  study  said. 

On  whether  the  mass  media  helped  Repub- 
licans more  than  Democrats  in  mobilizing  their 

respective  party  partisans,  the  report  indicated 
the  GOP  partisans  who  voted  for  Gen.  Eisen- 

hower showed  a  higher  concentration  of  mass 
media  fans  among  them  (89.4%)  than  the 
Democratic  partisans  who  voted  for  Gov. 
Stevenson  (58.8%  ). 

Intensive  mass  media  exposure  helped  the 
Eisenhower  vote  more  than  that  for  Stevenson 

since  the  exposure  for  the  uncommitted  elec- 
torate was  associated  with  a  higher  proportion 

of  Eisenhower  than  Stevenson  voters,  accord- 
ing to  the  analysis. 

On  whether  television  played  a  special  role 
in  the  resolution  of  the  final  vote,  the  study 

concludes  that  tv — far  from  being  the  cause  of 
the  Republican  victory — actually  prevented  an 
even  greater  Democratic  defeat. 

Lar  Daly  'Equal  Time'  Suit Dismissed  in  District  Court 

A  $2.5  million  "equal  time"  Suit  by  presidential 
aspirant  Lar  (America  First)  Daly  against  the 
major  radio-tv  networks  was  dismissed  for 

lack  of  jurisdiction  in  Chicago  Federal  Dis- 
trict Court  Tuesday. 

In  sustaining  dismissal  motions  by  ABC, 
CBS,  MBS  and  NBC  Judge  John  P.  Barnes 
did  not  pass  on  any  merits  of  the  case  and 

suggested  any  such  suit  should  be  filed  with 
the  U.  S.  Court  of  Appeals.  Mr.  Daly  was 
represented  by  Robert  A.  Kahn,  Chicago,  in 

U.  S.  District  Court,  Northern  District  of  Il- linois. 

Mr.  Daly,  perennial  candidate  for  Republican 

office,  sought  facilities  to  answer  all  of  Presi- 
dent Eisenhower's  radio-tv  talks  since  the  Chief 

Executive's  nationwide  speech  Feb.  29  or,  fail- 
ing the  grant  of  time  or  action  by  the  court 

before  the  GOP  convention,  $2.5  million  in 

damages.  He  has  claimed  to  be  a  certified 

candidate  for  the  Republican  presidential  nom- 
ination in  Illinois,  Indiana  and  Montana. 

The  decision  followed  arguments  by  counsel 

for  plaintiff  and  defendants  in  court  after  the 
suit  was  filed  last  month  [B«T,  July  23,  16]. 
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Du  Pont  Technical  Representative  Jack  Phy  (right) 
discusses  threading  of  processor  with  Dick  Hance. 
Jack  keeps  KSTP-TV  well  abreast  of  latest  tech- 

nical developments. 

i 

Processing  machine  speed  at  KSTP-TV  is  adjusted  to  take  advantage  of  the  extreme  speed  Twin  Cities  fire  is  covered  on  Du  Pont  931  by 

of  Du  Pont  931.  Says  Dick  Hance  (right),  "We  believe  we're  getting  fully  jour  times  more  Dick  Hance.  On-the-spot  coverage  of  local  news 
speed  from  931  than  its  rating  indicates!"  events  helps  boost  the  ratings  of  KSTP-TV's 

newscasts. 

"Spot  coverage  with  High  Speed  Du  Pont  931  wins 

consistent  top  ratings  for  our  newscasts!" says  Photo-News  Director  Dick  Hance,  KSTP-TV,  St.  Paul,  Minnesota 

"Our  10  P.M.  newscast  is  the  highest- 
rated  multi-weekly  show  in  the  Twin 

Cities  area,"  says  Dick  Hance. 

"Credit  for  that  record  goes  to  our 
fast-moving  local  coverage  and  to 

Du  Pont  931.  This  top-speed  16-mm. 

film  gives  us  usable  spot-news  foot- 

age under  really  tough  lighting  con- 
ditions. 

"Du  Pont  931  can  be  pushed  to 

give  us  terrific  speed  ratings,"  contin- 

ues Mr.  Hance.  "We  figure  we  get 
just  about  four  times  the  rated  speed 

out  of  931.  As  for  picture  quality,  we 

often  enlarge  16-mm.  frames  of  traffic 

accidents  all  the  way  up  to  8  x  10 

for  local  police  officials.  Takes  a 

pretty  fine  film  to  stand  that  kind  of 

blowup!" 
Take  advantage  of  the  high  speed 

and  fine  quality  of  Du  Pont  High 

Speed  Rapid  Reversal  Type  931  on 

your  next  TV  news  assignment.  You'll 
find  it  gives  you  results  under  light- 

ing you'd  previously  thought  impos- 
sible. Try  a  roll  soon!  E.  I.  du  Pont 

de  Nemours  &  Co.  (Inc.),  Photo 

Products  Department,  Wilmington 

98,  Del.  In  Canada:  Du  Pont  Com- 

pany of  Canada  Limited,  Toronto. 

SALES  OFFICES 

Atlanta  8,  Ga  805  Peachtree  Building 
Boston  10,  Mass  140  Federal  Street 

Chicago  30,  III  4560  Touhy  Ave.,  Lincolnwood 
Cleveland  16,  Ohio  20950  Center  Ridge  Road 
Dallas  7,  Texas  1628  Oak  Lawn  Avenue 
Los  Angeles  38,  Calif...7051  Santa  Monica  Blvd. 
New  York  11,  N.  Y  248  West  18th  Street 

Wynnewood,  Pa  308  East  Lancaster  Avenue 
Export.. Nemours  Bldg.,  Wilmington  98,  Delaware 

3E6.  U.S.  PAT.  OFF 
BETTER  THINGS  FOR  BETTER  LIVING 

...THROUGH  CHEMISTRY 

SPECIFY  »u  pont  MOTION  PICTURE  »"* 



Ohsnmfi 13 

316,000  WATTS 

AFFILIATE  AMERICAN  BROADCASTING 

COMPANY  —  Represented  Nationally  by 
Harrington,  Righter  &  Parsons,  Inc. 

New  York  •  Atlanta 
Chicago  and  San  Francisco 

r 1 

NIGHT  TIME 

entertainment  in  the 

DAY  TIME— 11:30  A.M. 

m 

TV 

LIBERACE 

MONDAY 
WEDNESDAY  •  FRIDAY 

11:30  A.M. 

Piano  Syncopation 

FRANKIE 

LANE 
TUESDAYS  AT 

11:30  A.M. 

The  "Voice" 

FLORIAN 

ZABAGH 
THURSDAYS  AT 

11:30  A.M. 
String  Virtuosity 

TRADE  ASSNS. 

13 

TOP  POWER 

BALTIMORE,  MD. 

IIIIIIIIIIIHHIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIUIIIIIIIIItlllllllllllllllllllllllll 

Page  78    •    August  20,  1956 

NARTB  Urged  to  Drop 

Its  'Punitive'  Powers 

NARTB  should  drop  its  "punitive"  or  "retalia- 
tory" powers  from  the  television  code,  National 

Assn.  for  Better  Radio  &  Television  urged  last 
week  in  a  manual  titled  Television  Is  Yours. 

Clara  S.  Logan,  of  Los  Angeles,  NAFBRAT 
president,  said  the  handbook  covers  cultural 
and  legal  aspects  of  broadcasting  from  the  audi- 

ence point  of  view,  being  designed  as  a  guide 

"for  individuals  and  groups  who  are  concerned 
with  the  public-service  responsibilities  associ- 

ated with  the  use  of  public-domain  air  chan- 

nels." 

NAFBRAT  contends  "a  trade  association, 
or  any  group  of  producers  or  distributors,  has 
no  right  to  discipline  any  broadcaster  or  any 
individual  member  of  its  group  for  failure  to 
conform  to  the  majority  views  as  to  what  is 

proper  or  improper  in  programming  content." 
However,  NAFBRAT  said  this  doesn't  imply 
"that  such  groups  cannot  or  should  not  establish 
guiding  criteria  designed  to  influence  the  crea- 

tion and  production  of  programs,"  since  the 
final  decision  remains  with  the  individual 
broadcaster. 

Only  a  small  portion  of  the  public  knows  the 

NARTB  Tv  Code  contains  "punitive  procedures 
which  may,  at  the  discretion  of  an  executive 
board  which  meets  in  complete  secrecy,  be 
taken  against  any  broadcaster  who  does  not 

conform  to  the  views  of  the  board,"  NAFBRAT 
claims.  This  is  cited  as  one  of  the  major  rea- 

sons NAFBRAT  "strongly  recommends  that 
the  punitive  or  retaliatory  provisions  (such  as 
the  threat  of  revocation  of  the  right  to  use  the 

so-called  'Seal  of  Good  Practice')  be  abolished 
by  the  NARTB,  and  that  the  code,  if  it  is  to 
be  retained,  be  basically  revised  into  a  legal 

and  possibly  valuable  statement  of  'recom- 

mended standards'." Then  NAFBRAT  notes  that  criticism  has 
been  leveled  at  the  code  and  at  the  failure  of 

its  administrators  "to  take  action  against  the 

literally  thousands  of  reported  violations  of  the 

provisions  and  principles  expressed  in  the  code." 
Adding  that  "even  the  industry  press  has  been 
frank  to  admit  that  the  code  is  unenforced," 
NAFBRAT  continues,  "There  is  no  record 
which  has  come  to  our  attention  of  even  one 
single  instance  in  which  a  broadcaster  has  been 
disciplined  by  the  NARTB  for  failure  to  com- 

ply with  its  Tv  Code  standards." 
NAFBRAT  doesn't  complain  about  lack  of 

enforcement,  which  it  feels  would  be  "illegal 
censorship  over  a  public  medium  of  communi- 

cation," but  contends  "the  fact  that  is  is  not 
enforced"  shows  the  "almost  100%  ineffective- 

ness of  self-inflicted  censorship  by  a  trade  group 
which  has  assumed  censorship  powers  which 

this  group  has  no  right  to  possess."  These 
powers  are  explicitly  denied  to  FCC,  NAFBRAT 
notes. 

Explaining  it  is  in  full  accord  with  the  code's 
programming  principles,  NAFBRAT  urges 
NARTB  to  abolish  the  threat  of  reprisal  by 

dropping  all  code  enforcement  provisions.  It 

feels  the  NARTB  "censorship  board"  through 
its  mandatory  secrecy  clause,  can  discriminate 

against  any  station,  against  business  competi- 
tors, or  against  isolated  stations  or  producers 

and  can  stifle  public  criticism  of  program  con- tent. 

NAFBRAT  wonders  if  broadcasters  "are 

getting  the  full  story"  from  NARTB's  Tv  In- formation Committee. 

RAB  Signs  11  New  Members 

RADIO  ADVERTISING  BUREAU  has  added 
1 1  new  members,  according  to  Arch  Madsen, 

RAB's  director  of  station  service.  Included  in 
the  new  members  is  one  station  representative, 
Radio  Television  Representatives,  and  WIRL 
Peoria,  111.;  WADS  Ansonia,  Conn.;  WMSC 
Columbia,  S.  C;  KOOS  Coos  Bay,  Ore.;  KVAN 
Portland,  Ore.;  WFTC  Kinston,  N.  C;  KSWI 
Council  Bluffs,  Iowa;  WDWS  Champaign,  111.; 
WAAB  Worcester,  Mass.,  and  KTIX  Seattle. 

NEW  board  of  directors  of  Assn.  of  Maximum  Service  Telecasters  met  following  formal 

organization  meeting  of  the  full-power  tv  station  trade  group  in  Chicago  Aug.  10  [AT 
DEADLINE,  Aug.  13].  L  to  r:  Seated  (officers),  Ken  Carter,  WAAM  (TV)  Baltimore,  second 

vice  president;  Jack  Harris,  KPRC-TV  Houston,  president;  Charles  H.  Crutchfield,  WBTV 
(TV)  Charlotte,  N.  C,  first  vice  president;  Harold  Gross,  WJIM-TV  Lansing,  Mich., 
secretary-treasurer;  standing,  P.  A.  (Buddy)  Sugg,  WKY-TV  Oklahoma  City,  Okla.;  John 
H.  DeWitt,  WSM-TV  Nashville,  Tenn.;  Howard  Lane,  KOIN-TV  Portland,  Ore.;  John  S. 

Hayes,  WTOP-TV  Washington,  D.  C;  Harold  C.  Stuart,  KVOO-TV  Tulsa,  Okla.;  Harold 
V.  Hough,  WBAP-TV  Fort  Worth,  Tex.;  Payson  Hall,  WOW-TV  Omaha,  Neb.;  Messrs. 
Sugg,  DeWitt,  Hayes  and  Hough  are  members  of  executive  committee.  Board  members 

absent  when  the  picture  was  taken  included  Robert  D.  Swezey,  WDSU-TV  New  Orleans; 
David  Baltimore,  WBRE-TV  Wilkes-Barre,  Pa.;  Don  Davis,  KMBC-TV  Kansas  City,  and 

Joe  Bernard,  WGR-TV  Buffalo. 
Broadcasting Telecasting 



RAB  Details  Agenda 

Of  Forthcoming  Clinic 

THE  "story  behind  the  story"  of  three  of  ra- 
dio's top  advertising  campaigns  of  1955-56  will 

be  unfolded  Oct.  29-30  during  the  second  an- 
nual, two-day  National  Radio  Advertising 

Clinic.  The  meeting,  sponsored  by  Radio  Ad- 
vertising Bureau,  is  scheduled  to  be  held  in 

New  York's  Waldorf  Astoria  Hotel  and  will 
feature  prominent  broadcasters  and  radio  adver- 

tisers. Among  them,  RAB  President  Kevin 
Sweeney  announced  last  week,  will  be: 

•  James  Cobb,  advertising  manager  of  Amer- 
ican Airlines,  who  will  tell  RAB  members  how 

his  company,  through  its  Music  Through  the 

Night  series  on  various  CBS  radio  owned-and- 
operated  stations,  manages  to  blanket  major 
metropolitan  cities  with  the  good  word  about 
American  Airlines. 

•  Irvin  Swartzberg,  president  of  Realemon- 
Puritan  Co.,  who  will  explain  why  the  bottled 

citrus  fruit  firm  prefers  to  use  radio  personali- 

ties on  such  programs  as  ABC  Radio's  Break- 
fast Club,  NBC  Radio's  People  Are  Funny  and 

CBS  Radio's  Robert  Q.  Lewis  Show. 
•  Robert  Breckenridge,  brand  advertising 

manager,  Lever  Bros.'  Pepsodent  Div.,  who  will 
provide  the  answer  to  those  who  still  "wonder 
where  the  yellow  went,"  by  explaining  how 
Pepsodent's  fantastic  sales  jump  (10%  in  four 
weeks)  brightened  the  smiles  at  Lever  House 
[B»T,  Aug.  13]. 

In  announcing  the  speakers,  Mr.  Sweeney 
said  that  the  new  techniques  of  radio  adver- 

tising are  "of  intense  interest  to  advertisers  and 
agencies."  This  was  reflected,  Mr.  Sweeney  de- 

clared, by  the  vast  number  of  reservations  that 
could  not  be  filled  for  the  upcoming  October 

meeting.  Other  program  events  scheduled  in- 
clude panels  on  radio  copy,  marketing  tech- 

niques, and  new  research  projects. 

NARTB  Adds  142  Stations 

In  Period  of  Four  Months 

NARTB  membership  reached  a  record  total  of 

1,334  radio  and  310  tv  stations  last  week,  ac- 
cording to  Jack  L.  Barton,  station  relations 

manager.  Since  the  start  of  last  April's  NARTB 
convention,  123  radio  and  19  tv  members  have 
joined  plus  16  new  subscribers  to  the  Tv  Code. 
All  radio  and  tv  networks  are  members. 

New  radio  station  members  are: 

WKLO  Louisville;  WING  Dayton,  Ohio; 
WCOL  Columbus,  Ohio;  WIZE  Springfield, 
Ohio;  WPEN  Philadelphia;  KSDA  Redding, 

Calif.;  WBLE  Batesville,  Miss.;  WEAR  Pensa- 
cola,  Fla.;  WVET  Rochester,  N.  Y.;  WCDL 
Carbondale,  Pa.;  KVSM  San  Mateo,  Calif.; 
WTCR  Ashland,  Ky.;  WDHF  (FM)  Chicago; 
KCFM  (FM)  St.  Louis;  WJMR  New  Orleans; 
WRCM  (FM)  New  Orleans;  KNDY  Marysville, 
Kan.;  WHRV  Ann  Arbor,  Mich.;  KWGB 
Goodland,  Kan.;  KCBH  (FM)  Beverly  Hills, 

Calif.;  WFMR  (FM)  Milwaukee;  KLMR  La- 
mar, Colo.;  WQOK  Greenville,  S.  C;  KLMS 

Lincoln,  Neb.;  WFMS  (FM)  Indianapolis; 
KCVR  Caruthersville,  Mo. 

KNUJ  New  Ulm,  Minn.;  WROK,  WROK- 
FM  Rock  Island,  111.;  KTOP  Topeka,  Kan.; 
KFMJ  Tulsa,  Okla.;  WDIX  Orangeburg,  S.  C; 

WDME  (FM)  Toledo,  Ohio;  WNOS,  WNOS- 
FM  High  Point,  N.  C;  KRLW  Walnut  Ridge, 
Ark.;  KHIL  Ft.  Lupton,  Colo.;  KBLO  Hot 
Springs,  Ark.;  KBOK  Malvern,  Ark.;  WJCO 
Seymour,  Ind.;  KLFT  Golden  Meadows,  La.; 

in  Houston 
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K-NUZ  is  the  Leader — Yet  the  rates  are 

Low,  Low,  Low!  Join  the  Rush 

Choice  Avails. 

In  Houston  the  swing  is  to  RADIO  .  .  . 

and  Radio  in  Houston  is  .  .  . 

HOUSTON'S    24  HOUR 

National  Reps.:  FORJOE  &  CO. — 
New  York  •  Chicago  •  Los  Angeles  • 
San  Francisco      •      New  Orleans      •  Seattle 

IN  HOUSTON,  CALL  DAVE 

MUSIC    AND  NEWS 

Southern  Reps.: 

CLARKE  BROWN  CO.— 
Dallas      •       New  Orleans      •  Atlanta 

MORRIS,  JAckson  3-2581 
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WIMA  Lima,  Ohio;  WHHH  Warren,  Ohio; 
WATG,  WATG-FM  Ashland,  Ohio;  KSTB 
Breckenridge,  Tex.;  WTTS  Bloomington,  Ind.; 
KRGV  Weslaco,  Tex.;  KIFN  Phoenix;  KEED 
Springfield,  Ore.;  KSDO  San  Diego,  Calif.; 
KGB  San  Diego,  Calif.;  WSBA  York,  Pa.; 
WPAM  Pottsville,  Pa.;  WMNA  Gretna,  Va.; 
KOCS,  KEDO  (FM)  Ontario,  Calif.;  WNRC, 
WNRC-FM  New  Rochelle,  N.  Y.;  KANN  Sin- 
ton,  Tex.;  KMHT  Marshall,  Tex.;  WGSM 
Huntington,  N.  Y.;  KTKR  Taft,  Calif.;  KCOK 
Tulare,  Calif.;  KRCT  Baytown,  Tex.;  WRUN 
WRUN-FM  Utica,  N.  Y.;  KRBA  Lufkin,  Tex.; 
KBOX  Modesta,  Calif.;  KDOK  Tyler,  Tex.; 
KHUB  Watsonville,  Calif.;  WSRW  Hillsboro, 
Ohio. 
WBMD  Baltimore;  KSST  Sulphur  Springs, 

Tex.;  WHHM  Memphis;  WAGC  Chattanooga, 

Tenn.;  WHDM  McKenzie,  Tenn.;  KOLY  Mo- 

bridge,  S.  D.;  KLEX  Lexington,  Mo.;  KNOK 
Ft.  Worth;  KERC  Eastland,  Tex.;  KLAD  Kla- 

math Falls,  Ore.;  KPLK  Dallas,  Ore.;  KGAY 
Salem,  Ore.;  KYES  Roseburg,  Ore.;  KNPT 
Newport,  Ore.;  KCMR  McCamey,  Tex.; 
KVKM  Monahans,  Tex.;  KERB  Kermit,  Tex.; 
KHEM  Big  Springs,  Tex.;  KITI  Chehalis, 
Wash.;  KGY  Olympia,  Wash.;  WTRA  Latrobe, 

Pa.;  KQUE  Albuquerque;  KRSN,  KRSN-FM 
Los  Alamos,  N.  M.;  KCHA  Charles  City, 
Iowa;  WPME  Punxsutawney,  Pa.;  WFST  Cari- 

bou, Me.;  WNYC,  WNYC-FM  New  York; 
KPOK  Scottsdale,  Ariz.;  WIVV  Vieques,  P.  R.; 
KRTR  Thermopolis,  Wyo.;  WBIA  Augusta, 
Ga.;  WDHF-FM  Chicago;  KBMN  Bozeman, 
Mont. 
KALV  Alva,  Okla.;  KBGF  Great  Falls, 

Mont.;  KFGT  Fremont,  Neb.;  KTRF  Thief 
River  Falls,  Minn.;  KROX  Crookston,  Minn.; 

KASM  Albany,  Minn.;  KDLM  Detroit  Lakes, 
Minn.;  WCHB  Detroit;  WERD  Atlanta,  Ga.; 
WSKI  Montpelier,  Vt;  KAIR  Tucson,  Ariz.; 
WHVF  Wausau,  Wis.;  KWFC  Hot  Springs 
National  Park,  Ark.;  KBTK  Missoula,  Mont.; 
WKMC  Roaring  Springs,  Pa.;  WDUZ  Green 

Bay,  Wis. New  television  stations  members  are: 

KLTV  (TV)  Tyler,  Tex.;  WJBF  (TV)  Au- 
gusta, Ga.;  KTVR  (TV)  Denver;  WISC-TV 

Madison,  Wis.;  KHAD-TV  Laredo,  Tex.; 
WINK-TV  Fort  Myers,  Fla.;  KWGB-TV  Good- 
land,  Kan.;  WTLC-TV  Canton,  Ohio;  WTHI- 
TV  Terre  Haute,  Ind.;  KOTA-TV  Rapid  City, 
S.  D.;  KRIS-TV  Corpus  Christi,  Tex.;  KTXL- 
TV  San  Angelo,  Tex.;  KDIX-TV  Dickinson, 
N.  D.;  WGN-TV  Chicago;  KLEW-TV  Lewis- 
ton,  Idaho;  KEPR-TV  Pasco,  Wash.;  WCYB- 
TV  Bristol,  Va.;  WTVT  (TV)  Tampa,  Fla.; 
WRAL-TV  Raleigh,  N.  C. 

Engineering,  Publicity  Firms 

Named  to  Aid  in  CBA  Drive 

RETENTION  of  an  engineering  firm  and  ad- 
vertising-public relations  company  in  a  two- 

ply  drive  to  secure  a  power  boost  for  all  Class 
IV  (100-250  w)  stations  and  to  augment  its 
station  membership  was  announced  last  week 

by  Community  Broadcasters  Assn.  Inc.,  Wash- 
ington. 
CBA  reported  that  it  has  named  Kear  & 

Kennedy,  Washington,  for  engineering,  and 

the  firm  of  Bywords,  also  Washington,  to  han- 
dle publicity.  CBA  said  that  Kear  &  Kennedy 

will  immediately  undertake  an  engineering 

study — for  fall  presentation  to  the  FCC — sup- 
porting the  CBA  contention  that  all  Class  IV 

stations  can  be  increased  to  1  kw  without  ad- 
jacent channel  interference. 

Complete  returns  from  a  CBA  post-card 
survey  of  some  900-plus  Class  IV  stations 
(about  700  replies)  revealed  that  633  favored 
the  proposal  to  increase  to  1-kw  power  with 
less  than  a  score  expressing  definite  opposi- 

tion. A  statement  outlining  the  position  of  CBA 
and  the  633  stations  has  been  submitted  to  the 
House  and  Senate  Small  Business  committees 

and  CBA  representatives  will  appear  before 
both  bodies,  the  association  said. 
CBA  is  headed  by  F.  E.  Lackey,  president, 

WHOP  Hopkinsville,  Ky.  Other  officers  are 
Robert  T.  Mason,  WMRN  Marion,  Ohio,  vice 
president;  and  John  P.  Henzel,  WHDL  Olean, 

N.  Y.,  secretary-treasurer.  Howard  J.  Schel- 

lenberg  Jr.,  O'Laughlin  &  Schellenberg,  Wash- 
ington, is  CBA  general  counsel. 

AAAA  Committee  Named 

PLANNING  committee  members  for  the  1956 
eastern  annual  conference  of  the  American 

Assn.  of  Advertising  Agencies  were  named  last 
week  by  Lennen  &  Newell  President  Adolph 
J.  Toigo. 

Chairman  of  the  committee  for  the  Nov. 

27-28  meeting  at  the  Roosevelt  Hotel  in  New 
York  is  James  J.  McCaffrey  Jr.  of  Ogilvy, 
Benson  &  Mather,  and  an  AAAA  broadcast 
media  committee  member. 

Other  planning  committee  members  include 
Leo  Bogart,  McCann-Erickson,  New  York; 
Melvin  Grover,  Wilson,  Haight,  Welch  & 
Grover  Inc.,  Hartford;  Barclay  Hallowell, 

Aitkin-Kynett  Co.,  Philadelphia;  Albert  Sidney 
Noble,  head  of  the  New  York  agency  bearing 

his  name;  Arthur  Porter,  J.  Walter  Thompson 
Co.,  New  York,  and  Gordon  Vanderwarker, 
Needham,  Louis  &  Brorby,  New  York. 

AT  ANY  TIME  OF  DAY 

CHANNEL  lO  GETS  THE 

BIGGEST  ROCHESTER 

AUDIENCES! 

moRninGS..;- 

63.4% 
AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 
LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR.  1956) 

AfTERnoons. ■  ■ 

r8^ 

54.6% 
AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 
LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR.  1956) 

EVEDMGS . 

52.0% 
AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 
LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR.  1956) 

WRITE  US  TODAY  FOR 
CHOICEST  AVAILABILITIES 
IN  ROCHESTER! 

CHANNEL  10 

V  H  F 

12  5,0  00  WATTS 

OPERATED  SHARE  TIME  BT 
WHECTV     AND  WVET-TV 

CIS     BASIC       •        ABC  AFFILIATE 

ROCHESTER,  N.Y. 

EVERETT-McKINNEY,  INC.  •  NATIONAL  REPRESENTATIVES  •  THE  BOLLING  CO.,  INC. 
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NARTB  Plans  Promotion  Kit 

For  National  Television  Week 

NARTB  is  preparing  a  promotion  kit  for  use 
by  all  tv  stations  in  connection  with  National 
Television  Week,  to  be  observed  Sept.  23-29. 
The  kit  will  include  news  releases,  suggested 

proclamation  by  mayors,  tie-in  ideas  for  use 
within  local  live  programs,  slide  and  opaque 

symbols  and  a  consumer  handbook,  "How  to 
Use  Television,"  for  distribution  during  the 
week.  It  will  be  the  first  national  week  on 
behalf  of  the  tv  medium. 

Television  Bureau  of  Advertising  will  pro- 
vide another  kit  for  station  sales  departments. 

Radio-Electronics-Tv  Mfrs.  Assn.  is  supplying 
kits  to  distributors  and  dealers,  including  sto- 

ries on  color  tv,  portable  sets,  remote  tuning, 
styling,  programming,  display  materials  and 
other  promotion  aids.  National  Appliance 
Radio-Tv  Dealers  Assn.  will  coordinate  pro- 

motion at  the  local  level,  with  committees  of 
telecasters,  dealers  and  public  utilities  joining 
in  activities. 

Police  Say  Conelrad  Obsolete, 

Ask  for  Commercial  Uhf  Only 

CONELRAD  was  declared  obsolete  in  a  reso- 
lution adopted  by  the  Assoc.  Police  Commu- 

nication Officers  Inc.  at  its  22d  annual  meeting 

in  Los  Angeles  Aug.  2-5  while  another  resolu- 
tion called  for  switch  of  all  tv  to  uhf  to  free 

needed  channels  for  public  service  and  mobile 
communication  stations.  FCC  Comr.  Rosel  H. 
Hyde  attended  the  meeting. 
The  400  delegates  from  the  U.  S.,  Canada, 

Mexico  and  Japan  protested  a  modification  of 
Conelrad  rules,  effective  Jan.  2,  which  virtually 

forbid  all  broadcasting  by  police  and  fire  sta- 
tions during  an  impending  attack.  The  reso- 

lution pointed  out  that  aircraft  and  guided 
missiles  no  longer  need  such  guides  but  now 
have  more  effective  means  of  locating  a  target. 

Still  another  resolution  called  upon  FCC  to 
reconstitute  the  World  War  II  Radio  Technical 

Planning  Board  for  review  and  a  new  evalua- 
tion of  the  spectrum  needs  of  all  services  in 

an  effort  to  achieve  higher  allocation  efficiency. 
The  organization  felt  television  would  function 
better  technically  in  uhf  and  that  more  stations 
in  a  market  would  become  competitively  feasi- 

ble. The  change  to  all-uhf  would  be  made 
over  a  period  of  years,  it  was  noted. 

RETMA  Names  Policy  Group 

For  Report  on  Allocations 

A  SPECIAL  Committee  on  Frequency  Alloca- 
tions has  been  re-established  by  Radio-Elec- 

tronic-Tv  Mfrs.  Assn.  to  develop  policy  in  con- 

nection with  FCC's  upcoming  tv  frequency 
study  [B«T,  Aug.  13]  and  recommendations  of 
the  Senate  Interstate  &  Foreign  Commerce 
Committee. 

The  special  RETMA  group  is  headed  by  Dr. 
W.  R.  G.  Baker,  vice  president  of  General 
Electric  Co.  and  RETMA  president.  The  com- 

mittee will  report  to  the  RETMA  board,  prob- 
ably in  September,  recommending  both  policy 

and  action  by  the  association  on  a  proposed 
crash  research  program.  FCC  is  expected  to 
meet  with  industry  groups  in  a  few  weeks. 

With  Dr.  Baker  on  the  special  committee 
are  E.  C.  Anderson,  RCA;  Max  F.  Balcom, 
Sylvania  Electric  Products  Inc.;  H.  C.  Bon- 
fig,  CBS  Columbia;  Allen  B.  DuMont  Labs; 
Paul  V.  Galvin,  Motorola  Inc.;  Larry  F.  Hardy, 
Philco  Corp.;  H.  Leslie  Hoffman,  Hoffman 
Electronics  Corp.;  L.  C.  Truesdell.  Zenith  Ra- 

dio Corp. 

NARTB  Committees  Named 

TWO  committees  of  NARTB  for  the  1956-57 
fiscal  year  were  named  Wednesday  by  Presi- 

dent Harold  E.  Fellows.    They  follow: 
Radio  Transmission  Tariffs  Committee — 

Earl  M.  Johnson,  WCAW  Charleston,  W.  Va., 
chairman;  Joseph  M.  Boland,  WSBT  South 
Bend,  Ind.;  Gene  L.  Cagle,  KFJZ  Wort  Worth: 
George  C.  Hatch,  KALL  Salt  Lake  City;  Fred 
A.  Knorr,  WKMH  Dearborn,  Mich. 

Radio  standards  of  Practice  Implementation 
Committee — Worth  Kramer,  WJR  Detroit, 
chairman;  Carleton  Brown,  WTVL  Waterville, 
Me.;  Cliff  Gill.  KBIG  Hollywood;  Walter  E. 

Wagstaff,  KIDO  Boise,  Idaho.  The  commit- 
tee will  meet  Aug.  23  at  NARTB  Washington 

headquarters. 

NARTB  Revising  Handbook 

NEW  EDITION  of  the  NARTB  Engineering 

Handbook  is  being  prepared  under  the  direc- 
tion of  Raymond  F.  Guy,  NBC,  chairman  of 

the  NARTB  Engineering  Advisory  Committee, 

and  A.  Prose  Walker,  the  association's  engineer- 
ing manager. 

New  material  will  be  included  in  the  up- 
coming edition,  supplementing  the  basic  articles 

and  data  in  past  editions.  Station  engineers, 
manufacturers  and  consulting  engineers  are 
being  contacted  for  original  material.  Topics 
will  include  towers,  fm  multiplex,  remote  con- 

trol. Conelrad,  uhf  and  color  tv  microwave 
systems.  Engineers  desiring  to  contribute 
original  material  will  offer  their  suggestions  to 
Mr.  Walker. 

WOC-TV 

Proved  by  648,330  Pieces  of 

Program  Mail  received  by  this 

Station  During  6  full 

Years  of  Telecasting  .  .  . 

WISCONSIN 
IOWA 

TOP  FIGURE  each  county  -  Number  Pieces  ol  PROGRAM  Mail  Received  during  1955  . 

2nd  FIGURE  each  county  -  Number  of  Pieces  of  PROGRAM  Mail  per  1.000  Homes. 

This  fabulous  response  .  .  . 
91'i  of  it  to  local  live  tele- 

casts .  .  .  began  in  1950.  That 
year  .  .  .  WOC-TV  s  first  full 

year  on  the  air  .  .  .  33,845 
pieces  of  program  mail  were 

received;  this  mail  came  from  23 
wa- Illinois  counties  —  237 

cities  and  towns. 
By  195  5,  this  response  jumped 
to  149,215  pieces  of  program 

mail  received  during  a  12-month 
period;  it  came  from  39  Iowa- 
Illinois  counties  —  513  cities 
and  towns  in  these  counties. 

Accompanying  map  shows 
breakdown  of  this  1955  program 

mail,  proving  WOC-TV's  "Good Picture"  area. 
WOC-TV  Viewers  are 

responsive.  They  respond  to 
WOC-TV  telecasts  by  mail. 

More  important,  they  respond 
to  advertising  on  WOC-TV  by 

purchases  at  retail  outlets. We  have  a  million  success 
stories  to  prove  it  (well, 

almost  a  million).  Let  your 
nearest  Peters,  Griffin, 

Woodward  representative  give 
you  the  facts.  Or  call  us  direct. 

WOC-TV  39-COUNTY  COVERAGE 

Population  ■ 
Families  • Retail  Sates  • 

Effective  buying  Income  * 

Source  • Number  TV  Homes 
Source 

DATA  - 1,568,500 
484,800 
$1,926,588,000 
52,582,388,000 
1956  Survey  of  Buying  Income 
(Sales  Management) 

317,902 Advertising  Research 
Foundation 

WOC-TV  Owned  and  Operated  by  Central  Broadcasting  Co. 
Davenport,  Iowa 

The  Quint-Cities  Sta- 
tion —  Davenport 

and  Bettendorf  in 
Iowa;  Rock  Island, 
Moline  and  East  Mo- line    in  Illinois. 

1 

WOC  TV 

Channel  6 'Maximum  Power  •  Basic  NBC 

Col.  B.  J.  Palmer,  President Ernest  C.  Sanders,  Res.  Mgr. 
Mark  Wodlinger  Res.  Sales Manager 

PETERS.  GRIFFIN, 
WOODWARD.  INC. 

EXCLUSIVE  NATIONAL 
REPRESENTATIVE 
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WHLI 

THE  VOICE  OF  LONG  ISLAND" 

TRADE  ASSNS. 

SELLS 

BIG 

INDEPENDENT  MARKET 

NASSAU  COUNTY 

Sales  Management  figures  for  May 

1956  show  that  WHLI's  Long  Island 
is  one  of  the  fastest  growing,  boom- 

ing markets  in  the  country. 

43%  POPULATION  INCREASE 

since  '52 
3rd  U.  S.  COUNTY  in  BUYING 

INCOME  per  family 

9th  U.  S.  COUNTY  in  RETAIL 
FOOD  STORE  SALES 

GIVES 

BIG 

BONUS  COVERAGE 

Nassau,  parts  of  Queens,  Suffolk 
and  Brooklyn. 

POPULATION   2,903,765 

NET  INCOME  $6,132,673,150 

RETAIL  SALES  $3,268,444,450 

DELIVERS 

BIGGEST  DAYTIME  AUDIENCE 

in  the 

MAJOR  LONG  ISLAND  MARKET 

According  to  the  most  recent  Pulse 

Survey...  one  station  ..  .WHLI  has  a 

larger  daytime  audience  in  this 

market  than  any  other  station! 

AM  1100 

FM  98.3 WHLI 

HEMPSTEAD 
LONG  ISLAND,  N.  Y. 

PAUL  GODOFSKY,  PRES    AND  GEN.  MGR. 
JOSEPH  A.  LENN,  EXEC.  V.  P.  SALES 

Represented  by  Gill-Perna 

The  Art  of  Radio 

HOW  DO  you  picture  sound? 

According  to  Radio  Advertising  Bu- 
reau, you  do  it  by  painting  it — either  in 

oil  or  watercolor — then  hanging  it  up  for 

everyone  to  see.  That's  exactly  what  RAB had  in  mind  when  it  commissioned  20 

prominent  American  artists  to  "translate 
radio's  impact  into  visual  terms."  The 
final  products  will  be  placed  on  exhibit 

this  fall  in  New  York  during  RAB's  an- 
nual two-day  radio  advertising  clinic. 

Visitors  may  purchase  the  paintings  after 
a  jury  of  art  critics  and  broadcasters  have 
picked  the  top  three  entries. 

In  discussing  RAB's  forthcoming  "arti- 
ness,"  President  Kevin  B.  Sweeney  said 
"we  felt  radio  merited  an  'art'  as  much  as 
the  steel  industry  or  the  automobile  in- 

dustry and  we  decided  to  help  create  it." 

RAB  to  Step  Up  Recruiting 

By  New  Brochure  on  Services 

RADIO  Advertising  Bureau  soon  will  step  up 

its  recruiting  program  with  a  new  brochure  di- 

rected at  non-member  stations  titled  "Here's What  You  Get  When  Your  Station  Belongs  to 

RAB,"  it  has  been  announced  by  Station 
Services  Director  Arch  Madsen. 

The  booklet,  designed  to  be  read  "in  two 
minutes,"  will  outline  the  variety  of  ways  in 
which  RAB  can  boost  radio  sales  power.  Mr. 

Madsen  explained  RAB's  purpose  in  publish- 

ing the  brochure  by  saying  that  "most  station owners  and  managers  do  not  realize  the  wide 
scope  of  RAB  services  available  to  individual 

stations  as  well  as  the  industry." 
As  RAB  members,  Mr.  Madsen  noted,  sta- 

tions throughout  the  year  receive  dozens  of 
printed  presentations  aimed  directly  at  local 
advertisers;  a  complete  backlog  of  RAB  sales 

tools,  "developed  at  a  cost  of  over  $2  million"; 
the  full  use  of  RAB  research  and  library  ma- 

terial; testing  results  and  the  benefit  of  at  least 

two  yearly  "shirt-sleeves  sales  clinics"  for  sta- 
tion salesmen  and  the  in-person  sales  presen- 

tations to  national,  regional  or  local  adver- 
tisers by  RAB  itself. 

Plan  Radio  Pioneers  Chapter 

A  CHARTER  to  set  up  a  Philadelphia  chapter 
of  Radio  Pioneers  has  been  issued  to  E.  H. 
Felix  of  RCA  Defense  Electronic  Products, 
Camden,  N.  J.  Nearly  100  Radio  Pioneers 
have  been  contacted  within  a  50-mile  radius 
of  Philadelphia. 

A  temporary  organizing  committee  includes 
Mr.  Felix;  Philadelphia  broadcasters  John  G. 
Leitch,  WCAU;  Kenneth  Stowman,  WFIL; 
Lloyd  Yoder,  WRCV;  Benedict  Gimbel,  WIP; 
Blayne  Butcher  of  Al  Paul  Lefton  agency,  and 
A.  R.  Hopkins  of  RCA,  Camden,  N.  J. 

TRADE  ASSOCIATION  PEOPLE 

Al  Scalpone,  vice  president  in  charge  of  net- 
work programs,  CBS-TV,  named  chairman  of 

awards  structure  committee  of  L.  A.  chapter, 

Academy  of  Television  Arts  &  Sciences. 
Danny  Thomas,  ABC-TV  personality,  appoint- 

ed chairman  of  west  coast  membership  com- 
mittee. 

Fran  Harris,  WWJ-AM-FM-TV  Detroit  per- 
sonality, elected  president  of  Detroit  chapter, 

American  Women  in  Radio  &  Television. 

 PERSONNEL  RELATIONS  — 

Screen  Extras  Guild  O.K.s 

Collective  Bargaining  Pact 

BY  overwhelming  majorities,  the  membership 
of  the  Screen  Extras  Guild  has  (1)  approved  a 
new  collective  bargaining  contract  with  the 
Assn.  of  Motion  Picture  Producers  and  the 
Alliance  of  Television  Film  Producers,  (2) 

voted  to  join  the  film  industry's  pension  plan 
and  (3)  given  tentative  approval  to  a  health  and 
welfare  program. 

Results  of  a  secret  mail  referendum  con- 

ducted by  certified  public  accountants  were  an- 
nounced Wednesday  night  by  Richard  H, 

Gordon,  SEG  president,  and  H.  O'Neil  Shanks, executive  secretary,  in  Hollywood. 
The  new  contract,  raising  all  basic  wage 

classifications  $2  per  day,  retroactive  to  Jan.  2, 
1956,  and  providing  other  improvements  in 
working  conditions,  was  approved  by  a  vote 

of  1,883  to  80. 
On  the  question  of  whether  SEG  should 

submit  to  membership  vote  a  detailed  health 
and  welfare  plan  costing  six  cents  per  houi 

presently  incorporated  in  extras'  pay  checks 
the  vote  was  1,769  "yes"  and  113  "No" Pending  final  determination  on  this  question 
the  one  cent  per  hour  health  and  welfare  al 
lowance  won  in  the  recent  negotiations  makes 

the  extras'  current  wage  increase  $2.08  pel 
eight-hour  day,  SEG  said. 

On  the  issue  of  whether  SEG  should  joir 
the  Motion  Picture  Industry  Pension  Plan 
with  the  producers  to  pay  48  cents  and  the 
extras  32  cents  for  each  straight  time  day,  the 

vote  was  1,748  "yes"  and  204  "no".  The extras  will  become  a  part  of  the  pension  plai 
Sept.  12.  The  contract  provides  for  an  addi 
tional  increase  of  2l/z%  in  minimum  wage 
scales  to  take  effect  automatically  on  Jan.  30 
1958,  with  the  contract  to  run  to  April  1 1959. 

Faulk  Scores  Points 

In  AWARE  Libel  Suit 

JOHN  HENRY  FAULK,  WCBS  New  Yorl 
humorist,  last  week  could  claim  the  first  rounc 
in  his  libel  suit  against  AWARE  Inc.  and  twe 
other  defendants,  believed  to  be  the  first  cour 

action  against  alleged  "blacklisting"  practices  ir radio-tv  [B«T,  June  25]. 

The  New  York  Supreme  Court  upheld  Mr 
Faulk  in  his  contention  that  he  had  been  de 
famed  and  libeled  by  an  article  linking  hin 
with  communistic  activities — if  the  contents  o: 
the  article  are  untrue  as  Mr.  Fauk  charges.  Th( 

court  thereby  over-ruled  a  defense  contentioi 

that  Mr.  Faulk's  charge  of  libel  was  "insuffi 
cient"  as  a  cause  of  action. 

It  also  agreed  with  Mr.  Faulk  that  two  othei 
defenses  offered  by  the  defendants — that  o: 
"truth"  or  "justification,"  and  that  of  "fail 
comment" — were  inadequate. 

The  court  did  hold,  however,  that  the  "sec 
ond  cause  of  action"  cited  in  Mr.  Faulk's  com 
plaint — that  the  defendants  had  damaged  hin 
by  conspiring  to  injure  him  and  by  publishinj 

defamatory  matter — lacked  "the  necessari 
definiteness  and  particularity." Mr.  Faulk  was  allowed  additional  time  t( 

amend  his  "second  cause  of  action,"  and  th< 
defendants  were  given  additional  time  in  whicl 
to  amend  their  answer  to  his  complaint. 

Mr.  Faulk  is  second  vice  president  of  th< 
New  York  Local  of  American  Federation  o 
Television  &  Radio  Artists. 

Defendants  along  with  AWARE  are  Vincen 
Hartnett,  writer,  lecturer,  and  talent  consul 
tant,  and  Laurence  A.  Johnson,  former  Syracus( 
supermarket  operator.  Both  are  members  o 
AWARE. 
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—  PROFESSIONAL  SERVICES  — 

Zugsmith  Gets  $75,000  Fee 

ARIZONA  Supreme  Court  has  held  that  John 

C.  Mullins,  former  principal  owner  of  KPHO- 
AM-TV  Phoenix,  Ariz.,  owes  Albert  Zugsmith, 
station  and  newspaper  broker,  $75,000  for 

"finding"  a  purchaser  for  the  KPHO  stations. 
The  Phoenix  radio-tv  properties  were  sold  in 

1952  to  Meredith  Publishing  Co.  for  $1.5  mil- 
lion. Although  a  jury  found  for  Mr.  Zugsmith, 

a  lower  court  judge  overruled  the  jury  verdict 
and  decided  in  favor  of  Mr.  Mullins.  The 

Arizona  high  court's  decision  reinstituted  the 
jury  verdict  in  favor  of  Mr.  Zugsmith. 

PROFESSIONAL  SERVICE  PEOPLE 

Timothy  A.  O'Connor,  former  owner  of  Du- 
rango  (Colo.)  Herald-News  and  analyst,  May 
Business  Engineering  Co.  of  Chicago,  to  Chi- 

cago office  of  Allen  Kander  &  Co.,  radio-tv 
and  newspaper  broker. 

William  I.  Flanagan,  formerly  press  secretary 
to  Democratic  candidate  Adlai  Stevenson  in 

1952  presidential  election,  now  group  super- 
visor at  Harshe-Rotman  Inc.,  Chicago,  elected 

vice  president  of  national  public  relations  firm. 

Robert  W.  Bergen,  formerly  business  editor  of 

L.  A.  Mirror-News,  appointed  manager  of  L.  A. 
office  of  Harshe-Rotman  Inc.,  public  relations 
firm.  Daniel  H.  Baer  promoted  to  assistant 
manager. 

Billy  Gould,  with  CBS  Radio  and  CBS-TV, 
Hollywood,  since  1939,  resigned  to  joined  E.  T. 
Somlyo  Agency  as  associate.  Somlyo  is  radio- 
tv  and  motion  picture  talent  management  firm. 

Gene  Ragle,  former  operations  director,  KBET- 
TV  Sacramento,  Calif.,  appointed  director  of 
radio  and  tv  for  Calif.  State  Fair  &  Exposi- 

tion, Sacramento. 

Joseph  P.  Richardson,  vice  president,  Needham 
&  Grohmann,  N.  Y.,  and  formerly  head  of  ad- 

vertising and  public  relations,  Statler  Hotels, 
to  Howard  F.  Dugan  Inc.,  N.  Y.,  hotel  con- 

sultant and  representative  firm,  as  vice  presi- 
dent. 

E.  J.  Ade,  public  relations  director,  National 
Fund  for  Medical  Education,  N.  Y.,  resigned 
to  set  up  his  own  advertising  and  public  rela- 

tions firm  after  Labor  Day. 

Al  Kingston,  former  merchandising  counselor 
to  tv  personalities,  to  Theatrical  Enterprises 
Inc.,  N.  Y.  Firm  manages  tv,  motion  picture 
and  legitimate  theatre  artists,  producers  and 
directors. 

Celeste  F.  Wessel,  Long  Island  representative 
for  N.  Y.  Herald  Tribune  Fresh  Air  Fund,  and 
former  NBC  writer,  to  Joseph  A.  Sutherland 
Inc.,  Garden  City,  N.  Y.,  public  relations  firm, 
as  account  executive. 

Milton  Golin,  head  of  radio-tv  desk  of  Chicago 
City  News  Bureau  for  past  10  years,  resigned 
to  join  American  Medical  Assn.  as  head  of 
AMA  new  publications  department. 

Leonard  G.  Wayne,  publicity  department,  Para- 
mount Pictures  Corp.,  N.  Y.,  to  Arthur  P. 

Jacobs  Co.,  N.  Y.  public  relations  firm. 

Lee  Salberg,  regional  manager  of  Wisconsin 
edition  of  Tv  Guide,  father  of  boy  born  July  30. 

NOW  . . .  ABOUT  THAT  LINE 

THEY'RE  HANDING  00T  .  .  . 

Me?  I'm  an  expert  on  "Lines".  And  I'll 
bet  you  Time  Buyers  have  heard  them  all,  too. 

In  Minneapolis-St.  Paul,  for  example, 

they're  handing  out  a  lot  of  wild  claims 
about  station  ratings.    But  in  spite  of  all 
the  claims  you  hear,  these  facts  remain 
indisputable. 

1 .  WLOL  is  the  No.  1  independent  station 

in  the  Twin  Cities.* 
(Leads  all  independents  and  3  network stations) 

2.  More  Twin  Cities  advertisers  buy  WLOL 

than  any  other  station. 

(The  sincerest  kind  of  flattery  by 
businessmen  who  are  on  the  scene  and 
who  know  the  score.) 

3.  WLOL  leads  all  stations  in  the  Twin 

Cities  in  out-of-home  listening. 

(Wherever  they  go,  you  are  there.) 

These  are  the  reasons  why  you  get  more 

homes  per  dollar  on  WLOL  than  any  station 
in  the  Twin  Cities  orbit. 

*  Latest  Pulse. 

MINNEAPOLIS-ST.  PAUL 

1330  on  the  dial — 5000  watts 

LARRY  BENTSON,  Pres. 

Wayne  "Red"  Williams,  Mgr. 

Joe  Floyd,  V/ee-Pres. 

represented  by  AM  RADIO  SALES 

PULSE  PROVES  IT 

No.  2  STATION  IN  THE  TWIN  CITIES 

No.  1  INDEPENDENT  STATION  IN  THE  NORTHWEST 
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GOVERNMENT 

CELLER  GROUP  MAILS  NEW  QUESTIONNAIRE 

XI* 

Se 

rving 
over 

',,oveJ!  «I  and  »V.e 

in  7  *ale*Cow«nW° 

NBC  and  CBS  get  queries  re- 

garding detailed  information 

on  agreements  between  tv 

networks  and  producers,  pack- 

agers, and  distributors  of  pro- 
grams since  Jan.  1,  1954. 

THE  House  Antitrust  Subcommittee,  headed 

by  Rep.  Emanuel  Celler  (D-N.Y.),  last  week 
continued  its  preparations  for  tv  hearings  to  be- 

gin in  September  in  New  York  by  sending  ad- 
ditional questionnaires  to  CBS  and  NBC. 

While  Chairman  Celler  was  attending  the 
Democratic  National  Convention  in  Chicago 

as  a  member  of  the  latter's  Resolutions  & 
Platform  Committee,  the  House  group's  staff 
mailed  out  letters  under  Rep.  Celler's  signature 
to  the  two  tv  networks  asking: 

•  Detailed  information  on  the  financial  re- 
lationships and  agreements  between  each  tv 

network  and  the  producers,  packagers  and  dis- 
tributors of  programs  which  have  appeared  on 

the  network  from  Jan.  1,  1954,  to  date. 

•  Data  on  discounts  granted  to  advertisers 
and  agencies  on  gross  time  charges  on  each  tv 
network  since  Jan.  1,  1955. 

Networks  already  have  been  asked  to  supply 
the  antitrust  group  with  all  affiliation  and  talent 
contracts  [B»T,  Aug.  13]  and  CBS  and  NBC 
earlier  were  asked  to  furnish  copies  of  all  com- 

munications with  the  FCC  since  1948  relating 
to  dealings  on  television.  Other  information 
has  been  asked  from  the  FCC  and  NARTB 

preparatory  to  opening  of  the  September  hear- 
ings. 

Subcommittee  spokesmen  still  maintained 
last  week  that  no  definite  date  has  been  set 

for  beginning  of  the  hearings  next  month,  but 
a  staff  member  earlier  had  indicated  the  ses- 

sions will  not  begin  until  mid-September  or 
thereafter.  They  are  expected  to  run  well  into 
October. 

Rep.  Celler's  letter  asked  each  network  to 
list  each  program  carried  since  Jan.  1,  1954, 
which  was  produced,  packaged  or  distributed 
by  a  person  or  organization  not  controlled  by 
or  affiliated  with  the  network,  together  with  the 
name  of  the  producer,  packager  or  distributor. 
The  subcommittee  wanted  to  know  whether  the 

network  had  any  "direct  or  indirect"  financial  in- 
terest or  re-run  rights  in  each  program  and,  if 

so,  wants  to  be  supplied  a  copy  of  the  agree- 
ment in  each  case,  together  with  all  communica- 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  8 

Miami,  Fla.,  ch.  10;  Seattle,  Wash.,  ch.  7; 
Jacksonville,  Fla.,  ch.  12;  Paducah,  Ky.,  ch. 
6;  Indianapolis,  Ind.,  ch.  13;  St.  Louis,  Mo., 
ch.  11;  Charlotte,  N.  C,  ch.  9:  Orlando,  Fla.. ch.  9. 

AWAITING  ORAL  ARGUMENT:  7 

Boston,  Mass.,  ch.  5:  McKeesport,  Pa. 
(Pittsburgh),  ch.  4;  Buffalo,  N.  Y.,  ch.  7; 
Biloxi,  Miss.,  ch.  13;  San  Francisco-Oak- land, Calif.,  ch.  2;  Pittsburgh,  Pa.,  ch.  11; 
Coos  Bay,  Ore.,  ch.  16. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  Ind.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,  Ohio,  ch.  11;  Onondaga-Parma, Mich.,  ch.  10. 

IN  HEARING:  3 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 3. 

tions,  verbal  and  otherwise,  between  the  tw 

parties. The  House  group  also  requested  a  list  of  a' producers,  packagers  or  distributors  with  whic 
the  network  has  had  any  agreement  since  Jar 
1,  1954,  to  receive  direct  or  indirect  financk 
interest  in  the  organization  named  or  in  an 
film  or  show  handled  or  produced  by  the  name 
firm,  together  with  copies  of  all  agreements  an 
all  verbal  and  written  correspondence  involvec 

In  asking  for  the  discount  data,  the  subcorr 
mittee  requested  the  names  of  each  advertise 
who  has  received  a  discount  from  the  nei 

works'  gross  time  rate  since  Jan.  1,  1955,  tc 
gether  with  the  name  of  the  agency  handlin 
the  account,  name  of  the  program,  network 
gross  time  rate  for  the  program,  amount  of  dis 
count  granted  and  all  written  or  verbal  con 

munications  or  "other  materials"  on  (1)  cr 
teria  used  by  the  network  to  determine  whethe 
a  discount  should  be  granted  and  (2)  instance 
in  which  the  network  has  refused  to  grant  dis 
counts  to  advertisers  or  agencies. 

MORE  REPLIES  FILED 

ON  FCC  TV  PROPOSALS 

Eight  markets  concerned  with 
latest  comments  on  proposed 

channel  switches. 

IN  THE  WAKE  of  two  tv  applications  fo 
ch.  5  at  Lubbock,  Tex.  (story,  page  88),  nu 
merous  comments,  mostly  favorable,  were  re 
ceived  by  the  FCC  last  week  on  its  proposal  1 
change  the  Lubbock  educational  reservatio: 
from  ch.  20  to  5. 

Opposing  any  change  in  the  Lubbock  statu 
were  C.  L.  Trigg,  who  last  week  filed  an  ap 
plication  for  that  channel,  and  McClendon  Ir 
vestment  Corp.,  which  said  it  intended  to  fil 
for  ch.  5.  McClendon  owns  KLIF  Dalla; 

KELP-KILT  (TV)  El  Paso,  Tex.;  WRIT  Mi 
waukee,  and  66.4%  of  WGLS  Decatur,  Ga. 

Supporting  the  u-v  educational  switch  wen 
ch.  11  KCBD-TV  and  ch.  13  KDUB-TV,  bot 
Lubbock;  S.  S.  Forrest  Jr.,  mayor  of  Lubbocl 
Lubbock  Ministerial  Assn.;  William  H.  Evan 
chairman,  board  of  education,  Lubbock  Ir 
dependent  School  District;  Lubbock  Chambe 
of  Commerce  &  Board  of  City  Developmen 
Nat  Williams,  superintendent,  Lubbock  Put 
lie  Schools;  Texas  Technological  College,  whic 
filed  an  application  for  ch.  5,  and  Texas  Con 
mission  for  Educational  Tv. 

Other  comments  received  on  FCC  rule-mal 

ing  proposals: 
Bakersfield,  Calif.— KB  AK-TV  (ch.  29)  an 

KERO-TV  (ch.  10),  both  Bakersfield,  oppos 
addition  of  uhf  channels  17  and  39  to  the 

city.  KB  AK-TV  requests  switching  ch.  12  i 

Fresno,  Calif.,  for  Bakersfield's  ch.  29  or  a: 
signment  of  both  chs.  8  and  12  to  Bakersfiel< 
KFRE-TV  Fresno  (ch.  12),  which  first  pr< 

posed  adding  uhf's  to  Bakersfield,  suppor 
rule-making  to  add  chs.  17  and  39  to  Baker 
field. 

Peoria-Rock  Island,  III. — Oppositions  t 
deleting  ch.  8  at  Peoria  and  adding  ch.  25  wei 
filed  by  the  villages  of  Roanoke  and  Bartoi 
ville,  111.,  and  the  2,300-member  Peoria  Count 
Farm  Bureau. 

Lexinglon-St.  Joseph,  Tenn.— Ch.  23  WMSI 
TV  Decatur,  Ala.,  and  Tv  Muscle  Shoal 
which  said  it  was  preparing  an  application  fc 
ch.  4  at  Florence,  Ala.,  both  oppose  the  pr< 
posal  to  allocate  ch.  11  to  St.  Joseph,  dele 
educational  ch.  11  from  Lexington,  and  instea 
substitute  educational  ch.  49. 

Pierre  -  Reliance,    S.    D.  —  Mid  -  Continei 

-     IN  WASHINGTON,  D.  C. 

WARL 

5232  Lee  Highway,  Arlington,  Va, 
Kenmore  6-9000 

IN  NORFOLK,  VA. 

WCMS 

Plume  &  Granby  Streets 
Madison  5-0525 

NEW  YORK  REPRESENTATIVE 

CHARLES  BERNARD  &  CO.    •    CIRCLE  6-7242 
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Broadcasting  Co.  (KELO-TV  Sioux  Falls  and 

satellite  KDLO-TV  Florence,  both  S.  D.)  sup- 

ports the  allocation  of  ch.  6  to  Reliance  and 
deletion  of  that  channel  from  Pierre. 

Lincoln,  Neb. — Six  comments — all  from 

educational  groups — were  filed  supporting  the 

proposal  to  change  the  Lincoln  educational 
reservation  from  ch.  18  to  12.  Reporting  in 

favor  of  the  switch  were:  U.  of  Nebraska; 

American  Assn.  of  University  Women,  Lin- 
coln branch;  Nebraska  division  of  the  same 

organization;  Steven  N.  Watkins,  superintend- 
ent of  Lincoln  Public  Schools;  F.  B.  Decker, 

Commissioner  of  Education,  State  of  Nebraska 

Dept.  of  Education,  and  Donald  F.  Kline, 
executive  secretary,  Nebraska  State  Education 
Assn. 

Glendive,  Mont. — The  danger  of  tv  en- 
croachment on  public  utility  communications 

services  was  cited  in  an  opposition  to  the 

proposal  to  assign  ch.  5  to  Glendive.  East 

River  Electric  Power  Cooperative  Inc.  of  Madi- 
son, S.  D.,  asked  the  FCC,  when  considering 

additional  tv  assignments,  to  select  whenever 
possible  channels  other  than  4  and  5.  East 
River  pointed  out  that  in  the  Glendive  area 
six  stations  in  the  industrial  radio  communi- 

cations system  utilize  the  72-76  mc  band  and 
would  suffer  interference  from  ch.  5  (76-82 
mc).  Ch.  4  is  66-72  mc. 

Mt.  Airy,  N.  C,  Request 

One  request  and  one  protest  were  received 
in  allocations  matters  already  finalized  by  the 
FCC.  Paul  E.  Johnson,  whose  earlier  request 
for  assignment  of  ch.  8  to  Mt.  Airy,  N.  C. 
(in  lieu  of  ch.  55),  was  denied  last  month  by 
the  FCC  [B«T,  July  23],  again  petitioned  the 
Commission  to  allocate  ch.  8  to  Mt.  Airy. 
The  protest  came  from  the  Texas  Commission 
for  Educational  Tv  and  was  against  FCC  ac- 

tion which  changed  the  educational  reserva- 
tion at  College  Station,  Tex.,  from  ch.  3  to 

48  [B«T,  July  23]. 
In  one  action  involving  a  petition  not  yet 

acted  upon  by  the  FCC,  Florida  West  Coast 
Educational  Tv  Inc.  asked  the  FCC  to  deny 
a  request  by  ch.  19  WTVI  (TV)  Fort  Pierce, 
Fla.,  to  move  educational  ch.  3  from  Tampa- 
St.  Petersburg  to  Fort  Pierce  for  commercial 
use. 

ACLU  Happy  No  Changes 

In  Political  Equal  Time  Law 

AMERICAN  Civil  Liberties  Union  has  gone 
on  record  as  favoring  no  change  in  the  present 

law  requiring  that  equal  radio-tv  time  be  made 
available  to  all  qualified  political  candidates. 

A  statement  issued  by  Patrick  Murphy  Malin, 
ACLU  executive  director,  and  approved  by 

the  Union's  board  of  directors,  asserted  that 
"while  major  problems  had  developed  under 
the  regulation,  on  the  whole,  Sec.  315  has  made 
a  major  contribution  to  fairness  on  the  air- 

waves." The  statement  expressed  satisfaction 
that  Congress  had  adjourned  without  revising 
the  law. 

The  Union  voiced  opposition  to  various 
proposals  made  in  the  recent  congressional 
session  that  would  amend  Sec.  315  to  permit 
stations  to  give  time  to  major  political  parties 
without  allotting  equal  time  to  smaller  parties. 
ACLU  argued  that  such  recommendations 

would  not  cope  with  "one  major  part  of  the 
problem:  the  economic  difficulties  in  securing 

j  equal  time  for  promoting  public  controversy  on 
|  the  airwaves."  The  statement  contended  that 
these  proposals  would  result  in  all  smaller 

parties  being  kept  off  the  airwaves,  "which  is 
contrary  to  the  democratic  and  civil  liberties 

concept  of  discussion  for  all." 

Commission  Approves 

WJR,  WJRT  (TV)  Sale 

RELINQUISHMENT  of  control  of  WJR  De- 
troit and  WJRT  (TV)  Flint,  Mich.,  by  Mrs. 

Frances  S.  Parker,  widow  of  the  late  G.  A. 
Richards,  through  sale  of  almost  30,000  shares 
to  station  executives  and  family  members  was 

approved  by  the  FCC  last  week.  Total  consid- eration involved  was  nearly  $300,000. 

During  the  past  few  weeks,  Mrs.  Parker  has 
reduced  her  ownership  to  29.99%,  disposing  of 
73,906  shares  at  $10  per  share  [B»T,  Aug.  6]. 
The  shares  have  gone  to  John  F.  Patt  and  fam- 

ily, 25,000;  Worth  Kramer,  12,406;  William  G. 
Siebert,  10,000;  Seldon  S.  Dickinson,  2,500; 

Mrs.  Rozene  Moore  (Mrs.  Parker's  daughter) 
16,000  and  F.  Sibley  Moore  (husband  of  Mrs. 
Moore),  8,000. 

Commenting  on  the  sale,  the  station  said: 

"Stock  purchase  by  the  directors  achieves  close 
integration  of  active  management  with  owner- 

ship and  is  expected  to  end  rumors  that  the 

station  is  to  be  sold  to  outside  interests." 

Ownership  Change  Approvals 

Sought  by  Three  Stations 

AMONG  station  ownership  change  applica- 
tions filed  for  FCC  approval  last  week  were 

those  involving  WROL  Knoxville.  Tenn., 
WIOU  Kokomo,  Ind..  and  KWG  Stockton, 
Calif. 

WROL,  which  operates  on  620  kc  with  5  kw, 
was  sold  by  Paul  Mountcastle  to  Greater  East 
Tennessee  Tv  Inc.,  of  which  Mr.  Mountcastle 
owns  37.43%.  Consideration  is  reported  at 
$275,000  in  cash  and  notes.  Other  principal 
East  Tennessee  stockholder  is  Clarence  Bea- 
man  Jr..  14.29%,  former  owner  of  WKGN 
Knoxville.  Greater  East  Tennessee  Tv  Inc.  is 
licensee  of  ch.  6  WATE  (TV)  Knoxville. 

WIOU  (1350  kc.  1  kw)  was  sold  by  North 
Central  Indiana  Broadcasting  Co.  to  John  L. 
Booth  for  $180,000.  Booth  interests  include 

WJLB-WBRI  (FM)  Detroit;  WBBC  Flint. 
WSGW  Saginaw,  WIBM  Jackson,  all  Mich., 
and  WJVA  South  Bend,  Ind.  Because  of  the 
proposed  WIOU  purchase,  Mr.  Booth  last  week 
asked  the  FCC  to  dismiss  his  application  seek- 

ing a  new  am  station  in  Lansing,  Mich.  Knorr 
Broadcasting  Corp.  and  Capitol  Broadcasting 
Corp.  are  also  seeking  the  Lansing  facility — 
730  kc. 

KWG  was  sold  by  Delta  Broadcasting  Co. 
(James  E.  Longe  and  Lewis  B.  Saslaw)  to 
Western  Broadcasting  Co.  for  $85,000.  West- 

ern principals  are  equal  owners  Douglas  D. 
Kahle,  owner  of  KWIN  Ashland.  Ore.,  and 
businessman  Robert  J.  Ramsey.  KWG  operates 
on  1230  kc  with  250  w. 

Chain  Accepts  FTC  Order 

THE  Federal  Trade  Commission  has  an- 

nounced that  the  1,350-store  United  Cigar- 
Whelan  Stores  Corp.  has  accepted  consent 
settlement  of  an  order  directing  the  chain  to 

stop  "knowingly  inducing  or  receiving"  from 
suppliers  promotional  allowances  not  made 
available  to  all  its  competitors.  FTC  last  March 
charged  that  United  Cigar-Whelan  chain  had 
induced  and  received  from  suppliers  special 
allowances  in  return  for  promotion  of  their 

products  on  the  chain's  tv  shows.  These  allow- 
ances violated  the  Robinson-Patman  Act,  FTC 

said,  as  unfair  competition. 

TRIPLE  TREAT 

to 

SALES  SUCCESS 

Broadcasting Telecasting 

Score  Fall  programming  hits- 

Boost  ratings— Secure  audiences 
—with  one  or  more  of  these  top 

3  syndicated  football  shows! 

TOUCHDOWN 

13  week  series  beginning  week  of 
September  24th.  50  top  college 

games! NATIONAL  PRO  HIGHLIGHTS 

13  week  series  beginning  week  of 
October  1st.  Every  weekly  Pro  game 
covered ! 

NOTRE  DAME  FOOTBALL 

1 1  week  series  beginning  week  of 

September  24th.  Football  in  the  "fight- 
ing Irish"  manner! 

DISTRIBUTED  BY 

WORLD  SPORTS,  INC. 
Suite  A  23,  Biltmore  Hotel 

New  York  17,  N.  Y.     Phone:  MUrray  Hill  5-0853 

AND TEL  RA  PRODUCTIONS 
1518  Walnut  St.,  Philadelphia  2,  Pa. 

Phone:  Klngsley  6-4140 

WRITE  •  WIRE  •  PHONE 
For  audition  prints  and  prices 

for  your  market  
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12  §  Afternoon 

Spots  Available 

on  KCRA-TV 

MATINEE  THEATRE 

1  5.0  AVERAGE  RATING 
(12-1  P.M.) 

• 

QUEEN  FOR  A  DAY 
15.1   AVERAGE  RATING 

(1-1:45  P.M.) 

VALLEY  PLAYHOUSE 
1  2.4  AVERAGE  RATING 

(2-5  P.M.) 

The  Senator  says,  "It's  in  the 

Book!" ARB  credits  KCRA-TV  with  a 

Noon  to  5  P.M.  average  rating  of 

12.8,  an  average  Share  of  Audi- 
ence of  75.5% . 

In  this  four-station  market  no 

other  station  leads  KCRA-TV  in 

any  quarter  hour  of  this  time 

period. 
Choice  station  breaks  and  one- 

minute  participations  are  still 
available  at  low  afternoon  rates. 

Petry  has  the  book  that  shows 

how  strong  day  and  night  pro- 

gramming has  made  KCRA-TV 
the  highest  rated  NBC  station  in 
the  West. 

*AII  ratings  compiled  from  Sacra- 
mento Television  Audience  ARB: 

June  2-8,  1956 

GOVERNMENT 

Speed  Uhf  Research, 

McConnaughey  Urges 

EARLY  IMPLEMENTATION  of  a  "crash"  re- 
search and  development  program  to  upgrade 

uhf  equipment  and  bring  about  a  more  effective 
television  broadcasting  system  was  called  for 

Friday  by  FCC  Chairman  George  C.  McCon- 
naughey in  an  address  to  the  West  Virginia 

Assn.  of  Broadcasters,  meeting  at  the  Green- 
brier Hotel,  White  Sulphur  Springs.  He  ad- 

dressed the  Friday  dinner  session  of  the  Aug. 
17-19  meet. 

Mr.  McConnaughey  referred  to  his  meeting 
a  fortnight  ago  [B»T,  Aug.  13]  with  Dr. 
W.  R.  G.  Baker,  RETMA  president,  at  which 
it  was  planned  to  invite  all  segments  of  the  in- 

dustry some  time  next  month  to  formulate 
means  of  organizing  the  research  program. 
RETMA  last  week  announced  the  re-establish- 

ment of  a  Special  Committee  on  Frequency 
Allocations  to  develop  policy  with  respect  to 

the  FCC's  frequency  study  and  recommenda- 
tions to  the  Senate  Interstate  &  Foreign  Com- 

merce Committee  (see  separate  story). 

The  FCC  chairman  said  he  saw  "useful 
advantages"  in  the  formation  of  a  non-profit 
organization  that  would  coordinate  the  work 
in  the  uhf  development  program.  He  noted  that 
such  an  organization  could  be  available  to  re- 

ceive gifts,  donations  and  grants. 

Mr.  McConnaughey  acknowledged  that  there 
are  many  difficulties  to  conquer  along  the  road 
to  a  more  competitive  broadcasting  system,  but 

he  said,  ".  .  .  the  goal  offers  the  best  hope  on 
the  horizon  for  facilitating  the  expansion  of 

this  nation's  tv  service  to  the  levels  where  in- 
genuity, spurred  by  active  competition,  can 

carry  it."  He  expressed  optimism  that  the 
task  would  be  achieved,  despite  the  dimensions 

of  the  problem,  saying,  ".  .  .  as  a  citizen 
of  a  country  which  can  send  its  aircraft  hur- 

tling through  the  air  at  speeds  approaching 
2,000  miles  an  hour,  which  is  preparing  to 

launch  an  artificial  satellite  capable  of  encir- 
cling the  globe  several  times  a  day,  and  which 

is  exploiting  the  atom  for  manifold  industrial 

uses,  how  can  I  doubt  the  capacity  of  the  en- 
gineers in  this  industry  to  surmount  the  ob- 

stacles which  until  now  have  impeded  progress 

in  the  utilization  of  the  uhf  portion  of  the  spec- 

trum for  effective  tv  broadcasting." 
Any  transition  to  uhf  would  be  gradual,  the 

chairman  pointed  out,  stating:  "I  want  to  em- 
phasize that  there  is  no  thought  of  precipitous 

action  which  at  a  single  thrust  would  obsolete 
vhf  receiving  and  transmitting  equipment  in 
which  the  public  and  the  broadcasters  have 
made  tremendous  investments.  But  every  re- 

ceiver has  a  limited  life  span,  and  depreciation 

at  permissible  rates  can  meet  the  financial  prob- 
lems of  vhf  broadcasters  who  may  at  some  fu- 
ture date  be  required  to  replace  their  present 

facilities  with  uhf  equipment." 

Bremen,  Ga.,  Grant  Affirmed 

FCC  Hearing  Examiner  Basil  P.  Cooper  issued 

an  initial  decision  last  week  affirming  the  Com- 
mission's Nov.  2,  1955,  grant  to  West  Georgia 

Broadcasting  Co.  of  a  new  am  station  (formerly 
WWCS,  now  WWCC)  to  operate  on  1440  kc, 
500  w  daytime,  in  Bremen,  Ga.  The  grant 
had  been  protested  by  WLBB  Carrollton,  Ga. 

Examiner  Cooper  decided  that  WLBB  had 
failed  to  sustain  its  burden  of  proof  under 

claims  of  alleged  multiple-ownership  violations, 
economic  injury  and  a  charge  that  West  Georgia 
was  not  financially  qualified  to  build  and  op- 

erate the  proposed  station. 

Nationality  of  Jesuit  Head 

Cited  in  New  Orleans  Case 

CITIZENSHIP  qualifications  concerning  Loy 
ala  U.,  New  Orleans,  have  been  questioned  b; 
lames  A.  Noe  &  Co.,  which  last  week  asked  th< 
FCC  to  reconsider  its  decision  of  last  montl 

granting  ch.  4  New  Orleans  to  the  university 
(WWL)  [At  Deadline,  July  16].  The  Com 
mission  denied  the  competing  application  of  th 
Noe  company  and  WTPS  New  Orleans  (Times 
Picayune) ,  latter  of  which  was  favored  in  : 
July  1955  initial  decision  by  FCC  Hearinj 
Examiner  Elizabeth  C.  Smith. 

Crux  of  the  Noe  argument  is  the  lega 
status  of  Loyola,  operated  by  the  Society  o 
Jesus.  Contending  that  effective  control  ove: 
the  university  is  exercised  by  the  Superio 
General  of  the  Society  of  Jesus,  who  is  i 
citizen  of  Belgium,  Noe  draws  a  parallel  be 

tween  Loyola  U.'s  status  and  that  of  a  foreigi 
corporation.  Noe  told  the  FCC  that  it  lack 

"statutory  power  to  grant  a  construction  pei 
mit  and  license  to  a  non-profit  corporation  .  . 
which  cannot  meet  the  citizenship  standard 

required  of  other  applicants." 

WISC-TV's  Immell  Scores 

Critics  of  FCC's  Doerfer 
EDITORIAL  criticism  of  FCC  Comr.  John  C 

Doerfer  for  his  presence  at  dedicatory  cere 

monies  of  ch.  3  WISC-TV  Madison,  Wis.  [B»l 

Aug.  13],  was  a  "false,  low  and  unwarrantei 
personal  attack"  by  "disgruntled"  and  "monop 
olistic"  interests,  Ralph  M.  Immell,  WISC-T> 
president,  has  charged.  Mr.  Immell  took  to  th 
air  on  ch.  3  Sunday  night,  Aug.  12,  to  repudiat 

implications  of  impropriety  raised  by  the  Mad\ 
son  Capital  Times  and  the  Wisconsin  Stat 

Journal  concerning  Comr.  Doerfer's  attendanc 
at  the  WISC-TV  ceremonies.  The  newspaper 
were  principals  in  the  unsuccessful  applicatio 
for  the  Madison  channel. 

Mr.  Immell's  address  also  was  carried  as 
full-page,  paid  advertisement  in  the  Aug.  1 
issue  of  the  Capital  Times.  Mr.  Immell  coi 

tended  that  the  basis  for  the  newspapers'  n 
action  was  their  failure  to  obtain  the  ch.  3  pei 
mit.  He  further  said  that  because  the  news 

papers  contemplate  the  purchase  of  ch.  3 
WMTV  (TV)  Madison,  they  are  attemptin 
to  keep  ch.  3  out  of  that  city.  Historically,  go\ 
ernment  officials  participate  in  dedicatory  cer< 
monies,  Mr.  Immell  stated. 

WLAQ  Rome,  Ga.,  Sold 

By  Graham  to  Melof 
FCC  last  week  was  asked  to  approve  the  $50 
000  sale  of  WLAQ  Rome,  Ga.,  from  Cary  1 
Graham  to  Mitchell  Melof  (business  nan 

Don  Mitchell),  only  one  month  after  the  FC 

approved  Mr.  Graham's  purchase  of  the  st; 
tion  from  the  News  Publishing  Co.  {Ron 
News-Tribune) .  At  that  time  Mr.  Graham  pa: 

$17,000  plus  assuming  certain  debts  and  ol 
ligations  of  the  station. 

Mr.  Graham  also  owns  WETO  Gadsde 
WANA  Anniston  and  WPID  Piedmont,  all  Al 
Mr.  Melof  is  former  commercial  manager  ( 
WGST  Atlanta  and  before  that  was  managi 
of  WQXI  in  the  same  city.  WLAQ  (1410  k 

1  kw)  is  affiliated  with  ABC.  The  Grahar 

Melof  sale  was  negotiated  by  Blackburn-Han 
ilton  Co. 
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Commission  Plans  to  Issue 

Decisions  in  Printed  Form 

THE  FCC  is  planning  to  issue  decisions  and 
Drders  in  printed  form  instead  of  in  mimeograph 

shape,  as  it  has  been  doing  since  its  establish- 
ment in  1934. 

>  Arrangements  are  being  worked  out  with  the 
Government  Printing  Office  so  that  decisions 
and  orders  will  be  published  in  one  printed 
pamphlet  each  week.  Details  have  not  yet  been 
iecided  completely,  but  it  is  understood  that 
the  new  system  may  be  instituted  Jan.  1. 

Change  in  the  Commission's  announcement 
procedure  was  disclosed  in  a  report  published 
by  the  House  Government  Information  sub- 
committee. 
A  subcommittee  spokesman  said  attorneys 

iand  others  concerned  with  FCC  decisions  are 
required  to  go  to  the  FCC  offices  to  find  the 
results  of  Commission  decisions — or  to  sub- 

scribe to  the  Pike  &  Fischer  service  which 
prints  FCC  and  other  government  agency 
actions. 
Although  FCC  decisions  are  printed,  this  is 

often  "five  years"  behind  the  date  the  deci- 
sions are  published,  the  spokesman  said. 

Under  the  contemplated  move,  decisions  and 
orders  would  be  mimeographed  immediately 
for  distribution  to  parties  involved  in  the  cases 
and  to  newsmen.  The  printed  pamphlet  would 
be  available  to  others  at  a  fee  from  the  GPO 
once  a  week. 

The  House  subcommittee's  report  (H  Report 
2947)  criticized  the  refusal  by  government 
agencies  and  executive  departments  to  furnish 
information  to  the  public  and  Congress,  and 

particularly  those  which  have  cited  the  Presi- 

dent's 1954  order  prohibiting  the  Defense 
Dept.  from  revealing  communications  within 
the  department  during  the  Army-McCarthy 
hearings. 

The  subcommittee  spokesman  said  the  House 
group  intends  to  call  on  the  Justice  Dept.  for 
testimony  in  this  regard.  Justice  only  last 
month  cited  the  presidential  order  in  denying 
access  to  its  files  by  a  House  Antitrust  sub- 

committee investigating  the  AT&T  consent 
decree. 

WTVW  (TV)  Start  Protested 

REQUEST  of  the  FCC  by  ch.  7  WTVW  (TV) 
Evansville,  Ind.,  for  special  temporary  authority 
to  commence  commercial  operation  tomorrow 
(Tuesday)  [At  Deadline,  Aug.  13]  has  been 
protested  by  now  dark  ch.  21  WKLO-TV  Louis- 

ville, Ky.,  which  last  week  asked  the  FCC  to 

set  WTVW's  STA  request  for  hearing.  WKLO- 
TV  alleged  that  WTVW  has  made  building 

preparations  for  its  tv  operation  "totally  dif- 
ferent from  that  authorized  by  the  Commission" 

in  the  construction  permit.  WKLO-TV  said  that 

WTVW's  cp  called  for  a  462-ft.  tower  and  RCA 
transmitter,  whereas  the  station  has  constructed 

— without  authority — a  300-ft.  tower  with  Du- 
Mont  transmitter.  WKLO-TV's  protest  was  ac- 

companied by  pictures  purporting  to  show  that 
WTVW  had  engaged  in  unauthorized  construc- 
tion. 

Hall  Names  GOP  Aides 

THREE  appointments  in  the  Republican  Na- 
tional Committee  have  been  made  by  GOP 

Chairman  Leonard  W.  Hall.  Nyle  M.  Jackson, 
Seymour,  Ind.,  will  serve  during  the  convention 
as  assistant  chief  sergeant  at  arms  of  the  radio- 
tv  section  and  Russell  D.  Rouch,  Springfield, 
Ohio,  will  perform  the  same  function  in  the 
press  section.  Lyle  O.  Snader,  minority  clerk 
of  the  House  of  Representatives,  will  head  a 

"newly-enlarged"  speakers  bureau  for  the  1956 
campaign. 

Broadcasting    •  Telecasting 

MORE  GREATER-DENVER  FAMILIES 

LISTEN  TO  KLZ-RADIO  THAN  TO  ANY 

OTHER  DENVER  RADIO  STATION 

Morning,  Afternoon  and  Night 

HERE'S  PROOF: 

Statements  substantiated  by  Denver's  most  complete  and  nationally  recognized  radio  sur- 
vey, Pulse  Inc. — based  on  72,000  completed  quarter-hour  reports,  June  1956.  Full  Morning 

6  AM— 12  Noon;  Full  Afternoon  12  Noon  — 6  PM,  Full  Evening  6  PM— 12  Midnight.  No 
selected  segments. 

in  average  rating  MORNING,  6.83;  AFTERNOON, 

4.85;  EVENING,  4.85.  KLZ's  average  evening  rating  is 
higher  than  any  other  station's  average  daytime  rating. 

in  PERSONALITY  SHOWS  ...  8  of  KLZ's  daily 
personality  shows  rate  first  in  their  time  periods. 

in  NEWS  — WEATHER  — SPORTS  —MARKETS  ...  19 

of  these  KLZ  broadcasts  rate  first  in  their  time  periods. 

KLZ  has  highest  ratings  during  51  of  72  daily  quarter- 
hours  surveyed  (plus  1  tie)  .  .  .  2Vi  times  more  than 
all  other  radio  stations  combined! 

Statements  based  on  ratings  (number  of  actual  radio  listeners  per  100  homes). 

NO  WONDER  KLZ-RADIO  HAS  BEEN 

NATIONALLY  ACCLAIMED  FOR  THE 

"RE-BIRTH  OF  RADIO" 

Buy  this  audience — Sell  this  audience — Buy  KLZ  Radio 

560  kc LEE  FONDREN 

Genera/  Sales  Mgr.        CBS  for  the  Rocky  Mountain  Area  — Represented  by  the  Katl  Agency 
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"JAX"  AND  THE  BEANSTALK 

Jacksonville  has  grown 
into  a  market  of  394,000 
inhabitants,  a  market- 

place for  700,000  more; 
it's  the  mail  address  of 
WMBR-TV,  which 
reaches  more  than 
370,000  tv  families  in  68 
Florida  and  Georgia 
counties. 

WMBR-TV 

Jacksonville,  Fla. 

Channel  4  CBS 

Operated  by 

The  Washington  Post  Broadcast  Division 

Represented  by  CBS  Television  Spot  Sales 

GOVERNMENT' 

Two  File  for  Lubbock  Vhf; 

Third  Applicant  Expected 

THE  LAST  available  vhf  assignment  in  Lub- 
bock, Tex. — ch.  5 — vacant  since  December  1 954 

when  former  KFYO-TV  was  deleted,  was  a 
center  of  activity  last  week  with  two  applica- 

tions for  that  channel  filed  with  the  FCC  and 
the  announcement  that  a  third  application  will 
be  filed  shortly.  Last  month  [B«T,  July  23] 

the  FCC  issued  a  notice  of  proposed  rule-mak- 
ing which  would  change  the  Lubbock  educa- 

tional reservation  from  ch.  20  to  5.  Lubbock's 
tv  allocations  are  chs.  5,  11  (operating  KCBD- 
TV),  13  (operating  KDUB-TV),  20  (educa- 

tional) and  26. 
Texas  Technological  College  of  Lubbock 

filed  one  of  the  requests  for  ch.  5,  proposing 
to  use  it  on  an  educational  basis.  The  non- 

profit institution  simultaneously  petitioned  the 
FCC  to  designate  ch.  5  as  educational.  Texas 
Tech  plans  11.1  kw  visual  effective  radiated 
power  with  antenna  height  of  444  ft.  above 
average  terrain.  The  school  plans  to  spend 
$88,189  for  construction  and  $36,000  for  first 

year  operation. 
C.  L.  Trigg,  owner  of  ch.  7  KOSA-TV 

Odessa,  Tex.,  also  seeking  the  Lubbock  chan- 
nel, proposed  100  kw  visual  power,  antenna 

of  705  ft.  above  average  terrain  and  an  ABC- 
TV  affiliation.  Mr.  Trigg  would  spend  $325,032 
for  construction,  $500,000  for  first  year  opera- 

tion and  anticipates  a  first  year  revenue  of 
$625,000. 

Multiple  station  owner  McLendon  Invest- 
ment Corp.  (KILT  [TV]  El  Paso,  other  sta- 
tions), opposing  the  FCC  proposal  to  change 

the  Lubbock  educational  reservation,  indicated 

that  it  would  soon  file  an  application  for  com- 
mercial operation  on  ch.  5.  McClendon  re- 

ferred to  Texas  Tech's  petition  as  an  attempt 
by  the  school  to  "immunize  itself  from  a 
hearing,"  pointing  out  that  nothing  prevents 
the  school  from  applying  for  the  channel  as 
presently  allocated  and  then  operating  it  on  a 
non-commercial  basis. 

The  proposed  change  in  the  Lubbock  educa- 
tional reservation  received  favorable  response 

from  KDUB-TV,  KCBD-TV  and  several  other 

groups  (see  separate  story).  McClendon  In- 
vestment Corp.  and  Mr.  Trigg  filed  oppositions. 

Deadline  for  comments  was  last  Wednesday. 

Scripps-Howard  Appeals 

FCC  Knoxville  Denial 

AN  APPEAL  from  the  FCC  denial  of  its 

protest  against  the  grant  of  a  modified  con- 
struction permit  to  WBIR-TV  Knoxville,  Tenn., 

and  a  motion  to  stay  Commission  action  of 

Aug.  9  which  granted  WBIR-TV  special  tem- 
porary authority  to  begin  commercial  operation 

were  filed  in  the  U.S.  Court  of  Appeals  last 

week  by  Scripps-Howard  Radio  Inc.  (WNOX 
Knoxville).  In  granting  WBIR-TV  special  op- 

erating authority  on  ch.  10,  the  FCC  found  that 
prior  construction  allegations  by  WNOX  were 
of  such  minor  account  they  could  not  be  con- 

sidered significant. 
WNOX  told  the  Court  that  the  modified  per- 

mit was  illegal  because  it  was  granted  by  the 
Chief  of  the  FCC  Broadcast  Bureau  in  excess 
of  his  authority.  WNOX  also  claimed  that 

WBIR-TV's  proposals  under  the  modified  per- 
mit were  in  substantial  variance  to  its  original 

proposals  and  raised  questions  of  WBIR-TV's financial  qualifications  to  proceed  with  the 
new  construction.  WNOX  said  it  was  pre- 

pared to  prove  that  WBIR-TV  commenced  con- 
struction before  it  received  an  authorization  to 

do  so. 

A  Knight  on  Tv 

CALIF.  Gov.  Goodwin  Knight  August 

12  began  monthly  half-hour  live  appear- 
ance series  on  KTTV  (TV)  Los  Angeles, 

Ask  Your  Governor,  similar  to  the  live 

show  he  does  Sundays  on  KFSD-TV  San 
Diego.  The  KFSD-TV  series  began  Feb. 
26.  He  did  a  similar  live  stint  on  KCCC- 
TV  Sacramento  from  last  November 

through  April.  The  format  calls  for  Gov. 
Knight  to  answer  questions  phoned  by 

viewers  during  program.  The  fourth  Sun- 
day of  each  month  Gov.  Knight  appears 

on  KOVR  (TV)  Stockton  with  Report  to 
the  People,  which  began  last  October 
and  presents  state  officials  on  current 

problems.  The  Governor's  office  last 
week  told  B»T  he  is  planning  Ask  Your 
Governor  for  San  Francisco  when  time 
can  be  worked  out. 

ti 

Hodge  Timebuying  in  lllinoi 

Spotlighted  in  'News'  Report DEPOSED  Illinois  State  Auditor  Orville  Hodj 

channeled  $6,000  of  taxpayers'  money  into 
spot  radio-tv  campaign  on  Illinois  stations  du 

ing  last  April's  primary  elections,  the  Chica% 
Daily  News  reported  Aug.  8  in  an  exclush 
story. 

The  Knight  Newspaper,  which  is  credite 
with  breaking  the  $1.5  million  scandal  invol 

ing  the  state  auditor's  office,  claimed  that  M 
Hodge  sent  a  personal  check  on  the  Southmoc 
Bank  &  Trust  Co.  to  Commercial  Broadcaste 
Radio  Adv.  Agency,  Chicago,  in  payment  f< 

300  announcements  "on  virtually  every  Illino 
radio  and  tv  station."  It  quoted  Michael  Edf 
son,  a  member  of  the  agency,  as  reporting 
bill  of  $6,245.01,  with  the  agency  contribut 

the  sum  above  $6,000  to  Mr.  Hodge's  car 

paign. 

According  to  the  Daily  News  story,  Richa 
Stengel,  Democratic  candidate  for  U.  S.  Se 
ator,  has  asked  Leonard  W.  Hall,  chairman 
the  Republican  National  Committee,  that 

Republicans  "refund"  the  money  to  the  state 
Mr.  Hodge  paid  for  the  time  with  a  ch& 

on  the  Southmoor  Bank,  though  he  had  no 
count  there,  the  News  alleged,  adding  that  ov 
$450,000  in  forged  state  warrants  (check 
were  cashed  there  while  Mr.  Hodge  was  sta 
auditor.  Mr.  Hodge  and  other  principals  a 
under  54  federal  indictments  for  misapplicati< 
of  funds  in  a  federally-insured  bank,  and  tl 
former  state  auditor  also  faces  46  state  indi 
ments  for  embezzlement. 

FCC  Members  Assigned 

To  Fall  NARTB  Meetings 

THE  seven  members  of  the  FCC  have  be 
assigned  dates  for  appearances  at  the  approac 
ing  series  of  NARTB  regional  meetings,  sta 

ing  Sept.  17  [B»T,  Aug.  13].  Commission  me: 
bers  were  invited  by  NARTB  to  participate 
the  industry  sessions,  with  assignments  ma 
within  the  Commission  itself  as  was  the  cj 
last  year. 

The  schedule  of  appearances  follows:  Minr 

apolis,  Sept.  17-18,  Comr.  T.  A.  M.  Crav< 
Salt  Lake  City,  Sept.  20-21,  Chairman  Geor 
C.  McConnaughey;  San  Francisco,  Sept.  24-: 
Comr.  Rosel  H.  Hyde;  Oklahoma  City,  Se 
27-28,  Comr.  Robert  E.  Lee;  Boston,  Oct.  1 
16,  Comr.  Richard  A.  Mack;  Indianapolis,  O 
18-19,  Comr.  Robert  T.  Bartley;  Birmingha 
Oct.  25-26,  Comr.  John  C.  Doerfer.  No 
signment  has  been  made  for  the  Washingtc 

D.  C,  meeting  Oct.  11-12. 
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NETWORKS 

NETWORKS  JOIN  FTC-SPONSOR  HASSLE 

Trade  Commission  charges 

against  nine  clients  who  used 

in-store  promotions  prompts 

promise  of  legal  support. 

NETWORKS  rallied  last  week  to  the  defense  of 

their  respective  merchandising  plans — and  of 
clients  using  these  in-store  promotions  whose 
propriety  has  been  challenged  indirectly  by  the 
Federal  Trade  Commission  [B«T,  July  30]. 
CBS  Radio  President  Arthur  Hull  Hayes 

announced  that  his  network  will  seek  to  be- 

come "an  active  participant"  in  various  pro- 
ceedings in  which  FTC  charged  nine  major 

manufacturers  with  violating  the  Robinson- 
Patman  Act  through  the  use  of  various  mer- 

chandising arrangements  offered  by  CBS,  NBC 
and  ABC. 

The  FTC  did  not  name  the  networks  as  de- 
fendants in  the  proceedings.  But,  Mr.  Hayes 

said,  CBS  Radio  attorneys  have  been  instructed 
to  prepare  a  petition  to  intervene  in  those  cases 

where  CBS  Radio's  Supermarketing  Plan  is  in- 
volved. If  the  petition  is  granted,  he  said,  CBS 

Radio  will  take  "a  vigorous  role  in  defense"  of 
its  Supermarketing  Plan  and  the  use  of  the  plan 
by  its  advertisers. 

Plans  of  NBC  and  ABC  were  not  formally 
announced.  It  was  learned,  however,  that  each 
intends  to  go  to  the  assistance  of  its  respective 
clients  who  were  named  defendants  by  FTC. 
Neither  one,  apparently,  has  yet  decided  just 
what  form  this  assistance  will  take. 

NBC  authorities,  for  instance,  said  they  in- 

tended to  assist  defendant-clients  "in  every  way 
possible"  in  fighting  the  FTC  litigation  but 
that,  as  of  the  moment,  they  were  inclined  to 

think  it  would  not  be  necessary  to  "intervene" 
— as  CBS  Radio  proposes  to  do — in  order  to 
give  maximum  assistance. 

Emphasizing  that  no  final  decision  has  been 
made  as  to  procedure,  however,  they  made  plain 
that  the  question  is  still  being  considered  and 

that  present  thinking  accordingly  may  be  re- 
versed and  intervention  sought. 

ABC  was  reported  to  be  inclining  toward 

the  same  general  thinking — that  of  assistance 

to  clients  without  actual  "intervention." 
The  nine  defendant  companies,  all  manu- 

facturers of  products  sold  in  grocery  stores,  are 

Groveton  Paper  Co.,  Pepsi-Cola  Co.,  Coca- 
Cola  Bottling  Co.  (New  York),  Sunkist  Grow- 

Changing  Horses 

THERE  was  more  involved  than  a  routine 
switch  in  jobs  when  Robert  R.  Pauley, 
account  executive  at  Benton  &  Bowles, 
New  York,  moved  from  the  agency  to 
join  CBS  Radio.  Mr.  Pauley,  who  used 
to  sit  opposite  CBS  Radio  salesmen  when 

they  came  to  "sell"  him  on  the  power 
of  network  radio,  will  now  hop  to  the 
other  side  of  another  desk  in  his  new 
capacity  as  sales  development  account 

executive  in  Bill  Shaw's  CBS  Radio  net- 
work sales  department.  This  is  the  second 

switch  of  the  same  type  in  Mr.  Pauley's 
career.  Before  joining  Benton  &  Bowles 
in  1953,  Mr.  Pauley  was  an  account  ex- 

ecutive with  WOR  New  York  and  NBC 
Radio  sales. 

ers,  General  Foods,  Sunshine  Biscuit,  Piel  Bros., 
Hudson  Pulp  &  Paper,  and  P.  Lorillard. 

The  merchandising  plans  involved  are  those 
of  network-owned  stations.  The  defendant 
manufacturers  are  accused,  in  effect,  of  paying 

retail  grocery  chains  for  in-store  promotions 
of  their  products  without  making  the  same  al- 

lowances available  to  all  other  customers  pro- 
portionately. 
FTC  claims  they  did  this  by  buying  time  at 

regular  card  rates  on  network-owned  stations 
that  offer  in-store  promotions  of  their  products 

as  a  "special  inducement"  for  buying  time. 
The  in-store  promotion  privileges  generally  are 
obtained  by  stations  in  exchange  for  free  spot 
announcements  for  the  stores  involved.  Ac- 

cording to  FTC's  reasoning,  the  defendant- 
manufacturers,  by  using  merchandising  plans, 
were  in  effect  giving  the  participating  chain 
outlets  promotional  allowances  which  they  were 
not  offering  other  retail  customers. 

Most  of  the  defendants  have  declined  specific 

comment  on  the  FTC  charges,  other  than  gen- 
eral denials  [B«T,  Aug.  6]. 

Six  Productions  Scheduled 

By  NBC-TV  Opera  Theatre 

THE  NBC-TV  Opera  Theatre  last  week  sched- 
uled six  productions — including  both  an  Amer- 
ican premiere  and  a  world  premiere — for  its 

eighth  consecutive  season  beginning  Nov.  18. 
All  operas  will  be  performed  in  English  dress, 

with  "at  least  half  of  them"  to  be  seen  in  color, 
according  to  Producer  Samuel  Chotzinoff. 

The  season  will  get  underway  with  Giacomo 

Puccini's  "La  Boheme,"  followed  on  Dec.  16 
by  NBC-TV's  annual  presentation  of  Gian 
Carlo  Menotti's  "Amahl  and  the  Night  Visi- 

tors." On  Jan.  13,  the  NBC-TV  Opera  group 
will  present  the  U.  S.  premiere  of  Sergei  Pro- 

kofiev's "War  and  Peace,"  and  on  March  10, 

the  world  premiere  of  Stanley  Hollingworth's 
"La  Grande  Breteche."  Other  presentations 

scheduled  are  Guiseppe  Verdi's  "La  Traviata" 
(Feb.  10)  and  Richard  Strauss'  "Elektra"  (April 
21).  Continuing  as  staff  for  the  company  will 
be  Mr.  Chotzinoff,  Peter  Herman  Adler  (music 

and  artistic  director),  Kirk  Browning  (tv  direc- 
tor) and  Charles  Polacheck  (associate  pro- 

ducer). In  addition  to  the  six  tv  programs,  the 
company  also  will  embark  on  its  national  tour 
Oct.  11,  returning  to  New  York  Dec.  9. 

Arbitration  Assn.  to  Hear 

Hal  March  Issue  Sept.  26 

A  PROCEEDING  involving  tv  star  Hal  March 
for  alleged  breach  of  contract  is  slated  for  11 
a.m.  on  Sept.  26  at  the  offices  of  the  American 
Arbitration  Assn.,  New  York. 

The  action  is  being  taken  by  two  broadway 
producers,  Alexander  H.  Cohen  and  Ralph 
Alswang,  who  also  have  a  $250,000  suit  pend- 

ing in  New  York  Supreme  Court  against  cos- 
metics manufacturer  Revlon  Inc.,  New  York, 

charging  the  tv  advertiser  with  persuading  Mr. 
March  to  break  his  contract  to  star  in  a  comedy 

to  have  been  called  "The  Brass  Section"  [B»T, July  2]. 

In  the  arbitration  session,  Herman  Levin, 
Morris  Mitchell  and  A.  L.  Berman  will  make 

up  the  board  that  will  decide  the  issue.  Mr. 
Levin,  also  a  broadway  producer,  will  repre- 

sent Messrs.  Cohen  and  Alswang;  Mr.  Mitchell 
will  act  on  behalf  of  Mr.  March,  while  Mr. 
Berman  will  serve  as  an  impartial  arbitrator. 

are  the  men  and  open  spaces 

of  frontier  West  Texas.  And 

gone  are  the  days  when  you 

bought  a  dozen  radio  stations 

and  newspapers  to  cover  it.  With 
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NBC  ACCELERATES  ITS  COLOR  EXPANSION 

Network's  yearlong  $12  mil- 
lion project  to  hit  high  mark 

this  fall  with  opening  of  new 

facilities  in  New  York,  Brook- 

lyn and  Burbank. 

THE  BULK  of  NBC's  $12  million  expansion 
of  its  color  facilities  within  the  past  year — 
three  new  color  studios  and  other  new  color 

facilities — will  be  placed  into  service  this  fall. 
NBC  is  reporting  today  (Mon.)  that  the 

Ziegfeld  Theatre,  "Brooklyn  Two"  and  "Color 
City  Four"  at  Burbank,  Calif.,  are  included 
as  well  as  the  installation  at  Color  City  of  a 

recording  system  using  lenticular  film  (new 

development  of  NBC,  RCA  and  Eastman  Ko- 
dak Co.).  ! 

The  latter,  system,  according  to  NBC,  will  be 
operating  at  the  start  of  the  fall  season  and 

will  permit  the  network  to  present  color  pro- 
grams on  the  West  Coast  on  the  same  time- 

delay  basis  now  standard  for  black-and-white. 

The  plans  for  these  studios  and  other  ex- 

pansion which  will  double  NBC's  color  produc- tion had  been  disclosed  last  fall  by  Brig.  Gen. 
David  Sarnoff,  board  chairman  of  RCA  and 
then  also  of  NBC  [B*T,  Nov.  7,  1955]. 

The  Ziegfeld  Theatre  in  the  Broadway  sec- 
tion of  New  York  that  has  been  converted  into 

studios  by  NBC  has  its  facilities  concealed, 

thus  retaining  the  theatre's  traditional  appear- 
ance. The  network  said  the  Ziegfield  will  make 

"an  ideal  showplace  for  televising  big  entertain- 

ment events  that  call  for  a  'first-night'  atmos- 

phere." 

As  described  by  NBC,  the  theatre  when  com- 
pleted will  have  a  studio  control  in  the  base- 

ment of  the  theatre  for  production  people  to 

view  stage  action  through  two  vidicon  cam- 
eras. For  rehearsal  convenience  a  "Director's 

Delite" — a  small  portable  control  console  set 
up  temporarily  on  the  stage  floor — will  be  used. 

A  removable  fore-stage  floor,  fore-stage  light- 
ing and  an  aerial  camera  attachable  to  the  bal- 

cony's front  will  be  available  for  larger  tv  pro- 
ductions. A  large-screen  monochrome  monitor 

as  well  as  regular  color  monitors  will  be  used 

for  audience  viewing.  A  lighting  system  han- 
dling 900,000  watts  of  current  and  containing 

450  lighting  outlets  will  be  employed. 
The  new  major  color  studio  in  Brooklyn  is 

adjacent  to  the  color  studio  currently  used. 
Brooklyn  Two  is  said  by  the  network  to  be  the 

largest  studio  "ever  built  from  the  ground  up 
specifically  for  color."  It  will  have  13,500 
sq.  ft.  of  floor  space,  exceeding  in  size  only 
that  of  the  adjacent  studio  that  originally  was 
a  film  studio  before  conversion  to  color  tv.  The 

lighting  system  is  described  as  the  "most  pow- 
erful" in  the  industry,  having  a  capacity  of  1.2 

million  watts  and  850  outlets.  Enough  current 
will  be  used  by  the  studio  alone  to  light  a  city 
of  4,000  homes. 

Burbank  Facilities 

On  the  west  coast,  the  new  Burbank  Color 
City  Four  will  be  the  second  such  studio  and 
will  have  12,600  square  feet  of  floor  space. 
This  is  approximately  the  same  size  as  Color 

City  Two  (NBC's  first  color  studio  in  Burbank). 
NBC  described  its  lenticular  system  as  work- 

ing in  this  way:  "electronic  information  is  reg- 

istered on  black-and-white  film  through  minute 
lenses  which  form  a  portion  of  the  film  itself. 
The  film  can  be  processed  rapidly  with  normal 
black-and-white  techniques  and  then  played 

back  as  a  color  tv  program." 

Breach  of  Contract  Suit  Filed 

Against  NBC  by  Martin,  Lewis 

DEAN  MARTIN  and  Jerry  Lewis  filed  a  $3 
million  breach  of  contract  suit  against  NBC 
in  the  U.  S.  District  Court  at  Los  Angeles  last 

week  attacking  the  network's  refusal  to  carry 
out  a  five-year  personal  appearance  agreement 
made  earlier  this  year. 

The  comedy  team  charged  that  its  produc- 
tion firm,  York  Pictures  Corp.,  a  New  York 

corporation,  signed  a  contract  with  NBC  Feb. 
15,  1956,  covering  a  series  of  tv  programs  to 
begin  this  September.  The  complaint  said  the 
agreement  covered  four  programs  each  season 
for  five  years  with  NBC  to  pay  $250,000  for 
each  show,  live  or  on  film.  The  contract 
specified  that  NBC  would  notify  York  of  the 
telecast  dates  for  the  next  season  by  July  1  of 
each  year,  the  court  suit  explained,  although 
the  deadline  this  year  was  extended  to  Aug.  1. 

The  complaint  charged  that  on  July  25  NBC 

notified  York  in  writing  that  it  would  not  com- 
ply with  its  obligations  to  York  and  repudiated 

the  contract.  The  suit  said  that  on  or  about 

Aug.  1  York  informed  NBC  of  its  continued 

"readiness,  willingness  and  ability  to  fully  per- 

form its  obligation  under  said  agreement"  but 
about  the  same  date  NBC  "unequivocably  and 
in  writing  reaffirmed  to  York,  NBC's  repudia- 

tion of  the  aforesaid  agreement." 
The  suit  was  filed  in  behalf  of  York  by  the 

Los  Angeles  law  firm  of  Pacht,  Ross,  Werne  & 
Bernhard. 

Martha  Raye  Scheduled 

To  Leave  Miami  Hospital 

COMEDIENNE  Martha  Raye  was  scheduled 

to  be  discharged  from  Miami  Beach's  St. 
Francis  Hospital  over  the  past  week-end  after 
a  near-fatal  overdose  of  sleeping  pills  last 
Tuesday.  A  close  friend  of  the  star  and  of 
her  manager  (and  ex-husband),  Nick  Condos, 
also  said  that  Mr.  Condos  had  told  him  Thurs- 

day that  the  police  would  not  press  charges 
against  Miss  Raye  for  attempted  suicide,  as  had 
been  reported  earlier.  The  friend  asked  that 
his  name  not  be  revealed. 

Miss  Raye,  according  to  intimate  friends, 
had  been  despondent  for  several  months.  In 
Florida  to  establish  residence  in  order  to  ob- 

tain a  divorce  from  dancer  Ed  Begley,  she  had 

been  performing  at  The  Beachcomber  up  to 
Aug.  12.  The  divorce  petition  was  denied  Aug. 
10  on  grounds  that  Miss  Raye  had  established 

a  "paper  residence"  only. 

Signs  Marx  Exclusively 

NBC  last  week  reported  that  Groucho  Marx 

and  John  Guedel,  star  and  producer  of  You 

Bet  Your  Life  (NBC-TV,  Thursday,  8-8:30 

p.m.,  NBC  Radio,  Wednesday,  9-9:30  p.m.) 
last  week  were  signed  to  a  long-term  contract 
effective  this  September.  The  new  agreement 

— negotiated  with  NBC  by  Gummo  Marx, 

Groucho's  brother  and  agent,  and  Laurence  W. 

Beilenson,  attorney  for  Messrs.  Marx  and 

Guedel — provides  for  the  humorist's  exclusive 
NBC  radio  and  television  appearances  and 

similar  production  services  of  Mr.  Guedel  on 
the  Life  program. 

EVERYTHING 

FOR  MOTION  PICTURE  AND  TELEVISION  PRODUCTION 
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Hospital  Releases  Sullivan 

ED  SULLIVAN,  host  of  the  CBS-TV  show 
bearing  his  name,  was  released  Aug.  13  from 
Griffin  Hospital,  Derby,  Conn.,  where  he  had 
been  recovering  from  injuries  suffered  in  an 
automobile  accident  Aug.  6  near  his  Southbury, 

Conn.,  farm  [B«T,  Aug.  13].  CBS-TV  reported 
that  Mr.  Sullivan  had  been  advised  by  his  doc- 

tors not  to  appear  on  the  Sunday  night  show 
for  three  or  four  weeks.  Mr.  Sullivan  received 
a  broken  rib  and  other  less  serious  injuries. 

NETWORK  PEOPLE 

Jerry  Bowne,  radio-tv  producer,  named  pro- 
ducer of  Glamour  Girl  show  on  ABC-TV 

Western  Regional  Network. 

Victor  Wolfson,  author  and  playwright,  ap- 
pointed associate  producer  of  CBS-TV  Climax. 

James  Fleming,  former  producer  of  NBC  Ra- 
dio's Monitor  and  previously  CBS  newsman, 

named  producer  of  CBS-TV's  Good  Morning 
With  Will  Rogers  Jr.  Other  CBS-TV  assign- 

ments: Michael  Sklar,  producer  of  Rogers  show, 
beginning  research  and  development  on  new 
program  series  for  showing  early  next  year,  and 
Ted  Sack,  producer  of  Look  Up  and  Live,  to 
associate  producer  of  Adventure. 

Dave  Garroway,  host  on  NBC-TV's  Today  and 
Wide  Wide  World,  married  August  7  to  Pamela 
Wilde  Kastner  de  Coninck,  formerly  on  produc- 

tion staff  of  Elliot,  Urger  &  Elliot,  N.  Y.  film 
firm. 

PROGRAM  SERVICES  — 

PROGRAM  SERVICE  PEOPLE 

Stanley  J.  Kavan,  sales  manager  of  albums, 
Columbia  Records  Inc.,  N.  Y.,  to  additional 
post  of  coordinator,  popular  albums  artists  and 
repertoire.  Other  CRI  appointments:  John  Lo- 
throp,  recording  operations  editor,  to  manager 
of  office  services,  and  Alberta  Keilbach,  cata- 

logue supervisor,  to  supervisor  of  file  and  sten- 
ographic services. 

Al  Freedman,  freelance  tv  writer,  named  pro- 
ducer of  Barry  &  Enright  Productions,  Monday- 

Friday  NBC-TV  giveaway,  Tic  Tac  Dough. 

Alan  Surgal,  tv  writer  and  author,  and  Mrs. 

Surgal  (Florence  Small,  agency  editor,  Broad- 
casting*Telecasting  ) ,  parents  of  son,  Thomas 
Jordan  Surgal,  born  Aug.  14  in  New  York. 

In  and  On  the  Air 

WHEN  you're  too  busy  to  accept  an- 
nouncing bids  for  tv  commercials  in  other 

cities,  the  best  thing  to  do  is  buy  your 

own  plane.  At  least  that's  what  Bill 
O'Connor,  Chicago  freelance  radio-tv 
pitchman,  has  done.  Generally  regarded 

as  the  city's  busiest  announcer,  Mr. 
O'Connor  found  last  year  he  couldn't 
keep  up  with  offers  to  handle  tv  spots  in 
Detroit,  Cleveland,  St.  Louis  and  other 
midwest  cities.  So  the  31 -year-old  an- 

nouncer took  flying  lessons,  obtained  a 
license  and  bought  his  own  Piper  Tri- 
Pacer  plane.  Over  a  fortnight  ago  Mr. 

O'Connor  took  off  from  Chicago's 
Ravenswood  Airport  for  Lambert  Field 
in  St.  Louis — and  his  first  out-of-the-city 
tv  spot  assignment. 

MANUFACTURING 

Tv  Sets  Will  Be  Smaller, 

But  Not  Pictures — Baker 

THE  trend  in  tv  receivers  will  be  smaller 
models  offering  the  same  size  picture  screens, 

according  to  Dr.  W.  R.  G.  Baker,  vice  presi- 
dent of  General  Electric  Co.  and  president  of 

Radio-Electronics-Tv  Mfrs.  Assn.  Speaking  last 
week  at  a  management  institute  held  at  Ameri- 

can U.,  Washington,  Dr.  Baker  said  new  picture 
tubes  will  have  an  opening  angle  of  1 10  de- 

grees compared  to  the  current  90  degrees,  per- 
mitting a  cut  of  four  to  five  inches  in  depth  of 

receivers. 
When  the  new  tubes  eventually  are  put  into 

portable  models,  he  said,  they  will  be  "more 
desirable"  than  at  present.  He  said  the  con- 

sumer "wants  the  set  to  come  to  him — he 
doesn't  want  to  have  to  go  to  the  set." 

Output  of  portable  tv  sets  totaled  326,000 
in  the  first  half  of  1956  compared  to  50,000  in 
the  same  1955  period,  he  said,  predicting  de- 

velopment of  battery-transistorized  sets  when 
design  problems  are  overcome. 

Meek  Sells  His  Interests 

In  Scott  Radio  Labs  Plant 

SCOTT  Radio  Labs  plant  in  Plymouth,  Ind., 
was  reported  to  be  on  the  sales  block  last  week 
after  confirmation  of  reports  that  John  S.  Meek, 
former  president  of  the  set  firm  and  now  ad- 

vertising executive,  has  completed  disposal  of 
his  majority  interest. 

Mr.  Meek,  who  last  July  joined  the  Martin 
Co.,  advertising  agency,  as  director  of  technical 
product  merchandising  and  was  elected  vice 
president,  confirmed  he  has  sold  his  52%  in- 

terest to  Benjamin  Smith,  head  of  Monogram 
Mfg.  Co.,  Culver  City,  Calif. 

While  Scott  Radio  Labs  still  remains  a  cor- 

porate entity,  Mr.  Meek  said,  it  has  not  manu- 
factured any  radio-tv  sets  under  the  Scott  or 

Meek  names  at  its  Plymouth  plant  since  early 
this  summer.  It  was  not  known  whether  the 

Scott  name  would  be  retained  by  Mr.  Smith's 
firm. 

Mr.  Meek  entered  the  electronics  manufac- 
turing field  in  1939  with  a  small  plant  turning 

out  phonographs  and  sound  systems  and  two 

years  later  moved  to  Plymouth  on  war  pro- 
duction work.  Later  he  produced  low-priced 

radios  and  entered  the  tv  receiver  field. 

Portables  Set  Sales  Pace, 

Officials  of  Emerson  Say 

EMERSON'S  sales  pacers  in  radio-tv  are  port- 
able tv  sets,  the  new  portable  tv-phonograph- 

radio  and  transistor  radios. 

Benjamin  Abrams,  president  of  Emerson  Ra- 

dio &  Phonograph  Corp.,  told  a  distributors' 
convention  in  New  York  last  week  that  port- 

able tv  sets  accounted  for  20%  of  this  year's unit  sales  and  15%  of  the  dollar  volume  at 
his  firm.  He  predicted  portable  tv  within 
three  years  will  boost  industry  sales  from  a 
current  7  million  to  10  million. 
Another  Emerson  executive,  Dorman  D. 

Israel,  executive  vice  president  and  general 

manager  of  the  tv-radio-phonograph  division, 

declared  that  the  tv  "Phonoradio",  as  Emer- 
son calls  its  portable  that  also  can  be  operated 

from  an  automobile,  is  selling  faster  than  any 

other  tv  receiver  ever  produced  by  the  com- 

pany. 
This  outlook  on  Emerson's  receiver  pro- 

duction was  presented  along  with  a  preview  to 
the  distributors  of  the  1957  line  of  radios,  tv 
sets  and  phonographs.  Among  the  models  is 
a  21 -inch  color  console tte  which  is  list  priced 
at  $678. 
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MANUFACTURING 

Admiral  Earnings  Decrease 

During  First  Half  of  1956 

CONSOLIDATED  sales  and  earnings  of  Ad- 
miral Corp.  for  the  first  half  of  1956  deceased 

from  the  same  period  last  year,  according  to 
John  B.  Huarisa,  executive  vice  president  and 
treasurer. 

He  reported  sales  for  the  first  six  months  of 
this  year  as  being  $85,834,325,  compared  to 
$94,018,923  during  that  period  in  1955  (a  9% 
drop)  and  earnings  after  taxes  of  $1,748,055 
(74  cents  per  share  on  2,362,096  shares  out- 

standing) as  against  $1,946,192  (equal  to  82 
cents  per  share).  Profits  before  taxes  rose, 
however,  from  $2,845,413  that  period  last  year 
to  $3,371,334  in  1956. 

Mr.  Huarisa,  in  his  Aug.  12  report,  at- 
tributed the  apparent  drop  in  sales  and  earn- 

ings to  late  introduction  of  Admiral's  1957  tv 
line  (June  28)  and  said  a  substantial  amount 
of  orders  already  booked  will  be  reflected  in 

the  company's  third  quarter  statement. 

RCA  Plans  V/2%  Price  Boost 

In  Monochrome  Tv  Receivers 

COST  of  most  RCA  black-and-white  tv  sets 
will  be  increased  an  average  3Vi%  Sept.  1, 

C.  P.  Baxter,  vice  president  and  general  man- 

ager of  RCA's  television  div.,  reported  Thurs- 
day. RCA  Victor's  line  of  10  color  tv  receivers, 

beginning  at  $495,  is  not  affected. 
While  color  remains  the  same  in  price,  RCA 

hinted  that  only  anticipated  "increased  volume 
and  mass  production  techniques"  prevent  a 
hike  also  for  that  commodity. 
RCA  insisted,  however,  that  its  increases, 

which  will  range  from  Wt.%  to  10%  according 
to  the  model  (and  with  the  prices  of  some 
monochrome  receivers  remaining  the  same), 

What's  New  With 

"DAMETIME"  Television? 

ASK  YOUR  COLONEL 

The  Colonel  has  just  written  a 

™  book  on  the  subject  of  daytime 
viewing.  Not  a  very  long  book,  but 

one  that  should  be  very  interesting 

to  the  advertisers  of  soaps  and 

soups  and  such  .  .  .  that  are  sold 
to  women. 

PGW  TELEVISION  SALES 

1  J 

were  hastened  by  higher  labor  and  material 

costs.  RCA  noted  that  some  of  the  "leading" 
set  makers  had  increased  prices  of  their  re- 

ceivers in  the  past  two  years,  during  which 

time  RCA  "has  substantially  maintained  a 
price  level"  on  its  monochrome  sets. 

Mr.  Baxter  declared  that  RCA's  new  price 
schedule  "reflects  only  relatively  minor  upward 
revisions  of  our  present  prices."  He  added  that 
while  RCA,  at  the  time  of  its  introduction  of 

the  1956-57  line  of  monochrome  receivers,  de- 
cided to  hold  the  price  line  as  long  as  possible 

despite  "spiraling"  labor  and  material  costs, 
"recent  unforeseen  rises  in  overall  costs  have 
forced  us  to  reflect  these  increases  in  our  price 

structure." 

Philco  Prices  Up  10% 

PHILCO  Corp.,  Philadelphia,  advised  its  dis- 
tributors last  week  that  prices  of  most  of  its 

products  will  be  increased  up  to  10%  in  the 
near  future.  Philco  Executive  Vice  President 

John  M.  Otter  said  the  move  is  necessary  be- 
cause of  the  recent  increase  in  the  price  of  steel 

and  higher  labor  costs.  The  firm  manufactures 
radio  and  tv  receivers,  phonographs  and  major 
home  appliances. 

RCA  Ships  Equipment 

COLOR  CAMERA,  antenna  and  transmitter 
shipments  reported  by  RCA  included  three 
vidicon  color  film  cameras  to  WRCV-TV  Phil- 

adelphia; KPIX-TV  San  Francisco  and  NBC, 
New  York;  live  studio  color  camera  to  KR AD- 
TV  Wichita;  six-section  superturnstile  vhf  an- 

tenna to  KXLF-TV  Butte;  vhf  transmitters — 
25  kw  amplifier  to  KHSL-TV  Chico,  Calif., 
and  50  kw  amplifier  and  2  kw  standby  for 

WDEF-TV  Chattanooga,  and  25  kw  uhf  trans- 
mitter (amplifier)  for  WBRE-TV  Wilkes-Barre. 

Olympic  Now  Unitronics 
STOCKHOLDER  approval  has  been  granted  to 
change  of  the  corporate  name  of  Olympic  Radio 
&  Television  Inc.  to  Unitronics  Corp.  [B»T, 
June  11].  Named  president  of  the  new  corpora- 

tion at  an  Aug.  3  meeting  was  Brantz  Mayor, 
director  of  company,  and  former  assistant  to 
publisher  of  Time  Inc.,  who  now  will  head 

Unitronic's  three  divisions,  Olympic  Radio  & 
Television,  David  Bogen  Co.,  and  Presto 
Recording  Corp. 

MANUFACTURING  PEOPLE 

Harold  C.  Mattes,  formerly  president  of  Ray- 
theon Mfg.  Co.  and  co-founder  of  old  Belmont 

Radio  Corp.,  elected  vice  president  in  charge  of 

private  label  division  of  Hallicrafters  Co.,  Chi- 
cago, which  recently  purchased  Raytheon  tv 

and  radio  tools  and  other  equipment. 

Kenneth  P.  McNaughton,  retired  major  general, 
U.  S.  Air  Force,  named  director  of  west  coast 
operations,  Fairchild  Camera  &  Instrument 
Corp.,  Syosset,  N.  Y.  He  will  headquarter  at 
L.  A. 

Jake  Chaffin  Marley,  U.  S.  Navy  Bureau  of 
Ships,  to  Federal  Telephone  &  Radio  Co., 
Clifton,  N.  J.,  as  manager  of  government 
sales,  apparatus  division. 

E.  H.  Taylor,  formerly  electronic  sales  man- 
ager, Graybar  Electric  Co.,  Chicago,  appointed 

by  DuKane  Corp.,  St.  Charles,  111.,  to  coordi- 
nate sales  promotion  and  market  development 

of  commercial  sound  division. 

Dr.  Hans  Christoph  Wohlrab,  chief  engineer, 
Siemens  &  Halske  (electrical  supplies,  tv,  film 
equipment),  Karlsruhe,  Germany,  to  director 

of  engineering,  professional  equipment  &  in 
strument  division,  Bell  &  Howell  Co.,  Chicago 

John  M.  Spooner,  manager  of  RCA's  kinescopi 
servicing  plant,  Sellersville,  Pa.,  to  manager  o 

firm's  Findlay,  Ohio,  plant  (high-voltage  trans 
formers  and  deflection  yokes).  Anthony  L 
Conrad,  manager  of  RCA  missile  test  project  a 
Patrick  Air  Force  Base,  Fla.,  elected  vice  presi 
dent,  RCA  Service  Co. 

Alice  Close,  formerly  with  Sylvan  Ginsbur 
Ltd.,  N.  Y.,  exporter  of  electronic  component 
and  testing  equipment,  to  export  managei 
International  Div.,  Allen  B.  DuMont  Labs 
N.  Y.  Peter  Weil,  special  analyst  in  charge  o 
finances,  planning  and  control,  DuMont  Labs 
to  assistant  manager,  technical  products  di 
vision. 

John  P.  J.  Finnie,  formerly  with  Brooke,  Smith 
French  &  Dorrance,  N.  Y.,  to  David  Bogei 
Co.,  (high-fi  sound  reproduction  equipment) 
N.  Y.,  as  assistant  advertising  manager. 

Cecil  Grace,  former  sales  engineer,  Allen  E 
DuMont  Labs,  to  Visual  Electronics  Corp 
N.  Y.  Visual  distributes  tv  microwave  rela; 
and  other  broadcasting  equipment. 

Thomas  J.  Murphy,  special  sales  representativ 
for  electric  ranges  and  home  laundry  equip 
ment,  Philco  appliance  division,  Phila.,  namei 
manager  of  premium  sales  for  corporation. 

Michael  F.  Dowley  Jr.,  formerly  with  R.  H 
White,  Boston  department  store,  in  executiv 
sales  capacity,  to  RCA  International  Div 
N.  Y.,  as  director  of  consumer  products  mar 

keting  department. 

Dr.  Allen  B.  DuMont,  board  chairman,  Alia 
B.  DuMont  Labs,  will  address  Texas  Electronic 

Assn.  convention  Friday  at  Houston  on  "Telev: 
sion — Today  and  Tomorrow." 

MANUFACTURING  SHORTS 

Terado  Co.,  St.  Paul,  Minn.,  marketing  autc 
matic  converters  to  use  automobile  current  i 
operation  of  portable  tv  sets.  Models  plug  int 
dashboard  cigarette  lighter  and  are  availafr 
for  six  or  12  volt  systems. 

Damon  Recording  Studios  Inc.,  Kansas  Cit; 
Mo.,  which  last  year  designed  and  put  into  us 

new  nine-speed  hysteresis,  synchronous  dire' 
drive  for  disc  recording  machines  and  player 
now  producing  units  for  other  recording  o 
ganizations.  Firm,  after  continuous  use  ( 
units,  reports  outstanding  results  in  all  phase 
including  disc  duplication  at  double  speed. 

Allen  B.  DuMont  Labs,  Clifton,  N.  L,  repor 

equipment  for  conversion  of  its  multi-scanni 
to  color  has  been  ordered  by  WREX-TV  Rod ford,  111.  (ch.  3). 

Motorola  Inc.,  Chicago,  reports  portable  ar 
automobile  radio  sales  reached  their  highe 

monthly  peak  at  Motorola  Inc.  during  Jun 
with  increases  of  30%  and  16%,  respectivel 
over  the  same  month  in  1955. 

Setchell-Carlson  Inc.,  St.  Paul,  Minn.,  has  a 
nounced  new  line  of  tv  receivers  including  1 

21,  24  and  27-in.  models,  portable,  table  ai 

console  construction.  Line  features  "unit-ize< 
design  with  functional  units  easily  removi 
from  chassis  for  maintenance  or  moderniz 
tion. 

RCA  Theatre  &  Sound  Products,  Camden,  1 

J.,  has  developed  four-speed  automatic  reco 
changer  for  home-installed  high  fidelity  sj 
terns.  In  addition  to  standard  intermixing 

7,  10  and  12  in.  discs  and  established  45,  33: 
and  78  rpm  speeds,  new  machine  will  also  a 
commodate  16%  rpm  size  used  for  story bo< discs. 
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'PROJECT  INFORMATION'  gets  final  inspection  by  Peters,  Griffin,  Woodward  executives 
before  its  release.  L  to  r  are  John  A.  Thompson,  assistant  sales  manager  for  radio;  Rus- 
sel  Woodward,  executive  vice  president  and  director  of  radio;  H.  Preston  Peters,  presi- 

dent, and  John  W.  Brooke,  eastern  sales  manager  for  television. 

'Project  Information' 

Launched  by  P,G,W 

Variety  of  market  data  is  of- 

fered timebuyers  and  agency 

media  planners  in  new  $100,- 

000-plus  project  by  agency. 

NEED  of  timebuyers  and  agency  media  plan- 
ners for  a  wealth  of  market  data  is  empha- 
sized by  Peters,  Griffin,  Woodward  in  its  new 

$100,000-plus  "Project  Information." 
The  new  studies,  extensively  prepared  over 

the  past  six  months  by  P,G,W,  were  previewed 
Wednesday  at  a  news  conference  in  New  York 
as  the  station  representative  started  its  huge 
task  of  mailing  them  in  series  to  agencies  and 
advertisers. 

Specifically,  "Project  Information" — based  on 
;  114  different  studies  of  market  conditions — 
aims  to  benefit  stations  represented  by  P,G,W 
and  to  stimulate  radio  and  tv  national  spot  busi- 

ness in  general  [Closed  Circuit,  Aug.  13]. 

P,G,W  officials  said  the  firm,  which  repre- 
sents more  than  50  radio  and  tv  stations,  had 

.  absorbed  all  of  the  project's  cost,  reported  to 
:be  $100,000,  with  the  stations  asked  "not  to 

!  contribute  even  a  dime." 
The  project  has  these  distinct  parts  for  each 

market:  radio  market  stories  (about  six  pages 
in  length)  to  be  distributed  in  complete  sets  to 
advertisers  and  agencies;  television  market 

stories  (called  "sellers  handbooks")  which  con- 
tain a  complete  volume  for  each  market;  folder- 

type  station  stories  for  use  by  P,G,W  salesmen 

and  "Dames  in  the  Daytime,"  a  special  study 
on  daytime  viewing  habits.  Station  stories  con- 

tain coverage  maps  and  highlights  of  the  market 
stories  and  can  accommodate  more  specific  in- 

formation on  programs,  rates,  coverage  and  the 
like. 

Last  week,  P,G,W  started  distribution  of  the 
radio  market  stories;  the  tv  counterparts,  illus- 

trated and  plastic  bound,  will  go  out  later  this 
month. 

In  all  there  is  a  total  of  250,000  printed  ma- 
terials. Basic  pieces  include  32  for  radio  and 

26  for  tv  with  "Dames  in  Daytime"  an  addi- 
tional mailing  piece. 

H.  Preston  Peters,  president  of  the  repre- 
sentative firm,  stressed  in  his  announcement  of 

:he  project  that  advertisers  and  agencies  had 
long  sought  such  materials  for  use  in  planning 

-•ampaigns.  Mr.  Peters  stated  his  firm  believed 
he  project's  circulation  would  mean  that  for 
he  first  time  an  advertiser,  account  executive 

>r  timebuyer  could  bone  up  at  "one  short 
eading  session"  on  market  conditions  and  tra- 
litions  existing  in  those  markets  P,G,W  rep- 
esents. 

Features  of  the  market  stories  include  con- 
our  maps,  pictures,  sales  figures,  individual 
narket  weather  conditions,  college  enrollments, 
ists  of  retail  outlets,  of  competing  broadcast- 
ng  stations  and  data  on  local  newspapers. 

As  an  example  of  the  type  of  material  the 

irm  will  distribute,  the  "Seller's  Handbook  for 
toanoke  and  WDBJ-TV"  has  15  pages 
rammed  with  statistics  and  general  informa- 
ion.  First  page  sets  background  with  a  gen- 
ral  description  of  Roanoke,  Va.,  the  second 
lips  into  facts  and  figures  of  the  Roanoke  met- 
opolitan  county  area  (including  counties,  popu- 
ation,  families,  national  ranking  and  popula- 
ion  characteristics).  Next  comes  a  look  at 

Roanoke's  industry,  presenting  data  on  employ- 
ment classifications,  names  of  some  of  the  major 

ompanies  located  in  the  market  (even  as  to  in- 
lude  office  hours,  factory  shifts  and  industrial 
'aydays). 

A  full  page  is  devoted  to  retail  trade,  pre- 

senting the  main  department  stores,  variety 
stores,  chain  groceries  and  drug  stores,  as  well 
as  principal  shopping  days.  Classifications  and 
number  of  retail  establishments  for  the  Roa- 

noke market's  counties  are  presented  along 
with  overall  totals,  the  total  employes  and  the 
1954  payroll.  Page  6  of  the  Roanoke  study 
lists  railroads,  airlines,  highways  and  total  auto 

registrations.  A  full  page  is  devoted  to  a  list 
of  tv  and  radio  stations  (affiliations  and  power 
for  both  radio  and  tv;  height  above  average 
terrain  and  channel  number  for  tv,  frequencies 

for  radio)  and  to  newspapers  (morning  or  even- 
ing, and  daily  and  Sunday  circulation). 

The  next  page  points  up  collegiate  statistics: 
name  of  school,  its  location,  type  (coed,  women 

AGENCY-CLIENT 
CONFERENCE  ROOM 

They'
re 

Ta  iking
 

About
  
/Of 

Fall  —  Winter  campaigns  for  '56  —  '57 
are  being  planned  right  now  in  every 
advertising  agency  in  the  country. 
WJAR-TV  is  an  important  part  of  those 

plans  because  ad  men  know  from  experi- 
ence that  Channel  10  delivers  southeast 

New  England  like  nothing  else  can. 

Don't  miss  your  share  of  this  great 
market. 

Represented  nationally  by 

WEED  Television 

NBC  Basic  —  ABC  Supplementary 
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ELTON  RULE,  KABC-TV  Los  Angeles  general  sales  manager,  points  out  a  feature  of 

Tom  Sawyer  "Rippled"  potato  chips  which  will  be  used  on  long-term  spot  schedule 
just  signed  with  KABC-TV.  Getting  the  facts  are  (I  to  r)  Lou  Holzer,  vice  president, 

M.  B.  Scott  Inc.  advertising  agency,  that  city;  Dick  O'Leary,  KABC-TV  account  executive; 
Bill  Zinsley,  Tom  Sawyer  sales  manager;  Ben  Spillman,  Tom  Sawyer  director,  and 
Robert  Smith,  Scott  account  executive. 

or  men,  etc.),  number  of  students  and  teachers. 

The  weather  and  water  page  presents  the  nor- 
mal for  temperature  and  precipitation  for  each 

of  the  12  months  in  the  year  along  with  figures 
for  the  whole  year  (including  snowfall).  Alti- 

tude and  type  of  water  are  presented.  The  lead- 
ing hotels  in  Roanoke  are  treated  next  (loca- 
tion and  phone  number). 

The  remaining  few  pages  are  used  to  tell  the 
P,G,W-represented  WDBJ-TV  Roanoke  story. 
This  includes  full  description  of  the  station, 
a  coverage  map,  breakdown  into  counties  of  the 
coverage  area  (taking  in  population,  families 
and  total  retail  sales). 

The  radio  market  story  similarly  packs  into 
its  fewer  pages  essentially  the  same  informa- 

tion, with  emphasis,  however,  on  fuller  treat- 
ment of  other  radio  stations  in  the  market,  and 

on  the  competing  tv  and  newspaper  outlets. 

The  separate  "Dames  in  the  Daytime"  pre- 
sentation is  an  illustrated  booklet  that  points 

up  various  research  findings  on  the  extent  of 
television  viewing  in  the  daytime  hours.  Stressed 
are  the  huge  number  of  tv  homes  which  watch 
tv  before  5  p.m.;  the  fact  that  women  do  most 
of  this  viewing,  that  this  housewife  attention 
level  is  about  the  same  in  the  daytime  as  it  is 
at  night,  and  that  women  daytime  tv  viewers 
are  younger,  have  the  larger  families  and  shop 
more  often. 

WIOD  Now  Called  WCKR, 

Uridge  Appointed  Manager 

BISCAYNE  TV  Corp.  (WCKT  [TV]  Miami) 
has  taken  over  operation  of  WIOD  Miami  and 
the  call  letters  have  been  changed  to  WCKR, 
according  to  Niles  Trammell,  president.  Mr. 

Trammell   also  an- 
nounced the  appoint- 

ment of  four  station 
officers,  headed  by 

Manager  Owen 
Uridge.  The  change 
became  effective 
midnight,  Aug.  10. 

WIOD  was  pur- 
chased by  Biscayne 

from  Isle  of  Dreams 
Broadcasting  Corp. 

for  $404,128  [B«T, 

July  23].    This  ne- 
MR  URIDGE  cessitated  the  sale  of WQAM  Miami  by 

the  Miami  Herald,  a  substantial  stockholder 
of  Biscayne,  because  of  FCC  duopoly  rules. 

Besides  Mr.  Uridge,  other  station  executives 
who  have  joined  WCKR  include  Gene  Rider, 
chief  engineer;  L.  L.  (Duke)  Zimmerman,  sales 
manager,  and  Walt  Svehla,  program  manager. 
All  four  men  formerly  were  with  WQAM.  Mr. 

Uridge,  WQAM  general  manager,  former 
held  the  same  position  with  WAFD  and  WJ: 
both  Detroit.  He  joined  WQAM  in  1947. 

At  the  present  time,  WCKR  is  operatii 

from  studios  in  downtown  Miami  but  will  mo- 

into  new  facilities  in  Biscayne's  radio-tv  buil 
ing  early  next  month.  Sister  station  WCK 
went  on  the  air  last  month,  with  studios  in  tl 
new  building.  Both  stations  are  NBC  affiliatf 
Christal  Co.,  New  York,  will  represent  WCK 

WOW-AM-TV  Issues  Film 

On  Conservation  Problems 

WOW-AM-TV  Omaha,  Neb.,  has  produced  : 
third  soil  and  water  conservation  documenta 

film,  "Regimented  Raindrops  II."  The  filmii 
required  550  man-hours,  more  than  $3,000 
production  costs  and  5,000  miles  of  travel. 

"Raindrops  II,"  preceded  by  "Big  Mudd; 
and  "Regimented  Raindrops  I,"  dramatiz 
what  Missouri  Valley  basin  farmers  are  doii 
to  conserve  vital  water  on  their  own  land.  Tl 
film  lasts  27  minutes  and  is  in  color  wi 
sound. 

A  team  composed  of  WOW-AM-TV  Far 
Director  Mai  Hansen,  his  associate  Arno 
Peterson  and  photographers  Bill  LaViolette  ai 
Bob  Mockler  shot  scenes  throughout  Nebrasl 
and  Iowa  from  the  air  and  on  the  ground. 

The  film  has  been  shown  by  WOW-T 
KCMO-TV  Kansas  City  and  will  be  shov 

MR.  HANSEN  (I)  and  Norman  Tooker 

Douglas  (Iowa)  County  agricultural  agenl 

examine  a  copy  of  "Regimented  Rain 

drops  II." 

next  month  by  KTNT  (TV)  Tacoma,  Wa: 
It  also  is  available  for  group  showings  a 
bookings  at  present  are  a  month  ahead.  S 
tions  interested  in  showing  the  film  may  obt< 

copies  by  contacting  Mr.  Hansen. 

Color  Progress  'Remarkable' Herbuveaux  Reports  to  NBC 

WNBQ  (TV)  Chicago  made  "remarkal 
progress"  in  programming,  sales,  client-agen 
acceptance  and  in  generating  public  interest 
color  television  in  its  first  four  months  of  opi 

ation  as  an  "all-color"  station,  Jules  Hert 
veaux,  NBC  Chicago  vice  president  and  gf 
eral  manager,  reported  last  week. 

Details  of  Mr.  Herbuveaux'  four-month  : 
port  followed  generally  the  pattern  of  findir 
shown  in  a  special  three-month  report  p: 
sented  by  B*T  a  month  ago  [B»T,  July  1 

Reporting  to  Charles  R.  Denny,  NBC  vice  pre 
dent  in  charge  of  owned  stations  and  NBC  St 
Sales,  Mr.  Herbuveaux  said,  in  part: 

(1)  WNBQ  currently  is  averaging  appro 
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CHANNEL 

5 THEY  PUT  THEIR  MONEY  ON  PROMOTION-MINDED  NAGS 

PLAYING  a  hunch  on  the  590  frequency  of  WROW  Albany,  19  members  of  a  party 
given  by  the  station  at  the  Saratoga  race  track  chose  5  and  9  in  the  daily  double. 

And  promotion-minded  horses— looking  at  the  call  letters  on  a  balloon  flying  over- 
head—came in  for  the  payoff.  The  winners  were  among  more  than  100  timebuyers 

and  other  advertising  personnel  from  New  York,  Boston  and  Philadelphia  entertained 

at  the  track  by  WROW.  Lucky  ticket  holders  (I  to  r)  are,  seated:  Rita  Driscoll,  of 

C.  L.  Miller;  Betty  Powell,  Geyer  Advertising;  Jane  Podester,  McCann-Erickson;  Aliph 

Avery,  daughter  of  Avery-Knodel's  Lew  Avery;  Frank  Smith,  WROW  president;  Jack 
Clark,  Harrington,  Richter  &  Parson;  Pat  Hart,  WROW;  Gerry  McGuire,  WCDA  Al- 

bany, and  standing:  Val  Ritter,  N.  W.  Ayer;  John  Dickenson,  HR&P;  Bob  Liddel,  Comp- 
ton  Advertising;  Harry  Goldman,  WROW;  George  Perkins,  WROW;  Marc  Richfield, 
BBDO;  Stan  Hamer,  Dancer,  Fitzgerald  &  Sample;  Lew  Avery;  Jack  Dunford,  Bryan 
Houston;  Dane  Kane,  Ellington  &  Co.,  and  Bernie  Rasmussen,  Fuller  &  Smith  &  Ross. 

mately  38  hours  of  color  per  week  (30  hours 
local,  8  hours  network).  This  fall,  when  net- 

work colorcasting  is  boosted  from  40  to  80 
hours  a  month,  WNBQ  will  be  presenting  50 
hours  of  color  per  week,  or  about  15  hours 
more  than  when  it  started  colorcasting  last 
April. 

(2)  A  total  of  36  local  and  national  spot 

advertisers  currently  use  WNBQ's  color  facili- 
ties to  present  a  total  of  74  live,  film  or  slide 

commercials  in  an  average  week.  Color  has 

had  a  "uniformly  enthusiastic"  reception  from all  36. 

(3)  Color  has  brought  new  business  to 

WNBQ — local  and  national  spot  sales  in  May, 
June  and  July  were  up  25%  over  the  same 
period  of  1955. 

(4)  Some  30,000  visitors  have  trooped  to 

WNBQ's  Hall  of  Color  in  the  past  four  months 
and  traffic  now  averages  2,000  per  five-day 
week. 

(5)  Although  there  is  no  authoritative  count 
of  the  number  of  color  sets  in  the  Chicago 
area,  sales  there  have  exceeded  those  in  any 

other  market  and  it's  estimated  that  the  total 
has  doubled  since  WNBQ  started  its  color  oper- 

ation. A  further  step-up  is  expected  this  fall 
as  a  result  of  increased  color  programming,  plus 
recent  reductions  in  color  set  prices. 

(6)  WNBQ  color  orientation  sessions,  open 
to  all  advertisers  and  their  agencies,  have  had 

"great  success,"  with  29  agencies  and  40  of 
their  clients  having  used  station's  "laboratory" 
facilities  to  color-test  products  as  of  July  31. 
Though  some  of  these  advertisers  are  not  now 
using  color,  and  a  few  are  not  even  using  tv, 
they  should  be  considered  potential  users  who 

have  been  "pre-sold"  on  color. 
Color  clients  are  renewing  at  an  "encourag- 

ingly high  rate,"  Mr.  Herbuveaux  said.  Among 
the  most  recent  renewals  were  those  of  Gold- 

blatts',  Armour  &  Co.,  Santa  Fe  Railway,  Peter 
Hand  Brewing  Co.,  Wanzer  milk  and  First 
Federal  Savings  &  Loan. 

Fla.,  Tenn.  Stations 

Bought  by  Rounsaville 
THE  Rounsaville  station  group  was  expanded 
to  seven  regional  outlets  in  major  markets  as 

the  result  of  last  week's  purchase  of  WSOK 
Nashville,  Tenn.,  (1470  kc  1  kw  daytime)  and 

WIOK  Tampa,  Fla. 

( 1 1 50  kc  1  kw  day- 
time) from  H.  C. 

Young  Jr.,  of  Nash- ville. Price  for  the 

jfcl  '  two    outlets  was 

EM^*|  J  I      S540.000.    Sales  are Bjg,  ,  »  i      subject  tn  usual  FCC 
KjSsL  approval. 

Kgk  Robert  W.  Roun- 
jfl  saville,  head  of  the 

group,  said  six  of 
the  major  market 
stations  will  be  pro- 

grammed to  Negroes 
but  WQXI  Atlanta, 

headquarters  station,  will  continue  its  music- 
news-sports  policy  plus  exclusive  Atlanta 
Crackers  baseball  and  high  school  football 
coverage. 

Besides  the  three  outlets  mentioned,  the  group 
includes  WCIN  Cincinnati;  WLOU  Louisville; 
WOBS  Jacksonville,  Fla.;  WMBM  Miami  Beach. 
Mr.  Rounsaville  holds  permits  for  WATL-TV 
Atlanta;  WQXN-TV  Cincinnati  and  WQXL- 
TV  Louisville.  He  first  entered  radio  in  1941 
by  building  WGAA  Cedartown,  Ga. 

Besides  acquiring  WSOK  and  WIOK,  Mr. 
Rounsaville  last  week  sold  WBAC  Cleveland, 
Tenn.,  for  almost  $150,000  to  a  group  headed 
by  Thad  F.  Fitch,  WBAC  manager,  and  Walter 
Kile,  Cleveland  businessman.  Some  months 
ago  he  sold  WBEJ  Elizabethton,  Tenn.,  to  local 
interests  for  $100,000.  Early  in  the  summer 
he  had  applied  for  a  10  kw  station  on  1010  kc 
in  Tampa. 

MR.  ROUNSAVILLE 

DOMINATES  | 

GULF  COAST 

ALABAMA 

MISSISSIPPI 

&  FLORIDA 

WHERE: 

a  million  people  spend 

a  billion  $.    They  look  & 

listen  day  &  night  to 

WKRG-TV 

with  its  CBS-ABC  & 

film  shows.    Local  live 

wrestling — the  nations 

best  cooking  show — the 

best  news  show  in  the 

world  (or  any  other  place) 

Good  Kid  shows 

WKRG  is  GOOD 

GOOD 

GOOD 

CHANNEL 

Avery  Knodel 
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Swezey  Defends  Right 

Of  Radio-Tv  in  Court 

THE  IMPORTANCE— in  point  of  public  serv- 
ice as  well  as  fairness — of  allowing  radio-tv  to 

cover  legislative  and  judicial  proceedings  on  a 
par  with  the  rest  of  the  press  was  emphasized 

by  Robert  D.  Swezey  of  WDSU-AM-FM-TV 

New  Orleans,  chairman  of  NARTB's  Freedom 
of  Information  Committee,  in  a  panel  session  on 
municipally-owned  WNYC  New  York  a  fort- 

night ago. 
Most  of  the  half-hour  transcribed  program 

was  taken  by  a  presentation  of  opposing  points 
of  view  by  Mr.  Swezey  and  Wayland  B.  Cedar- 
quist,  attorney  and  former  member  of  the  board 
of  managers  of  the  Chicago  Bar  Assn.  Other 
participants  were  Jacob  Sher,  associate  profes- 

sor at  Northwestern  U.'s  Medill  School  of 
Journalism  and  also  general  counsel  for  the 

House  of  Representatives'  Subcommittee  on 
Government  Information,  and  James  H.  Mc- 

Burney,  dean  of  Northwestern's  School  of 
Speech,  who  was  moderator. 

Mr.  Cedarquist  agreed  generally  with  Mr. 
Swezey  that  television  coverage  need  not  inter- 

fere physically  with  proceedings.  He  insisted, 
however,  that  although  the  technical  facilities 

may  be  unobtrusive,  the  knowledge  that  a  pro- 
ceeding is  being  telecast  can  have  important 

psychological  effects  on  a  witness,  making  it 

"difficult  to  get  the  truth  of  the  matter"  and 
depriving  the  defendant  of  a  "fair  trial." 

Mr.  Swezey  disagreed  "completely,"  arguing 
that  "the  minute  a  witness  becomes  a  witness — 
becomes  actively  interested  in  what  he's  saying, 
his  answers,  his  statements,  and  so  forth — he 

What  Are  Pittsburgh's 

Working  Hours? 

ASK  YOUR  COLONEL 

Factory  shifts,  office  hours,  and 

school  hours  are  just  a  few  of  the 

facts  your  Colonel  has  assembled 

for  Pittsburgh  .  .  .  and  for  23  other 

markets  he  represents. 

PGW  TELEVISION  SALES 

1  J 

WESLEY  DUMM  (r),  president  of  KSFO, 

San  Francisco  Broadcasters  Inc.,  and  Rob- 

ert O.  Reynolds,  vice  president  and  gen- 
eral manager  of  KMPC  Los  Angeles, 

exchange  check  and  stock  certificate 

completing  the  $1  million  sale  of  KSFO 
to  Golden  West  Broadcasters  (KMPC) 

[B«T,  June  18]. 

loses  completely  the  feeling  of  what  goes  on 

around  him."  He  also  said: 
"Let  me  review  with  you  the  purposes  for 

public  trials.  What  are  they?  The  first  one,  I 
assume,  is  to  assure  there  will  be  a  fair  proceed- 

ing ...  to  get  away  from  the  inquisition  and 
the  star  chambers.  The  second,  as  I  recall,  in 
order  of  importance,  was  that  the  publicity  itself 
would  bring  forward  witnesses  that  otherwise 

hadn't  been  found  who  might  have  some  valu- 
able information  to  clear  up  the  case. 

"And  the  third  one  was  to  keep  the  defendant 
and  the  witnesses  and  everybody  else  pretty 
close  to  the  truth — that  is,  if  [the  witness]  were 
making  statements  before  the  public,  he  would 
be  much  more  likely  to  be  pretty  careful  what 
he  said  and  to  be  pretty  sure  that  he  meant 
what  he  said  before  he  made  the  statement. 

"I  believe  there  was  a  fourth,  and  that  was 
to  assist  the  judge  and  the  other  officials  in 

keeping  close  to  an  orderly  deportment  them- 
selves .  .  . 

"Now,  as  far  as  I  can  see,  those  .  .  .  are  the 
main  historical  reasons  why  we  have  public 
hearings  and  public  trials  .  .  .  All  of  these 
things  [contribute]  to  the  fact  that  television 
should  be  in  the  picture,  because  this  is  the 
greatest  publicity  medium  that  we  have  so  far 

achieved." 
Two  Nebraska  Radio  Stations 

Plan  to  Establish  Tv  Outlet 

TWO  Nebraska  radio  stations— KCOW  Al- 
liance and  KOLT  Scottsbluff — last  week  an- 

nounced plans  to  establish  a  tv  station  to  serve 
the  northwestern  panhandle  of  that  state. 

Although  complete  details  have  yet  to  be 
worked  out,  the  stations  said  they  have  been 
working  on  the  project  with  an  engineering 
firm  for  several  months  and  that  full  informa- 

tion will  be  available  within  30  days.  Super- 
vising planning  for  the  proposed  outlet  are 

Gene  Ackerley,  general  manager  of  KCOW, 
and  L.  L.  Hilliard,  owner  of  KOLT.  Both  are 
veteran  broadcasters.  Present  plans  call  for 
the  formation  of  a  new  corporation,  Western 
Nebraska  Tv  Inc.,  in  which  the  two  stations 
will  be  principal  stockholders. 

WBUF  (TV)  Begins  Campaign 

To  Convert  Tv  Sets  to  Uhf 

A  NEW  CAMPAIGN  that  WBUF  (TV)  Buf- 
falo hopes  will  bring  tv  set  uhf  conversion 

farther  along  the  road  toward  the  100%  mark 
in  its  coverage  area  was  underway  last  week, 

coincident  with  WBUF's  carrying  the  full  NBC- 
TV  schedule. 

"Project  17,"  as  the  station  calls  the  cam- 
paign, is  using  every  promotional,  merchandis- 

ing, advertising,  publicity,  technical  and  civic 
means  at  its  disposal,  according  to  General 
Manager  Charles  C.  Bevis  Ir.  The  promotional 
group  at  the  station  will  keep  close  tabs  on 
Buffalo  business  enterprises  that  sell  or  install 

necessary  equipment  to  make  tv  receivers  cap- 
able of  carrying  WBUF  programs. 

Describing  the  operation  as  having  "mobil- 
ity and  speed  of  a  military  action,"  Mr.  Bevis 

said  the  team  handling  "Project  17"  will  be 
headed  by  Robert  Fillmore,  manager  of  adver- 

tising and  promotion  at  the  station;  assisted  by 
H.  W.  Shepard,  director  of  special  projects, 

NBC-owned  stations,  and  will  include  special- 
ists in  advertising,  merchandising,  promotion 

and  publicity,  as  well  as  advisory  services  of 

NBC  technicians,  statisticians  and  fiscal  ex- 

perts. 

A  53%  increase  in  the  number  of  metropoli- 
tan Buffalo  homes  equipped  to  receive  uhf  tele- 

casts in  the  first  six  months  of  operation  by 
WBUF  has  been  claimed  by  Mr.  Bevis. 

According  to  Mr.  Bevis,  an  estimate  as  of 
luly  1  showed  160,160  uhf-equipped  sets,  or 
47.5%  of  the  tv  homes  in  metropolitan  Buffalo. 
This  estimate,  he  noted,  was  projected  from  a 
study  W.  R.  Simmons  &  Assoc.  made  for  the 
ch.  17  station  in  March  and  supplemented  by 
estimates  taken  from  local  distributors,  the 

local  power  company  and  other  sources.  WBUF 
counted  105,000  uhf-equipped  tv  sets  in  the 
area  on  Jan.  1  and  124,000  by  March.  Between 
March  and  July,  the  volume  rose  by  more  than 
29%. 

WVCG  Now  Broadcasting 

From  New  $75,000  Studios 

WVCG  Coral  Gables  ("South  Florida's  Good 
Music  Station"),  now  is  broadcasting  from  its 
new  $75,000  building.  George  W.  Thorpe, 
president  and  general  manager,  said  the  move 
was  made  without  a  break  in  broadcasting 
continuity. 

The  new  facilities  occupy  more  than  3,000 
sq.  ft.  and  feature  duplicate  control  rooms, 
employe  lounge  and  a  large  studio.  WVCG 
went  on  the  air  Feb.  18,  1948,  and  broadcasts 
with  1  kw  on  1070  kc. 

K DUB-TV  Gets  Court  Access 

FIRST  tv  access  to  a  West  Texas  district  court 

was  obtained  Aug.  10  by  KDUB-TV  Lubbock 
when  Duncan  Ellison,  news  editor,  was  per- 

mitted to  take  films  in  a  forgery  trial.  The 
coverage  was  put  on  the  air  shortly  after  the 
pickup.  W.  D.  Rogers,  KDUB-TV  president, 
and  other  media  representatives  had  petitioned 
Judge  Robert  Bean  for  the  coverage  rights. 
Counsel  for  both  sides  agreed  to  the  telecast. 

To  Manage  KIDO-AM-TV 
GEORGIA  M.  DAVIDSON,  president  and 
principal  owner  of  KIDO  Inc.,  will  assume  full 
management  of  KIDO-AM-TV  Boise,  Idaho, 
upon  the  departure  of  Walter  E.  Wagstaff, 

present  manager,  who  is  to  assume  manager- 
ship of  KGW-TV  Portland,  Ore.,  the  middle 

of  September  [B«T,  Aug.  13]. 
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WQAM  Miami  officially  changed  owner- 

ship a  fortnight  ago  as  Mid-Continent 
Broadcasting  Co.  took  over  the  former  Mi- 

ami Herald  station.  Here  James  L.  Knight 

(r),  Herald  general  manager,  transfers 

stock  to  Todd  Storz,  president  of  the  Mid- 
Continent  stations. 

Jack  Sandler  Appointed 

WQAM  Miami  Manager 

JACK  SANDLER,  longtime  Mid-Continent 
Broadcasting  Co.  employe,  has  been  appointed 

general  manager  of  the  company's  recently- 
acquired  WQAM 
Miami. 

Mr.  Sandler  began 
his  career  with  Mid- 
Continent  as  sports- 
caster  at  KOWH 
Omaha,  later  took 
on  duties  of  sales- 

man and  last  year 
was  named  sales 

manager  of  the  sta- 
tion. 
His  duties  at 

KOWH  will  be  as- 
sumed by  Ed  Mor- 

gan, a  familiar  name 
on  the  Omaha  radio  scene  and  a  KOWH  sales- 

man at  the  time  of  his  appointment. 
Dave  Croninger  has  been  named  program 

director  at  WQAM.  He  joined  the  Storz  group 
at  WHB  Kansas  City  as  disc  jockey  and  later 

became  program  director  of  WTIX  New  Or- 
leans. 

In  addition  to  the  stations  mentioned,  Mid- 

Continent  owns  WDGY  Minneapolis-St.  Paul. 

MR.  SANDLER 

MR.  MORGAN MR.  CRONINGER 

WWJ  Marks  36th  Year 

WWJ  Detroit  will  mark  its  36th  year  of  broad- 
casting today  (Monday).  The  station  began 

experimental  programs  Aug.  20,  1920,  with  a 
20  w  transmitter  built  by  Dr.  Lee  De  Forest. 
Edwin  K.  Wheeler  is  WWJ  general  manager 
and  Robert  J.  Mcintosh  is  station  manager. 
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Quad-City  Telecasting  Corp. 

Formed,  Seeks  Video  Outlet 

FORMATION  of  the  Quad-City  Telecasting 
Corp.  for  the  purpose  of  providing  an  addi- 

tional telecasting  facility  in  the  quad-city  area 
of  Rock  Island,  Davenport,  Moline  and  East 
Moline,  111.,  has  been  announced  by  Glenn 

L.  Seydel,  president  of  the  group.  Other  offi- 
cers are  G.  LaVerne  Flambo.  majority  stock- 

holder of  WQUA  Moline.  vice  president,  and 
Clarence  J.  Bendle,  treasurer. 

Mr.  Seydel  said  the  group  is  interested  in 
filing  an  application  for  a  tv  station  on  ch.  8 

in  Rock  Island,  if  and  when  the  FCC's  pro- 
posed rule-making  to  delete  ch.  8  from  Peoria 

and  assign  it  to  Rock  Island  is  finalized.  The 
Commission  has  granted  Peoria  ch.  8  to  WIRL 
Peoria,  but  construction  has  been  prohibited 
until  completion  of  the  rule-making  proceeding. 

WCJB-TV  Minot  Planning 

To  Build  1,070  Ft.  Tower 

KCJB-TV  Minot,  N.  D..  has  completed  plans 
to  construct  a  1,070  ft.  tower  and  to  increase 
ERP  to  65  kw,  it  has  been  announced  by 
John  W.  Boler,  president  of  the  North  Dakota 

Broadcasting  Co.,  station's  licensee.  An  appli- 
cation requesting  the  change  has  been  filed  at 

the  FCC. 

The  new  tower  will  be  located  in  an  area 
southwest  of  Minot  and  will  be  one  of  the  two 
tallest  in  North  Dakota,  second  only  to  the 
1.085  ft.  tower  of  KXJB-TV  Valley  City,  N.  D.. 
also  operated  by  the  North  Dakota  Broadcast- 

ing Co.  Ch.  13  KCJB-TV  is  a  primary  CBS 
affiliate. 

MBS  Outlet  KRDG  Starts 

NEW  Mutual-Don  Lee  affiliate,  KRDG  Red- 
ding, Calif.,  began  operation  Aug.  1  on  1230 

kc  with  250  w  fulltimc,  it  was  announced  last 

week  by  Howard  N.  Martineau,  general  man- 
ager. Operator  is  Redding  Broadcasting  Co., 

1214  Locust  St.  Telephone  is  Redding  5451. 
Reinard  W.  Brandley  is  associated  with  Mr. 
Martineau  in  ownership  of  KRDG.  Lynn  Olson 

is  chief  engineer  and  Edith  Martineau  is  pro- 
gram director. 

WBAT  Sold  for  $140,000 

SALE  of  WBAT  Marion,  Ind.,  from  Marion 

Radio  Corp.  (John  L.  Ramp)  to  Central  Broad- 
Casting  Corp.  (WKBV  Richmond,  Ind.)  for 
$140,000,  was  announced  last  week  by  Allen 
Kander  &  Co.,  broker  negotiating  the  sale.  The 
sale  is  subject  to  approval  by  the  FCC.  WBAT 
(1400  kc,  250  w)  began  operation  in  1947  and 
is  a  CBS  affiliate.  Lester  G.  Spencer,  general 

manager  of  WKBV,  also  will  manage  WBAT. 

WLW  Foundation  Reactivated 

THE  WLW  Consumer  Foundation— made  up 
of  several  hundred  radio  families  in  the  Cin- 

cinnati-Columbus, Ohio,  area  who  pre-test  ad- 
vertised products — will  be  reactivated  in  the 

fall  by  the  Crosley  station.  The  testing  panel, 

which  actually  used  products  in  the  home  be- 
fore WLW  accepted  them  for  radio  advertising 

use,  has  been  inactive  the  past  few  years.  The 

reactivation  move,  according  to  WLW,  is  be- 

cause of  the  "rejuvenation  of  radio  program- 

ming .  .  ." 

IN  BUFFALO 

SUPER 

MERCHANDISING 

PLAN 

THE  BUY! 

*  30  one  minute  SPOTS  WEEKLY 
ON  WBNY  AM  .  .  .  concentrated 

coverage  that  brings  results  for  a 
long  list  of  top  national  advertisers. 

THE  BONUS! 

•jr  Bi-weekly  reports  on  yours  and 

your  competitor's  shelf  space  in 
100  super  markets. 

lAr  12  FM  spots  also  aired  into  100 

supers  every  week. 
if  100  guaranteed  one  week  displays 

in  supers  every  13  weeks. 

Only  Restriction!    One  Product 
Each  Classification  .  .  . 

Hurry  Contact 

BURKE-STUART 

National  Representatives 

CHECK  PULSE . . .  WE'RE  ...  UP  ...  UP 
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STATIONS 

MR.  NAHAS 

Fred  Nahas  New  President 

Of  Shamrock  Broadcasting 

FRED  NAHAS  has  been  appointed  president 
of  Shamrock  Broadcasting  Co.,  which  operates 

KXYZ  Houston, 

Tex.,  it  was  an- 
nounced by  Glenn 

McCarthy,  chairman 
of  the  board. 
Mr.  Nahas  has 

been  associated  with 
KXYZ  since  1948, 
when  he  joined  the 
station  as  executive 
vice  president  and 
general  manager.  In 
the  early  days  of 

television,  Mr.  Na- 
has was  appointed 

by  Broadcast  Music 
Inc.  to  make  a  series  of  speeches  throughout 
the  nation  on  the  unusual  promotions  used  by 
KXYZ  during  the  difficult  period. 

Mayer  Receiver  for  WTOM-TV 
APPOINTMENT  of  John  Mayer  of  Detroit  as 
temporary  receiver  of  ch.  54  WTOM-TV  Lan- 

sing, Mich.,  has  been  announced.  The  station, 

which  is  under  the  managership  of  L.  G.  Chris- 
tian Jr.,  has  $115,000  in  liabilities.  Mr.  Chris- 
tian said  a  Boston  investment  firm  was  inter- 

ested in  helping  reorganize  the  licensee  and 
that  creditors  would  be  paid  in  full  after  re- 

organization. The  station  is  remaining  on  the 
air. 

KPOK  Names  Leon  to  Sales 

IRVING  S.  LEON  has  been  named  director  of 

sales  and  service  of  KPOK  Scottsdale,  Ariz., 
according  to  President  Dick  Gilbert.  The  sta- 

tion is  still  under  construction.  Ariz.  Gov.  Er* 
nest  W.  McFarland  and  other  state  and  local 

dignitaries  took  part  in  recent  ceremonies  light- 

ing KPOK's  210-ft.  tower.  For  the  past  three 
years,  Mr.  Leon  has  been  an  account  executive 
for  KTYL  Mesa,  Ariz. 

KAIR  Tucson  Names  Grant 

KAIR  Tucson,  Ariz.,  has  named  W.  S.  Grant 
Co.  as  national  representative  and  announced 
plans  to  go  on  the  air  Aug.  25.  The  station  is 
owned  by  Pima  Broadcasting  Co.  Charles 
Cowling  is  vice  president  and  general  manager. 

KOLO-TV  Reno,  Nev.,  Begins 

Increased  Power  Operations 

KOLO-TV  Reno,  Nev.,  ch.  8,  has  begun  oper- 
ating from  a  new  transmitter  site  atop  10,120 

ft.  Slide  Mt.,  15  miles  southwest  of  Reno. 
With  new  11.7  kw  effective  radiated  power 
from  a  2,920-ft.  antenna  height  (above  average 
terrain),  the  Reno  outlet  has  gained  a  50% 
increase  in  viewers  (from  21,750  to  33,500), 
according  to  Harry  Huey,  general  manager. 
The  station  will  secure  CBS  network  programs 

from  KPIX  (TV)  San  Francisco  and  NBC  pro- 
grams from  KCRA-TV  Sacramento,  Calif.,  via 

its  own  off-the-air  relay  system.  ABC  affilia- 
tion is  for  film.  The  transmitter  can  be  reached 

in  winter  via  ski-lift  and  motorized  sled. 

WSYE-TV  Target  Sept.  15 

WSYE-TV  Elmira,  N.  Y.,  has  set  a  Sept.  15 
target  date,  according  to  E.  R.  Vadeboncoeur, 
president  of  WSYR-AM-TV  Syracuse  (Cen- 

tral New  York  Broadcasting  Corp.,  which 

owns  WSYE-TV).  All  transmitting  and  con- 
trol equipment  has  been  installed  for  the  ch. 

18  outlet  with  the  exception  of  the  antenna, 
which  is  slated  for  delivery  in  early  September. 
Supervising  technical  operations  are  Albert 
Eicholzer  and  Francis  Thisse,  WSYR-AM-TV 
chief  engineer  and  assistant,  respectively. 

REPRESENTATIVE  APPOINTMENTS 

WGMS-AM-FM  Washington  names  Adam 

Young  Inc.,  N.  Y.  Station  recently  was  pur- 
chased by  RKO  Teleradio  Pictures  Inc. 

KYA  San  Francisco  appoints  McGavren-Quinn 
Co.  L.  A.  representative.  Station  maintains  its 
own  N.  Y.  office. 

WTAO  Boston  names  Richard  O'Connell  Inc., 
N.  Y. 

REPRESENTATIVE  PEOPLE 

Ralph  C.  Kelley,  formerly  vice  president  in 
charge  of  Chicago  office  of  The  Walker  Co., 
radio-tv  representative,  to  John  Cockerell,  Inc., 
media  representative,  same  city,  as  vice  presi- 
dent. 

Fred  L.  Nettere,  time  and  space  salesman,  for- 
merly with  The  Katz  Agency,  to  similar  post 

with  NBC-TV  Spot  Sales,  N.  Y. 

Raymond  C.  Simms,  assistant  manager,  NBC 
radio  sales  development,  and  former  media 

director,  Erwin,  Wasey  &  Co.,  N.  Y.,  to  H-R 
Television  Inc.,  N.  Y.,  in  executive  sales  ca- 

pacity. 
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Warren  Shuman,  sales  staff,  XEO  and  XEOB 
Matamoros,  Mexico,  to  National  Times  Sales 
N.  Y.,  as  salesman. 

Tom  Buchanan  to  Everett-McKinney  Inc. 
N.  Y.,  as  account  executive. 

STATION  PEOPLE 

Robert  Mulhall,  operations  manager,  WOI 
AM-TV  Ames,  Iowa,  named  general  manager 
James  H.  Davis,  educational  supervisor,  WOI 

TV,  to  associate  general  manager  of  WOI-AM 
TV  and  program  supervisor  of  WOI-TV. 

Leo  Rosen,  general  manager,  WPTR  Albany 
N.  Y.,  resigned. 

E.  R.  Morrison,  regional  sales  staff,  KFAI 
Omaha,  appointee 
sales  manager.  Con 
nie  Kostel,  Johi 
Goodsell  Adv.  Agen 

cy,  to  KFAB  conti 
nuity  department. 

James  J.  Kilian 

public  service  direc 
tor,  WAAM  (TV 
Baltimore,  namec 

program  manager. 

Jack  Morris,  newi 
director,  KTV> 

(TV)  Tulsa,  Okla. 
named  to  additional  post  of  director  of  public 
relations  and  special  events. 

Donn  E.  Winther,  assistant  promotion  manage] 

and  merchandising  representative,  WNBF-AM 
TV  Binghamton,  N.  Y.,  to  promotion  manager 

Bruce  E.  Flaherty,  radio-tv  director  of  the  sta 
tion,  to  assistant  program  director. 

Edward  Hearn,  sales  staff,  WCAO  Baltimore 

...  .  named    sales  man 
ager  of  WTOfl Towson,  Md. 

A.  Abbott  Coblentz 
sales  staff,  WNEI 
Worcester,  Mass.,  t( 
commercial  manage 

of  WORC  Wor 
cester,  Mass. 

Howard  Kester 

WADS  Ansonia 
Conn.,  named  com 
mercial  manager. 

MR.  MORRISON 

m  Mm. 

MR.  HEARN 
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Edwin  Charles,  sales  representative,  WOI 

Washington,  named  local  sales  manager. 

David  L.  Miller,  Gallagher-Delisser  Inc.,  N.  Y. 
publication  representative,  to  KYW  Clevelanc 
as  national  sales  coordinator. 

Gene  Barlow,  sales  department,  KMED  Med 

ford,    Ore.,  named 
local  sales  manager. 

Charles  R.  Maillet, 

production  manager, 
WRNL  Richmond, 

Va.,  appointed  pro- 
gram director. 

John  L.  Hutchinson 

Jr.,  executive  pro- 
ducer, W  BEN -TV 

Buffalo,  N.  Y.,  pro- 
moted to  sales  staff. 

MR.  BARLOW Jean  McDonough, 

assistant  music  director  and  music  librariar 
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MR.  FILLMORE 

WBZ  Boston,  to  assistant  public  service  and 
education  director. 

Robert  A.  Fillmore  manager  of  advertising  and 

promotion  of  NBC- 
owned  WRCV  Phil- 

adelphia, transferred 
to  WBUF  (TV)  Buf- 

falo, also  NBC  out- 
let, in  same  capacity. 

Rodric  Smith,  audi- 
tor, KEX  Portland, 

Ore.,  Westinghouse 
Broadcasting  Co.  sta- 

tion, named  by  WBC 
to  post  of  auditor  at 
KPIX  (TV)  San 
Francisco.  Succeed- 

ing Mr.  Smith  in 
Portland  is  James  R.  Melinder,  former  assistant 
auditor  at  San  Francisco  station. 

William  Martin,  formerly  assistant  to  Edgar 
Bergen,  CBS,  to  KTLA  (TV)  Hollywood  as 
talent  director. 

Wade  St.  Clair,  assistant  program  manager, 
WBT  Charlotte,  N.  C,  to  station  sales  staff. 
Doug  Bell,  program  director,  WSOC  Charlotte, 
to  assistant  program  manager  at  WBT. 

Thomas  M.  Smart,  Idaho  representative,  Bal- 
lard &  Carter,  electronics  supply  firm,  to  KDYL 

Salt  Lake  City  as  account  executive. 

Joseph  M.  Tasker  Jr.,  announcer-newscaster, 
WKNB  (TV)  New  Britain,  Conn.,  named  music 

director  at  station's  West  Hartford  studios. 

Jim  Patterson,  formerly  producer-director  of 
Panorama  Pacific,  CBS  Television  Pacific  Net- 

work, to  KRCA  (TV)  Los  Angeles  as  execu- 
tive producer. 

Craig  Harrison,  California  radio  veteran,  to 

KCBS  San  Francisco  as  Housewives'  Protective 
League  director  succeeding  Lee  Adams,  now 
it  WLW  Cincinnati.  Clifford  Trotter,  sales- 

man, KJBS  San  Francisco,  to  KCBS  as  account 
;xecutive. 

Clifton  Utley,  NBC  commentator,  to  return  to 
regular  newscasting  duties  at  WMAQ  Chicago 
Sept.  3,  ending  absence  of  three  years  spent 
recuperating  from  heart  ailment.  He  replaces 

Austin  Kiplinger,  leaving  to  join  his  father's 
Kiplinger  Letters,  Washington. 

Michael  Stanley,  news  director,  WJOC  James- 
.  town,  N.  Y.,  to  WCOJ  Coatsville,  Pa.,  in  same 
:apacity. 

"When  KRIZ  Phoenix  plays  those 
hot  tunes,  Officer,  /  prefer  to  play 

safe!" 

Orville  C.  Schumacher,  formerly  on  WLS  Chi- 
cago staff,  to  KCAL  Redlands,  Calif.,  as  news 

and  sports  director  replacing  Bill  Paterson.  re- 

signed to  join  sheriff's  office  in  San  Bernardino County. 

Cal  Stewart,  disc  jockey,  WOWO  Fort  Wayne, 
Ind.,  named  director  of  news  and  special  events. 

Jack  E.  Underwood,  program  director  of  Jack- 
son, Mich.,  radio  station,  to  WOWO  as  disc 

jockey  succeeding  Mr.  Stewart. 

Dorothy  Munster  Trantow,  traffic  manager, 
WFNC-AM-FM  Fayetteville,  N.  C,  promoted 
to  assistant  continuity  director,  succeeding  Janet 
Phinney,  resigned.  Carol  Lofink  named  traffic 
manager.  Mrs.  Trantow  formerly  was  on  N.  Y. 
advertising  staff  of  B»T. 

Jack  Laflin,  former  sports  director,  WSSV 
Petersburg,  Va.,  to  KOCY  Oklahoma  City  on 
news-sports  staff. 

Clifford  Geiselman,  Holdrege,  Neb.,  farmer, 

to  engineering  staff,  KHOL-TV  Kearney,  Neb. 
William  V.  Ranker  and  Lee  Will,  graduates  of 
Central  Technical  Institute,  Kansas  City,  Mo., 
also  to  KHOL-TV  as  engineers. 

John  Morgan,  singer,  to  KTVW  (TV)  Seattle- 
Tacoma,  Wash.,  for  late  night  shows  succeed- 

ing Al  Brightman,  assigned  to  teenage  show 
resuming  next  month. 

Richard  Lyon,  faculty  member.  U.  of  Connec- 
ticut, Mansfield,  to  WDRC  Hartford,  Conn., 

as  parttime  summer  announcer. 

Herb  Sheldon,  personality  on  WRCA-TV  New 
York,  signed  by  WABD  (TV)  New  York  for 
series  of  programs  to  begin  this  fall.  He  will 
continue  his  WRCA-TV  show. 

Graduates  of  Northwest  Radio  &  Television 
School  who  have  taken  station  positions:  Bill 
Larsen  to  WDAY-TV  Fargo,  N.  D.;  Jack  War- 

ren, KBAM  I.ongview.  Wash.,  announcer-sales- 
man: George  Pfau,  KLCB  Libby.  Mont.,  an- 

nouncer: Robert  Ticen,  KXLF-TV  Butte,  Mont., 
film  department;  John  Pearman  and  Nathan 
Morgan,  WPKE  Pikesville,  Ky.,  announcers: 
Vern  Wright,  KODL  The  Dalles.  Ore.,  com- 

bination man:  Don  Brubaker,  KLXQ-TV  Boze- 
man,  Mont.:  Carlene  Miller,  WCYB-TV  Bris- 

tol, Va..  and  Charles  McCormick  to  WJEH 
Gallipolis.  Ohio. 

Charles  W.  Shevland.  film  editor,  KPTV  (TV) 
Portland.  Ore.,  named  film  director,  succeeding 
Dick  Norman,  resigned  to  join  Pictures  Inc., 
Anchorage.  Alaska. 

Paul  Gribben,  Phoenix,  Ariz.,  radio  personality, 
to  KOOL  there  for  daily  news  program. 

Dick  McMahon,  recent  high  school  graduate, 
to  announcing  staff  of  KLZ  Denver. 

Jim  Gibbs,  news  staff.  WFAA-TV  Dallas,  Tex., 
appointed  assistant  news  director. 

Chris  Trull,  Fuchs.  Zemp  &  Celander.  St. 
Petersburg.  Fla.,  advertising  agency,  to  WSUN- 
TV  there  as  director. 

Jack  Barry,  free-lance  radio  personality,  to  staff 
of  WPEN  Philadelphia  for  evening  show  and 
news,  succeeding  Fred  Bennett,  resigned  to 
join  Voice  of  America.  Jules  Rind  assigned  to 
morning  news  and  Bill  Smith  to  night. 

The  Rev.  John  E.  Sjauken,  pastor  of  St.  John 
&  St.  Peter  Lutheran  Church,  Syracuse,  and 
conductor  of  Tell  Us  a  Story  on  WSYR-TV 
there  for  five  years,  leaving  for  pastorate  in 
Fort  Wayne,  Ind. 

Thomas  E.  Baxendell  Jr.  to  technical  staff  of 
WTVH  (TV)  Peoria,  III. 

Bill  Boiling,  WWIN  Baltimore,  to  WAYE  Dun- 
dalk,  Md. 

..nearest  thing 
to  printing 

vjou  have  ever 
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Through  a  Silk  Screen 

The  Gestetner  will  reproduce  illus- 
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operation.  Gestetner  is  stencil  dupli- 
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STATIONS EDUCATION 

Eddie  Hubbard,  disc  jockey  at  WIND  Chicago, 
signed  by  WGN-AM-TV  same  city  to  exclusive 
contract  effective  Sept.  1. 

Ruth  Welles,  women's  commentator,  WRCV 
Philadelphia,  retired  after  16  years  with  station. 

Howard  K.  Martin,  executive  vice  president, 
WALA-AM-TV  Mobile,  Ala.,  died  Aug.  11. 
He  had  been  in  ill  health  for  past  year. 

Bellum  Miller  Jr.,  57,  engineer  for  WOL  Wash- 
ington for  25  years,  died  Aug.  13  of  pneumonia. 

Mrs.  Nonie  Kaufman,  wife  of  RKO  Teleradio 
executive,  Arnold  Kaufman,  died  Aug.  14  fol- 

lowing long  illness. 

Lois  Bannerman,  harpist  on  Ted  Steele  Show, 
WOR  New  York,  married  to  John  Lawson 
Senior  Jr.,  August  11. 

Bob  Brooke,  assistant  film  director,  KHOL-TV 
Kearney,  Neb.,  married  Delores  Ann  Thomas, 
Aug.  10. 

Gordon  E.  Clark,  39,  radio  transmitter  engi- 
neer, KLZ  Denver,  killed  by  lightning  July  26. 

Alfred  B.  Shaeffer,  sales  manager,  KDAY  Santa 
Monica,  Calif.,  father  of  girl,  Debra  Ilene, 
July  18. 

Thomas  V.  Belcher,  director,  KRCA  (TV)  Los 
Angeles,  father  of  boy,  Eric,  July  20. 

Bill  Jones,  46,  morning  personality,  KLZ  Den- 
ver, died  Aug.  3  of  heart  attack. 

Larry  Eisenberg,  publicity  staff,  WABD  (TV) 
New  York,  father  of  girl,  Mindy  Ellen,  Aug.  3. 

Ford  Youngs,  floorman-cameraman,  KOA-TV 
Denver,  father  of  boy,  James  Michael. 

II 

How  Many  Service 

Stations  In  San  Francisco? 

ASK  YOUR  COLONEL 

If  the  number  of  outlets  for  Tires, 
Batteries  and  Accessories  is  not 

important  to  you  .  .  .  food  stores 

might  be.  Your  Colonel  has  that 
information  too  ...  in  24  markets. 

PGW  TELEVISION  SALES 

KSAN-AM-TV  San  Francisco's  new  $500,- 
000  radio  and  television  center  is  located 

in  the  heart  of  the  California  city,  at  1111 

Market  St.  The  four-story,  modern  struc- 
ture was  purchased  last  month.  It  has 

24,000  sq.  ft.  of  studio  and  office  space, 

which  will  be  utilized  in  "immediately  es- 
tablishing television  programs  of  greater 

interest  to  the  overall  public,"  according 
to  officials  of  the  tv  station. 

Paul  Hayes,  news  director,  WSUN-AM-TV  St. 
Petersburg,  Fla.,  married  Joan  Rawlings,  Aug.  4. 

M.  Robert  Rogers,  former  president  of  WGMS 
Washington  and  now  consultant  to  new  licensee 
RKO  Teleradio  Pictures  Inc.,  on  leave  from 
station  duties  to  serve  as  executive  director  of 

Committee  of  the  Arts  &  Sciences  for  Eisen- 
hower, recently  established  in  Washington. 

Robert  Ney,  news  film  director,  WTRF-TV 
Wheeling,  W.  Va.,  elected  president  of  Bellaire, 
Ohio,  Lions  Club. 

Johnny  Andrews,  WRCA-AM-TV  New  York 
personality,  named  chairman,  Jewish  Chronic 
Disease  Hospital  Month  in  New  York. 

Clyde  R.  Spitzner,  commercial  manager,  WIP 
Philadelphia,  elected  chairman  of  board  of 

trustees,  Charles  Morris  Price  School  of  Adver- 
tising &  Journalism,  Phila. 

Paul  Barselow,  continuity  director,  KDAY 
Santa  Monica,  Calif.,  to  appear  in  Highway 
Patrol  film  series  produced  by  Ziv  Television 
Programs. 

Ed  Kabernagel,  sales  department,  WBAL-TV 
Baltimore,  elected  to  board  of  directors,  Trav- 

elers Auxiliary  of  Md.  Pharmaceutical  Assn., 

representing,  station  says,  first  radio-tv  member 
to  be  so  recognized  by  TAMPA. 

Cunnar  Back,  news  director,  WFIL-TV  Phila- 
delphia, to  be  represented  in  Mass  Communi- 

cations Exhibit  of  Wisconsin  State  Historical 

Society,  Madison.  His  collected  papers,  includ- 
ing transcripts  of  World  War  II  and  Washing- 
ton reports  will  be  incorporated  along  with 

work  of  H.  V.  Kaltenborn,  Elmer  Davis  and 
Morgan  Beatty. 

Lee  Segall,  originator  of  radio's  Doctor  I.  Q. 
program  of  the  'forties,  now  chairman  of  board 
of  KIXL  Dallas,  Tex.,  has  announced  he  will 

produce  new  Broadway  musical,  "Living  It 
Up."  Book  is  by  Ted  Farah  and  Charles  Heidt, 
music  by  Alex  Alstone  and  lyrics  by  James 
Kennedy.  Production  date  was  not  announced. 

WIBW-AM-TV  Sets  Grant 

WIBW-AM-TV  Topeka,  Kan.,  has  set  up  a 
$250  scholarship  at  Kansas  State  College,  Man- 

hattan, Kan.,  it  was  announced  last  week  by 

James  A.  McCain,  the  college's  president.  The 
scholarship  is  to  be  awarded  annually  to  an 
outstanding  student  with  strong  interests  in 
radio,  television  and  agriculture. 

WHYY-FM-TV  Moves  Offices 

WHYY-FM-TV,  Philadelphia  educational  out- 
lets, have  moved  their  staff  and  offices  into  the 

former  WCAU  building  at  1622  Chestnut 
Street,  and  the  fm  studio  will  be  relocated 
there  within  the  next  few  weeks.  WHYY-TV 
is  scheduled  to  go  on  the  air  in  October. 

EDUCATION  SHORTS 

WMTW  (TV)  Poland  Spring,  Me.,  Sept.  8  will 

begin  second  in  series  of  educational  tv  pro- 

grams for  teachers'  college  credit.  Course,  titled 
Faiths  of  Other  Lands,  will  be  taught  by  Dr.  J. 

Seelye  Bixler,  president  of  Colby  College,  Wat- 
erville,  Me.  Earlier  this  year,  more  than  100 

persons  participated  in  first  tv  course  for  teach- 
ers when  U.  of  New  Hampshire's  Prof.  Jonathan 

Karas  gave  Introduction  to  the  Atom.  Courses 
are  accredited  by  state  education  departments 
of  Maine,  Vermont  and  New  Hampshire. 

WKAR-TV  East  Lansing,  Mich.,  education  sta- 
tion, is  producing  for  U.  S.  Armed  Forces  Insti- 
tute series  of  filmed  history  lectures.  Station 

is  working  on  two  20-program  series  under 
supervision  of  Dr.  Charles  J.  Mclntyre,  educa- 

tional tv  chief  for  Office  of  Armed  Forces  Infor- 
mation and  Education.  Films  will  be  run  over 

about  20  armed  forces  tv  stations,  shown  at 
military  bases  and  in  classes. 

EDUCATION  PEOPLE 

Henry  H.  Mamet,  station  manager,  KRMA-TV 
Denver,  education  station,  resigned.  He  ha; 
not  announced  future  plans. 

R.  C.  Norris,  radio-tv  production  manager 
State  College  of  Washington,  to  U.  of  Texas 
Austin,  as  radio  production  supervisor. 

John  BuckstaH  appointed  radio-tv  director 
Illinois  Institute  of  Technology. 

Ted  Gershuny,  producer-director,  and  Charle 
Werner,  auditor,  at  WTTW  (TV)  Chicago,  edu 
cational  station,  into  armed  services. 

William  J.  McCarter,  WFIL-TV  Philadelphi: 
to  WHYY-TV,  education  station  there,  as  pre 
duction  manager. 

Raymond  S.  Hill,  associate  professor  of  speec 
and  drama,  Southwestern  College,  Memphi 

appointed  coordinator  of  mass  media.  In  ne 
post  he  will  write  and  produce  tv  shows  f( 
broadcast  on  education  station  WKNO-T 
Memphis. 

Mrs.  Gilbert  Love  and  Mrs.  Nixon  Brewer 
community   relations   department   of  WQE 

(TV)  Pittsburgh,  Pa. 

Represented    by    Oevney    A  C 
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INTERNATIONAL 

U.S.  PROGRAMS  DOMINATE 

CBC'S  FALL  TV  SCHEDULE 

Dominion  viewers,  however, 

will  see  one  Canadian-pro- 
duced show  each  evening, 

with  largest  number  of  such 

productions  on  Saturdays. 

AMERICAN  network  and  film  programs  dom- 
inate the  Canadian  Broadcasting  Corp.  televi- 

sion network  schedule  for  this  fall  and  winter. 

But  at  least  one  Canadian-produced  tv  show 
will  be  seen  each  evening,  with  greatest  number 
on  Saturday  night. 

New  on  Canadian  tv  this  fall  will  be  a  Cana- 
dian-produced one-hour  festival-type  show  for 

Chrysler  Corp.  of  Canada  (through  McCann- 
Erickson,  Toronto).  This  will  be  a  six  time 
feature  with  outstanding  international  musical 
concert  talent  on  Wednesdays  from  10  to  11 
p.m.  Among  stars  booked  for  this  show  are 
Mario  Lanza,  Harry  Bellafonte,  Gisele  Macken- 

zie, Alex  Templeton,  Jose  Greco  and  Nanette 
Fabray. 

Also  new  this  year  will  be  the  Perry  Como 
Show  from  NBC  on  Saturday  evenings,  with 

five  sponsors,  RCA-Victor  (through  Kenyon 
&  Eckhardt,  Toronto),  Canadian  Cellucotton 
Products  (Kleenex)  (through  Spitzer  &  Mills 
Ltd.,  Toronto),  Ogilvie  Flour  Mills  Co.  Ltd. 
(through  H.  F.  Stanfield,  Montreal),  Lever  Bros. 
Ltd.  (through  J.  Walter  Thompson  Co.,  To- 

ronto), Noxema  Chemical  Co.  of  Canada 

(through  MacLaren  Adv.,  Toronto),  and  Sim- 
mons Ltd.  (through  Cockfield,  Brown  &  Co., 

Toronto). 

New  U.  S.  Film  Shows 

New  U.  S.  film  shows  this  fall  will  include 

on  Saturday  evening  for  Nestle's  Canada  Ltd. 
(through  Cockfield,  Brown  &  Co.,  Toronto) 
Oh  Susannah! ;  on  Friday  evening  for  Campbell 
Soups  of  Canada  (through  Cockfield,  Brown  & 

Co.,  Toronto)  On  Trial;  and  on  Tuesday  eve- 
ning for  SheafFer  Pen  Co.  of  Canada  (through 

H.  F.  Stanfield,  Toronto)  The  Brothers. 

A  number  of  programs  seen  on  kinescope 
recording  last  year  from  U.  S.  networks  will 
be  carried  live  this  season.  These  include  for 

Kraft  Food  of  Canada  (through  J.  Walter 
Thompson  Co.,  Montreal)  Kraft  Tv  Theatre; 

for  Chrysler  Corp.  of  Canada  (through  Mc- 
Cann-Erickson,  Toronto)  Climax;  and  Disney- 

land at  same  time  as  on  U.  S.  networks  for 

Courtaulds  Ltd.,  Montreal  (direct),  American 

Motors  Corp.  of  Canada  (Nash  cars)  (through 

McKim  Adv.  Ltd.,  Toronto),  and  Swift  Cana- 
dian Co.  (through  McCann-Erickson,  Toronto). 

Other  network  shows  scheduled  include  on 

Sunday  for  Prudential  Life  Insurance  Co.  of 
America  (through  Harry  E.  Foster,  Toronto) 

You  Are  There;  for  Colgate-Palmolive  of  Can- 
ada and  Walter  N.  Lowney  Ltd.  (through  Harry 

E.  Foster,  Toronto)  Lassie;  Burns  &  Allen  for 

B.  F.  Goodrich  of  Canada  (through  Harry  E. 

Foster,  Toronto);  Father  Knows  Best,  for  Im- 
perial Tobacco  Co.  (through  McKim  Adv.  Ltd., 

Toronto)  and  Dupont  Co.  of  Canada  (through 
Vickers  &  Benson,  Montreal);  Our  Miss  Brooks 

for  General  Foods  (through  Baker  Adv.  Ltd., 
Toronto);  Ed  Sullivan  Show  for  Ford  Motor 
Co.  of  Canada  (through  Cockfield,  Brown  & 

Co.,  Toronto);  All-Star  Theatre  for  Singer  Sew- 
ing Machine  Co.  of  Canada,  and  Bristol-Myers 

Co.  of  Canada  (through  Young  &  Rubicam, 
Toronto),  and  Showtime,  a  Canadian  variety 

music  hath  charms 

to  temper  the  stresses  and  strains  of 

modern  living,  try  a  change  of  pace 

with  music  that  lives  and  lasts — in  bril- 

liant renditions  by  the  great  artists  and 

orchestral  groups  represented  in  the 

Sesac  Library's  "C"  Section 

THE 

send  for  audition  disc 

TRANSCRIBED 
LIBRARY 

( now  available  in  sections ) 

THE  COLISEUM  TOWER NEW  YORK  19 

Aeolian  Strings 

Rosario  Bourdon 

Broadway  Opera 

Crane  Calder 

Sylvan  Levin 

Orpheus  Choristers 

Nathaniel  Shilkret 

Sylvan  Shulman 

and  many  other 
outstanding  artists 
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stay  at  the 
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Convenient  to  Fifth  Avenue Shopping 
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and  Shower 
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Ice-Water 
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HOME  OF  THE  FAMOUS 

'Hawaiian  Room9 
Known  For  Authentic  Hawaiian 

Cuisine  and  Native  Entertainment 
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or  write  to  Kenneth  M.  Rogers  for  Brochure  124 
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show,  for  Canadian  General  Electric  (through 
MacLaren  Adv.  Ltd.,  Toronto). 

Daily,  Monday  through  Friday,  a  number  of 
advertisers  sponsor  a  Canadian  version  of  the 
Howdy-Doody  Show  each  afternoon.  Monday 
also  sees  in  the  evening  The  Millionaire  for 
Colgate-Palmolive  of  Canada  (through  Spitzer 
&  Mills,  Toronto);  Producers  Showcase,  once 
monthly,  for  RCA-Victor  of  Canada  (through 
Kenyon  &  Eckhardt,  Toronto);  /  Love  Lucy 

for  McColl  Frontenac  Oil  Ltd.  (through  Ron- 
alds Adv.  Agency,  Montreal)  and  H.  J.  Heinz 

&  Co.  (through  MacLaren  Adv.  Ltd.,  Toronto); 
Denny  Vaughan  Show,  a  Canadian  production, 
for  Lever  Bros,  of  Canada  (through  Young  & 

Rubicam,  Toronto),  and  Studio  One  for  Cana- 
dian Westinghouse  (through  S.  W.  Caldwell 

Ltd.,  Toronto). 

Tuesday  evenings  see  telecasts  of  Big  Town 
for  Lever  Bros.  Ltd.  (through  J.  Walter  Thomp- 

son Ltd.,  Toronto);  Chevy  Show,  alternate 
weeks,  for  General  Motors  of  Canada  (through 
MacLaren  Adv.  Ltd.,  Toronto);  Dragnet  for 
S.  C.  Johnson  &  Son  of  Canada  (through 

Needham,  Louis  &  Brorby,  Toronto)  and  Gen- 
eral Foods  (through  Baker  Adv.  Ltd.,  Toronto), 

and  Pick  the  Stars,  a  Canadian  talent  hunt 

show,  for  Canada  Packers  Ltd.  (through  Cock- 
field,  Brown  &  Co.,  Toronto). 

Wednesday  afternoons  Kellogg  Co.  of  Can- 
ada (through  Leo  Burnett,  Toronto)  shows 

Rin-Tin-Tin,  and  in  the  evenings,  in  addition 
to  new  shows  mentioned,  Cross  Canada  Hit 

Parade,  a  Canadian  show,  is  telecast  for  Stand- 
ard Brands  Ltd.  (through  MacLaren  Adv.  Ltd., 

Montreal)  and  Procter  &  Gamble  of  Canada 
(through  Benton  &  Bowles,  Toronto). 

'Lone  Ranger'  Rides  in  Canada 

Thursday  for  the  children  there  is  The  Lone 
Ranger,  for  General  Mills  of  Canada  (through 

E.  W.  Reynolds,  Toronto)  and  Nestle's  Canada 
Ltd.  (through  Cockfield,  Brown  &  Co.,  To- 

ronto) and  in  the  evening  Jane  Wyman's  Fire- side Theatre  for  Procter  &  Gamble  of  Canada 

(through  Compton  Adv.,  Toronto),  and  Jackie 
Rae  Show,  a  Canadian  variety  show,  for  Sun- 

beam of  Canada  (through  Vickers  &  Benson, 

Toronto)  and  Nestle's  Canada  Ltd.  (through 
Cockfield,  Brown  &  Co.,  Toronto). 

Friday  late  afternoon  will  see  Roy  Rogers 

for  General  Foods  of  Canada  (through  McCon- 
nell-Eastman,  Toronto)  and  in  the  evening 
The  Plouffe  Family,  a  French-Canadian  Eng- 

lish-language show,  for  Colgate-Palmolive  of 
Canada  (through  Spitzer  &  Mills,  Toronto); 

Country  Hoedown,  a  Canadian  show,  for  Proc- 
ter &  Gamble  of  Canada  and  Robin  Hood 

Flour  Mills  (through  Young  &  Rubicam,  To- 
ronto); Cavalcade  of  Sports  for  Gillette  Safety 

Razor  of  Canada  (through  Maxon  Inc.,  New 
York),  and  Jim  Coleman  Show,  a  Canadian 
sports  show,  for  Tuckett  Tobacco  Ltd.  (through 
MacLaren  Adv.  Ltd.,  Toronto). 

Saturday  late  afternoon  the  youngsters  see 
Wild  Bill  Hickock  for  Kellogg  Co.  of  Canada 
(through  Leo  Burnett,  Toronto)  and  adults  see 
Mr.  Fix-It,  a  Canadian  handyman  show,  for 
Flo-Glaze  Paints  (through  Locke,  Johnston, 
Toronto);  Holiday  Ranch,  a  Canadian  variety 
show,  for  Adams  Brands  Sales  (Baker  Adv. 
Ltd.,  Toronto)  and  Nabisco  Foods  Ltd.  (through 
MacLaren  Adv.  Ltd.,  Toronto);  NHL  Hockey, 

a  Canadian  play-by-play  hockey  game,  for  Im- 
perial Oil  Ltd.  (through  MacLaren  Adv.  Ltd., 

Toronto),  and  King  Whyte,  a  Canadian  sports 
show,  for  Whitehall  Pharmacal  of  Canada 
(through  Young  &  Rubicam,  Toronto). 

Because  there  is  only  one  tv  station  in  each 
Canadian  city,  except  language  stations  in 
Montreal  and  Ottawa,  U.  S.  network  competi- 

tive shows  will  not  appear  in  Canada.  This 
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situation  is  not  expected  to  be  corrected  for 
some  time  to  come,  and  Canadian  advertisers 
with  parent  companies  in  the  United  States,  on 
competitive  network  shows  can  only  count  on 
advertising  value  in  border  areas  where  U.  S. 
stations  can  be  tuned  in  by  Canadian  audiences. 
A  case  in  point  is  the  Saturday  8  p.m.  spot, 
which  the  Jackie  Gleason  Show  has  held  for 
several  years  on  Canadian  stations.  This  will 
now  be  occupied  by  the  Perry  Como  Show. 

Canadian  Tv  Set  Sales  Down, 

But  Radio  Set  Sales  Increase 

SALES  of  television  sets  to  dealers  in  Canada 
in  the  first  half  of  1956  lagged  behind  sales  in 
the  similar  1955  period,  but  sales  of  radio  sets 

were  higher,  the  Radio-Electronics-Television 
Manufacturers  Assn.  of  Canada  has  reported. 

Sales  of  tv  sets  in  first  half  of  1956  amounted 
to  216,196  units,  compared  to  245,917  in  the 
same  period  last  year.  Total  radio  set  sales 
were  243,271  in  the  January-June  1956  period, 
compared  to  217,121  in  the  1955  period,  but 
sales  in  June  were  down  from  42,439  sets  in 
1955  to  37,245  in  June  1956. 

Four  Dominion  Stations 

Issue  New  Rate  Schedules 

NEW  RATE  CARDS  have  been  released  by 
CKRS-AM-TV  Jonquierre,  Que.;  CKBL  Ma- 
tane,  Que.,  and  CJOR  Vancouver,  B.  C. 

New  rates  for  CKRS  became  effective  Aug. 
1,  with  Class  A  charges  of  $7  for  15  seconds 

to  $37  for  a  half-hour.  CKRS-TV's  new  rate 
card  is  effective  Oct.  1,  with  Class  A  rates  from 

$250  for  one  hour  to  $25  for  eight  seconds  an- 
nouncement. 

CKBL's  new  rates  are  effective  Jan.  1,  and 
features  Class  A  one  hour  at  $70  with  $8  for 
15  seconds  announcement. 

CJOR's  new  rate  card  goes  into  use  on  Sept. 
1,  ranges  from  $115  for  one  hour  of  Class  A 
time  to  $14  for  15  seconds  announcement. 

German  Tv  Set  Sales  Off 

TV  SET  SALES  have  slowed  down  unexpected- 
ly in  West  Germany.  Total  number  of  licensed 

sets  now  is  increasing  at  a  monthly  pace  of 

only  4.4%,  with  the  half-million  mark  yet  to 
be  reached. 

A  West  German  newspaper  publisher  mean- 
while protested  officially  against  a  mixture  of 

commercial  and  non-commercial  programs 
which  is  going  to  be  broadcast  by  existing 
German  stations  having  a  monopoly  in  radio 
as  well  as  tv.  Newspaper  publishers  demanded 

a  clear  separation  of  existing  non-commercial 
stations  from  future  independent  and  private- 

ly owned  stations.  The  publisher  claims  exist- 
ing quasi-official  stations  fear  independent  and 

private  program  competition  and  therefore  try 
to  grab  commercial  tv  before  private  business 
has  a  chance  to  adopt  it. 

YN-TV  Nicaragua  Starts 

YN-TV,  ch.  8,  Television  de  Nicaragua  S.  A. 

began  telecasting  last  week  with  an  on-air  ap- 

pearance of  the  nation's  President,  Anastasic 
Somoza.  Equipment  for  YN-TV  was  providec 
by  RCA  International  Div.,  New  York,  whicl 
early  last  month  sent  a  demonstration  team  tc 
Nicaragua  before  receiving  the  order  for  ful 
studio  facilities  and  transmitting  equipment. 

Broadcasting    •  Telecastin< 



HOW  LONDON  VIEWING  COMPARES  TO  NEW  YORK 

COMPARISON  OF  TOP  15  ONCE-A-WEEK  TELEVISION  PROGRAMS 
New  York 17  County  Area London Tv  Area 

(By  The Pulse,  Inc.) (By  Pu 
Ise  Ltd.) 

Prog  ra  m A verage P  rog  ra  m 
A  verag  e 

Koti  ng 

/o 
June 

Rating 

% 
June 

Ed  Sullivan Sunday 46.9 Television  Playhouse 
Thursday 

55 
$64,000  Question 

Tuesday 37.8 Gun  Law 
Wednesday 

51 

1  Love  Lucy Monday 35.8 London  Palladium 

Sunday 

51 

Perry  Como Saturday 33.7 Robin  Hood 
Sunday 

51 

Jackie  Gleason Saturday 32.3 Dickie  Valentine  Show 
Saturday 

49 

This  Is  Your  Life Wednesday 30.3 Jack  Jackson  Show 

Sunday 
49 

Caesar's  Hour 
Monday 30.2 Roy  Rogers 

Sunday 
49 

Groucho  Marx Thursday 30.1 Dragnet 

Friday 

48 
$64,000  Challenge Sunday 

30.1 
1  Love  Lucy 

Sunday 
47 

Alfred  Hitchcock Sunday 29.4 My  Wildest  Dream 

Tuesday 
47 

Person  to  Person 
Friday 

29.4 
Summer  Theatre 

Tuesday 

47 
What's  My  Line 

Sunday 28.8 $64,000  Question 
Saturday 

45 

G.E.  Theatre Sunday 27.9 Stage  One 
Sunday 

45 

Dragnet Thursday 27.8 Comedy  Hour — Ice 
Thursday 

44 
Jack  Benny Sunday 27.5 Look  In  On  London 

Wednesday 

44 

Radio  Liberation  Negotiates 

Training  Program  With  NBC 

NEGOTIATIONS  are  in  progress  between 
Radio  Liberation  and  NBC  for  the  establish- 

ment of  a  radio  broadcasting  training  program 

for  RL  employes  in  cooperation  with  the  net- 
work. Present  plans  call  for  a  series  of  lec- 

tures and  demonstrations  to  RL  staffers  by 
Robert  Cody,  former  CBS  and  ABC  newsman 
and  currently  with  Radio  Liberation,  and 
various  NBC  specialists. 

The  decision  to  institute  the  training  course 

follows  a  two-month  trip  by  Mr.  Cody  to  RL's 
European  installations,  during  which  he  covered 

the  Bulganin-Khrushchev  visit  to  London.  One 
of  his  recommendations  to  Radio  Liberation 

was  to  organize  a  course  of  study  for  employes 

on  latest  broadcasting  techniques  and  opera- 
tions. The  training  program  is  set  to  begin  in 

the  fall,  using  NBC  facilities.  Radio  Libera- 
tion is  a  private  organization  that  broadcasts  to 

the  peoples  of  the  Soviet  Union. 

CCIR  Meets  in  Warsaw 

DELEGATES  from  32  nations  from  East  and 

West  of  the  Iron  Curtain  are  presently  meet- 
ing in  Warsaw,  Poland,  for  the  eighth  CCIR 

Convention.  CCIR  is  an  international  organi- 
zation designed  to  discuss  and  arbitrate  tech- 

nical broadcasting  matters.  The  agenda  in- 
cludes adoption  of  international  technical  stand- 

ards, color  tv  and  European  frequency  troubles. 

Europe  One  May  Be  Sold 

EUROPE  ONE,  commercial  radio  station 

which  is  located  in  The  Saar,  small  territory 
bordering  Germany  and  France,  may  be  sold 
to  the  official  French  Radio  Service  for  a  price 
of  3.3  billion  francs,  it  is  reported  in  Paris. 

BWWS-^^OW  STATIONS 

RADIO  and  
TEL.* 

EL  5-0405 
50  EAST  58th

  STREET 

NEW  YORK 
 22,  N.  Y. 

3  A//  Inquiries  Confidential 

Move  may  be  triggered  by  the  planned  return 
of  The  Saar  to  West  Germany. 

Europe  One  broadcasts  in  the  French  lan- 
guage and  reportedly  is  producing  good  sales 

results.  Three  other  possibilities  for  the  future 
of  the  commercial  station  are  mentioned:  (1) 
closing  down  for  good,  (2)  launching  of  a 
joint  Franco-German  private  company  which 
would  operate  the  station,  (3)  switching  it  to 
non-commercial  operations  with  the  accent  on 
propaganda  for  European  unity. 

Britain's  Ad  Total  Given 
A  TOTAL  of  292.9  million  pounds  was  spent 
last  year  in  Great  Britain  for  advertising,  ac- 

cording to  Advertising  Assn.'s  statistics.  This 
is  considerably  more  than  the  1954  figure 
(259.5  million  pounds)  but  less  than  estimated 
earlier.  There  are  no  specific  figures  on  com- 

mercial tv's  share  but  for  the  first  half  of  1956 
a  gross  of  3.9  million  pounds  for  ITA  pro- 

grams has  been  mentioned.  List  of  advertisers 
using  commercial  tv  in  Britain  is  topped  (first 
six  months  of  1956)  by  Shell  (91,460  pounds), 
OMO  (69,405  pounds)  and  Daily  Mail  (67,835 

pounds). 

Tv  Set  Sales  Soar  in  Austral 

la 

START  of  test  operations  by  TCN  Sydney, 

Australia's  first  tv  station,  has  touched  off  a 
"boom"  for  tv  receivers,  according  to  John  K. 
Morton,  New  South  Wales  sales  manager  with 

Admiral  of  Australia  Ltd.,  manufacturing  sub- 
sidiary of  Admiral  Corp.  Station  scheduled  to 

begin  regular  commercial  opera:.'on  about  Sept. 
15.  Two  other  tv  statiort§*uT*oyJney  and  three 
in  Melbourne  are  in  varying  stages  of  con 
struction,  he  reported.  The  two  in  Melbourne 
are  expected  to  be  in  operation  in  time  for 
telecast  of  Olympic  Games  next  November, 
Mr.  Morton  said. 

INTERNATIONAL  SHORT 

Jos.  A.  Hardy  &  Co.  Ltd.,  Toronto,  Ont.,  sta- 
tion representative  firm,  has  moved  to  enlarged 

offices  at  19  Richmond  St.  West,  Toronto,  with 

new  phone  number  Empire  3-9433. 

INTERNATIONAL  PEOPLE 

Lt.  Col.  John  N.  Bornholdt,  U.  S.  Army  Signal 

Corps,  appointed  chief  of  Far  East  Network, 
Armed  Forces  Radio  &  Television  Service  Net- 

work, Tokyo.  He  has  been  Army  liaison  officer 
with  Senate  Preparedness  Committee  for  past 

year. 
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Jack  Doeherty,  ABC  Network,  Australia, 

technical  staff  of  CHCT-TV  Calgary. 
to 

TOWERS... ANY  KIND 

ANYWHERE... 
^FAST! 
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s tainless  shipping  facilities  assure  fast 
delivery!  Railroad  sidings  adjacent  to 
the  Stainless  Plant  provide  direct  load- 

ing. Overhead  crane  tracks  and  hoists 
facilitate  rapid  loading  of  as  many  as 

four  gondolas  at  a  time  with  precision 
placement  and  security  for  long  hauls. 

The  Stainless  Plant  is  near  the  Phila- 
delphia International  Airport,  the  Port 

of  Philadelphia  and  only  a  few  hours 
from  New  York  docks  and  rail  centers. 

NORTH  WALES 

~ss,  inc. 
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PROGRAMS  &  PROMOTIONS 

WORL'S  SURPRISE  FROM  SKIES 
LAZING  in  the  sun  or  dancing  by  portable 

radios,  Cape  Cod's  beach  visitors  got  a  per- 
sonal visit  from  Norm  Tulin  or  Allen  Rich, 

WORL  Boston  disc  jockeys.  The  pair  buzzed 

the  Cape's  beaches  by  plane  August  11  to  play records  and  chatter  for  dancers  and  sunners 

below.  The  regular  program  (noon-2  p.m.)  was 
broadcast  direct  from  the  plane  and  relayed 

back  to  WARL's  Boston  studios.  The  station 
has  done  other  aerial  gimmicks  of  this  sort, 
notably  a  trip  by  plane  to  Nova  Scotia  to  do  a 
record  show  last  year. 

HURRICANES  INSPIRE  WEEI 

EXPLOITING  radio's  identification  with  the 
elements.  WEEI  Boston  has  sent  out  hurricane 

maps  with  the  advice.  "To  Whip  Up  a  Sales 
Storm  in  New  England  Use  WEEI."  The  map, 
a  carefully  detailed  account  of  the  eastern  sea- 

board paths  of  30  storms  between  1951  and 
1955,  also  gives  information  on  hurricane 

chemistry  and  sober  as  well  as  humorous  side- 
lights on  hurricane  eccentricities.  Sent  to  ad- 

vertising agencies,  local  and  national  clients, 
yacht  clubs,  from  New  York  to  Maine,  to 
public  and  parochial  schools,  the  promotion 
piece  brought  in  300  requests  for  additional 
maps  within  a  week  of  release. 

WSM  TO  HOST  OPRY  FEST 

WSM  NASHVILLE  has  gotten  plans  underway 

for  the  station's  big  disc  jockey  festival  No- 
vember 9  and  10.  This  will  be  the  fifth  annual 

festival  held  to  commemorate  Grand  Ole 

Opry's  anniversary.  It's  the  31st  birthday  for 
the  country  music  show,  and  will  be  marked 
by  attendance  of  2,000  disc  jockeys,  recording 
company  officials,  visiting  country  artists,  music 
publishers,  guest  station  representatives,  and 
reporters.  Last  year  1.400  visited  Nashville 
for  the  event.  Festival  headquarters  will  be 
set  up  in  the  Andrew  Jackson  and  Hermitage 
Hotels.  A  widely-varied  series  of  meetings, 
luncheons,  receptions  and  parties  have  been 
planned. 

WMID  UNROLLS  LOT  OF  WIRE 

ON  completion  of  the  Great  Egg  Harbor 
Bridge,  WMID  Atlantic  City,  N.  L,  covering 
the  event,  had  the   telephone  company  use 

BROADCASTING 

TELECASTING 

THAT  THE  FREE  WORLD  MAY  KNOW 

FIRST  HAND  reports  from  behind  the  Iron 
Curtain  and  from  communist-threatened 
Laos  will  be  aired  on  WHBF-AM-TV  Rock 
Island,  111.,  and  KMOX  St.  Louis,  Mo.,  re- 

spectively, by  means  of  tape  recorder  and 

"correspondents"  especially-assigned  by  the 
stations. 

Reporting  for  WHBF-AM-TV  will  be  the 

English-speaking  Russians  and  comments  on 
his  travels  into  a  series  of  programs. 
KMOX  in  September  will  launch  an  ex- 

clusive series  of  reports  from  Laos  entitled 
That  Free  Men  May  Live,  which  will  be 
taped  in  remote  mountain  villages  on  the 
doorstep  of  Red  China  by  Dr.  Thomas 

Dooley,   young   St.   Louis  physician  who 

LESLIE  C.  JOHNSON  (r),  vice  president- 

general  manager  of  WHBF-AM-TV  Rock 
Island,  III.,  examines  the  tiny  tape  re- 

corder to  be  used  by  the  Rev.  Kenneth 
M.  Hooe  behind  the  Iron  Curtain. 

Rev.  Kenneth  M.  Hooe,  pastor  of  Memorial 
Christian  Church,  Rock  Island,  and  among 
12  clergymen  of  the  Disciples  of  Christ  now 
traveling  through  Russia,  the  Scandinavian 
countries,  Prague,  Bucharest,  Budapest  and 
East  Berlin.  He  conducts  an  inspirational 

program,  We  Begin  This  Day,  on  WHBF- 
AM-TV,  and  upon  his  return  the  stations 
plan  to  build  his  recorded  interviews  with 

DR.  THOMAS  DOOLEY  (I)  talks  over  final 

plans  for  his  trip  to  Laos  with  KMOX 
Manager  Robert  F.  Hyland  Jr.  (c)  and 

Rex  Davis,  news  and  public  affairs  di- 
rector for  the  St.  Louis  station. 

authored  the  best-seller,.  Deliver  Us  From 
Evil. 

The  KMOX  tapes  will  be  carried  down 
from  the  mountains  by  jeep  or  on  foot  to 
Vientiane  and  then  flown  to  St.  Louis  and 
KMOX.  A  special  Christmas  broadcast  will 
originate  in  Hong  Kong,  where  Dr.  Dooley 
will  speak  to  his  home  city  by  means  of 
trans-oceanic  telephone. 

10,000  feet  of  wire  and  27  poles  to  stretch  the 
half  mile  from  end  to  middle  of  the  bridge, 

setting  a  station  record  for  a  single  remote. 
Completion  of  the  link  in  the  Garden  State 
Parkway  drew  crowds  of  shore  travelers  and 

THE    NEWSWEEKLY    OF    RADIO    AND  TELEVISION 

1735  De  Sales  Street,  N.  TZ.,  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

□  52  weekly  issues  of  BROADCASTING  •  TELECASTING  $7.00 
□  52  weekly  issues  and  BROADCASTING  Yearbook-Marketbook  9.00 
□  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook  9.00 
□  52  weekly  issues  and  both  Yearbook-Marketbooks  11.00 

□  Enclosed  □  Bill 

name  Title/  position 

company  name 

address **r. 

Please  send  to  home  address  —  — 

state  dignitaries  headed  by  Gov.  Robert  Meyne; 
who  officially  opened  the  bridge. 

WAVE-TV  MAILING  HAS  WALLOF 

WAVE-TV  Louisville,  Ky.,  is  dramatizing  th 

NBC-TV  Steve  Allen  Show's  impact  on  th 
local  viewing  scene  with  its  latest  promotiona 
mailing — little  Louisville  Slugger  baseball  bat 
autographed  by  Mr.  Allen. 

VOTE-RECRUITING  SET  ON  NBC 

IMPORTANCE  of  registration,  campaign  is 

sues  and  voting  during  the  current  politic* 
year  will  be  stressed  in  a  special  non-partisa 
"Get  out-and-vote"  program  on  NBC  Radi 
starting  Sept.  3.  Titled  See  You  at  the  Poll 
the  special  five-minute  program  will  be  pre 
duced  jointly  by  the  network  and  the  America 
Heritage  Foundation.  It  will  be  schedule 
Monday-Friday,  5:35-5:40  p.m.  EDT. 

WTMJ-TV  ADDS  TO  ARCHIVES 

TV  news  films  with  possible  historical  signil 

cance  are  being  supplied  by  WTMJ-TV  Mi 
waukee  to  the  Wisconsin  Historical  Society,  tl 

station  reports.  Art  Olszyk,  WTMJ-TV  assis 
ant  news  director,  made  a  check  of  the  sti 

tion's  newsfilm  files,  going  back  eight  yea: 
ago,  and  passed  along  a  selection  to  the  soc 
ety.  The  news  department  will  send  alor 
other  selected  films  as  they  are  developed  ar used. 

AIR  MAIL  SERVICE  AVAILABLE  ON  ALL  SUBSCRIPTIONS  AT  POST- 

AGE COST.  WEST  COAST  SUBSCRIBERS  ADD  $41.60  TO  ANNUAL 

SUBSCRIPTION  RATE.   COST  TO  OTHER  LOCALITIES  ON  REQUEST. 
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PORTER  'JUBILEE'  SCHEDULED 

"THE  Cole  Porter  Festival"  will  lead  off  the 

Ford  Star  Jubilee  'series  for  the  coming  season 
starting  Oct.  9  (9:30-11  p.m.  EDT),  CBS-TV 
has  announced.  The  series  is  carried  in  color 

every  fourth  Saturday,  sponsored  by  Ford  Mo- 
tor Co.,  Dearborn,  Mich.,  through  J.  Walter 

Thompson  Co.  The  Porter  show  will  originate 

live  from  CBS'  Television  City  in  Hollywood 
with  a  star  cast  now  being  recruited.  The  net- 

work also  has  announced  it  has  acquired  rights 

to  Rod  Serling's  "Requiem  for  a  Heavyweight" 
to  be  presented  on  Playhouse  90,  90-minute 
dramatic  show  to  go  on  the  air  in  the  fall. 

NBC-TV  'TELESCOPE'  SET  FOR  FALL 

NBC's  public  affairs  department,  which  this 
past  season  scheduled  several  teledocumentaries 
as  special  programs  (including  Antarctica:  The 
Third  World  and  Assignment:  India),  has  an- 

nounced plans  to  place  such  future  filmed  re- 
ports in  a  regular  Sunday  afternoon  show,  ten- 

tatively titled  Telescope.  Early  programs  will 

deal  with  "Uncommitted  Asian  Nations"  (ex- 
cluding India  which  was  covered  last  season) 

and  the  Soviet  Union. 

KOIN-TV  ACCESS  WAIT  OVER 

KOIN-TV  Portland,  Ore.,  covered  the  report 
of  a  grand  jury  in  a  local  vice  probe  after  nine 
weeks  of  waiting.  Judge  Alfred  Dobson  per- 

mitted coverage  after  inspecting  sound  film 
gear.  Chuck  Foster,  KOIN-TV  newsman,  was 
first  to  take  silent  films  in  an  Oregon  courtroom 
three  years  ago.  He  and  his  wife,  Betty,  do  a 

daily  local  film  news  report.  KOIN-TV  claims 
to  have  been  first  station  to  cover  sessions  of 

the  Legislature. 

WGR-TV  SEEKS  RURAL  QUEEN 

INITIATION  of  a  "Farm  Maid  of  1956"  pro- 
motion— "in  no  way  to  be  confused  with  a 

beauty  contest" — was  launched  this  month  by 
WGR-TV  Buffalo.  Open  to  farm  girls  aged 
16-21,  the  winner  will  be  chosen  on  her  par- 

ticipation in  community,  church  and  scholastic 
work,  her  ability  to  cook,  bake,  sew  and  milk 

as  well  as  her  appearance.  Grand  prize  in- 
cludes a  New  York  vacation,  household  appli- 
ances, clothes,  show  tickets  and  cash. 

CITIZENS  TOLD  ABOUT  WCKT  (TV) 

APPEARANCE  of  a  new  picture,  that  of  ch. 
7  WCKT  (TV)  Miami,  on  area  tv  sets  was 
heralded  by  elaborate  coverage  in  the  July  29 
Miami  Sunday  News.  The  new  Biscayne  Tele- 

vision Corp.  outlet  dominates  pages  of  an  entire 
editorial  section  and  cover  of  the  Amusement 
supplement,  and  display  ads  salute  the  new 
station.  Operations,  local  and  network  person- 

alities, owners  and  management  are  introduced 
in  feature  stories  and  art.  The  firm  is  owned 
by  the  James  M.  Cox  Jr.  interests  (Miami 
News),  the  John  S.  Knight  interests  (Miami 
Herald)  and  Niles  Trammell,  former  chairman 
of  the  board  of  NBC  and  president  of  WCKT. 

BMI,  FCDA  COOPERATE  ON  BOOK 

A  15-MINUTE  book  review  of  Philip  Wylie's 
Tomorrow! — the  story  of  an  A-bomb  attack 
in  the  Middle  West — was  sent  last  week  to  all 
U.  S.  radio  stations  by  Broadcast  Music  Inc. 
as  part  of  its  Book  Parade  program.  The  re- 

view, by  Civil  Defense  Administrator  Val  Pe- 
terson, will  be  used  during  the  Sept.  9-15  Civil 

Defense  Week,  and  is  being  promoted  by  BMI, 
stations  and  the  FCDA  in  letters  to  state, 
county  and  local  officials. 

GOLDEN  MIX, 

♦  ••that  is! 

Proof!  Before  leaving  the  Detroit  market 
because  of  a  bad  sales  picture,  Golden  Mix 
Pancake  Mix  decided  to  run  a  test  spot  radio 
and  television  campaign  for  a  period  of  9 
weeks  on  CKLW  and  CKLW-TV.  RESULTS?  .  .  . 
nearly  300%  average  increase  in  sales  for  the 
entire  Detroit  area  and  renewed  planning  to 
stay  in  this  lucrative  market.  Here  again,  in  sell- 

ing Detroiters,  CKLW  radio  and  TV  made  the 
difference.  Either  one,  or  both,  could  make  the 
difference  in  your  sales  picture,  too  .  .  .  and 
at  modest  cost! 

FOR  RESULTS  IN  THE  DETROIT  AREA,  IT'S 

CKLW-TV 

Channel  9 

CKLW 

800  KC 

GUARDIAN  BLDG.  < 
ADAM   YOUNG,  INC. 

DETROIT  26,  MICH. 
National  Representative 

WOAY 

KLEW 

KVOO 

KIDO 

WGBS 

WDMJ 

KVAL 

WICA 

KLIX 

KFXJ 

CMQ 

KSTF 

KTRE 

KDRO 

KBES 

WRTV 

KIMA 

WWTV 

WGLV 

NEMS-CLARKE  MODEL  TR-1 

1 

[ 

Broadcasting Telecasting 

TV  Rebroa dcast  Receiver 

NOW  IN  USE  FROM  COAST  TO  COAST 

The  Model  TR-1  TV  Rebroadcast  Receiver  has  been 

designed  specifically  to  meet  the  requirements  for  a 

high-quality  receiver  for  use  in  direct  pickup  and  re- 
broadcast  of  television  signals.  It  embodies  features 

which  give  the  reliability  necessary  for  full-time  com- 
mercial use  and  provides  signals  of  exceptional 

quality,  fully  equal  to,  or  better  than,  that 
provided  by  the  usual  intercity  network 

facility.  *  '•*- 

NEMS-CLARKE 
In.oorpora.tecl 

 — ►  
919  JESUP-BLAIR  DRIVE 
SILVER         SPRING.  MARYLAND 

Write  Dept.  G-l  For  Further  Information 
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WNBF 
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When  Does  The  Eagle 

Fly  In  Detroit? 

ASK  YOUR  COLONEL 

He  knows  the  principal  paydays, 

the  shopping  days,  and  how  many 

people  work  at  what  jobs  in  the 

motor  city  ...  as  well  as  in  23 
other  markets  he  sells. 

PGW  TELEVISION  SALE^ 

-PROGRAMS  &  PROMOTIONS- 

J 

Radio  and  Television 
Stations 

are  accused  of  Committing 

USEL 
SLANDER 

PIRACY 

PLAGIARISM 

INVASION  OF 

PRIVACY 

COPYRIGHT 

VIOLATION 

based  upon  acts  of  Station,  Staff, 
Announcers,  Speakers,  Performers, 

Commentators 

You  can't  predict  claims  — BUT  YOU  CAN 
INSURE 

effectively  against  embarrassing  loss 
by  having  our  unique  policy  at  almost 
trifling  cost. 

KHOL-TV  AWARDS  ADVERTISING 

KHOL-TV  Holdrege  and  its  satellite  KHPL-TV 

Hayes  Center,  both  Neb.,  in  the  stations'  search 
for  Outstanding  Young  Businessman  of  the  lo- 

calities, picked  a  prize  calculated  to  make  his 
business  even  more  outstanding:  television  ad- 

vertising. First  place  winner,  Keith  Kehmeier 

of  St.  Francis,  Kan.,  received  $420  of  advertis- 
ing on  KHOL-TV  and  a  plaque,  and  writer  of 

the  nominating  letter  got  a  $25  U.  S.  Savings 
Bond.  Second  and  third  placers,  Clay  Cafferty 
of  Dickens,  Neb.,  and  Myron  Dodson  of 
Venango,  Neb.,  received  $165  and  $135  worth 
of  tv  advertising,  respectively.  They  were 
judged  on  civic  and  community  activities. 

'KLUB  KARS'  GRACE  PARADE 

KLUB  Salt  Lake  City  got  its  local  "Days  of 
'47"  parade  promotion  rolling  with  a  train  of 

KLUB  cars  engineered  by  the  station's  team  of 
five  featured  personalities.  Renting  a  miniature 

train  for  its  "Music  Unlimited,"  the  station 
coupled  a  Breakfast  KLUB  Kar,  Newsroom 
KLUB  Kar,  Bumper  to  Bumper  KLUB  Kar 
and  Nite  KLUB  Kar  for  inspection  by  the 
crowd  of  100,000  who  gathered  for  the  festival. 
Some  weeks  earlier,  the  station  attracted  Salt 

Lakers'  attention  to  its  new  call  letters  (form- 
erly KUTA)  and  programming  when  one  disc 

jockey  conducted  his  show  from  an  airplane, 

circling  over  sponsors'  places  of  business  dur- 
ing commercials. 

WBRC-TV  CUTS  MANY  CAKES 

WHEN  candles  were  blown  out  and  cake 

crumbs  cleared  after  the  WBRC-TV  Birming- 
ham, Ala.,  seventh  anniversary  celebration, 

the  station  counted  almost  40,000  letters  and 

postcards  received  in  response  to  seven  con- 
tests conducted  during  birthday  week.  Win- 

ners collected  more  than  $2,700  worth  of  prizes 

in  the  seven  contests,  and  results  of  one  com- 
petition, the  cake-baking  event,  were  so  gratify- 

ing, that  judges  added  two  extra  prizes  during 
the  finals. 

ALTHOUGH  it  has  no  product  to  sell,  Pipe 

Industrial  Development  Fund  of  Denver 

has  signed  a  contract  for  a  new  KOA-TV 

program  Weatherman  Bowman's  Al- manac. The  fund  represents  plumbers, 

heating  engineers,  process  pipe  engineers, 

air  conditioning  engineers  and  refrigera- 
tion engineers.  At  the  contract  signing 

are  (I  to  r)  William  Kostka,  president  of 

William  Kostka  &  Assoc.,  public  relations 

firm;  KOA-TV's  Weatherman  Bowman; 
Myron  McGinnley,  executive  secretary  of 
the  fund,  and  Dick  Harris,  KOA-TV  sales 

representative. 

'EDWARD  R.'  NO  NAME  FOR  BURRO 

WHAT  the  winner  named  the  donkey  in  the 

Name-the-Burro  contest  conducted  by  WFRV- 

TV  Green  Bay,  Wis.,  wasn't  divulged  in  the 
station's  final  news  release  announcing  that 
12-year-old  Gail  Lea  Engelbrecht  had  won. 

Earlier,  though.  WFRV-TV  did  announce  that 
it  had  firmly  rejected  one  name  for  the  animal: 
Edward  R.  Burro. 

Night  People  Gain  Book  Through  Literary  Hoax 

WHEN  I,  Libertine,  a  192-page  historical 
novel  of  18th  Century  court  life  in  London, 
hits  U.  S.  bookshops  next  month,  Night 
People  everywhere  are  sure  to  cheer  loudly. 

For  these  "night  people" — a  small  band  of 
dedicated  persons  who  spend  their  waking 
hours  taking  in  the  chatter  of  WOR  New 

York  disc  jockey  Jean  Shepherd — will  have 
succeeded  in  perpetrating  a  literary  hoax. 

It  all  began  (as  they  say)  last  April  when 
Mr.  Shepherd,  philosopher,  musicologist, 
columnist  and  author,  asked  a  Doubleday 
Bookshop  clerk  for  an  anthology  of  Vic 
and  Sade  radio  scripts.  As  Mr.  Shepherd 

later  reported  to  his  listeners:  "Not  only  did 
he  say  Doubleday  didn't  carry  the  book, 
but  he  also  pointed  out  that  it  simply 

couldn't  exist  because  it  wasn't  on  any  pub- 

lishers' lists." It  should  be  pointed  out  here  that  there 
is  a  relentless  struggle  between  Night  and 
Day  People.  The  latter  waste  their  time, 

according  to  the  Shepherd's  flock,  regiment- 
ing themselves  by  train  schedules,  luncheons, 

memos,  telephone  calls  and  "lists  of  all 
kinds."  Sufficiently  aroused  by  the  Day 
People's  "cocksureness  .  .  .  superiority  over 
us  Night  People,"  Mr.  Shepherd  took  it 

upon  himself  to  "shake  the  Day  People's 
faith  in  their  organization  ...  to  restore 

the  status  quo."  What  better  way,  he  asked 
his  listeners,  than  to  start  with  bookshop 
clerks  whose  lists  make  them  the  most 
organized  of  all  Day  People? 

First  off,  Mr.  Shepherd  asked  his  audience 
to  submit  names  of  an  imaginary  book  and 
author,  arriving  after  considerable  screening 

at  /,  Libertine,  by  Frederick  R.  Ewing,  de- 
scribed as  "that  famous  Oxford  scholar  and 

retired  Royal  Navy  commander  who  once 

had  a  BBC  series  on  18th  Century  erotica." 
Secondly,  Mr.  Shepherd  urged  his  Night 

People  to  demand  the  book,  in  shops,  li- 
braries and  newsstands.  Picture  the  con- 

sternation: People  asking  shops,  shops  ask- 
ing salesmen,  salesmen  asking  publishers! 

No  one,  it  seemed,  had  ever  heard  of  /, 
Libertine. 

As  soon  as  publisher  Ian  Ballantine  got 
wind  of  this  story,  he  contacted  Mr.  Shep- 

herd, asked  him  to  write  the  book  under 
the  nom  de  plume  of  Ewing.  After  much 
persuasion,  Mr.  Shepherd  teamed  up  with 
science  fiction  writer  Ted  Sturgeon  to  pro- 

duce a  book  described  by  Mr.  Ballantine  as 

"turbulent,  turgid  and  tempestuous." 

WRITE    FOR    DETAILS   AND  RATES 

EMPLOYERS 

REINSURANCE 

CORPORATION 

2 1    WEST  TENTH  STREET 

KANSAS  CITY,  MO. 

Page  106    •    August  20,  1956 Broadcasting    •  Telecastin( 



FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 

August  9  through  August  15 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,   rules   &   standards   changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power.  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,   w — watts,  mc — megacycles.    D — day.    N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am-Fm  Summary  through  August  15 

Am 
Fm 

On Air 
2,882 523 

Licensed 

3,030 
546 

Cps 

161 33 

Appls. 

Pend- 

ing 

284 
7 

In 

Hear- 

ing 

124 
0 

Tv  Summary  through  August  15 

Total  Operating  Stations  in  U.  S.: 

Commercial 
Noncomm.  Educational 

Vhf 
364 
17 

Uhf 

91 

5 

FCC  Commercial  Station  Authorizations 

As  of  July  31,  1956 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  July 
Cps  deleted  in  July 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  FM  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

Am Fm Tv 

2,877 519 
193 45 

11 
306 119 19 116 

3,041 549 615 
182 2 

128 263 

7  '7 

42 
124 0 77 143 4 32 
814 66 

324 0 2 0 
1 0 1 

Grants  since  July  II,  7952: 

(When   FCC    began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 

329 22 
Uhf 
313 

21 
Applications  tiled  since  April   14,  7952: 
(When   FCC   began   processing  applications 

after  tv  freeze) 

New  Amend .  Vhf Uhf 
Total 

Commercial 
1,009 

337 789 

557 

1,347= 

Noncom.  Educ. 

61 34 

27 

61' 

Total 

1,070 
337 

823 

584 

1,407- 

1 170  cps  (33  vhf  137  uhf)  have  been  deleted 
3  One  educational  uhf  has  been  deleted. 
5  One  applicant  did  not  specify  channel. 
« Includes  43  already  granted. 
6  Includes  685  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTION  BY  FCC 

Prineville,  Ore. — Grizzly  Television  Inc.'s  ap- plication seeking  cp  for  new  tv  to  operate  on 
ch.  11  in  Prineville  returned.  (Channel  is  not 
presently  assigned  to  Prineville.)  Announced 
Aug.  13. 

APPLICATIONS 

LaSalle,  111. — West  Central  Bcstg.  Co.,  uhf  ch. 
35  (  596-602  mc);  ERP  18.8  kw  vis.,  9.4  kw  aur.; 
ant.  height  above  average  terrain  431  ft.,  above 
ground  442  ft.  Estimated  construction  $73,750, 
first  year  operating  cost  $31,000.  Post  office  ad- 

dress 2907  Springfield  Rd.,  East  Peoria,  111.  Studio 
location  LaSalle.  Trans,  location  2.4  miles  north 
of  LaSalle,  northeast  of  U.  S.  #51.  Geographic 
cordinates  41°  22'  00"  N.  Lat.,  89°  6'  3.5"  W.  Long. 
Trans,  and  ant.  RCA.  Legal  counsel  Fly,  Shue- 
bruk,  Blume  &  Gaguine,  Washington.  Consulting 
engineer  Frank  H.  Mcintosh  &  Assoc.,  Washing- 

ton. Station  will  operate  as  satellite  to  WEEK-TV 
Peoria  and  will  be  under  same  ownership.  Filed 
Aug.  13. 

Elko,  Nev. — Southwestern  Pub.  Co.,  vhf  ch.  10 
(192-198  mc);  ERP  12.9  kw  vis.,  6.45  kw  aur.; 
ant.  height  above  average  terrain  negative  ft., 
above  ground  74  ft.  Estimated  construction  cost 
$65,800,  first  year  operating  cost  $150,000,  revenue 
$150,000.  Post  office  address  %  Don  W.  Reynolds, 
1920  Rogers  St.,  Ft.  Smith,  Ark.  Studio  location 
Elko.  Trans,  location  2.4  miles  west  of  Elko. 
Geographic  coordinates  40°  49'  15"  N.  Lat.,  115° 
48'  42"  W.  Long.  Trans,  and  ant.  RCA.  Legal  coun- 
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sel  Gordon  Thompson,  Reno.  Consulting  en- 
gineer R.  L.  Hammett,  San  Francisco.  South- 

western owner  Donald  W.  Reynolds  owns  KFSA- 
AM-FM-TV  Fort  Smith,  Ark.;  KOLO-AM-TV 
Reno,  Nev.;  KORK  Las  Vegas,  KLRJ-TV  Hender^ 
son,  Nev.;  KHBG  Okmulgee,  Okla.,  and  KBRS 
Springdale,  Ark.   Filed  Aug.  13. 
Lubbock,  Tex. — Texas  Technological  College, 

vhf  ch.  5  (76-82  mc):  ERP  11.1  kw  vis.,  5.55  kw 
aur.;  ant.  height  above  average  terrain  444  ft., 
above  ground  485  ft.  Estimated  construction  cost 
$88,189,  first  year  operating  cost  $36,000.  Post  of- 

fice address  %  Dr.  E.  N.  Jones,  Pres.  Studio  loca- 
tion Texas  Tech.  campus.  Geographic  coordinates 

33°  35'  05"  N.  Lat.,  101°  52'  44"  W.  Long.  Trans,  and 
ant.  RCA.  Legal  counsel  Eliot  C.  Lovett,  Washing- 

ton. Consulting  engineer  Frank  H.  Mcintosh  & 
Assoc.,  Washington.  Station  is  for  non-commer- 

cial, educational  purposes.  Filed  Aug.  15. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

KSWM-TV  Joplin,  Mo. — Granted  cp  to  change 
ERP  to  229  kw  vis.,  DA,  129  kw  aur.,  DA;  install 
DA,  and  make  other  equipment  changes.  An- nounced Aug.  14. 
KVSO-TV  Ardmore,  Okla.— Granted  mod.  of 

cp  to  change  type  ant.  and  make  other  equipment 
changes.  Also  granted  STA  to  operate  commer- 

cially on  ch.  12  for  period  ending  March  6,  1957. 
Announced  Aug.  14. 
KOTI  (TV)  Klamath  Falls,  Ore.— Granted  STA 

to  operate  commercially  on  ch.  2  for  period  end- 
ing Sept.  28.  Announced  Aug.  14. 

KOIN-TV  Portland,  Ore— Granted  cp  to  main- 
tain ant.  facilities  specified  in  STA  granted  8-6- 

53.  Announced  Aug.  14. 
WBIR-TV  Knoxville,  Tenn..— Granted  STA  to 

Nov.  14  for  commercial  operation  (ch.  10)  in  ac- 
cordance with  cp,  except  using  temporary  studios 

at  trans,  site.  Action  Aug.  9. 
WCVB-TV  Bristol,  Va.— Granted  STA  to  op- erate commercially  on  ch.  5  for  period  ending 

Dec.  11.  Announced  Aug.  14. 
WTOV-TV  Norfolk,  Va.— Granted  cp  to  replace 

expired  cp  which  authorized  new  tv.  Announced 
Aug.  14. 
WJPB-TV  Fairmont,  w.  Va.— Granted  cp  to 

replace  expired  cp  which  authorized  new  tv.  An- 
nounced Aug.  14. 

APPLICATIONS 

WRAY-TV  Princeton,  Ind. — Seeks  cp  to  replace 
expired  cp  which  authorized  new  tv.  Filed 
Aug.  13. 
WRLP  (TV)  Greenfield,  Mass.— Seeks  mod  of 

cp  (which  authorized  new  tv)  to  change  tram, 
location   to   Southe   Mountain   Rd.,  Northfield, 
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FOR  THE  RECORD 

Mass.;  change  ERP  to  133  kw  vis.,  66.5  kw  aur.; 
install  new  ant.  system,  and  make  other  equip- 

ment changes.  Filed  Aug.  13. 
WWTV  (TV)  Cadillac,  Mich.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  to  make  minor 
equipment  changes.  Filed  Aug.  10. 
KGGM-TV  Albuquerque,  N.  M. — Seeks  cp  to 

change  ERP  to  44.5  kw  vis.,  22.2  kw  aur.  Filed 
Aug.  13. 
WKTV  (TV)  Utica,  N.  Y. — Seeks  cp  to  change 

ERP  to  309  kw  vis.,  155  kw  aur.,  and  make  other 
equipment  changes.  Filed  Aug.  10. 
KGEO-TV  Enid,  Okla. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  make  minor  equip- 
ment changes.  Filed  Aug.  10. 

Allocations 

PETITIONS 

Harrisburg,  111.— By  WSIL-TV  Harrisburg  re- 
questing that  ch.  22  at  Harrisburg  be  replaced 

by  assignment  of  ch.  3.  It  is  further  requested 
that  FCC  issue  order  to  WSIL-TV  to  show  cause 
why  its  authorization  for  ch.  22  should  not  be 
mod.  to  specify  operation  on  ch.  3.  Announced 
Aug.  10. 
Lake  Charles,  La.— By  KTAG-TV  Lake  Charles 

requesting  assignment  of  ch.  3  to  Lake  Charles 
in  lieu  of  ch.  25.  It  is  further  requested  that  FCC 
issue  order  to  show  cause  to  require  KTAG-TV 
to  shift  from  ch.  25  to  ch.  3.  Announced  Aug.  10. 

Albert  Jerry  Balusek,  San  Antonio,  Tex. — Peti- 
tions FCC  requesting  amendment  of  Part  3  as 

follows:  (1)  delete  all  vhf  tv  channel  assignments 
from  table  of  allocations  for  commercial  or  edu- 

cational telecasting  within  period  of  10  years; 
(2)  grant  uhf  channels  to  holders  of  vhf  channels 
in  near  future;  (3)  add  10  additional  uhf  channels 
to  upper  end  of  uhf  tv  band,  and  (4)  renumber 
uhf  channels  so  that  uhf  ch.  14  would  become  ch. 
1,  with  remaining  channels  numbered  consecu- 

tively. Announced  Aug.  10. 

Translators  .  . 

APPLICATIONS 

Gunnison,  Colo. — L.  H.  Feast,  ch.  70.  To  re- 
broadcast  ch.  5  KCSJ-TV  Pueblo,  Colo.  Trans, 
output  power  10  w,  ERP  to  community  40  w. 
P.  O.  address  2009  S.  Corona,  Colorado  Springs, 
Colo.  Estimated  construction  cost  $4,825,  first 
year  operating  cost  $100.  Filed  Aug.  13. 

Havre,  Mont. — Hill  County  Tv  Club,  ch.  82.  To 
rebroadcast  ch.  5  KFBB-TV  Great  Falls,  Mont. 
Trans,  output  power  10  w.  ERP  to  community 
94  w.  P.  O.  address  %  Pearl  Garceau,  Secretary, 
805  Third  St.,  Havre.  Estimated  population  to 
be  served  11,000.  Estimated  construction  cost 
$3,287,  first  year  operating  cost  $100.  Filed  Aug. 13. 

Havre,  Mont.— Hill  County  Tv  Club,  ch.  70.  To 
rebroadcast  ch.  5  KFBB-TV  Great  Falls,  Mont. 
Trans,  output  power  10  w.  ERP  to  community 
74  w.  P.  O.  address  %  Pearl  Garceau,  Secretary, 
805  Third  St.,  Havre.  Estimated  population  to  be 
served  11,000.  Estimated  construction  cost  $3,029, 
first  year  operating  cost  $145.  Filed  Aug.  13. 
Maupin,  Ore. — Estel  L.  Stovall,  ch.  70.  To  re- 

broadcast ch.  6  KOIN-TV  Portland,  Ore.  Trans, 
output  power  10  w.  ERP  to  community  134.7  w. 
P.  O.  address  %  Maupin  Drug,  Maupin.  Estimated 
population  to  be  served  626.  Estimated  construc- 

tion cost  $4,855,  first  year  operating  cost  $2,400. 
Filed  Aug.  9. 

New  Am  Stations 

ACTIONS  BY  FCC 

Ridgecrest,  Calif. — Ridgecrest  Radio's  applica- tion seeking  cp  for  new  am  to  operate  on  1400 
kc,  250  w  unl.,  dismissed  at  request  of  applicant. 
Announced  Aug.  9. 

APPLICATIONS 

Phoenix,  Ariz. — Grand  Canyon  Broadcasters 
Inc.,  1540  kc,  1  kw  D.  Post  office  address  P.  O. 
Box  1974,  Phoenix.  Estimated  construction  cost 
$17,410,  first  year  operating  cost  $56,000,  revenue 
$66,000.  Principals  include  Pres.  William  P.  Led- 
better  (13%),  former  employe,  KRIZ  Phoenix; 
Vice  Pres.  Charles  E.  McHatton  (less  than 
1%);  Secy.-Treas.  Don  E.  Jackson  (less  than  1%), and  others.  Filed  Aug.  10. 

Littleton,  Colo. — Skyline  Bcstg.  Inc.,  1510  kc, 
1  kw  unl.  Post  office  address  480  Bellewood  Dr., 
Englewood,  Colo.  Estimated  construction  cost 
$32,233,  first  year  operating  cost  $75,000,  revenue 
$90,000.  Principals  aTe  equal  owners  J.  Kenneth 
Brothers,  former  commercial  manager,  KGMC 
Englewood;  Dean  Donald  Jervis,  sales  manager, 
KTLN  Denver,  Colo.,  and  Walter  Francis  Angerer, 
retail  package  liquor  interests.   Filed  Aug.  15. 
Payette,  Idaho — Payette  Broadcasters,  1450  kc, 

250  w  unl.  Post  office  address  35  S.  8th  St.,  Pay- 
ette. Estimated  construction  cost  $8,700,  first  year 

operating  cost  $24,000,  revenue  $30,000.  Prin- 
cipals are  equal  owners  James  C.  Grisham,  for- 

mer 50%  owner  of  KLOV  Loveland,  Colo.,  and 
John  W.  Ecklin,  former  50%  owner  of  KLOV. 
Filed  Aug.  9. 

Scottsville,  Ky.— State  Line  Bcstg.  Co.,  1250  kc, 
1  kw  D.  Post  office  address  P.  O.  Box  185,  Camp- 
bellsville,  Ky.  Estimated  construction  cost  $33,- 
000,  first  year  operating  cost  $36,000,  revenue  $42.- 
000.  Principals  are  equal  owners  Redman  L. 
Turner,  William  B.  Kelly  and  J.  B.  Crawley.  All 
hold  interest  in  WTCO  Campbellsville.  Filed Aug.  15. 

Westfield,  Mass.— Westfield  Bcstg.  Co.,  1220  kc, 
250  w  D.  Post  office  address  %  Albert  L.  Cap- 
staff,  21  Waverly  Rd.,  Darien,  Conn.  Estimated 
construction  cost  $17,000,  first  year  operating  cost 
$40,000,  revenue  $50,000.  Sole  owner  Albert  L. 
Capstaff  is  25%  owner  of  KVAS  Astoria,  Ore. Filed  Aug.  13. 

APPLICATIONS  AMENDED 

Palatka,  Fla. — Tidewater  Broadcasters'  appli- 
cation seeking  cp  for  new  am  to  be  operated  on 

1390  kc,  1  kw  D,  amended  to  change  frequency  to 
1490  kc;  change  power  to  250  w;  change  hours  of 
operation  to  specified  hours  (6  a.m.  to  8  p.m.) ; 
change  ant.-trans. -studio  and  station  location  to 
Starke,  Fla.;  make  changes  in  ant.  system  (de- 

crease height),  and  make  changes  in  ground  sys- tem. Amended  Aug.  13. 
Winnsboro,  La. — Franklin  Bcstg.  Co.'s  applica- tion seeking  cp  for  new  am  to  be  operated  on  990 

kc,  1  kw  D,  amended  to  change  frequency  to 
1570  kc;  change  ant.-trans.  location  to  2.5  miles 
northeast  of  Lone  Cedar  Rd.,  Winnsboro,  and 
make  changes  in  ant.  and  ground  systems. 
Amended  Aug.  10. 

Hamlet,  N.  C. — Risden  Allen  Lyon's  application 
seeking  cp  for  new  am  to  be  operated  on  1400  kc, 
250  w  unl.,  amended  to  change  ant.-trans.  and 
studio  locations.  Amended  Aug.  9. 
Berwick,  Pa. — Columbia  County  Broadcasters' aplication  seeking  cp  for  new  am  to  be  operated 

on  1280  kc,  500  w  D,  amended  to  change  ant.- 
trans.  location  to  .06  mile  northeast  of  Martz- 
ville,  1  mile  northwest  of  Berwick.  Amended 
Aug.  10. 

Grafton,  W.  Va. — WWW  Die's  application  seek- ing cp  for  new  am  to  be  operated  on  1250  kc, 
500  w  D,  amended  to  change  studio  location  to 
Riverside  Dr.,  near  Grafton  (same  as  trans.). 
Amended  Aug.  15. 

APPLICATION  RESUBMITTED 

Auburn,  Calif. — Golden  State  Broadcasters'  re- submit application  seeking  cp  for  new  am  to  be 
operated  on  930  kc,  500  w  D.  Resubmitted  Aug.  10. 

Existing  Am  Stations  L  .  . 

ACTIONS  BY  FCC 

WROS    Scottsboro,    Ala.— Application  seeking 

4'
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GOES 

GATES 

authority  to  determine  operating  power  by  direct 
measurement  of  ant.  power  returned.  (Filed  on 
wrong  form.)  Action  Aug.  15. 
KDAN  Eureka,  Calif.— Granted  mod.  of  cp  to 

change  ant.-trans.  location;  change  studio  loca- 
tion, and  make  changes  in  ant.  system.  An- nounced Aug.  14. 

WNKY  Neon,  Ky.— Granted  mod,  of  cp  to 
change  ant.-trans.  location.  Announced  Aug.  14. 
WNAW  North  Adams,  Mass. — Granted  permis- 

sion to  remain  silent  until  operation  at  Great 
Barrington,  Mass.,  has  been  authorized.  An- nounced Aug.  14. 
KWJJ  Portland,  Ore. — Granted  cp  to  replace 

expired  cp  which  authorized  changes  in  DA-N. Announced  Aug.  14. 
WANB  Waynesburg,  Pa. — Granted  mod.  of  cp 

to  change  studio  location  and  operate  trans,  by 
remote  control  from  main  studio.  Announced 
Aug.  14. 

APPLICATIONS 

KCOB  Newton,  Iowa — Seeks  cp  to  change  power 
from  500  w  D,  DA,  to  1  kw  D,  Non-DA,  and  make 
changes  in  ant.  system.  Filed  Aug.  15. 
KAPK  Minden,  La. — Seeks  cp  to  increase  power 

from  100  w  to  250  w.  Filed  Aug.  13. 
WICO  Salisbury,  Md.— Seeks  mod.  of  cp  (which 

authorized  new  am)  to  change  ant.-trans.  and 
studio  location  and  make  changes  in  ant.  and 
ground  systems.   Filed  Aug.  13. 
WCAR  Pontiac,  Mich. — Seeks  cp  to  change 

power  from  1  kw  to  10  kw;  install  DA-2;  change 
ant.-trans.  location,  and  change  studio  and  sta- 

tion location  to  Detroit.  Filed  Aug.  13. 
WAMY  Amory,  Miss. — Seeks  cp  to  increase 

power  from  250  w  to  5  kw.  Filed  Aug.  10. 
KFEQ  St.  Joseph,  Mo. — Seeks  mod.  of  license 

to  change  studio  location  to  40th  and  Araon  Sts., 
St.  Joseph  (tv  trans,  and  studio  location).  Filed 
Aug.  10. 
WVET  Rochester,  N.  Y.— Seeks  authority  to 

transmit  football  games  from  Aquinas  Stadium, 
Rochester,  to  CKSL  London,  Ont.  Filed  Aug.  10. 
WBCU  Union,  S.  C— Seeks  cp  to  change  hours 

of  operation  from  unl.  to  specified  hours  with 
sign-off  at  7:30.   Filed  Aug.  9. 
WMES  Union  City,  Tenn. — Seeks  mod.  of  cp 

(which  authorized  new  am)  to  change  ant.- 
trans.  and  studio  location  and  change  remote 
control  point.  Filed  Aug.  .10. 
WFCR  Fairfax,  Va. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.  Filed  Aug.  10. 
WJWS  South  Hill,  Va.— Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  Aug.  13. 
KGY  Olympia,  Wash. — Seeks  cp  to  change  ant.- 

trans.  and  studio  location;  make  changes  in  ant. 
system  (increase  height),  and  make  changes  in 
ground  system.   Filed  Aug.  10. 

APPLICATION  RESUBMITTED 

KSJO  San  Jose,  Calif. — Resubmits  application 
seeking  authority  to  determine  operating  power 
by  direct  measurement  of  ant.  power.  Resub- 

mitted Aug.  13. 

Existing  Fm  Stations  .  .  . 

ACTIONS  BY  FCC 

WFRM-FM  Coudersport,  Pa. — Application  seek- 
ing extension  of  completion  date  returned.  (Filed 

too  late.  Station  will  have  to  file  application 
seeking  cp  to  replace  expired  cp.)  Action  Aug.  10. 

APPLICATION 

WHBF-FM  Rock  Island,  111. — Seeks  cp  to 
change  ERP  to  3.7  kw.  Filed  Aug.  10. 

Ownership  Changes  .  .  . 

CORRECTION 

IN  B-T's  August  6  "For  the  Record,"  Ar- thur D.  Smith  Jr.,  principal  in  the  sale  of 
WDEH  Sweetwater,  Tenn.,  to  WDEH  Inc. 
for  $52,500,  was  erroneously  listed  as  owner 
of  WCDT  Winchester,  Tenn.  Mr.  Smith  is 
former  owner  of  that  station. 

MOST  AAA  BROADCAST  TRANSMITTERS  IN  USE  I 

ACTIONS  BY  FCC 

KGB  San  Diego,  Calif. — Granted  assignment  o 
license  to  KGB  Inc.  Corporate  change.  An nounced  Aug.  14. 
KKTV  (TV)  Colorado  Springs,  Colo.— Grantee 

transfer  of  control  of  permittee  corporation  fron 
Colorado  Bcstg.  Co.  to  Gifford  Phillips.  Corporat* 
change.   Announced  Aug.  14. 
KGHF  Pueblo,  Colo. — Granted  assignment  o 

license  to  Gifford  Phillips.  Corporate  change Announced  Aug.  14. 
WAAG  Adel,  Ga. — Granted  transfer  of  contro 

to  Cook  County  Bcstg.  Co.  Transfer  is  to  shov 
addition  of  new  partner,  M.  H.  Shepherd,  who  i 
buying  15%  from  30%  owner  Robert  A.  Davis 
Principals  will  be  W.  M.  Forshee  (70%),  Rober 
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A.  Davis  (15%),  and  M.  H.  Shepherd  (15%).  An- nounced Aug.  14. 
WKRO  Cairo,  111. — Granted  transfer  of  control 

to  The  Cairo  Bcstg.  Co.  Transfer  is  to  show 
addition  of  Geraldine  F.  Hirsch,  Robert  O. 
Hirsch,  James  F.  Hirsch  and  Marjorie  Ann 
Hirsch,  each  holding  1.66%.  Oscar  C.  Hirsch,  sole 
owner,  will  now  hold  93.33%.  Announced  Aug.  14. 
WHBU  Anderson,  Ind. — Granted  transfer  of 

control  of  licensee  corporation  from  Universal 
Bcstg.  Co.  to  C.  Bruce  McConnell  and  Robert  B. 
McConnell.  Universal  owns  100%  of  station's 
licensee,  Anderson  Bcstg.  Corp.  C.  Bruce  Mc- 

Connell owns  54.74%  of  Universal  Bcstg.  Co. 
Robert  B.  McConnell  owns  .09%  of  Universal.  C. 
Bruce  McConnell  is  buying  55%  of  Anderson  for 
$27,500,  and  R.  B.  McConnell  is  buying  45%  for 
$22,500.   Announced  Aug.  14. 
WTRC-AM-FM  Elkhart,  Ind. — Granted  assign- 

ment of  license  from  The  Truth  Pub.  Co.  to  The 
Truth  Radio  Corp.  Corporate  change.  Announced 
Aug.  14. 
KJAY  Topeka,  Kan. — Granted  assignment  of 

license  to  KJAY  Inc.  Grant  is  for  assignment 
of  .07%  from  sole  owner  Robert  Rohrs  to  his  wife 
Jeanne  Rohrs.  Announced  Aug.  14. 
KEDD  (TV)  Wichita,  Kan. — Granted  assign- 

ment of  cp  to  Stanley  H.  Durwood.  Corporate 
change,  no  change  in  control.  Announced 
Aug.  14. 
WCMI-AM-FM  Ashland,  Ky.— Granted  assign- 

ment of  license  to  Edwina  Bcstg.  Co.  Corporate 
change.   Announced  Aug.  14. 
WJR-AM-FM  Detroit,  Mich.;  WJRT  (TV)  Flint 

— Granted  transfer  of  control  of  licensee  corpora- 
tion from  Mrs.  Frances  S.  Parker  through  sale 

of  6%  to  certain  of  present  stockholders  for 
$289,060.  Mrs.  Parker  will  hold  29.99%.  An- 

nounced Aug.  14. 
KHEM  Big  Spring,  Tex. — Granted  assignment 

of  cp  to  Elm  Bcstg.  Corp.;  stock  transaction. 
Announced  Aug.  14. 
WDBJ-AM-FM-TV  Roanoke,  Va.  —  Granted 

transfer  of  control  from  First  National  Exchange 
Bank  of  Roanoke,  executor — trustee  of  estate  of 
Junius  Parker  Fishburn,  deceased — to  Times- 
World  Corp.  Announced  Aug.  14. 
KORD  Pasco,  Wash. — Granted  assignment  of 

cp  to  Wallace  K.  Reid,  H.  B.  Murphy,  Walter  N. 
Nelskog  and  Harold  C.  Singleton,  d/b  as  Music 
Broadcasters  (new  partnership  formed,  taking 
in  Mr.  Singleton).    Announced  Aug.  14. 

APPLICATIONS 

WNHC-AM-FM-TV  New  Haven,  Conn.— Seek 
assignment  of  license  to  Triangle  Publications 
Inc.  Corporate  change.  Filed  Aug.  10. 
WLAQ  Rome,  Ga. — Seeks  assignment  of  license 

to  Don  Mitchell's  WLAQ  of  Rome  for  $50,000. Mr.  Mitchell  is  former  employe  of  WQOK  Green- 
ville, S.  C;  WOIC  Columbia,  S.  C,  and  WQXI 

Atlanta,  Ga.  Filed  Aug.  15. 
KDSN  Denison,  Iowa — Seeks  assignment  of  li- 

cense to  Denison  Bcstg.  Co.  for  $55,000  cash.  Prin- 
cipals are  Pres.  Walter  F.  Morrison  (50.4%);  C. 

H.  Fee  (12.4%);  James  Peterson  (12.4%);  Rich- 
ard Knowles  (12.4%),  and  E.  A.  Raun  (12.4%). 

Filed  Aug.  9. 
WFLW  Monticello,  Ky.— Seeks  assignment  of 

license  to  Fred  A.  Staples  for  $27,500.  Mr.  Staples 
is  16.66%  owner  of  WHJC  Matewan,  W.  Va.  Filed 
Aug.  15. 
WRLP  (TV)  Greenfield,  Mass.— Seeks  assign- 

ment of  permittee  corporation  from  Springfield 
Television  Bcstg.  Corp.  to  Greenfield  Television 
Bcstg.  Corp.   Corporate  change.   Filed  Aug.  15. 
WNAW  North  Adams,  Mass. — Seeks  assignment 

of  cp  from  Cecil  F.  Clifton  to  Berkshire  Bcstg. 
Co.  Corporate  change.  FCC  previously  granted 
assignment  of  WNAW  license  to  Berkshire.  Cp 
was  granted  to  Cecil  F.  Clifton  to  move  station 
to  Great  Barrington,  Mass.,  and  this  application 
is  for  assignment  of  that  cp.  Filed  Aug.  10. 
WSPR  Springfield,  Mass.— Seeks  relinquishment 

of  control  of  licensee  corporation  by  Mrs.  Ruth 
W.  Brackett  through  gift  of  21%  to  her  daughter, 
Barbara  B.  Tindal,  and  by  Mrs.  Alma  Y.  Breed 
through  gift  of  6%  to  her  daughter  Helen  B. 
Solberg  and  gift  of  19%  to  her  daughter's  hus- band, Kristian  Solberg.  The  Solbergs  will  hold 
19%  each,  and  Barbara  B.  Tindal  will  hold  34%. 
Filed  Aug.  10. 
WFPG  Atlantic  City,  N.  J. — Seeks  assignment 

of  license  to  WFPG  Inc.  for  $150,000.  Jerome  Sill 
(98%  owner)  has  formerly  been  associated  with 
WMIL  Milwaukee.  Filed  Aug.  13. 
KVBC  Farmington,  N.  M. — Seeks  assignment 

of  license  to  Radio  Station  KVBC.  Marvin  E. 
Bowles  is  selling  his  33.3%  interest  to  other 
33.3%  owners  Cloyed  O.  Kendrick  and  Hugh  De- 
Witt  Landis  for  $27,500.  Mr.  Kendrick  and  Mr. 
Landis  will  hold  50%  each.   Filed  Aug.  15. 
WCRE  Cheraw,  S.  C. — Seeks  assignment  of  li- 

cense to  Radio  Cheraw  Inc.  Sole  owner  Roy  F. 
Zess  is  selling  10%  to  Jack  L.  Shiver.  Filed  Aug. 13. 
WBAC  Cleveland,  Tenn. — Seeks  transfer  of 

control  and  assignment  of  license  to  Fitch  & 
Kile  Inc.  for  $137,500.  Principals  are  equal  own- 

ers Thad  F.  Fitch,  general  manager  of  WBAC, 
and  Walter  T.  Kile,  automobile  interests.  Filed 
Aug.  13. 
WROL  Knoxville,  Tenn. — Seeks  assignment  of 

license  to  Greater  East  Tennessee  Tv  Inc.  for 
$275,000  in  cash  and  notes.  Principals  are  Pres. 
Paul  Mountcastle  (37.43%),  sole  owner  of  WROL; 
Clarence  Beaman  Jr.  (14.29%),  former  owner  of 
WKGN  Knoxville,  and  others,  none  holding  over 
5.04%.  Filed  Aug.  10. 
KCAR  Clarksville,  Tex. — Seeks  assignment  of 

si     Broadcasting   •  Telecasting 

license  to  KCAR  Inc.  for  $30,000.  Stockholders 
are  group  of  Clarksville  businessmen.  Principals 
are  Pres.  Maurice  Wooley  (37.5%);  Gavin  Wat- 

son Jr.  (17.5%);  W.  E.  Bonham  (12.5%),  and 
others,  none  holding  over  5%.  Filed  Aug.  10. 
KLUF  Galveston,  Tex. — Seeks  acquisition  of 

negative  control  of  licensee  corporation  by 
George  Roy  Clough  through  transfer  of  1%  from his  wife  Helen  D.  Clough,  deceased.  Mr.  Clough 
will  hold  50%.  Filed  Aug.  15. 
KTXL  San  Angelo,  Tex. — Seeks  assignment  of 

license  to  San  Angelo  Bcstg.  Co.  for  $15,000.  Sole 
owner  Warren  J.  Fortier  is  owner  of  KVLH  Pauls 
Valley,  Okla.,  and  is  33.3%  owner  of  KMRC  Mor- gan City,  La.   Filed  Aug.  10. 
KXOX  Sweetwater,  Tex. — Seeks  assignment  of 

license  to  Radio  Station  KXOX.  Sole  owner  F. 
L.  Ledbetter  is  selling  45%  to  his  general  man- 

ager Myrl  Stein  for  $25,000.   Filed  Aug.  13. 

Hearing  Cases  .  .  . 

INITIAL  DECISION 

Bremen,  Ga.— Hearing  Examiner  Basil  P. 
Cooper  issued  Initial  Decision  reinstating  and 
affirming  FCC's  grant  on  Nov.  2,  1955  of  cp  to 
West  Georgia  Bcstg.  Co.  for  new  am  (formerly 
WWCS,  now  WWCC)  to  operate  on  1440  kc,  500 
w  D,  in  Bremen.  Grant  was  protested  by  WLBB Carrollton,  Ga.   Announced  Aug.  15. 

Routine  Roundup  .  .  . 

August  9  Applications 
Accepted  for  Filing 
Modification  of  Cp 

KUKA  Moab,  Utah — Seeks  mod.  of  cp  (which 
authorized  new  am)  for  extension  of  completion 
date. 
WLWA  (TV)  Atlanta,  Ga. — Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  exist- ing tv)  for  extension  of  completion  date  to  Sept. 
10,  1957. 

License  to  Cover  Cp 
WAVU-FM  Albertville,  Ala.— Seeks  license  to 

cover  cp  which  authorized  changes  in  licensed 
station. 
KRNW  (FM)  Boulder,  Colo. — Seeks  license  to 

cover  cp  which  authorized  new  fm. 
WGRV-FM  Greenville,  Tenn.— Seeks  license  to 

cover  cp  which  authorized  new  fm. 
WKAR-FM  East  Lansing,  Mich. — Seeks  license 

to  cover  cp  which  authorized  changes  in  licensed 
station. 
WPWT  (FM)  Philadelphia,  Pa.— Seeks  license 

to  cover  cp  which  authorized  changes  in  licensed 
station. 
WEEK-TV  Peoria,  111. — Seeks  license  to  cover 

cp  which  authorized  new  tv. 
WDBO-TV  Orlando,  Fla. — Seeks  license  to 

cover  cp  which  authorized  new  tv. 
Renewal  of  Licenses 

KTRC  Santo  Fe,  N.  M.;  KMFM  (FM)  Mt.  Park, 
N.  M.;  WUOA  (FM)  Tuscaloosa,  Ala. 

Remote  Control 
KRNW  (FM)  Boulder,  Colo. 

August  10  Decisions 

ACTIONS  ON  MOTIONS 

By  Commissioner  Richard  A.  Mack 
W MAY-TV  Springfield,  111.— Granted  petition 

for  extension  of  time  to  and  including  Aug.  22 
to  file  opposition  to  petition  for  rehearing  and 
reconsideration  filed  in  ch.  2  proceedings,  Spring- 

field, on  July  30,  by  Sangamon  Valley  Television 
Corp.  Action  Aug.  7. 

By  Hearing  Examiner  H.  Gifford  Irion 
South  Georgia  Bcstg.  Co.,  Fitzgerald,  Ga. — 

Granted  motion  for  continuance  of  hearing  in 
proceeding  re  its  am  application  and  that  of 
WBHB  Fitzgerald,  from  Sept.  11  to  Oct.  15,  at 
10  a.m.;  direct  affirmative  cases  will  be  ex- 

changed on  Sept  24,  and  prehearing  conference 
will  be  held  Oct.  4.  Action  Aug.  8. 
WSLA  Selma,  Ala. — Granted  petition  for  ex- 

tension of  time  to  Sept.  17  to  file  suggested  cor- 
rections to  transcript  filed  by  WSLA  on  Aug.  7, 

re  its  application  for  mod.  of  cp  (ch.  8).  Action 
Aug.  8. 

By  Hearing  Examiner  Herbert  Sharfman 
WCBQ  Sarasota,  Fla^Ordered  that  prehearing 

conference  is  scheduled  for  Sept.  5  at  10  a.m.,  re 
applications  of  WCBQ  for  cp  to  replace  expired 
cp  and  for  mod.  of  cp.  Action  Aug.  6. 
Providence,  R.  I. — On  oral  request  of  counsel 

for  WNET  (TV)  Providence,  R.  I.,  and  without 
objection  by  .  counsel  for  other  parties,  ordered 
that  time  for  filing  supplemental  proposed  find- 

ings of  fact  and  conclusions  re  application  of 
Cherry  &  Webb  Bcstg.  Co.  for  new  tv  to  operate 
on  ch.  12  in  Providence,  and  for  STA  for  WPRO- 
TV  Providence  is  extended  from  Sept.  4  to  Sept. 
24.  Action  Aug.  8. 

By  Hearing  Examiner  J.  D.  Bond 
Rollins  Bcstg.  of  Delaware  Inc.,  Philadelphia, 

How  Warm  is 

Denver  In  December? 

ASK  YOUR  COLONEL 

The  weather  in  Denver  (or  Des 

m  Moines  or  Davenport)  can  mean  ■■ 
dollars  or  deficits  to  the  adver- 

tisers of  a  great  many  products. 
Your  Colonel  has  a  month  hy 

month  picture  of  the  weather  in 
24  markets. 

PGW  TELEVISION  SALES 

MILESTONES 

for  September BMFs  series  of  program  con- 
tinuities are  full  half-hour 

presentations  .  .  .  simple  to 

do,  saleable,  excellent  listen- 
ing. Each  script  in  the  Sep- 

tember package  commemo- 
rates a  special  event  of  na- 
tional importance: 

"V-J  DAY" 

September  2,  1956 

"A  RIGHT  ROYAL  REBEL' 
(Queen  Elizabeth) 

Bom:  September  7,  1533 
"CONSTITUTION  DAY 

September  17,  1787 

"JUVENILE!" 

September  22,  1956 

"Milestones"  is  available  for 
commercial  sponsorship — see  yoor 

local  stations  for  details. 

broadcast  Music,  inc. 
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FOR  THE  RECORD 

Pa. — Denied  petition  to  enlarge  issues  in  pro- 
ceeding re  its  am  application  and  that  of  Frank- 

lin Bcstg.  Co.,  Philadelphia  (relating  to  adequacy 
of  available  funds  for  Franklin's  proposal),  and for  purposes  of  appeal,  effective  date  of  this 
order  shall  be  release  date  (Aug.  8).  Action 
Aug.  10. 

August  1 0  Applications 

Accepted  for  Filing 
Modification  of  Cp 

WKBI  St.  Marys,  Pa.— Seeks  mod.  of  cp  (which 
authorized  changes  in  ant.  system)  for  extension 
of  completion  date. 
WBLK-AM-TV  Clarksburg,  W.  Va.— Seeks 

mod.  of  cp  (which  authorized  mounting  tv  ant. 
on  top  of  am  tower)  for  extension  of  completion 
date. 
WJNO-TV  West  Palm  Beach,  Fla.— Seeks  mod. 

of  cp  (which  authorized  new  tv)  for  extension 
of  completion  date  to  Feb.  15,  1957. 
WWTV  (TV)  Cadillac,  Mich. — Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date. 
KSHO-TV  Las  Vegas,  Nev. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Nov.  1. 

WAIM-TV  Anderson,  S.  C— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Feb.  14,  1957. 
KRIS-TV  Corpus  Christi,  Tex. — Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Oct.  1. 

Renewal  of  Licenses 
KTKT-FM  Tucson,  Ariz.;  KRSN-FM  Los  Ala- 

mos, N.  M.;  WYZZ  (FM)  WUkes-Barre,  Pa.;  KSL- 
FM  Salt  Lake  City,  Utah;  KDYL-FM  Salt  Lake 
City,  Utah;  KFCA  (FM)  Phoenix,  Ariz. 

Renewal  of  License  Returned 
KSMU-FM  Dallas,  Tex.    (Improperly  filed.) 

Remote  Control 
KGEC  Palm  Springs,   Calif.;   WTTL  Madison- ville,  Ky. 

August  13  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

KTML  Marked  Tree,  Ark. — Seeks  license  to 
cover  cp  which  authorized  new  am. 
WFBS  Fort  Walton  Beach,  Fla.— Seeks  license 

to  cover  cp  which  authorized  new  am. 
WBEE  Harvey,  111. — Seeks  license  to  cover  cp 

which  authorized  increase  in  power  and  installa- 
tion of  DA-D. 

KNDY  Marysville,  Kan. — Seeks  license  to  cover 
cp  which  authorized  new  am. 
KMIN  Grants,  N.  M. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WGRF  Aguadilla,  P.  R.— Seeks  license  to  cover 

cp  which  authorized  new  am. 

License  to  Cover  Cp  Resubmitted 

KIKI  Honolulu,  Hawaii — Resubmits  application 
seeking  iicense  to  cover  cp  which  authorized 
change  in  frequency. 

Modification  of  Cp 

WTWV  (TV)  Tupelo,  Miss.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Feb.  1,  1957. 
KTKT  Tucson,  Ariz.— Seeks  mod.  of  cp  (which 

authorized  change  in  frequency;  change  power; 
change  hours  of  operation,  and  installation  of 
DA-D)  for  extension  of  completion  date. 
WBOP    Pensacola,    Fla.— Seeks    mod.    of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
WJJL  Niagara  Falls,  N.  Y. — Seeks  mod.  of  cp 

(which  authorized  change  in  ant. -trans,  location) 
for  extension  of  completion  date. 
WMYN  Mayodan,  N.  C. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
KMOS  Tyler,  Tex.— Seeks  mod.  of  cp  (which 

authorized  new  am)  for  extension  of  completion 
date. 
KADM  Othello,  Wash. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 

Wash. — Seeks mod.  of  cp 
extension  of 

KONK  Shelton, 
(which  authorized  new   am)  for 
completion  date. 
WATV  (TV)  Newark,  N.  J.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
completion  date  to  Dec.  17. 
KBMT  (TV)  Beaumont,  Tex.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date. 

Renewal  of  Licenses 
KTKT  Tucson,  Ariz.;  KEVT  Tucson,  Ariz.; 

KOPO  Tucson,  Ariz.;  KYUM  Yuma,  Ariz.;  KBAR 
Burley,  Idaho;  KID  Idaho  Falls,  Idaho;  KPST 
Preston,  Idaho  (Resubmitted);  KLIX  Twin  Falls, 
Idaho;  KBMI  Henderson,  Nev.;  KALG  Alamo- 
gordo,  N.  M.;  KCLV  Clovis,  N.  M.;  KVOG  Ogden, 
Utah;  KLUB  Salt  Lake  City,  Utah;  KTYL-FM 
Mesa,  Ariz.;'  KHFM  (FM)  Albuquerque,  N.  M.; KANW  (FM)  Albuquerque,  N.  M.;  KVSC  (FM) 
Logan,  Utah. 

Remote  Control 
WYOU  Newport  News,  Va. 

August  14  Decisions 
BROADCAST  ACTIONS 

By  the  Broadcast  Bureau 
Actions  of  August  9 

WTTL  Madisonvillc,  Ky. — Granted  authority  to 
operate  trans,  by  remote  control  from  111  S. 
Maine  St. 

KGEC  Beverly  Hills,  Calif.— Granted  authority 
to  operate  trans,  by  remote  control  from  174  N. 
Palm  Canyon  Dr.,  Palm  Springs,  Calif. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WICC-TV  Bridgeport,  Conn., 
to  2-1-57;  WBRE-TV  Wilkes-Barre,  Pa.,  to  12-1- 
56;  KAGT  (TV)  Anacortes,  Wash.,  to  10-30-56; 
WGEE  (TV)  Indianapolis,  Ind.,  to  1-3-57,  condi- 

tions; WOKY  (TV)  Milwaukee,  Wis.,  to  10-14-56; 
KLAN  (TV)  Ronton,  Wash.,  to  1-31-57,  condi- 

tions; KURA  (TV)  Moab,  Utah,  to  10-22-56; 
WLOS-TV  Asheville,  N.  C,  to  2-15-57;  KTVE 
(TV)  Anchorage,  Alaska,  to  3-1-57;  WITI-TV 
Whitefish  Bay,  Wis.,  to  11-29-56;  WMGT  (TV) 
North  Adams,  Mass.,  to  2-2-57;  WSEE  (TV)  Erie, 
Pa.,  to  3-1-57;  WYZZ  (TV)  Wilkes-Barre,  Pa.,  to 2-8-57. 

Actions  of  August  8 

KELS  (FM)  Nacogdoches,  Tex. — Granted  li- 
cense for  fm  station. 

KHFI  (FM)  Austin,  Tex.— Granted  license  for 
fm  station. 

Actions  of  August  6 

Following  were  granted  extensions  of  comple- 
tion dates  as  shown:  KWK-TV  St.  Louis,  Mo.,  to 

2-13-57;  WNOK-TV  Columbia,  S.  Cl  to  2-25-57; 
KHAD-TV  Laredo,  Tex.,  to  1-20-57;  WISC-TV 
Madison,  Wis.,  to  2-7-57;  WCMB-TV  Harrisburg, 
Pa.,  to  2-23-57. 

NEGOTIATOR 

FOR  THE 

PURCHASE  AND 

SALE  OF 

RADIO  AND 

TELEVISION 

STATIONS 

ALLEN  KANDER 

1701  K  Street  N.W.  •  Washington  6.  D.  C.  NA  8-3233 
60  East  42nd  Street  •  New  York  17.  N.  Y.  Ml)  7-4242 
35  East  Waclter  Drive    •    Chicago  I,  Illinois   RA  6-3688 

August  15  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

WJDB  Thomasville,  Ala. — Seeks  license  to  cover 
cp  which  authorized  new  am. 
KVOD  Denver,  Colo. — Seeks  license  to  cover 

cp  which  authorized  change  from  employing 
DA-1  to  DA-N. 
WWDC  Washington,  D.  C. — Seeks  license  to 

cover  cp  which  authorized  change  from  DA-1 
to  DA-2  and  changes  in  DA  pattern. 
WGHN  Grand  Haven,  Mich. — Seeks  license  to 

cover  cp  which  authorized  new  am. 
WMIS  Natchez,  Miss. — Seeks  license  to  cover 

cp  which  authorized  change  in  ant.-trans.  loca- tion and  changes  in  ant. 
WBAW  Seneca,  S.  C. — Seeks  license  to  cover 

cp  which  authorized  increase  in  power. 

License  to  Cover  Cp  Amended 

WGMS  Bethesda,  Md. — Application  seeking  li- 
cense to  cover  cp  which  authorized  changing 

trams.,  studio  and  station  location;  change  from 
D  to  unl.  time,  and  change  power  amended  to 
change  applicant  name  to  RKO  Teleradio  Pic- tures Inc.   Amended  Aug.  15. 
WNVA  Norton,  Va. — -Application  seeking  license 

to  cover  cp  which  authorized  change  in  fre- 
quency; increase  in  power,  and  change  in  ant.- trans.  location  amended  to  change  applicant  name 

to  Radio  Wise  Inc. 
Remote  Control 

KVOD  Denver,  Colo. 

UPCOMING 

AUGUST 

Aug.  26-28:  Georgia  Assn.  of  Broadcasters,  an- 
nual meeting,  King  &  Prince  Hotel,  St.  Simon's Island,  Ga. 

Aug.  31 -Sept.  1:  Montana  Radio  Stations  Inc., 
annual  meeting,  Glacier  Park  Hotel,  Glacier 
Park. 

SEPTEMBER 

Sept.  6-7:  RAB  midwestern  managers'  conference, French  Lick,  Ind. 
Sept.  10-11:  RAB  southern  managers'  conference, Biloxi,  Miss. 
Sept.  11-12:  CBS  Radio  convention,  Hotel  Pierre, 
New  York. 

Sept.  13-14:  RAB  northeastern  conference.  Sky- 
top,  Pa. Sept.  13-14:  Michigan  Assn.  of  Radio-Tv  Broad- 

casters, Hidden  Valley,  Gaylord,  Mich. 
Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 

nual meeting,  Shreveport,  La. 
Sept.  27:  Massachusetts  Broadcasters  Assn.,  an- 

nual meeting,  Hotel  Somerset,  Boston. 
OCTOBER 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition, Hotel  Sherman,  Chicago. 

Oct.  2:  Wisconsin  Broadcasters  Assn.,  annual 
meeting,  Hotel  Plankinton,  Milwaukee. 

Oct.  4-5:  Central  Region  AAAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  5:  Ohio  Assn.  of  Radio-Tv  Broadcasters,  an- 
nual meeting,  Hotel  Fort  Hayes,  Columbus. 

Oct.  7-10:  Western  Region  AAAA  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  10-11:  Kentucky  Broadcasters  Assn.,  annua 
meeting,  Hotel  Kenlake,  Kentucky  Lake. 

Oct.  8-12:  SMPTE  semi-annual  convention,  Los Angeles. 
Oct.  12-13:  Alabama  Broadcasters  Assn.,  annua! 
meeting,  University  of  Alabama,  Tuscaloosa. 

Oct.  29-30:  Second  annual  RAB  Natl.  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel New  York. 

NOVEMBER 

Nov.  9:  Calif.  State  Radio-tv  Broadcasters'  Assn. annual  convention,  Hotel  Clift,  San  Francisco 
Nov.  11-12:  Texas  Assn.  of  Broadcasters,  annua 
meeting,  Hotel  Caprock,  Lubbock. 

Nov.    16:   Arizona   Broadcasters   Assn.,  annua 
meeting,  Tucson. 

Nov.   16-17:   Oregon  State  Broadcasters  Assn. Salem. 

Nov.  27-28:  AAAA  Eastern  Annual  Conference 
Hotel  Roosevelt,  New  York. 

NARTB  CONFERENCES 
Region  5  (Minn.,  N.  D., East   S.    D.,  Iowa, 
Neb.,  Mo.) 

Region  7  (Mountain 
States  ) 

Region  8  (Wash.,  Ore., 
Calif.,  Nev.,  Ariz., 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla., 
Tex.) 

Region  2  (Pa.,  Del., 
Md.,  W.  Va.,  D.  C, 
Va.,  N.  C,  S.  C.) 

Region  1  (New  Eng- 

land) 

Region  4  (Ky.,  Ohio, 
Ind.,  Mich.,  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss.,  La.,  Ark., Tenn.,  P.  R.) 

Sept.  Nicollet  Hotel 17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 

Sept.  St.  Francis  Hote 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 

Oct.  Shoreham  Hotel 11-12  Washington 

Oct.  Somerset  Hotel 15-16  Boston 
Oct.  Sheraton  Uncoil 18-  19  Indianapolis 

Oct.  Dinkler- 25-  26  Tutwiler Birmingham 
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PROFESSIONAL  CARDS 

IANSKY  &  BAILEY  INC. 
faiwtive  Offices 
|J5  De  Sale*  St.,  N.  W.  ME.  8-5411 
0f»»  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Wihinjton,  D.  C.  ADams  4-2414 

Member  AFCCE  * 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  0.  C. 

Telephone  District  7-1205 

Member  AFCCE  ' 

—Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.    Pilgrim  4-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Cnmercial  Radio  Equip.  Co. 
iverett  L.  Dillard,  Gen.  Mgr. 

WERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P;>.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

f  ink  H.  Mcintosh  &  Assocs. 

Consulting  radio  engineers 
121*  wyatt  bldg. 
washington,  d.  c. 
Metropolitan  8-4477 
Member  AFCCE* 

KEAR  &  KENNEDY 

1     2  18th  St.,  N.  W.     Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE* 
as 

A* 

-YNNE  C.  SMEBY 

NSULTING  ENGINEER  AM-FM-TV 

806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 
OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

AN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  f ,  D.  C. REpubllc  7-3984 

Member 

AFCCE * 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications- Electronic* 
1618  Eye  St.,  N.W.,  Washington,  D.  C 
Executive  3-1230  Executive  3-6851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckntr  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  44721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
AM-TV  BROADCAST  ALLOCATION 

FCC  t  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 

Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 

2000  P  St.,  N.  W. 
Washington  6,  D.  C. 

Adams  4-6393 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

FULL  TIME  SERVICE  FOR  AM-FM-TV 
O.  Bex  7037  Kansas  City,  Mo. 

Phone  Jaekson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE. 
To  Be  Seen  by  77,440*  Readers 

— among  them,  the  decision -making 
station  owners  and  managers,  chief 
engineers  and  Technicians  applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*  1956  ARB  Continuing  Readership  Study 

Broadcasting   •  Telecasting 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE  * 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

718  14th  St.,  N.  W.         Executive  3-S670 Washington  5,  D.  C. 
303  White  Henry  Stuart  Bldg. 

Mutual  3280  Seattle  1,  Washington 

Member  AFCCE* 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  B.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCE* 

RALPH  J.  BITZER,  Consulting  Engineer Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Me. 
Garfield  1-4954 

"For  Results  in  Broadcast  Eagle— rha" 
AM-FM-TV 

Allocations    •  Applications 
Petitions    •    Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 
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RADIO CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.   Checks  and  money  orders  only. 

Deadline:    Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 

Situations  Wanted  20^  per  word — $2.00  minimum  •  Help  Wanted  25<f  per  word — 
$2.00  minimum. 

All  other  classifications  30$  per  word— $4.00  minimum  •  Display  ads  $15.00  per  inch 
No  charge  for  blind  box  number.    Send  box  replies  to 

Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- 

ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Managerial 

Little  Rock,  Arkansas— KOKY — new  all  negro 
programmed  station  now  starring.  Need  two  ex- 

perienced men.  Program  director-assistant  man- 
ager and  sales  manager.  Accepting  applications 

until  September  1st.  Send  complete  resume  and 
photograph  1st  letter  or  application  will  not  be 
considered.  John  McLendon,  KOKY,  Box  1956, 
Little  Rock,  Ark. 

Indianola,  Miss.  WNLA  needs  manager-salesman 
immediately.  Only;  station  in  city  of  6000.  Salary 
and  override  to  right  man.  Excellent  staff  and 
facilities.  Present  manager  being  transferred  to 
larger  operation.  Send  resume  and  photograph 
to  W.  L.  Kent,  Box  523,  Greenville,  Mississippi. 

Manager  for  new  500  watt  daytime  station.  Sales 
and  programming  experience  necessary.  Good 
opportunity  in  one  station  city  of  14,000.  Write 
full  information,  including  salary  expectations  to 
L.  J.  Plym,  Owner,  1105  Front  Street,  Niles,  Mich- 
igan. 

Salesman-sales  manager  combination  new  station 
opening  September.  Excellent  opportunity  right 
man,  one  station  city.  Send  complete  data,  photo- 

graph, phone  salary  basis.  Box  188,  Alexandria, 
Louisiana. 

Salesmen 

Florida  fulltime  5000  watt  major  network  affiliate 
needs  experienced  salesman.  Good  draw  on  com- 

mission.  Florida  man  preferred.  Box  370A,  B«T. 

Radio  station  in  rich  Gulf  Coast  area  needs  full- 
time  salesman.  Straight  commission  with  guar- 

antee. Earnings  depend  on  ability  and  willing- 
ness. Also  top  afternoon  DJ  (popular  music)  with 

ability  to  sell  own  program.  Write  full  particu- 
lars. Box  442A,  B»T. 

Wanted — live  wire  salesman  to  cover  the  Scranton 
and  Wilkes-Barre,  Pa.,  area.  Prefer  salesman 
presently  employed  in  this  market.  No  drifters; 
your  experience  will  write  your  ticket.  Box  450A, B«T. 

Salesmen,  announcers,  engineers,  bookkeeper  and 
office  personnel  needed  in  an  established  radio 
station  in  south.  An  opportunity  for  each  em- 

ployee to  invest  as  little  as  two  thousand  and 
work  with  investment.  Openings  include  key 
positions.  If  you  are  sober,  reliable  and  capable, 
and  if  you  believe  in  good  radio,  this  is  an 
opportunity  of  a  lifetime.  This  ad  will  not  be 
repeated.  All  replies  held  in  strict  confidence. 
Address  reply  to  Box  528A,  B'T. 

RADIO 

Help  Wanted— (Cont'd) 
Salesmen 

Iowa  5kw,  fulltime  network  station,  with  tv, 
needs  aggressive,  experienced  radio  salesman. 
Immediate  opening.  Good  guarantee  and  oppor- 

tunity. Top  station  in  metropolitan  market.  Write 
Box  543A,  B'T. 

Immediate  opening  for  optimistic,  hustling  sales- 
man. Real  opportunity.  Independent  daytimer 

exclusive  in  small  city.  Good  trade  area.  Active 
accounts,  good  prospects.  Submit  complete  in- 

formation to  Manager,  KOFO,  Ottawa,  Kansas. 

Salesman  who  likes  selling.  Ideal  opportunity 
for  aggressive,  ambitious  man.  Guaranteed  sal- 

ary and  opportunity  for  advancement.  Apply  to 
Sam  Phillips,  WARK-CBS,  Hagerstown,  Mary- land. 

Experienced  salesman.  $75.00  per  week,  plus  com- 
mission. Bob  McKay,  WKRM,  Columbia,  Ten- nessee. 

Progressive  radio-vhf  tv  operation  accepting  ap- 
plications for  salesmen.  Full  details  and  picture 

with  first  letter.  Salary  and  commission.  WJTV, 
Box  8187,  Jackson,  Mississippi. 

Account  executive  for  music-news.  Guarantee 
$150.00  per  week  (not  draw),  or  15%  whichever 
is  greater.  No  ceiling  on  earnings.  Number  one 
Pulse  station.  No  restricted  list.  Two  other  sales- 

men presently  making  $12,000  per  year.  Send 
full  information  to  WLLY,  Richmond,  Virginia. 

An  experienced  salesman  who  will  assume  the 
position  of  commercial  manager  in  six  months  in 
a  5000-watt  station,  top-rated  in  a  New  England 
market  of  150,000.  Starting  guarantee  of  $125.00 
weekly  against  15%  commissions.  Good  house  ac- 

counts assigned  immediately.  Two  years  success- 
ful experience  will  enable  commercial  manager  to 

participate  in  ownership  of  station.  Send  com- 
plete background,  references  and  picture  to  Box 

1522,  Worcester,  Mass. 

Announcers 

Chief  engineer  wanted  immediately.  $80.00  week- 
ly. North  Carolina.  Send  tape,  photo  to  Box  438A, 

B'T. 

Opportunity  for  hillbilly  personality  for  small 
North  Carolina  independent.  Position  open  im- 

mediately. Sales  opportunity  for  right  man.  All 
applications  must  include  references,  disc,  or 
tape,  and  picture.  Box  479A,  B'T. 

Help  Wanted— (Cont'd) Announcers 

"Hillbilly  disc  jockey,"  a  great  independent,  will 
hire  great  hillbilly  personality  with  proven  au- 

dience and  selling  record.  Box  490A,  B'T. 

Experienced  announcer-DJ  with  pleasing  person- 
ability  and  easy  going  sense  of  humor.  No  co- 

medians. Take  over  established  afternoon  show 
on  5kw  Ohio  station.  Box  523A,  B'T. 

Wanted — announcer  good  selling  voice  also  new. 
Virginia  local  station.  Good  job  for  right  man. 
Box  531A,  B-T. 

Country-western  DJ  for  one  of  the  nation's  hot- 
test medium-sized  market  radio  stations.  Must 

have  ability  to  handle  program  with  nation-wide 
recognition.  Should  know  his  music,  be  able  to 
handle  interviews  with  top  western  stars  and  be 
able  to  handle  mail  pull  copy.  Starting  salary 
open,  must  be  experienced.  No  drifters  or  floaters 
wanted.  Outstanding  working  conditions.  Box 

558A,  B-T. 
Negro  disc  jockey.  Fine  opportunity  open  for 
man  who  can  pitch.  Write  Box  561A,  B'T. 

Announcer  for  radio  and  4th  year  tv  operation. 
Fine  community,  fine  company,  seeking  appli- 

cants who  can  sell  on  the  air.  Tape,  photo,  re- 
sume.  Box  564A,  B«T. 

Staff  announcer  wanted  with  bright,  friendly  style 
for  strong  independent.  Immediate  opening.  Send 
photo,  tape  and  resume  to  Box  575A,  B'T. 

Announcer  wanted.  Daytimer  needs  fulltime, 
experienced  announcer  immediately!  Must  be 
able  to  write  continuity.  Airmail  tape,  complete 
details!  Good  salary  for  hardworking  conscien- 

tious man!   KABR,  Aberdeen,  South  Dakota. 

Top  pay  for  two  top  announcers  with  1st  class 
tickets  and  good  straight  announcing  ability  to 
run  DJ  show.  No  engineering  or  maintenance. 
5  kw  music  and  news  independent.  Send  tape 
and  letter  to  Bob  Rohrs,  Owner,  KJAY,  Topeka, 
Kansas. 

Little  Rock,  Arkansas — new  negro  station — KOKY 
now  staffing.  Need  four  disc  jockeys — r  &  b  and 
religious.  Accepting  applications  until  Septem- 

ber 1st.  Send  details  of  experience  and  picture 
in  1st  letter.  John  McLendon,  KOKY,  Box  1956, 
Little  Rock,  Ark. 

Experienced  radio  announcer,  pleasant  voice, 
good  at  console.  Man  we  want  is  mature,  stable 
ready  to  make  a  place  for  himself  in  27-year-olc 
radio-tv  organization.  Send  complete  resume, 
tape  and  photo  to  Jack  Chapman,  Manager  KTSM, 
801  N.  Oregon,  El  Paso,  Texas. 

Have  opening  for  experienced  staff  announcer  at 
5000  watt  NBC  station.  One  of  the  finest  stations 
in  the  midwest.  Airmail  audition  tape,  photo, 
background  information,  references  and  salary 
expected  to  Jerry  Fahrenbruch,  Chief  Announcer, 
Radio  Station  KVGB,  Great  Bend,  Kansas. 

Vermont's  only  tv-am  operation  opening  for  radio 
announcer  with  lively  personality  and  interest  in 
creative  programming.  Salary  commensurate 
with  ability.  Tv  talent  opportunities.  Tape  ex- 

perience and  references  to  W.  C.  Dow,  WCAX, 
Burlington,  Vermont. 

Wanted:  Experienced  announcer;  strong  on  play- 
by-play  sports.  Radio  Station  WEAV,  Plattsburg, 
New  York. 

WFNC,  Fayetteville,  North  Carolina,  needs  good 
announcer.  No  night  work.  Person  from  south- 

east preferred.  Good  working  conditions.  Write 
giving  educational  background,  experience  and 
biographical  sketch.  Send  tape  of  news  and  short record  show. 

Announcer  with  first  phone.  Good  salary.  Con- 
tact Hal  Vester,  WFTC,  Kinston,  N.  C. 

Growing  in  ratings  and  revenue.  We  need  the 
right  man  to  grow  with  us  .  .  .  strong  announcer- DJ  who  can  sell  and  be  sold  .  .  .  knows  all  kinds 
of  music  and  can  program  it  with  variety  and 
taste  for  afternoon  audience.  No  rock  and  roll, 
Solid  background,  mature  style,  pleasing  per- 

sonality .  .  .  everything  first  letter  .  .  .  inter- 
view later.  News,  commercials,  DJ  on  71/2-15 

minute  tape.  $4,000  plus.  Mai  Morse,  WICH 
Norwich,  Connecticut. 

Opening  for  experienced  announcer.  Bob  McKay 
WKRM,  Columbia,  Tennessee. 

Immediate  opening:  Fulltime  announcer  wantec 
by  central  Pennsylvania  university  town  sta- tion. Write,  call,  or  write  Station  Manager 
WMAJ,  State  College,  Pennsylvania. 

BROADCASTING     •  TELECASTINC 

|  Attention:  | 

DISC  JOCKEYS 

We're  buying  Independent  stations  and  need  top-flight  staffs.  § 
Right  now  you  have  your  choice  of  two  Northeastern  markets  in  § 

the  top  40.  There'll  be  more  later.  Salaries  open — but  good!  f 
Also  vacation,  health  and  life  insurance  benefits.  Tell  all  first 

letter.  Tapes  returned  after  careful  audition.  All  replies  strictly 

confidential. 

Box  533A,  B»T 

L  § 
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RADIO RADIO RADIO 

Help  Wanted— (Cont'd)  Help  Wanted — (Cont'd)  Help  Wanted — (Cont'd) 
Announcers 

Opportunity  for  experienced  announcer  who  does 
all  around  excellent  job  with  DJ,  commercials, 
news.  Winning  personality,  selling  voice  to  build 
shows.  Send  tape,  resume  to  WMIX,  Mt.  Vernon. 
Illinois. 

Country  jock,  substitute  four  months  on  one  of 
the  nation's  top  ten  independents  for  top-rated present  jock  while  on  USO  tour.  Tape,  picture, 
resume,  first  reply.  Returned.  Cuzzin  Bill  Hamby, 
WONE,  Dayton,  Ohio. 

Wanted:  Combo  man  with  1st  class  ticket.  Must 
be  good  announcer.  Pleasant  working  conditions 
in  one  of  northern  California's  finest  equipped  5 kw  network  stations.  Top  salary.  Apply  by  letter 
to  Joe  D.  Carroll,  P.  O.  Box  631,  Marysville,  Cali- 

I fornia. 

Want  to  work  in  small-town  New  England?  We 
own  one  successful  "home-town"  station  and  are 
building  2  others  in  Massachusetts.  Many  staff 
jobs  open  for  on-the-ball  guys  with  this  growing 
organization.  Needed:  2  morning  men,  PD,  2 
combo  men,  1  chief,  2  announcer-copywriters,  1 
sales  manager.  Write  fully,  including  how  much, 
in  first  letter.  Jim  Miller,  Shorehaven,  East  Nor- 
walk,  Conn. 

Small  town — immediate  opening.  Some  announc- 
ing. Learn  sales.  If  interested  call  700  Evanston, 

Wyoming. 

Technical 

Chief  engineer  for  1000  watt  southwestern  day- 
time station  with  remote  control.  Must  be  mature, 

and  fully  qualified.  Salary  $400.00  per  month. 
Write  Box  454A,  B«T. 

Combination  engineer-announcer — 1st  class  ticket 
needed  immediately.  North  Carolina  small  town 
independent.  Send  full  information  first  letter, 
include  salary  desired,  tape  and  photo.  Position 
open  immediately.  Box  480A,  B«T. 

Southeastern  regional  needs  competent  engineer- 
announcer.  Pleasant  locality  in  up-and-coming 
area.  Excellent  equipment  and  working  condi- 

tions. Send  tape.  Write  giving  experience  and 
desired  salary.  Box  517 A,  B»T. 

Technical 

Help  wanted:  Immediate  opening  transmitter- 
engineer  .  .  .  first  phone  ...  in  Wisconsin's  va- cationland.   Box  527A,  B»T. 

Wanted — engineers  with  first  and  second  phone 
licenses.  Salary  will  depend  on  qualifications  and 
experience.  Range  $61.50  to  $105.00  per  week. 
Radio  and  television  jobs  available  immediately. 
Experience  not  required.  Write  Box  529A,  B«T. 

Top  engineer  wanted.  Thoroughly  experienced 
chief  engineer  for  remote  controlled  station.  A 
chance  for  freedom  of  operation  and  good  salary 
in  return  for  100%  efficient  engineering  operation. 
Apply  only  if  you're  sure  you  can  handle  every- thing between  the  mike  and  antenna  and  enjoy 
everything  connected  with  radio  and  engineer- 

ing.  Complete  details  to  Box  560A,  B-T. 

Chief  engineer.  Start  as  engineer-announcer.  Op- 
portunity to  become  chief  after  brief  trial  period. 

Contact  Gene  Ackerly,  KCOW  Radio,  Alliance, 
Nebraska. 

Chief  engineer  for  combo  work  40  hours  weekly. 
Salary  consistent  with  combo  work  experience. 
Apply  KNOG.  Nogales,  Arizona,  immediately. 

Permanent  first  class  transmitter  engineer,  no 
announcing,  no  experience  necessary.  WAMS, 
Wilmington,  Delaware. 

Engineer,  announcer  250  watt  independent  90 
miles  from  New  York.  Must  be  able  to  maintain 
station  and  do  good  announcing  job.  Salary 
commensurate  with  ability.  Write  Manager, 
WDLC,  Point  Jervis,  New  York. 

Man  with  first  license,  some  announcing,  trans- 
mitter and  studio  maintenance.  Car.  Will  con- 

sider straight  operator.  Salary  open  and  will 
depend  on  ability  and  experience.  A  good  op- 

portunity for  family  man  to  settle  permanently 
in  a  growing  community  of  15,000  in  the  northern 
Shenandoah  Valley.  Contact  Station  Manager, 
WEPM,  Martinsburg.  West  Virginia. 

Chief  engineer-announcer  for  daytimer  Mutual 
station.  Furnished  apartment  available.  Perma- 

nent position  with  growing  station  in  growing 
area.  Contact  Harry  G.  Bright,  Radio  WETZ. 
New  Martinsville,  West  Virginia. 

Technical 

First  phone  who  can  talk.  Start  $60.  Raises.  Open 
now.  Tape,  picture,  story.  George  Gothberg, 
WFPA,  Box  391,  Fort  Payne,  Alabama. 

WTOC,  5kw  directional,  Savannah,  Georgia,  needs 
first  class  engineer.  Send  complete  qualifications, 
references  and  photograph  to  Chief  Engineer. 

Chief.  No  announcing.  Gates  remote  equipment. 
Top  pay  and  working  conditions  for  top  man. 
Permanent.    WTUX,  Wilmington,  Delaware. 

Chief  for  kilowatt  directional.  Must  be  good 
maintenance  man.  Good  living  and  working 
conditions.  WWBZ,  Vineland,  N.  J.  Phone  9-6500. 

Wanted:  Engineer-announcer  combination  around 
September  1st.  Pleasant  working  conditions,  top 
pay  for  right  man.  Call  Ed  Wilson,  Orange,  Va., 
7263.  collect. 

Programming-Production,  Others 

Program  director  -  announcer  — Fall  opening  at 
midwest  independent  daytimer  for  imaginative 
man  ready  to  utilize  top  program  and  equipment 
resources.  Because  personal  interview  is  re- 

quired, only  midwest  applicants  will  be  con- 
sidered. Send  complete  details  in  first  letter. 

Box  373A,  B-T. 
Are  you  an  assistant  promotion  manager  look- 

ing for  a  department  of  your  own?  A  Rocky 
Mountain  NBC-TV  station  is  looking  for  you. 
Write  Box  526A,  B»T. 

Program  director.  Top-rated  news  and  music 
station  in  large  Ohio  city.  Solid  background  in 
pop  music  and  news,  with  ability  to  supervise 
personnel  essential.  Exceptional  opportunity. 
Unless  you  have  proven  record  as  assistant  pro- 

gram director  or  program  director  in  big-time, 
independent  operation,  do  not  apply.  Confiden- 

tial.  Box  537A.  B-T. 

Sales  promotion  manager.  Fine  opportunity  open 
for  young  man  able  to  type  and  draw  with  good 
ideas  for  radio  promotion.  Write  Box  562A,  B>T. 

RADIO-TELEVISION 

HELP  WANTED 

Radio  Sales  Manager  .  .  . 

.  .  .  .  $7,800  Plus 

Operations  Director  .  .  . 

.  ...  $125  per  week 

Program  Director  .  .  . 

.  .  .  .  $600  per  month 

Several  Radio  &  TV  Announcers 

.  .  .  .  Top  Salaries  Available 

Several  Copy  Writers  .  .  . 

.  .  .  .  Excellent  Salaries 

Plus  Many  Others  in  all  Phases 

JOBS  WANTED 

Combo-Announcer,  D.  J.,  News  .  .  . 

.  .  .  .  Several  Available 

TV  Tech.  &  Director  .  .  . 

.  .  .  .  Excellent  Experience 

Camera  &  Floor  Mgrs  .  .  . 

.  .  .  .  Varied  Experience 

Outstanding  Sports  Men  .  .  . 

.  .  .  .  Years  of  Experience 

Radio  Salesmen  .  .  . 

 Years  of  Experience 

Plus  Other  Sales  and  Copy  People 

Personnel  and  job  requests  have  been  pouring  in  from  ALL  sections  of 

the  country.  List  NOW  with  National  for  the  job  OR  person  you've  been 

looking  for!  Write,  wire  or  phone  M.  E.  Stone,  Manager  today  for  com- 

plete information.    NATIONAL  HAS  THE  PEOPLE  AND  THE  JOBS. 

National  Radio  &  Television 

Employment  Servi 

51 H  FLOOR  •   1627  nKn  STREET,  N.  W.  •  WASHINGTON.  D.  C.  •  TELEPHONE  RE  7-0343 
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RADIO RADIO RADIO 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

Leading  midwestern  radio  station,  network  affil- 
iated, needs  experienced  copywriter.  Good  op- 

portunity. Excellent  working  conditions.  Send 
complete  details  to  Box  570A,  B«T. 

Program  director-announcer — immediate  opening 
for  experienced  announcer  ready  for  program  di- 

rector's job.  Must  be  good  at  news  and  DJ  work. 
Station  has  a  profit  sharing  plan  and  ideal  work- 

ing conditions.  Salary  is  no  problem  if  you  are 
our  man.  Send  complete  details,  tape  and  picture 
in  first  letter.  Joe  M.  Leonard,  Jr.,  Manager, 
KGAF,  Gainesville,  Texas. 

Experienced  copywriter  wanted  September  10th. 
Send  letter  stating  expected  salary  and  sample 
copy  to  KHOB,  Box  247,  Hobbs,  New  Mexico. 

Need  at  once,  experienced  copywriter.  Send  sam- 
ple of  copy,  complete  background  including  sal- 
ary requirement  and  photo.  Write  to  Larry  Get- 

chell.  Program  Director,  Radio  Station  KLIN, 
Lincoln,  Nebraska. 

Top  radio  newsman  needed  because  of  expansion 
of  news  staff.  Must  have  local  news  coverage 
experience.  Send  complete  resume  and  tape  to 
Conrey  Bryson,  KTSM,  801  N.  Oregon,  El  Paso, 
Texas. 

Experienced  local  newsman,  capable  of  organiz- 
ing one-man  department.  Personal  interview 

necessary.  KWOW,  Pomona,  California. 

Experienced  newsman  needed  now  for  lOkw  sta- 
tion. Gather,  write  air  local  news.  Some  gen- 
eral announcing.  Good  opportunity  for  right 

man.  Send  tape,  resume  to  WPAQ,  Mount  Airy, 
N.  C.   Also  opening  for  general  announcer. 

Situations  Wanted 

Managerial 

Manager:  Young  family  man.  Desires  small  or 
medium  independent.  Successful  experience  all 
phases  of  small  market  operation.  References, 
billing,  and  earnings  on  request.  Want  permanent 
location  with  future.  Box  456A,  B»T. 

Situations  Wanted — (Cont'd) 

Managerial 

Manager-sales  manager:  Top  rated  independent 
station,  metropolitan  market.  Availability  due  to 
change  in  ownership.  Outstanding  sales  record 
plus  executive  ability  to  train  and  inspire  others. 
Versatile  background  covers  local  and  network 
radio  and  national  advertising  agency  field. 
Creative  ability  covers  every  type  program, 
gimmick  and  jingle  commercials  and  top  quality 
selling  copy.  Also  station  and  advertiser  promo- 

tion, publicity  and  merchandising.  Present  an- 
nual income  in  five  figure  bracket.  A  "high  re- 
turn" investment  for  some  smart  station  opera- 

tor. You  can't  win  the  Derby  on  a  donkey!  Box 
485A,  B«T. 

I'm  no  magician  but — if  you  have  the  facilities and  a  market,  I  can  make  your  station  pay  off. 
Top  ratings  in  90  days.  Over  20  years  operating 
experience.  Presently  gainfully  employed  but 
seek  a  market  half  million  or  more.  Moderate 
salary  plus  percentage  of  gain.  Box  502A,  B«T. 

Manager:  Investigate  before  you  invest!  Fac- 
tual outline,  administrative  and  personal  sales 

record;  bonafide  details  and  figures;  top  accred- 
ited industry  reputation;  substantiated  local/na<- 

tional  sales  know-how  business  getting  ability. 
On  your  desk — at  your  request!  Nothing  to  lose. 
Confidential.  Box  518A,  B-T. 

Sales  manager:  Don't  try  to  top  a  proven  pro — 
hire  his  experience  and  know-how!  Factual  out- 

line and  bonafide  detailed  personal  sales  record 
substantiating  national/local  business  getting 
ability  yours  for  the  asking.  Now  working  but 
confidentially  seeking  your  inquiry.  "Don't  let 
a  good  one  get  away."   Box  519A,  B»T. 

Manager-mature  experienced  man.  Strong  on 
sales  and  engineering,  efficient  operation,  knows 
radio  business,  references.   Box  534A,  B-T. 

Southeastern  small  markets:  Nine  years  experi- 
ence announcing,  engineering,  sales,  administra- 
tion. Presently  assistant  manager  and  10%  owner 

southeastern  local.  Desire  larger  share  in  some 
operation.  Can  make  modest  investment.  33  year 
old  family  man.   Box  541A,  B»T. 

Situations  Wanted — (Cont'd) 

Managerial 

Manager — specialist  modern  music  independent 
operation.  Married,  family  man.  Will  establish 
Number  1  rating.  Successfully  managing  Number 
1  music  station  in  medium  market.  Thirty-three 
and  experienced  for  advancement  to  larger  mar- 

ket. Competition  means  nothing.  Work  for  sub- 
stantial income  but  go  full  speed.  Box  551A,  B-T. 

Situation  wanted:  General  manager,  age  31,  mar- 
ried, no  children,  college  graduate,  10  years  ex- 

perience from  staff  to  present  managers  job. 
Want  larger  market,  greater  sales  potential;  am- 

bitious, keen  competitor,  active  in  community. 
No  big  shot  or  chair  warmer  but  hard  worker. 
Want  radio  or  tv  sales  with  progressive  organiza- 

tion. With  present  employer  5  years.  Let's  get together  and  both  make  money.  Write  Box  566A, 

B-T. 

Salesmen 

Attention,  Florida :  10  years  sales  management  ex- 
perience in  radio  and  television.  Now  in  Florida, 

available  for  interview.  Top  qualifications,  ref- 
erences. Box  455A,  B«T. 

Top  salesman — N.W.  5kw  CBS.  Young  family 
man.  Desires  California  local.  Aggressive,  crea- 

tive, hungry.  Box  556A,  B«T. 

Good  competitive  salesmen  with  proven  record 
is  interested  in  fulltime  station  in  S.E.  United 
States.  All  phases  .  .  .  radio.  Now  employed, 
college,  married,  available  September.  Box  573A, 

B«T. 

Announcers 

Sportscaster:  Excellent  play-by-play.  Top  rated 
television  and  radio  sports  shows.  Desires  good 
sports  television  and/or  radio  station  position. 
News  and  special  events.  On-camera  commer- 

cials. Presently  employed.   Box  293A,  B«T. 

Attention  CP,  new  and  expanding  stations.  Ex- 
perienced announcer  looking  permanent  position. 

Prefer  Florida  and  south  but  not  essential.  Avail- 
able September.  Box  347A,  B«T. 

SUCCESS  STORY  ILLUSTRATES  ADAPTABILITY 

OF  NORTHWEST'S  TV-TRAINED  PERSONNEL 
The  young  man  pictured  at  the  left  is  another  example  of  the 

practicality  of  Northwest's  training.  John  recently  completec 

Northwest's  Television  Production  training  on  a  Friday.  He  thei 

appeared  on  Panorama  Pacific  for  a  week  starting  the  following 

Monday,  competing  as  Portland's  entry  in  their  Puppeteer  contest 

Of  course,  Northwest  does  not  primarily  train  TV  artists.  Ou 

business  is  all-around,  practically-trained  TV  production  person 

nel.  But  John's  success  typically  illustrates  how  Northwesf 
diversified  training  enables  our  People  to  become  especially  adep 

in  those  fields  for  which  they  have  particular  apptitude  or  back 

ground — be  it  announcing,  copy,  film  or  any  other  phase  of  T> 

— and  at  the  same  time  be  well  qualified  in  all  phases  o 

Production  work. 

Call  Northwest  FIRST  for  all  Broadcasting  personnel  problems 

Call,  wire  or  write  John  Birrel,  Employment  Counselor  for  com 

plete  details. 
NW  GRAD  JOHN  HILLSBURY 

1221  N.  W.  21st  Avenue 

PorHpnd,  Oregon  »'  CA  3-7246 
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Situations  Wanted — (Cont'd) 
Announcers 

Deejay — morning  man — tops — employed-veteran- 
family — wishes  to  relocate.  Box  437A,  B-T. 

Experienced,  midwest  radio-tv.  News,  disc,  morn- 
ing man.  Married,  sober,  best  references.  Box 

444A,  B-T. 

Eight  years  play-by-play  .  .  .  experience  all 
phases  of  radio.  Sports  spot  wanted.  Excellent 
references  .  .  .  family.  Box  446A,  B-T. 

Free-lance  radio  and  tv  announcer,  would  like 
to  make  a  change  from  the  element  of  insecurity 
in  free-lancing  to  a  permanent  position;  de- 

pendable, versatile,  resume,  tape,  photo  avail- 
able. Box  484A,  B-T. 

Employed  am-tv  announcer  .  .  .  DJ.  Now  in  strong 
midwestern  market.  Wants  to  move  to  station 
with  greater  opportunity  for  news.  Rich,  mature 
voice  .  .  .  intelligent  newscast.  Box  494A,  B-T. 

Reliable,  experienced  announcer,  southern  Cali- 
fornia, exceptionally  strong  on  news  and  DJ. 

Formerly  news  director.  Wants  position  southern 
to  northern  California.    Box  505A,  B-T. 

Recent  broadcasting  school  graduate,  good  DJ, 
news,  sports,  board,  tape.  Box  506A,  B-T. 

Experienced  sports  announcer-salesman.  Mar- 
ried .  .  .  ex-GI  .  .  .  can  handle  remotes  as  well 

as  board  .  .  .  available  immediately.  Box  507A. 
B-T. 

■("Flying  saucers."  Featured  on  the  nation's  finest ■  country  and  western  show,  NBC  Network,  tele- 
llvision  and  radio  and  records  from  coast-to-coast 
■  now  seeking  affiliation  with  a  station  that  is 
■  country  minded.   (1)  Personable,  dynamic  young 
■(singer  who  has  captured  America's  hearts  from Ijsix  to  sixty  and  broken  all  sales  records.  Avail- 

able as  single  or  with  complete  complement  of 
•[country  talent.  (2)  Promotion  minded — top  rated 
I.DJ  and  singing  MC  of  national  barn  dance  with 
■(complete  inside  knowledge  of  talent  program- 
J|ming,  management  and  sales.    (3)  In  short  we 

can  put  you  on  the  golden  country  band  wagon 
or  renovate  and  build  for  you  a  sound  nationally 
recognized   show  at   a  minimum  budget.  Box 
509A,  B-T. 

Many  years  experience  in  broadcasting  with  some 
television.  Complete  details  on  inquiry.  Box 
512A,  B-T. 

My  specialty  very  relaxed  DJ  shows.  Good  news. 
Strong  commercial.  Desire  moderate  size  mar- 

ket. Married.  Veteran.  Experienced.  Box  513A, 
B-T. 

Announcer:  D J.  Single.  30.  i\'2  years  experience, same  station.  Person  to  person  approach.  News, 
commercials.  Desires  to  relocate  major  metro- 

politan area.  Draft  exempt.  Excellent  credit 
references.  Box  516A,  B-T. 

Sports  director.  Midwest,  east.  Experienced  all 
sports,  sales,  staff,  news.  College  graduate,  mar- 

ried, 25,  vet.  Desire  sports,  or  sports  combination 
with  solid,  permanent  operation.  Now  doing 
sports-sales  $460  medium  market.  Box  521A,  B-T. 

Seven  years  experience,  play-by-play.  Sports  di- 
rector and  staff.  Two  years  sales.  All  phases. 

Married,  vet.    Box  524A,  B-T. 

Two  experienced  men  desire  change  preferably 
together.  News,  discs,  special  events,  sales,  top 
play-by-play.  One  presently  announcer-sales 
promotion  manager.  Other  sports-program.  Fam- 

ilies, late  20's.  All  offers  considered.  Box  535A, B-T. 

Experienced  sports,  news,  discs,  excel  play-by- 
play. Family.  Employed  program  director.  Box 

538A,  B-T. 

Young  woman-staff  announcer,  trained,  strong 
feature  shows,  commercials.  Tape,  resume  avail- 

able.  Box  539A,  B-T. 

Experienced  DJ.  Veteran,  married,  college,  avail- 
able immediately.  Full  resume  on  request.  Box 

542A,  B-T. 

Experienced,  dependable.  Announcer  would  like 
to  work  in  Pennsylvania,  Connecticut  or  New 
Jersey.   Box  546A.  B-T. 

Now  available  due  to  change  in  programming 
policies.  Play-by-play  sportscaster.  9  years  ex- 

perience. Major  college  football,  basketball,  box- 
ing, pro  baseball.  Currently  with  top  station  one 

of  nation's  major  markets.  Air  check  all  sports. Box  547A.  B-T. 

Personality  DJ — production  minded.  Musician, 
piano.  7  years  experience.  Radio-tv.  College 
degree  plus  grad  work.  Married.  Seeks  good 
situation  in  southwest  or  west.  Box  554A,  B-T. 

Play-by-play  sports.  Want  good  situation  west 
or  southwest.  7  vears  experience.  College.  Mar- 

ried. Box  555A,  B-T. 

Situations  Wanted — (Cont'd) 
Announcers 

Experienced  1st  phone  announcer  interested  in 
sports,  also  do  good  job  on  music  and  news.  Sin- cere commercials.  Relocate  anywhere  there  is 
an  opportunity  for  advancement.  Available  about 
September  10th.  Box  565A,  B-T. 

Inexperienced,  little  training,  willing  to  learn. 
Will  travel  two  hours  from  New  York  City.  Box 
568A,  B-T. 

Staff  announcer,  thoroughly  trained  news,  com- 
mercials, DJ  and  board.  Tape  available.  Box 

569A,  B-T. 

Country  singer  disc  jockey,  radio  and  television 
experience.  Available  after  September  1st.  Zeke 
Clements,  P.O.  Box  #35,  Nashville,  Tenn. 

Nationally  famous  woman  deejay  with  eight  years 
of  experience  in  metropolitan  market.  Highest 
recommendations  from  present  management.  Re- 

locating because  of  format  change  at  present  sta- 
tion. Write  Mary  Dee,  728  Adelaide  Street,  Pitts- 

burgh, Pa.,  or  call  MU  2-4044. 

Voice?  Yes.  Delivery?  Yes.  Personality?  Yes. 
Experience?  Yes.  News,  Yes.  DJ?  Yes.  Travel? 
Radius  100  miles  N.  Y.  C.  Salary?  Enough  to 
support  a  woman  (a  lady).  Executive  abilities? 
Yes.  Available  now?  Yes.  Brad  Guildford,  1875 
University  Ave.,  New  York  53,  N.  Y.  TR  2-8433. 

Experienced  announcer  and  personality  disc 
jockey  wants  progressive  station.  Versatile,  de- 

pendable, excellent  references.  Tom  Hopkins, 
Box  775.  Bernardsville,  New  Jersey,  Bernardsville 
8-0538  after  6:00  p.m. 

1  year  experience,  staff  personality — news,  sports, 
commercials.  Platter  specialties — hard  worker, 
single,  travel,  tape,  resume,  references.  Reno 
Martin,  111  Orchard  Street,  Mount  Vernon,  N.  Y. 
MO  7-8442. 

Young  negro  disc  jockey  seeks  job  in  radio 
combo.  Staff  experience.  Holds  third  phone 
ticket.  Excellent  references.  College  background. 
Willing  to  travel.  Write  Fred  McMorris,  7759  S. 
Calumet,  Chicago  19,  Illinois. 

Colored  female:  Young,  aggressive;  familiar  with 
all  phases  of  radio.  Available  immediately.  Z. 
Palmer,  7948  Wabash,  Chicago,  111. 

Professional  announcer — south  only!  Authorita- 
tive news,  sports,  commercials.  Ex-midwesterner. 

married,  college  graduate.  Fritz  Van.  501  East 
Moore,  Valdosta,  Georgia.   Telephone  1047. 

Technical 

Chief  engineer — good  practical  experience — con- 
struction, maintenance,  directionals,  remote  con- 

trol.  Box  235A,  B-T. 

Employed  chief  announcer  —  24  —  sports,  news, 
music — prefer  New  England.   Box  515A,  B-T. 

Programming-Production,  Others 

Ambitious,  attractive  negro  girl  well  trained  in 
all  phases  of  radio,  excellent  as  DJ  would  like 
work.   Tape,  photo.   Box  530A,  B-T. 

Situations  Wanted — (Cont'd) 

Programming-Production,  Others 

Experienced  executive  possessing  15  years  in 
sports,  news,  special  events,  production  and  sales 
promotion.  Copy  and  continuity  long  suit.  Net- 

work air  background.  Large  market  experience 
but  seeking  smaller  town  location.  Available 
immediately.  Box  545A,  B-T. 
Program  director,  newsman.  Age  32,  married. 
12  years  experience  with  top  stations.  Seeking 
good  independent.  Box  549A,  B-T. 
Producer  director  willing  to  relocate.  Currently 
with  top  network  affiliate  in  top  market  area. 
Thoroughly  experienced.  Hold  B.A.  and  M.A. 
Excellent  references.  Box  559A,  B-T. 

Briefly,  here's  the  story:  Not  interested  in  small 
or  loose  operation.  Earned  rating  of  top  news- 

caster-commentator in  southern  state  through 
work,  not  as  prima-donna.  New  owner's  policies resulted  in  resignation  of  myself  and  station 
staff.  Home,  enjoying  first  vacation  in  3  years 
upstate  New  York.  Formerly  news  and  program 
director,  29.  engaged,  ex-marine,  university  grad- 

uate.  Highest  references.   Box  563A,  B-T. 

TELEVISION 

Help  Wanted 
Announcers 

Fast  growing  station  in  bustling  sports-minded 
three  station  market  needs  top  grade  sportsman 
willing  to  forgo  play-by-play  in  favor  of  inten- 

sive local  sports  reporting  on  camera.  Also  need 
applications  from  aggressive  reporter-photog- 

raphers, well  trained  in  news  gathering  tech- 
nique for  television.  No  applicants  considered 

without  photograph,  voice  tape  and  resume  with 
references.  Box  430A.  B-T. 

Experienced  announcer  for  large  eastern  network 
affiliate.  Straight  commercial  announcing  and 
booth  work.  Give  full  resume  and  expected 
salary.    Box  483A.  B-T. 

Florida  vhf  seeking  experienced  announcer-di- 
rector with  on-camera  know-how.  Top  pay  for 

right  man.  Our  staff  knows  of  this  advertise- 
ment. Send  resume,  photo,  tape  to  Box  544A, 

B-T. 

Good  commercial  announcer  needed  immediately. 
Must  have  commercial  broadcasting  experience. 
Send  resume,  complete  with  tape  and  photo,  to 
Charles  J.  Carey,  WNEM-TV,  814  Adams  Street, 
Bay  City,  Michigan. 

Technical 

Have  immediate  opening  for  transmitter  operator. 
Duties  will  also  include  remote  television  pick- 

ups. Full  details  first  letter.   Box  520A,  B-T. 

Transmitter  engineers  for  aggressive  vhf,  DuMont 
experience  preferred,  however  will  consider  any 
man  with  good  technical  background.  Send  de- 

tails, schooling  experience,  family  status,  photo, 
salary,  Chief  Engineer,  KERO-TV,  1420  Truxton 
Ave.,  Bakersfield,  California. 

Studio  video  technician,  permanent  position. 
Give  experience:  especially  maintenance.  Salary 
expected,  and  recent  snapshot.  KRMA-TV,  13th &  Welton  Streets.  Denver,  Colorado. 

STANDBY  EQUIPMENT 

OR 

SATTELITE  OPERATION 

500  Watt  RCA  TT500-A  Combined  Video  and  Audio  Transmitter  for 

any  VHF  Channel.  Excellent  Condition.  Used  only  as  standby  trans- 
mitter. Now  accepting  offers.  Also  3  Bay  RCA  Super  Turnstile  Antenna 

TF-3C  tuned  to  Channel  2.  Contact  Jon  R.  McKinley,  KTVR,  Denver, 
Colorado. 
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TELEVISION FOR  SALE WANTED  TO  BUY 

Help  Wanted— (Cont'd) 
Technical 

Chief  engineer — uhf  experience  General  Electric 
12  kw— KSAN-TV,  1111  Market  Street,  San  Fran- 

cisco, California.  J.  Paterson. 

WTOC-TV,  Channel  11,  Savannah,  Georgia,  needs 
first  class  engineer.  Send  complete  qualifications, 
references  and  photograph  to  Chief  Engineer. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G.  B-T. 

Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.    Box  509G,  B»T. 

NBC-ABC  vhf  midwestern  station  has  opening 
for  a  good  copywriter.  Good  working  conditions. 
Send  background  to  Box  571A,  B'T. 

Opening  at  once  in  traffic  and  copy  departments. 
Man  or  woman  acceptable.  Mail  resume  and  ref- 

erences to  operations,  KHAS-TV,  Hastings,  Ne- braska. 

Expanding  operation  needs  cameraman,  projec- 
tionist, announcer-news  man.  Write  Program 

Director,  WHTN-TV  Huntington,  West  Virginia. 

Situations  Wanted 

Situation  wanted:  General  manager,  age  31,  mar- 
ried, no  children,  college  graduate,  10  years  ex- 

perience from  staff  to  present  managers  job. 
Want  larger  market,  greater  sales  potential;  am- 

bitious, keen  competitor,  active  in  community. 
No  big  shot  or  chair  warmer  but  hard  worker. 
Want  radio  or  tv  sales  with  progressive  organ- 

ization. With  present  employer  5  years.  Lets 
get  together  and  both  make  money.  Write  Box 
566A,  B«T. 

Salesmen 

Good  sales  record,  9  years  radio,  broadcast  ex- 
perience. Family  man,  age  43,  presently  em- 

ployed. Would  like  tv  experience.  Box  540A, 
B«T. 

Announcers 

Experienced  tv  announcer,  director,  writer,  air 
personality.  Presently  employed.  Seeking  per- 

manent position  with  progressive  station  empha- 
sizing live  programs  and  commercials.  Box  500A, B'T. 

Technical 

Tv  workshop  graduate,  tv  studio  technician. 
Floorman,  film  work,  lighting,  acquainted  with 
studio  procedures.  Production,  sports  produc- 

tion, programming.  Box  514A,  B-T. 

Programming-Production,  Others 

Newsman.  Three  years  tv.  Reporter,  writer, 
air-man;  assignment-editor  local  newsfilm  opera- 

tion.  Box  212A,  B»T. 

Program  director,  air  personality,  writer.  Solid 
tv  programming-production  background.  Pres- 

ently employment.  Desire  PD  position  small  to 
medium  market.  Replies  promptly  acknowledged. 
Box  501A.  B»T. 

Metropolitan  newsman.  Long  on  experience  but 
young,  not  tired.  Genuine  reporter-writer,  plus 
excellent  on-camera  presentation.  Box  508A,  B-T. 

South  Florida  tv-radio  news  director.  Eight  years 
experience.  Gathering,  writing,  airing.  Florida 
resident.  Available  early  September.  Box  536A, B-T. 

Announcing,  writing,  traffic.  Prefer  southeast. 
Single.  Excellent  references.  Barbara  Anderson, 
2124  Northwest  4th  Avenue,  Fort  Lauderdale, 
Florida. 

FOR  SALE 

Stations 

Tv-uhf  license  in  the  largest  city  in  the  country 
without  a  local  tv  station.  Low  frequency.  A 
major  market  but  handicapped  by  vhf  overlap. 
Size  of  maTket  and  uhf  development  assure 
eventual  profitable  operation  but  present  holder 
cannot  afford  to  develop.  Low  cost  or  will  accept 
part  ownership  as  payment.  Box  375A,  B«T. 
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Stations 

Successful  Texas  250  watt  independent  station. 
Gross  increasing  every  year.  Profits  good.  Good 
loyal  listening  audience.  Box  463A,  B«T. 
Station  for  sale.  North  Carolina  independent. 
Absentee  ownership  forcing  sale.  Small  down 
payment.  Full  information  to  qualified  buyers. 
Box  478A,  B«T. 
Absentee  owners  have  priced  for  quick  sale  small 
but  growing  market  daytimer,  Middle  Atlantic 
Coast,  $32,000  cash,  or  terms  $12,000-$16,000  down. 
Great  potential.  Ideal  one  or  two  owner-opera- 

tor station.    Box  553A,  B«T. 

Only  station  in  excellent  town,  with  population 
over  8000,  in  deep  south,  area  being  developed. 
Selling  to  dissolve  partnership.  Principals  only. 
Box  574A,  B'T. 

Gulf  Coast  area  small  market.  $33,000 — can  be 
purchased  with  $12,000  down.  Paul  H.  Chapman 
Co.,  84  Peachtree,  Atlanta. 

TVA  area  fulltime  station  with  above  average 
plant,  $94,250.  Paul  H.  Chapman  Co.,  84  Peach- 
tree,  Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Equipment 
Presto  playback  PT17-A.  Still  in  crate.  Spare 
reel.  $400.  Box  510A,  B*T. 

RCA  TT-5A  high  band  transmitter,  factory  con- 
verted to  air  cooling.  Box  532A,  B«T. 

Western  Electric  2  channel  40A  audio  console 
less  monitor,  chassis  $500.  Box  567A,  B»T. 

For  sale:  Used  Western  Electric  451 -A-l  250  watt 
am  transmitter.  Would  be  ideal  for  Conelrad 
use.  Two  1240kc  crystals  and  spare  tubes  in- 

cluded. Contact  Radio  Station  WEBQ,  Harris- 
burg,  Illinois. 

For  sale:  Scully  disc  recorder,  late  model  man- 
ually operated  machine,  excellent  condition.  Also, 

Model  200  Ampex  tape  machine,  30  and  15  inch 
speed.  Address  WSM,  Inc.,  Nashville  3,  Tenn. 
Attention:  Technical  Director. 

688'  guyed  401b  windload  tv  tower  complete  with 
"A5"  lighting,  ladder  and  guys.  National  Steel 
Erectors  Corp.,  P.  O.  Box  1612,  Muskogee,  Okla- homa. 

WANTED  TO  BUY 

Stations 

Radio  station  wanted  by  qualified  and  financially 
able  party.  Prefer  northeast.  Will  consider  any 
excellent  situation  east  of  the  Mississippi.  Earn- 

ings history  necessary.  Write  confidentially  and 
in  detail.  Prompt  action  assured.  Box  431A,  B«T. 

Two  experienced  radio  men  want  small  market 
am  station — Kentucky,  Tennessee,  Arkansas  or 
Missouri.  Maximum  $6,000  cash,  $18,000  balance 
over  3  years.   Box  503A,  B»T. 

Corporation  with  management  experience  and 
limited  capital  wants  to  buy  small  market  broad- 

cast station.  Replies  confidential.  Box  511A,  B»T. 

Experienced  radio  and  tv  men  interested  in  pur- 
chase of  radio  station  midwest  or  west.  Box 

557A,  B«T. 

Sold  privately:  Two-thirds  of  all  the  radio  sta- 
tions listed  with  this  agency  since  its  establish- 
ment in  1953.  Dignified,  personal  service.  Ralph 

Erwin.  Licensed  broker  serving  Texas,  Colorado, 
Missouri,  Arkansas,  Oklahoma  and  Kansas.  1443 
South  Trenton,  Tulsa. 

Stations  wanted  now.  Operating  figures  imma- 
terial. Clients  interested  in  potential.  Ralph 

Erwin,  Broker.  Tulsa. 

Equipment 
Complete,  good  used  am  equipment,  lkw  xmtr, 
monitors,  limiting  amp.,  console,  mikes,  recorders, 
tower.   Box  504A,  B^T. 

Wanted:  Modern  5kw  am  transmitter.  Also  used 
Magnecord  PT-6.  Give  full  details  first  letter. 
Box  522A,  B»T. 

Wanted:  One  used  live  camera  chain.  Prefer 
field  power  supply  and  control  unit.  Box  525A, 
B-T. 

Wanted:  Used  RCA  BC-2B  or  GE  BC-l-A  console 
in  good  condition.  State  price.  Box  550A,  B-T. 

Equipment 
Wanted  to  buy:  10  kw  fm  transmitter.  XEAW 
Box  268,  Monterrey,  Nuevo  Laredo,  Mexico. 

Wanted:  Fm  frequency-modulation  monitor  an< 
small  console  for  educational  station.  Swartzend 
rouber,  Goshen  College,  Goshen,  Indiana. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi 
dence.  Resident  classes  held  in  Hollywood  ani 
Washington.  Beginners  get  FCC  1st  class  licens 
in  3  months.  For  details  write  Grantham  School 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C 

FCC  first  phone  license.  Start  immediatel- Guarantee  coaching.  Northwest  Radio  &  Televf 
sion  School,  Dept.  B,  1627  K  Street,  N.W.,  Wash 
ington,  D.C. 

The  National  Academy  of  Broadcasting,  America' 
pioneer  professional  school,  places  radio-tv  an 
nouncers,  writers,  producers.  Send  for  list  o 
alumni,  positions  held,  and  jobs  available.  333 
16th  Street,  N.W.,  Washington,  D.  C. 

FCC  first  phone  license.  Concentrated  speei 
course.  New  class  begins  September  17th.  Mont- 
Koffer,  743  Hendrix  Street,  Brooklyn  7,  N.  Y. 

RADIO 

Help  Wanted 

Managerial 

Salesmen 

f  SALESMAN ?  Long  established,  profitable  and  re- 
i  spected    "middle    sized"    Radio  and 
»  Television     Station  Representative 
t  Firm  seeks  salesman  with  Madison 
J  Avenue  agency  sales  experience  and 
\  contacts.    Write  very  brief  resume 
\  which  will  be  held  in  strict  confidence. 
J  Box  552A,  B*T 

Announcers 

*  ANNOUNCER 

J  Radio-TV  Announcer  for  deep  South 
if.  NBC  station.  Basic  requirements  is  to  be 

a  good  air  salesman.  Rush  resume,  tape, 

J  photo  for  interview  invitation  to  Program 
J  Manager,    WAPI-WABT,  Birmingham, ♦  Alabama. 
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COMMERCIAL  MANAGER 

WANTED 

If  you  have  sound  business  judgment, 
the  ability  to  handle  people  and  a  sin- 

cere desire  to  make  a  lifetime  connec- 

tion, we're  interested  in  you  as  a  com- 
mercial manager  of  one  of  the  mid- 

west's largest,  soundest  and  most  suc- 
cessful radio  stations.  The  man  we 

want  will  have  a  strong  background 
in  both  national  and  local  sales.  Per- 

haps you're  now  commercial  manager 
or  sales  manager  of  a  small  operation 
with  a  limited  horizon.  If  you  have 
the  background,  if  you  are  young,  ag- 

gressive and  possessed  of  strong  de- 
termination to  move  ahead  with  a  suc- 

cessful, heads-up  team,  we  want  to 
hear  from  you.  This  is  an  important 
job  and  we  expect  to  pay  well  to  fill 
it.  Send  complete  resume  to 

Box  497A,  B»T 



RADIO FOR  SALE INSTRUCTION 

Help  Wanted— (Cont'd) 
Programming-Production,  Others 

NEWSMAN 

Need  man  who  is  experienced  in  gather- 
ing, writing  and  delivering  local  news. 

Ahout  3  hours  of  staff  announcing  daily. 
$350  to  start  and  a  permanent  job  for  the 
right  man.  Independent  250-watt  day- 
timer  in  city  of  24,000.  Send  resume  and 
tape  to: 

WLOI 

LaPorte,  Indiana 

Situations  Wanted 

Managerial 

GENERAL  MANAGER 

.  .  .  with  20  plus  years  of  excel- 

lent experience  with  two  top 

flight  major  market  stations. 

Knows  programming,  sales 

management,  promotion  and 

agency  -  representative  con- 

tacts. Have  a  proven  record 

and  excellent  references. 

Box  572A,  B«T 

TELEVISION 

Help  Wanted 

Salesmen 

FOR  SALE 

Equipment 

TELEVISION  SALESMAN 

We  need  aggressive,  experienced  television 
salesman  for  this  dominate  station  (VHF, 
major  networks)  in  an  important  mid- 
western  market.  The  man  we  need  will 
have  the  background  and  qualifications 
to  ultimately  step  into  a  position  of  real 
importance.  He'll  work  for  one  of  the 
soundest  organizations  in  the  country  with 
a  liberal  salary  and  commission  arrange- 

ment. If  you  have  the  qualifications  and 
are  looking  for  a  connection  really  geared 
for  growth,  send  us  a  complete  resume 
immediately. 

Box  496A.  B«T 

Equipment 

USED  TV  EQUIPMENT 

80%-90%  OFF 

1  Mike  Boom  &  Preambula- 
tor— 20  ft.  S100 

1  TG-l-A  Synch  Generator  in 
Rack,  tubed  $800 

2  MI-26235A,  TS-10A 
Switcher  $400  each 

38  WP-33  P.S.  Regulators  with 
Tubes  $25  each 

7  Double  Audio  Jack  Panels  $20  each 
10  BR-84E  Racks  $30  each 
16  BR-84  Rack  Doors  $10  each 
2  BR-84  Rack  Side  Panels        $10  each 
1  W.E.  23C  Audio  Console  $200 

12  Open    Frame  Telephone 
Racks  $15  each 

5  10",  630  Jeeped  Receivers  $25  each 
5  12",  630  Jeeped  Receivers  $25  each 
8  Budd  Type  Racks  $20  each 

2  40  Amp,  DC,  Selenium  Rec- 
tifiers, 220AC/400VDC       $1,000  each 

All  equipment  recently  in  use.  Sold 
as  is,  FOB  Chicago.  Contact  Chief 
Engineer,  WTTW,  1761  East  Museum 
Drive,  Chicago  37. 

FCC  l*t  PHONE  LlCKtVSES 
IN  5  TO  6  WEEKS 

WILLIAM  B.  OGDEN — 10th  Year 
1150  W.  Olive  Ave. 

Burba nk,  Calif . 

Reservations  Necessary  All  Classes — 
Over  1700  Successful  Students 

MISCELLANEOUS 

NOTICE 

One   Shure  Microphone,  Model  300.  Ser. 2642 

Two  Altec  Microphone  System  Model  M20, 
Ser.  1129  and  1130 

One  Electro  Voice  Filter-type  Microphone 

One  Electro  Voice  Microphone  slim-line- type 

One  Mcintosh  Amplifier,  Model  150A,  Ser. 7216 

Two  General  Electric  Amplifiers,  A1320 

These  items  were  stolen  from  Recordex, 

Ltd.,  Suite  207,  Mining  Exchange  Build- 
ing, Denver  2,  Colorado. 

Any  information  of  the  above  listed 
items  should  be  sent  to  this  office  or  to 
Detectives  G.  E.  Tovrea  or  G.  F.  Curnow, 
Detective  Division,  Police  Department, 

City  of  Denver. 

.  .  .  located  in  the  Classified  section  of  the  news- 

weekly  for  radio  and  television;  delivers  "help 

wanted"  signal  with  500  kw  wallop;  channels 

"situation  wanted"  spots  to  exactly  right  market 

of  more  than  77,000  B*T  readers. 

For  personnel,  jobs,  equipment,  services  or  sta- 

tions to  buy  or  sell,  tell  everyone  that  matters  via 

the  Classified  pages  of  Broadcasting  •  Telecasting. 

TOWERS 

RADIO— TELEVISION 
Antennas — Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 
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editorials 

Butler's  Blunder 

IT  MAY  turn  out  that  Paul  Butler,  chairman  of  the  Democratic 
National  Committee,  advanced  the  cause  of  freedom  of  the  air 

when  he  intemperately  denounced  CBS  for  not  carrying  his  party's 
propaganda  film  last  Monday. 

Mr.  Butler's  outbursts  brought  about  a  united  defense  by  all 
three  television  networks,  including  the  two  which  had  broadcast 
the  film  in  its  entirety.  What  was  equally  if  not  more  important 

was  that  many  leading  newspapers  joined  the  networks  in  defend- 
ing the  rights  of  news  media  to  exercise  their  own  editorial  judg- 

ment. This  was  the  only  principle  at  stake  in  the  affair,  and  Mr. 
Butler  found  himself  in  the  awkward  position  of  condemning  it. 

The  initial  remarks  of  Mr.  Butler,  delivered  from  the  platform 
at  the  conclusion  of  the  film,  were  those  of  a  man  in  a  frenzy  of 
frustration.  Some  delegates  were  incited  by  his  excoriation  of  CBS. 

There  were  cries  of  "throw  'em  out"  and  there  was  even  some 
jostling  of  CBS  personnel  on  the  floor  of  the  amphitheatre. 

Later,  in  news  conferences,  Mr.  Butler  was  less  angry,  but  he 
persisted  in  talking  about  the  right  to  see  and  hear  as  something 
apart  from  freedom  of  broadcasting.  He  even  mentioned  possible 
legislation.  In  that  respect  he  talked  not  unlike  Sen.  John  Bricker, 
the  Republican  who  espouses  government  control  of  programs  and 
rates  by  making  networks  common  carriers.  One  wonders  how 
two  such  disparate  partisans  can  find  common  ground. 

CBS  deserved  better  treatment.  It  has  done  as  much  as  any 
other  broadcasting  company  to  fight  the  battles  of  free  radio  and 
television.  It  was  the  first  to  challenge  the  withholding  of  news 

from  the  air  in  the  press-radio  war  of  two  decades  ago.  Since 
then  it  has  been  in  the  vanguard  of  all  causes  for  editorial  freedom. 
Of  all  network  chiefs,  CBS  Inc.  President  Frank  Stanton  has  been 

the  quickest  to  take  action  when  broadcasting  freedom  was  threat- 
ened. Indeed,  Mr.  Butler  himself  was  obliged  last  week  to  express 

personal  admiration  for  Mr.  Stanton. 
The  worst  that  could  be  said  against  CBS  last  week  was  that 

it  erred  in  editorial  judgment.  And  even  that  is  open  to  question, 
in  fact  is  beside  the  point  in  this  discussion.  Errors  in  judgment 
happen  every  day  in  journalism,  either  electronic  or  printed.  It 

was  CBS'  right  to  err,  if  err  it  did,  as  much  as  ABC's  and  NBC's 
right  to  broadcast  the  "full  text"  of  the  Democratic  film. 

It  all  happened  in  the  heat  of  the  first  day  of  a  hot  political 
convention  in  a  steaming  amphitheatre  in  Chicago.  Under  less 

trying  circumstances  CBS  and  Mr.  Butler  might  have  acted  differ- 
ently. It  is  useless,  however,  to  talk  now  about  an  incident  which 

cannot  be  called  back  for  editing.  We  hope  the  affair  will  be  for- 
gotten, except  to  serve  as  another  reminder  that  freedom  of  the 

press,  which  also  means  freedom  of  the  air,  will  be  preserved  only 
as  long  as  media  fight  for  it. 

New  Cop  on  the  Beat 

THERE'S  a  new  cop  on  the  broadcasting  beat.   The  Federal 
Trade  Commission  is  intensifying  its  monitoring  of  radio  and 

television  advertising. 
It  will  take  a  while  to  find  out  whether  the  cop  is  there  as  a 

friendly  guardian  of  the  law  or  as  a  bully-boy  whose  mission  is  to 
build  a  record  of  convictions.  Right  now  the  evidence  points  in 
the  direction  of  the  latter. 

The  FTC  is  expanding  its  patrol  of  broadcasting  at  the  order 
of  Congress,  which  voted  $100,000  for  the  purpose.    There  will 
be  a  temptation  to  try  to  prove  that  the  expenditure  was  justified. 

Such  proof  is  now  lacking. 
Congress  voted  the  $100,000  largely  at  the  urging  of  one  FTC 

member  and  the  chairman  of  the  Senate  Commerce  Committee. 

The  FTC  member,  Comr.  Lowell  Mason,  made  several  speeches  in 

which  he  claimed  an  alarming  incidence  of  bait  and  switch  adver- 
tising. Sen.  Warren  G.  Magnuson  made  similar  remarks  during 

hearings  of  his  Senate  Commerce  Committee.  Both  Mr.  Mason 

and  Sen.  Magnuson  received  wide  publicity  which,  however  coin- 
cidental, was  well  timed.  Mr.  Mason  is  up  for  reappointment 

Sept.  25.    Sen.  Magnuson  is  running  for  re-election  in  November. 
In  his  speeches,  Mr.  Mason  neglected  to  mention  that  most  of 

the  cases  he  cited  were  three  years  old  or  older.  In  his,  Sen. 
Magnuson  did  not  explain  that  his  evidence  came  largely  from 
personal  assumption.  He  had  spent  a  time  listening  to  the  radio 
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Drawn  for  B»T  by  Bill  Ingells,  art  director,  Bruce  B.  Brewer  agency,  Kansas  City. 

"I  can  give  you  a  9  to  9:30  slot  on  chair  2." 

and  watching  tv  while  convalescing  in  bed  and  found  some  com- 
mercials objectionable. 

Mr.  Mason's  and  Sen.  Magnuson's  reputations  for  reportorial 
accuracy  will  not  be  enhanced  if  the  FTC  fails  to  turn  up  an 
epidemic  of  fraudulence  on  the  air.  Yet  the  FTC  must  disregard 
the  personal  fortunes  of  politicians  if  it  is  to  conduct  its  monitoring 
objectively. 

To  be  sure,  there  have  been  isolated  cases  of  bait  and  switch 

commercials  and  of  other  advertising  abuses.  Ethical  broadcasters 
are  as  eager  as  the  government  to  see  offenders  brought  to  justice, 
The  danger  in  an  investigation  undertaken  under  such  circumstances 

as  those  attending  FTC's  is  that  justice  might  be  sidetracked  in  thf 
cop's  zeal  to  make  a  pinch. 

Starting  Place 

A  PLANK,  or  to  be  more  precise,  a  splinter  of  the  platforn 
-t\  adopted  by  the  Democrats  last  week  made  a  generalized  charg 
that  the  Eisenhower  administration  had  suppressed  information 

The  Democrats  committed  themselves  "to  press  strongly  for  world 

wide  freedom  in  the  gathering  and  dissemination  of  news." 
A  laudable  objective,  we  say.  And  a  good  place  to  start  pursuini 

it  is  on  Capitol  Hill  which  has  been  under  the  control  of  Demo 
cratic  majorities.  There,  a  strict  ban  against  television  has  bee: 
in  effect  on  the  House  side  ever  since  the  organization  of  the  84t 

Congress.  By  orders  of  Speaker  Sam  Rayburn,  who  also  wa 
permanent  chairman  of  the  Democratic  convention  last  week,  tele 
vision  film  and  live  cameras  have  been  excluded  from  all  Hous 
committees. 

The  Ghost  Walks 

AFTER  an  anguished  two-year  wait,  members  of  the  FCC  wi 
get  a  pay  raise  from  $15,000  to  $20,000  ($500  more  for  th 

chairman),  along  with  other  appointive  members  of  independei 

agencies  and  of  the  President's  official  family. 
Congress  acted  none  too  soon.  Several  members  of  the  FC 

had  candidly  revealed  to  friends  that  they  would  have  been  force 
to  quit  unless  the  increase  was  forthcoming  this  year.  The  san 
condition  prevailed  at  other  agencies. 

The  action  means  that  the  government  will  be  able  to  attract  ar 

retain  better-qualified  people  for  responsible  federal  positions.  V* 
are  not  unmindful  of  the  considerable  number  of  people  in  numeroi 

government  departments  at  many  levels  who  could  not  earn  ! 
much  on  the  outside. 

Generally,  however,  government  pay  in  the  upper  echelons  h 

been  notoriously  poor — far  below  what  most  of  the  incumben 

could  earn  in  private  pursuits.  There's  prestige  in  working  f 
Uncle  Sam,  to  be  sure,  but  prestige  doesn't  pay  the  bills  or  sei the  children  through  college. 
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"We  can  stiii  get  the  top  shows  on  KSTP-TV!" 

Stronger  signal/  new  shows 

usher  in  big  Fall  season 

The  highest  TV  structure  in  the  Twin  City 

area — KSTP-TV's  new  antenna  has  added 

thousands  of  potential  viewers  in  former 

fringe  areas  of  this  600,000  TV-home  area. 

This  major  improvement — another  first  for 

the  Northwest's  first  television  station — will 

bring  a  great  new  lineup  of  sparkling  TV 

entertainment  to  more  viewers  than  ever 

before  this  Fall. 

"Treasure  Chest",  a  new  audience  participa- 

tion show,  and  "T.  N.  Tatters,"  the  North- 

west's top  rated  local  kid  show,  are  new 

KSTP-TV  Fall  entries  which,  along  with 

great  new  NBC  shows,  will  bring  the  North- 

west its  greatest  season  in  television! 

Now  is  the  time  to  get  aboard!  Put  KSTP- 

TV's  showmanship,  stars  and  service  to  work 

for  you.  For  further  information,  contact 

your  nearest  Petry  office  or  a  KSTP-TV 

representative. 

CHANNEL 

0,000  WATT 

MINNEAPOLIS  •  ST.  PAUL     Basic  NBC  Affiliate 

*Tk&  /l/MttiAMGfb'/L  Ceadw/?  Station^' 
Represented  by  Edward  Petry  &  Co.,  Inc. 



KMBC-TV 

Kansas  City's  Highest  Rated 

Daytime  Variety  Show . . . 

Network  or  Local! 

NOON  on  KMBC-TV  is  the  biggest  television 
hour  of  every  weekday  for  140,220  Kansas 
Citians,  as  reported  in  the  latest  Nielsen 
rating  available  at  press  time. 

With  a  cast  of  eleven  top  personalities,  special 
guest  stars  and  a  big  studio  audience  .  .  .  this 

pace-setting  KMBC-TV  production  outrates  the 
Great  Godfrey,  Art  Linkletter,  Ernie  Kovacs, 

Garry  Moore  —  in  fact  every  daytime  network 
show  except  Mickey  Mouse.  You  name  it 
and  NOON  beats  it! 

And,  man,  does  the  NOON  gang  sell!  They 
sell  with  live  jingles,  endorsements, 
demonstrations.  Cost-per-viewer  impression 
is  an  infinitesimal  fraction  of  a  cent!  For 
a  productive  spot  on  this  spectacular  variety 
show,  consult  Peters,  Griffin,  Woodward,  Inc. 
Your  Colonel  can  clear  the  time  that  clears 
the  decks  for  fast  sales  action  via  NOON! 

AUDIENCE  PARTICIPATION  is  spontaneous  and  enthusiastic 
under  the  deft  direction  of  Rev  Mullins.  Games  and 
giveaways  keep  this  segment  of  the  show  moving  at 
a  more-than-lively  pace. 

VERSATILE  JOHN  BILYEU  AND 

SINCLAIR  sing  "Honey  Bu "South  Pacific"  capsule  ty 

NOON  entertainment. 

THE  TEXAS  RANGERS,  famed  for 
their  superb  showmanship,  spark 
NOON  with  fast-paced  comedy 
and  popular  music  rendered  on  a 
dozen  standard  instruments  plus 
glockenspiels  and  partially  filled 
Coke  bottles. 

JACKIE  COOPER  beats  it  out 
on  NOON.  Gogi  Grant, 
Margaret  Whiting,  George 

Shearing,  Gisele  MacKen- 
zie,  Spike  Jones  are  among 
others  who  have  done  a  turn 

on    this    top-rated  show. 

NEWSMAN  CLAUDE 
condenses  the  lat( 
and  weather  as  an< 

gredient  in  the  wid that  has  built  NO 

Kansas  City's daytime  variet; 

See  Peters,  Griffin,  Woodward,  Inc.  for  availabilities. 

the  SWING  is  to  KMBC-TV 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 
Basic  ABC-TV  Affiliate 

& Pkters.  Griffin. 
Woodward,  lie. 

Exclusive  National  Representatn-n 

DON  DAVIS,  First  V-P  and  Commercia 
JOHN  SCHILLING,  V-P  and  General 
GEORGE  HIGGINS,  V-P  and  Sales  M 
MORI  GREINER,  Director  of  Televisio 
DICK  SMITH,  Director  of  Radio 

in Por/io  ifc  KMRC  /i/Kancac  fif-vr  — If  FPM        »ko  r%t  If/in 
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More  proof  of 

DOMINANCE! 

Now  ARB  joins  PULSE 

in  giving  WXEX-TV: 

More  1/4  hours  than  any 

other  Richmond  area  station 

More  top  shows  than  any 

other  Richmond  area  station 

ARB:  July,  1956;  PULSE:  May-June,  1956 

Tom  Tinsley,  President NBC  BASIC— CHANNEL  8  lrvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 
Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 

■"SINESSWEEKLY  01 
0  AND  TELEVISION 



. . .  NOT  SEVENTEEN  ? 

YES... WB RE -TV  does  have 

a  17  County  Coverage 

♦318,000  TV  sets  in  a  17  county  area  of  400,000  families  totaling  almost 

2,000,000  population  ...  The  Nation's  24th  Market!  This  vast  Northeastern 

Pennsylvania  Manufacturing  and  Agricultural  market  is  reached  with  a  Million 

Watts  of  Power,  a  full  schedule  of  NBC  picture-perfect  programs  and  the  best 

in  local  and  regional  News,  Sports,  Women's  and  Children's  features.  WBRE- 

TV's  leadership  shows  33%  more  coverage  than  the  second  station  and  60  to 

400%  more  than  all  others  in  the  market.  *  RETMA  Report  of  May,  1956 

AN^ffli®  BASIC  BUY  :  National  Representative  :  The  Headley-Reed  Co. 
Counties  Covered:  LUZERNE        LACKAWANNA        LYCOMING  COLUMBIA 
SCHULYKILL          NORTHUMBERLAND          MONROE           PIKE  WAYNE 
WYOMING           SULLIVAN          SUSQUEHANNA         BRADFORD  UNION 

SNYDER         MONTOUR  CARBON 

It  your  dog  surprised  you  with  a 
iamily  oi  17,  you  might  exclaim 
"IMPOSSIBLE' ..But  we've  checked 
with  good  authority  and  it  has 

happened. 



The  TV  Leader  in  Des  Moines! 

DES  MOINES  TELEVISION-CHANNEL  8  IN  IOWA 

FULL  POWER 

FULL  COVERAGE 
^  337  FIRSTS 

in  462  quarter  hours  surveyed 

^  9  of  top  10 

multi-  weekly  shows -local  news  ratings  up  to  35.4 

it  9  of  top  10 

once -a -week  shows 

SOURCE:  Latest  ARB  for  Des  Moines  Metropolitan  Area 

TELEVISION 

A  COWLES  OPERATION 

Katz  Has  The  Facts  On  That- 

Very  Highly  Audience  Rated, 

Sales  Results  Premeditated, 

CBS  Affiliated 

Station  in  Des  Moines! 

Published  every  Monday,  with  Yearbook  Numbers  (53rd  and  54th  issues)  published  in  January  and  July  by  Broadcasting  Publications,  Inc.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



KRLD  Radio 

DELIVERS  THE  LARGEST 

AUDIENCE  OF  ANY  STATION 

OR  FREQUENCY  IN  THE 

GREAT  DALLAS -FT.  WORTH  MARKET 

Combined  Hours  6:00  a.m.  until 

10:30  p.m.  Seven  Days  A  Week, 

Pulse,  February-March  1956 

It's  a  very  neat  package  —  KRLD's  dominant  lis- 
tening audience  in  The  Dallas-Fort  Worth  Market, 

plus  a  blanket  coverage  of  .North  Texas  and  South- 
ern Oklahoma.  No  other  Dallas-Fort  Worth  station 

has  as  many  listeners  as  KRLD,  between  6  a.m. 

and  10:30  p.m.  1080's  audience  is  greater  than 
SEVEN  NON-NETWORK  STATIONS  combined, 
for  the  same  period,  and  is  39.5%  greater  than 
that  of  the  second  Dallas-Fort  Worth  net-work 
station.  KRLD  Radio  is  the  biggest  buy  in  the 

biggest  market  in  the  biggest  state  —  all  wrapped 
up  and  ready  to  be  delivered  —  to  you  ! 

BEST  BET 

AVAILABILITIES  ON 

KRLD 

1  -  6  TO  6:15  P.M.  NEWSCAST 

Monday  -  Wednesday  -  Friday  (7.5  Pulse  Rating) 

2-  JOLLEY  FARM  NEWS 

12  to  12:15  Noon — Monday,  Wednesday,  Friday 

3 -  ATTRACTIVE  PACKAGE  ANNOUNCEMENT 
RATES 

(on  R.O.S.  Basis) 

4-  PERSONALITY  PARTICIPATING  PROGRAMS 
1.  1080  Club  with  Salesman  Chem  Terry 

(morning)  Daily 

2.  The  Nick  Paul  Show  —  4  to  5  P.M.  Daily 

For  full  particulars  regarding  these  availabilities,  check  with 

THE    BRANHAM  COMPANY 

NATIONAL  REPRESENTATIVES 

KRLD  radio 

OUTLET  FOR  CBS  RADIO 

NETWORK  IN 

DALLAS  AND  FT.  WORTH 

50,000   WATTS   SATURATES   THE   GREAT   SOUTHWEST   MARKET  AREA 
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closed  circuit: 

PROMOTIONS  AT  NBC  •  All  signs  point 

to  approval  by  NBC  at  board  meeting  Fri- 
day, Sept.  7,  of  recommendations  under- 

stood to  have  been  made  by  Booz,  Allen 

&  Hamilton — after  months'-long  efficiency 
study — calling  for  four  new  executive  vice 
presidents  to  report  direct  to  President 

Robert  W.  Sarnoff — all  promotions  from 
within.  Mr.  Sarnoff  thus  would  have  only 
half-dozen  executives  in  direct  line  of  con- 

tact; all  other  department  heads  would  re- 

port to  newly  appointed  executive  vp's. B»T 

WHO  WOULD  BE  new  executive  vice 

presidents  at  NBC?  Best  inside  guesses  are: 
Tom  McAvity,  in  charge  of  programming; 
Charles  Denny,  now  head  of  owned  and 
operated  stations  and  spot  sales;  David  S. 

Adams,  staff  vice  president  and  former  as- 
sistant to  Mr.  Denny  when  latter  was  chair- 

man of  FCC,  and  J.  M.  Clifford,  personnel 
management  vice  president  who  came  over 

from  RCA  Victor.  It's  logically  assumed 
1  that  Many  Sachs,  staff  vice  president  of 
both  RCA  and  NBC,  will  continue  as  Mr. 

Sarnoff's  advisor,  along  with  Kenneth  W . 
Bilby,  vice  president  in  charge  of  public 
relations,  also  reporting  to  Mr.  Sarnoff. 

B»T 

AUTO  BUSINESS  STIRRING  •  Auto- 

makers driving  away  from  radio-tv? 
Hardly.  In  wake  of  much  ado  about  auto- 

motive upsurge  in  national  spot  radio,  rum- 
blings are  being  heard  of  Chevrolet,  Chrys- 

]  ler  and  Pontiac  about  to  sign  for  substantial 

short-term,  saturation  packages  on  network 
radio,  as  Detroit  uncovers  new  1957  mod- 

els this  fall.  Chevrolet,  Pontiac  and  Ford 

[B»T,  Aug.  20]  reportedly  also  looking 
over  dotted  line  for  additional  network  tv 

buys.  Some  of  automotive's  interest  in 
network  tv  said  to  have  been  stimulated 

by  major  presentations  made  this  summer 
in  Autoland  by  Television  Bureau  of  Ad- 

vertising, ABC-TV  and  NBC-TV. 
B»T 

GLAD  news  for  radio  seen  in  station  and 

advertiser  reports  reaching  Radio  Adver- 

tising Bureau's  peripatetic  salesmen-execu- 
tives. Based  on  word  they  get  on  their 

rounds  around  country,  they're  predicting 
;  that  spot  and  local  business  for  second  half 
of  this  year  will  be  even  better  than  in  first 
half,  when  spot  enjoyed  20%  gain  over 

\  first  half  of  1955  and  local,  while  figures 

aren't  available,  was  generally  agreed  to  be 
well  up,  too.    Network  business  also  is 

i  showing  new  signs  of  resurgence. 
B»T 

GOP  RE-RUNS  •  You  may  be  seeing  and 
hearing  those  Eisenhower  and  Nixon  ac- 

ceptance speeches  again  and  again.  Repub- 
lican national  convention  addresses  last 

Thursday  night  were  filmed  and  taped  and 
plan  is  to  use  excerpts  in  radio-tv  spots. 

B«T 

NEW  GAUGE  of  size  and  scope  of  tv  will 
be  forthcoming  soon.    Television  Bureau 

I  of  Advertising's  slider ule  experts  are  work- 

ing up  projections  of  total  investment  in 
tv  advertising — time,  talent,  production  at 
all  levels — network,  spot  and  local — for 

1956.  Current  indications:  1955's  total  of 
$1  billion-plus  will  be  exceeded  by  more 
than  $200  million,  for  gain  of  about  20%. B»T 

RKO  ON  THE  MOVE  •  Now  advertising 

itself  as  "RKO-TV"  in  Hollywood  film 
circles,  major  studio  taken  over  from  How- 

ard Hughes  by  Tom  O'Neil's  General  Tele- 
radio  last  year  and  put  back  into  high  gear 
on  feature  production,  is  wiping  out  all 

doubt  about  tv  potential.  Old  RKO-Pathe 

lot  at  Culver  City,  RKO's  weapon  in  tv 
fight,  has  won  Fred  Niles  Films  (animated 
commercials)  from  General  Services  lot, 
and  RKO  is  naming  Alex  March,  former 

producer  of  CBS-TV  Studio  One  Summer 
Theatre,  as  producer  Sept.  1.  His  first  as- 

signment: to  gather  program  material  for 

unnamed  top-budget  series  of  tv  anthol- 
ogies to  go  before  camera  next  year. 

B»T 

EVIDENCE  that  foreign  market  is  grow- 

ing brighter  for  Hollywood  tv  film  pro- 
ducers is  seen  in  reports  that  full  hour 

anthology  programs  are  showing  in  Euro- 
pean theatres  as  second  feature  attractions 

after  U.  S.  tv  exposures.  Foreign  dubbing 
of  U.  S.  tv  serials  is  on  upgrade  too.  Ziv 

Television's  Ed  Stern  is  in  France  this  week 
to  meet  Ziv  representatives  at  newly  leased 

Paris  studios  on  parlez  vousing  Ziv's  Cisco 
Kid  and  Science  Fiction  Theatre  for  fall 

showing  on  French  RDF-TV  network  as 
well  as  Tele-Luxembourg,  Tele-Monte 
Carlo  and  tv  outlet  in  Brussels. 

B»T 

WHO'S  IN  CHARGE?  •  Right  of  broad- 
caster to  control  station  program  content 

may  be  threatened  in  case  pending  before 
U.  S.  Court  of  Appeals  (D.  C).  WTTG 
(TV)  Washington  is  defendant  in  suit  by 
National  Bible  Knowledge  Assn.,  asking 

for  performance  of  contract  because  con- 
tract was  cancelled  when  sponsor  refused 

to  delete  material  station  considered  objec- 
tionable. NARTB  asked  court  for  right  to 

file  brief  but  was  turned  down.  Case  was 

taken  to  appellate  court  by  sponsor  after 
district  court  refused  injunction. 

B»T 

ONE  of  first  of  major  toy  manufacturers 

to  line  up  pre-Christmas  broadcast  drive 
is  Lionel  Toy  Corp.,  New  York,  which  is 

expected  to  toss  $400,000  into  spot  tv  cam- 

paign in  80-100  markets,  using  "at  least" 
250  stations,  starting  immediately  after 
Thanksgiving.  Through  Grey  Adv.,  New 

York,  Lionel  plans  to  saturate  each  mar- 
ket  with   35-55   weekly  announcements. B«T 

FOX,  GUILD  DEALING  •  Deal  by  which 

Guild  Films  will  acquire  seven  tv  film  se- 
ries, including  two  in  color,  and  enhance 

its  capital  assets  by  reported  $2.5  million 
is  virtually  set  and  due  for  signing  this 

week.  Negotiations  are  with  group  repre- 
sented by  Matthew  Fox  of  C&C  Television 

Corp.  and  Motion  Pictures  for  Television. 
In  exchange  for  films,  members  of  group 
— most  of  whom  are  not  now  active  in  tv 

— -will  acquire  minority  interest  in  Guild. 
Series  involved  include  Sherlock  Holmes, 

Janet  Dean,  Duffy's  Tavern,  Junior  Sci- 
ence, Paris  Precinct,  Flash  Gordon,  and 

group  of  Tim  McCoy  westerns. 
B»T 

HOUSE  Small  Business  (Evins)  Subcom- 
mittee will  release  today  (Mon.)  record  of 

hearings  last  March  on  uhf  and  alleged 
network  influence  over  FCC,  after  delay 

last  week  laid  to  Government  Printing  Of- 
fice. Attached  as  exhibits  to  record  will 

be  samples  of  network  inter-office  memo- 
randa and  correspondence  with  FCC, 

mainly  involving  CBS,  subpoenaed  from 
network  files  but  never  formally  introduced 
at  hearings.  Other  exhibits  will  be  FCC 
answers  to  exhaustive  questionnaire  sent 

by  subcommittee  to  Commission  last  De- 

cember seeking  "influence"  data.  Among 
questions  still  unanswered  by  FCC,  ac- 

cording to  subcommittee,  is  one  on  gifts, 

honorariums,  etc.,  received  by  FCC  mem- 
bers and  staff  [B»T.  Jan.  30]. B»T 

VANTAGE  POINT  •  RCA  Board  Chair- 
man David  Sarnoff  for  first  time  in  his 

half-century  career,  attended  political  con- 
ventions in  person  during  last  fortnight. 

In  Hollywood  after  San  Francisco  GOP 
session  he  told  B»T  conventions  were  il- 

luminating, but  to  really  see  and  learn  one 
does  much  better  watching  action  on  tv. B«T 

WITH  Westinghouse  Broadcasting  Co.  sta- 
tions due  to  pull  out  of  NBC  Radio  alto- 

gether yesterday  (Sun.),  NBC  was  still 
looking  late  last  week  for  replacements  in 

Pittsburgh  and  Boston — search  that's  been 
going  on  since  early  July.  It's  also  still 
seeking  new  affiliate  for  Buffalo,  where  it's been  without  since  WGR  moved  to  ABC 

June  I.  WBC  stations — WBZ  Boston, 
KDKA  Pittsburgh,  KYW  Cleveland, 

WO  WO  Fort  Wayne— dropped  NBC  day- 
time programming  July  16,  served  notice 

they  would  drop  rest  of  schedule  Aug.  26, 

out  of  dissatisfaction  with  NBC  program- 
ming policies.  NBC  has  since  signed  WHK 

Cleveland  and  WKJG  Fort  Wayne.  Offi- 
cials say  several  discussions  are  in  progress. B»T 

BLOCK  SWITCH  •  Block  Drug  Co.,  Jer- 

sey City,  N.  J.,  reportedly  is  severing  two- 
year  relationship  with  Harry  B.  Cohen 

Adv.,  New  York,  Sept.  30.  Products  con- 
cerned— Amm-I-Dent  toothpaste,  Py-Co- 

Pay  toothbrushes,  NYTOL  sleeping  pow- 
der, and  Green  Mint  mouthwash,  all  active 

radio-tv  users  to  tune  of  $1  million  annu- 

ally, all  in  spot.  Sullivan,  Stauffer,  Colwell 

&  Bayles  understood  to  head  list  of  prob- 
able appointees.  Others:  Doyle  Dane  Bern- 

bach,  Emil  Mogul  Co.,  and  Grey  Adv. 
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>UNCING 

The  Appointment  of 

JOHN  BLAIR  &  COMPANY 

as  national 

representative  for 

WDGY, 

Minneapolis-St.  Paul. 

John  Blair  &  Co.  continues 

in  the  representation  of 

WHB, 

Kansas  City 

WQAM 

Miami 

ADAM  YOUNG  INC. 

as  national 

representative  for 

KOWH, 

Omaha. 

Adam  Young  Inc.  continues 

in  the  representation  of 

WTIX, 

New  Orleans 

THE   STORZ  STATIONS 

Todd   Storz,  President 

WDGY, 

Minneapolis-St.  Paul 

WHB, 

Kansas  City 

WQAM, 

Miami 

KOWH, 

Omaha 

WTIX, 

New  Orleans 

Represented  by  John  Blair  &  Co. Represented  by  Adam  Young  Inc. 
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at  deadline 

MGM  FEATURES  LEASED  TO  CBS,  KING, 

TRIANGLE  FOR  MORE  THAN  $16  MILLION 

MOTION  picture  giant  Loew's  Inc.  announced 
Friday  estimated  $16-$20  million  multiple  leas- 

ing arrangements  to  tv  for  725-feature  film  li- 
brary of  Metro-Goldwyn-Mayer  product.  In- 

cluded were  separate  pacts  with  CBS  owned- 
and-operated  stations  in  New  York  (WCBS- 
TV),  Chicago  (WBBM-TV)  and  Milwaukee 
(WXIX-TV),  Triangle  Publications'  four  ty 
stations  and  King  Broadcasting  Co.'s  two  tv outlets. 

Together  with  similar  deal  worked  for  licens- 
ing of  MGM  library  to  KTTV  (TV)  Los  An- 

geles [B«T,  Aug.  20],  total  sum  comes  to  ap- 
proximately $20-$25  million,  believed  to  be 

biggest  transaction  of  its  kind  ever  conducted. 
All  agreements  were  completed  Thursday  with 

KTTV-Loew's  pact  wrapped  up  that  day. 
Although  prices  on  individual  packages  were 

not  disclosed,  it  was  estimated  unofficially  that 
CBS  contract  would  run  between  $11  million 
and  $13  million. 

Purchase  of  station  interest  was  involved  only 

in  KTTV  arrangement,  with  Loew's  paying  esti- 
mated $1,625,000  for  25%  of  capital  stock. 

All  leasing  arrangements  of  MGM  library  are 
similar  except  for  price.  Stations  receive  ex- 

clusive, seven-year  rental  of  films,  permitting 
showing  only  in  black-and-white;  rights  to  in- 

clude use  of  MGM  trademark,  Leo  the  lion; 

exclusion  of  "Gone  With  the  Wind"  (theatre 
exhibition  only),  "The  Wizard  of  Oz"  which 
sometime  ago  had  been  acquired  by  CBS-TV 
with  options  for  renewal,  and  40  other  films 

being  withheld  for  theatrical  re-issue  but  to  be 
made  available  eventually  to  tv.  Also  excluded 
are  900  short  subjects  and  cartoons  produced 
by  MGM  from  1929  to  1949.  Features  are 

pre-August  1948  product. 
Contract  with  CBS  was  handled  by  William 

Paley,  CBS  board  chairman,  and  Arthur  M. 

Loew,  president  of  Loew's  Inc.  Also  included 
in  arrangement  are  KMOX-TV  St.  Louis  and 
WGTH-TV  Hartford,  providing  FCC  approves 
acquisition  by  CBS;  otherwise,  CBS  will  retain 
right  to  sub-license  its  commitment  in  either  of 
these  markets.    CBS  holds  an  FCC  examiner's 

initial  decision  for  ch.  1 1  in  St.  Louis,  but  there 
has  been  no  final  FCC  action  in  that  contested 

case.  Network's  purchase  of  Hartford  property 
awaits  FCC  approval.  KTTV's  lease  in  Los  An- 

geles excludes  CBS's  KNXT  (TV)  from  CBS- 
Loew's  pact. 

Triangle  Publications'  (Philadelphia  Inquirer) 
stations  are  WFIL-TV  Philadelphia,  WNHC-TV 
New  Haven,  WNBF  (TV)  Binghamton,  N.  Y., 
and  WFBG  (TV)  Altoona,  Pa.  Arrangements 
for  this  group  were  handled  by  Charles  C. 
(Bud)  Barry,  vice  president  in  charge  of  tv 

for  Loew's,  and  Roger  Clipp.  vice  president  and 
general  manager  of  Triangle's  Radio-Tv  Divi- 

sion. King  Broadcasting  acquires  film  library 
for  KING-TV  Seattle  and  KGW-TV  Portland. 
Ore.  (now  under  construction).  That  pact  was 

set  by  Otto  P.  Brandt,  King  Broadcasting's  vice 
president  and  general  manager,  with  Mr.  Barry. 

New  agreements  put  crimp  in  Loew's  dicker- 
ing with  General  Teleradio  Inc.  for  film  library 

leases,  although  negotiations  still  alive.  Loew's 
lease  to  CBS  closed  New  York  market.  Loew's 
acquisition  of  ownership  in  GT's  WOR-TV 
New  York  was  possibility  up  to  Thursday. 

Triangle  stations  reportedly  were  ready  to 
spend  up  to  $500,000  in  gigantic  promotion- 
advertising  effort  to  exploit  use  of  films  (also 

see  KTTV's  plans,  page  74).  All  stations  plan 
to  start  programming  features  in  October  when 
MGM  will  start  delivery  of  prints. 

Stressed  by  Mr.  Barry  and  Mr.  Loew  was 

budding  association  of  Loew's-MGM  with  CBS. 
Mr.  Barry  described  multiple  pacts  as  "most  ag- 

gressive step  yet  taken"  by  Loew's  in  its  "rapid 
time-table"  (entry  into  tv  field).  He  said  that 
while  Loew's  now  will  not  attempt  to  obtain 
station  interests  in  either  New  York  or  Chicago, 

firm  "will  seek  full  complement"  of  tv  stations, 
with  "number  of  negotiations  now  in  an  active 
state  for  ownership  participation."  Implication 
was  given  that  Loew's-MGM  now  would  have 
close  working  association  with  CBS-TV,  par- 

ticularly in  program  creation. 

Mr.  Barry  also  said  Loew's  would  "study  care- 
fully the  possibility  of  a  film  network." 

•   BUSINESS  BRIEFLY 

MAJOR  CANDY  DRIVE  •  Walter  H.  John- 
son Candy  Co.,  Chicago,  said  to  be  preparing 

one  of  biggest  tv  spot  drives  in  its  history. 
Agency,  Hicks  &  Greist,  N.  Y.,  reportedly  will 
kick  off  massive  saturation  campaign  Sept.  JO 

in  East,  and  by  mid-year  1957  will  have  blan- 
keted just  about  every  tv  market  iD  country. 

Products  involved  are  Powerhouse  candy  bars 
and  other  sweets. 

PERTUSSIN  ON  RADIO  •  Chesebrough- 
Ponds  Inc.,  N.  Y.,  which  recently  bought  out 
Seeck  &  Kade,  manufacturers  of  Pertussin  (ex- 

pectorant) planning  fall  radio  campaign  in  ap- 
proximately 75  markets.  It  will  launch  26- 

week  drive  Oct.  1,  adding  another  13-week 
schedule  on  or  about  Jan.  1.  McCann-Erick- 
son,  N.  Y.,  agency  for  Chesebrough,  indicated 

"some  supplementary  tv"  also  may  be  used 
starting  in  October. 

SERIAL  RETURNS  •  As  part  of  its  second 
$1.5  million  (gross  billing)  contract  for  CBS 
Radio  daytime  shows  [B»T,  Aug.  13,  6],  Colgate- 
Pal  molve  Co.  (Ajax  Cleanser.  Colgate  dental 
cream  and  Fab  products)  will  sponsor  five  IV2 

minute  segments  weekly  of  Strike  It  Rich  (  Mon.- 
Fri..  2:30-45  p.m.  EDT),  starting  Sept.  3. 
marking  return  of  that  serial  to  network. 
Other  part  of  second  purchase  will  be  applied 

to  segments  in  Backstage  Wife,  Our  Gal  Sun- 
day and  Second  Mrs.  Burton,  same  shows  in 

which  C-P  is  buying  segments  under  original 
$1.5  million  contract.  Agencies:  Ted  Bates, 
William  Esty,  Bryan  Houston  and  Lennen  & 
Newell. 

TAREYTON  TO  GUMBDNNER  •  American 
Tobacco  Co.,  for  Herbert  Tareyton  and  Filter 

Top  Tareyton,  has  named  Lawrence  C.  Gum- 
binner  Adv..  N.  Y.,  as  its  agency.  Tareyton 
account  formerly  handled  by  Hackett  Agency, 
now  being  dissolved  with  Montague  H. 

Hackett's  retirement  from  agency  bearing  his 
name,  has  overall  billing  of  nearly  $1  million. 

FILM  FOR  CHUNKY  •  Chunky  Chocolate 
Corp..  Brooklyn.  N.  Y..  will  sponsor  Television 

Programs   of  America's   Foreign  Legionnaire (Continues  on  page  9) 

Culligan  Named  Head 

Of  NBC  Radio  Network 

APPOINTMENT  of  Matthew  J.  Culligan,  vice 
president  and  national  sales  director  of  NBC- 
TV,  as  vice  president  in  charge  of  NBC  Radio 

network  is  being  an- 
no u  n  c  e  d  today 

(Mon.)  by  NBC 
President  Robert  W. 

Sarnoff,  effective  im- 
mediately. Mr.  Cul- 

ligan succeeds 
Charles  T.  Ayres, 
who  resigned  earlier 
this  month  [B«T, 
Aug.  13]. 

At  38,  Mr.  Cul- 
ligan has  won  wide 

reputation  for  creat- 
ing new  techniques 

in  tv  network  sales, 
sales  organization  for  Today, 
Tonight — all  participations  sales 

MR.  CULLIGAN 

He  headed 
Home,  and 

shows — and  pioneered  in  creation  of  NBC 
Tele-Sales  unit  (which  provides  closed  circuit 
facilities  for  NBC  advertisers)  before  rising  to 
NBC-TV  national  sales  manager. 

Notifying  affiliates  of  Culligan  appointment 
in  closed  circuit  report  Friday,  President  Sar- 

noff called  attention  to  his  own  determination 

"to  maintain  the  radio  network  as  an  impor- 
tant communications  medium  and  to  do  every- 

thing possible  to  re-establish  its  rightful  place 

in  the  industry." 

Satellite  Show  Set 

PLANS  for  hour-long  program  to  be  sponsored 
by  International  Business  Machines  on  NBC- 

TV  coincident  with  launching  of  government's 
first  earth  satellite  late  next  year  are  due  for 
announcement  shortly.  Program  will  be  pre- 

sented in  evening  after  satellite  launching  that 
morning,  is  expected  to  include  films  of  launch- 

ing operation  and  devote  considerable  time  to 
history  of  rockets,  scientific  developments,  etc. 
Production  costs  alone  expected  to  be  at  least 
$250,000.    IBM  agency  is  Benton  &  Bowles. 

Broadcasting Telecasting 

Convention  Sponsorship 

Boosts  Westinghouse  Sales 

SPONSORSHIP  of  radio-tv  coverage  of  politi- 
cal conventions  apparently  paid  dividends  for 

Westinghouse  Electric  Co.,  officials  reported 
Friday  as  they  completed  check  of  sales  figures 

for  week  of  Aug.  13,  when  Democratic  con- 
clave was  held.  John  J.  Anderson,  manager 

of  major  appliance  division,  said  sales  to  deal- 
ers that  week  jumped  50%  over  same  week 

of  conventionless  1955.  Moreover,  he  pointed 

out,  during  preceding  week  dealers  were  stock- 
ing up  in  preparation  for  convention  rush;  yet 

sales  during  convention  week  exceeded  those 
of  the  stock-up  week  by  15% — indicating,  Mr. 
Anderson  said,  that  dealer  volume  during 
Democratic  convention  was  considerably  greater 

than  many  retailers  had  expected.  Westing- 
house was  sponsor  of  CBS  Radio  and  CBS-TV 

coverage  of  both  conventions  and  will  also 
underwrite  election  night  coverage  as  well  as 
special  interim  programs. 
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IN  KANSAS  CITY 

If  you  want  \ 
o 

pea-shooter  power  . .  . 

there's  a  place  to  go 

but  if  you  want 

50,000  watt  coverag 

in  radio, 

it  s  KCMO 

KANSAS  CITY SYRACUSE  V 

w  woriv 

E     E  WJHlk< i N \ Nllfl RADIO     \         TV       Wj  |H 
Ml    620  ke.  \  Channel  8  VJ  m-q>  — JUkfll  ;J 

|     CBS     \     CBS      wj     1  o  Ma|Bi| 

RADIO     \  TV 
620  kc.  \  Channel  8 

CBS      \  CBS 

l«|.r«.«Bt.4  by   KATZ   AGENCY  INC. 

RADIO 

590  kc.    \  Channel  6 

^     CBS_  \  CBS JOHN  BLAIR  &  CO.       BIAIK  TV,  INC. 

MEREDITH  Radto  and  lefartti**  STATIONS 

affiliated  with  Better  Homes  and  Gardens  am  Successful  Farming  magazines 
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PEOPLE 

G.  E/s  Morlock  Wants 

New  Allocations  Study 

IMMEDIATE  allocation  study  of  entire  radio 
spectrum  called  for  Friday  night  by  William  J. 
Morlock,  general  manager  of  General  Electric 

Co.'s  Technical  Products  Department,  Syracuse. 
Pressure  groups  and  publicity  have  centered 
attention  on  uhf-vhf  allocation  problem  when 
in  reality  basic  problem  encompasses  effective 
use  of  entire  spectrum,  he  asserted.  He  urged 

overall  study  be  made  "lest  future  progress 
in  the  nation's  communications  system  grinds 
to  a  halt." 

In  address  prepared  for  delivery  to  eighth 

graduating  class  of  Syracuse  U's  Radio  and 
Television  Center,  Mr.  Morlock  noted  that 

latest  allocation  study  was  made  by  industry- 
formed  Radio  Technical  Planning  Board  in 
conjunction  with  FCC  in  1941;  said  that  since 

then  "expansion  of  the  communications  field 
in  the  electronics  industry  has  been  so  rapid 
that  future  growth  is  being  seriously  curtailed 

by  lack  of  spectrum  space  in  many  services." 
Electronics  industry,  he  ventured,  again  would 
cooperate  with  FCC  in  overall  allocations 
study. 

He  singled  out  emergency  services  (police, 
fire,  etc.)  and  common  carrier  operations  among 
those  handicapped  for  lack  of  additional  space 

under  current  allocations,  aside  from  tv  prob- 
lem. 

WHAM  Changes  Hands 

OWNERSHIP  and  operation  of  WHAM  AM- 
FM-TV  Rochester,  N.  Y.,  is  to  be  assumed  to- 

day (Monday)  by  Transcontinent  Television 
Corp.,  according  to  David  C.  Moore,  president 
of  TTC.  Within  few  days  Riggs  &  Greene  Inc., 

operating  WELM  Elmira,  N.  Y.,  KVOR  Colo- 
rado Springs  and  WAIR-AM-FM  Winston- 

Salem,  N.  C,  will  take  over  WHAM-AM-FM, 
bought  last  June.  TTC  acquired  WHAM  group 

last  spring  for  $5.1  million,  from  Stromberg- 
Carlson  Corp.,  General  Dynamics  Corp.  divi- 

sion. William  Fay,  longtime  WHAM  general 

manager,  will  continue  with  WHAM-TV  along 
with  other  key  personnel.  WHAM-TV  call  let- 

ters are  to  be  changed.  TTC  operates  WSVA- 
TV  Harrisonburg,  Va.,  and  WGR-TV  Buffalo. 

Whitney  Financing  Filed 

PURCHASE  of  Universal  Broadcasting  Co.  sta- 
tions in  Indianapolis  (WISH-AM-TV)  and  Fort 

Wayne  (WINT  [TV]  and  WANE)  for  $10  mil- 
lion by  J.  H.  Whitney  &  Co.  (see  story  page  27) 

will  be  financed  by  bank  loans,  stock  and  Whit- 
ney advance,  according  to  FCC  application  filed 

late  Friday.  First  National  City  Bank  of  New 
York  is  loaning  $2.5  million  at  4%  interest  for 

three  years.  Bankers  Trust  Co.  is  loaning  $5 
million  at  4Vi  %  interest  for  five  years.  Whitney 
firm,  besides  advancing  $1  million  to  its  new 
wholly-owned  Indiana  Broadcasting  Corp.,  will 
subscribe  to  250,000  shares  of  $1  common 

stock  and  12,500  shares  of  5%  cumulative  pre- 
ferred stock  at  $100,  or  $1.5  million. 

Broadcasting    •  Telecasting 

at  deadline 

TRENDEX  PICKS  GOP 

TV  coverage  of  Republican  convention 
outdrew  Democratic  coverage,  according 
to  Trendex  report  Friday. 

Monday-Friday  average  rating  for 
Republicans  was  34.4,  for  Democrats 
29.9.  Norm  for  year  in  same  periods  is 
34.6. 

Monday-Friday  average  sets-in-use  for 
Republicans  was  48,  for  Democrats  42.4. 
Conventions  increased  sets-in-use  for 
which  normal  figure  is  41.5. 

Examiner  Recommends  FCC 

Finalize  WLBR-TV  Sale 

AN  FCC  hearing  examiner  Friday  recom- 
mended that  Commission  affirm  its  November 

1955  action  approving  purchase  of  ch.  15 
WLBR-TV  Lebanon,  Pa.,  by  Triangle  Publica- 

tions Inc.  Initial  decision,  issued  by  Examiner 
J.  D.  Bond,  recommended  denial  of  protests  to 
purchase  filed  by  four  Pennsylvania  uhf  stations 
— WCMB-TV  (ch.  27),  WHP-TV  (ch.  55). 
WTPA  (TV)  (ch.  71).  all  Harrisburg.  and 
WHUM-TV  Reading.  Triangle  (Walter  H.  An- 
nenberg  and  family)  bought  WLBR-TV  from 
Lebanon  Tv  Corp.  for  $115,000  plus  assump- 

tion of  $125,000  in  obligations,  proposing  to 

operate  station  as  partial  satellite  of  Triangle's 
WFIL-TV  Philadelphia,  until  full  local  pro- 

gramming is  feasible. 
Protestants  had  charged  among  other  things 

that  purchase  would  give  Triangle  undue  con- 
centration of  media  control,  that  WLBR-TV 

would  be  used  in  "bonus"  arrangement  with 
WFIL-TV  and  that  satellite  plans  would  pre- 

clude establishment  of  local  tv  service  in  Leb- 
anon. Examiner  Bond  said  all  charges  were  un- 

true. He  reasoned  that  Triangle  utilization  of 
ch.  15  (dormant  since  1954)  would  provide 
needed  local  service. 

Triangle  owns  WFIL-AM-FM-TV;  WNBF- 
AM-TV  Binghamton,  N.  Y.;  WNHC-AM-FM- 
Tv  New  Haven.  Conn.,  WFBG  (TV)  Altoona, 
Pa.,  50%  of  WHGB  Harrisburg,  and  publishes 

Philadelphia  Inquirer,  Tv  Guide  and  other  pub- 
lications. 

Capitol  Music  Library 

Offered  to  Radio-Tv's IN  what  amounts  to  virtual  entry  into  music 

library  service  field  for  radio-tv  stations  in 
competition  with  long-established  firms  like  As- 

sociated Program  Services  (Muzak  subsidiary), 

BMI,  RCA  Thesaurus  and  Sesac,  Capitol  Rec- 
ords Inc.  has  announced  offer  of  its  full  basic 

popular  record  output  (guarantee  of  70  albums 
annually)  plus  cue  sheets,  background  notes  and 
file  cards  to  stations  for  $15  per  quarter  to 
cover  handling  costs. 

Basic  package  of  70  best-selling  albums  is 
available  for  flat  $1.60,  Hollywood  record  firm 
said.  Single  popular  records  will  continue  to 
be  available  on  no-charge  basis.  Record  firms 
previously  have  not  been  successful  in  charging 
stations  for  promotional  records  but  Capitol  is 

said  to  be  first  to  attempt  "library  service"  of 
album  on  handling-cost  basis. 

PETER  B.  JAMES,  manager  of  WJAR-TV 
Providence  for  past  18  months,  resigns  effective 

Sept.  1.  GEORGE  O.  GRIFFITH,  vice  presi- 
dent and  treasurer  of  Outlet  Co.,  licensee  of 

station,  will  assume  managerial  duties.  Mr. 
James  and  wife  will  leave  for  two-month  tour 
of  Europe  Sept.  8. 

DAVID  J.  HOPKINS,  sales  director  of  CBS- 
Columbia,  named  vice  president  and  general 
executive  of  McCann-Erickson,  effective  Sept. 

17.  He  will  be  assigned  to  agency's  planning 
and  development  division  and  report  to  Staff 
Vice  President  Anthony  Hyde. 

KINGMAN  T.  MOORE,  of  Young  &  Rubicam, 
and  before  that  with  Benton  &  Bowles  and 

NBC,  to  tv-radio  department  of  Ted  Bates  & 
Co.  as  a  supervisor.  He  will  be  assigned  to 

agency's  Hollywood  office  after  temporary  as- 
signment in  New  York  office. 

BYRON  GOODELL,  formerly  with  Meeker 
Co.,  station  representative,  to  NBC  Spot  Sales, 
N.  Y.  Mr.  Goodell  also  has  been  with  CBS  in 
administrative  capacity. 

DONALD  GOLDSMITH,  account  executive, 
CBS-TV  Film  Sales,  Chicago,  named  office 
manager,  succeeding  WILLIAM  PERKINSON, 
recently  appointed  manager  of  Los  Angeles 
office  of  CBS-TV  Film  Sales. 

BUSINESS  BRIEFLY 

(Continues  from  page  7) 

syndicated  tv  film  adventure  series  in  approxi- 
mately 15  midwest  and  northeast  markets  be- 
ginning Sept.  15.  At  same  time.  Chunky  will 

launch  10-second  ID  test  run  in  five  or  six  mar- 
kets.  Grey  Adv.,  N.  Y..  is  agency. 

TOP  MAKET  COVERAGE  •  Lever  Bros'. 
Lifebuoy  deodorant  soap  will  launch  its  regular 
eight-week  fall  radio  campaign  Sept.  17  through- 

out top  U.  S.  markets.  Well  over  100  stations 
are  said  to  be  scheduled.  Agency:  Sullivan, 
Stauffer,  Colwell  &  Bayles,  N.  Y. 

FALL  CAMPAIGN  •  Howard  Stores  Corp., 
national  chain  of  83  clothing  shops,  expected 

to  resume  broadcast  advertising  in  mid-October 
when  it  launches  13-week  radio  spot  campaign 
in  eastern  markets  and  possibly  Midwest.  Peck 
Adv.,  N.  Y.,  is  agency. 

SPUD  SPLURGE  •  Philip  Morris  Co.,  N.  Y., 

expected  to  wrap  up  last  of  introductory  cam- 
paigns for  its  revived  brand,  Spud  mentholated 

cigarettes,  starting  Sept.  10  when  it  launches 
four-week  tv  spot  campaign  in  Philadelphia, 

Washington,  D.  C,  Baltimore,  Richmond,  Nor- 
folk, and  Louisville.  Agency:  Ogilvy,  Benson 

&  Mather. 

MONTANA  LINEUP  •  Great  Falls  Brewery, 
through  Wendt  Adv.,  both  Great  Falls,  Mont., 

has  purchased  ABC  Film  Syndication's  Kieran's 
Kaleidoscope  for  showing  on  KOOK-TV  Bill- 

ings, KGVO-TV  Missoula,  KXLF-TV  Butte 
and  KFBB-TV  Great  Falls,  all  Mont. 

DOVE  ENTERS  CHICAGO  •  Lever  Bros.' 
new  beauty  soap,  Dove,  enters  Chicago  with 
52-week  tv  introductory  campaign  on  four 

stations  starting  today  (Mon.).  Campaign,  con- 
ducted through  Ogilvy,  Benson  &  Mather,  is 

being  supplemented  by  four-week  radio  drive starting  same  day. 

SIMONIZ  SPOTS  •  Simoniz  Co.,  Chicago, 

buying  "few  selected  markets"  for  10-week 
radio  spot  campaign  for  "SNS"  (non-scuff) floorwax  starting  Sept.  10.  Agency:  Sullivan, 
Stauffer,  Colwell  &  Bayles,  N.  Y. 
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the  week  in  brief 

Broadcasting  Publications  Inc. 
Sol  Taishoff 

President 

$16  MILLION  IN  STATION  SALES 

Whitney  gets  McConnell  properties 

(WISH-AM-TV  Indianapolis,  WANE- 

WINT  [TV]  Fort  Wayne)  for  $10  mil- 

lion; sales  of  WIND  Chicago  and 

WEHT  (TV)  Evansville,  Ind.,  just 

about  complete  27 

CONVENTIONS:  CHANGE  NEEDED? 

End  of  party  nominating  conclaves 

leaves  many  broadcasters  and  politi- 

cians with  feeling  that  something  must 

be  done  to  streamline  overlong  ses- 

sions  28 

STEVENSON  ON  ALL-NETWORK  START 

Democratic  presidential  candidate  will 

kickoff  his  campaign  Sept.  13  with 

simulcast  on  four  radio  and  three  tv 

networks    36 

TV  NETWORK  GROSS  UP  20% 

Increased  automotive  advertising 

sparks  rise  in  gross  time  sales  of  tele- 
vision networks  for  June  and  first  six 

months  of  this  year  over  last  40 

MENTHOLATUM'S  TIME  BUYS 

Cold  remedy  maker  allocates  over 

$500,000  for  fall-winter  spot  cam- 

paigns on  radio  and  television  49 

BORG'S  ONE-DAY  TV  DRIVE 

Wisconsin  fabric  firm  allocates  $20,- 
000  for  its  tv  debut  in  28  cities,  with 

campaign  concentrated  into  a  single 

day   64 

FILM  SALE  NETS  $15  MILLION 

Warner  Brothers  Pictures  Inc.  tells 

stockholders  that  the  $21  million  sale 

of  its  library  to  PRM  produced  profits 

of  $15.25  million  after  taxes  .    .  68 

departments 

WOR-TV  PROGRAMS  88%  FILM 

General  Teleradio  New  York  tv  sta- 
tion negotiating  for  lease  of  MGM 

library  as  it  revamps  schedule  for 

mostly  film  programming   69 

TV-SPORTS  CENTER  PLANNED 

Queens  County  (N.  Y.)  Chamber  of 

Commerce  announces  plans  to  con- 

struct a  $500  million  "tv  and  sports 
center"    78 

FOOTBALL  BROADCASTS  SET 

Radio  and  tv  stations  together  with 

sponsors  complete  plans  for  covering 
1956  fall  gridiron  season  of  college 

and  professional  teams  80 

OMNIBUS'  ODYSSEY 

Origin,  past  and  future  of  award- 
winning  tv  series  is  related  by  Ford 

Foundation  T v-Radio  Workshop  Di- 

rector Robert  Sanded  in  B*T  inter- 
view  85 

ALLOCATIONS  MAIL  HEAVY 

Comments,  counter-comments,  re- 

quests and  appeals  on  FCC's  pro- 
posed allocations  plan  continue  to 

pour  into  Commission  offices  91 

RADIO-TV'S  RELIGIOUS  ROLE 

Is  upheld  by  NARTB  President  Fel- 

lows in  comment  on  inferential  accusa- 

tion of  National  Council  of  Churches 

of  Christ  that  broadcast  media  have 

failed  to  do  their  part  in  advancing  the 

cause  of  religion   96 

WAMASCOPE'  SHOWN 

"Radically  new"  type  of  cathode  ray 

tube  for  tv  or  radar  use  is  introduced 

at  Western  Electric  Show  in  Los 

Angeles   100 
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So  few  Stradivarius  violins  remain  today,  the  value  of  these  fine 

instruments  is  practically  priceless. 

Many  TV  Spots,  too,  already  well  worth  their  cost  last  year,  are  practically 

priceless  today.  That's  why  alert  advertisers  who  secure  Spot  TV  franchises 

in  important  markets  now  will  find  their  investment  spiraling  in  value  in 

the  months  ahead. 

Nothing  approaches  the  impact  and  versatility  of  Spot  TV  in  selling  your 

products  in  every  market. 

May  we  provide  you  with  the  full  information  on  the  most  productive  time 

periods  in  these  major  markets?  There  are  still  a  few  excellent  ones  available. 

WSB-TV  Atlanta 

WBAL-TV   Baltimore 

WGN-TV   Chicago 

WFAA-TV   Dallas 

WESH-TV   Daytona  Beach 

WTVD   Durham-Raleigh 
WICU   Erie 

KPRC-TV   Houston 

WHTN-TV   Huntington 

WJHP-TV   Jacksonville 

WJIM-TV  Lansing 

KARK-TV  Little  Rock 

KCOP  Los  Angeles 

WISN-TV   Milwaukee 

ABC  Pacific  Televisi 

KSTP-TV  Minneapolis-St.  Paul 
WSM-TV  Nashville 

WTAR-TV   Norfolk 

KMTV   Omaha 

WTVH   Peoria 

KCRA-TV  Sacramento 

WOAI-TV  San  Antonio 

KFMB-TV    San  Diego 

KTBS-TV  Shreveport 

WNDU-TV  South  Bend 

KREM-TV    .  i  Spokane 

KOTV   Tulsa 

KARD-TV  Wichita 

Regional  Network 

Represented  By 

Edwan 

THE  ORIGIN 

NEW  YORK  •  CHICAGO  •  ATLAN 
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Petty  &  Co.,  Inc. 

'AT/ON  REPRESENTATIVE 

KTROIT  •  LOS  ANGELES  •  SAN  FRANCISCO  •  ST.  LOUIS 
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# 

KMPC 

1  buy  in 

3  Market 

because: 

KMPC  leads  all 

twenty  Los  Angeles 

independents  and 

three  networks  in 

share  of  audience/ 

at  one  of  the  lowest 

costs-per-thousand 

in  the  whole  U.S. 

*  The  Pulse,  Inc.,  May-June,  1956,  6:00  A.M. 
to  Midnight,  Monday  through  Sunday,  shows 
KMPC  with  an  average  1  2.6  share  of  audience. 

KMPC 

710  kc    Los  Angeles 

50,000  watts  days — 10,000  watts  nights 
Gene  Autry,  President 

Robert  O.  Reynolds,  Vice-Pres.  &  Gen.  Mgr. 

REPRESENTED  NATIONALLY  BY 

AM   RADIO   SALES  COMPANY 

kkkkkkkkkk 
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IN  THE  PUBLIC  INTEREST 

KMAN's  Tips  for  November 

KMAN  Manhattan,  Kans.  added  a  number  of 
pluses  to  its  coverage  of  the  August  primary 

election.  Free  transport  to  the  polls  was  pro- 
vided voters  in  KMAN's  Mobile  Mike.  Latest 

tabulations  were  reported  by  Mobile  Units  di- 
rect from  each  polling  place,  and  after  sign- 

off  time  at  7:30  p.m.,  the  public  was  invited 
to  the  station  auditorium  for  free  refreshments 

while  watching  the  tabulation  board.  Entertain- 
ment was  provided  for  them  by  means  of  re- 

corded music  and  interviews  from  the  local 

scene.  Long-distance  calls  to  state  officials  were 
heard  over  the  speaker  system,  and  three  tele- 

phone lines  were  kept  humming  with  calls  from 
interested  parties. 

WTIX  Gives  Quick  Aid  to  Visitors 

INSTANT  ASSISTANCE  was  given  by  WTIX 
New  Orleans  when  a  listener  called  Eddie 

Clarke,  "The  Morning  Mayor,"  to  say  that  her 
Arizona  visitors,  Mr.  and  Mrs.  Armond 

Angulo,  had  left  a  suitcase  behind  con- 
taining travelers'  checks.  She  described  the 

car,  but  didn't  know  the  license  number.  WTIX 
listeners  were  immediately  given  the  descrip- 

tion of  a  car  with  Arizona  license  plates.  Within 
six  minutes,  a  woman  listener  called  to  say 
she  had  spotted  the  car  at  City  Park  and 
stopped  the  Angulos  and  told  them  of  their loss. 

WAPA  San  Juan  Bears  Hurricane 

THE  ARRIVAL  of  Hurricane  Betsy  in  Puerto 
Rico  a  fortnight  ago  kept  station  WAPA  San 

Juan  going  forty-eight  hours.  Destruction  was 
fairy  widespread,  especially  to  coffee,  tobacco 
and  sugar  cane  plantations  on  the  island. 
WAPA  was  busy  before,  during  and  after  the 
storm  hit,  broadcasting  government  and  U.  S. 
Weather  Bureau  bulletins  and  emergency  ad- 

vice to  citizens. 

WERE  Helps  4-H  Fund 

A  PENNY-FOR-PENNY  match  of  fair-goers' 
contributions  to  a  4-H  Club  scholarship  award 
at  The  Cuyahoga  County  Fair  has  been  made 
by  WERE  Cleveland.  That  meant  the  station 

had  to  lay  out  28,595  of  the  copper  coins.  Pen- 
nies were  placed  in  a  20-foot  pole  of  transpa- 

rent plastic.  Atop  the  pole  was  WERE's  Phil 
McLean  to  broadcast  his  nightly  five-hour  show 
from  the  fairgrounds.  A  hydraulic  lift  was 
installed  to  carry  visitors  to  the  top  of  the  pole 
along  with  their  pennies.  Bands,  vocalists, 
comedians  and  recording  artists  appeared  on 

the  WERE  shows  as  a  public-address  system 
broadcast  day-long  activities  and  commercials 
over  the  fairgrounds. 

MILESTONES 

WWRL  30  Years  Old 

WWRL  New  York,  foreign  language  station 
serving  the  metropolitan  area,  enters  its  31st 

year  today  (Monday).  The  station — one  of  the 
pioneers  of  broadcasting — received  its  license 
from  Herbert  Hoover,  then  Commerce  secretary, 
in  mid- 1926  and  actually  began  broadcasting  on 
Aug.  26,  direct  from  the  living  room  of  its 
founder  and  president,  William  H.  Reuman. 

Its  first  foreign  language  program — launched  in 
1928 — was  a  60-minute  German  broadcast  aired 
on  Sundays. 

►  HARRY  NIGOCIA,  WJBW  New  Orleans 
disc  jockey,  has  celebrated  his  30th  year  with 
the  station. 

Patients  Plead  Own  Case 

FOR  better  than  a  year  WPAG-TV  Ann  Arbor, 
Mich.,  has  been  shedding  light  on  the  long- 
shrouded  problem  of  mental  health  with  its 
Know  Your  State  Hospital  program  carried 
sustaining  for  15  minutes  each  week.  Ypsilanti 
State  Hospital  staff  and  patients  themselves 
appear  on  the  programs  illustrating  hospital 
services,  an  experience  which,  says  the  hospital, 

"has  proven  to  be  definitely  therapeutic  for 

our  patients  .  .  ."  Officials  have  commended 
WPAG-TV  for  "its  responsible  action  in  facili- 

tating community  education  regarding  mental 

health  programs  and  facilities." 
Kiwanis  Radio  Day 

KIWANIS  RADIO  DAY,  tried  out  this  year  in 
Kewanee,  111.,  is  planned  as  an  annual  event. 
WKEI  Kewanee,  hearing  that  local  Kiwanis 
Club  funds  were  depleted  by  heavy  demand  for 

assistance  to  needy  boys  and  girls,  offered  facili- 
ties for  the  special  promotion.  Kiwanis  mem- 

bers sold  radio  advertising  at  regular  rates, 
and  used  the  earnings  to  refill  the  charity  coffer. 

During  Kiwanis  Radio  Day,  members  broad- 
cast during  an  entire  day,  with  WKEI  opera- 

tions in  all  phases  handled  by  Kiwanians. 

In  Support  of  'Jimmy  Fund' A  TOUR  of  Boston  area  drive-in  theatres  is 

planned  by  WBZ-TV's  Big  Brother  Bob  Emery. 
Along  with  Red  Sox  star  Ted  Williams  and 

WBZ  sportscaster  Curt  Gowdy,  he'll  appear 
to  collect  for  the  "Jimmy  Fund"  for  children's 
cancer  research.  Dr.  Sidney  Farber,  scientific 

director  of  the  Children's  Cancer  Foundation, 
has  already  been  presented  a  check  for  $26,- 
186.32  collected  earlier  by  Big  Brother  over 
WBZ-TV. 

Grand  Prize  Is  Grand  Tour 

A  WARNING  to  "Remember:  haste  makes 

wakes;  use  brains  instead  of  brakes,"  won  for 
George  J.  Mayer  of  Clarksville,  Iowa,  listener 
to  KSMN  Mason  City,  Iowa,  a  trip  for  two 
to  Europe  for  32  days.  Award  of  the  grand 

prize  climaxed  a  15-week  safety  contest  on 
KSMN  which  also  featured  several  prizes  each 
week.  All  expenses  for  the  grand  prize  were 
underwritten  by  KSMN. 

MD  Telethon  Planned 

WGR-TV  Buffalo,  in  cooperation  with  the  195< 
Muscular  Dystrophy  campaign,  will  air  a  16 
hour  fund-raising  telethon  Sept.  15-16  direc 
from  Buffalo's  Memorial  Auditorium.  Proceed; 
of  the  program  will  go  to  the  Western  Nev 
York  Patient  Service  Program,  the  Musculai 
Dystrophy  Association  and  other  groups  work 
ing  on  various  aspects  of  MD. 

►  WBOW  Terre  Haute,  Ind.,  has  celebrated  it 
29th  birthday. 

►  NAT  L.  COHEN,  station  manager,  WGI 

Buffalo,  celebrates  his  25th  year  with  the  sta 

tion  this  month.  WAYNE  A.  CHILSON,  WGI 

supervisor  of  technicians,  has  celebrated  hi 

27th  anniversary  with  the  station. 

►  WOW-TV  Omaha,  ch.  6,  will  observe  if 
seventh  anniversary  Aug.  29. 

►  Community  Auditions,  WBZ-TV  Boston' 
showcase  for  young  talent  (Sunday,  12:30  p.m.f 
has  celebrated  its  sixth  birthday. 
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HAVE   YOU  HEARD? 

5,000  W  on  570  KC 

is  now  the 

MUTUAL  NETWORK 

station  for 

WASHINGTON,  D.C 

NOW    ..  an  MBS-owned 

and  operated  station  for  the 

very  first  time  for  the  vital 

Washington  market. 

NOW  •      new  listeners  for 

the  best  of  Mutual  programming 

added  to  the  vast,  loyal 

Good  Music  audience. 

Wendell  B.  Campbell  —  National  Sales  Mgr.  —  New  York 

NATIONAL  REPRESENTATIVES:  ADAM  YOUNG,  INC. 

New  York  22,  N.  Y.(  477  Madison  Ave.  •  Boston  16,  Mass.,  Statler  Office  Bldg.  •  Chicago  2,  III.,  55  East  Washington  St. 

St.  Louis,  Mo.,  7  N.  7th  Street  •  Los  Angeles  28,  Calif.,  Guaranty  Bldg. —  6331  H'wood  Blvd.  •  San  Francisco,  Calif.,  593  Market  Street 



STRIP  FOR  ACTION  .  with  TV's 

^  Consistently  out-rates  competitors 

^  Each  show  a  full  hour . . .  loaded 



most  profitable  hour  strip! 

man  or  mouse  > 

f* 

with  spot  advertisers  daily! 

k  50%  adults  every  time- 

a  daytime  bonanza! 

^  National  spot 

advertisers  galore  —  all  ridin* 

high  with  the  "Best  from  the  West"  . . . 

Alka  Seltzer,  Montgomery  Ward,  Arrid, 

National  Dairies,  Chef  Boy-ar-dee,  Poll 

Parrot  Shoes,  Reddi-Wip,  Prince  Macaroni, 

Hostess  Cup  Cakes,  Top  Value  Stamps, 

and  others  (more  on  next  page). 

*  Who's  afraid  of  the  big,  bad  Mouse? 

June  ARB's  tell  an  amazing  story.  Please  ask  us  for  it. 

STATIONS!  Buy  this  series 

along  with  MCA  TV's 
Western  Features  starring 

Roy  Rogers  (next  page) 

for  a  rootin'-tootin'-shootin' 

package  of  123  first-run, 

year-round  spot  carriers. 

hour-long  features 

made  by  Republic  Pictures 

Corporation  and  available 

to  local  advertisers 

and  stations  from 

AMERICA'S  NO.  1  DISTRIBUTOR  OF  TELEVISION  FILM  PRO  .-.AMS 
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it  Consistently  out-rates  competitor 

^  Each  show  a  full  hour . . .  loadei 



most  profitable  hour  strip! 

man  or  mouse  > 

r* 

with  spot  advertisers  daily! 

^  50%  adults  every  time 

a  daytime  bonanza! 

* National  spot 

advertisers  galore  —  all  ridin' 

high  with  the  "Best  from  the  West"  . . . 

Wonder  Bread,  Nabisco,  My-T-Fine, 

Baker's  Chocolate,  Bosco,  Toni,  Revlon, 

Snow-Crop,  Robert  Hall  Clothes, 

Beeman's  Gum  (more  on  previous  page). 

*  Who's  afraid  of  the  big,  bad  Mouse?  ̂  

me  ARB's  tell  an  amazing  story.  Please  ask  us  for  it. 

STATIONS!  Buy  this  series 

along  with  MCA  TV's 

Western  Features  starring' 
Gene  Autry 

for  a  big  total  of  123 

first-run,  year-round 

spot  carriers. 

hour-long  features 

made  by  Republic  Pictures 

Corporation  and  available 

to  local  advertisers 

and  stations  from 

AMERICA'S  NO.  1  DISTRIBUTOR  OF  TELEVISION  FILM  PROGRAMS 



Memo  from: 

B.  C.  BARTH 

«,  C
o-  ■ 

Source:  ARB  February 

Bernie  Barth,  Gen.  Mgr. 
Tom  Hamilton,  Sales  Mgr. V 

W  N  D  U  TV 

CHANNEL  46 

OPEN  MIKE 

Graphic 
EDITOR: 

As  always,  I  enjoyed  reading  this  week's 
[Aug.  13]  copy  of  B»T. 

The  report  dealing  with  "Films  for  Fall"  was 
enlightening  and  gave  me,  personally,  a  graphic 

picture  of  our  over-all  competition  for  the  com- 

ing year  .  .  . 
Your  publication  continues  to  do  an  excel- 

lent job,  so  all  that's  left  is  for  me  to  wish  you 
every  possible  success. 

Arthur  Gross,  Asst.  to  Pres. 
Guild  Films,  New  York 

Surprise 
EDITOR: 

I  was  surprised,  pleased  and  frankly  flattered 
to  see  the  story  in  the  On  All  Accounts 
column  of  June  18.  .  .  . 

Your  coverage  of  news  and  notes  in  the  field 
is  excellent.  Know  that  all  the  alert  people  on 
my  side  of  the  desk  feel  the  same  way  and 
depend  upon  B*T  to  keep  up  with  what  is  going 
on  around  them. 

Mildred  P.  Wrenn,  Media  Dir. 
Richard  N.  Meltzer  Adv.  Inc. 
San  Francisco 

Happy  Birthday 
EDITOR: 

You  may  have  already  spotted  the  fact  that 

Aug.  26  is  Lee  de  Forest's  83rd  birthday,  but 
if  not,  I  am  sure  you  won't  mind  my  calling 
your  attention  to  it.  This  year,  of  course, 
marks  the  50th  anniversary  of  the  invention 
of  the  audion  tube. 

Lee  and  his  lovely  wife  are  traveling  in 
Europe.  I  have  just  had  a  note  from  Lee  from 
Innsbruck,  Austria,  dated  Aug.  12,  in  which  he 
says  he  is  driving  from  there  to  Salzburg  for 
the  music  festival  and  then  to  Vienna,  where 
he  has  never  been  and  where  he  will  celebrate 
his  83  rd  birthday  with  a  waltz. 

Carl  Haverlin,  Pres. 
Broadcast  Music,  Inc.,  New  York 

A  Teenager  Speaks  Up 

EDITOR: 

In  the  Aug.  20  B*T  there  appeared  a  letter 
dealing  with  the  problem  of  music  balance  in 
relation  to  the  demands  of  certain  segments  of 
the  listening  audience.  .  .  .  Mr.  Terrell  said: 

"Teenagers,  and  others  of  similar  mentality,  pro- 
vide the  biggest  response  to  any  popular  music 

programming.  .  .  ."  He  went  on  to  draw  the 
conclusion  that  any  music  program  designed  to 

cater  to  this  response,  "results  in  the  degenera- 
tion of  the  station's  music  to  the  lowest  common 

denominator.  .  .  ." I  am  forced  by  my  position  as  a  teenager  to 
ask  Mr.  Terrell  some  pointed  questions.  First, 

what  does  he  mean  by  "teenagers,  and  others  of 
similar  mentality?"  Surely  he  cannot  be  so  reck- 

less as  to  apply  to  all  teenagers  a  status  of  men- 
tality below  that  of  the  general  population.  He 

cannot  be  so  unkind,  or  so  incorrect  as  to  be- 
lieve that  teenagers  as  a  group  are  some  sort  of 

lower  class  which  must  be  kept  down  for  fear 

that  its  primitive  tastes  will  rot  the  entire  cul- 
ture. .  .  . 

The  second  comment  has  to  do  with  Mr. 

Terrell's  personal  views  about  types  of  music, 
which  he  slyly  attempts  to  pass  off  as  general 
truths.  Do  not  assume  for  a  moment,  Mr.  Ter- 

rell, that  everyone  concurs  with  your  blanket 

condemnation  of  music  enjoyed  by  "teenagers, 
and  others  of  similar  mentality."  It  is  true  that 
we  enjoy  popular  music.  It  is  true  that  today's 
current  popular  music  is  largely  rock-and-roll. 
But  it  is  not  necessarily  true  that  rock-and-roll 

is  the  "lowest  common  denominator"  of  music. 
Finally,  apart  from  his  comments  about  teen- 

agers and  common  denominators,  Mr.  Terrell 
suggested  the  advisability  of  allowing  the  FCC 
to  set  up  and  enforce  a  program  of  greater 
broadcast  material  control.  Any  such  idea  hor- 

rifies me,  as  it  does  thousands  of  radio  and  tv 
broadcasters  who  even  now  are  viewing  with 
gimlet  eye  the  increased  monitoring  activities 
of  the  Federal  Trade  Commission.  Surely,  Mr. 
Terrell,  you  will  allow  us  to  handle  our  own 
affairs  in  the  industry  without  calling  in  any 
federal  agency.  The  present  FCC  restrictions 
are  quite  enough,  I  should  think.  We  have  no 
need  of  further  bans. 

Bob  Lakin 
KXEL  Waterloo,  Iowa 

Fair  Broadcasts 

EDITOR: 

I  thought  I'd  drop  you  a  line  and  a  picture 
of  what  we  think  is  the  ideal  set-up  regard- 

ing fair  broadcasts,  etc.  I  know  this  has  been 
a  problem  wth  a  lot  of  small  stations  that  de- 

pend a  great  deal  on  county  fairs  to  supple- 
ment their  summer  billing. 

KJAN  already  has  set  up  control  room  oper- 
ations at  five  county  fairs  with  four  more  to  go. 

We  set  up  an  entire  control  room,  as  seen  in 
the  picture,  complete  wth  turntables,  control 
board,  mikes,  record  library,  amplifier  and 
speakers.  When  buying  new  equipment  for 
our  control  room,  we  kept  our  older  equip- 

ment for  just  such  a  purpose.  It  not  only 
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makes  a  better,  more  professional  appearance, 
but  it  has  placed  our  gross  four  times  greater 

than  in  past  years.  Every  sustaining  quarter- 
hour  and  spot  has  been  sold  at  every  fair.  Our 
remote  control  room  has  done  more  than 
that,  however  ...  we  have  made  lucrative 
contacts  and  signed  a  few  additional  contracts 
for  future  use  during  these  fairs.  It  all  goes 
back  to  the  fact  that  we  believe  radio  has  one 
thing  to  sell  .  .  .  showmanship  .  .  . 

Robin  R.  Morrow,  Pres. 
KJAN  Atlantic,  Iowa 

Telecasting  Map 

EDITOR: 

Your  map  of  the  nation's  television  facilities 
has  proven  most  useful  to  us.  The  map  which 
we  are  at  present  using  was  released  by  you 

on  Oct.  1,  1954.  Do  you  have  a  more  up-to- 
date  or  will  a  new  one  be  released  soon? 

Please  advise  the  writer  as  we  would  like 

to  order  some. 
Ed  Dalton,  Asst.  Sales  Mgr. 
Peter  Paul  Inc. 
Naugatuck,  Conn. 

[EDITOR'S  NOTE:  B-T's  newest  TELECASTING 
MAP  has  just  been  published.  This  29x42-inch 
map  locates  cities  with  tv  facilities,  coaxial  cable 
and  microwave  radio  relay  routes  for  both  black- 
and-white  and  color  and  projected  intercity  con- 

nections. Single  copy  $1.  Quantity  rates:  $4.50 
for  5  copies,  $8.50  for  10;  $20  for  25,  $37.50  for 
50,  $52.50  for  75  and  $70  for  100  copies.] 
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ON  THE  AIR 

FACT  NO.  1 

Highest  Television 

Antenna  in  the  U.S.A. 

10,876'  Above  Sea  Level 

4,270'  Above  Average  Terrain 

■25 

FACT  NO.  3 

Record  Breaking  Coverage 

Providing  thousands 

of  New  and  Bonus 

Television  Homes 

ABC  Network 

122  Tulane,  S.  E. 

Phone  5-8716 

TWX  AQ-187 

FACT  NO.  2 

Maximum  Legal  Power Over  300% 

Greater  Than  Any 

Competitor 

4=
 

"CERTIFIED" 
MEASURED  COVERAGE 

MAP  AVAILABLE 

Walter  Stiles 
VICE  PRESIDENT  &  GENERAL  MGR. 

David  Carpenter 
VICE    PRESIDENT    &    SALES  MGR. 

ALBUQUERQUE,    NEW  MEXICO 



When  Hawaiian  Punch  readied  its  1956 

summer  advertising  campaign  for  its 
new  Southern  California  soft  drink, 

"Hula  Highball,"  Al  Atherton  of 
Atherton  Advertising  Agency,  Los 
Angeles,  checked  food  broker  Waldo 

Woods  of  Waldon  Pacific  Company  for 
media  recommendation.  Woods  asked 

his  nine  field  salesmen;  they  asked 
their  key  grocery  accounts. 

Result:  The  enth'e  consumer  advertis- 
ing budget  for  Hula  Highball  went  to 

saturation  spots  seven  days  a  week  on 

radio  KBIG,  covering  all  eight  South- 
ern California  counties  from  Catalina. 

"We  had  nothing  but  warm  regard 
for  KBIG  from  past  experiences," 
says  Broker  Woods.  "Now  we  find 
that  the  grocery  trade  shares  our 
feeling  that  repetition  on  KBIG  is  the 
effective  and  efficient  way  to  tell  a 

food  story  to  all  Southern  California." 

Four  supermarket  chains  and  fifty- 
one  grocery  product  manufacturers 

are  joining  Hula  Highball  in  making- 
food  the  Number  1  business  category 
on  KBIG.  .  .  .  the  Giant  Economy 
Package  of  Southern  California  Radio. 

Any  KBIG  or  Weed  man  will  be  glad 
to  provide  more  detailed  food  for 
thought. 

JOHN  POOLE  BROADCASTING  CO. 
6S40  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 

our  respects 

to  GLENN  MARSHALL  Jr. 

PUTTING  a  television  station  on  the  air  when 

there  was  not  yet  a  single  receiver  in  the  out- 
let's area  is  outstanding  among  numerous  pro- 

gressive projects  in  the  broadcasting  industry 
launched  by  Glenn  Marshall  Jr. 

The  year  was  1949;  the  station,  WMBR-TV 

Jacksonville,  Fla.  And  Mr.  Marshall's  faith  in 
the  new  medium — it  just  grew  out  of  a  career 
in  broadcasting  that  dates  back  to  the  early 

days  of  radio. 
The  46-year-old  president  of  WMBR-AM- 

FM-TV  had  his  first  experience  in  radio  as  far 
back  as  1928.  In  that  year,  his  family  moved 
from  Atlanta,  Ga..  to  Birmingham,  Ala.,  and 
his  father,  who  operated  a  restaurant,  bought 
into  WBRC  Birmingham. 

A  year  later,  young  Glenn  went  to  Washing- 
ton, D.  C.,  to  attend  George  Washington  U. 

At  the  same  time  he  took  courses  at  Loomis 
Radio  College  in  that  city,  and  along  with  the 
certificate  he  received  from  the  latter  school, 

he  was  given  a  Dept.  of  Commerce  radio  li- 
cense on  an  old  spark  transmitter — one  of  the 

last  of  its  kind  given  out  and  a  license  which 
Mr.  Marshall  is  extremely  proud  to  have  earned. 

Following  a  brief  stint  at  WOL  Washington, 
he  returned  to  Alabama  and  finished  his  school- 

ing at  the  U.  of  Alabama.  Like  thousands  of 
others  who  were  graduated  from  college  in 
those  depression  days,  he  wandered  around  for 
months  before  finding  a  job.  The  job  he  finally 
got,  in  the  credit  and  collection  department 
of  International  Harvester  Co.,  was  a  far  cry 
from  the  radio  field. 

In  1934,  however.  Mr.  Marshall  and  two 
acquaintances  scraped  together  enough  money 
to  purchase  WMBR  Jacksonville,  then  a  250 
watter.  The  three  men  began  operating  under 
the  imposing  name  of  the  Florida  Broadcasting 

Co.  and  Mr.  Marshall's  first  title  was  secretary- treasurer. 

"Actually,  I  was  permitted  to  keep  the  books, 
clean  out  our  one  studio,  write  the  scripts,  get 
out  on  the  street  and  sell  time,  act  as  engineer, 
announcer  and  general  chief  cook  and  bottle 
washer,"  he  recalls. 

Happy  Selection 
The  selection  of  Jacksonville  for  a  radio  sta- 

tion eventually  turned  out  to  be  a  happy  one. 

But  Mr.  Marshall  hastily  adds  that  "during  the 
early  days  of  the  station,  trying  to  get  people  to 
buy  time  on  that  newfangled  gadget  was  pretty 
difficult. 

"The  first  sale  was  the  toughest,  but  I  finally 
picked  up  a  $50-a-month  account — the  top  ac- 

count in  the  shop  at  the  time.  And  it  remained 

on  top  for  a  long  time." 
In  1948,  WMBR  went  to  5  kw  and  Mr.  Mar- 

shall was  promoted  to  the  position  of  director 
of  local  and  national  sales.   About  this  time. 

the  Florida  Broadcasting  Co.  branched  into 
the  television  field  and,  on  Oct.  16,  1949, 

WMBR-TV  went  on  the  air,  even  though  the 
area  was  without  a  single  television  receiver  at 
the  time. 

When  the  Washington  (D.  C.)  Post  bought 
WMBR  Radio  and  WMBR-TV  in  January 
1953,  Glenn  Marshall  was  appointed  president 
of  the  combined  operations.  At  the  same  time 
he  was  appointed  to  the  board  of  directors  of 

the  Post's  broadcast  division.  WMBR  operates 
on  1460  kc  with  5  kw  and  ABC  and  CBS-affil- 

iated WMBR-TV  is  on  ch.  4  with  100  kw. 

The  Post's  other  broadcast  properties  are 
WTOP-AM-FM-TV  Washington. 

Active  in  Community 

Mr.  Marshall  long  has  been  active  in  many 
phases  of  community  activity.  He  is  on  the 
board  of  directors  of  the  Florida  National  Bank 

and  is  past  president  of  the  Florida  Advisory 
Board.  He  is  a  vice  president  of  the  Jacksonville 
Chamber  of  Commerce  and  vice  president  of 
the  Gator  Bowl  Assn.,  which  annually  puts  on 

one  of  the  nation's  outstanding  New  Year  foot- 
ball spectacles. 

His  activities  in  the  broadcasting  industry 

take  up  an  equally  important  part  of  his  time. 
He  has  been  a  member  of  the  CBS  Advisory 
Board  since  1945  and,  from  1950  to  1955, 
acted  as  chairman  of  the  group.  He  also  is  a 
member  of  the  Radio  Pioneers  club. 

Mr.  Marshall's  enthusiasm  and  faith  in  the 
television  portion  of  the  broadcast  field  is  de- 

scribed by  co-workers  as  "unwavering." 
"Although  he  misses  the  early  days  of  tele- 

vision with  its  helter-skelter  routines  almost  as 
much  as  he  missed  the  earlier  days  of  radio,  he 
looks  for  the  future  to  be  even  more  interest- 

ing," said  one  of  them. 
At  the  present  time,  Mr.  Marshall  is  looking 

forward  to  improving  his  television  setup  in 
Jacksonville.  Construction  of  a  new  tower 

already  is  underway,  and  plans  for  expansion 
of  studio  and  plant  facilities  for  the  future  are 
being  studied. 

His  basic  philosophy  concerning  the  role  of 

a  broadcaster  is  a  simple  one:  "A  top  reputation 
created  by  first-rate  people  in  a  dynamic  com- 

munity where  all  types  of  projects,  both  com- 
munity public  services  and  commercial  suc- 

cesses, may  be  enjoyed  by  all  concerned." 
Mr.  Marshall  is  married  to  the  former  Ma- 

rion Dell,  a  native  of  Oklahoma,  and  they  have 
one  daughter,  Ann,  who  is  a  junior  at  Duke  U.. 
Durham,  N.  C.  Despite  a  heavy  work  schedule. 
Mr.  Marshall  occasionally  finds  time  for  a 

game  of  golf,  his  favorite  leisure-time  activity. 
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WEBC  RADIO 

Leads  All  Other 

Duluth  Superior  Stations! 

First  in  Audience   (See  Hooper) 

First  in  Coverage  (5000  W) 

First  on  your  Dial  (560  KC) 

First  in  Radio        (Est.  1924) 

TIME WEBC STA.  B STA.  C 

7:00  A.M.  -  12:00  Noon 
47.0 

41.4 
10.2 

12:00  Noon  -  6:00  P.M. 
48.4 31.3 

HOOPER  RATINGS  —  June-July,  1956 

Er
r 
 .  IN  
THE  

DULUT
H  AN

D 

~   SUPER
/OR  

MARKE
T  

AREA/
 

NBC ARROWHEAD 

DULUTH,  MINNESOTA 

Represented  by  Geo.  P.  Hollingbery  Co. 

RADIO  IS  OUR  ONLY  BUSINESS! 
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now WOLF 
IS 

FIRST in  homes 

Share  of  Radio  Audience — C.  E.  Hooper,  April-May, 

1956  (Latest)  (8  am — 6  pm  Monday  thru  Saturday) 

TOTAL 
RATED 
TIME 

PERIODS 

RADIO  SETS 
IN  USE 

STATION 
A 

STATION 
B 

STATION 
C WOLF 

STATION 
E 

9.9 15.5 25.4 9.7 27.1 20.6 

FIRST in  cars 

Car  Listening — C.  E.  Hooper,  November  1953  and  April, 

1954  ( Latest )  ( 7 : 00  am— 7 : 00  pm,  Monday  thru  Friday ) 

TOTAL 

RATED 
TIME 

PERIODS 

RADIO  SETS 
IN  USE 

STATION 
A 

STATION 
B 

STATION 
C 

WOLF 

STATION 
E 

34.5 14.9 16.6 1  1.2 
35.2 21.5 

FIRST 
in  points  of  sale 

Business  Establishments — C.  E.  Hooper,  October,  1955 

(Latest)    (9:00  am — 5:00  pm,  Monday  thru  Friday) 

OVERALL 

RADIO  SETS 
IN  USE 

STATION 
A 

STATION 
B 

STATION 
C WOLF 

STATION 
E 

28.2 20.7 10.9 

14.3 
38.9 13.4 

RATING  for  RATING . 

RATE  for  RATE  in 

CENTRAL 

NEW  YORK  it's 

S  Y  RAC  U  S  E,  N.  Y. 

NATIONAL  SALES  REPRESENTATIVES  THE  WALKER  COMPANY 

M.  BERNARD  FOX 

film  maker 

ALTHOUGH  not  quite  40  years  old,  M. 

Bernard  (Ben)  Fox,  president  of  Ben  Fox  Pro- 
ductions, Hollywood,  has  distinguished  himself 

in  a  number  of  careers — as  a  champion  ice 
skater,  decorated  naval  officer,  community 
civic  leader,  radio  producer,  television  station 
executive,  and  television  film  producer. 

And  despite  these  varied  pursuits,  Mr.  Fox 
originally  intended  to  become  a  lawyer.  He 
was  born  in  Brookline,  Mass.,  on  Oct.  16,  1916, 
and  was  graduated  from  Harvard  U.  with  B.A. 
degree  in  English  and  philosophy.  World  War 
II  interrupted  his  education  at  Harvard  Law 
School  and  he  enlisted  in  the  Navy.  In  college 
and  law  school  days,  Mr.  Fox  concentrated  on 
figure  skating  and  won  three  national  and  the 
North  American  championships  in  the  pairs 
from  1938-40.  He  was  a  member  of  the  U.  S. 
Olympic  team  in  1940  but  the  war  prevented 
the  holding  of  the  competition  that  year. 

It  was  during  his  3V2  year  naval  assignment 
as  an  officer  in  various  parts  of  the  world  that 
Mr.  Fox  decided  to  abandon  his  projected  ca- 

reer in  law  and  turned  to  a  field  in  which  he 
might  make  a  contribution  to  peace.  When  he 
returned  he  formed  the  Brookline  Forum,  an 

extension  of  the  old  New  England  town  meet- 
ing, in  which  the  membership  discussed  and 

received  information  on  significant  national 
and  world  issues.  His  leadership  in  the  organi- 

zation led  to  Mr.  Fox's  appointment  as  New 
England  director  of  the  United  Nations  Assn. 

His  occupational  plan  took  another  detour 
in  1948  when  he  was  offered — and  accepted — 
the  post  of  assistant  manager  of  programming 

and  production  of  DuMont's  WABD  (TV)  New 
York.  The  offer  came  to  Mr.  Fox  because  he 

had  been  successful  in  using  radio  and  televi- 
sion on  behalf  of  the  Forum  and  UN  programs. 

At  DuMont,  Mr.  Fox  supervised  production 
of  programs  which  included  such  personalities 
as  Jackie  Gleason,  Dennis  James,  Guy  Lom- 
bardo  and  Bill  Slater. 

In  1951,  Mr.  Fox  decided  to  launch  his  own 
tv  film  production  company  where  he  could 
put  into  practice  some  of  the  theories  he  had 
evolved  over  a  period  of  years.  Among  the  tv 
film  series  he  has  produced  are  Waterfront,  dis- 

tributed by  MCA  Tv  Film  Syndication  Division: 
Code  3  and  Forest  Ranger,  distributed  by  ABC 
Film  Syndication.  He  currently  is  preparing  an- 

other series,  Harbor  Inn,  which  is  also  planned 
for  ABC  Film  distribution. 
He  lives  in  Brentwood  with  his  wife,  the 

former  Lucy  Pope  of  Boston  and  their  chilJren. 
David,  14  and  Richard.  10.  Mr.  Fox  today 
keeps  fit  playing  golf  and  tennis.  Another  of 
his  hobbies,  closely  allied  to  his  work,  is  keep- 

ing a  library  of  information  on  various  subjects 
that  might  prove  useful  to  him. 
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WKMH 

5000  WATTS 

gains  more  ground 

for  advertisers 

each  and  every  week  with  exciting 

U.  of  M.  FOOTBALL 

From  the  season's  beginning  to  end  .  .  .  avid  Michigan 
football  fans  follow  University  of  Michigan  games  over 

WKMH  like  nobody's  business!  And  why  not?  In  sports, 
as  in  news  and  music,  WKMH  gives  listeners  what  they 

want  most  .  .  .  gets  advertisers  what  they  want  most. 

You  score  more  impressions  for  every  dollar  spent. 

SAVE 

15% 

UP 

TO 

by  Buying  2  or  More  of 
these  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 
Dearborn-         Flint,  Jackson,  Saginaw, 
Detroit  Mich.  Mich.  Mich. 

BUY  ALL  4  STATIONS  SAVE  15% 
BUY  ANY  3  STATIONS  SAVE  10% 
BUY  ANY  2  STATIONS  SAVE  5% 

WKMH 

DEARBORN  -  DETROIT 

Fred  A.  Knorr,  Pres. 
John  Carroll,  Managing  Director 

Represented   By  Headley-Reed 

KNORR roadcasting 
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KTHS (LITTLE  ROCK) 

IS  A  SURE  THING  IN  EXPERIMENT.1 

Advertisers  using  50,000  watt  KTHS  expect,  and  get,  a  lot 

more  than  Metropolitan  Little  Rock.  They 

completely  cover  almost  all  of  Arkansas. 

There's  nothing  speculative  about  KTHS's  reception  in 

Experiment  (Ark.),  for  example.  KTHS  is 

easily  heard  there — just  as  it  is  in  hundreds  of 

other  small  towns  and  cities  throughout  the 

State.  Result:  KTHS  has  interference-free  day- 

time coverage  of  more  than  3-1/3  million 

people! 

Get  all  the  facts  on  KTHS — Basic  CBS  Radio  in  Little 

Rock,  and  your  best  Arkansas  buy! 

KTHS 

50,000  Watts 

CBS  Radio 

BROADCASTING  FROM 

LITTLE  ROCK,  ARKANSAS 

Represented  by  The  Branham  Co. 

Under  Same  Management  as  KWKH,  Shreveport 
Henry  Clay,  Executive  Vice  President 
B.  G.  Robertson,  General  Manager 

10  U  I  S  I  A  N  A 

The  Station  KTHS  Daytime  primary  (0.5MV/M)  area 
has  a  population  of  1.002,758  people,  of  whom  over 
100,000  do  not  receive  primary  daytime  service  from 
any  other  radio  station  .  .  .  Our  interference-free daytime  coverage  area  has  a  population  of  3,372,433. 
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$16  MILLION  STATION  SALES 

SIGNED  OR  BREWING  IN  WEEK 

•  Whitney  buys  McConnell  Indiana  string  for  $10  million 

•  Sale  of  WIND  for  record  radio  price  is  in  negotiation 

©    Evansville  uhf  may  bring  $820,000  from  Cincinnati  group 

STATION  transfers — radio  and  tv — involving 
$16  million  and  pushing  prices  to  new  levels 
were  completed  or  in  the  discussion  stage  at  the 
weekend. 

Largest  deal  involved  the  McConnell  radio-tv 
properties  in  Indianapolis  (WISH-AM-TV)  and 
Fort  Wayne  (WANE-WINT  [TV]).  Papers  were 
signed  late  in  the  week  calling  for  transfer  of 
the  properties  to  J.  H.  Whitney  &  Co.,  New 
York  investment  firm,  for  $10  million,  one  of 
the  largest  transactions  in  industry  history 
[Closed  Circuit,  July  23,  et  seq]. 
An  alltime  record  for  a  radio  station  sale 

appeared  to  be  well  along  toward  the  signature 
stage  Thursday  as  Westinghouse  Broadcasting 
Co.,  figure  in  a  number  of  major  deals,  was 
talking  in  terms  of  $5.3  million  to  Ralph 
Atlass  and  other  owners  of  WIND  Chicago. 
Others,  too,  were  negotiating  for  WIND. 

Also  in  the  negotiation  stage  was  the  sale  of 
WEHT  (TV)  Evansville,  Ind.,  uhf  outlet,  to  a 
Cincinnati  group  for  $820,000.  Conversations 
were  still  under  way  Friday  morning  in 
Memphis.  Among  names  mentioned  as  possible 
members  of  the  proposed  purchasing  group 
were  Henry  Hilberg,  Cincinnati  capitalist,  and 

Hulbert  Taft  Jr.,  president  of  WKRC-AM-TV 
Cincinnati. 

The  $10  million  McConnell-Whitney  sale 
was  announced  jointly  Friday  by  C.  Bruce 
McConnell,  president  of  Universal  Broadcast- 

ing Co.,  owner-operator  of  the  Indiana  prop- 
erties, and  C.  Wrede  Petersmeyer,  partner  in 

J.  H.  Whitney  &  Co.  FCC  papers  were  for- 
mally filed  late  Friday  by  Haley,  Doty  &  Wollen- 

berg,  Whitney  counsel.  Howard  E.  Stark,  sta- 
tion broker,  represented  the  buyer.  The  Mc- 

Connell interests  are  represented  by  Segal, 
Smith  &  Hennessey. 

Mr.  McConnell  is  majority  Universal  stock- 
holder, with  nearly  55%  interest.  Other  sellers 

include  Robert  B.  McConnell,  vice  president- 
general  manager;  Stokes  Gresham  Jr.,  chief 
engineer  of  the  stations;  Frank  E.  McKinney, 
active  Democratic  party  worker;  Earl  H. 
Schmidt;  Samuel  R.  and  Dudley  V.  Sutphin; 
Luke  Walton;  Butler  U.,  and  P.  R.  Mallory  & 
Co.,  Indianapolis  electronic  manufacturer. 
Transfer  of  ch.  15  WINT  to  Universal  was  ap- 

proved by  the  FCC  June  13.  Selling  the 
station  at  that  time  was  Tri-State  Television 
Inc.,  including  R.  Morris  Pierce  and  John  F. 
Patt  (WJR  Detroit),  for  $800,000.  WINT  is 
licensed  to  Waterloo,  north  of  Fort  Wayne. 

Mr.  Petersmeyer  is  president  of  the  100%- 
Whitney-owned  Indiana  Broadcasting  Co., 
which  will  own  and  operate  the  Indiana  prop- 

erties. Robert  B.  McConnell  continues  as 

general  manager  of  WISH-AM-TV.  Directors 
of  Indiana  Broadcasting,  besides  Mr.  Peters- 

meyer, are  the  two  McConnells;  Walter  N. 

Thayer  and  Robert  F.  Bryan,  Whitney  part- 
ners; Howard  Brundage,  Whitney  associate, 

and  Messers.  Gresham  and  McKinney.  John 

Hay  Whitney,  brother-in-law  of  William  S. 
Paley,  CBS  board  chairman,  is  senior  partner 
in  the  investment  firm. 

C.  Bruce  McConnell  said  he  expected  "the 
fine  traditions  of  broadcasting  service  estab- 

lished by  Universal  to  be  continued  under  the 

new  ownership."  Mr.  Petersmeyer  said,  "Uni- 
versal has  an  outstanding  record  of  service  to 

the  people  of  Fort  Wayne  and  Indiana.  \\  e 
value  highly  the  reputation  enjoyed  by  Uni- 

versal and  plan  to  do  everything  possible  to 
perpetuate  the  goodwill  enjoyed  by  these 
Indiana  stations.  We  are  delighted  to  become 
a  part  of  the  rapidly  growing  Indiana  market. 
The  Whitney  firm  is  vitally  interested  in  the 
future  of  the  television  industry  and  believes 
these  new  properties  together  with  those  in 
Tulsa  (KOTV  [TV])  and  Galveston-Houston 
(KGUL-TV)  will  complement  one  another  and 
enable  us  to  provide  even  better  service  to  the 

people  in  all  three  areas." The  Whitney  firm  assumed  ownership  of 
KGUL-TV  Wednesday  through  its  Lone  Star 
Television  Corp.,  which  acquired  90%  of  the 

SALE  contract  for  Universal  Broadcasting 

Co.'s  WISH-AM-TV  Indianapolis  and 
WANE-WINT  (TV)  Fort  Wayne  to  J.  H. 
Whitney  &  Co.  is  signed  by  principals: 

(L  to  r),  seated,  C.  Wrede  Petersmeyer, 
Whitney  partner  and  president  of  KOTV 
(TV)  Tulsa;  C.  Bruce  McConnell,  Universal 

president;  standing,  Robert  McConnell, 

general  manager  of  WISH-AM-TV,  and 
Walter  N.  Thayer,  Whitney  partner. 

stock  of  the  station.  Paul  E.  Taft,  president 
of  Gulf  Television  Co.,  former  owner,  con- 

tinues as  president-general  manager  and  owns 
10%  of  Lone  Star  stock.  The  sale  price  was 
approximately  $4.5  million.  FCC  approval  was 
granted  Aug.  13.  Lone  Star  was  expected  to 
exercise  Friday  its  option  to  buy  the  outstand- 

ing 10%  stock  of  Gulf  Television  from  Wesley 
west  of  Houston.  KOTV  is  90%  owned  by 
the  Whitney  organization,  with  Mr.  Peters- 

meyer as  president-general  manager. 
The  ch.  1 1  KGUL-TV  is  a  basic  CBS  affiliate 

and  recently  completed  a  1,200-foot  tower 
between  Houston  and  Galveston.  Studios  are 
maintained  in  both  cities.  WISH-AM-TV, 
WANE  and  WINT  are  CBS  affiliates.  The 
McConnells  also  control  WHBU  Anderson, 
Ind.,  not  involved  in  the  transaction.  In  pur- 

chasing WINT,  Universal  dropped  a  ch.  69 
permit  for  WANE-TV  Fort  Wayne. 
WISH  operates  on  1310  kc  with  5  kw  D-l 

kw  N.  WISH-TV  has  316  kw  visual  power  on 
ch.  8.  WANE  is  a  250  w  outlet  on  1450  kc.  Ch. 
15  WINT  has  347  kw  visual  power,  directional. 

Ail-Time  Record 

The  proposed  $5.3  million  price  for  WIND 
exceeds  the  previous  record  for  a  radio  trans- 

fer— $4  million  paid  for  WNEW  New  York  by 
a  group  headed  by  Jack  Wrather,  Richard  D. 
Buckley  and  John  L.  Loeb.  Mr.  Buckley  and 
others  had  bought  WNEW  from  the  William 
S.  Cherry  interests  in  1954  for  $2.1  million. 
WIND  is  headed  by  Ralph  L.  Atlass,  who 

owns  1,000  of  9,000  shares  in  WIND  Inc.,  plus 
one-third  of  a  voting  trust  of  2,670  shares 
that  also  includes  Harriett  Jane  Atlass  and  H. 
Leslie  Atlass  Jr.,  treasurer.  Other  stock  is 
held  by  Blanche  W.  Hagenah,  582  shares; 
Chicago  Daily  News,  2,500  shares;  John  T. 
Carey,  vice  president-secretary,  500  shares; 
Dorothy  W.  Rich,  582  shares;  Helen  A. 
Wrigley,  584  shares;  William  Wrigley,  582 
shares,  according  to  FCC  records. 
WIND,  originally  in  Gary,  Ind.,  under  the 

old  FCC  zone  formula,  was  sold  to  the  Atlass 
group  in  1938  by  Public  Service  Co. 

It  was  believed  a  sale  of  WIND  to  West- 
inghouse might  involve  payment  in  stock  of  the 

parent  Westinghouse  Electric  Corp.  This  was 
the  case  in  the  Westinghouse  purchase  of 
KPIX  (TV)  San  Francisco  from  Wesley  Dumm 
in  1954  for  $6  million. 

Westinghouse  bought  WDTV  (TV)  Pitts- 
burgh from  DuMont  in  early  1954,  paying  a 

record  $9.75  million.  Call  letters  were  changed 
to  KDKA-TV.  WPTZ  (TV)  Philadelphia  was 
bought  by  Westinghouse  in  1953  from  Philco 
Corp.  for  $8.5  million.  WPTZ  and  KYW, 

WBC's  Philadelphia  radio  outlet,  were  trans- 
ferred last  year  to  NBC  in  exchange  for  WTAM 

and  WNBK  (TV)  Cleveland.  In  that  exchange, 
Westinghouse  received  an  additional  $3  million. 
The  KYW  call  letters  were  transferred  to  Cleve- 

land and  WNBK  was  redesignated  KYW-TV, 
NBC  Philadelphia  became  WRCV-AM-TV. 
WEHT  is  licensed  to  Henderson,  Ky.,  across 

the  Ohio  River  from  Evansville.  It  is  a  CBS- 
TV  affiliate  operating  on  ch.  50  with  11  kw 
visual  power.  Principal  stockholder  is  Malco 
Theatres,  also  owner  of  WEOA  Evansville. 
Herbert  R.  Levy  is  president  and  Cecil  M. 
Sansbury  general. manager  of  WEHT. 
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WORKING  CONDITIONS  IN  SAN  FRANCISCO  COW  PALACE  WERE  IDEAL  FOR  RADIO-TV  NEWSMEN.  TROUBLE  WAS  THERE  WASN'T 

CONVENTIONS:  CHANGE 

TAKING  advantage  of  errors  made  by  the 
Democratic  opposition,  the  Republican  Na- 

tional Committee  in  San  Francisco  last  Thurs- 
day scored  heavily  in  the  battle  to  win  radio- 

tv  friends  and  through  them  influence  people 

in  next  November's  elections.  The  GOP  unan- 
imously adopted  a  resolution  thanking  radio 

and  television  and  other  media  for  their  co- 
operation in  bringing  the  convention  activities 

to  the  American  people. 
At  the  closing  session,  immediately  preceding 

the  acceptance  speeches  of  the  repeat  Eisen- 
hower-Nixon ticket,  the  following  resolution, 

offered  by  Mrs.  Mary  Benedict,  a  delegate  from 
California,  was  adopted: 

"Resolved,  that  the  convention  extend  its 
appreciation  to  the  nation's  radio  stations,  the 
press,  the  photographers,  newsreel  companies 
and  tv  companies  for  their  cooperation  in 
distributing  the  news  and  activities  of  this 

convention  to  the  American  people." 

Earlier  in  the  week  the  proposal  had  been 
made  to  include  in  the  official  platform  of  the 
party,  a  plank  calling  for  freedom  of  radio 
and  television  as  part  of  the  press  and  with 
equal  access  to  all  public  events.  Because 
hearings  on  the  platform  had  been  closed  and 
the  document  printed,  the  plan  was  dropped. 

At  the  Democratic  Convention  in  Chicago 

the  preceding  week,  the  resolutions  and  plat- 
form committee  was  importuned  to  adopt  a 

radio-tv  resolution  likewise  stressing  free  access, 
but  the  attack  of  Chairman  Paul  Butler  against 
CBS  for  its  failure  to  carry  a  propaganda  film 
on  the  opening  day  produced  an  unfavorable 
climate  for  such  action. 

The  Republicans  made  the  best  of  a  drab, 
issue-less  political  convention  by  putting  on 
an  orderly,  well-rehearsed,  well-mannered  per- 

formance, grabbing  all  of  the  Class  A  premium 
time  they  could  get.  Where  the  Democrats 
kicked  around  tv  at  their  Chicago  convention. 

topped  by  the  Butler-CBS  incident  raising  th( 
question  of  editorial  judgment,  the  Republicans 
were  all  cooperation  and  sweetness. 

President  Eisenhower  himself  chipped  in  b) 
shattering  precedent  once  again.  He  permittee 
his  Wednesday  news  conference,  hurriedlj 
called  at  the  St.  Francis  Hotel  last  Wednesday 

to  be  picked  up  live  for  both  radio  and  tv  (se< 
story  page  31).  This  was  the  third  time  sinct 
he  assumed  the  presidency  three  and  one-hal 
years  ago  that  the  President  has  shown  his  higl 
regard  for  the  broadcast  media.  Early  las 
year  [B«T,  Jan.  24,  1955],  he  became  the  firs 
president  to  give  equal  recognition  to  radi< 
and  television  by  throwing  open  his  news  con 
ferences  for  taping  or  filming,  rather  than  live 
And  in  1955  he  personally  addressed  th 
NARTB  convention  in  Washington,  markin 
another  first. 

As  was  the  case  in  Chicago,  everything  th 

Republicans  did — and  there  wasn't  much  tha 
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ANY  NEWS.  PICTURED  IS  FIRST  SESSION 

ON  TAP? 

was  newsworthy — was  geared  for  microphones 
and  cameras.  It  was  a  carefully  calculated 
effort  to  reach  maximum  audiences  in  the  popu- 

lous East,  but  the  audiences  were  not  there  in 
the  numbers  expected. 

Typical  of  the  many  admonitions  to  make 
it  look  good  were  those  of  Rep.  Charles  A. 

Halleck  (R-Ind.),  who  placed  Mr.  Eisenhower's 
name  before  the  delegates.  He  said: 

"I  have  said  I  am  speaking  not  just  for  my- 
self or  you  delegates,  but  also  for  millions 

watching  and  listening  by  television  and  radio. 
For  them,  and  in  their  behalf  and  for  myself 
and  for  every  single  one  of  the  delegates  here 
assembled  I  speak  now  to  President  Eisenhower, 

who  I  am  sure  is  observing  these  proceedings." 
Later  he  called  for  approbation  by  shouting: 

"And  let  all  America  hear  your  answer."  Again 
he  exhorted:  "Let  me  say  to  you  delegates  and 
to  the  millions  over  the  nation  who  are  follow- 

ing this  convention.  .  .  ." 

Until  President  Eisenhower's  appearance 
Wednesday,  the  biggest  news  in  San  Francisco 
was  the  arrival  the  preceding  afternoon  of  the 
Chief  Executive  and  his  entourage  by  plane 
from  Washington.  So  great  was  the  dearth  of 
news  at  the  Cow  Palace  that  all  networks  took 
to  the  airport  several  miles  away  and  hastily 

set  up  cameras  to  practically  "talk"  the  Colum- bine in  from  the  moment  it  hove  into  sight. 
Then  the  networks  followed  the  Eisenhower 

caravan  downtown  to  his  hotel,  while  mem- 
bers of  the  cabinet  talked  to  virtually  deserted 

galleries. 
Usually,  the  arrival  of  the  presidential  plane 

is  an  ordinary  event,  covered  in  routine  fashion, 
if  at  all. 

Competition  for  some  kind  of  news  stories 
was  keen  among  network  news  and  programs 
most  of  the  week  with  the  exception  of  the 

President's  unexpected  conference  and  Vice 
President  Nixon's  sudden  departure  to  be  with 
his  ailing  father. 

Network  spokesmen  cited  instances  of  "other 
networks"  bird-dogging  roving  cameraman- 
reporter  teams  to  catch  every  possible  scrap  of 

news  and  try  to  avoid  repetitious  "color"  com- 
mentary and  "social"  interviews. 

Despite  the  lack  of  excitement,  the  adver- 
tisers over  the  three  combined  radio-tv  networks 

and  over  Mutual,  appeared  pleased  with  their 

network  sponsorships.  The  networks  them- 
selves, notably  during  the  first  two  days  of 

the  convention,  were  hard  put  to  fulfill  their 
commitments  on  minimum  lime  for  the  con- 

vention coverage,  because  -  of  the  listless,  re- 
laxed proceedings.  One  network  commentator 

said  it  was  like  a  motion  picture  production, 
with  everything  happening  according  to  script. 

But  there  were  signs  aplenty,  with  the  con- 
ventions over,  that  the  political  battle  of  the 

air-waves  will  begin  in  earnest.  Demands  for 

"equal  time"  under  Section  315  of  the  Com- 
munications Act  are  regarded  as  inevitable. 

Each  side  is  expected  to  seek  mathematical 
balance  on  a  sustaining  basis.  But  it  already 
is  conceded  that  the  GOP,  with  plenty  of 

money  available,  will  overshadow  the  opposi- 
tion in  purchase  of  network  radio  and  tv  time, 

plus  spot  films  and  transcriptions. 
Indeed,  the  Republicans  do  not  appear  to 

be  worried  about  a  thing — except  the  Presi- 
dent's health.  Among  themselves  they  talk 

freely  about  the  President's  condition,  but  pub- 
licly, it  is  taboo. 

GOP  Campaign  Director  Robert  Humphreys, 
at  a  closed  session  Thursday  with  members 
of  the  national  committee,  said  the  1956  cam- 

paign will  rely  heavily  on  a  $2.2  million  tele- 
vision campaign  in  which  it  is  hoped  the  GOP 

message  will  be  taken  into  the  homes  of  at 
least  75%  of  the  voters.  During  the  meeting 
of  the  committee  GOP  National  Chairman 

Leonard  W.  Hall  was  re-elected  by  acclama- 
tion. 

For  the  Democrats,  the  air  campaign  for- 
mally gets  underway  Sept.  13,  when  a  30- 

minute  radio  and  tv  speech  by  candidate  Ste- 
venson will  be  carried  on  all  radio  and  tele- 
vision networks  (see  story,  page  36).  De- 

tailed plans  on  other  major  addresses  by  Mr. 
Stevenson  and  Sen.  Kefauver  have  not  yet 
been  announced. 

At  every  turn  it  is  indicated  that  the  Demo- 
crats will  play  heavily  on  the  GOP  television 

war  chest  and  bemoan  their  own  poverty.  Gov. 

Stevenson's  campaign  manager,  James  A.  Fin- 
negan  said  last  Tuesday:  "We  know  we  cannot 
win  a  contest  of  dollars.  The  Republicans 

can  outspend  us  ten  to  one.  They'll  have  ex- 
pensive television  time  to  burn,  but  Gov.  Ste- 

venson is  going  to  overcome  this  by  carrying 
the  election  to  the  people  and  by  making  this 
a  real  person-to-person  campaign,  not  just  a 

•CONVENTION  COVERAGE- 

canned  radio-television  one  such  as  the  Repub- 

licans are  planning  for  Mr.  Eisenhower." 
Thus,  the  strategy  is  to  bring  in  the  health 

issue  by  indirection,  inferring  that  President 

Eisenhower's  condition  will  not  permit  him  to 
barnstorm  and  that  he  therefore  must  rely  on 
broadcasting. 

President  Eisenhower  kept  abreast  of  the 

conventions  by  television  and  has  been  repre- 
sented as  being  incensed  over  the  oblique  refer- 

ences to  his  health  by  the  Democratic  opposi- 
tion. And  one  Eisenhower  aide  said  the  Demo- 
crats misfired  at  their  convention  through  fail- 

ing to  take  advantage  of  their  free  television 
time. 

"The  Democrats'  speeches  were  fine. for  the 
people  at  the  convention  because  they  were 
just  what  the  delegates  wanted  to  hear.  But 
to  the  millions  of  independent  voters  in  the 
tv  audience  who  might  have  been  swayed  by 
constructive  oratory,  they  were  just  political 
attacks.  They  threw  away  millions  of  dollars 
of  free  tv  which  could  have  been  beamed  at 

the  voters  they  need  to  win  in  November." 
There  were  frequent  reminders  that  the  Re- 

publicans took  careful  note  of  the  Democratic 
appearance  on  television  and  attempted  to 
avoid  unfavorable  impressions  on  the  home 
screen.    Bill  Costello.  ABC-TV  commentator, 

FIRST  TIME  in  the  history  of  radio  and 
television  that  live  coverage  of  a  presi- 

dential news  conference  was  permitted  by 
the  Chief  Executive  took  place  during  the 
San  Francisco  GOP  convention.  Presi- 

dent Eisenhower  here  is  seen  as  he  ap- 
peared during  the  historic  conference.  For 

full  account,  see  story  on  page  31. 

learned  from  a  Wisconsin  delegate  that  the 

GOP  assigned  three  people  to  monitor  care- 
fully the  network  coverage  of  the  Chicago 

convention  and  to  observe  what  delegates 
should  not  be  seen  doing  in  San  Francisco. 
Hence  the  frequent  intermixture  of  songs  and 
other  entertainment  in  the  Republican  program 
designed  to  avoid  pauses  between  business  when 
tv  cameras  otherwise  would  be  scanning  the 
delegations  and  catching  yawns,  poor  posture, 
etc. 

Behind-the-scene  figures  active  in  keeping 

life  in  the  "show"  included  MGM  star  George 
Murphy,  assisted  by  Hollywood  musical  and 
dance  director  Leroy  Prinz.  Talent  providing 

the  fill  between  "main  acts"  was  top-name 
calibre,  including  Irving  Berlin,  Ethel  Merman, 
Patrice  Munsel,  John  Charles  Thomas  (execu- 

tive vice  president  and  manager  of  KAVR 
Apple  Valley,  Calif.),  Irene  Dunne,  Lucille 
Norman,  Brian  Sullivan  and  Dennis  Morgan. 

State  chairmen  of  the  delegations  were 
prompted  to  warn  their  delegates  and  alternates 
to  keep  the  seats  in  their  section  filled  with 
people  because  empty  seats  during  a  business 

session  don't  look  good.  Sen.  William  F.  Know- 
land  (R-Calif.)  urged  his  state  delegation  not 
to  show  the  "discourtesy"  of  absence  and  to  be 
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DURING  a  break  in  the  Republican  convention  proceedings,  Robert 

E.  Kintner,  ABC  president,  points  out  a  feature  of  an  ABC-TV 
camera  to  Ray  George  (I),  Philco  vice  president  (Philco  picked  up  the 
ABC  coverage  tab),  merchandising  and  advertising,  and  H.  Pierson 

Mapes,  vice  president  of  Hutchins  Adv.,  Philco's  agency. 

THE  SAME  break  found  (I  to  r)  R.  P.  Hoffman,  Kenyon  &  Eckhardt 
executive;  Davidson  Taylor,  NBC  vice  president  in  charge  of  public 
affairs,  and  Vaughn  Monroe,  who  delivered  the  RCA  commercials, 

discussing  their  latest  advertising  pitch  in  one  of  the  Cow  Palace's 
numerous  smoke-free  rooms. 

sure  "that  your  alternate  moves  into  your  seat 
so  we  have  full  delegate  strength  at  all  times." 
He  reminded  them  of  the  bad  tv  effect  the 
Democrats  made  in  this  matter. 
Even  ex-President  Herbert  Hoover  was 

touched  by  the  importance  of  proper  tv  ap- 
pearance. Following  House  Minority  Leader 

Joseph  W.  Martin  Jr.  (R-Mass.),  convention 
chairman,  on  Tuesday,  Mr.  Hoover  walked  up 
the  ramp  to  the  podium  early  so  he  would  be 
sure  to  complete  his  address  before  cameras 
had  to  swing  away  to  pick  up  President  Eisen- 

hower's arrival  at  the  airport. 
The  extent  of  the  contagion  of  free  tv  pub- 

licity was  to  be  seen  in  the  action  last  week  of 
Thomas  J.  Callan,  chairman  of  the  board  of 
supervisors  of  San  Mateo  County,  calling  for 
the  county  to  invest  $40,000  toward  a  fund  to 
promote  getting  future  conventions  in  the  area. 
Although  the  Cow  Palace  actually  is  in  San 
Mateo  County,  San  Francisco  got  the  plugs 
and  Mr.  Callan  was  miffed  about  being  over- 

looked. He  pointed  out  that  tv  didn't  mention 
his  county  at  all. 

The  lack  of  news  was  perhaps  the  biggest 
problem  faced  by  commentators  and  news  media 
last  week  in  San  Francisco  up  until  the  arrival 
of  President  Eisenhower  Tuesday  evening. 

When  asked  what  they  were  finding  to  re- 
port, network  personalities  frankly  admitted 

they  frequently  found  themselves  "tearing 
their  hair"  for  copy.  The  lack  of  significant 
controversy  produced  a  dry  run,  they  observed. 

Many  felt  that  if  it  were  not  for  Sec.  315  of 
the  Communications  Act  requiring  equal  treat- 

ment of  political  candidates  and  its  accepted 
relevancy  to  major  political  conventions,  net- 

work news  coverage  could  have  been  limited  to 
a  couple  of  hours  a  day  instead  of  the  long 
on-the-scene  exposure  afforded.  They  reasoned 
this  would  have  been  sufficient  in  view  of  news 
content. 

One  NBC  commentator  who  preferred  not  be 
named  suggested  Sec.  315  should  be  amended 

to  protect  radio-tv  from  "equal  boredom." 
The  networks  established  elaborate  radio-tv 

studios  in  downtown  hotels  such  as  the  Fair- 
mont and  Mark  Hopkins  to  be  on  the  scene 

for  coverage  of  party  caucuses  and  press  con- 
ferences, but  most  of  those  which  did  material- 

ize were  not  considered  sufficiently  newsworthy 
to  merit  live  pickup. 

MBS  felt  its  operation  was  a  fair  barometer 
on  the  San  Francisco  news  pulse.  The  radio 

network  carried  37  hours  during  the  Democratic 
session  in  Chicago  but  by  Tuesday  noon  could 
see  only  20  hours  out  of  San  Francisco.  With 
Kohler  Co.  as  full  sponsor,  MBS  was  committed 
to  seven  hours  daily.  Network  spokesmen 

Tuesday  morning  admitted,  "We're  really  reach- 
ing. This  convention  would  fold  up  in  a  day  if 

it  were  not  for  the  radio  and  television  com- 

mitments." Ed  Pettitt,  MBS  anchor  man  stationed  in  the 
network  booth  back  of  the  Cow  Palace  podium, 

expressed  the  sentiments,  "you  soon  feel  like 
you're  on  a  pivot"  when  news  is  thin  but  on- 
the-scene  commentary  must  continue. 

Bill  Hillman,  MBS  commentator,  told  B»T 
radio  is  better  off  during  a  slow  convention  be- 

cause it  is  more  flexible  whereas  tv  "is  lost 

when  the  proceedings  are  not  dramatic."  He 
favors  briefer,  interpretive  coverage  rather  than 
hours  of  live  pickup  which  fail  to  give  the 
listener  or  viewer  an  understandable  summary. 

Mutual,  however,  had  more  people  in  San 
Francisco  than  in  Chicago,  since  the  west  coast 
coverage  was  augmented  by  affiliated  Don  Lee 
and  KFRC  San  Francisco  crews. 

Arthur  Wakelee,  in  charge  of  NBC's  news 
room  at  the  Fairmont,  told  B«T  the  big  story 

Tuesday  was  the  President's  arrival,  but  indi- 
cated there  were  slim  pickings  otherwise.  Ben 

Grauer,  NBC,  noted  that  newsmen's  copy  gen- 
erally was  loaded  with  "restaurant  chit-chat"  so 

far.  Chet  Huntley,  NBC,  said  it  appeared  dif- 
ficult for  newsmen  to  keep  reptitious  material 

out  of  their  interviews.  Esther  Van  Wagoner 

Tufty,  special  convention  reporter  for  the  net- 

work, said,  "I  just  keep  on  filing,  but  there  isn't 

much  to  say." The  three  tv  networks  spent  an  estimated 
combined  total  of  173  hours  46  minutes  in 

covering  sessions  of  the  two  conventions — and 
pre-empted  an  estimated  108  hours  of  regularly 
scheduled  commercial  programming  in  the 

process. 
The  four  national  radio  networks'  conven- 

tion airtime  in  Chicago  and  San  Francisco 
totaled  223  hours  13  minutes.  Commercial 

pre-emptions,  difficult  to  fix  in  radio,  were 
placed  at  about  19  hours  50  minutes. 

Tv  pre-emptions  thus  ran  far  ahead  of 
original  estimates,  while  radio  pre-emptions 
ran  behind.  The  108  hours  estimated  as  the 

commercial  pre-emption  total  in  television  is 
more  than  60%  higher  than  the  66  hours  that 

had  been  anticipated  [B«T,  Aug.  6].  In  radio 
on  the  other  hand,  the  original  expectation  was 
that  more  than  27  hours  of  regular  program- 

ming that  is  sold  or  partly  sold  would  be 
knocked  out  for  the  two  conventions. 

Here  are  the  tv  networks'  estimates  of  their 
respective  hours  of  coverage  and  commercial 
hours  pre-empted  for  the  two  conventions 
(excluding  special  pre-convention  shows): 

ABC    CBS    NBC  Total 
TV     TV  TV 

Democratic  convention 
Hours  of  coverage  35:05  33.33  38:00  106:38 
Hours  pre-empted        7:30    25:00    25:45  58:15 Republican  convention 

Hours  of  coverage  21:08*  22:30*  23:30*  67:08* 
Hours  pre-empted       11:15*  20:00*  18:30*  49:45* 

*  GOP  estimates,  compiled  Thursday,  include 
figures  for  probable  length  of  Thursday  night 
closing  session. 

These  tv  figures  could  not  be  exact,  not  alone 

because  they  were  prepared  before  the  Republi- 
can's final  session  was  held.  In  some  cases, 

programs  were  pre-empted  in  one  section  of  the 
country  and  not  in  others.  This  was  particularly 

true  of  ABC-TV's  Mickey  Mouse  Club,  which 
is  seen  at  5-6  p.m.  local  time  and  thus  might 
conflict  with  convention  coverage  in  some  time 
zones  and  not  in  others. 

Network  radio  pre-emption  figures  are  even 
more  difficult  to  acertain  with  accuracy,  be- 

cause of  the  varying  patterns  of  selling  network 
radio.  In  the  following  table,  based  on  figures 

supplied  by  the  radio  networks,  time  periods 
that  are  partly  sponsored  were  counted  equally 
with  those  that  are  fully  sponsored. 

ABC  CBS  NBC  Mutual  Total 
Radio  Radio  Radio 

Democratic 
convention 
Hours  of 
coverage        35:05    32:00    35:45    35:15  138:05 

Hours  pre- empted  1:45     6:45      (1)      2:30  10:20(1) 

Republican convention 
Hours  of 
coverage       21:08*  21:00*  23:30*  19:30*  85:08* 
Hours  pre- empted ...  2:25*    2:45*     (1)      4:20*  9:30*(1) 

(1)  NBC  Radio  spokesmen  said  NBC  commercial 
time  pre-emptions  were  "negligible,"  as  a  result of  rescheduling  commercial  shows.  No  figure 
was  included  for  NBC  in  the  total  pre-emptions for  all  radio  networks. 
*  GOP  estimates,  compiled  Thursday,  include 
figures  for  probable  length  of  Thursday  night 
closing  session. 

The  main  reason  for  the  difference  in  houn 

devoted  to  coverage  of  the  two  convention; 
was  the  fact  that  the  Democratic  conclave  rar 

one  day  longer  than  the  GOP's. 
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PRESIDENT  HOLDS  FIRST 

LIVE  NEWS  CONFERENCE 

THE  news  media  were  given  hardly  30  min- 
utes notice  of  President  Eisenhower's  Wednes- 
day news  conference  from  the  St.  Francis  Ho- 

tel where  he  would  make  journalism  history 

by  giving  the  first  "live"  press  conference  on 
both  radio  and  tv.  President  Eisenhower  ear- 

lier set  the  precedent  of  putting  White  House 
presidential  news  conferences  on  radio  and  tv 

by  delayed  recording  and  film  following  clear- 
ance by  the  White  House  staff. 

The  historic  conference  was  held  in  the 
Italian  Room  of  the  St.  Francis  Hotel,  where 
White  House  news  secretaries  James  Hagerty 
and  Murray  Synder  had  set  up  shop.  Newsmen 
were  admitted  by  the  regular  White  House 
credentials  which  they  normally  used  in  Wash- 

ington. Some  200  newsmen  jammed  the  room 
where  radio  and  tv  equipment  had  been  hastily 
installed.  Both  CBS  and  NBC  had  tv  equip- 

ment in  the  hotel  left  over  from  coverage  of 
a  Young  Republican  meeting  the  previous 
night. 

Although  a  few  newsmen  reported  difficulties 
in  gaining  access  to  the  conference,  especially 
some  network  technicians  without  credentials, 
both  Robert  Kintner,  president  of  ABC,  and 
Frank  Stanton,  president  of  CBS,  told  B«T 
they  had  no  difficulties. 

CBS'  convention  news  headquarters  reported 
it  got  word  of  the  conference  22  minutes  be- 

fore air  time  (11:45  a.m.  PDT)  and  was  told 

the  President  would  go  on  the  air  "live"  for 
the  first  time.  CBS  news  producer  Paul  Levitan 
immediately  rushed  to  the  Italian  Room  to 
supervise  technical  arrangements  in  a  race 

against  the  clock.  He  ordered  the  CBS  tele- 
vision camera  in  the  hotel  rushed  to  the  room 

and  warmed  up. 

Meanwhile,  CBS-TV  network  operations,  al- 
though it  could  not  order  the  full  Westinghouse 

coverage  network  at  that  off-convention  time, 
began  to  assemble  an  available  network  of 
more  than  100  stations. 

Charles  von  Fremd  was  on  hand  to  report 
for  CBS-TV  with  Larry  Lesueur  for  CBS  Radio. 
Edward  R.  Murrow  reported  on  both. 
CBS-TV  carried  the  conference  for  20  min- 

utes, with  the  first  17  devoted  to  the  President's announcement  of  his  meeting  with  Harold 

Stassen  and  the  reporters'  questions-and-an- swers. 

CBS  commentators  summed  up  the  event 
during  the  final  three  minutes. 

CBS  Radio  said  the  conference  gave  oppor- 
tunity to  prove  the  speed  with  which  radio  gets 

the  news  to  the  public.  Then  it  lined  up  a  net- 
work of  200  outlets  within  the  bare  quarter- 

hour  notice  which  it  received.  It  was  11:25 
a.m.  when  executive  radio  producer  Robert 

Skedgall  was  informed  of  the  President's  con- 
ference. By  11:31  a.m.  he  was  on  the  long- 

distance phone  with  network  operations  in  New 
York  to  arrange  clearance.  He  received  the  go- 
ahead  two  minutes  later. 

Mr.  Skedgall  admitted,  "we  were  slightly 
lucky,  too.  It  just  happened  we  had  a  line  and 
an  engineer  on  hand  to  tape-record  the  con- 

ference for  use  later  in  the  day.  But  we  de- 
cided at  the  last  moment  to  bring  the  show  on 

live." 
In  the  rush,  newsman  Lesueur  was  not  in- 

formed of  the  live  broadcast  until  15  seconds 

before  air  time.  He  was  told  to  say,  "Instead 
of  the  regularly  scheduled  program,  we  are 
bringing  you,  live,  the  press  conference  from 

President  Eisenhower's  headquarters  in  the  St. 
Francis  Hotel  in  San  Francisco.  This  is  part 
of  the  Westinghouse  convention  news  coverage 

program." 
Mr.  Skedgall  pointed  out  that  the  rapid  co- 

ordination could  not  have  been  possible  with- 
out the  special  direct  telephone  lines  the  net- 

work set  up  at  every  important  spot  in  the 
convention  city. 

"We  just  picked  up  the  phone,  dialed,  and 
our  people  were  on  the  line  within  seconds," he  said. 

NBC-TV  claimed  it  broke  all  speed  records 
getting  Ray  Scherer  talking  to  the  national  tv 
audience  from  the  Italian  Room  before  the 

President  appeared  for  his  first  on-the-air  con- 
ference. The  network's  two  mobile  units  were 

still  at  the  hotel  Wednesday  morning  since  NBC 
had  been  set  up  there  Tuesday  night  for  pickup 

of  Mr.  Eisenhower's  arrival  and  the  Young 
Republican  meeting.  Tv  cameras  were  func- 

tioning in  the  Italian  Room  within  20  minutes 

of  the  initial  notice  to  Mr.  Scherer,  NBC's  regu- 
lar White  House  correspondent  in  Washington. 

The  coverage  was  fed  to  111  tv  affiliates  and 
the  audio  portion  of  the  tv  show  was  tape 
recorded  for  immediate  playback  on  the  NBC 
Radio  network  as  soon  as  the  conference  ended. 

Network  officials  told  B*T  that  preparedness 
for  the  unexpected  presidential  conference  was 
helped  by  the  fact  the  network  was  being  lined 

up  for  a  special  noon  "caucus"  of  the  NBC commentators  who  were  to  visit  about  the  U.  S. 
electronically  with  various  newspaper  editors. 
This  special  show  went  on  as  scheduled,  but 
began  at  12:10  p.m.  instead  upon  conclusion 
of  the  Italian  Room  pickup.  The  caucus  ran 
until  1  p.m.,  well  primed  for  an  active  discus- 

sion since  the  participants  had  monitored  the 

HORSEPLAY 

A  GOOD  example  of  the  gimmicks 
dreamed  up  by  broadcasters  to  liven  up 
the  convention  dullness  occurred  Thurs- 

day morning  in  the  lobby  of  the  Fair- 
mont Hotel  where  NBC-TV  and  CBS-TV 

were  originating  their  respective  two  hour 

morning  shows  from  four  to  six  a.m.  Pa- 
cific Time.  A  man  who  looked  like 

Harry  Truman  strolled  unannounced  into 
Republican  Party  headquarters  there, 
throwing  the  place  into  confusion  since 
it  had  been  announced  the  ex-President 
was  in  town. 

The  man  turned  out  to  be  Irving  Fisher. 

Broadway  actor  who  portrayed  Mr.  Tru- 
man in  "Call  Me  Madam"  and  who  was 

flown  to  the  coast  by  NBC  as  a  gag  for 
its  Today  show  originating  in  the  lobby. 
The  confusion  began  when  somebody 

yelled  "here  he  comes"  and  Mr.  Fisher, 
who  closely  resembles  Mr.  Truman, 

stepped  off  the  elevator  wearing  the  Tru- 
man grin  and  without  saying  a  word 

walked  past  Today  m.c.  Dave  Garroway 
and  the  NBC  camera  on  tour  of  the  hotel 
for  his  morning  walk. 

NBC  reported  he  was  spotted  by  a  CBS 
newsman  on  the  adjacent  CBS-TV  Good 
Morning  With  Will  Rogers  Jr.  program, 

that  the  CBS  man  "became  almost  apo- 
plectic as  he  made  hurried  inquiries,  think- 

ing the  opposition  NBC  network  had 
scored  the  biggest  exclusive  beat  of  the 

GOP  convention." The  network  said  one  delegate  return- 

ing from  an  all  night  out  "almost  fell  flat 
on  his  face  as  he  lurched  out  of  a  taxi 
and  spotting  who  he  thought  was  Harry 
Truman  coming  out  of  the  Republican 

headquarters."  Mr.  Fisher  was  accom- 
pained  by  Randall  lessee,  WDAF-TV 

news  editor  and  NBC's  Kansas  City  cor- 
respondent who  normally  covers  the  ex- 

President  on  his  walks,  lending  greater 

credence  to  Today's  prank. 

President's  session  from  their  respective  origi- nation points. 
NBC  commentators  participating  in  the 

President's  conference  commentary  m  addition 
to  Mr.  Scherer  included  Chet  Huntley,  David 
Brinklex,  Bil1  Henry  and  H.  V.  Kaltenborn. 
ABC  and  Mutual  both  had  bad  luck  with  the 

unexpected  conference.  ABC  had  seven  com- 
mentators and  two  cameras  on  the  scene  very 

soon  after  the  word  was  out,  but  when  the  con- 
ference began  both  radio  and  tv  lines  failed 

to  function.  Since  ABC  and  CBS  had  a  stand- 
ing exchange  agreement  to  protect  one  another 

in  such  an  event,  ABC  picked  up  both  radio 
and  tv  feeds  from  CBS.  But  then  ABC-TVs 
feed  to  its  own  affiliates  broke  down  because 
of  a  faulty  AT&T  patch,  network  officials  told 
B*T,  and  the  result  was  that  the  tv  portion 
didn't  get  out  of  San  Francisco.  N#  difficulty 
was  reported  on  the  radio  patch. 

Mutual  already  had  a  permanent  convention 
line  in  the  St.  Francis  but  only  to  the  assistant 

manager's  desk  in  the  lobby  and  it  was  unable 
on  such  short  notice  to  get  an  extension  into 
the  Italian  Room.  It  then  arranged  to  patch 

into  NBC's  tv  audio  with  the  links  running  be- 
tween KFRC,  its  local  key  station,  and  NBC's 

KNBC  there,  but  was  left  without  program 
when  NBC  failed  to  simulcast  and  feed  the 
audio  to  KNBC.  Mutual  later  obtained  a  Re- 

publican headquarters  tape  of  the  conference 

from  Murray  Snyder's  office  and  put  it  on  at 3:30  P.  M.  Pacific  Time. 

One  Mutual  spokesman,  however,  explained 
to  B«T  that  even  if  the  last-minute  patches  had 
worked,  the  full  network  could  not  have  ac- 

cepted the  conference  at  that  time  because  it 
was  split  into  two  baseball  networks  which 
then  were  in  operation  and  could  not  be  in- 

terrupted and  re-patched  in  sufficient  time. 

PRODIGIOUS  AIRLIFT 

REGARDED  AS  ROUTINE 

EVERYBODY  in  San  Francisco  took  pretty 
much  for  granted  the  fact  that  the  big  airlift 
of  priority  tv  people  and  equipment  from  Chi- 

cago was  a  success.  They  expected  it  to  be 
and  they  hardly  gave  second  thought  to  the 
complex  engineering  detail  of  rigging,  patching 
and  testing  involved  in  setting  up  shop  on  the 
West  Coast  within  hours  from  the  Midwest  site. 
After  all,  broadcasters  have  a  talent  for  being 
mobile,  they  noted. 

Since  CBS  was  assigned  responsibility  for  the 
television  pool  at  San  Francisco  (NBC  han- 

dled in  Chicago),  the  airlift  project  within  CBS 
fell  to  Albert  Bryant,  director  of  office  services 
and  a  logistics  veteran  of  four  earlier  conven- 

tion years. 
Six  months  ago  he  chartered  three  United 

Airlines  planes  for  the  priority  switch,  two  pas- 
senger planes  and  a  cargo  plane.  Since  the 

latter  could  carry  30,000  pounds  of  equipment, 
each  of  the  three  major  tv  networks  was  allo- 

cated 10,000  pounds  and  asked  to  submit  a 
priority  list  of  its  key  personnel  who  must  make 
the  immediate  jump  from  the  Chicago  amphi- 

theatre to  the  San  Francisco  Cow  Palace.  He 

even  had  special  "tickets"  printed  for  the  pool's 

private  "airline." Mr.  Bryant  promised  all  the  networks  that 
their  people  and  equipment  would  be  in  the  air 
six  hours  after  the  final  gavel  at  Chicago.  He 
kept  that  schedule  but  worked  around  the  clock 

two  days  consecutively  to  do  it.  The  Demo- 
cratic convention  closed  at  1 1  p.m.  Friday,  Aug. 

17,  and  loading  of  planes  began  at  the  Chicago 
Airport  within  an  hour.  At  3:30  a.m.  Saturday 
during  the  loading,  it  was  learned  there  was 
42,000  pounds  of  gear  to  go,  not  just  30,000. 

"I  was  faced  with  the  decision  of  leaving 

part  of  it  behind  for  later  delivery,"  Mr.  Bryant 
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CONVENTION  COVERAGE 

INSPECTING  a  Westinghouse  set  in  the  Cow  Palace,  used  for  CBS-TV 
commercials,  are  (I  to  r)  Tom  Losee,  McCann-Erickson  vice  president 
in  charge  of  Westinghouse  accounts;  Betty  Furness,  who  gave  the 

sponsor's  commercials,  and  Jim  Gillis,  McCann-Erickson  account 
executive  on  Westinghouse  account. 

DISCUSSING  MBS'  convention  coverage  are  (I  to  r)  L.  L.  Smith, 
Kohler  Co.  vice  president;  Virgil  Pinkley,  MBS  west  coast  commenta- 

tor; Carroll  Marts,  MBS  vice  president  in  charge  of  Midwest;  William 
Pabst,  KFRC  San  Francisco  general  manager,  and  Milton  Burgh, 
MBS  news  and  special  events  director. 

told  B*T,  "but  then  realized  it  had  to  go  under 
priority  because  we  couldn't  tell  if  the  stuff  al- 

ready on  the  plane  would  work  without  the 

equipment  still  on  the  ground." 
United  happened  to  have  a  regular  commer- 

cial cargo  plane  nearly  ready  to  leave,  so  Mr. 
Bryant  was  able  to  put  most  of  the  surplus  on 
it  after  distributing  4,000  pounds  between  the 

two  charter  passenger  planes.  The  two  pas- 
senger planes  were  off  about  5  a.m.  Saturday 

and  the  charter  cargo  ship  about  6:13  a.m.,  he 
recalled,  and  although  one  of  the  passenger 
planes  was  forced  to  refuel  in  Reno  because  of 
extra  weight,  all  priority  equipment  was  in 
the  Cow  Palace  by  noon. 

"Everybody  was  able  to  get  set  up  in  time 
for  their  Saturday  evening  pickups  on  sched- 

ule," he  noted. 
Only  quirk  of  the  whole  massive  operation 

was  that  some  Navy  electronic  gear  destined 
for  Honolulu  mysteriously  showed  up  at  the 
Cow  Palace  in  the  ABC  material,  but  the  net- 

work re-shipped  it  immediately  for  Hawaii  and 
everyone  was  too  busy  rigging  the  new  center 
to  worry  about  finding  out  how  it  happened. 

Other  sources  at  CBS  reported  that  the  net- 

work had  to  "bump"  seven  Westinghouse  rep- 
resentatives off  the  priority  flight  but  observed 

it  was  done  with  finesse.  CBS  suggested  to  the 
sponsor  personnel  they  would  feel  much  more 

comfortable  getting  a  full  night's  sleep  in 
Chicago  and  then  taking  other  flights  later  on 
Saturday. 

But  for  Robert  G.  (Tommy)  Thompson, 

director  of  technical  operations  for  CBS-TV, 
the  Republican  Convention  began  in  August 
1954  when  he  held  initial  meetings  to  plan  co- 

ordination of  pool  coverage  for  all  networks 
at  both  conventions.  Later,  when  the  two-city 
sessions  developed,  he  became  chairman  of 
the  tv  industry  pool  for  San  Francisco. 

NBC-TV  handled  video  pool  arrangements 
and  operation  at  Chicago  while  ABC  handled 
tv  audio  and  radio  pool  facilities  at  both  sites. 
Overall  radio  pool  responsibility  fell  to  Frank 
Marx,  ABC  vice  president  in  charge  of  engi- 

neering and  general  services,  with  William 
Trevarthen,  ABC  director  of  engineering  opera- 

tions, supervising  actual  installations. 
Mr.  Thompson  told  B«T  he  signed  up  San 

Francisco  motels  for  his  Cow  Palace  technical 
crews  as  early  as  last  January  and  construction 
began  May  1.  He  personally  flew  to  the 
Coast  21  times  in  the  past  year  on  this  project. 
Pacific  Telephone  &  Telegraph  Co.  had  begun 
preliminary  installation  of  its  facilities  last  fall. 
There  was  insufficient  power  at  the  site  so  Mr. 

Thompson  arranged  with  Pacific  Gas  &  Elec- 
tric to  bring  in  an  extra  1,500  kw  exclusively 

for  radio-tv  use.  He  also  supervised  contracts 
for  lighting  of  the  interior  hall  to  provide  a 
steady  150-foot  candle  power  over  the  podium 
with  capacity  up  to  200  foot  candles. 
He  noted  the  Democrats  failed  to  allow 

broadcasters  to  supervise  lighting  at  the  Chi- 
cago Amphitheatre  with  the  result  that  light- 

ing there  varied  between  70  and  100  foot 

candles  despite  promises  to  meet  telecasters'  re- 
quests for  150.  He  noted  that  this  made  it 

difficult  for  some  portable  tv  cameras  to  func- 
tion effectively  at  Chicago. 

Mr.  Thompson  felt  the  Chicago  convention 

put  every  behind-the-scenes  technician  in  stride 
for  smooth  handling  of  the  San  Francisco 
session.  He  recalled  the  limited  technical  fa- 

cilities available  during  the  1948  conventions 

and  said  the  1952  sessions  were  "rehearsal" 
for  this  year's  events.  "We're  always  finding 

The  Melody  Lingers  On 

THE  major  conventions  were  over  last 
week,  but  CBS  Radio  and  CBS-TV  still 

had  a  few  rounds  of  "convention"  ac- 
tivity to  go.  Eric  Hass,  named  as  the 

presidential  nominee  of  the  Socialist  La- 
bor Party  last  May,  was  to  make  his  ac- 

ceptance speech  in  a  live  broadcast  on 
CBS-TV  yesterday  (Sun.)  at  4:15-4:30 
p.m.  EDT  and  on  CBS  Radio,  also  live, 

tomorrow  night  (10:45-11  p.m.).  Next 
Sunday,  Darlington  Hoopes  will  make 
his  acceptance  speech  as  presidential 
nominee  of  the  Socialist  Party  in  a  live 

appearance  on  CBS-TV;  the  speech  will 
be  recorded  for  broadcast  by  CBS  Radio 

on  Sept.  4  (10:45-11  p.m.)  [At  Dead- 
line, Aug.  20]. 

new  ways  to  do  a  job  quicker  and  easier,"  he 
told  B«T.  Twenty-seven  years  with  CBS,  Mr. 
Thompson  has  worked  at  seven  pairs  of  con- 

ventions, since  1932.  He  has  been  in  tv  since 
before  World  War  II. 

Although  there  were  a  few  bad  cross-coun- 
try patches  by  AT&T,  network  officials  seemed 

in  complete  sympathy  with  the  complex  switch- 
ing problems  involved  and  expressed  apprecia- 

tion for  the  generally  good  cooperation  af- forded. 

ORIENTAL  TOUCH  •  To  liven  its  coverage 
of  a  generally  unlively  convention,  Mutual  last 
week  brought  in  a  Chinaman  with  an  abacus 
to  keep  track  of  the  Republican  balloting  for 

the  presidential  and  vice  presidential  nomi- 
nations. He  was  H.  K.  Wong,  a  San  Francisco 

accountant.  Mutual  spokesmen  claimed  he  not 

only  kept  abreast  of  all  the  electronic  com- 
puting gadgetry  generally  in  use,  but  actually 

was  first  with  the  answers. 

ACTORS'  ANTICS  •  Penchant  of  Republicans 
for  perfection  in  their  public  exposure  on  tv 
was  brought  home  to  network  officials  early  in 

the  week's  activity  when  Vice  President  Nixon 
insisted  on  right  makeup  and  thorough  prepar- 

ing for  his  appearance  on  ABC  on  Sunday. 
Mr.  Nixon  also  was  select  in  making  his  tv 

appearances,  according  to  reports  from  net- 
work spokesmen  who  couldn't  get  him  on  the 

air  as  often  as  they  would  have  liked. 

WAYLAID  BY  BETSY  •  William  N.  Greer, 
owner  of  WSTA  Charlotte  Amalie,  Virgin  Is- 

lands, was  listed  as  sole  delegate  from  that 
possession  at  Republican  National  Convention 

in  San  Francisco  last  week,  but  he  didn't  show. 
His  alternate  reported  that  Hurricane  Betsy 

took  away  his  tower,  and  Mr.  Greer,  an  engi- 
neer, was  forced  to  miss  convention.  He  was 

also  member  of  important  Resolutions  Com- mittee. 

CALLED  HOME  •  Another  broadcaster-ab- 
sentee was  Eugene  Pulliam,  owner  of  WIRE 

Indianapolis,  and  Indianapolis  and  Phoenix 

publisher,  likewise  member  of  Resolutions  Com- 
mittee.   Mr.  Pulliam  was  called  home,  after 
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ARE  YOU 

GETTING 

ATTENTION 

WITH  YOUR 

ADVERTISING? 

■ 

W 

//jo 

I  SN 

You  do  in  Milwaukee  at  WISN 

The  value  of  marketing  and  merchandising  as  an  aid  to  advertising  in  today's  highly-com- 
petitive economy  cannot  be  over-emphasized.  So  important  is  it  in  Milwaukee  that  WISN-TV 

and  WISN  Radio  maintains  a  separate  department  to  execute  its  functions.  It  is  the  most 

comprehensive  service  of  its  kind  in  Milwaukee  broadcasting.  Most  of  its  features  are  ex- 
clusive with  us. 

and  it  doesn't  cost 

station  advertisers  a  cent! 

The  individual  merchandising  needs  of  any 

type  of  advertiser  are  quickly  and  extensive- 
ly fulfilled  because  of  constant  contact  with 

food,  drug,  manufacturing  and  other  dis- 
tributors, brokers  and  retailers. 

In  the  food  field,  for  example,  WISN  ar- 
ranges for  displays  in  A&.P,  IGA  and  Sen- 

try food  stores;  runs  product  ads  for  sta- 
tion advertisers  in  a  monthly  publication  sent 

to  1,092  grocers;  explains  advertising  pro- 

grams' to  local  sales  outlets;  makes  regular 
calls  on  distributors  and  sends  monthly  re- 

ports to  advertisers  on  services  rendered. 

A  long  list  of  satisfied  sponsors  attests  to 
the  success  of  merchandising  programs  for 
other  types  of  sponsors.  No  matter  what 
the  product  or  objective,  WISN  creates  the 
plan  that  enables  the  advertiser  to  reach  even 

the  most  extensive  marketing  and  mer- 
chandising goals. 

Why  not  let  us  solve  your  marketing  or 
merchandising  problem,  today? 

Milwaukee 

RADIO 

John  B.  Soell,  Director 

11 

WISN  TV 

CHANNEL MILWAUKEE 

ASIC      ABC  AFFILIATES 

Represented Edward  Petry  &  Co.,  Inc. 
NtW  TOIIK  •  CHICAGO  •  ATLANTA  •  DtTtOIT  •  IOS  ANGfUS  •  SAN  HkANCISCO  •  ST  IOUIS 

111 
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The 

suiet 

Grandeur. . 

The  quiet  grandeur  of  Southern  architecture, 

Southern  gardens,  Southern  charm  still  bespeaks 

itself  in  old  traditions  of  which  the  Flag  of  the 

Confederacy  remains  an  historical  symbol. 

In  today's  industrially-expanding  South, 
sentiments  may  remain  in  the  past,  but  betting 

money  is  on  the  future. 

WRVA-TV  is  part  of  this  active  scene.  New  to 

1956  Richmond,  its  guiding  traditions  of  service, 

blueprinted  in  1925,  are  a  valued  heritage  from 

long-established,  deeply-respected  WRVA  Radio. 
To  the  television  families  in  Richmond,  these 

traditions  are  a  powerful  catalyst.  They  mean  that 

WRVA-TV  belongs  to  Richmond  as  no  other  television 

station  ever  has  — or  can. 

Represented  nationally  by  Harrington,  Righter  and  Parsons,  I 
nc. 

WRVA-TV 

Richmond,  Va. 

CBS  Basic Channel 12 

C.  T.  Lucy,  President    Barron  Howard,  Vice  President  and  General  Manager    James  D.  Clark,  Jr.,  Sales  Manager 
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POLITICAL  BROADCASTING 

arriving  in  San  Francisco,  because  of  illness  of 
his  wife. 

WHEELS  WITHIN  WHEELS  •  NBC  operated 
its  own  internal  news  service  in  San  Francisco 

to  speed  its  coverage  of  the  Republican  Con- 
vention for  the  American  public.  Rex  Goad, 

network  news  desk  supervisor  from  New  York, 
was  in  charge  of  evaluating  the  hundreds  of 
thousands  of  words  pouring  into  NBC  News 
Central  from  the  three  wire  services  as  well  as 

NBC's  own  two-score  newsmen  assigned  to  the 
convention.  The  processed  copy  in  turn  was 
funneled  out  as  a  single  news  service  to  the 

network's  three  tv  anchor  men,  Chet  Huntley, 
David  Brinkley  and  Bill  Henry,  and  to  various 
radio  commentators. 

LONG  RANGE  HOUSING  •  Example  of  the 
big  housing  problem  attendant  to  a  national 

political  convention  is  NBC's  experience  in 
San  Francisco.  The  network's  400  technicians, 
newsmen  and  other  personnel  filled  1 8  hotels 
and  motels  plus  two  entire  houses  in  the  Bay 
Area.  Four  of  the  hotels  were  leased  a  year 
ago  right  after  the  Rupublicans  announced 
San  Francisco  would  be  the  next  convention 
site.  One  of  these  was  a  motel  not  even  com- 

pleted at  that  time.  The  NBC  houses  were  the 
Post  home  and  the  Ross  home,  both  Nob  Hill 
residences.  But  getting  furniture  was  an  even 
bigger  problem  until  two  furniture  companies 
realized  the  tv  exposure  value  and  offered  their 
products  to  the  network  for  furnishing  the 
NBC  studios  in  the  Cow  Palace. 

BACKS  BERLIN  •  Irving  Berlin  used  a  Tele- 
PrompTer  last  week  when  he  sang  his  own 

song,  "Four  More  Years,"  at  the  Cow  Palace. 
He  was  coached  on  how  to  do  it  by  his  nephew, 
Irving  Kahn,  president  of  TelePrompTer  Inc. 

ART  ANGLE  •  Felix  Topolsky,  one  of  Eu- 

rope's top  illustrators,  was  at  both  Democratic 
and  Republican  conventions,  on  commission 
from  CBS,  to  do  background  sketches  for  forth- 

coming promotion  piece  by  network.  He  was 
personally  retained  by  CBS  Inc.  President 
Frank  Stanton.  Mr.  Topolsky  did  the  sketches 

of  Queen  Elizabeth's  Coronation  used  by  CBS 
in  promotion  piece  issued  after  that  event. 

PLEA  PASSED  OVER  •  How  important  is 
broadcasting  to  politicos?  Official  program  of 
GOP  Convention  carried  this  bold-face  type 

plea:  "Because  of  radio  and  television  commit- 
ments, it  is  urgently  requested  that  all  dele- 

gates, alternates  and  guests  be  in  their  seats 

promptly."'  But  there  were  oceans  of  empty seats  at  the  start  of  each  session. 

UNOFFICIAL  VISITOR  •  Among  observers 
at  GOP  Convention  was  Mary  Jane  Morris, 

secretary  of  FCC.  She's  on  vacation,  and  at- 
tended convention  in  no  official  capacity.  She 

'  is  native  of  Midland,  near  Bay  City,  Mich., 
and  formerly  was  on  staff  of  Leonard  W.  Hall. 
GOP  chairman. 

CAN'T  PLEASE  ALL  •  Convention  anchor- 
men have  more  to  contend  with  than  the  pres- 
sure of  on-the-scene  coverage  coordination. 

Listeners  also  deluge  them  with  wires  and  let- 
ters freely  commenting  on  their  commentary. 

CBS  News'  Walter  Cronkite  learned  he  is 
blamed  for  everything  that  goes  wrong,  includ- 

ing the  brightness  of  the  picture  on  the  set  at 
home.  One  wire  to  him  last  week  at  the  Cow 
Palace  from  a  viewer  in  Fort  Worth  asked 

him  to  "please  get  the  sneer  out  of  your  voice" 
while  the  next  telegram  in  the  stack,  from  San 

Francisco  viewer,  observed,  "Congratulations 
on  losing  your  sneer  between  Chicago  and  San 
Francisco." 

LOOKING  AHEAD  •  With  Chicago  report- 
edly booked  ahead  through  1960  and,  therefore, 

Famous  Name  at  KGA 

KGA  Spokane,  Wash.,  hired  a  new  an- 
nouncer last  week  whose  first  job  was 

giving  station  breaks  for  the  ABC  outlet 

during  coverage  of  the  Republican  con- 
vention in  San  Francisco.  His  name — 

Herbert  Hoover. 

KGA  General  Manager  Jack  Wells 
said  the  new  announcer  with  the  famous 

name  just  happened  to  go  to  work  at 

the  time  his  famous  namesake's  party 
was  holding  its  convention. 

unlikely  to  bid  for  political  conventions  that 

year.  San  Francisco's  civic  leaders  are  talking 
up  having  both  political  conventions  four  years 
hence.  Several  large  hotels  are  in  the  talking 

stage  and  it's  acknowledged  that  the  Cow 
Palace  is  more  spacious  and  better  equipped 

than  Chicago's  Stockyards  Amphitheatre  for these  mammoth  conventions. 

HINCKLEY  HOMECOMING  •  San  Fran- 
cisco convention  had  special  meaning  for  Rob- 

ert H.  Hinckley,  ABC  vice  president  in  charge 
of  Washington  operations.  He  was  assistant 
director  of  the  Works  Progress  Administration 
in  charge  of  the  1 1  Western  states  when  the 
Cow  Palace  was  built  as  a  WPA  project  in 
1935.  and  he  then  headquartered  in  San  Fran- 

cisco. Another  famous  structure  built  under  his 
aegis  is  the  Washington.  D.  C.  Airport.  It 
was  completed  in  1938.  when  Mr.  Hinckley  was 
chairman  of  the  Civil  Aeronautics  Authority. 

FATIGUE  BIGGEST  PROBLEM  •  The  radio- 
tv  "cities"  CBS  established  at  the  Cow  Palace 
and  downtown  Fairmont  Hotel  were  complete 
down  to  the  detail  of  medical  centers  staffed  by 
a  nurse  and  doctor  on  alternating  shifts.  Busi- 

ness was  just  as  brisk  as  it  had  been  in  Chicago 

and  it  wasn't  just  because  the  nurse  was  pretty. 
Chicago  patients  soaked  up  lots  of  vitamin 
shots,  but  in  San  Francisco  the  majority  of 
cases  were  colds  aggravated  by  Bay  Area  fog. 
The  medical  centers  served  62  patients  Mon- 

day. 50  Tuesday  and  39  by  5:15  p.m.  Wednes- 
day. The  nurse  told  B«T  that  next  to  cold 

remedies,  doses  of  stay-awake  pills  during  the 
day  and  sleep-aids  at  night  were  high  on  the 
list.  She  said  fatigue  was  the  biggest  problem 
of  the  conventions  for  radio-tv  personnel. 

NBC  SCOOPS  •  NBC  news  claimed  three  beats 
in  connection  with  Vice  President  Richard 

Nixon's  sudden  departure  from  San  Francisco 
early  Wednesday  morning.  The  network  said  a 
tip  from  private  sources  in  Los  Angeles  enabled 
the  news  department  to  go  on  the  air  six  min- 

utes before  other  media  with  a  bulletin  telling 

of  the  senior  Nixon's  illness  and  the  Vice 
President's  imminent  departure.  NBC  also  took 
newsreel  film  of  the  Nixons  leaving  the  St. 
Francis  Hotel  and  after  rapid  processing  aired 
the  footage  on  Today.  Then  an  NBC  camera- 

man raced  to  the  airport,  beat  the  Nixons  there 
by  five  minutes,  and  filmed  the  anxious  pair  as 
they  boarded  a  plane  for  Los  Angeles  shortly 
after  8  a.m.  The  film  was  processed  by  the 

network's  convention  "Jiffy"  developer  and 
shown  a  few  hours  later. 

SUBSTITUTE  SAVES  DAY  •  ABC-TV  didn't 
tell  anyone  in  Chicago  that  it  found  a  staple 
implanted  in  its  cable  when  checking  for  the 
cause  of  a  breakdown  during  an  exclusive  inter- 

view with  Averell  Harriman.  It  followed  the 

same  policy  of  "no  comment"  at  the  Cow  Pal- 
ace last  week.  too.  During  the  opening  cov- 

erage four  tv  audio  lines  were  discovered  cut. 
Service  was  quickly  restored  by  substituting 
radio  lines. 

BY  DAWN'S  EARLY  LIGHT  •  Political  big- 
wigs at  San  Francisco  might  have  agreed  that 

conventions  are  "politics — as  usual,"  but  they 

might  have  easily  added,  "but  why  so  early?" 
During  last  week's  GOP  convention,  word 
reached  several  Republican  notables — Vice 
President  Richard  M.  Nixon,  Chairman  Leon- 

ard Hall.  Cabinet  Member  Harold  Stassen  and 

California  Gov.  Goodwin  J.  Knight — that  both 
CBS-TV  and  NBC-TV  wanted  to  "talk  to 
them"  on  their  two  early  morning  shows,  Today 
(NBC)  and  Good  Morning  with  Will  Rogers  Jr. 

(CBS).  In  the  East,  "early  morning"  means 
7  a.m.,  on  the  Coast,  it  means  4  a.m.  All  stoi- 

cally faced  up  to  the  ordeal  of  having  to  arise 

in  the  "middle  of  the  night."  Commented  Mr. 
Hall:  "Greater  love  hath  no  man  for  his  party 
than  to  get  up  at  this  hour  of  the  morning — 

3:30  a.m. — for  a  tv  show." 

CUNNING  COME-ON  •  CBS-TV  used  mod- 
els to  promote  its  Good  Morning  program  with 

Will  Rogers.  Placards  carried  by  beauties  pa- 
rading in  lobbies  invited  all  comers  to  studio  in 

the  Fairmont.  In  small  lettering:  "4  to  6  a.m." 

SUIT  SUITABLE  •  Esther  Van  Wagoner 

Tufty,  special  correspondent  for  NBC.  tried  to 
meet  the  fashion  competition  of  Betty  Furness 

of  CBS  (who  reportedly  had  14  trunks-full  of 
clothing  changes  for  her  Westinghouse  com- 

mercials) by  travelling  in  a  single  "all-purpose" dress  and  a  suit.  But  the  dress  was  a  Chicago 

casualty — it  ripped  up  the  back — she  reported, 
and  she  was  glad  to  find  San  Francisco  cool 
enough  for  the  suit. 

FREE  FACILITIES  •  The  free  recording  facili- 
ties offered  newsmen  at  the  San  Francisco  con- 

vention by  Ampex  Corp.  and  Minnesota  Mining 
&  Mfg.  Co.  appeared  to  be  getting  even  heavier 
use  than  at  Chicago,  based  on  Monday  and 

Tuesday  traffic  which  was  a  "conservative  10- 
15%  greater"  than  that  experienced  at  the 
Democratic  Convention.  Recording  studios  were 
maintained  in  the  Fairmont  Hotel  as  well  as 
at  the  Cow  Palace.  In  Chicago  the  facility  made 
416  recordings  for  133  stations. 

FREE  TAXI  SERVICE  •  MBS  Press  Director 
Frank  Zuzulo  used  his  two  Nash  ramblers  to 
roam  San  Francisco  streets  between  major  events 
and  offer  rides  to  delegates  as  well  as  anyone 
else  without  a  ride  to  a  convention  activity. 
Cars  bore  large  MBS  signs. 

SWIFT  SHIFT  •  When  the  U.  S.  Secret  Service 

— which  guards  the  President  and  plans  his  route 
— changed  the  schedule  of  a  Presidential  motor- 

cade, as  it  did  Thursday,  it  played  havoc  with 
the  best  laid  plans  of  tv-men.  According  to 
ABC-TV.  the  shift  in  the  route  through  San 
Francisco  w  hen  Mr.  Eisenhower  motored  to  the 
convention  hall  to  accept  his  renomination  as 
the  GOP  standard  bearer,  kept  the  network 
busy  from  8  A.  M.  EDT  up  to  showtime  rear- 

ranging facilities.  The  network's  coverage  in- 
cluded relay  by  microwave  from  the  ABC 

"crash"  truck  (mobile  unit)  to  the  top  of  the 
Mark  Hopkins  Hotel,  to  the  Fairmont  Hotel, 
to  the  Cow  Palace  and  to  McClaren  Park,  with 
relays  from  each  of  these  points  to  the  network. 
In  addition,  other  equipment  such  as  the  long- 
range  lens  cameras — Super  Big  Jake  and  Big 
Jake — were  used;  35  cameras  were  deployed  at 
scattered  points  and  20  newsmen  were  stationed 
both  alone  the  route  and  in  the  convention 
hall. 

•MAN  WHO'  POLL  •  Newsmen  among  network 
circles  had  a  pool  on  total  number  of  instances 

in  which  speakers  would  use  the  phrase  "the 
man  who."  CBS'  Bill  Leonard  reported  one  40- 
minute  speech  at  convention  several  years  ago 
"the  man  who"  expressions  rang  up  126 
mentions. 
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 CONVENTION  COVERAGE  

RADIO-TV  TO  KICK  OFF  STEVENSON  BID 

Democratic  candidate  to  begin 

campaign  for  presidency  Sept. 

13  with  a  half-hour  simulcast 

on  all  seven  major  broadcast 

networks.  Additional  media 

addresses  are  under  discus- 

sion, with  89  five-minute  spots 

also  planned. 

DEMOCRATIC  presidential  nominee,  Adlai  E. 
Stevenson,  tentatively  is  scheduled  to  open  his 
radio-tv  campaign  for  the  Nov.  6  election  with 
a  half-hour  simulcast  on  the  three  television 
networks  and  four  radio  networks  Sept.  13 
when  he  addresses  a  fund-raising  dinner  in 
Harrisburg,  Pa. 

George  W.  Ball,  Washington  attorney  who 

up  to  last  weekend  was  Gov.  Stevenson's  public 
relations  director,  said  additional  half-hour 
Stevenson  addresses  on  radio  and  tv  networks 
currently  are  under  discussion,  but  nothing  has 
been  decided.  Staff  officials  of  the  Democratic 
National  Committee,  its  agency,  Norman, 
Craig  &  Kummel,  New  York,  and  Mr.  Steven- 

son were  conferring  on  these  and  other  phases 

of  the  Democratic  candidate's  presidential 
campaign  last  week  at  Mr.  Stevenson's  farm 
in  Libertyville,  HI. 

Mr.  Ball  said  the  campaign  calls  for  44  night- 
time and  45  daytime  network  five-minute  tv 

film  spots  featuring  Gov.  Stevenson  and  other 
top  Democratic  figures.  Not  settled  as  yet  are 
which  networks  will  carry  the  tv  film  spots,  he 

said.  The  five-minute  spot  plan  was  worked 
out  with  networks  by  Reggie  Schuebel,  who  is 
working  with  NC&K  on  the  Democratic  cam- 

paign. They  will  be  placed  adjacent  to  regular 
half-hour  network  programs  which  will  be 
shortened  to  25  minutes  to  accommodate  the 

spots. 
Mr.  Ball  said  there  are  no  definite  plans  to 

televise  addresses  that  Gov.  Stevenson  may 
make  between  now  and  Sept.  13. 

Filmed  at  Farm 

A  number  of  the  five-minute  tv  spots  were 
filmed  with  the  Democratic  nominee  last  week 
on  his  Libertyville  farm,  and  it  was  announced 
that  one  of  the  spots  would  occupy  the  last 
five  minutes  of  The  $64,000  Question  (CBS- 
TV  10-10:30  EDT  Tuesday)  sometime  this  fall. 
Without  a  script,  Gov.  Stevenson  used  various 
backgrounds  around  his  farm  to  film  his  views 
on  the  farm  problem,  foreign  affairs  and  other 
campaign  issues.  The  films  were  being  made  at 
the  rate  of  two  a  day. 

Reports  coming  from  Stevenson  representa- 
tives stressed  the  lack  of  funds  for  executive 

electronic  campaigning  by  Mr.  Stevenson  and 
the  wealth  of  funds  available  to  the  Republi- 

cans for  a  radio-tv  campaign.  An  announce- 
ment indicated  Gov.  Stevenson  would  conduct 

a  "grass  roots"  campaign  through  the  use  of  an 
automobile  caravan  to  contrast  with  the  Re- 

publican plans  to  wage  the  Eisenhower  cam- 
paign primarily  by  radio  and  tv.  Mr.  Steven- 

son will  spend  this  week  and  early  next  month 
conferring  with  Democratic  leaders  at  eight 
points  throughout  the  country. 

Reports  from  Libertyville  last  week  indicated 
Clayton  Fritchey,  deputy  chairman  of  the 

Democratic  National  Committee,  will  be  ap- 

pointed Gov.  Stevenson's  news  secretary,  re- 
placing Roger  Tubby,  who  will  continue  to 

operate  at  a  high  level  during  the  campaign. 
Whether  Mr.  Ball  would  continue  as  public  re- 
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lations  director  was  not  made  clear  last  week. 
An  announcement  was  to  be  made  regarding 
the  Stevenson  staff,  but  had  been  postponed 
up  to  Thursday. 

Also  meeting  with  Gov.  Stevenson  at  Lib- 
ertyville last  week  were  Eugene  H.  Kummel, 

vice  president  of  NC&K,  accompanied  by  con- 
sultants borrowed  from  J.  Walter  Thompson 

Co.  and  Sullivan,  Stauffer,  Colwell  &  Bayles, 
both  New  York,  it  was  reported.  Walter 

O'Meara,  independent  consultant  on  radio-tv 
and  other  public  relations  problems,  also  was 
with  the  group. 

Reinsch  As  Advisor 

J.  Leonard  Reinsch,  director  of  the  James 
M.  Cox  radio-tv  properties  and  manager  of  the 
Aug.  11-17  Democratic  convention  in  Chicago, 
is  expected  to  be  active  in  an  advisory  capacity 
in  the  1956  campaign. 

Public  relations  director  of  the  Democratic 
National  Committee  is  Sam  Brightman,  with 

Jack  Christie  the  DNC's  tv-radio  director. 

Barry  Bingham,  president,  WHAS-AM-TV 
Louisville  (Louisville  Courier-Journal),  a  leader 
of  the  reactivated  National  Volunteers  for 
Stevenson,  arrived  in  Washington  last  week  to 

begin  setting  up  headquarters  for  that  organi- 
zation a  few  doors  from  the  Stevenson  and 

DNC  headquarters. 

ARB  Reports  Shows  99.6% 

Potential  Demo  Coverage 

AN  UNPRECEDENTED  99.6%  of  the  na- 
tion's tv  homes  were  able  to  view  the  Demo- 
cratic convention  live  from  Chicago  on  at  least 

one  of  the  three  networks,  according  to  the 
American  Research  Bureau.  The  ARB  study 
further  revealed  that  the  80  stations  carrying 
the  ABC  coverage  could  reach  a  possible  75.2% 
of  the  tv  public;  166  CBS  stations  had  a  94% 
potential,  and  143  NBC  stations  a  potential  of 
93.3%. 

The  99.6%  coverage  represents  34,611,000 
tv  sets  across  the  country,  according  to  ARB. 
The  .4%  without  live  coverage  included  the 
vicinities  of  Billings,  Butte  and  Great  Falls,  all 
Montana;  Rapid  City,  S.  D.;  Grand  Junction, 
Colo.,  and  Grand  Forks,  N.  D.  The  report 
stated  that  70.9%  of  all  tv  homes  had  a  choice 

of  all  three  networks,  21.1%  could  choose  be- 
tween two  and  7.6%  were  limited  to  the  cov- 

erage of  one  network. 

Kobak  Criticizes  Butler 

For  Stand  Against  CBS 

VETERAN  broadcaster  Edgar  Kobak,  president 

of  WTWA  Thomson,  Ga.,  was  "surprised  and 
deeply  hurt"  when  Democratic  National  Chair- 

man Paul  Butler  struck  out  at  CBS  for  not 

carrying  all  of  the  "Pursuit  of  Happiness"  film at  the  Democratic  convention. 

In  a  letter  to  Mr.  Butler,  Mr.  Kobak,  for- 
merly president  of  Mutual  Broadcasting  Sys- 

tem and  former  chairman  of  the  NARTB  Free- 
dom of  Information  Committee,  said  that  Mr. 

Butler  should  not  forget  that  "this  is  a  free 
country  where  we  have  a  free  press  and  free 

radio  and  television." 
"Mrs.  Kobak  and  I  .  .  .  noted  that  NBC 

and  ABC  were  carrying  the  film  and  we  watched 

it  for  a  few  minutes,"  he  added,  "but  we  were 
given  a  free  choice  when  we  switched  to  CBS 
and  found  what  they  were  doing  of  enough 
interest  that  we  stayed  with  CBS  .  .  ." 

 PROGRAM  SERVICES  — 

BMI  Says  Classical  Music 

Now  Among  Big  Businesses 

CLASSICAL  music,  traditionally  regarded  as 
an  interest  belonging  to  the  few,  has  become 
big  business,  Broadcast  Music  Inc.  reported 
last  week.  In  a  special  BMI  report  on  the 
status  of  concert  music  in  the  U.  S.,  indica- 

tions are  given  that  music  interest  is  growing 
by  leaps  and  bounds,  and  as  it  does,  more 
money  is  being  spent  for  it. 

Says  BMI:  In  1955,  more  money  was  spent 

by  Americans  in  concert  attendance  and  pho- 
nograph record  purchasing  than  in  baseball 

game  attendance;  more  money  was  spent  last 
years  for  high-fidelity  equipment  and  other 
phonograph  combinations  than  for  all  spec- 

tator sports  during  1954,  and  of  the  $30  mil- 
lion spent  on  sheet  music  in  1954,  more  than 

84%  went  into  concert  music  sales  throughout 
the  country. 

As  orchestras,  summer  festivals,  music  ap- 
preciation courses  and  other  phases  of  musical 

life  grow,  so  does  radio  programming.  Re- 
ported BMI:  1,279  radio  stations  last  year  aired 

well  over  8,000  hours  of  concert  music,  a  figure 
that  is  certain  to  rise  as  additional  program- 

ming is  instituted  this  year  by  at  least  553 
stations. 

These  details,  such  as  monies  spent  on  in- 
struments, the  number  of  opera  companies, 

their  repertoires,  etc.,  are  contained  in  BMI's 
booklet,  "Concert  Music  U.  S.  A.  1956,"  which 
the  licensing  organization  said  it  is  making 
available  to  all  interested  parties. 

Laurence  Clients  Receive 

Direct  Middle  East  Reports 

JOCK  LAURENCE,  head  of  Laurence  News 
Features,  New  York,  left  Paris  a  fortnight  ago 

enroute  to  various  Arab  nations  to  tape-re- 
cord on-the-spot  reports  to  be  shipped  air- 

express  to  Laurence  client  stations  in  the 
U.  S. 

The  news-gathering  firm,  which  was  estab- 
lished only  four  months  ago,  also  will  start 

servicing  clients  Sept.  1  with  correspondents 

in  London,  Paris,  Rome  and  other  key  over- 

seas cities.  All  tapes  are  "personalized,"  with 
the  correspondent  introducing  himself  with  the 

stations'  call  letters  and  sponsor  identifications 
for  local  use. 

PROGRAM  SERVICE  PEOPLE 

Frank  J.  Sullivan,  formerly  with  NBC  and  Wil- 
liam Esty  Co.,  named  vice  president-genera 

manager  of  television  program  division,  LP5 
Industries,  N.  Y. 

Steven  Gethers,  tv  playwright  (U.  S.  Steel  Hour 
Kraft  Television  Playhouse),  will  conduct  t\ 
writing  laboratory  at  Long  Island  U.,  Brooklyn 

N.  Y.,  beginning  next  month. 

J.  Walter  Collins,  61,  Middle  East  manager  foi 
United  Press,  died  at  Cairo,  Egypt,  Aug.  18 

He  suffered  heart  failure  following  attack  o 

pneumonia. 

PROGRAM  SERVICE  SHORT 

Bob  Clampett,  Hollywood  tv  producer,  has  de 

veloped  new  live,  half-hour  daily  tv  quiz  shov 
for  children,  Rocket  to  Riches,  featuring  chil 

dren  as  audience-participants,  puppets  and  liv< 
characters.  Package  is  being  offered  for  spon sorship. 
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SOUTHERN 

CALIFORNIA 

LOOK 

It's  drifts  of  filmy  lace  on 

the  Empire  bodice  of  this 

cocktail  sheath  by  Dorothy 

O'Hara  of  California. 

It's  $26.6  billions  worth  of 

planes  produced  last  year  in 

Metropolitan  Los  Angeles, 

the  U.  S.  aircraft  capital. 

It's  millions  of  lasting  im- 

pressions on  big-earning, 

big-spending  Southern  Cali- 
fornians  by  advertisers  on 

KRCA  4 NBC  TELEVISION  IN  LOS  ANGELES ...  SOLD  BY SPOT  SALES 
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Sometimes  it's  relatively  easy  to  make  a  sale. 

When  everything  clicks  into  place  —  market,  station, 

ratings,  availabilities,  price  —  a  sale  is  largely  a  matter  of  men 

—  the  right  salesman  in  the  right  place  at  the  right  time. 

But  sometimes  it's  awfully  hard ;  and  it  couldn't  be  harder 

than  when  your  market  isn't  even  on  the  advertiser's  list ! 

That's  when  —  sometimes  —  it  takes  an  idea. 

Recently  the  Paul  H.  Raymer  Company  ran  into 

what  looked  like  a  stone  wall.  A  major  radio  advertiser 

-  marketing  a  rheumatic/arthritic  drug  —  had  blueprinted 

a  national  spot  campaign  that  by-passed  the  entire 

Central  California  Valley  —  an  area  dominated  by 

the  McClatchy  Beeline  Stations. 

To  get  Fresno  and  Sacramento  —  the  two  major  Valley 

markets  —  added  to  the  list,  Raymer  Research  dug  down  deep 

into  Public  Health  Reports  and  medical  journals  for  the 

answers  to  questions  like . . .  What  kind  of  people  get 

arthritis?  Where  do  most  arthritic  sufferers  live?  Who  buys 

most  rheumatic  drugs? . . .  and  came  up  with  convincing 

proof  that  the  Valley  markets  offered  greater  customer 

potential  —  more  people  with  arthritis  and  a  greater  chance 

for  rheumatism  to  strike  —  than  the  more  heavily 

populated  Pacific  Coast  cities. 

On  the  basis  of  that  research,  translated  into  a  34-page  marketing 

report  and  analysis,  the  Raymer  Company  was  able  to 

splinter  budgets  earmarked  for  Los  Angeles  and  Seattle 

and  create  26-week  schedules  on  KFBK  and  KMJ. 

And  all  it  took  was  an  idea ...  an  idea  plus  the  men  to  have  it, 

to  prove  it  and  to  sell  it. 

PAUL  H.  RAYMER  COMPANY,  INC. 

Exclusive  National  Representative  Since  1932 
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ADVERTISERS  &  AGENCIES mm®. .v.v.w.v.-.v.-.v.v.v 

TV  NETWORK 

BUYS  AND  BUYERS 

TOP  10  TV  NETWORK  ADVERTISERS 
IN  JUNE  1956 

1.  Procter  &  Gamble  $3,556,550 

2.  Colgate-Palmolive  1,883,618 
3.  Chrysler  Corp.  1,521,574 
4.  Gillette  Co.  1,429,980 
5.  General  Motors  1,394,685 
6.  General  Foods  1,349,776 
7.  American  Home  Prod.  1,130,673 
8.  Lever  Brothers  966,916 

9.  R.  J.  Reynolds  941,376 
10.  Ford  Motor  Co.  830,846 

'56  PURCHASES  BY  AUTOMOTIVE  PRODUCTS  RISE  $70  MILLION 

IT'S  still  foods,  automobiles,  toiletries, 
soaps  and  cigarettes  leading  the  parade 
of  national  advertisers  which  invest  in 
network  television. 

As  of  last  June,  the  automotive  prod- 
uct group  of  Publishers  Information 

Bureau's  reports  was  the  most  impressive. 
Its  January-June  total  was  $31,028,789 
in  network  timebuying,  a  gross  figure 

that  was  $10  million  higher  than  the  com- 
parable period  of  a  year  ago. 

Also  according  to  computation  based 

on  PIB's  data,  foods  advertisers  spent 

over  $43.5  million,  some  $3  million  more 

than  the  six-month  period  of  last  year. 
Toiletries  was  nearly  $5  million  ahead 
for  a  total  of  over  $39.6  million.  Soaps 
topped  the  $29.4  million  mark,  stepping 

ahead  of  last  year's  Jan.-June  period  by 
about  $8  million.  Tobacco  firms  were 

spending  about  the  same,  a  little  over 
$20.7  million. 

In  June,  the  tv  networks  picked  up 

$6.5  million  in  gross  billing  over  the  same 

month  of  last  year  and  were  $27.2  mil- 
lion ahead  of  the  comparable  six-month 

period. 
The  top  10  advertisers  in  network  tv 

kept  up  their  buying  pace,  although  June 
was  not  quite  as  impressive  as  May  for 
Procter  &  Gamble,  Colgate-Palmolive, 
Chrysler,  General  Motors,  American 

Home  Products,  Lever  Bros.,  R.  J.  Rey- 
nolds and  Ford  Motor.  Gillette,  how- 

ever, was  spending  more  in  June  than 

in  May,  moving  up  from  sixth  to  fourth 
place.  General  Foods  also  increased  its 

buying,  rising  from  ninth  to  the  sixth 

spot. 
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GROSS  TV  NETWORK  TIME  SALES  BY  PRODUCT  GROUPS  FOR  JUNE  AND 

JANUARY-JUNE,  1956,  COMPARED  TO  1955 

June  Jan.-June  June  Jan.-June 
1956  1956  1955  1955 

Agriculture  8c  Farming  $  79,383  $  340,929  $  19,845  $  19,845 

Apparel,  Footwear  & 
Access.  246,855  1,552,002  204,568  1,814,761 

Automotive,  Auto  Equip.  & 
Access.  4,641,627  31,028,789  3,511,370  21,140,125 

Aviation,  Access.  &  Equip.      19,380  33,915 
Beer,  Wine  &  Liquor  672,717  3,476,906  642,341  3,690,954 
Building  Materials  333,399  1,904,433  66,654  622,735 
Confectionery  &  Soft  Drinks  783,948  5,220,185  655,537  4,338,881 
Consumer  Services  280,467  970,993  84,171  752,796 

Drugs  8«  Remedies  2,887,269  18,555,493  1,756,753  10,539,195 
Food  &  Food  Products  7,173,982  43,555,407  6,529,492  40,466,212 
Gasoline,  Lubricants  &  Other 
Fuels  412,935  2,251,635  362,795  2,285,291 
Horticulture  68,297  203,453  13,549  109,669 

Household  Equipment  & 

Supplies  2,147,118  15,206,525  2,400,327  15,575,573 
Household  Furnishings  242,565  1,698,766  144,407  1,628,223 
Industrial  Materials  704,246  4,722,148  563,251  3,716,625 
Insurance  373,535  2,216,151  154,904  1,032,700 

Jewelry,  Optical  Goods  & 
Cameras  742,032  2,964,495  383,774  2,544,301 

Office  Equipment,  Stationery  & 
Writing  Supplies  282,082  2,161,627  403,632  3,125,573 
Political    5,295     

Publishing  8c  Media  50,711  525,653  42,924  365,422 
Radios,  Tv  Sets,  Phonographs, 

Musical  Instruments  Etc.  396,973  3,864,503  585,499  4,769,790 

Retail  Stores  &  Direct  by 
Mail      ...  10,392 

Smoking  Materials  3,213,862  20,720,735  3,467,893  20,781,062 

Soaps,  Cleansers  & 
Polishes  4,991,045  29,422,763  3,530,642  21,398,968 

Sporting  Goods  8c  Toys  31,367  340,415    45,927 
Toiletries  &  Toilet  Goods  7,207,191  39,623,665  6,076,821  34,605,547 
Travel  8c  Resorts  46,875  276,615  39,210  240,435 
Miscellaneous  232,154  1,700,731  110,973  1,654,902 

TOTALS                      $38,242,635  $234,510,312    $31,770,712  $197,309,819 
Source:  Publishers  Information  Bureau 
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LEADING  ADVERTISERS  IN 

RESPECTIVE  GROUPS  FOR 

JUNE  1956 

Ralston-Purina 

Knomark  Mfg. 

Chrysler 

Joseph  Schlitz  Brewing 
General  Electric 

Coca-Cola 
American  Tel.  &  Tel. 
American  Home  Prod. 
General  Foods 

Gulf  Oil 
Outboard  Marine  8c  Mfg. 

General  Electric 

Armstrong  Cork 
Aluminum  Co.  of  Am. 

Prudential  Ins.  Co.  of  Am. 

Eastman  Kodak 

W.  A.  Sheaffer  Pen 

Time  Inc. 

RCA 

$  42,844 
105,456 

1,521,574 

255,975 

93,096 195,509 

236,046 

1,091,319 
1,349,776 

213,225 

39,330 

449,523 

161,440 

174,525 220,500 

267,764 

94,260 

44,920 

97,217 

R.  J.  Reynolds  Tobacco 

941,376  j 

Procter  &  Gamble 

3,212,420  | 

Mattel 
31,367  | 

Colgate-Palmolive 
1,437,619  1 Pan-American  World  Air. 

42,270  i 
Armour 

62,734  1 

1 

1 

1 
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.  .  .  TELLS  HOW  STATIONS  CAN   GIVE  SERVICE 

THAT   RATES  HIGH   WITH  CLIENTS 

"Tune  in  Your  Time  Sales"  describes  the  benefits  of  the  RCA  House 

Monitoring  System.  It  points  out  that  with  such  a  system  the  tele- 

vision station  is  better  equipped  for  serving  clients  efficiently. 

You  can  dial  any  local  on-air  signal .  .  .  any  studio  signal  wherever 

you  happen  to  be  in  the  station.  What  a  service  to  sponsors  this  is  in 

program  planning!  When  a  question  is  asked  about  other  stations  .  .  . 

competing  programs  .  .  .  you're  there  with  the  proof!  In  special  pre- 

sentation in  your  own  studio,  or  in  viewing  commercials,  it's  a  tremen- 

dous assist  to  be  as  close  to  the  "on-air"  result  as  your  nearest  monitor. 

Up  to  seven  channels  are  available— tailored  to  your  own  special 

requirements.  You  can  flip  the  switch  and  bring  in  whatever  your 

client  requires. 

Fully  rated  for  color,  the  RCA  House  Monitoring  System  is  low  in 

cost  and  easy  to  install  and  operate.  Complete  technical  description 

of  the  equipment  is  included  in  this  booklet. 

Ask  your  Broadcast  Sales  Representative  for  a  copy. 

RADIO  CORPORATION  of  AMERICA 

Your  Off-Air  Signal 

BROADCAST  AND  TELEVISION  EQUIPMENT CAMDEN,  N.  J. 

Special  Client  Presen- tation in  Your  Studio 

In  Canada:  Write 
RCA  VICTOR  Company 

Limited,  Montreof 
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PULSE  with  Bill  Cullen  has  propelled  ratings  on  WRCA-radio  from 

2.1  IN  AUGUST  1955  to  4.0  IN  AUGUST  1956 

making  WRCA  New  York's  #1  network  radio  station  in  the  morning! 
■Sourre:  Pulse,  Inc. 



The  August  ratings  dramatize  how  PULSE  with 

Bill  Cullen  has  fascinated  New  York. 

Twice  as  many  listeners  as  a  year  ago  now  are 

tuned  to  NBC's  flagship  station  —  a  larger  morn- 

ing audience  than  that  of  any  other  network  outlet. 

And  because  prices  haven't  changed  yet,  PULSE 

is  just  as  fascinating  for  time-buyers. 

Here  is  the  prestige  of  a  network  flagship  station 

—  the  persuasive  salesmanship  of  a  great  person- 

ality— a  remarkably  low  cost-per-thousand — a  big- 

ger-than-ever  audience. 

All  this  in  PULSE,  the  modern  morning  radio  serv- 

ice. All  this  can  be  yours.  Just  call  George  Stevens, 

our  Sales  Manager,  at  Circle  7-8300. 

WRCA-RADIO 

NBC  RADIO  LEADERSHIP  STATION  IN  NEW  YORK 

SOLD  BY  I  NBC  1  SPOT  SALES 



ADVERTISERS  &  AGENCIES 

A  BIG  MARKET? 

Retail  sales  top 

1%  BILLION  DOLLARS 

in  Flint  and  the  Saginaw  Valley 

Michigan's  2nd  richest  market 
Here,  in  the  Flint-Saginaw  market,  average  city-family  income 
is  $6,413.75.  And  retail  sales  are  more  than  one  and  one-third 
billion  dollars  .  .  . 

•  $298,940,000  for  food 

•  $343,660,000  for  automobiles  and  accessories 

•  $46,208,000  for  drug  products 

86.9%  of  the  market  homes  are  television  homes— and  WNEM-TV 
is  the  one,  the  only  station  completely  covering  them  all.  ARB 
and  PULSE  survey  results  say  so. 

Contact  Headley-Reed  or  Michigan  Spot  Sales 

WNEM-TV 

STATION 

serving  Flint,  Saginaw,  Bay  City,  Midland 

Radio   Stations     WPON  —  Ponfiac,  Michigan WABJ  —  Adrian,  Michigan 

Personal  Income  Rises; 

Sourh's  Gain  Highest 
FIVE  of  the  seven  states  showing  the  highest 
percentage  increase  in  total  personal  income 
from  1954  to  1955  were  located  in  the  South, 
according  to  the  annual  income  analysis  by  the 
Office  of  Business  Economics,  U.  S.  Dept.  of 
Commerce. 

Total  U.  S.  personal  income  totaled  $303  bil- 
lion in  1955,  up  $19  billion  or  7%  from  1954, 

according  to  the  analysis.  Much  of  this  expan- 
sion was  due  to  manufacturing  industries,  with 

national  farm  income  down  5%  for  1955.  Per- 
sonal income  is  based  on  wages  and  salaries  as 

well  as  other  income  from  rents,  dividends, 
farms,  interest,  social  insurance  benefits,  direct 

relief  and  veteran's  benefits. 
North  Dakota  led  all  states  in  the  1954-55 

income  gain,  showing  16%  improvement,  due 

mainly  to  farm  recovery.  Alabama  and  Ne- 
vada showed  13%  gain  with  11%  for  Maine, 

Mississippi,  Georgia  and  Florida. 
Per  capita  personal  income  averaged  $1,847 

for  the  U.  S.  in  1955,  5%  above  the  $1,767 
in  1954.  Delaware  topped  all  states  with  $2,513 
with  Mississippi  lowest,  $946. 

Following  are  total  personal  and  per  capita 
income  for  1955,  by  states  and  regions: 

Total  personal 
income 

Per  capita 

personal  income 
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2  —  in 

E  E  o- 
*i  * —  i — I C0NT.  U.  S   303,391 

NEW  ENGLAND  .  .  .  20,075 
Conn   5,497 
Me   1,443 
Mass   10,010 
N.    H   958 
R.  1   1,599 
Vt   568 

MIDDLE    EAST    .  .  .  80,273 
Del   980 
D.  C   1,992 
Md   5,463 
N.  J   12,304 
N.   Y   36,255 
Pa   20,724 
W.   Va   2,555 

SOUTHEAST    43,758 
Ala   3,674 
Ark   1,913 
Fla   5,923 
Ga   4,882 
Ky   3,728 
La   3,910 
Miss   2,018 
N.  C   5,371 
S.  C  ,  .  2,557 
Tenn   4,288 
Va   5,494 

SOUTHWEST   20,166 
Ariz   1,588 
N.   M   1,134 
Okla   3,328 
Tex   14,116 

CENTRAL    86,999 
III   20,988 
Ind   8,201 
Iowa    4,213 
Mich   15,632 
Minn   5,394 
Mo   7,560 
Ohio    18,442 
Wis   6,569 

NORTHWEST    13,841 
Colo   2,729 
Idaho    895 
Kan   3,393 
Mont   1,160 
Neb   2,147 
N.   D   882 
S.  D   850 
Utah    1,238 
Wyo   547 

FAR   WEST    38,279 
Calif   29,438 
Nev   572 
Ore.   .  .,   3,090 
Wash   5,179 
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This  service  package  makes 

YOUR  TV  DOLLARS  COUNT  FOR  MORE 

ON  CHANNEL  4  .  .  .  Buffalo 

When  you're  buying  time  in  Buffalo,  buy  the  service  package  packed 

with  powerful  selling  impact.  Buy  WBEN-TV  ! 

WBEN-TV  is  the  top  television  station  of  rich  Western  New  York.  On  the  air 

since  1948,  WBEN-TV  has  the  experience  and  performance  record  that 

guarantees  perfect  handling  of  commercial  copy.  Whether  "live"  or  filmed, 

your  promotional  effort  is  in  the  hands  of  trained,  tested  experts — men 

who  know  the  importance  of  proper  product  presentation. 

To  the  people  of  Western  New  York  WBEN-TV  is  the  prestige  station — the 

one  they  view  most  often,  see  best  and  to  which  they  are  most  loyal. 

That's  a  big  package  —  and  WBEN-TV  delivers  it  every  time. 

WBEN-TV 
BUFFALO     •  CH, 

WBeiM-TV 1— *~  ...  . 
CBS  BASIC 

Represented  Nationally  by  HARRINGTON,  RIGHTER  &  PARSONS,  Inc. 
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"ask  your  Colonel" 

THE  SELLER'S  HANDBOOK 

The  names  of  grocery  chains;  the  number  of  service  stations; 

factory  shifts;  paydays;  the  weather  month-by-month;  the  kind 
of  water;  transportation;  hotels;  distance  to  the  airports;  major 

companies  are  just  a  few  of  the  facts  you'll  find  in  each  of  The 

Seller's  Handbooks  now  completed  for  24  markets  represented 
by  PGW  Television  Sales.  Much  of  this  data  was  included  at 

the  suggestion  of  advertisers  and  agency  account  executives  .  .  . 

and  we  hope  that  they  will  find  the  Handbooks  especially  useful. 

ask  your  Colonel 

Peters. GriffivWoodward.  > 

Peters,  Griffin,  Woodward, 
INC. 

Pioneer  Station  Representatives  Since  1932 

NEW  YORK 
250  Park  Avenue 

YUkon  6-7900 

CHICAGO 

230  N.  Michigan  Ave. 
Franklin  2-6373 

DETROIT 
Penobscot  Bldg. 

Woodward  1-4255 

ATLANTA 
Glenn  Bldg. 

Murray  8-5667 

FT.  WORTH 
406  W.  Seventh  St. 

Edison  6-3349 

HOLLYWOOD 

1750  N.  Vine  St. 

Hollywood  9-1688 

SAN  FRANCISCO 
Rush  Building 

Sutter  1-3798 



P.G.W.  television  has  just  prepared  what  is  probably  the 

most  complete  collection  of  market  and  station  facts  ever 

assembled  at  one  time  by  a  broadcast  sales  organization. 

Designed  to  help  us  better  serve  the  people  we  sell,  we 

hope  that  you  will  make  full  use  of  this  information: 

j. 

KYW-TV 

PRESENTATION  HOLDER 

To  make  his  presentations  complete  and  compact,  your  Colonel  is  now 

equipped  to  deliver  availabilities,  for  each  station,  in  a  file-size  folder  on 
which  is  printed:  the  station  coverage  map:  rate  card:  a  concise  market 

profile  and  highlights  of  the  station's  programming  or  personalities. 

A  complete  set  of  24  would  be  a  worthwhile  addition  to  every  buyer's  file. 
1TATIOH  ITW-TV  COVIRAOI 

.  .  ask  your  Colonel 

»t 

DAME  TIME"  TELEVISION 
More  light  on  the  most  discussed  and  least  understood  area 

of  television  advertising.  PGW  Television  Sales'  newest 

presentation  "Dames  In  The  Daytime"  is  directed  primarily 
to  brokers,  distributors,  wholesalers  and  company  repre- 

sentatives in  the  markets  we  represent.  But,  anyone  inter- 
ested in  selling  the  women  who  buy  their  wares  will  find 

this  booklet  timely,  easy  to  read,  and  highly  informative. 

 ask  your  Colonel 

0 
Please  turn  the  page 



. . .  Here  are  the  stations 

and  the  markets  we  sell 

EAST-SOUTHEAST VHF  CHANNEL  PRIMARY 

WBZ-TV Boston 4 NBC 

WGR-TV 
Buffalo 2 ABC 

KYW-TV Cleveland 3 
NBC 

WWJ-TV Detroit 4 
NBC 

WPIX New  York 1 1 IND 

KDKA-TV 
Pittsburgh 2 

NBC 

WCSC-TV Charleston,  S.  C. 5 
CBS 

WIS-TV Columbia,  S.  C. 

10 
NBC 

WSVA-TV 
Harrisonburg,  Va. 3 CBS-NBC-ABC 

WDBJ-TV Roanoke 7 CBS 
WTVJ Miami 4 CBS 

Ml  D  WEST-SOUTHWEST 

WHO-TV Des  Moines 1 1 

1  o 

WOC-TV Davenport 6 
NBC 

WDSM-TV Duluth — Superior 6 
NBC 

WDAY-TV 
Fargo 

6 
NBC-ABC 

WISC-TV Madison,  Wis. 3 CBS 

WCCO-TV Minneapolis — St.  Paul 4 
CBS 

KMBC-TV 
Kansas  City 9 ABC 

WBAP-TV Fort  Worth — Dallas 5 ABC-NBC 
KFDM-TV Beaumont 6 CBS 
KRIS-TV Corpus  Christi 6 NBC 

KENS-TV San  Antonio 5 CBS 

WEST 

KBOI-TV 
Boise 2 CBS 

KBTV Denver 9 
ABC 

KGMB-TV 
Honolulu 9 

CBS 

KMAU — KHBC-TV Hawaii 

KRON-TV San  Francisco 4 NBC 

For  sample  schedules  of:  daytime  volume  plans;  low-1 

frequency  ID  schedules;  women's  participating  prog 
locally-originated,  locally-integrated,  tested  and  proven 

your  own  .  .  . 

 ask  your  Colonel 

Peters  ,  Griffin  ,  Wo  obwaro,  me 

Pioneer  Station  Representatives  Since  1932 

NEW  YORK  CHICAGO  DETROIT 

250  Park  A  venue  230  N.  Michigan  A  ve.  Penobscot  Bldg. 
YUkon  6-7900  Franklin  2-6373  Woodward  1-4255 

ATLANTA  FT.  WORTH  HOLLYWOOD  SAN  FRANCISCO 

Glenn  Bldg.  406  W.  Seventh  St.  1 750  N.  Vine  St.  Russ  Building 
Murray  8-5667  Edison  6-3349  Hollywood  9-1688  Sutter  1-3798 



ADVERTISERS  &  AGENCIES 

Mentholatum  Budgets 

$500,000  For  Time 

IN  its  biggest  broadcasting  schedule  to  date, 
Mentholatum  Co.  (cold  preparations),  Buffalo, 
N.  Y.,  is  planning  to  place  well  over  $500,000 
in  radio-tv  starting  this  fall  and  running 
through  the  early  part  of  next  year. 

Starting  Oct.  8,  Mentholatum  will  sponsor 
five  seven-and-a-half-minute  segments  of  a 
strip  of  CBS  Radio  daytime  serials  every  other 
week  for  13  weeks.  This  purchase,  said  to 

represent  $150,000  gross  billing,  is  for  pro- 
gramming yet  to  be  announced.  On  Thursday, 

a  spokesman  for  J.  Walter  Thompson  Co. 

(Mentholatum's  agency),  New  York,  told  B»T 
that  the  agency  had  placed  a  Mentholatum 
order  for  13  alternate  weeks  of  an  unspecified 

number  of  15-minute  segments  in  CBS-TV's 
Bob  Crosby  Show,  but  that  the  deal  had  not 
been  set  as  yet. 
Thompson  also  purchased  five  one-minute 

participations  in  MBS's  Queen  For  a  Day  and 
Multi-Mystery  Package,  both  starting  Nov.  19 
for  13  consecutive  weeks,  a  purchase  that  it 
estimates  will  reach  85-90%  of  all  U.  S.  radio 
homes.  Additionally,  it  was  reported  that 

Thompson  is  "dickering"  with  NBC-TV  for 
a  daytime  purchase,  but  that  there  was  "nothing 
definitely  set"  at  this  time. 

Mentholatum  has  spent  most  of  its  past  ad- 
vertising budgets  for  print  and  radio-tv  spot 

campaigns  on  a  limited  basis. 

Lehn  Fink  Media  Budget 

Now  Over  $1  Million  Mark 

IN  ITS  "most  diversified  expenditure"  to  date, 
Lehn  &  Fink  Products  Corp.  has  allocated 

"well  over"  $1  million  to  a  campaign  for  Lysol 
disinfectant  that  will  take  the  firm  into  every 
major  broadcast  market  between  now  and 
1957. 

L&F,  which  earlier  this  month  began  spon- 
soring a  Tuesday,  15-minute  segment  of  NBC- 

TV's  Queen  For  a  Day,  will  add  /f  Could  Be 
You,  also  on  NBC-TV,  to  its  purchase  list 
Oct.  2.  These  buys,  plus  others  still  in  the 
talking  stage,  will  account  for  over  60%  of 
the  total  ad  budget,  according  to  Emanual 
Goren,  L&F  advertising  manager.  Agency  is 
McCann-Erickson,  New  York. 

DOUGLAS  YATES  (I)  of  BBDO,  and  Lionel 

Furst,  of  Dancer-Fitzgerald-Sample,  were 
two  of  the  1 1  judges  who  helped  select 

Margo  Lucey  "Miss  Washington,  D.  C."  in 
the  beauty-talent  search  conducted  by 
WWDC  Washington.  This  is  the  fifteenth 
year  the  radio  station  has  conducted  the 
contest  as  part  of  the  nationwide  search 

for  the  next  "Miss  America." 

■    IN  PHILADELPHIA  RADIO  AND  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index   of   Broadcast  Advertisers   (Based  on  Broadcast  Advertisers  Reports'  monitoring) 
TELEVISION  (NETWORK  PLUS  SPOT) 

Hooper  Index 
Network     Total     "Commercial  of  Broadcast 

Rank Product  &  Agency  Shows Stations 

Units" 

Advertisers 

I . R.  J.  Reynolds  Tobacco  Co. 8 3 

42 
391 Camel  (William  Esty) 2 

12 

105 
Cavalier  (William  Esty) 2 2 30 
Salem  (William  Esty) 3 2Vh 97 
Winston  (William  Esty) 1 6V2 159 

A. Liggett  &  Myers  Tobacco  Co. 2 3 I6V2 296 

Chesterfield  (Cunningham  &  Walsh) 3 6 121 

L  &  M  (Dancer-Fitzgerald-Sa 

mple) 
3 IOV2 175 

o 

o. 

American  Tobacco  Co. 6 3 17 

281 Lucky  Strike  (B.  B.  D.  &  O) 2 5 107 

Pall  Mall  (S.  S.  C.  &  B.) 3 10 132 

Tareyton  (M.  H.  Hackeft  Co.) 2 2 42 4. 

Philip  Morris  &  Co. 3 17 263 

Marlboro  (Leo  Burnett) 3 17 
263 

5. 

Brown  &  Williamson  Tobacco  Co. 2 3 16V2 

218 

Kool  (Ted  Bates) 3 4% 83 

Raleigh  (Russel  M.  Seeds) 3 7 35 

Viceroy  (Ted  Bates) 2 5 
100 

6. P.  Lorillard  Co. 3 2 3 

51 

Kent  (Young  &  Rubicam) 1 1 

28 

Old  Gold  (Lennen  &  Newell) 2 2 

23 

7. 

United  States  Tobacco  Co. 2 6 17 

Encore  (Kudner) 2 5 

12 

Sano  (Kudner) 1 1 5 

RADIO  (NETWORK  PLUS  SPOT) 

Hooper  Index 
Network     Total     "Commercial  of  Broadcast 

Rank        Product  &  Agency  Shows     Stations        Units"  Advertisers 
1. 

R.  J.  Reynolds  Tobacco  Co.  1 5 

87 

116 

Camel  (William  Esty) 2 11 14 
Salem  (William  Esty) 5 

76 
102 

2. Liggett  &  Myers  Tobacco  Co.  2 5 

96 

114 

Chesterfield  (Cunningham  &  Walsh) 2 7 

18 

L  &  M  (Dancer-Fitzgerald-Sample) 5 

89 

96 

3. 

P.  Lorillard  Co.  1 3 27 

32 

Kent  (Young  &  Rubicam) 2 14 17 

Old  Gold  (Lennen  &  Newell) 2 

13 
15 

4. American  Tobacco  Co.  — 4 

16 28 

Pall  Mall  (S.  S.  C.  &  B.) 4 

16 28 

5. 

Philip  Morris  &  Co.  (P) 2 
17y2 

23 

Philip  Morris  (N.  W.  Ayer) 2 
17% 

23 

6. 

Brown  &  Williamson  Tobacco  Co.  1 3 11 

13 

Kool  (Ted  Bates) 3 5 5 

Viceroy  (Ted  Bates) 3 6 8 7. 

Benson  &  Hedges  — 
1 6 8 

Parliament  (Benton  &  Bowles) 1 6 8 

(P)  Participations,  as  distinguished  from  sponsorship. 
In  the  above  summary,  the  monitoring  occurred  the  week  ending  May  25,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc.,  Broad- 
cast Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary  is 

prepared  for  use  solely  by  Broadcasting  •  Telecasting.  No  reproduction  permitted. 
♦  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 

Broadcasting  Advertisers  Reports  Inc.  A  "commercial  unit'*  Is  defined  as  a  commercial  ex- 
posure of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four 

"commercial  units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for 
programs  of  other  lengths.  A  "station  identification"  equals  one-half  "commercial  unit." 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  Ameri- 
can Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case 

of  station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  Is 
used  wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 
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WIBC- Leads  in  Indiana 

o  0^ 

0- 

Here's  another  WIBC  public  service  exclusive  in 
Indianapolis  ...  a  citation  by  the  National 
Foundation  for  Infantile  Paralysis  for  outstand- 

ing service  in  the  fight  against  polio.  WIBC  is 
the  only  Indianapolis  radio  station  to  receive 

this  certificate  .  .  .  further  proof  of  WIBC's 
leadership  in  community  service  in  Indianapolis. 

WIBC  not  only  does  an  outstanding  job  in  public 
service,  but  WIBC  programs  lead  the  audience 
ratings,  too.  In  the  31-county  Indianapolis  trad- 

ing area,  WIBC  programs  rank  first  during  447 

out  of  504  rated  quarter  hours  each  week* 
*Pulse  Area  Study.  Sept. -Oct.,  1955 

WIBC's  success  in  community  service  and  in 
building  big  audience  is  traceable  for  the  most 

part  to  the  station's  well  known  personality  sales- 
men .  .  .  Bill  Baker,  Lou  Palmer,  Easy  Gwynn, 

Jack  Morrow,  and  many  others.  These  same 

personalities  are  available  on  a  "first  come,  first 
serve"  basis  to  help  you  sell  your  product  or service. 

FIRST  IN 

COMMUNITY 

SERVICE 

FIRST  IN 

AUDIENCE 

To  Sell  Indianapolis,  and  Indiana, 

the  Best  Buy. .  .the  Only  Buy  Is  . . .  WIBC! 

WIBC 

1070  KC 

The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  Street 

Indianapolis  8,  Indiana 

Richard  M.  Fairbanks, 

President  and  General  Manager 

JOHN  BLAIR  &  COMPANY  •   NATIONAL  REPRESENTATIVES 

ADVERTISERS  &  AGENCIES 

THE  Colorado  Bureau  for  Lathing 

&  Plastering  has  signed  a  52-week 
contract  for  news  and  weather  re- 

ports on  KMYR  Denver.  Discussing 
the  terms  are  (I  to  r)  Tom  White, 

KMYR  account  executive;  Ken  Hilde- 
brandt,  KMYR  general  manager, 

and  Leo  Schultz,  business  manager 
for  the  sponsor. 

200  Ty  Markets  to  Be  Used 

In  Gilmar  Album  Promotion 

NATIONAL  saturation  campaign  of  some  20,- 
000  one-minute  spots  in  200  television  markets 
will  be  used  for  four  weeks  starting  Nov.  12, 
Martin  Gilbert,  president  of  Gilmar  Records, 
reported  last  Thursday.  The  Gilmar  Christmas 
album  of  12  hit  tunes  and  10  Christmas  songs 
for  $2.98  will  be  advertised  on  the  spots 

"which  contain  not  one  single  adjective  nor 

superlative,"  Mr.  Gilbert  said. 
Station  time  will  be  bought  on  saturation 

package  or  bulk  rate  basis,  he  said,  and  any 

per-inquiry  business  "will  be  infinitesimal." 
The  spots  feature  five  slides  with  a  transcribed 
message  by  Bill  Goodwin  and  live  tag  for 
local  phone.  Business  is  being  placed  by  Mar- 

tin Gilbert  Adv.  Inc.,  6547  Hollywood  Blvd., 
Hollywood.  The  firm  used  over  50  stations  last 

year  and  has  been  built  up  over  three-year 
period  with  tv,  Mr.  Gilbert  said. 

Bumstead  Media  Director 

For  MJ&A  in  New  York 

ROGER  BUMSTEAD,  former  media  director 

of  the  David  J.  Ma- 

honey  Agency,  dis- banded after  Mr. 

Mahoney  assumed 
presidency  of  the 
Good  Humor  Corp. 
earlier  this  year,  has 

been  appointed  me- dia director  of  the 
New  York  office  of 
MacManus,  John  & 
Adams,  it  is  being 
announced  today 
(Monday). 

Most  of  the  ac- counts formerly 

serviced  by  the  Mahoney  agency  now  are  in 
the  New  York  office  of  MJ&A.  Before  joining 
Mahoney,  Mr.  Bumstead  was  broadcast  media 
supervisor  at  Maxon  Inc.,  New  York,  and  with 
the  tv  department  of  The  Katz  Agency,  sta- 

tion representative. 

MR.  BUMSTEAD 
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We  note  with  considerable  interest  that  science  has 

isolated  the  reasons  that  a  new-born  baby  cries. 

They  are,  in  no  particular  order:  •  Hunger  • 

Excessive  moisture  in  the  trousers  •  Warmth 

•  Coolth  •  The  discovery  that  hi-  share  of  the 

national  debt  is  $1607.53. 

Before  things  get  out  of  hand,  we  hasten  to  sug- 

gest a  reason  for  rosy  hue-ing  the  whole  thing,  at 

least  for  part  of  the  population:  A  kid  born  in  East- 

ern Iowa  can  listen  to  WMT  as  he  grows  up.  This 

won't  do  much  to  offset  the  first  four  reasons,  but 

it  may  merit  some  optimism  anent  the  fifth. 

WMT    CBS  for  Eastern  Iowa 

National  representatives:  The  Katz  Agency 

Mail  address:  Cedar  Rapids 
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And  You  Can  Profit,  Too! 

This  "Shop  At  The  Store  With  The  Mike  On 

The  Door"  decal  is  the  sign  of  the  most  com- 

plete continuing  on-the-air  radio  sales-merchan- 
dising campaign  any  transcription  service  has 

ever  devised. 

In  markets  of  every  size,  this  profitable  RCA 

THESAURUS  feature  has  netted  subscriber- 

stations  a  profit  of  from  500%  to  1,000%  on 

their  "Shop  At  The  Store"  investment!  For 
instance: 

•  KSUM  —  Fairmont,  Minnesota 

$4,375  new  revenue  in  10  weeks.  15  calls  net 

1  5  new  sponsors  in  one  day. 

•  WYZE  —  Atlanta,  Georgia 

98  new  contracts  helped  establish  new  station 

with  $9  1 ,000  in  extra  kick-off  billings. 

•  KOEL  —  Oelwein,  Iowa 
$  1  3,  780  from  63  new  contracts. 

•  WALM  —  Albion,  Michigan 

In  3  weeks,  $3,000  radio  time  sold  to  66  mer- 
chants, including  42  brand  new  sponsors. 

And  sponsors  rival  stations  with  their  success 

stories — like  the  woman's  specialty  shop  which 

signed  up  as  a  "Store  With  The  Mike  On  The 
Door,"  and  in  the  course  of  a  single  day  was 
swamped  by  5,000  potential  customers.  At  a 
cost  of  only  8^  per  100  shoppers! 

This  unique  time-selling  plan  builds  extra  in- 
come for  you  in  three  ways:  By  developing  new 

sources  of  station  revenue  .  .  .  By  leading  current 

sponsors  to  increase  their  present  budgets  .  .  . 

By  converting  short-term  advertisers  to  long- 
term  sponsors. 

Available  only  to  THESAURUS  subscribers, 

"Shop  At  The  Store  With  The  Mike  On  The 
Door"  —  a  complete  campaign,  from  opening 
sales  pitch  to  closing  sponsor  agreement  form  — 
is  ready  and  waiting  to  go  to  work  for  you,  with : 

—  Traffic-building  "Shop  At  The  Store"  decals 

for  your  participating  sponsors'  stores,  plus 
dozens  of  other  publicity  and  promotion  aids. 

—  Recorded  announcements  by  such  RCA 
THESAURUS  star  talent  as  Nelson  Eddy, 

Sammy  Kaye  and  Freddy  Martin. 



subscrib 

with 

exclusive 
'shop 

at  the 

store" 

plan 

i 

—  Written  promotions  for  air  use  by  your  sta- 
tion personalities. 

And  in  *  5  6  RCA  THESAURUS  clicks 
with  two  new  sales-building  shows: 

Great  American  Women 

Basil  Rathbone  narrates  65  open- 

end,  five-minute  recordings  .  .  .  Mem- 
orable moments  in  the  lives  of  out- 

standing Americans  like  Betsy  Ross, 

|p  Ethel  Barrymore,  Annie  Oakley, 
Helen  Keller. 

Merchandising  .  .  .  Programming  .  .  .  Selling  
RCA  THESAURUS  brings  you  all  three!  Build 

audience  —  Build  sales,  with  on-the-air  winners 

that  appeal  to  every  age  and  interest  —  Every- 

thing from  children's  shows  to  church  programs, 
from  waltz  rhythms  to  Western  roundups,  from 

holiday  specials  to  highlights  of  sports.  Discover 

how  these  money-making  RCA  THESAURUS 
features  can  create  new  sales  for  you.  Contact 

the  RCA  THESAURUS  representative  nearest 

to  you! 

Jazz  at  the  Philharmonic 

A  Special  bonus  package  of  1  00  clas- 

sics by  the  greatest  men  of  jazz,  in- 
cluding Count  Basie,  Gene  Krupa, 

Teddy  Wilson,  Oscar  Peterson  .  .  . 

Plus  1  00  voice-track  interviews  with 

Norman  Granz  for  your  DJs. 

RECORDED  PROGRAM  SERVICES 

155  East  24th  Street,  New  York  10,  N.  Y.,  MUrray  Hii!  9-7200 

445  N.  Lake  Shore  Drive,  Chicago,  HI.,  WHitehal!  4-3536 

522  Forsyth  Building,  Atlanta  3,  Ga.,  Jackson  4-7703 

1907  McKinney  Avenue,  Dallas  1,  Texas,  RIwjWc  1371 

1016  N.  Sycamore  Avenue,  Hollywood  38,  Calif.,  OLdfield  4-1660 



ADVERTISERS  &  AGENCIES 

Tv  Billings  Errata 
IN  THE  LIST  of  the  top  200  national 
advertisers  on  television  during  the  first 
six  months  of  1956,  published  on  pages 

34-35  of  the  Aug.  20  issue  of  B«T,  Con- 
tinental Baking  was  inadvertently  listed 

twice,  in  43  rd  rank  order  for  its  tv  spot 
expenditures  of  $1,864,600  and  in  141st 
position  for  its  tv  network  time  purchases 
of  $526,043.  The  two  should  be  com- 

bined for  a  total  of  $2,390,643  and  Con- 
tinental Baking  moved  to  33rd  place  on 

the  list.  Johnson  &  Johnson,  with  tv 
network  billings  of  $767,434,  should  be 
inserted  in  the  list  in  106th  position  and 
Shell  Oil  moved  from  that  place  to  111. 

Booroem  Raised  at  LaRoche, 

Carroll  O'Meara  Joins  Firm 
HENDRIK  BOORAEM  Jr.,  vice  president  of 
C.  J.  LaRoche  &  Co.,  who  has  been  heading 

the  agency's  television  department,  has  become 
an  account  supervisor  with  new  responsibilities 
in  general  management,  it  was  announced  last 
week. 

In  his  general  management  assignments  he 
will  work  with  Board  Chairman  C.  J.  LaRoche 
and  President  James  D.  Webb.  The  move  was 

attributed  to  a  need  for  more  key  executives 
in  active  management  and  administration. 

Jay  Bottomley  continues  as  manager  of  the 

agency's  television  department  and  Carroll 
O'Meara,  formerly  with  NBC-TV  on  the  West 

OUR  OPPOSITION 

■rtU  YOU 

BUT. . . 

fc  THE  FIRST  f 

area  ARB  WILL  \ 

The  June  1-7  ARB  "Special  Survey"  of  the  TWENTY- 
SEVEN  CENTRAL  KANSAS  (WICHITA)  AREA  showed 

KTVH  not  just  DOMINANT,  but  OVERPOWERING! 

Of  the  TOP  FIVE  shows.  .. KTVH  had  FIVE! 

Of  the  TOP  TEN  shows.  .  .  KTVH  had  NINE! 

Of  the  TOP  FIFTEEN  shows.  KTVH  had  THIRTEEN! 

Of  the  TOP  TWENTY  shows.  .  . KTVH  had  SEVENTEEN! 

Of  the  TOP  TWENTY-FIVE  shows..  .  KTVH  had  TWENTY ! 

Your  H-R  man  has  all  the  details. ..why  not  call  him 

TODAY!  And  while  you're"  talking  to  him,  ask  him 

about  KTVH's  new  1-2  PUNCH  !  That's  what 

we  call  our  new  DUAL  STUDIOS ...  complete 

studios  in  WICHITA  as  well  as  HUTCHINSON! 

Check  with  your  H-R  Man  TODAY  ! 

Channel 12 

KTVH 

MAIN  OFFICES  AND  STUDIOS  IN  HUTCHINSON,  COMPLETE  DUAL 
STUDIOS  IN  WICHITA.    HOWARD  O.  PETERSON,  General  Manager. 

Coast  and  before  that  with  Young  &  Rubicam 
there,  has  joined  the  LaRoche  tv  department 
to  be  in  charge  of  television  commercials.  Tv 
operations  in  the  west  coast  office  at  Beverly 
Hills,  Calif.,  are  under  the  direction  of  Stuart 
D.  Ludlum. 

FC&B  Makes  Additions 

To  Its  Hollywood  Office 

ADDITIONS  to  the  staff  of  Foote,  Cone  & 

Belding's  Hollywood  force  were  announced  last 
week  by  Edmund  L.  Cashman,  FC&B  vice 
president  and  manager  of  the  Hollywood  office. 

John  B.  Lyman,  formerly  a  director  for 
NBC-TV,  and  Sheldon  Stuart,  director  at  KCOP 

(TV)  Los  Angeles,  have  been  named  produc- 
tion supervisors,  and  Harold  Gilpin,  assistant 

comptroller  at  KTTV  (TV)  Los  Angeles,  has 
been  named  business  manager. 

'Lux  Theatre'  Signs  MacRae 

CLIMAXING  more  than  four  months  of  ne- 
gotiations, Gordon  MacRae  and  Lever  Bros, 

have  signed  an  agreement  calling  for  the  former 
to  star  in  a  minimum  of  10  Lux  Video  Theatre 

shows  over  the  next  two  years  on  NBC-TV,  it 
was  announced  in  Hollywood  Thursday.  The 
shows  in  which  Mr.  MacRae  will  star  will  be 
packaged  and  owned  by  Kintail  Enterprises 
Inc.,  which  is  owned  by  Mr.  MacRae  and  his 
wife.  In  addition  to  starring  in  the  10  shows, 
Mr.  MacRae  will  serve  as  host. 

Curtis  to  Sponsor  Bolger 

HELENE  CURTIS  (beauty  preparations)  was 

reported  last  week  set  to  co-sponsor  an  hour- 
long  Ray  Bolger  musical  program  on  NBC-TV 
this  fall,  and  the  search  was  on  for  an  ad- 

vertiser to  share  the  bill.  The  program  prob- 
ably would  be  scheduled  for  two  Sundays 

a  month  at  4-5  p.m.,  alternating  with  Wide 
Wide  World.  Agency  for  Helene  Curtis  is 
Earle  Ludgin,  Chicago. 

Signs  For  News  Show 

GOLD  BOND  STAMP  CO.  (retail  merchandise 

stamp  firm)  has  signed  for  the  opening  five-min- 
ute segment  of  Bob  Garred  News  Tuesdays 

and  Thursdays  on  17  stations  of  ABC  Radio 
California  Network  during  period  Aug.  28  to 
Sept.  20.  Agency  is  Bruce  B.  Brewer  &  Co., 
Minneapolis. 

Legitimate  Leave 
RINO  NEGRI,  a  vice  president  of  Emil 
Mogul  Co.,  New  York,  who  in  the  past 

1 1  years,  has  worn  various  "hats" — as account  supervisor  on  Ronzoni  spaghetti, 

head  of  Mogul's  foreign  language  dept., 
and  producer-director-actor  on  WOV 
New  York's  Ronzoni  Theatre  of  the  Air 
(also  heard  on  other  Italian  language  sta- 

tions in  the  East) — will  doff  another, 
come  Sept.  7. 

At  that  time,  Mr.  Negri  will  take  an 
indefinite  leave  of  absence  from  the 

agency  to  start  rehearsal  in  F.  Hugh 

Herbert's  translation  of  Eduardo  DeFi- 

lippo's  play  The  Best  House  in  Naples. 
Mr.  Negri  will  play  the  male  lead  op- 

posite actress  Katie  Jurado  in  the  drama, 

scheduled  to  open  in  Broadway's  Ly- ceum Theatre,  Nov.  8. 
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THE  XE  W 

MINNEAPOLIS    *    ST-  PAUL 

announces  the  appointment  of 

as  exclusive 

national  representative 

EFFECTIVE  SEPTEMBER  1,  1956 

1  11  «  — —^M— ^ —  i  i      -I.,.—. ■■■ 

WDG  Y — The  Twin  Cities' 

50,000-watt  Independent  station, 

at  1130  on  the  dial,  is  owned 

and  operated  by 

MID-CONTINENT  BROADCASTING  COMPANY 

Todd  Storz,  President  •  Steve  Labunski,  Gen.  Mgr.,  WDGY 

— ^— ^— — i ̂ — — — —   •  HM— — — — 

Storz  stations  represented  by  John  Blair  &  Company  also  include  WHB,  Kansas  City,  Mo.,  and  WQAM,  Miami,  Fla. 
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NOB
ODY

'S 

LISTENING 

BUT  PEOPLE 

ALL  IN  FAVOR 

OF GOOD 

LOOKS ! 

What  a  time  to  talk  about  cosmetics 

and  toiletries... while  4,115,000 

people  a  minute  listen  to  weekday 

dramatic  serials  on  CBS  Radio 

starting  at  12:00  Noon,  CNYT. 

They're  mostly  homemakers,  and 

they  listen  attentively.  And 

mostly  they're  too  busy  for  any 

other  advertising  media. 

Every  week,  these  programs  reach 

20,548,000  different  people. 

this  is  the  right  time  to  buy . . . 

CBS  RADIO  NETWORK 



From  left  to  right: 

12:00  N.  WENDY  WARREN  &  THE  NEWS 

12:15  PM  BACKSTAGE  WIFE 

12:30  PM  ROMANCE  OF  HELEN  TRENT 

12:45  PM  OUR  GAL  SUNDAY 

1:00  PM  ROAD  OF  LIFE 

1:15  PM  AUNT  JENNY 
1:30  PM  YOUNG  DR.  MALONE 

1:45  PM  GUIDING  LIGHT 

2:05  PM  RIGHT  TO  HAPPINESS 

2:15  PM  SECOND  MRS.  BURTON 

2:30  PM  THIS  IS  NORA  DRAKE 

NEWS 

1 
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Knomark  Saves  NBC  $60,000, 

To  Sponsor  The  Magic  Box' 
KNOMARK  MFG.  CO.  (Esquire  boot  polish), 
Brooklyn,  through  its  agency,  Emil  Mogul  Co., 
New  York,  last  week  signed  to  sponsor  J.  Ar- 

thur Rank's  technicolor  film,  "The  Magic  Box," 
on  NBC-TV,  Sunday,  Sept.  9,  8-9  p.m.  EDT, 
and  by  doing  so,  saved  the  network  $60,000 
and  uncounted  embarrassment. 

The  special  airing  of  the  Rank  biography  of 
William  Friese-Greene,  the  father  of  the  mo- 

tion picture  camera,  will  pre-empt  The  Steve 
Allen  Show,  but  will  more  than  compensate 

the  viewer's  like  of  star  lustre  by  bringing  to 
tv  Sir  Laurence  Olivier,  Michael  Redgrave, 
Robert  Donat,  Emlyn  Williams,  Barry  Jones, 

Glynis  Johns  and  about  55  other  British  actors. 
Originally  leased  from  National  Telefilm 

Assoc.  in  March  1955  for  $60,000,  "The  Magic 
Box"  was  given  NBC-TV  on  the  understand- 

ing that  it  could  be  aifed  twice  within  an  18- 
month  period.  The  terminal  date  of  the  con- 

tract is  Sept.  15,  and  had  NBC-TV  not  managed 
to  place  the  film  before  that  date,  it  would 
have  had  to  forfeit  the  $60,000.  A  network 

spokesman  said  last  week  that  NBC-TV  had 

originally  intended  to  show  "Box"  as  a  90- 
minute  spectacular  on  Producers'  Showcase  last 
season,  but  that  for  one  reason,  or  another, 

"it  never  came  off."  Two  weeks  ago,  NBC-TV 
lost  another  chance  to  put  the  film  on — in  an 
abbreviated  version — when  Kraft  Television 
Theatre  was  pre-empted  by  the  Democratic 
convention  from  Chicago. 

An  $899,481,000 

Buying  Power  Market! 

MORE  AUDIENCE 

than  any  other  TV  station  in  the 

rich  heart  off  Louisiana 

FROM  5:00  P.  M.  to  SIGN  OFF 

(Monday  thru  Friday) 

WBRZ    rated  highest  in  125  quarter  hours  out 
of  149. 

FROM  12  NOON  to  3:30  P.  M. 

(Monday  thru  Friday) 

WBRZ    rating  Tops  All  Others  Combined! 

-  from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  31  counties  and  parishes 
in  Louisiana  and  Mississippi. 

WBRZ 

Channel 

BATON  ROUGE,  LOUISIANA 

Power:  100,000  watts  Tower:  1001  ft. 

NBC-ABC 

Represented  by  Hollingbery 

MR.  LEE 

Kenyon  M.  Lee  to  Form 
Own  Advertising  Agency 

KENYON  M.  LEE,  formerly  vice  president- 
manager  of  the  Miami  office  of  MacManus, 

John  &  Adams,  na- tional advertising 

agency  of  Bloomfield 
Hills,  Mich.,  will  be- 

gin operating  an 
agency  under  his own  name  on  Sept.  L 

Mr.  Lee  announced 
that  offices  will  be 
established  in  Miami, 
in  the  Alfred  I.  Du 
Pont  Building,  and 
in  Jacksonville,  at 
1357  W.  Beaver  St. 

First  Miami  ac- count, Mr.  Lee  said, 
is  the  Florida  National  Bank  and  Trust  Co. 
and  Frozen  Food  Distributors  of  Jacksonville 
will  look  to  the  new  agency  for  first  service 
there. 

O'Connor  Promoted  by  Bates 
FRANK  O'CONNOR,  production  manager, 
Ted  Bates,  Hollywood  office,  has  been  elected 
assistant  vice  president  of  the  agency,  it  was 
announced  last  week  by  James  C.  Douglas,  vice 

president  in  charge  of  tv-radio.  Mr.  O'Connor 
will  be  in  charge  of  new  program  development 
in  the  New  York  office,  effective  Sept.  17. 

Mr.  O'Connor  has  been  with  the  firm  the  past 
10  years  and  at  one  time  was  with  J.  Walter 
Thompson,  N.  Y. 

Pontiac  Signs  for  Cut-ins 
PONTIAC  Div.,  General  Motors  Corp.,  has 

signed  for  a  series  of  five-minute  local  cut-ins 
during  election  night  (Nov.  6)  coverage  on  CBS- 
owned  WCBS-TV  New  York,  WXLX  (TV)  Mil- 

waukee, and  KNXT  (TV)  Los  Angeles,  and  on 
CBS-affiliated  WTOP-TV  Washington.  Each 
station  will  cut  away  from  network  for  five- 
minutes  of  local  returns  and  bulletins  every 
half-hour,  starting  at  9  p.m.  Agency  is  Mac- 

Manus, John  &  Adams,  Bloomfield  Hills,  Mich. 

Mueller  Sets  Spot  Campaign 

C.  F.  MUELLER  (macaroni  and  noodles),  Jer- 
sey City,  will  use  extensive  radio  and  tv  spot 

campaign  starting  the  first  week  in  October  and 
running  for  39  weeks  in  21  radio  and  20 
television  markets.  Included  will  be  use  of 

Ziv's  Dr.  Christian  in  Boston,  Philadelphia  and 
New  York,  beginning  Oct.  1 .  Scheideler  &  Beck, 
N.  Y.,  is  agency. 

Phoenix  Agency  To  New  Home 

ADVERTISING  ASSOC.,  Phoenix,  will  cele- 
brate its  10th  anniversary  next  month  by  mov- 

ing into  its  own  $35,000  building  at  918  N.  Sec- 
ond St.,  President  Dave  McCutcheon  announced 

last  week.  The  new  facilities  include  three  ex- 

ecutive offices,  art  department,  copywriters'  of- 
fices, accounting  department,  stenographic  area 

and  snack  bar. 

NETWORK  NEW  BUSINESS 

White  King  Soap  Co.,  L.  A.,  using  saturation 
announcements  on  18  stations  of  Great  Western 
Network  for  52  weeks.  Agency:  Erwin,  Wasey 

&  Co.,  L.  A. 

Morton  Salt  Co.,  Chicago,  sponsoring  Alex 

Dreier  in  Topic  for  Today,  five-minute  show 
over  NBC  Radio  Saturdays.  Agency:  Needham, 
Louis  &  Brorby,  Chicago. 
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"A  PACKED  HOUSE 

EVERY 

PERFORMANCE" 

A  LOOK  AT  THE  BOX  OFFICE* 

National WICU 

George  Gobel 
28.7 

56.0 
People  Are  Funny 22.1 54.3 
Fireside  Theatre 25.3 54.5 

Medic 25.6 52.3 
Life  of  Riley 24.0 56.0 
Mickey  Mouse  Club 

19.5 33.6 

Loretta  Young 25.0 54.0 

Playhouse  of  Stars 23.4 
57.5 

Eddie  Fisher 9.0 
44.3 

'Telepulse  February.  1956 

"The  Pajama  Game"  starring  John  Raitt,  Julie  Wilson  and  Eddie  Foy,  Jr. 

WICU  station  men  have  mastered  the  craft  of  unfurling  the 

broad  canvas  and  oiling  up  the  programming  mechanisms  for 

spot  campaigners. 

For  example,  February's  Telepulse  reveals  that  WICU's  presen- 

tations are  just  getting  started  when  they  reach  the  upper  30's 

and  ratings  in  the  50's  appear  with  such  frequency  that  they're 

accepted  as  par!  All  of  which  makes  shooting  in  the  lower  40's 
completely  obsolete. 

Since  WICU  programs  enjoy  rave  reviews  and  highest  ratings  — 

the  same  applies  to  the  in-between-times. 

Choice  time  segments  that  attract  "a  packed  house  every  per- 
formance" sounds  like  mighty  good  business.  And  WICU  means 

business  —  it's  the  only  VHF  station  within  100  miles ;  it  covers  ■ 
3  states  and  hits  2  countries.  Several  excellent  daytime  availabil- 

ities can  still  be  had  —  if  you  call  now  and  check  your  Petry  man. 

WICU 

PA. 

CHANNEL 

An  Edward  Lamb  Enterprise  —  Ben  McLaughlin,  General  Manager 
Represented  Nationally  By 

EDWARD  PETRY  AND  CO.,  INC. 

New  York     •     Chicago     •     Detroit     •     San  Francisco     •     St.  Louis     •     Los  Angeles 
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Fabron  Inc.,  Waterbury,  Conn.,  names  Scheid- 

eler  &  Beck  Inc.,  N.  Y.,  for  Tipette  "magic- 
brush"  nail  polish. 

Awrey  Bakeries,  Detroit,  appoints  Zimmer, 
Keller  &  Calvert  Inc.,  that  city. 

A&A  SHORTS 

National  Dairy  Products  Corp.  (Sealtest,  Kraft 
foods),  N.  Y.,  and  Metro  Glass  Co.,  Jersey 

City,  Washington,  Pa.,  and  Dolton,  111.,  nego- 
tiating for  National  to  acquire  glass  bottle 

manufacturing  company  as  division.  Details 
of  acquisition  will  be  announced  after  comple- 

tion of  stock  transfer.  National  Dairy  operates 
milk  and  ice  cream  producing  firms  throughout 
U.  S.  and  Canada. 

Brand  Names  Foundation  Inc.,  N.  Y.,  reap- 
points Dancer-Fitzgerald-Sample.  D-F-S,  first 

agency  to  service  Foundation  two  consecutive 
years,  contributes  creative  services  as  public 
service  and  has  created  massive  all-media  cam- 

paign in  which  over  1,600  radio  stations  and  88 
tv  stations  are  participating. 

Applestein,  Levinstein  &  Golnick  Adv.  Agency, 

Baltimore,  has  resigned  Pompeian  olive  oil  ac- 
count. 

Milium,  Mullay  &  Nichols,  N.  Y.,  in  larger 
quarters  at  136  E.  57th  St. 

Monroe  Greenthal  Co.,  N.  Y.  agency,  to  larger 
quarters  at  595  Madison  Ave. 

J.  M.  Mathes  Inc.,  N.  Y.,  employes  have  re- 

ceived fourth  annual  payment  in  Mathes'  profit- 
sharing  trust,  with  government  bonds  and 
checks  going  to  those  who  have  been  with  firm 
over  one  year.  Trust,  which  began  paying  out 
shares  in  1953,  was  set  up  in  1943. 

NIELSEN 

LATEST  RATINGS 

TOP  TV  SHOWS  (TWO  WEEKS  ENDING  JULY  28) 

Rank  Program 
1.  $64,000  Question 
2.  Ed  Sullivan  Show 
3.  $64,000  Challenge 

4.  Lawrence  Welk  Show 
5.  I've  Got  A  Secret 
6.  United  States  Steel 

Hour 
7.  What's  My  Line 
8.  Gunsmoke 
9.  20th  Century  Fox Theatre 

Sponsor Revlon 
Lincoln-Mercury 
Revlon 
P.  Lorillard 
Dodge  Div.  of  Chrysler 
R.  J.  Reynolds 
U.  S.  Steel 

Jules  Montenier 
Remington  Rand 
Liggett  &  Myers General  Electric 

Agency 

BBDO 
Kenyon  &  Eckhardt 
C.  J.  La  Roche 
Young  &  Rubicam 
Grant  Adv. Wm.  Esty 

BBDO 

Earle  Ludgin 
Young  &  Rubicam 
Cunningham  &  Walsh 
Young  &  Rubicam 

Net-  No.  of 
work  Stations 
CBS 
CBS 
CBS ABC 
CBS 

CBS CBS 

CBS 
CBS 

165 
180 

111 

192 
170 
131 

70 

111 
148 
127 

Day  &  Time 
Tues.,  10-10:30 

Sun.,  8-9 Sun.,  10-10:30 

Sat.,  9-10 Wed.,  9:30-10 
Wed.,  10-11 

Sun.,  10:30-11 

Sat.,  10-10:30 
Wed.,  10-11 

10. Lux  Theatre Lever  Brothers J.  Walter  Thompson 

t  Average  Audience 

Rank 
of  Tv  Homes  Reached 

Tv  Homes  Reached 
*  Total  Audience  % 

Ran 
k (000) 1. $64,000  Question 

37.6 

1. 

$64,000  Question 11  899 
2. Ed  Sullivan  Show 34.1 

2. $64,000  Challenge 

9,344 

3. 

$64,000  Challenge 
29.7 3. Ed  Sullivan  Show 

9,198 
4. What's  My  Line 28.8 4. I've  Got  A  Secret 

8,906 

5. 

United  States  Steel 

5. 

What's  My  Line 
8,614 

Hour 28.7 
6. Gunsmoke 

8,578 

6. Lawrence  Welk  Show 28.3 

7. 

Charles  Farrell  Show 

7,994 

7. I've  Got  A  Secret 27.8 

8. 

Millionaire,  The 
7,848 

8. 

20th  Century  Fox 
9. Do  You  Trust  Your Theatre 27.5 

Wife 
7,483 

9. 

Gunsmoke 
27.0 10. 

G.  E.  Theatre 
7,446 10. 

Lux  Theatre 

26.2 

NBC      132       Thurs.,  10-11 

t  Totol 

Audience 

Tv  Homes 
Reached (000) 

13,286 11,972 

10,147 

9,782 
9,709 
9,527 

9,344 

9,271 9,235 

9,052 Rank 

1. 

2. 
3. 
4. 

5. 

6. 
7. 

8. 
9. 

10. 

*  Average  Audience  % 
of  Tv  Homes  Reached 

$64,000  Question  33.7 
$64,000  Challenge  27.3 
What's  My  Line  26.5 
Ed  Sullivan  Show  26.2 
I've  Got  A  Secret  25.5 
Gunsmoke  24.9 
Do  You  Trust  Your 
Wife  23.6 

Charles  Farrell  Show  22.7 
Millionaire,  The  22.6 
G.  E.  Theatre  21 J 

TDetails  on  Programs  in  Preceding  Tables,  But  Not  Listed  in  Top  Table] 
Charles  Farrell  Show General  Foods Young  &  Rubicam 

CBS 166 

Mon.,  9-9:30 Procter  &  Gamble 

Grey 

The  Millionaire Colgate-Palmolive 
Ted  Bates CBS 139 

Wed.,  9-9:30 Do  You  Trust  Your General  Motors Kudner CBS 

140 

Tues.,  10:30-11 Wife Frigidaire  Div. 
G.  E.  Theatre General  Electric 

BBDO 
CBS 

153 
Sun.,  9-9:30 

t  Homes  reached  by  all  or  any  part  of  the  program,  except  for  homes  viewing  only  1  to  5  minutes. 
t  Homes  reached  during  the  average  minute  of  the  program. 
*  Percented  ratings  are  based  on  tv  homes  within  reach  of  station  facilities  used  by  each  program. 
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WGDA-B  •  ALBANY 

WAAM  •  BALTIMORE 

WBEN-TV  •  BUFFALO 

WJRT  •  FLINT 

WFMY-TV  •  GREENSBORO 

WTPA  •  HARRISBURG 

WDAF-TV  •  KANSAS  CITY 

WHAS-TV  •  LOUISVILLE 

WTMJ-TV  •  MILWAUKEE 

WMTW  •  MT.  WASHINGTON 

WRVA-TV  •  RICHMOND 

WSYR-TV  •  SYRACUSE 

Harrington,  Righter  and  Parsons,  Inc.  I  Nc™Jorok 
The  only  exclusive  TV  national  representative  |  san  Francisco Atlanta 

A&A  PEOPLE 

Harold  F.  Temple,  director  of  brand  develop- 
ment, P.  Lorillard  Co.,  N.  Y.,  and  Manuel 

Yellen,  director  of  advertising,  elected  vice 

president  and  director  of  sales  and  vice  presi- 
dent and  director  of  advertising  and  marketing, 

respectively. 

Al  Fiegel,  radio-tv  director,  Erwin,  Wasey  & 

Co.,  Oklahoma  City,  to  Knox-Ackerman  Assoc. 
there  as  vice  president  and  radio-tv  director. 
Georgia  Stagner,  advertising  department,  Paul 
Davis  Co.,  to  Knox-Ackerman  radio-tv  assist- 

ant, and  Kent  Kennedy,  promotion  department, 

KWTV  (TV)  Oklahoma  City,  to  K-A  copy  and 

layout  department. 

Joe  S.  Watkins,  creative-contact  staff,  Gardner 
Adv.  Co.,  St.  Louis  and  N.  Y.,  to  Bonsib  Adv. 
Agency,  Fort  Wayne,  Ind.,  as  vice  president 
and  creative  director. 

Robert  C.  Fogel,  L.  A.  grocery  products  branch 

manager,  Pillsbury  Mills,  appointed  sales  pro- 
motion manager  in  grocery  products  division, 

Minneapolis. 

James  W.  Phillips,  sales  and  promotion  manager, 
Pacific  National  Foods,  Seattle,  to  Bardahl 
Manufacturing  Corp.,  Seattle,  as  advertising 
manager. 

Charles  F.  Mallory,  operator  of  Mallory  agency 

in  San  Jose,  Calif.,  and  former  vice  president- 
general  manager  of  KSJO  San  Jose,  to  M.  B. 
Scott  Inc.,  Hollywood  agency,  as  head  of  new 
public  relations,  publicity,  promotion  and 
merchandising  department. 

Bert  Zausmer,  former  sales  promotion  director 
and  assistant  advertising  manager  for  Pfeiffer 
Brewing  Co.,  Detroit,  named  creative  director 
and  general  account  man  for  Pitluk  Adv.  Co., 
San  Antonio,  Tex. 
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OLD  PROBLEM  ..NEW  APPROACH! 

For  the  first  time,  a  dynamic,  forthright,  editorial 

stand  has  been  taken  by  a  San  Francisco  television 

station.  KPIX's  unique  concept  of  community 
responsibility  was  stressed  again  in  its  provocative, 

three-part  series  .  .  . 

"DECISION  OR  DILEMMA 

—THE  FACTS  ABOUT  RAPID  TRANSIT" 

This  incisive  television  editorial,  explaining  the 

massive,  $750,000  Bay  Area  Rapid  Transit  Com- 

mission Report,  was  the  result  of  months  of  exten- 

sive research  and  preparation  by  KPIX  staff  mem- 

bers. Dramatically  presented  in  simple  terms,  ''De- 

cision or  Dilemma"  enjoyed  prime  station  time, 
Thursday  nights  at  10:30. 

Designed  to  stimulate  public  and  legislative  ac- 

tion, "Decision  or  Dilemma"  is  credited  by  many 
leading  citizens  with  playing  an  important  part  in 

bringing  this  pressing  problem  nearer  to  solution. 

Here  is  public  service  programming  at  its  in- 

fluential best.  Public  service  programming  that 

serves  an  immediate  community  purpose. 

Like  all  WBC  stations,  KPIX  is  convinced  that 

the  station  serving  its  community  best,  serves  its 

advertisers  best.  That's  another  reason  why  .  .  . 

Script  Writer  Carol  Levene,  Cameraman  Leo  Diner,  and  Pilot 
Bruce  Walters  take  off  for  Bay  Area  aerial  survey.  Thousands 
of  feet  of  film  were  shot  and  edited  during  the  months  of 
"Decision  or  Dilemma"  preparation. 

in  San  Francisco,  No  Selling  Campaign  is  Complete  without  the  WBC  Station 

CHANNEL 

5 
CBS 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
RADIO 

BOSTON  —  WBZ+WBZA 
PITTSBURGH— KDK  A 
CLEVELAND — KYW 
FORT  WAYNE — WOWO 
PORTLAND — K  EX 

TELEVISION 

BOSTON — WBZ-TV 
PITTSBURGH — KDKA-TV 
CLEVELAND — K  YW-TV 
SAN  FRANCISCO  — KPIX 
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ADVERTISERS  &  AGENCIES 

Ratings  continued 

TOP  RADIO  SHOWS  (TWO  WEEKS  ENDING  JULY  14) 

Rank  Program 

Evening,  Once  A  Week 
1.    People  Are  Funny 

Sponsor 
Agency 

2. 
3. 4. 

5. 
6. 

8. 
9. 

10. 

Edgar  Bergen 
Counter-Spy 
Best  of  Groucho 
Official  Detective 
True  Detective 

Mysteries 
Tomorrow's Headlines 
Henry  J.  Taylor 
On  Line  With 

Considine 
Allan  Jackson- 

News 

Evening,  Multi-Weekly 
1.  News  of  The  World 
2.  One  Man's  Family 3.  Lowell  Thomas 

Weekday 
1.    All  Star  Baseball 

Game 
Aunt  Jenny 

(1st  Half) 
Helen  Trent 

(1st  Half) 
Road  of  Life 

(1st  Half) 
My  True  Story 
Aunt  Jenny 

(2nd  Half) 
Helen  Trent 

(1st  Half) 
Young  Dr.  Malone 

(1st  Half) 

Brown  &  Williamson  Ted  Bates 
Realemon  Rutledge  &  Lilienfeld 
Columbia  Ted  Bates 
Participating  Sponsors  and  Agencies 
Desoto  BBDO 
Participating  Sponsors  and  Agencies 
Participating  Sponsors  and  Agencies 

Seeman  Bros.  Norman,  Craig  & 
Kummel 

General  Motors         D.  P.  Brothers 
Mutual  of  Omaha     Bozell  &  Jacobs 

Brown  &  Williamson  Ted  Bates 

Miles  Lab  Geoffrey  Wade 
Participating  Sponsors  and  Agencies 
United  Service  Div.  Campbell-Ewald 

of  General  Motors 

2. 

5. 
6. 

8. 

Gillette 

Lever 

Carter 

General  Foods 

Maxon 

Foote,  Cone  &  Belding 
Ted  Bates 

Foote,  Cone  &  Belding 

Segmented  Sponsors  and  Agencies 
Foote,  Cone  &  Belding Lever 

General  Foods 

Toni 

Toni 

Foote,  Cone  &  Belding 

Net- 

work 
No.  of Stations Day  &  Time 

Tomes 
(000) 

(Average  for  All  Programs) (473) 
NBC 

191 

Thurs.,  8-8:30 

1,183 
CBS 
iinr Mbo 

NBC 
kA  DC 

MBS 

200 455 

194 456 
456 

Sun.,  7-8 Fri.,  8-8:30 
Wed.,  9-9:30 
Thurs.,  8-8:30 
Mon.,  8-8:30 

1,135 y4o 

899 
QOO 
804 

MBS 
467 

Sun.,  6:15-6:25 
757 

NBC NBC 190 

191 

Mon.,  8-8:30 
Sun.,  6:15-6:25 

757 
757 

CBS 

197 
Sun.,  8-8:05 

757 

(Average  for  All  Programs) (710) NBC 

NBC CBS 

194 182 

198 

Mon.-Fri.,  7:30-45 
Mon.-Fri.,  7:45-8 
Mon.-Fri.,  6:45-7 

1,135 

1,135 
993 

(Average  for  All  Programs) 
(946) 

MBS 558 Tues.,  12:45 
2,460 CBS 

177 

Mon.,  Wed.,  Fri.,  1:15-30 
1,514 CBS 

186 Tues.  &  Thurs.,  12:30-45 
1,514 CBS 177 Fri.,  1-1:15 

1,466 
ABC 
CBS 340 

177 
Mon.-Fri.,  10-10:30 
Tues.  &  Thurs.,  1:15-30 1,419 

1,419 
CBS 177 

Fri.,  12:30-45 
1,372 

9.    Helen  Trent 
(1st  Half) 

10.    Arthur  Godfrey  Kendall 
Day,  Sunday 
1.  Woolworth  How  F.  W.  Woolworth 
2.  News  Part  of  Monitor 
3.  Robert  Trout  News  General  Motors 

North  Adv. CBS 188 Mon.,  Wed.,  Wk.  1; 
Tues.,  Thurs.,  Wk.  2, 
1 :30-45 

1,324 

1,324 

North  Adv. CBS 
187 

Tues.,  Thurs.,  Wk.  1; 
Mon.  &  Wed.,  Wk.  2, 
12:30-45 Leo  Burnett 

CBS 201 

Average  for  All  Programs) 1,277 (426) 
Lynn  Baker CBS 

NBC 
198 

Sun.,  1-2 

1,041 757 
Campbell-Ewald 

CBS 
164 Sun.,  12-12:05 
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5000  WATTS  OF  POWER 

GOES  ON 

THE  AIR  # 
SEPTEMBER FIRST SEATTLE 

JOINS 

(CALL  FORJOE  FOR  RATES) 

ADIO  K-GAY! 
SALEM,  OREGON 

TOPS 
IN 
58% 

HAL  HOLMAN  Nationally 
A  GORDON  ALLEN 

STATION! 

Managed  By 

EARLE  HEADRICK 

OF  TOTAL  LOCAL 

TIME  PERIODS 

5000  WATTS 

AFFILIATED  WITH 

K-GAL  .  .  .  Albany,  Lebanon 

K-BAM  .  .  .  Longview,  Kelso 
K-TIX  .  .  .  Seattle 

People  continued 
Charles  J.  Helfrich,  formerly  media  supervisor 
of  Cunningham  &  Walsh,  N.  Y.,  named  radio 
and  television  media  director,  L.  A.  office  of 
Erwin,  Wasey  &  Co. 

Henry  J.  Opperman,  N.  Y.  tv  production  head, 
Geoffrey  Wade  Adv.,  Chicago,  promoted  to 
radio-tv  director  of  N.  Y.  office.  Phillips  Carlin 
to  Wade  as  television  consultant. 

Richard  M.  Day,  sales  manager.  KEYD-TV 
Minneapolis,  to  Lloyd  W.  Nelson  Inc.,  Min- 

neapolis agency,  as  account  executive. 

COLORCAST  I 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

CBS-TV 
Sept.  16  (10-10:30  p.m.)  Lamp  Unto  My 
Feet,  sustaining. 

Sept.  24  (10-11  p.m.)  Studio  One,  West- 
inghouse  Electric  Corp.  through  Mc- 
Cann-Erickson. 

NBC-TV 
Aug.  28-31  (3-4  p.m.)  Matinee,  partici- 

pating sponsors  (also  Sept.  3-7,  10-14, 19-21,  24-28). 

Aug.  29  (9-10  p.m.)  Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson  (also  Sept.  5,  19). 

Aug.  30  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.  through  J.  Walter 
Thompson  Co.  (also  Sept.  6,  13,  20,  27). 

Sept.  2  (5-5:30  p.m.)  Zoo  Parade,  sustain- 

ing. 

Sept.  2  (9-10  p.m.)  Alcoa  Hour,  Alumi- 
num Co.  of  America  through  Fuller  & 

Smith  &  Ross. 

Sept.  9  (8-9  p.m.)  The  Magic  Box,  Kno- 
mark  Mfg.  Co.  through  Emil  Mogul. 

Sept.  11  (9:30-10:30  p.m.)  Kaiser  Alumi- 
num Hour,  Kaiser  Aluminum  through 

Young  &  Rubicam. 
Sept.  13  (10-11  p.m.)  Perry  Corno  Show, 
participating  sponsors  (also  Sept.  22,  29). 

Sept.  17  (8-9:30  p.m.)  Producer's  Show- 
case, "The  Lord  Don't  Play  Favorites," 

Ford  Motor  Co.  through  Kenyon  &  Eck- 
hardt  and  RCA  through  Kenyon  &  Eck- 
hardt,  Al  Paul  Lefton  &  Grey. 

Sept  18  (8-8:30  p.m.)  Big  Surprise,  Spei- 
del  through  Norman,  Craig  &  Kummel. 

Sept.  18  (8:30-9  p.m.)  Noah's  Ark,  Liggett 
&  Myers  through  McCann-Erickson  (also 
Sept.  25). 

Sept.  22  (1-2  p.m.)  Warner  Bros.  Fashion 
Show,  Warner  Bros.  Co.  through  C.  J. 
LaRoche. 

Sept.  23  (8-9  p.m.)  Steve  Allen  Show, 
participating  sponsors. 
Sept.  24-28  (7:45-8  p.m.)  NBC-TV  News 
Caravan,  various  sponsors  and  agencies. 

Sept.  26  (10-10:30  p.m.)  This  Is  Your 
Life,  Procter  &  Gamble  Through  Benton 
&  Bowles. 

Sept.  28  (8-8:30  p.m.)  Truth  or  Conse- 
quences, Toni  Co.  through  North  Adv. 

and  P.  Lorillard  through  Lennen  & 
Newell. 

Sept.  29  (9-10:30  p.m.)  Saturday  Spectac- 

ular, "Esther  Williams'  Aqua-Spectacle," 
RCA  through  Kenyon  &  Eckhardt  and 
Oldsmobile  through  D.  P.  Brothers. 

[Note:  This  schedule  wiU  be  corrected  to 
press  time  of  each  issue  of  B*T] 
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The  NEW  NBC  Basic  Affiliate 

for  Miami  and  South  Florida 

WCKR
  ■* 

takes  pride  in  announcing 

the  appointment  of . .  . 

The  Henry  I.  Christal  Co. 

as  exclusive  national  representatives 

.  .  .  and  in  becoming  associated  with 

its  group  of  distinguished  stations, 

setting  the  highest  standards  of  service  to  the 

listeners  and  performance  for  advertisers. 

•  NEW  OWNERSHIP!     •  NEW  FACILITIES!     •  NEW  PROGRAMMING! 

owned  and  operated  by  (he 

N 

BC 
BASIC 

AFFILIATE 

BISCAYNE    TELEVISION    CORPORATION      •       BOX    M,    LITTLE  RIVER  STATION      •      MIAMI,  FLORIDA 
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ADVERTISERS  &  AGENCIES 

13 

316,000  WATTS 

AFFILIATE  AMERICAN  BROADCASTING 

COMPANY  —  Represented  Nationally  by 
Harrington,  Righter  &  Parsons,  Inc. 

New  York  •  Atlanta 
Chicago  and  San  Francisco 

r    NEWS!  1 

WEATHER! 

AND 

SPORTS! 

6:30-6:45  P.M. 
MON.  THRU.  FRI. 

TED 

JAFFEE 

Ted  Jaffee  reports 
all  local,  national 
and  international 
news  augmented 

by  use  of  wire 
photos  and  film 

clips  supplied  by 
various  agencies. 

TOMMY 

DUKEHART 

Baseball  news, 
standings;  show 
supplemented  by 
use  of  late  wire 

photos  and  inter- views with  sport 
celebrities  (local 
and  national). 

i  Ft  fr  *U 

Fred  Wuellner,  production  manager,  WDAK- 
TV  Columbus,  Ga.,  to  media  manager  of  Krup- 
nick  &  Assoc.  Inc.,  St.  Louis  agency.  Joanne 
Gravely  and  Richard  Lynch  to  Krupnick  copy 
and  art  departments,  respectively. 

William  W.  Gordon,  formerly  with  General 
Foods  Corp.,  White  Plains,  N.  Y.,  to  Borden 
Co.,  N.  Y.,  as  advertising  manager  of  prescrip- 

tion products  div. 

North  Clarey,  account  executive,  Foote,  Cone 

&  Belding,  N.  Y.,  to  Dancer-Fitzgerald-Sample, 
N.  Y.,  in  similar  capacity  on  McKesson  & 
Robbins  account. 

George  C.  Neumann,  formerly  vice  president  of 
the  now  defunct  agency,  David  J.  Mahoney, 
N.  Y.,  to  Good  Humor  Corp.  as  director  of 
marketing  and  product  development.  Mr.  Ma- 

honey, former  agency  president,  is  president  of 
Good  Humor  Corp. 

Syl  Sher,  account  executive,  Litman-Stevens  & 
Margolin  Inc.,  Kansas  City  agency,  named  time 
and  space  buyer.  Lou  Ann  Rayn,  copywriter,  to 

copy  chief.  Staff  additions:  Lou  York,  senior  ac- 
count executive;  Martha  Jenkins,  comptroller; 

June  Mitchell,  office  manager,  and  Gene  Miller, 

copywriter. 
Gerald  Popper,  formerly  copywriter,  Grey  Adv., 
N.  Y.,  appointed  manager  of  advertising  and 
sales  promotion,  Material  Service  Corp.  Chica- 

go. He  also  has  been  director  of  public  relations, 
Muzak  Corp.,  N.  Y. 

Dwight  R.  Anneaux,  manager  of  builder  sales, 
Hotpoint  Co.,  appointed  manager  of  special 
markets,  Whirpool-Seeger  Corp.,  Chicago. 

Mrs.  Alice  M.  Westbrook,  creative  director, 
North  Adv.,  Chicago,  named  creative  director 
for  group  of  accounts  including  Toni  home 
permanent,  Tip-Toni,  Tonette  and  Deep  Magic 

PREVIEW:  BORGANA  TAKES  TO  JUNGLE 

WHEN  George  W.  Borg  Corp.  (fabrics), 

Delavan,  Wis.,  stages  its  $20,000,  one-day  tv 
spot  drive  in  28  major  markets  on  Sept.  9, 

[B»T,  Aug.  20],  another  member  of  the 
budget-conscious  garment  fraternity — usually 
quite  reticent  about  television — will  have 

"taken  the  plunge,"  but  in  such  a  way  as  to 
milk  every  last  cent's  worth  out  of  its  hard- 
spent  dollars. 

Borg,  which  manufacturers  a  fur-like  ma- 
terial called  Borgana  (".  .  .  looks  more  like 

fur  than  fur  itself"),  will  not  merely  call  at- 
tention to  itself,  but  to  rival  tv  media: 

slick  consumer  magazines  and  newspapers. 

How?  By  putting  into  "live  action"  the  full- 
color  ad  with  a  jungle  background,  it  has 

been  running  all  summer  in  such  U.  S.  pub- 

lications as  Life,  McCall's,  Good  House- 
keeping, Chicago  Tribune,  Harper's  Bazaar, 

Mademoiselle,  Seventeen,  Vogue  and  Glam- 
our. 

"What  we're  trying  to  do,"  says  Charles 
Sandak,  the  Borg  account  executive  at 

Douglas  D.  Simon  Adv.,  "is  to  work  up  a 
total  'recognition  or  recall'  value  in  our 
copy.  That  is,  we  go  on  the  air  Sept.  9 
with  a  pitch  [by  WRCA-TV  New  York 
announcer  'Tex'  Antoine]  directed  towards 
women,  urging  them  to  take  a  look  at 

Sept.  10's  Life  Magazine  which  by  that  time 
will  have  been  out  for  at  least  three  days." 
The  copy  will  be  an  almost  verbatim  trans- 

cript of  the  print  ad  which,  Mr.  Sandak 

hopes,  will  get  women  to  say,  "Hey,  didn't 
I  hear  that  before  somewhere?"  The  reason 
for  this  approach,  Mr.  Sandak  says,  is 

that  despite  its  "most  definite  advantages," 
the  medium  of  black-and-white  tv  "simply 
cannot  do  justice  to  the  Borgana  coat.  It 
must  be  seen  against  a  colorful  background, 
modeled  by  a  beautiful  girl  so  that  the 
customer  will  see  the  coat,  moving,  rippling, 

against  a  contrasting  background." 
Within  the  10  days  following  the  tv  spots 

the  Borgana  print  ad  will  once  again  appear 
in  Charm,  The  New  Yorker,  Glamour  and 
the  N.  Y.  Times  Sunday  Magazine. 

Borg's  one-day  go  with  television  will  not 
only  be  the  client's  first  but  the  agency's  as 
well.  Although  it  has  "played  around  tv  in 
a  strictly  local  sort  of  way,"  the  Douglas 
D.  Simon  agency,  a  $2  million  soft-goods 
shop,  has  tended  to  shy  away  for  the 
medium,  excusing  its  hesitancy  by  saying 

quite  candidly,  "neither  we  nor  our  clients 
can  afford  the  tv  habit." 

Borgana  model  emerges  from  jungle 

in coat  'that  looks  more  like  fur 

than  fur  itself.' 
Though  the  one-day  drive  is  taking  a 

$20,000  bite  out  of  Borg's  annual  $400,000 
advertising  budget,  both  agency  and  client 

feel  it's  money  is  well  spent:  "Not  only  do 
we  intend  to  make  Borg  a  name  to  remem- 

ber, but  we  also  hope  to  show  other  people 

in  the  soft-goods  field  that  in  such  a  mar- 
riage between  broadcasting  and  print,  the 

cost  of  the  'license'  is  more  than  worth  it." 

TV 

Channefj 
13 

TOP  POWER 

BALTIMORE,  MD. 
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Who  could  sell  her 

anything  now.. .  except 

THE  NATION'S  VOICE 

a*
 

A  Startling  Advertising  Strategy  Is  Born! 

Radio— and  only  radio — can  sell  your  potential  customer  while  she  is 
occupied  with  other  things,  Radio  is  her  constant  companion,  the  symbol 
of  the  new  selling  strategy  called  The  Nation's  Voice. 

The  Nation's  Voice  is  the  technique  of  concentrating  your  advertising  on 
a  relatively  small  number  of  great  radio  stations  in  the  important  population 
centers.  Your  sales  message  is  carried  directly  to  a  huge  daily  audience  with 
repeated  impact  and  with  a  cost  efficiency  which  is  phenomenal. 

Alfred  Politz  Research,  Inc.  collected  the  important  facts  on  which  this 
new  technique  is  based.  This  highly  respected  research  firm  discovered  that 

even  in  areas  where  TV  is  most  highly  de\eloped,  two-thirds  of  the  adult  pop- 
ulation listen  to  radio  on  any  given  day.  Within  a  week.  87.8%  tune  in! 

Not  in  just  one — but  in  5  separate  markets,  the  Politz  studies  show  that 
people  trust,  respect  and  listen  most  to  one  great  station  ...  by  such  surpris- 

ing margins  as  1 1  to  1  over  the  next  station.  Such  facts  as  these  were  the 
basis  for  the  strategy  now  called  The  Nation's  Voice. Examples  of  how  advertisers  are  making  one  dollar  do  the  work  of  two,  by 
using  a  few  great  stations,  are  ready  for  your  inspection.  Call  the  Christal 
office  nearest  vou  for  a  demonstration  of  The  Nation's  Voice. 

First  on  every  list  are  these  13  Great  Radio  Stations  covering  xk  of  all  America 

WBAL  -  Bal  hmore       WBEN  -  Buffalo 

WTIC  -  Hartford         WDAF  -  Ka  nsas  City 

WCKR  -  Miami  WTMJ  -  Mil  waukee      WGY  —  Schenectady      WSYR  —  Syracuse 

Represented  Nationally  by 

WGAR  -  Cleveland        WJR  -  Detroit 

KFI  -  Los  Angeles  WHAS  -  Louisville 

WTAG  -  Worcester 

HENRY  I.  CHRISTAL  CO.  inc. 

A  COST  COMPARISON  Of  4  EXCELLENT  MEDIA 

It  you  incest  $100,000  in  advertising  with— 

THE  LARGEST  WEEKLY  MAGAZINE— using  color  pages,  your 
message  will  go  out  just  3  times  to  homes  where  only 
12%  of  the  people  in  America  live. 

THE  LEADING  NEWSPAPER  SUPPLEMENT— your  money  is  not 
quite  sufficient  for  3  color  pages — delivered  to  leti  than 
25%  of  the  homes  in  America. 

A  GOOD  TELEVISION  PROGRAM— your  talent  bill  alone,  with  a 
medium-priced  half-hour,  would  use  aii  your  money  in 
less  than  3  shows,  and  you'd  still  have  to  pay  for  your time. 

THE  NATION'S  VOICE— your  full  minute  sales  talk,  jingle,  or dramatization  can  be  directed  60different  times  to  homes 
where  85%  of  all  the  people  live,  3nd  where  more  than 
85%  of  all  purchases  are  made. 

NEW  YORK BOSTON SAN  FRANCISCO 
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ADVERTISERS  &  AGENCIES 

facial  cleansing  lotion.  Mrs.  Mary  Agnes 
Sehroeder,  formerly  creative  director  for  Sealy 
mattress,  Cudahy  and  Purex  accounts  at  Weiss 
&  Geller,  named  creative  director  for  group  of 
North  accounts  including  Englander  mattress. 
Bill  Ross,  Schwimmer  &  Scott,  Mrs.  Florence 

Gross,  Tatham-Laird,  and  Lew  Goland,  Halle 
Bros.  Co.,  Cleveland,  to  North  copy  staff. 

John  Temple,  Chicago  free-lance  designer,  to 
North  as  art  director;  and  Joe  Kress,  artist, 
Leo  Burnett  Co.,  to  North.  Tom  Thomas, 

Cartoonists  Inc.  to  North  radio-tv  creative  pro- 

ducer. Austin  L.  D'Alton,  Weiss  &  Geller 
to  North  Adv.,  Chicago,  on  Prom  home  per- 

manent account.  John  Rundall,  radio-tv  pro- 
ducer, and  Bernard  Lee,  merchandising  man- 

ager, both  of  North  N.  Y.  office,  transferred  to 
Chicago.  Mr.  Rundall  will  work  on  Tonette 

LATEST  EDITION  •  LATEST  FACILITIES  •  LATEST  LOCATIONS 

42  X  29 

ACME  Markets,  which  has  600  of  its  1,300  outlets  in  the  Philadelphia  area,  signs  for  a 

second  television  strip  on  ch.  10  WCAU-TV  Philadephia.  The  firm  has  been  sponsoring 
Dividends  for  Homemakers,  since  1948,  and  beginning  Aug.  6  started  sponsoring  John 

Facenda  and  the  News  (Mon.-Fri.,  6:30-6:40  p.m.  EDT).  Shown  signing  the  contract  for 
the  new  WCAU-TV  show  are  (I  to  r):  Paul  E.  Perry,  Acme  radio-tv  coordinator;  Harry 

C.  Campbell,  Acme  advertising  manager; 

A.  Kohr  Sprenkel,  Acme  advertising-mer- 
chandising-purchasing  vice  president;  John 
Facenda,  WCAU-TV  newscaster;  Paul  J. 

Cupp,  Acme  president,  and  Donald  W. 

Thornburgh,  WCAU-AM-FM-TV  president- 
general  manager. 

# 

SINGLE  MAP 

WALL  MAP  OF 

TELECASTING 

ONITED  STATES  •  POSSESSIONS  •  CANADA 

Showing  tv  network  routes  (coaxial  cable)  .  .  . 

color  and  monochrome  available  to  cities  on 

these  routes  .  .  .  routes  equipped  for  mono- 

chrome only  .  .  .  planned  routes  .  .  .  cities  with 

telecasting  facilities  .  .  .  one  station  .  .  .  two 

stations  .  .  .  three  stations  .  .  .  four  or  more  sta- 

tions. 

Handsomely  lithographed  on  stock  suitable  for 

framing  as  an  office  decoration  ...  as  a  useful 

working  tool  .  .  .  graphically  brings  all  this  in- 

formation up  to  date  .  .  .  listing  tv  stations  on 

the  air  as  of  July  2,  1 956. 

^  BROADCASTING  •  TELECASTING 1735  DeSales  Street,  N.  W. 

Washington  6,  D.  C. 

Send  TV  MAPS  to: 

Mailed  anywhere  in 

U.   S.   postage  pre-paid 

5— $4.50    25— $20.00 
10—  8.50    50—  37.50 

100— $70.00 
$  enclosed 

□  Please  bil! 

home  permanent  and  Adorn  hair  spray  and 
Mr.  Lee  on  Englander  account. 

Gerard  E.  Nistal,  copy  chief,  Richard  &  Gun- 
ther  Inc.,  N.  Y.  industrial  advertising-publicity 
agency,  and  former  industrial  advertising-pro- 

motion manager  of  Philco  Corp.,  Phila., 

appointed  to  new  position  of  account  service 
manager  at  agency.  Eliot  M.  Jordan,  copy  staff, 
succeeds  Mr.  Nistal  as  copy  chief. 

Richard  Ward,  formerly  with  NBC,  to  Fuller 
&  Smith  &  Ross,  N.  Y.,  as  tv  producer.  L.  E. 
Dorn,  formerly  marketing  researcher,  Young 
&  Rubicam,  to  Fuller  &  Smith  &  Ross,  N.  Y., 
as  research  associate. 

Sol  flyman,  former  administrative  and  head 
art  director,  The  Biow  Co.,  to  art  director  of 
Pharmaceuticals  Inc.  (Geritol,  other  drug  pro- 

ducts), N.  Y. 

Gloria  Deak,  assistant  art  director,  Saks  Fifth 
Avenue,  N.  Y.,  appointed  art  director  in  London 
office  of  Erwin,  Wasey  &  Co. 

Patricia  Ruden,  copywriter,  Gimbel's,  to  Kenyon 
&  Eckhardt,  Phila.,  in  similar  capacity. 

Ted  Wick,  formerly  with  CBS-TV  Hollywood, 
to  J.  Walter  Thompson  Co.  there  as  publicist 
with  assignments  including  Ford  Star  Jubilee 
and  Ford  Star  Theatre  on  CBS-TV  and  Ten- 

nessee Ernie  Show  on  NBC-TV. 

T.  Bryce  Spruill,  vice  president-manager  of 
Botsford,  Constantine  &  Gardner,  Portland, 
Ore.,  and  chairman  of  Oregon  Council  of 
American  Assn.  of  Advertising  Agencies,  ap- 

pointed board  member,  western  region  of 
AAAA.  T.  M.  Ted  Tracy,  manager  of  McCann- 
Erickson,  Portland  office,  to  chairman  of  Ore- 

gon Council. 
Robert  P.  Ames,  research  director,  W.  D.  Lyon 
Adv.  Agency,  Cedar  Rapids,  Iowa,  received 
Ph.  D.  from  U.  of  Iowa  Aug.  8.  His  disserta- 

tion was  "Random  Sampling  Used  in  Advertis- 

ing Sales  Testing". 
RATING  SERVICE  PEOPLE 

Oliver  S.  Castle,  director  of  research,  A.  C. 

Nielsen  Co.,  Chicago,  promoted  to  vice  presi- 
dent. George  A.  Magnuson,  associate  director 

of  research,  named  research"  director. 
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SAN  FRANCISCO 

CHICAGO 

UNITED 

AIR  LINES 

OPERATION  AIRLIFT 

moves  radio-TV  network 

pool  2000  miles  between 

Conventions  in  6%  hours! 

Six  hours  after  the  Democratic  Convention  ended  in  Chicago,  key 

executives  and  technicians  of  all  three  major  Radio-TV  networks 

(ABC,  NBC,  CBS )  boarded  special  United  Air  Lines  planes  to  speed 

them  to  San  Francisco,  the  site  of  the  G.O.P.  Convention. 

Split-second  timing  was  all-important  since  all  equipment  had  to 

be  set  up  and  ready  to  go  before  the  start  of  the  convention.  Person- 

nel were  carried  on  DC-7  and  DC-6B  Mainliners,  while  a  United 

DC-6A  Cargoliner®  transported  30,000  pounds  of  electronic  equip- 

ment. Every  detail  down  to  the  smallest  light  socket,  was  worked  out 

carefully  in  advance  by  the  networks  and  United. 

This,  of  course,  is  still  another  example  of  famous  United  Air  Lines 

dependability  and  service.  Next  time  you're  planning  a  trip,  call 

United.  You'll  be  glad  you  did. 
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 FILM  

$15  MILLION  PROFIT  IN  WARNER  FILM  SALE 

That  is  what's  left  after  taxes 
in  the  $21  million  purchase  by 

PRM  Inc.  Figures  revealed  in 

an  'invitation  to  tender  stock' 
to  all  stockholders. 

WARNER  BROS.  Pictures  Inc.  made  a  profit 

of  approximately  $15,250,000 — after  estimated 
taxes  and  expenses — on  the  $2 1  million  sale 
of  its  library  of  feature  movies  and  short  sub- 

jects to  PRM  Inc.,  negotiated  last  spring  and 
formally  completed  July  26  [B«T,  March  5, 
July  30]. 

This  was  revealed  last  week  in  an  "invitation 
to  tender  stock,"  sent  to  all  Warner  Bros, 
stockholders. 

The  "invitation"  reported  that  net  profits  of 

the  company  for  the  nine  months  ended  May 
26 — before  the  PRM  contract  became  official 
—amounted  to  $2,165,000  as  against  $3,312,000 
for  the  same  period  last  year.  Without  the 
$21  million  PRM  sale,  it  was  estimated,  re- 

sults from  operations  in  the  third  quarter  this 
year,  and  for  the  fiscal  year  ending  Aug.  31, 

would  be  down  "substantially"  from  those  in 
the  comparable  periods  of  1955. 

The  Commissioner  of  Internal  Revenue, 

'tockholders  were  told,  has  ruled  that  proceeds 
of  the  sale  to  PRM  will  be  taxable  as  capital 
gain  rather  than  ordinary  income.  In  the  trans- 

action, $16  million  was  paid  in  cash;  the  rest  in 

a  three-year  promissory  note.  The  library  ac- 
quired by  PRM  included  more  than  750  feature 

films  and  1,500  short  subjects.  PRM,  mean- 
while, has  acquired  control  of  Associated  Artists 

Productions,  New  York,  which  is  distributing 
the  films. 

Warners'  "invitation  to  tender  stock"  reveals 
that  the  company  has  appropriated  $20  million 
for  the  purpose  of  buying  up  common  stock  at 
no  more  than  $28.50  per  share.  The  report 
said  President  Jack  Warner  planned  to  offer 
50,000  shares  at  $27.50  each  and  that  Harry 
M.  and  Albert  Warner  planned  to  offer  50,000 
at  the  same  price.  In  all,  there  are  more  than 
2.4  million  shares  outstanding. 

As  part  of  an  incentive  plan,  the  document 
revealed,  six  Warner  Bros,  executives  have  been 
granted  options  to  buy  stock  at  stated  prices: 
President  Warner,  60,000  shares  at  $29.29  a 
share,  and  (all  at  $25.77  a  share)  Executive 
Vice  President  Benjamin  Kalmenson,  40.000 
shares;  Samuel  Schneider,  20,000;  Herman 
Starr  15,000;  Wolfe  Cohen  10,000,  and  Steve 
Trilling  5,000. 

The  report  also  noted  that  Warner  is  estab- 
lishing a  three-year  credit  for  $20  million  with 

the  First  National  Bank  of  Boston  and  other 
banks. 

Tv  Commercial  'Conquered' 
By  Film,  Producer  Declares 

FILM  not  only  has  invaded  the  field  of  tv 
commercials,  it  has  conquered  it. 

This  is  the  gist  of  a  report  released  by 
William  Miesegaes.  president  of  Transfilm  Inc.. 
New  York,  a  major  producer  of  tv  commercials 
and  industrial  films.  Transfilm's  individual 
research  was  conducted  in  order  to  measure  the 

impact  of  filmed  tv  commercials  in  the  advertis- 

ing world. 

According  to  the  firm's  computation: 
•  Tv  commercials  on  film  now  account  for 

75%  of  all  commercial  messages. 
•  Production  cost  of  these  commercials  is 

estimated  at  $30  million,  or  3%  of  the  approxi- 
mate $1  billion  spent  in  net  time,  talent  and 

production  in  television  annually. 

•  These  expenditures  for  commercial  pro- 
duction are  on  the  rise — eventually  the  gross 

dollar  volume  of  film  producers  will  more  than double. 

•  An  increasing  number  of  advertising  agen- 
cies are  urging  clients  to  consider  10%  of  a 

program's  total  cost  as  a  fair  investment  in 
tv  commercial  production. 

Mr.  Miesegaes  explained  that  the  agencies 
use  this  figure  as  a  guide,  basing  it  on  that 

portion  of  a  program's  time  actually  devoted 
to  the  sponsor's  message.  He  noted  also  that 
many  Transfilm  clients,  particularly  those 
which  sponsor  spectaculars,  have  exceeded  the 
10%,  but  added  that  no  matter  how  much  the 
amount  of  money  is  spent  to  film  program 
commercials,  cost  is  often  amortized  by  reuse 
for  spot  campaigns. 

Maurie  Gresbam,  Ruth  Kyle 

Named  to  MGM-TV  Staff 

TWO  additional  appointments  were  made  last 
week  to  Loew's  Inc.'s  new  television  subsidiary, 
MGM-TV  [B»T,  Aug.  13].  They  are  Maurie 
Gresham,  general  sales  manager,  McCadden 
Corp.  (Hollywood  production  firm  for  The 
Burns  &  Allen  Show),  who  will  be  west  coast 

sales  manager  for  the  new  Loew's  subsidiary, 
and  Ruth  Kyle,  assistant  producer-director,  J. 
Walter  Thompson  Co.,  New  York,  who  will 
become  assistant  manager  of  tv  operations. 

Mr.  Gresham,  a  veteran  in  west  coast  tv 
film  sales,  will  headquarter  at  MGM  Studios 
in  Culver  City,  and  Miss  Kyler  will  report  to 

Richard  Harper  in  MGM-TV's  New  York  of- 
fice. 

Yes  .  .  .  even  bigger  sales  are  "in-the-bag"  on  the 
new  KFAB.   Contact  Peters,  Griffin,  Woodward  or 

General  Manager  Lyell  Bremser  today! 
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WOR-TV  PROGRAMS 

WILL  BE  88%  FILM 

RKO  Teleradio  station  also  an- 

nounces that  negotations  are 

underway  for  leasing  Loew's 
MGM  library  similiar  to  deal 

with  KTTV  (TV)  Los  Angeles. 

A  REVAMPED  schedule  in  which  films  account 
for  approximately  88%  of  its  programming  was 

announced  last  week  by  RKO-Teleradio's  WOR- 
TV  New  York  [Closed  Circuit,  Aug.  20]. 

Announcing  the  Fall  plans,  Gordon  Gray, 

WOR-TV  vice  president  and  general  manager, 
noted  that  it  includes  51  hours  of  new  programs 
per  week.  Most  of  these  are  feature  films, 
drawing  heavily  on  the  voluminous  RKO  li- 

brary plus  productions  of  David  0.  Selznick 
and  Stanley  Kramer,  among  others. 

Station  authorities  estimated  that  WOR-TV 
would  be  presenting  approximately  15  hours  of 

"fully  live"  programming  per  week  this  fall, 
out  of  a  weekly  total  of  1 17V2  hours.  These  15 

hours  do  not  count  programs  which  have  on- 
camera  hosts  and  hostesses  but  which  are  pre- 

dominantly film.  Of  the  WIV2  hours  of  pro- 
gramming per  week,  feature  films  will  account 

for  76'/2  hours. 

The  fall  lineup  expands  WOR-TV's  concept 
of  both  "horizontal"  programming  (repeating 
the  same  show  several  times  over  a  period  of 

a  week,  as  in  the  case  of  its  completely  sold-out 
Million  Dollar  Movie  series)  and  "vertical" 
programming  (repeating  several  times  in  one 
day).    These  multiple  showings,  WOR-TV  of- 

ficials point  out.  enable  viewers  to  watch  WOR- 
TV  features  without  missing  favorite  programs 
on  other  stations. 

A  sampling  of  the  new  fall  programming  will 
be  presented  this  week  (Aug.  26-Sept.  1 ),  which 

has  been  designated  "preview  week"  by  the  sta- tion.   New  fall  shows  include: 

Constance  Bennett  Presents  the  Theatre  of 
Movie  Classics,  in  which  the  actress  appears  as 

on-camera  hostess  introducing  outstanding  pic- 

tures of  the  1930's  (each  program  will  be  shown 
four  times  each  Sunday  afternoon  and  evening); 

Six  O'clock  Movie,  a  different  feature  at  6-7 
p.m.  Monday  through  Friday  with  actress  Ruth 

White  as  on-camera  hostess;  Crusader  Rabbit's 
Terry  toons  at  7-7:30  p.m.  Monday  through 
Friday;  Hour  of  Danger  mysteries,  each  of 
which  will  be  seen  twice  a  night  for  a  week 

(Monday  through  Friday);  Weird  Theatre,  one- 
hour  horror  movies  at  9  p.m.  Saturdays  with 

consecutive  repeats  to  1  a.m.;  Live  Story,  90- 
minute  features,  with  the  same  one  playing  once 

a  night  for  a  week;  Comedy  Theatre,  first-run 
RKO  comedies  edited  to  one  hour;  Midday 

Movie,  a  different  feature  film  each  day  at  1-2 
p.m.  and  Riders  of  the  West,  an  hour  of  west- 

erns at  1 1  a.m.  Saturdays  and  Sundays. 

Tv  Film  Exports  Set 

NEW  foreign  sales  reported  a  fortnighi  ago  by 
Fremantle  Overseas  Radio  &  Tv  Inc.,  New  York, 
include  Big  Fights  to  Associated  Rediffusion 
(Great  Britain),  Encyclopedia  Britlanica  Films 
to  Nord  und  Westdeutscher  Rundfunkverband 

(Germany),  Hopalong  Cassidy  to  Radio  Tele- 
visao  Portugesa  (Portugal),  and  other  packages 
to  stations  in  Belgium,  San  Salvador,  Iraq, 
Guatemala  and  Australia. 

California  National 

Fills  Four  Key  Posts 

NBC  subsidiary  promotes  Kee- 
ver,  Anderson,  Lawrence  and 

O'Shea  within  organization. 

A  SERIES  of  appointments  to  key  posts  in 
California  National  Productions  Inc.,  subsidiary 
of  NBC,  was  announced  last  week  by  General 
Manager  Robert  D.  Levitt. 

H.  Weller  (Jake)  Keever,  national  sales  man- 
ager for  NBC  Television  Films,  was  named 

director  of  sales  for  the  NBC  Television  Films 
division  of  California  National.  He  will  direct 

CNP's  world-wide  network  and  syndication 
sales  force. 

Robert  A.  Anderson,  business  manager  for 

MR.  KEEVER MR.  ANDERSON 

NBC  Television  Films,  was  advanced  to  the 
new  post  of  director  of  business  affairs  for 

CNP. William  L.  Lawrence,  manager  of  programs 

TV  in  Fresno --the  big 

inland  California  market- -means 

•  Best  local  programs 

•  Basic  NBC-TV  affiliate 

Paul  H.  Ra'ymer  Co. 
National 

Representative 
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KLEW-TV Uwiston,  Idaho 

WEED  TELEVISION 
Pacific  Northwest,  MOORE  AND  LUND 

and  production  for  NBC  Television  Films,  was 

named  director  of  the  eastern  unit  of  CNP's 
new  program  development  department. 

Francis  X.  O'Shea,  who  was  named  general 
manager  of  the  Kagran  Corp.  when  that  mer- 

chandising organization  became  the  first  wholly 
owned  subsidiary  of  NBC  in  1955,  was  ap- 

pointed director  of  merchandising  for  CNP. 
California  National,  set  up  last  month  [B«T, 

operations  analyst  in  the  NBC  controllers  office 
before  taking  over  the  business  managership  of 
the  film  division. 

Mr.  Lawrence  was  producer-director  of 
Screen  Guild  Players  on  radio  for  eight  years, 

then  was  producer-director  with  Bob  Hope  from 
1953  until  he  became  manager  of  programs  and 
production  for  NBC  Television  Films  in  May 
1955.  In  1940-41  he  was  producer-director  for 
the  old  Lord  &  Thomas  agency,  handling  the 
Bob  Hope  nighttime  radio  programs.  He  also 
has  worked  with  Republic,  Paramount  and 
Columbia  studios  as  a  motion-picture  director. 

Mr.  O'Shea  joined  NBC  as  chief  accountant 
for  the  tv  network  in  1950,  became  manager  of 
financial  planning  for  NBC  in  1953  and  general 

manager  of  the  Kagran  Corp.  upon  its  acquisi- 

tion by  NBC.  CNP's  merchandising  division started  with  Howdy  Doody  (through  Kagran) 
snd  now  has  a  substantial  list  of  programs, 

characters  and  personalities  which  it  merchan- 
dises, most  recent  of  which  is  Tarzan. 

MR.  O'SHEA mr  lawrence       AAP  Selling  in  Far  East 

July  30],  encompasses  the  California  National 
Studios  in  Hollywood;  NBC  Television  Films; 
the  merchandising  division  of  CNP  (formerly 
Kagran),  and  the  NBC  Theatrical  Div. 

Mr.  Keever  joined  NBC  as  a  film  division 
salesman  in  1951,  became  central  sales  super- 

visor in  1953  and  national  sales  manager  for 
NBC  Television  Films  in  January  1955. 

Mr.  Anderson,  business  manager  for  NBC 
Television  Films  since  1953,  joined  NBC  in 
1949  as  a  cost  accountant  in  the  tv  network 

business  department  and  subsequently  became 

ENCOURAGED  by  preliminary  discussions 
between  Assoc.  Artists  Productions  Inc.  and 

the  Soviet  Ministry  of  Culture,  AAP's  foreign 
sales  manager,  Norman  Katz,  left  Tuesday  for 
a  two-month  trip  that  will  take  him  to  Moscow 
and  Prague,  among  other  European  capitals. 
Mr.  Katz,  who  also  will  stop  in  Australia  and 
Far  Eastern  countries  on  his  return  trip,  will 

attempt  to  sell  Soviet  telecasters  on  "Popeye 
the  Sailor  Man"  and  other  Warner  Bros,  fea- 

tures and  cartoons,  since  "humor  knows  no 

language  barrier." 

COSTS  FLY  THATAWAY  (UP)  FOR  TV  WESTERNS 

THE  low-budget  action  western,  that  old 
movie  industry  standby,  production-wise  has 
moved  into  the  big  money  as  television  fare. 
According  to  Armand  Schaefer,  pioneer 
maker  of  westerns  in  both  movies  and  tv, 
the  cowboy  shows  actually  cost  25  to  35% 
more  to  produce  for  television  than  do 
straight  dramatic  shows. 

Mr.  Schaefer  is  executive  producer  for 
Flying  A  Productions,  which  claims  to  be  the 

biggest  producer  of  tv  westerns  in  the  busi- 
ness. Flying  A  expects  to  gross  $59  million 

this  year,  an  increase  of  almost  10%  over 
last  year.  The  firm  is  a  three-way  partner- 

ship of  Gene  Autry,  Mr.  Schaefer  and  sales 
executive  Mitchell  Hamiburg.  Flying  A  ex- 

pects $46  million  business  from  merchan- 
dising tie-ins,  $1.5  million  from  personal  ap- 

pearances, $11  million  from  tv  and  $500,- 
000  from  radio. 

Mr.  Schaefer  estimates  an  additional  $7,- 
500  has  to  be  added  onto  the  budget  of  any 
30-minute  filmed  action  Western  to  cover 
extra  expenses  not  incurred  in  other  types 

of  production.  "Whereas  a  straight  dramat- 
ic show  can  usually  be  filmed  on  a  sound- 

stage  without  any  travel  costs,"  he  told  B«T, 
"we  do  the  major  portion  of  our  shooting  on 
location.  This  involves  not  only  transpor- 

tation for  the  casts  and  crews,  plus  hotel 
bills,  trucking  fees,  and  the  like,  but  also  a 
great  deal  of  overtime  pay  for  time  spent  in 

traveling  to  and  from  the  locations.  .  .  ." 
Other  expenses  peculiar  to  the  production 

of  Western  action  films,  which  Mr.  Schaefer 
enumerated,  are:  rental,  care  and  feeding 

of  livestock;  salaries  of  wranglers  who  han- 
dle the  animals;  time  lost  through  bad 

weather  and  sound  interference  from  air 

and  highway  traffic — none  of  which  usually 
affects  a  production  being  filmed  on  a  sound- 
stage. 

"By  the  same  token,"  Mr.  Schaefer  pointed 
out,  "our  type  of  production  can  no  longer 
be  classified  as  the  so-called  'quickie'  picture, as  it  so  often  is  referred  to  in  the  field  of 

theatrical  films.  To  the  contrary,  a  West- 
ern picture  for  television  takes  three  to  four 

times  as  long  to  produce  as  most  filmed 
dramatic  shows,  which,  more  often  than  not, 

are  shot  in  a  single  day." 
In  spite  of  the  higher  production  costs, 

Western  films  still  cannot  command  prices 
comparable  to  the  dramatic  shows,  in  the 

sponsor  market,  Mr.  Schaefer  declares.  "As 
a  result,"  he  concluded,  "companies  such  as 
Flying  A  are  forced  to  operate  on  a  nar- 

rower margin  of  profit,  which,  in  turn,  de- 
mands absolute  maximum  efficiency  in  pro- 

duction." 

Under  his  guidance,  Flying  A  has  turned 
out  six  Western  series  already  on  the  air. 
Included  in  this  group  are  109  Gene  Autry 
telefilms,  39  Buffalo  Bill  Jr.,  16  Adventures 
of  Champion,  65  Annie  Oakley,  78  Range 
Rider  and  36  Death  Valley  Days.  These 

represent  a  product  investment  for  the  com- 
pany of  more  than  $9,000,000. 

Flying  A's  new  production  is  highlighted 
by  Winning  of  the  West,  high  budget  adult 
anthology  series  to  begin  production  in 
October  and  slated  for  national  sale  only 
in  Class  A  time.  It  will  depict  the  Western 
story  as  seen  through  the  eyes  of  a  circuit 

judge.  A  series  of  13  Red  Ryder  films  based 
on  the  comic  strip  character  will  go  into 
production  in  September  for  the  syndication 
market.  Jim  Bannon  will  star.  In  November 

Flying  A  will  start  filming  26  additional 
Adventures  of  Champion  for  syndication, 
with  13  films  already  completed.  All  Flying 

A  products  are  released  through  CBS  Tele- 
vision Film  Syndication. 
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There  is  nothing  permanent  about 

a  footprint  on  the  Arabian  desert. 

A  gust  of  wind,  and  it's  gone  .... 

A  LASTING  IMPRINT  on  the 

ancient  desert  wastes  of  Saudi  Ara- 
bia is  being  made,  however,  by 

Americans  and  Arabs  working  to- 

gether. Benefits  born  of  the  oil 

industry — education,  health,  agri- 
culture and  public  works  programs 

— these  will  endure  for  generations. 

Arabian  American  Oil  Co. 
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GRANIK  RENEWS  EFFORTS 

FOR  SANCTION  OF  SERIES 

Film  producer  again  seeks  aid 

of  New  York  City  municipal 

departments  in  filming  of  real- 
life  programs  within  the  city. 

Permission  originally  denied 

in  October  of  last  year. 

THEODORE  GRANIK'S  New  York  Tv  Pro- 
ductions Inc.,  rebuffed  last  autumn  by  New 

York  City  Police  Commissioner  Stephen  P. 
Kennedy  in  its  plans  to  have  all  municipal  files 
made  available  in  preparation  for  its  proposed 

New  York  Story  series,  last  week  renewed  ef- 

forts to  gain  the  city's  sanction. 
In  October  1955,  Mayor  Robert  F.  Wagner, 

a  close  friend  of  Mr.  Granik's,  directed  all 
municipal  agencies  and  departments  to  make 

their  files  available  to  Mr.  Granik's  staff.  When 
Mr.  Kennedy  balked,  Mr.  Wagner  appointed  a 
special  committee  to  study  this  and  other 

similar  requests.  In  time,  this  led  to  the  formu- 
lation of  a  Code  of  Municipal  Television  & 

Radio  Standards  which  backed  Mr.  Kennedy 

by  recommending  that  each  department  head 
would  be  charged  with  passing  final  judgment 
on  requests  to  use  its  files  and  services  for 
broadcasting  purposes. 

Last  week,  the  Granik  office  was  reported  to 
have  contacted  all  agencies  and  departments 

in  hopes  of  getting  their  cooperation  in  film- 
ing 39  film  dramas. 

The  New  York  Story  will  be  produced  by 

Mr.  Granik  through  Screen  Gems  Inc.,  tv  sub- 
sidiary of  Columbia  Pictures  Corp.,  for  network 

exposure  next  year.  Declaring  that  the  series 
would  cost  at  least  $1  million,  the  Granik 
firm  added  that  monetary  compensation  would 

be  given  each  department  or  municipal  em- 
ploye whose  time  would  be  used  in  filming  the 

programs.  However,  Michael  Rosen,  an  as- 
sociate of  Mr.  Granik's,  told  B«T  Thursday 

that  "in  all  probability,  we  won't  call  on  any  of 
these  people  to  work  for  us  on  city  time."  Mr. Rosen  said  that  municipal  employes  would  be 

"retained  by  us  if  the  need  arises,  on  their  own 

time,  and  we  will  pay  them  for  this  time." 
Since  October,  Mr.  Granik  has  changed  his 

mind  about  the  need  for  the  actual  city  files. 
He  indicated  that  the  current  approach  to  the 
New  York  Story  would  be  to  peg  each  episode 
on  actual  newspaper  dispatches,  but  that  the 

city's  aid  was  still  of  utmost  importance  in 
gaining  access  to  streets  and  in  supplying  prop- 

er color  to  the  series.  Mr.  Granik  said  this  was 

of  "great  importance"  in  getting  through  the 
red  tape  usually  attached  to  filming  true-life 
stories. 

Departments  concerned  include  principally 
police,  building,  correction,  public  works,  fire 
and  welfare. 

Former  Police  Chief's  Files 
Basis  for  New  Guild  Series 

GUILD  FILMS  Co.  will  produce  a  new  film 

series  for  tv  based  on  New  York  City's  "most 
important  police  cases."  Acquisition  of  rights 
to  the  personal  records  and  private  files  of  for- 

mer Chief  Inspector  Conrad  H.  Rothengast  was 
announced  by  Guild  over  the  Aug.  18  weekend. 

Chief  Rothengast,  who,  Guild  noted,  "ac- 
tively participated  in  thousands  of  notorious 

murder  and  jewel  robbery  cases,"  will  cooperate 
in  the  filming  of  the  series.  Guild  said  the  se- 

ries will  be  "high-budgeted"  and  filmed  in  color. 
Major  production  will  take  place  in  New  York 
except  when  the  story  requires  the  shooting  of 
sequences  elsewhere  in  the  country. 

LOUIS  WASMER,  president  of  KREM-TV 
Spokane,  Wash.,  signs  for  nine  groups  of 
Warner  Bros,  feature  pictures,  totaling 

522,  and  571  cartoons,  purchased  from 

Associated  Artists  Productions.  Also  pres- 
ent are  Robert  Temple  (I),  KREM-TV  sales 

manager,  and  Lester  Tobias,  AAP  west 

coast  representative. 

Purchases  for  'Christian' Now  Total  138  Markets 

ZIV  Television  Programs'  Dr.  Christian  series, 
which  only  two  weeks  ago  was  reported  to  be 
placed  in  103  markets  [B»T,  Aug.  20],  last 
week  was  purchased  for  an  additional  35  areas, 
bringing  the  total  sales  figure  to  138  markets 
in  only  five  weeks  of  sales  activity.  Bulk  of 
the  clients,  Ziv  indicated,  was  to  be  found  in 
the  food  products  industry. 

Other  sponsor  categories  for  Christian  are 

co-op  sponsorship  with  trading  stamp  com- 
panies in  Houston,  Detroit  and  St.  Louis;  banks 

in  Miami  and  Columbus:  oil  refineries  in  Kan- 
sas, and  to  keep  things  on  a  medical  level,  the 

Blue  Cross  Hospital  Plan  and  others  like  it  in 
Rochester,  N.  Y.  and  Harrisburg,  Pa. 

World  Wide  Pictures  Formed 

To  Produce  Films  for  Graham 

FORMATION  of  a  new  firm  to  produce  and 

distribute  films  for  tv  and  theatre  for  evange- 
list Billy  Graham  was  announced  in  Holly- 

wood last  week.  The  company,  World  Wide 

Pictures,  represents  a  merger  of  Great  Com- 
mission Films,  owned  by  Dick  Ross,  with  Mr. 

Graham's  existing  film  distribution  organiza- 
tion. Mr.  Ross  directed  Mr.  Graham's  theatri- 

cal and  church  films. 

Brunson  Motley,  formerly  with  Cathedral 
Films,  will  head  distribution  for  World  Wide, 

with  Walter  Smyth  in  charge  of  field  representa- 
tives. Other  World  Wide  officers  include  Jerry 

Beavan,  vice  president;  George  Wilson,  secre- 
tary-treasurer, and  Frank  Jacobson,  sales  pro- 

motion consultant. 

NTA  Package  Sold  to  22 

NATIONAL  Telefilm  Assoc.  has  signed  an 
additional  22  stations  for  its  package  of  52 

20  Century-Fox  features,  making  the  total 
number  of  markets  now  set  at  79,  Harold 
Goldman,  vice  president  in  charge  of  sales 
for  NTA,  announced  last  week. 

Stations  are  expected  to  start  telecasting  the 
films  in  September.  Included  in  the  package 

are  such  titles  as  "How  Green  Was  My 
Valley."  "Les  Miserables,"  "The  Ox-Bow  Inci- 

dent," "The  House  on  92d  Street,"  "Drums 

Along  The  Mohawk"  and  "Daisy  Kenyon." 
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on  your  dial 
i 

The  right  combination 

2   to  sell  America's 
i  i  -  ■  i 

?»h  Fastest  Growing  City  * 

channel 

OKLAHOMA'S
 

No.  ■  Market 

7th  in  Nation  in  per  capita  income 

While  Tulsa  is  still  the  Oil  Capital  of  the  World,  no 

longer  does  oil  dominate!  Now  we  boast  everything 

from  great  chemical  plants  to  steel  fabricating  mills. 

More  importantly,  these  industries  have  brought 

thousands  of  people  to  Tulsa  —  who  are  building 

and  furnishing  new  homes,  buying  an  average  of  2 

cars  per  family  —  "Ad  infinitum."  To  reach  this 

tremendous  market,  no  medium  does  as  good  a  job 

as  the  powerful  "KVOO  Combination." 

RADIO 
Represented  by 

EDWARD  PETRY  CO. mm 

TELEVISION 
Represented  by 

BLAIR  TV 

1170  KC    •    50,000  Watts        TULSA,    OKLAHOMA  Channel  2  •  Maximum  Power 

 FILM  

KTTV  (TV)  WILL  EXPLOIT 

MGM  FILMS  TO  FULLEST 

President  Richard  Moore  relates 

plans  to  'blockbuster'  its  pro- 
gram schedule  with  the  newly- 

acquired  725  features.  Par- 
ticipations will  be  available  at 

'premium  rates.' 

FULL  exploitation  of  its  newly-acquired  li- 
brary of  725  Metro-Goldwyn-Mayer  feature 

films  was  indicated  by  non-network  KTTV 
(TV)  Los  Angeles  last  week. 

In  an  interview  with  B»T,  Richard  A. 

Moore,  KTTV's  president,  who  was  still  in  New 
York  where  final  touches  were  being  applied 

to  the  contract  between  the  station  and  Loew's 
Inc.  [B»T,  Aug.  20],  reported  the  station  plans 
to  "blockbuster"  its  program  schedule  with  the 
MGM  features. 

Two  weeks  ago,  Loew's  Inc.  sealed  two  ar- 
rangments  with  KTTV.  The  station  received 
an  exclusive  seven-year  lease  in  its  territory  of 
the  MGM  library  in  a  $4  million  transaction. 

At  the  same  time,  Loew's  bought  25%  of 
KTTV's  capital  stock  for  about  $1,625,000. 
(Also  see  WOR-TV  New  York  story,  page  69). 

Programming  of  the  films  at  KTTV  will  be- 
gin in  October.  Initial  plans  are  to  set  aside 

two  hours  of  Class  A  time  per  week  for  pres- 

entation of  the  MGM  "blockbuster."  The  ex- 
act time  periods  are  not  set.  The  program,  of 

course,  will  be  promoted  fully  both  on  the  air 
and  elsewhere  in  Los  Angeles. 

Mr.  Moore  said  he  doubted  if  an  overall  in- 
crease of  time  rates  would  be  instituted,  but 

admitted  that  participations  in  the  MGM  pro- 

gram period  would  be  at  "premium  rates."  The station  expects  the  features  to  attract  a  greater 
audience  which  would  justify  a  higher  rate  in 
those  time  slots. 

If  the  programming  warrants  further  and 
immediate  exploitation,  KTTV  is  prepared  to 
program  other  weekly  periods  with  some  of 
the  MGM  features. 

In  general,  however,  it  will  not  be  necessary 
for  KTTV  to  expand  its  feature  film  program- 

ming "too  greatly."  It  is  estimated  that  KTTV 
will  increase  its  major  film  showing  from  the 
current  12%  of  total  programming  to  about 

20%.  Approximately  30%  of  KTTV's  total 
programming  would  continue  with  live  shows 
and  approximately  50%  in  syndicated  film. 

Mr.  Moore  was  enthusiastic  over  KTTV's 
license  agreement,  noting  that  the  MGM  film 
library  represented  $1  billion  worth  of  product 
— i.  e.,  estimated  total  cost  of  producing  the 
films. 

WABD  (TV)  Buys  Films 

THE  fourth  "package"  of  Warner  Bros,  films 
was  sold  in  the  New  York  metropolitan  market 

last  week  to  DuMont's  WABD  (TV),  which 
purchased  60  feature-length  motion  pictures 
from  Assoc.  Artists  Productions.  AAP  had 

previously  sold  three  such  packages  to  WCBS- 
TV  New  York. 

WABD  (TV)  will  show  these  films— includ- 

ing James  Cagney's  "G-Men,"  Betty  Davis' 
Academy  Award  winning  "Dangerous,"  the  all- 
star  "Hollywood  Canteen,"  Errol  Flynn's  "Dawn 
Patrol"  and  others  of  early  vintage — in  then- 
entirety,  a  station  spokesman  said. 

FILM  SALES 

Associated  Artists  Productions,  announces  ad- 
ditional sales  of  Warner  Bros,  features  in  first 

10  days  of  August  have  increased  total  number 
of  stations  carrying  product  to  60.  New  sales 
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AMERICAN  RESEARCH  BUREAU 

March,  1956  Report 

GRAND  RAPIDS- KALAMAZOO 

Number  of  Quarter  Houn 
with  Higher  Ratings 

MONDAY  THRU  FRIDAY 
8  a.m.  -   6  p.m. 
6  p.m.  -  1 1  p.m. 

WZKO-TV 
136 
87 

Station  B 
61 

13 SATURDAY  AND  SUNDAY 
1 0  a.m.  -  1 1  p.m. 

72 

32 

NOTE:  Survey  based  on  sampling  in  fhe  following 
proportions  —  Grand  Rapids  (44.7%),  Kalamazoo 
(19.7%),  Battle  Creek  (18.2%),  Muskegon-Muskegon 
Heights  (17.4%). 

MICHIGAN 

OHIO 

INDIANA 

WKZO-TV  (Channel  3  I  has  100,000  watts  of  power —  1000-foot 

tower  —  offers  you  600,000  families  ivithin  its  grade  B  coverage 
area! 

WKZO-TV  — GRAND  RAPIDS-K Al AMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDSKALAMAZOO 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  wi*h 
WMBD  RA0IO  — PEORIA,  ILLINOIS 

So  more  than  ever,  WKZO-TV  can  put  you  over  the  top  in 
sales  in  Western  Michigan! 

100,000  WATTS  •  CHANNEL  3  •  1000'  TOWER 

Kalamazoo-Grand  Rapids  and  Greater  Western  Michigan 

Avery-Knoflel,  Inc.,  Exclusive  National  Representatives 
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FILM 

Hams  Supply  Film 

AMATEUR  radio  friends  of  world  trav- 
eler Myron  Zobel  (W6NMC  Pasadena, 

Calif.)  in  60  different  countries  are  ar- 
ranging new  adventure  films  to  extend 

Mr.  Zobel's  regular  venture  into  com- 
mercial tv  under  Alka-Seltzer  sponsor- 

ship on  KTTV  (TV)  Los  Angeles.  New 
live-film  half-hour  Global  Zobel  series 

began  on  KTTV  Aug.  3  for  39  weeks 

and  this  fall  may  be  presented  on  KRON- 
TV  San  Francisco  in  color. 

A  world  traveler  for  25  years,  part  of 
which  time  he  carried  a  mobile  ham 

radio  rig  with  him,  Mr.  Zobel  earlier 
syndicated  his  single  90-minute  Camera 
Inside  Russia  show  on  U.  S.  tv  stations. 
He  has  been  a  ham  operator  since  1910. 
Alka-Seltzer  agency  is  Geoffrey  Wade 
Adv. 

activity  of  AAP's  cartoon  package  (Warner's 
"Looney  Tunes"  and  "Merrie  Melodies"  and 
Paramount's  "Popeye")  also  announced  with 
contracts  signed  by  three  stations. 

FILM  DISTRIBUTION 

Nathan  Kramer,  Clift  Tv  Films  Inc.,  N.  Y„ 
named  distributor  in  U.  S.  for  new  film  series 

Aggie,  produced  by  Mid-Ocean  Productions, 
London,  England.  Series  has  26  episodes,  stars 
Joan  Shawlee  in  role  of  fashion  buyer  who 
travels  from  country  to  country  finding  intrigue, 
romance  and  comedy.  Release  in  U.  S.  and  also 
in  England  (on  commercial  tv)  is  expected  in 

September.  Michael  Sadlier  is  executive  pro- 
ducer and  John  Guillermin  and  Henry  Kaplan, 

directors. 

Association  Films,  N.  Y.,  is  making  available 

effective  Sept.  15,  20-minute  color  tv  film  on 

Danny  Kaye's  40,000  mile  UNICEF  world  trip, 
"Assignment  Children."  Chronicle  of  Mr. 
Kaye's  trip  was  filmed  several  years  ago.  An- 

other film  of  Mr.  Kaye's  recent  world  junket 
for  UNICEF,  will  be  telecast  Dec.  2  on  CBS- 
TV's  See  It  Now  with  Edward  R.  Murrow. 

Theatrical  &  Video  Corp.,  N.  Y.,  promising 
foreign  feature  films  in  color  will  soon  make 
debut  on  U.  S.  television.  First  package  of  13 
films,  never  shown  theatrically  in  U.  S.,  are 

now  being  dubbed  and  re-recorded  in  English 
for  fall  release.  Though  titles  of  films  were 
not  announced,  it  is  understood  they  will  be 
of  predominantly  French  and  English  make. 

Fifth  Army  Headquarters,  Chicago,  announces 
catalog  of  380  Army  films  for  tv  and  public 
non-profit  showing  has  been  published.  Stations 

throughout  13-state  Fifth  Army  area  are  on 
distribution  schedule. 

Alexander  Beck  Films  Inc.,  N.  Y.,  has  acquired 
worldwide  distribution  rights,  except  for  U.  S. 
and  Canadian  tv,  to  four  Martin  &  Osa  Johnson 

jungle-expedition  feature  films. 

FILM  RANDOM  SHOT 

Arthritis  &  Rheumatism  Foundation,  N.  Y., 
reports  Walt  Disney  producing  tv  spots  for 
Stop  Arthritis  campaign  in  November. 

FILM  PEOPLE 

Richard  Mulford,  assistant  to  vice  president  in 
charge  of  commercial  division  of  Desilu  Pro- 

ductions Inc.,  Hollywood,  named  division  di- 
rector. Bob  Furman,  formerly  production 

supervisor  at  BBDO,  appointed  assistant  to 
Mr.  Mulford. 

Sam  Marx,  one  of  producers  of  CBS-TV's 
20th  Century-Fox  Hour,  named  to  additional 
post  of  executive  producer  on  Broken  Arrow 
series.  Both  shows  are  produced  by  TCF  Pro- 

ductions, tv  subsidiary  of  20th  Century-Fox Film  Corp. 

Howard  Seaman,  formerly  with  Chicago  Film 
Lab,  to  Fred  A.  Niles  Productions,  Chicago,  as 
head  cameraman. 

Herbert  Strock,  Ziv  Tv  Productions.  Holly- 
wood, will  teach  graduate  evening  class  in 

cinema  at  U.  of  Southern  California.  L.  A., 
in  fall. 

ML  L.  Getzler,  assistant  treasurer,  UPA  Pic- 
tures Inc.,  Burbank.  Calif.,  studios,  named 

studio  manager. 

FILM  PRODUCTION 

Studio   City  Television  Productions   Inc.,  N. 
Hollywood,  has  bought  new  tv  series,  Famous 
Sheriffs  &  Fabulous  Outlaws  by  Martin  Van 
Laas.  Series  is  tentatively  scheduled  to  be  filmed 
later  this  year. 

Avatar  Productions,  Hollywood,  has  signed 

with  NBC-TV  to  produce  pilot  film  for  prospec- 
tive series,  Occupation:  Correspondent.  Series 

will  be  done  in  cooperation  with  Indiana  U. 
and  Ernie  Pyle  Foundation.  In  event  series  is 
telecast,  foundation  would  receive  weekly  pay- 

ments to  use  for  expenses  of  deserving  jour- 
nalism students. 

Bask 
NBC  Affiliate 

The 

QUINT  CITIES 

5  CITIES— 2  COUNTIES 

the  Hub  of  a  Major  Market 
WOC  covers  the  market.  WOC  sells  your  produce. 

Surveys  prove  it.  Advertisers  know  it. 
WOC,  the  Quint  city  station,  in  the  heart  of  this 

rich,  agricultural  and  industrial  area 
....  a  market  with  money  in  its 
pockets  ...  a  market  blanketed 
by  WOC. 

The  Quint  city  area  is  ideal  for 
test  campaigns.  Five  cities  combined 
into  one  metropolis  .  .  .  thousands 
of  rural  listeners. 

Select  WOC  for  successful  sales 
and  campaigns. 

Get  the  facts  from  your  nearest 
F  &  P  office  ...  or  from  WOC 
direct. 

WOC 
5,000  W  1420  Ke 

Col.  B.  J. 
Ernest  C. 

Palmer,  President 
Sanders,  Manager 

WOC 

Davenport,  Iowa 

AM-FM-TV 
Free  &  Peters  Inc. 

Exclusive  National  Representative* 

—  PROFESSIONAL  SERVICES  — 

PEOPLE  ITEMS 

James  D.  Gershman,  previously  advertising 

manager  of  Gimbel  Bros.,  New  York,  depart- 
ment store,  appointed  vice  president  of  New 

York  office  of  Harshe  Rotman  Inc.,  public  re- 
lations firm.  Dorothy  Furman,  publicity  di- 
rector. Walter  McCreery  Inc.,  Beverly  Hill, 

Calif.,  advertising  agency,  to  L.  A.  office  as 

account  executive.  Mrs.  Jerold  Bock,  news- 
paper reporter,  and  Floyd  F.  Smiley  Jr.,  former 

assistant  manager  of  WFAU  Augusta,  Ga.,  to 

editorial  staff  of  Harshe  Rotman's  Rochester, 
N.  Y„  office. 

Glenn  M.  Shahan,  N.  Y.  office  head,  Walter  E. 
Kline  &  Assoc.,  public  relations  firm,  appointed 
head  of  dialogue  department  of  Kline  &  Assoc. 
and  Kline-Simpson  &  Assoc.,  Hollywood. 

Waldo  Mayo,  Kline-Simpson  eastern  represent- 
ative, heads  N.  Y.  office  for  both  public  rela- 

tions firms. 

William  D.  Perkins,  formerly  regional  man- 

ager of  public  relations  for  Westinghouse  Elec- 
tric Corp.,  Chicago,  to  Daniel  J.  Edelman  & 

Assoc.,  N.  Y.,  and  Chicago  public  relations 
firm,  as  account  supervisor.  Herbert  Flint, 

who  formerly  handled  public  relations  for  West- 
inghouse plants  in  Mansfield  and  Lima,  Ohio, 

succeeds  Mr.  Perkins  in  Chicago  office. 

Buff  Cobb,  former  star  of  CBS-TV's  Mike  & 
Buff  Show  and  CBS  radio  commentator,  to 
Robert  S.  Taplinger  &  Assoc.,  N.  Y.,  public 
relations  firm,  as  account  executive  specializing 

in  radio-tv. 

Page  76    •    August  27,  1956 Broadcasting Telecasting 



I 

RCA MAtOTSON 
ELECTRO 
TUBE 

if*
 

i    ;  ; l 
1    1  1 1 
1    1  1 1 
1    1  1 1 
1    1  1 1 
1    1  1 1 

I  | 1 

I  I 

% 
 I 

I 
I 
I 

I 
I  I I  I 

I  I 
I  I 

I  I 

I  I  I  II  I  I  I  I  I  I  I 
I  I  I  I  I  I  I  I  I  I  I  I 

I  I  I  I  I  I 
I 

I  I  I  I  I  I 
I  I  I  I  I  I 
I  I  I  I  I  I  I  I 
II  I  I  I  I  I  I  I  I  I  I 
I  I  I  I  II  I  I  I  I  I  I  I  M I  I 

II
' 

i  l 

I  1 1 1 
i  i  1 1 I  I  1 1 

I  I  1 1 

M  i  i 
I  1  I  l 

ftWiS:  B  VM  iX'l'^'Ohldlilli) 

HOW  TO  GET  MORE  HOURS 

FROM  AN  RCA-6448 

Avoid  by-passing  of  cooling  water  before  it  gets  to 
tube.  Be  liberal  with  plate  water-flow. 

Operate  filament  at  lowest  voltage  practical-  for 
adequate  emission  (not  less  than  1.25v  per  section). 
During  long  standbys,  reduce  normal  value  to  80%. 

Check  electronic  protective  circuits  for  correct sensitivity. 

Raise  filament  voltage  gradually  (prevents  high  ini- 
tial surge  current).  Run  both  filament  sections  at 

same  voltage-obtained  from  well-regulated  supply. 

Keep  all  tube  surfaces  CLEAN— to  avoid  leakage  and 
voltage  breakdown. 

"Break-in"  new  tube  in  accordance  with  RCA  tech- 
nical bulletin  (packed  with  each  tube). 

Operate  spare  tubes  periodically.  Blow  water  from 
all  ducts  before  storing  or  transporting. 

Avoid  stresses  at  glass  and  ceramic  seals-espe- 
cially  when  tightening  or  removing  water  fittings. 

Do  not  exceed  the  maximum  rating  of  the  tube- 
even  momentarily. 



There's  A  Fortune 

In 

Your  Future! 

You  don't  need  a  crystal  ball  to  fore- 
tell there's  a  fortune  in  your  future!  A 

look  at  WDIA's  gross  dollar  volume  in- 
crease will  convince  you  that  here's  the 

nearest  thing  to  guaranteed  sales  results  in 
any  advertising  medium  anywhere.  WDIA — 
the  50,000  watt  station — which  controls  a 
quarter  of  a  billion  dollar  negro  market! 

PROOF  OF  PERFORMANCE 
WDIA  has  increased  its  own  gross  dollar 
volume  by  600%!  And  has  operated  a 
profitable  sales  program  for  national  adver- 

tisers, such  as: 
Chesterfield  Cigarettes  .  .  Crisco  .  . 
Carnation  Milk  .  .  Bromo  Quinine 
.  .  Kraft  Mayonnaise  .  .  Ex-Lax  .  . Wrigley 

Memphis  Negroes  are  brand  conscious. 
They  buy  good  and  they  buy  big. 

NEGRO  ECONOMY 
Entrance  of  industry  in  the  South 

has  acted  as  a  catalyst  to  sales  in  the  Ne- 
gro market.  It  has  placed  a  quarter  of  a 

billion  dollars  into  the  pockets  of  Memphis 
Negroes.  And  they  are  willing  to  spend  80% 
of  it  on  commodities.  Negroes  buy  about 
80%  of  all  rice  sold  in  Memphis  .  .  more 
than  50%  of  all  toilet  soap  .  .  60%  of  the 
chest  rubs  .  .  and  almost  65%  of  the  flour. 
Memphis  Negroes  have  buying-  power! 

PULLING  POWER 
WDIA  influences  a  high  percentage  of 

these  purchases.  Here's  how.  With  its  50,- 
000  watt  coverage,  WDIA  contacts  1,237,- 
686  Negroes.  The  members  of  this  vast 
audience  consider  WDIA  their  own  station. 
They  rarely  turn  the  dial.  They  not  only 

take  intense  racial  pride  in  WDIA's  negro 
stars,  but  also  accept  the  products  of  the 
sponsor  behind  the  entertainers.  Almost 
one-tenth  of  the  Negro  population  of  Amer- 

ica listens  to  WDIA  .  .  and  buys  the  products 
advertised  on  it! 

SPECIALIZED  PROGRAMS 
WDIA  specializes  in  production  of  pro- 

grams, which  appeal  to  the  taste  of  the 
Southern  Negroes.  A  program  advertising 
your  brand  of  goods  would  be  customized 
to  combine  the  old  traditional  with  the  new 
trend.  It  would  be  Negro  music  .  .  .  Negro 
customs  ...  Negro  language — all  blended 
.  .  .  and  sparked  by  a  popular  personality, 
who  would  give  dynamic  impact  to  your 
commercial  copy  and  create  a  demand  for 
your  product.  If  you  want  your  share  of 
this  quarter  of  a  billion  dollar  Negro  mar- 

ket, drop  a  note,  on  your  letterhead,  that 
we  may  send  you  information  on  how  WDIA 
can  increase  your  sales  and  profits.  Re- 

quest, also,  your  bound  copy  of,  "The  Story 
Of  WDIA!" WDIA  is  represented  nationally  by  John 
E.  Pearson  Company. 

BERT  FERGUSON,  General  Manage, 

HAROLD  WALKER,  Commercial  Manager 
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 STATIONS  

TV-SPORTS  CENTER 

PLANS  ANNOUNCED 

Queens  County  (N.  Y.)  Cham- 
ber of  Commerce  says  it  will 

sponsor  $500  million  project  in 

Long  Island  City  and  has  talked 

with  'tv  people.'  Networks 

appear  uninterested. 
PLANS  to  construct  a  mammoth,  $500  million 

"tv  and  sports  center"  above  the  250-acre 
Sunnyside  (railroad)  Yards  in  Long  Island 
City,  N.  Y.,  were  to  be  announced  over  the 
weekend  by  the  Queens  County  (N.  Y.)  Cham- 

ber of  Commerce. 

Appointment  of  a  preliminary  investigatory 
body — whose  job  would  be  to  drum  up  civic, 

public  and  private  financial  interest — was  an- 
nounced by  A.  Edward  MacDougall,  a  vice 

president  of  the  commerce  body.  The  group  in- 
cludes Mickey  Schwartz,  president  of  ATV  Film 

Productions  Inc.;  Carl  E.  Meyer,  a  Chase-Man- 
hattan bank  vice  president;  Edward  F.  Hosinger 

of  the  real  estate  firm  of  Hosinger  &  Bode;  con- 
struction firm  President  William  Kretzer,  and 

William  H.  Byrne,  an  engineer  who  four  years 

ago  designed  the  model. 
Aware  that  many  other  builders  and  groups 

had  proposed  similar  projects,  a  spokesman  for 

the  chamber  told  B«T  that  the  group  "has  been 
and  is  talking  with  the  tv  people."  He  declined 
to  name  any  of  them. 

A  spot  check  among  the  networks  failed  to 

unearth  much  to  support  the  spokesman's  claim. 
ABC-TV  reported  it  "wouldn't  be  interested," 
citing  its  property  ownership  adjacent  to  the 
projected  Lincoln  Square  redevelopment  area 

on  Manhattan's  west  side.  CBS-TV  spokesmen 
indicated  they  had  "heard  nothing  about  such 
a  discussion,"  and  NBC-TV  representatives 
indicated  that  "while  they  probably  approached 
us,"  they  had  no  comment  to  make. 

Reticence  of  the  Queens  group's  spokesman 
to  divulge  names  was  attributed  to  the  fact  that 

"we  don't  want  to  tip  off  the  enemy." 
The  "enemy":  William  Zeckendorf,  president 

of  Webb  &  Knapp,  who  already  has  an- 
nounced plans  to  erect  a  40-acre,  $500  million 

tv  city  blanketing  an  L-shaped  section  of  Man- 
hattan's west  side  from  9th  and  12th  Avenues 

between  31st  and  37th  Streets.  Another  poten- 
tial "enemy"  of  the  Queens  group  would  be 

Broadway  Producer  (the  Playwrights  Co.)  and 
real  estate  tycoon  Roger  L.  Stevens,  whose 
vast  Lincoln  Square  project — entailing  slum 
clearance,  construction  of  a  new  Metropolitan 

Opera  house,  theatres  and  other  cultural  at- 
tractions— seems  ready  to  get  under  way  this 

year. 
A  spokesman  for  the  Zeckendorf  organiza- 

Swimsuits  Needed 

WMOP  Ocala,  Fla.,  will  soon  be  "in  the 
swim,"  literally.  This  Thursday  the  sta- 

tion plans  to  do  its  entire  broadcast 
schedule — 6  a.m.  to  7:15  p.m. — under- 

water from  Florida's  Silver  Springs. 
Manager  Jim  Kirk  and  Vernon  Arnette 

will  originate  all  programs  from  a  sub- 
merged tank  with  other  members  of  the 

staff  going  down  for  their  shows.  The 
stunt  will  receive  tv,  newsreel,  newspaper 
and  other  publicity  coverage.  The  station 
is  plugging  the  promotion  with  a  station 

break  telling  listeners  "WMOP — wet  mop 
— underwater  at  Silver  Springs  Aug.  30." 

LARGEST  CONTRACT  in  the  history  of 

WTVN  Columbus,  Ohio,  is  signed  with  the 

station  by  Ray  Wunderlich,  president  of 
Cussins  and  Fearn  general  hardware 
stores.  The  contract  is  for  a  concentrated 

merchandising  campaign  during  sponsor- 
ship of  more  than  1700  newscasts  a  year. 

Also  present  at  the  signing  are  (!  to  r)  Sam 
Johnston,  acting  general  manager  of 

WTVN;  Burch  Riber,  WTVN  account  exec- 
utive, and  Bob  Near,  assistant  merchandis- 

ing manager  of  the  hardware  stores. 

tion  also  declined  commenting  on  "tenant  pos- 
sibilities." There  have  been  reports  of  discus- 

sions with  top  CBS  officials  over  the  past 
several  months. 

Of  the  three  networks  concerned,  ABC-TV 
seems  least  likely  to  move — anywhere.  Through 
Webb  &  Knapp,  ABC  in  1953  purchased  a 

group  of  reconverted  riding  stables  off  Man- 
hattan's Central  Park — spanning  most  of  three 

city  blocks — which  it  has  been  restyling  into  a 

permanent  broadcasting  plant.  An  ABC-TV 
spokesman  said  the  network  was  "quite  happy" 
with  its  lot,  particularly  in  light  of  the  planned 
Lincoln  Square  project,  which  would  give  the 

network  a  foothold  in  New  York's  proposed art  center. 

NBC,  meanwhile,  plans  to  become  a  major 

tenant  of  the  new  "Color  City,"  currently  be- 
ing planned  by  the  Rockefeller  interests  for  an 

area  adjacent  to  Radio  City  [Closed  Circuit, 
Aug.  6]. 

WFRV-TV  Plans  New  Studios 

CLAYTON  EWING,  president  of  Valley  Tele- 
casting Co.  (WFRV-TV  Green  Bay,  Wis.),  has 

announced  that  construction  has  started  on  a 
new  studio  and  office  building  in  Green  Bay 
for  the  ch.  5  station.  In  addition,  Mr.  Ewing 

said,  WFRV-TV's  studios  in  Neenah,  Wis.,  will 
continue  in  operation  with  a  full  sales  staff. 

WHLS 

MICHIGAN'S  POWERFUL 

250  WATTER 
.  .  .  WHLS  is  responsible  for 
more  newsworthy  stories  fea- 

tured by  A.P.  than  any  other 
station  in  the  country. 

4  FULL  TIME  NEWSMEN 

PORT  HURON'S  COMMUNITY  STATION 
ttopntontod  Nationally  by  Gill-Perna 
For  Detroit  —  Michigan  Spot  Salo$ 
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KOVR  (TV)  Plans  Move, 

Seeking  ABC  Affiliation 

PLANS  to  move  the  transmitter  site  of  ch.  13 

KOVR  (TV)  Stockton,  Calif.,  to  a  point  further 

away  from  San  Francisco  and  a  proposed  ABC- 
TV  affiliation  were  announced  last  week  by 

Terry  H.  Lee,  president  of  Television  Diablo 

Inc.,  which  operates  the  station.  An  applica- 

tion seeking  FCC  approval  of  KOVR's  propos- 
als, including  a  power  increase  to  316  kw,  has 

been  filed  with  the  Commission. 

KOVR  plans  to  move  from  its  present  site 
on  Mt.  Diablo  to  Butte  Mt.,  about  three  miles 

southeast  of  Jackson,  Calif.,  and  approximately 

40  miles  further  away  from  San  Francisco  than 

its  present  site.  KOVR  is  now  an  independent, 
but  Mr.  Lee  said  that  ABC  affiliation  will  be 

secured  upon  FCC  approval  of  the  site  change. 

George  Heinemann,  Sam  Dana 

Join  WRCA-AM-TV  Staffs 

TWO  executives  appointments  at  WRCA-AM- 
TV  New  York  were  announced  last  week. 

George  Heinemann,  director  of  programming 

at  NBC's  WNBQ  (TV)-WMAQ  Chicago,  is 
moving  to  the  posi- 

tion of  program 

manager  at  WRCA- 
TV,  and  Sam  Dana, 

supervisor  of  tv  pro- 
motion for  NBC 

Spot  Sales,  has  been 
elevated  to  head  the 
advertising  activities 
of  W  R  C  A  and 
WRCA-TV. 

Mr.  Heinemann, 
effective  Sept.  1,  will 
replace  Steve 
Krantz,  who  is  re- 

signing to  accept  an 
executive  position  with  Screen  Gems.  Mr.  Dana, 
who  has  been  with  NBC  since  May  1955,  re- 

places Milton  Schwartz,  who  has  joined  Grey 
Adv.,  New  York. 

A  "page  boy  graduate"  of  NBC,  Mr.  Heine- 
mann joined  the  network  in  1936;  later  became 

a  special  events  editor  with  CBS,  served  in  the 
Naval  Air  Corps  in  World  War  II  and  rejoined 
NBC  in  1948  as  operations  manager  in  Chicago. 

He  was  made  WNBQ's  program  manager  in 
1951,  and  director  of  programming  for  WNBQ 
and  WMAQ  two  years  later.  He  is  credited  with 
originating  Ding  Dong  School,  a  program  for 
tots  that  soon  became  a  top  NBC-TV  show.  He 
also  was  instrumental  in  developing  instruction- 
type  entertainment  programs  and  college 
courses  for  credit  on  tv. 

Before  he  moved  to  NBC,  Mr.  Dana  was  a 

copywriter  for  McCann-Erickson  for  two  years. 
He  also  has  done  promotional  work  for  the 
New  York  Life  Insurance  Co.  and  the  Under- 

wood Corp. 

MR.  HEINEMANN 

'Spinningest' 
KWEM  Memphis  believes  it  has  the 

"spinningest"  disc  jockey  in  the  world 
— Kyle  (Pappy)  Lambert,  who  last  week 
completed  127  continuous  hours  on  the 
air. 
The  previous  disc  jockey  record  is 

said  to  be  that  of  Don  King,  WBML 
Macon,  Ga.,  who  went  125  hours  with- 

out stopping. 

the  BIG  families 

In  the  Houston  area,  KTRK-TV's  listeners 
are  multiplying!  Ifs  the  BIG  families  . . . 
the  families  that  TvB  has  shown  buy 
more  look  more  . . .  use  more  that 

are  watching  KTRK-TV's  better  shows  and 
better  showmanship  for  ALL  the  family. 

In  the  full  family  viewing  time  between 
the  hours  of  4  to  8  P.M.  KTRK-TV  racks 

up  an  impressive  36.1%  share  and 
viewers  per  set  are  consistently  higher. 

Reach  TvB's  famous  'Fifth  Quintile' 

through  KTRK-TV  . .  .  Houston's  best  buy! 

KTRK-TV 
THE  CHRONICLE  STATION.  CHANNEL  13 
P.  O.  BOX  12,  HOUSTON  1.  TEXAS  —  ABC  BASIC 
HOUSTON  CONSOLIDATED  TELEVISION  CO. 
General  Manager,  Willard  E.  Walbridge 
Commercial  Manager,  Bill  Bennett 
NATIONAL  REPRESENTATIVES: 
GEO.  P.  HOLLINGBERY  CO. 
500  Fifth  Ave..  New  York  36.  New  York 
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STATIONS  MAKING  PLANS 

FOR  FOOTBALL  COVERAGE 

Play-by-play  broadcasts  to  be 

featured  by  radio  and  tv  out- 
lets throughout  the  nation. 

Pro  games  underway. 

WITH  football  moving  onto  the  nation's  sports 
scene  radio  stations  throughout  the  country  are 

making  plans  for  play-by-play  coverage  of  the 
games  of  their  state  colleges  and  universities. 
Also  included  in  the  coverage  is  professional 
football,  which  already  has  begun  its  schedule 
of  pre-season  games. 

Among  the  first  reporting  to  B*T: 

WGN  Chicago  began  its  exclusive  broadcasts 

of  17  Chicago  Bears'  games  with  the  Bears- 
Philadelphia  Eagles  exhibition  clash  last  Friday 
night.  Standard  Oil  of  Indiana  is  sponsoring 
the  game  broadcasts  for  the  fourth  straight  sea- 

son. Jack  Brickhouse  will  be  at  the  mike  for 

all  but  the  first  four  pre-season  games,  which 
are  being  handled  by  Vince  Lloyd. 

Still  on  the  professional  front,  WTOP  Wash- 

ington will  originate  the  Washington  Redskins' 
games  for  American  Oil  Co.  and  Marlboro 
cigarettes  on  a  64  station  network  stretching 
from  Albany,  N.  Y..  to  Miami,  Fla.  In  ad- 

dition, WTOP-TV  will  telecast  all  Redskin  road 
games  except  the  Philadelphia  Eagle  contest 
Oct.  6.  Jim  Gibbons  and  Arch  McDonald  will 

be  at  the  microphone  for  both  the  radio  and 
tv  broadcasts. 

On  the  collegiate  side  WWJ  Detroit  and 
WKZO  Kalamazoo  will  carry  separate  play-by- 

play broadcasts  of  the  U.  of  Michigan  gridiron 
schedule.  The  Buick  Dealers  of  Greater  De- 

troit is  sponsoring  the  WWJ  broadcasts  for  the 

JIM  TATUM,  U.  of  North  Carolina  foot- 

ball coach,  signs  to  do  a  series  of  half- 
hour  tv  shows  during  the  coming  football 

season  on  the  six-station  Home  Security 
Tv  Network,  which  telecasts  throughout 
North  Carolina  and  parts  of  Virginia  and 
South  Carolina.  With  Mr.  Tatum  are  Bas- 

com  Baynes  (r),  president  of  Home  Secu- 

rity, and  Harold  Styers,  the  company's 
director  of  sales  promotion. 

second  straight  year,  with  Bill  Flemming  han- 

dling the  microphone.  WKZO's  coverage  will 
be  co-sponsored  by  Armstrong  Machine  Works. 
Kalamazoo,  with  the  second  sponsor  yet  to  be 
named. 

WJBO  Baton  Rouge  will  originate  the  10 

ONE 

will  gal  you... 

It  is  as  "easy  as  duck  soup" 

to  dominate  five  of  Virginia's 
most  dynamic  cities.  Buy  their  one 

and  only  "V"  Station  .  .  .  WTAR-TV. 

All  well  within  WTAR-TV's 
"Grade  A"  Signal,  they  combine 

to  make  America's  26th  Market. 

In  RETAIL  SALES,  for  example  ...  The 
Bureau  of  the  Census  (preliminary  Report) 

shows  that  WTAR-TV's  total  coverage  area 
has  Retail  sales  of  over  $1,583,874,000. 
And  here  are  Retail  sales  by  cities: 

NORFOLK  $405,230,000 
HAMPTON  $  52,075,000 
PORTSMOUTH   $  96,980,000 
WARWICK  $  24,220,000 
NEWPORT  NEWS  $  88,264,000 

NORFOLK  .VA. 
NORFOLK 

I  PORTSMOUTH Represented  by  Edward  Petry  &  Co.,  Inc. 

games  of  Louisiana  State  U.  for  a  seven  station 
state  network  with  John  Ferguson  as  the  play- 
by-play  announcer.  Other  stations  carrying  the 
broadcasts  for  co-sponsors  Kaiser  Aluminum 
&  Chemical  Corp.  and  Ethyl  Corp.  will  be 
WWL  New  Orleans,  KTBS  Shreveport,  KALB 
Alexandria,  KVOL  Lafayette,  KLOU  Lake 
Charles  and  KLIC  Monroe. 

Pacific  Coast  Conference  games,  to  be  carried 
by  CBS  Radio  in  the  West  and  offered  for  local 
sponsorship,  have  been  sold  by  KOOL  Phoenix 
to  Money  Oldsmobile  Co.  and  Metropolitan 
Bottling  Co.  (Pepsi  Cola),  both  Phoenix.  Agency 
for  Money  Oldsmobile  is  Advertising  Assoc., same  city. 

KCBS  San  Francisco  will  broadcast  all  Stan- 
ford U.  (Palo  Alto,  Calif.)  games  in  addition 

to  five  others  involving  California  schools.  Don 
Klien  will  do  the  play-by-play  commentary  with 
Dick  Godfrey,  KCBS  sports  coordinator,  han- 

dling the  color. 

New  WQAM  Officials 

NEW  OFFICIALS  of  WQAM  Miami  are  Jack 
Sandler,  who  has 

been  appointed  gen- 
eral manager  of  the 

station,  and  Dave 
Croninger,  who  has 
been  named  program 

director.  Ed  Mor- 
gan succeeds  Mr. 

Sandler  as  sales  man- 
ager of  K  O  W  H Omaha. 

Through  a  print- er's error,  pictures 

of  the  three  men 

published  in  B»T  of 
Aug.  20  had  the 
correct  ones  appear 

MR.  SANDLER 

wrong  namelines. 
with  this  story. 

The 

MR.  MORGAN MR.  CRONINGER 

WMOO  Plans  Sept.  Start 

WMOO  Milford,  Mass.,  has  set  a  target  date 
for  mid-September,  according  to  Jim  Miller, 
president  of  the  Bay  State  Quality  Group. 
WMOO,  1490  kc,  250  w,  will  be  the  second 
Bay  State  station,  the  other  being  WCAT 
Athol-Orange,  Mass.  Robert  F.  Nims,  vice 
president  in  charge  of  operations  of  the  group, 

has  been  named  general  manager  of  both  out- 
lets and  Henry  J.  Murray,  formerly  of  WNRI 

Woonsocket,  R.  I.,  has  been  appointed  sales 
manager. 

Idahoans  to  Hear  Moskovics 

GEORGE  MOSKOVICS,  manager  of  television 
development  for  KNXT  (TV)  Los  Angeles, 
will  be  the  principal  speaker  at  the  annual 
meeting  of  the  Idaho  Broadcasters  Assn.  in 

Idaho  Falls  Sept.  5.  Mr.  Moskovics  will  dis- 
cuss "Sales  Strategy  for  Radio  &  Television." 
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Knode  Appointed  Head 

Of  Petry  Plans  Board 

ELECTION  of  Tom  Knode,  vice  president  and 
general  manager  of  Petry  Television,  to  chair- 

man of  a  newly-created  plans  board  is  being 
announced  today  (Monday)  by  Edward  Petry, 

president  of  Edward 
Petry  &  Co..  station 
representative  firm. 

in  announcing  the 
creation  of  the  plans 

board  with  1 1  mem- 
bers, Mr.  Petry  said 

the  board,  which  will 
meet  on  a  regular 
basis,  would  permit 
the  company  to 

"gain  the  full  benefit 
of  the  views  and  ex- 
perience  of  our 

MR.  KNODE  younger  executives 
and  have  the  ad- 

vantage of  their  contribution  toward  policy- 

making decisions." 
In  addition  to  Mr.  Knode,  other  members 

of  the  new  board  are  William  Maillefert,  vice 

president  in  charge  of  radio;  Martin  Nierman 
and  Jim  Eshelman,  respective  eastern  sales 
managers  for  tv  and  radio;  Louis  A.  Smith 
and  John  Ashenhurst,  respective  western  man- 

agers for  tv  and  radio;  Charles  Philips,  tv  sales 
manager:  Bob  Hutton  and  Bill  Steese,  respec- 

tive tv  and  radio  promotion  managers;  Lee 
Redheld,  special  services  director  for  tv.  and 
Bill  Cartwright.  manager  of  the  Detroit  office. 

WNBQ  (TV)  Color  Sales  Unit, 

Headed  by  Coleman,  Set  Up 

WNBQ  (TV)  Chicago  has  established  a  sales  de- 
velopment unit  specializing  in  the  promotion  of 

commercial  color  use  by  clients,  according  to 
Jules  Herbuveaux,  vice  president  and  general 
manager  of  the  NBC-owned  all-color  station. 
Howard  W.  Coleman,  formerly  advertising,  pro- 

motion and  merchandising  manager,  will  head 
the  new  department  with  the  title  of  manager. 
WNBQ  color  sales  development  unit. 

Mr.  Herbuveaux  said  the  department  will 
work  closely  with  color  tv  set  manufacturers 

and  dealers,  establish  a  library  of  color  ma- 
terials and  samples,  create  visual  presentations 

for  sales  and  promotional  use  and  conduct 
conferences  with  agencies  and  clients. 

KLZ-TV  Sales  Set  Record 

SALES  at  KLZ-TV  Denver  totalled  $290,000 
during  the  first  two  weeks  of  August,  setting 
a  new  record  for  the  station,  it  was  reported 

last  week  by  Hugh  B.  Terry,  president-general 
manager.  The  sales  comprised  both  new  and 
renewal  accounts  and  involved  several  syndi- 

cated shows. 

WJMX  to  Originate  Race 

WJMX  Florence,  S.  C,  will  originate  for  the 
fourth  season  the  broadcast  of  the  Southern 

500  stock  car  race  on  Labor  Day,  Sept.  3. 
The  broadcast  will  be  fed  to  more  than  50 
subscribing  stations  in  southeastern  and  central 
states. 

The  Darlington  International  Raceway,  on 
which  the  Labor  Day  event  will  take  place, 
was  the  scene  earlier  this  year  of  a  200-mile 
race  originated  by  WJMX  and  fed  to  some  40 
stations  comprising  the  Darlington  Raceway 
Network. 

This  Employe  Is  a  Client  at  WCBS 

GABY  LA  POINTE  leads  "two  lives"  at 
CBS  Radio  in  New  York:  he  is  both  an  em- 

ploye and  advertiser.  And  he  finds  both 
"lives"  profitable! 

From  9  a.m.  to  5  p.m.,  the  quiet-spoken 
Mr.  La  Pointe  functions  efficiently  as  studio 
and  building 

manager.  In  his 
off-hours,  he  de- 

votes countless 

time  to  the  adver- 
tising, sales  and 

merchandising 

plans  for  his 
remedy  for  poison 
oak,  ivy  and 
sumac,  called 

Myratrol.  In  this 
capacity,  he 
works  with  offi- 

cials of  Hum- 

phrey's Medicine 
Co.,  New  York, 
product.    And  it 

MR.  LA  POINTE 

which  manufactures  the 

was  at  Mr.  La  Pointe's 
suggestion  that  Humphrey's  decided  to  use 
three  spot  announcements  per  week  on 

CBS-owned  WCBS  New  York's  early  morn- 
ing Jack  Sterling  Show,  beginning  in  mid- May. 

"The  results  have  been  amazing."  Willard 
Hldredge.  vice  president  of  Humphrey's,  re- 

ports. "In  the  first  month,  we  sold  close  to 
$15,000,  and  for  the  second  month,  we 
grossed  almost  $30,000.  This  is  with 

virtually  no  other  advertising  at  all." 
Mr.  Eldredge  acknowledges  that  when 

the  product  was  placed  on  the  market  about 
five  months  ago,  spot  announcements  were 
used  briefly  on  another  station  without  much 
success.  Mr.  La  Pointe  suggested  the  Sterling 

show,  pointing  out  that  a  product  of  this 
type  needed  a  personality  with  a  loyal  fol- 

lowing, which  would  believe  the  claims  made 
by  the  air  salesman.  Mr.  Eldredge  agreed, 
knowing  that  listeners  often  are  skeptical 
of  remedy  products  since  many  are  on  the 
market  and  some  make  exaggerated  claims. 

According  to  Mr.  Eldredge,  Mr.  Sterling 
tested  the  product  on  friends  and  approved 
it.  Shortly  after  the  first  announcement, 

Mr.  Eldredge  said.  Humphrey's  began  re- 
ceiving calls  from  drug  stores  in  the  New' 

York  metropolitan  area,  which  had  been 
besieged  by  customers  who  had  heard  the 
broadcast.  The  demand  for  the  product  has 

grown  rapidly  in  WCBS'  coverage  area  in 
New  York.  New  Jersey  and  Connecticut.  Mr. 
Eldredge  said. 

The  company  currently  is  seeking  radio 
personalities  in  other  areas  who  have  what 

Mr.  Eldredge  calls  "the  Jack  Sterling  touch." 
He  hopes  that  by  the  fall  he  can  line  up 
additional  sponsorship  in  areas  in  the  south, 
coinciding  with  the  season  for  the  various 
"poison"  ailments. 

Mr.  La  Pointe.  who  retains  an  interest  in 

Myratrol.  is  happy  about  his  prospering  side- 

line and  gives  thanks  to  Humphrey's,  Mr. 
Sterling,  and  his  74-year-old  mother.  Mrs. 
Eva  La  Pointe  of  Laconia.  N.  H.  It  is  Mrs. 

La  Pointe's  herb  formula,  which  she  had 
used  on  her  14  children  for  many  years,  that 
forms  the  basis  for  Myratrol.  He  confides 
that  his  mother  has  several  other  home 
remedies  he  considers  ready  for  marketing, 
and  adds  with  a  smile: 

"When  these  products  are  launched, 

they're  going  to  be  on  CBS  too.  It  feels 
mighty  good  to  be  a  CBS  employe  and  a 

CBS  sponsor!" 

WBIW  Sold  for  $72,500 

SALE  of  WBIW  Bedford.  Ind..  from  William 

C.  Smith  Jr.  to  Joseph  and  Agnes  McGillvra 
for  $72,500  was  announced  last  week  by  Allen 
Kander  &  Co..  broker  for  the  transaction. 

Mutual-affiliated  WBIW  operates  on  1340  kc 
with  250  W,  The  station  went  on  the  air  in 
1948. 

STATION  SHORTS 

WMBV-TV  Marinette  (Green  Bay),  Wis.,  last 
Monday  inaugurated  its  colorcasting  service 
;ifter  RCA  had  completed  installation  of  final 
link  in  transmitter.  According  to  general  man- 

ager. Joseph  D.  Mackin.  WMBV-TV  will 
henceforth  carry  all  scheduled  NBC-TV  color 
programs  it  can  (it  shares  affiliation  with  ABC- 
TV)  in  addition  to  originating  colorcasts  local- 

ly. Station  also  signed  last  week  for  entire  740 
RKO  Teleradio  film  library. 

WMSL-TV  Decatur,  Ala.,  reports  AT&T  will 
furnish  live  program  service  from  NBC-TV 
and  CBS-TV  beginning  Oct.  17. 

David  F.  Wood  &  Assoc.,  Baltimore  public  re- 
lations firm,  appointed  public  service  consultant 

to  WBAL-AM-TV  Baltimore. 

KABC-TV  Hollywood  has  installed  10  kw 
driver  at  Mt.  Wilson  transmitter,  simplifying 

operation  of  station's  high-power  installation 
and  providing  improved  picture  for  S.  Cali- 

fornia viewers. 

WTVH  (TV)  to  Boost  Power 

WTVH  (TV)  (ch.  19)  Peoria,  111.,  will  boost 
us  effective  radiated  power  from  214  kw  to  500 
kw  sometime  this  fall  after  installation  of 

a  new  RCA  ultra-gain,  uhf  tv  transmitting 
antenna,  which  was  delivered  last  week  by  the 

RCA  Broadcast  &  Tv  Equipment  Dept.,  Cam- 
den, N.  J.  The  new  antenna  is  similar  to  those 

now  being  used  by  WBRE-TV  Wilkes-Barre 
and  KPTV  (TV)  Portland,  both  uhf  stations, 
in  boosting  their  power  to  1  million  watts. 

Rash  to  Join  WRC-AM-TV 

BRYSON  RASH,  ABC  Washington  correspond- 
ent and  news  ana- 

lyst, will  join  the 
staff  of  NBC-owned 
WRC-AM-TV Washington  Sept.  1, 

according  to  an  an- nouncement by 

Carleton  D.  Smith, 

general  manager  of 
the    NBC  stations. 
Mr.  Rash  began 

his  broadcasting  ca- 
reer at  KMOX  St. 

Louis  in  1925  and 

joined  ABC  Wash- 
ington in  1944.  He 

has  covered  every  national  political  convention 
since  1940  and  has  traveled  with  Presidents 
Roosevelt,  Truman  and  Eisenhower. 

His  first  assignment  at  WRC  will  be  a  daily 
6:15  p.m.  EDT  newscast  on  the  radio  outlet. 

MR.  RASH 
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IOWA 

SET  YOUR  SIGHTS 

HIGH  IN  THE  3- 

STATE  MONEY 

BELT  .  .  . 

You  sell  all  you  reach  in  this 

sales  manager's  paradise.  And 

you'll  reach  more  than  ever  with 

Joe  Floyd's  new  1,032  ft.  tower 
for  KELO  TV. 

Now  KELO  beams  a  picture  that 
reaches  a  wider  market  than 

ever  in  So.  Dakota,  Minnesota 

and  Iowa. 

Add  Joe's  neighboring  KDLO  and 
you  add  twice  the  reach,  twice 

the  enthusiastic  sell — two  big 

markets  for  your  one  buy 
across  the  board. 

JOE   FLOYD,  President 

Evans  Nord,  Gen.  Mgr.  Larry  Bentson,  V.  P. 

NBC    •    ABC    •  CBS 

Gen.  Offices  Sioux  Falls,  S.  D. 

represented  by  H-R  for  TV  and  AM 

Page  82    •    August  27,  1956 

STATIONS 

REPRESENTATIVE  PEOPLE 

Ben  H.  Holmes,  national  sales  manager,  KTVX 

(TV)  Tulsa,  Okla.,  and  A.  Gilford  Eager  Jr.,  ac- 
count executive,  George  P.  Hollingbery  Co., 

N.  Y.,  to  television  sales  staff  of  Edward  Petry 
&  Co.,  N.  Y.  Joan  Pettingell,  timebuyer, 
Arthur  Meyerhoff  &  Co.,  Chicago,  to  Petry 

Chicago  tv  promotion  staff,  Bob  Miller,  sales- 
man, WINS  New  York,  to  Petry  sales  execu- 

tive in  radio  division,  N.  Y. 

STATION  PEOPLE 

Mike  Shapiro,  commercial  manager,  WFAA- 
TV  Dallas,  Tex.,  to 

^^—^  managing  director  of 
M.  Bfek  KTVX  (TV)  Tulsa- ■■P*^^^  Muskogee.  Okla.. 

1  and   KATV  (TV) 

Little  Rock-Pine 

Bluff,  Ark.,  head- 
quartering in  Tulsa. 

Elby  Stevens,  news 
and  sports  director, 

WTWN  St.  Johns- 
bury,  Vt.,  to  general 
manager  of  WFST 

MR.  SHAPIRO  Caribou,  Me.,  new  1 kw  daytime  station. 
Mike  Norton,  WHIL  Medford,  Mass.,  and  Fred 
White,  WNIX  Springfield,  Vt.,  to  WFST  staff. 
Lois  Clemens,  KTVA  (TV)  Anchorage,  Alaska, 

to  woman's  director  of  WFST. 

David  L.  Sherrill,  WLSD  Big  Stone  Gap,  Va., 
to  sales  manager,  WFIS  Fountain  Inn,  S.  C.,  new 
am  to  serve  Woodruff-Fountain  Inn-Simpson- 
ville  area. 

Lawrence  Van  Dolen,  formerly  vice  president 
and  radio  sales  manager,  Paul  H.  Raymer  Co., 
national  station  representative,  to  national  sales 
co-ordinator,  WINZ  Miami,  Fla. 

William  R.  Brazzil,  NBC-TV  sales  department, 
to  WTVJ  (TV)  Miami,  Fla.,  as  national  sales 
director. 

Ralph  R.  McCawley,  promotion  art  director, 

Washington  Evening  Star,  to  WRC-AM-FM-TV 
Washington  as  manager  of  advertising  and  pro- 

motion, new  position  in  station  organization. 

Frank  Steltenkamp,  sales  staff,  WWJ-TV 
Detroit,  named  sales  development  manager, 
WWJ-AM-FM-TV. 

James  M.  Henneberry,  sales  promotion  man- 
ager, WICS  (TV)  Springfield,  111.,  to  KWK-TV 

St.  Louis  in  similar  position. 

Herbert  Steinberg,  program  operations  super- 
visor, WAAM  (TV)  Baltimore,  named  to  addi- 

tional duties  of  assistant  program  manager. 

Kennard  B.  Calfee,  producer-director  and 
program  m.  c,  appointed  director  of  public 
service,  and  Edward  Sarrow,  director-producer, 
named  production  manager. 

Daniel  B.  Speare,  program  director,  KREO 
Indio,  Calif.,  to  KGFJ  Hollywood  in  same 
capacity  succeeding  Donald  K.  Ross,  resigned 
to  join  news  staff,  KFMB  San  Diego,  Calif. 

Dave  Chase,  KGFJ  disc  jockey,  resigned  to  re- 
turn to  popular  music  field.  Murray  Brasky, 

teacher,  Redondo  Beach,  Calif.,  to  KGFJ  sales 
staff. 

Arthur  M.  Hopwood  Jr.,  Philco  Corp.,  Phila., 

to  KYW  Cleveland  as  facilities  enginering  sup- 
ervisor. 

Spencer   Allen,   director   of   combined  news 

operations  at  WGN-AM-TV  Chicago,  resigned 
effective  Oct.  1.  He  will  announce  future  plans shortly. 

Dale  Wolters,  engineering  staff,  WOOD-AM-TV 
Grand  Rapids,  Mich.,  named  assistant  chief 

engineer. 

William  R.  Rytting,  president,  Burton,  Brophy 

&  Rytting  (Adv.)  Agency,  Salt  Lake  City,  to 
KTVT  (TV)  there  as  account  executive. 

Jimmy  Kilgo,  nighttime  personality,  WIST 
Charlotte,  N.  C,  to  local  sales  staff. 

Philip  D.  Marella,  M.  S.  graduate  from  School 
of  Television,  Syracuse  U.,  to  KGR-TV  Buffalo 
as  saleman. 

Joe  Vaughn,  adman  and  musician,  to  WABT 
(TV)  Birmingham,  Ala.,  as  account  executive. 

Edward  J.  Lynott,  sales  staff,  WNAM  Neenah- 
Menasha,  Wis.,  to  Neenah  sales  office  of 
WFRV-TV  Green  Bay,  Wis. 

Curt  Siegelin,  owner-manager,  WIKC  Bogalusa, 
La.,  and  Bogalusa  mayor,  named  executive 
director  of  La.  Department  of  Commerce  & Industry. 

Rick  Reighard,  announcer,  WCUE  Akron,  Ohio, 
named  to  take  charge  of  station  production. 

Joe  Saccone  and  Michael  Becce  to  record 
librarian  and  assistant,  respectively,  WMGM 
New  York. 

Marlyn  Thompson  to  WSJS-TV  Winston-Salem, 
N.  C,  as  Romper  Room  teacher. 

Dan  Ingram,  disc  jockey,  WALK  Patchogue, 

N.  Y.,  to  WNHC-AM-FM-TV  New  Haven 
Conn.,  as  morning  disc  jockey  and  staff 
announcer. 

Dewey  P.  Compton,  farm  director,  KTRH 
Houston,  Tex.,  to  KTRK-TV  that  city  for  farm 
show. 

Joe  Perry,  fullback,  San  Francisco  49'ers,  to 
KEEN  San  Jose,  Calif.,  for  nightly  disc  show. 
Dick  Garvin,  senior  student,  San  Jose  State 
College,  to  KEEN  vacation  relief  announcing staff. 

Cleveland  Willis,  graduate,  Northwest  Radio  & 
Television  School,  to  WMBL  Morehead  City, 
N.  C,  and  Larry  Rhoades  to  WLOH  Princeton, 
W.  Va.,  Shep  Ames  to  WEEB  Southern  Pines, 

N.  C,  as  announcers;  Ralph  Lucas  to  WSPD- 
TV  Toledo,  Ohio,  as  floorman;  Dale  Harlow 
to  KONP  Port  Angeles,  Wash.,  and  Gary 

Staggers  to  KRXL  Roseburg,  Ore.,  as  an- 
nouncers, and  Stephen  Nutt  to  Balaban  &  Katz 

Corp.,  Chicago,  as  publicity  agent.  All  are 
graduates  of  Northwest  Radio  &  Television 
School. 

Broadcasting    •  Telecasting 

Reaction  in  Evanston 

WHAT  HAPPENS  when  a  radio  station 

suddenly  turns  away  from  its  classical 
and  standard  music  format  after  10  years 

and  plays  "rock  'n'  roll"  and  "top  10" fare?  For  one  day  last  month,  WNMP 
Evanston,  111.,  decided  to  test  listener 
reaction  by  doing  just  that. 

Out  of  thousands  of  letters  received 
following  the  experiment,  WNMP  said 
95%  demanded  the  continuance  of  clas- 

sics, semi-classics  and  standard  pop  se- 
lections. 



YOU  can  use  "Operation  Snowflake"  to 

sell  radio  and 

television  time 

in  November  and  December 

WHAT'S  IT  ALL  ABOUT? 

"Operation  Snowflake"  is  a  successful,  proven  promo- 
tion designed  to  boost  the  sale  of  major  appliances  as 

Christmas  gifts.  Last  year,  "Snowflake"  created  more 
tie-in  advertising  than  any  other  promotion  in  recent 
advertising  history.  Again  this  year  the  promotion 

slogan,  "Make  it  a  White  Christmas  .  .  .  Give  her  a 
Major  Appliance,"  will  be  advertised  from  coast-to-coast. 
And,  thousands  of  major  appliance  manufacturers,  dis- 

tributors, retailers,  banks  and  utilities  will  tie-in  with 
the  "Snowflake"  sales  drive. 

WHAT'S  U.S.  STEEL  DOING? 

U.  S.  Steel  will  sell  the  theme,  "Make  it  a  White 
Christmas,"  in  2000  commercials  on  powerhouse  radio 
stations  covering  85%  of  the  country's  population.  It 
will  feature  the  promotion  in  6  commercials  on  TV's 
United  States  Steel  Hour.  And  it  will  run  "Snowflake" 
ads  in  over  300  newspapers  reaching  major  markets. 
U.  S.  Steel  will  tell  110  major  appliance  manufacturers, 

2400  distributors,  12,000  retailers  (Snowflakers  in  '55), 
2400  banks  and  2500  utilities  about  "Operation  Snow- 
flake,"  and  provide  them  with  point-of-sale  materials. 

WHAT  CAN  RADIO  AND  TELEVISION  STATIONS 

DO  TO  CASH  IN? 

First,  send  for  an  "Operation  Snowflake"  Radio  and 
Television  Portfolio.  Read  the  complete  story  on  this 

outstanding  promotion.  Then  make  calls  on  major  ap- 
pliance manufacturers,  distributors,  retailers,  banks  and 

utilities  in  your  area.  Explain  what  U.  S.  Steel  is  doing 
to  boost  the  sale  of  appliances.  Then  show  how  they  can 

profitably  tie-in  by  using  radio  or  television  commercials. 

FOR  TV ...  A  SPECIAL  SALES  PORTFOLIO. 

To  help  your  salesmen,  six  "Snowflake"  folders  have 
been  included  in  each  portfolio.  The  folders  explain  the 

"Snowflake"  promotion  and  point  out  the  value  of  TV 
commercials  for  local  tie-in  advertising.  U.  S.  Steel  has 
produced  four  slide  commercials  for  use  by  your  cus- 

tomers. Illustrations  of  the  slides,  along  with  scripts, 
are  included  in  the  folder.  A  free  set  of  slides  for  station 

use  are  contained  in  the  portfolio.  U.  S.  Steel  will  sup- 

port the  efforts  of  local  TV  advertisers  with  "Snowflake" 
commercials  on  the  United  States  Steel  Hour  during 
November  and  December. 

FOR  RADIO  ...  A  SPECIAL  SALES  PORTFOLIO. 

The  portfolio  contains  suggested  radio  scripts  and  six 
folders  which  your  salesmen  can  use  to  spell  out  to  your 
customers  what  U.  S.  Steel  is  doing  to  boost  appliance 

sales— and  how  radio  spots  fit  into  the  customers'  "Snow- 
flake"  tie-in  plans.  Also  included  is  a  transcription  of  a 

special  sound  effect  that  will  clinch  sales  for  you!  It's the  same  musical  effect  which  will  be  used  to  introduce 

all  2000  U.  S.  Steel  "Snowflake"  radio  spots  between 
November  26  and  December  9.  Just  as  the  now  famous 

"Snowflake"  is  used  as  a  visual  symbol,  this  musical 
effect  will  be  the  sound  that  quickly  identifies  the  mes- 

sage, "Make  it  a  White  Christmas  .  .  .  Give  her  a  Major 
Appliance."  Local  advertisers  can  use  this  same  musical 
transcription  in  their  own  radio  commercials  to  cash  in 

on  U.  S.  Steel's  saturation  coverage  and  direct  customers to  their  stores. 

BT-8-27-6 

Robert  C.  Myers,  Director 

Market  Development  Division 
United  States  Steel 

Pittsburgh  30,  Pa. 

□  Please  send  me  the  free  "Operation 
Snowflake"  Radio  Portfolio 

O  Please  send  me  the  free  "Operation 
Snowflake"  Television  Portfolio 

Name 

Station 

Address 

City  State.  .  . 

UNITED    STATES  STEEL 
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Jack  Martin,  musician,  to  WDSU-TV  New  Or- 
leans as  floor  manager.  Ty  Tracy,  publicist, 

Larry  Gore  Assoc.,  N.  Y.,  to  WDSU-TV  as 
publicity  writer. 

Don  Brant,  WISH  Indiananpolis,  to  announcing 
staff  of  WCPO  Cincinnati. 

Chick  Hearn,  sports  director  of  WEEK  Peoria. 
111.,  to  KNX  Los  Angeles  as  sportcaster  hand- 

ling play-by-play  of  all  U.  of  So.  Calif,  football 
games  this  season. 

Charles  H.  Crutchfield,  executive  vice  president 

and  general  manager,  WBT-WBTW  (TV)  Char- 
lotte, N.  C,  and  WBTW  (TV)  Florence,  S.  C, 

appointed    radio-tv   chairman    of  Governor's 

Committee  for  the  Public  School  Amendment 

by  N.  C.  Gov.  Luther  H.  Hodges.  Amendment, 
to  be  voted  on  in  general  election  called  by 
state  legislature,  will  determine  future  course 
of  public  school  education  in  state. 

Carl  Ward,  general  manager,  WCBS  New  York, 
and  Roy  Ashmen  of  NBC  research  and  plan- 

ning, named  to  advertising  and  selling  course 
committee  of  Advertising  Club  of  New  York. 

Ted  Schneider,  operations  manager.  WMGM 
New  York,  father  of  boy,  Wayne,  Aug.  17. 

Betty  Irby,  traffic  manager,  WSAZ-TV  Hunt- 
ington. W.  Va.,  married  to  Jack  Graham, 

International  Nickel  Co.,  Huntington. 

WHEREIN  A  BROADCASTER  ASKS  SOME  QUESTIONS 

TODAY'S  radio  situation,  with  the  old-style 
network  affiliates  competing  for  audience 
and  advertising  with  the  new-fangled  music- 
and-news  operators,  calls  for  a  new  look  at 
a  changed  picture,  says  Jerome  Sill,  former 
president  and  general  manager  of  WMIL 
Milwaukee  who  has  just  contracted  to  pur- 

chase WFPG  Atlantic  City.  Mr.  Sill  asks 

some  questions  which  he  feels  need  answer- 
ing if  radio  networks  are  to  survive. 

THERE  ARE  two  unlike  radio  businesses. 

One  is  the  relatively  young  non-network 
news-and-music  operation,  dependent  on  the 
use  of  popular  music,  recorded.  It  repre- 

sents a  new  and  highly  developed  skill  in 
the  selection,  the  balance  and  the  presenta- 

tion of  popular  music.  The  other  is  the  old 
but  vastly  changed  local  station  affiliated 
with  a  nationwide  network.  While  it  has 
many  hours  of  recorded  music  programs, 
it  also  has  many  hours  of  programming 
curiously  like  that  which  it  had  20  years  ago. 
Fewer,  but  the  same. 
The  important  distinction  between  the 

network  station  today  and  the  independent 

is  a  difference  in  personalities.  The  person- 
ality of  a  news-and-music  station  can  be 

virtually  anonymous,  a  music  service  un- 
interrupted except  for  frequent  service  fea- 

tures. It  is  easy  to  listen  to  and  easy  to 
keep  tuned  for  background  music  when  not 
being  listened  to.  The  personality  of  the 
network  affiliate  is  positive;  a  diversified 
service  offering  nationally  known  personali- 

ties, drama,  music,  nationwide  news  and 
features,  all  of  it  supplemented  by  local 
news,  locally  prepared  music  and  local 
features. 

Circa  1956  differs  from  Circa  1936  in  this 

important  respect:  Today,  every  station  is 
a  local  station.  But  one  can  operate  a  local 
station  in  either  kind  of  business;  a  local 

station  depending  on  local  sources  plus  pho- 
nograph records  or  a  local  station  depend- 

ing on  local  sources  plus  a  network. 
All  this  is  so  elementary  that  it  is  almost 

a  school  primer  on  broadcasting.  But  there 
are  still  some  questions  to  be  answered: 

On  Surveys:  Why  is  it  true — as  it  is — 
that  in  most  secondary  markets,  the  good 
major  network  affiliate  has  more  audience 
than  the  good  news-and-music  station?  Why 

isn't  there  more  far-reaching  study  of  the 
vast  audiences  beyond  the  top  50  cities  to 
determine  to  what  extent  this  is  true?  Why 
do  networks  seek  to  prove  their  point  about 
the  superiority  of  network  broadcasting 
through  the  use  of  recall  surveys?  (We  must 
accept,  as  true,  that  people  will  identify 

themselves  and  their  previous  day's  listening 
with  known  names  and  be  confused  about 
what  recorded  music  program  they  may 
have  heard  the  day  before.)  Why,  knowing 

of  the  vast  variance  between  coincidental 

ratings  and  recall  ratings,  don't  the  network 
researchers  try  to  determine  true  data 
through  techniques  that  do  not  contain  these 
pitfalls?  Who  is  kidding  whom?  Why  are 
survey  findings  not  qualitative  as  well  as 

quantitative? 
On  Programs:  If  it  is  true  that  the  per- 

sonality of  a  network  station  differs  from 
that  of  a  music  station  and  that  this  dis- 

tinction is  an  important  one,  why  don't  net- works abdicate  the  field  of  music  to  the 
local  station,  recognizing  that  live  music, 
over  network  lines,  is  not  an  improvement 

over  canned  music  over  the  station's  turn- 
tables? Or,  if  this  isn't  so,  why  isn't  it? Who  says  so? 

On  Television:  We  seem,  most  of  us,  to 
have  abandoned  the  field  of  nighttime  radio 
to  tv.  Is  this  because  the  one  thing  radio 

did  well  at  night — hour  and  half-hour  drama 
— tv  does  better?  Has  anyone  looked  into 
the  really  phenomenal  success  stories  of 
nighttime  radio  in  local  markets?  Do  we 
know  nearly  enough  about  the  power  of 
locally  produced  nighttime  radio  in  the  form 

of  provocative  newscasts,  "letters  to  the 
editor,"  remotes  from  interesting  spots? 
Doesn't  an  idea,  repeated  in  differing  forms 
hundreds  of  times  over  hundreds  of  local 

stations,  provide  the  test-tube  for  what  a 
network  might  possibly  do  nighttimes  in  a 

way  their  local  affiliates  cannot  do?  Isn't this  a  newly  important  station  relations 
function  which  is  utterly  ignored  by  the 
networks?  Or  is  this  a  missed  opportunity 

for  network  affiliates'  committees? 
Who  said  that  news  commentaries  are 

dead?  Who  is  there  to  prove  they  are  out- 
dated, if  they  are  exciting,  provocative, 

timely?  Who  is  continuing  to  present  news 

commentary  in  evening  hours?  Why  can't they  be  fed  at  an  early  evening  hour  to  be 
rebroadcast  in  the  late  evening?  Has  every- 

one ignored  the  exciting  on-the-spot  radio 
network  coverage  of  the  Andrea  Doria 

disaster?  Wasn't  this  something  to  distin- 
guish the  network  affiliate  from  his  inde- 

pendent contemporary?  Have  we  forgotten 
that,  by  its  very  nature,  tv  cannot  compete 
with  radio  for  immediate  spot  coverage? 

On  Economics:  Isn't  how  much  the  net- 
work contributes  at  least  equally  as  impor- 

tant as  how  much  it  pays?  Is  the  answer 

that  the  radio  networks  don't  really  believe 
in  radio  networks?  Or  can  it  be  that  every- 

one is  so  hazy  about  terms  and  words  and 
facts  that  neither  the  network  nor  the  affili- 

ate is  very  successful  in  telling  the  other 
about  the  community  of  interest  between 

them?  Isn't  it  time  that  networks  and  sta- 
tions that  want  to  be  network  stations  use 

the  same  words  to  say  the  same  things? 

Page  84    •    August  27,  1956 Broadcasting    •  Telecasting 



B*T  INTERVIEW 

WHAT  ROAD  FOR  'OMN
IBUS'? 

After  four  seasons  on  the  air  on  Sunday 

afternoons  and  the  introduction  of  many  in- 

novations to  television,  the  Ford  Foundation's 
show  moves  this  fall  into  Sunday  evening. 

Bucking   high-priced   "popular"  programs, 

Q:  How  did  the  Workshop  get  started?  Whose  idea  was  it?  How 
was  it  financed?  Can  you  sketch  in  the  background  for  us? 

A:  James  Webb  Young,  one  of  the  elder  statesmen  of  advertis- 
ing, conceived  the  idea  at  the  time  the  Ford  Foundation  was  first 

organized.  He  was  serving  the  Foundation  as  consultant  in  commu- 
nications and  he  convinced  the  board  of  trustees  and  officers  that 

television  was  potentially  a  very  influential  communications  me- 
dium and  that  it  would  be  worthwhile  for  the  Foundation  to  be- 
come actively  interested  while  it  was  still  in  a  young  formative 

state. 

His  idea  was  that  the  Foundation  should  not  stand  on  the  shore- 

line as  a  critic  but  should  plunge  right  into  the  midstream  of  televi- 
sion, which  meant  commercial  television.  Jim  Young  was  asking  the 

Foundation  to  underwrite  an  experiment  to  find  out  whether  it 
was  possible  to  help  raise  the  cultural  level  of  the  nation  and  still 
attract  many  viewers.  If  that  could  be  done,  then  tv  would  become 

a  positive  force  for  improving  the  country's  taste  and  adding  to  gen- 
eral information  and  knowledge.  If  sponsors  could  be  found  for 

the  Foundation  programs,  they  would  really  be  paying  for  the  experi- 
ment, so  all  the  Foundation  had  to  do  was  advance  enough  money 

to  get  the  project  started.  That,  roughly,  was  the  underlying  idea. 
Q:  Obviously,  Mr.  Young  sold  the  Foundation  on  giving  it  a 

trial.  What  happened  then? 
A:  Yes,  Jim  Young  presented  his  idea  and  got  an  appropriation 

of  $1.2  million.  After  that  he  asked  me  whether  I  would  come  over 

as  director  of  the  project,  organize  it  and  get  it  going. 
I  agreed  and  after  thinking  about  various  plans  for  three  or  four 

months  I  decided  the  way  to  do  it  was  by  "going  for  broke."  taking 
all  the  money  we  had  and  putting  it  into  one  big  venture,  one  very 
big  show  in  terms  of  time,  position  in  the  schedule  and  so  on, 

something  that  would  clear  all  barriers  and  put  a  little  excite- 
ment into  the  field.  We  were  committed  to  spend  a  little  money 

on  two  small  program  ventures,  but  most  of  the  $1.2  million  was 
at  hand  to  back  the  gamble. 

Q:  And  this  first  program  you  are  talking  about  was  .  .  .? 
A:  Omnibus. 

Q:  You  decided  to  take  all  the  money  and  then  put  it  into  a 
single  package? 

will  it  dare  to  keep  experimenting?  In  this  ex- 

clusive interview,  Robert  Saudek,  director  of 

the  Ford  Foundation's  Tv-Radio  Workshop,  tells 

how  "Omnibus"  grew  and  what  it  will  do  to 
meet  its  new  competition. 

A:  That's  right,  rather  than  dribbling  it  out  in  half-hour  shows 
that  might  come  and  go  without  making  much  impression. 

Q:  Then  that  was  the  genesis  of  the  26-week.  90-minute  pro- 

gram? 
A:  Yes.  Actually  it  came  partly  out  of  the  feeling  that  tele- 

vision had  fallen  into  a  set  of  cut-and-dried  categories:  the  quiz 
show,  the  dramatic  show,  the  variety  show  and  so  on.  Everything 
seemed  to  fit  very  easily  into  pigeon  holes  and  they  all  came  in 

half-hour  or  hour  packages  or  quarter-hour  packages  every  week. 
Another  thing  that  had  a  good  deal  to  do  with  this  was  that  I  had 

attended  the  New  York  Zoological  Society's  annual  meeting  where 
they  showed  some  films.  One  was  a  little  30-second  film  of  a  jack 
rabbit  running  in  slow  motion  across  a  field.  It  was  a  fine  little 

picture  and  I  couldn't  help  but  think  that  it  ought  to  be  put  on 
television.  It  couldn't  be  shown  in  theatres:  there'd  be  no  place  to 
put  it.  It  had  to  be  tv.  but  where  would  you  put  it  if  it  was  only  30 

seconds  long.'  It  occurred  to  me  that  the  thing  to  do  was  to  have  a 
program  which  could  contain  a  30-second  feature  or  a  30-minute 
feature  or  a  90-minute  feature.  That  was  the  genesis  of  it. 

Q:  How  did  you  go  about  translating  that  rather  general  idea 
into  the  program  that  went  on  the  air  as  Omnibus? 

A:  Well.  I  set  up  a  complete  formula  on  paper  of  what  seemed  to 

be  the  ideal  ingredients.  It  included  90  minutes;  late  Sunday  after- 
noon; five  advertisers  (which  is  the  way  we  went  into  the  first 

season);  features  of  any  length  we  wanted,  and  estimates  of  what 
we  would  have  to  spend  to  put  on  that  kind  of  program  and  put 

it  on  right.  We  weren't  going  to  ask  for  charity  of  anyone.  If  you're 
going  to  go  into  the  main  ring,  you  have  to  be  prepared  to  slug  it 

out  with  the  champions.  You  don't  do  that  by  going  in  with  50-cent pieces  or  begging. 

And  so  we  outlined  the  specifications:  It  would  begin  (this  was 

in  January.  I  guess,  of  1952)  on  Sunday.  Nov.  9,  in  the  fall,  and 
so  on.  Next  we  went  to  the  network  and  outlined  our  idea  and 

said  we  would  like  to  have  an  hour  and  a  half  Sunday  afternoon. 

There  were  some  problems  to  chew  over:  Can  we  clear  stations  for 
a  full  hour  and  a  half?  Can  you  get  talent  to  go  on  a  program  that 

the  Ford  Foundation  is  involved  in,  any  real  talent,  because  they'll 

suspect  that  it's  sort  of  a  good  will,  welfare  operation  or  some- 

HE'S  IN  THE  DRIVER'S  SEAT  OF  'OMNIBUS' 

hi  1951,  Robert  Saudek  was  the  picture 

of  a  contented  radio  executive.  A  decade 

of  network  sales  and  sales  service  ex- 
perience, interrupted  by  a  wartime  hitch 

as  manager  of  OWI's  American  Broad- 
casting Station  in  Europe,  had  won  him 

a  vice  presidency  in  cliarge  of  public 

affairs  for  ABC.  He  was  successful; 

more  than  that,  he  was  thoroughly  en- 
joying the  chance  to  put  on  the  air  such 

spectacular  documentaries  as  "Hiro- 
shima," "V.D."  and  the  three-part  "Com- 

munism in  America"  which  had  the 
triple  (for  him)  advantage  of  stimulating 
the  listening  public,  evoking  cheers  from 
the  critics  and  scaring  many  of  his  fellow 
ABC  executives  half  to  death.   He  was 

sitting  pretty. 

Then  came  an  offer  to  leave  the  net- 
work and  conduct  an  experiment  with  a 

new  kind  of  broadcasting  that  was  to  be 
both  public  service  and  commercial  and, 
to  succeed,  had  to  be  among  the  best  of 

both.  He  took  the  offer,  left  ABC  and 

joined  the  Ford  Foundation  as  director 

of  its  Tv-Radio  Workshop,  the  job  he 
still  holds.  The  story  of  his  five  years  at 

the  Workshop  and  of  its  prize  creation, 

Omnibus,  which  this  fall  moves  out  of  its 

Sunday  afternoon  period  on  CBS-TV  into 
a  Sunday  evening  time  on  ABC-TV,  is 
told  in  the  recorded  interview  reproduced 
here. 
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thing?  Will  you  be  able  to  fill  an  hour  and  a  half  every  week?  Will 

you  be  able  to  get  advertisers  to  go  along  with  this,  because  it's 
new,  and  it  isn't  "realistic." 

But  Frank  Stanton  did  not  take  that  view.  He  reserved  judg- 

ment and  said  he'd  let  us  know.  And  he  called  the  next  day  to 
say  we  could  have  the  time. 

Q:  This  was  the  first  year.  Did  your  sponsors  pay  for  the  time? 
A:  Yes.  The  first  year  our  sponsors,  as  always,  paid  for  the 

time  direct  to  the  network  and  for  the  show  direct  to  us. 

Q:  Did  they  pay  your  production  costs? 
A:  Yes. 

Q:  In  other  words,  the  venture  paid  for  itself. 
A:  It  all  but  paid  for  itself  the  first  year,  yes.   We  had  one 

sponsor  the  day  we  went  on  the  air  but  within  a  month  we  had  five. 

Q:  Does  the  price  include  your  overhead,  too?  Or  just  the  pro- 
duction per  se? 

A:  Overhead  and  everything  is  right  in  the  figure. 

Q:  Then  you've  been  operating  on  a  commercial  basis? 
A:  Completely.  Actually  more  than  the  networks  do  because  the 

networks,  if  you  recall  recent  testimony  in  Washington,  do  sub- 
sidize major  programs  very  heavily. 

Q:  Mr.  Saudek,  you  used  the  term  "sponsor"  there  which  sound- 
ed very  unfamiliar  to  me  in  relation  to  Omnibus.  On  the  air  you 

designate  these  people  as  "subscribers."  I  have  always  been  under 
the  impression  that  there  is  a  somewhat  different  relationship  be- 

tween a  subscriber  and  a  producer  than  between  a  sponsor  and  a 
producer.  I  understood  the  language  was  specifically  for  that 

purpose. 

A:  Well,  actually  the  word  "subscriber"  came  about  in  a  most 
informal  way  when  the  program  first  went  on  and  Alistair  Cooke 

casually  mentioned  his  "subscribers."  Afterward  he  said,  "What 
do  you  think  about  it?"  I  said,  "I  like  it."  So  after  that  we  did 
call  them  subscribers.  I  think  we'll  go  back  to  "sponsors"  next 

year. 
Q:  Do  you  do  anything  else  at  the  Tv-Radio  Workshop? 
A:  Yes.  We  have  a  second  program,  made  up  of  the  films  we 

made  for  Omnibus.  It's  called  Under  the  Sun  and  it's  a  syndicated 
half-hour  series,  with  William  Saroyan  as  m.c. 

Q:  If  I  may  ask  a  somewhat  facetious  question,  how  did  you 
arrive  at  the  sunburst  as  your  insignia? 

A:  Prior  to  that  sunburst  we  had  used  an  animated  film  opening, 

with  boxes  kind  of  put  together  and  coming  apart.  It  didn't  seem 
to  mean  anything  in  particular.  It  wasn't  an  insignia  you  could 
carry  over  to  other  things.  So  one  day  I  suggested  a  sunburst  be- 

cause it's  a  beautiful,  identifiable  thing. 
Q:  I  had  always  assumed  that  this  sun  had  a  direct  connotation 

that  Omnibus  would  do  anything  under  the  sun  that  was  of  interest 
in  itself. 

A:  You  are  still  right. 

Q:  Looking  back  over  the  history  of  Omnibus,  what  would  you 
pick  as  your  most  significant  programs? 

A:  I  would  hesitate  to  say  because  I  think  I  would  look  at  it 
entirely  differently  from  the  way  you  would.  I  would  look  at  it 
from  the  standpoint  of  what  was  the  ancestor  in  the  series  of,  for 

instance,  "The  Constitution"?  What  got  us  going  on  that  style? 
It  was  the  Napoleon  and  Josephine  letters  which  we  did  the  first 
year  we  were  on.  James  and  Pamela  Mason  read  excerpts  from  the 
actual  letters.  They  appeared  alternately  before  the  camera  with 
a  very  simple  set  for  a  background.  But  these  were  the  authentic 

letters,  you  see,  which  gave  a  rather  interesting  picture  of  a  ro- 

mantic relation  and  of  Napoleon's  military  career  as  he  described 
it  to  her  in  rather  husbandly  terms. 

That  began  to  move  us  along  and  we  used  that  technique  with  a 

feature  that  we  called,  "Treason — 1780"  about  the  Benedict  Arnold 
treachery,  which  was  based  entirely  on  letters  and  diaries  and  other 
documents,  from  which  it  was  possible  to  trace  the  story.  That  was 
a  somewhat  more  ambitious  thing,  of  course,  because  many  more 

letters  and  a  lot  more  editorial  selection  were  involved.  More  pro- 
duction was  involved,  too.  Then,  after  that,  we  undertook  the 

Adams  series.  This  was  a  major  undertaking,  since  it  was  to  be  in 

four  parts  covering  four  generations.  Finally,  there  was  the  Con- 

stitution series,  but  as  far  as  I'm  concerned  that  would  be  the  seed 
that  you  suddenly  find  growing,  after  planting  it  away  back.  It 
may  be  something  that  everybody  in  the  tv  audience  forgets,  but 

it's  a  very  significant  thing  to  us. 

Or,  to  switch  to  music,  back  of  Leonard  Bernstein's  lucid  ex- 
planations of  musical  phenomena  was  the  idea  three  years  ago  that 

we  do  music  lessons  on  the  air.  We  began  in  a  relatively  simple 
way  and  all  of  a  sudden  we  found  ourselves  moving  to  much  more 
ambitious  and  sophisticated  ideas  than  just  the  description  of  how  to 

play  an  instrument. 

Q:  What  about  the  turkeys  you've  had? 
A:  I  never  discuss  those. 

Q:  You  face  the  possibility  of  turkeys  with  almost  anything  you 

do,  anywhere,  any  time,  certainly  when  you  get  off  the  beaten  path, 
and  I  was  thinking  that  turkeys  can  be  valuable  experiences  in 
themselves. 

A:  Well,  they  certainly  have  great  cathartic  benefits. 

Q:  There  are  some  people  who  feel  that  there  haven't  been  any 
turkeys  on  Omnibus. 

A:  I  think  those  are  the  people  who  feel  that  you  should  experi- 

ment. It's  not  very  hard  to  do  an  acceptable  play  every  week. 
Q:  Let  me  bring  up  a  question  that  has  troubled  me  for  some 

time.  You  purposely  set  out  to  go  on  an  uncharted  somewhat  off- 

beat course  as  far  as  regular  television  is  concerned  and  you've  suc- 
ceeded very  well.  Could  you  have  done  without  something  like  the 

Ford  Foundation,  which  has  given  you  both  financial  backing  and 
a  free  hand?  Say,  if  you  were  in  a  station  operation? 

A:  No,  I  don't  think  so. 
Q:  I  was  recalling  what  you  siid  at  the  beginning  of  our  talk, 

that  you  had  noticed  the  conformity  to  the  clock,  the  quarter,  half- 
hour,  hour  thing,  and  were  experimentally  seeking  out  new  avenues, 
new  ways  to  use  this  fine,  great  medium.  Could  you  guess  at  some 
of  the  effects  of  Omnibus  on  television? 

A:  I  would  hesitate  to  try  and  tell  you  what  those  effects  might 
be,  but  I  like  to  think  that  there  have  been  lots  of  them.  Nobody 

ever  goes  out  and  says,  "Look  how  smart  we  are;  we  borrowed  such 
an  idea  from  Omnibus."  Nor  do  we  go  out  and  say  it.  The  main 
thing,  I  think,  is  that  networks  and  advertisers  are  spending  real 

money  for  interesting  ideas.  I  don't  mean  necessarily  things  labeled 
educational.  I  find  that  it's  very  good  for  my  youngsters  to  want  to 

go  out  actively  in  sailboats  and  sail  and  race.  Now,  that's  far  better 
than  having  them  sit  at  home  reading  comic  books,  much  better 
even  than  having  them  sit  at  home  listening  to  a  Brahms  symphony 

on  a  record.  They're  active  and  they're  involved  in  something. 

Q:  You're  asking  for  an  active  reaction  to  environment. 
A:  Exactly. 

Q:  Will  shifting  from  the  5-6:30  p.m.  late  afternoon  time  to 
9-10:30  in  the  evening  this  fall  make  any  difference  in  your  ap- 

proach to  programming  Omnibus? 
A:  Yes,  it  will.  I  think  it  will  put  a  good  deal  more  of  a  burden 

on  us  to  see  that  everything  on  Omnibus  is  even  more  attractive. 

Q:  Prime  subjects  for  prime  time? 

A:  That's  right.  One  thing  that  I  would  guard  jealouslv  is  the  basic 
integrity  of  the  subject  and  I  think  that  we  can  guard  that  and  still 
make  it  sharper  and  more  fun. 

Q:  Why  was  the  change  made? 
A:  Because  we  were  anxious  to  go  to  evening  time,  especially 

Sunday  evening  time.  Sunday  is  when  we've  always  been  on. 
Q:  Then,  there  was  no  problem  with  CBS,  aside  from  the  .  .  .? 

A:  Aside  from  the  fact  that  we  thought  we  were  good  enough  for 
the  best  time  around,  so  we  went  and  looked  for  it  and  found  it. 

Q:  Let  me  sum  something  up  here.  You  actually  are  now  self- 
supporting? 

A:  No.  In  the  four  years  time  now  that  Omnibus  has  been  on, 

we  have  been  on  the  average  of  80%  self-supporting.  Some  years 

we've  been  completely  so,  and  some  years  less  than  completely, 
but  the  average  for  those  four  years  is  apparently  somewhat  better 

in  terms  of  self-support  than  that  of  large  programs  owned  by  the 
networks. 
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He  forgot  that  "Scotch"  is  a  brand  name  for  tape! 

It's  easy  for  all  of  us  to  fall  into  bad  habits! 
While  we  welcome  the  mention  of  our  product 

on  your  programs,  we  ask  that  you  respect  our 

registered  trademark.  If  it  is  impossible  for  you 

to  use  the  full  name  correctly:  "SCOTCH" 

Brand  Cellophane  Tape,  or  "SCOTCH"  Brand 
Magnetic  Tape,  etc.,  please  just  say  cellophane 

tape  or  magnetic  tape.  Thank  you. 

MINNESOTA  MINING  AND  MANUFACTURING  COMPANY 

ST.  PAUL  6,  MINNESOTA 
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Country  Show Co-op 

Erwin 
Canham 

Travel  Talk 

The  Assemblies 
•I  God 

"Revival  Time" 

Texaco  News 

11:15PM 
Imagination 

TBA 

Steel  Pier 
Bands 

Sports News 

Face  the  Nation 

Church  ol 
the  Air 

S 

News 

Dance 
Orchestra 

Hour  of  Decision 
Billy  Graham 
Evangelistic Assoc. 

Lutheran Hour 

Repeat 

Sounding 
Board 

Manion  Forum 
Dean  Clarence 

Manion Co-op Keep 

Healthy 

Wings  ol Healing 

Bon  Soir 
Paris 

Wings  ol Healing 

Monitor* Mutual  ol  Oman; 
On  the  Line  will 
Bob  Considine 

No Service 

Monitor 4 

_ABC-News_ 
Mel  Allen All  State 

'Meet  the  Press' No  Service 

ClO-AFofL 
Edw.  P.  Morgan Co-op 

Quincy  Howe 

Mysteries 

ABC  Late  News 

Monitor 

American 
Music 
Hall 

ABC  Late  News" Firestone 
Voice  ol Firestone 

American 
Music 
Hall 

ABC  News 

Besl  Bands 
of  the  Land 

News 

Billy  Graham*' 
Evangel.  Assoc. 

Hour  of  Oecisior 
(Split  Network) and  'Monitor 

Vandercook,  CIO 

Imagination Milton  Cross 

News 

American 
Forum 

Imagination Milton  Cross 

ABC  Late  News 

Hour  of  Decisioi 
(Split  Network) and  *  Monitor 

Imagination 

Late  News 

Allan  Jack  son 

No  Service 

Delco  Batteries 
Lowell  Thomas 

(198)  R 

Amos  V  Andy 
Music  Hall 

Slenderella (194) 

Bing  Crosby 
Am.  Oil 

Ed.  R.  Murrow 

(12) 
Jack  Carson 
Show  S 

Lipton  &  Toni 

(alL  wks.) 

Godfrey 

Talent  Scouts 

(160)  R 

Bob  &  Ray 

Here's  Hollywood  j 

Sports Kraft  News 

Co-op 

Fulton  Lewis,  Jr. 

Dinner  Date 

Gabriel  Header 

What's  Your 

Opinion 

No  Network 

Service 

Nit  in 
Service 

ABC— News 
Mel  Allen 
All  State 

iun  Oil  &  Co-op t-Star  Extra 

(34) 

No  Service 

Alex  Drier 
Man  on  the  Go 

Co-op 

ClO-AFofL 
Edw.  P.  Morgan 

No  Network Service 

Co-op 

Quincy  Howe Miles  Labs.  &  (S) 
News  of  World 

166 

One  Man's 

Family 

Mysteries 

ABC  Late  News 

True  Detective 
Mysteries 

(Participating) 

Danger  with Granger 

Gen.  Motors Henry  J. 

Taylor 
American 
Music  Hall 

Allan  Jackson 

No  Service 

Delco  Batteries 
Lowell  Thomas 

(199) 
Amos  V  Andy 

Music  Hall 

(191) 
Bing  Crosby 

Bob  &  Ray 

Les  Paul 

Sporls 

Kraft  Hews 

Fulton  Lewis  Jr 

Dinner  Date 

Gabriel  Meatier 

Ed.  R.  Murrow 

Co-op 

Eddie  Arnold 
S 

Chev.  News  (197)  News 
My  Son  Jeep 

Yours  Truly 
Johnny  Dollar 

Capitol Cloakroom 

Eric  Sevareid  S 

Dance 
Orchestra 

CBS  News 

Dance Orchestra 

Bob  &  Ray 

Behind  the Iron  Curtain 

Berkshire 
Festival 

Boston 
Symphony 
Orchestra 

News  S 

American Music 

Hall 
News 

Bell  Telephone 
Telephone  Hour 

(185)  R 

American 
Music  Hall 

ABC  News 

R.  J.  Reynolds Camel  Rock  Y 
Roll  Dance  Party 

(112) 
Chev.  News  (199) 

My  Son  Jeep 
Yours  Truly 

Johnny  Dollar 

Coca-Cola  Co, 
The  Eddie  Fisher 
Show  245) Treasury 

Agent (Participating) 

Big 

City 

Bob  &  Ray 

Dateline Defense 

Reporters' 

Roundup Sontrsts  In  Music 
(Eastman  School Orchestra) 

Studio 
X Music 

Virgil  Pinkley 

Studio  X 
Music 

Best  Bands 
of  the  Land 

Election  Trends _  Newt  
Vandercook,  CIO Chet  Huntley Net  Pari 

World  of  Music 
Imagination Milton  Cross 

News 

Operation Entertainment Imagination Milton  Cross 

ABC  Late  News 
No  Network 

Service 
News  ot 

the  World 
Imagination 

Lale  News 

Campaign  '56 UN  Report 
Eric  Sevareid  S 

Dance 
Orchestra 

CBS  Ne 

Dance Orchestra 

The 

Army 

Hour 

Studio 
X 

Music 

Virgil  Pinkley 

Studio  X Music 

No  Network 

Service 

No Service 

ABC— Hews 

Mel  Allen All  State 

Sun  Oil  &  Co-op S-Star  Extra (34) No  Service 

Alex  Drier 
Man  on  the  Go 

Co-op 
ClO-AFofL 

Edw.  P.  Morgan 

No  Network Service 

Co-op 

Qiiney  Howe Miles  Labs  &  (S; 
News  of  World 

Mysteries 

One  Man's 

Family 

ABC  Late  News 

X  Minus  One 

(Networks-Local 
Participations) 

American 
Music  Hall 

BSW  News 
News  S 

American Music 

HiH 
Biography 

In  Sound 

Tt 

American 
Music  Hall 

News  S 

Ted  Heath 
& 

His  Music 
Best  Bands ol  the  Land 

News-Frederick" 

Chet  Huntley 

Net  Part. 

~New7 

World  of  Music 

Nightlife with 
Nordino 

No  Network Service 

News  il 

the  World Morgan  Beatty 

Vandercook,  CIO 

Pabsl 

Fights 

ABC  Late  News 

Imagination 

Late  News 

Allan Nt 

Delco 

Lowel 

( 

t 

Amos 
Mu 

( 

A Ed  II 

Eddi 

Wes 

Pick 

Chev. 

My 

Vol 

John 

TrU 

D 
Oi 

Oi 

9:00  AM 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

10:45 

11:00 

11:15 

11:30 

11:45 

12:00  N 

112:15  PM 

7210
" 

:T5 

ABC 
BBC  news 

JNDAY 
CBS  MBS 

NBC 

Great  Moments 
Greal  Composeri 

Prophecy, Inc. 
Voice  ol  Prophet 

(II) 

Texaco  News 

News 
S 

Music  Room 

Church  of  the Air 

Message  of 
Israel 
S 

Texaco  News 

Negro  College 
Choirs 

S 

Sunday  Melodies  News 

Marines  in 
Review 

Texaco  News 

Chev.  News  (178 

E.  Power  Biggs 
S 

Invitation 
to Learning 
S 

The  Christian 
In  Action 

S 

No  Net  Service 

Moods 

in 
Melody 

Churches  ol 
Christ  Herald  of 

Truth  (108) 

Washington Week 

World 
Affairs 

Dr.  Wyatt 
Wings  of 
Healing 

(306) 

Christian  Rel. 
Chureh 

Back  to  God 

(218) 

Radio  Bible 
Class 
(291) 

Voice  ol Prophecy 

(107) 

Dawn  Bible 
Frank  8  Ernest (362) 

First  Church 
How  Christian 
Science  Heals 

Salt  Lake  City 
Tabernacle  S j  Northwestern  U Review 

S 

Chev.  News  (170 
Paul 

Neighbors Orchestra 

Freddie 
Martin 

Orchestra 
S 

Weather  (164) 

F.W.Woolworth 1-2  pm 

Woolworth  Hour 
("8) 

As  I  See  It 
Frank Kirkpatrick 

Bill  Cunningham 
Co-op 

First  Church 
How  Christian 
Science  Heals 
Kralt  News 
Front  Page 
Exclusive 
Airmen) 
ol  Note 

Wlfia  News Round-Up 
Co-op 

Artol 

Living 

Voice  of  Propheq 

(Split)  •* 

Evangelical  Asso 
"Bible  Study 

Hour" 

National  Radio 
Pulpit 

Voice  of  Prophec) 
(Split) ** 

*  "Monitor" 

Monitor 

*- 

10:30  a.m.  Sun. 
Thru  12  Mid. 
Sun.  (except  as 

noted) 

The  Eternal 

Light 

Monitor 

ABC MONDAY  -  FRIDAY 
CBS  MBS NBC 

Breakfast  Club 

(Participating) 

My 

True 

Slory 

When  A Girl  Marries 

Co-op 

News 

No  Service 

Whispering 

Streets 

Grand  Central 
Station 

Jack  Paar 
Show 

ABC  Late  News 

Your 

Happy 

Holiday 

Valentino 

Luncheon  at 
Astor 

No  Network 
Service 
Co-op 

Pail  Harvey 
Co-op 

Ted  Malone 

Arthur  Godfrey 
(Participating) 

Make  Up  Your Mind 

S 
Wrigley 

Howard  Miller 
(144) Phillips  Packing 

P&G,  Gen  Food.' 
W.  Warren  (144, 

Backstage 
Wile 

Toni,  Exlat Perkins  (186) 

Helen  Trent Our  Gal  Sunoay 
Corn  Prod.  (82) 
Corn  Prod.  (76) 
Bristol-Myers 
Road  ol  Life Perkins  (203) 

Lever  MWF Aunt  Jenny 
(196) 

Co-op 

RobL  Hurlelgh 

Easy  Does  it 

Cecil  Brown 
Footnotes  To Medical  History 
Guest  Time 
Kralt  News 

Johnny  Olsen Show 

Kraft  News 

Story  Time 

Queen  for  a  Day Participating 

Kraft  News 
On  the  Boardwall 

Constance Bennett 

Show 

No  Service 
Co-op 

Cedrie  Foster 

Allen  Ladd's 

Modern Moods 

No  Network 
Service 

NBC 

Bandstand 
(Network-Local Participations) 

No 
Network 
Service 

ABC SATURDAY 
CBS  MBS 

Co-op 

No  School 

Today 

Co-op 

News 

Farm News 

SL  Louis 
Melodies 

Garden  Gate 

Chv.  Jackson  111 

Galen 
Drake 

All-League 

Club  House 

Texaco  News 

Chautauqua 

Student 
Symphony 

Platter- 
brains 

Teiaco  News 
World  Tourist 

Andy  Reynolds Ranch  Boys 

S 

American 
Faraer S 

Texaco  News 

Navy  Hour 
S 

D-Con  (20) 

Galen 
Drake 

Hews 
RobL  Q.  Lewis 

Realemon 

(198) 
Slenderella 

Bartlell Milner  (197) 

Chev.,  Jksn.  (183 

Romance 
S 

Liggett  &  Myeri Gunsmoke 
(199) 

Asphalt  (192) Weather  on  Hwy 

Chev.,  Jksn.  (185 

City 

Hospital 

No 

Network 
Service 

Kraft  News 
Conlerence 

Call 

I've  Been 
Reading 

Kralt  News 

I  Ask  You 

Musical  Wheel 
ol  Chance 

Krafl  News 
Magic 

of Music 

American 

Living 

For  Teens  Only 

NBC 

Monitor • 

I  a.m.  Sal Through 

It  Mid.  Sat 

(except  as noted) 

Allis-Chalmers 
National  Farm  I 

Home  Hour 

(Split  with "Monitor"* Monitor 

Allis-Chalmers 

Home  Hour 

(Central  Sla's) 
(Split)  with 
"Monitor"* 

1:30  PM 
1:45 

2:00 

2:15 

2:30 

2:45 

3:00 

3:15 
3:30 

3:45 4:00 

4:15 4:30 

4:45 

5:00 

5:15 

W 

B5M 

Pi 

Hei 

Dr.( 

Wisg 

Us 

Sai 

Dr.  I 

Her 
Goip 

Old 

Reviv 

Texai 

Speal 
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Una 
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Nd 
r#  [ 

('mint 

„     ,BS  NBC 
THURSDAY 

ABC              CBS             MBS  NBC 

FRIDAY 

ABC              CBS              MBS  NBC 
ABC 

SATURDAY CBS              MBS  NSC 

bi  R«» 

^  llywood its  
"Balews 

Oin  Dale 

Gafer  -leaner 

"iS  Your 
(ion 

fillisters 

drutini) 

il 
Cri  Files 
il  nond 

No  Network 
Service 

Nat  il 
Service 

Allan  Jackson 

Bob  S  Ray Na  Network 
Service 

Not  in 
Service 

Allan  Jackson 

Bob  S  Ray 
No  Network Service 

Texaco  News 
Pan 

American 

Union 

News 

New  Orleans 

Jazz  Band 

John  T.  Ryan 
6  00  PM 

u.uu  i  in 
Na  Service U.N.  on  the 

Richard 
Harkness 

Co-op 

World  Traveler 615 
ABC— News ABC— News Record  S 

Na  network Service 

Sports 

Kaleideseope 
Saturday 

at  the  Chase 

Report  from Washington All  State 
Mel  Allen 

All  State 
Mel  Allen 

Sun  Oil  8  Co-op 
l-Star  Extra 
m 

No  Service 
Delco  Batteries 
Lowell  Thomas 

(19!) 

Les  Paul 

Sports 
Sun  Oil  &  Co-op J-Star  Extra 

(34) 

No  Service Delco  Batteries 
Lowell  Thomas (1991 

Here's  Hollywood 

Sports 

Sun  Oil  Co-op j. Star  Extra 

(34) 
Thoughts in  Passing Dinner  Date 

645 
Kraft  News Kraft  Five  Star Kraft  News 

Alei  Drier 
Man  an  the  Go 

Co-op 
ClO-AFolL 

Edw.  P.  Morgan Carter 
Amos  V  Andy 

Music  Hall (til) 

Filloa  Lewis  Jr. 
Alei  Drier 

Man  an  the  Ga Co-op ClO-AFifL 
Edw.  P.  Morgan Amos  V  Andy 

Music  Hall 

(111) 

Foltm  ttwit  Jr Alex  Drier Man  hr  Ihp  Go m so  on  in  c  ww 
Co-op Teiaco  News 

At  Ease 

News 

Juke  Box 

Jary 

Pop  The 

Question 

700 /  .uu 

Ha  Network 
Service 

Co-op 

Ooincy  Howe 
Dinner  Date Ni  Network 

Service 

Co-op 

Qujncy  Howe 
Dinner  Date No  Network 

Service 
Miles  Labs,  8  'Sj 
News  al  Werld 

(111) Mysteries 
Bing  Crosby Gabriel  Header 

Miles  Labs.  8  (S 
News  ol  World rill) 

Mysteries 

Bing  Crosby 
Gabriel  Header 

Miles  Laos  8(S; 
News  of  Werld (III) 

Mysterytime 
Hawaii 
Calls Monitor • 

730 

One  Man's Family 
*** 

Co-op 

Ed.  R.  Murrow 
Coca-Cola  Co. 
Eddie  Fisher 

„  Show 
One  Man's 

Family 
Am.  Oil Ed.  R.  Murrow («) What's  Your 

Opinion One  Man's 

Fimily 
7:45 

ABC  Late  News ABC  Late  News 
Sjeak'g  of  Sports 

Weather  (Til) 
Network 

Participations "Truth  or 

Consequencea" 

American 
Music  Hall Eddie  Arnold 

S 

Official 
Detective 

(Participating) 

B&W  8 
RealemonPuritai Network 

Participations People 
Are  Funny 

American 
Music  Hall Eddie  Arnold S 

Counterspy 

(Participating) 
National Radio 

Faa 

Club 

Teiaco  News 
Vincent 
Lopez 

Show 

Chev.  News  (191) 
Treasury 

of  Music 

Bandstand 

USA 

300 J.UU 

D.-IC 

0.  13 News  S News  S 
It's  Your  Business 

Recollections 
at  30 

American 
Music 
Hall list  Precinct 

S 
It's  a  Crime 
Mr  Collins 

Conversation American 
Music  Hall 

CBS-Radio Workshop 
City  Editor Upbeat 

Saturday 

Night 

U.  JU 

Be  W>  Sm  It MS  IT C  ACS  1 1 8  45 

U .  ~  J 
B&W  News News News-Don  Pard News 

:r 

hence 

DeSoto  Plymoutl 
Dealers, 
(111) 

American 
Music 
Hall 

News  S 

Chev.  News  199 
News 

Can 
Freedom Win 

American 
Music  Hall 

News  S 

Chev.  News  (199) 
News 

NBC  Job  Clinic Teiaco  News 
News 

q  nn J.UU My  Son  Jeep 
Bob  &  Ray My  Son  Jeep 

Bob  &  Ray 

M  sriioat  •(  D  iH  in njiioridi  naaio 

Fan  Club 

National Juke  Box 

Speak'g  ol  Sports 

Ssturdiy 

Night 

Country 

Style 

News  s 

Yours  Truly 
Johnny  Dollar 

UN  Radio 
Review 

Yours  Truly 

Johnny  Dollar 
UN  Radio 
Review 

0.11 

J.  1  J 

hily 
lire 

Sound 
Fight 

•jf 

Best  Bands 
of  the  Land 

News 

Leading 

Question 

Eric  Seva'eid  ! 

Co-op 

State 
ol  the 
Nation 

Stars  In  Action 
(Nat'l  Guard) 

Best  Bands 
of  the  Land 

News 

So  They  Say 

Eric  Sevireid  S 

True 

or False DCSI  oanoi in  the  Land 

Teiaco  News 

R.  J.  Reynolds 

&  Co-op 
Gnad  Ola  Opry 

m 

q  qn 

Inside  Story 

with 
Victor  Riesel 

9:45 

r 
Isie 

A— 'inkier 

Election  Trends 
Chet  Huntley 
Net  Pari 

Vandercook,  Cld 

Imagination Milton  Cross 

Dance 
Orchestra 

dlUOlO 
X 

Music 

News-Frederick 
Chet  Huntley 
Net  Part 

Vandercook,  CIO 

Imagination Milton  Cross 

ABC  News 
Dinco 

Orchestra 

Studio  X Music 

Gillette  Boiing 
Lawrence  Welk 
Army  Show 

Dance Band 

Renin 

Valley 

Dance 

Barn 
Mamtar 

• 

10.00 

This  Is  Moscow CarlingCons-Clul 
Soejk'j  ol  Sports 

10:15 

Salute 

A8C  News 

Imagination Milton  Cross Jane  Pickens 
Show 

Imagination Milton  Cross 

Sports  Digest 

Sports HigMighls 
Rhythm an Parade 

Basin 

Street Jazz 10  30 1  u.uu 

in  4"5 

1  U.4u 
ABC  Late  News ABC  Lale  News 

No  Network 
Service 

Imagination 
CBS  News Virgil  Pinkley Ni  Network 

Service 
Imagination 

CBS  News 
Virgil  Pinkley No  Network 

Service Imagination 

News 

Danco 
Time 

i  inn 1  1  .  UU 

Dance 
Orchestra Dance Orchestra SioX 

sic 
News  ol 

the  World 
Mortar.  Beatty 

Studio  X 
Music 

News  of 
the  World 

Morgan  Beatty 
Studio  X Music 

News  ol 

the  World Morgan  Beatty 

Dance 

Orchestra 

11:15  PM Late  News Late  News 
Late  News 

M  E 

11  SUNDAY 
CBS             MBS  NBC 

MONDAY  -  FRIDAY 
ABC              CBS             MBS  NBC 

SATURDAY 

A3C               CBS               MBS  NBC 

August  27,  1956 
Explanation:  l.iMings  In  order:  Sponsor,  namo  of 
program,  nuniher  nf  stntionn:  It  repeat:  S  sustain- ing; TBA  to  be  announced.  Time  EDT. 

ABC— 

7:55-8  p.m..  Lei  Griffith  &  The  News.  (8321. 
Weekend  news  sponsored  by  Texan  Co.  in  each  at 

four  time  zones.  13  times  on  Sat.,  11  times  on 
Sun. 

It's  Time.  5  niin..  nnsponsored.  10  times  on  Sat.. 
8  times  on  Sun.,  L*.  S.  Rubber, 

CBS— 

8:55-3  a.m.  Sun.  Gen.  Fda— Galeo  Drake  (111) 
11:30-11:35  a.m.  Sun.  Lou  ClofB— News  (S) 
t  Housenarty. 
3-3:15   p.m.    MWF    Lever — Th    Sunsweet.  Tues. Campana. 
3:15-3:30    p.m..    Tu.Th. .    Pharma. -Craft :  Wed.. 

SImoniz,   Swift;   Fri..  Bartiett. 
Sal. — News    IOUMI  ln:05    a.m.:    10:55-11.00    a. in. ; 12  NiK>n-12:0.-|  p.m.    126  Sta. 
Dous  Edwards— fall  Mall  (Ted. -Th.  Fri.  8:25-30 

p.m. Amos  'n'  Andy  Music  Hall 
Brown  &  Williamson.  M.  F.  8..  Ted  Bates 

NBC— 

*  Monitor — Network  &  Local  Participations — War- 
ner-Lambert.   (Junker    ̂ f  i  e.     RCA.  Rarhnsol. American   Oil.    Hazel    Bishop.   Bell  Telephone, 

Miles  Labs..  20rh  Century  Fox,  Sawyer's.  Mack 
Trucks. 

»*  'Bible  Study   Hour'.    Voice  of  Prophecy',  and 
'Hour    of    Decision' — are    broadcast    :it  S::to-0 
a.m..    9:30-10    a  n      &    10:00-10:30    p.m.— re- spectively in  carh  .irea  of  the  country  in  terms 
of  local  time. 

One    Man's    Family— Net   &   Local  Participation. 
Viceroy  &  ReaLemon-Puritan. 

MBS — 

Queen  For  A  Day — Seeman  Brothers  (M-F) 
Series   B — S :30-9 :00  p.m.:  Brown  &  Williamson 

(M-F);  Curtiss  Candy  Co.  (M) ;  Mypone  (M-F); 
Alsum  (M-F). 

north 
iw 10) 

Lutheran Hour 
(471) 

Lutheran's Layman's  Leagui "The  Lutheran 

Hour" 

Claud  Circuit 

Carter  (116) 
C-P,  Sleep-Eze 

Dr.  Malone Luncheon 
with  Lopei 

Na 
Network 
Service 

Speak'g  ol  Sports 
Shake  the Maracas 

Teiaco  News 

Man  Around The  House 

<S> 
For  Teens  Only 

Monitor 

a 

Guiding 

Light 

Adventure 

in  Science 
NewsS 

!WS 

London 
Studio 

Concerts 

Monitor 
* No  Network 

Service 

PSG  news  (144) Krall  News 

Festival 

String 

Serenade 

Kraft  News 

arid 
usic 
tival 

I 

PSG  News  (103) 

C-P 2nd  Mrs.  Burton Jan  Roost 

Filth  Army 

Band 

Band 
Concert 

The 
Catholic 
Hour 

Tka 
Mirtin  Black 

Shaw 

Toni,  Sleep-Ere Perkins  & 
Nora  Drake  (196 

Pat  Butrum 
Show  (191) Wm.  Wrigley 

Mutual 
Matinee 

Speak'f  ol  Sports 

Festival 
Dance 

Orchestra Lucky  Pierre 

Bands 
For 

Bonds 

Monitor 
* 

Housepartyt 

(III)  R 
Corn  Prod. 

Sunshine  Sue 

(ID 

(MTuWF) Bands  For  Bond: 
(Th) 

Bands  For  Bond: 
Dick  &  Diane 

"Five  Star 

Playhouse" 

Teiaco  News 

Festival 

News  S 

Charlie 

Applewhite 

Country 

Jamboree 

• 

tic  on  a nday 
moon 

|„  (s) 

"Hilltop  House" 

"Pepper  Young' 

Family" 

Speak'g  of  Sports 
Dance 

Orchestra Sports  Parade 
American  Bird 

Record  Pel  ol  the 

Day 

Festival 

Treasury 

Bandstand 

Corn  Prod. (40) 
Art  Smith 

Na  Service 

News 

Mutual  Reports Miles  Labs 
"Woman  In 

My  House" 

Texaco  News News  S 

Co-op 

Stand-By 

Sports 

Iii  hm 
ron  Hwys Mutual  Matinee 

with 
Dick  Willard 

Festival 

Dance 
Orchestra 

M.  M.  McBride 

No  Network 
Service 

M-US  M  1  Bam 
T-US  Marine  B 
W-The  Red.  Rrr 
Th— Musical  Cvi 
F— Salute  to  thi 

Nation 

Fred  Waring 

Song  Feast 
Network-Loral 
Participations) 

Dance 
Orchestra 

c 

1 

i 

,:i  j 

out  (193) 
to  let  News 

ictment 

Fori 
iramie 

Krall  News 

Na  Service 

Bob  8  Ray 
Cafe Lounge 

Texaco  News News  S 

Lombardoland 
USA 

Dinner  at  the 
Green  Room 

Dance 
Orchestra 

Bands For 
Bonds 

"IPs  New!" 

"B'ness  World 

"Sport-O-Rama' 

Dance 
Orchestra 

Wall  SL  Final 
(Harris,  Upham) 

TST  Paul  S  Ford "Observations" (Dr.  Gallup) 
LtyiM) MWF  Here's  Hw 

Kraft  News 



THE  BRITISH  WAY 

John  Metcalf,  in  his  chapter  on  "Adver- 
tising on  Television"  in  forthcoming  book 

Television  in  the  Making  (in  Great  Brit- 
ain), edited  by  Paul  Rotha,  published  by 

Hastings  House,  New  York: 

TELEVISION'S  effectiveness  as  a  selling 
medium  has  already  been  demonstrated 
beyond  need  of  further  proof  in  the 
United  States.  But,  while  it  has  sold  and 

is  selling  goods  there  most  successfully, 

it  has  by  no  means  always  been  so  suc- 
cessful in  keeping  public  goodwill.  There 

has  been,  indeed,  continuing  public  re- 
sentment over  the  banality  and  crudity 

of  approach  of  many  commercials.  More- 
over, the  padding  of  programme  time 

with  old  westerns  and  third-rate  wrestling 
bouts  has  done  little  to  improve  the  tem- 

per of  American  audiences  towards  the 

commercial's  ultimate  pay-off. 
Here,  in  the  United  Kingdom,  we  are 

of  course  operating  differently.  First,  we 
have  no  sponsored  programmes.  .  .  . 
Whatever  the  rights  and  wrongs  of  this 

much-debated  arrangement,  it  means 
considerably  more  talent  is  being  brought 

to  bear  on  the  commercial  than  was,  ini- 
tially at  any  rate,  in  America.  .  .  . 

Secondly,  British  advertising  has  been 

able  to  learn  a  good  deal  from  the  mis- 
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takes  made  by  American  pioneers.  There 
is  a  clear  and  universal  realization  that 

advertisers  have  a  responsibility  to  the 
public  over  and  above  their  responsibility 
to  their  shareholders  to  sell  more  goods. 
The  typical  British  commercial  has  been 
designed  to  appeal  to  British  taste  in  a 
decent  and  (as  often  as  possible)  an 
entertaining  way.  It  incorporates  what 
advertisers  judge  to  be  the  better  points 
of  the  American  commercial,  while  doing 
its  best  to  avoid  the  brashness  and  bounce 
that  have  caused  so  much  irritation. 

Thirdly,  television  advertising  here  has 

started  against  a  background  of  consid- 
erable minority  opposition  and  is  com- 

peting with  the  BBC,  whose  programmes 

carry  no  commercials.  There  is,  there- 
fore, all  the  more  need  for  the  adver- 

tiser to  make  sure  that  he  avoids  giving 
offence.  He  has  been,  particularly  in 

these  early  days  of  the  medium,  inclined 
to  underplay  his  hand  as  far  as  hard 
selling  is  concerned,  even  though  this 
means  losing  something  of  his  impact, 
rather  than  overplay  his  hand  and  offend 
potential  customers.  He  is  doing  his  best 

— possibly  too  much — to  pack  his  com- 
mercial with  entertainment  value,  to 

make  himself  and  his  product  liked, 

rather  than  relying  on  a  simple  and  direct 
selling  approach. 
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BIGGER  THAN  EVER 

Daniel  W .  Kops,  executive  vice  presi- 
dent of  WAVZ  New  Haven,  Conn., 

speaking  on  "The  Challenge  to  Radio" 
before  the  Atlantic  Broadcasters  Assn.  at 

Digby,  Nova  Scotia,  Canada. 

I  FEEL  strongly  that  the  basic  challenge 
to  radio  is  the  decision  which  each  of  us, 

as  broadcasters,  must  make  on  our  pres- 
ent and  future.  Radio  potential,  as  one 

of  the  greatest  media  for  service  to  the 
public  and  for  advertising,  is  bigger  today 

than  ever  before  in  our  history.  The  sum 
total  of  our  individual  decisions  will  de- 

termine whether  we  are  to  maintain  that 

potential  and  keep  it  a  major  medium. 

If  we  do  not,  it  will  be  by  our  own  de- 
fault, not  because  of  the  tactics  of  any 

other  media.  And  the  fact  is,  there  are 

all  too  many  broadcasters  prepared  to 

play  a  secondary  role  rather  than  the 
rightful  one  that  is  ours. 

AS  OTHERS  SEE  US 

Bert  C.  Button,  station  manager  of  2GB 

Sydney,  Australia,  writing  in  that  coun- 

try's Broadcasting  and  Television  maga- 
zine on  his  return  from  a  tour  of  the 

U.  S.: 

TOO  many  people,  particularly  agency 
executives,  have  come  back  from 
overseas  trips  talking  nothing  else 

but  tv.  They  didn't  comment  on 
the  fact  that  there  is  a  swing  back 
to  radio  in  America,  in  fact  that 

'  1956  will  be  a  record  revenue  year 
for  U.  S.  radio. 

No  station  should  panic  or  think 

of  restricting  its  operations  or  re- 
ducing staff.  What  will  be  wanted 

is  initiative,  enterprise  and  show- 
manship. 

Radio  and  tv  will  undoubtedly 

have  to  work  side  by  side  in  adver- 

tising campaigns,  but  radio  can  still 
show  the  advertiser  it  gives  him  the 

frequency  he  wants,  the  fluidity  he 

wants  at  the  cheapest  cost  per  im- 

pact basis. 
INCONSISTENT  CONSUMER 

Grey  Adv.,  in  the  August  edition 

of  its  monthly  publication,  "Grey 

Matter": 

GOOD  advertising  should  not  de- 

pend on  "brand  loyalty."  Good 
advertising  must  keep  up  with  the 

times,  reflect  public  attitudes  and 

wants.  Let's  stop  thinking  of 

"loyalty."  It  smacks  too  much  of 
"unshakable  devotion."  When  we 

talk  about  loyalty  we  endow  the 
consumer  with  a  consistency  he 

doesn't  possess.  Let's  realize  the 

transitory  nature  of  the  consumer's 
allegiance. 
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GOVERNMENT 

ALLOCATION  REQUESTS  STILL  COMING  IN 

Numerous  filings  already  on 
hand  at  FCC  increase.  New 

proposals  include  channel 

shifts  in  Greenfield-Lowell, 

Mass.,  and  Corpus  Christi  and 

Laredo,  Tex. 

COMMENTS,  counter-comments,  new  requests 
and  appeals  from  already  finalized  allocations 
changes  continued  to  flow  into  the  FCC  last 
week,  as  has  been  the  case  since  the  announce- 

ment of  the  Commission's  June  26  Report  & 
Order  on  tv  allocations  [B»T,  July  2,  et  seq.]. 

In  filings  last  week  the  FCC  was  asked  to 
reconsider  its  rule-making  decisions  in  the  fol- 

lowing areas: 

Fort  Wayne-Huntington,  Ind. — Sarkes  Tar- 
zian  Inc.  (WTTV  [TV]  Bloomington,  Ind.)  re- 

quests that  FCC  action  shifting  ch.  21  from 
Huntington  to  Fort  Wayne  be  modified  to 
specify  ch.  21  as  Fort  Wayne-Huntington. 
Sarkes  Tarzian  has  applications  pending  with 

FCC  for  new  tv's  at  Roanoke,  Ind.  (ch.  21),  and 
Bowling  Green,  Ky.  (ch.  13). 

Des  Moines,  Iowa — KIOA  Des  Moines  (am 
outlet)  and  now  dark  ch.  17  KGTV  (TV)  there 
ask  reconsideration  of  FCC  action  denying  a 
proposal  (filed  by  KGTV)  to  shift  Des  Moines 
educational  reservation  from  ch.  I  1  to  uhf. 

College  Station,  Tex. — Texas  Agricultural  & 
Mechanical  College,  College  Station,  and  Joint 
Council  on  Educational  Tv  request  reconsidera- 

tion of  FCC  action  which  changed  College 
Station  educational  reservation  from  ch.  3  to  48. 

The  following  comments  were  received  on 

FCC  rule-making  proposals  concerned  with  the 
respective  areas: 

Fresno,  Calif. — Board  of  Supervisors,  Coun- 
ty of  Fresno,  opposes  removal  of  ch.  12  from 

Fresno.  The  FCC  has  called  for  comments  on 
a  proposal  to  make  Fresno  all  uhf  by  moving 
ch.  12  to  Santa  Barbara,  adding  ch.  30  from 
Madera,  Calif.,  and  moving  ch.  59  into  Madera. 
This  would  give  Fresno  chs.  :T8,  24,  30,  47  and 
53.   KFRE-TV  operates  on  ch.  12  there. 

Peoria,  111.— City  of  Pekin,  III.,  asked  FCC 
not  to  adopt  any  rule-making  which  would 
remove  ch.  8  from  Peoria. 

Missoula  and   Kalispell,  Mont.,  Sandpoint, 
Idaho — KGVO-TV  Missoula  (ch.  13)  opposes 
proposal  to  add  ch.  8  to  Missoula,  requests  in- 

stead shifting  Missoula  educational  reservation 
from  ch.  11  to  21.  making  ch.  11  available  for 
commercial  use.  KBTK  Missoula  (am  station), 
which  advanced  the  original  proposal,  supports 

FCC's  proposed  rule-making  to  add  ch.  8  to 
Missoula,  substitute  ch.  23  for  9  at  Sandpoint 
and  substitute  ch.  9  for  8  at  Kalispell. 

Fort  Wayne-Angola,  Ind. — Sarkes  Tarzian 
Inc.,  files  opposition  to  and  WINT  (TV)  Water- 

loo, Ind.  (ch.  15),  reports  in  favor  of  proposal 
to  assign  ch.  15  to  Fort  Wayne,  substituting 
ch.  77  for  ch.  15  at  Angola.  Ind. 

Elk  City-Woodward,  Okla.— Video  Inde- 
pendent Theatres  Inc.  supports  proposed  rule- 
making which  would  add  ch.  8  to  Elk  City, 

delete  same  from  Woodward  and  add  ch.  35 
to  latter  city.  Video  Independent  Theatres  is 
licensee  of  KVIT  (TV)  Sante  Fe.  N.  M..  KSPS- 

TV  Hot  Springs,  Ark.,  owns  12.5%  of  KWTV 
(TV)  Oklahoma  City,  and  is  applicant  for  ch. 
13  at  Sioux  Falls,  S.  D. 

Coos  Bay  and  Prineville,  Ore.,  Yreka,  Calif. 
— KOOS  Inc.  and  Pacific  Tv  Inc.,  both  support 
proposal  to  add  ch.  1 1  to  Coos  Bay,  substituting 

ch.  19  for  11  at  Yreka;  both  oppose  other  rule- 
making proposal  to  allocate  ch.  11  to  Prineville. 

KOOS  Inc.  and  Pacific  Tv  are  former  com- 
peting applicants  for  Coos  Bay  ch.  16.  KOOS 

Inc.  received  initial  decision  when  Pacific  Tv 
withdrew  to  await  rule-making  on  its  request 
to  assign  ch.  11  to  Coos  Bay. 

Nacogdoches  and  Tyler,  Tex.,  Lake  Charles, 
La. — Lee  Scarborough  (KELS  [FM]  Nacog- 

doches) supports  proposal  to  allocate  ch.  19  to 
Nacogdoches.  Louisiana  Educational  Tv  Com- 

mission opposes  proposal  in  that  it  would  involve 
changing  Lake  Charles  educational  reservation 
from  ch.  19  to  66.  Suggested  rulemaking  also 
entails  substituting  ch.  61  for  ch.  19  at  Tyler. 

Also  received  were  comments  on  the  follow- 
ing proposals,  which  because  of  conflict  were 

made  part  of  the  same  proceeding: 
Shinglehouse  and  Meadville.  Pa.,  Clynitr, 

N.  Y. — WGR-TV  Buffalo.  N.  Y.  (ch.  2).  sup- 
ports proposal  to  assign  ch.  37  to  Clymer  and 

either  ch.  26  or  30  to  Shinglehouse. 

Williamsport,  Pa.— WLYC  Williamsport  fa- 
vors proposal  to  assign  ch.  26  to  that  city. 

Lancaster,  York,  Pa.— WSBA-TV  York  (ch. 
43)  supports  proposed  rulemaking  which  would 
switch  ch.  43  at  York  for  ch.  2  1  at  Lancaster. 
WNOW-TV  York  (ch.  49)  asks  adoption  of  its 
proposal  to  switch  ch.  21  from  Lancaster  to 
York  and  ch.  49  from  York  to  Lancaster. 

New  requests  for  allocations  changes: 
Greenfield-Lowell,  Mass. — Move  ch.  32  from 
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GOVERNMENT 

Lowell  and  substitute  it  for  present  ch.  58  in 
Greenfield.  Assign  ch.  78  to  Lowell.  Submitted 
by  ch.  58  WRLP  (TV)  Greenfield. 

Corpus  Christi  and  Laredo,  Tex.,  Nuevo  Lare- 
do, Mexico— Ch.  22  KVDO-TV  Corpus  Christi 

requests  assignment  of  ch.  3  to  Corpus  Christi. 
deletion  of  ch.  13  from  Laredo  and  reassign- 

ment of  that  channel  to  Nuevo  Laredo.  KVDO- 
TV  proposal  would  have  Mexican  city  relinquish 
ch.  3  for  reassignment  to  Corpus  Christi. 

Lancaster,  Sioux  Falls 

Video  Permits  Sought 

APPLICATIONS  seeking  construction  permits 
for  new  television  stations  were  filed  with  the 
FCC  last  week  by  Video  Independent  Theatres 
Inc.  for  Sioux  Fall,  S.  D.,  ch.  13,  and  by 
WLAN-AM-FM  Lancaster,  Pa.,  for  Lancaster 
ch.  21. 

Video  Independent  Theatres  plans  to  use  552 
watts,  with  an  antenna  height  of  470  ft.  above 

average  terrain.  Construction  cost  was  esti- 
mated at  $41,000  and  first  year  operating  cost 

at  $100,000.  Video  is  licensee  of  KVIT  (TV) 

Santa  Fe,  N.  M.,  KSPS-TV  Hot  Springs,  Ark., 
and  owns  12.5%  of  KWTV  (TV)  Oklahoma 
City,  Okla.  Principal  owners  are  Henry  S. 

Griffing- (50%),  C.  F.  Motley  (12%),  C.  O. 
Fulgham  (12%)  and  C.  R.  Guthrie  (12%). 

Peoples  Broadcasting  Co..  licensee  of 
WLAN-AM-FM,  asked  the  Commission  for 
16.97  kw  power  and  an  antenna  360  ft.  above 
average  terrain.  The  company  plans  to  spend 
S75.275  for  construction  and  $80,000  for  first 
year  operation.  Peoples  is  owned  by  F.  H. 
Altdoerffer  and  family. 

Communications  Act  Author 

Approves  Colo.  Gov/s  Action 

ACTION  of  Colorado  Gov.  Edwin  C.  lohnson 

in  ordering  continued  operation  of  an  unli- 
censed tv  booster  in  that  state  [B«T,  Aug.  13] 

has  received  the  support  of  former  Sen.  Clar- 
ence C.  Dill,  who,  in  a  letter  to  the  governor, 

called  the  action  ".  .  .  in  accordance  with  the 
intent  of  Congress  when  it  passed  the  FCC 
law  in  1927  [creating  former  Federal  Radio 
Commission]  and  revised  it  in  1934  [present 

Communications  Act]."  Sen.  Dill,  who  served 
as  Democratic  senator  from  Washington  from 
1923  to  1935,  is  author  of  the  Communica- 

tions Act  and  co-authored  the  Act  of  1927. 

Sen.  Dill  said  that  the  newly  authorized 

translator  stations  are  "too  costly"  for  little 
communities.  "The  people  in  these  small  com- 

munities, often  far  removed  from  large  cities 
where  entertainment  is  available,  need  televi- 

sion most  of  all,"  the  senator  wrote.  He  stated 
that  the  FCC  could  never  ".  .  .  defend  success- 

fully its  refusal  to  permit  these  peanut  booster 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  8 

Miami,  Fla.,  ch.  10;  Seattle,  Wash.,  ch.  7; 
Jacksonville.  Fla.,  ch.  12;  Paducah,  Ky.,  ch. 
6;  Indianapolis,  Ind.,  ch.  13;  St.  Louis,  Mo., 
ch.  11;  Charlotte,  N.  C,  ch.  9;  Orlando,  Fla., ch.  9. 

AWAITING  ORAL  ARGUMENT:  7 

Boston,  Mass.,  ch.  5;  McKeesport,  Pa. 
(Pittsburgh),  ch.  4;  Buffalo,  N.  Y.,  ch.  7; 
Biloxi,  Miss.,  ch.  13;  San  Francisco-Oak- 

land, Calif.,  ch.  2;  Pittsburgh,  Pa.,  ch.  11; 
Coos  Bay,  Ore.,  ch.  16. 

AWAITING  INITIAL  DECISION:  3 

Hatfield,  lnd.,  (Owensboro,  Ky.),  ch.  9; 
Toledo,    Ohio,    ch.    11;  Onondaga-Parma, 
Mich.,  ch.  lu. 

IN  HEARING:  4 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan. Mich.,  ch.  4;  Mayaguez,  P.  R.,  ch. 

3;  Pachuta,  Miss.,  ch.  7. 

stations  which  emit  not  to  exceed  one  watt  of 

power  and  can't  possibly  cause  any  interfer- 
ence." Sen.  Dill  reaffirmed  his  contention  that 

legislation  should  be  passed  allowing  booster 
operations  to  register  with  the  FCC  and  operate 
without  a  license  as  long  as  their  equipment 
does  not  cause  interference. 

Meanwhile,  the  Pateros-Brewster  Tv  Assn. 
of  Brewster,  Wash.,  filed  with  the  Commission 

an  appeal  from  a  hearing  examiner's  initial 
decision  recommending  that  the  association  be 
ordered  to  cease  rebroadcasting  signals  of  Spo- 

kane tv  stations  [B«T.  Aug.  6].  Pateros-Brew- 
ster contended  that  since  there  are  no  means 

for  licensing  boosters  under  present  FCC  rules, 

a  charge  of  non-compliance  with  the  rules  can- 
not prevail.  The  booster  operator  claimed  that 

no  showing  had  been  made,  as  it  must,  of  inter- 
ference to  licensed  radio  stations  or  authorized 

services.  The  examiner's  recommendation 
would  in  effect  "impose  a  punishment  before 
an  offense  has  been  committed,"  the  associa- 

tion said. 

Request  for  15th  Station 

In  Denver  Area  Is  Protested 

PROPOSED  addition  of  15th  radio  facility  in 

the  Denver  area  last  week  drew  a  sharp  pro- 
test from  Mid-America  Broadcasters,  licensee 

of  KOSI  Aurora,  Colo.  In  a  letter  to  the 
FCC,  Mid-America  President  David  M.  Segal 
asked  the  Commission  to  order  a  hearing  on 
the  application  of  Skyline  Broadcasting  Inc. 
for  1510  kc,  1  kw  unlimited,  in  Littleton,  Colo. 

Mr.  Segal  said  KOSI  objected  ".  .  .  not  as  an 

economic  threat  .  .  .  but  an  endeavor  to  tak 

away  the  true  purpose  of  broadcasting,  which  i 
to  serve  the  public.  We  do  not  feel  that  1 
signals  in  a  city  the  size  of  Denver  can  do 

job  as  authorized."  Littleton,  Lakewooc 
Aurora  and  Englewood  are  all  residential  area 
in  the  suburbs  of  Denver,  Mr.  Segal  continuec 

"For  a  city  with  a  greater  population  of  aboi 

750,000,  a  total  of  15  am  stations  is  "a  rathe 
ridiculous  amount  of  broadcast  facilities." 

Tv  Monopoly  Hearings 

To  Open  on  Sept.  12 

HOUSE  Antitrust  Subcommittee  has  schedule 

10  days  of  hearings  beginning  Sept.  12  in  Nei 
York  in  its  investigation  of  alleged  monopol 
in  television,  a  subcommittee  spokesman  sai 
last  week. 

Kenneth  Harkins,  co-counsel,  said  the  schec 
ule  calls  for  hearings  these  dates:  Sept.  12-12 
17-21  and  24-26.  He  said  no  dates  have  bee 
scheduled  in  October,  the  following  montl 
although  one  spokesman  has  indicated  the  se; 
sions  are  likely  to  run  into  that  month. 

No  witness  list  has  yet  been  announced,  bi 

Rep.  Emanuel  Celler  (D-N.  Y. ),  chairmar 
earlier  said  the  presidents  of  the  television  net 
works  will  be  called  on  to  testify,  plus  repn 
sentatives  of  tv  talent,  uhf  stations,  advertisin 
agencies,  tv  advertisers  and  film  producers.  B 
dint  of  having  received  subcommittee  questior 
naires.  NARTB  also  is  expected  to  be  repn 
sented  among  witnesses,  as  is  the  FCC,  whic 
already  has  testified  two  times  before  the  Hous 
group  during  sessions  in  Washington  befor 
adjournment  of  the  84th  Congress. 

WKLO-TV  Request  Denied; 

WTVW  (TV)  Gets  Go-Ahea< 
WTVW  (TV)  Evansville,  Ind.  (ch.  7).  la; 
Monday  received  FCC  sanction  to  begin  corr 
mercial  operation  the  following  day  (Tuesday! 

In  granting  WTVW  special  temporary  authoi 
ity  (STA)  to  go  on  the  air,  a  board  of  tw 
commissioners  (T.  A.  M.  Craven,  acting  chaii 
man,  and  Richard  A.  Mack)  denied  a  petitio 
by  ch.  21  WKLO-TV  Louisville,  Ky.  (no\ 
dark),  asking  that  a  hearing  be  ordered  o 
WTVW's  request  for  STA  [B«T,  Aug.  20], 
WKLO-TV  charged  that  WTVW  had  engage- 

in  construction  "totally  different"  from  tha 
authorized  by  its  construction  permit.  WKLO 

TV  also  questioned  WTVW's  financial  qua! 
ifications.  The  FCC  found  that  WTVW's  con 
struction  was  "generally  consistent"  with  it 
cp  and  that  WKLO-TV  had  raised  no  substan 

tial  question  regarding  WTVW's  financial  abil 
ity  to  build  the  station  under  the  STA. 

NARTB  Granted  More  Time 

On  Remote  Control  Proposal 

NARTB  Wednesday  was  granted  60  extra  days 
to  Oct.  21,  to  file  reply  comments  in  the  FCC 
case  covering  proposed  extension  of  remoti 
control  privileges  to  directional  am  stations 
those  above  10  kc.  fm  and  educational  fn 
outlets.  The  request  was  made  Aug.  20. 

The  International  Brotherhood  of  Electrica 
Workers,  which  has  challenged  some  o 

NARTB's  technical  evidence,  opposed  the  ex 
tension  or  urged  that  at  least  it  be  limited  t< 
20  davs.  The  union  asked  that  any  NARTI 
filing  be  limited  to  a  reply  rather  than  includi 
new  material  "which  IBEW  and  other  oppon 
ents  of  the  petition  would  not  be  privileged  t( 
answer"  under  rule-making  procedure. 

J7\ 
United  Press  Facsimile  Newspictures 

|  a
nd 

United  Press  Movietone  Newsfilm 

cLb  Build  Ratings 
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Strange  request?  Not  so  strange  as  it  sounds. 

Almost  every  day  you  actually  do  pay  taxes 

for  other  people.  Whenever  you  pay  your  in- 

come tax,  or  buy  anything  that  is  federally 

taxed,  you're  paying  taxes  for  customers  of 
federal  government  electric  systems. 

Your  taxes  go  to  build  the  federal  plants 

that  serve  these  people.  Then,  because  custom- 

ers of  federal  power  systems  don't  pay  their 
share  of  taxes  in  their  electric  bills,  you  have 

to  be  taxed  more  to  make  up  the  difference. 

This  kind  of  tax  inequality  isn't  fair  to  you 

or  any  other  taxpayer  — and  it  isn't  necessary. 

The  more  than  400  independent  electric  com- 

panies are  ready  and  willing  to  provide  the 

additional  electricity  the  nation  needs  without 

depending  on  tax  money  to  build  new  power 

plants.  America's  Independent  Electric  Light 

and  Power  Companies'*. 
■•:Names  on  request  from  this  magazine 

M 
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IN  AND  AROUND 

COLUMBUS,  GEORGIA  I 

CHANNEL 

WRBL-TV 

REFERRED  .x 

Viewing 

!  I-COUNTY  AREA  -  NOV.  "55 

402  °<  404 

METROPOLITAN  FEB.  '56 

298  °f  4  S6 

*  COMPETITIVE  QUARTER  HOURS 

WEEKLY  -  TELEPULSE 

CALL  HOLLINGBERY  CO. 

YAYAYAYAYAYAYAY 

Is  the  Water  Soft 

In  San  Antonio?* 

GOVERNMENT 

ASK  YOUR  COLONEL 

*  Superfluous   sounding   to  some, 

but  a  very  important  question  to  " 
the   advertisers   of   soaps,  sham- 

poos, detergents,  water  condition- 
ers and  many  other  products. 

The  Colonel  knows  his  water  in 

24  well  known  markets. 

PGW  TELEVISION  SALES 

AYAYAYAYAYAYAYA 

FTC  Consent  Order 

Settles  Revlon  Case 

REVLON  Products  Corp.  (cosmetics),  New 

York,  a  heavy  radio-tv  advertiser,  has  promised 
the  Federal  Trade  Commission  that  it  here- 

after will  grant  proportionally  equal  advertising 
and  promotion  allowances  and  services  to  all 
its  customers,  the  FTC  said  last  week  in  an- 

nouncing its  approval  of  a  consent  order  issued 
by  FTC  Hearing  Examiner  Robert  L.  Piper  and 
agreed  to  by  the  cosmetics  firm. 

The  agreement,  for  settlement  purposes  only, 
does  not  constitute  an  admission  by  Revlon  that 
it  has  violated  the  law. 

The  FTC's  complaint  initiated  Feb.  20  had 
charged  that  Revlon  favored  some  customers 

over  others  in  granting  advertising-promotional 
and  other  considerations  for  sale  of  Revlon 

products. 
The  FTC  complaint  specified  Revlon  vio- 

lations of  the  Robinson-Patman  Amendment  to 
the  Clayton  Act  in  the  Washington,  D.  C,  area, 
but  the  FTC  charged  the  practices  also  had  been 
carried  on  by  Revlon  in  many  other  American 
cities,  including  Baltimore.  Cleveland,  Chicago 
and  San  Francisco. 

Among  118  customers  in  the  Washington 
area,  the  complaint  charged,  Revlon  gave  spe- 

cial services,  allowances  or  other  considerations 
to  26  while  discriminating  against  the  other  92. 
Allowances,  the  FTC  charged,  ranged  from 

3.3%  to  22.5%  of  firms'  net  sales  of  Revlon 
products.  In  some  instances  the  Revlon  allow- 

ances were  made  not  only  on  percentage  of 
sales,  but  also  varied  from  69.4%  to  100%  of 

a  customer's  advertising  costs  for  Revlon 
products,  the  Feb.  20  complaint  said. 

Because  the  consent  order  was  reached,  the 
FTC  did  not  reveal  the  names  of  the  customers 

that  it  had  been  prepared  to  prove  received 
preferential  allowances. 

Consent  Settlement  Made 

In  Cold  Remedy  Radio  Ads 

THE  F<Heral  Trade  Commission  Friday  adopted 

an  FTC  hearing  examiner's  consent  order  pro- 
hibiting radio  advertising  claims  that  "K  &  K" cold  medicine  cures  colds,  prevents  pneumonia 

and  otherwise  serves  as  an  effective  treatment 

for  respiratory  ailments.  The  consent  settle- 
ment does  not  constitute  an  admission  by  the 

parties  charged  that  they  have  violated  the 
law. 

Charged  with  false  claims  "mostly  over  radio 
stations"  in  a  May  8  complaint  by  the  FTC 
were  Clemmie  L.  Carmichael,  trading  as  Dex 

Pharmacal  Co.,  and  Irving  Z.  Harris  and  Pau- 
line B.  Harris,  partners  trading  as  Veltex  Co., 

United  Chemical  Co.  and  T-Lax  Products  Co., 
all  of  Birmingham,  Ala. 

FTC  Orders  Insurance  Firm 

To  Eliminate  Ad  Deception 

A  FEDERAL  Trade  Commission  hearing  ex- 
aminer last  week  ordered  the  North  American 

Accident  Insurance  Co.,  Chicago,  to  eliminate 
deception  from  its  advertising  of  accident  and 
health  insurance.  The  contested  advertising 

practices  were  used  on  radio,  newspapers,  cir- 
culars and  through  other  media. 

The  examiner's  order  is  not  final  and  may 
be  appealed,  stayed  or  docketed  for  review  by 
the  five-man  FTC.  The  company  is  one  of  41 
accident-health  insurance  firms  charged  with 

misleading  advertising  by  the  FTC  in  an  in- 

dustry-wide campaign  against  "deceiving  the 
public  by  stressing  maximum  benefits  in  ad- 

vertising without  adequately  disclosing  the  sma 
print  restrictions  contained  in  the  policies, 
The  initial  decision  was  ordered  by  Examine 
Frank  Hier. 

The  FTC  began  investigation  in  the  health 
accident  insurance  fields  in  December  195^ 
Five  companies  have  agreed  to  FTC  cease  an 
desist  orders  and  FTC  orders  have  been 
sued  in  two  contested  cases,  the  latter  no 
under  appeal  in  federal  courts. 

Emerson  Transistor  Claims 

Cited  by  Trade  Commission 
EMERSON  Radio  &  Phonograph  Corp.,  Jei 

sey  City,  N.  I.,  was  cited  Friday  by  th 
Federal  Trade  Commission  for  advertising  tha 

certain  of  its  radios  are  "transistor"  mode 
when  according  to  the  FTC,  they  are  not.  Th 

FTC  also  labeled  as  false  Emerson's  advertisin 
claims  that  these  transistor  radios  contain  n 
vacuum  tubes  and  are  the  smallest  pocket  radic 
made. 

Emerson  made  the  allegedly  false  claims  i 
newspapers,  magazines  and  other  promotion* 
media,  the  FTC  complaint  charged.  Emerso 
has  30  days  in  which  to  answer.  The  FTC  ha 
scheduled  an  Oct.  3 1  hearing,  to  be  held  in  Nei 
York  City.  Contacted  by  B»T,  Emerso 
spokesmen  said  they  will  make  no  statement  o 
the  FTC  allegations  until  they  have  studie 
the  complaint. 

False  Advertising  Charged 

DRAKE  Laboratories  Inc.,  Detroit,  last  wee 
was  charged  with  false  adverting  of  its  Pei 
sulan  (hair  and  scalp  preparation)  in  a  con 
plaint  issued  by  the  Federal  Trade  Commissior 
The  FTC  claimed  that  Drake  Labs,  on  radi 
and  in  newspapers  and  magazines,  falsely  ac 
vertised  that  Persulan  would  prevent  baldnes: 
overcome  execessive  hair  loss  and  eliminat 

many  of  the  ailments  often  associated  with  th 
scalp.  The  FTC  ordered  an  Oct.  23  hearing  o 
the  complaint. 

Broadcast  Bureau  Questions 

FCC  Conditional  Tv  Grants 

LEGALITY  of  the  FCC's  conditional  tv  grant 
in  New  Orleans,  La.,  Hartford,  Conn.,  am 

Peoria  and  Springfield,  111.,  has  been  questions 
by  the  FCC  Broadcast  Bureau.  Referring  to 

petition  by  Loyola  U.  which  asked  removal  o 
a  construction  ban  on  its  ch.  4  New  Orlean 

grant,  the  Broadcast  Bureau  said  that  the  Loyol 

petition  "raises  a  question  which  merits  ver 

serious  consideration  by  the  Commission." 
The  FCC,  in  making  the  grants — New  Or 

leans  ch.  4  (WWL-TV),  Hartford  ch.  3  (WTIC 
TV),  Peoria  ch.  8  (WIRL-TV)  and  Springfiel* 
ch.  2  (WMAY-TV)— forbade  construction  o 
the  stations  pending  disposition  of  deintermix 

ture  proceedings  in  those  four  cities.  All  thes- 

grants  were  made  following  the  FCC's  nov 
famous  June  26  Report  &  Order  on  tv  alloca 
tions  [B»T,  July  2]. 

The  Broadcast  Bureau  maintained  that  al 
tv  permittees  should  be  treated  equally,  whethe 
they  received  their  grants  before  or  subsequen 
to  the  deintermixture  proposals,  pointing  ou 

that  the  "change  is  merely  proposed  .  .  .  not  ai 
accomplished  fact."  The  applicants  (who  re 
ceived  no-construction  grants)  were  entitled  t< 
rely  on  the  present  tv  allocation  so  that  the; 
could  construct  their  stations  subject  to  the  risl 
of  frequency  reassignment  by  the  FCC,  thi 
bureau  stated.  Pending  rule-making  proposal 
should  not  hold  up  final  action  on  the  grants 
the  bureau  told  the  FCC. 
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EDUCATION 

Michigan  Medical  School 

Installs  Color  Tv  System 

IN  what  was  reported  to  be  the  first  installation 
of  a  compatible  color  tv  system  for  medical  in- 

struction on  the  collegiate  level,  RCA  Commer- 
cial Electronics  Products  Div.,  Camden,  N.  J., 

last  week  began  to  set  up  a  color  system  at  the 
U.  of  Michigan  Medical  School.  Involving 
more  than  $180,000  worth  of  RCA  equipment, 
the  installation  is  scheduled  to  be  completed 
by  the  spring  semester. 

The  tv  system  will  be  located  in  the  U.  of 
Michigan  hospital  on  the  Ann  Arbor  campus 
for  operation  by  both  the  medical  school  and 

the  university's  tv  department  and  is  being 
financed  by  a  grant  from  the  Herbert  H.  and 
Grace  A.  Dow  Foundation. 

It  will  consist  of  a  live  color  camera  for 

clinical  demonstration  use;  a  three-vidicon  op- 
erating room  color  camera  to  be  installed  direct- 

ly over  the  surgical  table;  a  three-vidicon  color 
film  camera  system  to  integrate  film  and  slide 

projection;  a  single  vidicon  monochrome  cam- 
era for  x-ray  closed  circuit  projection,  and  10 

RCA  Victor  21 -inch  color  tv  receivers. 

The  U.  of  Michigan — among  the  first  of  the 

nation's  schools  to  apply  closed  circuit  tv  to 
classroom  techniques — has  maintained  an  RCA 
closed  circuit  monochrome  system  with  four 
studio  cameras  and  kinescoping  equipment. 

Patrick  Heads  Educ.  Drive 

KENNETH  G.  PATRICK,  manager  of  educa- 
tional relations,  General  Electric  Co.,  last  week 

was  named  coordinator  of  the  Advertising 

Council-sponsored  "Aid-to-Education"  cam- 
paign. The  drive — designed  to  inform  the  pub- 

lic about  the  increased  burden  schools  and  col- 
leges will  have  to  bear  as  enrollment  increases 

— will  be  conducted  through  N.  W.  Ayer  &  Son, 
the  volunteer  agency.  Additional  funds  will 
come  from  the  Council  for  Financial  Aid  to 

Education,  a  non-profit  advisory  organization 
dedicated  to  stimulating  greater  interest  in  edu- 

cation by  the  nation's  business  community. 

WQED  (TV)  Campaign  Set 

WQED  (TV)  Pittsburgh,  Pa.,  pioneer  educa- 
tional tv  station,  will  seek  $200,000  in  operating 

funds  in  a  campaign  to  be  conducted  in  Alle- 
gheny County  and  the  nine  surrounding  coun- 

ties beginning  Sept.  4.  Edward  J.  Magee, 

management  consultant,  has  been  named  gen- 
eral chairman  of  the  campaign,  which  will  con- 

tinue through  Oct.  1. 

EDUCATION  SHORTS 

WKNO-TV  Memphis,  Tenn.,  educational  sta- 
tion, announces  its  first  live  program  for  Sept. 

3.   Live  schedule  will  increase  in  October. 

Indiana  U.  Radio  &  Television  Service,  Bloom - 
ington,  making  available  to  stations  of  Indiana 
and  neighboring  states  six  recorded  radio  series 

making  up  10th  year's  curriculum  of  "Indiana 
School  of  the  Sky,"  supervised  by  Prof.  George 
C.  Johnson.  Programs  are  planned  for  broad- 

cast in  conjunction  with  in-school  listening. 

WIBW-AM-TV  Topeka,  Kan.,  agricultural 
scholarship  to  Kansas  State  College  awarded  to 
James  Allen  Harrison  of  Topeka. 

WQED  (TV)  Pittsburgh,  education  station, 
switching  to  high  power  on  installation  of  new 
equipment  purchased  from  RCA.  Station  will 
go  from  25  kw  to  130  kw  effective  radiated 

power. 
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Advertisement 

From  where  I  sit 

Joe  Marsh 

"Auto-Matic 

Reaction 

Sue,  the  waitress  over  at  the  local 

luncheonette,  had  a  flat  tire  fixed  the 

other  day— simply  because  she  tried 

to  do  it  herself  in  public. 

It  all  happened  over  by  Davis 

Creek  somewhere.  Sue  was  driving 

all  by  herself  when  suddenly  she 

heard  the  tire  go  ph-ttt.  Nobody  was 

around  so  she  pushed  up  her  sleeves 

and  went  to  work.  Minute  later  a 

truck  driver  was  at  her  side,  took  the 

jack,  changed  the  tire. 
To  top  it  off,  when  Sue  offered  to 

pay  him  he  refused.  "You  know,  I 
just  hate  to  do  a  job  like  this  when 

I'm  asked,"  he  said,  "but  when  I  get 

a  chance  to  volunteer — I'm  glad  to 

help  out." 
From  where  I  sit,  this  shows  a  lot 

about  people.  If  they're  allowed  to 
make  their  own  decisions  instead  of 

being  high-pressured,  things  usually 

turn  out  better.  And  each  of  us  has  a 

right  to  choose — how  to  work,  how  to 

vote,  whether  or  not  to  enjoy  a  bottle 

of  beer.  When  we  forget  this,  we  take 

a  chance  of  stopping  the  tolerance  for 

which  America  is  famous. 

Copyright,  1956,  United  States  Brewers  Foundation 
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TRADE  ASSNS. 

is  which  by  implication  belittle  and  discount 

oadcasting's  own  acceptance  of  its  responsi- 
lities  in  the  religious  field  and  the  fine  record 
hich  broadcasters  have  made  in  disseminating 

ligion  to  this  great  nation." 

ree-Plug  Advertising  Hit 
Arkansas  Broadcasters y 

IN  enthusiastic  discussion  at  the  West  Virginia  Broadcasters  meeting  are  (I  to  r)  Tom 

Garten,  assistant  general  manager  of  WSAZ-TV  Huntington;  Robert  Boid,  radio  supervisor 

of  Ashland  Oil  and  Refining  Co.,  Ashland,  Ky.;  Willis  Munro,  the  oil  company's  adver- 
tising director,  and  Richard  Nason,  general  manager,  WAJR  Morgantown.  Their  subject: 

the  upcoming  $200,000  advertising  budget  Ashland  Oil  plans  this  fall. 
★  ★  ★ 

West  Virginia  Assn.  Names 

Ray  Kandell  to  Its  Board 

RAY  KANDELL,  manager  of  WKLC  St.  Al- 
bans, was  named  to  the  board  of  West  Virginia 

Broadcasters  Assn.  at  the  Aug.  17-19  meeting 
held  at  The  Greenbrier,  White  Sulphur  Springs. 

He  represents  medium  stations.  Featured  speak- 
er at  the  meeting  was  FCC  Chairman  George 

C.  McConnaughey  [B»T,  Aug.  20]. 

Problems  of  political  broadcasting  were  dis- 
cussed by  Jack  R.  Blume,  Washington  com- 

munications attorney.  James  W.  Blackburn, 

partner  in  Blackburn-Hamilton  Co.,  brokers, 
spoke  on  the  value  of  broadcast  station  prop- 

erties. Reports  were  made  by  Jack  Gelder, 
WCHS  Charleston,  chairman  of  the  legisla- 

tive committee,  and  Aud  Archer,  WCOM 
Parkersburg,  for  the  sports  committee.  The 
sports  report  covered  high  school  athletic 
events. 

The  committee  in  charge  of  the  meeting  in- 
cluded Paul  A.  Myers,  WWVA  Wheeling,  chair- 

man; Les  Goliday,  WETM  Martinsburg,  and 
Walter  Patterson,  WHAR  Clarksburg. 

ONATION  of  brand-name  mentions  on  na- 
Dnal  radio-tv  broadcasts  is  developing  an 

my  of  "free-plug  artists  and  free-loaders  who 
•e  parasites  on  the  advertising  industry  and 
•e  making  a  farce  out  of  legitimate  sales 

forts  of  networks,  agencies  and  stations,"  in 
le  opinion  of  Arkansas  Broadcasters  Assn. 
"Great  damage"  is  being  done  all  media  by 
ich  practices,  ABA  held  Aug.  18  in  a  strongly 

orded  resolution  which  was  adopted  unani- 

ously.  It  cited  "the  wholesale  practice"  of 
ving  brand  name  plugs  in  return  for  products 
■  services  other  than  those  of  the  program 
lonsor.  This  actually  deprives  agencies,  net- 
orks  and  stations  of  many  potential  sources 
:  added  revenue,  ABA  said,  reducing  the 

FELLOWS  HITS  INFERENCE 

MEDIA  FAILING  RELIGION 

NARTB  president  protests  an 

advisory  policy  statement  of 
the  National  Council  of  the 

Churches  of  Christ  in  a  letter  to 

its  executive  director. 

RADIO  and  tv  broadcasters  have  been  charged 
by  inference  with  failing  to  do  their  part  in 
advancing  the  cause  of  religion,  according  to 

NARTB  President  Harold  E.  Fellows,  com- 
menting on  an  advisory  policy  statement  by 

the  National  Council  of  the  Churches  of  Christ 
in  the  U.  S. 

Mr.  Fellows  accused  the  council  of  an  un- 

fair and  unwarranted  "accusation  by  implica- 
tion," terming  it  "a  rather  misguided  manner 

in  which  to  advance  the  overall  cause  of  reli- 

gion in  our  nation."  He  said  he  had  received 
three  letters  from  broadcasters  who  protested 

the  council's  statement  and  its  activities  before 
the  FCC.  The  council  included  Congressional 
committees  in  its  statement. 

Writing  to  Rev.  S.  Franklin  Mack,  council 
executive  director  in  New  York,  Mr.  Fellows 
said  broadcasters  are  under  no  federal  mandate 

to  donate  time  to  churches.  He  said  the  rela- 
tionship is  between  the  church  and  the  broad- 

cast facility,  contending  radio  and  tv  "have 
done  more  to  advance  the  cause  of  religion 

than  any  other  medium,  or  media."  Most  of 
the  time  has  been  donated,  he  said,  adding 

"nearly  all  broadcasting  facilities  provide  free 
time  for  religious  purposes,  and  quite  gener- 

ously. I  am  of  the  opinion  that  collectively 

they  meet  the  challenge  of  the  basic  respon- 

sibility to  operate  'in  the  public  interest,  con- 
venience and  necessity'  with  great  effectiveness 

and  a  keen  and  deep  responsibility  in  the  field 

of  religion." 
Mr.  Fellows  wrote  that  he  had  previously 

told  Rev.  Mack  the  policy  statement  and  federal 

propaganda  activities  "would  justifiedly  meet 
its  protest  from  responsible  broadcasters  in  our 
nation  who,  by  virtue  of  their  convictions,  have 
made  great  contributions  to  the  cause  of  religion 
through  the  free  use  of  their  facilities  and 
through  the  establishment  of  special  service 
charges,  so  that  the  Word  of  God  might  have 

added  dissemination  throughout  our  land." 
He  concluded,  "In  behalf  of  the  broadcast- 

ers of  America,  I  plead  with  you,  and  with  the 
other  executives  of  your  great  organization,  to 
advance  the  fine  understanding  and  the  rela- 

tionship which  I  am  sure  fundamentally  exists 
between  the  broadcasters  and  you,  and  to  think 
seriously  before  embarking  upon  further  activi- 

F 

worth  of  the  legitimate  sponsor's  message. 
These  practices,  it  was  contended,  violate 

the  spirit  of  the  NARTB  and  the  Arkansas 
Assn.  of  Advertising  Agencies  codes  of  ethics. 
The  advertising  industry  should  take  immediate 
steps  to  eliminate  the  free  plugs,  with  agencies, 
networks  and  stations  joining  in  a  policing 
move  to  bring  increased  stature  to  radio  and 
tv  advertising,  ABA  said. 

'Newer  Heights'  for  Radio 

Seen  in  Last  Half  of  '56 
RADIO  BUSINESS  is  a  sure  bet  to  hit  "newer 
heights"  in  the  second  half  of  1956. 

The  optimistic  view  was  presented  Tuesday 
by  Sherril  Taylor,  vice  president  and  director 

of  promotion  for  the  Radio  Advertising  Bu- 
reau, before  the  Los  Angeles  Advertising  Club. 

Mr.  Taylor  said  radio's  upward  swing  car- 
ried local  and  national  spot  radio  billings  to 

record  highs  for  the  first  half  of  the  year. 

Kear  &  Kennedy  Sets  Tests 

KEAR  &  KENNEDY,  Washington  engineering 

firm,  will  conduct  receiver  tests  for  Com- 
munity Broadcasters  Assn.  to  determine  inter- 
ference ratios  of  present-day  receivers.  The 

firm  had  withdrawn  last  week  from  the  CBA 

assignment  after  publication  of  an  article 
[B»T,  Aug.  20]  inferring  it  would  support 
CBA's  contention  that  all  Class  IV  stations  can 
be  increased  to  1  kw  without  adjacent  channel 
interference,  but  later  reconsidered  its  action. 

The  article  correctly  reported  a  statement  sup- 
plied by  Bywords,  Washington  firm  handling 

CBA  publicity.  Kear  &  Kennedy  explained  it 
will  conduct  receiver  tests,  turning  the  results 
over  to  CBA  for  any  action  the  association 
cares  to  take. 

CINCINNATI 
OHIO 

In  Cincinnati  — 

Get  AN  Four 

Personalities 

Ratings 

Audience 

Power 

50,000  WATTS  OF  SALES  POWER 

BUY  WCKY  .  .  .  INVESTIGATE  TODAY 

K 

Y 
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NOTICE  TO  EDITORS— This  advertisement  currently  appears  in  lead- 
i  ng  national  magazines.  For  more  than  30  years,  Metropolitan  Life  has 
sponsored  similar  messages  on  national  health  and  safety.  Because 
of  public  interest  in  the  subject  matter  of  these  advertisements, 
Metropolitan  offers  all  news  editors  (including  radio  news  editors), 

free  use  of  the  text  of  each  advertisement  in  this  series.  The  text  may 
be  used  in  regular  health  features,  health  columns  or  health  reports 
with  or  without  credit  to  Metropolitan.  The  Company  gladly  makes 
this  material  available  to  editors  as  one  phase  of  its  public-service 

advertising  in  behalf  of  the  nation's  health  and  safety. 

Here's  a  good  way  to  start  a  good  day! 

Nutrition  authorities  say  that  both 
adultsandchildrenmissmany  healthful 

benefits  if  they  fail  to  eat  a  good  breakfast. 

Without  breakfast,  mid-morning  fatigue 
sometimes  occurs  . . .  along  with  irritability 
and  difficulty  in  concentrating  on  work  or 
studies.  So  a  good  breakfast  is  the  best 
way  to  begin  the  day. 

What  is  a  good  breakfast?  It  should  sup- 
ply 25  to  33  percent  of  the  vital  nutrients 

needed  for  the  day.  It  should  include  fruit 
in  some  form;  bread  made  from  whole- 
grain  or  enriched  flour;  cereal  or  eggs, 
meat  or  fish;  and  milk  either  to  drink  or 
use  on  cereal  or  in  a  cooked  dish. 

A  breakfast  planned  around  these  foods, 

in  addition  to  other  things  you  like,  pro- 

vides "pickup  power."  You  need  this  en- 

ergy after  having  fasted  some  12  hours 
from  the  meal  the  night  before  until  break- 

fast the  following  morning. 

Moreover,  every  item  on  a  wholesome 

breakfast  menu  supplies  important  nu- 
trients. Citrus  fruit  or  fruit  juice  helps  fill 

your  need  for  vitamin  C.  Whole-grain  or 
enriched  bread  and  cereals  yield  energy,  B 
vitamins,  iron  and  other  minerals.  Milk  is 

important  for  both  its  calcium  and  its  pro- 
teins, and  eggs  and  meat  for  their  high- 

grade  proteins,  vitamins  and  minerals. 

A  breakfast  that  gives  you  these  food  ele- 
ments may  help  you  escape  mid-morning 

fatigue  .  .  .  ami  helps  you  to  ovoid  overeating 
at  lunch  or  dinner.  This  is  why  overweight 

people  need  well-balanced  breakfasts. 
If  you  or  members  of  your  family  seldom 

feel  hungry  for  breakfast  you  might  get 
into  a  good  breakfast  habit  if  you  try  some 
of  the  following  suggestions: 

1.  Start  the  day  at  least  15  minutes 
earlier.  This  will  allow  more  time  for  every 
member  of  the  family  to  eat  unhurriedly 

w  ithout  risking  tardiness  at  school  or  late- 
ness at  the  office. 

2.  Try  to  take  a  bit  of  light  exercise  be- 
fore breakfast,  preferably  in  the  fresh  air. 

3.  Vary  breakfast  menus  as  much  as 

possible.  New  flavors,  new  ways  of  cook- 
ing and  serving  can  make  breakfast  a 

looked-forward-to  meal. 

If  the  leisurely,  well-balanced  breakfast 
habit  is  followed,  every  member  of  your 

family  may  be  helped  to  feel  better,  think 
more  clearly  and  work  more  effectively. 

COPYRIGHT    1956  —  METROPOLITAN    LIFE   INSURANCE  COMPANY 

Metropolitan  Life  Insurance  Company 
(A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 
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TRADE  ASSNS. NETWORKS 

IRE  Fall  Symposium 

Agenda  Announced 

THE  sixth  annual  Fall  Symposium  of  the  In- 
stitute of  Radio  Engineers,  Professional  Group 

on  Broadcast  Transmission  Systems,  will  be 
held  in  the  Mellon  Institute  Auditorium,  Pitts- 

burgh, Sept.  14-15. 
Oscar  Reed  Jr.,  PGBTS  chairman  who  is  with 

the  Washington  consulting  engineer  firm  of 

Jansky  &  Bailey,  is  head  of  the  committee  plan- 
ning the  meeting.  He  said  that  from  200-300 

engineers  are  expected  to  attend,  with  head- 
quarters in  the  Hotel  Webster  Hall. 

Among  the  scheduled  speakers  are  John  T. 

Wilner,  chief  engineer  of  WBAL-TV  Baltimore, 
who  will  discuss  a  method  of  preventing  burn- 
in  on  image  orthicon  tubes;  Ross  Snyder  of 
the  Ampex  Corp.  will  cover  the  latest  in  video 
tape  recording  development  and  techniques; 
Raymond  L.  Day  of  FCC  will  tell  about  the 

Commission's  new  mobile  tv  monitoring  unit; 
W.  L.  Behrend,  RCA  Labs,  Princeton,  N.  J., 

will  speak  on  "An  Investigation  of  the  Reduc- 
tion of  the  Visibility  of  Co-Channel  Interfer- 
ence by  the  Use  of  Picture  Carrier  Frequency 

Control." Moderators  of  the  four  individual  sessions 
will  be  Lewis  Winner,  editor  of  Television  En- 

gineering; A.  Earl  Cullum,  Dallas  consult- 
ing engineer;  Rodney  D.  Chipp,  Allen  B.  Du- 

Mont  Labs,  and  C.  G.  Nopper,  chief  engineer, 
WMAR-TV  Baltimore.  Dr.  George  H.  Brown 
of  RCA  Labs  will  be  toastmaster  for  the  an- 

nual banquet  Sept.  14. 

Assisting  Mr.  Reed  in  planning  the  sym- 
posium are  Dr.  Brown,  Raymond  W.  Rodgers 

and  Theodore  Kenney,  both  of  KDKA-AM-TV 
Pittsburgh,  and  James  W.  Greenwood,  WCAE 
Pittsburgh.  Registration  fee -is  $8  and  should 
be  mailed  to  Mr.  Rodgers,  1  Gateway  Center, 
Pittsburgh. 

NARTB  Names  Host  Directors 

For  Eight  Regional  Meetings 

HOST  directors  for  the  eight  NARTB  regional 
conferences  have  been  announced  by  Presi- 

dent Harold  E.  Fellows.  Those  directors  will 
preside  at  luncheons  and  greet  delegates  at 
opening  sessions  of  the  two-day  agendas  built 
around  discussion  and  workshop  programs 
[B«T,  Aug.  13]. 

The  eight  host  directors  are:  Minneapolis, 
Sept.  17-18,  F.  E.  Fitzsimonds,  KFYR  Bis- 

marck, N.  D.;  Salt  Lake  City,  Sept.  20-21, 
William  C.  Grove,  KFBC  Cheyenne,  Wyo.; 
San  Francisco,  Sept.  24-25,  William  D.  Pabst, 
KFRC  San  Francisco;  Oklahoma  City,  Sept. 
27-28,  Robert  L.  Pratt,  KGGF  Coffeyville, 
Kan.;  Washington,  Oct.  11-12,  George  H. 
Clinton,  WPAR  Parkersburg,  W.  Va.;  Boston, 
Oct.  15-16,  Herbert  L.  Krueger,  WTAG  Wor- 

cester, Mass.;  Indianapolis,  Oct.  25-26,  Owen 
F.  Uridge,  WCKR  Miami,  Fla. 

23  New  Subscribers  Swell 

TvB's  Membership  to  221 
ADDITION  of  18  stations  and  five  station  rep- 

resentatives this  summer  has  swelled  Televi- 

sion Bureau  of  Advertising's  total  membership 
to  221,  Norman  E.  (Pete)  Cash,  TvB's  vice 
president,  reported  last  week.  The  total  is  made 
up  of  15  representatives,  three  networks  and 
203  tv  stations. 

Station  additions  during  the  summer  in- 
cluded: KATV  (TV)  Pine  Bluff,  Ark.;  WDBO- 
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TV  Orlando,  Fla.;  WEAR-TV  Pensacola; 
WRDW  Augusta,  Ga.;  WRBL-TV  Columbus, 
Ga.;  KWWL-TV  Waterloo,  Iowa;  KOAM-TV 
Pittsburg,  Kan.;  WGAN-TV  Portland,  Me.; 
WBAL-TV  Baltimore;  KWK-TV  St.  Louis; 
WCDA  (TV)-WCDB  (TV)  Albany,  N.  Y.; 
WLOS  (TV)  Asheville,  N.  C;  KVTX  (TV) 
Muskogee,  Okla.;  KWTV  (TV)  Oklahoma  City; 

KLOR  (TV)  Portland,  Ore.;  WREC-TV  Mem- 
phis; WCAX-TV  Burlington,  Vt.,  and  WISN- 

TV  Milwaukee. 

The  five  additional  station  representatives 

are  Avery-Knodel  Inc.,  John  E.  Pearson  Tele- 
vision Inc.,  Weed  Television  Corp.,  CBS-TV 

Spot  Sales  and  Young  Television  Corp. 

NARTB's  Fellows  Announces 

Two  Permanent  Committees 

TWO  standing  committees  to  serve  during  the 
1956-57  fiscal  year  were  announced  Thursday 
by  NARTB  President  Harold  E.  Fellows.  They 
follow: 

Broadcast  Engineering  Conference — J.  G. 
Leitch,  WCAU  Philadelphia,  Chairman;  Ray- 

mond F.  Guy,  NBC;  William  B.  Lodge,  CBS- 
TV;  Frank  Marx,  ABC;  Ross  Beville,  WWDC 

Washington;  Joseph  B.  Epperson,  Scripps-How- 
ard  radio;  John  A.  Shay,  WTVJ  (TV)  Miami; 
J.  A.  Slusser,  KOA-AM-TV  Denver;  Harry 
Tilley,  WOR  New  York,  and  John  T.  Wilner, 
WBAL-AM-TV  Baltimore. 

Television  Film— Harold  P.  See,  KRON-TV 
San  Francisco,  chairman;  Elizabeth  Bain, 

WGN-TV  Chicago;  Joseph  L.  Floyd,  KELO- 
TV  Sioux  Falls,  S.  D.;  Gordon  Gray,  WOR- 
TV  New  York;  Elaine  Phillips,  WSPD-TV 
Toledo;  Kenneth  Tredwell  Jr.,  WBTV  (TV) 
Charlotte,  N.  C,  and  Raymond  Welpott, 
WRGB  (TV)  Schenectady,  N.  Y. 

Lud  Richards  to  Join  RAB 

C.  L.  (Lud)  Richards,  national  account  ex- 
ecutive, WBZ-WBZA  Boston  and  Spring- 

field, Mass.,  has  re- 
signed to  join  the 

National  Sales  Staff 

of  Radio  Advertis- 
ing Bureau  in  New 

York,  effective  Sept. 
15.  At  RAB,  Mr. 

Richards  will  be  as- 
signed to  developing 

business  from  adver- 
tisers. He  will  take 

over  certain  adver- 
tising categories  as 

yet  not  assigned.  Mr. 
Richards  joined 
WBZ  four  years  ago 

as  advertising  and  sales  promotion  manager 
and  was  promoted  a  year  ago  to  national  ac- 

count executive  in  which  capacity  he  has  been 

coordinating  the  station's  national  sales. 

Mass.  UP  Assn.  Forms 

ORGANIZATION  committee  of  Massachusetts 
United  Press  Radio  &  Television  Assn.  will 

meet  Sept.  6  in  the  Parker  House,  Boston.  The 
committee,  to  plan  its  first  membership  meeting 
later  in  the  fall,  includes  Richard  Adams, 
WKOX  Framingham;  Walter  Kearsey,  WBRK 
Pittsfield;  John  J.  Hurley,  WNEB  Worcester; 
Keith  Field,  WARA  Attleboro;  Sherwood  J. 

Tarlow,  WHIL  Medford;  Gordon  Swan,  WBZ- 
TV  Boston;  Alexander  Milne,  WHMP  Nor- 

thampton; Harvey  Struthers,  WEEI  Boston  and 
Paul  Mills,  WBZ  Boston. 

MR.  RICHARDS 

MR.  KREMER 

KREMER  HEADS  CBS 

SALES  DEVELOPMENT 

RAY  H.  KREMER,  CBS  Radio  Spot  Sales 
account  executive  in  Chicago,  last  week  wa; 
promoted  to  manager  of  sales  development 

replacing  Ole  Mor 

by,  who  has  re 
signed.  According  tc 
Gordon  F.  Hayes 
CBS  Radio  Spo 

Sales  general  man- 
ager, Mr.  Kremei 

will  direct  nation- 
wide sales  activities 

from  New  York 
Other  sales  develop 
ment  offices  are  ir 
Detroit  and  Chicago 

Mr.  Kremer  servec 

for  10  years  as  radio 
tv  director  for  Lam 

bert  &  Feasley,  New  York,  later  joined  Rut 
ledge  &  Lilienfield,  Chicago,  in  the  same  ca 
pacity  and  became  associated  with  CBS  Radic 
Spot  Sales  in  March  of  last  year.  He  also  hac 
been  with  CBS  Radio  some  years  ago  wherj 
he  directed  the  Grand  Central  Station  series 
for  two  years. 

NBC  Affiliates  Session 

May  Shift  to  Miami  Beach 

SITE  of  NBC's  forthcoming  convention  for  its 
affiliates,  scheduled  for  December,  appeared 
last  week  to  be  on  the  verge  of  change  from 
Boca  Raton,  Fla.,  to  Miami  Beach. 

Spokesmen  said  that  although  the  change 

wasn't  definitely  set,  NBC  probably  would  take 
over  the  Americana  Hotel,  now  under  con- 

struction at  Miami  Beach,  in  order  to  gel 

more  space  for  the  four-day  meeting,  which 
opens  Dec.  13.  The  convention,  celebrating  the 
30th  anniversary  of  NBC,  is  for  both  radio  and 
tv  affiliates — and  the  number  of  tv  affiliates 

has  grown  materially  since  the  1951  conven- 
tion at  Boca  Raton. 

WALTER  WINCHELL  looks  over  the  new 

contract  with  Seaboard  Drug  Co.  cover- 

ing sponsorship  of  his  15-minute  Sun- 
day news-and-commentary  feature  on 

Mutual.  Also  present  are  (I  to  r)  John  B. 
Poor,  MBS  president;  William  Meyers, 

Seaboard  treasurer,  and  Richard  Hub- 
bell,  vice  president  in  charge  of  media 

for  Carlos  Franco  Assoc.,  Seaboard's  ad- 
vertising agency.  The  company  will  spon- 

sor Mr.  Winchell's  program  on  MBS  for  a 
full  year,  starting  Sept.  9. 
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PENNZOIL  Co.  executives  (I  to  r,  stand- 
ing) Fred  Williams,  Lee  Johnson  and  G. 

G.  Brubaker  visit  newsman  Bob  Greene 

at  Don  Lee  Hollywood  studios  just  prior 

to  Pennzoil's  signing  to  sponsor  Bob 
Greene  News  on  the  Don  Lee,  Intermoun- 

tain  and  Arizona  networks  [B-T,  Aug.  20]. 

Sullivan  Abandons  Efforts 

For  Appearance  of  Bergman 

A  BRIEF  announcement  issued  by  CBS  Tues- 
day said  that  Ed  Sullivan  had  been  unable  to 

work  out  arrangements  for  the  appearance  of 
actress  Ingrid  Bergman  on  his  program  and  was 
abandoning  any  further  effort  to  secure  her 
services.  Mr.  Sullivan  earlier  had  invited  view- 

ers to  let  him  know  what  they  thought  of  hav- 
ing the  actress  on  his  CBS-TV  show  [B«T,  Aug. 

31]. 

Another  Broadway  columnist  and  tv  star 
(on  NBC),  Walter  Winchell,  reportedly  now 

was  considering  Miss  Bergman's  placement  on 
his  program. 

Meanwhile,  Mr.  Sullivan  last  week  entered 
the  Grace-New  Haven  (Conn.)  community 
hospital  to  be  treated  for  what  the  hospital 

reported  was  "some  congestion  in  the  lower 
right  lobe  of  his  lung."  His  condition,  how- 

ever, was  described  as  not  serious.  The  CBS- 
TV  star  had  spent  nearly  two  weeks  at  Griffin 

Hospital,  Derby,  Conn.,  recuperating  from  in- 
juries received  in  a  two-car,  head-on  collision 

on  Aug.  6  [B»T,  Aug.  13]. 
The  doctor-enforced  rest  caused  cancellation 

of  plans  for  a  special  telecast  Wednesday  of  a 

program  starring  Mr.  Sullivan  on  WKRC-TV 
Cincinnati.  The  show  was  to  have  originated 
from  an  amusement  park  in  Cincinnati  and 
was  to  have  coincided  with  the  proclaiming  of 

"Ed  Sullivan  Day"  by  the  mayors  of  more  than 
50  communities  in  Ohio,  Indiana  and  Kentucky. 
Station  officials  planned  to  schedule  the  variety 
show  at  a  later  date. 

Mr.  Sullivan  is  expected  to  return  to  his  Sun- 
day tv  show  Sept.  16. 

NBC  Reports  'Allen'  Sales 
HALF  of  the  14  Steve  Allen  Shows  slated  to 

be  aired  on  NBC-TV,  Sundays,  8-9  p.m.  EDT 
between  Sept.  16  and  the  end  of  this  year  have 
been  sold  out,  George  H.  Frey,  vice  president 
in  charge  of  sales,  NBC-TV,  reported  last  week. 
New  orders  for  the  program  included  the  Polar- 

oid Corp.,  which  through  Doyle,  Dane  &  Bern- 
bach,  New  York,  will  sponsor  one-third  of  five 
of  the  programs  this  fall,  and  Maybelline  Co. 
through  Gordon  Best,  one-third  of  two  of  the 
programs.  Other  advertisers  on  the  show  are 
Brown  &  Williamson  Tobacco  Co.  (via  Ted 

Bates)  and  Andrew  Jergens  Co.  (through  Rob- 
ert W.  Orr  &  Assoc.),  both  having  renewed  a 

one-third  sponsorship  through  Sept.  19,  1957. 

'Voiceless7  Frankie  Grants 

ABC-TV  'Equal  Time'  Request 
A  CASE  of  laryngitis  failed  to  keep  singer- 
actor  Frank  Sinatra  from  appearing  Aug.  19  on 
not  one,  not  two,  but  three  tv  networks  as 
guest  on  three  different  shows — all  in  the  in- 

terest of  "equal  time." 
Learning  that  Mr.  Sinatra  was  Jo  be  on  NBC- 

TV's  Steve  Allen  Show  and  CBS-TV's  Ed  Sul- 
livan Show  within  the  same  hour,  ABC-TV  pro- 

gramming vice  president  rushed  the  following 
telegram  to  the  crooner: 

"The  ABC  television  network  respectfully 
requests  equal  time  of  your  personal  services 
this  Sunday  night  because  we  have  read  in  the 

papers  that  you  are  going  to  give  time  this  Sun- 
clay  night  to  both  NBC  and  CBS  Television 
Networks.  ...  In  the  interest  of  fair  play  to 

all  parties  during  these  hectic  Presidential  con- 
vention days  and  nights,  we  urge  you  to  grant 

us  your  equal  time,  in  a  period  we  have  re- 
served for  you  as  guest  of  Donald  Woods,  host 

of  the  ABC-TV  Famous  Film  Festival  between 

8  and  9  p.m.  .  .  ." Mr.  Sinatra  replied  in  kind: 

"Since  now  is  the  time  for  all  good  men  to 
come  to  the  aid  of  all  parties,  your  request  for 
me  to  grant  equal  time  ...  is  ok  by  me.  You 
are  to  be  complimented  for  acting  swiftly  in  the 
interests  of  your  millions  of  tv  viewers.  If  they 

can't  have  all  of  me,  of  which  there  isn't  much, 
they  can  at  least  have  a  part  of  me  this  Sunday 
night.  I  shall  be  pleased  to  be  a  guest  of  Donald 

Woods  .  .  .  between  about  8:20  and  8:40  p.m." 

Networks  Appear  Cold 

To  Red  China's  Travel  Offer 
IT  WAS  APPARENT  last  week  that  the  net- 

works— at  least  NBC  had  so  indicated — would 
go  along  with  other  principal  U.  S.  news 
media  in  turning  down  invitations  to  visit  com- 

munist China.  NBC  had  permitted  a  corre- 
spondent to  go  to  Red  China,  but  with  the 

endorsement  by  President  Eisenhower  of  the 

State  Dept.'s  imposed  ban  on  travel  to  China, 
the  network  cabled  lames  Robinson  in  Hong 

Kong  that,  in  view  of  Mr.  Eisenhower's  state- 
ment, "the  trip  is  disapproved." 

One  of  CBS'  newsmen  also  had  been  in- 
vited. CBS  officials  had  no  comment  on  the 

new  development,  however.  An  ABC  spokes- 
man said  he  did  not  believe  his  network  was 

involved. 

Two  Stations  Join  CBS-TV 

TWO  additional  affiliates  were  signed  last  week 

by  CBS-TV,  one  of  them  taking  the  network 
far  out  into  the  Pacific  archipelago.  They  are 
WARD-TV  (ch.  56)  Johnstown,  Pa.,  which 
joined  CBS-TV  as  a  primary,  interconnected 
affiliate;  and  KUAM-TV  Agana,  Guam,  which 

joined  the  network  under  CBS'  Extended  Mar- ket Plan. 

WARD-TV  is  owned  and  operated  by  Rivoli 

Realty  Co.,  Johnstown,  and  KUAM-TV  is 
owned  by  Radio  Guam,  Beverly  Hills.  Calif. 

NETWORK  PEOPLE 

Joe  Gates,  producer-director  of  CBS-TV's 
The  $64,000  Question  and  The  $64,000  Chal- 
lange,  resigned  from  Entertainment  Productions 
Inc.  (formerly  Louis  G.  Cowan  Inc.),  to  accept 
creative  radio-tv  position  with  NBC-TV. 

Ralph  Daniels,  salesman  for  KROW  Oakland, 
Calif.,  to  KNXT  (TV)  Los  Angeles  and  Colum- 

bia Television  Pacific  Network  as  account 
executive. 

SMART 

MONEY 

DE 

HERIFFS OFFICE 

Brewers:  Liebmann,  Miller,  Stroh 

Coffee  Roasters:  Fleming,  Dining  Car 

Bakers: 

National  Biscuit,  Mrs.  Smith's  Pies 

Appliances:  Crosley-Bendix 
Various: 

Lee  Optical,  Petri  Wine,  Gem 

Jewelry,  Top  Value  Stamps, 

Signal  Oil 

Hundreds  of  thousands  of  advertising 

dollars  have  been  allocated  for 

CODE  3  by  some  of  the  country's 
smartest,  most  successful  advertisers! 

Many  choice  markets  are  already 

gone  —  others  going  fast!  For 

big-time  advertising  results,  put 

your  advertising  dollars  on  CODE  3. 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 

10  East  44th  Street,  New  York  City 

OXford  7-5880 
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ADD  THESE  KANSAS  DOLLARS 

TO  YOUR  NET  PROFIT 

+ 

+ 

5th  state  in  oil  production 
Vi  billion  dollar  wheat  crop 
annually 

1  4  billion  dollar  cattle  produc- 
tion yearly 

Air  Capitol  of  the  world  C3 

large  plants) 
Hundreds  of  diversified  non- 
seasonal  industries. 

Total    retail    sales  $1,198,- 
145,000 

KARD-TV  REACHES  OVER  40% 

OF  THE  PEOPLE  IN  KANSAS 

PLUS  8  OKLAHOMA  COUNTIES 

Tower  height  1070 
Maximum  Power  100,000 

Coverage  1,033,000 

Call  your  Petry  Man  today  and  start 
getting  your  share  of  the  Kansas  Market. 

Your  Color  Sta- 
tion   for  the 

Center    of  the 
Nation. 

KARD-TV 
WICHITA      •  KANSAS 

EDWARD  PETRY  &  CO.,  INC. 

FACILITIES 

FOR  YOUR  PROGRAMS 

VIEWERS  FOR 

YOUR  MONEY 
■ 

SALES 

FOR  YOUR  PRODUCTS 

CHANNEL  4 

WWJ-TV 

DETROIT 

NBC  TELEVISION  NETWORK 

ASSOCIATE  AM-FM  STATION  WWJ 

First  in  Michigan— Owned  and 
Operated  by  THE  DETROIT  NEWS 

• 
National  Representatives 

PETERS,  GRIFFIN.  WOODWARD,  INC. 

MANUFACTURING 

L.  A.  SHOW  SEES  TECHNICAL  ADVANCES 

Western  Electric  Convention 

draws  30,000  industry  men  to 
see  and  hear  200  technical 

papers  presented  in  50  sym- 
posiums; five  deal  directly  with 

radio-tv.  New  type  cathode 

ray  tube  introduced  and  inven- 
tor Lee  DeForest  honored. 

NEW  technical  advances  were  unveiled  last 
week  in  Los  Angeles  and  high  tribute  was  paid 
to  inventor  Dr.  Lee  DeForest  as  an  estimated 

30,000  engineers  and  businessmen  gathered  for 
the  annual  Western  Electronic  Show  and  Con- 

vention. The  show  was  sponsored  by  the  West 
Coast  Electronic  Manufacturers  Assn.  and  the 
San  Francisco  and  Los  Angeles  sections  of  the 
Institute  of  Radio  Engineers. 

More  than  200  technical  papers  were  pre- 
sented in  some  50  symposiums  at  the  Ambassa- 

dor Hotel  during  the  Tuesday-Friday  conven- 
tion, but  only  five  papers,  dealing  with  broad- 

cast transmission  systems,  were  of  direct  inter- 
est to  radio-tv. 

The  greatest  source  of  virtually  untapped 
energy  known  today  played  a  major  role  in  the 
official  opening  of  more  than  700  exhibits  at  the 
Pan-Pacific  auditorium.  Energy  from  the  sun 
activated  a  solar  battery  which  in  turn  operated 
a  device  to  open  the  curtain  to  the  show.  At 
this  event,  officials  of  WESCON  and  civic  lead- 

ers honored  Dr.  DeForest. 

C.  Frederick  Wolcott,  chairman  of  the  board 

of  WESCON,  read  a  scroll  citing  Dr.  De- 
Forest  for  his  "inestimable  contributions  in 
the  founding  of  the  science  of  electronics  .  .  . 
in  this  year  of  the  50th  anniversary  of  his  in- 

vention .  .  .  through  which  has  been  made  pos- 
sible the  development  and  .growth  of  one  of 

the  most  dynamic  industries  in  our  national 

history." 
John  R.  Gibson,  acting  mayor  of  Los  An- 

geles, proclaimed  "Electronics  Week"  in  that 
city  and  cited  the  industry's  contribution  to  the 
economy  there.  About  one-third  of  the  $15 
billion  total  is  produced  in  the  Los  Angeles 
area,  WESCON  said. 

Dr.  Lee  DuBridge,  president  of  the  California 
Institute  of  Technology  cited  new  vistas  of  sci- 

ence unfolding  with  the  help  of  electronics.  He 
said  the  new  radio  telescopes  have  discovered 
many  sources  of  radio  energy  in  space  and  one 

pair  of  colliding  galaxies,  "appears  to  be  radiat- 
ing as  much  radio  energy  as  100,000  billion, 

billion,  billion  ordinary  radio  stations." 

Papers  Presented 

Papers  on  broadcast  transmission  systems 
included  reports  on  the  status  on  automation  in 
radio  and  tv  operations  by  R.  A.  Isberg,  Ampex 
Corp.;  achievement  of  practical  type  speed  for 
recording  video  signals  by  C.  Paul  Ginsberg, 

Ampex  Corp.;  application  of  modern  tech- 
niques to  the  determination  of  service  areas  of 

tv  station  in  both  smooth  and  mountainous  ter- 
rains by  A.  Earl  Cullum,  consulting  engineer; 

extension  of  tv  broadcasting  to  outlying  areas 
through  booster  and  satellite  operations  by 
Thomas  P.  Friedman,  Ramo-Wooldridge  Corp., 
and  complete  handling  and  processing  of  color 
tv  signals  by  remote  control  by  John  H.  Roth, 
Philco  Corp. 

Among  the  new  developments  shown  was  a 

"radically  new"  type  of  cathode  ray  tube — 
combining  most  of  the  essential  functions  of 
a  microwave  receiving  set — for  tv  or  radar  ap- 

plication. 

The  new  "Wamoscope,"  designated  tube  type 
6762,  is  about  20  inches  long  and  has  a  five- 
inch  fluorescent  screen.  Microwave  signals,  fed 
directly  from  the  antenna  into  the  tube,  are 
amplified,  detected  and  displayed  on  the  screen, 
thus  eliminating  the  need  of  many  tubes  and 

parts  required  by  conventional  receivers. 

According  to  Sylvania's  research  director, 

Dr.  Robert  M.  Bowie,  the  "Wamoscope's"  de- 
velopment represents  a  "significant  step  in  the 

simplification,  increased  reliability  and  ver- 

satility of  many  types  of  electronic  equipment." 
The  tube  was  developed  jointly  by  Sylvania  and 
the  Office  of  Naval  Research  at  the  manufac- 

turer's labs  in  Bayside,  N.  Y.  It  derives  its 
name  from  a  contraction  of  "wave-modulated 
oscilloscope,"  its  working  label. 

Power  Transistor  Shown 

Also  unveiled  at  the  Los  Angeles  exhibition 

were  a  new,  hermetically-sealed  power  tran- 

sistor for  auto  radios  and  a  "do-it-yourself"  kit 
for  making  a  transistorized  portable  radio. 
Seen  for  the  first  time  in  public,  the  Sylvania 
2N242  transistor  is  said  to  be  unusual  in  that 

it  "represents  the  first  economically  practical 
use  of  transistors  in  the  entertainment  field, 

competitive  with  components  replaced."  It  will 
make  obsolete  several  now-standard  parts  of 

car  radios  and  will,  says  Sylvania,  "cut  down 
the  drain  on  car  batteries." 
The  "do-it-yourself"  kit  consists  of  six 

transistors,  a  crystal  diode  and  a  40-page  man- 
ual listing  instructions  and  applications.  The 

kit  will  go  on  national  sale  Sept.  15. 

A  seven-point  platform  of  "responsibilities" 
for  the  electronics  industry  to  assure  a  more 
orderly  growth  was  offered  by  Dr.  W.  R.  G. 
Baker,  a  vice  president  of  General  Electric 

and  RETMA's  president. 

Among  the  "musts"  for  the  industry,  Dr. 
Baker  stressed  the  need  for  a  thorough  study 

of  "whether  uhf  service  can  be  made  reason- 
ably comparable  to  the  widely-used  vhf  serv- 

ice." 

Other  points  made  by  Dr.  Baker:  New  prod- 
ucts ought  not  to  be  placed  on  the  market  un- 

til they  are  ready;  responsibilities  for  research, 

development,  production  and  delivery  of  mili- 

tary products  should  be  fulfilled;  "work  un- 
ceasingly to  provide  a  fair  return  on  invest- 

ment"; employe  welfare  deserves  a  genuine 
interest  in  "good  pay,  pleasant  working  con- 

ditions and  steady  jobs";  industry  and  com- 
munity have  "interrelated  responsibilities,"  and 

an  increasing  technology  can  be  aided  via  the 
field  of  education. 

In  his  talk,  Dr.  Baker  placed  the  electronics 
industry  as  the  fourth  largest  in  the  country 
with  75%  of  its  more  than  1.7  million  employes 
working  on  jobs  that  did  not  exist  10  years 

ago. A  suggestion  that  radio  units  be  installed 
in  traffic  lights  for  use  as  a  public  address  sys- 

tem as  a  method  of  directing  people  in  emer- 
gencies and  thus  cutting  down  panic  was  of- 

fered the  convention  by  Elmer  W.  Hassel,  an 

engineer  with  General  Electric's  communica- 
tion equipment  section. 

As  described  by  Mr.  Hassel,  voice  messages 
could  be  given  to  motorists  and  pedestrians 
through  traffic  light  equipment.  Amplifiers 
would  be  mounted  in  the  same  cabinets  which 
contain  intersection  radio  tone  control  units. 
The  latter  units  actually  control  the  signals 
and  make  it  possible  for  all  the  signal  lights 

within  a-  city  to  flash  certain  color  combina- 
tions at  the  same  time. 
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Dr.  DuMont  Predicts 

Deintermixture  Plan 

ALLEN  B.  DuMONT,  board  chairman  of 
Allen  B.  DuMont  Labs,  doubts  that  the  FCC 
will  go  through  with  a  move  of  all  tv  to  the 
uhf  band. 

According  to  his  speech  prepared  for  de- 
livery Friday  night  before  the  Texas  Elec- 

tronics Assn.'s  annual  banquet  in  Houston, 
Dr.  DuMont  predicted  that  vhf  will  be  retained 

and  the  FCC  "will  finally  come  to  a  plan  of 
deintermixture." 

Dr.  DuMont  asserted: 

"If  all  television  is  moved  to  uhf,  there  is 
going  to  be  a  percentage  of  people  who  will 

have  no  television.  You  can't  escape  the  fact 
that  a  uhf  signal  can't  be  received  in  the shadows  of  hills  and  mountains  or  that  uhf 

coverage  can't  be  as  great  as  vhf.  People  far 
removed  from  transmitters  will  not  have  re- 

ception." He  suggested  that  a  deintermixture  plan  be 

adopted  that  would  have  vhf  stations  "only  for 
areas  that  require  such  signals  because  of  ter- 

rain or  need  of  extended  coverage,  while  uhf 
stations  .  .  .  (would)  be  the  rule  wherever 

such  signals  would  give  full  area  coverage." 
Reiterating  a  charge  he  has  made  before, 

Dr.  DuMont  declared  that  the  Commission 

"chose  to  completely  disregard  the  economic 
realities  of  life,"  and  as  a  result  "we  have  the 
present  mess  in  which  there  are  not  enough 
competing  stations  in  most  areas — with  result- 

ing less  choice  of  program  selection  by 

viewers." 
He  reminded  that  DuMont  had  proposed  a 

plan  before  the  FCC  to  have  placed  at  least 
four  vhf  stations  in  most  of  the  major  markets 
of  the  country  with  uhf  channels  used  for 
smaller  communities. 
At  the  same  time,  Dr.  DuMont  once  again 

voiced  doubt  that  the  mass  sale  of  color  re- 

ceivers— i.  e.,  "sold  to  the  public  in  mass 
quantities  at  a  profit" — is  around  the  corner. 
"Frankly,  I  think  it  is  at  least  some  years  in 
the  future."  He  continued: 

"With  present  color  circuits  and  tube  costs, 
I  don't  know  any  manufacturer  who  can 
market  a  set  for  under  $500  and  get  a  reason- 

able profit  margin." 
Dr.  DuMont  thought  the  "ideal"  color  pic- 

ture tube  has  not  yet  been  developed  and  that 
the  quality  of  a  monochrome  picture  on  a 
color  set  has  been  a  problem.  Noting  the 
forecasts  by  some  industry  leaders  that  a  color 
break-through  will  be  achieved  this  fall,  Dr. 
DuMont  commented:  "I'm  afraid  I'm  from 
Missouri  and  want  to  be  shown." 

Also  covered  in  Dr.  DuMont's  address:  Fore- 

Service  Business  Big 

THE  tv  service  business  is  ringing  up  the 
cash  register  at  an  estimated  rate  of  $1 
billion  per  year  (national  bill  for  tv 
maintenance).  And  if  you  add  the  cost 
of  antenna  installations,  radio  mainte- 

nance and  service  on  other  electronic 

products,  make  it  $2  billion  overall. 
Come  1960,  when  about  59  million  black- 
and-white  receivers  and  about  7.5  million 
color  tv  sets  are  in  use,  the  national  bill 
for  installation  and  maintenance  will  be 

$4,000  billion.  The  projectionist  is  Wil- 
liam L.  Parkinson,  planning  study  man- 

ager of  General  Electric's  appliance  and 
tv  receiver  division.  He  was  to  speak 
last  Saturday  before  the  Texas  Service- 

men's Assn.  in  Houston. 

cast  of  a  normal  sales  volume  of  around  9 
million  tv  receivers  within  the  next  five  years 
(includes  also  replacements),  emphasis  that  the 
tv  set  making  business  is  going  through  a 

"pretty  rough  shake-out"  period,  but  a  predic- tion of  a  bullish  market  with  total  volume  of 
units  increasing  and  becoming  more  stable  in 
production  and  in  sales. 

388,914  Tv  Sets  Go 

To  Dealers  in  June 

SHIPMENTS  of  tv  sets  to  dealers  in  June 
totaled  388,914  units,  well  above  the  326,979 
shipped  in  May  but  under  the  407,087  of  June 
1955,  according  to  Radio-Electronics-Tv  Mfrs. 
Assn.  Six-month  shipments  totaled  2,775,022 
sets  compared  to  3,084,717  in  the  first  half  of 
1955.  Cumulative  tv  set  shipments  to  dealers 
by  states  during  the  first  half  of  1956  follow: 
State  Total  State  Total 
Alabama  44,842  New  Hampshire  9,623 
Arizona  19,042  New  Jersey  94.309 
Arkansas  30,350  New  Mexico  9.794 
California  274,143  New  York  314,230 
Colorado  22,345  North  Carolina  61,838 
Connecticut  43,259  North  Dakota  8,018 
Delaware  6,754  Ohio  150,267 
District  of  Oklahoma  36.517 
Columbia  23,767  Oregon  32.349 
Florida  91,012  Pennsylvania  185.261 
Georgia  63.214  Rhode  Island  13,643 
Idaho  11,294  South  Carolina  28.476 
Illinois  149,308  South  Dakota  9.230 
Indiana  64,993  Tennessee  49,666 
Iowa  28,982  Texas  158.141 
Kansas  30,198  Utah  11,357 
Kentucky  45.097  Vermont  7.373 
Louisiana  56,861  Virginia  53.023 
Maine  17,362  Washington  43.399 
Maryland  37,142  West  Virginia  30,308 
Massachusetts       82,922  Wisconsin  47,304 
Michigan  106,734  Wyoming  3,250 Minnesota  36,287         y  s  TOTAL  2.766,993 Mississippi  26,398  Aiaska  1,754 Missouri  62.239  Hawaii  6.275 

Nevada  3,757  2,775,022 

Audio  6-Month  Sales  'High' 
SALES  and  profits  during  the  first  six  months 
of  this  year  of  Audio  Devices  Inc.,  New  York, 
manufacturers  of  recording  discs,  magnetic  tape 

and  film,  "were  maintained  at  high  1955  levels," 
President  William  C.  Speed  reported  last  week. 
For  the  six  months  ended  June  30,  Audio  De- 

vices reported  net  sales  of  $1,818,181  of  which 
$103,952  could  be  termed  net  income.  Federal 
income  taxes  accounted  for  $95,500,  on  profits 
of  $199,452  equaling  17  cents  per  share  of 

capital  stock.  Accounting  for  the  "strong  sales 
showing,"  Mr.  Speed  noted,  was  an  industry- 

wide 15%  price  reduction  and  the  increased 
demand  from  the  scientific  industrial  market 

for  Audio's  "EP"  (Extra-Precision)  tape. 

Sylvania  Promotes  Three 

NORMAN  L.  HARVEY,  chief  engineer,  Syl- 
vania Electric  Products,  Radio-Tv  Div.,  Buffalo, 

N.  Y.,  has  been  appointed  tube  operations 

manager  at  Sylvania's  Electronics  Div.,  Woburn, 
Mass. 

Robert  R.  Thalner,  former  engineering  man- 
ager of  the  Radio-Tv  Div.,  succeeds  Mr.  Harvey 

as  chief  engineer.  Mr.  Thalner's  post  will  be 
taken  by  Verlis  H.  Wiley,  factory  liaison  engi- 

neering manager  in  Buffalo. 

DuMont  Labs  Ships  Equipment 

SHIPMENT  of  a  5-kw  transmitter  and  asso- 
ciated equipment  to  KDIX-TV  Dickinson,  N.  D. 

(ch.  2),  scheduled  to  go  on  the  air  Oct.  1,  and 
a  5-kw  transmitter  and  tv  studio  equipment 
(including  an  image  orthicon  camera  chain) 
to  WYES  (TV)  New  Orleans  (ch.  8),  an  edu- 

cational station  not  yet  on  the  air,  was  an- 
nounced Thursday  by  Allen  B.  Du  Mont  Labs. 

SYNDICATED 

ROANOKE 

out  in  front  in  many  other  markets,  too. 

Los  Angeles  —  #1  show  in  its 

time  period  for  months,  audience 

share  over  30%  in  this 

seven  station  market 

Tulsa  —  60.7%  share  of  audience 

in  competition  with  two  popular  westerns 

Memphis —  First  in  time  period, 

45.9%  share;  11.9  rating 

Hitch  your  sales  message  to  the 

show  most  bought  by  audiences, 

SHEENA,  QUEEN  OF  THE  JUNGLE. 

Source:  ARB 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 

10  East  44th  Street New  York  City 

OXford  7-5880 
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MANUFACTURING 

What  Are  Miami's 

Major  Grocery  Chains? 

ASK  YOUR  COLONEL 

He  has  a  1956  listing  of  grocery 

and  drug  chains,  and  department 

stores  in  ever  changing  Miami  .  .  . 
and  in  23  other  markets  he  sells. 

PGW  TELEVIf i  SALES 

Meet  the  Artist 

BMI's  series  of  program  con- 
tinuities, entitled  "Meet  the 

Artists,"  emphasizes  the  hu- 
man side  of  our  great  music 

performers. 

"Meet  the  Artist"  comes  to 
you  as  a  15-minute — three- 

per-week  series  of  scripts  high- 
lighting behind  the  scenes 

glimpses  into  the  music  busi- 
ness .  .  .  the  stories  of  Amer- 

ica's favorite  musical  person- 
alities and  their  song  hits.  The 

material  is  factual,  up-to-the- 
minute  and  presented  in  an 

easy,  informal  style.  Disc 

jockeys  will  enjoy  using  it — 
listeners  will  appreciate  hear- 

ing it. 

"Meet  the  Artist"  tills  a 
special  need  in  areas  where 
such  data  is  not  easily  avail- 

able .  .  .  highly  commercial. 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE.,  NEW  YORK  17,  N  Y. 
NEW  YORK  •  CHICAGO  •  HOLLYWOOD  •  TORONTO  •  MONTREAL 

Bell  Develops  Picture  Phone 

That  Allows  View  of  Caller 

TELEPHONES  with  television  may  soon  be- 
come commercially  feasible.  That  was  the 

word  last  week  from  Bell  Telephone  Labs  as 

it  announced  the  development  of  a  "picture 
phone"  that  allows  callers  to  see,  as  well  as 
talk  to,  one  another  from  as  far  apart  as  Los 
Angeles  to  New  York. 

The  picture  phone  is  basically  a  slow-scan 
tv  system  attached  to  a  telephone  that  allows 

a  caller's  picture  to  be  "dialed"  by  the  flick 
of  a  finger.  Devised  by  Bell's  Winston  E.  Kock, 

Floyd  K.  Becker,  Bell  engineer,  demon- 
strates how  one  of  the  experimental  pic- 

ture phones  work. 

Floyd  K.  Becker  and  R.  L.  Miller,  the  appara- 
tus is  the  first  tv  transmission  system  of  its  kind 

to  employ  ordinary  telephone  cable  and  wire 
and  relays  a  small  picture  every  two  seconds, 
as  opposed  to  regular,  high  frequency  tv,  which 
flashes  30  pictures  a  second  and  uses  coaxial wiring. 

Operationally,  the  picture  phone  is  still  in 

its  infancy  and  Bell  still  isn't  quite  sure  where 
to  put  the  camera.  Several  experimental  models 
combine  both  telephone  and  camera,  others 
maintain  a  separate  camera,  but  neither  type 

requires  bright  Klieg-light  illumination.  Al- 

though the  time  is  still  a  "good  way  off"  un- 
til the  picture  phone  sees  actual  service,  Bell 

Labs  is  thinking  about  offering  the  new  system 
as  a  regular  addition  to  telephone  service. 
Should  you  get  tired  of  looking  at  the  face 
on  the  other  end  of  the  line,  you  can  always 
turn  the  picture  switch  off. 

MANUFACTURING  PEOPLE 

George  Gill  appointed 

Miami,  Fla.,  south- 
ern branch  of  Cen- 

tury Lighting  Inc., 
N.  Y.  Southern 
branch,  in  addition 

to  application  and 
sales  engineering 
service,  will  feature 

lighting  equipment 
warehouse  and  ren- 

tal department.  It  is 
located  at  1477  N.E. 
129th  St. 

manager  of  new  N. 

I  if 

MR.  GILL Kenneth  P.  Mc- 
Naughton,  retired 
major  general,  U.  S.  Air  Force,  who  recently 
joined  Fairchild  Camera  &  Instrument  Corp., 

Syosset,  N.  Y.,  as  director  of  west  coast  opera- 
tions, L.  A.,  elected  vice  president. 

Leonard  H.  Solomon,  electronic  division  man- 
ager, Mitchell  Mfg.  Co.,  Chicago,  appointed 

general  manager  of  Golde  Mfg.  Co.  (slide  pro- 
jectors, spotlights,  projection  accessories), Chicago. 

William  P.  Hartley,  member  of  General  Electric 

Co.'s  Electronics  Lab  Group  involved  with 
magnetic  tape  and  drum  recording  as  well  as 

color  tv,  named  manager  of  lab's  communica- tions sub-section. 

W.  C.  McKnight,  Setchell-Carlson  Inc.,  St. 
Paul,  Minn.,  television  manufacturer,  named 
advertising  manager. 

Gilbert  S.  McKean,  formerly  advertising  and 
merchandising  director,  Columbia  Records, 
N.  Y.,  to  Magnetics  Corp.  of  America,  N.  Y., 
as  marketing  manager. 

Thomas  O.  Moore,  electronic  engineer  with 
joint  organization  of  U.  S.  Navy  Department 
and  Atomic  Energy  Commission,  to  ORRadio 
Industries  Inc.  (Irish  Brand  magnetic  recording 

tape),  Opelika,  Ala.,  as  chief  electronic 
engineer. 

Otto  Graham,  retired  from  Cleveland  Browns 
football  team,  has  signed  with  Motorola  Inc., 
Chicago,  to  participate  in  promotions  during 
1956  fall  selling  season. 

MANUFACTURING  SHORTS 

Foto-Video  Labs,  Little  Falls,  N.  L,  has  devel- 
oped new  testing  unit,  Model  V-3B,  for  use  in 

tv  studio,  microwave  and  transmitting  equip- ment. 

Allen  B.  DuMont  Labs,  Clifton,  N.  J.,  reports 

shipment  of  50  kw  amplifier  to  KLFY-TV  La- 
fayette, La.,  and  50  kw  transmitter,  four  image 

orthicon  camera  chains  and  multi-scanning 
equipment  to  WRVA-TV  Richmond,  Va. 

RCA,  Camden,  N.  L,  announces  shipment  of 
six-section  superturnstile  antenna  to  WAGM- 
TV  Presque  Isle,  Me.,  and  eight-section  antenna 
to  KGW-TV  Portland,  Ore. 

Ponder  &  Best  Tele-Lens  Div.,  Hollywood  im- 
porter, announces  Model  I  Tewe-Motivefinder 

for  use  with  16mm  film.  Focal  length  capacity 

of  accessory,  priced  at  $49.95,  ranges  from  11.5 
to  75mm.  Also  described  in  P&B  brochure  is 
Model  II  available  for  35mm  film,  at  same 

price. 
General  Electric  Co.  has  opened  new  micro- 

wave sales  office  in  Kansas  City  and  appointed 

Wayne  E.  Evans  as  its  head.  Mr.  Evans  form- 

erly was  with  GE's  communications  equipment 
staff  at  Electronics  Park,  Syracuse. 

"There  we  sat,  listening  to  KRIZ 
Phoenix  and  watching  the  moon, 
and  the  darn  fool  was  making  .  .  . 

wishes!" 
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Sylvania  Television  Awards 

Expands  Tv  Critics  Panel 

JUDGING  for  the  1956  Sylvania  Television 

Awards  will  no  longer  be  an  intramural  mat- 
ter, according  to  a  joint  announcement  made 

last  week  by  Don  G.  Mitchell,  chairman  and 
president  of  the  sponsoring  Sylvania  Electric 
Products  Inc.,  and  critic-author  Deems  Taylor, 
chairman  of  the  awards  committee. 

Following  last  year's  experiment  of  throw- 
ing open  nominations — on  a  limited  basis — 

to  a  select  group  of  newspaper  tv  critics,  the 

committee  has  decided  to  expand  the  critics' 
panel  to  30  journalists,  and  to  permit  local  sta- 

tions to  have  a  voice  in  the  matter  of  who 
merits  what  award.  Stations,  said  the  awards 
committee,  may  make  recommendations  to  their 
local  tv  critics,  who,  in  turn,  will  make  his 
quarterly  recommendations  to  the  board  of 
judges. 

AWARD  SHORTS 

Bob  Cummings,  CBS-TV,  received  honorary 
commission  as  colonel  in  Air  National  Guard 
for  promoting  public  awareness  of  Guard. 

Manie  Sacks,  staff  vice  president,  RCA  and 

NBC,  given  Humanitarian  Award  by  Philadel- 
phia Variety  Club. 

WSTC  Stamford,  Conn.,  commended  by  fire 
control  officer  for  State  Park  &  Forest  Com- 

mission for  cooperation  in  airing  public  service 
announcements  warning  of  fire  danger. 

Jack  V.  Cook,  account  executive,  WTAR-TV 
Norfolk,  Va.,  and  Mrs.  Cook  awarded  weekend 

in  New  York  by  Norfolk  Chamber  of  Com- 

merce. Award  goes  annually  to  chamber's  top 
contact  representative. 

Ruth  Welles,  retired  women's  commentator, 
WRCV  Philadelphia,  received  awards  from  sta- 

tion and  city  of  Philadelphia  recognizing  her 

16  years'  service  in  broadcasting. 

Harry  Wiest,  graduate  student  of  Northwestern 
U.,  Evanston,  111.,  won  scholarship  award  of 
15th  annual  NBC-Northwestern  Summer  Tele- 

vision Institute.  Eighteen  other  students  re- 
ceived certificates. 

WTVJ  (TV)  Miami,  Fla.,  received  certificate  of 
appreciation  from  area  Marine  Corps  Reserve 

citing  "wholehearted  support." 

KHOL-TV  Kearney,  Neb.,  staff  members  who 
received  honorary  ratings  from  U.  S.  Marine 
Corps  for  services  on  weekly  Armed  Forces 
show:  Station  Manager  Jack  Gilbert  promoted 
to  honorary  Technical  Sergeant;  Art  Eckdalil, 
Jerry  Granger,  sportscaster,  and  Bob  Stolz, 
production  assistant,  received  Booster  First 
Class  award  certificates. 

KOMA-KWTV  (TV)  Oklahoma  City  given 
citation  of  appreciation  for  outstanding  public 
service  from  Oklahoma  City  Veterans  of  For- 

eign Wars. 

Rex  Trailer,  WBZ-TV  Boston  performer,  re- 
ceived citation  from  Wilmington  4-H  Mounties 

for  inspiration  and  guidance  to  young  people 
of  New  England. 

John  O'Hara,  novelist  and  columnist  for  Col- 
lier's magazine,  named  to  George  Foster  Pea- 

body  Radio  &  Television  Awards  Board. 

NBC  show,  Child  Wanted,  received  Boys  Club 

of  America  citation  recognizing  show's  efforts 
to  acquaint  public  with  adoption  procedure. 

KTRK-TV  Houston,  Tex.,  named  "A  Partner 
for  Life"  by  boys  of  Cal  Farley's  Boys  Ranch, 
Amarillo,  Tex. 

Broadcasting  •  Telecasting 

NEMS  •  CLARKE 

Typte  TS-1 

Telesync 

The  Type  ifpf  Telesync  equip- 
ment has  Ljeeh  designed  spe- 

cifically to  meet  the  require- 
ments for  a  quality  unit  for 

generating^  RETMA  sync  sig- 
nals when  us«d  in  conjunction 

with  a  high  fidelity  TV  receiver 

such  as  the -NEMS  -  CLARKE 

TR-1  or  equivalent.  It  em- 
bodies features  which  insure 

reliability  .for  full-time  com- 
mercial Use  ancPprovides  sig- 

nals   of  /exceptional  quality. 

SPECIFICATIONS 

Type  Mixed  Sync 
Level   3  to  8  volts,  peak-to-peak  into  a  75  ohm  load 
Polarity  Negative 
Vertical  Drive  6  volts  peak-to-peak  at  60  cycles  into 

a  75  ohm  load 
Horizontal  Drive  6  volts  peak-to-peak  at  15,750  cycles 

into  a  75  ohm  load 

Mixed  Blanking  6  volts  peak-to-peak  at  Standard 
RETMA  signal  into  a  75  ohm  load 

Mixed  Sync        6  volts  peak-to-peak  at  Standard  RETMA 
signal  into  a  75  ohm  load 

Power    Supply  Self -Contained 
Power  Requirements  117  v,  60  cycles,  105  watts 

Size  13%"  x  19"  x  VA" 
Finish   Dark  umber  gray 

FOR  FURTHER  DETAILS  WRITE  DEPT.  M  l 

NEMS  -  CLARKE 

Incorporated 
919  JESUP-BLAIR  DRIVE 
SILVER     SPRING,  MARYLAND 
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INTERNATIONAL 

WGR-TV CHANNEL 

Buffalo's 

Best  Known 

Sales  Team 

WGR-TV 

BUFFALO 

National  Representatives 

PETERS,  GRIFFIN,  WOODWARD,  INC. 

Pill 

Nearly  55,000  Farms 

are  located  within  WHBF's 

31-county  (25,000  sq.  mile) 

coverage  area.  14  of  these 

counties  are  among  the  top 

200  in  the  nation  in  Gross 

Cash  Farm  Income. 

(Sales   Management  1956) 

Private  Commercial  Tv 

Goal  of  German  Assn. 

Four  organizations,  with 

money  to  back  their  stand,  join 

forces  in  protest  of  govern- 

ment-owned stations'  plans  to 
place  commercial  segments  in 

programming  schedule. 

WITH  the  object  of  making  commercial  tele- 
vision in  Germany  a  private  industry,  a  group 

of  organizations  met  Aug.  8  in  Munich  and 
formed  Studien-Gesellschaft  fuer  Funk-und 
Fernseh-Werbung  (Study  Assn.  for  Radio  &  Tv 
Advertising).  At  the  present  time,  there  are  no 
privately-owned  stations  in  Germany. 

The  association,  with  headquarters  in  Frank- 
furt, was  formed  to  protest  the  plans  of  ex- 

isting non-commercial,  quasi-official,  state- 
owned  stations  to  place  commercial  segments  in 
their  broadcast  schedules.  Radio  Bavaria, 
Munich,  was  the  first  organization  to  adopt  the 
plan  and  will  turn  one  segment  commercial 
within  a  few  weeks.  Other  government-owned 
stations  plan  to  follow  suit  in  the  near  future. 

Members  of  the  new  group  include  Bundes- 
verband  der  Deutschen  Industrie  (German  in- 

dustrial federation),  Bundesverband  Deutscher 

Zeitungs-Verleger  (German  newspaper  publish- 
ers association),  Markenverband  (association  of 

manufacturers  comprising  most  of  the  country's 
national  advertisers)  and  Verband  Deutscher 

Werbungs-Mittler  und  Werbe-Agenturen  (fed- 
eration of  German  advertising  agencies).  The 

group  is  believed  to  have  the  money  to  back  its 
plea  for  a  private  broadcasting  industry  and 
the  influence  at  government  and  Parliamentary 
levels  to  push  its  projects  through  legal  barriers. 

The  first  group  that  openly  opposed  putting 
commercial  tv  into  the  hands  of  existing  quasi- 
official  stations,  the  publishers  association,  is 
believed  to  be  the  big  power  behind  the  study 

association.  It's  no  secret,  also,  that  the  Ger- 
man tv  set  manufacturers  are  strongly  for  a 

two-level  tv  system  rather  than  combining  com- 
mercial and  non-commercial  operations  into  the 

government  system. 
Experts  in  Germany  believe  that  there  is 

enough  frequency  room  for  both  a  state-oper- 
ated and  a  private  tv  network,  though  existing 

stations  deny  this.  It  is  expected  that  a  future, 
privately-owned  commercial  network  would  use 
uhf  frequencies.  Best  guess  is  that  private 
broadcasting  will  be  launched  in  two  years. 

French-Language  Outlets 

Plan  Quebec  Meeting 

ANNUAL  MEETING  of  the  Assn.  Canadienne 

de  la  Radio  et  de  la  Television  de  Langue  Fran- 
caise  (French-language  radio  and  television 
broadcasters  association)  will  be  held  at  the 

Alpine  Inn,  Ste.  Marguerite,  Quebec,  Sept.  10- 
12.  A  full  agenda  has  been  planned  for  all 
Canadian  French-language  broadcasters  and 
advertising  agency  executives.  Phil  Lalonde, 
CKAC  Montreal,  and  Lionel  Morin,  CIMS 
Montreal,  are  in  charge  of  arrangements. 

Toronto  School  to  Seek 

Educational  Uhf  Station 

APPLICATION  is  to  be  made  soon  by  Ryer- 
son  Institute  of  Technology,  Toronto,  for  the 
first  Canadian  educational  tv  station.  Ryerson 
Institute  is  a  vocational  school  of  the  Ontario 
government  and  trains  most  of  the  radio  and 
television  personnel  for  the  Canadian  industry. 

Ryerson  Institute  operates  an  fm  educational 

station,  primarily  for  training  students,  and  plans 
to  do  the  same  for  tv  if  its  planned  request  for 
a  uhf  station  is  upheld. 

No  decision  has  been  made  yet  as  to  what 
uhf  channel  Ryerson  will  ask  for.  The  appli- 

cation will  run  up  against  Canadian  govern- 
ment policy  of  allowing  only  one  station  in 

one  city  and,  although  the  uhf  application  is  for 
an  educational  non-commercial  operation,  the 
government  has  not  intimated  if  it  will  change 

its  policy  of  one-station  monopoly  for  a  non- 
commercial outlet. 

Programming  Talks  Highlight 

Atlantic  Broadcasters  Meet 

PROGRAMMING  from  morning  to  night,  on 
community  stations,  featured  the  agenda  of 
the  Atlantic  Assn.  of  Broadcasters  convention 

at  Digby  Pines,  N.  S.,  Aug.  22-24.  In  addition, 
a  report  was  made  of  activities  of  the  Canadian 
Assn.  of  Radio  &  Television  Broadcasters  by 

President  Fred  Lynds,  CKCW-AM-TV  Monc- 
ton,  N.  B.,  and  Charles  Fenton,  CARTB  sales 
director,  reported  on  sales. 

Chairman  of  the  convention  was  Gerry  Red- 
mond, AAB  president  and  manager  of  CHNS 

Halifax,  N.  S.  Dan  Kops,  WAVZ  New  Haven, 
Conn.,  told  how  his  station  meets  the  challenge 
of  three  tv  and  four  radio  stations  in  the 
WAVZ  area. 

To  Share  Toronto  Studio 

ROBERT  LAWRENCE  Productions,  New 
York,  reported  last  week  that  its  subsidiary  in 
Canada,  Robert  Lawrence  Productions  Ltd., 
has  made  arrangements  with  Meridian  Films 
Ltd.  for  both  companies  to  operate  from  Merid- 

ian's newly-completed  sound  motion  picture 
studio  in  Toronto.  Robert  Lawrence  Produc- 

tions, which  specializes  in  tv  commercial  pro- 
duction, now  has  three  centers — studios  in 

New  York  and  Toronto  as  well  as  animation 

facilities  in  Hollywood  (via  Grantray-Lawrence 

Animation  Inc.,  an  affiliate).  Meridian's  opera- tions concentrate  on  industrial  and  theatrical 

motion  pictures  and  thus  will  not  conflict  with 
those  of  the  Lawrence  organization. 

INTERNATIONAL  PEOPLE 

Frank  Griffiths,  past  governor  of  Canadian  Tax 
Foundation,  and  member  of  advisory  board  of 
Mercantile  Bank  of  Canada,  to  president  of 
CKNW  New  Westminster,  B.  C. 

John  Morris  to  sales  manager  of  CKSL  Lon- 

don, Ont. 

Manuel  Lopez  Agredano,  production  manager, 
XEAV  and  XEDK  Guadalajara,  Mexico, 

spending  90  days  at  WKY-AM-TV  Oklahoma 
City  under  International  Educational  Exchange 
Service  for  foreign  specialists. 

Mrs.  Anna  Dexter,  78,  household  and  current 
events  commentator  of  CHNS  Halifax,  N.  S., 
for  past  28  years,  died  at  Halifax,  Aug.  16. 

INTERNATIONAL  SHORT 

Robin  Hood  Flour  Mills  Ltd.,  Montreal, 

names  McCann-Erickson  (Canada)  Ltd.,  Mon- 
treal, for  advertising. 

L  O 

ASK  H 

WESTERN  MICHIGAN'S 

WKNK 

MUSKEGON,  MICHIGAN 

W  RATES 
BEST 
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PROGRAMS  &  PROMOTIONS 

LOCAL  LEADERS  SALUTE  WOHS 

LEADING  citizens  of  Shelby,  N.  C,  took  to 
the  air  to  speak  for  themselves  and  citizens  in 
wishing  WOHS  a  happy  birthday  Tuesday 
when  the  station  achieved  its  tenth  year.  Twenty- 
odd  senators,  police  chiefs,  sheriffs,  school 
officials,  judges,  newspaper  editors  and  others 
came  into  WOHS  to  tape  record  greetings,  some 

of  which  saluted  the  station's  dedication  of  fa- 
cilities "to  the  betterment  of  Shelby  and  Cleve- 

land County,"  and  wished  well  to  "our  public 
service  station,  WOHS  Shelby." 

KAKE  TRIES  SOLID  GOODMAN 

DETOURING  the  beaten  path  in  radio  pro- 
gramming KAKE  Wichita,  Kan.,  Aug.  10  pro- 
grammed a  Benny  Goodman  marathon  that 

started  at  midnight  Friday  and  lasted  25  hours, 
43  minutes  and  21  seconds,  all  recorded  Good- 

man music  with  no  repeats.  Listeners,  asked 
to  send  in  a  guess  as  to  how  long  the  Goodman 
fare  could  hold  out,  were  offered  Goodman 
record  albums  and  $10  bills.  Mail,  specified  to 
be  postmarked  before  10  p.  m.  Saturday  night, 
had  reached  a  count  of  586  by  the  Tuesday 
morning  following  the  marathon  and  heavy 
telephone  response  was  registered.  The  station 
is  currently  considering  requests  for  more 
marathons  featuring  other  bands. 

DO-IT-YOURSELF  HURRICANE  MAP 

A  POCKET  hurricane  plotting  map  has  been 
produced  by  WTVJ  (TV)  Miami  as  a  mer- 

chandising aid  for  advertiser  Atlantic  Refining 
Co.  Featuring  a  cover  picture  of  Jim  Dooley, 

WTVJ's  Atlantic  Weatherman,  the  promotion 
piece  was  printed  in  a  quantity  of  20,000  for 
distribution  through  Atlantic  service  stations. 
Folded,  it  measures  AVi  x  6  in.  and  carries  the 
plotting  map  of  the  area  inside,  with  hurricane 

"do  and  don't"  information  printed  on  the back. 

CHICAGO  FIRM  FILMS  OPERA 

LAWRENCE  V.  KELLEY,  executive  director 
of  Operatic  Productions  Inc.,  Chicago,  an- 

nounces a  series  of  30-minute  grand  opera  tv 
productions  being  filmed  for  ABC-TV.  Pilot 

film  of  a  sequence  from  "La  Boheme,"  featured 
at  the  Chicago  Civic  Opera  House  Aug.  25,  is 
reported  to  be  the  first  in  the  series  of  operatic 
productions  for  tv.  Nicola  Rescigno  will  con- 

duct a  60-minute  Chicago  symphony  orchestra 
group  in  the  series. 

CBC-TV  TO  AIR  VOYAGEUR  TALES 

FUR  TRADERS  and  voyageurs  of  Canada's 
early  colonization  period  will  be  depicted 
on  Canadian  tv  this  winter  as  the  Canadian 
Broadcasting  Corp.,  with  Omega  Productions 
Ltd.,  Montreal,  starts  filming  this  month  a 
series  of  39  half-hour  adventures  of  17th  cen- 

tury fur  trader-explorer  Pierre  Radisson. 
The  series  will  be  dubbed  in  both  English  and 

NEW  YORK  22
.  N-  *  • 

ENTHUSIASTIC  HUNT 

TO  PROMOTE  its  new  "24  Hour  Top 
40"  news  format,  WLCS  Baton  Rouge, 
La.,  held  a  $10,000  treasure  hunt,  with 
the  winner  eventually  taking  home  $500. 

Clues  were  given  hourly  to  help  search- 
ers find  a  hidden  certificate,  the  value 

of  which  dropped  to  $500  following  the 
10th  day  of  the  hunt.  The  station  said 

the  "thousands"  looking  for  the  money 
uprooted  parking  meters,  overturned 
monuments  and  broke  park  benches. 

Immediately  after  the  treasure  hunt 
ended,  WLCS  announced  plans  for  a 
Cash-o-rama  contest  involving  telephone, 
house  and  license  numbers.  Nine  $10  and 
one  $100  number  will  be  announced  each 

day,  plus  a  $1,000  number  weekly. 

French,  on  an  island  near  Montreal,  to  give 
as  authentic  background  scenery  as  possible. 

The  story,  opening  with  Radisson's  capture  by 
Iroquois  Indians  when  he  was  just  17  years  old, 

is  based  on  the  explorer's  original  diary. 
Jacques  Godin,  26-year-old  Montreal  actor, 
will  play  Radisson,  and  30-year-old  Rene  Caron 

will  play  Des  Groseilliers,  Radisson's  partner 
and  brother-in-law.  Pierre  Gauvreau  is  CBC 

producer. 

WFIL-TV  TO  BRING  STAR  TO  TOWN 

WFIL-TV  Philadelphia  has  completed  arrange- 
ments to  bring  Academy  Award  winner  Victor 

McLaglen  to  town  for  the  opening  of  the 

station's  Movietime  USA  series.  Although  major 
film  stars  have  promoted  the  opening  of  new 
films  at  neighborhood  theatres  as  a  standard 

practice,  WFIL-TV  claims  this  is  the  first  such 
appearance  used  to  promote  tv  movies. 

WEDO  MARKS  10TH  BIRTHDAY 

ENTERING  its  second  decade  on  the  air, 
WEDO  McKeesport,  Pa.,  has  launched  a  tenth 
anniversary  trailer  unit  to  promote  its  birth- 

day locally  and  in  nearby  communities.  The 
station  started  celebrating  its  anniversary  month 

by  giving  away  more  than  30  radio  sets  to  lis- 
teners and  topped  off  the  celebration  with  a 

three-hour  trailer-based  broadcast  party  in 
downtown  McKeesport.  Station  talent,  pretty 
girls  and  visiting  celebrities  entertained  the 
crowds  and  passed  out  records,  gifts  and  candy. 

THE  Toffenetti  Restaurant  and  Hotel,  St. 

Petersburg,  Fla.,  has  signed  to  sponsor 
two  daily  newscasts  on  WSUN  that  city. 
Completing  final  arrangements  are  (I  to  r) 
Dario  L.  Toffenetti  Sr.;  Neil  Vanderpoel, 
WSUN  sales  representative;  Arliss  Foster, 
manager  of  the  hotel  and  restaurant,  and 

Fred  P.  Shawn,  WSUN-AM-TV  manager. 

|  Buckey  Walters,  platter-spinner  deluxe, brings  a  New  Selling  Sound  to  KMBC- 
KFRM  by  punctuating  commercials  and 
chatter  with  clever  piano  background. 

ONE  announcement  on  his  "Tune  Time'" i  produced  3,653  replies! program  ] 

llyf  llll||lll;„,l|ll 

r^iii  lllii!l|l,i:"
:t 

|l>  the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  you  in  on  the 
New  Selling-  Sound  of  KMBC-KFRM. 

KMBC  <j/  Kansas  City 

K  F  R  M  fin  the  State  of  Kansas 

0?in  the  Heart  of  America 

■  :l 

the  station 

that  made 

ROANOKE 

VIRGINIA'S NO.  1 

TV  MARKET 

73.2% 

station  share 

of  sets  .  .  .  (ARB) 

WSLS-TV 
CHANNEL  10 

ROANOKE,  VA. 

Represented  Nationally — Avery-Knodel,  Inc 
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PROGRAMS  &  PROMOTIONS 

KASI  MAKES  JAYCEES  WORK 

KASI  Ames,  Iowa,  was  glad  to  turn  over  facili- 
ties one  day  for  a  Junior  Chamber  of  Com- 

merce benefit.  But  the  Jaycees  had  to  "sing  for 
their  supper"  by  selling  time,  giving  newscasts, 
running  record  shows  and  giving  station  breaks, 
with  regular  staff  standing  by  for  advice.  At 

day's  end,  the  Jaycees  took  home  KASI  earn- 
ings for  their  charity  fund. 

WBKB  (TV)  ADDS  NEW  SHOW 

WBKB  (TV)  Chicago  has  added  the  Teddy 
Phillips  Show,  with  orchestra  of  same  name, 
to  its  schedule.  Addition  of  the  show  is  an- 

other step  in  WBKB's  move  toward  live  dance 
band  programs,  it  was  reported. 

WET  ORIGINATION  FOR  WING 

NO  hot  air  station  in  summer  months  is 

WING  Dayton,  Ohio.  This  station  sends  its 

mid-morning  disc  jockey,  Bud  Baldwin  to  the 
Miamisburg,  Ohio,  municipal  pool  every  day 

to  do  his  show  directly  from  a  pool-side  con- 
sole. Mr.  Baldwin  presides  beside  the  water  ap- 

propriately dressed  in  swim  togs  in  the  shade 

of  a  beach  umbrella.  Five  Miamisburg  mer- 
chants sponsor  the  sport. 

KLZ-TV  COVERS  FLOOD  DAMAGE 

DRAGGING  cameras  and  remote  equipment 

through  mud  and  water,  KLZ-TV  Denver 
brought  the  story  of  floods  in  South  Denver  to 
viewers.  Those  in  more  fortunate,  drier  parts 
of  town  saw  cleanup  crews  and  residents  as 

they  cleared  out  six-inch  deposits  of  mud  and 
pictures  of  yard-high  water  marks  inside  homes 
as  KLZ-TV  documented  million-dollar  flood 
damage  from  heavy  rains. 

TIMELY  QUESTION 

"WAS  your  antenna  blown  down  last 

night?" 

KWRT  Boonville,  Mo.,  carried  a  se- 
ries of  spots  for  a  radio-tv  repair  shop 

asking  that  question  the  morning  after  a 
tornado  struck  the  area.  KWRT  owner 
Bill  Tedrick  and  his  staffers  had  a  ready 
answer  for  the  query.  The  tornado  had 

leveled  the  station's  tower  and  they  had 
spent  the  night  in  a  rainstorm  making 
temporary  repairs  so  that  KWRT  could 
sign  on  at  its  regular  time  the  next morning. 

RADIO  DIAMOND'S  BEST  FRIEND 
HOW  radio  turned  out  to  be  an  18-karat 

medium  for  Bernard  Shipper,  manager  of  Zale's 
Credit  Jewelers  in  Galveston,  Tex.,  is  told  in  a 

new  brochure  issued  last  week  by  Radio  Ad- 
vertising Bureau.  Titled  Radio  Boosts  Diamond 

Sales  59%  for  Zales-Galveston,  the  booklet 
tells  how  Mr.  Shipper,  unhappy  with  the  re- 

sults of  his  heavy  newspaper  advertising  sched- 
ule, turned  to  radio.  The  result,  says  RAB: 

sales  shot  up  within  a  six-month  period,  and 

Mr.  Shipper's  branch  was  signaled  out  for  no 
less  than  two  sales  incentive  awards  by  Zale's home  office  in  Dallas. 

MORE  COLOR  ON  WRCA-TV 

STARTING  Sept.  10,  WRCA-TV  New  York 
will  increase  its  weekday  colorcasting  schedule 
to  one  hour  and  40  minutes  daily,  five  days 
a  week.  It  is  now  colorcasting  55  minutes 

daily.  The  eight  hours-plus  of  weeky  colorcast- 
ing will  represent  approximately  65%  of  the 

station's   local  programming. 

CAGNEY  DEBUT  SET  ON  NBC-TV 

FILM  star  James  Cagney  will  make  his  live  tv 

debut  Sept.  10  on  NBC-TV's  Robert  Mont- 
gomery Presents,  playing  the  role  of  a  U.  S. 

Army  Sergeant  in  an  as-yet-untitled  drama  by 
Robert  Wallace.  Mr.  Montgomery  reportedly 
had  been  trying  to  interest  Mr.  Cagney  in  doing 
a  tv  play  for  some  time,  but  the  star  held  off 
until  he  could  find  a  suitable  role. 

REYNOLDS  PICKS  NEW  COMEDY 

R.  J.  Reynolds  Tobacco  Co.  (Camel,  Winston 
cigarettes)  Winston-Salem,  N.  C,  will  replace 
its  Crusader  series  (CBS-TV,  Fri.,  9-9:30  p.m. 
EST)  with  a  new  comedy  series,  Mr.  Adams 

and  Eve,  starring  husband-and-wife  team  How- 
ard Duff  and  Ida  Lupino,  early  in  January. 

Agency  for  Reynolds  is  William  Esty,  New 
York. 

NBC-TV  TO  FOREST  HILLS  AGAIN 

NBC-TV  will  telecast  the  1956  men's  semi- 
finals and  women's  as  well  as  men's  finals  in 

the  Forest  Hills,  N.  Y.,  National  Singles  Tennis 
Championship  for  the  fifth  consecutive  year, 

Sept.  8-9,  starting  at  2  p.m.  EDT  on  both  days. 

WABC-TV  PROGRAMS  BLOCK 

ABC  Radio  d.j.  Martin  Block  whose  Make  Be- 
lieve Ballroom  is  in  its  22nd  year,  will  add  tv 

on  Sept.  17,  when  WABC-TV  New  York 
launches  The  Martin  Block  Show.  Mr.  Block, 

who  continues  on  his  ABC  Radio,  Monday- 
Friday  2:30-4  p.m.  program,  will  be  seen  week- 

days, ll:30-noon  EDT. 

KYA  CAMPAIGNS  AT  GOP  MEET 

UNDER  banners  urging  "Vanderhoof  for 
Veep,"  "Vanderhoof  will  Murder  Herter," 
"Vanderhoof  s  Passin'  Stassen,"  KYA  San  Fran- 

cisco staged  rallies  in  the  Mark  Hopkins,  Fair- 
mont and  St.  Francis  Hotels  last  week  in  behalf 

of  its  disc  jockey,  Bruce  Vanderhoof.  A  cable 
car  parade  brought  KYA  campaigners  into 
rooms  fogged  by  GOP  Convention  smoke. 
Riding  the  bandwagon,  along  with  musicians 
and  candidates,  were  10  bathing-suited  beauties 
who,  Mr.  Vanderhoof  promised,  would  make 
up  his  cabinet.  The  candidate  distributed  copies 
of  his  political  record  in  45  and  78  rpm  sizes. 

LUX  SHOW  CONVERTS  TO  COLOR 

EFFECTIVE  with  last  week's  show  all  programs 
of  the  weekly  Lux  Video  Theatre  Thursdays  on 
on  NBC-TV  are  being  telecast  in  color.  Nego- 

tiations between  the  show's  Executive  Producer 
Stanley  Quinn  and  NBC  for  the  color  change- 

over were  completed  last  week.  The  Lux  "sum- 
mer preview"  series  is  slated  to  end  with  the 

Sept.  6  show,  and  the  fall  series  will  begin  the 
following  week. 

WTTV  (TV)  PLANS  FAIR  COVERAGE 

WTTV  (TV)  Bloomington,  Ind.,  will  devote  35 
hours  of  airtime  to  the  Indiana  State  Fair  during 

Fair  Week,  Aug.  29-Sept.  7,  with  half  of  the 
total  hours  originating  from  tents  and  exhibits 
at  the  fairgrounds.  Programs  from  seven  fair- 

ground locations  will  feature  WTTV  Farm 
Service  Director  Bill  Anderson,  officials,  event 
winners,  and  special  guests.  Man  at  the  Fair 

a  special  feature  program,  will  interview  fair- 
goers  from  various  states.  An  additional  15- 
man  crew  will  cover  key  points  and  a  film  unit 
will  record  highlights  of  various  events  for 
use  on  evening  shows. 

REAFFIRMING  confidence  in  radio,  George  F.  Martin,  sales  manager  of  Worcester 

(Mass.)  Gas  &  Light  Co.,  signs  a  one-year  contract  to  sponsor  WTAG  Worcester's  news- 
commentator  Jim  Little  in  a  10-minute  show  across-the-board.  Involved  in  the  purchase 
are  (I  to  r):  seated,  Leonard  D.  Davis,  of  Leonard  Davis  Advertising  Inc.;  Mr.  Martin; 

Bernard  Morley,  WTAG  salesman;  standing,  Richard  L.  Gravel,  WTAG's  local  sales 
manager;  Mr.  Little,  and  WTAG  Program  Director  A.  J.  Brissette. 

Page  106    •    August  27,  1956 Broadcasting   •  Telecasting 



RUSSIA  REPORT  BEING  READIED 

TED  HALLOCK,  former  program  and  special 
events  director  of  KPOJ  Portland,  Ore.,  now 
director  of  public  affairs  for  J.  Henry  Helser 
&  Co.,  west  coast  investment  management 
firm,  is  temporarily  back  in  the  broadcast 

harness.  He  is  winding  up  a  six-month  stay  in 
Russia  filming  and  recording  a  report  on 
Russia  Today  for  a  broadcast  series  to  be 
heard  on  KPOJ  and  other  stations  beginning 

in  October  and  documentary  film  for  show- 
ing on  KPTV  (TV)  Portland  and  others.  Mr. 

Hallock's  1952  foreign  report,  London  Calling, 
won  a  citation  from  Ohio  State  U.  and  the 

English-Speaking  Union.  Helser  will  sponsor 
the  KPOJ  series  through  House  &  Leland  Adv., 
Portland. 

WOHO  GOES  ALONG  ON  SWIM 

NOT  content  to  cover  a  long-distance  swim 
from  the  shore,  WOHO  Toledo,  Ohio,  got  into 
the  water  beside  Harry  Briggs  when  he  tried 
to  become  first  to  swim  the  33  miles  between 
Pelee  Point,  Ont.,  and  Cedar  Point,  Ohio,  on 

Lake  Erie.  Using  a  ship-to-shore  transmittei 
to  contact  the  Marine  Radio-Telephone  sta- 

tion at  Lorain,  Ohio,  WOHO  Sports  Director 
Dave  Martin  boarded  a  yacht  and  broadcast 

direct  hourly  reports  of  the  swimmer's  progress 
until  the  second  storm  encountered  forced  him 
to  give  up  after  13  hours  and  42  minutes.  He 
was  interviewed  on  the  air  before  and  after 
the  venture. 

MCA-TV  DEPLOYS  EMPLOYES 

DO  a  sponsor's  employes  watch  the  boss'  tv 
shows?  JvlCA-TV's  Film  Syndication  Div.  is 
convinced  they  do,  and  last  week,  set  out  to 

capitalize  on  this  type  of  interest.  As  a  "bonus" 
to  sponsors  of  MCA-TV's  Rosemary  Clooney 
Show,  the  firm  has  dispatched  a  special  "house- 
warming  kit"  containing,  among  other  things, 
sample  invitations  to  special  employes'  "sneak 
previews"  of  the  series,  posters  and  other  bul- 

letin board  material;  suggestions  for  Rosemary 
Clooney  company  parties  and  other  visual  aids 

designed  to  make  press-agents  out  of  each  em- 
ploye. Confident  that  the  "kit"  will  meet  with 

enthusiastic  response,  MCA-TV  plans  to  launch 
similar  kits  for  its  other  film  properties. 

WTTM  SVENGALI  ACT 

IT  TOOK  the  work  of  a  hypnotist  to  pro- 

duce the  "forgotten"  combination  to  a 
locked  safe  once  belonging  to  WTTM 
Trenton,  N.  J.,  and  the  result  was  one  of 
the  biggest  promotions  in  the  history  of 
the  radio  station. 

When  the  station  recently  moved  into 
new  studios,  it  sold  all  of  its  old  office 
furniture,  including  a  safe  which  was 
bought  by  the  New  Hope  Gazette,  a 
weekly  newspaper  in  Bucks  County,  Pa. 
Upon  delivery  to  the  newspaper  office,  it 
was  discovered  that  the  safe  was  locked. 
To  make  matters  worse,  a  call  by  the 
editor  to  WTTM  got  the  response  that 

"our  book-keeper  has  forgotten  the  com- 
bination." 
A  professional  hypnotist  was  called  in, 

and  as  a  feature  of  WTTM's  Tom  Durand 
Show,  succeeded  in  obtaining  the  safe's 
combination  from  bookkeeper  Shirley 
Weiss. 

Four  local  newspapers  plus  the  UP  and 
AP  wire  services  were  on  hand  to  cover 
the  event,  and  the  following  day  Dave 
Garroway  interviewed  the  hypnotist  on 
his  NBC-TV  Today  program. 

UPCOMING 

WARREN  C.  COUGHLIN  (r),  vice  president 
and  national  sales  manager  of  the  Muzak 

Corp.,  throws  the  switch  at  WCAU  Phila- 
delphia that  begins  the  transmission  of 

Magnetic  Muzak  background  music.  Look- 
ing on  is  Edward  J.  Meehan  Jr.,  general 

manager  of  the  Magnetic  Muzak  Div.  of 
WCAU,  which  early  this  month  became 

the  regional  franchiser  for  the  music  serv- 
ice in  Eastern  Pennsylvania,  Southern  New 

Jersey  and  Northern  Delaware. 

WHEN-TV  BRINGS  IN  BLAZE 

TELEVISION  gave  radio  a  run  for  its  money 
in  immediacy  and  mobility  two  weeks  ago  as 
WHEN-TV  Syracuse  aired  a  live  telecast  of  a 
three-alarm  blaze  within  seven  minutes  of  the 
first  alarm.  The  fire,  which  broke  out  in  a 

lumberyard  nearby  WHEN-TV's  studio  Aug. 14.  u,i\  telecast  direct  from  the  roof  of  the 

studio  building  by  a  20"  telescopic  lense  as  an 
unexpected  "extra"  during  WHEN-TV's  regular 
6:30  p.m.  Shell  Oil  Newscast.  In  addition,  the 

station's  news  cameraman.  Bob  Kimman,  was 
sent  to  the  scene  of  the  blaze  where  he  filmed 
the  disaster.  The  filmed  report  later  was  used 

to  supplement  WHEN-TV's  live  coverage  of  the fire. 

WKNB-TV  MARKS  FLOOD  DATE 

THE  first  anniversary  of  the  disastrous  New 
England  flood  of  Aug.  19,  1955,  that  cost  the 

area  a  quarter-billion-dollar  loss  in  addition  to 
lives,  was  marked  last  week  by  WKNB-TV 
New  Britain,  Conn.,  in  an  hour-long  film 
documentary.  Flood  sequences  taken  by  the 

station's  news  staff  and  the  U.  S.  Army  Signal 
Corp  at  the  time  of  the  disaster  were  shown. 

AUGUST 

Aug.  26-28:  Georgia  Assn.  of  Broadcasters,  an- 
nual meeting,  King  &  Prince  Hotel,  St.  Simon's Island,  Ga. 

Aug.  31-Sept.  1:  Montana  Radio  Stations  Inc., 
annual  meeting.  Glacier  Park  Hotel,  Glacier 
Park. 

SEPTEMBER 

Sept.  6:  Massachusetts  United  Press  Radio-Tv 
Assn.,  organization  committee  meeting,  Parker 
House,  Boston. 

Sept.  6-7:  RAB  midwestern  managers'  conference, French  Lick,  Ind. 
Sept.  10-11:  RAB  southern  managers'  conference, Biloxi.  Miss. 
Sept.  10-12:  French  Language  Radio-Tv  Broad- casters Assn..  annual  meeting,  Alpine  Inn,  Ste. 
Marguerite.  Quebec. 

Sept.  11-12:  CBS  Radio  convention.  Hotel  Pierre, New  York. 
Sept.  13-14:  RAB  northeastern  conference,  Sky- 

top,  Pa. Sept.  13-14:  Michigan  Assn.  of  Radio-Tv  Broad- casters. Hidden  Valley,  Gaylord,  Mich. 
Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 

nua! meeting.  Shreveport.  La. 
Sept.  27 :  Massachusetts  Broadcasters  Assn.,  an- 

nual meeting.  Hotel  Somerset,  Boston. 

OCTOBER 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition. Hotel  Sherman,  Chicago. 

Oct.  2:  Wisconsin  Broadcasters  Assn.,  annual 
meeting.  Hotel  Plankinton,  Milwaukee. 

Oct.  4-5:  Central  Region  AAAA  Meeting,  Hotel Blackstone,  Chicago. 
Oct.  5:  Ohio  Assn.  of  Radio-Tv  Broadcasters,  an- 

nual meeting,  Hotel  Fort  Hayes,  Columbus. 
Oct.  7-10:  Western  Region  AAAA  Meeting,  Hotel 

Del  Coronado.  Coronado.  Calif. 
Oct.  8-12:  SMPTE  semi-annual  convention,  Los Angeles. 
Oct.  10-11:  Kentucky  Broadcasters  Assn.,  annual 

meeting.  Hotel  Kehlake.  Kentucky  Lake. 
Oct.  12-13:  Alabama  Broadcasters  Assn.,  annual 
meeting,  University  of  Alabama,  Tuscaloosa. 

Oct.  15-17:  Radio-Electronics-Tv  Mfrs.  Assn.,  fall 
radio  meeting.  Hotel  Syracuse.  Syracuse,  N.  Y. 

Oct.  21-23:  Central  Canada  Broadcasters  Assn., 
6th  annual  meeting.  Royal  Connaught  Hotel. Hamilton.  Ont. 

Oct.  29-30:  Second  annual  RAB  Natl.  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel, New  York. 

NOVEMBER 

Nov.  9:  Calif.  State  Radio-Tv  Broadcasters'  Assn. annual  convention,  Hotel  Clift,  San  Francisco. 
Nov.  11-12:  Texas  Assn.  of  Broadcasters,  annual 

meeting.  Hotel  Caprock.  Lubbock. 
Nov.    16:    Arizona    Broadcasters   Assn.,  annual 

meeting,  Tucson. 
Nov.    16-17:   Oregon   State   Broadcasters  Assn., Salem. 
Nov.  27-28:  AAAA  Eastern  Annual  Conference, 

Hotel  Roosevelt,  New  York. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D., 
East    S.    D.,  Iowa, 
Neb.,  Mo.) 

Region  7  (Mountain 
States  ) 

Region  8  (Wash..  Ore., 
Calif.,   New,  Ariz., 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla., 

Tex.) 

Region  2  (Pa.,  Del., 
Md.,  W.  Va.,  D.  C, 
Va..  N.  C,  S.  C.) 

Region  1  (New  Eng- 
land) 

Region  4  (Ky.,  Ohio, 
Ind..  Mich.,  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss.,  La.,  Ark., Tenn.,  P.  R.) 

Sept.  Nicollet  Hotel 17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 

Sept.  St.  Francis  Hotel 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 
Oct.  Shoreham  Hotel 11-12  Washington 

Oct.  Somerset  Hotel 15-16  Boston 

Oct.  Sheraton  Lincoln 
18-  19  Indianapolis 

Oct.  Dinkler- 25-  26  Tutwiler 
Birmingham 

S.CAROLINA
 

GOES 

GATES 

MOST  AM  BROADCAST  TRANSMITTERS  IN  USE 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 

August  16  through  August  22 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an-  night.  LS  —  local  sunset,  mod.  —  modification, 
tenna.  ERP — effective  radiated  power,  vhf —  trans. — transmitter,  unl. — unlimited  hours,  kc — 
very  high  frequency,  uhf — ultra  high  frequency.  kilocycles.  SCA — subsidiary  communications  au- 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo-  thorizations.  SSA — special  service  authorization, 
watts,    w— watts,  mc — megacycles.   D— day.    N —     STA — special  temporary  authorization. 

Am-Fm  Summary  through  August  22 

On 
Air 

Am  2,883 
Fm  521 

Licensed 

3,031 
544 

Cps 160 

33 

Appls. 

Pend- 

ing 

286 

10 

In 

Hear- 

ing 

124 
0 

FCC  Commercial  Station  Authorizations 

As  of  July  31,  1956 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  July 
Cps  deleted  in  July 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  Fm  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

Am 
Fm Tv 

2,877 
519 

193 45 11 306 119 
19 116 

3,041 
549 615 

182 2 128 
263 7 42 
124 0 

77 

143 4 

32 814 
66 324 

0 2 0 
1 0 1 

Tv  Summary  through  August  22 

Total  Operating  Stations  in  U.  S.: 

Commercial 
Noncomm.  Educational 

Vhf 363 
17 

Uhf  Total 

91  454J 

5  22-' 
Grants  since  July  11,  7952: 

(When  FCC   began  processing  applications 
after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 

329 

22 

Uhf 313 

21 

Total 

642i 

432 

Applications  tiled  since  April  14,  7952; 
(When  FCC   began  processing  applications 

after  tv  freeze) 

Commercial 
Noncom.  Educ. 

New  Amend.  Vhf 
1,011       337  791 61  34 

Uhf  Total 

557  1,349s 

27 

61* 

Total 
1,072 

337 825 584 

1,410"' 

!170  cps  (33  vhf  137  uhf)  have  been  deleted. 
2  One  educational  uhf  has  been  deleted. 
>  One  applicant  did  not  specify  channel. 
*  Includes  43  already  granted. 
6  Includes  685  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTION  BY  FCC 

Reno,  Nev. — Silver  State  Telecasters'  applica- tion seeking  cp  for  new  tv  to  operate  on  ch.  4 
in  Reno  returned.  (Channel  presently  assigned  to 
K  A  K.J  [TV]).  Action  Aug.  21. 

APPLICATIONS 

Sioux  Falls,  S.  D. — Video  Independent  Theatres 
Inc.,  vhf  ch.  13  (210-216  mc);  ERP  .552  kw  vis., 
.276  kw  aur.;  ant.  height  above  average  terrain 
470.5  ft.,  above  ground  400  ft.  Estimated  construc- 

tion cost  $41,009,  first  year  operating  cost  $100,000, 
revenue  $100,000.  Post  office  address  11  N.  Lee 
Ave.,  Oklahoma  City  1,  Okla.  Studio  location 
E.  57  St.,  near  U.  S.  Hwy.  #77,  near  Sioux  Falls. 
Trans,  location  same  as  studio.  Geographic  co- 

ordinates 43°  30'  03"  N.  Lat.,  96°  43'  24"  W.  Long. Trans.  Sarkes  Tarzian,  ant.  Prodelin.  Legal  coun- 
sel Spearman  Roberson,  Washington.  Consulting 

engineer  Guy  C.  Hutcheson,  Arlington,  Tex. 
Applicant  is  licensee  of  KVIT  (TV)  Santa  Fe, 
N.  M.,  KSPS  (TV)  Hot  Springs,  Ark.,  and  owns 
12.5%  of  KWTV  (TV)  Oklahoma  City,  Okla. 
Filed  Aug.  22. 
Lubbock,  Tex.— C.  L.  Trigg,  vhf  ch.  5  (76-82 

mc);  ERP  100  kw  vis.,  50  kw  aur.;  ant  height 
above  average  terrain  705  ft.,  above  ground  758 
ft.  Estimated  construction  cost  $325,032,  first  year 
operating  cost  $500,000,  revenue  $625,000.  Post 
office  address  1211  N.  Whitaker  St.,  Odessa,  Tex. 
Studio  and  trans,  location  Lubbock.  Geographic 
coordinates  33°  31'  18"  N.  Lat.,  101°  45'  54"  W. Long.  Trans,  and  ant.  GE.  Legal  counsel  Haley, 
Doty  &  Wollenberg,  Washington.  Consulting 
engineer  Edward  P.  Talbott,  El  Paso.  Mr.  Trigg 
is  80%  owner  of  KOSA-AM-TV  Odessa.  Filed Aug.  17. 

Existing  Tv  Stations  ... 

ACTIONS  BY  FCC 

KSPS  (TV)  Hot  Springs,  Ark.— Granted  mod.  of 
cp  to  change  studio  and  trans,  location;  change 
ERP  to  .661  kw  vis.,  .331  kw  aur.,  and  make  ant. 

Florida  Independent 

$759000.00 

A  profitable  coastal  independent  covering  one  of  the  great  growth 
markets  of  Florida.  Due  to  favorable  circumstances  this  property 
can  be  financed  with  $21,000  down  and  the  balance  out  over  5  years 
at  5%  interest. 

Negotiations     •    Financing    •  Appraisals 

BLACKBURN  -  HAMILTON  COMPANY 
RADIO-TV-NEWSPAPER  BROKERS 

WASHINGTON,  D.  C. 
James  W.  Blackburn 

Jack  V.  Harvey 
Washington  Bldg. 
Sterling  3-4341-2 

ATLANTA 
Clifford  B.  Marshall 

Healy  Bldg. 
Jackson  5-1576-7 

CHICAGO 

Ray  V.  Hamilton 

Tribune  Tower 
Delaware  7-2755-6 

SAN  FRANCISCO 
William  T.  Stubblefleld 

W.  R.  Twining 
111  Sutter  St. 

Exbrook  2-5671-2 

and  other  equipment  changes.  Ant:  857  ft.  An- nounced Aug.  21. 
WTVW  (TV)  Evansville,  Ind.— Granted  STA  to commence  commercial  operation  Aug.  21  (ch. 

7),  and  denied  "Petition  to  Designate  Applica- 
tion for  Hearing  and  for  Further  Relief"  filed by  WKLO-TV  Louisville,  Ky.  (ch.  21).  Announced 

Aug.  21. WRAY-TV  Princeton,  Ind.— Granted  cp  to  re- 
place expired  cp  which  authorized  new  tv  (ch. 

52).   Announced  Aug.  21. 
WDAF-TV  Kansas  City,  Mo.— Granted  cp  to 

change  type  ant.    Announced  Aug.  21. 
WHK-TV  Cleveland,  Ohio— Granted  mod.  of 

cp  to  change  trans,  location  to  3600  E.  Pleasant 
Valley  Rd.,  Seven  Hills  Village,  Ohio;  change 
ERP  to  936  kw  vis.,  468  kw  aur.;  change  type  ant., 
and  make  other  equipment  changes.  Announced 
Aug.  21. KGEO-TV  Enid,  Okla.— Granted  mod.  of  cp  to 
make  minor  equipment  changes.  Announced 
Aug.  21. 
KSL-TV  Salt  Lake  City,  Utah— Apolication 

seeking  extension  of  completion  date,  to  make 
changes  in  facilities  of  existing  tv,  returned. 
(Cp  expired  by  its  own  terms.  Station  will  have 
to  file  application  seeking  cp  to  replace  expired 
cp.)    Action  Aug.  16. 
WFRV-TV  Green  Bay,  Wis.— Granted  mod.  of 

cp  to  change  trans,  location;  change  ERP  to  91.2 
kw  vis.  (DA),  55  kw  aur.  (DA);  install  new  ant. 
system,  and  make  other  equipment  changes.  Ant.: 
1,119  ft.   Announced  Aug.  21. 

CALL  LETTERS  ASSIGNED 

KMGM-TV  Minneapolis,  Minn.— United  Tele- 
vision Inc.,  ch.  9.   Changed  from  KEYD-TV. 

KUMV-TV  Williston,  N.  D.— Meyer  Bcstg.  Co., ch.  8. 

KDSJ-TV  Deadwood,  S.  D.— The  Heart  of  the 
Black  Hills  Stations,  ch.  5. 

APPLICATIONS 

WESH-TV  Daytona  Beach,  Fla.— Seeks  mod. 
of  cp  (which  authorized  new  tv)  to  change  trans, 
location  to  1  mile  south  of  U.  S.  Hwy.  #17,  5 
miles  south  of  De  Land,  Fla.;  change  ERP  to  100 
kw  vis.,  60  kw  aur.;  change  type  ant.,  and  make 
other  equipment  changes.   Filed  Aug.  17. 
WJIM-TV  Lansing,  Mich. — Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  exist- 
ing tv)  to  install  new  ant.  system  and  make  other 

minor  equipment  changes.   Filed  Aug.  17. 
KSWS-TV  Roswell,  N.  M.— Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  exist- 
ing tv)  to  change  ERP  to  181.3  kw  and  make 

other  equipment  changes    Filed  Aug.  20. 
KOVR  (TV)  Stockton,  Calif.— S°eks  cp  to  make changes  in  facilities  of  existing  tv;  change  ERP 

to  316  kw  vis.,  158  kw  aur.,  and  change  trans, 
location  to  3  miles  southeast  of  Jackson,  Calif. Filed  Aug.  21. 

Translators  .  .  . 

APPLICATION 

Palm  Springs,  Calif. — Palm  Springs  Translator Station  Inc.  seeks  chs.  70  and  72.  To  rebroadcast 
ch.  2  KNXT  (TV)  Los  Angeles,  Calif.,  on  ch.  70, 
and  ch.  4  KRCA  (TV)  Los  Angeles  on  ch.  72. 
Trans,  output  power  10  w.  ERP  to  community 
83  w.  Estimated  population  to  be  served  13,000 
to  50,000  (seasonal).  Post  office  address  360  N. 
Palm  Canyon  Dr.,  Palm  Springs.  Estimated  con- 

struction cost  for  each  station  $5,000,  first  year 
operating  cost  for  each  station  $10,000.  Filed 
Aug.  17. 

New  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

Brighton,  Colo. — Arline  S.  Hodgins'  application 
seeking  cp  for  new  am  to  be  operated  on  1250 
kc,  500  w  D,  DA,  dismissed  at  request  of  appli- cant.   Action  Aug.  17. 
Danielson,  Conn. — Hyland-Hynes  Bcstg.  Co.'s 

application  seeking  cp  for  new  am  to  operate 
on  1590  kc,  500  w  D,  dismissed  for  failure  to 
prosecute.  Action  Aug.  20. 
Dyersburg,  Tenn. — Dyersburg  Bcstg.  Co.'s  ap- 

plication seeking  cp  for  new  am  to  operate  on 
1330  kc,  1  kw  D,  dismissed  at  request  of  attor- ney.   Action  Aug.  21. 

Pasco,  Wash. — Gerald  Colkitt's  application  seek- 
ing cp  for  new  am  to  operate  on  800  kc,  250  w 

D,  dismissed  for  failure  to  prosecute.  Action 
Aug.  21. 
Ponce,  P.  R. — Catholic   U.  of  P.  R.  Service 

Assn.'s  application  seeking  cp  for  new  am  to 
operate  on  1420  kc,  1  kw  unl.,  returned.  (Dated 
wrong.)    Action  Aug.  21. 

APPLICATIONS 

Quincy,  Calif. — James  E.  Doyle,  540  kc,  1  kw  D. 
Post  office  address  Rt.  #3,  Box  605,  Roseburg, 
Ore.  Estimated  construction  cost  $19,344,  first 
year  operating  cost  $26,000,  revenue  $35,000.  Mr. 
Doyle  is  former  pres. -66.6%  owner  of  KVWC Vernon,  Tex.   Filed  Aug.  17. 
McRae,  Ga.— Radio  Telfair,  1410  kc,  1  kw  D. 

Post  office  address  c/,  Miles  H.  Ferguson,  Box 
1640,  Columbus,  Ga.  Estimated  construction  cost 
$29,219,  first  year  operating  cost  $48,000,  revenue 
$52,000.    Principals  are  equal  owners  Allen  M. 

Continues  on  page  115 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
XMUtive  Offices 
735  Oe  Sales  St.,  N.  W.  ME.  8-541 1 
iffUes  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
foshington,  D.  C.  ADamt  4-2414 

Member  AFCCE  * 

©mmercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

4TERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

rank  H.  Mclntcsh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1116  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE  * 

KEAR  &  KENNEDY 

102  18th  St.,  N.W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER  AM-FM-TV 

1 4806  MONTGOMERY  LANE 
WASHINGTON  14,  D.  C. 

OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

J.  G.  ROUNTREE.  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE  ' 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  S,  D.  C. REpublic  7-3984 
Member 

AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications- Electronic* 
1618  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-M51 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 
SPECIALTY 

Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montdair,  N.  J.    Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE  * 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S.  Buckntr  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
AM-TV  BROADCAST  ALLOCATION 

FCC  *  FIELD  ENGINEERING 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 

Consulting  Electronic  Engineers 
612  Evans  Bldg.  NA.  8-2698 

1420  New  York  Ave.,  N.  W. 
Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 

2000  P  St.,  N.  w. 
Washington  6,  D.  C. 

Columbia  5-4666 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

V  FULL  TIME  SERVICE  FOR  AM-FM-TV 
.  O.  Box  7037  Kansas  City.  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV,  Electronics  engi- 

neering home  study  and  residence  courses. 
Write   For   Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

—among  them,  the  decision -making 
station  owners  and  managers,  chief 
engineers  and  technicians  applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*  1956  ARB  Continuing  Readership  Study 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

PAGE,  CREUTZ, 
STEEL  &  WALDSCHMITT,  INC. 

Communications  Bldg. 
710  14th  St.,  N.  W.         Executive  3-M70 Washington  5,  D.  C. 

303  White  Henry  Stuart  Bldg. 
Mutual  3280  Seattle  1,  Washington 

Member  AFCCE* 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCB* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  B,  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCB  * 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

4900  Euclid  Avenue 
Cleveland  3,  Ohio 

HEnderson  2-3177 

Member  AFCCB* 

RALPH  J.  BITZER,  Consulting  Engineer Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 
Garfield  1-4954 

"For  KewlH  In  Broadcatl  Engfneerhg" 
AM-FM-TV 

Allocations    •  Applications 
Petitions    •    licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.   Checks  and  money  orders  only. 

Deadline:    Undisplayed — Monday  preceding  publication  date.    Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  204  per  word — $2.00  minimum  •  Help  Wanted  25<f  per  word — 
$2.00  minimum. 
All  other  classifications  30$  per  word — $4.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.    Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 

separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO  RADIO 

Help  Wanted Help  Wanted— (Cont'd) 

Managerial Salesmen 

Sales  manager — strong  on  sales.  Major  independ- 
ent, Baltimore,  has  real  financial  opportunity  to 

offer  right  man.  Please  write  fully  and  avail- 
ability.  Box  631A,  B-T. 

Commercial  manager,  strong  on  local  sales,  train 
and  assist  other  salesmen.  Competitive  market 
experience.  Salary,  commission,  override.  Can 
invest.   Send  resume  and  photo.  Box  643A,  B»T. 

Little  Rock,  Arkansas— KOKY— New  all-negro 
programmed  station  staffing — need  2  experienced 
white  men  for  executive  positions — program  di- 

rector—assistant manager  and  sales  manager — 
accepting  applications  through  September  15 — 
if  you  like  money  and  want  to  move  up  with 
rapidly  expanding  organization  send  complete 
resume  and  photograph  first  letter  or  application 
not  considered.  John  McLendon,  Box  1956,  Little 
Rock,  Arkansas. 

Indianola,  Miss.  WNLA  needs  manager-salesman 
immediately.  Only  station  in  city  of  6000.  Salary 
and  override  to  right  man.  Excellent  staff  and 
facilities.  Present  manager  being  transferred  to 
larger  operation.  Send  resume  and  photograph 
to  W.  L.  Kent,  Box  523,  Greenville,  Mississippi. 

Wanted:  Ambitious  sales  manager  for  WWOC, 
Manitowoc,  Wisconsin,  immediately.  Wire,  write 
or  phone. 

Salesmen 

Wanted — live  wire  salesman  to  cover  the  Scranton 
and  Wllkes-Barre,  Pa.,  area.  Prefer  salesman 
presently  employed  in  this  market.  No  drifters; 
your  experience  will  write  your  ticket.  Box  450A, 
B-T. 

Self-starting  salesman  for  California  coast  local. 
Draw  against  commission.  Potential  earnings 
$8,000  to  $10,000.  Send  photo,  experience,  refer- 

ences.   Box  626A,  B«T. 

For  a  good  experienced  solid  salesman,  we  offer 
high  earnings  and  advancement  on  a  good  solid 
basis.  Box  630A,  B«T. 

Davenport's  music  and  news  daytime  station needs  another  top  saleman  to  develop  the  fastest 
growing  local  station  in  the  nation's  88th  mar- ket. Your  first  application  must  have  picture, 
references:  Your  sales  record  in  radio,  and  other 
qualifications.  We  are  ready  for  quick  action  .  .  . 
write  today  to  Lester  L.  Gould.  Manager,  KFMA, 
Broadcasting  Company,  Box  457,  415  Perry  Street, 
Davenport,  Iowa. 

Immediate  opening  for  optimistic,  hustling  sales- 
man. Real  opportunity.  Independent  daytimer 

exclusive  in  small  city.  Good  trade  area.  Active 
accounts,  good  prospects.  Submit  complete  in- 

formation to  Manager,  KOFO,  Ottawa,  Kansas. 

Salesman  who  likes  selling.  Ideal  opportunity 
for  aggressive,  ambitious  man.  Guaranteed  sal- 

ary and  opportunity  for  advancement.  Apply  to 
Sam  Phillips,  WARK-CBS,  Hagerstown,  Mary- land. 

Opportunity  knocks  for  a  young  aggressive  sales- 
man. 5000  watt  station  in  expanding  market.  Op- 

portunity for  progress  and  permanency.  Send 
background,  income  requirements,  photo  to 
WEAV,  Plattsburg,  N.  Y. 

Experienced  salesman.  $75.00  per  week,  plus  com- 
mission. Bob  McKay,  WKRM,  Columbia,  Ten- nessee. 

Progressive  radio-vhf  tv  operation  accepting  ap- 
plications for  salesmen.  Full  details  and  picture 

with  first  letter.  Salary  and  commission.  WJTV, 
Box  8187,  Jackson,  Mississippi. 

Account  executive  for  music-news.  Guarantee 
$150.00  per  week  (not  draw),  or  15%  whichever 
is  greater.  No  ceiling  on  earnings.  Number  one 
Pulse  station.  No  restricted  list.  Two  other  sales- 

men presently  making  $12,000  per  year.  Send 
full  information  to  WLLY,  Richmond,  Virginia. 

An  experienced  salesman  who  will  assume  the 
position  of  commercial  manager  in  six  months  In 
a  5000-watt  station,  top-rated  in  a  New  England 
market  of  150,000.  Starting  guarantee  of  $125.00 
weekly  against  15%  commissions.  Good  house  ac- 

counts assigned  immediately.  Two  years  success- 
ful experience  will  enable  commercial  manager  to 

participate  in  ownership  of  station.  Send  com- 
plete background,  references  and  picture  to  Box 

1522,  Worcester,  Mass. 

Announcers 

"Hillbilly  disc  jockey,"  a  great  independent,  will 
hire  great  hillbilly  personality  with  proven  au- 

dience and  selling  record.  Box  490A,  B«T. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Country-western  DJ  for  one  of  the  nation's  hot- test medium-sized  market  radio  stations.  Must 
have  ability  to  handle  program  with  nation-wide 
recognition.  Should  know  his  music,  be  able  to 
handle  interviews  with  top  western  stars  and  be 
able  to  handle  mail  pull  copy.  Starting  salary 
open,  must  be  experienced.  No  drifters  or  floaters 
wanted.  Outstanding  working  conditions.  Box 

558A,  B-T. 
Negro  disc  jockey.  Fine  opportunity  open  for 
man  who  can  pitch.   Write  Box  561A,  B«T. 

Announcer  for  radio  and  4th  year  tv  operation. 
Fine  community,  fine  company,  seeking  appli- 

cants who  can  sell  on  the  air.  Tape,  photo,  re- 
sume.  Box  564A,  B-T. 

Immediate  opening  in  central  Florida  station  for 
experienced,  versatile  disc  jockey-announcer. 
Must  be  strong  on  news  and  showmanship.  Sal- 

ary plus  talent.  Paid  vacation.  Send  tape  audi- tion. All  applications  must  include  letters  of 
reference.  Send  full  details  to  Box  595A,  B«T. 

Wanted  by  NBC  outlet  northeastern  Pennsyl- 
vania. A  top-notch  announcer  who  knows  music 

and  has  real  sell-ability.  Send  tape  and  pertinent 
information  to  Box  606 A,  B'T. 

Wanted  a  combo  man.  Must  have  announcing 
ability  and  1st  phone.  New  music  and  sports 
station.  This  station  less  than  80  miles  from 
metropolitan  Los  Angeles.  Good  salary.  Box 

612A,  B-T. 
Wanted — Glib  DJ  with  sparkle  and  pep,  bright 
and  breezy,  adlib  with  flow  and  momentum, 
clever  quips,  novel  record  intros  wanted  by  sta- tion in  111.,  Mich.,  Wise,  Upper  N.  Y.  state, 
Penna.  area.  $125.  Box  639A,  B»T. 

Announcer  with  first  phone.  Chance  to  attend 
college,  if  desire.  Need  ability  to  handle  news 
and  music.  Wire  or  phone  KARE,  Atchison, 
Kansas. 

Top  pay  for  two  top  announcers  with  1st  class 
tickets  and  good  straight  announcing  ability  to 
run  DJ  show.  No  engineering  or  maintenance. 
5  kw  music  and  news  independent.  Send  tape 
and  letter  to  Bob  Rohrs,  Owner,  KJAY,  Topeka, 
Kansas. 
Immediate  opening  for  good  experienced  person- 

ality disc  jockey  in  the  capital  city  of  Nebraska, 
125,000  population  market.  Top  money  for  the 
right  man.  Airmail  tape  and  letter  to  Larry  Get- 
chell,  KLIN,  Radio,  Lincoln,  Nebraska. 

Little  Rock,  Arkansas — new  negro  station — KOKY 
staffing — need  4  negro  DJ's  R&B  and  religious 
—accepting  applications  through  September  15 
— send  details,  experience,  and  picture  first  let- 

ter—John McLendon,  Box  1956,  Little  Rock  Ar- kansas. 

Combination  sportscaster-salesman  by  West  Coast 
network  affiliate.  All  major  sports  plus  some 
selling  and  servicing.  Tape  and  full  particulars 
to  KPUG,  Bellingham,  Washington. 

Two  top-notch  combo  men  being  transferred  into 
our  tv.  Need  men  of  equal  calibre  to  replace 
them  immediately.  Must  have  first  phone.  Send 
tape  and  resume  to  Ed  Mosley,  KREM,  Spokane, Washington. 

Have  opening  for  experienced  staff  announcer  at 
5000  watt  NBC  station.  One  of  the  finest  stations 
in  the  midwest.  Airmail  audition  tape,  photo, 
background  information,  references  and  salary 
expected  to  Jerry  Fahrenbruch,  Chief  Announcer, 
Radio  Station  KVGB,  Great  Bend,  Kansas. 

Vermont's  only  tv-am  operation  opening  for  radio 
announcer  with  lively  personality  and  interest  in 
creative  programming.  Salary  commensurate 
with  ability.  Tv  talent  opportunities.  Tape  ex- 

perience and  references  to  W.  C.  Dow,  WCAX, 
Burlington,  Vermont. 

Wanted:  Announcer  with  first  class  license.  Write 
or  phone  Ed  Allen,  WDOR,  Sturgeon  Bay,  Wis- consin. 

Wanted:  Experienced  announcer;  strong  on  play- 
by-play  sports.  Radio  Station  WEAV,  Plattsburg, 
New  York. 

Wanted — Settled  announcer  holding  first  class  li- 
cense permanent  position  with  benefits.  Send 

tape  and  full  particulars,  WEED,  Rocky  Mount, 
N.  C. 

Immediate  opening  for  seasoned  top-flight  an- 
nouncer. DJ  plus  play-by-play  football  and  daily 

sports  show.  Permanent.  Send  tape  and  resume. 
Production  Manager,  WENY,  Elmira,  N.  Y. 

WFNC,  Fayetteville,  North  Carolina,  needs  good 
announcer.  No  night  work.  Person  from  south- 

east preferred.  Good  working  conditions.  Write 
giving  educational  background,  experience  and 
biographical  sketch.  Send  tape  of  news  and  short record  show. 

i' 

i 

>1 

DO  YOU  HAVE  ALL  THREE? 

1 .  Character 

2.  Ability 

3.  Experience 

If  you  can  answer  YES  there  is  a  strong  ac- 
tive demand  for  your  services.  But  ...  it 

takes  more  than  a  quick  yes  to  land  the 
better  positions. 

The  successful  marketing  of  one's  services 
requires  the  application  of  scientific  selling 

practices  by  a  professional  organization,  with  nation-wide  contacts, 
exclusively  dedicated  to  the  broadcast  industry. 

We  invite  confidential  inquiries,  with  your  resume,  for  analysis 
of  advancement  opportunities. 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE,  INC. 

333  Trans-Lax  Bldg. 724  Fourteenth  St.,  N.  W. Washington  5,  D.  C. 

Page  110  ;  •    August  :27,,195&. Broadcasting   •  Telecasting 



RADIO RADIO RADIO 

Help  Wanted— (Cont'd) Help  Wanted— (Cont'd) Help  Wanted— (Cont'd) 

Announcers Announcers Technical 

Wanted  immediately,  experienced  morning  music 
man,  ability  to  work  with  music  library,  pro- 

gramming. Fast  growing  industrial-university 
community.  Salary  open.  Reply  WGAU,  Athens, 
Georgia. 

Growing  In  ratings  and  revenue.  We  need  the 
right  man  to  grow  with  us  .  .  .  strong  announcer- 
DJ  who  can  sell  and  be  sold  .  .  .  knows  all  kinds 
of  music  and  can  program  it  with  variety  and 
taste  for  afternoon  audience.  No  rock  and  roll. 
Solid  background,  mature  style,  pleasing  per- 

sonality .  .  .  everything  first  letter  .  .  .  inter- 
view later.  News,  commercials,  DJ  on  7^-15 

minute  tape.  $4,000  plus.  Mai  Morse,  WICH, 
Norwich,  Connecticut. 

Experienced,  top-notch,  DJ-newsman.  Top  sal- 
ary for  small  market.  Must  be  ready  to  go  im- 

mediately. Call  MCT,  WICY,  Malone,  New  York. 

Opening  for  experienced  announcer.  Bob  McKay. 
WKRM,  Columbia,  Tennessee. 

Announcer  with  minimum  of  one  year  commer- 
cial experience.  Will  not  consider  recent  gradu- 
ate or  AFRS  alumni.  Desire  man  with  mature 

voice  arid  judgement  for  staff  work  which  can 
lead  to  position  of  executive  responsibility.  Com- 

pany operates  several  stations.  All  applicants 
must  have  car.  Play-by-play  sports  experience 
an  advantage.  Reply  by  phone  your  expense  to 
Manager,  WLSH,  Lansford,  Pa. 

Immediate  opening:  Fulltime  announcer  wanted 
by  central  Pennsylvania  university  town  sta- 

tion. Write,  call,  or  write  Station  Manager, 
WMAJ,  State  College,  Pennsylvania. 

Opportunity  for  experienced  announcer  who  does 
all  around  excellent  job  with  DJ,  commercials, 
news.  Winning  personality,  selling  voice  to  build 
shows.  Send  tape,  resume  to  WMIX,  Mt.  Vernon, 
Illinois. 

FOREIGN 

SPOT  NEWS 

COVERAGE 

Spot  coverage  and  commentary  from  the 
troubled  Suez,  the  parley  in  London,  and 

broadcasts  from  Cyprus,  notes  and  inter- 
views .*  ith  dignitaries  and  international  news 

figures. 

Laurence  News  Features  offers  you  your  own 
staff  of  foreign  correspondents,  broadcasting 
over  your  station  from  the  news  capitals  of 

the  world — introducing  themselves  with  your 

call  letters  and  sponsors  ID's — exclusively  in 
your  area.  The  cost  is  so  amazingly  low 
you  will  hardly  believe  it. 

Wire  or  write  today  for  full  information  and 
an  audition  tape  produced  especially  for  your 
station. 

Laurence  News  Features 

245  E.  30th  St. 

New  York  16,  N.  Y. 

Florida  fulltime  network  station  needs  good  an- 
nouncer-engineer with  1st  ticket,  capable  of 

maintenance.  Lovely,  fast  growing  town,  famous 
South  Florida  ocean  beaches.  $85  week  to  start. 
WSTU,  Stuart,  Florida. 

Technical 

Southeastern  regional  needs  competent  engineer- 
announcer.  Pleasant  locality  in  up-and-coming 
area.  Excellent  equipment  and  working  condi- 

tions. Send  tape.  Write  giving  experience  and 
desired  salary.  Box  517A,  B-T. 

Chief  engineer,  with  accent  on  maintenance  and 
preferably  with  some  announcing  experience,  for 
a  remoted  operated  250  watt  independent  in  ma- 

jor southeast  market.  Excellent  opportunity  for 
right  man.  Please  furnish  references.  Box  519A, 
B'T. 

Help  wanted:  Immediate  opening  transmitter- 
engineer  .  .  .  first  phone  ...  in  Wisconsin's  va- cationland.   Box  527A,  B'T. 

Wanted — engineers  with  first  and  second  phone 
licenses.  Salary  will  depend  on  qualifications  and 
experience.  Range  $61.50  to  $105.00  per  week. 
Radio  and  television  jobs  available  immediately. 
Experience  not  required.  Write  Box  529A,  B»T. 

Top  engineer  wanted.  Thoroughly  experienced 
chief  engineer  for  remote  controlled  station.  A 
chance  for  freedom  of  operation  and  good  salary 
in  return  for  100%  efficient  engineering  operation. 
Apply  only  if  you're  sure  you  can  handle  every- thing between  the  mike  and  antenna  and  enjoy 
everything  connected  with  radio  and  engineer- 

ing.  Complete  details  to  Box  560A,  B»T. 

Studio  technical  personnel  for  radio  and  televi- 
sion operation  in  midwestern  metropolitan  mar- 
ket. Radiotelephone  first  license  required.  Very 

best  of  equipment,  and  excellent  employee  re- 
lationship. State  experience,  education,  draft 

classification  and  provide  a  recent  snapshot.  Box 

593A,  B-T. 

Wanted — first  class  engineer  who  can  serve  as 
disc  jockey.  Send  picture  and  state  experience. 
Box  638A,  B'T. 

Chief  engineer-announcer,  southern  California 
indie.  Excellent  market,  fine  opportunity  and 

wage  set-up.  Contact  Fred  D'Angelo,  KCSB,  San Bernardino.  California. 

Chief  engineer  for  combo  work  40  hours  weekly. 
Salary  consistent  with  combo  work  experience. 
Apply  KNOG,  Nogales,  Arizona,  immediately. 

Combination  man  with  first  class  ticket.  Should 
be  able  to  do  mike  work.  Good  opportunity  with 
new  station.  Contact  R.  Thomas  Gibson,  KZEE, 
Weatherford,  Texas. 

Engineer,  announcer  250  watt  independent  90 
miles  from  New  York.  Must  be  able  to  maintain 
station  and  do  good  announcing  job.  Salary 
commensurate  with  ability.  Write  Manager, 
WDLC,  Point  Jervis,  New  York. 

Man  with  first  license,  some  announcing,  trans- 
mitter and  studio  maintenance.  Car.  Will  con- 

sider straight  operator.  Salary  open  and  will 
depend  on  ability  and  experience.  A  good  op- 

portunity for  family  man  to  settle  permanently 
in  a  growing  community  of  15,000  in  the  northern 
Shenandoah  Valley.  Contact  Station  Manager, 
WEPM,  Martinsburg,  West  Virginia. 

1st  class  engineer  wanted — possibility  of  becom- 
ing chief  of  day  and  night  station.  Contact  Chief 

of  WGSM,  Huntington,  Long  Island. 

RADIO-TV  PEOPLE 

ARE  OUR  BUSINESS 

Right  now  we  have  several  out- 
standing hroadcasting  people 

available  for  employment.  If 

you  have  a  Radio  or  TV  per- 
sonnel need  contact  .  .  . 

NATIONAL  RADIO  &  TV 

EMPLOYMENT  SERVICE 

5th  Floor 
1627  "K"  Street,  N.  W. 

Washington  6,  D.  C. 

ANNOUNCERS 

—TOP  PAY 

Yes,  announcers  demand  top  pay  and  get 

it — announcers  with  first  class  tickets.  If  you 
are  ambitious  to  increase  your  earning 

power — or  a  beginner  who  needs  that  first 
big  break — a  first  class  FCC  license  is  your 
ticket  to  success.  Grantham  School  of  Elec- 

tronics, a  nationally  famous  school  specializing  in  FCC  license  training  can  prepare 

you  quickly  and  easily  to  pass  that  all-important  FCC  examination. 

Correspondence  or  Resident  classes 

If 
Our  Guarantee 
you   should  fail  the 

FCC  exam  after  finishing 
our  course,  we  guarantee 
to  give  you  additional 
training  at  NO  ADDI- TIONAL COST. 

FCC-Type  Exams 
FCC-type  tests  are  used 
throughout  the  Grantham 
course.  Constant  practice 
with  these  FCC-type  tests 
helps  you  prepare  for  the actual  FCC  examination. 

FREE  PLACEMENT  SERVICE 

GRANTHAM  SCHOOL  OF  ELECTRONICS 

Desk  W-2 
82 11 9th  St.,  N.W.,  Washington  6,  D.  C. OR Desk  H-2 1 505  N.  Western  Ave.,  Hollywood  27,  Calif. 

Please  send  me  your  free  booklet,  telling  how  I  can  get  my  FIRST  CLASS 
FCC  license  quickly.  I  understand  there  is  no  obligation  and  no  salesman will  call. 

Name  

Address_ 

_City_ 

.State. 
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RADIO RADIO RADIO 

Help  Wanted— (Cont'd) Situations  Wanted — (Cont'd) Situations  Wanted — (Cont'd) 
Technical Managerial Managerial 

WINR,  Binghamton,  N.  Y.,  needs  man  with  first 
class  radiotelephone  license.  Write  WINR,  58 
Exchange  Street,  Binghamton,  N.  Y.  Phone  4-5231. 

First  class  engineer  to  maintain  500  watt  direc- 
tional.  Bensman,  WSHE,  Sheboygan,  Wiconsin. 

WTOC,  5kw  directional,  Savannah,  Georgia,  needs 
first  class  engineer.  Send  complete  qualifications, 
references  and  photograph  to  Chief  Engineer. 

1st  phone  engineer.  Chance  for  advancement, 
send  full  details  to  Dan  Williams.  WVOT,  Wilson, 
North  Carolina. 

Wanted:  Engineer-announcer  combination  around 
September  1st.  Pleasant  working  conditions,  top 
pay  for  right  man.  Call  Ed  Wilson,  Orange,  Va., 
7263,  collect. 

Programming-Production,  Others 

Program  director.  Top-rated  news  and  music 
station  in  large  Ohio  city.  Solid  background  in 
pop  music  and  news,  with  ability  to  supervise 
personnel  essential.  Exceptional  opportunity. 
Unless  you  have  proven  record  as  assistant  pro- 

gram director  or  program  director  in  big-time, 
independent  operation,  do  not  apply.  Confiden- 

tial. Box  537A,  B-T. 

Sales  promotion  manager.  Fine  opportunity  ope*i 
for  young  man  able  to  type  and  draw  with  good 
ideas  for  radio  promotion.  Write  Box  562A,  B«T. 

Newsman-experienced  desirable.  Emphasis  on 
delivery.  Morning  shift  after  break-in.  WHHH, Warren,  Ohio. 

Situations  Wanted 

Managerial 

I'm  no  magician  but— if  you  have  the  facilities 
and  a  market,  I  can  make  your  station  pay  off. 
Top  ratings  in  90  days.  Over  20  years  operating 
experience.  Presently  gainfully  employed  but 
seek  a  market  half  million  or  more.  Moderate 
salary  plus  percentage  of  gain.  Box  502A,  B-T. 

Manager:  Investigate  before  you  invest!  Fac- 
tual outline,  administrative  and  personal  sales 

record;  bonafide  details  and  figures;  top  accred- 
ited industry  reputation;  substantial  local/na- 

tional sales  know-how  business  getting  ability. 
On  vour  desk — at  your  request!  Nothing  to  lose. 
Confidential.   Box  518A,  B«T. 

Successful  manager  wants  Alabama,  Georgia  or 
northeast  Florida.  Excellent  salesman,  adminis- 

trator and  1st  class  engineer.  Box  580A,  B-T. 

Manager — long  experience  in  radio  management 
seeking  connection  as  station  manager.  Know 
and  prefer  southern  market.  Strong  salesman- 

ship, showmanship.  Plenty  know-how,  energy, 
gets  things  done.  Excellent  character  and  refer- 

ences.  Box  589A,  B-T. 

Manager  with  outstanding  sales  and  program- 
ming record  is  interested  in  association  with  mid- 
west major  market  or  medium  market  independ- ent as  sales  manager.  Present  earnings  in  five 

figure  bracket.  Will  also  consider  stock  option 
program  in  lieu  of  certain  salary  considerations. 
Only  stations  seeking  permanent  and  long  term 
sales  management  need  apply.  I  am  a  family 
man  who  is  interested  in  making  a  lifetime  con- nection in  a  market  in  excess  of  50,000  in  the 
midwest.   Box  596A,  B-T. 

Experienced  general  manager — am-tv — currently 
heading  top-rated  small  market  network  opera- 

tion. Have  fine  New  York-Chicago  agency  and 
advertiser  contacts.  Want  to  relocate  with  pro- 

gressive operation  seeking  first-rate  sales  results 
and  economical  operation.    Box  617A,  B-T. 

Top-flight  general  manager  available  immediate- 
ly. Industry  veteran  with  excellent  working 

knowledge  of  all  phases  of  radio  and  television. 
Looking  for  medium  to  medium-large  market 
where  I  can  build  your  sales  from  red  to  black 
in  a  short  time  (have  one  of  the  finest  sales  rec- 

ords and  pride  myself  on  sharp  economical  opera- 
tion). For  complete  details  and  background, 

Write  Box  618A,  B«T.  Confidential. 

Well  known  radio  executive  leaving  present  post. 
Would  like  thriving,  competitive  medium  market, 
where  sales  knowhow  and  sharp  programming 
will  pay  dividends  for  both  you  and  myself.  Have 
finest  industry  references  and  top  record.  Write 
Box  619A,  B-T. 

Manager.  Experienced  independent  and  network. 
Small  or  medium  midwest  market,  Box  623 A, 

B-T. 

Manager  with  go-getting  sales  ability  proven 
record,  contagious  enthusiasm  for  radio  plus  chief 
engineer.  Moderate  salary,  plus  percentag;.  Best 
character,  technical  and  other  references.  Box 

628A,  B-T. 

Salesmen 

Commercial  manager.  High  calibre  salesman,  as 
good  as  the  opportunity,  no  better.  Announcer, 
first  class  license,  if  necessary.  Box  587A,  B-T. 

Salesman-sportscaster.  Career  radioman,  25,  mar- 
ried, vet,  college  graduate.  High  salesman  7  of 

9  months  at  southwestern  kilowatt.  Desire  sales- 
sports  combination.  Substantial,  solid  midwest- 
em,  eastern  operation.  Now  $470  medium  mar- 

ket. Box  601A,  B-T. 

Bargain  hunters,  please  note — here's  a  two  for 
the  price  of  one  deal  that  you  can't  afford  to miss.  Salesman-announcer  with  10  years  sales 
experience,  recent  broadcasting  school  graduate, 
presently  employed.  Will  work  on  sales  commis- 

sion, no  salary  required.  New  York,  New  Jersey, 
Connecitcut,  Pennsylvania.  Box  614A,  B»T. 

Announcers 

Sportscaster:  Excellent  play-by-play.  Top  rated 
television  and  radio  sports  shows.  Desires  good 
sports  television  and/or  radio  station  position. 
News  and  special  events.  On-camera  commer- 

cials.  Presently  employed.   Box  293A,  B-T. 

LAWRENCE  DUFAULT TERRY  GILLIGAN JOAN  FIELDS CHARLES  SWANN ELIZABETH  ATKINS JIM  WHITE CHARLES  SANSING 

TELEVISION  PRODUCTION  EXPERIENCED 

WALT  DOAN PAULINE  FOSS 

ANYONE  INTERESTED 

who  would  like  to  receive  our  national 

publication,  TELEVIEWS,  please  let  us 
know  and  we  will  be  happy  to  send  it 
to  you  at  no  cost  or  obligation. 

VINCE  COYLE 

These  People  have  just  completed  their  training  in 

Television  Production  with  Northwest,  which  included 

extensive  work  in  one  of  our  commercially  equipped 

studios  under  the  direction  of  experienced  TV  per- 

sonnel. People  like  these — with  TV  studio  training 

and  production  experience — are  now  available  in  YOUR  area. 

Though  well-versed  in  TV  know-how,  you  will  find  them  highly 

adaptable  to  your  station's  way  of  doing  things. 

Call  Northwest  FIRST! 

Contact  John  Birrel,  Employment  Counselor,  for  immediate  details. 

NORTHWEST 

RADIO  &  TELEVISION 

SCHOOL 
HOME  OFFICE; 

I 
1221  K.  W.  21st  Avenue 

Portland,  Oregon  •'  CA  3-7246 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 
HO  4-7822 

CHICAGO,  ILLINOIS   540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C   1627  K  Street  N.  W. 
RE  7-0343 
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RADIO RADIO TELEVISION 

Situations  Wanted —  (  Cont'd  ) 
Announcers 

Former  singing  DJ,  50,000-watt  radio;  show  busi- 
ness background;  family  man;  presently  em- 

ployed staff  announcer;  3  years  experience.  In- 
terested in  permanent  position  tv  or  radio  as  staff 

announcer,  staff  singer,  possible  kiddie  show.  Box 
346A,  B'T. 

Country  DJ.  Guitar-wardrobe.  Other  phases  an- 
nouncing. Third.  Progressive  low  turnover  only. 

Available  Sept.   Box  464A,  B'T. 

Seven  years  experience,  play-by-play.  Sports  di- 
rector and  staff.  Two  years  sales.  All  phases. 

Married,  vet.   Box  524A,  B'T. 

Eight  years  midwest  radio-tv.  Excellent  morning 
man  .  .  .  commercials  .  .  .  news.  Larger  market 
wanted.  Best  references  .  .  .  family  .  .  .  sober. 
Might  travel.   Box  584A,  B-T. 

Experienced  announcer-radio  and  television. 
Versatile,  mature,  reliable.  Strong  on  news,  com- 

mercials. Highest  references.  Seeking  good  mar- 
ket, preferably  northeast.   Box  585A,  B'T. 

Experienced  enthusiastic  DJ.  Build  good  bal- anced record  shows  for  morning,  afternoon  or 
night.  Have  fast  moving  alert  morning  with 
personality  and  top  rating.  Excellent  delivery  on 
commercials.  Make  personal  contact  with  spon- 

sors. Idea  man.  Family  man.  Clean  habits.  Top 
salary.  Tape  and  photo  on  request.  Box  586A, 
B'T. 

Top  negro  DJ  would  like  afternoon  or  night  show. 
Commercialist,  college.  Will  travel  anywhere. 
Available  now.   Age  22.   Box  592A,  B'T. 

Negro  DJ  want  second  chance:  Have  good  per- 
sonality, very  dependable.    Box  594A,  B'T. 

Good,  versatile  voice  with  school  background. 
Looking  for  good  spot.   Box  597A,  B'T. 

Prefer  women's  news  and  especially  commercials. 
Inexperienced  but  very  willing  to  leaTn.  Loca- 

tion optional.   Box  598A.  B'T. 

Combo  man:  Presently  employed.  All  phases, 
radio.  Experienced  scanner,  projector  man.  Some 
television  board,  camera  operation.  Desire  south- 

west or  west.   Box  602A,  B'T. 

Situations  Wanted — (Cont'd) 
Announcers 

Negro  announcer-engineer-lst  class  phone  strong 
on  interviews,  production  of  public  service  pro- 

grams. Experienced  also  in  copywriting.  Box 
637A,  B'T. 

Experienced  staff  announcer,  married,  family, 
wishes  to  relocate  in  Florida  but  will  consider 
any  reasonable  offer.  Strong  on  all  phases  radio 
and  television.    Box  640A,  B'T. 

Staff  announcer.  Broadcasting  schcol  graduate. 
Strong  on  narration,  news.  Joe  Baisc,  2607  N. 
Lamon  Avenue,  Chicago  39,  Illinois.  Berkshire 7-9289. 

5  years  radio.  1st  phone.  Excel — announcing, 
continuity,  programming,  news.  Some  sports. 
No  maintenance.  Absolute  minimum  $90,  forty 
hours.  Prefer  west,  southwest,  northwest,  con- 

sider all  areas.  Married.  Guy  Christian,  Bel 
Aire  Motel,  Highway  6.  Sterling,  Colorado. 

DJ,  copywriter.  3  years  experience.  Available 
immediately.  Bob  Ferris,  630  Dumont  Ave., 
Brooklyn  7.  N.  Y.    HYacinth  8-1075. 

Qualified  announcer  with  3rd  class  ticket  .  .  . 
theatrical  background  .  .  .  broadcast  graduate 
with  experience  desires  southern  California  job. 
Stable  family  man.  Woody  Jay,  9101//2  North Virgil  Ave.,  Los  Angeles,  California. 

Colored  female:  Young,  aggressive;  familiar  with 
all  phases  of  radio.  Available  immediately.  Z. 
Palmer,  7948  Wabash,  Chicago,  111. 

Technical 

Engineer,  28,  desires  chief  engineer,  or  chief- 
manager  position.  Have  chief,  am-fm  experi- 

ence, remote  operation.  College  and  technical 
schooling.  Formerly  engineer  with  national 
known  company.  Box  599A,  B'T.  Desire  position in  southeast. 

Chief  engineer,  announcer,  sales,  continuity, 
news,  heavy  local  programming.  TE  5634.  5942 
Goodwin,  Dallas,  Texas. 

Program m ing-Production ,  Others 

Help  Wanted 
Salesmen 

Wanted:  Tv  times  salesman,  in  the  nation's  fast- est growing  market.  Must  have  sales  experience 
however  tv  experience  is  not  necessary.  Liberal 
salary,  draw  and  commission.  Contact  Mike 
Kitay,  KTVR.  Denver,  Colo.,  or  Hugh  Larue, 
WINS,  New  York. 

Top-notch  salesman  for  top-notch  tv  station  in 
rich  market.  WFMY-TV,  Greensboro,  North 
Carolina,  wants  to  hire  a  man  of  high  calibre, 
excellent  sales  record,  good  character,  keen 
judgement  and  pleasant  personality,  to  represent 
station  as  account  executive.  Substantial  base 
salary  plus  good  commission.  Send  detailed  in- 

formation and  small  photo.  WFMY-TV  operation 
and  Greensboro  market  will  pleasantly  surprise 
you.  Position  available  immediately.  Send  at- 

tention Commercial  Manager. 

Announcers 

Experienced  announcer  for  large  eastern  network 
affiliate.  Straight  commercial  announcing  and 
booth  work.  Give  full  resume  and  expected 
salary.    Box  483A,  B«T. 

Announcer-director.  Commercial  vhf  has  imme- 
diate opening  for  on-camera  announcer  with 

directing  background.  Must  have  commercial 
experience.  Salary  open.  Send  resume,  picture, 
tape  and  salary  requirements  to  Program,  Direc- 

tor, KOMU-TV,  Columbia,  Missouri. 

Good  commercial  announcer  needed  immediately. 
Must  have  commercial  broadcasting  experience. 
Send  resume,  complete  with  tape  and  photo,  to 
Charles  J.  Carey,  WNEM-TV,  814  Adams  Street, 
Bay  City,  Michigan. 

Technical 

Have  immediate  opening  for  transmitter  operator. 
Duties  will  also  include  remote  television  pick- 

ups.  Full  details  first  letter.   Box  520A,  B'T. 

Kinescope  operator  for  major  metropolitan  sta- 
tion, top  salary,  liberal  benefits,  good  secure  fu- 
ture. Box  583A,  B'T. 

Have  immediate  opening  for  transmitter  opera- 
tor. Northwestern  Pennsylvania.  Duties  will 

also  include  remote  television  pick-ups.  Full 
details  first  letter.   Box  613A,  B'T. 

8  years  experience.  Seeking  employment  with 
top  station  that  realizes  full  value  of  successful 
personality  show.  27  and  looking  for  a  permanent 
— and  I  mean  permanent  position.  Box  607A,  B'T. 

Recent  broadcasting  school  graduate  with  first 
phone  license  seeks  position  at  small  northeast 
station.  Age  24,  single,  veteran.  Interested  in 
all  phases  of  radio.  Experience,  not  wages,  prime 
factor.    Box  610A,  B'T. 

Experienced  DJ-announcer.  Currently  with  top- 
rated  medium  market  eastern  station.  Seeks  re- 

location with  progressive  operation.  Thorough 
knowledge  all  phases.  Finest  references.  Box 
611A,  B'T. 

Experienced  staff  announcer — excellent  news 
commercial  any  way  you  want — pleasant  jockey 
want  a  start  at  sport  station.  Play-by-play.  Box 
620A,  B'T. 

Negro  rock  and  roll  record  spinner — convincing 
commercialist — experienced,  veteran,  will  travel, 
tape  available  Box  621A  B.T. 

Experienced  announcer  -  DJ  -  writer,  thorough 
knowledge  programming,  production,  desires  ma- 

jor market  northeast.  Authoritative  news,  re- 
laxed, informal  DJ,  sincere  commercial  delivery. 

Box  622A,  B.T. 

New  England  announcer,  two  years  experience  in 
deejay,  news,  commercials,  seeks  personality  job 
in  Connecticut,  New  York,  Pennsylvania,  New 
Jersey.    Box  624A,  B'T. 

Announcer:  3  years  experience;  married;  want 
progressive  operation  to  settle,  learn,  and  earn, 
Box  627A,  B'T. 

Announcer-salesman,  presently  employed  produc- 
tion department  network-owned  50kw.  Desire 

air  experience  with  aggressive  small  station. 
Prefer  Minnesota,  consider  all.   Box  629A,  B'T. 

Experienced  announcer — well  schooled  in  all 
phases  of  both  radio  and  television — proven  sales 
ability — references — prefer  State  of  Michigan. 
Box  634A,  B'T. 

Program  director,  other  supervisor.  9  years  ex- 
perience radio-tv.  Presently  employed  respon- 

sible position  major  50k\v.  Would  like  to  put 
my  experience  and  knowledge  to  work  for  good 
small  station.  Young  man,  single.  Box  582A, B'T. 

California  stations  attention  .  .  .  news  editor  .  .  . 
woman  .  .  .  now  employed  .  .  .  would  relocate 
in  your  state  where  she  was  born.  Box  603A, 
B'T. 

Radio-tv  newsman:  Six  years  experience  (3  ra- 
dio, 3  tvl.  Presently  news  director  100,000  watt 

vhf-tv.  Can  do  outstanding  job  both  gathering 
news  and  on-the-air  reporting.  Tape,  pic,  back- 

ground on  request.  26,  married.  Box  609A,  B-T. 

Dreamer  and  realist  seeks  production  and  copy 
experience  radio  or  tv.  Vet.  27.  September  grad 
BA,  cum  laude:  English;  music;  drama.  Tape, 
resume,  photo.    Box  641A,  B'T. 

Transmitter  engineers  for  aggressive  vhf,  DuMont 
experience  preferred,  however  will  consider  any 
man  with  good  technical  background.  Send  de- 

tails, schooling  experience,  family  status,  photo, 
salary.  Chief  Engineer,  KERO-TV,  1420  Truxton 
Ave.,  Bakersfield.  California. 

Studio  video  technician,  permanent  position. 
Give  experience:  especially  maintenance.  Salary 
expected,  and  recent  snapshot.  KRMA-TV,  13th 
&  Welton  Streets,  Denver,  Colorado. 

WTOC-TV,  Channel  11,  Savannah,  Georgia,  needs 
first  class  engineer.  Send  complete  qualifications, 
references  and  photograph  to  Chief  Engineer. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 

508G.  B'T. 
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TELEVISION TELEVISION FOR  SALE 

Help  Wanted— (Cont'd) 

Programming-Production,  Others 

Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.    Box  509G,  B'T. 

Experienced  tv  continuity  writer  wanted  imme- 
diately. Opportunity  to  grow  with  young,  full 

power  vhf  net  station  in  rich  market.  Need  per- 
son with  tv  know-how  and  originality.  Excel- 
lent opportunity  for  right  person.  Box  590A, B'T. 

•Tv  traffic  department.  Excellent  opportunity  to 
build  long-range  career  with  one  of  California 
leading  broadcasters.  Typing  55wpm.  Short- 

hand helpful,  experience  tv  traffic  preferable. 
Age  19-35.  KCRA-TV,  310  Tenth  Street,  Sacra- 

mento, California.    Hudson  1-4631. 

Opening  at  once  in  traffic  and  copy  departments. 
Man  or  woman  acceptable.  Mail  resume  and  ref- 

erences to  operations,  KHAS-TV,  Hastings,  Ne- braska. 

Girl  Friday  for  Colorado  Springs  sales  office 
KKTV.  Secretarial  experience  and  outside  sales 
service  work;  copywriting  ability  desirable.  Ex- 

cellent opportunity  in  pleasant  climate.  Send 
full  details  Catharine  Bailey,  Station  KKTV, 
Colorado  Springs,  Colorado. 

Excellent  opportunity  for  alert  promotion  man. 
WFMY-TV,  Greensboro,  North  Carolina,  needs 
a  promotion  director.  Must  have  experience  in 
radio  and/or  television.  Job  entails  supervision 
as  well  as  execution  of  newspaper  advertising, 
program,  station  and  market  promotion  in  trade 
press,  on  the  air  promotion,  research  and  devel- 

op sales  promotion  aid.  This  is  a  3-person  de- 
partment in  a  progressive  station.  Send  full  de- 

tails on  training  and  experience,  along  with 
photo. 

Expanding  operation  needs  cameraman,  projec- 
tionist, announcer-news  man.  Write  Program 

Director,  WHTN-TV  Huntington,  West  Virginia. 

Situations  Wanted 

Managerial 

Television  manager  available.  Finest  sales  rec- 
ord. Seeking  progressive  operation  that  needs 

sales  boost.    Full  details,  write  616A,  B'T. 

Top-flight  general  manager  available  immediate- 
ly. Industry  veteran  with  excellent  working 

knowledge  of  all  phases  of  radio  and  television. 
Looking  for  medium  to  medium-large  market 
where  I  can  build  your  sales  from  red  to  black 
in  a  short  time  (have  one  of  the  finest  sales 
records  and  pride  myself  on  sharp  economical 
operation).  For  complete  details  and  back- 

ground, write  Box  618A,  B'T.  Confidential. 

Announcers 

Experienced  tv  announcer,  director,  writer,  air 
personality.  Presently  employed.  Seeking  per- 

manent position  with  progressive  station  empha- 
sizing live  programs  and  commercials.  Box  500A, B-T. 

Technical 

Engineer,  9  years  am,  fm,  2\'2  years  tv  transmit- 
ter. Also  interested  in  tv  studio  operations.  Best 

references,'  Prefer   western   states.    Box  588A, R.T  ' 

Engineer,  vet,  desires  tv  transmitter,  studio  work. 
Have  chief  engineer,  am-fm  experience.  For- 

merly engineer  for  national  known  corporation. 
Technical  and  college  training.  Desire  position  in 
southeast.  Box  600A,  B'T. 

Situations  Wanted — (Cont'd) 

Programming-Production,  Others 

CBS  newsman  in  major  market  looking  for  tv 
opportunity,  air  work,  writing,  administrative. 
Will  relocate.    Box  396A,  B-T. 

Program  director,  air  personality,  writer.  Solid 
tv  programming-production  background.  Pres- 

ently employment.  Desire  PD  position  small  to 
medium  market.  Replies  promptly  acknowledged. 
Box  501A,  B-T. 

Attention  tv  newsrooms:  Top-notch  news  re- 
porter desires  change.  Fifth  year  with  same  na- 
tional sponsor,  preparing  and  delivering  their 

television  news  strip  across  the  board  in  major 
eastern  city.  Ten  years  radio  experience — 38 — 
married.  If  you  can  afford  to  pay  for  outstand- 

ing news  presentation — let's  talk  things  over. 
Box  604A,  B-T. 

Tv  producer-director:  3  years  with  100,000  watt 
vhf-tv.  Experienced  producer-director,  switcher, 
cameraman  .  .  .  learned  the  hard  way,  by  doing 
it!  26.  married.  Will  make  change  to  move  back 
to  midwest.  Available  October  1st.  Box  608A, B-T. 

Capable,  conscientious,  cameraman  floorman. 
Married.  Experienced  all  studio  operation.  Best 
references.    Box  615A,  B'T. 

Ten  years  experience,  all  phases,  radio  and  tv, 
announcer,  production,  programming,  sales,  film, 
traffic  .  .  .  veteran,  29,  married,  university  grad- 

uate .  .  .  will  relocate  .  .  .  seeks  good  position 
with  permanent  future.    Box  625A,  B-T. 

Director-producer  with  musical  and  dramatic 
background,  3  years  experience  with  major  mid- west network  affiliate  wishes  to  relocate  with 
progressive  station  in  larger  market.  Box  632A, B-T. 

FOR  SALE 

Stations 

Florida  secondary  market,  coastal,  $39,000  total, 
$14,000  will  handle.  Paul  H.  Chapman  Co.,  84 
Peachtree,  Atlanta. 

Major  market  suburban  station,  recent  months 
netting  $2,000  each,  priced  at  $90,000— terms  avail- able to  responsible  parties.  Paul  H.  Chapman, Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Also  two  Florida  stations,  both  under  $65,000.00. 
Both  need  good  owner-managers.  Terms  can  be 
arranged.  See  John  Hanly. 

Eastern  fulltime,  grossing  around  $125,000.00. 
Operating  costs,  $100,000.00.  Combo  operation. 
Asking  $130,000.00.  Terms  open.  See  John  Hanly. 

Northeastern  fulltimer.  Excellent  for  owner- 
manager.  Small  market,  small  operation  with 
good  lease  situation.  Low  overhead,  breakeven 
operation.  Asking  $42,500.00,  at  least  50%  down. 
See  John  Hanly. 

Southeastern  fulltime,  combo  operation.  Staff 
of  nine.  Grossing  about  $65,000.00,  asking  $53,- 
000.00  $18,500.00  down  with  land  and  building, 
or  $43,500.00  without.  $15,000.00  down.  See  John Hanly. 

New  England  daytimer,  single  market.  Estab- lished station  in  black.  Asking  $48,000.00,  all  cash. 
See  John  Hanly. 

Eastern  fulltime.  Gross  around  $125,000.00.  Oper- 
ating costs,  $100,000.00.  Salaries,  $52,000.00.  Ex- cellent frequency.  Asking  $125,000.00,  $50,000.00 cash.   See  John  Hanly. 

Stations 

For  the  best  station  buys  in  the  east  and  south. 
Call  John  Hanly,  1737  De  Sales  Street,  N.  W., 
Washington,  D.  C.    Executive  3-2185. 

Equipment 
RCA  TT-5A  high  band  transmitter,  factory  con- 

verted to  air  cooling.  Box  532A,  B'T. 
6  walnut  wall  schedule  boards,  divided  into  15 
minute  segment  for  an  18  hour  day.  Box  581A, 
B'T. 

Minitape  tape  recorder  .  .  .  over  the  shoulder 
portable  l\'z"  battery  operated  in  first  class  con- dition. Looks  and  runs  like  new.  Has  been  used 
tops  of  50  hours  and  probably  less.  Cost  $265. 
First  check  for  $165  delivers  this  ready-to-operate 
professional  portable  complete  with  microphone 
and  battery  charger.  General  Manager,  WACE, Chicopee,  Mass.  y 

For  sale — 150  ft.  self-supporting  IDECO  tower, 
insulated.  Call  or  write  WARK,  Hagerstown, 
Maryland. 

REL  type  695  50  watt  transmitter  and  receiving 
units.  Whipe  and  receiving  dipole,  35  ft.  windup 
mast  and  trailer.  Now  operating  on  153.11  meg. 
Contact  WCEC,  Rocky  Mount,  N.  C. 

For  sale:  Used  Western  Electric  451 -A-l  250  watt 
am  transmitter.  Would  be  ideal  for  Conelrad 
use.  Two  1240kc  crystals  and  spare  tubes  in- 

cluded. Contact  Radio  Station  WEBQ,  Harris- 
burg,  Illinois. 

Gates  250-A  transmitter,  complete  with  crystals 
for  1240  kilocycles.  Lots  of  spare  tubes.  First 
$350.00  gets  it.  F.O.B.,  LaGrange.  Ed  Mullinax, 
WLAG,  La  Grange,  Georgia. 

For  sale:  Scully  disc  recorder,  late  model  man- 
ually operated  machine,  excellent  condition.  Also, 

Model  200  Ampex  tape  machine,  30  and  15  inch 
speed.  Address  WSM,  Inc.,  Nashville  3,  Tenn. Attention:  Technical  Director. 

Keep  working  capital  free.  Lease  needed  studio, 
transmitter,  office  fixtures,  aircraft,  a-utos,  etc. 
Anywhere  U.  S.  A.  Gene  O'Fallon  &  Sons,  Inc., 
639  Grant,  Denver.    AM  6-2397. 

Stabilene.  Automatic  voltage  regulators  .  .  .  brand 
new — in  original  cases.  Type  EM  6210Y — electro- mechanical. 10KVA.  Nominal  output;  239  volts, 
3  phase.  Input  voltage  range:  195-225  V.  50/60 
cycles,  3  phases.  Output  voltage  range:  220-240  V. 
Output  current:  25  amps.  Mfg.  by:  Superior  Elec- 

tric Co.  Our  price,  $495.00  each,  F.O.B.  Jersey 
City,  N.  J.  Surplus  Merchandise  Dealers,  408 
Communipaw  Ave.,  Jersey  City,  Zone  4,  New 
Jersey. 

Best  offer  takes  insulated  self-supporting  150  ft. 
tower.   Call  REpublic  7-8000,  Washington,  D.  C. 

Magnecord  M81CX  used  50  hours,  new  condition, 
$525.00.  Ampex  450B  brand  new,  $575.00.  Berlant 
TWR-2,  used  35  hours,  new  condition,  $395.00. 
Box  221,  Lebanon,  Tennessee. 

688'  guyed  401b  windload  tv  tower  complete  with 
"A5"  lighting,  ladder  and  guys.  National  Steel 
Erectors  Corp.,  P.  O.  Box  1612,  Muskogee,  Okla- 
homa. 

WANTED  TO  BUY 

Stations 

Corporation  with  management  experience  and 
limited  capital  wants  to  buy  small  market  broa-d- 
cast  station.  Replies  confidential.  Box  511A,  B'T. 

Private  sales.  Dignified  personal  service.  Texas, 
Colorado.  Oklahoma,  Arkansas,  Kansas,  Mis- 

souri. Ralph  Erwin,  Licensed  Broker,  1443  South 
Trenton,  Tulsa. 

Equipment 
Wanted:  One  used  live  camera  chain.  Prefer 
field  power  supply  and  control  unit.  Box  525A, 

B'T. 

Wanted:  Used  RCA  BC-2B  or  GE  BC-l-A  console 
in  good  condition.  State  price.  Box  550A,  B'T. 

Wanted — used  kilowatt  transmitter,  cheap;  20,- 
000'  ground  wire;  180'  tower.  All  details  first  let- 

ter.  Box  605A,  B'T. 

Cash  for  self-supporting  tower  suitable  am  be- 
tween 360  and  410  feet.  KBRO,  Bremerton,  Wash- ington. 

I  have  an  opening  far  a  capable* 

experienced*  hard-hitting  Sales 

3Manager,  Salary  and  override. 

3 1 wist  be  able  to  furnish  references 

as  to  integrity  and  performance. 

Apply 

Box  644A9  B*T 
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WANTED  TO  BUY RADIO 
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Equipment 

Wanted:  Used  noise  and  distortion  meter  com- 
plete with  R.F.  detector,  also  oscillator  in  good 

condition.    WBKH,  Hattiesburg,  Mississippi. 

Fm  transmitter  and  monitor.  1,  3,  or  10  kilo- 
watt. Prefer  GE  or  RCA.  Also  transmitter  re- 

mote control  equipment.  Box  221,  Lebanon,  Ten- nessee. 

Miscellaneous 

Emil  Anderson  former  of  WDEH,  Sweetwater, 
Tennessee,  wanted  by  Stuart  Underwood,  KDKD, 
Clinton,  Missouri. 

INSTRUCTION 

FCC  license  training — correspondence  or  resi- 
dence. Resident  classes  held  in  Hollywood  and 

Washington.  Beginners  get  FCC  1st  class  license 
in  3  months.  For  details  write  Grantham  School, 
Dept.  B,  821  19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  flrst  phone  license.  Start  Immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W.,  Wash- ington, D.C. 

FCC  first  phone  license.  Concentrated  speed 
course.  New  class  begins  September  17th.  Monty 
Koffer,  743  Hendrix  Street,  Brooklyn  7,  N.  Y. 

RADIO 

Help  Wanted 

Managerial 

NEW  YORK  REP 

Seeking  working  partner,  prefer- 

ably one  with  station  connections. 

Write  in  confidence  to: 

Box  636A,  B#T 

 ^  

Programming-Production,  Others 

RADIO  PRODUCTION 

MANAGER  WANTED 

We're  looking  for  a  man  to  fill  a  big  job 
at  a  great  clear  cbannel  radio  station. 
We  want  a  production  manager.  He  must 
be  resourceful,  energetic  and  creative. 
He  must  know  bow  to  administer  a  large 
staff  of  experienced  broadcasters  and 
production  people.  He  must  be  able  to 
handle  the  problems  of  live  musical  va- 

riety, farm,  news  and  recorded  music 
programs.  He  must  be  able  to  cope  con- 

structively and  imaginatively  with  the 
problems  of  a  competitive,  big-city  mar- 
ket. 

The  man  we're  looking  for  must  have  had 
station  experience,  and  a  lot  of  it.  No  air 

work  required  for  this  job.  We'll  pay 
good  money  to  the  right  man,  and  the 
opportunities  for  advancement  are  un- 

limited. Send  complete  information  on 
your  experience,  education  and  capabil- 

ities. Also  a  small  photo.  Replies  con- 
fidential. 

Box  635A,  B«T 

Situations  Wanted 

Managerial 

GENERAL  MANAGER 

.  .  .  with  20  plus  years  of  excel- 

lent experience  with  two  top 

flight  major  market  stations. 

Knows  programming,  sales 

management,  promotion  and 

agency  -  representative  con- 

tacts. Have  a  proven  record 

and  excellent  references. 

Box  572A,  B«T 

Announcers 

Veteran  announcer  seeks  opportunity 

to  do  morning  clock  tie-in  show  for 
progressive  station.  Solid  commercials, 
good  habits,  best  references. 
Also,  tremendous  experience  behind 
mike  other  phases  of  broadcasting. 
Now  employed  top  net  station  large 

market.  Salary  plus.  No  floater,  mar- 
ried, educated,  reliable. 

Box  633A,  B»T 

FOR  SALE 

Equipment 

TOWERS 

RADIO— TELEVISION 
Antennas  Coaxial  Cubic 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 

$    FOR   SALE  * 
1 — TTU  IB  Transmitter  (Channel  J 
53)  * 

1 — TK20D  Film  Camera  * 
1 — TK34  Firing  Spot  Scanner  + 

J  All    RCA   Equipment.     Very   slightly  + 
used.   Make  o£fer.   Write  J 

Box  642A,  B»T  * 

MISCELLANEOUS 

NOTICE 
One   Shure  Microphone,  Model  300.  Ser. 
2642 
Two  Altec  Microphone  System  Model  M20, 
Ser.  1129  and  1130 
One  Electro  Voice  Filter-type  Microphone 
One  Electro  Voice  Microphone  slim-line- type 
One  Mcintosh  Amplifier,  Model  150A,  Ser. 
721G 
Two  General  Electric  Amplifiers.  A1320 
These  items  were  stolen  from  Recordex, 
Ltd.,  Suite  207,  Mining  Exchange  Build- 

ing, Denver  2,  Colorado. 
Any  information  of  the  above  listed 
items  should  be  sent  to  this  office  or  to 
Detectives  G.  E.  Tovrea  or  G.  F.  Curnow, 
Detective  Division,  Police  Department, 
City  of  Denver. 

(Continued  from  page  108) 

Woodall,  50To  owner  of  WDAK  Columbus.  Ga., 
and  30^  owner  of  WGEA  Geneva,  Ala.;  Miles  _H. 
Ferguson,  sales  manager  of  WDAK,  25%  owner 
of  WJHO  Opelika.  Ala.,  and  25%  owner  of 
WGEA;  W.  Newton  Morris,  40%  owner  of  WMLT 
Dublin,  Ga.,  and  George  T.  Morris — father  of 
W.  N.  Morris— 60%  owner  of  WMLT.  Filed 
Aug.  20. 

Athens,  Ga. — Southeastern  Bcstg.  System,  1470 
kc,  1  kw  D.  Post  office  address  %  James  S.  Riv- 

ers, P.  O.  Box  432.  Cordele,  Ga.  Estimated  con- 
struction cost  $22,475,  first  year  operating  cost 

S36.000,  revenue  S60.000.  Sole  owner  James  S. 
Rivers  owns  WMJM  Cordele  and  90%  of  VVTJM 
East  Point,  Ga.   Filed  Aug.  21. 
Douglas,  Ga. — Fernandina  Beach  Broadcasters. 

1480  kc,  500  w  D.  Post  office  address  118  At- 
lantic Ave.,  Fernandina  Beach,  Fla.  Estimated 

construction  cost  $13,550,  first  year  operating  cost 
$30,000,  revenue  $42,000.  Principals  are  equal 
owners  Marshall  W.  Rowland  and  Carol  C.  Row- 

land, husband  and  wife,  owners  of  WFBF  Fer- nandina Beach.    Filed  Aug.  20. 
Sanford,  Me.— York  Bcstg.  Co.,  1220  kc,  1  kw 

D.  Estimated  construction  cost  $16,044,  first  year 
operating  cost  $35,000.  revenue  $40,000.  Principals 
are  equal  owners  Melvin  L.  Stone,  76%  owner  of 
WRUM  Rumford,  Me.,  and  55%  owner  of  WGHM 
Skowhegan.  Me.:  Herbert  S.  Hoffman,  owner  of 
WBOS  Brookline,  Mass.;  Roger  N.  Woodcock, 
weekly  newspaper  interests;  Arnold  W.  Ginsburg, 
employe.  WBOS  Boston,  Mass.,  and  Edward  J. 
Tremblay,  44%  owner  of  WGHM.  Filed  Aug.  17. 
Bellingham.  Wash. — Haveman  Bcstg.  Co.,  930 

kc.  1  kw  D.  Post  office  address  1005  Key  St.. 
Bellingham.  Estimated  construction  cost  $16,132. 
first  year  operating  cost  $27,468.  revenue  $48,000. 
Sole  owner  Donald  T.  Haveman,  is  emplcve  of 
KRLC  Lewiston,  Idaho.   Filed  Aug.  16. 

APPLICATIONS  AMENDED 

Ormond  Beach,  Fla. — C.  H.  Packham's  applica- 
tion seeking  cp  for  new  am  to  be  operated  on 

1380  kc,  1  kw  D.  amended  to  change  station  loca- 
tion to  Ormond,  Fla.    Amended  Aug.  16. 

Massillon,  Ohio — Massillon  Bcstg.  Co.'s  appli- 
cation seeking  cp  for  new  am  to  operate  on 

990  kc,  250  w  D,  DA,  amended  to  make  changes 
in  DA  pattern.    Amended  Aug.  20. 
Abingdon,  Va. — Burley  Bcstg.  Co.'s  application 

seeking  cp  for  new  am  to  operate  on  1230  kc. 
250  w  unl.,  amended  to  change  ant. -trans,  loca- 

tion: change  studio  location,  and  request  remote 
control  operation  of  trans,  from  studio  location. Amended  Aug.  20. 

Milwaukee,  Wis. — Beacon  Bcstg.  System's  ap- plication seeking  cp  for  new  am  to  operate  on 
580  kc,  500  w  unl.,  amended  to  make  changes 
in  ant.  system.   Amended  Aug.  20. 

APPLICATIONS  RESUBMITTED 

Franklin,  N.  C. — Macon  County  Bcstg.  Co.  re- 
submits application  seeking  cp  for  new  am  to 

operate  on  1050  kc.  500  w  D.  Resubmitted  Aug. 
16. 

Claremore,  Okla. — Lakes  Area  Bcstg.  Co.  re- 
submits application  seeking  cp  for  new  am  to 

be  operated  on  1270  kc,  500  w  D.  Resubmitted Aug.  17. 

INSTRUCTION 

KCC  l*i  PHONE  LICENSES 
IN  >  TO  6  WEEKS 

WILLIAM  B.  OGDEN— 10th  Year 
1150  Vlr.  Olive  Ave. 

Burbank,  Cnlif. 
Reservations  Necessary  AH  Classes — 

Over  1700  Successful  Students 

EMPLOYMENT  SERVICES 

FACTS  ABOUT  PEOPLE  AND  JOBS! 

For  radio,  television,  film  and  advertis 
ing,  we  specialize  in  referring  qualified 
people  to  the  jobs  in  which  they  can  be 
of  most  value. 
For  best  service,  please  be  as  complete 
as  possible  in  your  first  letter  or  tele- 

gram. 

Palmer  De  Meyer.  Inc.  Agency 

50  East  42nd  Street 
New  York  17,  New  York 

Paul  Baron.  Director  Radio-TV-Flm-Adv. MU-2-3900 

No  advance  registration  fees. 
Resumes  invited  from  qualified  people. 

1 
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FOR  THE  RECORD 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

WORC  Worcester,  Mass. — Granted  mod.  of  cp 
to  make  changes  in  DA-N.   Announced  Aug.  21. 
KFEQ  St.  Joseph,  Mo. — Granted  mod.  of  license 

to  change  studio  location.  Announced  Aug.  21. 
KWRE  Warrenton,  Mo. — Application  seeking 

cp  to  increase  power  from  500  w  to  1  kw  dis- 
missed for  failure  to  prosecute.  Action  Aug.  17. 

KAIM  Honolulu,  Hawaii — Granted  mod.  of  cp 
to  change  ant. -trans,  location;  make  changes  in 
ant.  system  (decrease  height),  and  make  changes 
in  ground  system.  (Conditioned  that  program 
tests  will  not  be  commenced  until  KIKI  Honolulu 
goes  on  other  frequency  and  not  licensed  until 
KIKI  is  licensed  on  other  frequency.)  Announced 
Aug.  21. 

CALL  LETTERS  ASSIGNED 

KHEP  Phoenix,  Ariz. — Bamray  Bcstg.  Co.,  1280 
kc,  1  kw. 
KHOT  Madera,  Calif.— Glomor  Music  Broad- 

casters, 1250  kc,  500  w. 
KRKS  Ridgecrest,  Calif. — Ian  S.  Lansdown, 

1240  kc,  250  w. 
KDOO  Ridgecrest,  Calif .  —  Ridgecrest-China 

Lake  Broadcasters,  990  kc,  1  kw. 
KRAK  Stockton,  Calif.— Golden  Valley  Bcstg. Co.,  1140  kc,  5  kw. 
WCKR  Miami,  Fla. — Biscayne  Television  Corp., 

610  kc,  5  kw.    Changed  from  WIOD. 
WSUZ  Palatka,  Fla.— Raymac  Inc.,  800  kc,  1  kw. 
WJOE  Ward  Ridge,  Fla.— Vacationland  Bcstg. 

Co.,  1570  kc,  250  w. 
KFNV  Ferriday,  La— Miss-Lou  Bcstg.  Co.,  1600 

kc,  1  kw. 
WAMD  Aberdeen,  Md.— Harford  County  Bcstg. 

Co.,  970  kc,  500  w. 
WN1L  Niles,  Mich.— Lawrence  J.  Plym,  1290  kc, 500  w. 
WMPT  South  Williamsport,  Pa.— Jefferson 

Bcstg.  Co.,  1450  kc,  250  w. 
WFWL  Camden,  Tenn.— Camden  Bcstg.  Co., 

1220  kc,  250  w. 
WTUC  Union  City,  Tenn.— Obion  County  Bcstg. 

Co.,  1580  kc,  250  w.   Changed  from  WMES. 

APPLICATIONS 

KCRE  Crescent  City,  Calif.— Seeks  cp  to 
change  frequency  from  1400  kc  to  1240  kc.  Filed 
Aug.  22. 
KRSL  Russell,  Kan. — Seeks  authority  to  deter- 

mine operating  power  by  direct  measurement 
of  ant.  power.   Filed  Aug.  21. 
W AYE  Dundalk,  Md.— Seeks  mod.  of  license 

to  change  studio  location  from  220  Dunkirk 
Bldg..  Shipping  Place,  Dundalk,  Md.,  to  32  W. 
25th  St.,  Baltimore,  Md.,  and  change  station 
location  from  Dundalk  to  Baltimore.  Filed  Aug. 
20. 
WCER  Charlotte,  Mich.— Seeks  mod.  of  cp 

(which  authorized  new  am)  to  make  changes  in 
ant.  system.    Filed  Aug.  21. 
KGAC  St.  Peter,  Minn.— Seeks  mod.  of  cp  to 

change  trans,  location  from  Gustavus  Adolphus 
College  Gampus.  St.  Peter,  to  intersection  of 
Grace  St.  and  State  Alternate  Rt.  #5,  St.  Peter. 
Filed  Aug.  21. 
KWRT  Boonville,  Mo.— Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  Aug.  21. 
KABQ  Albuquerque,  N.  M. — Seeks  cp  to 

change  frequency  from  1340  kc  to  1370  kc  and 
change  power  and  hours  of  operation  from  250 
w  unl.  to  1  kw  D.   Filed  Aug.  22. 
WHAM  Rochester,  N.  Y. — Seeks  authority  to 

transmit  football  games  from  Aquinas  Stadium, 
Rochester,  to  CFPL  London,  Ont.  Filed  Aug.  17. 
WDRF  Chester,  Pa. — Seeks  cp  to  increase  D 

power  from  1  kw  to  5  kw.  Filed  Aug.  16. 
WDAS  Philadelphia,  Pa. — Seeks  cp  to  make 

changes  in  DA  pattern.  Filed  Aug.  22. 
WDEH  Sweetwater,  Tenn. — Seeks  cp  to  in- 

crease power  from  500  w  to  1  kw.  Filed  Aug.  16. 
KSEL   Lubbock,   Tex. — Seeks   cp   to  increase 

power  from  1  kw  to  5  kw  and  change  from 
DA-N  to  DA-2.    Filed  Aug.  20. 
KEYE  Perryton,  Tex.— Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  Aug.  22. 
KDWT  Stamford,  Tex.— Seeks  cp  to  change 

frequency  from  1400  kc  to  1390  kc;  change  power 
and  hours  of  operation  from  250  w  unl.  to  500 
w  D.  Filed  Aug.  22. 

New  Fm  Stations  .  .  . 

APPLICATIONS 

Los  Angeles,  Calif. — Coast  Radio  Bcstg.  Corp., 
93.9  mc.  16.7  kw  unl.  Post  office  address  %  Radio 
Station  KPOL,  4628  Wilshire  Blvd.,  Los  Angeles 
5.  Estimated  construction  cost  $7,500,  first  year 
operating  cost  $1,200.  Applicant  operates  KPOL 
Los  Angeles.   Filed  Aug.  16. 

Ithaca,  N.  Y.— Cornell  Radio  Guild  Inc.,  101.7 
mc,  .173  kw  unl.  Post  office  address  Willard 
Straight  Hall,  Ithaca,  N.  Y.  Estimated  construc- 

tion cost  $3,750,  first  year  operating  cost  $4,604, 
revenue  $10,000.  Applicant  is  composed  of  stu- 

dents of  Cornell  U.  Filed  Aug.  20. 
New  York,  N.  Y. — General  Bcstg.  Corp.,  104.3 

mc,  18  kw  unl.  Post  office  address  Box  374,  Prov- 
idence, R.  I.  Estimated  construction  cost  $10,000, 

first  year  operating  cost  $17,500,  revenue  $25,000. 
Applicant  operates  WTMH-FM  Providence,  and 
WDRC,  WFMQ-FM  Hartford,  Conn.   Filed  Aug. 

Existing  Fm  Stations  .  .  . 

ACTIONS  BY  FCC 

KRCC  (FM)  Colorado  Springs,  Colo.— Granted 
cp  to  specify  ERP  as  165  w,  ant.  height  minus 
480  ft.,  and  make  slight  changes  in  ant.  system. 
Announced  Aug.  21. 
WGST-FM  Atlanta,  Ga.— Authorization  can- 

celed; pending  application  for  renewal  of  li- 
cense dismissed,  and  call  letters  deleted.  (By 

request  of  station.)    Action  Aug.  20. 
WFJL  (FM)  Chicago — Granted  request  to  cancel 

license  and  delete  call  letters.  Announced  Aug. 21. 

WHBF-FM  Rock  Island,  111.— Granted  cp  to 
change  ERP  to  3.7  kw  and  operate  trans,  by  re- 

mote control  from  231  18th  St.  Announced  Aug. 
21. 
KWIL-FM  Albany,  Ore. — Granted  request  to 

cancel  license  and  delete  call  letters.  Announced 
Aug.  21. 
WPIC-FM  Sharon,  Pa.— Granted  mod.  of  SCA 

for  multiplex  basis.  Announced  Aug.  21. 

CALL  LETTERS  ASSIGNED 

KMLA  (FM)  Los  Angeles,  Calif.— Musicast  Inc., 
100.3  mc,  58.5  kw. 
WCKR-FM  Miami,  Fla. — Biscayne  Television 

Corp..  97.3  mc,  15  kw.  Changed  from  WIOD-FM. 

APPLICATION 

WKBR-FM  Manchester,  N.  H.— Seeks  cp  to 
make  changes  in  licensed  station;  change  ERP  to 
3.6  kw;  change  ant.  height  above  average  terrain 
to  935  ft.;  change  frequency  to  95.7  mc,  ch.  239; 
change  trans,  location  to  Summit  Mt.,  Unca- 
noonuc,  Goffstown,  N.  H.;  permit  remote  control 
operation  from  155  Front  St.,  Manchester,  N.  H., 
and  change  ant.  system.    Filed  Aug.  22. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

WNHC-AM-FM-TV  New  Haven,  Conn.— FCC, 
by  order,  dismissed  July  23  protest  and  petition 

for  reconsideration  by  Southern  Connecticut  and 
Long  Island  Television  Co.,  and  Bridgeport 
Bcstg.  Co.,  directed  against  FCC's  action  of  June 20,  granting  without  hearing  application  to 
transfer  control  of  WNHC-AM-FM-TV  from 
Aldo  De  Dominicis,  et  al,  to  Triangle  Publica- tions Inc.    Announced  Aug.  16. 
WNHC-AM-FM-TV  New  Haven,  Conn.— Grant- 
ed assignment  of  license  to  Triangle  Publications 

Inc.   Corporate  change.   Announced  Aug.  21. 
WMMB  Melbourne,  Fla. — Granted  involuntary 

transfer  of  control  of  licensee  corporation  to 
Erna  Bessler,  wife  of  Louis  G.  Bessler,  deceased. 
Mr.  and  Mrs.  Bessler  held  64%  of  stock,  jointly 
with  right  of  survivorship.  Mrs.  Bessler  succeeds 
automatically  to  Mr.  Bessler's  interest.  An- nounced Aug.  21. 
WMOO  Milford,  Mass. — Granted  assignment  of 

cp  to  Milford  Bcstg.  Corp.  Corporate  change. 
Announced  Aug.  21. 
WNAW  North  Adams,  Mass. — Granted  assign- 

ment of  cp  from  Cecil  F.  Clifton  to  Berkshire 
Bcstg.  Co.  Corporate  change.  FCC  previously 
granted  assignment  of  WNAW  license  to  Berk- 

shire. Cp  was  granted  to  Cecil  F.  Clifton  to  move 
station  to  Great  Barrington,  Mass.,  and  this  grant 
is  for  assignment  of  that  cp.  Announced  Aug. 
21. 
WALY  Herkimer,  N.  Y. — Granted  assignment 

of  cp  to  WALY  Inc.  Louis  Adelman  (20%)  is  ac- 
quiring 20%  from  40%  owner  Norman  E.  Jorgen- sen  and  20%  from  40%  owner  Seymour  Krieger. 

Consideration  is  directed  toward  cost  of  building 
station.  Mr.  Adelman  will  contribute  $8,750, 
other  two  owners  $4,375  each.  Announced  Aug. 

21. 
WMPN  Smithfield,  N.  C— Granted  assignment 

of  license  to  Smithfield  Bcstg.  Co.  J.  Fred  Horton 
(50%)  is  selling  his  interest  to  other  50%  owner 
John  S.  Townsend.  Consideration:  $13,000.  An- 

nounced Aug.  21. 
WNNJ  Newton,  N.  J. — Granted  involuntary  as- 

signment of  license  to  Sussex  County  Broadcast- 
ers. Grant  is  to  delete  Elizabeth  Fairclough, 

deceased,  as  joint  tennant  of  33.3%  interest  with 
her  husband  William  Fairclough.  Announced 
Aug.  21. WHTN-AM-FM-TV  Huntington,   W.  Va. — FCC 
denied  July  19  petition  by  National  Assn.  of 
Broadcast  Employees  and  Technicians  for  tem- 

porary stay  of  Commission's  June  20  grant,  with- out hearing,  for  assignment  of  licenses  and  cp 
of  WHTN-AM-FM-TV  from  Greater  Huntington 
Radio  Corp.  to  Cowles  Bcstg.  Co.  Announced 
Aug.  17. 

APPLICATIONS 

KWIP  Merced,  Calif. — Seeks  assignment  of 
license  to  KJOY  Inc.  Corporate  change,  no 
change  in  control.   Filed  Aug.  21. 
KWG  Stockton,  Calif. — Seeks  assignment  of 

license  to  Western  Bcstg.  Co.,  for  $85,000.  Prin- 
cipals are  equal  owners  Douglas  D.  Kahle,  owner 

of  KWIN  Ashland,  Ore.,  and  businessman  Robert 
J.  Ramsey.  Filed  Aug.  16. 
WMEN  Tallahassee,  Fla.— Seeks  transfer  of 

control  of  licensee  corporation  from  W.  H.  Martin, 
Annie  Lou  Martin  and  Mary  Ella  Martin  to 
B.  F.  J.  Timm  for  $13,000.  Mr.  Timm  owns  50% 
of  WOOO  DeLand,  Fla.  Filed  Aug.  20. 
WTVT  (TV)  Tampa,  Fla. — Seeks  assignment 

of  permittee  corporation  from  Tampa  Television 
Co.  to  WKY  Radiophone  Co.  Corporate  change. 
Filed  Aug.  20. 
WIOU  Kokomo,  Ind. — Seeks  assignment  of  li- 

cense to  Booth  Radio  &  Tv  Stations  Inc.  for 
$180,000.  Principals  are  John  L.  Booth  and  fam- 

ily. Booth  interests  include  WJLB-WBRI  (FM) 
Detroit;  WBBC  Flint,  WSGW  Saginaw,  WIBM 
Jackson,  all  Mich.,  and  WJVA  South  Bend,  Ind. 
Mr.  Booth  has  dismissed  his  application  seeking 
new  am  in  Lansing,  Mich.   Filed  Aug.  16. 
KFBI  Wichita,  Kan. — Seeks  transfer  of  control 

of  licensee  corporation  from  Roy  F.  Bailey,  Vir- 
ginia S.  Harris,  executrix  of  estate  of  Sidney  F. 

Harris,  and  John  P.  Harris,  R.  J.  Laubengayer 
and  Peter  Macdonald,  as  individuals,  to  E.  Hale 
Bondurant.  Transfer  involves  about  38%.  Con- 

sideration is  about  $54,000.  Principal  owners  will 
be  E.  Hale  Boundurant  (42.87%),  C.  Howard  Lane 
(26.26%),  and  trustees  under  will  of  Horace  L. 
Lohnes  (23.75%).    Filed  Aug.  17. 
WDBC  Escanaba,  Mich. — Seeks  relinquishment 

of  control  by  Frank  J.  Lindenthal  through  gift 
of  his  53.7  interest  with  exception  of  two  shares, 
to  his  brother,  George  D.  Lindenthal,  who  owns 
45.5%  of  station.   Filed  Aug.  17. 

WD  OB  Canton,  Miss. — Seeks  transfer  of  con- 
trol of  licensee  corporation  from  J.  Dige  Bishop, 

James  T.  Ownbey  and  Ann  Davis,  all  of  present 
stockholders,  to  W.  E.  Farrar,  Hugh  Hughes, 
R.  E.  Hook  and  Lucille  Hook  for  $26,000,  less 
$5,000  liabilities.  Principals  have  held  interest 
in  WRUS  Russellville,  Ky.,  WRAG  Carrollton. 
Ala.,  and  WMAG  Forest,  Miss.   Filed  Aug.  16. 
WDAM-TV  Hattiesburg,  Miss. — Seeks  acquisi- 

tion of  control  of  permittee  corporation  by 
WDSU  Bcstg.  Corp.  Equal  owners  D.  A.  Matison 
Jr.,  Harold  Matison,  Milton  J.  Fine  and  Alvin  H. 
Fine  are  selling  51%  for  $51,000.  WDSU  Bcstg. 
Corp.  is  licensee  of  WDSU-AM-FM-TV  New  Or- 

leans, La.,  and  WAFB-AM-FM-TV  Baton  Rouge, 
La.  Filed  Aug.  21. 
KLCB  Libby,  Mont. — Seeks  involuntary  trans- 

fer of  control  of  licensee  corporation  from  Mary 
Elizabeth  and  Oliver  G.  Coburn,  as  family  group, 
to  Oliver  G.  Coburn,  administrator  of  estate  of 
Marv  Elizabeth  Corburn,  deceased.  Filed  Aug. 
16. 
WBUD  Trenton,  N.  J. — Seeks  assignment  of 
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license  to  WBUD  Inc.  Corporate  change.  Filed 
Aug.  21. 
WONY  Owego,  N.  Y. — Seeks  assignment  of  cp 

to  Erdman  Bcstg.  Co.  for  $1,692.  Principals  are 
equal  partners  Ellis  E.  Erdman,  vice  pres. -8% 
owner  of  WTKO  Ithaca,  N.  Y. ;  Robert  R.  David- 

son, employe  of  Atlantic  Refining  Co.;  Lyman  D. 
Gridley,  automobile  sales  company  employe,  and 
Nathan  I.  Schoonover,  jewelry  interests.  Filed 
Aug.  20. 

K BBC  Centerville,  Utah — Seeks  assignment  of 
cp  to  Bountiful  Bcstg.  Co.  George  D.  Daley  and 
Richard  S.  Prows  are  dissolving  their  partner- 

ship. Mr.  Prows  is  buying  Mr.  Daley's  interest for  $1,100.  Principal  owners  of  new  corporation 
will  be  Richard  S.  Prows  (33%),  J.  Golden  Bar- 

ton (33%),  and  Adam  M.  Duncan  (33%).  Filed 
Aug.  20. 
KTKN  Ketchikan,  Alaska — Seeks  assignment 

of  license  to  Robert  C.  Mehan  for  $40,000.  Mr. 
Mehan  is  station  manager  of  KTKN  and  is 
former  20%  owner  of  KCID  Caldwell,  Idaho. 
Filed  Aug.  20. 

Hearing  Cases  . . . 

INITIAL  DECISION 

WLON  Lincolnton,  N.  C. — Hearing  Examiner 
Annie  Neal  Huntting  issued  Initial  Dscisicn  look- 

ing toward  grant  of  application  of  WLON  to 
increase  power  on  1050  kc  from  500  w  to  1 
kw  D.   Announced  Aug.  22. 

Routine  Roundup  .  .  . 

August  16  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  Richard  A.  Mack 
Broadcast  Bureau — Granted  petition  for  ex- 

tension of  time  to  and  including  Aug.  22  to  file 
response  to  petition  to  enlarge  issues  re  am 
applications  of  WTAO  Cambridge,  Mass.,  WGSM 
Deer  Park,  L.  I.,  N.  Y.,  and  Winslow  Turner 
Porter,  Bath,  Me.    Action  Aug.  14. 
Broadcast  Bureau — Granted  petition  for  ex- 

tension of  time  to  and  including  Aug.  16  to  file 
response  to  petition  for  enlargement  of  issues 
filed  by  J.  E.  Willis,  Lafayette,  Ind.,  in  re  am 
applications  of  J.  E.  Willis  and  Crawfordsville 
Broadcasters  Inc.,  Crawfordsville,  Ind.  Action 
Aug.  14. 

Stephenville  Bcstg.  Co,  Tahlequah,  Okla. — 
Granted  petition  for  leave  to  withdraw  appeal 
from  hearing  conference  order  which  it  filed  on 
July  13,  in  proceeding  re  its  am  application  and 
that  of  Osage  Bcstg.  Co.,  Bartlesville,  Okla.,  and 
appeal  is  dismissed.  Action  Aug.  14. 
Regional  Bcstg.  Co.,  East  Hartford,  Conn.— 

Granted  petition  for  extension  of  time  to  and 
including  Sept.  10  to  file  exceptions  to  Initial 
Decision  in  proceeding  re  its  am  application  and 
those  of  Manchester  Bcstg.  Co.,  Manchester, 
Conn.,  and  Brothers  Bcstg.  Corp.,  Hartford,  Conn. 
Action  Aug.  14. 

By  Hearing  Examiner  Herbert  Sharfman 
Arlington,  Tex. — Issued  memorandum  of  action 

taken  on  notice  of  taking  of  depositions  filed  by 
Radio  Center  Inc.,  Arlington,  at  further  hearing 
on  July  31,  when  rulings  were  made  upon  deposi- 

tions as  there  offered.  These  rulings  appear  in 
transcript  of  further  hearing  and  serve  to  dispose 
of  petitions  filed  June  25  by  Grand  Paririe  Bcstg. 
Co.  and  on  June  26  by  Grand  Prairie  Bcstg.  Co., 
both  Grand  Prairie,  Tex.,  for  order  prohibiting 
taking  of  depositions  of  certain  witnesses  named 
in  Radio  Center  notice.  Action  Aug.  10. 

By  Hearing  Examiner  Basil  P.  Cooper 
Bremen,  Ga. — Upon  request  by  Carroll  Bcstg. 

Co.,  ordered  that  record  be  corrected  in  various 
respects  re  am  application  of  WWCS  Bremen. 
Action  Aug.  9. 

By  Hearing  Examiner  H.  Gifford  Irion 
Broadcast  Bureau — Granted  petition  for  exten- 

sion of  time  to  file  proposed  findings  of  fact  and 
conclusions  re  application  of  WSLA  Setma,  Ala., 
for  mod.  of  cp;  final  date  for  such  filing  is  ex- 

tended from  Aug.  10  to  Aug.  27.,  and  final  date 
for  filing  reply  findings  is  extended  from  Sept. 
17  to  Sept.  24.  Action  Aug.  9. 

August  16  Applications 
Accepted  for  Filing 
Remote  Control 

HELD  El  Dorado,  Ark.;  WGST  Atlanta,  Ga. 
Mod.  of  Cp  Amended 

WTUC  Union  City,  Tenn. — Application  seeking 
mod.  of  cp  (which  authorized  new  am)  amended 
to  change  applicant  name  to  Joe  H.  Harpole  and 
William  H.  Parks  d/b  as  Obion  County  Bcstg.  Co. 

August  17  Applications 
Accepted  for  Filing 
Renewal  of  Licenses 

KCLS  Flagstaff,  Ariz.;  KRUX  Glendale,  Ariz.; 
KCNA  Tucson,  Ariz.;  KWBR  Oakland,  Calif.; 
KBLI  Blackfoot.  Idaho;  KWIK  Pocatello,  Idaho; 
KNAK  Salt  Lake  City,  Utah:  KHBL  (FM)  Plain- 
view,  Tex.;  WBKY  (FM)  Lexington,  Ky. 

License  to  Cover  Cp  Returned 
KRDG  Redding,  Calif. — Application  seeking  li- 

cense to  cover  cp,  which  authorized  new  am, 
returned.  (Incorrect  name.) 

Mod.  of  Cp  Returned 
WIUS  (FM)  Virgin  Islands — Application  seek- 

ing mod.  of  cp  for  extension  of  completion  date 
returned.  (Unnecessary.) 

August  20  Applications 
Accepted  for  Filing 
Modification  of  Cp 

KAMD  Camden,  Ark. — Seeks  mod.  of  cp 
(which  authorized  change  in  frequency;  in- 

crease in  power;  installation  of  DA-N;  change 
ant. -trans,  location,  and  operate  trans,  by  re- 

mote control  while  employing  NON-DA)  for  ex- 
tension of  completion  date. 

KGEN  Madera,  Calif. — Seeks  mod.  of  cp  (which 
authorized  new  am)  for  extension  of  completion 
date. 
WARK  Hagerstown,  Md. — Seeks  mod.  of  cp 

(which  authorized  installation  of  new  ant.  and 
increase  in  height)  for  extension  of  completion 
date. 
KMAU  Wailuku,  Hawaii — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
completion  date  to  March  19,  1957. 

License  to  Cover  Cp 

KELE   (FM)   Phoenix,  Ariz.— Seeks  license  to cover  cp  which  authorized  new  fm. 
Renewal  of  License 

WLSU  (FM)  Baton  Rouge,  La. 

August  21  Decisions 
BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 
Actions  of  August  17 

Following  were  granted  extensions  of  comple- 
tion dates  as  shown:  KONK  Shelton,  Wash.,  to 

12-4-56;  WTUC  Union  City.  Tenn.,  to  9-30-56; 
KTKT  Tucson,  Ariz.,  to  5-7-57. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WBOP  Pensacola,  Fla.,  to 
11-30-56;  KADM  Othello,  Wash.,  to  12-12-56,  con- 

ditioned that  program  tests  will  not  be  authorized 
until  KSEM  Moses  Lake,  Wash,  commences  pro- 

gram tests  on  1470  kc  and  license  will  not  be  is- sued until  KSEM  is  licensed  on  1470  kc;  WJJL 
Niagara  Falls,  N.  Y.,  to  10-31-56;  WMYN  Mayo- 
dan,  N.  C,  to  3-1-57. 

Actions  of  August  15 
WFLA-TV  Tampa,  Fla.— Granted  license  for  tv station  (ch.  8). 
WHA-TV  Madison,  Wis.— Granted  license  for 

noncommercial  educational  tv  station;  ERP 
visual  10.7  kw.  aural  6.45  kw  (ch.  *21). 
WGR-TV  Buffalo,  N.  Y. — Granted  license  for  tv 

station  (ch.  2). 
KEYD-TV  Minneapolis,  Minn. — Granted  license 

for  tv  station  (ch.  9). 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WBFM  (FM)  New  York, 
N.  Y.,  to  10-14-56;  WCDA  (TV)  Albany,  N.  Y.,  to 
2-15-57;  WATV  (TV)  Newark,  N.  J.,  to  12-17-56. 

Actions  of  August  14 
KELD  El  Dorado,  Ark. — Granted  authority  to 

operate  trans,  by  remote  control  from  208  N. 
Washington  St. 
WGST  Atlanta,  Ga.— Granted  authority  to 

operate  alternate  main  trans,  by  remote  control 
from  165  8th  St.,  N.  W. 
Following  were  granted  extensions  of  comple- tion dates  as  shown:  WTWV  (TV)  Tupelo.  Miss., 

to  2-1-57;  WLWA  (TV)  Atlanta.  Ga.,  to  3-10-57; 
WAIM-TV  Anderson,  S.  C,  to  2-14-57;  KRIS-TV 
Corpus  Christi,  Tex.,  to  10-1-56:  KBMT  (TV) 
Beaumont,  Tex.,  to  10-16-56;  KMOS  Tyler,  Tex., 

to  12-1-56.  condition;  WBLK  Clarksburg,  W.  Va., 
to  3-1-57;  WKBI  St.  Marys,  Pa.,  to  9-30-56,  condi- 

tion; KSHO-TV  Las  Vegas,  Nev.,  to  11-1-56. 
Actions  of  August  13 

WYOU  Newport  News,  Va. — Granted  authority 
to  operate  trans,  bv  remote  control  from  114 24th  St. 
WTKO  Ithaca,  N.  Y.— Granted  license  for  am 

station. 
KYNG  Coos  Bay,  Ore. — Granted  extension  of 

completion  date  to  1-1-57. 

August  21  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

KOWL  Bijou.  Calif.— Seeks  license  to  cover  cp which  authorized  new  am. 

August  22  Decisions ACTIONS  ON  MOTIONS 

By  the  Commission Amendment  of  Part  3 — On  request  by  National 
Assn.  of  Radio  and  Television  Broadcasters,  filed 
Aug.  20,  Commission  on  Aug.  21  extended  from 
Aug.  22  to  Oct.  21  time  for  filing  reply  com- 

ments to  proposal  to  amend  Part  3  of  rules  re- 
lating to  remote  control  operation  of  certain 

am,  fm  and  noncommercial,  educational  fm stations. 

By  Acting  Chief  Hearing  Examiner  Jay  A.  Kyle 
Booth  Radio  and  Television  Stations  Inc., 

Lansing.  Mich.;  Knorr  Bcstg.  Corp.,  Lansing, 
Mich. — Granted  petition  of  Booth  Radio  for  dis- 

missal without  prejudice  of  its  am  application, 
and  retained  in  hearing  status  Knorr  am  appli- cation.  Action  Aug.  20. 

By  Hearing  Examiner  Jay  A.  Kyle 
Bill  Mathis,  Abilene,  Tex. — Granted  petition 

for  leave  to  amend  his  am  application  to  request 
910  kc  in  lieu  of  1280  kc;  proposed  amendment 
is  accepted  and  application  is  returned  to  proc- essing line.    Action  Aug.  21. 

August  22  Applications 
Accepted  for  Filing 
Renewal  of  Licenses 

KRE  Berkeley,  Calif.;  KNGS  Hanford,  Calif.; 
KEEN  San  Jose,  Calif. 

Renewal  of  License  Returned 
KVTT  (FM)  Dallas,  Tex.  (Improperly  signed.) 

License  to  Cover  Cp 

KCMS  (FM)  Manitou  Springs,  Colo. — Seeks 
license  to  cover  cp  which  authorized  changes  in 
licensed  station. 

Modification  of  Cp 

KLFY-TV  Lafayette,  La.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of 
completion  date  to  March  24,  1957. 
KRCG  (TV)  Jefferson  City,  Mo. — Seeks  mod. 

of  cp  (which  authorized  new  tv)  for  extension 
of  completion  date  to  March  15.  1957. 
KSWS-TV  Roswell,  N.  M.— Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  ex- 
isting tv)  for  extension  of  completion  date  to 

Jan.  8,  1957. WAKR-TV  Akron.  Ohio — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  March  15,  1957. 
KRMA-TV  Denver,  Colo. — Seeks  mod.  of  cp 

(which  authorized  new  noncommercial,  educa- 
tional tv)  for  extension  of  completion  date  to 

March  16.  1957. 

BROADCASTING        THE  newsweekly  of  radio  and  television 

TELECASTING         1735  De  Sale$  Street'  ̂ '  W  >  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

Z  □  52  weekly  issues  of  BROADCASTING  •  TELECASTING  $7.00 

°  □  52  weekly  issues  and  BROADCASTING  Yearbook-Marketbook  9.00 
JJ  □  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook  9.00 
5  □  52  weekly  issues  and  both  Yearbook-Marketbooks  11.00 

□  Enclosed  □  Bill 

name  title/ position 

company  name 

address 

city  tone  stete 
Please  send  to  home  address  

AIR  MAIL  SERVICE  AVAILABLE  ON  ALL  SUBSCRIPTIONS;  AT  POST- 

AGE COST.  WEST  COAST  SUBSCRIBERS  ADD  $41  60  T0  ANNUAL 

SUBSCRIPTION  RATE.   COST  TO  OTHER  LOCALITIES  ON  REQUEST. 

Broadcasting    •  Telecasting August  27,  1956    •    Page  117 



editorials 

Pensions  and  Patsies 

FOR  NEARLY  a  decade  baseball's  prime  pessimists  have  wailed 
that  television  is  ruining  the  gate  and  undermining  the  future 

of  the  game. 

The  wailers  were  curiously  quiet  when  a  new  players'  pension 
plan  was  announced  last  Monday  in  Cincinnati. 

Commencing  April  1,  1957,  pensions  will  provide  benefits  up  to 

$275  monthly  for  ex-major  leaguers  upon  reaching  the  age  of  50. 
This  compares  with  the  current  plan  providing  just  $100  monthly  as 
a  maximum.  Many  other  disability  and  insurance  benefits  are  in 
the  new  arrangements. 

How  can  organized  baseball  afford  this  new  plan?  The  players  and 

club  owners  each  make  a  small  contribution.  But,  $1.9  million  an- 

nually— or  60%  of  the  $2.5  million  needed  each  year  to  finance 
the  plan — comes  from  the  radio  and  television  rights  to  the  World 
Series  and  All-Star  Game. 

Those  radio-tv  rights  are  sewed  up  for  five  years  to  a  total  tune 

of  $16.25  million.  We  won't  try  to  detail  the  other  millions  fed 
annually  to  organized  baseball  for  radio-tv  rights  to  regular  and  pre- 

season games.  We  won't  even  suggest  that  club  owners  examine 
their  own  product  or  malfunctioning  business  administration  before 
crying  the  broadcast  blues. 

We  simply  point  out  that  the  medium  which  is  too  often  criticized 
for  shaking  the  foundations  of  baseball  is,  indeed,  making  a  solid 
contribution  to  the  very  foundation  itself. 

It's  the  patsy  that's  paying  the  pension. 

Conventions  Are  Obsolete 

AFTER  sitting  in  on  two  political  conventions  during  the  last 
fortnight,  we  are  drawn  to  the  inescapable  conclusion  that  they 

no  longer  fit  the  pattern  that  electronic  journalism  has  fashioned. 
Gavel  to  gavel  coverage  is  passe. 

Both  conventions  were  geared  to  radio  and  television  audiences 
and  not  to  the  few  thousand  delegates,  newsmen,  lobbyists,  vendors 

and  that  curiosity-seeking  smattering  of  the  public  occupying  por- 
tions of  the  galleries.  The  conventions  constituted  the  greatest  free 

time  grab  in  history.  The  Democratic  convention  in  Chicago,  which 
had  a  few  dramatic  hours,  ran  five  days.  The  job  could  have  been 
done  in  two,  as  far  as  prudent  broadcast  coverage  is  concerned. 
The  Republican  convention  in  San  Francisco  last  week  ran  four 

days.  It  was  a  dull,  prefabricated,  taken-for-granted  political  rally. 
The  essentials  could  have  been  handled  in  one  working  day,  with 
time  to  spare. 

Prior  to  radio,  political  conventions  were  needed  to  stimulate 
candidates  and  workers,  and  to  entice  dollars  for  the  expenses  of 

old-fashioned  campaigning.  Came  radio  and  the  pace  changed 
swiftly  because  the  candidates  got  new  exposure  to  millions,  in- 

stantaneously, and  not  just  to  the  few  thousand  faces  in  the  meeting 
hall. 

With  television,  an  entirely  new  era  in  political  campaigning 
dawned.  Pancake  makeup  and  blue  shirts  became  standard  props 

for  the  politicos.  Conventions  were  geared  to  the  "unseen  audi- 
ence" which  now  sees  and  hears  all. 

But  it's  evident  that  the  public  doesn't  like  all  it  sees  and  hears. 
The  rating  on  both  conventions  prove  this.  Important  keynote  ad- 

dresses, yes.  Balloting  on  nominations,  yes.  But  the  sameness  of 

artificially  stimulated  demonstrations  and  dull-as-dishwater  speeches 
drive  audience  away.  Other  forms  of  leisure  endeavor,  including 

non-network  stations,  get  the  audience. 

Analysis  of  the  schedules  of  the  two  conventions  proves  that 
the  political  parties  aim  primarily  at  prime  Class  A  time  grabs. 

This  means  pre-emptions  of  commercial  programs  only  partially 

offset  by  one-shot  sponsorship  revenue,  and  this  doesn't  include 
dislocations  of  local  and  national  spot  programming,  resulting  in 
heavy  revenue  losses  to  stations. 

Moreover,  the  fact  that  the  conventions  were  held  at  widely 

separated  cities  only  two  days  apart  meant  duplicating  the  ex- 
tensive network  installations  at  inordinately  high  cost.  It  is  re- 

markable that  the  neworks  were  able  to  accomplish  this  feat  in 
logistics  without  serious  breakdown. 

Chicago,  after  a  couple  of  desultory  days,  did  develop  excite- 
ment and  interest,  but  the  San  Francisco  session  was  so  devoid  of 
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news  that  newsmen  found  themselves  interviewing  one  another  to 
fill  in  time.  The  complaint  from  the  newspaper  galleries  was  that 

everything  was  programmed  for  television  and  radio.  They  were 
exactly  right.  Practically  every  important  speaker  had  something 

to  say  to  the  "unseen  audience"  but  not  much  commendable  to 
say  about  the  media  per  se. 

It  will  be  four  years  before  the  next  conventions.  It  is  evident 
that  the  networks  should  not  wait  until  they  are  told  the  what, 

where  and  when.  They  have  the  record  of  1952  and  the  demon- 
strably bad  showing  of  1956.  They  should  inform  the  political  parties 

that  it  is  their  best  judgment  that  broadcast  coverage  should  not  run 
longer  than  two  days  at  the  outside;  that  there  will  be  no  gavel  to 

gavel  coverage  and  that  only  the  newsworthy  events  will  be  handled. 
And  in  the  interests  of  efficiency,  economy  and  common  sense,  both 
conventions  should  be  held  back  to  back,  in  the  same  city. 

Pepsi  Pleased 

ANY  surviving  doubters  of  radio's  ability  to  move  goods  for  its 
advertisers  will  need  a  lot  of  ingenuity  to  explain  away  what 

radio  did  for  Pepsi-Cola  in  tests  completed  a  fortnight  ago  in  San 
Diego,  Calif.,  and  Muncie,  Ind.  As  detailed  in  this  journal  last  week, 
radio  uncapped  a  whopping  lot  of  Pepsis  out  there. 

The  results  of  the  two  tests  were,  in  truth,  little  short  of  phenom- 
enal, even  for  radio.  Pepsi-Cola  and  its  agency,  Kenyon  &  Eckhardt, 

recorded  the  voices  of  townspeople  saying  "Pepsi,  please,"  then 
played  the  recordings  on  the  air  and  offered  prizes  to  all  who  could 
identify  their  own  sounds.  There  were  36  commercials  a  day  in  San 

Diego  and  23  a  day  in  Muncie,  and  when  they  did  the  voice  play- 

backs there  were  10  different  voices  saying  "Pepsi,  please"  In  each 
one-minute  spot,  giving  the  campaign  a  multiple  saturation  effect. 

The  campaign  set  the  two  cities  agog  in  many  ways,  but  most 

importantly  it  set  them  buying  Pepsi-Cola.  For  competitive  reasons, 
the  company  is  chary  with  sales  figures,  but  it  did  point  out  that  its 
fountain  business  in  Muncie  in  a  single  week  in  July,  while  the  test 

was  on,  jumped  300%  ahead  of  sales  for  the  entire  month  of  July 

1955.  And  bottle  sales  were  "heavily  increased." 
These  results  become  doubly  significant  for  radio  when  the  costs 

are  counted.  In  both  cities,  Pepsi  also  used  newspaper  advertising. 

But  when  the  cost-per-inquiry  was  figured  up,  the  cost  via  news- 
papers came  to  $33.33 — as  against  four  cents  in  radio.  Even  if  you 

agree  that  in  San  Diego  the  newspaper  was  hamstrung  a  bit  by  the 

timing  of  the  radio  call  periods,  that's  still  quite  a  clobbering  that 
radio  handed  its  old  rival. 

Pepsi-Cola  and  K&E  are  naturally  delighted,  and  now — under- 

standably— they're  getting  ready  to  spread  the  campaign  nation- 
wide. They've  shown  again  what  radio  can  do  when  used  with  enter- 
prise and  imagination.  Other  advertisers  would  be  smart  to  heed  the 

lesson. 
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ANNIE  OAKLEY 

AVAILABLE  FOR  CO-SPONSORSHIP 

IN  THE  BALTIMORE  MARKET 

Here's  a  wonderful  opportunity  to  co-sponsor  a  successful  film  show,  to- 

gether with  one  of  America's  great  products — Carnation  Company's 

"Friskies".  ANNIE  OAKLEY  is  a  part  of  WBAL-TV's  widely  advertised  3-hour 

solid  block  of  Programs  for  the  Entire  Family  on  Saturday  afternoons.  ANNIE 

OAKLEY  will  hit  your  sales  target  dead  center! 

5:30  to  6:00  P.  M. SATURDAYS 

WE'LL  TALK  TO  YOU  IN  TERMS  OF 

Nationally  represented  by  EDWARD  PETRY  &  CO.,  INC. 



as  any  other  radio  station  in  Baltimore  ! 

•  Advertisers  know  they  can  milk  the  cream  of  the  Maryland 

market  by  blanketing  concentrated,  metropolitan  Baltimore 

(pop.  1,500,000  and  growing  every  day). 

•  So  their  "first  and  automatic"  choice  is  W-I-T-H  . . .  whose 

low,  low  rates  plus  "pinpointed  power"  equal  top  sales  results. 

•  W:I-T-H  reaches  74%*  of  all  Baltimore  homes  every  week 

...  is  first  by  far  in  out-of-home  audience**.  .  .  delivers  more 

listeners  per  dollar  than  any  other  medium. 

•  Isn't  it  the  station  you  want,  too? 

♦Cumulative  Pulse  Audience  Survey     **Hooper  Radio  Audience  Index 

Vice  Pres. 

CONFIDENCE 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles.  Dallas,  Atlanta. 
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If  you  sell  things 

the  way  to  sell  them  in  the  Sioux  City  area  is 

KVTV 

CHANNEL 

9 

BECAUSE: 

KVTV  dominates  Sioux  City 

The  people  who  buy  the  things  you 
sell  watch  KVTV  Channel  9  more 

than  any  other  station  .  .  .  better 

than  2  to  1.  Witness  Telepulse's 
latest  Sioux  City  survey  figures: 

•  65%  share  of  audience  7  to  noon 
Monday  to  Friday 

•  69%  share  of  audience  6  to  mid- 
night Saturday 

•  73%  share  of  audience  noon  to  6 
Sunday 

BECAUSE: 

KVTV  has  top  CBS  and  ABC  shows 

The  people  who  buy  the  things  you 

sell  watch  KVTV  Channel  9  more 

because  they  see  the  pick  of  the 

shows  from  two  top  networks. 

BECAUSE: 

KVTV  has  top  syndicated  and  local 

shows 

The  people  who  buy  the  things 
you  sell  watch  KVTV  Channel 
9  more  because  they  see  the  best 

of  the  film  shows.  Smart  adver- 

tisers place  these  audience-pull- 
ers on  KVTV: 

•  Highway  Patrol 
•  I  Led  Three  Lives 

•  Waterfront 
•  Rin  Tin  Tin 

The  way  to  sell  the  204,500  families  in  the 

Sioux  City  area  is  KVTV  Channel  9.  See 

your  Katz  representative. 

CBS  «  ABC 

Sioux  City,  Iowa 

A  Cowles  Station.  Under  the  same  manage- 

ment as  WNAX-570,  Yankton,  South  Dakota. 

Don  D.  Sullivan,  General  Manager. 



Published  every  Monday,  with  Yearbook  Numbers  (53rd  and  54th  issues)  published  In  January  and  July  by  Broadcasting  Publications,  Inc.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



Among  the  television  markets  foremost  in 

the  manufacture  of  primary  metals,  the 

Channel  8  Multi-City  Market  ranks  elev- 

enth, based  on  production  figures  for 

America's  top  100  counties  (SALES 

MANAGEMENT  "Survey  of  Buying  Power"  — 
May  10,  1956)  This  is  just  one  phase  of  the 

widely  diversified  industry  which  makes 

the  WGAL-TV  Channel  8  market  a  buying 

market  for  your  product. 

STEINMAN  STATION 

Clair  McCollough,  Pres. 

Representative 

the  MEEKER  company,  inc. 

New  York  Los  Angeles 

Chicago  San  Francisco 
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closed  circuit: 

WORST  YET  •  Networks  now  know  they 

face  probably  toughest  Congressional  hear- 
ing of  recent  times  when  House  Antitrust 

Subcommittee  begins  New  York  hearings 
Sept.  12.  At  secret  session  with  Chairman 

Emanuel  Celler  (D-N.Y.)  last  Thursday 
network  executives  were  bluntly  told  to  pro- 

duce every  contract  involving  talent,  sta- 
tion affiliations,  program  production  and 

sponsorship.  Failure  to  submit  material 

will  mean  citation  for  contempt  of  Con- 
gress, Rep.  Celler  warned. 

B»T 

NETWORKS  naturally  don't  want  inner- 
most ,secrets  revealed  and  hence  refused 

to  supply  information  voluntarily.  Sub- 
committee is  expected  to  subpoena  mater- 

ial, and  chances  are  networks  will  appeal 

to  courts  to  prevent  disclosure  of  informa- 
tion that  could  be  damaging  competitively. 

At  Thursday  session  with  Chairman  Celler 
were  Frank  Stanton  and  Richard  Salant  of 
CBS  and  David  Adams  and  Thomas  E. 

Ervin  of  NBC,  with  outside  attorneys 
Bruce  Bromley  for  CBS  and  John  Sonnott, 

for  NBC.  Reps.  Peter  W.  Rodino  Jr.  (D- 
N.J.)  and  James  M.  Quigley  (D-Pa.), 
committee  members,  were  also  there  with 
committee  counsel,  Kenneth  Harkins  and 
Samuel  Pierce. 

B»T 

MEANWHILE,  BACK  AT  THE  RANCH 

•  Rep.  Celler's  sleuths  were  nosing  around 
FCC  commissioners'  offices  last  week,  ap- 

parently seeking  "telephone"  or  other 
memos  similar  to  those  unearthed  by  Evins 
subcommittee.  Whether  Celler  staffmen 

were  looking  for  particular  items  or  just 
engaged  in  fishing  expedition  unknown, 
but  findings,  according  to  those  who  ought 
to  know,  were  nil.  Several  commissioners, 

it's  understood,  plan  to  attend  opening 
session  in  New  York,  since  they'll  be  in 
town  anyway  for  Radio  &  Television  Ex- 

ecutives Society  luncheon  honoring  FCC. 
B»T 

PROPOSED  merger  of  Bartell-owned  ch. 
33  WMTV  (TV)  Madison,  Wis.,  and  news- 

paper owners  of  WIBA  Madison  (Capital 
Times  and  Wisconsin  State  Journal)  has 

fallen  through,  according  to  reliable 
sources.  Reasons  not  known,  except  that 
principals  could  not  agree  on  terms. 

B«T 

SALES  UNDER  SCRUTINY  •  Concern 

over  increased  activity  in  tv  station  sales  is 

being  evinced  by  FCC,  which  recon- 

vened last  week  after  month's  holiday. 
Commissioners  do  not  question  prices  but 
feel  that  body  should  take  cognizance  of 
large  turnover  and  of  trends  in  ownership. 

Consequently  there's  thought  that  cases  in- 
volving important  interests,  whose  primary 

activities  are  outside  broadcasting,  should 
be  scrutinized,  with  possibility  of  hearings. 
This  would  be  in  line  with  suggestion  of 

Chairman  Magnuson  (D-Wash.)  of  Sen- 
ate Commerce  Committee  in  transmittal  of 

committee's  recent  interim  report  on  tv 

investigation,  wherein  he  commented:  "I 
wish  to  add  some  thoughts  arising  from 
current  trends  [such  as]  the  infiltration  of 

big  investment  business  into  television. 
These  are  questions  requiring  study  by  your 

Commission,  and  no  doubt  will  be  in- 

vestigated, in  due  time,  by  this  Commit- 
tee .  .  ."  [B*T,  July  23]. 

B»T 
WHAT  may  emerge  from  FCC  discussion 
on  station  sales  is  new  policy  which  would 
delve  into  situations  where  short-term  li- 

censees sell  at  high  prices.  Bandied  about 

has  been  term  "trafficking,"  which  by  rule- 
of-thumb  heretofore  has  meant  sale  of  sta- 

tions which  have  not  been  held  for  more 

than  one  year.  FCC  members  are  talking 
about  looking  into  commitments  made  by 
such  applicants  during  hearings,  and  what 

extenuating  circumstances  might  have  de- 
veloped to  cause  licensee  to  sell. 

B«T 

SMOKE  RINGS  •  What  would  Stevenson- 
Kefauver  victory  bring  to  communications 
regulation?  Gov.  Stevenson  has  several 
broadcaster  friends  but  apparently  none 

who  aspire  to  public  office.  Sen  Ke- 

fauver's  pre-convention  supporters  include 
Lou  Poller,  former  owner  of  Milwaukee 

radio-tv  properties  and  advocate  of  sub- 
scription tv,  who  wanted  Frieda  B.  Hen- 

nock  vacancy  on  FCC  last  year;  William 

A.  Roberts,  Washington  attorney  who  rep- 
resented DuMont,  among  others,  in  allo- 

cations battles,  and  who  served  as  treasurer 

for  vice  presidential  candidate,  and  Edward 

Lamb,  millionaire  Ohio  broadcaster-pub- 
lisher-industrialist, whose  bitterly-contested 

license  renewal  case  still  pends  before  FCC 
and  for  whom  Sen.  Kefauver  testified  in 

Senate  proceedings  last  year. 
B»T 

HANDS  OFF  policy  on  evaluation  of  pro- 
grams, commercial  content  or  category 

breakdowns,  in  fact,  all  those  criteria 

evaluated  in  so-called  Blue  Book  of  1946. 
has  been  proposed  to  FCC  by  its  newest 
member,  Comr.  T.  A.  M.  Craven.  At  time 

FCC  recessed  in  July,  question  of  what  to 
do  about  programming  was  deferred  until 
reconvening.  Comr.  Craven  reportedly 
has  drawn  up  his  proposal  in  event  FCC 
majority  decides  to  proceed  with  study.  In 

that  case,  his  proposal  would  become  dis- 
sent. B»T 

SHIFTS  IN  PORTLAND  •  Now-building 
ch.  8  KGW-TV  Portland,  Ore.,  and 

long-time  NBC  affiliated  KGW-AM,  on 
Dec.  17  join  ABC  networks.  Thus  KGW 
stations,  identified  with  same  Mrs.  A.  Scott 

Bullitt  ownership  as  pioneer  ch.  5  KING- 
TV  and  its  am  affiliate  in  Seattle,  will  con- 

stitute major  market  links  for  ABC  in 
Pacific  Northwest.  Ch.  12  KLOR-TV  is 
now  ABC-TV  affiliate  while  ABC  Radio 

outlet  is  Westinghouse-owned  50  kw  KEX. 
NBC  Radio  network  plans  are  not  known. 

DETAILS  won't  be  out  for  a  few  days,  but 
it's  known  NARTB's  board  has  approved 
expanded  public  relations  program.  Plan 

to  step  up  association's  program  in  this 
field  was  diverted  to  Public  Relations  Com- 

mittee at  June  board  meeting.  Since  that 
time  committee  has  drafted  program  and 

board  approval  has  been  obtained  by  mail. 
Hiring  of  at  least  one  new  man  in  public 
relations  department  is  expected.  Funds 
for  new  activity  to  come  out  of  present 
budget.  Discarded:  Proposal  to  set  up 
NARTB  branch  office  in  New  York  for 
public  relations  contacts. 

B»T 

TV  BOOMER  •  From  nothing  in  television 
to  almost  everything  in  television  is  trans- 

formation that  Wesson  Oil  &  Snowdrift 

Sales  Co.  advertising  budget  has  undergone 
in  little  more  than  year,  now  that  companv 

is  set  for  one-third  sponsorship  of  NBC-TV 
Sid  Caesar  Show  this  fall  (Sat.,  9-10  p.m. 
EDT).  Its  Caesar  investment,  estimated  at 

about  $1.2  million  and  placed  through  Fitz- 

gerald Adv..  New  Orleans,  pushes  firm's 
tv  outlay  past  $4  million  mark.  Wesson  & 
Snowdrift  company  has  been  one  of  prime 

targets  of  special  tv  presentations  by  Tele- 
vision Bureau  of  Advertising. 

B«T 

ANOTHER  tv  absentee  that  has  been  high 
on  TvB  target  list.  Sunkist  Growers  Inc.. 
Los  Angeles,  is  now  on  verge  of  its  first 
major  move  into  network  television.  Sun- 

kist's  purchase  of  alternate-week  quarter- 
hours  in  Queen  for  a  Day  (NBC-TV,  Mon.- 

FrL,  4-4:45  p.m.  EDT)  on  52-week  basis, 
is  due  to  be  announced  shortly.  Contract 
was  placed  through  Foote,  Cone  &  Beld- 

ing,  Los  Angeles. 

B»T 

STATES'  RIGHTS  •  Montana's  Gov.  J. 
Hugo  Aronson  may  follow  lead  of  Colo- 

rado's Gov.  E.  C.  (Big  Ed)  Johnson,  in  ap- 
pointing his  own  state  "FCC"  to  authorize 

on-channel  tv  boosters  to  serve  canyon 

dwellers  and  others  who  can't  get  service 
because  of  rugged  terrain.  FCC  considers 
such  boosters  illegal,  but  hundreds  of  them 
are  believed  in  use  and,  under  Federal  law, 

are  considered  "bootleg"  operations.  (See Editorial,  page  102.) 

B*T 

IN  WHAT  will  be  claimed  as  largest  single- 
market  television  program  sale  to  single 

sponsor,  KTTV  (TV)  Los  Angeles  Tues- 
day will  announce  Colgate-Palmolive  Co. 

has  bought  Friday  8-10  p.m.  period,  start- 

ing Oct.  12,  for  cream  of  uncut  M-G-M 
feature  films  newly  acquired  by  station. 

Contract  is  for  52  weeks.  Weekly  time-pro- 
gram package  is  $15,000,  said  to  be  highest 

asked  in  Los  Angeles,  making  total  buy 
nearly  $800,000.  Blair  Tv,  New  York, 
closed  sale  Friday. 

Broadcasting    •  Telecasting 
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KING'S  POLL  GALLOP 

The  results  of  Radio  KING'S  Poll  Gallop,  staged 

at  Seattle's  LongaCres  Race  Track,  were 

somewhat  inconclusive.  But  as  a  typical 

demonstration  of  KING  showmanship  they 

pleased  both  parties  and  the  independents  too! 

For  conclusive  evidence  of  KING'S 

domination  of  the  important  Western  Washington 

market,  however — check  any  nationally 

recognized  survey,  the  latest  18  Western 

Washington  county  pulse,  for  example.  You'll 
find  Radio  KING  in  strong  leadership. 

Radio  KING— 1090  KC 
ABC— 50,000  Watts 

FIRST  IN  SEATTLE 

Radio  KiNG 

t 
* 



at  deadline 

FCC  Calls  for  Meeting 

On  Uhf  'Crash'  Plan 

CALL  for  industry  conference  on  uhf  "crash" 
program  issued  by  FCC  Friday,  with  meeting 
scheduled  Sept.  20  in  Washington  under  chair- 

manship of  FCC  Chairman  George  C.  McCon- 
naughey.  Commission  sent  invitations  to 
NARTB,  RETMA,  Joint  Council  on  Educa- 

tional Television,  Committee  for  Competitive 
Tv  and  Assn.  of  Maximum  Service  Telecasters. 
Each  group  was  asked  to  have  four  delegates. 

Agenda  for  meeting  calls  for  establishment  of 
Tv  Allocation  Research  Committee  (TARC) 

by  industry  to  cooperate  with  FCC.  TARC's 
objectives:  to  assemble  facts  relating  to  feasi- 

bility of  transferring  tv  to  uhf,  or  alternatives, 
and  to  advise  FCC  on  technical  principles  in 
tv  channel  allocations.  TARC  composition  will 
be  of  all  sections  of  industry,  with  chairman 
recommended  from  RETMA.  Costs  of  research 

program  expected  to  be  borne  by  various  organ- 
izations which  are  members  of  TARC.  Pro- 

gram will  encompass  research  involving  trans- 
missions in  lower,  middle  and  upper  portions 

of  uhf  band,  use  of  operating  vhf  and  uhf  sta- 
tions, vhf  and  uhf  receivers,  and  uhf-vhf  field 

intensity  measuring  equipment.  Investigation 
on  establishment  of  industry-owned,  non-profit 
research  corporation  to  defray  costs  should  be 
made,  with  possibility  suggested  that  TARC 
might  become  such  a  non-profit  corporation. 

Details  of  suggested  research  program  set  out 
as  follows: 

Ca)  Transmitters 

1.  Comparison  between  potential  perform- 
ance and  costs  of  modern  vhf  and  uhf  trans- 

mission systems  including  transmitters,  antennas 
and  transmission  lines. 

2.  Measures  required  to  provide  uhf  coverage 
capability  equivalent  to  vhf. 
(b)  Receivers 

1.  Comparative  potential  performance  and 
costs  of  modern  vhf  and  uhf  monochrome  and 
color  receiving  systems  including  receivers,  an- 

tennas and  transmission  lines  embodying  latest 
technical  developments. 

2.  Requirements  for  circuits  and  tubes  for 

Vick  Drops  Spot  Drive 

In  Favor  of  Network  Buy 
VICK  CHEMICAL  Co.,  New  York,  which  early 
in  summer  had  scheduled  13-week  spot  cam- 

paign via  15  radio  and  30  tv  stations  for 

October  [B»T,  July  9],  changed  its  mind  Friday, 
diverting  its  funds  to  co-sponsorship  (with 

American  Tobacco  Co's  Pall  Mall)  of  The  Big 
Stoiy  (NBC-TV,  Fridays,  9:30-10  p.m.).  Al- 

though Vick's  two  agencies  are  assigned  to 
Story — Morse  International  and  BBDO — only 
one  product  so  far  is  set  for  network  exposure: 
Vapo-Rub  liniment  (BBDO).  BBDO  said  Friday 
Vick  also  would  co-sponsor  new  NBC-TV  Tues- 

day Jonathan  Winters  Show  scheduled  for  fall 
showing  at  7:30-7:45  p.m. 

With  its  U.  S.  advertising  plans  still  fluid, 
Vick  has  scouted  north  of  border  for  Canadian 
radio  availabilities  in  25-50  markets  in  what  is 
reported  to  be  largest  ($200,000-plus)  Canadian 
spot  venture  for  pharmaceutical  house.  This 
campaign,  set  to  start  tandem-style  on  Sept.  17, 
will  run  22  weeks. 

PASTEL  SETTING 

FCC's  new  commissioner's  meeting  room, 
Room  7134,  was  used  for  first  time  last 
week.  Appointments — including  walls, 
drapes  and  rug — range  from  pink  to  rose 
and  have  stimulated  Commission  person- 

nel to  refer  to  it  as  "the  boudoir." 

efficient  uhf  monochrome  and  color  receiver. 
3.  Requirements  for  effective  uhf  receiving 

antenna  system  including  transmission  lines. 
4.  Feasibility  of  design  of  moderately  priced 

receiving  system  capable  of  being  utilized  ef- 
ficiently for  both  vhf  and  uhf  in  color  and 

monochrome. 

(c)  Field  Testing 
1.  Determine  uniform  methods  for  measur- 

ing field  intensity  and  appraising  the  quality  of 
television  service. 

2.  Field  intensity  measurements  of  perform- 
ance of  uhf  and  vhf  transmission  over  same 

terrain  conditions.  These  should  include  meas- 
urements and  observations  in  one  or  more: 

canyon  type  cities,  average  type  cities,  prairie 
area  locations,  mountainous  area  locations. 
Field  testing  should  include  not  only  field  inten- 

sity measurements  but  also  actual  observations 
of  technical  quality  of  service  rendered  under 
various  conditions  and  comparison  thereof  be- 

tween median  vhf  channel  and  three  uhf  chan- 
nels (including  low  band,  median  band  and 

high  band). 

(d)  Propagation 
1.  Evaluation  of  practical  results  obtained 

from  field  testing,  review  of  theoretical  litera- 
ture and  correlation  between  practical  and  theo- 

retical performance  of  vhf  and  uhf  under 
various  conditions. 

2.  Suggested  methods  for  improving  uhf  per- 
formance if  such  is  considered  feasible. 

(e)  Multiple  Vhf  Channel  Usage 
1.  Study  of  techniques  required  to  make  most 

effective  use  of  12  vhf  channels  only  for  televi- 
sion broadcasting. 

2.  Evaluation  of  television  service  which  can 
be  achieved  by  the  application  of  techniques 
developed  in  ( 1 )  above. 

Colgate,  Esty  to  Sever; 

$4.5  Million  Billing  in  Air 
COLGATE-PALMOLIVE  Co.  and  Wm.  Esty 
Co.  will  terminate  their  advertising  affiliation 
by  mutual  agreement  as  of  Dec.  31.  Esty 
handles  Colgate  products  whose  overall  billings 
come  to  an  estimated  $4.5  million.  They  are 
Fab,  Vel,  Rapid  Shave,  which  are  substantial 
radio  users,  along  with  Brisk,  Charmis  Beauty 
Bar  and  Vel  Bar.  New  agency  still  to  be  named. 

LIKE  OLD  TIMES 

JACKIE  GLEASON  is  looking  for 

"prettiest  girls  in  the  world"  for  use 
on  his  program  which  returns  Sept.  29 
on  CBS-TV  (Sat.,  8-9  p.m.  EDT).  He 
has  issued  audition  call  for  this  Wednes- 

day at  Park  Sheraton  Hotel  in  New  York, 

at  which  time  three  beautiful  "Portrettes" 
and  16  "Glea-Girls"  will  be  selected. 

•   BUSINESS  BRIEFLY 

TIME  ON  MIND  •  Nestle  Co.,  White  Plains, 

N.  Y.,  through  Bryan  Houston,  N.  Y.,  still  look- 

ing for  availabilities  to  complete  100-station 
lineup  for  six-week  fall  radio  campaign  in  30- 
50  markets. 

NEW  FOR  DREW  •  E.  F.  Drew  &  Co.  (Tri- 

Nut  margarine),  N.  Y.,  will  launch  first  satura- 

tion tv  spot  drive  in  15  New  England  and  Cleve- 
land-Columbus (Ohio)  markets  starting  Sept. 

10.  Length  of  campaign  depends  on  results 
of  first  13-week  cycle  on  26  stations.  Agency: 
Donahue  &  Coe,  N.  Y. 

TOYS  ON  TV  •  Toy  Guidance  Council,  N.  Y., 

toy  industry  promotional  organization,  again 
scheduled  to  aid  toy  dealers  throughout  nation 

in  pre-Christmas  placement  of  "Toyland  Ex- 
press," 15-minute  film  starring  Jimmy  Nelson, 

starting  first  week  of  November.  Agency  for 

TGC,  Friend-Reiss  Adv.,  N.  Y.,  says  100  mar- 
kets would  be  covered  this  year,  indicating  in- 

crease of  40  over  last  year's  "Toyland  Express" with  Paul  Winchell  and  Jerry  Mahoney. 

CALUMET  CAMPAIGN  •  General  Foods 

Corp.  (Calumet  baking  powder),  White  Plains, 

N.  Y.,  effective  Oct.  1  buying  radio  spot  an- 
nouncements in  approximately  50  smaller  mar- 

kets. Contract,  for  13  weeks,  placed  by  Young 
&  Rubicam,  N.  Y. 

COAL  IN  MARKET  •  Reading  Anthracite 

Coal  Co.  placing  radio  spot  announcement  cam- 
paign in  major  markets  beginning  early  in 

October.  Lewis  &  Gilman,  Philadelphia,  is 
agency. 

DUZ  IN  MIDWEST  •  Procter  &  Gamble 

(Duz),  Cincinnati,  preparing  tv  spot  announce- ment campaign  to  start  in  October  and  run  for 
52  weeks  in  Midwest.  Compton  Adv.,  N.  Y., is  agency. 

ZIPPERS  IN  35  •  Coats  &  Clark  Co.  (zippers), 

N.  Y.,  will  go  into  35  markets  with  tv  spot  drive 
for  five  weeks  starting  Sept.  17.  Through  Ken- 
yon  &  Eckhardt,  N.  Y.,  client  also  will  buy 

participations  in  ABC-TV's  Afternoon  Film Festival  later  this  month. 

SPRY  DRIVE  •  Lever  Bros.  (Spry  shortening) 

launching  regular  fall  radio  campaign  in  top 
39  markets  for  10  weeks  starting  Sept.  17.  Cam- 

paign will  be  split  into  two  five-week  phases, 
separated  by  two-week  interval,  and  will  be 
Spry's  first  through  Kenyon  &  Eckhardt,  which 
recently  gained  account. 

RADIO  FOR  VANILLA  •  American  Home 

Products  (Burnett's  vanilla),  N.  Y.,  planning 
radio  spot  campaign  in  approximately  25  ma- 

jor markets  beginning  Sept.  24  and  running  for 
13  weeks.  Agency:  Geyer  Adv.,  N.  Y. 

KIT-KAT  ON  TV  •  Chunky  Candy  (Kit-Kat 

candy),  N.  Y.,  preparing  tv  spot  schedule  start- 
ing Sept.  10  for  13  weeks  in  scattered  tv  mar- 

kets.   Grey  Adv.,  N.  Y.,  is  agency. 

FELS  NAPTHA  PLANNING  •  Fels  Naptha 

Co.,  through  Aitkin  Kynett,  Philadelphia,  pre- 
paring radio  spot  announcement  campaign  in 

major  markets  for  13  weeks,  starting  mid- 
September. 
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PEOPLE 

at  deadline 

Florida-Georgia  Tv  Co.  Wins 

Jacksonville,  Fla.,  Ch.  12 

FCC  Friday  announced  final  decision  granting 
Jacksonville,  Fla.,  ch.  12  to  Florida-Georgia  Tv 
Co.  and  denying  competing  applications  by  city- 
owned  WJAX  and  WPDQ  same  city.  Vote, 

reversing  examiner's  initial  decision  favoring 
WPDQ  was  four  to  two,  with  Chairman  Mc- 
Connaughey  and  Comr.  Bartley  favoring 
WPDQ.  Comr.  Craven  abstained. 
Grant  made  to  Florida-Georgia  on  past 

broadcast  experience,  integration  of  ownership 
and  management  and  diversification  of  business 
interests.  Florida-Georgia  owned  26%  by 
George  H.  Hodges,  26%  by  Alexander  Brest; 
local  businessmen;  19%  by  Harold  S.  Cohn, 
owner  WRHC  Jacksonville;  20%  by  Mitchell 
Wolf  son-Sidney  Meyer  interests  (WTVJ  [TV1 
Miami  and  theatres),  and  3%  by  Jesse  H.  Cripe, 
WTVJ  operations  manager,  who  is  slated  to  be 
general  manager  of  Jacksonville  outlet. 
Comr.  Bartley  issued  dissenting  opinion 

taking  issue  with  majority's  conclusions  favoring 
Florida-Georgia. 

Dellar  Buys  KCCC-TV 

SALE  of  KCCC-TV  Sacramento,  Calif.,  by 
co-owners  Harry  W.  McCart  and  Ashley  L. 
Robison  to  Lincoln  Dellar,  owner  of  KXOA 

there,  announced  Friday,  subject  to  FCC  ap- 
proval. Purchase  price:  $400,000,  including  as- 

sumption of  liabilities. 
Mr.  Dellar  also  owns  KXL  Portland,  Ore.: 

KHMO  Hannibal,  Mo.,  and  50%  of  KJR  Seat- 
tle. Ch.  40  KCCC-TV  will  continue  full  ABC- 

TV  affiliation,  Mr.  Dellar  said,  and  remain  un- 
der managership  of  Al  J.  Richards.  Mr.  Dellar 

will  be  president  and  executive  director. 

WARE,  WSTP,  WPFA  Sold 

THREE  radio  station  sales  reported  Friday,  all 
negotiated  through  Blackburn-Hamilton  Co., 
station  brokers,  and  all  subject  to  FCC  approval. 
WARE  Ware,  Mass.,  sold  by  H.  Scott  Kill- 

gore  interests  to  Sherwood  J.  Tartlow  'and 
Betram  and  Al  Roberts  for  $105,000.  Mr. 

Tartlow  is  president-general  manager  and  Al 
Roberts  is  commercial  manager  of  WHIL  Med- 
ford,  Mass.  WARE  is  1  kw  on  1250  kc. 
WSPT  Salisbury,  N.  C,  sold  by  Robert  M. 

Wallace  and  associates  to  Tom  Harrell,  com- 
mercial manager,  WFNC  Fayetteville,  N.  C, 

and  Ted  Austin,  program  director,  WGEM 
Quincy,  111.,  for  $83,000.  WSTP  is  250  w  on 
1490  kc. 

WPFA  Pensacola,  Fla.,  sold  by  Charles  W. 

Lamar  Jr.  to  J.  W.  O'Connor,  Chicago  tv  film 
producer,  for  $77,500.  Station  is  1  kw  day  on 

790  kc.  Mr.  O'Connor  is  co-owner  of  Lucas- 

O'Connor  film  company,  Chicago;  formerly 
employed  at  WAAF  Chicago  and  WQAM 
Miami.  Mr.  Lamar  retains  ownership  of  now- 
dark  ch.  15  WPFA-TV  Pensacola. 

Bids  for  Sioux  Falls  Tv 

APPLICATION  filed  Friday  for  Sioux  Falls, 
S.  D.,  ch.  13  by  Morton  H.  Henkin  (KSOO 
Sioux  Falls)  seeking  18.79  kw,  690  ft.  antenna 
height  above  average  terrain,  proposing  $197,- 
857  to  build  and  $150,000  first  year  operating 
cost. 

QUICKIES  FOR  SALE 

SPONSORED  station  identification  an- 
nouncements, tested  by  ABC  Radio  with 

Campbell  Soup  Co.  as  sponsor  on  west 
coast  hookup  several  months  ago,  are 
now  being  pitched  by  network  to  number 
of  prospective  sponsors  whose  products 
and/or  services  are  deemed  by  ABC  to  be 

appropriate  to  this  quickie  form  of  ad- 
vertising. One  such  is  AT&T,  though  no 

sale  has  been  completed  there  or  with 

any  other  prospect  as  yet.  Sponsored  ID's 
presumably  would  be  handled  a  la  those 
for  Campbell,  which  said,  in  effect: 

"Campbell  Soups  are  m-m-m-m  good. 
This  is  ABC  Radio  Network." 

Brylcreem's  Hot  for  Film 
HAROLD  F.  RITCHIE  Co.  (Brylcreem  hair 

dressing),  which  for  past  three  years  has  fol- 

lowed "highly  successful"  formula  of  late  even- 
ing spot  tv  in  100  top  tv  markets,  is  seriously 

reappraising  techniques.  Convinced  that  films 

this  coming  season  "will  be  the  hottest  proper- 
ties so  far  as  cost  per  thousand  goes,"  spokes- 

man of  its  agency.  Atherton  &  Currier,  N.  Y., 

said  client  will  "look  to  developing  an  entirely 
new  audience"  in  months  to  come.  Last  week, 
Brylcreem  bought  participations  in  early  even- 

ing showing  of  Ziv's  Science  Fiction  Theatre  on 
KTTV  (TV)  Los  Angeles;  next  month,  it  will 
add  Dr.  Christian  to  its  test  strategy  on  KFSD 
(TV)  San  Diego. 

Minor  Parties  Get  ABC  Time 

NEW  SERIES  of  "acceptance  speeches"  by 
nominees  of  three  minor  political  parties  set  by 
ABC  Radio  and  ABC-TV  in  accord  with  equal- 
time  provisions  of  Communications  Act.  net- 

work authorities  reported  Friday.  Schedule  is 
as  follows:  Darlington  Hoopes  and  Samuel  H. 
Friedman,  presidential  and  vice  presidential 
nominees  of  Socialist  Party,  on  ABC  Radio 

Sept.  11  at  10:30-55  p.m.  EDT  and  ABC-TV 
Sept.  25  at  10-10:30  p.m.  EDT;  Farrell  Dobbs 
and  Myra  Tanner  Weiss,  nominees  of  Socialist 
Workers  Party,  on  ABC  Radio  Sept.  13  at 
10:30-55  p.m.  and  ABC-TV  Sept.  20  at  10-10:30 
p.m.;  Eric  Hass  and  Georgia  Cozzini,  nominees 
of  Socialist  Labor  Party,  on  ABC  Radio  Sept. 
20  at  10:30-55  p.m.  and  ABC-TV  Sept.  18  at 
10-10:30  p.m. 

/ 

N.  Y.  Demos  Name  Peck  Adv. 

NEW  York  State  Democratic  Committee  has 
appointed  Peck  Adv.  as  agency  during  campaign. 
Chairman  Michael  H.  Prendergast,  announced 
Friday.  j 

UPCOMING 

Sept.  6:  CBS  Affiliates  Board,  Colorado 

Springs,  Colo. 
Sept.  6:  Massachusetts  United  Press 

Radio-Tv  Assn.,  organization  commit- 
tee meeting,  Parker  House,  Boston. 

For  other  Upcomings  see  page  9 1 

J.  S.  (DODY)  SINCLAIR  named  administra- 
tive assistant  to  George  O.  Griffith,  vice  presi- 

dent, treasurer,  and  director  of  broadcasting 
for  WJAR-AM-TV  Providence,  R.  I.,  and 
DAVID  J.  SHURTLEFF,  general  manager  of 
WJAR,  given  additional  duties  as  director  of 
television  sales  for  WJAR-TV. 

FRANK  YOUNG,  director  of  press  informa- 
tion, Screen  Gems,  N.  Y.,  reportedly  has  re- 

signed but  agreed  to  continue  with  tv  film  pro- 
duction and  distribution  firm,  subsidiary  of 

Columbia  Pictures,  until  Oct.  1.  Meanwhile 
PHIL  COWAN,  with  CBS-TV  and  before  that 
CBS  Radio  press  department,  joins  Screen  Gems 

press  department  Sept.  10  as  director  of  pub- 
licity and  exploitation. 

Changes  at  N.  W.  Ayer's  New  York,  Phila- 
delphia and  Detroit  offices,  announced  Friday, 

included:  CYNTHIA  DRASNIN,  formerly  in 

art  department,  Carson-Roberts,  L.  A.,  to  art 
bureau  layout  staff,  Phila.;  BETCTE  B.  WYSOR, 

copywriter,  John  Moses  Agency,  to  radio-tele- 
vision copy  department,  N.  Y.;  PATRICK  F. 

HUDSON,  transferred  from  art  bureau,  Phila., 
to  art  department,  Detroit;  and  WILLIAM  J. 

RAYMOND,  transfers  from  production  de- 
partment to  plans  merchandising  dept.,  both 

Phila. 

JEAN  STEVENS,  formerly  with  Wendell  P. 
Colton  Co.,  N.  Y..  to  Dorothy  Gray  Ltd.,  cos- 

metic concern,  as  assistant  advertising  and  pro- 
motion manager. 

MARY  DEE,  disc  jockey  at  WHOD  Pittsburgh, 
to  WSID-AM-TV  Baltimore  as  head  of  Negro 
programming  at  WSID  and  program  director 
at  WSID-TV.  She  will  broadcast  over  United 

Broadcasting  Co.'s  7-station  network. 
JOHN  J.  MURRAY,  52,  pioneer  Hollywood 
radio  personality,  died  of  leukemia  Friday  at 
U.C.L.A.  Medical  Center.  He  was  once  com- 

mentator for  KFI  Los  Angeles  and  during  early 
1930s  was  m.c.  of  Sunday  night  Hi  Jinks  variety 
show  on  KFWB  Hollywood.  Survived  by  wife. 
Dorothy,  and  two  children. 

W.  H.  JOHNSON,  66,  vice  president  in  charge 

of  news  and  publications,  KCJB-AM-TV  Mi- 
not,  N.  D.,  died  of  heart  attack  Thursday. 
Former  managing  editor  of  Minot  Daily  News 
from  1922  to  1948.  he  is  survived  by  wife 
and  four  children. 

Fuerst  to  Head  KNBC 

GEORGE  W.  FUERST,  radio  spot  sales  man- 

ager. NBC  Spot  Sales'  western  division,  named 
Friday  by  Thomas  C.  McCray,  NBC  vice  presi- 

dent and  general  manager  of  KRCA  (TV)  Los 
Angeles,  as  general  manager  of  KNBC  San 
Francisco.  Mr.  Fuerst  succeeds  William  K. 
McDaniel,  transferred  to  New  York  to  take 

charge  of  NBC  Radio's  sales  (see  page  77). 
Mr.  Fuerst  started  with  NBC  in  San  Francisco 

as  page  boy  in  1930,  later  entered  programming 
at  KNBC,  was  traffic  manager  1936-41,  then 
took  up  sales  (KNBC.  KGO  KJBS  and  KGO- 
TV,  all  San  Francisco),  becoming  division  man- 

ager of  NBC  Television  Spot  Sales  in  1953. 

Buffalo  Bob  on  WOR 

BOB  SMITH,  creator  and  host  of  NBC-TV's 
Howdy  Doody  Show  (Sat.,  10-10:30  a.m.  EDT) 
signed  to  three-year,  $200,000  contract  by  WOR 
New  York  for  Monday-through-Friday  program 
(3:05-5  p.m.  EDT),  starting  Sept.  17,  Robert  J. 

Leder,  WOR's  vice  president  and  general  man- 
ager, announced  Friday.  Mr.  Smith,  who  will 

continue  with  Howdy  Doody,  will  conduct 
WOR  show  from  New  Rochelle,  N.  Y.,  home. 
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the  week  in  brief 

Broadcasting  Publications 
Sol  TaishofT 

President 
B.  T.  Taishoff 

Treasurer 

BITNER  STATIONS  SALE  STANDS 

Crow  ell-Collier  s  Paul  Smith  meets 

financing  requirements  at  showdown 

meeting  last  Friday.  However,  arrange- 

ments for  KULA-AM-TV  purchase 
are  cancelled  27 

WIND  SOLD  FOR  $5.3  MILLION 

Westinghouse  Broadcasting  Co.  buys 

WIND  Chicago  from  Atlass  group  at 

highest  price  ever  paid  for  a  radio 
station   27 

RADIO-TV  TEST  FOR  PAPERS 

Dr.  Sydney  Roslow,  director  of  The 

Pulse  Inc.,  tells  what  happens  when 

newspaper  readership  is  measured  by 

same  criteria  as  those  used  to  deter- 

mine the  audience  of  broadcast  pro- 
grams   ...  29 

SPOT  RADIO  SALES  UP  27% 

Station  Representatives  Assn.  reports 

that  spot  radio  billings  in  July  totaled 

$10,196,000,  compared  to  $8,029,000 

for  same  month  of  last  year    .  .32 

BETTER  FILM  ADS  SOUGHT 

Lever  Bros,  launches  project  to  im- 

prove the  quality  of  television  com- 
mercial films   35 

NEW  ELECTRONICAM  SHOWN 

Allen  B.  Du  Mont  Labs  reveals  re- 
fined system  of  making  films  for  tv 

and  theatres  which  Paramount  Sun- 
set Corp.  will  start  using  in  Hollywood 

within  a  few  weeks   37 

CANON  35  ON  WAY  OUT? 

American  Bar  Assn.,  meeting  in 

Dallas,  gives  signs  of  relaxing  its  pro- 
hibition of  cameras,  microphones  in 

courtrooms     40 

SUBPOENAED  PAPERS  PUBLISHED 

Evins  subcommittee  of  House  Small 
Business  Committee  publishes  eight 
CBS  documents,  out  of  thousands 

subpoenaed,  and  FCC  answers  to  con- 
gressional questions  in  action  called 

"outrageous,  inexcusable  and  novel" 
 50 

departments 

Advertisers  &  Agencies  29 
At  Deadline    7 

Awards   76 

Closed  Circuit    5 

Colorcasting    31 
Editorials  .  .  102 

Education    81 

Film   37 

FCC  BACK  ON  JOB 

Fresh  from  summer  recess,  Commis- 
sion grants  licenses  to  two  tv  and  12 

am  applicants,  postpones  deadline  for 
comments  on  deintermixture  from 

Sept.  10  to  Nov.  15   54 

CONTROVERSIAL  CONVENTIONS 

Concentration  of  tv  networks  on  con- 
vention coverage  drove  public  to  radio 

and  movies,  Sindlinger  statistics  show. 

On  other  hand,  Trendex  says  poli- 
ticians drew  higher  ratings  than  reg- 

ulars  59 

CONVENTION  COSTS  HIGH 

With  final  sum  still  in  doubt,  network 
executives  stick  to  original  estimates 
that  cost  of  covering  the  Chicago  and 
San  Francisco  conventions  exceeded 

revenue  by  $4.1  to  $5.1  million  .  59 

PARTIES  SET  AIR  SCHEDULES 

Plans  announced  by  Democrats  and 

Republicans  call  for  wide  use  of  broad- 
cast media  in  all  forms,  tv  and  radio, 

network  and  spot,  live  and  filmed  or 

taped     62 

CROSBY  ELECTRONICS  SOLD 

Division  purchased  by  Minnesota 
Mining  &  Manufacturing  which  plans 
to  take  over  certain  research  programs 

of  Bing  Crosby  Enterprises  74 

LOCAL'  TOUCH  FOR  NBC  RADIO 

Danzig,  McDaniel  and  Graham,  all 
with  extensive  station  experience,  get 

top  posts  with  NBC  Radio  in  move  to 
attune  network  to  interests  of  affili- 

ates  77 

NBC  INCREASES  COLORCASTS  500% 

Plans  for  at  least  one  color  program 

every  night  in  the  week,  in  addition 

to  spectaculars,  will  put  120-130  hours 
of  nighttime  color  on  NBC-TV  in  last 
quarter  of  year,  up  from  22.5  hours 

for  last  quarter  of  1955,  Robert  Sar- 
noff,  network  president,  announces  78 

MBS  ASKS  AFFILIATES'  AID 
Wholehearted  cooperation  of  stations 
is  needed  to  help  Mutual  make  good 

on  its  "firm  intention"  to  stay  in  net- 
work business,  MBS  President  John 

Poor  tells  affiliates  .   79 
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our  job 

doesn't 

Signing  the  contract,  to  some,  may  mark  the  climax  of  a 

national  spot  sale.  Harrington,  Righter  and  Parsons 

men  think  otherwise.  To  them,  it's  the  start  of  another 

and  extremely  vital  effort. 

Constant  attention  to  detail  .  .  attentive  service  to  all 

aspects  of  the  account  .  .  an  intelligent  approach  to  any 

problem  that  arises  — these  are  essentials  of  efficient 

television  representation.  To  perform  these  tasks 

properly,  we  concentrate  exclusively  upon  television. 

Such  thoroughness  can  be  shared  only  by  a  limited  list 

of  stations  which  — like  us  — believe  that  successful 

television  representation  is  a  never-ending  job. 

Maybe  you  feel  the  same  way  about  it,  too? 

Harrington,  Righter  and  Parsons,  Inc. 

television  —  the  only  medium  we  serve 

New  York 

Chicago 

San  Francisco 

A 1 1  ant  a 

WCDA-B    Albany     WAAM  Baltimore    W  BEN -TV  Buffalo     WJRT  Flint 

WFMY-TV  Greensboro/ Winston-Salem     WTPA  Harrisburg 

WDAF-TV  Kansas  City     WHAS-TV  Louisville    WTMJ-TV  Milwaukee 

WMTW  Mt.  Washington    WRVA-TV  Richmond    WSYR-TV  Syracusr 
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J  is  proud  of  it's  record  of  providing  the  utmost  in  television 

service  to  the  viewers  of  South  Florida  since  March  21,  1949. 

This  includes  award-winning  news  shows,  public  service  pro- 

gramming and  local  sports  spectaculars  —  all  telecast  from 

Florida's  first  1000  ft.  tower. 

Now,  as  in  the  past,  experience,  outstanding 

facilities,  and  complete  viewer  acceptance 

are  yours  when  you  invest  in  WTYJ  Tele- 

vision ...  the  only  TV  service  providing 

unduplicated  coverage  of  the  ENTIRE  South 

Florida  market.  Call  your  Peters,  Griffin, 

Woodward  Colonel  for  availabilities. 



OPEN  MIKE 

Financing 

is: 

.XT 

KIDDER, 

PEABODY 

6§f  CO.— 

•  Offers  outstanding  fa- 

cilities tor  the  issuance 

of  equity  or  debt  secu- 

rities, either  by  private 

placement  or  through 

public  offering. 

©Has  arranged  private 

financings  aggregat- 

ing $700,000,000  in 

the  past  five  years 

and  has  underwrit- 

ten over  $1  billion  of 

public  offerings  in 

the  past  ten  years. 

We  invite  you  to 

call  upon  our 

experience. 

KIDDER, 

PEABODY  &  CO. 
FOUNDED  1865 

NEW  YORK.         BOSTON  PHILADELPHIA 
CHICAGO         SAN  FRANCISCO 

Offices  and  correspondents  in  thirty  other 
principal  cities  in  the  Unit:d  States 

Address  inquiries  to: 

ROBERT  E.  GRANT 

Kidder,  Peabody  &  Co. 
First  National  Bank  Building 

Chicago  3,  Illinois 

Telephone  ANdover  3-7350 

Fine  Treatment 
EDITOR: 

Thank  you  very  much  for  the  fine  treatment 
of  my  career  in  your  On  All  Accounts  col- 

umn [B»T,  July  23].  .  .  .  The  reactions  to  it 
from  associates  in  the  industry  have  been  very 
favorable. 

John  W.  Harper,  Chief  Timebuyer 
D'Arcy  Adv.  Co. 
Chicago 

Introduction 

EDITOR: 

You  may  or  may  not  be  familiar  with  our 
organization  (National  Religious  Broadcasters 
Inc.)  and  its  stand  for  the  purchase  of  radio- 
television  time  for  the  broadcasting  of  religion. 
We  are  affiliated  with  the  National  Assn.  of 

Evangelicals,  an  inter-church  organization  rep- 
resenting 40  Protestant  denominations  .  .  . 

It  may  interest  you  to  know  that  members  of 
our  organization  spend  more  than  $10  million 

a  year  in  the  broadcasting  of  religion  in  Amer- 
ica. We  are  anxious  to  create  an  atmosphere 

of  mutual  good  will  and  cooperation. 
I  enjoy  your  magazine  and  we  consider  it  to 

be  the  "Bible  of  the  Radio-Television  Industry." 
Dr.  James  DeForest  Murch,  Pres. 
National  Religious  Broadcasters  Inc. 
Cincinnati,  Ohio 

Mr.  Hobby's  Option 
EDITOR: 

I  have  just  checked  our  listing  in  the  1956- 
57  issue  of  your  Telecasting  Yearbook  and 
was  very  surprised  to  find  under  the  heading 

"Principal  Stockholders"  the  following: 
"W.  P.  Hobby  (KPRC-AM-TV,  Houston 

Post)  holds  option  to  buy  32.5%  of  Beaumont 

Broadcasting   Corporation  [KFDM-AM-TV]." 
This  is  not  the  first  time  that  such  a  state- 

ment has  been  made  in  one  of  your  publica- 
tions. I  am  at  a  loss  to  know  the  source  of 

your  information.  W.  P.  Hobby,  the  Houston 

Post,  KPRC,  or  any  of  the  other  interests  as- 
sociated with  Mr.  Hobby,  do  not  hold  an 

option  or  have  never  held  an  option  to  buy 
any  portion  of  the  Beaumont  Broadcasting Corp. 

I  should  think  you  would  ascertain  the  ac- 
curacy of  a  statement  before  printing  it.  In 

this  case,  I  would  be  particularly  careful  since 

it  is  exactly  what  the  Enterprise  Co.  of  Beau- 
mont has  been  trying  to  prove  in  court  for  the 

past  two  years. 
C.  Blakey  Locke,  Exec.  Vice  Pres.  & 

Gen.  Mgr. 

KFDM-AM-TV  Beaumont,  Tex. 

[EDITOR'S  NOTE:  B»T  regrets  the  error.  The 
option  Mr.  Hobby  holds  is  not  to  buy  32.5%  of 
Beaumont  Broadcasting  Corp.  but  to  buy  32.5% 
of  a  new  company  to  be  formed  to  be  the  licensee 
of  KFDM-TV  after  the  KFDM-TV  grant  is  finally cleared.] 

Idioms  Wanted 

EDITOR: 

In  a  speech  abroad  this  winter  to  commercial 
attaches  of  various  European  governments,  I 

should  like  to  illustrate  the  fascinating  differ- 
ences between  our  48  states,  not  in  terms  of  dry 

statistics  which  quickly  crumble  from  mind,  but 

rather  by  local  speech  imagery,  colorfully  home- 
made, which  the  eye  can  relish  and  the  ear 

remember. 

My  West  Virginia  hostess  over  Decoration 
Day,  for  example,  observed  the  grass  was 
"huntin"  to  be  cut.  In  Vermont  last  winter,  a 
little  white-haired  old  lady  warming  her  hands 
at  the  ski-hut  stove  before  plunging  down  the 
Nose-Dive  trail,  commented  that  a  niece  kept 

her  house  "poison  neat."  During  the  war,  the 
tail-gunner  of  my  Flying  Fortress,  a  boy  from 
Arizona,  used  to  greet  new  equipment  with  the 

remark  "we  need  that  like  an  elk  needs  a 
hatrack."  .  .  . 

If  it  is  possible  to  appeal  to  your  readers  for 
picturesque  idioms  which  they  have  noted,  I 
should  be  most  grateful  .  .  .  There  is  no  other 
way  to  complete  a  collection  which  will  do 
justice  to  the  zest  and  flavor  of  our  folk-talk, 
and  the  verbal  inventiveness  of  our  people. 

George  Bijur 

111  East  56th  St.,  New  York  22,  N.  Y. 

The  Texas  Story 

EDITOR: 

Members  of  our  staff  are  most  favorably  im- 
pressed with  the  feature  article  on  Texas  in  the 

July  23  issue  of  B«T.  Please  let  us  know  if 
we  can  obtain  reprints  of  the  article  .  .  . 

Mrs.  Camilla  Koford,  Librarian 
East  Texas  Chamber  of  Commerce 
Longview,  Tex. 

[EDITOR'S  NOTE:  Reprints  of  the  51-page  Texas Market  Report  are  available  at  $35  per  hundred. 
This  includes  shipping  and  handling  charges.] 

EDITOR: 

...  I  especially  enjoyed  the  recent  market 
study  on  Texas.  It  certainly  spices  the  statistics 
to  use  the  little  bits  of  humor  that  creep  into 
the  writing  .  .  . 

John  H.  Dubuque,  Ch.  Eng. 
KXA  Seattle,  Wash. 

EDITOR: 

I  would  like  to  compliment  you  on  your 
very  fine  article  on  Texas.  .  .  .. 

W.  R.  Devine 
Devine  &  Assoc. 
Austin,  Tex. 

Gratitude 
EDITOR: 

Your  editorial  in  B«T's  issue  of  Aug.  13 — - 
"The  Hot  and  Bothered  Air"  is  excellent  and 
we,  of  the  industry,  should  be  extremely  grate- 

ful for  people  like  you  who  have  always  sup- 
ported the  true  basics  of  our  industry. 

Thank  you  sincerely. 

Bernard  C.  Barth,  Vice  Pres.  &  Gen. 

Mgr. WNDU-AM-TV  South  Bend,  hid. 

AMST  Meeting 

EDITOR: 

I  thought  you  wrote  a  very  good  story  on 
the  Chicago  meeting  of  Assn.  of  Maximum 
Service  Telecasters  and  I  am  sure  all  the  mem- 

bers appreciate  the  fine  position  you  gave  it. 
It  was  so  good  that  I  would  like  to  have 

about  100  reprints  of  the  page  to  send  with 

our  follow-up  letter  to  eligible  AMST  mem- bers. 

Harold  F.  Gross,  Pres. 
WJIM-AM-TV  Lansing,  Mich. 

Tough  Admission 
EDITOR: 

It's  a  little  bit  tough  to  have  to  admit,  but  I 
depended  on  B»T  today  to  interpret  to  me  just 
what  was  happening  on  our  station,  after  pre- 

empting something  like  40  hours  of  time  to 
have  it  happen!  I  really  think  your  run-down 
commentary  on  the  Democratic  National  Con- 

vention was  a  better  piece  of  work  than  the 
convention  itself. 

Lawrence  H.  Rogers  II,  Vice  Pres. 
WSAZ-TV  Huntington,  W.  Va. 
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From  4to7  HP.  3VL 

WPEN  IS  THE  HIGHEST 

RATED  STATION 

IN  PHILADELPHIA 

five  days  a,  week  .  .  a:n.ci  all  day  Saturday,  too' 

AG*. 
diai 

950 

*PULSE  January-February  •  March-April  •  May-June  '56  "jjj" 

REPRESENTED  NATIONALLY  BY  GILL-PERN  A,  INC.  TVetf  Yor£,  Chicago,  Los  Angeles,  San  Francis^ 
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Saga  of  the 

Successful 

SAUSAGE 

,    :-  V 

v 

r.;. 

\ 

Not  long  ago  GABEL'S 
RANCH  HOUSE,  processor  of 

meat  products,  selected  KTVX 
as  the  medium  to  introduce 

a  new  product.  Here's  what 

Mr.  Gabel  says:  "We  have 
done  considerable  advertising 

through  various  means  and 

have  been  given  good  results, 
but  all  of  the  times  that  we 

have  advertised,  this  (program 

on  KTVX)  takes  the  'spot- 

light'. We  were  introducing 
a  new  product,  and  results  are 

still  coming  in."* 

EDITOR'S  NOTE:  When 
regional  advertisers  in  East- 

ern Oklahoma  want  to  reach 

Oklahoma's  biggest  market 

they  KNOW  they'll  get  results on  KTVX. 

You,  too,  can  reach  more 

potential  buyers,  at  less  cost 

on  the  truly  regional  TV 
station  .  .  .  KTVX. 

*Letter  on  file  in  our  office. 

Ask  Your 

AVERY -KNODEL  Representative 

L.  A.  (Bud)  BLUST 
V.  P.  and  Gen.  Manager 

TULSA  BROADCASTING  COMPANY 

Box  9697,  Tulsa,  Oklahoma 

Page  16    •   September  3,  1956 

IN  REVIEW 

THE  COMPANY  WIFE 

ABOUT  five  years  ago,  Fortune  magazine's 
William  H.  Whyte  attempted  to  clarify  a  most 
pressing  industrial  issue,  that  of  the  company 
wife  and  her  place  in  the  business  community 
sun.  As  part  of  a  very  lucid  series  of  articles 
on  communication,  Mr.  Whyte  explained  the 

ways  and  means  by  which  a  "company  wife'' 
either  makes  oi  breaks  h'er  mate,  and  how 
many  a  top  echelon  job  was  created  or  denied 

simply  on  the  basis  of  a  wife's  behavior. 
Instead  of  heeding  Mr.  Whyte's  basic  con- 

clusion— to  wit:  that  the  ideal  company  wife 
is  a  mistress  of  subtlety,  a  superb  intrigante 
whose  bible  is  Emily  Post  and  whose  battle 

plans  are  by  the  late  Dale  Carnegie — the  au- 

thors of  last  Monday's  Robert  Montgomery 
Presents  came  up  with  a  wheeze  that  seemed  to 

have  come  out  of  Claire  B.  Luce's  The  Women, 
or  the  Messrs.  Sloan  Wilson,  Cameron  Hawley, 

Rod  Serling  and  the  rest  of  the  "business 
novel"  studs. 

In  "The  Company  Wife,"  author  J.  Harvey 
Howells  and  his  tv  adaptor,  Martha  Wilkerson, 
would  have  us  believe  that  the  coming  of  The 
New,  Bright,  Young  Executive  would  unleash 
such  a  tidal  wave  of  greed,  insecurity,  envy  and 

just  plain  bitchiness  on  the  part  of  Newtown's 
female  population  that  not  a  single  member  of 
the  community  could  hope  to  escape  it.  It 

might  have  been  "good  summer  viewing,"  but 
still,  we  thought  it  rather  presumptious  to  end 

this  dreadful  play  with  the  disclaimer  that  "any 
similarity  between  persons  living  or  dead,  etc." 
We  definitely  hope  so. 
Production  costs:  Approximately  $38,000. 

Sponsored    by    Schick,    through    Warwick  & 
Legler  on  NBC-TV,  Mon.,  9:30-10:30  p.m. 

Written  by  Martha  Wilkerson,  tv  play  by  J. 

Harvey  Howells;  director:  Ira  Cerker;  pro- 
ducer:  Philip  Barry  Jr. 

HURRICANE  WATCH 

METHODS  used  in  locating  and  tracking  hur- 
ricanes, how  advisories  and  warnings  are  dis- 

seminated, and  the  safety  precautions  that 
should  be  taken  by  individuals  to  minimize 
loss  of  life  and  property  are  interestingly  told 

in  "Hurricane  Watch,"  United  States  Weather 
Bureau  film  now  being  made  available  to  tv 
stations  in  coastal  areas  of  the  nation.  The 

15-minute  film,  which  like  many  other  govern- 
ment productions  suffers  from  the  use  of 

amateur  performers,  nevertheless  is  neatly  writ- 
ten, competently  directed  and  skillfully  nar- 

rated. 
Production  costs:  Approximately  $14,500. 
Producer:  Motion  Picture  Services,  Dept.  of 

Agriculture,  under  supervision  of  Calle  A. 
Carrello,  chief  of  production. 

Writer-director:  Gil  Courtney 
Camera:  Bob  Kiefer. 

LORETTA  YOUNG  SHOW 

BACK  IN  BUSINESS  for  the  dawning  season, 

the  Loretta  Young  Show  turned  up  on  NBC- 
TV  Aug.  26  apparently  not  much  changed  from 
last  season  but  gratifying  as  ever  in  its  slick 
fiction  fashion. 

For  her  season  opener  Miss  Young  picked 
a  mystery  story  which  involved  a  deaf  lady 
lawyer  and  her  law  partner -husband,  the 
former  a  good  and  true  type,  the  latter  a 
man  who  is  sometimes  willing  to  compromise  a 

principle  for  material  gain.  It  was  a  melo- 
dramatic half-hour,  complete  with  moral  lesson. 

To  those  of  us  who  like  that  sort  of  thing — 

even  to  the  hostess'  epilogue  restatement  of 
the  moral — it  was  entertaining  and  terrifying. 
Technically  it  was  well  done  as  these  shows 
characteristically  are. 

It's  hard  to  define  the  Young  television 

formula.  It  calls  for  a  good-sized  female  star 
part,  often  for  melodrama  and  moral,  and  al- 

ways clearcut  issues.  Maybe  it's  the  latter  that 
makes  it  a  show  that's  nearly  always  fun  to 
watch,  providing  the  sort  of  simple  enjoyment 
found  in  fairytales  and  Westerns.  Whatever 

the  formula,  if  indeed  there  is  any,  it's  good  to 
have  the  Loretta  Young  Show  back  on  the 
Sunday  bill. 
Production  costs:  Approximately  $45,000. 

Sponsored  by  Procter  &  Gamble,  through  Ben- 
ton &  Bowles  (Camay,  Tide)  and  Compton 

Adv.  Agency  (Gleem),  on  NBC-TV  Sundays, 
10-10:30  p.m.  EBT. 

Producer:  John  London;  associate  producer; 
Jack  Murton;  director  of  photography:  Nor- 
bert  Brodine;  story  editor:  Ruth  Roberts; 
music  supervisor:  Harry  Lubin. 

JANE  WYMAN  SHOW 

ANOTHER  in  the  something-less-than-great 
but  worth-watching-anyway  vein  is  the  Wyman 

show,  Tuesday's  twin  to  the  Loretta  Young 
Show.  Format,  sponsor  and  story  type  are 
the  same. 

It,  too,  started  a  new  season  last  week.  The 
yarn  was  about  a  Career  Woman  literary  agent 

with  a  penchant  for  loving  and  losing  promis- 
ing authors  who  dropped  her  when  they 

reached  the  top.  She  tried  to  hold  the  latest 
candidate,  George  Montgomery,  by  keeping 
him  away  from  the  top,  but  almost  lost  out 
again  when  he  discovered  her  trickery. 

Main  trouble:  events  proceeded  much  too 

quickly  for  a  half-hour,  which  fouled  up  the 

"willing  suspension  of  disbelief."  Aside  from 
that,  it  was  a  well-acted,  professional  and  en- 

tertaining show. 
Production  costs:  Approximately  $42,000. 
Sponsored   by    Procter   &    Gamble,  through 

Compton  Adv.,  on  NBC-TV  Tues.,  9-9:30 

p.m. 

Producer:  William  Rousseau;  director:  various; 

director  of  photography:  John  MacBurnie; 
editorial  supervisor:  Richard  G.  Wray, 
A.C.E.;  film  editor:  Daniel  A.  Nathan, 
A.C.E.;  music  supervisor:  Stanley  Wilson. 

Jane  Wyman  Show  is  a  Leman  Ltd.  Produc- 
tion filmed  at  Revue  in  Hollywood. 

COKE  TIME 

RETURN  of  Coke  Time  and  its  singing  star 
Eddie  Fisher  to  NBC-TV  last  Wednesday  was 
heralded  by  a  publicity  release  announcing  that 
on  his  first  program  of  the  new  season  he  would 
introduce  a  new  song  by  Sammy  Cahn  titled 

"Tv  Is  a  Wonderful  Thing."  But  anyone  who 
tuned  in  expecting  to  be  in  on  the  birth  of  an- 

other "I  Walk  Alone"  was  sadly  disappointed. 
"Tv  Is  a  Wonderful  Thing"  turned  out  to  be  a 

patter  number  to  the  effect  that  "the  tv  season's 
in  full  swing  .  .  .  it's  time  to  start  dialing  .  .  . 

keep  you  smiling  ...  tv  is  a  wonderful  thing." 
Mr.  Fisher  wisely  sang  this  first — and  fast — 

and  then  got  on  to  singing  the  romantic  ballads 
he  does  do  well,  sending  his  studio  audience 
into  squeals  of  delight  exactly  like  those  with 
which  their  older  sisters  used  to  respond  to  the 
warbling  of  Frankie  Sinatra  some  15  years  ago. 
If  this  is  the  kind  of  thing  you  like,  then  this 

program  is  for  you,  as  there's  no  one  around 
today  who  does  it  any  better  than  Eddie  Fisher. 

One  of  the  most  entertaining  bits  of  the 
opening  Coke  Time  show  was  the  commercial. 
Host  Fred  Robbins,  welcoming  Eddie  back,  be- 

gan talking  of  his  own  vacation  and  showing 

snapshots  of  the  famous  places  he'd  visited 
during  the  summer — each  picture  a  close-up  of 
a  hand  holding  a  bottle  of  Coca-Cola,  with  the 
Golden  Gate  Bridge,  Old  Faithful,  etc.,  provid- 

ing sketchy  backgrounds. 
Production  costs:  Approximately  $12,500. 

Sponsored  by  Coca-Cola  Co.  through  McCann- 
Broadcasting Telecasting 
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HOUR 

AVAILABLE  FREE  TO  ALL  TV  STATIONS 

Rev.  Peter  Eldersveld,  on  Network  Radio  since  1946, 

presents  The  Ten  Commandments  on  TV  Film.  A  series 

of  thirteen  15  minute  shows  especially  designed  to 

meet  the  need  of  public  service  TV  programming. 

NO  PROSELYTING  ...  NO  APPEAL  FOR  FUNDS 

This  high  calibre  program  without  emotional  appeals 

and  commercialism,  has  been  produced  to  help  fill  the 

requirement  for  tangible  public  service  to  mature 

spiritual  and  cultural  needs  of  all  communities. 

accepted  by  160  TV  stations... 

and  here's  what  they  say . . . 

"We  have  received  many 
favorable  comments  on  the  Back 

to  God  Hour." 
"You  have  done  a  splendid  job 
with  your  first  1  3.  Keep  up  the 

good  work." "We  have  had  many  calls  in 
regards  to  this  program  and  how 
good  it  is.  Particularly  the  one 
which  was  shown  today,  July  23rd. 

"In  my  opinion,  your  series  on  the 
Ten  Commandments,  which  is 
now  running  on  our  stations,  is  wel 
done.  It  has  received  a  very 

favorable  audience  in  this  area." 

"Reaction  to  series  currently 

shown  here  is  very  fine." 

"Your  series  of  programs  were 
excellent — in  good  taste  and 

most  effective." 

Send  for  your  audition  print HOUR 

TV  DIVISION 

10858  S.  Michigan  Ave.,  Chicago  28,  lllinoi 

Broadcasting   •  Telecasting September  3,  1956    •    Page  17 



IN  REVIEW 

Erickson  on  NBC -TV,  Wednesdays  and  Fri- 
days, 7:30-7:45  p.  in. 

Host:  Fred  Robbins;  conductor:  Axel  Stordahl: 
producer:  Tad  Danielewski;  director:  Paul 
Harrison;  sets:  Glen  Holse;  continuity: 
Bernie  Gould. 

A  FRAGILE  AFFAIR 

THE  brittle,  pre-World  War  I  farces  of  Ferenc 
Molnar  may  turn  out  to  be  a  find  for  television 
dramatists.  His  themes  have  just  the  right 
amount  of  off-beat   delight  to  liven  the  tv 
screen. 

For  example,  last  Tuesday  NBC's  Unit  Four 
presented  the  Hungarian  dramatist's  A  Delicate 
Story  (retitled  A  Fragile  Affair)  on  the  Kaiser 
Aluminum  Hour  and  it  was  a  charming  lark. 

Basically,  the  story  is  a  sophisticated  caper 
set  in  a  Swiss  delicatessen.  Adapter  Robert 
Howard  Lindsay  wisely  revised  the  time  to 
1939  but  left  intact  all  the  hallmarks  of  the 
comedy  of  fashion  of  the  earlier  period.  Item: 
Long  moments  of  trivia.  Eli  Wallach  and 
Gaby  Rodgers  shone  in  their  parts,  with  Miss 
Rodgers  bringing  bright  moments  of  intensity 
to  her  characterization  of  the  innocently,  faith- 

less wife  who  feels  she  must  love  soldiers  in 

the  interests  of  "mankind."  Among  the  sec- 
ondary members  of  the  cast,  we  must  cast  a 

vote  of  appreciation  for  the  joyful  whimsey  of 
Marcel  Hillaire  in  his  part  of  police  captain. 

All  in  all,  a  charming  and  delightful  per- 
formance. 

Production  costs:  Approximately  $35,000. 
Sponsored  by  Kaiser  Aluminum,  through  Young 

Rubicam,  on  NBC-TV,  Aug.  28,  9:30-10:30 

p.m.  EDT. Book  by  Ferenc  Molnar,  adapted  by  Robert 

Howard  Lindsay;  executive  producer:  Worth- 
ington  Miner;  producer-director:  Fielder 
Cook;  associate  producer:  Joseph  Dackow: 
production  assistant:  Marion  Rees;  technical 
director:  Dan  Zampino. 

BOOKS 

MATHEMATICS  FOR  ELECTRONICS 

WITH  APPLICATIONS,  by  Henry  M.  No- 
delman  and  Frederick  W.  Smith.  McGraw- 
Hill  Book  Co.,  330  W.  42nd  St.,  New  York 
36,  N.  Y.  396  pp.  $7. 

IN  THIS  text,  "the  emphasis  has  been  placed 
on  application  rather  than  on  mathematical 

theory,"  the  authors  say  in  their  preface,  not- 
ing that  this  approach  seemed  best  in  light  of 

their  experience.  (Mr.  Nodelman  is  head  of  the 
mathematics  and  physics  department  of  RCA 

Institutes;  Mr.  Smith  is  an  NBC  television  en- 

gineer.) "It  is  our  conviction,"  they  continue, 
"that  the  wide  barrier  which  exists  between 
mathematics  and  its  applications  can  best  be 
surmounted  by  demonstrating  the  practical 

uses  which  industry  makes  of  mathematics." 

TELEVISION  ENGINEERING,  PRINCIPLES 
AND  PRACTICE,  by  S.  W.  Amos  and  D. 
C.  Birkinshaw.  Philosophical  Library,  15  E. 
40th  St.,  New  York  16,  N.  Y.  Four  volumes. 

$15. 
TELEVISION  ENGINEERS  in  this  country 

may  be  interested  in  this  set  of  training  man- 
uals used  by  the  BBC  to  instruct  its  engineers 

in  the  principles  and  practices  of  telecasting  by 
British  standards:  405  lines,  25  frames,  am 

sound,  etc.  Volume  I  deals  with  basic  tv  prin- 
ciples, camera  tubes,  tv  optics  and  electron  op- 

tics. Volume  II,  just  published,  is  devoted  to 
video-frequency  amplification.  Volume  III,  now 

in  preparation,  will  deal  with  waveform  genera- 
tion and  Volume  IV  with  various  circuit  tech- 

niques. 
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Get  on  the  winner... 

get  on  radio  station 

with  the  most  listeners  in  Baltimore 

REPRESENTED       BY       JOHN       BLAIR      &  COMPANY 
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360%  Sacramento's 

Women  See  Milly 

Once-A-Week  v  et 

ARB's  cumulative  rating  for 
June  says  Milly  Sullivan  and 

"Valley  Playhouse"  reach 
36.9%  different  TV  homes 

weekly  over  KCRA-TV 

Milly  has  repeat  audience,  too. 

Her  average  daily  rating  is 

12.4  with  74.4%  of  this  large 

woman's  daytime  audience. 

From  2  to  5  EM.,  Milly's  par- 
ticipating double  feature  leads 

in  all  quarter  hours  over  the 
other  three  stations  on  the  air. 

"Valley  Playhouse"  is  an  im- 
portant part  of  the  programming 

which  attracts  Sacramento 

women  to  KCRA-TV. This  helps 
make  KCRA-TV  the  highest 
rated  NBC  station  in  the  West. 

*AII  ratings  compiled  from 
Sacramento  Television 
Audience  ARB:  June  2-8, 
1956. 

our  respects 

to  THOMAS  EDSON  KNODE 

AT  ODDS  with  the  sophisticated  decor  of  the 
Manhattan  office  of  Thomas  Edson  Knode, 

vice  president  in  charge  of  television  for  Ed- 
ward Petry  &  Co.,  is  a  homely  motto  hanging 

on  a  wall: 

"Work  is  the  curse  of  the  drinking  classes." 
It  is  a  curse  which  Mr.  Knode  bears  as  unos- 

tentatiously as  possible.  Few  work  harder  or 
more  effectively  while  seeming  to  work  so  little. 

To  the  undiscriminating  eye  the  self-effacing, 
friendly  Mr.  Knode  appears  an  affable  misfit  in 
the  fiercely  competitive  station  representation 
field,  a  lotus-eater  among  a  pack  of  carnivores. 
But,  as  many  of  his  competitors  have  been  sur- 

prised to  learn,  he  has  formidable  instincts  of 
survival. 

These  competitors  would  have  been  spared 
the  surprise  if  they  had  been  in  the  vicinity  of 
Buna,  New  Guinea,  in  the  early  stages  of  World 
War  II.  There  Lt.  Thomas  Knode,  infantry 
platoon  leader,  picked  up  two  Japanese  bullets 

and  a  Distinguished  Service  Cross,  the  nation's 
second  highest  decoration  for  valor. 

Today,  at  40,  Tom  Knode  is  vice  president 
in  charge  of  television  and  chairman  of  the 
plans  board  of  Edward  Petry  &  Co.,  pioneer 
station  representation  firm.  He  joined  Petry 
in  April  1955.  The  plans  board  chairmanship 
he  added  last  month.  A  measure  of  what  he 

has  helped  to  accomplish  in  his  little  more 
than  a  year  with  the  company  was  recognized, 
at  least  by  implication,  when  President  Petry 
announced  formation  of  the  plans  board.  He 

included  this  phrase:  "Our  organization  and 
business  have  expanded  to  such  an  extent 

during  the  past  year  .  .  ." 
Mr.  Knode's  knowledge  of  markets  and  sta- 

tions— which  is  extensive — was  earned  on 
both  sides  of  the  broadcast  street.  He  grew 
up  with  a  network,  which  to  a  rep  is  the 
epitome  of  competition.  Yet  today  he  works 
the  representation  side  with  no  less  enthusiasm 
and  vigor,  and  still  keeps  the  friends  he  had 
on  the  other. 
Thomas  Edson  Knode  was  born  Nov.  17, 

1915,  in  Soledad,  Calif.,  the  son  of  Thomas  E. 
and  Helen  Whitaker  Knode.  His  father  was 
in  the  Air  Service  of  the  U.  S.  Army  during 
World  War  I,  and  after  the  war  operated  an  air 
service  which  took  the  family  to  residences  in 
California,  Texas  and  Oklahoma. 
When  young  Tom  was  five  years  old  his 

father  was  killed,  and  with  his  mother  he 
gravitated  back  to  Washington,  D.  C,  where 
her  family  still  resided.  There  he  attended  the 
public  schools,  then  moved  on  to  Augusta 
Military  Academy  at  Fort  Defiance,  Va.  This 
was  followed  by  a  year  of  law  at  Columbus  U. 
(1935)  and  a  year  at  Temple  Business  School 
(1936)  ,  both  in  Washington. 

After  Temple  Business  School,  he  got  a 

job  as  private  secretary  to  an  electrical  con- 

tractor in  Washington,  but  this  was  short-term, 
interim  work.  He  wanted  to  get  into  the  news- 

paper business,  and,  indeed,  had  started  with 
the  United  Press  as  a  copyboy  in  the  summer 
of  1935.  After  three  months  with  the  electrical 

contractor,  he  gave  up  that  job  and  concen- 
trated on  his  UP  duties. 

There  he  served  successively  as  dictation 
boy,  reporter  and  radio  news  editor  until 
January  1938,  when  he  moved  into  broadcast- 

ing as  news  editor  for  NBC  in  Washington. 
Three  years  later  he  was  named  director  of 
news  and  special  events  for  NBC  in  the  capital. 
Then  came  World  War  II. 
When  he  was  called  into  Army  service  in 

March  1942,  his  early  training  at  Augusta 
Military  Academy  got  him  a  commission  as 
a  second  lieutenant.  But  it  was  his  own  doing 
that  got  him  into  combat.  He  was  offered  a 

desk  job  with  the  radio  branch  of  the  Army's 
Bureau  of  Public  Relations,  but  turned  it  down. 

Then,  with  the  32nd  Div.,  he  shipped  over- 
seas to  New  Guinea.  The  second  bullet  he 

caught  in  that  push  on  Buna  Village  shattered 
the  bones  of  one  foot,  and  he  spent  the  next 
11  months  in  hospitals  before  he  was  retired 
in  November  1943  with  the  rank  of  captain. 

Returning  to  NBC,  he  was  given  the  job  of 

handling  publicity  for  the  network's  Washing- ton stations.  About  a  year  later,  in  January 
1945,  he  was  transferred  to  New  York  as 
assistant  manager  of  the  NBC  press  department. 
In  October  1947  he  was  named  director. 

From  the  press  unit  he  transferred,  in  1949, 
to  the  television  side,  as  administrative  assistant 

to  Carleton  D.  Smith,  then  director  of  tv  net- 
work operations  (now  vice  president  and  gen- 

eral manager  of  NBC's  WRC-AM-FM-TV 
Washington).  When  Mr.  Smith  was  moved  into 
the  station  relations  vice  presidency,  Mr.  Knode 
also  transferred  into  that  department. 

There  he  remained,  but  rising  in  office  and 
influence,  until  he  resigned  as  station  relations 
director  to  join  the  Petry  organization. 

During  his  tenure  in  NBC  Television  opera- 
tions and  station  relations,  Mr.  Knode  has 

been  credited  with  contributing  as  much  as 
any  other  one  man  to  the  building  of  the  NBC 
Television  Network  from  its  formative  days 

to  its  present  eminence. 
Mr.  Knode  is  married  to  the  former  Molly 

Stonestreet  of  Washington  and  they  live  at 
Wilton,  Conn. 

He  professes  no  club  memberships  and  few 
hobbies,  and  it  is  a  fact  that  his  work — which 
keeps  him  on  the  road  approximately  25%  of 
the  time  and  frequently  requires  late  evenings 
when  he  is  in  town — leaves  little  opportunity 
for  such  activities.  But  he  is  an  expert  tennis 

player  and  swimmer — to  which  expertise  should 
be  added,  as  many  a  station  man  will  attest, 
an  uncommon  proficiency  at  the  poker  table. 
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Adam  Young  now  represents  two  of  TODD  STORZ's  great 

radio  stations,  KOWH,  Omaha  and  WTIX,  New  Orleans 



For  Today... and  Tomorrow 

The  Magnificent  New  Home 

of  Detroit's  Storer  Stations 

WJBK RADIO 

WJBK-TV 
1500  KC 

10,000  WATTS  DAY,   1,000  WATTS  NIGHT 

CHANNEL  2 

CBS 

Detroit's  most  complete  record  library 
serves  radio  music  lovers. 

A  curving  staircase  leads  from  the  wood  panelled 
lobby  and  reception  room. 

Traditional  furniture 
is  used  throughout, 
as  in  this  office  of 
the  radio  managing 
director. 

Only  half  of  the  huge  television  Studio  A  (75  x  52  feet)  is  needed 

for  the  big  "Ladies  Day"  audience. 

Represented  by  THE  KATZ  AGENCY,  INC. 

STORER  NATIONAL  SALES  OFFICE,  118  E.  57th,  New  York  22,  MUrray  Hill  8-8630 



Neighbor  of  the  Famous  General  Motors  and  Fisher  Buildings  in  the  Dynamic  New  Center  Area 

7441  SECOND  BLVD.,  DETROIT  2,  MICH.  •  TRinity  3-7400 

WITHIN  THESE  DOORS,  tomorrow's  radio  and  television  equipment  at  work  today  to  make 

WJBK  Radio  and  WJBK-TV  even  more  powerful  salesmen  throughout  the  great  South- 

eastern Michigan  market.  We're  open  ...  for  business  ...  in  a  big  new  building  as  handsome 
as  the  big  new  business  we  can  build  for  you.  Now,  more  than  ever,  these  outstanding  Storer 

stations  are  your  best  choice  for  sales  results,  with  these  marvelous  facilities  to  serve  our 

clients,  viewers  and  listeners.  Come  visit  us  when  you're  in  Detroit! 

Color  TV  is  recessed  into  the  wood  panelled  wall 

of  the  television  managing  director's  office. 

To  Be  Greeted  with  a 

City-Wide  Celebration 

September  18th's  the  day  for  the  formal  opening  cere- 

monies! Open  House  for  the  public  and  attendance  by 

local,  state  and  national  officials  will  make  the  new  home 

of  WJBK,  Radio  and  WJBK-TV  the  center  of  all  eyes. 

Direction  Control,  announcers'  booth  and  clients'  viewing  room 
as  seen  from  TV  Studio  A 

Radio  Studio  A,  one  of  three 
ultra-modern,  fully  equipped  radio  broadcast  centers. 



THRILL  JACKSON'S 

AND  MAKE  SALES  EASIER  FOR 

You! 

IN  JACKSON -U.  OF  M.  FOOTBALL  GAMES 

OVER  WKHM  ROLL  UP  RECORD 

IMPRESSIONS  EVERY  WEEK 

SAVE 

up  to 

15%
 

f 

By  Buying  2  or  More  of 

these  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 

Dearborn-Detroit   Flint,  Mich.     Jackson,  Mich.  Saginaw,  Mich. 
Jackson  Broadcasting 

t  &  Television  Corp. 

BUY  ALL  4  STATIONS          SAVE  15% 

BUY  ANY  3  STATIONS  SAVE  10% 

BUY  ANY  2  STATIONS  SAVE  5% 

WlfUlA 
WW  Hm,  n  Ifl 

JACKSON, 

MICHIGAN 

Fred  A.  Knorr,  President 

John  O.  Gilbert,  Managing  Director 

Jackson  Broadcasting  &  Television  Corp. 

KNORR    Broadcasting  Corp. 

THEODORE  J.  GRUNEWALD 

on  all  accounts 

THEODORE  JOSEPH  GRUNEWALD,  31- 
year-old  vice  president  in  charge  of  radio-tv, 
Hicks  &  Greist,  New  York,  although  no  ha- 

bitual lawbreaker,  believes  that  certain  laws 
[are  meant  to  be  broken,  particularly  if  they 

happen  to  interfere  with  his  client's  desire  to 
gain  national  attention  at  very  little  cost. 

Last  year,  Ted  Grunewald  and  Charles 

Skoog,  Hicks  &  Greist's  account  executive  on 
Sandura  Co.,  manufacturers  of  a  vinyl  floor- 
covering,  had  a  joint  idea  of  vividly  illustrating 

Sandran's  durability  by  showing  NBC-TVs 
Tonight  viewers  what  would  happen  if  a  stream 

of  taxis  and  trucks  criss-crossing  midtown  Man- 
hattan were  to  pass  over  a  strip  of  the  material. 

With  municipal  regulation  after  regulation  tying 
Hicks  &  Greist  into  a  knot  of  red  tape,  Ted 
Grunewald  merely  waited  until  the  police  were 

conveniently  off  somewhere  else  before  proceed- 
ing with  the  live  commercial — as  planned — 

that  netted  Sandura  an  additional  70  franchised 
dealers  the  following  week. 

Trained  in  real  estate  development  on  the 

side  while  going  through  New  York  U.'s  School 
of  Commerce  (after  a  three-year  stint  as  an 
Army  Air  Corps  officer  in  World  War  II),  Mr. 
Grunewald  became  quite  experienced  in  taking 

well-calculated  chances.  As  a  "charter  mem- 
ber" of  the  William  Esty  agency's  tv  depart- 

ment— one  of  the  first  in  the  business — which 
he  joined  in  1948,  Ted  Grunewald,  as  business 
manager,  was  smack  in  the  midst  of  network 
tv's  trial-and-error  phase  of  operations. 

In  1952,  when  he  went  to  Doyle  Dane 
Bernbach  as  radio-tv  director,  he  became  in- 

strumental in  launching  the  Liberace  band- 
wagon which  sold  Necchi  sewing  machines  by 

the  carloads  "to  people  who  said  they  couldn't 
stand  Liberace."  He  also  told  the  Henry  S. 

Levy  Baking  Co.,  ("Anyway  you  slice  it,  it's 
still  Levy's")  that  anyway  they  chose  to  slice 
it,  television  would  taste  mighty  good. 

At  the  time  he  joined  Hicks  &  Greist  in 

1953,  the  agency  billed  $100,000  in  broad- 
cast media;  today,  the  figure  hovers  somewhere 

between  $3  and  $4  million.  Clients  such  as 

the  Dixie  Cup  Co.,  Taylor-Reed  (E-Z  Pop), 
Servel,  Lewyt,  Walter  H.  Johnson  Candy  Co., 

all  have  upped  their  broadcast  budgets  "very 
considerably"  in  the  past  three  years. 

Married  to  the  former  Dorothy  Nedwick, 
Mr.  Grunewald  makes  his  home  in  Jamaica, 

Long  Island,  and  what  little  time  is  his  goes 

into  a  "simply  lousy  game  of  golf,"  deep  sea 
fishing  for  "blues"  off  Montauk  Point,  and 
snapping  color  photos  of  his  18-month-old 
daughter,  Carol. 
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And  now  for  the  $128,000  question — What  is  "Scotch"  a  brand  name  for? 

You'll  win  our  thanks  (if  not  a  jackpot)  by 
respecting  our  registered  trademark  when  you 

mention  our  product  on  your  programs.  If  it 

is  impossible  for  you  to  use  the  full  name  cor- 

rectly: "Scotch"  Brand  Cellophane  Tape,  or 
"Scotch"  Brand  Magnetic  Tape,  etc.,  please 

just  say  cellophane  tape  or  magnetic  tape. 
Thank  you. 

MINNESOTA  MINING  AND    fj||p|  MANUFACTURING  COMPANY 

ST.  PAUL  6,  MINNESOTA 
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Here  is  a  model  of  WRC  and  WRC-TV's  new  $4- 

million  plant  — the  first  ever  built  from  the  ground  up 

specifically  for  Color  Television.  This  is  another  giant 

,  step  in  NBC's  development  of  complete  local  facilities 

for  nationwide  color-casting.  By  Fall  of  1957,  NBC's 
key  stations  in  the  Capital  will  be  serving  their  adver- 

tisers, their  audiences  and  the  nation  from  the  most 

advanced  structure  of  its  kind. 

For  advertisers,  it  represents  the  newest,  most  dynamic 

approach  to  a  market  of  consumers  with  the  largest 

family  income  in  the  country. 

For  Metropolitan  Washington,  it  represents  an  oppor- 

tunity to  see  live,  local  programming  in  Color,  supple- 

menting NBC's  network  Color  service. 

For  the  nation,  it  represents  the  prospect  of  seeing 

important  events  and  personalities  transmitted  from  the 

Capital  with  the  total  realism  of  glowing  Color. 

This  is  the  building  to  keep  your  eye  on.  It  is  an  integral 

part  of  booming  Washington.  It  promises  a  brighter, 

more  colorful  future  for  your  product,  your  customers 
.  .  .  and  you. 

WRC  and  WRC -TV... SOLD  BY  f  NBCj  SPOT  SALES 

NBC  LEADERSHIP  STATIONS  IN  WASHINGTON,  D.C. 
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CROWELL-COLLIER  FINANCING 

IS  SET  FOR  BITNER  PURCHASE 

•  Paul  Smith  comes  up  with  money  at  Friday  showdown  meeting 

•  Says  deal  to  buy  Bitner  string  will  go  to  FCC  at  once 

•  Meanwhile,  C-C  gets  KFWB  but  loses  out  on  KULA-AM-TV 

CROWELL-COLLIER  last  week  found  the 

financing  to  complete  its  $16  million-plus  pur- 
chase of  the  Bitner  stations  just  as  the  deal  was 

about  to  fall  through. 
Paul  C.  Smith,  Crowell-Collier  president,  an- 

nounced late  Friday  that  the  purchase  agree- 
ment had  been  set,  that  applications  for  ap- 
proval would  be  filed  with  the  FCC  as  soon  as 

lawyers  could  draw  up  the  papers.  He  is  faced 
with  an  Oct.  31  deadline  by  which,  according 
to  the  terms  of  the  agreement,  FCC  approval 
must  be  forthcoming  and  the  sale  closed. 

Crowell-Collier  also  last  week  lost  one  prop- 
erty and  acquired  another  in  its  more-than-$20 

million-plan  to  build  a  broadcasting  empire. 
Its  $1  million  purchase  of  KULA-AM-TV 

Honolulu  was  cancelled  by  mutual  consent  of 
buyer  and  seller. 

It's  $2.47  million  purchase  of  KFWB  Los 
Angeles  was  approved  by  the  FCC  (see  story 
page  56). 

Mr.  Smith  found  his  money  for  the  Bitner 
transaction  at  the  eleventh  hour.  He  had  sched- 

uled a  showdown  meeting  last  Friday  with 
Harry  M.  Bitner  Sr.,  chairman  of  the  board 
of  Consolidated  Television  &  Radio  Broad- 

casters Inc.  Mr.  Bitner,  under  instructions 
from  his  board,  was  prepared  to  call  off  the 
agreement  if  the  money  were  not  available. 

It  was  learned  that  the  Consolidated  board 
had  been  influenced  by  the  present  bull  market 
in  station  prices  and  had  decided  that  it  would 
be  possible  to  obtain  other  buyers  at  at  least  an 
equal  price  if  the  Crowell-Collier  transaction 
collapsed.  Since  the  original  sale  agreement 
was  entered  last  April  [B»T,  April  30],  C-C 
has  been  known  to  have  encountered  problems 
in  obtaining  the  money  necessary  to  swing  the 
deal. 

Meanwhile  there  have  been  several  other  big- 
bracket  station  transactions,  including  the  record 
$5.3  million  sale  of  WIND  Chicago  (story,  this 

page)  and  the  $10  million  sale  of  WISH-AM-TV 
Indianapolis  and  WANE-WINT  (TV)  Fort 
Wayne  [B*T,  Aug.  27]. 
The  WISH  transaction  was  of  particular 

interest  to  Mr.  Bitner  as  two  of  the  Consoli- 

dated properties  are  also  in  Indianapolis.  Con- 
solidated stations  (with  facilities  and  network 

affiliations  indicated)  are:  Indianapolis — WFBM 
5  kw  1260  kc  ABC-MBS,  WFBM-TV  ch.  6 
NBC;  Grand  Rapids— WOOD  5  kw  1300  kc 
NBC,  WOOD-TV  ch.  8  ABC-NBC;  Minneap- 
olis-St.  Paul— WTCN  5  kw  D  1  kw  N  1280  kc 
ABC,  WTCN-TV  ch.  11  ABC;  Flint— WFDF 
I  kw  910  kc  NBC. 

Mr.  Bitner  Sr.,  Harry  M.  Bitner  Jr.,  presi- 
dent of  Consolidated,  and  their  families  own 

52%  of  Consolidated.  The  rest  of  the  shares 
are  held  by  some  1,500  stockholders.  One  of 
the  biggest  minority  stockholders  is  Reynolds 

Co.,  New  York  underwriting  firm. 

The  source  of  Crowell-Collier's  new  financ- 
ing was  not  immediately  learned.  It  was  specu- 

lated that  Crowell-Collier  might  intend  to  spin 
off  one  or  more  of  the  Consolidated  properties 
as  a  means  of  reducing  its  total  purchase. 

The  Friday  conference  between  Messrs. 
Smith  and  Bitner  followed  by  one  day  the  an- 

nouncement by  Mr.  Smith  of  the  collapse  of 

Crowell-Collier's  deal  with  KULA-AM-TV 
Honolulu.  One  day  also  elapsed  last  April 
between  the  signings  of  the  purchase  agreements 
with  KULA  and  with  Consolidated  [B*T,  April 30]. 

Last  Thursday  Mr.  Smith  said  that  KULA 
owners  had  not  been  successful  in  clearing  the 
stock  of  the  licensee,  Television  Corp.  of  Amer- 

ica, for  sale  to  Crowell-Collier. 
The  day  before,  Jack  A.  Burnett,  general 

manager  and  part  owner  of  the  Honolulu  prop- 

HIGHEST  PRICE  ever  paid  for  a  radio  station 
was  established  last  week  when  announcement 
was  made  that  Westinghouse  Broadcasting  Co. 
had  bought  independent  WIND  Chicago  from 
Ralph  L.  Atlass  and  associates  for  $5.3  million 
[B«T,  Aug.  27]. 

The  purchase  price  is  in  stock  of  Westing- 
house  Electric  Corp.,  valued  as  of  Aug.  24,  the 
date  of  the  signing  of  the  purchase  agreement. 

Highest  price  for  a  radio  station  up  to  now 
was  the  $4  million  paid  for  independent  WNEW 
New  York  by  a  group  headed  by  Richard  D. 
Buckley,  Jack  Wrather  and  John  L.  Loeb.  Mr. 
Buckley  and  others  had  bought  WNEW  from 
the  William  S.  Cherry  interests  in  1954  for 
.$2.1  million. 

Also  announced  last  week  was  the  sale  of 

WEOA-WEHT  (TV)  Evansville,  Ind.,  by  Malco 
Theatres  to  a  Cincinnati  syndicate  for  $820,000 
[B*T,  Aug.  27].  Principal  of  the  buying  group 
is  Henry  Hilberg,  Cincinnati,  who  has  extensive 
interests  in  midwest  packing  and  printing. 

Also  reported  last  week  was  the  sale  of 
WINR-AM-TV  Binghamton,  N.  Y.,  by  Donald 
W.  Kramer  and  associates  to  Joseph  L.  Rosen- 
miller  Jr.  and  Peter  Bordes  in  behalf  of  a  syndi- 

cate for  $165,000. 

The  agreement  for  the  sale  of  WIND  con- 
tains a  cutoff  date  of  Dec.  31.  The  contract 

also  provides  that  earnings  of  WIND  from  Nov. 
1  to  closing  accrue  to  the  present  owners,  not 
to  the  purchaser.  It  was  estimated  that  this 
might  amount  to  $150,000  by  the  end  of  1956. 
WTND  operates  on  560  kc  with  5  kw  di- 

erties,  explained  that  the  arrangement  had  not 

been  submitted  to  the  FCC  "because  the  mort- 
gage holders  had  refused  to  allow  the  proposed 

exchange  to  be  submitted."  The  present  own- 
ers of  KULA  bought  the  stations  from  Pacific 

Frontier  Broadcasting  Co.  (Dolph-Pettey 
group)  for  $600,825,  winning  FCC  approval last  January. 

The  KULA  stations  are  owned  by  Mr.  Bur- 
nett, Albert  Zugsmith,  Arthur  B.  Hogan  and 

Richard  C.  Simonton. 

Messrs.  Zugsmith  and  Hogan,  as  chairman 
and  president,  respectively,  of  Albert  Zugsmith 
Co.,  acted  as  brokers  in  the  Crowell-Collier 
deal  with  the  Bitner  interests.  Mr.  Hogan  was 
the  broker  in  the  KULA  deal. 

With  the  failure  of  the  KULA  sale  to  Crow- 
ell-Collier, the  KULA  owners  will  now  move 

to  acquire  additional  radio  and  television  prop- 
erties on  the  mainland,  Mr.  Burnett  said.  The 

stockholders  have  varying  interests  in  KRKD 
Los  Angeles,  KFOX  Long  Beach,  KITO  San 

Bernardino  and  KVSM  San  Mateo,  all  Cali- fornia. 

Crowell-Collier,  which  publishes  Collier's  and 
the  Woman's  Home  Companion  and  operates  a 
wholly-owned  subsidiary  which  publishes  the 
'Collier's  Encyclopedia"  and  other  books,  for 
some  months  has  been  diversifying  its  interests. 

C-C  recently  announced  its  intention  to  discon- 
tinue publication  of  The  American  magazine. 

rectional.  It  was  founded  in  1927.  The  sta- 
tion originally  was  assigned  to  Gary,  Ind.,  un- 

der the  FCC's  old  zone  assignment  system.  It 
was  sold  to  the  Atlass  group  in  1938  by  Public 
Service  Co.  Ch.  20  was  granted  to  WIND  in 
1953  but  has  not  yet  been  put  on  the  air. 

Ralph  L.  Atlass,  president  and  general  man- 
ager, is  11.1%  owner.  Other  stockholders  are 

H.  Leslie  Atlass  Jr.,  with  Frank  and  Harriett 
Jane  Atlass,  29.7%;  Chicago  Daily  News  (John 
S.  Knight),  27.7%;  Helen  A.  Wrigley  and 

family,  26.4%,  and  John  T.  Carey,  vice  presi- 
dent and  commercial  manager,  5.5%. 

Messrs.  Atlass  and  Carey  will  continue  in 
their  respective  positions  after  the  transfer  is 
consummated,  it  was  announced. 

In  a  statement  announcing  the  sale,  Donald 
H.  McGannon,  president  of  WBC,  said  the 
agreement  would  be  submitted  to  the  manage- 

ment of  the  parent  Westinghouse  Electric 
Corp.  for  approval.  Following  this,  application 
for  FCC  approval  would  be  filed,  he  said. 

Westinghouse  owns  WBZ-AM-FM-TV  Bos- 
ton, KYW-AM-FM-TV  Cincinnati,  KPIX  (TV) 

San  Francisco,  KDKA-AM-FM-TV  Pittsburgh, 
WBZA-AM-FM  Springfield  (Mass.),  WOWO 
Fort  Wayne  and  KEX-AM-FM  Pordand  (Ore.). 

Westinghouse  bought  ch.  2  WDTV  (TV) 
Pittsburgh  late  in  1954  from  illen  B.  DuMont 
Labs.  Inc.  for  $9.75  million.  This  is  now 
KDKA-TV.  It  bought  ch.  5  KPIX  (TV)  San 
Francisco  in  1954  from  Wesley  I.  Dumm  and 
associates  for  $7  million  in  cash  and  Western 
Electric  Corp.  stock.    This  price  was  originally 

WIND  SOLD  FOR  RECORD  $5.3  MILLION 
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$6  million  in  cash  and  stock  but  by  the  time 
the  transaction  was  consummated,  WE  stock 
had  appreciated  in  value.  WBC  bought  ch.  3 
WPTZ  (TV)  Philadelphia  in  1953  from  Philco 

Corp.  for  $8.5  million.  Last  year,  Westing- 
house  transferred  the  Philadelphia  ch.  3  outlet 
and  its  owned  KYW  Philadelphia  to  NBC  in 

exchange  for  the  network's  ch.  3  WNBK  (TV) 
and  WTAM-AM-FM  Cleveland  plus  $3  million. 
These  stations  are  now  the  NBC-owned  WRCV 

AM-TV  Philadelphia  and  WBC-owned  KYW- 
AM-FM-TV  Cleveland. 

The  Philadelphia  transaction  is  the  subject 

of  a  current  grand  jury  investigation  in  Phila- 
delphia, with  the  Department  of  Justice  check- 

ing charges  that  NBC  used  the  threat  of  can- 
celling its  affiliation  contracts  with  the  WBC 

stations  to  force  WBC  to  accede  to  the  station 
change. 

The  sale  of  WEOA-WEHT  (TV)  Evansville, 
Ind.,  by  Malco  Theatres  to.  WEHT  Inc.  brings 
a  new  group  into  the  broadcast  field.  Besides 
Mr.  Hilberg,  WEHT  Inc.  comprises  James  R. 
Clark  Jr.,  Cincinnati  attorney,  and  his  family; 
Edwin  G.  Richter,  WTVN-TV  Columbus,  Ohio, 
sales  manager,  and  Ernest  Felix,  Miami,  Fla., 
radio-tv  management  consultant  and  former 
west  coast  broadcaster  and  ABC  network  execu- 

tive. Messrs.  Hilberg  and  Clark  will  hold  equal 
majority  ownerships;  Messrs.  Richter  and  Felix, 
minority  interests.  Mr.  Richter  will  be  presi- 

dent-general manager  of  the  WEOA-WEHT 
properties  upon  FCC  approval  of  the  transfer; 
Mr.  Felix,  vice  president  and  treasurer.  Both 
will  reside  in  Evansville  to  administer  the  sta- 
tions. 

WEOA  operates  on  1400  kc  with  250  w. 
WEHT  began  operating  on  ch.  50  three  years 
ago,  radiates  200  kw.  The  television  outlet  is 
technically  assigned  to  Henderson,  Ky.,  across 
the  Ohio  River  from  Evansville.  Both  stations 

are  affiliated  with  CBS.  Malco  Theatres'  prin- 
cipal is  Herbert  R.  Levy.  The  Evansville  trans- 

action was  conducted  through  R.  C.  Crisler  & 
Co.,  Cincinnati. 

$165,000  Purchase 

The  $165,000  purchase  of  WINR-AM-TV 
Binghamton,  N.  Y.,  by  Messrs.  Rosenmiller  and 
Bordes  was  announced  today.  Mr.  Rosenmiller 
is  an  account  executive  with  H-R  Television 
Reps.  Inc.  Mr.  Bordes  is  a  New  York  market 
analyst  whose  home  is  in  Fairfield,  Conn.  Mr. 
Rosenmiller  and  Bordes  are  majority  owners 
of  WESO  Southbridge,  Mass. 

WINR  operates  on  680  kc  with  1  kw  day, 
500  night.  It  is  affiliated  with  NBC.  WINR- 
TV  received  its  ch.  40  grant  in  September 
1954,  but  has  not  yet  begun  operating. 

The  buyers  said  they  would  try  to  put  the 
tv  station  on  the  air  as  soon  as  possible.  They 
also  announced  there  would  be  no  change  in 
WINR  station  personnel. 

Other  station  sales  announced  last  week,  all 
subject  to  FCC  approval: 

•  Addition  of  seven  new  stockholders  in 

KAKE  Wichita,  Kan.,  was  disclosed  in  an  ap- 
plication filed  with  the  FCC  seeking  approval 

of  transfer  of  control  of  60%  of  that  station 
for  $120,404.  The  existing  eight  stockholders 
will  be  reduced  to  six,  whose  interest  will  total 
40%.  Seven  new  stockholders  will  take  up  the 
60%;  they  include  Tom  Palmer  and  Shirrell 
Corwin.  Principals  in  both  groups  constitute 
ownership  of  ch.  10  KAKE-TV  Wichita. 

•  WROD  Daytona  Beach,  Fla.,  was  sold  by 
E.  J.  Sperry  and  wife  to  John  S.  Murphy  and 
James  F.  McDonough  for  $125,000.  Mr.  Mur- 

phy is  sales  manager  of  WDXI  Jackson,  Tenn., 
and  Mr.  McDonough,  manager  of  WDXN 
Clarksville,  Tenn.  WROD,  affiliated  with  NBC, 
operates  on  1340  kc  with  250  w.  Sale  was 
negotiated  by  Paul  H.  Chapman  Co.,  Atlanta, 
broker. 

BEER 
IN  DETROIT  RADIO  AND  TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSORE? 

Hooper  Index  of  Broadcast  Advertisers  (Based  on  Broadcast  Advertisers 

TELEVISION  (NETWORK  PLUS  SPOT) 

Rank 

1. 

2. 
3. 

4. 

5. 
6. 7. 

8. 

10. 

n. 

12. 
13. 

14. 

Product  &  Agency 

E  &  B  Beer  &  Ale 

(Simons-Michelson)  — 
Stroh  (Zimmer,  Keller  &  Calvert)  — 

Carling's  Beer  &  Ale 
(Benton  &  Bowles)  (Lang, 

Fisher  &  Stashower)  — 
Schlitz  (J.  Walter  Thompson)  1 

PfeifTer  (Maxon)  — 
Labatt  Beer  &  Ale 

Drewry's  Beer  &  Ale  (Mac- 
Farland,  Aveyard  &  Co.)  — 

Frankenmuth  Beer  &  Ale 

Brooke,  Smith,  French  & 

Dorrance)  — 
National  Bohemian  (W.  B. 

Doner  &  Co.)  ^- 
Pabst  (Leo  Burnett)  1 

Kings  — 
Molson's  Beer  &  Ale  (Fay)  — 
O'Keefe  Old  Vienna  Beer  &  Old 

Stock  Ale  (Comstock  &  Co.)  — 
Blatz  (Kenyon  &  Eckhardt) 

Network  Total 
Shows  Stations 

1 
3 

3 
1 
1 
T 

'Commercia 

Units" 

13 

9 

28 

4 
4 

13 

Reports'  monitoring) 

Hooper  Index 
I  of  Broadcast 

Advertisers 
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RADIO  (NETWORK  PLUS  SPOT) 

Rank        Product  &  Agency 

1.    Carling's  Beer  &  Ale 
(Benton  &  Bowles)  (Lang, 
Fisher  &  Stashower) 

Stroh  (Zimmer,  Keller  &  Calvert) 

Goebel  (Campbell-Ewald) 
PfeifTer  (Maxon) 

Frankenmuth  Beer  &  Ale  (Brooke, 

Smith,  French  &  Dorrance) 

Miller  High  Life  (Mathisson) 

Drewry's  Beer  &  Ale  (Mac- 
Farland,  Aveyard  &  Co.) 

National  Bohemian  (W.  B. 
Doner  &  Co. 

Schlitz  (J.  Walter  Thompson) 

Budweiser  (D'Arcy) 
Blatz  (Kenyon  &  Eckhardt) 
Pabst  (Leo  Burnett) 

Braumeister  (Sid  Stone  Inc.) 
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Shows 

2. 

3. 4. 

5. 
6. 
7. 

8. 
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12. 
13. 
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1 
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2 
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5 
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19 

Hooper  Index 
of  Broadcast 
Advertisers 

95 
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61 

80 
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47 
6 

21 

15 
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5 

(P)  Participations,  as  distinguished  from  sponsorship. 

In  the  above  summary,  the  monitoring  occurred  the  week  ending  June  16,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc.,  Broad- 
cast Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary  is 

prepared  for  use  solely  by  Broadcasting  •  Telecasting.  No  reproduction  permitted. 

*  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcasting  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  ex- posure of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four 
"commercial  units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for 
programs  of  other  lengths.  A  "station  identification"  equals  one-half  "commercial  unit." 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  Ameri- 
can Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case 

of  station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is 
used  wherever  feasible1:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 
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PULSE  PUTS  PAPERS 

TO  RADIO-TV  TEST 

DR.  ROSLOW 

MEASUREMENT  of  the  effectiveness  of  news- 
paper vs.  broadcast  advertising  should  take  into 

account  the  actual  audience  reached,  according 
to  Dr.  Sydney  Roslow,  director  of  The  Pulse 
Inc.  Speaking  at  the  Executives  Club  of  San 
Diego,  Calif.,  last  Monday,  Dr.  Roslow  unveiled 
results  of  two  years  of  research  into  periodical 

readership,  applying  to  printed  media  the  broad- 
cast ratings  technique  which  reports  percent  of 

homes  hearing  or  viewing  a  given  program  or 

quarter-hour.  His  summary  of  a  half-dozen  sep- 
arate studies  follows. 

WE  HAVE  a  method  for  obtaining  radio  and 
television  ratings.  In  the  past  two  years  we  have 
applied  this  same  method  to  newspapers  and 
magazines.  In  the  past,  others  have  developed 
methods  for  measuring  the  number  of  persons 
who  have  read  or  simply  seen  a  printed  adver- 

tisement. These  methods  have  used  as  the  base, 

not  all  persons,  but  only  reader-persons.  First 
a  reader  of  a  given  issue  is  found.  All  non- 
readers  are  discarded.  Then  the  reader  is  taken 
through  the  paper  or  magazine  by  one  method 

or  another.  He  identifies  the  "ads"  he  remem- 
bers reading  or  seeing  when  he  originally 

looked  through  the  paper.  The  measurements, 

of  course,  can  only  be  projected  against  the  cir- 
culation of  the  paper  and  not  against  all  persons. 

The  Advertising  Research  Foundation  used  to 
make  such  measurements.  Such  ratings  have  a 

TABLE  1:  SALT  LAKE  CITY 

Deseret  News  3.7 

Section  A  3.9 
Section  B  2.2 
Section  F  4.1 

Tribune  3.4* 
Section  A  3.5 
Section  B  18.4  (1  ad.) 
Section  C  4.4 
Section  D  1.2 
Sections  22.9 

(Sears  Supplement  in- 
sert) 

Average  Va  hour  rating  for  6  radio  stations 
3.4 

(Classified  and  movie  advertising  eliminated) 

*  Special  Sears  Supplement  insert  eliminated 

TABLE  2:  DENVER 

Post 

Full  Page-2496  lines  21.5 
Vi  Page  up  to  full  page  1248-2495  lines  14.4 
Va  Page  up  to  Vi  page  624-1247  lines  9.0 
Va  Page  up  to  Va  page  312-623  lines  3.9 
70-311  lines  1.0 
Less  than  70  lines  .3 

Rocky  Mountain  News 

Full  Page-990  lines  7.0 
Vz  Page  up  to  full  page  495-989  4.9 
Va  Page  up  to  Vz  page  248-494  3.2 
Va  Page  up  to  Va  page  124-247  .8 
70-123  lines  .5 
Less  than  70  lines  .1 

Average  Va  hour  radio  ratings  range  from  1.5 
on  poorest  station  to  7.3  on  best  station. 

psychological  superiority  over  the  ratings  em- 
ployed in  the  broadcasting  industry.  Such  rat- 

ings are  larger  than  they  would  be  if  they  were 
based  on  all  persons  instead  of  on  reader- 

persons.  Wouldn't  the  broadcasters  like  to  have 
ratings  based  only  on  homes  which  tuned  the 
station  during  the  day? 

Pulse  accepted  a  challenge  of  putting  ad 
measurements  on  the  same  basis  as  broadcasting 
measurements.  The  radio  and  tv  ratings  are 
based  on  the  home  as  the  unit  of  measurement. 
We  obtain  the  broadcast  record  of  the  persons 
living  in  the  home  and  then  consider  the  home 
as  having  used  radio  whenever  a  member  of  the 
home  has  listened  to  the  radio.  The  same  is 
done  for  tv.  If  several  persons  of  one  home 

listen  together  to  the  same  program,  the  meas- 
urement is  still  one  home  as  a  listener.  These 

measurements  are  built  on  all  homes  as  the 
universe. 

Last  year  we  developed  the  same  method  for 
newspapers  and  magazines.  All  homes  are  the 
universe.  Each  member  of  the  home  is  inter- 

viewed. If  no  one  has  seen  the  newspaper,  the 

home  is  still  included  in  the  sample.  The  identifi- 
cation of  "ads"  seen,  scanned,  recognized  is 

credited  to  the  home.  Thus  percents  of  homes 
seeing  the  ad  are  computed.  The  meanings  of 

these  percents  are  the  same  as  radio  and  televi- 
sion ratings  in  their  projectability. 

In  all,  six  different  studies  have  been  made. 
Briefly,  here  are  a  few  major  results: 

In  Salt  Lake,  which  was  the  first  of  these 

studies,  the  best  results  were  obtained  for  news- 
papers. This  came  about  because  the  Salt  Lake 

newspapers  have  the  best  relative  circulation  of 
all  the  papers  studied.  In  Table  1.  the  ratings 

TABLE  3:  SEATTLE 

Post 
Daily  Times  Intelligencer 

Full  Page                     15.9  3.8 
Vz  Page  up  to  full  page  8.9  5.6 
Va  Page  up  to  Vz  page      5.7  3.6 
Va  Page  up  to  Va  page      1.2  1.3 
70-311  lines                     .6  — 
70-274  lines                    —  .9 
Under  70  lines                  .3  .4 

Lowest  Average  JA  Hour  Station  Rating 
Morning  1.9 
Afternoon  1.7 

Evening  1.8 

TABLE  4:  PATERSON,  N.  J. 

Life  Magazine  July,  1955 

Average  rating  92  ads 
Highest  double  page  in  color 
Back  cover 

Highest  single  page  in  color 

% 
1.6 

11.7 
11.2 

8.3 
Average  Va  Hour  Station  Ratings 

6AM-12  Noon  1.6 
12  Noon-6  PM  1.7 
6PM-12Mid.  1.4 

of  the  ads  by  sections  is  shown.  The  average 
ad  rating  in  the  Tribune  was  3.4  and  in  the 
Deseret  News,  3.7.  The  maximum  was  achieved 

by  a  full  page — 25.2% — a  local  department 
store  ad.  Only  48  ads,  or  15.6%  of  all  the  ads 
achieved  percentages  greater  than  9.9%.  How- 

ever, most  of  the  ads  (two-thirds)  achieved 
percentages  noted  of  under  2.5.  By  comparison, 
the  average  quarter  hour  rating  for  the  six  radio 
stations  listed  in  the  Pulse  Salt  Lake  Radio 

Report  is  3.4,  and  over  90%  of  the  ratings  were 
2.5  or  greater. 

The  second  study  was  made  in  Denver.  The 
average  percent  noting  ads  by  size  of  ad  is 
shown  in  Table  2.  The  range  of  ratings  for  ad 
noting  is  large.  Many  ads  were  not  identified  or 
recognized  at  all.  Full  pages,  on  the  other 
hand,  did  achieve  significant  ratings  as  high  as 
20  to  30%.  The  maximum  rating  was  achieved 
by  a  full  page  department  store  ad  in  the 
Post — 36.4%.  It  took  more  than  Va  of  a  page  to 
achieve  ratings  of  3.9  in  the  Post  and  Va  of  a 
page  or  more  to  achieve  an  average  rating  of 
3.2  in  the  Rocky  Mountain  News.  The  study 

indicated  that  it  took  a  large  sized  ad — half 
pages  or  more,  generally — to  achieve  significant ratings. 

The  average  quarter  hour  ratings  for  any  of 
the  six  radio  stations  listed  in  the  Pulse  Radio 

Report  ranged  from  1.5  on  the  lowest  station 
to  7.3  on  the  highest  station.  These  comparisons 
show  how  favorably  radio  audiences  line  up  in 
size  compared  to  ad  audiences  of  newspapers. 

The  third  study  was  made  in  Seattle.  The 
averages  by  size  of  ad  are  reported  in  Table  3. 
An  inspection  of  the  results  shows  again  that 
large  amounts  of  space  are  needed  to  achieve 
ratings  of  significance.  Most  of  the  ad  rat- 

ings were  below  1.0%.  Almost  all  of  the  ads 
of  31 1  lines  or  under  in  the  Seattle  Daily  Times 
are  of  this  low  magnitude.  In  the  Post  Intel- 

ligencer this  is  true  of  almost  all  the  ads  274 
lines  and  under.  By  comparisons,  the  Seattle 
Radio  Pulse  showed  that  of  the  eight  stations 
listed  in  the  report,  the  lowest  average  quarter- 
hour  rating  for  any  station  is  1.9  for  the  6-hour 
morning  period,  1.7  for  the  6-hour  afternoon 
period,  and  1.8  for  the  6-hour  night  period. 
Only  ads  of  Va  page  or  more  averaged  ratings 
greater  than  these.  It  should  be  recognized  at 
once  that  circulation  counts  of  newspapers  do 
not  indicate  that  the  same  count  is  applicable 
to  the  individual  ads  appearing  in  the  papers. 

The  results  suggest  that  newspaper  advertis- 
ing has  been  effective  and  successful  through  the 

years  in  terms  of  small  numbers  noting  indi- 
vidual ads.  The  ratings  of  individual  quarter- 

hour  radio  programs  carrying  advertising  com- 
pares most  favorably  with  these  newspaper  ad 

measurements.  In  radio,  it  is  obvious  that  the 
success  of  radio  advertising  depends  on  the 
audience  reached  by  the  individual  program 

carrying  the  ad  and  the  above  results  for  news- 
papers suggest  that  the  same  process  must 

operate  and  not  the  over-all  circulation  count 
of  the  newspapers. 

In  July  of  last  year,  we  had  occasion  to  study 
Life  magazine  in  Paterson,  N.  J.  The  results 
are  highlighted  in  Table  4.  The  average  ad 
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rating  was  1.6.  The  average  XA  hour  station 
rating  for  12  stations  listed  in  the  radio  report 
was  1.6,  1.7  and  1.4  for  the  three  parts  of  the 

day.  This  pilot  study  suggests  that  an  adver- 
tising campaign  on  radio  can  compare  very 

favorably  with  a  national  magazine  campaign. 
The  final  study  reported  here  is  concerned 

with  tv  and  newspapers.  The  study  was  made  in 
Chicago.  The  results  are  shown  in  Table  5. 
It  appears  that  somewhat  more  homes  read  a 
newspaper  in  the  course  of  a  day  than  watch 
tv.  The  differences  however,  are  small  since 
the  percentages  are  in  the  90%  range.  But, 
the  time  results  reported  are  clear.  More 
than  5  to  1  is  the  ratio  of  time  spent  on  tv  com 
pared  to  newspapers. 

Some  have  argued  that  there  is  permanence 
to  the  newspaper  and  that  the  reader  returns 
again  and  again  to  the  newspaper.  This  is 
supposed  to  give  the  ad  a  repeated  opportunity 
at  being  communicated  to  the  reader.  The 
fallacy  in  this  argument  is  evident  in  results 
reported  in  Table  6.  More  than  85  out  of  100 
do  not  return  to  the  newspapers  after  the  first 
reading. 

The  difference  in  exposure  to  radio  and  tv 
also  is  shown  in  Table  5.  Except  for  morning 
rush  h©ur  period  (Chicago  has  subways  and 
elevated  and  commuter  trains),  tv  is  far  out 
ahead. 

As  I  have  said  before,  let  the  conservative, 
let  the  newspaper  exponent,  cut  the  findings  in 
half  for  radio  and  tv.  The  results  are  still 
favorable  for  the  broadcast  medium.  The  plain 
sense  of  these  findings  is  not  one  of  criticism 
of  the  printed  advertising.  Rather  it  is  to  point 
out  that  when  comparable  measurement  meth- 

ods are  employed,  the  broadcast  media  can 

stand  up  to  the  print  media.  It  suggests  that  a  re- 
examination and  re-allocation  of  advertising 

budgets  may  be  in  order.  Newspapers  have  been 
effective.  Advertising  in  the  print  media  has  sold 
goods.  But  this  has  been  built  on  small  numbers 

of  persons  seeing  the  ad  and  not  on  large  circu- 
lation numbers.  In  radio  and  tv  the  ratings  are 

generally  larger.  The  coordination  of  the  two 
media-print  and  broadcasting — can  result  in 
riTch  greater  numbers  of  persons  reached  by  the 

advertiser's  message.  But  such  a  determination 

can  come  from  true  measurement  and  this  in 
turn  must  lead  to  more  ideal  utilization  of  these 
two  forms  of  advertising. 

Table  5:  Tv  vs.  Press  in  Chicago 
Tv  Viewing  vs.  Newspaper  Reading 

Reading  a  Newspaper      Viewing  Television 
%  of  Homes  %  of  Homes 

Average  Monday-Friday  96.8  91.1 
Saturday  95.5  90.5 
Sunday  96.0  93.3 

Time  Spent  on  Television  Viewing  and 
Newspaper  Reading 

Newspaper    Tv  Viewing 

Average  Number  of 
Minutes  per  Home 

Monday-Friday  101  568 
Saturday  98  643 
Sunday  136  654 

Comparison  of  Tv  and  Newspaper  Usage  by 

Quarter  Hours 
%  of  Homes 
Monday-Friday 

Tv Newspaper 

7AM 5.4 

8.0 8AM 13.0 
10.2 9AM 19.1 
11.7 

11AM 24.2 

.3.2 

4PM 33.5 
14.2 5PM 

37.3 24.0 
6PM 33.8 24.0 
7PM 55.8 30.5 
11PM 27.0 

3.0 
Table  6:  Repeat  Readings 

Number  of  Times  Same  Newspaper 
Is  Referred  to  in  18  Hour  Period 

Newspaper-Persons 
% 

One  85.6 
Two  13.4 
Three  1.0 

correctly  identified  at  once,  it  is  replayed  and 
the  voice  is  identified  on  the  air.  Next  time, 

it's  another  "mystery  voice"  saying  "I'd  like 
to  have  a  Coca-Cola,  please." 

In  the  Pepsi-Cola  campaign,  voices  are  re- 
corded in  person  or  by  telephone.  In  the  Coca- 

Cola  variation,  would-be  participants  must  first 
write  to  WJAC;  then  the  station  calls  them 
and  records  their  voices. 

The  Johnstown  series  includes  five  spots  a 

day — 25  a  week — plus  10  to  15  radio  teasers  a 
day.  In  San  Diego  Pepsi-Cola  used  36  spots  a 
day;  in  Muncie,  23. 

NBC  Radio  Sponsors  Sign 

For  $4  Million  in  Billings 

ORDERS  representing  almost  $4  million  in 
net  revenue  were  signed  during  the  past  week 

by  NBC  Radio,  Fred  Horton,  the  network's 
director  of  sales,  reported  last  week. 
New  business  included  participations  on 

Monitor  ordered  by  the  Pontiac  Motor  Div. 
of  General  Motors  Corp.,  the  Nash  Motors 
Div.  of  American  Motors  Corp.,  the  Florida 
Citrus  Commission,  the  Morton  Salt  Co.,  20th 

Century -Fox  Film  Corp.,  "Bonadettes,"  North 
American  Van  Lines,  the  National  Sporting 

Goods  Assn.,  and  the  Crowell-Collier  Pub.  Co.; 

participation  schedules  for  the  network's  "Top 
10  Plan"  by  Anahist  Co.,  the  Kemper  Insur- 

ance Co.  and  Crowell-Collier,  and  for  the 
Mary  Margaret  McBride  series  by  Beltone 
Hearing  Aid  Co.,  Good  Housekeeping  maga- 

zine, Penick  &  Ford  Ltd.  and  Q-Tips. 
Among  the  renewals,  Mr.  Horton  said,  were 

an  extensive  and  expanded  order  from  Miles 
Labs  for  participations  in  NBC  Bandstand, 
Woman  in  My  House,  Hilltop  House,  and 
newscasts  in  Monitor.  Mr.  Horton  pointed 

out  that  Miles  Labs'  orders  are  in  addition  to 
the  advertiser's  full  sponsorship  of  News  of 
The  World  (Mon.-Fri.,  7-7:45  p.m.  EDT). 

Other  renewal  orders  listed  by  Mr.  Horton 
were  those  from  the  DeSoto  Motor  Div.  of 
Chrysler  Corp.  for  You  Bet  Your  Life:  the 

Skelly  Oil  Co.  for  Alex  Dreier's  commentary 
and  farm  news'  programs,and  the  Allis-Chalm- 
ers  Mfg.  Co.  for  the  National  Farm  and  Home Hour. 

PEPSI  CAMPAIGN  VARIED 

FOR  COKE  IN  JOHNSTOWN 

WJAC  salesman  sells  modified 

idea  of  'Pepsi,  Please'  to  Coca- 
Cola  bottling  company  in 

Pennsylvania  community. 

A  VARIATION  on  Pepsi-Cola's  spectacularly 
successful  "Pepsi,  Please"  radio  campaign  [B»T, 
Aug.  20],  it  was  learned  last  week,  is  now  in 

progress  in  Johnstown,  Pa. — under  sponsorship 

of  Pepsi's  arch  rival,  Coca-Cola. 
An  enterprising  WJAC  Johnstown  salesman 

sold  the  modified  Pepsi  campaign  idea  to  the 
Coca-Cola  Bottling  Co.  of  Johnstown — after 
being  unable  to  sell  it  to  the  local  Pepsi-Cola 
bottler. 

Park  Claycomb,  WJAC  sales  manager,  told 

B»T  he  heard  about  the  "Pepsi,  Please"  test 
campaign  in  San  Diego,  thought  it  was  a  west 
coast  local  idea  that  should  prove  salable  in 
Johnstown,  and  decided  to  try  it  on  the  local 
Pepsi  dealer.  But  the  bottler  was  uninterested, 
or  too  busy,  and  eventually  he  took  the  idea  to 
the  Coca-Cola  Bottling  Co.,  and  made  a  sale, 
Mr.  Claycomb  asserted. 

Since  the  campaign  started,  he  added,  the 
Pepsi  dealer  has  protested  and  even  threatened 

suit.  For  a  while,  Mr.  Claycomb  said,  he  feared 
he  would  have  to  pull  the  program  off  the  sta- 

tion. But  he  said  he  had  a  checkup  made — after 

discovering  that  what  he  had  "borrowed"  was 
not  a  local  idea  at  all,  but  an  idea  being  tested 

for  a  national  campaign.  He  said  he  under- 
stood the  idea  has  not  been  copyrighted.  He 

plans  to  go  ahead  with  the  show,  which  he  says 

is  going  "very  well." The  format  of  the  Coke  series  on  WJAC 

differs  somewhat  from  the  "Pepsi,  Please"  cam- 
paign conceived  for  Pepsi-Cola  by  Kenyon  & 

Eckhardt  Account  Executive  J.  Clarke  Matti- 
more  and  tested  under  his  supervision  first  in 
San  Diego  and  then  in  Muncie,  Ind.  The 

"Pepsi,  Please"  campaign,  which  is  due  to  open 
almost  momentarily  in  Marion,  Ind.,  involves 

the  recording  of  people's  voices  saying  "Pepsi, 
Please,"  and  then  playing  the  recordings  on  the 
air — 10  different  voices  in  each  spot  announce- 

ment— and  offering  prizes  to  all  who  recognize 
their  own  sounds  on  the  air. 

Mr.  Claycomb's  Coca-Cola  variation  records 
the  voices  of  people  saying  "I'd  like  to  have  a 
Coca-Cola,  please,"  and  presents  one  voice — 
called  the  "mystery  voice" — saying  these  words 
in  each  spot.  Anyone  correctly  identifying  his 

own  voice  as  that  of  "the  mvstery  voice"  gets  a 
jackpot,  which  starts  at  a  dollar  and  builds  up 

until  there  is  a  winner.  The  "mystery  voice" 
changes  with  each  announcement;  if  it  is  not 

Dr.  Leo  Boqarr  Elected  Head 

Of  Radio-Tv  Research  Council 

ELECTION  of  Dr.  Leo  Bogart,  director  of 

research  account  services,  McCann-Erickson, 
New  York,  as  president  of  the  Radio-Television 
Research  Council  was  announced  last  week. 
He  succeeds  Maxwell  Ule,  vice  president  of 
Kenyon  &  Eckhardt. 

Other  new  officers  of  the  Council,  member- 
ship of  which  includes  research  executives  in 

the  broadcasting  industry,  advertising  agencies 

and  the  rating  services,  are  Julia  Brown,  as- 
sociate media  director  of  Compton  Adv.,  New 

York,  vice  president,  and  Babette  Jackson,  re- 
search project  director  of  Dancer-Fitzgerald- 

Sample,  New  York,  secretary-treasurer. 

'Ranger'  Offered  to  Sponsors 
ALTERNATE-WEEK  sponsorship  of  the  Lone 
Ranger  on  ABC-TV — for  the  weeks  not  spon- 

sored by  General  Mills — is  being  offered  to 
advertisers  on  a  regional  basis.  The  program 
starts  its  fall  season  Sept.  13  in  the  Thursday, 

7:30-8  p.m.  EDT  period,  and  because  it  is  spon- 
sored on  a  syndicated  basis  by  the  Merita  Div. 

of  American  Bakeries  in  much  of  the  South,  it 

is  not  available  for  sponsorship  through  ABC- 
TV  in  Alabama,  Florida,  Georgia,  Louisiana, 
North  Carolina,  South  Carolina,  Virginia  and 
Tennessee  (except  Memphis). 
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Lewis  Named  to  Head 

LaRoche  Radio,  Tv 

APPOINTMENT  of  Tom  Lewis,  formerly 

writer  and  producer  of  NBC-TV's  The  Loretta 
Young  Show,  as  vice  president  in  charge  of  the 
television  and  radio  department  of  C.  J.  La- 

Roche  &  Co.,  New 
York,  was  announced 
last  week.  Mr.  Lewis 

will  make  his  head- 

quarters at  LaRoche's Hollywood  offices. 
Mr.  Lewis,  who  is 

the  husband  of  ac- 
tress Loretta  Young, 

has  served  most  rec- 

ently as  an  inde- 
pendent television 

producer.  Previously, 

he  was  a  vice  presi- 

MR.  LEWIS  dent    in   char8e  of television  and  radio 
for  Young  &  Rubicam  and  a  producer  for 
Metro-Goldwyn-Mayer. 
He  will  divide  his  time  between  the  New 

York  and  Hollywood  offices  of  the  agency, 
a  company  spokesman  said.    The  LaRoche 

agency  recently  appointed  Carroll  O'Meara  to 
supervise  commercial  production  in  New  York 
and  Jay  Bottomley  as  manager  of  television 
production  [B*T,  Aug.  27]. 

To  Renew  Opera  Broadcasts 

THE  Texas  Co.,  New  York,  and  its  Canadian 
outlet,  the  McColl-Frontenac  Oil  Co.  Ltd., 
will  sponsor  their  joint  17th  consecutive  season 

of  ABC  Radio's  broadcasts  direct  from  New 
York's  Metropolitan  Opera  House,  beginning 
with  the  Dec.  8  matinee  of  Donizetti's  "Lucia  di 
Lammermoor."  Through  Kudner  Adv.,  New 
York,  Texaco  will  sponsor  the  operas  over  the 
full  ABC  network,  while  McColl-Frontenac 
will  sponsor  the  broadcasts  via  the  CBC.  Mil- 

ton Cross  once  again  will  narrate  the  opera, 

and  the  programs'  features.  Opera  Quiz  and 
Opera  News  on  the  Air,  will  be  retained. 

MBS  Expands  Nielsen  Service 

MBS  has  expanded  its  use  of  the  Nielsen  re- 
search services  by  subscribing  to  the  organi- 

zation's complete  services  on  National  Radio 
Audience  Composition  and  Auto-Plus,  it  was 
announced  last  week  by  Henry  Rahmel,  direc- 

tor of  the  broadcast  division  of  the  A.  C. 
Nielsen  Co. 

Mr.  Rahmel  said  that  subscription  to  these 

additional  services  "places  Mutual  in  a  position 
to  highlight  additional  specifics  of  Mutual's 
audiences  and  programs  appeal  and  to  take 

advantage  of  radio's  bonus  audience  in  the 
growing  auto-radio  population." 

$8  Million  for  Emerson  Adv. 

EMERSON  Radio  and  Phonograph  Corp., 
Jersey  City,  has  alloted  more  than  $8  million 

during  the  coming  year  for  "the  largest  and 
most  comprehensive  advertising  and  sales  pro- 

motion campaign"  in  the  company's  history, 
it  was  announced  last  week  by  Lester  Krugman, 
Emerson  vice  president  in  charge  of  marketing. 

The  campaign  will  include  a  cooperative  ad- 
vertising program  to  include  radio-tv  announce- 

ments, plus  advertisements  in  national  maga- 
zines, newspapers,  trade  publications  and  pro- 

motional materials. 
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Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

CBS-TV 
Sept.  16  (10-10:30  p.m.)  Lamp  Unto  My 
Feet,  sustaining. 

Sept.  24  (10-11  p.m.)  Studio  One,  West- 
inghouse  Electric  Corp.  through  Mc- 
Cann-Erickson. 

NBC-TV 

Sept.  3-7  ( 3-4  p.m. )  Matinee,  partici- 
pating sponsors  (also  Sept.  10-14,  19-21. 24-28). 

Sept.  5  (9-10  p.m.)  Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson  (also  Sept.  19). 

Sept.  6  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.  through  J.  Walter 
Thompson  Co.  (also  Sept.  20,  27). 

Sept.  9  (8-9  p.m.)  The  Magic  Box,  Kno- 
mark  Mfg.  Co.  through  Emil  Mogul. 

Sept.  11  (9:30-10:30  p.m.)  Kaiser  Alumi- 
num Hour,  Kaiser  Aluminum  through 

Young  &  Rubicam. 

Sept.  15  (10-i  I  p.m.)  Perry  Como  Show, 
participating  sponsors  (also  Sept.  22,  29). 

Sept.  17  (8-9:30  p.m.)  Producer's  Show- 
case, "The  Lord  Don't  Play  Favorites," 

Ford  Motor  Co.  through  Kenyon  &  Eck- 
hardt  and  RCA  through  Kenyon  &  Eck- 
hardt,  Al  Paul  Lefton  &  Grey. 

Sept.  18  (8-8:30  p.m.)  Big  Surprise,  Spei- 
del  through  Norman.  Craig  &  Kummel 
(also  Sept.  25  ). 

Sept.  18  (8:30-9  p.m.)  Noah's  Ark,  Liggett 
&  Myers  through  McCann-Erickson  (also 
Sept.  25). 

Sept.  22  (1-2  p.m.)  Warner  Bros.  Fashion 
Show,  Warner  Bros.  Co.  through  C.  J. 
LaRoche. 

Sept.  23  (8-9  p.m.)  Steve  Allen  Show, 
participating  sponsors. 

Sept.  24  (7:30-7:45  p.m.)  Golden  Touch 
of  Frankie  Carle  sustaining. 

Sept.  24-28  (7:45-8  p.m.)  NBC-TV  News 
Caravan,  various  sponsors  and  agencies. 

Sept.  26  (10-10:30  p.m.)  This  Is  Your 
Life,  Procter  &  Gamble  through  Benton 
&  Bowles. 

Sept.  28  (8-8:30  p.m.)  Truth  or  Conse- 
quences, Toni  Co.  through  North  Adv. 

and  P.  Lorillard  through  Lennen  & 
Newell. 

Sept.  29  (9-10:30  p.m.)  Saturday  Spectac- 

ular, "Esther  Williams'  Aqua-Spectacle," 
RCA  through  Kenyon  &  Eckhardt  and 
Oldsmobile  through  D.  P.  Brothers. 

[Note:  This  schedule  will  he  corrected  to 
press  time  of  each  issue  of  B*T] 

BBDO  Named  for  Cigarette 

AMERICAN  Tobacco  Co.,  New  York,  has 
appointed  BBDO,  New  York,  to  handle  its 
newest — as  yet  undesignated  as  to  type  and 
name — cigarette,  which  will  be  placed  on 

the  market  "later  this  year."  BBDO  also 
handles  American  Tobacco's  Lucky  Strike 
cigarettes.  Spokesmen  declined  to  comment 
either  on  the  cigarette  or  promotional  plans. 

National  Shoes  Inc.  Launches 

Record  Advertising  Campaign 

NATIONAL  SHOES  Inc.,  New  York,  launched 

the  biggest  combination  broadcast-print  adver- 
tising drive  in  its  history  last  week  when  it 

opened  up  15  new  markets  on  the  eastern  sea- 
board via  radio  spot,  tv  participation,  magazine 

and  newspaper  ads.  The  chain  of  shoe  stores, 
through  its  agency,  Emil  Mogul  Co.,  New 
York,  plans  to  saturate  markets  in  New  York, 
Connecticut,  New  Jersey,  Massachusetts  and 
Maryland  with  approximately  500  messages  a 
week  via  20  radio  stations — five  of  them  in 

New  York  City — and  one  tv  station,  WRCA- 
TV  New  York,  on  which  it  sponsors  the  Satur- 

day morning  Childrens'  Theatre. According  to  the  Mogul  agency,  the  drive 
is  tentatively  set  through  Christmas,  but  will 
"no  doubt"  continue  well  into  1957,  as  new 
markets  and  stores  are  opened.  The  familiar 

National  jingle,  "National  Shoes  Ring  the 
Bell,"  will  be  continued  in  both  radio  and 
tv  messages.  Though  the  agency  declined  to 
spell  out  the  total  budget  involved,  it  did  say 

that  radio-tv  will  get  "the  bulk  of  the  expendi- 

tures." 

Mentholatum  Buys  Serials 

MENTHOLATUM  CO.  (cough  medicines), 

Buffalo,  N.  Y.,  last  week  purchased  its  first 
strip  of  CBS  Radio  programs  by  signing  for 
five  seven-and-a-half-minute  segments  a  week, 
beginning  Oct.  8.  The  programs  involved  have 
not  yet  been  announced,  although  all  are  de- 

scribed as  daytime  serials.  The  Mentholatum 
purchase  is  said  to  be  one  of  the  largest  in 

the  firm's  history,  representing  $150,000  billing 
for  a  26-week  period.  Agency  is  J.  Walter 
Thompson  Co..  New  York. 

Pulse  Expands  N.  Y.  Offices 

NEW  YORK  headquarters  of  the  Pulse  Inc. 
will  be  expanded  by  more  than  50%  when  the 
research  organization  moves  into  larger  offices 
at  750  Fifth  Ave.  The  firm,  which  last  week 
signed  a  lease  for  9,000  sq.  ft.  in  the  Fifth 
Ave.  building,  currently  occupies  three  floors 
of  a  smaller  building  at  15  W.  46th  St. 

MOVING  into  new  St.  Louis  quarters,  Rut- 
ledge  &  Lilienfeld  agency,  which  also  has 

offices  in  Chicago  and  Kansas  City,  cele- 
brated the  occasion  with  an  open  house 

for  clients  and  members  of  the  advertising 

profession.  Chatting  at  the  affair  are  R&L 
President  Granville  Rutledge  (I)  and  Val 

Baumann,  National  Tea  Co.'s  general  mer- chandise manager. 

September  3,  1956    •    Page  31 



 ADVERTISERS  &  AGENCIES  

SPOT  RADIO  CONTINUING  CLIMB,  SAYS  SRA 
Japanese  Tv  Invasion 

TELEVISION  is  the  strategem  being  used 

by  Japan  Trade  Council  to  swing  Ameri- 
can travelers  into  Japan  this  year.  Four 

Japanese  travelogs  are  being  used  by  the 

Japan  Trade  Center,  which  bought  Sun- 
day afternoon  quarter-hour  periods  on 

CBS-owned  KNXT  (TV)  Los  Angeles 
through  Werbel,  Skelemian  &  North 
agency,  New  York.  CBS  Television  Spot 
Sales  represented  KNXT. 

Association's  monthly  report 

shows  July  time  sales  as  total- 

ing $10,196,000 — an  increase 
of  27%  over  the  same  month 

of  the  previous  year. 

SPOT  RADIO  continued  its  upward  movement 
in  July  with  time  sales  totaling  $10,196,000,  a 
gain  of  27%  over  the  total  for  the  same  month 

a  year  ago,  Station  Representatives  Assn.  dis- 
closes in  its  latest  monthly  report  on  spot  radio 

billings,  being  released  today  (Monday). 
If  the  gains  shown  thus  far  this  year  con- 

tinue, SRA  projected,  the  1956  total  will  come 
to  $135  million — which,  officials  pointed  out, 
is  not  only  17%  more  than  in  1955  but  also 

3  to  5%  better  than  spot  radio's  peak  year  of 1953. 

This  year's  was  probably  the  first  July  ever 
to  go  over  the  $10  million  mark  in  radio  time 

sales,  SRA  observed.  The  month's  total  pushed 
sales  for  the  first  seven  months  of  1956  to 
$75,822,000,  an  increase  of  20.6%  over  sales 
recorded  in  the  same  period  last  year.  At  the 
end  of  the  first  six  months  of  this  year,  sales 
were  running  19.9%  ahead  [B*T,  Aug.  6]. 

SRA  managing  director  Larry  Webb  cau- 

tioned that  "while  these  figures  are  most 
healthy,  they  must  be  discounted  a  little  be- 

cause July  1955  was  the  low  point  in  the 
temporary  decline.  A  month  or  two  later  in 

1955,  spot  radio  began  to  look  up.  Our  statis- 
ticians tell  me  that  a  true  seasonal  figure  really 

shows  spot  radio  up  17.7%  in  July,  and  17% 
for  the  first  seven  months  to  date.  It  is  obvious, 

however,  that  each  month's  gain  is  larger  than 
the  previous  month's  gain. 

"We  have  one  more  low  seasonal  month  to 
go  through.  August  normally  shows  the  lowest 
monthly  time  sales.  Then  business  usually  picks 
up  in  September,  leading  into  the  top  three 

ROBERT  E.  LUSK,  Benton  and  Bowles  pres- 

ident, gets  a  "What's  New"  fliptop  label 
pin  fastened  to  his  jacket  by  Philip  Morris 

salesman  Donald  Jacobs,  while  Ray 

Jones,  vice  president  in  charge  of  sales 

for  Philip  Morris,  looks  on.  The  three  are 

seen  at  a  sales  meeting  in  New  York  co- 

incident with  introduction  of  new  Parlia- 

ment cigarettes  in  that  area.  The  answer 

to  "What's  New":  New  Parliament. 
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months  of  the  year-end,  generally  the  best 

quarter  for  national  spot  time  sales." Mr.  Webb  continued: 

"Representatives  are  not  all  complacent  about 
these  large  gains.  The  trade  press  reflects  the 
new  areas  of  promotion  and  service  rendered 
by  our  members  to  advertisers  and  agencies. 
With  2,000  radio  stations  enjoying  a  stepped-up 
representation  service,  we  not  only  have  the 
first  nation-wide  national  medium  that  reaches 
all  the  people  all  hours  of  the  waking  day, 

but  we  are  placing  it  at  the  service  of  adver- 
tisers and  agencies  with  new  techniques  of 

complete  market-by-market  information.  No 
wonder,  then,  that  we  see  increasing  use  of 
spot  radio  for  the  flood  of  new  products,  for 
saturation  campaigns  in  highly  competitive  in- 

dustries, and  for  longer  seasonal,  wider  geo- 
graphical and  record-breaking  lists  of  station 

campaigns. 

"We  are  confident  that,  with  total  advertising 
expenditures  in  all  media  on  the  rise,  spot 
radio  will  show  a  larger  percentage  gain  than 

the  average  percent  gain  of  total  media." 
The  spot  sales  figures  are  compiled  for  SRA 

by  Price-Waterhouse  Co.,  accounting  firm,  on 
a  continuing  monthly  basis. 

Monthly  Comparison of  National Spot  Radio  Time Sales 
1956 1955 

(%) January 
$10,192,000 

$  8,556,000 

+19.1 

February 
11,031,000 8,890,000 

+24.1 

March 1 1 ,699,000 10,190,000 

+  14.9 
April 9,704,000 9,311,000 

+4.2 

May 

11,632,000 9,124,000 

+27.5 
June 11,389,000 8,753,000 

+30.0 

July 

10,196,000 8,029,000 

+27.0 

Total $75,822,000 $  62,853,000 

+20.6 

August 8,249,000 

September 9,478,000 
October 11,587,000 
November 11,639,000 
December 10,260,000 

Total $114,066,000 
Index,   National   Spot  Radio,  J uly  1956—111.8, 

using 

1954  as  the  base  year. 

Standard  Brands  Adds  Buy 

STANDARD  BRANDS  Inc..  New  York,  which 

early  last  month  signed  a  $1.5  million,  52-week 
contract  for  10  segments  a  week  of  CBS  Radio, 
last  week  increased  its  purchases. 

The  company,  which  already  sponsors  the 

Monday,  10:45-11  a.m.  portion  of  Arthur  God- 
frey Time,  will  buy  an  additional  15-minute 

slot  Mondays  from  10:30-10:45  a.m.  and  the 
10:45-11  a.m.  slot  every  fourth  Friday.  Agency 
for  Standard  Brands  is  Ted  Bates,  New  York. 

Geyer  in  New  Quarters 

GEYER  Adv.  opened  new  offices  last  Monday 

in  greatly  expanded  quarters  at  595  Madison 
Ave.,  New  York.  The  46-year-old  agency  had 
been  in  need  of  additional  space  since  its 
absorption  of  the  W.  Earl  Bothwell  Agency 
in  1952,  according  to  a  spokesman.  Since 
that  time,  Geyer  has  operated  out  of  two 
offices,  at  745  and  711  Fifth  Ave.  The  new 
offices  cover  four  full  floors  in  the  Fuller  Bldg. 

Foster  Heads  Chase  Office 

THE  board  of  directors  of  Barnes  Chase  Co. 

Thursday  announced  the  appointment  of  Vice 
President  Norman  B.  Foster  as  manager  of  the 
San  Diego  office.  He  will  be  assisted  there  by 
Vice  President  Frank  Huff  and  Leonard  Parker. 

Mr.  Foster  has  been  with  the  agency  since  1 945 
and  was  elected  to  the  board  in  1954. 

Douglas  Meservey  Dies 

In  Fall  From  Building 

FUNERAL  SERVICES  were  held  last  Thurs- 
day in  Beverly  Hills  for  Douglas  Meservey,  51, 

contact  executive  in  the  San  Francisco  office  of 

Young  &  Rubicam,  who  plunged  to  his  death 
Aug.  28  from  the  24th  floor  of  the  Russ  Build- 

ing in  the  heart  of  San  Francisco's  financial district. 

Mr.  Meservey  had  been  with  Young  &  Rubi- 
cam for  a  year  and  a  half  and  prior  to  that  was 

with  J.  Walter  Thompson  Co.,  Los  Angeles.  At 
one  time  he  was  with  NBC  in  New  York.  In 
1940  he  joined  the  Office  of  Facts  and  Figures 
in  Washington  and  later  was  with  the  Office  of 
War  Information.  He  served  overseas  in  the 

Army  during  World  War  II,  attaining  the 
rank  of  colonel,  and  immediately  following  the 

war  was  military  governor  of  Bremen,  Ger- 
many. 

Mr.  Meservey  was  one  of  the  pioneer  pro- 
ducers of  tv  commercials  in  Hollywood.  He 

is  survived  by  his  wife,  Elaine,  and  a  son, 
Douglas  Jr.,  age  eight. 

Ben  Potts  Forms  Agency 

BEN  POTTS,  for  eight  years  vice  president  in 
charge  of  the  west  coast  operations  of  Lennen 
and  Newell,  Los  Angeles,  last  week  announced 
the  formation  of  his  own  agency,  Ben  Potts  & 
Assoc.,  at  3468  North  Knoll  Drive,  Hollywood. 

Telephone  is  Hollywood  5-1845.  Mr.  Potts 
earlier  had  been  with  Erwin  Wasey  &  Co.,  Los 

Angeles;  McCann-Erickson,  Detroit,  and  N. 
W.  Ayer,  New  York. 

U.  S.  Steel  Plans  Promotion 

UNITED  STATES  STEEL  Corp.  plans  to  re- 
peat its  Christmas  promotion  of  major  ap- 

pliances, using  a  drive  labeled  "Operation  Snow- 
flake,"  starting  the  week  of  Nov.  5.  Approxi- 

mately 2,000  radio  spot  announcements  in  48 

markets  on  54  stations  are  planned.  The  cam- 
paign will  run  two  weeks.  Commercials  on 

U.  S.  Steel's  network  tv  show,  U.  S.  Steel  Hour 
(CBS-TV,  alt.  Wednesday,  10-11  p.m.),  also  will 
use  the  snowflake  theme.  BBDO,  New  York, 

is  agency  for  U.  S.  Steel. 

Newspaper  Linage  Up  6.5% 

THE  Bureau  of  Advertising  of  the  American 
Newspaper  Publishers  Assn.  last  week  reported 
national  newspaper  advertising  linage  (general 

and  automotive  combined)  established  a  new  all- 
time  high  for  the  first  seven  months  of  1956, 
with  a  gain  over  the  comparable  period  of  last 
year  of  approximately  6.5%.  General  linage  was 
reported  up  10.3%  and  automotive  off  1.3% 
from  last  year.  The  decline  in  automotive  ad- 

vertising was  attributed  to  a  25%  drop  in  auto- 
mobile production. 
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WMAR  -TV  captured  highest  audience  share 

when  all  three  Baltimore  television 

stations  carried  the  same  program 

Democratic  Convention 

nominating  speeches  and  balloting  for  Presidential  nominee 

Thursday,  August  16,  10  to  11  P.M. 

WMAR-TV  share  of  audience 

in  three-station  market* 

53.1 

To 

Republican  Convention 

nominating  speeches  and  balloting  for  Presidential  nominee 

Wed.,  August  22,  8:30  to  9:30  P.M. 

WMAR-TV  share  of  audience  r 

in  three-station  market* 

52.8% 

*Based  on  Special  ARB  Report 

In  Maryland,  most  people  watch 
WMARsT 

CHANNEL    2       SUNPAPERS    TELEVISION       BALTIMORE,  MAR  Y  L  A  N  D 

Telephone  MUlberry  5-5670  *  TELEVISION  AFFILIATE  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 

Represented  by  THE  KATZ  AGENCY,  Inc.    New  York,  Detroit.  Kansas  City,  San   Francisco,  Chicago,   Atlanta,   Dallas,   los  Angeles 
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To  sell  North  Texas: 

ore 

have  used  WFAA 

Twenty-four  top  American  companies  have 

been  advertising  on  radio  station  WFAA  ten 

years  or  more.  Among  them  are  such  names 

as  R.  J.  Reynolds  Tobacco  Company,  Plough 

Sales  Corporation,  Quaker  Oats  Company, 

The  Mennen  Company,  Fant  Milling  Com- 

pany, and  others  of  similar  caliber. 

Why  have  these  big  names  remained  con- 
sistent advertisers  on  WFAA? 

Because  they  know  when  they  have  a 

winner. 

WFAA 
820 

50,000  WATTS 

570 

5,000  WATTS 

DAL  LAS 

NBC    •    ABC    •  TQN 
Edward  Petry  &  Co.,  Inc.,  Representatives 

*Whan  Study,  A.  C.  Nielsen,  N.S.I. 

WFAA  leads  in  North  Texas  in  every 

category*  .  .  . 

...  in  General  News  Coverage 

(More  listeners  prefer  WFAA-820  news  than 
the  next  3  stations  combined) 

...  in  Farm  News  Coverage 

(Murray  Cox's  farm  coverage  is  among  North 
Texas'  Top  10  in  popularity) 

...  in  Programming 

(8  of  the  Top  10  programs  in  North  Texas 
are  WFAA-produced) 

...  in  Listenership 

(of  109  stations  WFAA  leads  decisively  in  both 
daytime  and  nighttime  audiences) 

If  you  want  to  buy  the  biggest  audience  in 
the  biggest  Texas  market,  talk  to  your  Petry 
man  now 
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BETTER  FILM  ADS 

SOUGHT  BY  LEVER 

LATEST  RATINGS 

ARB 

TOP  TEN  NETWORK  TV  SHOWS, AUG. 1-7 

Net- 

No.  of 
Day  & 

Rank 
Program 

Sponsor 

Agency 
work  Stations Time 

Ratings 

1. 564,000  Question Revlon 
BBDO 

CBS 165 Tues.,  10-10:30 43.6 2. I've  Got  A  Secret R.  J.  Reynolds 
Wm.  Esty 

CBS 170 Wed.,  9:30-10 33.9 3. Ed  Sullivan Lincoln-Mercury Kenyon  &  Eckhardt 

CBS 180 

Sun.,  8-9 
33.5 4. $64,000  Challenge 

Revlon C.  J.  La  Roche CBS 

111 

Sun.,  10-10:30 32.6 
5  1 

Lux  Video  Theatre 1  over  Rrnc Level      Ul  Uji J.  Walter  Thompson NBC 

132 
Thurs.,  10-11 32.2 

5-\ 

What's  My  Line? Jules  Montenier Earle  Ludgin 
CBS 

70 
Sun.,  10:30-11 

32.2 
7_ Deb  1     U[     VJI  UU^MU DeSoto 

BBDO 
NBC 

157 

Thurs.,  8-8:30 
30.2 

a. 

Lawrence  Welk Dodge  Div.  of 
Grant  Adv. NBC 

192 Sat.,  9-10 
29.0 

Chrysler 

9  f 

Climax in  rvc  l^r McCann-Erickson 
CBS 162 

Thurs.  8-8:30 26.3 
( Ford  Theatre Ford  Motor  Co. Thompson 

NBC 

156 
Thurs.,  9:30-10 26.3 

Rank Program Viewers  Rank Program  Viewers Rank Program 
Viewers 

1. 

564,000  Question 37,040,000  5. S64.000 
8.  G 

imsmoke 22,470,000 2. Ed  Sullivan 32,230,000 Challenge  25,920,000 *9.    Phil  Silvers 
22,110,000 

3. Lawrence  Welk 27,480,000  6. What's  My  Line  24,150,000 10.    Lux  Video  Theatre  22,000,000 
4. I've  Got  A  Secret 27,370,000  7. Best  of  Groucho  23,140,000 

[Details  on  program in  second  table,  but  not  listed  in  first  table] 
Phil  Silvers R.    J.  Reynolds 

Wm.  Esty 

CBS 

169 

Tues.,  8-8:30 Amana Maury  Lee  &  Marshall 181 

VIDEODEX 

TOP  TEN  TV  NETWORK  PROGRAMS 

WEEK  OF  AUG.  1-7,  1956 

Rank  Program 
Sponsor Revlon 1.  The  564,000 

Question 
2.  Ed  Sullivan  Show  Lincoln-Mercury 
3.  Dragnet  Liggett  &  Myers 

4.  The  Honey- mooners 
5.  Climax 
6.  The  564,000 Challenge 
7.  Lawrence  Welk 

Show 8.  Phil  Silvers 

9.  Best  of  Groucho 
10.  Steve  Allen 

Buick  Div.  of 
General  Motors 
Chysler  Corp. 
P.  Lorillard 
Revlon 
Dodge  Div.  of 
Chrysler R.  J.  Reynolds 
Amana  Refrigeration DeSoto Avco 

Jergens 
Brown  &  Williamson 

I've  Got  a  Secret   R.  J.  Reynolds 

Agency 

BBDO 

Kenyon  &  Eckhardt 
Cunningham  & Walsh 

Kudner 

McCann-Erickson 
Young  &  Rubicam 
C.   J.  LaRoche 
Grant  Adv. Wm.  Esty 

Maury,  Lee  &  Marsl 
BBDO 
Compton 
Robert  W.  Orr 
Ted  Bates Wm.  Esty 

Net- 

work 
No.  of 
Stations Day  &  Time 

%Tv 

Homes No.  Tv Homes 

(000) 
CBS 

165 Tues.,  10-10:30 30.9 11,003 
CBS 180 

Sun.,  8-9 
29.6 10,013 NBC 

CBS 
169 

187 

Thurs.,  8:30-9 
Sat.,  8-8:30 

28.6 
27.5 

9,787 
9,500 CBS 

CBS 
162 
111 

Thurs.,  8:30-9:30 
Sun.,  10-10:30 

27.3 

26.7 9,087 8,250 ABC 192 
Sat.,  9-10 

26.1 

9,497 

CBS 

oil 

NBC 

NBC 

169 
151 

157 
128 

Tues.,  8-8:30 
Thurs.,  8-8:30 

Sat.,  8-9 

26.0 

24.8 

24.6 8,839 

8,464 CBS 

172 Wed.,  9:30-10 

8,109 
x  Inc. 

Project  launched  last  week  in 

New  York  will  analyze  tech- 

niques and  sift  opinions  in  ef- 

fort to  improve  quality  of  firm's 
television  commercials. 

INDEPENDENT  move  was  launched  Thurs- 

day bv  a  top  tv  user — Lever  Bros. — to  "up- 
grade" the  technical  standards,  at  least  its  own. of  tv  commercial  films. 

A  special  session  was  held  in  an  NBC  view- 
ing room  in  New  York  where  sample,  one- 

minute  commercial  films  were  submitted  by  22 
cooperating  film  production  firms.  Studied 
were  such  technical  topics  as  lighting,  set  back- 

grounds, transmission  standards  and  laboratory 
development  control. 

Lever  Bros,  hopes  to  collect  the  opinions  and 
judgments  of  the  various  agency  film  and  ac- 

count executives  and  other  people  participating 
as  the  first  step  towards  pooling  efforts  in  im- 

proving the  quality  of  tv  commercial  film. 

As  expressed  by  Richard  E.  Dube,  assistant 

to  Lever's  Program  Manager  George  J.  Zachary. 
and  originator  of  the  move.  "This  company 
feels  that  there  must  be  continual  striving  to 
improve  its  commercial  messages,  and  the  tech- 

nical phase  of  that  improvement  is  the  subject 

of  this  first  meeting." 
A  Lever  spokesman  emphasized  that  national 

advertisers,  including,  of  course.  Lever,  spend 
tremendous  amounts  of  money  yearly  on  tv 
programs  and  commercials,  and  for  this  reason 
alone  such  a  study  was  of  prime  importance. 

Lever  Bros,  in  the  first  six  months  of  1956 
spent  a  total  of  $6,872,758  which  included  $1,- 
734,900  in  tv  spot  and  $5,137,858  in  network 

tv,  ranking  10th  in  B'T's  compilation  of  the  top 
200  national  advertisers  according  to  gross  tv 
time  purchases  [B«T,  Aug.  20]. 

Agencies  participating  in  the  project  are  six 
which  handle  Lever  Bros.:  J.  Walter  Thompson 
Co.;  Foote,  Cone  &  Belding;  Sullivan,  Stauffer. 
Colwell  &  Bayles;  BBDO;  Kenyon  &  Eckhardt. 
and  Ogilvy,  Benson  &  Mather. 

Should  the  first  meeting  prove  fruitful — 

Lever's  program  unit  will  sift  the  results  as  a 
measurement  of  the  project's  effectiveness — 
others  will  follow  on  these  aspects  of  tv  film 
commercials: 

Comparative  photographic  quality  of  films: 
means  to  promote  greater  use  of  35  mm  film 
among  stations  now  using  16  mm  equipment; 
how  to  improve  quality  of  16  mm  film  now  in 
use:  probe  use  of  video  tape  and  survey  film 
production  firms  now  planning  to  use  it.  and 
how  to  insure  proper  transmission  of  film  from 
networks  and  stations. 
Among  those  who  attended  were: 

Lever  Bros. — Messrs.  Zachary  and  Dube; 
NBC — Charles  Townsend,  manager  of  film-kine 
operations,  and  the  following  agency  representa- 

tives : 

Leslie  Collins  of  BBDO's  tv  department;  Ab- 
bott Spencer,  vice  president  in  charge  of  film  ac- 

tivities, Charles  Bellante,  supervisor  of  techni- 
cal films,  and  Robert  Ballin,  vice  president  in 

charge  of  program  development,  all  of  SSC&B; 
Stuart  Minton  Jr.,  broadcast  account  supervisor 
at  FC&B;  Marshall  Rothin,  film  supervisor, 
Victor  Sack,  prod  ucer,  and  Al  Tennyson,  vice 
president  and  director,  all  of  K&E's  commercial 
production  department;  Bill  Whitehead,  radio- 
tv  (live)  commercial  coordinator,  Marie  Gor- 

don, commercial  tv  producer-director  and  Fred 
Rathael,  coordinator  of  tv  films,  all  of  JWT; 
Philip  (Les)  Tomlin,  associate  director  of  radio 

and  tv,  Richard  Simon,  production  supervisor, 
and  Anthony  Rizzo,  tv  production  manager, 
all  of  OB&M.  Dorothy  Crawford,  an  inde- 

pendent producer  from  Australia,  was  a  guest 
observer. 

NETWORK  NEW  BUSINESS 

Hamilton-Beach  Co.  (household  appliances), 
Racine,  Wis.,  using  minute  participations  on 
Wednesday  and  Friday  Panorama  Pacific  shows 
on  CBS-Television  Pacific  Network  nine-station 
hookup,  starting  Oct.  3  for  12  weeks.  Agency: 
Erwin,  Wasey  &  Co.,  L.  A. 

NETWORK  RENEWAL 

Allis  Chalmers  Mfg.  Co.,  Milwaukee,  has  re- 
newed National  Farm  &  Home  Hour  on  NBC 

(noon-1  p.m.  EDT),  marking  12th  year  of 
sponsorship  of  program.  Agency:  Bert  S. 
Gittins  Adv.,  Milwaukee. 

Best  Foods  Inc.,  Skippy  Peanut  Butter  Div., 

through  Guild.  Bascom  &  Bonfigli,  San  Fran- 
cisco, has  renewed  You  Asked  for  It  on  ABC- 

TV  (Sun..  7-7:30  p.m.  EDT).  for  the  1956-57 
season. 

Sylvania  Electric  Products  Co.,  N.  Y.,  through 
J.  Walter  Thompson  Co.,  N.  Y.,  has  bought 

Sapphire  Films  Ltd.'s  The  Buccaneers  for  re- 
placement in  the  Saturday,  7:30-8  p.m.  EDT 

time  period  on  CBS-TV,  beginning  Sept.  22. 
The  London-filmed  series,  which  replaces 

Sylvania's  sponsorship  last  season  of  Beat  the 

Clock,  depicts  18th  century  adventures  in  the 
Caribbean  area. 

AGENCY  APPOINTMENTS 

Sleep-Eze  Co.,  Long  Beach,  Calif.,  heavy  radio 
advertiser,  names  Milton  Carlson  Co.,  L.  A., 
as  agency  effective  Sept.  15.  Firm  had  switched 
its  $400,000  account  from  M.  B.  Scott  Inc.  to 
Van  Der  Boom,  Hunt  &  McNaughton  there 
some  weeks  ago. 

Federal  Enameling  &  Stamping  Co.  (enamel 
housewares),  McKees  Rocks,  Pa.,  to  BBDO, 
Pittsburgh,  effective  Sept.  1. 

Eagle  Pencil  Co.,  N.  Y.,  names  BBDO,  N.  Y. 

Patek  Bros.  Inc.  (paint  manufacturer,  glass  dis- 
tributor), Milwaukee,  names  Cormack-Imse 

Inc.,  that  city. 

Hy-Gro  Corp.  (lawn  fertilizers,  nutrients),  Bal- 
timore, to  Applestein,  Levinstein  &  Golnick 

Adv.  Agency,  that  city. 

J.  B.  Williams  Co.,  Glastonbury,  Conn.,  for  its 
Conti  shampoo,  appoints  Doherty,  Clifford, 
Steers  &  Shenfield,  N.  Y. 

Armstrong  Cork  Co.,  Lancaster,  Pa.,  names 

Ogilvy,  Benson  &  Mather  Inc.,  N.  Y.,  for  build- 
ing products  division.  BBDO  continues  to 

handle  insulation,  glass  and  closure,  industrial 
divisions  and  resilient  flooring  and  floor  divi- 

sion products. 
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Colgate-Palmolive  Co.,  N.  Y.,  names  Street  & 
Finney,  N.  Y.,  for  new,  unnamed  product. 

Fort  Howard  Paper  Co.  (Page  napkins,  towels, 
toilet  tissue),  Green  Bay,  Wis.,  to  Clinton  E. 
Frank  Inc.,  Chicago  for  retail  and  industrial 
products. 

Hotpoint  Appliance  Sales  Co.,  Kansas  City,  ap- 
points Litman,  Stevens  &  Margolin  Inc.,  that 

city. 

Weston  Biscuit  Co.,  Passaic,  N.  J.,  names  Camp- 
bell-Ewald,  N.  Y.  Plans  now  being  made  for 
1957  radio-tv  spots  and  participations. 

C.  F.  Simonin's  Sons,  Phila.,  to  Ralph  A.  Hart 
Adv.,  that  city,  for  Yolanda  all-purpose  oil  and 
other  products. 

U.  S.  Industries  Inc.  (subsidiaries  make  oil  field 
equipment,  aircraft  components,  metal  forming 
presses,  water  transmission  products),  N.  Y., 
names  Erwin,  Wasey  &  Co.,  N.  Y.,  for  insti- 

tutional advertising. 

Rek-O-Kut  Co.  (high-fidelity  turntables  and  stu- 
dio recording  equipment),  N.  Y.,  names  Wex- 

ton  Co.,  N.  Y. 

Alexander  Muss  &  Sons,  Great  Neck,  N.  Y., 

national  building  firm,  appoints  Hoffman-Man- 
ning Inc.,  N.  Y. 

Royal  Crown  Bottlers,  Clean-Cote  Laboratories 

(household  cleanser),  Gorman's  (department 
store)  and  House  of  Modern  (furniture),  all 

Kansas  City,  name  Litman,  Stevens  &  Mar- 
golin, Kansas  City. 

Holzer  y  Cia.,  S.  A.,  importer  and  distributor 
for  Omega,  Tissot  and  Patek  Philippe  watches 
in  Mexico,  names  Kenyon  &  Eckhardt  de 
Mexico,  S.  A.,  Mexico  City. 

The  Health  Insurance  Institute,  newly-formed 
central  source  of  information  for  America's 
health  insurance  business,  appoints  Lennen  & 
Newell,  N.  Y. 

A&A  PEOPLE 

Benjamin  B.  Banks  and  Horace  Curtis,  vice 
presidents  and  account  supervisors,  respectively, 
with  Ruthrauff  &  Ryan  and  BBDO,  both  N.  Y., 
have  joined  Benton  &  Bowles,  N.  Y.,  in  similar 

capacities.  Latter  is  assigned  to  Procter  &  Gam- 
ble account. 

MR.  BANKS  MR.  CURTIS 

Austin  Kiplinger,  former  NBC  Chicago  news 
commentator,  elected  executive  vice  president 

of  Kiplinger  organization  which  publishes  Kip- 
linger Washington  Letter  and  Changing  Times 

magazine. 

H.  Gawayne  Kinsey,  art  director,  Bonsib  Adv. 

Agency,  Fort  Wayne,  Ind.,  elected  vice  presi- 
dent. 

Henry  A.  Mattoon,  president,  Reach,  Yates  & 
Mattoon,  N.  Y.,  to  McCann-Erickson,  N.  Y., 
as  vice  president  and  chairman  of  the  market- 

ing plans  board. 
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Tom  E.  Chantron,  product  manager,  Kraft 
Foods  Co.,  Chicago,  and  Earl  Kraft,  controller, 
H.  S.  Martin  &  Co.,  Evanston,  111.,  to  Earle 
Ludgin  &  Co.,  Chicago,  as  account  executive 
and  controller  respectively. 

Morton  Yanow  to  Feigenbaum  &  Wermen  Adv. 

Agency,  Phila.,  as  director  of  radio-television. 

Lloyd  L.  Fusby,  production  manager,  Boron, 
Calif.,  plant  of  Pacific  Coast  Borax  Div.,  U.  S. 
Borax  &  Chemical  Corp.,  to  western  manager, 
and  Roger  W.  Hinchman,  eastern  industrial 
sales  manager,  to  general  sales  manager  of 

USBC's  industrial  and  agricultural  departments. 
Mr.  Fusby  continues  in  Los  Angeles  and  Mr. 
Hinchman  in  New  York. 

Torben  A.  Grunth,  promoted  to  account  ex- 
cutive  on  Remington-Rand  account  at  Robert 
Otto  &  Co.,  N.  Y. 

J.  R.  Blocki,  manager  of  advertising  services, 
Kraft  Foods  Co.,  Chicago,  named  advertising 

manager  for  confections  and  Kraft  oil,  succeed- 
ing T.  E.  Chantron,  resigned.  J.  J.  Wallner, 

assistant  advertising  manager  for  oil  products, 
named  to  succeed  Mr.  Blocki  as  advertising 
services  manager. 

Joseph  Pedott,  former  owner  of  loseph  Pedott 
Adv.  Agency,  now  dissolved,  to  R.  Jack  Scott 
Inc.,  Chicago,  as  account  executive. 

Robert  H.  Higgons,  Young  &  Rubicam,  N.  Y., 
to  Ogilvy,  Benson  &  Mather,  N.  Y.,  as  account 
executive. 

Robert  S.  Liptak,  formerly  with  ABC,  to 
Boland  Assoc.,  San  Francisco,  as  media  and 
research  director.  Christina  Muirhead  named 

agency's  media  buyer. 

David  E.  Fulmer,  formerly  in  creative  depart- 
ment of  Guild,  Bascom  &  Bonfigli,  San  Fran- 
cisco, named  program  director  and  head  of 

agency's  television  staff  in  Hollywood. 

Henry  G.  Childs,  writer-producer-director, 
WKY-TV  Oklahoma  City,  to  Erwin,  Wasey  & 
Co.  there  as  tv-radio  director.  Rubye  Mae 
Griffin,  formerly  tv-radio  copy  supervisor, 
Young  &  Rubicam,  Hollywood,  to  L.  A.  office 
of  Erwin,  Wasey  as  copywriter. 

Jack  Mefford,  account  executive,  Curt  Freiber- 
ger  &  Co.  and  Ed  M.  Hunter  &  Co.,  Denver 
agencies,  to  William  Kostka  &  Assoc.  there  in 
same  capacity. 

James  J.  Kilian  to  Milton  Carlson  Co.,  L.  A., 
as  account  executive  on  Circus  Foods  Inc., 
which  moved  with  him  to  agency  Sept.  1. 

John  J.  Archibald,  Benton  &  Bowles,  N  Y.,  to 
J.  M.  Mathes  Inc.,  that  city,  as  associate  mar- 

keting and  merchandising  director. 

Jack  Berzon,  Flint  Adv.,  N.  Y.,  to  Hoffman- 

Manning  Inc.,  that  city,  as  head  of  agency's retail  automotive  division. 

Ethel  Wieder,  former  supervisor  of  timebuying 
section  of  Biow  Co.,  N.  Y.,  to  timebuying  sec- 

tion of  Compton  Adv.,  N.  Y. 

Dr.  Doris  Benardette,  former  associate  profes- 
sor, Western  State  College  of  Colorado,  ap- 

pointed director  of  research,  Endorsements  Inc., 
N.  Y. 

Marian  Gable,  former  head  of  Ad  Assoc.,  Day- 
ton, Ohio,  to  Bridges-Sharp  &  Assoc,  that  city, 

as  art  director  and  account  executive. 

Peter  Ripps,  formerly  associate  director  of 
merchandising,  Foote,  Cone  &  Belding,  N.  Y., 
to  merchandising  director,  Zlowe  Co.,  N.  Y., 
in  expanded  marketing  and  sales  development 
services. 

THE  Hospital  Saving  Assn.  of  Chapel  Hill, 

N.  C,  will  sponsor  10  football  games  of 
North  Carolina  colleges  this  fall  on  seven 
state  radio  stations,  with  WPTF  Raleigh 

originating  the  broadcasts.  Discussing  the 
games  to  be  carried  are  (I  to  r)  Jim  Reid, 

WPTF  sports  director  and  play-by-play 

announcer;  J.  S.  Nagelschmidt,  public  re- 
lations director  for  the  sponsor;  Bill  Jack- 

son, WPTF  personality  who  will  give  color 
on  the  broadcasts,  and  Clyde  Mitchell, 

WPTF  sales  representative.  Other  sta- 
tions to  carry  the  games  include  WIST 

Charlotte,  WEED  Rocky  Mount,  WCOG 

Greensboro,  WTOB  Winston-Salem, 
WHKY  Hickory  and  WWNC  Asheville. 

Frank  Nickel,  H.  W.  Kastor  Adv.  Co.,  Chicago, 
to  Christiansen  Adv.  Agency,  that  city,  as  art 
director. 

William  N.  Tollis,  formerly  tv  art  director, 

Morse  International,  to  Dancer-Fitzgerald-Sam- 
ple, N.  Y.,  in  same  capacity. 

George  Gottridge,  former  copy  chief,  Al  Paul 
Lefton,  N.  Y.,  to  Hoffman-Manning  Inc.  there 
in  same  capacity. 

John  L.  Zimmer,  Ted  Bates  &  Co.,  N.  Y.,  to 
radio-tv  department  of  Cunningham  &  Walsh 
there  as  executive  producer  and  assistant  to 

department  head. 

Robert  R.  Larson,  former  art  director,  The 
Buchen  Co.,  Chicago,  to  Grant  Adv.,  that  city, 
in  same  capacity. 

Michael  de  Vivo,  J.  Walter  Thompson,  N.  Y., 

to  Dancer-Fitzgerald-Sample,  N.  Y.,  as  art 
director. 

Virgil  A.  Warren,  Spokane,  Wash.,  agency 

owner,  re-elected  national  chairman  of  Affili- 
ated Advertising  Agencies  Network.  He  has 

served  as  national  director  since  1948.  Donald 
Alexander,  formerly  with  Virgil  A.  Warren 

Adv.  Agency,  named  AAAN  executive  secre- 
tary. Elected  regional  directors:  Lewis  Wes- 

singer,  Foltz-Wessinger  Agency,  Lancaster,  Pa.; 
John  Greenlee,  Cline  Adv.  Service,  Boise,  Idaho, 
and  Jack  Gibbons,  Gibbons  Adv.  Agency,  Tulsa, 
Okla. 

Kenneth  G.  Patrick,  manager  of  educational  re- 
lations, General  Electric  Co.,  named  volunteer 

coordinator  of  Advertising  Council  campaign 
that  will  warn  public  of  increased  load  colleges 
and  universities  will  have  to  bear.  Advertising 
materials  will  be  prepared  by  N.  W.  Ayer  & 

Son,  Council's  volunteer  agency. 

Virginia  Curran,  timebuyer,  L.  A.  office,  Roy 
S.  Durstine  Adv.,  married  to  Paul  Weigl, 
partner  in  Hollywood  Plastic  Arts,  Aug.  10. 

Yrjo  A.  Koskinen,  sales  and  advertising  co- 
ordinator, Ashland  Oil  &  Refining  Co.,  Ashland, 

Ky.,  died  Aug.  26  after  being  in  ill  health 
several  years. 
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IMPROVED  DuMONT  ELECTRONICAM  SYSTEM 

UNVEILED  FOR  TV,  35MM  FILM  PRODUCTION 

Refined  mobile  operation,  shown  at  special  demonstration  Thursday 

in  New  York,  to  be  put  to  use  within  few  weeks  in  Hollywood  under 

contract  with  Paramount  Sunset  Corp.,  subsidiary  of  Paramount  Pic- 

tures Corp.  that  rents  studios  to  tv  and  film  producers. 

ALLEN  B.  DuMONT  Labs,  which  more  than 

a  year  ago  unveiled  its  Electronicam  live-tv  film 
system,  last  week  dollied  in  on  the  Hollywood 
scene  with  an  improved  Electronicam  system 
that  can  be  used  for  tv  and  theatrical  film  pro- 
duction. 

Revealing  the  refined  system  at  a  special  dem- 
onstration in  New  York  Thursday,  DuMont 

announced  that  the  system  would  be  put  to 
work  within  a  few  weeks  in  Hollywood  under 
a  contract  with  Paramount  Sunset  Corp.,  a 
subsidiary  of  Paramount  Pictures  Corp.  The 
latter  holds  a  substantial  minority  interest  in 
both  Allen  B  DuMont  Labs  and  DuMont 

Broadcasting  Corp.  (WABD  [TV]  New  York 
and  WTTG  [TV]  Washington). 

Paramount  Sunset  rents  its  studios  and  stages 

to  outside  tv  and  film  producers.  Keeton  Ar- 

nett,  DuMont's  vice  president,  estimated  that 
the  cost  to  Paramount  Sunset  of  the  Electron- 

icam equipment  would  be  at  a  rate  of  $1,500 
to  $3,000  a  week  on  a  lease  basis.  DuMont  at 
present  does  not  contemplate  outright  sale  of 
its  Electronicam  equipment. 

Along  with  the  system,  at  least  one  "systems 
engineer"  will  be  assigned  by  DuMont  to  ac- 

company any  leased  equipment. 
The  original  DuMont  Electronicam  camera 

system  shown  in  New  York  more  than  a  year 

ago  was  equipped  for  16  mm.  The  newly- 
refined  system  can  handle  35  mm.  It  also  is  in 
mobile  form.  The  unit  shown  Thursday  had 
two  functional  trailers  which  contain  all  of  the 
cameras  and  related  equipment  necessary  to 
operate  the  Electronicam  cameras.  These  com- 

bined standard  Mitchell  motion  picture  cameras 
with  a  closed  circuit  tv  system.  Mobility  per- 

mits the  system  in  its  entirety  to  be  moved 
readily  from  studio  to  studio,  lot  to  lot  and 
set  to  set. 

According  to  Mr.  Arnett,  DuMont  expects 

to  make  shipment  "within  the  next  six  months 
of  a  series  of  systems  in  sufficient  quantity  to 
meet  the  demands  of  an  industry  which,  accord- 

ing to  all  indications,  will  adopt  Electronicam 

as  its  standard  equipment." 
One  of  the  trailers  in  the  unit  remains  out- 

side the  sound  stage.  The  32-foot  trailer  con- 
tains the  major  part  of  the  electronic  gear  for 

cameras,  monitors,  control  panels,  audio  re- 
corder and  a  kinescope  recorder,  as  well  as 

cables  and  three  of  the  special  Electronicam 
cameras. 

Each  camera  is  a  union  of  the  Mitchell  35 
mm  with  an  image  orthicon  tv  camera  using  a 
common  optical  system  eliminating  parallax 
and  an  identical  picture  going  to  each  unit.  The 
scene  is  visible  to  both  the  cameraman  through 
the  electronic  viewfinder  as  well  as  to  the  direc- 

tor and  his  production  team  through  monitors. 
An  18-foot  trailer  can  be  wheeled  onto  the 

stage,  functioning  as  the  control  and  commu- 
nications center.  It  is  equipped  with  five  17- 

inch  monitors,  one  for  each  of  three  cameras 

in  multiple-camera  shooting,  one  "take"  mon- 
itor providing  a  continuous  sequence  of  scenes, 

and  another  for  the  director  to  preview  results 
of  special  effects  produced  electronically.  Still 
other  monitors  give  various  and  instantaneous 
camera-eye  views  to  both  the  cast  and  the  tech- 

nical staff. 

Mr.  Arnett  stressed  savings  in  both  money 
and  in  days  needed  for  film  production;  rendi- 
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tion  of  top  quality  film — black-and-white  or  in 
color;  instantaneous  monitoring  of  the  action 
before  the  camera;  precise  coordination  of  the 

creative  team  and  "complete  mobility." 
The  demonstration  Thursday  was  held  in 

Movietone  News'  New  York  studios  on  W.  54th 
St.  In  addition  to  the  showing  of  the  equip- 

ment, a  film — made  via  the  Electronicam  sys- 
tem— -was  run  off  that  explained  the  workings 

of  the  refined  process. 
Along  with  the  claimed  advantages  to  feature 

film  production,  the  film  stressed  its  value  to  tv 
commercial  production  (Electronicam  has  been 

used  for  filming  at  DuMont's  Adelphia  Theatre 
in  New  York  for  commercials  as  well  as  for  the 

now  dropped  "The  Honeymooners"  film  series 
— Jackie  Gleason's  program  seen  last  season 
on  CBS-TV). 

Shown  were  its  uses  as  a  filming  vehicle  for  a 
monchrome  commercial  for  Camel  cigarettes, 
for  Maxwell  House  coffee — first  in  black-and- 
white  and  then  in  color,  and  for  cosmetics,  also 

a  color  sequence.  A  dramatic  sequence  was 
filmed  with  quality  pointed  up  as  comparable 
with  current  motion  picture  production.  A  lim- 

itation in  the  system,  observers  pointed  out, 
however,  is  that  color  filming  can  be  monitored 

only  in  black-and-white. 
Mr.  Arnett  noted  that  DuMont  engineers  and 

various  motion  picture-video  experts  had  spent 
most  of  the  past  year  studying  film  production 
needs  of  the  motion  picture  industry.  The  net 
result  was  the  improved  Electronicam  (refine- 

ments are  noted  in  optical  equipment,  electronic 
resolution  and  in  focus  controls). 

According  to  the  current  timetable,  the  sys- 
tem should  be  in  use  by  October  with  dry  runs 

being  held  to  break  in  technicians.  A  week's demonstration  for  the  motion  picture  industry 

will  be  held  upon  the  equipment's  arrival  in 
Hollywood. 

The  Paramount  Sunset  studios  are  located  at 
the  old  Warners  movie  lot  adjacent  to  KTLA 
(TV)  Hollywood  [B»T,  Aug.  22,  1955].  KTLA 
is  operated  by  Paramount  Pictures  subsidiary, 
Paramount  Television  Productions  Inc. 

As  seen  by  some  Hollywood  observers,  the 
new  Electronicam  system  will  not  displace 
film  editors  and  cutters  but  rather  bring  them 
under  one  roof  as  assistant  directors.  Hereto- 

fore they  were  separated  in  motion  picture  film 
production.  This  new  grouping  of  creative  tal- 

ent is  described  as  a  first  in  Hollywood  feature 
film  production. 

DUMONT'S  new  mobile  Electronicam  film  system  is  contained  in  two  functional  trailers 
(bottom),  readily  moved  from  stage  to  stage  and  set  to  set.  The  smaller  unit  goes  on 
stage  as  the  control  center  while  the  larger  one  remains  outside  during  film  production. 
In  the  control-room  trailer  (top),  the  equipment  is  given  a  final  check  by  Keeton  Arnett 
(seated),  vice  president  of  Allen  B.  DuMont  Labs,  and  John  Auld,  manager  of  operations, 
Electronicam  Div.,  before  unit  leaves  the  Clifton,  N.  J.,  plant  for  use  in  Hollywood. 
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Disney  Tops  $2  Million 

Profit  in  Nine  Months 

WALT  DISNEY  PRODUCTIONS,  Burbank, 
Calif.,  reported  net  profit  of  $2,091,975  for  the 

nine-month  period  ending  June  30,  in  a  com- 
pany registration  statement  filed  last  week  with 

the  Securities  &  Exchange  Commission  covering 

a  proposed  public  offering  of  $7.5  million  sub- 
ordinated debentures  due  1976. 

The  figure  is  equal  to  $1.60  per  share  on  the 
$1,305,680  shares  of  outstanding  common  stock. 

Gross  revenue  for  the  nine-month  period  to- 

taled $20,371,831.  The  company's  net  income 
for  the  entire  fiscal  year  which  ended  Oct.  1, 
1955,  was  $1,352,576,  equal  to  $1.04  per  share. 
Gross  revenue  for  that  12-month  period  was 
$24,638,652.  The  prospectus  showed  that  the 
company  stock  is  held  54%  by  Walter  E.  Dis- 

ney and  Roy  O.  Disney  as  voting  trustees  with 
Walter  E.  and  Lillian  B.  Disney  listed  as  bene- 

ficial owners  of  24% ,  and  Atlas  Corp.  as  holder 
of  17%. 

Assets  of  Walt  Disney  Productions  as  of  June 
30  totaled  $28,167,000.  The  report  showed 
that  in  the  nine-month  period  ending  June  30 

the  company's  gross  income  from  tv  totaled 
$4,747,000.  Gross  from  theatrical  pictures 
totaled  $11,340,000.  Other  income,  including 
merchandising,  publications  and  Disneyland, 
exceeded  $4  million.  Disney  Productions  re- 

ported that  Disneyland  Inc.  showed  a  net  profit 
of  $187,891  in  the  53-week  period  ending 
July  29. 

Yates  Refuses  to  Sell 

Control  in  Republic  Pictures 

BEVERLY  HILLS,  Calif.,  investment  firm  of 
Cantor,  Fitzgerald  &  Co.  Thursday  announced 

that  Herbert  J.  Yates  had  refused  the  company's 
$6.3  million  offer  for  his  controlling  interest 
in  Republic  Pictures  Corp.,  Major  Hollywood 
film  studio  which  includes  tv  film  subsidiaries 
Hollywood  Television  Service  Inc.  and  Studio 
City  Tv  Productions  Inc.  The  firm  offer  was 

for  $10.50  per  share  on  Mr.  Yates'  600,000 
shares  in  Republic.  The  banking  firm's  option 
expires  tomorrow  (Tuesday), 

Although  expressing  disappointment  that  the 
negotiation  did  not  go  through,  B.  Gerald  Can- 

tor, president  of  the  investment  company,  said 
that  in  the  course  of  the  talks  he  and  Mr.  Yates 
had  established  an  amicable  relationship  and 
that  Mr.  Cantor  and  his  associates  would  re- 

tain their  present  interest  in  Republic  involving 
more  than  $1  million  in  4%  debentures  due 
June  30,  1965. 

Mr.  Cantor  was  optimistic  about  the  appre- 
ciation possibilities  of  television  and  theatrical 

securities  and  said  he  would  seek  other  invest- 
ment opportunities  in  the  entertainment  field. 

Meanwhile  reports  were  current  in  Hollywood 
last  week  that  Mr.  Yates  also  had  turned  down 
a  $10  per  share  offer  of  another  local  syndicate 
but  would  consider  an  offer  of  $12  per  share. 

Roach  Reports  Script  Fees 

Rose  25%  Above  Last  Year 

HAL  ROACH  Studios,  Culver  City,  Calif., 
spent  $299,850  for  half-hour  television  scripts 
during  the  first  half  of  1956  in  contrast  to  a 
total  outlay  of  $164,250  for  the  like  period  in 
1955,  it  was  disclosed  last  week  by  Hal  Roach 

Jr.,  studio  owner-president  and  executive  pro- 
ducer. 

"Currently,  established  script  writers  are 
commanding  figures  for  their  properties  that  are 

five  and  six  times  greater  than  five  years  ago," 
Mr.  Roach  noted.  The  producer  further  ob- 

served that  this  year  scripting  costs  are  running 
approximately  25%  over  1955  and  qualified  the 
trend  as  consistent  with  the  rise  in  overall 

"above-the-line"  costs  of  some  25%  with  each 
succeeding  year  since  the  start  of  half-hour 
television  film  series. 

Last  year,  according  to  Mr.  Roach,  his 
studios  contracted  for  a  total  of  247  properties 
representing  a  $329,500  script  investment.  This 

year's  half-way  mark  of  141  half-hour  scripts 
already  has  accounted  for  a  near-comparable 
figure. 

Mr.  Roach  pioneered  in  negotiations  with 
television  writers  and  literary  agents  and  re- 

called that  in  1948,  one  year  after  the  Roach 
studios  converted  to  telefilm  production,  the 
average  Hollywood  asking  price  for  half-hour 
teleplays  was  $500.  Today,  the  producer  de- 

clared, a  creditable  script  averages  closer  to 

$2,500. 

NBC's  Calif.  Subsidiary 

Appoints  Ginsburg,  Jacobi 

APPOINTMENTS  of  Norman  S.  Ginsburg  as 
manager  of  advertising  and  promotion  of  Cali- 

fornia National  Productions  Inc.  and  of  Fred- 
erick Jacobi  as  manager  of  publicity  for  the 

organization  were  announced  last  week  by 
Robert  D.  Levitt,  general  manager  of  the  new 
NBC  subsidiary. 

Mr.  Ginsburg  joined  NBC-TV  Films  in  May 

MR.  GINSBURG  MR.  JACOBI 

of  this  year  and  previously  had  been  manager 
of  advertising  and  promotion  for  the  former 
DuMont  Television  Network  from  1950-54 
and  for  Studio  Films,  New  York,  from  1954- 
56.  Mr.  Jacobi  served  most  recently  as  man- 

ager of  publicity  for  NBC-TV  Films.  He 
joined  NBC's  network  press  department  in 1950  and  earlier  had  been  with  the  editorial 

staffs  of  The  New  Yorker  magazine  and  Ran- 
dom House  (publishing  company). 

Hollywood  Tv  Announces 

New  'Frontier  Doctor'  Sales 
ADDITIONAL  national  sales  by  Hollywood 
Television  Service  Inc.,  in  midwestern,  eastern 
and  southern  markets  for  its  new  syndicated  tv 
series.  Frontier  Doctor,  were  announced  Thurs- 

day by  Earl  Collins,  president.  The  program  of 
39  half  hours  has  been  sold  to  Wiedemann 
Brewing  Co.,  Cincinnati,  for  Columbus,  Dayton 
and  Cincinnati  in  Ohio,  and  Indianapolis  and 

Bloomington,  Ind.  Agency  is  Tatham-Laird  Inc., Chicago. 

National  Brewing  Co.  has  bought  the  series 
for  Washington,  D.  C,  with  Thiele  Sausage  Co. 
signing  for  Milwaukee.  White  Provision  Co  will 
sponsor  in  Atlanta,  Ga.,  and  Greenville,  S.  C, 

while  Kroger  Grocery  Co.  will  sponsor  in  Nash- 
ville. KTTV  (TV)  Los  Angeles  has  purchased 

the  series  in  that  market.  Frontier  Doctor  is 

currently  in  production  with  18  programs  com- 
pleted and  another  21  in  various  stages.  Holly- 
wood Television  is  a  subsidiary  of  Republic 

Pictures. 

Niles  Animation  Facilities 

Move  to  RKO  Pathe  Studio 

COMPLETE  cartoon  and  commercial  anima- 
tion facilities  of  Fred  Niles  Films  will  move  into 

the  RKO  Pathe  Studio  in  Culver  City,  Calif., 
it  has  been  announced  by  Fred  Ahern,  RKO 
supervisor  of  television  operations  at  the  Culver 
City  plant  [Closed  Circuit,  Aug.  27]. 

The  Niles  Hollywood  unit,  headed  by  Chris 
Peterson,  has  been  housed  on  the  General 
Service  lot  since  opening  for  business  last  year. 
The  move  to  the  RKO  Pathe  lot  was  described 

by  Mr.  Ahern  as  accomplishing  a  two-fold  pur- 
pose by  providing  much-needed  room  for  ex- 

pansion of  the  Niles  unit  and  making  available 
to  RKO-TV,  on  a  priority  basis,  services  and 
facilities  of  an  animation  group  for  commer- 

cial and  industrial  productions.  Live  action 
production  for  the  Niles  unit  will  be  accom- 

plished by  the  RKO  organization. 

Foreiqn  Sales  Announced 

By  ABC  Film  Syndication 

COUPLED  with  a  prediction  that  30%  of  the 

total  revenue  of  ABC  Film  syndication  "within 
three  to  five  years"  will  come  from  foreign 
sales,  George  T.  Schupert,  ABC  Film  presi- 

dent, last  week  announced  a  series  of  sales  in 
Great  Britain,  Italy,  Australia  and  Puerto  Rico. 
Mr.  Schupert  reported  first  sales  of  the 

Spanish  versions  of  Passport  to  Danger  and 
Racket  Squad.  Kraft  Foods  Co.,  through  J. 
Walter  Thompson,  has  bought  Passport  to 

Danger  for  WORA-TV  Mayaquez  and  WKAQ- 
TV  San  Juan,  both  P.  R.,  and  WAPA-TV  San 
Juan  has  purchased  Racket  Squad.  Other  foreign 
sales,  Mr.  Schupert  said,  were  of  26  half- 
hours  of  The  Life  and  Legend  of  Wyatt  Earp 
to  Association  Television  Ltd.,  London;  The 

Playhouse  to  R.  A.  I.,  Italy  and  Assoc.  Redif- 
fusion  Ltd.,  London;  Racket  Squad  to  R.  A.  I., 
and  five  programs,  consisting  of  135  hours  of 
film,  to  Australian  Consolidated  Press. 

Official  Films  to  Distribute 

'Camera  Inside  Russia'  Film 
OFFICIAL  FILMS,  New  York,  announced  last 
week  the  acquisition  of  distribution  rights  to 

a  90-minute  documentary  film,  titled  "Camera 
Inside  Russia,"  which  is  described  as  "a  com- 

pletely uncensored  film  report  on  Russia." 
Rights  to  the  documentary  film  were  ob- 

tained by  Official  from  KTTV  (TV)  Los  An- 
geles, which  financed  the  program  initially 

for  showing  in  Los  Angeles.  According  to 
Herman  Rush,  Official  vice  president  in  charge 

of  sales,  the  film  "takes  audiences  inside  the 
Kremlin  walls,  into  Russian  homes,  schools, 
markets  .  .  .  and  for  glimpses  of  such  events 

as  a  circus  and  ballet.  .  .  ."  The  film,  shown 
on  KTTV  (TV)  and  in  10  other  markets,  will 
be  made  available  by  Official  in  other  cities. 

Krantz  Moves  to  Screen  Gems 

APPOINTMENT  of  Steve  Krantz  as  home 
office  director  of  Screen  Gems,  New  York, 
was  announced  last  week  by  Ralph  M.  Cohen, 
vice  president  and  general  manager  of  the 
television  subsidiary  of  Columbia  Pictures 

Corp.  Mr.  Krantz  resigned  as  program  man- 
ager of  WRCA-TV  New  York  to  accept  the 

post  and  has  been  succeeded  at  the  station  by 
George  Heinemann  [B«T,  Aug.  27].  Mr. 
Krantz,  who  assumes  his  new  duties  tomorrow 
(Tuesday),  will  be  responsible  at  Screen  Gems 
for  the  development  of  program  material,  new 
sales  patterns  and  the  production  of  individual 
series. 
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"It  doesn't  take  gigantic  budgets 

to  use  Spot-TV  successfully" 

says  Harry  G.  Schierholz, 

Chicago  Food  Broker, 

reporting  results 

produced  by  Station  WBKB 

Sounds  like  you're  sold  on  spot,  Mr.  Schierholz. 
I  AM— because  it  sells  merchandise,  in  amazing 
volume. 

Can  you  cite  specific  cases? 

Gladly.  On  W  B  K  B.  for  example,  spot  schedules 

helped  us  show  record  increases  on  several 

items,  including  Mott's  Apple  Sauce  and  Sun- sweet  Prune  Juice. 

Mott's  Apple  Sauce  was  already  an  established 

leader,  with  substantial  volume,  wasn't  it? 

That's  right.  I  even  thought  we'd  just  about  hit 
ceiling  for  this  market.  But  when  TV  took  hold, 

our  sales  went  up  another  16  percent. 

You  think  TV  started  a  lot  of  new  users? 

I  KNOW  it  did.  What's  more,  it  helped  us  get 
more  cooperation  from  stores,  improved  shelf- 

position,  better  display  — things  that  pay  off  in 
sales. 

What  about  Sunswcet  Prune  Juice? 

Increased  sales  on  every  size.  On  quarts,  we're 
up  over  20  percent,  a  gain  I  consider  quite 

significant. 

Significant— how? 

Because  it  proves  you  don't  need  the  gigantic 
budgets  of  soap  or  cigarettes  to  get  substantial 

gains  with  the  right  use  of  TV. 

What  does  "right  use"  involve? 
Many  factors.  First,  sound  judgment  by  agency 

and  advertiser  in  picking  the  vehicle  and  time. 

Then  WBKB  worked  closely  with  us  on  mer- 

chandising and  other  sales-promotion  activities. 

And  personally,  I'm  pretty  proud  of  my  sales 
force. 

The  men  like  television? 

Especially  a  spot  schedule  where  we  have  some 
voice  on  details.  When  my  men  feel  sure  the 

advertising  is  right,  they  hit  just  that  much 
harder. 

For  sales  building  availabilities  on  these  major-market  stations ..  .Call 
BLAIR -TV 

Television's 

First  Exclusive 
National 

Representative 

WTVR- Richmond 
WDSUTV-New  Orleans 
WOW.TV-Omoha 

Offices: NEW  YORK 
TEmplclon  8-5800 

WBNS-TV-Columbus 
KING-TV  -  Seattle-Tacoma 
KTTV  — Los  Angeles 

BOSTON     •     CHICAGO  • 
HUbbord  2-3163       Superior  7-5580 

WBKB-Chicago 
WXYZ-TV-Detroit 
WABT  —  Birmingham 

•     DALLAS  • 
Riverside  4228 

WFIL-TV-Philadelphia 
KVOO-TV- Tulsa 
WFLA-TV  —  Tampa-Sl.  Petersburg 

DETROIT     •  JACKSONVILLE 
WOod'rd  1-6030     Elgin  6-5770 

WPRO-TV- Providence WMC-Piltsburgh 

WNBF-TV-Binghamton 

WEWS-Cleveland 
WCPOTV- Cincinnati 
WMCT- Memphis 

KFRE-  Fresno 
KGO-TV  —  San  Francisco 
WABC-TV-New  York 

LOS  ANGELES 
Dunkirk  1-3811 

ST.  LOUIS 
CHestngt  1-5688 

SAN  FRANCISCO 
YUlon  2-7068 
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TRADE  ASSNS. 

LAWYERS  EYEING  CHANGES  IN  CANON  35 

Dallas  convention  last  week 

gave  increasing  evidence  that 
American  Bar  Assn.  will  relax 

its  ban  on  broadcast  coverage 

of  actions  in  the  courts. 

THE  pre-electronic  ban  of  American  Bar  Assn. 
against  radio-tv  coverage  of  court  trials  appears 
on  the  way  out,  judging  by  developments  at 
last  week's  ABA  convention  in  Dallas. 

New  signs  appeared  that  ABA  will  revise  its 
Canon  35  prohibition  against  microphone  and 
camera  reporting  of  court  trials  appeared, 

topped  by  a  prediction  from  Richard  P.  Tink- 
ham,  chairman  of  ABA's  Public  Relations  Com- 

mittee. The  canons  serve  as  a  code  of  profes- 
sional ethics. 

In  an  interview  late  Thursday,  Mr.  Tinkham 
said  the  association  may  overhaul  Canon  35 
next  year.  A  special  committee  studying  the 
problem,  he  said,  is  expected  to  recommend 
deletion  of  language  stating  that  broadcasts  and 

photography  in  courtrooms  tend  to  "distract 
the  witness  and  degrade  the  court  .  .  .  and 

should  not  be  permitted." 

Reporting  to  ABA's  House  of  Delegates,  Mr. 
Tinkham  asked  media  and  attorneys  to  be  pa- 

tient. "Hasty  or  ill-considered  action  in  dealing 
with  the  subject  could  lead  to  a  public  revul- 

sion harmful  to  press  as  well  as  courts,"  he 
said.  "Some  members  of  the  media  believe 
they  are  being  deprived  of  their  moral  and  con- 

stitutional rights  in  jurisdictions  where  Canon 

35  is  observed."  He  said  in  his  interview  that 
relaxation  of  Canon  35  would  not  automatically 

throw  courtrooms  open  to  radio-tv  or  still 
camera  coverage  but  merely  ease  the  ban. 

Three  broadcasters  represented  NARTB  and 
the  industry  at  the  convention — Judge  Justin 
Miller,  NARTB  advisor  and  longtime  advocate 

of  modernized  court  coverage;  Robert  D.  Swe- 
zey,  WDSU-AM-TV  New  Orleans,  chairman  of 
the  NARTB  Freedom  of  Information  Commit- 

tee, and  Joseph  A.  McDonald,  NBC  treasurer. 

Addressing  a  dinner  session,  Mr.  McDonald 
said  he  believed  that  before  long  television 

"will  be  generally  accepted  as  the  normal  coun- 
terpart of,  and  improvement  upon,  today's  good 

newspaper  and  good  magazine  coverage  of  im- 

portant proceedings." 
Since  the  1955  ABA  convention  in  Philadel- 

phia, when  Judge  Miller  directed  a  dramatic 
demonstration  of  the  inconspicuous  way  court 
trials  can  be  covered  by  radio-tv  [B«T,  Aug. 
29,  1955],  important  progress  has  been  re- 

corded on  behalf  of  electronic  media.  Princi- 
pal development  was  the  Colorado  Supreme 

Court  removal  of  Canon  35  bans  [B»T,  Feb.  6, 
et  seq]  plus  local  relaxation  of  rules  by  the 
courts. 

Coverage  of  court  trials  by  radio-tv  and  still 
cameras  is  the  most  effective  deterrent  to  crime 

and  aid  to  law  enforcement,  the  ABA's  Crim- 
inal Law  Section  was  told  Wednesday. 

Judge  Dwight  L.  McCormack,  of  the  Texas 
District  Criminal  Court,  permits  broadcasts 
from  his  courtroom,  he  told  the  convention.  He 
was  taking  part  in  a  discussion  of  the  effect 
appellate  court  decisions  have  on  police  activity 
and  law  enforcement. 

Police  are  hampered  most  by  the  public, 
Judge  McCormack  said,  with  children  taught 

to  be  afraid  of  the  man  in  uniform.  "Publicity 
showing  the  results  of  a  trial  is  the  most  effec- 

tive deterrent,"  he  said.  "Who  objects  to  pub- 
licity? I  have  never  had  an  objection  from  the 

defense,  prosecution  or  jury.  The  only  one  who 
could  object  is  the  judge.  Why  should  the  judge 

object  unless  it  is  to  cover  up  inefficiences  and 
deficiencies  on  his  part?  The  judge  must  know 

the  law  and  be  brave  enough  to  enforce  it." 
David  F.  Maxwell,  incoming  ABA  president, 

said  "considerable  pressure"  has  been  placed 
on  the  association  for  revision  of  Canon  35. 

He  added,  during  an  interview,  that  lawyers  and 
courts  are  charged  with  making  certain  every 

person,  gets  a  fair  trial. 
In  commenting  on  a  survey  of  the  canons 

being  made  by  the  special  ABA  committee  di- 
rected by  Judge  Philbrick  McCoy,  of  Los  An- 

geles, Mr.  Maxwell  said  Canon  35  will  be  re- 
viewed "in  the  light  of  scientific  improvements" 

that  would  allow  courtroom  coverage  and  still 
maintain  the  dignity  of  the  courts. 

Victor  R.  Hansen,  U.  S.  Assistant  Attorney 

General,  told  ABA's  Section  on  Judicial  Ad- 
ministration the  recent  antitrust  proceeding 

against  RCA  strikes  down  that  company's  "lim- 
itations on  patent  licensing"  and  added  the 

action  "may  do  much  to  encourage  research  in 
that  area  of  electronic  endeavor  so  vital  to  our 

national  welfare  and  defense." 

NARTB  President  Names 

Two  Standing  Committees 

TWO  standing  committees  were  named  last 
week  by  NARTB  President  Harold  E.  Fellows. 
They  follow: 

Freedom  of  Information — Robert  D.  Swezey, 
WDSU-TV  New  Orleans,  chairman,  (reappoint- 

ment); Edward  F.  Baughn,  WPAG  Ann  Arbor, 
Mich.;  Joseph  L.  Brechner,  WGAY  Silver 

Spring,  Md.;  Richard  O.  Dunning,  KHQ-TV 
Spokane,  Wash.;  Harold  Essex,  WSJS-TV 
Winston-Salem,  N.  C;  Henry  H.  Fletcher, 
KSEI  Pocatello,  Idaho;  Frank  Fogarty,  WOW- 
TV  Omaha;  John  S.  Hayes,  WTOP  Washing- 

ton; Joseph  Herold,  KBTV  (TV)  Denver;  Daniel 
Kops,  WAVZ  New  Haven,  Conn.;  H.  William 
Koster,  WEAN  Providence;  Robert  L.  Pratt, 
KGGF  Coffeyville,  Kan.;  Lawrence  H.  Rogers 
II,  WSAZ-TV  Huntington,  W.  Va.;  Victor  A. 
Sholis,  WHAS-TV  Louisville,  and  P.  A.  Sugg, 
WTVT  (TV)  Tampa,  Fla. 

The  committee  will  meet  Sept.  13  at  the 
Waldorf-Astoria  Hotel,  New  York. 
Fm  Radio  Committee — Edward  A.  Wheeler, 

Stations  Get  NARTB  Kits 

For  Use  During  Tv  Week 

COMPLETE  KIT  of  material  to  be  used  by  tv 

stations  and  networks  during  National  Televi- 
sion Week,  Sept.  23-29,  was  sent  Wednesday 

by  NARTB  to  all  stations  and  networks  in  the 
country.  It  includes  background  information, 
announcement  copy,  visual  aids  and  program 
material. 

A  slide  of  the  Tv  Week  symbol  is  included 
(see  photo).  Sample  news  releases  summarize 

tv  technical  developments,  give  data  on  tv's 
impact  and  discuss  program  plans  for  the  sea- 

son. Newspaper  mats  contain  the  symbol  and 
can  be  used  in  station  or  sponsor  advertise- 
ments. 

Typical  comments  by  national  leaders  on  tv 
and  its  service  are  provided  for  use  in  local  pro- 

grams, quiz  features  or  forum  discussions.  A 

20-page  booklet,  "How  to  Use  Television,"  ad- vises families  how  to  get  the  most  out  of  the 
medium  and  shows  how  tv  can  lead  viewers 
into  new  interests  and  activities. 

Staff  officials  and  personnel  are  given  an  out- 
line for  a  speech  on  the  American  system  of 

broadcasting  plus  tips  for  promotion  activities. 
Co-sponsoring  National  Television  Week  are 

WEAW-FM  Evanston,  111.,  chairman:  Donald 
K.  deNeuf,  Rural  Radio  Network,  Ithaca, 

N.  Y.;  Raymond  S.  Green,  WFLN-FM  Philadel- 
phia; Merrill  Lindsay,  WSOY-FM  Decatur, 

111.;  Fred  Rabell,  KSON-FM  San  Diego,  Calif.; 
Ben  Strouse,  WWDC-FM  Washington;  George 

J.  Volger,  KWPC-FM  Muscatine,  Iowa. 

Christian  Named  President 

Of  Georgia  Broadcasters 

L.  H.  CRISTIAN,  WRFC  Athens,  Ga.,  was 

elected  president  of  Georgia  Assn.  of  Broad- 
casters at  the  Aug.  26-28  meeting  held  at  King 

&  Prince  Hotel,  St.  Simons  Island.  He  succeeds 

Glenn  C.  Jackson,  WAGA-TV  Atlanta. 
Other  new  officers  are  W.  Newton  Morris, 

WMLT  Dublin,  first  vice  president,  and  John 
W.  Jacobs  Jr.,  WDUN  Gainesville,  second  vice 
president.  Board  members  are  Mr.  Jackson; 
Frank  Gaither,  WSB  Atlanta;  Miles  Ferguson, 
WDAK  Columbus,  and  Ralph  N.  Edwards, 
WWGS  Tipton.  Over  125  were  registered  at 
the  meeting. 

Arthur  Schofield,  newly  elected  advertising- 
sales  promotion  vice  president  of  Storer  Broad- 

casting Co.,  urged  GAB  members  to  step  up 
their  promotional  activities.  Speaking  on  the 

topic,  "Two-thirds  of  Promotion  Is  Motion," 
he  listed  five  "poisons"  in  the  promotional 
field.  These  are:  Belief  a  lot  of  money  must  be 

spent;  promotion  money  is  out-of-pocket  ex- 
pense; danger  of  getting  in  a  rut;  pernicious 

inertia,  and  the  belief  that  "my  station  is  dif- 

ferent." 

Mr.  Schofield  said  the  basic  factors  moti- 

vating sales  haven't  changed.  He  urged  broad- 
casters not  to  confuse  showmanship  with  "show- 

offmanship"  and  suggested  doing  simple  things 
in  an  attractive  and  compelling  way.  Adapt 

rather  than  copy  ideas,  he  advised. 

Jerome  Feniger,  vice  president  of  Cunning- 
ham &  Walsh,  called  on  broadcasters  to  pro- 
vide more  basic  data  on  their  areas,  including 

"who  listens  and  when"  and  cost-per- 1,000. 
The  quantity  story  of  broadcasting  is  known, 
he  said,  but  the  quality  story  needs  stressing. 

Calling  for  community  identity  of  stations,  he 
added  that  stations  should  not  become  so  over- 

commercial  that  the  copy  doesn't  impress 
listeners.  He  suggested  contacting  brokers  and 
manufacturers  representatives  as  a  means  of 

influencing  sponsors.    Other  tips — keep  facts 

Radio-Electronics-Tv  Mfrs.  Assn.,  Television 
Bureau  of  Advertising  and  National  Appliance 
&  Radio-Tv  Dealers  Assn. 

THIS  official  symbol  of  National  Televi- 
sion Week  (Sept.  23-29)  was  presented  to 

NARTB  President  Harold  E.  Fellows  (cen- 

ter) by  Joseph  M.  Sitrick  (r),  NARTB  pub- 
licity-information manager,  and  Dan  W. 

Shields,  assistant  to  the  tv  vice  president. 
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Somewhere 

there's  a 

TOT-T
V 

SETS  IT  OFF  for  you! 

After  you've  looked  at  the  ratings,  (which,  as 

always,  show  us  first  in  our  30-county  primary 

area)  give  a  thought  to  cash  register  response 

to  your  commercial  message. 

We've  been  pressing  the  "buying  buttons" 
of  Oklahomans  for  over  thirty  years.  WKY  was 

Oklahoma's  first  radio  station  in  1920  — 

WKY-TV  Oklahoma's  first  TV  outlet  in  1949. 

This  leadership  .  .  .  community  service  .  .  . 

becoming  a  part  of  family  circles  .  .  .  results  in 

our  influence  on  decision.  Decision  to  buy! 

You  don't  have  to  ring  doorbells  when  you 
advertise  with  us.  Folks  gave  us  their 

house  keys  years  ago! 

WKY  TV 

NBC 

ABC 

THE  NATION'S  FIRST  COLOR  TELEVISION  STATION 
OKLAHOMA  CITY 

Owned  and  Operated  by 

THE  OKLAHOMA  PUBLISHING  CO. 

The  Daily  Oklahoman  •  Oklahoma  City  Times 
The  Farmer-Stockman  •  WKY  Radio 
WSFA-TV,  Montgomery,  Ala. 

Represented  by  THE  KATZ  AGENCY,  INC. 
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NEW  FACES  ON  TH 



NATIONAL 

SCENE" 

"The  National  Broadcasting  Company  will  not  soon  forget 

the  conventions ;  within  the  trade  at  least  it  emerged  as  the 

major  winner.  The  factor  of  novelty  helped  nbc;  in  its  two 

anchor  men,  Chet  Huntley  and  David  Brinkley,  it  had 

comparatively  new  faces  on  the  national  scene.  As  person- 

alities they  clicked  . . . 

"First  with  Mr.  Brinkley  and  then  with  Mr.  Huntley  the 

NBC  network  injected  the  much-needed  note  of  humor  in 

commentary.  Pompousness  in  commentary  on  TV  has  been 

a  problem  for  a  very  long  time ;  NBC  moved  away  from  it 

and  reaped  the  benefits."  JACK  GOULD, 
New  York  Times— Sunday,  August  26,  1956 

".  .  .  NBC  has  equalled  and  sometimes  surpassed  the  punch 

and  footwork  of  the  better-knowns.  This  is  chiefly  thanks 

to  the  triumvirate  of  Chet  Huntley,  David  Brinkley,  and 

Bill  Henry,  whom  NBC  has  kept  locked  in  the  smokehouse 

long  enough.  Any  one  of  them  could  handle  a  daily  network 

news  program.  Brinkley,  the  least  experienced,  is  the 

'discovery' of  the  convention  ..  ."       CHARLES  MERCER, 

Associated  Press  —Friday,  August  17, 1956 

"NBC's  able  Chet  Huntley  and  young  (36)  deadpan  David 

Brinkley  .  .  .  this  year  teamed  up  for  the  first  time  to  add 

zest  and  drollery  —  a  rare  convention  commodity  —  to  the 

otherwise  dull  goings-on."  TIME— August  27,  1956 

"A  few  bright  spots  of  the  TV  coverage :  .  .  .  NBC  reporter 

David  Brinkley's  wry  and  terse  comments  .  .  ."NEWSWEEK 
—August  27, 1956 

". .  .  this  year  NBC's  Chet  Huntley  and  especially  David 

Brinkley,  with  his  dry  wit,  figure  to  emerge  with  new 

prestige."  VARIETY — August  22, 1956 

".  .  .  nbc-tv's  coverage  of  the  convention  immeasurably 

superior,  so  far,  to  that  of  the  other  two  networks  .  .  ." 
BURTON  RASCOE, 

Syndicated  Columnist  —Thursday,  August  23, 1956 

David  Brinkley,  Chet  Huntley,  and  the  entire 

NBC  team  of  top  newsmen  will  be  together 

again  in  November  when  the  cameras  focus  on 

the  national  election. 
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TRADE  ASSNS. 

uptodate;  use  realistic  rate  cards,  including 
mention  of  quantity  discounts;  allow  continuing 
discounts;  give  2%  cash  discount. 
Howard  H.  Bell,  NARTB  assistant  to  the 

president  and  state  association  coordinator, 
cited  the  growing  Washington  pressures  on  the 
industry  and  the  need  for  industry  viligance 
in  maintaining  freedom  of  information. 

A.  B.  Letson,  WCNH  Quincy  and  WMOP 
Ocala,  both  in  Florida,  described  ways  of 
operating  small-market  photos. 

Public  Program  Test  Set 

FIRST  large  scale  review  of  tv  programs  na- 
tionally over  continuous  12-hour  period  will 

be  undertaken  Sept.  2  by  the  National  Audience 

Board.  NAB's  reviewing  committees  are  distri- 
buting between  20,000  and  60,000  forms  for 

public  evaluation  of  programming. 

CHURCH  RESOLUTION  DRAWS  NEW  ATTACK 

Hughes  joins  Fellows  in  criti- 
cism of  policy  statement  of 

Churches  of  Christ  on  broad- 

casters' obligations  regarding 
religious  programming. 

AN  ADVISORY  policy  statement  on  religious 
broadcasting,  issued  by  the  National  Council  of 
the  Churches  of  Christ  in  the  U.  S.  A.,  brought 
a  strong  reaction  from  a  broadcaster,  Jerry  S. 
Hughes,  program  director  of  KMLW  Marlin, 
Tex. 

President  Harold  E.  Fellows  of  NARTB  had 
voiced  objection  to  the  policy,  drawn  up  by 

the  council's  Broadcasting  &  Film  Commission, 
in  a  letter  to  the  Rev.  S.  Franklin  Mack,  the 

illlHlt.... 
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GREATEST  POWER HIGHEST  TOWER  •  TREMENDOUS  COVERAGE! 

Smart  advertisers  do  a  big  job  in  Milwaukee 
on  the  BIG  station. 

With  316,000  watts,  Milwaukee's  TV  Strong 
Man  provides  perfect  pictures,  bright  and 
clear,  on  new  sets  or  old,  near  the  transmitter 
or  far  away. 

WISN-TV's  1,105  foot  tower,  highest  in  Wis- 
consin, offers  the  greatest  aerial  performance 

in  the  market  for  advertiser's  sales  messages. 

WISN-TV  coverage  blankets  Milwaukee  and 
23  rich  surrounding  counties  ...  an  area  with 
over  2V2  million  people  and  a  buying  income 
of  almost  five  million  dollars. 

Channel  12  is  BIG  in  Milwaukee.  And  you 
can  be  big  with  Channel  12. 

*  Top-Rated  ABC  Net. 
work,  local,  film  shows 

*  Extensive  Promotion, 
Publicity 

•*  Comprehensive  Mer« 
chandising  Service 

'*  Complete  Technical, 
Production  Facilities 

*  Low.  Low  Cost-Per- 
Thousand 

WIS 

John  B.  Soell,  Director 

Edward  Petry  &  Co.,  Inc. 

council's  executive  director  [B»T,  Aug.  27]. 
The  policy  statement  told  broadcasters  they 

have  "an  obligation  to  provide  adequate  time 
and  facilities  for  the  broadcasting  of  religious 

programs  as  a  public  service,"  referring  to  FCC 
license  provisions,  and  added  it  was  sending  its 
statement  to  FCC  and  Congressional  commit- 

tees. Broadcasters  were  told  it  is  their  respon- 

sibility "to  make  a  substantial  provision  of 
facilities  and  desirable  broadcast  time  free  as 

a  public  service"  for  church  programs. 
NARTB's  Tv  Code  language  was  cited  in 

the  statement.  (The  code  describes  religious 

programs  as  part  of  a  well-balanced  program 
schedule  and  says  a  charge  for  religious  time 

"is  not  recommended.")  The  policy  statement 
of  the  religious  council  opposes  sale  or  pur- 

chase of  time  for  religious  broadcasts,  urging 

its  membership  "to  exercise  their  influence  in 
support  of  this  position  by  discouraging  the 

practice."  It  calls  on  stations  and  networks 
"to  give  due  consideration  to  the  strength  and 
representative  character  of  the  councils  of 

churches,  local  and  national."  It  holds  paid-for 
religious  programs  in  all  or  a  major  part  of 

the  time  alloted  for  religious  broadcasts  "can- 
not be  considered  an  adequate  discharge  of  the 

public  service  obligation  to  religion  by  a  net- 

work or  a  station." The  statement  said  scheduling  of  sustaining 

religious  programs  "only  in  marginal  or  un- 
salable time  is  not  in  the  best  public  interest." 

The  Hughes  Letter 

Mr.  Hughes'  letter  to  the  Rev.  Mack  follows 
in  part: 

"This  will  acknowledge  receipt  of  your  letter 
of  Aug.  10,  and  of  the  accompanying  resolu- 

tion adopted  by  the  council.  ...  In  all  fairness, 
I  simply  believe  that  you,  the  members  of  the 
Broadcasting  &  Film  Commission,  made  a 
colossal  blunder  by  adopting  a  resolution  the 

very  nature  of  which  proves  you  don't  know 
what  you're  talking  about.  .  .  . 

"I  must  point  to  a  portion  of  your  letter 
that  I  find  almost  offensive.  The  statement 

approved  by  the  council  is  described  as  'a  very 
restrained  one,  in  that  it  does  not  "condemn," 
"oppose,"  or  brand  as  "wrong"  commercial 
broadcasting  or  the  sale  of  time  for  religious 

broadcasts.'  In  the  first  place,  the  resolution 
is  not  restrained.  It  goes  just  as  far  as  any 
advisory  group  could  possibly  go  without 

openly  demanding  free  broadcast  time.  Sec- 
ondly, I  resent  that  the  council  disclaims  any 

intention  to  'condemn,'  'oppose,'  or  'brand  as 
wrong'  the  sale  of  time  for  religious  broad- 

casts. True,  the  words  do  not  do  any  of  these 
things.  Their  meaning  does.  Rather  than  incur 
the  unshackled  wrath  of  the  entire  broadcast 

industry,  the  council  has  phrased  a  left-handed 
indictment  in  terms  of  flowery  politeness  and 
delivered  it  with  a  smile  of  benevolent 

patronage. 
"Now  to  the  resolution  itself.  ...  It  is  a 

wholesale  indictment  of  present  broadcasting 

practices,  rather  than  a  wise  and  constructive 
effort  toward  better  religious  broadcasting. 

Every  conscientious  broadcaster,  and  there  are 

many,  will  readily  admit  that  there  are  numer- 
ous cases  of  poor  taste  and  even  some  mishan- 

dling of  religious  broadcasts.  There  are  some 
stations  which  refuse  to  make  any  free  time 

available;  there  are  others  which  will  not  even 
sell  time  for  religious  purposes,  and  still  others 
that  permit  unethical  and  even  unscrupulous 

practices  of  paid  programs.  The  council  ignored 

these  practices,  in  which  the  majority  of  broad- 
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that's  why  B«T 

is  the  Best 

Advertising  Value 

in  the  radio  and 

television  field  .  .  . 

(ARB  Study,  April  1956) 



This  is  the  NEW  Universal  Zoomar 

at  the  Democratic  and 

SPEED:  F:3/9 

ZOOM  RANGE:  V/i  to  16  INCHES. 

WEIGHT:  TEN  POUNDS. 

LENGTH:  FOURTEEN  INCHES. 

COLOR  BALANCED  AND  CORRECTED  FOR 

MONOCHROME  AND  COLOR. 

WILL  CONVERT  TO  ALL  AMERICAN  ORTHICON  CAMERAS. 

THIS  LENS  DOES  NOJ  TIE  UP  A  CAMERA... CAN  BE 

PUT  ON  OR  TAKEN  OFF  IN  LESS  THAN  A  MINUTE. 

THIS  LENS  IS  THE  ANSWER  TO 

MOST  OF  YOUR  PRODUCTION 

PROBLEMS -STUDIO  AND  REMOTE 

Roberto  Kenny,  Chief  of  Production,  KEW ,  Mex-  Harvey  J.  Aderbold,  Chief  Engineer,  WLW-A,  Lionel  Wittenberg  and  Dr.  Frank  G.  Back,  inventor 
ico  City,  and  Dr.  Frank  G.  Back,  preceding  XEW  Atlanta,  Georgia,  the  first  station  to  take  delivery  of  the  STUDIO  ZOOMAR  and  UNIVERSAL  ZOO- 
spectacular.  on  a  UNIVERSAL  ZOOMAR.  MAR  LENSES,  at  Station  WISN-TV,  Milwaukee. 

ALREADY  IN  USE  BY: 

NBC  Network 

WLW-A,  Atlanta,  Georgia,  Harvey  J.  Aderhold,  Chief  Engineer 

WCPO,  Cincinnati,  Ohio,  Paul  Adams,  Chief  Engineer 

WISN,  Milwaukee,  Wisconsin,  Lionel  Wittenberg,  Chief  Engineer 

WLW-T,  Cincinnati,  Ohio,  Howard  Lepple,  Chief  Engineer 

WITN,  Washington,  North  Carolina,  Hal  Wilson,  Operations  Director 

KUTV,  Salt  Lake  City,  Utah,  Herbert  Holtshauser,  Chief  Engineer 

Radio  and  Television,  Department  of  Education,  Hato  Rey,  Puerto  Rico, 

Don  Rafael  Delgado  Marquez,  Manager. 
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Lens  that  STOLE  THE  SHOW 

Republican  Conventions 

THE  NEW  TittwviMd  ZOOMAR 

We  are  now  accepting  orders  for  UNIVERSAL  ZOOMARS  and  can  make  delivery  soon.  The  UNIVERSAL 

ZOOMAR  is  similar  in  appearance  to  the  STUDIO  ZOOMAR.  This  lens  is  a  great  contribution  to  the 

color  camera.  Imagine  a  ZOOMAR  LENS  with  a  speed  of  F:  3/9  and  zoom  range  of  2  •  to  16  inches! 

You  have  seen  its  studio  use  on  leading  network  participation 

shows  where  they  pan  and  zoom  from  stage  to  audience.  It  has 

speed  and  range  for  any  show  where  only  one  camera  is  used, 

such  as  church  services,  boxing,  wrestling,  bullfights,  bowling,  etc. 

HARVEY  J.  ADERHOLD,  CHIEF  ENGINEER,  WLW-A,  ATLANTA,  writes: 

"As  for  night  baseball,  it's  /usf  wonderful  We  ore  able  to  carry  over  tw  o-thirds  of  'he 
action  on  the  camera  that  is  equipped  with  the  UNIVERSAL  ZOOMAR  LENS.  It  is  easy 
to  handle  and  gets  wonderful  pictures  under  various  lighting  conditions 

LIONEL  WITTENBERG,  CHIEF  ENGINEER  OF  WISN-TV,  MILWAUKEE,  writes: 

"We  have  used  it  for  both  night  and  day  baseball  games  with  good  success  It  is  the 
first  lens  of  its  type  that  has  been  satisfactory  for  nighl  games  in  the  Braves  ball  park. 
We  have  used  the  lens  for  wrestling  and  bowling  remotes  where  we  were  working  with 
extremely  low  light  levels.  Up  to  the  present  we  have  been  able  to  produce  good 
pictures  with  our  ZOOMAR  LENS  in  any  installation  where  they  were  obtainable  with 

standard  lenses." 

HAL  WILSON,  DIRECTOR  OF  OPERATIONS,  WITN,  WASHINGTON, 
NORTH  CAROLINA: 

"We  find  its  effectiveness  equal  for  both  indoor  and  outdoor  work  Personally,  I  some- 
times wonder  how  we  got  along  without  it  in  the  post." 

HOWARD  LEPPLE,  CHIEF  ENGINEER,  WLW-T,  CINCINNATI: 

"it's  the  finest  lens  we  have." 

STUDIO  ZOOMAR 

More  than  130  STUDIO  ZOOMARS  are  now  used  by  television 

stations  in  the  United  States,  all  Italian  Government  television  sta- 
tions, all  Canadian  Broadcasting  Company  stations,  all  stations  in 

Japan,  also  stations  in  the  Philippines,  Mexico,  Cuba,  Venezuela,  and 
Puerto  Rico. 

STUDIO  ZOOMAR  zooms  from  2'  i  to  7  inches. 

Speed  of  F.-2/8. Twelve  inches  long. 

Weight  six  pounds. 
Color  balanced  and  corrected. 

Suitable  for  both  monochrome  and  color. 

Can  be  removed  from  camera  to  camera  in  less 
than  a  minute. 

No  camera  need  be  tied  up  with  the 
STUDIO  ZOOMAR  LENS. 

THIS  IS  THE  ACCEPTED  LENS  FOR  COLOR. 

Stations  with  color  everywhere  acclaim  the  STUDIO  ZOOMAR 

because  of  its  light  weight,  speed,  and  flexibility.  Stations  with  the 

STUDIO  ZOOMAR  say  it  pays  for  itself  many  times  over  each  year. 

You  may  purchase  these  lenses  from  your  RCA,  GE,  or  DuMont  representative 
For  demonstration  and  further  information,  contact 

JACK  A.  PEGLER.  President 

TELEVISION  ZOOMAR  CORPORATION 
500  Fifth  Avenue,  New  York  36,  New  York  •  BR  9-5835 

Broadcasting   •  Telecasting September  3,  1956    •    Page  47 



casters  would  cooperate  to  improve.  The  coun- 
cil did  not  ask  all  stations  to  provide  some 

amount  of  free  time;  nor  were  station  man- 
agers asked  to  cooperate  in  curbing  the  activ- 

ities of  'religious  hucksters,'  as  Time  magazine 
calls  them.  Instead,  the  Council  stuck  a  clerical 
finger  into  a  highly  specialized  field  and  probed 
for  the  wrong  malady.  .  .  . 

"Here  at  KMLW,  free  time  is  made  avail- 
able every  day  in  the  form  of  the  Morning  De- 

votional program.  It  is  available  to  every 
minister  of  every  faith,  and  is  assigned  six  days 
at  a  time  on  a  rotating  basis  in  accordance 

with  each  minister's  convenience.  All  other 
religious  time  on  KMLW  is  arranged  com- 

mercially. I  could  comply  with  the  council's 
demands  by  cancelling  all  of  the  commercial 

programs  and  retaining  only  the  one  free  pro- 
gram per  day.  That  would  meet  the  resolu- 
tion's requirements  to  the  letter.  But  it  also 

would  deprive  our  listeners  of  seven  other  re- 
ligious programs  because  KMLW  simply  cannot 

afford  to  give  away  enough  time  for  all 
churches  to  be  heard  regularly  and  adequately. 
Thus,  we  are  faced  with  two  alternatives:  to 
give  away  what  we  can  and  sell  the  rest,  or 
to  give  away  what  we  can  and  cancel  the  rest. 
Which  would  you  have  us  do?  .  .  . 

"On  the  basis  of  the  'service  to  the  com- 
munity' angle,  the  council  asks  radio  stations 

to  divert  commercial  time  into  non-commercial 
periods.  There  is  more  involved  here  than 

merely  giving  free  time  and/or  sacrificing  rev- 
enue. There  is  involved  a  basic  point  of  radio 

programming.  If  religious  broadcasts  were 

scheduled  as  the  resolution  suggests,  'at  times 
when  substantial  audiences  are  available,' 
meaning  premium  times,  radio  would  serve  no 
purpose  except  to  drive  its  listeners  to  another 
station  or  to  television. 

"Radio  depends  for  its  very  life  upon  the 
masses  of  people,  not  upon  the  few.  And  the 
masses  simply  do  not  want  religious  programs 
at  premium  times  of  the  day.  This  is  not 

good,  but  it's  true.  You  don't  like  it,  and  I 
don't.  But  if  it  were  not  true,  then  George 
Beverly  Shea  would  sell  more  phonograph 
records  than  Elvis  Presley;  more  people  would 
be  in  church  on  Sunday  morning  than  in  tav- 

erns drinking  beer  on  Saturday  night.  Religious 
programs  require  skillful  handling  in  order  to 
be  effective.  There  is  no  such  thing  as  a  cap- 

tive audience  in  radio. 

"Radio  program  directors  know  that  once  a 
station  changes  from  one  type  of  program  to 
another,  it  loses  X  number  of  listeners.  That 
is  to  be  expected.  We  also  know  that  it  takes 
about  one  hour  to  regain  that  same  number  of 

listeners.  These  are  facts  that  program  direc- 
tors work  with  every  day  in  deciding  when  to 

change  from  pop  music  to  country  music,  or 
from  polkas  to  classical  programs.  The  coun- 

cil, however,  ignores  the  fact  that  television  has 
made  all  daytime  radio  time  valuable.  The 
council  asks  radio  stations  to  give  not  only  the 
broadcast  time  free,  but  to  give  it  at  a  time 
which  will  cost  the  station  another  valuable 

hour's  listeners.  .  .  . 

"Churches  are  entitled  to  some  free  air 
time,  and  the  amount  should  be  as  generous 
as  stations  can  make  it.  If  you  will  approach 
radio  people  with  a  genuine  desire  to  improve 
religious  broadcasting,  I  am  sure  you  will  find 
most  of  them  cooperative  and  anxious  to  help. 

I  think  you'll  even  discover  that  they  know 
what  they're  doing.  Continue  the  way  you're 
going,  however,  and  you'll  find  it  hard  to  get 
inside  the  door  of  any  radio  station  without  a 

check  in  your  hand.  .  .  ." 
Kenneth  D.  Fry,  WHCC  Waynesville,  N.  C, 

wrote  Mr.  Mack  the  station  has  a  daily  quarter- 
hour  devotion,  with  ministers  chosen  in  rota- 
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tion,  on  a  free  basis;  a  Sunday  afternoon  half- 
hour  recorded  program  from  Protestant  Radio 
&  Tv  Center  of  Atlanta  in  Class  A  time;  Sunday 
morning  services  rotated  among  four  local 
churches  which  pay  for  circuits  and  station 
expenses,  and  a  weekly  Catholic  program. 

In  addition,  he  said,  time  is  sold  to  individual 
churches  early  Sunday  morning  and  at  some 
periods  during  the  week.  These  programs  are 
in  great  demand  in  the  South,  he  said,  but  if 
provided  free  the  station  would  feel  obligated 
to  give  similar  time  to  all  ministers  and 
churches.  Time  is  not  for  sale  to  religious 
groups  except  at  the  specified  periods  since 
there  are  heavy  demands  and  the  station  is 
obligated  to  maintain  a  balance  of  program- 

ming, he  added. 

Mr.  Fry  concluded,  "If,  as  your  council  sug- 
gests, churches  are  urged  not  to  purchase  time, 

then  this  station  cannot  afford  to  make  free  time 

available." 

AAAA  Planning  Committee 

Named  for  Research  Workshop 

NAMES  of  the  planning  committee  for  the  re- 
search workshop  of  the  1956  eastern  annual 

conference  of  the  American  Assn.  of  Adver- 
tising Agencies,  to  be  held  in  New  York  Nov. 

27-28,  were  announced  last  week  by  Adolph  I. 
Toigo  of  Lennen  &  Newell,  New  York,  Chair- 

man of  the  AAAA's  eastern  region. 
The  chairman  of  the  planning  committee  is 

Ben  Gedalecia  of  BBDO,  New  York.  Members 
are  J.  W.  Daisey  of  VanSant,  Dugdale  &  Co., 
Baltimore;  William  C.  Davis  of  Fuller  &  Smith 

&  Ross,  New  York;  Henry  Halpern  of  Mac- 
Manus,  John  &  Adams,  New  York;  George  E. 

O'Connor  of  Geare-Marston,  Philadelphia; 
Christopher  A.  Sante  of  Lennen  &  Newell,  New 
York,  and  Robert  E.  Stark  of  Young  &  Rubicam, 
New  York. 

RAB  Nominators  to  Meet 

FIRST  meeting  of  Radio  Advertising  Bureau's 
nominating  committee  to  choose  a  slate  of  of- 

ficers for  1957  will  be  held  Sept.  18  at  New 

York's  Waldorf-Astoria  Hotel,  Ward  D.  Ingrim, 
general  manager  of  Don  Lee  Broadcasting  Sys- 

tem and  chairman  of  the  committee,  announced 
last  week.  Current  RAB  officers  are  Joseph  E. 
Baudino  of  Westinghouse  Broadcasting  Co., 
now  in  his  second  term  as  chairman;  Kevin  B. 
Sweeney,  president  (who  is  under  contract  ex- 

tending to  1961);  William  B.  McGrath,  WHDH 
Boston,  secretary;  Donald  W.  Thornburgh, 
WCAU  Philadelphia,  treasurer;  John  F.  Hard- 
esty,  vice  president  and  general  manager,  and 
William  L.  Morison,  assistant  secretary- 
treasurer. 

Hosts  at  NARTB  Meetings 

HOST  directors  for  the  eight  NARTB  regional 
conferences  starting  Sept.  17  are  as  follows 

(typographical  error  in  Aug.  27  B«T  erroneously 
listed  the  Indianapolis  and  Birmingham  meet- 

ings): Minneapolis,  Sept.  17-18,  F.  E.  Fitzsi- 
monds,  KFYR  Bismarck,  N.  D.;  Salt  Lake  City, 

Sept.  20-21,  William  C.  Grove,  KFBC  Chey- 
enne, Wyo.;  San  Francisco,  Sept.  24-25,  William 

D.  Pabst,  KFRC  San  Francisco;  Oklahoma  City, 

Sept.  27-28,  Robert  L.  Pratt,  KGGF  Coffey- 
ville,  Kan.;  Washington,  Oct.  11-12,  George  H. 
Clinton,  WPAR  Parkersburg,  W.  Va.;  Boston, 
Oct.  15-16,  Herbert  L.  Krueger,  WTAG  Wor- 

cester, Mass.;  Indianapolis,  Oct.  18-19,  Edward 
F.  Baughn,  WPAG  Ann  Arbor,  Mich.;  Bir- 

mingham, Oct.  25-26,  Owen  F.  Uridge,  WCKR 
Miami,  Fla. 

RAB  Expects  Income 

Of  $800,000  by  Nov.  1 

RADIO  Advertising  Bureau  expects  its  income 
to  rise  to  $800,000  a  year  on  or  about  Nov.  1, 
the  organization  reported  last  week.  RAB  also 
noted  that  during  August  alone  it  had  signed 
an  additional  29  members. 

The  $800,000  figure  will  be  reached  ahead 
of  schedule,  RAB  President  Kevin  B.  Sweeney 

said,  adding  that  "our  rising  income  will  permit 
us  to  undertake  projects  this  year  and  early 
next  year  that  we  had  only  hoped  to  be  able 

to  do  in  late  1957." 
At  the  time  of  RAB's  initial  founding  in 

March  1951  (then  called  Broadcast  Advertising 
Bureau),  its  yearly  income  was  $100,000.  Since 
that  time — BAB  became  RAB  in  January  1955 
— income  and  membership  have  increased steadily. 

SCAAA  Enlarges  to  Embrace 

Agencies  of  Western  States 

ENLARGEMENT  of  Southern  California  Ad- 
vertising Agencies  Assn.  to  Western  States  Ad- 
vertising Agencies  Assn.  and  plans  to  form 

chapters  throughout  the  11  western  states 
were  announced  last  week  by  James  Christo- 

pher, president  of  the  Los  Angeles  advertising 
agency  of  Hill  &  Christopher  and  president  of 
SCAAA  and  its  successor  WSAAA. 

Alton  T.  Barnard,  formerly  vice  president  in 
charge  of  sales  for  Cliquot  Club  beverages,  has 
been  named  managing  director  of  the  newly 
enlarged  association,  Mr.  Christopher  said.  He 
will  headquarter  in  Los  Angeles.  Martha  Jef- 
fres  continues  as  executive  secretary.  Initial 
new  chapters  will  be  organized  in  San  Diego 
and  San  Francisco. 

SMPTE  Fellows  Approved 

APPROVAL  of  16  members  of  the  Society  of 
Motion  Picture  and  Television  Engineers  as 
SMPTE  fellows  has  been  announced  by  John 
G.  Frayne,  president.  Award  certificates  will 

be  presented  Oct.  9  during  the  society's  80th 
convention  at  Los  Angeles'  Ambassador  Hotel. 
Newly-named  fellows:  Willy  Borberg,  General 
Precision  Labs;  Jasper  S.  Chandler,  Eastman 
Kodak  research  engineer;  John  W.  DuVall, 
E.  I.  Du  Pont  de  Nemours;  Edward  Furer, 

Producers  Service  Co.'s  president;  Edouard  P. 
Genock,  Eastman  Kodak  television  program- 

ming manager;  Herman  M.  Gurin,  NBC  en- 
gineer; Wilton  R.  Holm,  E.  I.  Du  Pont  tech- 

nical associate;  Robert  G.  Hufford,  Eastman 

Kodak  physicist;  Fred  Hynes,  Todd-A-O  direc- 
tor of  sound;  Warren  R.  Isom,  RCA  Victor 

development  engineer;  Walter  I.  Kisner,  East- 
man Kodak's  motion  picture  film  department; 

Frank  L.  Marx,  ABC's  vice  president  of  engi- 
neering; John  B.  McCullough,  Motion  Picture 

Assn.  of  America;  Richard  O.  Painter,  General 

Motors;  Michael  Rettinger,  RCA  acoustic  en- 
gineer, and  John  G.  Streiffert,  Eastman  Kodak 

research  labs  physicist. 

GAX  Convention  Oct.  18-20 
THE  biennial  national  convention  of  Gamma 

Alpha  Chi,  national  professional  advertising 

fraternity  for  women,  will  be  held  Oct.  18-20 
at  the  U.  of  Illinois,  Urbana.  Claire  Drew 
Forbes,  national  president  and  head  of  her  own 
advertising  agency  in  Santa  Barbara,  Calif., 

will  preside.  "Future  in  Advertising"  will  be 
the  theme  of  the  meetings. 

Broadcasting   •  Telecasting 



WOODland-TV 

A  mighty  big  spoonful  .  .  .  you  bet!  It's  the  410-million  dollar  helping 
of  food  this  husky,  fast-growing  market  is  currently  putting  on  its 

tables.  So  come  over  and  try  the  fare.  We'll  spoon  up  a  generous  share 

for  your  product.  Western  Michigan  .  .  .  now  the  country's  18th 
television  market  ...  is  YOURS  when  you  buy  WOOD-TV,  Grand 

Rapids'  only  television  station.  Ask  to  see  our  menu. 

WOOD 
-TV 

WOODland  CENTER 
GRAND  RAPIDS,  MICHIGAN 

GRANDWOOD  BROADCASTING  COMPANY  •  NBC  BASIC;  ABC  SUPPLEMENTARY  •  ASSOCIATES:  WFBM-AM 
AND    TV.  INDIANAPOLIS:  WFDF,  FLINT:  WTCN-AM  AND  TV.  MINNEAPOLIS    •     REPRESENTED    BY   KATZ  AGENCY 
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GOVERNMENT 

CBS  STAFF  DOCUMENTS,  FCC  ANSWERS 

PUBLISHED  BY  EV1NS  SUBCOMMITTEE 

House  unit's  hearing  record  on  probe  into  alleged  network,  industry 
influence  on  Commission  contains  eight  samples  of  papers  sub- 

poenaed from  network.  FCC  answered  14  of  20-part  questionnaire 

submitted  by  subcommittee.  CBS  spokesman  labels  action  of  Con- 

gressional group  "outrageous,  inexcusable  and  novel/' 
SAMPLES  of  documents  subpoenaed  last 
March  from  CBS  files  and  FCC  answers  to  a 

congressional  questionnaire  were  revealed  Tues- 

day with  publication  by  the  House  Small  Busi- 
ness Committee's  Evins  Subcommittee  of  its 

hearing  record. 
The  CBS  documents,  the  FCC  answers  to  the 

questionnaire  and  other  material  were  entered 
into  the  hearing  record  July  20  at  a  meeting 

attended  only  by  Rep.  Joe  L.  Evins  (D-Tenn.), 
chairman,  Rep.  William  M.  McCulloch  (R- 
Ohio),  ranking  Republican,  and  staff  members. 

The  eight  CBS  documents  were  selected  by 
the  subcommittee  from  thousands  subpoenaed 

from  CBS  Inc.  and  RCA-NBC  during  the  sub- 

committee's two-day  hearing  in  March  [B«T, 
March  26].  The  material  from  the  FCC  was 
furnished  by  the  Commission  in  answering  a 
20-part  questionnaire  sent  to  the  FCC  by  the 
House  group  Dec.  21,  1955. 

Last  week  a  CBS  spokesman,  who  declined 

to  be  identified,  denounced  the  subcommittee's 
procedure  in  publishing  the  documents  as  "out- 

rageous, inexcusable  and  novel"  in  that  it  takes 
eight  documents  out  of  a  total  of  8,000-12.000 

and  publishes  them  in  the  guise  of  a  "hearing" 
when  in  fact  there  has  been  no  hearing  on  them. 
The  spokesman  added  that  CBS  was  not  notified 
that  the  documents  were  being  published  and 
thus  has  had  no  opportunity  to  present  evidence 
in  its  own  behalf. 

Subpoenaing  of  the  CBS  and  RCA-NBC 
documents  and  quizzing  of  the  FCC  were 

carried  out  as  part  of  the  Evins  Subcommittee's 
probe  of  alleged  network  and  other  industry 
influence  on  FCC  decisions.  Industry  witnesses 

appeared  before  the  subcommittee  in  its  two- 
day  session  in  March.  The  FCC  had  understood 
it  was  to  be  called  for  testimony,  too,  but  no 
additional  hearings  were  held.  The  House 
group  plans  to  issue  a  report  later  on  its  findings. 

Others  Heard  From 

Besides  the  subpoenaed  material  and  the  FCC 

answers,  the  hearing  record  last  week  also  in- 
cluded letters  or  statements  critical  of  the  tv 

networks  or  the  FCC  from  Melville  Terwilliger, 
Hollywood,  Calif.,  who  describes  himself  as  a 

"research  scientist";  Zenith  Radio  Corp.;  J.  W. 
Martin,  head  of  J.  W.  Martin  Inc.  advertising 
agency,  Milwaukee;  Jack  S.  Younts,  president, 
Daytime  Broadcasters  Assn.;  Community  Broad- 

casters Assn.,  and  Uhf  Industry  Coordinating 
Committee.  The  House  group  also  incorporated 

references  to  the  report,  "The  Network  Monop- 
oly," by  Sen.  John  W.  Bricker  (R-Ohio)  [B«T, 

April  30],  and  to  several  parts  of  testimony 
offered  at  hearings  during  the  84th  Congress  by 
the  Senate  Commerce  Committee  and  the  House 
Antitrust  Subcommittee. 

The  CBS  documents  range  in  dates  from 
March  13,  1953,  to  Nov.  29,  1955,  and  are 
summarized  as  follows: 

1.  Aug.  13,  1954:  Record  of  telephone  con- 
versation between  FCC  Comr.  Robert  E.  Lee 

and  CBS  Inc.  President  Frank  Stanton  in  which 
Comr.  Lee  reportedly  told  Dr.  Stanton  that  the 

network's  "Chicago  deal"  is  "pretty  solid,"  and 
"you  have  nothing  to  worry  about."  "On  Mil- 

waukee, I  am  not  in  a  good  position  to  advise 
you.  .  .  .  No  matter  what  you  did  there,  I  am 
sure  it  would  not  reflect  on  the  Chicago  deal. . . . 

As  a  matter  of  fact,  you  have  got  some  time 
on  the  Milwaukee  business.  I  doubt  if  that 

multiple  ownership  stuff  will  go  through  for  a 

couple  of  months.  .  .  ." 
(Comr.  Lee  said  Friday  there  was  "nothing 

improper"  in  his  1954  telephone  conversation 
with  Dr.  Stanton.  He  said  the  statement  taken 
from  CBS  files  was  not  a  literal  transcript,  but 

represented  something  written  out  by  Dr.  Stan- 
ton— apparently  as  an  office  memorandum.) 
(Dr.  Stanton  called  him,  Comr.  Lee  said,  to 

ask  if  he  thought  CBS'  planned  purchase  of 
WOKY-TV  Milwaukee  [ch.  19]  would  prejudice 
the  CBS  contest  with  Zenith  Radio  Corp.  in 
Chicago  for  ch.  2.  Comr.  Lee  said  he  told  Dr. 
Stanton  that  in  his  opinion  he  did  not  believe 
the  question  of  duopoly  or  overlap  would  arise 
if  CBS  went  ahead  in  Milwaukee.  CBS  bought 
WOKY-TV  a  few  weeks  later  [B*T,  Oct.  25. 
1954],  afterward  changing  call  letters  to  the 

present  WXIX-TV.) 
(In  Chicago,  CBS  had  bought  the  facilities  of 

the  then  WBKB  [TV]  [then  ch.  4]  from  ABC  in 
1953.  FCC  moved  the  facility  to  ch.  2,  for 
which  Zenith  had  a  pending  application.  Zenith 
later  withdrew  from  the  contest  for  ch.  2  [now 
WBBM-TV]  after  an  agreement  wherein  CBS 

bought  Zenith's  ch.  2  transmitter  and  other 
equipment  plus  other  considerations  and  Zenith 
bought  certain  time  on  CBS-TV  as  a  participant 
on  Omnibus  under  a  special  arrangement  [B»T, 
Oct.  25,  1954].) 

2.  Nov.  29,  1955:  Alleged  report  by  CBS 
Washington  Vice  President  Ralph  Hardy  to  Dr. 

Stanton  on  conferences  by  "WSP"  (presumably 
CBS  Board  Chairman  William  S.  Paley)  with 
four  FCC  members  and  planned  talks  with 

two  more,  with  Mr.  Paley  telling  one  com- 

missioner he  was  "very  disturbed  about  our 
notice  on  radio  and  the  dissent  on  our  tv 
renewal"  (in  Chicago). 

3.  Aug.  9,  1953:  Memo  to  CBS  Inc.  Vice 
President  Richard  Salant  from  Dr.  Stanton 

reporting  that  then  CBS  Vice  President  Earl 
Gammons  had  conferred  with  three  FCC  mem- 

bers and  had  been  told  the  FCC  probably  would 
not  authorize  compatible  color  before  the  end 
of  1953. 

4.  March  13,  1953:  Memo  to  Dr.  Stanton 
from  Mr.  Salant  saying  then  Comr.  E.  M. 

Webster  had  told  Mr.  Gammons  he  had  "little 
faith  in  the  new  NTSC-RCA  system  and  didn't 
believe  it  would  prove  out,"  but  that  the  FCC, 
because  of  "pressures,"  would  be  forced  to  hold 
hearings  in  the  event  of  a  petition  by  "RCA  or 

anybody  else." 5.  Aug.  31,  1954:  Letter  from  Hart  Cow- 

perthwait,  chief  of  FCC's  Rules  &  Standards 
Division,  to  Stuart  V.  Willson,  president  of 
Northern  States  Power  Co.,  Eau  Claire,  Wis., 

thanking  Mr.  Willson  for  his  help  (not  de- 

scribed) in  "making  a  strong  showing,"  which 
Mr.  Cowperthwait  felt  ultimately  had  led  to 

his  new  FCC  position,  and  noting  that  "We 
handle  all  changes  in  the  methods  of  broadcast- 

ing or  telecasting  as,  for  example,  color  tele- 

vision. .  .  ." 6.  Sept.  7,  1954:  Letter  from  Mr.  Willson  to 
Dorsey  Richardson,  The  Lehman  Corp.,  New 
York  (Mr.  Richardson  at  that  time  was  a 
member  of  the  CBS  Inc.  board),  forwarding 
the  Cowperthwait  letter  and  asking  if  CBS 

could  use  his  (Mr.  Willson's)  association  with 
Mr.  Cowperthwait  and  intimating  that  he  also 
was  a  friend  of  Comr.  John  C.  Doerfer.  (Mr. 

Willson  had  an  in-law  relationship  to  Mr.  Rich- 
ardson through  marriage  of  their  son  and 

daughter,  respectively.) 
7.  Sept.  9,  1954:  Confidential  letter  from  Mr. 

Richardson  to  Dr.  Stanton  enclosing  the  Cow- 
perthwait and  Willson  letters  and  assuring  his 

cooperation  "if  there  is  any  way  in  which  you 
think  these  relationships  could  properly  be 

utilized  for  the  benefit  of  CBS.  .  .  ." 
8.  Oct.  2,  1954:  Letter  from  Dr.  Stanton  to 

Mr.  Richardson  expressing  his  "great  interest" 
in  the  Cowperthwait  and  Willson  letters  and 
saying  he  had  put  off  answering  because  he  had 

expected  "the  announcement  which  came  last 
weekend  regarding  the  appointment  of  a  chair- 

man of  the  FCC.  As  you  know,  there  was 
some  talk  about  the  appointment  of  John 

Doerfer,"  and  adding:  "I  do  not  know  what 
effect  George  McConnaughey's  appointment  as chairman  will  have.  It  is  rumored  that  he  is 
committed  to  a  number  of  important  changes 

in  the  FCC  staff.  This  will  bear  close  watch- 
ing because,  with  one  exception,  the  key  staff 

members  are  all  carryovers  from  the  Roose- 
velt-Truman period."  The  letter  concluded: 

".  .  .  I  will  discuss  it  with  you  as  the  time 
approaches  for  critical  decisions  involving 

cases  we  have  pending  before  the  Commission." The  FCC,  in  replying  to  the  congressional 
questionnaire,  answered  14  of  the  20  questions 
and  parts  of  a  15th,  leaving  unanswered  four 
and  parts  of  a  fifth.  One  question  (No.  11,  on 

FCC  travel  expenses)  was  not  mentioned,  pos- 
sibly through  error. 

The  FCC  answered  question  No.  5,  dealing 
with  the  history  of  comparative  tv  cases  since 

July  1953,  in  part,  refusing  to  disclose  informa- 
tion on  work  done  by  the  personal  staffs  of 

individual  commissioners  and  of  the  FCC's 
Office  of  Opinions  &  Review,  both  of  which 

by  "congressional  design"  are  permitted  to 
participate  in  "a  manner  other  than  on  the  pub- 

lic record,"  the  FCC  said. 

By  Order  of  Congress 

The  Commission  noted  that  "Congress  itself 
specifically  required  this  review  staff  to  be  set 
up  as  a  separate  group  of  people  to  assist  the 
Commission  in  writing  its  decisions,  subject  only 

to  the  control  of  the  Commission.  .  .  ."  There- 
fore, FCC  said,  "we  do  not  know  whether 

Congress  would  desire  to  impair  the  usefulness 
of  these  persons  in  assisting  the  Commission 

in  its  decisional  process  by  requiring  the  in- 
ternal working  papers  and  information  con- 

cerning them  to  be  made  available  to  the  pub- 
lic." FCC  said  members  would  discuss  "in 

general"  the  decisional  process  at  the  then- 
expected  hearing  (which  never  materialized). 

The  FCC  declined  to  answer  questions  No. 

7  and  8  which  sought  "all  staff  reports  or 
analyses  on  the  problem  of  television  alloca- 

tions," including  revised  allocation  plans,  de- 
intermixture,  the  5-mile  rule,  power  limits  and 
antenna  heights,  together  with  FCC  action 
taken  on  the  basis  of  such  reports. 

Noting  the  extensive  scope  of  the  question, 
the  Commission  said  supplying  an  answer 

would  "take  an  extraordinary  amount  of  staff 
time.  Also,  the  Commission  believes  that  in 
order  to  have  an  independent  staff  free  to  make 
such  recommendations  as  they  feel  justified, 
the  recommendations  of  the  staff  and  internal 
memorandums  relating  thereto  should  not  as 
a  general  matter  be  made  available  to  persons 

outside  the  Commission." The  FCC  declined  to  answer  question  No. 
12,  on  gifts,  honorariums,  expenses  paid  to 
FCC  members,  other  top  FCC  officials  and 
bureau  heads  from  persons  or  firms  who  had 
a  direct  or  indirect  interest  in  matters  pending 
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NEW.  EXCITING  AND  INTRIGUING  .  .  .  FAMILY  APPEAL 

Of  Its  Kin
d 

A  new  star  for  Television, 

James  Chandler  as  The  Tracer 

Filmed  against  the  background  of  30  of 

America's  most  exciting  cities!  "The  Tracer" 
offers  outstanding  entertainment  and  a  public 

service.  Sponsor's  sales  and  community  pres- 
tige will  soar.  Phone  or  wire  now  for  an 

audition. 

A  REFRESHING  NEW  IDEA  IN  PROGRAMMING 

.  .  distinctively  different  .  .  .  more  than  a  crime  show  .  .  . 

more  than  a  dramatic  series  .  .  .  more  than  a  situation 

comedy  ...  a  rare  combination  of  intriguing  suspense 

and  warm  human  drama  the  whole  family  will  enjoy. 

All  episodes  are  true  cases  from  the  confidential  files  of 

The  Tracers  Company  of  America. 

A  UNIQUE  NEW  CONCEPT  OF  PROMOTION 

.  .  .  weekly  lists  of  local  missing  heirs  and  persons  will  be 

furnished  (at  no  extra  cost)  to  be  telecast  with  each 

episode.  Actual  missing  persons  will  be  found  and  mil- 

lions of  dollars  claimed  through  program's  public 

service.*  Promotion  possibilities  are  unlimited. 

*A1/ss/ng   heir  to   $1,000.00  found  by   the   Tracer's  first 

telecast  on  KARK-TV,  Little  Rock  (The  Tracer's  first  market)! 

M  PA-TV 

PRODUCTIONS 

1032  CARONDELET  ST.,  NEW  ORLEANS,  LA. 
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before  the  Commission.  FCC's  comment  on 
the  question:  "In  accordance  with  our  discus- 

sions, the  Commission  will  not  submit  affidavits 

with  respect  to  gratuities,  expenses  and  honor- 
ariums as  covered  in  question  12,  but  instead 

will  be  available  to  answer  questions  with  re- 
pect  to  this  subject  when  called  to  appear  at  a 

hearing  before  your  committee.  .  .  ." 
The  Commission  felt  it  was  impossible  to 

answer  question  No.  20,  which  asked  for  "any 
information  or  statements  concerning  or  relat- 

ing to  any  rulemaking  proceedings  [which] 
have  been  communicated  outside  the  record  to 

any  commissioner  or  any  member  of  the  Com- 
mission by  any  person,  persons,  or  party  not 

a  member  of  the  Commission,"  identifying 
the  person  and  circumstances  under  which 
made. 

Noting  that  in  adopting  rules  the  FCC  takes 
into  account  not  only  comments  filed,  but 
also  the  material  in  its  files  and  the  knowledge 
and  experience  of  its  members  and  staff,  the 
Commission  said: 

"Thus,  in  general  the  commissioners  have 
added  to  the  knowledge  which  they  ultimately 
exercise  .  .  .  from  a  great  many  sources.  .  .  . . 
The  very  number  of  rules  considered  and  the 
number  of  persons  who  may  have  in  some 
way  made  a  statement  related  to  the  one  or 
more  rules  creates  such  a  task  that  only  an 
extremely  small  fraction  of  the  persons  neces- 

sarily covered  would  be  recalled.  The  most 

reasonable  description  of  the  commissioners' 
attitude  ...  is  that,  within  the  limits  of  their 
available  time  as  public  officials,  they  do  not 

refuse  to  see  and  listen  to  anyone.  .  .  ." 
The  FCC  supplied  information  on  network 

revenues,  as  called  for  by  question  No.  13, 

but  urged  that  "the  confidentiality  of  the 
data  ...  be  guarded  by  similar  treatment"  to 
that  afforded  by  the  FCC.  In  complying  with 
the  FCC  request,  Everette  Maclntyre,  chief 
counsel  of  the  subcommittee,  noted  that  the 

report  by  Sen.  Bricker,  "The  Network  Monop- 
oly," has  disclosed  the  information  anyway 

and  suggested  that  the  subcommittee  will  take 
the  report  into  account. 

Mr.  Terwilliger's  letter  to  the  subcommittee, 
apparently  solicited  by  the  subcommittee,  said 
he  is  the  inventor  of  Depthdimension  brand 
television,  a  process  he  described  as  superior  to 

the  present  systems  because  it  "visualizes  more 
space,  clarity,  truth  of  form  and  shape,  gains 
in  perspective;  is  controlled  internally-variable, 
selective  for  any  constructed  impact  you  want 
to  deliver;  and  has  relief  illusions  beyond  any- 

thing you  ever  saw  for  tv,  or  possible  to  make 

on  films." 

He  said  the  tv  networks  "by  contractual 
agreements"  with  sponsors  and  agencies  have 
"prevented,  and/or  blacklisted,  and  frightened 
out,  all  showing,  use,  operation,  or  demonstra- 

tion of  better  Depthdimension  brand."  He  de- 
scribed the  troubles  he  had  encountered  among 

tv  networks,  affiliates,  other  stations,  advertis- 
ers and  agencies  in  trying  to  demonstrate  his 

system. 

The  Zenith  letter,  signed  by  President  E. 

F.  McDonald  Jr.,  criticized  network  "control 
[of]  tv  through  their  control  of  advertising," 
describing  CBS  and  NBC  as  the  "ringmasters." 
He  said  the  networks  also  control  NARTB  and 
that  RCA  Board  Chairman  David  Sarnoff  and 

CBS  Board  Chairman  William  S.  Paley 

"through  their  monopoly — excercise  such  far- 
reaching  controls  over  national  public  opinion 

as  has  never  heretofore  existed." 

Mr.  Martin's  letter  also  criticized  "the  mo- 
nopoly enjoyed  by  the  national  television  net- 

works" and  proposed  that  Congress  "prohibit 
the  nation  networks  from  selling  any  advertis- 

Good  Neighbor  Policy 

THE  DAY  after  Triangle  Publications 
Inc.  (radio  and  tv  division)  took  over 

ownership  of  WNHC-AM-FM-TV  New 
Haven,  Conn.,  .  pursuant  to  an  FCC 
grant  June  20,  it  filed  pleadings  with  the 
Commission  withdrawing  WNHC  objec- 

tions to  the  CBS  purchase  of  WGTH- 
TV  Hartford,  Conn.,  and  the  NBC  pur- 

chase of  WKNB-TV  New  Britain,  Conn. 

CBS'  $650,000  purchase  of  the  ch.  18 
Hartford  outlet  had  been  approved  early 
this  year,  but  when  WNHC  protested, 
the  grant  was  suspended.  Withdrawal 
of  the  WNHC  protest  presumably  means 
that  the  Commission  will  reinstate  its 

approval. The  NBC  $600,000  purchase  of 
WKNB-AM-TV  was  set  for  hearing  by 
the  FCC  on  its  own  motion  on  issues 

involving  overlap  and  concentration. 

Consummation  of  Triangle's  $5.4  million 
purchase  of  the  New  Haven  ch.  8  outlet 
and  its  am  and  fm  adjuncts  was  delayed 

because  of  protest  by  ch.  43  WICC-TV 
Bridgeport,  Conn.  This  protest  was 
withdrawn  early  in  August. 

ing.  Let  them  produce  their  shows  as  they  are 

now  doing  and  sell  them  to  the  stations." 
Mr.  Younts'  statement  took  the  FCC  to  task 

for  refusing  "consideration  of  longstanding 
proposals  for  the  removal  or  relaxation  of  the 
restrictions  and  limitations  that  it  has  imposed 
upon  the  operation  of  daytime  [radio]  stations 
and  the  authorization  of  new  and  improved 
facilities,  in  order  that  multiple  stations  could 
operate  through  the  length  and  breadth  of  the 

nation  on  a  fair,  efficient  and  equitable  basis." 
Mr.  Younts  said  that  under  present  FCC 

rules  and  policies  "many  hundreds  of  daytime 
stations  in  small  and  large  communities  .  .  . 
must  operate  on  a  schedule  which  constricts 
their  programming  hours  to  a  very  small 
portion  of  the  day  and  they  must  remain  silent 
during  the  remainder  of  the  day,  in  order  that 
a  handful  of  distant  high-power  stations  may 

enjoy  exclusive  occupancy  of  the  channels." 
The  Community  Broadcasters  Assn.  state- 

ment, presented  by  Howard  J.  Shellenberg  Jr.. 
Washington  attorney,  presented  arguments  ask- 

ing removal  of  the  present  restriction  of  Class 
IV  stations  to  fulltime  operation  with  250 
watts,  giving  them  1  kw  instead.  The  statement 

called  on  Congress  to  "compel  the  Commission 
to  proceed  immediately  with  a  rulemaking  pro- 

ceeding" to  provide  CBA  an  opportunity  to 
present  its  case  as  set  forth  in  its  petition  of 

April  3,  1956. 
The  Uhf  Industry  Coordinating  Committee 

statement  repeated  its  deintermixture  plea  as 

previously  proposed  before  various  congres- 
sional committees  in  the  84th  Congress. 

KPAC  Port  Arthur  Status 

As  Commercial  Questioned 

THE  Attorney  General  of  Texas  has  raised  the 

question  of  the  legality  of  operating  24-year-old 
KPAC  Port  Arthur,  Tex.,  as  a  commercial  sta- 

tion. The  point  was  made  in  an  Aug.  22  letter 
from  Mrs.  Marietta  McGregor  Payne,  assistant 

attorney  general,  to  the  board  of  trustees  of 

Port  Arthur  College.  A  copy  of  Mrs.  Payne's letter  was  sent  to  the  FCC. 

The  letter,  which  stated  that  the  investiga- 

tion was  made  following  complaints  to  the 
Texas  secretary  of  state  regarding  Port  Arthur 

College's  application  for  commercial  television 
ch.  4  in  Port  Arthur,  recited  the  establishment 
of  Port  Arthur  College  following  a  deed  from 
Port  Arthur  to  J.  W.  Gates,  a  deed  of  trust  by 
Mr.  Gates  and  a  city  ordinance. 

"We  are  not  at  this  time  in  a  position  to  say 

whether  the  college's  radio  station's  activities 
are  commercial  in  nature,"  Mrs.  Payne's  letter 
declared.  "However,  we  think  it  is  clear  from 
the  terms  of  the  original  trust  instruments  that 
Port  Arthur  College  may  properly  function  only 
as  an  educational  institutional,  and  that  any 
activity  which  is  not  necessary  and  reasonably 
incident  to  such  function  is  improper  and  un- 

authorized. .  .  ." Mrs.  Payne  concluded  her  letter  by  calling 

on  Port  Arthur  College  to  "remedy"  the  situa- 
tion if  KPAC  has  been  operated  for  business 

as  distinguished  from  educational  purposes." 
She  also  called  on  the  college  to  "desist"  from 
securing  a  license  for  a  commercial  television 

station  "if  such  station  is  to  be  operated  in  a 
fashion  which  would  be  incompatible  with  the 
powers  of  the  college  under  its  charter  and  trust 

provisions." 

Port  Arthur  College  is  one  of  three  applicants 
seeking  ch.  4  in  Port  Arthur.  The  other  two 
are  Smith  Radio  Co.  and  Jefferson  Amusement 
Co.  Smith  Radio  Co.,  in  a  petition  filed  with 
the  FCC  last  week,  acknowledged  that  it  had 
asked  the  Texas  Secretary  of  State  to  inves- 

tigate the  right  of  Port  Arthur  College  to  seek 
a  commercial  tv  station,  declared  that  the  At- 

torney General  had  ordered  the  college  to  desist 
from  future  operation  of  a  radio  station  and 
from  future  prosecution  of  its  application  for  tv. 

KPAC,  operating  on  1250  kc  with  5  kw  day 
and  1  kw  night,  directional,  was  founded  in 
1932.  It  is  affiliated  with  MBS. 

KWKH  Asks  Court  Review 

PETITION  for  a  writ  of  certiorari  asking  the 
U.  S.  Supreme  Court  to  review  the  Shreveport, 
La.,  ch.  3  case  was  submitted  last  week  by 
unsuccessful  applicant  KWKH  Shreveport, 

(Shreveport  Times).  KWKH  claimed  that  the 

appeals  court  decision  upholding  the  FCC's Feb.  1 8  grant  of  ch.  3  to  KTBS  Shreveport  had 
not  answered  the  issues  presented.  The  U.S. 

Appeals  Court  upheld  the  FCC's  decision  May  3 
in  a  per  curiam  decision  [B«T,  May  7].  KWKH 
claimed  that  the  Commission  discriminated 

against  its  application  because  it  is  newspaper- 
connected. 

Suspensions  Stayed 

NINETY-DAY  license  suspension  of  three 
radio  operators  charged  with  sabotaging  KPLX 
(TV)  San  Francisco  in  1954  [B«T,  Dec.  20, 
1954]  has  been  stayed  by  FCC  pending  filing 
of  request  for  rehearing  by  the  men  suspended. 
Operators  petitioned  for  the  stay,  claiming  the 
forthcoming  rehearing  request  will  raise 

"serious  issues  of  statutory  interpretation" 
never  before  decided  by  the  FCC.  The  stay 

issued  is  for  90  days  and  will  remain  in  effect 
until  FCC  rules  on  the  new  filing.  Suspension 
was  to  have  started  last  Monday. 

KWIE  First  With  3-City  ID 

KWIE  Kennewick,  Wash.,  added  two  cities  to  its 
station  ID  last  week  when  the  FCC  granted 

the  5-kw  outlet  authority  to  specify  its  location 
as  Kennewick-Pasco-Richland,  Wash.  KWIE 
thus  becomes,  according  to  the  Commission, 
the  first  station  authorized  to  identify  itself 
with  three  cities. 

Page  52    •     September  3,  1956 Broadcasting   •  Telecasting 



WTAC BIG STATION 

FIRST  AGAIN 

BY  A  BIG  MARGIN 

31.3 

WTAC 
JULY  AND  AUGUST 

HOOPER  AUDIENCE 

INDEX 

7  A.M.  TO  12  NOON 

14.4 

A 

3.3 

B 
I  1.8 

C     I  I.I 
D 9.6 

E 

3.0 

F 

BUT  THAT'S  NOT  THE  WHOLE 

STORY: — within  the  past  20  days. — A 

downtown  store — "48  direct  calls  for  non- 

standard merchandise  within  3  hours  from 

WTAC  spots."  **  A  big  automobile  dealer 

— "41  new  cars  when  neither  new  nor  used 

cars  were  selling."  **  A  trailer  dealer — 

37.0 

WTAC JULY  AND  AUGUST 

HOOPER  AUDIENCE 

INDEX 

12  NOON  TO  6  P.M. 

18.4 

C 

5.8 6.1 B 

3.6 

D     I  1.8 
E 

2.6 

F 

□ 

"$90,000  worth  of  mobile  homes  in  four 

days."  **  A  men's  store  "smashed  all  sales 

records  on  specials  with  20  spot  announce- 

ments." **  These  are  all  direct  quotes — 

WTAC  has  impact — real  sales  impact  in 

Michigan's  second  largest  market. 

WTAC  is  a  member  of  the  Founders'  Group — KPOA,  Honolulu;  WFBL,  Syracuse,  Neiv 

York;  KTVR-TV,  Denver,  Colorado.  WTAC  is  represented  nationally  by  George  P.  Hol- 

lingbery;  Station  Manager,  David  Mendelsohn;  National  Sales  Manager,  Tom  Warner. 

FLINT,  MICH. 
yOWTAC 
■  ■  ' 
600  700  800  900 
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FCC  GETS  UP  STEAM  FAST  ON  RETURN; 

DEINTERMIXTURE  COMMENTS  POSTPONED 

After  five-week  hiatus,  Commission  takes  big  swipe  at  pending  ac- 

tions, grants  two  tvs,  12  ams,  approves  18  sales  and  grants  51 

renewals  of  which  21  are  for  educational  outlets.  Also  an  agenda: 

first  discussion  on  revising  multiple  ownership  rules. 

IN  its  first  meeting  after  a  five-week  summer 
recess,  the  FCC  last  Wednesday  and  Thursday 
hit  some  high  spots  touching  policy  questions 
as  well  as  taking  action  on  a  number  of  pending 
cases. 

In  addition  to  making  two  tv  grants,  12  new 
am  grants,  approving  18  station  sales,  granting 
51  station  renewals  (of  which  21  were  for  edu- 

cational fm  outlets),  the  full  Commission — 
•  Postponed  the  deadline  for  comments  on 

the  deintermixture  proposals  from  Sept.  10  to 
Nov.  15  (see  story,  this  page). 

•  Discussed  for  the  first  time  a  revision  of 
its  multiple  ownership  rules. 

•  Agreed  to  set  for  hearing,  the  petitions  of 
WWBZ  Vineland,  N.  J.,  for  reconsideration  of 
its  revocation  order  due  to  horse  race  broad- 
casts. 

•  Decided  to  permit  Gordon  McLendon  to 
continue  operating  KTSA  San  Antonio,  Tex., 
pending  a  protest  hearing  scheduled  to  start 
Sept.  10. 

•  Discussed  the  request  of  WSTV  Inc. 
(WSTV-AM-TV  Steubenville,  Ohio)  to  enlarge 
the  issues  in  the  rehearing  in  the  Pittsburgh  ch. 
11  case  to  include  the  question  of  economics, 
but  came  to  no  conclusions. 

Quiescent  since  the  Supreme  Court  handed 

down  its  ruling,  last  May,  upholding  the  FCC's 
right  to  set  maximum  station  ownerships,  the 
subject  came  to  life  in  the  closing  weeks  of  the 
84th  Congress  with  a  number  of  bills  intro- 

duced by  various  congressmen  (led  by  Sen. 
John  W.  Bricker  [R-Ohio]),  to  permit  unlimited 
station  ownership  provided  coverage  of  stations 
under  single  ownership  does  not  encompass 
more  than  25%  of  the  population  of  the  U.  S. 

It  was  understood  Comr.  John  C.  Doerfer 

broached  the  subject,  suggesting  that  the  Com- 
mission amend  its  rules  to  incorporate  this 

policy,  rather  than  have  it  forced  on  the  Com- 
mission through  legislation.  Chairman  George 

C.  McConnaughey  ventured  agreement,  reliable 
sources  indicated.  It  was  decided  to  discuss  the 
subject  further  at  subseqent  meetings. 
WWBZ  had  been  ordered  off  the  air  last 

December — but  has  been  given  extensions  since 

then — for  purported  "overemphasis"  on  horse- 
racing  programs.  Various  pleadings  filed  by 
the  station  asked  for  reconsideration,  charged 
that  the  FCC  had  communications  from  the 
Department  of  Justice  about  which  it  was  not 
told,  and  suggested  that  the  Commission  hold 

a  full-scale  inquiry  regarding  whether  and  to 
what  extent  the  broadcasting  of  horse  race  re- 

sults might  be  in  the  public  interest. 
The  decision  on  the  WWBZ  matter  was  un- 

derstood to  have  been  related  to  the  Commis- 

sion's action  in  July  in  approving  the  purchase 
of  WQAM  Miami  by  Todd  Storz'  Mid-Conti- 

nent Broadcasting  Co.  In  that  case  some  com- 
missioners wanted  a  hearing  to  investigate  the 

promotional  activity  of  Storz  stations. 
The  McLendon  purchase  of  KTSA  San  An- 

tonio was  approved  by  the  FCC  last  May. 
This  approval  was  stayed  when  KITE  San 
Antonio  protested  the  sale.  The  Commission 
ordered  that  KTSA  be  retransferred  to  its 
original  owner,  O.  R.  Mitchell  Motor  Co.,  and 
set  the  sale  for  hearing  beginning  Sept.  10.  Last 

week's  decision,  not  yet  issued,  is  to  permit  the 
transfer  approval  to  stand  pending  the  outcome 

of  the  protest  hearing.  This  obviates  the  neces- 
sity of  returning  the  station  to  the  Mitchell company. 

In  the  Pittsburgh  ch.  11  situation.  WSTV 
was  granted  permission  to  intervene  in  the  hear- 

ing on  the  grant  of  that  vhf  channel  to  WWSW 
Inc.  (WIIC  [TV]).  The  hearing  already  had  been 
held,  with  WENS  (TV)  Pittsburgh  the  objector, 
and  the  examiner  issued  an  initial  decision  rec- 

ommending reaffirmation  of  the  grant.  With 

WSTV's  entry  the  hearing  has  been  ordered  re- 
opened Sept.  17,  when  the  Steubenville  outlet 

will  have  the  opportunity  to  enter  its  objections 

to  WWSW  Inc.'s  proposal  to  increase  power 
and  antenna  height.  WSTV  has  asked  that  the 
issues  be  enlarged  to  take  into  account  the  eco- 

nomic effects  of  greater  power  and  antenna 

height  by  WWSW  Inc.  on  the  Steubenville- 
Wheeling  market.  No  clearcut  opinion  was  dis- 

cernible at  last  week's  FCC  meeting,  it  was understood. 

DEINTERMIXTURE  COMMENTS 

POSTPONED  UNTIL  NOV.  15 

THE  FCC  last  week  postponed  to  Nov.  15  the 
deadline  for  comments  on  its  13  deintermixture 

proposals. These  involve  either  moving  existing,  single 
vhf  allocations  from  present  cities  or  moving 
the  educational  reservation  from  uhf  channels 
to  the  single  vhf  channel  there. 

The  previous  deadline  was  Sept.  10. 

Last  week's  action  does  not  affect  the  Oct.  1 
deadline  for  comments  regarding  the  Commis- 

sion's discussion  of  the  possibility  of  changing 
all  or  part  of  television  to  the  uhf  band  and  its 

request  for  ideas  on  how  to  undertake  a  "crash" 
program  to  upgrade  uhf  transmitting  and  re- 

ceiving equipment. 
The  extension  of  the  Sept„  10  deadline  was 

due.  it  was  understood,  to  the  discovery  that 
some  of  the  engineering  details  set  forth  by  the 
Commission  in  determining  tv  station  coverage 
were  based  on  new  data. 

It  has  been  charged  that  the  Commission 
changed  the  ground  rules  on  coverage  formulas 
without  conferring  with  consulting  engineers. 
Instead  of  using  formulas  derived  from  curves 
already  in  the  rules,  it  was  understood  FCC 
engineers  established  new  curves  and  then  used 
these  as  the  basis  for  computations.  Since  the 
present  rules  contain  the  old  curves,  it  is  be- 

lieved by  many  engineers  and  attorneys  that  the 
Commission  could  be  legally  attacked  if  it  made 
any  decisions  on  the  comments  based  on  the 
new,  suggested  formulas. 

Similarly,  Grade  B  coverage  equations  were 
revised  on  the  assumption  that  the  noise  level  of 
receivers  had  been  improved  since  1952  when 
the  present  rules  were  promulgated. 

Comr.  T.  A.  M.  Craven,  newly-appointed 
engineering  member  of  the  Commission,  has 
been  given  the  task  of  compromising  these  dif- 

ficulties, it  is  understood.  He  has  already  held 
one  informal  meeting  with  leading  consulting 
engineers.  This  took  place  two  Fridays  ago.  It 
is  believed  that  an  official  informal  engineering 
conference  will  be  scheduled  for  sometime  in 
the  near  future  to  go  over  these  problems. 
Some  of  the  differences  were  officially 

brought  to  the  attention  of  the  FCC  last  month 

by  the  Assn.  of  Federal  Communications  En- 

gineers. Deintermixture  proposals  involved  in  last 
week's  action  are: 

Elmira,  N.  Y. — All  uhf  by  deleting  ch.  9  and 
adding  ch.  30.  This  would  give  Elmira  chs.  18, 
24  and  30.  Comrs.  McConnaughey,  Doerfer 
and  Mack  dissented.  Ch.  9  had  been  allocated 
to  Elmira  Nov.  30,  1955. 

Evansville,  Ind. — All  commercial  uhf  by 
switching  the  educational  reservation  from  ch. 

56  to  ch.  7.  This  would  give  Evansville  chs.  *7, 
50,  56,  62.  Comrs.  Doerfer  and  Mack  dis- 
sented. 

Fresno-Santa  Barbara,  Calif. — Make  Fresno 
all  uhf  by  moving  ch.  12  to  Santa  Barbara, 
adding  ch.  30  from  Madera,  Calif.,  and  moving 
ch.  59  into  Madera.  This  would  give  Fresno 

chs.  *18,  24,  30,  47  and  53,  and  Santa  Barbara 
chs.  3,  12,  20  and  26.  Comrs.  Doerfer  and 
Mack  dissented. 

Hartford,  Conn.-Providence,  R.  I. — Make 
Hartford  all  uhf  by  deleting  ch.  3  and  moving 

it  to  Providence,  transferring  ch.  61  from  East- 
hampton,  Mass.,  to  Hartford,  and  deleting  ch. 
65  at  Meriden,  Conn.  This  would  give  Hartford 
chs.  18,  *24  and  61;  Providence  chs.  3,  10,  12, 
16  and  *36.  Comrs.  McConnaughey,  Doerfer 
and  Mack  dissented.  Comr.  Doerfer  suggested 
that  if  ch.  3  is  taken  away  from  Hartford,  ch. 
13  from  New  York  should  be  substituted. 

Madison,  Wis. — All  commercial  uhf  by 
switching  the  educational  reservation  from  ch. 

21  to  ch.  3.  This  would  give  Madison  chs.  *3, 
21,  27  and  33.  Comrs.  McConnaughey,  Doerfer 
and  Mack  dissented. 

Mobile,  Ala.-New  Orleans,  La. — Make  Mo- 
bile all  commercial  vhf  by  moving  ch.  4  from 

New  Orleans,  moving  ch.  42  (now  educational 
in  Mobile)  to  New  Orleans  (where  it  would  be 
commercial).  This  would  give  Mobile  chs.  4, 

5,  10  and  *48.  New  Orleans  would  have  6 
(WDSU-TV),  *8,  20,  26,  32,  42  and  61.  Comrs. 
Doerfer  and  Mack  dissented.  Comrs.  Webster 
and  Bartley  concurred,  but  would  also  propose 
the  deletion  of  ch.  6  from  New  Orleans. 

Peoria-Rock  Island,  111. — Make  Peoria  all 
uhf  by  deleting  ch.  8  and  adding  ch.  25.  Ch.  8 
would  be  assigned  to  Rock  Island.  This  would 
necessitate  assigning  ch.  77  in  lieu  of  ch.  40  at 
Galesburg,  111.  This  would  give  Peoria  chs.  19, 
25,  *37  and  43,  and  Rock  Island  chs.  4,  6,  8, 
*30,  36  and  42.  Comrs.  Doerfer  and  Mack  dis- 
sented. 

Springfield,  Ill.-St.  Louis,  Mo. — Make  Spring- 
field all  uhf  by  deleting  ch.  2  and  moving  it  to 

St.  Louis,  and  adding  ch.  39  to  Springfield.  This 
would  necessitate  substituting  ch.  49  for  ch.  53 
at  Lincoln,  111.  This  would  give  Springfield 

chs.  20,  39  and  *66,  and  St.  Louis  chs.  2,  4,  5, 
*9,  11,  30,  36  and  42.  Comrs.  Doerfer  and 
Mack  dissented. 

Albany-Schenectady-Troy,  N.  Y. — Make  area 
predominantly  uhf  by  deleting  ch.  10  from  Vail 
Mills,  N.  Y.  (Albany  area),  and  adding  ch.  47. 
This  would  give  Albany-Schenectady-Troy  chs. 
6  (WRGB  [TV]  Schenectady),  *17,  23,  35,  41 
and  47.  Comrs.  McConnaughey,  Doerfer  and 
Mack  dissented.  Comrs.  Webster  and  Lee  con- 

curred but  would  also  propose  the  deletion  of 
ch.  6  from  this  area.  Ch.  10  had  been  assigned 
to  Vail  Mills  Nov.  10,  1955. 

Charleston,  S.  C. — Make  Charleston  predom- 
inantly vhf  by  adding  ch.  4.  This  would  give 

Charleston  chs.  2,  4,  5,  *13  and  17. 

Duluth,  Minn.-Superior,  Wis. — Make  area 
predominantly  vhf  by  switching  educational 
reservation  from  ch.  8  to  ch.  32.  This  would 

give  Duluth-Superior  chs.  3,  6,  8,  *32  and  38. 
Miami,  Fla. — Make  area  predominantly  vhf 
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FCC  MEETS  TUES. 

FCC  announced  last  week  that  its  regular 
meeting  next  week  would  take  place  on 
Tuesday,  Sept.  11,  instead  of  the  usual 
Wednesday,  Sept.  12.  Although  no  rea- 

son was  given  for  the  change,  FCC 
Chairman  George  C.  McConnaughey  is 
scheduled  to  address  the  first  fall  lunch- 

eon of  the  Radio  &  Television  Executives 

Society  at  New  York's  Hotel  Roosevelt 
on  Sept.  12.  Members  of  the  FCC  will 

be  "special  guests,"  RTES  said. 

by  adding  ch.  6.  This  would  give  Miami  chs. 

*2,  4,  6,  7,  10,  23  and  33.  Comrs.  Webster  and 
Mack  dissented. 

Norfolk-Portsmouth-Newport  News,  Va. — 
Make  area  predominantly  vhf  by  adding  ch.  13 
to  Norfolk  from  New  Bern,  N.  C.  Add  ch.  12 
to  New  Bern.  This  would  give  Norfolk  area 

chs.  3,  10,  13,  15,  *21  and  33.  Comrs.  Hyde, 
Webster  and  Mack  dissented. 

Meanwhile,  ch.  3  WISC-TV  Madison,  Wis., 
was  the  first  objector  to  go  to  court.  Last  week 

the  Morgan  Murphy-controlled  CBS  outlet 
asked  the  U.  S.  Court  of  Appeals  in  Washington 

to  review  the  FCC's  June  26  order.  It  claimed 
that  the  Commission,  without  the  required  rule- 

making procedures,  had  "(1)  adopted  a  practice 
of  so-called  'interim  reallocations'  pursuant  to 
which  it  has  arbitrarily  determined  to  institute 
further  rule  making  proceedings  looking  toward 
reallocations  of  television  channels  in  a  limited 
number  of  communities,  including  Madison, 

Wis.;  (2)  enacted  new  technical  rules  and  stand- 
ards for  television  coverage  and  service  to  be 

used  in  the  further  reallocations  proceedings, 
and  (3)  arbitrarily  required  that  the  data  to  be 
furnished  in  such  further  proceedings  be  based 

upon  unrealistic  'assumptions'  of  non-existent 
operations  that  unfairly  discriminate  against 
pertinent  showings  of  actual  station  operations 

by  petitioner." 
At  the  same  time,  ch.  7  WTVW  (TV)  Evans- 

ville,  Ind.,  petitioned  the  FCC  to  withdraw  its 

June  26  order  proposing  to  change  the  Evans- 
ville  allocations  picture. 

Also  filed  last  week  were  several  new  pro- 
posals involving  channel  allocations: 

New  Orleans,  La. — WWL  New  Orleans 
(holding  a  grant  for  ch.  4  there,  but  prohibited 

from  beginning  construction  pending  the  out- 
come of  the  New  Orleans  deintermixture  pro- 

posal) asked  the  FCC  to  add  to  the  pending 
proposal  the  deletion  of  ch.  6  (now  held  by 
WDSU-TV)  so  that  New  Orleans  would  be- 

come completely  deintermixed.  WWL  has  a 
number  of  petitions  on  file  with  the  FCC  ob- 

jecting to  the  condition  placed  on  its  grant. 

Flint-Saginaw,  Mich.— WKNX-TV  Saginaw, 
ch.  57,  requested  that  the  Commission  assign 
ch.  12  Flint  to  Flint-Saginaw  and  throw  open 

the  channel  to  all  who  wish  to  apply.  Flint's 
ch.  12  is  now  held  by  WJRT  (TV)  that  city, 
whose  grant  is  the  subject  of  a  hearing  by  un- 

successful applicants  WFDF  Flint  and  W.  S. 
Butterfield  Theatres  Inc.  WKNX  began  oper- 

ating on  ch.  57  in  May  1953.  The  station  was 
built  at  a  cost  of  $409,521,  the  uhf  outlet  said. 

Lafayette,  Ind.— WFAM-TV  Lafayette,  ch. 
59,  asked  that  ch.  18  be  moved  from  Lebanon, 
Ind.,  to  Lafayette  and  that  ch.  59  be  moved 
from  Lafayette  to  Lebanon.  It  also  asked  that 

WFAM-TV  be  ordered  to  change  to  ch.  18. 

Sacramento,  Calif. — KGMS-TV  that  city,  ch. 
46,  asked  that  ch.  12  be  moved  to  Sacramento 
from  Chico,  Calif.;  that  ch.  11  be  allocated  to 
Chico,  and  that  ch.  8  be  assigned  to  Yreka, 
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Calif. 

Clearfield,  Pa.  —  Phillipsburg-Clearfield  Tv 
asked  that  ch.  3  be  assigned  to  Clearfield.  This 
can  be  done  under  the  new  transmitter-to-trans- 

mitter spacing,  it  said.  Phillipsburg-Clearfield, 
being  incorporated  to  apply  for  tv,  comprises 
Adam  J.  Young  Jr.,  station  representative;  Sam- 

uel H.  Cuff,  tv  consultant;  E.  A.  Hungerford, 
and  William  Hubler. 

Springfield,  111.— WICS  (TV)  Springfield,  ch. 
20,  asked  that  the  proposed  Springfield  deinter- 

mixture plan  be  amended  to  also  propose  that 
ch.  2  be  assigned  to  Terre  Haute,  Ind.  This 
can  be  accomplished,  WICS  said,  if  the  ch.  2 
in  St.  Louis  (proposed  by  the  FCC)  is  properly 
located  so  that  the  new  transmitter-to-trans- 

mitter spacing  rule  can  be  utilized. 

Madison,  Wis.— WTVO  (TV)  Rockford,  111., 
ch.  39,  asked.that  Madison  proposal  be  amended 
to  also  propose  that  ch.  3  be  moved  to  Rock- 
ford. 

COMMISSION  AUTHORIZES 

12  NEW  AM  OUTLETS 

TWELVE  new  am  grants  were  issued  by  the 
FCC  last  week.  Following  is  a  list,  by  city 
and  state,  of  those  awarded  construction  per- 

mits and  the  facilities  granted: 
Casa  Grande,  Ariz. — ABC  Service  Corp., 

1260  kc,  1  kw  daytime.  Principals  are  equal 
partners  E.  Glenn  Abercrombie,  owner  of 
WEGA  Newton,  Miss.,  and  15%  stockholder  in 
KMIL  Cameron,  Tex.;  Milton  F.  Brown  Jr., 
51%  stockholder  in  KMIL,  and  N.  L.  Caper- 
ton,  who  owns  10%  of  KMIL. 

El  Centro,  Calif.— Ray  Lapica,  1430  kc, 
1  kw  daytime.  Mr.  Lapica  is  administrative 
and  sales  consultant,  KPOL  Los  Angeles. 

Titusville,  Fla. — Titusville  Broadcasting  Co. 
— 1300  kc,  1  kw  daytime.  Principals  are  equal 
partners  Edwin  V.  Spencer  and  Medford  W. 
Stacy,  who  each  owns  25%  of  WBOP  Pensa- 
cola,  Fla. 

Buford,  Ga. — Gwinnett  County  Broadcast- 
ing Co.,  1460  kc,  1  kw  daytime.  Principals  are 

equal  partners  David  E.  and  Madeleine  O. 
Fleagle. 

Huntington,  Ind. — Huntington  Valley  Broad- 
casters, 1300  kc,  500  w  daytime.  Principals  are 

equal  partners  David  S.  Gifford  and  T.  M. 
Nelson,  who  own  WILO  Frankfort,  Ind.,  and 
WOHP  Bellefontaine,  Ohio. 

Clinton,  Iowa — Mississippi  Valley  Broadcast- 
ing Co.,  1390  kc,  1  kw  daytime  directional. 

Principals  are  equal  partners  Kenneth  W. 
Evans,  H.  Richard  Pettersen  and  Wharton  L. 

Murray.  Mr.  Murray  is  program  director-oper- 
ations manager  of  KHAS-TV  Hastings,  Neb. 

Hazard,  Ky. — Perry  County  Broadcasting 
Co.,  1390  kc,  5  kw  daytime.  Principals  are 
Frank  L.  Jones  and  Claude  P.  Stephens.  Mr. 
Jones  is  salesman  for  WTCW  Whitesburg,  Ky. 

Mount  Vernon,  Ky. — 1460  kc,  500  w  day- 
time. Principals  are  John  Lair,  editor  of  Ren- 

fro  Valley  Eagle,  and  Thomas  Grady  Hargis, 
account  executive  for  the  Gene  Autry  Show. 

Dillon,  Mont. — Vigilante  Broadcasting  Corp., 
800  kc,  1  kw  daytime.  Allen  H.  Smith,  presi- 

dent, is  station  manager  of  KANA  Anaconda, 
Mont.;  Burt  H.  Oliphant,  vice  president,  is  an 
employe  of  KWSC  Pullman  Wash.,  and  Claude 

Moore,  treasurer,  is  KANA  commercial  man- 

ager. Fallon,  Nev. — Lahontan  Broadcasting  Co., 
1250  kc,  1  kw  daytime.  Lester  W.  and  Kath- 
erine  E.  Pearce,  equal  owners,  also  own  l/7th 
interest  in  KWNA  Winnemucca,  Nev. 

Arecibo,  P.  R. — Abacoa  Radio  Corp.,  1070 
kc,  500  w  unlimited.  Principals  are  Jose  D.  Casa- 

nova, Gloria  Ramos  de  Donate,  Manuel  Pirallo- 
Lopez,  and  Carlos  Pirallo-Lopez.  Messrs.  Lopez 

together  own  46%  of  WISO  Ponce,  P.  R. 

Wenatchee,  Wash. — Queen  Broadcasting  Co., 
1410  kc,  1  kw  daytime.  Principals  are  Dale  R. 

Woods,  production  manager  of  KPQ  Wenat- 
chee, and  William  A.  Moeller,  KPQ  an- 

nouncer-engineer. 

ALPINE,  ABERDEEN  TV  GRANTS 

AWARDED;  THREE  BIDS  FILED 

TWO  new  vhf  tv  grants,  for  Alpine,  Tex.,  and 
Aberdeen,  S.  D.,  were  awarded  by  the  FCC 
last  week,  while  three  applications  were  filed 
with  the  Commission  seeking  vhf  channels  in 
Wilmington,  N.  C,  San  Angelo,  Tex.,  and 
Alliance,  Neb. 

O.  L.  Nelms,  Dallas,  Tex.,  realtor,  received 
his  third  tv  construction  permit,  for  ch.  12  Al- 

pine, Tex.  He  previously  has  been  awarded 

cps  for  ch.  9  Flagstaff,  Ariz.,  and  ch.  19  Brown- 
wood,  Tex.  [B*T,  June  1 1],  and  has  an  applica- 

tion pending  for  ch.  19  Victoria,  Tex.  Mr. 

Nelms'  Alpine  application  was  uncontested.  In 
its  second  tv  grant — also  uncontested — the  FCC 
awarded  ch.  9  Aberdeen,  S.  D.,  to  Aberdeen 
Tv  Co.  Aberdeen  principals  are  Joseph  E., 
William  D.  and  F.  F.  McNaughton,  whose 
broadcast  interests  include  WRMN  Elgin,  111., 

WCRA  Effingham,  111.,  and  KXGI  Fort  Madi- 
son, Iowa. 

Carolina  Broadcasting  System  Inc.  (WNCT 
[TV]  Greenville,  N.  C),  filed  an  application  for 
ch.  3  at  Wilmington.  Carolina  plans  31.8  kw 
visual  power  with  antenna  height  548  ft.  above 
average  terrain.  Principals  in  WNCT  also  hold 
interests  in  WCKB  Dunn,  WCEC-WFMA  (FM) 
Rocky  Mount  and  WGTM  Greenville,  all  N.  C. 
A  previous  application  for  the  Wilmington 
channel  was  filed  by  United  Broadcasting  Co. 
(Richard  Eaton  interests). 

San  Angelo  Tv  Co.,  filing  for  ch.  3  San  An- 
gelo, said  its  proposed  station  would  use  1.48 

kw  visual  power  with  antenna  height  223  ft. 
above  average  terrain.  San  Angelo  principals 
Lowell  Smith  and  Joe  N.  Weatherby  formerly 
held  minority  interests,  respectively,  in  KTXL 
and  KTXL-TV  San  Angelo. 

Application  for  ch.  13  Alliance,  Neb.,  was 

filed  by  Frontier  Broadcasting  Co.  (KFBC-AM- 
TV  Cheyenne,  Wyo.,  and  KSTF  [TV]  Scotts- 
bluff,  Neb.),  which  initially  plans  to  operate  the 

proposed  station,  like  ch.  10  KSTF,  as  a  satel- 
lite of  ch.  5  KFBC-TV  via  off-the-air  pickup. 

The  proposed  Alliance  operation  will  use  25.89 
kw  visual  effective  radiated  power  with  antenna 
of  355  ft.  above  average  terrain.  Frontier  is 
26%  owned  by  Cheyenne  Newspapers  Inc. 

(Wyoming  Stockman-Farmer),  which  also  has 
interests  in  KVRS  Rock  Springs  and  KRAL 

Rawlings,  both  Wyo.  William  C.  Grove,  9.6% 
Frontier  stockholder,  besides  interests  in  KVRS 
and  KRAL,  is  licensee  of  KSID  Sidney,  Neb. 

FCC  APPROVES  $4  MILLION 
IN  STATION  TRANSFERS 

STATION  transfers,  totaling  over  $4  million  in 
the  aggregate,  were  approved  by  the  FCC  last week. 

Topping  the  18  sale  approvals  was  the 
Crowell-Collier  Publishing  Co.'s  purchase  of 
KFWB  Los  Angeles. 

Crowell-Collier  is  paying  $2,225,000  plus 
$35,000  a  year  for  seven  years  as  a  consultant 

to  Harry  Maizlish  owner  of  KFWB.  Mr.  Maiz- 
lish  is  getting  $2.1  million  in  cash,  including 
notes  over  a  period  of  years  and  25,000  shares 
of  Crowell-Collier  stock  (selling  on  The  Ameri- 

can Stock  Exchange  at  6%  on  Aug.  30;  at  IVa, 
on  May  31  when  the  balance  sheet  of  KFWB 
was  drawn  up  for  the  FCC  application). 

Mr.  Maizlish,  a  radio  veteran,  is  paying 
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Crowell-Collier  $130,717  for  retention  of 
KFWB-FM. 

Independent  KFWB,  operating  round  the 

clock,  operates  on  980  kc  with  5  kw.  It  is  rep- 
resented nationally  by  The  Branham  Co.,  and 

on  the  West  .Coast  by  McGavren-Quinn  Co. 
It  was  originally  owned  by  Warner  Bros.,  hav- 

ing been  established  in  1925. 

(For  other  Crowell-Collier  purchase  activi- 
ties, see  story  page  27). 

Also  approved  last  week  was  the  purchase  of 
KFOX-AM-FM  Long  Beach,  Calif.,  by  Hogan 
Broadcasting  Corp.  (Arthur  B.  Hogan)  for 
$536,000,  and  the  purchase  of  KVSM  San 
Mateo,  Calif.,  to  Intercontinental  Broadcasting 
Corp.  for  $400,000. 

KFOX  was  sold  by  W.  T.  McDonald  and 
associates.  Non-affiliated,  it  was  founded  in 
1924  and  operates  on  1280  kc  with  1  kw.  Day- 
timer  KVSM,  also  independent,  was  sold  by 
Les  Malloy  and  associates;  it  was  founded  in 
1946  and  operates  on  1050  kc  with  1  kw. 

The  KFOX  sale  approval  was  conditioned 

on  Mr.  Hogan's  disposing  of  his  interest  in 
KRKD  Los  Angeles.  This  is  owned  by  Messrs. 
Albert  Zugsmith,  Frank  Oxarart  and  Richard 
C.  Simonton  in  addition  to  Mr.  Hogan. 

Messrs.  Zugsmith,  Hogan,  Oxarart  and  John 
D.  Feldman  are  the  buyers  of  KVSM. 

These  interests  have  varying  holdings  also 
in  K1TO  San  Bernardino  and  in  KULA-AM-TV 
Honolulu.  The  sale  of  KULA  stations  to  Crow- 

ell-Collier was  cancelled  last  week  when  KULA 
owners  could  not  persuade  the  mortgage  note 
holders  to  agree  (see  Crowell-Collier  story,  page 
27). 

Among  other  sales  approvals  by  the  Commis- 
sion last  week: 

•  KBOX  Sacramento,  Calif.,  to  McClatchy 
Broadcasting  Co.  for  $75,000.  An  initial  de- 

cision was  made  final. 

•  KRAM  Las  Vegas,  Nev.,  to  Drake  Motel 
Corp.  (David  H.  and  Annabelle  W.  Margolis) 
for  $120,000. 

•  KDB  Santa  Barbara,  Calif.,  to  James  Har- 
ford, Lucie  Miltenberg  and  Rube  Goldwater, 

for  $125,000. 

•  WROL  Knoxville,  Tenn.,  to  Greater  East 
Tennessee  Tv  Inc.  (WATE  [TV])  for  $275,000. 

USIA  Reports  Extensive 

Activity  on  Tv  Fronts 

THE  U.  S.  Information  Agency  in  the  first  six 
months  of  1956  supplied  more  than  460  tv  pro- 

grams for  telecast  by  150  stations  in  non- 
communist  countries,  Theodore  C.  Streibert, 
USIA  director,  is  to  announce  tomorrow  (Tues- 

day) in  his  sixth  semiannual  "Report  to  Con- 

gress." Mr.  Streibert  said  the  USIA  tv  programs 
were  distributed  to  reach  an  audience  estimated 
at  40  million  and  included  news  and  special 
events,  adaptations  of  domestic  shows  and  34 
original  productions. 

One  monthly  tv  series,  Report  From  America, 
documenting  everyday  life  in  the  United  States, 

"has  been  a  solid  hit  on  the  British  Broadcasting 
Corp.  tv  system  since  its  first  showing  in  Feb- 

ruary," Mr.  Streibert  said,  adding  that  with  the 
sixth  episode  the  series  proved  so  successful 
BBC  moved  it  from  10  p.m.  to  the  prime  view- 

ing hour  of  7:50  p.m.  The  program  shortly 
will  expand  its  audience  with  productions  in 
French,  Italian,  Spanish  and  Portuguese,  Mr. 
Streibert  said. 

Other  USIA  tv  activity  included  revision  of 
its  weekly  tv  newsreel  into  a  current  events 
documentary  bearing  on  U.  S.  aims  for  showing 
abroad  as  a  supplement  to  commercially  dis- 

tributed newsreels.  USIA  also  held  discussions 
with  several  foreign  governments  to  plan  use 
of  closed  circuit  tv  for  educational  purposes. 

Meanwhile,  USIA's  broadcasting  arm,  the 
Voice  of  America,  upped  its  broadcasts  in  for- 

eign tongues  to  43  languages  with  the  addition 
of  broadcasts  in  Uzbek  (Central  Asian  area  of 
Russia),  Gujarati,  Telugu  and  Malayalam 
(various  parts  of  India),  he  said. 

VOA's  daily  two-hour  program  of  jazz  and 
other  American  popular  music.  Music — USA, 
heretofore  broadcast  to  Europe  only,  began 
v/orldwide  transmission  during  evening  listening 
hours  and  now  averages  1,000  fan  letters  a 
month,  Mr.  Streibert  said.  He  said  VOA  gave 

the  people  of  Russia,  Red  China  and  the  satel- 
lites their  first  news  of  the  Krushchev  speech 

denouncing  Josef  Stalin  and  President  Eisen- 

hower's answer  to  Bulganin's  proposal  of  a 
20-year  peace  pact,  reported  in  40  languages 
within  24  hours. 

Robert  Hall  Clothes  Inc. 

Facing  False  Adv.  Charge 

SUIT  has  been  filed  by  the  Dept.  of  Justice 
against  Robert  Hall  Clothes  Inc.,  New  York, 
alleging  12  violations  of  a  1953  Federal  Trade 
Commission  cease  and  desist  order.  The  FTC 

order  prohibited  the  clothing  chain  from  mis- 
representing the  regular  price  of  its  merchan- dise. 

The  government  charged  that,  on  12  days  in 

January  and  February  1955,  Robert  Hall  ad- 
vertised on  a  Hartford,  Conn.,  radio  station  a 

special  group  of  suits  "usually  $50 — now  only 
$34.95."  The  Justice  Dept.  claimed  that  the 
suits  were  not  selling  for  $50  at  the  time  and 
that  the  regular  price  was  $34.95.  Each  violation 
of  an  FTC  order  may  be  penalized  by  a  $5,000 
fine.  Each  of  the  12  days  this  advertisement 
was  aired  is  charged  to  be  a  violation.  The 
suit  was  brought  in  New  York  federal  court. 

Nothing  Else  Like  II  In  Louisville! 

DIAL  970 

WAVE'S 
MONITOR 

 
FORMAT! 

ROAD  SHOW 

(3:30—6:30  p.  m.) 

Road  Show  is  DIAL  970V  late- 
aftemoon  program,  aimed  especially 
at  the  thousands  of  commuters  and 

workers  driving  home.  Hill  Gladden 
is  at  the  wheel  —  breezy,  relaxed, 
informal. 

Road  Sliotv  features  five  news- 
easts,  two  sports  roundups  and  a 
stoek-market  summary.  Interspersed 

through  it  all  is  popular  music 

that's  especially  selected  for  high 
fidelity  so  that  it  may  be  heard 
clearly,  even  in  heavy  traffic. 

Road  Shotc  also  reports  on 
weather,  time,  traffic  conditions, 
etc.,  thus  helping  motorists  get 
home  relaxed  and  informed. 

DIAL  970- 
WAVE'S  DYNAMIC  NEW  RADIO  SERVICE 

FOR  A  DYNAMIC  NEW  LOUISVILLE! 

WAVE 

5000  WATTS    •    NBC  AFFILIATE 

I  INI |  SPOT  SALES Exclusive  National  Representative* 

Other  Coordinated  DIAL  970 

Programs  Complementing 

MONITOR 

WAKE  UP  WITH  WAVE  Brings 

Louisvillians  all  they  need  to  know  to 
start  the  day.  News  every  half  hour. 
Time,  weather,  traffic,  farm  and 
school  news. 

CAROUSEL  Fun  and  facts  for  busy 
Louisville  homemakers.  Club  news, 

interviews,  book  reviews  and  music. 

NIGHT  BEAT  The  pulse  of  Louisville 
after  dark.  Direct  local  news.  Direct 

local  sports  round-up.  Music  and  world 
news.  Human-interest  features. 
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Attorney  Harrington  Joins 

Commission  Broadcast  Bureau 

JOHN  C.  HARRINGTON,  Dept.  of  Justice 
Lands  Div.  attorney,  has  been  named  general 
attorney  in  the  office  of  the  Chief  of  the  Broad- 

cast Bureau,  it  was  announced  last  week.  Mr. 
Harrington  served  previously  with  the  FCC 

from  1946  to  1948  in  the  old  Law  Dept's  post- 
war am  processing  activity. 

Born  in  Fall  River,  Mass.,  in  1911,  Mr.  Har- 
rington received  his  A.B.  from  Holy  Cross, 

Worcester.  Mass.,  in  1936,  and  his  LL.B.,  from 
Georgetown  U.,  Washington,  D.  C,  in  1940. 
He  worked  for  the  Dept.  of  Justice  from  1943 
to  1946.  leaving  there  to  join  the  FCC. 

Meanwhile,  appointment  of  Leonidas  P.  B. 
Emerson  as  attorney-adviser  in  the  Rules  & 
.Standards  Div.,  Broadcast  Bureau,  also  was 
announced.  Mr.  Emerson  had  been  with  the 

Broadcast  Bureau's  Renewals  &  Transfers  Div. 
until  1952.  when  he  resigned  to  join  the  Wash- 

ington law  firm  of  McKenna  &  Wilkinson.  He 
returned  to  the  FCC  in  July. 

Court  Appeals  Question 

Post-Grant  Modifications 

QUESTION  of  whether  successful  applicants 
for  tv  channels  can  ask  for  and  receive  modi- 

fications after  grants  are  made  but  while  ap- 
peals are  pending  has  been  raised  in  two  ap- 
peals to  the  U.  S.  Court  of  Appeals  in  Wash- 

ington. 
Tennessee  Television  Inc..  one  of  the  two 

unsuccessful  applicants  for  ch.  10  Knoxville, 

Tenn..  has  appealed  the  FCC's  May  14  grant 
for  WBIR-TV  Knoxville  to  change  transmitter 

and  studio  location.  WBIR  received  the  ch.  10 
grant  on  Jan.  13.  Denied  were  the  applications 

of  Scripps-Howard  Radio  Inc.  (WNOX  Knox- 
ville) and  Tennessee  Television.  Scripps-How- 

ard asked  the  FCC  for  reconsideration  of  the 
grant,  while  Tennessee  Television  filed  a  notice 
of  appeal  in  the  appellate  court.  Tennessee 
Television  claimed  that  the  FCC  Broadcast 

Bureau's  authorization  for  WBIR-TV  to  modify 
its  grant  was  made  while  these  two  appeals  were 
still  pending.  Tennessee  Television  also  averred 
that  WBIR-TV  had  commenced  construction  be- 

fore the  modification  was  issued. 

Tri-Cities  Television  Corp.,  the  unsuccess- 
ful applicant  for  ch.  5  in  Bristol,  Va.,  asked 

the  appeals  court  to  reverse  the  FCC's  June  5 
grant  permitting  WCYB-TV  Bristol  to  change 
transmitter  location,  increase  power,  etc.  This, 
Tri-Cities  said,  took  place  while  its  petition  for 

reconsideration  from  the  FCC's  April  13  grant 
of  ch.  5  to  WCYB  was  still  pending. 

Leroux  Suit  Before  Court 

PLAGIARISM  suit  for  $3.5  million  by  Arch 

Leroux  against  Peter  Potter's  Juke  Box  Jury 
on  KRCA  (TV)  Los  Angeles  and  CBS  Radio 

went  to  trial  last  week  in  superior  court  be- 
fore Judge  A.  Curtis  Smith.  The  tv  program 

is  being  syndicated  by  film  in  18  other  western 
markets. 

Mr.  Leroux  charges  that  the  format  was 
taken  from  his  own  program,  The  Arch  Leroux 
Review,  aired  on  KNBH  (TV)  Los  Angeles 

(now  KRCA  [TV])  and  KRON-TV  San  Fran- 
cisco in  1950-51.  Mr.  Potter  denies  using  any 

ideas  or  material  of  Mr.  Leroux.  The  jury 
trial  is  expected  to  take  two  weeks. 

NBC  Develops  New  Method 

For  Monitoring  Tv  Signals 

NEW  method  of  instantaneously  monitoring 
various  technical  factors  of  a  television  signal 
has  been  developed  by  NBC — which  last  week 
asked  the  FCC  for  permission,  if  required,  to 
use  it. 

The  development  is  that  of  a  "reference"  sig- 
nal which  can  be  broadcast  throughout  the 

broadcast  day  without  interference  to  or  de- 
gradation of  the  viewed  picture.  This  calibrat- 

ing signal  will,  NBC  said,  permit  the  accurate, 
continuous  determinaton  of  the  following  fac- 

tors: differential  phase  and  gain,  white  and 
sync  levels,  for  monochrome,  and  the  same  plus 
chrominance  and  burst  levels  for  color.  The 
monitoring,  continuous  and  accurate,  can  be 
done  at  the  studio,  at  the  transmitter,  by  the 

network  or  by  the  station.  The  reference  sig- 
nals are  pedestals,  with  a  superimposed  fre- 

quency of  3.58  mc.  They  will  be  introduced 
during  the  blanking  periods  and  will  appear  at 
the  top  of  the  picture  tube,  normally  concealed 

by  the  picture  mask. 
NBC  conducted  experiments  over  ch.  4 

WRCA-TV  New  York,  it  was  disclosed,  during 
the  week  of  July  30  before  sign-on.  There  were 
35  observers  checking  the  transmissions,  it 
was  explained,  at  Princeton,  N.  L,  and  in  the 
New  York  area.  They  used  11  color  receivers 
and  32  black-and-white  receivers. 

NBC  will  propose  that  this  method  be  used 
by  the  entire  industry,  A.  L.  Hammerschmidt, 
NBC  chief  engineer,  said. 

Rochester  Favored  for  Am 

FCC  Hearing  Examiner  Herbert  Sharfman  last 
week  recommended  that  the  FCC  grant  the  ap- 

plication of  Rochester  Broadcasting  Co.  for  a 

new  am  station  in  Rochester,  Minn.  Mr.  Sharf- 
man, in  an  initial  decision,  found  that  the  pro- 
posed daytime  outlet  (1270  kc,  500  w)  would 

provide  a  gain  of  primary  service  to  121,268 
people  and  a  second  local  station  for  Rochester, 
although  some  interference  would  be  caused 
in  the  normally  protected  contours  of  KCUE 

Red  Wing  (1,279  persons)  and  WTCN  Minne- 
apolis (1,219  persons),  both  Minn.  Mr.  Sharf- 

man concluded  that  the  need  for  the  new  service 
outweighed  the  loss  of  existing  services. 

FCC  Questions  Satellite  Need 

THE  NEED  for  a  satellite  tv  station  in  a  com- 
munity already  serviced  by  a  local  tv  outlet  was 

questioned  by  the  FCC  last  week.  The  Com- 
mission informed  Western  Montana  Assoc., 

Missoula,  Mont.,  that  a  hearing  may  be  nec- 
essary on  its  application  for  a  new  satellite  tv 

station  on  ch.  21  Missoula.  The  proposed  out- 
let would  rebroadcast  the  programs  of  ch.  4 

KXLF-TV  Butte,  Mont.,  8.8%  owned  by  the 

applicant.  The  FCC  noted  that  ch.  13  KGVO- 
TV  Missoula  (on  the  air  since  1954)  carries 
locally  originated  programs  to  the  community 
and  questioned  whether  the  extension  of  KXLF- 
TV  service  would  be  in  the  public  interest. 

FTC  Charges  Radio-Tv  School 
RADIO  Television  Training  Assn.,  New  York 

City  correspondence  school  in  radio  and  televi- 
sion technology,  last  week  was  charged  by  the 

Federal  Trade  Commission  with  misrepresenting 

the  value  of  its  course  to  prospective  students. 
The  FTC  complaint  charges  the  school  with 

exaggerating  the  quality  of  the  instruction,  the 
technical  assistance  given  during  the  course,  and 

the  job  and  salary  possibilities. 
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POLITICAL  BROADCASTING 

SINDLINGER,  TRENDEX  SCORES  AT  ODDS 

ON  HOW  CONVENTION  COVERAGE  RATED 

The  first  says  radio  and  movies  picked  up  customers  driven  from 

television  sets  by  dull  political  fare.  The  other  claims  that  viewing 

audiences  were  greater  than  for  regular  programs  at  that  time  of 

year.  They  even  differ  on  which  convention  fared  best — or  was  hurt 

the  least,  depending  on  how  you  look  at  it. 

AS  if  the  industry  didn't  have  enough  trouble 
with  irretrievable  costs,  the  audience  factor 
splintered  overnight  into  a  national  issue:  how 
many  people  watched  the  conventions,  or  better 

still,  were  the  conventions  worth  tv's  time  and effort? 

No  precise  answers  were  forthcoming  to  the 
first  question.  First  audience  measurement  re- 

sults only  served  to  hasten  pencil  biting  by 
network  and  station  executives  and,  unfortu- 

nately, deepened  public  confusion. 
Trendex  and  another  measurement  firm, 

Sindlinger  &  Co.,  Philadelphia,  locked  statisti- 
cal horns.  Sindlinger  indicated  that  the  conven- 

tion telecasts  failed  to  equal  regular  entertain- 
ment shows  in  popularity.  Trendex  said  they 

exceeded  the  regulars. 

MOVIE  ATTENDANCE  HIGHEST 

SINCE  1946 — SINDLINGER 

TELEVISION  VIEWING,  which  dropped  be- 
low normal  during  the  week  of  the  Democratic 

national  convention  in  Chicago,  declined  still 
further  the  following  week,  when  the  Republi- 

cans held  their  convention  in  San  Francisco, 
according  to  viewing  statistics  collected  and 
compiled  by  Sindlinger  &  Co. 

Concurrently,  radio  listening  was  up  for  the 
two  weeks  and  movie  attendance  hit  its  highest 
peak  since  Thanksgiving  week  of  1946,  Sind- 

linger data  shows. 

The  average  tv  audience  for  an  evening 
session  of  the  Democratic  convention  totaled 
33.1  million  adult  viewers,  compared  to  31.2 
million  for  an  average  GOP  evening  convention 
session,  according  to  Sindlinger  tabulations. 
Asked  by  B*T  to  explain  this  conclusion  in 
view  of  other  published  figures  which  gave  a 
higher  rating  to  the  Republicans,  A.  L.  Sind- 

linger, president  of  his  research  organization, 
pointed  out  that  his  figures  cover  evening  ses- 

sions only,  whereas  the  other  data  cover  both 
afternoon  and  evening  sessions. 

"This  gives  the  Republicans,  whose  sessions 
were  held  almost  entirely  during  the  evening 
hours  when  the  largest  audiences  are  available 
for  tv,  an  unfair  advantage  over  the  Democrats, 

who  met  both  afternoon  and  evening,"  Mr. 
Sindlinger  said.  "Of  course  the  Republicans 
would  average  better  if  their  evening  audiences 
are  matched  against  a  meaningless  day-and- 
night  average  for  the  Democrats.  But  on  a 

straight  evening-versus-evening  comparison,  the 
Democrats  ,got  the  biggest  crowds  of  tv 

watchers." 
Total  tv  attendance  at  the  conventions,  indi- 

viduals who  watched  any  of  either  convention 
on  tv,  was  97.5  million  for  the  Democratic  con- 

clave, 94.5  million  for  the  Republican  meeting. 
President  Eisenhower  in  his  acceptance  speech, 
however,  drew  a  bigger  video  crowd  than  his 
Democratic  opponent,  getting  47,242,000  view- 

ers to  Adlai  Stevenson's  45,151,000. 
Comparing  convention  weeks  to  the  more 

normal  summer  week  before  the  conventions, 
Sindlinger  statistics  show  that  for  the  pre-con- 
vention  week  ending  Aug.  11,  tv  had  an  aver- 

age daily  audience  of  64,680,000  adults,  53.3% 

of  the  country's  population  of  12  years  or  older 
(who  must  pay  full  theatre  admission  prices). 
The  week  ending  Aug.  18,  when  the  Demo- 

crats were  in  session,  average  daily  tv  viewers 
totaled  62,808,000,  51.5%.  The  week  ending 

Aug.  25,  when  the  Republicans  met,  the  aver- 
age daily  tv  audience  was  57,219,000,  47.1rc. 

Hours  spent  watching  tv  by  all  persons  of  12 
or  over  in  the  nation  dropped  from  1.186.5  mil- 

lion hours  for  the  pre-convention  week  ending 
Aug.  II  to  1,172.1  million  hours  for  the  Dem- 

ocrats' week  and  1,148.3  million  hours  for 
the  GOP  week. 

As  the  national  volume  of  tv  viewing  de- 
clined, that  of  radio  listening  rose.  During  the 

week  ending  Aug.  1  1  a  daily  average  of  67.- 
264,000  people,  55.4%  of  the  population,  lis- 

tened to  the  radio  for  a  total  of  1,022.5  million 
hours.  For  the  Democratic  week,  the  dail\ 
average  radio  audience  was  69,540,000  people, 
57.3%,  and  their  combined  listening  time  was 
1,124.3  million  hours.  For  the  Republican 

week,  radio's  daily  average  audience  totaled 
71,325,000  people.  58.8%,  who  listened  for  a 
total  of  1,189.9  million  hours. 

Paid  movie  attendance  for  the  week  ending 
Aug.  1 1  totaled  62,958,300.  The  following 
week,  that  of  the  Democratic  convention,  that 
total  rose  to  66,754.500.  The  next  week,  when 
the  Republicans  were  in  session.  68.407,000 
people  paid  their  way  into  the  movies. 

Clinching  the  inevitable  conclusion  that  when 
most  tv  time  on  most  channels  is  devoted  to 

programming  the  audience  finds  boring  peo- 
ple will  find  some  other  way  of  spending  their 

time,  Sindlinger  data  reveals  that  the  number 
of  people  riding  in  automobiles  was  82.044.000 
for  the  week  ending  Aug.  1  1 ;  82.768.000  for 
the  week  ending  Aug.  18,  and  84,623.000  for 
the  week  ending  Aug.  25. 

Preliminary  data  for  the  first  days  of  last 
week,  ending  Sept.  1,  show  that  with  the  con- 

ventions over  people  are  rapidly  resuming  their 
normal  viewing  habits. 

EVERY  HALF-HOUR 

WAS  UP — TRENDEX 

"IN  TERMS  of  actual  audience  size,  the  con- 
vention ratings  during  every  half-hour  period 

between  9  and  1 1  p.m.  NYT  were  higher  than 
the  top  rated  program  in  the  July  Trendex  tv 

program  popularity  report." 
According  to  Trendex,  tv  sets  use  during  the 

Democratic  and  Republican  conventions  aver- 
aged about  45%  of  the  more  than  37  million 

(CBS  estimate)  tv  homes,  compared  to  a  43.5% 
average  for  the  week  preceding  the  conven- 

tions and  39.6%  average  for  the  first  week 
in  July  of  this  year. 

CBS  Television  Research,  which  released 
Trendex  figures  for  tv  network  coverage  of  both 
conventions,  asserted  the  audience  for  this 

year's  political  party  pow-wows  to  have  been 
about  the  same  in  percentages  as  in  1952,  but 
that  since  the  number  of  tv  families  has  about 

doubled,  "the  actual  audiences  watching  the 
1956  conventions  is  estimated  at  twice  as  much 

as  the  audience  for  their  predecessors."  The 

Trendex  report,  as  released  by  CBS-TV,  fol- 
lows: 

DEMOCRATIC  NATIONAL  CONVENTION 
(Aug. 

13-17,  1956) Total 

3  Net- 

CBS-TV 

NBC ABC 
works 

Monday  afternoon 5.5 

4.6 

1.6 

11.7 
Monday  evening 

12.7 
12.4 6.1 

31.2 Tuesday  afternoon 4.9 4.0 1.8 

10.7 

Tuesday  evening 11.2 
11.1 

5.2 

27.5 

Wednesday  evening 11.3 

11.0 

6.8 

29.1 

Thursday  afternoon 6.3 

5.3 2.5 

14.1 Thursday  evening 15.8 
14.1 

7.5 

37.4 
Friday  aftenoon 6.9 6.3 

2.1 

15.3 
Friday  evening 

14.8 12.2 

8.7 
35.7 

AVERAGE— All  Sessions 9.3 

8.4 

4.3 

22.0 
REPUBLICAN  NATIONAL CONVENTION 

(Aug. 

20-23,  1956) 

Monday  afternoon 6.4 

5.4 

2.9 

14.7 
Monday  evening 

11.2 

9.7 

6.2 27.1 

Tuesday 
11.8 

8.3 

5.3 

25.4 
Wednesday 12.1 

8.5 

5.6 

26.2 
Thursday 

16.1 9.7 

7.2 

33.0 
AVERAGE— All  Sessions 

11.6 
8.3 

5.4 

25.3 

NETWORK  LOSSES 

STILL  UNDETERMINED 

However,  they  stick  to  earlier 
estimates  of  from  $4.1  million 

to  $5.1  million  total — includ- 

ing pre-emption  charges  and 
production  costs  not  made  up 

by  sponsorship  of  coverage. 

WITH  banners  and  placards  tucked  away  and 
the  Cow  Palace  and  International  Amphitheatre 
clean  of  conventioneering,  the  tv  industry  a 
week  after  its  gruelling  coverage  resembled  a 
delegate  nursing  a  lingering  hangover. 

Still  to  be  counted,  for  example,  were  actual 
losses  accruing  to  the  three  tv  and  the  four 
radio  networks.  As  of  last  week,  officials  stuck 
to  earlier  estimates  of  from  $4.1  million  to  $5.1 
million  total  for  all  networks.  These  figures 
include  pre-emption  charges  and  production 
costs  not  made  up  by  revenue  obtained  from 
sponsorship  of  radio-tv  coverage  (about  $14.5 million  in  all). 

Individual  Estimates 

NBC  estimates  its  total  loss  in  the  vicinity 
of  $1.5  million  to  $2  million.  CBS.  while  not 
disclosing  a  figure,  expects  its  losses  to  be  near 
the  NBC  estimate.  ABC  officials  also  declined 
comment,  but  the  network  is  understood  to  have 

expected  a  loss  of  about  $1  million.  Mutual's 
(radio  only)  losses  will  run  about  $100,000. 

Best  available  figures  indicated  last  week  that 
tv  network  pre-emptions  of  regularly  scheduled 
commercial  programming  during  the  two  con- 

ventions came  out  almost  exactly  as  estimated 
just  before  the  GOP  conclave  wound  up — a 
three-network  total  of  approximately  109  hours, 
as  against  108  hours  projected  as  the  Republi- 

cans were  entering  their  final  session  [B*T,  Aug. 
27].  The  total  was  far  above  the  66  hours 
predicted  by  network  authorities  before  the 
conventions  got  under  way,  however  [B»T,  Aug. 6]. 

In  coverage  of  the  sessions  of  the  two  con- 
ventions— not  counting  numerous  special  pro- 

grams— the  three  tv  networks  put  in  a  combined 
total  of  169  hours  51  minutes,  a  slight  downward 
adjustment  of  the  predicted  total  of  173  hours 
46  minutes.  For  both  conventions,  NBC-TV 
estimated  its  coverage  at  56  hours  35  minutes; 
ABC-TV  placed  its  at  56  hours  43  minutes, 
and  CBS-TV  reported  56  hours  33  minutes. 
The  Democrats  got  the  most  time — a  total  of 
about  35  hours  per  network. — because  their 
convention  ran  a  day  longer. 

Commercial  pre-emptions  went  approximately this  way. 

ABC-TV:  7  hours  30  minutes  during  Dem- 
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Investigate 

KASHBOX 

the  hottest  food  merchandising 

radio  deal  in  Cincinnati 

—  exclusive  with 

WCKY 

21,468 

"Proof  of  Purchase"  pieces  of 

mail  in  17  weeks,  for  "KASH- 

BOX" advertisers 

More  than 

$4000 

in  cash  awards  to  "KASHBOX" 

winners,  and  grocers,  in  17  weeks. 

WCKY ON     THE    AIR  EVERYWHERE T  W  E  N  T 



For  food  sales  and  distribution 

in  the  greater  Cincinnati  market,  use 

WCKY's  "KASHBOX" 

No  guesswork  about  "KASHBOX 

Results.  "Proof  of  Purchase" 

TELLS  you. 

rr 

Huge  cash  awards  for  listeners! 

Bonus  cash  awards  for  grocers! 

Proven  sales  results  for  advertisers! 

For  increased  sales  and  distribution 

results  in  the  greater  Cincinnati  area 

use 

WCKY's  "KASHBOX" 

50,000  WATTS  OF  SALES  POWER 

BUY  WCKY  .  .  .  INVESTIGATE  TODAY 

NEW  YORK 
Tom  Welstead 
Eastern  Sales  Mgr. 
53  E.  51st  St. 
Phone:  Eldorado  5-1127 

CINCINNATI 

C.  H.  "Top"  Topmiller WCKY  Cincinnati 
Phone:  Cherry  1-6565 

CHICAGO 
A  M  Radio  Sales 
Jerry  Glynn 
400  N.  Michigan  Ave. 
Phone:  Mohawk  4-6555 

SAN  FRANCISCO 
A  M  Radio  Sales Ken  Carey 

607  Market  St. 
Phone:  Garfield  1-0716 

LOS  ANGELES 
A  M  Radio  Sale* 
Bob  Block 
5939  Sunset  Blvd. 
Phone:  Hollyw'd  5-0695 

I-FOUR    HOURS    A  DAY 

STATION 

CIN 

SEVEN  DAYS 
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ocratic,  19  hours  during  GOP.  Total  44  hours 
45  minutes. 

CBS-TV:  25  hours  during  Democratic,  20 
hours  30  minutes  during  GOP.  Total  45  hours 
30  minutes. 

In  radio,  hours  of  coverage  were  substantially 

the  same  as  the  tv  totals,  with  Mutual's  radio- 
only  operation  adding  to  approximately  55  hours 
15  minutes.  Pre-emptions  were  much  more 
difficult  to  figure  in  radio,  however,  because 

the  patterns  of  selling  vary  widely.  Best  avail- 
able estimates  placed  the  combined  pre-emption 

total  for  ABC  Radio,  CBS  Radio  and  Mutual 
at  about  20  hours.  NBC  Radio  reported  that  it 

had  rescheduled  commercials  and  kept  pre- 

emptions to  a  "negligible"  figure. 

Commitment  Passed 

CBS  authorities  reported  last  week  that 

Westinghouse  Electric  Corp.,  which  spon- 
sored its  radio  and  tv  coverage  of  the 

conventions,  got  a  total  of  128  com- 
mercials during  the  Democratic  and  Re- 
publican sessions.  This  is  eight  more  than 

the  minimum  guaranteed  in  the  CBS- 
Westinghouse  sponsorship  contract.  Of 

the  128,  Betty  Furness  handled  90 — 46 
during  the  Democratic  convention,  44 

during  the  GOP. 

POLITICAL  PARTIES 

SET  RADIO-TV  TIME 

Democrats  and  Republicans 

announce  plans  for  use  of 

broadcast  media  during  com- 

ing presidential  campaign 

Both  parties  intend  to  use  all 

major  networks. 

THE  TWO  national  political  committees  by 
last  week  lined  up  most  of  the  radio  and 
television  network  time  they  will  use  in  the 
1956  presidential  election  campaign. 

The  Democrats  open  with  a  simulcast  on  all 
national  radio-tv  networks  from  9:30-10  p.m. 
Sept.  13,  when  Gov.  Adlai  Stevenson,  the 
Democratic  nominee,  addresses  a  $100-a-plate 
fund-raising  dinner  sponsored  by  the  Pennsyl- 

vania State  Democratic  Committee  at  Harris- 
burg. 

Other  "saturation"  (all  radio-tv  networks) 
presentations  are  planned  by  the  Democratic 
National  Committee  for  half-hours  on  Oct.  23 
and  Nov.  3  in  prime  evening  times.  In  addition 
the  committee  has  blocked  out  half-hours  on 
single  unannounced  radio  and  tv  networks  for 
Sept.  28,  Oct.  8,  Oct.  29  and  Nov.  5  (the  Nov. 
5  program  immediately  following  the  GOP 
network  Election  Eve  presentation).  The  com- 

mittee did  not  announce  which  of  the  pro- 
grams, except  for  Sept.  13,  would  feature  Gov. 

Stevenson,  Sen.  Estes  Kefauver,  the  Democratic 
vice  presidential  candidate,  and  others. 

The  Democratic  committee  also  plans  to  use 
89  five-minute  spots,  the  bulk  on  tv  networks 
and  the  rest  on  radio,  a  spokesman  said.  The 
spots  will  run  adjacent  to  regular  half-hour 
network  programs  cut  to  25  minutes  with  44 
to  be  evening  spots  and  45  daytime. 

A  majority  of  the  taped  and  filmed  spots 
will  feature  candidates  Stevenson  and  Kefauver, 
but  some  will  include  other  Democratic  leaders 
and  candidates,  including  such  figures  as  Sen. 

Wayne  Morse  (D-Ore.),  himself  a  candidate 
for  re-election,  and  Gov.  Averell  Harriman  of 
New  York,  a  pre-convention  contender  for  the 
Democratic  presidential  nomination. 

15  Half-Hours  for  GOP 

GOP  committee  plans  call  for  the  use  of  15 
half-hours  on  individual  tv  networks,  according 
to  a  schedule  which  A.  T.  Goulding.  a  public 
relations  spokesman,  said  is  subject  to  revision, 

but  probably  is  "95%  correct."  The  Republi- 
can schedule  also  lists  32  tv  spots  for  the  cam- 

paign and  a  full  hour  on  all  three  tv  networks 
Nov.  5  (Election  Eve).  Up  to  late  last  week, 
no  dates  had  been  announced  for  President 

Dwight  Eisenhower's  appearance  on  any  of  the 
programs,  nor  speeches  of  Vice  President  Rich- 

ard Nixon  or  other  GOP  spokesmen. 

The  Republican  television  schedule,  which 
starts  Sept.  19,  was  listed  as  follows: 

EDT  (p.  m.)—  Sept.  19— CBS.  9:30-10;  25— 
CBS,  9:30-10:  Oct.  1.-8-8:30;  4— NBC,  8:30- 
9;  9— NBC,  9-9:30:  12— NBC,  9:30-10;  15— 
NBC,  9:25-30;  ABC,  10:25-30;  16— CBS,  7:55- 
8;  ABC,  8:30-9;  17— ABC,  10:55-11;  CBS, 
9:55-10;  NBC,  10:30-11;  19— CBS,  9:30-10; 
20— NBC,  10:55-11;  22— NBC.  8:55-9;  CBS, 
9:30-10,  10:55-1  1;  23— CBS,  10:25-30,  NBC, 
10:25-30;  24— CBS.  9-9:30,  10:55-11;  NBC, 
9:55-10;  ABC,  10:55-11;  25— CBS,  10:55-11; 
NBC,  9:55-10;  26— NBC,  9-9:30,  9:55-10;  27— 
ABC,  9:55-10;  CBS,  8:55-9;  NBC,  8:55-9. 

EST  (p.  m.)—  Oct.  29— NBC.  10:25-30;  CBS, 
8:55-9;    30— CBS,    9:25-30,    10:30-11;  NBC, 
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Deft,  Daft  &  Different! 

"Lloyd's  Unlimited" 
3:30  to  6  P.M.  •  Mondays  thru  Fridays 

The  D.  J.  All  Rochester  is  Talking  About 

You  never  know  what  Bob  E.  Lloyd  is  going  to  say  or  do— 

but  you  do  know  that  it  will  be  original  and  amusing. 

Rochesterians  like  him  because  he  makes  'em  laugh.  Sponsors 

like  him  because  he  makes  'em  money.  Contact  us  for  details 
about  rates  and  availabilities. 

BUY  WHERE  THEY'RE  LISTENING ROCHESTER'S  TOP-RATED  STATION 

^^^^     3,000  WATTS 
Representatives:  EVERETT-McKINNEY,  Inc.  New  York, Chicago.  LEE  F.O'CONNELL  Co.,  Los  Angeles,  San  Francisco 
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"I  read  Ad  Age 

practically  
from  cover 

to  cover 

says  FAIRFAX  M.  CONE 

President 

Foote,  Cone  &  Belding 

"The  fact  is,  I  read  Advertising  Age  practically 

from  cover  to  cover.  Certainly,  I  scan 

every  column.  This  is  where  I  get  my  news 

of  the  advertising  business,  and  I  am  constantly 

reminded  how  amazingly  accurate  it  is." 

FAIRFAX  M.  CONE 

Mr.  Cone  graduated  from  the  University  of  California 
in  1926  and  entered  the  advertising  business  through 

the  promotion  department  of  the  San  Francisco 
Examiner.  From  copywriter  and  account  executive 

for  Lord  &  Thomas  advertising  agency,  he  was  pro- 
moted to  vice  president  and  placed  in  charge  of  the 

San  Francisco  office.  Successive  promotions  moved 
him  to  New  York  where  he  was  in  charge  of  creative 

work,  and  then  to  Chicago  where  he  became  executive 

vice  president  of  the  agency.  With  Emerson  Foote 
and  Don  Belding,  Mr.  Cone  established  Foote,  Cone 
and  Belding  in  1943. 

Among  the  racing,  turbulent  timetables  of  important  executives  handling  important  advertising 

accounts,  there  are  few  spots  available  for  the  sales  stories  of  salesmen,  direct  mail  or  other  sales 

media.  That's  why  Advertising  Age's  unique  brand  of  readership  among  people  who  are  important 
to  you  offers  you  such  an  unusually  effective  sales  tool.  For  column  by  column — often  cover  to  cover 

— the  news  and  advertising  messages  in  Ad  Age  get  read  not  only  by  those  who  activate,  but  those 
who  influence  important  market  and  media  decisions  as  well. 

At  Foote,  Cone  &  Belding,  for  example,  selecting  and  planning  important  broadcast  schedules  is  a 

major  program  involving  many  executives  on  many  important  accounts.  In  1955,  F  C  &  B  ranked  14th 

among  all  agencies  handling  broadcast,  with  a  combined  radio-tv  billing  of  $20.5  million.* Among 
its  accounts  were  General  Foods,  Lever  Brothers,  Safeway  Stores,  Armour  &  Co.,  and  other  important 

spot  advertisers. 

Every  week,  165  paid-subscription  copies  of  Ad  Age  get  regular  readership  among  Foote,  Cone  & 
Belding  executives.  Further,  83  paid-subscription  copies  of  AA  reach  sales,  advertising  and  other 
management  executives  among  the  advertisers  mentioned. 

Add  to  this  AA's  35,000  paid  circulation,  its  tremendous  penetration  of  advertising  agencies  with  a 
weekly  paid  circulation  of  over  9,000  agency  people  alone,  its  intense  readership  by  top  executives 

in  national  advertising  companies,  its  unmatched  total  readership  of  over  120,000 — and  you'll  recog- 
nize in  Advertising  Age,  a  most  influential  medium 

for  swinging  broadcast  decisions  your  way  in  1956. 

*  Broadcasting-Telecasting  1955  Report 

Advertising  Age 

200     EAST     ILLINOIS     STREET  .  CHICAGO     11,  ILLINOIS 

7  Year  (52  issues)  $3  \^ 

FCC  Mora  lo 

Drop  In,'  Hal 

De-InJermii' 

mzmnassmm 
Hijh  Priaj.  Hoi  Enough  Program, 
Poor  Tubn  SSJJ  Hold  Dp  Color  TV 
Scoop  at  Soap, 

to  CorarOQ .' TV  WaatM  £a>  Both 
'lo-ifon  «««lva*  ln.tr.  ABC  aod 
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Station's  Straw  Vote  Steals  Fair  Spotlight 
A  POLITICAL  straw  vote  conducted  by 

WCCO  Minneapolis-St.  Paul  for  the  1956 
presidential  and  state  gubernatorial  races 
was  a  highlight  of  the  Minnesota  State  Fair, 
which  began  Aug.  25  and  ends  today 
(Monday). 

The  station  had  two  voting  machines  set 

up  in  its  headquarters  in  the  fair's  agricul- 
ture-horticulture building,  and  eligible  voters 

attending  the  fair  were  invited  to  cast  bal- 
lots for  their  favorite  candidates  throughout 

the  10  days  of  the  exposition. 

Returns  for  the  first  five  days:  In  the  presi- 
dential race.  Eisenhower.  5.675.  and  Steven- 

son. 3.147:  in  the  state  gubernatorial  race. 
Ancher  Nelson.  Republican,  5.140  and  Gov. 
Orville  Freeman.  Democratic  incumbent, 

3,143. 
Voting  machines  used  by  WCCO  were 

the  same  type  that  is  to  be  adopted  by  the 
city  of  Minneapolis  during  the  coming  year 
and  gave  citizens  a  chance  to  acquaint 
themselves  with  the  machines  that  will  be 
used  in  future  elections. 

Throughout  the  balloting,  members  of 
the  Leaaue  of  Women  Voters  and  Min- 

MINNESOTA  State  Fair  visitors  line  up 

to  cast  ballots  on  one  of  two  voting  ma- 
chines used  in  the  WCCO  straw  vote. 

neapolis  Voters  Registration  Bureau  were 
on  hand  to  instruct  voters  on  the  ma- 

chines' operation. 

8:55-9;  31— CBS.  8:55-9:  NBC.  9:55-10:  Nov. 
I— NBC.  9:30-10.  10:55-11;  CBS,  9:25-30:  2— 
NBC.  9:55-10:  CBS.  10:55-11:  3— NBC.  9:55- 
10.  10:30-11;  CBS,  7:25-30;  5— NBC,  8:55-9, 
II-  12;  CBS,  11-12  (repeated  at  11-12  PST); 
ABC.  11-12. 

President  Eisenhower,  it  was  understood,  has 

agreed  to  make  five  or  six  nationwide  radio-tv 
addresses,  but  dates  haven't  been  announced, 
and  it  was  said  some  of  them  will  originate 
from  outside  Washington. 

The  Republicans  say  the  division  of  time  be- 
tween radio  and  tv  is  flexible,  with  the  likeli- 

hood that  more  radio  will  be  used  in  areas  with 
light  tv  saturation  and  more  tv  in  areas  where 
the  medium  has  the  heaviest  set  count.  A  defi- 

nite lineup  of  radio  network  schedules  was  to 
be  announced  later. 

The  30-minute  purchases  were  made  with  the 
view  of  replacing  high-rating  programs  and  the 
five-minute  spots  are  planned  to  follow  popu- 

lar tv  shows,  where  possible. 

Three  Broadcasters  Active 

For  Democratic  Candidates 

THREE  broadcast  executives  are  aligned  ac- 
tively with  the  Volunteers  for  Stevenson- 

Kefauver,  it  was  revealed  last  week  following 

a  meeting  of  leaders  of  an  organization  com- 
mittee in  Washington. 

Named  as  vice  chairmen  of  the  organizing 
group  were  Nathan  Straus,  president  of  WMCA 

New  York,  who  is  chairman  of  the  Mayor's Advisory  Council,  and  Murray  D.  Lincoln, 
president  of  Peoples  Broadcasting  Corp. 
(WRFD  Worthington.  Ohio.  WTTM  Trenton. 

N.  J.,  WMMN  Fairmont,  W.  Va..  WGAR-AM- 
FM  Cleveland.  Ohio),  who  also  is  national 
president  of  CARE  Inc.  and  president  of  the 
Cooperative  League  of  the  U.  S. 

Co-chairman  of  Volunteers  for  Stevenson- 
Kefauver  is  Barry  Bingham,  president  of 
WHAS-AM-TV  Louisville  and  the  Courier- 
Journal  and  Times  there. 

The  volunteers  announced  plans  to  round  up 
independent  voters  to  vote  the  Democratic 
ticket  and  announced  a  door-to-door  drive  for 
small  contributions  to  finance  the  campaign. 

Live  Convention  Conference 

Won't  Set  Pattern— Ike 

LIVE  radio-tv  pickups  of  Presidential  news  con- 
ferences will  not  replace  delayed  coverage, 

President  Eisenhower  told  newsmen  Friday.  He 
said  the  live  broadcast  from  the  San  Francisco 

convention,  when  President  announced  that  the 

"dump  Nixon"  drive  had  been  abandoned,  was 
a  one-shot  affair  based  on  his  desire  to  make 

information  available  quickly  to  newsmen  cov- 
ering the  convention. 

The  President  said  he  definitely  will  not  con- 
duct a  barnstorming  or  whistle-stopping  cam- 

paign, adding  this  policy  will  not  keep  him  from 
making  specific  trips  to  key  spots.  As  to  his 
radio-tv  plans  for  the  campaign,  he  said  the 
whoie  subject  is  still  in  the  discussion  stage. 

Brightman  Duties  Increased 

SAMLEL  C.  BRIGHTMAN,  publicity  director 
for  the  Democratic  National  Committee,  last 

week  was  given  additional  duties  as  director  of 

public  affairs  for  the  Democrats.  He  takes  over 
duties  formerly  handled  by  DNC  Deputy  Chair- 

man Clayton  W.  Fritchey,  who  has  been  named 

news  secretary  to  Democratic  presidential  nom- 
inee Adlai  Stevenson. 
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STATIONS 

New  Execs  at  Triangle, 

WNHC  Control  Switched 

THE  Radio  and  Tv  Div.  of  Triangle  Publica- 
tions Inc.  last  week  took  over  control  of 

WNHC-AM-FM-TV  New  Haven,  Conn.,  and 
also  announced  the  promotiton  of  one  execu- 

tive within  the  parent  organization  and  the 
addition  of  another. 

David  J.  Bennett,  formerly  general  manager 

of  WTPA  (TV)  Harrisbur'g,  Pa.,  has  been named  executive  assistant  to  General  Manager 

Roger  Clipp  of  Triangle's  radio-tv  division. 
Mr.  Bennett  is  a  past  president  of  the  Pennsyl- 

vania Assn.  of  Broadcasters. 

Edward  M.  Scala,  program  director  of  Tri- 

MR.  BENNETT 

angles  WFBG-AM-TV  Altoona,  Pa.,  was  ad- 
vanced to  general  manager  of  the  stations.  He 

has  served  in  various  executive  capacities  with 
another  Triangle  property,  WNBF-AM-TV 
Binghamton,  N.  Y.,  for  16  years. 

Triangle's  (Walter  H.  Annenberg  and  family) 
S5.4  million  purchase  of  the  New  Haven  sta- 

tions from  Aldo  DeDominicis,  Patrick  Goode 
and  associates  fF.lm  City  Broadcasting  Co.)  re- 

ceived FCC  approval  June  20  [B«T,  June  25]. 
Mr.  Clipp  announced  that  Mr.  DeDominicis 
will  continue  as  general  manager  and  that 
Messrs.  Patrick  and  Michael  Goode  will  be 
retained  as  consultants. 

Mr.  Clipp  also  said  that  the  WNHC  stations 
shortly  will  discuss  with  public,  private  and 
parochial  school  officials  of  New  Haven  plans 
for  a  series  of  in-school  programs  to  supple- 

ment local  curricula. 

WNHC  went  on  the  air  in  1944,  the  fm 

operation  started  in  1948.  WNHC-TV  also 
began  telecasting  in  1948  on  ch.  13,  is  pri- 

mary ABC-TV  affiliate  and  also  carries  CBS 
programs.  Other  Triangle  properties,  in  addi- 

tion to  the  New  Haven,  Binghamton  and  Al- 
toona stations,  are  WFIL-AM-FM-TV  Phila- 

delphia, 50%  of  WHGB  Harrisburg,  Pa.,  and 
the  firm  holds  an  FCC  grant  to  purchase 
WLBR-TV  Lebanon,  Pa.,  subject  of  a  protest 
hearing.  An  FCC  hearing  examiner  Aug.  24 
recommended  that  the  November  1955  pur- 

chase approval  be  affirmed.  In  addition,  Tri- 
angle publishes  the  Philadelphia  Inquirer,  Tv 

Guide,  Seventeen  and  other  publications. 

McDowell  to  Long  Beach  Post 

LARRY  McDOWELL,  general  manager  of 
KCSB  San  Bernardino,  Calif.,  has  resigned  to 

become  director  of  the  newly  established  Ma- 
rine Dept.  of  the  City  of  Long  Beach,  Calif. 

Mr.  McDowell  has  been  in  the  industry  since 
he  helped  build  KFOX  Long  Beach  in  1924. 

He  stayed  with  that  station  until  "retiring"  in 
1954  for  a  short  time,  before  accepting  the 
KCSB  post. 

Schofield,  Promotion  Chief, 

Named  Storer  Vice  President 

.ARTHUR  C.  SCHOFIELD,  advertising  and 
sales  promotion  director  of  Storer  Broadcasting 
Co.,  has  been  promoted  to  a  vice  presidency, 
according  to  Lee  B. 
W  a  i  1  e  s  ,  executive 
vice  president.  The 
action  was  taken  at 
a  board  meeting  held 
in  New  York. 

Mr.  Schofield  will 
continue  in  charge  of 
advertising  and  sales 

promotion  having  as- sumed the  duties  in 

1952.  He  is  the  win- 
ner of  13  national 

advertising  and  pro- 
motion awards  and 

is  widely  known  as 

a  public  speaker.  Last  week  he  addressed  the 
Georgia  Assn.  of  Broadcasters  (story  page  40) 

and  was  a  speaker  at  the  NARTB  convention 
in  April. 

A  feature  writer-artist  on  the  Philadelphia 

Inquirer  in  the  early  '30's,  Mr.  Schofield  moved 
to  Crowell-Collier  Publishing  Co.  and  in  1932 
began  radio  network  roles  as  writer  and  per- 

former. He  turned  to  the  business  side  of 

broadcasting  in  1941  with  RCA- Victor  Re- 
ceiver Div.,  joining  WFIL  Philadelphia  after 

World  War  II  and  then  moving  to  KYW  that 
city  as  advertising-sales  promotion  manager. 

Wtih  the  advent  of  tv,  he  wrote  and  produced 
several  weekly  programs,  becoming  DuMont 
Tv  Network  advertising-promotion  director. 
In  1950  he  joined  Paul  H.  Raymer  Co.,  station 

representatives,  as  promotion-research  director. 

MR.  SCHOFIELD 

telli  me 

And  WSPD-TV  speUs  sales  for 

you  in  the  Billion  Dollar  North- 
western Ohio  Market!  Only 

WSPD-TV  can  give  you  cover- 

age of  this  wealthy  23  county 

area  for  a  total  of  406,000  TV 

homes! 

Investigate  this  market — call 
Katz! 

STORER  STATION 

WSPD-TV
 O    L    E    D  O OHIO 
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"funny  thing  happened 

on  my  way  to  the  studio 

LOOKING  altogether  unconcerned  as  they 

stride  off  to  their  day's  work,  the  two  above 
are  about  to  write  a  new  page  in  broadcast 
precedents.  They  are  Jim  Kirk  (1),  manager, 
and  Vern  Arnette,  commercial  manager,  of 

WMOP  ("wetmop")  Ocala,  Fla.,  about  to  do 
a  full  day's  broadcasting  15-ft.  below  sur- 

face in  Florida's  famous  Silver  Springs. 
As  the  pictures  below  testify,  they  did. 

Why  is  debatable,  but  the  fact  is  that  tv, 
newspapers  and  newsreels  were  on  hand  to 
cover  the  event,  and  a  below-surface  tele- 

phone rang  all  day  with  requests  from  lis- 
teners. 

Messrs.  Kirk  and  Arnette  set  up  shop 
from  6  a.m.  to  7:15  p.m.  last  Thursday  in 
a  3'x8'x8'  air  lock  where,  among  other  things, 
they  interviewed  visitors  who  stopped  by. 
News  bulletins  and  meals  were  brought 
down  in  air  tight  containers  by  other  divers. 

After  the  broadcast,  Mr.  Kirk  said,  "This 
is  more  than  a  stunt.  It  further  proves  the 

extreme  versatility  of  radio."  And  who's  to 
deny  it? 

AQUATIC  broadcasters 
Arnette  (I)  and  Kirk  at 
work  underwater. 

MANAGER  Kirk  on  the 

way  down  to  the  air 
lock  15-ft.  below. 

WSVA-AM-FM-TV  Announces 

Changes;  P,  G,  W  Appointed 

PERSONNEL  changes  at  WSVA-AM-FM-TV 
Harrisonburg,  Va.,  were  announced  last  week 
by  General  Manager  Hamilton  Shea. 
Howard  (Bud)  Evans,  who  has  been  with 

the  stations  two  years,  has  been  named  gen- 
eral manager  for  both  radio  and  tv,  and  Lee 

Dechert,  WSVA  sales  representative  and  air 
personality  for  the  past  12  years,  becomes  local 
sales  manager. 

Richard  Johnson,  with  WSVA  since  1941 

and  previously  program  director,  takes  over 

the  newly-created  post  of  manager  of  sales 
promotion.  Andy  McCaskey  will  manage  au- 

dience promotion  and  station  publicity. 

Wip  Robinson  has  been  named  news  editor; 
Homer  Quann  has  become  manager  of  the 
farm  department;  Alvin  Mullenax  takes  over 
program  director  duties  in  radio,  and  Robert 
E.  Lee  continues  as  manager  of  the  television 

program  department. 
Mrs.  Virginia  C.  Lindamood  is  director  of 

women's  activities  for  radio  and  tv;  R.  D. 

Coleman,  traffic;  Harold  Wright,  business  man- 
ager, and  Warren  L.  Braun  is  in  complete 

charge  of  radio  and  tv  engineering  with  a  staff 
of  12  engineers  and  production  specialists. 

Appointment  of  Peters,  Griffin,  Woodward 

Inc.,  as  WSVA-AM-TV  representatives,  also 
was  announced  last  week  by  Mr.  Shea.  The 

appointment  was  effective  Sept.  1.  The  Harri- 
sonburg stations  are  jointly  owned  and  oper- 

ated by  Shenandoah  Valley  Broadcasting  Inc. 
and  Transcontinent  Corp.  WSVA  operates  on 

5  kw  at  550  kc  and  WSVA-TV  on  ch.  3. 

Rios  to  KITO  Managership, 

Schofield  Moves  to  KRKD 

RAY  RIOS,  commercial  manager  of  KRKD 

Los  Angeles,  has  been  appointed  general  man- 
ager of  KITO  San  Bernardino,  Calif.,  it  was 

announced  last  week  by  Frank  Oxarart,  vice 

president  and  general  manager  of  Continental 

Telecasting  Corp.,  parent  company  of  Cosmo- 
politan Broadcasting  Co.,  KITO  licensee.  Mr. 

Rios  has  been  in  Los  Angeles  radio  since  1929, 
much  of  that  time  with  KRKD. 

Dick  Schofield,  commercial  manager  of 

KXLA  Pasadena,  Calif.,  has  been  named  to 
succeed  Mr.  Rios  at  KRKD,  Mr.  Oxarart  said. 

Effective  today  (Monday),  KRKD  changes  pro- 
gram format  to  all  country  and  western  music, 

he  added,  with  three  new  disc  jockeys  ap- 
pointed to  the  KRKD  staff.  They  are  Tom 

Brennen  and  Joe  Nixon  from  KXLA  and  Joe 
Allison  from  WSIX  Nashville,  Tenn.  KRKD 

assistant  general  manager  is  Keith  Kirby. 

New  Power  for  KSBW-TV 

QUARTER-MILLION  dollar  full-power  instal- 
lation of  KSBW-TV  Salinas-Monterey,  Calif., 

on  top  3,328-ft.  Fremont  Peak  will  go  into  oper- 
ation Sept.  11,  President  John  C.  Cohan  has 

announced.  The  new  transmitter  will  bring 

all  available  CBS-TV  and  NBC-TV  color  shows 
into  the  area  this  fall.  Claimed  service  area  is 

extended  to  include  four  new  counties  includ- 
ing the  markets  of  San  Jose,  Merced  and 

Modesto.  KSBW-TV  is  assigned  240  kw  on 
ch.  8. 
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DOCUMENTS  transferring  WHAM-AM-FM-TV  Rochester,  N.  Y.,  from  Stromberg-Carlson 
Corp.,  a  division  of  General  Dynamics  Corp.,  to  Transcontinent  Television  Corp.  are 
signed  by  officials.  L  to  r  (seated)  are  David  C.  Moore,  president  of  Transcontinent,  and 
Lambert  J.  Gross,  vice  president  of  finance,  General  Dynamics,  and  (standing)  Arthur 
E.  Heimbach,  president.  General  Railway  Signal  Co.,  Rochester,  and  John  P.  McGuire 
Jr.  assistant  counsel,  General  Dynamics.  Two  days  after  the  purchase  was  completed, 
Transcontinent  sold  WHAM  Radio  to  Riggs  &  Greene  Broadcasting  Corp. 

★  *  ★ 

Transcontinent  Sells  WHAM 

To  Riggs  &  Greene  Bcstg. 

WHAM  Rochester,  N.  Y.,  was  sold  by  Trans- 
continent Television  Corp.  to  Riggs  &  Greene 

Broadcasting  Corp.  last  Wednesday,  two  days 
after  it  was  purchased,  along  with  WHAM-TV, 
by  Transcontinent  from  the  Stromberg-Carlson 
Corp.  [At  Deadline,  Aug.  27]. 

John  S.  Riggs,  Elmira,  N.  Y.,  attorney,  and 
F.  Robert  Greene,  Buffalo  advertising  executive 
are  president  and  vice  president,  respectively,  of 
Riggs  &  Greene. 

Mr .  Greene  will  be  general  manager  of 
WHAM.  He  was  associated  with  WGR  Buf- 

falo as  commercial  representative  from  1934 
to  1946  and  as  assistant  general  manager  from 
1946  to  1953.  Since  then,  he  has  been  head 

of  Finley  H.  Greene  Advertising  Agency,  Buf- 
falo. 

Arthur  Kelly,  longtime  sales  manager  of 
WHAM,  will  continue  in  that  position. 

WHAM's  program  manager  is  Lockwood  (Dick) 
Doty,  former  NBC  news  commentator  and,  for 

the  past  three  years,  WHAM  disc  jockey.  Ray- 
mond Lucia,  supervisor  of  radio  engineers  un- 

der the  combined  WHAM  Radio  and  WHAM- 
TV  operation,  will  be  chief  engineer  of  WHAM. 

O'Connor  Buys  Florida  Am 
WPFA  Pensacola,  Fla.,  was  sold  Aug.  24  to  J. 

W.  (Bill)  O'Connor,  veteran  Chicago  radio-tv 
announcer,  for  $77,500,  subject  to  FCC  approv- 

al. Broker  was  Blackburn-Hamilton  Co.  Mr. 

O'Connor  is  co-owner  of  Lucas-O'Connor 
Films,  Evanston,  111.  Selling  firm  is  Lamar 
Outdoor  Adv.  Co..  headed  by  Charles  W.  Lamar 
Jr.,  WPFA  president,  and  Kevin  P.  Reilly,  gen- 

eral manager.  Station  operates  on  790  kc  1 
kw  daytime.  WPFA-TV,  ch.  15  outlet,  is  dark. 

KGGM-TV  Network  Color  Set 

KGGM-TV  Albuquerque,  N.  M.,  has  pur- 
chased necessary  equipment  and  plans  to 

begin  colorcasting  CBS-TV  network  color  pro- 
grams Oct.  6,  President  A.  R.  Hebenstreit  has 

announced.  At  the  same  time,  the  ch.  13  out- 
let will  boost  its  power  to  89.1  kw,  using  a  new 

General  Electric  transmitter. 

NEW  ORLEANS 

the 

OK  Negro  Radio  Buy 
is 

JOSEPH  J.  WEED  (r),  president  of  Weed 

Tv  Corp.  and  founder  of  Weed  &  Co.,  sta- 
tion representative,  congratulates  Ed  At- 

wood,  this  year's  recipient  of  the  Joseph 
Weed  Scholarship  at  Iowa  State  College, 
Ames. 

SUPERMARKET! 

$160  MILLION 

WORTH  OF  GOODS 

SOLD  LAST  YEAR  IN 

METROPOLITAN  MACON! 

Here's  dramatic  proof  that  Macon  is  truly 

the  supermarket  of  fast-expanding  Middle 
Georgia.  The  Macon  market,  with  a  41.6% 
increase  in  retail  sales  during  the  past  five 

years,  topped  all  but  three  of  the  nation's top  25  markets  in  sales  growth.  Macon 

retailers  last  year  rang  up  a  total  of  nearly 

$160  million  in  sales.  This  industrially-rich, 

agriculturally-prosperous  area  is  on  the 
move  .  .  .  and  fast! 

TWO  STATIONS— AND  TWO  ALONE 

GIVE  YOU  OVER-ALL  COVERAGE 

Broadcasting    •  Telecasting 

WMAZ  and  WMAZ- 

TV  continue  to  domi- 

nate Middle  Georgia's broadcast  audiences. 

Your  audience  surveys 

document  this  . . .  time 

and  time  again.  And 

there's  a  reason  for 

this,  too  .  .  . 

GOOD  BROADCASTING 

MAKES  THE  DIFFERENCE 

Add  it  up:  Imaginative  local  programming. 

Top  network  offerings.  Middle  Georgia's 
finest  facilities.  Skillful  promotion.  Results 

command the  attention  of  all  Middle  Georgia. 

THESE  STATIONS 

MOVE  MERCHANDISE: 

WMAZ 

10,000  Watts-940  Kc-CBS 
MEMBER:  GEORGIA  BIG  5 

WMAZ-TV 
Channel  13— CBS-  ABC -NBC 

Represented 
Nationally  by : 

AVERY- 5CN0DEL,  INC. 
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Commanding  a  combined  "king- 

size"  empire  of  194,080  sets!  It's 

all  vours  with  one  economnical 

purchase  —  the  K-DUB  Stations 

'Treasure  Island"  combination. 

KDUB-TV 
LUBBOCK,  TEXAS 

K  P  A  R  -  T  V 
ABILENE  -SWEETWATER,  TEXAS 
KDU  B  -  AM 
LUBBOCK,  TEXAS 

NATIONAL  REPRESENTATIVES:    THE  BRANHAM  COMPANY 
President  and  Gen.  Mgr.,  W.  D.  "DUB"  ROCBtS 

i:3Konbl  Sales  Mgr.  E.  A.  "Buzz"  Hatsett 

Page  68    •    September  3,  1956 

STATIONS 

THE  HOME  THAT  RADIO  BUILT 

HAMMER,  nails  and  sweat  helped  build  a 
$30,000  model  house,  but  radio  made  it  a 
home. 

The  house  in  question — a  1957  split-level 

structure  designed  for  "young  and  gracious 
living" — was  put  up  late  this  past  spring  by 
an  enterprising  Watertown,  N.  Y.,  builder 
named  E.  L.  Alexander  in  conjunction  with 
the  sales  staff  of  WWNY  Watertown,  which 
felt  that  such  a  home  might  provide  the 
perfect  showcase  for  locally  advertised  goods 
and  services. 

Last  March,  WWNY  set  out  to  find  a  local 
building  contractor  who  would  construct  a 

model  home  "on  spec,"  that  is,  strictly  for 
whatever  promotional  benefits  could  come 
his  way.  In  Mr.  Alexander,  somewhat  new 
to  the  community.  WWNY  found  not  only 
its  man,  but  one  willing  to  purchase  his 
building  material  from  local  suppliers  who, 
in  turn,  would  buy  time  on  the  station  to 
promote  the  completed  structure.  Minimum 
requirement  was  one  spot  a  day  for  five 
weeks,  for  which  the  supplier  not  only  re- 

ceived his  due  airtime,  but  free  display  space 

during  the  actual  "house  warming."  The 
station  also  required  that  the  commercial 
copy  contain  at  least  one  mention  of  the 
WWNY-Alexander  tie-in  as  well  as  exhibi- 

tion dates  during  which  the  public  could 
inspect  the  finished  house. 

On  May  13 — more  than  a  month  before 
the  June  17  opening — over  50  daily  spot 
announcements  began  hitting  the  air.  The 
following  day,  the  lot  on  which  the  home 
was  to  be  built  was  swarming  with  a  host 
of  sidewalk  superintendents. 

Since  WWNY  is  owned  and  operated 
by  the  Watertown  Daily  Times  (which 
also  owns  ch.  7  WCNY-TV  Carthage,  ad- 

jacent to  Watertown),  the  station's  "house- 
and-home"  project  got  more  than  its  share 
of  county-wide  promotion  via  tied-in  radio, 
tv  and  newspaper  announcements.  Paid  radio 
commercials  alone  came  to  1,800! 

By  the  time  June  17  rolled  around,  more 
than  25  local  merchants  and  industries  (in- 

cluding branches  of  such  national  advertisers 
as  Bell  Telephone,  Ford  Motor  Co.  and 

Sears,  Roebuck  had  signed  up  as  "under- 
writers." To  give  their  sales  messages  more 

impact,  WWNY  installed  a  radio  in  each 
room  of  the  house,  then  sold  participations 

in  ten  15-minute  "remote"  broadcasts  direct 
from  the  house,  so  that  while  local  Water- 
towners — 9,000  of  them — were  actually  cir- 

culating about  the  premises,  they  were  hear- 
ing programs  originating  from  the  very  next 

room. 

Says  WWNY  sales  manager  Patrick  E. 

Rheaume:  "Advertiser  acceptance  was  un- 

precedented in  our  station's  history.  Prod- 
ucts and  services  were  sold  on  the  spot  [spon- 
sors included  interior  decorators,  auto  deal- 

ers, sports  equipment  stores,  radio-tv  shops, 
insurance  agents,  painters,  etc.]  and  several 
advertisers  netted  prospect  lists  to  keep  them 

busy  for  several  months!" It  was  SRO  all  the  way,  added  Mr. 
Rheaume.  One  dry  cleaner  regretted  his 

failure  to  participate  in  the  project.  "How 
nice  it'd  have  been,"  he  was  heard  to  muse 
later,  "to  have  had  my  dry  cleaning  in  the 

open  closets." 

WFBR  Baltimore  Goes  Hi-Fi     Bower  Named  to  WKIX  Post 

WFBR  Baltimore  has  completed  its  switch- 
over of  broadcast  equipment  to  facilities  capa- 

ble of  the  highest  fidelity  of  sound  reproduc- 
tion. The  final  link  in  a  series  of  equipment 

conversions  toward  this  goal  came  when  a 
hi-fi  line  connecting  the  studios  at  North  Ave. 
with  the  transmitter  on  the  Patapsco  River 
was  put  into  operation.  The  new  RCA  5  kw 
high  fidelity  transmitter  was  installed  last 
spring. 

ROGER  BOWER  has  resigned  as  program  di- 
rector of  WROW  Albany,  N.  Y.,  to  become 

general  manager  of WKIX  Raleigh, 

N.  C.  it  was  an- nounced last  week. 
A  veteran  of  both 

radio  and  television, 
Mr.  Bower  went  to 
WROW  a  year  ago 

when  the  Hudson 

Valley  Broadcasting 

Co.  began  a  cam- 
paign to  increase  the station's  audience, 

which  is  said  to  have 
doubled  since  that 
time. 

Mr.  Bower  began  his  career  in  New  York 
where  he  eventually  became  senior  radio  anc 
television  director  of  WOR  and  MBS.  He  also 

directed  and  produced  shows  for  NBC  and  CBS. 

MR.  BOWER 

THE  Home  Federal  Savings  &  Loan  Assn., 

Tulsa,  has  signed  for  alternate  sponsor- 
ship with  TG&Y  variety  stores  of  the 

Crunch  and  Des  series  on  KOTV  (TV) 
Tulsa.  Completing  arrangements  for 

Home  Federal's  participation  are  C. 
Wrede  Petersmeyer  (I),  KOTV  president- 
general  manager,  and  Louis  W.  Grant, 
Home  Federal  president  and  chairman  of 
the  board. 

Broadcasting Telecastin< 
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Reorganization  Pays  Off  for  WINN  Louisville 

WHEN  the  present  owners  of  WINN  Louis- 
ville received  FCC  approval  for  the  sta- 

tion's purchase  last  November,  they  em- 
barked on  a  complete  reorganization  with 

three  main  objectives:  (1)  to  set  up  intelli- 
gent and  informative  programming  that 

would  be  entertaining  and  instructive;  (2)  to 
employ  personalities  that  were  competent 
entertainers,  and  (3)  to  build  a  sales  promo- 

tion department  that  would  sell  radio  ad- 
vertising, not  by  attacking  its  competitors 

but  by  having  a  superior  product. 
And,  according  to  Vice  President  Robert 

Wasdon,  in  three  short  months  WINN  has 
climbed  in  prominence  in  Louisville  and  is 
maintaining  its  high  standing  through  the 
use  of  four  outstanding  personalities,  local 
news  and  public  service  features,  extensive 

promotions  "not  of  the  'giveaway'  type" 
and  by  conducting  a  smooth,  businesslike 
operation. 

"This  growth  has  not  been  at  the  expense 
of  other  local  stations,  for  actually  WINN 
has  given  all  of  radio  in  Louisville  a  new 
recognition,  a  greater  acceptance  and  a  new 

awareness  of  radio's  influence  .  .  ."  Mr. 
Wasdon  maintains. 

WINN,  an  independent,  is  Louisville's 
only  24-hour  outlet.  The  station  increased 
its  monthly  revenue  100%  within  a  four- 
month  period.  It  also  raised  its  rates  twice 
within  those  four  months. 

The  station  uses,  repeats,  publicizes,  pro- 
motes and  establishes  the  names  of  its  four 

personalities — Johnny  Martin,  Bill  Gerson, 
Joe  Cox  and  Pat  O'Nan.  Mr.  Martin's 
afternoon  show  has  the  top  Nielsen  rating 

in  Louisville.  WINN's  music  programs  are 
not  interrupted  for  more  than  five  minutes 
at  a  time,  except  for  religious  programming, 
during  the  entire  24  hour  schedule.  WINN 
plays  no  rock  and  roll,  no  rhythm  and 

blues,  no  western  or  country  music.  "This 
appeal  to  fractional  audiences  is  being 

covered  by  other  local  stations,"  Mr.  Was- don says. 

Heavy  emphasis  is  placed  on  local  news. 
Beeper  telephones  are  used  so  that  news 
events  can  be  covered  as  they  happen.  Spe- 

cial programs  are  produced  for  churches, 
civic  clubs  and  community  organizations 
with  the  same  care  put  into  productions  for 

paying  clients,  according  to  the  vice  presi- 
dent. 

After  the  station's  programming  had  been 
placed  in  order,  the  next  phase  of  the  op- 

eration was  to  begin  audience  and  sales 

promotion  to  publicize  WINN  and  its  pro- 

gramming. WINN's  management — including 
General  Manager  Glenn  Harmon  and  Tech- 

nical Director  Jack  Siegel,  besides  Mr.  Was- 
don— all  formerly  were  associated  with 

WLOW  Norfolk,  Va.,  where  they  received 
seven  major  awards  for  effective  promo- 
tions. 

Mr.  Harmon  arranged  trade  agreements 
with  the  transit  company  for  bus  placards 
and  with  eight  local  theatres  for  trailers 
publicizing  WINN.  The  station  has  a 
weekly  mailing  of  jumbo  post  cards  to  500 
Louisville  area  advertisers  and  agencies. 
Memo  pads,  pocket  lighters  and  similar 
promotion  items  are  distributed  as  promo- 

tional aids.  The  station  also  provides  spe- 
cial merchandising  for  clients  on  a  cost 

basis. 

"We  believe  that  WINN's  climb  to  quick 
acceptance  in  Louisville  can  be  duplicated 
anywhere  in  the  nation,  by  any  station 

which  believes  in  radio  and  in  itself,"  Mr. 
Wasdon  said.  "Perhaps  our  experiences  will 
encourage  radio  stations  to  originate,  to 
create,  to  excel,  particularly  those  that  have 

hesitated  to  change." 

New  Managers  for  KSAN 

In  Series  of  Staff  Changes 

ELEVATION  of  Norwood  J.  Patterson  from 

general  manager  of  KSAN-TV  San  Francisco 
to  executive  supervisor  of  the  combined  radio, 
tv  and  real  estate  holdings  of  owner  Sherwood 
H.  Patterson  was  announced  last  week.  Richard 
P.  Bott,  manager  of  KSAN  Radio,  has  been 

promoted  to  general  manager  of  KSAN-TV 
and  is  succeeded  in  the  radio  post  by  Len  T. 
Cinnamond,  former  commercial  manager  of 
KNTV  (TV)  San  Jose. 

Sherwood  Patterson  said  the  movement  of  the 
younger  Patterson  and  Mr.  Bott,  as  well  as  the 
addition  of  Mr.  Cinnamond,  is  part  of  the 

BATON  ROUGE 

the 

OK  Negro  Radio  Buy 
is 

KSAN  "stabilizing  plan"  and  ties  in  with 
creation  of  the  KSAN  radio  and  tv  center  at 

1111  Market  St.,  San  Francisco.  KSAN-TV 
operates  on  uhf  ch.  32  while  KSAN  is  assigned 
250  w  fulltime  on  1450  kc  and  has  been  in 
operation  since  1922. 

REPRESENTATIVE  PEOPLE 

Arthur  H.  Curtis  Jr.,  formerly  head  of  Chicago 
tv  sales  department  of  George  P.  Hollingbery 
Co.,  to  Peters,  Griffin,  Woodward  Inc.,  Chicago, 
as  account  executive.  He  succeeds  John  B. 
Sias,  transferred  to  N.  Y.  office. 

John  Sweeney,  formerly  with  Young  &  Rubi- 
cam,  N.  Y.,  to  Venard,  Rintoul  &  McConnell, 
N.  Y.,  as  salesman. 

Arthur  R.  Trapp,  CBS-TV  account  executive 
to  Hoag-Blair  Co.,  N.  Y.,  in  similar  capacity. 

Doug  Carruth  sales  staff,  KOOL-TV  Phoenix, 
Ariz.,  to  Edward  Petry  &  Co.,  San  Francisco 
office. 

Howard  McFadden,  vice  president  in  charge  of 
radio  sales,  The  Walker  Representation  Co., 
N.  Y.,  to  NBC  Spot  Sales  radio  Department. 

John  de  Waal,  account  executive  with  WBBM 

Chicago,  appointed  account  executive  in  Chi- 
cago with  CBS  Radio  Spot  Sales.  He  succeeds 

Ray  H.  Kremer,  who  has  been  named  sales  de- 
velopment manager  [B«T,  Aug.  27]. 

Broadcasting Telecasting 

WCBM 

leads 

in  Baltimore! 

1st  or  2nd  in 

146  out  of 

212  Vi  hour 
rating 

periods ! 

1st— 104  times! 

2nd— 42  times! 

Here  is  up-to-the  minute  proof  of 

WCBM's  audience  domination  in  the 

nation's  6th  largest  market  ...  in  compe- 

tition with  9  stations!  This  outstanding 

record  is  just  further  proof  of  what  we've 

been  saying  all  along  .  .  .  WCBM  defi- 

nitely offers  the  lowest  cost  per  thousand 

in  the  big  Baltimore  area!  Want  more 

facts?  Just  call  or  write  us  direct  or  ask 

our  representative. 

*Hooper,  June  1956 

WCBM 

10,000  watts  on  680  KC. 

Baltimore  1  3,  Md. 

THE  BOLLING  COMPANY,  INC. 

Representatives 
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A  TENTH  CITY  has  been  added  by  the  Atlantic  Refining  Co.  to  its  schedule  of  tv  weather 

programs:  Savannah,  Ga.,  where  WSAV-TV  is  carrying  the  five-night-a-week  show. 
Making  arrangements  for  the  programs  are  (I  to  r)  Harben  Daniel,  president  of  WSAV- 
TV;  Lou  Madden,  Jacksonville  district  manager  of  Atlantic  Refining;  T.  J.  Donohue,  N.  W. 

Ayer  &  Son  representative;  Bill  Shadburn,  Atlantic  weatherman;  Sergeant  Lea  Jr.,  At- 

lantic's assistant  advertising  manager,  and  Sam  Zurich,  Ayer  tv  production  supervisor. 

REPRESENTATIVE  APPOINTMENTS 

WEOA  Evansville,  Ind.,  and  WEHT  (TV)  Hen- 
derson, Ky.-Evansville  name  Adam  Young  Inc. 

and  Young  Television  Corp.,  N.  Y. 

KOWH  Omaha  appoints  Adam  Young  Inc., 
N.  Y.,  thus  becoming  second  Todd  Storz  (Mid- 
Continent  Broadcasting  Co.)  station  to  go  with 
Young. 

WHBL  Sheboygan,  Wis.,  names  Burn-Smith  Co. 
Chicago,  for  national  sales. 

KGST  Fresno,  Calif.,  owned  by  Morrie  Mindel, 
to  Forjoe  &  Co.  Forjoe  earlier  this  year  was 
named  national  representative  of  new  Mindel 
station  KMPA  Bakersfield,  Calif. 

WSKN  Saugerties,  N.  Y.,  to  Thomas  F.  Clark 
Co.,  N.  Y.,  for  national  sales. 

SOUTHWEST  VIRGINIA'S  fiiXUm^l  RADIO  STATION 

THE  ONE  THEY 

LISTEN  TO 

MOST... 

...IS  THE 

ONE  TO  BUY  ■ 

In  Roanoke  and  Western  Virginia-rhat's  WDBJ! 

your  Peters,  Griffin,  Woodward  "Colonel" 
has  the  whole  wonderful  story 

WDBJ 

CBS 

■  A«l960KC 

iHCtCufo'  **  94.9  «< Owned  and  Operated  by  TIMES-WORLD  CORPORATION 

PETERS,  GRIFFIN,  WOODWARD,  INC.,  National  Representatives 

STATION  SHORTS 

WWTV  (TV)  Cadillac,  Mich.,  ch.  13,  going  on 
maximum  power  with  installation  of  equipment 
increasing  power  to  316  kw.  Station  is  also 
completing  new  enlarged  main  studio  and 
modernizing  studio  control  facilities. 

WSTV-TV  Steubenville,  Ohio,  to  begin  trans- 
mitting network  color  this  fall. 

WTCN-AM-TV  Minneapolis-St.  Paul  employes 
have  formed  credit  union  for  savings  and  loans. 
Credit  Union  National  Assn.,  Madison,  Wis., 

reports  radio-tv  employes  now  operate  about 
20  credit  unions. 

KUAM-TV  Agana,  Guam  opening  day,  Aug. 

5  [B*T,  Aug.  6]  was  proclaimed  Television  Day 
on  island  by  acting  governor  of  Guam. 

WQXR  New  York  will  illustrate  impact  of 

high-fidelity  sound  reproduction  on  broadcast- 
ing Sept.  27-30  when  WQXR  goes  on  air  direct 

from  floor  of  N.  Y.  High  Fidelity  Show  in  Man- 
hattan. Show,  with  79  firms  represented,  is 

sponsored  by  Institute  of  High  Fidelity  Manu- 
facturers, Mineola,  N.  Y. 

WAYE  Dundalk,  Md.,  has  opened  Baltimore 
sales  office  at  32  W.  25th  St. 

WJBK-AM-FM-TV  Detroit  moved  to 

Second  Blvd.  Telephone  Trinity  3-7400. 7441 

WOL-FM  Washington  has  placed  new  trans- 
mitter in  operation  at  West  Falls  Church,  Va., 

increasing  power  of  its  present  fm  in  Silver 

Spring,  Md.,  from  10  to  20  kw. 

WAVE  Louisville,  Ky.,  has  published  Rate 
Card  No.  13.  New  rates  include  minute  and 

20-second  announcements  in  7-9  a.m.  period, 
priced  at  $18  and  $12  respectively  for  one  time 
with  frequency  discounts. 

STATION  PEOPLE 

Lincoln  W.  Miller,  previously  assistant  to  presi- 
dent, KIRO  Seattle,  appointed  vice  president. 

Prior  to  his  four  years  with  KIRO  he  had  been 
vice  president  and  general  manager  of  KXA 
Seattle. 

Alex  Marchand,  station  director,  KALB  Alex- 
andria, La.,  promoted  to  assistant  manager. 

Bill  DeTournillon,  KALB  sales  department, 
named  sales  manager. 

William  R.  Nutt,  promotion  and  merchandising 
director,  KLOR 
(TV)  Portland,  Ore., 
named  to  additional 
duties  of  regional 
sales  manager. 

Dave  Russell,  pro- 

gram director, 
KFD  M-A  M-iTjV 
Beaumont,  Tex., 

named  local  sales 

manager  and  assist- 

ant operations  man- 
ager for  television. 

Wes  Wise,  KFDM- TV  production  staff, 
to  program  director.  Ed  E.  Carroll,  KFDM 
salesman,  named  sales  and  operations  manager. 

Ralph  Ramos,  reporter,  to  head  of  stations' news  department. 

Ron  Bishop,  travel  agency  manager,  Traverse 
City,  Mich.,  to  WWTV  (TV)  Cadillac,  Mich., 
as  promotion  and  merchandising  manager. 

Bob  Edell  appointed  promotion  and  publicity 
director  of  WGBS-TV  Miami,  Fla.  Jack  Barry 
to  production  manager. 

MR.  NUTT 
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Shepherd  Fired,  Hired,  Lost,  Found 

THE  SEARCH  for  Bridey  Murphy  was 

rivaled  last  week  by  WOR  New  York's 
"manhunt"  for  ex-employe  Jean  Shepherd 
[At  Deadline,  Aug.  20].  On  Aug.  17  the  sta- 

tion, which  had  fired  Mr.  Shepherd,  de- 

scribed as  an  "off-beat"  disc  jockey,  last 
week  re-hired  him. 

Mr.  Shepherd  had  been  discharged  on 
Aug.  17  because  he  delivered  a  commercial 
on  his  after-midnight  program  for  Sweet- 

heart soap,  which  had  not  paid  for  the  time, 

to  prove  that  he  was  "commercial"  and  not 
merely  "talented  and  erudite,"  as  WOR 
officials  had  been  telling  him  for  sometime. 
Sweetheart  soap,  however,  was  intrigued  by 

Mr.  Shepherd's  talent  and  offered  to  spon- 
sor him  on  WOR.  On  Aug.  26  the  station 

telephoned  Mr.  Shepherd's  home  in  New 
Jersey.  No  Mr.  Shepherd.  His  agent  did  not 
know  his  whereabouts.  Another  sponsor,  the 

Linguaphone  Institute,  called  WOR  to  place 
an  order  for  the  Shepherd  program.  Still  no 
Mr.  Shepherd. 

After  wires,  phone  calls  and  newspaper 
ads,  Mr.  Shepherd  telephoned  the  station 
last  Wednesday  morning  and  said  he  would 
drop  in  at  11  a.m.  He  did,  and  signed  his 
contract.  He  said  that  he  had  been  appear- 

ing in  an  educational  film  in  Connecticut. 
Station  executives  were  slightly  mollified 
(and  gratified)  to  hear  that  Mr.  Shepherd 

had  learned  about  the  "manhunt"  on  WOR 
early  Wednesday  morning.  He  was  sched- 

uled to  begin  his  new  WOR  show  yesterday 

(Sunday)  and  promised  to  be  there — 
positively. 

P.  S.  B«T  tried  to  reach  Mr.  Shepherd 
for  comment  last  Thursday  evening,  but  he 
was  unreachable. 

Frank  Steltenkamp,  sales  staff,  WWJ-TV  De- 
troit, appointed  sales  development  manager. 

Bill  Stewart,  former  program  director  of  WNOE 
New  Orleans  and  since  March  with  Storz  sta- 

tion KOWH  Omaha,  named  KOWH  program 
director.  Eddie  Clarke,  morning  personality, 
WHB  Kansas  City,  also  Storz  outlet,  trans- 

ferred to  firm's  WTIX  New  Orleans  as  pro- 
gram director  and  "Morning  Mayor."  He 

succeeds  Dave  Croninger,  now  program  direc- 
tor of  new  Storz  acquisition,  WQAM  Miami, 

Fla. 

WSBSBBt 

MR.  DOWTY 

Byron  Dowty,  pro- 
gram director, 

KDKA-TV  Pitts- 

burgh, to  KFMB-TV 
San  Diego,  Calif.,  as 
program  manager, 
effective  Sept.  12. 

Clyde   W.  Johnson, 
program  director, 
KLOH  Pipestone, 

Minn.,  named  pro- 
gram director,  WFIN 

Findlay,  Ohio. 

Duane  Hill,  produc- 
tion manager,  KUTV  (TV)  Salt  Lake  City, 

named  operations  director.  LaMar  Smith, 
executive  producer,  WOI-TV  Ames,  Iowa,  to 
KUTV  as  production  manager. 

Bob  Shaw,  staff  announcer,  WHAI  Greenfield, 
Mass.,  to  chief  announcer,  WGUY  Bangor, 
Me. 

Dean  Anderson,  Good-All  Electric,  Ogallala, 
Neb.,  to  KHOL-TV  Kearney,  Neb.,  as  account 

in 

HOUSTON 

the 

qK  Negro  Radio  Buy! 

is  1 
_    m  a  i 

KYGfc 

executive.  Lloyd  Lee  Graff,  news  director, 

KHAS  Hastings,  Neb.,  to  KHOL-TV  as  an- 
nouncer-production assistant. 

Lew  Morse,  formerly  in  sales  department  of 
Smith-Gandy  Ford  Agency,  Seattle,  to  KTVW 
(TV)  Seattle-Tacoma  as  account  executive. 
Betty  Shweid,  formerly  sales  secretary  for  S&K 
Sales,  San  Francisco,  succeeds  Gloria  Towey 
as  secretary  at  KTVW.  Mrs.  Towey  resigned 
following  recent  marriage. 

Tom  Storey,  film  department,  WLWT  (TV) 
Cincinnati,  appointed  film  director  succeeding 

Grace  Payne,  retired.  Joe  Fiorini  named  assist- 
ant to  film  director. 

Tom  Watkins,  formerly  with  KUTV  (TV)  and 
KSLA-TV,  both  Salt  Lake  City,  named  daytime 

supervisor  of  production  operations  for  WHEN- 
TV  Syracuse,  N.  Y. 

Bob  Wolff,  sportscaster,  WWDC  Washington, 

signed  by  WPLX  (TV)  New  York  for  play-by- 
play of  1956-57  Madison  Square  Garden 

events.    He  continues  daily  show  on  WWDC. 

John  Ademy,  WCAO  Baltimore,  to  WAYE 
that  city  for  afternoon  show. 

Dick  Carlson,  WOW-TV  Omaha,  promoted  to 
fulltime  staff  director;  Bob  Osborn  to  chief 
production  assistant  and  parttime  director  and 
Dick  Higgs  to  parttime  director. 

Nat  Wright,  morning  personality,  WPIK  Alex- 
andria, Va.,  to  WWDC  Washington  for  1-6 

a.m.  show. 

Joe  Hyder,  disc  jockey,  WADK  Newport,  R.  I., 
to  WMOO  Milford,  Mass.,  Oct.  1. 

Mike  Woloson,  WNOR  Norfolk,  Va.,  personal- 

ity, to  New  York. 

Mike  Levine,  Pittsburgh  newspaperman,  to 
news  staff  of  KDKA  Pittsburgh.  Jane  Schultz, 

writer,  WWSW  Pittsburgh,  to  KDKA  conti- 
nuity staff. 

Elaine  Sahley,  recent  tv  school  graduate,  to 
WTAP-TV  Parkersburg,  W.  Va.,  as  traffic  di- 

rector. Herb  Fine,  recent  graduate  of  Michi- 
gan State  College,  to  WTAP-TV  production 

staff. 

Broadcasting    •  Telecasting 

now's  the  time  for  all  good  men 

to  come  to  the  aid  of  the  party... 

comes  the  campaign,  polish  up  those 

party  planks  with  brisk,  bright,  win- 

ning band  music 

The  Sesac  Library's  "B"  Section,  now 

available  separately,  will  get  your 

station  votes  every  time 

Karl  King  Band 

Roy  W.  Baker's 
National 

Symphonic  Band 

Robert  A.  Williams' All-American 

Band 

324  selections 

from  $7-$9  a  month 

THE 

send  for  prepaid  audition  discs 

TRANSCRIBED 
LIBRARY 

(now  available  in  sections) 
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There's  no  secret  to  Larry 
Bentson's  "pull"  in  Minneapolis- 
St.  Paul.  It's  B-5 — his  Big  5  disc 
jockeys  who  pull  a  tremendous 
listening  audience. 

These  boys  really  sell! 

They're  the  reason  WLOL  leads 
all  independents  and  three 
network  stations  in  share  of 

audience . . .  why  WLOL  leads 
all  stations  in  out-of-home 
listeners. 

They're  the  reason  more 
advertisers  sell  more  products 
on  WLOL  than  on  any  other 
independent  station  in  the  Twin 
Cities  orbit . . .  why  you  get 
more  homes  per  dollar  on  WLOL. 

So  let  Larry  put  YOU  in  the 
Twin  Cities— in  solid  with 
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Wayne  "Red"  Williams,  Mgr.,  Joe  Floyd,  V.P 

Represented  by  AM  Radio  Sales 

STATICNS' 

WBT  Gets  Confession 

WBT  Charlotte,  N.  C,  secured  an  on- 
the-air  confession  by  a  woman  and  man 

charged  with  the  robbery  of  a  local  serv- 
ice station.  A  Charlotte  judge,  hearing 

the  broadcast,  expressed  the  opinion  that 

"there  really  isn't  much  use  having  a  trial 
— those  people  just  made  a  public  confes- 

sion (on  WBT)."  WBT  News  Editor  J.  B. 
Clark  interviewed  the  pair,  as  well  as 

their  victim,  on  the  station's  Profile  pro- 

gram. 

Harry  B.  Schaechter,  formerly  with  Harold 
Koch  Adv.,  N.  Y.,  and  Maxwell-Davis  Adv., 
Hartford,  Conn.,  to  public  relations  staff  of 
WKNB-AM-TV  New  Britain,  Conn. 

Joe  Lake,  commercial  manager,  WFMY-TV 
Greensboro,  N.  C,  appointed  by  state  governor 

to  speaker's  bureau  of  N.  C.  Traffic  Safety 
Council. 

Frank  Bradley,  newscaster,  WKZO  Kalamazoo, 
Mich.,  father  of  boy,  Cory  Quinn. 

Ernie  Garven,  staff  musician,  WCCO  Minne- 
apolis-St.  Paul,  father  of  boy,  Robert. 

Alan  Jay,  announcer,  WNYC  New  York,  father 
of  boy,  Steven  Lee,  Aug.  23. 

John  C.  Mullins,  president,  KBTV  (TV)  Den- 
ver, married  Martha  Halliburton  Dirickson 

Aug.  29. 

Guiseppe  Leopoldo  Milani  (Chef  Milani), 
KABC-TV  Los  Angeles,  married  June  Siriann 
September  2. 

Col.  J.  H.  Long,  president,  WSAZ-AM-TV 
Huntington,  W.  Va.,  elected  board  chairman. 
Lawrence  H.  Rogers  II,  vice  president-general 
manager,  to  president.  LeRoy  Kilpatrick,  vice 
president-technical  director,  named  vice  presi- 

dent in  charge  of  engineering.  Board  now 
comprises  William  D.  Birke,  Edward  H.  Long, 
Walker  Long,  Col.  Long  and  Mr.  Rogers. 

Bob  Stanton,  veteran  sportscaster  and  an- 
nouncer, to  WSUN-AM-TV  St.  Petersburg,  Fla., 

as  sports  director. 

PROGRAM  SERVICES  — 

CALL  letters  of  WREX-TV  Rockford,  III., 
were  dedicated  recently  to  the  memory  of 

Lt.  Rex  Caster,  son  of  L.  E.  Caster,  WREX- 
TV  president,  who  was  killed  in  action  in 
France  during  World  War  II.  Taking  part 
in  dedication  program  were  (I  to  r)  Mr. 
and  Mrs.  Caster  and  Sen.  Everett  Dirksen 

(R-lll.),  guest  speaker,  as  the  memorial 
tablet  was  erected  and  unveiled. 

Western  Union  Buys 

14%  of  TelePrompter 

PURCHASE  by  Western  Union  of  a  minority 
interest — approximately  14%  of  issued  shares 
— in  TelePrompter  Corp.  was  announced  last 
week  by  WU  President  Walter  P.  Marshall. 

Subject  to  approval  by  TelePrompter  stock- 
holders, Western  Union  bought  20,000  shares 

of  authorized  but  unissued  shares  at  $25  a 
share,  a  total  of  $500,000.  In  addition,  Western 

Union  agreed  to  purchase  subordinated  con- 
vertible debentures  totaling  $250,000,  making  it 

a  $750,000  transaction. 
TelePrompter  President  Irving  B.  Kahn,  who 

signed  the  agreement  with  Mr.  Marshall,  said 
the  transaction  had  no  connection  with  the 
current  movement,  led  by  TelePrompter,  for  the 
formation  of  a  nationwide,  privately  owned 
broadcasting  industry  wire  communications 
network  [B«T,  July  1] — although,  he  added, 
the  latter  project  is  making  good  progress. 
In  planning  thus  far,  it  has  been  anticipated 
that  Western  Union  will  supply  the  equipment 
and  wire  facilities  for  the  proposed  network. 

Political  Conventions  'Sold'  WU 
Western  Union  was  reported  unofficially  to 

have  been  substantially  "sold"  on  the  stock 
purchase  when  its  authorities  saw  TelePromp- 
ter's  handling  of  staging  arrangements  for  the 
Democratic  and  Republican  National  Conven- 

tions last  month. 

The  tie-up  also  provides  Western  Union  with 
a  merchandising  organization  for  its  own  lab- 

oratory developments. 
TelePrompter  Corp.  has  grown  in  its  five 

years  from  a  company  with  a  single  device — 
the  TelePrompter  itself — to  a  service  organiza- 

tion in  which  the  prompting  device  is  only  one 
factor.  A  major  part  of  its  operation  now  is  in 
staging  group  meetings  for  industry  and  for 
civic,  religious,  educational  and  political  or- 

ganizations. In  all,  officials  say,  it  has  logged 
more  than  a  million  hours  in  staging  meetings 
for  various  companies. 

Spokesmen  said  the  WU-TelePrompter 
transaction  is  expected  to  be  comsummated 
within  two  weeks. 

Upper  New  York  Development 

Plans  Underground  Tv  System 

WITH  the  erection  of  a  100-ft.  master  antenna 
tower  at  the  4,000-home  Whittier  Estate  project 
at  Kingston,  N.  Y.,  the  home-building  industry 
reportedly  is  taking  another  look  at  the  pos- 

sibility of  developing   tracts  more   than  60 
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miles  distant  from  tv  transmitting  facilities. 
As  suburban  areas  have  expanded,  realtors  have 

reached  an  impasse  in  building  outside  of  sta- 
tion orbits  because  people  want  to  be  within 

receiving  distance  of  tv  signals. 
The  new  antenna,  owned  and  operated  by 

Masterplanned  Inc.,  builders  of  the  Whittier 
project,  will  allow  each  of  the  4,000  homes  to 
pick  up  New  York  tv  stations  (transmitters 
some  100  miles  away)  through  a  system  of  co- 

axial cables  buried  three  feet  below  ground. 
The  100-mile  system  of  cable,  plus  antenna, 
will  be  installed — at  a  cost  of  $2.5  million — 
and  serviced  by  Jerrold  Electronics  Corp.,  Phila- 

delphia. It  will  eliminate  the  use  of  unsightly 
roof  antennas  and  will  cost  each  home  owner 
$2  a  month  rental.  It  will  be  located  far 
enough  from  the  development  itself  to  prevent 

"aesthetic  damage"  to  the  architectual  layout. 

Muzak  Sues  Rival 

On  Pirating  Charge 

MUZAK  Corp.,  New  York,  last  week  filed  suit 

against  a  rival  background  music  service,  Tel-a 
Tune  Music  Systems,  Elizabeth,  N.  J.,  charging 
unfair  competition  in  selling  special  radio  re- 

ceivers designed  to  pick  up  the  Muzak  program 
service  broadcast  by  WBFM-FM  New  York. 
The  action  was  filed  in  U.  S.  District  Court  for 
the  District  of  New  Jersey. 

The  suit  charges  that  these  receivers,  by 
electronically  eliminating  unwanted  advertising 
and  vocal  material  from  the  broadcasts,  in  ef- 

fect give  Tel-a-Tune  customers  the  Muzak  serv- 
ice. It  further  claims  that  Tel-a-Tune  is  pro- 

viding the  service  "without  consent,  license  or 
authorization  from  Muzak  and  unlawfully  ap- 

propriating the  financial  benefits  of  Muzak's  20 
years  of  research,  experimentation  and  expendi- 

tures ...  in  the  development,  promotion,  ad- 
vertising, merchandising,  distribution  and  sale  of 

plaintiff's  background  music  service."  The  suit 
asks  that  Tel-a-Tune  "be  restrained  from  using 

Muzak  music." 
The  complaint  also  names  Quality  Market, 

operating  under  the  name  of  National  Super 
Market,  Westfield,  N.  J.  The  suit  contends  that 

the  market  gave  "public  performances  for 
profit"  on  its  premises  of  tunes  owned  and  copy- 

righted by  Muzak,  without  payment  of  royalties. 
Three  tunes  and  their  copyrighted  numbers  are 
specified  in  the  action,  and  Muzak  requests 
Quality  Market  be  restrained  and  enjoined  from 
using  the  selections,  pay  damages  of  $250  per 
tune,  plus  costs,  and  be  decreed  from  perform- 

"He  admires  KRIZ  Phoenix  because 

they  never  fry  to  ape  others!" 

ing  them.  A  Muzak  spokesman  told  B»T  that 
Quality  Market  was  a  client  of  Tel-a-Tune. 

Harry  Wichansky  Tel-a-Tune  president,  told 
B»T  last  Thursday  that  his  company  had  not 
been  served  with  papers  up  to  that  time,  and 

labeled  Muzak's  action  "publicity-inspired."  He 
denied  that  his  organization  "ever  has  sold 
receivers  and  has  no  such  intentions." 
A  spokesman  for  Tel-a-Tune  said  the  or- 

ganization was  formed  in  1945,  primarily  as  a 
background  music  service  company  in  the 

Elizabeth  area,  but  now  has  "mushroomed"  with 
wire  service  networks  throughout  New  York  and 

New  Jersey.  Last  spring,  he  said,  Tel-a-Tune 
signed  a  contract  with  WAAT  Newark  for  two 

multiplex  channels  on  that  station's  fm  trans- mitter. 

Top  Sales  Year  in  History 

Reported  by  Capitol  Records 

CAPITOL  RECORDS  Inc.,  Hollywood,  had 

the  best  year  in  the  firm's  14-year  history  during 
the  fiscal  year  ended  June  30,  according  to  Presi- 

dent Glenn  E.  Wallichs.  Capitol  reported  sales 
of  $25,647,468  and  a  net  income  of  $3,209,869 
before  taxes,  compared  to  $21,308,633  and 
$920,022  for  a  comparable  period  last  year. 

After  $1,610,502  paid  in  Federal  and  Cana- 

dian income  taxes,  the  recording  company's 
net  income  was  $1,599,367.  This  amounted  to 
a  dividend  of  $3.35  per  share  on  476.230  shares 
of  outstanding  common  stock.  Net  sales  repre- 

sented an  increase  of  20%  over  the  year  ended 
Dec.  31,  1955,  and  an  increase  of  51%  over 
calendar  year  1954. 

In  reporting  on  Capitol's  new  music  library 
service  for  radio  and  tv  stations  [At  Deadline, 

Aug.  27].  B»T  erroneously  reported  that  Capi- 
tol is  offering  its  basic  popular  record  out  to 

stations,  with  a  price  of  $1.60  quoted.  Capitol 
is  offering  its  album  output  (guarantee  of  70 
albums  annually)  plus  cue  sheets,  background 
notes,  etc.,  for  $15  per  quarter.  Basic  package 
of  70  best-selling  albums  is  available  for  a  flat 

$60. 

Song  Ads,  Others  Face  Suit 

On  Burgermeister  Commercials 

COMPOSER-PUBLISHER  Don  Robertson  filed 
suit  in  federal  district  court  at  Los  Angeles  last 
week  to  restrain  radio-tv  use  of  a  new  musical 
commercial  for  Burgermeister  beer  produced 

by  Song  Ads  Film-Radio  Productions,  Holly- 
wood, charging  copyright  infringement  on  his 

popular  song  "The  Happy  Whistler."  Ex- 
emplary damages  of  $50,000  each  are  being 

sought  from  Song  Ads,  San  Francisco  Brewing 
Co.  (Burgermeister),  KNX,  KMPC  and  KLAC, 

all  Los  Angeles,  plus  other  "Doe"  stations. 
Hearing  is  scheduled  Sept.  10  on  the  pre- 

liminary injunction.  Don  Estey  of  Song  Ads 

said  the  commercial  is  based  on  "Clementine," 
public  domain  material,  and  that  the  firm  is 
fully  insured  by  Lloyds  of  London. 

PROGRAM  SERVICE  SHORT 

Harmonia  Pub.  Co.,  N.  Y.,  member  of  BMI, 
has  recorded  songs  of  Erich  J.  Wolff  in  Bavaria 
and  Vienna.  Singers  are  Frederick  Guthrie  and 
Patricia  Brinton,  American  opera  singers  ap- 

pearing abroad.  Pre-release  discs  are  being  made 
available  to  broadcasters  prior  to  fall  commer- 

cial release. 

PROGRAM  SERVICE  PEOPLE 

J.  Spencer  Ris  named  southern  manager,  Cra- 
mer &  Lydecker  Productions,  L.  A.  radio  syn- 

dicator.  He  headquarters  in  Dallas,  Tex.,  at 
202  W.  Pembroke  Ave. 
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3M  ACQUIRES  CROSBY  ELECTRONICS  DIV. 

Undisclosed  sum  involved  in 

transaction  whereby  Minne- 

sota Mining  takes  over  firm's 
research  programs,  including 

video  tape  recorder. 

BING  CROSBY  enterprises  and  Minnesota 

Mining  &  Manufacturing  Co.  last  week  com- 
pleted a  deal  whereby  the  latter  will  take  over 

certain  research  programs  previously  conducted 

by  the  electronics  division  of  the  Crosby  or- 
ganization— including  work  on  a  video  tape 

recorder. 

For  a  down  payment  of  $75,000  toward  an 
undisclosed  sum,  3M  acquired  equipment  and 
inventories  of  the  Crosby  electronics  division. 
Included  in  this  equipment  is  the  video  tape 
recorder  developed  by  the  Crosby  research 

group. 
Under  terms  of  the  agreement,  a  group  of 

Crosby  researchers  will  become  3M  employes, 
according  to  Herbert  P.  Buetow,  president  of 
Minnesota  Mining  &  Manufacturing  Co.  This 
group  is  headed  by  John  Mullins  and  Wayne 

Johnson,  who  for  several  years  have  been  en- 
gaged in  a  number  of  projects  involving  a  video 

tape  recorder. 
Mr.  Buetow  said  that  a  number  of  Crosby 

patents  acquired  by  3M  will  be  paid  for  from 

future  sales  of  the  products.  He  added,  how- 
ever, that  at  the  present  time  his  company  had 

no  definite  plan  to  manufacture  the  video  tape 
recorder  commercially. 

"Our  interest  in  it  is  that  since  we  are  tape 
manufacturers,  we  like  to  keep  on  top  of  the 
tape  business.  Whether  we  manufacture  it  or 
three  or  four  other  companies  manufacture  it, 

is  not  too  important,"  Mr.  Buetow  declared. 
In  answer  to  a  question  as  to  whether  3M 

would  continue  to  sell  recording  devices  to  the 
government,  as  has  the  Crosby  Enterprises,  Mr. 
Buetow  said  that  that,  too,  is  indefinite. 

Rosen  Elects  Elliott 

Executive  Vice  President 

JOSEPH  B.  ELLIOTT,  former  executive  vice 
president  of  consumer  products,  RCA,  has 
been  elected  executive  vice  president  of  Ray- 

mond Rosen  &  Co., 
Philadelphia, 
Thomas  F.  Joyce, 

Rosen  president,  an- 
nounced last  week. 

Mr.  Elliott  took 
over  his  new  duties 

Sept.  1. 
The  Rosen  com- 

pany is  a  distributor 
for  RCA,  RCA- 
Whirlpool  and  other 

appliances  and  prod- 
ucts. Mr.  Elliott  rep- 

resented   RCA  on 

the  Radio-Electron- 
ics-Television Manufacturers  Assn.  board  of 

directors.  He  has  30  years  experience  in  the 
industry,    including    21    years   with  RCA. 

WAGM-TV  Gear  Shipped 
SHIPMENT  of  a  5-kw  transmitter  and  associ- 

ated equipment  to  WAGM-TV  Presque  Isle, 
Me.  (ch.  8),  was  reported  by  Allen  B.  DuMont 
Labs  last  week.  The  new  on-air  date  for 
WAGM-TV  is  Sept.  15. 

MR.  ELLIOTT 

AB-PT,  Western  Union  Buy 

into  Instrument  Company 

AMERICAN  Broadcasting-Paramount  Theatres, 
New  York,  and  Western  Union  Telegraph  Co., 
New  York,  announced  last  week  that  each  has 
purchased  a  25%  interest  in  the  Wind  Tunnel 
Instrument  Co.,  Newton,  Mass.  (aeronautical 
engineering  and  instrument  products). 

Wind  Tunnel  Instrument  is  the  third  com- 

pany in  which  both  Western  Union  and  AB-PT 
have  joint  financial  interests.  Each  company 
owns  one-third  of  the  stock  in  Microwave  as- 

sociates Inc.,  Boston,  designers  and  producers  of 

magnetrons,  radar  components  and  other  elec- 
tronic devices.  Last  March,  each  company  pur- 

chased a  22%  stock  interest  in  Technical  Oper- 
ations Inc.,  Arlington,  Mass.,  a  nucleonic,  elec- 
tronics and  operations  research  firm.  Last  week. 

Western  Union  also  bought  into  the  Tele- 
PrompTer  Corp.  (see  story  page  72). 

Motorola  Tv  Prices  to  Rise 

MOTOROLA  INC.,  Chicago,  in  a  letter  to  dis- 
tributors announced  last  week  it  is  raising  sug- 

gested list  prices  on  portable  television  sets  and 
21  other  tv  models,  effective  Oct.  1.  It  will 

boost  14-in.  portables  by  $20  and  other  port- 
ables and  17-in.  models  $10.  Sets  in  the  21 -in. 

and  24-in.  categories  will  go  up  $10  and  $20. 
The  letter  stated  that  Motorola  was  in  basic 
agreement  with  other  firms  that  have  announced 

SUPER is  the  word  for 

Sound  Effects 

Over  1000  effects— Send  for  your  FREE  catalog  and  a  copy  of  CUE- 

TEASERS,  a  collection  of  spots  cued  to  sound  effects  as  attention  getters. 

Also  distributed  in 

Canada:  S.  W.  Caldwell,  Ltd. 
447  Jarvis  St.,  Toronto 

N»w  York;  Charles  Michelson,  Inc. 
45  West  45th  St. 

STAN  H>  XV  W=t  E> 
RADIO  TRANSCRIPTION  SERVICES,  INC. 

360  N.  Michigan  Ave.,  Chicago  1,  111. 

price  boosts  because  of  "dangerously"  low 
competitive  prices,  but  that  these  companies 

have  ignored  the  portable  category  where  "the 
lack  of  marginal  profit  ...  is  already  affect- 

ing everyone's  financial  welfare." 

CBS  Gives  First  Order 

For  ORRadio  Videotape 

ORRADIO  INDUSTRIES  Inc.,  Opelika,  Ala., 

Aug.  27,  received  from  CBS-TV  its  first  com- 
mercial order  for  Videotape,  according  to  John 

H.  Orr,  president  of  the  firm  which  manu- 
factures Irish  Brand  magnetic  recording  tape. 

Videotape  is  the  new  magnetic  tape  which 

will  record  both  picture  and  sound  simultane- 
ously on  the  same  strip  and  was  designed  for 

use  in  Ampex's  new  recorder.  "It  (the  order) 
is  the  culmination  of  months  of  research  and 
experiment  in  which  ORRadio  worked  jointly 

with  the  Ampex  Corp.,"  Mr.  Orr  said. 
Ampex's  recorder,  makes  it  possible  to  record 

and  reproduce  tv  programs  on  a  single  reel  of 
two-inch  magnetic  tape,  operating  at  a  speed  of 
15  in.  per  second.  A  14-in.  reel,  carrying  ap- 

proximately 5,000  ft.  of  tape  will  record  a 
65-minute  program  and  play  it  back  without 
processing  of  any  kind. 
ORRadio  has  promised  delivery  to  CBS-TV 

within  a  month. 

DeLong  Promoted  by  GE 

ADVANCEMENT  of  Henry  F.  DeLong  from 

manager  of  manu- facturing in  General 

Electric's  incandes- 
cent lamp  opera- 
tions, Cleveland,  to 

general  manager  of GE's  cathode  ray 

tube  department  in 
Syracuse,  N.  Y.,  was 
announced  last  week 

by  L.  Berkley  Davis, 

general  manager  of GE's  new  electronic 

components  division. 
MR.  DeLONG  Mr.  DeLong,  who 

will  assume  his  new 

post  Oct.  1,  has  been  with  the  company  since 
1934  and  has  served  in  various  engineering  and 

production  executive  capacities. 

Fm  Tape  System  Announced 

AUTOMATIC  tape  reproducing  and  music  pro- 
gramming system  especially  designed  for  fm 

multiplex  licensees,  wired  music  services  and 
on-premise  background  music  installations  has 
been  announced  jointly  by  Audiomation  Labs, 

Upper  Darby,  Pa.,  and  Magne-Tronics,  New 
York.  The  system  updates  the  music  content  of 
any  eight-hour  tape  by  automatically  inserting 
current  tunes  and  selections  and  permits  vari- 

ety in  programming  by  inserting,  also  automat- 
ically, intermixing  of  musical  content  of  any 

two  tapes.  A  national  organization  now  is  be- 
ing set  up  to  market  services  as  a  package. 

MANUFACTURING  SHORTS 

RCA,  Camden,  N.  J.,  has  reported  shipments  of 
3-vidicon  color  film  cameras  to  WNEM-TV 

Bay  City,  Mich.  (ch.  5),  and  WISH-TV  Indian- 
apolis (ch.  8);  two  live  color  studio  cameras  to 

NBC  in  Hollywood,  two  to  KGW-TV  Portland, 

Ore.  (ch.  8),  and  two  to  WRCV-TV  Philadel- 

phia (ch.  3),  and  24-section  superturnstile  an- 
tenna to  WHYY  (TV)  Philadelphia  (ch.  35- educational). 

Sylvania  Electric  Products  Inc.,  Warren,  Pa., 
Parts  Div.  has  bought  Titusville,  Pa.,  plant  of 
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Ruel  H.  Smith  Enterprise  for  expansion  into 
plastic  field.  Marion  E.  Pettegrew  is  vice  presi- 

dent and  general  manager  of  division. 

Westinghouse  Electric  Corp.  Radio-Tv  Div.  has 
unveiled  new  line  of  three  14-inch  portable  tv 

sets  featuring  firm's  new  printed  circuit,  15-tube 
horizontal  chassis  and  a  90°  aluminized  picture 
tube.  Two-tone  colored  models,  each  weighing 
27  lbs.,  will  retail  at  $129.95. 

R.  L.  Singer  Co.,  Glen  Rock,  N.  J.,  appointed 
sales  representative  for  southern  New  York 
State  and  northern  New  Jersey  by  Foto-Video 
Labs,  Little  Falls,  N.  J.,  manufacturer  of  tv 
and  other  broadcast  communication  equipment. 

Midland  Distributing  Co.,  Billings,  Mont.,  ap- 
pointed distributor  for  radio-tv  division  of 

Sylvania  Electric  Products  Inc.,  N.  Y. 

Allied  Radio  Corp.,  Chicago  distributor  of 
electronic  parts  and  equipment,  has  released 
1957  general  catalog  comprising  356  pages  and 
more  than  27,000  items. 

Eitel-McCullough  Inc.,  San  Bruno,  Calif., 
manufacturer  of  Eimac  electron  power  tubes, 
has  announced  new  300-w  anode  dissipation 
ceramic  power  transmitting  tetrode.  Designated 
4CX300A,  tube  is  2V4x2,/2  in.  in  diameter  and 
was  developed  for  severe  environments. 

J-V-M  Engineering  Co.,  Lyons,  111.,  offering 
custom  line  of  microwave  and  uhf  components 
which  includes  standard  and  job-engineered 
complex  units.  Line  includes  cavities,  mixers, 
duplexers,  multipliers,  rotary  joints,  twists, 
bends  and  others. 

Northeastern  Engineering  Inc.,  Manchester, 
N.  L,  has  appointed  Frazar  &  Hansen  Ltd.,  San 
Francisco  and  N.  Y.,  as  export  representative 
for  electronic  product  sales. 

Amplifier  Corp.  of  America,  N.  Y.,  announces 

all  repairs  on  Twin-Trax  recorders  being  han- 
dled by  firm's  authorized  service  station:  Elec- 

tronic Maintenance,  172-24  Jamaica  Ave.. 
Jamaica  3,  N.  Y. 

Alden  Products  Co.,  Brockton,  Mass.,  has  pub- 
lished Quick  Index  Guide  of  Alden  basic  com- 

ponents for  plug-in  unit  construction.  Illustrated 
leaflet  contains  series  of  hardware  components 
necessary  to  mount,  house,  fasten,  connect  and 
monitor  electronic  or  electrical  circuitry  and 
gives  prices  and  specifications. 

MANUFACTURING  PEOPLE 

Morton  M.  Schwartz,  president  of  Olympic  of 
Chicago  Inc.,  midwest  factory  distributing 
branch  of  Olympic  Radio  &  Tv  Corp.,  division 
of  Unitronics  Corp.,  N.  Y.,  named  vice  presi- 

dent in  charge  of  sales  of  Olympic  division, 
succeeding  Herbert  Kabat,  resigned.  Also  ap- 

pointed: William  Goldy,  president  of  Olympic 
of  Southern  California  Inc.,  L.  A.,  to  additional 
post  of  director  of  western  operations. 

Carl  L.  Krumrei,  general  sales  manager,  Chica- 
go Div.  of  Philco  Distributors  Inc.,  Phila.,  ap- 

pointed division  general  manager,  succeeding 
J.  A.  Bilheimer  who  recently  formed  company 
to  handle  Philco  distribution  in  Denver  area. 
Walter  Eichelberger,  formerly  sales  manager 
for  electronics,  succeeds  Mr.  Krumrei  as  Chica- 

go general  sales  manager.  Cyrus  H.  Warshaw, 
manager  of  semi-conductor  sales,  Lansdale 
(Pa.)  Tube  Co.  Div.  of  Philco  Corp.,  Phila., 
named  general  sales  manager. 

Henry  F.  Callahan,  general  manufacturing 
manager,  Salem,  Mass.,  lighting  division  of 
Sylvania  Electric  Products  Inc.,  N.  Y.,  ap- 

pointed division  general  manager. 

IATSE  President  Reports 

Growth  in  Television  Field 

INTERNATIONAL  Alliance  of  Theatrical 

Stage  Employes  (AFL-CIO)  is  continuing  to 
improve  its  position  in  the  television  field,  par- 

ticularly in  films  and  closed-circuit,  according 
to  a  progress  report  submitted  by  Richard  F. 

Walsh,  president,  during  the  union's  biennial 
convention  in  Kansas  City  Aug.  20-24.  Mr. 
Walsh  told  delegates: 

"The  most  significant  tv  development  of  the 
past  two  years  has  been  a  big  increase  in  the 

percentage  of  programs  produced  on  film.  To- 
day we  have  agreements  with  more  than  300 

television  film  producers  in  Hollywood,  plus 

approximately  a  hundred  in  New  York." 
The  growth  of  closed-circuit  television  and 

nther  special  tv  services  (such  as  those  provided 
by  TelePrompTer  Corp.  and  Cellomatic  Corp.) 
has  provided  IATSE  with  other  contract  op- 

portunities, Mr.  Walsh  said.  He  reported  that 
contracts  of  this  tvpe  have  been  signed  with 
TelePrompTer,  Cellomatic.  Theatre  Network 
Television.  East-West  Tv  Business  Conferences 
of  Toledo  and  Sheraton  Closed-Circuit  Tele- 

vision Inc. 

AFM  Opens  West  Coast  Office 

AMERICAN  Federation  of  Musicians  has 

leased  offices  in  the  new  Crowell-Collier  Build- 
ing in  Beverly  Hills,  for  its  new  west  coast 

headquarters,  to  service  more  than  100  AFM 
locals  in  that  region.  Herman  D.  Kenin, 
member  of  the  AFM  International  Executive 
Board,  will  be  in  charge.  He  has  resigned  as 
president  of  AFM  Local  99,  Portland,  Ore., 
to  assume  the  new  post. 

American  Bar  Assn. 

Elects  Charles  S.  Rhyne 

CHARLES  S.  RHYNE,  Washington  attorney 
who  numbers  radio  and  tv  broadcasters  among 

his  clients,  was  elected  chairman  of  the  Ameri- 

can Bar  Assn.'s  House  of  Delegates  at  the 
ABA  convention  in  Dallas,  Tex.,  last  week. 

Mr.  Rhyne,  senior  member  of  the  law 
firm  of  Rhyne,  Mullin,  Connor  &  Rhyne,  is 
immediate  past  president  of  the  District  of 
Columbia  Bar  Assn.,  and  has  been  active  in 
the  affairs  of  the  Federal  Communications 
Bar  Assn. 

Willing  Offers  New  Service 

A  NEW  division  of  the  Jules  Z.  Willing  per- 
sonnel agency  in  New  York  will  deal  solely 

with  placing  communications  personnel  and 

will  apply  the  "confidential  intermediary"  prin- 
cipal to  job  placements.  Richard  S.  Bacharach, 

former  radio-tv  packager,  will  head  the  new 
service. 

PROFESSIONAL  SERVICE  PEOPLE 

Sylvia  D.  Kessler  has  moved  Washington  law 
offices  to  1411  Pennsylvania  Ave.,  N.  W. 

Edward  de  Grazia,  Washington  office  of  Kirk- 
land,  Fleming,  Green,  Martin  &  Ellis,  on  leave 
of  absence  from  law  firm  to  take  position  with 
UNESCO  as  legal  advisor  at  Paris. 

Richard  S.  Smith,  Chicago  office  of  Harshe- 
Rotman  Inc..  public  relations,  promoted  to  as- 

sistant group  supervisor. 

In  Eastern  North  Carolina,  it's 
nearly  everyone  for  peanuts  when 

you  use  WNCT! 

With  a  Class  D  20-second  "10  Plan,"  the 
cost  per  thousand  is  only  30c 

If  that's  too  much  to  shell  out,  then  try  a 
Class  D  ID  "10  Plan"  for  a  cost  per  thous- and of  15c 

Whether  your  budget  is  peanut-size 
or  elephant-size,  your  best  buy  is 
WNCT  .  .  .  first  in  every  minute 
of  every  hour  of  every  day  .  .  . 
day  and  night,  according  to  the  Jan. 
'56  Telepulse  of  19  counties.  Eastern 
Carolina's  No.  1  TV  Station. 

channel  9  PlIMAtT  CSS 

Represented  Nationally  by  Hollingbery 
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AWARDS 

Radio-Tv  Awards  Presented 

At  State  Fair  in  California 

GOV.  Goodwin  J.  Knight  of  California  was 
to  present  annual  awards  of  the  California 
State  Fair  and  Exposition  to  state  radio-tv 
stations  last  Saturday  (Sept.  1)  at  the  Sacra- 

mento fairgrounds.  "Top  Story"  award  in  tv 
was  to  go  to  KRON-TV  San  Francisco  for 
its  half-hour  program  on  residents  of  Yuba 
City  returning  home  following  winter  floods. 
Top  radio  award  was  to  go  to  KCBS  San 
Francisco  for  its  reporting  of  the  Marcus  kid- 

napping case. 
Other  awards  to  be  made  by  the  governor 

at  the  radio-tv-press  banquet:  a  special  award 
to  KNXT  (TV)  Los  Angeles  for  a  report  on 
juvenile  delinquency  and  an  honorable  mention 
to  KPIX  (TV)  San  Francisco  for  coverage  of 

the  Stephanie  Bryan  kidnap-murder  case.  Four 

citations  "for  outstanding  and,  at  times,  heroic 
work"  during  the  floods  were  to  be  made  to 
KMYC,  KUBA  and  KAGR,  all  Yuba  City- 
Marysville,  and  KHUB  Watsonville.  KSCO 
Santa  Cruz  was  to  receive  honorable  mention 

for  its  summarization  of  scandal  in  the  dis- 

trict attorney's  office. 

E RE  Names  Award  Winners 

TOP  Institute  of  Radio  Engineers'  award  for 
1947,  a  medal  of  honor,  will  go  to  Dr. 
Julius  A.  Stratton,  chancellor  of  Massachu- 

setts Institute  of  Technology,  and  Dr.  Ray- 
mond A.  Heising,  radio  pioneer  and  consult- 

ing engineer  now  retired,  named  recipient  of 
founders  award.  Presentation  of  both  awards 

will  be  made  March  20,  1957,  at  IRE's  banquet 
at  the  Waldorf-Astoria,  New  York. 

Dr.  Stratton  is  being  honored  for  leader- 
ship and  contributions  in  development  of 

radio  engineering  as  a  teacher,  physcist,  engi- 
neer, author  and  administrator.  Dr.  Heising  re- 
tired three  years  ago  after  long  association 

with  Western  Electric  Co.  and  Bell  Telephone 
labs. 

AWARD  SHORTS 

Alan  Seott,  program  host,  Let  Scott  Do  It, 

WRCV-TV  Philadelphia,  given  Junior  Chamber 

of  Commerce  award  for  show's  daily  roving 
camera  feature,  cited  for  civic  and  educational 
value. 

KHOL-TV  Kearney,  Neb.,  was  awarded  cer- 
tificate of  appreciation  by  U.  S.  Navy  for  fur- 

thering Navy-community  relations.  Station 
homemaker  Maurine  Eckloff  named  honorary 
Navy  recruiter  for  service  to  recruiting  effort. 
KHOL-TV  also  received  gold-inscribed  Bible 
from  American  Bible  Society  for  promotion 
of  Bible  reading. 

PLAYBACK 

Quotes  worth  repeating 

SHAKESPEARE'D  BE  HAPPY 

Oscar  Hammerstein,  writing  for  the  As- 
sociated Press: 

MANY  who  are  predicting  the  demise 
of  the  theatre  are  excluding  from  their 
considerations  the  electronic  media  of 

radio,  television  and  the  movies.  If  you 
accept  this  limited  conception,  then  most 

certainly  the  theatre,  if  not  dying,  is  cer- 
tainly shrinking.  .  .  . 

.  .  .  But  in  my  own  conception  of  the 
theatre,  these  electronic  media  must  be 
included.  I  believe  that  wherever  there 

is  an  audience  and  a  stage  or  a  screen, 
or  any  frame  within  which  actors  are 
reading  lines  written  by  playwrights,  or 

singing  songs  written  by  composers,  there 
is  theatre.  .  .  . 

As  for  audience  interest,  the  legitimate 
theatre  in  its  heyday  could  never  have 

played  to  as  many  people  in  one  season 
as  tv  now  plays  to  in  one  night  .  .  . 
Many  assume  that  it  is  a  bad  influence 
on  the  theory  that  as  you  broaden  the 
base  of  an  audience,  you  must  write 
down  to  them.  I  do  not  agree.  William 
Shakespeare  was  aiming  to  please  as  large 
an  audience  as  he  could  possibly  reach 
...  If  Shakespeare  could  have  reached 
an  audience  of  60  million  people  on  one 

day,  he  would  have  been  delighted. 

OPPORTUNITY  KNOCKS 

Robert  F.  Bradford,  former  Republican 
governor  of  Massachusetts,  analyzing  the 
political  impact  of  tv  for  the  Harvard 
Business  Review: 

FINALLY,  when  one  pauses  to  look  back 

over  the  amazing  years  since  tv  first  broke 
upon  the  consciousness  of  the  average 
politician,  what  stands  out  are  not  the 
limitations,  the  expense,  the  complexities, 
but,  rather,  the  unparalleled  opportunities. 
Here  for  the  first  time  is  a  mechanism  by 
which  the  entire  nation  can  be  reached 

politically  at  once  with  something  like 
unifying  force.  Here  is  a  tremendous 
stimulus  for  political  education  for  voter 
and  nonvoter  alike.  Here  is  a  means  of 

bringing  to  bear  a  tremendous  weapon 
against  divisiveness. 

EXTRA!  EXTRA! 

R.  W.  White,  advertising  manager  of  the 
Montreal  (Canada)  Gazette: 

BY  ADVERTISING  in  our  own  pages 

a  newspaper  can  do  little  more  than  re- 
duce the  mortality  of  existing  readership. 

It  cannot  attract  new  readers.  So  we  use 

radio.  It  is  the  nearest  thing  to  the  news- 
boy of  former  years  shouting  Extra! 

Extra! 

WHAT'S  TV  DONE  TO  US? 

Dr.  Dallas  W.  S  my  the,  professor  of  eco- 
nomics and  communications  at  the  U.  of 

Illinois,  in  a  lecture  at  the  U.  of  Southern 
California: 

THE  most  obvious  thing  tv  has  "done" to  America  is  to  get  us  to  pay  attention to  it. 

In  a  very  real  sense,  the  measure  of 
the  effects  of  tv  can  be  said  to  be  the 

total  of  cultural  values  which  drop  out 
of  circulation  as  a  consequence  of  it. 
From  this  standpoint,  it  is  the  things 
which  are  not  in  tv  programs  which 
should  concern  us.  as  well  as  merely 

those  things  which  are  in  them. 

COMPETE,  NOT  CANCEL 

Edmund  Hartmann,  president  of  Writers 
Guild  of  America,  West: 

TO  VIEW  the  flood  of  major  studio  fea- 
tures to  tv  with  anything  less  than  alarm 

would  be  foolish  and  a  disservice  to  the 

guild.  However,  let  us  not  think  for  one 
moment  that  a  large  proportion  of  pres- 

ent tv  production  will  be  curtailed.  .  .  . 

Granted,  these  [M-G-M]  pictures  of 
yesterday  are  blockbusters  capable  of 
competing  with  any  spectacular  or  .  .  . 
expensive  show,  but  the  key  word  is 

"compete."  "Easter  Parade,"  "Mutiny 

on  the  Bounty,"  "Tale  of  Two  Cities"  and 
the  others  will  provide  top  competition 
for  the  tv  audience,  but  they  are  not 

going  to  cancel  more  than  a  small  frac- 
tion of  the  18  hours  a  day,  every  day, 

multi-channel  tv  programming  .  .  . 

TV  AND  ST.  PAUL 

Rev.  Walter  L.  Flaherty,  director  of  the 
Boston  Archdiocesan  Television  Centre, 

in  RCA's  Broadcast  News: 

IN  1955,  we've  been  told,  some  $3.5 
billion  was  spent  on  television  adver- 

tising in  order  to  sell  beer,  soap, 

cigarettes,  automobiles,  etc.  Commer- 
cial companies  do  not  spend  money 

foolishly.  They  know  that  this  kind  of 
advertising  sells  their  products.  Should 

we  not  spend  a  little  money  and  ex- 
pend a  great  deal  of  work  in  order  to 

"sell"  Christ  to  a  world  which  most 
certainly  needs  Him? 

Archbishop  Cushing  has  said  fre- 

quently, that  if  St.  Paul  were  alive  to- 
day, he  would  be  the  first  to  avail  him- 

self of  this  television  medium  to  spread 
Christ's  truth. 

United  Press  news  produces! 
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KCEN-TY  Covers  the 

WACO-TEMPLE 

CENTRAL  TEXAS 

AREA  MARKET .  j 

NETWORKS 

NBC  RADIO  INSTITUTES  'LOCAL'  TOUCH 

Three  executives,  McDaniel, 

Danzig  and  Graham,  with 

local  station  experience  pro- 

moted to  top  posts  on  net- 

work's management  team. 
Move  made  to  redesign  net- 

work to  coincide  with  interests 

of  individual  stations. 

ADVANCEMENT  of  three  executives  to  top- 
echelon  posts  at  NBC  Radio  was  announced 

last  week  by  Matthew  J.  Culligan,  newly- 
appointed  vice  president  in  charge  of  the  radio 
network  [At  Deadline,  Aug.  27],  in  a  move 

ber  of  the  programs  plans  board  and  supervisor 
of  color  programs. 

Mr.  McDaniel  was  named  general  manager 
of  KNBC  in  May  1955,  following  two  years  as 
sales  manager  of  the  station.  Previously,  he 
had  been  western  division  manager  of  NBC 
Radio  Spot  Sales  in  Hollywood.  Mr.  McDaniel 
also  has  served  in  sales  executive  capacities 
with  the  Scripps-Howard  Radio  Corp.,  in  the 
Midwest,  KMPC  Hollywood  and  the  former 
KECA-TV  Los  Angeles. 

Mr.  Graham  joined  NBC  in  July  1953  as 

a  salesman  for  NBC-TV's  Today  and  later  was 
named  sales  supervisor  of  NBC-TV's  childrens 
programs  and  administrator  of  NBC-TV  sales. 
Earlier,  he  had  been  with  the  Arizona  Broad- 

MR.  DANZIG MR.  McDANIEL MR.  GRAHAM 

designed  to  bring  personnel  with  extensive  local 
station  experience  to  the  network  management 
team. 

In  a  closed-circuit  report  to  the  NBC  Radio 
affiliates,  Mr.  Culligan  reported  the  appoint- 

ments of  Jerry  Danzig,  director  of  program- 
ming and  development  of  NBC  owned  stations 

and  NBC  Spot  Sales,  as  head  of  an  expanded 
radio  network  programming  department;  Wil- 

liam K.  McDaniel,  general  manager  of  the  net- 
work-owned KNBC  San  Francisco,  as  head  of 

sales,  and  George  Graham,  administrator  of 
NBC-TV  sales,  as  director  of  sales  service.  Mr. 
Culligan  told  affiliates: 

"These  men  bring  to  network  radio  many 
varied  talents.  But  they  all  have  emerged 
from  local  radio  station  operations.  They 

know  the  station's  problems.  They  are  the  best- 
equipped  men  in  NBC  to  relate  local  station 
problems  to  the  radio  network  activities.  And, 
herein  may  lie  the  eventual  solution  of  the 
radio  network  problem — to  do  whatever  is 
necessary  and  practical  to  redesign  the  radio 
network  to  coincide  with  your  interests,  while 

maintaining  the  logical  interest  of  NBC." 
Mr.  Danzig,  who  has  been  with  NBC  since 

May  1955,  entered  the  broadcasting  field  in 
1935  with  WOR  New  York,  where  he  served 
for  seven  years  in  special  events  as  commercial 
program  manager  and  director  of  publicity. 
Subsequently,  he  was  a  director  of  WINS  New 
York,  and  for  six  years  with  CBS-TV  as  asso- 

ciate director  of  network  programs,  a  mem- 

Represented    by    Devney    &  C 

casting  System,  variously  as  an  announcer, 
salesman  and  program  manager. 

NBC  Names  John  Cleary 

To  Tv  Programming  Post 

APPOINTMENT  of  John  P.  Cleary  as  a  gen- 
eral programming  executive  for  NBC-TV  was 

announced  last  week  by  Thomas  A.  McAvity, 
vice  president  in 

charge  of  NBC-TV. 
Mr.  Cleary  had 
served  as  program 
director  of  NBC 
Radio  since  July 
1953  (see  story  on 

NBC  Radio  execu- 
tive changes,  above.) 

From  ̂   195  2  to 
1953,  Mr.  Cleary 
served  as  program 

manager  of  NBC 
Radio.  He  initially 

joined  NBC  in  1933 
as  a  page  and  left  in 

1940  to  become  a  talent  representative.  He  re- 
joined the  network  in  1950  as  a  radio  program- 

ming executive,  following  service  with  ABC  as 
a  producer-director  and  with  Kaster,  Farrell, 
Chesley  &  Clifford,  New  York,  as  radio-tv 
director. 

Carson  Signs  with  CBS-TV 
ALTHOUGH  he  has  lost  two  tv  shows  already 
this  year — the  second  one  is  going  off  the  air 
Sept.  28 — comedian  Johnny  Carson  has  been 
signed  to  a  new  five-year  contract  by  CBS-TV. 

Mr.  Carson,  star  of  last  season's  Thursday 
night  Jell-O  program  and  currently  featured  on 
his  own  daytime  program  (to  be  replaced  by 
Our  Miss  Brooks  reruns),  is  discussing  possi- 

bilities of  a  new  CBS-TV  nighttime  show,  ac- 
cording to  Executive  Vice  President  Hubbell 

Robinson  Jr. 

MR.  CLEARY 

Soles 

aver 

$775,000,000 
3n  1955 
Going 

up 

siow! 

KCEN-
iy 

•  833  ft.  tower 
•  Channel  6,  VHf 
•  Wax  power,  100  kw 
•  Full  Time 

Representatives: 
NATIONAL:  George  P.  Hollingberv 
TEXAS:  Clyde  Melville  Co.,  Dallas 

KCEN-TV,  17  S.  3rd,  Temple,  Texas 
OWNEO  AND  OPERATED  BY  BELL  PUBLISHING  CO. 

4  Reasons  WIiv 
The  foremost  national  and  local  ad- 

vertisers   use    WEVD    year  after 
year  to  reach  the  vast 

Jewish  Market 
of  Metropolitan  New  York 

1.  Top  adult  programming 
2.  Strong  audience  impact 

3.  Inherent  listener  loyalty 
4.  Potential  buying  power 

Send  for  a  copy  of 

"WHO'S  WHO  ON  WEVD" 

Henry  Greenfield,  Managing  Director 

WEVD  117-119  West  46th  St., 

New  York  19 
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NBC  COLOR  SCHEDULE 

TO  INCREASE  500% 

Expenditure  of  $12  million  on 
additional  facilities  in  New 

York,  Hollywood  and  Chicago 

makes  expansion  this  fall  pos- 

sible, says  Robert  Sarnoff,  net- 
work president. 

COLOR-CONSCIOUS  NBC  intends  to  increase 
its  evening  schedule  of  color  tv  programs  by 
more  than  500%  this  fall. 

In  announcing  the  network's  heavy  emphasis 
on  color  programming  last  week,  Robert  Sarn- 

off, NBC  president,  stressed  that  "enthusiasm 
for  color  television  on  the  part  of  clients  and 

advertising  agencies  is  most  encouraging  to  us 
and  is  an  essential  element  in  our  color  plan- 

ning." He  disclosed  that  major  advertisers  "are 
approaching  us  to  arrange  for  the  conversion 

to  color  of  their  programs." 
This  expansion  in  NBC's  color  schedule  has 

been  made  possible  by  an  expenditure  of  $12 
million  in  additional  color  facilities  in  New 
York,  Hollywood  and  Chicago,  according  to 
Mr.  Sarnoff. 

NBC's  plans  call  for  at  least  one  major  color 
program  every  night  of  the  week  in  addition 
to  spectaculars,  Mr.  Sarnoff  said.  He  pointed 
out  that  on  some  nights,  there  will  be  as 

many  as  three  straight  hours  of  color  program- 
ming on  NBC-TV.  He  noted  that  in  the  fourth 

quarter  of  1956,  nighttime  color  programming 
will  total  between  120  and  130  hours,  as 
against  22.5  hours  for  the  fourth  quarter  of 
1955. 

NBC-TV's  nighttime  color  schedule  (New 
York  Time)  for  the  1956-57  season  was  out- 

lined by  Mr.  Sarnoff  as  follows: 
Sunday — The  9-10  p.m.  period  will  rotate 

among  four  series — The  Chevy  Show,  The  Al- 
coa Hour,  The  Goodyear  Playhouse,  and  the 

Hallmark  Hall  of  Fame. 

Monday — Robert  Montgomery  Presents 
(9:30-10:30  p.m.);  The  Adventures  of  Sir  Lance- 

lot (8-8:30  p.m.),  starting  in  January;  Pro- 
ducers Showcase  (8-9:30  p.m.),  one  week  in 

four. 

Tuesday — The  Big  Surprise  (8-8:30  p.m.) 
and  Noah's  Ark  (8:30-9  p.m.). 

Wednesday — Kraft  Television  Theatre  (9- 10  p.m.) 

Thursday — The  Dinah  Shore  Show  (7:30- 
7:45  p.m.)  and  Lux  Video  Theatre  (10-11  p.m.). 
Friday— The  Walter  Winchell  Show  (8:30- 

9  p.m.)  and  The  Chevy  Show  (9-10  p.m.),  one 
week  in  four. 

Saturday — The  Perry  Como  Show  (8-9  p.m.), 
several  Your  Hit  Parade  programs  (10:30-11 
p.m.)  and  the  Saturday  night  Oldsmobile  spec- 

tacular, one  week  in  four. 
The  daytime  color  schedule  for  the  season, 

Mr.  Sarnoff  said,  will  be  highlighted  by  the 
new  Ray  Bolger  series,  Washington  Square, 
which  will  be  carried  every  other  Sunday  (4- 

5  p.m.),  and  NBC  Matinee  Theatre  (Mon.- Fri.,  3.4  p.m.). 

For  west  coast  viewers,  Mr.  Sarnoff  said, 

NBC  will  place  into  service  this  fall  its  lenticu- 
lar film  process  for  recording  color  tv  pro- 

grams, enabling  this  audience  to  see  color  pro- 
grams at  the  same  time  in  the  evening  as  they 

are  seen  in  the  East. 

'World'  London  Pickup 

To  Be  Tried  This  Fall 

UPON  its  return  to  the  tv  scene  this  fall,  Wide 

Wide  World — NBC-TV's  one-season-old  pro- 
gram that  uses  tv  cameras  as  Monitor  does 

microphones — will  try  to  live  up  to  its  title, 
literally.  Planned  for  the  Sept.  16  show  (4-5:30 
p.m.  EDT)  is  an  attempted  pickup  of  a  tv  signal 
from  London,  England,  some  3,000-plus  miles 
away  from  the  pick  up  point  at  Riverhead, 
N.  Y.  (Long  Island). 

Barry  Wood,  executive  producer  of  the  pro- 
gram, is  relying  on  a  high  point  in  sunspot  ac- 

tivity that  lasts  until  about  November.  Should 
the  pickup  fail — and  Mr.  Wood,  who  hates  to 
admit  failure,  concedes  it  may  not  quite  work 

in  the  September  telecast — attempts  will  be 
made  in  each  succeeding  World  telecast  through 
November  or  until  the  transoceanic  attempt  is 
successful. 

Current  plan  is  to  pick  up  a  British  Broad- 
casting Corp.  signal  on  two  special  television 

receivers.  NBC's  cameras  will  then  photograph 
the  screen  with  the  signal  microwaved  to  New 
York,  from  where  the  London-originated  pic- 

ture will  be  transmitted  through  the  network. 

Mr.  Wood  asserts  "it  can  be  done,"  pointing 
out  that  RCA  managed  to  capture  such  an 
image  from  England  some  11  years  ago  when 
sunspot  activity  was  at  its  greatest.  He  is  relying 

on  today's  improved  tv  equipment  to  repeat. 
In  layman's  language,  the  period  of  inten- sive sunspot  activity  sets  up  a  gaseous  ray 

blanket  in  the  ionosphere  (some  60-70  miles 
from  earth)  which  then  is  less  porous.  Thus,  in 

a  sense,  the  tv  signal  would  "bounce"  off  the 
"ceiling."  What  type  of  signal?  Perhaps  a 
dramatic  show,  says  Mr.  Wood,  who  will  have 
a  man  in  London  ready  to  set  up  a  two-way 
audio  contact — and  he  hopes,  visual,  too — with 

Dave  Garroway,  World's  host.  They  will  intro- 
duce the  program  then  on  the  air  in  London. 
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MBS  CHIEF  MAKES  APPEAL  TO  AFFILIATES 

President  John  Poor  calls  for 

'whole-hearted  cooperation 

and  support'  so  system  may 

keep  its  'firm  intention'  of  stay- 
ing in  network  business. 

MUTUAL  President  John  B.  Poor  called  upon 

all  MBS  affiliates  last  week  to  give  "whole- 
hearted cooperation  and  support"  in  order  that 

Mutual  may  make  good  on  its  "firm  intention" 
of  staying  in  the  network  business. 

He  went  on  a  closed-circuit  hookup  Wednes- 
day to  emphasize  to  the  540  Mutual  affiliates 

the  importance  of  their  signing  the  new  MBS 
affiliation  contracts,  clearing  time  for  network 
orders,  and  generally  cooperating  with  the  net- 

work in  business-like  fashion.  Copies  of  his 
talk  also  were  being  mailed  to  all  affiliates. 

Mr.  Poor  said  Mutual  has  "streamlined"  its 
operations  and  "without  a  doubt  has  the  lowest 
and  most  efficient  operating  base  of  all  the  net- 

works." But,  he  reminded,  "the  monies  required 
to  run  on  a  break-even  basis  are  substantial."  He 
said  Mutual  has  always  plowed  profits,  when- 

ever they  occurred,  back  into  programming. 
As  a  station-owner,  he  continued,  Mutual  knows 
the  importance  of  a  network  affiliation  and 
therefore  has  absorbed  any  losses  incurred  in 
networking.  Then  he  added: 

"At  some  point,  however,  this  network  must 
dollar-wise  relate  these  intangible  values  our 
own  station  operation  to  the  increasing  oper- 

ating losses  sustained  by  the  network.  We  have 
every  firm  intention  of  staying  in  the  network 
business,  but  in  order  to  maintain  this  position 
we  must  receive  the  whole-hearted  cooperation 
and  support  of  the  affiliate  group.  We  have  to 
take  the  position  that  each  station  must  give  a 
minimum  amount  of  local  time  to  the  network 
for  national  sale,  in  order  to  justify  the  financial 

existence  of  the  network.  .  .  ." 

Reduces  Network  Option  Time 

The  new  affiliation  contract,  slated  to  become 
effective  Nov.  1,  substantially  reduces  the 
amount  of  network  option  time,  but  calls  for 

stations  to  "pre-clear"  "certain  hours  for  net- 
work sale.  It  also  provides  for  affiliates  to  be 

paid  in  the  form  of  programs  as  well  as  in  cash. 
Mr.  Poor  did  not  disclose  how  many  affiliates 

already  had  signed  the  new  forms,  except  that 

"many"  signed  contracts  have  been  received 
and  "a  great  many  more  oral  acceptances"  have 
been  given.  Nor  would  other  MBS  officials 
venture  an  estimate,  pointing  out  that  station 
relations  people  were  then  in  the  field,  con- 

tacting stations,  and  that  a  count  must  await 
their  return.  Mr.  Poor  said  he  realized  that 
many  have  not  executed  and  mailed  the  new 

contracts  "due  to  the  pressure  of  other  busi- 
ness." However,  he  emphasized: 

"Commitments  must  be  made  by  us  now,  not 
30  days  from  now.  Program  options  must  be 
exercised  now.  Sales  campaigns  must  be  started 
without  further  delay  and  all  necessary  action 
must  be  taken  immediately  to  augment  and  set 
the  entire  plan  in  motion  in  order  to  assure  its 

success." 
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In  working  out  the  new  contract,  Mr.  Poor 

said,  the  affiliates'  advisory  committee  felt  the 
reduction  in  option  hours  would  "be  of  great 
assistance"  to  affiliates,  while  the  network  felt 
this  provision  "would  be  workable  from  the 
network  standpoint  only  with  the  full  and 
whole-hearted  acceptance  of  the  contract  by  all 
the  stations,  and  by  the  complete  adherence  to 
the  affiliation  contract  terms  by  each  station. 

"This,"  he  continued,  "is  an  absolute,  neces- 
sary requirement  in  order  that  the  network  be 

given  the  opportunity  of  raising  sufficient  in- 
come from  sales  to  national  advertisers  to 

justify  its  continued  existence. 

"We  must  operate  the  network  as  a  business. 
We  have  a  contract  which  requires  affidavits  and 

clearance  of  programs.  We  cannot  sell  some- 
thing which  we  do  not  have.  We  can  show  the 

advertising  industry  that  we  can  deliver  the 
goods  and  do  it  better  and  faster  than  any  other 
network.  Five  hundred  forty  stations  should  be 

an  advantage,  a  tremendous  advantage." 
Mr.  Poor  said  the  problem  of  "clearance  for 

network  orders" — which  he  had  listed  as  prob- 
lem No.  2,  after  the  problem  of  "money" — "can 

and  will  be  met  by  better  programming  as 
stated  heretofore  and  by  the  full  cooperation 
of  the  stations  in  the  matter  of  delivering  the 
time  periods  ordered  by  the  network  in  behalf 

of  national  sponsors." Problem  No.  3,  he  said,  is  the  new  contract 
and  its  acceptance  by  stations.  The  contract,  he 

pointed  out,  was  devised  by  the  affiliates'  com- 
mittee and  network  officials,  and  "is  a  workable 

one  that  will  prove  profitable  for  you  as  a  sta- 

tion operator." But  "time  is  of  the  essence,"  he  added.  "We 
ask  you  to  clear  our  programs,  to  answer  our 
conference  calls  promptly,  send  in  the  affidavits 
monthly,  and  above  all,  send  in  the  new  con- 

tract." 

Mr.  Poor  said  that  "although  my  remarks 
concern  Mutual,  it  is  emphasized  that  our  prob- 

lems are  common  with  those  of  the  other  net- 
works and  differ  only  in  degree.  The  problems 

of  all  the  networks  are  basically  the  same." 

Katz  Named  VP,  Head 

Of  CBS  Day  Schedule 

CBS-TV  is  to  announce  today  (Monday)  the 
appointment  of  Oscar  Katz,  for  the  last  five 

years  the  network's  director  of  research,  as  vice 
president  in  charge 
of  daytime  programs. 
In  his  new  post,  Mr. 

Katz,  with  CBS  re- 
search since  1938, 

will  report  to  Hub- bell  Robinson  Jr., 

executive  vice  presi- 
dent in  charge  of 

programs. Rising  importance 
of  daytime  tv  for 
the  networks  was 

stressed  by  Mr.  Rob- 

inson as  an  "in- 
creasing challenge" 

in  programming  which,  he  said,  "calls  for  crea- 
tive planning  and  new  techniques."  Mr.  Katz 

is  fitted  for  this  aspect  because  of  his  years 

"of  intensive  study  and  familiarity  with  viewing 
habits  and  audience  preferences,"  according  to Mr.  Robinson. 

Mr.  Katz  advanced  to  assistant  director  of 

the  network's  research  in  November  1942, 
moved  up  to  associate  director,  and  later  be- 

came head  of  the  research  department. 
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NETWORKS 

AFFILIATES  TO  GET 

CBS  RADIO  PREV 

More  than  100  stations  ex- 

pected to  attend  third  annual 

meeting  next  Monday  in  N.  Y. 

THIRD  annual  meeting  of  the  CBS  Radio  Af- 
filiates Assn.  will  be  held  at  the  Hotel  Pierre  in 

New  York  next  Monday  and  Tuesday  with 
executives  of  more  than  100  stations  expected 

to  attend.  Topping  the  agenda  will  be  a  pre- 

view and  discussion  of  CBS  Radio's  plans  for 
the  coming  season. 

Arrangements  for  the  meeting  currently  are 
being  completed  by  members  of  the  CBS  Radio 
Affiliates  convention  committee  and  network 

executives.  The  committee  is  headed  by  F.  C. 
Sowell  of  WLAC  Nashville  and  includes  Ken- 
yon  Brown,  KWFT  Wichita  Falls,  Tex.; 
Charles  Caley,  WMBD  Peoria,  111.;  Maxim 
Ryder,  WBRY  Waterbury,  Conn.;  Worth 
Kramer,  WJR  Detroit;  Arnold  Schoen,  WPRO 
Providence;  John  M.  Rivers,  WCSC,  Charles- 

ton, S.  C,  and  Donald  W.  Thornburgh,  WCAU 
Philadelphia. 

Among  highlights  of  the  first  day  will  be  an 

address  by  Dr.  Frank  Stanton,  CBS  Inc.  presi- 
dent. Other  first  day  speakers  will  be  Arthur 

Hull  Hayes,  CBS  Radio  president;  Sig  Mickel- 
son,  CBS  vice  president  in  charge  of  news  and 

public  affairs;  Howard  G.  Barnes,  vice  presi- 
dent in  charge  of  network  programs;  John 

Karol,  vice  president  in  charge  of  sales;  Ralph 
Hardy,  CBS  Inc.  vice  president;  Jules  Dundes, 
vice  president  in  charge  of  advertising  and  pro- 

motion; Mr.  Brown,  who  is  board  chairman 
of  CBS  Radio  Affiliates  Assn.  and  Carroll 
Hanson,  coordinator  of  news  and  sports  for  the 

network.  During  the  talks,  the  network's  plans 
for  1956-57  sales,  programming,  promotion  and 
advertising  will  be  revealed. 

Panel  to  Meet  Tuesday 

A  radio  broadcasting  panel  will  meet  during 
the  second  day  of  the  meeting  to  discuss  specific 
local  sales,  programming  and  promotion  prob- 

lems. The  panel  will  consist  of  Mr.  Sowell 
as  moderator;  J.  Frank  Jarman,  WDNC  Dur- 

ham, N.  C,  representing  management;  Kath- 
erine  Peden,  WHOP  Hopkinsville,  Ky.,  repre- 

senting sales;  Art  Schofield,  Storer  stations, 
representing  promotion,  and  Sam  Gofford, 
WHAS  Louisville,  representing  programming. 

On  Monday  evening  a  banquet  and  enter- 
tainment program  will  be  held  in  the  grand 

ballroom  of  the  Pierre.  CBS  star  Robert  Q. 
Lewis  will  serve  as  master  of  cermonies,  with 
entertainment  provided  by  entertainers  Sam 
Levenson,    Don    Cornell,    Dolores  Hawkins, 

WMGB  and  WCOD  (FM)  Richmond, 

owned  and  operated  by  Havens  &  Mar- 
tin Inc.,  will  join  ABC  Radio  as  affiliates 

Oct.  1,  it  was  announced  jointly  last  week 

by  Wilbur  M.  Havens  (I),  president  of  the 
stations,  and  Ernest  Lee  Jahncke  Jr.,  (r) 

ABC's  vice  president  and  assistant  to  the 
president.  Walter  A.  Bowry  Jr.  also  was 

present  at  the  signing.  The  ABC  affilia- 
tion of  the  two  stations  is  the  second  one 

for  Havens  &  Martin  Inc.  this  year.  Its 

WTVR  (TV)  Richmond  recently  became  an 
ABC-TV  affiliate. 

the  Kirby  Stone  Quartet,  Enid  Mosier  and  the 
Trinidad  Steel  Drummers,  and  Ray  Block  and 
his  orchestra. 

On  the  eve  of  the  convention  this  Sunday, 
Mr.  Hayes  and  William  A.  Schmidt  Jr.,  CBS 

radio  vice  president  in  charge  of  station  rela- 
tions, will  play  host  to  members  of  the  associa- 
tion's board  of  directors  at  an  informal  dinner. 

Three  new  directors  will  be  installed  during 
the  dinner.  They  are  Robert  Tincher,  WNAX 
Yankton,  replacing  Mr.  Brown,  and  H.  J. 
Chandler,  KFLW  Klamath  Falls,  Ore.,  replacing 
Saul  Haas,  KIRO  Seattle. 

A  new  chairman  of  the  board  and  three  new 

directors-at-large  will  be  elected  at  a  closed 
meeting  earlier  on  Sunday.  The  new  members 
wilt  not  take  office  until  association  meetings 
open  the  next  day. 

Other  board  members  scheduled  to  attend  the 
dinner  are:  Mr.  Sowell,  who  is  vice  chairman 

of  the  association;  Mr.  Ryder,  secretary-treas- 
urer; George  D.  Coleman,  WGBI  Scranton; 

Mr.  Thornburgh;  Mr.  Rivers;  Mr.  Caley;  Mr. 
Kramer;  George  B.  Storer,  Storer  Broadcasting 
Corp.,  and  Frank  P.  Fogarty,  WOW  Omaha. 
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MOST  AM  BROADCAST  TRANSMITTERS  IN  USE 

CBS-TV  Affiliates  Board 

To  Meet  in  Colorado  Springs 

BOARD  meeting  of  CBS  Television  Affiliates 
Assn.  was  set  last  week  for  this  Thursday  and 
Friday  at  Hotel  Broadmoor,  Colorado  Springs. 

Emphasis  will  be  placed  on  CBS-TV's  fall  pro- 
gram schedule,  promotion  and  sales  plans  and 

discussion  of  "mutual  problems." 
C.  Howard  Lane,  KOIN-TV  Portland,  Ore., 

is  chairman  of  the  affiliates  board.  Other  mem- 

bers to  attend:  Paul  Adanti,  WHEN-TV  Syra- 
cuse; Richard  Borel,  WBNS-TV,  Columbus, 

Ohio;  Glenn  Marshall  Jr.,  WMBR-TV  Jackson- 
ville, Fla.;  T.  B.  Lanford,  WJTV  (TV)  Jackson, 

Miss.;  C.  Bruce  McConnell,  WISH-TV  Indian- 
apolis; William  B.  Quarton,  WMT-TV  Cedar 

Rapids,  Iowa;  Clyde  Rembert,  KRLD-TV  Dal- 
las; James  Russell,  KKTV  (TV)  Colorado 

Springs.  Representing  CBS-TV's  Extended Market  Plan  stations  will  be  Frank  E.  Busby, 
WTVY  (TV)  Dothan,  Ala.,  and  Rex  Howell, 
KFXJ-TV  Grand  Junction,  Colo. 

CBS-TV  executives  to  attend  include  J.  L. 

Van  Volkenburg,  president;  Merle  Jones,  exec- 
utive vice  president;  William  B.  Lodge,  vice 

president  in  charge  of  general  engineering; 
William  H.  Hylan,  vice  president  in  charge  of 
network  sales;  Herbert  V.  Akerberg,  vice  presi- 

dent in  charge  of  station  relations;  Alfred  J. 
Scalpone,  vice  president  in  charge  of  network 
programs,  Hollywood;  Ralph  Hardy,  vice  presi- 

dent of  CBS  Inc.,  Washington,  D.  C;  Oscar 
Katz,  vice  president  in  charge  of  daytime  pro- 

grams; John  Cowden,  operations  director,  ad- 
vertising and  sales  promotion,  and  Edward  P. 

Shurick,  national  director  of  station  relations. 

Dixie  Network  Names  Cecil 

Vice  President  for  Radio 

JACK  CECIL,  manager  of  the  Dixie  Network's 
WDXN  Clarksville,  Tenn.,  has  been  named 
vice  president  of  the  network  in  complete 

charge  of  its  radio 
stations. 

Mr.  Cecil,  who 

joined  the  Dixie  Net- work in  1948,  has 

managed  WTPR 
Paris,  Tenn.,  and 
has  been  general 
sales  manager  for 
the  company,  during 

which  time  he 

opened  WDXE Lawrenceburg,  Tenn. 
Other  stations  in 
the  Dixie  Network 
are  WDXI  Jackson, 

WENK  Union  City,  WTPR-AM-FM,  WDXL 
Lexington,  all  Tennessee,  and  WCMA  Corinth, 
Miss.  The  network  also  owns  WDXI-TV 
Jackson. 

NETWORK  PEOPLE 

Richard  B.  Groome,  assistant  controller,  MBS, 

since  1945,  named  controller  of  network,  suc- 
ceeding George  Ruppel,  elected  vice  president 

and  treasurer. 

Jim  Mills,  Chicago  advertising  agency  head  and 
radio-tv  performer,  suspends  his  agency  Sept. 

1  to  join  NBC.  He  maintains  program  devel- 
opment firm  at  same  address  under  name  of 

Jim  Mills  Productions. 

Victor  Wolfson,  freelance  author  and  tv  writer, 

to  associate  producer,  CBS-TV's  Climax  series. 
Gene  Rouse,  former  ABC  news  and  program 
director,  died  of  cancer  Aug.  26  in  Visalia, 
Calif.  He  had  been  with  Visalia  Times-Delta 
for  past  ten  years. 

MR.  CECIL 
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EDUCATION 

New  York  State  to  Begin 

Closed-Circuit  Instruction 

PLANS  were  announced  last  week  for  an  Oct.  1 

start  of  New  York  State's  first  experiment  in 
educational  closed-circuit  television,  designed  to 
teach  pupils,  improve  and  expand  teacher- 
training  programs  and  provide  a  method  of 
meeting  increased  enrollments. 

Details  of  the  state's  experiment  in  tv  were 
announced  by  Dr.  James  E.  Allen  Jr.,  state 
commissioner  of  education,  who  said  a  contract 
has  been  signed  with  Master  Video  Systems  Inc., 
New  York,  for  closed-circuit  systems  to  be  in- 

stalled at  state  teachers  colleges  in  Albany  and 
Brockport,  and  in  high  schools  in  Hempstead 
and  Levittown.  L.  I.  Mr.  Allen  revealed  the  state 

will  rent,  rather  than  buy,  closed-circuit  equip- 
ment at  a  total  cost  of  $179,000  for  the  period 

between  Oct.  1.  1956,  and  April  30,  1958.  The 
cost  will  be  financed  out  of  a  $200,000  appro- 

priation to  the  state  education  department. 
Dr.  Allen  explained  that,  under  the  plan,  high 

school  students  will  be  able  to  receive  instruc- 
tion from  outstanding  instructors  at  the  colleges, 

and  college  students  in  the  state  schools  will  be 
able  to  observe  high  school  pupils  being  in- 

structed. Two-way  audio  systems  are  being  in- 
stalled so  that  lower-school  pupils  and  teacher 

trainees  can  ask  questions  and  receive  answers. 
More  than  three  years  ago  the  education 

department  and  the  New  York  State  Board  of 
Regents  proposed  a  plan  calling  for  a  network 
of  educational  tv  stations  at  a  cost  of  several 
million  dollars.  A  commission  appointed  by 
Thomas  E.  Dewey,  then  governor,  rejected  the 
plan  as  too  costly  and  impracticable. 

College  Courses  Scheduled 

Over  WTTW  (TV)  Chicago 

WTTW  (TV),  Chicago  educational  tv  station, 
will  offer  tuition  free  college  credit  courses  h\ 
television  to  the  general  public  starting  Sept.  12. 
To  be  telecast  by  the  Amundsen,  Crane, 

Wilson  and  W fight  branches  of  the  Chicago 
City  Junior  College,  the  courses  will  include 
general  biology,  freshman  English,  social  science 
and  national  government. 

According  to  Dr.  Benjamin  C.  Willis,  general 
superintendent  of  Chicago  schools,  it  is  antici- 

pated that  the  program  will  be  expanded  over 

a  three-year  period  until  the  entire  basic  offering 
of  the  City  Junior  College  will  be  available  to 
the  televiewer. 

Discussions  On  Programming 

Highlight  Baptist  Workshop 

TECHNIQUES  of  local  religious  radio  and 
television  programming  were  discussed  at  the 
third  annual  radio-tv  workshop  held  last  week 
at  the  American  Baptist  Assembly,  Green 
Lake,  Wis. 

Speakers  included  Benjamin  Wilbur,  director 
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of  radio  for  the  Broadcasting  and  Film  Com- 
mission of  the  National  Council  of  the 

Churches  of  Christ  in  the  U.  S.  A.;  Evans 

Nord,  general  manager  of  KELO-AM-TV 
Sioux  Falls,  S.  D.,  and  Dr.  Ralph  M.  John- 

son, associate  general  secretary  of  the  Ameri- 
can Baptist  Convention. 

Director  of  the  workshop  was  Frederick  L. 
Essex,  secretary  of  the  radio  and  television 
department  of  the  convention. 

Methodist  Church  Schedules 

Conference  on  Radio,  Video 

THE  Television,  Radio  and  Film  Commission 
of  the  Methodist  Church,  Nashville.  Tenn., 
will  play  host  Oct.  9-11  to  120  men  who  have 

direct  responsibility  for  the  church's  use  of 
radio  and  television  in  their  respective  areas. 

Highlights  of  the  conference  will  include 
discussion  of  a  proposed  four-year  program 
for  the  Methodist  Television  Ministry,  produc- 

tion of  additional  programs  of  The  Way  se- 

ries, production  of  a  children's  series,  and 
training  of  local  church  leaders  for  wider  use 
of  television  facilities. 

Franklin  Wins  Fellowship 

GARY  S.  FRANKLIN,  newsman  at  WTAR-TV 
Norfolk,  Va.,  has  been  awarded  a  Johns  Hop- 

kins U.  graduate  study  fellowship  in  the  field 
of  television  news. 

The  fellowship  is  provided  by  WAAM  (TV) 
Baltimore  and  under  its  terms.  Mr.  Franklin 
will  receive  10  months  of  study  beginning  Sept. 
I  and  financed  to  the  extent  of  $6,000.  He  has 
been  given  a  leave  of  absence  from  his  work 
at  WTAR-TV. 

EDUCATION  SHORT 

U.  of  Southern  California,  L.  A.,  has  com- 
pleted series  of  13  hall-hour  radio  programs. 

Fifty  Years  of  Growth,  tracing  advances  in 
communications,  transportation,  and  city  plan- 

ning and  treating  current  national  economic 
problems.  Series  was  made  on  $5,000  grant 
from  Educational  Tv  &  Radio  Center.  Ann 
Arbor  and  will  be  distributed  by  National 
Assn.  of  Education  Broadcasters. 

EDUCATION  PEOPLE 

John  B.  Buckstaff,  producer-director,  WTVN- 
TV  Columbus.  Ohio,  to  Illinois  Institute  of 
Technology,  Chicago,  as  supervisor  of  radio 
and  television  succeeding  Kirk  H.  Logie,  re- 

signed to  join  NBC,  Chicago. 

The  Rev.  Daniel  E.  Power,  S.J.,  history  and 

government  professor,  Georgetown  U.,  Wash- 
ington, appointed  director  of  public  relations. 

He  is  vice-chairman  of  executive  committee  of 
Greater  Washington  Educational  Television 
Assn.  Robert  J.  Avery,  former  public  relations 
director,  named  director  of  university  news 
service. 

Robert  C.  Rowe,  for  past  three  years  assistant 

producer-coordinator  for  Michigan  State  U.'s 
tv  education  program,  appointed  consultant  on 
education  to  New  York  State  Education  Dept. 
in  Albany. 

Ralph  T.  Voight,  former  engineer,  WTHI-TV 
Terre  Haute,  Ind.,  to  engineering  staff  of  educa- 

tion station  WHYY-TV  Philadelphia. 

Wallace  L.  Hutchinson,  Weed  &  Co.,  Robert 
C.  Livingston,  NBC,  and  Elder  Preiss,  Al  Preiss 
&  Assoc.,  to  instruct  evening  classes  in  tele- 

communications at  U.  of  Southern  California. 

The  ONLY  way  you  can  really 

REACH.. 

all  of  this  rich 

Central  Texas 
Market  is( 

It's  the  long  reach  that  counts! 
Get  over  I  58, 1 26  TV  Homes* with  KTBC-TV  and  over 

$782,517,000  E.  B.  I.** 

•May  I,  1956 

"  Whole  or  Partial  Coverage. 
Sales  Management.  1 956 

KTBC'S  radio  voice 
REACHES  62  Central  Texas 
counties  . . .  but  rates  are 
based  on  ONLY  20  counties  | 

of  Austin's  Trade  Area! 

KTBC 

CHANNEL  7 
CBS  •  NBC  •  ABC 

316  lew  MAX. 

590  kc  RADIO 
CBS 

5,000  watts  (LS) 

AUSTIN,  TEXAS 
Represented  Nationally  by 

Paul  H.  Raymer  Co.,  Inc 

In  the 

WHBF 

coverage  area  are 

1,102,500 

people  with an  EBI  per  capita  of 
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INTERNATIONAL 

expert  tv  lighting 

low  cost  .  .  . 

flexible 

One  of  the  largest  suppliers  of 

temporary  lighting  facilities 

anywhere  in  the  U.  S.  and 

Canada. 

Rental  equipment  Service  in- 
cludes installation  and  removal 

at  one  low  cost. 

Canada  Advertising 

Rises  13.5%  in  '55 ADVERTISING  and  other  services  handled  by 
Canadian  advertising  agencies  in  1955  in- 

creased 13.5%  in  value  to  a  record  of  $177,- 
240,000  from  $156,163,000  in  1954,  according 

to  a  report  of  the  Dominion  Bureau  of  Sta- 
tistics, Ottawa.  Gross  revenue  rose  nearly 

13%  to  $27,690,000  from  $24,579,000,  and 
net  revenues  before  taxes  increased  19%  to 
$2,772,000  from  $2,338,000. 
The  number  of  advertising  agencies  in- 

creased to  104  from  91,  commissionable  bill- 
ings to  $174,925,000  from  $154,467,000,  mar- 
ket surveys  and  other  research  to  $391,000 

from  $328,000,  and  other  fees  to  $1,925,000 

from  $1,368,000.  Gross  revenues  on  commis- 
sionable billings  increased  to  $26,469,000  from 

$23,230,000.  Gross  revenues  from  market 
surveys,  other  research  and  other  fees  declined 
to  $1,221,000  from  $2,350,000. 

Tv  Households  in  Canada 

Near  Two  Million  Mark 

AN  estimated  1,962,600  out  of  4,007,900 

households  in  Canada  have  television,  accord- 
ing to  a  field  survey  made  by  the  Bureau  of 

Broadcast  Measurement,  Toronto. 
The  estimate  shows  851,500  tv  households 

in  Ontario,  607,600  in  Quebec  province,  174,- 
300  in  British  Columbia,  85,700  in  Alberta, 
81,300  in  Manitoba,  64,000  in  Nova  Scotia, 

44,000  in  Saskatchewan,  40,600  in  New  Bruns- 
wick, 11,700  in  Nev/foundland,  and  1,900  on 

Prince  Edward  Island. 

By  BBM  city  areas,  largest  number  of  tv 
households  are  in  Montreal  with  282,480,  To- 

ronto with  249,830,  Vancouver  122,950,  and 
Winnipeg  63,090. 

El  Salvador  Tv  Station 

Plans  Start  This  Month 

ADVENT  of  television  in  El  Salvador  is  sched- 

uled for  early  September  when  YSEB-TV  San 
Salvador  (ch.  6)  plans  to  go  on  the  air,  it  has 

been  announced  by  Boris  Eserski,  general  man- 
ager of  the  station. 

Mr.  Eserski  said  test  programming  conducted 
by  YSEB-TV  in  mid-August  spurred  the  sale  of 
more  than  1,200  tv  receivers  in  one  week.  He 
expressed  the  view  that  there  will  be  more  than 
7,000  tv  homes  in  El  Salvador  by  the  time 

YSEB-TV  goes  on  the  air.  Caribbean  Net- 
works Inc.,  New  York,  is  sales  agent. 

CBLT  (TV)  Increases  Power 

CBLT  (TV)  Toronto,  Ont.,  on  Aug.  27  moved 
from  ch.  9  to  ch.  6  and  increased  power  from 
25.6  kw  to  100  kw.  CBLT  was  the  second 

station  to  go  on  the  air  in  Canada  in  Septem- 
ber 1952.  The  station  has  been  operating  on 

ch.  9  on  a  temporary  antenna  for  the  past  three 

months  while  a  new  three  bay  bat-wing  Cana- 
dian General  Electric  antenna  was  put  on  its 

450  foot  tower.  Antenna  is  491  feet  above 

ground  level,  in  downtown  Toronto.  The  new 
transmitter  also  is  Canadian  General  Electric, 
5  kw  air-cooled  with  35  kw  water-cooled 

amplifier. 

INTERNATIONAL  PEOPLE 

Geoff  Gordon,  editor  of  Radio,  staff  magazine 
of  Canadian  Broadcasting  Corp.,  Ottawa,  Ont., 

named  supervisor  of  information  at  CBC  Otta- 
wa headquarters.  Bob  Whelan,  formerly  of 

CKBI  Prince  Albert,  Sask.,  succeeds  him  as 
Radio  editor. 

Victor  A.  Peers,  general  manager,  Granada  Tv 
Network  Ltd.,  appointed  director  of  company. 

Page  82    •    September  3,  1956 Broadcasting  •  Telecasting 



B*T  TELESTA¥US 

A  monthly  situation  report  on 

present  and  planned  tv  stations 
and  television  network  shows 

September  1956 
Total  U.  S.  Stations  on  Air:  478 
(Commercial:  456;  Educational:  22) 

Total  Cities  with  Tv  Stations:  303 

Total  Tv  Homes:  35,000,000 
(U.  S.  Census  Bureau,  February  1956) 

HOW  TO  READ  THIS  LISTING 

Each  station  or  grantee  is  listed  in  the 
city  where  licensed. 

Triangle  (►):  station  on  air  with  reg- 
ular programming.  Date  of  grant  is 

shown  for  permittees,  followed  by 
planned  starting  date  when  known. 
Channel  number  is  in  parentheses,  fol- 

lowed by  national  network  affiliations 
and  sales  representatives,  estimated  sets 

in  coverage  area  and  station's  highest 
one-time  hourly  rate. 

Set  figures  are  provided  by  stations. 
Queries  on  set  figures  should  be  directed 
to  stations. 

Asterisk  (*):  non-commercial  outlet. 
Dagger  (t):  not  interconnected. 
Data  on  station  color  equipment:  N, 

equipped  for  network  color;  LS,  local 
color  slides;  LF,  local  color  film;  LL, 
local  live  color. 

ALABAMA 
ANDALUSIAf— 
►  WAIQ  <»2) 
BIRMINGHAM— 
►  WABT  (13)  NBC,  ABC;  Blair;  366.400;  N;  $800 
►  WBIQ  <*10) 
►  WBRC-TV  (6)  CBS:  Katz;  366.400;  N;  $800 

W.ILN-TV  (48)  12/10/52-Unknown 
DECATURf— 
►  WMSL-TV  (23)  NBC,  CBS;  McGillvra;  32,300; 

$150 DOTHAN— 
►  WTVY  (9)  CBS;  ABC;  Young;  37,200;  N;  $150 
MOBILE— 
►  WALA-TV    (10)    NBC,    ABC;  Headley-Reed; 

192.000;  N;  $450 
►  WKRG-TV  (5)   CBS;  Avery-Knodel;  167,000; N,  $450 
MONTGOMERY— 
►  WCOV-TV  (20)  CBS,  ABC;  Raymer;  78.600;  N; 

$?nn 
►  WSFA-TV  (12)  NBC;  Katz;  141,653;  N;  $450 
MUNFORDf— 
>■  WTIQ  <*7) 
SELMAf — 
WSLA  (8)  2/52/54-Unknown 

ARIZONA 

FLAGSTAFF— 
KOLF-TV  (9)  5/29/56-Unknown 

MESA  (PHOENIX)— 
►  KVAR  (12)  NBC;  Raymer;  148,880;  N;  $450 
PHOENIX— 
►  KOOL-TV  (10)  CBS;  Hollingbery;  175,000;  N; 

$500 ►  KPHO-TV  (5)  Katz;  143,880;  N;  $360 
►  KTVK  (3)  ABC;  Weed;  175.000;  N.  LF,  LS;  $400 
TUCSON— 
►  KDWI-TV  (9)  Headley-Reed;  69.500:  N.  LF.  LS; 

$300 ►  KOPO-TV  (13)  CBS;  Hollingbery;  58.839;  $300 
►  KVOA-TV  (4)   NBC,  ABC;  Branham;  55,400; 

$300 
YUMA— 
►  KTVA  (11)  CBS.  NBC;  Raymer;  30,000;  $200 

KYAT  (13)  1/25/56-Unknown 
ARKANSAS 

EL  DORADO— 
►  KRBB  (10)  NBC,  ABC;  Pearson;  47,500;  $200 
FORT  SMITH— 
KFSA-TV  (22)  NBC,  ABC,  CBS;  Pearson;  40.- 

600;  $200 
KNAC-TV  (5)  Rambeau;  6/3/54-Unknown 

HOT  SPRINGS — 
KSPS  (9)  2/16/56-Unknown 

JONESBOROf— 
KBTM-TV  (8)  1/12/55-Unknown 

Broadcasting   •  Telecasting 

LITTLE  ROCK— 
►  KARK-TV  (4)  NBC:  Petry;  159.904;  N:  $450 
►  KTHV  (11)  CBS;  Branham;  177,930;  N;  $450 
►  KATV  (7)  (See  Pine  Blurt) 

PINE  BLUFF— 
►  KATV  (7)  ABC;  Avery-Knodel:  156,300;  N;  $450 
TEXARKANA— 
►  KCMC-TV  (6)  (See  Texarkana,  Tex.) 

CALIFORNIA 
BAKERSFIEID— 
►  KBAK-TV  (29)  ABC,  CBS;  Weed;  100.000;  $300 
►  KERO-TV  (10)  NBC,  CBS;  Hollingbery;  171,000; 

.V  ooOO 
BERKELEY  (SAN  FRANCISCO)— 
►  KQED  (*9) 

CHICO— ►  KHSL-TV  (12)  CBS,  ABC;  Avery-Knodel;  70.- 
900;  $250 

CORONAf— 
KCOA  (52)  9/16/53-Unknown EUREKA 

>■  KIEM-TV   (3)   CBS,  ABC,   NBC;  Hoag-Blair; 32.000;  $250 

FRESNO— ►  KFRE-TV  (12)  CBS;  Blair;  252,300;  N,  LF,  LS; 

$650 
►  KJEO  (47)  ABC;  Branham;  178,000;  N,  LL,  LS; 

$500 
►  KMJ-TV  (24)  NBC;  Raymer;  178,000;  N.  LF,  LS; 

$550 

KBID-TV  (53)  See  footnote 
LOS  ANGELES 
►  KABC-TV  (7)  ABC;  Katz:  2.511.895;  $2,000 
KCOP  (13)   Petry;  2.511.895;  $1,250 

►  KHJ-TV   19)   H-R;  2.511.895;  N;  $1,200 
►  KNXT  (2)  CBS;  CBS  Spot  Sis.;  2.511,895;  N.  LS, 

LF.  LL:  Sj.2"0 
►  KRCA  (4)  NBC;  NBC  Spot  Sis.;  2.511,895;  N,  LS, 

I  K.  S3.iH)0 
►  KTLA  (5)  Raymer;  2,511,895;  N,  LS.  LF.  LL; 

$1,500 
►  KTTV  (11)  Blair;  2.511,895;  $2,000 

KBIC-TV  (22)  2/10/52-Unkown 
MODESTOf— 
KTRB-TV  (14)  2/17/54-Unknown 

OAKLAND  (SAN  FRANCISCO)— 
Channel  Two  Inc.  (2)  Initial  Decision  6/20/56 

REDDING— ►  KVIP  1 7)  NBC;  Branham:  $225 

SACRAMENTO 
►  KBET-TV  (10)  CBS;  H-R;  366.550;  N,  LF,  LS; 

$700 ►  KCCC-TV  (40)  ABC:  Weed;  190.000;  $450 
►  KCRA-TV  (3)  NBC:  Petry:  354.401;  N,  LF,  LS: 

$750 

KGMS-TV  (46)  3/2/56-Unknown 

SALINAS  (MONTEREY)— 
►  KSBW-TV  (8)  CBS,  ABC,  NBC;  H-R;  110,879; 

$350 SAN  DIEGO— ►  KFMB-TV  (8)  CBS:  Petry:  418.997;  N;  $900 
>■  KFSD-TV  (10)  NBC,  ABC;  Katz;  418,997;  N: 

$850 SAN  FRANCISCO— ►  KGO-TV  (7)  ABC:  Blair;  1.263.097;  $1,700 
►  KPIX-TV  (5)  CBS;  Katz;  1.263.097:  N.  LS;  $1,700 
►  KRON-TV  (4)  NBC:  Peters.  Griffin,  Woodward; 

1.263.097;  N.  LS.  LF.  LL:  $1,500. 
►  KSAN-TV  (32)  Stars  National:  325.000;  $225 
KBAY-TV  (20)  3/11/53-Unknown  (granted  STA 
9/15/54) 

SAN  JOSEf— ►  KNTV  (11)  Boiling;  140.000;  $250 

SAN  LUIS  OBISPO— ►  KVEC-TV  (6)  ABC,  CBS;  H-R;  102,966;  $200 

SANTA  BARBARA— ►  KEYT  (3)  ABC,  CBS,  NBC;  Hollingbery;  227.- 
918;  $450 

STOCKTONf — ►  KOVR  (13)  Avery-Knodel;  1,237,872;  $800 

TULARE  (FRESNO)— ►  KVVG  (27)  150,000;  $325 

COLORADO 

COLORADO  SPRINGS— ►  KKTV  (11)  CBS,  ABC;  Boiling;  68.820;  $250 
>■  KRDO-TV  (13)  NBC;  Pearson;  44,000;  $175 

SAVE  this  monthly  Telestattjs  section 
which  is  perforated  for  your  convenience. 
Additional  copies  are  available.  Write 
Readers  Service  Dept.,  Broadcasting  • 
Telecasting,  1735  DeSales  St.,  N.  W., 

Washington  6,  D.  C. 

DENVER— ►  KBTV   (9)  ABC;  Peters,  Griffin,  Woodward: 382.652;  $650 

*■  KLZ-TV  (7)  CBS:  Katz;  382.652;  N;  $700 
*"  KPo^TV  ,4)  KBC-  Spot  Sis.;  382,652:  N; 

$650 
►  KRM  A-TV  f'fil 
►  KTVR  (2)  Hoag-Blair;  382,652;  N;  $500 
GRAND  JUNCTIONf— 

*"  KR,??"TV  (5)  NBC-  CBS.  ABC;  Holman;  18.500; 
Si  ZD MONTROSE— 

^fv"™^     2<23/S6-Sept.     (Satellite  of 

K REX-TV  Grand  Junction) 

PUEBLO— 
►  KCSJ-TV  (5)  NBC:  Pearson;  56,983;  $150 CONNECTICUT 

BRIDGEPORT— (43)  ABC:  Young;  72.340;  $200 WCTB  C71)  1/29/53-Unknown 

HARTFORD — 
•"^I5_TV  fl8)  CBS:  H-R=  360.000;  $500 WCHF  C24)  l/2n'S?-T7n  known 
WTIC-TV  (3,  7/25/56  (construction  prohibited 

mg)  compIetlon  of  deintermixture  rulemak- NEW  BRITAIN— ►  WKNB-TV  (30)  NBC;  Boiling;  373.596;  N-  $500 NEW  HAVENf— 

*y^%mo  '8)  ABC  CBS:  Katz:  948l702:  N-  LF- WELI-TV  (59)  H-R;  6/24/53-Unknown 
NEW  LONDONf — WNLC-TV  (26)  12/31/52-Unknown 
NORWICHf— WCNE  C63)  1/29/53-Unknown 
STAMFORDt — WSTF  (27)  5/27/53-Unknown 

WATERBURY— ►  WATR-TV  (53)  ABC;  Stuart;  217.554;  $200 
DELAWARE 

WILMINGTON — 

*W$Tooon2)  NBC:  Raymer:  2-051.000;  N,  LS,  LF: DISTRICT  OF  COLUMBIA 

WASHINGTON— ►  WMAL-TV  (7)  ABC:  H-R;  $1,200 

►WJjC-TV  (4)  NBC:  NBC  Spot  Sis.;  754.000;  N; 

*  ™7?h?7J9)  CBS:  CBS  sPot  Sls-:  7M-300:  N. 

J-.o .  51  ,oU0 
►WTTG  (5)  Raymer:  700.000:  $600 
WOOK-TV  (14)  2/24/54-Unknown 

FLORIDA 

DAYTONA  BEACHf— ►  WESH-TV  (2)  Petry;  60.000;  N;  $200 
FORT  LAUDERDALE— ►  WITV  (17)  ABC;  Forjoe;  375,000;  (also  Miami); 

S500 FORT  MYERSf— ►  WINK-TV  (11)  CBS,  ABC;  McGillvra:  23.500: 

$150 

FORT  PIERCEf — WTVI  (19)  4/19/55-Unknown 

JACKSONVILLE— ►  WJHP-TV  (36)  ABC,  NBC;  Petry;  98,896;  N- 

$200 

WMBR-TV  (4)  CBS.  ABC;  CBS  Spot  Sis.;  367.- 238:  N:  $700 
WQIK-TV  (30)  Stars  National;  8/12/53-Unknown Jacksonville  Bcstg.  Corp.  (12)  Initial  Decision 4/4/55 

MIAMI — 

►  WCKT  (7)  NBC:  NBC  Spot  Sis.;  $950 
WGBS-TV  (23)  Katz;  278.869;  N:  $350 

►  WTHS-TV  C2) 
►  WTVI  (4)  CBS.  ABC:  Peters.  Griffin.  Wood- 

ward; 374,000;  N,  LL,  LF.  LS;  $1,000 
►  WITV  ( 17  >  See  Fort  Lauderdale 
WMFL  (33)  12/9/53-Unknown 

MIAMI  BEACH— WKAT  Inc.  (10)  Initial  Decision  3/30/55 

ORLANDO— 
►  WDRO-TV  (6)  CBS,  ABC,  NBC;  Hoag-Blatr: 

165.000;  N;  $300 
WEAL-TV  (18)  9/21/55-Unknown 
WORZ  Inc.  (9)  Initial  Decision  8/10/55 

PANAMA  CITY— ►  WJDM  (7)  ABC.  CBS,  NBC;  Hollingbery;  30,100: 

$150 

PENSACOLA— ►  WEAR-TV  (3)  ABC,  CBS;  Hollingbery;  152.000; 

N;  $300 WPFA-TV  (15)  See  footnote 

ST.  PETERSBURG— ►  WSUN-TV  (38)  ABC;  Venard;  215,500;  $400 

TAMPA— 
»>  WFLA-TV  (8)  NBC;  Blair;  319,542;  N,  LF,  LS; 

$600 
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►  WTVT  (13)  CBS;  Katz;  330,000;  N,  LF,  LS;  $600 
WEST  PALM  BEACH— 
*■  WEAT-TV  (12)  ABC,  CBS;  H-R;  90,000;  $225 
►  WJNO-TV  (5)  NBC,  CBS;  Venard;  297,015;  $275 

WIRK-TV  (21)  See  footnote 
GEORGIA 

ALBANYf— 
►  WALB-TV  (10)  ABC,  NBC;  Venard;  45,000;  $200 
ATLANTA— 
►  WAGA-TV  (5)  CBS;  Katz;  578,000;  N,  LS,  LF; 

$1,000 ►  WLWA  (11)  ABC;  WLW  Sales;  551,000;  $900 
►  WSB-TV  (2)  NBC;  Petry;  560,340;  N,  LS,  LF; 

$1,000 WETV  (*30)  3/21/56-Unknown 
WATL-TV  (36)  See  footnote 

AUGUSTA— 
►  WJBF  (6)  NBC,  ABC;  Hollingbery;  188,207;  N; 

$300 
►  WRDW-TV  (12)  CBS;  Branham;  164,400;  $300 
COLUMBUS— 
►  WDAK-TV  (28)  NBC,  ABC;  Headley-Reed;  136,- 

959;  N;  $300 
►  WRBL-TV  (4)  CBS,  ABC;  Hollingbery;  186,407; 

N;  $400 
MACON— 
►  WMAZ-TV  (13)  CBS,  ABC;  NBC  (per  program 

basis);  Avery -Knodel;  117,778;  N;  $300 
WOKA  (47)  See  footnote 

ROMEf— 
WROM-TV  (9)  McGillvra;  174,330;  $150 

SAVANNAH— 
►  WSAV-TV  (3)  NBC,  ABC;  Hoag-Blair;  150,501; 

N;  $27S 
►  WTOC-TV  (11)  CBS,  ABC;  Avery-Knodel;  153,- 

142;  N;  $250 
THOMASVILLEf  (TALLAHASSEE,  FLA.)— 
►  WCTV  (6)  CBS,  NBC,  ABC;  Hoag-Blair;  82,889; 

$250 IDAHO 

BOISEf— 
►  KBOI-TV  (2)  CBS;  Peters,  Griffin,  Woodward; 

65,600;  $200 
►  KIDO-TV  (7)  ABC,  NBC:  Hoag-Blair;  53,200; 

$250 IDAHO  FALLSf— 
►  KID-TV  (3)  CBS,  ABC,  NBC;  Gill-Perna;  54,- 

321;  $200 
LEWISTONf— 
►  KLEW-TV  (3)  CBS,  ABC,  NBC;  Weed;  21.000; 

$150  (satellite  of  KIMA-TV  Yakima,  Wash.) 
POCATELLOf — 

KSEI-TV  (6)  4/25/56-Unknown 
TWIN  FALLSf— 
►  KLIX-TV   (11)   CBS,  ABC,  NBC:  Gill-Perna; 

21,000;  $150 
KHTV  (13)  11/9/55-Unknown 

ILLINOIS 

BLOOMINGTON— 
►  WBLN  (15)  McGillvra;  113,242;  $200 
CHAMPAIGN— 
►  WCIA  (3)  CBS,  NBC;  Hollingbery;  323,469;  N; 

$800 
CHICAGO— ►  WBBM-TV  (2)  CBS;  CBS  Spot  Sis.;  2,300,000; 

N;  $3,900 
►  WBKB  (7)  ABC;  Blair;  2,300,000;  $2,400 
►  WGN-TV  (9)  Petry;  2,300,000;  $1,800 
►  WNBQ  (5)  NBC;  NBC  Spot  Sis.;  2,300,000;  N, 

LL,  LS,  LF;  $4,000 
►  WTTW  (*11) 
WHFC-TV  (26)  1/8/53-Unknown 
WIND-TV  (20)  3/9/53-Unknown 
WOPT  (44)  2/10/54-Unknown 

DANVILLE— 
►  WDAN-TV  (24)  ABC;  Everett-McKinney;  50,- 

000;  $150 
DECATUR— 
►  WTVP  (17)  ABC;  Boiling;   190,000;  $350 
EVANSTONf— 
WTLE  (32)  8/12/53-Unknown 

HARRISBURGf— 
►  WSIL-TV  (22)  ABC;  Walker;  30,000;  $150 
PEORIA— 
►  WEEK-TV  (43)  NBC;  Headley-Reed;  244,420;  N; 

$475 ►  WTVH  (19)  CBS,  ABC;  Petry;  182,500;  N;  $450 
WIRL-TV  (8)  6/27/56  (Construction  prohibited 
until  completion  of  deintermixture  rulemak- ing.) 

QUINCY  (HANNIBAL,  MO.)— 
►  WGEM-TV  (10)  ABC,  NBC;  Young;  150,000;  N; 

$200 ►  KHQA-TV  (7)  See  Hannibal,  Mo. 
ROCKFORD— 
►  WREX-TV  (13)  CBS,  ABC;  H-R;  259,441;  N;  $400 
►  WTVO  (39)  NBC;  Headley-Reed;  116,000;  $250 
ROCK  ISLAND  (DAVENPORT,  MOLINE)— 
►  WHBF-TV  (4)  CBS,  ABC;  Avery-Knodel;  289,- 

084;  N;  $800 
SPRINGFIELD— 
►  WICS  (20)  ABC,  NBC;  Young;  103,580;  $250 
W MAY-TV  (2)  6/27/56  (Construction  prohib- 

ited until  completion  of  deintermixture  rule- 
making.) Pearson 

URBANAf — 
►  WILL-TV  (*12) 

INDIANA 
ANDERSONf — 
WCBC-TV  (61)  3/16/56-Unknown 

BLOOMINGTON— 
►  WTTV  (4)  ABC,  NBC;  Meeker;  647,781  (also  In- dianapolis); N;  $800 
ELKHART  (SOUTH  BEND)— 
►  WSJV  (52)  ABC;  H-R;  215,814;  $300 
EVANSVILLE— 
►  WFIE  (62)  NBC,  ABC;  Venard;  127,050;  N;  $350 
►  WEHT  (50)  See  Henderson,  Ky. 
WTVW  (7)  Hollingbery;  $600;  12/21/55-Septem- ber  , 

FORT  WAYNE— 
►  WKJG-TV  (33)  NBC;  Raymer;  148,064;  N;  $450 ►  WINT  (15)  See  Waterloo 

WANE-TV  (69)  Boiling;  9/29/54-Unknown 
INDIANAPOLIS— 
►  WFBM-TV  (6)  NBC;  Katz;  660,000;  N,  LL,  LF, LS;  $960 
►  WISH-TV  (8)  CBS;  Boiling;  660,000;  N;  $1,200 ►  WTTV  (4)  See  Bloomington 

Mid-West  Tv  Corp.  (13)  Initial  Decision  6/7/55 
LAFAYETTE— 
►  WFAM-TV  (59)  CBS,  NBC;  Rambeau;  115,750; 

$200 MUNCIE— ►  WLBC-TV    (49)    ABC,    CBS,    NBC;  Holman, Walker;  107,250;  N;  $225 
PRINCETONf — 
WRAY-TV  (52)  See  footnote 

SOUTH  BEND  (ELKHART)— 
►  WNDU-TV  (46)  NBC;  Petry;  186,000;  N,  LL, 

LS;  $500 
►  WSBT-TV  (34)  CBS;  Raymer;  206,363;  N;  $400 
TERRE  HAUTE— 
►  WTHI-TV  (10)  CBS,  ABC,  NBC;  Boiling;  180,- 920;  N;  $400 
WATERLOO  (FORT  WAYNE)— 
►  WINT  (15)  CBS,  ABC;  H-R;  139,625;  N;  $300 

IOWA 

AMES— 
►  WOI-TV  (5)  ABC;  Weed;  325,000;  N;  $500 
CEDAR  RAPIDS— 
►  KCRG-TV   (9)   ABC;   Hoag-Blair;   325,977;  N: 

$325 

►  WMT-TV  (2)  CBS;  Katz;  216,678;  N;  $625 
DAVENPORT  (MOLINE,  ROCK  ISLAND)— 
►  WOC-TV  (6)  NBC;  Peters,  Griffin,  Woodward; 317,902;  N;  $800 

DES  MOINES— ►  KRNT-TV  (8)  CCS;  Katz;  N;  $700 
►  WHO-TV  (13)  NBC;  Peters,  Griffin,  Woodward; 

284,500;  N,  LF,  LS;  $700 
KGTV  (17)  See  footnote 

FORT  DODGE— 
►  KQTV  (21)  NBC;  Pearson;  42,870;  $150 

MASON  CITY— ►  KGLO-TV  (3)  CBS;  Weed;  135,932;  $200 

OTTUMWA— ►  KTVO  (3)  (See  Kirksville,  Mo.) 

SIOUX  CITY— ►  KTTV  (4)  NBC;  Hollingbery;  187,743;  N;  $350 
►  KVTV  (9)  CBS,  ABC;  Katz;  179,521;  N;  $425 
WATERLOO— 
►  KWWL-TV   (7)   NBC;  Avery-Knodel;  324,866; 

$500 

KANSAS 

ENSIGN— KTVC  (6)  1/25/56-Unknown 
GOODLANDf— 
KWGB-TV  (10)  5/11/55-October;  $200 

GREAT  BEND— 
►  KCKT  (2)  NBC;  Boiling;  176,097;  N,  LS;  $250 
HUTCHINSON  (WICHITA)— 
►  KTVH  (12)  CBS;  H-R;  210,724;  N;  $575 
►  KAKE-TV  (10)  See  Wichita 
►  KARD-TV  (3)  See  Wichita 
MANHATTANf— 
KSAC-TV  (*8)  7/24/53-Unknown 

PITTSBURG— ►  KOAM-TV  (7)  NBCr  ABC;  Katz;  161,851;  $300 

TOPEKA— ►  WIBW-TV  (13)  CBS,  ABC;  Capper;  558,736;  N; 

$550 

WICHITA  (HUTCHINSON)— 
►  KAKE-TV  (10)  ABC;  Katz;  260,000;  N;  $425 
*■  KARD-TV  (3)  NBC;  Petry;  265,430;  N,  LF,  LS; 

$550 

►  KTVH  (12)  See  Hutchinson 
KEDD  (16)  See  footnote 

KENTUCKY 

ASHLANDf — 
WPTV  (59)  Petry;  8/14/52-Unknown 

New  TV  Stations 

7  HE  following  tv  stations  started  regular 
programming  within  the  past  month: 

KAVE-TV   (ch.  6)   Carlsbad,  N.  M.; 
WBIR-TV  (ch.  10)  Knoxville,  Tenn.,  and 
CHLT-TV  (ch.  7)  Sherbrooke,  Que. 

HENDERSON  (EVANSVILLE,  IND.)— 
►  WEHT  (50)  CBS;  Young;  100,507;  N;  $400 

LEXINGTON)' — 
►  WLEX-TV  (18)  NBC,  ABC,  CBS;  Boiling;  $190 

WLAP-TV  (27)  12/3/53-Unknown 

LOUISVILLE— ►  WAVE-TV  (3)  NBC,  ABC;  NBC  Spot  Sis.;  506,- 966;  N;  $1,025 
►  WHAS-TV  (11)   CBS;  Harrington,  Righter  & 

Parsons  (last  reported  set  count  in  July  1952 was  205,544);  N;  $1,000 

WQXL-TV  (41)  Forjoe;  1/15/53-TJnknown WKLO-TV  (21)  See  footnote 
NEWPORTf — 
WNOP-TV  (74)  12/24/53-Unknown 

OWENSBORO— WKYT  (14)  3/14/56-Unknown 
PADUCAHf— 

Columbia  Amusement  Co.  (6)  Initial  Decision 
4/11/55 

LOUISIANA 

ALEXANDRIA— ►  KALB-TV  (5)  NBC,  ABC,  CBS;  Weed;  126,400; 

$250 

BATON  ROUGE— ►  WAFB-TV  (28)  CBS,  ABC;  Young;  104,000;  $250 
►  WBRZ  (2)  NBC,  ABC;  Hollingbery;  165,117;  N; 

$300 

WCNS  (40)  7/19/56-Unknown 

LAFAYETTE— ►  KLFY-TV  (10)  CBS;  Venard;  72,000;  $200 
LAKE  CHARLES 
►  KPLC-TV  (7)  NBC,  ABC;  Weed;  101,384;  $250 
►  KTAG  (25)  CBS;  Young;  62,640;  $150 

MONROE— 
►  KNOE-TV  (8)  CBS,  ABC,  NBC;  H-R;  300,200; 

N;  $400 KLSE  (*13)  12/14/55-Unknown 

NEW  ORLEANS— ►  WDSU-TV  (6)  ABC,  CBS,  NBC;  Blair;  397,191; 
N.  LF,  LL;  $900 

►  WJMR-TV  (20)  CBS,  ABC;  Weed;  157,782;  N; 

$300 

WCKG  (26)  Gill-Perna;  4/2/53-Unknown 
WWL-TV  (4)  7/13/56  (Construction  prohibited 
until  completion  of  deintermixture  rule  mak- 

ing.) 

WYES  (*8)  2/17/56-Unknown 

SHREVEPORT— ►  KSLA-TV  (12)  ABC,  CBS;  Raymer;  N;  166,000; 

$400 

►  KTBS-TV  (3)  NBC,  ABC;  Petry;  249,695;  N; 

$400 
BANGOR—  MAINE 
►  WABI-TV  (5)  ABC,  NBC;  Hollingbery;  98,000; 

N;  $300 ►  WTWO  (2)  CBS;  Venard;  $250 

LEWISTON— WLAM-TV  (17)  See  footnote 

POLAND  SPRING— 
►  WMTW  (8)  CBS,  ABC;  Harrington,  Righter  & Parsons;  250,000;  $400 

PORTLAND— ►  WCSH-TV  (6)  NBC;  Weed;  190,200;  N;  $400 
►  WGAN-TV  (13)  CBS;  Avery-Knodel;  185,000: 

N;  $400 
PRESQUE  ISLE— 
WAGM-TV  (8)  3/27/56-Unknown 

MARYLAND 

BALTIMORE— ►  WAAM  (13)  ABC;  Harrington,  Righter  &  Par- '    sons;  686,150;  $1,100 
►  WBAL-TV  (11)  NBC;  Petry;  686,150;  N,  LL,  LS, LF'  $1  250 

►  WMAR-TV  (2)  CBS;  Katz;  686,150;  N,  LF,  LS; 

$1,250 

WITH-TV  (72)  Forjoe;  12/18/52-Unknown 
WTLF  (18)  12/9/53-Unknown 

SALISBURY!— 
►  WBOC-TV  (16)  ABC,  CBS;  Headley-Reed;  55,- 

155;  $200 
MASSACHUSETTS 

BOSTON— 
►  WBZ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

1,420,106;  N,  LS,  LF;  $2,250 
►  WGBH-TV  (*2)  N,  LL,  LF,  LS 
►  WNAC-TV  (7)  CBS,  ABC;  H-R^  1,420,106;  N: 

$2,600 

►  WMUR-TV  (9)  (See  Manchester,  N.  H.) 
WXEL  (38)  10/12/56 -Unknown 
WJDW  (44)  3/12/53-Unknown Greater  Boston  Tv  Corp.  (5)  Initial  Decision 
1/4/56 

BROCKTONf — WHEF-TV  (62)  7/30/53-Unknown 
CAMBRIDGE  (BOSTON)— 
WTAO-TV  (56)  See  footnote 

GREENFIELD— WRLP     (58)     7/5/56-Unknown     (Satellite  of WWLP  Springfield,  Mass.) 

PITTSFIELDf— WMGT  (19)  ABC;  Walker;  $250  (Temporarily 
off  air  because  of  wind  damage;  plans  return 
in  September.) 

SPRINGFIELD— ►  WHYN-TV  (55)  CBS;  Branham;  230,000;  N;  $400 
►  WWLP  (22)  NBC,  ABC;  Hollingbery;  230,000;  N, 

LS;  $500 

WORCESTER— WWOR-TV  (14)  See  footnote 
WAAB-TV  (20)  Forjoe;  8/12/53-Unknown MICHIGAN 

ANN  ARBOR— ►  WPAG-TV  (20)  Everett-McKinney;  31,000;  $150 
WUOM-TV  (*26)  11/4/53-Unknown 
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BAY  CITY  (MIDLAND,  SAGINAW)— 
►  WNEM-TV  (5)  NBC,  ABC;  Headley-Reed;  312,- 

555;  N;  $690 
CADILLAC— 
►  WWTV  (13)  CBS,  ABC;  Weed;  381,894;  $300 
DETROIT— 
►  WJBK-TV  (2)  CBS;  Katz,  1,600,000;  N;  $2,200 
►  WTVS  (*56) 
►  WWJ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

1,600,000;  N,  LF,  LS;  $2,000 
►  WXYZ-TV  (7)  ABC;  Blair;  1,600,000;  N;  $1,800 
►  CKLW-TV  (9)   CBC;   Young;   1,568,000;  $1,100 

(See  Windsor,  Ont.) 
WBID-TV  (50)  11/19/53-Unknown 

EAST  LANSINGf— 
►  WKAR-TV  (*60) 
FLINTf— 
WJRT  (12)  CBS;  Harrington,  Righter  &  Par- 

sons; 5/12/54-October 
GRAND  RAPIDS— 
►  WOOD-TV  (8)  NBC,  ABC;  Katz;  568,420;  N; 

$1 175 
WMCM  (23)  9/2/54-Unknown 

IRONWOOD— 
WJMS-TV  (12)  11/30/55-Unknown 

KALAMAZOO— 
►  WKZO-TV  (3)  CBS,  ABC,  NBC;  Avery-Knodel; 

602,090;  N;  $1,100 
LANSING— 
►  WJIM-TV  (6)  NBC,  CBS,  ABC;  Petry;  446,000; 

N:  $800 
►  WTOM-TV  (54)  ABC;  McGillvra;  60,850;  $200 
MARQUETTEf— 
►  WDMJ-TV  (6)  Weed 
SAGINAW  (BAY  CITY,  MIDLAND) 
►  WKNX-TV  (57)  CBS,  ABC;  Gill-Perna;  160,000: 

N;  $375 
TRAVERSE  CITY— 
►  WPBN-TV  (7)  NBC;  Holman;  58,365;  $144 

MINNESOTA 
AUSTIN— 
►  KMMT  (6)  ABC;  Avery-Knodel;  115,126;  $200 
DULUTH  (SUPERIOR,  WIS.)— 
►  KDAL-TV    (3)    CBS.    ABC;  Avery-Knodel; 

127,500;  $400 
►  WDSM-TV  (6)  See  Superior,  Wis. 
WFTV  (38)  See  footnote 

MINNEAPOLIS-ST.  PAUL— 
►  KMGM-TV  (9)  Branham;  630,000;  $600 
►  KSTP-TV  (5)  NBC;  Petry;  615,000;  N.  LS,  LF; 

$1,450 
►  WCCO-TV  (4)  CBS;  Peters,  Griffin,  Woodward; 

N,  LL;  $1,475 
►  WTCN-TV  (11)  ABC:  Katz;  650,000;  $800 
KCTE-TV  (*2)  6/20/56-Unknown 

ROCHESTER— 
►  KROC-TV  (10)  NBC,  ABC;  Meeker;  120,000;  N; 

$250 MISSISSIPPI 

BILOXlf— 
WVMI  (13)  Initial  Decision  6/5/56 

COLUMBUSf— 
►  WCBI-TV  (4)  CBS,  NBC;  McGillvra;  $150 
HATTIESBURGf— 
►  WDAM-TV  (9)  NBC,  ABC;  Pearson;  $175 
JACKSON— 
►  WJTV  (12)  CBS,  ABC;  Katz;  155,000:  $360 
►  WLBT  (3)  NBC;  Hollingbery;  175,000;  N;  $360 
MERIDIAN— 
►  WTOK-TV   (11)    ABC,   CBS,   NBC;  Headley- 

Reed;  79,087;  $250 
WCOC-TV  (30)  See  footnote 

TUPELOf— 
►  WTWV  (9)  $150 

MISSOURI 
CAPE  GIRARDEAU— 
►  KFVS-TV  (12)  CBS,  NBC;  Headley-Reed;  155,- 

400;  N;  $400 
COLUMBIA— 
►  KOMU-TV  (8)  NBC.  ABC;  H-R;  99,394;  $250 
HANNIBAL  (QUINCY,  ILL.) 
►  KHQA-TV  (7)  CBS;  Weed;  149,060;  N;  $250 
►  WGEM-TV  (10)  See  Quincy.  111. 
JEFFERSON  CITY— 
►  KRCG  (13)  CBS;  Hoag-Blair;  100,946;  $250 
JOPLIN— ►  KSWM-TV  (12)  CBS;  Venard;  115.000;  N;  $250 
KANSAS  CITY— 
►  KCMO-TV  (5)  CBS;  Katz;  581,426;  N;  $1,200 
►  KMBC-TV  (9)  ABC;  Peters,  Griffin,  Woodward; 

581,426;  N,  LS,  LF,  LL;  $540  (half-hour) 
►  WDAF-TV   (4)   NBC;   Harrington,  Righter  & 

Parsons;  581,426;  N,  LS,  LF;  $1,060 
KIRKSVILLE— 
►  KTVO  (3)  CBS,  NBC;  Boiling;  228,358;  N;  $300 
ST.  JOSEPH— 
►  KFEQ-TV  (2)  CBS;  Headley-Reed;  162,682;  $350 
ST.  LOUIS— 
►  KETC  (*9) ►  KSD-TV  (5)  ABC,  CBS,  NBC;  NBC  Spot  Sis.; 

932,126;  N,  LS,  LF;  $1,200 
►  KTVI  (36)  ABC,  CBS:  Weed;  422,422;  $400 
►  KWK-TV  (4)  CBS,  ABC;  Katz;  N;  $1,500 
SEDALIAf— 
►  KDRO-TV  (6)  Pearson;  57,000;  $200 
SPRINGFIELD— 
►  KTTS-TV  (10)  CBS;  Weed;  111,146;  N;  $250 
►  KYTV  (3)  NBC;  Hollingbery;  102,519;  N;  $275 

MONTANA 
BILLINGSj  — 
►  KOOK-TV  (2)  CBS,  ABC,  NBC;  Headley-Reed; 

28,500;  $150 
KGHL-TV  (8)  11/23/55-Unknown 

Broadcasting    •  Telecasting 

BUTTEf— ►  KXLF-TV  (4)  ABC;  No  estimate  given;  $100 
GREAT  FALLSf— 
►  KFBB-TV  (5)   CBS,  ABC,  NBC;  Hoag-Blair; 

30,000;  $150 
KALISPELLf — 
KGEZ-TV  (8)  7/19/56-Unknown 

MISSOULAf— 
►  KGVO-TV  (13)  CBS,  ABC;  Gill-Perna;  26,660; 

$150 
NEBRASKA 

HASTINGS— ►  KHAS-TV  (5)  NBC;  Weed;  71,992;  N;  $200 
HAYES  CENTERf— 
►  KHPL-TV    (6)    (Satellite   of   KHOL-TV  Hol- 

drege) 

KEARNEY  (HOLDREDGE)— 
►  KHOL-TV    (13)    CBS,   ABC;    Meeker;  104,401 

(includes  satellite  KHPL-TV);  N;  $300 
LINCOLN— 
►  KOLN-TV    (10)    ABC,    CBS;  Avery-Knodel; 159,809;  $400 
►  KUON-TV  (»12) 

OMAHA— ►  KMTV  (3)  NBC,  ABC;  Petry;  375,939;  N,  LL, 
LS  LF '  $900 

►  WOW-TV  (6)  CBS;  Blair;  370,021;  N;  $850 
KETV  (7)  4/27/56-Unknown 

SCOTTSBLUFFf— 
►  KSTF  (10)  (Satellite  of  KFBC-TV  Cheyenne, Wyo.) 

NEVADA 
HENDERSON  (LAS  VEGAS)— 
►  KLRJ-TV  (2)  NBC,  ABC;  Pearson;  30.0UU;  N; 

$250 LAS  VEGAS— 
►  KLAS-TV  (8)  CBS;  Weed;  35,000;  $250 
►  KLRJ-TV  (2)  See  Henderson 
►  KSHO-TV  (13)  Forjoe;  27,900;  $200 

RENO— ►  KOLO-TV  (8)  CBS,  ABC,  NBC;  Pearson;  33,500; 

$300 KAKJ  (4)  4/19/55-Unknown 
NEW  HAMPSHIRE 

KEENEf — 
WKNE-TV  (45)  4/22/53-Unknown 

MANCHESTER  (BOSTON)— 
►  WMUR-TV  (9)   ABC.  CBS;   Forjoe;  1,127,959; 

$600 MT.  WASHINGTON)  — 
►  WMTW  (8)  See  Poland  Spring,  Me. 

NEW  JERSEY 

ASBURY  PARKf — 
WRTV  (58)  See  footnote 

ATLANTIC  CITY— 
WOCN  (52)  1/8/53-Unknown 
WFPG-TV  (46)  See  footnote 

CAMDENf— 
WKDN-TV  (17)  1/28/54-Unknown 

NEWARK  (NEW  YORK  CITY)— 
►  WATV  (13)  Fojoe;  4,730,000;  $2,000 
NEW  BRUNSWICKf— 
WTLV  (*19)  12/4/52-Unknown 

NEW  MEXICO 

ALBUQUERQUE— 
►  KGGM-TV  (13)  CBS;  Weed;  75,500;  S300 
►  KOAT-TV  (7)  ABC;  Hollingbery;  71,260;  $300 
►  KOB-TV  (4)  NBC;  Branham;  76,226;  $300 

CARLSBAD— ►  KAVE-TV   (6)   Branham;  $150 

CLOVIS— KICA-TV  (12)  2/23/56-Unknown 

ROSWELL— ►  KSWS-TV  (8)  NBC,  ABC,  CBS;  Meeker;  34,687; 

$250 SANTA  FE— KVIT  (2)  l/25/56-Unknown 
NEW  YORK 

ALBANY  (SCHENECTADY,  TROY)— 
►  WCDA  (41)  CBS;  Harrington,  Righter  &  Par- 

Sons;  200,000;  N;  $400 
►  WTRI  (35)  ABC;  Venard;  215,000;  $400 
WPTR-TV  (23)  6/10/53-Unknown 
WTVZ  (*17)  7/24/52-Unknown 

BINGHAMPTON— 
►  WNBF-TV  (12)   CBS,  ABC,  NBC;   Blair;  N; 

409,585;  $800 
WINR-TV  (40)  9/29/54-Unknown 
WQTV  (*46)  8/14/52-Unknown 

BUFFALO— ►  WBEN-TV  (4)   CBS;   Harrington,  Righter  & 
Parsons;  670,540  (plus  663,446  Canadian  cover- 

age); N,  LS,  LF,  LL;  $800 
►  WBUF  (17)  NBC;  NBC  Spot  Sis;  152,500;  $500 
►  WGR-TV  (2)  ABC,  CBS;  Peters,  Griffin;  Wood- 

ward; 548,020  (plus  577,137  Canadian  cover- 
age); N;  $950 

WNYT-TV  (59)  11/23/55-Unknown 
WTVF  (*23)  7/24/52-Unknown Great  Lakes  TV  Inc.  (7)  Initial  Decision  1.  31/56 

CARTHAGE  (WATERTOWN)— 
►  WCNY-TV  (7)  CBS,  ABC  (NBC  per  program 

basis);  Weed;  84,619  (plus  118,840  Canadian 
coverage);  $200 

ELMIRAf — ►  WTVE  (24)  ABC,  NBC;  Forjoe;  35,000;  $150 
WSYE-TV  (18)  4/4/56-September  (Satellite  of 
WSYR-TV  Syracuse,  N.  Y.) 

HAGAMAN— ►  WCDB  (29)  (satellite  WCDA  Albany,  N.  Y.) 

ITHACAf — WHCU-TV  (20)  CBS;  1/8/53-Unknown 
WTET  (*14)  1/8/53-Unknown 

LAKE  PLACIDf  (PLATTSBURG)— 
►  WPTZ  (5)  NBC,  ABC;  Hoag-Blair;  142,000  (plus 350,000  Canadian  coverage);  $300 

NEW  YORK— ►  WABC-TV  (7)  ABC;  Blair;  4,730,000;  $4,150 
►  WABD  (5)  Raymer;  4,730,000;  N,  LL,  LF,  LS 

$2  200 
►  WCBS-TV  (2)  CBS;  CBS  Spot  Sis.;  4,730,000,  N, 

LS,  LF,  LL:  $8,000 
►  WOR-TV  (9)  WOR-TV  Sis.;  4,730,000;  $2,000 
►  WPIX  (11)  Peters,  Griffin,  Woodward;  4,730,000; 

$1,500 
►  WRCA-TV  (4)  NBC;  NBC  Spot  Sis;  4,730,000; 

N,  LS,  LF,  LL;  $9,200 
►  WATV  (13)  See  Newark,  N.  J. 
WGTV  (*25)  8/14/52-Unknown 
WNYC-TV  (31)  5/12/54-Unknown 

POUGHKEEPSIE— WKNY-TV  (66)  See  footnote 

ROCHESTER— ►  WHAM-TV  (5)  NBC,  ABC;  Hollingbery;  365,000 
(plus  75,000  Canadian  coverage);  N;  $800 

►  WHEC-TV  (10)  CBS,  ABC;  Everett-McKinney; 327.000;  N;  $700 

►  WVET-TV  (10)  CBS,  ABC;  Boiling;  327,000  (in- 
cluding 31,500  Canadian  coverage);  N;  $700 

WCBF-TV  (15)  5/10/53-Unknown 
WROH  (*21)  7/24/52-Unknown 

SCHENECTADY  (ALBANY,  TROY)— 
►  WRGB  (6)  NBC;  NBC  Spot  Sis.;  495,360;  N; 

$1,350 SYRACUSE— ►  WHEN  (8)  CBS,  ABC;  Katz;  378,000;  N;  $850 
►  WSYR-TV   (3)   NBC;   Harrington,  Righter  & 

Parsons;  457,770;  N.  LS,  LF;  $900 
WHTV  (*43)  9/18/52-Unknown 

UTICA— 

►  WKTV  (13)  NBC.  ABC,  CBS;  Cooke;  209.000; 

N;  $550 NORTH  CAROLINA 

ASHEVILLE — ►  WISE-TV  (62)  CBS,  NBC;  Boiling;  40.000;  $150 
►  WLOS-TV  (13)  ABC,  CBS;  Venard;  326,138;  S400 
CHAPEL  HILLf — 
►  WUNC-TV  (*4) 

CHARLOTTE — ►  WBTV  (3)  CBS,  ABC,  NBC;  CBS  Spot  Sis.; 
528,210;  N,  LL,  LS,  LF;  $1,000 

WQMC  (36)  See  footnote 
Piedmont  Electronics  &  Fixture  Corp.  (9)  Initial Decision  8/2/55 

DURHAM— 
►  WTVD  (11)  NBC,  ABC;  Petry;  264,847;  N;  $550 
FAYETTE  VILLEf— 
►  WFLB-TV  (18)  ABC,  CBS,  NBC;  Young;  51,600; 

$120 

GASTON  I Af— 
WTVX  (48)  4/7/54-Unknown 

GREENSBORO— ►  WFMY-TV  (2)  CBS.  ABC;  Harrington,  Righter 
&  Parsons;  429,553;  N,  LF,  LS  $650 

GREENVILLE— ►  WNCT  (9)  CBS,  ABC;  Hollingbery;  164,980;  N; 

$350 NEW  BERNf — 
WNBE-TV  (13)  2/9/55-Unknown 

RALEIGH— 
►  WNAO-TV  (28)  CBS,  ABC;  Avery-Knodel;  140.- 

125;  N;  $325 
WRAL-TV  (5)  6/27/56-Unknown 

WASHINGTON— ►  WITN  (7)  NBC;  Headley-Reed;  150.000;  N;  $325 

WILMINGTON— ►  WMFD-TV  (6)  NBC,  ABC,  CBS;  Weed;  94.600; 

$250 
WINSTON-SALEM— ►  WSJS-TV  (12)  NBC;  Headlev-Reed;  531.901:  N; 

$550 

►  WTOB-TV  (26)  ABC:  Venard;  126,100;  $200 
NORTH  DAKOTA 

BISMARCK— 
►  KBMB-TV  (12)  CBS;  Weed;  24,000;  N;  $150 
►  KFYR-TV  (5)  NBC,  ABC;  Hoag-Blair;  31.05C; 

$200 

DICKINSONf— KDIX-TV  (2)  CBS;  5/9/56-October 

FARGO— 

►  WD  AY-TV    (6)    NBC.    ABC;    Peters,  Griffin, 
Woodward;  92,600;  $400 

GRAND  FORKS — ►  KNOX-TV  (10)  NBC;  Rambeau;  37,000;  N;  $200 

MINOT— 

►  KCJB-TV  (13)  CBS,  NBC,  ABC;  Weed;  29,000; 
$200 

KMOT  (10)  10/5/55-Unknown 
WILLISTONf— 
KUMV-TV  (8)  7/19/56-Unknown 

VALLEY  CITY— ►  KXJB-TV  (4)  CBS:  Weed;  123.000;  N,  LF.  LS; 

$440 

OHIO 

AKRON— 

►  WAKR-TV  (49)  ABC;  Weed;  174,066;  $300 

ASHTABULAf — 
WICA-TV  (15)  See  footnote 

CANTONf — 
WTLC  (29)  3/22/56-Unknown 
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COMPARATIVE  NETWORK  SHOWSHEET 

ABC 

MONDAY 

CBS NBC ABC 

TUESDAY 

CBS 
NBC ABC  CBS  NBC 

Stand. Brands Valiant  Lady 

Afternoon 
Film 

Festi  val F&L 
Participating 

(see  footnote) 

Mutual 
of  Omaha 
Zoo  Parade 

L 

The  CBS 
Sunday 
News 
(Sus.) 

Outlook 
L#F 

6:00 

6:15 

6:30 

6:45 

7:00 

7:15 

7:30 

7:45 

8:00 

8:15 

8:30 

8:45 

9:00 

9:15 

9:30 

9:45 

10:00 

10:15 

10:30 

Skippy 
Peanut 
Butter 

You  Asked 
For  It 

F 

Pearson 
Pharmacal 
J.  H.  Breck 
Famous 
Film 

Festival 

(Partici- pating) 
F 

Bell 
Telephone 
System Telephone 
Time 

Prudential 
You  Are 
There  L 

Campbell Soup 

(Alt.  wks.) Kellogg 

Lassie  F 

Am.  Tobacco 
Private 

Secretary 
(Alt.  wks.) Jack  Benny 

Johns  Man- ville 
Pan  Amer. 
Meet  the 

Press 
L 

Gen.  Foods 
Roy  Rogers F 

General 
Foods 
Topper 

F 

Circus 
Boy 

Mercury 
Div.  of 

The  Ford 
Motor  Co. 

The 
Ed  Sullivan 

Show 
L 

Pharmaceu- 
ticals 

Ted  Mack 
Amateur 
Hour 
L 

Focus 
F 

Gen.  Fleet. 
G  E 

Theatre 
F 

Bristol- 
Myers Hitchcock 

Presents 
F 

Polaroid 
Jergens 
Brown  & 

Williamson 
Steve  Allen Show 

L 

P.  Lorillard 
(Alt.  wks.) Bevlon 
The  $64,000 
Challenge 
Helene 
Curtis 

(Alt.  wks.) 
Remington 

Goodyear Corp. 

(alt.  with) 
Alcoa 
TV 

Playhouse L 

P&G 
Loretta Young 

F 

White  Owl 

Cigars' 

National Bowling 

Mickey 

Mouse Club 

(see 

footnote) 
F 

Gordon  Kkg 
Kukla,  Fran 

&  Ollie 

Daly-News 

Ralston 
Purina 

Bold  Journev F 

Dotty  Mack 
Show L 

Firestone 
Voice  of 
Firestone 

L 

Film 
Fair 

Participating 

F&L 

Amer.  Home 
Products Love  of  Life 
P&G 

Search  for 
Tomorrow 

P&G  Guid- ing  Light 
L 

1:00  CBS News 
1:10  Standup 

$  Be  Counted S 

P&G 
As  The 
World 
Turns 

The  Johnny 
Carson  Show 

S 

Tic  Tac Dough 

L 

It  Could 
Be  You 

L 

Art 

Linkletter's 
1  louse  Party 

(See 

Footnote) 

Colgate 
Big  Payoff MWF 
Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 
The  Brighter 

Day 

Am.  Home 
Pr.  Secret 

Storm 

P&G The  Edge 
of  Night 

Tennessee 
Ernie  Ford Show 

L 

NBC Matinee 
Theatre 

(Partici- 

pating) 
Color  L 

Queen 

For  A 

Day 

Participatin L 

Modern Romances 
L 

Wesson  Oil Valiant  Lady 
Amer.  Home 
Products 

Love  of  Life 
P&G 

Search  for Tomorrow 

P&G  Guid- ing Light 
L 

1:00  CBS 

News 1:10  Standup 

if  Be  Counted S 

P&G 
As  The 
World 
Turns 

Afternoon 

Film Festival 

F&L Participating 

(see  footnote) 

Comedy 

Time F 

Whitehall 
News L 

Whitehall 
News L 

Johnson  & 
Johnson 

(Alt.  wks.) 
Wildroot Bob.  Hood  F 

Carnation 
(Alt.  wks.) 

B.  F.  G'rich Burns  & 
Allen  F 

Lvr.-Lptn. 
(Alt.  wks.) 
Toni  Co. 
Talent 
Scouts 
P&G 

(Alt.  wks.) 
Gen.  Foods 

Chas.  Farrell 
Show 

General 
Foods Vic  Damoue 
Show 

Mickey 

Mouse Club 

(see 

footnote) 

F 

The  Johnny 

Carson  Show S 
(Alt.  Tues.) 
Best  Foods 

Art 

Linkletter's 

House  Party 

(See 

Footnote) 

Colgate 

Big  Payoff MWF 
Sus.  Tu,  Th 

Bob  Crosby 

(See  Foot- 

notes) 

P&G 
The  Brighter 

Day 

Am.  Home 
Pr.  Secret Storm 

P&G The  Edge 
of  Night 

TBA 

Camel Caravan L 

(St.  9/17/56) 

Producers' 
Showcase 

(8-9:30 1  wk.  of  4) 
Rem.  Rand 

Amer. 
Chicle Helene  Crts. 

Ernie  Kovac Show  L 
Revlon 

The  Most 
Beautiful 
Girl  in  the 

World L 

Westing- house 
Studio  One 
Summer 
Theatre L 

Johnson 
Wax 

alt.  with 
Schick 

Robert 
Moutgomcr 

Presents L 

Gordon  Bkg. 
Kukla,  Fran 

&  Ollie 
Daly-News 

Gen.  Electric 
Cheyenne 
(Alt.  wks.) Chesebrough 

Pond's 

Conflict (Alt.  wks.) 
F 

Pall  Mall 
News L 

Pall  Mall 
News L 

Whitehall 
(Alt.  wks.) Lanolin  Plus 
Name  That 

Tune 

R.J.Reynolds 
(Alt.  wks.) 
Amana 

Phil Silvers  F 

Gen.  Mills P&G 

(Alt.  wks.) Wyatt  Earp F 

Gen.  Electric 
Broken Arrow 

F 

duPont 
Cavalcade 
Theatre F 

The  Big 

Picture 

Maytag  Co. 
(Alt.  wks.) 
Shealfer 

Navy  Log 
F 

Pharmaceu. 
Joe  and Mabel 

S.C.  Johnson 
(Alt.  wks.) 
Pet  Milk 
Spotlight Theatre  L 

Revlon 
The  $64,000 

Question 

L 
G.M. 

(Alt.  wks.) 

Liggett  &  M. 
Frigidaire Do  You 
Tr»*1  Yr,,,i- 

Tic  Tac 
Dough 

L 

It  Could  Be You 
L 

Tennessee 
Ernie  Ford 

Show 

L 

Gen.  Mills 
Valiant  Lady 

Amer.  Home 
Products 

Love  of  Life 

 P&G  Search  for 

Tomorrow 

P&G  Guid- ing  Light L 
1:00  CBS 

News 1:10  Standup 

^  Be  Counted s 

Tic  Tac 

Dough 

L 

It  Could 
Be  You 

F 

P&G 
As  The 
World 
Turns 

The  Johnny 

Carson  Show 
S 

Art 

Linkletter's 

1  louse  Party 

(See 

Footnote) 

NBC 

Matinee 
Theatre 

(Partici- 

pating) 
Color  L 

Queen 

For  A 

Day 

Participating 
L 

Modern Romances 
L 

Comedy 

Time F 

Afternoon 

Film Festival 
F&L Participating 

(see  footnote) 

Mickey 

Mouse 
Club 

(see 

footnote) 
F 

Frankie 

Earle L 

Sperry-Rand 

Hazel  Rishop 
This  Is  Show 

Business L 

News L 

Dear 

Phoebe 
F 

Gordon  Bkg, 

Kukla,  Fran 
&  Ollie 

Miles  Labs 
Daly-News 

American 
Motors American 

Dairy 

Derby  Foods Disneyland F 

Colgate 

Big  Payoff 
MWF Sus.  Tu,  Th 

Tennessee 
Ernie  Fore 

Show L 

Bob  Crosby 

(See  Foot- 

notes) 

P&G The  Brighter 

Day 

Am.  Home Pr.  Secret 
Storm 

P&G 
The  Edge 

of  Night 

NBC 

Matinee Theatre 

(Partici- 

pating) Color  L 

Queen 

For  A 

Day 

Participati L 

Modern Romances L 
Comedy 

Time F 

Whitehall 
News L 

Whitehall 

News 
L 

West'house Pick  the 
Winner 

(St.  9/12/56) 

Am.  Tobacco 

Pearson Pharm. Dunninger L 

P&G 
Jane 

Wyman 
F 

Armstrong 

Cork 

Armstrong 

Circle  Th  tre 
Kaiser 

Aluminum 
Hour L 

Lever  Bros. A.C. 
Spark  Plug 

Big  Town 

Eastman 
Kodak 
Screen Directors 

Playhouse 

Eddy 

Arnold 
Show L 

Pabst Brewing  Co. 
Mennen  Co. 
Wednesday 

Night  Fights 
L 

(St.  9/26/56) 
Arthur 
Godfrey 

Show 

Colgate 

The Millionaire F 

R.  J. 

Reynolds 

I've  Got 

A  Secret 
L 

General Electric 20th  Cutry. 

Fox   I  four 
(Alt.  wks.) U.  S.  Steel 

U.  S. Steel  1  lour 
F 

Coca-Col 
Coke  Tin L 

Time  Inc 
Miles  La News 

Caravan 
Corn  Proc 

Press 
Conferem 

L 

Scott 
Father 
Knows Best 

F 

Kraft 
Foods 

Televisio 
Theatre L 

P&G 

This  Is 

Your  Life 

Pharmace tical  Inc Twenty  O L 
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Mouse 
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Ml 
Fillift 
Know* 

FouA 
f,|,ii»< 
[Ml" I 

pse 
VkafUl 

Gordon  Bkg. 
Kukla,  Fran 

&  Ollie 
Time  Inc. 
I  >nly-News 

Gen.  Mills 
The  Lone 
Ranker 

F 

The  Hour 
Glass 
F 

(irealest 
Sports 
Thrills 

F 

Compass 
F 

Toni 
Valiant  Lady 
Ainer.  1  lome 
Products 

Love  of  Life 
P&G 

Search  for 
Tomorrow 

P&G  Guid- ing Light 
L 

1  MO  CBS 
News 

1:10  Standup 
$  Be  Counted s 

P&G As  The 
World 
Turns 

The  Johnny 
Carson  Show 

S 

Art 

Linkletter'8 House  Party 

(See Footnote) 

Colgate 
Big  Payoff MWF 
Sus.  l'u,  Th 

Bob  Croshy 
(See  Foot- notes) 

l'\r. 
The  Brighter 

Day 

P&G The  Edge 
of  Night 

News 
L 

News 
L 

Quaker Oats 
Sgt.  Preston 
of  the  Yukon 

F 
11  J. 

Reynolds Hob 
Cummings 
Show  F 

Chrysler 
Motors 
Climax 

L 

Singer  Sew'g. (Alt.  wks.) 
Brstl.  Myrs. 
Four  Star 

Playhouse  F 

Toni  Co. 
(Alt.  wks.) 

Hazel  Bishop 
The  Arthur 
Murray  Prty. 

Quiz 
K  ids 

(Sust.) 

77c  Toe Dough 
L 

It  Could 
Be  You 

L 

KT2  I 

Tennessee 
Ernie  Ford 

Show 
L 

NBC 
Matinee 
Theatre 

(Partici- pa  ting) Golor  1. 

Queen For  A 
Participating 

L 

Modern 
Romances 

L ( 'omedy 

Time 
F 

Chevrolet 
Sn'ky  Lanson 
Show  L 
Camel 
News 

Caravan  L 

DeSoto- Plymouth You  Bet 
Your  IJfe 

F 

Chesterfield 
Dragnet 

F 

P&G  alt. 
Borden  Co. 

The  People's Choice 
F 

Ford 
Theatre 

F 

Lever 
Bros. Lux 
Video 

Theatre 
L 

Afternoon 
Film 

Festival 

F&L Participating 

(see  footnote) 

Mickey 
Mouse 

Club 

(see 
footnote) 

F 

Gordon  Bkg 
Kukla,  Fran 

&  Oilie 
Miles  Labs 
Daly-News 
National Biscuit 

Bin 
Tin  Tin 

F 
Chcsebrougl 

Pond's 
Am.  Chicle 
Jim  Howie 

F 

Chevrolet 
Crossroads 

F 

Mogen  David Treasure 
Hunt 
L 

Sterling 
Drug 

The  Vise 
F 

Pabst Brewing 
It's  Polka 

Time 
L 

Gen.  Mills Valiant  Lady 

Amer.  Home 
Products 

Ix>ve  of  Life 

P&G Search  for 
Tomorrow 

P&G  <  Glid- ing Light L 
1 :()(>  CBS 

News 1:10  Stundup 

$  Be  Counted S 

P&G As  The World 
Turns 

The  Johnny 
Carson  Sh*nv 

s 

Art 

Linkletter's 
I  louse  Parly 

(See 

Footnote) 

Colgate 
Big  Payoff VI WF 

(Sus.  Tu,  Th) 

Bob  ( '.rosby 

(See 

Footnotes) 

P&G The  Brighter 

Am.  I 'ome Pr.  Secret. 
Storm 

P&G The  Edge 
of  Nigh  I 

\\  hilelmll 
News 

L 

\\  hitehall 
News  I 
L 

Colgate- 
Palmolive  Co 
My  Friend Flicka 

Gen.  Foods 
1  lolly  wood 
Summer 
Theatre 

L 
General 

Foods 
Our 
Miss 

Brooks 
R.J.  Reynolds (Alt.  wks.) 
C'gate  P'olive 

The 
Crusader 

F 

Schlitz Brewing 

Playhouse of  Stars 
F 

Brown  & 
Williamson 
(Alt.  wks.) 

P&G Llndercurrent 
F 

Amer.  Oil Hamm 
Time 

Pantomime 

Tic  Tac Dough 
L 

II  Could 
Be  You 

L 

Tennessee 
Ernie  Ford 

Show L 

NBC 

Matinee Theatre I  ';irl  iri 

pa  ting) <:..lor  I. 

Queen 
For  A 

Day 

Parlicipatini 
L 

Modern ttomanci 
L 

Cometh 

'Time 

F 

Coca-Cola 
Coke  Time 

L 

Mil,-. 

News 
Caravan  L 
P.  Lorillard 
&  Toni  Co. 
Truth  or 

Consequences 
F 

Gulf Life  of  Riley 
F 

Campbell 
Lever 

On  Triil 
F 

Am.  Tobacco 
Revlon 

Big  Story 

Gillette 
Cavalcade 
of  Sports 

L 

State  Farm 

Red  Barber's 

American 
Chicle  Co. &  Co-op 

Ozark 
Jubilee L 

Ralston 
Grand  Ole 

Opry 

(Every 

fourth 
week) 

Dodge 

Div. 
The Lawrence Weli 

Show L 

Emerson  Drg. 
Mathiesson 
Masquerade 

Party 

L 

National 

Dairy 

The  Big 

Top 

i_» 

Gen.  Mills 
(Alt.)  Nestle Co.,  The 
Lone  Ranger 

F 

Baseball 
Preview 

Colgate- Palmolive 
(Alt.  wks.) Brown  & 
Williamson 
(10  min.) 

Fa  Is  laff Brewing 

co-sponsor. 
American 

Safety 

Razor 
( lame  of 
the  Week 

Saturday 

Sports \I  irror 
(Sus.) 

Pharma- Craft Beat  the 
Clock 
L 

Buick 
Jackie Gleason 
Show 

Nestle 
Stage 

Show 

P.  Lorillard 

(Alt.  wks.) Bulova  Wtch. 
Two  for  the 
Money  L 

Hey! 

Jeannie 
L 

Liggett  & 

Myers Gunsmoke 
F 

Mennen 

Co. 

High 

NBC 
Heinz 

Capt. 
Gallant 

F 

Mr. Wi:ard 
L 

R.  J. 

Reynolds Toni 
People  Are Funny  F 

Sunbeam Gold  Seal 
Noxzema 
Kleenex 
Armour 
Toni 

Tony  Bennett Show 
L 

Toni 
PaperMate People Are  Funny 

F 

Purex 
Whitehall Festival 
of  Stars 

F 
Armour 

(al.t) Pet  Milk Encore 

Theatre 
F 

Am.  Tobacco 
Warner 
Lambert 

Noon 

12:15 

12:30 

12:45 

1:00 

1:15 
1:30 

1  :45 

2:00 

2:15 

2:30 

2:45 

3:00 

3:15 

3:30 

3:45 
4:00 

4:15 

4:30 

4:45 

5:00 

5:15 

5:30 

5:45 

6:00 

6:15 

6:30 

6:45 

7:00 

7:15 
7:30 

7:45 

8:00 

8:15 
8:30 

8:45 

9:00 

9;15 

9;3Q 

9:45 

10:00 

10:30 

SATURDAY 

CBS:  Capt.  Kangaroo,  Brown 
Shoe  Co.,  10-10:30  a.m.;  Gen- eral Foods  Mighty  Mouse 
Playhouse,  10:30-11  a.m.,  alt. weeks;  Winky  Dink  and  You, 
11-11:30  a.m.;  Tales  of  Texas 
Ranger,  General  Mills,  alt. 
weeks),  11:30-12  noon. 

NBC:  Pinky  Lee  Show.  10- 
10:30  a.m.;  I  Married  Joan, 
10:30-11  a.m.;  Fury  (General 
Foods),  11-11:30  a.m.;  Uncle 
Johnny  Coons,  11:30-12  noon. 

SUNDAY 

CBS:  Lamp  Unto  My  Feet.  10- 10:30  a.m.;  Look  Up  And  Live, 
10:30-11  a.m.;  Eye  on  New 
York,  11-11:30  a.m.  Camera 
Three.  11:30-12  noon. 

MONDAY-FRIDAY 

CBS:  Good  Morning,  7-8  a.m.; 
Captain  Kangaroo,  8-9  a.m. (participating  sponsors); 
Garry  Moore.  M-Th.,  10-10:30 
a.m.;  Fri.,  10-11:30  a.m.;  Ar- 

thur Godfrey.  M-Tli.,  10- 10:30;  (see  footnotes);  Strike 
It  Rich,  11:30-12  noon. 

NBC:  Today,  7-9  a.m.  (partic- ipating sponsors):  Ding  Dong 
School,  10-10:30  (see  foot- notes); Ernie  Kovacs  Show, 
10:30-11  a.m.;  Home,  11-12 
noon  (participating  sponsors). 

FOOTNOTES: 

Explanation:  Programs  in italics,  sustaining;  Time,  EST, 
L,  live:  F,  film;  K,  kinescope 
recording;  K,  Eastern  net- work;  M,   M  id  western. 

ABC — Afternoon  Film  Festival. 
Mon.-Fri .  —  Exquisite  Form; 
Norwich  Pnarm.  Mickey  Mouse 
Club,  Mon.-Fri.  6-0.  Am.  Par., 
Armour,  Bristol-Myers,  Camp- 

bell Soup,  Carnation,  Coca- Cola,  Gen.  Mills,  S.  C.  Johnson 
&  Son,  Lettuce  Inc.,  Mattel, 
Mars,  Miles  Labs,  Minnesota 
Mining,  Morton  Salt,  SOS,  Tv 
Time  Foods,  Welch,  Vicks. 

CBS — Carry  Moore  51. -Fri.  15 min.  segments  sponsored  by 
Campbell  Soup,  Lever  Bios., 
Toni.  General  Mills,  Best 
Foods,  Hytron,  Yard  ley, 
Bristol -Myers,  Staley,  Chev- 

rolet, SOS,  Swift  &  Co. 

Arthur  Godfrey  M.-Thurs.  15 
min.  segments  sponsored  by 
Bristol  Myers,  Standard 
Brands,  Norwich  Pharmacal, 
Manhattan  Soap,  Pillsbury, 
General  Mills,  Kellogg,  Easy 
■Washer,  Simoniz.  American 
Home,  General  Foods. 

House  Party — 15  min.  segments 
sponsored  by  Kellogg.  Lever, 
Pillsbury,  Swift,  Campbell 
Soup,  Simoniz. 

Bob  Crosby— 15  min.  segments 
sponsored  by  Gerber  Prod., 
Procter  &  Gamble,  General 
Mills,  Wesson  Oil,  Best  Foods, 
Toni,  Hazel  Bishop,  Brown  & Williamson,  SOS. 
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BT  TELESTATUS 

CINCINNATI— 
►  WCET  (*48) 
►  WCPO-TV  (9)  ABC;  Blair;  767,729;  N;  $1,200 
►  WKRC-TV  (12)  CBS;  Katz;  662,236;  N;  $1,000 
►  WLWT  (5)  NBC;  WLW  Sis.;  487,000;  N;  $800 
WQXN-TV  (54)  Forjoe;  5/14/53-Unknown 

CLEVELAND— 
►  WEWS  (5)  ABC:  Blair;  1,210,000;  N;  $1,000 
►  KYW-TV  (3)  NBC:  Peters,  Griffin,  Woodward; 

1,174,004;  N;  $1,800 
►  WJW-TV  (8)  CBS;  Katz:  1,146,150;  N;  $1,700 
WERE-TV  (65)  6/18/53-Unknown 
WHK-TV  (19)  11/25/53-Unknown 

COLUMBUS— 
►  WBNS-TV  (10)  CBS;  Blair;  500,400;  N;  $825 
►  WLWC  (4)  NBC:  WLW  Sis.;  351,000;  N;  $800 
►  WOSU-TV  (*34) 
►  WTVN-TV  (6)  ABC;  Katz;  381,451;  $600 
DAYTON— 
►  WHIO-TV   (7)   CBS:  Hollingbery;  637,330;  N; 

$800 ►  WLWD  (2)  ABC.  NBC;  WLW  Sis.;  332,000;  N; 
$800 WIFE  (22)  See  footnote 

ELYRIAf— 
WEOL-TV  (31)  2/11/54-Unknown 

LIMA— 
►  WIMA-TV  (35)  NBC,  CBS,  ABC;  H-R;  76,487; 

$150 
MANSFIELDf — 
WTVG  (36)  6/3/54-Unknown 

MASSILLONf — 
WMAC-TV  (23)  Petry;  9/4/52-Unknown 

OXFORD— 
WMUB-TV  (*14)  7/19/56-Unknown 

STEUBENVILLE  (WHEELING,  W.  VA.)— 
►  WSTV-TV  (9)  CBS,  ABC;  Avery-Knodel;  1,052,- 

734;  N;  $400 
►  WTRF-TV  (7)  See  Wheeling 
TOLEDO— 
►  WSPD-TV  (13)  CBS,  ABC.  NBC;  Katz;  406,000; 

N;  $1,000 
WTOH-TV  (79)  10/20/54-Unknown 

YOUNGSTOWN— 
►  WFMJ-TV  (21)  NBC;  Headley-Reed;  202,771;  N; 

$350 ►  WKBN-TV  (27)  CBS,  ABC;  Raymer;  202,534; 
N:  $350 

WXTV  (73)  11/2/55-Unknown 
ZANESVILLE— 
►  WHIZ-TV  (18)  ABC,  CBS.  NBC;  Pearson;  50,- 

000;  $150 
OKLAHOMA 

ADA— ►  KTEN    (10)    ABC    (CBS.    NBC    per  program 
basis);  Vernard:  93.223:  N:  $225 

ARDMORE— 
KVSO-TV  (12)  NBC;  Pearson;  5/12/54-Septem- 
ber 

ENID— 
►  KGEO-TV  (5)  ABC;  Pearson;  109,000;  N;  $225 
LAWTON— 
►  KSWO-TV  (7)  ABC;  Pearson;  71,000;  $150 
MUSKOGEE— 
►KTVX  (8)  ABC;  Avery-Knodel;  320.000;  $500 
OKLAHOMA  CITY— 
►  KETA  (*13) 
►  KWTV  (9)  CBS,  ABC;  Avery-Knodel;  399,717; 

N:  $800 
►  WKY-TV  (4)  NBC,  ABC;  Katz;  399,717;  N,  LL, 

LF.  LS:  $920 
KTVQ  (25)  See  footnote 

TULSA— 
►  KOTV  (6)  CBS;  Petry;  319,312;  N;  $750 
►  KTVX  (8)  (See  Muskogee) 
►  KVOO-TV  (2)  NBC;  Blair;  319,312;  N,  LS;  $700 
KOED-TV  (*11)  7/21/54-Unknown 
KSPG  (17)  2/4/54-Unknown 
KCEB  (23)  See  footnote 

OREGON 
EUGENE— 
►  KVAL-TV  (13)  NBC,  ABC  (CBS  per  program 

basis);  Hollingbery;  76,222;  $382.50 
KLAMATH  FALLSf — 

KOTI  (2)  12/2/54-September;  Hoag-Blair;  $150 
MEDFORD— 
►  KBES-TV  (5)  ABC,  CBS,  NBC;  Hoag-Blair;  38,- 

850;  $200 
PORTLAND— 
►  KLOR  (12)  ABC;  Hollingbery;  340.000:  N:  $700 
►  KOIN-TV  (6)  CBS;  CBS  Spot  Sis.;  317,700;  N; 

$700 ►  KPTV  (27)  NBC;  NBC  Spot  Sis.:  356,442;  N,  LF. 
LS:  $700 

KGW-TV  (8)  6/23/55-October 
ROSEBURGf— 
►  KPIC  (4)  Hollingbery  (satellite  of  KVAL-TV 

Eugene,  Ore.) 
SALEMf— 
KSLM-TV  (3)  9/30/53-Unknown 

PENNSYLVANIA 
ALLENTOWNf — 
WQCY  (39)  Weed;  8/12/53-Unknown 
WFMZ-TV  (67)  See  footnote 

ALTOONA— 
►  WFBG-TV  (10)  CBS,  ABC,  NBC;  H-R;  573,731; 

$750 

BETHLEHEM— 
►  WLEV-TV  (51)  NBC;  Meeker;  89,307;  N;  $200 
EASTONf— 
►  WGLV  (57)  ABC;  Headley-Reed;  94,635;  $175 

ERIE— 
►  WICU  (12)  NBC,  ABC;  Petry;  223,500;  N;  $700 
►  WSEE  (35)  CBS,  ABC;  Avery-Knodel;  164,000; 

$250 
HARRISBURG— ►  WCMB-TV  (27)  Forjoe;  $200 
►  WHP-TV  (55)  CBS;  Boiling;  241,449;  $325 
►  WTPA  (71)  ABC;  Harrington,  Righter  &  Par- sons; 240,000;  N;  $350 

HAZLETONf — 
WAZL-TV  (63)  Meeker;  12/18/52-Unknown 

JOHNSTOWN— 
►  WARD-TV  (56)  ABC,  CBS;  Weed;  $200 
►  WJAC-TV  (6)  NBC,  CBS,  ABC;  Katz;  992,604; 

N,  LL,  LS,  LF,  $825 
LANCASTER  (HARRISBURG,  YORK)— 
►  WGAL-TV  (8)  NBC,  CBS;  Meeker;  917,320;  N, 

LS.  LF;  $1,200 
LEBANONf— 
WLBR-TV  (15)  See  footnote 

NEW  CASTLE— 
WKST-TV  (45)  See  footnote 

PHILADELPHIA— 
►  WCAU-TV  (10)  CBS;  CBS  Spot  Sis.;  2,094,852; 

N,  LF,  LS;  $3,250 
►  WFIL-TV  (6)  ABC;  Blair;  2,105,636;  N,  LL,  LS, 

LF;  $3,200 
►  WRCV-TV  (3)  NBC;  NBC  Spot  Sis.;  2,088,318; 

N;  $3,200 WHYY-TV  (*35)  3/28/56-Unknown 
WPHD  (23)  9/28/55-Unknown 
WSES  (29)  3/28/56-Unknown 

PITTSBURGH— 
►  KDKA-TV  (2)  NBC,  CBS,  ABC;  Peters,  Griffin, 

Woodward;  1.200,000;  N;  $1,700 
►  WENS  (16)  ABC,  CBS,  NBC;  Branham;  125,000; 

$450 
►  WQED  (*13) 

WIIC  (11)  CBS;  Blair;  7/20/55-Unknown 
WTVQ  (47)  Headley-Reed;  12/23/52-Unknown 
Tv  City  Inc.  (4)  Initial  Decision  4/23/56 
WKJF-TV  (53)  See  footnote 

READING— ►  WHUM-TV  (61)  CBS,  ABC;  Weed;  211,900;  N; 

$450 
WEEU-TV  (33)  See  footnote 

SCRANTON— ►  WARM-TV  (16)  ABC;  Boiling;  200,000;  $225 
►  WGBI-TV  (22)  CBS;  H-R;  286,500;  N;  $500 
WTVU  (44)  (See  footnote) 

SHARONf — 
WSHA  (39)  1/27/54-Unknown 

SUNBURYf— 
WKOK-TV  (38)  2/9/55-Unknown 

WILKES-BARRE— ►  WBRE-TV  (28)  NBC;  Headley-Reed;  306,000;  N; 

$450 

►  WILK-TV  (34)  ABC;  Avery-Knodel;  306,000;  N; 

$300 
WILLIAMSPORTf — 
WEAK-TV  (36)  Everett -McKinney;  11/13/52- 
October 

YORK— 
►  WNOW-TV  (49)  Keller;  137,500;  $200 
►  WSBA-TV  (43)  ABC;  Young;  145,563;  $200 

RHODE  ISLAND 

PROVIDENCE— ►  WJAR-TV  (10)  NBC,  ABC;  Weed;  1,404,202;  N; 

$1,200 ►  WPRO-TV  (12)  CBS;  Blair;  1,404,202;  $1,000 
WNET  (16)  See  footnote 

SOUTH  CAROLINA 

ANDERSON— ►  WAIM-TV  (40)  ABC;  Headley-Reed;  127,550;  N; 

$200 

CAMDENf— 
WACA-TV  (14)  6/3/53-Unknown 

CHARLESTON— ►  WCSC-TV  (5)  CBS,  ABC;  Peters,  Griffin,  Wood- 
ward; 244,802;  N;  $300 

►  WUSN-TV  (2)  NBC,  ABC;  Weed;  202,000;  $300 

COLUMBIA— ►  WIS-TV  (10)  NBC,  ABC;  Peters,  Griffin,  Wood- 
ward; 210,399;  N;  $400 

►  WNOK-TV  (67)   CBS,  ABC;  Raymer;  110,000; 

$200 FLORENCE— ►  WBTW  (8)  CBS,  NBC,  ABC;  CBS  Spot  Sis.; 
154,265;  $300 

GREENVILLE— ►  WFBC-TV  (4)  NBC;  Weed;  330,402;  N;  $450 
WGVL  (23)  See  footnote 

SPARTANBURG— 
►  WSPA-TV  (7)  CBS;  Hollingbery;  286,765;  $450 

SOUTH  DAKOTA 

DEADWOODf— 
KDSJ-TV  (5)  Initial  Decision  6/28/56 

FLORENCE!— 
►  KDLO-TV   (3)    (Satellite  of  KELO-TV  Sioux Falls) 

RAPID  CITYf — 
►  KOTA-TV  (3)  CBS,  ABC,  NBC;  Headley-Reed; 

18,632;  $150 

SIOUX  FALLS— 
►  KELO-TV  (11)  NBC,  ABC,  CBS;  H-R;  182,726 

(includes  coverage  of  satellite  KDLO-TV  Flor- ence); $450 

TENNESSEE 
BRISTOLt— 
WCYB-TV  (5)  (See  Bristol,  Va.) 

CHATTANOOGA— 
►  WDEF-TV  (12)  CBS,  ABC;  Branham;  188,030; 

N;  $450 ►  WRGP-TV  (3)  NBC;  H-R;  197,390;  $400 

JACKSON— ►  WDXI-TV  (7)  CBS,  ABC;  Headley-Reed;  102,- 385;  N;  $200 

JOHNSON  CITY— 
►  WJHL-TV  (11)  CBS,  ABC,  NBC;  Pearson;  185,- 316;  $250  (film) 

KNOXVILLE — ►  WATE  (6)  NBC,  ABC;  Avery-Knodel;  167,621; 

N;  $600 ►  WBIR-TV  (10)  CBS;  Katz;  $600 
►  WTVK  (26)  CBS,  ABC;  Pearson;  175,000;  N;  $360 

MEMPHIS— ►  WHBQ-TV  (13)  ABC;  H-R;  443,311;  $700 ►  WKNO-TV  (*10) 
►  WMCT  (5)  NBC;  Blair;  443,311;  N;  $900 
►  WREC-TV  (3)  CBS;  Katz;  443,311;  $900 

NASHVILLE— ►  WLAC-TV  (5)  CBS;  Katz;  394,421;  N;  $750 
►  WSIX-TV  (8)  ABC;  Hollingbery;  380,000;  $425 
►  WSM-TV  (4)  NBC;  Petry;  262,221;  N,  LF,  LS; 

$825 

TEXAS 

ABILENE— 
►  KRBC-TV  (9)  NBC.  ABC;  Pearson;  49,518;  $225 

AMARILLO — ►  KFDA-TV  (10)  CBS,  ABC;  H-R;  86,944;  $300 
►  KGNC-TV  (4)  NBC;  Katz;  86,944;  N;  $340 

AUSTIN— 
►  KTBC-TV  (7)  CBS,  ABC,  NBC;  Raymer;  159,- 874;  N;  $400 

BEAUMONT— ►  KFDM-TV  (6)  CBS,  ABC;  Peters,  Griffin,  Wood- ward; 112,800;  N;  $350 
KBMT  (31)  See  footnote 

BIG  SPRING— ►  KBST-TV  (4)  CBS  (ABC  per  program  basis); 
Pearson;  48,453;  $150 

BROWNWOOD— KNBT-TV  (19)  6/6/56-Unknown 

CORPUS  CHRISTI— ►  KRIS-TV  (6)  NBC,  ABC;  Peters,  Griffin,  Wood- 
ward; 80,000;  N;  LF,  LS;  $300 

►  KVDO-TV  (22)  NBC,  ABC,  CBS  (per  program 
basis);  Young;  57,500;  $200 

KSIX-TV  (10)  7/13/56-Unknown 

DALLAS— 
►  KRLD-TV  (4)  CBS;  Branham;  585,000;  N;  $1,100 
►  WFAA-TV  (8)  ABC,  NBC;  Petry;  585,000;  N; 

$1,000 EL  PASO— 
►  KROD-TV  (4)  CBS,  ABC;  Branham;  90,778;  N: 

$450 

►  KTSM-TV   (9)   NBC;   Hollingbery;   89,127;  N; 

$325 

KILT  (13)  H-R;  3/18/54-September 

FT.  WORTH— ►  WBAP-TV    (5)    ABC,    NBC;    Peters,  Griffin, 
Woodward;  585,000;  N,  LL,  LF,  LS;  $1,000 

►  KFJZ-TV  (11)  H-R;  540,930;  $600 

GALVESTON  (HOUSTON)— 
►  KGUL-TV  (11)  CBS;  CBS  Spot  Sis.;  459,250; 

$1,000 

HARLINGENf  (BROWNSVILLE,  Mc ALLEN, 

WESLACO)— ►  KGBT-TV  (4)   CBS,  ABC;  H-R;  85,817  (plus 8,000  Mexican  coverage);  $300 

HOUSTON— 
►  KPRC-TV  (2)  NBC;  Petry;  492,000;  N;  $1,000 
►  KTRK  (13)  ABC;  Hollingbery;  492,000;  N,  LF, 

LS;  $850 
►  KUHT  (*8) 
►  KGUL-TV  (11)  See  Galveston 
KNUZ-TV  (39)  See  footnote 
KXYZ-TV  (29)  6/18/53-Ur.known 

LAREDOf— ►  KHAD-TV  (8)  CBS,  NBC,  ABC;  Pearson;  14,348; 

$150 

LONGVIEWf — KTVE  (32)  See  footnote 

LUBBOCK— 
►  KCBD-TV  (11)  NBC,  ABC;  Raymer;  128,231;  N; 

$350 

►  KDUB-TV  (13)  CBS;  Branham;  131,611;  N,  LS, 
LF;  $350  (film) 

LUFKIN— 

►  KTRE-TV  (9)  Venard;  54,900;  $225  (Station  re- 
ceives NBC  programs  from  KPRC-TV  Houston 

but  is  not  an  NBC  affiliate.) 

MIDLAND— 
►  KMID-TV  (2)  NBC,  ABC;  Venard;  78,000;  $200 

ODESSA— 
►  KOSA-TV  (7)  CBS;  Pearson;  78,500;  $250 

SAN  ANGELO— ►  KTXL-TV  (8)CBS,  NBC,  ABC;  Venard;  44,622; 

$200 

SAN  ANTONIO— ►  KCOR-TV  (41)  ABC;  O'Connell;  70,000;  $200 
►  KENS-TV  (5)  CBS,  ABC;  Peters,  Griffin,  Wood- 

ward; 319,716;  N;  $700 
►  WOAI-TV  (4)  NBC,  ABC;  Petry;  318,598;  N,  LL, 

LS.  LF:  $700 
KONO-TV  (12)  5/23/56- Jan.,  1956 
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SWEETWATER— 
►  KPAR-TV    (12)    CBS;    Branham;    62,469;  $200 

(satellite  of  KDTJB-TV  Lubbock,  Tex.) 
TEMPLE  (WACO)— 
►  KCEN-TV  (6)   NBC;  Hollingbery;  155,162;  N; 

$300 TEXARKANA  (ALSO  TEXARKANA,  ARK.)— 
►  KCMC-TV  (6)  CBS,  ABC;  Venard;  165,000;  N; 

$260 
TYLER— 
►  KLTV  (7)  NBC,  ABC,  CBS;  Pearson;  108,000; 

$250 WACO  (TEMPLE)— 
►  KWTX-TV  (10)  ABC,  CBS;  Pearson;  123,000;  N; 

$250 WESLACO  (BROWNSVILLE,  HARLINGEN, 
McALLEN) — 

►  KRGV-TV  (5)  NBC;  Pearson;  85,817  (plus  8,000 
Mexican  coverage) ;  $250 

WICHITA  FALLS— 
►  KFDX-TV  (3)  NBC,  ABC;  Raymer;  105,135;  N; 

$300 ►  KSYD-TV  (6)  CBS;  Hoag-Blair;  105,030;  $300 

UTAH 
SALT  LAKE  CITY 
►  KSL-TV  (5)  CBS;  CBS  Spot  Sis.;  207,000;  N; 

$600 ►  KTVT  (4)  NBC;  Katz;  207,000;  N;  $600 
►  KUTV  (2)  ABC;  Hollingbery;  207,000;  $450 

VERMONT 
BURLINGTON— 
►  WCAX-TV  (3)  CBS;  Weed;  142,346;  $350 

VIRGINIA 

BRISTOLf— 
WCYB-TV  (5)   Weed;  4/13/56-September 

DANVILLEf— 
WBTM-TV  (24)  See  footnote 

HAMPTON— 
►  WVEC-TV  (15)  See  Norfolk 
HARRISONBURG— 
►  WSVA-TV  (3)  ABC,  CBS,  NBC;  Pearson;  138,- 

633;  $200 
LYNCHBURG— 
►  WLVA-TV  (13)  ABC;  Hollingbery;  308,675;  N; 

$300  (film) 
NEWPORT  NEWS— 
WACH-TV  (33)  See  footnote 

NORFOLK— 
►  WTAR-TV  (3)  CBS,  ABC;  Petry;  405,000;  N,  LS, 

LF;  $875 
►  WTOV-TV  (27)  McGillvra;  210,000;  $380 
►  WVEC-TV   (15)   NBC;   Avery-Knodel ;  186.000; 

N;  $350 
PETERSBURG— 
►  WXEX-TV  (8)  See  Richmond 
PORTSMOUTH — 
WAVY-TV  (10)  H-R;  5/30/56-January,  1956 

RICHMOND— 
►  WRVA-TV  (12)  CBS;  Harrington,  Righter  & Parsons 
►  WTVR  (6)  ABC,  CBS;  Blair;  503,317;  N,  LF,  LS; 

$875 ►  WXEX-TV  (8)  NBC;  Forjoe;  415,835;  N.,  LF, 
LS;  $750 
WOTV  (29)  12/2/53-Unknown 

ROANOKE— 
►  WDBJ-TV  (7)  CBS:  Peters,  Griffin,  Woodward 
►  WSLS-TV  (10)  ABC.  NBC;  Avery-Knodel:  461,- 

235;  N,  LF,  LS;  $675 

WASHINGTON 
BELLI  NGH  AM — 
►  KVOS-TV  (12)  CBS;  Forjoe;  239,271;  $300 
EPHRATAf — 
KBAS-TV  (43)  5/4/55-Unknown 

PASCO— 
►  KEPR-TV  (19)  CBS,  ABC,  NBC;  57,750  (satellite 

of  KIMA-TV  Yakima) 
SEATTLE  (TACOMA)— 
►  KCTS  (*9) 
►  KING-TV  (5)  ABC;  Blair;  521,839;  N,  LF,  LS; 

$900 
►  KOMO-TV  (4)  NBC;  NBC  Spot  Sis.;  521,839;  N, LL,  LF,  LS;  $1,025 
►  KTNT-TV  (11)  CBS;  Weed;  521,839;  N;  $900 
►  KTVW  (13)  hollingbery;  521,839;  $600 

Queen   City   Bcstg.   Co.    (7)    Initial  Decision 
4/5/55 

SPOKANE— 
►  KHQ-TV  (6)  NBC;  Katz;  166,950;  N,  LL,  LF, 

LS,  $550 
►  KREM-TV  (2)  ABC;  Petry;  185.000;  N,  LF,  LS; 

$450 
►  KXLY-TV  (4)  CBS;  Avery-Knodel;  187,768;  N; 

$600 
VANCOUVERf— 
KVAN-TV  (21)  Boiling;  9/25/53-Unknown 

YAKIMA— 
►  KIMA-TV  (29)  CBS.  ABC,  NBC;  Weed;  81  000- 

$400 KRSM  (23)  3/30/55-Unknown 

WEST  VIRGINIA 
BLUEFIELD— 
►  WHIS-TV  (6)  NBC,  ABC;  Katz;  169,423;  N;  $200 
CHARLESTON— 
►  WCHS-TV  (8)  CBS;  Branham;  540,340;  N  LF LS;  $550 
WKNA-TV  (49)  See  footnote 

CLARKSBURGf — 
WBLK-TV  (12)  Branham;  2/17/54-Unknown 

FAIRMONTf — 
WJPB-TV  (35)  See  footnote 

HUNTINGTON— 
►  WHTN-TV  (13)  ABC;  Petry;  203,000;  N;  $450 
►  WSAZ-TV  (3)  NBC;  Katz;  594,510;  N,  LL,  LF, 

LS;  $1,000 
OAK  HILL  (BECKLEY)— 
►  WOAY-TV  (4)  ABC;  Pearson;  357,230;  $200 
PARKERSBURG— ►  WTAP  (15)  NBC,  ABC,  CBS;  Pearson;  41,700; 

$150 
WHEELING  (STEUBENVILLE,  OHIO)— 
►  WTRF-TV  (7)  NBC,  ABC;  Hollingbery;  312,500; 

N;  $500 ►  WSTV-TV  (9)  See  Steubenville,  Ohio 
WLTV  (51)  2/11/53-Unknown 

WISCONSIN 

EAU  CLAIRE— 
►  WEAU-TV  (13)  NBC,  ABC;  Hollingbery;  122,- 

560;  $200 

GREEN  BAY— ►  WBAY-TV  (2)  CBS;  Weed;  247,000;  $500 
►  WFRV-TV  (5)  ABC,  CBS;  Headley-Reed;  235,- 000;  N;  $300 
►  WMBV-TV  (11)  See  Marinette 

LA  CROSSE— ►  WKBT  (8)  CBS,  NBC,  ABC;  H-R;  112,500;  S360 

MADISON— ►  WHA-TV  (*21) 
►  WISC-TV  (3)  CBS;  Peters,  Griffin,  Woodward; 300,170;  N,  LF,  LS;  $500 
►  WKOW-TV  (27)   CBS;  Headley-Reed;  128.500; 

N;  $250 ►  WMTV  (33)  ABC,  NBC;  Boiling  129,000;  $280 
MARINETTE  (GREEN  BAY) — 
►  WMBV-TV  (11)  NBC,  ABC;  Venard;  220,826; 

$250 
MILWAUKEE— 
►  WISN-TV  (12)  ABC;  Petry;  700,000;  N,  LF,  LS; 

$800 ►  WITI-TV  (6)  Branham;  700,000;  N,  LL,  LF,  LS; 

$600 
►  WTMJ-TV   (4)   NBC;   Harrington,   Righter  & 

Parsons;  781,222;  N,  LL,  LF.  LS;  $1,150 
►  WXIX  (19)  CBS,  CBS  Spot  Sis.;  371,000;  N;  $800 
WFOX-TV  (31)  5/4/55-Unknown 
WMVS-TV  (•10)  6/6/56-Unknovvn 
WCAN-TV  (25)  See  footnote 

SUPERIOR  (DULUTH,  MINN.)— 
►  WDSM-TV   (6)   NBC:   Peters,   Griffin,  Wood- 

ward; 128,000;  N;  $400 
►  KDAL-TV  (3)  See  Duluth,  Minn. 

WAUSAU— ►  WSATJ-TV  (7)  CBS.  NBC,  (ABC  per  program 
basis);  Meeker;  97,200:  $200 

WHITEFISH  BAY— 
►  WITI-TV  (6)  See  Milwaukee 

WYOMING 

CHEYENNE— ►  KFBC-TV  (5) 
70,972;  $150 

CBS,  ABC.  NBC; 

ALASKA 

Hollingbery; 

ANCHORAGEf— 
►  KENI-TV  (2)  ABC,  NBC;  Fletcher,  Day;  23,000; 

$150 
►  KTVA  (11)  CBS;  Alaska  Radio-Tv  Sis.;  23.000; 

$150 
FAIRBANKSf — 
►  KFAR-TV  (2)  NBC,  ABC;  Fletcher,  Dav;  9.700; 

$150 ►  KTVF  (11)  CBS;  Alaska  Radio-Tv  Sis.;  9,700; 

$135 
JUNEAUf — 
►  KINY-TV  (8)  CBS;  Alaska  Radio-Tv  Sis.;  2,500 

$60 

GUAM 
AGANAf — ►  KUAM-TV  (8)  NBC,  CBS;  Young;  $120 

HAWAII 

HILOf — ►  KHBC-TV  (9)   (Satellite  of  KGMB-TV  Hono- lulu) 

HONOLULUf— 
►  KGMB-TV  (9)  CBS;  Peters,  Griffin,  Woodward; 

98,182  (includes  Hilo  and  Wailuku  satellites); 

$350 
►  KONA  (2)  NBC;  NBC  Spot  Sis.;  96,082  (includes Wailuku  satellite);  $350 
►  KULA-TV  (4)  ABC;  Young;  91,680;  $300 
WAILUKUf— 
►  KMAU  (3)  (Satellite  of  KGMB-TV  Honolulu) 
►  KMVI-TV  (12)  (Satellite  of  KONA  Honolulu) 

PUERTO  RICO 

CAGUASf — 
WSUR-TV  (9)  4/25/56-Unknown 

MAYAGUEZf — 
►  WORA-TV  (5)  CBS.  ABC.  NBC;  Young;  26,000; 

$120 
PONCEf— 
WKBM-TV  (11)  5/3/36 -Unknown 

SAN  JUANf — 
►  WAPA-TV   (4)    ABC.   NBC;    Caribbean  Net- works; 125,000;  $200 
►  WKAQ-TV  (2)  CBS;  Inter- American;  125.143; 

$300 WTPR-TV  (*6)  2/2/55-December 
CANADA 

BARRIE,  ONT. — 
►  CKVR-TV  (3)  Mulvihill,  Canadian  Ltd.;  36,870 
BRANDON,  MAN.f — 
►  CKX-TV  (5)  CBC;  All-Canada,  Weed;  13,28«: 

$170 

CALGARY,  ALTA.— 
►  CHCT-TV  (2)  CBC,  ABC,  CBS,  NBC;  All-Can- ada, Weed;  40,000;  $280 
EDMONTON,  ALTA.f — 
►  CFRN-TV  (3)  CBC;  Canadian  Reps.,  Oaks,  Tv 

Reps.  Ltd.;  50,000;  $320 
HALIFAX,  N.  S.f— 
►  CBHT  (3)  CBC,  CBS;  CBC;  37,000;  $300 
HAMILTON,  ONT,— 
►  CHCH-TV  (11)  CBC;  All-Canada,  Young;  550,- 000;  $450 

KINGSTON,  ONT.— ►  CKWS-TV  (11)  CBC;  All-Canada;  55,000;  $250 
KITCHENER,  ONT.— 
►  CKCO-TV    (13)    CBC;    Hardy,   Hunt,  Weed; 314,325;  $400 
LETHBRIDGE,  ALTAf — 
►  CJLH-TV  (7)  CBC;  All-Canada,  Weed;  12,000; 

$160 

LONDON,  ONT.— ►  CFPL-TV   (10)    CBC,  ABC,   CBS,  NBC;  All- Canada,  Weed;  109,920;  $450 

MONCTON,  N.  B.— 
►  CKCW-TV  (2)  CBC;  Young,  Stovin;  32,000;  $200 
MONTREAL,  QUE.— ►  CBFT  (2)  CBC  (French);  CBC;  393,000;  $1,000 
►  CBMT  (6)  CBC,  NBC,  ABC,  CBS;  CBC;  257,300; 

$750 

NORTH  BAY,  ONT.— ►  CKGN-TV  (10) 

OTTAWA,  ONT.— ►  CBOFT  (9)  CBC  (French);  CBC;  44,300;  $300 
►  CBOT  (4)  CBC;  CBC;  76,000;  $400 
PETERBOROUGH,  ONT.— 
►  CHEX-TV  (12)  CBC;  All-Canada,  Weed;  32,000 

$230 

PORT  ARTHUR,  ONT.f — 
►  CFPA-TV  (2)  CBC;  All-Canada.  Weed;  15,000 

$170 

QUEBEC  CITY,  QUE.— 
►  CFCM-TV  (4)  CBC;  Hardy,  Hunt,  Weed;  30.000 

$350 
REGINA,  SASK.f— 
►  CKCK-TV  (2)  CBC;  All-Canada,  Weed;  31,000 

$260 

RIMOUSKI,  QUE.f — 
►  CJBR-TV  (3)  CBC  (French);  Stovin,  Canadian 

Reps.;  30,000;  $240 
ST.  JOHN,  N.  B.f— 
►  CHSJ-TV  (4)  CBC;  All-Canada,  Weed;  62,550 

(including  U.  S.);  $250 

ST.  JOHN'S,  NFLD.f — 
►  CJON-TV  (6)  CBC.  CBS.  NBC,  ABC;  All-Can- ada, Weed:  15,500;  $200 
SASKATOON,  SASK.f— 
►  CFQC-TV  (8)  CBC,  ABC.  CBS,  NBC;  Canadian 

Reps.,  Tv  Reps.  Ltd.:  30,000;  $230 

SAULT  STE.  MARIE,  ONT.— 
►  CJIC-TV  (2)  CBC;  All-Canada,  Weed;  14,000; 

$170 
SHERBROOKE,  QUE.v— ►  CHLT-TV  (7)  CBC;  Young.  Hardy;  $400 

SUDBURY,  ONT  — ►  CKSO-TV  (5)  CBC,  ABC,  CBS,  NBC;  All-Can- 
ada. Weed:  19,590;  $220 

SYDNEY,  N.  S.f— 
►  CJCB-TV  (4)  CBC;  All-Canada.  Weed;  46,690; 

$240 

TIMMINS,  ONT.f— ►  CFCL-TV  (6)  CBC;  Renaud;  2,650;  $160 

TORONTO,  ONT.— ►  CBLT  (6)  CBC,  ABC,  CBS,  NBC;  CBC;  457,000; 

$1,000 

VANCOUVER,  B.  C.f— 
►  CBUT  (2)  CBC;  CBC;  152,000;  $580 
WINDSOR,  ONT.  (DETROIT,  MICH.)— 
►  CKLW-TV  (9)  CBC;  Young;  1,588,000  (including U.  S.);  $450 

WINGHAM,  ONT.— ►  CKNX-TV  (8)  CBC;  All-Canada;  30,000;  $235 
WINNIPEG,  MAN.f— 
►  CBWT  (4)  CBC;  CBC;  70,000;  $400 

MEXICO 

JUAREZf  (EL  PASO,  TEX.)— ►  XEJ-TV  (5)  National  Times  Sales;  Oakes;  69,- 
158;  $240 

TIJUANAf  (SAN  DIEGO)— 
►  XETV  (6)  ABC;  Weed;  406,123;  $700 

Broadcasting 

The  following  stations  have  suspended  regular 
operations  but  have  not  turned  in  CP's:  KBID- 
TV  Fresno,  Calif.;  WPFA-TV  Pensacola,  Fla.; 
WATL-TV  Atlanta,  Ga.;  WOK  A  (TV)  Macon,  Ga.; 
WRAY-TV  Princeton,  Ind.;  KGTV  (TV)  Des 
Moines,  Iowa;  WKLO-TV  Louisville,  Ky.;  WWOR- 
TV  Worcester,  Mass.;  WLAM-TV  Lewiston,  Me.; 
WFTV  Duluth,  Minn.;  WCOC-TV  Meridian,  Miss.; 
WFPG-TV  Atlantic  City,  N.  J.;  WRTV  (TV)  As- 
bury  Park,  N.  J.;  WICA-TV  Ashtabula,  Ohio; 
WGVL  (TV)  Greenville,  S.  C;  WQMC  (TV)  Char- lotte. N.  C;  WIFE  (TV)  Dayton,  Ohio;  KTVQ 
(TV)  Oklahoma  City,  Okla.;  KCEB  (TV)  Tulsa, 
Okla.;  WFMZ-TV  Allentown.  Pa.;  WLBR-TV 
Lebanon,  Pa.;  WKST-TV  New  Castle,  Pa.;  WKJF- 
TV  Pittsburgh,  Pa.;  WEEU-TV  Reading,  Pa.; 
WNET  (TV)  Providence,  R.  I.;  KNUZ-TV  Hous- 

ton, Tex.;  WBTM-TV  Danville,  Va.;  WACH-TV 
Newport  News,  Va.;  WKNA-TV  Charleston,  W. 
Va.;  WJPB-TV  Fairmont,  W.  Va.;  WCAN-TV 
Milwaukee;  WIRK-TV  W.  Palm  Beach,  Fla.; 
WTAO-TV  Cambridge,  Mass.;  KEDD  (TV)  Wich- 

ita, Kans.;  WTVU  (TV)  Scranton,  Pa.;  KTVE 
(TV)  Longview,  Tex.;  KBMT  (TV)  Beaumont, 
Tex.;  WKNY  (TV)  Poughkeepsie,  N.  Y. 
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B LAW-  KNOX 

TOWERS 

side  by  side 

yet  23  years  apart 

Towering  1175.5  feet  into  the  sky  from  atop 

Big  Heart  Mountain  near  Sand  Springs,  Okla- 

homa, the  Blaw-Knox  triangular  guyed  tower 

shown  here  supports  a  101'  General  Electric 
TY50F  6  Bay  Antenna  for  KVOO-TV,  Tulsa. 

From  this  point,  2149'  above  mean  sea  level, 
the  100,000  watt  signal  on  Channel  2  carries 

'  KVOO-TV  programs  to  viewers  in  four  states. 

tion  and  both  lower  landing  and  cab  controls 

are  only  two  of  several  interesting  features  of 

this  completely  enclosed  elevator. 

Standing-by  for  emergencies  is  the  225'  Blaw- 
Knox  self  supporting  tower  erected  more  than 

23  years  ago  as  the  first  part  of  the  KVOO 

radio  transmitting  system.  In  use  for  14  years, 

then  dismantled  and  stored  on  the  ground  for 

seven  years,  this  tower  was  re-erected  in  1954 

as  the  KVOO-TV  stand-by  tower.  After  this 
seven  year  period  without  maintenance,  the 

sub-contractor  who  re-erected  the  tower  re- 

ported the  galvanized  coating  still  intact  and 
the  tower  in  excellent  condition. 

Proven  performance  such  as  this  brings  old 

customers  back  to  Blaw-Knox  for  new  towers. 

For  example,  Blaw-Knox  Company  has  sup- 
plied KVOO  a  total  of  eight  towers,  with  Tower 

Number  1  still  in  service. 

Send  for  illustrated  Bulletin  No.  2417  show- 

ing special  construction  features  and  typical 

installations  of  Blaw-Knox  Antenna  Towers. 

Write  or  call  us  today  for  your  copy. 

JO^mmm,    ANTENNA  TOWERS 

BLAW-KNOX  COMPANY 

Although  this  in- 
stallation is  more 

than  twice  as  high  as 

the  Washington 

Monument,  tower 

maintenance  prob- 
lems have  been  re- 

duced to  a  minimum 

by  the  special,  auto- 

matic, two-man  serv- 

ice elevator  operat- 
ing within  the  tower. 

Ground-to-car  tele- 

phone communica- 

Guyed  and  self-supporting — 
for  AM  •  FM  •  TV  •  microwave 
•    communications    •  radar 

BLAW-KNOX  EQUIPMENT  DIVISION 
PITTSBURGH  38,  PENNSYLVANIA 



PROGRAMS  &  PROMOTIONS 

CLOSED  CIRCUIT  SPORTS  HUDDLE      NBC-TV  HERALDS  CD  WEEK 

PROMOTIONAL  plans  for  the  Sept.  24-Oct. 

13  run-off s  for  "National  Bowling  Day,"  Oct. 
14,  will  be  "gone  over"  this  Saturday  by  officials 
of  the  General  Cigar  Co.,  Young  &  Rubicam, 
its  agency,  the  American  Red  Cross  and  the 
Bowling  Proprietors  Assn.  of  America,  via  a 
special  NBC-TV  closed  circuit  telecast.  The 
cigar  company  will  be  sponsoring  the  bowling 
competition  and  the  NBC-TV  telecast  that  night 
at  10:30  p.  m.  eastern  time.  Proceeds  from  the 
50-cent  entry  fees  to  the  contest  will  go  to  the 
American  Red  Cross.  The  closed-circuit  tele- 

cast will  link  35  coast-to-coast  cities,  and  will 
take  up  such  matters  as  rules,  merchandising 
and  other  promotional  efforts. 

WHBQ-TV  WINES,  DINES  AGENCIES 

NEW  YORK  timebuyers  will  be  guests  Wednes- 
day and  Thursday  at  luncheons  given  by 

WHBQ-TV  Memphis,  Tenn.,  and  H-R  Repre- 
sentatives. Agency  personnel  will  be  greeted  by 

Mrs.  Barbara  Hummel,  Miss  America  in  1947 

and  now  a  television  personality  at  WHBQ- 
TV.  Mrs.  Hummel  also  will  emcee  the  Miss 

America  contest  finals  on  a  90-minute  ABC-TV 
telecast  from  Atlantic  City  on  Saturday. 

KBIG,  GMAC  WIND  UP  CONTEST 

KBIG  Catalina,  Calif.,  and  General  Motors 
Acceptance  Corp.,  working  together  to  promote 
the  GMAC  campaign  of  40  safety  announce- 

ments on  KBIG  every  weekend,  have  awarded 
prizes  in  a  dealer  contest.  Hollywood  Buick 
dealer  Phil  Hall  took  first  prize,  a  Las  Vegas 
vacation  for  two,  with  second  and  third  prizes 
going  to  Jim  Healey,  Santa  Paula,  Calif., 
Pontiac  dealer,  and  Herb  Kincaid,  Los  Angeles 
Pontiac  dealer.  All  General  Motors  cars  sold 
in  Southern  California  are  marked  by  KBIG 
mermaid  stickers  on  windshields  and  carrv 
invitations  to  listen  to  the  safety  spots  on  KBIG 

and  to  enter  the  station's  audience  promotion contest. 

BIG  BIRTHDAY  FOR  WCMW 

WISHING  to  "do  something  big"  for  the  tenth 
birthday  observance  of  WCMW  Canton,  Ohio. 
President  Sam  Huffman  washed  an  elephant, 
one  of  the  guests  at  a  day-long  party  that 
climaxed  a  month-long  promotion.  After  hear- 

ing recorded  congratulations  over  the  station 
from  leading  citizens  and  show  personalities 
over  several  weeks,  nearly  3,000  listeners  came 

to  WCMW's  open  house.  There  they  par- 
ticipated in  beauty  and  cake-baking  contests, 

rode  ponies,  met  visiting  stars  and  inspected 

facilities  including  WMCW's  new  "indoor-out- 
door" summer  studio,  the  newsmobile  and 

automatic  logging-billing  operation. 

DAMP  TRIUMPH  FOR  KING-TV 

COVERAGE  of  the  Seafair  Trophy  Race  by 
KING-TV  Seattle  on  Lake  Washington  was  ac- 

claimed by  racers  who  showed  their  appreci- 
ation by  tossing  KING-TV  newsman  Tom 

Dargan  into  the  lake  along  with  the  winning 
hydroplane  driver.  KING-TV  fed  its  sixth 
annual  coverage  of  the  six-hour  race  to  four 
radio  stations  in  Eastern  Washington  and  Idaho. 
Seven  cameras  were  used  by  the  Seattle  sta- 

tion with  a  reporting  and  technical  crew  of 
75  for  the  all  day  event.  To  ready  cables  and 
remote  equipment  the  crew  put  in  1,000  man- 
hours.  Frederick  &  Nelson,  Seattle  depart- 

ment store  sponsored  the  telecast  through 
Romig  C.  Fuller  &  Assoc.  agency. 

A  SPECIAL  program  on  civil  defense  will  be 
telecast  live  by  NBC-TV  Sunday  (5:30-6  p.m. 
EDT)  from  the  Civil  Defense  Training  Center 
at  Olney,  Md.,  commemorating  the  start  of  the 

country's  first  National  Civil  Defense  Week 
(Sept.  9-15).  The  program,  which  will  attempt 
to  show  to  Americans  what  they  can  expect 

in  the  event  of  an  enemy  A-bomb  or  H-bomb 
attack  and  how  they  can  train  themselves  for 
survival,  will  be  narrated  by  NBC  special  events 
reporter  Ben  Grauer  and  will  include  a  film 
segment,  consisting  of  a  talk  by  Val  Peterson, 
administrator  of  Civil  Defense. 

KTBC  ECONOMICAL  THO'  TEXAN 
THE  expensive  way  is  not  always  the  best  way 
on  radio,  says  KTBC  Austin,  Tex.,  a  station 
capable  of  judicious  economies  in  spite  of  be- 

ing run  by  Texans.  A  case  in  point  is  KTBC's 
phone-booth  coverage  of  the  Democratic  con- 

vention which  drew  enthusiastic  response  from 

public  and  sponsor,  Austin's  Capital  National 
Bank.  Background  noise,  dialing  phones,  inter- 

ruptions, all  added  realism  to  News  Editor  Paul 

Bolton's  daily  beep  calls.  One  call  was  made 
while  the  Texas  delegation  was  caucusing  all 

around  the  newsman.  "Since  I  knew  practically 
all  the  delegates,  it  was  about  like  phoning  the 

neighbors  during  a  family  reunion." 

LIBRARY  GETS  MENCKEN  TAPE 

WBAL-AM-TV  Baltimore,  serving  the  home 
town  of  the  late  H.  L.  Mencken,  has  presented 
a  tape  recording  of  the  NBC  Biographies  in 

Sound  broadcast  on  Mencken,  titled  "The 
Bitter  Byline,"  to  the  Library  of  Congress. 

GENERAL  TIRE  SALUTES  SPORT 

GENERAL  Tire  &  Rubber  Co.,  through  D'Arcy 
Adv.,  N.  Y.,  will  sponsor  a  special  salute  to 
the  forthcoming  football  season,  Kickoff  1956, 
starring  Fred  Waring  and  his  Pennsylvanians, 
on  NBC-TV,  Sunday,  Sept.  16,  7:30-8  p.m. 
EDT. 

UPCOMING 

Sept.  6:  Massachusetts  United  Press  Radio-Tv 
Assn.,  organization  committee  meeting,  Parker 
House,  Boston. 

Sept.  6-7:  RAB  midwestern  managers'  conference. French  Lick,  Ind. 
Sept.  10-11:  RAB  southern  managers'  conference, Biloxi.  Miss. 
Sept.  10-12:  French  Language  Radio-Tv  Broad- 

casters Assn.,  annual  meeting,  Alpine  Inn,  Ste. 
Marguerite,  Quebec. 

Sept.  11-12:  CBS  Radio  convention.  Hotel  Pierre, New  York. 
Sept.  13:  NARTB  Freedom  of  Information  Com- 

mittee, Waldorf-Astoria.  New  York. 
Sept.  13-14:  RAB  northeastern  conference,  Sky- 

top,  Pa. 
Sept.  13-14:  Michigan  Assn.  of  Radio-Tv  Broad- 

casters. Hidden  Valley.  Gaylord.  Mich. 
Sept.  14-15:  Institute  of  Radio  Engineers  annual 
Fall  Symposium,  Mellon  Institute  Auditorium, Pittsburgh. 

Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 
nual meeting,  Shreveport,  La. 

Sept.  27:  Massachusetts  Broadcasters  Assn.,  an- 
nual meeting.  Hotel  Somerset,  Boston. 

NARTB  CONFERENCES 
Region  5  (Minn.,  N.  D., 

East    S.    D.,  Iowa, 
Neb.,  Mo.) 

Region  7  (Mountain States  ) 
Region  8  (Wash.,  Ore., 

Calif.,  Nev.,  Ariz.. 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla., Tex.) 

Region  2  (Pa.,  Del., 
Md.,  W.  Va.,  D.  C, 
Va.,  N.  C,  S.  C.) 

Region  1  (New  Eng- land) 

Region  4  (Ky.,  Ohio, 
Ind.,  Mich.,  111.,  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss..  La.,  Ark.. Tenn.,  P.  R.) 

Sept.  Nicollet  Hotel 
17-  18  Minneapolis 

Sept.  Utah  Hotel 20-21  Salt  Lake  City 
Sept.  St.  Francis  Hotel 24-  25  San  Francisco 

Sept.  Okla.  Biltmore 27-28  Okla.  City 
Oct.  Shoreham  Hotel 
11-12  Washington 

Oct.  Somerset  Hotel 
15-16  Boston 
Oct.  Sheraton  Lincoln 
18-  19  Indianapolis 
Oct.  Dinkler- 25-  26  Tutwiler 

Birmingham 

Sam   Molen,  veteran  KMBC-KFRM 
Sports  Director,  keeps  himself  in  top 
broadcasting  condition  with  three  daily  . 
sportscasts  plus  several  weekly  sport  I 
shows  and  features.   Personalized  radio 
that  sells  as  it  serves ! 

the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Free  &  Peters  Colonel 
can  tune  you  in  on  the  New  Selling  Sound 
of  KMBC-KFRM. 

KMBC  o£  Kansas  City 

K  FRM  £oi  the  State  of  Kansas 

^^in  f/ie  Heart  of  America 

Stories 

from  the 

Sports  Record 
Continuities  for  October 

Music  and  sports  team  up  in 

this  series  devoted  to  eye-wit- 
ness accounts  of  dramatic  ac- 
tion on  the  autumn  sports 

scene. 

October's  continuity  pack- 
age contains  12  fifteen  minute 

programs  featuring  the  sports 
of  the  autumn  season  .  .  .  the 

World  Series,  football,  the 

Olympics,  along  with  some  of 
the  great  anecdotes  of  the 
world  of  sports. 

Your  Station  Program  Department  should 
be  receiving  this  script  package  regu- 

larly. If  not,  please  write  to  BMI's  Sta- 
tion Service  Department  for  "Stories  from 

the  Sports  Record." 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE,  NEW  YORK  17,  N.Y. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 

August  23  through  August  29 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,  w — watts,  mc — megacycles.   D — day.  N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Arn-FM  Summary  through  August  29 

Am 
Fm 

On Air 
2,883 521 

Licensed 

3,031 
544 

Cps 160 

33 

Appls.  In 
Pend-  Hear- 

ing ing 
286  124 
10  0 

FCC  Commercial  Station  Authorizations 

As  of  July  31,  1956 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  July 
Cps  deleted  in  July 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  Fm  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

Am Fm TV 

2,877 519 
193 45 

11 
306 119 19 116 

3,041 
549 615 

182 2 
128 263 7 42 

124 0 77 
143 4 

32 814 
66 

324 0 2 0 
1 0 1 

Tv  Summary  through  August  29 

S.: 

Total  Operating  Stations  in  U. 
Vhf  Uhf 
365  91 

5 
Commercial 
Noncomm.  Educational 

17 

Total 

456i 

222 

Grants  since  July  11,  7952: 

(When  FCC   began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 

329 

22 

Uhf 313 

21 

Total 

642i 

432 

Applications  tiled  since  April  14,  7952: 
(When  FCC   began  processing  applications after  tv  freeze) 

New  Amend .  Vhf Uhf Total 
Commercial 

1,011 

337 
791 557 

1,349= 

Noncom.  Educ. 61 

34 27 

61* 

Total 
1,072 

337 
825 584 

1,410= 

1 170  cps  (33  vhf  137  uhf)  have  been  deleted. 
3  One  educational  uhf  has  been  deleted. 
» One  applicant  did  not  specify  channel. 
1  Includes  43  already  granted. 
5  Includes  685  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

APPLICATIONS 

Wilmington,  N.  C. — Carolina  Bcstg.  System  Inc., 
vhf  ch.  3  (60-66  mc);  ERP  31.8  kw  vis.,  15.03  kw 
aur.;  antenna  height  above  average  terrain  548 
ft.,  above  ground  601  ft.  Estimated  construction 
cost  $224,828,  first  year  operating  cost  $140,000, 
revenue  $240,000.  Post  office  address  Box  898, 
Greenville,  N.  C.  Studio  location  Intersection  of 
Rt.  210  and  U.  S.  117,  Wilmington.  Trans,  loca- 

tion same  as  studio.  Geographic  coordinates  34° 
23'  23"  N.  Lat.,  77°  53'  50"  W.  Long.  Transmitter 
RCA,  antenna  RCA,  Legal  counsel  Lyon,  Wilner 
&  Bergson,  Washington.  Consulting  engineer 
Commercial  Radio  Equipment  Co.,  Washington. 
Principals  include  Earl  Westbrook,  A.  H.  Camp- 

bell, Josh  Home  and  Penn  T.  Watson.  Messrs. 
Westbrook  and  Campbell  each  own  12.78%  of 
WCKB  Dunn,  N.  C.  Mr.  Home  owns  53.85%  of 
WCEC  and  WFMA  (FM)  Rocky  Mount,  N.  C. 
Mr.  Watson  is  sole  owner  of  WGTM  Greenville. 
Applicant  also  owns  WNCT  (TV)  Greenville. 
Filed  Aug.  29. 

San  Angelo,  Tex — San  Angelo  Tv  Co.,  vhf  ch.  3 
(60-66  mc);  ERP  1.48  kw  vis.,  0.74  kw  aur.;  ant. 
height  above  average  terrain  223  ft.,  above 
ground    264    ft.     Estimated    construction  cost 

$59,050,  first  year  operating  cost  $48,000,  revenue 
$60,000.  Post  office  address  %  First  State  Bank, 
Rio  Vista,  Tex.  Studio  and  trans,  location  Cactus 
Hotel,  Twohig  Ave.  and  Oakes  St.,  San  Angelo. 
Geographic  coordinates  31°  27'  40"  N.  Lat.,  100° 
26'  05"  W.  Long.  Trans.  Gates,  ant.  Adler.  Con- 

sulting engineer  Guy  C.  Hutcheson,  Arlington, 
Tex.  Principals  are  equal  partners  Lowell  Smith 
and  Joe  N.  Weatherby.  Messrs.  Smith  and 
Weatherby  formerly  held  minority  interests  in 
KTXL  and  KTXL-TV  San  Angelo,  respectively. Filed  Aug.  30. 

APPLICATION  AMENDED 

Denton,  Tex. — Denton,  Telecasting  Co.  amends 
application  for  new  tv  to  change  trans,  location 
to  northwest  corner  of  Bell  Ave.  and  Withers  St., 
Denton,  change  ERP  to  0.25  kw  vis.,  0.079  kw 
aur.  and  to  submit  additional  engineering  data. 
Amended  Aug.  28. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

KVIP  (TV)  Redding,  Calif.— Granted  mod.  of 
cp  to  change  ERP  to  117  kw  vis.,  58.9  kw  aur. 
and  make  other  equipment  changes.  Announced 
Aug.  28. 
KFXJ-TV  Montrose,  Colo.— Granted  STA  to 

operate  commercially  on  ch.  10  for  period  ending 

NEGOTIATIONS    •    FINANCING    •  APPRAISALS 

BLACKBURN-HAMILTON  COMPANY 

RADIO TV NEWSPAPER 

WASHINGTON,  D.  C. 
James  W.  Blackburn 
Jack  V.  Harvey 
Washington  Bldg. 
Starling  3-4341-2 

CHICAGO 

Ray  V.  Hamilton 
Tribune  Tower 

Delaware  7-2755-6 

NATION-WIDE  SERVICE 

ATLANTA 

Clifford  B.  Marshall 
Healey  Bldg. 

Jackson  5-1576-7 

SAN  FRANCISCO 
William  T.  Stubblefield 
W.  R.  Twining 
111  Sutter  St. 

Exbrook  2-5671-2 

Nov.  9.  Announced  Aug.  28. 
WCBC-TV  Anderson,  Ind.— Granted  mod.  of 

cp  to  change  tran. -studio  location;  change  ERP 
to  22.4  kw  vis.,  12  kw  aur.  and  make  other  equip- 

ment changes.  Announced  Aug.  28. 
WMT-TV  Cedar  Rapids,  Iowa— Granted  cp  to 

install  aux.  trans,  and  make  changes  in  pres- 
ently licensed  ant.  system  at  licensed  trans, 

location.  Announced  Aug.  28. 
WWTV  (TV)  Cadillac,  Mich.— Granted  mod.  of 

cp  to  change  type  amplifer  and  make  minor 
equipment  changes.  Announced  Aug.  28. 
KOOK-TV  Billings,  Mont.— Granted  mod.  of  cp 

to  install  news  trans,  and  ant.  system  and  make 
other  equipment  changes.  Announced  Aug  28. 
WTVD  (TV)  Durham,  N.  C— Granted  mod.  of 

cp  to  make  ant.  changes.  Announced  Aug.  28. 
KLOR  (TV)  Portland,  Ore.— Granted  cp  to 

change  ERP  to  316  kw  vis.,  191  kw  aur.  and  make 
other  equipment  changes.  Announced  Aug.  28. 
WBRE-TV  Wilkes-Barre,  Pa.— Granted  mod.  of 

cp  to  make  ant.  changes.  Announced  Aug.  28. 
KOTA-TV  Rapid  City,  S.  D.— Granted  mod.  of 

cp  to  change  ERP  to  72.4  kw  vis.,  36.3  kw  aur., 
install  new  trans,  and  make  other  equipment 
changes.  Announced  Aug.  28. 
KILT  (TV)  El  Paso,  Tex. — Granted  STA  to 

operate  commercially  on  ch.  13  for  period  ending 
Jan.  1,  1957.  Announced  Aug.  28. 

APPLICATIONS 

WTVW  (TV)  Evansville,  Ind.— Seeks  mod.  of 
cp  (which  authorized  new  tv)  to  change  trans, 
location  to  Chandler  Rd.,  Evansville,  Ind.  Filed 
Aug.  29. WWL-TV  New  Orleans,  La.— Seeks  mod  of  cp 
(which  authorized  new  tv)  to  remove  condition 
to  grant  re:  "Commencement  of  Construction." Filed  Aug.  28. 
KSTF  (TV)  Scottsbluff,  Neb.— Seeks  mod  of  cp 

(which  authorized  new  tv)  to  change  trans,  and 
studio  location  to  9.5  miles  north  center  of 
Scottsbluff,  change  ERP  to  11.513  kw  vis.,  5.757 
kw  aur.,  make  ant.  and  other  equipment  changes. 
Filed  Aug.  28. 
WSYE-TV  Elmira,  N.  Y.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  change  ERP  to 
10-kw  vis.,  5-kw  aur.  and  make  other  equipment 
changes.  Filed  Aug.  23. 

Allocations  .  .  . 

PETITIONS 

Lafayette,    La.— By    KVOL-AM-FM  Lafayette 
requesting  allocation  of  ch.  3  to  Lafayette.  An- nounced Aug.  24. 

Greenfield,  Mass.— By  WRLP-TV  Greenfield  re- 
questing allocation  of  ch.  32  to  Greenfield  and 

ch.  78  to  Lowell,  Mass.  It  is  further  requested 
that  FCC  issue  show  cause  order  directing  WRLP- 
TV  to  change  from  ch.  58  to  32.  Announced  Aug. 24. 

Translators  .  .  . 

APPLICATIONS 

Kingman,  Ariz. — Mohave  County  Board  of 
Supervisors  seeks  chs.  70,  74  and  82,  to  rebroad- 
cast,  respectively,  ch.  2  KLRJ-TV  Henderson, 
Nev.,  ch.  3  KTVK-TV  Phoenix,  Ariz.,  and  ch.  10 
KOOL-TV  Phoenix.  Trans,  output  10  w.  ERP  to 
community  80  w.  Estimated  population  to  be 
served  4,000.  Post  office  address  Box  390,  King- 

man, Ariz.  Estimated  construction  cost  for  each 
station  $3,150,  first  year  operating  cost  for  each 
station  $175.   Filed  Aug.  23. 

Cortez,  Colo. — T.  V.  Inc.  seeks  ch.  70  to  re- 
broadcast  ch.  4  KOB-TV  Albuquerque,  N.  M. 
Trans  output  10  w.  ERP  to  community  40  w. 
Estimated  population  to  be  served  15,000.  Post 
office  address  Box  12,  Cortez,  Colo.  Estimated 
construction  cost  $6,000,  first  year  operating  cost 
$300.   Filed  Aug.  27. 

Ellensburg,  Wash.— Kittitas  Valley  T.  V.  Assn. 
Inc.  seeks  ch.  71  to  rebroadcast  ch.  29  KIMA-TV 
Yakima,  Wash.  Trans,  output  10  w.  ERP  to 
community  427  w.  Estimated  population  to  be 
served  17,700.  Post  office  address  208  South  Ruby 
St.,  Ellensburg,  Wash.  Estimated  construction 
cost  $7,600,  first  year  operating  cost  $500.  Filed Aug.  27. 

New  Am  Stations  .  .  . 

APPLICATIONS 

North  Little  Rock,  Ark. — Arkansas  Valley 
Bcstg.  Co.,  1380  kc,  1  kw  D.  Post  office  address  % 
H.  B.  Stubblefield,  Pyramid  Life  Bldg.,  Little 
Rock,  Ark.  Estimated  construction  cost  $18,- 
518.17,  first  year  operating  cost  $72,000,  revenue 
$85,000.  Principals  include  L.  R.  Luker  (50%), 
Willis  Eddins  (17.5%),  John  D.  Rhoads  (17.5%) 
and  others.   Filed  Aug.  27. 
Mountain  Home,  Idaho — Mountain  Home  Radio 

Inc.,  1340  kc,  250  w  U.  Post  office  address  %  Lou 
Clemens,  Box  2635,  Boise,  Idaho.  Estimated  con- 

struction cost  $17,171,  first  year  operating  cost 
$32,175,  revenue  $40,750.  Principals  include  Lou 
Clemens  (38.5%).  Roger  L.  Hagadone  (22%), 
Richard  K.  Mooney  (21.5%)  and  others.  Mr. 
Clemens  is  employe  of  KGEM  Boise.  Mr.  Hage- done  and  Mr.  Mooney  are  president  and  vice 
president,  respectively,  of  KYME  Boise.  Filed 
Aug.  24. 

APPLICATIONS  AMENDED 

Dyersburg,    Tenn. — Southern    General  Bcstg. 
Continues  on  page  100 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  De  Sales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.  ADams  4-2414 

Member  AFCCE* 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLOG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

Frank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 

Metropolitan  8-4477 
Member  AFCCE* 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

:ONSULTING  ENGINEER  AM-FM-TV 
4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 

OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  5,  D.  C. REpublic  7-3984 

Member 

AFCCE * 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 
SPECIALTY 

Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.     Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.       National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.        4212  S.  Buckner  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1   Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 

2000  P  St.,  N.  W. 
Washington  6,  D.  C. 

Columbia  5-4666 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

^  FULL  TIME  SERVICE  FOR  AM-FM-TV 
.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write   For   Free   Catalog,   specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*  1 956  ARB  Continuing  Readership  Study 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 

Member  AFCCE  * 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE  * 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

710  14th  St.,  N.  W.  Executive  3-5670 Washington  5,  D.  C. 
303  White  Henry  Stuart  Bldg. 

Mutual  3280  Seattle  1,  Washington 

Member  AFCCE  * 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE  * 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

4900  Euclid  Avenue 
Cleveland  3,  Ohio 
HEnderson  2-3177 

Member  AFCCE* 

LOWELL  R.  WRIGHT 

Aeronautical  Consultant- 
serving  the  radio  &  tv  industry 
on  aeronautical  problems  created 

by  antenna  towers 
Munsey  Bldg.,  Wash.  4  D.  C. 

District  7-1740 
(nights-holidays  telephone 

 Herndon,  Va.  114) 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.   Checks  and  money  orders  only. 

Deadline:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 

Situations  Wanted  20tf  per  word — $2.00  minimum  •  Help  Wanted  25^  per  word — 
$2.00  minimum. 

All  other  classifications  30c1  per  word — $4.00  minimum  •  Display  ads  $15.00  per  inch 
No  charge  for  blind  box  number.   Send  box  replies  to 

Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Broadcast- 

ing •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO  RADIO 

Help  Wanted 
Help  Wanted— (Cont'd) 

Managerial Managerial 

Ownership  plus  active  management  opportunity 
desired.  Can  make  small  investment.  Family.  12 
years  radio  background.  Top  references.  Box 
659A,  B-T. 

Sales  manager  who  "loves  to  sell",  New  Jersey independent  has  immediate  opening.  Right  man 
can  earn  good  five  figure  income.   Box  673A,  B»T. 

Sales  manager  for  only  radio  station  in  pleasant 
Pennsylvania  city  of  50,000 — county  of  110,000. 
One  kilowatt  station  now  in  19th  year.  Excellent 
income — career  opportunity.  Send  resume  and 
photo.  Don't  hesitate,  this  position  will  be  filled fast.  Box  720A,  B»T. 

Little  Rock,  Arkansas — KOKY — New  all-negro 
programmed  station  staffing — need  2  experienced 
white  men  for  executive  positions — program  di- 

rector— assistant  manager  and  sales  manager — 
accepting  applications  through  September  15— 
if  you  like  money  and  want  to  move  up  with 
rapidly  expanding  organization  send  complete 
resume  and  photograph  first  letter  or  application 
not  considered.  John  McLendon,  Box  1956,  Little 
Rock,  Arkansas. 

Indianola,  Miss.  WNLA  needs  manager-salesman 
immediately.  Only  station  in  city  of  6000.  Salary 
and  override  to  right  man.  Excellent  staff  and 
facilities.  Present  manager  being  transferred  to 
larger  operation.  Send  resume  and  photograph 
to  W.  L.  Kent,  Box  523,  Greenville,  Mississippi. 

Wanted:  Ambitious  sales  manager  for  WWOC, 
Manitowoc,  Wisconsin,  immediately.  Wire,  write 
or  phone. 

Salesmen 

Wanted — live  wire  salesman  to  cover  the  Scranton 
and  Wilkes-Barre,  Pa.,  area.  Prefer  salesman 
presently  employed  in  this  market.  No  drifters; 
your  experience  will  write  your  ticket.  Box  450A, 
B-T. 

For  a  good  experienced  solid  salesman,  we  offer 
high  earnings  and  advancement  on  a  good  solid 
basis.  Box  630A,  B«T. 

Upstate  New  York  sales.  Man  or  woman  ex- 
perience. Send  photo,  resume,  wage  demand.  Box 

697A,  B-T. 

Assistant  sales  manager  needed  for  radio-tv  facil- 
ity. Wonderful  opportunity  for  right  man.  Ex- 

cellent salary,  plus  commission.  Number  1  market. 
Send  full  details  to  Box  702A,  B-T. 

Opportunity  knocks.  Chance  for  aggressive  sales- 
man to  be  own  boss  and  make  a  little  money. 

Box  709A,  B»T. 

RADIO 

Help  Wanted— (Cont'd) 
Salesmen 

Salesman:  Young,  livewire,  energtic  radio  sales- 
man wanted  by  top-rated  power  station  in  mid- 

western  market  of  300,000.  Must  have  experience. 
Guarantee  salary  with  active  list  of  accounts. 
Send  resume  and  photograph  to  Box  716A,  B«T. 

Salesman  for  one  kilowatt,  well  established  in 
single  station  market.  Progressive  management, 
sales  aides  to  support  honest  effort.  If  you  want 
income  and  career  opportunity  this  is  for  you. 
Also  opening  for  sales  trainee.  Send  photo  and 
resume.  Box  719A,  B«T. 

Salesman-announcer  for  growing  west  coast  mar- 
ket. Excellent  opportunity,  located  in  college 

town  with  good  schools,  churches,  recreation 
facilities.  Frank  Flynn,  KCOV,  Box  689,  Corvallis, 
Oregon. 

Davenport's  music  and  news  daytime  station 
needs  another  top  saleman  to  develop  the  fastest 
growing  local  station  in  the  nation's  88th  mar- ket. Your  first  application  must  have  picture, 
references:  Your  sales  record  in  radio,  and  other 
qualifications.  We  are  ready  for  quick  action  .  .  . 
write  today  to  Lester  L.  Gould,  Manager,  KFMA, 
Broadcasting  Company,  Box  457,  415  Perry  Street, Davenport,  Iowa. 

Are  you  it?  Want  a  salesman.  Salaried.  Salary 
based  on  sales.  Opportunities  for  advancement. 
Write  WARK,  Hagerstown,  Maryland. 

Salesman — immediate  opening.  Good  market, 
pleasant  working  living  conditions.  Liberal  com- mission. Full  particulars,  sales  record,  photo, 
first  letter.    WCVI,  Connellsville,  Pennsylvania. 

Opportunity  knocks  for  a  young  aggressive  sales- 
man. 5000  watt  station  in  expanding  market.  Op- 

portunity for  progress  and  permanency.  Send 
background,  income  requirements,  photo  to 
WEAV,  Plattsburg,  N.  Y. 

Account  executive  for  music-news.  Guarantee 
$150.00  per  week  (not  draw),  or  15%  whichever 
is  greater.  No  ceiling  on  earnings.  Number  one 
Pulse  station.  No  restricted  list.  Two  other  sales- 

men presently  making  $12,000  per  year.  Send 
full  information  to  WLLY,  Richmond,  Virginia. 

Aggressive  salesman,  1  kw  daytime  midwest. 
Salary  and  commission,  plus  traveling  expenses. 
Market  includes  two  cities,  8,000  each,  plus  ten 
smaller  communities.  Phone  or  write  WPDR, 
Portage,  Wisconsin. 

Announcers 

Immediate  opening  in  central  Florida  station  for 
experienced,  versatile  disc  jockey-announcer. 
Must  be  strong  on  news  and  showmanship.  Sal- 

ary plus  talent.  Paid  vacation.  Send  tape  audi- tion. All  applications  must  include  letters  of 
reference.  Send  full  details  to  Box  595A,  B»T. 

Wanted — Glib  DJ  with  sparkle  and  pep,  bright 
and  breezy,  adlib  with  flow  and  momentum, 
clever  quips,  novel  record  intros  wanted  by  sta- tion in  111.,  Mich.,  Wise,  Upper  N.  Y.  state, 
Penna.  area.  $125.  Box  639A,  B«T. 

Got  that  creative  urge?  .  .  .  plus  sell-ability.  .  .  ? 
If  so,  this  may  be  your  chance  to  move  up  to  a 
major  market  with  one  of  America's  top  am 
operations,  where  there's  plenty  of  challenge 
for  a  "personality"  with  a  new  sound.  Tell  us 
how  you  think,  on  paper — how  you  look,  in 
photo  and  sound,  on  tape  (returned).  Jukebox 
deejays,  don't  bother — we  want  an  idea  man  with 
an  approach  that  is  unique.  Box  672A,  B»T. 

Announcer — experienced.  Night  shift.  Capable 
of  handling  news  broadcasts.   Box  699A,  B«T. 

Independent  kilowatt  daytimer,  midwest  will  pay 
$350.00  per  month  for  48  hour  week  to  qualified 
announcer.  Send  audition,  details  and  references 
first  letter,  no  unmarried  men.   Box  726A,  B»T. 

Experienced  announcer  for  Montana's  number  1 radio  station.  Health  insurance,  two  weeks  paid 
vacation  after  one  year,  40-hour  week.  Submit 
tape,  photo,  availability  in  letter,  to  Assistant 
Manager,  KFBB,  Great  Falls,  Montana. 

Little  Rock,  Arkansas — new  negro  station — KOKY 
staffing— need  4  negro  DJ's  R&B  and  religious — accepting  applications  through  September  15 
— send  details,  experience,  and  picture  first  let- 

ter—John McLendon,  Box  1956,  Little  Rock  Ar- kansas. 

Two  top-notch  combo  men  being  transferred  into 
our  tv.  Need  men  of  equal  calibre  to  replace 
them  immediately.  Must  have  first  phone.  Send 
tape  and  resume  to  Ed  Mosley,  KREM,  Spokane, Washington. 

Broadcasting    •  Telecasting 
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OPPORTUNITY  AT  RCA 

FOR 

BROADCAST  FIELD  ENGINEERS 

RCA  needs  trained  broadcast  engineers 

who  can  direct  and  participate  in  the  installa- 
tion and  service  of  AM  and  television  broadcast 

equipment.  Here's  an  excellent  opportunity  for 
training  and  experience  with  color  TV  trans- 

mitters. Opportunities  exist  in  Atlanta,  Chicago 
and  suburban  Philadelphia. 

You  need:  2-3  years'  experience  in 

niu  vnil  rtllAlirVO  broadcast  equipment,  including  work  
on 

LAN    TUU   UUALIrY  :       TV  or  AM  transmitter  installation.  You 
should  have:  good  technical  schooling 
and  1st  Class   Radio-Telephone  License. 

Enjoy  RCA  advantages: 

Page  94 

Top  Salaries 
Many  Liberal  Company-Paid  Benefits 
Relocation  Assistance 

For  personal  interview,  please  send  a  complete 
resume  of  your  education  and  experience  to: 

Mr.  James  Bell,  Employment  Manager,  Dept.  Y-3J 
RCA  Service  Company,  Inc. 
Cherry  Hill,  Camden  8,  N.  J. 

RCA  SERVICE  COMPANY,  INC. 

September  3,  1956 



RADIO RADIO RADIO 

Help  Wanted— (Cont'd) Help  Wanted— (Cont'd) Help  Wanted— (Cont'd) 

Announcers Announcers Technical 

Announcer-salesman.  Prefer  man  from  Okla- 
homa, Arkansas,  Texas.  Contact  George  Merker, 

KTMC,  McAlester,  Oklahoma. 

Help  wanted:  Announcer-first  phone — 40  hours. 
50  miles  from  New  Orleans.  Call  Ray  Saadi, 
KTIB,  Thibodaux,  Louisiana. 

Wanted:  Combo-man  with  first  ticket,  present 
college  town.  Best  working  conditions.  Begin 
$100.00  per  week.  Write  Rus  Holcomb,  WCEN,  Mt. 
Pleasant,  Michigan. 

Announcer  wanted.  Daytimer  needs  experienced 
announcer  immediately.  Send  tape  and  complete 
details.  Excellent  opportunity  for  the  right  man. 
WCLA,  Petersburg,  Virginia. 

Wanted:  Announcer  with  first  class  license.  Write 
or  phone  Ed  Allen,  WDOR,  Sturgeon  Bay,  Wis- consin. 

Wanted — Settled  announcer  holding  first  class  li- 
cense permanent  position  with  benefits.  Send 

tape  and  full  particulars,  WEED,  Rocky  Mount, 
N.  C. 

WFNC,  Fayetteville,  North  Carolina,  needs  good 
announcer.  No  night  work.  Person  from  south- 

east preferred.  Good  working  conditions.  Write 
giving  educational  background,  experience  and 
biographical  sketch.  Send  tape  of  news  and  short 
record  show. 

Wanted:  Engineer-announcer  with  emphasis  on 
announcing.  Also  hillbilly  announcer.  Good 
salary,  plus  talent  and  overtime.  Pleasant  work- 

ing conditions.  Send  all  details  along  with  tape 
and  references.  Nathan  Frank,  WHNC,  Hender- 

son, N.  C.   Immediate  opening. 

Florida  fulltime  5000  watt  NBC  affiliate  has  open- 
ing for  experienced  salesman.  Good  draw  on 

commission.  WLAK,  Lakeland,  Florida. 

Announcer  with  minimum  of  one  year  commer- 
cial experience.  Will  not  consider  recent  gradu- 
ate or  AFRS  alumni.  Desire  man  with  mature 

voice  and  judgement  for  staff  work  which  can 
lead  to  position  of  executive  responsibility.  Com- 

pany operates  several  stations.  All  applicants 
must  have  car.  Play-by-play  sports  experience 
an  advantage.  Reply  by  phone  your  expense  to 
Manager,  WLSH,  Lansford,  Pa. 

Announcer — excellent  opportunity  for  man  with 
selling  voice  who  can  build  musical  shows  from 
list  of  nation's  top  favorites  and  keep  "intros"  to selections  brief  and  interesting.  Send  no  tapes 
now.  These  will  be  requested  later  if  you  give 
complete  outline  of  qualifications  in  letter  to 
Program  Director,  WOC,  Davenport,  Iowa. 

Florida  fulltime  network  station  needs  good  an- 
nouncer-engineer with  1st  ticket,  capable  of 

maintenance.  Lovely,  fast  growing  town,  famous 
South  Florida  ocean  beaches.  $85  week  to  start. 
WSTU,  Stuart,  Florida. 

Help  wanted:  Announcer  with  first  phone  li- 
cense. WSYB,  Rutland,  Vermont. 

Technical 

Southeastern  regional  needs  competent  engineer- 
announcer.  Pleasant  locality  in  up-and-coming 
area.  Excellent  equipment  and  working  condi- 

tions. Send  tape.  Write  giving  experience  and 
desired  salary.  Box  517A,  B-T. 

Wanted — engineers  with  first  and  second  phone 
licenses.  Salary  will  depend  on  qualifications  and 
experience.  Range  $61.50  to  $105.00  per  week. 
Radio  and  television  jobs  available  immediately. 
Experience  not  required.  Write  Box  529A,  B«T. 

Top  engineer  wanted.  Thoroughly  experienced 
chief  engineer  for  remote  controlled  station.  A 
chance  for  freedom  of  operation  and  good  salary 
in  return  for  100%  efficient  engineering  operation. 
Apply  only  if  you're  sure  you  can  handle  every- thing between  the  mike  and  antenna  and  enjoy 
everything  connected  with  radio  and  engineer- 

ing.  Complete  details  to  Box  560A,  B«T. 

Studio  technical  personnel  for  radio  and  televi- 
sion operation  in  midwestern  metropolitan  mar- 
ket. Radiotelephone  first  license  required.  Very 

best  of  equipment,  and  excellent  employee  re- 
lationship. State  experience,  education,  draft 

classification  and  provide  a  recent  snapshot.  Box 
593A,  B'T. 

Wanted — first  class  engineer  who  can  serve  as 
disc  jockey.  Send  picture  and  state  experience. 
Box  638A,  B'T. 

Engineer-announcer,  1st  class  ticket,  or  chief, 
Indiana,  1000  watts,  independent  daytime.  $85.00 
start.  Box  654A,  B'T. 

Rare  opportunity  for  first  ticket  man  with  five 
thousand  to  invest  in  working  one-third  interest 
CP  for  single  station  southern  town.  Can  take 
air  as  rapidly  as  you  can  install  Gates  equipment. 
Floaters,  curiosity  seekers,  promoters  save  your 
stamps.  This  grant  was  sought  by  four  others 
who  were  rejected  by  city  fathers.  You  will  be 
investigated.  Success  of  station  is  assured.  Quick 
action  is  essential.  Box  691A,  B«T. 

Experienced  first  engineer-announcer.  Early 
morning  shift.  Cover  remotes,  cut  discs,  make 
tapes  and  care  of  equipment.  You  be  chief. 
Immediate  opening.  Up  state  New  York.  Send 
photo,  wage  demand  and  when  available  to  Box 
698A,  B«T. 

Engineer  with  first  class  license.  Experience 
desired  in  am  and  fm  transmitter  operation  and 
maintenance.  Single  station  oity  in  medium  sized 
Iowa  town.  Box  722A,  B'T. 

Capable,  experienced  studio,  transmitter  engineer 
for  5  kw  Ohio  regional  station — personal  inter- 

view desirable — good  starting  salary.  Box  728A, 
B'T. 

Projectionist — experienced,  for  medium  market 
vhf ,  maximum  power  station.  40  hour,  5  day  week. 

Reply  Box  729A,  B'T. 
(Continued  on  next  page) 

RADIO-TELEVISION 

HELP  WANTED  JOBS  WANTED 

National  has  a  multitude  of  out- 

standing jobs  for  outstanding  peo- 

ple listed  at  this  moment  in  both 

Radio  and  Television,  and  in  all 

parts  of  the  country.  If  you  are  in- 

terested in  a  job  that  fits  your  capa- 

bilities both  now  and  in  the  future, 

contact  National  today.  If  we  don't 

have  one  on  file,  we'll  find  one  for 

you. 

National  has  a  number  of  top 

quality  Radio  and  Television  people 

with  experience  in  nearly  every 

phase  of  Broadcasting  available 

right  now.  Because  we've  checked, 
we  can  recommend  them  to  jobs 

that  fit  their  qualifications.  Call 

National.  You'll  find  that  a  Na- 

tional Man  is  the  Right  Man  for 

the  Job. 

Personnel  and  job  requests  are  still  pouring  in  from  ALL  sections  of 

the  country.  List  NOW  with  National  for  the  job  OR  person  you've  been 

looking  for!  Write,  wire  or  phone  M.  E.  Stone,  Manager  today  for  com- 

plete information.    NATIONAL  HAS  THE  PEOPLE  AND  THE  JOBS. 

National  Radio  &  Television 

Employment  Servi 
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RADIO RADIO RADIO 

Help  Wanted— (Cont'd) 
Technical 

Chief  engineer  for  combo  work  40  hours  weekly. 
Salary  consistent  with  combo  work  experience. 
Apply  KNOG,  Nogales,  Arizona,  immediately. 

Wanted:  Engineer-announcer  combination.  Prefer 
man  with  construction  abilities.  New  station. 
Top  pay  for  right  man.  Permanent.  KUVR, 
Holdrege,  Nebraska. 

First  class  engineer  for  500  watt  daytime  station. 
Immediate  opening.  WADS,  Ansonia.  Connecticut, 
REgent  5-4606. 

Permanent  position  for  engineer  with  first  phone 
license.  Radio  and  television  operation  and  main- 

tenance. Contact  Wilbur  Albee,  WCSC,  Charles- 
ton, South  Carolina,  for  details. 

Engineer,  announcer  250  watt  independent  90 
miles  from  New  York.  Must  be  able  to  maintain 
station  and  do  good  announcing  job.  Salary 
commensurate  with  ability.  Write  Manager, 
WDLC,  Point  Jervis,  New  York. 

First  class  engineer  wanted  immediately  for  good 
daytime  operation  in  beautiful  New  England. 
WESO,  Southbridge,  Mass.  Good  pay  and  working 
conditions. 

First  phone  operator.  Tape  experienced  desired. 
Job  available  October  1.  Send  resume  to  WICH, 
Norwich,  Connecticut.  Include  phone  number 
and  minimum  salary  expected. 

WTOC,  5kw  directional,  Savannah,  Georgia,  needs 
first  class  engineer.  Send  complete  qualifications, 
references  and  photograph  to  Chief  Engineer. 

1st  phone  engineer.  Chance  for  advancement, 
send  full  details  to  Dan  Williams,  WVOT,  Wilson, 
North  Carolina. 

Immediate  opening  chief,  some  announcing. 
Complete  responsibility,  small  Virginia  station. 
Excellent  opportunity.  Top  salary.  Contact 
Woodbury  S.  Ober,  call  Orange,  Virginia,  7263, 
collect. 

Help  Wanted— (Cont'd) 
Programming-Production,  Others 

Copywriter,  receptionist  needed  immediately. 
Montana  station.  Applicant  should  have  limited 
experience  in  booking  and  traffic  duties.  Include 
photo,  references  and  salary  requirements  in 
application.  Box  652A,  B-T. 

Experienced  copywriter.  Prefer  female.  Good 
starting  salary  for  person  with  commercial  sta- 

tion or  college  radio  training.  Must  be  good 
typist,  creative  production  minded.  Send  per- 

sonal prospectus,  picture,  references  and  copy 
samples  to  KTRN.  Wichita  Falls,  Texas. 

Newsman-experienced  desirable.  Emphasis  on 
delivery.  Morning  shift  after  break-in.  WHHH, 
Warren,  Ohio. 

Copywriter,  female  —  wonderful  opportunity, 
metropolitan,  long-established  am  station.  Op- 

portunity for  advancement  into  our  tv  station. 
Send  resume  and  sample  of  copywriting  or  call 
for  appointment,  Ralph  Kanna,  WKNB,  1422  New 
Britain  Avenue,  West  Hartford  10,  Connecticut. 

ADVERTISING  AGENCIES 

Help  Wanted 

Tv-radio  director  for  long  established  full  recog- 
nized midwestern  agency.  Excellent  starting 

salary  with  ample  expansion  opportunity.  This 
position  must  be  filled  promptly  so  write  today 
giving  complete  background  and  experience  with 
photo  if  possible.  Box  669A,  B-T. 

Situations  Wanted 

Managerial 

I'm  no  magician  but — if  you  have  the  facilities 
and  a  market,  I  can  make  your  station  pay  off. 
Top  ratings  in  90  days.  Over  20  years  operating 
experience.  Presently  gainfully  employed  but 
seek  a  market  half  million  or  more.  Moderate 
salary  plus  percentage  of  gain.  Box  502A,  B«T. 

Situations  Wanted — (Cont'd) 
Managerial 

Manager:  Investigate  before  you  invest!  Factual 
outline,  administrative  and  personal  sales  record; 
bonafide  details  and  figures;  top  accredited 
industry  reputation;  substantiated  local/national 
sales  know-how  business  getting  ability.  On 
your  desk — at  your  request!  Nothing  to  lose. 
Confidential.    Box  518A,  B-T. 

Sales  manager:  Don't  try  to  top  a  proven  pro — 
hire  his  experience  and  know-how!  Factual  out- line and  bonafide  detailed  personal  sales  record 
substantiating  national/local  business  getting 
ability  yours  for  the  asking.  Now  working  but 
confidentially  seeking  your  inquiry.  "Don't  let 
a  good  one  get  away."   Box  519A,  B'T. 
Manager  with  outstanding  sales  and  program- 

ming record  is  interested  in  association  with  mid- 
west major  market  or  medium  market  independ- 

ent as  sales  manager.  Present  earnings  in  five 
figure  bracket.  Will  also  consider  stock  option 
program  in  lieu  of  certain  salary  considerations. 
Only  stations  seeking  permanent  and  long  term 
sales  management  need  apply.  I  am  a  family 
man  who  is  interested  in  making  a  lifetime  con- nection in  a  market  in  excess  of  50,000  in  the 
midwest.   Box  596A,  B-T. 

Experienced  general  manager — am-tv — currently 
heading  top-rated  small  market  network  opera- 

tion. Have  fine  New  York-Chicago  agency  and 
advertiser  contacts.  Want  to  relocate  with  pro- 

gressive operation  seeking  first-rate  sales  results 
and  economical  operation.    Box  617A,  B»T. 

Top-flight  general  manager  available  immediate- 
ly. Industry  veteran  with  excellent  working 

knowledge  of  all  phases  of  radio  and  television. 
Looking  for  medium  to  medium-large  market 
where  I  can  build  your  sales  from  red  to  black 
in  a  short  time  (have  one  of  the  finest  sales  rec- 

ords and  pride  myself  on  sharp  economical  opera- 
tion). For  complete  details  and  background, 

Write  Box  618A,  B»T.  Confidential. 

Well  known  radio  executive  leaving  present  post. 
Would  like  thriving,  competitive  medium  market, 
where  sales  knowhow  and  sharp  programming 
will  pay  dividends  for  both  you  and  myself.  Have 
finest  industry  references  and  top  record.  Write 
Box  619A,  B»T. 

TV  PEOPLE  READY 

HERB  JENSEN RUBY  GRAHAM GEORGE  SWARTZ EVERETT  ALLEN 

PARKER  LANE DONALD  PEACE 

t  7 ff/f 

DARWIN  CRANE 

ANYONE  INTERESTED 

who  would  like  to  receive  our  national 

publication,  TELEVIEWS,  please  let  us 
know  and  we  will  be  happy  to  send  it 
to  you  at  no  cost  or  obligation. 

These  People  have  just  completed  their  training  in 

Television  Production  with  Northwest,  which  included 

extensive  work  in  one  of  our  commercially  equipped 

studios  under  the  direction  of  experienced  TV  per- 

sonnel. People  like  these — with  TV  studio  training 

and  production  experience — are  now  available  in  YOUR  area. 

Though  well-versed  in  TV  know-how,  you  will  find  them  highly 

adaptable  to  your  station's  way  of  doing  things. 

Call  Northwest  FIRST! 

Contact  John  Birrel,  Employment  Counselor,  for  immediate  details. 

NORTHWEST 

RADIO  &  TELEVISION 

Page  96 

SCHOOL 
HOME  OFFICE : 

I 
1221  N.  W.  21st  Avenue 

Portland,  Oregon  »'  CA  3-7246 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 
HO  4-7822 

CHICAGO,  ILLINOIS  540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C.  1627  K  Street  N.  W. 
RE  7-0343 
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RADIO RADIO RADIO 

Situations  Wanted — (Cont'd) 

Managerial 

Manager.  Experienced  independent  and  network. 
Small  or  medium  midwest  market,  Box  623A, 
B'T. 

Station  manager — long  successful  experience. 
Strong  on  sales,  full  of  practical  salesable  ideas 
and  energy.  Efficient  operator.  Mature  man, 
reliable,  sober,  excellent  references.  Box  651A, B-T. 

Well-known  midwest  general  manager  of  radio 
and  tv  available.  18  years  experience,  ten  years 
with  present  company.  MaTried,  family,  age  36. 
Box  665A,  B'T. 

Sales  manager  seeks  management  opportunity 
small  market  station.  Young.  Aggressive.  Box 
674A,  B'T. 
Attention  Florida:  10  years  sales  and  management 
experience  in  radio  and  television.  Now  in  Flor- 

ida, avaible  for  interview.  Top  qualifications, 
references.   Box  684A,  B'T. 

Attention  New  England:  Radio  and  television, 
10  years  sales  and  management  experience.  New 
England  native.  Highest  qualifications,  refer- 

ences. Box  685A,  B'T. 

Sales  manager — positive  thinking,  skilled,  ex- 
perienced sales  manager,  manager.  Successful 

salesman,  organizer,  proven  record,  ability.  Fam- 
ily man  desires  permanent  advancement  to  larger 

market.  Thirty-three,  successfully  managing  top 
music  station  in  medium  market.  Income  is 
good,  and  work  for  it.   Box  694A,  B'T. 

General  manager-sales  manager.  Currently  head- 
ing top  independent  in  mid-eastern  medium 

market.  Wishes  to  relocate  with  progressive 
operation.  Exceptional  sales  and  management  rec- 

ord, finest  references.    Box  708A,  B-T. 

Successful  sales  manager,  with  program  and  news 
experience,  seeks  chance  to  manage  small  market 
operation.    Box  718A,  B'T. 

Salesmen 

Six  years  experience.  Outstanding  sales  record. 
Seeks  permanency.  Will  travel.  Box  650A,  B'T. 
Young,  aggressive  salesman.  Recent  Midwestern 
Broadcasting  School  graduate.  Short  on  experi- 

ence but  willing  to  work  hard  to  learn.  Prefer 
working  in  the  south.  Either  salary  or  commis- 

sion.  Box  700A,  B'T. 

Announcers 

Experienced  enthusiastic  DJ.  Build  good  bal- anced record  shows  for  morning,  afternoon  or 
night.  Have  fast  moving  alert  morning  with 
personality  and  top  rating.  Excellent  delivery  on 
commercials.  Make  personal  contact  with  spon- 

sors. Idea  man.  Family  man.  Clean  habits.  Top 
salary.  Tape  and  photo  on  request.  Box  586A, B«T. 

Negro  DJ  want  second  chance:  Have  good  per- 
sonality, very  dependable.   Box  594A,  B«T. 

Negro  announcer-engineer-lst  class  phone  strong 
on  interviews,  production  of  public  service  pro- 

grams. Experienced  also  in  copywriting.  Box 
637A,  B'T. 
Experienced  staff  announcer,  married,  family, 
wishes  to  relocate  in  Florida  but  will  consider 
any  reasonable  offer.  Strong  on  all  phases  radio 
and  television.   Box  640A,  B'T. 

Announcer — one  vear  all  around  staff  experience. 
Third  class  ticket.  Car.  Box  653A,  B'T. 

Announcer-experienced  —  third  class  ticket  — 
family  man.  Desires  permanent  location  in  small 
or  medium  market  operation.  Southern  states  pre- 

ferred. Box  655A,  B-T. 

My  speciality — very  relaxed  DJ  shows.  Good 
news.  Strong  commercial.  Desire  moderate  size 
market.  Married,  vet.  Experienced.  Box  656A, 
B'T. 

Top  announcer — 3  years  radio  schooling,  single, 
will  travel.  7  years  experience  as  relief  announcer 
and  record  librarian.  Box  661A,  B'T. 

Announcer,  experienced  in  sales,  copy,  promotion, 
and  public  relations  seeking  permanent  an- 

nouncing position.  I  can  be  an  asset  to  your 
organization.  Contact  me  and  see.  Box  662A,  B'T. 

Razor  sharp — production  minded  announcer, 
energetic  salesman — experienced  all  phases,  fam- 

ily— ambitious.  Prefer  indies.  Florida,  southeast. 
Box  663A,  B-T. 

DJ-News-sports,  presently  employed  —  married. 
Want  to  relocate  in  larger  market  in  the  east. 
Box  668A,  B-T. 

Beginner,  radio  school  graduate,  seeks  oppor- 
tunity in  radio  or  television.  Tape,  resume,  photo. 

Box  676A.  B-T. 

Situations  Wanted —  (Cont'd ) 

Announcers 

Announcer-DJ.  No  great  talent,  just  steady,  de- 
pendable, mature  air-salesman.  Box  677A,  B'T. 

Broadcasting  school  graduate,  strong  on  hard  sell 
commercials,  news,  sports,  DJ,  board,  play-by- 

play. Excellent  references,  hard  working,  vet, 
married,  ambitious.  Tape,  photo,  resume.  Box 

679A,  B-T. 
Pennsylvania  only.  Experienced-reliable-good 
voiced-married.  40  hour  week — employed.  Box 

681A,  B-T. 
Staff  announcer,  negro,  thoroughly  trained,  news, 
commercials,  DJ,  board,  tape  available.  Box 
682A,  B'T. 
Announcer,  negro,  terrific  disc  jockey  personality, 
some  experience.  Tape  available.  Box  688A,  B'T. 
Experienced  staff  announcer,  would  like  start 
at  sport  station  to  do  play-by-play.  Would  prefer 
east — would  also  accept  tv.  Box  689A,  B'T. 

Announcer-radio-tv.  Gn-camera  commercials.  9 
years  radio,  2  years  tv.  Single,  veteran,  33.  $85. 
minimum.  Prefer  midwest,  consider  elsewhere. 
Box   692A,  B'T. 

Disc  jockey,  sports  play-by-plav.  Experienced. 
Employed.    References.    Box  693A,  B'T. 

Announcer:  26,  married,  vet,  radio  school  grad- 
uate. Available  immediately.  Tape,  resume, 

photo  upon  request.  Box  696A,  B'T. 
Attention  midwest:  Have  recently  left  but  want 
to  return.  Six  years  experience,  headed  news 
department  and  have  operated  board  and  am. 
familiar  with  network  and  indies.  References 
from  all  employers.  Single  and  a  veteran.  First 
consideration  given  to  staff  and  operation.  Box 
703A,  B-T. 
Announcer.  7  years  experience.  Strong  news, 
commercials.  Seeks  permanence,  opportunity. 
Box  704A,  B'T. 

Experienced  combo  announcer-DJ.  Young,  versa- 
tile, knows  music.  Working  for  1st  ticket.  Tape 

available.  Box  707A,  B-T. 

1st  phone  announcer.  2\'2  years  experience.  DJ, 
news,  play-by-plav.  $100  minimum.  Box  710A, 
B'T. 

Don't  answer  this  ad  unless  you  want  an  inex- perienced, high  voiced  fellow  determined  to 
make  good.   Box  712A,  B'T. 
Announcer — wages  not  counted  as  much  as  ex 
perience  desired.  Single,  willing  to  travel.  Gen 
uine  wish  for  progress.  Box  713A,  B'T. 
Experienced.  Have  worked  at  5000  watt  station. 
Excellent  references.  Top  DJ.  Good  at  news. 
Prefer  New  England  area.  However  will  gladly 
travel.   Single,  resume,  tape.  Box  714A,  B'T. 

High  school  graduate  desires  start  in  radio.  Has 
little  experience.  Box  717A,  B'T. 

Available — experienced  announcer  .  .  .  depend- 
able hard  worker  .  .  .  good  references  .  .  . 

desires  to  relocate — all  offers  carefully  con- 
sidered.   Box  721A,  B'T. 

Stop — look — experienced  announcer — single — vet- 
eran— network  experience — have  suitcase.  Box 

725A,  B'T. 

Situations  Wanted — (Cont'd) 

Announcers 

Top  announcer,  first  phone,  4  years  experience, 
presently  employed,  wish  to  locate  in  northeast. 
Box  727A,  B-T. 
Veteran,  recent  graduate,  strong  news,  deejay, 
commercial  personality.  Single,  travel  available 
immediately.  Salary  no  problem.  Tape,  resume. 
Barbarette,  1075  Longfellow  Avenue,  Bronx,  N.  Y. 

Prodigal  son  of  midwest  has  repented — wishes  to 
return.  Available  September  10.  Must  have  $6,000: 
experience  and  ability  worth  it.  Tom  Elkins,  1800 
West  30th,  Little  Rock,  Arkansas. 

Announcer.  First  phone  license.  Five  years  an- 
nouncing. Good  commercials,  news.  Capable  rou- 

tine maintenance.  Desires  permanent  position 
southeast.  Details  please.  G.  H.  Massingale,  R.F.D. 
#2,  Box  223  D,  Lake  Wales,  Florida. 

Announcer,  3  years  experience,  news,  commer- 
cials. DJ,  strong  on  sports.  Available  immedi- 
ately. Barrv  Pfeffer,  1973  Daly  Ave.,  Bronx  60, N.  Y. 

Announcing  school  graduate.  Recent  1st  phone. 
Russ  Randolph.  2219  N.  Parkside.  Chicago,  Illinois. 

Florida  stations:  Need  an  experienced,  reliable, 
announcer-air-salesman?  Available  now,  John 
Vail,  r,  Fernandes.  57-64  81st  Street,  Elmhurst 
73.  N.  Y.  DE  5-7944. 

Experienced  pop  DJ.  Formally  with  top  indie  in 
metropolitan  market.  Easy,  friendly  style.  Seeks 
change,  northeast  preferred.  Write:  Announcer, 
'r  Room  457.  2  Broadwav,  N.  Y.  C,  N.  Y.,  or 
phone  WHitehall  3-7387. 

Combo-man  with  five  years  experience  engineer- 
announcer.  First  class  license.  Want  job  with 
future.  Write  8716  Elliot  Avenue,  South,  Min- 

neapolis, Minnesota. 

Technical 

Chief  engineer.  Fully  qualified  and  experienced. 
Can  make  moderate  investment.  Box  666A,  B'T. 

Programming-Proditction,  Others 

Program  director,  other  supervisor.  9  years  ex- 
perience radio-tv.  Presently  employed  respon- 

sible position  majpr  50kw.  Would  like  to  put 
my  experience  and  knowledge  to  work  for  good 
small  station.  Young  man,  single.  Box  582A, 
B'T. 

Top-rated  tv  and  radio  newsman  in  major 
market.  Looking  for  news  director  spot  in 
medium  market.  Mature,  family  man.  Experi- 

enced in  gathering,  writing,  delivering  news.  Can 
offer  excellent  references.  Strong  on  newsroom 
organization.  Believe  aggressive,  thorough  news 
coverage  is  a  mission,  not  just  a  job.  Hoping  to 
find  congenial  station  and  community  where  we 
can  become  a  permanent  useful  part.  Detailed 
experience  resume  and  photo  on  request.  Would 
like  to  visit  anv  station  reallv  interested.  Box 

675A,  B'T. 

Young  aggressive  program  director  seeks  affili- ation with  station  with  greater  potenial.  Will 
consider  staff  announcing  if  potential  exists. 
Single.  Ambitious.  Two  years  experience.  Box 
678A,  B-T. 
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RADIO TELEVISION TELEVISION 

Situations  Wanted — (Cont'd) 

Programming-Production,  Others 

Experienced  man  for  original,  effective  copy. 
Married.  A.B.  Degree.  Prefer  south.  Box  695A, 
B«T. 

Newsman.  Experienced  rewrite,  delivery,  7  years. 
Present  employer  will  release  me  anytime.  Prefer 
am-tv  operation.  Box  705A,  B«T. 

Program  director.  Experienced  independent  and 
network  operations.  Young!  Creative!  Ideas! 
Box  706A,  B-T. 

Would  you  like  a  personality  gal  who  has  been 
doing  publicity,  promotion  and  emceeing  televi- sion show  for  summer  stock  company?  Performed 
deejay  shows  from  night  clubs,  restaurants  and 
teen  center.  Last  radio  job  with  number  one 
station  in  Flint.  Excellent  references.  Dottie 
Miller,  619  West  Fifth  Avenue,  Flint,  Michigan. 

Newscaster — newswriter:  Nine  years  metropolitan 
radio  and  tv.  Reporting,  writing,  editing.  Good 
delivery,  journalism  degree,  former  Army  news- man overseas.  Want  major  market  radio  or  tv 
staff  job,  prefer  east.  No  small  towns.  Write: 
Suite  212,  Carlton  House,  Pittsburgh,  Pa. 

TELEVISION 

Help  Wanted 

Salesmen 

Wanted:  Tv  times  salesman,  in  the  nation's  fast- est growing  market.  Must  have  sales  experience 
however  tv  experience  is  not  necessary.  Liberal 
salary,  draw  and  commission.  Contact  Mike 
Kitay,  KTVR,  Denver,  Colo.,  or  Hugh  Larue, 
WINS,  New  York. 

Top-notch  salesman  for  top-notch  tv  station  in 
rich  market.  WFMY-TV,  Greensboro,  North 
Carolina,  wants  to  hire  a  man  of  high  calibre, 
excellent  sales  record,  good  character,  keen 
judgement  and  pleasant  personality,  to  represent 
station  as  account  executive.  Substantial  base 
salary  plus  good  commission.  Send  detailed  in- 

formation and  small  photo.  WFMY-TV  operation 
and  Greensboro  market  will  pleasantly  surprise 
you.  Position  available  immediately.  Send  at- 

tention Commercial  Manager. 

Let  us  show  you  an  exceptional  opportunity  for 
experienced  tv  salesman.  Salary  plus  commission. 
Send  resume  and  we  will  send  details.  General 
Manager,  WSEE-TV,  Erie,  Pennsylvania. 

Announcers 

Experienced  announcer  for  large  eastern  network 
affiliate.  Straight  commercial  announcing  and 
booth  work.  Give  full  resume  and  expected 
salary.    Box  483A,  B«T. 

Tv  announcer- vhf  CBS-TV  station  in  major 
Middle  Atlantic  market  needs  good  commercial 
announcer.  Possibly  radio  announcer,  over  25 
years  of  age,  who  is  looking  for  a  good  oppor- 

tunity to  move  into  tv.  Starting  salary,  $400  per 
month.  Send  tape  and  several  recent  photographs. 
All  inquiries  will  be  answered  promptly  and  kept 
confidential.  All  tapes  and  photos  will  be  re- 

turned. Address  Box  686A,  B»T. 

Experienced  announcer-switcher  for  Montana's number  1  television  station.  Live  commercial 
and  booth  work.  Know  DuMont  switching  opera- 

tion or  be  prepared  to  learn.  Health  insurance, 
two  weeks  paid  vacation  after  one  year,  40-hour 
week.  Submit  tape,  picture  with  letter,  date 
available  for  work,  to  Assistant  Manager,  KFBB- 
Television,  Great  Falls,  Montana. 

Announcer-director.  Commercial  vhf  has  imme- 
diate opening  for  on-camera  announcer  with 

directing  background.  Must  have  commercial 
experience.  Salary  open.  Send  resume,  picture, 
tape  and  salary  requirements  to  Program,  Direc- 

tor, KOMU-TV,  Columbia,  Missouri. 

Help  Wanted— (Cont'd) 
Technical 

Transmitter  supervisor,  G.E.  equipped,  midwest, 
metropolitan  station,  top  salary.  Preferably  with 
construction  and  maintenance  experience.  Box 

658A,  B«T. 
First  phone  operator.  Top  pay,  chance  for  ad- 

vancement. No  experience  necessary.  Box  683A, B«T. 

Transmitter  engineers  for  aggressive  vhf,  DuMont 
experience  preferred,  however  will  consider  any 
man  with  good  technical  background.  Send  de- 

tails, schooling  experience,  family  status,  photo, 
salary.  Chief  Engineer,  KERO-TV,  1420  Truxton 
Ave.,  Bakersfield,  California. 

Studio  video  technician,  permanent  position. 
Give  experience;  especially  maintenance.  Salary 
expected,  and  recent  snapshot.  KRMA-TV,  13th 
&  Welton  Streets,  Denver,  Colorado. 

Permanent  position  for  engineer  with  first  phone 
license.  Radio  and  television  operation  and 
maintenance.  Contact  Wilbur  AJbee,  WCSC, 
Charleston,  South  Carolina,  for  details. 

Need  first-second  class  license  men  for  studio- 
transmitter-operating-maintenance.  Full  resume 
first  letter  to  Chief  Engineer,  WHTN-TV,  Hunt- 

ington, West  Virginia. 

WTOC-TV,  Channel  11,  Savannah,  Georgia,  needs 
first  class  engineer.  Send  complete  qualifications, 
references  and  photograph  to  Chief  Engineer. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G,  B«T. 

Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  nesws  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.   Box  509G,  B»T. 

Established  midwest  tv  station  wants  aggressive 
newscaster.  Must  have  broadcast  experience. 
Complete  film  facilities  available.  Must  be  go- 
fetter.  Complete  resume  and  photo  required, 
alary  open.  Box  670A,  B«T. 

Account  opportunity  in  network  for  man  experi- 
enced in  general  or  program  cost  accounting  in 

station  in  medium  sized  or  larger  market, 
willing  to  relocate  in  major  market.  College 
degree  in  Accounting,  Finance  or  General  Busi- 

ness. Experience  in  public  accounting  preferred. 
Age  limit  32.  Send  detailed  resume  to  Box  671A, B-T. 

Top  station  in  highly  competitive  market  needs 
aggressive  program  director  for  full  power  NBC 
station.  Good  market.  Excellent  pay.  Unlimited 
possibilities.  Send  complete  information  first 
letter  to  Box  701A,  B«T. 

Girl  as  assistant  to  program  manager.  Estab- 
lished network  vhf.  Experienced  on-camera 

helpful  but  not  required.  Typing  and  shorthand 
essential.   Box  711A,  B«T. 

Excellent  opportunity  for  alert  promotion  man. 
WFMY-TV,  Greensboro,  North  Carolina,  needs 
a  promotion  director.  Must  have  experience  in 
radio  and/or  television.  Job  entails  supervision 
as  well  as  execution  of  newspaper  advertising, 
program,  station  and  market  promotion  in  trade 
press,  on  the  air  promotion,  research  and  devel- 

op sales  promotion  aid.  This  is  a  3-person  de- 
partment in  a  progressive  station.  Send  full  de- tails on  training  and  experience,  along  with 

photo. 
Experienced  news  director  capable  of  delivering 
own  newscasts  on-camera  and  handling  local 
news  staff.  Position  open  immediately.  Send 
complete  details  and  photo  to  J.  W.  Kelin, 
Program  Director,  WTVO,  Rockford,  Illinois. 

Situations  Wanted 

Managerial 

Television  manager  available.  Finest  sales  rec- 
ord. Seeking  progressive  operation  that  needs 

sales  boost.    Full  details,  write  616A,  B«T. 

Top-flight  general  manager  available  immediate- 
ly. Industry  veteran  with  excellent  working 

knowledge  of  all  phases  of  radio  and  television. 
Looking  for  medium  to  medium-large  market 
where  I  can  build  your  sales  from  red  to  black 
in  a  short  time  (have  one  of  the  finest  sales 
records  and  pride  myself  on  sharp  economical 
operation).  For  complete  details  and  back- 

ground, write  Box  618A,  B«T.  Confidential. 

Well-known  midwest  general  manager  of  radio 
and  tv  available.  18  years  experience,  ten  years 
with  present  company.  Married,  family,  age  36. 
Box  665A,  B«T. 
Experienced  sales  manager  well  qualified  in  sales, 
marketing,  management.  Presently  employed  but 
desires  advancement.  Advise  salary  possibilities. 
Box  680A,  B-T. 

Announcers 

Announcer,  experienced  in  sales,  copy,  promotion, 
and  public  relations  seeking  permanent  an- 

nouncing position.  I  can  be  an  asset  to  your  or- 
ganization. Contact  me  and  see.  Box  662A,  B«T. 

Technical 

Engineer  tv.  Recent  1st  phone,  state  salary. 
Walter  Piasecki,  2219  N.  Parkside,  Chicago, 
Illinois. 

Programming-Production,  Others 

CBS  newsman  in  major  market  looking  for  tv 
opportunity,  air  work,  writing,  administrative. 
Will  relocate.    Box  396A,  B»T. 

Writer-newsman.  Can  gather,  photograph,  write 
and  broadcast  news.  Knows  still,  movie  cameras. 
27  years  old.  Masters  degree  journalism.  Wants 
solid  position  medium  sized  city  north  central 
states  or  west.  Box  664A,  B-T. 

For  sale — 1  producer-director.  Slightly  used. 
Guaranteed  to  relieve  headaches!  Works  while 
you  sleep!  Highly  recommended!  This  week  .  .  . 
only  $85!  (C.O.D.)  Box  667A,  B-T. 
Director-producer — film  man — 6  years  with  top 
midwest  station — will  relocate  BA,  MA  degrees. 
Best  references.  Box  687A,  B«T. 

See  ad  under  Radio — Dottie  Miller. 

FOR  SALE 

Stations 

Northeast — local  250  watter,  single  station  break- 
ing even.  Owner-manager  could  make  money. 

$20,000  cash— assume  $16,000.00  bank  notes.  9 
year  attractive  lease  on  building  with  trans- 

mitter at  one  location.  Present  absentee  owner- 
ship. Contact  Katherine  Strobuck,  phone  Am- 

sterdam VI  3-2299,  or  Box  715A,  B-T. 

Middle  south  small  market:  $25.000 — terms.  Paul 
H.  Chapman  Co.,  84  Peachtree,  Atlanta. 

A  principal  city,  middle  south  state,  fulltime 
regional  station  with  earnings  record.  $250,000. 
Terms  29%  down,  balance  over  5  years.  Paul 
H.  Chapman  Company,  84  Peachtree,  Atlanta. 

Tennessee  small  market  station,  $33,000  total 
price.  Responsible  party  can  purchase  with 
$13,000  down.  Paul  H.  Chapman  Company,  84 
Peachtree,  Atlanta. 

Florida  secondary  market,  daytimer,  $49,500.  Paul 
H.  Chapman  Company,  84  Peachtree,  Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  Sc  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Also  two  Florida  stations,  both  under  $65,000.00. 
Both  need  good  owner-managers.  Terms  can  be 
arranged.  See  John  Hanly. 

Eastern  fulltime,  grossing  around  $125,000.00. 
Operating  costs,  $100,000.00.  Combo  operation. 
Asking  $130,000.00.  Terms  open.  See  John  Hanly. 

Northeastern  fulltimer.  Excellent  for  owner- 
manager.  Small  market,  small  operation  with 
good  lease  situation.  Low  overhead,  breakeven 
operation.  Asking  $42,500.00,  at  least  50%  down. 
See  John  Hanly. 

Southeastern  fulltime,  combo  operation.  Staff 
of  nine.  Grossing  about  $65,000.00,  asking  $53,- 
000.00,  $18,500.00  down  with  land  and  building, 
or  $43,500.00  without.  $15,000.00  down.  See  John 
Hanly. 

I  hare  an  opening  for  a  capable* 

experienced*  hard-hitting  Sales 

Manager.  Salary  and  override. 

Must  be  able  to  furnish  references 

as  to  integrity  and  performance. 

Box  644 A9  B'T 
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FOR  SALE WANTED  TO  BUY RADIO 

Equipment 

New  England  daytimer,  single  market.  Estab- 
lished station  in  black.  Asking  $48,000.00,  all  cash. 

See  John  Hanly. 

Eastern  fulltime.  Gross  around  $125,000.00.  Oper- 
ating costs,  $100,000.00.  Salaries,  $52,000.00.  Ex- 

cellent frequency.  Asking  $125,000.00,  $50,000.00 
cash.  See  John  Hanly. 

For  the  best  station  buys  in  the  east  and  south. 
Call  John  Hanly,  1737  De  Sales  Street,  N.  W., 
Washington,  D.  C.   Executive  3-2185. 

RCA  TT-5A  high  band  transmitter,  factory  con 
verted  to  air  cooling.  Box  532A,  B>T. 

One  Amertran  5  kw  modulation  transformer. 
Electrically  OK.  Needs  3  terminals.  Primary 
1875-1875  ohms.  Secondary  3200-4000  ohms.  Cost 
approximately  $1,400.00.  Make  offer.  Box  723A, 
B-T. 

Scnafer  remote  unit,  brand  new;  two  Standard 
libraries.  Box  724A,  B-T. 

One  new  7C26  tube  in  orginal  carton.  Will  sell 
for  $200.00.  KCCT  Radio  Station,  Corpus  Christi, 
Texas. 

For  sale:  One  Gates  3  speed  turntable  CB-11  in 
good  condition  .  .  .  price  $85.00.  KFLD,  Box 
1006,  Floydada,  Texas. 

For  sale:  1  Carter  rotary  converter-6v  DC  input, 
115v  output  complete — $50.  1-Wirek  battery  port- 

able tape  recorder.  Compact  unit-measures  6-6-14 
finches.  7>,2  ips-spring  driven — $150.  1  Wilcox  tape 
recorder,- Model  8TM.  Full  tract  recording  head, 
Hi-Z  input,  jacks  for  phones,  extension  speakers. 
7y4ips— $50.  KGAF,  Gainesville,  Texas. 

160  foot  Wincharger  101  guyed  tower,  dismantled, 
base  insulator,  guys,  make  offer  KSIB,  Creston, 
Iowa. 

For  sale:  Gate  28CO  limiting  amplifier  in  good 
condition,  $100.00.  KTIL,  Tillamook,  Oregon. 

Come  and  get  it.  3,800-record  western  music 
library.  $400.00  buys  everything  except  the  shelf. 
Station  KTYL,  Mesa,  Arizona. 

Minitape  tape  recorder  .  .  .  over  the  shoulder 
portable  7'/2"  battery  operated  in  first  class  con- dition. Looks  and  runs  like  new.  Has  been  used 
tops  of  50  hours  and  pFobably  less.  Cost  $265. 
First  check  for  $165  delivers  this  ready-to-operate 
professional  portable  complete  with  microphone 
and  battery  charger.  General  Manager,  WACE, 
Chicopee,  Mass. 

For  sale — 150  ft.  self-supporting  IDECO  tower, 
insulated.  Call  or  write  WARK,  Hagerstown, 
Maryland. 

REL  type  695  50  watt  transmitter  and  receiving 
units.  Whipe  and  receiving  dipole,  35  ft.  windup 
mast  and  trailer.  Now  operating  on  153.11  meg. 
Contact  WCEC,  Rocky  Mount,  N.  C. 

Doolittle  frequency  monitor,  adjusted  to  1490. 
Model  FD-1A,  good  condition,  $125.00.  Radio  Sta- 

tion WMRE,  Monroe,  Georgia. 

Best  offer  takes  insulated  self-supporting  150  ft. 
tower.  Call  REpublic  7-8000,  Washington,  D.  C. 

Commercial  crystals:  And  new  or  replacement 
broadcast  crystals  for  Bliley,  Western  Electric, 
RCA  holders.  Conelrad  frequencies.  Crystal  re- 
grinding,  etc.  Reasonable  prices,  fastest  service — 
also  station  am  monitor  service.  Over  20  years 
in  the  business!  Eidson  Electronic  Company, 
Temple,  Texas. 

Keep  working  capital  free.  Lease  needed  studio, 
transmitter,  office  fixtures,  aircraft,  autos,  etc. 
Anywhere  U.  S.  A.  Gene  O'Fallon  &  Sons,  Inc., 639  Grant,  Denver.  AM  6-2397. 

For  sale:  Used  Western  Electric  451-A-l  250  watt 
am  transmitter.  Would  be  ideal  for  Conelrad 
use.  Two  1240kc  crystals  and  spare  tubes  in- 

cluded. Contact  Radio  Station  WEBQ,  Harris- 
burg,  Illinois. 

WANTED  TO  BUY 

Stations 

Private  sales.  Dignified  personal  service.  Texas, 
Colorado,  Oklahoma,  Arkansas,  Kansas,  Mis- 

souri. Ralph  Erwin,  Licensed  Broker,  1443  South 
Trenton,  Tulsa. 

Equipment 

Wanted:  One  used  live  camera  chain.  Prefer 
field  power  supply  and  control  unit.  Box  525A, B-T. 

Broadcasting    •  Telecasting 

Equipment 

Any  type  used  console.  Must  be  in  operating  or 
easily  repairable  condition.  Box  657A,  B«T. 

Wanted:  Used  Amperex  504-R  tubes  in  satis- 
factory condition.  WCTA,  Andalusia,  Alabama. 

Wanted:  New  surplus  radio  transmitting  tubes 
any  quantity.  Types  893,  898,  852,  857,  for  Trans- International  Fowarders,  Inc.,  82  Beaver  Street, 
New  York  5,  New  York. 

INSTRUCTION 

FCC  first  phone  in  12  weeks.  Home  study  or  res- 
ident training.  Our  schools  are  located  in  Holly- 

wood, California,  and  Washington,  D.  C.  For 
free  booklet,  write  Grantham  School  of  Elec- 

tronics, Desk  H-B,  1505  N.  Western  Avenue, 
Hollywood  27,  California. 

FCC  first  phone  license.  Start  Immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W..  Wash- 
ington, D.C. 

FCC  first  phone  license.  Concentrated  speed 
course.  New  class  begins  September  17th.  Monty 
Koffer,  743  Hendrix  Street,  Brooklyn  7,  N.  Y. 

RADIO 

Help  Wanted 

Managerial 

SALES  EXECUTIVE 

Small,  well  financed,  station  "rep" 
bursting  at  its  seams  with  energy  and 

ambition  seeks  aggressive  sales-execu- 

tive capable  of  taking  over  new  busi- 
ness department.  You  make  the 

proposition.  We'll  listen.  Replies  in 
confidence. 

Box  660A,  B*T 

Programming-Production,  Others 

RADIO  PRODUCTION 

MANAGER  WANTED 

We're  looking  for  a  man  to  fill  a  big  job 
at  a  great  clear  channel  radio  station. 
We  want  a  production  manager.  He  must 
be  resourceful,  energetic  and  creative. 
He  must  know  how  to  administer  a  large 
staff  of  experienced  broadcasters  and 
production  people.  He  must  be  able  to 
handle  the  problems  of  live  musical  va- 

riety, farm,  news  and  recorded  music 
programs.  He  must  be  able  to  cope  con- 

structively and  imaginatively  with  the 
problems  of  a  competitive,  big-city  mar- ket. 

The  man  we're  looking  for  must  have  had 
station  experience,  and  a  lot  of  it.  No  air 

work  required  for  this  job.  We'll  pay 
good  money  to  the  right  man,  and  the 
opportunities  for  advancement  are  un- 

limited. Send  complete  information  on 
your  experience,  education  and  capabil- 

ities. Also  a  small  photo.  Replies  con- 
fidential. 

Box  635A,  B«T 

Help  Wanted— (Cont'd) 
Salesmen 

STANDING  STILL  WHERE  YOU  ARE? 

STYMIED  BY  SMALL  MARKET  BLUES? 

We've  got  nothing  but  money  for  a 
real  sales  producer,  growing  market 
near  Washington-Baltimore.  Protected 
accounts,  RAB  sales  helps.  Liberal 
salary  commission  basis.  Send  resume 
and  photo  first  letter.  We  are  ready 
to  go  NOW. 

Box  690A,  B«T 

Situations  Wanted 

Announcers 

Veteran  announcer  seeks  opportunity 

to  do  morning  clock  tie-in  show  for 
progressive  station.  Solid  commercials, 
good  habits,  best  references. 
Also,  tremendous  experience  behind 
mike  other  phases  of  broadcasting. 
Now  employed  top  net  station  large 
market.  Salary  plus.  No  floater,  mar- 

ried, educated,  reliable. 

Box  633A,  B»T 

COMEDIAN-DJ 

Don  Norman,  top  Midwest  personality, 
available  September  15.  Orginal,  has  wide 

appeal.  Variety  says:  "Norman  has  the 
style  that  has  made  the  Godfreys  and 

Morgans  what  they  are  today."  Contact Don  Norman,  3353  N.  37th  Street,  Omaha, 
Nebraska. 

TELEVISION 

Help  Wanted 

Technical 

WUNC-TV 
Channel  4  Needs 

Engineers 

for 

Television  Mobile  Unit  RCA  TT-25BL 
Transmitter,  Kine  Recording  and  Proc- 

essing. Opportunity  to  Study  at  Carolina, 
Duke,  N.  C.  State.  Rush  Resume  and 

Salary  Requirements  tos- 
Alan  B.  Maclntyre 

Box  486 
Carrboro,  N.  C. 

FOR  SALE 

Equipment 

TOWERS 

RADIO— TELEVISION 
Antennaj — Coa«ial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 

(Continues  on  next  page) 
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Continued  from  page  92 
Co.'s  application  seeking  cp  for  new  am  (1330  kc, 500  w  D)  amended  to  change  ant.,  trans,  and 
studio  location  to  US  #78,  approx.  1  mile  north 
city  limits,  Dyersburg;  delete  remote  control 
request;  make  changes  in  ant.  system  (increase 
heightl  and  make  changes  in  ground  system. 
Amended  Aug.  23. 

Abilene,  Tex. — Application  of  Bill  Mathis  seek- 
ing cp  for  new  am  on  1280  kc,  500  w  D  amended 

to  change  frequency  to  910  kc;  make  changes 
in  ant.  (increase  height)  and  ground  system. 
Amended  Aug.  27. 

APPLICATION  DISMISSED 

Walla  Walla,  Wash. — Walla  Walla  Musicasters' 
application  seeking  cp  for  new  am  (1320  kc,  1 
kw  D)  dismissed  (request  of  applicant).  Dis- 

missed Aug.  29. 

Existing  Am  Stations  .  .  . 

ACTION  BY  FCC 

WBRG  Lynchburg,  Va. — Granted  mod.  of  cp  to 
make  changes  in  ground  system.  Announced. 
Aug.  28. 

APPLICATIONS 

KAGH  Crossett,  Ark. — Seeks  cp  to  change  fre- 
quency from  1340  kc  to  800  kc;  change  hours  of 

operation  from  U  to  D  with  250  w;  change  ant. 
trans,  location;  make  changes  in  ant.  (increase 
height),  ground  system  and  operate  trans,  by  re- mote control  from  900  S.  Main  St.,  Crossett. 
Filed  Aug.  24. 
KROP  Brawley,  Calif.— Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  Aug.  23. 
KRDU  Dinuba,  Calif. — Seeks  cp  to  change  fre- 

quency from  1240  kc  to  1130  kc;  increase  power 

MISCELLANEOUS 

INSTRUCTION 

ICC  U\  PHONE  LICENSES 
IN  %.  TO  6  WEEKS 

WILLIAM  II.  OGDEN—  10th  Y«:.r 
1150  W.  Olive  Ave. 

Burbank,  Cnlif. 
Reservations  Necessary  All  Classes- 

Over  1700  Successful  Students 

from  250  w  to  1  kw;  install  DA-1,  new  trans,  and 
change  ant.-trans.  location  to  Hill  Ave.,  Vi  mile 
south  of  Sumner  Ave.,  Orange  Cove.,  Calif. 
Filed  Aug.  24. 
KPOL  Los  Angeles,  Calif. — Seeks  mod.  of  cp 

(which  authorized  change  hours  of  operation, 
install  DA-N  and  change  studio  location)  for 
extension  of  completion  date.  Filed  Aug.  28. 
KCBQ  San  Diego,  Calif. — Seeks  cp  to  increase 

power  from  1  kw  N,  5  kw  D  to  5  kw  N,  10  kw 
D;  change  from  DA-N  to  DA-2;  change  ant.- 
trans.  location  to  Fanita  Ranch  &  Mission  Gorge 
Rd.,  El  Cajon,  Calif.;  make  changes  in  ant.  (3 
additional  towers,  decrease  height),  ground  sys- 

tem and  install  new  trans.  Filed  Aug.  24. 
KAGR  Yuba  City,  Calif. — Seeks  cp  to  increase 

power  from  100  w  to  250  w.  Filed  Aug.  27. 
KHIL  Fort  Lupton,  Colo. — Seeks  mod.  of 

license  to  change  main  studio  designation  from 
Fort  Lupton  to  Brighton-Fort  Lupton,  Colo. 
Filed  Aug.  29. 
WSTU  Stuart,  Fla. — Seeks  cp  to  increase  power 

from  100  w  to  250  w.  Filed  Aug.  24. 
WAKE  Atlanta,  Ga. — Seeks  authority  to  deter- 

mine operating  power  by  direct  measurement  of 
ant.  power.  Filed  Aug.  23. 
WJOB  Hammond,  Ind. — Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  Aug.  23. 
WCPM  Cumberland,  Ky. — Seeks  cp  to  change 

frequency  from  1490  kc  to  1410  kc;  change  power 
and  hours  of  operation  from  250  w  unl.  to  1  kw  D 
and  change  trans.  Filed  Aug.  27. 
KSIL  Silver  City,  N.  M.— Seeks  cp  to  change 

frequency  from  1340  kc  to  1250  kc;  increase  power 
from  250  w  unl.  to  500  w  N,  1  kw.  D;  install  DA-N 
and  new  trans.;  change  ant.-trans.  location;  make 
changes  in  ant.,  ground  system  and  operate  trans, 
by  remote  control  from  studio  while  employing 
non-DA.  Filed  Aug.  24. 
WRIV  Riverhead,  N.  Y. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw  and  change  trans. 
Filed  Aug.  24. 
WHOK  Lancaster,  Ohio — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.  Filed  Aug.. 24. 
WBVP  Beaver  Falls,  Pa. — Seeks  cp  to  install 

new  trans.  Filed  Aug.  28. 
KCMC  Texarkana,  Tex. — Seeks  cp  to  install 

new  trans.   Filed  Aug.  28. 
KITN  Olympia,  Wash. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date.  Filed  Aug.  28. 

APPLICATIONS  RETURNED 

KSON  San  Diego,  Calif. — Application  seeking 
authority  to  determine  operating  power  by  direct 
measurement  of  ant.  power  returned  to  be  no- 

tarized.   Returned  Aug.  27. 
WCNU  Crestview,  Fla. — Application  seeking 

mod.  of  license  to  change  studio  location  re- 
turned (unnecessary).    Returned  Aug.  29. 

WESO  Southbridge,  Mass. — Application  seeking 
authority  to  determine  operating  power  by  direct 
measurement  of  ant.  power  returned  to  be  no- 

tarized.   Returned  Aug.  27. 

APPLICATION  RESUBMITTED 

WERH  Hamilton,  Ala. — Resubmits  application 
seeking  authority  to  determine  operating  power 
by  direct  measurement  of  ant.  power.  Resubmit- 

ted Aug.  23. 

New  Fm  Stations  .  .  . 

APPLICATIONS 

Sacramento,  Calif. — Town  &  Country  Broad- 
casters, 95.3  mc,  1  kw  unl.  Post  office  address  % 

William  T.  White,  3431  Kentfield  Dr.,  Sacramento 
21,  Calif.  Estimated  construction  cost  $3,260.  first 
year  operating  cost  $11,700,  revenue  $14,000. 
Principals  include  William  T.  White  and  Virgil 
J.  Nugent,  equal  partners.   Filed  Aug.  28. 

Existing  Fm  Stations  .  .  . 
ACTIONS  BY  FCC 

WABB-FM  Mobile,  Ala.— Granted  request  to 
cancel  license;  call  letters  to  be  deleted.  Granted 
Aug.  24. 
WSAV-FM  Savannah,  Ga.— Granted  request  to 

cancel  license;  call  letters  to  be  deleted.  Granted 
Aug.  24. 
WSGN-FM  Birmingham,  Ala. — Granted  request 

to  cancel  license.  Granted  Aug.  24. 

APPLICATION 

WUSC-FM  Columbia,  S.  C— Seeks  cp  to  change 
studio  location  to  1316  Pendleton  St..  Columbia; 
specify  ERP  as  0.00986  kw,  ant.  height  as  363  ft. 
above  average  terrain  and  make  ant.  changes. 
Filed  Aug.  24. 

APPLICATION  RETURNED 

WFRM-FM  Coudersport,  Pa. — Application  seek- 
ing cp  to  replace  expired  permit  returned  Aug. 

27.  (Improperly  dated.) 

Ownership  Changes  .  .  . 
APPLICATIONS 

WFHK  Pell  City,  Ala.— Seeks  assignment  of 
license  through  sale  of  50%  interest  by  William 
David  Frink  to  St.  Clair  Bcstg.  System,  for 
$15,000.  St.  Clair  ownership  includes  John  H. 
Haynes  (25.33%),  Fred  Lamar  Kelley  (25.33%) 
and  Glinn  Pruitt  (15.33%),  partners  with  Mr. 
Frink  in  WFHK  ownership,  and  Fate  L.  Gossett 
(22%)  and  Fred  C.  Barber  (12%).  Filed  Aug.  24. 
WGES  Chicago,  111. — Seeks  assignment  of  li- 

cense to  partnership,  comprising  two  new  mem- 
bers through  gift  of  5%  interest  to  each  of  two 

children  of  Vivian  I.  Cristoph.  Mrs.  Cristoph 
will  retain  24%.  No  transfer  of  control  is  in- 

volved.   Filed  Aug.  28. 
WANE-WINT  (TV)  Fort  Wayne,  WISH-AM-TV 

Indianapolis,  Ind. — Seeks  transfer  of  control  from 
Universal  Bcstg.  Co  (C.  Bruce  McConnell  and  11 
others)  to  Indiana  Bcstg.  Corp.  (J.  H.  Whitney 
&  Co.  subsidiary)  for  $10,000,000.  McConnell  in- terests also  control  WHBU  Anderson.  Ind..  not 
involved  in  Whitney  transaction.  J.  H.  Whitney 
&  Co.,  New  York  investment  firm  also  owns  90% 
of  both  KOTV  (TV)  Tulsa,  Okla.,  and  KGUL-TV Galveston,  Tex.  Filed  Aug.  28 
WKAM  Goshen,  Ind. — Seeks  assignment  of 

license  to  Northern  Indiana  Broadcasters  Inc. 
through  sale  of  all  stock  for  $41,500.  Principals 
William  N.  (60%),  Alonzo  E.  (30^  i  and  Florence 
A.  Udell  (10%)  also  own  WIMS  Michigan  City, 
Ind.    Filed  Aug.  27. 
WBAT  Marion,  Ind. — Seeks  transfer  of  control 

of  licensee  corporation  from  John  L.  Ramp  to 
Central  Bcstg.  Corp.,  through  sale  of  100% 
interest  for  $140,000.  Central  Bcstg.  is  licensee 
of  WKBV  Richmond,  Ind.    Filed  Aug.  20. 
WBUX  Doylestown,  Pa. — Seeks  assignment  of 

license  from  James  Stolcz  to  WBUX  Bcstg.  Co. 
for  $100,000.  Mr.  Stolcz  and  George  Steiner  will 
hold  equal  interest  in  corporation  after  FCC 
approval.  Mr.  Stolcz  is  62^f  owner  WNLK Norwalk,  Conn.,  and  has  application  pending  for 
new  am  at  Perth  Amboy,  N.  J.    Filed  Aug.  27. 
WGBI-AM-FM  Scranton,  Pa. — Seek  assignment 

of  license  from  Scranton  Broadcasters  Inc.,  to 
WGBI  Radio  Inc.  Corporate  change  only,  no 
transfer  of  control.    Filed  Aug.  28. 
WSVA-AM-FM-TV  Harrisonburg,  Va.— Seek  as- 

signment of  license  to  Shenandoah  Valley  Bcstg. 
Inc.  Corporate  change  only,  no  change  in  con- trol.   Filed  Aug.  28. 
WJMA  Orange,  Va. — Seeks  transfer  of  control 

of  licensee  corporation  to  Woodbury  S.  Ober 
through  purchase  of  175  shares  each  of  common 
and  preferred  stock  from  ?fi  stockholders  for 
$18,375.  Mr.  Ober  will  own  65%  of  station  after 
FCC  approval.     Filed  Aug.  23. 
WHBL-AM-FM  Sheboygan,  Wis —Seek  trans- 

fer of  control  of  licensee  corporation  from 
Charles  E.  Broughton  and  Robert  A.  Saltzstein 
to  Paul  F.  Skinner,  through  sale  of  265 '2  shares 
of  common  stock  for  $39,925.  Mr.  Skinner  will 
now  hold  59.1  interest  in  stations.  Filed  Aug.  28. 
KOWB  Laramie,  Wyo. — Seeks  relinquishment 

of  negative  control  of  licensee  corporation  by 
George  B.  Dent  Jr.  and  John  Alexander  through 
gift  of  one  share  each  to  their  wives.  Filed 
Aug.  28. 

Hearing  Cases . . . 
INITIAL  DECISIONS 

Rochester,  Minn. — Hearing  Examiner  Herbert 
Sharfman  issued  Initial  Decision  looking  toward 
grant  of  application  of  The  Rochester  Bcstg.  Co., 
for  new  am  station  to  operate  on  1270  kc.  500  w  D. 
in  Rochester.  Minn.  Announced  Aug.  27. 
Lebanon,  Pa. — Hearing  Examiner  J.  D  Bond 

issued  Initial  Decision  looking  toward  affirming 
Commission's  November  2,  1955,  grant  for  trans- fer of  control  of  Lebanon  Television  Corp. 
(WLBR-TV,  ch.  15),  Lebanon,  Pa.,  from  Lebanon 
Broadcasting  Co.,  et  al.,  to  Triangle  Publications 
Inc..  and  denying  protest  of  WHP  Inc.  IWHP-TV, 
ch.  55).  Rossmoyne  Corp.  (WCMB-TV,  ch.  27),  The 
Patriot-News  Co.  (WTPA  (TV)  ch.  71),  all  Harris- 
burg,  Pa.,  and  Eastern  Radio  Corp.  (WHUM-TV, 
ch.  61).  Reading,  Pa.    Announced  Aug.  24. 

OTHER  ACTIONS 

Southeastern  Bcstg.  System,  Macon.  Ga. — By 
memorandum   opinion   and   order   FCC  denied 
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NOTICE 
One  Shure  Microphone,  Model  300.  Ser. 
2642 
Two  Altec  Microphone  System  Model  M20, 
Ser.  1129  and  1130 
One  Electro  Voice  Filter-type  Microphone 
One  Electro  Voice  Microphone  slim-line- 
type 
One  Mcintosh  Amplifier,  Model  150A,  Ser. 
7216 
Two  General  Electric  Amplifiers,  A1320 
These  items  were  stolen  from  Recordex, 
Ltd.,  Suite  207,  Mining  Exchange  Build- 

ing, Denver  2,  Colorado. 
Any  information  of  the  above  listed 
items  should  be  sent  to  this  office  or  to 
Detectives  G.  E.  Tovrea  or  G.  F.  Curnow, 
Detective  Division,  Police  Department, 
City  of  Denver. 
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in  its  entirety  April  11  petition  by  James  S. 
Rivers,  tr/as  The  Southeastern  Bcstg.  System, 
Macon,  Ga.,  for  review  of  examiner's  ruling  in proceeding  involving  it  and  B.  J.  Parrish,  Pine 
Bluff,  Ark.;  James  A.  Noe  (KNOE  Monroe,  La), 
and  Radio  Columbus  Inc.  (WDAK  Columbus, 
Ga.),  for  use  of  540  kc  for  am  broadcast.  Action 
Aug.  29. 
Newburyport.  Mass. — By  order  FCC  reopened 

record  in  proceeding  involving  application  of 
Theodore  Feinstein  for  new  am  station  (1470  kc, 
500  w  D),  in  Newburyport,  Mass.,  to  include 
agreement  between  Feinstein  and  WLAM  Lewis- 
ton,  Me.,  relating  to  interference;  closed  record. 
Action  Aug.  29. 
Paducah,  Ky. — By  order  FCC  on  petition  by 

Paducah  Newspapers  Inc.,  corrected  transcript  of 
oral  argument  in  proceeding  involving  it  and 
Columbia  Amusement  Co.,  for  new  tv  station  on 
ch.  6  in  Paducah,  Ky.  Action  Aug.  29. 

Routine  Roundup  .  .  . 

August  23  Applications 
Accepted  for  Filing 

KDQN  DeQueen,  Ark. — Seeks  license  to  cover 
cp  which  authorized  new  am. 
KFTM  Fort  Morgan,  Colo. — Seeks  license  to 

cover  cp  which  authorized  change  in  frequency, 
power  and  hours  of  operation. 
KFEL  Pueblo,  Colo. — Seeks  license  to  cover  cp 

which  authorized  new  am. 
WCMR  Elkhart,  Ind. — Seeks  license  to  cover  cp 

which  authorized  new  am. 
KUZN  West  Monroe,  La. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WFST  Caribou,  Me. — Seeks  license  to  cover  cp 

which  authorized  new  am. 
WSRW  Hillsboro,  Ohio — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WCBE  Columbus,  Ohio — Seeks  license  to  cover 

cp  which  authorized  new  non-commercial  edu- cational fm. 
WBLY  Springfield,  Ohio — Seeks  license  to  cover 

cp  which  authorized  change  in  ant. -trans,  loca- 
tion, installation  of  new  trans,  and  changes  in  ant. 

system. 
WWRI  West  Warwick,  R.  I.— Seeks  license  to 

cover  cp  which  authorized  new  am. 
WHBG  Harrisonburg,  Va. — Seeks  license  to 

cover  cp  which  authorized  new  am  station  and 
specify  studio  as  75  Market  St.,  Harrisonburg. 
KBRC  Mount  Vernon,  Wash. — Seeks  license  to 

cover  cp  which  authorized  increase  in  nighttime 
power  and  make  changes  in  DA  pattern. 
WELD  Fisher,  W.  Va.— Seeks  license  to  cover 

cp  which  authorized  new  am. 
Renewal  of  License 

KAVL  Lancaster,  Calif.;  KBIM  Roswell,  N.  M. 
Remote  Control 

KCBQ  San  Diego,  Calif.;  KRAI  Craig,  Colo.; 
WUSC-FM  Columbia,  S.  C. 

August  24  Applications 
Accepted  for  Filing 

WBRG  Lynchburg,  Va. — Seeks  mod.  of  cp 
(which  authorized  new  am)  to  make  changes  in 
ground  system. 

Modification  of  License 
WBCU  Union,  S.  C. — Seeks  mod.  of  license  to 

change  hours  of  operation  from  unl.  to  specified 
hours  (5:30  a.m.  to  7:30  p.m.). 

License  to  Cover  Cp 
WUNC   Chapel  Hill,  N.  C— Seeks  license  to 

cover  cp  which'  replaced  expired  permit. 
Remote  Control 

Renewal  of  License 

KONI  Phoenix,   Ariz.;   KVNI   Coeur  d'Alene, Idaho;  KORK  Las  Vegas,  Nev.;  KSVP  Artesia, 
N.  M. 

Renewal  of  License  Returned 

Murray,  Utah — KMUR's  application  for  renewal of  license  returned  (signed  by  gen.  mgr.). 

August  27  Decisions 
Actions  on  Motions 

By  Hearing  Examiner  Herbert  Sharfman 
San  Antonio,  Tex. — By  Memorandum  Opinion 

and  Order,  denied  Aug.  16  motion  by  KITE  San 
Antonio,  Tex.,  for  continuance  of  hearing  now 
scheduled  for  September  10  on  its  protest  to 
May  2  grant  of  transfer  of  control  of  KTSA-AM- FM  San  Antonio,  from  O.  R.  Mitchell  Motors  to 
McLendon  Investment  Corp.  Action  Aug.  23. 

By  Hearing  Examiner  H.  Gilford  Irion 
Broadcast  Bureau — Granted  petition  for  exten- 

sion of  time  from  Aug.  27  to  Sept.  10  for  filing 
proposed  findings  and  conclusions,  and  final  date 
for  filing  reply  findings  from  Sept.  24  to  Oct.  1, 
re  tv  application  of  WSLA  (TV)  Selma,  Ala.,  for 
mod.  of  cp.  Action  Aug.  23. 

By  Hearing  Examiner  J.  D.  Bond 
Anna,  111. — Granted  petition  filed  July  31  by 

Anna  Bcstg.  Co.  for  leave  to  amend  am  applica- 
tion to  show  "engineering  studies  and  surveys 

made  by  the  applicant  looking  toward  the  elimi- 
nation of  the  reasons  the  application  was  desig- 

nated for  hearing."  Action  Aug.  21. 
Broadcasting   •  Telecasting 

August  27  Applications 
Accepted  for  Filing 
Modification  of  Cp 

WJTV  (TV)  Jackson,  Miss. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  to  extend  completion 
date  to  3-22-57. WMFD-TV  Wilmington,  N.  C— Seeks  mod.  of  cp 
(which  authorized  new  tv)  to  extend  completion 
date  to  3-15-57. 

License  to  Cover  Cp 
KOLO  Reno,  Nev. — Seeks  license  to  cover  cp 

which  authorized  installation  of  new  trans. 
License  to  Cover  Cp  Amended 

WBAW  Seneca,  S.  C. — Application  seeking  li- 
cense to  cover  cp  which  authorized  increase  in 

power  and  installation  of  new  transmitter 
amended  to  change  name  of  applicant  to  Radio 
WBAW  Inc. 

Remote  Control 
WCPH  Etowah,  Tenn. 

Renewal  of  License 
KBMX  Coalinga,  Calif. 

August  28  Decisions 
By  the  Broadcast  Bureau 

Action  of  August  23 
WCPH   Etowah,  Tenn.— Granted  authority  to 

operate  trans,  by  remote  control  from  109  Ninth 
St. 

Actions  of  August  22 
Following  stations  were  granted  authority  to 

operate  trans,  by  remote  control:  WICE,  from 
Room  202,  Crown  Hotel,  Providence,  R.  I.;  KRAI, 
from  on  Meeker  Road,  near  Craig,  Colo.,  while 
using  non  DA. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KSWS-TV  Roswell,  N.  M., 
to  1-8-57;  KRCG-TV  Jefferson  Citv,  Mo.,  to 
3-15-57;  KMAU  (TV)  Wailuku,  Hawaii,  to  3-19-57; 
WLVA-TV  Lynchburg,  Va.,  to  2-1-57;  KVOS-TV 
Bellingham,  Wash.,  to  1-24-57;  KERO-TV  Bakers- 
field,  Calif.,  to  12-15-56;  WJNO-TV  West  Palm 
Beach,  Fla.,  to  2-15-57;  WAKR-TV  Akron,  Ohio,  to 
3-15-57;  WWTV  (TV)  Cadillac,  Mich.,  to  3-8-57; 
KRMA-TV  Denver.  Colo.,  to  3-16-57. 

Action  of  August  21 
KCBQ  San  Diego,  Calif. — Granted  authority  to 

operate  trans,  by  remote  control  from  Seventh 
Avenue  and  Ash,  while  using  non  DA. 

Action  of  August  20 
KAMD   Camden,  Ark. — Granted  extension  of 

completion  date  to  11-30-56;  conditions. 

August  28  Applications 
Accepted  for  Filing 

KCNO  Alturas,  Calif. — Seeks  mod.  of  license 
to  change  name  of  licensee  to  Interstate  Broad- 

casting Company  of  Oregon  Inc. 
KITN  Olympia,  Wash. — Seeks  mod.  of  cp 

(which  authorized  new  am)  for  extension  of 
completion  date. 
KSON-FM  San  Diego,  Calif.— Seeks  license  to 

cover  cp  which  authorized  changes  in  licensed 
station. 
WOL-FM  Washington,  D.  C. — Seeks  license  to 

cover  cp  which  authorized  changes  in  licensed station. 

August  29  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  Richard  A.  Mack 
WDOD  Bcstg.  Corp.,  Chattanooga,  Tenn.; 

Mountain  City  Tv  Inc.,  Chattanooga,  Tenn. — 
Granted  Aug.  20  petition  to  dismiss  "Petition  for 
Rehearing  and  Other  Relief"  and  pleadings  as- sociated therewith,  filed  by  WDOD  Bcstg.  Corp., 
and  dismissed  as  moot  Mar.  22  "Reply  to  'Peti- 

tion for  Rehearing  and  Other  Relief,"  filed  by Mountain  City  Television  Inc.,  in  ch.  3  proceed- 
ing. Action  Aug.  28. 

WEEK-TV  Peoria,  111.;  WTVH  (TV)  Peoria,  IU. 
— Granted  joint  "Motion  to  Strike  Replies  or  for 
Leave  to  File  Rejoinder  Thereto,"  filed  Aug.  20, insofar  as  it  requests  acceptance  of  rejoinder 
reply  to  separate  replies  filed  Aug.  15,  by  Com- 

mission's Broadcast  Bureau  and  by  WIRL  Tele- 
vision Co.,  Peoria,  111.,  in  ch.  8  proceeding.  Ac- tion Aug.  28. 

Sangamon  Valley  Tv  Corp.,  Springfield,  m. — 
Granted  petition  for  extension  of  time  to  and 
including  Sept.  6  to  file  reply  to  Opposition  to 
Petition  for  Rehearing  and  Reconsideration  filed 
by  WMAY-TV  Inc.,  Springfield,  in  ch.  2  pro- 

ceeding.   Action  Aug.  28. 
Broadcast  Bureau — Granted  petition  filed  Aug. 

22,  for  extension  of  time  to  and  including  Sept. 
10  to  file  Exceptions  to  Initial  Decision  re  am 
application  of  B.  L.  Golden,  Fresno,  Calif.  Ac- tion Aug.  28. 

By  Hearing  Examiner  Jay  A.  Kyle 
Golden  Meadow,  La. — Ordered  that  prehearing 

conference  will  be  held  on  Sept.  7  re  am  appli- 
cation of  Leo  Joseph  Theriot  (KLFT  Golden 

Meadow).    Action  Aug.  28. 
By  Hearing  Examiner  Herbert  Sharfman 

San  Antonio,  Tex. — Issued  memorandum  of 
action  taken  upon  transcript  in  matter  of  trans- 

fer of  control  of  Sunshine  Bcstg.  Co.  (KTSA 
San  Antonio)  from  O.  R.  Mitchell  Motors  to  Mc- 

Lendon Investment  Corp.,  and  of  disposition  of 
Aug.  23  "motion  for  order  prohibiting  the  taking of  depositions  and  motion  to  squash  subpoena 
to  Gordon  B.  McLendon,"  filed  by  McLendon 
Investment  Corp.,  and  Aug.  23  "motion  to  limit 
scope  of  depositions  and  for  other  relief,"  filed by  O.  R.  Mitchell  Motors.  Action  Aug.  27. 

August  29  Applications 

Accepted  for  Filing 

WBBN  Perry,  Ga. — Seeks  license  to  cover  cp 
which  authorized  new  am. 
WGAN  Portland,  Me. — Seeks  license  to  cover 

cp  which  authorized  installation  of  new  trans. 
WALM  Albion,  Mich. — Seeks  license  to  cover 

cp  which  authorized  increase  power  and  installa- tion of  new  trans. 
WMIC  Monroe,  Mich. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
KDIO  Ortonville,  Minn.— Seeks  license  to  cover 

cp  which  authorized  new  am. 
KMUL  Muleshoe,  Tex. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
KNAK  Salt  Lake  City,  Utah — Seeks  license  to 

cover  cp  which  authorized  increase  daytime 
power  and  install  new  trans,  for  D  operation 
only. 

WKLC  St.  Albans,  W.  Va.— Seeks  license  to 
cover  cp  which  authorized  installation  of  new trans. 
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editorials 

Another  Texas  Whopper 

UNLIKE  radio  and  television,  whose  rating  services  pin-point 
individual  audiences  to  individual  programs  and  commercials, 

newspapers  like  to  deal  in  round  numbers. 
Newspapers  shy  away  from  research  that  shows  how  many,  or 

better  said,  how  few  people  read  an  individual  ad. 
In  keeping  with  this  newspaper  philosophy  of  counting  all  the 

eyes  that  happen  to  fall,  however  briefly,  on  some  part  of  a  paper, 

the  Texas  Daily  Press  Assn.  has  emerged  with  a  new  study.  Pre- 
pared by  Joe  Belden  Assocs.  of  Dallas,  the  study  claims  the  adult 

newspaper  audience — the  total  number  of  adults  who  are  exposed 
to  newspapers — is  25%  to  50%  bigger  than  the  total  audience  of 
radio  or  tv. 

Such  figures  seem  less  impressive  when  competent  researchers 

dig  further  into  comparisons  between  newspapers  and  the  broad- 
cast media.  The  Pulse  Inc.  has  collected  some  particularly  illuminat- 

ing information  in  two  years  of  applying  to  newspapers  and  maga- 
zines the  same  tests  of  audience  size  that  are  used  in  radio  and 

television. 

The  results  of  the  Pulse  inquiries  are  reported  elsewhere  in  this 

issue.  They  include  these  findings:  1.  Five  times  as  many  minutes 
are  spent  viewing  tv  as  are  spent  reading  newspapers.  2.  Many 

printed  advertisements  are  never  read  at  all.  3.  It  takes  a  half-page 
ad  or  larger  to  achieve  a  significant  newspaper  rating.  4.  Fewer 
than  15%  of  newspaper  readers  return  to  the  paper  after  the  first 
reading. 

Even  if  it  were  true  that  newspapers  had  a  25-50%  superiority 
in  total  audience,  and  there  is  plenty  of  competent  research  to  dis- 

pute those  figures,  the  advantages  of  total  exposure  would  be  more 
than  offset  by  the  fact  that  of  that  total  audience  only  fractions, 

small  fractions,  are  apt  to  see  any  particular  ad  unless  it  is  a  half- 
page  or  more. 

Time  and  Tolerance 

WHILE  organized  Protestant  groups  argue  among  themselves 
with  considerable  fervor  about  the  pros  and  cons  of  paid 

religious  broadcasting,  there  remains  another  problem  worthy  of 

their  cooperative  attention — the  66  million  unchurched  Americans. 
In  the  heat  of  religious  battle  over  the  use  of  broadcast  facilities, 

some  of  those  who  lead  denominational  activity  seem  to  have  suf- 
fered a  loss  of  perspective.  Most  recent  instance  is  the  adoption  by 

the  National  Council  of  the  Churches  of  Christ  in  the  U.  S.  A.  of 

an  intemperate  policy  statement  that  lays  out  the  specific  responsi- 

bility of  stations  and  networks  to  supply  "desirable  broadcast  time 
free  as  a  public  service." 

Through  its  Broadcasting  &  Film  Commission,  the  National 

Council  has  warned  that  broadcasters  should  "give  due  considera- 
tion to  the  strength  and  representative  character  of  the  councils  of 

churches,  local  and  national." 
This  assertion  must  be  matched  against  the  claim  of  a  rival  Prot- 

estant group,  the  National  Assn.  of  Evangelicals,  that  there  are  21 
million  Protestants  outside  the  National  Council  and  of  those,  10 
million  are  represented  by  the  Evangelicals. 

We  have  no  way  of  knowing  which,  if  either  group,  is  the  more 
representative  of  Protestantism  in  the  U.  S.  today,  and  indeed  that 
question  is  unimportant  to  this  discussion.  The  point  here  is  that 
no  church  has  the  right  to  dictate  how  religion  should  be  broadcast. 

How  religion  should  be  presented  on  the  air  is  a  matter  for  deci- 
sion by  individual  broadcasters.  Religious  needs  and  attitudes  vary 

widely  from  community  to  community,  a  fact  which  is  recognized 

in  the  NARTB's  Television  Code.  While  the  code  recommends 
against  the  sale  of  time  for  religious  broadcasting,  it  wisely  leaves 
the  final  decision  up  to  the  individual  broadcaster. 

Come  to  think  of  it,  is  anyone  seriously  claiming  that  religion 
and  money  are  incompatible?  Or  that  broadcasters  have  no  right 
to  cnarge  religious  interests  for  the  use  of  time  and  facilities  to 
spread  denominational  messages? 

Among  all  churches  the  practice  of  buying  newspaper  space  to 
advertise  services  is  widespread.  Buying  radio  and  tv  time  is  no  less 

respectable — especially  when  it's  remembered  that  religious  broad- 
casts present  a  message  or  take  a  church  service  into  the  home  as 

against  the  usual  newspaper  directory. 
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"//  he  must  read  a  newspaper,  at  least  have  it  turned  to  the  tv  page!" 

Bootleg  Television 

TWO  old-timers  who  were  the  architects  of  the  legislation  that 
today  controls  communications  are  crusading  to  make  decent, 

law-abiding  citizens  out  of  the  canyon-dwellers  of  the  West  who 

now  are  "bootlegging"  television.  They  want  the  FCC  to  do  this 
by  changing  its  arbitrary  rules  which  make  such  on-channel  boosters illegal. 

The  crusaders  are  former  Sen.  C.  C.  Dill  of  Washington,  "father" 
of  the  Radio  Act  of  1927  and  the  Communications  Act  of  1934,  and 

Gov.  E.  C.  (Big  Ed)  Johnson  of  Colorado,  who  as  chairman  of 
the  Senate  Commerce  Committee  handled  most  of  the  implementing 
of  the  Dill  laws.  Gov.  Johnson,  a  man  of  action,  named  his  own 

state  "FCC"  a  few  weeks  ago  and  authorized  "booster"  service  for 
the  isolated  town  of  Steamboat  Springs.  He  challenged  the  FCC 
to  do  something  about  it.  Sen.  Dill  earlier  had  importuned  the 

FCC  to  allow  unlicensed  "peanut  booster"  service  in  the  canyons 

of  the  Columbia  River  in  Washington,  contending  they  couldn't 
cause  interference  since  they  are  not  stations  but  repeaters.  He 
was  rebuffed  and  the  case  now  is  in  the  courts. 

The  upshot  is  that  there  are  perhaps  several  hundred  boosters 

operating  "illegally"  in  the  canyons  and  hills  of  the  rugged  West. 
The  FCC  can't  possibly  run  them  down,  because  the  "repeaters"  are 
small  and  unattended.  They  work  automatically,  going  off  when 

the  "mother"  station  stops  transmitting.  They  are  like  relays  for 
telephone  or  telegraph  lines.  They  simply  get  the  emitted  signals 
into  the  crags  and  gulleys  where  a  few  families  may  live,  but  which 
are  out  of  reach  of  the  mother  station. 

The  public  will  not  be  denied  tv  in  these  areas  where  other  diver- 

sions are  not  readily  available.  We're  told  that  it's  like  the  Vol- 
stead Act — people  got  their  moonshine  during  prohibition,  and 

they're  getting  their  television  now. 
The  FCC  months  ago  tried  to  cope  with  the  problem  by  author- 

izing "translator"  stations,  but  Sen.  Dill  says  these  are  too  costly, 
and  little  communities  can't  afford  them.  The  contention  is  made 
that  community  antennas  likewise  are  too  costly  and  that  they  are 
not  amplifiers  or  boosters  but  actually  tv  broadcasting  stations. 

On-channel  boosters  cost  about  $450,  and  practically  nothing  to maintain. 

We  do  not  profess  to  know  the  answer  If,  as  Sen.  Dill  and 
Gov.  Johnson  contend,  these  on-channel  boosters  cause  no  inter- 

ference, but  simply  "fill-in"  normal  service,  then  the  FCC's  posi- 
tion is  narrow  and  arbitrary.  Sen.  Dill  wants  such  stations  to 

"register"  with,  but  not  be  licensed  by  the  FCC.  He  says  he  would 
support  legislation  to  abolish  the  FCC  if  it  refused  to  act. 

People  in  remote  areas  are  entitled  to  "free"  television,  along 
with  their  more  fortunate  urban  brethren.  The  FCC,  however, 

has  a  duty  to  protect  against  interference.  Certainly,  this  situation 
warrants  prompt  study  by  the  Commission.  We  doubt  whether 

Congress  will  authorize  or  permit  FCC  "revenuers"  to  swoop 
down  on  illicit  television  bootleggers  in  hills  and  valleys  of  the  West. 
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IN  ST.  LOUIS 

KWK-TV 
CHANNEL 

REALLY 

Channel  4  keeps  the  St.  Louis 
market  covered  with  the  best 

in  entertainment  with  a  strong 

CBS  program  line-up  throughout 
the  day,  augmented  with  the 

top  ABC  shows  and  fortified  with 
favorite  local  leaders  such  as 

Tom  Dailey's "Recallit  and  Win", 
"The  Gil  Newsome  Show"  and 

"The  Fred  Moegle  Show". 

Serving 

the  Great 
St.  Louis 
Market 

AUDIENCE -WISE 

With  the  tremendous  local  and 

national  program  line-up, 

KWK-TV  naturally  ranks  first  in 

the  great  St.  Louis  Market.  ARB 

and  Telepulse  have  consistently 

shown  that  KWK-TV  is  first  with 

the  viewers  in  Channel  4's  large 
coverage  area. 

RESULT-WISE 

Offering  the  best  in  entertain- 
ment plus  the  largest  audiencesi 

KWK-TV  presents  to  its  adver- 
tisers the  largest  most  consistent 

sales  potential  a  potential  that 
more  and  more  advertisers  are 

consistentlyturning  to  their  sales 

advantage  in  the  rich  St.  Louis 
market. 

TOP  PROGRAMS  OF  2  NETWORKS 

in  ST.  LOUIS  You  Get  MORE  on 

Represented  Nationally  By  THE  KATZ  AGENCY,  INC. 

J 
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o  more 

rating 

point! 
The  dominant  station  serving  Richmond, 

Petersburg  and  Central  Virginia 

WXEX-TV 

STATION  B 

STATION  C 

Number  of  TV  homes 
in  Grade  B  area 

205,000 

TV  homes  per  rating  point 

projected  to  Grade  B  area 

2,050 

1  75,400 

1  74,800 
1  ,754 

1,748 

•  WXEX-TV  delivers  16.9%  more  TV  homes  than  Station  B— 17.3%  more  than  Station  C. 

•  WXEX-TV  gives  you  a  bonus  of  better  than  2  TV  homes  with  every  12  homes  you  buy. 

•  Station  B  is  now  operating  on  interim  low  power  and  tower.  On  this  basis,  the  Grade  B  area  of 
WXEX-TV  delivers  58.3  more  TV  homes  than  does  Station  B. 

Service  contours  of  stations  considered  are  for  maximum  power  and  tower  calculated 
by  Kear  &  Kennedy  (consulting  radio  engineers,  Washington,  D.  C.)  from  information 
on  file  with  FCC,  and  based  on  latest  available  ARF  figures  updated  to  June  1,  1956. 

Tom  Tinsley,  President NBC  BASIC— CHANNEL  8 Irvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 
Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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The  Magazine  of  Wall  Street  says  "In  this  Valley  of  the  Ohio  h.     ry  is 
being  written."  Fortune  observes,  ".  .  .  the  Ohio  boom  is  still  its 
infancy."   For  YOU  it  means  increased  sales  by  using  the  dom  it 
advertising  medium  in  this  rapidly-expanding  industrial  hearth 
WTRF-TV,  Wheeling. 

Ufa  uMLhbefs  ui 

boom!  Boom!  BOOM! 

The  Wheeling  Steel  Corp.,  nation's 10th  largest,  announces  sales  (first 
six  mo.,  1956)  up  21%  over  same 
period,  1955;  total,  $144,000,000! 
Her  15,000  employees  turned  out 
1,120,591  tons  of  steel  at  105.5%  of 
rated  capacity. 

' v  a  station  worth  watching'' 

Wheeling  7,  West  Virginia 

wtrf  tv 

For  availabilities  and  complete 
coverage  information — Call 
Hollingbery,  Bob  Ferguson, 
VP  and  General  Manager, 

or  Needham  Smith, 
Sales  Manager, 

Cedar  2-7777. 

reaching  a  market  that's  reaching 

Be 

316,000  watts 

Equipped  for  network  color 

I  new  importance! 
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There's  More  Coverage  on  Channel \ 

THAN  WE  THOUGHT! 

We  knew  from  engineers'  calculations  that 
KRLD-TV's  maximum-powered  Channel  4 

signal,  beamed  from  atop  Texas'  tallest  tower, covered  more  area  than  any  other  Texas  TV 
station  . . . 

Now  measured  contours  give  us  even  more 
coverage  than  we  thought.  The  100  uv/m  line 
of  KRLD-TV  embraces  28,935  square  miles  of 
the  wealthiest,  most  progressive,  most  densely 
populated  area  of  Texas,  including  the  booming 
metropolitan  areas  of  both  Dallas  and  Fort 
Worth.  No  other  TV  station  in  Texas  gives  you 

as  much  coverage  as  KRLD-TV. 

0    K   L  AHOMA 
J  E  F   r  E  fl  S  O  N  A*  D  WORE 

LOVE 

WICHITA  FALLS,* 

ARCHER  CITY 

MEASURED  lOO  UV/Ml         [CALCULATED  100  UV/M 

DECATUR 

^DENTON 

■ 
WISE 

D   E  ̂ T..O  N 

BRECK  EN- 
RIDGE WEATHERFORD 

ORT  WORTH 
*  KRLD-TV 

EASTLAND  1    ERATH  ' 
EASTLAND  VJjTEPHENVILLE 

COMANCHE  \ 

COMANCHE 

"  °  •  °  Johnson  WAXAHACHIE iGRANBURY  «  ■  '  ENNIS 

V  w  0  10  D  % 
^-N^MIflEOLR 

Kaufman     van  zanot  TnJ Lkaufman    CAJ-T0N  SMJ1TH] 

CLEBURNE HENDERSON 

HILLSBORO 

CORSICANA 

NAVARRO 
MERIDIAN 

N  0  E  jZ^I 
'  hXMVon 

HAM  \^^0  N 

GOLDTHWAIpE C   0  R^r^^^  L 
GATESVILL^S 

riJl^AN      \  LIMESTONE^ 

waco  ̂ Agroes'beck 

freestone 

,  fair'field 

LAMPASAS    \  O 

0  10     )  20         30  40 
i  V    BURN  E  T 

'  TEMPLE 

B  ELTON,  r B  ELL 

FRANKLIN  \ 

R  0  BE  RTSON 

KRLD-TV  Qkwd  4  VoBm 

THE  BIGGEST  BUY  IN  THE  BIGGEST  MARKET  IN  THE  BIGGEST  STATE 

OPERATING  ON  MAXIMUM  POWER  FROM  ATOP  TEXAS'  TALLEST  TOWER 

Owners  &  operators  of  KRLD  —  the  only  full-time  50,000  watt 
radio  station  in  the  Dallas-Fort  Worth  area — The  Dallas  Times 
Herald  Station,  Herald  Square,  Dallas. 

JOHN  W.  RUNYAN  —  Chairman  of  the  Board 
Clyde  W.  Rembert,  President 

REPRESENTED     BY     THE     BRANHAM  COMPANY 
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closed  circuit: 

NO  HURRY  •  Sylvester  L.  (Pat)  Weaver 

Jr.,  who  quit  as  NBC  board  chairman  Fri- 

day (story,  page  64),  hasn't  made  up  his 
mind  about  future  plans,  will  survey  whole 
broadcasting  field  before  deciding.  Mr. 
Weaver  is  under  no  financial  pressure  to 

make  sudden  move.  He's  been  earning 
about  $120,000  per  year  at  NBC  and  is 

reported  to  have  been  given  handsome  set- 
tlement of  his  long-term  contract. 

B»T 

WHILE  attention  was  centering  Friday  on 
announced  resignation  of  Mr.  Weaver  and 
creation  of  four  new  NBC  executive  vice 

presidents,  at  least  two  other  top-level 
changes  were  quietly  afoot.  George  H. 

Frey,  vice  president  in  charge  of  tv  net- 
work sales,  reportedly  will  move  to  ex- 

ecutive post  at  Sullivan,  Stauffer,  Colwell 
&  Bayles  agency  toward  end  of  year. 
Frederick  W.  Wile  Jr.,  vice  president  in 
charge  of  network  programs,  Pacific  Div.. 
also  understood  to  be  making  plans  for 
departure.  Another  V.  P.,  Richard  A. 

R.  Pinkham,  in  charge  of  tv  network  pro- 
grams (now  in  Europe),  will  be  offered 

another  NBC  post  as  part  of  current  re- 
alignment, reporting  through  one  of  new 

E.V.P.'s. B»T 

FIVE-YEAR  LICENSES  •  FCC  Chair- 
man George  C.  McConnaughey  is  thinking 

in  terms  of  five-year  licenses  and  five-year 
renewals  for  all  broadcast  operations — 
maximum  now  permitted  under  law.  Pres- 

ently broadcast  licenses  for  both  radio  and 
tv  are  issued  for  three  years.  Chairman  may 
expound  on  his  theory  in  his  address  this 
Wednesday  before  Radio  &  Television 
Executives  Society  in  New  York. 

B«T 

RCA  researchers  are  expected  to  deliver  at 

least  two  of  three  "gifts"  which  Brig.  Gen. 
David  Sarnoff  served  notice  five  years  ago 
he  wanted  for  his  50th  anniversary  in  radio. 
Anniversary  will  be  celebrated  Sept.  30 
with  big  banquet  in  New  York.  He  wanted 
electronic  air  conditioner,  amplifier  of  light 
and  color  video  tape.  All  three  have  been 
demonstrated  in  laboratory  models,  and 

probability  is  that  commercially-ready  tape 
and  air  conditioner  will  be  forthcoming. 

B»T 

TOUCHY  TALK  •  Closed  door  meetings 

started  last  week  by  major  Hollywood  stu- 
dios looking  toward  united  policy  on  labor 

pay-off  for  release  of  post- 194 8  feature 
films  to  tv  (story,  page  35)  will  be  no  quilt- 

ing bee  and  probably  will  drag  on  several 
months.  Drab  theatre  market  has  made 

highly  competitive  industry  even  more 
touchy  on  sharing  business  information  but 
studios  face  choice  of  either  finding  accord 
or  having  guild  formulas  set  for  them  if 

picked  off  singly.  One  safety  valve,  how- 
ever, is  fact  studios  have  considerable 

backlogs  of  pre- 1948  films  still  to  go  on 
tv  market. 

FORMAL  tv  sales  organization  for  20th 

Century-Fox  Film  Corp.  in  New  York  may 
be  announced  any  day,  now  that  President 

Spyros  Skouras  has  returned  from  Euro- 
pean trip  and  spent  week  in  Hollywood 

with  executive  tv  producer  Irving  Asher. 
Sales  office  also  may  handle  additional 
20th  Century  feature  films  being  released 
to  tv.  Earlier,  package  of  52  films  of  pre- 

1948  vintage  was  given  to  National  Tele- 
film Assocs.  for  distribution. 

B«T 

TARC'S  TARGETS  •  Objectives  for  Tv 
Allocation  Research  Committee  (TARC) — 

to  be  organized  Sept.  20  at  FCC's  behest 
[B«T,  Sept.  3] — aren't  all  concerned  with 
uhf.  There's  vhf  goal  included  (presum- 

ably if  it  is  finally  determined  that  uhf 
cannot  do  entire  job)  which  calls  for 
TARC  to  investigate  new  methods  of 
squeezing  more  tv  stations  into  present  12 

vhf  channel  space.  That  could  involve  pos- 
sible use  of  directional  antennas,  satellites, 

boosters,  etc.,  but  there  are  new  develop- 
ments that  hold  promise  in  this  direction 

too.  Item:  New  offset  carrier  principle 

which  might  permit  co-channel  vhf  spacing 
as  close  as  115-130  miles  without  disturb- 

ing primary  coverage. 
B»T 

ALTHOUGH  Minnesota  Mining  &  Mfg. 

Co.  is  being  super-secretive  about  its  plans 
for  newly  acquired  electronics  division  of 
Bing  Crosby  Enterprises  which  has  been 

developing  tape  recorder  for  color  tv.  sec- 
ond announcement  is  in  works  for  release 

late  this  week  to  include  Crosby  person- 
nel switching  to  3-M.  Best  bet  is  that  West 

Coast  technical  group  will  be  headed  by 
Francis  C.  Healey,  executive  director  of 
Crosby  electronics  division,  although  he 

won't  confirm  or  deny.  His  office  already 

was  answering  phone  with  "Minnesota 
Mining"  tag  last  week,  however. 

B»T 

MULTIPLE  HOLDINGS  •  FCC  is  pon- 
dering number  of  approaches  to  multiple 

ownership  rule  which  now  limits  number 
of  stations  in  hands  of  single  entity  to  five 
vhf  and  two  uhf  in  tv  and  to  seven  in  am 

and  fm.  One  proposal,  for  25%  of  popula- 
tion substitute,  already  has  been  advanced 

both  in  Congress  and  before  FCC  (by 

Comr.  Doerfer).  Among  other  thoughts 
now  are:  (1)  elimination  of  any  arbitrary 
limit  with  number  left  to  discretion  of  FCC 

on  case-by-case  basis;  (2)  separation  of 

country  into  geographical  areas,  with  un- 
derstanding that  automatic  hearings  would 

be  held  if  arbitrary  limit  in  any  individual 
area  were  to  be  exceeded.  Another  plan 

reported  under  preliminary  consideration 
is  to  limit  ownership  to  two  stations  of  each 
class  in  first  five  markets,  two  stations  in 
second  five  markets  and  then  no  limit  up 

to  25%  of  nation's  population. 
B»T 

HAVING  lost  out  in  Chicago  District 

Court  [B*T,  Aug.  20],  Presidential  aspirant 

Lar  (America  First)  Daly  plans  to  exhaust 
other  means  in  fight  for  free  and  equal 
time.  His  attorneys  are  compiling  list  of 

radio-tv  network  o&o  stations  for  use  in 
new  suit  to  be  filed  in  U.  S.  Court  of  Ap- 

peals. 

B»T 

TECHNICALITIES  •  Looks  more  and 

more  as  if  there's  going  to  have  to  be  FCC 
rule-making  within  rule-making  in  tech- 

nically snafued  deintermixture  cases.  In 

engineering  appendix  to  June  25  alloca- 
tions report,  new  methods  of  computing 

vhf  and  uhf  coverage  were  recommended. 
These  were  evolved  from  new  data,  differ- 

ent from  those  now  incorporated  in  the 
rules.  Consensus  is  that  rules  must  be 

changed  to  permit  new  computations  to  be 
used.  This  means  rule-making  to  change 
technical  standards  before  Commission  can 

require  use  of  new  computations  in  specific 

deintermixture  cases.  There's  some  hope 
that  rule-making  on  technical  rule  changes 
can  be  run  concurrently  with  existing  rule- 

making procedure  on  deintermixture  cases. 
Deadline  for  comments  on  deintermixture 

ru'e  changes  was  postponed  from  Sept.  10 
lo  Nov.  15  two  weeks  ago  [B»T,  Sept.  3]. 

B«T 

LAMBERT-HUDNUT  Div.  of  Warner- 
Lambert  Pharmaceutical  Co.  is  momenta- 

rily expected  to  pick  up  Hal  Roach  Studios 

$4  million  Blondie  package  on  65-80  Vita- 
pi.  v  stations  as  part  of  fall  campaign  to 

match  tv  program  success  of  other  cosmetic 
firms.  Richard  Hudnut  line,  until  now  spot 

tv  advertiser,  also  holds  option  on  Roach's 
Charlie  Farrell  Show  on  CBS-TV  in  event 

co-sponsors  Proctor  &  Gamble  and  Gen- 
eral Foods  fail  to  renew.  Earlier,  Sunkist 

Growers  and  Wesson  Oil  signed  for  Blondie 

but  dropped  for  other  buys  after  Sunkist 

was  unable  to  get  1 10-city  lineup.  Hudnut 

agency  is  Kenyon  &  Eckhardt. 
B»T 

CURVES  AND  COUNTING  •  FCC  may 
have  to  accept  population  estimates  based 

on  its  propagation  curves — following  Judge 

Bazelon's  vigorous  opinion  last  week  in 
WSPA-TV  Spartanburg  case  (page  80). 

Up  to  now  FCC  has  refused  to  accept  such 
figures  on  ground  curves  are  too  general 

for  real  head  count.  But,  one  FCC  attor- 

ney pointed  out,  Commission  will  still  have 
right  to  weigh  decisional  significance  of 
these  estimates  and  since  variations  can  be 

so  extremely  wide  as  to  make  their  value 
virtually  nil,  he  does  not  see  any  problem. 

B»T 

WHILE  Cellar  Antitrust  Subcommittee  has 

not  announced  witnesses  for  its  New  York 

hearings  beyond  this  Thursday  and  Friday 

(story,  page  74)  it's  understood  that  CBS Inc.  President  Frank  Stanton  will  testify 

on  Friday,  Sept.  21  and  Monday,  Sept.  24, 
with  NBC  President  Robert  Sarnoff  to  fol- 

low. ABC  has  not  been  called. 
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RATINGS  MAKE  THEM  SIGN  THE  FIRST  TIME  .  .  . 

BUT  IT  TAKES  RESULTS  TO  MAKE  THEM  RENEW 

at 

WHB  .  .  . 

87% 

renewal 

87%  of  WHB's  UO 
largest  billing  local 

accounts  in  1955  .  .  . 

have  renewed  in  1956 

.  .  .  with  several 

contracts  yet  to  come 

up  for  renewal! 

Sure,  WHB  dominates  Kansas  City  on  every  national  survey.  Sure, 

Storz  Station  music,  news  and  ideas  attract  tremendous  audiences 

— which  in  turn  attract  advertisers.  But  it  takes  results  to  make 

local  advertisers  come  back  for  more.  And  WHB  is  Kansas  City's 
results  station.  So  much  so  that  WHB  has  a  higher  percentage  of 

renewals  for  both  local  and  national  advertisers  than  any  other 

Kansas  City  radio  station.  Talk  to  the  man  from  Blair,  or  WHB 

General  Manager,  George  W.  Armstrong. 

Latest 

METRO  PULSE 

WHB  first  all  day 

and  night.  WHB  first 
360  out  of  36014 
hours.  In  and  out  of 

home,  Mon.-Fri.,  6 
a.m.-midnight 

Latest 

AREA  PULSE 

WHB  1st  all  day. 
WHB  1st  263  out  of 

288  !4  hours.  25  sec- 

ond place  Va'%,  none 
lower,  Mon.-Sat.  6 
a.m.-midnight 

WHB 

10,000  watts  — 710  kc. 

Kansas  City 

Latest 

AREA  NIELSEN 

WHB  first  all  day 

and  night  with  42.7% 
share  of  audience. 
WHB  first  every  time 

period.  Mon.-Sat.  6 a.m. -6  p.m. 

Latest 

HOOPER 

WHB  1st  all  day  with 

45.6%  share  of  au- 
dience. Mon.-Fri.  7 

a.m.-6  p.m.,  Sat.  8 a.m. -6  p.m. 

THE  STORZ  STATIONS—  Todd  Storz,  President* 

WDGY  WHB  WQAM 

Minn.-St.  Paul  Kansas  City  Miami 

Represented  by  John  Blair  &  Co. 

KOWH 
Omaha 

WTIX 
New  Orleans 

Represented  by  Adam  Young,  Inc. 
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at  deadline 

25%  of  KTVR  (TV)  Denver 

Goes  to  Loew's  for  Films 

FAST-WHEELING  Loew's  Inc.  consummated 
new  library-ownership  pact  early  Friday  eve- 

ning with  KTVR  (TV)  Denver.  Agreement, 

probably  to  be  announced  today  (Mon.),  in- 
volves seven-year  licensing  of  M-G-M  library 

of  about  725  feature  films  to  station  and  25% 

acquistion  of  station  by  Loew's.  Latter  already 
has  acquired  25%  of  KTTV  (TV)  Los  An- 
geles. 
New  leasing  arrangement — involving  $1  mil- 

lion— makes  this  13th  market  in  which  Loew's 
has  sold  films  in  less  than  month  [B*T,  Aug. 

27,  20].  Loew's  still  is  negotiating  with  KMGM 
(TV)  Minneapolis-St.  Paul  on  similar  arrange- 

ment (see  page  91). 

Handling  KTVR-Loew's  pact:  for  station, 
Hugh  LaRue;  John  Shaheen,  president,  Found- 

ers Corp.  (50%  owner),  and  J.  Elroy  McCaw 
of  Gotham  Broadcasting  Corp.,  50%  owner. 

For  Loew's,  Charles  C.  (Bud)  Barry,  vice  presi- 
dent in  charge  of  tv  for  Loew's  Inc.;  George 

Muchnick,  vice  president  of  Loew's  Interna- 
tional and  advisor  to  tv  division,  and  C.  (Pete) 

Jaeger,  eastern  division  sales  manager  of  tv 
division. 

Gruen  Sets  Ad  Drives 

For  Watches,  Pens,  Pencils 

GRUEN  WATCH  Co.  ("Precision"  watches, 
Waterman  pen  and  pencils),  N.  Y.,  will  launch 
Christmas  drive  on  or  about  Sept.  15  with  all- 
media  campaign  emphasizing  spot  radio  and 

tv.  To  aid  its  dealers  in  moving  "Super  G" 
($49.75  model),  Gruen  will  shift  emphasis  "to 
the  local  level,"  advertising  vice  president 
Bruce  Enderwood  told  B«T  Friday,  by  "blitz- 

ing" 67  top  markets  via  co-op  spot  tv  on  100- 
plus  stations  through  first  week  in  January. 

Grey  Adv.,  Gruen  Watch's  agency,  currently 
working  out  details  with  dealers. 

For  Waterman — through  Fletcher  D.  Rich- 
ards Inc.,  N.  Y. — Gruen  will  back  co-op  ra- 

dio-tv  campaign  (with  tv  getting  80%  of 

broadcast  dollar)  designed  to  "beef  up  35  key 
markets."  Gruen  already  has  placed  order  with 
NBC  Radio's  Monitor  for  pre-Christmas  drive 
(Oct. -Dec.)  using  14  participations  weekends  on 
190  station  lineup. 

Networks'  July  Sales  Up 
GROSS  TIME  SALES  of  tv  networks  in  July 
totaled  $37,604,705,  increase  of  25.4%  over 
July  1955  gross  of  $29,996,679,  according  to 
compilations  of  Publishers  Information  Bureau. 
PIB  figures,  follow: 

■  July  July  % 
1956  1955  Change 

ABC   $  5,532,030  $  3,263,803  +69.5 
CBS                            18,488,479  14,635,011  +26.3 
DtiMont*     131.105   
NBC                           13,584,196  11,966/760  +13J5 

$37,604,705  $29,996,679  +25.4 
Jan. -July  Jan. -July  % 
1956  19^5  Change 

ABC   $  44,013,185  $  25,032.408  +75.8 
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124,987,904  
108.39fi.852  

+15.4 

DuMont*     3.035,785   
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103,113.928  
90,777,503  

+13.6 

$272,115,017    $227,172,548  +19.8 
*  Effective  Sept.  15,  1955,  DuMont  changed  from 
national  network  to  local  op2ration. 
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PRESSURE  ON  PRESLEY 

DISC  JOCKEY  Mike  McKay  of  KLBS 
Houston  three  weeks  ago  started  contest 
to  get  million  letters  requesting  Elvis 
Presley  to  perform  there.  Last  Friday  he 
passed  goal.  No  comment  as  yet  from 
performer  Presley,  who  last  night  (Sun.) 
was  occupied  with  first  appearance  on  Ed 
Sullivan  tv  show. 

C&C,  Latex  Film  Deal 

Guaranteed  at  $20  Million 

C&C  TELEVISION  Corp.  is  disclosing  today 

(Mon.)  that  its  multi-million  dollar  spot  tv 
contract  of  last  July  [B*T,  July  30]  with  Inter- 

national Latex  Corp. — to  which  C&C  will  sup- 

ply station  time  "bought"  as  result  of  selling 
RKO  Radio  Pictures  library  as  packages  to 

various  stations  in  100  "leading  markets"  in 
U.  S. — involves  guaranteed  minimum  of  $4 
million  per  year  for  five  years,  for  total  of  $20 
million  in  cash.  C&C  in  addition  will  share  in 

International  Latex'  gross  sales  receipts  of  its 
products  over  same  five-year  period  and  based 
on  various  percentages  of  sales  stimulated  as 
as  result  of  spot  campaign.  Additional  sales,  as 
estimated  by  Latex,  could  amount  to  some  $25 
million  over  five-year  span. 

Latex  planned  average  of  10  tv  spot  an- 
nouncements per  day,  seven  days  in  week  for 

52  weeks  in  year,  in  each  of  nation's  100  major 
markets  over  five-year  period.  Spectacular  drive 
started  last  month. 

Matthew  M.  Fox,  president  of  C&C  Televi- 
sion, tv  subsidiary  of  C&C  Super  Corp.  headed 

by  Walter  S.  Mack,  revealed  also  that  leasing  of 

film  library  already  has  brought  additional  con- 
tracts totaling  $6  million  in  cash.  Library  ac- 

quired in  $15.2  million  deal  consists  of  approxi- 
mately 742  feature  films — called  Movietime 

U.  S.  A.,  by  C&C — plus  some  shorts.  Mr.  Fox 
announced  Mort  Siegel,  former  RKO  executive, 
has  been  appointed  vice  president  of  C&C  Tv  to 
begin  foreign  distribution  and  sales  of  library. 

WBKB  (TV)  Deals  for  Films 
ABC  o&o  WBKB  (TV)  Chicago  has  obtained 
three-year  rights  to  exclusive  Chicago  showing 
of  60%  of  742  RKO  feature  films,  with  option 
for  rest,  for  use  after  Dec.  1.  Deal  is  with 
C&C  Television  Corp.,  involves  exchange  of 
spot  announcements  for  International  Latex. 

Buick  Dashes  Dealer  Hopes 

For  Choice  on  Co-op  Funds 

DEALERS'  HOPES  of  getting  right  to  allo- 
cate for  themselves,  locally,  part  of  Buick  fac- 
tory co-op  advertising  fund — which  radio  sta- 

tions in  particular  had  envisioned  as  potential 
boon  for  them — has  been  spiked  by  factory. 
Without  fanfare,  recommendation  that  each 
dealer  be  granted  that  right  with  respect  to 
33V3%  of  his  co-op  fund  has  been  voted 
through  Buick  National  Dealer  Council.  But 
Buick  factory  officials  have  vetoed,  claiming 
present  system  of  making  allocations  among 
media  after  soliciting  dealer  preferences  is 
just  and  equitable  and,  in  long  run,  will  have 
substantially  same  result. 

•    BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast  busi- 
ness: for  earlier  news,  see  Advertisers  & 

Agencies,  page  48. 

PABST  DROPS  POLKA  •  Pabst  Brewing  Co., 

Chicago  dropping  It's  Polka  Time  on  ABC-TV 
effective  Sept.  14  after  11-week  summer  trial 
run.  Fate  of  program  on  network  under  study, 

perhaps  as  co-op  feature  at  different  day  and 

hour  (now  on  Fri.,  10-10:30  p.m.  EST)  al- 
though Pabst  reportedly  considering  kinescope 

of  WBKB  (TV)  program  for  spot  placement  in 
select  markets.  Agency:  Leo  Burnett,  Chicago. 

FACTOR  SIGNS  FOR  'ARK'  •  Sponsorship  of 

new  Jack  Webb-Mark  VII  Productions'  Noah's Ark  color  series  (NBC-TV,  Tues.,  8:30-9  p.m. 
EDT)  completed  Friday  following  signing  of 
Max  Factor  &  Co.  (cosmetics),  Hollywood,  as 
co-sponsor  with  Liggett  &  Myers  Tobacco, 
N.  Y.  Factor  agency,  Doyle  Dane  Bernbach, 

N.  Y.,  said  Noah's  Ark  purchase  was  first  full- 
time  network  program  sponsorship  for  cosmetics house. 

13  WEEKS  FOR  5-DAY  •  Associated  Products 

Inc.,  West  New  York,  N.  L,  launching  13-week 

tv  spot  test  campaign  in  12  top  markets  for  5- 
Day  deodorant  pads  and  sticks,  starting  Sept. 

15.  Agency:  Grey  Adv.,  N.  Y. 

MAGAZINE  BUYS  TV  •  Street  &  Smith  Pub- 
lications Inc.  (Living  for  Young  Homemakers), 

N.  Y.,  placing  tv  spot  announcements  through 

Sept.  21  in  10  U.  S.  cities  where  L/v/Vig-designed 
model  homes  are  on  exhibition.  Agency: 
Schwab  &  Beatty,  N.  Y. 

PUTS  ON  HEAT  •  General  Petroleum  Co.  of 
Calif.,  L.  A.,  for  home  heating  oil  (Mobilheat), 
starts  seasonal  tv  spot  campaign  for  second  year 
in  Portland  and  Seattle  and  extends  campaign 

to  Spokane.  Agency:  Stromberger,  LaVene  & 
McKenzie,  L.  A. 

SHERIFF  FOR  KING  •  Los  Angeles  Soap  Co. 

(White  King  detergent)  placing  syndicated 
Sheriff  of  Cochise  in  selected  tv  markets  in  11 
western  states.  Tv  spots  also  will  be  used. 

Agency:  Erwin-Wasey  Co.,  L.  A. 

DRENE  IN  MARKET  •  Procter  &  Gamble 
Co.,  Cincinnati,  reported  readying  spot  radio 
campaign  for  Drene  shampoo  for  early  starting 
date.   Agency:  Compton  Adv.,  N.  Y. 

WRAPUP  FOR  PM  •  Philip  Morris  Co.,  N.  Y., 

with  new  Parliament  flip-top-box  cigarette  in- 
troduced in  most  U.  S.  markets  through  tv, 

plans  radio  spot  drive  in  not  more  than  50  mar- 
kets to  complete  introductory  campaign. 

Agency:  Benton  &  Bowles,  N.  Y. 

PENNSYLVANIA  PURCHASES  •  Arnlt, 
Preston,  Chapin,  Lamb  &  Keen,  Philadelphia, 
reportedly  placing  local  radio  spot  campaign  in 
Pennsylvania  markets  for  Hanover  Canning  Co. 
(canned  vegetable),  Hanover,  Pa.,  starting  Oct. 
1.  Advertiser  said  to  be  considering  as  many 

as  40  spot  announcements  per  week  in  some markets. 

(Continues  on  page  9) 
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if  your  client 

wants  reporting 

that's  raucous  and  racy  — 

there's  a  place  to  go . . . 

If  your  client  wants  news 

coverage  that's  responsible, 

complete  and  award -winning — 

it's  KCMO  Radio 

Bosk  CBS -50,000  W. 
Joe  Ho  rten  bower,  General  Manager 
R,  W.  Evans,  Commercial  Manager 

KCMO...  One  of  Meredith's  Big  4  ...  All-Family  Stations, 

ansas  CITY 

K  \  K 

SYRACUSE 

WW  \  WW 

PHOENIX 

K  \  K 

P  \  P 

RADIO     \  TV 
620  kc.  \  Channel  6 

CBS      \  CBS 

I 

1 

o  \  o 
RADIO 

91 0  kc. ABC 
TV 

Channel  5 

R.pr. ..«■.<!   b»  KATJ!  AOIMCV  INC 

RADIO 

590  kc.  \  Channel  6/ 
fe    ''CBS       \  .  CBS 

_  JOHN  8UIR  *  CO.      BlAtR  TV,  INC. 

EREDITH  Radc*  W  Idevte**  STATIONS 

affiliated  with  Better  Homes  and  Mens  »i  Successful  Farming  magazines 
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PEOPLE 

Knocked  Off  by  Lightning 

WHUM-TV  Will  Stay  Dark 

WHUM-TV  Reading,  Pa.  (ch.  61),  knocked  off 
air  last  Tuesday  by  lightning  bolt,  Friday  in- 

formed FCC  that  because  of  "severe"  economic 
losses  in  uhf,  station  was  suspending  operations 
for  indefinite  period.  Station  will  retain  its 
construction  permit.  Total  of  61  uhfs  have 

ceased  operation;  of  these  38  have  retained  cp's. In  addition  four  vhf  outlets  have  discontinued 

operation  and  turned  in  permits. 
In  letter  to  FCC,  Paul  Flickinger,  WHUM- 

TV  president,  said  decision  to  suspend  also  was 
based  on  proposed  resumption  of  operations  by 
ch.  15  WLBR-TV  Lebanon,  Pa.,  under  owner- 

ship of  Triangle  Publications  Inc.  (WFIL-AM- 
FM-TV  Philadelphia).  Triangle  (Walter  H. 
Annenberg)  bought  WLBR-TV  from  Lebanon 
Tv  Corp.  for  $1 15,000  plus  assumption  of  $125,- 
000  in  obligations.  FCC  approved  WLBR-TV 
transfer  last  November,  but  hearing  was  ordered 

on  protests  by  WHUM-TV  and  three  Harris- 
burg,  Pa.,  uhfs— ch.  27  WCMB-TV,  ch.  55 
WHP-TV  and  ch.  7 1  WTPA  (TV).  FCC  hear- 

ing examiner  recommended  last  month  that 
Commission  affirm  sale  approval  [At  Deadline, 
Aug.  27]. 

Mr.  Flickinger  heads  WHUM-TV  under  vot- 
ing trust  which  took  over  management  from 

Humbolt  J.  Greig,  38.2%  stockholder.  Mr. 

Flickinger  said  station's  tv  equipment  would  be 
sold  to  meet  "urgent"  financial  pressures. 

Examiners  Favor  New  Ams 

TWO  am  initial  decisions  issued  by  FCC  hearing 
examiners  Friday  brought  recommendations 
for  two  new  stations  and  station  location  change 
and  power  increase  for  existing  outlet. 

Examiner  H.  Gifford  Irion  recommended 

FCC  grant  two  applications  which  were  con- 
solidated for  hearing  and  subsequently  amended 

by  applicants.  Taylor  Broadcasting  Co.,  seeking 
1460  kc,  5  kw  daytime  at  Colorado  Springs, 
Colo.,  changed  its  power  request  to  1  kw; 
Garden  of  the  Gods  Broadcasting  Co.,  seeking 
1490  kc,  250  w  at  Manitou  Springs,  Colo.. 
amended  its  application  to  specify  100-watt 
power.  Mr.  Irion  found  that  proposals,  as 
amended,  no  longer  conflicted,  recommended 
both  be  granted. 

Examiner  Elizabeth  C.  Smith  recommended 
FCC  affirm  its  April  1 1  grant  awarding  WEBB 
Dundalk,  Md.,  change  of  location  to  Baltimore, 
increase  in  daytime  power  from  1  to  5  kw  and 
change  in  directional  antenna  system.  Exami- 

ner decided  need  for  service  to  be  gained  under 
proposal  outweighed  losses  which  would  result 
from  interference  to  WKIK  Leonardtown,  Md. 

KRSN  Sold  for  $62,000 

KRSN  Los  Alamos,  N.  M,.  was  sold  Friday  for 
$62,000  to  Virgil  A.  Parker  III  and  Darrell 
Burns,  formerly  of  KORE  Eugene,  Ore.  Sale, 
subject  to  FCC  approval,  was  handled  by 
William  Stubblefield  of  Blackburn-Hamilton, 
station  brokers.  Sellers  are  DeWitt  Landis  and 
William  Wayne  Phelps.  Station  operates  on 
1490  kc  with  250  w  and  has  fm  outlet  on  98.5 
mc  with  4.6  kw.  Mr.  Phelps  operates  KALG 
Alamogordo.  Los  Alamos  is  atomic  weapon 
center.  Transfer  also  is  subject  to  Atomic 
Energy  Commission  approval. 

at  deadline 

Campbell  Joins  Time  Inc. 

As  Broadcast  Consultant 

APPOINTMENT  of  Eldon  Campbell,  former 

general  sales  manager  of  Westinghouse  Broad- 
casting Co.,  to  consultant  to  Time  Inc.  in  broad- 

cast management  affairs,  is  being  announced 
today  (Mon.)  by  Roy  E.  Larsen,  president.  Mr. 
Campbell  leaves  New  York  today  to  join  in  new 
development  program  at  KDYL  Salt  Lake  City. 
KDYL  and  KTVT  (TV)  there  are  80%  owned 

by  Time  Inc. 
In  announcement,  Mr.  Larsen  said  G.  Ben- 

nett Larson,  president  and  general  manager  of 
KDYL-KTVT  (TV)  (and  20%  owner),  had  re- 

quested Mr.  Campbell's  services  in  projection 
of  "a  program  of  revitalization  in  the  radio 
field"  that  "will  immediately  reflect  the  growing 
impact  of  radio  in  the  area  of  service,  local 

news  and  entertainment."  He  added  that  sta- 
tion's NBC  programs  would  continue  to  keep 

listeners  informed  on  national  and  interna- 
tional developments. 

Time  Inc.  also  owns  100%  of  KLZ-AM-FM- 
TV  Denver  and  50%  of  KOB-AM-TV  Albu- 

querque. 

Esch  Cleared  on  Sales 

FLORIDA  Circuit  Court  judge  ruled  Friday 
that  W.  Wright  Esch  was  within  his  rights  in 
selling  WMFJ  Daytona  Beach,  Fla.,  to  WMFJ 

Inc.  last  year.  Court  order  denied  breach-of- 
contract  suit  brought  by  Theodore  Granik, 

Washington  attorney  and  moderator  of  Ameri- 
can Forum  of  the  Air,  and  William  H.  Cook, 

who  maintained  they  had  option  to  buy  WMFJ 

as  well  as  WESH-TV,  also  Daytona  Beach. 
WMFJ  sold  to  Harold  Kaye  and  Emil  Arnold, 
and  WESH-TV  sold  to  WCOA  Inc.  (John  H. 
Perry  interests).  Messrs.  Granik  and  Cook  pro- 

tested appeal  after  being  turned  down  by 
FCC  and  won  court  ruling  that  alleged  con- 

tract should  have  been  considered.  Oral  argu- 
ment was  held  before  FCC  last  July  on  WESH- 

TV  transfer  and  hearing  scheduled  for  Sept. 
17  on  WMFJ  transfer. 

Quarterly  Dividend  for  RCA 

RCA  board  of  directors  Friday  declared  quarter- 
ly dividend  of  25  cents  per  share  on  common 

stock,  payable  Oct.  22  to  holders  of  record  at 
close  of  business  Sept.  21.  Company  directors 
also  declared  dividend  of  87 Vi  cents  per  share 
on  first  preferred  stock  for  period  Oct.  1,  1956. 

to  Dec.  31,  1956,  payable  Jan.  2,  1957,  to  hold- 
ers of  record  at  close  of  business  Dec.  10,  1956. 

UPCOMING 

Sept.  10-11:  ABC  network-station  opera- 
tions meeting,  St.  Regis  Hotel,  New 

York. 

Sept.  11-12:  CBS  Radio  affiliates.  Hotel 
Pierre,  New  York. 

Sept.  12:  RTES,  Hotel  Roosevelt,  New 
York. 

Sept.  13:  NARTB  Freedom  of  Informa- 
tion Committee,  Waldorf-Astoria, 

New  York. 

For  other  Upcomings,  see  page  726 

JOHN  CURRAN,  timebuyer  at  Kenyon  &  Eck- 
hardt,  N.  Y.,  expected  to  move  shortly  to  Man- 

agement Assoc.  of  Connecticut,  Stamford,  in 
similar  capacity  on  Slenderella  International  ac- 
count. 

DR.  WESLEY  T.  HANSON  JR.,  head  of  color 

photography  division,  Eastman  Kodak  Research 
Labs,  Rochester,  N.  Y.,  named  first  recipient  of 

Society  of  Motion  Pictures  &  Television  Engi- 

neers' Herbert  T.  Kalmus  gold  medal  award. 
(Other  SMPTE  awards,  page  32) 

JERELY  GURY,  copy  director  of  Ted  Bates  & 
Co.,  N.  Y.,  from  1949  to  1953  and  recently  vice 
president  and  copy  chief  of  Benton  &  Bowles, 
N.  Y.,  has  rejoined  Bates  as  vice  president  and 
a  creative  supervisor. 

BUSINESS  BRIEFLY 
(Continues  from  page  7) 

BUYING  'BREAKFAST'  •  American  Bird 
Food  Mfg.  Corp.,  Chicago,  through  George  L. 
Hartman  Co.,  Chicago,  has  signed  for  weekly 

five-minute  segment  of  Don  McNeill's  Breakfast 
Club  (ABC  Radio,  Mon.-Fri.,  9-10  a.m.  EDT) 
for  26  weeks,  starting  today  (Mon.).  Other 

sponsors  newly-announced:  Milner  Products 
Co.  (Perma  Starch  and  Pine-Sol),  Jackson, 
Miss.,  through  Gordon  Best  Co.,  Chicago,  for 

weekly  five-minute  segment,  beginning  next 
January,  and  Beatrice  Foods  Co.,  LaChoy  Div., 

Chicago,  through  Foote,  Cone  &  Belding,  Chi- 
cago, for  two  weekly  five-minute  segments  for 

13  weeks,  starting  last  Thursday. 

SUPER-PYRO  SERIES  •  Tv  and  radio  spots 
placed  in  40  markets  by  Van  Sant,  Dugdale  & 

Co..  Baltimore,  for  Super-Pyro  antifreeze.  Ad- 
ditional series  placed  on  33  Keystone  Broad- 

casting System  stations,  using  transcribed  spots. 
Campaign  lasts  four  weeks. 

WINE  ON  RADIO  •  Browne  Vintners  (division 
of  Seagram  Distillers  Corp.),  N.  Y.,  understood 
launching  spot  radio  schedule  for  Cherry  Kijafa 
wine  on  or  about  Oct.  1.  Agency:  Lawrence  C. 
Gumbinner  Adv.,  N.  Y. 

Rosenmiller  Resigns  From  H-R 

JOSEPH  L.  ROSENMILLER  Jr.,  account  ex- 
ecutive with  H-R  Television  Inc.  in  New  York, 

resigned  Friday  to  devote  all  of  his  activity  on 
behalf  of  syndicate  in  purchasing  radio-tv  prop- 

erties. Two  weeks  ago,  Mr.  Rosenmiller  and 

Peter  Bordes,  market  analyst,  purchased  WINR- 
AM-TV  Binghamton,  N.  Y.,  for  estimated 

$165,000  [B«T,  Sept.  3].  Messrs.  Rosenmiller 
and  Bordes  are  .majority  owners  of  WESO 
Southbridge,  Mass.  WINR-TV  has  ch.  40  grant 
but  has  not  yet  begun  to  operate.  Negotiations 
reportedly  are  underway  for  third  property. 

Wyncoop  Now  RCA  V.  P. 

ELECTION  of  Rear  Adm.  Thomas  F.  Wyn- 

coop, Jr.  (USN  Ret.),  as  vice  president,  Com- 
mercial Marine  Distribution  of  RCA,  announced 

Friday  by  Brig.  Gen.  David  Sarnoff,  RCA 
board  chairman.  Adm.  Wyncoop  served  in 

Navy  for  31  years  until  1949  when  he  retired 
and  was  named  president  of  Radiomarine 

Corp.,  wholly  owned  subsidiary  of  RCA, 
which  was  merged  recently  into  RCA  and  its 
functions  transferred  to  other  units  of  company. 
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WILL  TV  GET  RECENT  FILMS? 

Movie  makers  weigh  declining  theatre 

market  and  chance  that  competition 

may  move  first  against  union  demands 
and  box-office  potential  in  considering 

release  of  post- 1948  feature  films  to 
television   35 

AUTOS'  FALL  AD  PLANS 

They're  still  in  the  making,  a  B»T 
roundup  finds,  but  seem  certain  to  in- 

clude heavy  use  of  radio  and  tv  for 
introduction  and  promotion  of  1957 
models  36 

RADIO  WORKS  FOR  WOODIE'S 

Woodward  &  Lothrop,  prestige  Wash- 

ington department  store,  has  spectacu- 
lar sales  increase  in  two  years  it  has 

used  radio  as  a  major  advertising  me- 
dium  38 

WHIRLPOOL-SEEGER  TV  PLANS 

Appliance  maker  devotes  substantial 

part  of  $20  million  advertising  budget 

to  sponsorship  of  four  NBC-TV  pro- 
grams, three  in  color  43 

MAT  SERVICE  FOR  TV 

Telemat  adapts  familiar  newspaper  ad- 
vertising technique  for  use  by  video  ad- 

vertisers    56 

WEAVER  LEAVES  NBC 

Resignation  of  board  chairman  leaves 
President  Robert  Sarnoff  as  top  officer; 

four  executive  vice  presidents  elected 
in  NBC  reorganization  64 

CBS  RADIO  OUTLETS  MEET 

More  than  200  affiliates  of  CBS  Radio 

expected  to  attend  two-day  meeting 
starting  today  in  New  York  to  learn 

network's  sales,  programming  and  pro- 
motion plans  for  coming  year  66 

TV  PROBE  MOVES  TO  NEW  YORK 

Hearings  of  House  Antitrust  Subcom- 
mittee on  alleged  monopoly  in  televi- 

sion to  start  in  New  York  on  Thursday, 
with  film  companies  on  stand  74 

departments 
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POLITICAL  TIME  ALLOTMENTS 

Representatives  of  networks  and 
NARTB  are  scheduled  to  testify  to- 

morrow on  political  broadcast  time 
contracted  for  or  available  without 
charge  at  hearing  of  Senate  Elections 
Subcommittee  in  Washington  76 

FIRST  TRANSLATOR  GRANTS 

FCC  authorizes  Mt.  Grant  Television 
Booster  Service  Corp.,  Hawthorne, 
Nev.,  to  re  broadcast  programs  of 

KRON-TV  San  Francisco,  and  James 

R.  Oliver,  Bishop,  Calif.,  to  re  broad- 
cast those  of  KNXT  {TV)  and  KRCA 

(TV)  Los  Angeles  79 

SPARTANBURG  CASE  BACK  TO  FCC 

Appellate  court  rules  Commission 
erred  in  granting  WSPA-TV  Spartan- 

burg, S.  C,  permission  to  move  its 
transmitter  to  Paris  Mt.  without  re- 

ceiving engineering  evidence;  remands 
case  for  rehearing  80 

NEW  CONVENTION  FORMULA 

Will  allow  radio  and  tv  delegates  at 
1957  NARTB  convention  more  time 

to  discuss  their  individual  media  prob- 
lems .    ...  87 

USE  TV  NOW,  JCET  TOLD 

Time  is  here  to  put  to  work  educational 

tv  techniques  already  developed,  Dr. 
W.  R.  G.  Baker  tells  Joint  Council  on 
Educational  Television  88 

THEY  TRAIN  THEIR  OWN 

WTOP-TV  Washington  conducts  2V2- 

year  learn-while-you-earn  course  to  de- 

velop young  employes  into  skilled  pro- 
ducer-directors  96 

WHAT  TO  DO  WHEN  STORMS  STRIKE 

Andy  Fuller,  community  service  direc- 
tor, WTAG  Worcester,  prepares  sum- 

mary of  duties  of  each  staff  member 

during  tornados,  floods,  other  emer- 
gencies  100 

WRCA'S  'GRAND'  HUNT 
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station   107 

Film   56 

For  the  Record  120 

Government    74 

In  Review    12 

International   112 

Lead  Story    35 

Manufacturing  90 

Milestones    32 

Networks    64 
On  All  Accounts   22 

Open  Mike   16 
Our  Respects   20 
Personnel  Relations  62 

Political  Broadcasting  72 

Programs  &  Promotion  114 
Stations    91 

Trade  Assns   87 

Page  10    •    September  10,  1956 

BROADCASTING 

Tl 

THE  BUSINESSWEEKIY  OF  RADIO  AND  TELEVISION 
Published  Every  Monday  by  Broadcasting 

Publications  Inc. 

Executive  ond  Publicotion  Headquarters 
Broadcasting  •  Telecasting  Bldg. 

1735  De  Sales  St.,  N.  W.,  Washington  6,  D.  C. 
Telephone:  MEtropolitan  8-1022 

EDITOR  &  PUBLISHER:  Sol  Taishoff 
MANAGING  EDITOR:  Edwin  H.  James 
SENIOR  EDITORS:   Rufus  Crater   (New  York).  J. 
Frank  Beatty.  Bruce  Robertson 

NEWS  EDITOR:  Fred  Fitzgerald 
SPECIAL  PROJECTS  EDITOR:  David  Glickman 
ASSOCIATE  EDITORS:  Earl  B.  Abrams,  Lawrence 
Christopher  (Hollywood) 

ASST.  TO  MANAGING  EDITOR:  Donald  V.  West 
ASSISTANT  EDITOR:  Harold  Hopkins 
STAFF  WRITERS:  Ray  Ahearn,  Jacqueline  Eagle, 
Daw«nn  Nail.  Munsey  Slack.  Lamar  Underwood 

EDITORIAL  ASSISTANTS:  Hilma  Blair,  Sylvia  Quinn, 
John  Sheldon.  Ann  fasseff.  Rita  Wade 

SECRETARY  TO  THE  PUBLISHER:  Gladys  L.  Hall 

BUSINESS 
VICE  PRESIDENT  &  GENERAL  MANAGER:  Maury  Long 
SALES  MANAGER:  Winfield  R.  Levi  (New  York) 
SOUTHERN  SALES  MANAGER:  Ed  Sellers 
PRODUCTION  MANAGER:  George  L.  Dant 
TRAFFIC  MANAGER:  Harry  Stevens 
CLASSIFIED  ADVERTISING:  Wilson  D.  McCarthy 
ADVERTISING   ASSISTANTS:    Cecilia   Delfox,  Doris 

Kelly.  Jessie  Young 
AUDITOR-OFFICE  MANAGER:  Irving  C.  Miller 
ASSISTANT  AUDITOR:  Eunice  Weston 
SECRETARY  TO  GENERAL  MANAGER:  Eleanor  Schadi 

CIRCULATION  &  READER'S  SERVICE 
MANAGER:  John  P.  Cosgrove 
SUBSCRIPTION  MANAGER:  Frank  N.  Gentile 
CIRCULATION  ASSISTANTS:  Bessie  Farmer,  Joseph 

Rizzo,  Charles  Harpold,  Frank  McCully 
BUREAUS 

NEW  YORK 
444  Madison  Ave.,  Zone  22,  PLaza  5-8355 

Editorial 
SENIOR  EDITOR:  Rufus  Crater 
AGENCY  EDITOR:  Florence  Small 
ASST.  NEW  YORK  EDITOR:  David  W.  Berlyn 
NEW  YORK  FEATURES  EDITOR:  Rocco  Famighetti 
STAFF  WRITERS:  Frank  P.  Model,  Selma  Gersten. 

Doris  Fischoff 
Business 

SALES  MANAGER:  Winfield  R.  Levi 
SALES  SERVICE  MANAGER:  Eleanor  R.  Manning 
EASTERN  SALES  MANAGER:  Kenneth  Cowan 
ADVERTISING  ASSISTANT:  Donna  Trolinger 

CHICAGO 

360  N.  Michigan  Ave.,  Zone  1,  CEntral  6-4115 
MIDWEST  NEWS  EDITOR:  John  Osbon 
WESTERN  SALES  MANAGER:  Warren  W.  Middleton, Barbara  Kolar 

HOLLYWOOD 
6253    Hollywood    Blvd.,    Zone   28,    Hollywood  3-8181 
ASSOCIATE  EDITOR:  Lawrence  Christopher 
WESTERN  SALES  MANAGER:  Bill  Merritt,  Virginia Bialas 

Toronto,  32  Colin  Ave.,  HUdson  9-2694 
James  Montagnes 

SUBSCRIPTION  INFORMATON 

Annual  subscription  for  52  weekly  issues:  $7.00.  Annual 
subscription  including  BROADCASTING  Yearbook  (53d 
issue):  $9  00,  or  TELECASTING  Yearbook  (54th  issue): 
$9.00.  Annual  subscription  to  BROADCASTING  •  TELE- CASTING, including  54  issues:  $11.00.  Add  $1.00  per 
year  for  Canadian  and  foreign  postage.  Regular  issues: 
351  per  copy;  53d  and  54th  issues:  $3.00  per  copy. 

ADDRESS  CHANGE:  Please  send  requests  to  Circulation 
Dept.,  BROADCASTING  •  TELECASTING,  1735  DeSales  St., 
N.W.,  Washington  6,  D.  C.  Give  both  old  and  new 
adresses,  including  postal  zone  numbers.  Post  office will  not  forward  issues. 

BROADCASTING*  Magazine  was  founded  in   1931  by 
Broadcasting  Publications  Inc.,  using  the  title:  BROAD- 

CASTING*—The  News  Magazine  of  the  Fifth  Estate. 
Broadcast  Advertising*  was  acquired  n  1932,  Broadcast 
Reporter  in  1933  and  Telecast*  in  1953. 

*Reg.  U.  S.  Patent  Office 

Copyright  1956  by  Broadcasting  Publications  Inc. 

Broadcasting    •  Telecasting 



Put  your  own  magnifying  glass  to  the  latest  Telepulse  and  ARB  figures  for  San  An- 

tonio .  .  .  and  here's  what  you'll  find. 

The  July  Telepulse  shows  that  KENS-TV  is  first  in  average  share  of  audience  in 
each  of  the  nine  measured  time  periods  during  the  broadcast  week  .  .  .  and  -that 
thirteen  of  the  top  fifteen  once-a-week  shows  are  seen  on  KENS-TV. 

The  June  ARB  shows  that  KENS-TV  has  a  nighttime  audience  nearly  40  per  cent 
greater  than  station  B,  and  an  even  more  impressive  lead  for  weekday  mornings. 

Put  this  unquestioned  leadership  to  work  f°r  your  clients  .  .  .  for  more  informa- 
tion about  KENS-TV  contact  Peters,  Griffin,  Woodward,  Inc. 
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WEED 

and  Company 

as  national  sales  / 

representative 

Now,  with  just  one  call  to  your  Weed 

man,  you  can  sell  %  of  CALIFORNIA 

with  the  one  "Big  Impact"  two-station 
buy: 

KBIF  Fresno,  1000  watts  on  900  kc, 

the  only  independent  delivering  the 

nation's  No.  1  farm  market  plus  the 
whole  Central  California  Valley. 

KBIG  Catalina,  10,000  watts  on  740  kc, 

only  independent  powerful  and  popular 

enough  to  register  in  surveys  of  all 

3  major  Southern  California  metro- 

politan areas — Los  Angeles,  San  Die- 
go and  San  Bernardino. 

You  get  high-quality  music-news,  plus 

maximum  coverage  at  lowest  cost-per- 
thousand,  with  both. 

Your  Weed  contact  now  can  sell  you 

either  station  ...  or  both,  at  KBIG 

rates  plus  just  25%. 

JOHN  POOLE  BROADCASTING 

CO. 

6540  Sunset  Blvd., 

Los  Angeles  28,  Calif. 

Hotel  Californian,         Fresno,  Calif. 

 IN  REVIEW  

PRESS  CONFERENCE 

EIGHT  days  ago,  columnist  George  Sokolsky 

wrote:  "Television  is  essentially  of  the  theater, 
not  of  the  press."  Last  Wednesday  evening 
Martha  Rountree's  Press  Conference  proved 
that  tv's  theatrical  abilities  could  bring  home 
a  news  story  with  an  animation  and  impact  un- 

attainable by  all  other  media. 

Producer  Oliver  Presbrey,  a  panel  of  news- 
men and  a  film  crew  flew  to  Egypt  for  a  film 

interview  with  President  Gamal  Abdel  Nasser 
on  the  Suez  Canal  situation.  Four  days  later 

Press  Conference  brought  a  full  half-hour  of 
grilling  of  the  Egyptian  President  into  millions 
of  American  homes. 

It's  true  that  many  of  the  newsmen's  blunt 
questions — e.g.,  would  Egypt  resort  to  war?; 
would  Egypt  accept  Russia  as  an  ally? — were 
sidestepped  by  Nasser  with  a  creditable  display 
of  semantics.  Nevertheless,  the  interview  gave 

a  clearer  insight  into  Egypt's  problems  and 
crystallized  the  personality  of  the  man  who 
heads  that  nation. 

The  sound  track  on  the  film  was  bad,  but 
acceptable  in  view  of  the  importance  of  the 
situation  and  the  interviewee. 

This  Wednesday  night  Press  Conference  will 
round  out  the  Suez  story  with  a  sequel  present- 

ing the  British  point  of  view. 
Production  costs:  Approximately  $14,000. 
Sponsored   by   Corn   Products  Refining  Co. 

through  C.  L.  Miller  Adv.,  New  York,  on 
NBC-TV,  Wed.,  8-8:30  p.m.  EDT. 

Moderator:  Martha  Rountree;  producer:  Oliver 
Presbrey;  director:  Victor  Guidice. 

Guest  interviewers:  John  Madigan,  Newsweek; 
Richard  Wilson,  Cowles  Publications;  John 
Beat  and  John  M.  Mecklin,  Time;  Geoffrey 
Godsell,  Christian  Science  Monitor;  Robert 
Hewitt,  Minneapolis  Star  &  Tribune;  Arch 
Parsons,  N.  Y.  Herald  Tribune;  Wilton  Winn, 
Associated  Press;  Wilson  and  Lee  Hall,  NBC 
News;  Peter  Webb,  United  Press;  Charles 
Arnot,  INS;  Reynolds  Packard,  N.  Y.  Daily 
News;  Charles  Adams,  Manchester  Guardian; 

Ruth  Morgan,  Des  Moines  Register  &  Trib- 
une, and  Richard  Fryklund,  Washington  Eve- 
ning Star. 

STUDIO  ONE 

THE  Civil  War  seemingly  is  an  endless  source 

of  story  material  both  for  novelists  and  tele- 

vision writers.  Last  Monday's  "Day  Before 
Battle"  on  Studio  One  was  another  in  the  cur- 

rent spate  of  stories  set  in  that  period.  We 
came  prepared  to  be  bored,  but  were  not. 

This  was  about  a  Yankee  soldier  assigned 
to  guard  a  rebel  spy  who  is  to  be  shot  at 
morning.  He,  the  Yankee,  has  just  met  a 
young  Pennsylvania  girl,  and  as  this  is  his 
last  night  before  battle,  wants  to  spend  his 
time  with  her.  So,  he  reasons,  why  not  shoot 
the  prisoner  now,  saving  the  firing  squad  the 
trouble  and  freeing  himself  to  be  with  his  girl? 

As  it  turns  out,  that's  about  what  happens, 
but  not  until  the  soldier's  best  friend  comes  on 
the  scene  and  tries  to  argue  him  out  of  it. 
When  they  scuffle  for  the  gun,  the  rebel  tries 
to  escape.  The  best  friend  shoots  him  down. 

All  hands  did  a  fine  job.  If  the  results  were 
a  little  less  than  terrific,  it  was  due  to  the  story 

line's  being  just  a  bit  trite  in  spots. 
Production  costs:  $30,000. 

Sponsored  by  Westinghouse  Electric  Corp.  via 
McCann-Erickson  on  CBS-TV,  Mon.,  10-11 

p.m.  EDT. 
Cast:  Jack  Lord,  Gerald  Sarracini,  Susan  Oliver, 

Warren  Oats,  others.  "A  Day  Before  Bat- 
tle" written  by  Sherman  Yellen  and  Peter 

Stone. 
Producer:  Robert  Herridge;  director:  Francis 

Moriarty. 

THE  LEADING  QUESTION 

FROM  a  strictly  non-partisan  point  of  view, 

we're  just  as  glad  that  Sen.  John  F.  Kennedy 
fell  off  the  Chicago  bandwagon  last  month, 
for  had  he  been  nominated  chances  are  that 
this  brilliant,  young  historian  (Profiles  in 

Courage)  wouldn't  be  available  these  late 
summer  nights  for  some  lucid  observations  on 
the  democratic — ic,  that  is — processes  that 
keep  this  republic  operating. 

A  week  ago  Thursday,  the  senator  joined 
Pulitzer  Prize-winning  New  York  Times  chief 
congressional  correspondent  William  S.  White 

on  CBS  Radio's  The  Leading  Question  in  the 
first  of  a  series  of  three  programs  on  the  role 
of  the  legislative,  judicial  and  executive 
branches  of  the  government.  They  in  turn  were 
interrogated — if  such  a  word  is  applicable  to 
a  program  that  was  less  debate  than  calm  dis- 

cussion— by  Stuart  Novins,  and  for  25  minutes 
CBS  Radio  listeners  who  cared  could  find  out 

why  the  "theory  of  accommodation" — or 
separation  of  powers — works  so  happily  for 
the  citizen.  Mr.  Kennedy  was  a  most  necessary 

fixture:  without  his  droll,  Boston-accented  illu- 
strations from  U.  S.  history,  the  program  could 

have  just  been  another  routine  hash  session. 

AH  said,  this  Leading  Question — featuring 
the  right  topic  and  the  right  people  to  kick  it 
about — is  the  sort  of  stuff  at  which  radio  public 
affairs  excels.  Big  Brother  Camera  Eye 
couldn't  have  done  an  iota  better. 

Broadcast  sustaining  on  CBS  Radio  Thursdays, 
9:30-9:55  p.m.  EDT. 

Producer-director:  Nancy  Hanschman;  modera- 
tor: Stuart  Novins. 

SEEN  &  HEARD 

WE  DON'T  know  if  it's  got  anything  to  do  with 
election  year  fever,  but  Robert  Montgomery 
has  been  acting  suspiciously  nervous  during  the 
filmed  "breaks"  these  past  Monday  nights  on 
his  Johnson's  wax  and  Schick  programs.  For 
a  man  renowned  for  having  taught  the  Man 

from  Abilene  on-camera  poise,  Mr.  Mont- 

gomery's behavior  has  led  us  to  conclude  that 
he  could  take  a  lesson  or  two  from  his  pupil. 

THEY  TELL  us  that  commercial  broadcasting 
has  it  all  over  print  media  because  the  sponsor 

knows  "exactly"  what  surrounds  his  advertis- 

ing message.  Well,  they've  told  us,  all  right, 
but  they  obviously  haven't  tipped  off  Ernie 
Kovacs.  The  latter's  show  of  one  week  ago 
opened  with  a  series  of  flip  cards,  one  of  which 

said  that  the  program  would  do  "without  Clark 
Gable,  Grace  Kelly  and  John  Wayne,"  an  ob- 

vious dig  at  the  spectaculars.  Fifteen  minutes 

later,  the  first  "commercial"  of  the  evening 
came  on — donated  by  Helene  Curtis  &  Earle 
Ludgin  Adv. — a  recruiting  film  for  the  U.  S. 
Marine  Corps.  Star  performer:  John  Wayne. 

Schools  to  Benefit 

THE  three-part  dramatized  study  of  the 
U.S.  Constitution  presented  last  winter  on 
Omnibus  when  that  tv  program  was  on 
CBS  will  be  made  available  this  fall  as 
a  book  publication  under  the  title,  The 

Constitution,  according  to  the  Tv-Radio 
Workshop  of  the  Ford  Foundation,  the 

program  producer.  Houghton-Mifflin  Co. will  release  the  book  in  two  forms,  as  a 
trade  and  as  a  school  edition.  Retaining 

original  script  and  illustrated  with  pic- 
tures from  the  programs,  the  book  will 

be  available  to  schools  and  civic  groups 

for   non-profit  dramatic  performances. 
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Red  Carpet*  Service  on  United  Air  Lines . . . 

luxury  travel 

at  its  best! 

Air  travel's  warmest  welcome  mat  is  a 
red  carpet! 

It  introduces  you  to  United's  brilliant  Red 
Carpet  Service— special  nonstop  flights  coast 
to  coast  and  between  fifteen  U.  S.  cities 

(including  Honolulu)  on  DC-7  Mainliners! 

This  is  travel  with  a  new  flair!  You  sense 

it  in  the  accommodations,  the  people  you 

meet,  the  attention  paid  you.  A  cloud-soft, 
reclining  seat  is  reserved  for  you  when  you 

buy  your  ticket.  Your  meal  is  the  creation 

of  a  master  chef  who  tops  it  off  in  the  con- 
tinental manner  with  French  pastry.  There 

are  games,  soft  music,  travel  favors,  other 

"extras"—  all  at  no  extra  fare! 

You'll  want  to  make  reservations  soon  for 
Red  Carpet  Service  (with  us,  or  with  an 

Authorized  Travel  Agent). 

RED  CARPET  SERVICE  -now  on  United's  twenty-four  most  pop- 

ular DC-7  nonstops  between  fifteen  eities  in  the  U.S.  and  Hawaii 

—  including  day  and  night  nonstops  coast  to  coast ! 

•"Red  Carpet"  Is  a  service  mark  used  and  owned  by  United  Air  Lines,  Inc 
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The  beautiful  Toledo  Central  Union  Terminal  is  fitting  testimonial  to  the 

nation's  third  largest  rail  center.  Toledo  is  served  by  13  major  railroads. 

If  it's  made  of  glass,  you're  in  touch  with  Toledo's  Museum  of  Art,  rated  among  the  top  ten  in 

Toledo,  the  "glass  capital  of  the  world."  the  country,  proves  that  industry  and  culture  do  mix. 



Renowned  for  its  exploits  in  peace  and  war,  a  modern  workhorse 

for  farm  and  industry,  is  the  Toledo  manufactured  Willys  Jeep. 

Foreign  ships  are  commonplace  at  the  Port  of  Toledo,  and 

Toledo  ranks  tenth  in  tonnage  among  all  the  nation's  ports. 

THE  KEY  TO  THE  SEA 

Lying  along  both  sides  of  the  Maumee  River  near 

where  it  widens  into  Lake  Erie,  Toledo,  Ohio,  has 

been  blessed  with  superb  water  transportation,  but 

it  ranks  third  in  the  nation  as  a  railroad  center,  too. 

Its  yearly  shipment  of  over  20  million  tons  of  coal 

each  year  leads  the  world,  and  Toledo  is  a  manu- 

facturing center  of  glass,  plastics,  textiles,  machine 

tools,  scales,  and  a  myriad  of  other  products. 

No  young  upstart,  the  city  of  Toledo  was 

founded  in  1832,  but  despite  its  maturity,  retail  sales 

have  increased  108  percent  during  the  past  10  years. 

For  35  years,  WSPD  has  been  the  voice  of 

Northwestern  Ohio,  programming  locally  in  char- 

acter with  its  area.  NBC  programs  have  helped 

establish  its  radio  audience  leadership. 

Nine  years  ago,  WSPD-TV— Toledo's  only 
television  station — went  on  the  air  to  serve  a  23 

county  Billion  Dollar  Market,  the  only  medium 

covering  this  entire  area.  WSPD-TV  is  a  CBS 

Basic  and  also  carries  NBC  and  ABC  programs. 

STORE  R 

BROADCAST  I NG 

COMPANY 

WSPD-TV      WJW-TV  WJBK-TV 
Toledo,  Ohio  Cleveland,  Ohio  Detroit,  Mich. 

WSPD          WJW  WJBK 
Toledo,  Ohio  Cleveland,  Ohio  Detroit,  Mich. 

WAGA-TV Atlanta,  Ga. 

WAGA Atlanta,  Ga. 

WBRC-TV        KPTV  WGBS-TV 
Birmingham,  Ala.      Portland,  Ore.       Miami,  Fla. 
WBRC 

Birmingham,  Ala. 
WWVA  WGBS 

Wheeling,  W.Va.     Miami,  Fla. 

SALES  OFFICES 
18  East  57th  Street,  New  York  22  •  Murray  Hill  8-8630 

TOM  HARKER  —  vice-president  and  national  sales  director  ^ 
BOB  WOOD — national  sales  manager  J 

LEW  JOHNSON  — midwest  sales  manager  •  230  North  Michigan  Avenue,  Chicago  1  •  Franklin  2-6498 
GAYLE  GRUBB — vice-president  and  Pacific  coast  sales  manager  •  111  Sutter  Street,  San  Francisco  •  Sutter  1-8689 



NOW... 

WHEN  IT  COUNTS  THE  MOST! 

WFMJ 

OFFERS  TOP  AUDIENCE  IN 

PRIME  RADIO  TIME 

lO  AM 

7am 

PULSE  FOR  JUNE,  1956 

 PROVES  IT  .  .  . 

WFMJ- -27%  OF  AUDIENCE 

STA  B- -23%  OF  AUDIENCE 

STA  C- -17%  OF  AUDIENCE 

STA  D- -  7%  OF  AUDIENCE 
(7  am  to  10  am) 

first in  most  other  times,  tool 

Ut**efa>ie  ...  THE  SOUND  WAY 
TO  SELL  THE  BIG  YOUNGSTOWN, 
OHIO,  MARKET  WITH  ITS  HALF- 
MILLION  PLUS  POPULATION  IS  TO 
BUY  IN 

PRIME  RADIO  TIME 

on  the  station  with 

•  HIGHEST  RATINGS 

•  LARGEST  AUDIENCE 

•  FINEST  PROGRAMS 

•  LOWEST  COST  PER/M 

•  COMPLETE  MERCHANDIS- 
ING 

•  5000  WATTS-NBC 

WRITE  OR  CALL  HEADLEY-REED  OR  MITCH 
STANLEY,  STATION  MANAGER  FOR  FALL 
AVAILABILITIES  IN  YOUNGSTOWN'S 

•  PRIME  RADIO  TIME* 
THE  GOOD  NEIGHBOR  STATION 

OPEN  MIKE 

WFMJ 

5000 
WATTS 

FULL 
TIME 

NBC 

VQUMCSTOWN,  OHIO 
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Agency  Emphasis 

EDITOR: 

Having  been  in  the  broadcasting  business  for 
about  12  years  and  having  been  a  reader  and 
subscriber  of  yours  for  all  of  those  years,  I 
have  come  to  the  conclusion  that  emphasis  has 

been  placed  on  the  advertising  agency's  part  in 
our  business  to  the  exclusion  of  the  broadcast- 

er's all  to  often. 

B»T  is  the  bible  of  our  business  and  I  feel 

that  it  should  contain  more  material  of  genu- 
ine interest  to  the  behind-the-scenes  personnel 

in  the  radio-television  business.  We  read  the 
ads,  the  column  on  station  personnel,  the 
feature  articles  dealing  with  broadcasting  and 
the  paragraphs  concerning  individual  stations 
and  networks  with  interest  but  the  articles 

emphasizing  ad  agencies,  film  companies,  time 
buyers,  etc.  leave  something  to  be  desired 
from  our  point  of  view  .  .  . 

Robert  D.  Murphy,  Prod.-Dir. 
KOA  Denver,  Colo. 

Radio  Dynamics 

EDITOR: 

Your  "Pepsi  Pleased"  editorial  [B*T,  Aug. 
27]  again  emphasizes  the  dynamics  of  radio 
and,  naturally,  we  are  pleased  to  have  been 
selected  by  K  &  E  as  the  testing  ground,  de- 

livering audiences  at  four  cents  a  listener,  and 
creating  an  almost  unbelievable  demand  for 

Pepsi.  Radio  selling  has  only  self-imposed  lim- itations. 

Lee  Bartell,  Mgng.  Dir. 
KCBQ  San  Diego,  Calif. 

Praise 

EDITOR: 

...  I  honestly  believe  you  do  a  truly  out- 
standing job,  and  welcome  this  opportunity 

to  tell  you  so. 
Frank  W.  Crane,  Pres. 
Southern  Calif.  Broadcasting  Assn. 

Los  Angeles 

Red,  White  and  Blue  Ink 

EDITOR: 

If  you  will  pardon  the  gilded  ivy  of  an 

academic  accolade,  I'd  like  to  congratulate  you 
heartily  for  your  recent  forthright  stand  on 
freedom  of  the  airwaves.  Your  statements  in 

B«T  with  regard  to  the  right  to  edit  political 

conventions  by  tv  networks  were  in  the  tradi- 
tion of  American  responsibility  as  declared  in 

the  First  Amendment  and  the  Bill  of  Rights. 
Too  often  we  forget  this  tradition  as  it  applies 
to  the  more  recent  media  of  radio  and  tv,  and 
to  this  end  you  have  accomplished  a  public 
service. 

Without  wishing  to  belabor  the  National 

Chairman  of  the  Democratic  Party,  I'd  like 
to  say  .  .  .  that  the  thesis  that  public  license 
to  telecast  does  not  permit  editing  by  private 
broadcasters  is  not  only  traditionally  falacious 

but  democratically  dangerous.  When  govern- 
mental or  political  organizations  not  only  de- 
termine the  content  of  information  but  also  the 

form  of  transmission,  then  a  free  society  is 
finished.  Democracy  is  dead,  the  Republic  is 
ended.  Dictatorship  rules. 

On  the  other  hand,  since  freedom  is  not 

license  but  responsibility  it  is  safer — in  the 
American  way  of  life — to  trust  the  transmitters 
(press,  publishing,  radio,  tv,  theatre,  motion 

pictures)  who  are  responsible  primarily  to 
the  public.  Safer,  because  in  a  democracy,  the 
public  is  in  the  long  run  saner  than  a  partisan 
party  or  a  powerful  government  .  .  .  The  best 
censor  is  the  man  in  the  living  room  with  his 
hand  on  the  dial.  Let  the  networks  edit  what 

he  gets,  but  in  the  end  he  is  the  final  editor  .  .  . 

May  you  continue  to  wave  your  pen  with 
red,  white  and  blue  ink! 

Robert  Gessner,  Prof,  of  Motion  Pic- 
tures &  Tv 

New  York  U.,  New  York 

Does  Macy's  Plug  Gimbel's? 
EDITOR: 

In  regard  to  letters  written  you  recently 

concerning  gratis  and  unnecessary  radio-tv 
credit  given  to  newspapers  for  news  coverage, 
I  should  like  to  add  my  oar  to  the  stream  of 
conversation.  Many,  many  times  on  tv  dramas 

I  have  heard  an  actor  or  actress  say,  "I  see  by 

the  newspaper  today  that  .  .  .  ." 
Martha  Rountree's  program,  Press  Confer- 

ence, is  one  of  the  main  offenders  of  this  let's- 
give-the-other-boys-a-hand  bit.  At  the  conclu- 

sion of  her  program  each  and  every  week  she 

says,  in  effect,  "Be  sure  to  read  your  newspaper 
tomorrow  for  genuine  news  coverage."  I  wrote 
Miss  Rountree  and  voiced  my  complaint,  point- 

ing out  that  if  she  should  feel  obligated  to 
mention  newspaper  news  coverage,  she  could 

at  least  mention,  in  addition,  the  great  in- 
dustry which  pays  her  salary.  To  date,  Miss 

Rountree  has  not  had  the  time  or  inclination 

to  reply.  .  .  . 
I  think  our  industry  should  stop  the  free 

plugs  and  point  out  the  importance  and  ef- 
ficiency of  news  coverage  on  radio  and  tele- 

vision. 

On  a  nationwide  hookup,  I'm  sure  Mr.  Macy 
wouldn't  publicly  recommend  you  buy  from 
Mr.  Gimbel,  would  he? 

Mel  Murray,  Mgr. 

WFOB-A  M-FM  Fostoria,  Ohio 

Religious  Broadcasting 

EDITOR: 

.  .  .  May  we  take  this  opportunity  to  thank 
your  magazine  for  the  interest  it  has  always 
shown  in  religious  use  of  radio  and  television 
and  for  the  encouragement  given  these  fields 

in  your  news  columns. 
Jacqueline  D.  Kersh 
Asst.  to  Dir.  of  Utilization 

and  Field  Services 
Radio  &  Film  Commission 
The  Methodist  Church 
Nashville,  Tenn. 

Presumptuous 

EDITOR: 

It  is  presumptuous  of  me  to  point  out  the 
spelling  of  presumptuous  in  the  review  of 
"Company  Wife"  [B«T,  Sept.  3],  but  being  a 
secretary,  the  misspelled  word  jumped  out  at 
me  in  the  third  paragraph. 

This  little  point  would  not  have  been  brought 
up,  were  it  not  for  the  fact  that  I  thoroughly 

enjoyed  "Company  Wife,"  even  though  it 
"did  not  heed  Mr.  Whyte's  basic  conclusion". 

Since  nothing  was  written  about  the  acting  in 
this  play,  I  suppose  the  reviewer  did  not  like 

that  either.  I,  for  one,  thought  it  superb.  How- 
ever, I  do  not  know  about  the  authenticity  of 

the  characters. 

Allene  Kuiken 

Washington,  D.  C. 

Broadcasting Telecasting 



Sometimes  (like  the  turtle) 

an  agency  makes  progress 

only  when  it  sticks 

its  neck  out 

In  case  you're  curious,  Y  &  R  research,  turtle  division,  has 
come  up  with  the  following  information: 
1.  A  turtle  can  move  with  its  head  inside  the  shell. 
2.  A  turtle  usually  sticks  its  neck  out  when  moving. 
3.  A  turtle  is  likely  to  move  faster  with  its  head  outside 
than  inside. 

YOUNG  &  RUBICAM,  INC. 

ADVERTISING 

New  York  •  Chicago  •  Detroit  •  San  Francisco  •  Los  Angeles  •  Hollywood 

Montreal  •  Toronto  •  Mexico  City  •  San  Juan  •  London 
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They're
 

WRGB  SCHENECTADY-ALBANY-TROY,  IS  SOLD  BY 



a 
half-million 

families... 

WRCV-TV 

Chicago 
St.  Louis 
Denver 
Seattle- 
Tacoma  KOMO,  KOMO-TV 
Los  Angeles  KRCA 
Portland  KPTV 
San  Francisco  KNBC 
Honolulu         KGU,  KONA-TV 

and  any  friend  of  theirs 

is  a  friend  of  yours! 

When  WRGB's  sales-winning  personalities  tell 
their  viewers  about  your  product  on  their  local, 

live  programs,  it's  neighbor  talking  to  neighbor  — 
and  the  good  word  spreads  fast!  This  fast:  With 

individual  program  ratings  as  high  as  22.1  and  25.1, 

according  to  the  latest  ARB,  these  eight  super- 

salesmen  draw  up  to  78%  share-of-audience,  and 
average  an  astonishing  56%  share! 

To  viewers  in  the  half-a-million  TV  homes  of  the 

Schenectady-Albany-Troy  area,  these  people  are 

next-door  neighbors  who  chat  about  hometown  do- 
ings .  .  .  entertain  the  family  .  .  .  swap  favorite 

recipes  .  .  .  pass  along  useful  household  hints.  And 

because  their  viewers  set  so  much  store  by  what 

they  say,  a  word  from  these  folks  means  a  warm 

reception  for  your  product  in  a  circle  of  friends  as 

big  as  the  30-county,  Northeastern  New  York- 
Western  New  England  market  covered  by  WRGB. 

Seventeen  years  of  active  participation  in  local 
affairs  has  earned  WRGB  the  audience  confidence 

that  produces  results  for  sponsors.  And  it's  this 
same  close  identification  with  community  wants  and 

interests  that  benefits  the  advertiser  in  every  mar- 

ket served  by  an  NBC  Spot  Sales  station. 

There's  always  something  extra  on  the  stations 
represented  by  NBC  Spot  Sales. 

I  -  Sunnie  Jennings  and  Ernie  Tetrault  —  home  fare  — 
Monday  through  Friday,  9:00-9:30  a.m.  A  daily  serving 
of  news,  interviews,  recipes,  household  hints,  fashions, 
and  special  features  of  interest  to  homeviewers. 

•2  Earle  Jerris  —  the  earle  jerris  show  —  Monday, 
Wednesday.  Friday,  1:00-1:30  p.m.  Songs  and  piano  styl- 
ings  especially  designed  for  daytime  viewing. 

3  Kathy  Maguire  —  taste  time  —  Monday  through 
Friday,  2:00-2:30  p.m.  Planning,  purchasing,  and  pre- 

paring meals  —  a  complete  menu  every  day. 
<*.  Grant  Van  Patten  —  trader  van  —  Monday  through 

Thursday,  2:30-3:00  p.m.;  Friday,  2:45-3:00  p.m.  "A 
classified  advertising  page  on  TV,"  bringing  together 
viewers  who  want  to  sell  and  viewers  who  want  to  buy. 

5.  Glendora  Folsom  —  s.  s.  glendora  —  Monday  through 

Friday,  5:00-5:15  p.m.  Novel  entertainment  with  a 
nautical  theme  for  children  aged  4  to  14. 

6.  Bill  Mulvey  —  bronco  bill  —  Monday 
through  Friday,  6:00-6:30  p.m.  Top  family 
fare— cowboy  films  from  live  western  setting. 

7-  Garry  Stevens  —  TV  showcase  —  Monday 

through  Friday,  6:30-6:55  p.m.  Music  and 
special  acts,  featuring  recording  star  Garry 

Stevens  and  his  "After-Six  Seven." 

J 



WFLA-TV 

POWERFUL ! 

316,000  

IN  FLORIDA'S 

SECOND  MARKET 

Operating  with  maximum  power 

and  Florida's  tallest  tower,  WFLA- 
TV  delivers  your  sales  message  with 
a  solid  316,000  watt  punch  into  an 
area  where  there  are  319,500  TV  sets 
—  and  where  retail  sales  zoomed  to 
more  than  a  billion  and  a  quarter 
dollars  last  year! 

Add  unduplicated  NBC  live  pro- 
gramming in  the  WFLA-TV  100-mile 

radius  to  expertly  planned  local  pro- 
grams packed  with  showmanship  — 

and  you  have  the  reason  why  National 

Spot  Advertisers  are  buying  WFLA- 

TV  2  to  7*  in  Florida's  SECOND 
MARKET! 

Consult  your  BLAIR-TV  man  for 
top-rated  availabilities  on  the  sales 

powerhouse  of  Florida's  West  Coast 
.  .  .  WFLA-TV. 

*Rorabaugh,  Jan.  1956 

wfla-tv  at ^  NBC  Basic   ■  • 

National  Representative-BLAIR-TV  Inc. 

our  respects 

to  GEORGE  ALFRED  WHITNEY 

COMPLACENCY  is  a  word  George  Whitney 

keeps  in  his  vocabulary  only  because  it  de- 

scribes every  broadcaster's  biggest  adversary. 
Otherwise,  he'll  have  no  part  of  it. 

Those  who  do  business  with  the  vice  presi- 

dent and  general  manager  of  KFMB-AM-TV 
San  Diego,  Calif.,  have  no  fear  that  this  subtle 
opponent  will  win  out  over  Mr.  Whitney.  His 
efforts  to  prove  consistent  success  for  both 
sponsor  and  station  are  too  vigorous. 

Mr.  Whitney  has  a  keen  respect  for  the  ben- 
eficial stimulus  of  competition.  He  encourages 

it  in  his  own  organization  by  a  management 
policy  which  completely  divorces  KFMB  radio 
from  the  tv  operation. 

"Television  is  the  strong,  newer  medium,"  he 
says,  "but  radio  is  bigger  than  ever  although 
it  has  had  to  change  its  complexion  a  bit.  Radio 
will  always  be  strong  because  it  can  saturate 

a  mass  audience  at  low  cost.  But  just  like  news- 
papers and  magazines  in  the  print  media,  radio 

and  tv  must  be  competitive." 
Progress  and  community  service  are  rules 

that  govern  all  planning  at  the  Wrather-Al- 
varez  Broadcasting  Inc.  stations,  whether  it  be 

programming  or  technical  facility.  KFMB-AM- 
TV  has  purchased  16  acres  overlooking  Mis- 

sion Bay  in  the  northern  part  of  San  Diego 

where  it  is  going  to  build  a  modern  radio-tv 
city.  It  will  be  completed  by  the  fall  of  1957, 
at  a  cost  of  about  $750,000. 

If  a  man  is  known  by  the  company  he 
keeps,  Mr.  Whitney  is  marked  as  one  who 

doesn't  let  his  leadership  qualities  and  com- 
munity interest  go  to  waste.  He  modestly  ac- 

knowledges active  membership  in  "an  awful 
lot  of  things"  but  his  associates  cite  his  newly- 
completed  term  on  the  Mayor's  Committee  for 
Industrial  Development  as  an  example  of  his 
constructive  ventures  to  help  build  San  Diego 
into  a  still  bigger  market. 

"We  consider  public  service  programming 
an  obligation,  an  opportunity,  a  challenge  and 

a  privilege,"  Mr.  Whitney  says.  "A  public 
service  message  is  as  important  to  the  com- 

munity as  a  sales  message  is  to  the  advertiser 

and  must  receive  the  same  attention  and  'sell'." 
KFMB-TV  for  three  years  has  been  tele- 

casting a  weekly  live  remote  from  the  world- 

famous  San  Diego  Zoo,  and  the  station's  half- 
hours  weekday  Tv  Classroom  has  been  scor- 

ing high  in  ratings  as  well  as  in  educational 
circles  and  offers  both  college  and  high  school 
credits. 

"We're  proud  of  our  aggressive  news  de- 
partment too,"  Mr.  Whitney  says,  citing  the several  mobile  film  units  used  in  tv  and  the 

large  bus  being  converted  to  a  mobile  tv  news 

studio  and  remote  truck.  "And  we  believe  in 

the  same  thoroughness  in  our  services  to  the 
advertiser  with  our  full  integrated  promotion 
and  merchandising  department,  complete  with 

its  own  printing  presses,"  he  adds. 
George  Alfred  Whitney  is  the  second  of 

four  generations  of  George  Whitneys  native  to 
California.  He  was  born  Feb.  18,  1907,  at  San 
Anselmo,  near  San  Francisco. 

Mr.  Whitney's  natural  musical  talent  took 
him  to  the  U.  of  California  for  two  years,  and 
he  earned  his  spending  money  with  campus 
dance  bands.  The  second  year,  1926,  one 

band  was  so  good  it  went  on  a  junket  to  Aus- 
tralia and  Mr.  Whitney  went  along.  He  re- 

mained "down  under"  to  work  musical  comedy 
for  several  months  and  then  returned  to  the 
U.  S.  and  the  serious  business  of  playing  the 
saxophone,  flute  and  clarinet,  thus  the  start  of 
a  professional  career  in  music  which  was  to  in- 

clude the  San  Francisco  Symphony. 

By  the  1930's,  music  had  become  a  strong 
factor  in  successful  radio  programming  and 
like  music,  radio  had  found  Mr.  Whitney.  In 
1932  he  became  musical  director  of  KFRC 

San  Francisco,  then  the  CBS-Don  Lee  key,  and 

he  played  on  network  shows  such  as  Blue  Mon- 
day Jamboree  (Lipton  tea  and  Shell  oil), 

Happy  Go  Lucky  Hour  (General  Paint  Co.) 
and  Feminine  Fancy.  Soon  Meredith  Willson 

begin  commuting  to  Hollywood  for  NBC's Maxwell  Coffee  Time  and  by  1937,  after  NBC 
had  moved  its  music  department  south,  Mr. 
Whitney  followed  to  work  with  Mr.  Willson 
on  NBC  shows  like  Carefree  Carnival. 

But  the  song  finally  ended.  Later  in  1937 

one  of  Mr.  Whitney's  other  talents  was  dis- 
covered— his  salesmanship.  He  joined  the 

sales  staffs  of  KFI  and  KECA  Los  Angeles  and 
began  working  his  way  up  to  sales  manager 
and  later  business  manager.  In  1947  he  left 
to  form  the  advertising  agency  of  Harrington, 
Whitney  &  Hurst  with  Gene  Harrington  and 
Peter  Hurst,  but  two  years  later  he  returned  to 

radio  as  sales  manager  of  Don  Lee's  owned  sta- tions and  the  Don  Lee  Network. 

The  next  year  he  transferred  to  KFI-AM- 
TV  Los  Angeles  as  general  manager  and  in 
1951  he  returned  to  Don  Lee  as  vice  president 
in  charge  of  tv  (Don  Lee  having  acquired 
KFI-TV).  In  November  1953,  Mr.  Whitney  was 

named  general  manager  of  KFMB-AM-TV  and 
in  May  of  this  year  he  was  elected  vice  presi- 

dent of  Wrather-Alvarez  Broadcasting  Inc. 
Mr.  Whitney  married  Georgia  Prather,  a 

native  Californian,  in  San  Francisco.  They  have 
a  daughter,  Mrs.  Charles  Menotti,  and  two 
sons,  Baron  and  George  III.  The  Whitneys 
have  a  home  in  Mission  Hills  overlooking  the 
bay  but  he  refuses  to  dabble  in  the  garden,  pre- 

ferring a  round  of  golf  with  Mrs.  Whitney. 
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Little  Sock's  POWW  PMML
 

Affiliate 

K AUK  TV 

Channel  4 

POWER  PREFERENCE  •  POWER  PROGRAMMING  •  POWER  FACILITIES 

Power  Preference 

Across  the  board,  Little  Rock  viewers 

choose  KARK-TV- 

ARB  Survey,  June  1956-KARK-TV  has 
7  of  the  top  12  nighttime  shows  select- 

ed by  Little  Rock  viewers— 

1.  Highway  Patrol— KARK-TV* 
2.  Your  Hit  Parade— KARK-TV 

3.  $64,000  Question— Station  B 
4.  Perry  Como  Show-KARK-TV 
5.  You  Bet  Your  Life— KARK-TV 

6.  I've  Got  a  Secret— Station  B 
7.  Badge  714-Station  C 
8.  $64,000  Challenge-Station  B 
9.  Lux  Video  Theatre-KARK  TV 

10.  Ed  Sullivan  Show— Station  B 
11.  George  Gobel  Show— KARK-TV 
12.  This  Is  Your  Life— KARK-TV 

*Shown  during  same  time  period  on 
KARK-TV  and  station  C.  Combined 
rating  scores  first  place.  Breakdown: 

KARK-TV,  26.9;  Station  C,  19.1. 

5  of  the  Top  5  Multiweekly  Shows  — 
Network  and  local,  KARK-TV  viewers 
voted  for  Channel  4  programming  — 
sweeping  the  first  five  places  with — 
1.  I  Married  Joan— 3:00  p.m.  Mon.  thru 

Fri. 

2.  News  Final— 10:00  p.m.  Sun  thru  Sat. 
3.  Queen  for  a  Day— 2:00  p.m.  Mon. 

thru  Fri. 

4.  Tennessee  Ernie  Ford  Show  — 12:30 
p.m.  Mon.  thru  Fri. 

5.  Evening  News  &  Weather— 6:00  p.m. 
Mon.  thru  Fri. 

Major  Share  of  Nighttime  Audience  — 
From  6:00  to  10:00  p.m.  KARK-TV  cap- 

tures the  largest  overall  share  of  Little 
Rock  viewers.  62  quarter-hour  firsts  of 
1 19  quarter-hours  per  week— the  largest 
audience  in  Little  Rock. 

Power  Preference— Power  Programming— 
Power  Facilities       fhe  KARK  TV  Rower 
Package  means  Sales  Power  in  Arkansas. 

Represented  by 

Power  Programming 

Network  and  local,  quality  program- 
ming is  increasing  the  already  proven 

Pulse  audience  lead  of  KARK-TV  — 

NBC  Television  —  Programming  voted 
best  by  Little  Rock  viewers  in  the  June 

1956  ARB  survey  ...  and  KARK-TV 

reperesents  NBC's  only  exclusive  outlet 
in  the  entire  state. 

Top-Rated  Local  Programming— Special- 
ized local  programming  for  everyone— 

from  Pat's  Party  for  the  children  to 
News  Final,  the  program  10:00  p.m. 

viewers  voted  in  the  top  Multi-Weekly 
programs  in  Little  Rock. 

Power  Facilities 

KARK-TV  facilities  complete  the  power 

package  in  programming  and  pref- 

erence — 
Higher  Tower-Maximum  Power— KARK- 
TV's  new  tower-power  package  delivers 
your  message  to  almost  all  of  Arkansas. 

Operating  on  Maximum  Power— 100,000 
watts. 

Full  network  color  facilities. 

One  of  the  Tallest  Towers  in  the  Nation 

—1,693  feet  above  average  terrain, 

—1,175  feet  above  ground. 

Little  Rock  Plus  44-County  Coverage  .  .  . 

Now  your  sales  message  to  thousands  of  new  viewers  . 

facts  inside  the  100  mv  m  contour  — 

the 

Counties 

Population 
Households 

Spend.  Inc. Retail  Sales 

Gross  Farm  Inc 

KARK-TV  Coverage 

44 
State  Total 

75 

1,785,000 

289<150  503,060 

$1,094,231,000  $1/876<635,000 
805,057,000    !  ,300,43^000 

284,375,000 592,572,000 

(Source:   '56  SRDS   Estimates  of Consumer  Markets) 

^  1  CHANNEL  4    NBC  Affiliate 

Little  Rock,  Arkansas 

Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICAGO  •  ATLANTA  •  DHNOIT  •  LOS  ANGELES  '  SAN  FRANCISCO  •  IT  LOUIS 
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now WOLF 
IS 

FIRST in  homes 

Share  of  Radio  Audience — C.  E.  Hooper,  April-May, 

1956  (Latest)  (8  am — 6  pm  Monday  thru  Saturday) 

TOTAL 

RATED 
TIME 

PERIODS 

RADIO  SETS 
IN  USE 

STATION 
A 

STATION 
B 

STATION 
C WOLF 

STATION 
E 

9.9 15.5 25.4 9.7 27.1 20.6 

FIRST in  cars 

Car  Listening — C.  E.  Hooper,  November  1953  and  April, 

1954  (Latest)  (7 :00  am — 7 :00  pm,  Monday  thru  Friday) 

TOTAL 
RATED 
TIME 

PERIODS 

RADIO  SETS 
IN  USE 

STATION 
A 

STATION 
B 

STATION 
C 

WOLF 

STATION 
E 

34.5 14.9 16.6 11.2 
35.2 

21.5 

FIRST 
in  points  of  sale 

Business  Establishments — C.  E.  Hooper,  October,  1955 

(Latest)    (9:00  am — 5:00  pm,  Monday  thru  Friday) 

OVERALL 

RADIO  SETS 
IN  USE 

STATION 
A 

STATION 
B 

STATION 
C 

WOLF 

STATION 
E 

28.2 20.7 
10.9 14.3 

38.9 13.4 

RATING  for  RATING . 

RATE  for  RATE  in 

CENTRAL 

NEW  YORK  it's 

SYRACUSE,  N.  Y. 

NATIONAL  SALES  REPRESENTATIVES  THE  WALKER  COMPANY 

BEVERLY  JO  HICKS 

on  all  accounts 

ATTRACTIVE  Beverly  Hicks  took  diverse 
roads  in  traffic,  continuity  and  public  relations 
before  entering  her  chosen  field  of  advertising 
with  MacFarland,  Aveyard  &  Co.  four  years 

ago. 
Miss  Hicks  is  chief  timebuyer  at  the  Chicago 

agency  on  Drewrys  Ltd.,  Stewart-Warner  Corp. 
(Alemite  Div.),  Heidelberg  Brewing  Co.  and  on 
behalf  of  other  clients  when  they  are  active  in 
broadcast  media.  Miss  Hicks  acknowledges 
she  has  acquired  a  distinct  appreciation  of  the 
value  of  spot  and  local  buying,  particularly  spot 
radio. 

"Radio  has  changed  tremendously  in  the  past 

two  and  a  half  years,"  she  declares,  citing  avail- 
ability of  "premium"  packages  on  many  sta- 
tions. "It  is  definitely  a  good  mass  audience 

buy  for  small-budget  advertisers — saturation  for 

a  reasonable  price." A  graduate  of  Northwestern  U.  in  1949  with 
a  BA  degree  and  majors  in  advertising  and 
journalism,  Beverly  Jo  Hicks  had  ventured 
into  public  relations  work  with  her  father  (head 
of  the  Joseph  Hicks  public  relations  firm)  after 
leaving  high  school  and  while  continuing  her 
education  at  the  college  level.  A  native  of  Chi- 

cago (born  Jan.  28,  1927),  she  attended  New 
Trier  High  School  (being  graduated  in  1945) 

and  enrolled  in  Bradford  (Mass.)  lunior  Col- 
lege, majoring  in  English  literature  before  mov- 

ing to  Northwestern  U.  During  those  years, 
she  worked  parttime  at  the  Hicks  organization, 
writing  news  releases  and  directing  publicity shots. 

Miss  Hicks  joined  WGN  Inc.  (WGN-AM-TV 
Chicago)  in  1949,  dividing  her  time  between 
traffic  and  continuity  duties.  She  served  as  as- 

sistant traffic  coordinator  in  1949  and  continuity 
editor  in  1950  for  WGN-TV,  writing  scripts  for 
the  Chicago  Tribune  tv  station. 

After  taking  a  year  off  "for  play,"  Miss  Hicks 
came  to  MacFarland,  Aveyard  in  August  1952 
as  media  account  supervisor.  She  was  appointed 
spacebuyer  the  following  August  and  timebuyer 
in  May  1954.  She  has  bought  time  for  Standard 
Knitting  Mills,  Zenith  Radio  Corp.  (Hearing 

Aid  Div.)  and  others.  Among  presently-active 
clients,  Drewrys  sponsors  Susie  (re-run  of  Pri- 

vate Secretary)  and  other  packages  in  15-20 
markets  and  radio-tv  spots  in  other  cities;  Ale- 

mite maintains  music,  news  or  sports  shows  on 
radio  in  50  markets  according  to  distributor 
patterns,  and  Heidelberg  (a  regional  brewery, 
like  Drewrys)  has  similar  programs  on  35  radio 
outlets  and  in  five  tv  markets. 

Miss  Hicks  is  single  and  lives  on  Chicago's near  north  side.  She  belongs  to  the  Broadcast 
Adv.  Club  of  Chicago. 
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CRACK  MICHIGAN'S 

BILLION 

On  the  Knorr  Big  4 

WKMH 

Michigan's  mighty  motor  empire  now  goes  on  an 
annual  spending  spree  of  9V2  BILLION  DOLLARS! 

And,  covering  this  15  county  area  with  the  most 

popular  features  on  radio  are  the  4  powerful 

Community  Stations  of  the  Knorr  Broadcasting 

Corporation.  Get  in  on  the  boom  that's  bringing 

advertisers  the  richest  pay-off  in  Michigan's  history! 

save 

by  buying  two  or  more 

of  these  powerful  stations 

*  Buy  all  4  stations  .  .  .  save  15% 

*  Buy  any  3  stations  .  .  .  save  10% 

*  Buy  any  2  stations  .  .  .  save  5% 

Dearborn -Detroit 

WKMF 

Flint,  Michigan 

WKHM 

Jackson,  Michigan 
Jatkson  Radio  &  Television  Corp. 

WSAM 

Saginaw,  Michigan 

represented  by  Head  ley -Reed 

tmlsIiB1 
BROADCASTING 
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ew  R  C  A  25  KW  VHF : :'  :  " '  '"  .......  ,,  .  ,  . 

Assures  flexible  arrangement  for  economical  floor  plan 

Combining  all  the  newest  design  features  of  the  recently  an- 

nounced RCA  6  KW  TV  transmitter  and  the  enviable  per- 

formance record  of  RCA's  famous  2  5  KW  power  amplifiers, 

the  new  TT-2  5CL  is  today's  best  value!  No  other  transmitter 
in  this  power  class  embraces  so  many  advantages  . . .  advantages 

that  engineers  and  station  managers  have  asked  to  have  incor- 

porated in  a  single  transmitter. 

•  FLEXIBLE  FLOOR  PLAN-The  "block  build"  design  of 
the  TT-2  5CL  permits  several  combination  arrangements.  The 

layout  may  be  as  illustrated  in  the  accompanying  floor  plan,  or 

a  modification  of  this  general  plan.  The  6  KW  Driver  and 

P.A.  Rectifier  and  Control  Cabinets  can  be  arranged  in  "U" 
fashion  with  the  P.A.  tanks  moved  forward  and  the  driver 

power  supply  enclosure  placed  at  a  remote  location  to  further 

conserve  space. 

•  PRECISE  COLOR  PERFORMANCE -Built  -in  linearity 

correction  circuits  and  intercarrier  frequency  control,  which 

accurately  maintains  frequency  separation  between  aural  and 

visual  carriers,  assure  excellent  color  signal  transmission. 

•  EXCELLENT  ACCESSIBILITY— Broadba  nd  tuning  con- 

trols in  the  6  KW  Driver  are  accessible  without  opening 

any  doors.  All  important  driver  circuits  are  adjusted  from 

the  front  of  the  unit.  Exciter  and  modulator  units  have 

"tilt-out"  construction  for  quick,  complete  accessibility. 

•  THERMOSTATICALLY  CONTROLLED  HEATERS - 

for  rectifier  tubes  are  suited  to  ambient  temperatures  as  low 

as  0°  C.  Designed  for  attended  or  remote-control  operation. 

•  ECONOMICAL  OPERATION -A  well-chosen  tube 

complement  affords  lower  power  costs.  Complete  overload 

protection  with  "grouped"  indicator  lights  makes  trouble- 
shooting quick  and  certain. 

•  TIME-PROVED  TUBES -Long  life  RCA  5  762  tubes  in 

both  P.A.'s  and  Driver.  Many  broadcasters  using  other  RCA 

transmitters  which  employ  the  5  762  tubes  report  "extra 

dividends"  due  to  their  long-life,  economical  operation.  Over 
100  RCA  2  5  KW  amplifiers  have  been  in 

continuous  service  to  date— each  employs 
the  famous  5762. 

PLUS  .  .  .  OTHER  ADVANCED  FEATURES— 
too  numerous  to  mention  here!  Get  the 

complete  story  from  your  RCA  Broadcast 

Sales  Representative  or  write  for  descrip- 

tive literature  (Catalog  Bulletin  B-4011). 
In  Canada,  write  RCA  VICTOR  Company 

Limited,  Montreal. 
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FLOOR  PLAN 

VESTI6IAL  SIDEBAND  FILTH 

VISUAL  P.A PLATE  TRANSFORMER 
AURAL  PA. 

PLATE  TRANSFORMER 

AURAL  POWER  AMPLIFIER 

PA. 
AURAL 

RECTIFIER 

P.A. 
AURAL 

CONTROL 
TT-6  AL  DRIVER 

VISUAL  POWER  AMPLIFIER 
PA 

VISUAL 
RECTIFIER 

PA VISUAL 
CONTROL 

DRIVER  PORTION  OF  THE  ABOVE 

25  KW  TRANSMITTER  (LESS 

AMPLIFIERS)  IS  AVAILABLE  AS  A 

COMPLETE  6  KW  TRANSMITTER 

Where  floor  area  is  at  a  premium... 

such  as  in  "down-town"  buildings,  or  where  space  must  be  yielded  to  other  equipment,  the 
TT-25CL  is  highly  adaptable.  When  new  transmitter  buildings  are  contemplated,  the  space- 
saving  TT-25CL  helps  to  save  building  costs.  The  rectifier  sections  of  both  the  6  KW  Driver  and 
also  the  Aural  and  Visual  Amplifier  Rectifiers  can  be  separated  and  placed  in  an  adjacent 
room  or  basement.  This  is  an  added  feature  that  saves  valuable  operating  area. 

RADIO   CORPORATION   of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT    •     CAMDEN,  NEW  JERSEY 



 — BOOKS 

"Show  me  a  good  sport  and  I'll  show 

you  a  good  spender !" Columbus  fills  this  bill  .  .  .  Columbus 

is  a  leading  sports  mecca  .  .  .  and  WBNS-TV, 

Columbus'  leading  station,  fills  the  bill  for 
sports  coverage. 

Columbus  is  national  headquarters  for 

both  Minor  League  Baseball  and  the  Trot- 

ting Association.  It  is  home  to  the  Inter- 

national League  Jet  Baseball  team  ...  a 

group  sponsored  by  the  faith  and  money  of 
Columbus  businessmen  ...  it  is  the  site  of 

the  famous  Ohio  State  University  Stadium 

.  .  .  where  80,000  fans  cheer  their  winning 

team  .  .  .  and  the  new  St.  John's  Arena  for 

indoor  sports  . .  .  for  racing  enthusiasts  there's Beulah  Park  and  Hilliards  Harness  Track 

...  for  golfers,  their  own  clubs  or  the  beauti- 
ful new  Arthur  Raymond  Memorial  course  .  .  . 

For  WBNS-TV  viewers,  there  is  com- 

plete coverage  of  their  favorite  sports  .  .  . 

.  .  .  for  ADVERTISERS  .  .  .  there  is  a 

guaranteed  audience  of  500,400  TV  families 

...  and  the  assurance  that  WBNS-TV  is 

rated  the  number  1  station  in  this  market  of 

k  sports  loving  spenders. 

1.1  *J 

WBNS-TV COVERAGE  FACTS 

TOTAL  POPULATION 

1,872,900 
TOTAL  FAMILIES 

556,000 
TOTAL  TV  HOMES 

500,400 

46%  average  share 
of  audience  in  this  3 
station  market. 
15  out  of  15  Top 
Once-a-week  shows. 

TELEVISION  IN  THE  MAKING,  edited  by 
Paul  Rotha.  Hastings  House,  41  E.  50th  St., 
New  York  22,  N.  Y.  215  pp.  $5.75. 

THE  BRITISH  point  of  view  dominates  this 
collection  of  20  articles  on  the  various  phases 
of  television  writing,  production  and  criticism 
from  Shakespearean  drama  and  ballet  to  news 
and  even  advertising,  contributed  by  16  En- 

glishmen and  four  Americans  and  edited  by 

the  former  head  of  BBC's  tv  documentary  de- 
partment. And  the  British  view  is  quite  differ- 

ent from  that  prevailing  here.  For  example, 

writing  on  tv  advertising,  the  British  public  re- 
lations expert  John  Metcalf  expresses  the  un- 
certain view  that  "it  is  in  television  that  adver- 

tising will  gain  its  greatest  victory  or  suffer 

its  greatest  defeat."  Whereas,  American  Harry 
Wayne  McMahan,  McCann-Erickson  vice 
president,  whose  experence  with  tv  commercials 
is  considerably  longer,  states  with  complete 

assurance  that  in  tv  advertising  "you  can  make 
a  great  many  mistakes  and  still  be  successful, 
because  television  has  an  impact  greater  than 

anything  advertising  has  ever  known  before." 
Anyone  engaged  in  American  television  should 
enjoy  this  composite  picture  of  a  familiar 
world  as  seen  by  foreign  eyes. 

HOW  TO  MAKE  THE  MOST  OUT  OF 

YOUR  JOB,  by  Eugene  Carr,  Coward-Mc- 
Carin,  210  Madison  Ave.,  New  York  16, 
N.  Y.  128  pp.  $2.25. 

INSPIRATIONAL  is  the  adjective  probably 

best  suited  to  describe  this  little  volume,  which 

the  author  has  subtitled  "A  Practical  Philos- 

ophy of  Work."  It  should  be  of  equal  value 
to  the  young  man  or  woman  leaving  school 
to  begin  working  fulltime  and  to  the  present 
job  holder  in  giving  them  a  set  of  criteria  by 
which  to  measure  their  jobs  and  themselves 
and  the  relationship  of  the  individual  to  his 
working  environment.  Mr.  Carr  is  president  of 

Ohio  Broadcasting  Co.  (WHBC-AM-FM  Can- 
ton and  WPAY-AM-FM  Portsmouth,  both 

Ohio),  subsidiary  of  the  Brush-Moore  news- 

papers. BASICS  OF  PHOTOTUBES  AND  PHOTO- 

CELLS, by  David  Mark.  John  F.  Rider  Pub- 
lisher Inc.,  480  Canal  St.,  New  York  13,  N.  Y. 

136  p.  Paperbound.  $2.90. 

THE  MANY  and  varied  uses  to  which  photo- 

tubes and  photocells  are  put  today  make  fa- 
miliarity with  these  electronic  devices  essen- 

tial for  students,  engineers  and  technicians  in 

many  fields.  This  book  is  designed  to  "give 
basic  principles,  techniques,  circuits  and  prac- 

tical applications  of  photoelectricity  for  those 
who  wish  to  use  photocells  and  phototubes  in 

their  own  specific  fields,"  Mr.  Mark  states  in 
his  preface.  The  manual  is  fully  illustrated  with 

photographs,  drawings,  charts  and  diagrams 
and  includes  a  bibliography  of  books  and  mag- 

azine articles. 

HOW  TO  BECOME  A  RADIO  AMATEUR 

(15th  Edition — 1956),  by  the  Headquarters 
Staff  of  the  American  Radio  Relay  League. 

American  Radio  Relay  League,  West  Hart- 
ford 7,  Conn.  148  p.  Paperbound.  $0.50. 

COMPLETE  step-by-step  constructional  infor- 
mation on  amateur  radio  receivers  and  trans- 
mitters for  beginners  is  contained  in  this  new 

edition  of  the  standard  guide  for  beginners, 

which  has  been  restyled  and  rewritten.  The  easy- 
to-follow  text  is  augmented  with  more  than 

100  photographs  and  diagrams. 

No.  4  in  "Columbus  Market"  Series 

NS-TV 

REPRESENTED  BY  BLAIR  TV 

channel  10    •    columbus,  ohio 
CBS-TV  Network  .  .  .  Affiliated  with  Columbus  Dispatch  .  .  .  General  Sales  Office:  33  N.  High  St. 
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WXYZ-TV  is  Detroit 

From  its  great  inland  waterfront  to 

the  lawned  streets  of  its  wealthy  suburbs, 

Detroit  is  a  city  of  contrasts  and  complexities. 

Constantly  absorbing  the  foreign-born  and 

the  American  migrant,  Detroit  produces  a  television  audience 

of  broadly  diversified  tastes — an  audience  that  the 

diversified  programming  of  WXYZ-TV  continues 

to  please,  to  interest  and  to  hold. 

As  an  entertainment  and  sales-producing  medium, 

WXYZ-TV  is  Detroit  in  every  way! 

channel  7 

WXYZ-TV  Detroit 

WABC-TV  New  York 

WBKB  Chicago 

KABC-TV  Los  Angeles 

KGO-TV  San  Francisco 
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From  WTVN  Columbus,come  the 

FIRST  AVAILABLE  RATINGS 

ON  WARNER  BROS.  PICTURES! 

Bought  by  Leading  Sponsors! 

AJAX-HELENE  CURTIS-REVLON 

ARRID  •  VASELINE 

PROCTER  AND  GAMBLE 

LANVIN- BAVARIAN  BREWING! 

AN 

First  run  on 

television  exclusive 

in  your  market. 

For  complete  details  call 



s 

AUDIENCE  RISE 

ON    MON.-FRI.   EARLY  HOME  SHOW 

(9:30-11:00  P.  M.— AUGUST  ARB) 

AUDIENCE  CLIMBS  FROM SATURDAY  NIGHT  AUDIENCE  CLIMBS  FROM 

a 

with'LADY 

WITH  THE  RED  HAIR' 

6.7upto  I2«6 

with  "ACTION 

IN  THE  NORTH  ATLANTIC 

THIS  SUCCESS  STORY  CAN  BE  YOURS! 

One  look  at  these  first  available  ratings  is 

all  the  proof  you  need  that  Warner  Bros, 

pictures  out-rate  all  competition! 

And  these  are  only  the  first  reports!  Just 

wait  till  the  ratings  get  rolling. .up..Up..V  p  I 

On  second  thought— don't  wait!  Act  now  and 

get  the  big  sponsors  and  the  big  audiences* 

call.' ♦*  Associated  Artists  Productions,  /nc, 

##    345  Madison  Avenue  •  New  York  17,  N.  Y, 

•    telephone:  MUrray  Hill  6-2323 

0\
 

mmm 



WARNER  BROS. 

MOVIES  SMASH  ALL  RECORDS 

for  WKRC  Cincinnati 

/ 

I 

...AND  NEXT  DAY 

(5  PM)  RE-RUNS  BOOSTED 

PREVIOUS  MONTH  RATINGS 

BY  OVER  100% 

CAPTURE  THE  BIG 

AUDIENCES  and  THE 

BIG  SPONSORS  IN  YOUR 

MARKET  WITH 

WARNER  BROS. 

MOVIES... TIE 'EM  / 
UP  TODAY... CALL/ 



AUGUST  ARB  RATINGS  ALMOST 

FOR  ALL  SEVEN  LATE  NIGHTS 

OVER  JULY-  FROM 

up  to 

9.0 

JUMPS  FROM 

u3.4 

ISMO-PILOT" 

4.3  up  to  8a  I 

"THE  UNSUSPECTED" 
with  CLAUDE  RAINS 

JOAN  CAULFIELD 

CONSTANCE  BENNETT 

:NI  )RGAN 

I  jiSSEY 
A  ARK 

FRIDAY 

JUMPS  FROM 

5.7  up  to  8b  I 

"BORDER  TOWN" with  PAUL  MUNI 

BETTE  DAVIS 

SATURDAY 

JUMPS  FROM 

"FLAXY  MARTIN" 
with  VIRGINIA  MAYO 

ZACHARY  SCOTT 

Associated  Artists  ■  Productions,  Inc. 

NEW  YORK  345  Madison  Avenue  •  MUrray  Hill  6-2323 

CHICAGO  203  N.Wabash  Avenue  •  DEarborn  2-4040 

DALLAS  151  Bryan  Street  •  RAndolph  6043 

LOS  ANGELES  9110  Sunset  Boulevard  •  CRestview  6-5886 

HAVE  YOU  SEEN  FLASH  No.  I? 

WTVN  Columbus  increased  the  IVion. 

thru  Fri.  average  for  its  "Early  Home 

Theatre'7 more  than  55%. ..from  7.6  up 

to  11.8!  Its  Saturday  "Summer  Play- 

house" jumped  from  6.7  up  to  12.6!! 

+ 



Yes,  WEMP  keeps  Milwaukee  company 

around  the  clock  with  the  latest  news  38  times 

daily,  the  best  in  recorded  music  and  a  regular 

schedule  of  play-by-play  sports.  The  result  is 

that  if  you  turn  on  a  radio  hereabouts,  no  matter 

what  time  of  the  day  or  night,  chances 

are  it's  already  tuned  to  WEMP  'cause  that's 
where  it  was  set  when  it  was  last  used  .  .  . 

and  chances  are  too,  someone'll  tell  you 

to  let  it  set  just  the  way  it  is. 

In  short,  WEMP  is  a  HABIT  in  Milwaukee 

with  Dad,  Mom,  the  teen-agers,  the 

sports  .  .  .  everyone!  They're  the  people 

you  want  to  reach  fast,  'cause  when 

you  sell  'em, you're  in  business  with 

a  capital  "B"!  Looks  like  you 

better  get  a  line  on  WEMP  rates 

and  availabilities,  doesn't  it? 

Milwaukee's  Best  Buy 
HI  m  u

  m% {  a  flwl  Wr 

5000  Watts  at  1250 

|  1935-1956  .  .  .  21  years  of  service  to  Milwaukee  •  Represented  nationally  by  Headley-Reed 
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 AWARDS  

Philco's  Fink  Wins 

1956  SMPTE  Award 

DONALD  G.  FINK,  research  director  of  the 
Philco  Corp.,  Philadelphia,  has  won  the  1956 
Journal  award  of  the  Society  of  Motion  Picture 

&  Television  Engineers  for  his  article,  "Color 
Television  vs.  Color  Motion  Pictures"  that  ap- 

peared in  the  June  1955  issue  of  the  society's Journal.  Presentation  of  the  award  will  be 
made  during  the  SMPTE  80th  convention  in 
Los  Angeles  Oct.  9. 

Mr.  Fink  has  written  numerous  technical 
books  on  tv  engineering  and  standards. 

Honorable  mention  was  accorded  to  East- 

man Kodak's  J.  F.  Carroll  and  John  M.  Cal- 

houn for  their  Sept.  1955  Journal  article,  "Effect 
of  Nitrogen  Oxide  Gases  on  Processed  Acetate 
Film;"  RCA's  Otto  H.  Schade  for  his  November 

1955  Journal  piece,  "Image  Analysis  in  Photo- 
graphic &  Television  Systems,"  and  Edward  W. 

Kellogg's  three-part  "History  of  Sound  Motion 
Pictures"  which  appeared  in  the  June,  July  and 
August  1955  Journals. 

'Stella'  Awards  Presented 

By  Radio-Television  School 
SIXTEEN  television  performers  and  programs 

have  been  named  recipients  of  new  "Stella" 
awards,  presented  for  national  achievement  in 
the  tv  industry  by  Northwest  Radio  &  Television 
School.  The  award  winners  were  chosen  in  a 

survey  of  more  than  5,000  Northwest  students 
through  the  United  States  and  its  territories. 

Winners  were  The  Ed  Sullivan  Show  (variety 
entertainment  and  master  of  ceremonies);  Wide, 

Wide  World  (show  offering  greatest  contribu- 

tions to  creative  television  techniques);  You'll 
Never  Get  Rich  (new  television  series);  Studio 
One  (most  original  teleplay);  /  Love  Lucy 
(comedy  series);  Lawrence  Welk  Show  (musical 

program);  Cavalcade  of  Sports  (sports  cover- 
age); Climax  (dramatic  program);  $64,000  Ques- 
tion (quiz-panel  show);  You  Are  There  (docu- 

mentary program);  Confidential  File  (public 
service);  John  Cameron  Swayze  (news  and  spe- 

cial events);  Omnibus  (educational  program); 

Disneyland  (children's  show);  Home  (women's 
show),  and  Steve  Allen  (tv  personality). 

Northwest  has  schools  in  Portland,  Ore., 

Hollywood,  Chicago  and  Washington. 

Nominations  Being  Accepted 

For  Edison  Radio-Tv  Awards 

THE  Thomas  Alva  Edison  Foundation  last 
week  announced  that  nominations  are  open 
for  the  second  year  of  its  National  Station 
Awards  for  Serving  Youth.  Community  organ- 

izations are  requested  to  submit  names  of  tele- 
vision and  radio  stations  that  are  best  serving 

American  youth  to  their  national  organizations 
for  forwarding  to  the  Edison  Foundation  by 
Nov.  1,  1956. 

Charles  Edison,  honorary  president  of  the 
Edison  Foundation  and  former  governor  of 
New  Jersey,  explained  that  the  local  television 
and  radio  stations  that  are  adjudged  as  having 

"best  served  youth"  in  communities  during 
1956  will  receive  a  national  station  award. 
Each  award  includes  an  Edison  scholarship  of 

$1,000  for  a  college  education  which  the  win- 
ning station  will  present  to  a  high  school  senior 

selected  by  a  committee  of  educators  in  the 
community.  The  winning  stations  will  be  an- 

nounced at  a  dinner  to  be  held  by  the  founda- 
tion Dec.  4  at  the  Waldorf-Astoria  hotel  in  New 

York. 
Winners  of  the  Edison  Foundation  National 

Station  Awards  for  1955  were  WTIC  Hartford, 
Conn.,  and  WBNS-TV  Columbus,  Ohio. 
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Well-known  Newscaster, 

WJBK-TV,  Detroit 

Jac  LeGoff  asks 

Students  and  College  Presidents: 

"SHOULD  BUSINESS  GIVE  MONEY 

TO  HELP  COLLEGES  AND  STUDENTS?" 

GEORGE  L.  HOUGHTON,  graduate  student  (shown  above  in 
chemical  laboratory),  University  of  Michigan: 

"Because  advanced  study  requires  extra  years  of  finan- 
cial outlay,  many  capable  students  are  placed  under 

a  big  handicap.  Some  companies  with  an  intelligent 
interest  in  our  national  welfare  have  established  fellow- 

ships to  encourage  these  students  to  continue.  If  there 

ever  was  conservation  of  'natural  resources',  this  is  it." 

DR.  RUSSELL  J.  HUMBERT,  President  of' 
DePauw  University,  Greencastle,  Indiana: 

"We  can  be  thankful  that  business  is 
giving  financial  aid  to  colleges.  If  out- 

side financial  aid  were  not  available, 
many  small  colleges  would  have  to  raise 
tuition  fees  to  a  point  which  some  stu- 

dents could  not  afford.  Inevitably, 
some  fine  boys  would  miss  out  on  higher 
education,  to  their  own  loss  and  that  of 

our  country." 

MARCELLA  KRAKOWSKI,  Beloit  College, 
Beloit,  Wisconsin: 

"Well,  let's  put  it  this  way.  The  smaller 
liberal  arts  colleges  and  many  of  their 
students  need  a  helping  hand  with  their 
financial  problems.  Some  progressive 
companies — recognizing  this  need  —  are 
making  a  real  contribution  in  this  re- 

spect. Yes,  money  from  business  sources 
gives  us  necessary  encouragement  and 

support." 

DR.  MILLARD  G.  ROBERTS,  President  of 
Parsons  College,  Fairfield,  Iowa: 

"Far-sighted  businessmen  who  under- 
stand the  close  relationship  between 

sound  education  and  the  over-all 
national  welfare  already  have  answered 
that  question  with  generous  financial  aid. 
They  are  not  only  helping  many  young 

people  to  develop  their  full  potentiali- 
ties, but  they  are  also  helping  to  build 

a  stronger,  better-informed  America." 

What  Makes  A  Business  A  Good  Citizen? 

At  Standard  Oil  we  believe  that  a  business  concerned  with 

good  citizenship  should  take  a  constructive  interest  in  mat- 
ters affecting  our  national  welfare.  To  give  financial  aid  to 

colleges  and  students  is  the  American  way  to  help  build 

our  country's  future.  Standard  Oil  has  provided  the  means 
to  support  scholarships  and  graduate  fellowships  in  science 
for  college  students  and  to  aid  privately-financed  liberal 
arts  colleges  in  14  Midwestern  and  Rocky  Mountain  States. 

STANDARD   OIL  COMPANY^) 
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You  Can  Cover 

MORE  of  ARKANSAS 

KTHV 

mm 

\ 

KTHV  HAS: 

KTHV  HAS: 

Tallest  antenna  in  the  Central  South- 

1756'  above  average  terrain! 

Basic  CBS  affiliation  —  Channel  11 « 

316,000  watts! 

Central  South's  finest  and  most  com- 

plete television  facilities  —  completely 

new  building,  four  camera  chains,  two 

large  studios,  20'  revolving  turn-table, 

fully-equipped  kitchen,  etc.! 

Ask  your  Branham  man  for  the  new 

KTHV  coverage  story! 

316,000  Watts    Channel 

Henry  Clay,  Executive  Vice  "President 
B.  G.  Robertson,  General  Manager 

AFFILIATED  WITH  KTHS,  LITTLE  ROCK, AND  KWKH,  SHREVEPORT 

11 
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POST- 48  MOVIES 

Chance  of  Release  to  Tv? 

THE  big  push  began  in  Hollywood  last  week 
looking  toward  an  industry  policy  governing 
the  release  of  post- 1948  feature  motion  pic- 

tures to  television.  It  was  becoming  obvious 
to  everyone  that  waiting  for  the  other  fellow 
to  sell  might  leave  his  own  market  potential 
depressed. 

Representatives  of  the  ten  major  studios 
huddled  behind  sealed  doors  at  the  Motion 
Picture  Producers  Assn.  to  explore  some  kind 

of  united  plan  to  govern  release  of  post- 1948 
features  to  tv  which  would  solve  the  big  prob- 

lem of  making  a  peaceful  settlement  with  the 

multiplicity  of  guilds  and  creative  contribu- 
tors—a thorny  labor  relations  issue  which  has 

been  one  excuse  cited  for  not  releasing  to  tv. 
The  other  more  obvious  reason  has  been  the 

studios'  reluctance  to  give  up  current  product 
which  still  might  be  considered  to  have  bigger 
exhibition  value  in  normal  the- 

atre channels. 

Although  MPPA  representa- 
tives refused  to  confirm  the 

meeting  and  said,  "There  is  no 
story,  we'll  let  you  know  when 
we  have  something,"  other  in- 

dustry spokesmen  confirmed 
that  a  gathering  of  top  studio 
labor  policy  officials  was  held 
at  MPPA  last  Tuesday  and 
that  some  time  this  week  a  sec- 

ond meeting  is  scheduled  with 
independent  producers  in  an 
obvious  desire  to  form  a  united 
front  when  eventual  formal 
talks  are  begun  with  the  labor 
groups. 

Major  studios  were  silent 
about  their  individual  post-1948 
release  plans.  Although  the 
product  is  made  in  Hollywood, 
sales  decisions  and  policy  fore- 

casting usually  are  performed 
in  New  York  business  offices. 
But  none  of  these  can  act  until 
after  some  sort  of  accord  is 
reached  on  the  Hollywood  labor 
front — in  effect  a  coast-to-coast 

juggling  act  where  it  is  some- 
times convenient  to  say  that  the 

right  hand  doesn't  know  what 
the  left  is  doing. 

But  Hollywood  sources  seem 

agreed  that  tv  "has  a  voracious 
appetite  for  progress"  and  even- 

tually nearly  all  studios  will  re- 
lease post-1948  films  to  tv  and 

more  than  one  will  do  so  soon. 
Each  seems  concerned  about  the 

best  timing  to  assure  a  favorable  market  once 

the  labor  residuals  issues  are  worked  out.  "The 
race  is  on,"  one  observer  noted,  "even  though 
the  studios  must  show  a  common  front  when 

working  out  the  extra-pay  to  the  guilds.  All 
are  afraid  someone  else  will  break  ranks  and 

make  a  deal  which  will  bind  the  rest." 
Marvin  Faris,  executive  secretary  of  the 

Society  of  Independent  Motion  Picture  Pro- 
ducers, told  B*T  he  could  not  confirm  or  deny 

an  invitation  to  the  meeting  this  week  but  he 
said  his  own  organization  has  been  considering 
the  problem  for  some  time. 

Spokesmen  for  the  principal  guilds  acknowl- 
edged that  informal  discussions  have  been  held 

recently  with  producer  representatives  looking 
toward  a  solution  to  the  post- 1948  release.  The 

Writers  Guild  admitted  "negotiations"  are  in 
progress  but  said  it  has  always  been  labor- 

management  policy  in  Hollywood  to  refuse  to 
discuss  any  aspect  of  the  talks  until  a  solution 
was  reached  and  an  agreement  made. 

One  producer  told  B*T,  "We  made  a  mistake 
to  let  this  thing  go  on  so  long.  We  have  lost 
our  theatre  profits  in  recent  years  and  could 
have  recouped  part  of  them  from  television. 
Now  the  guilds  have  begun  to  think  they  have 
big  rights  in  these  films  and  even  have  exag- 

gerated ideas  of  the  tv  values. 
He  acknowledged,  however,  that  for  so  many 

years  major  producers  refused  to  even  consider 
that  the  day  would  come  when  they  would  think 
of  television  as  a  market  for  theatre  product. 

Current  thinking  among  the  majors  is  under- 
stood to  include  a  plan  for  roughly  a  25%  slice 

of  tv  revenue  to  be  split  among  the  guilds  with 
picture  owners  getting  about  45%  and  the  re- 

mainder to  cover  distribution.  But  there  also 

is  pressure  reported  "to  hold  off 
for  at  least  another  year"  de- 

spite the  trend  among  independ- 
ent producers  to  turn  some  of 

their  post-1948  films  to  tv. 
Principal  contenders  for  the 

new  tv  money  will  be  the  Screen 
Actors  Guild,  Screen  Directors 
Guild  and  Screen  Writers 
branch  of  the  Writers  Guild  of 
America.  Producers  seem  agreed 
there  will  be  little  disputing  of 
the  issue  with  what  they  call 

the  "powerful"  American  Fed- eration of  Musicians. 

They  acknowledge  that  the 
AFM  had  the  foresight  in  1946 
("when  we  never  dreamed  we 

ever  would  release  to  tv")  to 
work  out  an  agreement  whereby 

5%  of  the  tv  gross  would  fun- 
nel into  the  musicians  perform- 

ance trust  fund  and  each  play- 
ing musician  also  would  get  an 

extra  $25  (now  also  diverted 
to  the  trust  fund  and  subject 
of  internal  dispute  within  AFM.) 

There  is  a  host  of  other 

craft  guilds,  including  cam- 
eramen, makeup  men,  cos- 

tumers,  electricians,  etc.,  which 

probably  will  want  to  get  in  on 
the  split-up  of  the  prospective 
new  revenues,  but  producer  rep- 

resentatives feel  that  fair  dis- 
tribution among  these  groups 

would  be  too  difficult  to  work 
out  and  the  compromise  might 

be  to  put  the  portion  into  the 
movie   industry   pension  plan 
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which  has  already  amassed  about  $5  million  in 
three  years  of  operation. 

There  has  been  some  talk  of  possibly  put- 
ting all  of  the  guild  split  into  a  welfare  or 

pension  plan  to  solve  the  difficult  problem  of 
disbursing  the  money  to  the  innumerable  in- 

dividuals who  contributed  to  the  making  of  the 
original  films.  But  SAG,  SDG  and  the  Writers 
Guild  are  known  to  be  opposed  to  this  idea 
since  they  already  are  set  up  to  disburse  funds 
under  their  syndicated  tv  residuals  plans  and 
believe  the  original  actor,  director  or  writer  is 
entitled  to  receive  the  extra  payment  from  fur- 

ther exploitation  of  his  creative  efforts. 

The  1948  Cutoff  Date 

Aug.  1,  1948,  is  the  arbitrary  dividing  line 
for  determining  extra  pay  to  the  guilds  when 
feature  films  are  released  to  tv.  It  came  about 
when  an  industry  contract  was  renegotiated  at 
that  time  by  SAG.  The  contract  included  a  pro- 

vision that  after  that  date  no  new  feature  films 
would  be  released  to  tv,  but  in  the  event  that 
they  should  be  released,  SAG  had  the  right  to 
cancel  the  contract.  In  effect,  this  meant  SAG 

had  reserved  the  right  to  demand  new  negoti- 
ations to  settle  on  extra  pay  if  and  when  tv 

release  of  post- 1948  films  were  so  considered — 

then  thought  "highly  unlikely"  for  many  years. 
Contracts  of  other  major  guilds  soon  followed 

the  SAG  formula.  All  guilds  except  AFM  by 
this  position  gave  up  claim  to  any  residuals 
from  pictures  made  before  Aug.  1,  1948. 

Several  years  ago  SAG  worked  out  another 
formula  with  Allied  Artists  covering  about  100 
Monogram  features  made  after  1948  being  put 
on  the  tv  market.  It  is  called  the  Monogram 
Formula  and  since  has  been  adopted  by  the 
Writers  Guild  for  such  pictures,  all  low-budget 
productions.  It  calls  for  the  actor  or  writer  to 

THE  NATION'S  car  makers  are  tooling  up 
their  advertising  campaigns  for  a  fall  splurge 
designed  to  get  sales  back  in  high  gear  after 
two  seasons  in  which  buying  was  unable  to 

keep  pace  with  vastly  over-optimistic  produc- 
tion planning. 

But  like  the  new  models  they  are  enshrouding 
in  tarpaulins  to  hide  designs  from  competitors 

and  public,  auto  makers'  ad  plans  are  being 
kept  largely  under  wraps  until  1957  lines  are 
introduced  around  early  November. 

In  most  cases  planning  is  still  in  progress  and 

decisions  won't  be  complete  for  some  weeks 
yet.  Even  if  they  were  ready  now,  the  com- 

petition-conscious manufacturers  would  not  be 
inclined  to  tip  their  hands  to  rivals.  As  one 

said:  "We're  no  different  from  the  dressmakers, 
except  we're  playing  for  higher  stakes  than  a 
$175  Dior  creation." 

Reconnoitering  by  B«T  indicated  last  week 
that  as  things  then  stood — but  always  subject 
to  change  before  final  decisions  are  made — 
the  auto  industry  as  a  whole  is  taking  a  more 
conservative  approach  to  its  advertising  this 
year  than  last,  just  as  it  is  more  conservative 
in  its  production  plans. 

Page  36    •    September  10,  1956 

receive  \2V2%  of  his  original  salary  when  tv 
release  grosses  under  $20,000.  The  extra  pay 
jumps  to  15%  if  the  tv  revenue  exceeds  $20,000. 
About  a  dozen  independent  producers  have 
used  this  formula  in  putting  their  post- 1948  pro- 

duct on  the  tv  market  but  it  is  generally  con- 
sidered economically  out  of  proportion  for 

application  to  big  money  films  produced  by  the 
major  studios. 

Virtually  all  the  major  Hollywood  studios 
with  the  exception  of  Paramount  Pictures  have 
released  some  of  their  pre- 1948  feature  films 
to  television.  Paramount  has  been  holding  out 

with  the  hopes  of  FCC  approval  of  pay-televi- 
sion in  which  it  has  extensive  subsidiary  equip- 

ment and  system  interests. 

Some  of  the  feature  backlog  bundles  have 
included  a  few  post- 1948  films,  as  in  the  case 
of  the  700-odd  features  sold  by  Warner  Bros, 
to  Lou  Chester's  PRM  Inc.  But  in  cases  such 
as  these  the  selling  studio  notified  the  purchaser 
he  would  be  responsible  for  negotiating  tv  clear- 

ances with  the  guilds. 

-  In  the  case  of  the  Warner  package,  repre- 

senting almost  all  of  that  studio's  feature  pro- 
duction between  the  years  of  1930  and  1948, 

about  nine  films  are  post-1948  product.  One 

of  these,  "Flamingo  Road,"  hit  the  air  on 
KTLA  (TV)  Los  Angeles,  several  weeks  ago 
and  was  slated  to  be  aired  again  Tuesday,  Guild 

sources  said,  but  was  discovered  and  a  pre- 
1948  substitution  made. 

Guild  sources  acknowledged  that  several 
months  ago  they  had  a  joint  meeting  with  PRM 

Inc.'s  David  Stillman  in  an  unsuccessful  effort 
to  work  out  a  formula  to  cover  extra  pay  for 

the  release  of  post- 1948  films.  SAG,  SDG  and 
the  Writers  Guild  officials  were  present.  And 
one  source  admitted  that  this  was  the  first  time 
they  had  ever  met  jointly  to  consider  the  issue. 

Where  car  makers  were  thinking  in  terms  of 
an  8-million  car  market  last  year,  they  now  are 
talking  in  terms  of  6.5  million  to  7  million  cars 
sold  in  1957.  Their  advertising  plans,  too, 

seem  due  for  a  streamlining — though  it  is  ob- 
vious that  radio-tv  will  be  given  a  heavy  re- 

sponsibility for  moving  the  new  models — and 
keeping  them  moving. 

Here  is  what  a  B«T  survey  of  the  major  car 
companies  and  their  agencies  turned  up  on 
broadcast  planning  at  this  stage: 

CHRYSLER  CORP. 

Chrysler  Corp.,  fifth  among  the  nation's  tv 
spenders  for  the  first  half  of  1956,  plans  "some- 

what increased"  broadcast  campaigns  for  its 
four  consumer  divisions — Dodge,  Chrysler, 
Plymouth  and  DeSoto.  On  a  corporate  level, 

it  will  continue  CBS-TV's  weekly  Climax  and 
its  once-a-month  Shower  of  Stars  (in  the  Cli- 

max time  slot),  which  alone  will  account  for 

a  seasonal  outlay  of  $6-7  million.  It  also  will 
conduct  a  radio  spot  campaign  in  cities  where 
large  auto  expositions  are  to  be  held:  New 

York,  Chicago,  Dallas,  Los  Angeles  and  De- 
troit.   This  campaign  will  start  Dec.  8  and 

Guild  sources  admitted  that  some  post- 1948 
films  being  released  to  tv  by  independent  pro- 

duction units  now  out  of  production  cannot 

be  tapped  for  extra  pay  although  in  one  in- 
stance a  producer  was  put  out  of  production 

when  the  SAG  cancelled  his  contract  for  re- 
leasing to  tv  without  making  extra  payments. 

In  the  case  of  MGM,  which  is  leasing  its 
film  backlog  to  tv  rather  than  outright  sale, 
the  major  studio  is  retaining  ownership  of  the 
films  and  hence  will  have  to  deal  directly  with 
the  guilds  when  it  comes  to  releasing  post- 
1948  product. 

For  the  past  two  years,  SAG  pacts  with  in- 
dependent producers  have  automatically  in- 

cluded tv  release  provisions  patterned  on  the 
Monogram  Formula.  Most  of  these  films  are 
in  the  low-budget  category. 

Producer  Accord  Expected 

Studio  spokesmen  do  not  expect  much  pres- 
sure from  the  Screen  Producers  Guild  with  re- 

spect to  extra  pay  for  post- 1948  films  released 
to  tv  since  in  most  instances  the  producers 
are  under  personal  contract  with  the  studios 

and  share  in  the  film  gross  anyway.  "About 
the  only  thing  the  SPG  ever  negotiated  of  real 

importance  was  the  screen  credit  provisions," 
one  representative  told  B»T. 

The  Writers  Guild  in  June  announced  that 
its  agreement  with  Allied  Artists  for  extra  pay 

for  post- 1948  films  released  to  tv  was  already 
bearing  fruit.  The  guild  said  that  in  the  four- 
month  period  since  the  contract  was  signed  54 
screen  writers  had  divided  up  more  than  $17,- 
000  in  tv  payments  from  the  post- 1948  films. 
All  the  films  had  been  sold  to  tv  for  less  than 

$20,000  each,  hence  the  writer  payments  were 
based  on  the  \2Vz%  formula. 

should  run  well  into  March  with  the  "1957 
pitch."  Dealer  co-op  plans  for  the  four  con- 

sumer divisions  are  still  in  the  formulative  stage. 

•  Plymouth,  which  has  made  no  bones  about 
its  intention  to  climb  back  into  the  No.  3  slot 

in  U.  S.  car  sales,  is  scheduled  to  get  the  lion's 
share  of  overall  Chrysler  broadcast  allocations. 

Ever  since  bowing  out  of  NBC-TV's  week- 
night  News  Caravan  earlier  this  year  and  its 
abortive  sponsorship  of  the  Eddie  Mayehoff 

(That's  My  Boy)  series  on  CBS-TV  a  few  sea- 
sons back,  Plymouth's  been  scouting  for  a  tv 

property.  It's  found  it  in  Lawrence  Welk's 
champagne  music,  which  has  sparked  sales  for 
Dodge  Div.  Starting  Oct.  8,  Plymouth  will 
lock  bumpers  with  Dodge  by  co-sponsoring 
the  second  Welk  show,  Top  Tunes  and  New 

Faces,  also  on  ABC-TV.  On  this  show,  ad- 
vertising for  Plymouth,  normally  handled 

through  N.  W.  Ayer  &  Son,  Philadelphia,  will 

be  placed  by  Grant  Adv.,  Detroit,  Dodge's 
agency.  Recent  shifts  in  top  sales  manage- 

ment at  Plymouth's  home  office — bringing  to 
the  forefront  an  entirely  new  team  of  broad- 

cast-minded executives — lend  credence  to  one 

Ayer  official's  comment,  "Plymouth  isn't 
through  studying  tv  programming  yet." 

Plymouth's  spot  plans,  according  to  the 

agency,  will  be  "up  volume-wise"  and  "steady- 
as-we-go  dollar  wise."  Translation:  While  its 
planned  65-market  radio-tv  introductory  drives 
won't  necessarily  mean  a  higher  broadcast 

budget,  Ayer  expects  "more  impressions  through 
radio."  Its  co-op  dealer  campaigns,  differing 
from  market  to  market,  are  yet  to  be  aligned. 

•  Dodge's  move  in  adding  a  second  Welk  show 

to  its  tv  program  roster  will  assure  it  week-in 
(Monday  night)  and  week-out  (Saturday  night) 
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penetration.  It  will  give  Dodge  two  network 

programs  this  season  as  against  last  year's  three: Break  the  Bank,  Lawrence  Welk  Show  (No. 

1),  and  Make  Room  for  Daddy,  but  on  the 

other  hand  Dodge  plans  to  launch  what  Grant's Detroit-based  radio-tv  director,  Bob  Mack, 

calls  "the  hardest-hitting  spot  campaign  in 
Dodge's  history."  While  Mr.  Mack  indicated 
that  it  would  be  "unfair"  to  say  that  the  monies 
formerly  spent  for  Break  the  Bank  and  Daddy 
would  be  wholly  devoted  to  spot,  he  did  indi- 

cate that  an  early  November,  three-to-five  week 

tv  spot  campaign  would  be  "very  heavy"  in outlay.  Supplementing  the  tv  drive  will  be  an 

equally  "hard-hitting"  radio  spot  drive. 
•  DeSoto  will  continue  the  Groucho  Marx- 

John  Guedel  You  Bet  Your  Life  quiz  on  NBC 
Radio  and  NBC-TV,  and,  to  gain  a  larger  slice 
of  the  weekend  car  audience,  will  shift  the  radio 
version  of  the  Thursday  night  tv  show  from 

Wednesday  night  to  Saturday,  12:30  p.m.,  start- 
ing Sept.  29.  A.  J.  Weinrich,  vice  president  in 

charge  of  media  merchandising,  BBDO,  Detroit, 

said  spot  plans  "haven't  been  firmed  yet,"  but 
added  that  client  approval  should  be  forth- 

coming "within  10  days  or  two  weeks."  On 
tap:  heavy  radio-tv  spot  drives  in  addition  to 
regional  dealer  campaigns. 

•  Chrysler  and  Imperial,  out  of  NBC-TV's 
It's  a  Great  Life,  plan  no  radio  campaigns  this 
season,  will  limit  their  introductory  announce- 

ments to  three-week  tv  spot  drives  in  100-plus 
markets  and  to  a  few  institutional  pitches  via 
the  corporately  sponsored  Climax!  and  Shower 
of  Stars  programs.  McCann-Erickson,  Chrys- 

ler Div.'s  agency,  also  is  meeting  with  dealers 
and  distributors  to  draw  up  co-op  schedules. 

GENERAL  MOTORS  CORP. 

General  Motors,  last  year  among  the  more 
active  network  tv  sponsors,  plans  for  a  general 

cut-back  in  programs  for  the  1956-57  season. 
•  Buick  Div.,  following  its  unhappy  experi- 

ence with  the  filmed  Jackie  Gleason  Honey- 
mooners  series,  plans  to  narrow  its  introduc- 

tory campaign  to  a  seven-day  radio  push  in 
the  top  100  markets.  Otherwise,  Kudner  Agency 

officials  declined  to  discuss  Buick's  broadcast 
plans  other  than  alluding  to  "participations  in 
a  few  NBC  spectaculars."  One  of  these  would 
be  NBC-TV's  Producers'  Showcase,  with  Buick 
picking  up  half — 45  minutes — of  the  once-a- 
month  color  program.  It  also  will  repeat  spon- 

sorship of  CBS-TV's  New  Year's  Day  telecast 
from  Miami's  Orange  Bowl. 

•  Pontiac,  not  pleased  with  its  Playwrights 

'56  on  NBC-TV  last  year  (when  the  program 
was  up  against  $64,000  Question),  plans  to  be 

back  in  network  tv  this  year  with  a  "slightly 
smaller  but  by  no  means  weaker  budget,"  de- 

spite the  gloomy  pronouncements  about  tv  and 
autos  a  few  months  ago  by  Ernest  Jones,  presi- 

dent of  MacManus,  John  &  Adams,  Pontiac's 
agency.  According  to  Chuck  Campbell,  MJ&A's 
radio-tv  director  in  Bloomfield  Hills,  Mich., 
this  is  the  way  the  Pontiac  broadcast  picture 
looks  to  date:  two-week  spot  drives  in  both 
radio-tv,  running  concurrently  the  first  half  of 
November.  MJ&A  will  place  its  introductory 
spots  on  275  tv  stations  in  154  markets,  on 
339  radio  stations  in  184  markets,  plus  a  two- 
week  dealer  co-op  drive  in  radio  in  1,200  small 
markets.  The  dealers  will  stay  out  of  spot  tv 

"for  the  most  part,"  it  was  reported.  Also  in 
the  broadcast  hopper:  participations  in  NBC- 

TV's  Today  and  Tonight  [B»T,  Sept.  3];  selec- 
tive segments  on  CBS  Radio's  Robert  Q.  Lewis 

Show,  Galen  Drake,  Amos  'n'  Andy,  and  others 
in  the  network's  segmentation  plan,  and  a  few 
segments  in  CBS  Pacific  Television's  Panorama 
Pacific  morning  show  and  NBC  Radio's  Moni- 

tor. Announced  previously:  Notre  Dame  U.'s 
football  schedule  and  NBC-TV's  coverage  of 

various  pro  football  games  in  December. 
•  Cadillac,  never  a  heavy  broadcast  adver- 

tiser, is  planning  a  radio  spot  schedule  in  160 
key  cities,  using  325  stations.  Also  through 
MJ&A,  Cadillac  will  be  heard  in  900  small 

markets  through  GM's  dealer  co-op  plan. 
•  Chevrolet,  tied  with  Ford  for  first  place 

in  sales,  isn't  talking.  It  will  conduct  radio-tv 
spot  drives  "above  and  beyond  the  norm,"  ac- 

cording to  Philip  McHugh,  vice  president  in 
charge  of  radio-tv  at  Campbell-Ewald,  Detroit, 
Chevrolet's  agency.  Chevy,  like  Ford,  will 
make  it  grab  for  the  public's  eye  in  November. 
It's  expected  to  stick  more  or  less  to  last  year's 
network  programs:  ABC-TV's  Crossroads, 
NBC-TV's  monthly  Chevy  Show  color  spec- 

tacular and  weekly  quarter-hour  Dinah  Shore 
Show,  CBS-TV's  weekday  Garry  Moore  Show 
and  its  five-minute  news  capsules  on  CBS  Radio. 

•  Oldsmobile,  active  in  last  season's  Max 
Liebman  spectaculars  and  one-shot  special 
events  will  cut  its  broadcast  budget  despite  the 
fact  that — in  the  words  of  an  official  at  its 

agency,  D.  P.  Brother  &  Co., — "on  the  basis  of 
a  calendar  year,  we  will  look  very  busy." 

Olds  has  joined  RCA  and  Sunbeam  in  pick- 

ing up  NBC's  combined  convention-campaign- 
election  night  package,  and  the  election  night 

coincides  with  Olds'  unveiling  of  its  1957  Rock- 

New  models  get  ready  to  roll. 

ets.  Olds'  cutback  this  year:  cancellation  of  the 
15  minute  Patti  Page  Show,  which  was  spotted 
in  140  tv  markets,  and  trimmed  sponsorship 
(to  half)  of  the  Saturday  night  spectaculars. 

Since  Olds'  spot  campaigns  traditionally  are 
on  a  year-round  basis,  D.  P.  Brother  reported 
that  the  "only  change"  in  spot  will  be  in  the 
choice  of  continuity.  Copy  switch  will  begin 
in  30  radio  and  30  tv  markets  around  Nov.  1. 

FORD  MOTOR  CO. 

Ford  Motor  Co.,  which  earlier  this  summer 

"served  notice"  on  all  three  major  tv  networks 
that  it  would  listen  to  proposals  for  a  network- 

created  program  capable  of  "hard-selling"  all 
Ford  consumer  divisions  (yet  able  to  maintain 
an  institutional  aura)  [B»T,  Aug.  20],  will  stick 

to  divisional  advertising  "for  the  time  being." 
Having  dropped  its  50%  sponsorship  of  NBC- 
TV's  Producers'  Showcase,  Ford  this  autumn 

will  bring  up  its  big  guns  on  CBS-TV's  Ford Star  Jubilee,  which  will  introduce  the  Ford 
Div.  line  (sedans,  coupes,  convertibles,  station 
wagons  and  Thunderbirds)  through  J.  Walter 
Thompson  Co.  The  division  also  will  use  its 
Ford  Theatre  (switching  from  NBC-TV  to 

ABC-TV)  and  NBC-TV's  Tennessee  Ernie 
Show.  As  to  spot,  a  Thompson  official  says 

"it's  like  D-Day  here.   We're  not  talking." 

•  Mercury,  which  shares  CBS-TV's  Ed  Sul- 
livan Show  with  Lincoln,  plans  a  heavy,  seven- 

week  co-op  radio  campaign  starting  in  100 
major  markets  on  Oct.  27.  By  the  end  of  the 
seven-week  period,  over  1,300  stations  in  700 
markets  will  have  carried  the  Mercury  message. 
Its  agency,  Kenyon  &  Eckhardt,  New  York, 
plans  no  tv  spot. 

•  Lincoln,  serviced  by  Young  &  Rubicam, 

Detroit,  plans  "absolutely  no  spot"  this  autumn, will  stick  to  its  announcements  in  the  Sullivan 
show.  Its  broadcast  budget  is  reported  by  Y&R 

as  "half  of  its  total  advertising  allotment." 
«>  Continental  Mark  II,  handled  as  a  separate 

division,  will  not  get  air  exposure  this  season. 

Its  past  broadcast  activities  were  limited  to  oc- 

casional showings  on  Producers'  Showcase. 
•  Ford's  experimental  "Car  E"  also  will  not 

figure  in  this  year's  ad  strategy,  having  been 
earmarked  as  a  1958  model,  according  to  Ford 
sources  in  Dearborn  and  New  York.  Agency: 
Foote,  Cone  &  Belding,  Chicago. 

AMERICAN  MOTORS  CORP. 

American  Motors  Corp.'s  timebuying  plans 

were  described  by  agency  officials  as  "much  in 
the  air"  last  week,  but  apparently  they  include 
heavy  reliance  on  radio.  Working  on  a  trimmed 

broadcast  budget  for  both  Hudson  and  Nash- 
Rambler  divisions,  American  Motors  is  aiming 

for  greater  penetration  of  non-tv  markets  in 
selling  its  low-priced  1957  Ramblers.  Its  Disney- 

land (ABC-TV)  participation  will  be  trimmed 

to  "somewhere  close  to  half  of  last  year's  an- 
nouncement time,"  according  to  Geyer  Adv.'s 

Radio-Tv  Director  Ray  I.  Mauer.  Impressed  by 

Rambler's  "cross-country  experiment"  via  NBC 

This  is  Chrysler's,  under  wraps. 

Radio's  Monitor  last  June  [B«T,  July  9],  Geyer 
has  ordered  more  participations  on  this  week- 

end radio  service;  is  looking  into  "other"  pro- 
grams designed  for  the  weekend  driving  public, 

and  plans  a  "limited  amount  of  tv  spot."  Both 
introductory  campaigns  for  the  Nash-Rambler 
line  and  the  Hudson  line  (latter  handled 
through  Brooke,  Smith,  French  &  Dorrance, 
Detroit)  will  kick  off  the  end  of  October  for 
an  average  of  two  to  three  weeks.  Hudson, 
unlike  its  sister  divisions,  will  stick  strictly  to 
"the  radio  route"  for  this  campaign,  said 
BSF&D's  George  Johnston,  vice  president  and 
Hudson  account  executive,  but  will  gain  some 

tv  exposure  through  American  Motors'  bill- 
boarding  on  Disneyland.  Both  Messrs.  Johns- 

ton and  Mauer  indicated  spot  will  be  "highly 

selectively  used." 
STUDEBAKER-PACKARD  CORP. 

Studebaker-Packard  of  South  Bend,  Ind.,  is 
on  the  look-out  for  a  tv  show,  having  dropped 

last  season's  Monday  night  ABC-TV  Tv  Read- 
ers' Digest,  and  also  plans  strong  reliance  on 

radio-tv  spot  in  selling  its  1957  Studebaker  line 
(through  Benton  &  Bowles,  New  York),  which 
was  previewed  for  newsmen  in  New  York  last 
week.  Campaign  details  are  still  being  worked 
out,  however,  but  the  drive  presumably  will 
break  about  the  time  the  new  models  are  in- 

troduced to  the  public  Nov.  1.  As  to  Packard, 
S-P  officials  said  the  firm  will  definitely  bring 
out  a  1957  line  in  January,  contrary  reports 

notwithstanding.  Spokesmen  at  D'Arcy  Adv., 
New  York,  Packard's  agency,  would  shed  no 
light  on  Packard's  ad  schedule,  other  than  to 
say  a  campaign  would  break  after  Jan.  1. 
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A  PRESTIGE  DEPARTMENT  STORE 

PRODUCTIVE,  AND  PROFITABLE, 

IN  ALL  the  7 Vz  -decade  history  of  Woodward 
&  Lothrop,  prestige  department  store  in  the  na- 

tion's capital,  no  spokesman  had  ever  dared 
lend  official  dignity  to  the  nickname  universally 
used  by  its  customers  and  friends. 

"Woodies,"  said  Mrs.  Jones  to  Mrs.  Brown 
across  the  backyard  fence. 

And  "Woodies,"  said  Mr.  Jones  to  the  boss 
as  he  took  some  of  his  lunch  hour  to  shop  at 

the  men's  store. 
In  its  long  Washington  career  this  famed 

merchandising  institution  had  never  sanctioned 
the  name  by  which  it  was  best  known. 

Never — that  is,  until  an  ad  libbing  disc  jock- 

ey, declaiming  on  behalf  of  the  men's  store, 
inadvertently  or  possibly  advertently  uttered 

"Woodies"  into  a  microphone. 
If  Woodward  &  Lothrop  was  officially 

shocked,  Washington  wasn't.  "Woodies"  was 
part  of  the  area's  shopping  jargon.  Nothing more  natural  could  have  come  from  a  radio 
voice. 

Tradition  had  been  violated  and  Woodward 
&  Lothrop  acted  in  a  manner  befitting  such  an 
affront.  A  stern  letter  was  dispatched  to  the 
seven  Washington  radio  stations  participating 

in  one  of  the  most  extensive  broadcasting  cam- 
paigns in  retailing  history. 

After  excitement  had  subsided,  store  man- 
agement conceded  use  of  the  nickname  had 

brought  no  ill  effects.  Customers,  certainly, 
were  not  hanging  their  heads  in  shame.  And 
then  came  a  shocking  realization — suppose 
someone  decided  to  set  up  a  competitive  store 
and  call  it  Woodies.    That  did  it.  Woodward 

&  Lothrop  registered  the  name  and,  in  the  mood 
of  its  young,  forward-looking  management, 
withdrew  historic  objections  to  its  use. 

Those  closely  observant  of  the  store's  post- 
war renaissance  weren't  especially  surprised. 

They  had  watched  management  enlarge  the 
downtown  plant  and  move  into  the  surburbs,  si- 

multaneously. And  they  had  noted  Woodies' 
adoption  of  radio  as  a  primary  advertising  me- 

dium, following  a  pattern  submitted  by  Radio 
Advertising  Bureau. 

Last  month  Woodies  celebrated  its  second 

anniversary  of  extensive  radio  broadcasting. 
And  next  week  the  store  will  be  presented  with 

an  official  citation  by  seven  Washington-area 
stations.  As  Woodies  opens  its  largest  sub- 

urban branch  at  Seven  Corners,  eight  miles  out 
in  Virginia,  local  broadcasters  will  present  a 

plaque  in  recognition  of  continuous  and  pro- 
ductive use  of  radio. 

The  Woodward  &  Lothrop  story  starts  with 
the  opening  of  a  Washington  store  in  1880  by 
two  Yankees — Samuel  Walter  Woodward  and 
Alvin  Mason  Lothrop.  Their  basic  policies  of 

good  service  and  good  merchandise  "worthy 
of  the  nation's  capital"  still  guide  this  mer- 

chandising giant.  Inevitably  the  "carriage 
trade"  appreciated  the  class  merchandise  on  the 
orderly  counters.  A  Woodies  charge  account 
was  a  better  credit  recommendation  than  a  bank 
account.  Anything  from  a  spool  of  thread  to  a 
complete  set  of  furnishings  for  a  large  residence 
was  sent  to  any  country  in  the  world. 

In  this  pattern  Woodies  enjoyed  the  confi- 
dence and  the  heaviest  buying  of  Washington 

shoppers. 

And  then  came  a  jolt  that  shook  the  city. 
Teacups  teetered  as  capital  hostesses  asked, 

"Did  you  hear  what  happened?  Woodies  pulled 
their  curtains  and  opened  the  show  windows 

on  the  Sabbath." That  was  in  1948.  The  windows  have  been 
open  ever  since.  A  lot  of  other  traditions  have 
been  dumped,  including  the  theory  that  only 

newspapers  and  direct  mail  can  sell  merchan- 
dise or  bring  in  store  traffic. 

Any  belief  that  Woodies  is  doing  business  on 
outmoded  principles  has  long  disappeared.  This 
modernizing  of  the  operation  was  emphasized 
in  1954  when  a  committee  representing  Wash- 

ington radio  stations  belonging  to  RAB  spon- 
sored a  joint  RAB  presentation  designed  to 

show  the  correct  way  of  using  radio.  Other 
local  stores  saw  the  presentation. 

In  the  RAB  arguments,  Woodies  executives 
found  themselves  listening  to  the  very  claim 

they  had  been  making  for  years — the  claim 
that  radio  could  be  used  to  sell  specific  mer- 

chandise and  promote  specific  departments. 
Local  stations  had  been  trying  to  convince  the 
store  that  radio  was  an  entertainment  and  fea- 

ture medium  best  suited  to  gentle  institutional 
messages. 

"But  we  would  like  to  promote  specific  de- 
partments and  merchandise,"  radio  salesmen 

would  be  told.  Few  of  them  took  the  hint, 
preferring  to  glow  over  the  lovely  music  and 
exciting  commentaries  that  flowed  off  their  an- tennas. 

So  when  Kevin  B.  Sweeney,  RAB  president, 
and  his  staff  presented  a  series  of  suggestions  on 
retail  use  of  radio,  Woodies  decided  to  risk 

$1,000  a  week  for  13  weeks.  That  was  in  Au- 
gust 1954.  The  radio  campaign  has  now  en- 
tered its  third  year. 

"Tell  us  the  facts,"  Woodies  had  told  Mr. 
Sweeney.  RAB  had  told  the  facts  in  a  series  of 
discussions  at  which  radio  station  personnel 

were  excluded,  with  a  sort  of  doctor-patient 
relationship  evolving.  RAB  was  the  doctor  and 
Woodies  an  interested  patient  willing  to  try  the 
formula  to  see  if  it  would  work. 

Radio  found  itself  very  much  on  the  spot  that 
summer  of  1954.  Everything  narrowed  down 

to  one  factor — radio's  ability  to  deliver  an  audi- 
ence. 

By  department  store  standards,  Woodies  can 
be  called  a  major  radio  buyer,  its  current 
$l,500-to-$  1,800  a  week  running  between  7% 
and  1Vi%  of  the  million-dollar-plus  media 
budget. 

In  two  years,  Woodies'  extensive  use  of  radio 
has  established  a  number  of  points: 

•  Radio  definitely  has  boosted  men's  store 
business,  including  the  expensive  line  of  men's 
clothing. 

•  Other  capital  department  stores  have  in- 
creased their  use  of  radio. 

•  Scores  of  stores,  such  as  Burdine's  in  Mi- ami and  Marshall  Field  in  Chicago,  watching 
the  RAB  technique  in  operation,  have  bought 
more  time. 

•  When  the  low-cost  apparel  shop  on  the 
fifth  fashion-floor  was  opened  in  the  summer 
of  1955,  many  customers  said  they  had  heard 
about  the  shop  on  radio.  Sales  results  in  the 
next  few  days  revealed  many  definite  instances 

TWO  YEARS  AND  $7  MILLION  LATER 

Total  sales  at  Woodward  &  Lothrop  have  risen  at  an  ac- 

celerated pace— up  $7  million— since  this  major  Washing- 

ton department  store  adopted  radio  two  years  ago  as  a 

major  advertising  medium.  Radio  Advertising  Bureau, 

which  sold  the  store's  management  on  the  saturation  radio 
technique,  credits  the  medium  with  a  significant  role  in 

this  expansion— the  most  spectacular  in  the  store's  history. 
From  1946  to  1954,  through  the  suburban  expansion 

period,  Woodies'  sales  rose  from  $39  million  to  $47.8 
million  (fiscal  year,  Aug.  1-July  31). 

In  the  first  year  of  major  radio  advertising,  1954-55, 

the  store's  annual  statement  shows  an  increase  in  sales 

from  $47.8  million  to  $49.9  million.  This  reflects  a  no- 

ticeable upswing  in  the  rate  of  increase. 

In  the  second  year  of  radio,  1955-56,  sales  rose  from 

$49.9  million  to  $54.8  million,  an  increase  for  the  year  of 

approximately  10%. 
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DISCOVERS  IN  RADIO 

VEHICLE  TO  SUCCESS 

of  radio's  power.  Women's  hosiery  sales  have 
shown  radio's  sales  appeal. 

•  Help-wanted  ads  on  radio  pull  a  good  re- 
sponse from  people  not  contacted  by  newspaper 

classified  ads. 

•  Saturation  radio  coverage  is  a  good  way  to 
promote  special  events. 

•  Radio  greatly  strengthens  newspaper  pro- 
motion. 

•  Results  per  radio  dollar  have  often  been 
described  as  phenomenal. 

•  Radio  announcements  are  flexible  and  can 
be  efficiently  aimed  at  special  audiences. 
WGMS  copy,  for  example,  is  beamed  to  good 
music  and  hi-fi  fans. 

•  Copy  changes  can  be  made  quickly  to  meet 
emergencies.  In  the  summer  of  1955,  announce- 

ments were  beamed  to  car  radios  during  the 
transit  strike.  Traffic  was  diverted  to  the  Chevy 
Chase  store  Dec.  17,  1954,  when  the  Bethesda 
budget  store  burned. 

•  Using  100  to  200  announcements  a  week, 
plus  some  programming,  costs  were  cut  to  a 
minimum  through  time,  quantity  and  contin- 

uous-use discounts  obtained  by  Harwood  Mar- 

tin Advertising,  Woodies'  radio  agency. 
•  With  varying  store  hours,  radio  gives  wide 

circulation  to  branch  store  schedules. 

•  In  the  summer  of  1955,  George  Titus,  as- 
sistant advertising  director,  happened  to  men- 

tion casually  while  subbing  for  Commentator 
Pat  Hayes  on  the  WGMS  Sunday  noon  Concert 
Hall  that  he  had  a  booklet  listing  Washington 
musical  organizations.  Surprisingly,  125  re- 

quests came  from  the  serious  music  audience. 

•  Woodies  can  "pull  out  all  the  stops"  on 
items  it  wants  to  promote. 
To  quote  Harwood  Martin,  head  of  the 

agency  bearing  his  name,  "If  you  have  an  ade- 
quate appropriation  to  tell  a  message,  you  are 

usually  better  off  by  using  more  than  one 

medium." 
Using  Radio  Correctly 

Last  January  when  RAB  presented  a  citation 
to  Woodies  for  its  effective  and  extensive  use 
of  radio,  Joseph  E.  Baudino,  Westinghouse 
Broadcasting  Co.,  speaking  as  RAB  board 

chairman,  said,  "The  important  thing  is  not 
that  Woodies  is  responsible  for  leading  some 
of  its  competitors  into  radio  but  that  the  store 
showed  them  the  correct  way  to  use  radio — 
through  its  most  efficient  technique  of  satura- 

tion spot  for  peak  selling  days  combined  with 

day-to-day  participations  and  programming  con- 
stantly beamed  to  the  same  audience  for  the 

same  lines  of  merchandise  [B*T,  Jan.  23]." 
In  the  Woodward  &  Lothrop  concept,  radio 

is  an  important  part  of  the  advertising  team. 
Its  weekly  radio  schedule  of  100-plus  an- 

nouncements is  one  of  the  largest,  if  not  the 

largest,  among  the  nation's  top-flight  depart- 
ment stores  though  there  may  be  a  store  or  two 

that  has  a  higher  broadcast  budget. 

Targets  of  Woodies'  commercials  are  close  to 
2  million  people  and  500,000  auto  radios.  "We 
believe  radio  has  a  great  many  listeners,"  said 
James  Hardy,  advertising  director  who,  inciden- 

tally, is  in  his  51st  year  with  the  store.  "People 
can  listen  while  they  do  other  things.  We  reach 
men  driving  to  work  in  the  morning. 

"Television  requires  undivided  attention  and 
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is  expensive.  We  aren't  sure  how  effective  day- 
time television  will  become.  We  aren't  certain 

how  accurate  audience  measurement  techniques 
are  but  use  radio  reports  to  some  extent  as  a 
guide  in  selecting  stations. 

"Several  factors  keep  the  cost  of  radio  at  a 
low  figure.  The  Harwood  Martin  agency  sup- 

plies personnel  and  services  radio  campaigns 
whereas  the  newspaper  advertising  personnel 

are  members  of  the  Woodward  &  Lothrop  ad- 
vertising department.  The  radio  stations  offer 

excellent  cooperation  and  the  agency  provides 
professional  service  that  gets  the  most  out  of 

each  dollar  spent." 
Woodies'  commercials  reach  all  segments  of 

the  audience  with  a  wide  variety  of  direct-selling 
and  institutional  messages.  In  selling  directly, 
a  clerk-to-customer  effect  is  created.  The  copy 
is  clean,  well-written  and  strikes  a  comfortable 
balance  between  soft-selling  and  some  of  the 
steam-heated  pleadings  of  the  pressure  mer- 
chandisers. 

The  basic  stations  on  the  Woodies'  list  are 
WRC,  WMAL,  WTOP,  WWDC,  WGMS,  in 
Washington;  WGAY  Silver  Spring,  Md.,  and 
WP1K  Alexandria,  Va.  The  Jimmy  Gibbons 
morning  program  on  WMAL  promotes  the 

men's  department  and  reaches  the  motoring-to- 
work  group.  On  WTOP  Eddie  Gallaher,  another 
morning  D.  J.,  promotes  the  expensive  ($125- 
$175)  line  of  Walter  Morton  (Hickey-Free- 
man)  suits.  In  a  brief  period  WGAY,  for  ex- 

ample, promoted  bed  spreads,  glass  draperies, 
autumn  home  furnishings,  English  earthenware, 

brass  ash  trays,  women's  summer  shoes,  sum- 
mer shirts  and  Shenandoah  Valley  craft  pieces 

— with  price  mentions  and  earnest  selling  copy. 
For  over  six  decades  these  experienced 

merchandisers  were  able  to  run  a  store  the 

way  they  thought  best,  encouraged  by  the 
success  of  their  good  quality-good  service  poli- 

cies. But  World  War  II  changed  all  that. 
Shelves  were  stocked  with  what  was  avail- 

able— the  best,  naturally.  Behind  the  counters 
were  many  inexperienced  clerks,  often  indiffer- 

ent to  the  techniques  they  had  been  taught  at 
training  classes. 

Complaints  that  had  once  been  handled 
earnestly  and  sincerely  were  sometimes 

shrugged  aside  by  the  help,  with  store  execu- 
tives suffering  helplessly  as  they  looked  on 

the  wall  at  such  slogans  as  this:  "Woodward  & 
Lothrop  and  its  store  members  have  always 
paid  homage  to  one  ideal — to  be  worthy  of  the 

nation's  capital." 
Woodies  had  often  considered  radio,  and 

capital  time  salesman  had  talked  themselves 
hoarse  with  little  success.  One  day  a  salesman 
from  WRC  proposed  an  elegant  type  of  con- 

cert series  designed  to  support  institutional 
messages  of  the  good-will  type — a  program 
that  would  serve  as  an  apology  for  lowered 
wartime  standards  and  a  promise  that  basic 
traditions  would  be  restored.  Top  management 

was  impressed.  "This  sounds  like  Woodward 
&  Lothrop,"  someone  said.  Heads  nodded  and 
Washington  Prelude  took  the  air  Oct.  22,  1946. 

Noted  artists  were  imported,  including  such 
stars  as  Dorothy  Kirsten  and  Helen  Jepson. 
The  project  cost  $1,250  a  week.  Public  reaction 
was  favorable,  but  even  if  the  audience  had 
been  negligible,  store  management  felt  better. 

SEVEN  CORNERS 

After  26  weeks  the  ambitious  series  was 
dropped. 

While  Woodies  felt  it  had  gained  institution- 
al benefits,  nobody  around  the  store  was  con- 

vinced that  radio  might  be  a  good  medium  to 
sell  merchandise. 
New  forces  were  at  work  after  the  war. 

Sacred  traditions  had  been  unable  to  cope  with 
merchandise  shortages.  Executives  pointed 

finger  or  pounded  desk — but  goods  still  were 
hard  to  get  and  often  inferior  in  quality.  In 
this  disconcerting  era  a  shocking  thing  was 

happening  four  blocks  down  F  St.  A  new  re- 
tail giant  was  on  Woodies  tail,  threatening  to 

pass  though  sales  were  heading  toward  the  $40 
million  mark. 

Across  G  St.  an  old  capital  store,  Palais- 
Royal,  offered  a  logical  chance  to  expand.  Many 

thrifty  shoppers  would  look  over  Woodies' 
stock,  then  cross  the  street  and  buy  lower- 
priced  Palais-Royal  merchandise. 

Younger  blood  in  the  organization  could 
point  to  the  changing  character  of  the  market, 
including  the  shift  to  the  suburbs,  disappear- 

ance of  the  basic  carriage-trade  business  and 
a  complete  change  in  the  Washington  popula- 

tion. So  Palais-Royal  was  bought  from  the 
Kresge  organization,  plus  a  smallish  store  in 
suburban  Bethesda,  an  Arlington  branch  that 
was  dropped  and  one  in  the  Pentagon  arcade 
that  was  retained.  The  Pentagon  unit  is  still 

operating  but  under  a  sort  of  military  "re- 
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stricted"  policy  that  excludes  promotion. 
The  postwar  additions  put  Woodies  into  a 

two-block  downtown  plant  and  plummeted  this 
conservative  store  right  into  the  branch  store 
business.  Andrew  Parker,  grandson  of  Samuel 

Walter  Woodward,  became  president.  A.  Lo- 
throp  Luttrell,  grandson  of  Alvin  Mason  Lo- 
throp,  became  vice  president  and  Col.  John 

Tyssowski  chairman  of  the  new  executive  com- 
mittee. Donald  Buckingham,  now  at  J.  W. 

Robinson  Co.,  Los  Angeles,  was  vice  president 
in  charge  of  merchandising  and  advertising. 

Robert  E.  L.  Johnson  joined  the  organi- 
zation in  1948  in  charge  of  branch  store  plan- 

ning, becoming  merchandising-advertising  vice 
president  in  1950  with  branch  stores  and  public 
relations  included  in  his  duties.  When  Mr. 
Luttrell  resigned  from  the  firm  recently,  Mr. 

Johnson  succeeded  him  as  executive  vice  presi- 
dent. He  assumed  the  role  Sept.  1. 

Metropolitan  Washington  was  changing  fast, 

population  rising  a  half-million  in  a  decade 
(968,000  in  1940,  1,464,000  in  1950).  This  new 
influx  of  population  was  not  indoctrinated  in 
the  historic  traditions  of  Woodward  &  Lo- 
throp,  whose  merchandising  merits  in  pre-war 
days  had  been  automatically  portrayed  by  old- 

er residents  to  new  neighbors  shortly  after  the 

moving  man  pulled  away.  The  new  manage- 
ment at  Woodies  noted  that  Washington  city 

(D.  C.)  had  68%  of  the  area  population  in 

1940  but  only  55%  in  1950.  Currently  it's 
44%.  Maryland's  share  rose  from  18%  in  1940 
to  24%  in  1950  (now  it's  32%).  Virginia  rose 
from  14%  to  21%  in  the  same  years  (now  it's 24%). 

After  reflecting  that  only  a  decade-and-a-half 
back  Woodies  had  been  the  largest  store  south 
of  Philadelphia,  and  after  a  few  furtive  looks 
at  the  $1.7  million  margin  gained  in  1947  by 

Hecht's  in  rising  to  No.  1  in  the  market  over 
Woodies'  $40-million  business — after  match- 

ing population  and  merchandising  trends,  some 
of  the  sacred  precedents  were  firmly  discarded. 
A  $9  million  loan  was  arranged  to  take  care  of 
new  branches  and  Raymond  Loewy  was  hired 
to  do  the  interiors  on  the  Chevy  Chase  branch. 

All  this  time  most  of  Woodies  advertising 
went  into  newspapers,  except  for  sporadic  spots 

promoting  special  events.  Buyers  and  depart- 
ment heads  were  newspaper-minded  in  the 

prevalent  department  store  way,  and  their 
quotas  and  wishes  were  important  in  deciding 
the  way  advertising  dollars  were  spent. 

In  1950  the  attractive  branch  was  opened 

in  the  Chevy  Chase  area  at  the  District-Mary- 
land line.  More  colonial  than  functional  on  the 

outside,  it  was  a  shoppers  paradise  on  the  in- 
side. The  store  was  modest  in  size,  by  depart- 
ment store  standards,  but  a  complete  line  of 

merchandise  was  carried.  Significantly,  the 
store  deliberately  lacked  the  depth  in  diversity, 

price  and  stock  that  is  found  downtown.  An 
equally  artistic  branch  was  opened  two  years 
later  in  Alexandria. 

Both  were  successful  beyond  any  anticipa- 
tion of  management.  The  branch-store  planning 

had  been  based  on  careful  study.  Noting  the 
effort  of  Loop  stores  in  Chicago  to  attract 
customers  to  the  downtown  retail  palaces,  and 
the  problems  of  downtown  stores  all  over  the 
nation,  Woodies  had  decided  to  make  branch 

stores  do  double  duty — capture  the  suburban 
trade  and  at  the  same  time  use  these  branches 
as  feeders  for  the  vast  main  store  downtown. 

After  all,  the  downtown  investment  was  tre- 
mendous. The  two-block  enterprise  served  as 

nerve  center  for  the  organization.  Shoppers  no 
longer  were  going  downtown  in  droves  just  for 
the  fun  of  it.  The  trip  from  the  suburbs  was 
long.  It  involved  transit  as  well  as  parking 
problems.  To  meet  this  set  of  trends,  the  down- 

town buildings  were  modernized  and  reorgan- 

ized. A  "Master  Plan"  was  adopted,  a  long- 
range  program  designed  to  meet  changing  times 
and  trends.  A  parking  garage  was  approved, 
and  a  tunnel  under  G  St.  to  connect  the  main 
buildings. 

In  1954  a  site  was  approved  for  the  largest 
of  all  branches  at  Seven  Corners,  to  be  located 
in  a  $25  million  shopping  center  about  eight 
miles  out  in  the  Virginia  surburbs.  The  new 

store,  costing  around  $3  million,  can  be  ex- 
panded by  addition  of  three  more  floors.  This 

will  add  90,000  feet  to  the  current  128,000 
total.  Over  70,000  autos  pass  through  this 

seven-pronged  intersection,  with  an  underpass 
for  the  heavily  traveled  U.  S.  50. 

Woodies  had  been  feeling  pretty  good  in 
1954  about  a  radio  schedule  that  had  been 
running  three  years  on  WGMS,  then  a  strictly 
good-music  am-fm  operation.  Three  years 
earlier  M.  Robert  Rogers,  WGMS  president, 

had  convinced  the  head  of  Woodies'  record  de- 
partment that  radio  could  boost  the  disc  busi- 

ness. Despite  the  stimulus  of  long-playing  rec- 
ords, the  department  was  having  a  rough  time 

in  the  face  of  the  intensive  merchandising  of 

cut-rate  shops,  drug  stores,  news  stands  and 
chain  groceries  where  young  folks  were  doing 
their  musical  shopping. 

In  September,  1951  the  Sunday  Concert  Hall 
(12:30-2  p.m.)  was  started  on  WGMS  with 
Pat  Hayes,  Washington  concert  manager  and 
musical  authority,  as  commentator.  A  five- 
weekly  evening  musical  series,  Record  Show- 

case, (6:05-6:30)  was  added.  The  record  depart- 
ment turned  most  of  its  advertising  budget  into 

the  promotion.  Phone  calls  started  to  come, 
though  not  necessarily  for  the  specific  records 

played  on  the  programs.  Business  began  to  im- 
prove and  Washington  music  lovers  soon 

started  getting  their  records  from  Woodies — 
often  ordering  by  phone  and  taking  advantage 
of  delivery  service.  When  the  Chevy  Chase 

unit  opened,  the  record  department  was  men- 
tioned in  the  commercials.  In  this  case,  sub- 

urbanites began  buying  the  program  records. 
The  WGMS  schedules  were  financed  on  a 

co-op  basis  at  first,  RCA  and  its  distributor, 
Southern  Wholesalers,  each  supplying  25%  of 
the  cost. 

Now  and  then  top  concert  artists,  in  the  city 
for  a  performance,  would  make  personal  ap- 

pearances in  the  Woodies  record  store.  A  year 
of  WGMS  broadcasting  convinced  Woodies 
management  that  its  musical  programs  were 

worthy  of  the  store's  finest  traditions.  The 
commericals  became  storewide,  and  Woodies 

became,  to  some  extent,  a  combined  newspa- 
per-radio user  on  a  regular  basis. 

This  policy  continued  for  two  years,  punc- 
tuated by  special  radio  promotions  or  success- 

ful help-wanted  announcements,  and  morning 

DAYTIME  IS  RETAILERS  TIME  IN  TV 

MR.  KAUFMANN 

RETAILERS  belong  in  daytime  television, 

in  the  opinion  of  Ted  Kaufmann,  radio-tv 
director  of  Ted  Bernstein  Assoc.  Adv.,  New 
York  agency.  Writing  in  the  summer  issue 
of  Journal  of  Re- 

tailing, published 
by  the  N.  Y.  U. 
School  of  Retail- 

ing, Mr.  Kauf- 
mann described 

ways  of  using  tv 
and  submitted  a 
series  of  reasons 
for  store  use  of 
the  visual  medium. 

First  of  all,  he 
wrote,  daytime  tv 
hours  belong  to 
retailers  because 
store  operation  is 

at  a  peak  during  these  hours  and  the  house- 
wife can  be  reached.  Supermarkets  spent 

14%  of  their  total  ad  budget  on  tv  last  year, 
he  noted. 

Store  personnel  can  be  easily  trained  in  tv 
methods,  he  said,  drawing  a  comparison 
with  staff  work  on  newspaper  schedules. 

"What  selling  medium,"  he  asked,  "other 
than  a  house-to-house  salesman  with  his  foot 
in  the  door,  can  do  so  many  things  for  the 
retailer  as  television?  The  housewife  sees 
the  merchandise  .  .  .  hears  it  .  .  .  does 
everything  but  feel  and  smell  it  .  .  .  then 
makes  a  telephone  call  and  has  the  product 
delivered  for  nothing  down  and  50  cents  a 

week.  At  least  that's  how  mail-order  firms 
have  earned  fabulous  success  with  television. 

Why  are  not  other  retailers  cashing  in?" Mr.  Kaufmann  cited  a  number  of  tests 
and  success  stories: 

e  Montgomery  Ward,  with  $350,000  tv 
campaign  out  of  $9  million  ad  budget,  test- 

ing tv  in  50  markets  using  minute  spots. 
•  General  Department  Stores  sold  $32,766 

in  bedroom  items  on  basis  of  four  one- 
minute  commercials  on  WSAZ-TV  Hunting- 

ton, W.  Va. 
•  J.  N.  Adams  Co.,  Buffalo,  using  four 

one-minute  participations  on  WBEN-TV 
Buffalo,  sold  820  lawn  rockers  at  $4.95 
each;  1,620  bottles  of  Coppertan  at  $1.50 
after  two  participations;  5,800  dish  towels  at 
29  cents  each  after  three  announcements; 
257  Flint  kitchen  Bar-B-Cue  sets  at  $13.95, 
one  participation;  eight  $350  Frigidaires,  one 
announcement.  All  were  daytime  announce- 
ments. 

Participation  on  good  local  programs  and 

proper  selection  of  spots,  ID's  and  package- 
deals  will  reach  the  audience,  he  said,  in 
attacking  the  feeling  of  some  retailers  who 

want  to  go  in  for  big  programs  and  spectac- 
ulars or  leave  the  medium  alone.  He  cited 

the  42  weekly  spots  on  WATV  (TV)  New- 

ark used  by  Bamberger's,  plus  programming 
or  a  total  of  eight  daytime  hours  weekly. 
Another  series,  running  two  years,  is  spon- 

sored on  WBRC-TV  Birmingham  by  Joseph 
&  Loeb  Department  Store,  based  on  a 
romper  room  theme. 

Local  stations  cheerfully  offer  professional 
help  to  stores,  according  to  Mr.  Kaufmann. 
He  suggested  retailers  check  the  advantage 
of  drawing  against  manufacturer  co-op  al- 

lowances. Backgrounds  and  props  in  store 
windows  are  fine  for  tv,  he  said,  and  artwork 
can  be  used. 

He  offered  this  check  list  for  tv  planning: 

V  Departmental  charge-off  to  merchan- 
dise best  suited  for  television. 

V  Allowance  for  switchboard  service  at 
night  and  weekends  when  tv  ads  are  shown. 

V  Fast  service  on  delivery  of  tv  mer- 
chandise. 

V  Naming  of  store  tv  coordinator  and 
staff  help. 

V  Coordination  with  direct-mail  depart- 
ment so  those  who  order  from  tv  are  put  on 

an  active  mailing  list. 
V  Leave  margin  for  error. 
The  tv  move  must  come  from  top  manage- 

ment, Mr.  Kaufmann  said.  Results  cannot 

be  expected  overnight  but  may  actually  de- 
velop that  quickly.  Such  factors  as  eye  ap- 

peal, timeliness  and  price  attraction  must  be 
present,  he  said. 

Page  40    •    September  10,  1956 Broadcasting    •  Telecasting 



Covers  All 

Sports! 

.a 

■  OWA  sports  lovers  get  top  television  sports 

coverage  on  WHO-TV,  because  our  TV  operation  uses 

the  same  great  sports  staff  that  has  built  such  a 

tremendous  reputation  on  WHO  Radio! 

In  addition  to  daily  sportscasts  by  Jim  Zabel,  Iowa's 

"most-listened-to"  sportscaster,  WHO-TV  schedules 

scores  of  exciting  sports  contests  —  both  live  and  on  film. 

How  loyal  and  enthusiastic  is  the  WHO-TV 

sports  audience?    Well,  last  Fall  when 

there  was  a  slight  technical  delay  in 

getting  one  football  telecast  on  the  air, 

WHO-TV  received  1500  phone  calls  —  and 

the  Northwestern  Bell  Telephone  Company 

reported  a  backlog  of  5000  other  calls! 

Let  Peters,  Griffin,  Woodward,  give  you  all  the  facts 

on  WHO-TV  —  Iowa's  BIG  television  value. 
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WHO-TV 

Channel  13  •  Des  Moines 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 

Peters,  Griffin,  Woodward,  Inc. 
National  Representatives 

Affiliate 



nationally  acclaimed 

R 

now  available 

Win  big-  audiences  with  Frontier— the  authen- 

tic family  Western,  the  first  and  only  one  of 

its  kind.  Produced  by  TV's  incomparable 
Worthington  Miner,  every  program  vividly 

captures  the  true  spirit  of  the  courageous 

pioneers  who  braved  America's  last  frontier. 
Frontier  was  a  tremendous  hit  on  network 

television  with  an  average  rating  of  22.9  over 

run  syndication! 

a  seven  month  period!*  And  proved  powerful 

enough  to  command  a  3.0  viewers  per  set  — 

36%  higher  than  the  day-night  average  for  all 

programs.  (ARB) 

Frontier's  30  distinguished  half-hour  films 
are  available  to  all  stations  for  the  first  time! 

Check  availabilities  now  for  prestige  and  sales 

leadership  in  your  markets. 

'Xitfsen  Tele 

ACTION 

ADVENTURE 

EXCITEMENT 

MYSTERY 

SUSPENSE 

ROMANCE 

Programs  for 

All  S  tat  ions  - 
All  Sponsors 

ItORNIA  NATIONAL  PHOUf 

663  Fifth  Avenue  in  New  York;  Merc  hand  ise  Mart 

n  Chicago;  Taft  Building  in  Hollywood.  In  Canada: 

RCA  Victor,  225  Mutual  Street,  Toronto 



ADVERTISERS  &  AGENCIES 

TV  PROVES  A  POINT 

TELEVISION  brought  to  the  Augusta, 

Ga.,  region  the  story  of  the  city's  growing 
importance  as  a  fashion  center  as 
WRDW-TV  staged  a  70-minute  program 
in  which  12  leading  fashion  stores  partic- 

ipated. Entire  cost  of  the  production  was 
borne  by  WRDW-TV,  according  to  Pat 
H.  Rice  Ir..  president,  with  stores  sup- 

plying models  and  apparel. 
Eileen  Stulb  Adv.  Agency,  Augusta, 

was  retained  to  produce  the  program. 
Basic  theme  was  to  present  fashion  wear 
in  normal  use  and  normal  settings  rather 
than  to  offer  models  in  the  typical  poses 
of  the  craft.  Twelve  wardrobe  mistresses 

were  on  duty,  taking  charge  of  52  models 
who  made  58  appearances.  Settings  in- 

cluded kitchen-living  room,  bus  stop, 
dining  room,  football  stadium,  office  out- 

door barbecue,  night  club  and  night  club 
entrance. 

Store  managers  lauded  the  production 

as  an  important  step  in  showing  the  city's 
growth  as  a  fashion  area.  A  number  of 
stores  reported  buyers  waiting  for  specific 
dresses  at  opening  time  the  next  morning, 
plus  out-of-town  phone  calls. 

Eileen  Stulb,  of  the  agency,  was  nar- 
rator of  the  program.  Miss  Stulb  is  a 

professional  golfer  and  experienced  radio- 
tv  personality.  Dick  Fennel,  operations 
manager  of  WRDW-TV,  was  director. 

spots  on  the  WMAL  Jimmy  Gibbons  sunriser. 
When  RAB  President  Sweeney  made  his  mid- 

1954  presentations,  Mr.  Johnson,  along  with 
Messrs.  Parker  and  Hardey,  decided  to  get  into 
radio  seriously.  Hecht  still  had  a  good  lead, 
with  huge  suburban  branches  in  suburban  Silver 
Spring,  Md.,  and  Virginia.  The  Hecht  branches 
were  major  units,  as  distinguished  from  the 
medium-sized  Woodies  branches. 

After  setting  up  a  three-month  test  schedule 
of  nearly  100  announcements  a  week  on  seven 
stations,  Woodies  tried  out  the  idea  of  testing 
the  effectiveness  of  radio  by  promoting  items 
not  advertised  in  newspapers.  The  advertising 
department  decided  it  was  too  complicated  to 
track  down  every  dollar  spent  in  relation  to 
every  item  sold  and  came  up  with  the  idea  of 
coordinating  the  radio  schedule  with  newspaper 

THEY  CALL  THE  SHOTS 

PRESIDENT  PARKER  AD  CHIEF  HARDEY 

advertising. 

After  a  successful  year  of  radio,  Woodies 
stepped  up  the  program  30%  from  its  original 

$l,000-upward  basis.  Now  it's  running  as  high 
as  $1,800  a  week.  September  planning  includes 
use  of  more  suburban  Virginia  radio  time  as 
well  as  suburban  newspapers  in  the  interest  of 
the  new  Seven  Corners  store. 

Success  in  the  retail  merchandising  business 

isn't  achieved  without  planning  and  spending. 
In  the  case  of  Woodies,  an  important  factor 
has  been  the  wholehearted  cooperation  of  Wash- 

ington-area broadcasters,  according  to  the  Har- 

WHIRLPOOL-SEEGER  PLANS 

HEAVIER  EMPHASIS  ON  TV 

Appliance  maker's  $20  million 
all-media  budget  to  include 
four  NBC-TV  shows. 

WHIRLPOOL-SEEGER  Corp.  will  spend  a 
substantial  part  of  its  $20  million-plus  national 
and  co-op  advertising-promotion  budget  on  net- 

work television  programs  during  the  1956-57 
season  for  its  RCA  Whirlpool  appliances. 

In  announcing  sponsorship  plans  for  NBC- 

TV's  Producers'  Showcase,  Saturday  Niglit 
Spectacular,  Perry  Como  Show  and  Matinee 
Theatre,  John  Bricker,  marketing  director, 
claimed  Whirlpool-Seeger  will  be  able  to  dem- 

onstrate all  its  appliances  "to  more  people,  more 
often  at  less  cost  per  thousand  than  through 

any  other  advertising  medium."  Radio,  along 
with  newspaper  and  magazine  campaigns,  will 
be  utilized  at  the  distributor  level  to  promote 
individual  appliances,  he  added.  Tv  commer- 

cials will  be  devoted  to  laundry  appliances  for 
the  remainder  of  1956  and  a  full  line  of  RCA 

Whirlpool  appliances  will  be  advertised  on  net- 
work shows  after  Jan.  1,  1957.  Agency  is 

Kenyon  &  Eckhardt  Inc.,  Chicago. 

What  percentage  of  the  overall  $20  million- 
plus  figure  would  be  allocated  to  tv  was  not 

wood  Martin  agency.  Mr.  Martin  said  this  un- 
selfish sharing  of  facilities  and  broadcasting 

know-how  plus  the  counsel  supplied  by  RAB 

deserve  much  of  the  credit  for  Woodies'  suc- 
cessful use  of  radio. 

Mr.  Hardey  and  his  assistant,  Mr.  Titus, 
direct  a  large  advertising  staff  at  the  store.  A 
heavy  share  of  the  staff  time  is  devoted  to 
preparation  of  newspaper  ads.  The  Martin 
agency  has  specialists  assigned  to  Woodies  radio 
commercials.  They  meet  frequently  with  the 

store's  staff,  keeping  in  touch  with  store  and 
advertising  developments  and  participating  in 
advance  planning  sessions.  A  monthly  calendar 
shows  the  announcements  schedule  each  day, 
tieing  in  with  newspaper  copy. 

All  copy  tends  to  emphasize  the  downtown 
store,  but  lists  where  items  can  be  bought  at 
suburban  stores.  Thus  customers  can  shop  where 

they  prefer,  but  they're  always  aware  that  the 
downtown  store  has  depth  in  stock,  prices  and 
assortment.  All  the  time.  Woodies  is  trying  to 
broaden  the  base  from  which  customers  are 
drawn.  Since  1947,  a  public  relations  department 
headed  by  Mrs.  Julia  Lee  has  directed  an  ex- 

tensive program  of  civic  activities.  Chevy  Chase 
and  Seven  Corners  stores  have  large  auditori- 

ums for  civic  affairs.  Last  year,  during  the 
Diamond  (75th)  Anniversary,  a  series  on  WRC 
saluted  Washington  business  and  industry,  in- 

cluding newspapers. 
Television  is  another  problem,  and  Woodies 

can't  yet  see  the  way  into  the  video  medium.  A 
tv  shoppers  series  didn't  work  out  too  well  in 
view  of  the  money  spent,  the  store  feeling  that 
tv  rates  are  high  and  choice  items  are  pretty  well 
gobbled  up  by  national  sponsors. 

Some  class  magazine  space  is  used,  placed  by 
Abbott  &  Kimball,  New  York.  Frequent  ads 
are  carried  in  Mademoiselle,  Seventeen.  House 
&  Garden  and  similar  publications. 
The  metropolitan  Washington  area  has  its 

highest  income  families  in  the  suburbs,  where 
44%  enjoy  an  income  over  $7,000.  according 

to  the  Board  of  Trade's  analysis.  D.  C.  income 
averages  $4,748,  compared  to  the  peak  of  $7,571 
in  Montgomery  County,  Md.  Over  134,000  new 
homes  have  been  started  since  1950,  three- 
fourths  of  them  single-family  dwellings. 

With  all  this  potential  to  draw  from,  Woodies 

disclosed,  but  was  believed  to  be  close  to  50%. 
This  figure  is  a  preliminary  estimate  for  1957. 
not  including  expenditures  for  the  remainder 
of  this  year.  Plans  also  are  underway  for  a 

special  radio  campaign  out  of  co-op  monies, 
but  have  not  been  finalized. 

Commitments  call  for  12  months  of  network 

tv  on  the  four  established  NBC-TV  programs, 
three  of  them  color  series,  starting  with  Pro- 

ducers' Showcase  Sept.  17. 
Mr.  Bricker  described  the  1957  advertising 

program  as  the  "most  comprehensive  and  pene- 
trating ever  undertaken  by  his  company  or 

its  predecessors."  Color  commercials  will  be 
delivered  by  Fran  Allison  of  Kukla,  Fran  & 
Ollie.  Mr.  Bricker  noted  that  his  company 

wants  to  establish  its  name  and  features  "im- 
mediately" and  the  best  method  is  to  "place 

our  products  in  an  extraordinary  setting  where 

we  can  reach  the  greatest  possible  audience." 

Vick  Product  Shuffle 

VICK  CHEMICAL  Co.  last  week  shuffled  a 
few  of  its  products  between  its  two  agencies, 
BBDO  and  Morse  International,  both  New 
York.  Going  from  Morse  to  BBDO  is  Vicks 
Meditrating  cough  syrup;  from  BBDO  to 
Morse:  Vicks  Vapo-Rub,  Vatronol,  Vicks 
coughdrops,  inhaler,  Medi-Mist  spray  and  new items. 

has  250.000  charge  customers.  The  broadened 
appeal  of  radio  helps  bring  in  new  families  and 
young  people.  Retail  competition  in  the  capital 
becomes  livelier  every  year  but  Woodies  ex- 

ecutives recall  a  statement  by  Col.  Tyssowski: 

"An  institution  of  individuals  dedicated  to  pro- 
viding better  merchandising  and  rendering  better 

service  for  the  people  of  the  Washington  area." 
They  smile,  and  go  on  with  their  work,  when 

anyone  mentions  a  popular  pre-World  War  II 

quip:  "Every  time  somebody  dies  in  Washing- 
ton, Woodies  loses  a  customer." 

Lady  Esther  to  Use  Spot  Tv 

To  Promote  Compact,  Comb 

LADY  ESTHER  Div.  of  Chemway  Corp.  plans 
to  use  spot  tv  in  a  limited  number  of  markets 
to  promote  its  pressed  powder  compact  and 
purse  size  comb  offer  this  fall.  Agency  is 
Dancer-Fitzgerald-Sample  Inc.,  Chicago. 

Broadcast  media  plans  have  not  been  finalized 
yet,  but  television  will  be  utilized  to  supplement 
other  advertising  media,  including  probably  ra- 

dio, it  was  reported.  Lady  Esther  conducted  a 
campaign  for  similar  products  last  year,  using 
radio-tv  in  21  major  markets. 

Grey  Adv.  Has  Celebration 

GREY  Adv.,  New  York,  held  a  "quinquennial" 
celebration  at  its  offices  last  Tuesday  for  22 
employes  who  marked  their  5th,  10th,  20th  and 
30th  anniversaries  with  the  company. 

Lawrence  Valenstein,  Grey  president,  an- 
nounced the  event  will  be  held  annually  in 

September,  and  explained  to  employes  that 

"quinquennial"  means  "occurring  once  in  five 
years,  or  at  the  end  of  five  years."  Grey  has 
decided  upon  "quinquennial"  celebrations,  he 
said,  to  show  appreciation  to  loyal  employes 
and  also  to  celebrate  their  eligibility  for  the 

agency's  retirement  plan,  which  begins  after 
five  years'  tenure  with  the  company. 
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ADVERTISERS  &  AGENCIES 

DENTIFRICES IN  CHICAGO  TELEVISION 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index   Of   Broadcast  Advertisers  (Based  on  Broadcast  Advertisers  Reports'  monitoring) 

NATIONAL  (NETWORK)  INDEX 

look        Product  &  Agency 
Network 
Shows 

Total 
Stations 

Hooper  Index 
'Commercial  of  Broadcast 

Units4' 

Advertisers 

1. Gleem  (Compton) 9 2 

IT/3 

99 

2. Brisk  (William  Esty) 5 1 6 

82 

3. Crest  (Benton  &  Bowles) 7 2 8% 7T 

4. Colgate  Dental  Cream 
(Ted  Bates) 6 1 

6'/3 

67 

5. 
Ipana  (Doherty,  Clifford,  Steers 

&  Shenfield) 4 2 4 44 

6. 
Pepsodent  (Foote,  Cone  & 

Belding) 

3 2 3 42 

CHICAGO  INDEX  (NETWORK  PLUS  SPOT) 

Issnfc        Product  &  Agency 

T.    Crest  (Benton  &  Bowles) 

2.  Colgate  Dental  Cream 
(Ted  Bates) 

3.  Gleem  (Compton) 

4.  Brisk  (William  Esty) 

5.  Ipana  (Doherty,  Clifford,  Steers 
&  Shenfield) 

6.  Pepsodent  (Foote,  Cone  & 
Belding) 

7.  Dr.  Lyons  Tooth  Powder 

(Dancer-Fitzgerald-Sample) 

Network 
Shews 

7 

6 

9 

5 

Total 
Stations 

3 

2 

2 

1 

1 

Hooper  Index 'Commercial  of  Broadcast 
Units"  Advertisers 

162/3  144 

13'/3 

13'/3 
8 

4 

117 

78 

53 

47 43 

23 

(P)  Participations,  as  distinguished  from  sponsorship. 

In  the  above  summary,  the  monitoring  occurred  the  week  ending  July  15,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper,  Inc.,  Broad- 
cast Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary  is 

prepared  for  use  solely  by  Broadcasting  •  Tblbcastbto.  No  reproduction  permitted. 

*  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcasting  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  ex- 

posure of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four 
"commercial  units"  are  attributed  to  a  30-mlnute  program,  and  in  the  same  proportion  for 
programs  of  other  lengths.  A  "station  identification"  equals  one-half  "commercial  unit." 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  Ameri- 
can Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Bio.  In  die  ease 

of  station  breaks  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is 
used  wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 

Three  Vice  Presidents 

Newly-Elected  by  BBDO 
ELECTION  of  three  new  BBDO  vice  presidents 
was  announced  last  week.  They  are  Richard 
O.  Howe  of  the  Boston  office,  Albert  J.  Wein- 
rich  of  the  Detroit  office  and  H.  Alan  Schlesin- 
ger  of  the  Minneapolis  office. 

Mr.  Howe,  an  account  executive,  has  been 

with  BBDO  since  1950  and  has  worked  prin- 
cipally on  the  William  Carter  Co.,  Boston, 

account.  Before  joining  the  agency,  he  was 
associated  with  Lever  Bros,  for  eight  years  as 
a  marketing  specialist. 

Mr.  Weinrich  joined  BBDO  in  1941  after 
working  for  five  years  as  a  reporter  on  the 
Buffalo  Times  and  Buffalo  Evening  News.  He 
is  an  account  executive  in  charge  of  DeSoto 
cooperative  advertising  and  account  supervisor 
on  the  Detroit-Michigan  Stove  Co.  account. 

Mr.  Schlesinger  has  been  with  BBDO  since 
1948  and  is  an  account  executive  on  the  George 
A.  Hormel  &  Sons  and  Northrup  King  &  Co. 
accounts.  He  served  previously  in  the  adver- 

tising department  of  Swift  &  Co.  from  1937-48. 

Sears  to  Look  Into  Video 

As  'Ideal  Medium7  for  Ads 
SEARS,  ROEBUCK  &  Co.,  spending  $58.5 
million  a  year  on  advertising,  is  re-examining 
its  media  program  and  will  look  into  tv  "as  an 
ideal  medium  for  feature  advertising,"  Theodore 
V.  Houser,  board  chairman,  said  Tuesday  in 
an  address  to  the  Washington  Ad  Club. 

While  newspapers  and  direct  mail  dominate 
the  current  budget,  Mr.  Houser  said,  local,  group 
and  regional  managers  have  freedom  to  choose 
local  media  and  many  of  them  use  radio  in  their 
promotion.  National  magazines  will  get  a  care- 

ful look  in  the  advertising  study,  he  added. 
Sears  last  year  bought  271  million  lines  of  news- 

paper advertising  in  1,012  daily  and  weekly 
newspapers.  It  distributed  55  million  catalogs. 

Local  Spectacular  Format 

To  Be  Sponsored  on  KSD-TV 

THE  network-type  spectacular  format  will  be 
used  locally  by  Union  Electric  Co.,  St.  Louis, 
in  a  fall  advertising  campaign  to  be  launched 
this  week  in  other  media.  The  first  tv  spec- 

tacular, On  Stage  in  St.  Louis,  will  be  presented 
Oct.  17  on  KSD-TV  there  and  will  be  followed 
by  others  in  the  series  every  four  weeks. 

Ted  Mack,  ABC-TV  personality,  will  be  mas- 
ter of  ceremonies  for  the  hour-long  shows  which 

will  feature  local  and  professional  talent  as 
well  as  "name"  performers. 
The  new  campaign  concentrates  three  prin- 

cipal problems  facing  utility  company  adver- 
tising: consumer  appeal,  dealer  merchandising 

and  institutional  selling.  The  campaign  was  de- 
veloped jointly  by  Gardner  Adv.  Co.,  St.  Louis, 

and  Union  under  the  direction  of  Walter  Heren, 
UE  director  of  advertising;  James  Lumpp, 
UE  advertising  manager;  Frank  Helper,  Gard- 

ner account  supervisor,  and  Edward  Heinecke, 
Gardner  account  executive. 

20th  Century-Fox  Using  NBC 
A  SPECIAL  six-week  campaign  was  launched 
by  Twentieth  Century-Fox  Corp.  last  week  on 
NBC  Radio  to  promote  its  new  CinemaScope 

production,  "The  Best  Things  in  Life  Are  Free," 
at  a  cost  of  an  estimated  $36,000.  It  was  said 

to  be  "the  largest  national  radio  promotion 
ever  set  for  a  motion  picture,"  and  consists 
of  announcements  on  Monitor  and  Bandstand. 
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Rayco  Begins  Fall  Drive 

FALL  advertising  campaign  of  Rayco  Auto 
Seat  Covers  Inc.,  Paterson,  N.  L,  was  launched 
last  week  on  40  radio  stations,  50  television 
stations  and  in  the  printed  media  to  introduce 

Rayco's  new  line  of  custom  and  ready-made 
home  furnishings  and  to  promote  the  company's 
established  line  of  auto  seat  covers,  clear- 
plastic  covers  and  cloth  tops.  The  campaign, 
placed  through  Emil  Mogul  Co.,  New  York, 
will  continue  until  the  end  of  the  year. 

DCS&S  to  Move  in  Early  '57 
MOVE  of  Doherty,  Clifford,  Steers  &  Shen- 

field, N.  Y.,  into  24,000  sq.  ft.  of  new  office 
space  in  the  Bank  of  New  York  Bldg.,  530 
Fifth  Ave.,  will  take  place  early  next  year.  The 
agency,  now  located  in  the  Empire  State  Bldg., 
plans  to  relocate  as  soon  as  the  new  building 

is  completed.  New  quarters,  according  to  Presi- 
dent Donald  K.  Clifford,  will  be  designed  by 

John  A.  Walquist  and  will  include  expanded 
radio-tv  facilities. 
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Recent  ARB*  survey  offers  proof  positive  that  WBTV,  15th  ranking  television 
market  in  the  nation,  dominates  the  Carolinas. 

Look  at  the  coverage  map! 

See  how  far  into  the  "fringe"  areas  WBTV  popularity  reaches! 

WBTV  ranks  second  only  to  the  local  VHF  station  in  Asheville— 89  airline  miles 
from  Charlotte.  This,  in  spite  of  the  fact  that  WBTV  is  almost  twice  as  far 
away  from  Asheville  as  the  3rd  ranking  station. 

WBTV  ranks  1st  in  TV  popularity  .  .  .  capturing  89%  of  the  audience  in 

Hickory— 50  airline  miles  from  Charlotte  .  .  .  with  4  competing  stations! 

WBTV  is  rated  3  times  more  popular  than  the  next  2  VHF  stations  combined  in 

Salisbury— 43  airline  miles  from  Charlotte. 

Obtain  your  copy  of  the  new  folder,  "Survey  with  the  Fringe  on  Top." 
Contact  WBTV  or  CBS  Television  Spot  Sales. 

•AMERICAN  RESEARCH  BUREAU,  INC. JANUARY,  19S6 

Jefferson  Standard  Broadcasting  Company 

"vision  in  the  carolinas" 



Kitchens  of  Sara  Lee 

Expanding  Radio-Tv  Buys 
EXPANDED  advertising  program  for  Chicago 
and  other  cities  is  planned  by  Kitchens  of 

Sara  Lee  Inc..  with  addition  of  new  radio-tv 

properties  in  certain  markets.  Agency  is  Cun- 
ningham &  Walsh,  Chicago. 

The  bakery  concern,  which  currently  spends 

over  $500,000 — roughly  60%  of  its  overall 

advertising  budget — in  broadcast  media,  has 

purchased  the  13 -week  series,  Tv  Bowling 

Classic,  on  WBBM-TV  and  13  weeks  of  par- 
ticipations in  the  Norman  Ross  radio  show 

on  WGN.  both  Chicago,  effective  this  past 

week.  The  company  is  supplementing  shows 
with  a  series  of  radio-tv  spot  announcements, 

newspapers  and  outdoor  advertising. 

Sara  Lee  also  plans  a  program  of  market- 
by-market  saturation  in  other  areas  throughout 
the  country,  though  details  have  not  been 
finalized  on  radio-tv  buys.  Company  recently 

was  acquired  by  Consolidated  Foods  as  a  sub- 
sidiary [B»T,  Aug.  13]. 

Subscribers7  Set-Buying 

Analyzed  by  'Household1 MORE  subscribers  to  Household  magazine, 

Capper  publication,  plan  to  make  their  next 

major  furniture-furnishings  purchase  a  tele- 
vision set  than  any  other  item,  according  to  a 

survey  conducted  by  Victor  Hawkins,  director 
of  research.  It  was  found  that  5.9%  or  147,500 

subscribers  plan  to  buy  tv  sets  above  other 
items  in  the  group. 

The  study  shows  that  one  of  eight  sub- 
scribers bought  a  new  tv  set  in  1955,  or  307,500 

sales  with  an  average  value  of  $232  and  a 
total  of  $70  million.  Most  (93%)  have  sets 
with  17-inch  screens  or  larger;  five  of  eight 
have  21 -inch  screens  or  larger. 

Household's  research  shows  that  90,000  sub- 
scribers bought  clock  radios  in  1955.  Other 

data  in  the  survey  coyer  main  items  used  in  the 
household  and  types  of  houses  and  property. 

New  Advertising  Methods 

To  Highlight  Chicago  Meet 

NEW  METHODS  in  advertising  production, 

promotion  and  new  merchandising  ideas  and 
materials  will  be  featured  at  the  third  annual 

National  Adv.  Industries  Exposition  at  Chi- 

cago's Morrison  Hotel  Sept.  16-19,  it  was 
announced  last  week.  L.  William  Baker,  of 

Omaha,  Neb.,  is  managing  director  of  the  ex- 
position, designed  for  advertising  executives, 

sales  promotion  managers,  sales  and  merchan- 
dising directors  and  production  managers. 

Guest  tickets  may  be  obtained  by  writing  to 
Mr.  Baker  at  3302  Dodge  St.,  Omaha,  or  at 
the  registration  desk.  Show  hours  will  be  1 1 

a.m. -9  p.m. 

Slenderella  Signs  CBS  Pact 

SLENDERELLA  INTERNATIONAL,  through 
Management  Assoc.  of  Connecticut  Inc.,  both 

Stamford,  has  signed  another  52-week  con- 
tract with  CBS  Radio,  this  one  calling  for  a 

quarter-hour  Monday  participation  in  the 

Arthur  Godfrey  Show,  effective  Sept.  17.  Pur- 

chase boosts  Slenderella's  October  budget  to 
$500,000  total  advertising  expenditures — the 

highest  in  the  figure  proportioning  salon  chain's 
history. 
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NIELSEN 

LATEST  RATINGS 

TOP  RADIO  PROGRAMS,  TWO  WEEKS  ENDING  JULY  28 

Net- 

No. of 
Day  &  Time Homes 

Ran k  Program 
Sponsor 

Agency 
work Stations (000) 

Evening,  Once-A-Week (Average  for  all  Programs) (520) 

].. 
Best  of  Groucho De  Soto BBDO 

NBC 

194 Wed.,  9-9:30 

1,230 
2. People  Are  Funny Brown  &  Williamson Ted  Bates NBC 

191 

Thurs.,  8-8:30 

1,088 
ReaLemon Rutledge  &  Lilienfeld 

3. 

Treasury  Agent participating  sponsors and  agencies 

MBS 455 

Tues.,  8-8:30 

1,041 

4. Gangbusters participating  sponsors and  agencies 

MBS 

457 Wed.,  8-8:30 993 

5. 

News  from  NBC Brown  &  Williamson Ted  Bates NBC 

191 

Wed.,  8:55-9 

946 

6. Godfrey's  Scouts 
Toni North  Adv. CBS 161 

Mon.,  8:30-9 
946 

7. Truth  or  Consequences  Reatemon Rutledge  &  Lilienfeld NBC 191 Wed.,  8-8:30 899 
8. Official  Detective participating  sponsors and  agencies MBS 

455 

Thurs.,  8-8:30 851 
9. Voice    of  Firestone Firestone Sweeney  &  James 

ABC 

340 
Mon.,  8:30-9 

851 
10. Counter-Spy 

participating  sponsors and  agencies MBS 

455 

Fri.,  8-8:30 

804 
Evening,  Multi-Weekly (Average  for  all  Programs) (804) 
1. 

One  Man's  Family participating  sponsors and  agencies 

NBC 
1  QO 

1  ol 
Mon.-Fri.,  7:45-8 1,230 2. News  of  the  World Miles  Labs Geoffrey  Wade NBC 

1x4 

Mon.-Fri.,  7:30-45 1,135 

3. 

Lowell  Thomas United  Service  Div.  GM Campbell-Ewald 

CBS 
1 0Q 

1  TO 
Mon.-Fri.,  6:45-7 

1,088 
Weekday 

(Average  for  all  Programs) (993) 

1. Aunt  Jenny  (1st  half) Lever Foote,  Cone  &  Belding CBS 177 Mon.,  Wed.,  Fri., 

1:15-30 1,703 
2. Aunt  Jenny  (2nd  half)  Lever Foote,  Cone  &  Belding 

CBS 

177 Tues.  &  Thurs., 

1:15-30 1,656 

3. 

Road  of  Life  (1st General  Foods Foote,  Cone  &  Belding 

CBS 

177 
Fri.,  1-1:15 1,608 

half) 4. 

My  True  Story segmented  sponsors  and  agencies 

ABC 

340 

Mon.-Fri.,  10-10:30  1,561 
5. Road  of  Life  (2nd General  Foods Foote,  Cone  &  Belding CBS 

177 

Wed.,  1-1:15 
1,466 

half) 

6. 
Helen  Trent  (1st  half)  Cartel- 

Ted  Bates CBS 186 Tues.  &  Thurs.,  2nd 

week,  12:30-45 
1,466 

1: 

7. 

Helen  Trent  (1st  half)  Toni North  Adv. 

CBS 

187 Tues.,  Thurs.,  Wk. 
Mon.,  Wed.,  Wk.  2, 

12:30-45 

1,419 

1; 

8. Young  Dr.  Malone Toni North  Adv. CBS 188 Mon.,  Wed.,  Wk. 
(1st  half) 

Tues.  &  Thurs., Wk. 

2,  12:30-45 
1,419 

9. Young  Dr.  Malone Carter Ted  Bates CBS 

188 

Tues.,  Thurs.,  Fri., 
Wk. (1st  half) 

1,  12:30-45 

1,372 

10. A.  Godfrey 
Staley 

Ruthrauff  &  Ryan CBS 198 Alt.  Fri.,  11-11:15 
1,372 

TOP  TV  SHOWS  (TWO  WEEKS  ENDING  AUG.  11) 

t  Total 
Audience 
Tv  Homes 

Net- 

No. of Reached 
Rank Program 

Sponsor 

Agency 

work Stations Day  &  Time 
(000) 

1. $64,000  Question Revlon BBDO CBS 

165 

Tues.,  10-10:30 13,870 
2. Ed  Sullivan  Show Lincoln-Mercury Kenyon  &  Eckhardt 

CBS 

180 Sun.,  8-9 
12,848 3. All  Star  Football Segmented  Sponsors and  agencies 

ABC 

163 
Fri.,  9:30-mid- Game night  (Aug.  10 11,826 4. Lux  Theatre Lever  Bros. J.  Walter  Thompson NBC 

132 

Thurs.,  10-11 
10,366 5. $64,000  Challenge P.  Lorillard Young   &  Rubicam CBS 111 Sun.,  10-10:30 9,855 Revlon C.  J.  La  Roche 

6. 

What's  My  Line Jules  Montenier Earle  Ludgin 

CBS 

70 

Sun.,  10:30-11 9,527 Remington  Rand Young   &  Rubicam 111 
7. Robert  Montgomery S.  C.  Johnson Needham,    Louis  & 

Brorby 

Presents NBC 

98 

Mon.,  9:30-10:30 

9,417 

Schick Warwick   &  Legler 
8. Gunsmoke Liggett  &  Myers Cunningham  &  Walsh 

CBS 

148 Sat.,  10-10:30 
9,344 9. Climax Chrysler  Corp. McCarm-Erickson 

CBS 162 

Thurs.,  8:30-9:30 9,271 
10. 

I've  Got  A  Secret R.  J.  Reynolds 
Wm.   Esty  \, 

CBS 

170 Wed.,  9:30-10 

9,162 t  Average Audience 
*Total  Audience,  % 

Tv  Homes Reached 
of  Tv 

Homes 
*  Average  Audience,  % 

Rank (000) Rank Reached Ran k            of  Tv  Homes 
Reached 

1. $64,000  Question 12,556 1. $64,000  Question 39.3 1. $64,000  Question 

35.5 

2. Ed  Sullivan  Show 
10,111 

2. Ed   Sullivan  Show 36.9 2. Ed  Sullivan  Show 
29.0 

3. 

$64,000  Challenge 9,089 3. All   Star  Football 3. $64,000  Challenge 

27.0 

4. What's    My  Line 8,760 Game 34.1 
4. What's    My  Line 

27.0 5. Gunsmoke 8,505 
4. Lux  Theater 30.0 5. Gunsmoke 24.7 

6. I've  Got  A  Secret 
8,176 

5. 

$64,000  Challenge What's   My  Line 

29.3 
6. 

I've  Got  A  Secret 23.5 

7. Lux  Theatre 

8,067 

6. 29.3 7. Do    You   Trust  Your 

8. 

G.  E.  Theatre 

7,921 

7. Robt.  Montgomery Wife 23.5 
9. Charles  Farrell  Show  7,884 Presents 

27.5 
8. Lux  Theatre 

23.3 

10. Do  You  Trust  Your 

8. 

U.  S.  Steel  Hour 27.5 9. G.  E.  Theatre 
22.8 

Wife 
7,410 

9. 

10. 
Game  of  the  Week 
Gunsmoke 

27.5 

27.2 

10. 

Charles  Farrell  Show 22.4 

[Details  on  Programs  in  Preceding  Tables,  But  Not  Listed  in  Top  Table] 
G.  E.  Theatre General  Electric BBDO CBS 153 

Sun., 9-9:30 

Charles  Farrell  Show General  Foods Young  &  Rubicam CBS 

166 

Mon. 

9-9:30 

Procter  &  Gamble 

Grey 

Do  You  Trust  Your  Wife General  Motors Kudner CBS 140 
Tues. 

10:30-11 Frigidaire  Div. 
United  States  Steel  Hour U.  S.  Steel 

BBDO 
CBS 131 

Wed. 

,  10-11 

Game  of  The  Week Falstaff  Brewing Dancer-Fitzgerald- 

CBS 101 

Sat. afternoon Sample 

American  Safety  Razor McCann-Erickson 164 
t  Homes  reached  by  all  or  any  part  of  the  program,  except  for  homes  viewing  only  1  to  5  minutes. 
t  Homes  reached  during  the  average  minute  of  the  program. 
*  Percented  ratings  are  based  on  tv  homes  within  reach  of  station  facilities  used  by  each  program. 

Copyright  1956, By  A.  C.  N 
elsen  Co. 

VIDEODEX 

TOP  TEN  SPOT  PROGRAMS* AUG.  1-7, 

1956 

%  Tv 
#of 

#  Tv  Homes Program Distributor Homes Cities 

(000's) 

1 .        Rosemary  Clooney MCA-TV 

17.3 

51 

1,428 
2.        Dr.    Hudson's    Secret  Journal MCA-TV 

17.0 

94 

2,565 3.        1    Led   Three  Lives 

Ziv 

16.6 116 

4,901 

4.        Badge  714 NBC-TV  Film 
16.5 

108 

3,379 
5.        The    Man    Called  X 

Ziv 

16.4 

95 

2,997 

6.        Highway  Patrol Ziv 15.8 158 

5,270 

7.        Celebrity  Playhouse Screen  Gems 
15.2 

53 

1,617 8.        Science   Fiction  Theatre Ziv 14.4 120 

4,192 
9.        Count  of  Monte  Cristo TPA 14.2 56 

1,895 

10.       Crunch  &  Des NBC-TV  Film 

14.1 
112 

2,892 *  Appearing  in  a  minimum   of  20 markets 
Copyright, 

VIDEODEX, INC. 

Broadcasting   •  Telecasting 



WHEN  YOU  BUY  ATLANTA... BUY  (waga^ 

AND  GET  A  BIGGER  PIECE  OF  THE  MARKET! 

There's  nothing  like  WAGA-TV  to  assure  you  of  a  bigger 
piece  of  the  growing  Atlanta  market.  Greater  coverage  and 

more  viewers.  Compared  with  other  Atlanta  TV  stations, 

WAGA-TV  reaches  an  extra  300,000  or  more  people  with  an 

extra  $300-million  in  spendable  income.  Full  facts  about 

WAGAland  are  in  booklet  form,  which  we'll  be  happy  to  send 
on  request. 

TOP  DOG  k   IN  THE  NATION'S  21st  MARKET 

Represented  Nationally  by 
THE  KATZ  AGENCY,  Inc. 

wada-tv 

CBS-TV  in  Atlanta 

STORER  BROADCASTING  COMPANY  SALES  OFFICES 

NEW  YORK-118  E.  57th  St.-TOM  HARKER,  Vice  President  and  National  Sales  Director    •    BOB  WOOD,  National  Sales  Manager 
CHICAGO— 230  N.  Michigan  Ave.  •  SAN  FRANCISCO— 1 1 1  Sutter  St. 
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TV  ADVERTISERS: 

YOU  ARE 

OT  COVERING 

SOUTH  BEND- 

DIANA'S  2nd 

MARKET-UN  LESS 

YOU  ARE  USING 

WSBT-TV! 

WSBT-TV  carries  the  top  13  television  shows  seen  in 

South  Bend,  according  to  the  latest  A.R.B.  Report — and 
23  of  the  top  25  shows!  What  better  yardstick  can  you 

use  to  measure  the  influence  of  an  advertising  medium? 

If  you  rely  on  VHF  stations  to  reach  South  Bend  tele- 

vision viewers,  you'll  get  only  a  handful.  Many,  many  sets 
in  this  UHF  area  are  not  even  equipped  with  proper  an- 

tennas to  receive  VHF  signals! 

South  Bend  is  one  of  the  Nation's  richest  and  most  im- 

portant markets.  It  is  Indiana's  2nd  market  in  population, 
income,  and  sales.  And,  it  is  a  famous,  widely-used  Test 
Market.  Get  all  the  facts.  Write  for  free  market  data  book. 

PAUL  H.  RAYMER  CO.,  INC.,  NATIONAL  REPRESENTATIVES 

SOUTH BEND, 

IND. 

CHANNEL 
34 

ADVERTISERS  &  AGENCIES 

Advertising  Campaign  Set 

In  West  by  Welch  Candy  Co. 

THE  James  O.  Welch  Co.  (candy  manufac- 
turers), Cambridge,  Mass.,  announced  last  week 

its  first  advertising  campaign  in  the  West. 
Charles  W.  Doten,  Welch  western  division 

manager,  said  Dan  B.  Miner  Co.,  Los  Angeles, 
had  been  appointed  to  handle  a  concentrated 
campaign,  primarily  in  television,  in  the  11 
western  states.  The  budget  will  be  in  five  fig- 
ures. 

National  advertising  agency  for  Welch  is 
Bennett  &  Northrup,  Boston,  which  places 
print  media  advertising. 

SPOT  NEW  BUSINESS 

Norwegian  Canning  Industry,  Oslo,  Norway,  to 
start  radio  campaign  in  10  selected  California 
markets  Sept.  17.  Drive  will  encompass  ap- 

proximately 15  stations,  now  being  lined  up  by 
McCann-Erickson,  N.  Y.,  and  will  run  through 
1957. 

Star-Kist  Foods  Inc.,  Terminal  Island,  Calif., 
using  tv  in  eight  markets  of  Pacific  Coast  and 
Intermountain  areas  for  fall  promotion.  Agen- 

cy: Honig-Cooper  Co.,  San  Francisco. 

NETWORK  NEW  BUSINESS 

Chamberlain  Sales  Corp.  (hand  lotion),  Des 
Moines,  sponsoring  five  minutes  daily  of  Bob 
Garred  News  on  Western  Div.  of  ABC  Radio 
Network,  for  26  weeks,  effective  Oct.  1. 
Agency:  Erwin,  Wasey  &  Co.,  Chicago. 

AGENCY  APPOINTMENTS 

Trans-Canada  Air  Lines  appoints  McCann- 
Erickson,  N.  Y.,  and  Montreal,  effective  Nov.  1. 

Wayne  Candies  Inc.  (Bun  bars),  Fort  Wayne, 

Ind.,  to  Kight  Adv.  Inc.,  Columbus,  Ohio.  In- 
itial campaign  using  spot  tv  in  Indianapolis, 

Kalamazoo,  Mich.;  Des  Moines  and  Columbus. 

Mass.  Dept.  of  Agriculture  names  Charles  F. 
Hutchinson  Inc.,  Boston,  for  seasonal  fruit  and 
vegetable  promotion.  Client  using  radio. 

A&A  SHORTS 

Speedwriting  Institute  of  New  York  entered 
tv  with  seven-week  test  participation  campaign 
on  WABC-TV  and  WABD  (TV)  New  York, 

starting  Sept.  9.  Should  increased  enrollment 
reflect  tv's  pull,  institute  has  instructed  agency, 
Lewin,  Williams  &  Saylor,  N.  Y.,  to  review  its 
entire  $750,000  budget  with  view  toward  using 
medium  in  as  many  as  possible  of  429  cities 
where  it  maintains  schools.  Institute  used  radio 
on  limited  basis  several  years  ago. 

Client  Entertains 

IT'S  not  news  when  a  station  entertains 
a  client,  but  when  a  client  entertains 

station  personnel,  it's  a  nice  switch.  This 
happened  when  North  America  Cos. 

(insurance),  Philadelphia,  held  a  lunch- eon for  sales  executives  of  WABT  (TV) 

Birmingham,  Ala.,  for  doing  the  best 

job  of  tieing-in  16  North  America  par- 

ticipations on  NBC-TV's  Today  with local  agents. 
The  insurance  company  presented 

WABT  with  a  print  of  a  ship  painting 

for  doing  "the  most  outstanding  job  of 

any  station  in  the  country."  WABT  sold tie-ins  to  24  Alabama  agents  of  North 

America  for  the  parent  firm's  Today  par- 
ticipations. 
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Louisville'
s 

BEST  KNOWN  FIGURE 

The  WHAS-TV  Channel  11  figure  drives  swiftly  across  viewers' 
screens  many  times  each  week  with  a  reminder  to  watch 

Shell  Oil's  6: 15  pm  WHAS-TV  News  with  the  exclusive  daily 
newsreel.  With  his  camera,  on  other  slides,  he  heralds  the 

every-night  10:30  News  for  Greater  Louisville  First  Federal 
Savings  and  Loan  Association. 

Whenever  they  see  the  Channel  11  figure,  viewers  are 

reminded  they  are  tuned  to  WHAS-TV  where  superior 

programming  is  the  rule. 
He  should  remind  you  that  for  selling  results,  individual 

and  distinctive  treatment,  your  advertising  deserves  the  impact 

of  programming  of  character.  In  Louisville,  WHAS-TV 

programming  PAYS  OFF! 

Are  you  participating? 

VICTOR  A.  SHOLIS,  Director 
NEIL  CLINE,  Station  Mgr. 

Represented  Nationally  by  Harrington,  Righter  &  Parsons 
Associated  with  The  Courier-Journal  and  Louisville  Times 

BASIC  CBS-TV  Network 
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NOW  FULL  POWER 

KSBW 

C  H  A  N  N  E  L 

One  of  the  two  LOWEST  COST 

Stations  in  the  U.S. 

REPRESENTED  NATIONALLY  BY 



&  COLOR 

SALINAS  MONTEREY 

CALIFORNIA 

NEW  FREMONT  PEAK 

TRANSMITTER  3328  FT. 

PER  THOUSAND  CBS 

NBC 

H-R   TELEVISION  B  C 



ADVERTISERS  &  AGENCIES 

HERBERT  SAUER,  advertising  manager  for  National  Food  Stores,  passes  a  bowling  ball 

to  Bob  Ekstrum  (c),  sales  manager  of  WCCO-TV  Minneapolis,  Minn.,  signifying  National's 
renewal  of  the  Bowlerama  show  on  the  station.  With  them  (I  to  r)  are  Dave  Moore,  m.c. 

of  the  show;  Art  Gruber,  president  of  Art  Gruber  &  Assoc.,  who  originated  and  produced 
the  show,  and  Bud  Bahr,  president  of  Minnesota  State  Bowlers  Assn. 

A&A  PEOPLE 

Cordon  F.  Buck  promoted  to  vice  president  and 
media  director  at  Foote,  Cone  &  Belding,  Chi- 

cago. He  succeeds  Robert  F.  Hussey,  who  be- 
comes vice  president  and  media  account  execu- 

tive in  agency's  Detroit  office,  to  be  opened shortly. 

MR.  BUCK MR.  HUSSEY 

T.  Sloane  Palmer,  marketing  and  research  di- 
rector, Comstock  &  Co.,  Buffalo,  N.  Y.,  agency, 

and  James  G.  J.  Wells,  president  of  his  own 
agency  before  joining  Comstock  last  year, 
named  vice  presidents. 

T.  H.  Stanley,  chairman  of  executive  commit- 

Sales  By  Carte-load 

KDYL  Salt  Lake  City,  with  its  "Radio 
a  la  Carte,"  helped  Courtesy  Dodge- 
Plymouth  there  win  a  national  sales  con- 

test of  Dodge  dealers.  Courtesy  sold 
more  cars  in  the  final  two  days  of  the 
contest  than  for  any  other  comparable 
period  in  its  history,  going  over  the  quota 
assigned  by  the  manufacturer  by  141%. 

The  only  advertising  used  outside  the 

car  dealer's  regular  schedule  were  the 
remote  broadcasts  of  disc  jockey  shows 

from  the  Courtesy  showroom  using  "Ra- 
dio a  la  Carte."  "Radio  a  la  Carte"  is 

a  portable  broadcasting  station  used  for 
point-of-sales  merchandising. 

Arthur  S.  Anderson,  account  executive 
for  David  W.  Evans  &  Assoc.,  handles 
the  account. 

tee  and  director  of  sales,  Nehi  Corp.,  Columbus, 
Ga.,  elected  chairman  of  board  of  directors, 
succeeding  C.  C.  Colbert,  resigned  to  devote 
more  time  to  his  interests  in  several  Nehi  bot- 

tling plants.  W.  E.  Uzzell,  who  has  been  serv- 
ing since  April  as  general  sales  manager,  suc- 

ceeds Mr.  Stanley  in  sales  post.  Edward  L. 
Norton,  president,  Coosa  River  Newsprint  Co., 
Birmingham,  Ala.,  and  Nehi  board  member, 
elected  to  executive  committee  of  corporation. 

SYLVAN  TAPLINGER,  director  of  radio  and 
television  for  Peck  Adv.,  N.  Y.,  will  direct  all 
radio  and  tv  activities  for  N.  Y.  State  Demo- 

cratic Committee  during  current  political  cam- 
paign. Committee  recently  chose  Peck  Adv.  as 

its  agency  [B«T.  Sept.  3]. 

Merwin  Miller,  employment  manager,  Kenyon 
&  Eckhardt,  N.  Y.,  appointed  general  manager 
K&E  Chicago  office.  Vernon  Bairn,  formerly 
with  Grant  Adv.,  N.  Y.,  as  art  director,  to  K&E, 
N.  Y.,  as  tv  art  director. 

Charles  K.  Walden  named  manager  new  San 
Francisco  office  of  Dan  B.  Miner  Co.,  L.  A. 

agency.  Firm's  address:  593  Market  St.,  S.  F. 
Carl  K.  Revelle  promoted  from  western  re- 

gional sales  manager  to  general  sales  manager 
of  Studebaker-Packard  Corp.,  South  Bend,  Ind. 

Lloyd  G.  Chapman,  sales  manager,  KDKA-TV 
Pittsburgh,  Pa.,  to 
Vic  Maitland  & 
Assoc..  Pittsburgh 

agency,  as  director 
of  radio  and  tv  op- 

erations. He  had 
been  associated  with 

Westinghouse  Broad- 
casting Co.  more 

than  16  years  (see 
story  page  91). 

Ransom  P.  Dunnell, 
with  Cunningham  & 
Walsh,  N.  Y.,  for  14 

years,  to  H.  B. 
Humphrey,  Alley  &  Richards,  Boston  and 
N.  Y.,  as  director  of  television  and  radio. 

Henry  G.  Opperman  named  radio-television 
director,  Geoffrey  Wade  Adv.,  N.  Y. 

A.  S.  Pierrykowski,  formerly  with  Quarter- 
master Market  Center  System,  appointed  as- 
sistant to  executive  vice  president  of  Silver 

MR.  CHAPMAN 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

CBS-TV 

Sept.  16  (10-10:30  p.m.)  Lamp  Unto  My 
Feet,  sustaining. 

NBC-TV 

Sept.  10-14  (3-4  p.m.)  Matinee,  partici- 

pating sponsors  (also  Sept.  17-21,  24-28). 

Sept.  11  (9:30-10:30  p.m.)  Kaiser  Alumi- 
num Hour,  Kaiser  Aluminum  through 

Young  &  Rubicam. 

Sept.  15  (10-11  p.m.)  Perry  Como  Show, 
participating  sponsors  (also  Sept.  22,  29). 

Sept.  17  (8-9:30  p.m.)  Producer's  Show- 
case, "The  Lord  Don't  Play  Favorites," 

Ford  Motor  Co.  through  Kenyon  &  Eck- 
hardt and  RCA  through  Kenyon  &  Eck- 
hardt, Al  Paul  Lefton  &  Grey. 

Sept  18  (8-8:30  p.m.)  Big  Surprise,  Spei- 
del  through  Norman,  Craig  &  Kummel 
(also  Sept.  25). 

Sept.  18  (8:30-9  p.m.)  Noah's  Ark,  Liggett 
&  Myers  through  McCann-Erickson  (also 
Sept.  25). 

Sept.  19  (9-10  p.m.)  Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson. 

Sept.  20  (10-11  p.m.)  Lux  Video  Theatre, 
Lever    Bros.    Co.    through   J.  Walter 
Thompson  Co.  (also  Sept.  27). 

Sept.  22  (1-2  p.m.)  Warner  Bros.  Fashion 
Show,  Warner  Bros.  Co.  through  C.  J. 
LaRoche. 

Sept.  23  (8-9  p.m.)  Steve  Allen  Show, 
participating  sponsors. 

Sept.  24  (7:30-7:45  p.m.)  Golden  Touch 
of  Frankie  Carle  sustaining. 

Sept.  24-28  (7:45-8  p.m.)  NBC-TV  News 
Caravan,  various  sponsors  and  agencies. 

Sept.  26  (10-10:30  p.m.)  This  Is  Your 
Life,  Procter  &  Gamble  through  Benton 
&  Bowles. 

Sept.  28  (8-8:30  p.m.)  Truth  or  Conse- 
quences, Toni  Co.  through  North  Adv. 

and  P.  Lorillard  through  Lennen  & 
Newell. 

Sept.  29  (9-10:30  p.m.)  Saturday  Spectac- 

ular, "Esther  Williams'  Aqua-Spectacle," 
RCA  through  Kenyon  &  Eckhardt  and 
Oldsmobile  through  D.  P.  Brothers. 

[Note:  This  schedule  wiU  be  corrected  to 
press  time  of  each  issue  of  B«T] 

Skillet  Brands  Inc.  (quick-frozen,  canned  ready- 
to-serve  foods),  Skokie,  111. 

Jean  Stevens,  formerly  radio-tv  director  on 
fashion  accounts,  Wendell  P.  Colton  Co.,  N.  Y., 

agency,  appointed  assistant  advertising  and  pro- 
motion manager,  Dorothy  Gray  Ltd.,  N.  Y. 

cosmetic  firm. 

Robert  S.  Block,  formerly  with  contest  and  film 
firms,  to  William  G.  Tannhaeuser  Co.,  Milwau- 

kee agency,  as  account  executive. 

Ralph  T.  Hartell,  vice  president  and  chief  ac- 
count executive,  Bermingham,  Castleman  & 

Pierce,  N.  Y.,  to  contact  dept.,  Young  &  Rubi- 
cam, N.  Y. 
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IN  INLAND  CALIFORNIA  (and  western  nevada) 

delivers  more 

for  the  money 

These  inland  radio  stations,  purchased  as  a  unit,  give  you  more 

listeners  than  any  competitive  combination  of  local  stations  .  .  . 

and  at  the  lowest  cost  per  thousand!   (SAMS  and  SR&D) 

More  people  live  in  this  mountain-isolated  Beeline  area  than  in 
all  of  Colorado.  They  have  over  $3V2  billion  in  spendable  income. 

(Sales  Management's  1956  Copyrighted  Survey) KM  J  BfResno 

^  1  \ 

KERN  ABAKERSFIELD 

SACRAMENTO,  CALIFORNIA  •    Paul  H.  Raymer  Co.,  National  Representative 
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You  are  a  network  radio  station,  strong  in  your  area.  One  reason 

is  the  big  programming  that  makes  you  stand  out  from  the  crowd. 

Your  record  supplier  can  see  that  you  get  the  latest  releases . . . 

but  he  can't  guarantee  that  every  other  station  in  town  won't 

have  the  same  records,  and  play  them  just  as  often.  Or  oftener. 

Your  network  makes  the  difference  . . .  filling  out  and  enriching  your 

own  fine  local  schedule  with  programs  and  names  that  are  uniquely 

network.  Names  like  Mutual's  Walter  Winchell . . .  Gabriel  Heatter  . . 

each  with  a  quarter-century  record  of  getting  a  distinctive  and  persuasive 

news  style  across  to  millions.  "Queen  for  a  Day,"  a  perennial  favorite 

among  women's  shows.  Bob  and  Ray,  who  come  pretty  close  to  being  a  Cult 

And  the  great  sports  and  special  events  programs  ...  19  World  Series . . .  the 

Notre  Dame  games ...  6  Presidential  elections  reported  in  full  and  on  the  spot. 

These  are  the  records  that  make  listeners  tune  you  in  instinctively 

when  something  big  is  happening-. 

So  great  is  your  network's  faith  in  you  (that  is,  if  you're  a  Mutual  affiliate)  that  it 

guarantees  cost-per-thousand  to  your  network  advertisers  —  the  only  network  ever  to  do  so 

Your  advertisers  know  you're  a  good  buy  because  you  have  that  something  more  to 

offer  that  only  a  network  station  can  give 

not  just  a  service  of  records 

but  a  record  of  service 

MUTUAL  BROADCASTING  SYSTEM  ...  OVER  500  INDEPENDENT  STATIONS,  COAST-TO-COAS': 
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A  MAT  SERVICE 

FOR  TELEVISION 

Advertiser  can  add  own  message  fo  film  art  supplied 

by  Telemat's  unique,  and  fast,  commercial  technique 

MAT  SERVICES  and  their  libraries  of  stock 

pictures,  designs  and  advertising  layouts 
have  long  been  a  boon  to  the  newspaper 

publisher  and  the  small-budget  advertiser, 
permitting  them  to  create  quality,  eye-catch- 

ing ads  at  the  lowest  possible  production 
cost. 

Now  television  stations  in  over  100  mar- 

kets are  finding  it  possible  to  attract  many 

of  these  small  advertisers — plus  new  major 
accounts  too — as  the  result  of  a  pioneering 
venture  by  two  Hollywood  businessmen  in 

a  "mat  service"  of  animated  cartoon  spots 
designed  exclusively  for  tv.  Called  Tele- 
mat,  the  firm  produces  a  basic  package  of 

fifty  20-second  spots  (adaptable  to  10-sec- 
onds)  which  it  claims  are  just  as  flexible 

as  the  well-known  newspaper  mat  and  cost 
stations  less  than  2x2  in.  slides. 

In  business  about  a  year,  Telemat  is 
the  brainchild  of  Dan  Gerstman,  retired 

manufacturer  of  women's  sportswear,  and 
Alan  Wise,  since  1932  an  artist  and  ani- 

mator for  major  Hollywood  movie  studios. 
Mr.  Gerstman  is  chief  business  executive 

and  Mr.  Wise  is  in  charge  of  production. 
Telemat  has  named  Sid  Freeman,  formerly 
with  Frederic  W.  Ziv  Co.,  as  general  sales 

manager  [B«T,  April  9]. 

Working  on  production  of  tv  commercials 
following  World  War  II,  Mr.  Wise  became 
aware  of  the  need  for  low  cost  animated 
commercials  for  the  local  advertiser  who 

found  it  difficult  to  use  television  effectively 
in  competition  with  the  high  quality  spots 
of  national  advertisers  even  when  he  could 

afford  to  buy  time  on  his  local  station.  The 
mat  service  in  the  publishing  field  enables 
the  initial  high  production  cost  of  quality 
art  design,  layout  and  pictures  to  be  spread 
among  many  users,  he  observed,  and  the 
snme  principle  could  be  applied  in  television 

too,  in  some  form  like  the  syndicated  pro- 

gram. 
The  problem,  however,  was  to  design 

flexible  "mat  service"  materials  for  tv  which 
would  be  acceptable  to  a  wide  range  of  ad- 

vertisers, products  and  sales  promotion  situa- 
tions. Like  newspapers,  tv  stations  needed 

inexpensive  visual  building  blocks  with 
which  to  create  local  tv  campaigns  and 
which  the  salesman  could  demonstrate  to  a 

prospective  account  and  then  use  on  the 
air. 

Telemat's  series  of  fully  animated  car- 
toon spots,  including  music  and  sound  ef- 
fects, are  the  building  blocks  created  by  Mr. 

Wise  and  his  staff. 

Typical  spots  include  one  of  a  boy  light- 
ing a  firecracker.  It  explodes  and  the  cloud 

of  smoke  billows  across  the  screen  with  the 

advertiser's  message.  The  announcer  can 
voice  the  message  or  make  a  supplemental 
sales  point.  Another  shows  a  ballpark  with 
the  batter  hitting  the  baseball.  It  soars  into 

full  screen,  giving  a  frame  for  the  commer- 
cial. Others  use  themes  like  a  mermaid  on 

a  rock,  circus  seal  balancing  a  ball,  jack  in 

the  box,  golfer,  cowboy  and  his  lariat,  family 
around  the  tv  set,  parade  of  toy  soldiers, 

piggy  bank  savings  etc. 
The  films  are  supplied  to  the  stations  with 

blank  spaces  for  advertising.  Along  with  the 
films  are  still  prints  marked  to  guide  the 
lettering  of  acetate  or  poster  inserts.  These 
can  be  interposed  into  the  film  sequence  by  z 

live  camera  trained  on  an  easel  or  through 

a  2x2  slide  on  a  separate  slide  scanner  chan- 
nel. Any  voice  background  can  be  used 

Telemat  claims  a  station  can  put  an  animatec 

spot  on  the  air  within  24  hours  after  a  new 
account  provides  video  copy. 

The  initial  Telemat  kit  contains  25  indi 

vidual  spots  and  is  augmented  by  five  more 
every  two  months,  building  up  a  library  ol 
50  within  a  year.  Eventual  library  of  ovei 
300  subjects  is  planned. 

Completing  the  cycle  of  their  genesis 
Telemat  spots  have  been  purchased  by  i 

newspaper  to  promote  its  classified  adver 
tising  columns,  Mr.-  Wise  has  reported 
The  Los  Angeles  Examiner  used  five  of  the 
subjects  in  a  campaign  on  KRCA  (TV) 
there.  WNBQ  (TV)  Chicago  used  the  spot* 
to  create  commercial  inserts  on  the  Garro 

way  show  for  Pixley  &  Ehlers  Restauran 
while  the  local  Sears,  Roebuck  &  Co.  pur- 

chased 22  spots  in  one  day  to  promote  z 
warehouse  sale. 

Chevron  Gasoline  Dealers  bought  the 

baseball  spot  for  use  on  KTSM-TV  El  Pasc 
while  radio  station  KFVD  Los  Angeles  usee 

the  boy-and-firecracker  sequence  on  KCOF 
(TV)  there  last  summer  to  promote  change 

of  call  letters  to  KPOP.  Kahn's  Departmen 
Store  used  Telemat  on  KRON-TV  San  Fran 
cisco  in  its  76th  anniversary  promotion. 

Mr.  Wise  reported  Telemat  also  prepare! 

custom  film  "mats"  where  advertisers  fine 
wide  distribution  makes  this  practical.  The 

firm  has  been  producing  a  series  of  six  fo: 
National  Dairies  (Sealtest)  to  be  used  it 
various  markets  by  Sealtest  dealers.  Agency 

is  N.  W.  Ayer  &  Co.  Custom  spot  alse 
was  ordered  by  Kroger  Grocery  Co.  througl 

Ralph  Jones  Co.  for  use  in  multiple  midwes 
markets. 

Telemat's  Canadian  representative  is  S 
W.  Caldwell  Ltd.,  Toronto. 

Food  Packers  Top  Sponsors 

Of  TPA  Syndicated  Shows 

RESULTS  of  an  analysis  released  last  week 
by  Television  Programs  of  America  showed 
that  food  packers  are  the  leading  advertisers  of 
TPA  filmed  shows. 

The  TPA  study  encompassed  the  12-month 
period  ended  July  31,  1956,  coinciding  with  the 

company's  fiscal  year,  according  to  Michael  M. 
Sillerman,  executive  vice  president.  In  order, 
Mr.  Sillerman  listed  the  leading  users  of  TPA 
programming  as  follows:  food  packers,  brewers, 
dairies,  bakeries,  retail  stores-supermarkets, 
banks  and  automotive. 

"The  prominence  of  breweries  in  the  use  of 
syndicated    film    programs,"    Mr.  Sillerman 
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pointed  out,  "is  particularly  indicative.  Re- search has  shown  for  some  time  that  most  beer 

purchases  are  now  made  by  housewives  and 
most  beer  is  consumed  in  the  home.  Of  the 
beer  consumed  in  the  home,  oddly  enough,  most 
is  drunk  while  watching  television.  This,  of 
course,  has  led  to  increased  emphasis  in  brewer 
sponsorship  of  programs  which  appeal  to  women 
as  well  as  men.  Susie,  starring  Ann  Sothern, 
has  more  brewery  sponsors  than  any  other  TPA 
program,  with  26%  of  Susie  sponsors  in  this 

category,"  he  explained. 
Three  TPA  programs  alone  accounted  for 

330  individual  advertiser  sales  in  212  markets, 

he  said.  They  were  The  Count  of  Monte  Cris- 
to,  and  the  recently  released  Stage  7. 

Cristo  has  24%  food  sponsors;  automotive, 
14%;  banks  10%;  and  breweries  9%.  Stage  7 

has  22%  food  sponsors;  breweries  18%;  pe 

troleum  products  14%;  automotive  11%.  Susi 
has  26%  breweries  and  food  products  at  18% 

Other  TPA  programs  in  syndication  included  i 

the  analysis  are:  Captain  Gallant,  Ramar  o 

the  Jungle,  Your  Star  Showcase,  Science  in  Ac 
tion,  and  Ellery  Queen. 

Vidas  Heads  McConkey  Uni 

ESTABLISHMENT  of  a  tv  film  sales  depar 

ment  by  McConkey  Artists,  Chicago,  with  Bi 
Vidas  as  vice  president  in  charge  of  sales,  ha 
been  announced  by  Dick  Shelton,  preside: 

of  the  booking  agency  for  musical  units.  Th 
new  department  will  handle  tv  film  propertie 
for  regional  and  national  sales,  as  well  a 
representing  other  companies. 
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No,  that  mystery  shape  isn't  really  a  kangaroo, 

though  it  is  jumping  steadily  higher  and  higher  in 

consumer  spendable  income  and  in  relative  rank 

among  the  nation's  top  markets! 

Actually  it's  a  map  of  "The  Mystery  Market"  . . . 

one  of  America's  richest . . .  The  Central  South  . . . 

a  $2,713,371,000  market — richer  than  the  cities  of 

Denver  and  New  Orleans  put  together ...  or  Atlanta 

and  Dallas  put  together. 

A  RICH  MARKET,  IN  FACT,  THAT'S 
COVERED  BY  ONLY  ONE  MEDIUM... and 

that's  WSM  Radio  in  Nashville. 

If  you  attempt  to  cover  the  Central  South  with 

a  combination  of  other  radio  stations  or  with  a 

combination  of  newspapers  in  the  area,  the  cover- 

age would  still  be  incomplete — and  the  cost  would 

be  three  to  15  times  greater  than  that  of  a  WSM 

custombuilt  program.  As  for  TV,  all  TV  viewers 

in  the  market  put  together  still  represent  less  than 

half  the  market's  buying  power! 

For  the  full  story  on  this  unique  situation,  send 

for  your  free  copy  of  our  booklet,  "The  Mystery 

Market",  containing  complete  facts  and  figures  as 

compiled  by  independent  authorities. 

650  KC WSM RADIO 

BOB  COOPER,  Sales  Manager 

JOHN  BLAIR  AND  COMPANY,  National  Advertising  Representatives 

Nashville -Clear  Channel  -  50,000  Watts 
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THE  VIRGINIANS: 

one  of  a  series  of  paintings 

of  Washington  by  William  Walton 

commissioned  by  WTOP  Television 

at  Broadcast  House,  Washington,  D.  C. 

Operated  by  The  Washington  Post  Broadcast  Division 

Represented  by  CBS  Television  Spot  Sales 





THE  VIRGINIANS  by  William  Walton. 

Seventh  of  a  series  of  paintings  of  Washington 

commissioned  by  WTOP  Television 

at  Broadcast  House,  Washington,  D.  C. 

Operated  by  The  Washington  Post  Broadcast  Division 

Reprints  of  this  series  available  on  request. 



FILM 

Screen  Gems  Announces 

Sales  Units,  Officials 

IN  a  move  to  strengthen  its  sales  service  to 
local  and  regional  advertisers  and  to  stations. 
Screen  Gems  Inc.,  New  York,  announced  last 
week  it  has  established  four  major  sales  units 

to  concentrate  on  the  sales  of  the  company's 
syndication  and  feature  products. 

The  decision  to  concentrate  its  sales  areas 

was  made  during  a  three-day  sales  meeting  in 
New  York  last  week,  according  to  Robert  H. 

Salk.  director  of  syndicate  sales  for  the  com- 
pany. He  announced  that  Ben  Colman  has 

been  named  assistant  director  of  syndicate  sales 
in  addition  to  his  duties  as  eastern  sales  area 
manager;  Frank  Browne  has  been  appointed 
southern  area  manager,  and  Henry  Gillespie 

CONCLUDING  a  three-day  sales  meeting 
in  New  York  of  Screen  Gems  officials  are 

(I  to  r)  Frank  Browne,  Robert  Salk,  Henry 

Gillespie,  Ben  Colman  and  Richard  Dins- 
more. 

southeastern  area  manager.  Recently-appointed 
Richard  Dinsmore  continues  as  western  area 
manager. 

Mr.  Salk  reported  that  during  the  three-day 
meetings  discussion  touched  upon  new  concepts 
in  programming,  with  particular  emphasis  on 
daytime  requirements.  Continual  growth  in 
both  the  daytime  and  syndicated  areas,  he  said, 

"has  resulted  in  definite  plans  for  even  greater 
expansion  in  the  immediate  future." 

Guild  Films  Buys  7  Series 

In  Stock-for-Product  Deal 

PURCHASE  by  Guild  Films  Co.,  New  York, 
of  seven  tv  film  series  was  announced  last  week 
by  Reub  Kaufman.  Guild  Films  president 
[Closed  Circuit,  Aug.  27].  The  acquisition  en- 

compasses 182  half-hour  films,  of  which  26  are 
in  color,  and  78  quarter-hour  films,  of  which  39 
are  in  color. 

The  program  series  includes  Sherlock  Holmes, 

Janet  Dean,  Duffy's  Tavern.  Flash  Gordon.  Col. 
Tim  McCoy,  Junior  Science  and  Paris  Precinct. 
The  properties  were  purchased  from  various 
companies,  Mr.  Kaufman  said,  including  Rey- 

nard International  Inc.,  McCoy  Television  Inc.. 
Science  Tv  Corp.,  Tavern  Tv  Corp.  and  Mo- 

tion Pictures  for  Television  Inc. 

Mr.  Kaufman  reported  the  transaction  con- 
stituted an  exchange  of  500,000  shares  of  Guild 

Films  common  stock  for  the  properties,  adding 

that  "no  cash  was  involved."  The  sellers  also 
were  granted  options  to  buy  a  total  of  75.000 
shares  of  Guild  Films  common  stock  within  12 

months  at  $5  a  share;  another  75,000  shares 
within  18  months  at  $6  a  share,  and  another 
75,000  shares  within  24  months  at  $7  a  share. 
The  closing  date  for  the  transaction  is  set  for 

Sept.  30. 

Richard  Ullman  Inc.  to  Open 

Third  Office  in  Hollywood 

RICHARD  ULLMAN  INC.,  tv  film  production 
company  with  offices  in  Miami,  Fla.,  and 
Buffalo,  N.  Y.,  soon  will  open  a  Hollywood 
office,  it  was  announced  last  week  by  Martin 
A.  Kempner.  executive  vice  president. 

Mr.  Kempner  also  reported  12  renewals  and 

17  new  sales  for  Ullman's  Watch  the  Birdie 
show.  The  renewals  include  WMTV  (TV) 
Madison,  Wis.;  XETV  (TV)  Tijuana,  Mexico 
(San  Diego);  WBKB  (TV)  Chicago;  KBTV  (TV) 
Denver;  CKLW-TV  Detroit;  WCCO-TV  Minne- 

apolis: KPRC-TV  Houston,  Tex.;  KFJZ-TV 
Ft.  Worth,  Tex.;  WISN-TV  Milwaukee;  KMBC- 
TV  Kansas  City;  KREM-TV  Spokane,  Wash.; 
KOIN-TV  Portland.  Ore. 

New  sales:  For  Real  Kool  beverage.  WTAR- 
TV  Norfolk,  Va.;  WUSN-TV  Charleston.  S.  C; 
for  Malt-O-Meal  cereals,  WHBQ-TV  Memphis. 
Tenn.;  KOTV  (TV)  Tulsa,  Okla.;  WMTV  (TV) 
Madison.  Wis.;  KVTV  (TV)  Sioux  City,  Iowa; 
KING-TV  Seattle.  Wash.;  KMTV  (TV)  Omaha. 
Neb.:  for  Seven  Up,  WTVJ  (TV)  Miami;  for 
Koontz  Dairy.  WBOC-TV  Salisbury.  Md.;  for 
Borden's  WCDA  (TV)  Albany.  N.  Y.;  and 
others.  WOAY-TV  Oak  Hill.  W.  Va.;  WSM-TV 
Nashville,  Tenn.;  KWWL-TV  Waterloo,  Iowa; 
WF1E  (TV)  Evansville.  Ind.;  KARD-TV  Wich- 

ita. Kan.,  and  WAVE-TV  Louisville.  Ky. 

Sponsors  of  'Dr.  Hudson' Increasing  Markets  for  Fall 

SECOND  cycle  of  Dr.  Hudson's  Secret  Journal 
tv  film  series  is  attracting  the  same  regional 
advertisers  who  are  sponsoring  the  program 
in  more  markets  than  last  year,  according  to 
results  of  a  study  released  last  week  by  Wynn 
Nathan.  MCA-TV  film  syndication  division  vice 
president  in  charge  of  sales. 

The  second  cycle  of  the  series  begins  this 
month.  Mr.  Nathan  said,  and  many  advertisers 
who  sponsored  the  series  in  its  initial  run  last 
year  have  renewed  and  enlarged  the  number  of 
their  markets.  He  cited  Wilson  &  Co.,  Chica- 

go, which  carried  the  series  in  six  markets  last 
year  and  currently  has  signed  for  more  than 
30  markets.  Other  large  regional  advertisers, 
who  have  expanded  their  line-ups.  Mr.  Wynn 
said,  are  the  Bowman  Biscuit  Co..  which  has 
contracted  for  more  than  17  markets  in  the 
Southwest:  the  Gill  Coffee  Co..  six  markets, 
and  Pacific  Gas  &  Electric  Co.,  a  list  of  northern 
California  markets  still  undetermined. 

Six  Tv  Stations  Order 

Additional  Warner  Films 

ASSOCIATED  ARTISTS  Productions.  New 
York,  reported  last  week  that  various  tv  stations 
have  bought  additional  groups  of  films  from  the 
Warner  Bros,  feature  package  in  addition  to 

original  purchases.  The  Warners'  library  con- 
sists of  13  groups,  each  containing  58  films. 

Among  those  who  had  bought  a  group  and 
subsequently  expanded  their  purchases  are 
KBOI-TV  Boise,  Idaho;  KREM-TV  Spoke- 
ane.  Wash.;  WKRC-TV  Cincinnati,  WTVN- 
TV  Columbus,  Ohio;  KENI-TV  Anchorage, 
and  KFAR-TV  Fairbanks,  both  Alaska.  Groups 
of  the  Warner  Bros,  library  currently  have 
been  sold  in  more  than  60  markets,  according 
to   Bob  Rich,  AAP  general  sales  manager. 

March  to  RKO  As  Producer 

ALEX  MARCH,  former  producer  for  CBS- 
TV's  Studio  One  Summer  Theatre,  has  been 
signed  by  RKO  Radio  Studios  and  his  first 
assignment  will  be  to  gather  material  for  new 
RKO  television  films  to  go  into  production  in 

1957  [Closed  Circuit,  Aug.  27].  William  Do- 
zier,  vice  president  in  charge  of  production  for 
RKO  Hollywood,  was  in  New  York  last  week 
for  talks  with  Mr.  March  on  the  tv  produc- 

tion plans.  New  shows  will  include  half-hour 
as  well  as  one-hour  and  IVi-hour  anthology 
segments,  the  Hollywood  studio  said. 

FILM  SALES 

National  Telefilm  Assoc.,  N.  Y.,  in  what  is  said 
to  be  departure  from  usual  arrangement  of 
selling  syndicated  tv  film  program,  has  sold 
Sheriff  of  Cochise  series  to  WABD  (TV)  New 
York  on  5 2- week  basis  for  $200,000.  Contract 
contains  bonus  clause  similar  to  those  between 

motion  picture  producers  and  theatres  based  on 
box  office  figures  in  which  WABD  agrees  to 
pay  bonus  if  series  attains  specified  rating  at 
rnd  of  six-month  period.  Series,  produced  by 
O-si'u  Productions,  L.  A.,  at  average  cost  of 
$35,000  per  picture,  begins  in  New  York.  Oct.  I. 

Guild  Films,  N.  Y..  has  sold  Frankie  Laine 
Show  to  WABC-TV  New  York  and  in  13  other 
markets  during  past  two  weeks.  Also  sold  or 
renewed:  /  Spy  in  14  markets  and  Liberace 
Show  in  18  during  same  period. 

Sterling  Television  Co.,  N.  Y.,  reports  sales  of 
Kings  Crossroads  to  WKTV  (TV)  Utica,  N.  Y., 
and  WCYB-TV  Bristol,  Va.:  Movie  Museum  to 
WCAX-TV  Burlington.  Vt..  and  KTSM-TV  El Paso. 

FILM  PRODUCTION 

Greenspan-Hammerstein  Productions  Inc.,  N. 

Y..  has  began  production  of  new  half-hour 
tv  film  series.  Golf  With  the  Champions.  Series 
was  created  by  Golf  With  the  Champions  Inc., 
N.  Y..  new  packaging  company,  which  was 

represented  in  negotiations  with  G-H  by  The- 
atrical Enterprises,  N.  Y. 

FILM  DISTRIBUTION 

Allied  Artists  Productions  Inc.,  Hollywood, 
announces  distribution  in  Pacific  Northwest  now 

being  handled  by  firm's  Seattle  branch.  Portland, Ore.,  branch  is  retained  as  sales  office. 

Association  Films,  N.  Y..  is  offering  free  to  tv 
stations  new  16  mm  color  film  on  operation  of 

cotton  mill,  "Bedtime  for  Janie,"  which  was 
produced  for  P.  H.  Hanes  Knitting  Co.  of  North 
Carolina  by  Peter  Elgar  Productions,  N.  Y. 

Modern  Talking  Picture  Service  Inc.,  N.  Y., 
distributor  of  business  public  relations  films, 
announces  new  bulletin  describing  142  free 
films  for  tv.  About  one-third  of  total  titles  are 
available  in  color. 

FILM  RANDOM  SHOTS 

American  Heart  Assn.  will  hold  national  pre- 

miere Sept.  14  of  "The  Secrets  of  the  Heart," 
half-hour  documentary  film  on  research  related 
to  heart  and  blood  diseases,  at  Johnny  Victor 
Theatre  in  New  York.  Film  subsequently  will 
be  made  available  for  television  exhibition  and 
other  showings. 

Fiore  Films,  N.  Y.,  producing  six  20-second  and 
8-second  tv  film  spots  for  Arthritis  &  Rheuma- 

tism Foundation,  N.  Y. 

Film  Creations  Inc.,  N.  Y.,  currently  is  produc- 
ing series  of  one-minute  commercials  for  Ron- 

zoni  Foods  Products,  N.  Y.,  through  Emil 
Mogul  Co.,  N.  Y.  Commercials  said  to  feature 
unusual  bilingual  treatment. 
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PROGRAM  SERVICES 

McDonald  Says  Spectaculars 

No  Good  For  Subscription  Tv 

TODAY'S  television  spectaculars  are  not  satis- 
factory fare  for  proposed  subscription  tv,  ac- 
cording to  Comdr.  E.  F.  McDonald  Jr.,  presi- 

dent of  Zenith  Radio  Corp.,  which  has  pio- 
neered in  the  field  of  pay  tv. 

"With  a  few  exceptions,"  Comdr.  McDonald 
said,  "network  spectaculars  have  been  merely 
expanded  versions  of  conventional  30  and  60- 
minute  variety  shows.  They  have  no  more 
place  on  subscription  tv  than  they  have  in 
Broadway  theatres. 

"Subscription  tv  was  designed  to  bring  the 
public  on  home  tv  the  kind  of  superior  enter- 

tainment that  advertisers  cannot  afford  to  spon- 

sor and  that  can  now  be  seen  only  in  the  thea- 
tre. ...  So  long  as  I  have  anything  to  say  on 

the  subject,  this  kind  of  programming  will 

never  be  put  on  subscription  tv,"  he  emphasized. 

Welk  Radio  Package  Set 
PRODUCTION  of  a  new  radio  transcription 
package,  The  Lawrence  Welk  Library,  for 

syndication  within  the  next  fortnight  was  an- 
nounced Wednesday  by  Standard  Radio  Tran- 
scription Services  Inc.,  Chicago. 

Library  is  described  by  Milton  M.  Blink, 

Standard  president,  as  a  complete  and  co- 
ordinated package  of  several  hundred  musical 

selections  representing  the  best  of  Mr.  Welk's 
repertoire  and  featuring  his  vocalists  and  per- 
formers. 

 PERSONNEL  RELATIONS  — 

Ross  Named  Negotiator 

For  Writers  Guild  West 

N.  JOSEPH  ROSS,  a  senior  partner  in  the 
Los  Angeles  firm  of  Pacht,  Ross,  Warne  & 
Bernhard,  has  been  appointed  negotiator  for 
the  Writers  Guild  of  America  West  in  connec- 

tion with  the  sale  of  subsidiary  rights  in  mem- 
bers' television  properties,  WGAW  announced 

last  week.  His  position  is  the  counterpart  of 
that  of  Richard  Jablow,  New  York  attorney 
representing  WGA  East. 

WGAW  explained  that  under  the  new  tv-film 
contracts  concluded  by  the  guild  with  the  Al- 

liance of  Television  Film  Producers,  the  major 
motion  picture  studio  tv  subsidiaries  and  the  tv 
networks,  subsidiary  rights  can  be  obtained 

only  through  a  guild-appointed  negotiator  and 
cannot  be  acquired  as  part  of  a  whole  bundle 
of  rights  from  the  writer  at  the  time  of  his 
initial  agreement.  The  guild  has  campaigned 

on  this  issue  for  many  years  in  the  motion  pic- 
ture field. 

Mr.  Ross'  firm  also  acts  as  general  counsel 
to  the  guild  and  his  services  are  expected  to 
extend  into  the  live  television  field  where  new 
contractual  changes  with  the  networks  will  give 
writers  similar  protection  with  respect  to 

spectaculars,  according  to  Frances  Inglis,  execu- 
tive director  of  the  guild. 

Under  the  original  draft  of  the  live  tv  con- 
tract, the  companies  were  prohibited  from 

negotiating  for  subsidiary  rights  under  any 
circumstance  at  the  time  of  the  initial  agree- 

ment. But,  as  provided  by  amendments  to 
the  contract  recently  concluded,  such  negotia- 

tions may  now  be  entered  into  provided  the 
writer  receives  at  least  five  times  the  basic 
minimum  and  it  is  understood  additional  sums 
above  this  will  be  paid  for  specific  subsidiary 
rights  as  arranged  by  the  guild  negotiator,  it 
was  explained. 

To  Assume  Increasing  Importance 

The  guild  spokesman  said  this  aspect  of 

writers'  tv  contracts  will  assume  increasing  im- 
portance in  the  immediate  future  in  view  of 

the  growing  interest  of  the  networks  in  backing 
Broadway  productions.  David  Dortort,  presi- 

dent of  the  tv-radio  writers  branch  of  the  guild, 

added  that  "the  time  has  finally  arrived  when 
the  writer  is  beginning  to  realize  an  adequate 
return  from  all  the  various  uses  to  which  his 

material  can  be  put— uses  which  formerly 
were  buried  in  the  bundle  of  rights  moldering 
on  the  shelves  of  production  companies,  which 
had  no  interest  in  exploitation  of  any  but  the 

motion  picture  rights." The  guild  also  announced  last  week  it  was 

moving  toward  organization  of  the  "last  re- 
maining unorganized  group  in  Hollywood" with  the  filing  of  a  petition  with  the  National 

Labor  Relations  Board  to  certify  the  guild  as 

representative  for  writers  at  Desilu  Productions. 
Ballots  were  mailed  to  Desilu  writers  last  week 

and  the  vote  should  be  made  public  in  about 
two  weeks,  the  guild  said. 

WMBD  Peoria  Strike  Ends 

TECHNICIANS  at  WMBD  Peoria,  111.,  were  to 
return  to  work  yesterday  (Sunday)  after  a 

strike  lasting  six  months,  according  to  Robert 
O.  Runnerstrom,  vice  president.  The  strike 
was  called  last  March  5  while  negotiations  for 
a  new  contract  were  in  progress  with  Local 

1292  of  IBEW.  Primary  issue  was  studio  ju- 

risdiction, with  wages  not  an  issue,  Mr.  Run- 
nerstrom said. 

J 

We're  proud  as  Roger  Williams  .  .  . 
crowing  like  a  Rhode  Island  Red,  because 

now  we  are  two.  And  you,  you're  "right 
on  cue"  whether  it's  in  Akron,  Ohio  or 

Providence,  Rhode  Island.  You're  right  with 

our  music  and  our  news.  You're  right  with 
our  solid  policy  of  local  programming,  local 
service  and  warm  interest  in  each 

community  —  Tiretown,  U.  S.  A.,  and  rich, 

little  Rhody's  capitol  city. 

1150 

ON  YOUR  RADIO  *S> 
AKRON,  OHIO 
NATIONAL  REP.  -  JOHN  E.  PEARSON  CO. 

\ 

TIM  ELLIOT,  PRESIDENT! 

1290  ON  YOUR  RADIO 
PROVIDENCE,  RHODE  ISLAND 
NATIONAL  REP.  - 
JOHN  E.  PEARSON  CO. 

J 

Wice 
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On  Vacation  from  every 

advertising  medium . . .  except 

THE  NATION'S  VOICE 

A  new  advertising  strategy  based  on  Politz  research 

Radio— and  only  radio — follows  your  customers 
wherever  ihey  go,  reaches  them  while  they  are 
doing  other  things.  Radio  is  the  constant  com- 

panion of  the  American  people. 
Two-thirds  of  the  adult  population  listen  to  radio 
on  any  given  day  and  87.8%  within  a  week.  And  this 
nationally  in  the  areas  of  TV's  highest  development. 
These  strengths  of  radio  and  other  important  facts 
established  by  Alfred  Polit/  Research,  Inc.,  are  the 

foundation  of  the  new  advertising  strategy  called 
The  Nation's  Voice. 

The  Nation's  Voice  is  the  technique  of  concen- 
trating your  advertising  on  a  relatively  small 

number  of  great  radio  stations  in  the  important 
population  centers.  While  there  are  2.833  radio 
stations  operating  today,  only  48  selected  stations 
are  needed  to  bring  S5%  of  all  America's  millions within  your  reach!  Your  sales  message  is  carried 

directly  to  a  huge  daily  audience,  with  great  fre- 
quency, at  a  cost  efficiency  which  is  phenomenal. 

Not  in  just  one— but  in  five  separate  markets,  the 
Politz  studies  show  that  people  trust,  respect  and 
listen  most  to  one  great  station  ...  by  such  sur- 

prising margins  as  1 1  to  1  over  the  next  station. 
The  Nation's  Voice  story  is  in  a  presentation  now 
ready  at  all  Christal  offices.  Call  now  and  reserve  a time  to  sec  it. 

First  on  every  list  are  these  13  Great  Radio  Stations  covering  Va  of  all  America 

WBAL  -  Bait 

WTIC  -  Hartford 

WCKR  —  Miami 

WBEN  -  Buffalo 
life 

WGAR  —  Cleveland        WJR  —  Detroit 

WDAF  -  Ka  nsas  City  '  ,  ̂ ^^^  KFI  —  Los  Angeles  WHAS  —  Louisville 

WTMJ  -  Mil  waukee      WGY  —  Schenectady      WSYR  —  Syracuse  WTAG  -  Worcester 

WHAT  WILL  $100,000  BUY 

IN  THESE  4  EXCELLENT  MEDIA? 

THE  LARGEST  WEEKLY  MAGAZINE— using  color  pages,  your 
message  will  go  out  just  3  times  to  homes  where  only 
12%  of  the  people  in  America  live. 

THE  LEADING  NEWSPAPER  SUPPLEMENT— your  money  is  not 
quite  sufficient  for  3  color  pages — delivered  to  less  than 
2y.  of  the  homes  in  America. 

A  GOOD  TELEVISION  PROGRAM-your  talent  bill  alone,  with  a 
medium-priced  half-hour,  would  use  all  your  money  in 
less  than  3  shows,  and  you'd  still  have  to  pay  for  your time. 

THE  NATION'S  VOICE— your  full  minute  sales  talk,  jingle,  or dramatization  can  be  directed  60different  times  to  homes 

where  85'  i  of  all  the  people  live,  and  where  more  than 
85%  of  all  purchases  are  made. 

Represented  Nationally  by 

HENRY  I.  CHRISTAL  COMPANY,  INC. 
NEW  YORK       •       CHICAGO       •       DETROIT       •       BOSTON       •       SAN  FRANCISCO 
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NETWORKS 

WEAVER  RESIGNS  FROM  NBC; 

SARNOFF  NOW  TOP  OFFICER 

•  Team  of  "Pat  and  Bob"  reduced  to  Bob,  who  makes  announcement 

•  Four  executive  vice  presidents  elected  in  NBC  reorganization 

•  It's  another  NBC  redesign  by  Booz,  Allen  &  Hamilton,  consultants 
RESIGNATION  of  NBC  Board  Chairman 

Sylvester  L.  (Pat)  Weaver  Jr.  and  the  appoint- 
ment of  four  new  executive  vice  presidents  to 

direct  the  major  areas  of  NBC  activities  were 
announced  Friday  by  President  Robert  W. 
Sarnoff. 

Mr.  Weaver's  resignation,  although  frequently 
rumored,  came  as  a  surprise.  Appointment  of 
the  four  executive  vice  presidents  did  not 
[Closed  Circuit,  Aug.  27]. 

The  new  executive  vice  presidents,  who  will 
report  directly  to  Mr.  Sarnoff,  are: 

Thomas  A.  McAvity,  now  vice  president  in 
charge  of  the  tv  network,  who  becomes  execu- 

tive vice  president  for  tv  network  programs  and 
sales; 

Charles  R.  Denny,  now  vice  president  in 
charge  of  owned  stations  and  spot  sales,  who 
becomes  executive  vice  president  for  operations: 

John  M.  Clifford,  currently  administrative 
vice  president,  who  will  be  executive  vice  presi- 

dent for  administration; 

MR.  WEAVER  MR.  SARNOFF 

David  C.  Adams,  now  staff  vice  president, 
who  will  be  executive  vice  president  for  corpo- 

rate relations. 

President  Sarnoff,  who  made  the  announce- 
ments in  a  closed-circuit  message  to  affiliates  at 

12:30  p.m.  Friday  after  the  changes  were  ap- 
proved by  the  NBC  board  meeting  that  morning, 

explained  that  the  realignment  under  the  execu- 
tive vice  presidencies  will  make  it  possible  for 

day-to-day  problems  to  be  handled  systemati- 

cally and  allow  NBC  management  to  "con- 
centrate its  time  and  thought  on  major  policy 

matters  and  on  .  .  :  forward  planning." 
In  addition  to  the  four  executive  vice  presi- 

dents, three  other  vice  presidents  also  will  re- 
port directly  to  the  president:  Kenneth  Bilbv. 

vice  president  for  public  relations,  which  Mr. 

Sarnoff  explained  is  "traditionally  and  properly 
an  arm  of  the  president";  Emanuel  (Manie) 
Sacks  and  Joseph  V.  Heffernan,  both  staff  vice 
presidents. 

Mr.  Weaver's  plans — after  seven  years  with 
NBC,  including  two  as  president — were  not  im 
mediately  disclosed.  Mr.  Sarnoff,  who  had 
served  as  executive  vice  president  in  the  team 

of  "Pat  and  Bob"  during  Mr.  Weaver's  tenure  as 
president,  told  the  affiliates  that  he  was  announc- 

ing the  resignation  "with  personal  regret." 
"At  the  NBC  board  of  directors  meeting  this 

morning,"  he  said,  "Pat  Weaver  .  .  .  submitted 
his  resignation  effective  today  [Fri.]  ...  I  know 
all  of  you  join  me  in  extending  to  Pat  our  best 

wishes  for  his  future." 
There  was  no  reference  to  the  question  of 

whether  the  board  chairmanship  would  con- 

tinue to  remain  vacant. 
When  Mr.  Weaver  was  elevated  to  chairman 

of  the  board  he  was  signed  by  NBC  to  a  con- 
tract to  run  to  1972.  This  presumably  was 

renegotiated  prior  to  his  resignation.  His  de- 
parture was  said  to  be  entirely  amicable. 

Mr.  Sarnoff  gave  this  outline  of  the  jurisdic- 
tional areas  of  the  executive  vice  presidents  in 

the  new  operations  plan,  which  was  "developed 
with  the  assistance  and  objective  evaluation  of 

one  of  the  country's  leading  management  con- 
sultant firms."  Booz,  Allen  &  Hamilton: 

"Tom  McAvity's  promotion  to  the  new  posi- 
tion of  executive  vice  president  for  tv  network 

programs  and  sales  reflects  the  fact  that  the  de- 
velopment of  television  programming  and  salfs 

is  a  responsibility  of  such  great  scope  and  of 
such  importance  to  the  company  that  it  requires 
the  full  time  concentration  of  a  top-level  execu- 

tive. Through  such  concentration  in  these  two 
vital  and  related  fields,  and  with  the  support  of 
program  and  sales  organizations  strong  in  depth, 

MR.  McAVITY  MR.  DENNY 

we  believe  NBC  will  realize  to  the  maximum  the 
opportunities  for  television  network  success. 

"Charlie  Denny,  as  executive  vice  president 
for  operations,  will  continue  to  be  responsible 
for  our  owned  and  operated  stations  and  spot 
sales.  In  addition,  he  will  have  reporting  to 
him  the  radio  network  under  Joe  Culligan,  pro- 

duction facilities  and  our  subsidiary,  California 
National  Productions. 

"Mac  Clifford,  as  executive  vice  president  for 
administration,  will  have  reporting  to  him  talent 
and  program  contract  administration,  the  law 
department,  the  treasurer  and  the  vice  president 
for  the  Pacific  Division.  In  addition,  he  will 

continue  to  be  in  charge  of  the  personnel  de- 
partment, engineering  and  facilities  administra- 

tion, and  the  controller's  office. 
"David  Adams,  as  executive  vice  president  for 

corporate  relations,  will  head  up  a  newly- 
created  group  of  functions  consisting  of  stftion 
relations  under  Harry  Bannister,  the  NBC 

Washington  office  and  planning  and  develop- 
ment. 

"I  firmly  believe  that  NBC  is  on  the  thres- 
hold of  its  greatest  period  of  opportunity  and 

success  and  that  you,  our  affiliates,  will  share 

those  opportunities  and  that  success  in  associa- 

tion with  us." Explaining  the  background  of  the  realign- 
ment, Mr.  Sarnoff  told  the  affiliates  "the  new 

form  of  NBC  organization  was  fashioned,  after 

the  most  thorough  planning,  to  adapt  our  com- 
pany structure  to  the  dynamic  and  continuing 

growth  of  our  business  which  has  become  so 
much  more  complicated  than  it  was  five  or  ten 

years  ago."  All  the  changes,  Mr.  Sarnoff  said, 
were  effective  immediately. 

Mr.  Weaver's  resignation  ended  a  tenure  that 
started  in  1949  when  he  joined  NBC  as  head 
of  the  television  network.  He  already  had  a 

record  of  18  years  in  broadcasting  and  adver- 
tising, including  the  ad  managership  (before  he 

was  30)  of  American  Tobacco  Co.  under  the 
late  George  Washington  Hill.  He  served  NBC 
as  vice  chairman  of  the  board  before  his  elec- 

tion to  the  presidency  in  December  1953  and  to 
the  board  chairmanship  in  December  1955. 

He  won  at  NBC  a  quick  and  lasting  reputa- 

tion as  an  innovator,  launching  the  "magazine 
concept"  of  selling  and  helping  to  introduce  the 
color  spectaculars  and  other  new  formats. 

Mr.  McAvity,  new  executive  vice  president 
for  tv  network  programs  and  sales,  had  long  ex- 

perience in  radio  and  tv — mostly  in  program 
production  (1929-1932  producer  for  NBC,  then 
for  several  years  supervisor  of  production  of 
top-rated  radio  programs  as  vice  president  of 

Lord  &  Thomas'  radio  department) — when  he 
rejoined  NBC  in  October  1951  as  director  of 
talent  and  procurement  for  tv.  He  became  na- 

tional program  director  in  1952,  vice  president 
of  television  network  programs  in  January  1954, 

and  vice  president  in  charge  of  television  net- 
work in  February  1955.  He  was  manager  of 

Lord  &  Thomas'  Hollywood  office  from  1937 
to  1941. 

Mr.  Denny,  executive  vice  president  for  oper- 
ations, cut  short  an  extensive  career  in  govern- 

MR.  CLIFFORD  MR.  ADAMS 

ment  to  join  NBC  in  November  1947  as  vice 
president  and  general  counsel.  Five  years  later, 
after  a  period  as  executive  vice  president,  he 
was  named  vice  president  in  charge  of  NBC 
owned  stations  and  NBC  Spot  Sales.  Two 

years  after  he  was  admitted  to  the  bar  in  Wash- 
ing in  1936,  Mr.  Denny  became  a  Justice  Dept. 

attorney,  serving  there  until  1941,  then  as  chief 
of  the  Appellate  Section  in  Lands  Div.  and  also 
as  special  assistant  to  the  Attorney  General. 
Appointed  assistant  general  counsel  of  the  FCC 
in  February  1942,  Mr.  Denny  became  general 
counsel  eight  months  later,  was  appointed  FCC 
member  in  March  1945,  acting  chairman  on 
Feb.  26,  1946,  and  chairman  on  Dec.  4,  1946. 

Mr.  Clifford,  executive  vice  president  for 
administration,  rose  in  RCA  and  NBC  ranks 
in  legal  and  personnel  activities,  serving  as  a 

member  of  RCA's  legal  staff  (1943-1947),  as- 
sistant general  attorney  at  RCA  (1947-1951), 

assistant  director  of  personnel  for  RCA  Victor 
Div.  (1951-1953)  and  director  of  personnel 
(March-June  1953).  He  was  elected  vice 
president  in  charge  of  personnel  for  NBC  in 
June  1953  and  in  August  1954  was  made  ad- 

ministrative vice  president  of  the  network. 

Mr.  Adams,  executive  vice  president  for  cor- 
porate relations,  joined  NBC  as  assistant  gen- 

eral counsel  in  December  1947  after  serving 
with  the  FCC  in  various  posts.  He  became  vice 

president  and  general  attorney  of  RCA  Com- 
munications Inc.  in  July  1948,  but  returned  to 

NBC  the  following  January  as  assistant  to  the 
executive  vice  president.  He  was  elected  a  staff 
vice  president  in  March  1954. 
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ARE  YOU 

GETTING 

INDIVIDUAL 

MARKETING 

ATTENTION 

i 

WITH  YOUR 

ADVERTISING? 

II 

11 

You  do  in  Milwaukee  at  WISN 

The  value  of  marketing  and  merchandising  as  an  aid  to  advertising  in  today's  highly-com- 
petitive economy  cannot  be  over-emphasized.  So  important  is  it  in  Milwaukee  that  WISN-TV 

and  WISN  Radio  maintains  a  separate  department  to  execute  its  functions.  It  is  the  most 

comprehensive  service  of  its  kind  in  Milwaukee  broadcasting.  Most  of  its  features  are  ex- 
clusive with  us. 

and  it  doesn't  cost 

station  advertisers  a  cent! 

The  individual  merchandising  needs  of  any 

type  of  advertiser  are  quickly  and  extensive- 
ly fulfilled  because  of  constant  contact  with 

food,  drug,  manufacturing  and  other  dis- 
tributors, brokers  and  retailers. 

In  the  food  field,  for  example,  WISN  ar- 
ranges for  displays  in  A&P,  IGA  and  Sen- 

try food  stores;  runs  product  ads  for  sta- 
tion advertisers  in  a  monthly  publication  sent 

to  1,092  grocers;  explains  advertising  pro- 
grams to  local  sales  outlets;  makes  regular 

calls  on  distributors  and  sends  monthly  re- 
ports to  advertisers  on  services  rendered. 

A  long  list  of  satisfied  sponsors  attests  to 
the  success  of  merchandising  programs  for 
other  types  of  sponsors.  No  matter  what 
the  product  or  objective,  WISN  creates  the 
plan  that  enables  the  advertiser  to  reach  even 

the  most  extensive  marketing  and  mer- 
chandising goals. 

Why  not  let  us  solve  your  marketing  or 
merchandising  problem,  today? 

John  B.  Soell,  Director 

WIS 

CHANNEL ii 

BASIC      ABC  AFFILIATES 

Represented Edward  Petry  &  Co.,  Inc. 
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CBS-AM  AFFILIATES  TO  GATHER  IN  N.  Y. 

Election  of  chairman  and  three 

directors-at-large  is  first  order 

of  business  for  200  expected  to 

attend  two-day  meeting. 
MORE  THAN  200  affiliates  of  CBS  Radio 

were  expected  to  gather  in  New  York  over 
the  weekend  for  the  third  annual  convention 
of  the  CBS  Radio  Affiliates  Assn.,  to  be  held 
today  (Monday)  and  tomorrow  at  the  Hotel 

Pierre.  The  network's  1956-57  sales,  program, 
promotion  and  advertising  plans  will  be  a 
focal  point  of  the  two-day  meeting. 

Election  of  a  chairman  of  the  board  of  the 

association  and  three  directors-at-large  were 
to  be  held  in  preliminary  sessions  yesterday 
(Sunday).  Kenyon  Brown  of  KWFT  Wichita 
Falls,  Tex.,  is  current  board  chairman. 

Registration  will  be  held   in  the   Pierre's  \ 
grand  ballroom  foyer,  starting  at  8  a.m.  today, 
with  the  first  session  convening  at  10  a.m. 

After  an  opening  by  convention  Chairman 
F.  C.  Sowell  of  WLAC  Nashville  and  Board 
Chairman  Brown,  CBS  Radio  President  Arthur 
Hull  Hayes  will  address  the  affiliates.  His  talk 

will  be  followed  by  approximately  15-minute 
speeches  by  Sig  Mickelson,  CBS  vice  president 
in  charge  of  news  and  public  affairs;  Carroll 
Hansen,  coordinator  of  news  and  sports  for 
CBS  Radio;  Ralph  Hardy,  Washington  vice 
president  of  CBS  Inc.;  Howard  G.  Barnes, 
network  programs  vice  president  of  CBS  Radio, 
and  John  Karol,  network  sales  vice  president 
of  CBS  Radio. 

Dr.  Frank  Stanton,  president  of  CBS  Inc., 

will  be  principal  speaker  at  the  Monday  lunch- 
eon, to  be  held  at  1  p.m.  at  the  Pierre  Roof 

Garden  following  a  cocktail  period. 

The  Monday  afternoon  session,  starting  at 
2:30  in  the  grand  ballroom,  will  hear  Jules 
Dundes,  vice  president  in  charge  of  advertising 

and  promotion  for  the  network.  A  question- 
and-answer  period,  scheduled  for  3:30,  will  be 
followed  by  a  closed  meeting  of  the  affiliates 
at  4  p.m. 

Cocktails  and  dinner  are  slated  for  6:30 
and  7:30  respectively,  in  the  grand  ballroom, 
with  entertainment  featuring  Robert  Q.  Lewis 
as  m.c,  Sam  Levinson,  Don  Cornell,  Dolores 

Hawkins,  the  Kirby  Stone  Quartet,  Enid  Mo- 
sier  and  her  Trinidad  Steel  Drummers  and  Ray 
Bloch  and  his  orchestra.  In  addition,  Mr.  Lewis 

and  the  cast  of  his  new  Monday-through-Friday 
show  will  record  their  broadcast  for  the  next 
day. 

Tuesday's  meeting  will  open  at  9:30  with 
a  CBS  Radio  management  conference,  fol- 

lowed by  a  speech  by  William  Shaw,  network 
sales  manager,  at  11:30. 

After  cocktails  and  luncheon,  the  closing 
session  at  2:30  will  be  devoted  to  a  radio 
broadcasting  panel  discussion  with  Mr.  Sowell 
as  moderator  and  with  J.  Frank  Jarman  of 

WDNC  Durham,  N.  C,  representing  man- 
agement; Catherine  Peden  of  WHOP  Hopkins- 

ville,  Ky.,  representing  sales;  Art  Schofield  of 

Storer  Broadcasting  Co.,  representing  promo- 
tion, and  Sam  Gifford  of  WHAS  Louisville, 

representing  programming. 
Following  is  the  list  of  CBS  Radio  affiliates 

planning  to  attend,  as  of  Thursday,  the  third 
annual  convention: 

Allen  T.  Simmons  and  Mrs.  Nina  Simmons, 
WADC  Akron,  Ohio;  Thomas  Murphy  and 
George  M.  Perkins,  WROW  Albany;  John 
Atkinson,  WHBU  Anderson,  Ind;  Cecil  B.  Hos- 
kins,  WWNC  Asheville,  N.  C;  W.  R.  Martin, 
WCMI  Ashland,  Ky.;  Pat  Rice  Jr.,  WRDW 

Augusta,  Ga.;  J.  C.  Kellam,  KTBC  Austin,  Tex. 
John  Elmer  and  George  Roeder,  WCBM 

Baltimore;  George  Dunham  and  Donn  E.  Win- 
trier, WNBF  Binghamton,  N.  Y.;  Harvey 

Struthers,  Thomas  Gorman,  and  Joseph  Cul- 
jinane,  WEEI  Boston;  Mrs.  E.  H.  Butler,  A.  H. 
Kirchhofer,  Frank  W.  Kelly,  and  Joseph  A. 
Haeffner,  WBEN  Buffalo;  Frank  Reardon, 
KBOW  Butte,  Mont. 

Bruce  F.  Anderson,  WMT  Cedar  Rapids, 
Iowa;  Larry  Stewart,  WDWS  Champaign,  111.; 
John  M.  Rivers,  WCSC  Charleston,  S.  C;  H. 
D.  Battle  and  Jack  Gelder,  WCHS  Charleston, 
W.  Va.;  Virgil  V.  Evans,  WBT  Charlotte,  N.  C; 
Earl  Winger,  WDOD  Chattanooga;  H.  Leslie 

Atlass  and  E.  H.  Shomo1,  WBBM  Chicago;  Hul- 
bert  Taft  Jr.,  WKRC  Cincinnati;  Carl  George, 
WGAR  Cleveland. 

J.  W.  Woodruff  Jr.,  WRBL  Columbus,  Ga.; 
Geer  Parkinson,  James  O.  Yerian  and  P.  E. 
Neal,  WBNS  Columbus,  Ohio;  M.  L.  Medley, 
WHUB  Cookeville,  Tenn.;  Robert  Dillon  and 
Joe  Hudgens,  KRNT  Des  Moines;  Hugh  B. 

Terry,  KLZ  Denver;  Worth  Kramer  and  F.  Sib- 
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ley  Moore,  WJR  Detroit;  Odin  Ramsland  and 
Dale  Cowle,  KDAL  Duluth;  J.  F.  Jarman, 
WDNC  Durham,  N.  C;  Herbert  E.  Evans, 
WMMN  Fairmont,  W.  Va.;  Mr.  and  Mrs.  Paul 
Bartlett,  KFRE  Fresno;  Haydn  R.  Evans, 
WBAY  Green  Bay,  Wis. 

Allen  E.  Wannamaker,  WBIG  Greensboro, 
N.  C;  Albert  T.  Fisher  Jr.,  WQOK  Greenville, 
S.  C;  Franklin  M.  Doolittle,  Walter  Haase  and 
William  F.  Malo  Sr.,  WDRC  Hartford,  Conn.; 
J.  Howard  Worrall  and  Melvin  B.  Wright, 
XGMB  Honolulu;  Ernest  Lackey  Jr.  and 
Katherine  Peden,  WHOP  Hopkinsville,  Ky.;  C. 
N.  Layne,  KID  Idaho  Falls,  Idaho;  C.  Bruce 
McConnell  and  Robert  B.  McConnell,  WISH 
Indianapolis,  Ind. 

M.  R.  Hanna,  WHCU  Ithaca,  N.  Y.;  Sidney 

Beighley  and  John  E.  Coffin,  WMBR  Jackson- 
ville, Fla.;  Ken  Marsh,  WJHL  Johnson  City, 

Tenn.;  E.  K.  Hartenbower,  KCMO  Kansas 
City,  Mo.;  Joseph  K.  Close  and  Edward  B. 
Sawyer,  WKNE  Keene,  N.  H.;  John  C.  Jeffrey, 
WIOU  Kokomo,  Ind.;  Bert  West  and  John 
Asher,  KNX  Los  Angeles;  Victor  Sholis,  Samuel 
Gifford  and  William  Loader,  WHAS  Louisville, 
Ky.;  Gordon  Thompson,  KFYO  Lubbock,  Tex. 

W.  E.  Cobb,  WMAZ  Macon,  Ga.;  Ben  Hovel 

and  E.  C.  Severson,  WKOW  Madison,  Wis.; 
Norton  Virgien,  WFEA  Manchester,  N.  H.; 
Donald  G.  Harrer,  KGLO  Mason  City,  Iowa; 
John  L.  Ramp,  William  Fowler  and  Arthur  G. 
Vondielingen,  WBAT  Marion,  Ind.;  Hoyt  B. 
Wooten,  WREC  Memphis,  Tenn.;  Payson  Hall 
and  C.  A.  Larson,  Meredith  Publishing  Co. 
(WOW  Omaha,  WHEN  Syracuse  and  KCMO 
Kansas  City);  M.  N.  Babcock,  WGBS  Miami, 
Fla. 

Larry  Haeg  and  Clayton  Kaufman,  WCCO 
Minneapolis;  Guy  B.  Farnsworth,  KGVO  Mis- 

soula, Mont.;  J.  Arthur  Dupont,  CJAD  Mont- 
real; F.  C.  Sowell,  WLAC  Nashville,  Tenn.;  W. 

H.  Summerville  and  the  Rev.  A.  B.  Goodspeed, 
S.  J.,  WWL  New  Orleans;  Carl  Ward,  WCBS 
New  York;  Campbell  Arnoux  and  Jack  Black, 
WTAR  Norfolk,  Va.;  Frank  P.  Fogarty,  WOW 
Omaha;  H.  P.  Danforth,  WDBO  Orlando.  Fla.; 
Pierce  E.  Lackey,  WPAD  Paducah,  Ky. 

George  Clinton,  WPAR  Parkersburg,  W. 
Va.;  Charles  C.  Caley,  WMBD  Peoria,  111.; 
Donald  W.  Thornburgh,  Joseph  T.  Connolly 
and  John  S.  Derussy,  WCAU  Philadelphia; 
Homer  L.  Lane,  KOOL  Phoenix;  Gunnar  O. 
Wiig,  John  D.  Gibbs  and  Owen  S.  Simon,  KQV 

Pittsburgh;  Creighton  E.  Gatchell  and  Perles- 
ton  L.  Pert,  WGAN  Portland,  Me.;  Arnold  F. 
Schoen  Jr.,  WPRO  Providence,  R.  I.;  Wayne 

Cribb,  WTAD  Quincy,  111.;  Mrs.  Helen  S.  Du- 
hamel  and  William  F.  Turner,  KOTA  Rapid 

City,  S.  D. 
Donald  W.  Reynolds  and  Richard  Colon, 

KOLO  Reno,  Nev.;  John  B.  Tansey,  WRVA 
Richmond,  Va.;  Paul  E.  Reynolds,  WDBJ 

Roanoke,  Va.;  Glover  Delaney  and  L.  H.  Mac- 
Millan,  WHEC  Rochester,  N.  Y.;  Leslie  C. 
Johnson,  WHBF  Rock  Island,  111.;  Robert  Hy- 
land  and  Foster  Brown,  KMOX  St.  Louis;  Jay 

W.  Wright,  KSL  Salt  Lake  City;  Frank  G.  Hun- 
tress Jr.,  Albert  D.  Johnson,  Frank  G.  Huntress 

III  and  William  Joekel,  KENS  San  Antonio, 
Tex. 

A.  M.  Mortensen,  KFMB  San  Diego;  Henry 
Untermeyer  and  Evelyn  Clark  Deggendorfer, 
KCBS  San  Francisco;  John  B.  Browning,  WSPB 
Sarasota,  Fla.;  Ben  Williams,  WTOC  Savannah, 
Ga.;  Saul  Haas,  KIRO  Seattle;  Walter  J.  Brown 
and  Roger  A.  Shaffer,  WSPA  Spartanburg,  S. 
C;  Charles  DeRose,  WHYN  Springfield,  Mass.; 
Oliver  J.  Keller,  WTAX  Springfield,  111.;  Homer 
Smith,  Basse  Beck  and  George  S.  Beck,  WKOK 

Sunbury,  Pa.;  G.  Pearson  Ward,  KITS  Spring- 
field, Mo.;  Paul  Adanti  and  W.  H.  Bell,  WHEN 

Syracuse. L.  S.  Mitchell,  WDAE  Tampa,  Fla.;  Joseph 
Higgins,  WTHI  Terre  Haute,  Ind.;  Ben  Ludy  and 
W.  L.  McKee,  WIBW  Topeka,  Kan.;  Harry 
Sedgwick  and  Cecily  Vaison,  CFRB  Toronto; 
James  F.  Gismondi,  WMBS  Uniontown,  Pa.; 
Lloyd  Dennis,  Robert  Schellenberg  and  William 
Wiggins,  WTOP  Washington;  J.  Maxim  Ryder, 
WBRY  Waterbury,  Conn.;  Earl  R.  Kelly, 
WWNY  Watertown,  N.  Y.;  Paul  Miller,  WWVA 
Wheeling,  W.  Va.;  Kenyon  Brown,  KWFT 
Wichita  Falls,  Tex. 
Thomas  P.  Bashaw,  KFH  Wichita,  Kan.; 

Woodrow  W.  Ott,  WWPA  Williamsport,  Pa.; 
Penn  T.  Watson  and  William  J.  Bunn,  WGTM 
Wilson,  N.  C;  James  W.  Coan  and  John  G. 
Johnson,  WTOB  Winston-Salem,  N.  C;  Robert 
J  Brown,  WTAG  Worcester,  Mass.;  Robert 
Tincher,  WNAX  Yankton,  S.  D.;  W.  P.  William- 

son Jr.  and  J.  L.  Bowden,  WKBN  Youngstown, 

Ohio. Here  is  list  of  CBS  Inc.  and  CBS  Radio  ex- 
ecutives slated  to  attend  the  affiliated  conven- 

tion (except  where  otherwise  indicated,  all  are 
with  CBS  Radio  Division): 

Mrs.  Naomi  Andrews,  copy  chief,  advertising 
and  sales  promotion;  H.  Leslie  Atlass,  vice 
president  in  charge  of  Central  Div.;  Howard  G. 
Barnes,  vice  president  in  charge  of  network 
programs;  Isidor  S.  Becker,  vice  president  in 
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charge  of  business  affairs;  Howard  Berk,  trade 
news  editor,  press  information;  William  S. 
Brower,  program  promotion  dept.;  Lloyd 
Brownfield,  director  of  press  information, 

Hollywood;  Harper  Carraine,  director,  of  re- 
search; Louis  Cowan,  vice  president,  CBS  Inc. 

George  Crandall,  director  of  press  informa- 
tion; John  F.  Day,  director  of  news,  CBS  Inc.; 

Jack  Donahue,  Pacific  Coast  manager,  net- 
work sales;  Louis  Dorfsman,  director,  adver- 
tising and  sales  promotion;  Richard  Duggan, 

sales  service  representative;  Jules  Dundes,  vice 

president  in  charge  of  advertising  and  promo- 
tion; Robert  J.  Dunne,  senior  attorney;  Harlan 

J.  Dunning,  supervisor  of  network  programs. 
William  W.  Firman,  manager,  Detroit  office, 

network  sales;  William  Frough,  vice  president 
in  charge  of  network  programs,  Hollywood; 
Sid  Garfield,  director  of  exploitation,  press  in- 

formation; Irving  Gitlin,  director  of  public 
affairs,  CBS  Inc.;  Richard  Golden,  director, 
network  sales  presentations;  Carroll  Hansen, 
coordinator  of  news  and  sports;  Ralph  W. 

Hardy  vice  president,  CBS  Inc.;  Louis  Haus- 
man,  vice  president,  CBS  Inc.;  Arthur  Hull 
Hayes,  president;  Roger  K.  Huston,  manager, 
Chicago  office,  network  sales;  Richard  W. 
Jolliffe,  administrative  manager,  network  sales 
services. 

John  Karol,  vice  president  in  charge  of  net- 
work sales;  Edward  Kaylin,  associate  director 

of  network  sales  presentations;  Ben  S.  Loch- 
ridge,  network  sales  manager  for  Eastern  Div.; 
Elmer  Lower,  director  of  special  projects,  CBS 
Inc.;  Jack  Martin,  manager  of  network  sales 

service;  Gerald  F.  Maulsby,  manager  of  net- 
work broadcasts;  James  McQuade,  sales  service 

representative;  Sig  Mickelson,  vice  president  in 
charge  of  news  and  public  affairs,  CBS  Inc.; 
Arthur  Okun,  sales  service  representative; 

Charles  A.  Rodin,  program  promotion  depart- 
ment; Walter  P.  Rozett,  director  of  accounting; 

Richard  S.  Salant,  vice  president,  CBS  Inc.; 
Murry  Salberg,  manager  program  promotion; 
Eric  Salline,  manager  station  relations;  William 

A.  Schudt  Jr.,  vice  president  in  charge  of  sta- 
tion relations;  James  M.  Seward,  administrative 

vice  president;  William  Shaw,  network  sales 
manager;  J.  Kelly  Smith,  administrative  vice 
president  and  Donald  Wolff,  sales  service  rep- 
resentative. 

GF  Moves  in  Rountree  Slot, 

'Conference'  Fate  Uncertain 
STATUS  of  the  Martha  Rountree-Oliver  Pres- 
brey  Press  Conference  program  was  very  much 
up  in  the  air  last  week  following  an  announce- 

ment by  NBC-TV  that  General  Foods  Corp. 
would  launch  The  Adventures  of  Hiram  Holli- 
day  Oct.  3  in  the  Wednesday  8-8:30  p.m. 
period  now  held  by  Press  Conference.  General 
Foods  had  contracted  for  this  time  before  Press 
Conference  began  earlier  this  summer. 

Network,  agency,  sponsor  and  packager 
spokesmen  all  offered  inconclusive  reports. 

NBC-TV  said  that  "so  far  as  we  know,"  the 
show  is  neither  on  nor  off  the  network,  adding 

that  "we  are  looking  for  another  time  slot." 
Oliver  Presbrey,  producer  of  the  program  and 
husband  of  moderator  Martha  Rountree,  con- 

tacted in  New  York,  insisted  "we  have  definitely 
been  rescheduled,"  but  had  no  idea  as  to  when 
and  at  what  time.  Spokesmen  for  the  sponsor, 
Corn  Products  Refining  Co.,  also  claimed  the 

show  "will  definitely  remain  on  the  air,"  but 
likewise  failed  to  name  a  time.  Corn  Products' 
agency,  C.  L.  Miller  &  Co.,  New  York,  came 

up  with  a  succinct  "It's  very  much  up  in  the  air." 
The  Presbrey  program,  signed — said  Mr. 

Presbrey — for  three  years  by  Corn  Products, 
will  have  reached  the  end  of  its  first  13-week 
cycle  Sept.  26,  its  last  definitely  set  showing. 
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KEY  FIGURES  in  Westinghouse  Electric 

Corp.'s  sponsorship  of  CBS  coverage  of 
the  political  campaigns  discuss  the  "sec- 

ond act,"  a  series  of  weekly  political  de- 
bates to  be  presented  on  the  Pick  the 

Winner  program  beginning  this  Wednes- 
day (Sept.  12)  on  both  CBS  Radio  and 

Tv.  L  to  r  are  Frank  Stanton,  CBS  presi- 

dent; Roger  Bolin,  Westinghouse's  general 
advertising  manager,  and  George  Ketch- 
um,  president  of  Ketchum,  MacLeod  & 
Grove,  agency  for  Westinghouse. 

'Pick  the  Winner'  to  Debut 
This  Week  on  CBS  Radio,  Tv 

FIRST  in  the  series  of  Pick  the  Winner—the 

pre-election  day  political  show  on  CBS  Radio 
and  CBS-TV  and  sponsored  by  Westinghouse 
Electric  Corp.,  as  part  of  its  package  conven- 

tion-election coverage — will  be  held  Wednes- 
day (7:30-8:00  p.m.  EDT  on  CBS-TV  and 

8:30-9  p.m.  EDT  on  CBS  Radio).  It  also 
touches  off  the  first  in  what  the  network  hopes 

will  be  a  series  of  weekly  "electronic  debates" 
on  campaign  issues. 

The  program  Wednesday  will  feature  New 
York  Gov.  Averell  Harriman,  the  unsuccessful 
contender  for  presidential  nominee  of  the 
Democratic  Party,  whose  remarks  will  be 
picked  up  from  studios  in  New  York,  and 
Sen.  William  Knowland  (R-Calif.)  who  will 

speak  from  WBNS-TV's  studios  in  Columbus, 
Ohio,  where  the  senator  will  be  attending  the 
Ohio  State  Republican  convention.  Walter 
Cronkite  of  CBS  News  will  moderate  from  an 

"anchor"  position  at  studios  in  New  York. 
Emphasis  in  this  debate  will  be  on  foreign 
policy.  In  addition  to  debates,  programs  are 
planned  to  the  news  conference  format. 

Bronson,  Cady  to  Address 

NBC  Continuity  Conference 

ANNUAL  meeting  of  NBC's  continuity  accept- 
ance department  will  be  held  at  the  network's 

New  York  headquarters  tomorrow  (Tuesday) 
and  Wednesday  and  will  be  highlighted  by 
talks  by  Edward  H.  Bronson,  director  of 
Television  Code  Affairs  of  NARTB  and 

Charles  S.  Cady,  assistant  director  of  Tele- 
vision Code  Affairs  for  NARTB. 

Stockton  Helffrich,  NBC  director  of  con- 
tinuity acceptance,  will  preside  at  the  meeting. 

Other  NBC  executives  expected  to  be  in 
attendance  are  Carl  ̂ Vatson,  manager  of  con- 

tinuity acceptance  in  New  York;  Robert  Wood, 
manager  of  the  department  in  Hollywood,  and 
Burton  Bridgens,  manager  in  Washington. 
The  NBC-owned  stations  in  Philadelphia  and 
Buffalo  will  be  represented,  respectively,  by 

Edna  Whittington  of  WRCV-AM-TV  and 
Frank  Buxton  of  WBUF  (TV). 

ABC  Operations  Meeting 

Gets  Under  Way  Today 

TOP  executives  of  ABC  and  of  the  ABC- 
owned  stations  will  open  a  two-day  planning 
and  operations  meeting  in  New  York  today 
(Mon. )  to  chart  the  course  for  the  1956-57 

programming  season. 
Though  complete  details  of  the  agenda  were 

not  available  late  last  week,  it  was  understood 
that  discussion  will  center  around  all  phases  of 
operations  at  the  network  and  at  the  owned 
radio  and  tv  stations,  with  emphasis  on  ways 
by  which  the  owned  outlets  can  integrate  most 
effectively  into  the  network  operations. 

Robert  E.  Kintner,  president,  will  open  the 
meeting  at  the  St.  Regis  hotel  this  morning, 
then  turn  over  the  gavel  to  Harold  L.  Morgan 
Jr.,  ABC  vice  president  and  controller,  who  will 
conduct  the  sessions.  Leonard  H.  Goldenson, 

president  of  American  Broadcasting-Paramount 
Theatres,  is  scheduled  to  attend  the  meeting. 
Among  those  expected  to  be  on  hand  for  the 

sessions: 

From  New  York — Ernest  Lee  Jahncke  Jr., 
ABC  vice  president  and  assistant  to  the  presi- 

dent; Don  Durgin,  vice  president  in  charge  of 
ABC  Radio;  Michael  J.  Foster,  vice  president 
in  charge  of  press  information  and  advertising; 
Robert  F.  Lewine,  vice  president  in  charge  of 
programming  and  talent  for  ABC-TV;  Frank 
Marx,  vice  president  in  charge  of  engineering; 
John  H.  Mitchell,  vice  president  in  charge  of 
ABC-TV;  James  Stabile,  vice  president  and 
general  counsel;  Thomas  Velotta,  vice  president 
and  administrative  officer  for  news,  special 

events,  public  affairs  and  sports;  Stewart  Bar- 
thelmess,  general  manager  of  WABC  New  York; 
Robert  L.  Stone,  general  manager  of  WABC- 
TV;  John  Eckstein,  ABC  director  of  advertising; 
Jason  Rabinowitz,  assistant  controller  of  ABC; 
Mortimer  Weinbach,  ABC  vice  president  in 
charge  of  personnel  and  labor  relations;  Slocum 
Chaplin,  ABC  vice  president  in  charge  of  tv 
sales;  Charles  Abry,  ABC  national  tv  sales  man- 

ager; Donald  W.  Coyle,  ABC  director  of  re- 
search and  sales  development,  and  Donald  Shaw, 

ABC  director  of  tv  station  clearance. 

Detroit — James  G.  Riddell,  president  and  gen- 
eral manager  of  WXYZ-AM-TV;  Harold  Neal, 

ABC  vice  president  in  charge  of  radio  in  De- 
troit, and  John  Pival,  ABC  vice  president  for 

television  in  Detroit. 

Chicago — Sterling  C.  Quinlan,  vice  president 
in  charge  of  WBKB  (TV). 

Los  Angeles — John  S.  Hansen,  general  man- 
ager of  KABC. 

San  Francisco — James  H.  Connolly,  vice 
president  in  charge  of  San  Francisco  office. 
ABC  also  announced  that  Earl  Hudson,  vice 

president  in  charge  of  the  Western  Div.,  had 
planned  to  attend  but  could  not,  owing  to  the 
pressure  of  business. 

NBC-TV  Returns  Bolger  Show 

NBC-TV  has  reinstated  Washington  Square, 
starring  dancer  Ray  Bolger,  to  its  1956-57 
schedule.  Half  of  the  programs  will  be  spon- 

sored by  Helene  Curtis  Industries  Inc.,  Chicago, 
through  Earle  Ludgin  &  Co.,  Chicago  [B«T, 
Aug.  27].  The  series  will  be  telecast  in  color, 
starting  Oct.  21,  with  14  programs  presented 
on  alternate  Sundays  (4-5  p.m.  EST)  and 
another  three  programs  on  still  undesignated 
weekday  evenings  during  May  and  June.  A 
spokesman  for  NBC-TV,  which  earlier  had 
canceled  plans  for  the  program  after  failing 
to  obtain  a  sponsor,  said  the  series  will  be 
presented  even  if  the  network  fails  to  obtain 
a  co-sponsor. 
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CBS-TV  Programming  Dept. 

Announces  Key  Appointments 

IN  a  realignment  of  personnel  in  CBS-TV's 
programming  department,  Hubbell  Robinson 
Jr.,  executive  vice  president  in  charge  of  net- 

work programming,  last  week  announced  the 
appointments  of  Gilbert  A.  Ralston  to  the 

newly-created  position  of  director  of  network 
programs,  New  York;  William  Morwood  as 
executive  producer,  and  Crandall  Brown  as 
story  editor. 

All  three  will  report  to  Harry  Ommerle. 
CBS-TV  vice  president  in  charge  of  network 
programs,  New  York. 

Mr.  Ralston  joined  CBS-TV  in  March  1955 
as  executive  producer  after  five  years  as  an 
independent  producer  and  seven  years  with 
Procter  &  Gamble  as  a  member  of  its  radio 

department  and  later  as  executive  producer  of 
P&G  Productions  Inc.  Mr.  Morwood  has  been 

with  CBS-TV  as  story  editor  since  March  1956 
and  previously  was  eastern  story  editor  of 
MCA.  Mr.  Brown,  who  replaces  Mr.  Morwood, 

has  been  associated  with  Loew's-MGM  in  New 
York  and  Hollywood  for  several  years  as  both 
assistant  and  associate  story  editor. 

Newsmen  Quit  Siberian  Tour 

Because  "Liberty7  Curtailed 
DESPITE  the  Soviet  Union's  proclaimed  lib- 

eralization of  rules  for  foreign  correspondents, 
CBS  News  announced  that  its  correspondent, 
Daniel  Schorr,  as  well  as  New  York  Times 
staffer  Wells  Hangen  and  AP  correspendent 
Stanley  Johnson,  had  quit  a  Soviet  Foreign 
Ministry-arranged  tour  of  Novosibirsk,  Siberia, 

"in  protest  against  the  limitation"  on  their work. 

Mr.  Schorr  reported  that  the  action,  unan- 
imous with  all  three  Americans,  had  taken 

place  on  the  weekend  of  Aug.  25-26.  He  noted 
that  the  three  American  reporters  were  the 
only  non-communists  in  a  group  of  14  cor- 

respondents on  the  tour.  Mr.  Schorr  said  the 
U.  S.  newsmen  decided  to  quit  the  tour  and 
return  to  Moscow  after  the  Foreign  Ministry 
ruled  that  cities  were  out  of  bounds  and  also 
curtailed  the  itinerary.  The  Foreign  Ministry 
claimed  there  was  a  lack  of  hotel  accommoda- 

tions in  cities,  but  Mr.  Schorr  pointed  out  that 

"we  had  said  we'd  be  willing  to  sleep  in  hay- 

stacks, if  necessary." 
During  the  tour  of  Siberia,  Mr.  Schorr  re- 

ported, "we  saw  a  television  station  being  built 
behind  a  barbed-wire  enclosure  overlooked  by 
guard  towers  and  were  told  a  hundred  work- 

ers, laboring  there,  were  the  last  remnants  of 

Siberia's  compulsory  labor  force." 

Keystone  Adds  11 
ADDITION  of  1 1  new  affiliates  has  been 

announced  by  Keystone  Broadcasting  System, 
which  now  claims  907  station  clients  for  its 

transcription  service.  Stations  announced  by 
Blanche  Stein,  KBS  station  relations  director, 

are  KTML  Marked  Tree,  Ark.;  WMGE  Madi- 
son, Ga.;  KBTO  El  Dorado,  Kan.;  KLEC 

Jonesville.  La.;  KWRT  Boonville,  Mo.;  WFLR 
Dundee,  N.  Y.;  WMMH  Marshall,  N.  C; 
WDSC  Dillon  and  WTND  Orangeburg,  both 

S.  C;  KERB  Kermit,  Tex.,  and  WBOF  Vir- 
ginia Beach,  Va. 

Rodgers-Hammerstein  Team 
To  Produce  Musical  for  Tv 

MUSICAL  collaborators  Richard  Rodgers  and 
Oscar  Hammerstein  II  will  write,  compose  and 

produce  a  90-minute  musical,  "Cinderella," 
for  CBS-TV.  the  first  such  original  tv  work 
for  the  team. 

According  to  Hubbell  Robinson  Jr.,  execu- 
tive vice  president  in  charge  of  programs  for 

CBS-TV,  "Cinderella"  will  be  slated  for  tele- 
cast in  February.  The  time  slot  has  not  been 

announced,  but  it  was  believed  the  program 

would  be  programmed  in  color  in  the  late 
afternoon  or  early  evening  because  of  Julie 

Andrews'  commitments  to  "My  Fair  Lady,"  the 
current  hit  musical  on  Broadway.  Miss  An- 

drews is  scheduled  to  appear  in  "Cinderella." 
Messrs.  Rodgers  and  Hammerstein  reportedly 

will  write  about  six  songs  for  the  production. 

"Cinderella,"  it  was  observed,  would  fulfill 

the  writing  team's  desire  of  producing  a  tv 
original  that  also  would  be  of  interest  to  chil- 
dren. 

KSIX-TV  to  Be  CBS  Outlet 

KSIX-TV  Corpus  Christi,  Tex.,  will  join  CBS- 
TV  as  an  interconnected  primary  affiliate  on  or 

about  Sept.  30,  Herbert  V.  Akerberg,  CBS-TV 
stations  relations  vice  president,  announced 
last  week.  The  station,  which  will  operate  on 

ch.  10.  is  owned  by  K-Six  Television  Inc., 
Corpus  Christi.  Vann  M.  Kennedy  is  presi- 

dent of  the  station,  which  is  now  in  final  stages 
of  construction. 

If  the  Roof  Tops  of  those  who  view  KJEO-TV  most  were  painted  Red 

Central  California  would  look  like  this! 

*From  KJEO's  sign-on  to  sign-off,  Channel  47  has  more 
first  place  quarter  hours  than  any  other  station. 

At  night,  KJEO  has  more  first  positions  than  the 

other  two  stations  combined  .  .  .  you  get  greater 

results  for  your  money  in  Central  California  .  .  . 

when  you  invest  your  advertising  dollars  on  KJEO-TV. 

*June  and  July,  1956  ARB 

KJEO-TV  CHANNEL  47 

O'Neill  Broadcasting  Company 
P.  O.  BOX  1708,  FRESNO,  CALIFORNIA 

REPRESENTED  NATIONALLY  BY  THE  BRANHAM  COMPANY 

ANTENNA  HEIGHT  ....  4400  FT. 
Above  the  Valley  Floor 178,000  TV  HOMES 
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YOU  can  use  "Operation  Snowflake"  to 

sell  radio  and 

television  time 

in  November  and  December 

WHAT'S  IT  ALL  ABOUT? 

"Operation  Snowflake"  is  a  successful,  proven  promo- 
tion designed  to  boost  the  sale  of  major  appliances  as 

Christmas  gifts.  Last  year,  "Snowflake"  created  more 
tie-in  advertising  than  any  other  promotion  in  recent 
advertising  history.  Again  this  year  the  promotion 

slogan,  "Make  it  a  White  Christmas  .  .  .  Give  her  a 
Major  Appliance,"  will  be  advertised  from  coast-to-coast. 
And,  thousands  of  major  appliance  manufacturers,  dis- 

tributors, retailers,  banks  and  utilities  will  tie-in  with 
the  "Snowflake"  sales  drive. 

WHAT'S  U.S.  STEEL  DOING? 

U.  S.  Steel  will  sell  the  theme,  "Make  it  a  White 
Christmas,"  in  2000  commercials  on  powerhouse  radio 
stations  covering  85%  of  the  country's  population.  It 
will  feature  the  promotion  in  6  commercials  on  TV's 
United  States  Steel  Hour.  And  it  will  run  "Snowflake" 
ads  in  over  300  newspapers  reaching  major  markets. 
U.  S.  Steel  will  tell  110  major  appliance  manufacturers, 

2400  distributors,  12,000  retailers  (Snowflakers  in  '55), 
2400  banks  and  2500  utilities  about  "Operation  Snow- 
flake,"  and  provide  them  with  point-of-sale  materials. 

WHAT  CAN  RADIO  AND  TELEVISION  STATIONS 

DO  TO  CASH  IN? 

First,  send  for  an  "Operation  Snowflake"  Radio  and 
Television  Portfolio.  Read  the  complete  story  on  this 

outstanding  promotion.  Then  make  calls  on  major  ap- 
pliance manufacturers,  distributors,  retailers,  banks  and 

utilities  in  your  area.  Explain  what  U.  S.  Steel  is  doing 
to  boost  the  sale  of  appliances.  Then  show  how  they  can 

profitably  tie-in  by  using  radio  or  television  commercials. 

FOR  TV ...  A  SPECIAL  SALES  PORTFOLIO. 

To  help  your  salesmen,  six  "Snowflake"  folders  have 
been  included  in  each  portfolio.  The  folders  explain  the 

"Snowflake"  promotion  and  point  out  the  value  of  TV 
commercials  for  local  tie-in  advertising.  U.  S.  Steel  has 
produced  four  slide  commercials  for  use  by  your  cus- 

tomers. Illustrations  of  the  slides,  along  with  scripts, 
are  included  in  the  folder.  A  free  set  of  slides  for  station 

use  are  contained  in  the  portfolio.  U.  S.  Steel  will  sup- 

port the  efforts  of  local  TV  advertisers  with  "Snowflake" 
commercials  on  the  United  States  Steel  Hour  during 
November  and  December. 

FOR  RADIO  ...  A  SPECIAL  SALES  PORTFOLIO. 

The  portfolio  contains  suggested  radio  scripts  and  six 
folders  which  your  salesmen  can  use  to  spell  out  to  your 
customers  what  U.  S.  Steel  is  doing  to  boost  appliance 

sales— and  how  radio  spots  fit  into  the  customers'  "Snow- 
flake"  tie-in  plans.  Also  included  is  a  transcription  of  a 

special  sound  effect  that  will  clinch  sales  for  you!  It's the  same  musical  effect  which  will  be  used  to  introduce 

all  2000  U.  S.  Steel  "Snowflake"  radio  spots  between 
November  26  and  December  9.  Just  as  the  now  famous 

"Snowflake"  is  used  as  a  visual  symbol,  this  musical 
effect  will  be  the  sound  that  quickly  identifies  the  mes- 

sage, "Make  it  a  White  Christmas  .  .  .  Give  her  a  Major 
Appliance."  Local  advertisers  can  use  this  same  musical 
transcription  in  their  own  radio  commercials  to  cash  in 

on  U.  S.  Steel's  saturation  coverage  and  direct  customers to  their  stores. 

Robert  C.  Myers,  Director 

Market  Development  Division 
United  States  Steel 

Pittsburgh  30,  Pa. 

□  Please  send  me  the  free  "Operation 
Snowflake"  Radio  Portfolio 

□  Please  send  me  the  free  "Operation 
Snowflake"  Television  Portfolio 

BT-9-10-6 

Name  . 

Station 

Address 

City  State .  .  . 

UNITED    STATES  STEEL 
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NETWORKS POLITICAL  BSCTG. 

WAGM-TV  to  Join  CBS-TV 

WAGM-TV  Presque  Isle,  Me.  (ch.  8),  will 
join  CBS-TV  under  the  extended  market  plan 
as  a  non-interconnected  station  on  or  about 
Sept.  15,  it  was  announced  last  week  by 

Herbert  V.  Akerberg,  CBS-TV  vice  president 
in  charge  of  station  relations.  WAGM-TV  is 
owned  and  operated  by  the  Aroostook  Broad- 

casting Corp.,  of  which  Harold  D.  Glidden  is 
general  manager. 

NETWORK  PEOPLE 

Richard  McDonough,  NBC-TV  director,  as- 
signed to  direction  of  The  George  Gobel  Show, 

beginning  its  third  season  on  NBC-TV  Oct  6. 

He  replaces  Alan  Yorkin  following  latter's 
assignment  as  producer-director  for  Tennessee 

Ernie  Ford's  upcoming  evening  show  on 
NBC-TV. 

E.  D.  Leshin,  CBS-TV  producer,  named  film 

program  production  manager  for  CBS-TV  net- 
work programs,  Hollywood. 

John  Howard,  publicist  at  CBS-TV  Hollywood, 
father  of  girl  Sept.  1. 

NETWORK  SHORT 

ABC  press-publicity  department  moved  to  new 

building  at  38  W.  66th  St.,  N.  Y.  facing  ABC's 
headquarters  at  7  W.  66th  St. 

GOP  Sets  Radio-Tv  Hookup 

For  Eisenhower  Sept.  19 

PRESIDENT  EISENHOWER  will  make  at 
least  four  political  addresses  this  month,  he 
disclosed  Wednesday  at  his  news  conference, 
two  of  them  dealing  with  the  farm  problem. 
His  first  talk  is  scheduled  Wednesday  during  a 
Republican  rally  at  Gettysburg,  Pa.  It  was 
offered  to  radio-tv  networks. 

The  President  will  deliver  a  major  talk  from 

Washington  Sept.  19  over  a  radio-tv  hookup 
bought  by  the  Republican  National  Committee. 
The  talk  will  outline  his  broad  campaign  plans 
and  will  be  followed  by  four  or  five  major  talks 
on  committee  time. 

At  Newton,  Iowa,  Sept.  21  the  President  will 
make  a  speech,  not  a  major  address.  He  will 
talk  with  farm  leaders.  Adlai  E.  Stevenson, 
Democratic  Presidential  nominee,  will  speak 
Sept.  22  at  Newton,  site  of  a  national  plowing 
contest.  About  a  week  later  President  Eisen- 

hower will  make  his  second  major  radio-tv 
address  in  an  unannounced  city,  again  cover- 

ing the  farm  problem. 
Richard  Nixon,  vice  presidential  nominee  on 

the  Republican  ticket,  was  heard  by  tape  record- 
ing Thursday  on  Don  Lee  network.  Mr.  Nixon 

was  picked  up  from  the  American  Legion  con- 
vention in  Los  Angeles. 

Radio-Tv  Open  Stevenson  Bid 

FORMAL  opening  of  the  Democratic  presi- 
dential campaign  is  set  for  Thursday  when 

presidential  nominee  Adlai  Stevenson  speaks 
from  Harrisburg,  Pa.,  over  the  seven  major 

radio  and  tv  networks  (9:30-10  p.m.  EDT).  The 

time  was  purchased  by  the  Democratic  Na- 
tional Committee  through  Norman,  Craig  & 

Kummel,  New  York. 

GOP  Sweeps  WCCO  Poll 

FINAL  returns  in  the  Political  Straw  Vote  taken 

by  WCCO  Minneapolis-St.  Paul  at  the  state  fair 
which  ended  last  week  [B»T  Sept.  3]  returned 
the  Presidency  to  Dwight  D.  Eisenhower.  He 
polled  12,556  votes  to  6,562  counted  for  Adlai 

E.  Stevenson.  In  the  state  gubernatorial  con- 
test Ancher  Nelsen,  Republican  candidate, 

polled  1 1,320  and  Gov.  Orville  Freeman,  Demo- 
cratic incumbent,  6,590.  All  87  Minnesota 

counties  were  represented  in  the  balloting. 

Broadcasting   •  Telecasting 

lwwmanJti|J  with  that 

LOUISVILLE'S 

WAVE-TV 

CHANNEL 
3 

FIRST  IN  KENTUCKY 

Affiliated  with  NBC 

hU&ISPOT  SALES 
m^J  Exclusive  National  Representative* 

KENTUCKY  FLAIR! 

Never  mind  the  girls  —  the  important  view  is 

this  "bottom"  of  Kentucky  Lake  —  the  ivorld's 
largest  man-made  lake,  and  Kentucky's  newest, 
most  glamorous  playground ! 

In  a  State  that's  known  for  showmanship,  Ken- 
tuckians  look  to  WAVE-TV  for  the  best  in 

television  showmanship.  Here's  the  proof: 
PROGRAMMING:  Two  1956  Surveys*  show  that 

WAVE-TV  gets  audience  preference! 

COVERAGE:  WAVE-TV  has  66%  greater  coverage 
than  the  second  Louisville  station  be- 

cause of  its  low  Channel  3,  full  power 

and  greater  tower  height  (914'  above 
sea  level)  !  2,437,000  people  are  served 
by  WAVE-TV  in  70  mid-Kentucky 
and  Southern  Indiana  counties! 

EXPERIENCE:  WAVE-TV  was  first  on  the  air  in 
Kentucky,  in  1948.  Its  experienced 
crews  have  the  know-how  to  help  your 
programs  and  your  commercials  sell! 

Let  NBC  Spot  Sales  give  you  all  the  facts! 

^Metropolitan  ARB,  March,  1956 
*ARB  Louisville,  Feb.,  1956 
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Turnabout 

CITY-OWNED  WNYC  New  York  ap- 
peared last  week  to  have  weathered  its 

first  crisis  of  the  young  political  season. 
After  an  appearance  by  Democratic  State 
Chairman  Michael  H.  Prendergast  on 

WNYC's  Campus  Press  Conference,  Re- 
publican State  Chairman  L.  Judson  Mor- 

house  had  charged  that  the  station  was 
used  to  enable  Mr.  Prendergast  to  boom 
Mayor  Robert  F.  Wagner  for  the  U.  S. 
Senate.  Seymour  N.  Siegel,  director  of 

WNYC,  retorted  that  the  charge  was  ir- 
responsible, and  invited  Mr.  Morhouse 

to  appear  on  Campus  Press  Conference 
himself.  Apparently  mollified,  Mr.  Mor- 

house accepted  the  offer  and  issued  a 
statement  saying  he  hoped  WNYC  would 
continue  to  be  as  nonpartisan  as  Mr. 

Siegel  said  it  was. 



.TENMESSEE 

MISS. 

Huge  Gains  in 

Hometown  Popularity 

*  BIRMINGHAM 

PI 

GA.- 

Number  of  Local  Accounts  More 

Than  Double  Last  Year's 

First  Seven  Months 

1956 
1955 

397  180 

Ask  your  Blair  representative  for  a  list  of  the  local  accounts 

WAPI  and  WAFM  represented  by 

John  Blair  &  Co. 

WABT  represented  by 

BLAIR-TV 

FLORIDA 
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GOVERNMENT 

TESTIMONY  FROM  FOUR  FILM  EXECUTIVES 

TO  OPEN  CELLER  HEARINGS  IN  NEW  YORK 

Sessions  to  probe  alleged  monopoly  in  tv  industry  open  Thursday. 

Lineup  of  witnesses  for  first  two  days  definitely  set.  Tv  network  presi- 

dents expected  to  appear  later  this  month. 

HEARINGS  by  the  House  Antitrust  Subcom- 
mittee on  alleged  monopoly  in  the  television 

industry  will  begin  in  New  York  this  Thurs- 
day, Rep.  Emanuel  Celler  (D-N.  Y.),  chairman, 

said  last  week.  The  hearings  earlier  had  been 
scheduled  to  start  Wednesday. 

Witnesses  for  the  first  two  days — Thursday 
and  Friday — were  announced  by  the  New 
York  Democrat  last  week,  with  sessions  to 
begin  at  10  a.m.  each  day  in  Room  110  in  the 

MR.  COHN  MR.  SINN 

Federal  Building  at  Foley  Square.  They  are: 
Thursday — Ralph  M.  Cohn,  vice  president- 

general  manager,  Screen  Gems  Inc.;  John  L. 
Sinn,  president,  Ziv  Television  Programs  Inc.; 
Harold  H.  Hackett,  president,  Official  Films 

Inc.;  Michael  M.  Sillerman,  executive  vice 
president,  Television  Programs  of  America  Inc. 

Friday — Victor  Hansen,  assistant  attorney 
general,  Antitrust  Div.,  Justice  Dept.;  John  G. 

Johnson,  general  manager,  WTOB-TV  Winston- 
Salem,  N.  C,  chairman,  Uhf  Industry  Coordi- 

nating Committee. 
Although  the  dates  for  their  appearances 

have  not  been  announced,  the  tv  network 

presidents  are  expected  to  testify  at  later  ses- 

sions this  month,  as  are  representatives  of 
other  segments  of  the  tv  broadcast  industry. 

The  ten  days  of  hearings  in  New  York,  ac- 
cording to  presently  announced  plans,  will  run 

from  Monday  through  Friday  next  week  (Sept. 

17-21)  and  Monday  through  Wednesday  the 
week  after  (Sept.  24-26). 

Rep.  Celler  said  last  week  his  subcommit- 

tee will  go  into  "current  industry  practices": 
relationships  between  the  tv  networks  and  their 
affiliates,  including  the  terms  and  conditions  of 
network  affiliation  contracts;  relationships  be- 

tween the  tv  networks  and  independent  film 
producers  and  syndicators  and  between  net- 

works and  the  FCC;  arrangements  between 
the  tv  networks  and  program  talent;  problems 
of  tv  station  operators,  and  extent  and  amount 
of  any  discounts  afforded  network  advertisers. 

In  preparation  for  hearings  this  week,  Rep. 
Celler  held  a  secret  session  with  network 

executives  in  New  York  Aug.  30  in  which  net- 
works were  told  to  produce  every  contract  in- 

volving talent,  station  affiliations,  program  pro- 
duction and  sponsorship  and  that  failure  to  do 

so  will  mean  citation  for  contempt  of  Con- 
gress [Closed  Circuit,  Sept.  3].  The  networks 

had  refused  to  supply  these  "trade  secrets" 
voluntarily  and  it  was  understood  the  sub- 

committee will  subpoena  the  material,  with  the 
chance  that  networks  will  appeal  to  the  courts 

to  prevent  disclosure  of  information  used  com- 
petitively. 
The  subcommittee,  as  additional  material 

for  the  New  York  hearings,  has  asked  FCC 
members  for  access  to  their  personal  files 

dating  back  to  1950  on  all  correspondence  be- 
tween commissioners  and  persons  interested  in 

radio,  tv  and  communications,  and  has  asked 
NARTB  to  furnish  all  accounts  from  1950  to 
date  on  attendance  by  FCC  members  at 
NARTB  annual  or  district  meetings  and 
amounts  paid  for  hotels,  meals,  entertainment, 
etc.  [B»T,  Aug.  13]. 

The  House  group  already  has  held  hearings 

on  the  Westinghouse  Broadcasting  Co. -NBC 
radio-tv  stations  "swap"  in  Philadelphia  and 
Cleveland  [B»T,  July  2,  March  5],  now  under 
investigation  by  a  federal  grand  jury  in  Phila- 

delphia following  a  probe  by  the  Justice  Dept.'s 

MR.  JOHNSON  MR.  HANSEN 

Antitrust  Div.  At  another  session,  with  the 
FCC,  the  subcommittee  revealed  confidential 
figures  supplied  by  the  tv  networks  to  the  FCC 
on  their  1955  financial  operations  [B»T,  July 23,  16]. 

Philadelphia  Stations  Plead 

Not  Guilty  in  Antitrust  Case 

TEN  Philadelphia  radio  stations  and  nine  of 
their  officers,  members  of  the  Philadelphia 
Radio  &  Television  Broadcasters  Assn.,  pleaded 
not  guilty  Wednesday  to  criminal  charges  of 
violating  the  antitrust  laws.  Appearing  in  U.  S. 

District  Court  there  they  were  formally  ar- 
raigned on  the  criminal  counts  before  Judge 

George  A.  Welsh. 
The  defendants  have  10  days  to  file  petitions 

with  the  court.  William  Mahr,  government 
prosecutor,  said  the  government  would  be  ready 
to  proceed  to  trial  three  or  four  weeks  later. 
Defendants  are  under  $1,000  bail. 

"Strict  control"  of  radio  advertising  rates 

ONE 

will  gel  you... 

WTAR-TV 
is  the  only  "V"  Station for  not  one  but  five 

lusty  Markets,  all 

within  its  Grade  "A" signal  .  .  .  reaches  an 
area  with  effective 

buying  income 
of  over  $2,241,000,000* 

Effective  Buying  Income* 

$675,950,000 
$129,976,000 

$63,641,000 
$81,116,000 

$197,962,000 

CHANNEL 

3 
NORFOLK  M. 

Represented  by  Edward  PETRY  &  Co.,  Inc. 
'(Sales  Management  Survey  of  Buying  Power,  May  10,  1955) 
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True  color . . .  high  definition 

yours  with  GPL's  3-Vidicon  Color  Film  Chain 

Telecast  stable,  600  line  color  pictures  of  unmatched  quality  with  the 

outstanding  3-Vidicon  Color  Film  Chain  developed  and  manufactured 
by  GPL.  Typical  GPL  performance  superiority  has  been  achieved  in 
this  equipment  with  a  highly  advanced  color  filter  system,  precise 

registration,  precision-engineered  GPL  components,  and  factory- 
adjusted  optical  and  mechanical  alignment.  Compactness  of  the 
chain  permits  easy  integration  with  your  present  monochrome  film 

layout 
These  and  the  many  other  outstanding  features  of  this  chain 

will  make  color  film  telecasts  a  profitable  feature  of  your  station. 
Ask  GPL  engineers  to  show  you  how. 

General  Precision  Laboratory  Incorporated 

63  Bedford  Road,  Pleasantville,  N.  Y.  •  188  W.,  Randolph  Chicago,  III.  *  21  N.  Santa  Anita  Ave.;  Pasadena,  Cat 
Cable  Address:  PRELAB  mmm 

A     SUBSIDIARY     OF    GENERAL     PRECISION     EQUIPMENT  CORPORATfON 
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GOVERNMENT 

INDUSTRY  MEN  TO  FACE  GORE  COMMITTEE 
in  violation  of  the  Sherman  Act  is  charged 
by  the  government.  In  addition,  civil  papers 
have  been  served  on  the  defendants. 
Named  as  defendants  are  Independence 

Broadcasting  Co.  (WHAT)  and  William  A. 
Banks,  president-director;  William  Penn  Broad- 

casting Co.  (WPEN)  and  William  B.  Caskey, 
vice  president:  Pennsylvania  Broadcasting  Co. 
(WIP)  and  Benedict  Gimbel  Jr.,  president;  L. 
M.  C.  Smith,  d/b  Franklin  Broadcasting  Co. 
(WFLN),  and  Raymond  S.  Green,  general 
manager;  Max  M.  Leon  Inc.  (WDAS)  and 
Robert  A.  Klein,  secretary;  Seaboard  Radio 
Broadcasting  Corp.  (WIBG)  and  John  Ma- 
honey,  general  manager;  WJMJ  Broadcasting 
Corp.  and  Patrick  J.  Stanton,  president;  WCAU 
Inc.  and  Donald  W.  Thornburgh.  president; 
Westinghouse  Broadcasting  Co.  and  Robert 
Teter.  former  sales  manager  of  KYW:  Triangle 
Publications  (WFIL). 

Senate  group  studying  election 

spending  asks  networks, 

NARTB  to  testify.  They  will  be 

asked  about  time  under  con- 
tract and  free  time  available 

for  political  broadcasts. 

THE  Senate  Elections  Subcommittee,  headed 

by  Sen.  Albert  Gore  (D-Tenn.),  has  asked  the 
three  major  radio-tv  networks  and  NARTB  to 
testify  tomorrow  at  a  two-day  hearing  in  Wash- 

ington on  the  costs  of  the  coming  campaigns. 
In  letters  last  week  to  ABC,  CBS,  NBC  and 

NARTB.  Sen.  Gore  said  witnesses  would  be 
expected  to  supply  information  on  political 
broadcast  time  under  contract  and  the  amount 

of  free  time  available  for  political  broadcasts 
The  Gore  requests  to  each  network  anc 

NARTB  said  the  subcommittee  feels  "you  cai 
make  a  valuable  contribution  to  the  projectec 
study,  particularly  in  supplying  informatioi 
with  respect  to  the  amount  of  political  broad 
cast  time  for  which  contracts  already  have  beei 
made,  amount  of  free  time  available  for  polit 
ical  broadcasts,  time  charges,  direct  and  in 
direct  costs,  political  broadcasting  policy  anc 

procedures  and  related  matters." 
The  network  representatives  undoubtedl} 

also  will  be  asked  to  comment  on  the  variou: 
bills  introduced  in  the  84th  Congress  on  polit 
ical  broadcasting. 

Requested  to  appear  were  ABC  Presiden 
Robert  E.  Kintner,  CBS  Inc.  President  Franl 
Stanton  and  CBS-TV  President  J.  L.  Van  Volk 
enburg,  NBC  President  Robert  W.  Sarnoff  anc 
NARTB  President  Harold  E.  Fellows. 

John  Moore,  special  subcommittee  counsel 
said  Thursday,  however,  that  at  the  networks 
requests,  CBS  Inc.  Vice  President  Richard  S 

Salant,  the  network's  political  and  legislative  ex- 
pert, will  appear  for  Dr.  Stanton  and  Mr.  Var 

Volkenburg;  NBC  Treasurer  Joseph  A.  Mc 

Donald,  head  of  the  network's  political  broad 
cast  unit,  will  testify  in  place  of  Mr.  Sarnoff 
and  ABC  Vice  President  Ernest  Lee  Jahncke 
assistant  to  the  president,  will  substitute  for  Mr 
Kintner. 

Other  witnesses  who  have  been  asked  to  ap- 

pear today  include  Democratic  National  Chair- 
man Paul  Butler,  Republican  National  Chair- 
man Leonard  Hall  and  John  Hay  Whitney 

chairman  of  the  United  Republican  Finance 

Committee.  Mr.  Whitney,  a  brother-in-law  ol 
CBS  Board  Chairman  William  S.  Paley,  is 
senior  partner  in  J.  H.  Whitney  &  Co.,  which 
owns  90%  of  KGUL-TV  Galveston-Houstor 
and  KOTV  (TV)  Tulsa  and  has  purchasec 
WISH-AM-TV  Indianapolis  and  WANE  anc 
WINT  (TV)  Fort  Wayne,  Ind.,  subject  to  FCC 

approval  [B®T,  Aug  27].  Messrs.  Butler  anc 
Hall  will  be  asked  to  supply  information  or 
their  respective  party  finances. 

In  announcing  the  hearings,  Sen.  Gore  saic 
the  Senate  group  would  make  its  study  during 
the  campaigns  rather  than  after  elections  a; 
has  heretofore  been  the  case.  The  subcommit 
tee  was  voted  $150,000  for  its  studies  shortly 
before  the  84th  Congress  adjourned.  Othei 
members  of  the  Senate  unit  are  Sens.  Mike 

Mansfield  (D-Mont.)  and  Carl  T.  Curtis  (R 

Neb.).  Sen.  Gore  said  the  subcommittee's  "over 
all  goal  is  to  bring  about  remedial  legislation 
hope  the  committee  will  submit  to  Congres 

early  next  year." 

USIA  Director  Appoints 

Poppele  to  Advisory  Group 

JACK  R.  POPPELE,  former  chief  of  the  U.  S 

Information  Agency's  Broadcasting  Divisioi 
(Voice  of  America),  has  been  appointed  to  th< 

agency's  Broadcast  Advisory  Committee,  Theo 
dore  C.  Streibert.  USIA  director,  announcec 
last  week.  The  committee,  members  of  whicl 
serve  without  salary,  assists  USTA  in  formu 

lating  recommendations  for  the  government' world-wide  information  program. 

Mr.  Poppele,  who  headed  VOA  from  Ma 
1954  until  his  resignation  last  luly  to  return  t< 

private  work  as  a  tv-radio  management  consult 
ant,  lives  in  South  Orange,  N.  J.  He  served  31 
years  as  chief  engineer  of  WOR  New  York. 

The  Broadcast  Advisorv  Committee  hoHs  it 
next  quarterly  meeting  this  Thursday  and  Fri 
day  in  Washington.  NBC  Treasurer  Joseph  A 

asketf  ul 

of  Results 

.    .  from  one  'Luther' 

announcement ! 

limited 

availabilities 

weekdays: 

Sundial  6:30-10:00  a.m. 

Lunchin'  with  Luther 

12:30-1:30  p.m. 

Ask  the  BRANHAM  BOYS 

NBC  AFFILIATE 

CHATTANOOGA 

WDEF/Uad 

10 

CARTER  M.  PARHAM,  President    •     KEN  FLENNIKEN,  General  Manager 
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The  Market  That  Television  Built 

TEXARKANA 

METROPOLITAN 

POPULATION 

106,500 

26  COUNTY  AREA 

DOMINATED 

POPULATION 

489,300 

TOTAL  COVERAGE 

AREA  POPULATION 

771,000 

(Includes  portions  of 
17  Additional  Counties) 

MAXIMUM 

POWER 

CBS — ABC 

INTERCONNECTED 

EQUIPPED  TO  TELECAST 
NETWORK  COLOR 

ESTABLISHED 

SERVICE 

On-the-Air  Over 

3  Years 

. .  and  Keeps  Prosperous  and  Growing 

FULL  POWER  KCMC-TV  HAS  DONE  A  BIG  JOB 

•  With  250  Hours  per  Month  Sponsored  Network  Programs 

•  Spot  Business  from  the  Nation's  Leading  Advertisers 

Ever  Growing  Potential  Audience  of  Over  750,000 

WITH  RATINGS  TO  PROVE  IT 

58% 

TOTAL  WEEKLY 

SHARE  OF  AUDIENCE In  26  Counties 

First  in  Total  Audience  in  20  of  the  26  Counties  •  First  in  Every  Program 

Period  Day  &  Night  •  More  than  Twice  the  Audience  of  the  2nd  &  3rd  Stations  Combined 

(Area  Telepulse,  January-February,  1956) 

KCMC TV 

Walter  M.  Windsor 

General  Manager 
CHANNEL  6 

Texarkana,  Texas-Arkansas 
Represented  by  Venard,  Rintoul  &  McConnell,  Inc. 

Richard  M.  Peters 

Dir.  Nat'l  Sales  and  Promotion 
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GOVERNMENT 

TRANSLATOR  GRANTS 

INITIATED  BY  FCC 

First  approvals  to  rebroadcast 
television  channels  made  to 

Grant  Television  Booster  Serv- 

ice Corp.,  Hawthorne,  Nev., 
as  well  as  to  James  R.  Oliver, 

of  Bishop,  Calif. 

FIRST  translator  grants  were  made  by  the 
FCC  last  week. 

They  were  to  Mt.  Grant  Television  Booster 
Service  Corp.,  Hawthorne,  Nev.,  to  rebroadcast 
ch.  4  KRON-TV  San  Francisco  on  ch.  70,  and 
to  James  R.  Oliver,  Bishop,  Calif.  (KIBS 
Bishop),  to  rebroadcast  the  Los  Angeles  signals 
of  ch.  2  KNXT  (TV)  on  ch.  70  and  of  ch.  4 
KRCA  (TV)  on  ch.  73. 

Mt.  Grant  will  use  98  w  effective  radiated 

power  from  an  eight-ft.  antenna;  Mr.  Oliver  83 
w  from  30-ft.  antennas  for  both  operations. 
San  Francisco  is  230  miles  from  Hawthorne; 
Los  Angeles  is  225  miles  from  Bishop. 

Pending  FCC  action  are  about  15  other  ap- 

plications for  the  "booster"  type  service  which 
the  FCC  authorized  early  this  summer  to  bring 
tv  to  remote  areas.  The  move  followed  pres- 

sures for  such  an  operation  after  the  FCC 
clashed  with  half-dozen  unlicensed  booster  sta- 

tions established  by  local  citizens  in  Washing- 
ton and  other  northwest  states. 

In  the  unlicensed  booster  operation,  distant 
signals  which  cannot  be  received  adequately  by 
individuals  are  amplified  and  rebroadcast  on- 
channel  into  valley  communities  in  the  moun- 

tainous northwest  area.  The  FCC  brought  ac- 
tion against  a  number  of  these,  and  won  all  but 

one  hearing  examiner's  favorable  initial  deci- 
sions upholding  the  Commission's  right  to  issue 

cease  and  desist  orders.  The  first  such  order, 
against  the  Bridgeport,  Wash.,  booster  is  on 
appeal  in  the  U.  S.  Court  of  Appeals  in  Wash- 

ington. At  stake  is  the  Commission's  jurisdic- 
tion over  the  use  of  the  air  for  radio  transmis- 

sions. 

There  are  believed  to  be  about  100  "illegal" 
boosters  in  operation  today. 

The  translator  service  was  set  up  to  permit 
a  low  cost,  low  powered,  repeater  station  to  be 
licensed  by  the  FCC  to  serve  communities 
where  it  was  not  feasible  to  establish  a  regular 

tv  station.  These  stations  are  required  to  "trans- 
late" the  received  signal  (whether  vhf  or  uhf)  to 

one  of  the  top  uhf  channels. 

Greater  Costs  Seen 

Originally  the  costs  for  such  repeaters  were 
estimated  at  about  $1,000,  but  it  is  understood 
that  actually  the  expenditure  is  nearer  $3,000. 

Last  month,  Colorado  Gov.  Edwin  C.  John- 
son, former  chairman  of  the  Senate  Commerce 

Committee,  threw  the  gauntlet  down  to  the  FCC 

by  "authorizing"  a  Steamboat  Springs,  Colo., 
businessman  to  continue  operating  a  booster 
without  regard  to  the  FCC.  The  Senate  Com- 

merce Committee  numbers  radio  regulation 
among  its  duties. 

In  a  letter  to  FCC  Chairman  George  C.  Mc- 
Connaughey  late  last  month,  Gov.  Johnson 

said  that  the  booster  on-channel  system  "works 
well  in  some  of  these  small  shadowed  cities 

.  .  ."  Citizens  of  these  communities  are  all 
"hungry  to  have  this  modern  miracle  visit  their 
homes."  Gov.  Johnson  continued:  "It  really 
means  more  to  them  than  to  any  other  group 

of  our  people." 
All  methods  short  of  the  establishment  of 
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BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  7 

(Figures  in  parentheses  indicate  dates  oral 
arguments  were  held.) 
Miami,  Fla.,  ch.  10  (7-18-55);  Seattle,  Wash., 
ch.  7  (10-31-55);  Paducah,  Ky.,  ch.  6  (3-12- 
56);  Indianapolis,  Ind.,  ch.  13  (5-25-56);  St. 
Louis,  Mo.,  ch.  11  (7-9-56);  Charlotte,  N.  C, 
ch.  9  (6-25-55);  Orlando,  Fla.,  ch.  9  (6-19- 56). 

AWAITING  ORAL  ARGUMENT:  7 

(Figures  in  parentheses  indicate  dates  ini- tial decisions  were  issued.) 
Boston,  Mass,  ch.  5  (1-4-56);  McKeesport- 
Pittsburgh,  Pa.,  ch.  4  (4-23-56);  Buffalo, 
N.  Y.,  ch.  7  (2-1-56);  Biloxi,  Miss.,  ch.  13 
(6-5-56);  San  Francisco-Oakland,  Calif., 
ch.  2  (6-25-56);  Pittsburgh,  Pa.,  ch.  11  (7- 
3-56);  Coos  Bay,  Ore.,  ch.  16  (7-20-56). 

AWAITING  INITIAL  DECISION  3 

(Figures  in  parentheses  indicate  dates  rec- ords were  closed  after  hearings.) 
Hatfield,  Ind.-Owensboro,  Ky.,  ch.  9  (1-7- 
55);  Toledo,  Ohio,  ch.  11  (1-26-56);  Onon- 
daga-Parma,  Mich.,  ch.  10  (3-2-56). 

IN  HEARING:  4 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Pachuta,  Miss.,  ch. 

7;  Mayaguez,  P.  R.,  ch.  3. 

tv  stations  are  still  in  the  experimental  stage, 

Gov.  Johnson  added.  He  said:  "These  moun- 
tain areas  should  be  encouraged  to  do  what 

they  can  to  receive  tv  by  means  of  the  booster 

system.  Such  an  experiment  will  prove  val- 
uable as  a  guide  to  the  FCC.  There  is  much 

to  be  learned  about  serving  small  communities." 
Since  then,  it  is  understood,  Gov.  Johnson 

has  "authorized"  a  second  booster  to  operate 
from  Estes  Park,  Colo. 

Chairman  McConnaughey's  answer  is  due  to 
be  mailed  to  Gov.  Johnson  sometime  this  week, 
it  was  understood. 

FCC  'Freezes'  Applications 
In  Two  Deinrermixture  Areas 

FURTHER  ACTION  which  might  make  more 
difficult  a  transition  to  all-uhf  in  Elmira,  N.  Y., 
and  Peoria,  111.,  will  be  held  in  abeyance  pend- 

ing resolution  of  deintermixture  proposals  in 
those  cities,  the  FCC  indicated  in  two  actions 
last  week. 

The  Commission  (Comr.  Doerfer  dissenting) 
said  it  was  withholding  action  on  four  applica- 

tions for  ch.  9  at  Elmira,  pending  the  outcome 

of  a  proposal  to  delete  that  drop-in  channel. 
Applicants  are  Tv  Assoc.  of  Elmira  Inc.;  Elmira 
Star-Gazette  (Gannett  newspaper  interests);  Vet- 

erans Broadcasting  Co.,  Rochester,  N.  Y; 
(WVET-TV,  which  shares  time  on  ch.  10  there 
with  WHEC-TV),  and  WTVE  (TV)  Elmira, 
which  seeks  a  switch  from  ch.  24  to  the  vhf 
assignment. 

Also  temporarily  "frozen"  by  the  FCC 
(Comr.  Doerfer  again  dissenting)  was  an  ap- 

plication for  a  transmitter-site  change  filed 
by  ch.  4  WHBF-TV  Rock  Island,  111. 
WHBF-TV,  which  is  seeking  attendant 
power  and  antenna  height  increases,  pro- 

poses a  site  closer  to  Peoria,  111.,  another 
target  for  deintermixture.  The  Commission 

found  that  WHBF-TV's  proposed  operation 
would  put  a  Grade  B  vhf  signal  into  Peoria, 
presently  all  uhf  (operating  ch.  19  WTVK 
[TV]  and  ch.  43  WEEK-TV).  WIRL-TV  last 

June  received  a  "conditional"  grant  for  Peoria 
ch.  8  whereby  construction  of  the  station  is 
prohibited  until  deintermixture  proposals  are 
resolved  for  that  city. 

KEAR  SALE  AMONG 

SIX  FCC  APPROVALS 

BY  a  5  to  2  vote,  the  FCC  last  week  approved 
the  $500,000  sale  of  KEAR  San  Francisco  from 
S.  A.  Cisler  to  broadcaster  David  M.  Segal 
[B«T,  June  25].  Comrs.  Robert  T.  Bartley  and 
Robert  E.  Lee  voted  to  send  a  McFarland 
Letter  indicating  the  necessity  of  a  hearing. 

The  FCC  also  approved  the  sale  of  Mr. 

Cisler's  KXXL  Monterey,  Calif.,  to  Pacific  Ven- 
tures Inc.  Other  sales  approved  were  WFPG 

Atlantic  City;  KWBU  Corpus  Christi,  Tex.; 
WBAC  Cleveland,  Tenn.,  and  KWG  Stockton, 
Calif. 

KEAR  (1550  kc,  10  kw)  was  forced  off  the 
air  a  few  months  ago  when  the  U.  S.  Treasury 

Dept.  padlocked  the  station  for  non-payment  of 
$19,000  in  taxes  [B«T  June  4],  but  resumed  op- 

eration following  the  sale  to  Mr.  Segal,  who  ad- 
vanced monies  to  pay  off  the  lien.  An  attempt 

to  block  the  sale  was  made  on  behalf  of  KEAR 
preferred  stockholders,  but  Mr.  Cisler  sold  the 
station  while  efforts  were  being  made  to  present 
him  with  a  court  restraining  order  [B»T,  July  2]. 

Mr.  Segal  is  president  of  Mid-America  Broad- 
casting Co.  (KOSI  Denver,  Colo.;  WGVM 

Greenville,  Miss.,  and  KLEE  Ottumwa,  Iowa). 

Mr.  Segal  told  B»T  he  plans  to  change  the  sta- 
tion call  letters  to  KOBY,  with  new  studios  in 

the  Belleview  Hotel  in  downtown  San  Fran- 
cisco. The  station  will  be  managed  by  Wil- 

liam Brown,  Mid-America  veteran,  and  will  get 
underway  on  about  Oct.  1  with  an  entirely  new 
staff  and  personalities,  Mr.  Segal  said. 

WFPG  was  sold  by  Neptune  Broadcasting 
Corp.  to  Jerome  Sill  for  $150,000.  Mr.  Sill  has 
been  associated  with  WMIL  Milwaukee.  CBS- 
affiliated  WFPG  operates  on  1450  kc  with 
250  w. 

Other  Approvals 

KWBU  was  sold  by  The  Baptist  General 

Convention  of  Texas  to  Broadcasters'  Inc.  for 
$150,000.  Broadcasters'  Inc.  principals  are 
Frances  C.  Gaguine  (22.5%),  wife  of  Washing- 

ton attorney  Benito  Gaguine;  Cresslenn  Oil  Co. 
(16.87%);  Harry  H.  Hayes  (11.25%),  present 
manager  of  KWBU;  Ben  F.  Vaughan  Jr. 

(11.25%),  and  others,  none  of  which  hold  over 
6%.  The  sale  approval  was  conditioned  to  any 
action  Commission  may  take  in  the  long-waged 
1030  kc,  frequency  dispute  between  ABC  (WJZ 
New  York)  and  KOB  Albuquerque.  KWBU 

operates  independently  on  1030  kc  with  50  kw. 
KOB,  currently  operating  on  770  kc,  has  been 
battling  for  the  1030  kc  frequency  for  over  a 
decade. 

Multiple  station  owner  Robert  W.  Rounsa- 
ville  sold  WBAC  to  Fitch  &  Kile  Inc.  for  $150,- 
000.  Fitch  &  Kile  principals  are  equal  owners 
Thad  F.  Fitch,  general  manager  of  WBAC,  and 
Walter  T.  Kile,  automobile  interests.  WBAC, 
250  w  outlet  operating  on  1340  kc,  is  affiliated 
with  MBS. 

KXXL  sold  for  $110,000.  Pacific  Ventures 

principals  are  Norman  H.  Biltz  (20.98%);  Jo- 
seph W.  Baldecchi,  William  J.  Cashill,  Marsh 

Johnson,  Ruth  M.  Nelson  and  Clayton  E.  Hel- 
gren  (all  holding  7.87%);  Dollar  Associates  Inc. 
(9.20%),  and  others.  Independent  KXXL  oper- 

ates on  630  kc  with  1  kw. 

KWG  was  sold  by  James  E.  Longe  and  Lewis 
B.  Saslaw  to  Western  Broadcasting  Co.  for  $85,- 
000.  Western  principals  are  equal  owners 
Douglas  D.  Kahle,  owner  of  KWIN  Ashland, 

Ore.,  and  businessman  Robert  J.  Ramsey.  ABC- 
affiliated  KWG  operates  on  1230  kc  with  250  w. 
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CHANNEL  6  •  100,000  WATTS 

THOMASVILLE  "TALLAHASSEE 

GEORGIA  FLORIDA 

announces  the  appointment  of 

as  exclusive  national  representative 

Effective  immediately 

WCTV  is  affilated  with 

CBS,  NBC  and  ABC  Television  Networks 

JOHN  H 

Owned  and  operated  by 

PHIPPS  BROADCASTING 

STATIONS 



GOVERNMENT 

COURT  RETURNS  WSPA-TV  CASE  TO  FCC 

Commission  erred  in  affirming 

transmitter  move  to  Paris  Mt., 

Appeals  Court  rules. 

THE  U.  S.  Court  of  Appeals  last  Thursday 

told  the  FCC  it  erred  in  affirming  its  authoriza- 
tion for  ch.  7  WSPA-TV  Spartanburg,  S.  C,  to 

move  its  transmitter  from  Hogback  Mt.  to 
Paris  Mt.,  near  Greenville,  S.  C. 

In  a  unanimous  ruling,  written  by  Circuit 
Judge  David  L.  Bazelon,  the  FCC  was  told 

that ,  it  should  have  received  engineering  evi- 
dence and  that  WSPA-TV  committed  misrepre- 

sentations. 

The  engineering  data  purported  to  show  that 
several  hundred  thousand  people  who  would 
have  received  service  from  Hogback  Mt.  do  not 
receive  such  service  from  Paris  Mt. 

The  misrepresentation  reference  was  to  the 
charge  that  WSPA-TV  had  planned  to  operate 
permanently  from  the  Paris  Mt.  site  although 
it  had  asked  originally  for  temporary  authority. 

An  immediate  question  arose  as  to  whether 
the  FCC  must  order  WSPA-TV  off  the  air.  The 

consensus  was  that  the  Commission's  discretion 
on  this  point  had  been  pretty  well  established 

in  the  Rochester.  N.  Y.,  "Federal"  case  and  in 
the  Providence.  R.  I.,  "Channel  16  of  R.  I." 
case.  Also,  the  last  Congress  specifically  revised 
the  protest  rule  to  give  the  FCC  this  discretion 
pending  the  outcome  of  protest  hearing.  Pre- 

viously it  was  mandatory  for  the  FCC  to  stay  a 
grant  made  without  a  hearing  when  a  protest 
was  filed  and  accepted. 

The  Rochester  case  involved  the  question  of 

whether  ch.  10  sharetime  stations  WHEC-TV 
and  WVET-TV  Rochester  must  be  ordered  off 
the  air  after  WSAY  Rochester  won  a  court 
ruling  reguiring  the  FCC  to  accept  its  protest 
against  that  grant.  A  similar  situation  involved 
ch.  12  WPRO-TV  Providence,  R.  I.,  under 
attack  by  WNET  (TV)  same  city. 

In  both  cases  the  FCC  refused  to  stay  the 
grant,  after  the  courts  had  ordered  hearings  on 
protests.    Both  stations  were  already  operating. 

The  three-year-old  Spartanburg  litigation  was 
instituted  by  ch.  23  WGVL  (TV)  Greenville. 
S.  C,  and  ch.  40  WAIM-TV  Anderson,  S.  C. 
WGVL  is  now  dark.  WAIM-TV  went  off  the 
air  shortly  after  WSPA-TV  began  operating 
April  29,  but  resumed  a  month  later  with  ABC 
affiliation.  WAIM-TV  had  been  affiliated  with 

CBS,  but  WSPA-TV  is  now  that  network's  affili- 
ate in  the  Spartanburg-Greenville  area. 

One  of  the  basic  charges  by  the  uhf  stations 
was  that  WSPA-TV  moved  from  Hogback  Mt. 
to  Paris  Mt.  in  order  to  secure  the  CBS  affilia- 

tion. Hogback,  it  was  alleged,  would  overlap 
CBS-affiliate  WBTV  (TV)  Charlotte.  N.  C. 

Originally,  WSPA-TV  asked  for  temporary 
authority  to  operate  from  Paris  Mt.  After  the 
uhf  stations  gained  a  stay  order  from  the  ap- 

peals court,  it  asked  for  a  permanent  modifi- 
cation order  from  the  FCC.  This  was  granted 

in  1954.  The  uhf  stations  protested  and  went 
to  court  when  the  FCC  refused  them  a  hearing. 
The  court  reversed  the  FCC,  and  earlier  this 

year  a  hearing  was  held  before  FCC  Chief  Ex- 
aminer James  B.  Cunningham.  Mr.  Cunning- 

ham recommended  affirming  the  FCC's  modifi- 

cation grant  and  this  was  made  final  by  the 
FCC  last  spring.  The  uhf  stations  appealed  this 

decision  on  the  ground  that  they  had  not  re- 
ceived a  fair  hearing.  Among  their  allegations 

was  that  the  FCC  had  refused  to  consider  cer- 
tain population  figures  deduced  from  the  tv 

propagation  curves  and  also  that  WSPA-TV  had 
misrepresented  the  facts  when  it  asked  for  a 
temporary  permit  to  operate  from  Paris  Mt. 

Judge  Bazelon's  decision,  concurred  in  by 
Chief  Circuit  Judge  Henry  W.  Edgerton  and 
Judge  Charles  Fahy,  took  the  Commission  to 
task  for  refusing  to  accept  figures,  based  on 
propagation  curves,  which  allegedly  showed 
that  the  move  from  Hogback  to  Paris  Mt.  would 

deprive  more  than  200,000  people  of  ch.  7  serv- 

ice: Alluding  to  the  Commission's  decision 
which  questioned  whether  population  could  be 
ascertained  from  its  propagation  curves,  Judge 
Bazelon  declared: 

"We  are  thus  presented  with  an  anomalous 
record.  If  the  Commission  has  found  the  facts 

as  stated,  appellants  are  entitled  to  a  reversal. 
If  the  Commission  has  not  found  the  facts,  it 

would  appear  that  it  expects  us  to  exercise  that 
function  in  its  stead.  That  we  may  not  do.  To 

resolve  the  anomaly,  we  read  the  Commission's decision  as  a  refusal  to  make  findings  from  the 

propagation  curves.  Thus  read,  the  issue  be- 
fore us  is  whether  that  refusal  was  arbitrary  and 

unreasonable. 

"Though  compelled  to  admit  that  the  con- 
tours relied  on  by  appellants  are  accurate  as  a 

matter  of  high  statistical  probability,  the  Com- 
mission asserts  that  they  have  not  been  demon- 

strated to  be  actually  accurate  and,  therefore, 
should  be  rejected  as  a  basis  for  findings.  The 

Commission's  view  is  erroneous.  The  law  does 
not  always  insist  upon  proof  that  a  thing  is 
necessarily  so.  It  is  accustomed  to  rely  upon 
probabilities.  No  better  analogy  is  required 
than  the  acceptance  of  mortality  tables  to  prove 

life  expectancy  .  .  ." 
Judge  Bazelon  continued:  "A  fallacy  of  this 

argument  [that  it  is  proper  to  use  the  curves  as 
the  basis  for  a  nationwide  table  of  allocations 

but  not  as  an  index  for  the  coverage  of  a  spe- 
cific station]  ...  is  that  a  general  rule  is  not 

rendered  inapplicable  merely  by  a  possibility 

that  the  specific  situation  varies  from  the  norm." 
He  then  referred  to  the  FCC's  use  of  these 
curves  to  measure  population  in  the  Clarksburg, 

W.  Va.,  case  and  in  order  to  justify  the  alloca- 
tion of  ch.  10  to  Vail  Mills,  N.  Y.  The  FCC 

also  used  these  curves  in  an  earlier  stage  in  the 
WSPA-TV  case  to  justify  its  finding  that  the 
transmitter  location  change  would  not  consti- 

tute economic  peril  to  the  uhf  stations,  he  wrote. 

"For  the  Commission  to  deprive  appellants 
of  the  propagation  curves  as  a  tool  to  measure 
coverage,  while  approving  its  own  use  of  the 
curves  as  'an  attempt  to  make  a  rough  judg- 

ment as  to  future  economic  loss',  is  arbitrary 
and  capricious,"  Judge  Bazelon  concluded. 

Judge  Bazelon  held  that  it  was  misrepre- 
sentation "for  Spartan  [Spartan  Radiocasting 

Co.,  licensee  of  WSPA-TV]  to  assure  the  Com- 
mission that  its  intention  was  to  locate  its 

permanent  transmitter  on  Hogback  if,  in  fact, 
there  was  no  fixed  intention,  but  rather  com- 

plete indecision  whether  or  not  it  would  do  so." 
He  stated  that  based  on  the  Commission's  find- 

ings "only  one  conclusion  is  possible — that 
Spartan  concealed  from  the  Commission,  and 
by  clear  implication,  misrepresented  material 

facts  concerning  its  proposal  .  .  .  Spartan's  mis- 
representation was  calculated,  deliberate  and 

not  insignificant,  but  whether  the  Commission 
should,  on  that  account,  place  less  reliance  on 
Spartan  as  a  licensee  is  a  question  which  should 
be  decided  in  the  first  instance  by  the  Com- 

mission itself." 

KH0L-TV 

plus  .  .  . 

Gives  You  Bonus  Coverage 

In  Nebraska's  2nd  Big  Market 

161,715  Unduplicaied  Families  at 

TV's  Lowest  Cost-Per-Thousand 

SOUTH  DAKOTA 

NEBRASKA 

COLORADO 

NiWTrt  PUTK 

•  KfAJtNtV 
SalellifeU  KHOL-TV 

KANSAS 

KHOL-TV  and  Satellite 
Station  cover  rich  Central 

Nebraska — the  State's  2nd 
Big  Market. 
KHOL-TV  picks  up  where 
Omaha  leaves  off — you  buy 
no  duplicate  coverage. 

One  buy  on  KHOL-TV  gives 
you  bonus  Satellite  coverage 
at  no  extra  cost. 

Investigate  Nebraska's  2nd  Big  Market  today  — 
contact  KHOL-TV  or  your  Meeker  representative. 

KHOL-TV 
Owned  and  Operated  by 

BI-STATES  CO. 

CBS     •  ABC 

CHANNEL  13  KEARNEY,  NEBRASKA 

Channel  6  Satellite  Station, 

Hayes  Center,  Nebr. 

Represented  nationally  by  MEEKER  TV,  Inc. 
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Of  increased  sales  and  profits  in  the  Prosperous  Piedmont  section  of 

North  Carolina  and  Virginia  with  WFMY-TV.  No  matter  how  you  look  at 

it  —  there's  no  station  or  group  of  stations  that  gives  complete  coverage 

of  this  fabulous  market  as  does  WFMY-TV 

50  prosperous  counties  •  2  million  population 

$2.5  billion  market  •    $1 .9  billion  retail  sales 

Call  your  H-R-P  man  today. 

Greensboro 

Winston-Salem 

ujfmy-tv 

WFMY-TV... Pied  Piper  of  the  Piedmont 

GREENSBORO.    N.  C. 
Represented  by 

Harrington,  Righter  &  Parsons,  Inc. 

New  York  —  Chicago  —  San  Francisco  —  Atlanta 

Basic 

Since  1949 
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GOVERNMENT 

Consulting  Engineers 

Get  FCC  Uhf,  Vhf  Data 

A  COMMITTEE  of  consulting  engineers  was 
working  this  week  on  a  study  of  basic  technical 
data  released  to  committee  members  last  Thurs- 

day by  the  FCC.  This  data  was  used  by  FCC  en- 
gineers to  prepare  the  formulas  for  uhf  and  vhf 

coverage  computations  announced  in  the  engi- 

neering appendix  to  the  FCC's  June  26  alloca- 
tions report. 

Release  of  this  foundation  data  was  made  at 
a  meeting  between  FCC  technical  executives  and 
a  committee  of  the  Assn.  of  Federal  Consulting 
Engineers  on  Thursday.  FCC  Comr.  T.  A.  M. 
Craven  headed  the  FCC  group  and  Stuart  L. 
Bailey,  the  AFCE  group. 

The  meeting  took  place  after  murmurs  began 
to  be  heard  from  engineers  that  the  formulas 
for  estimating  coverage — required  in  the  specific 
deintermixture  proposed  cases — were  based  on 
data  not  available  to  the  industry.  The  AFCE 
submitted  a  formal  request  for  this  information 

a  few  weeks  ago.  Last  week's  meeting  resulted. 
The  AFCE  committee  was  requested  to  ad- 

vise the  FCC  by  Sept.  15  of  its  findings  regard- 
ing the  basic  data.  It  is  understood  two  subcom- 

mittees were  at  work  on  this  analysis  over  the 
weekend,  and  that  the  full  committee  was 
scheduled  to  meet  today  (Monday). 

Because  of  the  engineering  "anomalies,"  the 
FCC  two  weeks  ago  postponed  the  deadline  for 

comments  in  the  13  proposed  un-mixing  cases 
to  Nov.  15.  They  had  been  required  by  Sept.  10 

An  $899,481,000 

Buying  Power  Market! 

MORE  AUDIENCE 

than  any  other  TV  station  in  the 

rich  heart  off  Louisiana 

FROM  5:00  P.  M.  to  SIGN  OFF 

(Monday  thru  Friday) 

WBRZ    rated  highest  in  125  quarter  hours  out 
of  149. 

FROM  12  NOON  to  3:30  P.  M. 

(Monday  thru  Friday) 

WBRZ    rating  Tops  All  Others  Combined! 

-  from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  31  counties  and  parishes 
in  Louisiana  and  Mississippi. 

WBRZ 

Channel 

BATON  ROUGE,  LOUISIANA 

Power:  100,000  wans  Tower:  1001  ft. 

NBC-ABC 

Represented  by  Hollingbery 

originally. 

A  corollary  to  the  question  of  the  validity  of 
the  engineering  formulas  and  basic  data  was 
the  legal  standing  of  using  them  for  submitting 
comments  in  the  demixing  cases.  Other  basic 
data  and  curves  are  included  in  the  tv  rules. 

There  were  hints  in  some  quarters  that  a  rule- 
making procedure  might  become  necessary  to 

legalize  the  technical  changes  in  order  to  pre- 
vent any  legal  question  to  be  raised  as  to  the 

Commission's  right  to  deintermix  a  market. 
Attending  the  meeting  at  the  FCC  last  Thurs- 

day were  the  following: 
AFCE,  in  addition  to  Mr.  Bailey:  George  C. 

Davis,  vice  chairman;  John  Creutz,  Ronald 
Culver,  Frank  G.  Kear,  James  C.  McNary, 

Andrew  D.  Ring,  with  Everett  L.  Dillard,  presi- 
dent of  AFCE,  as  ex-officio  member.  Also  pres- 

ent at  the  meeting  as  observers  were  Raymond 
F.  Guy  and  William  Duttera,  NBC;  James  D. 
Parker,  CBS,  and  Clure  Owens,  ABC. 

FCC,  in  addition  to  Comr.  Craven:  Virgil  R. 
Simpson,  William  C.  Boese,  John  Taff,  Edward 
W.  Chapin,  Office  of  the  Chief  Engineer;  James 
E.  Barr  and  Hart  Cowperthwait,  Broadcast 
Bureau. 

KITE  Agrees  to  Withdraw 

Protest  Against  KTSA  Sale 

AGREEMENT  has  been  reached  resulting  in 

KITE  San  Antonio,  Tex.,  withdrawing  its  pro- 
test against  the  sale  of  KTSA  San  Antonio 

from  O.  R.  Mitchell  Motor  Co.  to  McLendon 

Investment  Corp.  (Gordon  and  Barton  Mc- Lendon). 

Withdrawal  of  the  protest  was  submitted  to 
the  FCC  last  Wednesday.  Associated  with  the 
withdrawal  was  the  agreement  which  binds  Mc- 

Lendon to  pay  KITE  $1,500  as  damages  for 

infringement  of  copyright  and  as  "partial  dam- 
ages." It  is  understood  that  the  McLendons 

were  charged  with  using  a  promotional  ap- 
proach for  their  KLIF  Dallas  which  had  been 

developed  by  KITE.  McLendon  also  agreed 
to  cease  using  this  matter. 

The  agreement  declared  that  some  of  the 
protest  charges  and  counter-charges  were  based 
on  misunderstandings  and  the  knowledge  that 
certain  evidence  could  not  be  legally  presented 
in  an  FCC  hearing.  It  also  provided  for  a 

$10,000  "fine"  if  either  of  the  parties  should 
publicize  the  agreement  on  their  respective  sta- 

tions if  either  institutes  a  suit  for  damages 

against  the  other. 
McLendon  bought  KTSA  from  the  Mitchell 

company  for  $306,000  last  spring.  The  FCC 
approved  the  transfer  last  May,  but  this  was 
stayed  when  KITE  filed  a  protest  against  the 
sale.  KITE  claimed  that  operation  of  KTSA 
by  McLendon  would  put  KITE  in  an  unfair 
economic  position.  It  alluded  to  KTSA  as  the 

eighth  Noemac  (James  Noe-Gordon  McLen- 
don) station  and  declared  that  with  its  en- 

hanced purchasing  power,  KTSA  would  be  in 
a  better  position  to  compete  unfairly.  It  also 

attacked  what  it  called  KTSA's  new  program- 
ming practices. 

When  the  FCC  stayed  the  KTSA  sale  ap- 
proval, it  ordered  McLendon  to  return  the 

station  to  the  Mitchell  company.  Two  weeks 
ago  the  FCC,  it  was  understood,  relented  and 
agreed  to  permit  the  station  to  remain  in  Mc- 
Lendon's  hands  pending  the  outcome  of  the 
protest  hearing  [B»T,  Sept.  3].  This  hearing 
is  scheduled  to  begin  today  (Monday)  but  pre- 

sumably will  have  been  cancelled  following  the 
withdrawal  statement. 

On  Friday,  the  FCC  announced  its  decision 
to  postpone  the  effectiveness  of  its  June  27  stay 
pending  the  outcome  of  the  protest  hearing 
and  leaving  the  operation  of  KTSA  in  McLen- 
don's  hands. 
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Radio  Success  Story:  NIGHTBEAT 

This  month,  Atlanta's  most  exciting  radio  show  enters 
its  second  year. 

Nightbeat.  In  it  time  buyers  have  found  a  terrific 

mover  of  goods  and  services — at  the  economy  afforded 

only  by  good  radio. 

Nightbeat.  In  it  listeners  have  found  a  strangely  com- 

pelling attraction  that  has  built  a  sustained  radio  audi- 
ence of  mass  proportions. 

Nightbeat  is  Atlanta  by  night.  The  news,  the  tragedy, 

the  frivolity,  the  life  of  a  great  city  reported  by  a  roam- 

ing WSB  Radio  staff,  and  fitted  into  a  framework  of 
wonderful  music. 

Originally  a  2-hour  show,  Nightbeat  now  is  pro- 
grammed from  9:30  p.m.  to  1 :00  a.m..  Monday  through 

Friday.  Now,  more  advertisers  can  share  the  success  of 

Nightbeat.  Contact  Petry  for  information  and  avail- 
abilities. 

WSB  and  W SB-TV  are  affiliates  of  The  Atlanta  Journal  and  Constitu- 
tion. Representatives  are  Edw.  Petry  &  Co.  .\BC  Affiliate. 

r 

Leadership  is 

traditional  ... 

J 

radio 

The  Voice  of  the  South 
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GOVERNMENT 

Ams  for  Portland,  Spokane 

Among  New  Station  Grants 

FIVE  new  am  outlets  were  authorized  by  the 
FCC  last  week.  Construction  permits  awarded 
were: 

Fry,  Ariz. — Carleton  W.  Morris  granted 
1420  kc,  1  kw  daytime.  Mr.  Morris  is  owner 
of  KSUN  Bisbee,  Ariz.,  and  KAWT  Douglas, 
Ariz. 

Portland,  Ore. — James  R.  Roberts  granted 
1010  kc,  1  kw  daytime.  Mr.  Roberts  has  had 
engineering  training.  His  parents,  Cecil  W.  and 
Jane  A.  Roberts,  own  KREI  Farmington, 
KBIA  Columbia,  KCHI  Chillicothe,  all  Mo., 
WINI  Murphysboro.  111.,  and  KCRB  Chanute, 
Kan. 

Warwick,  R.  I. — West  Shore  Broadcasting 

Co.  granted  1590  kc,  1  kw  daytime.  Principals 
are  David  L.  Stackhouse  and  his  sister,  Anna 

F.  Stackhouse,  joint  owners  of  50%  of  out- 
standing stock,  and  Mr.  and  Mrs.  James  C. 

Coffey,  joint  owners  of  remaining  50%.  Ail 
principals  have  real  estate  interests. 

Spokane,  Wash. — Robert  D.  and  Martha  M. 
Rapp  granted  1380  kc,  5  kw  daytime.  Mr. 
Rapp  is  a  former  Air  Force  communications 
officer  and  has  been  serving  as  general  man- 

ager of  KBIA  Columbia,  Mo. 
Walla  Walla,  Wash. — Leader  Broadcasting 

Co.  granted  1540  kc,  1  kw  daytime.  Principals 
include  Arch  Le  Roux  (70%),  free-lance  an- 

nouncer, producer;  La  Salle  Le  Roux  (15%), 
sporting  goods  interest,  and  Dale  Issenhuth 
(15%),  president  of  the  board  and  30%  owner 
of  Superior  Plastics  Corp.,  manufacturer  of  elec- 

tronics parts. 

Tarzian  Gets  Ch.  21  Grant; 

WTTV  (TV)  Move  Questioned 

IN  TWO  tv  actions  last  week,  Sarkes  Tarzian 

Inc.,  Bloomington,  111.,  tv  equipment  manufac- 
turer, received  a  grant  for  a  new  tv  station  and 

was  advised  that  a  hearing  may  be  necessary  on 
its  application  to  change  the  transmitter  location 
of  its  WTTV  (TV)  Bloomington  to  a  point 
nearer  Indianapolis.. 

The  Sarkes  Tarzian  tv  grant  was  for  ch.  21 
Roanoke,  Ind.,  with  visual  effective  radiated 
power  of  251  kw  and  antenna  height  above 
average  terrain  of  760  ft.  Ch.  21  is  assigned  to 
Fort  Wayne,  Ind.,  having  been  shifted  from 
Huntington,  Ind.,  by  the  FCC  [B«T,  July  23], 
but  Roanoke  is  within  the  15-mile  eligibility 
requirement.  Estimated  costs  for  the  proposed 
station  were  listed  in  the  Sarkes  Tarzian  appli- 

cation as  $345,222  for  construction  and  $300,- 
000  for  first  year  operation. 

The  proposed  move  of  ch.  4  WTTV,  which 
also  entailed  other  equipment  changes,  would, 

the  FCC  found,  for  the  first  time  place  a  prin- 
cipal city  signal  over  the  southern  portion  of 

Indianapolis  and  a  Grade  A  signal  over  all  of 
that  city.  A  question  therefore  arises,  the  FCC 
said,  as  to  whether  WTTV  is  attempting  to  be 

an  Indianapolis  station,  rather  than  Blooming- 
ton to  which  ch.  4  is  assigned. 

WWL  Seeks  Ch.  11,  Asks 

Move  of  Zone  Boundaries 

REARRANGEMENT  of  the  boundaries  of 

Zone  II  and  Zone  III — so  that  certain  portions 
of  Mississippi  and  Alabama  would  be  in  Zone 
II  instead  of  Zone  III — is  currently  before  the 
FCC,  following  petition  by  WWL  New  Orleans. 
The  shift  would  allow  allocation  of  ch.  1 1  to 
New  Orleans,  WWL  said.  WWL  holds  a  grant 
for  New  Orleans  ch.  4  but  has  been  prohibited 

from  beginning  construction  pending  the  out- 
come of  the  New  Orleans  deintermixture  pro- 
posal to  move  ch.  4  to  Mobile,  Ala.,  in  ex- 

change for  Mobile  educational  ch.  42,  which 
would  be  made  commercial  in  New  Orleans. 

This  would  give  New  Orleans  chs.  6,  8  (educa- 
tional), 20,  26,  32,  42  and  61. 

Aim  of  the  WWL  petition  is  to  have  ch.  11 
WTOK-TV  Meridian,  Miss.,  shifted  to  Zone  II, 
which  requires  only  190-mile  separation  between 
co-channel  stations.  Zone  III,  in  which  WTOK- 
TV  is  presently  located,  requires  a  220-mile 

separation. Distance  between  New  Orleans  and  the 

WTOK-TV  transmitter  site  is  184  miles,  but 
WWL  said  that  it  will  move  its  transmitter  site 
1 1  miles  south  of  New  Orleans  to  allow  alloca- 

tion of  ch.  1 1  there.  WWL's  proposal  seeks  to 
change  one  of  the  Zone  III  latitude  coordinates 

listings  from  30°  48'  00"  North  to  30°  26'  30" North. 

KOOS  Gets  Coos  Bay  Uhf 

GRANT  of  ch.  16  Coos  Bay,  Ore.,  has  been 
awarded  to  KOOS  Inc.,  licensee  of  KOOS  Coos 

Bay  (1230  kc,  250  w).  The  FCC  announced 
last  week  that  it  had  made  effective  a  July 
initial  decision  recommending  that  KOOS  re- 

ceive the  grant.  KOOS  was  unopposed  follow- 
ing the  withdrawal  of  another  applicant.  Pacific 

Tv  Inc.  Pacific  Tv  withdrew  to  await  rule-mak- 
ing on  its  request  to  assign  ch.  1 1  to  Coos  Bay 

(Notice  of  Proposed  Rule-Making  was  issued in  July). 

U.  of  Georgia  Gets  Tv  Grant 

THE  44th  educational  tv  grant  was  awarded 
by  the  FCC  last  week  when  the  U.  of  Georgia, 
Athens,  received  a  construction  permit  for  ch. 
&  there. 

MAXIMUM  POWER 

WIBW-TV  is  now  operating  on  the  top  limits  of  power 

allowed  by  the  FCC— a  smashing  316,000  watts. 

MAXIMUM  II EIGHT 

Already  WIBW-TV's  antenna  is  at  its  limit  of  height— 

1010  feet  above  the  rolling  Kansas  prairie. 

MAXIMUM  COVERAGE 

-7  — 
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Jt    1  \  1 
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WIBW-TV  absolutely  dominates  20  Kansas  Counties. 

We  lay  down  a  clear  picture  far  beyond  Kansas  City 

and  St.  Joseph,  Mo.,  into  a  total  of  556,393  TV  homes. 

Check  the  new  A.R.B.  for  the  TopekAREA.  See  the 

across-the-board  preference  for  WIBW-TV. 

CBS 

ABC 

.V    H  P. 
The  Kansas  View  Point 

TOPEKA,  KANSAS 

Ben  Ludy,  Gen.  Mgr. 

WIBW  &  WIBW-TV  in  Topeka 
KCKN  in  Kansas  City 

Rep:  Capper  Publications,  Inc. 
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ARE  ON  CHANNEL 

33 

W  ill  It-  I  V 

KNOXVILLE,  TENN. 

ONE  OF  THE  NATION'S 

MOST  POWERFUL  STATIONS 

REPRESENTED  NATIONALLY   BY   THE    KATZ  AGENCY 
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TRADE  ASSNS. 

For  complete  information— type  of  film 

to  use,  latest  processing  technics- 
write  to 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

East  Coasf  Division 

I 

342  Madison  Avenue 

New  York  17,  N.  Y. 
N  1 

*v       Midwest  Division  | 
v         130  East  Randolph  Drive 
.  "vS  /-!.:. _~~  i   ills--:.  * 

Midwest  Division 

Chicago  1,  Illinois 

West  Coast  Division 
6706  Santa  Monica  Blv 

Hollywood  38,  Calif. 

or  W.  J.  GERMAN,  Inc. 

Agents  tor  the  sale  and  distribution  of 
Eastman  Professional  Motion  Picture 

Films,  Fort  Lee,  N.  J  ;  Chicago,  III.; 

Hollywood,  Calif. 

NEW  FORMULA  SET  FOR  NARTB  CONVENTION 

Radio  and  tv  delegates  to  get 

more  time  for  discussion  of 

separate  media  problems  at 

1957  convention.  Plans  re- 

viewed by  Convention  Com- 
mittee in  session  last  week. 

A  NEW  convention  formula  by  NARTB,  giving 
radio  and  tv  delegates  more  time  for  discussion 
of  their  separate  media  problems,  will  mark  the 

1957  meeting,  to  be  held  April  7-1 1  at  the  Con- 
rad Hilton  Hotel,  Chicago. 

Plans  for  the  convention  were  reviewed 
Thursday  at  a  meeting  of  the  1957  Convention 
Committee  held  in  Washington.  Presiding  were 
the  co-chairmen — Kenneth  L.  Carter.  WAAM 
(TV)  Baltimore,  and  Herbert  L.  Krueger. 
WTAG  Worcester.  Mass. 

An  additional  half-day  for  separate  radio  and 
tv  membership  discussion  was  specified  by  the 
committee,  with  sessions  to  run  concurrently. 
The  engineering  conference  will  cover  three  full 
days  of  sessions,  spread  over  a  four-day  period 
so  engineers  can  take  part  in  all-industry  pro- 
gramming. 

The  committee  set  apart  Monday  April  8  for 

a  full  day  of  engineering  programming.  Non- 
agenda  management  meetings  of  groups  outside 
the  association  will  be  held  Monday  morning 
and  evening  with  fm  and  labor  sessions  in  the 

afternoon.  Formal  opening  of  the  full  con- 
vention will  be  held  Tuesday  morning,  with  en- 

gineers joining  management.  The  morning  will 
be  featured  by  the  keynote  speech  and  presen- 

tation of  the  annual  keynote  award. 
Tuesday  afternoon  will  include  concurrent 

radio  and  tv  workshop-discussion  programs. 

The  annual  banquet  will  be  held  Tuesday  night 
instead  of  Thursday  night,  final  convention  day. 

Engineers  will  join  management  delegates  Tues- 
day morning  and  night  but  hold  their  own  ses- 
sion that  afternoon. 

Highspotting  the  convention  will  be  the  an- 
nual FCC  roundtable,  planned  Wednesday 

morning  with  FCC  members  participating.  En- 
gineers will  take  part  in  the  roundtable,  but  will 

hold  their  own  afternoon  program.  Wednesday 
afternoon  will  be  devoted  to  radio  discussion 
at  the  management  meeting. 

Final  day,  Thursday,  will  include  concurrent 
radio-tv  management  meetings  in  the  morning. 
The  afternoon  will  be  built  around  a  tv-only 
program,  with  adjournment  slated  when  this  has 
ended.  Engineers  will  meet  separately  all  day Thursday. 

Next  meeting  of  the  convention  committee 
will  be  held  in  early  December.  Attending 

Thursday's  meeting,  beside  the  co-chairmen, 
were  E.  K.  Hartenbower,  KCMO  Kansas  City 

Campbell  Arnoux.  WTAR-TV  Norfolk.  Va. 
Gaines  Kelley,  WFMY-TV  Greensboro,  N.  C. 
Merrill  Lindsav.  WSOY-FM  Decatur.  111.;  Ward 
L.  Quaal,  WGN-TV  Chicago;  W.  D.  Rogers, 
KDUBTV  Lubbock,  Tex.;  Harold  P.  See, 
K RON-TV  San  Francisco:  F.  C.  Sowell,  WLAC 
Nashville;  Edward  A.  Wheeler.  WEAW-FM 
Evanston.  III.  Representing  NARTB  were  Presi- 

dent Harold  E.  Fellows;  John  F.  Meagher,  radio 

vice  president:  Thad  H.  Brown  Jr.,  tv  vice  pres- 
ident, and  Everett  Revercomb,  secretary-treas- 
urer. Ward  Ingrim,  KHJ  Los  Angeles,  was 

absent. 
A  special  keynoter  subcommittee  includes 

Messrs.  Carter,  Krueger,  Arnoux,  Hartenbower, 
See  and  Lindsay. 

WGN-TV  Among  16  Stations 

Subscribing  to  NARTB  Code 

WGN-TV  Chicago  heads  a  list  of  16  stations 
that  have  subscribed  to  the  NARTB  Tv  Code. 

Announcement  of  WGN-TV's  intent  was  made 
last  week  in  a  letter  circulated  to  clients  and 

their  agencies  by  the  station's  general  manager. 
Ward  Quaal  [Closed  Circuit.  June  18]. 

Earlier.  Mr.  Quaal  had  disclosed  that  the 
WGN  radio  outlet  had  taken  steps  to  conform 

strictly  to  the  NARTB  Radio  Standards  of  Prac- 
tice by  banning  mail-order  business  and  hard- 
sell commercials  as  well  as  commercial  religious 

programs. The  Tv  Code  adherence  becomes  effective 
Nov.  15.  The  Chicago  Tribune  video  station 

joined  NARTB  last  July  1.  The  radio  unit  al- 
ready was  a  member  of  the  association. 

Mr.  Quaal,  who  is  a  member  of  the  NARTB 
Tv  Board,  reported  he  had  appraised  the  station 
operations  since  taking  over  their  management 

Aug.  1  and  said  WGN-TV  "is  now  functioning 
very  close"  to  the  code's  time  standards  for  ad- 

vertising copy  for  programs  up  to  30  minutes 
in  length.  For  longer  programs,  full  compliance 
will  be  achieved,  he  said,  by  reducing  length  of 
commercials  in  two  steps — Sept.  15  and  Nov. 
15. 

Advertisers  will  be  required  to  cut  their  com- 
mercials by  Sept.  15  from  6  to  4Vi  minutes  on 

30-minute  shows  and  from  12  to  9  minutes  on 
one-hour  programs.  Further  cuts  to  3  and  6 
minutes,  respectively,  will  be  made  next.  Time 
on  90-minute  feature  films  under  single  spon- 

sorship will  be  reduced  from  18  to  14  minute 
and  then  to  10:15  minutes. 

Tv  stations  that  recently  have  subscribed  to 

the  code,  in  addition  to  WGN-TV,  are  KLTV 

(TV)  Tyler,  Tex.;  KTVR  (TV)  Denver;  WISC- 
TV  Madison,  Wis.;  KHAD-TV  Laredo,  Tex.: 

WTHI-TV  Terre  Haute.  Ind.;  KOTA-TV  Rapid 
City,  S.  D:  KRIS-TV  Corpus  Christi,  Tex.; 
KTXL-TV  San  Angelo,  Tex.;  KDIX-TV  Dick- 

inson. N.  D.;  WCYB-TV  Bristol,  Va.;  WTVT- 
TV  Tampa,  Fla.;  WTLC-TV  Canton.  Ohio; 
WRAL-TV  Raleigh,  N.  C;  WHTN-TV  Hunt* 
ington.  W.  Va.;  WCKT-TV  Miami,  Fla. 

Adm.  Radford  to  Speak 

At  RAB  Clinic  in  N.  Y. 

ADM.  ARTHUR  W.  RADFORD,  chairman  of 
the  U.  S.  Joint  Chiefs  of  Staff,  will  speak  at  the 
Oct.  29  luncheon  of  the  Radio  Advertising  Bu-f 
reau-sponsored  National  Radio  Advertising 
Clinic  to  be  held  at  the  Waldorf-Astoria  in 
New  York  that  day  and  on  Oct.  30. 

According  to  Kevin  B.  Sweeney,  RAB's  presi- 
dent who  made  the  announcement  last  week, 

Adm.  Radford  will  analyze  the  world  situa- 
tion in  an  address  that  will  be  aimed  for  net- 
work rebroadcast. 

About  600  advertiser  and  agency  executives 

have  been  invited  to  be  RAB's  guests  at  the 
two-day  meeting,  which  will  be  attended  by 
about  250  persons  from  networks,  station  rep- 

resentatives and  radio  stations.  On  Oct.  29,  12 
advertiser  speakers  will  speak  on  how  radio 
fits  into  their  overall  advertising-sales  strategy. 

McConnaughey  Set  to  Speak 

Wed.  at  RTES  Season  Opener 

TOP  radio-tv  executives  will  be  among  the  ex- 
pected 500  persons  who  will  fete  the  FCC  in 

New  York  Wednesday  at  the  opening  luncheon 

of  the  Radio  &  Television  Executives  Society's 
1956-57  season.  FCC  Chairman  George  C. 

McConnaughey  is  scheduled  to  make  the  prin- 
pical  address  at  the  Roosevelt  Hotel.  The  other 
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TIME  TO  PROFIT  BY  STUDIES,  JCET  TOLD 
FCC  members  have  been  invited  to  attend. 

Chairman  McConnaughey's  talk  will  precede 
by  a  day  the  Celler  Committee's  hearings  on  the 
networks  which  begin  in  New  York  Thursday 
morning  (see  story,  page  74).  Robert  Burton 
of  BMI,  president  of  RTES,  will  be  the  master 
of  ceremonies. 

RAB  Holds  Second  Seminar, 

Two  Scheduled  This  Week 

RADIO  ADVERTISING  BUREAU  last  Thurs- 
day and  Friday  held  a  two-day  seminar  on 

radio  station  management  in  French  Lick,  Ind., 
for  63  midwestern  station  executives.  This  was 

the  second  of  four  regional  management  con- 
ferences which  RAB  will  hold  this  fall  and 

follows  a  two-day  meeting  of  western  radio  ex- 
ecutives held  in  Palo  Alto,  Calif.,  last  month. 

Among  the  subjects  explored  by  RAB  and 
broadcasters  at  the  conferences  are  promotion, 
managing  the  sales  department,  programming 
and  managing  for  greater  sales  and  profits. 
Some  88  individual  subjects  are  on  the  agenda 
for  discussion  at  the  conferences. 

Registration  for  the  four  meetings  totals 

260,  according  to  Kevin  Sweeney,  RAB  presi- 
dent, who  is  conducting  the  meetings  along  with 

John  F.  Hardesty,  vice  president  and  general 
manager  of  the  bureau;  Sherril  Taylor,  vice 
president  in  charge  of  promotion,  and  Arch  L. 
Madsen,  director  of  station  service.  At  the  con- 

clusion of  the  French  Lick  meeting,  the  RAB 
executives  flew  to  Biloxi,  Miss.,  for  a  two-day 
conference  with  southern  station  managers, 
opening  today  (Monday),  and  will  proceed  to 
Skytop,  Pa.,  for  the  eastern  regional  conference 
on  Thursday  and  Friday. 

Dr.  W.  R.  G.  Baker  tells  con- 

ference of  Joint  Council  on  Ed- 
ucational Television  to  make 

capital  of  methods  and  tech- 
niques already  developed  and 

to  avoid  spending  time  and 

money  on  independent  efforts. 

EDUCATIONAL  television  representatives 
were  told  last  week  to  make  capital  of  the 
educational  tv  methods  and  techniques  already 
developed  instead  of  spending  time  and  money 

in  independent  efforts  to  improve  present  edu- 
cational systems  or  add  new  ones. 

"Let  us  do  less  talking  and  more  construct- 
ing." urged  Dr.  W.  R.  G.  Baker,  General 

Electric  Co.  vice  president  and  president  of 
Radio-Electronics-Tv  Mfrs.  Assn.,  in  a  lunch- 

eon address  Thursday  during  a  one-day  con- 
ference of  the  Joint  Council  on  Educational 

Television,  meeting  at  Washington's  Sheraton- Park  Hotel. 

The  all-day  session  heard  talks  by  more 
than  15  educational  tv  leaders.  All  were  urged 
by  FCC  Comr.  T.  A.  M.  Craven  to  attend 
a  Sept.  20  FCC  conference  on  the  Commis- 

sion's allocations  rulemaking.  FCC  Chairman 
George  C.  McConnaughey  addressed  the  eve- 

ning session,  which  also  was  attended  by  other 
FCC  members. 

The  tv  educators  held  the  conference  to  ex- 
change ideas  on  the  FCCs  allocations  proposals. 

Results  of  the  meeting  will  be  conveyed  to  the 
Commission  by  Oct.  1. 

Dr.  Baker,  in  his  luncheon  address,  told  the 

educators  he  believes  it  is  "high  time  that  each 

individual  state  or  locality  stopped  trying  to  in- 
vent the  wheel  independently  as  far  as  in- 

structional television  is  concerned.  Let  each 

of  them  profit  by  the  studies  that  have  already 
been  made  by  others,  rather  than  expending 

large  amounts  of  time  and  money  on  basic  re- 

search." 

The  RETMA  president  said  that  while  he 
does  not  advocate  bringing  all  study  and  ex- 

perimentation to  a  halt,  "what  is  needed  to- 
day is  applied  research,  rather  than  more 

fundamental  research."  For  this  "you  have  to 
have  stations  and  networks  in  operation,"  he 
said. 

To  emphasize  what  he  meant  by  urging  use 
of  present,  proved  educational  tv  methods,  Dr. 
Baker  pointed  to  the  adult  education  program 
being  carried  on  by  the  Alabama  Educational 

For  Earlier  Education  News, 

See  Page  113 

Television  Commission  in  Birmingham,  and  to 
the  closed  circuit  tv  education  project  being 

conducted  in  Hagerstown,  Md.,  by  the  Wash- 
ington County  (Md.)  public  school  system  with 

the  support  of  the  tv  industry  (through 
RETMA)  and  the  Ford  Foundation. 
He  complimented  AETC  in  particular  on 

two  courses  (Spanish  and  algebra)  which  he  saw 

being  televised  during  a  visit  by  him  to  Bir- 
mingham. Dr.  Baker  suggested  that  JCET 

might  establish  a  "small  task  force"  to  assist 
the  Birmingham  and  Hagerstown  efforts. 
Warning  that  educators  cannot  afford  to 

lose  their  channel  assignments  "by  default," 
Dr.  Baker  urged  action  in  building  stations 

and  networks,  noting  that  the  "intrinsic  value 
of  educational  television  has  been  proven  be- 

yond a  question  of  doubt."  He  pointed  to  the 
growing  teacher  shortage  as  a  mandate  for 
educational  tv  broadcasters  to  help  fill  the  void. 

Expressing  concern  as  an  engineer  and  a  rep- 
iesentative  of  the  electronics  industrv  over  the 
shortage  of  graduates  in  the  physical  sciences 
and  engineering  (only  45,000  each  year),  Dr. 
Baker  said  it  is  generally  agreed  that  the 
country  needs  twice  that  many.  Although  there 
is  no  easy  answer  to  this  problem,  educational 

tv  can  "help  us  out,"  he  said,  maintaining  that 
"science  can  be  made  interesting  and  one  of 

the  easiest  ways  to  do  it  is  through  television." 
Harry  K.  Newburn,  president  of  the  Educa- 

tional Television  &  Radio  Center,  Ann  Arbor, 

Mich.,  reviewed  the  accomplishments  of  edu- 
cational television  and  the  facilities  available 

to  the  present  21  educational  tv  stations  from 
other  educational  tv  outlets  and  from  other 
institutions,  primarily  universities. 

He  felt  the  existing  21  stations  have  a  po- 
tential audience  of  40  million  because  ®f  their 

locations  in  population  centers  and  said  five 
to  ten  new  stations  are  under  development  and 

expect  to  be  on  the  air  in  "the  next  year  or 

two." 

Mr.  Newburn  reviewed  a  list  of  the  various 
educational  tv  programs  under  development  by 
educational  stations  and  other  institutions, 
many  of  which,  he  believed,  are  as  good  or 

better  than  those  praised  by  Dr.  Baker  in  Bir- 
mingham and  Hagerstown. 

Reports  on  educational  tv  operations  in  14 
states  or  localities  were  given  as  follows: 

George  L.  Arms,  KETC  (TV)  St.  Louis; 

Ralph  Lowell,  WGBH-TV  Boston;  Frank  E. 
Schooley,  WILL-TV  Urbana,  111.;  John  W. 
Dunn,  KETA  (TV)  Oklahoma  City  and  KOED- 
TV  Tulsa  (not  on  the  air);  James  Day,  KQED 

(TV)  Berkeley-San  Francisco;  H.  M.  Martin, 
WKNO-TV  Memphis;  Raymond  D.  Hurlbert, 
Alabama  Educational  Tv  Commission,  WAIQ 
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WCDA-B 
Albany 

WAAM Baltimore 

WBEN-TV Buffalo 

WJRT Flint 

WFMY-TV Greensboro 

WTPA Harrisburg 

WDAF-TV Kansas  City 

WHAS-TV Louisville 

WTMJ-TV Milwaukee 

WMTW Mt.  Washington 

WRVA-TV Richmond 

WSYR-TV Syracuse 

The  only 

exclusive  TV 
Harrington,  Righter  and  Parsons,  Inc. 

national NEW  YORK,  CHICAGO,  SAN  FRANCISCO,  ATLANTA 

representative 
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THE  MAN  WHO  WALKED  UNDER  A  MISAPPREHENSION 

or 

How  far  to  the  nearest  relative  ? 

ONCE  upon  a  time  there  was  a  fellow 
from  Amarillo  who  was  fond  of  say- 

ing that  his  home  town  was  closer  to  five 

other  state  capitals  than  it  was  to  its  own 
down  in  Austin.  One  day  he  ran  into  a 

Skeptic  with  a  map  and  a  pair  of  calipers. 

"You  lie,"  said  the  Skeptic.  "Looka  here— 
it's  425  miles  to  Austin,  450  to  Cheyenne, 
360  to  Denver,  250  to  Oklahoma  City,  450 

to  Topeka,  260  to  Santa  Fe." 

"That's  the  way  a  crow  flies.  How  about  in 

a  car?" "I  just  happen  to  have  a  road  map  here 
in  my  pocket.  Let's  see  ...  It  says  509  to 
Austin,  544  to  Cheyenne,  547  to  Topeka. 

You're  better  off  to  ask  another  crow." 

"Hell  with  a  crow.  Let's  charter  a  plane 

.  .  ."  and  away  they  went  to  an  airport. 

"I  want  to  fly  to  Cheyenne,"  Mr.  Amarillo 
said  to  the  gal. 

"Why?"  she  replied. 

"Find  out  how  far  it  is." 

"We  got  better  ways  to  tell  .  .  .  hmmmmm, 
it's  450  miles  by  this  here  map." 

"See— whadda  I  tell  you,"  said  Mr.  A  to  the 
Skeptic. 

"Whoa  up  a  minute,"  said  the  Skeptic. 

Turning  to  the  lady,  he  asked, 

"How  far  you  make  it  to  Austin?" 
"425  miles,"  she  allowed. 

#       #       # ■  ■  ■ 

Well,  so  it's  only  3  capitals  Amarillo  is closer  to  than  its  own. 

Tt  doesn't  really  matter,  so  long  as  we're closer  to  the  stuff  advertisers  look  for  when 

they  want  business. 

IC  6  N  C  -  AM  &  TV 

J — 1 

Amarillo 

NBC  AFFILIATE 

AM:  10,000  watts,  710  kc.  TV:  Channel  4.  Represented  nationally  by  the  Katz  Agency 
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V 

WREX-TV 

Q  ON 
 TOP 

157  to  in 

WREX-TV 

leads  in  % 

hour  periods 

from  6:00  P.M. 

to  midnite 

All  48  of  the  top  48 
once-a-week  shows  are  on 

WREX-TV! 

57  of  the  top  59 
once-a-week  shows  are  on 

WREX-TV! 

All  15  of  the  top  15 

multi-weekly  shows  are  on 

WREX-TV! 

Facts  from  the  April  1956  ARB 

Survey  prove  conclusively  that 

WREX-TV  continues  to  grow  in 
favor  with  the  ever  increasing 
number  of  viewers  in  this  10 

county  billion  dollar  market! 

WREX-TV 

ROCKFORD  •  ILLINOIS 

channel  13 

CBS  •  ABC 
AFFILIATIONS 

represented  by 
H-R  TELEVISION.  INC. 

TRADE  ASSNS. 
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(TV)  Andalusia,  WBIQ  (TV)  Birmingham  and 
WTIQ  (TV)  Munford;  Claude  V.  Courter, 
WCET  (TV)  Cincinnati;  John  W.  Taylor, 
WTTW  (TV)  Chicago;  Vernon  Bronson, 
WTHS-TV  Miami;  John  C.  Schwarzwalder, 
KUHT  (TV)  Houston;  George  S.  Round, 
KUON-TV  Lincoln,  Neb.;  Armand  L.  Hunter, 
WKAR-TV  East  Lansing;  John  Leonard  Boor, 
KCTS  (TV)  Seattle. 

Hillenbrand  Heads  Planning 

For  AAAA  Eastern  Workshop 

NAMES  of  the  planning  committee  for  the 
account  management  workshop  of  the  1956 
Eastern  Annual  Conference  of  AAAA  were 
announced  last  week  by  Adolph  J.  Toigo  of 
Lennen  &  Newell,  New  York,  chairman  of  the 
AAAA  Eastern  Region.  The  conference  will 
be  held  in  New  York  at  the  Hotel  Roosevelt. 

Nov.  27-28. 
William  R.  Hillenbrand  of  Bryan  Houston 

Inc.,  New  York,  is  chairman  of  the  account 
management  workshop  planning  committee. 
Other  members  are:  Robert  R.  Newell.  Cun- 

ningham &  Walsh,  New  York;  Charles  P. 
Pelham,  Fuller  &  Smith  &  Ross,  New  York; 

Chester  A.  Posey,  McCann-Erickson,  New 
York;  George  M.  Prince,  Charles  L.  Rumrill  & 
Co.,  Rochester,  N.  Y;  Allen  C.  Smith,  Aitkin- 
Kynett  Co.,  Philadelphia,  and  Herbert  D. 
Strauss,  Grey  Adv.,  New  York. 

Code  Review  Board  Members 

Assigned  to  Regional  Meets 
MEMBERS  of  the  NARTB  Tv  Code  Review 
Board  have  been  assigned  to  the  eight  regional 
meetings  starting  Sept.  17  in  Minneapolis,  ac- 

cording to  Edward  H.  Bronson,  NARTB  di- 
rector of  tv  code  affairs.  Recent  interpretations 

of  the  code  will  be  explained  as  well  as  opera- 
tion of  monitoring  services. 

Taking  part  in  the  first  four  meetings  will  be 
these  code  board  members:  Sept  17,  Minne- 

apolis, William  B.  Quarton,  WMT-TV  Cedar 
Rapids,  Iowa,  board  vice  chairman;  Salt  Lake 

City,  Sept.  20,  Mrs.  Hugh  McClung,  KHSL-TV 
Chico,  Calif.;  San  Francisco,  Sept.  24,  G.  Rich- 

ard Shafto,  WIS-TV  Columbia,  S.  C,  board 

chairman;  Oklahoma  City,  Sept.  27,  Mrs.  Mo' Clung. 

NARTB  Plans  to  Increase 

Public  Relations  Activity 

NARTB's  public  relations  activity  will  be  "sub- 
stantially expanded"  under  a  program  ap- 

proved by  the  board  of  directors,  according  to 
President  Harold  E.  Fellows  [Closed  Circuit, 
Sept.  3].  The  plan  was  drawn  up  by  a  special 
committee. 

Acting  under  a  board  resolution  adopted  last 

June,  the  committee  reviewed  the  association's 
public  relations  work  at  a  July  25  meeting 

[B*T,  July  30].  It  found  the  association  lacked 
personnel  and  funds  to  meet  all  public  rela- 

tions needs,  though  the  activity  was  improving 
at  both  national  and  community  levels. 

The  new  program  specifies  that  the  ex- 
panded activity  should  be  performed  within 

NARTB's  framework  and  that  the  president 
should  name  a  public  relations  administrator 
to  direct  the  operation.  More  money  was  voted 
to  cover  increase  in  personnel  and  expendi- 
tures. 

Serving  on  the  special  committee  besides  Mr. 

Fellows  are  Campbell  Arnoux,  WTAR-TV 
Norfolk,  Va.,  NARTB  Tv  Board  chairman; 
John  E.  Fetzer,  WKZO-TV  Kalamazoo,  Mich.; 
Arthur  Hull  Hayes,  CBS  Radio;  Ernest  Lee 
Jahncke  Jr.,  ABC-TV;  John  M.  Outler,  WSB 
Atlanta,  Radio  Board  chairman,  and  William 
D.  Pabst,  KFRC  San  Francisco. 

MANUFACTURING 

New  RCA  Radio  Receiver 

Finds  Conelrad  Frequency 

DEVELOPMENT  by  RCA  of  a  radio  receiver 
which  automatically  seeks  and  finds  a  Civil 

Defense  Conelrad  frequency  for  radio  cover- 
age during  an  enemy  attack  was  announced 

last  week  by  C.  M.  Lewis,  manager,  of  RCA's Communications  Products  Dept. 

"The  Conelrad  receiver  was  designed  espe- 
cially to  provide  users  of  mobile  two-way 

radio  systems  with  a  complete,  automatic,  self- 

triggering,  warning  device,"  Mr.  Lewis  ex- 
plained. "Under  regulations  of  the  FCC  to 

become  effective  Jan.  1,  1957,  all  stations  in 
public  safety  and  land  transportation  radio 
service,  as  well  as  other  licensees,  will  be  re- 

quired to  observe  Conelrad  alerts. 
The  RCA  Conelrad  receiver,  Mr.  Lewis 

said,  provides  a  standard  radio  band  for  tun- 
ing in  any  local  station  and  the  two  Conelrad 

frequencies.  The  user  can  pre-set,  with  a 
simple  knob  adjustment,  the  Conelrad  fre- 

quency assigned  to  his  locality  to  provide  auto- 
matic switch-over  from  standard-band  opera- 

tion to  the  Civil  Defense  frequency  during 
emergencies.  When  the  station  to  which  the 

receiver  is  tuned  initiates  shut-down  proced- 
ures, the  set  automatically  switches  to  the 

Conelrad  frequency,  or,  if  pre-set,  it  can  be 
activated  from  the  "off"  position. 
The  RCA  Conelrad  radio  (type  CR-17A), 

according  to  Mr.  Lewis,  also  is  expected  to 

develop  wide  usage  as  an  alert-warning  device 
in  industry,  business,  institutions  and  in  the 
home.  It  measures  9Vz  inches  high,  13 Vi  inches 
wide  and  six  inches  deep  and  weighs  15  pounds. 
It  has  a  consumer  price  of  $115. 

Sylvania  Ups  Prices,  Wages 

IN  KEEPING  with  the  industry-wide  price  in- 
crease on  black-and-white  tv  sets,  Sylvania 

Electric  Products  New  York,  last  week  insti- 
tuted an  "immediate"  mark-up  of  $10  on  four 

of  its  models.  Meanwhile,  Sylvania  raised  the 

take-home  pay  of  its  27,000  employes  by  an- 
nouncing a  five  to  eight  cents  an  hour  wage  in- 

crease for  its  hourly  employes,  and  a  3  % 
increase  for  its  salaried  employes. 

DuMont  Ships  to  WVET-TV 

EQUIPMENT  was  shipped  last  week  to  WVET- 
TV  Rochester,  N.  Y.  (ch.  10),  by  Allen  B.  Du- 

Mont Labs  to  convert  station's  multi-scanner 
unit  to  color,  permitting  that  station  to  originate 
local  programs  in  color  for  the  first  time. 

World's  Tim  Tiirbo-Proj/  (jet-prof)  Airliner 

NON-STOP 

BETWEEN 

NEW  YORK 

AND 

CHICAGO 

Capita/ 
AIRLINES 
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KNOXVILLE,  TENN. 

54th  Metropolitan  Market 

STAVONS 

MGM  MAY  GET  25% 

OF  MINNEAPOLIS  TV 

CHANGE  in  call  letters  of  KEYD-TV  Minne- 
apolis (ch.  9)  to  KMGM-TV  took  effect  on 

Sept.  1,  it  was  announced  last  week  by  Sy 
Weintraub,  president  of  the  station. 

Mr.  Weintraub  said  negotiations  are  still  in 

progress  to  purchase  the  Metro-Goldwyn-Mayer 
library  of  films,  with  discussions  of  a  25% 
interest  in  KMGM-TV  accruing  to  MGM  in 
return  for  the  films.  He  stressed  that  the  25% 

stock  sale  is  "not  contingent  on  the  MGM  film 
purchase."  Asked  whether  the  change  in  call 
letters  had  a  bearing  on  the  negotiations  with 

MGM,  Mr.  Weintraub  replied:  "We  changed  the 
call  letters  because  we  feel  that  KMGM-TV  is 

more  euphonious  than  KEYD-TV." 

Last  month,  Loew's  Inc.,  parent  company  of 
MGM,  leased  its  film  library  to  KTTV  (TV) 
Los  Angeles  and  also  bought  a  25%  interest 
in  that  Los  Angeles  Times  and  Mirror-News- 
owned  ch.  11  outlet  [B«T,  Aug.  20].  Price  for 
the  film  rentals  was  estimated  at  $4  million 
and  price  for  the  quarter  interest  in  KTTV  at 
$1,625,000.  At  that  time  Charles  C.  (Bud) 

Barry,  Loew's  tv  vice  president,  announced  that 
the  motion  picture  company  intended  to  ac- 

quire other  station  interests. 

KDKA-AM-FM-TV  Pittsburgh 

Announces  Changes  in  Staff 

FOUR  staff  changes  affecting  both  KDKA  Ra- 
dio and  KDKA-TV  in  Pittsburgh  were  an- 

nounced last  week  by  Harold  C.  Lund,  vice 
president  of  Westinghouse  Broadcasting  Co. 
in  that  city. 

John  Stilli,  KDKA  sales  manager,  will  fill 

the  same  position  at  KDKA-TV  and  Don 
Trageser,  member  of  the  sales  department  at 

MR.  STILLI MR.  TRAGESER 

MR.  O'FRIEL MR.  JONES 

KDKA,  will  fill  Mr.  Stilli's  post  at  the  ra- 
dio station. 

B.  Calvin  Jones,  production  manager  of 
KYW-TV  Cleveland,  Ohio  will  move  to  Pitts- 

burgh this  week  to  take  over  as  program  man- 
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Buchana 

WATE-TV  OFFERS  YOU: 

POPULATION 

FAMILIES 

RETAIL  SALES 

E.  B.  I. 

f     1,391,280 
 (5'C0UNT,ES) 

345,810 

$1,081,361,650 

$1  290,306  630 
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THE  POWER  MARKET  OF  THE  SOUTH 

CHANNEL 
100,000  WATTS 

Knoxville,  Tennessee 

Represented  Nationally  by,   AVERY-KNODEL  INC. 
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ager  at  KDKA-TV.  A  further  addition  to  the 

executive  staff  is  Paul  G.  O'Friel,  who  moves 
from  WBC's  New  York  offices  to  KDKA-TV 
as  an  administrative  assistant  to  Mr.  Lund. 

Mr.  Stilli  replaces  Lloyd  G.  Chapman  at 
KDKA-TV.  Mr.  Chapman  recently  resigned 
from  the  television  station  to  accept  a  position 
as  director  of  radio  and  television  operations 
for  Vic  Maitland  &  Assoc.  Inc.,  agency. 

WCYB-TV  Bristol,  Va.-Tenn., 

Begins  Regular  Programming 

WCYB-TV  Bristol,  Va.,  went  on  the  air  Sept. 
4  with  regular  programming  following  tem- 

porary operation  to  cover  the  recent  political 
conventions,  according  to  Robert  H.  Smith, 
president  and  general  manager. 
The  station  programmed  from  6:30  p.m. 

to  11  p.m.  its  first  week  of  operation  with  15 
kw.  Last  Saturday,  the  ch.  5  outlet  increased 
its  daily  air  time  from  7  a.m.  to  12  midnight. 

Represented  by  Weed  Television  Corp.,  WCYB- 
TV  is  owned  by  Appalachian  Broadcasting 

Corp.,  is  affiliated  with  NBC-TV  (primary)  and 
ABC-TV  and  is  equipped  for  network  and  local 
film  color. 

In  addition  to  Mr.  Smith,  other  station  execu- 
tives include  J.  Fey  Rogers,  commercial  mana- 
ger; Frank  Spaulding,  program  and  promotion 

supervisor;  Russell  Robinson,  chief  engineer, 
and  Walter  Crockett,  news  editor. 

NBC's  Chicago  Stations  Name 

Trigg  Programming  Director 

APPOINTMENT  of  Harry  Trigg  as  program- 
ming director  of  WMAQ  and  WNBQ  (TV) 

Chicago  was  announced  Wednesday  by  Jules 

Herbuveaux,  vice  president  and  general  man- 
ager of  the  NBC-owned  stations.  Mr.  Trigg 

succeeds  George  Heinemann,  who  has  been  ap- 
pointed program  manager  at  WRCA-TV  New 

York  [B*T,  Aug.  27]. 
A  member  of  the  NBC  Chicago  staff  since 

1950,  Mr.  Trigg  has  specialized  in  program- 
ming and  production  work. 

Another  change  at  the  NBC  Chicago  stations 
was  the  naming  of  John  Keys,  former  sales 
director,  to  the  post  of  director  of  advertising 
promotion  and  merchandising.  A  successor  for 
Mr.  Keys  has  not  been  chosen.  It  also  was 
reported  that  Charles  Dresser.  NBC-TV  Chicago 
network  sales  account  executive,  will  transfer  to 

New  York  in  a  sales  capacity  with  WRCA-TV. 

WBBR  Sold  for  $133,000 

SALE  of  WBBR  Brooklyn,  N.  Y.,  by  the 
Watchtower  Bible  &  Tract  Society  of  New 
York  to  H.  Scott  Killgore  interests  was  filed  last 
week  at  FCC.  Price  for  the  outlet,  which 

operates  non-commercially  on  1330  kc  with  5 
kw,  was  $133,000.  Mr.  Killgore,  who  two 

weeks  ago  sold  WARE  Ware,  Mass.,  for  $105,- 
000,  also  owns  WKXL  Concord,  N.  H.;  WKXV 
Knoxville,  Tenn.,  KUDL  Kansas  City,  Mo., 
and  WPOP  Hartford,  Conn.  Mr.  Killgore  said 
the  Brooklyn  station  call  letters  will  be  changed 
to  WPOW. 

WFLW  Sold  to  Fred  Staples 

WFLW  Monticllo,  Ky.,  has  been  sold  by  Clif- 
ford Spurlock  and  James  Shacklette  to  Fred  A. 

Staples.  Price  was  $25,500,  with  the  sale  ne- 
gotiated by  Paul  H.  Chapman  Co.,  Atlanta 

broker.  Mr.  Staples  is  a  former  owner  of 
WCRE  Cheraw,  S.  C,  and  stockholder  in 
WHJC  Matewan,  W.  Va.  WFLW  operates  on 
1570  kc  with  250  w  daytime.  Sale  is  subject  to 
FCC  approval. 

Gilbert  to  Head  New  Branch 

Of  Avery-Knodel  in  Detroit 

IN  LINE  with  an  expansion  program  at  Avery- 
Knodel    Inc..    station    representatives,  Lewis 

H.  Avery,  president, is  announcing  today 

(Monday)  the  open- 
ing of  a  new  office in  Detroit,  headed  by 

Glenn  Gilbert.  The 

office  is  in  the  Na- tional Bank  Bldg.. 
Suite  1446,  Detroit 
26.  The  telephone 

number  is  Wood- 
ward 1-9607. 

Mr.  Gilbert  served 
most  recently  with 
The  Katz  Agency  in 

Detroit. 
MR.  GILBERT 

WRAL-TV  Raleigh  Names 
Fred  Fletcher  Manager 

FRED  FLETCHER,  general  manager  of 
WRAL-AM-FM  Raleigh,  N.  C,  will  serve  as 
general  manager  of  WRAL-TV,  scheduled  to 
go  on  the  air  Dec.  1,  it  was  announced  last week. 

Ted  Cramer  will  be  operations  manager  of 
the  tv  station,  and  Virgil  D.  Duncan,  chief  en- 

gineer of  WRAL  Radio,  will  serve  as  chief  en- 
gineer for  WRAL-TV.  H-R  Representatives 

has  been  appointed  to  represent  the  station. 
The  FCC  granted  ch.  5  to  Capital  Broad- 

casting Co.,  owner  of  WRAL,  on  June  29  [At 
Deadline,  July  2].  A.  J.  Fletcher  is  president of  the  company. 

WRAL-TV  will  operate  on  100  kw  and  plans 
to  construct  1,100-ft.  tower. 

Film  Rating  Total  of  50 

Guaranteed  by  WATV  (TV) 

WATV  (TV)  Newark-New  York  will  guarantee 
a  cumulative  total  of  50  rating  points  a  week, 

based  on  Telepulse  Inc.,  for  its  Famous  All-Star 
Movie  series  of  20th  Century-Fox  films  begin- 

ning on  the  station  Oct.  1. 
WATV  President  Irving  Rosenhaus  made 

this  announcement  at  a  luncheon  presentation 
for  the  series,  which  was  given  by  the  station 
in  Chicago  on  Aug.  29.  The  program  policy 
will  be  to  have  multiple  exposure  of  each  film 
on  the  basis  of  16  showings  a  week 

In  essence  WATV  will  be  guaranteeing  ad- 
vertisers an  audience  of  2,365,000  homes  each 

week,  said  Mr.  Rosenhaus. 

McGillvras  Buying  Station 

ENTRY  into  radio  station  ownership  field  by 
Joseph  Hershey  McGillvra,  president  of  the 
radio-tv  station  representative  firm  bearing  his 
name,  was  disclosed  in  an  application  filed 
with  the  FCC  last  week.  Mr.  McGillvra  and 

his  wife,  Agnes,  asked  the  Commission  to  ap- 
prove their  $72,500  purchase  of  WBIW  Bed- 

ford, Ind.,  from  Radio  Bedford  Inc.  WBIW, 
which  began  operation  in  1948,  is  a  Mutual 
affiliate  on  1340  kc,  250  w.  The  McGillvras 
also  are  applicants  for  a  new  am  (1300  kc, 
1  kw  day)  at  Kingston,  N.  Y. 

Others  in  the  station  representation  field  with 
broadcast  interests  include  Edward  Petry  &  Co., 

which  owns  22.2%  of  Wrather-Alvarez  Broad- 
casting Inc.,  licensee  of  KFMB-AM-TV  San 

Diego  and  KYAT  (TV)  Yuma,  Ariz.  Mrs. 
Eugene  Katz,  whose  husband  heads  the  Katz 

Agency,  owns  1 1  %  of  WSAZ-AM-TV  Hunting- 
ton, W.  Va. 
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San  Diego  is  the  20th  market" in  the  nation  in  Furniture— 
Household— Radio  Store  Sales— 1955. 

More  sales  in  this  category  than 
Denver,  Seattle,  New  Orleans, 

Indianapolis,  Portland  or  Dallas. 

San  Diego  has  more  people,  making  more, 
spending  more,  and  watching 
Channel  8  more  than  ever  before! 

"Sales  Management  1956  Survey  of  Buying  Power 

KFMB 

WRATH  ER  -  ALVAREZ  BROADCASTI NG .  INC 

SAN  DIEGO America's     more  market 
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STATIONS 

on  your  dial 

iCSS! 

lanne 

The  right  combination 

<2     to  sell  Everything  from  .  .  . 

Spark  Plugs  to  Cars  * 

Oklahoma's..  J 

No.1 

Market 

^*  Motor  Vehicle,  Automotive  Supply  Stores  and 
Service  Stations  Sales  Over  $250  Million  Dollars 

This  is  just  one  example  of  how  the  more 

than  three  thousand  more  new  families  that 

come  to  the  Tulsa  area  each  year  spend 

money!  That's  because  they  have  the  money 

to  spend.  No  matter  what  kind  of  product 

you  sell,  you'll  sell  the  most,  at  lowest  cost, 

in  Oklahoma's  No.  1  Market  with  Okla- 

homa's No.  1  advertising  combination  — 
KVOO  RADIO  and  KVOO-TV. 

'Sales  Management,  May  10,  1956,  Research  Dept., Tulsa  Chamber  of  Commerce. 

RADIO 
Represented  by 

EDWARD  PETRY  CO. 

TELEVISION 
Represented  by 

BLAIR  TV 

1170  KC    •    50,000  Watts        TULSA,    OKLAHOMA       .  Ciannel  2  •  Maximum  Power 

ABC  to  Represent 

Its  Networks  in  West 

WESTERN  division  regional  radio  and  televi- 
sion networks  of  ABC  will  be  represented  na- 

tionally by  the  network's  own  sales  offices  ef- 
fective Nov.  1  on  resignation  of  representation 

by  Edward  Petry  &  Co.,  it  was  confirmed  last 
week  by  both  ABC  and  Petry  offices  in  Los 

Angeles. Garrett  E.  Hollihan,  who  handled  ABC  for 

Petry  in  San  Francisco,  returns  to  Petry's  Los 
Angeles  office. 

Hugh  Ben  LaRue  Appointed 

KTVR  (TV)  Executive  V.  P. 

APPOINTMENT  of  Hugh  Ben  LaRue  as  ex- 
ecutive vice  president  of  KTVR  (TV)  Denver 

was  announced  last  week  by  John  Shaheen, 

president  of  the 
Founders  Corp.  and 
John  D.  Keating, 

vice  president  of 
Gotham  Broadcast- 

ing Corp.  Each  of 
these  corporations 
owns  50%  of  KTVR 

Inc.,  the  station's  li- censee. 

Mr.  LaRue  served 

most  recently  as  gen- 
eral sales  manager 

of  WINS  New  York, 

MR.  La  RUE  in    which  Gotham Broadcasting  has  a 
major  interest.  Previously,  he  had  been  vice 
president  and  general  manager  of  KULA 
Honolulu  and  an  account  executive  at  WOR- 
TV  New  York. 

Jon  R.  McKinley,  general  manager  of  KTVR 
(TV),  will  continue  in  that  capacity.  It  was 
reported  that  no  other  personnel  changes  are 

expected. 

Mild  Heart  Seizure 

Hospitalizes  Fay 

WILLIAM  A.  FAY,  general  manager  of 
WHAM-TV  Rochester,  N.  Y.,  was  reported  in 
good  condition  in  Rochester  General  Hospital 
last  week  after  suffering  a  coronary  occlusion 
at  his  home  Aug.  31. 

Spokesmen  for  the  station  said  diagnosis 
indicated  the  heart  attack  was  mild.  He  will 

remain  at  the  hospital  for  the  prescribed  three- 
week  period,  which  will  be  followed  by  a 
period  of  rest  and  recuperation  at  his  home. 

Mr.  Fay,  for  many  years  a  prominent  in- 
dustry figure,  was  associated  with  Stromberg- 

Carlson  Co.  from  1928,  when  he  became  pro- 
gram director  of  its  WHAM,  until  its  sale  of 

the  WHAM  properties  to  Transcontinent  Tele- 
vision Corp.  last  month  [B«T,  Aug.  27]. 

KGW-TV  Appoints  Pindell 
JOHN  H.  PINDELL,  local  sales  manager  for 
KING-TV  Seattle,  Wash.,  has  been  named 
sales  manager  of  KGW-TV  Portland,  Ore.,  it 
was  announced  last  week  by  KGW-TV  Mana- 

ger Walter  E.  Wagstaff. 

Mr.  Pindell,  whose  appointment  at  KGW-TV 
becomes  effective  Oct.  1,  has  been  local  sales 

manager  of  KING-TV  since  returning  to  the 
Seattle  station  last  January.  He  had  been  ac- 

count executive  for  KING  Radio  and  KING- 
TV  from  1950  to  1953.  In  December  of  1953, 
he  went  to  Spokane,  Wash.,  to  become  sales 

manager  for  KHQ-TV. 
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Darrell  Stuart 

Or  how  to  paint  your  way  up  the  ladder 

^ou  hear  a  lot  of  talk  these  days  about 
the  danger  of  big  companies  getting 
still  bigger. 

"What  people  overlook  is  that  every 
big  company  creates  opportunity  for 

small  ones  to  start  and  grow  strong.  I'm 
a  good  example. 

"I  quit  school  at  15  and  went  to  work 
as  an  apprentice  painter.  When  I  was 
22  I  started  a  little  decorating  business 
in  Santa  Barbara,  California. 

DARRELL  STUART,  DECORATING,  1919 

"In  1930 — when  I  was  33 — I  had  an 
idea  I  could  do  better  by  specializing.  So 
I  bid  on  painting  a  Union  Oil  service 

station.  I  got  the  contract,  gave  my  deco- 
rating business  to  my  superintendent, 

and  started  to  specialize. 

"I  had  a  truck,  a  hired  hand,  and  $1000 
I'd  borrowed  from  the  bank.  I  did  a  bet- 

ter paint  job  on  that  first  station  than 
Union  had  ever  been  able  to  get  for  the 

money — and  still  made  $40.  As  a  result, 

I  kept  getting  more  contracts — and  bor- 
rowing more  money.  Profits  I  put  back 

into  the  business  for  equipment. 

"Today,  Darrell  Stuart  Inc.  gets  most 
of  the  paint  work  for  Union  Oil's  market- 

ing department,  and  a  sizeable  amount 
from  other  departments,  too.  We  still 

bid  competitively  on  every  job — and 

DARRELL  STUART:     RIG  BUSINESS  IS  THE  BEST  FRIEND  SMALL  BUSINESS  HAS 

still  do  a  better  one  than  Union  itself 
can  do  any  other  way. 

"We  employ  over  200  people,  work 
92  trucks  and  own  our  own  building, 

mortgage-free.  Last  year  we  grossed  over 
a  million  dollars. 

"But  the  point  is:  if  Union  Oil  hadn't 
given  me  the  chance,  I'd  never  have  had 

ONE  OF  DARRELL  STUART'S  JOBS:  THE  UNION  OIL  STORAGE -TANK  PUMPKIN. 

the  incentive  to  come  this  far.  In  my 

book,  big  business  is  the  best  friend — 
and  customer — small  business  has!" 

$       $  $ 

Last  year  our  customers  paid  us  a  record 

$368,760,900.  That's  big  business. 
But  when  you  take  a  closer  look,  you 

find  we  spent  72%  of  that  $368,760,900 
with  more  than  fifteen  thousand  other 

companies  and  individuals  with  whom 
we  do  business. 

Many  of  these  companies — like 
Stuart's — have  grown  with  us.  As  long 

as  we  continue  to  do  a  better  job,  there's 
a  good  chance  some  of  those  small  com- 

panies will  be  the  big  ones  of  tomorrow. 

YOUR  COMMENTS  ARE  INVITED.  Write: 

The  Chairman  of  the  Board,  Union  Oil  Co., 
Union  Oil  Bldg.,  Los  Angeles  17,  Calif. 

Union  Oil  Company  OF  CALIFORNIA 
MANUFACTURERS  OF  ROYAL  TRITON,  THE  AMAZING  PURPLE  MOTOR  OIL 
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THEY'RE  TRAINING 

THEIR  OWN 

AT  WTOP-TV 
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IS  IT  inevitable  that  the  loss  of  a  trained 

and  gifted  employe  in  the  program  depart- 
ment of  the  average  television  station  leave 

an  unpatchable  hole  in  the  outlet's  opera- 
tions? Must  a  tv  station  manager  eternally 

pour  curses  on  a  transient  industry  and 
claw  for  the  classifieds  once  more  when  one 

of  his  star  programming  people  moves  on  to 

a  better  job?  Does  the  cost-conscious  tv  out- 
let have  to  depend  on  the  ebb  and  flow  of  a 

new  and  changing  industry  to  send  him 
capable  and  creative  employes  to  build  up 
his  programming? 

Not  a  bit  of  it,  says  Thomas  B.  Jones, 

program  director  of  WTOP-TV  Washing- 
ton, D.  C,  which  for  five  years  has  oper- 
ated a  continuous  on-the-job  training  school 

that  not  only  keeps  on  tap  the  necessary 
lower  echelon  program  help  and  fills  the 

station's  vacancies  with  capable  young  direc- 
tors, but  also  sends  out  a  small  surplus  of 

the  latter  to  the  rest  of  the  broadcast  in- 
dustry. 

WTOP-TV  itself  was  having  troubles  get- 
ting and  keeping  good  programming  peo- 

ple in  June  1951  when  John  S.  Hayes,  pres- 
ident of  the  Washington  Post  Broadcast 

Div.  (WTOP-AM-FM-TV,  WMBR-AM- 
FM-TV  Jacksonville,  Fla.),  worked  out  the 

station's  30-month  training  plan  for  keep- 
ing a  constant  supply  of  directors  available 

for  its  programming  needs. 
Tom  Jones  was  one  of  four  graduates 

from  the  University  of  Maryland  selected 

by  Mr.  Hayes  to  begin  the  Washington  out- 

let's system  of  securing  promising  young 
men  as  prospective  tv  directors  and  training 
them  its  own  way.  Today,  of  the  16  people 

in  WTOP-TV's  program  department,  all  but 
one  are  products  of  or  trainees  in  the  sta- 

tion's on-the-job  system. 
These  include  Program  Director  Jones,  a 

production  manager,  four  directors  and  nine 
trainees,  of  whom  four  are  assistant  directors 
and  five  floor  directors. 

At  first  glance,  WTOP-TV's  training  pro- 
gram would  appear  to  be  no  different  than 

that  of  the  ordinary  tv  station  which  trains 

its  own  help  from  scratch;  that  is,  the  pro- 
spective young  director,  with  little  or  no 

background  in  television,  is  hired,  trained 

over  a  period  of  time  in  which  he  is  given 
increasing  compensation  and  responsibilities 
and  finally  is  given  a  permanent  assignment 

in  the  station's  program  department. 
But  the  Washington  outlet's  training  sys- 

tem is  a  great  deal  more  than  that.  WTOP- 

TV  management,  knowing  that  its  program- 
ming department  will  have  only  a  limited 

number  of  vacancies,  makes  no  promises  of 

permanent  employment  to  its  on-the-job 
trainees  except  to  assure  the  pupil  that  upon 
completion  of  the  training  course  he  will 

have  first  call  on  any  program  position  open- 
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ing  at  WTOP-TV.  If 
no  vacancy  occurs, 
the  station  uses  its 
resources  to  secure 

the  graduate  director 

a  job  somewhere  else 
in  television  or  re- 

lated industries. 

In  selecting  pro- 
spective directors 

from  applicants  for  the  WTOP-TV  training 
school,  Mr.  Jones  begins  at  the  beginning. 
He  believes  that  no  one  should  go  into  the 
training  who  is  not  potentially  qualified,  in 

aptitude  and  attitude,  to  be  a  full-fledged  tv 

director.  That  WTOP-TV's  screening  of  ap- 

plicants is  sound  is  shown  by  the  station's 
record  of  those  who  have  gone  through  the 
training.  Of  40  persons  who  have  entered  the 

training,  15  are  accounted  for  at  WTOP- 
TV  itself,  including  the  present  crop  of 
trainees.  Of  the  others,  15  have  responsible 
programming  or  similar  creative  positions  in 
tv  or  related  industries;  five  left  the  program 

because  of  inadaptability  and  five  are  in 
other  fields  or  on  military  leave. 

WTOP-TV  chooses  the  trainee  from 

among  college  graduates,  preferably  those 

who  have  taken  speech,  drama,  radio-tv 
communications  or  related  courses  in  col- 

lege. Among  institutions  represented  by 
participants  in  the  training  course  are  the 

U.  of  Maryland,  George  Washington,  Amer- 
ican, Catholic  and  Howard  universities,  all 

from  in  or  near  Washington,  and  U.  of 
California,  Northwestern,  Princeton,  Yale 
and  Duke  universities. 

Wanted:  Creative  Minds 

But  the  station's  main  concern  in  select- 
ing an  applicant  is  the  attitude  and  aptitude 

of  the  prospective  director  toward  the  tv  me- 
dium. This  is  established  by  personal  in- 

terview. Although  the  applicant  may  not 

have  a  four-year  college  education,  al- 
though his  background  may  be  entirely  un- 

related to  television,  "we  will  hire  him  if  he 
has  what  we  are  looking  for,"  Mr.  Jones 
says,  "for  neither  education  nor  background 
can  take  the  place  of  the  creative  mind." 
One  of  the  station's  most  highly-regarded 
directors  came  to  WTOP-TV  from  a  job  as 
a  Latin  teacher. 

What  is  the  creative  mind?  Mr.  Jones 

may  be  able  to  recognize  it,  but  he  defines 

it  only  by  example.  "Suppose,"  he  said, 
"that  you  have  a  young  lady  in  here  tomor- 

row afternoon  to  do  a  song.  That  was  what 
faced  one  of  our  young  directors  a  few 

weeks  ago.  The  song  was  'Over  the  Rain- 

bow.' 

"Now,  one  way — an  acceptable  way  to  do 
this — would  be  to  stand  the  girl  in  front  of 

TRAINEE  floor  director  Vic  Hirsh  hold  an  "idiot  board"  (a  reminder 

of  the  next  feature  on  the  program)  for  WTOP-TV's  Bob  Dalton. 
Mr.  Hirsh  is  in  the  first  phase  of  the  30-month  course. 

a  painted  rainbow  backdrop  for  her  song. 

That  would  establish  the  theme  of  'Over  the 

Rainbow.' 

"But  our  young  man  had  a  truly  cre- 
ative idea  which  we  fully  supported.  The 

scene  opened  with  a  scrubwoman  on  her 
knees  scrubbing  the  floor  and  cleaning  in 

front  of  a  looking  glass  against  a  well-to-do- 
home  setting.  As  she  worked  she  began 

humming  'Over  the  Rainbow.' 
"As  the  drab  cleaning  woman  began  dust- 

ing the  mirror  the  camera  dissolved  to  show 
in  the  looking  glass  a  carefree  and  smiling 

young  girl,  identified  as  the  scrubwoman, 
dancing  lightly  through  a  lavish  palace, 
where  servants  waited  on  every  hand,  happy 

to  defer  to  her  every  wish  as  she  moved 
from  one  setting  to  another.  As  the  song, 

coming  from  off  camera,  was  concluded  the 

picture  dissolved  again  to  show  the  scrub- 
woman, her  daydream  finished,  still  hum- 

ming the  tune  while  completing  her  task  of 

dusting  the  looking  glass." 
It  might  be  argued  that  the  candidates 

finally  selected  by  WTOP-TV's  program  de- 
partment show  more  than  mere  aptitude 

or  the  creative  spirit,  There  are  enough  ob- 
stacles along  the  way  to  weed  out  quickly 

those  who  are  not  driven  by  esthetic  passion, 

or  at  the  least,  a  strong  singleness  of  pur- 

pose. 

The  trainee  starts  out  at  WTOP-TV  as  a 

"floor  director"  at  $40  a  week.  If  the  scant 
pay  is  not  enough  to  discourage  him,  he 
soon  finds  that  his  new  title  is  deceptively 

optimistic.  A  floor  director,  as  any  floor  di- 
rector well  knows,  moves  furniture,  props, 

scenery  and  does  other  menial  studio  chores 
in  unquestioned  deference  to  the  whims  of 

the  director;  he  holds  "idiot  boards"  for 
live  tv  performers;  he  cues  the  talent  on 
time  remaining,  is  responsible  for  props  and 

sets  being  available  and  for  convoying  tal- 
ent to  the  right  place  at  the  right  time.  If 

this  doesn't  scare  him  off,  his  responsibilities 
increase  and  his  salary  skyrockets  to  $50 
in  three  months. 

When  he  completes  nine  months  his  pay 

goes  to  $55  and  at  the  end  of  15  months  he 

becomes  an  "assistant  director"  at  a  salary of  $60. 

For  the  second  15  months,  as  assistant 

director,  he  moves  up  to  the  control  booth 
where  he  keeps  a  stopwatch  on  the  live 
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"Mr.  Wonderful"  with  the  Will  Mastin  Trio  starring  Sammy  Davis,  Jr.  and  Jack  Carter 

A  PACKED  HOUSE  EVERY  PERFORMANCE" 

Viewers  for  counties  around  can  throw  their 

channel  bands  away  and  not  miss  a  trick. 

The  reason  .  .  .  WICU,  Erie  —  the  only  VHF 
station  within  100  miles.  WICU  covers  3  states 

A  LOOK  AT  THE  BOX 

OFFICE* 
National 

WICU 

Big  Story 24.7 55.8 

People  Are  Funny 22.1 54.3 

Ford  Theatre 23.8 
54.0 

1  Led  Three  Lives 13.8 54.0 
Loretta  Young 25.0 54.0 

Eddie  Fisher 
9.0 

44.3 

Medic 25.6 52.3 

Truth  or  Consequences 
16.9 

52.3 
Screen  Directors  Playhouse 14.7 51.8 

Mickey  Mouse  Club 19.5 33.6 

"Telepulse  February,  1956 

and  invades  2  countries.  It  stars  top  network  and 

local  programming  that  prompts  audiences  to 

rave  and  rating  systems  to  thrive. 

If  you  buy  "by  the  numbers",  WICU  delivers 
ratings  consistently  20%  and  more  over  the 

national  average.  If  you  buy  the  "track  record", 
then  even  if  your  name's  Rock  Hudson  success 
will  spoil  you  on  WICU.  Witness  the  box-office 
ratings  below. 

A  spot  campaign  tucked  midst  WICU's  40's  and 
50's  will  rate  even  higher  with  the  client. 

Now's  the  time  to  call  your  Petry  man.  A  reading 
from  his  prompt  book  can  guarantee  you  a 

"packed  house  every  performance". 

%A#ir*l  I 
 ERIE,  PA. 

WW  IVU  CHANNEL 

An  Edward  Lamb  Enterprise  —  Ben  McLaughlin,  General  Manager 
Represented  Nationally  By 

EDWARD  PETRY  AND  CO.,  INC. 

New  York,  Chicago,  Detroit,  San  Francisco,  St.  Louis,  Los  Angeles 



STATIONS 

WFNS  'Radio  Museum' WFNS  Burlington,  N.  C,  Commercial 
Manager  Harold  Nail  began  collecting 
old  radio  and  phonograph  sets  several 
months  ago  to  see  how  many  could  be 

picked  up  in  the  WFNS  area.  The  re- 

sult was  a  three-day  "Radio  Museum" 
staged  by  the  station  during  which  500 
visitors  viewed  equipment  dating  back 
more  than  60  years  as  well  as  the  latest 
in  high  fidelity  and  stereophonic  sound. 

Illustrated  by  photographs  of  pioneer 
radio  operations  (through  the  courtesy 
of  KDKA  Pittsburgh  and  Mutual),  the 
oldest  item  on  display  was  a  Columbia 
Graphophone  with  an  1886  patent  date. 
The  oldest  radio  set  shown  was  a  Model 
20  Atwater  Kent.  Guests  also  listened  to 

a  15-minute  tape  of  some  of  the  voices 
once  (and  still  highly)  popular  on  radio 
and  newscasts  of  top  moments  in  the 
industry's  history. 

Final  phase  of  the  museum  featured  a 
demonstration  of  the  latest  in  sound 

equipment  in  the  WFNS  studios.  Sound 
was  traced  from  early  day  phonographs 
to  a  demonstration  of  stereophonic 

equipment. Also  playing  an  important  part  in  the 
exhibit  were  General  Manager  G.  C. 
(Jack)  Starnes,  Chief  Engineer  Charles 
Stafford  and  Program  Director  Dick 
Bowman. 

studio  production  below  and  advises  the  di- 
rector on  the  time  necessary  to  put  on  given 

scenes.  He  previews  films  and  determines 
their  lengths.  He  performs  the  research 
necessary  for  background  in  any  station 

presentation  and  is  responsible  for  procur- 
ing props  and  scenery  and  having  them  in 

place.  For  these  and  other  chores  WTOP- 
TV  pays  him  a  handsome  $70  for  the  last 
nine  months  of  his  training.  And  all  this 
time  he  is  in  the  presence  of  the  director, 
listening  to  those  curt  commands  which  go 
out  into  earphones  to  determine  the  course 
of  the  program.  The  thought  that  the  time 
is  growing  nearer  when  he  will  be  uttering 
these  same  commands  acts  upon  him  like 

heady  wine. 
As  an  embellishment  to  the  30-month 

course,  WTOP-TV  sends  the  trainee  to  its 
sister  station  in  Jacksonville,  WMBR-TV, 
for  two  weeks  sometime  early  in  the  train- 

ing period.  At  Jacksonville,  where  there  are 
no  union  contracts  to  forbid  it,  the  trainee 

is  put  through  an  intensive  period  of  oper- 
ating technical  machinery  and  equipment 

which  is  prohibited  to  any  but  union  mem- 
bers in  the  WTOP-TV  contract.  At  Jackson- 

ville, the  future  director  operates  cameras 

and  camera  dollies,  microphone  booms,  stu- 
dio lighting  gear,  turntables  for  thematic 

music  and  the  switching  of  the  two  to  four 
cameras  which  cover  a  live  production. 

Better  Understanding 

This  two-week  period  adds  a  maturity 

and  restraint  to  the  trainee's  studio  behavior 
which  is  easily  apparent  upon  his  return  to 

WTOP-TV,  to  hear  Mr.  Jones  tell  it.  "Before 

they  go  to  Jacksonville,"  he  says,  "they  are 
sometimes  a  little  haughty  and  demanding 
of  the  technicians.  But  when  they  return  to 
Washington  they  are  full  of  consideration 
for  the  limitations  of  the  technician  and  his 

equipment.  It's  'please  do  this,'  and  'do  you 
think  you  can  move  the  camera  in  a  little 

closer,  sir.'  " 
Some  of  the  WTOP-TV  daily  live  shows 

on  which  trainees  cut  their  directorial  teeth 

are  the  Mark  Evans  Show,  a  one-hour  vari- 

ety program  from  9-10  a.m.;  Donna  Doug- 

las Show  (2-2:15  p.m.),  women's  features; 
Pick  Temple's  Giant  Ranch  (4-5  p.m.),  live 
and  filmed  show  for  children,  and  two  daily 
15-minute  news  and  weather  shows  at  6:30 
and  11  p.m. 

Weekend  shows  on  WTOP-TV  include 

Ask-It-Basket  (9-9:30  a.m.  Sat.),  teen-agers 

panel  show;  Chapel  of  the  Air  (9-9:30  a.m. 
Sun.),  in  cooperation  with  the  U.  S.  Air 

Force  Chaplains  Office;  Mass  for  Shut-ins 
(10-10:30  a.m.  Sun.,  3  of  4  weeks);  Jewish 

Community  ■  Hour  (10-10:30  a.m.  Sun., 
every  fourth  week);  City  Side  (1:30  p.m. 
Sun.),  panel  show  on  local  affairs,  and, 

during  football  season,  the  Washington  Red- 
skins professional  games. 

WTOP-TV  trainees  and  directors  are  as- 
signed to  all  these  shows  and  also  to  live 

commercials  and  programs  filmed  by  the 

station.  The  trainees  get  some  network  ex- 
perience when  WTOP-TV  originates  a  regu- 

lar network  show,  like  the  Sunday  Face  the 
Nation,  puts  on  a  special  program  or  makes 

a  special  pickup  for  CBS-TV,  with  which 
WTOP-TV  is  affiliated. 

Successes  in  Other  Places 

Some  of  the  graduate  directors  of  the 
WTOP-TV  school  attest  to  the  thoroughness 

of  the  training  itself  and  to  the  station's 
ability  to  pick  a  winner  for  the  course.  One 

is  a  director  in  the  CBS-TV  news  depart- 
ment, New  York,  and  another  is  in  film  pro- 

duction at  CBS-TV;  one  is  production  di- 

rector of  a  competing  station,  WMAL-TV 

Washington,  and  another  is  progragm  direc- 
tor of  WFAM-TV  Lafayette,  Ind.;  two  are 

production  coordinators  at  Warwick  &  Leg- 
ler  and  Young  &  Rubicam,  New  York,  and 

one  ended  up  in  Hollywood  as  an  actor  who 

has  appeared  on  CBS-TV's  Climax  and  Ford 
Star  Jubilee. 

WTOP-TV's  Tom  Jones  is  the  first  to  ac- 
knowledge that  the  idea  of  a  continuous 

training  school  for  company  employes  is 

not  new.  "But  where  ours  differs,"  he  insists, 

"is  that  we  are  dealing  in  creative  abilities. 

You  can't  compare  that  with  teaching  a  man 
how  to  operate  a  machine  or  teaching  him 

how  to  lay  brick,  or  even  how  to  be  a  bet- 

ter salesman."  WTOP-TV  management 

feels,  he  says,  that  the  success  of  the  station's 
training  program  lies  in  the  judicious  selec- 

tion of  a  prospect  who  appears  to  possess 

the  qualities  needed  by  a  television  direc- 
tor and  providing  him  the  proper  climate 

to  exercise  his  creative  abilities. 

WMAR-TV's  Kavanaugh  Dies 

EMMETT  P.  KAVANAUGH,  62,  vice  presi- 
dent and  secretary  of  the  A.  S.  Abell  Co.  (li- 

censee of  WMAR-TV  Baltimore  and  publisher 
of  the  Baltimore  Sunpapers),  died  last  Wednes- 

day in  Union  Memorial  Hospital,  Baltimore, 
following  a  heart  attack  a  week  earlier. 

Survivors  include  his  wife,  Mrs.  Katherine 
Kavanaugh;  two  sons,  Emmett  P.  Kavanaugh 
Jr.,  and  Robert  Kavanaugh,  assistant  national 
advertising  manager  of  the  Sunpapers,  and  a 

stepson,  B.  Herbert  Reynolds,  Sunpapers  circu- lation manager. 

A  MASTER'S  DEGREE  in  communications 

is  awarded  publisher-broadcaster  John  F. 

Dille  Jr.  (I)  by  the  University  of  Chicago— 
the  first  such  degree  awarded  by  the  uni- 

versity to  a  newspaper-broadcasting  ex- 
ecutive. Presentation  is  being  made  by 

Chicago  University  Vice  President  R.  Wen- 
dell Harrison.  Mr.  Dille  is  president  of 

Truth  Publishing  Co.,  Elkhart,  Ind., 

publisher  of  The  Elkhart  Truth,  and  presi- 
dent of  WTRC-WSJV  (TV),  both  Elkhart. 
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In  San  Francisco  They  Are  Watching  Channel  4 

And  the  Best  of  the  Warner  Bros.  Film  Package 

SAN  FRANCISCO  CHRONICLE  •  NBC  AFFILIATE  •  PETERS,  GRIFFIN  &  WOODWARD 
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COME  HELL  OR  HIGH  WATER 

STEMMING  from  the  experience  of  WTAG 
Worcester,  Mass.,  during  the  1952  tornado  and 
1955  flood  is  a 
booklet  explaining 

each  staff  member's 
duties  in  relation  to 
the  whole  station 
operation  in  time  of 
crisis,  prepared  by 
Andy  Fuller, 

WTAG's  community 
service  director.  For 
the  guidance  of  other 
stations  located  in 
areas  where  winds 
and  water  may  upset 
normal  operations, 
B»T  reprints  below  a 

condensed  version  of  WTAG's  Storm  Procedure. 

MR.  FULLER 

GENERALLY  SPEAKING 

AS  THINGS  have  developed  over  the  past  few 
stormy  years,  we  seem  to  have  settled  into  two 
main  storm  functions: 

1.  A  place  for  the  reception,  and  then  re- 
broadcast,  of  emergency  announcements; 

2.  A  place  where  people  telephone  to  get 
information. 

The  first  function  is,  of  course,  the  most  im- 
portant. And  we  should  never  let  the  second 

get  in  the  way  of  the  first.  But,  we  should  make 
every  effort  to  do  a  good  job  on  the  second. 

Especially  when  you're  tired,  people's  foolish 
telephone  questions  seem  even  more  foolish. 
But  often  these  people  are  calling  from  a  tough 

spot,  or  they've  just  been  through  some  rough 
going.  From  where  they  sit.  or  stand,  their 

question  is  important.  And  as  long  as  we're 
warm  and  comfortable — with  a  coffee  pot 
rumbling  not  too  far  away — we  can  afford  to  be 
nice  to  everybody. 
Some  of  the  procedures  in  here  may  seem 

unnecessary.  It  may  seem  as  though  "there 
isn't  time"  to,  say,  put  your  initials — the  date — 
and  the  time  received  on  the  bottom  of  an  an- 

nouncement taken  over  the  phone.  But  there's 
very  good  reason  for  that.  And  if  done,  it  will 
save  much  more  time  later,  and  also  some  con- 

fusing and  embarrassing  mistakes. 

This  handbook  is  an  attempt  to  make  note  of 

some  of  the  things  we've  learned  handling  a 
tornado,  some  hurricanes,  and  assorted  floods 
and  blizzards.  It  may  be  changed  in  the  light  of 

future  experience.  But  for  the  moment,  let's 
make  it  the  standing  operating  procedure.  If 

you'll  absorb  as  much  of  it  as  you  can  ahead 
of  time — esDeciallv  the  parts  which  may  apply 

to  you — we'll  be  able  to  get  organized  twice  as 
fast  should  anything  more  blow  into  town. 

STORM  HEADQUARTERS 

News  Room 

Storm  Coordinator 

One  person  should  be  designated  as  Storm 
Coordinator  with  the  job  of  filtering  and  check- 

ing all  incoming  public  service  information. 
He  corresponds  roughly  to  the  editor  of  a 
newspaper  who  is  theoretically  responsible  for 

everything  in  the  paper — although  in  actual 
practice,  it's  sometimes  hard  to  make  that 
"everything"  an  actual  fact. 
Storm  Table 

As  soon  as  we  go  on  storm  alert,  one  large 
table  should  be  set  up  as  the  clearing  point  for 
all  storm  bulletins,  except  material  for  use  on 

regular  newscasts.  Newsmen  will  continue  their 
usual  function  as  editors  and  collectors  of 

"news."  However,  most  newscasts  will  include, 
or  add  on,  lists  of  storm  announcements.  And 

sometimes  these  are  done  by  newsmen  them- 
selves rather  than  regular  announcers.  In  this 

case  newsmen  will  be  working  with  the  storm 
table.  But  generally  speaking:  Newsmen  do 
news  .  .  .  storm  table  handles  everything  else. 

The  storm  coordinator  will  work  at  this  table 
and  be  in  charge  of  keeping  things  in  some 
kind  of  order.  All  announcements  will  be  des- 

ignated in  one  of  the  following  seven  cate- 
gories and  a  folder  of  some  kind  should  be  set 

up  for  each: 

Work:  all  announcements  giving  instructions 
for  employes  to  report,  or  not  to  report,  for 
work. 

Cancel  and  postpone:  applies  to  churches,  clubs, 

veterans'  posts,  etc.  Takes  care  of  fairs,  bazaars, 
outings,  weddings,  funerals,  anniversary  parties 
(if  they  involve  a  large  number  of  people),  bean 
suppers  and  the  like. 

Public:  official  and  semi-official  instructions 

about  important  things  like  water,  food,  re- 
routing of  traffic,  roads  closed,  health  warnings, 

etc.  This  will  usually  come  from  fire,  police. 
CD,  government,  health  departments  and  such. 

Advice:  these  are  helpful  suggestions.  They 
may  come  from  any  source;  about  things  like 
how  to  siphon  water  out  of  your  cellar,  how  to 
purify  water  in  a  suspected  well,  how  to  clean 
and  deodorize  water-soaked  cellars,  etc.  Good 
filler  material,  or  material  for  recurring  use. 

Locate  and  safe:  personal  announcements  in 
which  people  are  either  reporting  themselves 
safe,  or  asking  for  information  about  relatives. 

General  or  miscellaneous:  This  is  the  catch-all 

for  anything  which  doesn't  fit  elsewhere.  A 
man  calls  and  says  he  has  an  electric  generator 

he's  willing  to  loan  or  sell  .  .  .  someone  volun- 
teers the  services  of  his  airplane  ...  a  person 

asks  for  someone  with  a  boat  to  come  and  get 
her  at  such-and-such  an  address,  etc. 

Dead:  meaning  material  no  longer  to  be  aired. 
Only  the  coordinator  should  put  anything  into 

this  file.  Out-of-date  .  .  .  superseded  by  new 
information  or  instructions  .  .  .  information 
transferred  elsewhere,  etc.  All  should  be  saved 
for  the  record. 

Bulletin  Board  Wall 

Much  of  our  accumulated  information  can 

be  posted  on  one  or  both  of  the  bulletin  walls 
in  the  newsroom — and  thus  make  it  immedi- 

ately available  for  quick  reference.  As  noted 
below — the  maps  would  be  on  this  wall.  And 
we  could  also  post  things  like  important  phone 

numbers,  list  of  dead,  list  of  towns  where  drink- 
ing water  must  be  boiled,  road  information  (in 

addition  to  having  it  penciled  in  on  the  map), 

sample  wording  of  standard  announcements. 

Telephones 

At  present,  we  figure  on  having  three  phones 
set  up  in  the  storm  room  for  use  exclusively 
in  taking  calls  from  the  public.  These  can  be 
supplemented  by  additional  people  on  phones 

in  the  program  manager's  office,  program  de- 
partment office,  and  special  features.  The 

fourth  line  into  the  newsroom  is  an  outside  line 
for  news  use,  primarily. 

A  Few  Useful  Items 

Useful,  but  not  essential,  would  be  a  small 

supply  of  rubber  date-stamps  and  stamp  pads 
.  .  .  and  some  rubber  fingertips,  for  leafing 

quickly  through  piles  of  copy  and  announce- ments. 

Almost  a  necessity  would  be  some  telephone 

shoulder  rests  so  phone-takers  could  talk  on 
the  phone  and  type  at  the  same  time. 

Maps 

We  should  keep  at  least  two  basic  maps, 

preferably  black-and-white,  mounted  on  a  wall, 
and  overlaid  with  a  sheet  of  acetate  so  we  could 

mark  them  (and  change  the  marks  when  neces- 
sary) with  grease  pencil. 

One  should  take  in  the  Caribbean  area  and 
the  U.  S.  East  Coast  so  we  could  plot  the 
routes  of  the  hurricanes. 

The  other  should  be  the  Central  New  Eng- 
land area — showing  all  roads — on  which  we 

could  show  closed  roads,  flooded  areas,  re- 
stricted areas,  etc. 

Map  changes  should  be  made  only  by  news- 

WHICH  WAY  WILL  THE  FALLOUT  GO? 

WEATHER  REPORTS  forecasting  atomic 
fallout  that  could  be  expected  in  event  of 

enemy  attack  are  being  provided  radio-tv 
broadcasters  and  newspapers  in  a  joint 
Weather  Bureau-Civil  Defense  Administra- 

tion service  during  Civil  Defense  Week  ob- 
servance Sept.  9-15. 

Broadcasters  were  asked  last  week  to  use 

the  forecasts  to  show  the  public  how  radio- 
active fallout  can  be  a  prime  danger  in  case 

of  an  atomic  bomb  attack.  The  forecasting 
service  was  scheduled  to  start  yesterday 
(Sunday). 

As  the  weekend  neared,  weather  officials 
were  working  out  techniques  to  protect 
against  scaring  listeners  and  viewers.  This 
would  include  explanatory  messages,  for 
example,  so  the  public  would  understand  the 
service  was  experimental  and  that  no  bombs 
had  actually  been  exploded. 

Material  for  the  forecasts  is  available  in 
regular  service  now  provided  by  the  bureau, 
which  takes  upper-air  readings  four  times 
a  day  plus  two  special  observations.  Upper 

air  soundings  are  obtained  from  balloons. 
They  track  the  winds  at  various  levels, 
showing  direction,  speed  and  intensity.  In 
case  of  war,  it  was  suggested  that  atomic 
fallout  reports  might  be  provided  as  often 
as  every  three  hours. 

While  planning  for  tv  coverage  of  the 
fallout  service  had  not  been  completed,  it 
was  thought  that  rough  charts  could  be 
reproduced  on  bureau  maps  that  identify 

areas  by  number.  These  could  be  distrib- 
uted by  messenger  since  no  bureau  fac- 

simile service  is  available.  Stations  could 

reproduce  the  charts  on  their  studio  maps, 
showing  cities.  Heavy,  medium  and  light 
intensity  areas  where  fallout  would  occur 
under  current  wind  conditions  could  be 
sketched  quickly  on  studio  maps. 

Forecasts  for  aural  broadcasters  are  cir- 
culated on  regular  bureau  teletype  circuits. 

A  bureau  forecast  would  provide  material 
suggesting  best  directions  to  take  in  case 
of  evacuation,  showing  where  intensity  of 
fallout  is  likely  to  be  heaviest. 
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men  or  coordinator,  if  either  is  on  duty.  If  not 

— then  at  the  discretion  of  whoever's  holding the  fort. 

SPECIFIC  FUNCTIONS 

NEWSMEN 

Prime  job  is,  as  usual,  collecting  and  editing 
material  for  use  on  regular  newscasts.  How- 

ever, there  will  be  times  when  they  may  be  in- 
volved in  the  general  run-of-the-mill  public 

service  calls  or  notices. 

ANNOUNCERS 

Announcers  will  ordinarily  be  reading  the 
public  service  announcements.  But  since  they 
may  also  do  a  good  many  additional  things 

when  we're  really  busy — some  of  the  other 
sections  apply  to  them — i.e.,  phone-takers, 
newsmen,  etc. 

Lists  of  Names 

Much  of  our  air  traffic  has  to  do  with  the 
names  of  people  who  are  announcing  that 

they're  safe,  or  people  asking  for  information 
about  another  person.  In  reading  these  lists,  it's 
important  to  say  frequently  what  kind  of  a  list 

you're  reading,  so  that  listeners  won't  have  to 
wait  (what  seems  to  them)  a  long  time  to  know 

what's  going  on.  Usually,  this  will  take  care  of 
itself,  because  each  item  will  contain  an  ex- 

planatory phrase,  and  you'll  find  yourself  re- 
peating "safe"  or  "anyone-knowing-the-where- 

abouts-of"  each  time.  That's  okay.  Let  the 
repetition  keep  coming. 
But  if  we  should  happen  to  consolidate  a 

list,  and  just  head  the  list  with  a  covering 

phrase,  such  as  "The  following  people  are 
known  to  be  safe  .  .  .",  then  the  announcer 
should  make  it  his  business  to  repeat  the  ex- 

Men  Who 

Know  Akron 

Best" 

BUY  MOST 

planation  frequently  while  reading  the  list.  In 
other  words,  maybe  like  so: 

"The  following  people  are  safe  and  un- 
harmed" .  .  .  READ  OFF  NOT  MORE  THAN 

8  NAMES  .  .  .  "continuing  with  the  list  of 
people  who  are  safe"  .  .  .  NOT  MORE  THAN 
8  MORE  .  .  .  "also  known  to  be  safe  are:"  .  .  . 
MORE  NAMES,  ETC. 

Spelling  Names 

As  you  have  often  done  in  the  past,  if  a  name 
is  quite  confusing  or  might  be  misunderstood 
— better  spell  it  out. 

Reading  Announcements 

We  should  never  rash  when  airing  detailed 
information  or  long  lists  of  names  .  .  .  even 

though  it  seems  tedious.  If  we're  stuck  with  an 
emergency  situation,  then  we're  stuck  with  it, 
and  there's  no  use  hurrying  so  we  can  air  a 
record  or  join  the  network.  Give  the  informa- 

tion clearly  and  slowly  so  that  those  interested 
can  get  it.  And  a  little  sensible  repetition  of 
key  phrases  or  figures  is  all  to  the  good. 

When  Through  Reading 

All  announcements  should  be  returned  im- 
mediately to  the  storm  table  after  airing,  so 

they  can  be  sorted  for  the  next  read-through. 

PHONE-TAKERS 

This  will  probably  be  the  most  complicated 

set  of  instructions  in  the  book.  It's  not  as  bad 
as  it  looks.  It's  a  case  where  when  you  get 
it  all  down  in  writing,  it  sort  of  floors  you. 

Your  Phone-Side  Manner 

Although  you  may  get  tired  .  .  .  although 
you  may  weary  of  hysterical  cries  for  help  .  .  . 

although  one  ear  may  be  worn  flat  by  the  phone 
receiver  ...  Be  Sweet.  The  people  calling  may 
be  in  a  tough  spot,  or  have  just  come  from  a 
rough  deal,  and  may  often  be  a  lot  more  un- 

comfortable or  worried  than  you  are.  So  here 
in  our  snug,  coffee-scented  offices  we  can 
afford  to  give  a  sympathetic  ear. 

What  may  get  under  your  skin  is  the  char- 
acter who  takes  the  opportunity  of  an  emer- 
gency situation  to  try  to  get  a  free  plug,  or  a 

fast  buck.  If  he  should  be  fluffed,  fluff  him 

.  .  .  but  still  be  nice  about  it.  If  there's  any 
question,  or  if  he  refuses  to  be  fluffed,  call  the 
coordinator  and  let  him  handle  it. 

Answering  Telephone  Questions 

DON'T  EVER  GIVE  YOUR  OPINION 

about  something  you're  not  sure  of!  Some examples: 

A  person  telephones  from  Albany.  He  has 
heard  that  the  west  side  of  the  city  of  Wor- 

cester was  hard  hit,  and  he  had  relatives  living 
in  that  section  of  the  city.  Do  we  think  those 
people  might  have  been  hurt?  Unless  we  have 

a  specific  report  on  those  specific  people  he's 
asking  about  ...  we  don't  "think"  anything! 
We  shouldn't  be  optimistic  or  pessimistic.  .  .  . 
Our  answer  can  simply  be:  "I'm  sorry,  but  we 
don't  have  any  report  on  the  people  you  men- 

tion." 

Another  person  phones  from  Connecticut, 

where  he's  been  visiting.  His  home  is  in  South- 
bridge,  and  he'd  like  to  get  back  there  to  see 
if  it's  been  damaged.  We  should  certainly  give 
him  whatever  road  information  we  have,  and 
tell  him  whatever  we  know  about  police  regu- 

lations on  incoming  traffic.  (Police  usually  ad- 
mit no  one  at  first — not  even  residents.)  But 

if  he  should  say:  "Well,  everybody  knows  me 
in  Southbridge — don't  you  think  if  I  came  up 
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there  they'd  let  me  through?"  Maybe  they would.  But  we  must  remain  noncommittal.  Our 

answer  should  be  something  like:  "All  we  know 
is  what  the  police  have  told  us"  .  .  .  and  let  it 
go  more  or  less  like  that. 

Naturally,  there  will  be  occasional  exceptions 

— and  we'll  have  to  take  them  as  they  come. 
But  the  main  consideration  is  to  refrain  from 

guessing. 

Taking  Messages 

Here's  the  1-2-3  of  taking  down  phone  mes- 
sages: 

1.  Have  a  blank  piece  of  paper  waiting  in  the 
typewriter. 

2.  Use  a  telephone  shoulder-rest,  so  you  can 
type  the  message  directly  onto  the  paper. 

3.  When  the  phone  rings,  answer  "WTAG 

News." 4.  Find  out,  before  you  start  typing,  what 
kind  of  announcement  the  person  has.  This  will 
help  you  get  your  order  and  wording  in  mind 
at  the  beginning  and  will  save  unnecessary 
wordiness. 

5.  On  names  with  strange  pronunciation, 
write  down  a  phonetic  pronunciation  as  well  as 
the  correct  spelling.  This  will  give  the  newsmen 
or  announcers  a  break,  since  they  usually  have 
to  read  these  cold,  without  a  chance  to  check 
pronunciation. 

6.  Next  to  getting  the  facts  correct,  the  sec- 
ond most  important  thing  is  to  add,  just  after 

the  end  of  the  announcement:  your  initials,  the 
date,  the  exact  time  message  was  taken. 

More  than  once,  this  has  helped  to  track 
down  the  most  recent  information  on  a  situation 

or  condition  which  was  in  the  process  of  chang- 

ing. It  also  helps  separate  one  day's  take  from 
the  next,  when  a  new  shift  comes  on — especially 

in  the  morning.  This  is  one  of  the  items  which 

you  may  feel  "there  isn't  time  for."  But  let's 
make  time  for  it.  It's  part  of  the  message. 

7.  Optional,  but  very  helpful:  When  the 
phone-taker  takes  the  completed  message  out 
of  the  machine,  it  would  be  good  if  he  would 
draw  a  pencil  underline  beneath  the  last  names 
or  business  names  involved.  This  helps  later  if 
we  get  an  inquiry  about  a  specific  person  or 
work  notice,  and  we  have  to  leaf  through  the 
stack  of  stuff  to  find  it. 

COORDINATOR 

The  coordinator  should  act  as  an  editor  for 
all  public  service  announcements.  Every  piece 
of  public  service  paper  should  pass  through  his 
hands — and  then  come  back  to  him  immediately 
after  airing. 

He  Should: 

Check  each  announcement  for  clarity  and 
make  sure  it  has  the  necessary  date,  time  and 
initials. 

Underline  the  last  names,  if  it  hasn't  been 
done. 

Write  at  the  top  of  the  page,  with  large  black 
pencil,  the  name  of  the  announcement  category, 

such  as  "safe,"  "advice,"  etc. 
Keep  a  skimming  remembrance  of  all  in- 

formation passing  before  his  eyes.  Not  with 
the  idea  of  being  able  to  answer  questions  from 
memory  .  .  .  but  so  that  he  can  know  where 
to  find  the  piece  of  paper  with  the  answer. 

Accommodate  simultaneously  as  many  of  the 

people  seeking  his  attention  as  possible.  He's 
a  little  like  a  short  order  cook  who  flops  the 
hamburger  order  on  the  griddle — and  then 
starts  the  next  order  while  the  first  is  cooking 
— and  a  third,  and  a  fourth,  and  so  on.  He 

can't  afford  the  luxury  of  doing  just  one  thinj 
at  a  time,  and  finishing  up  that  one  thing  befon 

going  to  the  next. 
And  finally  the  coordinator  should  be  fanat 

ical  in  his  insistence  on  following  "the  system/ 
It's  the  only  way  of  keeping  some  kind  of  orde 
during  an  emergency  situation.  Restrained  hast 
will  get  more  done  than  lightning-fast  confusion 

An  Extra  "Locate-Safe"  Service 

Whenever  we  have  time  to  catch  up  witl 
ourselves,  there  is  one  service  which  has,  ii 
the  past,  made  a  good  many  listeners  feel  warn 
toward  the  station.  Someone  takes  the  pile  o 
"locates"  and  "safes" — checks  one  against  th 
other,  and  then  telephones  the  people  who  wer 
seeking  information,  letting  them  know  tha 
their  friend  or  relative  is  okay.  This  can  onl 

be  a  "plus"  when  we're  not  at  peak  load — bu 
is  a  good  thing  to  keep  in  mind. 

ENGINEERS 

In  addition  to  the  job  of  just  staying  on  th 
air,  engineering  can  give  some  tremendou "plus's"  to  our  coverage. 

Short  Wave 

When  the  hurricanes  flooded  the  Southbridg 

area  in  '55,  we  had  a  short  wave  rig  set  up  i 

what  is  now  the  engineering  office.  Throug' 
it,  we  got  some  valuable  information  fror 
places  like  the  CD  net,  or  from  radio  ham; 
It  might  be  good  if  we  kept  a  list  handy  of  th 
frequencies  of  State  Police,  CD,  Worceste 
Police,  etc.,  so  that  we  could  check  them  fre 
quently  for  information  which  we  might  nc 
be  getting  through  jammed  phone  lines.  If 
separate  engineer  could  be  assigned  to  this,  h 
could  also  keep  an  ear  on  a 

Standard  Wave  Set 

Through  an  am  radio  in  the  same  office,  dui 

ing  "Carol,"  we  got  some  excellent  stuff  fror 
WESO  in  Southbridge.  For  a  while  it  was  th 
only  kind  of  contact  that  area  had  with  th 
"outside  world."  We  took  down  a  good  man 
messages  from  WESO  and  rebroadcast  ther 
for  the  benefit  of  people  in  this  area  who  prot 

ably  couldn't  get  WESO  on  their  sets,  even 
they  knew  where  to  listen.  What  we  finally  di 
was  to  team  it  up  with  a 

Tape  Recorder 
When  WESO  was  transmitting  lists  of  meS 

sages,  we  would  tape  them  for  reference  on 
machine  in  the  recording  office.  We  the 
played  the  tape  back,  stopping  when  necessar 
.  .  .  while  a  typist  wrote  out  the  messages  an 
fed  them  to  announcers. 

Telephone  Recording 

The  phone-recording  setup  in  the  contn 
room  should  be  set  up  immediately  and  autc 
matically  any  time  we  go  on  an  alert  basis,  s 
that  we  can  capitalize  on  quick-breaking  oj 
portunities.  We  should  be  ready  to  recor 

phone  stuff  whenever  we  make  a  contact — sine 
call-backs  may  be  impossible  as  the  lines  g< 

jammed. 
COMMERCIALS 

Someone  on  the  decision-making  level  shoul 
be  on  the  premises  at  all  times  to  guide  pre 

grammers  on  killing  of  programs,  cancelh 
tions,  cut-outs,  moving  spots,  scheduling  pai 

"public  service"  spots  (such  as  a  company  th< 
wished  more  frequent  airing  of  an  announce 

ment  than  they'd  get  in  the  regular  rotation 
and  other  commercial  considerations. 

It's  well  understood  that  in  extreme  emei 

gency,  there's  no  question — commercials  at 
killed.  But  as  things  begin  to  slack  off,  thei 

pick  a  polka 

when  the  accent's  on  the  skippy, 

skimming  music  of  the  polka,  folks 

know  Sesac's  tunes  will  win  in  a 

whirl. 

And  whirling  polkas  in  Spectacular 

Sound  are  now  available  separately 

in  Sesac's  "P"  Series. 

THE 

send  for  prepaid  audition  discs 

TRANSCRIBED 
LIBRARY 

(now  available  in  sections) 

THE  COLISEUM  TOWER NEW  YORK  19 

featuring  108 

selections  with 

IV alt  Jazvorski 

Walter  Solek 

$5  a  month 
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Only  STEEL  can  do 

so  many  jobs  so  well 

Now— A  Non-Stick  Slide.  Remember 
how  you  used  to  stick  on  playground 
slides  because  they  would  rust?  One 
manufacturer  builds  the  slide  out  of 
USS  Stainless  Steel,  and  it  stays 
bright  and  shiny  in  any  kind  of 
weather. 

Oil  TOP  Of  The  World.  Boeing  s  707  Jetliner  looks  down  on  the  mountain  tops  as  it 
flies  far  above  the  clouds.  USS  steels  are  widely  used  in  this  proud  new  airplane— in 
control  cables,  engines,  landing  gears  and  countless  other  places. 

UNITED  STATES 

STEEL 

This  trade-mark  is  your  guide  to  quality  steel 

Made  For  Tough  Nuts.  It's  a  geared 
nut  tightener  (and  loosener)  made 
for  heavy-duty  use.  The  device  uses 
Shelby  Seamless  Mechanical  Tub- 

ing for  maximum  strength.  USS 
Shelby  Tubing  is  actually  pierced 
from  a  solid  billet  of  fine  steel.  The 
tubing  is  hot  worked  and  forged  in 
the  process,  and  it  contains  no  welds. 

For  further  information  on  any  product  mentioned  in  this  advertisement,  write  United  States  Steel,  525  William  Penn  Place,  Pittsburgh  30,  Pa. 

AMERICAN  BRIDGE  . AMERICAN  STEEL  &  WIRE  and  CYCLONE  FENCE. .COLUMBIA-GENEVA  STEEL.  CONSOLIDATED  WESTERN  STEEL.  GERRARD  STEEL  STRAPPING. .NATIONAL  TUBE 
OIL  WELL  SUPPLY. TENNESSEE  COAL  &  IRON. UNITED  STATES  STEEL  PRODUCTS  UNITED  STATES  STEEL  SUPPLY.  Divisions  of  UNITED  STATES  STEEL  CORPORATION,  PITTSBURGH 

UNITED  STATES  STEEL  HOMES,  INC.  •  UNION  SUPPLY  COMPANY  •  UNITED  STATES  STEEL  EXPORT  COMPANY  •  UNIVERSAL  ATLAS  CEMENT  COMPANY  6-2458 

SEE  The  United  States  Steel  Hour.  It's  a  full-hour  TV  program  presented  every  other  week  by  United  States  Steel.  Consult  your  local  newspaper  for  time  and  station. 
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comes  a  time  when  it  becomes  a  matter  of 

policy  whether  public  service  still  takes  prece- 
dence over  commercials. 

AND  SO  FORTH'S 

There  are  other  things  which  need  to  be 
done,  which  we  can  take  care  of  as  manpower 
— or  woman-power  (!!!) — becomes  available. 
Such  as:  coffee-makers,  typists,  foot  messengers, 
paper-go-getters,  sandwich-fetchers,  and  such. 
But  there's  no  need  of  hard  and  fast  rules  about 
it.  The  harder  the  rule — the  faster  it  changes! 

REASSURANCE  BULLETINS 

It's  clear  enough  what  our  function  is  when 
there's  a  storm  or  other  general  foul-up.  But 
since  this  area  has  been  so  often  terrified  by 
bad  weather  in  the  past  few  years,  people  are 
awfully  jumpy. 

So  we  have  another  job — that  of  trying  to 

calm  people  when  there's  no  need  to  get  ex- 
cited. Here  are  two  sample  formats  for  an- 

nouncements which  we  have  found  need  for — 
more  than  once — in  the  past.  Use  them  when 
the  situations  come  up  again: 

Hurricane-type  Storm  Approaching 

.  .  .  and  there's  a  possibility  that  it  may  hit 
this  area:  These  should  probably  be  started 
when  the  storm  is  somewhere  near  Atlantic 

City,  and  on  a  half-hourly  or  hourly  basis.  As 

the  storm  gets  closer — we'll  probably  want  to 
use  more  frequently,  maybe  even  every  quarter- hour. 

"'This  is  the  station  for  the  latest  weather 
news  .  .  .  WTAG  (AM  and  FM)  Worcester. 
As  of  this  moment  .  .  .  the  weather  bureau 
reports  hurricane  (NAME)  at  (LOCATION). 

Every  (half-hour)  WTAG  will  keep  you  in- 
formed of  the  latest  weather  conditions  as  they 

come  off  our  direct  wire  to  the  U.  S.  Weather 
Bureau.  We  will,  of  course,  interrupt  any  pro- 

gram if  it  should  become  necessary." 
Sky  Ominous,  but  no  Storm  Approaching 

There  have  been  days  when  weather  condi- 
tions, and  the  look  of  the  sky  were  the  same  as 

June  9,  '53!  This  has  a  terribly  unsettling  effect 
on  folks.  The  sentence  in  parenthesis  is  for 
those  times  when  there  have  been  published  re- 

ports of  tornadoes  in,  say,  Kansas  or  some- where out  West. 

"This  is  the  station  for  the  latest  weather 
news  .  .  .  WTAG  (AM)  and  FM)  Worcester.  As 
of  this  moment  .  .  .  the  weather  report  for 
Central  New  England  is  for  severe  storms  only. 
There  is  no  indication  of  any  condition  more 
serious  than  this.  (There  have  been  reports  of 
other  types  of  weather  for  other  sections  of  the 
country  .  .  .  but  as  of  the  moment,  they  do  not 
apply  to  this  area.)  It  will  be  extremely  helpful 
if  you  do  not  telephone  for  information. 
WTAG  is  in  contact  with  the  weather  bureau 

by  direct  wire  .  .  .  and  we  will  keep  you  in- 
formed of  the  latest  bulletins  as  soon  as  they 

come  in,  interrupting  programs  if  necessary." 
In  the  interests  of  serenity,  please  note  that 

we  do  not  preface  these  announcements  with 

"We  delay  the  start  of  the  next  program — ." 
That  phrase  too  often  means  trouble,  and  this 

information  is  not  a  warning.  It's  meant  to calm  people. 

Air  Waves  Buys  Building 

AIR  WAVES  Inc.,  owner-operator  of  WJOC 
Jamestown,  N.  Y.,  has  purchased  the  Pri-Ad 
Building,  415  West  Fourth  St.,  that  city,  it 
was  announced  last  week  by  Harold  P.  Kane, 

president-general  manager  of  WJOC.  Mr.  Kane 
said  that  the  purchase  was  made  to  meet  the 
expanding  needs  of  the  radio  station  and 

"any  other  venture  that  Air  Waves  may  em- 
bark on."  The  price  of  the  building  was  not 

revealed. 

GENE  JENKINS,  KLZ-TV  Denver  engineer- 
ing director,  describes  the  features  of  that 

station's  control  board  to  (I  to  r)  Tom 
Morrissey,  Denver  consulting  engineer, 

and  Dr.  Saburo  Matsuo,  director  of  engi- 
neering of  Nippon  Broadcasting  System, 

Tokyo,  and  Nobutaka  Shikanai,  man- 
aging director  of  the  system.  Messrs. 

Matsuo  and  Shikanai  are  studying  the 

adjacent  channel  operations  of  ch.  7  KLZ- 
TV  and  educational  ch.  6  KRMA-TV  Den- 

ver and  other  U.  S.  telecasting  equipment 
and  methods. 

ACCURACY 

This  word,  in  film  processing,  is  a  very  important 
word  indeed. 

People  tell  you  that  one  film  processing  job 

is  as  good  as  another,  and  what  the  heck,  what's  the 
measure  of  accuracy,  anyway? 

Well.  To  answer  that  one  would  take  a  very  long  time. 

Suffice  it  to  say  here  that  it's  summed  up  in 
all  th«  operations  of  a  processing  job,  where  even 
the  smallest  details  are  of  great  importance. 
It  shows  everywhere,  and  it  positively  shines  when 
the  film  appears  on  the  screen. 

What  we're  talking  about,  of  course,  are  the  people 
and  the  operations  at  Precision  Film  Laboratories. 
Here  attention  to  detail,  sound,  proven  techniques 
are  applied  by  skilled,  expert  technicians  to 
assure  you  the  accurate,  exact  processing  your  films 
deserve  to  justify  your  best  production  efforts. 

Accuracy  is  a  must  for  TV  - 
education -for  all  movies. 

for  industrials -for 

you'll  see 
and  hear 

0  N FILM  LABORATORIES,  INC. 
21   West   46th   Street,   New  York  36,   New  York 

A  DIVISION  OF  J  A  MAUfitR  INC 

In  everything,  there   Is  one  best in  lilm  processing,  It's  Precision 
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Emanuel  Hochman,  Vice-President  and  General  Sales  Manager,  Bulova  Watch  Co.,  tells  how: 

"We  put  radios  into  the  diamond  business!" 

"We've  put  Bulova  Radios  into  17,612  jewelry  stores  —  and 
captured  a  large  share  of  the  radio  business! 

"But  we  couldn't  have  done  it  without  Air  Express! 

"Parts  come  from  180  different  suppliers  via  Air  Express 
for  assembly.  Production  schedules  are  always  tight  —  Air 

Express  gives  us  valuable  leeway  which  we  regularly  need. 

"In  fact,  we  often  make  use  of  Air  Express  to  deliver 

finished  radios  to  our  retail  outlets.  And  we  never  miss  a  date. 

"Air  Express  took  our  new  business  off  the  ground'  — 
keeps  us  the  fastest-growing  radio  company  in  America! 

"Yet,  most  of  our  Air  Express  shipments  cost  less  than 
with  any  other  complete  air  service.  10  lbs.,  for  instance, 

New  York  to  Jacksonville,  Florida,  is  $4.42.  It's  the  lowest- 

priced  complete  service  by  $1.32  !" 

CALL  AlFt    EXPRESS  . 

GETS  THERE  FIRST  via  U.S.  Scheduled  Airlines 

.  division  of  R^ILW^KY  EXPRESS  AGCNCY 
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STATIONS 

Kinescope  as  Evidence 

A  KINESCOPE  made  by  KING-TV 
Seattle  of  this  year's  Gold  Cup  boating 
race  at  Detroit  will  be  used  as  evidence 

in  determining  the  winner  of  the  race. 

Frank  Foulke,  chairman  of  the  Ameri- 
can Powerboat  Assn.,  said  last  week  that 

a  hearing  committee  would  have  to  be 
named  and  protests  studied  before  the 
16-member  boating  association  deter- 

mines whether  to  award  the  cup  to 

Seattle's  Miss  Thriftway  or  Detroit's Miss  Pepsi. 

The  official  scorer  at  the  Sept.  1  race 
in  Detroit  gave  Miss  Thriftway  1,369 
points  to  1,300  for  Miss  Pepsi,  but  15 
minutes  later,  race  officials  announced 
Miss  Thriftway  had  been  disqualified 

for  hitting  a  marker  buoy  and  "destroy- 
ing it."  Protests  followed,  however,  and 

Lee  Schulman,  KING-TV  producer,  said 
the  station's  film  shows  the  buoy  was 
standing  "in  place"  a  lap  after  race  offi- 

cials said  Miss  Thriftway  had  destroyed 
it. 

Other  Area  Outlets  Invited 

To  Share  KRON-TV  Tower 

DETAILED  PLANS  now  are  being  drawn  for 
a  898-ft.  tower  which  KRON-TV  San  Francisco 
plans  to  construct  on  San  Bruno  Mountain 

only  a  few  hundred  feet  from  the  station's 
present  antenna  site,  according  to  Harold  P. 

See,  the  station's  general  manager.  KRON-TV 
filed  an  application  with  the  FCC  July  23  seek- 

ing a  construction  permit  for  the  project. 

According  to  Mr.  See,  "since  San  Bruno 
Mountain  is  generally  regarded  by  engineers  as 
the  finest  broadcasting  spot  in  the  area,  KRON- 
TV  plans  to  make  the  site  available  to  other 
local  television  stations  by  inviting  them  to 

locate  their  antennas  on  the  station's  projected 
tower."  This  invitation  will  be  extended  to 
those  video  outlets  now  operating  as  well  as 

to  those  which  may  come  into  existence  in  the 
future,  he  said. 

"Although  the  FCC  has  no  present  rules  on 
the  subject,  the  body  already  has  expressed  the 
thought  that  it  would  be  desirable  to  encourage 

the  grouping  of  such  facilities  into  'antenna 
farms'  as  a  means  of  minimizing  hazards  to 
aviation,"  Mr.  See  stated. 

Disc  Jockeys  to  Convene 

MORE  than  2,000  disc  jockeys,  music  pub- 
lishers, record  company  representatives  and 

others  are  expected  to  attend  the  fifth  "Na- 
tional Disc  Jockey  Festival"  to  be  held  jointly 

Nov.  9-10  by  the  Grand  Ole  Opry  and  WSM 
Nashville.  Among  special  features  slated  for 
the  festival  will  be  a  four-hour  broadcast  on 
WSM  sponsored  by  Prince  Albert  tobacco. 

WRCA-TV  Buys  UA  Features 

PURCHASE  by  WRCA-TV  New  York  of  a 
package  of  39  feature  films  from  United  Artists 
Corp.  was  announced  last  week  by  William  N. 
Davidson,  station  manager  of  WRCA-TV.  No 
purchase  price  was  disclosed  for  the  films,  all 
of  which  were  produced  after  1948,  according 
to  Mr.  Davidson.  Thirteen  are  in  color.  In- 

cluded in  the  package  are:  "Melba,"  with  Pa- 
trice Munsel;  "Top  Banana,"  with  Phil  Silvers; 

"Sabre  Jet,"  with  Robert  Stack;  "Island  of  De- 
sire" with  Linda  Darnell,  and  "Fort  Defiance," with  Dane  Clark. 

KTVH  (TV)  General  Manager  Howard  O. 

Peterson  (I)  greets  Minneapolis  Sfar  & 

Tribune  executives  Joyce  A.  Swan,  exec- 
utive vice  president-general  manager  (bot- 

tom of  steps),  and  Otto  A.  Silha,  vice  pres- 
ident-business manager,  as  they  arrive  in 

Wichita  in  the  newspaper-owned  DC-3 
for  a  series  of  conferences  with  KTVH  offi- 

cials. Minneapolis  Star  &  Tribune  owns 

80%  of  Wichita-Hutchinson  Co.  Inc.,  li- 
censee of  KTVH.  Mr.  Swan  is  president  of 

the  broadcast  company;  Mr.  Silha,  vice 

president. Broadcasting   •  Telecasting 

...EVERY  MONDAY! 

BROADCASTING 

TELECASTING 

AT   THESE   NEWS  STANDS 

 NEW  YORK  CITY:  

444  Smoke  Shop  New  Weston  Hotel 
444  Madison  Avenue  32  East  50th  Street 

CHICAGO: 

Post  Office  News  Company  London  Guarantee  Newsstand 
37  West  Monroe  Street  360  North  Michigan  Avenue 

 HOLLYWOOD:  

Universal  News  Agency  World  News    Co.  Louis  Steinberg 
1655  North  Las  Palmas  1652  No.  Cahuenga  Blvd.  1458  No.  Gower  St. 

 WASHINGTON:  

National  Press  Bldg.  Henderson  News  Co.  Mayflower  Hotel 
14th  and  F  Streets  14th  and  New  York  Ave.  Connecticut  and  DeSales 

PHILADELPHIA:  WILKES-BARRE: 

Frank  E.  Elster  News  Agency  Leo  Matus 
N.W.  Corner  13th  &  Market  42  Public  Square 

SAN  ANTONIO:  HOUSTON:  

Alamo  News  &  Book  Store  BPr  Malone  Newsstand 

507  E.  Houston  ^^^^  918  Texas  Ave. 

SINGLE  COPY 

B-T  B.T 
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WHAT  ARE  THEY  LOOKING  FOR? 

TO  THE  unsuspecting  observer,  the  attitudes  of  the  citizens  por-  the  sign.  It  certainly  wasn't  beneath  the  tail  of  the  fish.  Neither 

trayed  on  this  page  might  look  symptomatic  of  mass  madness,  was  it  behind  the  bush.  The  girl  barefoot  in  the  rain  didn't  find  it. 
He'd  be  only  half  wrong.  Nor  did  the  man  in  the  revolving  door.  For  that  matter,  "uncounted 

All  the  people  here  have  two  things  in  common.   They  were  thousands"  didn't  find  it. 
looking  for  the  same  object,  and  none  of  them  found  it.  It  wasn't  One  did.    To  see  what  it  was  that  caused  all  the  commotion, 
between  the  bricks,  or  under  the  benches,  or  in  the  grass,  or  behind  turn  the  page. 

Broadcasting    •  Telecasting September  10,  1956    •    Page  107 



CHANNEL 

dominates! 

GULF  COAST 

ALABAMA 

MISSISSIPPI 

&  FLORIDA 

WHERE: 

a  million  people  spend 

a  billion  $.    They  look  & 

listen  day  &  night  to 

WKRG-TV 

with  its  CBS-ABC  & 

film  shows.    Local  live 

wrestling — the  nations 

best  cooking  show — the 

best  news  show  in  the 

world  (or  any  other  place) 

Good  Kid  shows 

WKRG  is  GOOD 

GOOD 

GOOD 

CHANNEL 

WKRG-TV  C 

Avery  Knodel  m9 

STATIONS  • 

WHAT  ARE  THEY  LOOKING  FOR? 

THEY'RE  AFTER  WRCA'S  $1,000 

CHANCES  ARE  that  if  money  doesn't  grow  on 
trees,  it's  only  because  WRCA  New  York  hasn't 
yet  gotten  around  to  hiding  one  of  its  redeem- 

able $1,000  gift  coupons  in  the  foliage. 

Since  the  station's  "Finder's-Keeper's"  give- 
away craze  was  launched  July  23 — on  its  early- 

morning  (6-10  a.m.)  Bill  Cullen  show,  Pulse — 

WRCA  has  "bestowed"  seven  $1,000  "bills"  to 
that  many  finders  (out  of  uncounted  thousands 
of  searching  New  Yorkers).  This  week,  citizens 
are  hot  on  the  trail  of  the  eighth. 

The  station's  management  has  been  making 
the  contest  just  hard  enough  to  circumvent  any 
possible  charge  that  WRCA  is  conducting  a 
lottery.  Each  weekday — Monday  through  Fri- 

day— Mr.  Cullen  spins  out  a  series  of  progres- 
sively changing  (to  the  easier)  clues  set  to 

rhyme  designed  to  give  the  location  of  the  loot. 
Should  the  money  be  found  before  the  end  of 
a  given  week,  no  further  bills  are  stashed  away 
until  the  following  Monday.  Deadline  is  noon 
each  Friday. 

Although  WRCA-AM-TV  promotion  chief 
Max  Buck  is  credited  with  being  the  brains 

behind  the  gimmick,  Mr.  Buck  says  Todd  Storz' 
Mid-Continent  Broadcasting  Co.  came  up  with 
the  idea  in  the  first  place  earlier  this  year.  The 

unsung  hero  of  the  station's  drive  to  enlarge 
New  York's  leisure  classes  by  at  least  one 

citizen  a  week  is  an  anonymous  post  on  WRCA's 
continuity  staff.  This  poor  soul,  author  of  the 

clues,  allegedly  hasn't  been  home  for  close  to 
two  months,  and  spends  his  waking,  eating  and 
sleeping  hours  in  splendid  isolation,  locked  up 
in  a  New  York  hotel  room  with  not  even  a 

telephone  with  which  to  ask  for  room  service. 
Only  he,  and  a  bonded  private  eye  specially 

hired  by  Mr.  Buck  to  "plant"  the  $1,000  bill 
each  week,  know  of  the  money's  whereabouts. 

It's  been  a  mad  summer,  all  right.  Not  only 

have  the  station's  efforts  been  "loused  up," 
quote  one  official,  by  scads  of  counterfeit  b 
and  bogus  clues,  but  the  cops  have  been  he 
from — more  than  once,  although  unofficia 

One  of  New  York's  Finest,  a  bunion-scar 
veteran  of  the  gang-wars  that  used  to  erupt  o 
in  awhile  during  the  speakeasy  days,  said 

cently,  "Owney  Madden's  boys  had  nothing 
these  jerks,"  indicating  with  a  scornful  crook 
the  thumb  a  cluster  of  money-mad  burgh 
climbing  over  the  massive  lions  that  decoi 

the  city's  main  public  library  and  tearing  up 
sod  like  so  many  cocker  spaniels. 

The  money  has  turned  up  in  some  of 
oddest  places:  inside  a  hollow  bar  of  a  Co 
Island  subway  station  turnstile,  behind  a  t 
rate  card  in  a  Grand  Central  Terminal  ph< 
booth,  inside  the  belly  of  a  metal  fish  ornami 

ing  Manhattan's  Battery  Park,  under  the  v 
feet  of  William  Cullen  Bryant's  stone  edil to  name  but  a  few. 

A  coupon  hidden  within  the  vast  confines 
Rockefeller  Center  brought  out  the  larj 

crowds.  Nary  a  leaf  in  the  area's  neatly-m 
icured  gardens  was  left  untouched,  but  it  ti 
the  native  faculties  of  a  15-year-old  Bn 

butcher's  apprentice — happily  named  "Mai 
(Visconti) — to  locate  the  item  tucked  behind 
slots  of  a  ventilator  grill  under  the  main  Rocl 
feller  concourse.  Young  Mr.  Visconti  said 
spent  the  28  minutes  on  the  subway  between 
home  and  midtown  Manhattan  deciphering 
following  clue: 

"There's  many  a  ledge  with  water  neai 

but  fish  for  me  where  it's  warm  and  dry, 
'rock'  in  my  name  should  give  you  a  clue, 

come  on,  fellers,  it's  up  to  you." What  did  Marty  do  with  money?  Go 
on  a  spree?  Heavens,  no.  He  went  back  he 
on  the  subway,  gave  Momma  the  money 
plopped  back  into  bed,  his  morning  chore  dc 

FINDER  Marty  Visconti  displays  his  $1,000  gift  coupon  with  m.c.  Bill  Cullen,  whose  Pu 
program  hides  one  somewhere  in  New  York  every  week. 
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TOWER'S  DEW  LINE  INSTALLATIONS 

GUARD  US  AROUND  THE  CLOCK 

10/  aul  Revere  had  a  snap  when  it  came  to  warning  the  country 

)  \    side  of  impending  attack.  A  fleet-footed  horse,  a  feeble 
lantern  or  two,  and  a  sharp  eye  cocked  seaward  were  all  that 

he  needed  to  alert  an  infant  nation's  defenses.  Today, 
danger  moves  swiftly  on  lightning  wings,  from  any  direction. 

Our  security  is  measured  not  with  an  hour  glass  .  .  .  but  with 

a  stop  watch! 

TOWER  designed,  fabricated  and  erected  major  elements  of  the 

Distant  Early  Warning  (DEW)  line  spanning  the  frigid  wastes 

of  northern  Canada.  Instant  warning  of  any  aerial  attack 
is  flashed  from  this  radar  barrier  to  assure  our  nation  of 

those  precious  extra  seconds. 

Write  for  free  illustrated  booklet 

TOWER 

CONSTRUCTION  CO. 

Sioux  City,  Iowa 

*  fictitious  figure  .  .  .  actual  number  is  classified  information 

tower 

fabricators 
and  erectors 

the  world 

over 
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FARM  FAMILIES 

LISTEN  TO.. 

BELIEVE  IN.. 

AND  ARE  w 

INFLUENCED  BY 

fct
vro

  m 

fiAOfO 

THAN  ANV 

OTHER  RADIO 

STATION  IN 

THE  

^* 

TWO  8ILUON 

DOLLAR 

OZARK 

MARKET! 

WHY? 

Because  only  KWTO  maintains 

a  full-time  Farm  Service  Director 

and  Assistant  ...  a  modern  ex- 

perimental farm  .  .  .  a  policy  of 

programming  that  works  for  and 

with  farmers,  County  Agents, 

Home  Economists,  4-H  and  Fu- 

ture Farmers  and  AG  students  to 

keep  them  constantly  informed 

and  entertained. 

FOR  PROOF  OF  KWTO  LEADER- 

SHIP  AND  COMPLETE  INFOR- 

MATION, CALL,  WIRE,  WRITE: 

The 

Ozark's 
Farm 

Service 
Station 

1 121  S.GIenstone- 
Springfield,  Mo. 

'Home  of  the  OZARK  JUBILEE" ■ 

Represented  Nationally 

By  JOHN  E.  PEARSON  CO. 

■  STATIONS  < 

New  Executive  Assignments 

Made  by  Gordon  Broadcasting 

NEW  ASSIGNMENTS  for  two  executives  and 
two  air  personalities  of  Gordon  Broadcasting 
Co.  have  been  announced  by  Sherwood  R.  Gor- 

don, president.  The  company  operates  WSAI 
Cincinnati  and  WILD  Birmingham. 

Charles  A.  Black,  vice  president  and  man- 
aging director  of  WILD,  has  returned  to  WSAI 

in  the  same  capacity.  He  had  been  a  member 
of  the  WSAI  staff  for  13  years  prior  to  mov- 

ing to  Birmingham  last  winter. 

Thomas  W.  Thuman,  since  last  January  vice 

president  and  director  of  sales  at  WILD,  be- 
comes new  managing  director  for  that  station. 

He  formerly  was  national  sales  manager  at 
WSAI. 

Bill  Burns,  music  director  and  air  personal- 
ity at  WSAI,  moves  to  WILD  as  program  di- 

rector and  will  continue  on-the-air  assignments 
there.  Tom  Clay,  formerly  a  disc  jockey  at 

WILD,  will  take  over  Burns'  shows  at  WSAI. 

Ohio  Firm  Adds  Stations 

OHIO  Stations  Representatives,  Cleveland, 

Ohio,  which  was  formed  in  July,  now  repre- 
sents 27  stations,  according  to  Leonard  F. 

Auerbach,  owner-manager.  The  latest  addi- 
tions include  WFAH  Alliance,  WICA  Ashta- 
bula, WAVI  Dayton,  WEOL  Elyria,  WPTW 

Piqua,  WTOL  Toledo,  WHHH  Warren,  and 
WHOT  Youngstown,  all  Ohio,  and  WJET  Erie, 
Pa. 

REPRESENTATIVE  SHORT 

Harrington-Richards  (Div.  of  Fletcher  D.  Rich- 
ards Inc.)  has  opened  new  offices  at  58  Sutter 

St.,  San  Francisco  4. 

REPRESENTATIVE  PEOPLE 

Garrett  E.  Hollihan,  sales  manager,  ABC  Ra- 
dio's Western  Div.,  L.  A.,  named  to  radio  sales 

executive  staff  of  Los  Angeles  office  of  Edward 
Petry  &  Co.,  station  representative. 

Lenn  Curley,  formerly  radio-tv  director  and 
account  executive  with  several  San  Francisco 

advertising  agencies,  to  San  Francisco  office  of 
George  P.  Hollingbery  Co. 

STATION  PEOPLE 

Jim  Hanistreet,  general  manager,  KPUG  Bel- 
lingham,  Wash.,  to  KAYO  Seattle  as  station 
manager.  John  DiMeo,  assistant  manager, 
KPUG,  to  manager.  Al  McDonald,  KAYE 
Puyallup,  Wash.,  to  KPUG  as  sports  director 
and  account  executive. 

W.  O.  Mogge,  Alabama  district  sales  manager, 

Joseph  Schlitz  Brew- 
ing Co.,  to  WAPI Birmingham,  Ala., 

as  manager  of  radio 
sales. 

Armand  Grant,  as- 

sistant general  man- 
ager and  director  of 

sales,  WAAM  (TV) 
Baltimore,  resigned 
effective  Sept.  21. 
He  will  announce 

future  plans  at  that 

MR.  MOGGE  time- 

Saxie  Dowell,  disc  jockey,  WGN  Chicago,  re- 
signs Oct.  1  to  assume  partnership  and  per- 

former role  at  KPOK  Scottsdale,  Ariz.  Eddi< 
Hubbard  takes  over  his  nightly  record  shov 
at  WGN. 

Jim  McNamara,  assistant  program  director 
WALA-AM-TV  Mobile,  Ala.,  appointed  na 
tional  sales  manager.  John  Dixon,  WALA-TV 
announcer,  to  assistant  program  director 
WALA-AM-TV. 

Mrs.  Annie  Lee  Small,  promotion  and  mer 
chandising  manager 

WCSC  -  AM  -  FM 
TV  Charleston,  S.C. 

appointed  to  addi tional  duties  as  na 
tional  sales  managei 
of  WCSC. 

m 

Jerry  Gordon,  sale; 

manager,  KCSJ-TV Pueblo,  Colo.,  tc 
WWNH  Rochester 

N.  H. 

MRS.  SMALL  Stephen  Q.  Shannon 
continuity  and  pro 

duction  staffs,  KPHO-TV  Phoenix,  Ariz, 
named  promotion-publicity  manager  of  KPHO AM-TV. 

Byron  Dowty,  program  director  of  KDKA-TV 
Pittsburgh,  named  program  manager  of  KFMB 
TV  San  Diego,  Calif. 

Harry  Downie,  disc  jockey,  WICC  Bridgeport 
Conn.,  named  program  director,  succeeding 
Bob  Crane.  Latter  has  joined  KNX  Hollywooc 
as  replacement  for  Ralph  Story,  who  recentlj 

assumed  m.c.  duties  of  CBS-TV's  The  $64,00i Challenge. 

Dean  Naven,  news  director,  KMA  Shenandoah 
Iowa,  named  program  director.  Warren  Niel 
son,  KMA  staff,  named  production  director. 

Bob  Andrews,  KTSM  El  Paso,  Tex.,  to  KEY! 
(TV)  Santa  Barbara,  Calif.,  as  account  execu 
tive  on  local  sales  staff. 

Lee  Montgomery,  KIKI  and  KHON  Honolulu 
to  sales  department  of  KGMB  Honolulu. 

Julius  Talton,  WHBB  Selma,  Ala.,  to  WAP 
Birmingham,  Ala.,  as  special  account  executive 

Herbert  W.  Lester,  sales  and  sales  promotioi 
departments,  Michigan  Hospital  Service,  t( 
WJR  Detroit  sales  staff. 

Fred  Clampitt,  Cincinnati  Times-Star,  an< 
former  news  editor  of  WIOD  Miami,  Fla.,  t< 
WFLA-AM-TV  Tampa,  Fla.,  as  director  o 
news  and  special  events. 

Eddy  H.  Chappelear,  communications  studenl 
American  U.,  Washington,  D.  C.  named  as 
sistant  program  director,  WWDC  Washingtor 
succeeding  Charles  Bibby,  resigned  to  complet 
studies  at  Washington  &  Lee  U..  Lexington,  Va 

NEWSY NEIGHBORHOOD  -Jgf 

In  Port  Huron  let  WHLS  the  com- 
munity-minded station — featuring  4 

full  time  newsmen — deliver  your 
message  between  newsbreaks. 

TT 

WHLS 

Where  local  "know-how"  deliver*  the  local  touch. 
PORT  HURON,  MICHIGAN 

Represented  Nationally  by  Glll-Pmrna 
For  Detroit  —  Michigan  Spat  Saks 
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Phyllis  Ivers,  assistant  promotion  manager, 
KPTV  (TV)  Portland,  Ore.,  named  executive 
secretary-office  manager. 

Jack  Hessler,  who  returned  recently  to  WKRC- 
TV  Cincinnati  after  four  years  Navy  service, 
named  continuity  director. 

Addley  Gray,  WTVO  (TV)  and  WRRR  Rock- 
ford,  111.,  to  WINN  Louisville,  Ky.,  as  continuity 
director. 

Brod  Seymour,  news  director  and  chief  an- 
nouncer at  WEHT  (TV)  Henderson,  Ky.,  and 

WEOA  Evansville,  Ind.,  to  staff  of  WSAZ-TV 
Huntington,  W.  Va. 

Ted  Haas,  traveling  tape  reporter  for  show 
heard  on  KMMI  Grand  Island,  Neb.,  and 

KXXX  Colby,  Kan.,  to  KOA  Denver  for  night- 
ly interview  show. 

Jack  Pyle,  WRCV  Philadelphia,  to  WIP  there 
for  daily  afternoon  show. 

Hal  Childs,  sports  editor,  KPTV  (TV)  Portland, 
Ore.,  to  KOIN  Portland,  for  sports  show. 

Roger  Sklar,  assistant  continuity  director, 
WOOD  Grand  Rapids,  Mich.,  to  WOOD-TV 
director. 

Dave  Lane,  women's  show  commentator  on 
CBS-owned  stations  in  St.  Louis,  San  Francisco 
and  Chicago,  to  WLW  Cincinnati  for  show 
connected  with  reactivated  WLW  Consumer 
Foundation. 

Jack  Murphy  to  news  staff  of  WHIL  Medford, 
Mass. 

John  M.  Coin  ley  Jr.,  formerly  with  WMMW 
Meriden,  Conn.,  to  WKNB  West  Hartford, 
Conn.,  as  staff  anouncer. 

Patricia  Searight,  program  director,  WTOP 
Washington,  traveling  in  France  on  assignment 
as  special  news  correspondent  for  French  Gov- 

ernment Tourist  Office,  N.  Y.,  which  will  dis- 
tribute her  tape  reports  on  national  basis.  She 

continues  with  WTOP. 

Bill  Moyers,  assistant  news  editor,  KTVC-AM- 
TV  Austin.  Tex.,  taking  one-year  leave  of  ab- 

sence to  study  communications  history  at  U. 
of  Edinburgh,  Scotland,  on  Rotary  International 
scholarship. 

Joan  Fisher,  promotion  manager,  WICC 
Bridgeport,  Conn.,  married  Sept.  2,  to  Harold 
Komisar  of  New  Haven,  Conn. 

Margret  McDonald,  director  of  publicity  and 
promotion,  WBAP-AM-FM-TV  Fort  Worth, 
Tex.,  and  tv  personality,  married  to  Dr.  Ray- 

mond J.  Rimmer. 

Miriam  Stevenson,  program  hostess,  WIS-TV 
Columbia,  S.  C,  and  Miss  Universe  of  1955, 
married  to  Don  Upton,  WIS-TV  announcer- 
weather  man,  Sept.  8. 

Joe  Kelly  Jr.,  announcer,  WSBT-AM-TV  South 
Bend,  Ind.,  father  of  boy,  Gavin  Michael. 

Dick  Lamoreaux,  production  manager,  WOOD- 
TV  Grand  Rapids,  Mich.,  father  of  girl, 
Kathleen. 

Frank  Allen,  disc  jockey-announcer,  WOW- 
AM-TV  Omaha.  Neb.,  father  of  girl,  Frances 
Irene. 

Ken  Reid,  cameraman,  KSBW-TV  Salinas, 
Calif.,  father  of  boy,  David. 

Joseph  A.  Lynch,  25,  sportscaster,  WBRY 
Waterbury,  Conn.,  died  Sept.  3  at  Clifton, 
N.  J.,  home  of  his  parents. 

Advertisement 

From  where  I  sit 

Si/  Joe  Marsh 

Why  Not 

A  "Vacation  Swap"? 

The  Bud  Jenkinses  have  guests  from 

New  York  City  on  their  farm — a  Mr. 

and  Mrs.  Freeman  and  their  two  chil- 

dren. It's  part  of  a  "vacation  swap" 
and  sounds  like  a  good  idea  to  try. 

"We  stayed  at  the  Freemans  in 

New  York  last  fall,"  Bud  says.  "Had 

a  grand  time  .  .  .  didn't  spend  a  cent 

for  hotels.  Now  it's  time  to  pay  them 

back.  Believe  me,  they're  not  going  to 

lift  a  finger  except  to  have  fun. 

"Most  city  folks  are  glad  to  escape 

to  the  country  for  a  couple  of  weeks 

in  the  summer,"  Bud  went  on — "espe- 
cially when  it  only  costs  them  trans- 

portation. Next  year  we  swap  vacations 

with  a  New  Orleans  family." 

From  where  I  sit,  it's  a  fine  ex- 

ample of  how  people  can  co-operate. 

And  we  all  can  co-operate  by  respect- 

ing the  other  fellow's  preferences.  Fve 

heard  people  talk  because  they  didn't 

approve  of  a  neighbor's  choice  of  bever- 

age! (They  liked  tea,  while  he  pre- 

ferred a  glass  of  beer.)  Whether  we 

share  the  same  house  or  the  same 

community,  "minding"  other  people's 
business  is  not  the  American  way. 

Copyright,  1956,  United  States  Brewers  Foundation 
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INTERNATIONAL 

RADIO 

no  matter 

where 

people  may 

be! 

Politz  finds.,* . .  .  that  RADIO  acquires  its 
huge  audience  because  it  is 
always  available  to  people  at 
all  times,  in  all  places  and  no 
matter  what  else  they  may  be 
doing.  These  millions  in 

radio's  daily  audience  listen 
for  an  average  of  3  HOURS 
per  adult  listener,  PER  DAY! 

In  Southern  New  England — 
where  the  average  income  per 
family  is  14%  above  the  U.  S. 
average — between  7  and  10 
A.M.,  63.3%  of  adult  radio 
listeners  are  in  the  kitchen. 

Another  17.2%  are  in  auto- 
mobiles. Almost  4  TIMES  as 

many  are  listening  to  WTIC 
as  to  any  other  station  serving 
the  area. 

*  Alfred  Politz  Research,  Inc. 
For  complete  information  on  this 
rich  Southern  New  England 
Market  .  .  . 

call  CHRISTAL 

or  write  directly  to 

HARTFORD 
CONNECTICUT 
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Canadian  Agencies  Put  25.4% 

Of  All  Billings  in  Radio-Tv 

COMMISSIONABLE  billings  of  Canadian  ad- 
vertising agencies  last  year  totaled  $174,924,- 

772,  of  which  television  accounted  for  $23,- 
614,854  or  13.5%  and  radio  $20,816,048 
or  11.9%.  This  compares  with  $8,495,687  or 
5.5%  for  television  and  $23,787,920  or  15.4% 
for  radio  in  1954.  The  figures  are  from  the 
Dominion  Bureau  of  Statistics  report  on  Cana- 

dian advertising  agencies. 
Of  the  total  commissionable  billings  last 

year,  11  agencies  of  the  104  accounted  for 
$106,716,207  in  billings.  These  agencies,  each 
with  total  billings  of  over  $5,000,000,  had 
15.4%  of  their  billings  in  television  and  11.5% 
in  radio. 

Last  year  there  were  20  Canadian  agencies 
doing  less  than  $100,000  in  billings  for  a  total 
of  $726,845;  35  doing  between  $100,000  and 
$500,000  for  a  total  of  $8,733,039;  14  doing 
between  $500,000  and  $1  million  for  a  total 
of  $9,700,124;  19  doing  between  $1  million 
and  $2.5  million  for  a  total  of  $29,807,452; 

and  5  doing  between  $2.5  million  and  $5  mil- 
lion for  a  total  of  $19,241,105. 

Give  Back  Our  Commercials, 

Plead  Panamanian  Viewers 

CRITICS  of  that  oft-maligned  institution,  the 

television  commercial,  take  note:  Panama's 
television  audience  is  howling  because  there  is 
not  a  tv  commercial  to  be  found  in  the  Canal 
Zone. 

The  U.  S.  Armed  Forces  Radio  &  Television 
Service  inaugurated  tv  broadcasts  in  Panama 
last  May,  using  mostly  films  and  kinescopes  of 

popular  U.  S.  programs  with  built-in  commer- 
cials. The  Panamanian  government  became 

"concerned,"  according  to  United  Press,  "when 
thousand  of  Panamanians  bought  tv  sets  and 

began  to  free-ride  on  the  broadcasts  intended 
for  their  American  military  and  civilian  neigh- 

bors in  the  Canal  Zone." 
In  a  formal  diplomatic  note,  Panama  claimed 

the  commercials  competed  with  its  radio  sta- 
tions and  possible  future  television  station. 

AFRTS  agreed  to  eliminate  the  commercials 
and  in  their  place  inserted  musical  interludes. 
Thereupon  followed  the  deluge  of  demands  for 
tv  commercials. 

CFCM-TV  Plans  to  Seek 

All-English  Tv  Station 

CFCM-TV  Quebec  City,  Que.,  plans  to  apply 
to  the  Canadian  Broadcasting  Corp.  for  an 
all-English  language  television  station,  since 
the  station  has  been  placed  on  the  CBC  French- 
language  tv  network  and  now  is  unable  to 

carry  direct  any  of  the  English-language  Cana- 
dian and  United  States  network  tv  shows. 

Prior  to  this  fall  CFCM-TV  was  able  to 
schedule  a  large  number  of  English-language 
network  tv  programs  under  CBC  policy  which 
then  allowed  optional  use  of  French  or  Eng- 

lish programs  on  Quebec  provincial  stations. 

Assoc  iated-Redif  fusion 

Plans  Facilities  Cutback 

ASSOCIATED-REDIFFUSION,  London,  has 
announced  a  cutback  in  technical  facilities  to  be 
effected  Sept.  14.  This  includes  the  closing  of 

three  studios,  placing  another  in  reserve,  cut- 
back in  remote  units  to  two  and  closing  of  tele- 

cinema  at  the  firm's  Television  House. 
In  making  the  announcement,  A-R  expressed 

regret  that  "it  is  not,  at  this  time,  in  a  position 
to  expand  its  programs  so  as  to  keep  in  its 
employ  all  the  staff  who  have  worked  so  well 
to  get  it  (A-R  programming)  on  the  air  with 
such  success."  The  programming  contractor  said 
its  share  of  the  Monday-Friday  transmissions 
in  London  will  be  approximately  65%. 

Pye  Plans  Syria  Station 
PYE  LTD.  plans  to  install  complete  televison 
facilities,  studio  and  transmitter,  in  Damascus, 
Syria,  this  month  for  the  coming  International 
Fair  there.  The  transmitter,  which  will  use  the 
625-line  system,  is  to  operate  on  ch.  8. 

WINSTON  N.  FRECKER  (1),  executive  director  of  Amalgamated  Tv  Services  Pty.  Ltd., 

Australia,  is  learning  American  tv  operations  during  a  two-month  visit  at  WHO-TV  Des 
Moines,  Iowa,  under  the  International  Educational  Exchange  Service  of  the  Dept.  of 

State.  Showing  Mr.  Frecker  the  WHO-TV  operating  procedures  are  (I  to  r)  Ralph  Evans, 

executive  vice  president,  Central  Broadcasting  Co.  (WHO-AM-FM-TV);  W.  W.  (Woody) 
Woods,  assistant  manager,  and  Paul  A.  Loyet,  vice  president  and  resident  manager. 

Broadcasting Telecasting 



Ban  Movies  for  Tv 

A  WEST  GERMAN  organization  of  dis- 
tributors of  theatrical  films,  Verband  der 

Filmverleiher,  has  placed  a  ban  on  the 
sale  of  featurelength  movies  to  German 

tv  stations.  Sequences  from  feature  mov- 
ies may  be  shown,  however,  if  they  are 

under  six  minutes.  Short  subjects  may 

be  shown  on  tv  only  if  they  are  of  "older 
vintage"  and  less  than  20  minutes  in 
length. 

French  Language  Group  Meets 

PROBLEMS  OF  French  language  radio  and 

television  stations  will  be  aired  at  this  week's 
annual  meeting  of  the  French  Language  Assn. 
of  Radio  &  Television  Broadcasters,  opening 
today  (Monday)  at  Alpine  Inn,  Ste.  Marguerite, 
Que.,  and  continuing  through  Wednesday. 
David  A.  Gourd,  CKRN  Rouyn,  Que.,  is  chair- 

man. Station  managers  from  all  parts  of  Que- 
bec province  and  advertising  agency  executives 

from  Toronto  and  Montreal  will  discuss  sales 

and  program  problems  at  panel  sessions. 

Germans  Show  Tv  Sets 

TWENTY  West  German  set  manufacturers  are 
exhibiting  a  total  of  110  different  television  set 
models  at  the  current  Television  Show  in  Stutt- 

gart. They  expect  to  make  a  total  of  550,000 
sets  in  1956,  compared  with  340,000  last  year 
and  an  estimated  750,000  for  1957.  Monthly 
set  sales  in  West  Germany  are  now  between 

20,000  and  30,000.  German  manufacturers  ad- 
mittedly are  courting  the  U.  S.  as  a  market 

more  than  ever  before  and  will  export  a  total 
of  1.5  million  sets  during  the  current  year. 

INTERNATIONAL  PEOPLE 

Bruce  M.  Pirie,  commercial  manager,  CKRC 
Winnipeg,  Man.,  to  manager,  western  division 
All-Canada  Radio  &  Television  Facilities  Ltd., 
Winnipeg.  Robert  F.  Tait,  western  supervisor 
of  All-Canada  Radio  &  Television  Facilities, 
Winnipeg,  to  assistant  manager  of  CKRC 
Winnipeg. 

J.  L.  Sayers,  general  sales  manager  of  CKWX 
Vancouver,  N.  B.,  to  manager  of  CFUN  Van- 
couver. 

William  O.  Steer,  formerly  of  MCA-TV  Canada 
Ltd.,  and  All-Canada  Television,  both  of  To- 

ronto, Ont.,  to  national  sales  supervisor,  Screen 
Gems  (Canada)  Ltd.,  Toronto. 

Rick  Campbell,  formerly  announcer  of  CBLT 
(TV)  Toronto,  Ont.,  to  broadcasting  manager 
of  Breithaupt,  Milsom  Ltd.,  Toronto,  new  ad- 

vertising agency. 

Kenneth  P.  Jensen,  sales  staff  of  CKXL  Cal- 
gary, Alta.,  to  sales  staff  of  CKDA  Victoria, 

B.  C,  replacing  T.  J.  O'Neill,  who  becomes 
program  director  of  CKDA. 

John  F.  Hirtle,  CKBW  Bridgewater,  N.  S., 
elected  president  of  Atlantic  Assn.  of  Broad- 

casters. J.  A.  Manning,  CKCL  Truro,  N.  S., 
elected  vice  president,  with  Jack  Lewis,  CKEN 
Kentville,  N.  S.,  and  CFAB  Windsor,  N.  S.,  as 
secretary,  and  Geoff  Stirling,  CJON-AM-TV 

St.  John's,  Nfld.,  as  treasurer. 

INTERNATIONAL  SHORT 

CHED  Edmonton,  Alta.,  appoints  Stephens  & 
Towndrow  Ltd.,  Toronto,  representative. 

Broadcasting   •  Telecasting 

EDUCATION 

RCA  to  Give  Scholarships, 

Fellowships  to  53  Students 

RCA,  which  for  11  years  has  been  granting  aid 
to  college  students  and  institutions,  will  award 

20  fellowships  and  33  scholarships  to  53  stu- 

dents this  fall,  Dr.  C.  B.  Jolliffe,  RCA's  vice 
president  and  technical  director,  reported  Tues- 

day. Under  the  provisions,  $117,900  will  be 
distributed  among  30  or  more  colleges  and 
universities  in  20  states  and  the  District  of 
Columbia. 

The  grants  include  10  graduate  fellowships 
to  students  now  studying  in  the  fields  of 
science,  industrial  relations,  dramatic  arts  and 

music,  and  10  newly-established  David  Sarn- 
off  fellowships  for  RCA  employes  selected  to 
study  for  advanced  degrees,  six  of  which  will 
be  in  science,  three  in  business  administration 
and  one  in  dramatic  arts.  Each  fellowship  pro- 

vides full  tuition  costs,  $2,100  living  expenses 

and  $750  as  an  undesignated  gift  to  the  uni- 
versity attended  by  the  student.  The  average 

fellowship's  worth  is  set  at  $3,500.  The  33 
scholarships  (each  providing  an  $800  grant) 

will  go  to  20  undergradutes  and  to  four  stu- 
dents now  enrolled  at  RCA  institutes  for  ad- 

vanced study  at  individually-selected  colleges. 

'Report  From  Japan'  to  Debut 
A  SERIES  of  15-minute  programs  recorded  in 
Tokyo  by  writer-producer  John  Lerch  and  en- 

titled Report  From  Japan  is  scheduled  for  fall 
release  over  stations  of  the  National  Assn.  of 
Educational  Broadcasters. 

The  taped  series,  which  is  made  up  of  12 
programs,  features  discussions  with  political 
and  artistic  leaders  and  is  designed  to  shed 

additional  light  on  the  basic  problems  of  Jap- 
anese life  and  economy. 

Mr.  Lerch  is  in  Japan  as  radio  production 
supervisor  with  the  Voice  of  the  United  Nations 
Command,  operated  by  the  Army  Psychological 
Warfare  Dept.  in  Tokyo. 

Tv  Can't  Replace  Class — AFT 
MASS  education  by  tv  as  a  substitute  for  pro- 

fessional classroom  techniques  was  opposed  by 
the  American  Federation  of  Teachers  at  its 
recent  convention  in  Pittsburgh.  The  union 

recognized  the  value  of  tv  as  an  audio-visual 
aid  to  teachers  but  contended  its  value  ended  at 
that  point. 

WQED(TV)  Boosts  Power 

WQED  (TV)  Pittsburgh,  educational  outlet  on 
ch.  13,  increased  its  power  from  25.07  to  138 
kw  with  a  special  program  Aug.  29  telecast  from 

the  station's  transmitter.  The  boost  in  power 
was  made  possible  by  grants  of  $50,000  from 
the  U.  S.  Steel  Foundation  and  $30,000  from  the 
Howard  Heinz  Endowment. 

EDUCATION  SHORTS 

KRON-TV  San  Francisco  series  of  closed  cir- 
cuit color  clinics  for  clients  and  agencies  is 

credited  by  local  Academy  of  Advertising  Arts 
with  providing  inspiration  for  new  course  in 
color  tv.  Instructor  is  KRON-TV  Art  Director 
Bill  Wagner,  who  also  conducts  station  clinics. 

Educational  Television  &  Radio  Center,  Ann 
Arbor,  Mich.,  announced  new  eduucational  tv 
film  series  in  preparation  by  Cinema  Dept.  of 

U.  of  -  Southern  California  and  starring  Dr. 
Frank  Baxter,  professor  of  English  and  tv  per- 

sonality. History  of  Human  Records  &  the 
Book  is  title  of  15-program  series. 

THE  SMART 

ADVERTISING 

MONEY IS  ON  
0 

cqdeO 

Brewers:  Liebmann,  Miller,  Stroh 

Coffee  Roasters:  Fleming,  Dining  Car 

Bakers:  National  Biscuit, 

Mrs.  Smith's  Pies 

Appliances:  Crosley-Bendix 

Various:  Lee  Optical,  Petri  Wine, 

Gem  Jewelry,  Signal  Oil, 

Top  Value  Stamps 

Hundreds  of  thousands  of  advertising 

dollars  have  been  allocated  for 

CODE  3  by  some  of  the  country's 
smartest,  most  successful  advertisers! 

Many  choice  markets  are  already 

gone  —  others  going  fast!  For 

big-time  advertising  results,  put 

your  advertising  dollars  on  CODE  3. 
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#1  SYNDICATED 

SHOW  IN 

LOS  ANGELES 

16.9  RATING, 

25.1%  AUDIENCE 

SHARE 

and  in  San  Diego:  27.4  rating, 

47.8%  audience  share 

Highest  rated  in  its  time  segment: 

Sacramento:  16.5 

Portland:  17.8 

Seattle-Tacoma:  22.7 

San  Francisco:  12.3 

Several  east  coast  and  mid-west 

markets  sold  for  fall  start. 

Many  good  markets  from  coast  to  coast 

already  bought.  Yours  still  available? 

Rating  source  on  request 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 
10  East  44th  Street 
New  York  City 

OXford  7-5880 
i  -  r 

WTMA  AD  ENTERS  FOLK  LORE 

THE  melodious  radio  signature  of  "The  King 
Street  Singer,"  representing  a  Charleston,  S.  C, 
furniture  house  on  WTMA  Charleston  has 

spread  as  far  beyond  the  station's  coverage 
limit  as  Tripoli,  North  Africa,  according  to 

reports  reaching  WTMA.  S.  I.  (Sonny)  Gold- 
berg of  J.  L.  Goldberg  &  Sons  and  his 

"Serenade  of  the  King  Street  Singer"  became 
so  popular  locally  that  his  song  was  published 
and  used  as  a  merchandising  device.  Service 
personnel,  hearing  the  strains  on  WTMA, 
picked  up  the  theme  and  now  use  the  idea  in 
air-to-ground  communications.  When  a  plane 
approaching  the  North  African  base  identified 

itself  as  "King  Street  Singer  arriving  at  10,000 
feet,"  the  man  on  the  ground  knows  it  has 
come  a  long  way  since  it  left  Charleston. 

GEOPHYSICAL  REPORTS  FOR  NBC 

ROBERT  EMMETT  GINNA,  NBC  public  af- 
fairs writer-producer,  is  attending  meetings  of 

the  special  committee  for  the  International 
Geophysical  Year  in  Barcelona,  Spain,  Sept. 
10-15.  He  will  interview  leading  scientists  from 
45-50  nations  to  obtain  information  for  NBC 
programs,  which  will  be  devoted  to  IGY. 

WOLO  WINS  PLACE  ON  CBS-TV 

SAN  FRANCISCO  puppeteer  "Wolo"  last  week 
began  his  13  week  contractual  stint  as  a  regular 
member  of  the  cast  of  the  two  hour  early  week- 

day morning  Panorama  Pacific  program  on 
CBS  Television  Pacific  Network  after  winning 

an  eight-city  contest  which  drew  over  100,000 
votes.  He  earlier  had  won  the  local  contest 

on  KPIX  (TV)  San  Francisco  and  became  the 
official  candidate  of  San  Francisco  Mayor 

George  Christopher  who  proclaimed  "I  Go 
Wolo"  day  just  before  the  Republican  Conven- 

tion. CBS-TV  acknowledged  the  high  returns 

to  the  early  morning  program  contest  as  rep- 
resentative of  tv's  influence  and  the  extensive 

tie-in  promotion  which  affiliated  stations  em- 
ployed to  boost  their  local  candidates. 

MORE  PLANS  ANNOUNCED 

FOR  FOOTBALL  COVERAGE 

SEVERAL  more  radio  and  tv  stations  have  re- 
ported on  their  plans  for  coverage  of  the 

coming  football  season  since  the  first  article  in 
B»T  Aug.  27. 

During  the  week  of  Aug.  27,  Charlie  Mur- 
dock,  WRVA  Richmond,  Va.,  sports  editor, 

interviewed  the  coaches  of  five  Virginia  col- 

leges on  his  Charlie  Murdock's  Sports  Round- 
up. They  included  Ed  Merrick,  U.  of  Rich- 

mond; Ben  Martin,  U.  of  Virginia;  Jackie  Free- 
man, William  &  Mary;  Frank  Mosley,  Virginia 

Tech,  and  lohn  McKenna,  Virginia  Military 
Institute. 

WSAZ  Huntington,  W.  Va.,  will  air  a  29- 
game  schedule  of  high  school  and  college 
contests,  including  all  Marshall  College  and 
West  Virginia  U.  games.  Play-by-play  will  be 
handled  by  Jim  Thacker,  sports  director,  and 
Jerry  Tolbert,  while  color  will  be  given  by 
Bert  Shimp  and  Bos  Johnson.  The  broadcasts 
started  last  Friday  with  a  high  school  game. 

The  U.  of  Illinois'  nine-game  schedule  will 
be  broadcast  by  WGN  Chicago  (in  addition  to 
WGN  coverage  of  the  Chicago  Bears  [B«T, 
Aug.  27])  for  the  second  straight  year.  Ron 
Kramer  will  again  do  the  play-by-play  with 
Cole-Finder  Mercury,  Chicago,  as  sponsor. 

Shell  Oil  Co.  and  Armstrong  Machine  Works 
will  co-sponsor  all  U.  of  Michigan  football 
broadcasts  this  fall  on  WKZO  Kalamazoo, 
Mich.,  the  station  has  reported,  giving  it  a 
complete  sellout  for  radio  coverage  of  the 

games  (B«T  Aug.  27).  Shell  agency  is  J.  Wal- 
ter Thompson  Co.,  New  York. 

High  school,  college  and  professional  foot- 
ball will  be  featured  on  WHBC-AM-FM  Can- 
ton, Ohio.  The  station  will  carry  19  high 

school  games,  the  Ohio  State  U.  contests  (fm 

relay  network)  and  all  pre-season  and  con- 
ference games  of  the  Cleveland  Browns,  whose 

schedule  already  has  started.  Jim  Muzzy  and 
Bob  Krahling  will  be  at  the  mike  for  the 
high  school  broadcasts  and  Bert  Charles  will 
handle  the  Ohio  State  games.  In  addition, 
three  high  school  coaches  and  Coach  Paul 
Brown  of  the  Browns  will  have  programs  on 
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MICHIGAN  National  Bank,  sponsors  of  Michigan  State  football  broadcasts  both  at 

home  and  away,  renews  with  key  station  WJIM  Lansing  for  the  10th  consecutive  year 
for  broadcasts  also  to  be  carried  over  WELL  Battle  Creek,  WFDF  Flint,  WOOD  Grand 

Rapids,  WTTH  Port  Huron,  and  WKNX  Saginaw.  Present  at  the  signing  are  (I  to  r) 
Hal  Gross,  president-general  manager  of  WJIM;  Clarence  (Biggie)  Munn,  Michigan 
State  athletic  director;  Howard  Stoddard,  president  of  Michigan  National  Bank,  and 

Howard  Finch,  WJIM  vice  president  who  will  air  the  games. 

Broadcasting   •  Telecasting 
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PLANS  for  the  broadcast  of  Green  Bay  Packers  games  over  WEMP  Milwaukee  are  dis- 
cussed at  a  dinner  given  by  WEMP  for  agency  and  sponsor  personnel.  L  to  r  are  Jack 

Severson,  radio  director  of  Mathisson  &  Assoc.;  Jerry  Zell,  director  of  public  relations, 

Clark  Oil  &  Refining  Corp.;  Tony  Flynn,  assistant  play-by-play  broadcaster  for  the 
games;  Hugh  Boice,  host  and  general  manager  of  WEMP;  Sherwood  Rising,  assistant 
sales  manager,  Miller  Brewing  Co.;  Walt  Krueger,  executive  adminstrator  of  Mathisson 
&  Assoc.;  Vern  Lewellen,  general  manager  of  the  football  team,  and  Jerry  Purtell,  sales 
manager  for  the  brewing  company. 

WHBC  during  the  football  season.  WKRC 
Cincinnati  also  will  carry  the  Browns  and 
Ohio  State  games  with  Bill  MacColgan  at  the 
microphone  for  the  college  games. 

KSAL  Salina,  Kan.,  will  broadcast  12  Big 
Seven  Conference  games  featuring  either  Kan- 

sas U.  or  Kansas  State.  Bay  Petroleum  Corp.  of 
Denver,  through  Galen  E.  Broyles  Co.,  will 
sponsor  the  games. 

KTVW  (TV)  Seattle  will  carry  The  Quarter- 
back Club  with  Al  Brightman  during  the  foot- 

ball season.  Featured  will  be  area  high  school 
and  college  coaches  and  films  of  the  U.  of 
Washington  games. 

Shirtcraft  Co.  (sportswear),  Hazelton,  Pa., 
through  Friend-Reiss  Adv.,  New  York,  will 
sponsor  15-minute  programs  on  KRON-TV  San 
Francisco  just  prior  to  the  NBC-TV  NCAA 
football  telecasts  throughout  the  season. 

A  weekly  series  of  filmed  highlights  of  Big 
10  games  again  is  being  offered  tv  stations  this 
year  on  a  syndicated  or  station-to-station  basis. 
Production  is  being  done  in  Chicago  by  Sports 
Tv  Inc.  for  a  Sunday  release  date.  Executive 
producer  is  John  Brodhead  with  commentary 
by  Tom  Harmon,  former  AU-American. 

Tel  Ra  Productions,  Philadelphia,  producer 

of  sports  films  for  television,  announced  sales 
of  the  syndicated  football  show  National  Pro 
Highlights  in  31  markets. 

In  production  for  the  ninth  consecutive  year, 
Highlights  is  a  30  minute  weekly  series  featur- 

ing action  highlights  of  all  six  National  Pro- 
fessional Football  League  games  of  the  previous 

week.  Commentary  for  the  13-week  series, 
starting  Oct.  1,  will  be  by  Jim  Learning,  sports 
director  of  WIP  Philadelphia. 

SIMPLE  RATES  AT  KELE  (FM) 

TIRED-EYED  timebuyers  weary  of  coping  with 
station  rate  cards  so  complicated  they  all  but 
require  a  slide  rule  should  welcome  the  simple 

rate  schedule  advanced  by  KELE  (FM)  Phoe- 
nix, Ariz.  The  "fine  music  station,"  established 

recently  to  fill  an  fm  void  in  its  area,  has  pub- 
lished a  four-part  plan  from  which  the  adver- 

tiser can  choose  the  "Junior  Concert,"  "Com- 
mand Performance."  "Philharmonic"  or  "Carne- 

gie Hall"  schedule.  The  plans  range  from 
sponsorship  of  30  minutes  weekly  for  $30  a 
month  on  a  three-month  minimum  basis  to  a 
two-hour  weekly  concert  (or  four  half-hours) 
at  $  1 00  per  month. 

FILMS  of  the  Georgia  Tech  football  games  will  be  shown  this  fall  on  WSB-TV  Atlanta 
under  the  sponsorship  of  the  Metropolitan  Atlanta  Chevrolet  Dealers.  Discussing  the 
contract  are  (I  to  r)  seated,  Ed  Danforth,  sports  editor  of  the  Atlanta  Journal,  who  will 
narrate  the  films;  Dorothy  Kirby  of  WSB-TV,  and  dealers  G.  O.  Johnson  and  John 
Attkisson;  standing,  dealers  Ed  Sherwood,  Ben  Brady  and  Wes  Slate;  John  Outler, 

WSB-AM-TV  general  manager,  and  dealers  C.  V.  Nalley,  Jim  Wilson  and  Alton  Castley. 
Broadcasting   •  Telecasting 

Highest  in  sales  opportunities  for 

sponsors,  the  highest  rated  show  in  its 

time  segment  in  most  markets  against 

local  and  network  competition. 

Atlanta:  53.9%  share  of  audience; 

Chattanooga:  63.5%  share; 

Cleveland:  58.3%  share; 

Columbus:  45.6%'  share; 
Los  Angeles:  32.8%  share; 

Memphis:  45.9%  share; 

Phoenix:  36.7%  share 

For  rating  and  sales  success  stories  on 

SHEENA,  QUEEN  OF  THE  JUNGLE, 

Source:  ARB,  June,  1956 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 

10  East  44th  Street 
New  York  City 

OXford  7-5880 
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THE  Kansas  City  Title  Insurance  Co.  has 
signed  for  its  third  year  of  sponsorship  of 

the  Morning  Sports  Page  on  KMBC  Kan- 
sas City  and  KFRM,  with  studios  in  that  city 

and  in  Concordia,  Kan.  Present  for  the 

contract  signing  were  (I  to  r)  Sam  Molen. 

KMBC-KFRM  sports  director;  Ross  Roach, 
advertising  manager  for  the  sponsor; 
Richard  S.  Brigham,  vice  president  of 

Rogers  &  Smith,  agency  for  both  princi- 
pals, and  Glen  Augspurger,  KMBC-KFRM 

sales  manager. 

YIDDISH  BROADCAST  TO  U.S.S.R. 

IN  its  first  broadcast  in  the  Yiddish  language, 
Radio  Liberation  last  Wednesday  beamed  a 
special  Rosh  Hashonah  message  to  the  Jews  of 

the  Soviet  Union.  The  Jewish  New  Year's 
message  was  recorded  in  Yiddish  and  Russian 
by  Rabbi  George  B.  Lieberman,  spiritual  leader 
of  the  Central  Synagogue  of  Nassau  County, 
Rockville  Center,  N.  Y.,  who  returned  recently 
from  a  tour  of  the  Soviet  Union.  Radio  Libera- 

tion broadcasts  in  f7  languages  to  the  peoples 
of  the  Soviet  Union  from  its  transmitters  in 
Germany  and  the  Far  East. 

SEEKS  VOTERS  VIA  SHORTWAVE 

JOHN  C.  CORNELIUS,  president  of  American 
Heritage  Foundation  and  sparkplug  behind  the 

AHF's  "Register  and  Vote"  campaign,  who 
last  month  addressed  the  GOP  Convention  and 

viewers  all  over  the  country  on  the  importance 
of  the  franchise,  addressed  the  world  at  large 
last  Monday.  He  talked  to  thousands  of  eligible 
U.  S.  voters  via  WRUL  Boston,  international 
shortwave  station,  on  its  Labor  Day  broadcasts 
to  Europe  and  Latin  America,  urging  them  to 

participate  in  November  elections  by  acquaint- 
ing themselves  with  absentee  balloting  procedure 

of  their  individual  states. 

TWO-EAR  SHOW  BY  WOI-AM-FM 

"ONE  ear's  good  .  .  .  but  two  ears  are  better," 
say  WOI-AM  and  WOI-FM  Ames,  Iowa,  in 
an  ear-shaped  promotion  piece  announcing 

that  Oct.  7  the  stations  will  start  "stereophonic" 
broadcasts  on  a  regular,  weekly  basis.  Staff  of 
the  Iowa  State  College  stations  will  promote 

two-ear  listening  at  the  Iowa  State  Fair,  illus- 
trating the  idea  in  a  skit  for  fair-goers  and 

passing  out  the  pink  ear  brochures. 

WNYC  AIRS  AFRICA  SERIES 

NEW  YORK-owned  WNYC  has  launched  an 

eight-week  series  of  programs  titled  Report  on 

Africa,  which  is  being  presented  in  co- 
operation with  the  BBC  (Sun.,  3-4  p.m. 

EDT).  The  series,  which  explores  present- 
day  problems  in  Africa,  will  offer  the  varied 
viewpoints  of  representatives  of  racial,  religious 

and  political  groups  and  outstanding  Africans 
including  Alan  Paton,  Stuart  Cloete  and  Dr. 

T.  E.  Donges,  Minister  of  the  Interior  of  the 
Union  of  South  Africa,  and  others. 

RADIO-TV  CLASS  FOR  MINISTERS      CBS  SPOT  TV  CHARTS  BIG  TOWN 

A  ONE-DAY  session  of  broadcast  training  for 
Ohio  ministers  is  taking  shape  under  the  guid- 

ance of  Bob  Smiley,  program  director  of 
WGAR  Cleveland  and  head  of  a  subcommittee 

of  the  Radio-Television  Council  of  the  Cleve- 
land Church  Federation.  Ministers  will  meet 

in  Cleveland  in  October  for  a  program  that  will 
include  talks  by  Cleveland  broadcasters  and 
churchmen  experienced  in  radio-tv,  kinescoped 
religious  programs  and  tape  recordings.  They 

also  will  tour  Cleveland's  broadcasting  facilities. 

"MANHATTAN  in  Your  Pocket,"  a  circular 
slide  rule  mapping  New  York  street  and  avenue 

relationships  is  CBS  Television  Spot  Sales'  idea 
of  how  to  help  its  friends,  whether  natives  or 

visitors,  "cover  ground  without  wasting  steps." 
The  reverse  side  of  the  dial,  for  "wide  coverage 
without  waste,"  shows  stations  represented  by 
CBS  Tv  Spot  in  12  major  markets.  By  turning 

the  dial,  a  buyer  can  find  a  set  of  7956  Sales 

Management  statistics  for  each  station's  market. 

United  Press  Facsimile  Newspictures 

|  a
nd 

United  Press  Movietone  Newsfilm 

ri_b  Build  Ratings 
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Singer  Boone  Rescues  Pole-Sitter  Holcombe 
TWO  WLCS  Baton  Rouge,  La.,  disc  jockeys 
have  proved  their  point — that  top  name 
singers  care  a  lot  about  the  disc  jockeys 
who  play  their  records  and  would  do  almost 
anything  to  help  them  out  of  a  jam.  But 

one  of  them,  Joe  Holcombe,  spent  141  lA 
consecutive  hours  atop  a  40-ft.  pole  before 
singer  Pat  Boone  came  to  his  rescue. 
The  whole  thing  started  several  weeks 

ago  when  disc  jockey  Bill  Anthony  made  a 
bet  with  another  announcer  that  recording 

stars  do  take  Mr.  Anthony's  profession 
seriously,  and  offered  to  do  his  programs 
from  the  top  of  the  aforementioned  pole 

until  singer  Boone  "rescued"  him.  However, 
after  one  week,  Mr.  Anthony  caught  a 
virus  infection  and  friend  Holcombe,  who 

shared  Mr.  Anthony's  convictions  about 
popular  singers,  offered  to  take  his  place. 

For  two  weeks,  Mr.  Holcombe  did  his 

daily  two-hour  program  from  a  four-by-four 

ft.  "studio"  atop  the  pole  and  Aug.  20  at 
4  p.m.  went  "up  to  stay"  until  Mr.  Boone 
came  to  get  him  down. 

In  the  interim,  the  popular  singer  had 
been  contacted  in  Canada  and  promised  to 

come  to  Baton  Rouge  to  "rescue"  one  of 
his  most  ardent  admirers,  in  spite  of  a  full 
slate  of  personal  appearances. 

Mr.  Boone  made  it  Aug.  26  and  rescued 
the  pole-sitter  at  12:30  p.m.  as  an  estimated 
6,000  persons  cheered.  In  addition,  La. 
Gov.  Earl  K.  Long  made  him  an  honorary 

colonel  on  the  governor's  staff  and  he  was 
made  an  honorary  citizen  of  Baton  Rouge 
and  presented  a  key  to  the  city. 

Immediately  after  the  "come-down,"  the 
East  Baton  Rouge  Sheriff's  Flying  Posse 
flew  Mr.  Boone  and  his  manager,  Jack 
Spinnen,  to  Duquesne,  111.,  to  continue  the 
personal  appearance  tour. 

RUBIROSA  SHOW  ON  WITV  (TV)      KCCO  CONQUERS  HEAT  SLUMP 

AN  all-Spanish  television  series,  Huespedes 
Famosos  (Famous  Guests),  produced  by  Porfirio 
Rubirosa  has  made  its  debut  on  WITV  (TV) 
Miami,  Fla.  The  13-week  series,  starring  Jorge 
Manzano-Small  and  guest  talent,  is  dedicated  to 
the  idea  of  promoting  Latin  American-U.  S. 
relations.  ■ 

WBUF  (TV)  DRAWS  CROWDS 

WBUF  (TV)  (ch.  17)  Buffalo  broke  out  a 
varied  bag  of  tricks  in  its  sponsorship  of  an 

eight-hour  Safety  Spectacular  in  the  city's  La- 
Salle  Park.  Estimated  attendance  at  the  out- 

door fair,  which  featured  local  law  enforcement 

officers  and  firefighters,  plus  Buffalo's  Civic 
Opera,  pyrotechnics,  daredevil  horsemanship, 
baseball  games  and  other  features  designed  to 

"pull"  the  citizenry  into  the  park,  was  set  at 
50,000.  The  newest  NBC  o&o  station  actively 
promoted  itself  throughout  the  day,  with  prizes, 
tours  and  special  radio  coverage  on  WKBW 
Buffalo,  an  independent. 

CBS  GIVES  OLYMPIC  CALENDAR 

CBS  Radio  will  pick  up  1956  Olympic  Games 
from  Melbourne,  Australia,  Nov.  24,  25,  Dec. 
1,  2  and  8,  featuring  John  Lardner  reporting 
direct  and  Jim  McKay  with  daily  roundup  from 
New  York,  William  C.  McPhail,  CBS  director 
of  sports,  has  announced. 

CD  SERIES  ON  WKNB-TV 

WKNB-TV  Hartford,  Conn.,  has  launched  a 
series  of  13  weekly  television  programs  titled 

What's  New  In  Civil  Defense?  (Tues.,  1:15-1:30 
p.m.  EDT).  The  series  features  Una  King, 
chief  of  radio  and  television  for  the  Connec- 

ticut Office  of  Civil  Defense,  and  includes  guest 
interviews,  filmed  segments  and  reports  on 
latest  civil  defense  developments. 

LIVING  A.M.  MUSIC  ON  WOR 

JUST  to  prove  that  not  all  things  heard  on 

early-morning  radio  are  "canned,"  WOR  New 
York  last  week  reinstated  "the  greatest  little 
orchestra  in  the  world"  to  its  John  B.  Gambling 
6-8  a.m.  wake-up  program.  The  five-man  aggre- 

gation was  last  heard  two  years  ago  on  the 

Gambling  show.  Since  that  time,  "live"  music 
has  not  been  heard  on  the  show. 

Broadcasting  •  Telecasting 

WHEN  heat  of  110"  and  better  in  southwest 
Oklahoma  drove  merchants'  summer  sales  down 
to  a  low  ebb,  KCCO  Lawton,  Okla.,  two-month- 
old  daytime  music  and  news  station,  set  out  to 
do  something  about  it.  The  resulting  KCCO 

"Back-to-School"  shoppers  promotion  Aug.  16 
brought  the  slump  to  a  fast  halt,  set  sales  on  the 
uptrend.  The  station  bought  the  Lawton  bus 
service  from  9  a.m.  to  4  p.m.  that  day,  telling 

shoppers  to  "ride  the  bus  on  us."  Shopping- 
hour  bus  traffic  tripled.  In  the  stores,  bargain- 
hunters  found  YMCA  boys  giving  away  helium 
balloons  marked  with  KCCO  letters.  Merchants 

were  so  enthusiastic  for  the  promotion  that  an 

overflow  of  a  half-dozen  had  to  join  the  waiting 
list  for  the  repeat  promised  by  KCCO  for 

Sept.  20. 

NEW  YORK  state  license  plate  on  the  fire 

engine  owned  by  WBUF  (TV)  Buffalo  is 

appropriately  marked  UHF-17,  denoting 
the  NBC  station's  uhf  channel  number. 
Charles  R.  Denny  (I),  vice  president  of 

NBC-owned  stations,  poses  aboard  the 

1921  American-LaFrance  engine  with 
Charles  C.  Bevis  Jr.,  WBUF  general  man- 

ager. The  photograph  was  made  when 

Mr.  Denny  visited  Buffalo  recently  to  look 

at  construction  progress  on  WBUF's  new 
$1  million  plant  in  that  city. 

WIBC 

LEADS  IN  INDIANA 

FIRST  IN 

COMMUNITY 

SERVICE 

WIBC,  as  a  station,  has  received 
many,  many  exclusive  community 
service  awards,  but  even  individual 
members  of  our  team  have  had  high 
honors  for  their  public  service 
efforts.  For  example  .  .  .  Easy 

Gwynn.  WIBC"s  versatile  disc 
jockey,  was  recently  acknowledged 
by  the  Indianapolis  Safety  Board 
with  the  first  Safety  Award  of  its 
kind  ever  given  to  an  individual 

person. 

FIRST  IN 

AUDIENCE 

And  WIBC  programs  in  general  not 
only  lead  in  public  service,  but  they 
also  attract  bigger  audiences  than 
any  other  station  in  Indianapolis. 
In  the  31  county  Indianapolis  trad- 

ing area.  WIBC  programs  rank  first 
during  447  out  of  504  rated  quarter 

hours  each  week* *Pulse  Area  Study,  Sept.-Oct.,  1955 

FIRST  IN  THE 

HEARTS  OF  THEIR 

LISTENERS 

Easy  Gwynn  isn't  the  only  WIBC 
personality  salesman  responsible  for 
WIBC's  big  audiences  and  success  in 
public  service.  There  are  Bill  Baker, 
Lou  Palmer,  Jack  Morrow,  Joan 
Evans  and  many  other  well  known 
personalities.  These  same  personal- 

ity salesmen  are  available  on  a  "first 
come,  first  serve"  basis  to  help  you 
sell  your  product  or  service. 

WIBC 
1070  KC 

The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  SI. 
Indianapolis  8,  Indiana 

JOHN  BLAIR  &  COMPANY 
NATIONAL  REPRESENTATIVES 
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PROGRAMS  &  PROMOTIONS 

THE  RIVALS  line  up  before  the  ostrich  race.  L  to  r :  Rege  Cordic, 
radio;  Art  Pallan,  radio;  Hank  Stohl,  tv;  Bob  Tracey,  radio;  Ed 

Schaughency,  tv,  and  Carl  Ide,  tv. 

NO  KDKA  HEADS  IN  SAND 

AN  OSTRICH  RACE  at  a  county  fair?  Certainly  not  the  ordinary 

way  to  promote  your  radio  and  tv  stations,  but,  as  KDKA-AM-TV 
Pittsburgh  gives  ample  evidence,  a  successful  one. 

On  Sept.  2,  10,000  spectators  at  the  fair  and  thousands  more  before 

their  tv  sets  saw  personalities  from  KDKA's  radio  and  tv  staffs  rival 
each  other  in  what  looks  to  become  an  annual  event.  Last  year  the 
two  staffs  staged  a  chariot  race.  This  year,  as  last,  the  tv  team  won. 
More  importantly,  the  stations  came  in  for  a  wealth  of  publicity  at 
almost  nominal  cost. 

Idea  for  the  races  was  conceived  last  year  by  the  publicity  managers 
of  the  two  stations,  Pete  Thornton  for  television  and  Jack  Williams 
for  radio.  They  approached  fair  director  George  Kelly  with  the 
chariot  race  idea.  Admittedly,  he  at  first  was  cool  to  letting  a  com- 

mercial firm  in  on  the  fair — for  free.  But  they  impressed  him  with 
the  value  of  the  attendance  publicity,  and  he  agreed  to  the  event. 
KDKA-AM-TV  came  in  for  extra  publicity  this  year  when  the 

Pittsburgh  Press  conducted  a  contest  around  the  event.  A  picture  of 
the  rivals  in  their  flowing  Arab  dress  and  beards  (they  originally  were 
to  race  on  camels,  but  the  beasts  proved  too  hard  to  handle)  was  run 
without  caption  in  the  paper,  with  prizes  of  Westinghouse  radios 

THEY'RE  OFF!  And  just  to  add  a  fillip  to  the  proceedings,  m.c. 
Sterling  Yates  hurls  a  cream  pie  at  Ed  Schaughency.  A  split 
second  later,  the  pie  hit  its  target. 

awarded  those  who  could  identify  thepersonalities.  Over  5,000  entries 
were  submitted  in  the  one-day  contest. 

Pittsburgh  educational  station  WQED  (TV)  televised  the  race 

itself,  and  a  picture  of  last  year's  race  was  used  on  the  front  cover  of 
the  fair  program. 

Leaving  no  stone  unturned,  KDKA  staged  a  motorcade,  with  police 
escort,  through  downtown  Pittsburgh  prior  to  the  race.  For  a  finale, 
the  losing  KDKA  radio  team  vented  their  wrath  on  the  winners  by 
attacking  them  with  meringue  pies,  seltzer  bottles  and  feather  pillows. 

RADIO  makes  its  bid  in  the  stretch, 

fell  short,  however,  and  KDKA-TV  came 
on  to  win.  It  was  the  second  victory  in  two 

years  for  the  television  team. 

It        AT  TOP:  The  winners  get  their  trophy  at  the  hands  of  fair  director  George  Kelly. 

AT  BOTTOM:  The  winners  get  spoils  at  the  hands  of  the  losers,  in  this  case  p  feather 

pillow  as  a  follow-up  to  the  cream  pies. 

EYES  OF  BOWIE,  TEX.,  ON  ABC-TV 

JIM  BOWIE,  memorialized  in  the  name  of  a 

knife,  a  Texas  city  and  an  ABC-TV  show,  fig- 
ured once  again  in  a  proclamation  by  S.  L. 

Greenwood,  Mayor  of  the  City  of  Bowie,  Tex., 

declaring  Sept.  7  "Jim  Bowie  Day."  The  mayor 
called  on  all  citizens  "to  participate  in  the  ob- 

servance of  the  day  by  watching  the  premiere 

performance  of  this  new  television  series,  The 
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Adventures  of  Jim  Bowie,  on  KFDX-TV 
Wichita  Falls,  channel  3,  or  WBAP-TV  Fort 
Worth,  channel  5,  starting  at  7  p.m.  CST. 

RENFRO  FOLKS  ON  CBS-RADIO 

PILLSBURY  Mills  Inc.,  through  Campbell- 
Mithun  Inc.,  both  Minneapolis,  launched  new 
hillbilly  music  series  last  Monday  on  CBS  Radio 
vir  WHAS  Louisville,  Ky.  Titled  Ren  fro  Val- 

ley,  the  five-minute   (4:05-4:10  p.m.  EDT) 

weekday  program  originates  in  Kentucky's  Ren- 
fro  Valley  settlement. 

NEW  TIME  FOR  COLLEGIANS 

RUTH  GERI  HAGY's  College  Press  Confer- 
ence, heretofore  seen  Sundays  on  ABC-TV, 

4:30-5  p.m.  EDT,  has  moved  back  a  half-hour 
to  4-4:30  p.m.  EDT.  The  program  originates 
from  WMAL-TV  Washington. 

Broadcasting   •  Telecasting 



CBC  PLAY  BOUGHT  BY  BBC 

A  CANADIAN  television  play  has  been  filmed 
and  sold  to  the  British  Broadcasting  Corp.,  said 
to  be  the  first  Canadian  tv  program  to  be 
aired  in  Great  Britain.  The  Canadian  Broad- 

casting Corp.  has  announced  sale  of  the  film 

of  its  dramatic  production,  "Flight  Into  Dan- 
ger, first  seen  in  Canada  on  the  General  Mo- 
tors Theatre  program  last  April  and  telecast 

again  this  summer.  The  play,  dealing  with  an 
aircraft  in  distress,  was  written  by  Arthur  Hailey 

of  Toronto,  as  his  first  tv  drama,  and  produc- 
tion was  partly  filmed  at  airport  control  towers, 

with  most  of  the  action  taking  place  in  the 

cockpit  of  a  salvaged  DC-4  brought  to  the  CBC 
studios  at  Toronto.  The  live  production  was 
film  recorded  last  April. 

FILM  USED  TO  SELL  COLOR  SETS 

SYLVANIA  Electric  Products  Inc.,  New  York, 
in  a  move  to  aid  its  distributors  and  dealers  in 

color  tv  salesmanship,  has  produced  a  10- 

minute  film  strip,  "Make  Way  for  Color,"  which 
is  being  circulated  among  local  dealers  by  re- 

gional distributors  for  showing  at  sales  meet- 
ings. The  film  takes  up  both  technical  and 

general  phases  of  color  tv. 

WRCV-TV  UNRUFFLED  BY  SCUFFLE 

EXCLUSIVE  local  tv  film  coverage  of  the  Aug. 
29  narcotics  raid  in  Atlantic  City,  N.  J.,  was 
claimed  by  WRCV-TV  Philadelphia,  but  it  cost 
station  cameraman  Leroy  Bell  some  anxious 
moments.  When  police  and  reporters  entered 
a  rooming  house,  a  suspect  broke  away  from 
arresting  officers  and  fled  down  a  hallway 
crashing  into  Mr.  Bell.  The  two  scuffled  until 
the  suspect  broke  once  again  and  was  stopped 
outside  the  house.  Reports  by  several  staffers 
were  carried  periodically  on  WRCA  television 
and  radio  during  the  day  of  the  raid. 

WBTV  (TV)  INAUGURATES  COLOR 

REPRESENTATIVES  of  agencies  in  nine 

Carolinias'  cities  turned  out  for  the  first  of  a 
series  of  color  tv  seminars  held  by  WBTV  (TV) 
Charlotte,  N.  C,  last  month.  Station  officials 
briefed  53  agency  men  and  women  on  technical 
color  questions,  originated  a  live  closed  circuit 
colorcast  and  covered  sales  angles  on  color. 
WBTV  originated  local  live  color  tv  in  the 
Carolinas  last  December  and  has  followed  up 
with  twice  weekly  colorcasts  for  the  past  six 
months. 

DIAPERS  SIGNAL  KFAB  CHANGE 

PRINTED  replicas  of  diapers— 50,000  of  them 
— were  showered  over  sixty  towns  in  western 
Iowa  and  Eastern  Nebraska  Aug.  25  and  26 

to  herald  the  "Big  Change"  on  KFAB  Omaha. 
Each  diaper  was  numbered  and  finders  could 

listen  to  the  "changed"  programming  on  KFAB 
the  following  week  to  hear  which  lucky  number- 
holders  were  to  be  invited  to  lunch  with  KFAB 

personalities  and  visiting  stars.  The  diaper 

shower  was  just  one  facet  of  an  elaborate  build- 
up given  by  the  station  to  its  new  programming 

policy  emphasizing  more  music,  less  talk  and 

more  frequent  news,  market  and  weather  re- 
ports. A  heavy  schedule  of  air  promotion  and 

newspaper  ads  announced  the  Big  Change  to 

KFAB  listeners,  and  trade  ads  and  special  mail- 
ings reached  agencies  and  advertisers.  The 

public  was  invited  to  the  KFAB  studios  to  meet 

staffers  and  visiting  recording  artists  featured 
all  last  week. 

Broadcasting   •  Telecasting 
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The  Model  108  Phase  Meter  is  an  instrument  designed  to  provide 

an  indication  of  the  phase  relations  in  directional  antenna  systems. 

Each  instrument  is  tailored  for  the  particular  installation  and  usually 

incorporates  provision  for  indicating  the  relative  amplitudes  of  the 
currents  in  the  various  antennas,  as  well  as  the  phase  relation.  The 

Model  108  Phase  Meter  has  found  its  principal  use  in  broadcast 

stations  employing  directional  antennas,  but  its  wide  frequency  range 

makes  it  readily  adaptable  for  other  applications. 

The  popularity  of  the  Model  108  Phase  Meter  is 

proven  by  the  vast  number  now  in  use. 

3ST  E  :M  S  •  CLARKE 
Incorporated 

919  JESUP-BL 
SILVER  SPRING 

I  R  DRIVE 
MARYLAND 

Write  Dept.   F-l   for  further  information 
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the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 

— they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Free  &  Peters  Colonel 
can  tune  you  in  on  the  New  Selling  Sound 
of  KMBC-KFRM. 

KM BC     Kansas  City 

KFRM  ifen  the  State  of  Kansas 

f^in  the  Heart  of  America 

WGR-TV 
CHANNEL 

Your  BEST 

SALES 

FORCE 

an 

BUFFALO 

WGR-TV 

BUFFALO 

National  Representative* 

PETERS,  GRIFFIN,  WOODWARD,  INC. 

FOR  THE  RECORD 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 

August  30  through  September  5 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf— ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,   w — watts,  mc — megacycles.  D— -day.   N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am-Fm  Summary  through  September  5      Tv  Summary  through  September  5 

Am 
Fm On 

Air 

2,899 
522 

Licensed 

3,036 544 

Cps 
167 

35 Appls.  In Pend-  Hear- 
ing ing 

283  128 
9  0 

FCC  Commercial  Station  Authorizations 

As  of  July  31,  1956 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  July 
Cps  deleted  in  July 

*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  Fm  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

Total  Operating  Stations  in  U.  S. 
Vhf  Uhf 

Commercial                         366  91 
Noncom.  Educational            17  5 

Grants  since  July  11,  7952: 

Total 

4571 

222 

Am Fm 

Tv 

2,877 

519 193 
45 11 

306 
119 19 116 

3,041 

549 615 
182 2 128 
263 7 42 124 

0 77 
143 4 

32 
814 

66 
324 

0 2 0 
1 0 1 

(When  FCC  began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational 

Vhf 
332 

23 

Uhf 
313 

21 

Total 

6451 

442 

Applications  tiled  since  April  14,  7952; 
(When  FCC  began  processing  applications after  tv  freeze) 

Commercial Noncom.  Educ. 

New  Amend.  Vhf 
1,015       337  795 61  34 Uhf 

557 

27 

Total 

1,353s 

61* 

Total 

1,076 

337 829 

584 

1,414° 

1170  cps  (33  vhf  137  uhf)  have  been  deleted. 
1  One  educational  uhf  has  been  deleted. 
*  One  applicant  did  not  specify  channel. « Includes  43  already  granted. 
"Includes  685  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations •    •  • 

ACTIONS  BY  FCC 

Jacksonville,  Fla. — Florida-Georgia  Television 
Co.  granted  vhf  ch.  12;  ERP  316  kw  vis.,  158  kw 
aur.;  ant.  height  above  average  terrain  507  ft., 
above  ground  544  ft.  Estimated  construction  cost 
$645,537,  first  year  operating  cost  $456,475.  Post 
office  address  1746  E.  Adams  St.,  Jacksonville. 
Trans,  location  1746  E.  Adams  St.  Geographic 
coordinates  30°  19'  15"  N.  Lat,  81°  38'  03"  W.  Long. Trans,  and  ant.  GE.  Legal  counsel  Koteen  &  Burt, 
Washington.  Consulting  engineer  Weldon  &  Carr, 
Washington.  Florida-Georgia1  is  owned  26%  by 
George  H.  Hodges,  26%  by  Alexander  Brest,  local 
businessmen;  19%  by  Harold  S.  Cohn,  owner  of 
WRHC  Jacksonville;  20%  by  Mitchell  Wolf  son- 
Sidney  Meyer  interests  (WTVJ  [TV]  Miami  and 
theatres),  and  3%  by  Jesse  H.  Cripe,  WTVJ  op- 

erations manager,  who  is  slated  to  be  gen.-mgr. 
of  Jacksonville  outlet.  Announced  Aug.  31. 
Athens,  Ga. — U.  of  Georgia  granted  vhf  ch.  8 

(180-186  mc);  ERP  316  kw  vis.,  158  kw  aur.;  ant. 
height  above  average  terrain  1,277  ft.,  above 
ground  1,075  ft.  Estimated  construction  cost  $384,- 
751,  first  year  operating  cost  $129,800,  revenue 
none.  Post  office  address  Board  of  Regents,  U.  of 
Georgia,  Atlanta.  Studio  location  Athens.  Trans, 
location  near  Monroe,  Ga.  Geographic  coordi- 

nates 33°  49'  24"  N.  Lat.,  83°  37'  45"  W.  Long. 
Trans.  DuMont,  ant  RCA.  Legal  counsel  Sey- 

mour Krieger,  Washington.  Consulting  engineer 
Edward  Graham  Jr.,  Nashville,  Tenn.  U.  of  Ga., 
licensee  of  WGST  Atlanta,  is  planning  to  run 
station  on  educational  non-commercial  basis. 
This  marks  44th  educational  tv  grant  to  date. 
Filed  Jan.  24. 
Missoula,  Mont. — Western  Montana  Assoc.  is 

being  advised  that  application  for  new  satellite 
tv  to  operate  on  ch.  21  indicates  necessity  of 
hearing.  Station  would  operate  as  satellite  of 
KXLF-TV  Butte,  Mont.   Announced  Aug.  30. 
Elmira  Star-Gazette  Inc.;  Veterans  Bcstg.  Co.; 

Television  Assoc.  of  Elmira  Inc.;  WTVE  Inc.,  all 
Elmira,  N.  Y. — FCC  is  advising  first  three  appli- 

cants for  new  tv  to  operate  on  ch.  9,  and  WTVE, 
applicant  to  change  from  ch.  24  to  9,  that  fur- ther action  will  be  withheld  pending  outcome  of 
rule-making  proposing  to  delete  that  channel 
from  Elmira.  Announced  Sept.  5. 

Coos  Bay,  Ore. — KOOS  Inc.  granted  uhf  ch.  16 
(482-488  mc);  ERP  20.5  kw  vis.,  11.6  kw  aur.; 
ant.  height  above  average  terrain  836  ft.,  above 
ground  503  ft.  Estimated  construction  cost  $155,- 
655.49,  first  year  operating  cost  $125,409,  revenue 
$140,000.  Post  office  address  Hall  Bldg.,  Coos  Bay. 
Studio,  Third  &  Commercial  Sts.,  Coos  Bay;  trans, 
location    Coos    Bay.     Geographic  coordinates 

43°  23'  33"  N.  Lat.,  124°  09'  42"  W.  Long.  Trans. 
DuMont,  ant.  RCA.  Legal  counsel  John  P. 
Hearne,  San  Francisco,  Calif.  Consulting  engi- 

neer A.  D.  Ring  &  Co.,  Washington,  D.  C.  Prin- 
cipals are  Pres.  Sheldon  F.  Sackett  (95%),  prin- 

cipal owner,  KOOS  Coos  Bay,  KROW  Oakland, 
Calif.,  KVAN-AM-TV  Vancouver,  Wash.;  Secy. 
Willard  W.  Mclnturff  (no  stock),  attorney;  Vice 
Pres.  Mercedes  Prosser  Young  (no  stock)  secy.- 
dir.,  KROW,  and  Estate  of  Fred  F.  Chitty  (5%), 
5%  owner  KVAN-AM-TV.   Announced  Sept.  4. 
Aberdeen,  S.  D. — Aberdeen  Television  Co. 

granted  vhf  ch.  9  (186-192  mc);  ERP  1.58  kw  vis., 
.794  kw  aur.;  ant.  height  above  average  terrain 
204  ft.,  above  ground  220  ft.  Estimated  construc- 

tion cost  $83,432.82,  first  year  operating  cost  $64,- 
250,  revenue  $87,500.  Post  office  address  Aber- 

deen. Studio  location  one  mile  west  of  Aberdeen 
on  8th  Ave.  Trans,  location  one  mile  west  of 
Aberdeen  on  8th  Ave.  Geographic  coordinates 
45°  28'  30"  N.  Lat.,  98°  30'  41"  W.  Long.  Trans. 
Gates,  ant.  Prodelin.  Legal  counsel  Harry  J. 
Daly,  Washington.  Consulting  engineer  Ralph  J. 
Bitzer,  St.  Louis,  Mo.  Principals  include  partners 
Joseph  E.  McNaughton  (64%),  31%  owner  of 
WRMN  Elgin,  111.,  60%  owner  of  WCRA  Effing- 

ham, III.,  49%  owner  of  KXGI  Fort  Madison, 
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Iowa;  William  D.  McNaughton  (23%),  19%  owner 
of  WRMN  and  28%  owner  of  KXGI,  and  F.  F. 
McNaughton  (13%),  19%  owner  of  WCRA.  An- nounced Aug.  30. 

Alpine,  Tex. — Alpine  Tv  Co.  granted  vhf  ch.  12 
(204-210  mc);  ERP  .59  kw  vis.,  .295  kw  aur.; 
ant.  height  above  average  terrain— minus  170  ft., 
above  ground  200  ft.  Estimated  construction  cost 
$39,950,  first  year  operating  cost  $54,750,  revenue 
$73,000.  Post  office  address  %  911  St.  Joseph  St., 
Dorchester  Apartments,  Dallas,  Tex.  Studio  loca- 

tion Alpine.  Trans,  location  Alpine.  Geographic 
coordinates  30°  10'  52"  N.  Lat.,  103°  38'  30"  W. 
Long.  Trans.  Dage,  ant.  Prodelin.  Legal  counsel 
McKenna  &  Wilkinson,  Washington.  Consulting 
engineer  Commercial  Electronics  Corp.,  Dallas. 
Sole  owner  O.  L.  Nelms,  is  real-estate  multi-mil- 

lionaire and  holds  cps  for  new  tvs  in  Brownwood, 
Tex.,  and  Flagstaff,  Ariz.,  and  is  applicant  for 
new  tv  in  Victoria,  Tex.  Announced  Aug.  30. 

Walla  Walla,  Wash.— Walla  Walla  Television  Co. 
is  being  advised  that  application  for  new  satellite 
tv  to  operate  on  ch.  8  indicates  necessity  of  hear- 

ing. Station  would  operate  as  satellite  of  KIMA- 
AM-TV  Yakima,  Wash.  Announced  Sept.  5. 

APPLICATIONS 

Alliance,  Neb. — Frontier  Bcstg.  Co.,  vhf  ch.  13 
(210-216  mc);  ERP  25.894  kw  vis.,  12.947  kw  aur.; 
ant.  height  above  average  terrain  355  ft.,  above 
ground  337  ft.  Estimated  construction  cost  $80,175, 
first  year  operating  cost  $25,000,  revenue  $35,000. 
Post  office  address  2923  E.  Lincolnway,  Cheyenne, 
Wyo.  Trans,  location  12  miles  north  of  Alliance. 
Geographic  coordinates  42°  14'  07"  N.  Lat.,  103° 
00'  41"  W.  Long.  Trans.  DuMont,  ant.  RCA.  Legal counsel  Koteen  &  Burt,  Washington.  Consulting 
engineer,  none.  Applicant  operates  KFBC-AM-TV 
Cheyenne  and  KSTF  (TV)  Scottsbluff,  Neb.  Filed 
Sept.  4. 

San  Angelo,  Tex. — San  Angelo  Television  Co., 
vhf  ch.  3  (60-66  mc);  ERP  1.48  kw  vis.,  .74  kw 
aur.;  ant.  height  above  average  terrain  223  ft., 
above  ground  294  ft.  Estimated  construction  cost 
$59,050,  first  year  operating  cost  $48,000,  revenue 
$60,000.  Post  office  address  First  State  Bank,  Rio 
Vista,  Tex.  Studio  location  Hotel  Cactus,  Twohig 
Ave.  &  Oakes  St.,  San  Angelo.  Trans,  location 
same  as  studio.  Geographic  coordinates  31°  27' 
40"  N.  Lat.,  100°  26'  05"  W.  Long.  Trans.  Gates, ant.  Adler  Electronics.  Legal  counsel  Ross  K. 
Prescott,  Dallas.  Consulting  engineer  Guy  C. 
Hutcheson,  Arlington,  Tex.  Principals  are  equal 
partners  Joe  N.  Weatherby,  former  20%  owner 
of  KTXL  San  Angelo,  and  Lowell  Smith,  former 
8.33%  owner  of  KTXL-  and  former  10%  owner 
of  KTXL-TV.  Filed  Aug.  30. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

WHBF-TV  Rock  Island,  111.— Is  being  advised 
that  action  on  application  for  mod.  of  cp  (ch.  4) 
to  change  trans,  location  to  15  miles  from  center 
of  Rock  Island  closer  to  Peoria,  increase  ERP 
from  50  to  70  kw  and  increase  ant.  height  from 
280  to  1,000  ft.  will  be  withheld  pending  outcome 
of  rule-making  proposal  to  deintermix  Peoria. 
Proposed  operation  would  place  Grade  B  signal 
in  Peoria.  Announced  Sept.  5. 

KVSO-TV  Ardmore,  Okla. — Granted  90-day 
temporary  authorization  for  new  tv  intercity 
relay  system  between  Oklahoma  City  and  Ard- 

more (95  miles)  to  relay  programs  of  WKY-TV 
Oklahoma  City  to  KVSO-TV  by  off-the-air  pick- 

up near  Byars.  Announced  Aug.  30. 

KLTV  (TV)  Tyler,  Tex.— Granted  cp  to  change 
ERP  to  316  kw  vis.,  214  kw  aur.,  and  make  other 
equipment  changes.  Announced  Sept.  5. 

WMVS-TV  Milwaukee,  Wis.— By  letter,  FCC  de- 
nied request  of  The  Southwest  Economy  League, 

Milwaukee,  for  reconsideration  of  June  6  grant  »f 
noncommercial,  educational  tv  (WMVS-TV)  to 
operate  on  ch.  10.  Announced  Aug.  30. 
WIPR-TV  San  Juan,  P.  R.— Granted  mod.  of 

cp  to  change  studio  location,  install  new  ant. 
system  and  make  other  equipment  changes.  An- nounced Sept.  5. 

APPLICATIONS 

WOW-TV  Omaha,  Neb. — Seeks  cp  to  change 
type  ant.  Filed  Sept.  4. 
WAPA-TV  San  Juan,  P.  R. — Seeks  mod.  of  cp 

to  change  ERP  to  56.39  kw  vis.,  33.82  kw  aur.,  in- 
stall new  ant.  system  and  make  other  equipment 

changes.   Filed  Aug.  30. 

Allocations  .  .  . 

Extend  Date  for  Filing  in  Proposed  Tv  Channel 
Changes 

FCC  extended,  from  Sept.  10  to  Nov.  15,  time 
for  filing  comments  to  certain  local  tv  channel 
changes  (dockets  11747,  et  al)  pursuant  to  its 
Report  and  Order  of  June  25  in  general  tv  pro- 

ceeding (docket  11532).  This  is  being  done  to 
resolve  certain  basic  questions  before  proceeding 
with  individual  rule-making  proceedings. 
Areas  affected  are  Springfield,  HI. -St.  Louis, 

Mo.;  Hartford,  Conn. -Providence,  R.  I.;  Peoria, 
111. -Davenport,  Iowa,  Rock  Island-Moline,  111.; 
Norfolk-Portsmouth-Newport  News,  Va.-New 
Bern,  N.  C;  Albany-Schenectady-Troy-Vail 
Mills,  N.  Y.;  New  Orleans,  La. -Mobile,  Ala.; 
Charleston,  S.  C;  Madison,  Wis.;  Duluth,  Minn.- 
Superior,  Wis.;  Miami,  Fla.;  Evansville,  Ind.;  El- 
mira,  N.  Y.:  Fresno-Santa  Barbara.  Calif.;  and 
Columbia,  S.  C. 

PETITIONS 

KGMS-TV  Sacramento,  Calif.— Petitions  FCC 
to  allocate  ch.  12  to  KGMS-TV  in  lieu  of  ch.  46 
and  issue  order  to  show  cause  why  assignment 
should  not  be  changed.  Announced  Aug.  31. 
WMAZ-TV  Warner-Robins,  Ga.— Petitions  FCC 

to  assign  ch.  13  to  Macon  instead  of  Warner- 
Robins  and  issue  order  to  show  cause  why 
WMAZ-TV's  authorization  on  ch.  13  should  not 
be  mod.  to  specify  .operation  at  Macon  in  lieu 
of  Warner-Robins.  Announced  Aug.  31. 
WFAM-TV  Lafayette,  Ind.— Petitions  FCC  to 

change  ch.  18,  now  assigned  to  Lebanon,  Ind.,  to 
ch.  59,  now  assigned  to  Lafayette,  and  assign  ch. 
18  from  Lebanon  to  Lafayette.  Also  requests  that 
order  to  show  cause  be  issued  against  WFAM- 
TV  requiring  change  in  operating  assignment 
from  ch.  59  to  ch.  18.  Announced  Aug.  31. 
WKNX-TV  Saginaw,  Mich.— Petitions  FCC  to 

change  allocation  of  ch.  12  in  Flint,  Mich.,  to 
hyphenated  allocation  for  Saginaw-Bay  City- 
Flint  and  to  permit  applications  by  all  interested 
parties  for  channel  as  reallocated.  Announced 
Aug.  31. 

Clearfield,  Pa.— Philipsburg-Clearfield  Televi- 
sion petitions  FCC  to  allocate  ch.  3  to  Clearfield. 

Announced  Aug.  31. 

Translators  .  .  . 

ACTION  BY  FCC 

Translator  Equipment  Rules — To  expedite  es- 
tablishment of  new  translator  stations,  authoriza- 

tion of  which  became  effective  July  2,  FCC  post- 
poned certain  requirements  for  type  approval  of 

>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>>(1^^^5>>>>>>>>>>>>>>>>>.>>>»»»»»»»»»»»»»»»»»»t5 
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translator  equipment  to  Jan.  1,  1958,  and  in  mean- 
time will  give  limited  type  approval  to  equip- 
ment meeting  certain  minimum  requirements. 

Announced  Aug.  31. 

New  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

Casa  Grande,  Ariz. — ABC  Service  Co.  granted 
1260  kc,  1  kw  D.  Post  office  address  Cameron, 
Tex.  Estimated  construction  cost  $13,300,  first 
year  operating  cost  $33,000,  revenue  $35,000.  Prin- 

cipals include  equal  partners  E.  Glenn  Aber- 
crombie,  manager,  15%  stockholder  of  KM1L 
Cameron,  Tex.;  Milton  F.  Brown  Jr.,  51%  stock- 

holder of  KMIL,  owner  of  Herald  Pub.  Co.,  Cam- 
eron and  N.  L.  Caperton,  10%  stockholder  of 

KMIL.  Announced  Aug.  30. 
Warren  L.  Moxley,  Blythevilie,  Ark.;  Jones 

T.  Sudbury,  Martin,  Tenn. — FCC  designated  for 
consolidated  hearing  applications  for  new  am  sta- 

tions to  operate  on  1410  kc,  Mr.  Moxley  with  500 
w  D,  and  Mr.  Sudbury  with  1  kw  D.  Announced 
Aug.  30. 

El  Centro,  Calif. — Ray  Lapica  granted  1430  kc, 
1  kw  D.  Post  office  address  207  S.  Hamel  Dr., 
Beverly  Hills,  Calif.  Estimated  construction  cost 
515,835,  first  year  operating  cost  $40,000,  revenue 
$55,000.  Mr.  Lapica,  sole  owner,  is  administra- 

tive and  sales  consultant,  KPOL  Los  Angeles. 
Announced  Aug.  30. 

Titusville,  Fla. — Titusville  Bcstg.  Co.  granted 
1300  kc,  1  kw  D.  Post  office  address  3204  S.  Grand 
Blvd.,  St.  Louis,  Mo.  Estimated  construction  cost 
$21,789.02,  first  year  operating  cost  $30,000,  rev- 

enue $36,000.  Principals  are  equal  partners  Ed- 
win V.  Spencer,  25%  owner  of  WBOP  Pensacola, 

Fia.,  and  Medford  W.  Stacy,  25%  owner  of  WBOP. 
Announced  Aug.  30. 
Buford,  Ga. — Gwinnett  County  Bcstg.  Co. 

granted  1460  kc,  1  kw  D.  Post  office  address  3020 
Piedmont  Rd.,  N.E.,  Atlanta,  Ga.  Estimated  con- 

struction cost  $16,785,  first  year  operating  cost 
$24,000,  revenue  $30,000.  Principals  are  equal 
partners  David  E.  Fleagle,  part-time  announcer, 
WGAA  Cedartown,  Ga.,  and  Madeleine  O. 
Fleagle,  secy.   Announced  Aug.  30. 
Huntington,  Ind. — Huntington  Valley  Broadcast- 

ers granted  1300  kc,  500  w  D.  Post  office  address 
2800  Lake  Dr.,  Evansville,  Ind.  Estimated  con- 

struction cost  $25,760.88,  first  year  operating  cost 
$45,000,  first  year  revenue  $60,000.  Principals  in- 

clude equal  partners  T.  M.  Nelson  and  David  S. 
Gifford,  who  own  WILO  Frankfort,  Ind.,  and 
WOHP  Bellefontaine,  Ohio.  Mr.  Nelson  also  is 
gen.  mgr.  of  WFIE  (TV)  Evansville.  Announced 
Aug.  30. 

Clinton,    Iowa — Mississippi   Valley   Bcstg.  Co. 
granted  1390  kc,  1  kw  D.  Post  office  address  104 
6th  Ave.  S.,  Clinton.  Estimated  construction  cost 
$35,888,  first  year  operating  cost  $48,300,  revenue 
$48,000.  Principals  are  equal  partners  Wharton  L. 
Murray,  program  dir. -operations  manager  of 
KHAS-TV  Hastings,  Neb.;  Kenneth  W.  Evans, 
Clinton  agency  manager  of  Des  Moines  (Iowa) 
Register  &  Tribune,  and  H.  Richard  Pettersen,  in- 

surance agent.  Announced  Aug.  30. 
Hazard,  Ky. — Frank  L.  Jones  and  Claude  P. 

Stephens  tr/as  Perry  County  Bcstg.  Co.  granted 
1390  kc,  5  kw  D.  Post  office  address  Whitesburg, 
Ky.  Estimated  construction  cost  $13,535,  first  year 
operating  cost  $35,000,  revenue  $40,000.  Mr. 
Stephens  is  attorney.  Announced  Aug.  30. 

Mt.  Vernon,  Ky. — Renfro  Valley  Broadcasters 
Inc.  granted  1460  kc,  500  w  D.  Post  office  address 
Renfro  Valley,  Ky.  Estimated  construction  cost 
$21,380.  first  year  operating  cost  $36,000,  revenue 
$48,000.  Principals  include  Pres.  John  Lair 
(48%),  editor  of  Renfro  Valley  Eagle,  and  Vice 
Pres.  Thomas  Grady  Hargis  (48%),  account  ex- 

ecutive for  Gene  Autry  Show.  Announced  Aug. 30. 

Dillon,  Mont. — Vigilante  Bcstg.  Co.  granted  800 
kc,  1  kw  D.  Post  office  address  7  S.  Arizona  St., 
Dillon.  Estimated  construction  cost  $16,543.03,  first 
year  operating  cost  $18,000,  revenue  $25,000.  Prin- 

cipals include  Pres.  Allen  H.  Smith  (30%),  station 

manager,  KAN  A  Anaconda,  Mont.;  Vice-Pres. 
Burt  H.  Oliphant  (30%),  employe,  KWSC  Pull- 

man, Wash.;  Treas.  Claude  Moore  (30%),  com- 
mercial mgr.,  KANA,  and  secy.  Donald  J.  Smith 

(10%),  attorney.  Announced  Aug.  30. 
Fallon,  Nev. — Lahontan  Valley  Bcstg.  Co.  grant- 

ed 1250  kc,  1  kw  D.  Post  office  address  20  South 
St.,  Winnemucca,  Nev.  Estimated  contruction  cost 
$17,489,  first  year  operating  cost  $27,000,  revenue 
$38,000.  Principals  are  equal  owners  Lester  W. 
and  Katherine  E.  Pearce,  joint  owners  of  1/7  in- terest in  KWNA  Winnemucca.  Interest  in  KWNA 
will  be  sold,  Mr.  and  Mrs.  Pearce  said.  An- nounced Aug.  30. 

Newark,  N.  Y. — FCC  designated  for  consolidated 
hearing  applications  of  Radio  Wayne  County  Inc. 
and  Radio  Newark  Inc.  for  new  am  to  operate 
on  14zo  kc,  500  w  D.  Announced  Aug.  30. 
Anadarko,  Okla. — FCC  designated  for  hearing 

application  of  Indian  City  Bcstg.  Co.  for  new  am 
to  operate  on  1250  kc,  500  w  D;  made  KFTV 
Paris,  Tex.,  KWSH  Wewoka  Okla.,  and  KVSO 
Ardmore,  Okla.,  parties  to  proceeding.  Announced 
Aug.  30. 

Clifton,  Tex. — Bosque  Radio's  application  seek- ing cp  for  new  am  to  operate  on  1420  kc,  500  w  D, 
DA,  designated  for  hearing.  Announced  Aug.  30. 
Wenatchee,  Wash. — Queen  Bcstg.  Co.  granted 

1410  kc,  1  kw  D.  Post  office  address  %  Dale  R. 
Woods  and  William  A.  Moeller,  Wenatchee.  Esti- 
mat  d  construction  cost  $17,350,  first  year  op- 
erat'ng  cost  $36,000,  revenue  $48,000.  Principals are  Dale  R.  Woods  (60%),  oroduction  manager  of 
KPQ  Wenatchee,  and  William  A.  Moeller  (40%), 
KPQ  announcer-technician.  Announced  Aug.  30. 
Arccibo,  P.  R. — Abacoa  Radio  Corp.  granted  1070 

kc,  500  w  unl.  Post  office  address  P.  O.  Box  126, 
Arecibo.  Estimated  construction  cost  $14,970,  first 
year  operating  cost  $24,000,  revenue  $36,000.  Prin- 

cipals are  equal  owners  Pres.  Jose  D.  Casanova, 
furniture  store  owner;  Vice  Pres.  Gloria  Ramos 
de  Donate,  housewife;  Secy-Treas.  Manuel 
Pirallo-Lopez,  27%  owner  WISO  Ponce,  P.  R., 
and  Carlos  Pirallo-Lopez,  19%  owner  WISO.  An- nounced Aug.  30. 

APPLICATIONS 

Prescott,  Ariz. — Northern  Arizona  Aircasters 
Die,  1450  kc,  250  w  unl.  Post  office  address  P.  O. 
Box  182,  Scottsdale,  Ariz.  Estimated  construction 
cost  $10,134,  first  year  operating  cost  $36,500,  rev- 

enue $40,768.  Principals  are  Richard  B.  Gilbert 
(54.05%),  William  P.  Mahoney  Jr.  (13.51%),  Geof- 

frey A.  Lapping  (13.51%),  H.  K.  Saxie  Dowell 
(13.51%),  and  others.  Messrs.  Gilbert,  Lapping  and 
Dowell  hold  interest  in  KPOK  Scottsdale,  Ariz, 
(cp).  Filed  Sept.  4. 
Carmel,  Calif. — Seaside  Electronic  Assoc.,  1410 

kc,  500  w  D.  Post  office  address  P.  O.  Box  1144, 
Seaside,  Calif.  Estimated  construction  cost  $35,- 
118,  first  year  operating  cost  $42,000,  revenue 
$60,000.  Principals  are  equal  owners  Albert  R. 
Pearl,  retired  banker,  and  Paul  F.  Hanson,  free- 

lance radio-tv  producer.  Filed  Aug.  30. 
Pompano  Beach,  Fla. — Gold  Coast  Radio  Die, 

1470  kc,  5  kw  D.  Post  office  address  %  Carmen 
Macri,  4955  River  Basin  Dr.,  South,  Jacksonville, 
Fla.  Estimated  construction  cost  $37,764,  first  year 
operating  cost  $60,000,  revenue  $96,000.  Pres.  Car- 

men Macri  (95%)  is  owner  of  WWOK  Charlotte, 
N.  C,  and  is  permittee  of  WQIK-TV  Jacksonville. Vice  Pres.  Larry  R.  Tunison  (5%)  holds  real 
estate  interests.  Filed  Sept.  4. 

Dublin,  Ga.— S.  J.  Carswell,  1230  kc,  250  w  unl. 
Post  office  address  P.  O.  Box  430,  Thomaston,  Ga. 
Estimated  construction  cost  $11,238,  first  Vear 
operating  cost  $50,000,  revenue  $60,000.  Mr.  Cars- well  owns  20%  of  WSFT  Thomaston.  Filed  Sept. 4. 
Georgetown,  Ky. — Robert  E.  Johnson,  1580  kc, 

250  w  D.  Post  office  address  %  Southwest  Tv  Sales 
&  Services,  6811  Southside  Dr.,  Louisville,  Ky. 
Estimated  construction  cost  $14,577,  first  year 
operating  cost  $18,000,  revenue  $26,000.  Mr.  John- son is  owner  of  Southwest  Tv  Sales  &  Services. 
Filed  Sept.  4. 
Magee,  Miss. — Southeast  Mississippi  Bcstg.  Co., 

1280  kc,  500  w  D.  Post  office  address  %  Robin 

W.VIRGINIA 

GOES 

GATES 
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H.  Mathis,  Box  552,  Houston,  Miss.  Estimated 
construction  cost  $17,887,  first  year  operating  cost 
$24,000,  revenue  $35,010.  Principals  are  brothers 
Marvin  L.  Mathis  (45%),  Robin  H.  Mathis  (15%), 
Ralph  C.  Mathis  (15%),  and  Rad  W.  Mathis 
(12.5%).  Robin  H.  Mathis,  Ralph  C.  Mathis  and 
Rad  W.  Mathis  each  own  25%  of  WCPC  Houston, 
Miss.  Other  Southeast  principal  is  John  B.  Skel- 
ton  Jr.  (12.5%),  chief  engineer  at  WCPC.  Filed 
Sept.  4. 
Fredonia,  N.  Y.— Louis  W.  Skelly,  1570  kc,  250 

w  D.  Post  office  address  3808  Chaucer  Lane,  Aus- 
tintown,  Ohio.  Estimated  construction  cost  $6,900, 
first  year  operating  cost  $48,000,  revenue  $60,000. 
Mr.  Skelly  is  commercial  mgr.,  WHOT  Camp- 

bell, Ohio.  Filed  Sept.  4. 
Bolivar,  Tenn. — Florence  Bcstg.  Co.,  1350  kc, 

500  w  D.  Post  office  address  P.  O.  Box  137,  Flor- 
ence, Ala.  Estimated  construction  cost  $9,900, 

first  year  operating  cost  $20,000,  revenue  $26,000. 
Applicant  operates  VvJOI  Florence,  Ala.,  and 
WORM  Savannah.  Tenn.  Owners  are  Joe  T.  SaMdt 
and  family  (66.3%),  and  Anthony  J.  Smith 
(33.3%).  Filed  Aug.  30. 

APPLICATION  RESUBMITTED 

Ponce,  P.  R. — Catholic  U.  of  P.  R.  Service  Assn. 
resubmits  application  seeking  cp  for  new  am  to 
be  operated  on  1420  kc,  1  kw  unl.  Resubmitted 
Aug.  30. 

APPLICATION  AMENDED 

Odessa,  Tex. — Mid-Cities  Bcstg.  Co.'s  application seeking  cp  for  new  am  to  operate  on  1310  kc,  500 
w  D,  amended  to  make  change  in  ant.  (decrease 
height)  and  make  change  in  ground  system. 
Amended  Sept.  4. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

KCNO  Alturas,  Calif. — Granted  mod.  of  license 
to  change  name  to  Interstate  Bcstg.  Co.  of  Ore- 

gon Inc.  Announced  Sept.  5. 
KMPC  Los  Angeles,  Calif. — Application  seeking 

mod.  of  license  to  change  name  of  licensee  to 
Golden  West  Broadcasters,  returned.  (Filed  in 
wrong  name.)    Action  Aug.  30. 
WDEC  Americus,  Ga. — Granted  change  in  fre- 

quency from  1230  kc,  250  w  unl.,  to  1290  kc,  1  kw 
D.  Trans,  to  be  operated  by  remote  control  from 
main  studio.  Announced  Aug.  30. 
WDMG  Douglas,  Ga. — Granted  change  of  opera- 

tion on  860  kc  from  1  kw  D  to  5  kw  unl.,  DA-N; 
engineering  conditions.   Announced  Aug.  30. 
KOEL  Oelwein,  Iowa — Granted  mod.  of  cp  to 

make  changes  in  DA-D  pattern;  conditions.  An- 
nounced Sept.  5. 

WNAC  Lawrence-Boston,  Mass. — Granted  per- 
mission to  modulate  50  kw  trans,  of  WNAC  dur- 

ing experimental  period  at  frequencies  not  in 
excess  of  20  kc  with  Air  Force  message  generat- 

ing equipment  for  period  of  6  months,  starting 
Sept.  15.  Announced  Sept.  5. 
WCAR  Detroit,  Mich. — Granted  cp  to  operate 

with  10  kw  (1130  kc),  utilizing  DA  day  and  night, 
subject  to  same  conditions  specified  in  outstand- 

ing cp  and  extended  same,  as  amended,  for  eight 
months.    Announced  Aug.  30. 
WESK  Escanaba,  Mich. — Granted  request  for 

cancellation  of  license  and  deletion  of  call  letters. 
Announced  Sept.  5. 
WMRP  Flint,  Mich. — Granted  change  in  opera- 

tion on  1570  kc  from  500  w  D  to  1  kw  D;  engineer- 
ing conditions.   Announced  Aug.  30. 

WTUP  Tupelo,  Miss. — Granted  change  in  opera- 
tion from  1380  kc,  1  kw  D,  to  1490  kc,  250  w  unl.; 

program  tests  not  to  be  authorized  until  WELO 
Tupelo  has  begun  program  tests  on  580  kc.  An- 

nounced Aug.  30. 
WHAM-WVET  Rochester,  N.  Y.— Granted  ap- 

plications to  transmit  play-by-play  football  game 
broadcasts  from  Aquinas  Stadium,  Rochester,  by 

Bell  System  wire  lines  to  CFPL  and  CKSL 
London,  Ont.,  respectively.  Announced  Aug.  30. 
WTUC  Union  City,  Tenn.— Granted  mod.  of  cp 

to  change  ant. -trans,  and  studio  location  and 
change  remote  control  point  to  Dietzel  Bldg.,  2nd 
St.  Announced  Sept.  5. 
KRUN  Ballinger,  Tex. — Granted  permission  to 

sign  off  at  7  p.m.  (local  time)  daily,  except  dur- 
ing special  events,  for  period  of  90  days.  An- nounced Sept.  5. 

KWIE  Kennewick,  Wash. — Granted  mod.  of  li- 
cense to  change  location  to  Kennewick -Pasco- 

Richland,  Wash.  (First  three-city  combination.) Announced  Aug.  30. 
WDUX  Waupaca,  Wis. — Granted  increase  of 

power  from  500  w  to  1  kw,  continuing  operation 
on  800  kc,  D.  Announced  Aug.  30. 

CALL  LETTERS  ASSIGNED 

WKIT  Mineola,  N.  Y. — Keynote  Bcstg.  System 
Inc.,  1520  kc,  250  w.  Changed  from  WKBS. 
KLVW  Lakeview,  Ore. — Pacific  Northwest  Ra- 

dio, 1230  kc.  250  w. 
WMSR  Manchester,  Tenn. — Manchester  Broad- 

casters, 1580  kc,  1  kw. 
KLOQ  Yakima,  Wash.— Yakima  Bcstg.  Co.,  1390 

kc,  1  kw.  Changed  from  KYAK. 

APPLICATIONS 

WRFC  Athens,  Ga. — Seeks  cp  to  increase  D 
power  from  1  kw  to  5  kw.  Filed  Aug.  30. 
KCOB  Newton,  Iowa — Seeks  cp  to  increase 

power  from  500  w  to  1  kw  and  change  from  DA 
to  NON-DA,  using  southwest  tower  of  present  DA array.   Filed  Aug.  30. 
WPRT  Prestonsburg,  Ky. — Seeks  mod.  of  cp  to 

change  frequency  from  1270  kc  to  960  kc  and 
change  power  from  5  kw  D  to  1  kw  D.  Filed 
Aug.  30. 
KAPK  Minden,  La. — Seeks  cp  to  increase  power 

from  100  w  to  250  w.  Filed  Aug.  30. 
KFOR  Lincoln,  Neb. — Seeks  cp  to  change  ant.- 

trans.  location  and  make  changes  in  ground  sys- tem.  Filed  Aug.  30. 
WQOK  Greenville,  S.  C— Seeks  cp  to  change 

from  employing  DA  both  day  and  night  to  DA-N 
only.  Filed  Aug.  30. 
WDEH  Sweetwater,  Tenn. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.  Filed  Aug.  30. 
WAEL  Mayaguez,  P.  R. — Seeks  mod.  of  cp 

(which  authorized  change  in  frequency;  increase 
in  power;  installation  of  DA-1;  change  in  ant.- 
trans.  location,  and  changes  in  ground  system)  to 
change  ant. -trans,  location  and  make  changes  in 
ground  system.    Filed  Sept.  4. 
WKVM  San  Juan,  P.  R. — Seeks  mod.  of  cp 

(which  authorized  change  in  frequency;  increase 
in  power;  installation  of  DA-1;  change  trans,  and 
studio  locations,  and  changes  in  DA  pattern  and 
ant.  system)  for  extension  of  completion  date. 
Filed  Sept.  4. 

APPLICATION  AMENDED 

KBLI  Blackfoot,  Idaho — Application  seeking  cp 
to  change  frequency  from  1490  kc  to  690  kc;  in- 

crease power  from  250  w  to  1  kw;  change  hours 
of  operation  from  unl.  to  D,  and  make  changes 
in  ant.  system  (increase  height),  amended  to 
make  changes  in  ant.  system  (increase  height). 
Amended  Aug.  30. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Wilmington,  Del. — John  Beauchamp  Reynolds 
granted  99.5  mc,  20  kw  unl.  Post  office  address 
902  Marsh  Rd.,  Wilmington  3,  Del.  Estimated 
construction  cost  $16,761,  first  year  operating 
cost  $11,000,  revenue  $18,000.  Mr.  Reynolds  holds 
automotive  service  interests.  Announced  July  30. 
Chicago,  111. — Carol  Music  Inc.  granted  101.9 

Ampex 

600-620 

ULTRA-FIDELITY 

COMBINATION 

...  via  Graybar 

The  perfect  companion  piece  for 
the  Ampex  600  tape  recorder  is  the 

matching  Ampex  620  Amplifier- 
Speaker.  The  two  were  designed  to 

complement  each  other's  perform- ance (but  are  available  separately) . 

Both  are  portable  -  weigh  28  and 

25  pounds  respectively,  in  Samson- ite  cases  about  the  size  of  overnight 

luggage.  The  applications  for  this 
"walking  hi-fi  system"  are  unlim- 

ited. Both  units  have  fidelity  that 

equals  studio  console  performance. 
Full  details  and  a  demonstration 

can  be  gotten  through  your  near- 
by Graybar  Broadcast  Equipment 

Representative.  A  phone  call  is  the 

fastest  way  to  prompt  attention. 

Send  us  your  name  and  address 
for  literature  shown  below. 

Send  for  these 

free  catalogs 

These  booklets  will  answer  most  of  the 

questions  you  have  concerning  the  Ampex 
600-620  combination.  They  illustrate  and 

describe  features  and  applications  —  im- 
portant performance  characteristics  and 

specifications.  Contact  Graybar  todayl 

619-16 

Broadcasting   •  Telecasting 

EVERYTHING  _ 

ELECTRICAL  % 

TO  KEEP  YOU  ON  THE  AIR 

Graybar  Electric  Company,  420  Lexington  Avenue 
New  York  17,  N.  Y. 

OFFICES  AND  WAREHOUSES  IN  OVER  130  PRINCIPAL  CITIES. 
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HOTEL 

NewWeston 

MADISON  AT  50TH 

English  Lounge 
Meeting  place 

of  show  business 

So  dm&kwl 

So  (pi 
Two  of  the  finest  hotels  in  New 

York  are  just  "around  the  corner" from  CBS,  Dumont  or  NBC. 
Beautifully  decorated  rooms 
and  suites  for  permanent 
or  transient  residence. 
Ideal  headquarters. 

HOTEL 

MADISON  AT  52ND 

Barberry  Room 
Where  the  celebrities 

go  after  theatre 

MILESTONES 

for  October 

BMI's  series  of  program  con- 
tinuities are  full  half-hour 

presentations  .  .  .  simple  to 
do,  saleable,  excellent  listen- 

ing. Each  script  in  the  October 

package  commemorates  a  spe- 
cial event  of  national  impor- 

tance. 

"KEEPING  FIRE  IN  ITS  PLACE" 
(Fire  Prevention  Week) 
October  7-13,  1956 

"COLUMBUS  DAY" 
October  12,  1492 

'IT'S  YOUR  WORLD,  MISTER" 
(United  Nations  Day) 
October  24,  1956 

"HALLOWEEN  PARTY 
October  31,  1956 

"Milestones"  is  available  for 
commercial  sponsorship — see  yoor 

local  stations  for  details. 

FOR  THE  RECORD' 

mc,  17.19  kw  unl.  Post  office  address  333  N.  Mich- 
igan Ave.,  Chicago  1.  Estimated  construction  cost 

$7,700,  first  year  operating  cost  $14,000,  revenue 
$15,000.  Principals  include  Secy.-Treas.  Marie  L. 
Drenthe  (65%),  Pres.  Carol  J.  Drenthe  (5%),  and 
Vice  Pres.  Laura  Drenthe  Magginas  (30%).  An- 

nounced Aug.  30. 
Patchogue,  Long  Island,  N.  Y. — FCC  amended 

its  fm  allocation  plan  by  shifting  ch.  278  from 
New  York  City  to  Patchogue.  This  channel  was 
deemed  more  preferable  to  shifting  than  ch.  282 
as  proposed  July  11.  Announced  Aug.  30. 

Existing  Fm  Stations  .  .  . 

ACTION  BY  FCC 

WFMT  (FM)  Chicago,  111.— Granted  cp  to  change 
ERP  to  29.5  kw,  change  ant.  to  550  ft.  and  change 
ant.  system.  Announced  Sept.  5. 

CALL  LETTERS  ASSIGNED 

WXPN  (FM)  Philadelphia,  Pa.— The  Trustees 
of  the  U.  of  Pa.,  91.3  mc,  .014  kw.  (Noncommer- 

cial, educational  outlet.) 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

KFWB  Hollywood,  Calif.— Granted  transfer  of 
control  of  licensee  corporation  from  Harry  Maiz- 
lish  to  Crowell-Collier  Pub.  Co.,  for  $2.35  million. 
Crowell-Collier  publishers  Colliers'  and  Women's 
Home  Companion  magazines.  It  suspended  pub- 

lication of  American  magazine  several  weeks  ago. 
Mr.  Maizlish  retains  KFWB-FM,  paying  $130,717 
to  Crowell-Collier  for  that  property.  Announced 
Aug.  30. 
KFOX-AM-FM  Long  Beach,  Calif.— Granted 

assignment  of  license  to  Hogan  Bcstg.  Corp.  for 
$536,000.  Hogan  Bcstg.  Corp.  is  100%  owned  by 
Arthur  B.  Hogan,  25%  owner  of  KULA-AM-TV 
Honolulu.  Offer  has  been  made  by  Crowell- 
Collier  to  purchase  KULA  and  accepted.  Mr. 
Hogan  is  also  50%  owner  of  Albert  Zugsmith 
Corp.,  which  owns  36.6%  of  Continental  Tele- 

casting Corp.,  licensee  of  KRKD-AM-FM  Los 
Angeles.  Continental  also  owns  Cosmopolitan 
Bcstg.  Corp.,  licensee  of  KITO  San  Bernardino, 
Calif.  Mr.  Hogan  plans  to  dispose  of  his  indirect, 
minority  ownership  in  Continental.  He  also  owns 
37.5%  of  Intercontinental  Bcstg.  Corp.,  whose 
application  seeking  purchase  of  KVSM  San 
Mateo,  Calif.,  was  also  approved  by  FCC  (see 
separate  item).  Announced  Aug.  30. 
KWIP  Merced,  Calif. — Granted  assignment  of 

license  to  KJOY  Inc.  Corporate  change,  no  change 
in  control.  Announced  Sept.  5. 
KBOX  Modesto,  Calif. — Granted  assignment  of 

license  to  McClatchy  Bcstg.  Co.  for  $75,000.  Mc- 
Clatchy  is  licensee  of  KFBK-AM-FM  Sacramento, 
KBEE  (FM)  Modesto,  KMJ-AM-FM-TV  Fresno, 
KERN-AM-FM  Bakersfield,  and  KOH  Reno.  An- nounced Aug.  30. 
KVSM  San  Mateo,  Calif. — Granted  assignment 

of  license  to  Intercontinental  Bcstg.  Corp.  for 
$400,000.  Principals  are  Pres.  Albert  Zugsmith 
(37.5%);  Vice  Pres.  Arthur  B.  Hogan  (37.5%); 
Secy.-Treas.  Frank  Oxarat  (10%),  and  John  D. 
Feldman  (10%).  Announced  Aug.  30. 
KDB  Santa  Barbara,  Calif. — Granted  assignment 

of  license  to  Station  KDB  for  $125,000.  Principals 
are  equal  owners  James  Harford,  partner  in 
KONE  Reno,  Nev.,  and  KTOO  Henderson,  Nev.; 
Lucie  Miltenburg,  and  Rube  Goldwater.  An- nounced Aug.  30. 
WMFJ  Daytona  Beach,  Fla.— FCC  postponed 

effective  date  of  June  29,  1955,  grant  of  assignment 
of  license  of  WMFJ  from  W.  Wright  Esch  to 
WMFJ  Inc.,  pending  oral  argument  to  be  held  * Sept.  17  on  protest  by  Theodore  Granik  and  Wil- 

liam H.  Cooke;  gave  parties  until  Oct.  1  to  return 
control  of  station  to  Mr.  Esch.  Announced  Aug. 
30. 
WROD  Daytona  Beach,  Fla. — Application  seek- 

ing transfer  of  control  of  licensee  corporation 
from  Edgar  J.  Sperry  and  Josephine  T.  Sperry  to 
James  F.  McDonough  and  John  E.  Murphy  re- 

turned. (Re  notary  and  date  of  agreement.) 
Action  Aug.  30. 
WTVT  (TV)  Tampa,  Fla.— Granted  assignment 

of  permittee  corporation  from  Tampa  Television 
Co.  to  WKY  Radiophone  Co.  Corporate  change. 
Announced  Sept.  5. 
KDSN  Denison,  Iowa — Granted  assignment  of 

license  to  Denison  Bcstg.  Co.  for  $55,000  cash. 
Principals  are  Pres.  Walter  F.  Morrison  (50.4%); 
C.  H.  Fee  (12.4%);  James  Peterson  (12.4%); 
Richard  Knowles  (12.4%),  and  E.  A.  Raun  (12.4%). 
Announced  Aug.  30. 
KRMD-AM-FM  Shreveport,  La. — Granted  as- 

signment of  license  to  T.  B.  Lanford  tr/as  Radio 
Station  KRMD  for  $7,262  assumption  of  liabilities. 
Mr.  Lanford  is  buying  out  his  partners  R.  M. 
Dean  and  Viola  Lipe  Dean  Trust.  Announced 
Aug.  30. 
WRLP  (TV)  Greenfield,  Mass.— Granted  assign- 

ment of  permittee  corporation  from  Springfield 
Television  Bcstg.  Corp.  to  Greenfield  Television 
Bcstg.  Corp.  Corporate  change.  Announced  Sept. 5. 
WCAT  Orange,  Mass. — Granted  assignment  of 

license  to  Millers  River  Bcstg.  Corp.  for  $4,643, 
75%  stock  in  Millers,  and  assumption  of  $23,000 

liabilities.  Principals  will  be  James  W.  Miller, 
who  is  assignor  (75%);  Robert  F.  Nims  (10%); 
Delbert  A.  Witty  (5%);  Roy  F.  Cook  (5%),  and 
J.  Charles  Croucher  (5%).  Announced  Aug.  30. 
WSPR  Springfield,  Mass. — Granted  relinquish- 

ment of  control  of  licensee  corporation  by  Mrs. 
Ruth  W.  Brackett  through  gift  of  21%  to  her 
daughter,  Barbara  B.  Tindal,  and  by  Mrs.  Alma 
Y.  Breed  through  gift  of  6%  to  her  daughter, 
Helen  B.  Solberg  and  gift  of  19%  to  her  daughter's husband,  Kristian  Solberg.  The  Solbergs  will  hold 
19%  each,  and  Barbara  B.  Tindal  will  hold  34%. 
Announced  Aug.  30. 
KGHM  Brookfield,  Mo. — Application  seeking 

assignment  of  license  to  Ira  J.  Williams  returned. 
(Filed  on  wrong  form.)   Action  Aug.  30. 
KVBC  Farmington,  N.  M. — Granted  assignment 

of  license  to  Radio  Station  KVBC.  Marvin  E. 
Bowles  is  selling  his  33.3%  interest  to  other 
33.3%  owners  Cloyed  O.  Kendrick  and  Hugh  De- 
Witt  Landis  for  $27,500.  Mr.  Kendrick  and  Mr. 
Landis  will  hold  50%  each.  Announced  Sept.  5. 
WWHG-AM-FM  Hornell,  N.  Y.— Granted  as- 

signment of  license  to  Ra-Tel  Broadcasters  Inc. 
for  $50,000.  Principals  are  equal  owners  Frederic 
D.  Schottland,  Alma  E.  Schottland,  Alfred  Dres- 

ner, and  Saul  Dresner.  Announced  Aug.  30. 
KRAM  Las  Vegas,  Nev. — Granted  assignment 

of  license  to  Drake  Motel  Corp.  for  $120,000.  Prin- 
cipals are  equal  owners  David  H.  Margolis,  owner 

of  KCMJ  Palm  Springs,  Calif.,  and  his  wife 
Annabelle  W.  Margolis.   Announced  Aug.  30. 
WTIK  Durham,  N.  C— Granted  assignment  of 

license  to  Mid-Carolina  Bcstg.  Co.  for  $39,000 
cash.  Mid-Carolina  is  licensee  of  WSAT  Salis- 

bury, N.  C.  Announced  Aug.  30. 
KBCH  Oceanlake,  Ore. — Granted  acquisition  of 

control  by  William  Comer  and  Clayton  S.  Comer 
as  family  group  through  purchase  of  33.3%  from 
Robert  G.  Beattie  for  $10,000.  Announced  Aug.  30. 
WGSW  Greenwood,  S.  C— Granted  relinquish- 

ment of  negative  control  of  licensee  corporation 
through  sale  of  25%  to  George  B.  Cook  Jr.  Pres- 

ent 50%  owner  W.  C.  Woodall  Jr.  will  reduce 
his  stock  to  37.5%;  C.  H.  Grider  will  reduce  from 
33.3%  to  25%,  and  Mrs.  O.  G.  Swindle  Sr.  will 
reduce  from  16%  to  12.5%.  Consideration  is  in 
following  promissory  notes:  W.  C.  Woodall  Jr., 
$3,750;  C.  H.  Grider,  $2,500,  and  Mrs.  O.  G.  Swin- 

dle Sr.,  $1,250.   Announced  Aug.  30. 
WROL  Knoxville,  Tenn. — Granted  assignment 

of  license  to  Greater  East  Tennessee  Tv  Inc.  for 
$275,000  in  cash  and  notes.  Principals  are  Pres. 
Paul  Mountcastle  (37.43%),  sole  owner  of  WROL; 
Clarence  Beaman  Jr.  (14.29%),  former  owner  of 
WKGN  Knoxville,  and  others,  none  holding  over 
5.04%.  Announced  Aug.  30. 
WDEH  Sweetwater,  Tenn. — Granted  assignment 

of  license  to  WDEH  Inc.  for  $52,500.  Principals 
are  equal  owners  Arthur  D.  Smith  Jr.,  former 
owner  of  WCDT  Winchester,  Tenn.,  and  owner  of 
WMTS  Murfreesboro,  Tenn.,  and  L.  Frank  Mul- linax  Jr.  Announced  Aug.  30. 

KTXC  Big  Spring,  Tex.— Granted  acquisition  of 
negative  control  by  V.  T.  Anderson  and  E.  W. 
and  Lucy  Anderson  through  purchase  of  7.5% 
from  Clyde  E.  Thomas  and  7.5%  from  George  T. 
Thomas.  The  Anderson  brothers  will  now  hold 
50%  each.  Consideration:  $3,000.  Announced 
Aug.  30. 
KCTX  Childress,  Tex. — Granted  transfer  of  con- 

trol (50%)  to  George  E.  Morey  for  $11,400.  Mr. 
Morey  is  employe  of  KDWT  Stamford,  Tex.  An- nounced Aug.  30. 

KGUL-TV  Galveston,  Tex.— Granted  assign- 
ment of  cp  and  license  to  Gulf  Television  Corp. 

Corporate  change,  no  change  in  control.  An- nounced Sept.  5. 

APPLICATIONS 

WLBS  Birmingham,  Ala. — Seeks  involuntary 
transfer  of  control  from  G.  G.  Puett  Sr.,  deceased, 
to  Mrs.  Faye  N.  Puett  and  Garnett  G.  Puett  Jr., 
executors  of  estate  of  G.  G.  Puett.  Mr.  Puett  was 
sole  owner  of  station.  Filed  Aug.  30. 
WIOK  Tampa,  Fla. — Seeks  assignment  of  license 

to  Rounsaville  of  Charlotte  Inc.  for  $150,000  in 
cash  and  notes.  Principal  is  multiple  sta-tion 
owner  Robert  W.  Rounsaville.  Rounsaville  in- 

terests include  WQXI-WATL-TV  Atlanta,  Ga.; 
WCIN-WQXN-TV  Cincinnati,  Ohio;  WOBS  Jack- 

sonville, Fla.;  WMBM  Miami  Beach,  Fla.;  WLOU- 
WQXL-TV  Louisville,  Ky.  Mr.  Rounsa-ville  has 
application  pending  at  FCC  for  sale  of  WBAC 
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Cleveland,  Tenn.,  to  Fitch  &  Kile  Inc.  and  has 
another  application  pending  for  purchase  of 
WSOK-WHYC-FM  Nashville,  Tenn.  (see  sepa- 

rate item).  Filed  Sept.  4. 
WLEU  Erie,  Pa. — Seeks  assignment  of  license 

to  Joseph  P.  Wardlaw  Jr.  for  $85,000.  Mr.  Ward- law  is  former  salesman  for  I.  B.  M.  Corp.  Filed 
Aug.  30. 
WGBI-TV  Scranton,  Pa. — Seeks  transfer  of  con- 

trol of  permittee  corporation  to  WCAU  Inc.  for 
$650,000.  WCAU  Inc.  is  licensee  of  WCAU-AM- 
FM-TV  Philadelphia,  Pa.  Filed  Sept.  4. 
WSOK-WHCY-FM  Nashville,  Tenn.  —  Seek 

transfer  of  control  and  assignment  of  license 
to  Rounsaville  of  Nashville  Inc.  for  about  $400,000. 
Principal  is  multiple  station  owner  Robert  W. 
Rounsaville.  (For  Rounsaville  interests  see  sepa- 

rate item  on  his  purchase  of  WIOK  Tampa,  Fla.) 
Filed  Sept.  4. 
KGUL-TV  Galveston,  Tex. — Seeks  assignment 

of  licensee  and  permittee  corporation,  to  Gulf 
Television  Co.  Corporate  change,  no  change  in 
control.  Filed  Sept.  4. 

Hearing  Cases 

FINAL  DECISIONS 

KBOX  Modesto,  Calif.— FCC  made  effective  im- 
mediately Initial  Decision  and  granted  applica- 

tion of  Stanislaus  County  Broadcasters  for  as- 
signment of  license  of  KBOX  to  McClatchy  Bcstg. 

Co.  Announced  Aug.  30. 
Jacksonville,  Fla. — FCC  announced  its  decision 

of  Aug.  29  granting  application  of  Florida-Georgia 
Television  Co.  for  new  tv  to  operate  on  ch.  12  in 
Jacksonville,  and  denying  competing  applications 
of  City  of  Jacksonville  and  Jacksonville  Bcstg. 
Corp.  Chairman  McConnaughey  and  Commis- 

sioner Bartley,  with  latter  issuing  statement, 
voted  for  Jacksonville  Bcstg.  Corp.  Commissioner 
Craven  abstained  from  voting.  Commission  also 
announced  its  order  of  Aug.  29  denying  that  por- 

tion of  petition  for  rule-making  and  request  for 
stay  filed  June  29  by  The  Jacksonville  Journal 
Co.,  which  requested  stay  or  conditional  grant  of 
above  proceeding.  Commissioners  Hyde  and 
Bartley  dissented.  The  Jacksonville  Journal  Co. 
is  licensee  of  ch.  36  WJHP-TV  Jacksonville.  An- 

nounced Aug.  31. 
Coos  Bay,  Ore. — FCC  gave  notice  that,  since  no 

exceptions  have  been  filed  to  Initial  Decision 
which  looked  toward  grant  of  application  of 
KOOS  Inc.  for  new  tv  to  operate  on  ch.  16  in 
Coos  Bay,  and  Commission  has  not  ordered 
review  thereof,  Initial  Decision  became  effective 
Aug.  29.  Announced  Sept.  4. 

OTHER  ACTION 

Hazard,  Ky. — FCC  denied  petition  by  Perry 
County  Bcstg.  Co.  for  reconsideration  and  grant 
without  hearing  of  its  application  for  new  am 
to  operate  on  1390  kc,  5  kw  D,  in  Hazard:  re- 

moved same  from  hearing  and  returned  to  proc- 
essing line,  and  vacated  scheduled  Sept.  10  hear- 

ing. By  separate  order,  denied  petition  by  Hazard 
Bcstg.  Corp.  to  set  aside  Chief  Hearing  Exam- 

iner's ruling  which  denied  motion  to  accept  its 
late  appearance  and  dismissed  its  competing  ap- 

plication with  prejudice  for  failure  to  prosecute; 
dismissed  as  moot  Hazard's  petition  for  stay  of 
further  proceedings  on  Perry  application.  An- 

nounced Aug.  30. 

NARBA  Notifications  .  .  . 

List  of  changes,  proposed  changes  and  correc- 
tions in  assignments  of  Mexican  broadcast  sta- 
tions mod.  appendix  containing  assignments  of 

"I've  noticed  that  KRIZ  Phoenix  ad- 

vertisers get  fat,  bald  and  prosper- 
ous; 

Broadcasting   •  Telecasting 

Mexican  stations  attached  to  recommendations  of 
North  American  Regional  Bcstg.  Agreement  En- 

gineering Meeting  of  Jan.  30,  1941. 
Mexican  Change  List  #194  July  30,  1956 

600  kc 

XEZ  Merida,  Yucatan — Increase  power.  10  kw 
unl.,  DA-1.  Class  HI.  9-30-56. 

870  kc 
XEMM  Morelia,  Michoacan — Change  frequency 

from  1580  kc.  500  w  D.  Class  H.  1-30-57. 
XEQL  Zamora,  Michoacan — Delete  assignment 

(vide  1580  kc).  1  kw  unl.,  DA-N.  Class  n.  7-30-56. 
920  kc 

XEEX  Culiacan,  Sinaloa — Delete  assignment. 
5  kw,  unl.,  DA-N.  Class  III.  7-30-56. 1010  kc 

XEWS  Culiacan,  Sinaloa— New.  5  kw  D,  250  w 
N.   Class  II.  1-30-57. 

1320  kc 

XEJL  Montemorelos,  Nuevo — Change  call  let- 
ters from  XEHW.  100  w  N,  250  w  D.  Class  IV. 7-30-56. 

1440  kc 
XEHW  Rosario,  Sinaloa — Change  call  letters 

from  XEJL.  250  w  unl.   Class  IV.  7-30-56. 
1580  kc 

XEQL  Zamora,  Michoacan — Change  frequency 
from  870  kc.  1  kw  D,  100  w  N.  Class  II.  1-30-57. 
XEMM  Morelia,  Michoacan — Delete  assignment 

(vide  870  kc).  500  w  D.  Class  II.  7-30-56. 
Changes  in  Canadian  Stations 

Canadian  Change  List  #104  Aug.  13,  1956 

850  kc 
CBG  Gander,  Newfoundland — Delete  assign- 

ment. 1  kw  unl.,  DA-1.  Class  II. 
1350  kc 

CBT  Grand  Falls,  Newfoundland — Delete  as- 
signment. 1  kw  unl.  Class  III. 

1400  kc 

CKCL  Truro,  N.  S.— Delete  assignment.  250  w unl.  Class  IV. 

Routine  Roundup  .  .  . 

August  30  Decisions 
Broadcast  Actions 

By  the  Commission 
Following  were  granted  renewals  of  licenses  on 

regular  basis: 
KACT  Andrews,  Tex.;  KBKI  Alice,  Tex.;  KFRD 

Rosenberg,  Tex.;  KGAS  Carthage,  Tex.;  KGFW 
Kearney,  Neb.;  KTXL  San  Angelo,  Tex.;  KXOX 
Sweetwater,  Tex.;  KCGT  Orange,  Tex.;  KSTB 
Breckenridge,  Tex.;  KLYN  Amarillo,  Tex.;  KSML 
Seminole,  Tex.;  KIWW  San  Antonio,  Tex.;  KPAT 
Pampa,  Tex.;  KEYE  Perryton,  Tex.;  KFTV  Paris, 
Tex.;  KTER  Terrell,  Tex.;  KASM  Albany,  Minn.; 
KCFH  Cuero,  Tex.;  WACO  Waco,  Tex.;  KWFR 
San  Angelo,  Tex.;  KLUF  Galveston,  Tex.;  KOLJ 
Quanah,  Tex.;  KNET  Palestine,  Tex.:  KNCO 
Garden  City,  Kan.;  KRWS  Post,  Tex.;  KTXC  Big 
Spring,  Tex.;  KTFS,  Texarkana,  Tex.;  KLCB 
Libby,  Mont.;  KTLW  Texas  City,  Tex. 
Following  noncommercial,  educational,  fm  sta- 

tions were  granted  renewal  of  licenses  on  reg- ular basis: 
KCVN  Stockton,  Calif.;  KHBL  Plainview,  Tex.; 

KSLH  St.  Louis,  Mo.;  KSUI  Iowa  City,  Iowa; 
KTJHF  Houston.  Tex.;  KUSC  Los  Angeles,  Calif.; 
WBEZ  Chicago,  111.;  WBKY  Lexington,  Ky.; 
WDUQ  Pittsburgh,  Pa.;  WEVC  Evansville,  Ind.; 
WGRE  Greencastle,  Ind.;  WNYE  Brooklyn,  N.  Y.; 
WOUI  Athens,  Ohio;  WPWT  Philadelphia,  Pa.; 
WTDS  Toledo,  Ohio;  WTHS  Miami,  Fla.;  WUOA 
Tuscaloosa,  Ala.;  WUOM  Ann  Arbor,  Mich.; 
WUOT  KnoxviUe,  Tenn.;  WVSH  Huntington, 
Ind.;  WWHI  Muncie,  Ind.;  WITJ  Ithaca,  N.  Y. 

August  30  Applications 

Accepted  for  Filing 
Modification  of  Cp 

KYAT  (TV)  Yuma,  Ariz. — Seeks  mod.  of 
(which  authorized  new  tv)  for  extension 
completion  date  to  March  25,  1957. 
WGEM-TV    Quincy,    111— Seeks    mod.  of 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  March  24,  1957. 

KTBS-TV  Shreveport,  La.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  March  1,  1957. 
KFBC-TV  Cheyenne,  Wyo.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Nov.  15. 

KETA  (TV)  Oklahoma  City,  Okla.— Seeks  mod. 
of  cp  (which  authorized  new  noncommercial, 
educational  tv)  for  extension  of  completion  date 
to  March  18,  1957. 
KOED-TV  Tulsa,  Okla.— Seeks  mod.  of  cp 

(which  authorized  new  noncommericial,  educa- 
tional tv)  for  extension  of  completion  date  to 

March  21,  1957. 
Remote  Control 

WAG  A  Atlanta,  Ga.;  WALY  Herkimer,  N.  Y.; 
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WIMA  Lima,  Ohio;  WTCH  Shawano,  Wis. 
SCA 

KELE  (FM)  Phoenix,  Ariz. 

August  31  Decisions 
ACTIONS  ON  MOTIONS 

By  the  Commission 
Amendment  of  Parts  1  and  17 — By  order  of 

Aug.  29,  Commission,  on  request  by  A.  Earl  Cul- 
lum  Jr.,  Dallas,  Tex.,  extended  from  Sept.  3  to 
Nov.  5  time  for  filing  comments  in  Docket  11665 
(proposal  to  amend  Parts  1  and  17  to  locate  tall 
radio  towers  on  "antsnna  farms"),  with  re- 

buttal comments  to  be  filed  within  20  days  there- 
after. 

By  Commissioner  Richard  A.  Mack 
Broadcast  Bureau — Granted  petition  for  ex- 

tension of  time  to  and  including  Sept.  24  to  file 
exceptions  to  Initial  Decision  in  Pittsburgh 
ch.  4  procseding  (Television  City  Inc.,  McKees- 
port,  Pa.,  et  al.)  Action  Aug.  29. 
Television  East  Bay,  Oakland,  Calif. — Granted 

petition  filed  Aug.  28  for  extension  of  time  to  and 
including  Sept.  7  to  file  exceptions  to  Initial 
Decision,  and  time  for  filing  replies  to  such  ex- 

ceptions to  and  including  Sept.  21,  in  ch.  2  pro- 
ceeding, involving  it  and  Channel  Two  Inc.,  et  al. 

Action  Aug.  20. 
By  Hearing  Examiner  Jay  A.  Kyle 

KLFT  Golden  Meadow,  La. — On  Hearing  Ex- 
aminer's own  motion,  ordered  that  prehearing conferencs  and  hearing  presently  scheduled  for 

Sept.  7  and  Sept.  19,  respectively,  are  continued 
without  date,  re  am  application  of  KLFT.  Action 
Aug.  30. 

September  4  Applications 
Accepted  for  Filing 
License  to  Cover  Cp 

KBVM  Lancaster,  Calif. — Seeks  license  to  cover 
cp  which  authorized  new  am. 
KLGA  Algona,  Iowa — Seeks  license  to  cover  cp 

which  authorized  new  am. 
WPRT  Prestonburg,  Ky. — Seeks  license  to  cover 

cp  which  authorized  change  in  frequency;  in- 
crease in  power;  change  in  ant. -trans,  location, 

and  operation  of  trans,  by  remote  control. 
WINX  Rockville,  Md. — Seeks  license  to  cover 

cp  which  authorized  change  in  hours  of  opera- 
tion; installation  of  DA-N,  and  remote  control 

operation  of  trans,  from  8  E.  Baltimore  Rd., 
Rockville,  while  using  NON-DA. 
WMAX  Grand  Rapids,  Mich.— Seeks  license  to 
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cover  cp  which  authorized  increase  in  power 
and  changes  in  ant.  system. 
WMNA  Gretna,  Va. — Seeks  license  to  cover  cp 

which  authorized  new  am. 
Modification  of  Cp 

WBFY  Charlottesville,  Va. — Seeks  mod.  of  cp 
(which  authorized  new  am)  for  extension  of  com- 

pletion data. Remote  Control 
KJLT  North  Platte,  Neb. 

Renewal  of  Licenses  Returned 
KWNA  Winnemucca,  Nev.     (Re  name  of  li- 

censee); KTOY  (FM)  Tacoma,  Wash.  (Improperly 
filed.) 

September  5  Decisions 
BROADCAST  ACTIONS 

By  the  Broadcast  Bureau 
Actions  of  August  31 

KJLT  North  Platte,  Neb. — Granted  authority  to 
operate  trans,  by  remote  control  from  Hirschfeld 
Bldg.,  600  N.  Dewey  St. 
KPOO  San  Francisco,  Calif. — Granted  extension 

of  completion  date  to  11-30-56;  conditions. 
Actions  of  August  30 

WWDC    Washington,    D.    C— Granted  license 
covering  changes  in  DA-D  and  change  from  DA-1 
to  DA-2;  conditions. 
WUSC-FM  Columbia,  S.  C— Granted  authority 

to  operate  trans,  by  remote  control  from  1316 
Pendleton  St. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KFBC-TV  Cheyenne,  Wyo., 
to  3-1-57;  KPOL  Los  Angeles.  Calif.,  to  12-12-56, 
conditions;  KITN  Olympia,  Wash.,  to  11-10-56; 
KTBS-TV  Shreveport,  La.,  to  3-1-57. 

Actions  of  August  29 
Following  were  granted  licenses  for  am  sta- 

tions: WSRW  Hillsboro,  Ohio,  condition;  WFST 
Caribou,  Me.;  WCHI  Chillicothe,  Ohio;  WELD 
Fisher,  W.  Va. 
KDQN  DeQueen,  Ark. — Granted  license  for  am station. 

W.ALY  Herkimer,  N.  Y. — Granted  authority  to 
operate  trans,  by  remote  control  from  Palmer 
House,  269  N.  Main  St. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  WARK  Hagerstown,  Md., 
to  11-1-56:  KHOT  Madera,  Calif.,  to  11-1-56.  con- 

dition; WTOB-TV  Winston-Salem,  N.  C,  to  3-3-57, 
Actions  of  August  28 

WTCH   Shawano,  Wis.— Granted  authority  to 
operate  trans,  by  remote  control  from  107-113 
E.  Green  Bay  St.,  while  using  NON-DA. 

Actions  of  August  27 

Following  were  granted  extensions  of  comple- 
tion dates  as  shown:  WMFD-TV  Wilmington, 

N.  C,  to  3-15-57;  KVVG  (TV)  Tulare,  Calif.,  to 
3-1-57;  KLFY-TV  Lafayette,  La.,  to  3-24-57;  WJTV 
(TV)  Jackson,  Miss.,  to  3-22-57. 

UPCOMING 

Sept.  10-11:  RAB  southern  managers'  conference, Biloxi,  Miss. 
Sept.  10-12:  French  Language  Radio-Tv  Broad- casters Assn.,  annual  meeting,  Alpine  Inn,  Ste. 
Marguerite,  Quebec. 

Sept.  11-12:  CBS  Radio  convention.  Hotel  Pierre, 
New  York. 

Sept.  13:  NARTB  Freedom  of  Information  Com- 
mittee, Waldorf-Astoria,  New  York. 

Sept.  13-14:  RAB  northeastern  conference,  Sky- 
top,  Pa. 

Sept.  13-14:  Michigan  Assn.  of  Radio-Tv  Broad- 
casters, Hidden  Valley,  Gaylord,  Mich. 

Sept.  14-15:  Institute  of  Radio  Engineers  annual 
Fall  Symposium,  Mellon  Institute  Auditorium, 
Pittsburgh. 

Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 
nual meeting,  Shreveport,  La. 

Sept.  27:  Massachusetts  Broadcasters  Assn.,  an- 
nual meeting,  Hotel  Somerset,  Boston. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D.,  Sept. 
East    S.    D.,    Iowa,  17-18 Neb.,  Mo.) 

Region  7  (Mountain  Sept. 
States  )  20-21 Region  8  (Wash.,  Ore.,  Sept. 
Calif.,   Nev.,   Ariz.,  24-25 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla.,  Sept. 
Tex.)  27-28 

Region  2  (Pa.,  Del.,  Oct. 
Md..  W.  Va.,  D.  C.  11-12 Va..  N.  C,  S.  C.) 

Region   1    (New   Eng-  Oct. 
land)  15-16 

Region  4   (Ky..  Ohio,  Oct. 
Ind.,  Mich.,  111.,  Wis.)  18-19 Region  3  (Fla.,  Ga.,  Oct. 
Ala..  Miss.,  La..  Ark.,  25-26 Tenn.,  P.  R.) 

Nicollet  Hotel 
Minneapolis 

Utah  Hotel Salt  Lake  City 
St.  Francis  Hotel 
San  Francisco 

Okla.  Biltmore Okla.  City 
Shoreham  Hotel 
Washington 

Somerset  Hotel 
Boston 
Sheraton  Lincoln 
Indianapolis 

Dinkler- Tutwiler Birmingham 

OCTOBER 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition, Hotel  Sherman,  Chicago. 

Oct.  2:  Wisconsin  Broadcasters  Assn.,  annual 
meeting.  Hotel  Plankinton,  Milwaukee. 

Oct.  3-4:  NARTB  Tv  Code  Review  Board,  Tides 
Inn,  Irvington,  Va. 

Oct.  4-5:  Central  Region  A  AAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  5:  Ohio  Assn.  of  Radio-Tv  Broadcasters,  an- 
nual meeting,  Hotel  Fort  Hayes,  Columbus. 

Oct.  7-10:  Western  Region  A  AAA  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  8-12:  SMPTE  semi-annual  convention.  Los 
Angeles. 

Oct.  10-11:  Kentucky  Broadcasters  Assn.,  annual 
meeting.  Hotel  Kenlake,  Kentucky  Lake. 

Oct.  12-13:  Alabama  Broadcasters  Assn.,  annual 
meeting,  University  of  Alabama,  Tuscaloosa. 

Oct.  15-17:  Radio-Electronics-Tv  Mfrs.  Assn.,  fall 
radio  meeting,  Hotel  Syracuse,  Syracuse,  N.  Y. 

Oct.  18-20:  Gamma  Alpha  Chi,  National  Women's Professional  Advertising  Fraternity,  biennial 
national  convention,  U.  of  Illinois,  Urbana,  111. 

Oct.  21-23:  Central  Canada  Broadcasters  Assn., 
6th  annual  meeting,  Royal  Connaught  Hotel, 
Hamilton,  Ont. 

Oct.  29-30:  Second  annual  RAB  Natl.  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel. New  York. 

NOVEMBER 

Nov.  9:  Calif.  State  Radio-Tv  Broadcasters'  Assn. annual  convention,  Hotel  Clift,  San  Francisco. 
Nov.  11-12:  Texas  Assn.  of  Broadcasters,  annual 
meeting,  Hotel  Caprock,  Lubbock. 

Nov.   16:   Arizona   Broadcasters   Assn.,  annual 
meeting,  Tucson. 

Nov.   16-17:  Oregon  State  Broadcasters  Assn., 
Salem. 

Nov.  27-28:  AAAA  Eastern  Annual  Conference, 
Hotel  Roosevelt,  New  York. 
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PROFESSIONAL  CARD 

JANSKY  &  BAILEY  INC. 
xeeotive  Offices 
735  De  Sales  St.,  N.  W.  ME.  8-5411 
iffices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W 
Washington,  D.  C.         ADams  4-2414 

Member  AFCCE  * 

ommercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

MTERNATIONAl  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

rank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE* 

KEAR  &  KENNEDY 

302  18th  St.,  N.  W.      Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

DNSULTING  ENGINEER  AM-FM-TV 
4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 

OLiver  2-8520 

ROBERT  L  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE  * 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W. 
Washington  5,  D.  C. 

Sheraton  Bldg. 

REpublic  7-3984 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE* 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE* 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney  Skyline  6-6113 
Denver  22,  Colorado 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.       MO.  3-3000 
Laboraiories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      Nafional  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

WELDON  &  CARR 
Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.  Dallas,  Texas 
1001  Conn.  Ave.       4212  S  Buckner  Blvd. 

Member  AFCCE* 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

FULL  TIME  SERVICE  FOR  AM-FM-TV 
O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  77,440*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*1956  ARB  Continuing  Readership  Study 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerKng  3-0111 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg 

710  14th  St.,  N.  W.         Executive  3-5670 
Washington  5,  D.  C. 

303  White  Henry  Stuart  Bldg. 
Mutual  3280  Seattle  1,  Washington 

Member  AFCCE  * 

ROBERT  M.  SILLIMAN 
John  A.  Moffet — Associate 

1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

4900  Euclid  Avenue 
Cleveland  3,  Ohio 
HEnderson  2-3177 

Member  AFCCE* 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV Allocations    •  Applications 
Petitions    •     Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 
420  Taylor  St. 

San  Francisco  2,  Calif. 

PR.  5-3100 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.   Checks  and  money  orders  only. 

Deadline:    Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  20tf  per  word — $2.00  minimum  •  Help  Wanted  25tf  per  word — 
$2.00  minimum. 
All  other  classifications  30tf  per  word — $U.OO  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.   Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants-  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner  s  risk.  Bboadcast- ing  •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Managerial 

Sales  manager  for  only  radio  station  in  pleasant 
Pennsylvania  city  of  50,000— county  of  110,000. 
One  kilowatt  station  now  in  19th  year.  Excellent 
income — career  opportunity.  Send  resume  and 
photo.  Don't  hesitate,  this  position  will  be  rilled 
fast.  Box  720A,  B«T. 

Little  Bock,  Arkansas— KOKY— New  all-negro 
programmed  station  staffing — need  2  experienced 
white  men  for  executive  positions — program  di- 

rector— assistant  manager  and  sales  manager — 
accepting  applications  through  September  15 — 
if  you  like  money  and  want  to  move  up  with 
rapidly  expanding  organization  send  complete 
resume  and  photograph  first  letter  or  application 
not  considered.  John  McLendon,  Box  1956,  Little 
Rock,  Arkansas. 

Salesmen 

Upstate  New  York  sales.  Man  or  woman  ex- 
perience. Send  photo,  resume,  wage  demand.  Box 

697A,  B«T. 

Opportunity  knocks.  Chance  for  aggressive  sales- 
man to  be  own  boss  and  make  a  little  money. 

Box  709A,  B»T. 

RADIO 

Help  Wanted— (Cont'd) 
Salesman 

Salesman  for  one  kilowatt,  well  established  in 
single  station  market.  Progressive  management, 
sales  aides  to  support  honest  effort.  If  you  want 
income  and  career  opportunity  this  is  for  you. 
Also  opening  for  sales  trainee.  Send  photo  and 
resume.  Box  719A,  B«T. 

Salesman  now  working  in  small  market  and  de- 
sires to  move  to  one  of  the  nation's  wealthiest- 

largest  markets.  Guarantee,  commission,  nu- 
merous benefits.  Washington,  D.  C.  area.  Box 

767A,  B»T. 
Salesman-announcer  for  growing  west  coast  mar- 

ket. Excellent  opportunity,  located  in  college 
town  with  good  schools,  churches,  recreation 
facilities.  Frank  Flynn,  KCOV,  Box  689,  Corvallis, 
Oregon. 

Salesman:  Guaranteed  weekly  salary,  plus  com- 
mission. Accounts  assigned  for  service.  Car  al- 
lowance. Profit  sharing  plan.  Immediate  opening. 

Contact  Manager,  KHBG,  Okmulgee,  Oklahoma. 

Little  Rock,  Arkansas — KOKY — new  all  negro 
programmed  station.  Needs  experienced  white 
sales  manager.  If  you  like  money  and  want  to 
move  up  with  rapidly  expanding  organization, 
send  resume  and  photograph  immediately.  John 
M.  McLendon,  Box  1956,  Little  Rock,  Arkansas. 

Are  you  it?  Want  a  salesman.  Salaried.  Salary 
based  on  sales.  Opportunities  for  advancement. 
Write  WARK,  Hagerstown,  Maryland. 

RADIO 

Help  Wanted— (Cont'd) 
Salesmen 

Salesman — immediate  opening.  Good  market, 
pleasant  working  living  conditions.  Liberal  com- mission. Full  particulars,  sales  record,  photo, 
first  letter.   WCVI,  Connellsville,  Pennsylvania. 

Announcers 

Wanted — Glib  DJ  with  sparkle  and  pep,  bright 
and  breezy,  adlib  with  flow  and  momentum, 
clever  quips,  novel  record  intros  wanted  by  sta- tion in  111.,  Mich.,  Wise,  Upper  N.  Y.  state, 
Pennav  area.  $125.  Box  639A,  B-T. 
Announcer — experienced.  Night  shift.  Capable 
of  handling  news  broadcasts.   Box  699A,  B»T. 
Immediate  opening  in  southeast  Florida  station 
now  in  21st  year.  Top  station  in  area.  Must  be 
good  morning  man,  versatile,  personality  able  to 
handle  fast  paced,  very  busy  morning  show  on 
CBS  station.  Combo  operation.  Want  no  drifters. 
This  is  a  permanent  if  you  can  qualify.  Tell  all  in 
first  letter,  including  salary  expectations.  Write 
Box  738A,  B-T. 
Combo  man  needed  September  15.  Box  756A,  B-T. 

New  England,  versatile  DJ  who  believes  there 
are  records  other  than  top  20.  Good  knowledge 
music  and  flair  for  programming.  New  England 
residents  only.  Small  station,  daytime,  resort 
area.  Send  details  and  salary  desired  to  Box 

759A,  B-T. 
Announcer,  first  phone,  sober,  reliable  with  top- 
notch  sell  ability.  Technical  ability  sufficient  for 
capable  routine  equipment  maintenance.  Right 
salary  for  right  man.  Northwest  Georgia  inde- 

pendent.   Box  769A,  B«T. 

Little  Rock,  Arkansas — new  negro  station — 
KOKY.  Wants  2  experienced  negro  r  &  b  DJ's. Southerners  preferred.  Send  complete  resume, 
photograph  and  tape  immediately.  John  M.  Mc- 

Lendon, Box  1956,  Little  Rock,  Arkansas. 

Wanted:  Experienced  announcer.  Best  working 
conditions,  good  pay.  KROX,  Crookston,  Minn. 

Wanted — announcer  with  first  phone — accent  on 
announcing — write  stating  base  salary  expected 
to  Simon  Geller,  WCRV,  Washington,  New  Jersey. 

Announcer  wanted  by  kilowatt  daytimer,  pro- 
gressive station,  congenial  town.  Send  tape,  photo, 

qualifications,  expected  salary  first  letter,  Doyle 
Satterthwaite,  WKBC,  North  Wilkesboro,  North 
Carolina. 

Florida  fulltime  5000  watt  NBC  affiliate  has  open- 
ing for  experienced  salesman.  Good  draw  on 

commission.  WLAK,  Lakeland,  Florida. 

Announcer — excellent  opportunity  for  man  with 
selling  voice  who  can  build  musical  shows  from 
list  of  nation's  top  favorites  and  keep  "intros"  to selections  brief  and  interesting.  Send  no  tapes 
now.  These  will  be  requested  later  if  you  give 
complete  outline  of  qualifications  in  letter  to 
Program  Director,  WOC,  Davenport,  Iowa. 

Florida  fulltime  network  station  needs  good  an- 
nouncer-engineer with  1st  ticket,  capable  of 

maintenance.  Lovely,  fast  growing  town,  famous 
South  Florida  ocean  beaches.  $85  week  to  start. 
WSTU,  Stuart,  Florida. 

Help  wanted:  Announcer  with  first  phone  li- 
cense. WSYB,  Rutland,  Vermont. 

Top  pay  for  two  sharp  DJ's.  Must  be  production minded  and  know  pop  music.  Include  any  gim- 
micks and  five  minutes  of  news  on  tape,  work 

history,  references  and  small  snapshot.  No  drunks 
or  drifters.  5000  watt  indie.  Send  tape  to  Bob 
King,  WYZE,  Henry  Grady  Bldg.,  Atlanta,  Ga. 

Technical 

Wanted — engineers  with  first  and  second  phone 
licenses.  Salary  will  depend  on  qualifications  and 
experience.  Range  $61.50  to  $105.00  per  week. 
Radio  and  television  jobs  available  immediately. 
Experience  not  required.  Write  Box  529A,  B»T. 

Studio  technical  personnel  for  radio  and  televi- 
sion operation  in  midwestern  metropolitan  mar- 
ket. Radiotelephone  first  license  required.  Very 

best  of  equipment,  and  excellent  employee  re- lationship. State  experience,  education,  draft 
classification  and  provide  a  recent  snapshot.  Box 
593A,  B-T. 
Wanted — first  class  engineer  who  can  serve  as 
disc  jockey.  Send  picture  and  state  experience. 
Box  638A,  B«T. 

Experienced  first  engineer-announcer.  Early 
morning  shift.  Cover  remotes,  cut  discs,  make 
tapes  and  care  of  equipment.  You  be  chief. 
Immediate  opening.  Up  state  New  York.  Send 
photo,  wage  demand  and  when  available  to  Box 
698A,  B«T. 
Engineer  with  first  class  license.  Experience 
desired  in  am  and  fm  transmitter  operation  and 
maintenance.  Single  station  city  in  medium  sized 
Iowa  town.   Box  722A,  B«T. 

r 

OPPORTUNITY  AT  RCA 

FOR 

BROADCAST  FIELD  ENGINEERS 

RCA  needs  trained  broadcast  engineers 

who  can  direct  and  participate  in  the  installa- 
tion and  service  of  AM  and  television  broadcast 

equipment.  Here's  an  excellent  opportunity  for 
training  and  experience  with  color  TV  trans- 

mitters. Opportunities  exist  in  Atlanta,  Chicago 
and  suburban  Philadelphia. 

You  need:  2-3  years'  experience  in 

.  .  ..  nil  II I  IPWO       broadcast  equipment,  including  work  on 
CAN   YUU   QUALIFY?      TV  or  AM  transmitter  installation.  You 

should  have:  good  technical  schooling 
and  1st  Class   Radio-Telephone  License. 

Enjoy  RCA  advantages: 
Top  Salaries 
Many  Liberal  Company-Paid  Benefits 
Relocation  Assistance 

For  personal  interview,  please  send  a  complete 
resume  of  your  education  and  experience  to: 

Mr.  James  Bell,  Employment  Manager,  Dept.  Y-3J 
RCA  Service  Company,  Inc. 

Cherry  Hill,  Camden  8,  N.  J. 

RCA  SERVICE  COMPANY,  INC. 

J 

Page  128    •    September  10,  1956 Broadcasting   •  Telecasting 



RADIO RADIO RADIO 

Help  Wanted— (Cont'd) 
Technical 

Engineer  with  first  class  license.  Experience  not 
necessary.  New  England  daytimer.  Write  Box 
744A,  B-T. 

First  class  engineer  needed  at  once  Ohio  5  kw. 
$80  to  $100  weekly,  48  hours.  Box  752A,  B-T. 

Kentucky  station  needs  first  class  engineer  im- 
mediately. Beginner  acceptable.  Write  full  de- 

tails.  Box  754A,  B-T. 

Chief  engineer  for  small  market,  250  watt  inde- 
pendent. Emphasis  on  maintenance.  No  announc- 

ing. Ideal  community  located  on  water.  Salary 
open.  Contact  G.  P.  Richards,  WCEM,  Cambridge, 
Maryland. 

Transmitter  engineer  to  work  at  fifty  kilowatt 
transmitter  station  near  Albany,  New  York.  Write 
WPTR,  Box  142-A,  West  Albany,  New  York  or 
telephone  UNion  9-5521. 
Chief  engineer,  1000  watt  daytime  station  with 
remote  control.  Apply  WKBC,  North  Wilkesboro, 
North  Carolina. 

1st  phone  engineer.  Chance  for  advancement, 
send  full  details  to  Dan  Williams,  WVOT,  Wilson, 
North  Carolina. 

Immediate  opening  chief  engineer.  Complete 
responsibility,  small  Virginia  station.  Excellent 
opportunity.  Top  salary.  Contact  Woodbury  S. 
Ober,  call  Orange,  Virginia,  7263,  collect. 

Programming-Production,  Others 

Copywriter,  receptionist  needed  immediately. 
Montana  station.  Applicant  should  have  limited 
experience  in  booking  and  traffic  duties.  Include 
photo,  references  and  salary  requirements  in 
application.  Box  652A,  B-T. 

Little  Rock,  Arkansas — KOKY — new  negro  pro- 
grammed station.  Wants  experienced,  white  "live 

wire"  program  director.  Must  have  ability  to  su- pervise personnel  and  assume  managerial  duties. 
If  you  like  money  and  want  to  move  up,  send 
resume  and  photograph  immediately  to  John  M. 
McLendon,  Box  1956,  Little  Rock,  Arkansas. 

Copywriter,  female  —  wonderful  opportunity, 
metropolitan,  long-established  am  station.  Op- 

portunity for  advancement  into  our  tv  station. 
Send  resume  and  sample  of  copywriting  or  call 
for  appointment,  Ralph  Kanna,  WKNB,  1422  New 
Britain  Avenue,  West  Hartford  10,  Connecticut. 

WIND,  Chicago,  interested  in  top-quality  office 
girls  with  radio  experience  for  key  positions  to 
handle  expanding  business  volume.  Write  Pro- 

gram Director. 

Copywriter,  young  man,  needed  for  vhf-am  op- 
eration in  excellent  market.  Radio  writing  expe- 
rience necessary;  tv  not  essential.  Opportunity 

to  learn  tv  writing  and  production.  Request  re- 
sponse from  persons  able  to  visit  station  as  in- 

terview necessary  before  hiring.  Send  personal 
resume  including  samples  to  Continuity  Direc- 

tor, WOOD  and  WOOD-TV,  Grand  Rapids,  Mich. 

Situations  Wanted 

Managerial 

I'm  no  magician  but — if  you  have  the  facilities and  a  market,  I  can  make  your  station  pay  off. 
Top  ratings  in  90  days.  Over  20  years  operating 
experience.  Presently  gainfully  employed  but 
seek  a  market  half  million  or  more.  Moderate 
salary  plus  percentage  of  gain.  Box  502A,  B-T. 

Manager:  Investigate  before  you  invest!  Factual 
outline,  administrative  and  personal  sales  record; 
bonafide  details  and  figures;  top  accredited 
industry  reputation;  substantiated  local/national 
sales  know-how  business  getting  ability.  On 
your  desk — at  your  request!  Nothing  to  lose. 
Confidential.   Box  518A,  B-T. 

Sales  manager:  Don't  try  to  top  a  proven  pro — hire  his  experience  and  know-how!  Factual  out- 
line and  bonafide  detailed  personal  sales  record 

substantiating  national/local  business  getting 
ability  yours  for  the  asking.  Now  working  but 
confidentially  seeking  your  inquiry.  "Don't  let 
a  good  one  get  away."  Box  519A,  B-T. 
Manager  with  outstanding  sales  and  program- 

ming record  is  interested  in  association  with  mid- 
west major  market  or  medium  market  independ- 

ent as  sales  manager.  Present  earnings  in  five 
figure  bracket.  Will  also  cossider  stock  option 
program  in  lieu  of  certain  salary  considerations. 
Only  stations  seeking  permanent  and  long  term 
sales  management  need  apply.  I  am  a  family 
man  who  is  interested  in  making  a  lifetime  con- 

nection in  a  market  in  excess  of  50,000  in  the 
midwest.  Box  596A,  B-T. 

Experienced  general  manager — am-tv — currently 
heading  top-rated  small  market  network  opera- 

tion. Have  fine  New  York-Chicago  agency  and 
advertiser  contacts.  Want  to  relocate  with  pro- 

gressive operation  seeking  first-rate  sales  results 
and  economical  operation.    Box  617A,  B-T. 

Broadcasting   •  Telecasting 

Situations  Wanted — (Cont'd) 
Managerial 

Top-flight  general  manager  available  immediate- 
ly. Industry  veteran  with  excellent  working 

knowledge  of  all  phases  of  radio  and  television. 
Looking  for  medium  to  medium-large  market 
where  I  can  build  your  sales  from  red  to  black 
in  a  short  time  (have  one  of  the  finest  sales  rec- 

ords and  pride  myself  on  sharp  economical  opera- 
tion). For  complete  details  and  background, 

Write  Box  618A,  B-T.  Confidential.  
Well  known  radio  executive  leaving  present  post. 
Would  like  thriving,  competitive  medium  market, 
where  sales  knowhow  and  sharp  programming 
will  pay  dividends  for  both  you  and  myself.  Have 
finest  industry  references  and  top  record.  Write Box  619A,  B-T.  

Manager.  Experienced  independent  and  network. 
Small  or  medium  midwest  market.  Box  623A, B-T.  

Manager  with  go-getting  sales  ability  proven 
record,  contagious  enthusiasm  for  radio  plus  chief 
engineer.  Moderate  salary,  plus  percentage.  Best 
character,  technical  and  other  references.  Box 628A,  B-T.  

Sales  manager  who  "loves  to  sell",  New  Jersey independent  has  immediate  opening.  Right  man 
can  earn  good  five  figure  income.    Box  673A,  B-T. 
Ownership  plus  active  management  opportunity 
desired.  Can  make  small  investment.  Family.  12 
years  radio  background.  Top  references.  Box 
659A,  B.T. 
General  manager-sales  manager.  Currently  head- 

ing top  independent  in  mid-eastern  medium 
market.  Wishes  to  relocate  with  progressive 
operation.  Exceptional  sales  and  management  rec- 

ord, finest  references.    Box  708A,  B-T. 
Hard-hitting  general  manager  with  emphasis  on 
sales  available  immediately.  Highly  experienced 
in  every  phase  of  radio  and  television.  Young, 
aggressive  with  many  years  in  the  business. 
National  contacts,  outstanding  sales  producer  of 
proven  ability  and  know-how.  A  real  money 
maker.   Let's  get  together.  Box  771A,  B.T. 
Station  manager  with  programming  experience 
and  ability.  Independent  250  watt  fulltime  New 
England,  newspaper  affiliation,  50,000  city.  Full 
details  in  first  letter.  Box  739A,  B-T.  
Attention  station  owners:  Manager-engineer  team 
available  to  operate  your  station  profitable.  Box 740A,  B-T.  

Manager  for  small  market.  Young,  aggressive, 
proven  sales,  program,  ideas.  Box  761A,  B-T. 

Salesmen 

6  years  radio  announcer,  program  director.  Wants 
more  sales  experience.  Box  736A,  B-T. 
Commercial  manager.  High  calibre  salesman,  as 
good  as  the  opportunity.  No  better.  Announcer, 
first  class  license  if  necessary.  Box  741A,  B-T. 

Announcers 

DJ-News-sports,  presently  employed  —  married, 
Want  to  relocate  in  laTger  market  in  the  east. Box  668A,  B-T.  

Announcer-DJ.  No  great  talent,  just  steady,  de- 
pendable, mature  air-salesman.  Box  677A.  B-T. 

Broadcasting  school  graduate,  strong  on  hard  sell 
commercials,  news,  sports,  DJ,  board,  play-by- 

play. Excellent  references,  hard  working,  vet, 
married,  ambitious.  Tape,  photo,  resume.  Box 679A,  B-T.  

Staff  announcer,  negro,  thoroughly  trained,  news, 
commercials,  DJ,  board,  tape  available.  Box 682A,  B-T.  

Announcer-radio-tv.  On-camera  commercials.  9 
years  radio.  2  years  tv.  Single,  veteran,  33.  $85. 
minimum.  Prefer  midwest,  consider  elsewhere. Box  692A.  B-T.  

Experienced  combo  announcer-DJ.  Young,  versa- 
tile, knows  music.  Working  for  1st  ticket.  Tape 

available.  Box  707A,  B-T. 

Stop — look — experienced  announcer — single — vet- 
eran— network  experience — have  suitcase.  Box 

725A,  B-T. 
Top  announcer,  first  phone,  4  years  experience, 
presently  employed,  wish  to  locate  in  northeast. 
Box  727A,  B-T. 

Personality  shows  by  man  experienced  as  pro- 
gram director,  writer,  assistant  manager.  College 

trained,  knows  music,  prefers  jazz.  Needs  organ- 
ization after  adult  listeners.  Excellent  references. 

No  hillbilly,  junk  or  gospel  music.  Serious  in- 
quiries only.  Box  742A,  B-T. 

DJ-news.  Wi  years  present  station.  Married.  Vet. 
29.  B.A.  Speech.  Minimum  $75.  Prefer  Texas, 
Gulf  or  Pacific  Coast.  Tape,  resume  on  request. 
Box  747A,  B-T. 

Easy,  relaxed  DJ.  Can  really  sell  for  you.  Good 
news.  Desire  moderate  size  maTket.  Married,  vet, 
experienced.  Box  755A,  B-T. 

Presently  employed  250  watt  southeastern  net- 
work affiliate.  Can't  hold  accounts  on  air  due  to 

poor  programming.  Are  you  strong  on  program- 
ming, personalities?  Sales  manager's  reference. Box  770A,  B.T. 

Situations  Wanted —  (  Cont'd  ) 
Announcers 

Announcer,  negro,  real  crazy  disc  jockey.  Some 
experience.  Tape  available.  Box  760A,  B«T. 
Experienced  staff  announcer.  Single.  Car.  Vet- 

eran. 25.  Bob  Cohen,  2020  Canal  Street,  New 
Orleans.  Phone  MAgnolia  9177.  
Experienced  pop  DJ.  Formally  with  top  indie  in 
metropolitan  market.  Easy,  friendly  style.  Seeks 
change,  northeast  preferred.  Write:  Announcer, 
%  Room  457,  2  Broadway,  N.  Y.  C,  N.  Y„  or 
phone  WHitehall  3-7387.  

Experienced  announcer,  7  \'2  years  experience. Strong  on  news,  commercials.  Married.  Veteran. 
Permanent.  Box  283,  Eau  Claire.  Wisconsin. 

Technical 
Engineer,  announcer.  Versatile  announcer,  12 
years  experience.  College  grad.  Have  always  been 
chief  engineer.  Contact  Jim  Robinson,  2740, Muleshoe,  Texas.  

Programming-Production,  Others 
Former  Wisconsin  tv-am  newsman  seeks  to. re-: 
turn  to  Badger  state.  Currently  employed  metro- 

politan news  department.  Box  743A,  B«T. 
Representation  on  the  west  coast  available  for 

agency  with  limited  budget.  35  year  old  "girl" available  for  follow-through  on  all  details  con- 
cerned with  tv  and  radio  production;  media;' 

research;  surveys;  publicity;  public  relations;  etc. 
Eight  years  experience  in  all  phases  of  advertis- ing listed,  plus  shorthand,  typing  and  agency 
billing  procedure  knowledge.  Married,  no  chil- 

dren. Located  in  Los  Angeles.  Replies  confiden- 
tial. Box  750A.  B-T. 

Newscaster.  Peabody  award  winner.  Eight  years 
news  experience,  network  and  independent 
radio.  Dick  Jacobs.  10613  Woodbridge.  North 
Hollywood,  California. 

Newsman.  7\2  years  experience.  Seek  am-tv  com- 
bination, or  progressive  am.  Permanent.  Mar- ried, veteran.  Box  283,  Eau  Claire,  Wisconsin. 

Phone  TEmple  5-9914. 

TELEVISION 

Help  Wanted 

Salesmen 

Immediately  need  salesman  for  well  established 
southeastern  NBC-TV  affiliate,  should  either  be 
experienced  in  tv  or  radio  sales.  Starting  salary 
based  on  experience.  Will  receive  on-the-air 
billings  and  cream  accounts.   Box  768A,  B«T. 

Wanted:  Tv  times  salesman,  in  the  nation's  fast- est growing  market.  Must  have  sales  experience 
however  tv  experience  is  not  necessary.  Liberal 
salary,  draw  and  commission.  Contact  Mike 
Kitav,  KTVR.  Denver,  Colo.,  or  Hugh  Larue, 
WINS.  New  York. 

Let  us  show  you  an  exceptional  opportunity  for 
experienced  tv  salesman.  Salary  plus  commission. 
Send  resume  and  we  will  send  details.  General 
Manager,  WSEE-TV,  Erie,  Pennsylvania. 

Announcers 

Announcer-director.  Ability  to  do  convincing 
"on-camera"  selling.  Control  room  and  produc- 

tion experience  preferred,  send  resume  and 
photo.  Will  request  tape  later  if  wanted.  Manager, 
KKTV,  Colorado  Springs,  Colorado. 

Continues  on  next  page 

FIRST-CLASS 

COMBO-MEN 
Right  now  we  have  several  out- 

standing opportunities  for  men 

with  First  Class  Tickets.  If  you're 
interested  and  qualify,  let  us  hear 
from  you  right  away. 

NATIONAL  RADIO  &  TV 

EMPLOYMENT  SERVICE 

5th  Floor 
1627  "K"  Street,  N.  W. 

Washington  6,  D.  C. 
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TELEVISION TELEVISION TELEVISION 

Help  Wanted— (Cont'd)  Help  Wanted— (Cont'd) 
Technical 

Engineer — 1st  phone  for  large,  expanding  tv  sta- 
tion. Heavy  on  maintenance  desirable.  Central 

New  York  State.  Excellent  opportunity.  Box 
764A,  B«T.  
Transmitter  engineers  for  aggressive  vhf,  DuMont 
experience  preferred,  however  will  consider  any 
man  with  good  technical  background.  Send  de- 

tails, schooling  experience,  family  status,  photo, 
salary.  Chief  Engineer,  KERO-TV,  1420  Truxton 
Ave.,  Bakersfield,  California. 
California  network  vhf.  Engineering  opportunity. 
We  need  engineers  at  once  for  expanding  opera- 

tion in  two  of  California's  finest  small  coastal cities.  Must  be  fully  qualified  and  experienced 
in  maintenance  and  operat.on,  both  studio  and 
transmitter.  Excellent  opportunity  for  right  men. 
Periodic  raises  and  profit  sharing  plan  demands 
initiative  and  cooperative  attitude.  Give  com- 

plete experience  and  references.  Send  full  infor- 
mation to  Bill  Hargan,  Chief  Engineer,  KSBW- 

TV,  Post  Office  Box  1651,  Salinas,  California. 
Need  Urst-second  class  license  men  for  studio- 
transmitter-operating-maintenance.  Full  resume 
first  letter  to  Chief  Engineer,  WHTN-TV,  Hunt- 
ington,  West  Virginia.  

Programming-Production,  Others 
Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G.  B»T.  
Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 
ments  with  resume.   Box  509G.  B«T.  
Established  midwest  tv  station  wants  aggressive 
newscaster.  Must  have  broadcast  experience. 
Complete  film  facilities'  available.  Must  be  go- getter.  Complete  resume  and  photo  required. 
Salary  open.  Box  670A,  B-T.  
Account  opportunity  in  network  for  man  experi- 

enced in  general  or  program  cost  accounting  in 
station  in  medium  sized  or  larger  market, 
willing  to  relocate  In  major  market.  College 
degree  in  Accounting,  Finance  or  General  Busi- 

ness. Experience  in  public  accounting  preferred. 
Age  limit  32.  Send  detailed  resume  to  Box  671A, 
B«T. 

Programming-Production,  Others 

Girl  as  assistant  to  program  manager.  Estab- 
lished network  vhf.  Experienced  on-camera 

helpful  but  not  required.  Typing  and  shorthand 
essential.   Box  711A,  B«T. 

Excellent  opportunity  for  alert  promotion  man. 
WFMY-TV,  Greensboro,  North  Carolina,  needs 
a  promotion  director.  Must  have  experience  in 
radio  and/or  television.  Job  entails  supervision 
as  well  as  execution  of  newspaper  advertising, 
program,  station  and  market  promotion  in  trade 
press,  on  the  air  promotion,  research  and  devel- 

op sales  promotion  aid.  This  Is  a  3-person  de- 
partment in  a  progressive  station.  Send  full  de- 

tails on  training  and  experience,  along  with 

photo. Opportunity  for  good  newsman  with  some  staff 
work.  Tv  only.  Write  qualifications  and  availa- 

bility. Peter  F.  Gallagher,  WGLV-TV,  Easton, 
Pennsylvania. 

Situations  Wanted 

Managerial 

Television  manager  available.  Finest  sales  rec- 
ord. Seeking  progressive  operation  that  needs 

sales  boost.    Full  details,  write  616A,  B-T. 

Top-flight  general  manager  available  immediate- 
ly. Industry  veteran  with  excellent  working 

knowledge  of  all  phases  of  radio  and  television. 
Looking  for  medium  to  medium-large  market 
where  I  can  build  your  sales  from  red  to  black 
in  a  short  time  (have  one  of  the  finest  sales 
records  and  pride  myself  on  sharp  economical 
operation).  For  complete  details  and  back- 

ground, write  Box  618A,  B«T.  Confidential. 
Salesmen 

Man  of  experience,  initiative  and  ability  in  radio- 
tv  spot  and  station  sales,  sales  development,  pro- 

motion and  merchandising,  seeks  challenging  job 
here  in  New  York  City  with  broadcasting  outfit, 
representative  or  advertising  agency.  He's  a clear  thinker  and  self  starter,  with  the  creative 
know-how  to  stimulate  interest  and  close  sales. 
Can  lead  as  well  as  follow.  Excellent  contacts. 
Top  references.    Box  766A,  B«T. 

Situations  Wanted — (Cont'd) 
Announcers 

6  years  radio  announcer,  program  director,  seeks 
tv  staff  spot.  Box  737A,  B»T.  

Technical 

Tv  studio  engineer,  tv  trained,  first  phone.  Ex- 
perience includes  2  years  as  studio  technician 

and  supervisor,  1  year  video.  Have  directed, 
understand  production.  Interested  California  but 
will  consider  opportunity  anywhere.  Box  745 A, 
B«T. 

Programming-Production,  Others 
Promotion  director  of  former  uhf.  Responsible 
for  creation,  production,  promotion,  sales  of 
approximately  20  weekly  live  shows.  Ambitious! 
Young,  exempt,  BS,  seek  position  with  future. Box  457A,  B'T.  

Tv-director-producer.  3  years  New  York  agency- 
network.  2  years  senior  tv  director  top  inde- 

pendent station.  Brochure  and  references  upon 
request.  Box  765A,  B-T.  
Producer-director  desires  change  .  .  .  present 
employment  secure.  Excellent  television  back- 

ground   Box  746A,  B«T.  
Creative  Writer,  news  background,  wants  staff 
job.  Attended  Stanford  University  Television 
Institute.  Competent — agile  mind — good  appear- 

ance. Will  relocate.  A.  Papkoff,  282  Bemis  Street, San  Francisco. 

FOR  SALE 

Stations 
Northeast — local  250  watter,  single  station  break- 

ing even.  Owner-manager  could  make  money. 
$20,000  cash— assume  $16,000.00  bank  notes.  9 
year  attractive  lease  on  building  with  trans- 

mitter at  one  location.  Present  absentee  owner- 
ship. Contact  Katherine  Strobuck,  phone  Am- 

sterdam  VI  3-2299,  or  Box  715A,  B»T.  
Two  midde  south  small  market  stations,  each  can 
be  purchased  well  below  $50,000  and  on  liberal 
terms.  Paul  H.  Chapman,  84  Peachtree,  Atlanta. 
The  Norman  Company,  510  Security  Bldg..  Daven- 

port, Iowa.  Sales,  purchases,  appraisals,  handled 
with  care  and  discretion,  based  on  operating  our own  stations. 

THESE  TV  PRODUCTION-EXPERIENCED  PEOPLE 

EAGERLY  ADAPTABLE  TO  YOUR  OPERATION 

CHICAGO    TV   PRODUCTION   CLASS    AT  WORK 

NORTHWEST 

RADIO  &  TELEVISION 

STUDIO-TRAINED  FOR  ALL  PHASES  OF 

TV  PRODUCTION  WORK  PLUS  A  VA- 

RIETY OF  INDIVIDUAL  QUALIFICATIONS 

MAKE  THESE  PEOPLE  AND  OTHER 

NORTHWEST  GRADS  LIKE  THEM  ESPE- 

CIALLY VALUABLE  TO  YOU  AS  EM- 

PLOYEES. A  FEW  ARE  NOW  AVAIL- 

ABLE IN  EVERY  SECTION  OF  THE  COUN- 

TRY. FOR  COMPLETE  INFORMATION 

FOR  ANY  PERSONNEL  NEED  WRITE, 

WIRE,  CALL  JOHN  BIRREL,  EMPLOY- 

MENT COUNSELOR. 

SCHOOL 
HOME  OFFICE; 

I 
1221  N.  W,  21st  Avenue 
Portland,  Oregon      CA  3-7246 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 
HO  4-7822 

CHICAGO,  ILLINOIS   540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C   1627  K  Street  N.  W. 
RE  7-0343 
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FOR  SALE— (Cont'd) 

Stations 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  State*. 
Jack  L.  Stoll  &  Associates.  49S8  Melrose  Ave.. 
Los  Angeles  29.  Calif.  
For  the  best  station  buys  in  the  east  and  south. 
Call  John  Hanly,  1737  De  Sales  Street,  N.  W.. 
Washington.  D.  C.   Executive  3-2185.  

 Equipment  
One  Amertran  5  kw  modulation  transformer. 
Electrically  OK.  Needs  3  terminals.  Primary 
1875-1875  ohms.  Secondary  3200-4000  ohms.  Cost 
approximately  $1,400.00.  Make  offer.  Box  723A, B»T.  

Complete  fm  station  $2,850.  GE  BT-l-B  250  watts 
with  monitor  and  GE  BY-4-A  four  bay  antenna. 
300  ft.  %-inch  coax  tuning  condenser  for  use  on 
am  tower.  Box  751A,  B-T.  
For  sale,  4  ten  foot  diameter  and  5  six  foot  diam- 

eter solid  reflectors,  make  offer.  Frank  C.  Car- 
man.  Radio  Station  KLUB,  Salt  Lake  City,  Utah. 
For  sale — 150  ft.  self-supporting  IDECO  tower, 
insulated.  Call  or  write  WARK,  Hagerstown. 
Maryland.  
KEL.  type  695  50  watt  transmitter  and  receiving 
units.  Whipe  and  receiving  dipole,  35  ft.  windup 
mast  and  trailer.  Now  operating  on  153.11  meg. 
Contact  WCEC,  Rocky  Mount.  N.  C.  
Keep  working  capital  free.  Lease  needed  studio, 
transmitter,  office  fixtures,  aircraft  autos,  etc. 
Anywhere  U.  S.  A.  Gene  O'Fallon  &  Sons,  Inc., 
639  Grant,  Denver.   AM  6-2397.  
Best  offer  takes  insulated  self-supporting  150  ft. 
tower.  Call  REpublic  7-8000.  Washington,  D.  C. 

WANTED  TO  BUY 

Stations 

Private  sales.  Dignified  personal  service.  Texas, 
Colorado,  Oklahoma,  Arkansas,  Kansas,  Mis- 

souri. Ralph  Erwin,  Licensed  Broker,  1443  South 
Trenton,  Tulsa.   

RADIO RADIO 

Equipment 
Wanted:  One  used  live  camera  chain.  Prefer 
field  power  supply  and  control  unit.  Box  525A. 
B«T.  
Wanted:  One  TK-20D  film  chain.  List  components 
included.  State  condition  and  price  first  letter. 
Box  748A,  B'T.  
Used  five  or  six  bay  superturnstile  antenna  for 
channel  four.  Give  all  information  first  reply. 
Box  757A,  B-T.  
Wanted:  New  surplus  radio  transmitting  tubes 
any  quantity.  Types  893.  898,  852,  857,  for  Trans- International  Fowarders,  Inc.,  82  Beaver  Street, 
New  York  5,  New  York.  

INSTRUCTION 

FCC  first  phone  in  12  weeks.  Home  study  or 
resident  training.  Our  schools  are  located  in 
Hollywood,  California  and  Washington,  D.  C.  For 
free  booklet,  write  Grantham  School  of  Elec- 

tronics, Desk  W-B,  821  19th  Street,  N.W.,  Wash- 
ington  6,  D.  C.  
FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School.  Dept.  B,  1627  K  Street,  N.W..  Wash- 
ington, DC.  

RADIO 

Help  Wanted 
Salesmen 

STANDING  STILL  WHERE  YOU  ARE? 

STYMIED  BY  SMALL  MARKET  BLUES? 

We've  got  nothing  but  money  for  a 
real  sales  producer,  growing  market 
near  Washington-Baltimore.  Protected 
accounts,  RAB  sales  helps.  Liberal 
salary  commission  basis.  Send  resume 
and  photo  first  letter.  We  are  ready 
to  go  NOW. 

Box  690A,  B«T 

RADIO  AND  TELEVISION 

SALESMAN 

Young,  successful  background  and 
personable,  age  27-32.  Executive  abil- 

ity, experienced  radio  and  TV  sales 
required.  Must  be  willing  to  relocate 
with  specialized  agency  located  in  sub- 

urb of  metropolitan  New  York.  Oppor- 
tunity to  join  organization  highly  re- 

spected in  advertising  circles.  Modest 
salary  to  start.  Incentive  arrange- 

ment when  ability  is  proven.  Write 
fully,  send  photo  if  possible. 

Box  749A,  B*T 

Help  Wanted— (Cont'd) 
■^y'-  v5>-2  s/-.  yy-.  -^r,  ̂  

l  SALES  ENGINEERS  | 
v  Broadcast  equipment  manufacturer  has  & 
£   openings  for  sales  engineers  in  various  ? 
^  territories  to  travel  and  call  on  radio  y 
§  stations  as  well  as  for  non-travelling  posi-  & 
&  tions  for  sales  engineers  in  midwest  home  ? 

office.    Technical   radio   background   is  y 
essential,  preferably  as  Chief  Engineer  of  & 
AM  radio  station.  These  are  permanent  r 
positions  with  a  future  with  a  growing  j 
company.   Please  send  complete  resume  & 

&   and  photo  to  r 

|                   Box  753A,  B«T  | 

Announcers 

* 

DIM  JOCKEY 

Have  opening  for  Negro  DJ  on  Miami's top  rated  R  &  B  station,  WFEC.  Must 
have  at  least  2  years  experience.  Send 
tape  and  resume.  Write  WFEC,  Miami, Florida. 

NETWORKS 

RADIO  NETWORK 

PROGRAM 

EXECOTIVE 

Opportunity  for  crea- 
tive person  with  broad 

experience  in  program 

deret opnt  en  t  —  prefera- 
hit/  at  tocai  station. 

Send  resume  giving 

fuii  details. 

Box  75SA,  It'T 

Situations  Wanted 

Managerial 

MANAGER 

Dick  Rudolph,  former  General  Sales 
Manager  of  WITH,  Baltimore,  is  avail- 

able. Has  averaged  over  $200,000  annual 
sales  for  past  ten  years.  Also  served  with 
Hearst  newspapers  for  10  years.  Know 
all  agencies  and  advertisers  in  Baltimore, 
Philadelphia,  Washington  and  Richmond. 
Best  reference  is  my  record. 

6611  Edenville 
Baltimore,  Maryland 

Announcers 

Top  Rated  Disc  Jockey  and 

Top  Air  Salesman  with  Im- 
pressive List  of  Sponsors  in 

.Major  Metropolitan  Market 
Desires  to  Better  Himself 
Financially. 

Hoy  763A,  B*T 

FOR  SALE 

Equipment 
TOWERS 

RADIO— TELEVISION 
Anrcnnui  —  Coaiiol  Cable 

Tower  Sales  &  Erecfing  Co. 
6100  N.  E.  Columbio  BUd., 

Portland    11,  Orcqon 

INSTRUCTION 

r;<:  t«i  rilo.NK  licknsks 
IN  5  TO  6  WEEKS 

W  I  I.I.I  AM  II.  OCDEN —  10th  Year 
1150  W.  Olive  Ave. 

llurbank.  Calif. 

Reservations  Necessary  All  (Misses 
Over  1700  Successful  Student! 

MISCELLANEOUS 

NOTICE 
One   Shure   Microphone.   Model  300.    Ser.  2642 
Two  Altec  Microphone  System   Model   M20.  Ser.  1129 and  1130 

One  Electro  Voice  Filter-type  Microphone 
One  Electro  Voice  Microphone  slim-line-type 
One  Mcintosh  Amplifier,   Model   I50A,  Ser.  7216 
Two  General   Electric  Amplifiers,  AI320 

These  Items  were  stolen  from  Recorder,  Ltd..  Suite 
207,  Mining  Exchange  Building,  Denver  2,  Colorado. 

Any  Information  of  the  above  listed  Items  should 
be  sent  to  this  office  or  to  Detectives  O.  E.  Tovrea  or 
0.  F  Curnow,  Detective  Division,  Police  Department. City  of  Denver. 

CALIFORNIA  NETWORK  VHF 

ENGINEERING  OPPORTUNITY 

We  need  engineers  at  once  for  expanding  operation  in  two  of  California's 

finest  small  coastal  cities.  Must  be  fully  qualified  and  experienced  in  main- 

tenance and  operation,  both  studio  and  transmitter.  Excellent  opportunity  for 

right  men.  Periodic  raises  and  profit  sharing  plan  demands  initiative  and  co- 

operative attitude.  Give  complete  experience  and  references.  Send  full  informa- 

tion to  Bill  Hargan,  Chief  Engineer,  KSBW-TV,  Post  Office  Box  1651,  Salinas, 

California. 



editorials 

Now  Playing:  Celler-ama 
LAST  month,  at  its  national  convention,  the  Democratic  party 

solemnly  reaffirmed  its  faith  in  the  American  free  enterprise 
system  as  a  cornerstone  of  its  platform.  One  of  the  architects  of  that 
platform  was  Rep.  Emanuel  Celler  of  New  York,  chairman  of  the 
House  Judiciary  Committee  and  of  its  subcommittee  on  antitrust. 

On  Thursday  Mr.  Celler  will  lift  the  curtain  on  his  committee's 
television  investigation  which  has  all  the  earmarks  of  a  frontal  attack 
on  the  very  free  enterprise  system  his  party  is  pledged  to  foster. 

It  has  been  traditional,  irrespective  of  party,  to  honor  the  con- 
fidentiality of  business  contracts  in  competitive  fields,  except  where 

corruption  is  evident.  Mr.  Celler  a  fortnight  ago  held  an  "executive 
session"  of  his  subcommittee  in  New  York.  Only  three  Democratic 
members,  along  with  the  staff,  were  present.  He  insisted  that  CBS 
and  NBC  produce  all  contracts  with  talent,  outside  packagers  and 
advertisers. 

Failure  to  produce  these  documents,  along  with  memoranda, 
reports  of  conversations,  and  all  else,  he  cautioned,  would  bring 
citations  for  contempt.  The  fact  that  the  networks  would  themselves 

be  culpable  if  they  disclosed  the  terms  of  certain  confidential  con- 
tracts evidently  made  no  difference. 

Mr.  Celler  is  a  lawyer.  Would  he  spread  on  the  public  records 
the  fees  his  firm  has  collected  from  clients  who  took  advantage  of 

his  legal  talents?  Would  he  vote  to  disclose  the  amounts  the  govern- 

ment spends  for  junkets  the  world-over  by  members  of  Congress, 

who  also  are  handed  "pocket  money"  to  be  spent  in  each  country 
they  visit? 

There  is  no  monopoly  in  talent.  Nor  can  there  be.  Talent  comes 
and  goes.  The  Walt  Disney  story  is  well  known.  ABC  took  a  flyer 
on  it.  The  other  networks  could  have  had  the  Disney  contracts. 
And  whatever  happened  to  Kate  Smith?  Or  Rudy  Vallee? 
NBC  and  CBS  should  resist  the  outrageous  demands  of  Rep. 

Celler.  Let  him  subpoena  the  records,  if  he  dares.  And  then  let 

the  networks  challenge  him  before  the  full  committee,  with  Re- 
publican as  well  as  Democratic  members  present.  Then,  if  need 

be,  let  them  challenge  the  committee's  authority  in  the  courts. 
During  its  10  days  of  public  hearings,  the  Celler  committee 

obviously  intends  to  cover  much  of  the  ground  previously  explored 
by  the  Senate  Commerce  Committee  and  the  Evins  House  Small 

Business  Committee.  Even  before  it  gets  to  the  network  phases,  it 
will  hear  witnesses  representing  the  film  syndicators,  the  antitrust 
division  of  the  Justice  Dept.  and  spokesmen  for  uhf  broadcasters. 

Mr.  Celler,  along  with  his  committee  colleagues,  is  running  for 

re-election.  He  obviously  wants  to  make  publicity  hay  while  the 
television  sun  shines.  His  constituency  is  in  New  York. 

The  timing  here  is  all  too  obvious.  A  subdivision  of  government 
is  using  questionable  authority  for  political  gain  through  emblazoned 

headlines  from  the  world's  talent  center. 

Deintermixture  Progress 

THE  FCC  apparently  has  saved  itself  time  and  trouble  by  inter- 
cepting the  engineering  proposals  of  its  staff  incorporated  in  the 

June  25  deintermixture  order.  It  develops  that  a  number  of  basic 
engineering  errors  were  made,  thus  changing  the  ground  rules  gov- 

erning propagation,  with  the  ultimate  effect  of  throwing  the  whole 
allocation  plan  out  of  kilter.  It  would  have  made  the  FCC  vulner- 

able to  legal  attack  on  overall  tv  allocations. 

Upon  recommendation  of  new  Comr.  T.  A.  M.  Craven,  an  en- 
gineering expert,  the  FCC  has  postponed  the  deadline  on  the  de- 

intermixture comments  from  Sept.  10  to  Nov.  15.  This  will  allow 
time  to  revise  the  engineering  curves,  after  consultation  with  prac- 

tical consulting  engineers.  Reply  comments  are  due  15  days  later. 
There  are  those  who  see  political  overtones  in  this  postponement 

action  because  it  defers  action  on  the  controversial  deintermixture 
proposals  until  after  the  Nov.  6  election.  But  that  was  not  in  the 
minds  of  the  FCC  members.  It  was  felt  that  at  least  60  days  would 
be  needed  to  correct  the  errors  and  devise  a  legally  impregnable 
formula. 

There  should  be  no  further  postponements,  however.  The  FCC 

should  render  its  final  judgments  with  greatest  possible  dispatch. 
The  public  in  the  areas  affected  is  being  deprived  of  needed  service. 
And  the  applicants  should  not  be  kept  on  tenterhooks. 
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"Orders  from  Washington  .  .  .  the  antitrust  committee  said  send 

ALL  our  records!" 

Fall  and  Rise 

THERE  are  mounting  signs — dollar  signs,  than  which  there  are 
no  signs  better — that  radio  business  is  beginning  to  perk  again 

with  more  of  its  oldtime  vigor. 

Station  Representatives  Assn.,  looking  over  its  radio  spot  billings 

figures  for  the  year  to  date,  sees  a  distinct  chance  that  spot'  radio not  only  will  bill  more  than  last  year,  but  perhaps  will  even  edge 

ahead  of  its  all-time  peak  year  of  1953  [B»T,  Sept.  3].  If  gains 
continue  at  their  current  pace,  says  SRA,  a  record-breaker  is  sure 
to  result.  Radio  Advertising  Bureau  gets  much  the  same  report  from 

its  member  stations  around  the  country — and  these  bullish  accounts 
apply  to  local  business  as  well  as  national  spot. 

Parenthetically,  it  would  be  unjust  to  pass  over  the  representatives 

and  RAB  without  a  word  for  the  role  they  have  played  in  radio's 
comeback.  With  aggressive,  imaginative  broadcasters  at  all  levels — 
from  local  to  network — they  have  worked  manfully  and  long, 
through  pessimistic  times  and  against  the  voices  of  gloom  and  doom, 

in  pounding  away  at  radio's  fundamental  ability  to  reach  the  most 
for  the  least. 

Network  business  generally  is  by  no  means  out  of  the  woods  yet, 

but  there  too  the  renewed  activity  of  advertisers — many  of  them 
returning  to  radio  after  long  absences  or  stepping  up  current 

budgets — is  more  encouraging  than  at  any  time  in  recent  years.  In 
all,  there  seems  good  cause  to  think  that,  for  broadcasters,  radio 

once  more  is  beginning  to  come  in  loud  and  clear — just  as  it  has 
always  done  for  the  advertisers  who  have  used  it  right. 

STEADY  increases  in  television  billings  are  taken  for  granted. 
New  national  advertisers  are  coming  into  tv,  some  of  them  at 

the  skillful  persuasion  of  Television  Bureau  of  Advertising  whose 
presentations  in  major  cities  have  begun  to  pay  off. 

New  local  and  regional  accounts  also  are  being  developed. 
This  process  is  considerably  aided  by  the  great  wealth  of  program 

product  which  has  come  on  the  market  in  recent  months.  The 
acquisition  of  impressive  libraries  of  feature  films  will  enable  many 
stations,  independent  and  affiliate  alike,  to  strengthen  their  appeal 

to  sponsors.  Additionally,  of  course,  network  schedules  promise  to 
reach  new  levels  of  perfection,  and  syndicated  programs  will  be 
abundant  and  good. 

The  optimistic  outlook  is  reflected  in  recent  television  station 
transfers.  Prices  of  tv  properties  have  never  been  higher.  Vhf 
stations  are  commanding  huge  sale  prices,  and  several  uhfs  have 
been  sold  for  substantial  money. 

This  is  not  to  say  that  business  throughout  television  is  univer- 
sally good.  There  are  still  uhfs  struggling  to  keep  afloat  and  indeed 

a  few  vhfs  that  find  the  going  difficult.  The  problems  of  station 
scarcity  in  some  areas  have  yet  to  be  resolved. 

On  the  whole,  however,  television  is  going  to  be  a  good  business 
to  be  in  in  the  fall  of  1956  and  indeed  into  the  foreseeable  future. 

Broadcasting   •  Telecasting 



KPRC-TV  Sells  Houston  With  a  Southwest  Accent 

KPRC-TV  has  sold  Houston  Gulf  Coast  folks  since  1949 

by  givin'  'em  what  they  want.  Its  top  local  programming  is 

tailored  to  fit  this  Southwest  audience  .  .  .  planned  to 

entertain  and  sell  every  income  group  in  Houston's  expanding 
market  .  .  .  delivered  with  a  Southwestern  accent. 

Buy  programming  experience  that  best  serves  the  advertiser 

by  first  serving  the  audience  .  .  .  buy  KPRC-TV. 

KPRC-T
V 

HOUSTON 

CHANNEL 

JACK  HARRIS,  Vice  President  and  General  Manager 

)ACK  McCREW,  National  Sales  Manager 

Nationally  Represented  by 
EDWARD  PETRY  &  CO. 

FIRST I  N T  V WITH OVER 7  0  0 MAN-YEARS EXPERIENCE 



are  you 

GOING 

PLACES? 

WINS  offers  for  the  first  time  a  completely 

new  travel  concept  — "Creating  the  MOOD 

to  Travel."  The  atmosphere  of  all  the 

world's  most  popular  spots  will  be  recre- 

ated on  WINS.  Ten  1 -minute  spots  every  day, 

7  days  a  week,  or  a  total  of  70  spots  per  week; 

plus  three  one-half  hour  programs  each  week- 

end will  round  out  the  schedule.  The  pro- 

grams will  be  hosted  by  the  celebrated  Maggi 

McNellis  and  the  renowned  husband-and- 

wife  travel  team,  Paul  and  Rosa  Andrews. 

With  the  greatest  increase  in  consumer 

spending  (13.5%)  going  for  travel,  you  will 

want  to  be  sure  to  get  on  board  for  your  share. 

As  50%  of  the  total  U.  S.  travel  mar- 

ket is  in  the  WINS  signal  area,  this 

new  travel  format  will  absolutely 

make  WINS  the  leading  source  of 

travel  information  in  the  nation. 

WINS,  28  W.  44th  Street,  New  York  36 
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60  seconds  is  all 

it  takes 

Every  60  seconds  of  every  working  day 

an  estimated  56,601  candy  bars  are  pro- 

duced—about 7,063,875,000  in  a  year. 

Spot  Radio  sells  those  candy  bars — or 

anything  else — effectively  and  econom- ically. 

Spot  Radio  costs  less  to  reach  more  cus- 
tomers, whoever  they  are,  whenever  and 

wherever  you  like. 

And,  60  seconds  is  all  it  takes. 

WSB  Atlanta 

WGN  Chicago 

WFAA  Dallas-Fort  Worth 

WIKK   Erie 

KPRC  Houston 

WJIM   Lansing 

KARK  Little  Rock 

WISN   Milwaukee 

KSTP  Minnsapolis-St.  Paul 
WTAR  Norfolk 

WIP   Philadelphia 

WRNL  Richmond 

KCRA   Sacramento 

WOAI  San  Antonio 

Represented  by 

KFMB   San  Diego 

KMA   Shenandoah 

KTBS   .Shreveport 
WNDU   South  Bend 

KVOO   Tulsa 

ABC .  .  .  Pacific  Radio 

Regional  Network 

Texas  Quality  Network 

EDWARD  PETRY  &  CD.,  inc. 

it  BUSINESSWEEKLY 

kDIO  AND  TELEVISION 

THE  ORIGINAL  STATION  REPRESENTATIVE 

NEW  YORK     •     CHICAGO     •     ATLANTA     •     DETROIT     •     LOS  ANGELES •     SAN  FRANCISCO     •     ST.  LOUIS 



EFFECTIVE  OCTOBER  1  THE  NEW 

ABC  AFFILIATE  IN  RICHMOND,  VA.  IS 

NOW  MORE  THAN  EVER  BEFORE  PROGRAMS  WILL  BE  BIGGER 

AND  BETTER  ON  BOTH  WMBG  AND  ITS  SISTER  STATION  WCOD  (FM) 

WHICH  DUPLICATES  THE  ENTIRE  WMBG  SCHEDULE  WITH  50,000  WATTS. 

THE  FIRST  STATIONS  OF  VIRGINIA  WMBG  (AM),  WCOD  (FM),  AND 

"THE  SOUTH'S  FIRST  TELEVISION  STATION"  WTVR  ARE  PLEASED  TO  JOIN 

THEIR  FORCES  IN  PRESENTING  TO  THEIR  VAST  VIRGINIA  AUDIENCE 

THE  FULL  AND  COMPLETE  FALL  PROGRAM  LINE-UP  OF  AMERICA'S  FASTEST 

GROWING  AND  MOST  DYNAMIC  NETWORK-THE  AMERICAN  BROADCASTING  CO. 

WMBG  AM       WCOD  FM       WTVR  TV 

First  Stations  of  Virginia 

A  Service  of  HAVENS  &  MARTIN,  INC. 

WMBG  REPRESENTED  NATIONALLY  BY  THE  ROLLING  CO. 

WTVR  REPRESENTED  NATIONALLY  BY  BLAIR  TV,  INC. 

AFFILIATED  WITH  ABC-TV 



COVERS  THE  EMPIRE! 

No  other  advertising  medium  in  the  billion  and  half  dollar  Inland 

Empire  reaches  as  many  buyers  as  KXlY-TV  !  Only  from  6,018  feet 
Mt.  Spokane  can  your  message  reach  ALL  the  television  receivers  in 
this  big  segment  of  the  great,  booming  Northwest!  Proof  that  the 

"magic  carpet"  covers  the  Empire  best  is  the  fact  that  more  local 
advertisers  use  KXLY-TV  than  the  other  two  stations  combined.  Plan 
to  blitz  this  rich  package  of  consumers  with  sales  bomb  from  the 

"magic  carpet  that  covers  the  empire!"  Write  for  complete  market 
and  coverage  information. 

Inquire  about  the  bonus  merchan- 
dising service  KXLY-TV  adver- 
tisers may  qualify  for:  TELE- 

MARKET  and  PARADE  OF 
PRODUCTS 
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N  N  A 

Among  the  television  markets  foremost  in 

total  manufacture,  the  Channel  8  Multi- 

City  Market  ranks  seventeenth,  based  on 

production  figures  for  America's  top  100 

counties  (SALES  MANAGEMENT  ■'Survey  of 

Buying  Power"— May  10,  1956)  This  is  indic- 
ative of  the  widely  diversified  industry 

which  makes  the  WGAL-TV  Channel  8 

market  a  buying  market  for  your  product. 

STEINMAN  STATION 

Clair  McCollough,  Pres. 

Representative 

the  MEEKER 

New  York 

Chicago 

company,  inc. 

Los  Angeles 

San  Francisco 
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CHANNEL    8    MULTI-CITY  MARKET 
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closed  circuit 

COMPARABLE  RATINGS  •  First  issue 

of  Activity,  new  rating  service  to  be  pub- 
lished weekly  by  A.  L.  Sindlinger  &  Co., 

Philadelphia,  audience  research  firm,  slated 

to  appear  early  this  week.  It  will  be  report 
on  audience  for  all  major  advertising  media 

—  tv,  radio,  newspaper,  magazine  and 
screen  advertising — all  measured  on  com- 

mon base  so  that  ratings  of  various  media 
are  directly  comparable. 

B»T 

WHILE  national  average  increase  in  radio 

national  spot  billing  from  January  to  July 
was  20.6%,  based  on  Station  Representa- 

tives Assn.  findings,  one  national  represent- 
ative reports  billing  increase  for  his  list 

during  period  approached  40%  and  is  des- 
tined to  stay  at  that  level  or  above  for  en- 

tire year.  Inquiries  at  firms  handling  both 

radio  and  tv  bring  consensus  that,  percent- 

age-wise, spot  radio  will  outstrip  spot  tv, 
hut  not  in  dollars. 

B»T 

TRAFFICKING  TEMPTATION?  •  FCC, 

in  its  inner  councils,  is  pondering  question 

whether  its  practice  of  issuing  tax-exemp- 
tion certificates  on  new  station  purchases — 

which  date  back  to  "forced  sales"  under 
duopoly  rule — actually  functions  to  en- 

force Commission  policy.  Duopoly  rule, 
preventing  ownership  of  more  than  one 
station  of  same  class  in  same  market,  in 
force  since  1941,  resulted  in  tax  certificate 

innovation  so  that  capital  gains  taxes  would 

not  have  to  be  paid  on  "forced  sales."  One 
view  is  that  continued  use  of  tax  certificate 

operates  to  promote  "trafficking"  in  sta- tions. 
B»T 

BROADCASTER  resentment  over  demand 

by  Olympic  Organizing  Committee  for 
heavy  tv  and  theatrical  newsreel  fees  to 
cover  upcoming  games  will  be  fanned  to 
white  heat  when  background  comes  out 
into  open.  Behind  this  move  against  two 
visual  media  is  reported  desire  of  Aus- 

tralians to  build  up  huge  kitty  that  will 
finance  foreign  travel  of  their  athletes  for 
years  to  come.  U.  S.  opposition  centers 
around  protest  made  by  NARTB  Freedom 
of  Information  Committee.  European 
broadcasters  also  are  set  to  resist  coverage 
demands. 

HOT  KINE  •  NBC-TV's  color  kinescope 
process  using  monochrome  lenticular  film 

(story,  page  78)  is  considered  not  only 

"emergency  measure"  to  provide  necessarv 
three-hour  time  delay  for  west  coast  color 

shows  but  also  "long  range"  despite  im- 
minence of  color  tape  recording  develop- 

ment by  RCA-NBC  team.  Color  kinescope 
showing  last  week  was  unexpected  order 
from  front  office,  since  first  public  display 

wasn't  scheduled  until  Sept.  29.  In  fact, 
whole  color  closed-circuit  was  rush  two- 

day  production  with  Ziegfeld  Theatre  con- 

version to  tv  completed  within  but  one 

hour  of  "show  time"  and  technical  crews 
getting  no  chance  for  shake-down  trials. 

B»T 

STRENUOUS  efforts  have  been  made  dur- 
ing past  fortnight  to  complete  paper  work 

for  filing  of  applications  with  FCC  for 
transfer  of  Bitner  stations  (Consolidated 
Television  &  Radio  Broadcasters  Inc.)  to 

Crow  ell-Collier,  but  immensity  of  detail 
in  $16  million-plus  transaction  necessitated 

postponement  until  sometime  this  week — 
probably  by  Friday,  Sept.  21.  C-C  on  Aug. 
31  announced  it  had  completed  its  financ- 

ing (B»T,  Sept.  3),  delayed  because  of  tight 

money  market.  If  application  is  filed  by- 
Sept .  21,  it  will  allow  FCC  six  weeks  for 

approval  prior  to  Oct.  31  cut-off  date  oi 
sales  contract. 

CONSPICUOUS  BY  ABSENCE  •  Al- 
though six  members  of  FCC  were  in  New 

York  last  week,  principally  to  attend  RTES 
luncheon  at  which  Chairman  McCon- 

naughey  was  speaker,  all  stayed  away  from 
opening  of  Celler  Subcommittee  antitrust 
hearings  at  Federal  Building  in  downtown 
New  York.  Among  observers  for  FCC. 

however,  were  Robert  D.  L'Heureux  ad- 
ministrative assistant  to  chairman,  and 

Ashbrook  P.  Bryant,  Broadcast  Bureau 
attorney  now  assigned  to  network  study 
staff,  latter  taking  copious  notes. 

B»T 

NETWORK  representatives  at  C  eller  Sub- 
committee  hearings  were  non-plussed  by 
reading  into  record  of  portions  of  strongly 
worded  presentation  made  by  major  film 
producers  to  network  study  group  last 
May  31.  They  said  it  was  first  they  knew 
of  these  charges  they  will  he  called  upon 
to  answer  this  week  (story,  page  39). 

NIGHT  RADIO  BUY  •  Reflecting  re- 
newed interest  in  radio  by  major  advertis- 

ers, Columbia  Pacific  Radio  Network  to- 

day (Monday)  will  announce  52-week  pur- 
chase by  Regal  Amber  Brewing  Co.  (Regal 

Pale  beer)  of  15  CPRN  stations  on  Mon- 
day-through-Saturday 9-9:30  p.m.  (PST) 

for  Gil  Henry's  Regal  Record  Room, 
through  Guild,  Bascom  &  Bonfigli,  San 

Francisco,  effective  Oct.  8.  Show  will  orig- 
inate from  KNX  Los  Angeles. 

CITATION  by  Dept.  of  Defense  will  be 
awarded  NARTB  President  Harold  E. 

Fellows  Sept.  30  for  outstanding  service  on 
behalf  of  Reserve  Forces  Act  Week.  Pa- 

rade review  will  be  staged  at  Fort  Myer. 

Va.,  by  Presidential  honor  guard,  it's  un- 
derstood. Defense  Dept.  credits  Mr.  Fel- 

lows with  bringing  about  wide  publicity  on 
behalf  of  reserve  week. 

TOLL  TV  STUDY  •  That  remark  of 

Chmn.  McConnaughey  in  New  York  last 
week — that  the  FCC  may  begin  studying 

staff-digested  comments  on  pay  tv  within 

next  30  to  60  days — does  not  mean  that 
the  staff  has  started  breaking  its  back  to 

get  material  together.  Ever  since  contro- 
versial subscription  tv  suggestion  first  arose, 

staff  has  been  compiling  data  on  subject 

and  is  up-to-date  on  complete  "appreci- 
ation" of  entire  matter. 

WHEN  Chmn.  McConnaughey  ventured 

thought  there  should  be  some  experimen- 

tal pay  tv  so  public's  reaction  to  paying 
for  tv  programs  can  be  more  accurately 
gauged,  he  was  allying  himself  with  Conn. 
Lee  who  made  that  very  point  in  his  by- 
lined  article  in  Look  Magazine  earlier  this 

year  [B»T,  March  12].  Comr.  Lee  said 
that  pay  tv  may  prove  to  be  salvation  for 
uhf  outlets. 

B»T 

SUPREME  COURT  TEST  •  Supreme 
Court  will  be  asked  to  review  July  Court 

of  Appeals  8-2  decision  upholding  right  of 
FCC  to  allocate  ch.  10  to  Vail  Mills,  N.  Y 

(outside  of  Albany,  N.  Y.).  Appeal  will  be 
sought  by  ch.  35  WTRI  (TV)  Albany.  In 
essence,  move  asking  Supreme  Court  for 

writ  of  certiorari  means  court-ordered  stay 

against  accepting  applications  for  Vail 
Mills  ch.  10  remains  in  effect.  Application 
for  that  vhf  channel  has  been  filed  by  ch. 

41  WCDA  (TV)  Albany,  but  has  not  yet 
been  accepted  by  FCC.  FCC  has  proposed 
to  delete  ch.  10  allocation  in  pending  de- 
intermixture  case  dealing  with  area. 

B»T 

FCC  ALSO  is  considering  appeal  of  its 

own  to  highest  tribunal  in  case  involving 

WSPA-TV  Spartanburg,  S.  C,  wherein 

Court  of  Appeals  held  FCC  erred  in  grant- 
ing station  permission  to  move  its  transmit- 
ter from  one  mountain  to  another  [B»T, 

Sept.  10].  One  legal  view,  it's  understood, 
is  that  Justice  Bazelon,  who  wrote  strong 

opinion,  exceeded  court's  function  in  tell- 
ing FCC  it  must  accept  population  count 

based  on  curves.  Other  is  that  there's  no 
necessity  to  ask  for  Supreme  Court  review, 

since  mandate  can  be  met  without  depriv- 
ing public  of  service  now  being  received 

from  WSPA-TV. B»T 

GIVES  UP  ONE  HAT  •  Jack  Harris, 

newly  elected  president  of  Assn.  of  Maxi- 
mum Service  Telecasters,  has  tendered  his 

resignation  to  NARTB  President  Harold  E. 

Fellows  as  chairman  of  association's  Tele- 
vision Information  Committee,  which  he 

has  headed  past  two  years.  With  expansion 

of  NARTB's  public  relations  program 
[B»T,  Sept.  10],  Mr.  Harris  assumed  work 
of  TIC  had  been  concluded  and,  moreover, 

expressed  view  that  his  duties  with  AMST 

would  preclude  continued  active  participa- 
tion in  NARTB  public  relations. 
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at  deadline 

JUSTICE  DEPT.  MAPS  MORE  FBI  PROBES 

OF  NETWORK  'CONTROL'  IN  TELEVISION 

BUSINESS  BRIEFLY 

JUSTICE  DEPT.  will  continue  to  press  its  two- 
year  industry-wide  tv  probe  with  vigor  and  will 
ask  its  Federal  Bureau  of  Investigation  later 
this  month  to  embark  on  new  network-station- 

tv  advertiser  expedition  to  collect  "wide  variety 
of  information  concerning  network  procedures 

for  selling  time  to  advertisers." 
Pending  new  FBI  hunt  (agents  have  been 

actively  canvassing  field  since  last  March)  dis- 
closed Friday  by  Assistant  Attorney  General 

Victor  Hansen,  in  charge  of  Justice's  Antitrust 
Div.,  only  witness  to  oppear  on  second  day  of 
Celler  probe  (earlier  story  page  39).  Mr.  Han- 

sen, indicating  get-tough  policy,  proved  to  be 
first  witness  cast  in  main  supporting  role  of  net- 

work critic. 

As  Mr.  Hanson's  testimony  ended  Friday — 
subcommittee  recessed  until  today  (Mon.) — 
Rep.  Emanuel  Celler  (D-N.  Y.)  suggested  volun- 

tary effort  by  tv  industry  to  effect  changes  to 
avoid  protracted  litigation;  asserted  FCC  could 
solve  matter  in  even  shorter  time  (than  Justice 

Dept.'s  estimate  of  one  to  two  years  for  whole 
picture  to  be  studied  and  before  any  court  ac- 

tion instituted  by  government).  Mr.  Celler  noted 
FCC  has  power  to  modify  chain  broadcasting 
rules. 

Training  most  of  volley  against  network 

"control"  practices,  Mr.  Hansen  warned  "must 
buys"  may  violate  Sec.  1  of  Sherman  Antitrust 
Act,  that  network-talent  arrangements  with  tal- 

ent tied  to  network  and  made  condition  to  pur- 
chase of  choice  time  by  advertisers  also  might 

constitute  antitrust  violation. 

Action  against  alleeed  networks'  preference 
for  their  own  shows  also  hinted  by  Mr.  Hansen, 
who  held  out  possibility  that  tv  shows  might  be 
considered  not  as  services  but  as  commodities 

(and  thus  be  subject  to  Robinson-Patman  Act), 
as  result  of  complaints  now  before  Federal 
Trade  Commission  against  advertisers  using 
radio-tv  merchandising  plans  [B»T,  July  30]. 
Another  fact-finding  aim,  he  said,  is  to  de- 

termine whether  fixed  time  rates — via  owned 
and  operated  stations  and  by  affiliates  by  virtue 
of  time  periods  sold  to  national  advertisers — 
constitutes  illegal  price  fixing. 

Possibility  of  divestiture  proceedings  to 
separate  networks  from  tv  production  was  sug- 

gested by  Mr.  Hansen  as  last  resort  if  relief  is 
needed  and  no  other  is  available. 

Unexpected  development  was  Mr.  Hansen's 
expressed  concern  with  purported  move  within 
FCC  to  liberalize  multiple-ownership  limit  on 
tv  station  (now  seven  with  maximum  of  five 

v's)  and  assured  subcommittee  Justice  would 
ask  FCC  to  consider  tightening  existing  limita- 

tion even  further. 

During  his  testimony,  he  raised  possibility 
that  Philadelphia  federal  grand  jury  study  of 
NBC-Westinghouse  arrangement  may  be  widen- 

ing by  disclosing  that  firms  other  than  RCA, 
NBC,  Westinghouse  Broadcasting  Co.  and 
Westinghouse  Electric  have  had  files  sub- 

poenaed— he  mentioned  CBS  as  one  of  these 

firms.  "More  of  these  [file  subpoenas]  may 
still  be  forthcoming,"  Mr.  Hansen  said,  refusing to  elaborate. 

Mr.  Hansen  drew  parallel  of  network  "con- 
trol" over  nation's  tv  stations  to  now  famous 

Paramount  Pictures  case  of  1948,  in  which 

Supreme  Court  divorced  movie  production  and 

exhibition.  But,  he  said,  "networks'  control 
over  the  nation's  tv  stations  dwarfs  the  majors' 
power  over  theatres  condemned  in  Paramount 

[case]."  Presenting  figures  showing  number  of 
network-affiliated  stations  as  about  two  weeks 
ago  (422  stations  out  of  total  of  457),  Mr. 

Hansen  asserted  "it  seems  clear  the  networks 
own  or  are  affiliated  with  more  than  90% 

of  the  television  stations  in  this  country." 
He  also  charged  that  its  probe,  though  not 

yet  complete,  suggests  that  the  principal  net- 
works beyond  doubt  have  power  to  dominate 

if  not  control  aspects  of  television  and  spill 
over  into  distribution  of  entertainment  and  pro- 

gram production,  building  of  scenery  and  tie- 

ups  of  talent.  Thus,  he  said,  Justice's  inquiry 
now  "focuses  on  whether  that  power  has  been, 
or  will  likely  be,  used  to  exclude  competition." 

Mr.  Hansen  noted  Justice  Dept.'s  tv  probe 
now  spans  every  relevant  facet  in  network 
operations,  including  pricing  of  shows  (network 
and  independent),  discounts,  rebates,  program 
rejections,  kinescoping,  network  time  demand- 
supply,  percentage  of  prime  network  time  occu- 

pied by  network-owned  or  controlled  shows, 
etc. 

Witnesses  slated  for  today's  hearing  at  10 
a.m.,  Federal  Bldg.,  Foley  Sq.:  songwriters 
Stanley  Adams  (former  ASCAP  president)  and 
Jack  Lawrence  and  showman-songwriter  Billy 
Rose;  Carl  Haverlin,  president  of  Broadcast 
Music  Inc.  Mr.  Celler  indicated  to  newsmen 
that  networks  may  be  called  to  testify  latter 
part  of  this  week,  and  if  necessary  when  New 
York  phase  of  hearings  is  over,  they  would 
resume  in  October,  possibly  in  Washington. 

Mr.  Rose  announced  Friday  that  he,  Mr. 
Adams  and  Mr.  Lawrence  would  testify  today 
under  subpoena  and  that  they,  along  with 
others,  including  Oscar  Hammerstein  II,  Doro- 

thy Fields  and  Otto  Harbach,  would  hold  news 
conference  immediately  following  the  subcom- 

mittee's morning  session  today. 

No  Cuts  for  RCA  Color 

NATIONALLY-ADVERTISED  prices  of  RCA 
Victor  color  sets  will  not  be  reduced  for  intro- 

duction of  1958  models.  President  Frank  Fol- 
som  of  RCA  told  sales  meeting  Friday  in 
Camden,  N.  J.  In  fact,  RCA  can  offer  no 
assurance  prices  will  not  rise  due  to  increasing 
costs  in  labor  and  materials,  he  said. 

OLD  WAYS  BEST? 

AS  PART  of  plans  to  strengthen  pro- 
gramming structure,  WGN  Chicago  re- 

portedly is  contemplating  airing  dance 
band  remotes  from  key  hotels — just  as 
radio  stations  used  to  do  in  radio's 
"Golden  Era."  Success  of  Lawrence 
Welk  on  tv  and  revived  interest  in  name 
bands  said  to  be  factors  in  the  Chicago 

Tribune  station's  consideration  of  move, 
along  with  desire  to  veer  WGN  away 
from  now-conventional  record  format 

and  "jukebox"  concept. 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  42. 

PETER  PAUL  PURCHASE  •  Peter  Paul 

candy,  Naugatuck,  Conn.,  starting  tv  spot 
schedule  Sept.  16  in  approximately  100  mar- 

kets. Contract,  for  52  weeks,  placed  through 
Dancer-Fitzgerald-Sample,  N.  Y. 

CLARK  CAMPAIGNS,  TOO  o  D.  L.  Clark  Co. 

(Clark  candy  bars),  Pittsburgh,  planning  three- 

month  tv  spot  drive  in  children's  shows  on  64 
major  market  stations  across  country.  Agency- 
Grant  Adv.,  Detroit. 

DENTURE  DRIVE  •  Block  Drug  Co.  (Poli- 
Grip  and  Polident),  Jersey  City,  planning  tv  spot 
announcement  campaign  in  approximately  65 
markets  for  13  weeks,  starting  Oct.  1.  Grey 
Adv.,  N.  Y.,  is  agency. 

SHAMPOO  PREPARES  •  Block  Drug  Co. 
(Minipoo  shampoo),  Jersey  City,  preparing  spot 
announcement  radio  campaign  to  begin  Oct.  14 
for  nine  weeks  in  14  major  cities.  Agency: 
Down.  Redfield  &  Johnstone,  N.  Y. 

LEVER  LAUNCHING  •  Lever  Bros.  (Silver- 

dust),  N.  Y.,  placing  10-week  radio  spot  an- 
nouncement campaign  effective  Oct.  1  in  nearly 

50  markets.  Sullivan,  Stauffer.  Colwell  & 
Bayles.  N.  Y.,  is  agency. 

SOUP'S  ON  •  Thomas  J.  Lipton  (Lipton  soup), 
N.  Y.,  placing  radio  and  tv  spot  announcement 
campaigns  in  15  radio  and  15  tv  markets.  Ra- 

dio campaign  breaking  on  West  Coast  Oct.  1 
for  five  weeks;  in  Gulf  area  Oct.  15  for  four 
weeks;  in  East,  Oct.  1.  Tv  spots  start  Oct.  15. 
Young  &  Rubicam.  N.  Y..  is  agency. 

KEY  OPENS  AD  PUSH  •  National  Key  Co., 

Cleveland,  today  (Mon.)  launching  "first  full- 
scale  campaign"  in  key  industry,  using  spot  ra- 

dio and  television,  plus  other  media.  Blaine- 
Thompson  Co.,  agency,  said  number  of  radio- 
tv  markets  not  determined  but  campaign,  start- 

ing this  week,  is  expected  to  reach  markets 

throughout  country  where  National  Key's  23,- 000  dealers  are  located. 

SOUTHEASTERN  BUY  •  Colonial  Stores  will 

sponsor  Ziv  Tv's  Dr.  Christian  film  series  in  15 
major  southeastern  markets  beginning  in  Oc- 

tober. Liller,  Neal  &  Battle,  Atlanta,  is  agency. 

BREAD  BUYING  •  Baker's  Franchise  Corp. 
(Lite  Diet  bread),  N.  Y..  through  Kastor,  Far- 
rell,  Chesley  &  Clifford,  N.  Y.,  planning  radio 
spot  announcement  campaign  beginning  late 
September  and  early  October  for  13  weeks  in 
about  half-dozen  eastern  markets. 

AMMONIA  ON  RADIO  •  Parsons  Ammonia 

Co.,  N.  Y.,  through  Jackson-Hedrick,  N.  Y., 
started  six-week  radio  saturation  campaign  Sat- 

urday in  half-dozen  major  markets. 

RADIO  FOR  MY-T-FINE  •  Penick  &  Ford 
Ltd.  (My-T-Fine  desserts),  N.  Y.,  through 
BBDO,  N.  Y.,  placing  radio  spot  announcement 
campaign  in  New  England  area  only,  starting 
Sept.  26  for  six  weeks. 
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You  can  Sell 

the  9th  U.  S.  Market 

with  One  Dominant  Medium... 

REGIONAL  RADIO 

WOW 

TWO  AND  ONE  HALF  MILLION  PEOPLE . . .  wi;h  over  3'/2  billion  dollars  to  spend! 

Radio  WOW  serves  Omaha,  Lincoln  and  Sioux  City,  Iowa — plus  l%th 
million  MORE  families  outside  those  areas. 

In  total  this  is  equal  to  the  ninth  market,  population-wise  in  the  U.S.A. 

This  amazingly  rich  farming-industrial  population  spends  over  3^ 
Billion  a  year  for  goods  and  services.  Are  you  getting  your  share? 

GET  THE  COMPLETE  STORY — New  brochure  tells  all — the  story  of  the 
market,  the  audience  and  the  programming  that  makes  one-station 
coverage  (a  media — man's  dream)  come  true!  If  you've  seen  Bill 
Wiseman's  1956  Presentation,  you'll  get  a  copy  right  off  the  press.  If 
you  missed  it — write  us  now  for  your  copy. 

FRANK  P.  FOGARTY 
Vice  President  and  General  Manager 

KANSAS  CITY 

K  \  K 

C  \  C 

I 

1 

RADIO 

810  kc. 
CBS 

BILL  WISEMAN 
Sales  Manager 

PHOENIX 

JOHN  BLAIR  &  CO. 

Representatives 

R  \  P 

O  \  O 
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Channel  5 

i  CBS 

RADIO     \  TV 
620  kc.  \  Channel  8 

^      CBS      \  CBS 

Represented    by    K  A  T  Z    AGENCY  INC. 
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91 0  kc. ABC TV Channel  5 

JOHN  BLAIR  i  CO.       BLAIR  TV,  INC. 

MEREDITH  RadC*  W  IdetwUo*  STATIONS 

affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  magazines 
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PEOPLE 

NBC  SALES  ECHELON 

SERIES  of  new  appointments  in  wake  of  NBC 
top-level  executive  realignment  being  announced 
today  (Mon.)  by  Thomas  A.  McAvity,  new  exec- 

utive vice  president  for  television  network  pro- 
grams and  sales. 

William  R.  (Billy)  Goodheart  Jr.,  veteran 
show  business  authority  who  came  out  of  re- 

tirement to  join  NBC  last  spring  will  be  put  in 
charge  of  NBC-TV  network  sales  with  nomi- 

nation for  vice  presidency  to  go  before  NBC 

board  of  directors  at  meeting  Oct.  5.  He  suc- 

ceeds George  H.  Frey,  who's  moving  to  Sul- 
livan, Stauffer,  Colwell  &  Bayles  [Closed  Cir- 
cuit, Sept.  3;  also  see  story,  page  48]. 

Mr.  McAvity,  one  of  four  executive  vice 
presidents  appointed  in  reorganization  10  days 
ago  [B*T,  Sept.  10],  also  named  Michael  H. 
Dann,  vice  president  in  charge  of  tv  program 
sales,  to  same  post  in  new  alignment;  Walter 
D.  Scott,  who  has  been  vice  president  and  na- 

tional tv  sales  manager,  to  be  vice  president  and 
tv  sales  director,  and  Carl  M.  Stanton,  form- 

er vice  president  in  charge  of  NBC  Film  Div., 
to  be  vice  president  in  charge  of  tv  programs 
and  sales,  business  affairs.  Messrs.  Dann  and 
Scott  report  to  Mr.  Goodheart;  Mr.  Stanton  to 
Mr.  McAvity. 

Meanwhile,  announcement  to  be  made  shon- 
ly  that  Thomas  McFadden,  vice  president  and 

Bon  Ami  Puts  $350,000 

Into  Biggest  Spot  Drive 

IN  ITS  BIGGEST  single  tv  spot  splurge  to  date. 
Bon  Ami  Co.,  through  Ruthrauff  &  Ryan,  N.  Y., 
this  month  and  next  will  conduct  daytime 
drive  reportedly  totaling  $350,000  in  billings. 
Starting  today  (Mon.),  Bon  Ami,  for  new 

push-button  "Jet-Spray"  cleanser,  buys  into 
NBC-TV's  Today  and  CBS-TV's  Good  Morning 
With  Will  Rogers  Jr.;  on  Sept.  24,  into  NBC- 

TV's  Home  and  ABC-TV's  Afternoon  Film 
Festival,  and  on  Oct.  7  into  NBC-TV's  Matinee 
Theatre.  Bulk  of  tv  budget,  however,  is  slated 
for  saturation  spot  drive  in  total  of  50  markets. 
Sixteen  eastern  markets  will  be  hit  Sept.  26  and 

27  with  one-day  "Bon  Ami  Sellathon"  con- 
sisting of  32  announcements;  western  markets 

Oct.  17  and  18 — using  two  stations  each  "in 
most  cities."  Supplementing  this  43-market 
campaign  will  be  additional  tv  spot  drive  start- 

ing end  of  September  in  seven  major  cities. 
Entire  drive  is  keyed  to  coincide  with  comple- 

tion of  national  distribution  of  "Jet-Spray." 

O'Connor  Purchases  WJVB 
WJVB  Jacksonville  Beach,  Fla.,  sold  Friday  by 

J.  Lyle  Williams  Jr.  to  J.  W.  (Bill)  O'Connor 
for  $75,000,  subject  to  FCC  approval.  Sale 
handled  by  Blackburn-Hamilton  Co.  Station 

operates  on  1010  kc,  1  kw  daytime.  Mr.  O'Con- 
nor recently  bought  WPFA  Pensacola,  Fla., 

subject  to  FCC  approval.  He  is  Chicago  radio 
artist. 

WPIX  (TV)  Strikes  'Pitches7 WPIX  (TV)  New  York  reported  Friday  it  has 

instituted  policy  of  rejecting  all  "hard  sell"  and 
"pitch  advertising"  and  believes  station  will  be 
"entirely  free"  of  this  type  of  advertising  by 

at  deadline 

GETS  NEW  REVAMP 

general  manager  of  NBC's  WRCA-AM-TV New  York,  will  return  to  owned  stations  and 
NBC  Spot  Sales  division  as  vice  president  in 
charge  under  Charles  R.  Denny,  who  held  that 
post  until  elevation  to  executive  vice  president 
in  charge  of  operations  in  executive  realign 
ment. 

In  other  developments,  Richard  A.  R.  Pink- 
ham,  vice  president  in  charge  of  tv  network 
programs,  who  had  been  slated  to  get  offer 
of  another  post,  decided  to  stay — and  word 
Friday  was  that  he  would  keep  present  title  and 
responsibilities.  Frederic  W.  Wile  Jr.  also  has 
announced  resignation  as  vice  president  in 
charge  of  tv  programs  for  Pacific  Div.  [Closed 

Circuit,  Sept.  10]  saying  his  future  plans  have- not  been  made. 

Speculation  continued  about  future  plans  of 
Sylvester  L.  (Pat)  Weaver  Jr.,  who  resigned  as 
board  chairman  coincident  with  reorganization. 

He  was  reported  to  have  had  "many"  offers 
(Crowell-Collier's  budding  broadcast  division. 
MGM,  at  least  two  agencies,  BBC,  financial 
backing  for  own  enterprises  were  among  those 

mentioned  by  some  associates).  He  was  repre- 
sented as  challenging  estimates  that  NBC  set- 

tled his  long-term  contract  for  $200,000  or 

$300,000,  saying  terms  were  much  to  complica- 
ted to  put  precise  figure  on. 

end  of  September.  Spokesman  said  move  re- 
sulted from  national  advertisers  buying  time  in 

"increasing  numbers"  after  station  started 

heavily  programming  "top-quality"  syndicated 
half-hour  shows  (60  currently  on  station). 

He  added  WPIX  "never  was  happy  about  the 
situation,  and  was  waiting  for  first  chance  to 

get  rid  of  mail  order  and  'hard  sell'  business." Though  not  NARTB  member,  he  said,  station 
plans  to  observe  NARTB  code  provisions. 

Loew's  Hits  KMGM-TV  Call 

USE  of  KMGM-TV  by  what  was  KEYD-TV 

Minneapolis-St.  Paul  was  protested  by  Loew's 
Inc.  Friday  when  it  filed  petition  with  FCC 
to  reconsider  grant  of  call  letter  change  made 
last  month.  Owners  of  KMGM-TV  announced 

they  were  negotiating  with  Loew's  for  lease 
of  MGM  feature  films  as  well  as  minority  in- 

terest for  Loew's  in  station  [B*T,  Sept.  10]. 
Loew's.  silent  on  this,  claimed  "MGM"  trade 
mark  was  theirs,  that  use  of  call  unauthorized 

and  might  damage  its  film  sales  in  Minneapolis- 
St.  Paul  area. 

Engineers  Get  'til  Oct.  1 
FCC  Friday  extended  to  Oct.  1  deadline  for 
comments  from  engineers  regarding  analysis  of 
controverted  basic  technical  data  on  which 

comments  on  proposed  deintermixture  rule- 
making involving  14  cities  must  be  based. 

Original  deadline  for  engineering  aspects  was 
Sept.  15.  Deadline  for  comments  on  proposed 
unmixing  was  Sept.  10  but  was  extended  to 
Nov.  15  several  weeks  ago.  Engineering  anal- 

ysis by  special  committee  of  Assn.  of  Federal 
Communications  Consulting  Engineers  being 
mailed  to  FCC  this  weekend.  Consensus,  ac- 

cording to  best  information,  is  that  some  uhf 
data  should  not  be  relied  on  too  heavily. 

ROBERT  L.  HOENSHEL,  merchandising  di- 
rector, Victor  A.  Bennett  Co.,  N.  Y.,  elected 

vice  president. 

STORRS  HAYNES,  formerly  vice  president  in 

charge  of  radio-tv  for  Compton  Adv.,  N.  Y., 
and  previously  radio-tv  account  executive  with 
McCann-Erickson,  N.  Y.,  appointed  television 
group  head  at  J.  Walter  Thompson  Co.,  N.  Y. 

WILLIAM  P.  HEMP,  merchandising  super- 
visor for  International  Div.,  Minnesota  Mining 

&  Mfg.  Co.  (broadcast  tapes),  promoted  to  as- 

sistant sales  manager  for  division's  tape  prod- ucts. 

GERALDINE  ZORBAUGH,  vice  president  and 
special  assistant  to  president  of  ABC,  to  be 
honored  tonight  (Mon.)  by  New  York  chapter. 
American  Women  in  Radio  &  Television,  at 

testimonial  dinner  hailing  her  as  first  woman 
vice  president  in  network  broadcasting. 

GEORGE  F.  HALLER,  formerly  media  super- 
visor at  Biow-Beirn-Toigo  Inc.,  N.  Y.  (now 

defunct),  to  media  department  of  J.  Walter 
Thompson  Co..  Chicago. 

WHAM-TV  Now  WROC-TV 

WHAM-TV  Rochester,  N.  Y.,  city's  oldest  tv 
station,  changes  call  letters  to  WROC-TV  ef- 

fective today  (Mon.).  Station  continues  as 
NBC-TV  affiliate.  David  C.  Moore,  Trans- 
continent  Television  Corp.  president,  said  oper- 

ating policies  will  not  be  changed.  Change  in 
call  letters  specified  in  contract  by  which  TTC 
sold  WHAM-AM-FM  to  Riggs  &  Green  Inc. 

Originally,  WROC  call  belonged  to  SS 
Frederick  Von  Steuben  for  visual  signal  pur- 

poses. Ship  has  been  decommissioned.  William 
Fay,  longtime  manager  of  WHAM  properties, 
continues  as  WROC-TV  president. 

Tv-Boosters  to  Be  Debated 

FIRST  industry  discussion  of  pressing  issues  in 
community  tv-booster  controversy  to  be  held 
at  Salt  Lake  City  during  Thursday-Friday 
NARTB  regional  meeting  (early  story  page 
81).  Wifliam  C.  Grove,  KFBC-TV  Cheyenne, 

Wyo..  host  director,  has  scheduled  debate  in- 
volving Bernard  Koteen,  counsel  for  tv  sta- 

tion group  that  asked  FCC  to  put  community 
facilities  on  common-carrier  basis;  E.  Stratford 

Smith,  executive  secretary.  National  Com- 
munity Television  Assn..  and  Robert  L.  Heald. 

NARTB  chief  attorney. 

Scherer  Elected  MARTB  Head 

J.  P.  SCHERER,  WHFB  Benton  Harbor, 

elected  president  of  Michigan  Assn.  of  Radio  & 
Tv  Broadcasters  Friday  at  close  of  meeting 

(early  story,  page  84).  He  succeeds  Carl  E. 
Lee,  WKZO  Kalamazoo.  Other  officers  elected 
were  Les  Biederman,  Paul  Bunyan  Network, 

vice  president,  and  George  Millar,  Knorr  Broad- 
casting Co..  secretary-treasurer. 

Shelby  Gets  Sarnoff  Medal 
DAVID  SARNOFF  Gold  Medal  for  1956  of 

Society  of  Motion  Picture  &  Television  Engi- 
neers will  be  awarded  posthumously  to  Rob- 

ert E.  Shelby,  NBC  vice  president  and  chief 
engineer  at  time  of  his  death  last  December. 
Medal,  established  in  1951  to  recognize  tech- 

nical contributions  to  tv  art  as  well  as  to  en- 
courage development  of  new  techniques,  meth- 

ods and  equipment,  will  be  given  to  Mr.  Shel- 
by's widow  Oct.  9  during  SMPTE's  80th  con- 

vention in  Los  Angeles.  Mr.  Shelby  was  one  of 

tv's  pioneers  in  both  uhf  and  color  systems. 
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the  week  in  brief 

FILMS  VS.  NETWORKS 

Testifying  before  House  Antitrust  Sub- 
committee, tv  film  producers  charge  tv 

networks  with  using  option  time 
clauses  to  control  programming  of 

their  affiliates   39 

PARTY  TIME  BUYS 

They  already  aggregate  more  than  $2 
million  in  contracts  or  options  with 

ABC,  CBS,  NBC  radio  and  tv  net- 

works, Senate  Elections  Subcommit- 
tee hears  42 

Table  of  party  network  time  options  43 

NTA  FILM  NETWORK  STARTS  OCT.  15 

Ely  Landau,  president  of  tv's  first  film 
network,  says  it  will  provide  two  hours 

of  programming  a  week  to  its  104  af- 
filiated stations,  hopes  to  have  10  hours 

a  week  by  1959-60   .56 

ELECTRONICAM  COAST  DEBUT  SET 

Hollywood  studio  executives,  bankers, 

movie  union  officials  and  press  to  get 

first  look  at  improved  DuMont  film 

system  Oct.  1  at  Paramount  Sunset 

Studios    '60 

CHAIRMAN  FOR  5-YEAR  LICENSES 

In  surprise  statement  at  RTES  lunch- 

eon FCC  Chairman  George  C.  McCoh- 

naughey  says  he  will  propose  extension 

of  present  3-year  station  licenses.  .62 

ALL  IS  WELL  WITH  CBS  RADIO 

Meeting  of  CBS  Radio  affiliates  is 

marked  by  confidence  and  optimism, 

with  business  up  and  outlook  good  71 

POLLER  SUES  CBS 

Former  owner  of  ch.  25  WCAN-TV 

Milwaukee  charges  CBS  conspired  to 

put  him  out  of  business  by  purchasing 

ch.  19  WOKY  (TV)  there,  asks  treble 

damages  of  $4.35  million  76 

NBC  SHOWS  COLOR  KINESCOPE 

Dealers  and  newsmen  on  West  Coast 

see  playback  of  program  sent  live  from 

New  York  three  hours  earlier  and  re- 

corded on  film  at  NBC's  Burbank 
color  center  78 

departments 

Advertisers  &  Agencies  42 
At  Deadline   

Awards   14 

Books    31 

Closed  Circuit  5 

Colorcasting    48 

Editorials   130 

Education    80 

REGIONAL  MEETINGS  START 

Second  season  of  regional,  rather  than 
district,  broadcaster  conferences  gets 

underway  today  (Monday)  at  Minne- 
apolis; Hal  Fellows  heads  nine-man 

NARTB  crew  making  coast-to-coast 
circuit   81 

HOW  TO  SELL  TIME 

Panel  of  agency  timebuyers  gives  tips 
to  radio  and  tv  time  salesmen  at  meet- 

ing of  Michigan  Assn.  of  Radio  &  Tv 
Broadcasters   84 

TV  NOW  FULL-DAY  MEDIUM 

TvB  presentation  to  Philadelphia  ad- 
vertising executives  shows  television  as 

country's  "major  entertainment,  in- 

formation and  communication"  serv- 
ice as  well  as  "round-the-clock  me- 

dium"  86 

TvB  BOARD  APPROVES  '57  PLANS 

"Thematic"  selling,  vastly  augmented 

research  program  and  project  to  im- 
plement program  of  relating  specific 

markets  to  tv  selling  impact  are  among 

bureau's  operating  plans  for  next  year 

ratified  at  New  York  board  meet- 
ing    86 

IBS  STARTS  WITH  4  STATIONS 

Hollywood  group  forms  Imperial 
Broadcasting  System,  contracts  to  buy 
KPRO  Riverside,  KROP  Brawley, 
KREO  Indio  and  KYOR  Blythe,  all 

California,  for  $400,000  96 

MORE  WPFH  STOCK  OFFERED 

Boenning  &  Co.,  which  handled  first 
sale  of  shares  to  public  for  WPFH 

Broadcasting  Co.  (WPFH  [TV]  Wil- 

mington and  WIBG-AM-FM  Phila- 
delphia) is  promoting  more  98 

RADIO-PHONIC  SPOT  BUYING 

Timebuyers  interested  in  programs  on 
stations  represented  by  NBC  Spot 

Sales  can  now  get  auditions  by  tele- 
phone  100 
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22%  Increase  in 

Nighttime  Audience 

NO  INCREASE  IN  RATES! 

Everybody  knows  that  WTCN-TV  is  the  best  daytime  TV 

buy  in  the  Twin  Cities  .  .  .  NOW  LOOK  what's  happening at  night! 

WTCN-TV's  nighttime  viewing  audience  has  increased  over 
22%  over  last  year*  as  television  heads  into  the  busy  Fall 
season!  Get  both  impact  AND  frequency  on  WTCN-TV  .  .  . 

At  No  Increase  in  Rates!  Ask  about  WTCN-TV's  fabu- 
lous Class  A  or  AA  Five  &  Ten  Plan!  Check  Katz  for  avail- 

abilities and  rates! 

*Pulse — 6  pm-Midnight ...  7  days  per  week  July,  1  955 — July,  1  956 

WTCN  -TV  Ouuute&ll 

"The  Station  of  the  Stars"  316,000  watts 

Represented  Nationally  by  the 
Katz  Agency,  Inc.  Affiliated 
with  WFDF,  Flint;  WOOD  AM 
and  TV,  Grand  Rapids;  WFBM 

am  tv,  indi — ,.   ABC  Network  Ml  N  N  EAPOLI S  *  ST.  PAUL 
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Falstaff 

bought  it 

C.  Schmidt 

bought  it 

OD  CAMfRON STARS  IN A 

39  all  new  half-hour  action-packed  motion  pictures  filmed  on  location  with  the  full 

cooperation  of  Nevada's  law  enforcement  agencies.  Vivid  scenes  of  Mojave  desert, 
Viroinia.  flit  v.  Lake  Tahoe.  Reno.  Las  Veras  offer  harkdron  for  thrilling  adventures. 
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for  a  total 

of  71  markets 
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AWARDS 

WATCH  THOSE  SALES 

Go!  Go!  Go! 

ON  WKMF -THE  FLINT 

STATION  WITH  THE 

BIG  ATTRACTIONS 

every  Saturday 

By  Buying  2  or  More  of 

these  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 
Dearborn-Detroit   Flint,  Mich.     Jackson,  Mich.  Saginaw,  Mich. Jackson  Broadcasting 

&  Television  Corp. 

BUY  ALL  4  STATIONS  SAVE  15% 

BUY  ANY  3  STATIONS  SAVE  10%* BUY  ANY  2  STATIONS  SAVE  5% 

WKMF 

FLINT, 

MICHIGAN 

Fred  A.  Knorr,  Pres. 

Eldon  Garner,  Mg.  Director 

Represented  by  HEADLEY-REED 

KNORR ROADCASTING 
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Six  Legion  Auxiliary  Awards 

Split  Evenly  by  ABC,  NBC 

THREE  ABC  and  three  NBC  programs  hav 

been  cited  for  "Golden  Mike"  awards  b 
the  American  Legion  Auxiliary  during  th 

group's  36th  national  convention  in  Los  Angele 
concurrent  with  the  American  Legion's  38tl 
convention  there.  Awards  for  radio-tv  wer 
instituted  by  the  auxiliary  in  1950. 

Two  radio  awards  went  to  NBC,  one  for  Di 
Norman  Vincent  Peale  as  best  religious  pro 

gram  and  another  for  Lone  Ranger  as  bes 

program  for  youth.  ABC  Radio's  Voice  o Firestone  was  honored  as  best  musical  program 
ABC-TV  won  two  television  awards,  one  fo 

Life  Is  Worth  Living  as  best  religious  progran 
and  another  for  Disneyland  as  best  program  fo 
youth.  NBC-TV  received  a  Golden  Mike  fo 
Perry  Como  Show  as  best  musical. 

Awards  were  presented  by  Mrs.  Bowden  E 
Ward,  national  president  of  the  auxiliary.  The; 

were  based  on  a  national  poll  of  the  auxiliary' 
membership  of  one  million  women. 

Top  'Ham7  to  Be  Honored 
NOMINATIONS  for  the  fifth  annual  Edisoi 

Radio  Amateur  Awards — sponsored  by  th 
electronic  components  division  of  Genera 
Electric  Co. — will  close  Jan.  3,  1957,  the  award 
committee  announced  last  week.  The  Edisoi 

Award  Trophy  and  a  $500  check  will  be  givei 

to  one  of  the  nation's  140,000  licensed  radii 
amateurs  who  displayed  sufficient  "sacrifice 
ingenuity  and  benefit"  in  the  public  interes within  the  continental  limits  of  the  U.  S.  dur 
ing  the  1956  calendar  year. 

Judges  for  the  contest  include  FCC  Comr 
Rosel  H.  Hyde,  Undersecretary  of  State  Her 
bert  Hoover  Jr.,  American  National  Red  Cros 
Chairman  E.  Roland  Harriman  and  G.  L.  Dos 

land,  president  of  the  American  Radio  Rela] 

League,  the  amateurs'  national  organization. 
AWARD  SHORTS 

WSAZ-TV  Huntington,  W.  Va.,  received  awar< 
certificate  from  Second  Army  Recruiting  &  In 
duction  Center,  Ashland,  Ky.,  recognizing  sta 

tion's  "fine  spirit  and  public  service." 

KPTV  (TV)  Portland,  Ore.,  was  awarded  U.  S 
Treasury  citation  for  cooperation  in  U.  S.  Sav 
ings  Bonds  Program. 

WGBS-TV  Miami,  Fla.,  for  "wholehearted  sup 
port"  of  Area  Marine  Corps  Reserve,  got  certif 
icate  of  appreciation. 

KING-AM-FM-TV  Seattle,  Wash.,  awarded  na 
tional  award  of  American  Humane  Assn.  fo 

"extraordinary  devotion"  to  humane  movemen 
during  August. 

Warren  Culbertson,  staff  meteorologist,  WFAA 
TV  Dallas,  Tex.,  named  top  television  person 

ality  by  Tv  Preview  magazine. 

Andrew  Hoffmann,  regional  sales  managei 

WWVA  Wheeling,  W.  Va.,  won  President's  Cu] 
Trophy  of  W.  Va.  Broadcasters  Assn.  at  gol 
tournament  held  in  conjunction  with  annua 
fall  meeting  at  White  Sulphur  Springs,  W.  Va 
[B«T,  Aug.  26]. 

WCCC  Hartford,  Conn.,  has  received  certificati 
from  Leo  J.  Mulcahy,  Conn,  director  of  Civi 

Defense,  recognizing  station's  cooperation  a 
Conolrad  outlet  during  Operation  Alert  1956. 

NBC-TV's  third  entry  in  the  Project  XX  docu 

mentary  film  series,  "The  Jazz  Age,"  cited  a 
the  Edinburgh  Film  Festival.  The  program- 
destined  to  reach  U.  S.  television  screens  earl 

in  1957 — reconstructs  the  1920's  through  film 
music  and  narration  by  the  late  Fred  Allen. 

Broadcasting   •  Telecastin< 



Five  of 

the  top  ten 

Mutual's  pioneer  participation  plan— MULTI-MESSAGE— featuring 

a  different  mystery  program  each  weeknight  from  8:00  to  8:30  (NYT) 

1.  BEST  OF  GROUCHO  6.    TRUTH  OR  CONSEQUENCES 

2.  PEOPLE  ARE  FUNNY  7.   OFFICIAL  DETECTIVE 

3.  TREASURY  AGENT  8.    VOICE  OF  FIRESTONE 

4.  GANGBUSTERS  9.  COUNTERSPY 

5.  GODFREY  TALENT  SCOUTS  10.  TRUE  DETECTIVE 

hits  Nielsen's  most  recent  Top  10  of  all  once -a- week 

half -hour  shows  -five  times  -at  the  lowest  participation 

cost  in  network  radio.  Over  450  stations  regularly  carry 

these  top-rated  mysteries  that  consistently  beat  many 

of  radio's  leading  personality,  quiz  and  musical  shows - 

plus  all  other  mystery  programs  on  the  air. 

For  the  best  participation  buys  in  radio.. .  call,  write,  wire 

—MUTUAL — BROADCASTING  SYSTEM 
Source:  Nielsen  Total  Aud.,  Second  Report  July,  1956 



IN  REVIEW 

66  hand- 

picked  film-makers 

on  the  Fred  Niles 

permanent  Chicago- 

Hollywood  staffs, 

each  an  expert 

in  his  field.  Whether 

specially-creating 

or  executing  to  client's 

specifications,  these 

outstanding  people 

are  producing 

pace-setting  live 

action  and  animated 

TV  commercials  for 

advertisers  in  all 

parts  of  the  nation. 

Write  for  information 

about  specially- 

created  TV  spots,  a 

sample  reel  of  TV 

commercials, 

information  about 

"Camtronic,"  the 

cost-cutting  method 
of  filming. 

FRED  iL.  NILES 

Productions ,  Inc. 

Films  for  theatre,  TV  &  industry 
22  W.  HUBBARD  ST.,  CHICAGO  10 

In  Hollywood:  BKO-Pathe,  Culver  City 

Page  16    •   September  17,  1956 

ANTIGONE 

IT  WOULD  take  a  far  more  accomplished 
actress  than  Marisa  Pavan  to  hurdle  the  broad 

gap  between  Nunnally  Johnson's  screenplay  of 
Sloan  Wilson's  best  seller  of  1955,  Man  in  the 
Grey  Flannel  Suit,  and  Jean  Anouilh's  stage 
adaptation  of  Sophocles'  spellbinding  tragedy 
of  441  B.  C,  "Antigone."  Thus,  we  simply 
cannot  understand  what  motivated  the  "Unit 
Four"  people  of  The  Kaiser  Aluminum  Hour 
to  pick  the  albeit  lithe  and  pretty  Miss  Pavan 
for  such  a  strenuous  role  as  demanded  by  the 
playwrights.  As  it  turned  out,  she  was  more 
antagonist  to  co-star  Claude  Rains  than  she  was 

Antigone  to  Mr.  Rains'  Creon,  regent  of Thebes. 

(To  be  downright  nasty  about  it  all,  we  re- 
call that  the  part  of  Antigone,  the  strong-willed 

daughter  of  Oedipus — in  the  1945  adaption  by 

Lewis  Galantiere  who  also  wrote  last  week's 
tv  version — was  filled  by  Miss  Katherine  Cor- 

nell. There,  it's  out.') Although  backed  by  a  versatile  varsity  of 
players,  the  only  true  star  to  emerge  from  this 
Thebian  quagmire  of  princely  struggles  and 
kingly  vengeance  was  that  of  Alexander 
Scourby,  a  Chorus  in  a  Brooks  Brothers  Suit. 

It  was  Mr.  Scourby's  happy  duty  to  put  M. 
Anouilh's  wit  to  the  test.  Sample:  "Tragedy  .  .  . 
unlike  melodrama,  which  is  vulgar,  is  .  .  .  tran- 

quility. In  tragedy,  the  outcome  is  not  in 
doubt  .  .  .  and  there  is  nothing  the  audience 
can  do  to  stop  it  from  unwinding  .  .  .  like  a 

coiled  spring." 
Though  in  color,  "Antigone"  was  one  of 

those  plays  that  looked  better  in  black-and- 
white,  and  one  of  the  main  reasons  for  this 
was  the  eloquent  yet  stark  beauty  of  Rouben 

Ter-Aruturian's  simple  space  cadet-like  set.  The 
final — but  by  no  means  unimportant — touch 

was  provided  by  Ben  Ludlow's  tympanic  score. 
It  aided  immensely  in  tightening  M.  Anouilh's spring. 

Production  costs:  Approximately  $45,000. 
Sponsored  by  Kaiser  Aluminum  &  Chemical 

Corp.,  through  Young  &  Rubicam,  New 
York,  on  NBC-TV,  alternate  Tuesdays,  9:30- 
10:30  p.m.  EDT. 

"Antigone"  by  Sophocles.  Adapted  for  tv  by 
Lewis  Galantiere  from  the  stage  play  by  Jean 
Anouilh;  executive  producer:  Worthington 
Miner;  producer-director:  Franklin  Schaffner; 
assoc.  producer:  Joseph  Dackow;  costume  & 
set  designed:  Rouben  Ter-Aruturian;  unit 
manager:  Douglas  Luts;  script  editor:  John 

By  ram. 
Cast:  Claude  Rains,  Marisa  Pavan,  Mildred 

Natwick,  Felicia  Montealegre,  Alexander 
Scourby,  Paul  Stevens  and  Clint  Young. 

THE  ADVENTURES  OF  JIM  BOWIE 

"I  WANT  a  knife,  not  just  a  skinning  knife  too 
small  to  pierce  a  bear's  fat  and  so  brittle  it  will 
snap  off  if  it  strikes  a  bone,  but  a  real  knife 
that  a  man  can  depend  on — so  long,  so  thick, 
and  with  a  doubled-edged  tip.  curved  so  and 

balanced  for  throwing." 
In  essence,  those  are  the  specifications  for  the 

famous  Bowie  knife  as  outlined  by  Jim  Bowie, 

who  had  just  come  out  second  best  in  a  wrest- 
ling match  with  a  she-bear,  to  Sam  Black, 

master  cutler.  How  young  Bowie  got  his  knife 
— and  tested  it  in  hand-to-hand  combat  with  a 

villainous  thief — was  told  in  "The  Birth  of  the 
Blade,"  opening  episode  in  The  Adventures  of 
Jim  Bowie,  new  Friday  evening  series  on  ABC- TV. 

Based  on  Monte  Barrett's  biography  of 
Bowie,  The  Tempered  Blade,  the  tv  series  pre- 

sumably deals  with  actual  events  in  it's  hero's 
life,  but  few  viewers  are  going  to  be  much  con- 

cerned with  how  closely  the  stories  match  the 

facts.  As  long  as  they're  as  action-packed  as 
was  the  first,  all  true  Western  fans  will  be  happy. 
Scott  Forbes,  in  the  title  role,  both  looked  the 
part  and  acted  it  to  the  teeth,  and  the  script  of 
Lewis  R.  Foster,  who  is  also  producer-director 
of  the  series,  gave  him  plenty  to  get  his  teeth into. 

All  in  all,  The  Adventures  of  Jim  Bowie, 
started  off  like  a  worthy  companion  to  Davy 
Crockett. 

Production  costs:  $38,825. 

Sponsored  by  American  Chicle  Co.  through  Ted 

Bates  and  Chesebrough-Pond's  Inc.  through 
McCann-Erickson  on  ABC-TV,  FrL,  8-8:30 

p.m.  EDT. Executive  producer:  Louis  F.  Edelman;  pro- 
ducer-director: Lewis  R.  Foster;  writers: various. 

Star:  Scott  Forbes,  supported  in  the  opening 

program,  Sept.  7,  by  Walter  Sande,  Kern 
Dibbs  and  Robert  Foulk. 

HEY,  JEANNIE! 

WHOEVER  CAN  (or  doesn't  have  to)  over- 
come aversion  to  such  a  title  as  Hey,  Jeannie! 

(Honestly,  Celeste!,  It's  Always  Jan,  etc.),  who- 
ever isn't  fed  up  with  half-hour  tv  comedy 

situations,  with  the  insipid  average-man  apart- 
ment sets,  the  streets  of  Brooklyn  and  the 

Dodger-loving  citizens,  whoever  measures 
down  to  these  negative  requirements  may 
qualify  as  a  regular  viewer  of  the  new  Jeannie 
Carson  series. 

The  star  is  a  charming  slip  of  a  girl,  very 
entertaining  when  allowed  to  sing  and  dance. 
Her  acting  measures  up  too,  along  with  the 
familiar  comic  talent  of  Allen  Jenkins,  cast  as 
the  Brooklynesian  taxi  driver  who,  with  his 
sister  (played  by  Jane  Dulo  in  a  tight  suit), 
takes  in  the  Scots  lassie  heroine.  But  talent 

can't  always  triumph  over  a  tiresome  plot. 
Episode  one  on  Sept.  8  found  the  immigrant 

girl  forced  by  a  set  of  inane  circumstances  to 
taxi  a  pair  of  umpires  for  a  Dodgers  game  to 

the  stadium.  The  heroine  couldn't  find  the 
way,  much  less  remember  that  in  the  States 
one  drives  on  the  right.  So  it  was  not  surpris- 

ing when  she  was  stopped  by  an  Irish  police- 

man. (I'll  be  askin'  to  look  at  yer'  droiver's 
loicense.")  They  end  up  dancing  a  jig,  one  of 
the  few  worthwhile  moments  in  the  show.  Such 

moments  were  too  rare  in  a  pallid  half-hour. 
Life  and  Saturday  nights  are  too  short. 

Production  costs:  Approximately  $38,000. 

Sponsored  by  Procter  &  Gamble  Co.  through 
Compton  Adv.  on  CBS-TV  Sat.,  9:30-10  p.m. 

Producer:  Charles  Isaacs;  director:  James  V. 
Kern,  Les  Goodwins  (alternating);  music 

conductor:  Earl  Hagen,  Herb  Spencer;  pack- 

age by:  Four  Star  Productions. 

TWENTY-ONE 

LIKE  the  card  game  of  the  same  name,  NBC- 
TV's  new  quiz  show,  Twenty-one,  calls  for 
judgment  as  well  as  for  knowledge,  thereby 

providing  an  interesting  variation  on  the  too- 
familiar  quiz  show  pattern.  Contestants,  vying 
against  each  other  from  individual  soundproof 

booths  to  keep  either  from  knowing  the  other's 
score,  select  easy  or  hard  questions  with  values 
graded  from  one  to  11.  In  scoring,  losses  are 
deducted  from  winnings;  21  wins  the  game  or, 

if  a  contestant  thinks  he's  well  ahead,  he  may 
end  it  after  two  rounds  of  questions;  the  winner 

gets  $500  a  point  for  the  difference  between 
his  score  and  that  of  the  loser. 

On  last  Wednesday's  opening  program,  a  59- 
year  old  longshoreman  with  little  formal  edu- 

cation knocked  out  in  fast  succession  a  college 
graduate  wife  of  a  college  professor  and  a 

psychological  warfare  expert,  both  losers  hav- 
Broadcasting 
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His  work  is  the 

talk  of  the  town 

Telephone  talk,  that  is!  For  Joseph  Rouse 

installs  Bell  central  office  switching  equipment 

made  in  our  factories.  He's  shown  here  doing 

just  that . . .  helping  to  bring  more  dial  telephone 

service  to  Thomasville,  Ga- 

it could  easily  he  your  community.  For,  last  year 

alone,  our  17,000-man  installation  organization 

worked  on  45,000  separate  jobs  in  over  6,500 

cities  and  towns  doing  such  work  as  making 

additions,  modifying  equipment  and  changing 

manual  switching  equipment  to  dial  service. 

Installation  of  central  office  equipment  is  one 

more  way  Western  Electric  people  help  your 

local  Bell  telephone  company/provide  your  town 

with  good,  dependable  telephone  service. 

Weste
rn E

Uc MANUFACTURING  AND  SUPPLY  UNIT  OF  THE  BELl  SYSTEM 
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NOW  YOU  CAN  ACTUALLY  HEAR 

RADIO  PROGRAM  AVAILABILITIES 

SIMPLY  BY  TELEPHONING 

YOUR  NBC  SPOT  SALES 

RADIO  REPRESENTATIVE! 

From  the  beginning  of  Radio,  the  truly 

vital  elements  of  intelligent  buying  have 

been  the  programs  themselves  and  the 

personalities  who  make  them  sound  ad- 

vertising investments.  Now,  for  the  first 

time,  national  Spot  Radio  advertisers 

can  make  important  buying  decisions 

based  on  actual  performance  of  pro- 

grams and  personalities. 

Radio-Phonic  Spot  Buying  offers  you 

immediate  auditions  of  Radio  programs 

carried  by  every  station  represented  by 

NBC  Spot  Sales.  And  you  don't  have 
to  move  from  your  desk!  This  new  and 

exclusive  service  is  available  right  now 

to  time-buyers  in  New  York.  Eventual- 

ly, it  will  be  available  in  other  key  cities. 

An  up-to-date  file  of  audition  recordings 

is  as  close  to  you  as  your  telephone  .  .  . 

and  the  list  will  soon  be  expanded  so 

that,  eventually,  you  can  hear  any 

Radio  show  on  any  Radio  station  sold 

by  NBC  Spot  Sales.  Just  call  your  NBC 

Spot  Sales  Radio  Representative  at 

your  convenience,  name  the  station  and 

the  show  you  want  to  hear,  then  sit  back 

and  listen  to  the  sample-in-sound  for 

yourself  —  as  much  or  as  little  of  it  as 

you  choose. 

Try  Radio-Phonic  Spot  Buying  today! 

NBCl  SPOT  SALES 

REPRESENTS  THESE  LEADERSHIP  STATIONS: 

NEW  YORK  WRCA,  WRCA-TV  BUFFALO  WBUF  SEATTLE-TACOMA  KOMO,  KOMO-TV 
SCHENECTADY-ALBANY-TROY  WRCB   LOUISVILLE  WAVE,  WAVE-TV  LOS  ANGELES  KRCA 
PHILADELPHIA  WRCV,  WRCV-TV  CHICAGO  WMAQ,  WNBQ  PORTLAND  KPTV 

WASHINGTON  WRC,  WRC-TV  ST.  LOUIS  KSD,  ksd-tv  SAN  FRANCISCO  KMBC 

MIAMI  WCKT  DENVER  KOA,  KOA-TV  HONOLULU  KOU.  KONA-TV 

T  BUYING 

I 



ONE  WILL  DO! 

Just  one  station  .  .  .  WBNS  Radio  .  .  .  will 

fatten  your  sales  average  in  Columbus  and 

Central  Ohio.  WBNS  delivers  the  most  listen- 

ers ..  .  twice  as  many  as  the  next  biggest 

station.  The  most  and  also  the  best.  With 

28  top  Pulse-rated  shows,  WBNS  puts  push 

behind  your  sales  program.  To  sell  Central 

Ohio  .  .  .  you've  got  to  buy  WBNS  Radio. 

CBS  FOR  CENTRAL  OHIO 

Ask  John  Blair 

The  number  one  Pulse  station 

covering  1,573,820  people  with 
2  Billion  Dollars  to  spend. 

■■■radio  | 

COLUMBUS,  OHIO 

IN  REVIEW. 

ing  overgauged  their  knowledge  of  a  category 
while  the  victor  knew  when  to  call  for  a  low 
value  question  and,  just  as  important,  when 
to  call  a  halt.  Result:  he  has  $10,500  to  his 
credit  and  a  week  to  decide  whether  he  wants 
to  stop  there  or  to  take  on  a  new  opponent  this Wednesday. 

Despite  a  strong  conviction  that  what  tv 

needs  least  is  another  quiz  show,  here's  a  frank 
admission  that  Twenty-one  is  far  from  the  least 

enjoyable  of  the  new  season's  new  crop  of 

programs. Production  costs:  Approximately  $18,000. 

Sponsored  by  Pharmaceuticals  Inc.  through 
Edward  Kletter  Assoc.  on  NBC-TV,  Wed., 
10:30-11  p.m. 

Mc:  Jack  Barry;  packager-producer:  Barry  & 
Enright  Productions;  executive  producer: 
Robert  Noah;  announcer:  Bill  McCord;  di- 

rector: Charles  Dubin;  producer:  Howard 
Merrill;  music  director;  Paul  Taubman:  scenic 

designer:  Jack  Landau. 

THE  SLENDERELLA  SHOW 

ELOISE  ENGLISH  as  a  young  and  successful 
businesswoman,  Eloise  English  as  a  personality, 
Eloise  English  as  a  piquant  talker,  is  a  lady 
who  should  be  able  to  command  more  than 

passing  interest  from  the  radio  listener.  But 
when  the  executive  vice  president  of  Slenderella 
is  introduced  by  Galen  Drake  on  the  new  CBS 
Slenderella  Show  (Sat.  10:50-11  a.m.  EDT)  as 

"an  authority  on  behaviourisms  of  women," 
she  is  defeated  before  she  speaks  a  word.  Au- 

thority on  the  subject  conceivably  could  be 

established,  but  never  by  such  a  nettlesome  as- 
sertion as  that. 

The  banter  Sept.  8  between  the  old  master 
and  Miss  English  about  whether  or  not  wives 

should  be  given  "allowances"  further  diluted 
the  star's  charms.  Galen  Drake  can  take  care 
of  himself,  but  Miss  English  deserves  more 
careful  treatment,  especially  when  her  firm  is 

paying  the  bill. Production  costs:   Approximately  $4,000. 
Sponsored  by  Slenderella  through  Management 

Assoc.  of  Connecticut  on  CBS  Radio,  Sat. 
(10:50-11  a.m.). 

PICK  THE  WINNER 

CBS-TV  IS  OUT  to  resurrect  old-style  political 
debates  with  its  new  Pick  the  Winner  series. 

It's  a  notable  attempt,  as  evidenced  by  last 
Wednesday's  contest  between  Gov.  Harriman 
of  New  York  and  Sen.  Knowland  of  California. 

It's  also  near  impossible  to  achieve  in  30 
minutes,  as  the  same  show  proved. 

The  technique,  roughly,  is  this :  Each  speaker 
is  allowed  a  two-minute  opener,  then  they 
alternate  for  periods  of  four  minutes,  three 
minutes  and  2Vi  minutes.  That  accounts  for 

23  minutes  speaking  time,  IWz  minutes  apiece. 
Now,  everybody  knows,  that  IIV2  minutes  is 
hardly  time  for  a  politician  to  say  hello,  much 
less  expand  on  an  issue.  Add  the  fact  that 
with  each  turn  a  new  challenge  or  question 
was  raised — and  not  answered — and  you  get 
a  rough  idea  of  how  little  was  gotten  across. 

(It  must  be  noted,  however,  that  Gov.  Har- 
riman wasn't  as  hampered  by  time  as  Sen. 

Knowland.  He  merely  ignored  the  limits  and 
spoke  as  long  as  he  pleased.) 

All  this  is  not  to  say  that  the  program  is  not 
worthwhile.  It  is,  most  certainly.  It  also  is 
entertaining.  More  might  be  gotten  out  of  it, 
however,  if  certain  issues  were  set  down  in 
advance. 

Sponsored    by     Westinghouse    Electric  Co. 
through  Ketchem,   MacLeod  &   Grove  qn 
CBS-TV;  Wed.  7:30-8  p.m. 

Producer:  Ted  Ayers;  director:  Verne  Diamond; 
narrator:  Walter  Cronkite. 
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UP411 

Read  this  United  Press  dispatch 

of  June  21,  1955! 

URGENT 
1ST  LEAD  U.  N. 

BY  PETER  HAYES 
TED  PRESS  STAFF  CORRESPONDENT 

SAN  FRANCISCO,  JUNE  21. — (UP)— RUSSIAN  FOREIGN  MINISTER  V.  M. 

MOLOTOV  PASSED  UP  THE  UNITED  NATIONS  ANNIVERSARY  CONCLAVE  THIS 

AFTERNOON  FOR  SOME  BEHIND-THE-SCENES  WOOING  OF  THE  NEAR  AND  MIDDLE 
EASTERN  NATIONS. 

FOR  THE  SECOND  STRAIGHT  DAY,  THE  STIFF-BACKED  SOVIET  BIG  WHEEL 

HELD  COURT  IN  HIS  RENTED  HILLSBOROUGH  MANSION  WITH  DELEGATES 

FROM  THE  NEAR  EAST— MAKING  IT  OBVIOUS  THAT  HE  IS,   FOR  REASONS 

OF  HIS  OWN,  TRYING  HARD  TO  WIN  FAVOR  WITH  THE  ARAB  NATIONS. 

TOMORROW,  HIS  CAMPAIGN  SWITCHES  TO  THE  MIDDLE  EAST  WHEN  HE 

PLAYS  HOST  TO  SELIM  SARPER,  THE  PERMANENT  U.N.  REPRESENTATIVE 

FROM  TURKEY  THE  EASTERN  ANCHOR  OF  THE  NORTH  ATLANTIC  DEFENSE 
RING. 

TODAY'S  GUESTS  AT  THE  TIGHTLY-GUARDED  CAPITALIST-OWNED  MANSION 

WERE  MAHMOUD  FAWZI  AND  KHALID  EL-AZEM,   RESPECTIVELY  THE  FOREIGN 
MINISTERS  OF  EGYPT  AND  SYRIA.     THE  TWO  DELEGATES  FROM  THE  HOT 

SPOT  ARAB  COUNTRIES  ARRIVED  AT  THE  RUSSIAN  RESIDENCE  BY  SPECIAL 

MOTORCADE  AND  REMAINED  CLOSETED  FOR  NEARLY  TWO  HOURS  WITH  THE 
NUMBER  THREE  MAN  OF  ALL  THE  RUSSIANS. 

YESTERDAY.  ALMOST  UNNOTICED  IN  THE  EXCITEMENT  OF  OPENING 

DAY  AND  THE  PRESENCE  OF  PRESIDENT  EISENHOWER  AT  THE  UN  SESSION, 
MOLOTOV  PLAYED  LUNCHEON  HOST  TO  TWO  OTHER  NEAR  EASTERN 

REPRESENTATIVES.     THEY  WERE  SEIFUL  ISLAM  ALHASSAN,  PRINCE  OF  YEMEN, 

AND  SHEIKH  ASAD  AL-FAQIH  OF  SAUDI  ARABIA,  BOTH  WEARING  THE  FLOWING 
ROBES. 

THEY,  TOO,  REMAINED  IN  THE  SPRAWLING  SPANISH-TYPE  VILLA  FOR  A 
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RADIO  IS  NO 

IN  OUR  SHOP/ 

Since  the  advent  of  television  with  its  glamour— its  newness  — its  size  — 

and  — its  profits^  Radio  has  led  a  pretty  drab  existence  around  most 

"rep'  offices" — a  regular  "Lil  Orphan  Annie". 

Not  so  at  Hollingbery  —  We  haven't  forgotten  that  our  first  dollar 

twenty  years  ago  was  a  "Radio  Dollar"— and  we  wouldn't  be  in 

business  today  if  we  didn't  have  those  same  "Radio  Dollars"  coming 

in.  Radio  is  a  basic  and  fundamental  part  of  our  daily  business 

operation  —  it  always  has  been  in  the  past  and  it  will  be  so  long 

as  there  is  radio  advertising  to  be  sold. 

Radio  will  never  be  a  Little  Orphan  Annie  in  our  shop. 

Geo.  I?  ffollinffbery  Co. 

Representing  "Top"  Radio  and  Television  Stations  in  "Top"  Markets  Throughout  the  Country 

New  York    •     Chicago     •     Los  Angeles     •     Atlanta     •     San  Francisco 

Seattle    •     Detroit    •  Minneapolis 





Station 

KIDDER, 

PEABODY 

CO.— 

•  Has  an  established  re- 

lationship with  most 

of  the  important 

sources  of  investment 

capital  in  the  country. 

Maintains  close  con  - 

tact  with  all  phases 

of  the  Television  and 

Radio  industry. 

We  invite  the 

station  owner  to 

take  advantage  of 

this  dual  coverage 

when  considering 

the  sale  of  his 

property. 

KIDDER, 

PEABODY  &  CO. 
FOUNDED  1865 

NEW  YORK         BOSTON  PHILADELPHIA 
CHICAGO         SAN  FRANCISCO 

Offices  and  correspondents  in  thirty  other 
principal  cities  in  the  United  States 

Address  inquiries  to: 

ROBERT  E.  GRANT* 

Kidder,  Peabody  &  Co. 

First  National  Bank  Building 
Chicago  3,  Illinois 

Telephone  ANdover  3-7350 

IN  REVIEW. OPEN  MIKE 

SURVIVAL  STREET 

IT's  curious  that  most  Americans  allow  them- 
selves to  be  fascinated  with  stories  of  nuclear 

war  horror,  but  display  a  marked  apathy 
towards  such  vital  functions  as  civil  defense. 

With  "Survival  Street,"  a  live  telecast  from 
Olney,  Md.,  NBC-TV  and  the  Federal  Civil 
Defense  Administration  attempted  rather 
admirably  to  orient  the  viewing  public  on  the 

how  and  why  of  the  latter  agency's  functions. 
The  program,  marking  the  opening  of  Civil 

Defense  Week,  was  complete  enough.  There 
were  hundreds  of  volunteer  participants,  civil 
defense  workers,  fire  and  rescue  equipment, 

along  with  burning  and  smoking  sets.  How- 

ever, there  was  an  air  of  "staginess"  to  the 
production.  It's  the  decision  of  the  individual 
viewer  as  to  whether  these  overtones  of  theat- 

rics are  good  and  bad.  One  viewpoint:  The 
FCDA  should  be  more  concerned  with  an 
orientation  effort.  The  other:  Is  it  humanly 
possible  to  overemphasize  possible  atomic 
havoc  and  the  need  for  preparation? 

Sustaining  on  NBC-TV  Sun.,  Sept.  9  (5:30-6 
p.m.,  EDT). 

Point  of  Origin:  Live  from  Civil  Defense  Train- 
ing Center  at  Olney,  Md. 

Narrator:  Ben  Grauer;  Executive  Producer: 
Barry  Wood;  Producer:  Ed  Pierce;  Director: 
Dick  Schneider;  Writer:  George  Lefferts; 
Music:  Vladimir  Selinsky;  Unit  Manager: 
Monty  Morgan;  Associate  Director:  Van 
Fox;  Production  Supervisor  For  Federal  Civil 
Defense  Administration:  Nat  Linden 

SEEN  &  HEARD 

The  sigh-and-squeal  set  who  felt  that  Elvis  Pres- 
ley had  been  unduly  restricted  in  his  appear- 

ance with  Steve  Allen  a  month  back  cannot 
make  the  same  complaint  about  his  Sept.  9 
spot  on  the  Ed  Sullivan  Show,  which  allowed 
him  full  freedom  of  body.  It  must  be  said, 
though,  that  for  the  most  part  the  CBS  camera 

focussed  discreetly  on  the  singer's  head  and 
shoulders.  More  noteworthy  to  this  viewer, 
who  can  take  Mr.  Presley  or  leave  him,  was 

the  guest  host,  Charles  Laughton,  whose  ex- 
tremely mobile  countenance  offered  a  welcome 

contrast  to  Mr.  Sullivan's  unexpressive  mien. 
Among  the  more  attractive  commercials  on  tele- 

vision are  those  for  L&M  cigarettes  ("Live 
Modern")  and  Chesterfields  ("They're  for 
Real").  Both  make  artistic  use  of  costumes, 
music,  drama  and  photography.  But  when 
advised  to  smoke  both  during  the  same  half- 
hour  (Hey,  Jeannie!,  Sept.  8,  9:30-10  p.m. 
EDT),  what's  a  guy  to  do?  Give  up  smoking 
out  of  pure  frustration? 

DOUBLE  DUTY  BLONDES 

REVLON  Corp.  isn't  "seeing  double," 
even  though  the  19-year-old  blonde  twin 
contestants  on  the  Revlon-sponsored  The 
$64,000  Question  on  CBS-TV  currently 
figure  in  commercials  for  a  rival  cos- 

metic firm,  the  Toni  Co.  (div.  of  Gillette 
Co.).  It  appears  the  twins,  Susan  and 
Caryl  Volkman,  were  featured  in  film 

commercials  as  the  "Toni  Twins,"  and 
though  the  Toni  commercials  were  pro- 

duced about  two  years  ago,  they  currently 

are  being  shown  on  CBS-TV. 
Mert  Koplin,  producer  of  The  $64,000 

Question,  termed  the  sponsor  conflict 

"unfortunate"  but  pointed  out  that  Rev- 
Ion  had  known  of  the  Toni  commercials 
before  the  Volkman  twins  went  on 
Question.  He  added  that  since  the  Toni 

films  had  been  made  "so  long  ago,"  Rev- 
Ion  felt  it  would  not  make  any  difference. 

Glad  to  Help 

EDITOR: 

I  was  extremely  interested  in  the  article  on 
page  56  of  the  Sept.  10  issue  of  B»T  entitled 
"A  Mat  Service  for  Television." 

I'd  like  to  receive  more  information  about 
Telemat  and  I  would  appreciate  it  very  much 
if  you  could  send  the  mailing  address  of  this 
concern,  or  perhaps  pass  on  this  letter  to  them. 

John  Pierce  Foster,  Asst.  Pub.  Rel.  Dir. 

Tappan  Stove  Co. 
Mansfield,  Ohio 

[EDITOR'S  NOTE:  Having  sent  Mr.  Foster  the 
information  he  asked  for,  B»T  wants  to  point  out 
that  Telemat  is  listed  twice  in  the  new  1956-57 
TELECASTING  Yearbook,  as  a  tv  producer  and 
also  as  a  film  distributor,  each  listing  showing  the 
address,  phone  number  and  executive  in  charge 
of  the  firm's  Hollywood  and  Chicago  offices,  as well  as  the  services  rendered.] 

Fall  and  Rise 

EDITOR: 

I  read  with  great  interest  this  morning  your 
editorial  page  of  Sept.  10  issue  of  B«T.  .  .  . 

especially  the  article  "Fall  and  Rise." 
I  know  that  I  speak  for  every  member  of 

SRA,  as  well  as  every  other  station  representa- 
tive, when  I  say,  "Thanks  for  the  pat  on  the 

back." 

Despite  the  fact  that  the  year  1956  may  be 
the  biggest  year  yet  in  national  spot  radio, 
we  must  put  forth  even  greater  effort  to  con- 

stantly increase  the  dollar  volume  of  one  of 
the  greatest  of  all  advertising  media  .  .  .  and 
we  will. 

Lawrence  Webb,  Mgng.  Dir. 
Station  Representative  Assn.,  New  York 

EDITOR: 

Many  thanks  for  your  editorial  plug  for  the 
representatives  in  your  Sept.  10  issue.  It  has 

been  gratifying  to  observe  that  the  representa- 
tives have,  over  a  period  of  years,  gained  a 

more  worthwhile  recognition.  Of  course,  I  be- 
lieve it  is  actually  due  to  the  fact  that  we  have 

contributed  considerably  more  over  the  last 
several  years  .  .  . 

John  Blair,  Pres. 
John  Blair  &  Co.,  New  York 

Personal  Public  Service 

EDITOR: 

Here's  a  radio  success  story  a  little  different 
from  the  ordinary.  Deprecating  the  lost  pet 
inquiries  on  the  air,  I  was  reluctant  to  put  one 
out  for  my  lost  kitten,  but  15  minutes  after 

WVKO's  morning  DJ,  Bill  Mertz,  described 
"Prince"  Charles,  he  was  apprehended  in  a 
distant  neighborhood.  Public  service  in  another 
radio  success  story,  where  the  public  was  the 
station  manager. 

Bert  Charles,  Gen.  Mgr. 
WVKO  Columbus,  Ohio 

Woodies 
EDITOR: 

Please  send  me  50  reprints  of  the  Woodward 
&  Lothrop  article  in  the  Sept.  10  issue. 

R.  C.  Embry,  V.  P. 
WITH  Baltimore,  Md. 

[EDITOR'S  NOTE:  Reprints  are  available  at  15 cents  each  in  quantities  up  to  100,  $10  per  100 
above  that  to  1,000.  $80  per  1,000.  Rates  for  larger 
quantities  on  request.] 

A  Gem 
EDITOR: 

.  .  .  The  Telecasting  Yearbook  is  a  gem  and 
is  with  me  wherever  I  go  and  constantly  on 
my  desk  where  it  is  in  use  daily,  including 
many  Saturdays  when  I  can  work  undisturbed. 

David  A.  Bader,  V.  P. 
Atlantic  Television  Corp. 
New  York 
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A  TV  Station  Is  Measured  By . 

...ITS  EXPERIENCE! 

In  straight  calendar  terms,  WSM-TV  has  a  margin 

of  more  than  three  years  TV  experience  over  either 

of  the  other  stations  in  this  market.  That's  how  long 
WSM-TV  was  the  only  station  serving  this  area,  and 

learning  in  the  process  what  this  audience  wants  and 

what  it  takes  to  sell  them. 

But  WSM-TV's  experience  goes  deeper.  As  an 

extension  of  one  of  the  country's  biggest  and  most 

successful  radio  operations,  WSM-TV's  experience 
can,  in  several  important  respects,  be  projected  over 

the  past  30  years. 

On  the  WSM  —  WSM-TV  joint  payroll  are  the 
skilled  technicians,  executives,  planners,  writers, 

producers,  and  talent  staff  of  more  than  200  nation- 

ally famous  stars  who  have  earned  for  WSM 

numerous  awards,  plus  such  accolades  as  "top  music 

station  in  the  nation"  and  "showcase  of  American 

folk  music"  in  more  than  25  top  national  magazines, 

including  American  Magazine,  Billboard,  Collier's, 
Coronet,  Farm  and  Ranch,  Good  Housekeeping, 

Look,  Nation's  Business,  New  York  Times  Magazine, 
Newsweek,  Pathfinder,  Redbook,  Saturday  Evening 

Post,  Time,  Town  Journal,  Variety,  and  Wall  Street 

Journal. 

Our  point  is  this:  the  WSM  success  formula,  still 

going  strong  after  30  years,  has  been  neatly  extended 

(by  the  very  people  who  devised  it)  to  WSM-TV  — 
making  it  the  recognized  TV  leader  in  this  market. 

WSM-TV* 

Channel  4  Nashville,  Tennessee 

NBC-TV  Affiliate 

Clearly  Nashville's  #  J  TV  Station 
IRVING  WAUGH,  Commercial  Manager 
EDWARD  PETRY  &  CO..  National  Advertising  Representatives 

WSM-TV's  sister  station  —  Clear  Channel  50,000-watl  WSM  Radio  —  is  the  only  single  medium  that  covers  completely  the  rich  Centra!  South  market. 
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/TUEGOAABIMED  COVERAGE  \ 

*  • 

CORRALS  OVER  194,080  / 

:  WEST  TEXAS  71/  SETS!./ 

Preiidunt  and  G«n.  Mgr.,  W.  .D.  "DUB"  ROCBtS 
Notional  Salt*  Mgr.  E.  A.  "Buzz"  HatMtt 

our  respects 

to  JACK  WEBB  MINOR 

IN  DETROIT'S  feverishly  competitive  Motor 
City,  young  Jack  Webb  Minor  has  fashioned 

an  enviable  reputation  for  taking  the  "calcu- 
lated risk"  in  media  and  leaning  heavily  on 

television  to  stimulate  automobile  sales. 
It  could  literally  be  said  that  he  demands 

"all  the  facts"  before  applying  analysis  and 

judgment  and  the  final  step:  "either  stop  and 
discard,  or  pull  out  all  the  stops  and  go." 

Associated  with  advertising  and  sales  for  the 
past  16  years,  Mr.  Minor  has  managed  to  cram 
a  considerable  amount  of  experience  into  his 
35  years.  With  the  Chrysler  Corp.  family  since 
1953,  he  shifted  from  the  Dodge  to  the  Ply- 

mouth Div.  last  July,  as  vice  president  in 
charge  of  sales.  In  that  capacity  he  has  final 
say  on  factory  and  dealer  co-op  advertising, 
promotion,  merchandising  and  varied  other 
activities. 

In  the  Chrysler  realignment  aimed  at  re- 
storing Plymouth  to  third  place  saleswise,  tele- 

vision is  thus  apt  to  have  a  golden  stake,  much 

as  it  did  during  the  young  executive's  tenure 
with  Dodge,  where  one  of  his  earlier  "risks" 
involved  the  "discovery"  of  Lawrence  Welk. 
Mr.  Minor  also  enthusiastically  endorses  satu- 

ration spot  radio. 
Jack  Webb  Minor  has  a  simple  philosophy 

about  sales  and  advertising  ("sell  and  you  eat") 
which  reflects  his  early  education  and  back- 

ground in  Kansas  City.  Born  in  that  city 
Oct.  29,  1920,  he  attended  Horace  Mann  grade 
and  Central  high  schools  and  obtained  his 
first  job  at  Loomis  Adv.  Agency  selling  adver- 

tising space  in  the  local  telephone  yellow  pages. 
It  was,  as  he  recalls,  a  commission  job,  which 
he  recommends  for  any  beginner  in  the  field. 

With  the  advent  of  World  War  II,  young 

Minor  enlisted  in  the  U.  S.  Navy.  He  was  as- 
signed to  communications  and  wrote  technical 

data  during  his  42-month  hitch. 
Mr.  Minor  decided  after  the  war  he  could 

best  expose  his  natural  and  aggressive  abilities 
in  a  city  with  more  opportunities,  so  he  moved 
from  Kansas  City  to  Detroit.  He  joined  Trans- 

portation Adv.  Co.  as  a  salesman,  helping  the 
firm  to  expand  by  compiling  an  enviable  sales 
record.  He  was  promoted  to  vice  president  and 
sales  manager  in  November  1945,  and  built  a 
reputation  for  development  of  public  relations 
and  merchandising  campaigns  for  Transporta- 

tion's clients. 

Word  of  Mr.  Minor's  advertising-sales 
prowess  as  a  young  executive  soon  got  around, 

even  in  Detroit's  industrial  society.  In  April 
1952,  he  transferred  to  Grant  Adv.  Inc.  there 
as  vice  president  for  the  Dodge  account.  H^ 
joined  Dodge  in  December  1953  as  advertising 
and  merchandising  director  and  early  this  year 
was  appointed  its  general  sales  manager  for 
automobiles  and  trucks. 

In  his  new  position  at  Plymouth,  Jack  Minor 

is  responsible  for  all  sales  activities  related  ti 

moving  vehicles  from  the  dealers'  showroom 
to  the  public.  Directly  or  indirectly,  this  in 

eludes  supervision  and  training  of  Plymouth' 
expanded  field  force,  personnel  of  zone  am 
regional  sales  offices  and  working  closely  witl 
dealer  associations  and  individuals  nationwide 
as  well  as  advertising,  merchandising  promo 
tion,  public  relations  and  direct  mail. 

"The  Welk  show  proved  amazingly  successfu 

in  helping  dealers  sell  cars  and  that's  not  guess 
work,"  he  reasons.  Dealers  enthusiastically 
backed  up  Mr.  Minor  with  such  reactions  as 

"In  30  years  I've  never  seen  anything  sel 

Dodges  the  way  Welk  does"  and  'The  responsi 
[to  our  tv  show]  has  been  almost  unbelievable.' 
The  past  year,  before  shifting  over  to  Ply 
mouth,  Mr.  Minor  was  credited  with  stimulat 

ing  a  good  deal  of  dealer  enthusiasm  durinj 
the  Dodge  "Sellathon"  shows  in  New  York 
Chicago  and  other  key  cities — campaign 
heavily  buttressed  by  spot  radio. 

Radio  can  count  Mr.  Minor  as  a  supporter 

too,  "when  you  want  to  tell  a  large  section  o 

the  public  something  in  a  hurry" — and,  what' 
more,  it  "reaches  people  in  their  cars."  (Thi 
seemed  to  be  demonstrated  during  Dodge' 
Sellathons,  where  spots  recorded  by  Lawrenc 
Welk  and  others  were  utilized  in  appeals  t< 
different  car  owners  each  week  to  switch  ove 
to  Dodge.)  He  also  espouses  strong  newspape 
and  magazine  schedules. 

This  strong  faith  in  all  media,  particular! 
radio-tv,  was  exemplified  when  he  joined  Dodg 
in  1953  and  quickly  welded  together  a  new  tear 
and  expanded  car  and  truck  advertising  last  fall 
With  the  advent  of  the  1957  Plymouth  line,  Mi 
Minor  will  help,  advertisingwise,  put  the  divi 
sion's  "K"  series  before  the  public  and  broac 

cast  media  are  sure  to  be  "prime"  factors  in  th 
drive.  Dodge  and  Plymouth  have  purchase 
another  Welk  series.  Top  Tunes  and  New  Face. 
starting  Oct.  8  on  ABC-TV  and  will  use  spc 
radio-tv  in  some  65  markets,  plus  dealer,  co-o 
campaigns. 

When  he  isn't  traveling  (he's  covered  we 
over  70,000  miles  since  last  October),  Mi 
Minor  likes  golf  and  is  active  in  such  organize 
tions  as  the  First  Presbyterian  Church  of  Binr 
ingham,  National  Council  of  Presbyterian  Mer 
Detroit  Adcraft  Club,  Detroit  Board  of  Con 
merce,  University  Club  and  Alpha  Delta  Sigm 
(advertising  fraternity).  He  is  chairman  c 

United  Foundation's  public  relations  commi 
tee. 

Personable  and  deceptively  slow-talking,  M 
Minor  enjoys  the  time  he  is  able  to  spend  wit 
his  family — his  wife  (the  former  Ellen  Irwin 
and  three  daughters,  Jill,  9,  Judy,  6,  and  Jaclyi 
three  months — when  not  talking  Plymouth  wit 
thousands  of  dealers  throughout  the  nation. 
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touches  off 

the  most 

spectacular  event 

in  television 

gramming  history... 





2a 

CENTURY-  FOX 

•      "»••         -    ■     »         -  ̂  

i«  maintaining  a  tradition  of  quality ... 

NTA  and  20th  Century-Fox 

proudly  present  52  top-  quality  Feature  Films  .  .  .  first  releases  from 
one  ol  the  great  Hollywood  studios  .  .  .  20th  Century  Fox  .  . .  starring 
top  players  including  .  .  LORETTA  YOUNG,  JOAN  CRAWFORD, 
WALTER  PIDGEON,  TYRONE  POWER,  CHARLES  LAUGHTON,  PAUL 
MUNI,  HENRY  FONDA,  CLAUDETTE  COLBERT,  FREDRIC  MARCH. 

eat  Names... 

M  A  and  20th  Century-Fox 

proudly  present..  52  top-quolity  Feature  Films  ...by  famous  pro- ducers including  DARRYL  ZANUCK,  ALFRED  HITCHCOCK,  ELIA 
KAZAN,  LOUIS  de  ROCHEMONT,  OTTO  PREMINGER  and  BRYAN 
FOY  ...  and  storiei"  by  gr  JOHN  STEINBECK, ZANE  GREY,  RICHARD  LLEWELLYN,  RAYMOND  CHANDLER, 
RAFAEL  SABATINI,  CRAIG  RICE  and  FRANK  YERBY. 

WING  AND 
A  PRAYER 

with  Don  Ameche.  Dana  Atkircws 
and  Sir  Cedric  Hardwicke of  tin;  >m,im.  .r  of  all  nntertninmenl 

figliling  ucliun  ubourd  u  tiulitinp 

DOLL  FACE 
„  with  Vivian  Blaine,  Perry  Cotno  and 

y  9* 1  Dennis  O'Keefe 
"V"  _^    F         TIib  musicnl  romance  ol  11  doll  that  had  » 

DAISY  KENYON 
with  Joan  Crawford,  Dana  Andrews and  Henry  Fonda 

/  *  •*  mr 

Two  kind,  of  men  . . .  iwo  kindi  ol  love  In 
1  Ao  J^, her  hi.      ... .i  when  die  chooici  it  mutl lie  forever. 

DRUMS  ALONG 
THE  MOHAWK 

with  Omitto  Colbirl and  Henry  Fotuta 

J 



included  in  this  group  are  such  screen  triumphs  as... 

BELLE  STARR 
Gene  Tierney  and  Randolph  Scott 

WITHIN  THESE  WALLS 
Thomas  Mitchell  and  Mary  Anderson 

LES  MISERABLES 
Frederic  March,  Charles  Laughton, 

Sir  Cedric  Hardwicte 
and  Rochelle  Hudson 

HUDSON'S  BAY Paul  Muni,  Gene  Tierney 
and  Vincent  Price 

THE  BRASHER  DOUBLOON 
George  Montgomery  and 

Nancy  Guild 

WESTERN  UNION 
Robert  Young,  Randolph  Scott and  Dean  Jagger 

BERLIN  CORRESPONDENT 
Dana  Andrews  and  Virginia  Gilmore 

. . .  and  twenty-three  more 

outstanding  feature  films 

5  W  RITE-WIRE-PHONE ,  TODAY!  All  the  details  are  available  to  you  from 

HAROID  GOLDMAN,  V  P.  CHARGE  OF  SALES 

moNAL  Telefilm  dissociates,  inc. 

60   W.  55th   STREET   •    NEW  YORK   19,   N.Y.  •    PHONE:    PLAZA  7-2100   •    CABLE:  NATTELFILM 

7t 

CHKASU.  XUMMV 
611  N.  Michigtm  A»cimw 

HOLLYWOOD,  CALIFORNIA     MONTREAL,  CANADA 
8721  $ui»«t  DM.  KM  Si.  Catherine  St. 

......  r. rh.it.   tl«l<triit>  *-•«»$ 

MEMPHIS,  TENNESSEE 
IMS  Sttri<k  BolWiaf 
Phont:  JatkfM  t-1565 

BOSTON,  MASS. 
Stalltr  H.i.1  Olllti  Bult«ti>i 

Phoiiti  Libtrl*  1*411 
MINNEAPOLIS,  MINNESOTA 

110?  Currit  »»•■« 

PkMHi  Ftdaral  1-7011 



 BOOKS  

TELEVISION  PROGRAMMING  AND  PRO- 

DUCTION, by  Richard  W.  Hubbell.  Rine- 
hart  &  Co.,  232  Madison  Ave.,  New  York 
16,  N.  Y.  272  p.  $5.50. 

IN  HIS  PREFACE  to  the  third  edition,  Mr. 

Hubbell  states  the  volume's  purpose  thus:  "To 
analyze  and  define  the  nature  of  television;  to 
formulate  basic  theory  for  its  development  as 
an  art;  to  demonstrate  practical  techniques  for 
program  production;  to  show  how  programs 
are  created  and  produced;  to  show  what  is 
happening  in  television  around  the  world,  and 
to  show  some  of  the  far-reaching  effects  of 
economics  on  programming  and  television 

growth." Several  new  chapters  have  been  added  to 
cover  the  final  points,  but  the  major  part  of 
the  book  was  written  between  1939  and  1944 

when  the  author  was  a  producer-director-writer 

for  CBS-TV.  "This  portion  of  the  original  edi- 
tion has  been  retained  intact,"  Mr.  Hubbell 

writes,  "for  the  simple  reason  that  it  has  been 
proved  correct." 
For  the  same  reason,  B*T  repeats  what  it 

said  when  the  second  edition  of  Television 

Programming  and  Production  appeared:  "Es- tablished as  one  of  the  few  books  which  are 

required  reading  for  anyone  considering  a  ca- 

reer in  video  programming." 

MURDER,  VERY  DRY!,  by  Sam  Sinclair 
Baker.  Graphic  Publishing  Co.,  240  W.  40th 
St.,  New  York  18,  N.  Y.  Paperbound.  157 

pp.  25  cents. 

THE  SCENE  is  a  tv  studio,  with  cast,  pro- 
ducers, camera  crew  and  other  essential  person- 

nae  fighting  out  the  rehearsal  of  a  new  $100,000 
quiz  show  which  premieres  that  night,  all 
locked  in  to  prevent  disclosing  any  informa- 

tion about  the  mystery  tune.  Suddenly  comes 
murder.  Told  in  the  first  person  by  the  head 
of  the  agency  in  charge  of  Quiztery,  the  story 
saterizes  advertising,  tv,  quizzes  and  married 

life,  but  the  result  doesn't  quite  come  up  to  the 
Mr.  and  -Mrs.  North  stories  on  which  this  book 
is  so  patently  modeled.  However,  Sam  Baker, 
of  the  executive  staff  of  Donahue  &  Coe,  pro- 

vides enough  chuckles  and  thrills  to  make  a 

pleasant  hour's  reading,  particularly  for  anyone 
familiar  with  the  Madison  Ave.  milieu. 

HOW  TO  MAKE  GOOD  TAPE  RECORD- 
INGS, by  C.  J.  LeBel;  Audio  Devices  Inc., 

444  Madison  Ave.,  New  York  22,  N.  Y.  151 

pp.;  $1.50  paperbound,  $2.50  clothbound; 
available  through  Audio  Devices  Inc.  or  any 
Audio  Devices  dealer. 

STUDIO  engineer  and  hi-fi  bug  alike  will  find 
much  of  interest  in  this  compact  book  published 

by  one  of  the  country's  leading  tape  manufac- 
turing firms.  You  name  it,  and  Mr.  LeBel 

has  the  answer  for  it — on  just  about  every  phase 
of  tape  recording  but  video  tape.  In  some  de- 

tail, Mr.  LeBel  discusses  the  background  of 
tape,  its  uses,  advantages,  shortcomings  and 
characteristics  (frequency  response,  distortion, 

speed,  wow,  flutter  and  gosh-only-knows  what 

else).  In  the  chapter  titled  "Selecting  a  Record- 
ing Tape,"  Mr.  LeBel  naturally  minces  few 

words,  recommends  "Audiotape" — what  else? 
In  addition  to  thoughtfully  providing  several 

blank  pages  towards  the  end  of  the  book  for 
note-taking,  the  author  has  invited  three  experts 
to  contribute  additional  know-how  to  tape  re- 

cording: "Microphone  Recording"  by  Columbia 
Records  Inc.'s  recording  operations  director, 
Vincent  J.  Liebler;  "Tape  Editing"  by  RCA 
Victor's  A.  A.  Pulley,  and  "Use  of  Sound  Ef- 

fects" by  WNYE  (FM)  New  York's  Herman 
Haverkamp. 

Now ...  by  a  Wider  Margin 

HOOPER-RATED  RADIO  STATION 

in  Houston 

Hooper  May  thru  July  1956 Monday 
thru 

Friday 

Monday  thru 

Friday 

7  A.M.- 

—12 

Noon 
12  Noon — 6 

P.M. 

(Sample  Size — 

18,628) 

(Sample  Size — 

23,040) 

K-NUZ 
23.0 

K-NUZ 
23.2 

Net.  Sta. "A" 

—  12.1 

Net.  Sta.  "A
" 

—  12.5 

Net.  Sta. "B" 

—  9.4 

Net.  Sta.  "B
" 

-r  8.4 

Net.  Sta. 
//£#/ 

—  11.7 

Net.  Sta.  "C
" 

—  11.8 

Net.  Sta. "D" 

—  13.8 

Net.  Sta.  "D
" 

—  7.7 

Ind.  Sta. "A" 

—  5.9 

Ind.  Sta.  "A"
 

—  7.2 

Ind.  Sta. "B" 

—  6.7 

Ind.   Sta.  "B"
 

—  9.6 

Ind.  Sta. "C" 

—  13.8 

Ind.   Sta.  "C" 

—  11.1 

Now  .  .  .  K-NUZ  is  the  Leader  by  a  GREATER  MARGIN — 

Yet  the  rates  are  Low,  Low,  Low!  Join  the  Rush  for 

Choice  Avails. 

In  Houston  the  swing  is  to  RADIO  .  .  .  and  Radio  in  Houston  is  .  .  . 

HOUSTON'S    24    HOUR    MUSIC    AND  NEWS 

National  Reps.:  FORJOE  &  CO. —       Southern  Reps.: 

New  York    •    Chicago    •    Los  Angeles    *  CLARKE  BROWN  CO.— 
San  Francisco      •      Philadelphia      •      Seattle  Dallas      •      New  Orleans      *  Atlanta 

IN  HOUSTON,  CALL  DAVE  MORRIS,  JAckson  3-2581 
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MEDIA  DIRECTORS  WHO  MATCH  BUDGET 

ALLOCATIONS  TO  CHANGEABLE  MARKET  DEMANDS  ARE 
s 

SOLD %#  *mmr  mkmm  wmtm 

SPOT 

AS   A  BASIC 

ADVERTISING 

MEDIUM 

ROGER  BUMSTEAD,  Media  Director  for  MacManus,  John  and 

Adams,  New  York,  spells  out  his  reasons  for  preferring  Spot  for 

clients  like  White  Rock,  Good   Humor,  and  Regent  Cigarettes: 

"EVERY  PRODUCT  AND  EVERY  MARKET  PRESENT  THEIR  OWN 

SALES  AND  DISTRIBUTION  PROBLEMS.  SPOT'S  ADAPTABILITY 

—  VERTICAL,  HORIZONTAL,  SATURATION,  WHAT  YOU  WILL- 
MAKES  IT  POSSIBLE  TO  TAILOR 

CAMPAIGNS  TO  THE  SPECIFIC 

NEEDS  OF  SPECIFIC  CLIENTS." 

SPOT  SALE: 

dreamboat  or  dervish? 

no  matter  what  your  dance  style, 

you  get  "the  most"  with  Sesac's 

fabulous  variety  of  dance  music  in 

Spectacular  Sound 

These  brilliant  top-drawer  arrange- 

ments found  in  Sesac  Library's  "N" 

Section,  now  available  separately 

THE 

send  for  prepaid  audition  discs 

TRANSCRIBED 
LIBRARY 

(now  available  in  sections ) 

THE  COLISEUM  TOWER  ■  NEW  YORK  19 

Will  Bradley 

Stan  Freeman 

Skitch  Henderson 

Richard  Maltby 

Tony  Mottola 

Eddie  Safranski 

Lou  Stein 

and  many  other 

outstanding  artists 

—  IN  THE  PUBLIC  INTEREST  — 

KLAC  Foots  Bills  For  Bowl  Charity 

FIFTH  annual  production  of  the  Big  Five 
Charity  Show  by  KLAC  Los  Angeles  took  place 
last  week  at  the  Hollywood  Bowl  with  such 
performers  as  Bob  Hope,  Jerry  Lewis,  Peggy 

Lee,  Danny  Thomas,  Liberace,  Tennessee  Ernie 
Ford,  Paula  Kelly  and  the  Modernaires,  Leo 
Diamond,  and  others  contributing  their  serv- 

ices. Tab  for  the  production  was  picked  up 
by  KLAC  with  proceeds  going  to  the  RTRA 
(Radio,  Television,  Recording,  Advertising 

charity)  and  the  Hollywood  Boys'  Club. 
WCCO  Conducts  Safety  Campaign 

A  PRE-Labor  Day  safety  campaign  on  WCCO 
Minneapolis-St.  Paul  featured  recorded  mes- 

sages by  leading  Twin  Cities  clergymen,  Gov. 
Orville  Freeman  and  WCCO  personalities  urged 
motorists  and  pedestrians  to  be  extra  careful 
over  the  long  weekend.  The  station  reported 
that  there  were  no  fatalities  within  a  50-mile 

radius  of  Minneapolis-St.  Paul  over  the  holi- 

day period. 
NEPH  Week  Plan  Urged 

IN  OBSERVANCE  of  National  Employ  the 

Physically  Handicapped  Week,  Oct.  7-13, 
the  President's  Committee  for  Employment  of 
the  Physically  Handicapped  is  asking  radio  and 
tv  programs  to  feature  the  work  of  one  of  the 
many  entertainers  who  have  proved  that  dis- 

abilities don't  qualify — such  as  Alec  Temple- 
ton,  Jane  Froman,  Connie  Boswell,  Johnny 
Ray,  Jimmy  Savo  and  Al  Hibbler.  Featuring 
such  performers  during  NEPH  Week  will  help 

the  nation's  two  million  handicapped  workers 
seek  jobs  and  persuade  more  employers  to  hire 
them,  the  committee  believes. 

CBS  Radio  Aids  in  Rabies  Search 

THE  six-year-old  son  of  Mr.  and  Mrs.  Claude 
C.  Lear  of  Dallas,  Tex.,  was  bitten  by  a  rabid 
dog  when  the  motoring  family  stopped  at  a 

Southwest  town.  Ignorant  of  the  dog's  condi- 
tion, the  Lears  drove  off,  dismissing  the  accident 

as  "nothing  serious."  When  the  dog  died  and  his 
condition  became  known,  the  town's  mayor, 
trying  to  contact  the  unknown  family,  turned  to 
CBS  News  in  New  York.  Bulletins  aired  on 
the  CBS  weekend  news  service,  Weather  Along 
the  Highways,  reached  CBS  Radio  affiliate 
KRLD  Dallas,  which  also  joined  in  the  search. 
The  KRLD  bulletin  reached  the  Lears,  and 
they  sought  immediate  medical  aid. 

Talent  Array  for  WGR-TV  MD  Telethon 

THE  ENTIRE  staff  and  facilities  of  WGR-TV 

Buffalo  participated  in  an  18-hour  telethon 
from  Memorial  Auditorium,  staged  to  help  the 
local  Muscular  Dystrophy  Assn.  attract  more 
than  8,000  volunteers.  Entertainers  who  joined 

the  station  staff  included  network  m.  c.'s  John 
Reed  King  and  Virginia  Graham,  Hugh  O'Brian, 
tv's  Wyatt  Earp,  Cab  Calloway,  Florian  Za- 
bach,  Captain  Midnight  and  The  Platters. 

Telethon  in  Puerto  Rico 

NEARLY  ALL  of  Puerto  Rico's  talent  was  on 
hand  for  WAPA-TV  San  Juan's  telethon  to 
raise  money  for  the  relief  of  victims  of  hur- 

ricane "Betsy,"  or  "Santa  Clara,"  as  the  storm 
is  referred  to  by  islanders.  Pledges  amounted 
to  $49,141.32  plus  an  estimated  $50,000  in 

clothing,  food  and  building  supplies,  a  total  be- 
lieved to  be  the  largest  ever  raised  for  Puerto 

Rican  charity.  WAPA-TV  President  Jose  Ramon 

Quinones  introduced  Puerto  Rico's  first  lady, 
Dona  Ines  M.  de  Munoz  Marin,  wife  of  the 

island's  governor.  She  was  on  hand  for  the 
entire  telecast,  appearing  on  the  air  at  inter- 

vals and  helping  behind  the  scenes.  A  high- 
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Another  thinly  disguised  WJR  success  story 

It  was  nothing  at  all,  sir . . .  thanks  to  WJ  R 

Last  winter,  the  Air  Force  started  broadcasting 

a  series  of  transcribed  15-minute  radio  programs. 
It  chose  WJR,  Detroit,  as  its  outlet  for  Michigan, 
Indiana,  and  Ohio. 

We  programmed  it  at  6:15  P.M.  on  Saturday, 

as  a  public  service. 

In  December,  they  began  making  one  30-second 
announcement  a  week,  offering  a  weather  booklet. 

They  received  4,697  requests  in  December  and 

January,  and  WJR  alone  pulled  2,130—45%  of 
the  total. 

Nine  other  stations  across  the  nation  split  up 
the  rest. 

The  lieutenant  in  charge  was  pleased,  of  course, 

and  mildly  surprised.  We  should  have  warned  him. 

After  all,  we  know  that  41  %  of  the  total  audi- 

ence in  WJR's  area  rarely  turns  its  radio  dials 
from  WJR.  We  know  that  30%  of  the  audience 
rates  WJR  as  most  public  spirited,  and  18  %  says 
it's  most  helpful. 

And  we  know  about  response,  too — because 
listeners  trust  and  act  on  WJR  advertisements  by 

2  to  1  over  the  nearest  competitor. 

How  do  we  know?  The  Alfred  Politz  Research, 

Inc.  report  on  listener  habits  in  WJR's  area  tells  us. 
Your  Henry  I.  Christal  representative  will  be 

glad  to  tell  you  more  about  WJR  and  its  16 
million  listeners. 

The  Great  Voice  of  the  Great  Lakes 

WJR  Detroit 

50,000  Watts    CBS  Radio  Network 

Here's  WJR's  primary  coverage  area. 
Write  us  for  your  free  copy  of  the  Politz  report 

or  ask  your  Henry  I.  Christal  Co.  man. 
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THE  THREE 

HIGHEST#°RATED 
REASONS  FOR  BUYING 

tfCRA-TV 

/,  DAYTIME  WOMAN'S  SHOW 

"The  Valley  Playhouse" 

2-5  p.m.  Monday -Friday 

12.4  Average  Rating 
74.4%  Share  Audience 
Live  Demonstration 

Commercials 
Kitchen  Set  Available 

Milly  Sullivan,  Hostess 

2.  KID'S  SHOW 

"Captain  Sacto" 
6-6:30  p.m.  Monday- Friday 

12.5  Average  Rating 
46.9%  Share  Audience 

Highest  Rated  Local  Kid  Show 
in  Northern  California 

Beats  All  Competition 

Now  Featuring  "Popeye" 

3*  LATE  MOVIE 

"Three  Star  Theatre" 

11  p.m.  Saturday  and  Sunday 

9.5  Average  Rating 
59.4%  Share  Audience 
Feature  Films:  Warner  Bros. 

Columbia-Screen  Gems, 
General  Teleradio 

«J  REASONS  why  KCRA-TV 
on  low  band  Channel  3  has 

more  audience  most  of  the 

time  than  the  3  competing 

stations  combined.  Call  Petry 

for  more  specifics. 

*  All  ratings  from 
Sacramento  Television 
Audience  ARB: 
June  2-8,  1956 

IN  THE  PUBLIC  INTEREST 
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light  of  the  program  was  the  auctioning  by 
vocalist  Lolita  Cuevas  of  an  album  of  records 

given  her  by  Dr.  Albert  Schweitzer.  It  brought 

$200. 
WBZ-TV  Comes  Crashing  Through 

"MR.  GEORGE  WILSOFTEN,"  a  dummy 
replica  of  an  average  165-lb.  man,  was  the 
featured  performer  in  a  live  telecast  presented 
by  WBZ-TV  Boston  as  a  feature  of  the  new 
"2000  A.D."  series  on  Dimensions.  The  dummy 
rode  a  crash  car  equipped  with  a  safety  belt  to 

evaluate  what  happens  in  a  fixed  barrier  colli- 
sion at  50  miles  per  hour.  Accelerometers, 

artificial  human  heads,  and  required  instrumen- 
tation to  measure  the  extreme  forces  were  de- 

scribed. The  test  was  held  in  front  of  the  WBZ- 
TV  studios  with  the  cooperation  of  local  fire 
and  police  departments. 

CBA  Establishes  Scholarship 

THE  Connecticut  Broadcasters  Assn.  has  es- 
tablished an  annual  scholarship  for  an  out- 

standing state  youth  at  the  U.  of  Connecticut, 

Daniel  W.  Kops,  association  president  and  ex- 
ecutive vice  president  of  WAVZ  New  Haven, 

announced  last  week  at  a  CBA  outing.  The 
outing,  under  the  direction  of  Sydney  F.  Burns, 
general  manager  of  WADS  Ansonia,  was  held 

to  make  up  for  the  group's  annual  meeting  last 
March,  which  was  disrupted  by  a  blizzard. 

WMAR-TV  Fights  MS 

COOPERATING  in  Multiple  Sclerosis  Month, 
WMAR-TV  Baltimore  is  presenting  a  series 
of  three  half-hour  programs  devoted  to  all  facets 
of  public  enlightenment  on  this  disease.  A 

multiple  sclerosis  symposium  featured  a  dis- 
cussion by  Dr.  O.  R.  Langworthy,  chairman 

of  the  medical  board  of  the  Maryland  Multiple 
Sclerosis  Society;  Dr.  John  Magladery,  chief 
neurologist,  Johns  Hopkins  U.  Hospital,  and 
John  H.  Fetting,  treasurer  of  the  Maryland  MS 
Society.  Therapy  and  rehabilitation  methods 
were  explained  and  demonstrated  on  the  sec- 

ond program  in  the  series,  and  the  third  part 
will  deal  with  the  current  financial  campaign. 

WLIB  Saturates  X-Ray  Spots 

WLIB  New  York  carried  a  one-week  "satu- 
ration" campaign  of  public  service  announce- 

ments last  week  to  call  attention  to  the  New 

York  City  Health  Dept.'s  offer  of  free  chest 
x-ray  examinations  for  residents  of  the  Bed- 
ford-Stuyvesant  section  of  Brooklyn. 

GOV.  George  Craig  of  Indiana  (c)  re- 

ceives a  film  titled  "War  Without  End/' 
dealing  with  highway  safety,  from  Robert 

E.  Dunville  (I),  president  of  Crosley  Broad- 
casting Corp.,  and  Al  Bland,  Crosley  vice 

president  in  charge  of  programming.  The 

Crosley-produced  film  was  presented  on 
Crosley-owned  WLWT  (TV)  Cincinnati  as 

a  tribute  to  Indiana's  safety  record. 

NIGHT-TIME  RADIO 

IN  LANSING is 

"ERIK-O" 

"HOUSE  OF  MUSIC" 

with  Erik  "O" 

8:30  pm-12:30am 
Monday  thru  Saturday 

POPS,  STANDARDS,  JAZZ, 

NOVELTIES,  R&B,  R&R  .  .  .  . 

REQUESTS.   SPECIAL  FEATURES, 

GIMMICKS  AND  CHATTER 

5000  WATTS 

MUSIC    •    NEWS    •  SPORTS 

CALL 
VENARD-RINTOUL-McCONNELL  INC. 

Broadcasting   •  Telecasting 



"ARB"  OCt.  1955 

"ARB"  march  1956 

july  1956 

p0
0 

KSIA-TVS 

_fb.l  MV<M  | 

KSLA-TV  has  ten  of  the  TOP  15  shows  . . .  64%  of 
the  morning  audience  .  . .  58%  of  the  afternoon  audience 

and  53  of  the  nighttime  audience.  Thus  PULSE  backs 

up  ARB  in  proving  KSLA-TV's  continuing  audience 

leadership  in  Shreveport.  That's  why  over  twice  as 
many  national  spot  accounts  and  one-third  more  local 
accounts  use  KSLA-TV  than  the  other  Shreveport 

channel!  Your  Raymer  man  has  full  details  of  the 

success  story.  KSLA-TV 

FIRST  IN  SHREVEPORT,  LOUISIANA  f 

FULL  316,000  WATTS   POWER  -  ANTEN  N  A   HEIGHT   1,200  FEET 

PAUL  H.  RAYMER,  INC. 

NATIONAL  REPRESENTATIVE 

-TV  BASIC      NEW  YORK  •  CHICAGO  •  ATLANTA  •  DETROIT  •  DALLAS  •  SAN  FRANCISCO  •  HOLLYWOOD 
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GREEN  GEMS  portal 

OR  ALL  STATIONS  ...  FOR  EVER 

OR  DETAILS  CALL 

IN  THE  EAST 

Ben  Coleman 

PL  1-4432 

New  York.  N.  Y 

IN  THE  SOUTH 

Frank  Browne 

National  3-6566 
Hot  Springs,  Ark. 

IN  THE  MIDWEST 

Henry  Gillespie 

Franklyn  2-3696 
Chicago,  111. 

IN  THE  FAR  WE< 
Richard  Dinsmor 

Hollywood  2-311 
Hollywood,  Cal. 
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78  -  y4  HRS. 

IE  PATH 
 PAGE  S

HOW" 

i  stars  with  th
e  "Page  5  Sin

gers" 

,d  Jack  Rael's 
 18  pc.  orchestra

. 

TOP  PLAYS! 

278-/2  HRS. 

COMEDY  -DRAMA 

MYSTERY  •  ADVENTURE 

•  ROMANCE 

Superb  quality  programs  from  top  rated  bi 

star  series  such  as  "Ford  Theatre"  . . .  "Celebrit 

Playhouse"  and  "Fireside  Theatre 
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Mote  LiAtenenA  Than  Ei/&vf 

HOMES  USING  RADIO* 

6AM-12N       12N-6PM  6PM-12M 

1955  22.6%  24.4%  24.1% 

1956  25.2%  27.0%  26.6% 

*  Source:  Area  PULSE  Covering  32  Counties 

FOUR-YEAR  TREND* 
WPTF  Share  of  Audience 

6AM-12N     12N-6PM  6PM-12M 

30% 

Year 

1953 

1954 

1955 

1956 

31%  30%  33% 

32  32  35 

35  36  37 

35  35  40 

*  Source:  Area  PULSE  Covering  32  Counties 

Average 31.33% 

33.00% 

36.00% 

36.67% 

How's  radio  doing  in  North  Carolina,  the  nation's  10th 

most  populous  state?  Here's  the  answer  given  by  a  32- 
county  Area  Pulse  taken  for  the  fourth  consecutive  year. 

Radio  listenership  is  up  10%  over  1955. 

WPTF's  share  of  the  audience  keeps  on  growing.  It's 
more  than  double— almost  three  times— the  audience  of  the 

nearest  competitor,  a  regional  network  .  .  .  and  six  to  seven 

times  that  of  any  other  station. 

Let  us  or  The  Colonel  tell  you  more  about  this  better- 
than-ever  buy. 

WPTF 

50,000  Watts  680. KC 

NBC  Affiliate  for  Raleigh-Durham 
and  Eastern  North  Carolina 

WPTF  HQS 

COVERAGE  MAP 

R.  H.  MASON,  General  Manager  GUS  YOUNGSTEADT,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc.,  National  Representatives 

\  MARKET  DATA*] 

Population 
Farm  Population 

Spendable  Income 
Gross  Farm  Income 

Total  Retail 
Food 

2,827,400 

1,093,500 

$3,051,232,000 

$927,982,000 
$2,240,275,000 

$503,268,000 

Drug 

General  Merchandise 

Apparel 

Home  Furnishing 

Automotive 

Filling  Station 

$  59,507,000 $309,893,000 
$123,131,000 

$138,570,000 

$543,637,000 $197,063,000 

*  1956  SRDS  Estimates  ol  Consumer  Markets 
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FILM  VS.  NETWORK 

Celler  Witnesses  Attack  Chains 

THE  heralded  House  Antitrust  Subcommittee  investigation  of  al- 
leged monopoly  in  the  television  industry  opened  in  New  York  last 

Thursday  with  testimony  almost  exclusively  from  a  hitherto  undis- 
closed document  in  which  four  film  companies  held  out  blunt 

charges  against  television  network  operating  policies. 

But  officials  of  the  four  companies,  who  were  first  day's  witnesses, 
were  considerably  more  moderate  than  testimony  in  the  65-page 
document — which  they  filed  last  May  with  the  FCC  Network  Study 
Committee — on  which  the  committee  queried  them. 

Committee  Chairman  Emanuel  Celler  (D-N.Y. )  at  one  point  ac- 

cused one  of  the  witnesses  of  "tempering  your  remarks,"  but  all 
four  officials  maintained  they  were  not  backing  down  from  their 
presentation  to  the  FCC  group. 

The  four  witnesses  were  Ralph  M.  Cohn,  vice  president-general 
manager  of  Screen  Gems;  Michael  M.  Sillerman.  executive  vice 

president  of  Television  Programs  of  America;  Herbert  Jaffe,  execu- 
tive vice  president  of  Official  Films;  A.  Frank  Reel,  operations  man- 
ager of  Ziv  Television  Programs.  The  four  firms  constitute  the  As- 

sociation of  Television  Film  Distributors  Inc.,  in  whose  name  their 
presentation  to  the  FCC  Study  Group  was  filed. 

Chairman  Celler  made  clear  at  the  outset  that  the  investigation 

would  be  far  reaching,  encompassing,  among  other  things,  advertis- 

ing revenue,  FCC's  performance  of  its  responsibility,  the  FCC  net- 

work regulations,  relationships  between  networks  and  stations,  the 

uhf  problem,  networks  and  film  producers-distributors,  networks 

and  program  "control."  networks  and  music  licensing — a  new  in- 
gredient— networks  and  AT&T,  and  networks  and  talent  as  well  as 

the  network  option-time  must-buy  practices  which  highlighted  the 

Senate  Commerce  Committee's  tv  hearing  last  Spring. 
The  film  company  witnesses  stuck  to  their  guns — and  their  FCC 

document — in  maintaining  (1)  changes  in  allocation  to  permit  "a 

major  improvement"  in  the  number  of  stations  would  probably 
make  rules  changes  necessary,  (2)  but  that  in  the  meantime  network 
option  time  should  be  restricted,  the  total  amount  of  programming 
a  station  may  take  from  any  one  source  should  be  limited  and  that 
network  participations  in  program  production  should  be  restricted 

Continues  on  page  40 

MR.  COHN  MR.  SILLERMAN  MR.  JAFFE  MR.  REEL 

ATFD'S  SECRET  PROPOSALS 
FOR  CURBING  NETWORKS 

THOUGH  its  proposals  for  solution  of  "the 
network  problem"  had  been  revealed  in  broad 
generalities  [B*T,  June  4],  full  details  of  the 

"remedy"  prescribed  by  Assn.  of  Television 
Film  Distributors  came  to  light  last  week. 

Specific  proposals  were  contained  in  a  65-page 

"presentation"  ATFD  made  to  the  FCC  Net- 
work Study  Committee  May  31.  kept  secret 

since  then.    Here  is  a  condensed  text. 

"We  believe  that  the  remedy  for  the  ills 
we  have  outlined  lies  in  the  restoration  of  free 
competition  in  television.  We  recognize  the 
extent  to  which  our  problems  are  caused  by 
the  limitation  in  the  number  of  television  out- 

lets of  equal  power.  We  also  recognize  that  we 
would  be  somewhat  less  than  realistic  if  we 

simply  suggested  that  somehow  or  other  you 
find  ways  and  means  of  providing  for  a  large 
number  of  outlets  of  equal  power  and  unmixed 
frequency  in  every  major  city.  We,  therefore, 
propose  that  you  consider  the  modification  of 
the  chain  broadcasting  rules  to  try  to  relieve 
monopolistic  tendencies  in  two  general  areas: 

"(a)  that  having  to  do  with  option  time 
and  station  acceptance  of  network  program- 

ming, and 

"(b)  network  participation  in  the  ownership 

of  programs." "One  solution  calls  for  the  complete  abolition 
of  option  time.  .  . 

"A  second  solution  which  has  been  dis- 
cussed is  to  require  the  networks  to  divest 

themselves  of  program  control.  Under  the 

present  system,  the  point  is  made  that  the  net- 
works in  deciding  whether  to  purchase  a  pro- 

gram from  an  outside  source  have  a  conflict 
of  interest.  Their  obligation  is  to  provide  the 

best  possible  programming;  their  financial  in- 
terest may  impel  them  to  choose  that  program 

which  they  own  or  in  whose  profits  they  par- 
ticipate. Their  choice  of  the  best  programs 

would  undoubtedly  be  much  more  frequent  if 

they  did  not  have  a  financial  stake  in  the  pro- 
grams to  be  broadcast.  And  independent  pro- 

gram sources  would  be  strengthened  since  the 
networks  would  have  the  incentive  to  choose 

the  best  possible  program  without  regard  to 
the  company  that  owned  it. 

"May  we  also  suggest  for  your  consideration 
a  third  solution. 

"Our  solution  is  two-fold.  First,  we  recom- 
mend that  the  number  of  hours  under  option 

time  should  be  reduced.  While  we  are  not  dog- 
matic about  the  specific  number  to  be  allowed, 

we  believe  that  1  Vz  hours  in  each  of  the 
segments  of  the  broadcast  day,  as  defined  in 

the  communication's  rules,  is  generous.  This 

amount  of  option  time  should  be  more  than 

adequate  to  provide  for  programs  where  simul- 
taneity is  important  because  time  is  of  the 

essence. 

"Our  second  suggestion  is  to  limit  the  num- 
ber of  hours  of  programs  that  a  station  may 

accept  from  the  networks,  option  time  and 
station  time  combined.  Without  such  a  limita- 

tion, the  networks  would  simply  continue  to 
dominate  station  time  in  the  same  way  they 
do  now.  Our  recommendation  is  that  stations 
shall  not  be  permitted  to  take  more  than  90 
successive  minutes  from  the  networks  and  that 
in  between  such  90  minute  periods  there  must 
be  a  minimum  of  one  hour  devoted  to  non- 
network  programs.  We  recognize  that  some 
network  programs  of  necessity  exceed  90 
minutes  in  length — e.g.  sports,  political  con- 

ventions, etc.  We  believe  that  provision  can 
be  made  for  this  extraordinary  type  of  pres- 

entation by  providing  that  the  90  minute  total 
may  be  exceeded  to  the  extent  of  not  more 
than  19  hours  per  month — but  only  for  pro- 

grams of  the  exceptional  type  described  above. 
"We  believe  that  the  suggestion  we  have 

made  is  a  reasonable  one.  It  will  enable  the 
networks  to  continue  their  important  role  but 
will  remove  the  obstacles  which  n,ow  handi7 
cap  the  development  of  independent  program 
sources  and  restrict  the  use  of  television  bv 

the  small  advertiser.  .  .  ." 
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or  banned  (for  detailed  proposal,  see  condensed 
text,  page  39.) 

Chairman  Celler  obviously  did  not  always 
agree,  however,  that  they  were  hewing  to  the 
tone  of  their  FCC  presentation. 

At  one  point,  he  insisted  that  Mr.  Cohn, 
principal  spokesman  for  the  group,  read  the 
following  excerpts  from  the  ATFD  document. 

"In  other  words,  the  networks,  insofar  as 
television  is  concerned,  do  the  following: 

"(1)  Own  and  operate  their  own  stations; 
(2)  control  the  time,  by  means  of  option  con- 

tract, of  all  their  affiliates;  (3)  engage  in  the 

production  and  participate  in  the  profits  of  pro- 
grams which  they  are  completely  free  to  select 

to  play  on  their  own  stations  and  those  of  their 
affiliates;  (4)  control  talent  by  means  of  long- 
term  contracts  as  a  result  of  their  time  con- 

trol; (5)  own  and  operate  film  syndication 
subsidiaries  which,  with  the  advent  of  tape,  will 

give  them  almost  complete  control  over  the  re- 
runs of  their  live  shows  as  well  as  their  film 

shows;  (6)  own  and  operate  merchandising  sub- 
sidiaries or  divisions. 

"In  summary,  the  networks  are  exercising  an 
increasing  monopoly  power  over  the  entire  field 

of  television  which  is  slowly  blocking  off  inde- 
pendent operations  from  an  opportunity  to 

compete," 
Then  he  polled  the  witnesses:  Did  that  repre- 

sent the  considered  judgment  of  their  com- 
panies? 

Mr.  Cohn:  "Materially.  .  .  ." 
Mr.  Jaffe:  "Materially,  in  fact,  yes." 
Mr.  Reel:  "Yes  .  .  ." 
Mr.  Sillerman:  "Yes  .  .  ." 
The  question  of  networks  seeking  profit- 

participation  rights  to  programs  they  buy  from 
independent  producers  and  distributors  figured 
prominently  in  questioning. 
When  some  such  contracts  were  offered  for 

the  record,  Harry  M.  Plotkin,  counsel  to  ATFD, 

won  committee  consent  to  have  them  "edited" 
to  eliminate  "private"  matters  not  concerned 
with  the  investigation.  It  was  a  concession  that 
presumably  heartened  network  officials,  who 
have  protested  strongly  against  having  all  their 
private  contracts  details  spread  on  the  public 
record. 

Chairman  Celler  wouldn't  commit  the  com- 
mittee to  take  for  the  record  only  the  "profit- 

participation"  provisions  of  the  proffered  film 
contracts,  but  assured  Mr.  Plotkin  that  "I  don't 
think  you'll  have  any  trouble"  in  making  satis- 

factory arrangements  with  committee  counsel 
on  this  score. 

He  instructed  each  of  the  four  witnesses, 
however,  to  submit  for  the  record  full  details 

on  instances  where  networks  have  "demanded" 
profit-sharing,  re-run  rights,  or  merchandising 
rights  as  a  consideration  for  putting  a  program 
on  the  network.  He  also  called  for  details 

where  a  network  rejected  an  independently 
produced  program  in  favor  of  a  network  con- 

trolled program. 

Friday's  session  was  to  be  cut  short  about 
noontime,  in  observance  of  the  Jewish  holy 
days.  Thus  only  Friday  witness  scheduled  was 
Victor  Hansen,  assistant  attorney  general,  anti- 

trust div.,  Justice  Dept.  Presumably  John  G. 
Johnson  of  WTOB-TV  Winston-Salem,  N.  C, 
chairman  of  the  Uhf  Coordinating  Committee, 
who  had  been  scheduled  to  testify  Friday, 
would  appear  this  week,  possibly  today  (Mon.). 

It  was  was  known  that  Carl  Haverlin,  presi- 
dent of  BMI,  is  slated  to  appear  today  at  the 

committee's  invitation  (he  was  not  subpoenaed) 
at  1 1  a.m.  ASCAP  was  understood  to  be  slated 
to  send  a  witness,  although  the  probable  date 
and  time  were,  not  known.  ASCAP  authorities 
refused  to  confirm  or  deny  the  report  that  it 
would  testify;  a  spokesman  said,  however,  that 

it  would  not  appear  except  by  subpoena. 
ABC  President  Robert  E.  Kintner  is  slated 

to  appear  on  Thursday,  it  was  learned,  and 
CBS  Inc.  President  Frank  Stanton  on  Friday 

and  next  Monday.  Committee  authorities  ex- 
pected the  New  York  sessions  to  continue 

through  "a  good  part"  of  next  week. 
Committee  members  on  hand  for  the  open- 

ing day's  sessions,  aside  from  Chairman  Celler, 
were  Rep.  Kenneth  Keating  (R-N.  Y.)  and 
Rep.  Peter  Rodino  Jr.  (D-N.  J.).  Congressman 
Rodino  was  absent  Thursday  afternoon,  how- 

ever. Committee  counsel  participating  were 
Chief  Counsel  Herbert  N.  Maletz  and  Associate 

Counsel  Samuel  R.  Pierce  Jr.  and  Co-counsel 
Kenneth  R.  Harkins. 

Chairman  Celler  opened  the  Thursday  ses- 
sion promptly  at  10  a.m.  with  a  statement  as  to 

the  investigation's  purpose. 
To  receive  star  billing  in  the  Celler  "spec- 

tacular" are  the  following  topics  as  outlined  by 
the  chairman:  how  FCC  has  "discharged  its 
statutory  responsibility  in  accordance  with  the 

Keating  Quips 

REP.  Kenneth  B.  Keating  (R-N.  Y.),  got 
a  laugh  last  week  with  a  topical  gag  dur- 

ing the  House  Antitrust  Subcommittee's 
hearings  on  alleged  monopoly  in  televi- 

sion held  in  New  York  City.  Chairman 
Emanuel  Celler  (D.-N.  Y.)  was  reading 
a  statement  made — in  the  course  of  an 
interview  published  in  B»T  last  Feb.  28 — 
by  Sylvester  L.  (Pat)  Weaver  Jr.,  who 
resigned  10  days  ago  as  NBC  board  chair- 

man. The  statement  dealt  with  the  high 
proportion  of  network  billings  placed  by 

a  relatively  few  big  advertisers,  and  con- 
cluded that  if  this  situation  continues  the 

non-network  advertisers  must  "go  out  of 
business,  literally  go  out  of  business." 
Observed  Rep.  Keating  "Now  he's  out  of 

business." 

congressional  mandate"  in  insuring  a  nationwide 
competitive  system  of  broadcasting  and  whether 

it  has  had  a  tendency  to  become  "unduly  re- 
sponsive to  the  industry  viewpoint  to  the  det- 

riment of  the  public  interest";  a  "further  study" 
of  network  option  time  and  must  buy  policies" 
as  well  as  the  networks'  "power  to  grant  or 
withhold  an  affiliation  contract";  discrimination 
— if  any — by  networks  as  between  affiliated 

stations,  and  a  look  at  FCC's  Chain  Broadcast- 
ing Regulations,  which,  he  noted,  were  "adopted 

some  15  years  ago  in  the  pre-television  era." 
Also,  the  chairman  singled  out  network  con- 

trol of  programs  telecast  in  choice  time  periods, 

asserting  that  "it  has  been  argued  that  [network 
control]  imposes  a  production  disadvantage 
upon  independent  program  sources,  but  permits 
the  networks  to  insist  upon  the  rights  of  profit 
participation  and  commercial  exploitation  with 

respect  to  independently  produced  films." 
Rep.  Celler  emphasized  that  tv  advertising 

revenue,  which  he  admitted  to  be  "the  life- 
blood  of  network  telecasting"  would  not  be  sac- 

rosanct: "We  shall  inquire  into  whether  or  not 
the  much  sought-after  prime  evening  hours  on 
the  networks  are  available  on  an  equitable  basis 
to  all  advertisers  and  advertising  agencies  or 
conversely  are  concentrated  in  the  hands  of  a 

few." 

The  subcommittee,  moreover,  he  said,  will 
look  into  the  relationship  of  the  networks  and 

talent  by  exploring  the  contention  that  "option 
time  permits  the  network  to  control  talent  since 
it  alone  can  guarantee  to  star  performers  con- 

tinued entry  into  the  nation's  television  homes." 

On  song  licensing  and  publishing,  Mr.  Celler 

noted  that  this  was  a  "related  antitrust"  problem 
commanding  the  subcommittee's  attention  be- 

cause "popular  song  hits  have  become  valuable 
properties  as  well  as  important  program  mate- 

rial for  radio  and  television  use."  He  then  said 
the  committee  would  hear  testimony  bearing 

upon  the  "joint  activities"  of  broadcasters  in this  field. 

Also  on  the  subcommittee's  program,  Rep. 
Celler  said,  would  be  an  examination  of  the 

"relationship  of  AT&T  as  a  public  utility  to  the 
telecasting  industry  by  virtue  of  its  control  of 

network  interconnections,"  and  a  desire  to  de- 
termine whether  the  "uhf  problem  will  be 

handled  so  as  to  foster  competition  rather  than 
momopoly  and  by  the  same  token  provide  the 
maximum  number  of  tv  outlets  throughout  the 

country."  He  thought  FCC's  current  approach 
through  rule-making  proposals  on  deintermix- 
ture  "holds  forth  much  promise,"  but,  he 
warned,  the  subcommittee  wants  to  know  just 
what  the  FCC  order  of  June  26  will  do  and 
thus  expects  to  hear  individual  uhf  operators 

and  "their  representatives." 
The  Celler  group  wasted  no  time  in  tossing 

a  bombshell:  It  based  its  initial  and  subsequent 
questioning  on  the  document  submitted  by 
ATFD  to  the  Barrow  Network  Study  Group  of 
FCC  and  sharply  attacking  network  practices, 

particularly  option  time  and  the  control  of  pro- 
gramming. 

This  was  the  first  disclosure  of  the  heretofore 

secret  "presentation"  to  the  Barrow  unit.  Ob- 
servers felt  that  this  portended  similar  revela- 

tions in  the  hearing  sessions  to  come. 

Asked  by  counsel  if  there  were  other  com- 
panies which  had  similar  problems  to  ATFD, 

Mr.  Cohn  named  Revue  Productions  (Music 

Corp.  of  America  subsidiary),  National  Tele- 
films Assoc.,  and  Guild  Films.  Rep.  Celler  and 

Mr.  Cohn  agreed  that  the  networks  were  in 

direct  competition  with  independent  film  pro- 
ducers and  distributors  as  well  as  being  their 

"customers." 
Under  questioning,  Mr.  Cohn  said  although 

some  producers  were  "affiliated  with  networks" 
they  were  not  associated  "fulltime"  but  as  "con- 

tracted associates,"  a  practice,  he  noted,  which 
is  becoming  more  the  trend. 
Do  some  producers  work  exclusively  for 

the  networks  so  that  the  networks  "own  the 
sum  total  of  their  services?"  Mr.  Cohn  said  it 
was  true  to  some  extent,  but  a  "relatively  new 
departure"  and  cited  California  National  Pro- 

ductions (subsidiary  of  NBC)  as  an  example. 
Taking  its  cue  from  the  ATFD  presentation 

before  the  Barrow  study  group,  the  subcom- 
mittee aired  data  on  network-producer  con- 

tracts, particularly  those  which  give  a  network 
a  share  in  the  profits.  Examples  presented  by 
Mr.  Cohn  were  CBS  and  its  Burns  and  Allen 
show,  Desilu  Productions  (7  Love  Lucy  and 
December  Bride)  and  ABC  with  the  producers 
of  Wyatt  Earp,  Jim  Bowie,  and  Danny  Thomas 
Show.  These  producers,  Mr.  Cohn  continued, 
film  shows  in  association  with  the  networks  and 
have  a  direct  affiliation  as  suppliers  of  the 

programs. As  to  network  profit  sharing  in  this  program 
product,  Mr.  Cohn  said  he  believed  CBS,  for 

example,  had  stock  in  Desilu.  Network  con- 
trol is  exercised,  he  observed,  with  Desilu  films 

and  Bums  and  Allen  playing  first  run  only 
on  CBS. 

The  committee  counsel  offered  that  the  net- 
work derives  its  revenue  from  these  programs 

through  time  and  production  charges  to  the 
advertiser.  Mr.  Cohn  amplified  this  as  profit 
from  three  sources:  sale  of  time,  profit  on 
production  and  profit  on  distribution.  He  noted, 
too,  that  often  additional  revenue  is  available 
to  the  network  through  the  film  sales  sub- 
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sidiary  and  gathered  from  subsequent  sale  of 
rights  (for  example,  Badge  714,  syndicated 
version  of  Dragnet),  re-runs  after  the  show 
is  off  the  air  and  offering  a  previous  edition 
of  a  series  to  run  concurrently  with  the  reg- 

ular series  (example:  Sunday  Lucy  Show  which 
was  on  CBS  as  well  as  /  Love  Lucy). 

He  said  that  Hal  Roach  Studios  and  Desilu 
were  producers  which  permit  a  network  to 
bring  its  own  production  package  into  the 
shop,  using  stage  and  studio  facilities. 

Mr.  Cohn  declared  that  the  networks  hold 

bargaining  power  because  of  a  lack  of  suf- 
ficient tv  stations  in  top  markets  and  because 

of  "options  on  large  segments  of  time." 
He  said  Screen  Gems  sold  directly  to  net- 

works four  out  of  its  10  programs  which  have 
been  or  will  be  networked  this  coming  season: 
Circus  Boy  on  NBC-TV,  filmed  segments  of 
Playhouse  90  on  CBS-TV;  Cowboy  Theatre 

on  NBC-TV  and  George  Sanders'  Mystery 
Theatre  on  NBC-TV.  Of  these  four,  Mr.  Cohn 
said  the  Playhouse  segments  and  the  Sanders 
mystery  series  were  sold  to  the  networks  on  a 
basis  in  which  the  network  would  share  in  the 

profit. 
Subcommittee  Counsel  Maletz  read  a  para- 

graph from  the  contract  of  Screen  Gems  and 

NBC  on  Circus  Boy  entitled,  "Profit  Sharing," 
noted  it  was  "complicated"  and  asked  for 
clarification.  Mr.  Cohn  said  the  series  had  been 

sold  to  NBC  at  a  "certain  price"  and  that  of 
anything  realized  over  that  price  in  its  sale  to 
an  advertiser,  Screen  Gems  would  share  in 
the  profit.  For  Playhouse  90  segments,  Mr. 
Cohn  said,  CBS  obtains  a  50%  share  in  the 
profit  and  50%  of  rerun  rights,  and  NBC  gets 

a  25%  profit  share  in  Sanders'  Mystery,  U.  S. 
and  Canada  showings  as  well  as  a  rerun  share. 

Committee  counsel  noted  stations  do  not 
as  a  rule  obtain  a  share  in  profit  in  either  the 
first  or  subsequent  runs  of  series  placed  on 
the  networks.  Mr.  Cohn  admitted  it  indeed 

would  be  "very  unusual". 
The  other  companies  reported  as  follows 

on  selling  shows  "directly"  to  networks  for  the 
fall  season:  Ziv,  none;  TPA  none,  although 
it  has  four  being  network-exhibited;  Official 
\XA  (fraction  relates  to  Robin  Hood  sold  one- 
half  to  Johnson  &  Johnson  and  the  other  half 
sold  to  network,  this  segment  sponsored  by 
Wildroot). 

At  this  point,  "drama"  erupted  in  the  hearing 
room  as  a  member  of  the  audience  who 
identified  himself  as  Harry  Levine  shouted  that 

as  a  "layman"  he  wished  to  say  that  "collusion 
and  conspiracy  .  .  ."  He  got  no  further  as 
Chairman  Celler  demanded  Mr.  Levine  was 
out  of  order  and  should  go  through  channels 
requesting  to  testify  if  that  was  his  intent.  Mr. 
Levine  later  told  newsmen  he  was  in  public 
relations,  had  been  in  the  radio-tv  field  for  25 

years  and  had  been  "around,"  including  the 
entertainment  centers  of  Hollywood  and  New 
York.  It  was  not  decided  whether  Mr.  Levine 
would  be  heard  formally. 

The  hearing  then  veered  from  the  audience 
interruption  to  an  eruption  from  Chairman 
Celler. 

Mr.  Cohn  was  asked  whether  a  network 

should  give  preference  to  a  network-produced 
show,  or  perhaps  one  that  it  bought  directly, 
over  a  program  independently  produced  or  sold 
by  the  independent  producer  to  an  advertiser 

or  agency.  The  stage  was  set  for  Mr.  Celler's ire. 

Mr.  Cohn  reminded  the  subcommittee  that 

networks  were  responsible  for  their  program- 
ming, that  they  choose  on  their  own  grounds, 

that  it  would  be  presumptuous  for  him  to  say 

the  networks  were  discriminatory  ("though  we 
suspect  in  some  cases  they  might")  and  that 
he  thought  the  networks  were  as  "fair  as  they 
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can  be." 
Chairman  Celler  charged  Mr.  Cohn  with 

"tempering  your  remarks"  in  contrast  to 
ATFD's  presentation  to  the  FCC  Network 
Study  Group. 

Mr.  Cohn  insisted  ATFD's  "bulk  of  criti- 
cism" was  laid  to  the  shortage  of  tv  stations. 

Chairman  Celler  countered  by  noting  ATFD's 
position  was  that  networks  are  increasing  a 
monopoly  over  what  is  shown  on  the  airwaves. 
Mr.  Celler  declared  that  Mr.  Cohn  was  attempt- 

ing to  place  most  of  the  "difficulty"  to  the  short- 
age of  stations.  Mr.  Cohn,  holding  fast  to  his 

belief  that  the  "deep-seated"  fault  or  long-range 
problem  was  in  FCC's  allocations,  added  that 
ATFD's  recommended  reduction  of  option  time 
in  peak  viewing  hours  (from  VA  to  IV2  hours 

in  nighttime)  was  proposed  as  an  interim  meas- 
ure, pending  increase  in  number  of  stations. 

Mr.  Celler  immediately  shot  back  that  it  was 

implied,  if  not  spelled  out,  in  ATFD's  presenta- tion to  FCC  that  networks  discriminate  as 

to  what  programs  go  on  the  air  and  that  this 

should  not  be  done  "with  only  the  profit  mo- 
tive." He  maintained  these  thoughts  go  "far 

beyond"  the  station  shortage.  Rep.  Keating 
followed  up  with  a  blunt  query:  Should  the 

PROBE  IN  HIGH  GEAR 

REP.  CELLER 

Justice  Dept.  force  the  networks  to  give  up  their 
film  subsidiaries? 

To  this,  Mr.  Cohn  answered  no.  He  noted 
that  the  analogy  drawn  in  the  presentation  to 
FCC  on  what  action  the  Justice  Dept.  took  in 
splitting  up  the  production  and  exhibition  of 
theatrical  film  was  meant  to  show  only  how 

another  and  "related"  industry  problem  was 
solved.  He  said  the  motion  picture  split  was 
mentioned  only  for  background  and  as  an 

"approach." Mr.  Celler  pursued  the  issue  by  pointing  to 
portions  of  the  ATFD  presentation  which  noted 
that  networks  could  be  required  to  divest  them- 

selves of  program  control,  particularly  since 
there  is  a  conflict  of  interest  of  outside  program 

product  with  those  programs  in  which  the  net- 
works have  a  financial  interest. 

Mr.  Cohn  said  that  there  was  a  confusion  as 
to  what  ATFD  itself  proposed  and  what  had 
been  cited  as  being  advocated  by  others  to  cure 
the  problem.  The  latter  were  two:  complete 
abolition  of  network  option  time  and  the  re- 

quirement that  the  networks  divest  themselves 

of  program  control.  ATFD's  request,  however, 
he  said,  was  a  proposal  to  limit  the  number  of 
hours  a  station  can  accept  from  networks,  both 

option  and  non-option  (referring  to  "straddling" 
— wherein  a  network  program  takes  in  some 
option  and  then  runs  into  non-option  periods). 

At  this  point  on,  the  hearing  wrangled  over 
a  key  section  of  the  presentation  by  ATFD  to 
the  Barrow  committee,  which  read: 

"Using  its  power  to  approve  or  disapprove 
on  the  grounds  of  'public  interest,'  'good  pro- 

gramming' or  our  'concept  of  what  kind  of 

show  this  time  period  should  contain',  the  net- work can  and  does  refuse  to  accept  the  program 

of  the  independent,  usually  at  the  same  time 
stating  its  willingness  to  accept  another  show  in 
which,  by  a  strange  coincidence,  it  has  a  profit 

participation." 
Committee  counsel  referred  to  correspond- 

ence it  had  taken  from  Screen  Gems  files  outlin- 
ing failure  of  the  film  company  to  have  a  series, 

You  Can't  Take  It  With  You,  placed  on  CBS 
although  Carter  Products  and  its  agency  (Sulli- 

van, Stauffer,  Colwell  &  Bayles)  had  approved 
it.  Carter  had  been  sponsoring  Meet  Millie  on 
Tuesday  nights.  CBS,  it  was  charged,  notified 
SSC&B  that  it  planned  to  place  Joe  and  Mabel 
(A  CBS-commissioned  film  series)  in  that  slot 
for  Carter  sponsorship.  Mentioned  was  cor- 

respondence said  to  involve  J.  L.  Van  Volken- 
burg,  CBS-TV  president,  Hubbell  Robinson  Jr., 
CBS'  program  vice  president,  and  Frank  Stan- 

ton, CBS  president.  It  was  alleged  that  CBS 
forced  the  dumping  of  Take  It;  Carter  accepted 
Joe  and  Mabel,  then  Joe  and  Mabel  was  tossed 
out,  and  finally  Carter  was  obliged  to  place 
Meet  Millie  in  the  time  slot. 

Chairman  Celler  and  Mr.  Maletz  set  off  flares 

by  insisting  that  the  subcommittee's  subpoena duces  tecum  (order  to  produce  all  records) 

failed  to  uncover  enough  documents  to  substan- 

tiate a  statement  in  ATFD's  charge  to  the  FCC 
that  there  were  "many  instances"  to  back  up  its 
assertion  of  networks  discriminating  against 
their  product  in  favor  of  their  own  show  in 
which  often  they  have  a  share  in  the  profits. 
Mr.  Celler  then  demanded  additional  papers  be 
presented  to  the  subcommittee  after  the  noon 
recess.  The  afternoon  session — not  attended  by 
Rep.  Rodino— was  interrupted  near  the  outset 

by  Chairman  Celler's  inquiry  whether  the  film 
group  had  delivered  the  additional  records  re- 

quested. Mr.  Plotkin  reiterated  that  all  perti- 
nent documents  had  been  made  available  earlier 

to  committee  counsel  and  that  copies  of  all 
those  designated  by  counsel  had  been  supplied. 

As  questioning  of  Mr.  Cohn  resumed,  he 
conceded  it  is  "true"  that  networks  sometimes 

seek  rights  to  independent  producers'  proposed 
programs  and  that  often  no  agreement  is 
reached  because  of  conditions  sought  by  the  net- 

work— participation  in  profits  on  the  program; 
right  to  approve  script,  talent,  director;  rights 
to  subsequent  distribution  of  the  program  etc. 

Such  negotiations,  however,  are  -business  mat- 
ters involving  "give  and  take,"  Mr.  Cohn  said, 

with  each  side  out  to  get  the  best  terms  it  can. 

He  declined  to  say  that  networks  "demand"  a 
share  of  the  profits  as  a  condition  of  putting  an 

independent  producers'  program  on  the  air. 
They  usually  tried,  he  said,  "but  so  would  we 
or  anybody  else."  When  distributors  or  pro- 

ducers have  the  upper  hand  in  network  nego- 
tiations, "we  turn  the  screws,"  he  asserted. 

Did  networks  pay  production  costs  in  all 
cases  where  they  got  profit-sharing  rights  in 
connection  with  independently  produced  pro- 

grams? Mr.  Cohn  said  that  in  each  such  case 
the  network  has  paid  a  fixed  sum,  and  that  if 
the  producer  could  turn  out  the  program  for 

that  sum,  "then  the  answer  is  yes." 
He  wouldn't  say  that  these  payments  by  the 

networks  amount  to  a  "subterfuge"  by  which 
networks  acquired  profit-sharing.  Perhaps,  he 
said,  the  networks  consider  such  payments,  for 

films  not  yet  produced,  to  be  "risk  capital." At  another  point  the  ATFD  document  was 

quoted  as  saying  producers  were  "pressured" 
to  give  the  networks  distribution  rights  to  prod- 

ucts sought  by  the  networks.  Mr.  Cohn  agreed 

with  the  statement  but  said  "this  doesn't  mean 
we  succumbed  to  pressure."  Pressure,  he  added, 
is  a  part  of  business  negotiations. 

The  committee  wanted  to  know  whether  Mr. 
Continues  to  page  67 
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ADVERTISERS  &  AGENCIES 

INDUSTRY  ASSAILS  FREE  TIME 

AT  SENATE  ELECTIONS  PROBE 

•  NBC,  CBS,  ABC,  NARTB  also  indict  Sec.  315 

®  Report  $2.1  million  political  time  optioned 

•  Politicos  Hall,  Butler  differ  on  gratis  periods 

THE  three  radio-tv  networks  and  NARTB  last 
week  emphatically  denounced  a  suggestion  that 
they  be  required  by  government  fiat  to  give  free 
broadcast  time  to  political  candidates.  They 
also  told  the  Senate  Elections  Subcommittee 

headed  by  Sen.  Albert  Gore  (D-Tenn.)  that 
broadcasters  are  strapped  during  election  years 
by  Sec.  315  of  the  Communications  Act  and 
asked,  that  it  be  amended  if  not  repealed. 

Testifying  Tuesday  before  the  three-man 
Senate  .group  were  NBC  Treasurer  Joseph  A. 

McDonald,  also  head  of  the  network's  Politi- 
cal Broadcast  Unit;  CBS  Vice  President  Richard 

S.  Salant;  ABC  Vice  President  Ernest  Lee 
Jahncke,  assistant  to  the  president  and  head 

of  ABC's  Political  Broadcast  Unit,  and  NARTB 
President  Harold  E.  Fellows. 

They  were  joined  in  their  objections  to  free 

time  proposals  by  Republican  National  Chair- 
man Leonard  Hall,  who  testified  Monday  that 

such  a  law  would  start  a  "chain  reaction"  that 
might  extend  equivalent  demands  to  other 
facilities  used  by  candidates  in  campaigning, 
such  as  newspapers  and  other  media,  railroads 
and  airlines.  The  equal  time  provisions  of  Sec. 
315  would  cause  countless  minority  parties  to 

spring  up  and  eventually  destroy  the  two-party 
system,  Mr.  Hall  declared. 

Mr.  Hall's  opposite  number,  Democratic  Na- 
tional Chairman  Paul  Butler,  who  preceded  the 

GOP   chairman   during   Monday's  testimony, 

reiterated  his  past  position  that  tv  networks 
should  be  required  to  make  free  time  available 
to  candidates  as  a  public  service  in  return  for 

"the  public  license  they  receive." 
The  networks  submitted  information  on 

broadcast  time  under  contract  or  commitment 

to  the  political  parties  while  five  national  politi- 
cal committees  furnished  figures  on  their  re- 

spective finances  as  of  Sept.  1  (see  story,  page 

44).  Sen.  Gore  has  announced  that  the  Sen- 
ate group  will  conduct  a  running  account  of 

political  campaign  contributions  and  spending, 
rather  than  the  customary  investigation  after 
the  elections.    Next  accounting  is  due  Oct.  1. 

The  political  committees,  the  networks  and 
NARTB  were  asked  if  they  could  supply  simi- 

lar reports  every  "week  or  10  days."  Although 
all  the  political  committees  and  the  networks 
thought  this  possible,  NARTB  President  Fellows 
expressed  his  doubts  about  the  possibility  of 
securing  information  on  a  regular  and  frequent 
basis  from  individual  stations. 

Among  other  witnesses,  besides  the  network 
executive  and  Messrs.  Hall  and  Butler,  were 

Jack  Kroll  and  James  L.  McDevitt,  co-direc- 
tors of  the  AFL-CIO  Political  Education  Com- 

mittee; Gen.  John  R.  Kilpatrick,  chairman, 
Citizens  for  Eisenhower,  and  Archibald  Alex- 

ander, chairman,  Volunteers  for  Stevenson. 

Also  testifying  was  John  Hay  Whitney,  chair- 
man of  United  Republican  Finance  Committee 

of  New  York,  a  fund-raising  group  which  so- 
licits funds  for  GOP  campaigns  from  eight 

counties  in  metropolitan  New  York.  Mr.  Whit- 
ney is  senior  partner  in  J.  H.  Whitney  &  Co., 

which  holds  several  broadcast  properties. 
The  Senate  group  resumes  its  hearings  Oct. 

8,  when  MBS  will  be  asked  to  testify  on  time 
under  contract  to  political  groups.  Other  mem- 

bers of  the  three-man  subcommittee  and  pres- 
ent at  the  two-day  session  were  Sens.  Mike 

Mansfield  (D-Mont.)  and  Carl  T.  Curtis  (R- 
Neb.).  Sen.  William  Jenner  (R-Ind.),  chair- 

man of  the  subcommittee  in  the  83rd  (GOP- 
controlled)  Congress,  attended  the  Tuesday 
session. 

All  three  networks  pointed  to  their  coopera- 
tion in  helping  political  parties  reduce  pre- 

emption costs  of  radio-tv  time  by  reserving 
specific  periods  as  far  as  a  year  in  advance 
of  its  use,  and  to  their  agreement  with  the 
parties  to  make  five-minute  periods  available 

by  shortening  regular  one-hour  and  half-hour 
network  programs,  at  one-sixth  of  the  half- 
hour  rate,  according  to  proposals  first  made 
on  behalf  of  the  Democrats. 

This  year,  contrary  to  the  practice  in  past 

campaign  years,  none  of  the  networks  are  pay- 
ing agencies  their  15%  commission  for  pre- 

empted shows,  they  testified.  As  Mr.  Salant 
explained:  (1)  the  agency  receives  no  services, 
loses  nothing;  (2)  the  agency  still  has  the 

advertiser's  budget  for  the  pre-empted  program 
and  can  place  it  on  any  other  show  or  in 

other  media  and  still  get  its  15%,  and  (3)  "we 
think  it  is  desirable  to  keep  costs  down  to  a 
minimum"  for  the  political  parties. 

Mr.  McDonald,  leading  off  for  broadcasters, 

said  that  because  of  NBC's  foresight,  pre-emp- 
tion costs  for  time  presently  under  NBC  contract 

will  not  be  more  than  $50,000,  compared  to 

a  total  of  $175,000  in  1952.  NBC's  proposal 
for  1 -minute  and  Wi  -minute  political  spots  on 
participating  programs  does  not  seem  to  have 

JWT  EXECUTIVE  CHARGED  WITH  ASKING  EMPLOYES 

FOR  CONTRIBUTIONS  TO  EISENHOWER  CAMPAIGN 

HENRY  C.  FLOWER,  a  vice  chairman  of 
J.  Walter  Thompson  Co.,  New  York,  was 
identified  in  widely  circulated  news  re- 

ports following  a  story  that  broke  in  a  June 
issue  of  The  Reporter  magazine  of  an  agen- 

cy executive  who  had  purportedly  solicited 
funds  for  the  Eisenhower  campaign  from  his 
employes  (see  main  story  above). 

Reached  in  New  York  late  last  week,  Mr. 
Flower  had  no  comment  to  make  on  Dem- 

ocratic National  Chairman  Paul  M.  Butler's assertion  before  a 
Senate  group  nor 

on  a  later  state- 

ment by  a  spokes- 
man for  the  Na- 

tional Committee 
that  Mr.  Flower 
was  the  author  of 
the  letter  to 
which  Mr.  Butler 
referred.  At  the 
same  time,  Mr. 
Flower  released 
to  B«T  what  he 
indicated  was  the 
"final"  letter MR.  FLOWER 

mailed  to  agency  employes  at  their  home 
addresses.  Mr.  Flower  is  chairman  of  the 

advertising  division  of  the  United  Repub- 
lican Finance  Committee.  The  letter  fol- 

lows: 

"The  right  to  choose  a  president,  and  to 

decide  which  party  shall  have  the  respon- 
sibility for  governing  our  country,  must  ob- 
viously be  fully  exercised  if  we  are  to  pre- 

serve our  democracy.  We  must  know  the 
issues  involved — make  a  critical  appraisal 
of  candidates — go  to  the  polls — and  vote. 

"I  am  convinced,  also,  that  each  of  us 
has  a  further  responsibility:  to  help  make  it 
possible  for  the  candidate  of  our  choice  to 
present  his  case  (and  explain  the  principles 
for  which  his  party  stands)  to  all  the  peo- 

ple of  this  country.  Like  everything  else,  po- 
litical campaigns  involve  increasingly  large 

sums  of  money. 

"The  time  has  long  since  passed  when 
we  can  leave  the  responsibility  for  financial 
support  to  a  few  rich  individuals.  We  must 
broaden  the  base  of  our  giving — if  we  are  to 
preserve  our  two-party  system. 

"The  next  four  years  may  well  be  crucial. 
I  am  personally  convinced  that  the  prog- 

ress we've  made  during  the  last  four  can 
only  be  preserved  in  an  atmosphere  of 
business  confidence.  Therefore,  my  choice  of 
candidates  is  President  Eisenhower. 

"His  doctors  assure  us  that  he  is  equal 
to  the  burdens  and  responsibilities  of  office. 
He  has  told  us  that  he  is  willing  to  con- 

tinue his  efforts  in  our  country's  behalf,  if 
that  is  our  will.  But  his  election  is  by  no 
means  assured. 

"The  Democrats  (in  the  population  as  a 
whole)  outnumber  the  Republicans  4  to  3. 

Eisenhower's  courageous  stand  on  the  farm 
bill  may  well  cost  him  votes  in  normally- 
Republican  strongholds.  Three-quarters  of 
the  normally-independent  votes  are  going 
to  have  to  be  persuaded — if  Eisenhower  is 
to  be  re-elected. 

"It  is  for  this  reason  that  I  have  accepted 
the  responsibility  for  raising  money  for 
the  Republican  Party. 

"In  deciding  on  how  much  you  should 
give,  I  think  you  would  be  interested  in  an 
article  in  the  May  issue  of  Fortune,  en- 

titled, 'How  to  Give  Money  to  Politicians.' 
As  this  article  suggests,  1%  of  your  in- 

come would  not  be  "out  of  line."  But  please 
give  whatever  you  feel  is  right.  I  am 

naturally  in  hopes  that  we  can  set  the  stand- 
ard for  our  profession — not  only  in  total 

amount  but  in  number  of  contributors. 

"Sincerely, 

Henry  C.  Flower  Jr.,  Chairman 
Advertising  Division 
United  Republican  Finance 
Committee 

"P.S.:  If  you  want  to  make  a  contribution  to 
the  Republican  Party,  a  pledge  slip  is  at- 

tached. You  may  pay  it  in  installments  if 

you  prefer.  I  cannot  guarantee  you  won't 
be  approached  by  committees  from  other 
states,  but  you  are  authorized  to  say  to  them 
that  you  have  made  your  entire  contribution 

through  the  advertising  profession." 
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aroused  much  interest  up  to  now,  but  may 
do  so  later,  he  said. 

The  NBC  executive  said  his  network,  as 
others,  requires  payment  for  time  48  hours  in 
advance;  that  NBC  has  signed  a  blanket  con- 

tract with  the  Democratic  National  Commit- 

tee authorizing  the  DNC's  agency,  Norman, 
Craig  &  Kummel,  to  order  the  reserved  time. 
The  time  periods  have  been  worked  out  with 
the  Republican  National  Committee,  but  no 

contract  has  yet  been  signed,  he  said.  Mr.  Mc- 
Donald felt  sure  there  will  be  more  daytime 

political  broadcasting  done,  although  the  time 
now  under  contract  is  for  evening  periods. 

Asked  by  Sen.  Mansfield  of  his  feeling  on 
the  question  of  government-mandated  free  time 
for  candidates,  Mr.  McDonald  said  such  a  plan 

is  "fundamentally  unsound";  that  NBC  is  a 
"private  business"  and  this  would  amount  to 
"expropriation  of  our  property."  There  is  ac- 

tually no  "free"  time,  he  said,  noting  that  NBC 
has  to  pay  for  line  charges,  equipment  and  rent. 
Asserting  that  no  similar  demands  are  made 
on  transportation  companies  and  on  newspapers, 

he  said  free  radio-tv  time  would  "amount  to 

a  subsidization  on  all  fronts."  Discussing  net- 
work coverage  of  the  conventions,  he  said  the 

political  events  should  be  "streamlined."  He 
quoted  NBC  President  Robert  W.  Sarnoff  as 
saying  NBC  lost  over  $1  million  in  covering 
the  1956  conventions. 

Mr.  McDonald  felt  sure  more  money  would 

be  spent  in  radio-tv  in  the  1956  election  cam- 
paigns than  the  $6  million  estimated  in  1952. 

A  "wild  guess"  would  be  33-50%  more,  he 
said.  He  felt  sure  politicians  are  going  to 
realize  the  value  of  radio  as  the  campaign 
wears  on,  and  buy  more  radio  time. 
The  NBC  executive  estimated  NBC-TV 

production  costs,  in  addition  to  time  and  pre- 

emption charges,  would  run  "up  to  $14,000" 
for  a  half-hour  program,  depending  on  the 
kind  of  presentation  wanted  and  the  originat- 

ing source. 
He  estimated  the  $410,000  worth  of  time 

under  contract  to  the  Democrats  would  be  in- 
creased by  up  to  $40,000  in  production  charges 

and  $2,000  in  pre-emption  costs,  for  a  total 
of  more  than  $450,000. 

Republican  pre-emption  costs  will  be  higher, 
a  total  of  some  $42,000  based  on  the  $475,000 
worth  of  time  under  contract  at  present,  be- 

cause some  of  the  time  was  ordered  late.  With 

production  charges  of  about  $55,000,  the  to- 
tal for  time  presently  under  contract  may  cost 

about  $575,000,  he  said. 
Mr.  Salant  said  CBS  losses  will  be  over  $1 

million  for  its  convention  coverage. 
CBS  has  orders  from  both  the  RNC  and 

DNC,  but  has  signed  no  contracts  yet,  he  said. 
Mr.  Salant  criticized  Sec.  315  of  the  Com- 

munications Act:  "It  has  severely  limited 
broadcasters  in  carrying  and  broadcasting 
without  charge  face-to-face  appearances  of 
candidates,  because  each  time  we  carry  Presi- 

dent Eisenhower  or  Governor  Stevenson,  for 

example,  we  subject  ourselves  to  the  legal  re- 
quirement of  giving  equivalent  time  to  every 

other  candidate  for  President."  He  noted  there 
were  18  parties  with  candidates  in  1952  and 
there  is  likely  to  be  a  large  number  in  1956. 
CBS,  as  ABC  and  NBC,  has  given  or  sched- 

uled time  to  candidates  of  some  minority  parties 
for  time  equal  to  that  given  to  the  Stevenson- 
Kefauver  and  Eisenhower-Nixon  acceptance 
speeches  during  the  conventions,  running  about 
an  hour  in  each  case,  Mr.  Salant  said. 

The  CBS  executive  said  the  network's  politi- 
cal presentations  are  not  slanted  or  biased  to 

the  extent  that  "human  frailty"  can  be  depended 
upon  to  avoid  such  presentations.  "We  have 
no  commentators,"  he  said,  continuing  that 
"ours  are  newsmen"  who  "cannot  express  their 
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p.m.  Oct.  23  and  11-11:30  p.m.  Nov.  23, 
both  by  Democrats). 

own  views. 

He  noted  that  CBS-TV  carried  short  an- 
nouncements by  President  Eisenhower  recently 

as  public  service  speeches:  one  on  the  Ed  Sul- 
livan Show  kicking  off  the  Community  Chest 

drive  and  the  other  about  civil  defense  on  a 

regular  news  program.  CBS  consulted  with 
the  FCC  but  could  get  no  definite  assurance 
of  whether  equal  time  must  be  given  to  other 
presidential  candidates,  he  said. 

Mr.  Salant  said  the  GOP  will  have  to  pay 

$17,000  in  pre-emption  charges  for  a  half-hour 
ordered  the  week  before  (Sept.  6)  for  Sept. 

19  on  CBS-TV. 
He  said  BBDO  is  the  only  agency  which 

still  insists  that  it  get  its  15%  commission  for 

time  periods  pre-empted  by  political  programs, 
but  that  CBS  is  trying  to  convince  the  agency 
otherwise. 

Mr.  Salant,  as  well  as  ABC  and  NBC  rep- 

resentatives, said  his  network  would  be  glad 
to  cooperate  in  furnishing  the  subcommittee 
information  on  time  under  contract  to  political 

parties  on  a  weekly  or  10-day  basis  through- 
out the  rest  of  the  campaign. 

Mr.  Jahncke  said  ABC  estimates  it  lost  more 

than  a  half-million  dollars  in  covering  the  con- ventions. 

Asked  whether  ABC  had  calculated  the  bene- 
fits to  networks  in  goodwill  and  public  rela- 

tions in  covering  the  conventions  as  compared 
to  the  detriment  which  might  have  resulted 
had  they  not  covered  the  conventions,  Mr. 
Jahncke  said  ABC  had  not,  but,  he  added,  many 
people  unfortunately  were  just  not  interested 
in  viewing  the  conventions  and  that  in  cities 
where  other  stations  carried  ball  games  and 
other  non-political  programs  the  ABC  affiliate 
lost  audience  during  the  two  convention  weeks. 

Sen.  Gore  said  he  did  not  feel  tv  network 

Broadcasting    •  Telecasting September  17.  1956    •    Page  43 



ADVERTISERS  &  AGENCIES 

THESE  network  executives  last  week  toted  up  radio-tv  political  time  under  option  to 

political  parties,  then  lambasted  "free  time"  proposals  and  Sec.  315  of  Communica- 
tions Act.  L.  to  r.,  Ernest  Lee  Jahncke,  of  ABC,  Richard  S.  Salant,  of  CBS,  and 

Joseph  A.  McDonald,  NBC. 

coverage  of  the  conventions  was  "actuated  en- 

tirely by  charitable,  eleemosynary  motives." 
Mr.  Jahncke  replied  that  ABC  covered  the 

conventions  as  a  part  of  its  public  service. 

A  lively  exchange  followed  a  part  of  Mr. 

Jahncke's  statement  in  which  he  said  a  "statu- 

tory requirement"  to  give  free  time  to  political 
candidates  would  "be  a  form  of  forcing  net- 

works to  make  political  contributions  or  would 
impose  a  discriminatory  tax  on  networks  and 

stations." Sen.  Gore  asked  if  free  time  might  not  be 

made  a  "condition"  to  a  licensee's  use  of  the 
"people's  wavelengths." 

Mr.  Jahncke  said  broadcasters  would  be  dis- 
criminated against  because  no  similar  demands 

are  made  on  newspapers,  which  have  second 
class  mailing  privileges,  and  on  airlines,  which 
have  mail  contracts. 

Nevertheless,  said  Sen.  Gore,  "I  couldn't 
let  you  treat  as  a  discriminatory  tax  a  condi- 

tion the  government  might  attach  to  the  grant 

of  a  license." 
Mr.  Jahncke  said  the  tv  networks  operated 

at  a  loss  for  "quite  a  few  years"  and  that  many 
stations  still  operate  in  the  red.  Television  is 

not  a  "fabulous  gold  mine,"  he  said,  although 
now  it  is  a  "reasonably  profitable"  business. 
If  it  had  not  been  profitable,  he  said,  ABC 

wouldn't  have  been  in  position  to  give  full 
coverage  to  the  two  political  conventions,  and 
if  ABC  were  forced  to  give  away  free  time 

the  network  would  be  "seriously  impaired"  in 
its  ability  to  cover  the  conventions.  There 
must  be  a  profit  in  tv,  he  said,  or  the  alterna- 

tive is  for  the  government  to  take  over  broad- 

casting, which  is  "anathema  to  us  all." 
Mr.  Jahncke  said  ABC  filed  statements  last 

February  before  the  House  Transportation  & 
Communications  Subcommittee  saying  the  net- 

work did  not  favor  amendment  of  Sec.  315 
because  minority  rights  should  be  protected. 

Now,  he  said,  ABC  is  not  so  sure.  It  can  be 
argued  he  said,  that  Sec.  315  tends  to  restrict 
access  to  cameras  and  microphones  and  can 
be  improved  by  an  amendment  freeing  these 

restrictions,  but  "unless  Congress  is  ready  to eliminate  the  possibility  of  any  further  change 
in  our  political  system  and  to  set  up  a  per- 

manent bar  to  more  than  two  political  parties, 
minority  interests  are  entilted  to  some  pro- 

tection." 
To  sum  it  up,  he  said,  ABC  does  not  ad- 

vocate repeal  of  Sec.  315,  but  has  no  objec- 

tion to  its  repeal.  Citing  ABC's  political 
broadcast  policies,  he  said  the  network's  policy 
wouldn't  be  affected  in  any  case. 

Sen.  Mansfield  expressed  his  concern  with 
the  difficulties  presented  by  Sec.  315  in  re- 

quiring that  candidates  of  all  parties  receive 
the  same  opportunities  as  those  of  the  two 
major  parties.  He  said  he  hoped   the  sub- 
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committee  would  "go  into  equal  time"  and 
make  recommendations  to  the  Senate  Com- 

merce Committee  to  "ameliorate"  the  pres- ent difficulties. 

Mr.  Fellows  said  NARTB  would  be  glad 

to  cooperate  in  making  a  study  of  radio-tv 
costs  for  the  campaign,  pointing  out  that  the 
association  mailed  questionnaires  to  all  ra- 

dio-tv stations  Oct.  30,  1952,  and  received  re- 
plies from  100%  of  tv  stations  and  85.5% 

of  radio  outlets  by  Nov.  24,  1952,  showing  a 

total  of  $6,062,378.05  spent  nationally  and  lo- 
cally (A  Brooking  Institute  survey  showed 

$3.6  million  in  radio-tv  network  buys  and  $2.4 
million  in  time  from  local  stations.) 

But  when  asked  by  Sen.  Gore  if  the  infor- 
mation could  be  supplied  weekly  or  every 

10  days  throughout  the  campaign,  Mr.  Fel- 
lows said  he  didn't  think  it  would  be  possible 

to  get  the  information  on  this  basis  because 

most  of  the  local  time  purchases  "pile  up" 
during  the  last  two  to  three  weeks  of  the 
campaign.  He  indicated  such  regular  reports 
would  lead  to  confusion. 

He  inquired  if  the  subcommittee  would  ask 
newspapers  for  the  same  information  on  the 
amount  of  space  bought  for  political  purposes. 

He  said  that  in  his  opinion,  if  newspapers  re- 

ceived such  a  request,  they  would  "rear  up" 
through  their  trade  association  and  there 

would  be  a  "fight."  He  said  NARTB  would 
cooperate  in  any  way  the  Senate  group  de- 

sired, but  it  is  "not  going  to  be  easy  to  get  a 
running  account"  from  individual  stations. 

John  Moore,  special  counsel  for  the  Senate 
group,  told  B«T  Wednesday  that  NARTB  and 
the  subcommittee  staff  will  confer  on  whether 

to  attempt  to  get  regular  reports  on  time 

purchased  from  stations.  He  said  the  sub- 
committee intends  to  make  a  study  of  alleged 

institutional  newspaper  advertising  by  corpora- 
tions which  advocates  a  political  viewpoint, 

yet  is  claimed  as  tax-deductible. 
Mr.  Fellows  said  Sec.  315  places  the  broad- 

caster in  a  "legal  strait  jacket,"  and  that  the 
easy  solution  is  to  decide  "not  to  do  any 
political  broadcasting  [which  the  present  law 
permits].  This  obviously  is  not  consonant  with 

our  view  of  the  industry's  public  service  obliga- 
tions. However,  I  think  it  is  undisputed  that 

Sec.  315  does  prevent  the  public  from  receiv- 
ing full  coverage  of  the  news  forum  and 

panel  shows  involving  candidates,  and  all  the 

campaign  messages  of  the  major  parties." 
Mr.  Fellows  criticized  the  censorship  pro- 

visions of  Sec.  315,  under  which  a  broadcaster 

cannot  censor  a  candidate's  broadcast  speech, 
yet  may  be  held  liable  for  libel  and  slander 
under  state  laws.  Sen.  Mansfield  agreed  that 
this  provision  is  unfair  to  the  broadcaster. 
The  NARTB  president  said  the  record 

shows  broadcasters  have  been  fair  in  present- 

ing issues  not  covered  by  Sec.  315  (broad- 
casts by  supporters  of  a  candidate,  attacks 

made  against  him  by  non-candidates  and  ad- 
vertisements for  or  against  him)  and,  thus,  can 

be  trusted  to  maintain  balance  and  fairness 
where  candidates  themselves  are  concerned. 

Free  time  proposals,  he  said,  are  "not  only 
discriminatory  but  unrealistic,  unworkable 

and  unconstitutional."  He  asked  for  "com- 
plete elimination"  of  Sec.  315. 

Mr.  Butler  charged  Republicans  with  re- 
fusing to  cooperate  in  the  plan  of  Phillip  L. 

Graham,  publisher  of  the  Washington  Post 

&  Times  Herald  (WTOP-AM-FM-TV  Wash- 
ington), to  use  public  service  advertising  in  all 

media  (through  The  Advertising  Council)  to 
solicit  small  contributions  from  citizens  for 

the  party  of  their  choice.  The  Democratic  Na- 
tional Committee  also  has  advocated  legisla- 

tion calling  for  "free"  radio-tv  time  for  can- 
didates, he  said. 

The  Democratic  chairman  said  that  on  May 

22  this  year  "the  vice  president  of  a  large 
New  York  advertising  agency  solicited  funds 

by  mail  from  over  100  employes  of  his  agen- 

cy, on  the  basis  of  'what  it  might  mean  to 
you  personally  if  Eisenhower  were  not  re- 

elected.'" The  DNC  Thursday  told  B»T  the 
agency  referred  to  was  J.  Walter  Thompson 
Co.,  and  the  vice  president,  Henry  C.  Flower. 

PARTIES  HOLD  $2.1  MILLION 

OF  RADIO-TV  NETWORK  TIME 

THE  three  major  radio-tv  networks  told  a 
Senate  group  last  week  that  the  two  national 
political  committees  already  have  under  option 
or  contract  $2,179,630.20  in  radio  and  tv  time 
for  the  1956  political  campaigns. 

Testifying  before  the  Senate  Elections  Sub- 
committee (see  story  page  42),  executives  of 

NBC,  CBS  and  ABC  said  the  Republican  Na- 
tional Committee  and  the  Democratic  National 

Committee  have  signed  for  or  optioned  a  total 
of  29  hours  and  10  minutes  radio  and  tv  time 

(see  table).  These  are  straight  time  charges  and 

do  not  take  into  account  pre-emption  costs 
(which,  however,  are  expected  to  be  much 
lower  than  in  1952  because  of  early  orders) 
and  production  costs. 

Of  the  total,  television  time  purchases  out- 
stripped radio  buys  almost  20-to-l,  with  a 

total  of  $2,074,500  for  22  hours  and  45  minutes 
of  network  television  and  $105,130  for  6  hours 
and  25  minutes  of  network  radio  time. 

(Mutual,  which  did  not  testify  last  week,  said 

Friday  the  network  presently  has  only  two  half- 
hour  periods  under  contract,  both  to  the  Demo- 

crats—9-9:30  p.m.  Oct.  23  and  11-11:30  a.m. 
Nov.  3  on  the  full  network  at  a  total  cost  of 
about  $15,000.) 

There  will,  of  course,  be  additional  radio- 
tv  purchases  which  are  likely  to  cost  far  in 

excess  of  the  time  already  under  contract  be- 
cause of  increased  pre-emption  charges  for  less 

than  30  days  notice  to  the  agency  and  sponsor 
of  a  show  bumped  off  a  network  to  make  way 

for  a  political  presentation. 
Several  officials  of  political  committees  also 

testified  last  week  on  the  state  of  their  respective 

groups'  finances  and  their  plans  for  contribu- 
tions to  finance  the  campaigns  of  candidates 

of  one  or  the  other  of  the  two  parties. 

The  networks'  share  of  the  contracted  time 
ran  like  this:  NBC— a  total  of  $885,000  for  10 
hours  and  50  minutes  of  radio-tv  time  of  which 
$851,000  is  for  8  hours  and  50  minutes  of 
television  and  $34,000  for  2  hours  of  radio; 
CBS— total  of  $874,630.20  for  10  hours  and 
20  minutes  of  radio-tv  time,  including  $833,500 
for  7  hours  55  minutes  of  tv  and  $41,130  for 
2  hours  25  minutes  of  radio;  ABC  —  total 
$420,000  for  8  hours  of  radio-tv  time,  including 

Broadcasting    •  Telecasting 



May-June  PULSE  proved  it! 

July  ARB  proved  it! 

And  now  July-August  PU1SE 

once  again  gives  WXEX-TV: 

•More  1/4  hours  and  more 

top  shows  than  any  other 

Richmond  area  TV  station! 

Tom  Tinsley,  President  NBC   BASIC — CHANNEL   8        Irvin  G.  Abeloff,  Vice  Pres. 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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WORKING  PART 

FRANK  HEADLEY,  President 

DWIGHT  REED,  Vice  President 

FRANK  PELLEGRIN,  Vice  President 

PAUL  WEEKS,  Vice  President 

RADIO TELEVISION 

H-R  has  always  been  a  major  league  outfit.  The  mature 

working  partners  who  started  this  firm  were  all  seasoned 

professional  salesmen  in  the  field  of  radio  and  television. 

Every  man  we've  added  to  our  staff,  as  we  have  grown,  has 

reached  the  "majors"  before  we  take  him  on.  He  has  to  be  a 

"pro"  to  live  up  to  our  promise  to  "always  send  a  man  to 

do  a  man's  job."  This  major  league  thinking  also  applies 

to  the  stations  we  represent;  they're  in  there  pitching  too. 

Together  we  make  a  team  with  a  batting  average,  that  is 

consistently  among  the  highest  in  the  leagues. 

380  Madison  Ave. 
New  York  17,  N.  Y. 
Oxford  7-3120 

35  E.  Wacker  Drive 
Chicago  1 ,  Illinois 
RAndolph  6-6431 

6253  Hollywood  Boulevard 
Hollywood  28,  Calif. 
Hollywood  2-6453 

155  Montgomery  Street 
San  Francisco,  Calif. 
YUkon  2-5837 

415  Rio  Grande  Bldg. 
Dallas,  Texas 
Randolph  5149 

101  Marietta  Street  Building Atlanta,  Georgia 

Cypress  7797 

520  Lovett  Boulevard 
Room  No.  1  D Houston,  Texas 

Jackson  8-1601 
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BUTLER'S  FORECASTS 
SEN.  John  Marshall  Butler  (R-Md.), 
who  is  engaged  in  a  contest  for  re- 

election with  Democrat  George  P.  Ma- 
honey,  has  come  up  with  a  new  cam- 

paign gimmick.  He's  sponsoring  a  nightly 
weather  roundup  over  WTTG  (TV) 
Washington,  D.  C,  which  has  coverage  in 
its  neighboring  state. 

Leslie  G.  Arries  Jr.,  general  manager 

of  WTTG,  said,  "This  marks  the  first 
time  in  the  television  history  of  the 
Washington  area  that  a  candidate  for 
political  office  has  sponsored  a  program, 
other  than  a  political  talk,  to  present  his 

viewpoint  to  the  public." 
The  five  minute  program — Weather  at 

11:10 — will  be  aired  by  the  ch.  5  outlet 
Monday  through  Friday. 

$390,000  for  6  hours  of  tv  and  $30,000  for  2 
hours  of  radio. 

Broken  down  according  to  the  respective 
political  committee  purchases: 
GOP — $1,109,245  with  all  three  networks: 

$475,000  for  5  hours  20  minutes  on  NBC-TV; 
$472,750  for  4  hours  35  minutes  on  CBS-TV, 
$1,495.10  for  5  minutes  on  CBS  Radio; 
$160,000  for  1  hour  50  minutes  on  ABC-TV. 

Democrats — $1,070,385.10  with  all  three  net- 
works: $376,000  for  3  hours  30  minutes  on 

NBC-TV  and  $34,000  for  2  hours  on  NBC 
Radio;  $360,750  for  3  hours  20  minutes  on 
CBS-TV  and  $39,635.10  for  2  hours  20  minutes 
on  CBS  Radio;  $230,000  for  4  hours  10  minutes 
on  ABC-TV  and  $30,000  for  2  hours  on  ABC 
Radio. 

NBC  reported  agreements  with  the  GOP  for 
one  full  hour  period,  six  half-hours  and  16 
5-minute  periods,  all  on  television,  and  with 
the  Democrats  for  four  half-hours  on  both 

radio  and  tv  and  18  5-minute  tv  spots. 
CBS  agreements  with  Republicans  called  for 

one  full  hour,  five  half-hours  and  13  5-minute 
periods  on  tv  and  one  5-minute  period  on  radio. 
Democrats  agreed  to  four  half-hours,  one  quar- 

ter-hour and  13  5-minute  periods  on  television 
and  four  half-hours,  one  quarter-hour  and  one 
5-minute  period  on  CBS  Radio. 
The  ABC  agreements  with  the  Republican 

National  Committee  were  for  one  full  hour, 

one  half-hour  and  four  5-minute  periods  on 
television.  Democrats  optioned  four  half-hours 
and  26  5-minute  periods  on  television  and  four 
half-hours  on  ABC  Radio. 

All  the  networks  made  some  regional  or  local 
sales  for  national  or  state  and  local  candidates 
and  ABC  Radio  contracted  with  AFL-CIO  on 
behalf  of  the  International  Union  of  Machinists 

for  one  quarter-hour  national  hookup  for  Dem- 
ocratic presidential  nominee  Adlai  Stevenson 

(Sept.  6). 
The  NBC  regional  contract  was  with  the 

New  York  State  Democratic  Committee  for  the 

senatorial  campaign,  calling  for  an  eight-station 
television  hookup  from  7-7:30  p.m.  (NYT)  last 
Monday. 

CBS  reported  the  Liberal  Party  in  New  York 

ordered  "a  lineup  of  CBS  Radio  stations  in 
New  York  for  a  5  5-minute  broadcast"  last 
Tuesday  night. 

ABC  reported  these  orders  or  sales:  Tele- 
vision— Pennsylvania  State  Democratic  Com- 

mittee, 9:30-10  p.m.  last  Wednesday  on  six 
stations;  New  York  Democratic  State  Com- 

mittee, 10-10:15  p.m.  Aug.  2  on  six  stations; 
New  York  State  Stevenson  Committee,  9- 
9:30  p.m.  April  25  on  eight  stations;  Cali- 
fornians  for  Stevenson  &  Women  for  Steven- 

son, 10-10:15  p.m.  June  3  on  four  stations; 

Kefauver  for  President  Committee,  10:15-30 
p.m.  June  3  on  five  stations;  Labor  Volunteers 
for  Kefauver  Committee,  6:30-7  p.m.  June  4 
on  seven  stations;  Californians  for  Stevenson 
for  President  Committee,  6:30-7  p.m.  Feb.  4 
on  11  stations.  Radio — Democratic  State  Com- 

mittee of  New  York  (for  Gov.  Averell  Harri- 

man),  10:10-25  p.m.  Aug.  2  ("New  York  State 

only"). Financial  status  of  the  various  political 
groups  who  testified  before  the  Senate  sub- 

committee, as  of  Sept.  1. 
Democratic  National  Committee:  Cash  on 

hand,  $35,655.54;  unpaid  bills,  $49,000,  making 
a  $13,000-$  14,000  deficit,  according  to  Chair- 

man Paul  Butler.  Mr.  Butler  said  the  DNC 
received  $269,000  during  the  first  quarter  of 
this  year. 

Republican  National  Committee:  Cash  on 
hand,  $664,625— what  was  left  of  $1,754,142 
received  in  contributions  for  the  first  seven 
months  of  this  year,  according  to  Chairman 
Leonard  Hall. 

Democratic  Senatorial  Campaign  Committee: 
Cash  on  hand,  $26,541.  Received  in  addition 
$35,000  Sept.  6  from  proceeds  of  dinner  for 
Sen.  Walter  F.  George  (D-Ga.).  according  to 
written  report  by  Sen.  George  Smathers  (D- 
Fla.),  chairman. 

Republican  Senatorial  Campaign  Committee: 
Cash  on  hand,  $692,349,  with  anticipated  com- 

mitments of  $329,1  13  on  Sept.  1,  according  to 
written  report  by  Sen.  Andrew  Schoeppel  (R- 
Kan.)  chairman. 

National  Federation  of  Republican  Women: 
Cash  on  hand,  about  $30,000,  use  of  which  is 

not  restricted  to  "entirely  partisan"  purposes, 
according  to  Mrs.  Carroll  Kearns,  chairman. 

National  Volunteers  for  Stevenson-Kefauver: 
Cash  on  hand,  $29,000;  collected  $34,668  this 
year  and  has  spent  $5,518,  according  to  Archi- 

bald S.  Alexander,  director,  who  said  the  group 

hopes  to  help  pay  for  tv  time  for  the  Demo- 
cratic nominees. 

Citizens  for  Eisenhower:  Cash  on  hand,  $59,- 
706,  with  commitments  of  $44,000,  leaving 

"position"  at  $15,000.  John  R.  Kilpatrick, 
chairman,  said  the  group  collected  $414,000 

Hot-point  Plans  to  Stress 

Marketing  of  Tv  Color  Sets 

MARKETING  of  color  tv  sets  will  be  one  of 

Hotpoint  Co.'s  "priority  projects"  in  1957,  D. 
Edward  Weston  Jr.,  general  manager  of  its  tv 
receiver  department,  asserted  last  week. 

At  the  same  time  he  forecast  that  formation 

of  new  family  groups  and  "new  disposable  in- 
come" will  be  major  factors  in  stepping  up  sales 

for  black-and-white  units. 
While  tv  is  still  in  its  infancy,  Mr.  Weston 

pointed  out,  a  number  of  monochrome  tech- 
nological advances  have  been  made  which,  to- 

gether with  the  imminence  of  color,  are  ex- 
pected to  increase  tv  sales. 

Additionally,  Mr.  Weston  cited  growth  of 

the  second-set  tv  market  and  "intense  interest" 
in  portable  models,  plus  aggressive  manufac- 

turer-dealer advertising  campaigns.  He  reported 
Hotpoint,  which  introduced  its  first  tv  line  this 
past  summer,  is  enjoying  current  orders  and 

sales  "surpassing  all  original  expectations." 

Piel's,  Hamm's  Again  Voted 
Best  Liked  Tv  Commercials 

PIEL'S  AND  HAMM'S  beers  retained  their 
one  and  two  spots,  respectively,  gained  last 
May,  in  the  latest  Advertising  Research  Bureau 
survey  of  best  liked  commercials.    Both  are 

this  year  up  to  Sept.  5  and  spent  $385,000;  that 
it  expects  additional  contributions  of  $500,000 
to  $700,000,  or  a  total  of  approximately  $1 
million.  It  collected  $1,694,000  in  1952,  he said. 

AFL-CIO  Political  Education  Committee: 

Cash  on  hand,  $215,360  in  "voluntary  contribu- 
tions" to  be  used  for  political  purposes.  There 

is  another  $117,754  in  an  "educational  fund," 
which  is  used  to  educate  people  to  vote  and 
to  disseminate  the  voting  records  of  congress- 

men, among  other  things,  according  to  Jack 
Kroll  and  James  L.  McDevitt,  co-directors. 
Mr.  McDevitt  said  the  Political  Education 

Committee  "hopes"  to  collect  $1  million  for 
the  elections  campaign,  but  doubts  if  that  goal 
will  be  reached. 

United  Republican  Finance  Committee,  New 
York:  Cash  on  hand,  $90,554.  John  Hay 
Whitney,  chairman  of  the  GOP  fund-raising 
group  which  solicits  funds  in  an  eight-county 
area  in  metropolitan  New  York,  said  the  group 
has  raised  $683,559  this  year  and  disbursed 

$593,076.  He  said  the  unit  "hopes"  to  raise 
a  total  of  $1.5  to  $1.75  million.  Disburse- 

ments have  included  $21,355  to  Republican 
Congressional  Committee,  $104,688  to  Republi- 

can Senatorial  Committee,  $75,000  to  New 

York  State  Republican  Committee  and  $20,- 
044  to  Republican  National  Finance  Com- 
mittee. 

Ike  Plans  Indefinite 

PRESIDENT  EISENHOWER  may  expand  his 

campaign  itinerary  and  speech  schedule,  he  in- 
dicated Tuesday  at  a  news  conference.  Explain- 

ing that  a  large  number  of  invitations  to  speak 
and  suggestions  for  appearances  have  been  re- 

ceived, he  said  final  decisions  have  not  yet  been 
made.  Present  plans  call  for  five  or  six  major 

addresses,  with  as  many  as  three  of  them  orig- 
inating outside  Washington. 

At  his  Gettysburg,  Pa.,  GOP  rally  address 

Wednesday,  the  President  said  radio-tv  execu- 
tives have  promised  special  programming  and 

promotion  to  aid  the  voter  registration  drive. 

regional  advertisers  (New  York  for  Piels  and 
Hamms  in  Midwest).  Alka  Seltzer  moved  up 
from  sixth  to  third  place. 

Of  the  28  best  liked  commercials  in  the  lat- 
est survey,  16  also  were  on  the  list  last  May. 

The  top  28  and  their  rate  of  mention: 

%  of  Commercial 
Mentions 

Piel's  beer   7.7 
Hamm's  beer  6.0 
Alka  Seltzer   4.4 
Raid  insect  spray  4.1 
Dodge   3.6 
Ford  3.2 
Rheingold  beer   3.1 
L  &  M  2.1 
Revlon  1.6 
Pepsodent   1.6 
Gillette  1.5 
Tonette  1.4 
Camel   1.4 
Pamper  :  1.3 
General  Electric   1.2 
Snowdrift   1.2 
AC  spark  plug  1.2 
Mercury  1.2 
Ballantine  1.1 
Kraft  cottage  cheese  1.1 
Northern  tissue  1.1 
Toni   1.1 
Dr.  Pepper  1.0 
National  Bohemian   .  1.0 
Lucky  Strike   1.0 
Pabst   1.0 
Top  Value  stamps   1.0 
Valley  Dale  meats  1.0 
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FREY  TO  LEAVE  NBC 

DEC.  1  FOR  SSC&B 

GEORGE  H.  FREY,  NBC  vice  president  in 

charge  of  television  network  sales  and  asso- 
ciated with  NBC  since  its  inception  30  years 

ago,  will  move  to 
Sullivan,  Stauffer, 
Colwell    &  Bayles 
as  vice  president  in 
charge    of  network 
operations,  effective 
Dec.    1  [Closed 
Circuit,   Sept  10], 

the    agency  an- 
nounced last  week. 

Mr.  Frey  has  been 

Ht^lfe:.  t4^BBfite     in    radio-tv  
since 

Hk^T  WBBM     1924,  when  he  joined 

Hm  §MM     WEAF   New  York 

MR.  FREY  (°ow  WRCA>  ™h?D it  was  operated  by 
American  Telephone  &  Telegraph  Co.,  prior  to 
its  sale  to  RCA  in  1926.  He  started  as  a  stock 
clerk  in  the  engineering  department  and  after 
technical  training  at  RCA  Institute,  repaired  the 
radio  sets  of  clients  of  the  station  and  later  of 
the  network. 

While  he  was  repairing,  he  also  was  pro- 
moting the  young  medium— a  combination  job 

that  led  to  his  appointment  as  an  NBC  sales- 
man in  1929.  He  has  remained  in  sales  since 

that  time  and  has  been  credited  with  working 
on  virtually  every  account  the  network  has  had 
on  the  air.  Among  others,  he  represented  NBC 
in  the  negotiations  that  sold  Lever  Bros,  and 
Kraft  Foods  on  their  first  large-scale  use  of 
radio. 

Mr.  Frey  became  sales  service  manager  in 
1940;  manager  of  eastern  sales  in  1946;  di- 

rector of  sales  for  network  tv  in  1949;  a  vice 
president  in  1951,  and  vice  president  in  charge 
of  tv  network  sales  in  1954. 

Brophy  Named  Chairman 

Of  Nat'l  Advertising  Week 

THOMAS  D'ARCY  BROPHY,  chairman  of 
the  board  of  Kenyon  &  Eckhardt,  New  York, 
has  been  named  general  chairman  for  the  1957 
Advertising  Week,  it  was  announced  last  week 
by  Ben  R.  Donaldson,  director  of  institutional 

advertising  for  the  Ford  Motor  Co.  and  chair- 
man of  the  board  of  the  Advertising  Federa- 

tion of  America. 

Advertising  Week,  which  will  be  held  from 

Feb.  10-16,  is  sponsored  jointly  by  the  Adver- 
tising Federation  of  America  and  the  Adver- 
tising Assn.  of  the  West.  Eugene  McKim,  ad- 

vertising manager  of  Western  Farm  Life,  Den- 
ver, has  been  appointed  vice  chairman  of  the 

committee,  representing  AAW. 

In  1956,  according  to  AFA,  all  media  con- 
tributed nearly  $1  million  in  time  and  space  to 

the  event,  with  nearly  30  million  impressions 
estimated  from  the  week-long  celebration. 

Members  of  the  National  Advertising  Week 
committee  include,  among  others:  J.  L.  Van 
Volkenburg,  president  of  CBS-TV;  Robert  W. 
Sarnoff,  NBC  president;  Robert  E.  Kintner, 
ABC  president;  George  B.  Alarik,  BBDO,  Min- 

neapolis; C.  R.  Bramham,  WSM-TV  Nashville; 
Carleton  B.  Evans,  WKJG  Fort  Wayne;  Mary 
Furey,  KWK-AM-TV  St.  Louis;  Fred  J.  Haber- 
line,  advertising  manager,  H.  C.  Bohack  Co., 
Brooklyn;  Tony  La  Sala,  vice  president,  Geyer 
Adv.,  New  York;  Don  J.  Maggini,  vice  presi- 

dent, Kenyon  &  Eckhardt,  New  York;  Roger 
Pryor,  vice  president,  Foote,  Cone  &  Belding, 
New  York;  Richard  Scheidker,  vice  president, 

American  Assn.  of  Advertising  Agencies,  New 
York;  Allen  B.  Sikes,  field  director,  Bureau  of 
Advertising,  American  Newspaper  Publishers 
Assn.,  New  York;  Kevin  B.  Sweeney,  RAB, 
New  York,  and  John  D.  Yeck,  Yeck  &  Yeck 
Adv.,  Dayton. 

The  national  committee,  which  has  respon- 
sibility for  creating  the  campaign  material  for 

both  the  AFA  and  AAW  this  year,  will  meet 
under  the  directorship  of  Chairman  Brophy 
on  Sept.  28  at  the  Advertising  Club  of  New 
York. 

Kent  Uses  First  Spots 

To  Announce  Price  Cut 

P.  LORILLARD  Co.'s  Kent  cigarettes  is  turn- 
ing to  spot  tv  for  the  first  time  in  its  three-year 

history  in  order  to  report  a  four-cent  price  re- 
duction. The  reduction  was  announced  on  last 

night's  (Sunday)  The  $64,000  Challenge  on 
CBS-TV  (which  Lorillard  sponsors  with  Rev- 
Ion  Products  Inc.).  The  all-media  campaign 
kicks  off  today  (Monday)  with  a  mammoth  sat- 

uration drive  via  newspapers,  magazines,  radio 
and  television. 

Through  Young  &  Rubicam,  New  York, 
Kent  is  launching  a  five-week  tv  spot  campaign 
in  approximately  60  top  markets.  Coincident 
with  the  tv  spot  drive  will  be  an  18-market 
radio  push,  also  lasting  five  weeks.  An  agency 

spokesman,  while  declining  to  divulge  alloca- 

tions, said  broadcasting  will  get  "well  over  50% 

of  the  budget." Kent  is  the  second  filter-tip  cigarette  to  cut  its 

price  within  a  month's  time.  Earlier,  Philip 
Morris'  Parliament  instituted  a  five-cent  price 
reduction.  Kent's  cut  averaged  four  cents  a 
pack,  or  $1.80  per  thousand  cigarettes  whole- 

sale, and  applies  to  both  regular  and  king-size. 
Reason  for  the  price  reduction,  according  to 

Lorillard  President  Lewis  Gruber,  was  that  ex- 
tensive testing  in  West  Virginia  and  Wisconsin 

indicated  "that  Kent's  sales  volume  could  be 
lifted  sufficiently  on  a  nationwide  basis  by  a 

price  reduction  to  offset  the  reduced  profit." 
The  tv  film  commercials  also  give  the  reason 

for  the  price  cut  as  the  completion  of  an  ultra- 
modern new  Greensboro,  N.  C,  plant  whose 

"high-speed  machines  are  turning  out  thousands 
more  packs  per  hour  than  has  been  hitherto 

possible." American  Character  Doll 

Sets  Big  Pre-Yule  Tv  Push 

TELEVISION-CONSCIOUS  American  Char- 
acter Doll  Co.,  New  York,  which  earlier  this 

year  predicted  that  its  pre-Christmas  push  this 
year  would  account  for  its  heaviest  tv  spending 
to  date  [B»T,  May  28],  last  week  verified  this 

by  earmarking  "well  over  $300,000"  for  what 
was  said  will  be  the  longest  campaign  of  any 
toy  manufacturer  this  year. 

American  Character  Doll,  through  Webb 
Assoc.,  New  York,  will  invade  100  top  U.  S. 

markets  with  a  double-pronged  kiddies'  drive, 
utilizing  Associated  Artists  Productions'  "Pop- 
eye"  and  "Bugs  Bunny"  cartoon  packages  and 
specially-filmed  "tv  mats"  showing  its  latest 
line  of  dolls.  Starting  the  end  of  this  month, 
the  doll  company  will  place  the  AAP  cartoons 
on  a  tv  station  in  each  of  50  top  markets,  and 
simultaneously  will  unleash  spot  announcement 
drives  in  50  other  tv  markets,  in  which  stations 
are  still  being  lined  up. 

According  to  the  doll  company's  Advertising- 
Promotion  Manager  Bernard  J.  Schiff,  "this 
will  be  the  largest  spot  campaign  in  our  indus- 

try so  far  as  duration  goes." 

COLORCAsPBffl 

Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

CBS-TV 

Oct.  2  (9:30-10  p.m.)  Red  Skelton  Show, 
Pet  Milk  through  Gardner  &  S.  C.  John- 

son &  Son  through  Needham,  Louis  & 
Brorby  on  alternate  weeks  (also  Oct.  9, 
16,  23). 

Oct.  3  (8-9  p.m.)  Arthur  Godfrey  Show, 
participating  sponsors  (Also  Oct.  10,  17, 24,  31). 

Oct.  6  (9:30-11  p.m.)  Ford  Star  Jubilee, 
Ford  Motor  Co.  through  J.  Walter 
Thompson  Co. 

Oct.  11  (8:30-9:30  p.m.)  Climax,  Chrysler 
Corp.  through  McCann-Erickson  (also 
Oct.  25). 

Oct.  12  (3:30-4  p.m.)  Bob  Crosby  Show, 
participating  sponsors  (also  Oct.  19,  26). 

NBC-TV 

Sept.  17-21  (3-4  p.m.)  Matinee,  partici- 
pating sponsors  (also  Sept.  24-28,  Oct. 

1-5,  8-12,  15-19,  22-26,  29-31). 

Sept.  17  (8-9:30  p.m.)  Producer's  Show- 
case, "The  Lord  Don't  Play  Favorites," 

Ford  Motor  Co.  through  Kenyon  &  Eck- 
hardt and  RCA  through  Kenyon  &  Eck- 
hardt, Al  Paul  Lefton  &  Grey. 

Sept.  18  (8:30-9  p.m.)  Noah's  Ark,  Liggett 
&  Myers  through  McCann-Erickson  (also 
Sept.  25,  Oct.  2,  9,  23,  30). 

Sept.  19  (9-10  p.m.)  Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson  Co.  (also  Oct.  3,  10,  17, 
24,  31). 

Sept  20  (10-11  p.m.)  Lux  Video  Theatre, 
Lever   Bros.   Co.   through   J.  Walter 
Thompson  Co.  (also  Sept.  27,  Oct.  4, 
11,  18,  25). 

Sept.  22  (1-2  p.m.)  Warner  Bros.  Fashion 
Show,  Warner  Bros.  Co.  through  C.  J. 
LaRoche. 

Sept.  22  (10-11  p.m.)  Perry  Como  Show, 
participating  sponsors  (also  Sept.  22,  Oct. 
6,  13,  20,  27). 

Sept.  23  (4:30-5:30  p.m.)  Film:  Sound  of 
Fear,  sustaining. 

Sept.  24  (7:30-7:45  p.m.)  Golden  Touch 
of  Frankie  Carle  sustaining  (also  Oct.  1). 

Sept.  24-28  (7:45-8  p.m.)  NBC-TV  News 
Caravan,  various  sponsors  and  agencies. 

Sept.  26  (10-10:30  p.m.)  This  Is  Your 
Life,  Procter  &  Gamble  through  Benton 
&  Bowles. 

Sept.  28  (8-8:30  p.m.)  Truth  or  Conse- 
quences, Toni  Co.  through  North  Adv. 

and  P.  Lorillard  through  Lennen  & 
Newell. 

Sept.  29  (9-10:30  p.m.)  Saturday  Spectac- 

ular, "Esther  Williams'  Aqua-Spectacle," 
RCA  through  Kenyon  &  Eckhardt  and 
Oldsmobile  through  D.  P.  Brothers. 

Oct.  5  (9-10  p.m.)  Dinah  Shore  Show, 
Chevrolet  through  Campbell-Ewald. 
Oct.  7  (9-10  p.m.)  Goodyear  Playhouse, 
Goodyear  Tire  &  Rubber  Co.  through 
Young  &  Rubicam. 
[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B»T] 
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Where  else,  in  a  city  of  150,000,  do  you 
find  .  .  . 

.  .  .  more  commercial  air  travel  per 

capita  than  New  York  and 
Chicago. 

.  .  .  more  New  York  Stock  Exchange 

member  firm  branches  than  any 

city  in  the  Southeast. 

.  .  .  bank  debits  per  capita  exceed- 
ing those  of  Washington  and 

Baltimore. 

.  .  .  wholesale  volume  exceeding  Salt 

Lake  City  and  Tulsa. 

...  an  Auditorium-Coliseum  equal  to 
those  in  cities  of  a  half-million  or 

more,  operating  at  a  profit  during 

its  first  year. 

The  unique  character  of  the  Charlotte 
market  is  found  in  a  ring  of  satellite  cities, 

none  competitive  to  Charlotte  in  size,  each 

dependent  on  Charlotte  for  metropolitan 

services  they  cannot  themselves  provide. 

Speak  to  these  area-Charlotteans  with  the 
50,000  Watt  voice  they  understand  and  trust 

from  34  years  experience  .  .  .  WBT  Radio. 
Talk  with  WBT,  Charlotte,  or  CBS  Radio 

Spot  Sales  about  availabilities  TODAY! 

IE 

*  -PH. 

I 



Don  Belding  to  Run 

For  Mayor  of  L.  A. 

DON  BELDING,  director  and  chairman  of  the 
executive  committee  of  Foote,  Cone  &  Belding, 

Los  Angeles,  an- 
nounced last  week 

he  will  be  a  candi- 
date for  mayor  of 

Los  Angeles  in  the 
municipal  elections 
next  spring  and  will 
liquidate  his  stock 
interest  and  resign 

from  active  manage- 
ment of  the  agency 

Jan.  23,  1957. 
Mr.  Belding  made 

his  political  future 
known  on  the  eve  of 
a  business  trip  to 

South  America  and  just  a  few  days  after  the 
incumbent  Mayor  Norris  Poulson  announced 
he  will  not  seek  re-election.  Mr.  Belding  made 
his  decision  following  the  urging  of  friends  in 
the  Greater  Los  Angeles  area  who  asked  him  to 

forestall  his  retirement  plans  and  seek  the  high- 
est city  post.  He  presently  is  vice  president  of 

the  Los  Angeles  Airport  Commission. 
The  widely  known  agency  pioneer  announced 

he  will  open  his  campaign  in  November  after 
his  return  from  South  America  and  visits  to 
affiliated  FC&B  offices  in  seven  countries  there. 
Several  friends  are  reported  to  be  forming  a 
campaign  committee. 

Mr.  Belding  has  worked  in  Los  Angeles  for 

33  years  and  in  addition  to  his  broad  experi- 
ence with  FC&B  and  its  predecessor,  Lord  & 

Thomas,  he  has  been  active  in  both  national 
and  local  civic  affairs.  Under  President  Tru- 

man and  Secretary  of  Commerce  Sawyer,  he 
was  a  one-term  chairman  of  the  Small  Business 
Advisory  Committee  of  the  Commerce  Dept. 
Last  year,  President  Eisenhower  named  him  to 
the  National  Monument  Commission  and  he 
now  serves  as  vice  chairman. 

Mr.  Belding  is  a  founder  and  former  director 
of  the  Advertising  Council  and  is  a  founder 
and  present  chairman  of  the  board  of  the  Free- 

doms Foundation  at  Valley  Forge.  He  also 
has  served  as  chairman  of  the  advertising  indus- 

try's Joint  Committee  for  Improvement  of  Un- 
derstanding of  our  Economic  System  and  found- 

er and  trustee  of  the  Council  for  Advancement 
of  Secondary  Education. 
The  FC&B  executive  is  a  member  of  the 

public  relations  committee  of  the  National  Con- 
ference of  Christians  &  Jews  and  is  past  director 

of  both  the  Los  Angeles  Chamber  of  Com- 
merce and  the  Merchants  and  Manufacturers 

Assn.  Currently,  he  also  serves  as  civilian  aide 
to  the  Secretary  of  the  Army  and  is  vice  presi- 

dent of  the  Defense  Orientation  Conference 
Assn. 

SSC&B  Gets  3  Block  Accounts 

BLOCK  DRUG  Co.,  Jersey  City,  N.  J.,  last 
week  appointed  Sullivan,  Stauffer,  Colwell  & 
Bayles,  New  York,  as  its  agency  for  Nytol 
sleeping  powder,  Green  Mint  mouthwash  and 
Py-Co-Pay  toothbrushes.  SSC&B  had  been 
mentioned  as  tfye  likeliest  candidate — out  of  a 
handful  of  agencies — to  receive  the  bulk  of  the 
Block  account  following  its  departure  from 
Harry  B.  Cohen  Adv.,  New  York  [Closed 
Circuit,  Aug.  27].  Only  one  of  the  Block 
products  handled  by  Cohen — Amm-I-Dent 
toothpaste — is  as  yet  unassigned  to  a  new 
agency.  An  agency  spokesman  said  no  decision 
on  Amm-I-Dent  had  yet  been  reached.  Ac- 

count switch  is  effective  Oct.  1. 

MR.  BELDING 

COFFEE IN  WASHINGTON  TELEVISION 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index  Of  Broadcast  Advertisers  (Based  on  Broadcast  Advertisers  Reports' monitoring) 

NATIONAL  INDEX  (NETWORK) 

Hooper  Index 
Network     Total    "Commercial  of  Broadcast 

Rank        Product  &  Agency  Shows Stations 

Units" 

Advertisers 

T.    Sanka  Instant  (Young  &  Rubicam)  2 T 4 

82 

2.    Maxwell  House  (Benton  &  Bowles)  3 2 

4'/3 

71 

Instant  (2) 

(2) (3) 

49 

Regular  (1) (1) 
(T/3) 

22 

3.    Nescafe  (Bryan  Houston)  1 1 4 66 

4.    Borden  Instant  (Doherty,  Clifford, 
Steers  &  Shenfield)  1 1 

T/3 
23 

5.    Chase  &  Sanborn  Instant 

(Compton)  1 T 2 

15 

WASHINGTON  INDEX  (NETWORK  PLUS  SPOT) 

Hooper  Index 
Network Total 

"Commercial 

of  Broadcast 

Rank        Product  &  Agency  Shows Stations 

Units" 

Advertisers 

T. Maxwell  House  (Benton  &  Bowles)  3 3 3  T/3 

307 Instant  (2) (3) 
(30) 

294 

Regular  (1) 

0) 

(T/3) 

13 

2. Luzianne  (Walker  Saussy)  — 3 17 

57 

3. Sanka  Instant  (Young  &  Rubicam)  2 1 4 

53 

4. Nescafe  (Bryan  Houston)  1 1 4 

28 

5. Borden  Instant  (Doherty,  Clifford, 
Steers  &  Shenfield)  1 1 

T/3 
25 

6. 
Slim  Magic  — 

1 6 13 
7. 

Gill's  Hotel  Special  (Lindsey  &  Co.)  — 
1 3 9 

8. 

Chase  and  Sanborn  Instant 

(Compton)  1 1 2 5 

(P)  Participations,  as  distinguished  from  sponsorship. 

In  the  above  summary,  the  monitoring  occurred  the  week  ending  July  28,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper  Inc.,  Broad- 
cast Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary  is 

prepared  for  use  solely  by  Broadcasting  •  Telecasting.    No  reproduction  permitted. 

♦"Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcasting  Advertisers  Reports  Inc.  A  "commercial  unit"  is  denned  as  a  commercial  ex- posure of  more  than  10  seconds  but  usuaUy  not  more  than  one  minute  in  duration.  Four 
"commercial  units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for 
programs  of  other  lengths.  A  "station  identification"  equals  one-half  "commercial  unit." 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  Ameri- 
can Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case 

of  station  breaks,  the  average  of  the  ratings  for  the  preceding  and  following  time  periods  is 
used  wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normaUy  the  preceding. 

Lady  Esther  to  Use  Spots 

SPOT  broadcasting,  primarily  tv,  will  be  util- 
ized by  Lady  Esther  Div.  of  Chemway  Corp. 

in  21  major  markets,  probably  starting  some- 
time in  October,  it  was  reported  last  week. 

The  firm's  agency,  Dancer-Fitzgerald-Sample, 
is  currently  screening  availabilities  for  spots 

to  promote  Lady  Esther's  press  powder  compact 
and  comb  offer  announced  previously  [B»T, 
Sept.  10].  Media  plans  are  expected  to  be  final- 

ized in  the  next  two  weeks. 

Gardner  Rejoins  Thompson  Co. 

ED  GARDNER,  creator  and  star  of  the  Duffy's 
Tavern  series  of  radio  and  television,  has 
joined  J.  Walter  Thompson  Co.,  New  York, 

as  a  creative  member  of  the  television  depart- 
ment on  such  programs  as  Kraft  Television 

Theatre.  Before  launching  the  Tavern  series 
and  taking  on  the  role  of  Archie,  the  bartender, 

Mr.  Gardner  was  a  producer-director  with  the 

Thompson  agency  on  radio's  Burns  and  Allen Show  and  the  Rudy  Vallee  Hour. 
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In  Appreciation  of 

Dr.  Frank  Stanton's  10  Years 

As  President  of  CBS 

For  his  leadership,  his  fine  business  judgment,  his  confidence 

in  CBS  Radio— cornerstones  on  which  our  Association 

has  been  built  and  prospered. 
# 

For  his  genius,  courage,  integrity,  capacity  for  work 

and  unselfish  devotion  to  duty  which  have  earned  the  respect 

and  admiration  of  his  fellow  man  and  the  whole 

Broadcasting  industry. 

# 

For  the  sure  logic  and  courage  of  his  answers  when  responding 

to  major  industry  problems. 
# 

For  the  application  of  his  early  training  in  establishing 

realism  in  Radio  research. 

# 

For  his  keen  intellect  in  continuously  proposing 

and  vigorously  supporting  innovations  and  changes  for  the 

betterment  of  Broadcasting. 
# 

For  making  the  phrase  "Public  Interest,  Convenience  and 

Necessity"  the  ruling  tenet  of  his  business  life. 

Now  be  it  resolved  that  the  CBS  Radio  Affiliates, 

at  their  annual  Association  meeting,  express  their  affectionate 

esteem  to  Dr.  Frank  Stanton  for  his  many  great  contributions 

and  continuing  confidence  in  CBS  Radio  in  particular,  and  the 

great  art  of  Broadcasting  in  general. 

CBS  Radio  Affiliates  Association 

September  10,  1956 

WHIO,  DAYTON, 
now  completing  its  20th  year 

as  a  CBS  Radio  Affiliate, 

is  proud  to  participate  in  this 
tribute  to  a  former  Daytonian. 



Hutchins  Loses  Part 

Of  Philco  Account 

THE  Philco  Corp.  and  Hutchins  Adv.,  both 

Philadelphia,  will  terminate  a  21-year  associa- 
tion Jan.  1 — at  least  partly.  At  that  time,  Philco 

will  transfer  its  consumer  products  division 

(radios,  tv  sets,  air  conditioners,  electric  blank- 
ets, washers  and  dryers  and  refrigerator-freez- 

ers) to  an  agency  "to  be  announced  shortly." 
The  loss  of  the  consumer  products  division, 

accounting  for  "at  least"  an  estimated  $10  mil- 
lion billing,  will  leave  Hutchins  servicing  the 

Philco  national  telephone  directory  program, 
service  division  and  government  and  industrial 

division  accounts,  handled  through  the  agency's 
Rochester,  N.  Y.,  office.  Hutchins  Adv.  Co.  of 
Canada  Ltd.  in  Toronto  will  continue  to  service 
all  Philco  advertising  for  the  dominion. 

Philco  officials  would  not  comment  on  the 

shift.  It  was  understood  that  several  large  agen- 
cies in  New  York — among  them  Ruthrauff  & 

Ryan — had  been  vying  for  the  account. 
Philco  Corp.  has  been  an  active  broadcast 

media  user  so  far  as  "big  shows"  are  concerned 
this  past  year.  It  sponsored  radio-tv  convention 
coverage  on  ABC  for  about  $4  million  (also 
see  Buick  story,  this  page)  and  a  week  ago  Sun- 

day— as  it  has  done  for  the  past  few  years — 

sponsored  the  "Miss  America"  pageant  from 
Atlantic  City,  also  on  ABC-TV.  It  bowed  out  of 
regular  network  tv  last  year,  when  it  dropped 
Playhouse  on  NBC-TV. 

FC&B  Detroit  Office  Opens 

Sept.  26-27  for  Ford  Div. 

OFFICIAL  OPENING  of  its  Detroit  office,  set 

up  to  service  the  Ford  Motor  Co.  Special  Prod- 
ucts Div.  account,  has  been  scheduled  by  Foote, 

Cone  &  Belding  for  Sept.  26-27,  the  agency  an- 
nounced last  Wednesday.  When  fully-staffed, 

the  office  is  expected  to  operate  with  60-65 
people. 

Vice  President  Charles  Wilson  will  head  the 

new  office  with  Clyde  Rapp,  also  a  vice  presi- 
dent, as  associate  manager.  Robert  F.  Hussey, 

vice  president,  will  transfer  from  FC&B's  Chi- 
cago office  to  Detroit  as  media  account  execu- 

tive on  the  new  Ford  division. 

First  day  of  the  official  opening  will  be  de- 
voted to  station  representatives  and  the  press 

with  the  second  day  for  Ford  executives  and 

personnel.  The  office  is  located  in  Detroit's 
National  Bank  Bldg.  and  will  formulate  plans 

for  the  introduction  of  the  division's  new  auto- 
mobile in  the  fall  of  1957. 

Spot  Radio,  Tv  to  Publicize 

National  Automobile  Show 

ADVERTISING  campaign  using  spot  radio, 
spot  television  as  well  as  other  media  is  being 
planned  by  the  Automobile  Manufacturers 
Assn.  in  support  of  the  first  industry-wide  Na- 

tional Automobile  Show  in  16  years  being  held 

in  New  York's  Coliseum  Dec.  8-16. 
William  H.  McGaughey,  American  Motors 

vice  president  and  chairman  of  the  association's 
show  committee,  told  a  news  conference  last 
week  that  AM  A  has  appropriated  $100,000  for 
the  campaign.  Through  Cunningham  &  Walsh, 
New  York,  which  will  handle  advertising,  pub- 

licity and  exploitation  for  the  event,  AMA  will 
advertise  the  show  from  Dec.  2  through  16, 
using  about  100  television  and  500  spot  radio 

announcements  featuring  the  jingle,  "Let's  Go 
to  the  Auto  Show."    Above  and  beyond  this, 

all  car  manufacturers  plan  to  promote  the  show 

on  their  regularly-scheduled  radio  and  tv  pro- 
grams and  many  will  allocate  special  funds  for 

separate  radio-tv  promotions,  according  to  Mr. 
McGaughey. 

Passenger  car  manufacturers  in  the  show  will 
be  American  Motors,  Chrysler,  General  Motors, 
Studebaker-Packard  and  Ford,  marking  the  first 

time  that  Ford  has  participated  in  an  all-in- 
dustry show,  according  to  Mr.  McGaughey. 

Eleven  makers  of  commercial  vehicles  will  be 

represented  in  the  show — Chevrolet,  Diamond 
T,  Dodge,  Ford,  General  Motors,  International 
Harvester,  Mack,  Reo,  Studebaker,  White  and 

Willys.  A  highlight  of  the  event  will  be  a  30- 
minute  stage  presentation  to  be  produced  by 

Arthur  Knorr,  who  produced  the  recent  tele- 
vision "Salute  to  Eisenhower",  and  to  be  writ- 

ten by  Goodman  Ace,  radio-tv  writer. 

Toni  Fall  Radio-Tv  Plans 

Heavy  on  Network  Programs 

LINEUP  of  1956-57  radio-tv  properties  for 

Toni  Co.,  heavy  broadcast  advertiser,  was  tak- 
ing shape  last  week  with  the  approach  of  the 

network  fall  season.  With  its  new  network  pur- 
chases all  set,  it  seemed  certain  that  Toni  will 

definitely  drop  alternate-week  sponsorship  of 
CBS-TV's  Godfrey  and  Friends  while  retaining 
its  every-other-week  place  on  Talent  Scouts. 

Toni  is  set  for  alternate  sponsorship  of  the 

new  Walter  Winchell  show  (with  P.  Lorillard's 
Old  Golds)  on  NBC-TV  (Friday,  8:30-9  p.m. 
EDT)  starting  Oct.  5  and  a  new  situation 

comedy,  Stanley  (with  American  Tobacco's  Pall Mall),  on  NBC-TV  (three  Mondays  out  of  four, 
8:30-  9  p.m.  EDT),  beginning  Sept.  24. 

Toni  also  resumed  alternating-sponsorship 

(with  R.  J.  Reynolds'  Salem  cigarettes)  of  Art 
Linkletter's  People  Are  Funny  on  NBC-TV 
(Sat.,  7:30-8  p.m.  EDT),  beginning  this  past 
weekend. 

Bobbi  Pin  Curl  permanent  and  Pamper  sham- 

poo will  be  promoted  on  Stanley,  with  business 

placed  by  Tatham-Laird  Inc.,  Chicago.  North 

Adv.  Inc.  is  the  agency  for  products  to  be  fea- 
tured on  the  Winchell  and  Linkletter  programs. 

Firm  will  continue  its  participations  in  CBS- 

TV's  Garry  Moore  and  Bob  Crosby  shows 

and  its  daytime  CBS  Radio  schedule  (Nora 
Drake,  Helen  Trent). 

Historical  Foundation 

A  TV  SPONSOR  has  come  up  with  a 

program  that  is  unusually  well-suited  for 
its  sales  plans.  The  sponsor  is  Warner 

Bros.  Co.  (women's  foundations)  of 

Bridgeport,  Conn.,  for  which  NBC-TV 
last  week  announced  the  format  of  War- 

ner's four  Be  a  Famous  Figure  musical 
afternoon  colorcasts,  the  first  of  which 
will  be  on  the  network  Sept.  22,  1-2  p.m. 
EDT.  The  program,  placed  through  C. 
J.  LaRoche  &  Co.,  New  York,  features 

Broadway  singers  Bill  ("South  Pacific") 
Tabbert  and  Doretta  ("The  King  and  I") 
Morrow,  and  narrator  Jinx  Falkenburg 
McCrary.  It  concerns  a  young  fashion 
illustrator  (Tabbert)  in  search  of  the 

"perfectly  proportioned"  female  to  use 
as  a  model.  Miss  Morrow  will  play  vari- 

ous of  these  women — all  from  the  pages 

of  history:  Napoleon's  Josephine,  Flo 
Ziegfeld's  "girl,"  and  Mata  Hari,  among 
others. 

ABC-TV  Lines  Up  3  Sponsors 

For  New  'Circus'  Program 
AMERICAN  Metal  Specialties  Corp.  (Amsco 
Toys),  Hatboro,  Pa.;  Remco  Toys,  Newark,  and 
Hartz-Mountain  Products,  New  York,  are  slated 
to  be  among  the  first  advertisers  to  buy  par- 

ticipations in  ABC-TVs  new  hour-long  Circus 
program  starring  ventriloquist  Paul  Winchell 
and  Jerry  Mahoney  and  including  variety  acts 
from  the  U.  S.  and  abroad.  The  Martin  Stone 

package,  successor  to  last  season's  Super  Circus, 
in  which  Hartz-Mountain  was  also  a  partici- 

pating sponsor,  goes  on  the  air  Thursday,  Oct. 
4,  8-9  p.m.  EDT. 

In  announcing  the  debut  of  Circus,  ABC-TV 
programming  and  talent  vice  president  Robert 

Lewine  said  "the  demise  of  Ringling  Bros. 
(Ringling  Bros.,  Barnum  &  Bailey  circus)  sug- 

gested to  ABC  the  need  for  continuing  the 

colorful  American  institution." Agencies  are  Lavenson  Bureau  of  Adv., 
Philadelphia  (Amsco);  Webb  Adv.,  (Remco) 
and  George  H.  Hartman  Co.,  Chicago  (Hartz- Mountain). 

ABC  Election  Package 

Picked  Up  by  Buick 

SIGNING  of  the  Buick  Motor  Div.,  General 

Motors  Corp.,  as  sponsor  of  ABC's  election 
night  radio-tv  coverage  was  announced  last 
week  by  E.  T.  Ragsdale,  vice  president  of 
General  Motors  and  general  manager  of  the 
Buick  Div.;  Slocum  Chapin,  vice  president  in 
charge  of  ABC-TV  network  sales  and  Don 
Durgin,  vice  president  in  charge  of  ABC  Radio. 
It  is  understood  that  Buick  will  pay  in  the 
neighborhood  of  $250,000  for  the  coverage. 

The  sponsorship  by  Buick  follows  Philco 

Corp.'s  relinquishment  of  its  option  for  elec- 
tion night  coverage.  Philco  originally  signed 

for  a  reported  $4.3  million  for  ABC's  political 
package  but  decided  not  to  exercise  its  option 
for  election  night  coverage. 

ABC's  election  night  coverage  will  begin  at 
8:30  p.m.  EST  and  continue  until  presidential 
and  other  key  races  are  decided. 

P&T  Dye  Promotion  Begins; 

Network,  Spot  Radio  Used 

RADIO — network  and  spot — will  figure  prom- 

inently in  Park  &  Tilford  Distillers'  fall  cam- 
paign for  its  All-Fabric  Tintex  home  dyes. 

Starting  today  (Monday),  P&T  will  kick  off  a 
network  sponsorship  drive  via  ABC  Radio, 
placing  its  announcements  on  When  a  Girl 
Marries  and  Whispering  Streets,  both  across- 
the-board  daytime  serials.  Tintex  used  these 
same  shows  last  spring. 

P&T's  agency,  Emil  Mogul  Co.,  New  York, 
will  supplement  network  coverage  (330  ABC 
Radio  affiliates)  with  a  flexible  radio  spot  drive 
— also  starting  today — in  approximately  100 
markets  for  9  to  13  weeks,  depending  on  the 
area.  All  announcements  on  the  spot  campaign 

— for  the  most  part  placed  on  women's  partici- 
pation programs — will  be  live,  except  for  a 

recorded  jingle  on  the  theme  of  "if  you  can 
wash  it,  you  can  dye  it."  According  to  Mogul, 
radio  will  take  the  bulk  of  the  fall  budget  and 
the  remainder  will  go  towards  home  economics 
and  retail  trade  publications. 

Agencies  Merge  Operations 

RALPH  H.  JONES  CO.,  Cincinnati  and  New 

York,  and  Mumm,  Mullay  &  Nichols,  Colum- 
bus, Ohio,  and  New  York,  have  consolidated 

their  staff  operations.  The  agencies,  however, 
will  operate  as  separate  corporate  entities. 
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ADVERTISERS  &  AGENCIES 

NETWORK  NEW  BUSINESS 

Reynolds  Metals  Co.,  Richmond,  Va.,  will 
sponsor  the  Little  Brown  Jug  harness  race  from 
the  Fair  Grounds,  Delaware,  Ohio,  on  CBS 

Radio  this  Thursday  (6:30-6:45  p.m.  EDT). 
Agency:  Buchanan  &  Co.,  N.  Y. 

NETWORK  RENEWALS 

Hills  Bros.  Coffee  Inc.  renews  for  52  weeks 

half-sponsorship  of  Frank  Goss  News  on  23 
stations  of  Columbia  Pacific  Radio  Network 

effective  today  (Monday).  Schedule  is  on  Mon- 
day-Wednesday-Friday, Tuesday-Thursday-Sat- 

urday alternating  week  basis.  Frank  Goss  News 
is  heard  Monday  through  Saturday  5:45-5:55 
p.m.  (PDT).  N.  W.  Ayer  &  Son,  N.  Y.,  is  agency. 

SPOT  NEW  BUSINESS 

Star-Klst  Foods  Inc.,  L.  A.,  returns  to  tv  with 

26-weeks  campaign  beginning  this  month,  spon- 
soring programs  in  eight  Pacific  Coast  markets. 

Account  handled  by  Honig-Cooper  Co.,  S.  F. 

Clamur  Products  (rug  and  upholstery  cleaner), 
Syracuse,  N.  Y.,  buying  radio  spot  campaign  on 
approximately  35  stations  in  15  markets  start- 

ing Sept.  18.  Campaign  to  run  from  six  to 
eight  weeks.  Company  also  plans  tv  spots  in 
nine  markets  starting  Sept.  18.  Rockmore  Co., 
N.  Y.,  is  agency. 

Sinclair  Refining  Co.,  N.  Y.,  for  its  new  Power- 
X  gasoline  with  X-Chemical,  has  brought  ap- 

proximately 125  tv  spots  in  40  markets  to  sup- 
plement its  regular  tv  schedule.  Campaign 

started  last  week,  will  run  until  end  of  year. 
Morey,  Humm  &  Warwick,  N.  Y.,  is  agency. 

A&A  SHORTS 

Clark  &  Bobertz  Inc.,  Detroit,  elected  mem- 
ber of  American  Assn.  of  Advertising  Agencies. 

Tempo  Inc.,  Chicago  agency,  has  changed 
named  to  Wentzel,  Wainwright,  Poister  & 
Poore  Inc.  Name  change  marks  new  emphasis 
on  media  in  addition  to  sales  promotion  and 
creative  services  offered  in  past. 

The  Edwards  Agency  Inc.,  L.  A.,  moved  to  its 
own  building  at  915  N.  La  Cienega  Blvd. 

Miller,  MacKay,  Hoeck  &  Hartung,  Seattle,  an- 
nounces affiliation  with  Jon  M.  Ross  Adv. 

Agency,  Hollywood,  effective  this  month. 

The  Radow  Adv.  Agency,  Columbus,  Ohio, 
moved  to  larger  quarters  at  494  City  Park  Ave. 

AGENCY  APPOINTMENTS 

Frank  H.  Lee  Co.  (Lee  and  Disney  hats),  Dan- 
bury,  Conn.,  appointed  Anderson  &  Cairns, 
N.  Y.,  effective  immediately.  Media  plans  un- 
determined. 

Making  Most  of  It 
GILLETTE  Safety  Razor  Co.  last  week 
announced  plans  for  a  record  $2,740,000 
campaign  during  this  month  and  next 
for  advertising  and  sales  promotion  in 

connection  with  the  company's  spon- 
sorship of  the  World  Series  on  NBC- 

TV  in  October.  The  appropriation  is 
for  newspaper  advertisements  and  for 
cost  of  a  premium,  a  condensation  of  the 
320-page  The  Official  Encyclopedia  of 
Baseball,  to  be  offered  free  to  pur- 

chasers of  Gillette's  "Super  Speed"  ra- 
zors. The  premium  offer  also  will  be 

advertised  on  Gillette's  regularly-sched- 
uled Cavalcade  of  Sports  (NBC-TV,  Fri- 

days, 10-10:45  P.M.  EDT). 

On  Right  Track 
SOUTHERN  PACIFIC  RAILROAD 

may  be  leading  the  way  for  other  trains 
to  get  on  right  track  to  save  passenger 
traffic  through  saturation  radio.  Since  a 
three-week  radio  test  in  June  on  one  sta- 

tion each  in  San  Francisco  and  Los  An- 

geles using  a  jingle,  SP  has  had  17%  in- 
crease of  traffic  on  daylight  trains  between 

the  two  cities.  For  nine  previous  years 
traffic  has  constantly  decreased.  Result: 
This  week  SP  starts  a  bigger  saturation 
radio  drive  through  Nov.  25  using  the 
same  jingle  on  six  stations  in  each  of 
those  two  cities.  Typical  buy  is  KLAC 
Los  Angeles  with  1,000  spots.  Agency  is 
Foote,  Cone  &  Belding,  San  Francisco. 

Cannon  Mills,  N.  Y.,  names  N.  W.  Ayer  &  Son, 
N.  Y.,  to  handle  advertising  for  Cannon  sheets. 
Agency  handles  other  Cannon  products,  also. 

Helene  Curtis  de  Mexico,  appoints  Kenyon  & 
Eckhardt  de  Mexico,  S.  A.,  to  handle  its  adver- 

tising, effective  Jan.  1,  1957.  K&E  will  handle 
the  entire  Helene  Curtis  line. 

RATING  SERVICE  PEOPLE 

William  Nelson  Shafer,  Western  Div.  of  Amer- 
ican Research  Bureau,  appointed  Pacific  Coast 

manager. 

A&A  PEOPLE 

Henry  S.  Jacobson,  formerly  with  Ted  Bates  & 
Co.  and  Biow  Co.,  to  the  Colgate-Palmolive  Co. 
account  group  as  vice  president  of  Lennen  & 
Newell,  N.  Y. 

R.  W.  Ferguson,  food  advertising  specialist  and 
formerly  vice  presi- 

dent, Wherry,  Baker 

&  Tilden  Inc.,  Chi- 
cago agency,  named 

senior  account  exec- 
utive on  Carnation 

Instant  Milk  at  Er- 
win,  Wasey  &  Co., 
L.  A.  William  R. 
Muller  Jr.,  section 

salesman,  L.  A.  of- 
fice of  Procter  & 

Gamble  Distributing 

Co.,  to  sales  promo- 
tion department  of 

Erwin,  Wasey,  L.  A.  MR.  FERGUSON 

Albert  James  Weinrich,  with  BBDO  in  various 

capacities  since  1941  and  with  BBDO's  Detroit 
office  for  past  four  years,  named  vice  president 
of  that  office. 

Edward  G.  Chase,  with  Fred  Gardner  Co.,  N. 
Y.,  for  the  past  year,  appointed  vice  president of  agency. 

Marvin  Young,  west  coast  representative,  Og- 
ilvy,  Benson  &  Mather,  Hollywood,  teaching 
tv  writing  classes  for  U.  of  California  Extension 

Div.  at  Hollywood  Women's  Club.  He  has  been 
conducting  class  for  several  years. 

Ruth  Farrell  to  Paris  &  Peart  Inc.,  N.  Y., 
as  associate  copy  director. 

Robert  Franke,  assistant  account  executive,  and 
George  Saranac,  copywriter,  Hicks  &  Greist 
Inc.,  N.  Y.,  promoted  to  account  executives. 

William  Gay,  recently  research  associate  at 
Facts  Consolidated,  L.  A.,  to  McCann-Erickson, 
that  city,  as  production  director,  with  super- 

vision of  script  and  production  on  Chrysler 

Corp.  CBS-TV  Climax  and  other  agency  shows. 
Joyce  Cook,  current  production  director  at 

agency,  resigns  to  leave  advertising  field. 

Mary  M.  Hunter,  radio-tv  copywriter,  Erwin, 

Wasey  &  Co.,  N.  Y.,  to  radio-tv  copy  staff, 
N.  W.  Ayer  &  Son,  N.  Y.,  Mildred  A.  Kosick, 

assistant  production  manager  in  Ayer's  New 
York  public  relations  department,  assigned  to 
DeBeers  diamond  account.  Transferred  from 

Ayer's  Philadelphia  copy  staff  to  Detroit  office: 
W.  Mason  Ancker  and  William  T.  Lowe. 

Graeme  (Sandy)  Macleod,  member  of  the  plans 
board  and  account 

supervisor,  Law- rence C.  Gumbinner 
Adv.,  N.  Y.,  elected 
a  vice  president  of 
the  agency.  Mr. 
Macleod  formerly 
was  with  Biow  Co. 
and  Benton  & 

Bowles  before  join- 
ing Gumbinner  in 

1954. 

MR.  MACLEOD 

appointed  vice  president 

Donald  J.  Wilkins, 
head  of  Ruthrauff  & 

Ryan,  Washington, of  agency. 

Dick  Bruce,  formerly  of  WLW  Cincinnati, 
appointed  vice  president  of  O.  W.  Joslyn  Adv. 
Agency,  New  Orleans.  Steve  Perkins,  former 
New  Orleans  Item  staffer,  and  Bill  Mortenson 
to  Joslyn  as  account  executives. 

Rosann  Gordon,  recently  with  Street  &  Finney 
Adv.,  N.  Y.,  to  T.  A.  A.  Inc.,  N.  Y.,  as  radio 
and  tv  timebuyer. 

Timothy  J.  Stone,  account  executive  with  C.  J. 
LaRoche  Co.,  N.  Y.,  to  Benton  &  Bowles,  N.  Y., 
as  account  executive. 

David  E.  Fulmer,  tv  creative  department,  Guild, 
Bascom  &  Bonfigli  Inc.,  San  Francisco,  named 

program  director  and  head  of  agency's  Holly- 
wood tv  staff.  Charlotte  Morris,  tv  commercial 

producer  in  agency's  N.  Y.  office,  transferred  to 
Hollywood. 

Howard  Webb,  previously  with  Grey  Adv., 
named  media  director,  Ralph  Allum  Co.,  N.  Y., 
agency. 

David  F.  Johnstone,  food  and  household  prod- 
uct advertising  specialist,  named  head  of  copy 

department,  Charles  F.  Hutchinson  Inc.,  new 
Boston  agency. 

Carter  B.  Cordner,  copy  executive,  Compton 
Adv.,  N.  Y.,  to  Geyer  Adv.,  N.  Y.,  as  copy 

group  head. 
James  E.  Garabrant,  formerly  with  The  Biow 

Co.,  N.  Y.,  to  Dancer-Fitzgerald-Sample,  N.  Y., 
as  executive  in  production  department. 

Richard  E.  Hodges  Jr.,  staff  member  with  Liller, 
Neal  &  Battle,  Atlanta  agency,  for  six  years, 

appointed  public  relations  director. 

Patricia  McDowell,  formerly  assistant  adver- 

tising manager,  Capehart-Farnsworth  Co.,  to 
Bonsib  Inc.,  Fort  Wayne,  Ind.,  agency,  as 

copywriter. 

Sally  Fly,  formerly  with  Elisa  Daggs  fashion 
coordination,  Donald  Deskey  Assoc.  and  Young 
&  Rubicam,  to  William  Esty  Co.  in  publicity. 
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JOE  FLOYD 
likes  to 

measure 
sales 
curves, 

too! 

Sales  curves  that 

go  up  and  up  and 

up — like  practically 
all  of  them  do 

on  Joe's  KELO-TV. 

With  a  new  1,032  ft. 

tower,  KELO-TV  now 

beams  a  picture 

reaching  a  wider 

market  than  ever 

in  the  3-state 

"money  belt" — 
Iowa,  South  Dakota, 

and  Minnesota. 

Add  Joe's  neighboring 

KDL0-TV  and  you  get 

two  rich  markets 

for  one  buy. 

*  exception.   1    buggy  whip entrepreneur 

GENERAL  OFFICES, 
SIOUX  FALLS,  S.  D. 

JOE  FLOYD, 
President 

Evans  Nord,  Gen.  Mgr.  Larry  Bentson,  V.  P. 
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FILM 

104  SIGN  UP  FOR  NTA  FILM  NETWORK, 

DUE  TO  BEGIN  OPERATIONS  ON  OCT.  15 

President  Ely  Landau  terms  it  the  fourth  tv  network,  says  it  will 

start  with  two  hours  programming  each  week,  hopes  to  have  10 

hours  weekly  by  1959-60. 

MR.  LANDAU 

NBC    •    ABC    •  CBS 

represented  by  H-R  for  TV  and  AM 

THE  FIRST  tv  film  network,  hailed  by  its 

founders  as  embodying  "the  network  sales  and 

programming  concept  of  the  future,"  moved 
out  of  the  planning  stage  last  week  with  an 
actual  blueprint  for  operations,  starting  Oct. 
15,  on  a  lineup  of  104  affiliated  stations. 

Confident  that  the  film  network  foreshadows 

the  business  of  tomorrow,  Ely  A.  Landau,  pres- 
ident of  the  newly  organized  NTA  Film  Net- 
work, disclosed  that  operations  will  begin  with 

a  two-hour  network 

program  each  week 
of  "super  -  spectacu- 

lar" feature  films 

and  expand  accord- 
ing to  this  tentative 

time-table:  three  and 
a  half  hours  by  early 
1 957  and  1 0  or  more 
hours  per  week  by 

1959  -  60,  supple- 

mented by  live  tele- 
casting of  outstand- 

ing sports  and  other 
special  events. 

Mr.  Landau  views 

his  new  project,  which  he  calls  "the  nation's 
fourth  tv  network,"  as  embodying  a  concept 
that  must  be  followed  by  tv  networks  gener- 

ally, if  television  is  to  flourish  and  take  its 

"rightful  place"  in  the  economy  of  the  nation. 
Mr.  Landau  points  out  he  has  no  desire  to  re: 
place  current  tv  networks  and  understands  that 

this  "would  be  impossible,"  but  believes  the 
film  network  will  broaden  the  base  of  the  tv 

economy  by  attracting  advertisers  because  of 

"its  advantages  of  flexibility,  non-interconnec- 
tion and  no  'must-buy'  policy."  He  contends 

that  network  television,  as  now  constituted, 
has  impeded  the  growth  of  the  medium  and 
offers  these  observations: 

•  The  coaxial  cable  is  a  "mighty  expensive 
item"  in  networking,  with  CBS-TV  on  record 
as  having  spent  $20  million  in  1955  for  this 
expenditure  and  ABC-TV  about  $6  million. 
This  expense  item  ultimately  is  passed  on  to 

the  advertiser  and  has  "discouraged"  many 
sponsors  from  using  network  tv  and  has  re- 

stricted usage  by  advertisers  presently  in  the 
medium. 

•  Network  practice  of  specifying  "must  buy" 
basic  lists  of  stations  (often  running  more  than 

50)  is  "uneconomical"  for  the  advertiser,  who 

has  no  distribution  in  certain  "must-buy"  mar- 
kets and  consequently  "turns  him  away"  from the  medium  on  numerous  occasions. 

•  The  need  for  "powerhouse"  network  pro- 
gramming is  not  being  met  in  the  markets  that 

have  four  or  more  stations,  and  even  stations 
that  currently  have  network  affiliations  are 

"insecure"  in  that  they  do  not  know  when 
they  may  lose  that  affiliation.  Several  stations 
have  had  to  discontinue  business  or  operate 
with  reduced  revenues  when  their  networks 
switched  affiliations. 

In  view  of  these  "network  limitations,"  ac- 
cording to  Mr.  Landau,  the  NTA  Film  Network 

can  "fill  an  urgent  need"  of  television  stations 
throughout  the  country  for  "an  additional  major 
source  of  quality  programming  and  national 

advertising  income."  The  film  network,  he 
claims,  "provides  an  additional  marketplace 
where  national  advertisers  can  buy  nation-wide 
coverage  of  American  television  homes  in  a 

single,  competitively-priced  transaction,  com- 
bining market  flexibility  with  the  convenience 

and  prestige  of  a  national  network." The  NTA  Film  Network  of  104  stations 

"probably"  will  be  expanded  to  more  than 
130  stations  by  the  time  of  the  beginning  of 
operations,  Mr.  Landau  believes.  As  presently 
constituted,  he  said,  the  network  will  reach 
about  31  million  television  homes  of  the  coun- 

try's total  48.6  million  families.  The  families 
covered  by  the  NTA  Film  Network,  according 
to  Mr.  Landau,  have  an  effective  buying  income 

of  about  $213  billion,  or  80%  of  the  country's 
total  potential. 

Mr.  Landau  claims  that  the  film  network 
will  offer  these  advantages: 

•  Advertisers  will  be  guaranteed  time  clear- 

ances and  programming  and  the  "advantages 
in  timebuying  flexibility  without  the  burden  of 

'must  buys'  now  prevalent  in  the  industry." 

•  Stations  will  be  offered  "power-house"  pro- 

gramming, consisting  initially  of  "super-spec- 
tacular" feature  films  never  before  shown  on 

tv,  to  vie  for  larger  audiences. 
•  Advertisers  will  achieve  a  lower  cost-per- 

thousand  through  large  audiences  gained  from 

"top-level"  programming,  though  their  expen- 
ditures for  time  will  adhere  to  published  rates. 

•  Stations  will  gain  more  revenue  than  undei 
the  conventional  network  arrangement,  largel> 
because  the  lack  of  the  coaxial  cable  will  pare 
down  overhead. 

•  Stations  will  acquire  more  programming 

"leverage":  In  the  event  they  lose  their  con- 
ventional network  affiliation,  they  still  can  rely 

on  NTA's  "power-house"  programming.  Not- 
withstanding, they  have  acquired  another  majoi 

programming  source  to  bolster  their  regulal 
network  offerings. 
The  NTA  Film  Network  has  signed  twc 

types  of  two-year  contracts  with  its  affiliates 
running  for  39  weeks  a  year.  In  40  smallei 
markets,  the  network  has  supplied  the  statioi 
with  a  library  of  800  hours  in  return  for  whicl 
the  station  makes  available  two  hours  of  tim< 
to  the  network.  These  stations  receive  no  addi 

tional  compensation.  In  the  64  other  markets 
the  stations  offer  the  two  hours  of  time  to  th< 

network,  which  programs  and  sells  this  tim< 

World's  First  Turbo-Prop  (jet-prop)  Airliner 

NON-STOP 
BETWEEN 

NEW  YORK 

AND 

CHICAGO 
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FILM 

and  compensates  the  stations  out  of  sales  rev- 
enues. 

The  104  stations  generally  have  cleared  for 
the  network  two  hours  on  Friday,  Saturday  and 
Sunday  evening,  ranging  between  the  hours 

of  9:30  and  midnight.  In  the  markets  where' 
the  network  has  not  arranged  the  library 

transaction,  the  contract  provides  for  a  60-40 

gross  split  of  the;  affiliate's  rate  card,  with  the 
network  receiving  the  larger  share.  The  sta- 

tion's regular  rate  card  for  the  time  period 
prevails  for  advertisers.  If  the  network  does 
not  sell  a  program  in  a  particular  market,  the 
station  may  sell  it.  locally  with  the  same  split 

prevailing,  but  NTA  may  "pre-empt"  the  pro- 
gram on  30-days  notice. 

It  is  Mr.  Landau's  contention  that  the  NTA 
Film  Network's  affiliates  will  "get  a  better 
shake"  from  his  arrangement  than  under  con- 

ventional network  procedure.  His  explanation 
is  that  although  networks  provide  approximately 
a  70-30  division,  the  station  gains  only  22% 
net  after  provision  is  made  for  the  first  30-hour 
concession  to  the  networks;  for  the  cost  of 
coaxial  cable  and  the  agency  commission.  NTA 
film  affiliates  gain  30%  net,  after  provision  is 

made  for  both  agency  and  station  representa- 
tives' commissions  on  gross  revenues.  Mr.  Lan- 

dau points  out  that  the  station  representative 
also  stands  to  gain  under  his  network  policy. 

Mr.  Landau  regards  his  formula  for  adver- 

tisers as  "realistic,"  observing  there  is  no  "must- 
buy"  station  list.  He  calls  his  minimum  re- 

quirement "an  economic  dollar  buy."  Mr.  Lan- 
dau explains  it  this  way:  He  places  a  certain 

value  on  his  programming  and  time  to  an  ad- 

vertiser, or  groups  of  advertisers.  For  "X" 
numbers  of  dollars,  the  advertiser  can  purchase 
time  on  a  certain  number  of  stations,  reaching 
the  minimum  total  of  the  rate  cards  of  the  sta- 

tions he  requires.  Mr.  Landau  stresses  that 
advertisers  can  select  the  markets  conforming 
with  their  distribution  patterns.  He  has  set  no 
limit  on  the  number  of  national  advertisers  to 
participate  in  sponsorship  of  the  initial  network 
program  on  Oct.  15.  The  network  presently 
is  devising  a  volume  discount  system  for  ad- 
vertisers. 

Coincident  with  the  announcement  of  the 

launching  of  the  film  network,  the  company 
last  week  kicked  off  an  advertising-merchan- 
dising-promotion  campaign  that  is  expected  to 
cost  about  $400,000  in  the  next  few  months. 
Newspaper  advertisements  in  major  cities 

heralded  the  advent  as  "the  fourth  dimension 

network."  Shortly  the  project  will  be  promoted 
in  business,  trade  and  consumer  publications. 
The  concept  of  a  non-interconnected  film 

network  has  been  a  pet  project  of  Mr.  Landau 
for  more  than  four  years.  He  outlined  plans 
for  the  network  in  hearings  before  the  Senate 
Interstate  &  Foreign  Commerce  Committee  in 
June  [B*T,  June  28].  Since  that  time,  Mr. 
Landau  and  other  officials  of  the  network's 
parent  company,  National  Telefilm  Assoc.,  have 
been  occupied  in  lining  up  affiliates,  obtaining 
film  programming  and  working  out  other  de- 

tails of  the  venture. 

Though  reticent  about  pinpointing  program- 
ming plans,  Mr.  Landau  intends  to  inaugurate 

the  network  with  "top-notch"  feature  films  that 
he  is  obtaining  from  independent  producers. 
After  the  first  of  the  year,  he  plans  to  offer 
what  he  calls  a  90-minute  "spectacular"  aimed 
at  children,  which  he  will  program  on  Saturday 
or  Sunday  morning.  He  is  confident  that  from 

this  modest  beginning,  the  network  will  "catch 
fire,"  and  envisions  10  or  more  hours  of  film 
programming  per  week  by  1959-60. 

Other  officers  of  the  NTA  Film  Network, 
who  have  assumed  new  posts  in  addition  to 
those  with  the  parent  company,  are:  Oliver 
A.  Unger,  executive  vice  president,  and  Harold 

NEGOTIATIONS  have  been  completed  for 

purchase  by  WBKB  (TV)  Chicago  of  three- 

year  "exclusive  in  Chicago"  rights  to  60% 
of  742  RKO-Radio  feature  films  from 

C  &  C  Television  Corp.,  with  option  for 
the  rest  of  the  properties.  Signing  the 
contract  is  Sterling  C.  Quinlan,  ABC  vice 
president  in  charge  of  WBKB,  in  presence 
of  Ralph  Andrews  (I),  WBKB  film  director, 

and  Skip  Steloff,  C  &  C  account  execu- 
tive. The  deal  is  one  of  several  currently 

being  consummated  by  C  &  C  involving 
spot  announcements  for  International 
Latex  in  films-for-time  trade  [B*T,  July  30]. 

Goldman  and  Edythe  Rein,  vice  presidents. 
Miss  Rein  also  has  been  named  secretary  of 

the  network.  Operating  head  of  the  film  net- 
work is  Raymond  E.  Nelson,  vice  president 

and  general  manager. 
Home  office  for  the  network  is  New  York. 

Regional  offices  are  located  in  Los  Angeles, 
Boston,  Minneapolis,  Chicago  and  Memphis. 

Affiliates  of  the  film  network  signed  through 
last  Thursday  are: 

KTEN  (TV)  Ada,  Okla.;  WOI-TV  Ames-Des 
Moines,  Iowa;  KTVA  (TV)  Anchorage,  Alaska; 
WLOS-TV  Asheville,  N.  C;  KMMT  (TV) 
Austin,  Minn.;  WMAR-TV  Baltimore;  KERO- 
TV  Bakersfield,  Calif.;  WABI-TV  Bangor,  Me.; 
WNEM-TV  Bay  City-Saginaw,  Mich.;  WBRC- 
TV  Birmingham,  Ala.;  KBMB-TV  Bismarck, 
N.  D.;  KAVE-TV  Carlsbad,  N.  M.;  WUSN- 
TV  Charleston,  S.  C;  WCHS-TV  Charleston, 
W.  Va.;  WDEF-TV  Chattanooga,  Tenn.;  WGN- 
TV  Chicago;  WKRC-TV  Cincinnati;  WDAK- 
TV  Columbus,  Ga.;  WCBI-TV  Columbus, 
Miss.;  WTVN-TV  Columbus,  Ohio;  KFJZ-TV 
Dallas-Ft.  Worth;  WMSL-TV  Decatur,  111.; 
WTVP  (TV)  Decatur,  111.;  KTVR  (TV)  Den- 

ver; CKLW-TV  Detroit;  WTVY  (TV)  Dothan, 
Ala.;  KDAL-TV  Duluth,  Minn.-Superior,  Wis.; 
WTVD  (TV)  Durham-Raleigh,  N.  C. 
WSJV-TV  Elkhart,  Ind.;  WGLV  (TV)  East- 

on,  Pa.;  WEAU-TV  Eau  Claire,  Wis.;  KROD- 
TV  El  Paso,  Tex.;  KGEO-TV  Enid-Oklahoma 
City,  Okla.;  KTVF  (TV)  Fairbanks,  Alaska; 
KXJB-TV  Fargo-Valley  City,  N.  D.;  WBAY- 
TV  Green  Bay-Marinette,  Wis.;  WCMB-TV 
Harrisburg,  Pa.;  WDAM-TV  Hattiesburg, 
Miss.;  KLRJ-TV  Henderson-Las  Vegas,  Nev.; 
KTRK-TV  Houston;  WFBM-TV  Indianapolis; 
WLBT  (TV)  Jackson,  Miss.;  KRCG  (TV) 
Jefferson  City,  Mo.;  WARD-TV  Johnstown, 
Pa.;  KINY-TV  .  Juneau,  Alaska;  KMBC-TV 
Kansas  City,  Mo.;  KHOL-TV  Kearney,  Neb.; 

WBIR-TV  Knoxville,  Tenn.;lWFAM-TV  Lafay- 
ette, Ind.;  KLFY-TV  Lafayette,  La.;  KATV- 

TV  Little  Rock-Pine  Bluff,  Ark.;  KTTV  (TV) 
Los  Angeles;  KDUB-TV  Lubbock,  Tex. 
WISC-TV  Madison,   Wis.;   WITI-TV  Mil- 

waukee; WTCN-TV  Minneapolis;  KCJB-TV 
Minot,  N.  D.;  WALA-TV  Mobile,  Ala.;  KNOE- 
TV  Monroe,  La.;  WCOV-TV  Montgomery, 
Ala.;  WSIX-TV  Nashville;  WPIX  (TV)  New 
York;  WVEC-TV  Norfolk;  WOAY-TV  Oak 
Hill-Huntington,  W.  Va.;  WTVH  (TV)  Peoria, 
111.;  KPHO-TV  Phoenix,  Ariz.;  KLOR  (TV) 
Portland,  Ore.;  WJAR-TV  Providence,  R.  I.; 
WTVR  (TV)  Richmond,  Va.;  WDBJ-TV  Roan- 

oke, Va.;  WREX-TV  Rockford,  111.;  WHBF-TV 
Rock  Island,  111.;  KSL-TV  Salt  Lake  City; 
KTXL-TV  San  Angelo,  Tex.;  KENS-TV  San 
Antonio,  Tex.;  XETV  (TV)  San  Diego;  WSAV- 
TV  Savannah,  Ga.;  KTNT-TV  Seattle-Tacoma; 
KTIV  (TV)  Sioux  City,  Iowa;  WHYN-TV 
Springfield,  Mass.;  KFEQ-TV  St.  Joseph,  Mo. 
WSTV-TV  Steubenville,  Ohio;  KPAR-TV 

Sweetwater,  Tex.;  KVOA-TV  Tucson,  Ariz.; 
KOTV-TV  Tulsa;  WMAL-TV  Washington,  D. 

C;  WATR  (TV)  Waterbury,-  Conn.;  KWWL- TV  Waterloo-Cedar  Rapids,  Iowa;  WINT  (TV) 

Waterloo-Ft.  Wayne,  Ind.;  WCNY-TV  Water- 
town,  N.  Y.;  KTVH  (TV)  Witchita-Hutchin- 
son,  Kan.;  KSYD-TV  Wichita  Falls,  Tex.; 
WILK-TV  Wilkes-Barre,  Pa.;  WNOW-TV  York, 
Pa.;  WFMJ-TV  Youngstown,  Ohio. 

Final  contracts  are  pending  in  nine  markets. 
They  are:  Albany,  Atlanta,  Cleveland,  Miami, 
New  Haven,  Philadelphia,  San  Francisco,  St. 

Louis  and  St.  Petersburg-Tampa. 

Four  Star  Files  Suit 

On  'Cavalcade7  Films 
FOUR  STAR  FILMS  Inc.,  Hollywood,  filed 
suit  in  Santa  Monica  (Calif.)  Superior  Court 
last  week  to  prohibit  Don  Sharpe  and  Warren 

Lewis  Productions  from  filming  the  ABC-TV 
Du  Pont  Cavalcade  Theatre  programs  and  to 

request  that  all  profits  from  the  series  be  re- 
turned to  Four  Star.  Additional  damages 

totaling  $500,000  are  sought. 
The  action  was  taken  because  of  the  re- 

cent announcement  that  Sharpe-Lewis  Produc- 
tions has  been  retained  to  make  16  new  Caval- 
cade Theatre  films,  Four  Star  said. 

The  suit  also  names  Don  Sharpe  and  War- 
ren Lewis  individually.  Mr.  Sharpe  formerly 

was  president  of  Four  Star  Films  and  Mr. 
Lewis  was  producer  for  the  plaintiff.  Both  are 
Four  Star  stockholders. 

Four  Star  contends  that  Mr.  Sharpe,  while 

employed  by  the  plaintiff  as  the  salaried  sales 
agent  and  executive  producer  for  the  Du  Pont 
•Cavalcade  Theatre  and  as  a  member  of  the 

board  of  directors  of  Four  Star  Films,  "vio- 
lated his  obligations  of  faithfulness,  trust  and 

confidence  to  Four  Star  and  that  Sharpe  and 
Lewis  secretly  conspired  and  agreed  to  seize 
for  themselves  a  corporate  business  opportunity 

belonging  to  Four  Star  Films  Inc." The  suit  asks  that  all  profits  in  connection 
with  the  filming  of  Cavalcade  Theatre  by  the 
defendants  be  transferred  to  the  plaintiff.  The 
third  cause  of  action  asks  for  $250,000  general 
damages  for  breach  of  fiduciary  obligations, 
plus  $250,000  punitive  damages. 

Attorney  for  Four  Star  Films  is  Harry  L. 
Gershon  of  the  law  office  of  Cruikshank  & 
Gershon.  Stockholders  in  Four  Star  Films  are 
Dick  Powell,  Charles  Boyer,  David  Niven, 

Messers.  Sharpe  and  Lewis  and  President  Wil- 
liam Cruikshank. 

Sharpe-Lewis  Productions  gave  the  following 
brief  comment  to  B»T: 

"John  Sharpe  and  Warren  Lewis  have  not 
been  served  with  any  papers  in  connection  with 

any  legal  action  by  Four  Star  Films  Inc."  When 
called  upon  to  comment  on  the  action  as  re- 

ported to  them,  they  stated  that  they  violated 
no  obligation,  legal  or  moral,  to  Four  Star 
Films  in  connection  with  Cavalcade  and  that 
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2  heads  are  better  than  1 

ESPECIALLY  when  they're  ' 

WATCHING  YOUR  COMMERCIALS! 

And  in  the  Portland,  Oregon  Market 

KOI  N -TV  delivers 

OVER  TWICE  THE  AUDIENCE  \ 

L^^^of  any  other  station! 

TOP  RATINGS 

•  55%  Share-of-Audience  in 
Metropolitan  Portland. 

•  84%  More  Audience  than 
Station  B. 

•  151%  More  Audience  than Station  C. 

•  86%  Preference  at  45-Mile 
Radius. 

Sources:  June  1956  Portland  ARB 
1956  Salem  ARB 
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MAXIMUM 

POWER 

EXCLUSIVE  COVERAGE  of  the  Full  Portland,  Oregon  Market 

•  317,700  Television  Families  of  30  Oregon  and  Washington  Counties 
with 

•  $2,694,644,000  in  Total  Effective  Buying  Income  who  spent 

•  $1,978,434,000  in  Retail  Sales  during  1955  are 

•  YOURS  ONLY  WITH  KOIN-TV. 

Source:  May  10,  1956,  Sales  Management 

"Survey  of  Buying  Power"  > 
■minimum 

KOIN-TV
 

Channel  6  — Portland,  Oregon 

<§> 

THE  BIG 

MR.  SIX 

IN  THE  WEST 

Represented  Nationally  by  CBS  Television  Spot  Sales 
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on  the  contrary  their  dealing  with  Cavalcade 

was  with  the  prior  consent  of  the  president 
of  Four  Star  Films, 

They  said  that  a  complete  and  specific  answer 
will  be  made  to  all  allegations  made  by  Four 

Star  in  the  legal  action  when  the  legal  papers 
are  served  on  them. 

FILM  EXECUTIVES  TO  SEE 

ELECTRON ICAM  DISPLAY 

DuMont  film  system  will  be 
unveiled  at  Paramount  Sunset 

Studios  Oct.  1.  Showing  will 

kick  off  week-long  series  of 

demonstrations  for  film  pro- 
duction crafts  and  guilds. 

HOLLYWOOD  will  see  Electronicam  in  action 
for  the  first  time  when  the  DuMont  Electroni- 

cam film  system  is  unveiled  for  a  demonstration 
showing  at  the  Paramount  Sunset  Studios,  Oct. 
1,  Ralph  B.  Austrian,  western  manager  of  the 
Allen  B.  DuMont  Laboratories,  announced  Fri- 

day. The  improved  Electronicam  system  was 
shown  in  New  York  a  fortnight  ago  [B*T, 
Sept.  3], 

The  Oct.  1  demonstration  of  how  Electroni- 
cam can  save  time  and  money  in  film  produc- 
tion will  be  held  for  bankers  and  heads  of 

financial  institutions  in  the  Los  Angeles  area 
who  are  interested  in  and  connected  with  film 
production  financing.  Also  attending  will  be 
major  studio  executives,  members  of  the  Screen 
Producers  Guild,  Society  of  Independent  Mo- 

tion Picture  Producers,  business  managers  of 
the  various  guilds  associated  with  film  produc- 

tion and  members  of  the  motion  picture  and 
financial  press. 

This  premiere  demonstration  will  launch  a 
week-long  series  of  demonstrations  for  mem- 

bers of  crafts  and  guilds  engaged  in  motion 
picture  and  tv  film  production,  Mr.  Austrian 
said.  Invitations  are  going  out  this  week  to  an 
industry-wide  list,  which  will  include,  in  addi- 

tion to  the  already  mentioned  groups,  the 
Screen  Directors  Guild,  the  American  Society 
of  Cinematographers,  the  Motion  Picture  Re- 

search Council,  Alliance  of  Tv  Film  Producers, 
Screen  Actors  Guild,  Unit  Production  Managers 
and  the  International  Alliance  of  Theatrical 
Stage  Employees.  All  of  these  organizations, 
Mr.  Austrian  said,  are  cooperating  with  DuMont 
in  the  demonstration. 

General  Manager  Stanton  Osgood  of  the 
Paramount  Sunset  Studios  has  set  aside  the 
12,000  square  ft.  Stage  4  at  the  Sunset  Blvd. 
plant  for  the  demonstrations. 

The  week-long  series  was  necessary,  Mr.  Aus- 
trian pointed  out,  since  the  invitational  list  of 

financiers,  studio  heads,  producers  and  produc- 
tion personnel  totaled  some  2,500  and  the  seat- 

ing area  on  the  demonstration  stage  will  accom- 
modate a  limited  number  of  300  at  one  time. 

The  DuMont  mobile  unit,  which  is  now  en- 
route  to  Hollywood  for  the  demonstrations,  is 
the  first  of  its  type  to  be  used  in  film  produc- 

tion, DuMont  claims.  It  consists  of  two  stream- 
lined, air  conditioned  vehicles,  each  with  its 

special  function,  the  larger,  32  ft.  trailer  houses 
and  transports  cables,  stage  and  floor  monitors 
and  cameras.  The  second  is  an  18  ft.  trailer, 
which  may  be  rolled  onto  the  stage  and  is  the 

control  room  or  "brain"  of  the  unit  and  houses 
the  viewing  monitors,  switching  equipment  and 
provides  space  for  the  director  and  other  pro- 

duction personnel.  One  side  has  a  12  ft.  window 
commanding  a  full  view  of  the  shooting  set. 

The  DuMont  Electronicam  film  system  is  de- 

scribed as  a  "team  tool"  designed  to  save  time 
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and  production  costs  during  filming  and  is  said 

to  fit  readily  into  established  Hollywood  pro- 
duction patterns.  It  does  not  interfere  with,  but 

rather  supplements,  already  tried  and  proven 
techniques  used  currently,  DuMont  contends. 

The  system  is  a  closed  circuit  television  (high 
definition)  system  integrated  with  a  Mitchell 
35  mm  motion  picture  camera  through  a  com- 

mon optical  system  which  eliminates  trouble- 
some parallax  and  which  enables  every  mem- 

ber of  the  production  crew,  from  producer, 
director,  cameraman,  and  editor  on  down,  to 
view  the  actual  scenes  being  filmed  on  monitors 

as  they  are  registered  on  the  film  in  the  cam- 
eras. It  can  function  with  one,  two,  three  or 

more  cameras,  Mr.  Austrian  stated. 
The  demonstrations  will  be  supervised  by  a 

corps  of  DuMont  engineers  and  operating  men 
who  are  accompanying  the  mobile  unit  to  Hol- 

lywood, Mr.  Austrian  said.  Many  of  the  top 
DuMont  executives  from  the  main  laboratories 

in  Clifton,  N.  J.,  are  expected  to  come  to  Holly- 
wood for  the  demonstrations. 

Color  from  Monochrome  Film 

Produced  at  Cut  Cost — Klein 

COLOR  prints  from  black-and-white  motion 
picture  negatives  at  a  fraction  of  the  original 
cost  of  production  has  been  achieved  by  Ani- 

mation Inc.,  Earl  Klein,  president  of  the  Holly- 
wood television  commercial  producing  firm,  an- 

nounced Thursday. 

Using  a  simplified  process,  Mr.  Klein  said  it 
is  no  longer  necessary  to  reshoot  the  commer- 

cial film  in  color.  Instead,  color  conversions 

can  be  made  directly  from  the  original  nega- 
tives at  a  cost  of  less  than  1%  of  the  original 

films. 

"Increasing  use  of  color  television  has 
brought  an  increased  demand  for  color  com- 

mercials, "  Mr.  Klein  said.  "Clients  are  begin- 
ning to  request  conversion  of  old  black-and- 

white  commercials  into  color."  Nationwide  In- 
surance, through  the  Ben  Sackheim  agency, 

New  York,  was  the  first  to  take  advantage  of 
the  color  conversion  process  of  Animation, 
he  added. 

Gross-Krasne  Inc.  Appoints 

Hill,  Simel  Vice  Presidents 

ED  SIMEL  AND  ROBERT  HILL  have  been 

named  vice  presidents  of  Gross-Krasne  Inc., 
Hollywood,  and  join  the  re-activated  syndicated 
film  television  sales  organization  immediately, 
it  was  announced  Thursday  by  Jack  Gross  and 
Phil  Krasne. 

Mr.  Simel,  formerly  associated  with  G-K 
when  it  operated  United  Television  Productions, 
and  later  with  MCA  Tv  Ltd.,  will  cover  the 

southern  territory  for  G-K. 
Mr.  Hill,  who  formerly  headed  his  own  com- 

pany engaging  in  the  distribution  of  filmed  and 
live  tv  programs,  will  operate  in  11  western 
states. 

This  makes  a  total  of  five  key  sales  represent- 
atives appointed  by  G-K  to  sell  its  O.  Henry 

Playhouse  syndicated  tv  series,  the  other  three 
being  Mel  Schlank,  vice  president  in  charge  of 
sales,  Robert  Braham,  who  heads  the  New  York 
office,  and  Irving  Feld,  now  headquartered  in 
Chicago  and  covering  the  Middle  West. 

Guild  Buys  Lantz  Cartoons 

GUILD  FILMS  CO.,  New  York,  announced 
last  week  it  has  acquired  the  Walter  Lantz  car- 

toons for  television  distribution.  The  package, 
comprising  a  total  of  179  shorts,  will  be  offered 
as  a  library  to  stations  for  unlimited  runs. 

Warner  News  Bought 

By  Studio  Films  Inc. 
STUDIO  FILMS  INC.,  New  York,  last  week 
reported  the  purchase  of  Warner  News  Inc. 
from  Warner  Bros,  for  $500,000,  adding  that  a 
new  organization  will  be  formed  called  Pathe 
Pictures  Inc.  Warner  News  was  the  subsidiary 
that  produced  the  recently-discontinued  Warner 
Pathe  Newsreel  and  a  variety  of  short  subjects. 

In  the  transaction,  the  new  company  acquires 
the  extensive  Warner  Pathe  film  library,  con- 

sisting of  more  than  22  million  feet  of  newsreel 
film  and  the  cameras  and  installations  of  Warner 
News. 

Benjamin  Frye,  executive  vice  president  of 
Studio  Films,  which  produces  live  and  filmed 
programs  and  commercials,  has  been  named 
president  of  Pathe  Pictures.  While  the  new 

company  will  not  produce  newsreels  for  thea- 
tres, Mr.  Frye  said,  it  will  make  use  of  the 

library  for  the  production  of  tv  documentaries 
and  news  subjects  and  for  theatrical  short 
subjects.  It  will  continue  production  of  the 

two-reel  "News  Magazine  of  the  Screen." 
Other  officials  of  Pathe  Pictures,  which  will 

begin  formal  operations  today  (Monday),  will 
be  Andrew  Gold,  production  chief  of  Studio 
Films;  Robert  Youngson,  production  chief  of 

the  Warner  "News  Magazine  of  the  Screen"; 
lohn  Levien,  formerly  news  editor  and  general 
manager  of  Warner  News,  and  Dr.  Laurence  B. 

Tipton,  education  director  of  the  "News  Maga- 
zine of  the  Screen."  These  executives  have 

been  named  vice  presidents  of  Pathe  Pictures. 

Frank  J.  Shea  Appointed 

By  Roach  to  Post  in  East 
FRANK  J.  SHEA  has  been  named  director  of 

eastern  operations  of  the  Hal  Roach  Studios' 
commercial  division,  according  to  Sidney  S.  Van 
Keuren,  vice  president-general  manager.  Mr. 
Shea  has  been  vice  president  in  charge  of  sales. 
Pelican  Films,  New  York,  and  previously  di- 

rector of  tv  and  commercial  film  sales,  John 
Sutherland  Productions. 

Mr.  Van  Keuren  said  the  Roach  division  has 
enjoyed  a  67%  increase  in  business  over  last 
year,  with  the  greatest  increases  in  the  Mid- 

west and  East.  Mr.  Shea  will  headquarter  in 

New  York,  effective  Sept.  19.  He  began  his 
business  career  with  New  York  brokerage 
firms.  From  1940  to  1954,  he  was  world  sales 
director  of  Time  Inc.  motion  pitcure  and  tv 
units. 

'Earp'  Sold  in  England 

ABC-TV's  Life  and  Legend  of  Wyatt  Earp 
series,  which  started  over  the  weekend,  has 

been  sold  by  ABC-Film  Syndication  as  a  series 
of  26  half-hour  segments  on  Associated  Tv 
Ltd.  outlets  in  London  and  Birmingham,  Eng- 

land. ABC-Film  Syndication  also  has  sold  the 
show  on  CBC-TV  Canada  along  with  another 

ABC-TV  property,  Adventures  of  Ozzie  & 
Harriet. 

FILM  SALES 

Screen  Gems  Inc.,  has  sold  its  Hollywood  Movie 
Parade  package  of  104  Columbia  Feature  Films 
to  15  more  stations,  raising  to  84  the  total 
number  of  tv  outlets  that  have  signed  for  the 

package. 
Ziv  Television  Programs'  International  Div.  has 
sold  Science  Fiction   Theatre  and  Highway 
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Where  would  you  advertise  ... 

.  .  .  if  you  were  a  station  manager? 

This  spring  a  research  firm*  asked  1,476  advertising  executives  in  forty  states, 
"In  which  of  the  following  (7)  publications  would  you  advertise  if  you  were  a 
station  manager?"    560  replied. 

B  •  T  49.1% 

Pub.  B  27.7% 

Pub.  C-3% 

*Erdos  and  Morgan;  survey  was  "blind"  with  sponsorship  undisclosed.  Complete 
summary  available  upon  request  to  Broadcasting  •  Telecasting.  Write  Executive  Hq., 

B«T  Bldg.,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 

Executive  and  Publication  Headquarters 

Broadcasting  •  Telecasting  Bldg.,  1735  DeSales  St.  N.W. 

Washington  6,  D.  C. 
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FILM GOVERNMENT 

McCONNAUGHEY  SAYS  HE  WILL  PROPOSE 

FIVE-YEAR  LICENSE  EXTENSION  PLAN 

FCC  chairman,  speaking  at  RTES  luncheon  in  New  York,  surprises 

audience  with  first  public  disclosure  that  he  is  in  favor  of  extending 

present  three-year  license  stints.  He  also  reveals  that  FCC  is  ex- 

pected to  review  staff -digested  comments  on  subscription  tv  within 
30  to  60  days  as  next  order  of  business  to  follow  allocations  study. 

Patrol  to  the  Broadcasting  Corp.  of  Japan 

(NHK)  for  use  on  government-owned  tv  outlets 
in  Tokyo  and  Osaka.  Ziv  claims  sale  marks  the 
initial  purchase  of  American  tv  films  for  use 
on  the  government-owned  television  outlets, 
which  are  non-commercial. 

FILM  DISTRIBUTION 

Trans-Lux  Television  Corp.,  N.  Y.,  last  week 
announced  it  is  offering  for  regional  and  local 

syndication  a  new  series  of  39  quarter-hour  tv 
films,  titled  Profile.  Each  film  dramatizes  an 

historical  event  or  an  episode  in  a  famous  per- 
son's life.  Titles  include  "Marco  Polo's  Trav- 

els," "Christopher  Columbus,"  "The  Civil  War" 
and  "Mahatma  Gandhi." 

FILM  PEOPLE 

Raymond  L.  Fuld,  formerly  with  NBC-TV's 
network  sales  department,  to  M-G-M-  TV  Sales 
Dept.  with  headquarters  at  New  York. 

Bernard  L.  Johnston,  formerly  account  execu- 
tive with  Louis  Block  Adv.,  Chicago,  appointed 

to  Chicago  sales  staff  of  CBS-TV  Film  Sales. 

Arnold  Bailey,  formerly  in  sales  department, 
Charles  E.  Skinner  Productions,  Hollywood, 
named  sales  manager  of  Universal  Recorders 
there. 

Ray  Thursby,  in  charge  of  cost  control  at  UPA 

Pictures  Tnc,  Burbank,  Calif.,  apnointed  Bur- 
bank  studio  production  manager.  Rev  Chaney, 
assistant  to  Mr.  Thursby,  named  assistant  stu- 

dio production  manager. 

George  Seitz  Jr.,  former  writer-director  for 
Lone  Ranger  tv  film  series,  to  Cascade  Pictures, 
Hollywood  tv  and  industrial  film  firm.  Fillmore 
Phipps  resigned  from  Cascade  staff  to  join 
Douglas  Aircraft  as  executive  assistant  to  ad- 

vertising director. 

Kenneth  J.  Coleman,  sales  manager,  Consoli- 
dated Film  Industries  Inc.,  N.  Y.,  to  assistant 

sales  manager,  Pathe  Labs,  processor  of  tv, 
industrial  and  motion  picture  film.  He  will 
supervise  eastern  sales. 

Henry  Gillespie  appointed  midwestern  area 
manager  of  Screen  Gems,  not  southeastern  area 
manager  as  erroneously  announced  earlier  by 

Screen  Gems  [B«T,  Sept.  10]. 

Charles  Van  Bergen,  assignment  and  foreign 
editor,  Warner  Pathe  News,  to  Marathon  Tv 

Newsreel,  N.  Y.,  as  director  of  news  and  spe- 
cial events. 

George  Hirschfeld,  motion  picture  and  tv  film 
commercials  photographer  with  various  Holly- 

wood studios  and  tv  producers,  appointed  di- 
rector of  photography  for  MPO  Productions 

and  MPO  Television  Films,  N.  Y. 

Irvin  Spence,  veteran  MGM  animator,  to  Ani- 
mation Inc.,  Hollywood  fv  film  commercial 

producer. 

Lloyd  Hughes,  production  assistant,  Cascade 
Pictures,  Hollywood,  promoted  to  associate 
producer. 

Bill  Goodwin,  veteran  radio-tv  m.c.  and  cur- 

rently announcer  on  NBC-TV's  It  Pays  to  be 
Married,  signed  by  UPA  Pictures  Inc.,  Burbank, 

Calif.,  as  narrator  for  firm's  new  CBS-TV  series, 
The  Boing-Boing  Show,  featuring  cartoon  char- 

acter Gerald  McBoing-Boing.  Marjorie  Thomas, 
west  coast  reporter,  Radio-Tv  Daily,  and  former 
B»T  tv  film  editor,  to  UPA  for  special  assign- 

ments and  promotion  work,  with  emphasis  on 
The  Boing-Boing  Show. 

Dick  Joy  signed  by  Desilu  Productions,  Holly- 
wood, as  announcer  for  syndicated  series,  Sheriff 

of  Cochise,  which  stars  John  Bromfield. 

AN  audience  of  about  500,  including  leaders  of 
the  radio-tv  industry,  was  electrified  Wednesday 

by  FCC  Chairman  George  C.  McConnaughey's 
first  public  disclosure  that  he  will  propose  for- 

mally that  the  term  of  broadcast  licenses  and  re- 
newals be  extended  from  a  three-year  to  a  five- 

year  maximum  [Closed  Circuit,  Sept.  10]. 
Mr.  McConnaughey  was  the  featured  speaker 

at  a  Radio  &  Television  Executives  Society 

luncheon  at  New  York's  Hotel  Roosevelt,  mark- 
ing the  opening  of  the  broadcast-advertising 

executive  group's  season. 
Other  highpoints  of  Chairman  McCon- 

naughey's major  address  and  his  meeting  with newsmen  that  followed  later: 

•  Revealed  at  the  news  session  that  FCC  ex- 

pected to  review  staff-digested  comments  oh 
subscription  tv  within  30  to  60  days  as  the  next 

order  of  business  to  follow  the  Commission's 
allocations  study.  FCC,  he  thought,  would  de- 

cide after  reviewing  comments  if  it  would  ask 

for  hearings  or  perhaps  "finalize  a  decision." 
•  Warned  at  the  conference  that  FCC  is  "going 
to  look  more  closely"  into  "sales,  mergers  and 
consolidations  of  broadcast  facilities,"  explain- 

ing this  policy  in  view  of  a  rapid  turnover  in 
station  facilities  (at  one  point  he  characterized 
this  development  as  possible  trafficking  in  sta- 

tion licenses). 

•  Emphasized  that  the  Commission  has  an 
"open  mind"  in  its  quest  for  a  solution  to 
uhf-vhf  allocations  problem,  and  reiterated  the 
need  for  a  crash  research  program — a  united 
effort  by  FCC,  Congress  and  industry  in  ex- 

ploring the  issue. 
•  On  the  eve  of  the  Celler  hearing  in  New 
York  on  radio-tv  industry  practices  (see  story, 

page  xx),  deplored  "duplication"  of  Congres- sional committee  probes,  aiming  his  remarks 
particularly  toward  the  Celler  group. 

The  RTES  luncheon,  saluting  FCC,  was  at- 
tended by  all  of  the  commissioners  except 

T.  A.  M.  Craven. 

Aid  to  Local  Financing 

Mr.  McConnaughey  told  newsmen  that  the 
two-year  extension  of  station  licenses  should 
facilitate  local  financing  since  better  bank 
terms  could  be  obtained  for  the  five-year  period 
as  compared  with  three  years.  He  also  noted 

that  it  would  "encourage  stability  in  both  sta- 
tion operation  and  the  industry  as  a  whole." 

He  reminded  that  FCC,  regardless  of  the  term 
a  license  is  granted  and/or  renewed,  always 

can  revoke  a  station's  license.  He  also  said 
the  increase  in  the  licensing  period  would  re- 

lieve some  of  the  Commission  staff's  workload. 
He  said  his  proposal  would  be  placed  before 

the  full  Commission  in  the  "near  future"  and 
certainly  well  in  advance  of  the  new  Congres- 

sional session  in  January. 

Questioned  by  newsmen  on  his  remarks 
dealing  with  duplication  in  Congressional  in- 

vestigations of  radio-tv  industry  practices, 
Chmn.  McConnaughey  emphasized  he  had  no 

"objection"  regarding  the  sincerity  of  the  Celler 
committee.  Asked  to  be  more  specific,  he  em- 

phasized the  "tremendous  duplication"  in  the 
Celler  group's  investigatory  schedule. 

He  said  FCC's  Barrow  study  group  already  is 

investigating  the  networks  and  had  made  proj 
ress,  noting  that  it  would  have  an  interir 
report  for  Congress  next  January  (to  Senat 
Interstate  &  Foreign  Commerce  Committee 
The  group  has  until  June  30,  1957,  to  con 

plete  its  job. 
In  his  remarks  before  newsmen  on  subscrir. 

tion  tv,  Mr.  McConnaughey  reaffirmed  that  h 
personally  thought  experimental  licensing  c 

toll  tv  ought  to  be  permitted  and  thereby  "fin 

out  if  people  want  it." Mr.  McConnaughey  intimated  at  his  new 
conference  that  FCC  would  press  for  a  mor 

comprehensive  showing  via  "exhaustive  heai 
ings"  of  proposed  station  sales,  mergers  an 
"consolidations".  "We  would  like  to  feel  thE 
the  licensee  will  operate  that  facility  for  th 

proper  period  of  time,"  he  said,  adding  the the  Commission  must  take  into  consideratio 
whether  a  sale  or  transfer  actually  would  b 

in  the  public  linterest. 

FCC  Not  Wedded  to  Uhf 

The  FCC  chairman  also  seemingly  put 
checkrein  on  the  belief,  held  by  some,  that  th 

Commission  is  "irrevocably  wedded  to  an  al 
uhf  system  or  even  to  having  a  uhf  system  at  a 

in  the  long  run."  He  pointed  out  that  the  objec 
tives  of  the  soon-to-be-organized  Television  A 
location  Research  Committee  also  call  for 
study  of  multiple  vhf  channel  usage  [B«T,  Sep 
3;  Closed  Circuit,  Sept.  10] 

It  was  Mr.  McConnaughey's  proposal  th; 
broadcast  licenses  run  for  three  years,  howeve 
that  stirred  the  industry.  Although  there  h; 
been  some  talk  along  these  lines  for  years,  M 

McConnaughey's  was  the  first  open  advocac of  the  move. 

The  chairman's  remarks  on  this  subject  wei 
as  follows: 

"Under  Section  307  (d)  of  the  Communici 
tions  Act  of  1934,  as  amended,  broadcasting  1 
censes  and  renewals  may  be  granted  for  a  ma: 
imum  of  three  years.  In  other  services  tl 
maximum  period  is  five  years.  I  have  given  th 
matter  considerable  thought  during  the  pa 

year  and  questioned  why  the  distinction  betwec 
broadcasting  licenses  and  licenses  for  othi 
services. 

"In  my  opinion,  there  should  be  none.  The 
should  be  no  distinction  between  the  period  i 
time.  When  a  group  of  people  go  through  tl 

required  processes  of  obtaining  a  broadcasth 
license  with  the  necessary  requirements  entaik 
for  obtaining  such  a  license,  those  licens 
should  be  for  a  period  of  five  years.  Renewa 
in  my  opinion,  should  be  for  a  like  period 
time.  It  is  common  knowledge  that  peop 

who  go  into  the  broadcasting  business  must, 
many  instances,  make  arrangements  for  fina 

cing  proposed  operations,  and  I  feel  that  a  fiv 
year  period  written  into  the  Communicatio 
Act  would  have  the  effect  of  stabilizing  the  i 

dustry  and  by  so  doing  inure  to  the  pub! 
interests."  The  license  terms  have  been  u 
changed  in  the  Communications  Act  since  193 

In  am  radio,  license  terms  ran  from  thr 

months  (1928-1931)  to  six  months  (1931-193 
to  one  year  (1939-1941)  to  two  years  194 
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An  open  letter 

to  TV  station  owners  and  managers: 

r 
JUL 

VIETIME 

the 

1956  will  go  down  in  TV  history  as  the  year  in  which  Holly- 

wood's great  libraries  became  available  to  TV 
The  first  entire  major  studio  library  to  be  acquired  for  your 

use  was  the  RKO  library  of  742  features  in  December  of  1955 

by  C  &  C  Television  Corporation. 

Since  then  Columbia,  Warners,  20th  Century-Fox  and  the 

Metro-Goldwyn-Mayer  Company  also  made  available  to  you 

part  or  all  of  their  great  film  libraries. 

The  combined  original  cost  of  production  of  the  feature 

motion  pictures  being  offered  to  you  by  all  these  companies  is 

well  in  excess  of  $2,000,000,000.00.  It  would  probably  cost 

double  this  amount  to  produce  these  outstanding  attractions 

today  if  money  alone  could  accomplish  the  end  result. 

Such  creative  talents  as  Louis  B.  Mayer,  Darryl  F.  Zanuck, 

Jack  L.  Warner,  David  Selznick,  Harry  Cohn,  directed  the 

production  of  these  successful  pictures. 

Every  important  male  and  female  star  throughout  the  world 

plays  in  them.  The  outstanding  directors  and  writers  of  the 

motion  picture  industry  directed  and  wrote  the  scripts,  many 

of  them  based  on  successful  novels  and  plays. 

All  of  this  is  now  available  to  the  TV  viewing  public 

through  your  stations. 

1  heartily  recommend  that  you  acquire  these  pictures  for 

your  stations  by  contacting  Ralph  Cohn  of  Screen  Gems  for 

Columbia  features,  Bud  Barry  of  MGM  for  their  fabulous 

library  of  features,  Eliot  Hyman  of  Associated  for  the  won- 

derful Warner  library,  Ely  Landau  of  NTA  for  52  Fox  Pic- 
tures, and  Erwin  Ezzes  of  C  &  C  Television  Corp.,  for  the  RKO 

library. 

You  would  be  fortunate  indeed  if  you  could  acquire  all  of 

these  features  for  your  station.  We  realize  this  would  be  very 

costly  and  difficult  to  absorb  in  addition  to  your  other  program 
commitments. 

You  can,  however,  acquire  at  least  two  of  the  companies' 
entire  libraries  available  if  one  of  them  is  RKO  because  C&C 

TV  Corp.  has  made  available  the  most  unique  purchase  plan 

in  the  short  history  of  television. 

YOU  ARE  ABLE  TO  MAKE  MOST  OF  YOUR  PAYMENT  WITH 

ONLY  A  PART  OF  YOUR  UNSOLD  INVENTORY  OF  SPOTS,  AS 

NONE  OF  THE  SPOTS  IN  YOUR  EVENING  "a"  TIME  IS  RE- 

QUIRED. YOU  WILL  ALSO  BE  PERMITTED  TO  OWN  THIS 

LIBRARY  FOR  YOUR  MARKET  FOR  10  YEARS,  EVEN  THOUGH 

742  FEATURES 
For  Television 

RKO 

RADIO 

WE  ARE  ASKING  FOR  SPOTS  FOR  ONLY  5  YEARS. 

Ask  some  of  the  theater  managers  in  your  town  how  they 

would  like  to  pay  their  theater's  film  rental  by  giving  the  dis- 

tributors passes  for  a  fraction  of  yesterday's  empty  seats  in- 
stead of  with  hard  dollars. 

Yes,  Mr.  TV  Station  Owner,  most  of  these  theaters  made 

big  profits  and  many  still  are  making  money  but  I  doubt  if  any 

of  them  would  turn  down  such  an  opportunity 

Many  of  the  most  highly  respected  and  successful  TV  station 

operators  have  not  been  too  proud  nor  permitted  themselves 

to  be  dissuaded  by  our  beloved  competitors  when  they  took  the 

time  to  properly  analyze  what  unique  value  our  method  of 

merchandising  has  to  offer. 

Some  of  them  such  as  Westinghouse,  Crosley,  Triangle, 

Storer,  were  at  first  affected  by  what  they  had  heard  about  that 

naughty  word  called  "Barter"  of  their  unsold-unprofitable- 

unused  spots  for  our  great  RKO  library;  however,  after  thor- 

ough analysis,  they  have  signed  contracts. 

You  don't  have  to  commit  for  the  entire  library,  as  we'll 
make  available  a  smaller  number  of  pictures  for  a  reduced 
number  of  spots. 

Our  plan  contemplates  providing  you  with  a  new  set  of 

prints  directly  from  the  lab  to  remain  permanently  in  your 
station. 

Every  TV  market  in  the  country  will  be  playing  some  of 

the  features  from  the  companies  mentioned  above— they  will 

either  be  on  your  station  or  your  Competitor's  stations.  You 
cannot  afford  to  ignore  their  existence  or  they  may  affect  your 

station's  existence. 

From  a  purely  objective  standpoint,  just  reflect  on  the  rea- 

son why  you  are  not  using  a  greater  number  of  features  today. 

Perhaps  it's  because  only  now  have  the  highest  quality  feature 

pictures  ever  produced  been  made  available  to  TV. 

We  don't  believe  you  can  afford  to  pass  up  investigating 

what  we  consider  to  be  the  single  most  profitable  deal  you've 
ever  been  offered  to  date. 

We  believe  that  the  American  public,  who  have  paid  bil- 

lions of  dollars  to  see  feature  pictures  in  the  movie  houses 

throughout  the  country,  is  the  same  audience  watching  TV 

and  we  would  like  to  point  out  that  well  over  90%  of  them 

have  not  seen  even  the  best  of  the  top  pictures  from  all  the 

libraries. 

PRESIDENT,  C&C  TELEVISION  CORP. 

PLEASE   TURN   THE  PAGE 



CROSLEY, 

KOA, 

KTRK-TV, 

STORER, 

TRIANGLE, 

WESTINGHOUSE 

General  Manager,  Triangle  Stations 

"First  of  all,  it's  a  tremendous  buy,  realistically  priced  for  local  use. 
Beyond  that,  my  personal  opinion  is  that  the  package  is  the  greatest 

programming  source  ever  made  available  to  TV  stations.  'Movietime 
USA'  will  automatically  provide  a  competitive  advantage  for  every 
station  running  it. 

"As  an  organization,  we  are  in  the  habit  of  relishing  our  many  'firsts.' 
We're  proud  to  have  scored  another  by  being  first  to  wrap  up 
'Movietime  USA.'  The  fact  that  the  contract  is  the  largest  ever  nego- 

tiated by  a  film  distributor  and  a  regional  station  group  is  evidence 

of  our  confidence  in  the  salability  of  every  feature  of  the  package." 

ROGER  W.  CLIPP 

ARE  BUT  A  FEW 

OF  THE  MOST 

ILLUSTRIOUS  NAME 

IN  TELEVISION 

WHO  HAVE  BOUGHT 

(V) 

M(  ijVIEITME 

C  &  C  TELEVISION  CORP. 

General  Manager,  KTRK-TV 

"I  have  been  buying  film  for  television  for  about  ten  years  now  and 
have  never  seen  such  enthusiasm  on  the  part  of  our  audience  and 
advertisers  as  we  have  had  since  the  announcement  of  our 

MOVIETIME  USA  package.  We  have  had  an  amazing  number  of 
calk  and  letters  from  people  in  and  out  of  the  industry  about  it. 

"It  goes  to  prove  that  RKO's  star-studded  package  is  the  kind  of 
television  fare  that  will  sell  our  station,  because  it  is  the  kind  of 

programming  that  the  people  have  been  waiting  to  see." 

WILLARD  E.  WALBRIDGE 



Vice  President  in  charge  of  TV, 

Crosley  Broadcasting  Corporation 

'The  Crosley  Broadcasting  Corporation  is  very  pleased  with  the 
arrangements  completed  with  Mr.  Matthew  Fox  for  the  showing  of 
the  RKO  feature  film  package  over  our  television  stations  in  Atlanta, 
Dayton,  Cincinnati,  and  Columbus,  because  we  can  now  augment  our 
fine  schedules  with  star-studded  names  of  filmland  in  such  excellent 

features  as  'Abe  Lincoln  in  Illinois,'  'Citizen  Kane,'  'Having  a  Won- 
derful Time,'  'Hitler's  Children,'  'Quality  Street,'  'Stage  Door,'  just  to 

mention  a  few  of  the  many  tremendous  box  office  smashes  which 
assure  our  audiences  that  the  best  in  movies  will  also  be  seen  on 

WLW-Television.  Yes,  we  are  delighted  . . .  and  the  reason  for  this 
feeling  is  bound  to  become  more  and  more  apparent  to  our  audience 

and  clients  as  we  program  these  great  RKO  features." 

^XrUtufkj 

Vice  President  in  charge  of  Programming, 

Westinghouse  Broadcasting  Company,  Inc. 

"Westinghouse  Broadcasting  Company  believes  that  good  feature 
films  are  an  important  ingredient  for  effective  local  TV  program- 

ming, today  and  tomorrow.  We  bought  the  C  &  C  library,  the  first 
of  the  major  feature  film  libraries  available  for  television,  because  a 

library  of  this  caliber  offers  a  plentiful  and  well-balanced  source  of 
feature  films  to  fit  many  programming  needs.  These  features  are  rich 
in  both  story  value  and  star  value,  and  they  are  eminently  promotable 
and  salable.  We  are  sure  that  these  films  will  have  great  appeal  for 

the  viewers  who  tune  to  KDKA-TV,  Pittsburgh;  KPIX,  San  Fran- 

cisco and  KYW-TV,  Cleveland." 

RICHARD  M.  PACK 

JOHN  T.  MURPHY 

President  and  General  Manager,  KOA-TV 

"The  addition  of  Movietime,  U.S.A.  feature  films  to  KOA-TV's 
movie  library  is  an  exciting  one  for  all  of  us.  We  believe  these  fea- 

ture films  to  encompass  all  the  facets  of  entertainment  that  bring 
about  high  ratings  and  audience  acceptance. 

"Among  the  great  number  of  Hollywood's  best  feature  films  that 
KOA-TV  has  already  shown  or  plans  to  show,  the  Movietime,  U.S.A. 
package  promises  new  highs  in  audience  applause  and  commercial 
success. 

These  are  but  a  few  of  the  many 
unsolicited  testimonials  in  our 

files.  Copies  on  request. 

TELEVISION  CORP. 
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Authoritative  Statistics  show  that  most  television  stations  in- 

crease paid  commercial  time  by  50%,  when  good  movies  are 

programmed. 

You  can  make  present  non-productive  time  pay  off  by  trading 

part  of  it  for  our  outstanding  package  of  Hollywood's  greatest 
motion  pictures. 

By  bartering  this  unsold  time,  you  can  acquire  a  proven-suc- 
cessful programming  pattern  which  will  increase  your  sales 

and  soar  your  ratings  to  new  heights. 

The  Company  which  will  use  the  bartered  spots  is  the 

International  Latex  Company.  Since  this  organization  has 

never  been  a  television  advertiser,  you  are  not  losing  a 

customer. 

As  you  know,  the  trend  today  is  towards  feature  films.  With 

our  outstanding  motion  pictures,  your  programming  can  be 

planned  to  successfully  capture  a  loyal  audience. 

As  business  men,  we  don't  have  to  spell  out  for  you  what  this 
means  in  terms  of  increased  ratings,  increased  sponsorships 

and  increased  profits! 

Every  dollar  you  gross  on  our  library,  whether  sold  for  total 

sponsorship  or  on  a  participating  spot  basis,  is  adding  to  your 

profit.  Where  else  can  you  get  such  an  opportunity? 

C  &  C  TELEVISION  CORP. 

270  PARK  AVENUE  •  NEW  YORK  17,  N  Y  .  PLAZA  3-5600 

E.  H.  Ezzes,  Vice  President  and  General  Sales  Mgr. 
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1943).  In  1943  am  licenses  and  renewals  were 
set  at  three  years,  the  maximum  provided  by  the 
Communications  Act  for  broadcast  stations. 

Fm  rules,  established  in  1945,  established  a 
one  year  license  period.  This  was  changed  in 
1948  to  three  years  to  correspond  to  the  am 
rule. 

Until  1953,  the  Commission  licensed  tv  sta- 
tions for  only  one  year.  In  the  latter  part  of 

1953,  the  Commission  revised  its  rules  to  ex- 
tend the  license  term  for  the  same  number  of 

years  as  for  am  and  fm. 

Plaint  that  the  FCC  has  been  spending  an 
unprecedented  number  of  man-hours  in  recent 
years  in  preparing  for  and  attending  Congres- 

sional committee  hearings  was  bolstered  by 
figures  released  by  Mr.  McConnaaughey  in  his 
speech. 
The  Commission,  the  chairman  said,  has 

spent  a  total  of  7,432  man  hours  in  this  work 
for  the  second  session  of  the  84th  Congress 
(Ian.  5-1  uly  27,  1956).  This  breaks  down  to 
929  days  or  3.6  man  years.  Mr.  McConnaughey 
himself  has  spent  287  hours  or  more  than  35 
work  days  in  these  endeavors,  he  pointed  out. 

In  discussing  the  allocations  proceedings,  Mr. 
McConnaughey  emphasized  that  the  Commis- 

sion is  "completely  open-minded"  in  its  quest 
for  a  solution  to  the  scarcity  problem. 

"It  is  not  seeking  solely  to  bail  out  uhf 
grantees,"  the  chairman  declared.  "It  is  not 
simply  trying  to  protect  the  investments  of  vhf 
grantees.  Of  course,  it  would  like  nothing  better 
than  to  accomplish  both  those  ends,  if  they  are 

compatible  with  the  Commission's  long-term 
goal  of  giving  the  American  public  the  best 
nationwide,  competitive  system  obtainable.  In 
fact,  the  Commission  is  not  irrevocably  wedded 
to  an  all-uhf  system  or  even  to  having  a  uhf 
system  at  all  in  the  long  run.  The  best  proof 
is  that,  among  the  many  other  details  of  re- 

search which  the  Tv  Allocation  Research  Com- 
mittee will  be  asked  to  explore,  we  find  multiple 

vhf  channel  usage.  The  Committee  will  be 
expected  to  make  a  thorough  study  of  tech- 

niques required  to  make  most  effective  use  of 
the  12  existing  vhf  channels  only  for  television 
broadcasting  and  to  furnish  us  with  an  evalua- 

tion of  television  service  which  can  be  achieved 

by  the  application  of  such  techniques.  How- 
ever, I  am  sure  that  the  Congress,  the  Com- 

mission and  the  public  will  not  countenance  the 
deliberate  ignoring  of  scientific  facts  and  devel- 

opments which  would  tend  to  prove  that  an  all 
or  major  uhf  system  would  best  serve  the  needs 

of  American  public." 
The  organization  of  TARC  is  scheduled  for 

this  Thursday  (Sept.  20)  in  Washington.  Invited 
as  sponsors  have  been  NARTB,  RETMA,  Assn. 
of  Maximum  Service  Telecasters,  Committee 
for  Competitive  Tv  (uhf  group),  and  the  Joint 
Council  on  Educational  Television  [At  Dead- 

line, Sept.  3].  Its  objective  is  to  determine 
whether  uhf  is  capable  of  furnishing  a  service 
to  the  country  that  is  comparable  to  that  al- 

ready furnished  by  vhf.  It  is  the  implementa- 

tion of  the  "crash"  research  program  on  uhf 
which  the  chairman  first  proposed  in  his 
NARTB  convention  speech  last  April. 

Referring  to  some  suggestions  that  the  re- 
search should  encompass  sociological  as  well  as 

economic  factors,  Mr.  McConnaughey  said  that 

he  shied  away  from  such  ideas.  ".  .  .  When 
we  get  into  the  subject  of  economics  and  soci- 

ological concepts  I  become  a  bit  apprehensive," 
he  said. 

Mr.  McConnaughey  called  on  broadcasters 
to  continue  exercising  strict  vigilance  over  the 
programs  and  commercials  which  go  out  over 
the  air. 

Cohn  knew  of  any  instance  where  Columbia 

Pictures,  Screen  Gems'  parent  company,  had 
ever  shared  profits  with  a  chain  of  theatres 
exhibiting  one  of  its  releases.  Mr.  Cohn  said 

he  couldn't  speak  for  Columbia  Pictures,  but 
that  he  doubted  such  sharing  was  done.  In 
the  theatre  business,  he  explained,  existence  of 
alternative  theatres  puts  the  producer  in  a  bet- 

ter bargaining  position  than  in  television,  where 
stations  are  limited. 

Chairman  Celler  wanted  to  know  whether,  if 

tv  operators  have  such  a  "near  monopoly," 
they  shouldn't  be  put  under  "more  restraint." 
Mr.  Cohn  said  this  was  "not  my  conclusion"; 
that  spectrum  space  is  not  so  limited  that  more 

stations  could  not  be  built,  and  added  that  "we 
want  no  more  restrictions  on  the  tv  industry" than  essential. 

The  option-time  limitations  proposed  by 
ATFD,  he  said,  are  an  interim  measure  until 
enough  of  the  spectrum  is  freed  to  make  more 
competition  possible. 

Chairman  Celler  persisted.  When  the  pro- 
ducers have  the  upper  hand  in  business  nego- 

tiations, he  asserted,  they  gain  it  through 

"artistic  ability" — creation  of  a  program  which 
the  networks  feel  will  be  appealing — while  the 
networks,  he  claimed,  get  the  upper  hand 
through  no  special  ability  but  because  they 

have  built  up  strong  operations — "not  on  merit, 

like  you." Mr.  Cohn  answered  that  merit  was  the  only 

basis  on  which  producers  wanted  to  gain  ad- 
vantage. Also,  he  added,  producers  in  their 

negotiations  with  networks  benefit  from  the 
existence  of  competition  among  the  networks. 

Counsel  Pierce  cited  the  ATFD  document's 
reference  to  an  incident  in  which,  it  was 
claimed.  ABC  felt  it  needed  a  new  program  for 
the  hour  following  Disneyland  and  wanted 
Screen  Gems  to  try  a  western  program  such  as 
interested  sponsors  thought  would  be  good 
programming.  In  negotiations  with  President 
Robert  E.  Kintner  and  other  ABC  officials,  he 
said,  the  network  was  said  to  be  willing  to 
finance  a  pilot  film  at  a  cost  of  about  2Vi% 
of  the  cost  of  the  whole  series.  But  ABC 
wanted  50%  of  all  the  profits  of  the  production 
venture,  the  ATFD  document  asserted.  Screen 

Gems  asked  ABC  whether  it  (SG)  would  re- 
ceive any  of  the  profits  from  the  sale  of  the 

time  period  of  the  succeeding  time  period,  and 
was  told  it  would  not.  Screen  Gems  counter- 
offered  to  finance  the  pilot  itself  and  sell  the 
program,  if  ABC  would  set  aside  the  time  period 
and  let  Screen  Gems  retain  all  profits.  Finally, 
the  document  said.  Screen  Gems  offered  ABC 

"a  token  profit  participation,"  but  "a  deal  was 

not  made." Mr.  Cohn  said  this  version  was  substantial- 
ly correct;  that  it  happened  about  last  March. 
Mr.  Pierce  wanted  to  know  whether  Screen 

Gems  had  any  memoranda  on  the  discussions 
with  ABC.  Mr.  Cohn  said  he  had  thought  so 
— that  memos  are  usually  kept  on  such  mat- 

ters— and  that  he'd  been  surprised  to  find  none 
in  this  case.  Either  memoranda  were  not  made 

or  they  disappeared  through  misfiling,  which 
could  happen,  he  asserted. 

The  committee  asked  Mr.  Sillerman  about 

a  purported  incident  last  fall  involving  NBC's 
WNBQ  (TV)  Chicago,  Drewrys  Ltd.  (beer 
and  ale);  MacFarland  Aveyard  (agency  for 

Drewrys),  TPA's  Susie  series  and  NBC  Film 
Div.'s  Great  Gildersleeve. 

Mr.  Sillerman  said  Drewrys  and  the  agency 

were  to  sponsor  Susie,  but  WNBQ  "preferred" 
Gildersleeve.  He  said  WNBQ  sent  a  letter 
cancelling  the  Drewrys  time  period,  whereupon 

Drewrys  decided  to  take  Gildersleeve  and  was 
granted  the  time  period. 

Rep.  Keating  said  NBC  would  be  called  to 

give  its  side,  but  that  if  Mr.  Sillerman's  ac- 
count was  "all  there  is  to  it,"  then  it  was  a 

case  of  "cramming"  a  program  down  the  spon- sor's throat. 

Chairman  Celler  wanted  to  know  if  there 

were  many  "such  cases."  Mr.  Sillerman  said 
there  have  been  "some" — that  he  wouldn't  say 
"many"  and  couldn't  document  them.  This, 
he  said,  was  the  only  one  involving  a  network 
o&o  that  he  could  recall  specifics  on.  He  said 

there  had  been  "a  couple"  of  similar  instances 
involving  network  affiliates,  however. 

The  committee  then  canvassed  the  four  film 
firms  for  any  such  experiences  they  might 
know  about. 

Mr.  Jaffe  said  he  remembered  it  had  occurred 

"a  couple  of  times"  but  that  he  could  recall  no 
specific  instances.  Mr.  Cohn  said  that,  being 

in  a  managerial  position,  he  didn't  and 
wouldn't  necessarily  know  about  such  cases. 
Mr.  Reel  said  he  knew  of  no  instances  of  his 
own  knowledge  but  that  since  he  was  not  in 

sales  he,  like  Mr.  Cohn,  wouldn't  necessarily know. 

Chairman  Celler  said  the  record  would  be 

kept  open  for  details  on  all  such  cases  known 
to  the  four  witnesses. 

The  inquiry  moved  next  into  network  pre- 

emption of  sponsor's  time.  Mr.  Jaffe  cited 
NBC's  pre-emption  of  Firestone's  Voice  of  Fire- 

stone for  presentation  of  Caesar's  Hour,  which 
resulted  in  Voice  moving  to  ABC.  He  also 

noted  that  U.  S.  Tobacco  Co.'s  Martin  Kane 
went  off  the  air  when  NBC  secured  Lever 

Bros.'  Lux  Video  Theatre  and  installed  it  in 
Martin  Kane  time.  Mr.  Sillerman  said  CBS- 

TV  had  taken  Longines-Wittnauer's  Chrono- 
scope  off  to  install  a  nightly  news  roundup, 

and  that  Singer  Sewing  Machine  and  Bristol- 
Myers  had  wanted  to  renew  Four  Star  Play- 

house but  that  CBS-TV  had  taken  the  time 
for  Playhouse  90. 

Rep.  Keating  said  it  sounded  to  him  as  if 

"the  big  job  of  the  advertiser  is  to  get  on  the 
air  at  all,"  and  wondered  why  networks  bother 
to  give  volume  discounts. 

Counsel  Maletz  cited  the  ATFD  document's 
assertion  that  networks,  by  long-term  exclusive 

contracts,  "exercise  tight  control  over  the  serv- 
ices" of  star  performers.  Mr.  Cohn  conceded 

that  producers  might  negotiate  with  the  net- 
works for  "loan-out"  of  such  talent,  and  that 

it  might  be  granted  for  a  single  show  but  hardly 
would  be  permitted  if  the  producer  wanted  the 
talent  for  a  whole  series  since  that  would  take 

the  star's  services  away  from  the  network  for 
a  protracted  period. 

The  subcommittee  also — without  pursuing 
the  idea — drew  out  of  Mr.  Cohn  a  confirma- 

tion that  some  film  producers  were  thinking 
about  producing  live  shows.  He  said  nobody 
was  engaged  in  such  a  venture  now,  however. 

Harmon  Joins  Advisory  Group 

APPOINTMENT  of  Ralph  Harmon,  vice  pres- 
ident in  charge  of  engineering  of  the  Westing- 

house  Broadcasting  Co.,  New  York,  as  a  mem- 
ber of  the  Broadcast  Advisory  Committee  was 

announced  last  week  by  Theodore  C.  Streibert, 
director  o  fthe  U.  S.  Information  Agency.  Mem- 

bers serve  without  salary.  Mr.  Harmon  has 

been  vice  president  of  engineering  at  Westing- 
house  since  1948. 
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Paul  Raymer  Co.,  Inc. 

It's  a  big  market,  and  it's  all  yours!  Channel  12 

effectively  presents  your  sales  message  to  a  steadily 

ncreasing  Delaware  Valley  audience.  316,000 

watts  are  ready  to  net  you  tremendous  per-viewer 

acceptance  at  low  per-viewer  cost.  Contact  your 

Raymer  representative  today  for  availabilities. 

SERVING  GREATER  DELAWARE  VALLEY 
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WGTH-TV  Sale  to  CBS 

Given  Second  FCC  OK 

FCC  last  week  reinstated  its  approval  of  the 
sale  of  WGTH-TV  Hartford,  Conn.,  from  the 
General-Times  Television  Corp.  to  CBS.  The 
$650,000  purchase  of  the  ch.  18  Hartford  out- 

let had  been  approved  early  this  year,  but  when 
WNHC-AM-FM-TV  New  Haven,  Conn.,  pro- 

tested, the  grant  was  suspended. 

Last  week's  reinstatement  action  came  after 
the  sale  of  WNHC-AM-FM-TV  to  Triangle 
Publications  Inc.  (radio  and  tv  division)  last 
June  [B»T,  July  2].  Two  days  after  Triangle 
assumed  ownership  of  the  outlet,  it  filed  plead- 

ings with  the  Commission  to  withdraw  the 
WNHC  objection  to  the  CBS  purchase  and  also 

to  the  proposed  NBC  purchase  of  WKNB-TV 
New  Britain,  Conn.,  which  is  still  pending  at 
the  FCC. 

Despite  the  fact  that  the  WNHC  protest, 
plus  a  protest  by  WATR  Waterbury,  Conn., 
were  withdrawn,  hearings  on  the  $600,000  NBC 

purchase  of  WKNB-TV  were  set  by  the  FCC's 
own  action.  The  hearings  began  Sept.  7  before 
Hearing  Examiners  James  D.  Cunningham  and 
Herbert  Sharfman  and  will  resume  tomorrow 

(Tuesday).  Issues  involve  purported  concentra- 
tion and  overlap. 

Operational  duties  of  WGTH-TV  were  as- 
sumed by  CBS  Sunday  (see  story,  page  100). 

Purchase  of  the  outlet  gives  the  network  its 
second  uhf  facility.  Its  other  stations  are  ch.  19 

WXIX  (TV)  Milwaukee,  Wis.;  ch.  2  WCBS-TV 
New  York;  ch.  2  KNXT  (TV)  Los  Angeles, 
and  ch.  2  WBBM-TV  Chicago. 

Economic  Impact  No  Issue 

In  Pittsburgh,  FCC  Rules 

ECONOMIC  IMPACT  of  one  television  sta- 
tion on  another  is  not  a  proper  subject  for 

FCC  inquiry.  This  is  the  essence  of  the  FCC's 
decision  last  week  in  turning  down  a  request 

by  WSTV  Inc.  (WSTV-TV  Steubenville,  Ohio) 
that  the  economic  issue  be  included  in  the 

rehearing  on  the  Commission's  1955  grant  of 
Pittsburgh's  ch.  1 1  to  WWSW  Inc.  (WIIC  [TV] 
Pittsburgh). 
WSTV  Inc.,  whose  ch.  9  WSTV-TV  covers 

the  Steubenville-Wheeling  area,  claimed  that  if 
WIIC  were  permitted  to  increase  its  power  and 
antenna  height  the  business  of  WSTV-TV 
would  suffer. 
The  FCC,  with  Comrs.  McConnaughey  and 

Mack  abstaining,  declared  that  the  economics 
of  broadcasting  should  have  no  place  in  FCC 
hearings.  Its  attitude  was  summed  up  in  the 
following  words: 

"It  is  clear  that  inclusion  of  the  issue  re- 
quested by  WSTV  would  constitute  recognition 

of  the  principle  that  an  existing  television 
licensee  operating  in  one  community  may  be 
entitled  to  protection  from  competition  by  a 
station  operating  in  another  community.  Such 
recognition  would,  as  stated  in  Cullman,  supra, 
and  as  stated  by  the  courts,  run  counter  to 
the  over-all  policy  of  the  Communications  Act 
that  broadcasting  is  to  be  a  competitive  service. 
It  would  establish  the  consistently  rejected  no- 

tion that  economic  injury  to  an  existing  sta- 
tion is  in  itself  grounds  for  refusing  to  grant 

a  broadcast  license." 
A  hearing  already  has  been  held  on  the 

Pittsburgh  ch.  11  grant,  with  ch.  16  WENS 
(TV)  that  city  as  the  protestant,  and  with  an 
initial  decision  affirming  the  grant  already 

issued.  WSTV's  intervention  was  ordered  by 
the  Commission  and  the  hearing  ordered  re- 

opened today  (Monday). 

In  addition  to  the  grant,  WIIC's  request  for 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  7 

(Figures  in  parentheses  indicate  dates  oral 
arguments  were  held.) 
Miami,  Fla.,  ch.  10  (7-18-55);  Seattle,  Wash., 
ch.  7  (10-31-55)-f  Paducah,  Ky.,  ch.  6  (3-12- 
56);  Indianapolis,  Ind.,  ch.  13  (5-25-56);  St. 
Louis,  Mo.,  ch.  11  (7-9-56);  Charlotte,  N.  C, 
ch.  9  (6-25-55);  Orlando,  Fla.,  ch.  9  (6-19- 56). 

AWAITING  ORAL  ARGUMENT:  7 

(Figures  in  parentheses  indicate  dates  ini- tial decisions  were  issued.) 
Boston,  Mass,  ch.  5  (1-4-56);  McKeesport- 
Pittsburgh,  Pa.,  ch.  4  (4-23-56);  Buffalo, 
N.  Y.,  ch.  7  (2-1-56);  Bfloxi,  Miss.,  ch.  13 
(6-5-66);  San  Francisco-Oakland,  Calif., 
ch.  2  (6-25-56);  Pittsburgh,  Pa.,  ch.  11  (7- 
3-56);  Coos  Bay,  Ore.,  ch.  16  (7-20-56). 

AWAITING  INITIAL  DECISION  3 

(Figures  in  parentheses  indicate  dates  rec- 
ords were  closed  after  hearings.) 

Hatfield.  Ind.-Owensboro,  Ky.,  ch.  9  (1-7- 
55);  Toledo,  Ohio,  ch.  11  (1-26-56);  Onon- 
daga-Parma,  Mich.,  ch.  10  (3-2-56). 

IN  HEARING:  4 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Pachuta,  Miss.,  ch. 

7;  Mayaguez,  P.  R.,  ch.  3. 

increased  power  and  antenna  height  is  also 
involved. 

The  grant  of  Pittsburgh's  ch.  11  to  WWSW 
Inc.  came  after  a  merger  agreement  between 
WWSW  and  Pittsburgh  Radio  Supply  House 
Inc.,  owner  of  WJAS-AM-FM  Pittsburgh, 
which  must  be  sold  before  the  option  can  be 
exercised. 

FCC  to  Take  Another  Look 

At  WGMS  Sale  to  RKO 

SALE  of  WGMS-AM-FM  Washington  to  RKO 
Teleradio  Pictures  Inc.,  for  $400,000,  approved 
by  the  FCC  last  July,  has  been  held  up  by 
the  Commission  pending  oral  argument  on  a 
protest  by  minority  stockholder  Lawrence  M. 
C.  Smith  [B»T,  June  18].  Oral  argument  is 
scheduled  for  Oct.  1.  The  FCC  ordered  re- 

assignment of  the  WGMS  licenses  from  RKO 
Teleradio  to  The  Good  Music  Station  Inc.  by 

Oct.  12.  • 
Mr.  Smith,  who  holds  16%%  of  WGMS 

stock  and  also  owns  WFLN  (FM)  Philadelphia 
and  30%  of  WAEB  Allentown,  Pa.,  has 

charged  that  the  stations  were  sold  despite  the 
fact  that  Nathan  Strauss,  WMCA  New  York, 
had  offered  a  higher  price.  Mr.  Smith  also 
attacked  an  agreement  whereby  RKO  Teleradio 
would  retain  Mr.  and  Mrs.  M.  Robert  Rogers 
(41%%  WGMS  stockholders)  as  consultants 

for  a  five-year  period,  at  $30,000  per  year. 
The  FCC  found  that  Mr.  Smith  was  a  party 

in  interest.  However,  since  the  allegations  in 
the  protest  were  considered  by  the  FCC  before 
it  approved  the  sale,  oral  argument  rather 
than  a  hearing  was  ordered. 

Gen.  Sarnoff  Visits  Ike 

BRIG.  GEN.  David  Sarnoff,  RCA  board  chair- 
man, conferred  with  President  Eisenhower  at 

th  White  House  Tuesday  morning.  Gen.  Sarn- 
off said  after  the  conference  they  had  dis- 

cussed the  report  filed  by  the  National  Security 
Training  Commission,  of  which  he  is  chair- 

man. The  President  was  pleased  with  the  re- 
port, Gen.  Sarnoff  said. 
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Brewers:  Liebmann,  Miller,  Stroh 

Coffee  Roasters:  Fleming,  Dining  Car 

Bakers:  National  Biscuit, 

Mrs.  Smith's  Pies 

Appliances:  Crosley-Bendix 

Various:  Lee  Optical,  Petri  Wine, 

Gem  Jewelry,  Signal  Oil, 

Top  Value  Stamps 

Hundreds  of  thousands  of  advertising 

dollars  have  been  allocated  for 

CODE  3  by  some  of  the  country's 
smartest,  most  successful  advertisers! 

Many  choice  markets  are  already 

gone  —  others  going  fast!  For 

big-time  advertising  results,  put 

your  advertising  dollars  on  CODE  3. 
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GOVERNMENT 

#1  SYNDICATED 

SHOW  IN 

LOS  ANGELES 

16.9  RATING, 

25.1%  AUDIENCE 

SHARE 

and  in  San  Diego:  27.4  rating, 

47.8%  audience  share 

Highest  rated  in  its  time  segment: 

Sacramento:  16.5 

Portland:  17.8 

Seattle-Tacoma:  22.7 

San  Francisco:  12.3 

Several  east  coast  and  mid-west 

markets  sold  for  fall  start. 

Many  good  markets  from  coast  to  coast 

already  bought.  Yours  still  available? 

Rating  source  on  request 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 
10  East  44th  Street 
New  York  City 

OXford  7-5880 

Spectrum  Curb  a  Must, 

McC  Tells  Colo.  Gov. 

THE  FEDERAL  GOVERNMENT  must  con- 
trol the  radio  spectrum,  FCC  Chairman  George 

C.  McConnaughey  said  last  week  in  answering 

Colorado  Gov.  Edwin  C.  Johnson's  plea  to  per- 
mit on-channel  boosters  to  continue  operating 

without  FCC  interference  [B«T,  Sept.  10]. 
".  .  .  In  view  of  the  nature  of  radio,  the 

complicated  interrelation  of  services  in  the  spec- 
trum and  the  variety  of  broadcast  needs 

throughout  the  country,  the  part  government 
plays  in  the  process  must  be  at  the  federal 
level,"  Mr.  McConnaughey  wrote  in  a  Sept.  11 
letter  to  the  former  chairman  of  the  Senate 
Commerce  Committee. 

He  warned  that  unless  the  radio  spectrum 
is  federally  policed,  broadcast  services  may 
again  face  the  difficulties  which  led  to  the  adop- 

tion of  the  1927  Radio  Act. 

The  FCC  chairman's  letter  also  related  the 

background  of  the  Commission's  thinking  which 
led  to  the  establishment  of  a  "translator"  serv- 

ice for  remote  areas  to  receive  big  city  tv  sig- 
nals. This  new  service — the  first  three  grants 

for  which  were  made  two  weeks  ago  [B»T, 

Sept.  10] — permits  the  establishment  of  a  "re- 
peater" service  which  enables  a  big  city  tv 

station  to  be  picked  up,  amplified  and  con- 
verted to  one  of  the  upper  uhf  bands  and  re- 

broadcast  on  a  low-cost,  low  power  basis.  This 
came  about  after  several  dozen  unlicensed 

"booster"  transmitters  sprang  up  in  the  north- 
west states  to  bring  tv  to  small,  mountain- 

locked  communities.  The  FCC  brought  cease- 
and-desist  actions  against  a  number  of  them 
and  is  awaiting  a  U.  S.  Court  of  Appeals  deci- 

sion on  a  case  involving  an  unlicensed  booster 
in  Bridgeport,  Wash. 

Gov.  Johnson  last  month  "authorized"  Steam- 
boat Springs,  Colo.,  booster  to  continue  op- 

erating without  regard  to  the  FCC  [At  Dead- 
line, Aug.  6].  There  are  about  six  such 

operations  now  "blessed"  by  the  Colorado 
governor. 

Four  Am  Stations  Granted 

By  FCC  During  Past  Week 

FOUR  new  am  outlets  were  authorized  by  the 
FCC  last  week.  Construction  permits  awarded were: 

Fairbanks,  Alaska — Radio  Anchorage  Inc., 
granted  1240  kc,  250  w  unlimited.  Radio  An- 

chorage Inc.  is  licensee  of  KBYR  Anchorage, 
Alaska. 

Golden,  Colo. — Golden  Radio  Inc.,  granted 
1250  kc,  1  kw  daytime.  Principals  are  Pres. 
William  H.  Finch  (5.68%),  39.69%  owner  of 
KCSR  Chadron,  Neb.;  Vice  Pres.  Conrad  F. 
Schader  (25%),  employe  of  KTLN  Denver; 
Secy.  Robert  W.  Fouse  (5.68%),  39.69% 
owner  of  KCSR;  Fred  D.  Fouse  (31.81%), 
20.61%  owner  of  KCSR,  and  Rachel  R.  Fouse 
(31.81%).  housewife. 

Portland,  Me. — Casco  Broadcasters  Corp. 
granted  1310  kc,  1  kw  daytime.  Principals  in- 

clude Pres.  Sherwood  J.  Tarlow  (49%),  owner 
of  WHIL  Medford,  Mass.,  and  60%  owner  of 
WGUY  Bangor,  Me.;  Melvin  L.  Stone  (25%), 
49.8%  owner  of  WRUM  Rumford,  Me.,  and 
55.4%  owner  of  WGHM  Skowhegan,  Me.,  and 
Faust  Couture  (25%),  98%  owner  of  WCOU 
Lewiston,  Me.,  and  WFAU  Augusta,  Me. 

San  Saba,  Tex. — Radio  San  Saba  granted 
1410  kc,  500  w  daytime.  Principals  are  equal 
partners  J.  Earl  Webb,  painting  contractor,  and 
Gilbert  T.  Webb,  commercial  manager  of 
KSWA  Graham,  Tex. 

No  Network,  No  Deal 

UNIQUE  AGREEMENT  assuring  con- 
tinued network  affiliation  is  included  in 

an  application  filed  with  the  FCC  last 
week  asking  for  approval  of  the  $820,- 
000  sale  of  CBS-affiliated  WEOA-WEHT 

(TV)  Evansville,  Ind.,  from  Malco  The- 
atres to  WEHT  Inc.,  a  syndicate  headed 

by  Cincinnati  capitalist  Henry  Hilberg 

[B»T,  Aug.  27].  The  agreement  provides 
that  the  selling  group  will  notify  CBS 

of  the  proposed  sale  and  that  if  CBS  in- 
dicates that  its  ch.  50  WEHT  affiliation 

will  be  discontinued,  the  purchasing 

group  can  drop  the  deal. 
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Amanita,  Detroit  Tvs 

Asked  in  Two  Applications 

APPLICATIONS  seeking  construction  permits 
for  two  new  television  stations  were  filed  at  the 
FCC  last  week.  Southwest  States  Inc.  filed  for 

Amarillo,  Tex.,  ch.  7,  and  Plaza  Radio  &  Tv 
Co.  filed  for  Detroit  ch.  62. 

Southwest  principals  are  equal  partners  Mur- 
ray Woroner,  commercial  manager-2.66% 

stockholder  at  KAMQ  Amarillo;  George  A. 

Oliver,  sales  manager-1.33%  stockholder  at 
KAMQ;  Robert  D.  Houck,  general  manager- 
47%  owner  of  KAMQ;  Hoyt  Houck,  president- 
47%  owner  of  KAMQ,  and  Estate  Develop- 

ment Corp.,  Amarillo  (land  development,  loans, 
investments,  etc.). 

The  application  calls  for  46  kw  power  and 
antenna  height  806  ft.  above  average  terrain. 
Construction  cost  is  listed  at  $167,500,  first  year 

operating  cost  at  $388,029.  Affiliation  with 
ABC-TV  is  planned. 

Plaza  principals  are  Alex  Rosenman  (50%), 

former  minority  stockholder  in  WCAN-AM- 
TV  Milwaukee  and  owner  of  a  representative 
firm  in  New  York;  Eliot  Hyman  (25%),  former 

owner  of  Associated  Films  Inc.,  motion  picture- 
television  production  firm,  and  David  M.  Har- 

ris (25%),  photography  interests. 
Power  for  the  proposed  Detroit  outlet  was 

listed  at  252.68  kw,  with  antenna  407.75  ft. 

above  average  terrain.  Construction  was  esti- 
mated at  $371,539,  first  year  operating  cost  at 

$264,000. 

Peter  W.  Seward  Dies 

FUNERAL  services  were  held  in  Lamed,  Kan., 

last  week  for  Peter  W.  Seward,  former  assistant 

chief  hearing  exam- iner for  the  FCC, 

who  died  in  a  Wich- 
ita hospital  Sept.  8. 

Mr.  Seward,  78,  had 
been  suffering  from 

an  intestinal  ailment 
for  four  months. 

Mr.  Seward  en- 
tered the  communi- 

cations field  in  1934 
as  an  FCC  lawyer 

in  Washington.  He 

joined  the  Commis- sion in  1937  as  a 

hearing  examiner 
and  served  as  assistant  chief  hearing  examiner 
1938-39.  He  left  the  FCC  in  1945  to  re-enter 
communications  law. 

Mr.  Seward  abandoned  his  law  practice  in 

1952  and  had  not  participated  actively  in  broad- 
casting since  then.  He  sold  his  39.8%  interest 

in  KNOK  Fort  Worth,  Tex.  (then  KWBC)  in 

September  1953.  He  is  survived  by  his  wife, 
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'PEACHES  AND  CREAM'  OUTLOOK  RULES 

AT  CBS  RADIO  AFFILIATES  CONVENTION 

Optimistic  view  prevails  as  all  speakers  stress  upswing  in  network 

business  and  programming  trends.  Rivers  elected  to  replace  Brown 

as  board  chairman;  Caley  succeeds  Sowell  as  vice  chairman;  Ryder 

and  two  directors  re-elected;  Wailes  in  for  Storer. 
A  HEARTY  BLEND  of  the  old  confidence 
and  optimism  that  used  to  dominate  radio 
gatherings  was  evident  as  the  CBS  Radio 
affiliates  held  their  third  annual  convention 
last  Monday  and  Tuesday  in  New  York. 
Some  200  affiliates,  already  heartened  by 

the  year's  general  upswing  in  radio  business 
at  the  spot  and  local  levels,  received  further 
encouragement  from  the  reports  they  heard  on 

business,  programming  and  other  accomplish- 
ments and  prospects  at  the  network  level. 

Dr.  Frank  Stanton,  president  of  CBS  Inc., 

told  the  affiliates  that  the  network's  faith  in 
radio  has  been  justified,  and  John  Karol,  sales 
vice  president  of  CBS  Radio,  reported  that 

"we  are  doing  so  well  that  our  two  major 
problems — at  least  in  our  daytime  schedule — 

are  product  conflict  and  station  clearances." 
Another  heartening  development  was  the 

report,  not  yet  announced  publicly,  of  nego- 
tiations with  Jack  Benny — for  years  almost  a 

symbol  of  network  radio  in  its  best  days — to 

return  to  his  old  "Sunday  at  seven"  spot  on 
CBS  Radio,  which  he  left  in  May  1955. 

PRESENTATION  of  an  armchair  to  CBS 

President  Dr.  Frank  Stanton  (r)  is  made 

by  Kenyon  Brown,  KWFT  Wichita  Falls, 
Tex.,  retiring  chairman  of  the  CBS  Radio 
Affiliates  Assn.  board  of  directors. 

More  concretely,  officials  also  disclosed  that 
the  network  had  just  added  an  estimated  $300,- 
000  in  billings  by  (1)  sale  to  Pharma-Craft 
Corp.  of  100  five-minute  segments  in  CBS 
Radio  nighttime  programming  over  a  20-week 
period,  in  addition  to  its  current  sponsorship 
of  two  quarter-hours  a  week  on  the  daytime 
Houseparty,  and  (2)  sale  to  Standard  Brands 
of  30  IV2  -minute  segments  in  daytime  serials 
over  a  two-week  period.  Agency  for  Pharma- 
Craft  is  J.  Walter  Thompson  Co.;  for  Stand- 

ard Brands,  Ted  Bates.  The  signings  were 

viewed  as  further  evidence  of  advertisers'  ris- 
ing regard  for  network  radio  as  an  "exciting, 

even  fashionable"  medium  for  moving  goods 
and  services. 

Dr.  Stanton,  who  received  from  the  affiliates 
a  surprise  salute  in  the  form  of  a  gift  and  a 

scroll  honoring  his  "ten  years  as  president  of 
CBS"  (see  story  page  OO),  told  the  affiliates 
at  the  opening-day  luncheon  that  "radio  is  here 
to  stay  and  has  a  good  future  ahead  of  it  .  .  . 
our  faith  in  the  future  of  radio  is  stronger 

than  ever." 
In  a  business  meeting,  John  M.  Rivers, 

WCSC  Charleston,  S.  C,  was  elected  to  suc- 
ceed Kenyon  Brown,  KWFT  Wichita  Falls, 

Tex.,  as  chairman  of  the  board  of  the  CBS 

Radio  Affiliates  Assn.  Mr.  Brown  will  remain 
on  the  board  in  an  advisory  capacity. 

Charles  Caley,  WMBD  Peoria,  111.,  was 
elected  vice  chairman,  succeeding  F.  C.  Sowell, 

WLAC  Nashville,  who  also  served  as  chair- 
man of  the  convention  committee.  J.  Maxim 

Ryder,  WBRY  Waterbury,  Conn.,  was  re- 
elected secretary-treasurer.  Three  directors-at- 

Iarge  elected  were  Frank  Fogarty,  WOW, 
Omaha,  and  Worth  Kramer,  WJR  Detroit,  by 
re-election,  and  Lee  Wailes,  Storer  Broadcast- 

ing Co.,  to  succeed  George  B.  Storer,  of  the 
same  organization. 

Opening  the  convention  Monday  morning, 

after  introductory  remarks  by  retiring  Chair- 
man Brown,  CBS  Radio  President  Arthur  Hull 

Hayes  stressed  progress  made  by  the  network 
in  sales,  programming  and  research.  He  said 
much  of  the  credit  should  go  to  the  affiliates 
and  thanked  them  for  their  cooperation. 

Mr.  Karol  stressed  that  "we  are  facing  the 
future  with  confidence — but  let  me  add  quickly, 

not  with  complacency."  CBS  Radio's  ad- 
vances, Mr.  Karol  asserted,  stem  "from  our 

management's  willingness  to  invest  heavily  in 
fine  programming"  and  from  "the  hard-hit- 

ting, hard-working  and  really  dedicated  group 

of  people  who  make  up  our  business." 
He  told  the  group  that  "the  way  some  peo- 

ple in  our  business  are  operating  reminds  me 
of  the  stableman  who  was  trying  to  save 
money  by  feeding  one  of  his  horses  sawdust 

instead  of  oats."  The  only  thing  wrong  with  it, 
he  said,  was  that  just  about  the  time  the 

horse  was  getting  used  to  the  sawdust — he 
died.  "And  this  is  what  might  even  happen  to 
some  of  those  in  our  business,"  he  added, 
asserting  that  CBS  Radio's  attitude  is  the  re- 

verse, with  its  program  schedule  "being 
strengthened  instead  of  weakened." 

Mr.  Karol  regarded  CBS  Radio's  sales  ac- 
complishments as  "good,"  but  emphasized 

that  "such  recent  sales  as  Colgate,  Standard 
Brands,  Slenderella,  Wrigley,  Mentholatum, 
Pontiac,  Chevrolet,  Minnesota  Mining,  plus 

renewals  and  extensions  of  existing  business — 
these  successes  have  been  building  for  many 

months  and  even  years."  Others  are  expected 
to  join  the  list  soon,  he  said. 

Of  "some  of  the  ways  that  we  are  going 

after  new  and  repeat  business,"  he  said: 
"We  have  continued  to  expand  our  sales 

force.  We  have  substantially  increased  the 
size  of  our  sales  service  dept.  We  are  in  the 
midst  of  a  strong  advertising  campaign  aimed 
at  our  prospects.  We  are  doing  even  more  in 
specific  research  efforts.  We  are  combing  the 

fields  more  carefully  for  smaller  national  ad- 
vertisers. We  are  continuing  to  call  on  agen- 

cies, and  I  know  we  are  doing  it  more  thor- 
oughly and  intelligently  but,  most  important, 

we  are  greatly  increasing  our  calls  on  adver- 
tisers. 

"Our  greatest  success  has  been  in  the 

Monday  through  Friday  daytime  schedule." 
In  this,  he  continued,  CBS  Radio  has  fur- 

thered its  cause  by  pointing  up,  through  re- 

search, "that  the  medium  of  daytime  television 
does  an  adequate  job  at  a  very  high  cost"  while 
daytime  radio  has  a  "truly  universal  character." 

He  said,  "  we  must  now,  and  we  shall,  de- 
velop new  interest  and  new  sales  in  evening 

What  better  testimonial  to  a  TV  film 

series  than  this  long-time  sponsor 

loyalty  from  a  successful  advertiser? 

Other  top-notch  "Fairbanks"  sponsors: 
Stroh  Brewery,  Top  Value  Stamps,  Oscar 

Mayer,  Sealtest,  Sinclair  Oil,  Pearl 

Brewing,  Wilson  &  Co.  Full  sponsor  list 

and  market  availabilities  on  request. 

117  half-hours  available  —  many  for 

first  run! 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 

10  East  44th  Street 
New  York  City 

OXford  7-5880 
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radio."  He  cited  General  Motors'  renewal  of 
Lowell  Thomas,  some  "very  sincere  current 
interests"  in  the  Edward  R.  Murrow  nighttime 
news  strip  and  the  extension  of  Chevrolet 

nighttime  business  as  "heartening."  "We  have 
a  number  of  clients  in  our  segmented  shows," 
he  continued,  "but  we  intend  to  have  many 
more  in  the  future." 
The  "most  important  change  we  have 

wrought  in  the  past  year,"  Mr.  Karol  told  the 
affiliates,  has  been  "a  change  in  the  attitude  of 
advertisers  and  advertising  agencies  toward  net- 

work radio."  From  looking  at  network  radio  as 
"a  somewhat  sickly  medium"  a  year  or  two 
ago,  he  said,  advertisers  are  coming  to  regard 

it  as  "exciting,  even  fashionable  .  .  .  both  ad- 
vertisers and  agencies  are  giving  an  ever-in- 

creasing amount  of  time  to  exploring  the  great 

opportunities  in  network  radio." 
But,  he  cautioned,  "at  no  time  in  recent  years 

has  it  been  so  vital  that  we  not  relax  our  efforts 
...  we  are  facing  increasing  competition  as  our 
revenue  increases.  You  have  probably  heard 
that  NBC  recently  strengthened  its  network 

radio  management,  sales  and  program  person- 
nel. Already  we  are  facing  bitter  cost  compe- 

tition. Our  higher  costs,  and  greater  income 
for  you,  are  justified  by  our  greater  value.  We 
must  enhance  these  values  and  continue  to  jus- 

tify and  protect  our  rate  card." 
Howard  G.  Barnes,  programs  vice  president, 

told  the  convention  that  "every  aspect  of  the 
strong  radio  network  is  still  to  be  found  in  the 
weekly  program  schedule  of  CBS  Radio.  When 
the  CBS  Radio  Network  furnishes  all  of  this 

programming  to  the  audiences  of  its  affiliated 
stations,  and  has  every  intention  of  continuing 
and  improving  the  schedule,  by  whom  can  it 

be  said  that  network  radio  is  dying?" 

Sig  Mickelson,  CBS  Inc.  vice  president  in 
charge  of  news  and  public  affairs,  reported  that 
CBS  Radio  currently  carries  97  newscasts  a 
week,  apart  from  special  events,  sports,  and 
public  affairs. 

Carroll  Hansen,  coordinator  of  news  and 
sports,  sketched  plans  and  goals  in  his  field. 

Jules  Dundes,  vice  president  in  charge  of 
advertising  and  promotion,  described  the  ad- 

vertising campaign  being  launched  by  the  net- 
work for  the  fall  season  and  outlined  special 

promotional  materials  being  prepared. 

The  final  day's  sessions  included  a  manage- ment conference  in  which  the  affiliates  directed 

questions  to  President  Hayes  and  other  network 
officials;  a  report  by  William  D.  Shaw,  network 
sales  manager,  on  sales  and  research  projects; 

a  luncheon  featuring  commentator  Eric  Sev- 
areid  as  chief  speaker,  and  a  panel  session  with 
WLAC's  Mr.  Sowell  as  moderator  and  J.  Frank 
Jarman,  WDNC  Durham,  N.  C,  representing 

management;  Catherine  Peden,  WHOP  Hop- 

Helpmate  Aids  in 
DR.  FRANK  STANTON,  president  of  CBS 
Inc.,  was  paid  a  surprise  tribute  by  CBS 
Radio  Affiliates  Assn.  at  its  convention  last 

week  "in  appreciation  of  (his)  10  years  as 
president  of  CBS."  The  tribute  took  the 
form  of  an  armchair,  selected  after  secret 
consultation  with  Mrs.  Stanton,  and  a  scroll 

expressing  "affectionate  esteem"  for  his 
"many  great  contributions"  both  to  his  own 
organization  and  to  broadcasting  as  a  whole. 

A  jocular  string  was  attached  to  the  gift 

of  the  chair — a  condition  that  he  "not  use 
it  to  watch  television."  But  there  was  no 
frivolity  about  the  scroll.  It  read: 

"For  ...  his  leadership,  his  fine  business 
judgment,  his  confidence  in  CBS  Radio — 
cornerstones  on  which  our  association  has 
been  built  and  prospered. 

"For  ...  his  genius,  courage,  integrity, 
capacity  for  work  and  unselfish  devotion  to 

duty  which  have  earned  the  respect  and  ad- 

Stanton  Tribute 

miration  of  his  fellow  man  and  the  whole 
broadcasting  industry. 

"For  .  .  .  the  sure  logic  and  courage  of  his 
answers  when  responding  to  major  industry 

problems. "For  .  .  .  the  application  of  his  early 
training  in  establishing  realism  in  radio 
research. 

"For  ...  his  keen  intellect  in  continu- 
ously proposing  and  vigorously  supporting 

innovations  and  changes  for  the  betterment 
of  broadcasting. 

"For  .  .  .  making  the  phrase  'public  in- 
terest, convenience  and  necessity'  the  ruling 

tenet  of  his  business  life; 

"Now  be  it  resolved  that  the  CBS  Radio 
Affiliates,  at  their  annual  association  meet- 

ing, express  their  affectionate  esteem  to  Dr. 
Frank  Stanton  for  his  many  great  contribu- 

tions and  continuing  confidence  in  CBS 
Radio  in  particular,  and  the  great  art  of 

broadcasting  in  general." 

r~  \ 
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RCA  IMAGE  ORTHICONS 

For  Color 
RCA-6474 

(With  now  MICRO-MESH) 

For  Black-and-Whito RCA-5820 

(With  now  MICRO-MESH) 

ADVANTAGES  OF  MICRO -MESH 

For  black-and-white  or  color 

•  Eliminates  mesh  pattern  and  moire  effect  with- 
out defocusing. 

•  More  than  meets  all  technical  requirements  of 
525-line  TV  system. 

For  color  only 

•  750-mesh  tube  with  aperture-correction  circuit 

provides  100%  response  for  350-line  informa- 
tion. 500-mesh  tube  without  aperture-correction 

circuit  permits  only  about  60%  response  for 

350-line  information.  Although  correction  cir- 
cuit can  be  used  with  500-mesh  tube,  such  use 

emphasizes  moire  and  beat-pattern  problems. 

•  Minimizes  beat  pattern  between  color  sub- 
carrier  and  frequency  generated  by  beam  scan- 

ning mesh-screen  pattern. 
•  Improves  detail  of  color  pictures. 

RCA  announces  a  major  development— MICRO-MESH  SCREEN— 
in  Image  Orthicon  design  that  substantially  improves  the  picture 

quality  of  TV  cameras  —  even  beyond  present-day  high-quality 
standards  of  performance ! 

In  RCA  MICRO-MESH,  the  fineness  of  the  mesh  has  been  increased 

from  500  lines  per  inch  to  a  new  high  of  750  lines  per  inch— with 
a  mechanical  exactness  heretofore  unattainable.  Here  are  a  few  ways 

this  improvement  works  for  you.  (1)  It  eliminates  mesh  pattern 

and  moire  effect  without  need  for  defocusing— both  in  black- 

and-white  and  color.  (2)  It  permits  improved  picture-detail  contrast. 
(3)  It  is  particularly  effective  in  color  cameras  where  detail 

contrast  cannot  be  improved  by  operating  the  tube  above  the  knee. 

Under  continuous  development  for  more  than  5  years  at  RCA, 

MICRO-MESH  in  RCA  Image  Orthicons  is  evidence  of  RCA's  intensive 
engineering  effort  to  bring  telecasters  camera  tubes  of  the 

highest  possible  quality. 

Image  Orthicons,  write  RCA,  Commercial  Engineering,  Harrison,  N.  J. 

CAMERA  TUBES  FOR  TELECASTING 

RADIO  CORPORATION  OF  AMERICA  •  HARRISON,  N.  3. 
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337  NEW  WARNER  BROS.  CARTOONS  THAT  GET 
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S337  NEW  WARNER  BROS 

SBOW  AT  N.YJS  WABD! 

&-4L 

PRE-SOLD  BY  PAST  PERFORMANCE  OF 

WARNER  BROS.  CARTOONS! 

First  in  average  ratings  by  Nielsen 

Looney  Tunes  12.5 

Mickey  Mouse  Club  10.8 

Clubhouse  Gang  8.8 

. .  .  and  sold-out  all  year  to  major 

sponsors:  Peter  Paul,  Coca  Cola 

National  Biscuit  Co.,  etc. 

NEW  CARTOONS  SCOOPED  UP,  BILLINGS 

SOAR  T0$I2,000  PER  WEEK! 

BUGS  BUNNY  SO  HOT,  SPECIAL  HALF- 

HOUR  SOLD  TO  7-UP  24  HOURS 

AFTER  ANNOUNCED! 

RUN  IN  COLOR  AT  NO  EXTRA  COST! 
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WRITE... 

WIRE.** 

©Copyright  1956  P.R.M.Inc. 
All  Rights  Reserved 

Associated  Artists     Productions,  Inc. 
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NETWORKS 

AT  the  two-day  planning  and  operations  meeting  of  the  ABC's  top  executives  of  its  nine 
owned  tv  and  radio  stations,  last  Monday  at  the  St.  Regis  Hotel,  New  York,  were  (I.  to  r.): 

seated,  James  H.  Connolly,  vice  president  in  charge  of  the  San  Francisco  office  (for  sta- 
tions KGO  and  KGO-TV);  Harold  L.  Morgan,  Jr.,  vice  president  and  controller,  who 

presided;  Robert  E.  Kintner,  president  ABC;  James  G.  Riddell,  president  and  general 

manager  of  WXYZ-AM-TV  Detroit;  and  Sterling  C.  Quinlan,  vice  president  in  charge  of 
WBKB  (TV)  Chicago. 

Standing:  Robert  L.  Stone,  general  manager  of  WABC-TV  New  York;  John  Pival,  vice 
president  for  WXYZ-TV;  Harold  Neal,  vice  president  for  WXYZ  and  John  S.  Hansen, 
general  manager  of  KABC  Los  Angeles. 

Not  present  were  Stewart  Barthelmess,  general  manager  of  WABC  New  York,  and 

Selig  J.  Seligman,  general  manager  of  KABC-TV  Los  Angeles. 

kinsville,  Ky.,  representing  sales;  Art  Schofield, 
Storer  Broadcasting  Co.,  representing  promo- 

tion, and  Sam  Gifford,  WHAS  Louisville,  rep- 
resenting programs. 

The  annual  banquet  Monday  night  featured 
an  entertainment  program  with  Robert  Q.  Lewis 
as  M.C. 

POLLER  SUES  CBS 

ON  MILWAUKEE  BUY 

Former  owner  of  ch.  25  outlet 

charges  network  forced  him 

out  of  business.  CBS'  Stanton 

answers  that  Poller's  own  re- 

quest spurred  network's  pur- chase. 

AN  antitrust  suit,  asking  $4,350,000  in  treble 
damages,  was  filed  last  week  by  Lou  Poller, 
owner  of  the  now-dark .  ch.  25  WCAN-TV 
Milwaukee,  Wis.,  against  CBS  Inc.  and  others. 

Mr.  Poller  charged  that  CBS  conspired  to 
force  him  out  of  business  by  its  1954  purchase 
of  ch.  19  WOKY  (TV)  Milwaukee  (now  WXIX 
[TV]).  The  charge  was  denied  in  a  statement 
issued  Friday  by  CBS  President  Dr.  Frank 
Stanton. 

The  suit  was  brought  in  the  U.  S.  District 
Court  in  Washington,  against  CBS  Inc.,  Bartell 
Broadcasters  Inc.  (former  owners  of  the  Mil- 

waukee ch.  19  outlet),  CBS  Television,  J.  L. 
Van  Volkenburg  (president  of  CBS  Television), 

H.  V.  Akerberg  (stations  relations  vice  presi- 
dent of  CBS  Television),  and  Thad  Holt  (for- 
mer owner  of  WAPI,  WAFM  and  WAFM-TV 

Birmingham,  Ala.). 

Gist  of  the  accusations  was  that  CBS  dis- 
suaded George  B.  Storer  (Storer  Broadcasting 

Co.)  from  negotiating  for  a  $2  million  pur- 
chase of  WCAN-TV,  that  CBS  assured  Mr. 

Poller  that  WCAN-TV  would  be  continued  as 
the  Milwaukee  CBS-TV  outlet,  that  on  the 
strength  of  this  assurance  WCAN-TV  obligated 
itself  to  lease  quarters  in  a  new  building,  at 

a  $500,000  charge,  plus  acquiring  new  equip- 
ment, that  CBS  secured  an  option  to  buy 

WOKY  with  Mr.  Holt  acting  as  a  front,  and 
that  as  a  result  of  the  $350,000  CBS  purchase 
of  the  ch.  19  station,  WCAN-TV  had  to  go  out 
of  business. 

Dr.  Stanton  in  commenting  on  the  suit 
brought  against  CBS  by  Mr.  Poller  said: 

"There  is  no  basis  in  fact  and,  according  to 
our  counsel's  advice,  no  basis  in  law,  for  this 
complaint.  Mr.  Poller  charges  that  CBS  drove 
him  out  of  business.  The  facts  are  exactly  to 
the  contrary.  CBS  purchased  certain  of  Mr. 

Poller's  Milwaukee  broadcasting  equipment  at 
his  urgent  request,  and  in  turn  CBS  sold  cer- 

tain equipment  to  Mr.  Poller.  CBS  did  so  only 
on  the  express  written  representations  by  Mr. 
Poller  that  he  would  remain  in  business.  Mr. 
Poller  is  now  trying  to  take  advantage  of  his 
own  failure  to  live  up  to  his  representations  and 
would  appear  to  be  putting  the  bite  on  the  hand 

that  fed  him." 
When  CBS  bought  the  then  WOKY,  it  paid 

$500,000  to  Mr.  Poller  for  his  equipment  and 
the  leases  to  his  studio-transmitter  quarters.  Mr. 
Poller  also  received  the  WOKY  equipment, 
which  he  valued  at  $50,000.  Deducting  these 
from  the  $2  million  value  he  placed  on  WCAN- 
TV,  he  figured  his  damages  at  $1.45  million. 

Mr.  Poller,  was  a  stormy  figure  during  his 
Milwaukee  telecasting  days — he  fought  bitterly 
against  the  allocation  of  ch.  6  to  the  Milwaukee 
suburb  of  Whitefish  Bay,  and  against  the  ch.  12 
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Milwaukee  grant  to  merged  applicants,  Mil- 
waukee Area  Telecasting  Corp. — has  been 

living  in  Washington  during  the  last  two  years. 
He  was  one  of  the  inner  group  plumping  for 

the  nomination  of  Sen.  Kefauver  as  the  Demo- 
cratic presidential  candidate.  He  was  men- 
tioned prominently  at  one  time  as  a  possible 

successor  to  Frieda  B.  Hennock  when  her 

term  expired  in  1955  as  an  FCC  commissioner. 
He  has  also  applied  for  FCC  permission  to 

test  pay  tv  on  his  Milwaukee  outlet  and  offered 
to  buy  ch.  44  WOPT  (TV)  Chicago  if  he  could 
operate  parttime  on  subscription  tv. 

At  one  time  Mr.  Poller  also  controlled 
WPWA  Chester,  Pa.  (now  WDRF)  and  had  a 
substantial  interest  in  WARL  Arlington,  Va. 
(Washington,  D.C.,  area). 

Mr.  Holt,  and  his  partner  Edward  Norton, 

sold  their  Birmingham  properties  to  the  Bir- 
mingham News  Co.  in  1953  for  $2.4  million. 

Early  this  year  the  FCC  approved  the  $18.7 
million  purchase  of  the  Birmingham  News  Co. 
by  S.  I.  Newhouse  (Newhouse  newspapers  and 
broadcast  stations). 

The  civil  suit  was  filed  in  behalf  of  Mr. 

Poller  by  Wolf,  Block,  Shore  &  Solis  Cohen, 
Philadelphia. 

Mr.  Poller  told  B»T  that  the  full  impact  of 

the  Milwaukee  transactions  did  not  "hit"  him 
until  almost  a  year  after  their  occurance.  He 
said  that  he  began  discussing  the  antitrust  suit 
with  his  attorneys  six  months  ago  and  that 
the  complaint  took  four  or  five  months  to 
draft. 

AB-PT  Sets  25-Cent  Dividend 

DIVIDENDS  of  25  cents  per  share  on  common 
and  preferred  stock  were  announced  last  week 
by  the  board  of  directors,  American  Broadcast- 

ing-Paramount Theatres  Inc.,  payable  Oct.  20 
to  shareholders  on  record  as  of  Sept.  28. 

Affiliation  of  KGW-AM-TV 

With  ABC  Confirmed 

KGW-AM-TV  Portland,  Ore.,  will  become 
affiliates  of  ABC,  Walter  E.  Wagstaff,  tv  man- 

ager, and  John  Eichhorn,  am  manager,  con- 
firmed last  week  [Closed  Circuit,  Sept.  3]. 

Effective  date  for  the  affiliation  was  not  an- 
nounced. 

Present  ABC  affiliates  in  Portland  are  KLOR- 

TV  and  Westinghouse-owned  KEX.  KGW- 
TV  (ch.  8)  is  not  yet  on  the  air  and  has  an 
October  target  date.  KGW  went  on  the  air 
Mar.  25,  1922,  and  joined  NBC  in  1927.  KGW- 
AM-TV  is  owned  by  Pioneer  Broadcasting  Co., 
whose  principal  stockholder  is  KING  Broad- 

casting Co.  (KING-AM-TV  Seattle). 

ABC's  Segmented  Selling 

Has  Grossed  $7  Million 

ABC  RADIO'S  segmented  selling  plan  for  its 
top-rated  morning  block  has  resulted  in  sales 
representing  more  than  $7  million  in  gross  bil- 

lings during  the  first  year  it  has  been  in  effect 

and  has  achieved  a  "near  sell-out"  in  the  morn- 
ing schedule,  Don  Durgin,  vice  president  in 

charge  of  ABC  Radio,  announced  last  week. 
Mr.  Durgin  said  the  billings  came  from  52 

national  advertisers,  of  which  24  used  network 

radio  for  the  first  time.  Called  the  ABC  "D" 
(dispersion)  plan,  it  permits  advertisers  to  spon- 

sor morning  programs  in  five-minute  segments. 
Advertisers  who  used  network  radio  for  the 

first  time  during  the  year  on  ABC  Radio's 
morning  schedule,  according  to  Mr.  Durgin, 
were:  Accent  International,  American  Bird 

Food  Mfg.  Corp.,  Beatrice  Foods  Co.,  Cameo 
Curtains  Inc.,  Consolidated  Cigar  Sales  Co., 

Broadcasting   •  Telecasting 



The  budget  is  set  •  the  client 

has  okayed  the  general  plan  . 

now  the  pressure  is  on  to  draw  up 

space  schedules;  compare  stations  . 

the  hour  is  late,  but  the  agency  men 

work  on  •  work  with  Standard  Rate  • 

and  if  you  have  a  Service-Ad  in  SRDS 

you  are  there 

For  the  full  story  on  the  values  1.362  media  get  from  their  Service- 

Ads,  see  Standard  Rate  s  own  Service-Ad  in  the  front  of  any 

edition  of  SRDS;  or  call  a  Standard  Rate  Service-Salesman. 

N.  Y.  C.-Murray  Hill  9-6620     •     CHI.-Hollycourt  5-2400     •     L.  A. -Dunkirk  2-8576 

Note:  Eight  years  of  continuous  research  among  buyers  and  users  of  space 
and  time  has  revealed  that  one  of  the  most  welcome  uses  of  Service-Ads 
comes  at  those  times  account  executives  or  media  men  are  working  nights 
or  weekends,  planning  new  campaigns  or  adjusting  current  ones. 

mm 



NBC-TV  SHOWS  ITS  COLOR  KINESCOPE  FILM 
Food  Specialties  Inc.,  Foster-Milburn  Co., 
the  R.  T.  French  Co.,  Clamorene  Inc.,  Haysma 

Co.,  Magla  Products,  Mcllhenny  Co.,  National 

Business  &  Property  Exchange,  Pharma-Crafts 
Corp.,  Renuzit  Home  Products  Co.,  Rust  Craft 
Publishers,  Slenderella  International  Salons, 

Stanback  Co.  Ltd.,  Sta-Nu  Corp.,  State  Phar- 
macal  Co.,  Union  Pharmaceutical  Co.  and 
Whitney  Frozen  Foods  Co. 

In  the  past  two  weeks,  Mr.  Durgin  added,  ad- 
vertisers who  have  signed  under  the  segmented 

plan  were  Pharma-Craft,  Carter  Products  Inc., 
General  Foods,  Milner  Products  Co.  and  Food 

Specialties  Inc. 

Mutuol's  WNAC  Boston 

'Affiliates'  With  NBC 

NBC  RADIO  lined  up  50-kw  but  Mutual- 
"owned"  WNAC  Boston  last  week  as  its  affiliate 
— on  a  parttime  basis — in  that  area  where  it 
faced  exclusion  when  Westinghouse  Broadcast- 

ing Co.  dropped  its  NBC  Radio  affiliations 
[B»T,  July  1]. 

The  station,  which  succeeds  WBC's  WBZ  in 
the  NBC  lineup  effective  next  Monday,  also  will 
continue  to  carry  both  Mutual  and  Yankee 
Network  programs.  WNAC  is  licensed  to  RKO 

Teleradio  Pictures,  the  Thomas  F.  O'Neil  in- 
terests that  own  General  Teleradio  (including 

Mutual,  the  owned  stations,  and  Yankee  and 
Don  Lee  networks).  The  34-year-old  WNAC 
operates  on  680  kc. 

The  NBC  affiliation  was  announced  jointly 
by  Harry  Bannister,  NBC  vice  president  in 
charge  of  station  relations,  and  Norman  Knight, 
executive  vice  president  of  the  Yankee  Network 
Div.  of  RKO  Teleradio  Pictures. 

The  three-way  affiliation  of  WNAC  was  un- 
usual enough  to  prompt  Mutual  President  John 

B.  Poor  to  go  on  closed  circuit  to  all  MBS 
affiliates  on  Thursday  with  this  message: 

"For  your  information  we  have  permitted  our 
key  New  England  affiliate,  the  50  kw  WNAC 
Boston,  to  air  some  NBC  features.  This  in  no 
way  will  interfere  with  clearances  for  MBS  and 

Yankee  [network]  programs.  This  is  being  an- 
nounced jointly  today  by  WNAC  and  NBC  and 

is  being  done  to  provide  a  sister  network  with 
an  outlet  for  some  of  its  programming  in  one 

of  the  nation's  major  markets.  We  wish  to 
bring  this  to  your  attention  first  because  it 
underlines  the  unreserved  faith  we  and  RKO 

Teleradio  Pictures  Inc.,  our  parent  company, 
have  in  network  radio  and  the  soundness  of 

network  operations." 
Signing  of  WNAC  leaves  only  one  affiliate  to 

be  replaced  out  of  the  four  WBC  stations 

which  disaffiliated  in  disagreement  with  NBC's 
radio  programming  policies  [B»T,  July  16]. 
That  one:  a  replacement  for  KDKA  Pittsburgh. 

Earlier,  NBC  replaced  Westinghouse's  KYW 
Cleveland  with  WHK,  and  WOWO  Fort  Wayne 
with  WKJG. 

NBC  Promotes  Ed  Macauley 

APPOINTMENT  of  Edward  H.  Macauley  as 
head  of  the  western  division  sales  office  of 

NBC  Radio  Spot  Sales  in  San  Francisco  was 

announced  last  week  by  John  H.  Reber,  di- 
rector of  NBC  Spot  Sales.  Mr.  Macauley  joined 

NBC  in  1953  on  the  local  sales  staff  of  KNBC, 

the  network-owned  station  in  San  Francisco, 
and  served  successively  as  account  executive 
for  NBC  Spot  Sales  and  Television  Spot  Sales 
in  that  city. 

Page  78    •    September  17,  1956 

Demonstration  on  West  Coast 

involves  use  of  Eastman  Ko- 

dak's lenticular  monochrome 

development. 

NBC-TV  Tuesday  night  demonstrated  its  color 
kinescope  film  development  for  newsmen  and 
set  dealers  on  the  West  Coast,  playing  back 
a  closed  circuit  origination  from  the  Ziegfeld 
Theatre  in  New  York  three  hours  later.  The 

color  kinescope  was  originated  at  NBC's  color 
center  at  Burbank,  Calif.,  and  seen  at  network 

affiliates  from  San  Diego  to  Seattle.  The  origi- 
nal closed  circuit  telecast  was  held  for  Whirl- 
pool distributors  in  120  cities.  It  was  a  special 

50-minute  musical  revue  starring  Billie  Burke, 
Dinah  Shore,  Vaughan  Monroe  and  Fran  Al- 

lison. Robert  Sarnoff,  NBC  president,  and 
Frank  Folsom,  RCA  president,  were  among 
top  network  and  advertiser  executives  who 
made  on-camera  talks. 

It  was  the  first  time  the  network  has  shown 

its  color  kinescope  to  the  public  and  it  goes 
into  regular  use  with  the  Sept.  29  Esther  Wil- 

liams' "Aqua  Spectacle  of  1957."  Functioning 
in  the  same  manner  as  black-and-white  kine- 

scopes, the  color  kinescope  will  allow  western 
cities  to  have  the  color  shows  in  color  at  the 

same  corresponding  evening  time  as  they  are 
presented  in  the  East. 

Using  lenticular  monochrome  film  devel- 
oped by  Eastman  Kodak  Co.,  the  unique  RCA- 

NBC  process  cost  about  double  regular  black- 
and-white  kinescope  operation  but  only  one- 
third  the  cost  of  ordinary  color  film,  if  the  latter 
were  to  be  used.  The  monochrome  lenticular 

film,  which  registers  the  color  picture  com- 
ponents in  black-and-white,  permits  faster  de- 

velopment as  well,  like  ordinary  monochrome 
films. 

Consolidated  Film  Industries,  a  Republic 
Pictures  Corp.  subsidiary  in  Hollywood  and 
New  York  which  claims  to  process  its  major 
share  of  tv  films  for  all  program  producers,  is 

building  a  new  plant  adjoining  NBC-TV  color 
studios  at  Burbank  for  the  express  purpose  of 

processing  the  new  lenticular  film  for  the  net- 
work. It  will  be  in  operation  by  Sept.  29. 

The  color  kinescope  presentation  was  in- 
troduced by  John  K.  West,  vice  president  in 

charge  of  NBC  western  division,  who  said 

RCA-NBC  engineers  began  working  to  over- 
come the  time-delay  problem  on  color  record- 

ing soon  after  the  FCC  approved  color  tv  in  De- 
cember 1953.  Within  the  past  two  years  more 

than  100  people  have  been  working  on  the  len- 
ticular film  process  with  Dudley  Goodale,  man- 

ager of  NBC  Development  engineering,  serving 
as  coordinator  on  the  project  among  RCA,  NBC 
and  Eastman  Kodak. 

Newsmen  present  at  Burbank  for  the  color 

kinescope  demonstration  were  not  enthusias- 
tic about  the  picture  and  color  quality  of  the 

film  product.  Its  difference  was  heightened  by 

the  live  color  pickups  seen  on  the  studio  moni- 
tors along  with  the  film  sequences.  One  ob- 

server described  the  color  kinescope  now  as 

about  equal  to  the  early  monochrome  kine- 
scope efforts  in  clarity  and  texture.  Another, 

however,  said  black-and-white  rendition  was 

good.  He  liked  the  "low  key"  lighting  effect. 
NBC  representatives  said  that  by  the  start 

of  regular  color  kinescoping  Sept.  29  most  of 
the  bugs  will  be  worked  out.  They  said  line 

equalizers  will  be  installed  to  "crispen"  the 
color  images  electronically  and  heighten  color 
saturation,  while  RCA  also  will  ship  to  Bur- 

bank electronic  aperture  correctors  for  the 

recording  camera  to  help  improve  picture  res- 
olution. The  estimated  picture  resolution  now 

is  about  270  lines. 
The  lenticular  film  process  has  a  potential 

resolution  in  excess  of  the  maximum  of  the 

color  tv  system  itself,  they  said.  Another  partic- 
ular advantage  is  that  the  process  constitutes 

an  "additive  color  process"  and  uses  blue  light 
for  blue,  whereas  other  color  film  processes 

heretofore  have  been  "subtractive,"  taking  white 
light  and  subtracting  red  and  green  to  get  blue. 

When  the  new  CFI  plant  becomes  operative, 
film  quality  will  improve  because  the  film  will 
be  developed  by  spray  technique  rather  than 
conventional  deep  tank,  another  NBC  engineer 

told  B»T.  This  eliminates  all  chance  for  "hypo 
drag"  to  streak  or  alter  the  film's  image  quality, 
particularly  susceptible  in  deep  tank  with  len- ticular film. 

The  color  kinescope  does  not  include  the 
sound  track,  NBC  engineers  explained.  It  pres- 

ently is  recorded  separately  on  synchronized 

tape,  although  the  development  group  is  per- 
fecting techniques  to  include  the  sound  track  on 

lenticular  film  as  on  monochrome  kinescopes. 

Brief  explanation  of  how  the  new  color  kine- 
scope process  works  was  made  on  the  west 

coast  closed  circuit  by  John  R.  Kennedy,  NBC 
engineer  in  charge  of  the  Burbank  equipment. 

"Lenticular  film  is  a  special  form  of  black- 
and-white  film  with  tiny  cylindrical  lenses, 

called  lenticules,  embossed  in  its  face,"  he  ex- 
plained. "Each  lenticule  extends  across  the  35 

mm  width.  There  are  25  lenticules  embossed 
in  each  mm  of  film  length.  And,  in  the  height 
of  the  35  mm  frame,  there  are  approximately 
390  lenticules.  The  purpose  of  these  lenticules 

is  to  direct  color-separated  black-and-white 
stripes  or  layers  on  the  film  emulsion. 

"The  techniques  of  color  television  must  be 
mentioned  briefly.  The  televised  object  is  split 

by  an  optical  system  into  three  color  images — 
the  red,  green  and  blue  primaries  of  the  system. 
Three  image  orthicons  translate  these  images 
into  color-separated  electrical  signals.  These 
signals  are  coded  and  are  transmitted  into  color 
on  receivers  or  monitors. 

"At  either  the  monitor  or  home  receiver,  the 
coded  color  signal  is  decoded  and  three  signals 
representing  red,  green  and  blue  information 
are  applied  to  a  spray  gun  kinescope  tube.  Due 
to  the  angular  impingement  of  the  electron 
stream  on  to  the  special  phosphor  face  of  the 
kinescope,  a  color  picture  is  achieved. 

Voice  Contest  Planned 

By  NBCs  Radio  Team 

FIRST  programming  idea  under  the  new  man- 
agement team  at  NBC  Radio  centers  around 

"the  most  beautiful  voice  in  America"  contest 

and  includes  participation  by  the  network's 
affiliates  in  the  project,  designed  to  whet  local 
and  national  advertising  interest. 

Details  of  the  new  program  were  outlined 
last  week  in  a  closed-circuit  broadcast  to  af- 

filiates by  Matthew  J.  Culligan,  newly-installed 
vice  president  in  charge  of  NBC  Radio.  As 

described  to  affiliates  by  Mr.  Culligan,  the  pro- 
gram idea  will  take  hold  initially  at  the  local 

level,  with  stations  inviting  listeners  who  believe 

they  have  "beautiful  speaking  voices"  to  cut  a 
tape.  Subsequently,  stations  will  broadcast  the 
tapes  over  a  period  of  weeks,  select  winners, 
and  relay  these  tapes  to  the  network,  which  will 
hold  a  national  contest  over  several  weeks. 

Mr.  Culligan  believes  the  nation-wide  search 
for  "the  most  beautiful  voice  in  America"  will 
provide  entertainment  value  and  at  the  same 
time  capitalize  on  the  pride  that  millions  of 
men  and  women  have  in  their  speaking  voices. 

He  told  affiliates  that  the  program  "should  offer 
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ESSO  RESEARCH  works  wonders  with  oil 

The  after-shave  lotion  he  rubs  on  his  chin  . .  .  her  cosmetics  so  kind  to  feminine  hands  .  .  . 

the  alcohols  for  bracing  rub-downs  or  antiseptic  needs  .  .  .  many  depend  on  a  chemical  ingredient 

from  oil  first  developed  by  Esso  Research.  So  many  things  that  help  us  live  better 

today  are  the  result  of  ESSO  RESEARCH  —  working  wonders  with  oil! 
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an  almost  unlimited  opportunity  for  local  and 

national  promotion  and  merchandising."  He 
suggested  tie-ins  with  local  merchants  as  a 
means  of  obtaining  prizes  for  local  contests, 
and  added  that  the  network  planned  to  secure 

many  valuable  prizes  for  the  national  compe- 
tition. 

Mr.  Culligan  indicated  that  NBC  Radio 
shortly  will  announce  the  name  of  a  national 
advertiser  to  sponsor  the  contest.  He  urged 

affiliates  to  communicate  with  the  sponsor's 
dealer  in  their  area  and  attempt  to  sell  him  the 
local  contest.  If  this  is  not  feasible,  Mr.  Culli- 

gan said,  affiliates  should  try  to  sell  the  local 
program  to  another  logical  client. 
NBC  Radio  plans  to  continue  the  network 

show  for  several  weeks  after  the  local  contests 
are  over  so  that  the  best  voices  of  the  area 
winners  can  be  put  on  the  air,  Mr.  Culligan 
explained.  He  said  a  national  board  of 
judges  will  pick  the  national  winner.  Mr. 
Culligan  reported  that  prizes  also  will  be 
awarded  to  the  station  that  sends  in  the  winning 
tape  and  the  station  promotion  director  who 
performs  the  most  effective  job  on  the  contest. 

Harry  H.  Frazee  Jr.  Dies 

HARRY  H.  FRAZEE  Jr.,  54,  staff  director  of 

public  service  broadcasts,  NBC  Radio,  died 
Wednesday  at  Lenox  Hill  Hospital,  New  York, 
after  a  brief  illness.  Mr.  Frazee  joined  NBC 
in  1952  after  a  lengthy  career  in  broadcasting 
that  included  a  tour  as  program  manager  of 

the  old  Blue  Network  (now  ABC)  and  as  pro- 
ducer with  Phillips  Lord  Radio  Productions  on 

the  Gangbusters  series.  He  was  the  son  of  the 
late  Harold  H.  Frazee,  former  owner  of  the 

Boston  Red  Sox  and  producer  of  Broadway 
shows.  He  is  survived  by  his  wife,  Mrs.  Helen 
Frazee,  two  sons  and  his  mother. 

 EDUCATION  

META  Plans  New  York 

Educational  Tv  Center 

AN  EDUCATIONAL  TV  production  center 

will  be  established  in  New  York  City  "before 
the  end  of  the  year,"  it  was  disclosed  last  week 
by  the  Metropolitan  Educational  Television 
Assn.  Inc.,  a  non-profit  corporation  chartered 
several  years  ago  by  the  New  York  State  Board 
of  Regents  for  the  purpose  of  integrating  state 
education  and  tv. 

META  announced  that  kinescope  production 
facilities  will  be  set  up  at  an  approximate  cost 
of  $500,000  at  small,  rented  quarters  in  the 

Carnegie  Endowment  International  Center  op- 
posite the  UN  headquarters  in  Manhattan,  now 

housing  various  private  groups.  One  of  the 
organizations  backing  META  financially  is  the 
Carnegie  Endowment  for  International  Peace. 
Other  funds  are  slated  to  come  from  the  Rocke- 

feller Foundation,  Avalon  (Mellon  estate) 
Foundation,  Fund  for  Adult  Education  and 

other  private  charities. 

To  Study  Fla.  Educational  Tv 

A  COMMITTEE  to  make  a  thorough  study  of 

Florida's  immediate  and  long-range  educational 

tv  needs  has  been  appointed  by  the  state's  gov- 
ernor, LeRoy  Collins. 

The  committee,  which  Gov.  Collins  said 

would  prepare  a  coordinated  state-wide  plan 

for  taking  fullest  advantage  of  the  nine  edu- 
cational channels  which  have  been  allocated  to 

the  state,  already  has  requested  the  FCC  to 
make  no  changes  in  reservation  of  any  of  those 
channels  until  the  committee  has  completed  its study. 

—  PERSONNEL  RELATIONS  — 

NBC,  NABET  Begin  Talks 

Over  West  Coast  Dispute 

TALKS  were  begun  in  New  York  Thursday 
looking  toward  settlement  of  an  organizational 
dispute  between  NBC  and  the  National  Assn. 

of  Broadcast  Employes  &  Technicians  involv- 

ing three  clerks  in  the  network's  Hollywood recording  department. 

The  network  was  off  the  air  for  four  hours 

on  Wednesday  when-  NABET  technicians  re- 
fused to  go  on  duty  across  a  picket  line  set  up 

by  the  three  protesting  non-technical  employes. 
The  dispute  occurred  just  as  the  Tennessee 

Ernie  Show  was  to  start  and  only  the  audio  por- 
tion continued.  The  network  substituted  a 

movie  for  Matinee  Theatre,  a  weekday  live 
origination  from  Burbank  Studios,  and  was  able 
to  have  supervisory  technicians  on  duty  in  time 

for  Queen  for  a  Day.  Regular  technicians  re- 
turned later  in  the  afternoon  when  the  network 

and  NABET  agreed  to  switch  discussions  to 
New  York  Thursday. 

Several  months  ago  the  three  recording  clerks 
designated  they  wished  to  join  NABET  but  the 
network  claimed  they  did  not  constitute  a 
bargaining  unit  under  the  National  Labor  Rela- 

tions Act.  NABET  said  it  was  protecting  its 

rights  by  the  protest  picket  line. 
An  NBC  spokesman  said  the  walkout  was 

"in  violation  of  a  contract  between  NBC  and 

NABET." AFTRA#  Networks  to  Talk 

THE  American  Federation  of  Television  & 
Radio  Artists  will  begin  negotiations  in  New 
York  Thursday  with  ABC,  CBS  and  NBC  for 
a  new  contract  covering  radio  and  television  per- 

formers under  the  union's  jurisdiction.  The  cur- 
rent two-year  pact  expires  Nov.  15. 

Two 

exceptional 

new 

advertising 

opportunities 

from  the 

company  that 

made  history 

with  TV 

feature  film . . . 

THE  BIG  IDEA... 
a  fascinating  weekly 
half -hour  film  series 

...the  first  and  only 

television  program 
to  sh  owcase 
American 

inventive  genius. 
Producer  Donn 
Bennett,  creator 
of  the  show,  emcees 
with  the  clarity  of 

an  engineer  and  the 
flair  of  a  veteran  showman. 

In  each  edition  he  presents 
inventors  from  all  walks  of 
life  who  demonstrate  their 

"brainchildren"— brand-new,  fully 
patented  but  unmarketed  inventions. 
Already  successfully  tested  in  the 

nation's  fourth  largest  market,  THE  BIG 
IDEA  has  thoroughly  proved  pulling 

power  for  the  gadget-loving  American 
audience  and  the  advertiser 
who  wants  to  reach  it. 

* 

THE  BIG  IDEA 



NARTB'S  REGIONAL  CONFERENCES. OPEN 

SECOND  SEASON  AT  MINNEAPOLIS  TODAY 

Association  President  Harold  E.  Fellows  to  head  nine-man  crew  tour- 

ing nationwide  circuit.  Salt  Lake  City  meeting  starts  Thursday;  San 

Francisco  and  Oklahoma  City  set  for  next  week. 

NARTB  opens  its  second  season  of  regional 
conferences  today  (Monday)  at  the  Nicollet 

Hotel,  Minneapolis,  with  a  two-day  program 
format  instead  of  the  three-day  program  used 

at  last  year's  first  regional  meeting  circuit. 
President  Harold  E.  Fellows  will  head  a  nine- 

man  crew  that  will  make  the  nationwide  circuit 
in  two  jumps.  After  the  Minneapolis  meeting 

ends  tomorrow,  the  "flea  circus,"  including  a 
large  crew  of  associate  members,  will  head  for 
Salt  Lake  City  where  proceedings  start  Thurs- 

day morning.  Next  week  includes  San  Fran- 
cisco (Mon.-Tues.)  and  Oklahoma  City 

(Thurs.-Fri.). 
After  that  the  traveling  group  will  return  to 

base  for  a  fortnight,  resuming  Oct.  1 1  in  Wash- 
ington. Winding  up  the  series  will  be  Boston 

(Oct.  15-16);  Indianapolis,  Oct.  18-19,  and 
Birmingham,  Ala.,  Oct.  25-26. 

The  two-day  agenda  in  Salt  Lake  City  was 

rearranged  because  of  the  FCC's  Sept.  20  Wash- 
ington conference  on  the  uhf  crash  program. 

FCC  Chairman  George  C.  McConnaughey, 
originally  scheduled  to  speak  Thursday  night  at 
the  Salt  Lake  City  banquet,  has  been  replaced 
by  Comr.  John  C.  Doerfer. 

President  Fellows'  luncheon  speech  at  Salt 
Lake  City  has  been  shifted  from  Thursday  to 

Friday.  He  will  take  part  in  the  FCC  confer- 
ence, leaving  Washington  Thursday  night  to 

join  the  regional  meeting  Friday. 

A.  Prose  Walker,  NARTB  engineering  man- 
ager, is  expected  back  from  Poland  this  week  in 

time  to  take  part  in  the  FCC  meeting.  He  may 

join  the  NARTB  travelers  on  part  of  the  re- 
gional meeting  circuit. 

MR.  GROVE MR.  FITZSIMONDS 

The  NARTB  traveling  crew  will  include 
President  Fellows;  John  F.  Meagher,  radio  vice 
president;  Thad  H.  Brown  Jr.,  tv  vice  president; 
Vincent  T.  Wasilewski,  government  relations 

manager;  Charles  H.  Tower,  employer-employe 
relations  manager;  Joseph  M.  Sitrick,  publicity 
and  informational  services  manager;  Edward  H. 
Bronson,  tv  code  affairs  director;  William  L. 

Walker,  assistant  treasurer  who  will  be  conven- 
tion manager  for  the  series,  and  a  representa- 

tive of  NARTB's  station  relations  department. 
A  member  of  the  NARTB  Tv  Code  Review 

Board  will  attend  each  meeting. 

RCA  will  be  host  at  a  reception  prior  to  the 

opening  day's  banquet  at  each  of  the  meetings 
and  in  addition  will  operate  a  coffee  club. 

Opening  the  Minneapolis  meeting  today  will 
be  the  host  director,  F.  E.  Fitzsimonds,  KFYR 
Bismarck,  N.  D.  After  introductory  remarks,  he 
will  present  John  F.  Meagher,  NARTB  radio 

vice  president,  who  will  preside  at  a  "bull  ses- 
sion" behind  closed  doors.  This  feature,  deal- 

ing with  radio  topics,  occupies  the  full  morning 
agenda  on  the  first  day. 

President  Fellows  will  speak  at  today's  lunch- 
eon. After  his  talk,  a  forum  discussion  will  be 

held  on  the  upcoming  membership  referendum, 

calling  for  a  new  vote  on  a  recent  by-law  change 

eliminating  the  eight  at-large  directors  from 
the  NARTB  board.  Named  to  lead  discussion 

were  E.  K.  Hartenbower,  KCMO-AM-TV  Kan- 
sas City,  on  behalf  of  re-establishing  at-large 

directors  for  large,  medium,  small  and  fm  sta- 
tions, and  Jack  Dunn,  WDAY  Fargo,  N.  D., 

speaking  against  at-large  directors. 
The  at-large  directorship  forum  will  be  held 

at  each  of  the  eight  regional  meetings. 

Television  Bureau  of  Advertising  will  give 

a  sales  presentation  the  afternoon  of  the  first 
day.  It  will  be  led  by  Oliver  Treyz,  president. 
Mr.  Brown  will  discuss  recent  tv  developments. 

Mark  L.  Wodlinger,  WOC-TV  Davenport,  Iowa, 

will  speak  on  tv  management's  sales  problems. 
Winding  up  the  first  afternoon  for  tv  dele- 

gates will  be  an  NARTB  Tv  Code  presentation 

led  by  William  B.  Quarton,  WMT-TV  Cedar 
Rapids,  Iowa,  vice  chairman  of  the  NARTB  Tv 
Code  Review  Board.  Edward  H.  Bronson,  tv 
code  affairs  director,  will  review  enforcement 
developments. 

While  the  tv  program  is  under  way,  concur- 
rent radio  programs  will  be  given  radio  dele- 

WAR  IN  THE  AIR  is  a  brilliant 

series  of  15  half-hour  programs, 

produced  by  the  BBC 
Television  Service  and  never 

before  seen  in  America,  that  tells 
the  dramatic  story  of  allied 

air  power  in  World  War  II  and 
Korea— source  material  for  many 

of  today's  best-selling  novels, 
motion  pictures  and  television  films. 

Exciting  episodes  such  as  "Battle 
for  Britain,"  'Air  War  in  Korea," 
and  "Jets  vs.  V2  Rockets"  are 
part  of  the  footage  made  available 
by  the  allied  governments, 
NATQj  and  all  branches  of  the 
U.  S.  Department  of  Defense. 
Acclaimed  by  the  exacting 
critics  of  the  British  press, WAR 
IN  THE  AIR  is  living 
history  with  all  the  action, 

suspense,  and  prestige 
of  powerful  realistic  drama. 
(Pre-sold  to  Rainier  Ale  for  Los 
Angeles,  San  Francisco) 

AR  IN  THE  AIR 

45  FAMOUS  FEATURES 

Television's  original  Million  Dollar  Movie  —  the  most  suc- 
cessful film  package  ever  sold  to  television  —  is  now  avail- 

able for  re-sale  in  many  markets  at  extremely  low  cost. 

Now ...  32  branch  offices 

Albany  -  1048  Broadway,  Albany  3-3118 
Atlanta- 195  Luckie  Street,  NW,  Jackson  3-1971 
Boston  -  122-28  Arlington  Street.  Hancock  6-0457 
Buffalo  -,  505  Pearl  Street,  Cleveland  0743 
Charlotte—  215  West  Fourth  Street,  E«son  3-7717 
Chicago  —  1300  South  Wabash  Avenue.  Harrison  7-3629 
Cincinnati  — 1634  Central  Parkway,  Cherry  1-1470 
Cleveland  —  2340  Payne  Avenue,  Prospect  1-5980 
Dallas  — 402  South  Harwood  Street,  Randolph  6175 
Denver  —  807  Twenty-first  Street„A1pine  5-0305 
Des  Moines  -  1022  High  Street,  Des  Moines  2-9171 
Detroit  —  2310  Case  Avenue,  Woodward  1-8681 
Indianapolis  -  428  North  Illinois  Street,  Melrose  5-2582 
Jacksonville-  128  East  Forsyth  Street,  Elgin  6-0427 
Kansas  City,  Mo.-  1712-14  Wyandotte  Street,  Harrison  1-7740 
Los  Angeles  -  1980  South  Vermont  Street,  Republic  2-0151 
Memphis  -  152  Vance  Street,  Jackson  6-1281 
Milwaukee  -  732  West  State  Street,  Broadway  1-4445 
Minneapolis  — 1025  Currie  Avenue,  North  Atlantic  6367 
New  Haven  -  124  Meadow  Street,  State  7-2119 
New  Orleans  —  1418-20  Cleveland  Avenue,  Raymond  1148 
Oklahoma  City-  710  West  Grand  Avenue,  Central  2-0271 
Omaha  -  1508  Davenport  Street,  Atlantic  5424 
Philadelphia  -  1225  Vine  Street,  Locust  7-3555 
Pittsburgh  -  1809-13  Blvd.  of  Allies,  Grant  1-2237 
Portland  —  915  Northwest  Nineteenth  Avenue,  Capitol  7-6535 
St  touis  -  3143  Olive  Street,  Jefferson  3-3000 
Salt  Lake  City -204  East  First  Street,  S,  Davis  2-5528 
San  Francisco  —  251  Hyde  Street,  Ordway  3-2808 
Seattle-  2316  Second  Avenue,  Elliot  8225 
Washington  -  932  New  Jersey  Avenue,  NW,  District  7-3672 

RKO  TELEVISION 

a  division  of  RKO  TEI.ERADIO  PICTURES,  INC. 
MAIN  OFFICE  1440  BROADWAY.  NEW  YORK  18,  N.  Y. ,  LO4-80O0 



WHLI 

THE  VOICE  OF  LONG  ISLAND 

SELLS 

BIG 

INDEPENDENT  MARKET- 

NASSAU  COUNTY 

FOOD  STORE  SALES 

$385,282,000 

•  2nd  Food  Market  in  New  York  State  .  .  . 

(Only  New  York  City  Ranks  Higher.) 

•  9th  Largest  Food  Market  County 
in  the  United  States 

GIVES 

BIG 

BONUS  COVERAGE 

(Nassau,  parts  of  Queens,  Suffolk 
and  Brooklyn.) 

POPULATION   2,903,765 

NET  INCOME   $6,132,673,150 

FOOD  STORE  SALES  $964,601,050 

*  Data    Source:    Sales  Management 

DELIVERS 

BIGGEST  DAYTIME  AUDIENCE 

in  the 

MAJOR  LONG  ISLAND  MARKET 

According  to  the  most  recent  Pulse 

Survey...  one  station  ...  WHLI  has  a 

larger  daytime  audience  in  this 

market  than  any  other  station! 

WHLI 

AM  1100 

FM  98.3 

HEMPSTEAD 
LONG  ISLAND,  N.  Y. 

PAUL  GODOFSKY,  PRES.  AND  GEN.  MGR. 
JOSEPH  A.  LENN.  EXEC.  V.  P  SALES 

Represented  by  Gill-Perna 

gates.  Orville  F.  Burda,  KDIX  Dickinson, 
N.  D.,  will  preside  at  a  small-market  station 
roundtable.  C.  L.  Thomas,  KXOK  St.  Louis, 

will  moderate  a  large-market  roundtable. 
Ernest  C.  Sanders,  WOC  Davenport,  Iowa, 

is  chairman  of  the  conference  resolutions  com- 
mittee. NARTB  board  members  in  the  region, 

besides  Mr.  Fitzsimonds,  are  Ben  B.  Sanders, 
KICD  Spencer,  Iowa,  District  10  director,  and 
Payson  Hall,  Meredith  Publishing  Co.,  tv 
director. 

FCC  Comr.  T.  A.  M.  Craven  will  make  his 

first  industry  appearance  since  re-joining  the 

Commission  last  July.  He  will  speak  at  tonight's dinner. 

Top  feature  of  the  Tuesday  agenda  at  Min- 
neapolis is  a  luncheon  talk  by  Arthur  H.  Lund, 

radio-tv  vice  president  of  Campbell-Mithun, 
Minneapolis  agency. 

The  second  morning  at  Minneapolis  will  be 

opened  by  Charles  H.  Tower,  employer-em- 
ploye relations  manager,  discussing  problems  of 

tv  stations  in  small  markets.  Taking  as  his  sub- 

ject "How  Small  Can  You  Get?"  he  will  go  into 
operating  costs  by  different  size  markets  of  the 
smaller  type.  Profit  items  and  manpower  prob- 

lems will  be  discussed.  An  intimate  look  at  a 

small-market  tv  station's  problems  will  be  given 
by  means  of  a  case  history.  Mr.  Tower's  talk 
will  be  followed  by  a  closed-door  discussion  on 
tv  problems. 

After  Mr.  Lund's  luncheon-speech,  resolu- 
tions will  be  considered. 

In  the  afternoon  President  Fellows  will  review 

general  association  business  matters.  Mr.  Was- 
ilewski  will  review  the  Washington  legislative 

situation.  Winding  up  the  two-day  agenda  will 

be  a  discussion  by  Mr.  Tower,  "Was  Fenwick 
Really  Hired?"  He  will  cover  problems  of 
hiring  and  selecting  personnel,  explaining  how 
station  management  can  use  a  new  guide  to  em- 

ploye selection.  The  guide  provides  a  series  of 
criteria  to  use  in  judging  the  qualifications  of 
prospective  employes. 

The  revised  scheduling  of  Commissioners  by 
the  FCC,  besides  appearances  of  Comrs.  Craven 
at  Minneapolis  and  Doerfer  at  Salt  Lake  City, 
provides  these  assignments:  San  Francisco, 
Sept.  24,  Comr.  Hyde;  Oklahoma  City,  Sept.  27, 
Comr.  Lee;  Washington,  Oct.  11,  Chairman 
McConnaughey  (tentative);  Boston,  Oct.  15, 

Comr.  Mack;  Indianapolis,  Oct.  18,  Comr.  Bart- 
ley;  Birmingham,  Oct.  25,  Comr.  Doerfer. 

William  C.  Grove,  KFBC  Cheyenne,  Wyo., 
small-stations  board  member,  will  be  acting  host 
director  for  the  Mountain-states  meeting  Thurs- 

day-Friday at  Salt  Lake  City.  Mrs.  Hugh  Mc- 
Clung,  KHSL-TV  Chico,  Calif.,  will  represent 
the  Tv  Code  Review  Board.  The  by-laws  debate 
will  be  led  by  Ken  Nybo,  KB  MY  Billings, 
Mont.,  for  the  restoration  of  at-large  directors, 
and  Richard  M.  Brown,  KPOJ  Portland,  Ore., 
for  the  negative.  Ian  A.  Elliott,  KATL  Miles 

City,  Mont.,  will  moderate  the  small-market 
radio  roundtable.  Phil  Hoffman,  KLZ  Denver, 

will  moderate  the  large-station  roundtable. 
With  Mr.  Treyz  at  the  TvB  presentation  will 

be  Howard  Abrahams,  director,  retail  sales  de- 
partment. D.  Lennox  Murdoch,  KSL-TV  Salt 

Lake  City,  will  discuss  tv  management  sales 

problems.  William  Grant,  KOA-AM-TV  Den- 
ver, is  chairman  of  the  resolutions  committee. 

James  D.  Russell,  KKTV  (TV)  Colorado 
Springs,  is  the  other  NARTB  board  member 
from  the  region. 

Bartley  at  Wisconsin  Meet 

FCC  COMR.  Robert  T.  Bartley  will  speak  Oct. 
2  at  a  luncheon  of  Wisconsin  Broadcasters 

Assn.,  to  be  held  at  Plankinton  Hotel,  Milwau- 
kee.   He  will  discuss  political  broadcasts. 

Legislators'  Conference 
Favors  Radio-Tv  Coverage 

RESOLUTION  favoring  "improved  and  ex- 
panded" use  of  radio-tv  coverage  of  state  leg- 

islative sessions  was  adopted  by  the  National 

Legislative  Conference  at  its  ninth  annual  meet- 
ing in  Seattle  a  fortnight  ago. 

The  conference  directed  its  executive  com- 
mittee to  inquire  into  the  proposal  as  a  means 

of  increasing  "public  awareness  of  the  legisla- 
tive process."  Host  for  the  meeting  was  the 

Washington  State  Legislative  Council.  Text  of 
the  resolution,  one  of  11  proposals  adopted, 
follows : 

"Be  it  resolved  that  this  ninth  annual  meet- 
ing of  the  National  Legislative  Conference 

authorizes  and  directs  the  Executive  Committee 

to  make  inquiry  with  respect  to  the  improved 
and  expanded  use  of  the  various  public  com- 

munications including  television,  press  and 

radio,  in  order  that  the  public  may  better  un- 
derstand the  legislative  process  in  the  several 

states." 

Idaho  Assn.  Forms  Network 

To  Cover  State  Legislature 

IDAHO  broadcast  stations  will  operate  a  state- 
wide network  during  sessions  of  the  state  legis- 

lature, providing  on-the-spot  coverage  from 
Boise,  it  was  decided  at  the  Sept.  5-6  conven- 

tion of  Idaho  Broadcasters  Assn.  at  Idaho 
Falls.  The  plan  calls  for  all  stations  to  carry 
a  nightly  news  roundup  which  is  expected  to 

demonstrate  radio's  importance  to  the  state's 
political  and  civic  life. 

1BA  approved  plans  for  an  annual  seminar 
for  high  school  juniors  and  seniors  interested 
in  broadcasting.  Dean  Boyd  Martin,  U.  of 

Idaho,  outlined  plans  for  the  seminar,  a  two- 
week  course  to  be  held  during  the  summer. 

The  plan  goes  to  the  university's  board  of 
regents.  Each  station  would  send  one  boy  or 
girl  for  instruction  by  faculty  members  and 
broadcasters. 

C.  N.  (Rosie)  Layne,  KID-AM-TV  Idaho 
Falls,  was  elected  president  of  IBA,  succeeding 
Clair  Hull,  KCID  Caldwell.  K.  Clark,  KBAR 
Burley,  was  elected  vice  president,  and  Gene 

Shumate,  KRXK  Rexburg,  secretary-treasurer. 
Named  to  the  board  of  directors  were  Mr. 

Hull;  Earl  Glade  Jr.,  KBOI-AM-TV  Boise; 
John  Matlock,  KOZE  Lewiston;  Harold 

Toedtemeier,  KIDO-AM-TV  Boise;  Mervin 
Ling,  KAYT  Rupert,  and  John  Taylor,  KWIK 
Pocatello. 

George  Lewis  Moskovics,  tv  development 
manager  of  KNXT  (TV)  Los  Angeles,  was 
banquet  speaker.  John  Young,  KIDO,  won 
the  IBA  golf  tournament. 

51  Indiana  rddio  Outlets 

Carry  State  Fair  Programs 
TWO  15-minute  tours  of  the  Indiana  State  Fair 
at  Indianapolis  were  carried  a  fortnight  ago 
by  51  of  the  59  am  and  fm  outlets  in  the  state 
through  a  special  network  set  up  by  the  Indiana 
Broadcasters  Assn. 

Daniel  C.  Park,  association  president  and 
commercial  manager  of  WIRE  Indianapolis, 
said  that  the  special  network  was  part  of  the 

organization's  program  to  bring  all  the  Indiana 
outlets  into  the  IBA  fold.  The  fair  coverage 
was  originated  by  WIRE  and  taking  part  were 
Tom  Peden  and  Carolyn  Churchman  of  WIRE; 

Harry  Martin,  farm  director  of  WFBM  Indian- 
apolis, and  Bob  Morrison  of  WXLW  Indian- 

apolis. 
A  similar  hook-up  for  the  state  high  school 

basketball  tournament  and  state  fair  was  set  up 
in  1954. 
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The  Nation's  Leading 

Broadcasting  School 

Proudly  Announces 

I  ■  ■  a* 

$tel
U 

AWARDS 

FOR  1956 

PRESENTED  BY  NORTHWEST 

As  Our  Tribute  to  Those  Who  Have 

Contributed  Such  Outstanding 

Efforts  to  Excellent  Television 

Entertainment. 

Northwest  presents  these  "Stella" 
awards  as  the  result  of  a  poll  of 

thousands  of  Northwest  students  of 

Television,  in  every  one  of  the  48 

states.  Who  could  be  better  quali- 

fied to  reflect  the  popularity  of 

these  stars  than  these  people  from 

every  walk  of  life. 

Yet  these  "Stella"  awards  represent 
far  more  than  popularity  alone! 

The  people  polled  were  all  students 

of  Television,  well  versed  in  the  re- 

quirements of  good  Television  pro- 

gramming and  astutely  critical.  So 

these  people  and  programs  are 

really  stars — Tops  in  popularity, 

Outstanding  even  in  the  construc- 

tively critical  eyes  of  the  students  of 

their  own  media. 

It's  With  Pride  That  Northwest 

Salutes  These  Stars  by  Presenting 

Them  With  These  First  Annual 

Acknowledgments  of  Achievement. 

The  "STELLA"  Awards  for  1956 
Northwest  commissioned  the  noted  Norwegion  artist, 
Arvid  Orbeck  to  design  this  award,  depicting  the 
Greek  masks  of  comedy  and  tragedy.  The  awards  are 
hand  crafted  in  Sterling  silver. 

PRESFNTED  TO 

ED  SULLIVAN 

for  Best  variety  show  and 
Best  Master  of  Ceremonies 

WIDE,  WIDE  WORLD 
for  offering  greatest 

contributions  to  creative 
Television  techniques;  , 

YOU'LL  NEVER  GET  RICH 

for  Best  new  television  series 

STUDIO  ONE 
for  most  original  teleplay 

1  LOVE  LUCY 

for  Best  comedy  show 

LAWRENCE  WELK 

for  Best  musical  program 

CAVALCADE  OF  SPORTS 

for  Best  sports  program 

CLIMAX 
for  Best  dramatic  program 

$64,000  QUESTION 
for  Best  quiz  program 

YOU  ARE  THERE 
for  Best  documentary 

CONFIDENTIAL  FILE 

for  Best  public  service 

JOHN  CAMERON  SWAYZ* 

for  Best  news  and  special  events  t 

OMNIBUS 
for  Best  education  program 

flfl 

ww  M  it  I  mm  WWB9  I 

RADIO  &  TELEVISIO 

SCHOOL HOME  OFFICE: 
I 

1221  N.  W.  21st  Avenue 

Portland,  Oregon  ♦  CA  3-7246 

DISNEYLAND 

for  Best  children's  show 

ARLENE  FRANCIS 

for  Best  women's  show 

STEVE  ALLEN 
for  Favorite  television 

personality 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 

HO  4-7822 

CHICAGO,  ILLINOIS  540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C.  .  .  .  .  .  1 627  K  Street  N.  W. 
RE  7-0343 
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MICHIGAN  ASSN.  HEARS  TIPS  ON  SELLING 

Panel  discussions  at  broad- 

casters convention  in  Gaylord 

feature  agency  advice  that  at- 

tacks some  current  ways  of 

doing  business. 
RADIO  AND  TV  stations  were  offered  a  series 

of  agency  tips  on  ways  to  sell  time  during  two 
panel  discussions  held  Thursday  at  the  opening 
sessions  of  Michigan  Assn.  of  Radio  &  Tv 
Broadcasters  convention,  held  at  Hidden  Valley. 
Gaylord,  Mich. 

With  a  record  registration  of  170,  Michigan 
broadcasters  heard  a  series  of  talks  and  ex- 

changes of  views  that  attacked  some  of  the 
current  ways  of  doing  station  business.  Seven 
agency  executives  calmly  aired  their  favorite 
gripes  and  offered  constructive  suggestions  from 
the  standpoint  of  those  who  buy  broadcast  time. 

Sen.  Charles  E.  Potter  (R-Mich.),  member  of 
the  Senate  Commerce  Committee,  spoke  on  tv 
allocations  problems  at  the  Friday  dinner  ses- 

sion. John  Karol,  CBS  Radio  vice  president 
in  charge  of  network  sales,  told  of  program 
upgrading  by  the  network. 

The  Thursday  morning  panel,  covering  radio 
timebuying,  was  moderated  by  John  Carroll, 
WKMH  Dearborn.  Participants  were  Clyde 
Clem,  Grant  Adv.;  Art  Wible,  Maxon  Inc.;  Kelly 
Taeger,  McCann-Erickson,  and  Richard  P. 
Doherty,  management  consultant. 

A  tv  timebuying  panel  was  moderated  by 
Don  DeGroot,  WWJ-AM-TV  Detroit.  Taking 
part  were  William  H.  Stockwell,  of  Stockwell 
&  Marcuse;  A.  H.  Ritter,  Zimmer-Keller-Cal- 
vert,  and  Ken  Fleming,  Leo  Burnett  agency. 

Discussing  radio  rate-cutting,  Mr.  Wible  said 
he  knew  of  an  instance  in  which  an  agency  de- 

veloped a  campaign  listed  at  $262,000  on  card 
rates.  After  stations  got  down  to  serious  price- 
slashing,  he  said,  the  price  dropped  to  $155,000. 

He  added,  though,  that  radio  rates  are  "firming 

up." 
He  cited  an  analysis  of  radio  trends  show- 

ing that  news,  sustaining  shows  with  spot  al- 
lotments, the  Godfrey-Breakfast  Club  type  and 

some  soap  operas  are  favored  buys.  The  prob- 
lem of  the  national  radio  buyer  is  one  of 

purchasing  spots  by  time  slots  instead  of 
proximity  to  popular  programs,  he  said. 

Scattergun  buying  on  a  price  basis  is  easy 
from  an  ivory  tower,  according  to  Mr.  Wible, 
but  selective  buying  requires  checks  of  in- 

dividual disc  jockeys  with  the  audience  the 
advertiser  wants  to  reach.  Disc  jockey  popu- 

larity rises  and  falls,  he  said,  with  stations 
seldom  providing  current  ratings  showing 
type-of-audience  reached. 

Mr.  Clem  called  for  imaginative  promotion 

and  publicity,  citing  NBC's  Monitor  as  an  ex- 
ample. He  found  radio  listening  in  tv  homes 

had  increased  six  minutes  in  a  year,  show- 
ing slow  growth  and  stability.  Mentioning  the 

Dodge  account,  he  said  sponsors  and  agen- 

cies want  reasons  for  radio  buying  "other 
than  ratings."  Station  pitches  are  poorly 
timed,  he  said,  mentioning  that  the  agency  is 
now  deluged  with  station  sales  efforts  despite 
the  fact  that  the  media  decisions  were  made 

months  ago.  He  urged  stations  to  submit  lo- 
cal success  stories. 

Mr.  Taeger  said  saturation  radio  is  a  help- 
ful supplement  to  print  campaigns.  He  favors 

power  stations  in  early  morning  and  late  af- 
ternoon time  segments.  One  or  two  radio 

stations  once  covered  most  of  an  area,  he 
said,  but  now  more  stations  are  needed. 

A   survey   of  Chrysler  dealers,  conducted 

every  two  years,  shows  radio  "way  down  the 
line"  below  newspapers,  tv,  outdoor  and  mov- 

ies, he  observed.  He  said  stations  will  be 
asked  to  make  dealer  calls  this  autumn  in 
connection  with  automotive  advertising,  and 
wondered  how  many  stations  will  be  willing 
to  make  these  calls. 

Mr.  Doherty  criticized  the  calibre  of  sta- 

tion commercial  copy,  claiming  it  is  "rele- 
gated to  a  low-paid  clerk."  He  said  station 

managers  should  "sentence  themselves"  to  the 
task  of  listening  to  the  commercial  copy  their 
employes  create  for  sponsors. 
He  criticized  managers  who  conceive  of 

package  rates  as  cut-rate  pricing.  As  to  sta- 
tion promotion,  he  felt  stations  should  spend 

at  least  2  to  2Vi%  of  annual  revenue  for 

advertising  and  promotion.  He  called  for  bet- 
ter programming  to  offset  the  news-music 

trend  and  advised  stations  to  study  seasonal 
patterns  of  local  business  houses. 

Mr.  Fleming,  at  the  tv  panel,  emphasized 

the  importance  of  station  personality  and  com- 
munity identification.  These  elements  sway 

many  station  decisions  by  agencies,  he 

claimed.  "Sit  down  and  write  out  a  statement 
on  just  what  your  station  represents  and 

stands  for,"  he  urged,  hinting  this  might  turn out  to  be  a  tough  job. 

P&G  Products  Stand  on  Merit 

As  an  example  of  personality  importance, 
he  said  Procter  &  Gamble  Co.  makes  each 

product  stand  on  its  own  merits,  with  no  re- 

lience  on  company  name.  "The  same  relation- 
ship should  exist  between  a  station  and  its 

network,"  he  added,  with  the  network  lending 
stature  to  the  station  but  not  serving  as  the 

station's   reason  for  existing. 

"If  I  were  a  station  manager  or  commercial 
manager,"  he  said,  "I  would  spend  75%  of 
my  time  at  agencies  selling  the  personality  of 
my  station.  I  would  leave  the  selling  of  rat- 

ings, coverage  and  the  other  statistics  to  my 
representative.  He  knows  the  agency  inti- 

mately, on  a  daily  basis,  and  he  knows  best  how 

to  tell  them  I'm  first  in  this  or  second  in 

that." 

As  to  trade  advertising,  he  said  he  had 
noted  a  flood  of  station  ads  showing  pretty 

girls.  "I  am  certainly  not  opposed  to  beauti- 
ful girls,"  he  said,  "but  I  wonder  if  an  ad 

such  as  this  performs  its  function  of  selling  the 
station.  Also,  there  are  a  great  numbers  of  ads 

screaming  'I'm  first'  in  this  or  that.  It  would 
be  interesting  to  run  a  survey  and  find  out 
how  many  timebuyers  knew  the  station  was 
fiirst  before  the  ad  ran  and  how  many  knew 
the  station  was  first  after  the  ad  ran.  If  the 
latter  number  is  higher  than  the  first,  we  had 
better  get  some  new  timebuyers  and  you  had 

better  get  a  new  representative." 
Mr.  Ritter  discussed  station-agency  relation- 

ships, talent  problems,  station  promotion  and 

other  topics.  He  suggested  small-market  tele- 
casters  try  to  develop  more  local  talent  at 
community  theatre,  school  and  other  levels  to 
assure  a  better  overall  supply  in  the  market, 
particularly  for  handling  of  live  commercials. 
Some  stations,  he  felt,  can  also  do  a  better 
job  of  promoting  themselves.  Mr.  Ritter  said 
he  is  a  firm  believer  in  tv  advertising. 

Relations  with  station  representatives  also 
were  broached  by  Mr.  Ritter,  who  urged  they 

be  given  "more  leeway  and  authority"  by  their 
clients  in  dealing  with  agencies.  It  would  prove 
helpful,  he  indicated,  if  representatives  could 

more  often  provide  definitive  "yes"  or  "no" answers  on  availabilities,  thus  eliminating  need 

for  the  agency  to  contact  stations  direct. 
Mr.  Stockwell  started  out  by  protesting 

against  loud  orchestra  pickups  that  drown 
soloists  and  even  choirs,  urging  that  soloists 
be  given  a  chance  to  be  heard  properly.  As  to 
the  future  of  tv,  he  warned  station  owners 
and  sales  managers  not  to  let  promotors  buy 
time  segments  under  some  such  name  as  Good 
American  Hour  and  then  fill  it  with  brief  an- 

nouncements "haphazardly  and  irresponsibility 
sold."  Such  programs  kill  off  hundreds  of  fu- 

ture radio  advertisers,  he  contended,  convinc- 

ing them  that  radio  doesn't  work.  "Don't  let 
this  happen  in  television,"  he  pleaded. 

Mr.  Stockwell  said  he  looks  particularly  for 

programs  with  "word-of-mouth"  possibilities; 
programs  that  will  cause  comment.  "That  is 
the  best  indication  I  know  of  that  a  program 

has  a  good  chance  of  climbing  up  in  the  rat- 

ings within  the  near  future,"  he  said. 
Sen.  Potter  attached  importance  to  the  FCC 

Sept.  20  conference  on  uhf  conversion,  feeling 
it  may  determine  whether  a  tv  shift  to  uhf 
is  feasible.  He  voiced  hope  the  industry  will 
cooperate  with  FCC  in  its  studies.  Current  tv 
programming  is  served  by  only  three  networks, 
he  said. 

The  shift  to  uhf  will  take  seven  to  10  years, 

he  predicted,  and  favored  deletion  of  the  pres- 
ent 15%  excise  tax  from  all-channel  tv  sets. 

John  Karol,  CBS  radio  vice  president  in 
charge  of  network  sales,  told  the  Thursday 

luncheon  the  network's  policy  of  "maintaining 
and  improving"  the  quality  of  programs  has 
resulted  in  $6  million  in  new  business  in  the 
last  few  months. 

Mr.  Karol  acknowledged  that  CBS  Radio's 
broadcast  schedule  is  "an  expensive  one,"  but 
argued  that  a  reduction  in  program  quality 

"means  a  loss  in  audience  .  .  .  and  eventually 
that  will  lead  to  a  loss  of  advertisers  and  reve- 

nues." Among  advertisers  who  have  contrib- 
uted to  the  $6  million  in  new  business  for 

CBS  Radio  over  the  past  few  months,  Mr. 

Karol  said,  were  Colgate-Palmolive,  Standard 
Brands,  Slenderella,  Mentholatum  and  Pontiac. 

In  addition  to  the  upgrading  in  programming, 

Mr.  Karol  cited  "new  sales  approaches"  that 
are  used  by  the  network  to  attract  the  atten- 

tion of  advertisers.  He  pointed  out  that  CBS  Ra- 

dio has  directed  its  advertising  "more  specif- 
ically to  our  clients,"  has  increased  its  sales 

force  and  sales  service  facilities,  and  has  aimed 

its  research  "more  accurately  as  specific  tar- 

gets." 

Another  factor  that  has  contributed  to  ra- 

dio's sales  upsurge,  Mr.  Karol  said,  is  the  ad- 
vertiser's recognition  of  radio's  ability  to  de- 

liver frequency.  He  continued,  "In  the  past 
few  months,  a  number  of  national  advertisers 

have  told  me  the  same  story — that  they  are 
facing  increasing  competition  from  new  prod- 

ucts. As  a  result,  they  are  convinced  that  they 
have  to  repeat  their  sales  messages  more  and 
more  often.  The  ability  to  give  advertisers 
tremendous  repetitive  impact  at  reasonable 
costs  is  ...  an  ability  absolutely  unique  to 

radio." 

Ernie  Greup  Heads  NCAPB 

ERNIE  GREUP,  program  manager  of  WTVD- 
TV  Durham,  N.  C,  was  elected  president  of 
the  North  Carolina  Associated  Press  Broad- 

casters at  the  association's  annual  meeting  last 
week  in  Raleigh.  He  succeeds  Jack  Knell  of 
WBT-WBTV  (TV)  Charlotte. 

Phil  Ellis,  WPTF  Raleigh,  was  named  first 
vice  president,  and  Hal  Stanley,  WRRZ  Clinton, 

second  vice  president.  Paul  Hansell,  AP  Char- 
lotte bureau  chief,  was  re-elected  secretary- treasurer. 
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they  BUY  BIG 

in  Detroit... 

...and  WWJ-TV 

is  your  BIG  BUY 

Greater  Detroit  families  had  a  king-size  average  income  of 

$6500  in  1955.  *  That's  28  per  cent  above  the  national  average. 

Folks  here  are  big  earners,  big  spenders — and  equally  important, 

big  boosters  for  WWJ-TV's  feature  programming, 
sparkling  personalities,  and  exceptional  news  coverage. 

Buy  Detroit.  And  when  you  do,  buy  WWJ-TV,  now 

serving  1,610,000  television  sets 

and  6,370,000  people. 

♦Detroit  Area  Study,  Survey  Research  Center, 
University  of  Michigan,  1956 

Notional  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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TvB  REPORTS  TV  NOW  FULL  TIME  MEDIUM 

Philadelphia  presentation  la- 

bels video  'major  entertain- 
ment, information  and  com- 

munication medium  of  the 

country'  in  pointing  out  large 
gains  in  viewing  hours  and  ad- 

vertisers' dollars  spent. 

TELEVISION  is  now  a  "round-the-clock,  full- 
day  medium"  that  also  is  "the  major  entertain- 

ment, information  and  communication  medium 

of  the  country,"  Television  Bureau  of  Adver- 
tising asserted  last  week  in  a  presentation  to 

Philadelphia  advertisers  and  agency  execu- 
tives. TvB  President  Oliver  Treyz,  who  with 

Operations  Director  Gene  Accas  made  the 

wide  screen  presentation  at  Philadelphia's  Bell- 
evue-Stratford  Hotel  on  Tuesday,  unveiled  new 
viewing  data  compiled  by  A.  C.  Nielsen  Co. 

Of  126  hours  in  the  week  between  6  a.m. 
and  midnight,  he  said  in  summarizing  the 
Nielsen  data,  30%  of  the  total  time  in  the  tv 
home  is  devoted  to  television  viewing.  The 
presentation  also  pointed  out: 

"Daytime  circulation  has  been  growing  at 
a  faster  rate  than  night.  Today,  television's 
greatest  values — as  reflected  by  cost  per  thou- 

sand— are  found  in  the  daytime.  Television's 
daytime  audience  is  considerably  larger  than 
many  advertisers  realize  and  far  larger  than 

tv's  competitors  would  have  them  believe. 
"For  example,  over  two  out  of  five  televi- 

sion homes  regularly  view  before  9  a.m.  These 
are  Nielsen  unduplicated  home  figures  for  the 
first  measured  week  in  March  of  this  year. 
And  each  of  these  early  morning  television 
homes  watches  one  hour  57  minutes  per  week. 

"In  the  next  three-hour  span,  between  9  a.m. 
and  noon,  more  than  seven  of  every  10  homes 
view  television,  and  of  these  viewing  homes, 
the  average  spends  well  over  four  hours  per 
week  watching. 

"Between  noon  and  3  p.m.,  more  than  80% 
of  all  U.  S.  tv  homes  watch  ...  an  average 
of  five  hours  20  minutes  per  week. 

"In  the  late  afternoon,  almost  nine  of  every 
10  homes  view  television  during  the  week. 
Between  3  and  6  p.m.,  these  homes  watch 
nearly  six  and  a  half  hours. 

"In  the  early-evening  span — 6  to  9  p.m. — 
95.9%  of  all  U.  S.  tv  homes  watch.  And  we 
need  two  clock  faces  to  illustrate  the  time 

they  spend — for  it  is  12  hours  32  minutes  per 
week. 

"In  the  last  three  hours  of  the  Nielsen- 
measured  day,  95.2%  of  all  tv  homes  view, 
and  they  average  the  impressive  total  of  10 
hours  51  minutes  weekly  viewing  hours  per 
home. 

".  .  .  Television  is  unquestionably  a  round- 
the-clock,  full-day  medium.  From  9  a.m.  on, 
television  regularly  reaches,  during  the  week, 

the  majority  of  the  36.5  million  U.  S.  tele- 
vision homes,  and  even  in  the  early-morning 

period,  from  6  a.m.  to  9  a.m.,  it  delivers  a 
large  minority  of  the  vast  television  poten- 

tial." Presenting  the  information  in  "six-hour 
chunks,"  TvB  showed  this  pattern: 

Morning — 70%  of  tv  homes  watch  during 

the  course  of  a  week,  spending  "consider- 
ably more  than  five  hours  in  their  viewing." 

Afternoon— 91%  of  homes  watch,  averaging 
almost  11  hours  a  week. 

Evening — 96%  watch  for  a  weekly  average 
of  more  than  23  hours  per  home. 

"In  the  morning  alone,  before  12  o'clock 
noon,  more  homes  now  regularly  view  tele- 

vision than  watched  evening  television  three 

years  ago,"  Mr.  Treyz  said.  He  called  the 
morning  hours  "the  great  developmental  area 
of  tv — the  great  advertising  potential  to  reach 
and  sell  the  American  purchasing  agent,  the 
American  housewife,  the  woman  with  the  bil- 

lion dollar  reach. 

"Today,  according  to  Nelsen,  in  television 
homes  more  families  view  daytime  television 
in  one  week  than  listen  to  all  of  radio,  day 
and  night.  Furthermore,  they  spend  more 
time  watching  daytime  television  than  listening 
to  all  of  home  radio  around  the  clock.  This 

is  even  true  on  a  Monday-through-Friday,  as 
well  as  a  Sunday-through-Saturday  basis. 

"This  Nielsen  comparison  certainly  doesn't 
make  radio  look  small — it  merely  puts  the 
new  dimensions  of  daytime  television  circula- 

tion into  accurate  and  dramatic  perspective." 
TvB,  which  has  drawn  the  fire  of  other 

media,  especially  newspapers,  on  a  number  of 
occasions,  had  a  good  word  for  all  media  in 

the  Philadelphia  presentation:  Today's  "adver- 
tising boom  .  .  .  happily  applies  to  all  media," the  Bureau  said. 

"Radio,  for  the  first  time  after  six  consecu- 
tive years  of  decline,  has  turned  the  corner 

and  is  on  the  rise.  Magazines  are  definitely 
up,  at  a  level  about  twice  that  of  10  years 
ago.  Newspapers  have  gained  at  an  even  more 
spectacular  rate.  And,  on  top  of  all  this  ad- 

vertising boom,  television — virtually  over- 
night— has    skyrocketed   to   first   position  in 

TvB  BOARD  APPROVES 

'57  OPERATIONS  PLAN 

TELEVISION  Bureau  of  Advertising's  board 
of  directors,  convening  in  New  York  last 

Wednesday,  approved  TvB's  operational  plans 
for  1957,  including  its  research,  sales  promo- 

tion, and  membership  expansion  programs. 
Among  the  projects  approved  by  the  board, 

according  to  TvB,  was  one  that  would  imple- 
ment an  earlier  bureau  program  whereby  it 

"related  specific  markets  to  the  selling  efficacies 
of  television,"  and  others  calling  for  "a  vastly 
augmented  research  program"  into  new  fields 
not  previously  covered,  and  "a  thematic  selling 
campaign"  for  1957. 

Details  of  TvB's  expanded  research  schedule 
were  not  divulged,  but  during  the  board  meet- 

ing, its  highlights  were  presented  by  Dr.  Leon 

Arons,  the  bureau's  director  of  research,  and 
Charles  H.  Smith,  director  of  research  of 

WCCO-TV  Minneapolis  and  chairman  of  the 
TvB  research  committee.  The  research  pro- 

gram had  been  discussed  on  Tuesday  by  the 
TvB  research  committee,  which  consists  of 

Messrs.  Arons  and  Smith,  and  Daniel  H.  Denen- 
holz,  director  of  research.  The  Katz  Agency; 
Melvyn  A.  Goldberg,  director  of  research, 
Westinghouse  Broadcasting  Co.;  Oscar  Katz, 
CBS-TV  vice  president  in  charge  of  daytime 
programs  and  until  recently,  director  of  re- 

search for  the  network,  and  C.  Wrede  Peter- 
smyer,  KOTV  (TV)  Tulsa. 
Norman  E.  Cash,  TvB  vice  president,  re- 

ported that  membership  in  the  bureau  now 
stands  at  225. 

The  board  approved  plans  for  TvB's  annual 
membership  meeting  Nov.  16  at  the  Waldorf- 
Astoria  Hotel,  New  York,  and  set  Nov.  15 
as  the  date  for  the  next  board  meeting.  A 
resolution  commending  President  Oliver  Treyz 

and  his  staff  for  their  "excellent  work"  also 
was  passed  by  the  board. 

Board  members  attending  the  meeting  in 
addition  to   Mr.  Treyz  were  W.  D.  (Dub) 

1955,  and  as  this  Fortune  (magazine)  chart 

shows,  is  extending  its  leadership  in  1956." 
But,  TvB  pointed  out,  television  enjoys  the 

advantage  of  a  lowered  cost  per  million. 
Where  "newspapers'  cost  per  million  index 
has  constantly  risen  to  20%  above  that  of 

1950,"  the  presentation  said,  "tv's  cost  per 
million  home  hours  of  tv  use  is  down  by 

74%." 

The  presentation  quoted  McCann-Erickson's 
central  research  department  as  estimating  that 
national  and  local  advertisers  invested  $1,025 
billion  (time  and  talent)  in  tv  advertising  in 
1955 — $540  million  in  network;  $225  million 
in  local,  and  $260  million  in  national  spot. 
The  Philadelphia  presentation,  one  in  a 

series  which  TvB  is  making  to  advertiser- 
agency  people  around  the  country,  was  in- 

troduced by  W.  D.  (Dub)  Rogers  Jr.,  TvB 
board  chairman  and  president  of  KDUB-TV 
Lubbock,  Tex.,  and  its  satellite  KPAR-TV 
Sweetwater,  Tex.,  who  pointed  out  that  TvB 

"seeks,  through  its  basic  functions  of  research 
and  promotion,  to  provide  an  efficient,  gratis 
service  to  those  of  you  who  buy  time,  and, 
to  that  extent,  is  thought  of  by  its  policy  group 
as  a  bureau  in  your  service  as  much  as  it  is 

in  the  service  of  the  broadcasters  themselves." 

Roger  W.  Clipp,  of  WFIL-TV  Philadelphia 
and  the  other  Triangle  Publications  stations, 
who  also  is  secretary  of  the  TvB  board,  was 
host  for  the  session.  Lawrence  H.  (Bud)  Rog- 

ers of  WSAZ-TV  Huntington,  W.  Va.,  treas- 
urer of  the  TvB  board,  also  was  present. 

Rogers  Jr.,  KDUB-TV  Lubbock,  Texas,  chair- 
man of  the  board;  Campbell  Arnoux,  WTAR- 

TV  Norfolk,  Va.;  Otto  Brandt,  KING-TV 
Seattle;  Roger  W.  Clipp,  WFIL-TV  Philadel- 

phia (TvB  secretary);  Donald  W.  Coyle,  ABC- 
TV;  Gordon  Gray,  WOR-TV  New  York;  Merle 
S.  Jones,  CBS-TV;  Robert  Lemon,  WTTV  (TV) 
Bloomington,  Ind.;  H.  Preston  Peters,  Peters, 
Griffin,  Woodward  Inc.;  Lawrence  H.  Rogers, 
WSAZ-TV  Huntington,  W.  Va.  (TvB  treasurer); 
Henry  W.  Slavick,  WCMT  (TV)  Memphis; 
George  B.  Storer  Jr.,  Storer  Broadcasting  Co.; 
Robert  R.  Tincher,  KVTV  (TV)  Sioux  City, 

la.,  and  Thomas  B.  McFadden,  newly-appointed 
vice  president  for  NBC-TV  owned  and  op- 

erated stations. 
Unable  to  attend  were  board  members  Ken- 

neth L.  Carter,  WAAM  (TV)  Baltimore,  and 
Richard  A.  Moore,  KTTV  (TV)  Los  Angeles. 

RAB  Executive  Unit  Meets 

RADIO  Advertising  Bureau's  executive  com- 
mittee will  meet  at  the  Waldorf-Astoria  Hotel 

in  New  York  tomorrow  (Tuesday).  On  the 

agenda  will  be  a  discussion  of  ihe  bureau's current  campaign  to  bring  major  advertisers 
into  radio  and  consideration  of  a  large-scale 
radio  advertising  and  marketing  experiment 

planned  for  early  1957. 
Kenyon  Brown,  KWFT  Wichita  Falls,  Tex., 

is  chairman  of  RAB's  executive  committee. 
Other  members  are:  Charles  C.  Caley,  WMBD 
Peoria;  Arthur  Hull  Hayes,  CBS  Radio,  New 
York;  Ward  D.  Ingrim,  KHJ  Los  Angeles; 
William  B.  McGrath,  WHDH  Boston  and  Allen 
M.  Woodall,  WDAK  Columbus,  Ga. 

Haber  Heads  RETMA  Group 

JULIUS  HABER,  RCA,  has  been  reappointed 
chairman  of  the  Public  Relations  &  Advertising 
Committee  of  Radio-Electronics-Tv  Mfrs.  Assn. 

The  committee  is  directing  RETMA's  participa- 
tion in  National  Radio  Week  and  National 

Television  Week. 
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The 

"WILD  WEST  SHOW" 

runs  wild 

In  April  the  program  scheduled  in  the  5  to  6  P.M.  spot  on  WHIO- 

TV  drew  only  7.3  against  the  opposition  33.8*.  On  April  30  we 
started  programming  western  movies  in  this  slot. 

^Nielsen  (July)  gives  "Wild  West  Show"  14.8, 

the  opposition  11.3  at  a  cost  of  51c  per  1000 

STARTING  OCTOBER  29 

•3 

GENE  AUTRY ROY  ROGERS 

\ 

% 

% 

S 

S 

Now,  with  a  new  all-star  cast,  the  "WILD  WEST  SHOW" 

goes  really  wild.  With  a  heavy  promotion  schedule  already  planned, 

these  two  cowboy  stars  will  blast  off  the  fall  campaign  for  this 

5-6  P.M.  spot,  zooming  the  ratings  even  higher.  To  corral  prime  time 

in  this  section  see  our  head  wrangler  George  P.  Hollingbery. 

I 

CHANNEL 7 DAYTON,  OHIO whio-tv One  of  America's great  area  stations 
s 
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TRADE  ASSNS 

FIRST  entries  in  a  contest  seeking  best  identification  ideas  for  subscribers  to  the 

NARTB  Standards  of  Practice  are  reviewed  by  a  special  NARTB  committee  headed 

by  Worth  Kramer,  WJR  Detroit.  Attending  the  committee  meeting  in  Washington 
were  (I  to  r):  seated,  Walter  E.  Wagstaff,  KIDO  Boise,  Idaho;  Chairman  Kramer; 

Carleton  Brown,  WTVL  Waterville,  Me.;  Cliff  Gill,  KBIG  Los  Angeles;  standing,  NARTB 

President  Harold  E.  Fellows,  and  John  F.  Meagher,  radio  vice  president.  Prize  for  the 

best  entry  from  station  personnel  will  be  a  transistor  radio. 

Dealers  Laud  NARTB,  RETMA 

For  Tv  Week  Promotion 

NARTB  and  RETMA  have  been  lauded  by  the 

National  Appliance  &  Radio-Tv  Dealers  Assn. 

for  the  "important  contributions"  they  have 
made  to  the  second  annual  National  Television 
Week  this  year. 

Don  Gabbert,  NARTDA  president,  praised 

Joseph  Sitrick,  NARTB  manager  of  pub- 
licity and  informational  services,  for  his  work 

with  RETMA  and  NARTDA  and  Julius  Haber, 

chairman  of  RETMA's  publicity-advertising 
committee,  for  organizing  promotional  aids 

and  helping  manufacturers.  Mr.  Gabbert  de- 

scribed NARTB's  "How  to  Use  Television" 
booklet  as  "one  of  the  most  useful  devices  yet 
created  for  offsetting  what  negative  publicity 
televiewing  has  received  and  for  presenting 

television  as  the  excellent  entertainment  me- 

dium it  is." 
Plans  for  television  week  promotions  in  sev- 

eral key  markets  and  small  communities,  rang- 
ing from  elaborate  banquets  to  sales  meetings, 

were  announced  by  A.  W.  Bernsohn,  managing 

director,  NARTDA,  coordinator  of  local  activi- 
ties for  the  event. 

Celebrations  have  been  scheduled  for  Phoe- 

nix (Ariz.)  Sept.  21,  Bakersfield  (Calif.)  Sept. 

23,  Milwaukee  Sept.  11,  Muskegon  (Mich.)  (no 

date  given),  Atlanta  Sept.  12,  Madison  Sept. 
16,  St.  Louis  (week  after  actual  event),  Los 

Angeles  Sept.  27,  Seattle  Sept.  27,  New  Orleans 
Sept.  19,  San  Diego  Sept.  18,  Salt  Lake  City 
Sept.  21,  Cincinnati  (whole  week),  Tucson  Sept. 
10  and  other  cities. 

Many  events  will  be  held  in  conjunction  with 
local  NARTDA  meetings  and  set  promotions  in 
conjunction  with  newspapers,  as  well  as  local 
appliance  dealers. 

In  Cincinnati  the  week  will  be  used  as  a 

foundation  for  a  special  television-radio- 
phonograph  promotion  involving  the  Cincinnati 
Post  and  local  utilities.  Promotion  will  stress 
a  second  tv  set  for  families  and  include,  during 

the  period  Sept.  5-Oct.  10,  series  of  58  radio 
spots  on  10  stations,  transit  ads  in  600  buses, 
60  billboards  and  newspaper  advertising. 

Leo  Durocher,  NBC-TV  executive,  is  slated 

to  be  luncheon  speaker  at  Los  Angeles'  observ- 
ance at  the  Beverly  Hilton  Hotel.  The  Electric 

League  there  has  produced  3,000  window  ban- 

ners with  the  theme,  "The  Fabulous  Tv  Fall," 
stressing  programs  in  the  period  from  the  polit- 

ical nominations  in  August  to  the  elections 
Nov.  6. 

KTBC-TV  Austin,  Tex.,  served  as  host  for 
an  organizational  meeting  of  tv  leaders  in  that 
area,  NARTDA  reported,  while  Florida  Power 
&  Light  Co.  is  aggressively  using  broadcast 
media  in  Miami  to  promote  radio-tv  set  sales 
during  September  and  October. 

NARTB  Booklet  Aids  Public 

In  Television  Appreciation 

A  BOOKLET  designed  to  help  the  public  ap- 
preciate tv  broadcasting  has  been  published  by 

NARTB.  It  will  be  distributed  by  tv  stations 

during  National  Television  Week  Sept.  23-29. 

Titled  "How  to  Use  Television,"  the  booklet 
was  written  for  NARTB  by  Dr.  Robert  M. 

Goldenson,  psychology  teacher  at  Hunter  Col- 
lege, New  York. 

Dr.  Hunter  uses  a  typical  family  to  show 
ways  tv  can  stimulate  family  interests,  lead 
members  of  the  family  in  new  directions  and 

show  them  how  to  take  advantage  of  tv  pro- 
gramming. The  publication  has  been  distrib- 

uted to  3,000  American  educators,  government 
officials  and  civic  leaders. 

NARTB's  first  printing  totals  12,000  copies. 
Booklets  may  be  ordered  from  the  association 

for  10<'  each,  actual  cost. 
Co-sponsors  of  National  Television  Week 

are  NARTB,  Radio-Electronics-Tv  Mfrs.  Assn. 
and  National  Appliance  &  Radio-Tv  Dealers 
Assn.  Plans  include  banquet  meetings  of  tv 
retailers  in  major  cities,  special  network  tv 
programs,  local  and  national  promotional  and 
advertising  campaigns  and  special  public  events 
commemorating  the  contributions  made  by  tv 
to  entertainment  in  the  American  home. 

The  event  coincides  with  the  main  receiver 
selling  season.  RETMA  pointed  out  that  90% 

of  the  nation's  population  is  within  range  of  at 
least  one  of  the  477  licensed  tv  stations,  with 
49,500,000  tv  sets  produced  by  manufacturers. 
Consumer  investment  in  home  sets  exceeds  $7.5 
billion.  Four  of  every  five  homes  now  have 

tv  equipment.  Production  this  year  is  esti- 
mated at  7,300,000  receivers. 

AAAA  Planning  Group  Named 

For  Eastern  Annual  Meeting 

NAMES  of  the  planning  committee  for  the  Co- 
operation With  Sales  Work  group  meeting  of 

the  1956  Eastern  Annual  Conference  of  the 
American  Assn.  of  Advertising  Agencies  were 
announced  last  week  by  Adolph  J.  Toigo  of 
Lennen  &  Newell,  New  York,  chairman  of 

AAAA's  Eastern  Region.  The  conference  will 
be  held  at  New  York's  Hotel  Roosevelt  Nov. 27-28. 

William  Nevin  of  Compton  Adv.,  New  York, 
has  been  appointed  chairman  of  the  planning 
committee  for  the  group  meeting,  which  will 
discuss  specific  tools  and  approaches  in  the 

marketing  field  that  agencies  have  used  to  in- 
crease the  effectiveness  of  advertising.  Other 

members  of  the  committee  are:  Hal  Davis, 
Kenyon  &  Eckhardt,  New  York;  Joseph  I. 
George,  Wilson,  Haight,  Welch  &  Grover, 

Hartford;  William  E.  Holden,  Doherty,  Clif- 
ford, Steers  &  Shenfield,  New  York;  Sherman 

Landers,  Gray  &  Rogers,  Philadelphia;  David 
Palmer,  Erwin  Wasey  &  Co.,  New  York,  and 

Lyle  Purchell,  BBDO,  New  York. 

MBA,  U.  of  Mississippi  Plan 

Sales  Management  Conference 

SALES  management  conference  for  broadcast- 
ers will  be  held  Sept.  28-29  by  the  U.  of  Mis- 

sissippi in  cooperation  with  Mississippi  Broad- 
casters Assn.  under  the  direction  of  D.  C. 

Treller,  director  of  the  university's  conference- 
institute-short  courses  activity.  The  sessions 
will  be  held  at  University,  Miss. 
Howard  Cole,  WHOC  Philadelphia,  MBA 

president,  will  open  proceedings.  Ray  Butter- 
field,  WLOX  Biloxi,  will  preside  at  the  first 

morning's  session,  which  will  include  a  talk 
by  Hil  F.  Best,  president  of  Hil  F.  Best  Co., 

New  York,  on  ways  of  getting  national  busi- 
ness at  small-town  radio  stations.  Frieda  Hen- 

nock,  Washington  attorney  and  former  FCC 
commissioner,  will  discuss  radio  vs.  tv. 

C.  J.  Wright,  WFOR  Hattiesburg,  will  pre- 
side at  the  first  luncheon.  An  afternoon  panel 

on  regional  agencies  will  be  moderated  by 
Paul  Schilling,  WNAT  Natchez.  Taking  part 

will  be  H.  N.  Gwynn,  Simon  &-Gwynn,  Mem- 
phis, speaking  on  regional  radio  buying;  Stan- 

ley Starr,  Walker-Saussy  Adv.,  New  Orleans, 
speaking  on  statistics;  Carl  D.  Mullican  Jr., 
Mississippi  Power  &  Light  Co.,  discussing  ways 

local  radio  stations  can  get  more  regional  busi- 
ness. 

A  panel  on  retailer  use  of  radio  includes 
Herbert  Brasfield.  Mississippi  Retail  Jewelers 
Assn.;  Charles  W.  Else,  Southland  Oil  Co.; 
Edward  Shackeroff,  Batesville:  Lindsay  Spight, 

Spight's  Dept.  Store.  Tupelo,  and  president, 
American  Retailers  Assn..  and  John  Wise  Jr., 
National  Automobile  Dealers  Assn.  Prof.  John 

H.  Fox  Jr.  of  the  university's  law  department 
will  address  the  dinner  session. 

The  second  day  opens  with  Granville  Wal- 
ters, WAML  Laurel,  MBA  secretary,  presiding. 

Automatic  radio  will  be  demonstrated  by  See- 
burg  Corp.  and  Skyline  Network.  Taking  part 
in  a  panel  on  profits  through  cooperative  adver- 

tising will  be  R.  P.  Bratten,  McGregor  Inc., 
Memphis;  Mrs.  Norma  Marsh,  B.  F.  Goodrich 

Co.,  and  Hal  Yockey,  Pan-Am  Southern  Corp. 
Harold  Krelstein,  president  of  WMPS  Mem- 

phis, will  speak  on  ways  of  putting  sales  ideas 
to  work  and  Duncan  Whiteside,  director  of  the 

university's  radio  department,  will  discuss  the 
institution's  radio  activity. 
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HOW  TO  MIX  BUSINESS  AND  POLITICS 

An  election  isn't  much  of  a  show  if  you  want 
frequency,  but  everyone  knows  that  there  are 
more  radios  in  this  country  than  Congressmen. 

So,  counting  candidates'  wives  and  all,  right 
smart  interest  gets  stirred  up  for  the  solo  go 

irregardless. 

Couple  years  ago  Sears,  Roebuck  &  Co.,  a  friend 

of  ours,  bought  half  of  a  primary  election  broad- 
cast on  WMT  and  decided  to  advertise  dehu- 

midifiers.  In  case  you  live  in  a  dry  climate,  a 

dehumidifier  is  an  electrical  appliance  that  sucks 
moisture  out  of  basements.  (Sounds  like  nastv 

work.— Ed.) 

(It  is,  but  somebody's  got  to  do  it.) 

Sears  got  rid  of  a  big  clutch  of  these  items  from 

that  one  Vi  primary. 

With  this  large  do  coming  up  in  November  it 

occurs  to  us  that,  if  you  or  Sears  or  anyone 

you  know  is  stuck  with  dehumidifiers,  you  could 
do  worse  than  destock  with  some  delovelv  radio 
commercials. 

CBS  for  Eastern  Iowa  Mail  address:  Cedar  Rapid*. 
National  representatives:  The  Katz  Agency. 
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MANUFACTURING 

RCA  Devises  Technique 

For  Reducing  Interference 

Development  might  cut  co- 
channel  mileage  separation 

between  stations  by  15%. 
A  NEW  technique  for  reducing  interference 
between  tv  stations  on  the  same  frequencies 
was  disclosed  last  week  by  RCA. 

The  development  involves  the  use  of  an  ex- 
ceedingly stable  crystal  oscillator  which  estab- 

lishes a  fixed  relationship  between  the  carriers 
of  co-channel  stations  and  at  the  same  time 
cuts  down  the  fluctuations  in  frequencies  at 

each  station  to  as  little  as  five  cycles-per-second. 
This  puts  the  interference  patterns  in  the 

field  frequency  of  the  transmissions,  it  was 
understood,  and  thus  hides  them.  This  type  of 

interference  is  generally  a  bar  effect.  Result  is 
an  improvement  of  about  10  db  in  reception — 
which  might  result  in  the  possibility  of  reducing 
co-channel  mileage  separations  by  about  15%. 

The  method  has  been  tested  for  the  last 

seven  weeks  between  NBC-owned  ch.  4  stations 
WRCA-TV  New  York  and  WRC-TV  Wash- 

ington. They  are  about  200  miles  apart. 
The  results  of  the  tests  and  of  the  new  crystal 

oscillator  were  discussed  by  W.  L.  Behrend, 
RCA  Labs.,  Princeton,  N.  J.,  at  the  sixth  an- 

nual fall  symposium  of  the  Institute  of  Radio 
Engineers,  Professional  Group  on  Broadcast 
Transmission  System,  in  Pittsburgh  this  past 
weekend. 

IRE  members  also  heard  Ross  Snyder,  Am- 

pex  Corp.,  describe  details  of  that  company's 
video  tape  recorder;  lohn  T.  Wilner,  WBAL- 
TV  Baltimore,  chief  engineer,  and  Raymond 
L.  Day,  FCC  Laboratory  Div.,  among  others. 

New  York 

Chicago 

Detroit 

Dallas 

Atlanta 

Charlotte 

St  Louis 

Miami 

Memphis 

Los  Angeles 

San  Francisco 

RANHAM 

Radio  Set  Sales  Gain; 

Tv  Sales  Off  Slightly 

RADIO  SALES  by  retail  dealers  showed  an 
increase  in  the  first  seven  months  of  1956,  com- 

pared to  last  year,  but  tv  sales  dropped  slightly, 

according  to  Radio-Electronics-Tv  Mfrs.  Assn. 
Radio  and  tv  set  production  figures  for  the 
seven  months  were  below  the  1955  levels. 

RETMA  found  that  radio  set  sales  (not  in- 
cluding auto  sets)  totaled  3,967,555  units  in 

the  seven-month  period  compared  to  2,732,983 
a  year  ago.  luly  radio  sales  this  year  totaled 
576,453  sets  compared  to  839,830  in  lune  and 
303,965  in  July  1955. 

Tv  set  sales  totaled  3,273,560  units  in  seven 
months  compared  to  3,584,562  a  year  ago.  July 
tv  sales  totaled  405,310  sets  compared  to 
439,362  in  June  and  381,567  in  July  1955. 

Production  of  both  radio  and  tv  sets  was 
down  from  1955,  according  to  RETMA,  with 
July  figures  affected  by  the  general  industry 
vacation  period. 

Tv  set  production  totaled  3,752,133  units  in 
seven  months  compared  to  4,173.038  in  the 
same  1955  period.  Production  in  July  totaled 
336,931  sets  compared  to  553,025  in  June  and 
344,295  in  July  1955. 

Radio  set  production  totaled  7,225,862  in 

seven  months  of  this  year  compared  to  7,777,- 
378  a  year  ago.  July  radio  output  totaled  566,697 
sets  compared  to  1,073,775  in  June  and  718,489 
in  July  1955. 

Of  July's  336,931  tv  sets,  41,803  had  uhf 
tuners  and  273  had  fm  tuning  circuits  (for  pick- 

up of  fm  radio  band). 
Radio  and  tv  set  production  in  July  and  the 

first  seven  months  of  1956  follows: 

Televi-  Automo-  Total 
sion  bile  Radio  Radio 

January  1956                    558,347  519,648  1,078,624 
February                          576,282  437,611  1,093,506 
March  (5  weeks)             680,003  478,272  1,360.113 
Anril                 -              549,632  299,253  992,982 
May                                  467,913  282,611  1,060.165 

June  75~  weeks)                553,025  296,256  1,073,775 Julv                                  336,931  198,565  566,697 3,752,133  2,512,216  7,225,862 

RCA  Tube  Types  Program 

Stresses  Standardization 

RCA  has  introduced  a  new  Preferred  Tube 

Types  Program  covering  a  group  of  electron 

tubes  having  universal  application  in  tv  re- 
ceiver design,  it  was  announced  last  week  by 

L.  S.  Thees,  general  communications  manager, 
RCA  Tube  Div. 

Mr.  Thees,  who  described  the  program  as 

"an  answer  to  the  need  for  greater  standardiza- 

tion in  television  receiving  circuitry  and  tubes," 
reported  that  RCA's  new  listing  of  preferred 
tubes  includes  types  for  tv  receiver  applications, 

such  as  RF  tuners,  amplifiers,  deflection  oscil- 
lators, rectifiers,  damper  circuits  and  control 

circuits. 

"The  program,"  Mr.  Thees  explained,  "en- 
ables electronic  equipment  manufacturers  to 

concentrate  on  fewer  tube  types.  Concentra- 
tion of  fewer  tube  types  makes  possible  lower 

tube  production  costs,  lower  warehousing  and 
stocking  expense.  All  of  these  factors  can 

contribute  to  lower  prices  for  the  user." The  new  preferred  types  program  for  tv 
and  radio  equipment  manufacturers,  Mr.  Thees 
continued,  is  a  counterpart  of  a  similar  pro- 

gram for  radio  manufacturers  which  was  in- 

augurated by  RCA  in  1940.  RCA's  1956  pre- ferred types,  he  said,  cover  virtually  every  type 
of  radio  and  television  receiving  circuit:  AC, 
AC-DC,  and  battery-operated  radios;  portables 
and  auto  receivers;  black-and-white,  and  color 
tv  sets;  am  and  fm  receivers  and  phono  ampli- 
fiers. 
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RELIABILITY! 

Exclusive  Patchover — prevents  serious  loss  of  air  time;  elim- 
inates need  for  full  transmitter  lineup  solely  for  standby. 

Spare  rectifier  tube  with  heated  filament— in  readiness  to 
operate  if  needed. 
Longer-life  AX-S904R  Amperex  final  amplifier  tubes. 
Individual  bias  regulators. 

TV  power  boost  in  mind? 

ahead  with  2>aS!  amplifiers ! 

LOWER  INITIAL  INVESTMENT! 

Add-A-Unit  design  affords  low-cost  power 
boost  through  addition  of  S-E  amplifiers. 
No  need  to  dispose  of  or  replace  existing 
transmitters,  in  whole  or  part. 
Engineered  for  color — meets  FCC  specs. 

FITS  THE  SPACE! 

Self-contained,  compact  construction — no external  blowers,  power  supplies,  pumps 
or  transformers— takes  less  floor  space. 

Place  units  in  straight  line,  "U,"  "L"  or split  arrangement! 
Fits  into  standard  elevators  and  thru doorways! 

EASIER  OPERATION! 

Only  S-E  equipment  has full-length,  tempered 
glass  doors — permits  vis- ual inspection  of  tubes 
at  all  times. 

Components  of  high- 
est quality;  readily  ac- cessible. 

All  tuning  made  at  front 
of  equipment. 

>e  sure  it  measures  up  to 
ds.  For  example,  you  have 
lower  initial  cost,  greater 

y,  easier  maintenance,  and 
s  .  .  .  when  you  boost  power 

plifiers.  With  exclusive 
ontained  construction  ... 

ements!  Put  your  thoughts  into 
showing  how  you  can  boost 

nomical  way  .  .  .  with  S-E! 

s  corporation 
RATION     OF     AMERICA,  INC. 

WARK    5,    NEW  JERSEY 

ALFORD    ANTENNA  +  STANDARD    ELECTRONICS    AMPLIFIER  =  HIGH     ts  a  N  D  ECONOMY 
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Sylvania's  Mitchell  Foresees 
Continuing  Electronics  Gains 

TREMENDOUS  growth  potential  of  the  elec- 
tronics industry  in  the  next  decade  is  projected 

by  Don  G.  Mitchell,  board  chairman-president 
of  Sylvania  Electric  Products,  New  York,  in 
an  article  appearing  in  the  September  issue  of 
The  Exchange,  published  by  the  New  York 
Stock  Exchange. 

Mr.  Mitchell  predicts  that  revenues  from  the 
electronics  industry  in  1966  will  amount  to 

about  $22  billion  as  compared  with  an  esti- 
mated $11.5  billion  in  1956.  He  lists  current 

broadcasting  revenues  in  1956  as  an  estimated 
$1.9  billion  and  predicts  they  will  reach  $5.6 
billion  by  1966. 

On  color  tv,  Mr.  Mitchell  estimates  that 
about  150,000  color  sets  will  be  sold  this  year 
and  believes  that  by  1966  color  receivers  will 
represent  about  75%  of  all  sets  sold. 

Saxon  Promoted  to  Director 

Of  RCA  Regional  Operations 

ADVANCEMENT  of  Raymond  W.  Saxon  to 

director  of  regional  operations  of  RCA  was  an- 
nounced last  week 

by  Martin  F.  Ben- 
nett, the  firm's  vice 

president  of  mer- 
chandising. 

Mr.  Saxon,  who 
has  been  with  RCA 
since  1940,  served 
most  recently  as 
manager  of  the 
northeastern  region, 
with  headquarters  in 
Boston.  Previously, 
he  had  been  general 
sales  manager  of  the 

RCA  Victor  Televi- 
sion Div.  and  in  a  series  of  key  merchandising 

and  sales  posts  with  the  company.  In  his  new 

position,  Mr.  Saxon  will  supervise  the  opera- 
tion of  RCA's  eight  regional  offices,  with  head- 

quarters in  Camden,  N.  J.  His  successor  at 
Boston  will  be  announced  later. 

Tele-Communications  Inc. 

To  Move  to  Staten  Island 

TELE-COMMUNICATIONS  Inc.,  electronics 
laboratory  division  of  Tele-Broadcasters  Inc., 
New  York,  soon  will  be  moved  to  Staten  Is- 

land, it  was  announced  last  week  by  H.  Scott 

Kilgore,   Tele-Broadcasters  president. 
Purchase  of  WBBR  Brooklyn,  N.  Y.,  from 

the  Watchtower  Bible  and  Tract  Society  in 
Brooklyn  was  announced  last  week  by  Mr. 
Kilgore  [B«T,  Sept.  10].  In  seeking  FCC  ap- 

proval of  the  transfer,  Tele-Communications  is 
asking  to  change  the  call  letters  to  WPOW. 
Studios  and  offices  will  be  located  at  41  E. 
42d  St.,  New  York,  and  on  Staten  Island. 

Gray  Develops  New  Projector 

DEVELOPMENT  by  Gray  Research  &  Devel- 
opment Co.,  Manchester,  Conn.,  of  a  new  tv 

transparency  projector  for  both  black-and-white 
and  color  has  been  announced  by  Newland  F. 
Smith,  vice  president.  Mr.  Smith  said  the  new 
projector,  called  Telojector  Model  4  B,  is  an 
improvement  over  previous  models.  He  claims 

"it  is  easier  to  maintain  and  practically  elimi- 
nates the  possibility  of  losing  commercials 

through  mechanical  breakdown." 

MR.  SAXON 

BEN  H.  COWDERY  (I),  president  of  KETV 

(TV)  Omaha,  Neb.,  signs  for  RCA  equip- 
ment for  the  station,  scheduled  to  go  on 

the  air  sometime  next  year.  With  Mr. 
Cowdery  are  (I  to  r)  Eugene  S.  Thomas, 

general  manager;  Jack  Petrick,  chief  en- 
gineer, and  John  Almen,  RCA  district  sales 

manager.  Equipment  from  RCA  and  other 

companies  will  cost  approximately  $700,- 
000,  according  to  Mr.  Cowdery.  Ground 
was  broken  earlier  this  month  for  a  new 

Ideco  tower  and  12-bay  antenna  which 
rise  to  a  height  of  588  feet  above 

ground. 

Magnecord  Appoints  Lucas 

MAGNECORD  Inc.,  Chicago  (tape  recorders), 
last  week  announced  the  appointment  of  the 
Charles  Lucas  Sales  Co.,  Dallas,  as  southwest 
regional  representative  for  its  products.  Mr. 
Lucas  has  been  active  in  the  radio-tv  broad- 

cast and  allied  fields  for  20  years  and  formerly 
was  in  the  engineering  department  of  WFAA 
Dallas  for  13  years. 

Emerson  Raises  Set  Prices 

INCREASE  in  the  trade  prices  of  six  television 
models  of  the  Emerson  Radio  &  Phonograph 
Corp.  were  announced  last  week  by  Hal  Dietz, 
vice  president  in  charge  of  sales.  He  said  the 
trade  price  increases  were  to  become  effective 
last  Saturday  and  would  result  in  retail  price 
rises  of  about  $10  per  receiver.  He  attributed 
the  increases  to  higher  manufacturing  costs. 

WBCM  Buys  RCA  Transmitter 

WBCM  Bay  City,  Mich.,  has  purchased  an 
RCA  BTA-1MX  transmitter,  according  to  Man- 

ager Leo  A.  Jylha.  The  new  equipment  is 

being  installed  by  the  station's  engineering  staff, 
under  the  direction  of  Ralph  Carpenter,  and 
will  be  operated  by  remote  control  from 
studios  in  the  Wenonah  Hotel. 

Col.  Herbert  H.  Frost  Dies 

COL.  HERBERT  H.  FROST,  62,  pioneer  radio 

manufacturer,  died  Sept.  10  in  George  Wash- 
ington U.  Hospital,  Washington,  D.  C.  Col. 

Frost,  assistant  to  the  vice  president  of  Buda 
Div.,  Allis-Chalmers  Mfg.  Co.,  invented  the 
Frost  headset  in  the  early  1920s.  He  was 
the  first  president  of  the  old  Radio  Manufac- 

turers Assn. 

New  Parts-Saving  Assembly 

Being  Used  In  R&D  Radio  Kits 

RADIO  KIT,  using  a  new  module  assembly 

developed  by  the  Bureau  of  Standards  to  re- 
duce the  number  of  parts  and  wiring  in  elec- 
tronic equipment,  has  been  announced  by  R  &  D 

Electronics  Labs,  Long  Island  City,  N.  Y.  In 

R  &  D's  radio,  two  modules  do  the  work  of 
16  separate  electrical  parts.  R&D  said  en- 

gineers now  estimate  that  10  or  12  modules 
in  a  tv  set  would  replace  over  200  separate 
parts  and  that  eventually  modules  will  replace 
condensers,  resistors  and  coils  in  all  mass- 
produced  electronic  equipment,  thus  affecting 
the  size  and  price  structure  of  radio  and  tv 
sets. 
Module  assembly  is  patterned  after  the 

government's  "project  tinkertoy"  (developed 
for  use  in  military  electronic  equipment).  Each 
module  has  five  or  six  stacked  ceramic  wafers. 
The  methods  in  applying  a  silver  material  to 
each  wafer  designate  its  behavior  (i.e.,  as  a 
condenser,  coil  or  a  resistor). 

GE  Lab  Moved,  Enlarged 

A  NEW  shift  in  current  streamlining  of 

General  Electric's  electronics  business  has  been 
announced.  GE  is  transferring  its  microwave 
lab  at  Stanford  U.  (Palo  Alto,  Calif.)  to  its 

power  tube  department,  which  has  test  lab- 
oratories and  manufacturing  plants  in  both 

Schenectady,  N.  Y.,  and  Scranton,  Pa.  Lab 
facilities  will  be  expanded  to  more  than  double 
the  present  size  with  new  construction  nearly 
completed.  The  lab,  located  in  Palo  Alto  two 
years  ago,  employs  more  than  200  persons, 
including  a  professional  staff  of  more  than  75. 

Tarzian  Tv  Gear  Ordered 

SARKES  TARZIAN  Inc.,  Bloomington,  Ind., 

reports  receiving  an  order  from  Toledo  U., 
Toledo,  Ohio,  for  complete  tv  studio  equip- 

ment, including  Vidicon  cameras,  100-slide 
automatic  slide  projector  and  associated  equip- 

ment. Shipments  of  100-slide  projector  and 
video  switching  equipment  to  KDIX-TV  Dick- 

inson, N.  D.,  and  studio  equipment  to  the  U. 
of  North  Dakota  also  were  reported. 

MANUFACTURING  SHORTS 

RCA,  Camden,  N.  J.,  reports  shipment  of  cus- 
tom built  five-section  superturnstile  antenna  to 

WDAF-TV  Kansas  City  (ch.  4)  and  25  kw  am- 
plifier transmitter  to  WKBT  (TV)  La  Crosse, 

Wis.  (ch.  8),  and  50  kw  amplifier  transmitter  to 
KLTV  (TV)  Tyler,  Tex.  (ch.  7). 

Stancil-Hoffman  Corp.,  Hollywood,  has  named 
S.O.S.  Cinema  Supply  Corp.,  N.  Y.,  distributor 
of  its  line  of  synchronous  magnetic  recorders. 
New  Stancil-Hoffman  Model  S6D  incorporates 
transistor  printed  circuit  amplifiers  for  unit 
claimed  to  be  lighter  than  comparable  recorders 
on  market. 

General  Electric  instrument  department  spon- 
soring scientific  color  measurements  course 

Sept.  24-28  at  Portsmouth,  N.  H.,  to  be  taught 
by  specialists  from  industry,  government  and 
educational  institutions.  Curriculum  will  cover 

spectrophotometry  and  colorimetry  industrial 
applications.  Tuition  is  $110.  Information  is 
available  from  Ronald  Doyle,  Meter  &  Instru- 

ment Section,  Canadian  General  Electric  Co., 
1 130  Blvd.  Charest,  Quebec  8. 

ORRadio  Industries  Inc.,  Opelika,  Ala.,  reports 
August  sales,  usually  light,  reached  biggest 

monthly  total  in  company's  history.   Sales  for 
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Welcome  Relaxation 

for  the  USAF  Personnel 

Hi 

the  Texas  Tower 

anneMO,  WJAR-TV, 

is  received  with  enjoyable  clarity  on  tfie 

Texas  Tower. 

NBC  BASIC  — ABC  Supplementary 

Represented  Nationally 

by  WEED  Television 

Channel  10 

delivers  the 

market  in 

Southeastern 

New  England 

*200  miles  from 

Providence! 
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MANUFACTURING PROGRAM  SERVICES 

Stamps  and  Jingles 

AGENCIES  ordering  radio  or  tv  jingles 
from  Les  Woz  Jingles,  58  E.  79th  St., 
New  York,  are  being  rewarded  with 

Merchants'  Green  Stamps  by  Les  Woz — 
a  minimum  of  16,600  per  jingle — if  they 
so  desire. 

Helen  Greer,  New  York  representa- 
tive for  Woz,  says  that  as  a  result  of  a 

newspaper  ad  campaign,  a  few  agencies 
already  have  expressed  a  definite  interest 
in  getting  the  stamps. 

August  1956  were  90%  above  those  of  August 
1955.  Total  1956  sales  to  date  are  58%  above 
1955  figures  for  corresponding  period. 

Sylvania  Electric  Products  Inc.,  N.  Y.,  has  an- 
nounced dividend  of  50  cents  per  common  share 

will  be  paid  Oct.  1  to  stockholders  of  record  at 
close  of  business  Sept.  10.  Also  declared  was 
regular  $1  quarterly  dividend  per  share  on  $4 
cumulative  preferred  stock,  payable  at  same 
time. 

MANUFACTURING  PEOPLE 

David  Gerstein,  director  of  government  and 
industrial  sales,  Olympic  Radio  &  Television 
division  of  Unitronics  Corp..  N.  Y.,  promoted 
to  vice  president  in  charge  of  department. 

Stanley  J.  Godwin,  former  line  engineer,  Gen- 
eral Electric  Co.  power  tube  department,  to  GE 

district  sales  manager  for  electronic  tubes,  Day- 
ton, Ohio. 

James  J.  Lanigan,  former  program  planning 
officer  in  southeast  Asia,  U.  S.  Information 
Agency,  to  Sylvania  Electric  Products  Inc., 
N.  Y.,  as  public  relations  projects  manager  in 
radio  tube  and  tv  picture  tube  divisions.  Robert 
F.  Scalise,  formerly  salesman  for  H.  L.  Link 
Agency,  Warren,  Pa.,  to  Sylvania  parts  division 
in  Warren.  Dean  C.  Midey,  sales  correspondent, 
Robert  W.  Plunkett,  supervisor  of  sales  office 
distribution  service,  and  Edward  Westgren,  who 
has  served  in  various  Sylvania  sales  positions, 

all  promoted  to  sales  service  supervisors,  as- 
signed respectively  to  private  brand  sales,  equip- 

ment sales  and  renewal  picture  tube  sales. 

Harold  W.  Schaefer,  vice  president  in  charge 
of  operating  departments,  appliance  division, 
Philco  Corp.,  Phila.,  appointed  vice  president 
and  general  manager  of  division,  succeeding 
Raymond  A.  Rich,  resigned.  Larry  F.  Hardy, 
corporation  vice  president,  to  vice  president  in 
charge  of  consumer  products  divisions,  which 
include  tv,  radio,  appliance  and  automative 
divisions. 

Verne  Roberts,  radio  manager,  Raytheon  Mfg. 
Co.,  Chicago,  to  Spartan  Div.  of  Magnavox 
Corp.,  Fort  Wayne,  Ind.,  as  sales  manager.  His 
offices  will  be  in  Sentinel  plant  in  Evanston,  111. 

Gordon  L.  Fullerton,  with  Sylvania  Electric 
Products  Inc.  since  1943  in  various  engineering 

and  executive  capacities,  appointed  to  newly- 
created  post  of  manufacturing  manager  of  tv 
picture  tube  plants  at  Hatboro,  Pa.;  Fullerton, 
Calif.,  and  Ottawa,  Ohio.  Harold  E.  Martin, 
engineer-in-charge,  Naval  contract  projects, 
metal  parts  section  of  Sylvania  Electric  Prod- 

ucts', York,  Pa.,  plant,  named  product  sales 
manager  for  metal  parts. 

Wilbur  F.  McKeehan,  district  sales  manager 
for  Air  Force  of  General  Electric  Co.,  Dayton, 

Ohio,  named  GE's  manager  for  sales  of  elec- 
tronic tubes  for  Navy  with  headquarters  in 

Schenectady. 

Frederick  W.  Alexander,  technical  editor,  elec- 
tronics-communications division  of  Motorola 

Inc.,  Chicago,  promoted  to  advertising  manager 
succeeding  Reginald  Mars,  resigned.  Other  pro- 

motions: Robert  L.  Borchardt,  from  assistant 

manager  to  manager  of  Motorola  Technical  In- 
formation Center,  and  Robert  E.  Newlin,  from 

technical  editor-staff  writer  to  product  promo- 
tion supervisor  for  communications. 

George  Fezell,  manager  of  tv-radio  appliance 
department  of  Joseph  Home  Co.,  Pittsburgh, 
Pa.,  department  store,  to  Magnavox  Co.,  Fort 

Wayne,  Ind.,  as  merchandise  manager  for  de- 
partment store  accounts. 
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Notre  Dame  Gridcasts  Slated 

For  Closed-Circuit  Viewing 

PLANS  for  closed-circuit  tv  feeds  of  at  least 
five  U.  of  Notre  Dame  football  games  into 

hotels  of  the  Sheraton  chain  have  been  an- 
nounced by  WNDU-TV  South  Bend,  Ind. 

Starting  with  the  Notre  Dame-Southern 
Methodist  clash  in  Dallas  Sept.  22,  the  games 

will  be  beamed  by  WNDU-TV  for  Sheraton 
Closed-Circuit  Television  in  Chicago,  accord- 

ing to  Bernard  C.  Barth,  vice  president  and 
general  manager  of  the  Notre  Dame  tv  outlet. 
He  said  additional  cities  and  games  may  be 
scheduled  as  demands  increase.  Unlike  system 

used  in  last  year's  telecasts,  school  will  have 
complete  control  over  package,  handling  origi- 

nations and  play-by-play  of  all  closed-circuit 
feeds,  it  was  understood. 

Four  other  Notre  Dame  games  scheduled  for 
closed-circuit  tv  are  Indiana,  Oct.  6  (tentative); 
Purdue,  Oct.  13;  North  Carolina,  Nov.  17,  and 
Iowa,  Nov.  24. 

Color  Tv#  Motion  Pictures 

Set  for  Theatre  Alliance 

LARGE-SCREEN,  live  color  tv  will  appear  on 
the  same  program  with  standard  motion  pic- 

tures in  theatres  if  plans  of  Max  Cohen,  presi- 
dent of  Cinema  Circuit  Inc.,  New  York,  mate- 

rialize. Mr.  Cohen  reported  last  week  that  he 
intended  to  test  his  plan  shortly  in  his  com- 

pany's chain  of  14  theatres  located  in  New 
York,  Connecticut  and  Florida  and  eventually 
expand  the  operation  to  motion  picture  houses 
throughout  the  country. 

Mr.  Cohen  said  the  tv  programs  he  is  con- 

sidering for  motion  picture  theatres  are  "mostly 
musicals  and  special  events."  Installation  of  the 
system  in  theatres  will  be  handled  by  Cine- 
Video  Inc.,  of  which  Mr.  Cohn  also  is  president. 

Welk  to  RCA  Thesaurus 

RCA  THESAURUS  announced  last  week  that 
bandleader  Lawrence  Welk  has  been  signed  to 
transcribe  a  new,  half-hour  radio  show  for  re- 

lease this  winter.  Mr.  Welk  will  serve  as 
master  of  ceremonies.  Featured  on  the  program 
will  be  songstress  Alice  Lon,  Myron  Floren  on 
the  accordion,  Jerry  Burk  on  the  Hammond 
organ  and  Artistic  Alladdin  as  vocalist  and  on 
the  violin. 

Titus  Heads  New  Song-Ad  Unit 

DAVE  TITUS,  radio-tv  director  of  Cole  & 
Weber,  Seattle,  has  been  named  manager  of 
the  new  business  and  educational  film  division 
to  be  opened  this  week  in  Hollywood  by  Song 
Ad  Film-Radio  Productions,  it  was  announced 

last  Wednesday  by  Song  Ad  President  and  Ex- 
ecutive Producer  Robert  Sande.  Mr.  Titus  be- 

comes vice  president  of  the  west  coast  tv  film 
commercial  and  radio  spot  production  com- 

pany. He  has  been  with  Cole  &  Weber  three 
years  and  prior  to  that  was  in  agency  radio-tv 
work  in  both  Southern  California  and  New 

York. 

PROGRAM  SERVICE  PEOPLE 

Herman  Finklestein,  ASCAP  general  attorney, 

appointed  head  of  copyright  division,  American 
Bar  Assn.'s  patent  trade  mark  and  copyright 
section. 

Mort  L.  Nasatir,  director  of  advertising,  Decca 
Records,  N.  Y.,  has  assumed  additional  duties 
of  merchandising  director. 

Milton  Golin,  formerly  head  of  Chicago  City 

News  Bureau's  radio-tv  department,  to  staff  of 
lournal  of  American  Medical  Assn.  as  assistant 

to  editor.  He  is  credited  with  helping  Com- 
munity News  Service  of  Chicago  in  1947 

organize  nation's  first  local  news  wire  service 
for  broadcasting  stations. 

Howard  Merrill,  program  supervisor  of  I've 
Got  a  Secret  and  writer  of  various  tv  program 

series,  appointed  by  Barry  &  Enright  Produc- 
tions, N.  Y.,  as  producer  of  new  giveaway  pro- 

gram, Twenty  One,  to  be  launched  on  NBC-TV 
Sept.  12  (Wed.,  10:30-11  p.m.  EDT). 

PURCHASE  by  Western  Union  of  14%  interest  in  TelePrompTer  Corp.  [B«T,  Sept.  3]  was 

completed  Wednesday  in  New  York  by  officials  of  the  two  companies.  L  to  r:  Thomas 

F.  McMains,  WU  vice  president;  Walter  P.  Marshall,  WU  president;  Irving  B.  Kahn,  Tele- 

PrompTer president,  and  Theodore  B.  Gittings,  WU  public  relations  vice  president. 

Broadcasting    •  Telecasting 



REACHING  UP 

to  reach  out 

KSLA-TV  INCREASES  COVERAGE 

6  TIMES  WITH  NEW  IDECO  TOWER 

Here's  the  story — 

BEFORE:  Beginning  operation  in  Decem- 

ber, 1953,  KSLA-TV,  Shreveport,  La.,  was 

equipped  with  a  265'  tower  and  served  a 
population  area  of  1  77,1  00. 

AFTER:  In  November,  1955  the  station 

changed  to  full  power  operation  with  a  new 

1  195'  IDECO  guyed  tower  increasing  popu- 
lation coverage  to  1,089,350. 

•  When  KSLA-TV  decided  to  "reach  up 

to  reach  out"  they  naturally  turned  their 
tower  problem  over  to  Ideco. 

Why?  Because  Ideco  knows  towers  .  .  . 

has  been  supplying  stations  with  new  and 

expanded  tower  needs  since  broadcasting 

began.  Meeting  many  unusual  require- 

ments in  location,  loads  and  weather  con- 

ditions has  given  Ideco  engineers  a  back- 
ground in  tower  design  and  fabrication 

unmatched  in  the  industry. 

It's  little  wonder  Dresser-Ideco  is  re- 

sponsible for  more  than  half  of  the  na- 

tion's tallest  TV  towers  and  hundreds 
more  of  usual  heights. 

So  when  you  are  ready  to  "reach  up  to 

reach  out"  it's  just  good  sense  to  call  in 
Dresser-Ideco,  regardless  of  whether 

your  tower  requirements  are  average  .  .  . 

unusual  ...  or  spectacular. 

For  a  practical  talk  about  your  tower, 

write  Dresser-Ideco  or  contact  your  near- 

est RCA  Broadcasting  Equipment  repre- 

sentative. 

DRESSER-IDECO  COMPANY 
One  of  the  Dresser  Industries 

COLUMBUS  8,  OHIO 

Branch:  8909  S.  Vermont  Ave.,  Los  Angeles  44,  Calif. 

Tall  or  Short  ...  for  TV,  Microwave,  AM,  FM  .  .  . 

IDECO  Tower  "Know-How"  Keeps  You  on  the  Air 



18,000  EMPLOYEES  WITH 

$73  MILLION  ANNUAL  PAYROLL 

AT  WARNER  ROBINS  AIR 

BASE  HELP  SEND  MACON'S 

ECONOMY  SKYROCKETING!  /s>/ 
Close  to  the  heart  of 

downtown  Metropolitan 

Macon  is  the  giant  Warner 
Robins  Air  Force  Base, 

one  of  Middle  Georgia's 
newest  facets  of  a  big, 

booming  economy.  The 

goods  bought  with  this/ 

$73  million  payroll  are  another  reason  why 

Macon  is  growing  faster  than  all  but  three 

of  the  country's  25  largest  markets. 

TWO  STATIONS— AND  TWO  ALONE 

GIVE  YOU  OVER-ALL  COVERAGE 

WMAZ  and  WMAZ- 

TV  continue  to  domi- 

nate Middle  Georgia's broadcast  audiences. 

Your  audience  surveys 
document  this  .  .  .  time 

and  time  again.  And 

there's  a  reason  for 
this,  too  .  .  . 

GOOD  BROADCASTING 

MAKES  THE  DIFFERENCE 

Add  it  up:  Imaginative  local  programming. 

Top  network  offerings.  Middle  Georgia's 
finest  facilities.  Skillful  promotion.  Results 

command  the  attention  of  all  Middle  Georgia. 

THESE  STATIONS 

MOVE  MERCHANDISE: 

WMAZ 

10,000  Watts-940  Kc-GBS 
MEMBER:  GEORGIA  BIG  5 

WMAZ-TV 
Channel  13-CBS-ABC-*NBC 

Represented 
Nationally  by: 

AVERY- KNODEL,  INC. 

STATIONS 

NEW  GROUP  BUYS 

4  CALIF.  STATIONS 

Imperial  Broadcasting  pur- 
chases KPRO  Riverside,  KROP 

Brawley,  KREO  Indio  and 

KYOR  Blythe  for  $400,000. 

Also  sold:  KALI  Pasadena, 

Calif.,  for  over  $600,000. 

NEW  ENTRY  into  radio-tv  station  ownership 
was  revealed  last  week  with  the  $400,000-plus 
purchase  of  four  California  radio  stations  by 
Imperial  Broadcasting  System  Inc.  The  four- 
station  purchase  highlighted  a  week  which 
saw  KALI  Pasadena  change  hands  for  over 
$600,000  and  WOOW  New  Bern.  N.  C,  for 
almost  $50,000. 

Newly  formed  by  Hollywood  tv  and  business 
figures  for  the  purpose  of  acquiring  radio  and 
tv  properties,  IBS  announced  Wednesday  it  had 
purchased  stations  KPRO  Riverside,  KROP 
Brawley,  KREO  Indio  and  KYOR  Blythe  from 
Broadcasting  Corp.  of  America  and  W.  L.  Glee- 
son,  subject  to  FCC  consent. 

Owner-management  of  IBS  includes  Frank 
K.  Danzig,  president  and  general  manager; 
A.  Bartlett  Ross  Jr.,  vice  president  and 
general  sales  manager;  Richard  L.  Rosenthal, 
chairman  of  the  board;  Sherrill  C.  Corwin,  vice 

president;  Morris  Pfaelzer,  secretary-treasurer, 
and  Rachford  Harris,  director. 

Messrs.  Danzig  and  Ross  have  been  in  radio- 
tv  for  20  years.  They  head  Ross-Danzig  Pro- 

ductions, Hollywood  tv  program  packagers. 
Mr.  Rosenthal  is  president  of  Citizens  Utilities 
Co.;  Mr.  Corwin  heads  Metropolitan  Theatres 
and  North  Coast  Theatres  and  is  a  director 
of  KAKE-TV  Wichita,  Kan.;  Mr.  Pfaelzer  is 
an  attorney,  and  Mr.  Harris  is  an  investment 
executive. 

No  changes  in  station  personnel  are  con- 
templated, although  expansion  plans  are  al- 

ready being  discussed,  an  IBS  spokesman  told B»T. 

"With  Southern  California  setting  the  pace 
for  radio  all  over  the  country,  we  look  forward 

to  a  very  successful  enterprise  under  a  revital- 

ized organization,"  Mr.  Danzig  said.  "We  want 
the  IBS  stations  to  be  the  most  attractive  pos- 

sible buy  for  local,  regional  and  national  adver- 
tisers, at  the  same  time  fulfilling  our  obligations 

to  the  listening  audience  for  superior  entertain- 
ment and  news,"  he  added. 

IBS  is  currently  investigating  purchase  of 

additional  properties  in  other  markets,  B«T 
was  told. 

Also  announced  last  week  were  the  sales  of 
KALI  Pasadena,  Calif.,  for  a  sum  in  excess  of 
$600,000,  and  that  of  WOOW  New  Bern,  N.  C, 

for  $48,500. 
KALI  was  sold  by  Henry  Fritzen,  owner  of 

KBUC  Corona,  Calif.,  to  Tele-Broadcasters  Inc. 
The  transaction,  subject  to  FCC  approval,  was 

negotiated  by  Albert  Zugsmith  Corp.,  Holly- 
wood, newspaper-station  broker.  KALI  is  a 

daytimer  on  1430  kc  with  5  kw.  Tele-Broad- 
casters, headed  by  H.  Scott  Killgore,  owns 

WPOP  Hartford,  Conn.;  KUDL  Kansas  City, 

Mo.;  WKXV  Knoxville,  Tenn.;  WKXL  Con- 
cord, N.  H.;  WARE  Ware,  Mass.,  and — pend- 

ing FCC  sanction— WBBR  Brooklyn,  N.  Y. 
Sale  of  WARE  to  Sherwood  J.  Tarlow  and  as- 

sociates also  is  awaiting  action  by  the  Com- 
mission. 

WOOW  was  sold  by  Craven  Broadcasting 
Co.  (Dr.  F.  Y.  Sorrell)  to  Paul  E.  Reid,  Otto 
Griner  and  H.  M.  Roberts,  all  of  Fitzgerald, 
Ga.  Mr.  Reid  is  vice  president-general  manager 

MR.  ROSS MR.  DANZIG 

of  WBHB  Fitzgerald;  Mr.  Roberts  is  WBHB 
commercial  manager,  and  Mr.  Griner  is  former 
owner  of  that  station.  WOOW,  fulltime  inde- 

pendent, operates  on  1490  kc  with  250  w.  The 
sale,  which  is  subject  to  FCC  approval,  was 
handled  by  the  Paul  H.  Chapman  Co.,  Atlanta, 

Ga.,  broker. 
Among  ownership  changes  approved  by  the 

FCC  last  week  were  one  television  station  and 
three  am  outlets.  These  were,  in  the  same  order, 
WMCN  (TV)  Grand  Rapids,  Mich.;  WIOU 
Kokomo,  Ind.;  WDOB  Canton,  Miss.,  and 
KTXL  San  Angelo,  Tex. 

H&E  Balaban  Corp.  obtained  control  of 
ch.  23  WMCN.  E.  A.  McCready  Sr.  and  E.  A. 
McCready  Jr.  surrender  their  40%  stock  inter- 

est and  Balaban  Corp.  also  acquires  6.6%  in- 
terest from  40%  owner-president  John  D. 

Loeks,  and  3.6%  from  20%  owner-secretary 
Howard  W.  Freck.  Consideration  involved  is 

$7,500.  H&E  Balaban  Corp.  owns  50%  of 
WICS  (TV)  Springfield,  111.,  50%  of  WTVO 
(TV)  Rockford,  111.,  and  100%  of  Birmingham 

Tv  Corp.,  applicant  for  ch.  42  in  Birming- 
ham, Ala. 

WIOU  was  sold  by  North  Central  Indiana 

Broadcasting  Corp.  to  Booth  Radio  &  Tv  Sta- 
tions Inc.  for  $180,000.  WIOU  is  on  1350  kc 

with  1  kw  and  its  affiliated  with  CBS.  Booth  in- 
terests include  WJLB-WBRI  (FM)  Detroit, 

WBBC  Flint,  WSGW  Saginaw  and  WIBM 
Jackson,  all  Mich.,  and  WJVA  South  Bend,  Ind. 

WDOB  was  sold  by  J.  Dige  Bishop  and  asso- 
ciates to  W.  E.  Farrar,  Hugh  Hughes,  R.  E. 

Hook  and  Lucille  Hook  for  $26,000  less  $5,000 
in  liabilities.  The  purchasers  have  interests  in 
WRUS  Russellville,  Ky.;  WRAG  Carrollton, 
Ala.,  and  WMAG  Forest,  Miss.  WDOB  is  a 
daytime  independent  station  on  1370  kc  with 
1  kw. 
KTXL  (1340  kc,  250  w),  a  Mutual  affiliate, 

was  sold  to  Warren  J.  Fortier  for  $15,000.  Mr. 
Fortier  is  owner  of  KVLH  Pauls  Valley,  Okla., 
and    33%    stockholder    in    KMRC  Morgan 

City,  La. 

KTTV  (TV)  Adds  Film  Package 

KTTV  (TV)  Los  Angeles  has  announced  its 
purchase  of  the  20th  Century-Fox  package  of  52 
feature  films  from  National  Telefilm  Assoc. 
and  will  schedule  uncut  features,  starting  Nov. 
7,  in  a  Wednesday  night  period  to  be  sold  at 
time  and  program  cost  of  $6,500  per  week. 
KTTV  earlier  sold  selected  features  from  its 

MGM  buy  to  Colgate-Palmolive  Co.  for  Fri- 
day evening  use.  KTTV  is  already  program- 

ming the  Columbia  Pictures  bundle  of  104  fea- 
tures. KRCA-TV  Los  Angeles  gets  the  20th 

Century-Fox  films  after  a  second  run  on  KTTV. 
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YOU  MIGHT  CLIMB  Ml.  EVEREST  - 

BUT  .  .  . 

6-COUNTY  PULSE  REPORT 

KALAMAZOO-BATTLE  CREEK  AREA— MARCH,  1956 

SHARE  OF  AUDIENCE— MONDAY-FRIDAY 

6  a.m. 12  noon 6  p.m. 
12  noon 6  p.m. midnight 

WKZO 
37% 34% 32% 

Station  B 
19 

19 19 

Station  C 8 9 9 

Station  D 7 7 7 

Others 
29 

31 

32 Sets-ln-Use 

23.0% 23.0% 
19.4% 

NOTE:  Battle  Creek's  home  county  (Calhoun)  was  included 
in  this  Pulse  sampling  and  provided  30%  of  all  interviews. 
The  other  five  counties:  Allegan,  Barry,  Kalamazoo,  St. 
Jclseph  and  Van  Bur  en. 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  — LINCOLN.  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 

YOU  NEED  WKZO  RADIO 

TO  REACH  THE  TOP 

IN  KALAMAZOO-BATTLE  CREEK 

AND  GREATER  WESTERN  MICHIGAN! 

If  you  want  to  reach  a  larger  Western  Michigan  audience 

than  any  TWO  other  radio  stations  can  give  you,  put  WKZO 

to  work — CBS  Radio  for  Kalamazoo-Battle  Creek  and 

Greater  Western  Michigan. 

1956  Pulse  figures  show  that  WKZO  gets  more  listeners  than 

any  other  TWO  stations  in  the  area  combined,  morning, 

afternoon  and  evening  .  .  .  gets  the  MOST  listeners  100% 

of  the  time! 

Let  your  Avery-Knodel  man  give  you  the  whole  WKZO  story. 

WKZO 

CBS  Radio  for  Kalamazoo-Battle  Creek 

and  Greater  Western  Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

*  Edmund  Hillary  of  Neiv  Zealand  and  Tensing  Norkay  of  Nepal  made  the  record-breaking  ascent  on  May  29,  1953. 
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No  more  potent  salesman  in  the  Baton 
Rouge  trade  area  than  WAFB-TV  . . . 

"The  Champ"  when  it  comes  to  Rat- 
ing, and  "The  Champ"  when  it  comes 

to  merchandising. 

WAFB-TV's  rating  leadership  is 
nearly  5-to-l.  WAFB-TV's  merchan- 

dising leadership  is  unsurpassed. 
For  example: 

ROUND  1 

First  place  winner  in  "Lucy 
Show"  competition  with  a 
double  first  prize  for  special 
merchandising  job. 

ROUND  2 

First  place  in  Screen  Gems, 

-    Inc.  contest  on  program 
promotion. 

ROUND  3 

Finished  in  "top  four"  in  pro- 
motion contest  sponsored 

v    by  "Frank  Leahy  and  His 
Football  Forecasts." 

ROUND  4 

WAFB-TV's  only  entry  was 
]-   second  place  winner  in  1956 

Billboard  promotion  contest 

for  "network  programs." 

CHANNEL  28 
Affiliated  with 
WAFB  AM- F  M 

200,000  WATTS 

Reps:  Call 
Adam  Young,  National  or  Clark* 
Brown  in  South  and  Southwott 

WPFH  BROADCASTING 

STOCK  IS  OFFERED 

Company,  which  includes 

WPFH  (TV)  Wilmington,  Del., 

and  WIBG-AM-FM  Philadel- 

phia, joins  movement  by  major 

radio  -  tv  companies  to  sell 

shares  to  general  public. 

A  MOVEMENT  to  offer  publicly  stock  in 

broadcast  properties  has  been  gathering  momen- 
tum over  the  past  few  years  and  now  includes 

many  of  the  major  companies  in  radio-tv. 
To  the  ranks  of  publicly-held  companies 

such  as  ABC,  a  division  of  American  Broad- 
casting-Paramount Theatres  Inc.;  NBC,  owned 

by  RCA;  CBS,  and  Westinghouse  Broadcasting 
Co.,  a  subsidiary  of  Westinghouse  Electric 

Co.,  have  come  in  recent  years  Storer  Broad- 
casting Co.,  Consolidated  Television  &  Radio 

Broadcasters  Inc.  (Bitner  stations)  and  Tele- 
Broadcasters  Inc.  (H.  Scott  Killgore). 

Latest  to  join  this  group  is  WPFH  Broad- 
casting Co.  (controlled  by  Paul  F.  Harron  and 

whose  stations  include  WPFH  [TV]  Wilming- 
ton, Del.,  and  WIBG-AM-FM  Philadelphia). 

Its  first  offering  was  made  last  summer  and 
comprised  150,000  shares  of  Class  A  common 
$1  par  value  stock  at  $1,875  per  share,  through 
Boenning  &  Co.,  Philadelphia.  Also  offered 
were  125,000  shares  of  Class  B  common  at  $1 

par  value — but  these  were  direct  through  Mr. 
Harron,  president  and  controlling  stockholder. 
The  Class  B  over-the-counter  price  during  last 
spring  fluctuated  between  $1.75  and  $2.00  per 
share.  These  offers  were  completely  subscribed 
in  the  summer. 

Last  week.  Boenning  &  Co.  advertised  WPFH 
Broadcasting  Co.  A  and  B  stock  and  recom- 

mended them  for  "future  appreciation." 

Mr.  Harron  bought  Wilmington's  ch.  12  out- 
let (then  WDEL-TV)  from  the  Steinman  in- 

terests in  1955  for  $3.7  million.  He  already 
controlled  the  WIBG  stations,  which  he  and 
his  associates  bought  in  1936. 
WPFH  Broadcasting  Co.  is  authorized  to 

issue  7.5  million  Class  A  common  shares  (of 
which  1,609,204  are  outstanding)  and  2.5  mil- 

lion Class  B  common  shares  (of  which  2,141,- 
671  are  outstanding).  There  also  are  notes  and 

debentures.  Class  A  stockholders  elect  five  out 
of  15  directors;  Class  B  shareholders,  10  out  of 
the  15  directors. 

Mr.  Harron  owns  67.59%  of  the  company's Class  B  stock. 

Consolidated  balance  sheet  of  WPFH  Broad- 
casting Co.,  which  also  controls  a  wired  music 

company  in  the  Philadelphia  area  as  well  as  the 
broadcast  properties  in  Philadelphia  and  Wil- 

mington, showed  that  as  of  March  31  there 
were  total  assets  of  $4,335,985,  of  which  $418,- 
685  were  current  assets.  Current  liabilities 

added  up  to  $481,902  while  long  term  liabili- 
ties were  given  as  $1,156,917.  The  balance 

sheet  showed  an  overall  deficit  of  $52,950.56. 
and  was  included  in  the  prospectus  submitted  to 
the  Securities  &  Exchange  Commission  last 
June. 

The  ch.  12  Wilmington  station  operates  in- 
dependently with  316  kw.  It  is  represented  by 

Paul  H.  Raymer  Co.  WIBG  operates  on  990 
kc  with  10  kw.  WIBG-FM  is  operating  on 
94.1  mc  with  20  kw  as  a  functional  music  sta- 

tion under  an  agreement  with  a  supermarket 
merchandising  company. 

Mr.  Harron  is  principal  owner  of  the  At- 
lantic City  Racing  Assn.  and  also  of  an  out- 

door swimming  pool. 

WBC  Buys  Warner  Movies 

To  Show  on  Three  Stations 

WESTINGHOUSE  Broadcasting  Co.  last  week 
announced  it  had  signed  a  contract  totaling  ap- 

proximately $1  million  with  Associated  Artists 
Productions,  New  York,  calling  for  the  Warner 
Bros,  library  of  feature  films  and  assorted  short 

subjects  to  be  shown  on  the  company's  WBZ- 
TV  Boston,  KDKA-TV  Pittsburgh  and  KPIX 
(TV)  San  Francisco. 

The  contract  provides  for  the  entire  library 
of  740  Warner  feature  films  for  WBZ-TV,  in 
addition  to  240  Popeye  cartoons,  which  Para- 

mount produced.  One  unusual  aspect  of  the 
sale  is  that  AAP  provided  sponsorship  of  the 

Popeye  cartoons  by  signing  American  Charac- 
ter Doll  Co.,  New  York,  and  Remco  Electron- 
ics Toys,  Newark,  N.  J.,  both  through  Webb 

Assoc.,  New  York. 

The  WBC  agreement  with  AAP  also  pro- 
vides that  KPIX  will  be  supplied  with  58 

Warner  Bros  feature  films  and  that  KDKA- 
TV  will  obtain  the  Looney  Tunes  cartoons, 
featuring  Bugs  Bunny. 

FORTY-TWO  engineers  of  WGR-AM-TV  Buffalo,  N.  Y.,  last  week  offered  congratulations 
in  the  form  of  a  scroll  to  the  WGR  Corp.  and  ABC  Radio  and  Tv.  The  gesture  grew  out 
of  the  recent  changeover  of  both  the  radio  and  tv  station  to  ABC  affiliation.  Presentation 

of  the  scroll  is  made  to  Joseph  J.  Bernard,  (r)  vice  president-general  manager,  by  (I  to  r) 
engineers  Albert  Koltun,  Anibal  Souza,  William  F.  Willig,  Pat  Luisi,  Raymond  Smith. 
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"I  read  Ad  Age 

regularly  
and 

thoroughly" says:  F.  E.  BENSEN,  JR. 

Advertising  Manager 

Canada  Dry  Ginger  Ale,  Inc. 

"I  look  to  Advertising  Age  every  week  for 

complete  penetrating  reporting  of  the  news,  as 

well  as  for  provocative  commentary  on 

advertising  trends  and  practices.  And  every 

week,  that's  what  Ad  Age  gives  me.  It's  one  of 

the  few  publications  I  consider  indispensable  .  .  . 

I  read  it  regularly  and  thoroughly." 

F.  E.  BENSEN,  JR. 

Mr.  Bensen  handles  what  is  probably  one  of  the  most 

complex  campaigns  in  the  advertising  field.  In  addi- 
tion to  national  advertising,  his  office  supervises  and 

coordinates  the  local  campaigns  of  nearly  200  fran- 

chise bottlers  and  company-owned  plants.  He  has  held 

his  present  post  for  four  years,  working  closely  with 

W.  S.  Brown,  V.P.  and  Director  of  Advertising. 

Mr.  Bensen  joined  Canada  Dry  in  1943  following  his 
association  with  Vick  Chemical  Co.  He  served  as 

assistant  ad  manager  for  four  years,  first  for  company- 

owned  plant  promotion,  later  for  franchise  advertising 

before  being  named  manager  for  both.  During  this 

period  Canada  Dry's  annual  sales  jumped  from  $30 
million  to  $74  million. 

Setting  aside  sufficient  time  to  read  Ad  Age  regularly  and  thoroughly  is  not  so  much  decision  as  habit 

with  most  of  the  executives  who  are  important  to  you.  They  have  found  in  its  crisp  reporting,  its  in- 
sights into  trends  and  developments,  the  style  and  calibre  of  information  that  makes  it  indispensable 

— not  only  to  those  who  activate,  but  those  who  influence  important  market  and  media  decisions. 

A  case  in  point  is  Canada  Dry,  where  the  advertising  budget  runs  close  to  $6  millions  annually,  not 

counting  the  share  paid  by  franchise  bottlers.  Last  year,  it  ranked  among  the  top  200  tv  spot 

advertisers*,  and  uses  both  radio  and  tv  spots  to  promote  its  line  of  soft  drinks,  club  soda,  etc. 

Every  week,  six  paid-subscription  copies  of  Ad  Age  reach  important  desks  at  Canada  Dry,  where  they 

get  read,  qvioted  and  discussed  by  sales,  advertising  and  other  management  executives.  Further,  38  paid- 
subscription  copies  get  similar  readership  in  the  agencies  handling  their  advertising,  J.  M.  Mathes,  Inc. 

and  MacLaren  Advertising,  Ltd. 

Add  to  this  AA's  35,000  paid  circulation,  its  tremendous  penetration  of  advertising  agencies  with  a 
weekly  paid  circulation  of  over  9,000  agency  people  alone,  its  intense  readership  by  top  executives  in 

national  advertising  companies,  its  unmatched  total  readership  of  over  120,000 — and  you'll  recognize  in 
Advertising  Age,  a  most  influential  medium  for 

swinging  broadcast  decisions  your  way  in  1956. 

*N.  C.  Rorabaugh  Estimate  for  Television  Bureau  of  Advertising 

200     EAST     ILLINOIS     S  T  R  E  E  T  •  C  H  I  C  A  G  O     11,  ILLINOIS 

1  Year  (52  issues)  $3 
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STATIONS 

NBC  SPOT  SALES'  CLIENTS 
AUDITION  BY  TELEPHONE 

Buyer  needs  only  call  up  to 

hear  a  program  he's  interested 
in  sponsoring.  Now  limited  to 

New  York,  'Radio-Phonic  Spot 

Buying'  may  be  extended. 
A  NEW  SERVICE,  enabling  agency  timebuyers 
and  other  agency  and  advertiser  people  to  audi- 

tion by  telephone  the  radio  programs  they're 
considering,  was  unveiled  last  week  by  NBC 
Spot  Sales. 

The  programs,  of  course,  must  be  those  of  the 
10  radio  stations  represented  by  NBC  Spot. 

The  service,  called  "Radio-Phonic  Spot  Buy- 
ing," is  "so  simple  somebody  should  have 

thought  of  it  long  ago,"  John  H.  Reber,  director 
of  NBC  Spot  Sales,  said  in  pre-viewing  it  for 
newsmen  last  week.  It  works  this  way: 

Transcriptions  of  programs  on  stations  repre- 
sented by  NBC  Spot  are  collected  at  the 

organization's  New  York  headquarters.  There 
a  turntable  has  been  installed,  connected  with 

the  telephone.  A  prospective  buyer,  consider- 
ing a  certain  program  or  programs,  can  call 

his  NBC  Spot  Sales  radio  salesman  in  New 
York  and  ask  to  hear  it  (or  them).  While  the 

buyer  "holds  on,"  the  salesman  has  the  depart- 
ment's receptionist  —  "Radio-Phonic"  operator 

— put  on  the  transcription  and  throw  the  switch 
that  enables  the  caller  to  hear  the  program 

SPECIAL  OFFER  10 

RADIO  AND  TV  STATIONS 

ONDON 

RECORDS 

Annual  Sesuiice 

NEW  LP  RELEASES 

60 

CLASSICAL 

12"  long  play  records 

during  the  next  12  mos 

For  only 

>50 

POPULAR 

30 

12"  long  play  records 

during  the  next  12  mos. 

For  only *15 

S  PECI  AL 

G 

*
1
 

PER 

12" 

LP 

For  a  limited 
time  only  the 
vast  long  play 
catalog  of  the 
"World's  Finest 
Record"  is  being  made  available  to radio  and  TV  stations  at  the  special 
price  of  only  $1  per  record. 

Broaden  your  library  in  the  fol- 
lowing categories: 

Classical    ir    Semi  Classical    ir  Papular 
Instrumental  ir  Mood 

Background    ir    Light  Classical    ir  Vocal 
Minimum  order  is  25  records  — you 
may  choose  any  25  records  from  the 
London  catalog  which  includes  such 
world  renowned  classical  artists  as: 
Ansermet,  Del  Monaco,  Tebaldi,  Cur- 
zon,  Backhaul,  Siepi,  and  such  great 
popular  performers  as:  Mantovani, 
Frank  Chacksfield,  Ted  Heath,  Robert 
Farnon  and  Stanley  Black. 
Send  today  for  our  complete 
numerical  catalog. 

LONDON  RECORDS  Inc.,  Broadcast  Promotion 

539  West  25  St.,  New  York,  New  York 

I  am  interested  in  your  new  re- 
lease service.  Please  send  me 

□  60  12"  classical  recordings 
at  $50. 

□  30  12"  popular  recordings at  $25. 

Enclosed  is  station  check. 

Name  

I  am  interested  in  your  special 
catalog  offer.  On  receipt  of  your 
catalog  I  will  forward  my  order 
for  25  or  more  of  your  records  at 
$1  ea.  postpaid. 

□ 

Station. 

Position, 

Address. 

at  his  own  telephone  in  his  own  office.  The 
caller  can  have  one  program  taken  off  and 
another  put  on  at  any  time,  merely  by  speaking 
to  the  operator  on  the  same  telephone  through 

which  he's  listening  to  the  recording. 

"From  the  beginning  of  radio,"  Mr.  Reber 
said,  "the  truly  vital  elements  of  intelligent 
buying  have  been  the  programs  themselves  and 
the  personalities  who  make  them  sound  adver- 

tising investments.  Now,  for  the  first  time,  na- 
tional spot  radio  advertisers  can  make  im- 

portant buying  decisions  based  on  actual  per- 

formances of  programs  and  personalities." 
"Radio-Phonic  Buying"  makes  unnecessary 

the  lugging  of  record  players  and  transcriptions 
from  one  agency  to  another,  which  Mr.  Reber 
said  NBC  salesmen  have  sometimes  done  in  the 
past  without  finding  the  practice  particularly 
satisfactory.  , 

The  new  service — which  was  the  idea  of 
Bill  Fromm,  manager  of  advertising  and  pro- 

motion for  NBC  Spot  Sales — goes  into  effect 
today  (Mon.)  but  at  the  moment  is  available 
only  to  New  York  agencies.  However,  Mr. 

Reber  said,  "we  hope  to  extend  it  to  our  other 
sales  offices  in  the  near  future."  He  said  his 
organization  already  has  collected  audition 
records  of  some  50  programs  and  hopes 
eventually  to  have  all  programs  that  are  car- 

ried on  all  NBC  Spot  represented  stations. 

Struthers  to  Manage 

CBS'  Buy  in  Hartford 
CBS  INC.  was  set  to  assume  ownership  of 
WGTH-TV  Hartford  (ch.  18)  yesterday  (Sun- 

day) and  change  the 
call  letters  to  WHCT 

(TV). 
In  announcing 

these  developments 
last  week,  J.  L.  Van 

Volkenburg,  CBS- 
TV  president,  named 
Harvey  J.  Struthers 
as  general  manager 
of  the  station.  Mr. 
Struthers  joins 
WHCT  (TV)  from 

WEEI,  CBS  owned- and  -  operated  radio 
station  in  Boston, 

where  he  has  been  general  manager  for  five 
years.  Mr.  Struthers  has  been  associated  with 
CBS  for  16  years. 

"Viewers  to  WHCT  (TV)  in  the  Hartford- 
New  Britian  areas  will  receive  an  expanded 

program  schedule,"  Mr.  Van  Volkenburg  said. 
"The  station  will  carry  a  full  daytime  schedule, 
starting  at-  7  a.m.  and  it  will  add  substantially 
to  its  local  programming,  particularly  in  the 
field  of  public  affairs  and  civic  interest  pro- 

grams." 

CBS  Inc.  bought  the  station  from  General- 
Times  Television  Corp.  FCC  reinstated  the  ap- 

proval last  week  [see  story  page  69]. 

WFLO  in  New  Studios 

COINCIDING  with  the  station's  ninth  anniver- 
sary, WFLO  Farmville,  Va.,  moved  into  its 

new  studio,  transmitter  and  office  building  Sept. 
9.  The  new  building  is  of  colonial  design  with 
white  columns  extending  to  the  roof  of  the 
two-story  structure.  Opening  ceremonies  in- 

cluded messages  from  Virginia  Gov.  Thomas 
B.  Stanley  and  others.  Mrs.  Carla  B.  Keys  is 

WFLO  owner-general  manager  and  John  Wil- 
son is  station  manager. 

MR.  STRUTHERS 
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MR.  GORMAN 

WEEI  NAMES  GORMAN 

GENERAL  MANAGER 

TOM  GORMAN,  sales  manager  of  WEEI  Bos- 
ton since  September  1955,  has  been  named  gen- 
eral manager  of  the  CBS-owned  radio  station, 

it  was  announced 
last  week  by  J.  Kelly 
Smith,  administrative 
vice  president  of  the 
network.  Mr.  Gor- 

man succeeds  Har- 
vey S.  Struthers,  who 

becomes  general 

manager  of  CBS' newly  acquired 
WGTH  -  TV  Hart- 

ford, Conn.  (see 
story,  page  100). 

Mr.  Gorman  en- 
tered broadcasting 

following  the  war 
when  he  joined  WOR  New  York.  In  lanuary 

1952,  he  joined  CBS  Radio  as  account  execu- 
tive at  WCBS  New  York,  transferring  to  CBS 

Radio  Spot  Sales  that  December.  He  remained 
with  this  department  until  the  summer  of  1955, 

when  he  moved  to  the  network's  Boston  opera- 
tion. 

Report  on  NBC  Spot  Sales 

Cites  Upswing  in  Spot  Radio 

MORE  than  50  new  advertisers  bought  radio 
and  tv  time  on  stations  represented  by  NBC 
Spot  Sales  during  the  past  six  months,  lohn  H. 
Reber,  director  of  the  sales  organization,  an- 

nounced last  week. 

Without  detracting  from  tv  sales,  he  said 

"our  radio  business  is  just  terrific,"  and  con- 
curred with  other  industry  authorities  who  have 

predicted  that  this  will  be  a  peak  year  for  spot 

radio.  He  said  a  number  of  stations  repre- 
sented by  NBC  Spot  Sales  are  running  up  record 

volumes,  with  the  "most  amazing"  record  thus 
far — in  point  of  percentage  increase — going  to 
WRC  Washington,  whose  spot  billings  he  said 
were  47%  higher  during  the  first  seven  months 
of  this  year  than  during  the  same  period  of 
1955. 

He  credited  a  good  share  of  his  department's 
success  to  its  trade  advertising  campaigns. 

The  new  advertisers  signed  by  his  organiza- 
tion in  radio  and  tv  during  the  last  six  months, 

Mr.  Reber  said,  encompass  a  number  of  con- 
sumer goods  including  detergents,  perfume, 

beer,  gasoline,  paints,  baked  goods,  and  wearing 
apparel.  Also,  he  noted,  national  spot  sched- 

ules have  been  used  in  selling  airline,  bus,  and 

railway  transportation,  insurance,  and  air  con- 
ditioning— and  in  recruiting  workers. 

Englander,  Chicago  Stations 

Launch  New  Treasure  Hunts 

A  TREASURE  HUNT  with  $100,000  as  prize 

was  launched  over  the  past  weekend  in  Man- 
hattan by  the  Englander  Co.  (sleeping  equip- 
ment) and  two  Chicago  stations,  WMAQ  and 

WCFL,  announced  that  they  each  would  launch 

similar  contests  for  prizes  of  $1,000.  The  con- 

tests follow  a  "finders-keepers"  giveaway  stunt 
inaugurated  a  few  weeks  ago  on  WRCA  New 
York  [B»T,  Sept.  10]. 

Englander  last  week  aired  150  "teaser"  spots over  WNEW  New  York  and  for  the  next  four 
weeks  will  broadcast  287  spots  on  WNEW  and 
three  other  New  York  stations,  WMCA,  WINS, 
and  WMGM.  The  contest  calls  for  the  hiding 
of  a  $100,000  draft  somewhere  in  New  York, 

with  clues  being  available  at  Englander  dealers. 
If  the  draft  is  not  found  by  next  Monday,  a 
new  set  of  clues  will  be  placed  between  the 

company's  Airfoam  mattresses  in  dealers'  show- 
rooms. If  the  draft  is  not  found  by  Sept.  29, 

its  value  drops  to  $25,000  and  continues  to  drop 
daily  as  additional  hints  are  revealed  by  the 
four  New  York  stations.  Englander  is  award- 

ing one  gift  certificate  each  day  during  the  first 
15  days  of  the  hunt. 
WMAQ  gave  its  contest  chore  to  Henry 

Cooke  on  its  Chicago  Calling  early  morning 
show.  He  will  give  new  clues  each  day  (from 

6:10-8:40  a.m.)  until  a  certificate  worth  $1,000 
is  found.  The  station  promised  it  would  be 
hidden  in  an  easily  accessible  and  prominent 

city  location  and  that  there  would  be  no  neces- 

sity for  listeners  to  climb  flagpoles  or  go  skin- 
diving  off  Grant  Park. 

WCFL,  the  Chicago  Federation  of  Labor 
outlet,  will  launch  its  Treasure  Hunt,  giving 

away  a  $1,000  bill  each  week  and  dispensing 
clues  from  7:30-10  a.m.  WCFL  promised  it 
would   be   hidden   in    Metropolitan  Chicago. 

Webb  Manager  of  WAIT 

APPOINTMENT  of  Lloyd  Webb  as  station 

manager  of  WAIT  Chicago  was  announced  last Wednesday  by 

Robert  O.  Miller, 

owner-managing  di- 
rector of  the  5  kw 

independent  outlet. 
Mr.    Webb,  who 

joined  the  station  in 

1954    as    an  an- nouncer-disc jockey, 

will  supervise  all  de- 

partments, concen- 
trating   on  realign- 

ment of  sales  and 

programming  opera- 
tions,   according  to 

Mr.  Miller.  Mr. 

Webb    formerly    was    with    WGES  Chicago. 
WAIT  operates  on  820  kc  and  programs  music 
and  news. 

MR.  WEBB 

SUNFLOWER  CONTEST  BRIGHTENS  WRCV-TV  DIVIDEND  PLAN 

A  SUNFLOWER-GROWING  contest,  with 
an  RCA  Victor  color  tv  set  as  the  prize, 
turned  the  trick  in  stimulating  interest  in 
what  WRCV-TV  Philadelphia  felt  was  an 

"extraordinary  tv  buy"  but  one  that  had 
been  bypassed  by  many  clients. 

The  buy  is  the  station's  "12-50  Dividend 
Plan,"  which  offers  an  advertiser  who  buys 
twelve  10  or  20-second  announcements  in 
one  week  a  full  50%  discount  on  announce- 

ments falling  in  Class  B,  C  or  D  time 

periods,  plus  a  dividend  of  one  10  or  20- 
second  station  break  for  each  two  similar  an- 

nouncements purchased  between  9  a.m.  and 
5:30  p.m.  Sunday  through  Saturday. 

In  order  to  use  his  nationwide  mailing 
list  of  some  1,750  top-level  agency  person- 

nel, WRCV-TV  Promotion  Director  Jack 

Wiley's  first  chore  was  to  procure  a  seed 
that  would  germinate  equally  in  all  sections 
of  the  country  and  at  the  same  time  grow  at 

such  rapid  pace  as  to  offer  keen  competi- 
tion. The  sunflower  turned  out  to  be  the 

answer. 

Mr.  Wiley  then  went  to  work  creating 
copy  for  a  direct  mail  piece  which  would 
tell  the  recipient  about  the  contest  as  well 

as  the  "12-50  Dividend  Plan."  He  came  up 
with  a  three-part  campaign  which  afforded 
him  the  opportunity  to  place  his  WRCV-TV 
sales  message  before  prospective  buyers 
throughout  the  summer  months.  Mailing 
pieces  were  sent  out  May  30,  July  18,  and 

August  7. As  a  result,  approximately  200  entries 
came  from  15  different  states,  and  the 
WRCV-TV  sales  department  signed  up  20 
new  customers  to  the  dividend  plan  during 
an  admittedly  slack  sales  period. 
The  Philadelphia  tv  station  received  a 

variety  of  stories  from  contestants  during 

the  contest — some  true,  some  mighty  "tall." One  ad  man  in  California  confessed  that  he 
had  split  his  packet  of  seeds  and  planted 
them  in  five  different  locations,  each  week 
sending  forth  a  messenger  from  his  office 
to  check  the  height  and  condition  of  the crop. 

A  fellow  from  Chicago  declared  his  sun- 
flower to  be  288  ft.,  9  in.  tall — and  sent 

along  a  picture  to  prove  it  (there  he  stood, 

proudly  displaying  his  three-ft.  sunflower 
atop  a  tall  Windy  City  building!).  Chris 

WINNER  of  WRCV-TV's  sunflower-grow- 

ing contest,  Harold  A.  Bennett  of  Tatham- 
Laird,  Chicago,  had  to  get  up  on  his 

garage  to  touch  the  top  of  his  12  ft., 9V2-in.  entry. 

Lynch,  of  the  Ted  Bates  Co.,  New  York, 
was  declared  the  midway  winner  and  recipi- 

ent of  an  RCA  Victor  black-and-white  set. 

The  grand  prize  winner:  Harold  A.  Ben- 
nett of  Tatham-Laird,  Chicago,  whose  entry 

was  12  ft.  9Vi  in.  tall. 
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We've  Moved 

TO 

THE 

TOP  POWER 

316,000  Watts 

TOP  ELEVATION 

2,000  Ft.  above  average 

terrain  -  3,936  Ft. 
above  sea  level 

EXCLUSIVE  CBS 

AFFILIATE 

For  32  years,  WDBJ  has  been  the 
favorite  name  in  Radio  in  Western 

Virginia.  Now  —  it's  TOP  HEIGHT 

—  TOP  POWER  for  WDBJ-TV- 
with  exclusive  CBS  affiliation  and 

top  rated  programming.  Let  estab- 

lished audience,  plus  maximum  cov- 

erage, plus  finest  facilities  and  talent 
work  for  you. 

WDBJ-TV  is  now  at  maximum 

power  and  height  —  backed  by  a 

power-packed  viewer  promotion  pro- 
gram throughout  the  coverage  area! 

Ask  Peters,  Griffin,  Woodward! 

WDBJ-
7v* 

R  O  A  N  O  K  E  ,    V  A  . 

Owned  and  operated  by 

the  Times- World  Corp. 

Peters,  Griffin,  Woodward,  Inc. 

National  Representatives 

STATIONS 

HOAG  QUITS  POST, 

REPLACED  BY  BLAIR 

ROBERT  B.  HOAG  has  resigned  as  president 

of  Hoag-Blair  Co.,  tv  station  representative, 
and  is  being  succeeded  by  John  Blair,  also 

president  of  John 
Blair  &  Co.,  radio 

station  representa- 
tion firm  which 

owns  controlling  in- 
terest in  Hoag-Blair. 

The  changes  are 

being  announced 
today  (Monday)  by 

Mr.  Blair,  effective 

last  Friday.  In  addi- 
tion, Mr.  Blair  said 

Richard  Foote,  re- 

cently named  execu- 
tive vice  president  of 

Hoag-Blair,  will  as- 
sume the  duties  of  general  manager  of  the  firm. 

Mr.  Hoag's  plans  were  not  disclosed.  He 
formed  the  Hoag-Blair  organization  in  as- 

sociation with  John  Blair  &  Co.  in  the  fall  of 

1954.  to  represent  television  stations  not  rep- 
resented by  Blair-Tv.  He  formerly  was  sales 

manager  of  KFMB-TV  San  Diego,  and  before 

MR.  BLAIR 

MR  FOOTE MR.  HOAG 

that  was  with  CBS-TV  Spot  Sales  and,  before 
that,  with  KNXT  (TV)  Los  Angeles  both  before 
and  after  its  acquisition  by  CBS. 

Mr.  Foote,  new  general  manager  of  Hoag- 
Blair,  joined  the  organization  in  the  fall  of 
1954  and  became  eastern  sales  manager  six 
months  later.  He  was  named  executive  vice 
president  a  short  time  ago. 

WQAM  Signs  Two 
TWO  MIAMI  radio  personalities  have  been 
signed  by  WQAM  in  a  major  talent  move  to 
capture  a  larger  share  of  the  audience,  accord- 

ing to  Todd  Storz,  who  recently  acquired  the 
Miami  station  for  his  group.  The  station  is 
expected  to  drop  ABC  affiliation  and  operate 
as  an  independent. 

Alan  Courtney  joins  WQAM  Oct.  1  after 
a  long  background  at  WNEW  and  WHN  New 
York  and  other  stations.  He  has  been  at  WGBS 

Miami  seven  years.  At  WQAM  he  will  conduct 
his  telephone  interview  program.  Jerry  Wich- 
ner,  long  at  WINZ  Hollywood,  Fla.,  moves  to 
WQAM  at  the  same  time. 

Dexheimer  With  KFXM  Buyers 

PHIL  DEXHEIMER,  salesman  of  KBIG  Cata- 
lina,  Calif.,  has  joined  Howard  Tullis,  John 
Hearne  and  Ben  Paschal  in  prospective  owner- 

ship of  KFXM  San  Bernardino,  and  will  be 
general  manager  if  the  KFXM  sale  is  approved 
by  FCC.  The  Tullis-Hearne-Paschal  group 
bought  KFXM  for  $24,000.  The  three  own 
KAFY  Bakersfield,  Calif. 

ADAM  YOUNG  Inc.  has  been  named  na- 

tional sales  representative  for  WGMS 

Washington,  newly-purchased  radio  sta- 
tion that  now  is  one  of  the  owned-and- 

operated  facilities  of  RKO  Teleradio  Pic- 
tures Inc.  John  B.  Poor,  MBS  president 

and  RKO  Teleradio  vice  president,  signs 

the  contract,  while  Adam  Young  (I)  of 

the  representation  firm  and  Wendell 

Campbell,  national  sales  manager  of 

General  Teleradio's  owned-and-operated 
radio  and  tv  properties,  look  on. 

KVSO-TV  Ardmore,  0kla.# 

Appoints  Key  Personnel 
KEY  PERSONNEL  of  KVSO-TV  Ardmore, 
Okla.,  now  on  the  air  with  regular  program- 

ming, was  announced  last  week. 
Douglas  C.  Dillard  is  station  manager;  Don 

Irwin,  sales  manager;  Galy  Varnell,  director  of 
tv  operations;  Bill  Kolb,  chief  engineer;  Dollie 
Talkington,  program  director;  Barbara  Winkler, 
promotion  director,  and  Bill  Lauderdale,  news 
director. 

The  station  also  has  released  its  first  time 
card.  One  hour,  one  time  in  the  Class  A 
period  (6  p.m.  to  10  p.m.)  costs  $150.  One 
hour,  one  time  in  Class  B  (all  other  times)  is 

$120. KVSO-TV  went  on  the  air  Aug.  21  and 
began  regular  programming  the  first  week  in 

September. 

KPLCs  Wilson  Dies  at  56; 

Mills  Succeeds  as  Gen.  Mgr. 

DAVID  WILSON,  veteran  Lake  Charles,  La., 
radio-tv  executive,  died  at  his  home  there  last 

Tuesday  after  an  ill- ness of  several 
months.  He  was  56. 

Mr.  Wilson  was 

general  manager  of 

the  Calcasieu  Broad- 
casting Co.  and  was 

active  in  manage- 

ment of  KPLC  Ra- 
dio and  KPLC-TV 

Lake  Charles  until 
this  summer. 

Pelham  E.  Mills 

Jr.,  with  KPLC-AM- TV  for  13  years  and 

acting  manager  since 
Mr.  Wilson's  illness,  succeeds  him  as  general 
manager. 

Lee  Perryman,  formerly  of  the  Lake  Charles 
American  Press  has  succeeded  Mrs.  Pauline 

Mahoney  as  promotion  manager  of  KPLC-TV. 

MR.  WILSON 
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JACKIE  GLEASON'S  "HONEYMOONERS"  is  filmed  by  Du  Mont  Electronicam  System  which  incorporates  an  especially  designed  and  adapted  35  mm 
Mitchell  movie  camera.  Here  are  Jackie  Gleason  and  Joyce  Randolph,  right,  peering  through  the  camera  lens  at  Audrey  Meadows  and  Art  Carney. 

NEW  ELECTRONICAM  REDUCES  SHOOTING  TIME 

Du  Mont's  Video-Film  System  incorporates 
both  Mitchell  35  mm  film  camera  and  TV  camera 

First  to  use  a  video-film  system  in  major  TV  film  production  is  Jackie 

Gleason 's  popular  show  "The  Honeymooners"  In  going  "live  on  film"  Jackie 
Gleason  makes  use  of  the  new  Du  Mont  Electronicam  System,  which  combines 
advanced  TV  techniques  with  highest  quality  35mm  photography. 

Heart  of  the  Electronicam  System  is  a  completely  new  type  of  unit,  blending 
a  Du  Mont  TV  camera  and  a  specially  adapted  Mitchell  35mm  camera  using  a 
common  lens  system.  It  gives  the  producer  full  advantage  of  the  best  techniques 
of  motion  picture  production  while  enjoying  the  time  saving  and  broadened 

creative  scope  available  in  video's  electronic  practices.  Savings  in  shooting  time 
and  costs  are  substantial. 

The  35  mm  Mitchell  cameras  used  as  integral  parts  of  the  Electronicam 
System  produce  consistently  superior  black  and  white  films,  as  well  as  color  films 
which  are  unequaled  for  uniformity  of  quality.  Mitchell  cameras  today  serve  not 

only  in  the  television  industry,  but  also  are  the  predominant  choice  in  the  pro- 
duction of  governmental,  industrial,  research  and  educational  films,  as  well  as 

being  standard  equipment  for  major  studios  throughout  the  world. 

Complete  information  on  Mitchell  cameras  is  available  upon  request  on  your 
letterhead. 

Du  Mont  Electronicam  pick-up;  Mitchell  35  mm 
film  camera  on  left,  TV  camera  on  right. 

'85%  of  professional  motion  pictures  shown  in  theatres  throughout  the  world  are  filmed  with  a  Mitchell 

Scene  from  "The  Honey- 
mooners" shows  Jackie  Gleason 

and  Art  Carney  on  set  before 
three  pick-up  units  of  Electroni- 

cam System.  Each  pick-up  unit  has 
both  TV  camera  and  specially 
designed  Mitchell  film  camera. 

CORPORATION 

666  WEST  HARVARD  STREET 
GLEN  DALE  4.  CALIFORNIA 
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MEEKER  CO.  NAMES 

3  VICE  PRESIDENTS 

Three  others  promoted  and 
two  other  executives  added  in 

executive  realignment. 

A  SERIES  of  executive  promotions  and  addi- 
tions to  the  staff  of  the  Meeker  Co.,  station 

representation  firm,  was  announced  last  week 
by  President  Robert 
Meeker. 
Louis  J.  F. 

Moore,  who  joined 
the  firm  when  it  was 
formed  1 1  years  ago, 
was  named  vice 
president  in  charge 
of  the  radio  division. 
In  broadcasting  for 
more  than  30  years, 
he  also  has  been 

manager  of  the  Ra- 
dio Advertising  Co. 

and  supervisor  of 
promotion    for  the 

Hearst  newspapers. 
Edgar  B.  Filion,  with  the  Meeker  organiza- 

tion for  seven  years,  was  named  vice  president 
in  charge  of  the  television  division.  His  new 
duties  include  supervision  of  sales  development, 
station  relations  and  tv  sales. 

Carl  Jewett,  who  joined  Meeker  six  years  ago 
after  serving  with  Everett-McKinney  Co.  and 
WKAN  Kankakee,  111.,  was  named  vice  presi- 

dent in  charge  of  midwest  operations. 
Vic  Piano,  with  the  Meeker  company  for 

MR.  MOORE 

four  years  and  before  that  promotion  direc- 
tor of  WSB-AM-TV  Atlanta,  becomes  director 

of  sales  development  and  promotion,  work- 
ing directly  with  Mr.  Filion  and  Mr.  Moore. 

Chuck  Standard,  who  was  a  Procter  &  Gam- 
ble account  executive  for  The  Biow  Co.  and 

also  served  as  an  NBC-TV  salesman  and  a 
client  service  executive  with  A.  C.  Nielsen 

Co.  before  joining  Meeker,  becomes  eastern 
sales  manager  for  television.  He  reports  di- 

rectly to   Mr.  Filion. 
Norm  Cissna,  account  executive  in  Chicago, 

becomes  manager  of  sales  development  for 
the  midwest  area. 

Additions  to  the  firm  include  Paul  Murray, 

formerly  with  WTTV  (TV)  Bloomington-In- 
dianapolis,  who  will  be  an  account  executive, 
and  Mrs.  Mimi  von  Zelowitz,  formerly  a 
supervisor  in  the  radio-tv  research  department 
of  Young  &  Rubicam,  who  joins  as  director 
of  research.  She  reports  to  Mr.  Piano.  Both 
she  and  Mr.  Murray  will  be  in  the  New  York 
office,  which  has  taken  over  the  37th  floor  at 
521  Fifth  Ave. 

MR.  JEWETT MR.  FILION 

KBIG  Rejects  Church  Group's 
Request  for  Sunday  Ad  Ban 

REQUEST  by  the  Long  Beach  Council  of 
Churches  that  KBIG  Catalina,  Calif.,  refuse  to 
accept  advertising  from  auto  dealers  on  Sunday 
has  been  denied  by  John  Poole,  station  presi- 

dent. "I  do  not  believe  it  is  within  our  premise 
to  decide  who  should  conduct  business  on  Sun- 

day and  who  should  not,"  he  wrote  the  council, 
adding,  "This  must  be  the  decision  of  the  busi- 

ness people  themselves." Mr.  Poole  explained  that  KBIG  refuses  ad- 
vertising based  on  fraudulent  claims,  indecent  or 

profane  material,  vulgarity  or  poor  taste. 
"The  services  of  radio  and  tv  stations  must 

be  available  to  all  advertisers  on  equal  terms, 
in  accordance  with  our  American  philosophy 

of  free  enterprise,"  he  said.  He  pointed  out  that 
the  station  could  not  apply  a  Sunday  advertising 
ban  on  auto  dealers  and  not  on  other  businesses. 

He  said  many  people  dine  at  restaurants  after 
attending  church,  suggesting  the  station  per- 

formed a  service  to  these  people  if  it  made  them 
aware  of  a  good  place  to  dine. 

KFSD-FM  San  Diego  on  Air 

KFSD-FM  San  Diego,  Calif.,  was  to  go  on  the 

air  today  (Monday),  "completely  sold  out," 
according  to  Manager  F.  T.  Boise. 

The  only  San  Diego  station  programming 

strictly  for  fm  broadcasting,  KFSD-FM  will 
carry  popular,  semi-classical  and  classical  music 
throughout  its  broadcast  day,  4  p.m.  to  1 1  p.m. 
Monday  through  Friday.  Mason  Ingram  has 
been  signed  to  program  and  announce  all  shows. 
KFSD-FM  is  to  operate  with  33  kw. 

KCEN-tv  Covers  the 

WACO -TEMPLE 

CENTRAL  TEXAS  AREA  MARKET 

::::•:::::::::::::::::::: 

"   Ft  Woitffl 

Retail  Sales 

over 

$775,000,000 

in  1955 

•     •  • Going 

up  now! 

O 

KCEN-w 

WNED    AND  OPERATED 

V 

•  833  ft.  tower       •  Max.  power,  100  kw. 

•  Channel  6,  VHF  •  Full  Time 

Representatives:  NATIONAL:  George  P.  Hollingbery 
TEXAS:  Clyde  Melville  Co.,  Dallas 

KCEN-TV,  17  S.  3rd.,  Temple,  Texas 

'    BELL    PUBLISHING  CO. 
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WRCA-AM-TV  Names  Heitin, 
Stevens  as  Sales  Directors 

REORGANIZATION  of  the  sales  departments 

of  WRCA-AM-TV  New  York  to  "meet  the 
changes  and  requirements  of  so  rapidly  an  ex- 

panding industry,"  was  announced  last  week  by 
Thomas  B.  McFadden,  NBC  vice  president  and 
WRCA-AM-TV  general  manager. 

Under  the  executive  realignments,  lay  J. 
Heitin,  WRCA-TV  sales  manager,  becomes 
sales  director,  as  does  George  C.  Stevens, 
WRCA  sales  manager.  Succeeding  them  are 
James  Barry  (WRCA-TV)  and  Herman  Max- 

well (WRCA). 

Mr.  Heitin,  former  program  manager, 
WHYN  Springfield,  Mass.,  joined  WRCA-AM- 

MR.  STEVENS MR.  HEITIN 

TV  in  1949  as  news  and  special  events  director 
for  the  then  WNBC  and  WNBT  (TV)  stations, 
switching  to  sales  in  1950  and  becoming  sales 
manager  in  1954.  Mr.  Stevens  joined  NBC  in 
1945  as  business  manager  of  the  radio  record- 

ing department,  becoming  WRCA  controller 
in  1949  and  sales  manager  in  1954.  Mr.  Barry, 
a  former  space  salesman,  joined  WRCA-TV 
in  time  sales,  and  Mr.  Maxwell  moved  to 
WRCA  as  a  salesma  n  in  1953  after  spending 
20  years  with  WOR  New  York  as  account 
executive. 

Tri  City  Promotes  Two, 

Forms  New  Policy  Group 

FORMATION  of  a  seven-member  policy  and 
operational  group  by  Tri  City  Radio  Corp. 
(WLBC-AM-TV  and  WMUN  [FM]),  Muncie, 
Ind.,  has  been  announced  by  President  Donald 
A.  Burton.  Also  announced  was  the  promo- 

tion of  two  executives. 

Maurice  M.  Crain,  chief  engineer,  has  been 
advanced  to  the  newly-created  post  of  vice 
president  of  engineering  and  purchasing  agent 
and  made  a  member  of  the  policy  group.  He 
has  been  with  the  stations  since  1936.  Patrick 
S.  Finnegan,  assistant  chief  engineer  since 
March  1954,  moves  upward  into  the  chief  en- 

gineer's post  vacated  by  Mr.  Crain. 
Other  members  of  the  policy  and  operational 

group,  in  addition  to  Messrs.  Burton  and 
Crain,  are  W.  F.  Craig,  vice  president  and  com- 

mercial manager;  Mrs.  Garnet  Burton,  secre- 
tary; Lee  Allerton,  program  director;  Florence 

Boyd,  office  manager,  and  W.  F.  Craig  Jr.,  re- 
cording secretary  of  the  new  group. 

Buys  for  Year  on  WCKT  (TV) 

FULL-YEAR  schedule  of  newscasts  over 
WCKT  (TV)  Miami,  Fla.,  has  been  purchased 
by  Cities  Service  Oil  Co.,  New  York,  through 
its  agency,  Ellington  &  Co.,  same  city.  The 
oil  company  will  sponsor,  effective  today  (Mon- 

day), Phil  Kelleher's  11th  Hour  News  over  the 
ch.  7  Miami  outlet,  Mondays  through  Fridays 
at  11  p.m. 

IT  WOULD  TAKE  A 

TY  BIG  SCALE... 

TO  WEIGH  ALL  THE  WHEAT 

IN  A  KANSAS  ELEVATOR 

At  it  is  possible  to  weigh 

RESULTS  achieved  by  KTVH 

in  Wichita  and  14  other 

important  communities. 

This  basic  CBS  station 

reaches  a  market  that  produces 
195  million  bushels  of  wheat 

annually,  bringing  $390,000,000 

into  the  pockets  of  Kansans. 

Wheat  is  just  one  source 

of  income  in  this  productive 

area,  where  spending  power  is 

also  derived  from  oil,  cattle, 

agriculture,  and  the  aircraft industry. 

To  sell  in  this  thriving 

Kansas  market,  buy  KTVH 

with  unduplicated  CBS-TV coverage. 

V  H  F 
CBS  BASIC 

KTVH 

*ANS>J> 

CHANNEL 

Represented  Nationally  bg^FR  Television,  Inc. 

KTVH,  pioneer  station  in  rich  Central  Kansas,  serves  more  than  14  important  com- 
munities besides  Wichita.  Main  office  and  studios  in  Hutchinson:  office  and  studio 

in  Wichita.  Howard  O.  Peterson,  General  Manager. 

K 

CINCINNATI 
OHIO 

In  Cincinnati  — 

Get  AN  Four 

Personalities 
Ratings 

Audience 

Power 

50,000  WATTS  OF  SALES  POWER 

BUY  WCKY  .  .  .  INVESTIGATE  TODAY 

K 

CINCINNATI 

OHIO 
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MR.  BRESS 

Stars  National  Names  Bress 

To  Manage  Chicago  Office 

ALAN  BRESS,  account  executive  in  the  New 
York  office  of  Stars 

National,  radio  -  tv 
station  representa- 

tion firm,  has  been 

named  general  man- 
ager of  the  organ- 

ization's new  Chi- 
cago office,  effective 

today  (Mon.),  Pres- 
ident Bernard  How- 

ard announced  last 
week. 
Mr.  Bress  was 

with  Harry  B.  Co- 
hen before  moving 

to  Stars  National  in 
1954. 

Mr.  Howard  also  announced  that  Larry  Was- 
serstein,  a  timebuyer  with  the  Cohen  agency, 
has  joined  the  New  York  office. 

Ch.  32  WWLP  (TV)  Declares 

Both  Stock,  Cash  Dividends 

STOCK  and  cash  dividends  were  declared  last 
week  by  the  board  of  directors  of  Springfield 
Broadcasting  Co.,  owners  and  operators  of 
WWLP  (TV)  Springfield,  Mass.  (ch.  32).  The 
station  believes  it  is  the  first  uhf  station  to 
declare  cash  and  stock  dividends. 

Roger  L.  Putnam,  president  of  the  station, 
said  that  a  5%  stock  dividend  payable  today 
(Monday)  and  a  cash  dividend,  amounting  to 
10  cents  a  share,  payable  Nov.  17,  were  voted 

last  Wednesday,  coinciding  with  the  end  of  3V2 
years  of  operation  by  WWLP.  He  added 

that  the  uhf  station  has  completed  "one  of  its 
most  successful  six-month  periods,"  with  gross 
sales  amounting  to  nearly  $500,000  and  net 
earnings  exceeding  $82,000.  He  predicted  that 
gross  sales  for  this  year  will  top  the  $1  million 

mark  and  earnings  will  reach  "a  record  high." 

Fourth  WNBQ  (TV)  Studio 

Completes  Switch  to  Color 

WNBQ  (TV)  Chicago  has  completed  its  con- 
version to  all-color  operation,  with  the  last  of 

four  studios  now  ready,  NBC  Central  Div., 
reported  last  week. 

At  the  same  time,  completion  of  remodeling 

of  Studio  E  has  been  supplemented  by  with- 
drawal of  equipment  from  storage  adjacent  to 

the  Studebaker  Theatre,  consolidating  NBC 

Chicago  operations  under  one  roof  (the  Mer- 
chandise Mart)  for  the  first  time  in  years. 

WNBQ  also  has  pressed  into  use  a  new  film 
studio  with  one  monochrome  and  two  color 

film  camera  chains,  slide  projectors  and  switch- 
ing-control equipment.  Additionally,  produc- 

tion facilities,  props  and  shops  have  been  moved 
from  the  lower  tower  of  the  Mart  to  the  19th 

floor. 

DuMont  Outlets  Name  Weed 

WEED  &  Co.  has  been  appointed  national  sta- 
tion representative  for  WABD  (TV)  New  York 

and  WTTG  (TV)  Washington,  D.  C,  DuMont 

Broadcasting  Co.'s  President  Bernard  Goodwin 
announced  last  week.  The  appointment  is  ef- 

fective immediately. 

TV  FILM -Radio  Commercials?  Call  Hollywood  5-6181 

The  Song  Ad  Crew  Is  Ready! 

At  6000  Sunset  Boulevard,  Hollywood, 
Song  Ad  Film-Radio  Productions  has  the 

country's  only  complete-under-one-roof 
organization  creating  ideas,  music, 
animation  and  live  action  for  your 
television  film  and  radio  commercials. 

Song  Ads  has  developed  special  ways 

(no  one  else  has  'em!)  of  working 
successfully  by  mail  and  phone  with 
agencies  in  all  parts  of  the  U.S.A. 
You  and  your  client  save  travel  time 
and  cost.  You  gain  the  creative  and 
production  skill  of  a  powerhouse  group 
of  television-radio-film  ad  men  whose 

solving  of  other  agencies'  problems  has 
resulted  in  a  string  of  success  stories 

yay-long.  Write  or  call  us  collect.  Now ! 

Film-Radio  Productions 
6000  SUNSET  BOULEVARD 
HOLLYWOOD  28,  CALIF. 
San  Francisco:  Russ  Bldg. — SUtter  1-8585 

MR.  HALLOCK  (I)  demonstrates  the 

Midgetape  portable  recorder  used  on  his 
Russian  trip  to  J.  Henry  Helser,  head  of 

the  Portland  investment  firm  which  spon- sored the  trip. 

Uncensored  Russian  Talks 

Taped  During  Hallock  Trip 
TED  HALLOCK,  director  of  public  affairs  for 

J.  Henry  Helser  &  Co.,  Portland,  Ore.,  invest- 
ment firm,  has  returned  from  a  23-day  tour 

of  the  Soviet  Union  during  which  he  taped 
interviews  with  Russian  citizens.  Helser,  which 
claims  to  be  the  first  financial  house  to  under- 

write a  private  reportorial  trip  behind  the  Iron 
Curtain,  said  the  interviews  were  made  with- 

out government  censorship. 

Fourteen  quarter-hour  programs,  titled  In- 
side Russia,  have  been  made  of  the  tapes  and 

will  be  aired  on  KPOJ  Portland,  starting  yes- 

terday (Sunday)  under  the  sponsorship  of  Hel- 
ser. In  addition,  the  programs  have  been  of- 

fered for  sustaining  broadcasts  to  other  Oregon 

stations  and  a  30-minute  program  on  Mr.  Hal- 

lock's  trip  has  been  made  available  to  Mutual. 
Mr.  Hallock  formerly  served  in  various  ca- 

pacities with  KGW,  KEX  and  KPOJ,  all  Port- 
land, and  KUGN  Eugene,  Ore.  Twice  he  has 

been  selected  as  Oregon's  outstanding  radio 
broadcaster  by  the  Press  Club  of  Oregon  and 
has  received  awards  from  the  National  Con- 

ference of  Christians  and  Jews,  the  English- 
Speaking  Union  of  the  U.  S.,  Freedoms  Foun- 

dation, Ohio  State  U.,  and  in  1951,  the  George 
Foster  Peabody  award  for  his  program  series, 
Careers  Unlimited  and  Civic  Theatre  on  the 
Air  at  KPOJ. 

Eggs  in  Alaska TWO  THINGS  were  proven  by  a  recent 

sales  campaign  in  Alaska:  Alaskans  like 

eggs  and  listen  to  and  watch  the  ter- 
ritories radio  and  tv  stations. 

Using  only  the  Midnight  Sun  Network 
(KFAR-AM-TV  Fairbanks,  KENI-AM- 
TV  Anchorage.  KJNO  Juneau  and 
KABI  Ketchikan,  all  Alaska),  Washing- 

ton (state)  Co-Op  Assn.,  through  Rune 
Goranson  Co.,  Seattle,  advertised  its 
Lynden  brand  eggs.  As  a  result  of  the 

campaign,  the  co-op's  egg  sales  have  in- creased seven  fold.  The  week  of  Aug. 
30,  orders  from  Alaska  were  so  large  the 
association  did  not  have  enough  eggs, 
had  to  short  Alaskan  customers  by  30 
cases. 
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We  build  electronic  "BRAINS"  for  guided  missiles 

A  missile's  accuracy  in  reaching  its  target 
depends  upon  the  reliability  of  precision 
electronic  controls. 

From  the  very  beginning,  scientists  and 

engineers  of  the  International  Telephone  and 

Telegraph  Corporation  have  been  at  work  on 

guided  missile  systems,  applying  world-wide 
experience  and  a  score  of  special  skills. 
Federal  Telecommunication  Laborato- 

ries and  Farnsworth  Electronics  Company, 

both  divisions  of  IT&T,  are  deeply  engaged  in 

research,  development,  and  manufacture  of 

missile  guidance  and  precision  remote  control 

systems  .  .  .  contributing  to  the  conception  and 

operation  of  such  missiles  as  the  Terrier,  Talos, 

Sparrow,  Meteor,  Rascal,  and  Bomarc. 

Missile  guidance  is  one  more  field  in  which 

the  creative  engineering  and  the 

integrated  facilities  of  IT&T  are  /^y'jS^^V 

developing  new  concepts  in  elec- 
tronics and  telecommunications. 

INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION,  67  Broad  Street,  New  York  4,  N.Y. 
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STATIONS 

Antitrust  Suit  by  WNDR 

Ordered  Brought  to  Trial 

A  MILLION  dollar  antitrust  suit  by  WNDR 

Syracuse,  N.  Y.,  against  the  Newhouse  news- 
papers and  radio  stations  in  that  city  (Syracuse 

Post  Standard  and  Herald  Journal-WSYR- 
AM-FM-TV)  has  been  ordered  to  hearing. 
The  U.  S.  Court  of  Appeals,  Second  Circuit, 
two  weeks  ago  reversed  the  dismissal  of  the 

suit  by  a  federal  district  judge  last  year  [B*T, 
Aug.  22,  1955]. 

Written  by  Circuit  Judge  Harold  R.  Medina, 
the  appellate  court  said  that  a  trial  should  be 
held  on  the  charge  of  conspiracy  to  restrain 
trade  by  the  use  of  unit  rate  for  advertising 
in  the  two  newspapers,  the  circulation  of  false 

rumors  about  plaintiff,  the  refusal  to  publicize 

in  the  newspapers  items  favorable  to  the  plain- 
tiff and  the  giving  of  discriminatory  advantages 

to  WSYR.  Judge  Medina  pointed  out  that  a 

directed  verdict  in  defendant's  favor  may  be 
warranted  at  the  end  of  the  trial,  and  that 

"there  are  some  indications  that  no  substance 
will  be  found  in  the  charge  relative  to 

rumors  .  .  ." 
WNDR  brought  suit  to  collect  treble  dam- 

ages charging  the  Newhouse  newspapers 
and  stations  with  unlawful  restraint  through 

"package  deals  in  advertising,"  and  alleged 
false  rumors  about  WNDR's  financial  stability. 
The  suit  was  dismissed  by  Federal  Judge 

Stephen  W.  Brennan.  The  appeal  was  argued 
before  Judges  Medina,  J.  Edward  Lumbard  and 
Sterry  R.  Waterman  last  February. 

30  YEARS  AG0...W6  said: 

LIKE  A  CAT 

ONE  KITTEN* 
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There's  Fur  Flying  When  WIBW  Starts 

Delivering  Your  Sales  Message 
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TOPEKA, 

KANSAS 

Ben  Ludy,  Gen.  Mgr. 
WIBW  &  WIBW-TV 

in  Topeka 
KCKN  in  Kansas  City 

Rep:  Capper  Publications,  Inc. 

Because  wn're  ally  se^ne  improvpment 

Today,  in  our  30th  year,  these 

words  are  truer  than  ever. 

Personalized  service  to  both 

the  advertiser  and  the  Kan- 

sas farm  families  that  we 

serve,  has  made  WIBW  the 

most  powerful  single  selling 

force  in  Kansas. 

CBS R 
A 
D 

Our  30th  Year 

FRED  FLETCHER,  vice  president  and  gen- 

eral manager  of  now-building  WRAL-TV 

Raleigh,  N.  C,  prepares  to  sign  a  repre- 
sentation contract  with  H-R  Television  Inc., 

New  York.  With  Mr.  Fletcher  and  waiting 

to  sign  is  Frank  M.  Headley,  H-R  president. 
The  ch.  5,  NBC  affiliate  has  a  December 

target  date. 

Color  Slides  by  KTVT  (TV) 

KTVT  (TV)  Salt  Lake  City  is  now  transmitting 
black-and-white  slides  in  electronic  color  with 

56  different  color  combinations,  the  ch.  4  out- 
let reported  last  week.  The  color  effects  equip- 

ment was  built  and  installed  by  Alan  Gunder- 
son,  director  of  engineering,  and  his  staff.  The 
station  plans  a  series  of  workshops  with  local 

advertising  agencies  to  explain  how  advertisers 
can  best  take  advantage  of  color  presentations. 

Mehlig  Heads  KTLN  Sales 

LEE   MEHLIG   has   been   appointed  general 
sales  manager  of 

KTLN  Denver,  ef- 
fective Sept.  10,  ac- 

cording to  President 
Richard  B.  Wheeler. 

He  replaced  Dean 

Jarvis,  who  is  leav- 
ing to  construct  a new  station. 

Mr.  Mehlig,  who 
has  been  national 
sales  manager  of 
KTLN  since  January 

1954,  began  his  ra- dio career  as  an 
announcer  with 

and  joined  the  Denver 

MR.  MEHLIG 

WNMP  Evanston,  111., 

station  in  August  1953 

KPIX-TV  to  Show  Color  Movies 

KEEPING  with  the  general  trend  to  more  color 

tv  programming,  KPIX-TV  San  Francisco  has 
announced  that  color  movies  will  be  featured 

on  the  station's  Fabulous  Program  (Sundays,  5 
p.m.).  Among  color  films  to  be  shown  on  tv 
for  the  first  time,  according  to  KPIX-TV,  will 

be  "The  Great  Gilbert  &  Sullivan,"  starring 

Maurice  Evans,  "Garden  of  Allah."  with  Mar- 

lene  Dietrich  and  Charles  Boyer,  and  "New 
Mexico,"  featuring  Lew  Ayres  and  Marilyn 
Maxwell. 
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SEVENTH 

Cameraman  Gene  D.  McKinney  goes  aloft  for  some  footage  on  a  new  building. 

WIBW-TV  goes  anywhere  for  news  and  gets  it 

-  with  High  Speed  Du  Pont  931  film 

Good  local  and  regional  coverage  is  an 
important  part  of  the  six  dailv  news- 

casts of  WIBW-TV,  Topeka.  Kansas, 

and  is  contributing  to  the  station's  rapid 
growth  in  the  Midwest.  Du  Pont  931 
Film  has  proven  ideal  for  their  news 
photography  both  dav  and  night. 

Ed  Rutherford  of  WIBW-TV  Photo 

Staff  says,  "On  one  occasion,  a  photog- 
rapher 'opened  up'  and  shot  in  dark- 

ness so  dense  there  was  no  meter  read- 

ing. Result:  a  usable  print!" 
WIBW-TV  staff  members  report  a 

180  ASA  rating  outdoors  for  931  and 

easily  push  it  up  to  350  ASA.  Latitude 
and  sensitivity  —  excellent.  And  Mr. 
Lewis  Dickensheets,  Assistant  General 

Manager,  says:  "Fortunately,  Du  Pont 
931  is  prehardened.  That's  particularly 
important,  since  the  water  we  use  for 

cooling  is  often  above  76  degrees!" 
Take  advantage  of  the  many  fine  fea- 

tures of  Du  Pont  931.  For  more  infor- 
mation, ask  the  Du  Pont  Sales  Office 

nearest  you  or  write  Du  Pont,  Photo 
Products  Department,  Wilmington  98, 
Delaware.  In  Canada:  Du  Pont  Com- 

pany of  Canada  Limited,  Toronto. 

DUPONT    MOTION    PICTURE  FILM 

SALES  OFFICES 

Atlanta  8,  Ga  805  Peachtree  Building 
Boston  10,  Mass  140  Federal  Street 
Chicago  30,  III  4560  Touhy  Avenue,  Lincolnwood 
Cleveland  16,  Ohio  20950  Center  Ridge  Road 
Dallas  7,  Texas  1628  Oak  Lawn  Avenue 
Los  Angeles  38,  Calif  7051  Santa  Monica  Blvd. 
New  York  11,  N.  Y  248  West  18th  Street 
Wynnewood,  Pa  308  East  Lancaster  Avenue 
Export  Nemours  Bldg.,  Wilmington  98,  Delaware 

BETTER   THINGS   FOR   BETTER  LIVING 
.  .  .  THROUGH  CHEMISTRY 

Ed  Rutherford  of  WIBW-TV  (left)  discusses  tech- 
niques with  Richard  Allen,  Du  Pont  Technical 

Representative.  WIBW-TV  processes  as  much 
as  2,450  feet  a  day  of  931  film. 

News  cameraman  Richard  C.  Robbins  editing 
some  "hot"  processed  footage  with  Lewis 
Dickensheets,  Assistant  General  Manager  (left) 
of  Television  Station  WIBW. 

Cameraman  Charles  W.  King  (right)  films  an- 

nouncer Dean  Curfman,  who  says:  "We  use 
single-system  sound,  and  931  never  blocks  up  an 

optical  sound  track." 
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CHANNEL  ̂  

STATIONS . 

DOMINATES] 

GULF  COAST 

ALABAMA 

MISSISSIPPI 

&  FLORIDA 

WHERE: 

a  million  people  spend 

a  billion  $.    They  look  & 

listen  day  &  night  to 

WKRG-TV 

with  its  CBS-ABC  & 

film  shows.    Local  live 

wrestling — the  nations 

best  cooking  show — the 

best  news  show  in  the 

world  (or  any  other  place) 

Good  Kid  shows 

WKRG  is  GOOD 

GOOD 

GOOD 

CHANNEL 

REPRESENTATIVE  SHORTS 

Avery-Knodel  Inc.,  national  radio  and  tv  station 
representatives,  appointed  H.  B.  Humphrey, 
Alley  &  Richards,  Boston  and  N.  Y.,  as  its 
advertising  agency. 

REPRESENTATIVE  APPOINTMENTS 

KBIF  Fresno,  Calif.,  names  Weed  &  Co.  na- 
tional representative  effective  Sept.  15.  Weed 

also  represents  KBIG  Catalina  under  same 
ownership. 

KUDL  Kansas  City,  Mo.,  appoints  Weed  & 
Co.  as  national  station  representative. 

REPRESENTATIVE  PEOPLE 

Bob  Maggiore,  Chicago  office  of  The  Branham 
Co.,  father  of  girl,  Christine  Joy.  Peter  Childs, 
Branham  Chicago  staff,  also  father  of  girl,  Joy 
Elizabeth. 

STATION  PEOPLE 

Katherine  Peden,  commercial  manager  of 

WHOP  Hopkinsville,  Ky.,  elected  vice  presi- 
dent and  member  of  board  of  Hopkinsville 

Broadcasting  Co. 

H.   M.   (Mack)   Humpidge,   local   sales  staff, 
WSAV-TV  Savan- 

nah, Ga.,  named 
commercial  manager 
of  station. 

Charles  L.  Burrow, 

sales  promotion 

manager,  WBZ- 
WBZA  Boston- 
Springfield,  named 
national  account  ex- 

ecutive with  respon- 
sibility for  national 

sales  activity  in  New 
England  area. MR.  HUMPIDGE 

Clyde  W.  Johnson,  program  director,  KLOH 
Pipestone,  Minn.,  to  program  director  of  WFIN 
Findlay,  Ohio,  succeeding  Jack  Douglas,  re- 

signed to  join  WSRS  Cleveland. 

Edwin  J.  Lupman,  news  director,  WTUX  Wil- 
mington, Del.,  to  WASA  Havre  de  Grace,  Md., 

as  program  director. 

Jack  J.  D.  Lehman,  sales  manager  and  chief 
engineer,  WJMA  Orange,  Va.,  to  chief  engineer 
and  assistant  to  president,  WASL  Annapolis, 
Md. 

Bill  Schubert,  news  department,  WVET-AM-TV 
Rochester,  N.  Y..  to  publicity  director  of  the 
stations. 

Ken  Carbonel,  formerly  with  WMAQ  Chicago, 

to  production  department  of  WBBM  same  city. 

Lute  Mason,  formerly  sports  director  at 

WDSM-TV  Superior,  Wis.-Duluth,  Minn.,  to 
KSTP-TV  St.  Paul-Minneapolis  as  account  ex- 
ecutive. 

William  N.  Davidson,  manager  of  WRCA-TV 
New  York,  selected  along  with  15  other  senior 
executives  of  companies  throughout  the  country 
to  participate  in  special  course  at  School  of 
Industrial  Management,  Massachusetts  Institute 

of  Technology,  Cambridge,  Mass.  He  was 
selected  from  all  divisions  and  subsidiaries  of 

RCA  for  course  consisting  of  10-week  study 
of  executive  function  and  the  business  environ- 

ment, starting  Oct.  I. 

CHECKING  final  installations  prior  to 

KSBW-TV's  Salinas  -  Monterey,  Calif., 

power  boost  to  240  kw  [B-T,  Sept.  3]  are 
Ed  Edison,  KSBW-TV  consulting  engineer; 
Jack  Frost  of  RCA,  and  Bill  Hargan,  the 

ch.  8  outlet's  chief  engineer.  The  in- 
crease to  maximum  authorized  power  was 

scheduled  last  Tuesday. 

David  Lea  appointed  program  director,  WRBL 
Columbus,  Ga.,  and  Eleanor  Whitelaw  to  sales 
promotion  director.  Bob  Bradley  leaves  WRBL 
sales  department  to  take  over  morning  radio 
show,  Rebel  Reveille. 

Hal  Moon,  news  editor,  KSEL  Lubbock,  Tex., 
to  KOSA-TV  Odessa,  Tex.  in  similar  capacity. 

Ray  Brock,  staff  announcer,  WHBY  Appleton, 
Wis.,  named  program  director  succeeding  Orion 
Samuelson,  who  joined  farm  service  department 
of  WBAY-TV  Green  Bay,  Wis. 

George  W.  Wilson,  news  director,  WIBX  Utica, 

N.  Y..  to  announcing  staff,  WSYR-AM-FM-TV 
Syracuse,  N.  Y. 

Julian  Bell,  announcing  staff,  WSVA-TV  Har- 
risonburg, Va.,  to  station  sales  department. 

Bruce  Miller  to  WSVA-TV  announcing  staff; 
Betty  Groan  to  WSVA  continuity  department. 

John  M.  Comley  Jr.,  WMMW  Meriden,  Conn., 
to  staff  announcer,  WKNB  West  Hartford, 

Conn. 

Berry  Long  to  KOSI  Denver  as  account  execu- tive. 

Bob  Glacy,  WGR  Buffalo,  N.  Y.,  disc  jockey,  to 
WVET  Rochester,  N.  Y.,  in  similar  position, 

succeeding  early-morning  deejay,  Bob  Trebor, 
who  takes  over  an  afternoon  program. 

Jim  Westover,  morning  man,  KQV  Pittsburgh, 

Pa.,  to  be  commentator  for  Pittsburgh  Sym- 
phony Orchestra  Concerts  for  Young  People 

series.  He  narrated  series  last  year. 

Don  Speare,  program  director,  KGFJ  Holly- 
wood, to  head  station  news  department.  Ed 

Perry,  KRKD  Los  Angeles,  to  KGFJ  as  an- nouncer. 

Casey  Kasem,  announcer,  WJLB  Detroit,  to 
WJBK  there  for  night  series. 

John  Pondfield,  film  editor,  WAAM  (TV)  Balti- 
more, appointed  film  supervisor. 

Bob  Duck,  WSFA  Montgomery,  Ala.,  to  WCTA 
Andalusia,  Ala. 
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John  V.  Lyons,  WCAO  Baltimore,  to  sales 
staff  of  WCBM  Baltimore. 

W.  B.  Reisenweaver,  chief  engineer,  WSJS-TV 
Winston-Salem,  N.  C,  resigned  to  devote  full- 
time  to  his  two-way  radio  sales  and  service 
business.  He  also  is  partner  in  H&R  Electronics, 
recently  established  to  promote  automation  in 
industry. 

Don  Dilley,  staff  announcer,  KYOU  Greeley, 
Colo.,  named  program  director.  Roland  Reed, 
formerly  chief  engineer,  KCOW  Alliance,  Neb., 
to  KYOU  as  chief  engineer  succeeding  John 
Roscoe,  to  KFEL  Pueblo,  Colo.,  as  station 
manager.  Betty  Eubanks  to  KYOU  as  traffic 
director  and  Ed  DeCola  to  KYOU  staff  an- 

nouncer and  disc  jockey. 

Peggy  Fisher,  former  member  of  training  pro- 
gram at  WKAR-TV  East  Lansing,  Mich.,  to 

station's  staff  as  production  assistant  on  fulltime 
basis.  Clark  Lucas  from  training  program  to 
fulltime  staff  cameraman. 

Frank  Cox,  chief  of  auditing  and  bookkeeping 
department,  KXOK  St.  Louis,  and  Dr.  Mary 
Mills  married  Sept.  15.  , 

Bob  Cawley,  production  department,  KRCA 
(TV)  Hollywood,  father  of  boy,  Sean  Patrick. 

William  Joseph  Lewis,  50,  control  engineer. 
WRBL-TV  Columbus,  Ga.,  died  Aug.  26. 

STATION  SHORT 

Kartell  Croup  Stations  have  adopted  profit- 
sharing  plan  for  employes.  To  be  eligible  em- 

ployes must  have  been  with  group  three  years 

to  earn  employer's  contribution,  based  on  15% 
of  annual  compensation  paid  participating  em- 

ployes. Stations  in  Bartell  Group  are  WOKY 
Milwaukee,  WMTV  (TV)  Madison  and  WAPL 
Appleton,  all  Wis.;  WAKE  Atlanta,  KRUX 
Phoenix,  Ariz.,  and  KCBQ  San  Diego,  Calif. 

JOHN  G.  MYERS  Co.  (department  store), 

Albany,  N.  Y.,  which  does  an  annual  busi- 
ness of  approximately  $10  million,  has 

signed  for  four  hours  weekly  for  26  weeks 
on  WOKO  Albany.  The  purchase  is  one 

of  the  largest  single  bulk  time  transac- 
tions ever  made  in  the  Albany  tri-city 

market,  according  to  the  station.  Present 
for  the  contract  signing,  which  calls  for 

Myers  to  sponsor  one-half  hour  daily  of 
the  Sun  Dial  morning  show  and  the  1 V2 
hour  Friday  night  teenage  program, 

Johnny  G's  Wax  Works,  are  (I  to  r)  How- 
ard B.  Hayes,  WOKO  general  manager; 

Millard  Hunter,  Myers  advertising  man- 
ager, and  Roy  H.  Myers,  president  and 

general  manager  of  the  department  store. 

SUPER 

< 

is  the  word  for 

Sound  Effects T*  A.  INI  E>  A  f=t  O 

Over  1000  effects— Send  for  your  FREE  catalog  and  a  copy  of  CUE- 

TEASERS,  a  collection  of  spots  cued  to  sound  effects  as  attention  getters. 

Also  distributed  in 
Canada:  S.  W.  Caldwell,  Ltd. 

447  Jarvis  St.,  Toronto 
N«w  York:  Charles  Michelson,  Inc. 

45  West  45th  St. 

RADIO  TRANSCRIPTION  SERVICES,  INC. 

360  N.  Michigan  Ave.,  Chicago  1,  111. 

WOC-TV 

IOWA 
fc  WISCONSIN 

Proved  by  648,330  Pieces  of 

Program  Mail  received  by  this 

Station  During  6  full 

Years  of  Telecasting  .  .  . 

ILLINOIS 

TOP  FIGURE  each  county  -  Number  Pieces  of  PROGRAM  Mail  Received  during  1955  . 

2nd  FIGURE  each  county  -  Number  of  Pieces  of  PROGRAM  Mail  per  1.000  Homes. 

This  fabulous  response  .  .  . 

91%  of  it  to  local  live  tele- casts .  .  .  began  in  1950.  That 

year  .  .  .  WOC-TV's  first  full year  on  the  air  .  .  .  33,845 
pieces  of  program  mail  were 

received;  this  mail  came  from  23 
Iowa-Illinois  counties  —  237 

cities  and  towns. 
By  J 95 5,  this  response  jumped 
to  149,215  pieces  of  program 

mail  received  during  a  12-month 
period;  it  came  from  39  Iowa- Illinois  counties  —  513  cities 

and  towns  in  these  counties. 

Accompanying  map  shows 
breakdown  of  this  1955  program 

mail,  proving  WOC-TV's  "Good Picture"  area. 
WOC-TV  Viewers  are 

responsive.  They  respond  to 
WOC-TV  telecasts  by  mail. 

More  important,  they  respond 
to  advertising  on  WOC-TV  by 

purchases  at  retail  outlets. We  have  a  million  success 
stories  to  prove  it  (well, 

almost  a  million).  Let  your 
nearest  Peters,  Griffin, 

Woodward  representative  give 
you  the  facts.  Or  call  us  direct. 

WOC-TV  39-COUNTY  COVERAGE  DATA  - 

Population  * 
Families  * Retail  Sales  * 

Effective  buying  Income  * 

Source  • Number  TV  Homes  • 

Source  • 

1,568,500 484,800 

$1,926,588,000 
$2,582,388,000 
1956  Survey  of  Buying  Income 
(Sales  Management) 

317,902 Advertising  Research 
Foundation 

WOC-TV  Owned  and  Operated  by  Central  Broadcasting  Co. 
Davenport,  Iowa 

The  Quint-Cities  Sta- i 
tion     —     Davenport  I 
and      Bettendorf     in  I 
Iowa;   Rock  Island, 
Moline  and  East  Mo- line    in  Illinois. 

WOC  TV 

Channel  6 'Maximum  Power  •  Basic  NBC 

A  Col.  B.  J.  Palmer,  President 
■  Ernest  C.  Sanders,  Res.  Mgr. 

Mark  Wodlinger  Res.  Sales Manager 

PETERS,  GRIFFIN, 
WOODWARD.  INC. 

EXCLUSIVE  NATIONAL 
REPRESENTATIVE 
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PROGRAMS  &  PROMOTIONS 

PRIZE:  A  TROPICAL  ISLAND 

PIEL  BROS.,  Brooklyn,  is  launching  a  "Bert 
and  Harry  Piel  Treasure  Island  Contest,"  today 
(Monday),  with  the  grand  prize  the  ownership 
of  a  tropical  island  in  the  Bahamas.  The  con- 

test will  be  promoted  by  "Bert  and  Harry"  on 
radio  and  tv  and  in  printed  media.  Weekly 
contests  will  be  held  through  Oct.  15,  with  con- 

testants asked  each  week  to  write  in  25  words, 

or  less,  a  reply  that  "Bert"  would  make  to  a 
comment  by  "Harry."  Each  week  107  prizes 
will  be  awarded,  including  automobiles,  appli- 

ances and  color  sets. 

SALUTE  TO  THE  IRISH  ON  MBS 

MUTUAL  will  present  a  special,  one-time  only 
Spirit  of  Notre  Dame  program  Friday  (9-9:30 
p.m.  EDT)  on  the  eve  of  the  beginning  of  its 
broadcast  schedule  of  Notre  Dame  U.  football 
team.  The  program,  which  will  feature  persons 
associated  with  Notre  Dame  in  the  past  and 

present,  will  be  highlighted  by  a  brief  docu- 
mentary outlining  the  career  of  David  Hayes, 

president  of  WACE  Chicopee,  Mass.,  chosen 

to  exemplify  the  "Spirit  of  Notre  Dame."  Mr. 
Hayes  is  an  alumnus. 

KDEF  PREPARED  FOR  STEVENSON 

KDEF  Albuquerque  News  Director  Ben 
Caine  was  one  of  approximately  200  news  and 

cameramen  surrounding  Democratic  candi- 
dates Adlai  Stevenson  and  Estes  Kefauver 

when  they  visited  Albuquerque  on  their  "grass 
roots  tour"  of  the  nation.  However,  Mr.  Caine 
was  prepared.  A  mobile  unit  had  been  in- 

stalled in  his  convertible  the  previous  day  and 
he  approached  Clayton  Fritchie,  head  of  the 

press  relations,  with  ".  .  .  we're  ready  now 
sir."  With  no  idea  what  Mr.  Caine  was  talking 
about,  Mr.  Fritchie  replied,  "You  are?"  "Yes, 

sir,  and  right  on  schedule,  too.  Please  get  Mr. 

Stevenson  out  to  our  mobile  unit  .  .  ."  Appar- 
ently unwilling  to  admit  that  a  radio  address 

had  been  scheduled  without  his  knowledge,  Mr. 

Fritchie  whispered  into  the  candidate's  ear  and 
then  led  him  to  the  newsman's  waiting  convert- 

ible. Mr.  Stevenson  proceeded  to  deliver  a 
brief,  unscheduled  radio  address  on  KDEF, 
thus  giving  the  station  a  clean  beat  over  other 
news  sources. 

NTA  SENDING  EXPENSIVE  KITS 

NATIONAL  TELEFILM  Assoc.,  New  York, 
last  week  started  distribution  of  promotion  kits 

for  its  package  of  20th  Century-Fox  feature 
films  to  the  more  than  100  stations  that  have 

bought  the  films.  NTA  claimed  the  kit  is  "the 
most  comprehensive  to  be  put  together  by  a 

distributor  to  support  a  station  operator."  The 
kit  weighs  six  pounds  and  is  in  the  form  of  a  file 

folder.  It  contains  pockets  for  synopses,  pub- 
licity releases,  on-the-air  announcements,  slides, 

telops,  mat  ads,  photos,  and  newspaper  and 
magazine  reviews.  The  kits,  available  free  to 
the  stations,  cost  NTA  about  $50  each  and 

would  cost  a  station  about  $150  to  duplicate, 

an  NTA  spokesman  said. 

KANSAS  CITY'S  'PRETTIEST  BABY' 

USING  56  radio  spots  per  week,  Union  Chev- 

rolet, Kansas  City,  held  a  "Prettiest  Baby"  con- 
test in  which  entrants  were  less  than  six  years 

old.  The  contest,  staged  by  Litman,  Stevens  & 

Margolin  agency,  Kansas  City,  was  a  tie-in 

with  the  fact  that  Union's  Jerry  Green  claims 
to  be  one  of  the  world's  youngest  Chevrolet 
dealers  and,  therefore,  advertises  as  "Baby 
Jerry."  The  contest  drew  3,000  entrants  within 
two  months  and  singer  Bing  Crosby  served  as 

judge. 

KDKA'S  CARMAN  TO  CAMPAIGN 

TO  SCARE  UP  votes  for  Carman  Monoxide, 

"presidential  nominee"  of  Cordic  &  Co.,  disc 
jockey  show  on  KDKA  Pittsburgh,  a  14-car 
campaign  train  sponsored  by  the  station  will 
tour  towns  in  the  tri-state  area,  Sept.  29.  At 
certain  towns  along  the  route,  the  train  will 

stop  for  a  Cordic  &  Co.  show,  featuring  elec- 
tion speeches  by  Carman  (played  by  Bob  Trow) 

and  supporting  talks  by  other  program  char- 
acters. The  trip  began  as  an  on-the-air  gag 

while  Cordic  &  Co.  was  on  vacation  the  latter 

part  of  August  and  the  station  used  pre-recorded 
skits  supposedly  taking  place  on  a  Carman 
campaign  train.  A  real  trip  materialized  when 
KDKA  officials  realized  that  many  younger 
citizens  had  never  seen  such  a  train. 

HERALDING  'CIRCUS  BOY' 
SCREEN  GEMS  has  arranged  a  series  of  pro- 

motional events  this  week  to  herald  the  launch- 
ing of  its  Circus  Boy  tv  film  series  on  NBC-TV 

Sept.  23  (7:30-8  p.m.  EDT).  During  the  week, 
Screen  Gems  will  hold  a  circus  party  for  400 
guests,  including  100  youngsters  belonging  to 
the  PAL  (Police  Athletic  League);  a  press  party 
with  a  circus  motif;  visits  to  New  York  hos- 

pitals by  the  cast  of  the  tv  film  series  and  several 
ballyhoo  stunts. 

WBZ-TV  SCOOPS  LOCAL  FIREMEN 

WBZ-TV  Boston  claims  a  scoop  on  its  com- 
petitors and  local  firemen  when  it  began  tele- 

casting a  Sept.  6  fire  in  Harvard  U.'s  Me- 
morial Hall  before  the  fire  fighters  arrived  on 

the  scene.  A  WBZ-TV  worker  saw  the  blaze 
and  the  station  called  the  university  to  find 
out  what  was  burning.  This  was  the  first 
notification  Harvard  had  of  the  fire.  WBZ- 
TV  New  Director  Francis  E.  Whitmarch  dis- 

patched a  tv  camera  with  a  Zoomar  lens  to 

the  roof  of  the  station's  studios.  News  com- 
mentator Arch  MacDonald  began  describing 

the  blaze  to  viewers  just  as  the  first  firemen 
arrived  at  the  scene. 

WNIB  (FM)  INVITES  COMPARISON 

WNIB  (FM)  Chicago  is  inviting  comparisons 
with  a  series  of  promotional  announcements 
asking  listeners  to  tune  in  am  broadcasts,  then 
switch  back  to  high  fidelity  fm.  One  announce- 

ment claims  fm  radio  "compared  with  am  is 
like  a  modern  professional  photograph  com- 

pared with  a  tintype  of  yesteryear."  Idea  for 
the  promotion  was  conceived  by  William  C. 
Florian,  WNIB  program  director. 

WORLD  SERIES  PREPARATION 

PAPER  MATE  Co.  has  signed  actor-comedian 
Joe  E.  Brown  to  handle  commercial  pitches  for 
its  team  of  ball  pens  during  the  upcoming  World 

Series  on  NBC-TV. 
Mr.  Brown  will  enact  five  different  ball  park 

characters — complete  with  rubbery  grimaces 

and  all  the  buffoonery.  He'll  start  with  his 
version  of  the  pitcher's  windup  and  run  the 
gamut  of  catcher,  umpire,  sportscaster  and 
hot  dog  vendor,  throwing  in  a  sales  pitch  for 

Paper  Mate's  Piggy-Back  pen.  The  company 
filmed  the  spots  in  Yankee  Stadium  for  authen 
tic  atmosphere  and  will  be  participating  in 
World  Series  sponsorship  for  the  first  time. 

TRADE  INVITED  TO  GUESS 

A  "WORLD  SERIES"  contest  among  agency, 
pdvertiser,  and  network  people  has  been 

launched  by  KELO-AM-TV  Sioux  Falls,  KELO- 
TV's  satellite  KDLO-TV  Florence,  S.  D.,  and 
WLOL   Minneapolis.     The   contest    will  run 

Neither  High  Road  Nor  Low  Road  for  WISN 

TO  POINT  UP  its  new  "Musicana"  format, 
WISN  Milwaukee,  is  employing  "maestros" 
rather  than  disc  jockeys. 

The  maestros  earn  this  fancier  title  be- 
cause of  the  care  with  which  they  prepare 

their  programs  to  maintain  the  tone  and 

quality  of  the  "new  listen"  and  the  in- 
dividualistic techniques  with  which  they 

present  them,  according  to  John  B.  Soell, 
manager  of  WISN-AM-TV  and  his  assis- 

tant manager  for  radio,  Carl  Zimmermann. 

"When  they  prepare  their  programs,  they 
start  with  a  basic  policy,  Mr.  Zimmermann 

explains.  "The  artists  must  be  well  known 
.  .  .  the  music  must  not  scream  or  shout 
at  the  listener.  Tempo  is  then  considered. 
Because  the  music  is  smooth  does  not  mean 
it  must  drag  or  become  monotonous.  At 
least  every  third  selection  must  have  a 
beat  but  definitely  not  a  blues  or  rock-and- 

roll  beat." 
Although  music  is  the  focal  point,  the 

station's  format  also  includes  news,  sports 
and  network  shows  (predominantly  ABC, 
with  one  NBC  and  one  CBS  show  on  Sun- 
day). 

"To  know  and  present  this  music,  WISN 
employs  five  of  Milwaukee's  and  Wiscon- 

sin's most  competent  and  popular  air  per- 
sonalities," says  Mr.  Zimmermann. 

They  are  The  Little  Maestro  With  the 
Long  White  Beard  (in  real  life  Bob  Peter- 

son), who  is  on  in  the  early  morning  hours, 

and  Maestros  Bill  Bramhall,  Jack  Denton, 
Tom  Lambert  and  Don  Froelich,  who  are  on 
at  various  times  throughout  the  day  and 
evening.  Bramhall  is  featured  from  noon 
to  3  p.m.  for  housewives,  and  Jack  Denton 
is  on  hand  for  an  additional  audience  of 

teenagers  coming  home  from  school  be- 
tween 3  and  6  p.m.  Tom  Lambert  carries 

a  more  sophisticated  after-dinner  show,  and 
the  9  p.m.  to  midnight  stretch  belongs  to 
Don  Froelich. 

Network  shows  get  their  biggest  play  in 

the  9  a.m.  to  noon  section  of  the  day's  pro- 
gramming and  include  Breakfast  Club,  se- 

rials, and  music  programs.  Network  news 
and  sports  are  spotted  at  other  times 
throughout  the  day. 

Letters  of  praise  for  the  new  WISN 
format  have  been  rolling  in  both  from 
agencies  and  the  listening  public. 

Typical  of  the  agency  comments  is  one 
from  James  Doolittle,  radio-tv  director  of 
Klau-Van  Pietersom-Dunlap,  Milwaukee: 

"Perhaps  the  simple,  most  important  ele- 
ment in  station  programming  is  to  reach 

an  audience  with  programs  the  majority  of 
people  will  listen  to.  WISN  reaches  that 
level  of  people  who  are  in  the  better  posi- 

tion to  buy  or  influence  the  purchaser  of 

advertised  products.  I  personally  can't  be- 
lieve that  the  rock-and-ro'l  enthusiasts  or 

other  musical  fadists  exert  much  influence 

when  it  comes  to  purchasing  power  .  .  ." 
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thiough  the  last  four  weeks  of  the  baseball 
season,  with  a  weekly  prize  awarded  to  the 
contestant  guessing  closest  to  the  total  number 
of  runs  that  will  be  scored  in  both  the  National 
and  American  leagues  in  that  week.  For  the 
first  three  weeks,  portable  tv  sets  will  be  award- 

ed; for  World  Series  week,  a  color  tv  set  will 
go  to  the  winner. 

WBUF  (TV)  USING  RADIO  SPOTS 

NBC,  in  double-barreled  effort  to  promote  full- 
time  network  status  of  its  Buffalo  o&o,  WBUF 
(TV),  ch.  17,  will  use  sound  to  promote  sight. 
Starting  at  end  of  month,  network  will  launch 
round-the-clock  radio  announcement  campaign 
on  WEBR,  WKBW  and  WBNY  all  Buffalo. 

Grey  Adv.,  N.  Y.,  is  NBC's  agency.  Subject 
of  week-long  radio  blitz:  Completion  of 

WBUF's  new  transmitting  tower. 

TV  PIPER  LEADS  KIDS  TO  THEATRE 

KPHO-TV  Phoenix  reported  the  "SRO"  sign 
was  hung  out  Labor  Day  by  the  large  Fox  Thea- 

tre there  when  the  station's  Wallace  Snead 
acted  as  m.c.  for  a  special  children's  cartoon 
performance  patterned  after  Mr.  Snead's  Wal- lace Watcher  Club  tv  show.  More  than  500 

children  were  turned  away,  KPHO-TV  said, 
quoting  the  theatre  manager  as  saying  the  tie- 

in  promotion  "proves  the  influence  of  televi- 
sion." Members  of  Wallace  Watcher  Club  got 

reduced  admission  tickets  by  showing  their  tv 
membership  cards. 

POLLING  PRESIDENTIAL  CHOICES 

WALTER  W1NCHELL  launched  his  post-card- 
poll-for-President  project  on  his  MBS  program 
on  Sept.  9  (Sun,  6-6:15  p.m.  EDT),  and  asked 
listeners  to  indicate  their  preference  and  also 
if  they  plan  to  switch  their  votes  this  year.  Mr. 
Winchell  has  arranged  with  the  Reuben  H.  Don- 

nelly Corp.,  mail  handling  specialists,  to  tally 
and  record  postcards  addressed  to  him  at  Box 

711,  New  York  City.  The  newscaster  will  an- 
nounce the  results  on  his  Oct.  7.  broadcast. 

ISLAND  TOURISTS  TAPED 

CJRW  Summerside,  P.E.I.,  has  a  special  tourist 
program  Hi  Neighbor!  with  interviews  of  tour- 

ists coming  to  the  Canadian  island  province  on 
the  Atlantic  Coast.  CJRW  interviews  tourists 
while  they  are  crossing  from  the  mainland  on 
the  ferries  plying  Northumberland  Strait  and 
airs  the  taped  interviews.  To  make  sure  the 
tourists  touch  at  Summerside,  they  are  given 
gift  vouchers  redeemable  at  stores  sponsoring 
the  program.  Last  year  90%  of  the  vouchers 
were  redeemed. 

KPIX  (TV)  HOLDS  GYM  PREVIEW 

KPIX  (TV)  San  Francisco  held  a  "sneak  pre- 
view" and  luncheon  for  the  press  at  a  local 

gymnasium  to  publicize  the  motion  picture 

"Champion,"  starring  Kirk  Douglas  and  shown 
on  the  station's  Big  Movie  program.  The  pro- 

motion took  place  at  Newman  and  Herman's 
gym,  a  training  center  for  professional  fighters. 

MISS  COLOR  TV  CHOSEN 

TWENTY-one-year-old  Ann  Daly  of  Ridge- 
wood,  N.  J.,  was  picked  last  week  from  among 
473  contestants  as  Miss  Color  Tv  1957  by 
WRCA-TV  New  York.  The  winner  of  the 
six-week-long  search,  who  will  be  featured 

prominently  in  the  station's  forthcoming  "color 
tv  week,"  will  receive,  for  her  troubles,  a  new 
RCA  color  tv  set  and  a  two-week  vacation  for 
two  at  the  Concord  Hotel,  Kiamesha  Lake,  New 
York.  She  will  m^ke  aopearances  on  station 
and  network  (NBC)  shows. 

U.  S.  Visit  Planned 

By  Royal  Commission 

CANADA'S  Royal  Commission  on  Broad- 
casting, which  for  months  has  been  considering 

dominion  broadcast  policy  problems,  plans  to 
visit  New  York  and  Chicago  for  discussions 
of  various — and  far-reaching — phases  of  this 

country's  system  of  free  broadcasting. 
Before  it's  U.  S.  visit,  the  commission  also 

plans,  during  its  current  sittings  in  Ottawa,  to 
take  evidence  on  subscription  television  from 
one  and  possibly  two  of  the  principal  U.  S. 
advocates  of  pay  tv.  Zenith  Radio  Corp.,  pro- 

ponent of  the  Phonevision  pay  television  sys- 
tem, is  slated  to  appear  and  Skiatron  Electronics 

&  Television  Corp.  (Subscribervision)  may  be 
on   hand.    Famous   Players   Canadian  Corp., 

which  has  the  Canadian  franchise  for  Inter- 
national Telemeter,  also  will  be  heard. 

The  pay-tv  sessions  are  scheduled  for  Sept. 
21,  and  perhaps  Sept.  22,  and  the  commission 
has  left  the  way  open  for  U.  S.  opponents  of 
pay  television  to  present  their  own  views  on 
the  subject  if  they  wish. 

The  commission — whose  major  problem  is 
to  find  a  solution  to  the  Canadian  Broadcasting 

Corp.'s  financial  difficulties — expects  to  wind 
up  its  public  hearing  in  Ottawa  about  the  sec- 

ond week  of  October  and  plans  then  to  move  to 
Chicago  and  New  York  for  private  sessions. 
The  group,  headed  by  Chairman  R.  M.  Fowler, 
is  scheduling  a  three-day  visit  to  New  York 
Oct.  17-19  and  is  undertaking  to  set  up  private 
— and  separate — conferences  with  officials  of 
CBS  and  NBC  regarding  their  respective 
methods  of  operating,  especially  in  television. 
Among  the  subjects  the  commission  would 

AT  ANY  TIME  OF  DAY 

CHANNEL  lO  GETS  THE 

BIGGEST  ROCHESTER 

AUDIENCES! 

moRnmcs... 

'  63*4% 

AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 
LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR.  1956) 

RfTERnoons . . . 

54.6% 
AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 
LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR.. 1956) 

EVEMRGS . 

AVERAGE  WEEKLY  SHARE  OF  AUDIENCE 
LATEST  AVAILABLE  TELEPULSE  FOR  ROCHESTER  (MAR.  1956) 

V/RITE  US  TODAY  FOR 
CHOICEST  AVAILABILITIES 
IN  ROCHESTER! 

CHA 
VHF 

125,00  0  WATTS 

OPERATED  SHARE  TIME  BY 
WHEC-TV     AND  WVET-TV 

CIS    BASIC       •       ABC  AFFILIATE 

ROCHESTER,  N.Y. 

EVERETT-Mc KINNEY,  INC.  •  NATIONAL  REPRESENTATIVES  •  THE  BOLLING  CO.,  INC. 
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INTERNATIONAL 

Hour  in  Question 

THE  Independent  Television  Authority, 

which  operates  all  commercial  tv  sta- 
tions in  the  United  Kingdom,  has  asked 

the  British  Postmaster  General  for  per- 
mission to  telecast  programs  during  the 

6-7  p.m.  hour,  now  blacked  out  on  the 
theory  that  the  absence  of  tv  makes  it 
easier  for  mothers  to  get  their  children  to 
bed. 

Its  appeal  to  end  the  60-minute  break 
does  not  come  as  a  result  of  advertiser 

pressure,  according  to  London's  Com- mercial Television  News,  which  reports: 

"The  sole  reason  is  to  ensure  continuity 
of  programming  .  .  .  research  charts 
show  clearly  that  the  audience  grows 
steadily  during  the  afternoon  and  has  to 

start  rebuilding  from  7  p.m.  onwards." 
The  News  quotes  an  ITA  executive  that 
"those  who  h  ave  drifted  away  during  the 
break  period  may  forget  to  come  back 

when  transmissions  are  resumed."  BBC 
reportedly  is  opposing  any  change  in  the 
present  arrangement. 

like  network  information  on  are  the  determina- 
tion of  broadcast  policies;  organizational  struc- 

tures; network  operation  details;  revenues  from 
networking  as  against  revenues  from  owned 
stations;  affiliation  policies;  relationship  of  net- 

works with  Canadian  broadcasters;  discounts 
to  sponsors;  how  tv  program  budgets  are  set 
up;  agency  vs.  network  control  of  programs; 
color  television,  video  tape  recording  and  other 
new  developments  and  the  effect  they  may  have 
on  tv  economics;  the  uhf-vhf  problems,  and  the 
outlook  for  radio. 

Italian  Publishers  Protest 

RAI  Commercial  Tv  Plans 

A  DELEGATION  of  Italian  newspaper  pub- 
lishers has  protested  to  the  Italian  Government 

against  planned  commercial  television  of  RAI, 
Italian  Radio  &  Television  Service.  Presently, 

the  RAI  radio  service  is  operated  on  a  semi- 
commercial  basis  while  a  switch  in  the  tv  serv- 

ice from  non-commercial  operations  to  an  ad- 
vertising basis  was  formally  planned  for  this 

fall. 

The  publishers'  argument  is  that  RAI,  as 
the  state's  broadcasting  monopoly,  has  no  right 
to  operate  in  the  field  of  advertising.  They 
point  to  Article  43  of  the  Italian  Constitution 
which  prohibits  the  state  to  take  over  private 
segments  of  the  economy  and  to  enforce  its 

monopolies.  The  publishers  added  that  RAI's 
operations  are  in  direct  competition  to  other 
media  and  independence  of  the  press  thus  is 
in  danger. 

Original  plans  for  the  introduction  of  com- 
mercial tv  in  Italy  called  for  about  30  min- 

utes of  commercial  segments  before  and  30 

minutes  after  the  usual  (non-commercial)  pro- 
grams of  RAI.  State-owned  SIPRA  (Societa 

Italiana  Publicita  per  Azioni)  plans  to  handle 
the  commercial  segments.  No  rates  for  the 
commercial  segments  have  yet  been  announced 
officially,  but  observers  believe  that  future  rates 
will  be  at  the  lire  equivalent  of  about  $500  to 
$1,000  for  every  three  minutes. 

Launching  of  advertising  in  Italian  tv  is 

most  likely  to  be  postponed  beyond  the  origi- 
nal fall  date.  A  meeting  of  SIPRA,  which  had 

been  set  for  Torino  and  at  which  details  were 
to  be  discussed  for  an  early  introduction  of 
commercial  tv,  has  been  postponed. 

Meantime,  set  sales  in  Italy  are  booming. 
New  viewers  added  during  the  first  quarter  of 
this  year  were  estimated  at  70,000,  which  is 

only  slightly  less  than  the  four-quarter  total 
of  1954,  the  first  year  of  regular  tv  in  Italy. 

Observers  agree  that  almost  all  of  the  latest 
success  of  tv  in  Italy  must  be  credited  to  one 

single  program,  Lascia  o  Raddoppia? .  the  Ital- 
ian version  of  the  $64,000  Question. 

CBC  Charged  With  Playing 

In  Game,  Being  Umpire  Too 

REGULATORY  POWERS  and  operational  ac- 
tivities of  the  Canadian  Broadcasting  Corp. 

should  be  divorced,  the  Canadian  Chamber  of 

Commerce  told  the  Canadian  Royal  Commis- 
sion on  Broadcasting  at  the  Sept.  10  session 

at  Montreal. 

At  this  first  reconvened  post-summer  session 
of  the  commission,  the  Canadian  Chamber  of 
Commerce  stated  that  the  CBC  is  in  unfair 

competition  with  private  stations  and  that  the 

CBC  board  of  governors  is  hamstrung  in  a 
conflict  of  interests  between  its  own  operations 
and  those  of  private  stations.  The  spokesman 

for  the  organization  stated  "in  baseball,  you 
can't  play  in  the  game  and  be  umpire." Commission  chairman  R.  M.  Fowler  said 

his  investigating  body  has  yet  to  hear  specific 
examples  of  unfair  competition  by  the  CBC. 
He  questioned  the  spokesman  for  the  Canadian 
Chamber  of  Commerce  at  length  to  find  proof 
of  any  unfair  competition  with  private  stations, 
but  no  single  case  was  supplied. 
A  number  of  other  briefs  were  heard  the 

first  week  of  the  reconvened  sessions  including 

some  for  the  present  radio-television  status  and 
some  asking  for  encouragement  of  private  sta- 

tion networks,  not  presently  permitted  by  the 

CBC. 

U.  S.  Broadcasters  to  Relate 

Selling  Ideas  to  Canadians 

SUCCESSFUL  United  States  selling  ideas  in 
radio  and  television  are  to  be  unfolded  before 

the  Canadian  regional  broadcasters  meeting  at 

Hamilton,  Ont.,  Oct.  21-23.  To  inform  mem- 
bers of  the  Central  Canada  Broadcasters  Assn. 

annual  meeting  at  the  Royal  Connaught  Hotel, 
Hamilton,  on  latest  selling  techniques,  a  large 
number  of  U.  S.  broadcasters  have  announced 
their  intention  to  attend  the  sessions. 

Included  are  Elmer  O.  Wayne,  general  sales 
manager  of  WJR  Detroit;  Robert  B.  Jones  Jr., 
general  manager  of  WFBR  Baltimore;  Ralph 
Brent,  vice  president  of  WIP  Philadelphia; 

Robert  Swezey,  general  manager  of  WDSU- 
AM-FM-TV  New  Orleans;  Elmo  Ellis,  WSB 
Atlanta;  Easter  Straker,  WIMA  Lima,  Ohio,  and 

Carl  E.  Lee,  vice  president,  WKZO-AM-TV 
Kalamazoo,  Mich. 

Tv  Set  Sales  Down  in  Canada 

WHILE  SALES  of  television  sets  to  dealers 

were  up  to  36,031  sets  in  July  1956  compared 
to  27,595  in  July  1955,  total  sales  of  television 
receivers  for  the  first  seven  months  of  1956 
were  down  from  273,518  last  year  to  252,227, 

according  to  figures  released  by  the  Radio- 
Electronics-Television  Mfrs.  Assn.  of  Canada. 

Radio  receiver  sales,  on  the  other  hand,  were 
up  in  the  first  seven  months  of  this  year  to 
275,877  sets  compared  to  247,425  in  the  same 
period  last  year. 

I Going  Our  Way! 

Abner  A.  Wolf,  President,  Abner  A.  Wolf,  Inc.,  the  Nation's  Largest 
Food  Distributors,  and  J.  E.  Campeau,  President  CKLW-TV  Detroit, 

sign  a  750  hour,  52  week  contract  to  promote  over  CKLW-TV, 

national  brands  sold  in  all  AW  Independent  Markets  in  this  region. 

PROOF  again  of  the  confidence  men  closest  to  this  market  have  in 

the  SELL  APPEAL  of  this  powerful  325,000  watt  station.  Why  not 

find  out  what  CKLW-TV  or  CKLW  Radio  can  do  for  you? 

*Show  title  featuring  full-length 
Hollywood  movies  every  Friday 
afternoon  at  I  p.m. 

FOR  RESULTS  IN  THE  DETROIT  AREA,  IT'S 

CKLW-TV 

Channel  9 

CKLW 

800  KC 

GUARDIAN  BLDG.   •  DETROIT  26,  MICH. 
ADAM  YOUNG,   INC.     National  Roprettntative 
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Station  Authorizations,  Applications 

(As  Compiled  by  B  •T) 

September  6  through  September  12 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  vhf — 

very  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,  w — watts,  mc — megacycles.   D — day.   N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
STA — special  temporary  authorization. 

Am-Fm  Summary  through  Sept.  12 
Appls.  In On  Pend-  Hear- 

Alr       Licensed     Cps        ing  ing 
Am       2,905  3,052  156  282  132 
Fm  522  547  33  8  1 

FCC  Commercial  Station  Authorizations 

As  of  August  31,  1956 

Licensed  (all  on  air) 
Cps  on  air 
Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  August 
Cps  deleted  in  August 
*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  Fm  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

Tv  Summary  through  Sept.  12 

Total  Operating  Stations  in  U.  S.: 
Vhf  Uhf 

Commercial 
Noncom.  Educational 367 17 

90 

5 
Total 

4571 

222 

Grants  since  July  7  7,  7952: 

Am 
Fm 

Tv 
2,885 515 

200 

54 

10 

307 
112 

20 
113 

3,051 
545 

620 185 1 123 
268 9 49 

127 
0 72 

157 4 

28 

923 
74 326 1 6 0 

1 0 0 

(When  FCC   began  processing  applications 
after  tv  freeze) 

>  170  cps  (33  vhf  137  uhf)  have  been  deleted. 
3  One  educational  uhf  has  been  deleted. 
*  One  appUcant  did  not  specify  channel. 
i  Includes  44  already  granted. 
Includes  690  already  granted. 

=  ii 

It  = 

T^mark
able 

ROCKFORD 

at  the 

TOP 
in  Illinois 

Vhf Uhf Total 
Commercial 332 314 

646i 

Noncom.  Educational 

23 

21 

44s 

Applications 

filed 
since  April 

M, 

7952: 

(When  FCC began processing 
applications after  tv  freeze) 

New Amend.  Vhf 
Uhf 

Total Commercial 
1,016 

337  796 

557 

1,3543 

Noncom.  Educ. 

61 34 

27 

61* 

Total 
1,077 

337  830 
584 

1.4155 

In  lliis  £r<'at  market  onlv 
WHOK  ri';i<  lics  I  In-  whole 

aiiilii  iii  i'  willi  ils  broadcasts 

of 
Local  Sports 

Remote  Coverage  of  Civic  Events 
U.  of  Illinois  Football  &  Basketball 

'Mi 

John  Dixon (ion.  Mgr. 
H  -  K 

Nut'l.  Keps 

No.  1  for  over  30  years 

=    ̂ iiiiiiiimiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiii?  = 

^iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiMiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiR 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

Roanoke,  Ind. — Sarkes  Tarzian  Inc.  (WTTS- 
WTTV  [TV]  Bloomington,  Ind.)  granted  uhf  ch. 
21  (512-518  mc);  ERP  251  kw  vis..  129  kw  aur., 
ant.  height  above  average  terrain  760  ft.,  above 
ground  753  ft.  Estimated  construction  cost 
$345,222,  first  year  operating  cost  $300,000,  revenue 
$275,000.  Post  office  address  539  S.  Walnut  St., 
Bloomington,  Ind.  Studio  and  trans,  location  on 
Butler  St.,  .44  mile  east  of  intersection  with 
Hillegas  Rd.,  near  Fort  Wayne,  Ind.  Geographic 
coordinates  41°  06'  30"  N.  Lat.,  85°  13'  45"  W.  Long. 
Trans,  and  ant.  RCA.  Legal  counsel  A.  L.  Stein, 
Washington.  Consulting  engineer  Kear  &  Ken- 

nedy, Washington.  Principals  include  Pres. 
Sarkes  Tarzian  (51%);  Sec.-Treas.  Mary  Tarzian 
(17%);  Thomas  T.  Tarzian  (16%),  and  Patricia  J. 
Tarzian  (16%).  Ch.  21  is  assigned  to  Fort  Wayne, 
but  Roanoke  is  within  15-mile  eligibility  area. 
Announced  Sept.  6. 

Sucesion  Louis-Pirallo  Castellanos;  Depart- 
ment of  Education  of  P.  R.,  both  Mayaguez,  P.  R. 

— Designated  for  hearing  applications  for  new 
tvs  in  consolidated  proceeding  with  Ponce  de 
Leon  Bcstg.  Co.  of  P.  R.  Applicants  are  seeking 
ch.  3.  Announced  Sept.  6. 

APPLICATION 

Sioux  Falls,  S.  D.— Morton  H.  Henkin,  vhf  ch. 
13  (210-216  mc);  ERP  18.79  kw  vis.,  11.27  kw  aur.; 

Represented    by    Oevney    &  C 

Broadcasting    •  Telecasting 

ant.  height  above  average  terrain  690  ft.,  above 
ground  673  ft.  Estimated  construction  cost  $197,- 
857,  first  year  operating  cost  $150,000,  revenue 
$180,000.  Post  office  address  rr  Morton  H.  Henkin. 
317  S.  Phillips  Ave.,  Sioux  Falls.  Studio  location 
317  S.  Phillips  Ave.,  Sioux  Falls.  Trans,  location 
Springdale  Township.  Geographic  coordinates 
43°  28"  45"  N.  Lat.,  96°  41'  06.5"  W.  Long.  Trans, 
and  ant.  RCA.  Legal  counsel  Segal,  Smith  & 
Hennessey,  Washington.  Consulting  engineer 
George  C.  Davis,  Washington.  Sole  owner  Morton 
H.  Henkin  is  50%  owner  of  KSOO  Sioux  Falls. 
Filed  Sept.  6. 

APPLICATION  AMENDED 

Casper,  Wyo. — Donald  Lewis  Hathaway's  appli- 
cation seeking  cp  for  new  tv  to  operate  on  ch.  6 

amended  to  change  ERP  to  12.9  kw  vis.,  6.45  kw 
aur.,  change  type  ant.  and  make  other  equipment 
changes.  Amended  Sept.  6. 

Existing  Tv  Stations  .  .  . 

ACTIONS  BY  FCC 

WTTV  (TV)  Bloomington,  Ind— Is  being  ad- 
vised that  application  for  authority  to  change 

trans,  location,  change  type  ant.  and  make  other 
equipment  changes  indicates  necessity  of  hearing. 
Announced  Sept.  6. 
KICA-TV  Clovis,  N.  M. — Granted  applications 

for  private  tv  intercity  relay  system  between 
Amarillo,  Tex.,  and  Clovis  for  off-the-air  pickup 
of  programs  of  ch.  4  KGNC-TV  Amarillo,  near 
Hereford,  relayed  to  station  near  Bovina,  and 
transmitted  from  this  point  to  KICA-TV  (ch.  12) 
trans.  Announced  Sept.  10. 
WSYE-TV  Elmira,  N.  Y.— Granted  mod.  of  cp 

to  change  ERP  to  10  kw  vis.,  5  kw  aur.,  install 
DA  and  make  other  equipment  changes.  An- nounced Sept.  11. 

APPLICATION 

WINT  (TV)  Waterloo,  Ind.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  to  change  ERP  to  470 
kw  vis.,  254  kw  aur.,  change  type  ant.  and  make 
other  equipment  changes.  Filed  Sept.  11. 

APPLICATION  AMENDED 

WNHC-TV  New  Haven,  Conn.— Amended  to 
change  name  to  Triangle  Publications  Inc. Amended  Sept.  6. 

A  new  and  different 

kind  of  sports  program 

39  action-filled  quarter  hours  cover- 
ing all  sports.  From  football  to  ice 

hockey  .  .  .  basketball  to  figure  skat- 
ing. Features  Bud  Wilkinson,  Amer- 

ica's leading  football  coach  and  a 
fine  television  personality.  Specially 
filmed  slow  motion  sequences  on  all 
sports  .  .  .  guest  appearances  by 

leading  personalities  like  Wes  San- 
tee,  Barbara  Ann  Scott,  Allie  Rey- 

nolds, Doak  Walker,  and  a  host  of 
others.  Helps  spectators  get  more 
fun  out  of  watching  and  participants 
perform  more.  Entertains  the  whole 
family.  Priced  realistically,  ready  for 
immediate  release.  Get  all  the  facts 

now,  call  CEntral  6-8955. 

SPOIITMTE,  INC. 

20  N.  WACKER  DRIVE 

CHICAGO.  ILLINOIS 
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Translators  .  .  . 

ACTIONS  BY  FCC 

Bishop,  Calif. — James  R.  Oliver  granted  chs. 
70  and  72  to  rebroadcast  ch.  2  KNX-TV  Los  An- 

geles and  ch.  4  KRCA  (TV)  Los  Angeles,  respec- 
tively. Trans,  output  power  10  w,  ERP  to  com- 
munity 83  w.  Post  office  address  P.  O.  Box  757, 

Bishop.  Estimated  population  to  be  served  6,500. 
Announced  Sept.  6. 
Hawthorne-Babbitt,  Nev. — Mt.  Grant  Television 

Booster  Service  Corp.  granted  ch.  70.  Trans, 
output  power  10  w.  ERP  to  community  98  w. 
To  rebroadcast  KRON-TV  San  Francisco,  Calif. 
Estimated  total  population  to  be  served  7,500. 
Estimated  construction  cost  $4,000,  first  year  op- 

erating cost  $750.  Announced  Sept.  6. 

New  Am  Stations 

ACTIONS  BY  FCC 

Fry,  Ariz. — Carleton  W.  Morris  granted  1420  kc, 
1  kw  D.  Post  office  address  P.  O.  Drawer  C, 
Lowell  Station,  Bisbee,  Ariz.  Estimated  construc- 

tion cost  $25,400.01,  first  year  operating  cost  $21,- 
966,  revenue  $26,973.  Mr.  Morris,  sole  owner,  is 
owner  of  KSUN  Bisbee  and  KAWT  Douglas,  Ariz. 
Announced  Sept.  6. 
Phoenix,  Ariz. — Grand  Canyon  Broadcasters' application  seeking  cp  for  new  am  to  operate  on 

1540  kc,  1  kw  D,  returned.  (Dated  wrong.)  Action 
Sept.  11. Sepia  Bcstg.  Co.,  Little  Rock,  Ark.;  Radio  Pine 
Bluff,  Pine  Bluff,  Ark. — Designated  for  consoli- 

dated hearing  on  applications  for  new  ams  to 
operate  on  1590  kc.  1  kw  D.  Announced  Sept.  12. 
Ridgecrest,  Calif. — FCC  denied  protests  and 

petitions  for  reconsideration  by  KDOO  Ridge- 
crest and  KRCK  Ridgecrest,  directed  to  Com- 

mission's July  11  grant  of  application  of  Ian  S. Lansdown  for  new  am  KRKS  to  operate  on 
1240  kc,  250  w  unl.,  in  Ridgecrest.  Announced 
Sept.  10. 

Golden,  Colo. — Golden  Radio  Inc.  granted  1250 
kc,  1  kw  D.  Post  office  address  785  Detroit, 
Denver,  Colo.  Estimated  construction  cost  $17,850, 
first  year  operating  cost  $57,000,  revenue  $61,000. 
Principals  are  Pres.  William  H.  Finch  (5.68%), 
39.69%  owner  of  KCSR  Chadron,  Neb.;  Secy.- 
Treas.  Robert  W.  Fouse  (5.68%),  39.69%  owner 
of  KCSR:  Vice  Pres.  Conrad  F.  Schader  (25%), 
KTLN  Denver  employe;  Fred  D.  Fouse  (31.81%), 
20.61%  owner  of  KCSR,  and  Rachel  R.  Fouse 
(31.81%),  housewife.  Announced  Sept.  12. 
Madison,  Fla.— FCC  denied  protest  by  WCNH 

Quincy,  Fla.,  directed  against  Commission's  ac- tion of  July  18  granting  without  hearing  applica- 
tion of  Norman  O.  Protsman  for  cp  for  new  am 

to  operate  on  1230  kc,  250  w  specified  hours,  in 
Madison.   Announced  Sept.  6. 
Punta  Gorda,  Fla. — Deep  South  Radioways'  ap- plication seeking  cp  for  new  am  to  operate  on 

1340  kc,  1  kw  specified  hours,  returned.  (Re 
notarization.)   Action  Sept.  11. 
Tampa,  Fla. — Robert  W.  Rounsaville's  applica- tion seeking  cp  for  new  am  to  be  operated  on 

1010  kc,  10  kw  D,  dismissed  at  request  of  attorney. Action  Sept.  11. 
E.  D.  Covington  Jr.,  Winter  Garden,  Fla. — 

Designated  for  hearing  application  for  new  am 
to  operate  on  1330  kc,  500  w  D,  in  consolidated 
proceeding  with  applications  for  new  am  stations 
of  Polk  Radio  Inc.,  1330  kc,  1  kw  D,  in  Lakeland. 
Fla.,  and  Duane  F.  McConnell  on  1320  kc,  500  w 
D,  in  Winter  Haven,  Fla.   Announced  Sept.  6. 
Wayne  Bcstg.  Co.,  Jesup,  Ga. — Designated  for 

hearing  on  application  for  new  am  to  operate 
on  990  kc,  1  kw  D;  WBGR  Jesup  made  party  to 
proceeding.  Announced  Sept.  12. 

Portland,  Me. — Casco  Broadcasters  Corp.  grant- 
ed 1310  kc,  1  kw  D.  Post  office  address  223  Lisbon 

St.,  Lewiston,  Me.  Estimated  construction  cost 
$16,896.30,  first  year  operating  cost  $67,500,  reve- 

nue $70,000.  Principals  include  Pres.  Sherwood  J. 
Tarlow  (49%),  gen.  mgr.,  sole  owner  of  WHIL 
Medford,  Mass.,  pres.,  60%  owner  of  WGUY 
Bangor,  Me.;  Vice  Pres.  Melvin  L.  Stone  (25%). 
pres.,  49.865%  owner  of  WRUM  Rumford,  Me., 
55.493%  owner  of  WGHM  Skowhegan,  Me.,  and 
Treas.  Faust  Couture  (25%),  pres.,  98%  owner  of 
WCOU  Lewiston,  Me.,  and  WFAU  Augusta,  Me. 
Announced  Sept.  12. 

Portland,  Ore. — James  R.  Roberts  granted  1010 
kc,  1  kw  D.  Post  office  address  909  Michigan  Ave., 
Farmington,  Mo.  Estimated  construction  cost 
$15,000,  first  year  operating  cost  $40,000,  revenue 
$50,000.  Mr.  Roberts  has  had  engineering  training. 
His  parents,  Cecil  W.  and  Jane  A.  Roberts,  own 
KREI  Farmington,  KBIA  Columbia,  KCHI  Chil- 
licothe,  all  Mo.,  WINI  Murphysboro,  111.,  and 
KCRB  Chanute,  Kan.    Announced  Sept.  6. 

Erie,  Pa. — Joseph  P.  Wardlaw  Jr.'s  application 
seeking  cp  for  new  am  to  operate  on  1570  kc,  250 
w  D,  dismissed  at  request  of  attorney.  Action 
Sept.  11. 
Warwick,  R.  I. — West  Shore  Bcstg.  Co.  granted 

1590  kc,  1  kw  D.  Post  office  address  30  Hannah 
Dr.,  Warwick.  Estimated  construction  cost  $19,879. 
first  year  operating  cost  $36,400,  revenue  $45,500. 
Principals  are:  Vice  Pres. -Treas.  David  L.  Stack- 
house  and  his  sister  Anna  F.  Stackhouse,  joint 
owners  of  50%  of  outstanding  stock,  and  Mr.  and 
Mrs.  James  C.  Coffey,  joint  owners  of  remaining 
50%.  All  principals  have  real  estate  interests. 
Announced  Sept.  6. 

San  Saba,  Tex. — Radio  San  Saba  granted  1410 
kc,  500  w  D.  Post  office  address  1601  Rindie  St., 

Irving,  Tex.  Estimated  construction  cost  $15,800, 
first  year  operating  cost  $26,000,  revenue  $30,000. 
Principals  are  equal  owners  J.  Earl  Webb,  paint- 

ing contractor,  and  Gilbert  T.  Webb,  commercial 
manager  of  KSWA  Graham,  Tex.  Announced 

Sept.  12. Great  Western  Radio  Co.,  Midland,  Tex.;  John 
Jack  Bentley,  Stanton,  Tex.— Designated  for  con- 

solidated hearing  applications  for  new  ams  to 
operate  with  1  kw  D,  Great  Western  on  1580  kc 
and  Bentley  on  1600.  Announced  Sept.  6. 

Spokane,  Wash. — Robert  D.  and  Martha  M. 
Rapp  granted  1380  kc,  5  kw  D.  Post  office  address 
1804  Paris  Rd.,  Columbia,  Mo.  Mr.  Rapp  is  former 
Air  Force  communications  officer  and  has  been 
serving  as  general  manager  of  KBIA  Columbia. Announced  Sept.  6. 
Walla  Walla,  Wash. — Leader  Bcstg.  Co.  granted 

1540  kc,  1  kw  D.  Post  office  address  68  Boyer 
Dr.,  Walla  Walla.  Estimated  construction  cost 
$16,950,  first  year  operating  cost  $36,000,  revenue 
$42,000.  Principals  include  Arch  Le  Roux  (70%), 
free-lance  announcer,  producer;  La  Salle  Le 
Roux  (15%),  sporting  goods,  and  Dale  Issenhuth 
(15%),  chairman  of  board,  30%  stockholder  of 
Superior  Plastics  Corp.,  manufacturer  of  elec- 

tronics parts.   Anounced  Sept.  6. 
Fairbanks,  Alaska  —  Radio  Anchorage  Inc. 

granted  1240  kc,  250  w  unl.  Post  office  address 
P.  O.  Box  1960,  Anchorage,  Alaska.  Estimated 
construction  cost  $8,000,  first  vear  operating  cost 
$72,000,  revenue  $84,000.  Radio  Anchorage  Inc.  is 
licensee  of  KBYR  Anchorage.  Announced  Sept. 
12. 

APPLICATIONS 

Eureka,  Calif. — Independent  Broadcasters,  690 
kc,  5  kw  D.  Post  office  address  P.  O.  Box  1109, 
Medford,  Ore.  Estimated  construction  cost  $28,- 
588,  first  year  operating  cost  $50,000,  revenue 
$60,000.  Principals  include  C.  E.  Wilson  (45%) 
and  P.  D.  Jackson  (45%),  owners  of  KBOY  Med- 

ford, Ore.,  and  KLAD  Klamath  Falls,  Ore.,  and 
C.  B.  Field  (10%),  chief  engineer  at  KBOY.  Filed 
Sept.  11. 

Cocoa,  Fla. — Emerson  W.  Browne,  1350  kc,  1 
kw  D.  Post  office  address  P.  O.  Box  632,  Quit- 

man, Ga.  Estimated  construction  cost  $12,050, 
first  year  operating  cost  $24,000,  revenue  $36,000. 
Mr.  Browne  is  owner  of  WSFB  Quitman,  and 
owns  33.3%  of  WCLB  Camilla,  Ga.  Filed  Sept  11. 
Ashburn,  Ga. — Thomas  D.  Pickard,  1570  kc,  1 

kw  D.  Post  office  address  P.  O.  Box  434,  Tifton, 
Ga.  Estimated  construction  cost  $15,635,  first  year 
operating  cost  $27,500.  revenue  $36,000.  Mr.  Pick- 

ard holds  real  estate  interests.  Filed  Sept.  11. 
Coeur  D'Alene,  Idaho — Radio  Actives,  1050  kc, 

250  w  D.  Post  office  address  P.  O.  Box  123,  Op- 
portunity, Wash.  Estimated  construction  cost 

$13,036,  first  year  operating  cost  $36,000,  revenue 
$42,000.  Principals  are  equal  partners  Robert  L. 
Swartz  and  Arthur  R.  MacKelvie,  co-owners  of 
KZUN  Opportunity.  Filed  Sept.  11. 
Pocatello,  Idaho — Pocatello  Radio  Inc.,  540  kc, 

500  w  D.  Post  office  address  %  Don  W.  Burden, 
511  S.  17th  St.,  Omaha,  Neb.  Estimated  construc- 

tion cost  $23,035,  first  year  operating  cost  $39,520, 
revenue  $56,520.  Applicant  is  wholly-owned  sub- 

sidiary of  KOIL  Omaha,  Neb.  Filed  Sept.  11. 
Cedar  Falls,  Iowa — Jane  A.  Roberts,  1250  kc, 

500  w  D.  Post  office  address  909  Michigan  Ave., 
Farmington,  Mo.  Estimated  construction  cost 
$17,500,  first  year  operating  cost  $36,000,  revenue 
$50,000.  Jane  A.  Roberts  and  her  husband  Cecil 
own  and  operate  following  stations:  KREI  Farm- 

ington, Mo.;  KCHI  Chillicothe,  Mo.;  KBIA  Co- 
lumbia, Mo.;  KCRB  Chanute,  Kan.,  and  WINI 

Murphysboro,  111.  Filed  Sept.  11. 
Prestonburg,  Ky. — Cumberland  Pub.  Co.,  960 

kc,  1  kw  D.  Post  office  address  Pikeville,  Ky. 
Estimated  construction  cost  $47,000,  first  year 
operating  cost  $40,000,  revenue  $55,000.  Applicant 
is  owner  of  WLSI  Pikeville,  Ky.  Filed  Sept.  12. 
Albany,  Ore. — The  Albany  Bcstg.  Co.,  860  kc, 

250  w  D.  Post  office  address  1016  Washington  St., 
Albany.  Estimated  construction  cost  $11,000,  first 
year  operating  cost  $40,000,  revenue  $60,000.  Prin- 

cipals include  Chester  B.  Wheeler  (80%),  general 
manager  of  KWIL  Albany;  E.  V.  Bennett  (6.66%). 
and  Claude  H.  Kime  (6.66%),  dentist.  Filed  Sept. 
12. 

APPLICATIONS  AMENDED 

Pocatello,  Idaho — J.  Ronald  Bayton's  applica- 

nt 
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tion  seeking  cp  for  new  am  to  operate  on  690  kc, 
1  kw  D,  amended  to  change  frequency  to  1290 
kc,  make  changes  in  ant.  system  (decrease 
height)  and  change  ground  system.  Amended 
Sept.  12. 

Corinth,  Miss. — Triangle  Bcstg.  Co.'s  applica- tion seeking  cp  for  new  am  to  operate  on  1350 
kc,  500  w  D,  amended  to  change  frequency  to 
1330  kc.  Amended  Sept.  11. 
Bucyrus,  Ohio — Bucyrus  Enterprises'  applica- 

tion seeking  cp  for  new  am  to  operate  on  1010 
kc,  250  w  D,  DA,  amended  to  make  changes  in 
DA  pattern  and  make  changes  in  ground  system. 
Amended  Sept.  12. 
Gresham,  Ore. — John  Truhan's  application seeking  cp  for  new  am  to  operate  on  860  kc,  1  kw 

D,  amended  to  change  power  to  250  w.  Amended 
Sept.  12. 
Kenmore,  Wash. — Jane  A.  Roberts'  application seeking  cp  for  new  am  to  operate  on  1330  kc, 

1  kw  D,  DA,  amended  to  change  station  location 
to  Kenmore-Bothell,  Wash.,  and  make  changes 
in  DA.  Amended  Sept.  12. 

Existing  Am  Stations  ... 

ACTIONS  BY  FCC 

KCRE  Crescent  City,  Calif. — Application  seek- 
ing cp  to  change  frequency  from  1400  kc  to  1240 

kc  returned  to  be  notarized.  Action  Sept.  11. 
KSFO  San  Francisco,  Calif. — Application  seek- 

ing mod.  of  license  to  change  name  of  licensee 
to  Golden  West  Broadcasters  returned.  (Filed  in 
wrong  name.)  Action  Sept.  11. 
KHIL  Fort  Lupton,  Colo. — Application  seeking 

mod.  of  license  to  change  station  location  to 
Brighton-Fort  Lupton,  Colo.,  and  establish  second 
main  studio  in  Brighton,  returned.  (Necessary  to 
file  Form  301.)   Action  Sept.  11. 
KFMA  Davenport,  Iowa — Granted  increase  in 

power  from  250  w  to  500  w,  continuing  operation 
on  1580  kc,  D.  Trans,  to  be  operated  by  remote 
control  from  main  studio.    Announced  Sept.  6. 
WICO  Salisbury,  Md. — Granted  mod.  of  cp  to 

change  ant. -trans,  and  studio  location  to  Ellegood 
St.,  near  corner  of  Glen  Rd.,  west  of  Salisbury, 
and  700  E.  Main  St.,  Park  Bldg.,  Salisbury;  to 
operate  trans,  by  remote  control  from  studio 
location,  and  to  make  changes  in  ant.  and  ground 
systems.  Announced  Sept.  11. 
WCRB  Waltham,  Mass. — Granted  change  in  D 

power  from  1  kw  to  5  kw,  continuing  on  1330 
kc,  1  kw  N,  DA-2;  engineering  conditions.  An- 

nounced Sept.  6. 
WMKL  Dowagiac,  Mich. — Application  seeking 

mod.  of  cp  (which  authorized  new  am)  for  exten- 
sion of  completion  date  dismissed  and  call  letters 

of  station  deleted.  Action  Sept.  6. 
WCGC  Belmont,  N.  C. — Granted  change  on 

1270  kc  from  500  w  D  to  1  kw-LS,  500  w  N.  DA-N; 
engineering  conditions.   Announced  Sept.  12. 
KOHU  Hermiston,  Ore. — Application  seeking  cp 

to  change  frequency  from  1570  kc  to  900  kc  dis- 
missed at  request  of  applicant.  Action  Sept.  11. 

WSIG  Mount  Jackson,  Va. — Granted  change  in 
operation  from  1  kw  D  to  5  kw,  DA-D;  engineer- 

ing conditions.   Announced  Sept.  6. 
WHIS  Bluefield,  W.  Va.— Granted  change  in  N 

operation  from  5  kw  DA,  to  500  w,  non-DA,  con- 
tinuing operation  on  1440  kc,  5  kw-LS.  An- 
nounced Sept.  12. 

APPLICATIONS 

KAGR  Yuba  City,  Calif. — Seeks  cp  to  increase 
power  from  100  w  to  250  w.  (Request  waiver  of 
Rule  3.28  [c].)    Filed  Sept.  12. 
WSTU  Stuart,  Fla. — Seeks  cp  to  increase  power 

from  100  w  to  250  w.  Filed  Sept.  12. 
WCPM  Cumberland,  Ky. — Seeks  cp  to  change 

frequency  from  1490  kc  to  1410  kc,  increase  power 
from  250  w  to  1  kw  and  change  hours  from  unl. 
to  D.  Filed  Sept.  12. 
KGAC    St.   Peter,   Minn. — Seeks   mod.   of  cp 
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coming  up  from  the  miners." 

(which  authorized  new  am)  to  change  ant. -trans, location  to  intersection  of  Grace  St.  and  State 
Aid  Rd.,  5,  St.  Peter.  Filed  Sept.  6. 
WOW  Omaha,  Neb. — Seeks  cp  to  erect  new  ant. 

(increase  height).  Filed  Sept.  11. 
KABQ  Albuquerque,  N.  M. — Seeks  cp  to  change 

frequency  from  1340  kc  to  1370  kc,  increase  power 
from  250  w  to  1  kw  and  change  hours  of  opera- 

tion from  unl.  to  D.  Filed  Sept.  11. 
WALY  Herkimer,  N.  Y. — Seeks  mod.  of  cp 

(which  authorized  new  am)  to  change  ant. -trans, 
location  and  to  make  changes  in  ant.  system. 
Filed  Sept.  11. 
WRIV  Riverhead,  N.  Y. — Seeks  cp  to  increase 

power  from  500  w  to  1  kw.  Filed  Sept.  11. 
WVET  Rochester,  N.  Y.— Seeks  authority  to 

transmit  football  games  from  Aquinas  Stadium. 
Rochester,  to  CKCR  Kitchener.  Ont.  Filed 
Sept.  11. 
WDAS  Philadelphia,  Pa. — Seeks  cp  to  make 

changes  in  DA-D.  Filed  Sept.  6. 
KYOK  Houston,  Tex. — Seeks  authority  to  de- 

termine operating  power  by  direct  measurement 
of  ant.  power.  Filed  Sept.  6. 
KDWT  Stamford,  Tex. — Seeks  cp  to  change 

frequency  from  1400  kc  to  1390  kc,  increase  power 
from  250  w  to  500  w  and  change  hours  of  opera- 

tion from  unl.  to  D.   Filed  Sept.  11. 
KPOA  Honolulu,  Hawaii — Seeks  cp  to  change 

frequency  from  630  kc  to  650  kc  and  increase 
power  from  5  kw  to  10  kw.  Filed  Sept.  11. 

APPLICATION  AMENDED 

KOCS  Ontario,  Calif. — Application  seeking  cp 
to  increase  power  from  250  w  to  1  kw;  change 
hours  from  D  to  unl.;  install  DA-1;  change  ant.- 
trans.  and  studio  locations,  and  make  changes  in 
ant.  system,  amended  to  make  changes  in  DA 
pattern.   Amended  Sept.  12. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Ithaca.  N.  Y. — Cornell  Radio  Guild  Inc.'s  appli- 
cation seeking  cp  for  new  fm  returned.  (Ac- 
cepted for  filing  in  error.)  Action  Sept.  12. 

Lubbock,  Tex. — Southwestern  Bcstg.  Co.  grant- 
ed 93.7  mc.  9.6  kw  unl.  Post  office  address  1916 

Avenue  "Q".  Lubbock.  Estimated  construction 
cost  $12,000.  first  year  operating  cost  $36,000.  reve- 

nue $45,000.  Principal  owner  is  Lubbock  Bcstg. 
Co.,  licensee  of  KSEL  Lubbock.  Announced  Sept. 
6. 

APPLICATION 

Jonesboro,  Ark. — Arkansas  State  College,  91.9 
mc,  .764  kw.  Post  office  address  r<  John  E. 
Cramer.  Box  176.  Arkansas  State  College,  State 
College,  Ark.  Estimated  construction  cost  $5,500, 
first  year  operating  cost  $2,850.  Station  is  for 
noncommercial,  educational  purposes.  Filed  Sept. 11. 

Existing  Fm  Stations  .  .  . 

ACTIONS  BY  FCC 

KBNE-FM  Modesto,  Calif.— Granted  mod.  of 
license  to  operate  trans,  by  remote  control  from 
corner  of  Sylvan  and  Old  Oakdale  Rds..  Stanis- 

laus County,  approximately  4.5  miles  north  of 
Modesto.  Announced  Sept.  11. 
WLOL-FM  Minneapolis,  Minn. — Seeks  mod.  of 

cp  (which  authorized  new  fm)  to  change  ERP 
to  9.7  kw;  change  ant.  height  to  323  ft.;  change 
trans,  location  to  St.  Anthony  &  Frontenac  Sts.. 
St.  Paul.  Minn.,  and  change  ant.  system.  Filed 
Sept.  12. WUSC-FM  Columbia,  S.  C— Granted  cp  to 
change  studio  location  to  1316  Pendleton  St.. 
Columbia,  and  change  ERP  to  .0986  kw.  An- 

nounced Sept.  11. 

PETITION 

KGMS-FM  Sacramento,  Calif.;  KPFA-FM 
Berkeley,  Calif. — Filed  joint  petition  requesting 
institution  of  rule-making  proceeding  to  amend 
tentative  allocation  plan  for  Class  B  Fm  stations 
in  California  by  assignment  of  ch.  263  to  Sacra- 

mento and  deletion  of  same  in  San  Francisco- 
Oakland  metropolitan  district;  also  deletion  of 
ch.  233  in  Sacramento.  Announced  Sept.  7. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

KXXL  Monterey,  Calif. — Granted  assignment 
of  license  from  S.  A.  Cisler  to  Pacific  Ventures 
Inc.,  for  $110,000.  Principals  are  Pres.  Norman 
H.  Biltz  (20.98%).  Joseph  W.  Baldecchi  (7.87%). 
William  J.  Cashill  (7.87%),  Marsh  Johnson 
(11.8%),  Ruth  M.  Nelson  (7.87%).  Clayton  E.  Hel- 
gren  (7.87%),  Dollar  Associates  Inc.  (9.20%)  and 
others.  Announced  Sept.  6. 
KEAR  San  Francisco,  Calif. — Granted  assign- 

ment of  license  to  Mid-America  Broadcasters  Inc. 
for    $500,000.    Mid-America    principal    is  Pres. 
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2 1    WEST  TENTH  STREET 

KANSAS  CITY,  MO. 

BOOK  PARADE 

America's  Most  Widely 
Listened-to  Book  Program 

In  Current  Release 

THESE  BOOKS: 

"Tomorrow" — Philip  Wylie 
"War  and  Peace" — Leo  Tolstoy 
"North  With  The  Spring" — Edwin  Way Teale 

"An  Almanac  of  Liberty" — William  O. 
Douglas 

"Ring  Lardner" — Donald  Elder 
"The  Parkman   Reader" — Samuel  Eliot 

Morison,  editor 

"The  Itch  of  Opinion" — Leo  A.  Lerner 
"Thurber's  Dogs" — James  Thurber 
"Wild  America" — Roger  Tory  Peterson and  James  Fisher 

"Spoon   River  Anthology" — Edgar  Lee Masters 

THESE  REVIEWERS: 

Governor  Val  Peterson;  Harold  Lamb; 
Gilbert  E.  Govan;  Robert  St.  John;  Rob- 

ert O.  Foote;  John  K.  Sherman;  Rein- 
hold  Niebuhr;  Phil  Stong;  Louis  Meeker; 
August  Derleth. 

David  M.  Segal  (90.2%).  Mid-America  stations 
are  KOSI  Denver,  Colo.,  and  WGVM  Greenville, 
Miss.  Announced  Sept.  6. 

KWG  Stockton,  Calif. — Granted  assignment  of 
license  to  Western  Bcstg.  Co.  for  $85,000.  Prin- 

cipals are  equal  owners  Douglas  D.  Kahle,  owner 
of  KWIN  Ashland,  Ore.,  and  businessman  Robert 
J.  Ramsey.  Announced  Sept.  6. 

WGMS-AM-FM  Washington,  D.  C. — FCC  grant- 
ed petition  for  reconsideration  filed  by  Lawrence 

M.  C.  Smith  to  extent  of  postponing  effective 
date  of  July  18  grant  of  assignment  of  license 
and  cp  of  WGMS-AM-FM  from  The  Good  Music 
Station  Inc.  to  RKO  Teleradio  Pictures  Inc., 
pending  determination  with  respect  to  Smith's protest;  designated  applications  for  oral  argument 
on  Oct.  1,  and  afforded  applicants  until  Oct.  12 
to  effect  reassignment  of  licenses  and  cp  to  as- 

signor. Mr.  Smith  is  licensee  of  WFLN  (FM) 
Philadelphia,  Pa.,  and  has  interest  in  WAEB 
AUentown,  Pa.    Announced  Sept.  12. 

WGES  Chicago,  111. — Granted  assignment  of 
license  to  partnership,  comprising  two  new  mem- 

bers, through  gift  of  5%  interest  to  each  of  two 
children  of  Vivian  I.  Cristoph.  Mrs.  Gristoph 
will  retain  24%.  No  transfer  of  control  is  in- 

volved.   Announced  Sept.  11. 

WIOU  Kokomo,  Ind. — Granted  assignment  of 
license  to  Booth  Radio  &  Tv  Stations  Inc.  for 
$180,000.  Principals  are  John  L.  Booth  and  fam- 

ily. Booth  interests  include  WJLB-WBRI  (FM) 
Detroit;  WBBC  Flint,  WSGW  Saginaw,  WD3M 
Jackson,  all  M;ch..  and  WJVA  South  Bend,  Ind. 
Announced  Sept.  12. 

KLEM  Le  Mars,  Iowa — Granted  assignment  of 
license  from  Charles  E.  Loving  and  Robert  Mc- 
Kune  to  George  Martin  De  Ruyter  for  $37,500. 
Announced  Sept.  6. 

WDBC  Escanaba,  Mich. — Granted  relinquish- 
ment of  control  by  Frank  J.  Lindenthal  through 

gift  of  his  53.7%  interest,  with  exception  of  two 
shares,  to  his  brother,  George  D.  Lindenthal,  who 
owns  45.5%  of  station.  Announced  Sept.  12. 

WMCN  (TV)  Grand  Rapids,  Mich.— Granted 
transfer  of  control  of  permittee  corporation  from 
E.  A.  McCready  Sr.,  E.  A.  McCready  Jr.,  et  al.  to 
H  &  E  Balaban  Corp.  The  McCreadys  are  trans- 
fering  40%.  H  &  E  Balaban  also  is  acquiring 
6.6%  from  40%  owner  Pres.  John  D.  Loeks  and 
3.6%  from  20%  owner  Secy.  Howard  W.  Freck. 
Consideration  is  $7,500.  H  &  E  Balaban  Corp. 
owns  50%  of  WICS  (TV)  Springfield,  111.,  50%  of 
WTVO  (TV)  Rockford,  111.,  and  100%  of  Birming- 

ham Television  Corp.,  applicant  for  ch.  42  in 
Birmingham,  Ala.   Announced  Sept.  12. 

WDOB  Canton,  Miss. — Granted  transfer  of  con- 
trol of  licensee  corporation  from  J.  Dige  Bishop, 

James  T.  Ownbey  and  Ann  Davis,  all  of  present 
stockholders,  to  W.  E.  Farrar,  Hugh  Hughes, 
R.  E.  Hook  and  Lucille  Hook  for  $26,000,  less 
$5,000  liabilities.  Principals  have  held  interest  in 
WRTJS  Russellville,  Ky.,  WRAG  Carrolton,  Ala., 
and  WMAG  Forest,  Miss.  Announced  Sept.  12. 

KGHM  Brookfield,  Mo. — Application  seeking 
assignment  of  license  to  Ira  J.  Williams  returned. 
(Not  properly  completed.)    Action  Sept.  12. 

KLCB  Libby,  Mont. — Granted  involuntary 
transfer  of  control  of  licensee  corporation  from 
Mary  Elizabeth  and  Oliver  G.  Coburn,  as  family 
group,  to  Oliver  G.  Coburn,  administrator  of  es- 

tate of  Mary  Elizabeth  Coburn,  deceased.  An- nounced Sept.  11. 

WFPG  Atlantic  City,  N.  J. — Granted  assign- 
ment of  license  to  WFPG  Inc.  for  $150,000.  Je- 
rome Sill  (98%  owner),  has  formerly  been  asso- 

ciated with  WMIL  Milwaukee.  Announced 
Sept.  6. 
KBWL  Blackwell,  Okla.— Granted  transfer  of 

control  to  Vice  Pres.  E.  N.  Haynes  (60.52%).  Mr. 
Haynes  was  already  minority  stockholder.  Cost 

of  additional  (controlling)  shares  was  not  indi- 
cated in  application.   Announced  Sept.  6. 

WBAC  Cleveland,  Tenn.— Granted  transfer  of 
control  and  assignment  of  license  to  Fitch  & 
Kile  Inc.,  for  about  $150,000.  Principals  are  equal 
owners  Thad  F.  Fitch,  general  manager  of  WBAC, 
and  Walter  T.  Kile,  automobile  interests.  An- nounced Sept.  6. 

KWBU  Corpus  Christi,  Tex. — Granted  assign- 
ment of  license  to  Broadcasters  Inc.  for  $150,000 

in  cash  and  notes.  Principals  include  Secy. 
Frances  C.  Gaguine  (22.5%),  homemaker;  Cress- 
lenn  Oil  Co.  (16.87%);  Harry  H.  Hayes  (11.25%), 
present  manager  of  KWBU;  Ben  F.  Vaughan  Jr. 
(11.25%),  oil  interests,  and  others,  none  holding 
over  6%.   Announced  Sept.  6. 

KLUF  Galveston,  Tex. — Granted  acquisition  of 
negative  control  of  licensee  corporation  by 
George  Roy  Clough  through  transfer  of  1%  from 
his  wife  Helen  D.  Clough,  deceased.  Mr.  Clough 
will  hold  50%.  Announced  Sept.  11. 

KTXL  San  Angelo,  Tex. — Granted  assignment 
of  license  to  San  Angelo  Bcstg.  Co.  for  $15,000. 
Sole  owner  Warren  J.  Fortier  is  owner  of  KVLH 
Pauls  Valley,  Okla.,  and  is  33.3%  owner  of  KMRC 
Morgan  City,  La.   Announced  Sept.  12. 

KXOX  Sweetwater,  Tex. — Granted  assignment 
of  license  to  Radio  Station  KXOX.  Sole  owner 
F.  L.  Ledbetter  is  selling  45%  to  his  general  man- 

ager Myrl  Stein  for  $25,000.  Announced  Sept.  6. 
KBBC  Centerville,  Utah — Granted  assignment 

of  cp  to  Bountiful  Bcstg.  Co.  George  D.  Daley 
and  Richard  S.  Prows  are  dissolving  their  part- 

nership. Mr.  Prows  is  buying  Mr.  Daley's  inter- 
est for  $1,100.  Principal  owners  of  new  corpora- 

tion will  be  Richard  S.  Prows  (33%),  J.  Golden 
Barton  (33%),  and  Adam  M.  Duncan  (33%).  An- 

nounced Sept.  12. 
WSVA-AM-FM-TV  Harrisonburg,  Va.— Granted 

assignment  of  license  to  Shenandoah  Valley 
Bcstg.  Inc.  Corporate  change  only,  no  change  in 
control.    Announced  Sept.  11. 

APPLICATIONS 

KWHN  Fort  Smith,  Ark.— Seeks  transfer  of 
control  from  Salome  Nakdimen,  administratrix 
of  estate  of  Hiram  S.  Nakdimen,  deceased,  to 
KWHN  Bcstg.  Co.  for  $75,000.    Filed  Sept.  11. 
WROD  Daytona  Beach,  Fla. — Seeks  transfer  of 

control  of  licensee  corporation  from  Edgar  J. 
Sperry  and  Josephine  T.  Sperry  to  James  F.  Mc- 
Donough  and  John  E.  Murphy  for  $125,000.  Trans- 

fer involves  100%.  Mr.  McDonough,  chief  engi- 
neer at  WDXN  Clarksville,  Tenn.,  and  Mr. 

Murphy,  sales  manager  at  WDXI  Jackson,  Tenn., 
will  be  equal  owners.  Filed  Sept.  6. 

WBIW  Bedford,  Ind.— Seeks  assignment  of 
license  to  Bedford  Bcstg.  Co.  for  $72,500.  Prin- 

cipals are  equal  partners  Joseph  H.  McGillvra 
and  his  wife  Agnes  I.  McGillvra,  who  have  ap- 

plication pending  for  new  am  at  Kingston,  N.  Y. 
Filed  Sept.  6. 

WARE  Ware,  Mass. — Seeks  assignment  of  li- 
cense and  cp  to  Central  Massachusetts  Bcstg. 

Corp.  for  $105,000.  Principals  are  Bertram  Rob- 
erts (45%),  dentist;  Sherwood  J.  Tarlow  (40%), 

banker;  Allan  W.  Roberts  (10%),  former  em- 
ployee at  numerous  am  stations,  and  Joseph 

Kruger  (5%),  sales  manager  at  WHIL  Medford, 
Mass.   Filed  Sept.  11. 

WSOO  Sault  Ste.  Marie,  Mich. — Seeks  acquisi- 
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tion  of  positive  control  by  Ann  O.  Pratt  through 
purchase  of  66.4%  from  Otto  B.  McNaughton  and 
Sherwin  Overholt,  executors  of  estate  of  Vernon 
W.  Aikins,  deceased,  for  cancellation  of  $16,000 
indebtedness.  Ann  O.  Pratt  is  secy.-1.5%  owner 
of  WSOO  and  is  33.3%  owner  of  WESK  Escanaba, 
Mich.    Filed  Sept.  6. 
WBBR  Brooklyn,  N.  Y. — Seeks  assignment  of 

license  to  Tele-Broadcasters  of  N.  Y.  Inc.  for 
$133,000.  Principal  is  Tele-Broadcasters  Inc.,  li- 

censee of  WKXL  Concord,  N.  H.;  WARE  Ware, 
Mass.  (this  station  is  being  sold,  see  seoarate 
item);  WKXV  Knoxville,  Tenn.;  KUDL  Kansas 
City,  Mo.,  and  WPOP  Hartford,  Conn.  H.  Scott 
Kilgore  is  100%  owner  of  Tele-Broadcasters  Inc. 
Filed  Sept.  11. 
WSTP-AM-FM  Salisbury,  N.  C. — Seeks  assign- 

ment of  license  to  WSTP  Inc.  for  $83,000.  Prin- 
cipals are  Thomas  D.  Harrell  Jr.  (50%),  sales 

manager  at  WFNC  Fayetteville,  N.  C;  Mary  Lan- 
ingham  Harrell  (10%);  Theodore  Ward  Austin 
(30%).  program  manager  at  WGEM  Quincy,  HI., 
and  Margaret  Thornton  Austin.    Filed  Sept.  11. 
KQUE  Albuquerque,  N.  M. — Seeks  assignment 

of  license  and  cp  to  KQUE  Corp.  for  $135,000. 
Principals  are  Pres.  John  R.  Albers  (20.9%),  in- 

terest in  KEOK  Fort  Dodge,  Iowa;  Eskil  M.  Nel- 
son (17.7%),  interest  in  KEOK,  and  seven  others, 

none  holding  over  9.7%.  Filed  Sept.  6. 
KBKR  Baker,  Ore. — Seeks  involuntary  transfer 

of  control  from  Ruth  H.  Jacobs,  deceased,  to 
Barbara  L.  Lockwood,  executrix  of  estate  of  Ruth 
H.  Jacobs.  Transfer  involves  92%.  Filed  Sept.  6. 
KFJI  Klamath  Falls,  0<-e. — Se^Vq  invo'untarv 

transfer  of  control  from  W.  D.  Miller,  deceased, 
to  Willard  D.  Miller,  executor  of  estate  of  W.  D. 
Miller.  Transfer  involves  100%.  Willard  D.  Miller 
is  son  of  W.  D.  Miller.    Filed  Sept.  6. 
WDKD  Kingstree,  S.  C. — Seeks  assignment  of 

license  to  E.  G.  Robinson  Jr.  tr/as  Palmetto 
Bcstg.  Co.  Mr.  Robinson,  present  50%  owner  of 
station,  is  buying  out  his  partner  M.  L.  Few  for 
$70,000.    Filed  Sept.  12. 
KCMR  McCamey,  Tex. — Seeks  transfer  of  stock 

from  Jack  W.  Hawkins,  Barney  Hubbs  and  Gene 
Hendryx  to  Kenneth  Bond.  Mr.  Hawkins  will 
transfer  14.5%,  Mr.  Hendryx  20%.  and  Mr.  Hubbs 
14.5%.  Mr.  Bond  is  manager  of  station.  Filed 
Sept.  11. 

Hearing  Cases  . . . 

INITIAL  DECISIONS 

Colorado  Springs,  Colo. — Hearing  Examiner  H. 
Gifford  Irion  issued  initial  decision  looking  to- 

ward grant  of  applications  of  Taylor  Bcstg.  Co. 
for  new  am  to  operate  on  1460  kc,  1  kw  D,  in 
Colorado  Springs,  and  Garden  of  the  Gods  Bcstg. 
Co.  for  new  am  to  operate  on  1490  kc,  1  kw  unl., 
in  Manitou  Springs,  Colo.  Announced  Sept.  7. 
WEBB  Dundalk,  Md. — Hearing  Examiner  Eliza- 

beth C.  Smith  issued  initial  decision  looking  to- 
ward affirming  Commission's  April  11  grant  to WEBB  to  increase  D  power  from  1  kw  to  5  kw; 

change  DA  system,  and  change  station  location 
from  Dundalk  to  Baltimore,  Md.,  continuing  op- 

eration on  1360  kc.    Announced  Sept.  7. 

OTHER  ACTIONS 

Gilroy,  Calif.— FCC  denied  request  by  Bernard 
&  Jobbins  Bcstg.  Co.  for  waiver  of  hearing  on 
its  application  for  new  am  in  Gilroy.  Announced 
Sept.  11. 
WGTH-TV  Hartford,  Conn.— FCC  granted  joint 

petition  by  General-Times  Television  Corp.  and 
CBS;  terminated  hearing  proceeding;  removed 
stay,  and  reinstated  effectiveness  of  grant  of  as- 

signment of  cp  of  WGTH-TV  from  General-Times 
to  CBS.  Commissioner  Bartley  dissented.  An- 

nounced Sept.  11. 
Elizabethtown,  Pa. — FCC  enlarged  issues  in 

proceeding  involving  mutually  exclusive  applica- 
tions by  Musser  Bcstg.  Co.,  Colonial  Bcstg.  Co., 

and  Radio  Columbia  for  new  am  stations  in 
Elizabethtown  area  to  include  issue  involving 
Radio  Columbia's  proposed  trans,  location  at Columbia.  By  another  order,  Commission  denied 
petition  by  Colonial  to  include  issue  on  Musser's proposed  trans,  site  at  Elizabethtown.  Announced 
Sept.  11. 

Pittsburgh,  Pa.— FCC  denied  March  29  petition 
by  WSTV-AM-FM-TV  Steubenville,  Ohio  to 
enlarge  issues  in  Pittsburgh  ch.  11  proceeding  to 
add  new  issue  on  consequences  of  grant  of  ap- 

plication for  mod.  of  cp  of  WIIC  (TV)  Pittsburgh. 
Announced  Sept.  11. 
KTSA-AM-FM  San  Antonio,  Tex.— FCC  (1) 

granted  petitions  by  McLendon  Investment  Corp. 
and  O.  R.  Mitchell  Motors  insofar  as  they  request 
postponement  of  effectiveness  of  June  27  stay  of 
grant  of  transfer  of  control  of  KTSA-AM-FM 
from  O.  R.  Mitchell  Motors  to  McLendon  Invest- 

ment Corp.,  pending  final  decision  after  "protest" hearing  in  Docket  11762;  and  (2)  authorized  Mc- 
Lendon to  utilize  authorization  pending  said  final 

decision.  (Previous  order  required  return  of  con- 
trol to  O.  R.  Mitchell  by  Sept.  12.)  Announced 

Sept.  7. 
WCHS-TV  Charleston,  W.  Va.— FCC  made  effec- 

tive immediately  initial  decision  and  granted  ap- 
plication of  WCHS-TV  for  mod.  of  cp  to  move 

trans.  11  miles  from  Charleston;  increase  ant. 
height  to  1,236  ft.;  decrease  vis.  ERP  from  316 
kw  to  158  kw;  change  type  equipment,  and  make 
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FOR  MOTION  PICTURE  AND  TELEVISION  PRODUCTION 

CAMART  DUAL  SOUND  READER 

•  Edit  single  and  double  system  16mm  or  35mm  optical  sound! 

•  Edit  single  system  Magnastripe  or  double  system  magnetic  sound! 

•  Use  with  any  16mm  motion  picture  viewer  to  obtain  perfect  lip-sync 
matching  of  picture  to  track! 

•  Works  from  left  to  right  or  right  to  left! 

•  Optical  Model,  #195.00 

•  Magnetic  Model,  #185.00 

For  descriptive  literature,  write  Department  B 

THE  CAMERA  MART, 

1845  BROADWAY  (at  60th  St.),  NEW  YORK  23,  N.  Y.  PL  7-6977 

Broadcasting    •  Telecasting September  17,  1956    •    Page  119 



WYOMING
 

GOES 

GATES 

FOR  THE  RECORD' 

MOST  AM  BROADCAST  TRANSMITTERS  IN  USE 

SINGLE  MAP  r 

$~  BROADCASTING  •  TELECASTING 
1735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 

Send  TV  MAPS  to: 

LATEST  EDITION  •  LATEST  FACILITIES  •  LATEST  LOCATIONS 

42  X  29 

WALL  MAP  OF 

%  TELECASTING 

UNITED  STATES  •  POSSESSIONS  «  CANADA 

Showing  tv  network  routes  (coaxial  cable)  .  .  . 

color  and  monochrome  available  to  cities  on 

these  routes  .  .  .  routes  equipped  for  mono- 

chrome only  .  „  .  planned  routes  .  .  .  cities  with 

telecasting  facilities  .  .  .  one  station  .  .  .  two 

stations  .  .  .  three  stations  .  .  .  four  or  more  sta- 

tions. 

Handsomely  lithographed  on  stock  suitable  for 

framing  as  an  office  decoration  ...  as  a  useful 

working  tool  .  .  .  graphically  brings  all  this  in- 

formation up  to  date  .  .  .  listing  tv  stations  on 

the  air  as  of  July  2,  1 956. 

Mailed  anywhere  in 

U.  S.  postage  pre-paid 

5— $4.30  25— $20.00  | 
10—  8  JO    50—  37.50  | 

100— $70.00 

$.... □  Please  bill 

other  equipment  changes.  By  separate  order, 
Commission  denied  petition  by  Capital  Television 
Inc.,  40%  owner  of  WCHS-TV,  for  clarification 
of  Commission's  order  designating  above  applica- tion for  hearing,  so  as  to  show  Capital  as  separate 
party  to  hearing.  Commission  held  that  partici- 

pation by  minority  stockholders  as  separate 
parties  should  not  be  permitted  under  circum- 

stances of  this  case.    Announced  Sept.  11. 

NARBA  Notifications  .  .  . 

List  of  changes,  proposed  changes  and  correc- 
tions in  assignments  of  Mexican  stations  modify- 

ing appendix  containing  assignments  of  Mexican 
stations  attached  to  recommendations  of  North 
American  Regional  Bcstg.  Engineering  Meeting, 
Jan.  30,  1941. 
Mexican  List  #195  Aug.  15,  1956 

600  kc 
XEXL    Patzucaro,    Michoacan — Delete  assign- 

ment (see  1370  kc).  250  w  unl.  Class  IV.  8-15-56. 
920  kc 

XEBH  Hermosillo,  Sonora — Change  call  letters 
from  XEQN.  5  kw  D,  1  kw  N.  Class  III.  8-15-56. 
XEXV  Veracruz,  Veracruz — New.  5  kw  D,  250 

w  N.   Class  IV.  2-15-57. 1010  kc 

XEDX    EI    Sauzal,    Baja  California — Increase 
power.  1  kw  D,  250  w  N.  Class  II.  1-15-56. 1300  kc 

XEYS  Nueva  Rosita,  Coahuila — Change  in  time 
of  operation.  1  kw  D,  100  w  N.  Class  IV.  5-15-56. 1370  kc 

XEXL  Patzucaro,  Michoacan — Change  in  fre- 
quency from  600  kc.  10  kw  D,  100  w  N.  Class  IV. 

2-15-57. 

1470  kc 

XERL  Colima,  Colima — Increase  in  N  power. 
1  kw  unl.  DA-N.  Class  in.  11-15-56. 

1540  kc 

XEQN,  Hermosillo,  Sonora — Change  in  call  let- 
ters from  XEBH.  5  kw  unl.  Class  II.  8-15-56. 

Routine  Roundup  .  .  . 

September  6  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  T.  A.  M.  Craven 
Suburban  Bcstg.  Corp.,  Hopkins-St.  Louis  Park- 

Edina,  Minn. — Granted  petition  insofar  as  it  re- 
quests dismissal  of  application  for  new  am.  Ac- tion Sept.  6. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

Claremore    Bcstg    Co.,    Claremore,    Okla. — On 
petition,  set  aside  Aug.  2  order  dismissing  for 
failure  to  prosecute  application  for  new  am; 
accepted  late  appearance.   Action  Sept.  5. 
News  On  The  Air  Inc.,  Port  Clinton,  Ohio — 

Granted  petition  insofar  as  it  requests  dismissal 
of  application  for  new  am;  dismissed  as  moot 
motion  of  WXYZ  Detroit  to  hold  applicant  in 
default,  and  petition  of  Court  House  Bcstg.  Co. 
to  dismiss  with  prejudice.  Action  Sept.  5. 
KFNF  Shenandoah,  Iowa — On  Chief  Hearing 

Examiner's  own  motion,  continued  indefinitely 
hearing  on  application  to  change  ant. -trans,  loca- tion and  increase  ant.  height,  pending  action  on 
petition  to  dismiss  application  without  prejudice. Action  Sept.  4. 

By 

Hearing  Examiners  James  D.  Cunningham 
and  Herbert  Sharfman 

WKNB-TV  New  Britain,  Conn. — Granted  peti- 
tions of  Triangle  Publications  Inc.  and  WATR-TV 

Waterbury,  Conn.,  for  leave  to  withdraw  as  par- 
ties and  terminated  their  participation  in  pro- 

ceeding on  applications  for  mod.  of  cp  of  WKNB- 
TV  (ch.  30),  and  for  transfer  of  control  to  NBC; 
scheduled  hearing  for  Sept.  7.  Action  Sept.  5. 

By  Hearing  Examiner  James  D.  Cuningham 
Broadcast  Bureau — Granted  petition  for  exten- 

sion of  time  to  Sept.  19  to  file  proposed  findings 
in  proceeding  on  am  applications  of  B.  J.  Parrish, 
Pine  Bluff,  Ark.,  et  al.   Action  Sept.  4. 

By  Hearing  Examiner  Herbert  Sharfman 
Pachuta-Laurel,  Miss. — Issued  statement  and 

order  incorporating  by  reference  transcript  of 
further  conference  held  July  30  and  Sept.  4  and 
ordered  that  ruling  there  made  will  govern  course 
of  hearing  on  applications  for  mod.  of  cp  of 
WCOC-TV  Pachuta,  and  Laurel  Television  Co., 
Inc.,  for  new  tv  (ch.  7)  in  Laurel.  Action  Sept.  5. 
WCBQ  Sarasota,  Fla. — Issued  statement  and 

order  incorporating  transcript  of  Sept.  5  pre- 
hearing conference  on  applications  for  cp  to 

replace  expired  cp  and  for  mod.  of  cp  for  WCBQ, 
at  which  it  was  agreed  thai,  applicant  furnish  pro- 

posed direct  case  exhibits  by  Oct.  8;  further  con- 
ference to  be  held  Oct.  15,  with  evidentiary  hear- 

ing on  Oct.  22.  Action  Sept.  5. 

By  Hearing  Examiner  Hugh  B.  Hutchison 
Mayaguez,  P.  R. — On  joint  petition  by  Sucesion 

Luis  Pirallo-Castellanos  and  the  Department  of 
Education  of  Puerto  Rico,  continued  hearing  on 

their  applications  and  that  of  Ponce  de  Leon 
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Bcstg.  Co.  of  P.  R.,  for  new  tv  on  ch.  3  in 
Mayaguez,  from  Sept.  7  to  Oct.  29.  Action  Sept.  5. 

By  Hearing  Examiner  J.  D.  Bond 
KODY  North  Platte.  Neb. — Ordered  parties  in 

proceeding  on  application  of  KODY  to  appear  at 
conference  on  Sept.  11.    Action  Sept.  4. 

By  Hearing  Examiner  H.  Gifford  Irion 
WDVM  Pocomoke  City,  Md. — Granted  petition 

to  extent  of  delaying  from  Sept.  11  to  Oct.  8 
date  for  exchange  of  engineering  exhibits,  but 
denied  as  premature  insofar  as  it  requests  change 
in  date  of  hearing  on  am  applications  in  Dockets 
11256,  et  al.   Action  Sept.  5. 
Huntsville-Sheffield,  Ala. — Ordered  prehearing 

conference  on  Sept.  21  in  proceeding  on  am  ap- 
plications of  Radio  Huntsville  Inc.,  Huntsville, 

and  3.  B.  Fait  Jr.,  Sheffield.  Action  Sept.  4. 
BROADCAST  ACTIONS 

Actions  by  FCC 
Following  were  granted  renewal  of  licenses  on 

regular  basis:  KMCO  Conroe,  Tex.;  KERB  Ker- 
mit,  Tex.;  KOCA  Kilgore,  Tex. 

September  6  Applications 
ACCEPTED  FOR  FILING 

License  to  Cover  Cp 
KMYC  Marysville,  Calif. — Seeks  license  to  cover 

cp  which  authorized  erection  of  third  tower  to 
be  used  with  present  northeast  tower  for  D 
operation;  increase  in  D  power,  and  changes  in 
DA  ant. 
KSLR  Oceanside,  Calif. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
KART  Jerome,  Idaho — Seeks  license  to  cover 

cp  which  authorized  new  am. 
KRBO  Las  Vegas,  Nev. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WTSN  Dover,  N.  H. — Seeks  license  to  cover 

cp  which  authorized  new  am. 
WBLA  Elizabethtown,  N.  C. — Seeks  license  to 

cover  cp  which  authorized  new  am. 
WTAB  Tabor  City,  N.  C. — Seeks  license  to 

cover  cp  which  authorized  increase  in  power. 
WSYD  Mount  Airy,  N.  C. — Seeks  license  to 

cover  cp  which  authorized  increase  in  power; 
change  in  frequency;  change  in  hours  of  opera- 

tion; change  trans,  location;  change  in  ant.  sys- 
tem, and  installation  of  DA. 

KZEE  Weatherford,  Tex. — Seeks  license  to 
cover  cp  which  authorized  new  am. 
KOA-TV  Denver,  Colo. — Seeks  license  to  cover 

cp  which  authorized  new  tv. 
WKAQ-TV  San  Juan,  P.  R. — Seeks  license  to 

cover  cp  which  authorized  new  tv. 
License  to  Cover  Cp  Resubmitted 

KGON  Oregon  City,  Ore. — Resubmits  applica- 
tion seeking  license  to  cover  cp  which  author- 
ized change  in  frequency,  increase  in  power  and 

installation  of  DA. 
Modification  of  Cp 

KHQA-TV  Hannibal,  Mo. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  March  24,  1957. 
KSLM-TV  Salem,  Ore. — Seeks  mod.  of  cp 

(which  replaced  expired  cp  which  authorized  new 
tv)  for  extension  of  completion  date  to  March  1, 
1957. 

Renewal  of  License  Returned 
KIXX  Provo,  Utah— (Dated  wrong). 

September  1 1  Decisions 
BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 
Actions  of  September  7 

KMUL  Muleshoe,  Tex. — Granted  license  for  am 
station. 
WMIS  Natchez,  Miss. — Granted  license  cover- 

ing change  in  ant.-trans.  location  and  changes in  ant. 
WBLY  Springfield,  Ohio — Granted  license  cov- 

ering change  in  ant.-trans.  location,  changes  in 
ant.  system  and  operation  of  trans,  by  remote 
control. 
KVOD  Denver,  Colo. — Granted  license  covering 

change  from  DA-D  and  N  to  DA-N  only,  and  re- 
mote control  operation  of  trans,  while  using  non- DA. 

WGSA  Ephrata,  Pa. — Granted  license  covering 
increase  in  power. 
WGHN  Grand  Haven,  Mich. — Granted  license for  am  station. 
WPHB  Philipsburg,  Pa. — Granted  license  for 

am  station. 
WFBS  Fort  Walton  Beach,  Fla.— Granted  li- cense for  am  station. 
WEHH  Elmira  Heights-Horseheads,  N.  Y. — 

Granted  license  for  am  station  and  for  specifica- 
tion of  main  studio  location  and  operation  of 

trans,  by  remote  control. 
KDIO  Ortonville,  Minn. — Granted  license  for 

am  station. 
KLIZ  Brainerd,  Minn. — Granted  license  cover- 

ing change  in  frequency;  increase  in  power; 
change  in  hours  of  operation;  change  in  type 
trans.,  and  changes  in  ant.  and  ground  system. 
WALM  Albion,  Mich. — Granted  license  cover- 

ing increase  in  power. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KILO  Grand  Forks,  N.  D., 
to  3-23-57;  WBFY  Charlottesville,  Va.,  to  4-29-57; 
WKVM  San  Juan,  P.  R.,  to  11-25-56. 

Actions  of  September  6 
WAVU  Albertville,  Ala. — Granted  license  cov- 

ering increase  in  power  and  change  in  ant.-trans. location  and  studio  location. 
KIKI  Honolulu,  Hawaii — Granted  license  cov- 

ering change  in  frequency. 
WJDB  Thomasville,  Ala. — Granted  license  for am  station. 
WHBG  Harrisonburg,  Va. — Granted  license  for 

am  station  and  for  specification  of  studio  location 
and  remote  control. 
WZKY  Albemarle,  N.  C. — Granted  license  for 

am  station. 
WBAW  Barnwell,  S.  C. — Granted  license  cover- 

ing increase  in  power. 
WTAB  Tabor  City,  N.  C— Granted  license  cov- 

ering increase  in  power. 
WLOC  Munfordville,  Ky. — Granted  license  cov- 

ering change  in  ant.-trans.  and  studio  location 
and  operation  of  trans,  by  remote  control. 

WGRF  Aguadilla,  P.  R.— Granted  license  for am  station. 
KFEL  Pueblo,  Colo. — Granted  license  for  am 

station. 
WORM  Savannah,  Tenn. — Granted  license  for am  station. 
WNVA  Norton,  Va. — Granted  license  covering 

change  in  frequency,  increase  in  power  and 
change  in  ant.-trans.  location. 
WBBN  Perry,  Ga. — Granted  license  for  am station. 
KNDY  Marysville,  Kan. — Granted  license  for am  station. 
WNIA  Cheektowaga,  N.  Y. — Granted  license 

for  am  station. 
KTML  Marked  Tree,  Ark. — Granted  license  for am  station. 
WYSR  Franklin,  Va.— Granted  authority  to 

operate  trans,  by  remote  control  from  102  E. 
Fourth  Ave.,  Franklin. 

Actions  of  September  5 
WNHC-TV  New  Haven,  Conn.— Granted  license 

covering  cp  for  changes  in  commercial  tv. 
WAKR   Akron,  Ohio — Granted    authority  to 

\ 

How  much  should  a  Tape  Recorder  cost? 

$45,000*  The  new  Ampex  Videotape  Recorder  at  $45,000  achieves flawless  reproduction  of  TV  picture  and  sound.  The  system  not  only  promises 

to  revolutionize  network  telecasting  but  will  actually  reduce  material  costs  by 

99%.  In  hundreds  of  TV  stations  throughout  the  country  Ampex  Videotape 

Recording  will  repay  its  cost  in  less  than  a  year. 

$1,315*  The  Ampex  Model  350  studio  console  recorder  at  $1,315, 
costs  less  per  hour  than  any  other  similar  recorder  you  can  buy.  Year  after  year 

it  continues  to  perform  within  original  specifications  and  inevitably  requires 

fewer  adjustments  and  parts  replacements  than  machines  of  lesser  quality. 

$545*  The  Ampex  Model  601  portable  recorder  at  $545  gives  superb  per- 
formance inside  and  outside  of  the  studio.  This  price  buys  both  the  finest 

portable  performance  available  and  the  most  hours  of  service  per  dollar. 

YOU  CAN  PAY  LESS  FOR  A  TAPE  RECORDER  BUT  FOR  PROFESSIONAL  USE 

YOU  CAN'T  AFFORD  TO  BUY  LESS  THAN  THE  BEST 

"Net  price  as  of  August  1, 1956  and  subject  to  change. 

SIGNATURE  OF  PERFECTION  IN  MAGNETIC  TAPE  RECORDERS 

934  Charter  Street  •  Redwood  City,  California 
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operate  main  trans,  by  remote  control  from  853 
Copley  Rd.  and  106  S.  Main  St.,  Akron,  while 
using  non-DA. 

Actions  of  September  4 
WUNC  Chapel  Hill,  N.  C— Granted  license  cov- 

ering cp  which  replaced  expired  permit. 
WCBE-FM  Columbus,  Ohio — Granted  license 

covering  cp  which  authorized  new  non-commer- cial, educational  fm. 
WKAR-FM  East  Lansing,  Mich. — Granted  li- 

cense covering  cp  which  authorized  changes  in 
licensed  station. 
WPWT  (FM)  Philadelphia,  Pa. — Granted  license 

covering  cp  which  authorized  changes  in  licensed 
station. 
WOL-FM  Washington,  D.  C. — Granted  license 

covering  cp  which  authorized  changes  in  licensed 
station. 
KSON-FM  San  Diego,  Calif. — Granted  license 

to  cover  cp  which  authorized  changes  in  licensed 
station.  i 
WAVU-FM  Albertville,  Ala.— Granted  license 

to  cover  cp  which  authorized  changes  in  licensed 
station. 
KRNW  (FM)  Boulder,  Colo. — Granted  license 

to  cover  cp  which  authorized  new  fm. 
WGRV-FM  Greenville,  Tenn. — Granted  license 

to  cover  cp  which  authorized  new  fm. 
WBSE-FM  Hillsdale,  Mich. — Granted  license  to 

cover  cp  which  authorized  new  fm. 

September  1 1  Decisions 
ACTIONS  ON  MOTIONS 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

KFNF  Shenandoah,  Iowa — Granted  petition 
insofar  as  it  seeks  dismissal  of  application  to 
change  ant. -trans,  location  and  increase  ant. 
height.   Action  Sept.  6. 
KLFT  Golden  Meadow,  La. — Denied  petition 

for  acceptance  of  late  appearance  and  dismissed 
with  prejudice  application  to  increase  power 
from  500  w  to  1  kw.    Action  Sept.  7. 

Terre  Haute,  Ind. -Salem,  111. — On  own  motion, 
set  aside  requirement  heretofore  specified  for 
parties  to  exchange  exhibits  in  proceeding  on 
am  applications  of  Citizens  Bcstg.  Co.,  Terre 
Haute,  and  Salem  Bcstg.  Co.,  Salem.  Action 
Sept.  10. 

Clarksburg,  W.  Va. — Denied  petition  and  re- 
jected statement  attached  thereto  "with  respect to  reply  to  oppositions  to  petition  to  amend  or 

clarify  issues"  filed  by  applicants  in  proceeding on  applications  of  Ohio  Valley  Bcstg.  Corp.,  for 
new  tv  station  in  Clarksburg,  and  for  consent  to 
transfer  control  from  News  Publishing  Co., 
Wheeling,  W.  Va.,  to  WSTV  Inc.,  Steubenville, 
Ohio.  Action  Sept.  7. 

By  Hearing  Examiner  Hugh  B.  Hutchison 
and  Jay  A.  Kyle 

Niles-St.  Joseph,  Mich. — Continued  without 
date  hearing  on  am  applications  of  Voice  of  Ber- 

rien County,  Niles,  and  Lake  Broadcasters,  St. 
Joseph,  pending  Commission  action  on  petition 
of  Voice  of  Berrien  to  dismiss.  Action  Sept.  7. 

By  Hearing  Examiner  Herbert  Sharfman 
KTSA  San  Antonio,  Tex. — On  own  motion, 

continued  indefinitely  hearing  on  protest  in  re 
applications  of  O.  R.  Mitchell  Motors  for  transfer 
of  control  of  KTSA  to  McLendon  Investment 

Corp.,  pending  action  on  protestant's  notice  to withdraw.   Action  Sept.  7. 
By  Hearing  Examiner  Basil  P.  Cooper 

Smith  Radio  Co.,  Port  Arthur,  Tex. — Denied 
petition  for  amendment  of  examiner's  Aug.  2 order;  scheduled  oral  argument  for  Sept.  26  on 
necessity  for  Port  Arthur  College  to  furnish  in- 

formation in  tv  ch.  4  proceeding.  Action  Sept.  5. 
By  Hearing  Examiner  Hugh  B.  Hutchison 
WKMF  Flint,  Mich.— Granted  petition  for  ex- 

tension to  Sept.  28  to  file  proposed  findings  in  am 
proceeding.  Action  Sept.  10. 

By  Hearing  Examiner  J.  D.  Bond 
Toledo,  Ohio — Issued  order  in  Toledo,    tv  ch. 

11  proceeding  which  (1)  denied  suggested  cor- 
rections to  depositions,  without  prejudice  to 

right  of  any  party  to  submit  within  20  days 
either  stipulated  corrections  to  deposition  tran- 

scripts or  corrections  properly  verified  and  cer- 
tified by  the  witnesses  and  notary  public  who 

reported  their  testimony;  (2)  denied  certain 
suggested  corrections  to  transcript  except  as 
otherwise  ordered;  (3)  ordered  that  written  ob- 

jections may  be  filed  by  any  party  within  20  days 
to  transcript  corrections  made  upon  examiner's initiative  in  order;  (4)  ordered  that  any  moving 
party  named  in  Paragraph  1  of  order  may  file 
within  20  days  objections  to  any  ruling  made 
adversely  to  contentions  advanced  in  pleadings 
under  consideration,  and  (5)  corrected  transcript 
on  own  initiative.   Action  Sept.  7. 

September  10  Applications 
ACCEPTED  FOR  FILING 

Modification  of  Cp 

KILO  Grand  Forks,  N.  D. — Seeks  mod.  of  cp 
(which  authorized  change  in  ant.-trans.  location 
and  changes  in  ant.  system)  for  extension  of 
completion  date. 
WMAL-TV  Washington,  D.  C— Seeks  mod.  of 

cp  (which  authorized  changes  in  facilities  of 
existing  tv)  for  extension  of  completion  date  to 
March  31,  1957. 
WWLP  Springfield,  Mass. — Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  exist- 
ing tv)  for  extension  of  completion  date  to 

March  31,  1957. 
WDAM-TV  Hattiesburg,  Miss.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  Dec.  31. 

License  to  Cover  Cp 
KRGV-TV  Weslaco,  Tex.— Seeks  license  to 

cover  cp  which  authorized  new  tv  and  to  change 
studio  location  to  311  Missouri  Ave.,  Weslaco. 

License  to  Cover  Cp  Returned 
WTUX  Wilmington,  Del. — Application  seeking 

license  to  cover  cp,  which  authorized  increase  in 
power,  returned.  (Incomplete.) 

Remote  Control 
WAKR  Akron,  Ohio. 

Remote  Control  Returned 
KRPL  Moscow,  Idaho — (Signed  by  gen.  mgr.). 

September  1 1  Applications 
ACCEPTED    FOR  FILING 

Modification  of  Cp 

KFRE  (TV)  Fresno,  Calif.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Dec.  11. 
License  to  Cover  Cp  Returned 

WTRA  Latrobe,  Pa. — Application   seeking  li- 
cense to  cover  cp,  which  authorized  new  am, 

returned.     (Balance    sheet   dated    after  notary date.) 

KOLY   Mobridge,    S.   D. — Application  seeking 
license  to  cover  cp,  which  authorized  new  am, 
returned.    (Exhibits  dated  after  notary  date.) 

Renewal  of  Licenses 
KERN-FM  Bakersfield,  Calif.;  KHJ-FM  Mt. 

Wilson,  Calif.;  KFBK-FM  Sacramento,  Calif.; 
KNEV  (FM)  Reno,  Nev.;  KLON  (FM)  Los  An- 

geles, Calif.;  KVCR  (FM)  San  Bernardino,  Calif.; 
WLSU  (FM)  Baton  Rouge,  La.;  KVTT  (FM) 
Dallas,  Tex. 

Remote  Control 
WYSR   Franklin,   Va.;    KBEE    (FM)  Modesto, 

Calif. 
Remote  Control  Returned 

KROY  Sacramento,  Calif.    (Dated  wrong.) 

SCA KCMS  (FM)  Manitou  Springs,  Colo.— Seeks  re- 
Continues  on  page  128 
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JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  De  Sales  St.,  N.  W.     ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.          ADams  4-2414 

Member  AFCCE* 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 

Member  AFCCE* 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.       MO.  3-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE* 

GEORGE  C.  DAVIS 

501-514  Munsey  Bldg.  STerling  3-0111 

Washington  4,  D.  C. 

Member  AFCCE* 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037          JACKSON  5302 
KANSAS  CITY,  MO. 

Member  AFCCE* 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE* 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 

Member  AFCCE* 

Lohnes  &  Culver 

MUNSEY  BUILDING     DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE* 

Frank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE* 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.            Sheraton  Bldg. 

Washington  5,  D.  C.        REpublic  7-3984 

Member  AFCCE* 

WELDON  &  CARR Consulting 

Radio  &  Television 

Engineers Washington  6,  D.  C.            Dallas,  Texas 
1001  Conn.  Ave.       4212  S  Buckner  Blvd. 

Member  AFCCE  * 

PAGE,  CREUTZ, 

STEEL  &  WALDSCHMITT,  INC. 
Communications  Bldg. 

710  14th  St.,  N.  W.         Executive  3-5670 
Washington  5,  D.  C. 

303  White  Henry  Stuart  Bldg. 
Mutual  3280            Seattle  1,  Washington 

Member  AFCCE  * 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

A.  EARL  CULLUM,  JR. 
CONSULTING  RADIO  ENGINEERS 

INWOOD  POST  OFFICE 
DALLAS  9,  TEXAS 

JUSTIN  6108 

Member  AFCCE  * 

GUY  C.  HUTCHESON 

P.  O.  Box  32             CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER  AM-FM-TV 
4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 

OLiver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230              Executive  3-5851 

Member  AFCCE* 

WALTER  F.  KEAN 

AM-TV  BROADCAST  ALLOCATION 
FCC  &  FIELD  ENGINEERING 

1  Riverside  Road — Riverside  7-2153 
Riverside,  III. 

(A  Chicago  suburb) 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3738  Kanawha  St.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  6-2924 

Member  AFCCE* 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 

821  MARKET  STREET 

SAN  FRANCISCO  3,  CALIFORNIA 
SUTTER  1-7545 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.             Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

Vandivere, 

Cohen  &  Wearn 
Consulting  Electronic  Engineers 

612  Evans  Bldg.                NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

4900  Euclid  Avenue 
Cleveland  3,  Ohio 
HEnderson  2-3177 

Member  AFCCE  * 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3266 

Dallas  6,  Texas 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antenna  Proofs 
Mountain  and  Plain  Terrain 

1316  S.  Kearney            Skyline  6-6113 
Denver  22,  Colorado 

JOHN  H  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

RALPH  J.  BITZER,  Consulting  Engineer Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 
Garfield  1-4954 

"For  Results  in  Broadcast  Engineering'* 
AM-FM-TV 

Allocations    •  Applications 
Petitions    •     Licensing  Field  Service 

A.  E.  TOWNE  ASSOCS.,  INC. 

TELEVISION  and  RADIO 
ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037          Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical   Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write   For  Free  Catalog,  specify  course. 

SPOT  YOUR  FIRM'S  NAME  HERE, 

To  Be  Seen  by  77,440*  Readers 
— among   them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
M956  ARB  Continuing  Readership  Study 

Member  AFCCE  * 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.   Checks  and  money  orders  only. 

Deadline:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 

Situations  Wanted  20  per  word — $2.00  minimum  •  Help  Wanted  25^  per  word — 
$2.00  minimum. 
All  other  classifications  30tf  per  word — $4.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.   Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  transcriptions,  photos,  etc.,  sent  to  box  numbers  are  sent  at  owner's  risk.  Bboadcabt- ims  •  Telecasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Managerial 

Station  manager  with  programming  experience 
and  ability.  Independent  250  watt  fulltime  New 
England,  newspaper  affiliation,  50,000  city.  Full 
details  in  first  letter.  Box  739A,  B«T. 

Sales  manager — young,  experienced,  aggressive. 
Florida  half  million  market  daytimer.  Please 
don't  waste  our  time  unless  you  have  had 
plenty  of  experience.  We  offer  exceptional  op- 

portunity: Good  salary  plus  percentage  and/or 
bonus.  Box  782A,  B-T. 

Salesmen 

We  are  seeking  a  hard-working  salesman  who 
can  make  a  good  living  for  himself  on  a  straight 
commission  basis  and  who  can,  by  his  efforts, 
become  second  in  command  and  eventually  man- 

age a  well  established  local  station.  You  will 
need  experience,  education,  sales  ability,  cour- 

age and  determination.  If  you  have  them,  write. 
If  you  don't,  please  don't  take  up  my  time  be- 

cause I'm  busy  making  money.  Box  785A,  B«T. 

St.  Louis'  top  rated  station  specializing  in  negro 
programming  has  immediate  opening  for  ex- 

perienced high  grade  salesman.  Take  over  im- 
mediate billing  netting  over  $125  per  week 

commission.  Unlimited  opportunity  to  make  big 
money.  Send  full  resume  and  photo.  Address 
Bob  Hetherington,  KATZ,  St.  Louis,  Missouri. 

Help  Wanted— (Cont'd) 

Salesman:  Guaranteed  weekly  salary,  plus  com- 
mission. Accounts  assigned  for  service.  Car  al- 
lowance. Profit  sharing  plan.  Immediate  opening. 

Contact  Manager,  KHBG,  Okmulgee,  Oklahoma. 

Florida  fulltime  5000  watt  NBC  affiliate  has  open- 
ing for  experienced  salesman.  Good  draw  on 

commission.  WLAK,  Lakeland,  Florida. 

Florida  market  that's  booming,  top-rated  station with  incomparable  coverage  and  facilities  to  sell 
offers  fine  list  of  on-the-air  accounts,  car  ex- 

penses and  guarantee  to  a  solid  citizen  who  can 
sell  good  radio.  Contact:  Sales  Manager,  WCOA, 
Pensacola,  Florida. 

Experienced  salesman  wanted  for  top  country 
and  western  music  station.  Salary  plus  commis- 

sion. Send  complete  resume  to  Larry  Glick, 
WQIK,  P.  O.  Box  8186,  Jacksonville,  Florida. 

Little  Rock,  Arkansas — KOKY — new  all  negro 
programmed  station.  Needs  experienced  white 
sales  manager.  If  you  like  money  and  want  to 
move  up  with  rapidly  expanding  organization, 
send  resume  and  photograph  immediately.  John 
M.  McLendon,  Box  1956,  Little  Rock,  Arkansas. 

Announcers 

Wanted  Glib  DJ — with  verve.  Polished  smooth- 
paced.  Clever  intros,  rhyming,  etc.  Wanted  by 
station  in  midwest.  Box  639A,  B»T. 

Help  Wanted — (Cont'd) 
Independent  kilowatt  daytimer,  midwest  will  pay 
$350.00  per  month  for  48  hour  week  to  qualified 
announcer.  Send  audition,  details  and  references 
first  letter,  no  unmarried  men.  Box  726A,  B«T. 

Immediate  opening  in  southeast  Florida  station 
now  in  21st  year.  Top  station  in  area.  Must  be 
good  morning  man,  versatile,  personality  able  to 
handle  fast  paced,  very  busy  morning  show  on 
CBS  station.  Combo  operation.  Want  no  drifters. 
This  is  a  permanent  if  you  can  qualify.  Tell  all  in 
first  letter,  including  salary  expectations.  Write 
Box  738A,  B«T. 

Announcer,  first  phone,  sober,  reliable  with  top- 
notch  sell  ability.  Technical  ability  sufficient  for 
capable  routine  equipment  maintenance.  Right 
salary  for  right  man.  Northwest  Georgia  inde- 

pendent.   Box  769A,  B-T. 

Rapidly  expanding  chain  in  Pennsylvania  needs 
experienced  announcers,  engineers,  junior  ex- 

ecutives. Car  essential.  Announcers  must  have 
one  year's  experience.  Must  be  fast,  accurate 
board  operators,  play-by-play  experience  an 
asset  but  not  essential.  Engineers  must  be  cap- 

able of  assuming  full  responsibility  of  Chief,  in- 
cluding maintenance,  purchasing  and  installing 

new  operations.  Executives  must  have  minimum 
two  years  staff  experience  and  be  ready  for 
positions  of  responsibility  immediately.  Desire 
young  aggressive  men  who  know  their  jobs 
and  who  want  to  find  a  permanent  place  with 
a  future  in  a  growing  organization.  Send  tapes, 
resumes,  recent  photographs  to  Box  784A,  B»T. 

Top  rated  NoeMac  station,  southwest,  needs  per- 
sonality deejays  and  experienced  mobile  news- 

men. Here's  your  chance  to  make  top  money 
and  join  America's  fastest  growing  chain  of  in- 

dependent radio  stations.  Rush  tape  and  back- 
ground.   Box  801A,  B«T. 

Combo  man  with  first  class  ticket,  for  night  shift. 
Must  be  sober.  Reliable.  Come  well  recommended. 
Start  by  October  1.  Salary  open.  Give  full  par- ticulars first  letter  plus  starting  salary.  Write 
Box  804A,  B-T. 

Minnesota  station  needs  news  director.  Starting 
, salary  $90  weekly.  Must  be  good  announcer,  able 
to  type.   Box  822A,  B»T. 

Little  Rock,  Arkansas — new  negro  station — 
KOKY.  Wants  2  experienced  negro  r  &  b  DJ's. Southerners  preferred.  Send  complete  resume, 
photograph  and  tape  immediately.  John  M.  Mc- Lendon, Box  1956,  Little  Rock,  Arkansas. 

Wanted — announcer  with  first  phone — accent  on 
announcing — write  stating  base  salary  expected 
to  Simon  Geller,  WCRV,  Washington,  New  Jersey. 

Announcer,  1st  phone.  Routine  maintenance,  41 
hours.  Can  advance.  Write  or  call  Dick  Cole- 

man, WLBE,  Leesburg,  Florida. 

Adult,  experienced  announcer  for  kilowatt  in- 
dependent. DJ,  ability  and  sincere,  friendly  style. 

Excellent  facilities,  fine  fellow  employees,  out- 
standing ratings,  strictly  professional  atmosphere. 

Please  include  full  background,  photo  and  tape. 
WMIX,  Mt.  Vernon,  Illinois. 

Immediate  opening  north  Florida  station  for 
announcer-salesman,  preferably  from  southeast. 
Base  salary,  plus  commission  in  agricultural  mar- ket. Send  resume  and  references  Radio  Station 
WNER,  Live  Oak,  Fla. 

Announcer — excellent  opportunity  for  man  with 
selling  voice  who  can  build  musical  shows  from 
list  of  nation's  top  favorites  and  keep  "intros"  to selections  brief  and  interesting.  Send  no  tapes 
now.  These  will  be  requested  later  if  you  give 
complete  outline  of  qualifications  in  letter  to 
Program  Director,  WOC,  Davenport,  Iowa. 

Personality  disc  jockey-announcer  kw  daytime. 
Profit  sharing  plan.   WPAZ,  Pottstown,  Penna. 

Announcer  needed  immediately.  Contact  WPRY, 
Perry,  Florida. 

Florida  fulltime  network  station  needs  good  an- 
nouncer-engineer with  1st  ticket,  capable  of 

maintenance.  Lovely,  fast  growing  town,  famous 
South  Florida  ocean  beaches.  $85  week  to  start. 
WSTU,  Stuart,  Florida. 

Help  wanted:  Operator  with  first  phone  .  WSYB, 
Rutland,  Vermont. 

Martin  Block  and  Howard  Miller  disregard.  But 
we  are  looking  for  men  of  your  stature,  highest 
rated  in  all  our  markets,  Omaha,  New  Orleans, 
Kansas  City,  Minneapolis  and  we've  just  acquired 
a  Miami  station.  Only  alert  and  original  sound- 
iing  deejays  need  apply.  All  tapes  returned 
immediately.  Air  tapes  to  Todd  Storz,  Kil- patrick  Building,  Omaha,  Nebraska. 

r 

OPPORTUNITY  AT  RCA 

FOR 

BROADCAST  FIELD  ENGINEERS 

RCA  needs  trained  broadcast  engineers 
who  can  direct  and  participate  in  the  installa- 

tion and  service  of  AM  and  television  broadcast 

equipment.  Here's  an  excellent  opportunity  for 
training  and  experience  with  color  TV  trans- 

mitters. Opportunities  exist  in  Atlanta,  Chicago 
and  suburban  Philadelphia. 

You  need:  2-3  years'  experience  in 

PAM  Vnil  nilAI  iruo  broadcast  equipment,  including  
work  on 

UAW    YUU   UUALIl  Y  :       TV  or  AM  transmitter  installation.  You 
should  have:  good  technical  schooling 
and  1st  Class  Radio-Telephone  License. 

Enjoy  RCA  advantages: 

Top  Salaries 
Many  Liberal  Company-Paid  Benefits 
Relocation  Assistance 

For  personal  interview,  please  send  a  complete 
resume  of  your  education  and  experience  to: 

Mr.  James  Bell,  Employment  Manager,  Dept.  Y-3J 
RCA  Service  Company,  Inc. 
Cherry  Hill,  Camden  8,  N.  J. 

RCA  SERVICE  COMPANY,  INC. 
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Help  Wanted— (Cont'd) Situations  Wanted —  (  Cont'd  ) Situations  Wanted — (Cont'd) 

Virginia  station — needs  experienced  announcer 
for  staff  work.  No  drifters,  drunks,  or  prima 
donnas,  just  a  man  who  has  an  honest  desire  to 
enjoy  radio  at  a  good  rate  of  pay  with  good 
working  conditions  and  good  living  accommoda- 

tions. If  you  want  permanency  in  the  minors 
instead  of  ulcers  in  the  majors,  send  all  details 
to  WTON.  Staunton,  Virginia. 

Announcer-engineer  to  handle  Gates  remote  and 
Raytheon  equipment.  Excellent  working  condi- 

tions. Top  pay.  Daytime  station.  WTUX,  Wil- 
mington. Delaware. 

Three  announcers,  one  with  first  class  license. 
New  station  opening  about  November  1.  Want 
good,  dependable  men  with  ability  and  expect 
to  pay  accordingly.  Send  complete  resume,  pic- 

ture, salary  requirements,  audition  tape.  Dick 
Holloway,  r/r  Niles  Daily  Star,  Niles,  Michigan. 

Technical 

First  phone  operator.  Top  salary,  chance  for  ad- 
vancement. No  experience  necessary.  Box  683A, 

B-T. 

Engineer  with  first  class  license.  Experience 
desired  in  am  and  fm  transmitter  operation  and 
maintenance.  Single  station  city  in  medium  sized 
Iowa  town.   Box  722A,  B-T. 

Engineer  with  first  class  license.  Experience  not 
necessary.  New  England  daytimer.  Write  Box 
744A,  B-T. 

First  class  engineer  needed  at  once  Ohio  5  kw. 
$80  to  $100  weekly,  48  hours.  Box  752A,  B-T. 

Kentucky  station  needs  first  class  engineer  im- 
mediately. Beginner  acceptable.  Write  full  de- 

tails.  Box  754A,  B-T. 

Chief  engineer  for  1000  watt  fulltime  station  in 
Louisiana.    Box  798A,  B-T. 

Engineer-announcer.  Chance  to  become  chief. 
Planning  television  expansion.  Contact  Gene 
Ackerley,  KCOW  Radio,  Alliance,  Nebraska. 

Wanted.  Engineer  with  first  class  license.  Excel- 
lent working  conditions,  paid  vacation.  No  an- 

nouncing. Write  or  call  Kenneth  Kunze,  Chief 
Engineer,  WTTH,  Port  Huron,  Michigan. 

1st  phone  engineer.  Chance  for  advancement, 
send  full  details  to  Dan  Williams,  WVOT,  Wilson. 
North  Carolina. 

Programming-Production,  Others 

Experienced  continuity  gal  for  fulltime  inde- 
pendent in  large  midwest  market.  Good  salary, 

lovely  downtown  studio  surroundings.  Box  794A, B-T. 

Fulltime  newsman,  experienced:  Gather,  compile, 
announce  local  news  for  top  daytimer.  Send 
tape,  resume,  photo,  salary  requirement.  WESO, 
Southbridge,  Mass. 

Experienced  news  writer  qualified  to  air  own 
newscasts.  Male  or  female.  Contact  Line  Harner, 
News  Director,  WJLK,  Asbury  Park,  New  Jersey. 

News  director,  experienced  local  news  and  on- 
camera  delivery.  Opening  effective  immediately. 
Write  J.  W.  Kelfin,  Jr.,  WTVO,  P.  O.  Box  470, 
Rockford,  Illinois. 

Little  Rock,  Arkansas — KOKY — new  negro  pro- 
grammed station.  Wants  experienced,  white  "live 

wire"  program  director.  Must  have  ability  to  su- pervise personnel  and  assume  managerial  duties. 
If  you  like  money  and  want  to  move  up,  send 
resume  and  photograph  immediately  to  John  M. 
McLendon,  Box  1956,  Little  Rock,  Arkansas. 

Reporter  for  replacement  on  three  man  news 
staff.  CBS  affiliate  in  city  of  72,000.  Excellent 
working  conditions.  Good  pay  for  40  hour  week. 
Experienced  man  or  recent  journalism  graduate. 
Gather,  write  and  air  local  newscasts.  Send  re- 

sume, tape,  sample  copy.  WSOY,  Decatur,  Il- linois. 

Situations  Wanted 

Managerial 

Manager  with  go-getting  sales  ability  proven 
record,  contagious  enthusiasm  for  radio  plus  chief 
engineer.  Moderate  salary,  plus  percentage.  Best 
character,  technical  and  other  references.  Box 
628A,  B-T. 

Manager.  Want  permanent  opportunity.  Young 
family  man  experienced  all  phases.  References, 
earnings  on  request.  Prefer  western  location. 
Box  807A,  B-T. 

Sales  manager/manager:  Looking  for  facts,  not 
fiction?  So  am  I!  Available,  my  detailed  experi- 

ence outline  documenting  the  facts  of  successful 
manager/sales  manager  record.  Three  stations 
in  sixteen  years,  two  sold  out  from  under  me 
at  top  price.  I'm  now  employed,  but  we  both can  do  better.  Negotiations  confidential.  Box 
831A,  B-T. 

Manager:  Seventeen  years  experience,  three  sta- 
tions, factually  documented.  Top  references. 

Personal  friendship  status,  national  time-buyers. 
Practical  experience,  all  departments.  Result 

getting  record,  local  sales  know-how.  P  &  L's to  prove.  Married,  two  youngsters.  Strictly 
sober,  hard  worker,  experience-wise.  Top  credit, 
no  debts.  Quality  civic  leadership.  Now  employed. 
Request  resume.    Confidential.   Box  832A,  B-T. 

Salesmen 

Salesman,  married,  veteran.  8  yeaTS  radio  ex- 
perience. Steady  worker,  presently  employed. 

Will  consider  TV.  Prefer  West  or  Northwest. 
Box  805A,  B-T. 

Topflight  girl.  Advertising  agency  experience  in 
radio-tv  time  buys,  to  prove  valuable  in  sales 
with  local  New  York  independent  radio  station. 
Can  lead  as  well  as  follow.  Excellent  contacts. 
Box  827A,  B-T. 

Announcers 

Announcer-DJ.  No  great  talent,  just  steady,  de- 
pendable, mature  air-salesman.  Box  677A,  B-T. 

Two  years  experienced  staff — would  like  to  try 
sports — -vast  knowledge  of  all  major  sports.  Box 
790A,  B-T. 

TV  or  radio.  Man  and  wife  proven  sales  records. 

Strong  on  the  air  personalities  dj's  musical  back- grounds. Will  do  staff.  Employed.  Box  795A, B-T. 

Let's  trade.  First  phone  ZV2  years  announcing, 
programming,  spot  production  experience.  Pleas- 

ant, listenable  delivery,  married,  college  educa- 
tion. Will  trade  for  position  in  metropolitan 

area  west  of  Mississippi.  Box  797A,  LAwrence 
6-6251,  Washington,  D.  C. 

Hooper  proven!  The  top-rated  deejay  in  seven- 
station  market  wants  bigger  pay  in  bigger  mar- 

ket. Strictly  first  class.  Minimum  starting  wage 
$175  weekly.    Box  806A,  B-T. 

Easy.  Relaxed  dj  can  sell  for  you.  Good  news. 
Desire  moderate  size  market.  Married,  vet,  ex- 

perienced.   Box  814A,  B-T. 

Negro  deejay.  Experienced,  emphasis  news,  road 
salesman.  Good  market,  scriptwriting,  board  op- 

eration. Box  819A,  B-T. 

Experienced  DJ,  knows  music.  Ability  to  perform 
and  sell.  Strong  news,  sports.  Veteran.  Now 
with  top  rated  station,  medium  market.  Box 

820A,  B-T. 

Young  announcer  with  private  speech  coaching 
plus  broadcasting  school  graduate,  desires  first 
position.  Terrific  DJ,  news,  commercials.  Hard, 
willing  worker.  Box  821A,  B-T. 

Staff  announcer  thoroughly  trained  in  news,  com- 
mercials, DJ  and  board.  Tape  available.  Box 

826A,  B-T. 

Experienced,  single,  college  and  SRT  graduate. 
Strong  on  personality,  news,  DJ  and  selling  com- 

mercials. Write  original  copy,  shows.  Also  gui- 
tarist, folk-singer.  Tape,  resume,  photo,  avail- 

able.  Box  828A,  B-T. 

New  York  and  vicinity:  Young  announcer,  some 
experience.  Third  ticket,  operate  board.  Tom 
DeCillis,  1100  Lowden  Avenue,  Union,  New  Jer- 

sey. Phone  4  PM  to  9  PM.   Elizabeth  3-0468. 

Small  station,  staff  position  desired.  Will  travel. 
James  L.  Moran,  1061  Mayfair  Road,  Union,  New 
Jersey,  No  telephone. 

Announcer-engineer  with  first  class  license. 
Graduate  of  RCA  Inst,  and  Cambridge  School 
of  Broadcasting.  California  or  Florida  preferred, 
but  will  relocate  anywhere.  Call  or  write  Lonnie 
Padion,  520  West  139  St.,  NYC.  WA  6-5673. 

4  years  experience  negro  deejay.  Hard  punching. 
Emphasis  news-commercial-deejay  shows.  Board 
operation.  Rudy  Rutherford,  9  Palisade  Avenue, 
Jersey  City,  N.  J. 

Programming-Production,  Others 

Newsman  of  vast  experience,  domestic  and  for- 
eign, ranging  from  newspapers,  through  news 

agencies,  to  microphone,  seeks  bigger  job  in 
TV/radio.  A  promotable  personality  of  already 
wide  reputation.  Now  well  employed  but  suited 
for  imaginative,  go-getting  direction  of  news  and 
special  events,  plus  broadcasting.  Politically  con- 

servative. Sober.  Judicious.  Extraordinary  voice. 
Good  appearance.  Accomplished  writer.  Execu- 

tive experience.  Ideal  for  press-affiliated  (or 
other)  big  city  station  or  network  that  wants 
a  big  job  done  right.  Tape,  photo,  biographical 
sketch,  references  available.  Please  state  terms. 
Box  812A,  B-T. 

Available  three  weeks  notice  Program  Director, 
ten  years  experience  in  radio  and  television. 
Thoroughly  schooled  in  all  phases  programming, 
copywriting,  promotion,  sales.  Desire  to  relocate. 
Female  now  employed.  Box  786A,  B-T. 

Program ,  director:  8  years  solid  background; 
heavy  on  music  and  news;  lots  of  drive;  seeks 
progressive  indie;  presently  employed.  Box 

793A,  B-T. 

Program  director.  Music  programming  formula. 
Operate  board,  write  news,  continuity.  Year  ex- 

perience. Industrious!  23,  single.  Present  salary 
$350.    Box  802A,  B-T. 

WANTED  TO  BUY 

USED 

•  700  FOOT  TOWER 

•  MEDIUM  &  SUPER  GAIN  UHF  ANTENNA 

•  12  or  15  kw  UHF  TRANSMITTER 

and  associated  UHF  equipment 

Contact:  B.  Presti 

Broadcast  Equipment  Division 

Sarkes  Tarzian,  Inc. 

Bloomington,  Indiana  Phone  7251 
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Situations  Wanted — (Cont'd) 

Program  director-announcer  with  50  kw  network 
affiliate  in  major  city.  B.A.  Degree  radio  pro- 

duction, 9  years  all  phases,  young,  single,  stable, 
draft  exempt.  Desire  position  in  medium  sized 
market.  Independent  in  midwest  or  southwest 
preferred,  but  all  replies  considered.  Resume, 
references  on  request.    Box  800A,  B'T. 

Sports  director,  10  years  experience  in  radio  and 
television.  Play-by-play  includes  Triple  A  base- 

ball, college  and  high  school  football  and  basket- 
ball. Tape  and  brochure  on  request.  Box  808A, 

B-T. 

Newscaster.  Peabody  Award  winner.  Eight  years 
news  experience,  network  and  independent 
radio.  Dick  Jacobs,  10613  Woodbridge,  North 
Hollywood,  California. 

TELEVISION 

TELEVISION TELEVISION 

Help  Wanted 

Salesmen 

Salesmen  or  announcers  who  would  like  to  enter 
sales.  If  you  have  year  or  two's  experience  or training  in  radio  or  television  and  would  like  to 
join  the  sales  staff  of  an  established  UHF  sta- 

tion, WSBT-TV  in  a  solid  UHF  market  plus 
5000-watt  CBS  radio  affiliate,  WSBT,  we  would 
appreciate  hearing  from  you.  Permanent  position. 
Hospitalization,  free  life  insurance,  company  paid 
pension  plan.  Write  Personnel  Department,  South 
Bend  Tribune,  South  Bend,  Indiana. 

Announcers 

Announcer-director.  Ability  to  do  convincing 
"on-camera"  selling.  Control  room  and  produc- tion experience  preferred,  send  resume  and 
photo.  Will  request  tape  later  if  wanted.  Manager, 
KKTV,  Colorado  Springs,  Colorado. 

Wanted  .  .  .  tv  newscaster  with  minimum  of 
three  year's  experience.  Wanted  by  vhf  west coast,  network  affiliated  station.  $150  weekly.  All 
applications  confidential.  Write  to  Box  787A, B^T. 

Help  Wanted— (Cont'd) 

Increasing  staff — Maine's  fastest  growing  station needs  announcers.  Experience  preferred  but 
not  necessary.  Interview  in  Bangor  or  Boston  by 
appointment.  Reply  PD,  WTWO  Television, 
Bangor,  Maine. 

Technical 

Projectionist — experienced,  for  medium  market 
vhf.  maximum  power  station.  40  hour,  5  day 
week.  Reply  Box  729A,  B-T. 

First  class  license  man  for  studio,  transmitter, 
operating,  maintenance.  Experience  not  neces- 

sarily required.  At  KDLO-TV,  Garden  City,  South 
Dakota  which  is  one  leg  of  a  three-television 
station  regional  hookup.  Send  full  particulars 
and  photograph  to  N.  L.  Bentson,  554  North- 

western Bank  Building,  Minneapolis,  Minnesota. 

Programming-Production,  Others 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G.  B«T. 

Experienced  news  photographer  for  local  sound 
and  silent  coverage.  Must  be  able  to  process 
small  amounts  of  news  footage.  Some  newswrit- 
ing  experience  helpful.  State  salary  require- 

ments with  resume.   Box  509G,  B»T. 

Account  opportunity  in  network  for  man  experi- 
enced in  general  or  program  cost  accounting  in 

station  in  medium  sized  or  larger  market, 
willing  to  relocate  in  major  market.  College 
degree  in  Accounting,  Finance  or  General  Busi- 

ness. Experience  in  public  accounting  preferred. 
Age  limit  32.  Send  detailed  resume  to  Box  671A, 
B-T. 

Girl  as  assistant  to  program  manager.  Estab- 
lished network  vhf.  Experienced  on-camera 

helpful  but  not  required.  Typing  and  shorthand 
essential.   Box  711A,  B«T. 

Help  Wanted— (Cont'd) 
Tv-radio  program  directors,  others.  Opportunity 
now  exists  to  add  to  your  present  income  by 
$100  to  $400  per  month  without  detracting  from 
your  present  job.  National,  industry-accepted organization.  Write  in  confidence  for  complete 
details.  Box  829A,  B-T. 

Do  you  know  TV  traffic  operation?  California 
VHF  in  ideal  small  market  needs  at  once 
thoroughly  experienced  TV  traffic  girl.  We  use 
cardex  system.  Send  complete  details  of  ex- 

perience, qualification  and  background  first  letter 
to  KSBW-TV,  P.  O.  Box  1651,  Salinas,  California. 

Director-producer  for  WGEM-TV— Channel  10, 
vhf,  NBC-ABC  affiliate.  Must  have  thorough 
knowledge  of  switching  operation  and  commer- 

cial experience.  Phone  or  write  Program  Direc- 
tor, WGEM-TV,  Quincy,  Illinois. 

Opportunity  for  good  newsman  with  some  staff 
work.  Tv  only.  Write  qualifications  and  availa- 

bility. Peter  F.  Gallagher,  WGLV-TV,  Easton, Pennsylvania. 

Situations  Wanted 

Salesman 

California  preferred,  $7,500.00  minimum  incentive 
plan  to  5  figures,  relocation  allowance.  9  years 
radio-TV.  Emphasis  sales,  capable  announcer- 
management  experience.  Age  32,  familyman.  De- 

sire affiliation  with  active  news  conscious,  civic 
minded  station.  Currently  N.E.,  will  consider  all 
offers.    Box  811A,  B»T. 

Salesman,  nine  years  radio,  one  television.  With 
present  employer  five  years.  Best  of  references. 
Want  larger  market,  prefer  city  about  100,000. 
Box  813A,  B-T. 

Announcers 

Announcer-salesman.  First  class  license.  7  years 
mike.  Interested  primarily  TV.  Better  than  aver- 

age income  required.  Employed.  799A,  B»T. 

WASHINGTON.  D  C. 

HOLLYWOOD 

TV  GRADS  READY 

TELEVISION  PRODUCTION  EXPERIENCED 

Professionally  trained,  well  qualified  Personnel  Classes 

in  TV  Production  have  just  completed  their  training  in 

each  of  our  four  schools'  completely  equipped  studios. 

A  Washington,  D.  C.  and  Hollywood  class  are  pictured 

here.  Highly  trained  adaptable  people  for  all  phases  of 

TV  production  are  now  available  in  YOUR  area.  Call 

Northwest  FIRST!  Write,  wire  or  call,  John  Birrel,  Em- 

ployment Counselor,  for  immediate  details. 

ADIO  &  TELEVISION 

SCHOOL HOME  OFFICE 
I 

1221  N.  W.  21st  Avenue 

Portland,  Oregon  »  CA  3-7246 

HOLLYWOOD,  CALIFORNIA  1440  North  Highland 
HO  4-7822 

CHICAGO,  ILLINOIS   540  N.  Michigan  Avenue 
DE  7-3836 

WASHINGTON,  D.  C.  .  .  .  .  .  1627  K  Street  N.  W. RE  7-0343 
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TELEVISION 
FOR  SALE— (Cont'd) RADIO 

Situations  Wanted — (Cont'd) 

Technical 

Tv  studio  engineer,  tv  trained,  first  phone.  Ex- 
perience includes  2  years  ars  studio  technician 

and  supervisor,  1  year  video.  Have  directed, 
understand  production.  Interested  California  but 
will  consider  opportunity  anywhere.  Box  745A, 
B-T. 

Recent  1st  phone  desires  TV  engineering  spot. 
State  salary  and  routine.    Box  803A,  B-T. 

Programming-Production,  Others 

Tv-director-producer.  3  years  New  York  agency- 
network.  2  years  senior  tv  director  top  inde- 

pendent station.  Brochure  and  references  upon 
request.  Box  765A,  B-T. 

Producer-director  desires  change  .  .  .  present 
employment  secure.  Excellent  television  back- 

ground.  Box  746A,  B'T. 

Television  newscaster  with  proven  ability.  Ma- 
ture, married,  reliable.  Box  788A,  B-T. 

Producer-director-writer-artist:  6  network  years 
of  motion  picture  and  tv  experience  on  top  shows. 
Wanted:  Position  requiring  imagination,  intelli- 

gence, energy  at  local  level.   Box  789A,  B-T. 

TV  program  director.  Top  qualifications  for  top 
programming  position.  Experience,  ability,  talent, 
education.  Age  30,  twelve  years  professional 
radio  and  TV.  Resume,  personal  interview.  Box 
796A,  B-T. 

Experienced  cameraman-assistant  director.  Mar- 
ried. Video,  audio,  doorman.  Desires  production. 

Box  815A,  B-T. 

TV  director.  Experienced  all  phases  of  production 
including  operating  own  switcher.  Wishes  to 
relocate  southwest.  Complete  resume  sent  upon 
request.    Box  830A,  B-T. 

FOR  SALE 

Chicago  film  studio — completely  equipped  to 
make  tv  film  commercials,  industrial,  etc.  Studio: 
offices;  editing  rooms.  Including  all  cameras, 
light,  sound  equipment,  remote  truck,  etc.  $12,- 
500.  Terms.  Box  783A.  B-T. 

Stations 

Have  engineering  study  showing  existence  of 
available  frequency  near  eastern  radio  station- 
less  city  of  75.000  with  tremendous  potential. 
Will  offer  studv  to  interested  party  for  cash 
or  small  ownership  in  station.  Box  780A,  B«T. 

Florida  major  market  daytimer.  $150,000  on  long 
terms.  Paul  H.  Chapman  Company,  84  Peach- tree,  Atlanta. 

The  Norman  Company,  510  Security  Bldg.,  Daven- 
port, Iowa.  Sales,  purchases,  appraisals,  handled 

with  care  and  discretion,  based  on  operating  our 
own  stations. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  Li.  Stoll  &  Associates,  4958  Melrose  Ave.. 
Los  Angeles  29.  Calif. 

$225,000,  fulltime  29<~o  down,  $165,000,000  retail sales;  140.000  people,  projects  4  year  capital  return 
fast  growing  3-station  market,  midwest.  The 
Norman  Co..  510  Security  Building.  Davenport. Iowa. 

$15,000  down,  $60,000  price,  midwest,  30,000  people, 
day,  5  year,  5r;  :  $18,000  down.  $55,000  total.  48 
months 'at  5%,  city  35,000,  midwest.  The  Norman Co.,  510  Security  Building.  Davenport,  Iowa. 

Equipment 

Mobile  50-watt  FM  transmitter,  152-174  MC,  Gen- 
eral Electric  ET21A,  operates  from  12  volt  car 

battery.  Also  General  Electric  ER25B  receiver, 
152-174  MC.  AC  operated  for  rack  mounting.  All 
equipment  new,  unused.    Box  809A,  B«T. 

For  sale,  4  ten  foot  diameter  and  5  six  foot  diam- 
eter solid  reflectors,  make  offer.  Frank  C.  Car- 
man, Radio  Station  KLUB,  Salt  Lake  City,  Utah. 

A  Federal  field  intensity  Meter  Model  101B  Serial 
#38372  for  measuring  field  intensities  at  any  fre- quency.   Price  $200  FOB.  KOEL,  Oelwein,  Iowa. 

For  sale:  197  foot  Wincharger  guyed  tower  as  it 
stands,  including  lighting  system.  Triangular 
uniform  cross  section.  Call  or  write  WBLY, 
Springfield,  Ohio. 

For  sale:  Revamping  operation,  have  surplus  two 
Gates  CB-14  3  speed  turntables  with  gray  viscous 
arms,  gray  equalizers,  GE  pickups  with  diamond 
stylus  one  RCA  BQ1A  fine  groove  turntable  with 
BQ12A  booster  amp.  One  3  channel  PT63  Mag- 
necorder,  one  Gates  MO-3625  gain  set  all  perfect 
condition,  18  months  or  less  old  will  give  30-day 
warranty  on  parts.  Contact  Manager,  WBOF. 
P.  O.  Box  36,  Virginia  Beach,  Virginia. 

Auxiliary  power  system.  Have  two  one  and  a 
half  year  old  Diesel  electric  sets,  rated  55kw. 
220V.  3  phase,  excellent  condition.  Sell  one  unit 
immediately.  Write:  WPTZ  (TV),  Pittsburgh. 
N.  Y.  Phone:  3070. 

Holmes  16mm  tv  projector  revised  model  LT; 
Presto  3  hour  continuous  play  PB  17,  3^4  tape 
reproducer  with  pre-amp;  best  offer,  must  sell. 
Baiter.  880  Bergen  Avenue.  Jersey  City  6,  N.  J. 

Commercial  Crystals  and  new  or  replacement 
crystals  for  RCA,  Gates,  W.  E.  and  Bliley  holders; 
regrinding.  repair,  etc.  Also  A.M.  Monitor  service. 
Nationwide  unsolicited  testimonials  praise  our 
products  and  service!  Send  for  catalog.  Eidson 
Electronic  Co.,  PR3-3901,  Temple,  Texas. 

Keep  working  capital  free.  Lease  needed  studio, 
transmitter,  office  fixtures,  aircraft,  autos,  etc. 
Anywhere  U.  S.  A.  Gene  O'Fallon  &  Sons,  Inc., 639  Grant.  Denver.    AM  6-2397. 

GE  transmitter  console  BC  3A-1;  320'  Com.  Prod. 
3'8"  coax  boxed,  mounting  hardware,  plus  one 
3VB"  90  degree  bend.  Irving  C.  Jackson.  8925 Francis  Place,  Lakewood,  Colorado. 

WANTED  TO  BUY 

Help  Wanted— (Cont'd) 

Stations 

Interested  in  buying  or  leasing  radio  station 
Tennessee  or  Alabama.  Brokers  welcomed.  All 
replies  strictly  confidential.    Box  810A,  B-T. 

Private  sales.  Dignified  personal  service.  Texas, 
Colorado.  Oklahoma,  Arkansas,  Kansas,  Mis- 

souri. Ralph  Erwin,  Licensed  Broker.  1443  South 
Trenton.  Tulsa. 

Equipment 
Used  five  or  six  bay  superturnstile  antenna  for 
channel  four.  Give  all  information  first  reply. 
Box  757A,  B-T. 

Used  RCA  OP7  Portable  mixer.  State  condition 
and  price.  Denny,  348  Indianwood  Blvd.,  Park 
Forest.  Illinois. 

120'  of  1%"  Styroflex  coaxial  cable  with  end 
couplings  for  15U".  Irving  C.  Jackson.  8925  Francis Place.  Lakewood,  Colorado. 

Wanted:  New  surplus  radio  transmitting  tubes 
any  quantity.  Types  893,  898,  852,  857,  for  Trans- International  Fowarders,  Inc.,  82  Beaver  Street, 
New  York  5.  New  York. 

INSTRUCTION 

FCC  first  phone  in  12  weeks.  Home  study  or  res- 
ident training.  Our  schools  are  located  in  Holly- 

wood. California,  and  Washington,  D.  C.  For 
free  booklet,  write  Grantham  School  of  Elec- 

tronics. Desk  H-B,  1505  N.  Western  Avenue. 
Hollywood  27.  California. 

FCC  first  phone  license.  Start  immediately 
Guarantee  coaching.  Northwest  Radio  &i  Televi- 

sion School.  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington. D.C. 

RADIO 

Help  Wanted 
Announcers 

{ 

GOOD  OPPORTUNITY 

Willi  a  RAHALL  STATION  for  a 

personality  announcer  who  knows 
how  to  SELL,  SELL,  SELL!!  Send 

tapes  and  complete  information 
to  BOX  228,  Beckley,  West  Vir- 

CHIEF  ANNOUNCER  WANTED 

^  Small  station  serving  growing  and  pre- 

H  dominantly  rural  —  small  industry  — 
%  large  estate  area  in  middle  Atlantic 

state  requires  chief  announcer  who  will 
\  take  full  responsibility  on  control  board, 

^  supervise  his  three  assistants,  and  help 
in  programming.  Must  be  mature,  ex- 

£  perienced  man.  This  job  is  with  a  sta- 
%  tion  with  an  excellent  future;  and  the 

&  right  man  will  share  in  the  profits.  Re- 

%  plies  to  this  ad  will  be  held  in  con- 7a. 
fidence.    In    answering,    send  tape, 

photo,  references,  complete  outline  of  $ 
experience  and  indicate  salary  desired. 

Box  S1SA,  BVT 

Managerial 

♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ ♦  ♦ 

t    RADIO  STATION  MANAGER  X 
♦  ♦ 

♦  Well  established  station  network  af-  ♦ ♦  ♦ 
♦  filiate.    Best  facilities  in  one  of  fastest  ♦ 

♦  growing  communities  in  South.  Must  * 

X  have  excellent  sales  record  and  all-  * 
♦  round  ability.    Great  future  for  right  ♦ 

♦  man.    Right  now.    State  qualifications  ♦ 

♦  and  references  fully.    Box  81 6A,  B»T  ♦ 
♦  ♦ 
♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ 

Technical 

|  SALES  ENGINEERS  f 

§  Broadcast  equipment  manufacturer  has  ̂  
§ openings  for  sales  engineers  in  various  o territories  to  travel  and  call  on  radio  j 

\J  stations  as  well  as  for  non-travelling  posi-  § 
£  tions  for  sales  engineers  in  midwest  home  f 
s!  office.    Technical   radio   background   is  > 
§  essential,  preferably  as  Chief  Engineer  of  § 
&  AM  radio  station.  These  are  permanent  £ 

£  positions  with  a  future  with  a  growing  j> 
y  company.   Please  send  complete  resume  § 
&  and  photo  to  £ 

|  Box  753A,  B»T  | 

Situations  Wanted 

Managerial 

MANAGER 

Dick  Rudolph,  former  General 

Sales  Manager  of  WITH,  Balti- 
more, is  available.  Has  averaged 

over  $200,000  annual  sales  for  past 
ten  years.  Also  served  with  Hearst 
newspapers  for  10  years.  Know  all 

agencies  and  advertisers  in  Balti- 
more, Philadelphia,  Washington 

and  Richmond.  Best  reference  is 

my  record. 6611  Edenvale  Road, 

Baltimore  9,  Maryland 

Hunter  6-4334 

Broadcasting Telecasting 
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Situations  Wanted — (Cont'd) 

FOR  THE  RECORD 

Announcers 

Top  Rated  Disc  Jockey  and 

Top  Air  Salesman  with  Im- 
pressive List  of  Sponsors  in 

Major  Metropolitan  Market 
Desires  to  Detter  Himself 

Financially. 

Box  763A,  B»T 

TELEVISION 

Help  Wanted 

Technical 

WANTED 

Experienced  Studio  and 

Transmitter  technicians  for 

maximum  power  VHF  in 

major  market.  Send  resume, 

photo  and  phone  number,  to 

Box  817A,  B*T 

Programming-Production,  Others 

WANTED: 

PROMOTION-PUBLICITY  DIRECTOR 

For  television  station  in  major  New  Eng- 
land market.  While  particular  emphasis 

will  be  placed  on  your  ability  to  supply 

1>  salesmen  and  national  rep  with  hard-  1 
hitting  sales  ammunition,  you  should 
have  well-rounded  experience  in  sales 
promotion  (including  the  use  of  re- 

search), program  promotion  and  pub- 

licity. You'll  be  expected  to  take  an 
active  role  in  community  affairs.  Good 

>  salary  and  future  prospects,  considerable  J 
creative  opportunity  and  a  generous 
budget.  Rush  complete  information  to 

Box  825A,  B»T. 

=><= =5t =•<= 

INSTRUCTION 

FCC  1st  PIIONK  UCKNSKS 
IN  5  TO  6  WEEKS 

WILLIAM  IS.  OGDEN — 10th  Year 
1150  W.  Olive  Av«-. 

Burbank,  Cnlif. 
Reservations  Necessary  All  Classes — 

Over  1700  Successful  Students 

L 

WANT  a  TV  or  RADIO  JOB? 

Announcers,  writers,  producers  in  demand! 

National  Academy  of  Broadcasting 
3338  16th  St.,  N.  W.,  Washington,  D.  C. 
(both  residence  &  correspondence) 
New  residence  term  starting  now. 

PLACEMENT 

Sept€ 

Continues  from  page  122 
placement  of  expired  authorization  for  SCA. 

tember  12  Decisions 
BROADCAST  ACTIONS 

By  the  Commission 
Following  were  granted  renewal  of  licenses  on 

regular  basis: 
WWGS    Tifton,    Ga.;    WHRM    Madison,  Wis; 

FOR  SALE 

Stations 

ooooooooooooooooooooooooooooog 

g  TV  STATION  8 
8  INVESTMENT  § 

§         OPPORTUNITY  § 

8  Southern  VHF  8 

g    Two  major  network  affiliations,  g 

g  Owners  desire  to  sell  for  personal  g 

g  reasons.  O 
g        Now  operating  at  profit.  g 
O         $50,000  Cash  required.  g 

g  Terms:  5  years.  g 

g  Note:  All  inquirers  will  be  re-  g 

g      quested  to  show  financial  ability  g 
to  complete  purchase  agreement,  g 

This  is  a  private  sale.  No  inquiries  g 

are  solicited  from  brokers.   Box  g 

781  A,  B»T 

8 
o 

8oCXXXXDOOOOOQCX300CX)0(  )0  OOOO06 

Equipment 

TOWERS 

RADIO— TELEVISION 
Antennas  Coaxial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland    11,  Oregon 

425  FOOT  GUYED 

STAINLESS  TOWER 

Complete  with  guys  and  light- 
ing. Perfect  condition.  Now 

in  use  supporting  three  bay 
channel  4  TV  antenna  and 

side  mounted  eight  bay  FM 

antenna.  Easily  converted  to 
insulated  tower  for  radio  use. 

Available  approximately 

October  1st.  Contact  E.  B. 

Vordermark,  WMBR-TV,  Jack- 
sonville, Fla. 

WANTED  TO  BUY 

Equipment 

Used  old  and  obsolete  broadcast  transmit- 

ters power  of  5  K.W.  and  up.  Please  send 

description  and  price  to 

Box  823A,  B»T 
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WLSU  Baton  Rouge,  La.;  KOPO  Tucson,  Ariz.; 
KORT  Grangeville,  Idaho;  KOVE  Lander,  Wyo.; 
KOVO  Provo,  Utah;  KOZE  Lewiston,  Idaho; 
KPBM  Carlsbad,  N.  M.;  KPHX  Phoenix,  Ariz.; 
KPOW  Powell,  Wyo.;  KQUE  Albuquerque,  N.  M. ; 
KTNM  Tucumcari,  N.  M.;  KTOO  Henderson, 
Nev.;  KTUC  Tucson,  Ariz.;  KVNC  Winslow,  Ariz.; 
KVSF  Santa  Fe,  N.  M.;  KWEI  Weiser,  Idaho; 
KWJB  Globe,  Ariz.;  KIDO-TV  Boise,  Idaho; 
KPHO-TV  Phoenix,  Ariz.;  KTVT  (TV)  Salt  Lake 
City,  Utah;  KANW  Albuquerque,  N.  M.;  KFCA 
Phoenix,  Ariz.;  KVSC  Logan,  Utah;  KGLU  Saf- 
ford,  Ariz.;  KGRT  Las  Cruces,  N.  M.;  KICA 
Clovis,  N.  M.;  KIDO  Boise,  Idaho;  KIFN  Phoenix, 
Ariz.;  KLEA  Lovington,  N.  M.;  KMFM  Mountain 
Park,  N.  M.;  KNOG  Nogales,  Ariz.;  KOAL  Price, 
Utah;  KRIZ  Phoenix,  Ariz.;  KRLC  Lewiston, 
Idaho;  KRTN  Raton,  N.  M. ;  KRUX  Glendale, 
Ariz.;  KRXK  Rexburg,  Idaho;  KSEI  Pocatello, 
Idaho;  KSIL  Silver  City,  N.  M.;  KSPR  Casper, 
Wyo.;  KSUB  Cedar  City,  Utah;  KSVC  Richfield, 
Utah;  KTAR  Phoenix,  Ariz.;  KTFI  Twin  Falls, 
Idaho;  KALG  Alamogordo,  N.  M.;  KALL  Salt 
Lake  City,  Utah;  KASL  Newcastle,  Wyo.;  KAVE 
Carlsbad,  N.  M.;  KAYT  Rupert,  Idaho;  KBIM 
Roswell,  N.  M.;  KBLI  Blackfoot.  Idaho;  KBOI 
Boise,  Idaho;  KCKY  Coolidge,  Ariz.;  KCLF  Clif- 

ton, Ariz.;  KDYL-AM-FM  Salt  Lake  City,  Utah; 
KELY  Ely,  Nev.;  KENM  Portales,  N.  M.;  KEVT 
Tucson,  Ariz.;  KEYY  Provo,  Utah;  KFUN  Las 
Vegas,  N.  M.;  KFXD  Nampa,  Idaho;  KGAK  Gal- 

lup, N.  M.;  KG  EM  Boise,  Idaho;  KGGM  Albu- 
querque, N.  M.;  KOBE  Las  Cruces,  N.  M.;  KODI 

Cody,  Wyo.;  KOH  Reno,  Nev.;  KOOL  Phoenix, 
Ariz.;  KRPL  Moscow,  Idaho;  KRSN-AM-FM  Los 
Alamos,  N.  M.;  KLMX  Clayton,  N.  M. 

September  12  Applications 

ACCEPTED   FOR  FILING 
Modification  of  Cp 

WFIE  (TV)  Evansville,  Ind. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Feb.  1,  1957. 

KTVC  (TV)  Ensign,  Kan.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Dec.  25. 
KGW-TV  Portland,  Ore. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  Dec.  17. 

KTRE-TV  Lufkin,  Tex. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  April  1,  1957.  . 

WTAP  (TV)  Parkersburg,  W.  Va.— Seeks  mod. 
of  cp  (which  authorized  new  tv)  for  extension 
of  completion  date  to  March  1,  1957. 
WDBJ-TV  Roanoke,  Va.— Seeks  mod.  of  cp 

(which  authorized  new  tv).  for  extension  of  com- 
pletion date  to  April  4,  1957. 

WTVO  (TV)  Rockford,  111.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  April  6,  1957. 

WKRC-TV  Cincinnati,  Ohio — Seeks  mod.  of  cp 
(which  authorized  changes  in  facilities  of  exist- 

ing tv)  for  extension  of  completion  date  to Jan.  5,  1957. 

WRGP-TV  Chattanooga,  Tenn. — Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  April  8,  1957. 

KPTV  (TV)  Portland,  Ore. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date  to  Jan.  5,  1957. 

WKBT  (TV)  La  Crosse,  Wis.— Seeks  mod.  of  cp 
(which  authorized  changes  in  facilities  of  existing 
tv)  for  extension  of  completion  date  to  March  6, 1957. 

WUNC-TV  Chapel  Hill,  N.  C— Seeks  mod.  of 
cp  (which  authorized  new  noncommercial,  edu- 

cational tv)  for  extension  of  completion  date  to 
April  6,  1957. 

License  to  Cover  Cp 

KIMA-TV  Yakima,  Wash.— Seeks  license  to 
cover  cp  which  authorized  new  tv. 

KLEW-TV  Lewiston,  Idaho — Seeks  license  to 
cover  cp  which  authorized  new  tv  and  to  change 
studio  location  to  1115  Idaho  St.,  Lewiston. 

WCTV  (TV)  Thomasville,  Ga.— Seeks  license 
to  cover  cp  which  authorized  new  tv  and  to 
change  studio  location  to  112  N.  Madison  St., 
Thomasville. 

WGN-TV  Chicago,  111. — Seeks  license  to  cover 
cp  which  authorized  changes  in  facilities  of  ex- isting tv. 

WOSU-TV  Columbus,  Ohio — Seeks  license  to 
cover  cp  which  authorized  new  noncommercial, 
educational  tv. 

Renewal  of  License 

KSCO  Santa  Cruz,  Calif. 

Remote  Control 
WFBM  Indianapolis,  Ind. 

Broadcasting    •  Telecasting 



CHANNEL  changes  proposed  in  the  14  pending  deintermixture  cases 

were  issued  last  June,  but  without  offset  carrier  designations.  The 

following,  issued  by  the  FCC  earlier  this  month,  lists  the  frequency 

changes  proposed  with  offset  carrier  specified  for  each  channel. 

Before  the 

FEDERAL  COMMUNICATIONS  COMMISSION 
Washington  25,  D.  C. 

In  the  Matter  of 
Amendment  of  Section  3.606, 
Table  of  Assignments, 
Television  Broadcast  Stations. 

Dockets  Nos.  11747,  11748,  11749, 
11750,  11751,  11752,  11753,  11754, 
11755,  11756,  11757,  11758,  11759, 11799. 

NOTICE  OF  FURTHER  PROPOSED  RULE  MAKING 

1.  On  June  26,  1956,  and  July  23,  1956,  the  above-entitled  rule  making 
proposals  were  issued  by  the  Commission  proposing  to  make  certain 
changes  in  the  television  Table  of  Assignments  contained  in  Part  3, 

Section  3.606,  of  the  Commission's  Rules  and  Regulations.  The  Notices 
of  Proposed  Rule  Making  staled  that  offset  carrier  designations  for  the 
channels  proposed  would  be  specified  in  the  final  Reports  and  Orders. 
However,  some  parties  have  indicated  that  it  would  be  helpful  to  have 
this  information  prior  to  the  submission  of  comments. 

2.  Suggested  offset  carrier  designations  for  the  proposals  made  in 
the  above  listed  dockets  are  as  follows: 

Docket  Channel  No. 
Number         City  Present  Proposed 

2  +  ,  204-,  *66  +  20+.26— ,  39,  *66  + 
4—,  5—,  *9, 11—.  2  +  ,  4—,  5—,  *9, 

30,  36—,  42+  11—,  30,  36—  42+ 
53+  49  + 

11747  Springfield,  HI. 
St.  Louis,  Mo. 

Lincoln,  HI. 
11748  Hartford,  Conn. 

Meriden,  Conn. 
Easthampton, 

Mass. 
Providence,  R.  I. 

11749  Galesburg,  111. 
Peoria,  111. 
Rock  Island,  111. 

11750  New  Bern,  N.  C. 
Norfolk-Ports- 
mouth-New- 

port News,  Va. 

3+,  18—,  *24 

65— 

61 

10+,  12+,  16,  *36+ 

18—,  *24,  61 

3  +  ,  10+,  12+,  16,  *36+ 
77 

40— 

8,  19,  *37— ,  43+  19,  25  +  ,  31  +  ,1  *37— .  43+ 
(See  Davenport,  Iowa)  8 
13—  12+ 

3+,  10  +  ,  15,  *21— ,  33  3+,  10+,  13—,  15,  *21— ,  33 

11751  Albany-Sche- nectady, Troy, 

N.  Y. Vail  Mills,  N.  Y. 6,  •174-,  23—,  35,  41 

10— 

6,  *17+,  23—,  35,41,47 

4+,  5+,  10+,  *48+ 
11752    Mobile,  Ala.  5+,  10+,  *42,  48+ 

New  Orleans,     4+,  6+,  *8,  20—, 
26,  32+,  61    3+,  *8,20— ,  26,  32+,  42,  61 

La. 

11753  Charleston,  S.  C. 
11754  Madison,  Wis. 

11755  Duluth,  Minn.- 
Superior,  Wis. 

11756  Miami,  Fla. 

11757  Evansville,  Ind. 
11758  Auburn,  N.  Y. 

Elmira,  N.  Y. 
11759  Fresno,  Calif. 

Madera,  Calif. Santa  Barbara, 

Calif. 
11799    Columbia,  S.  C. 

Charleston,  S.  C. 

2+,5+,  *13, 17+ 3,  *21— ,  27—,  33+ 

3,  6+,  *8— ,  32,  38 

*2,  4,  7—,  10+,  23—.  33 

7,  50—,  *56,  62 

37— 

9,  18  +  ,  24— 12+,  *18— ,  24,  47,  53 

30+ 

2+,4,  5+,*13,  17+ *3,  21—,  27—,  33+ 

3,  6  +  ,  8—,  *32,  38 

*2,  4,  6,  7—,  10+,  23—33 *7,  50—,  56,  62 

18+,  24— ,-30 

•18- 

3—,  20,  26 

10—,  *19+,  25—,  67+ 

2+,  5+,  *13,  17+ 

-  24,  30+,  47,  53 

59 
-,  12+,  20,  26 

5.2  10—,  *19+,  25—,  67+ 

2+,4,  *13,  17+ 

or 

2+,  7—,  *13. 17+ 
FEDERAL  COMMUNICATIONS  COMMISSION 

Dee  W.  Pincock 
Acting  Secretary 

Adopted:  August  30,  1956 
Released:  September  5,  1956 

1  This  assignment  would  require  a  change  in  the  offset  carrier  require- 
ment of  Channel  31  in  Milwaukee,  Wisconsin,  from  Channel  31+  to  31 — . 

-  This  assignment  would  require  the  following  offset  carrier  changes: 
Raleigh,  N.  C. 
Washington,  D.  C. 
New  York,  N.  Y. 
Boston,  Mass. 
Bangor,  Me. 

Ch.  5  even  to  Ch.  5 — 5—  "  5+ 

5+  "  5— 

5—  "  5+ 

5+       "       5  even 

UPCOMING 

SEPTEMBER 

Sept.  21-22:  Advertising  Federation  of  America, 
8th  district,  Milwaukee. 

Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 
nual meeting,  Captain  Shreve  Hotel,  Shreve- 

port.  La. 

Sept.  27:  Massachusetts  Broadcasters  Assn.,  an- 
nual meeting,  Hotel  Somerset,  Boston. 

Sept.  28-29:  Broadcasters  Sales  Management  con- 
ference, University  of  Mississippi,  University, 

Miss. 

NARTB  CONFERENCES 

Region  5  (Minn.,  N.  D.,  Sept. 
East   S.    D..    Iowa,  17-18 
Neb.,  Mo.) 

Region  7  (Mountain  Sept. 
States  )  20-21 

Region  8  (Wash.,  Ore.,  Sept. 
Calif.,   Nev.,  Ariz.,  24-25 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla.,  Sept. 
Tex.)  27-28 

Region  2  (Pa.,  Del.,  Oct. 
Md.,  W.  Va.,  D.  C,  11-12 
Va.,  N.  C,  S.  C.) 

Region   1    (New   Eng-  Oct. 
land)  15-16 

Region  4    (Ky.,   Ohio.  Oct. 
Ind..  Mich.,  111.,  Wis.)  18-19 

Region  3  (Fla.,  Ga„  Oct. 
Ala..  Miss.,  La.,  Ark..  25-26 
Tenn.,  P.  R.) 

OCTOBER 

Nicollet  Hotel 
Minneapolis 

Utah  Hotel 
Salt  Lake  City 
St.  Francis  Hotel 
San  Francisco 

Okla.  Biltmore 
Okla.  City 
Shoreham  Hotel 
Washington 

Somerset  Hotel 
Boston 
Sheraton  Lincoln 
Indianapolis 

Dinkler- Tutwiler 
Birmingham 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition, Hotel  Sherman,  Chicago. 

Oct.  2:  Illinois  Broadcaster  Assn.  semi-annual 
meeting,  Abraham  Lincoln  Hotel,  Springfield, 
111. 

Oct.  2:  Wisconsin  Broadcasters  Assn.,  annual 
meeting,  Hotel  Plankinton,  Milwaukee. 

Oct.  3-4:  NARTB  Tv  Code  Review  Board,  Tides 
Inn,  Irvington,  Var. 

Oct.  4-5:  Central  Region  A  AAA  Meeting,  Hotel 
Blackstone,  Chicago. 

Oct.  5:  Ohio  Assn.  of  Radio-Tv  Broadcasters,  an- 
nual meeting,  Hotel  Fort  Hayes,  Columbus. 

Oct.  5-6:  Midwestern  Advertising  Agency  Net- 
work, 4th  quarterly  meeting,  Edgewater  Beach 

Hotel,  Chicago. 

Oct.  7-10:  Western  Region  AAAA  Meeting,  Hotel 
Del  Coronado,  Coronado,  Calif. 

Oct.  8-12:  SMPTE  semi-annual  convention,  Los 
Angeles. 

Oct.  10-11:  Kentucky  Broadcasters  Assn.,  annual 
meeting.  Hotel  Kenlake,  Kentucky  Lake. 

Oct.  12-13:  Alabama  Broadcasters  Assn.,  annual 
meeting,  University  of  Alabama,  Tuscaloosa. 

Oct.  12-14:  Intercity  Conference  of  Women's Advertising  Clubs,  Minneapolis. 
Oct.  12-14:  Advertising  Federation  of  America, 

3rd  district,  Charlotte,  N.  C. 
Oct.  15-17:  Radio-Electronics-Tv  Mfrs.  Assn.,  fall 

radio  meeting,  Hotel  Syracuse,  Syracuse.  N.  Y. 

Oct.  18-20:  Gamma  Alpha  Chi,  National  Women's Professional  Advertising  Fraternity,  biennial 
national  convention,  U.  of  Illinois,  Urbana,  111. 

Oct.  19-20:  AAAA  East  Central  Regional  Meet- 
ing, Aurora  Inn,  Aurora,  Ohio. 

Oct.  21-23:  Central  Canada  Broadcasters  Assn., 
6th  annual  meeting.  Royal  Connaught  Hotel. 
Hamilton,  Ont. 

Oct.  22-23:  Boston  Conference  on  Distribution, 
Hotel  Statler,  Boston. 

Oct.  22-24:  Assn.  of  National  Advertisers,  annual 
meeting,  Drake  Hotel,  Chicago. 

Oct.  29-30:  Second  annual.  RAB  NatL  Radio  Ad- 
vertising Conference,  Waldorf-Astoria  Hotel, New  York. 

NOVEMBER 

Nov.  9:  Calif.  State  Radio-Tv  Broadcasters'  Assn. annual  convention,  Hotel  Clift,  San  Francisco. 
Nov.  11-12:  Texas  Assn.  of  Broadcasters,  annual 
meeting.  Hotel  Caprock,  Lubbock. 

Nov.  16:  Arizona  Broadcasters  Assn.,  annual 
meeting,  Tucson. 

Nov.  16-17:  Oregon  State  Broadcasters  Assn., Salem. 

Nov.  27-28:  AAAA  Eastern  Annual  Conference, 
Hotel  Roosevelt,  New  York. 

Nov.  29:  Advertising  Research  Foundation,  2nd 
annual  conference.  Hotel  Ambassador,  New 
York. 

I 

BROADCASTING 

TELECASTING 

THE  BUSINESSWEEKLY  OF  RADIO  AND  TELEVISION 

1 735  De  Sales  Street,  N.  W '.,  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

□  52  weekly  issues  of  BROADCASTING  •  TELECASTING  $7.00 
□  52  weekly  issues  and  BROADCASTING  Yearbook-Marketbook  9.00 
□  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook  9.00 

□  52  weekly  issues  and  bo'',  Yearbook-Marketbooks  11.00 
□  Enclosed  □  Bill 

name  title/ position 

company  name 

address 

ctty 

Please  send  to  home  address  —  — 
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editorials 

McConnaughey  on  Target 

THEREFORE,  for  the  first  time  publicly,  I  am  proposing  that 

broadcasting  licenses  and  renewals  be  given  the  same  treat- 
ment as  licenses  for  other  services  and  that  they  be  for  a  period 

of  five  years." 
In  those  words,  FCC  Chairman  George  C.  McConnaughey  en- 

deared himself  to  the  broadcasters  of  the  nation.  The  words  were 

spoken  before  a  capacity  meeting  of  the  Radio  &  Television  Ex- 

ecutives Society  in  New  York  last  Wednesday.  They  brought  rous- 
ing applause. 

Mr.  McConnaughey  has  the  support  of  his  fellow  commissioners. 

They  feel  that,  with  the  investment  entailed  in  going  into  the  broad- 
casting business,  the  three-year  license  is  a  slender  thread  indeed 

for  economic  stability.  Non-broadcast  licenses,  most  of  them  en- 
tailing much  smaller  investments,  may  be  issued  for  five  years. 

The  FCC  now  can  be  expected  to  recommend  to  Congress,  when 
it  convenes  in  January,  that  the  Communications  Act  be  amended 

to  provide  for  the  five-year  license  tenure.  Broadcasters  should  back 
up  the  Commission  by  adopting  strong  resolutions  at  the  NARTB 
regional  meetings  which  get  underway  this  week.  And  the  state 

associations  as  well  as  all  other  organizations  representing  the  broad- 
cast media  should  follow  suit. 

One  Week  Worth  Noting 

THE  WEEK  of  Sept.  23-29  is  National  Television  Week.  It  also 
is  National  Dog  Week.  For  that  matter,  it  also  is  Home  Fashion 

Time,  Christian  Education  Week,  National  Tie  Week,  Visit  Your 

Dealer  Week  and  it  contains  Gold  Star  Mother's  Day. 
Assuming  that  tv  broadcasters  across  the  country  are  more  in- 

terested in  promoting  their  own  rather  than  man's  best  friend,  we 
suggest  they  get  behind  the  promotion  mapped  out  by  NARTB, 

RETMA,  TvB  and  the  National  Appliance  &  Radio-Tv  Dealers 
Assn.  The  promotion  puts  across  a  point:  how  important  television 
is  in  the  lives  of  all  Americans.  It  also  makes  a  sales  pitch:  for 
second,  portable  and  color  sets. 

Admittedly,  special  "weeks"  are  getting  to  be  a  bore  because  of 
the  sheer  weight  of  numbers.  Tv  Week  need  not  be  in  that  category. 

How  the  public  will  react — or  if — depends  in  direct  proportion  to 
the  amount  of  attention  the  industry  itself  gives  to  its  own  special 
week. 

Empire  Building 

SHOULD  there  be  new  regulations  to  govern  multiple  ownership 
of  broadcast  stations?  The  FCC  is  pondering  this  question, 

having  been  given  carte  blanche  by  the  Supreme  Court  to  write 
reasonable  regulations  limiting  ownership. 

The  present  limitation  on  ownership  by  a  single  entity  is,  for  tv, 
five  vhf  stations  plus  two  uhfs,  and  for  am  and  fm,  a  maximum 

of  seven  stations.  The  numerical  limits  are  arbitrary.  They  now 
apply  irrespective  of  the  size  of  the  markets  served  or  the  coverage 
of  the  stations. 

At  the  last  Congress,  practically  identical  bills  were  introduced  in 
House  and  Senate  to  substitute  for  the  seven-station  rule  a  25% 
of  population  yardstick.  Under  it,  conceivably  five  stations  in  the 
first  five  markets  might  surpass  the  population  limit,  or,  at  the 

other  extreme,  perhaps  two  dozen  small  stations  in  secondary  mar- 
kets would  be  permissible. 

The  FCC  is  considering  this  and  several  other  alternative  plans, 

but  is  sharply  divided.  There  is  support  for  a  case-by-case  approach, 
but  this  unquestionably  would  result  in  special  pleadings  and  end- 

less controversy. 

The  situation  today  obviously  is  inequitable.  The  concern  is 
over  the  influx  of  investment  capital  by  non-broadcasting  entities, 
with  the  accent  on  television.  In  a  comparative  hearing,  the  FCC, 
all  other  aspects  even,  gives  preference  to  the  local  applicant,  as 
opposed  to  the  non-resident.  Yet,  a  non-local  group  can  come  along 
later  and  buy  the  property,  with  approval  of  the  FCC  virtually 
assured. 

Broadcasting  is  an  attractive  business  for  investment  capital — 
television  being  particularly  appealing,  although  radio  has  experi- 
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"I'm  not  making  a  shirt  commercial!  It  just  happens  I've  got  an  infected 

eye!" 

enced  a  remarkable  resurgence  in  values  in  recent  months.  In  many 
instances  there  are  tax  angles  which  permit  the  purchaser  to  pay 

a  big  price  and  still  make  a  long-term  advantageous  deal.  Usually, 

the  licensee,  notably  if  there's  a  multiplicity  of  stockholders,  feels 
he  cannot  afford  to  reject  the  proposition. 

No  one  questions  the  need  for  restraint  by  the  licensing  author^ 

ity.  Without  it,  wealthy  individuals  or  organizations  could  con- 
ceivably acquire  stations  in  all  key  markets  and  exert  control  in 

public  affairs  and  business  which  would  be  unattainable  in  any 
other  manner. 

The  FCC  realizes,  moreover,  that  if  the  trading  in  stations  con- 
tinues at  the  current  pace.  Congress  will  step  in.  And,  historically, 

Congress  deals  with  a  heavy  hand  in  anything  that  smacks  of  mo- 
nopoly control. 

Of  the  many  complex  policy  questions  before  the  FCC,  few  are 
more  important  than  multiple  ownership.  A  high  degree  of  wisdom 
and  courage  is  called  for. 

New  Era  at  NBC 

IN  THE  nine  years  he  was  with  NBC,  Sylvester  L.  (Pat)  Weaver 
Jr.  became  probably  the  most  talked-about  executive  in  net- 

work broadcasting. 

Not  all  of  the  talk  was  complimentary.  A  management  man  who 
defies  the  rituals  of  managerial  behavior  is  apt  to  provoke  criticism 

among  those  who  hold  the  rituals  dear.  To  some  of  his  contem- 
poraries, the  vision  of  Mr.  Weaver  making  policy  while  astride  a 

bongo  board  was  shattering. 

Yet,  there  always  was  much  talk  in  admiration  of  Mr.  Weaver's 
creativeness,  and  we  suspect  that  in  time  that  sort  of  talk  will  sur- 

vive while  the  criticism  disappears.  The  truth  is  that  Mr.  Weaver, 
more  than  any  other  individual,  gave  shape  and  excitement  and 
courage  to  television  programming  during  the  big  growth  years  of 
network  tv. 

In  a  sense  he  was  miscast  both  as  president  and  chairman  of  the 
board  of  NBC.  There  is  little  evidence  that  he  had  or  wished  to 

develop  an  extensive  interest  in  administration.  He  was  and  is  a 
showman,  whose  flair  for  elegance  and  glitter  is  tempered  by 
respect  for  substance. 

These  are  talents  which  television  can  and  undoubtedly  will  con- 
tinue to  use. 

Meanwhile,  NBC  begins  operating  under  a  reorganized  manage- 
ment team  composed  of  experienced  executives  of  proved  accom- 

plishment. 
The  management  team,  in  contrast  to  one-man  dominance,  has 

become  the  common  structure  of  U.  S.  business.  We  wish  Mr. 

Weaver  and  NBC  success  in  their  personal  and  corporate  futures. 

Broadcasting    •  Telecasting 



Powerful,  new  Fall  line-up  for  KSTP  Radio! 

NEW  STARS .  .  .  NEW  SHOWS  .  .  .  NEW  MUSIC! 

That's  the  story  of  KSTP  Radio  which  opens 

the  Fall  season  with  an  exciting,  all-new  line-up 

of  sparkling  radio  entertainment! 

Popular  KSTP  Television  stars  have  joined 

with  top  KSTP  Radio  personalities  to  present 

the  finest  programs  in  the  Northwest. 

New  features  include  on-the-spot  tape  re- 

cordings made  daily  by  roving  reporters  and 

interjected  into  various  shows  in  the  style  of 

NBC's  successful  "Monitor;"  "Talk  Time"  is 

a  new  show  in  which  listeners  may  participate 

by  telephone;  live  music  and  interviews  are 

other  new  features. 

Now  is  the  time  to  put  KSTP  to  work  for  you. 

Take  advantage  of  the  Northwest's  BIG  sta- 
tion with  the  new  concept  in  radio  program- 

ming to  do  your  most  effec- 

tive selling  job  in  this 

vital  Four  Billion 

Dollar  market. 

,000  WATTS 

MINNEAPOLIS  •  ST.  PAUL     Basic  NBC  Affiliate 

"PRICED  and  PROGRAMMED"  to  serve  today's  radio  needs! 
Represented  by  Edward  Petry  &  Co.,  Inc. 



KMBC
-T 

• .  Your  best  bet  for  gettin 

Kansas  City 

July  Pulse  Shows 

Channel  9  Again  Leads 

In  Quarter-Hour  "FIRSTS 

. . .  Has  Best  Over -All 

Ratings  in  the 

3-Station  Market! 

Morning,  noon  or  night  —  whenever  you  put  your  money  on  KMBC-TV 

—  you're  backing  the  favorite! 

KMBC-TV  is  definitely  "out  front"  in  Kansas  City's  television  ratings 
race!  According  to  current  Pulse  figures  —  calculated  on  average 

Monday-through-Saturday  ratings  during  Channel  9's  on-air  periods 
—  KMBC-TV  is  a  good  length  ahead  in  the  total  of  first-place  quarter- 

hours  . . .  and  is  a  l-to-8  favorite  to  either  "win"  or  "place"  anytime 
))       during  the  broadcast  day! 

And  ratings  aren't  the  entire  KMBC-TV  story,  either.  The  form  sheet 

shows  that  Channel  9  provides  Class  "A"  primary  viewing  service  to 
31,493  more  families  than  any  other  channel  in  the  area,  according  to 

A.  Earl  Cullum,  Jr.,  consulting  engineer.  Combine  bigger  coverage  and 

higher  ratings  with  the  fact  that  KMBC-TV  offers  full  minutes  (not 

just  chainbreaks)  throughout  the  day  and  most  of  the  evening  —  and 

it's  easy  to  see  why  the  Swing  is  to  KMBC-TV. 

For  sure-thing  tips  that  produce  sure-fire  advertising  results,  see  the 

man  who  knows  the  facts  —  your  Peters,  Griffin,  Woodward  Colonel ! 

See  Peters,  Griffin,  Woodward,  Inc.  for  availabilities. 

the  SWING  is  to  KMBC-TV 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 
Basic  ABC-TV  Affiliate 

Pf.ters.  Griffin. Woodward. 
Exclusive  Ntiiional  Rcjncsrnlafiiw 

DON  DAVIS,  First  V  P  and  Commercial  Mgr. 
JOHN  SCHILLING,  V  P  and  General  Mgr. 
GEORGE  HIGGINS,  V  P  and  Sales  Mgr. 
MORI  GREINER,  Director  of  Television 
DICK  SMITH,  Director  of  Radio 
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HE  BUSINESSWEEK LY 

KDIO  AND  TELEVISIO 

WHO 
 Radio 

helps  114%  Sales  Increase 

for  Slcelly  Oil 

in  Metropolitan  Des  Moines! 

WHO 

for  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer.  President 

In  Metropolitan  Des  Moines — as  in  ALL  of 
"Iowa  Plus"— WHO  RADIO  is  the  quality 

station  that  people  hear,  trust,  BELIEVE. 

Your  messages  on  WHO  carry  more  weight 

because  they  are  delivered  by  trusted  voices 
and  are  backed  by  excellent  programming 

sponsored  by  America's  leading  companies. 

Skelly's  Mr.  Loudon  KNOWS  what  all  this 
means  to  advertisers — and  so  do  your  Colonels 

at  Peters,  Griffin,  Woodward.    Ask  them! 

OF 

ON 

P.  A.  Loyet,  Resident  Manager 

Peters,  Griffin,  Woodward,  Inc.,  Exclusive  !\<i/ion<il  Representatives 



...  NOT  SEVENTEEN? 

YES . . .  WBRE-TV  does  have 

a  17  County  Coverage 

WBRE-TV'S  ...NBC  Fall  and  Winter  show  schedule  is  the  greatest  TV  buy 

in  "Hill  Country",  USA.  That's  the  1  7  county  area  covered  by  Channel  28  .  . . 

America's  First  Million  Watt  TV  Station.  With  a  projected  audience  potential 

of  2,000,000  busy  people  having  an  estimated  buying  power  of  $1,650,000- 

000  you  cut  down  your  advertising  costs  per  capita  when  you  lodge  your 

message  on  the  WBRE-TV  log. 

AN  JQJ!"  BASIC  BUY  :  National  Representative  :  The  Headley-Reed  Co. 
Counties  Covered:  LUZERNE        LACKAWANNA        LYCOMING  COLUMBIA 
SCHULYKILL          NORTHUMBERLAND          MONROE          PIKE  WAYNE 
WYOMING           SULLIVAN          SUSQUEHANNA         BRADFORD  UNION 

SNYDER         MONTOUR  CARBON 

Without  question,  the  best  engineer  in  the  animal  kingdom,  the 
Busy  Beaver,  with  his  ability  to  cut  down  trees  oi  more  than 
17  inches  in  diameter,  transport  them  up  or  down  stream  by  a 
well  trained  statf  oi  co-workers,  build  communication  lodges,  and 
millions  oi  acres  of  pasture  lands,  has  an  intelligence  akin  to 
WBRE-TV's  unique  community  service  to  the  people  of  "Hill 
Country",  U.S.A. 

TV  Channel  28 
WILKES-BARRE,  PA. 
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Des  Moines! 

337  FIRSTS 

in  462  quarter  hours  surveyed 

^    9  of  top  10 

multi- weekly  shows 

local  news  ratings  up  to  35.4 

^    9  of  top  10 
once -a -week  shows 

SOURCE:  Latest  ARB  for 

Des  Moines  Metropolitan  Area 

FULL  POWER  -  FULL  COVERAGE 

TELEVISION 

A  COWLES  OPERATION 

Katz  Has  The  Facts  On  That- 

Very  Highly  Audience  Rated, 

Sales  Results  Premeditated, 

CBS  Affiliated 

Station  in  Des  Moines! 

Published  every  Monday,  with  Yearbook  Numbers  (53rd  and  54th  issues)  published  in  January  and  July  by  Broadcasting  Publications,  Inc.,  1735 
DeSales  St.,  N.W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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Tftere*  Afore  Coverage  on  Channel \ 

THAN  WE  THOUGHT!  f 

We  knew  from  engineers'  calculations  that 
KRLD-TV's  maximum-powered  Channel  4 

signal,  beamed  from  atop  Texas'  tallest  tower, covered  more  area  than  any  other  Texas  TV 
station . . . 
Now  measured  contours  give  us  even  more 

coverage  than  we  thought.  The  100  uv/m  line 
of  KRLD-TV  embraces  28,935  square  miles  of 
the  wealthiest,  most  progressive,  most  densely 

populated  area  of  Texas,  including  the  booming 
metropolitan  areas  of  both  Dallas  and  Fort 
Worth.  No  other  TV  station  in  Texas  gives  you 

as  much  coverage  as  KRLD-TV. 

0    K   L   A  HO  M  AJ  
J  E  r  r  E  H  s  o  N  A* .D MORE 

L   0  VE   MARSHALL 
"T- 'MEASURED  IOOUV/m'         .CALCULATED  100  UV/M WICHITA  FALLS,* 

ARCHER  CITY 
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EASTLAND  1    ERATH  \ 
EASTLAND  VjSTEPHENVILLE 

,    w   t  *a  >  n  \    _  I    Johnson  WAXAHACHIE 
\   1  \GRANBURY  m  ♦  ENNIS 

CLEBURNE  e  l  l  .  s  * 

COMANCHE  \ 
«  5 

COMANCHE 

HILLSBORO 

MERIDIAN 
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HAM  \^^0  N 

GOLDTHWAI  T€ C    0    R^^^^  L 
GATES  VILLUS 

t^^^N      \  LIMESTONE^ waco  /\groesbeck 

CORSICANA 
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..,VI,\  '  REESTONE 
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•  \  FAIRFIELD 

PALESTINE 

>  »«  I   LAMPASAS  Y^BELT™y Q  '0      )  20  30        40        Sb  B  ELL 

FRANKLIN  \ 

R   0  BE  RTSON 

KRLD-TV  CkmdAVdllM 

THE  BIGGEST  BUY  IN  THE  BIGGEST  MARKET  IN  THE  BIGGEST  STATE 

OPERATING  ON  MAXIMUM  POWER  FROM  ATOP  TEXAS'  TALLEST  TOWER 

Owners  &  operators  of  KRLD  —  the  only  full-time  50,000  watt 
radio  station  in  the  Dallas-Fort  Worth  area — The  Dallas  Times 
Herald  Station,  Herald  Square,  Dallas. 

JOHN  W.  Runyan  —  Chairman  of  the  Board 
Clyde  W.  Rembert,  President 

REPRESENTED     BY     THE     BRANHAM  COMPANY 
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closed  circuit: 

KWSM-AM-TV  SOLD  •  Announcement 
will  be  made  this  week  of  sale  of  KWSM 

and  ch.  12  KWSM-TV  Joplin,  Mo.  by  Aus- 
tin A.  Harrison  and  associates  to  Friendly 

Group,  headed  by  Jack  N.  Berkman 
(WSTV-AM-FM-TV  Steubenville,  Ohio; 

WPIT  Pittsburgh;  WBMS  Boston,  and  sus- 
pended WFPG-TV  Atlantic  City,  N.  J.) 

for  approximately  $760,000  plus  commit- 
ments on  new  tv  equipment.  Mr.  Harrison, 

president  and  general  manager,  owns 
60.9%,  with  remainder  held  by  score  of 

local  individuals.  KWSM-TV  began  opera- 
tion two  years  ago  and,  like  its  sister  am 

station,  is  CBS-affiliated.  Transaction  was 
negotiated  by  Fred  Weber,  executive  of 
Friendly  Group,  with  Mr.  Harrison. 
KWSM  began  operation  in  1946  and  is  on 
1230  kc  with  250  w. 

B»T 

WRITE  off  any  prospect  of  revision  of 

FCC's  multiple  ownership  rules  until  after 
first  of  year.  FCC  at  meeting  last  week  de- 

cided to  consider  various  proposals  again 
next  Jan.  9.  Indications  had  been  that 

seven-station  limitation  would  be  sup- 

planted by  case-by-case  consideration,  but 
comment  of  new  Assistant  Attorney  Gen- 

eral Victor  R.  Hansen  before  Ccller  Sub- 
committee [B*T,  Sept.  17;  also  page  34  this 

issue]  supporting  even  tighter  restrictions 
apparently  convinced  majority  it  should 
make  haste  slowly.  Prior  to  that  it  looked 

like  5-2  vote  for  case-by-case. 
B»T 

TASC  GROUP  •  Will  former  FCC  Comr. 

George  E.  Sterling  figure  in  newly  formed 
Television  Allocations  Survey  Committee, 

launched  last  Thursday  under  FCC  aus- 

pices to  undertake  overall  allocations- 
manufacturing  research  program  in  vhf- 
uhf  tv  (story  page  74)?  Mr.  Sterling,  also 

FCC's  former  chief  engineer,  had  been  con- 
tacted last  week  about  his  possible  availa- 

bility as  coordinator  of  group  and  report- 
edly has  matter  under  advisement.  Former 

Comr.  E.  M.  Webster,  at  FCC's  instance, 
volunteered  to  serve  as  temporary  chair- 

man at  organizing  session.  Mr.  Sterling  re- 
tired Sept.  30,  1954,  after  having  been 

commissioner  from  January,  1948. 
B»T 

THERE'S  divergence  of  opinion  on  how 
long  "crash"  uhf  program  may  take.  Or- 

ganizing subcommittee  developed  differ- 
ences over  timetable,  some  thinking  pro- 
gram should  take  six  months  to  year,  oth- 

ers believing  it  should  take  two,  three  or 

even  five  years  to  complete.  Policy  ques- 
tion is  whether  program  shall  be  fact-find- 

ing on  uhf's  present  situation  or  long-range 
fact-finding  plus  development.  Hurry-up 

advocates  are  headed  by  manufacturers' 
leaders,  Dr.  W.  R.  G.  Baker,  GE.  Long- 
range  advocates  rallied  behind  Harold  E. 
Fellows,  NARTB  president. 

B»T 

OLD  SCHOOL  TIES  •  Knowledgable  ob- 

servers detected  familiar  ring  in  antitrust 

questions  raised  by  Assistant  Attorney  Gen- 
eral Victor  Hansen  Sept.  14  in  telling  Cel- 

ler  Subcommittee  about  Justice  Dept.'s 
investigation  of  networks.  Same  questions 

regarding  legality  of  must-buys,  option 
time  and  alleged  network  control  of  pro- 

grams and  affiliates  were  first  put  on  public 
view  by  Richard  A.  Moore,  president  of 
KTTV  (TV)  Los  Angeles,  before  Senate 
Commerce  Committee  last  March. 

B»T 

IT  WAS  recalled  that  Mr.  Moore  turned 

over  his  testimony  and  accompanying  le- 

gal briefs  to  Justice  Dept.  That  his  mate- 
rial may  have  had  unusually  friendly  re- 

ception is  suggested  by  these  facts:  Mr. 

Moore  and  his  special  counsel,  Lloyd  Cut- 
ler, were  classmates  at  Yale  Law  School 

('39).  Victor  Kramer,  Justice  Dept.  chief 
of  antitrust  litigation  and  officer  now  in 

charge  of  N  BC-Westinghouse  investiga- 

tion, is  Yale  Law  '38.  Legal  assistant  to 
Assistant  Attorney  General  Hansen  is  Rob- 

ert Bicks,  Yale  Law  '52.  Judge  Hansen  is 
not  Yale  man.  However,  before  appoint- 

ment to  present  job  three  months  ago,  he 
lived  in  La  Canada,  Calif.,  few  blocks 

from  residence  of  Mr.  Moore. B»T 

INVITATION    TO    SETTLEMENT?  • 

All  sorts  of  speculation  has  arisen  on  im- 

port of  Assistant  Attorney  General  Han- 

sen's testimony.  Some  observers  incline  to 

view  that  rare  frankness  of  Judge  Hansen's 
testimony  was  directed  more  at  FCC  than 
at  networks;  others  believe  Justice  Dept. 

wants  networks  to  revise  their  own  prac- 
tices without  resort  to  litigation.  Lending 

credence  to  latter  belief  was  remark  made 

by  Judge  Hansen  to  visitor  last  week  that 

he  intended  to  continue  his  predecessor's 
attitude  in  antitrust  work  (Stanley  N. 

Barnes,  elevated  to  circuit  court  by  Presi- 
dent Eisenhower,  made  no  secret  he  was 

for  negotiations  and  consent  decrees  before 

entering  formal  "complaints").  In  fact 
Judge  Hansen  told  visitor  he  hoped  his 
Celler  appearance  and  testimony  would 

"act  as  a  prophylaxis." B»T 

DID  Celler  Antitrust  Subcommittee  un- 

cover "sleeper"?  It's  been  learned  that  sub- 
committee itself  was  surprised  by  unex- 

pected force  of  presentation  against  net- 
works by  Judge  Hansen.  New  to  his  job, 

Judge  Hansen  was  not  expected  to  rake 
network  practices  in  such  detailed  fashion. 
So  far,  subcommittee  is  of  belief  Judge 

Hansen  has  provided  most  damaging  tes- 
timony against  network  operations. B»T 

PREMIUMS  ON  WAY  OUT?  •  There's 
talk  of  revolutionary  change  in  marketing 

of  packaged  breakfast  cereals — joint  out- 
lawing of  premiums.  For  decades,  some  of 

leading  cereal  marketers  have  lured  kid- 
dies to  stores  with  everything  from  whistle 

rings  to  space  gadgets.  There's  official  gov- ernment interest  in  this  voluntary  proposal 
to  sell  cereals  on  their  merits  alone. S«T 

BROADCASTERS  have  turned  in  their 

recommendations  for  revision  of  Sec.  4 

of  license  renewal  forms.  Submitted  last 
week  to  FCC  members  of  joint  committee 

were  suggestions  that  add  up  to:  (1)  sep- 
aration of  radio  and  tv  forms,  (2)  deletion 

of  spot  announcements  list  and  commer- 
cial -  sustaining,  network  -  local  classifica- 

tion list,  (3)  revision  in  both  forms  of  cate- 
gories, such  as  entertainment,  news,  edu- 

cational, agricultural,  etc.  Next  stop  is  re- 
review  by  FCC  staff  and  additional  coor- 

dination with  broadcasters  if  necessary 
and  then  submission  to  FCC  for  action. B»T 

PRICE  OF  SEGREGATION  •  ABC-TV 
has  quietly  backed  away  from  negotiations 

for  rights  to  cover  New  Year's  Day  Sugar 
Bowl  football  game  again  this  season.  Offi- 

cial reason  is  that  Sugar  Bowl  authorities 

wanted  too  much  money — $150,000.  In 
addition,  network  cannot  be  unmindful 

that  repetition  of  last  year's  edict  against 
unsegregated  teams  probably  will  reduce 
Sugar  Bowl  to  regional  stature  and  also 
make  it  virtually  unsalable  to  sponsors  at 

any  reasonable  price. 
B»T 

THOUGH  it's  only  "tentative"  until  all 
nominees  have  been  checked  for  availa- 

bility, slate  of  proposed  officers  for  Radio 
Advertising  Bureau  for  1957  is  understood 
to  be  headed  by  Kenyon  Brown,  KWFT 
Wichita  Falls,  Tex.,  for  post  of  board 

chairman.  He's  currently  head  of  RAB 
executive  committee.  Current  board  chair- 

man is  Joseph  E.  Baudino,  Westinghouse 
Broadcasting  Co. 

B»T 

THURMOND'S  RETURN  •  Former  Sen- 
ator Strom  Thurmond,  South  Carolina 

Democrat,  is  likely  to  be  back  on  Senate 

Commerce  Committee,  in  which  commu- 

nications legislation  originates,  at  next  ses- 
sion. After  one-term  lapse  Mr.  Thurmond 

is  slated  to  be  "appointed"  to  vacancy 
which  will  be  created  immediately  after 

election  by  resignation  of  Sen.  Tom  Wof- 
ford.  This  will  give  him  seniority  at  next 

session  (he's  sure-fire  bet  for  election)  and 
he's  certain  to  select  Commerce  Committee 

as  top  choice. 
B»T 

RADIO  stands  to  benefit  materially  from 

new  transoceanic  telephone  cable  system 

that  AT&T  and  British  and  Canadian  or- 
ganizations are  opening  this  week.  Aside 

from  providing  first  transatlantic  cables 

for  radio  use,  it's  speculated  that  AT&T 
may  soon  seek  authority  to  equip  cable 

for  higher  quality  transmissions,  approach- 

ing hi-fi  level. 
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Coming  to  Miami ? 

(via  plane,  train,  and/or  time-buy?) 

don't  miss  the  new  WQAM 

.  .  .  newest  of  the  Storz  Stations 

The  state's  oldest  station,  serving- 
all  of  Southern  Florida  with  5,000  watts 
on  560  kcs. 

For  a  guided  tour,  talk  to  the 

man  from  Blair  or  WQAM  General  Manager, 

Jack  Sandler. 

THE  STORZ  STATIONS — President :  Todd  Storz- 

PROGRAMMED    FOR    TODAY'S    LISTENING  AND  SELLING 

WDGY  WHB  WQAM  j  KOWH  WTIX 

Minneapolis-St.  Paul  Kansas  City  Miami  5  Omaha  New  Orleans 

Represented  by  John  Blair  &  Co.  E  Represented  by  Adam  Young,  Inc. 
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at  deadline 

Columbia  Cites  Records 

In  Challenging  Sinatra 

COLUMBIA  RECORDS  Inc.,  division  of  CBS 

Inc.,  Friday  replied  to  singer  Frank  Sinatra's 
charges  that  his  career  plummeted  with  "the 
advent  of  Mr.  (Mitch)  Miller"  because  of  latter's 
alleged  preference  for  BMI  material  (see  story, 

page  32)  by  issuing  "facts-and-figures  history" 
of  singer's  recording  period  under  Mr.  Miller's 
direction.  It  showed  that  during  Sinatra's  three- 
year  association  with  Mr.  Miller,  he  recorded 
total  of  57  selections,  five  of  which  were  BMI 
songs.  Of  remaining  52  sides,  report  indicated, 

1 1  were  owned  by  singer's  own  publishing  firm, 
and  that  in  three  years  and  nine  months  since 

singer's  departure  for  Capitol  Records,  he  re- 
corded "at  least"  11  BMI  songs. 

According  to  Mr.  Miller,  singer  did  not  cut 
his  first  BMI  selection  until  June  28,  1950 — 
six  months  after  Miller  assumed  post  as  Co- 

lumbia's artists-and-repertoire  director  —  and 
that  second  BMI  song  wasn't  recorded  until 
July  19,  1951 — "after  a  full  year  had  passed." 

Goddard  Lieberson,  Columbia  president,  de- 

clared no  song  is  ever  recorded  by  firm  "be- 
cause of  its  performing  rights  society  affiliation, 

whether  it  be  ASCAP,  BMI  or  any  other  so- 

ciety." He  expressed  "bewilderment"  as  to 
what  might  have  prompted  singer's  charges, 
"which  were  so  contrary  to  the  actual  fact." 

BMI's  Carl  Haverlin  Scores 

ASCAP's  Charges  in  Hearing 
BMI  President  Carl  Haverlin.  in  telegram  to 
some  3,600  radio  and  tv  licensees,  late  Friday 
charged  that  allegation  of  discrimination  in 
broadcast  performances  alleged  by  ASCAP 
witnesses  before  Celler  Antitrust  Subcommit- 

tee in  New  York  this  week  mark  "a  thirst  for 
the  return  to  the  unrestricted  monopoly  in  mu- 

sic licensing  that  existed  before  BMI  was 

founded"  (in  1941). 

Asserting  BMI  will  continue  to  "refute  vig- 
orously all  such  irresponsible  attacks  as  those 

brought  before  this  committee,"  Mr.  Haverlin 
said  BMI  regarded  recourse  to  congressional 

committee  as  sign  of  "lack  of  confidence"  by 
ASCAP  members  in  their  lawsuit  against  BMI 

and  hopes  that  "publicity  will  lead  to  public 
acceptance  of  baseless  charges  they  cannot 

establish  by  legal  proof."  He  said  that  not  "a 
single  concrete  fact  showing  discrimination  was 

presented  in  this  unsworn  testimony"  before Celler  committee. 

American  Chicle  Accelerates 

Its  Use  of  Television  Film 

AMERICAN  CHICLE  Co.,  Long  Island  City, 
N.  Y.,  understood  expanding  use  of  television 

this  fall  with  syndicated  feature  film  sponsor- 
ship as  well  as  tv  spot  announcement  drives. 

Manufacturer  of  Clorets,  Rolaids  and  Dentyne 

chewing  gum,  currently  sponsoring  ABC-TV's 
Adventures  of  Jim  Bowie  and  Ozark  Jubilee, 
understood  to  have  instructed  its  agencies,  Ted 
Bates  &  Co.  and  Dancer-Fitzgerald-Sample, 
both  New  York,  to  line  up  syndicated  film 
shows  in  St.  Louis,  Detroit,  San  Francisco, 
Miami  and  New  York,  using  one  station  in 
each  market. 

Broadcasting    •  Telecasting 

VOICE  WITH  A  SALE 

NBC  CHICAGO  Friday  reported  good 
response  from  local  agency  and  client 

representatvies  to  "Most  Beautiful  Voice 
in  the  World"  [B»T,  Sept.  17],  recording 
gimmick  conceived  by  Matthew  Culligan, 
vice  president  in  charge  of  NBC  Radio 
Network.  Recording  features  voice  of 
George  Diefenderfer,  manager  of  NBC 
Central  Div.  radio  network  sales,  an- 

nouncing hunt,  with  participation  by 
some  200  radio  stations,  including  net- 

work affiliates.  Central  Div.  office  sent 

wires  to  agency-client  people  asking 
them  to  call  Michigan  2-0107  for  pitch. 
Scores  of  interested  parties  placed  calls 
Thursday  and  Friday,  NBC  Radio  sales 

reported. 

Salt  Lake  City  Meeting 

Opposes  Shift  to  All-Uhf PROPOSALS  to  transfer  commercial  television 

to  uhf-only  opposed  at  NARTB  Friday  meeting 
at  Salt  Lake  City  (early  story,  page  90).  In 
series  of  resolutions,  delegates  also  urged  board 
to  consider  support  of  Radio  Free  Asia;  thanked 
Utah  broadcasters  for  cooperation,  along  with 
George  C.  Hatch,  KALL  Salt  Lake  City,  and 
D.  Lennox  Murdoch,  KSL-TV  Salt  Lake  City; 
thanked  speakers  for  contribution  to  meeting 
and  RCA  for  hospitality  facilities.  Members 
of  Resolutions  Committee:  William  Grant,  KOA 

Denver,  chairman;  George  Cory,  KUBC  Mont- 
rose, Colo.;  V.  V.  Clark,  KOOK  Billings  Mont., 

and  Edward  Hurt,  KFXD  Nampa,  Idaho. 
In  community  antenna  debate  Friday,  E. 

Stratford  Smith,  executive  secretary  of  National 
Community  Television  Assn.,  raised  copyright 

question  by  asking  if  common-carrier  limiting 
of  community  facilities  might  boomerang  since 

facility  "could  hardly  be  a  common  carrier  and 

infringe  copyright  on  the  same  program."  He knew  of  no  instance  where  facility  had  deleted 
commercials  or  substituted  own  commercials, 

saying  practice  would  violate  NCTA  code. 
Bernard  Koteen,  counsel  for  group  of  western 

stations  asking  FCC  to  define  community  facil- 
ities as  common  carriers,  said  FCC  should  use 

its  powers  to  bring  service  without  charge  to 
as  many  homes  as  possible.  Antenna  systems 

serve  only  "the  feasible  heart  of  a  community," 
he  said,  leaving  rural  areas  unserved.  He  de- 

scribed them  as  distribution  systems  similar  to 

public  utilities,  suggesting  FCC  should  deter- 
mine in  each  case  if  antenna  should  be  per- 

mitted under  common  carrier  rules. 
Robert  L.  Heald,  NARTB  chief  attorney,  said 

failure  of  broadcasters  to  enforce  property 
rights  in  their  programs  could  jeopardize  these 

rights.  He  explained  broadcasters  are  not  op- 
posed to  community  antennas  and  likely  would 

never  charge  fees  for  use  of  their  programs  if 

property  rights  could  be  asserted.  Future  con- 
tingencies make  it  imperative  for  telecasters  to 

have  right  to  control  use  of  signals,  he  said. 

Salt  Lake  City  meeting  included  small-market 
radio  panel  moderated  by  Ian  A.  Elliott,  KATL 
Miles  City,  Mont.  Phil  Hoffman,  KLZ  Denver, 
moderated  large-market  panel.  Mr.  Murdoch 
led  tv  sales  discussion. 

•    BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast  busi- 
ness; for  earlier  news,  see  Advertisers  & 

Agencies,  page  42. 

$1  MILLION  CAMPAIGN  •  Paper  Mate  Co. 
Friday  revealed  details  of  intensive  $1  million 
pre-Christmas  advertising  campaign,  starting 
in  mid-November,  on  nine  network  radio-tv 
shows  in  December  concurrent  with  saturation 

tv  spot  drive  in  25  major  markets.  (Network 
programs  will  be  those  sponsored  by  Gillette 
Co.)  Agency:  Foote,  Cone  &  Belding,  Chicago. 

NABISCO  BUYING  •  National  Biscuit  Co., 

N.  Y.,  for  introductory  campaign  in  southeast 
states  for  Nabisco  Shredded  Wheat  Juniors, 

completing  lining  up  availabilities  on  approxi- 
mately 45  tv  stations  for  32  market  drive  start- 

ing Oct.  1  and  lasting  six  weeks.  Agency:  Ken- 
yon  &  Eckhardt,  N.  Y. 

MAY  GO  NATIONAL  •  Whitehall  Pharmacal 
Co.  N.  Y.,  for  its  new  products,  Instant 
Anacin,  which  has  been  testing  tv  since  mid- 
August  in  Albany,  Roanoke,  and  Schenectady, 
may  go  into  national  campaign  after  first  of 
year  if  test  is  successful.  Ted  Bates,  New 
York,  is  agency. 

TOBACCO  MARKETS  •  Kendall  Mills,  N.  Y., 

for  its  tobacco  plant-bed  covers,  planning  an- 
nual radio  spot  announcement  campaign  us- 

ing live  minutes  early  morning  on  28  sta- 
Continues  on  page  9 

AB-PT  to  Cut  Theatres, 

Enter  Movie  Production 

AS  MEANS  of  meeting  theatre  industry's 
"present  competitive  challenge,"  Leonard  H. 
Goldenson,  president  of  American  Broadcast- 

ing-Paramount Theatres,  last  Friday  told  ninth 
annual  convention  of  Theatre  Owners  of 

America  that  AB-PT  plans  to  enter  motion 
picture  production  and  at  same  time  reduce 
number  of  its  theatres  (see  story  page  94). 

Mr.  Goldenson's  plan  paralleled  one  out- 
lined to  TOA  convention  by  Simon  H.  Fabian, 

president  of  Stanley-Warner  Corp.,  who  said  he 
already  had  had  discussions  with  Justice  Dept. 
for  government  sanction  to  permit  his  company 
to  produce  motion  pictures.  In  1947,  under 
consent  decree  of  federal  antitrust  suit,  inter- 

locking of  theatre  and  production  interests  were 
outlawed  and  producing-distributing  companies 
had  to  sell  their  theatre  holdings. 

Mr.  Goldenson,  along  with  Mr.  Fabian, 
claimed  Hollywood  studios  are  not  producing 
sufficient  number  of  films  and  attributed  this 
shortage  to  consent  decree.  He  said  extent  of 

AB-PT's  participating  in  production  would  be 
"on  a  relatively  small  scale"  initially. 

Mr.  Fabian  predicted  that  use  of  major 
Hollywood  product  on  tv,  starting  this  fall,  will 
"shatter  tv."  He  said  that  "these  features  will 
re-create  in  adults  and  develop  in  the  younger 
generation  a  taste  for  real  movie  fare  and  call 
attention  to  the  superior  entertainment  to  be 

had  on  a  motion  picture  screen." 
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KPHO- 
 am THE  BIG  NEWS  STATIONS  FOR  PHOENIX  AND  ARIZONA 

KPHO-TV  was  first  in  the  nation  with  the  on-the-air 

film  report  of  the  July  Grand  Canyon  air  disaster. 

KPHO  Radio  and  TV  remote  equipment  and  veteran 

newsmen  fully  cover  Arizona  news  events  when 

and  where  they  happen.  KPHO's  News  Bureau 
is  state  headquarters  for  the  Arizona  Bureau 
of  INS  and  INP  and  subscribes  to  United 

Press.  Seasoned  reporters  and  camera- 
men, using  the  latest  equipment,  bring 

authoritative  reports  to 
Arizona  of  world,  national,  and 

local  news  happenings. 

The  eyes  and  ears  of  Arizona 
are  tuned  to  KPHO 

Radio  and  TV 

for  ALL  the 

news. 

tjround  the  clock 

K  •         <  •  ft  by    KATZ   AOSNCV  INC JOHN  BLAIR  i,  CO.       BLAIR  TV,  INC 

MEREDITH  Raeto  eutd  letetdtio*  STATIONS 

affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  magazines 



BUSINESS  BRIEFLY 

Balaban  Corp.  Buys  WRIT 

From  McLendon  for  $400,550 

NEGOTIATIONS  completed  Friday  for  sale 
of  WRIT  Milwaukee.  McLendon-owned  250 
watt  independent  (on  1340  kc),  to  H  &  E  Bala- 

ban Corp.  and  Harold  and  Leo  Lederer,  presi- 
dent and  vice  president-advertising  manager, 

respectively,  Atlantic  Brewing  Co.,  for  more 
than  $400,550. 

Purchase,  subject  to  FCC  approval,  handled 
by  Hugh  Norman,  Davenport,  Iowa,  station 
broker.  New  owners  reportedly  plan  to  con- 

tinue present  programming  policies  and  per- 
sonnel. McLendon  owns  KLIF  Dallas,  KELP 

and  KILT  (TV)  El  Paso,  WGLS  Decatur,  Ga., 
and  KTSA-AM-FM  San  Antonio.  H  &  E  Bala- 

ban Corp.  controls  WMCN  (TV)  Grand  Rapids. 
Mich.,  50%  of  WICS  (TV)  Springfield,  and 
WTVO  (TV)  Rockford,  both  111.,  and  100%  of 
Birmingham  Tv  Corp.,  applicant  for  ch.  42  in 
Birmingham,  Ala.  Principals  are  Harry  and 
Elmer  Balaban. 

Scherick  Leaves  CBS-TV 

To  Head  New  Sports  Firm 

RESIGNATION  of  Edgar  J.  Scherick  as  sports 
specialist  for  CBS-TV  to  devote  full  time  to 
his  duties  as  president  of  newly-organized 
Sports  Programs  Inc.,  New  York,  announced 
last  Friday.  Purpose  of  Sports  Programs  Inc., 

is  to  offer  inter-connected  stations  important 
series  of  sporting  events.  First  property  will  be 
13  Saturday  afternoon  Big  10  basketball  games 
to  be  telecast  in  Big  10  area,  Mr.  Scherick  said. 
He  added  that  he  has  signed  exclusive  agree- 

ment with  Sports  Network  Inc.,  New  York, 
which  will  handle  all  details  for  placing  pro- 

grams on  station  lineups. 

Subscription  Tv  Advocates 

Make  Pitch  to  Canadians 

FEE  TV  in  Canada  would  enable  Canadian 

Broadcasting  Corp.  to  become  self-supporting 
without  imposing  new  taxes  and  to  provide  bet- 

ter programs,  Zenith  Radio  Corp.  said  Friday 
in  a  presentation  to  CBC  in  Ottawa.  Pieter 
van  Beek  and  Greggar  P.  Sletteland  of  Zenith 
made  presentation. 

Earlier,  James  M.  Landis,  special  counsel 
for  Skiatron  Electronics  &  Television  Corp., 
told  CBC  his  company  is  ready  to  move  swiftly 
when  approval  for  its  service  is  granted. 

KBUN  Sold  to  Potter  Group 

SALE  of  KBUN  Bemidji,  Minn.,  250  w  outlet 
on  1450  kc,  for  estimated  $65,000  by  Edward 
W.  Butler,  president  and  general  manager 
(Butler  Broadcasting  Co.),  reported  Friday. 
Buyers:  group  headed  by  Ben  H.  Potter  Jr., 
president  and  principal  stockholder  with  family, 
(75%)  of  WHVF-AM-TV  Rock  Island,  111., 
owners  of  local  Argus  newspaper. 

Station  would  be  operated  by  Paul  Bunyon 
Broadcasting  Co.,  which  includes  these  other 
officers:  James  Hambacher,  vice  president; 
Mary  Potter  Hambacher,  secretary;  Marguerite 
Potter  and  Ben  H.  Potter  Sr.,  directors.  No 
changes  in  personnel  planned,  except  Mr.  Ham- 

bacher, who  will  become  general  manager. 
Papers  to  be  filed  with  FCC  in  next  fortnight. 

at  deadline 

Four  Meredith  Stations 

Buy  M-G-M  Film  Library 

LOEWS  Inc.'s  tv  division  has  leased  its  M-G-M 
library  of  about  725  feature  films  to  four  more 

markets  in  $2.5  million  agreement  with  Mere- 
dith Pub.  Co.  Stations  are  KCMO-TV  Kansas 

City,  KPHO-TV  Phoenix,  WOW-TV  Omaha 
and  WHEN-TV  Syracuse.  Pact  provides  for 
exclusive  seven-year  rights.  This  makes  17 

markets  for  Loew's  M-G-M  feature  film  library, 
for  estimated  $24  million  in  financial  arrange- 

ment in  about  one  month  [B«T.  Aug.  20,  et seq.]. 

Plymouth  Buys  ABC-TV  Hour 
PLYMOUTH  Div.,  Chrysler  Corp.,  has  signed 

for  hour-long  musical  program  on  ABC-TV 
(Fri.,  10-11  p.m.  EDT).  effective  Oct.  12. 
Program,  being  announced  today  (Mon.).  will 
feature  Ray  Anthony  and  orchestra,  with  Frank 
Leahy,  former  head  football  coach  at  Notre 

Dame,  as  permanent  host  who  also  will  pre- 
sent occasional  sports  features.  Called  The 

Ray  Anthony  Show,  program  will  originate 

live  in  Hollywood  and  also  will  travel  exten- 
sively in  behalf  of  Plymouth  Dealers  of  Amer- 

ica. Although  N.  W.  Ayer  &  Son  normally 
handles  Plymouth  advertising,  this  show  being 
handled  by  Grant  Adv.,  Detroit.  Plymouth 

also  will  be  co-sponsoring  (with  Dodge)  new 
Lawrence  Welk  show.  Top  Tunes  unci  New 

I  aces,  also  on  ABC-TV. 

PEOPLE 

RUSSELL  G.  STEBBINS,  account  executive 

at  NBC  Chicago  tv  spot  sales  office,  pro- 
moted to  sales  director  of  network  o&o 

WMAQ-WNBQ  (TV)  that  city,  effective  Oct. 
I.  He  succeeds  JOHN  M.  KEYS,  recently  ap- 

pointed director  of  advertising,  promotion  and 
merchandising.  DICK  RICKER  moves  from 

WNBQ  sales  staff  to  NBC-TV  network  sales, 
replacing  CHARLES  DRESSER,  transferred 
to  WRCA-TV  New  York. 

PAUL  CERULA  named  promotion  director 
for  Victor  C.  Diehm  radio  station  group, 

headquartering  in  Hazleton,  Pa. 

LEE  GAYNOR,  timebuyer,  Doherty,  Clifford, 

Steers  &  Shenfield,  N.  Y.,  moving  to  Dancer- 
Fitzgerald-Sample,  same  city,  as  timebuyer  on 
Falstaff  beer  account.  ROBERT  WIDHOLM, 

timebuyer,  Lennen  &  Newell,  succeeds  Mr. 

Gaynor  at  DCS&S. 

MILTON  Q.  FORD,  Washington  radio  per- 
sonality, joins  WOL  Washington  Oct.  1,  to 

conduct  4-8  p.m.  program,  Monday  through 
Saturday. 

WILLIAM  M.  WHALEN,  formerly  in  charge 

of  syndication  of  Motion  Pictures  for  Tele- 
vision programming  for  United  Films  in  Kan- 

sas City  and  previously  with  MPTV  office  in 
Chicago,  to  head  branch  office  of  Guild  Films 
Co.  in  St.  Louis. 

(Continues  from  page  7) 

tions  in  tobacco  areas.  Starting  dates  vary 

from  early  in  November  to  December.  Con- 
tracts running  from  nine  to  13  weeks.  For 

its  milk  filters,  Kendall  Mills  plans  to  add 
approximately  20  markets  to  current  radio 
list  effective  Jan.  1,  for  52  weeks.  H.  B. 
Humphrey,  Alley  &  Richards,  N.  Y..  is  agency. 

EGGS  FOR  BREAKFAST  •  Chas.  Pfizer  & 

Co.,  Brooklyn,  N.  Y.,  buys  three  weekly  5- 

minute  segments  on  Don  McNeill's  Breakfast 
Club,  ABC  Radio,  Mon.-Fri.,  8-9  a.m.  (CST), 
starting  Nov.  12,  to  promote  new  egg  formula 
for  farm  women.  Agency:  Leo  Burnett  Co., Chicago. 

MAY  NAME  TUNE  •  Kellogg  Co.,  Battle 
Creek.  Mich.,  screening  number  of  network  tv 

properties,  including  CBS-TV  Name  That  Tune, 
through  Leo  Burnett  Co..  Chicago.  Lanolin 
Plus,  through  Russell  M.  Seeds  Co..  dropping 

alternate-week  sponsorship  of  Tune  with  Nov. 
20  telecast. 

BREAKING  IN  •  Breakstone  Bros.,  division  of 
National  Dairy  Products  Corp.,  N.  Y.,  launch- 

ing two  week  introductory  radio  spot  drives  on 
five  New  York  and  three  Philadelphia  stations 
Oct.  4  for  new  Breakstone  product,  Temptee 
whipped  cream  cheese.  Agency,  Paris  &  Peart, 
N.  Y.  Breakstone  broke  into  Boston  market  last 

week  with  its  cottage  cheese  via  radio  spot  cam- 
paign to  last  through  October. 

TONI  DEALS  •  Toni  Co.  buys  alternate  week 

sponsorship  of  Groucho  Marx'  You  Bet  Your 
Life  on  NBC-TV,  Thurs.,  8-8:30  p.m.  EST, 
starting  Jan.  10,  1957.  Toni  also  buying  two 

quarter-hours,  alternate  weeks,  on  NBC-TV 
Queen  for  a  Day  and  another  daytime  prop- 

erty, still  undetermined.  Agency:  North  Adv., 
Chicago.  Toni  also  seeking  to  bow  out  of 
CBS-TV  Godfrey  and  Friends  before  end  of 

cycle  (Nov.  28)  if  suitable  sponsor  replace- 
ment can  be  found — and  at  substantial  short- 

rate  running  into  six  figures,  it  was  learned. 

L&M  TESTS  IN  FIVE  •  Liggett  &  Myers, 

N.  Y..  for  its  new  L&M  filters  crush-proof 
package,  planning  radio  spot  announcement 
test  in  five  markets — Buffalo,  Baltimore,  Wash- 

ington, Rochester  and  Syracuse — effective  Oct. 
8  for  four  weeks.  Dancer-Fitzgerald-Sample, 
N.  Y.,  is  agency. 

APPROPRIATE  •  American  Tobacco  Co., 

N.  Y.,  through  BBDO,  N.  Y.,  for  new  product 
reportedly  called  Hit  Parade  cigarettes,  filtered 

king  type,  will  use  Hit  Parade  stars  in  spot 
announcement  compaign  planned  to  start 

throughout  country  after  Jan.  1.  West  coast 

portion  may  start  as  early  as  Oct.  15. 

COFFEE  IN  FLORIDA  •  J.  A.  Folger  &  Son 
(regular  coffee),  Kansas  City,  expected  to  enter 
new  territories  in  several  counties  in  Florida 

with  saturation  spot  announcement  radio  cam- 
paign using  as  many  as  15  spots  per  day — 60 

per  week — starting  almost  immediately.  Cunn- 
ingham &  Walsh,  N.  Y.,  is  agency. 

SPOTS  FOR  MAZOLA  •  Corn  Products  Re- 
fining Co.,  N.  Y.,  planning  tv  spot  campaigns 

for  several  of  its  products  including  15-week 
campaign  for  Mazola  salad  oil  in  about  35 
markets  starting  Oct.  1.  Agency:  C.  L.  Miller 

Co.,  N.  Y. 
COUGH  SEASON  •  Vicks  Inc.  (cough  syrup), 

N.  Y.,  through  BBDO,  N.  Y.,  buying  radio 
spot  announcement  campaign  starting  Oct.  15 
for  16  weeks  in  about  dozen  radio  markets. 
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the  week  in  brief 

CELLER  MONOPOLY  HEARINGS 

ASCAP-BMI  battle  is  ref ought  in  New 
York  sessions  of  House  Antitrust  Sub- 

committee; ABC  President  Kintner  is 

first  network  witness  31 
Text  of  Justice  Dept.  testimony  .  .34 

TIME  SALE  ONLY  FIRST  STEP 

Station  whose  salesman  or  representa- 
tive helps  agency  make  best  use  of 

time  it  has  bought  is  station  which 

gets  used  time  and  time  again,  Philip 

Archer  of  Campbell-Mithun  tells 
broadcasters  in  Minneapolis  36 

CAMPBELL  SCANS  TV  FUTURE 

Foote,  Cone  &  Belding  vice  president 

predicts  push-button  shopping  via 
closed  circuit  tv  at  supermarkets  in 
talks  in  Los  Angeles  and  Dallas  38 

NO  OLYMPIC  FILM  COVERAGE 

Tv  and  theatrical  news  film  companies 

state  they  will  not  be  able  to  exhibit 
films  of  Olympic  Games  at  Melbourne 

because  of  "restrictions  imposed  by 
the  Australian  Olympics  Commit- 

tee"    46 

RKO  STEPS  UP  TV  FILM  OUTPUT 

Acquisition  of  two  new  half -hour  se- 
ries, Aggie  and  Sailor  of  Fortune,  for 

distribution  by  RKO  Television  is  also 
announced   48 

NBC-TV  LISTS  SPECIAL  PROGRAMS 

Dramas,  operas,  ballets,  musical  com- 

edies, concerts  and  "telementaries," 
many  of  them  90  minutes  long  and 

many  in  color,  are  scheduled  for  NBC- 
TV  presentation  during  1956  -  57 
season   68 

CRASH'  PLAN  IN  ACTION 

Five  industry  groups  meet  in  Washing- 
ton to  implemnt  FCC  plan  to  salvage 
uhf     74 

departments 

Advertisers  &  Agencies  36 
At  Deadline    7 

Awards   97 

Closed  Circuit    5 

Colorcasting    46 
Editorials   132 

Film    46 

MORE  PEOPLE  SAW  CONVENTIONS 

than  ever  witnessed  any  other  event, 

TvB  asserts,  citing  Nielsen  data  show- 
ing that  88%  of  tv  homes  (over  32 

million)  viewed  at  least  one  convention 
session  on  tv  88 

NARTB  OPENS  REGIONAL  MEETINGS 

Problems  of  time  selling  and  station 

management  highlight  association 
meetings  which  started  last  week  with 

two-day  sessions  in  Minneapolis  and 
Salt  Lake  City   90 

Comr.  Doerfer  comes  out  for  un- 
limited licenses   90 

NATIONAL  TV  WEEK 

Special  programs  on  tv  networks  and 
stations  yesterday  heralded  opening 
of  National  Television  Week;  many 

groups  participating  in  observance  94 

GUILD  SUES  NBC  FOR  $1  MILLION 

Writers  Guild  of  America,  East,  charg- 
es network  with  enrolling  Guild  mem- 

bers in  another  union  without  their 

"knowledge  or  consent"  96 

PRODUCTION  FOR  ONE-GUN  TUBE 

DuMont  Labs  joins  Chromatic  Tele- 
vision Labs  in  preparations  for  mass 

production  of  Lawrence  single-gun 
color  tubes  and  receivers  98 

SECRET  COVERAGE 

Proving  unobtrusiveness  of  radio-tv 
reporting,  cameras  and  microphones 
cover  California  Bar  meeting  for  three 
hours,  unnoticed  by  lawyers  and 

judges   102 

KLAUS  LANDSBERG  DIES 

Vice  president  of  Paramount  Televi- 
sion Productions  and  general  manager 

of  KTLA  (TV)  Los  Angeles  contrib- 

uted much  to  tv's  development  .  105 

For  the  Record  120 

Government    74 

In  Review    15 

International   108 

Lead  Story    31 
Manufacturing  98 
Networks    68 

Open  Mike   18 
Our  Respects    24 
Personnel  Relations  96 

Political  Broadcasting  88 

Programs  &  Promotion  1 10 
Stations  102 

Trade  Assns   90 
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i  of  television  is  here 



DLY  ANNOUNCES  A  GOLDEN  TREASURY  Ol 

HERE  IS  A  BRIEF  SELECTION  OF  STARS  AND  TITLE 

ANCHORS  AWEIGH 

Gene  Kelly  •  Frank  Sinatra 
Kathryn  Grayson 

ANNA  CHRISTIE 

Greta  Garbo  ■  Marie  Dressier 

BABES  IN  ARMS 

Judy  Garland  •  Mickey  Rooney 
THE  BARKLEYS  Of  BROADWAY 

Fred  Astaire  ■  Ginger  Rogers 
THE  BIG  HOUSE 

Wallace  Beery -Robert  Montgomery 

BLQNDE  BOMBSHELL 
Jean  Harlow 

BOOM  TOWN 

Clark  Gable  ■  Spencer  Tracy 
Claudette  Colbert  ■  Hedy  Lamarr 

BOYS  TOWN 

Spencer  Tracy  ■  Mickey  Rooney 
BROADWAY  MELODY 

Fred  Astaire  •  Eleanor  Powell 

CAMILLE 

Greta  Garbo  •  Robert  Taylor 

CAPTAINS  COURAGEOUS 

Spencer  Tracy  •  Lionel  Barrymore 
Freddie  BartholcmewMickey  Rooney 

THE  CITADEL 

Robert  Donat  ■  Rosalind  Russell 

DANCING  LADY 

Joan  Crawford  ■  Clark  Gable 
Franchot  Tone  ■  Fred  Astaire 

DAVID  COPPERFIELD 

W.  C.  Fields  •  Lionel  Barrymore 

DINNER  AT  EIGHT 

John  and  Lionel  Barrymore 

Wallace  Beery  •  Marie  Dressier 

EASTER  PARADE 

Judy  Garland  •  Fred  Astaire 

FOR  ME  AND  MY  GAL 

Judy  Garland  •  Gene  Kelly 

A  FREE  SOUL 

Norma  Shearer  •  Clark  Gable 

GASLIGHT 

Charles  Boyer  •  Ingrid  Bergman 

GOODBYE,  MR.  CHIPS 
Robert  Donat  •  Greer  Garson 

THE  GOOD  EARTH 

Paul  Muni  •  Luise  Rainer 

GRAND  HOTEL 

Greta  Garbo  •  John  Barrymore 

GREEN  DOLPHIN  STREET 

Lana  Turner  ■  Van  Heflin 

THE  GUARDSMAN 

Alfred  Lunt  •  Lynn  Fontanne 
THE  HARVEY  GIRLS 

Judy  Garland  ■  Ray  Bolger 

THE  HUCKSTERS 

Clark  Gable  ■  Deborah  Kerr 
Ava  Gardner 



OTION  PICTURES  NOW  AVAILABLE  FOR  TV  PRESENTATION 

Rr  more  than  thirty  years,  M-G-M  has 

produced  the  lion's  share  of  fine  screen 
entertainment. 

Now,  for  the  first  time,  a  golden  treasury 

of  hits  comprising  over  700  M-G-M  feature 

films  has  been  made  available  for  television 

presentation. 

This  program  of  unparalleled  entertain- 

ment will  be  offered  on  the  basis  of  an  exclu- 

sive affiliation  with  a  single  television  station 

in  every  important  market  in  the  United 

States. 

These  stations  will  acquire  full  rights  to 

be  known  as  MGM-TV  affiliates,  with  all  the 

advantages  that  such  recognition  implies. 

Special  promotional  co-operation  will  be 

extended  by  MGM-TV  to  the  management 

of  these  stations  to  further  enhance  this 

golden  opportunity  for  prestige  and  profits. 

In  cities  where  programming  time  is 

limited  and  this  complete  plan  cannot  there- 

fore be  implemented,  a  limited  affiliation 

arrangement  may  be  considered. 

For  the  nation's  stations  great  and  small, 

and  for  their  viewers,  the  golden  era  of  tele- 

vision is  here ! 

FROM  MGM-TV  S  GOLDEN 

IDIOT'S  DELIGHT 
Clark  Gable  ■  Norma  Shearer 

DR.  JEKYLL  &  MR.  HYDE 

Spencer  Tracy  •  Ingrid  Bergman 
Lana  Turner 

LIBELED  LADY 

Jean  Harlow  •  Spencer  Tracy 

Myrna  Loy  •  William  Powell 

MAYTIME 

Jeanette  MacDonald  ■  Nelson  Eddy 

MEET  ME  IN  ST.  LOUIS 

Judy  Garland 

MEN  IN  WHITE 

Clark  Gable  •  Myrna  Loy 

MIN  AND  BILL 

Marie  Dressier  •  Wallace  Beery 

THE  MORTAL  STORM 

James  Stewart  •  Margaret  Sullavan 

TREASURY  OF  FEATURI 

MRS.  MINIVER 

Greer  Garson  *  Walter  Pidgeon 

MUTINY  ON  THE  BOUNTY 

Clark  Gable  ■  Charles  Laughton 

NATIONAL  VELVET 

Elizabeth  Taylor  •  Mickey  Rooney 

A  NIGHT  AT  THE  OPERA 

Marx  Brothers  ■  Allan  Jones 

NINOTCHKA 
Greta  Garbo 

NORTHWEST  PASSAGE 
Spencer  Tracy 

THE  PIRATE 

Judy  Garland  •  Gene  Kelly 
THE  POSTMAN 

ALWAYS  RINGS  TWICE 

Lana  Turner  ■  John  Garfield 

PRIDE  AND  PREJUDICE 

Greer  Garson  •  Laurence  Olivier 

FILMS  ! 

RANDOM  HARVEST 

Greer  Garson  ■  Ronald  Colman 

SAN  FRANCISCO 

Clark  Gable  ■  Spencer  Tracy 
Jeanette  MacDonald 

TEST  PILOT 

Clark  Gable  •  Spencer  Tracy Myrna  Loy 

THE  THIN  MAN 

William  Powell  ■  Myrna  Loy 

THIRTY  SECONDS  OVER  TOKYO 

Spencer  Tracy  ■  Van  Johnson 
THE  THREE  MUSKETEERS 

Gene  Kelly  ■  Lana  Turner June  Allyson 

WEEKEND  AT  THE  WALDORF 

Lana  Turner  •  Ginger  Rogers 
Van  Johnson 

THE  YEARLING 

Gregory  Peck  •  Jane  Wyman 



A  golden  treasury  of  MGM  creative  showmanship 

is  available  to  all  stations  which  become  MGM-TV 

affiliates. 

These  stations  will  have  the  right  to  use  the  most 

famous  trade-mark  in  the  entire  field  of  entertain- 

ment-the  Lion  of  M-G-M. 

Vast  promotional  potentialities  will  result  from 

the  identity  which  will  be  established  between 

M-G-M's  famous  array  of  stellar  personalities  and 
the  stations  which  will  present  them.  Each  affiliate 

will  become  known  among  its  viewers  as  "the  station 

of  the  stars,"  by  virtue  of  the  great  names  which  will 
appear  week  after  week  on  its  film  programs. 

Finally,  MGM-TV  offers  its  affiliated  stations  com- 

plete and  continuing  locally-slanted  promotion  cam- 

paigns, including  newspaper  mats,  brochures,  posters, 

premiums,  fan  photos  and  trailers,  developed  through 

the  showmanship  experience  of  Hollywood's  greatest 
motion  picture  studio. 

For  further  information— write,  wire  or  phone 

Charles  C.  Barry,  Vice-president, 

MGM-TV,  a  service  of  Loew's  Incorporated, 
1540  Broadway,  New  York,  N.  Y. 



IN  REVIEW 

ON  TRIAL 

DID  Dr.  Pritchard,  prominent  physician  of 

Glasgow,  murder  his  wife  and  mother-in-law, 
as  the  Crown  counsel  asserted?  Or  was  the 
murderer  really  the  silly  little  maid  who  wanted 

to  hasten  fulfillment  of  the  doctor's  jesting  re- 
mark that  if  he  were  free  he'd  marry  her,  as 

the  defense  attorney  implied? 
Those  were  the  questions  presented  to  the 

jury  in  Scotland  about  the  turn  of  the  century 
and  to  the  NBC-TV  audience  on  Sept.  14  when 
On  Trial  made  its  debut  as  a  weekly  half-hour 
series  of  filmed  dramatizations  of  historic  court 
trials. 

But  the  real  problem  the  teledrama  presented 
to  its  viewers  was  the  value  of  the  Anglo-Amer- 

ican system  of  meting  justice  through  trial  "by 
a  jury  of  your  peers"  as  opposed  to  the  Ger- 

manic "scientific  method"  of  determining  guilt 
or  innocence  by  the  proper  authorities  in  con- 

sultation with  expert  witnesses.  This  was  well 

posed  through  the  caustic  criticism  of  Pritchard's 
friend  and  colleague,  Dr.  Von  Berning,  who 
felt  his  friend  was  being  unfairly  treated  by 
the  dustbin  man,  pipe-fitter,  commercial  traveler 
and  the  rest  of  the  jurymen  who,  in  Von  Bern- 

ing's  view,  were  completely  incapable  of  deal- 
ing with  an  eminent  physician  like  Pritchard. 

Von  Berning's  contempt  for  "English  jus- 
tice" explodes  in  a  bitter  tirade,  passionately 

delivered  by  Ivan  Triesault  who  throughout  the 
telecast  deftly  portrayed  the  battle  between 
human  emotions  and  professional  correctness 
continually  waged  within  the  German  special- 

ist's breast,  when  his  friend  is  found  guilty  and 
sentenced  to  hang.  This,  he  avows,  is  not  the 
reasoned  decision  of  democracy;  it  is  the 
frenzied  accusation  of  the  mob.  But  he  is 

silenced  by  Pritchard's  calm  rejoinder:  ".  .  . 
and  yet  how  right  they  usually  are,  as  they  are 

in  this  case." 
Excellent  as  host-narrator,  Joseph  Cotten  was 

less  successful  in  the  starring  role  of  Dr.  Pritch- 
ard, who  had  no  reality  of  his  own  but  was 

merely  Joseph  Cotten  in  old-fashioned  clothes 

reading  lines  with  an  English  accent.  "The 
Trial  of  Dr.  Pritchard"  was  a  thoroughly  pro- 

fessional job  all  round,  but  it  lacked  the  spark 
which  makes  the  difference  between  an  ade- 

quate job  and  a  great  one. 

Production  costs:  Approximately  $40,000. 
Sponsored    alternately    by    Campbell  Soups 

through  BBDO  and  Lever  Bros,  through  J. 
Walter  Thompson  on  NBC-TV,  Fri.,  9-9:30 
p.m.  EDT. 

First  play,  "The  Trial  of  Dr.  Pritchard,"  was 
dramatized  by  Larry  Marcus;  producer:  Col- 

lier Young;  director:  Robert  Stevenson;  di- 
rector of  photography:  Less  Shorr;  editorial 

supervisor:  Richard  G.  Wray;  film  editor: 
Michael  R.  McAdam. 

Filmed  at  Revue  Productions  for  Fordyce  En- 
terprises, Hollywood. 

TREASURE  HUNT 

ABC-TV's  Treasure  Hunt  is  not  likely  to  be- 
come a  "dark  horse"  winner  in  the  network  tv 

quiz  sweepstakes,  but  probably  will  provide  a 
pleasant  half-hour  of  viewing  to  fans  who  enjoy 
entertainment  with  the  questions. 

Strong  emphasis  is  placed  on  the  role  of  Jan 
Murray  as  m.c.  of  Treasure  Hunt — and  wisely. 
Mr.  Murray  is  a  skilled  comedian,  adept  at 
light-hearted  and  good-natured  fencing  with 
contestants.  He  is  likely  to  bring  with  him  to 
his  new  program  the  loyal  audience  that  he 
built  during  his  reign  on  Dollar  a  Second. 

On  each  show,  contestants  vie  for  a  potential 
grand  prize  of  $25,000.  They  are  asked  a 
series  of  four  questions  and  the  winner  then  is 
eligible  to  choose  from  a  group  of  50  chests 
which  may  contain  the  grand  prize  or  49  other 

Broadcasting  •  Telecasting 

prizes.  The  contestant  then  also  chooses  an 
envelope  with  a  bid  from  a  group  of  100  en- 

velopes. The  bid  ranges  from  a  few  dollars 
up  to  several  hundred  dollars.  The  contestant 
then  has  the  choice  of  keeping  the  money  he 
has  won  answering  the  questions  and  the  bid 
money,  or  opening  the  treasure  chest.  The 
chest  may  contain  valuable  prizes,  such  as  a 

speedboat,  a  trip  around  the  world,  an  expen- 
sive fur  coat — or  modest  booty,  such  as  a  head 

of  cabbage,  a  typewriter  or  a  set  of  linen. 

Production  Costs:  Approximately  $22,000. 
Sponsored    by    Mogen    David    Wine  Corp. 

through  Weiss  &  Geller  on  ABC-TV,  Fri., 
9-9:30  p.m.,  EDT. 

Star:  Jan  Murray;  supporting  cast:  Pat  White, 
Jackie  Johnson. 

Producer:  Budd  Granoff;  director:  Phil  Levens; 
writers:  Stan  Dreben  and  Bob  Howard. 

CONFLICT 

OPENING  program  of  ABC-TVs  new  Conflict 
series  of  hour-long  programs  filmed  by  Warner 
Bros,  was  a  typical  grade  B  movie  with  a  stock 

plot:  two  guys  who  had  been  pals  find  them- 
selves working  at  cross  purposes;  the  hero  who 

has  taken  on  a  special  job  for  a  large  sum  of 
money  refusing  to  go  back  on  his  bargain  to 

help  make  the  other  guy's  dream  come  true; 
the  pal  dies  in  testing  his  invention;  the  hero 

risks  his  own  life — and  his  employer's  invest- 
ment— in  proving  that  the  invention  really 

works.  With  the  peculiar  logic  of  B  pictures, 
keeping  his  bargain  made  the  hero  a  heel  and 
double-crossing  his  employer  made  him  a  hero 

again. Good  professional  jobs  were  turned  in  by 
Scott  Brady  as  the  test  pilot  hero,  Kenneth 
Tobey  as  his  inventor  pal,  Ted  De  Corsia  as 
the  boss  and  Leona  Burroughs  as  the  girl. 
Production  was  also  thoroughly  professional, 
with  such  requisite  touches  as  having  the  boy 

and  girl  "meet  cute"  in  the  reception  room 
when  he  pretends  to  be  after  the  secretarial  job 

she  has  applied  for.    It's  too  bad  that  with  all 
this  technical  movie-making  skill,  "Shock  Wave" 
throughout  kept  this  viewer  asking  himself, 
"Haven't  I  seen  all  this  before?" 
Production  costs:  Approximately  $32,000. 

Sponsored  by  Chesebrough-Pond's  Inc.  through 
J.  Walter  Thompson  and  McCann-Erickson 
on  ABC-TV,  Tues.,  7:30-8:30  p.m.  (alternat- 

ing with  Cheyenne). 
Produced  by:  Warner  Bros.;  executive  producer: 

William  T.  Orr;  producer:  Roy  Huggins;  di- 
rector (Sept.  18  premiere):  James  V.  Kern; 

Written  by  (premiere):  Liam  O' Brian,  Vin- cent Evans  and  Howard  Browne;  music  by 

(premiere):  David  Buttolph. 
Cast  (premiere):  Scott  Brady;  Leona  Burroughs, 

Ted  De  Corsia. 

PRODUCER'S  SHOWCASE 

TWO  oldtimers,  Buster  Keaton  and  Louis  Arm- 
strong, provided  the  few  appealing  moments 

in  "The  Lord  Don't  Play  Favorites,"  an  original 
musical  on  Producer's  Showcase  (Sept.  17) 
which  proved  that  90  minutes  can  be  an 
agonizingly  long  time. 

A  strained  and  flimsy  plot  concerning  a  debt- 
ridden  circus  that  comes  to  play  in  a  small, 

drought-stricken  Kansas  town  provided  the 
framework  on  which  to  hang  a  group  of  un- 

inspired musical  numbers — including  the  in- 
evitable soft  shoes,  a  spiritual-type  offering,  a 

hoedown,  and  a  few  sentimental  songs,  the 
latter  delivered  with  a  singular  monotony  by 

Kay  Starr  and  Dick  Haymes  and  Kay  Starr 
and  Robert  Stack. 

Mr.  Keaton,  as  the  circus  clown,  was  written 
into  a  script  that  left  little  time  for  clowning 
in  the  best  Keaton  tradition — but  he  made 

Only 

STATIONS 

are  POWERFUL  enough 

and  POPULAR  enough 

to  register  audiences 

in  radio  surveys  of 

All  Three  Major 

Markets 

of  Southern  California. 

OF  THIS  TOP  TRIO 

KBIG  is: 

V  First  in  San  Diego 

(America's  19th  market) 

V  Second  in  San  Bernar- 

dino 

(America's  32nd  market) 

V  Third  in  Los  Angeles 

(America's  3rd  market) 

V  The  only  independent 

V  The  least  expensive 

V  The  lowest  cost-per- 
thousand  listeners. 

Any  KBIG  or  Weed  Account 
Executive  would  like  to  show  you 
the  documents. 

JOHN  POOLE  BROADCASTING  CO. 
6640  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-320S 
Nat.  Rep.  WEED  and  Company 
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IN  REVIEW 

WIBC-Leads  in  Indiana 

FIRST  IN 

COMMUNITY 

SERVICE CE  A 

CHIEF  RED  FEATHER  .  .  .  W1BC  not  only 
believes  in  strong  community  service  programming, 
but  WIBC  employees  actively  lead  in  community 
service  among  Indianapolis  radio  stations.  Witness: 

WIBC  employees  won  the  Community  Chest's 
"Chief  Red  Feather"  Award  last  year,  and  are  out 
to  do  it  again  this  year  through  their  personal  and 
professional  contributions  to  this  vital  community 
campaign. 

WIBC  not  only  leads  the  way  in  public  service 
among  Indianapolis  radio  stations,  but  WIBC  pro- 

grams lead  the  audience  ratings,  too.  In  the 
31-county  Indianapolis  trading  area,  WIBC  pro- 

grams rank  first  during  447  out  of  504  rated  quarter 
hours  each  week* 

'Pulse  Area  Study.  Scpt.-Oct..  195? 

Chiefly  responsible  for  WIBC's  success  in  com- 
munity service,  and  in  building  big  audiences,  are 

the  station's  well  known  personality  salesmen  .  .  . 
Joan  Evans,  Gordon  Graham,  Al  Brooks,  Robin 
Bright  and  many  others.  These  same  personalities 

are  available  on  a  "first  come,  first  serve"  basis  to 
help  you  sell  your  product  or  service. 

To  Sell  Indianapolis,  and  Indiana, 

the  Best  Buy... the  Only  Buy  Is...  WIBC! 

WIBC 

1070  KC 

The  Friendly 

Voice  of  Indiana 

2835  N.  Illinois  Street 

Indianapolis  8,  Indiana 

Richard  M.  Fairbanks, 

President  and  General  Manager 

JOHN  BLAIR  &  COMPANY  •   NATIONAL  REPRESENTATIVES 
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every  second  count.  Mr.  Armstrong's  talents, 
too,  were  only  sampled,  although  musically 
he  was  a  standout  in  a  Satchmouthed  rendi- 

tion of  "Never  Saw  a  Better  Day." 
Production  costs:  Approximately  $200,000. 

Sponsored    by    RCA    and  Whirlpool-Seeger 
Corp.,  both  through  Kenyon  &  Eckhardt, 

New  York,  on  NBC-TV's  Producer's  Show- 
case, Sept.  17,  8-9:30  EDT,  originating  from 

NBC  Color  City  Studios,  Burbank,  Calif. 

"The  Lord  Don't  Play   Favorites,"  adapted 
from  a  Patrick  Malloy  short  story  by  Jo 

Swerling  and  Hal  Stanley;  music:  Hal  Stan- 
ley; lyrics:  Irving  Taylor;  executive  producer: 

Mort  Abrahams;  produced  by  Hal  Stanley; 
director:  Bretaigne  Windust. 

Cast:  Robert  Stack,  Kay  Starr,  Dick  Haymes, 
Buster  Keaton,  Louis  Armstrong,  Mike  Ross, 
Oliver   Blake,    Breitaigne    Windust,  Barry 
Kelly  and  others. 

CAESAR'S  HOUR 

THE  THIRD  "Mrs.  Caesar"?  She's  prettier 
than  the  comedian's  first  wives  and  is  a  better 
singer  and  dancer.  But  whether  she  can  match 

her  predecessors'  comic  talent  remains  to  be 
seen. 

Certainly  Janet  Blair  was  not  given  much  of 
a  chance  to  be  funny  in  her  debut  on  the  re- 

turning Caesar's  Hour  (NBC-TV,  Sept.  15).  Her 
assignment  included  a  surprisingly  flat  subur- 

banite sketch  that  even  had  Sid  Caesar  himself 
looking  a  little  unintentionally  strained.  Later 
in  the  show,  however,  Miss  Blair  was  much 

more  at  home  in  a  slick  song-and-dance  rendi- 
tion of  "I  Could  Have  Danced  All  Night." 

The  rest  of  the  opening  show  was  up  to  Mr. 

Caesar's  usual  high  standards.    In  particular, 
his  satire  on  a  Yul  Brynner  movie  was  a  de- 

light, as  was  the  support  of  Carl  Reiner,  Howie 
Morris  and  newcomer  Shirl  Conway. 

Production  costs:  Approximately  $100,000. 

Sponsored  by  Quaker  Oats  Co.  through  Need- 
ham,  Louis  &  Brorby;  B.  T.  Babbitt  Co. 

through  Dancer-Fitzgerald-Sample;  Knomark 
Mfg.  Co.  through  Emit  Mogul  and  Wesson 
Oil  Co.  through  the  Fitzgerald  Co.  on  NBC- 
TV,  Sat.,  9-10  p.m. 

Packaged  by  Shellrick  Corp.;  executive  pro- 
ducer: Hal  Janis;  producer:  Leo  Morgan;  as- 
sociate producer:  George  Charles;  director: 

Frank  A.  Bunetta;  associate  director:  Rose- 
mary McPhillips;  writers:  Mel  Tolkin,  Larry 

Gelbart,  Mel  Brooks,  Neil  (Doc)  Simon, 
Sheldon   Keller,   Mike  Stewart  and  Gary 

Belkin;  choreographer:  Ted  Cappy;  music  di- 
rector:   Bernard  Green. 

KICKOFF  1956 

THE  football  fan  expecting  to  get  an  insight 
into  the  brand  new  pigskin  season  was  bitterly 

disappointed  by  NBC-TV's  Kickoff-1956.  In 
fact,  it  was  nothing  short  of  a  30-minute  com- 

mercial for  the  network's  telecasts  of  NCAA 
football  (which  began  last  Saturday). 

The  show  opened  with  an  impressive  and 
nostalgic  scene  which  showed  the  illustrous 
coach,  Amos  Alonzo  Stagg,  walking  on  the 
sidelines  of  a  huge  and  deserted  stadium.  And, 
except  for  the  music  of  Fred  Waring  and  his 
Pennsylvanians  singing  college  songs  and  the 
West  Point  Glee  Club,  the  program  should  have 
ended  right  there. 
Production  costs:  Approximately  $25,000. 

Sponsored  by  General  Tire  &  Rubber  Co. 

through  D'Arcy  Adv.  Co.,  on  NBC-TV, 
Sun.,  Sept.  16,  7:30-8  p.m. 

Program  supervisor:  Tom  S.  Gallery,  NBC 

sports  director;  producer:  Ed  Pierce;  direc- 
tor: Craig  Allen;  associate  producer:  Perry 

Smith;  writers:  Irvin  Graham,  Barney  Nag- 
ler  and  William  Welch.  . 
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The  Midwest  Market  Station 

of  St.  Joseph,  Missouri 

Kenyon  Brown,  President;  Glenn  Gritwold,  General  Manager 

Announces  the  Appointment  of 

SIMMONS  ASSOCIATES,  Inc. 

NEW  YORK 

270  PARK  AVENUE 

MURRAY  HILL  8-2821 

DAVID  N.  SIMMONS 

CHICAGO 

333  NORTH  MICHIGAN  AVE. 

DEARBORN  2-2375 

GALE  BLOCKI,  JR. 

As  National  Sales  Representatives 

October  1, 1956 
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OPEN  MIKE 

.  .  in  RESULTS 

Advertisers  exp!ejiene;e:  p'r.'oyes  '  "REX's" ability  to  produce  sales  ,  .  .  the  most 
accurate,  measuring  stiik  of  any  promo- 

tional effor.t. 

.  in  VIEWERSHIP 

WtREX-T'V  is  fa.vore'di  -by  viewers  . in  the 
W.REX-T-V  ''Grade  A"  area  by  better 
than  a  3  to  1  margin.  This  fact  has 
been  brought  out  in  an  extensive  vie.w- 
ership  survey  just  recently  completed. 
This  dominant  leadership  results  in  a  far 

lower  cost-per-thousa'n'd  .  .  .  making 
WREX^TV  your  "best  buy?': 

market  power! 

NOW  No.  2  Morke't.  in  Illinois  and 
G  R  OWI  N  G  —  has  currently  under 
construction  $2-5  million  in  -expanded 
manufacturing  and  retailing  faci.liti.es. 

Are  yp.ur  sales  messb'ges  reaching  this  , 
.  market  u"ht6,uch%di;bjy/'e'it:her  Chicago  or Milwaukee^.  W-miressd.way?  Only  one 
VHF  station  coyers  this  area  — 

^m^.         R'O  C  K  FOR'D  ,  ILLINOIS, 

J^P|WR
EX-TV 

\e^jr    channel  13 ^^Hl^r^        CBS  -  ABC  AFFILIATIONS 
telecasting  in  color 

REPRESENTED  BY 

H-R  TELEVISION,  INC. 

e  18    •    September  24,  1956 

More  People  Buy  Chevies 
EDITOR: 

We  read  with  considerable  interest  your 
roundup  on  the  fall  advertising  plans  in  radio 
and  television,  for  automobile  manufacturers, 
as  it  appeared  in  the  September  10  issue  of 
B»T.  When  we  came  to  the  paragraph  on 
Chevrolet,  it  was  not  possible  to  read  the  story 
without  being  shocked. 

The  lead  line  says,  "Chevrolet,  tied  with 
Ford  for  first  place  in  sales,  isn't  talking."  I 
am  enclosing  a  piece  of  the  front  page  from 
Automotive  News  for  the  same  date,  Septem- 

ber 10,  which  has  the  "Auto  Sales  Scoreboard" 
based  on  new  car  registrations  for  seven  months 
of  this  year.  As  you  will  note,  it  indicates  that 
Chevrolet  is  leading  Ford  by  over  155,000 
units,  and  from  where  we  sit,  this  certainly 

doesn't  look  like  a  tie.  It  would  seem  that  the 
researcher  concerned  with  this  article  was  un- 

familiar with  the  facts. 

Quite  frankly,  Chevrolet's  record  in  the  cur- 
rent year  is  far  and  away  the  outstanding  sales 

success  in  the  automotive  industry,  and,  in  our 

opinion,  they  are  due  credit  for  it. 
Elsewhere  in  the  paragraph,  the  quotation 

attributed  to  Philip  McHugh  is,  in  the  opinion 
of  the  writer,  a  little  out  of  context  with  the 
statement  made  to  your  reporter  when  he  called 

on  the  telephone.  However,  that's  minor  and, 
at  this  time,  incidental.  We  were  surprised  to 
note  that  the  reporter  indicated  there  would 
be  only  one  Chevy  Show  a  month  this  fall, 
when  at  other  times  in  your  magazine  you  have 
made  it  clear  that  there  would  be  two  Chevy 
Shows  a  month — one  on  Sunday  nights  at  9 
p.m.  EST,  and  one  on  Friday  nights  at  9  p.m. 
EST. 

Since  we  look  to  your  magazine  regularly 
for  thoughtful,  accurate  information  on  the 
broadcasting  and  telecasting  industry,  I  felt 
sure  that  you  would  appreciate  having  this 
brought  to  your  attention,  since,  if  the  facts 
about  Chevrolet  are  inaccurate,  it  tends  to 
make  us  question  other  facts  presented  in  the 
article,  and  you  may  want  to  put  your  readers 
straight. 

Philip  L.  McHugh,  Vice  Pres.  for  Tv  & 
Radio 

Campbell-Ewald  Co.,  Detroit,  Mich. 

[EDITOR'S  NOTE:  B-T  regrets  that  conflicting 
claims  of  competing  automotive  manufacturers 
and  misinformation  received  from  NBC  led  to 
shortchanging  Chevrolet  on  both  sales  and  pro- grams.] 

Particularly  Helpful 

EDITOR: 

...  I  want  you  to  know  that  we  make  ex- 
cellent use  of  the  loads  of  varied  information 

in  your  B»T  Yearbooks.  Particularly  helpful 
to  us  is  the  detailed  information  on  transfers 
and  proposed  transfers  of  ownership  in  the 
1956-57  Telecasting  Yearbook  just  received. 

Glenn  Dolberg,  Vice  Pres. 
Broadcast  Music  Inc.,  New  York 

Get  Excited,  Get  Results 

EDITOR: 

Every  salesman  worth  a  dime  knows  well 
the  cartoon  showing  a  mother  cat  and  her 
brood  parading  before  a  tomcat  who  proudly 

turns  to  his  friend  and  confides,  "You  gotta 
make  calls  to  get  results." 
And  though  it  may  seem  like  a  trite  re- 

minder, it  is  especially  applicable  to  today's 
radio  time  salesman.  You  simply  have  to 

pound  the  pavement  if  you  want  to  show  re- 
sults. It  gets  a  little  tiring  after  a  while  listen- 

ing to  readers  of  B»T  moaning  and  groaning 
through  Open  Mike  about  the  difficulty  of 

selling  radio  today.  I  for  one  am  excited 
about  radio — and  my  clients  are  too.  We  are 
the  new  third  station  in  a  town  with  three  radio 
stations  and  a  tv  station  .  .  .  and  only  about 
24,000  population,  to  boot.  And  we  find  it 
easy  to  sell  both  spot  and  programs.  Of  course, 

the  emphasis  today  is  on  spot  campaigns — and 
that  is  still  our  best  commodity. 

So  whenever  we  read  about  the  "difficulty" 
of  selling  radio,  we  add  another  item  to  our 
bank  deposit  slip.  And  we  go  and  help  another 
client  carry  his  gold  to  the  bank. 

Lou  Torok,  Sales  Mgr. 
KBTK  Missoula,  Mont. 

Woodies 

EDITOR: 
Your  piece  on  Woodies  [B*T,  Sept.  10]  is 

an  excellent  job  on  a  difficult  problem.  I'd  like 
to  order  500  reprints  if  they  are  available  .  .  . 

Joseph  L.  Brechner,  Gen.  Mgr. 
WGAY  Silver  Spring,  Md. 

EDITOR: 

I  am  wondering  if  it  would  be  possible  to 
receive  reprints  of  the  Woodward  and  Lothrop 

story  [B«T  Sept.  10]  which  is  certainly  most 
impressive. 

Marshall  Rosene,  Genl.  Mgr. 
WNXT  Portsmouth,  Ohio 

EDITOR: 

Please  send  four  reprints  of  the  article,  "A 
Prestige  Department  Store  Discovers  In  Radio 

Productive,  and  Profitable,  Vehicle  To  Success." 
Philip  K.  Eberly,  Sales  Mgr. 
WSBA  York,  Pa. 

EDITOR: 

Would  greatly  appreciate  receiving  six  re- 

prints .  .  . 
John  R.  Murphy,  Pres. 

Murphy  &  Lang  Adv. 
Dayton,  Ohio 

EDITOR: 

I  would  like  to  have  four  copies  of  the 
Woodward  &  Lothrop  story  .  .  . 

Holland  D.  Cameron,  Sis.  Mgr. 
WTXL  W.  Springfield,  Mass. 

EDITOR: 

I'd  appreciate  receiving  20  reprints  of  the 
department  store  article  .  .  . 

Tim  Elliot,  Pres. 
WCUE  Akron,  Ohio 

[EDITOR'S  NOTE:  Reprints  are  available  at  15 cents  each  in  quantities  up  to  100,  $10  per  100 
above  that  to  1,000.  $80  per  1,000.  Rates  for  larger 
quantities  on  request.] 

Gas,  Gaskets  and  Glamour 
EDITOR: 

Here  is  a  copy  of  a  letter  to  Dave  Taylor, 
commercial  manager,  WFRL  Freeport,  111. 

Dear  Mr.  Taylor: 

Bad  news  usually  travels  with  lightning  ra- 
pidity, but  in  this  case  it  has  taken  until  now 

for  a  copy  of  the  June  25  issue  of  B«T  to 
reach  my  desk.  This  is  the  issue  in  which  a 

letter  was  run  over  your  name  severely  crit- 

icizing the  Alemite  Division  of  Stewart-Warner 

Corp.  for  "telling  one  of  your  satisfied  and 

happy  clients  not  to  buy  radio  advertising."  .  .  . 

You  speak  of  "Gas,  Gaskets  and  Glamour" 
as  "a  promotion  which  Alemite  sold  to  the 

dealer."  It  isn't  a  "promotion"  and  we  don't 
"sell"  it  to  anybody,  unless  you  count  a  few 
dollars  the  dealer  might  spend  on  some  printed 
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What  better  way  to  demonstrate  the 

'personal  touch"  and  "friendliness"  of  a 

bank  than  with  a  man  whose  very  nature 

personifies  these  qualities!  Such  a  man  is 

Warren  Culbertson  —  Channel  8's  ace 

meteorologist  and  goodwill  ambassador  for 

the  First  National  Bank  in  Dallas.  As  one 

bank  official  puts  it  .  .  .  "Warren's  daily 

weathercasts  and  informal  commercials 

have  provided  a  stimulus  to  our  advertis- 

ing program  far  surpassing  our  own 

expectations."  More  proof  that  .  .  . 

ADVERTISERS  GET 

BIG-TIME  RESULTS 

WITH 

WFAA 

Channel  8  -  Dallas 

NBC-ABC 

Covering  564,080  TV  Homes 

The  Great  North  Texas  Market 

This  pocket-size  booklet  "The  Way  of 

the  Weather",  edited  by  Warren  Cul- 
bertson, has  been  requested  by  nearly 

25,000  persons.  And  the  only  place  it 
is  available  is  at  the  information  desk 

of  the  First  National  Bank  in  Dallas. 

If  you  are  looking  for  big-time  results 

Call  your  PETRYM  AN  for  availabilities,  market  data,  and  complete  coverage  information 
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•  ■  ■  ■ in  good  company 

On  September  16,  wgth-tv,  Channel 
18  in  Hartford,  became  a  CBS  Owned 

station  .  .  .  changed  its  call-letters  to 

whct  .  .  .  immediately  increased  its 

weekly  operating  hours... and  began 

a  new  era  of  television  service  for 

viewers  in  the  Hartford-New  Britain 

area,  the  nation's  sixth  market  in  per 
family  income. 

As  viewers  in  New  York,  Chicago, 

Los  Angeles  and  Milwaukee  have 

known  for  a  long  time,  CBS  owner- 
ship means  a  great  deal.  Very  soon, 

viewers  in  Greater  Hartford  will  be 

seeing  the  difference.  They'll  see  whct 
become  a  pace-setter  in  community 

affairs.  And  they'll  see  more  and  more 
big-name  CBS  Television  Network 

shows... plus  an  expanding  schedule 

of  local  programming  tailored  for 

local  tastes  and  produced  to  the  show- 

manship standards  which  have  made 

CBS  Television  the  most  popular 

entertainment  medium  in  the  nation. 

HARTFORD 

WHCT 

For  advertisers,  CBS  Owned  WHCT 

shapes  up  as  a  dynamic  new  sales  force 

in  a  market  where  family  incomes 

exceed  $7,300  annually.  Better  check 

CBS  Television  Spot  Sales  today  for 

details  on  the  new  WHCT,  Hartford! 

WHCT  COVERAGE  DATA: 

television  families  (UHF)  275,029 
retail  sales  $2,078,741,000 

food  sales  $467,326,000 

drug  store  sales  $68,888,000 

effective  buying  income  $3,328,943,000 
(Sales  Management  Survey  of  Buying  Power,  May 
1956;  Television  Magazine,  August  1956) 
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NOW 

1  MILLION 

2  WATTS! 

WILK-TV  is  the  world's  FIRST  TV  station  to  operate  with 

more  than  a  million  Watts!  NOW — your  sales  message 

is  carried  further  and  with  even  greater  intensity  than 

ever  before. 

Cover  ALL  the  Rich  Northeastern  Pennsylvania  Market 

with: 

★  TOP  POWER! 

★  TOP  RATING! 

★  TOP  AUDIENCE! 

★  TOP  PERFORMANCE! 

LEADERSHIP  -  COVERAGE  -  POWER! 

Now — more  than  ever — WILK-TV  gives  you  TOP  AUDIENCE  at 

LOW  COST  per  THOUSAND! 

GET  THE  FACTS! 

CALL 

AVERY-KNODEL,  INC. 

•  NEW  YORK 

•  CHICAGO 

•  LOS  ANGELES 

•  SAN  FRANCISCO 

•  ATLANTA 

•  DALLAS 

•  DETROIT 

WILKES-BARRE 

SCRANTON 

Affiliated  with  ABC 
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materials  a  "sale."  Gas,  Gaskets  and  Glamour 
is  strictly  a  public  relations  idea  that  we  worked 
up  and  are  offering  to  our  accounts,  not  as  a 
business  builder  but  as  an  instrument  for  build- 

ing good  will — in  reality  the  kind  of  "public 
service"  of  which  you  appear  to  be  so  scorn- ful. 

In  my  own  experience  in  presenting  the  idea 

to  dealers  their  first  reaction  is:  "It  will  cost 
me  too  much  to  advertise  it."  Our  standard 

reply  to  that  is  that  he  doesn't  have  to  advertise 
it  at  all;  that  merely  sending  out  invitations 
to  a  bunch  of  women  will  swamp  him  with 
pleas  to  enroll.  For  that  reason  we  have 
budgeted  no  advertising  for  it,  nor  do  we  ask 
the  dealer  to  budget  any  advertising  for  it. 

On  the  other  hand,  if  the  dealer  wants  to  ad- 
vertise it,  who  are  we  (who  built  our  business 

on  advertising  to  the  point  that  Alemite  is 
one  of  the  best  known  trade  names  in  the  auto- 

motive field)  to  say  no?  I  can't  conceive  of 
any  Alemite  representative  taking  that  attitude. 

You  start  by  saying  "the  radio  industry  is 
constantly  besieged  by  free  riders  of  all  kinds." Indeed  it  must  be,  and  so  is  the  newspaper 

industry  and  the  magazine  industry,  not  to  men- 
tion the  upstart  television  industry.  And  well 

might  they  be  on  their  guard  against  those 
who  would  take  them  for  a  free  one!  Person- 

ally, I  have  found  them  all  too  smart  and  so- 
phisticated to  fool.  They  can  smell  a  free 

loader  a  mile  off.  The  fact  still  remains  that 

the  Saturday  Evening  Post  ran  an  illustrated 
article  on  our  Gas,  Gaskets  and  Glamour 
schools  and  so  did  Business  Week;  Dave  Gar- 
roway  interviewed  our  Miss  DeCoverly  (who 
heads  up  G.G.G.  here)  on  his  network  show 
and  so  did  Welcome  Travelers  .  .  . 

F.  R.  Cross,  Dir.  of  Adv. 
Stewart-Warner  Corp.,  Chicago,  III. 

[EDITOR'S  NOTE:  With  no  endorsement,  but  in 
the  belief  that  each  party  to  a  dispute  is  en- 

titled to  a  chance  to  speak,  B«T  is  publishing 
these  excerpts  from  Mr.  Cross's  answer  to  Mr. 
Taylor's  charges  (OPEN  MIKE,  June  25).] 

The  Texas  Story 

EDITOR: 

I  have  just  finished  reading  your  excellent 
article  on  Texas  [B»T,  July  23]  and  want  to 
congratulate  you  on  giving  such  a  complete 
and  balanced  presentation  of  a  very  big 

subject.  The  section  on  our  Gulf  Coast  agri- 
culture was  of  special  interest  to  me  .  .  . 

The  response  to  our  daily  farm  program, 
now  sponsored  by  four  area  John  Deere 
dealers,  has  been  very  encouraging  and  we 
find  that  many  industrial  workers  and  city 
dwellers  follow  farm  news  with  much  interest. 

I  believe  farm  programming  should  be  pre- 
sented in  a  manner  that  is  interesting  to  urban 

as  well  as  rural  people.  Not  only  does  this 

promote  understanding  of  current  farm  prob- 
lems— it  increases  the  commercial  potential 

for  profitable  farm  programming  by  attracting 
the  interest  of  general  advertisers. 

Burt  Johnson,  Farm  Dir. 
KGUL-TV  Galveston,  Tex. 

Help  for  Hopers 
Editor: 

I  have  just  returned  from  four  months  in 
Europe,  so  I  am  a  little  behind  in  my  reading 
of  B»T.  Just  finished  the  May  14  issue  and  I 
wanted  to  tell  you  how  pleased  I  was  with  the 

article  on  "How  to  Start  a  Radio  Station"  by 
Beverly  M.  Middleton  .  .  .  because  one  of 
these  days  I  hope  to  start  my  own  station. 

Thanks  again  for  the  article  and  B*T.  You 
are  providing  us  with  a  fine  magazine — week 

after  week — and  I  know  "it  ain't  easy!" 
Eddie  J.  Nelson 
Beverly  Hills,  Calif. 
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WHAT 

RADIO 

CRITICS 

SAY: 

5,000  WATTS 

570  KC-IS  YOUR 

MUTUAL  NETWURK 

BERNIE  HARRISON 
The  Washington  Star 

"The  town  is  jumping  over 

Mutual's  plans  for  its  new- Washington  outlet,  WGMS  .  .  . 

a  half-dozen  of  the  area's  top men  have  been  scrambling  for 
the  plum  .  .  .  two  Washington 
personalities  figure  heavily  in  the 
overall  plans.  Art  Lamb  .  .  .  has 
landed  the  new  morning  disc 

jockey  spot  on  WGMS-AM  .  .  . 
Les  Sand  as  sports  director  has 
more  real  sports  background 
than  all  of  the  other  sportscas- 
ters  combined  .  .  .  Bobo  Newsom 

excepted.  WGMS-Mutual  has 
added  a  third  well  known  Wash- 

ington personality  to  its  AM 

staff,  Billy  Johnson." 
station  for 

WASHINGTON,  D 

LAURENCE  LAURENT 
The  Washington  Post 

"Radio  guys  around  our  town 
are  greatly  excited  about  the 
changes  taking  place  at  WGMS 
. . .  purchased  by  RKO  Teleradio 
Pictures,  the  parent  corporation 

of  Mutual  Broadcasting  System." 

Wendell  B.  Campbell  —  National  Sales  Mgr.  —  New  York 

NATIONAL  REPRESENTATIVES:  ADAM  YOUNG,  INC.  New  York  22,  N.  Y.,  477  Madison 

Ave.  "1  Boston  16,  Mass.,  Statler  Office  Bldg.  •  Chicago  2,  III.,  55  East  Washington  St.  •  St." Louis,  Mo.,  7  N.  7rh 

Street  •  Los  Angeles  28,  Calif.,  Guaranty  Bldg.  —  6331  H'wood  Blvd.  •  San  Francisco,  Calif.,  593  Market  Street 

Broadcasting  •  Telecasting 

DAVE  REQUE 

The  Washington  Daily  News 

"WGMS  is  beefing  up  with  top 
names  under  its  new  ownership 
by  the  Mutual  Network  .  .  . 
Art  Lamb,  top  local  personality 
...  is  hard  at  work  for  WGMS 

as  its  early  morning  man." 
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THE  SMART 

ADVERTISING 

MONEY 

IS  ON  
0 

cddeO 

Brewers:  Liebmann,  Miller,  Stroh 

Coffee  Roasters:  Fleming,  Dining  Car 

Bakers:  National  Biscuit, 

Mrs.  Smith's  Pies 

Appliances:  Crosley-Bendix 

Various:  Lee  Optical,  Petri  Wine, 

Gem  Jewelry,  Signal  Oil, 

Top  Value  Stamps 

Hundreds  of  thousands  of  advertising 

dollars  have  been  allocated  for 

CODE  3  by  some  of  the  country's 
smartest,  most  successful  advertisers! 

Many  choice  markets  are  already 

gone  —  others  going  fast!  For 

big-time  advertising  results,  put 

your  advertising  dollars  on  CODE  3. 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 

10  East  44th  Street,  New  York  City 

OXford  7-5880 

our  respects 

to  RALPH  EVANS 

RALPH  EVANS,  executive  vice  president  of 
Central  Broadcasting  Co.  and  its  parent  B.  J. 

Palmer  Enterprises,  is  an  "armchair"  philoso- 

pher by  temperament  and  nature  and  a  "be- hind-the-scenes" worker  in  broadcasting  by 
preference.  He  has  been  a  journalist,  govern- 

ment servant,  merchandising  and  public  rela- 
tions specialist — and  a  promising  ichthyologist. 

For  the  past  31  years,  Mr.  Evans  has  been 
identified  with  the  B.  J.  Palmer  interests.  He 
has  been  closely  associated  with  all  phases  of 
the  diversified  interests  of  Palmer.  As  executive 
vice  president  of  Central  Broadcasting  Co.,  he 

wields  supervisory  executive  reins  over  WHO- 
AM-TV-FM  Des  Moines  and  WOC-TV  Daven- 

port, Iowa  (the  latter  also  embracing  Moline, 
East  Moline  and  Rock  Island.  WOC  is  li- 

censed to  Tri:City  Broadcasting  Co.). 
Ever  since  he  worked  for  choirmaster  Alfred 

Thomas  (of  Whittall  &  Thomas),  Mr.  Evans 

has  cherished  the  view  that  "really  big  people 
desire  to  be  helpful  to  youngsters  who  want  to 

be  helped"  and  that  "if  you  ask  help  from 
older  men,  they  are  willing  to  give  it."  This could  be  said  to  be  the  cornerstone  of  his  own 

philosophy,  developed  when  he  first  set  out  to 

"see  the  government  in  operation." 
Ralph  (no  middle  name)  Evans  was  born  in 

Worcester,  Mass.,  on  July  11,  1896,  and  became 
self-supporting  at  an  early  age  by  buying  and 
trading  newspaper  routes.  After  completing  a 
year  of  high  school  while  working  as  an  office 
boy,  he  attended  Worcester  Business  College 
two  hours  each  evening,  taking  up  accounting, 

stenography,  typing  and  shorthand — what  he felt  were  basic  courses. 
Because  he  liked  to  travel  and  meet  people, 

young  Ralph  took  a  civil  service  examination 
in  1915.  One  of  his  first  jobs  was  as  secretary 
to  Dr.  Henry  F.  Moore,  deputy  commissioner 
of  fisheries.  Working  with  a  world  authority 

on  oyster  and  sponge  culture,  Mr.  Evans  re- 
calls, was  not  precisely  what  he  had  bargained 

for  when  he  initially  took  up  shorthand. 
"How  in  the  devil  I  managed  to  make  the 

grade  is  beyond  me,"  he  says,  "because  instruc- tion in  shorthand  had  not  embraced  Latin 

nomenclature  of  fish  .  .  .  Boy,  what  I  didn't know  about  the  mating  habits  of  oysters, 
sharks,  Columbia  River  salmon,  seals,  sponges, 

etc.,  would  embrace  tons  of  printer's  ink."  Mr. 
Evans  (and  the  fish)  survived,  however,  and 

he  claims  to  really  have  developed  enthusiasm 

over  the  bureau's  wartime  "Eat  More  Fish" campaign. 

When  a  survey  was  launched  to  furnish  ma- 
terial for  the  Civil  Service  Retirement  Plan, 

Mr.  Evans  dutifully  typed  out  personal  data 

of  employes.  His  view  today  is  that  "some  of those  authorities  on  fish  could  put  to  shame 

most  of  the  successful  contestants  on  the  $64,- 

000  Question.  What's  more,  he  feels,  Who's 
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Who  may  well  have  perpetrated  an  injustice  in 
not  listing  hundreds  of  individuals  who  knew their  ichthyology. 

Eventually,  Mr.  Evans  left  fisheries  to  their 
own  devices  and  became  clerk  to  the  House 
Public  Lands  Committee.  He  also  assisted  the 
chairman  of  the  Democratic  Congressional 

Committee  during  the  1918  off-year  elections 

and  filed  campaign  expenditures.  Mr.  Evans' administrative  reputation  brought  him  to  the 
attention  of  Canadian-born  Franklin  K.  Lane, 

Secretary  of  Interior  during  the  Wilson  Admin- 
istration, and  the  22-year-old  Evans  was  per- 

suaded to  become  his  confidential  clerk  (han- 
dling security  data)  and  later  private  secretary. 

At  the  persuasion  of  Herbert  Kaufman, 
whom  he  had  met  while  with  the  Interior  Dept., 

Mr.  Evans  joined  McClure's  magazine  in  New 
York.  (During  his  Washington  tenure,  Mr. 
Evans  had  studied  journalism  and  law  at 
George  Washington  U.  there.)  The  magazine 
went  into  voluntary  bankruptcy  in  the  early 

20's,  but  Mr.  Evans  was  retained  by  the 
referees. 

Mr.  Evans  was  importuned  by  Frank  Elliott, 
general  manager  of  the  Palmer  Enterprises, 
to  join  that  organization  on  July  1,  1925.  His 
objective  was  still  journalism  and  he  wanted 

to  "get  the  color  of  the  midwest."  The  first 
six  months  he  was  secretary  to  B.  J.  Palmer, 
gradually  assuming  direction  and  responsibility 
for  various  activities  of  the  organization.  In 
1936  he  was  appointed  public  relations  vice 
president  in  charge  of  Palmer  Enterprises, 
handling  merchandising  and  administrative 
duties,  and  became  executive  vice  president  in 
1947. 

WHO  began  operation  in  1924  with  WOC- 
TV  starting  commercially  in  October  1949  and 
WHO-TV  in  April  1954.  Mr.  Evans  has  played 
an  important  part  in  the  development  of  the 
two  Palmer  tv  properties,  of  course,  but  still 
retains  a  firm  belief  in  the  power  of  radio, 

having  cut  his  eye  teeth  with  Palmer  on  those 

early  aural  operations.  He  makes  his  head- 
quarters in  Davenport. 

Mr.  Evans  was  active  in  promoting  passage 
of  the  radio  libel  law  in  Iowa  and  has  been 
identified  through  the  years  with  objectives  of 
clear  channel  broadcasters  and  the  onetime 

Station  Planning  Affiliates  Committee.  He  was 
sub-chairman  of  the  Iowa  Centennial  Com- 

mittee, with  the  state's  commemorative  stamp 
and  half-dollar  as  his  personal  assignment.  As 

a  result,  $200,000  was  raised  for  the  youths 
of  Iowa.  He  is  past  president  of  the  Rotary 

Club  and  a  trustee  of  the  Herbert  Hoover 
Foundation  Inc. 

Mr.  Evans  married  the  former  Audrey  Leigh 

and  they  have  a  son  (Richard)  and  three 

grand  children.  His  hobby,  as  becomes  a 

good  ichthyologist,  is  fishing. 
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Buy  KMPC  and  KSFO 

Reach  9  out  of  10  Calif ornians! 

OLDEN  WEST 

BROADCASTERS 

KMPC  KSFO 

Can*  Autry,  Chairman,  Board  of  Directors 

ational  Representatives:  KMPC:  AM  Radio  Sales  Co.  •  KSFO:  Headley  Reed  Co 
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SELLING  DRUG  PRODUCTS? 

Your  market  is 

46  MILLION  DOLLARS 

in  Flint  and  the  Saginaw  Valley 

Top  stars  sell  top  brands  over 
WNEM-TV.  Sponsors  know  the 

power  of  the  Golden  Valley's 
most  significant  station. 

Michigan's  2nd  richest  market 

Selling  toothpaste  ...  or  soap  ...  or  perfume?  Whatever 

your  product,  here's  a  big-spending  market  .  .  . 

•  Annual  Retail  Sales  $1,365,757,000 
•  Effective  Buying  Income  $1,683,023,000 
•  Average  Income  per  City  Family  $6,413.75 

It's  a  market  second  only  to  Detroit  in  Michigan.  And  the  way 
to  reach  it  best  is  with  WNEM-TV— the  only  station  completely 
covering  all  274,067  sets.  ARB  and  PULSE  surveys  say  so. 

Contact  Headley-Reed  or  Michigan  Spot  Sales 

WNEM-TV 

STATION 

serving  Flint,  Saginaw,  Bay  City,  Midland 

Radio    Stations     WPON  -  Pont/ac,  Michi
gan 

WABJ   —  Adrian,  Michigan 
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MR.  GORDON 
MR.  SI  HERMAN 

fil m  ma kers 

WHEN  Television  Programs  of  America  was 
organized  three  years  ago  this  month,  the 
team  of  Milton  A.  Gordon  (The  Quiet  One)  as 
president  and  Michael  A.  (Mickey)  Sillerman 
(The  Lively  One)  as  executive  vice  president 
was  chosen  to  direct  the  fledgling  company  in 

the  already  highly  competitive  tv  film  produc- 
tion and  distribution  field. 

The  blending  of  temperaments  apparently 
was  highly  compatible.  Today,  as  TPA  marks 
its  third  birthday,  the  company  has  grown 
from  one  with  a  single  product  series  (Ramar  of 
the  Jungle)  to  an  organization  that  produces 
and  distributes  more  than  a  dozen  series,  in- 

cluding four  for  network  exhibition.  Another 

index  of  its  "growing  pains"  is  that  personnel 
today  numbers  about  125  compared  to  the  half- 
dozen,  including  Messrs.  Gordon  and  Siller- 

man, who  began  with  the  company. 

Mr.  Gordon,  of  course,  was  blessed  with  tal- 
ents other  than  a  quiet  mien.  He  brought  to 

TPA  a  background  of  almost  20  years  in  the 

business  community  and  a  well-earned  reputa- 
tion as  a  "financial  fireman."  Perhaps  his  most 

notable  achievement  was  quelling  the  "fire" 
at  United  Artists  in  the  late  1940s.  As  execu- 

tive vice  president  of  Walter  E.  Heller  &  Co., 
Chicago  investment  company,  he  was  delegated 
the  task  of  refinancing  UA.  He  devised  a  plan 

for  funneling  sorely-needed  funds  into  the 

company  and  subsequently  effected  "split  hem- 
isphere" financing  of  the  African  Queen  pro- 
duction, raising  part  of  the  money  in  the 

U.  S.  and  the  remainder  in  England,  said  to  be 

an  "industry  first."  The  motion  picture,  an 
Oscar  winner,  was  the  turning  point  for  UA. 

Mr.  Gordon,  a  native  Chicagoan  who  holds 
a  Ph.  D.  and  J.  D.  from  the  U.  of  Chicago, 
earlier  had  been  an  attorney  for  eight  years 

and  president  of  his  own  Army  materials  fac- 
tory. He  also  served  the  Heller  organization, 

which  specialized  in  rescuing  failing  companies. 

The  perfect  complement  for  Mr.  Gordon  is 
Mickey  Sillerman,  an  extremely  out-going 
individual  who  had  spent  more  than  20  years 
in  the  sales  end  of  advertising  and  broadcast 

media  before  joining  TPA.  Among  the  com- 
panies he  served  in  executive  posts  following 

schooling  at  Johns  Hopkins  U.  in  his  native 
Baltimore  were  Fairchild  Publications,  I.  Mil- 

ler (shoes),  John  D.  Boyle  advertising  agency, 
The  Biow  Co.,  Hamilton  Radio  Productions, 

Keystone  Broadcasting  System  (which  he  or- 
ganized) and  Ziv  Television  Programs. 

Both  Mr.  Gordon  and  Mr.  Sillerman  are 

grateful  to  motion  picture  producer  Edward 
Small,  board  chairman  of  TPA,  for  permitting 
them  to  execute  without  deviation  a  blueprint 

devised  before  TPA  was  formed:  ample  financ- 
ing, top-notch  production  facilities,  personnel 

and  talent,  and  a  top-drawer  sales  staff. 
Mr.  Gordon  and  Mr.  Sillerman  live  in  River- 

dale,  N.  Y.  Mr.  Gordon  is  married  to  the 
former  Elinor  Loeff  and  they  have  two  children, 

Stephen,  14,  and  Leslie,  11.  Mr.  Sillerman  and 
his  wife,  the  former  Estelle  Levande,  also  have 
two  children,  Tracy,  10,  and  Robert,  8. 
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SAVE  up  to  15% 

By  Buying  2  or  More  of  These  Powerful  Stations 

WKMH  WKMF  WKHM  WSAM 

Dearborn-Detroit Flint,  Mich. Jackson,  Mich.       Saginaw,  Mich. 
Jackson  Broadcasting &  Televl&ion  Corp. 

BUY  ALL  4  STATIONS 

BUY  ANY  3  STATIONS 

BUY  ANY  2  STATIONS 

SAVE  15% 

SAVE  10% 
SAVE  5% 

KNORR  Broadcasting  CORP. 

A 

nz 
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COST  PER 

THOUSAND 

Lowest 

OF  ALL  DETROIT- AREA  STATIONS 

Figures  on  request 

The  news  is  out  .  .  .  and  it's  proved  by  Pulse!  WKMH 
cost  per  thousand  is  lowest  of  all  Detroit  area  stations 

—  regardless  of  power!  Here  again  is  proof  that 

WKMH  really  gives  listeners  what  they  want  most .  .  . 

gets  advertisers  what  they  want  most!  Put  your  radio 

dollars  where  they  do  the  most— contact  your  local 

Headley-Reed  office  today! 

WKMH 

Dearborn-Detroit 

FRED  A.  KNORR,  Pres. 

JOHN  CARROLL,  Mg.  Director 

Represented  by  Headley-Reed 
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^lONES 

►  WBZ-WBZA  Boston-Springfield  observed  its 
35th  anniversary. 

►  EUGENE  R.  KIRSHENSTEIN,  chief  ac- 
countant for  WGR  Corp.,  Buffalo,  celebrated 

his  20th  anniversary  with  organization. 

►  CBS  Radio's  daytime  serial  Road  of  Life 
(Mon.-Fri.,  1:45-2  p.m.  EDT)  has  begun  its 
20th  year  on  the  air. 

►  KXOK  St.  Louis  has  observed  its  19th  year 
of  broadcast  service. 

►  ORGANIST  E.  Power  Biggs  begins  his  15th 
consecutive  year  on  CBS  Radio  next  Sunday 

morning.  Mr.  Biggs'  program  originates  from WEEI  Boston. 

►  ALLAN  L.  LEWIS,  sales  executive,  WGR 

Buffalo,  N.  Y.,  celebrates  his  twelfth  anniver- 
sary with  the  station  this  month. 

►  The  Old  Dominion  Barn  Dance  has  cele- 
brated its  10th  year  of  broadcasting  on  WRVA 

Richmond. 

►  WFIL-TV  Philadelphia  has  celebrated  its 
ninth  year  of  telecasting. 

►  NBC-TV's  Your  Hit  Parade  marked  its 
seventh  season  with  its  return  to  the  air  Sept. 

8  (Sat.  10:30-11  p.m.  EDT).  The  program 
will  be  sponsored  alternately  by  the  American 
Tobacco  Co.  (Lucky  Strike  cigarettes)  through 
BBDO  and  Warner-Hudnut  Inc.  (Quick  home 
permanent)  through  Kenyon  &  Eckhardt. 

►  TV-MD,  the  medical  series  on  WBAL-TV 
Baltimore  starts  its  sixth  consecutive  year  on 
Sept.  30. 

►  CBS-TV's  Private  Secretary  series  has  begun 
its  fifth  consecutive  year  on  the  air  in  the  Sun- 

day 8-8:30  p.m.  EDT  period.  Series  is  spon- 
sored by  the  American  Tobacco  Co.,  N.  Y., 

through  BBDO,  N.  Y. 

A  DIRECTOR'S  CHAIR  in  the  true  Holly- 
wood style  is  presented  Morris  B.  Sachs 

(I),  department  store  chain  owner,  by 

WGN  Chicago,  to  mark  the  twenty-sec- 
ond anniversary  of  the  Morris  B.  Sachs 

Amateur  Hour  on  the  station.  The  chair, 

which  is  symbolical  of  Mr.  Sachs'  interest 
in  theatrics  and  in  boosting  new  talent 

into  show  business,  is  presented  by  Jay 

Faraghan,  WGN-TV  program  manager. 





KWKH 
SHREVEPORT 

makes  splash  in  TURKEY  CREEK! 

KWKH  inundates  an  80-county  daytime  SAMS  area, 

covering  an  almost  endless  list  of  cities,  farms 

and  settlements  —  including  even  Turkey 

Creek  (La.)! 

We're  "in  the  swim  of  things"  at  home  in  Shreveport, 

too.  The  March,  1956,  Pulse  credits  KWKH 

with  top  rating  in  55%  of  all  daytime  quarter 

hours— IN  100%  OF  ALL  NIGHTTIME 

QUARTER  HOURS! 

Cost-per-thousand  homes  is  46.4%  less  than  the  second 

Shreveport  station.  Get  all  the  facts  from 

The  Branham  Company. 

ARKANSAS 

KWKH 

A  Shreveport  Times  Station 

Nearly  2  million  people  live  within  the  KWKH  day- 
time SAMS  area.  (Area  includes  additional  coun- 
ties in  Texas,  Oklahoma  and  New  Mexico  not shown  in  map). 

SHREVEPORT,  LOUISIANA 
|  TEXAS 

pUMCANSAS 

50,000  Watts  •  CBS  Radio 

The  Branham  Co. 

Representatives 

Henry  Clay 

General  Manager 
Fred  Watkins 

Commercial  Manager 
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ASCAP-BMI  FEUD  FLARES  UP 

IN  CELLER  MONOPOLY  PROBE 

ASCAP  witnesses  say  networks-BMI  dominate  nation's  music 

ABC's  Kintner  first  to  put  chains'  side  before  investigators 

Chairman  Celler  says  he  hopes  networks  'will  see  the  light' 

Going  on  stand  this  week:  Stanton  of  CBS,  Sarnoff  of  NBC 

THE  RAMPAGING  Celler  antitrust  subcom- 
mittee of  the  House,  which  opened  its  mo- 
nopoly hunt  against  the  networks  in  New  York 

Sept.  13,  early  last  week  took  an  excursionary 
flyer  into  the  music  licensing  field.  By  mid- 

week it  was  back  on  the  main  line. 

Subcommittee  members  listened  sympathet- 
ically to  ASCAP  witnesses  who  charged  the  net- 
works were  dominating  the  music  of  the  U.  S. 

through  control  of  BMI.  The  same  members 
came  up  with  blistering  cross-questioning  when 

BMI's  president,  Carl  Haverlin,  sought  to  de- 
fend his  organization  and  its  record. 

The  subcommittee  also  heard  its  first  network 
witness,  Robert  E.  Kintner,  president  of  ABC, 
who  spent  all  of  Thursday  on  the  stand.  He 
was  questioned  closely  about  many  network 
practices,  and  the  subcommittee  requested  and 

was  promised  copies  of  ABC's  private  contracts with  affiliates  as  well  as  information  about 
talent  contracts. 

The  general  temper  of  the  hearing  was  best 
described  in  a  comment  of  its  chairman,  Eman- 

uel Celler  (D-N.  Y.).  He  said  he  hoped  the  net- 

work "would  see  the  light  and  will — well,  I  am 
almost  tempted  to  say  come  to  their  senses" 
before  "there  is  any  kind  of  a  vexatious,  very 
costly  antitrust  suit  filed,  and  it  is  bound  to 

come  to  filing  if  the  situation  does  not  change." 
Rep.  Celler's  remarks  took  on  special  mean- 

ing in  the  light  of  testimony  the  previous  Friday 
by  Assistant  Attorney  General  Victor  Hansen, 
who  gave  a  detailed  description  of  Dept.  of 
Justice  investigations  of  networks  (for  text  of 
his  testimony  see  page  34). 

The  witnesses  last  week: 

Monday — Stanley  Adams,  board  member  and 
former  president  (1953-56)  of  American  Society 
of  Composers.  Authors  and  Publishers;  Jack 
I  awrence,  ASCAP  member;  Carl  Haverlin. 
president.  Broadcast  Music  Inc. 

Tuesday — Mr.  Haverlin;  Billy  Rose,  song- 
writer-producer-columnist; Walter  C.  Bridges, 

president,  WEAU-TV  Eau  Claire,  Wis.;  Vance 
L.  Eckersley,  WGBI-TV  Scranton,  Pa.;  Herman 
Finkelstein,  general  attorney,  ASCAP. 

Wednesday — Allen  B.  DuMont,  board  chair- 
man, Allen  B.  DuMont  Labs  and  DuMont 

Broadcasting  Corp.,  licensee  of  WABD  (TV) 
New  York  and  WTTG  (TV)  Washington;  Abra- 

ham and  Dick  Redmond.  WHP-TV  Harrisburg. 
Pa.;  Louis  J.  Appel  Jr.,  WSBA-TV  York,  Pa.; 
Mr.  Finkelstein;  John  G.  Johnson,  general  man- 

ager, WTOB-TV  Winston-Salem,  N.  C,  and 
chairman,  Uhf  Industry  Coordinating  Commit- 

tee and  Committee  for  Competitive  Television. 
Thursday — Robert  E.  Kintner,  president, 

ABC. 

Mr.  Kintner  was  the  first  of  three  network 
presidents  who  have  been  summoned  to  testify 
before  the  Celler  subcommittee.  In  recess  last 

Friday,  the  hearings  are  to  resume  today  (Mon- 
day), with  Frank  Stanton,  CBS  president,  on 

the  stand  today  and  tomorrow.  He  is  to  be  fol- 
lowed by  Robert  Sarnoff.  president  of  NBC. 

Wednesday  and  Thursday. 

Subcommittee  spokesmen  said  "other  wit- 
nesses'" would  also  be  heard.  It  was  learned 

that  Earl  Gammons,  retired  CBS  vice  president 
and  now  a  Washington  consultant,  and  Ralph 
Hardy,  CBS  vice  president  in  Washington,  had 
been  subpoenaed. 

Here's  how  testimony  developed  last  week: 

Stanley  Adams 

ASCAP  President,  1953-56 

Mr.  Adams  said  ABC,  CBS, 
MBS  and  NBC,  together  with 
other  broadcasters,  operate 
and  maintain  BMI  and  thus 

have  "seriously  impaired"  the 
"freedom  of  music  in  Ameri- 

ca." The  purpose  of  BMI.  he 
said,  is  for  "depressing  the  price  of  music  for 
broadcast."  He  said  CBS  and  NBC  underwrote 
BMI's  original  financing  in  1940. 

The  ASCAP  board  member  and  former  presi- 
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dent  (  1953-56)  quoted  an  article  in  Broadcast- 
ing •  Telecasting,  Nov.  29,  1948,  by  Murray 

Arnold,  then  program  director  of  WIP  Philadel- 
phia, in  which  Mr.  Arnold  urged  broadcasters 

to  increase  gradually  their  use  of  BMI  songs, 
with  a  corresponding  decrease  in  ASCAP  songs. 
He  cited  BMI  literature  proposing  increases  by 

broadcasters  in  BMI  song  "quotas." 
He  said  ASCAP  estimates  songwriters  lost 

more  than  $75  million  "due  to  this  combina- 
tion of  the  broadcasters."  Songwriters,  he 

commented,  may  get  money  quicker  by  being 

affiliated  with  BMI,  but  lose  in  the  long  run 
by  non-affiliation  with  ASCAP. 

"The  networks,"  he  charged,  "have  become 
the  arbiters  of  the  audible  and  the  viceroys  of 

the  visual." 
John  Schulman,  attorney  accompanying  Mr. 

Adams  as  representative  for  Songwriters  of 

America,  said  he  "understood"  information critical  of  BMI  had  been  furnished,  but  did  not 
know  by  whom  or  whether  to  the  FCC  or  the 
Justice  Dept. 

Jack  Lawrence  , 

ASCAP  Songwriter 

Mr.  Lawrence,  also  accompanied  by  Mr, 

Schulman,  said  more  than  1,300  music  pub- 

lishers of  BMI  are  "financed  by  the  networks' 

money." 

He  said  Mitch  Miller,  head  of  CBS  sub- 

sidiary Columbia  Records'  artists  and  repertoire 
section,  had  two  ASCAP  songwriters  rewrite, 

an  unsuccessful  BMI  song,  "Let  Me  Go,: 
Lover,"  under  pseudonyms,  for  featuring  on 
CBS'  Stadia  One.  The  result  was  that  Colum- 

bia sold  a  million  records  of  the  song,  but 
while  the  two  rewriters  got  royalties  from  the 

records  they  got  none  of  the  broadcast  per- 
formance fees,  he  said.  Mr.  Lawrence  said 

songs  he  wrote  were  turned  down  for  record- 
ing by  Columbia  and  RCA  Victor  Records,  al- 

though they  already  had  been  published  as 
Hollywood  scores  or  in  Broadway  musicals. 

In  1952.  he  said,  BMI  attempted  to  lure  away 
a  group  of  prominent  composers  from  ASCAP. 

The  networks.  Mr.  Lawrence  said,  have  gone 

into  "complete  financing"  of  Broadway  shows, 

with  NBC  and  CBS  backing  "Call  Me  Madam" 
and  "My  Fair  Lady"  for  over  $300,000  each, 
respectively,  and  receiving  rights  to  record  the 
original  Broadway  casts,  while  CBS  secured 

rights  to  make  the  first  tv  presentation  of  "My 
Fair  Lady."  Mr.  Lawrence  added  that  CBS  and 
NBC,  through  recording  and  tv  contracts,  con- 

trol "some  of  the  great  performers  of  our 

time." 

Mr.  Lawrence  said  that  when  ASCAP's  con- 
tract with  the  networks  expires  next  year,  "we 

fear  a  repetition  of  the  1941  blackout"  when 
radio  performance  was  denied  to  all  ASCAP 
music,  after  a  contract  dispute. 

Under  questioning,  he  said  it  is  "entirely  pos- 
sible," although  "rather  theoretical,"  that  the 

networks  might  increase  BMI's  list  of  network- 
financed  music  publishers,  who  also  belong  to 

ASCAP.  and  thus  eventually  control  ASCAP's board. 

One  difference  in  a  1957  blackout  and  the 

1940-41  blackout  is  that  BMI  has  built  up  a 

"tremendous  backlog"  of  music  and  "they  no 

longer  have  to  resort"  to  public  domain  music 
such  as  Stephen  Foster's  "My  Old  Kentucky 
Home."  he  continued. 

If  such  a  blackout  occurred,  he  said,  he  be- 
lieves broadcasters  could  keep  ASCAP  off  the 

air  indefinitely.  Asked  whether  he  thought 
ASCAP  writers  might  go  over  to  BMI,  he  said 

"anything  could  happen;  when  people  become 

desperate  they  do  various  things,"  but  as  for 
himself.  "I  would  rather  starve  than  to  go  into 

BMI." 

During,  a  Monday  noon .  news  conference  by 
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CELLER  HEARINGS 

'BEARD/  BMI  BOTCHED  HIS  CAREER— SINATRA 

FRANK  SINATRA  got  into  the  House 
Antitrust  Subcommittee  hearings  last  week 
with  a  telegraphed  charge  that  Mitch  Miller, 

artists  and  repertoire  man  for  CBS-owned 
Columbia  Records,  put  a  crimp  in  his  career 
by  insisting  that  he  record  BMI  songs. 

Since  he's  moved  to  a  recording  com- 
pany "free  of  broadcasting  affiliations"  and 

started  recording  ASCAP  songs  again,  Mr. 
Sinatra  contended  in  a  telegram,  his  career 

has  become  "healthy"  again. 
Mr.  Miller 

promptly  denied 
the  charge  of 
BMI  favoritism. 

While  an  "offi- 
cial" statement 

was  being  pre- 

pared and  ex- 
pected to  be  re- 

leased today,  Mr. 
Miller  was 
quoted  as  saying 
that  although  Mr. 
Sinatra  was  a 

"great  artist,"  his 
statement  was  in- 

accurate, and  that  the  singer  should  look 

at  the  "personal  and  emotional  aspects  of 
his  life"  rather  than  "blame  music"  for  the 
lapse  in  his  career. 

"That's  a  helluva  way  to  run  a  hearing, 
to  accept  telegrams  as  evidence,"  Mr.  Miller 
was  quoted.  "If  they  want  to  examine  the 
record  they  will  find  that  under  my  aegis  at 
Columbia,  Frank  Sinatra  recorded  95%  or 

more  ASCAP  songs  and  5%  or  less  BMI." 

Mr.  Sinatra's  telegram,  read  into  the  hear- 
ing record  by  Chairman  Emanuel  Celler 

(D-N.  Y.),  said  that  while  he  was  under 
contract  to  Columbia  Records,  but  before 

Mr.  Miller's  arrival,  "I  found  myself  en- 
joying a  freedom  of  selection  of  material,  a 

MR.  MILLER 

freedom  which  I  may  modestly  say  resulted 

in  a  modicum  of  success  for  me."  He  con- 
tinued: 

"Suddenly  Mr.  Miller  by  design  or  coin- 
cidence began  to  present  many,  many  in- 

ferior songs  all  curiously  bearing  the  BMI 
label.  I  on  my  own  behalf,  to  protect 
my  career  then  and  for  the  future,  engaged 
Mr.  Miller  in  a  series  of  discussions  con- 

cerning the  merits  of  the  said  material 

against  my  own  choice  which  by  coin- 
cidence in  each 

case  was  from 
the  catalogue  of 
ASCAP. 

".  .  .  The  point 
is  before  Mr. 

Miller's  advent 
on  the  scene  I 
had  a  successful 
recording  career 
which  quickly 

went  into  a  de- 
cline. Rather 

than  continue  a 

frustrating  battle 
I  chose  to  take 

my  talents  elsewhere. 
"It  is  now  a  matter  of  record  that  since 

I  have  associated  myself  with  Capitol  Rec- 
ords, a  company  free  of  broadcasting 

affiliations,  my  career  is  again  financially, 
creatively  and  artistically  healthy. 

"It  is  my  earnest  hope  that  your  investiga- 
tions will  result  in  the  curbing  of  practices 

which  create  restraint  and  take  from  the 
artist  those  creative  freedoms  which  are  so 
necessary  to  his  talent  .  .  .  My  career  as  a 
successful  recording  artist  was  based  on  ma- 

terial from  the  catalogue  of  ASCAP  and  is 
based  on  the  catalogue  of  ASCAP  and  will 
always  be  based  on  the  catalogue  of 

ASCAP." 

MR.  SINATRA 

the  Songwriters  of  America,  a  statement  signed 

by  SOA  "press  representative"  Alex  J.  Adler 
was  presented  to  the  House  committee.  It 

said  SOA  "welcomes"  the  Celler  investigation 
into  pratcices  "which  have  put  an  end  to  open 
competition  in  the  music  fields." 

Another  SOA  statement,  signed  by  Oscar 

Hammerstein  II,  said  there  is  "strong  and 
alarming  evidence"  that  broadcasters  are 
ignoring  their  "grave  responsibilities"  in  de- 

termining "whose  music  shall  be  heard  and  how 
often"  and  are  giving  "unfair  preference  to 
the  broadcast-owned  songs"  at  the  expense  of 
non-BMI  composers  and  authors. 

Carl  Haverlin 
BMI  President 

BMI's  Mr.  Haverlin  said  a 
study  by  Sidney  Wagner,  an 

"independent  contractor,"  in 
1954  showed  that  71.1%  of 
the  songs  on  radio  networks 
were  ASCAP  and  17.6% 
BMI,  with  all  others  11.3%. 

For  tv  networks  ASCAP  had  78.6%,  BMI 
10.4%  and  others  11%,  he  said.  He  said  he 

believes  any  study  will  find  a  3-1,  4-1  or  5-1 
ratio  in  favor  of  ASCAP  music  on  radio-tv 
networks. 

The  charges  brought  by  ASCAP  and  SPA 
in  the  Celler  hearings  are  the  same  as  those  in 

SPA's  private  law  suit  for  $150  million  against 
BMI,  brought  by  33  songwriters,  he  said. 

The  same  charges  have  been  made  repeated- 
ly in  the  last  15  years  and  were  made  by 

ASCAP  to  the  Justice  Dept.  in  1952,  he  said, 
with  Justice  taking  no  action. 

Mr.  Haverlin  said  ASCAP  collects  $22  mil- 
lion revenue  yearly,  with  more  than  $18  mil- 
lion collected  from  broadcasting  in  1955,  while 

BMI  revenue  was  only  about  a  third  of  this. 

He  said  ASCAP  seeks  "to  do  away  with  our 

performance." Under  questioning,  Mr.  Haverlin  said  net- 
works own  somewhat  more  than  18%  of  BMI 

stock,  while  600  stations  own  the  rest.  He 

promised  to  furnish  information  on  the  net- 
work affiliations  of  these  600  stations.  He  said 

even  if  broadcasters  "wanted  to  favor  BMI 
songs  they  could  not.  Music  on  the  air  is 
selected  by  such  artists  as  Milton  Berle,  Count 

Basie,  Eddie  Cantor,"  and  others,  all  ASCAP 
members,  he  said. 
Committee  members  expressed  skepticism 

that  network  officials  who  are  on  the  board  of 
BMI  would  be  impartial  in  the  use  of  BMI 
songs  in  competition  with  ASCAP  songs. 

Mr.  Haverlin  said  networks  and  broadcasters 

do  not  control  "every  hour"  of  music  on  their 
facilities:  that  performers,  sponsors  ("many 
times  the  client's  wife")  and  others  sometimes 
"thwart"  the  program  director's  plans. 
BMI  is  affiliated  with  2,000  active  and  non- 

active  music  publishers,  Mr.  Haverlin  said, 

about  "half  ...  of  the  size  ...  of  our  giant 
and  predominant  competitor."    Although  BMI 
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stock  is  owned  by  broadcasting  companies,  Mr. 

Haverlin  said,  "I  do  not  consider  BMI  to  be  an 
instrument  of  the  broadcasting  industry." 

Mr.  Haverlin  denied  personal  responsibility 
for  BMI  literature  introduced  by  the  subcom- 

mittee as  suggesting  broadcasters  give  prefer- 
ence to  BMI  songs  over  ASCAP  output  and 

other  documents  indicating  that  BMI  identifies 
itself  as  a  servant  to  the  broadcast  industry. 

Posing  the  question  of  whether  "it  is  proper 
to  have  a  member  of  the  Commission  attend 
one  of  these  clinics  held  by  a  private  business 

organization,"  subcommittee  members  asked 
about  attendance  of  FCC  members  at  BMI 
clinics  which  are  held  in  conjunction  with  state 
and  regional  NARTB  meetings. 

Mr.  Haverlin  said  FCC  members  had  at- 
tended meetings  prior  to  1956,  but  he  did  not 

remember  if  any  had  attended  1956  clinics. 
The  committee  introduced  letters  indicating 
FCC  members  had  been  invited  to  1956  clinics 
by  BMI  officials  and  a  subsequent  letter  from 
FCC  Chairman  George  C.  McConnaughey, 

dated  Feb.  1,  1956,  saying  that  all  plans  for  at- 
tendance at  BMI  clinics  by  FCC  members  had 

been  cancelled  because  of  the  pressure  of  FCC work. 

Resuming  testimony  Tuesday,  Mr.  Haverlin 
denied  that  the  networks  have  control  over 
BMI,  though,  as  Chairman  Celler  expressed  it, 
networks  or  their  affiliates  occupy  all  but  two 

places  on  the  14-member  BMI  board.  Mr. 

Haverlin  said  he  had  "rarely,  if  ever,  seen  a 

station  in  fear  and  trembling  of  a  network." 
Rep.  Celler  said  the  subcommittee's  findings 

indicate  otherwise:  that  "these  radio  stations 
r.vc  controlled  in  a  measurable  degree  by  the 

Iorr.1  television  stations,"  so  that  the  radio-tv r:; works  dominate  both. 

Rep.  James  M.  Quigley  (D-Pa.)  said  that  if 

the  WBC-NBC  Philadelphia-Cleveland  "fiasco" 
does  not  illustrate  "fear  and  trepidation  on  the 

part  of  the  stations,  I  do  not  know  what  does." 
At  one  point,  Chairman  Celler  said  to  the 

witness:  ".  .  .  Common  courtesy  would  pre- 
clude my  expressing  my  opinion  as  to  your 

activities,  I  assure  you,  but  I  can  say  this,  and 
all  I  have  to  say  is  your  memory  has  proven 
very  faulty  throughout  these  hearings.  Maybe 

your  memory  is  rather  faulty." Mr.  Haverlin  said  a  Billboard  magazine  poll 

indicating  BMI  songs  on  an  "honor  roll  of  hits" 
had  increased  from  a  ratio  of  63-460  in  1947 

to  a  ratio  of  291-233  in  1952  "in  no  way  proves 
that  we  have  been  successful  in  getting  broad- 

casters to  play  our  tunes,"  because  the  poll 
was  based  not  only  on  disc  jockey  performances 
but  also  juke  box  and  record  sales.  On  the 

contrary,  he  said,  a  four-month  "Peetman 
Survey,"  conducted  by  an  independent  source, 
showed  that  BMI  had  only  20%  of  the  songs 

on  ABC,  CBS,  NBC,  Mutual  and  three  other 
stations. 

This  brought  the  sharp  rejoinder  from  Rep. 

Quigley  that  "you  are  deceiving  yourself  and 
you  are  trying  to  deceive  the  committee  when 
you  refer  only  to  network  broadcasts  and  talk 
about  20%."  If  tunes  are  hits  on  the  juke 
boxes,  in  record  stores  and  music  shops,  then 

"you  are  not  going  to  sit  there  and  tell  me 
that  .  .  .  you  are  not  having  them  played  over 

the  radio  stations.   You  are." 
At  one  point  Rep.  Kenneth  B.  Keating  (R- 

N.  Y.)  observed:  "I  never  encountered  any- 
thing exactly  like  it.  Each  side  claims  that  the 

other  side  does  more  business." 
Asked  whether  he  thought  that  broadcasters, 

using  BMI's  repertory,  could  exclude  ASCAP 
from  the  broadcast  market  entirely,  Mr.  Haver- 

lin said  he  did  not  think  so;  that  it  would  be 
"economic  suicide"  for  one  of  the  600  broad- 

caster-stockholders of  BMI  to  ban  ASCAP 
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music  while  3,400  others  used  it.  There  was 

no  "desire  or  will"  to  cut  off  ASCAP  music 
during  broadcaster  contract  negotiations  with 
ASCAP  a  few  years  ago,  he  said.  Now  also, 
he  said,  the  contract  carries  an  arbitration 
clause  wherein  broadcasters  may  continue  to 
play  ASCAP  music  while  applying  to  the  court 
to  fix  a  rate. 

Rep.  Celler  said  he  was  not  persuaded  by 

Mr.  Haverlin's  answer,  especially  because  of 
"these  callous  words  which  appear  on  page  15 
of  the  brochure  .  .  .  distributed  by  BMI  to  its 

members:  'The  public  selects  its  favorites  from 
the  music  which  it  hears  and  does  not  miss 

what  it  does  not  hear.'  " 

Max  Freund,  Mr.  Haverlin's  counsel,  said 
earlier  testimony  had  indicated  this  statement 
does  not  represent  the  philosophy  of  BMI. 

Mr.  Haverlin  told  the  subcommittee  he  did 
not  think  the  virtual  blackout  of  ASCAP  music 
in  1941  resulted  from  an  agreement  among 

broadcasters,  but  because  each  station  "inde- 
pendently arrived  at  a  point  that  they  could 

not  accept  a  higher  tax." 

Billy  Rose 
ASCAP  Songwriter 

Mr.  Rose,  who  followed  Mr.  Haverlin,  said 
radio-tv  networks  and  independent  stations, 

through  their  "joint  control  of  more  than  a 
thousand  BMI  publishing  firms  and  two  of  the 

top  record  companies,"  are  responsible  for  the 
"low  level  of  our  popular  songs  these  days." 
He  charged  that  BMI  is  responsible  for  "rock 
and  roll  and  other  musical  monstrosities  which 

are  muddying  up  the  airwaves." 
Not  only  are  most  of  the  BMI  songs  "junk," 

Mr.  Rose  said,  but  in  "many  cases  they  are 
obscene  junk  pretty  much  on  a  level  with  dirty 

comic  magazines."  He  continued: 
"It  is  the  current  climate  on  radio  and  tv 

which  makes  Elvis  Presley  and  his  animal 

posturings  possible." 
Describing  his  visit  to  five  communist  coun- 

tries during  the  summer,  Mr.  Rose  said  almost 
everywhere  he  heard  American  music  by  such 
composers  as  Gershwin,  Berlin,  Kern,  Rodgers 

Continued  on  page  56 

FIFTEEN  AGENCIES  BUY  BULK  OF  TV  TIME 

FIFTEEN  advertising  agencies  buy  almost 
three-fifths  of  all  network  television  time  and 
their  total  tv  billings  represent  nearly  half  of 
all  the  monies  spent  in  television  (see  adjacent 
tables). 

This  was  the  meat  of  a  special  study  made 

by  the  staff  of  the  House  Antitrust  Subcommit- 
tee and  introduced  last  Thursday  into  the  record 

of  the  subcommittee's  hearings  on  alleged 
monopoly  in  the  television  industry. 

".  .  .  The  critical  importance  with  which 
desirable  television  time  is  regarded  by  leading 
business  concerns  for  the  successful  promotion 
of  their  products  is  one  of  the  remarkable 

phenomena  of  recent  times,"  the  analysis  said. 
"With  the  continuing  shortage  of  adequate 
television  outlets  in  the  important  markets  of 

the  country,  it  is  reported  that  'advertisers  are 
still  standing  in  line  to  get  into  tv.'  It  was 
against  this  background  that  a  staff  study  was 
undertaken  to  determine  the  position  of  the 

leading  advertising  agencies  in  network  televi- 

sion broadcasting." 
For  its  study,  the  staff  took  the  top  15  agen- 

cies in  tv  billings  from  B»T's  1955  list  of  lead- 
ing radio-tv  agencies  [B»T,  Dec.  12,  1955]  and 

gave  them  a  questionnaire  on  which  to  report 
— for  each  day  in  four  sample  weeks  of  1955- 
56 — the  name  of  each  client  for  whom  they 
bought  network  tv  time,  the  time  period  in- 

volved, the  name  of  the  network  and  the  scope 
of  network  coverage.  The  sample  weeks  were 
July  11-17  and  Oct.  3-9,  1955,  and  Jan.  9-15 
and  Feb.  13-19,  1956.  In  addition,  the  agencies 
were  asked  for  the  total  amount  of  Class  A. 
Class  B,  and  Class  C  time  they  purchased  on 
each  network,  and  the  gross  billings  involved, 
during  January  1956.  Crosschecks  were  made 
with  the  three  tv  networks. 

In  terms  of  Class  A  time,  the  study  found 
that  10  of  the  top  15  agencies  accounted  for 
about  half  of  all  sponsored  network  Class  A 
periods,  and  that  four  of  these  agencies  handled 
about  30%  (see  table  in  box  for  complete  list- 

ing, by  agencies  and  by  class  of  time). 
As  between  networks,  the  top  15  had  73.3% 

of  all  Class  A  time  available  on  CBS-TV: 
59.3%  on  NBC-TV,  and  35.2%  on  ABC-TV. 
In  Class  B  time,  only  two  of  the  top  15  agencies 
were  involved  at  CBS-TV:  Dancer-Fitzgerald- 
Sample  accounted  for  20.7%  and  William  Esty 
Co.  for  11%;  at  NBC-TV  five  of  the  top  15 
were  involved,  representing  51.9%  of  available 

Class  B  time;  at  ABC-TV  D-F-S  accounted  for 
all  of  the  Class  B  time. 

In  Class  C  periods,  the  top  15  handled 
78.3%  of  the  available  hours  at  CBS-TV; 
37.7%  at  NBC-TV,  and  29.2%  at  ABC-TV 
(only  five  of  the  top  15  bought  Class  C  time  on 
ABC-TV). 

The  analysis,  which  was  presented  by  com- 
mittee assistant  counsel,  Leonard  Appel,  also 

showed  that  the  total  tv  billings  of  the  top  15 
advertisers  came  to  $488.8  million  in  1955, 
while  their  network  billings  for  January  of  this 
year  amounted  to  more  than  $21  million  or 

54.58%  "of  the  television  network  billings  of 
all  advertising  agencies  in  the  nation  for  that 

month." 

When  Mr.  Appel,  in  presenting  the  study, 

pointed  out  that  there  were  some  3,300  "other" 
agencies,  and  employed  the  term  "others"  in 
his  tables,  Rep.  Kenneth  Keating  (R-N.  Y.)  ob- 

served that  the  figure  would  be  more  significant 
if  it  were  known  how  many  of  these  agencies 
actually  competed  for  time  on  the  networks. 

The  study  concluded:  ".  .  .  It  may  be  useful 
to  bear  in  mind  the  role  that  the  advertising 
agency  has  assumed  in  the  modern  business 
structure.  Advertising  agencies  are  no  longer 

merely  creators  of  copy.  Their  television  de- 
partments may  include  experienced  producers 

and  directors  of  shows.  Extensive  research  and 

public  relations  are  often  included  in  their 
services.  Beyond  that,  the  agency  may  assist  a 

client  in  selecting  key  personnel  such  as  adver- 

tising marketing  manager,  designing  the  prod- 
uct, planning  sales  strategy,  and  in  other  cases 

that  are  far  removed  from  the  conventional 

scope  of  the  advertising  agency  as  it  functioned 

a  few  decades  ago." 
The  tabulation  (at  right)  is  based  upon  a 

study  of  sponsored  television  programs  on  CBS, 

NBC  and  ABC  for  the  weeks  of  July  11-17, 

1955;  Oct.  3-9,  1955;  Jan.  9-15,  1956;  and  Feb. 
13-19,  1956.  The  four  sample  weeks  consisted 
of  584.6  hours  of  sponsored  television  time  in- 

cluding 283.3  hours  of  Class  A  time;  34.0  hours 
of  Class  B  time;  and  267.3  hours  of  Class  C 
time.  The  columns  indicating  the  percentage  of 
time  procured  by  each  agency  fail  to  total  100% 
because  the  figures  have  been  rounded  off  for 
the  individual  agencies. 

This  chart  shows  the  concentration  of  tv 

time  on  all  networks  placed  by  advertis- 
ing agencies  in  the  categories  indicated. 

CLASS  A  TIME 

1. 

J.  W.  Thompson  
9.88% 

2. Young  &  Rubicam  8.56 
3. Batten,  Barton, 

DURSTINE  &  OSBORN  5.82 

4. 

McCann-Erickson  5.46 
5. Benton  &  Bowles  

3.88 

6. 

Kenyon  &  Eckhardt  
3.77 

7. 

William  Esty  3.62 
8. Sullivan,  Stauffer, 

COLWELL  &  BAYLES  
2.94 

9. 

Lennen  &  Newell  2.77 

10. 

Blow   
2.75 11. Ted  Bates   
2.34 12. Dancer-Fitzgerald-Sample 2.17 

13. Leo  Burnett   
2.08 

14. 

Compton   1.66 

15. 
Foote,  Cone  and  Belding 0.94 
TOTAL   58.64 

16. All  others  41.35 
TOTAL   99.99 

CLASS  B  TIME 

I. Dancer-Fitzgerald-Sample 13.61% 

2. Ted  Bates   8.82 
3. McCann-Erickson  8.58 
4. Kenyon-Eckhardt   7.93 
5. Young  &  Rubicam  

6.96 
6. William  Esty  

2.94 7. Sullivan,  Stauffer, 
COLWELL  &  BAYLES  1.47 
TOTAL   50.31 

8. All  others   
49.69 

TOTAL   100.00 

CLASS  C  TIME 

1.  Benton  &  Bowles 
2.  William  Esty   
3.  Leo  Burnett  . 
4.  Biow   
5.  Young  and  Rubicam  
6.  Dancer-Fitzgerald-Sample 
7.  J.  W.  Thompson  
8.  Batten,  Barton, 

durstine  &  osborn 
9.  COMPTON  

10.  McCann-Erickson  
11.  Foote,  Cone  &  Belding 
12.  Lennen  &  Newell  
13.  Ted  Bates   
14.  Sullivan,  Stauffer, 

colwell  &  bayles  . 
15.  Kenyon  &  Eckhardt  
TOTAL   

16.  All  others   
TOTAL   

CLASS  A,  B  AND  C  TIME 

12.87% 

8.70 
7.70 7.57 

4.68 
3.20 
2.98 

2.66 

2.34 
1.63 
1.12 
0.97 
0.89 
0.44 

0.40 
58.15 41.86 

100.01 

1. Benton  &  Bowles  

7.77% 

2. Young  &  Rubicam  
6.69 

3. J.  W.  Thompson  ...... 6.15 

4. 

William  Esty  5.90 

5. Biow   
4.79 

6. Leo  Burnett  
4.53 

7. 

Batten,  Barton, 
DURSTINE  &  OSBORN  

4.04 

8. McCann-Erickson   
3.89 

9. Dancer-Fitzgerald-Sample 
3.31 

10. 
Kenyon  &  Eckhardt  2.47 

11. Ted  Bates   
2.06 

12. Compton   1.87 
13. Lennen  &  Newell 

1.79 

14. Sullivan,  Stauffer, 
COLWELL  &  BAYLES  

1.71 

15. Foote,  Cone  &  Belding 
0.97 

TOTAL   
57.94 

16. 
All  others 

42.07 

TOTAL 100.01 
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WHY  JUSTICE  DEPT. 

IS  PROBING  NETWORKS 

AT  THE  BEHEST  of  the  Celler  subcommittee,  antitrust  chief  Vic- 

tor Hansen  on  Sept.  14  testified  about  his  division's  activities  in 
investigating  complaints  that  the  tv  networks  engage  in  monopolis- 

tic practices  [At  Deadline,  Sept.  17].  B*T  considers  that  testi- 
mony, and  the  questions  which  prompted  it,  particularly  significant 

and  revealing.  It  follows  below,  reprinted  virtually  intact  from 
the  hearing  record. 

Mr.  Hansen:  .  ■  .  broadly,  the  Commission  is  obliged  by  statute 

to  "generally  encourage  the  larger  and  more  effective  use  of  radio 

in  the  public  interest."  Applying  this  "public  interest"  standard,  as 
the  Supreme  Court  put  it  in  FCC  v.  RCA,  "There  can  be  no  doubt 

competition  is  a  relevant  factor  in  weighing  public  interest."  With 
this  in  mind,  FCC  Chairman  McConnaughey  testified  before  this 

subcommittee  that  the  Commission  "has  the  obligation  to  maintain 

a  system  of  broadcast  compatible  with  the  antitrust  laws." 
Underscoring  the  importance  of  competition,  Congress  did  not 

see  fit,  for  example,  to  grant  the  FCC  power  to  give  a  broadcasting 
licensee  any  antitrust  immunity.  To  the  contrary,  Congress  directed 
the  Commission  to  refuse  a  license  to  anyone  whose  license  has  been 

revoked  by  any  court  judgment  in  an  antitrust  proceeding.  And, 
even  more  important,  the  Communications  Act  itself  specifies: 

"All  laws  of  the  United  States  relating  to  unlawful  restraints  and 
monopolies  and  to  combinations,  contracts,  or  agreements  in  re- 

straint of  trade  are  hereby  declared  to  be  applicable  to  .  .  .  inter- 

state and  foreign  radio  communications." 
Chairman  Celler:  I  might  say  at  this  time  that  that  provision  is  in- 

deed more  honored  in  the  breach  than  in  the  observance. 

Mr.  Hansen:  In  light  of  this  provision,  the  FCC  chairman  has 
agreed  that  even  FCC  approval  of  a  specific  exchange  of  stations 

does  not  render  "antitrust  prosecution  by  the  Dept.  of  Justice  im- 

possible." 
As  you  know,  however,  entry  into  the  broadcasting  business  re- 

quires a  license  from  the  Commission.  In  addition  to  controlling 
entry,  the  Commission  has  authority  to  and  does  regulate  many 
broadcasting  activities.  Consequently,  if  a  licensee  has  shaped  his 

action  to  conform  with  rules  of  the  Commission,  the  Second  Cir- 

cuit at  least,  in  a  private  antitrust  suit,  has  deemed  "it  improper  to 
grant  a  preliminary  injunction  .  .  .  where  the  FCC,  after  protracted 
hearings  .  .  .  has  specifically  sanctioned  many  of  the  important 

terms  of  the  contracts"  there  challenged.  From  this  it  follows  that 
this  department,  shaping  its  antitrust  proceedings,  may  do  well  to 

consider  the  scope  and  content  of  Commission  control  over  con- 
duct against  which  we  proceed. 

Against  this  background,  I  turn,  second,  to  details  of  our  pend- 
ing investigations.  Initially,  I  treat  our  grand  jury  inquiry  into 

NBC's  acquisition  of  Westinghouse's  Philadelphia  television  and 
radio  stations.  More  broadly  relevant  are  pending  investigations 

of  network  tie-ins  and  talent  control.  Next,  I  analyze  questions 

posed  by  the  networks'  "must-buy"  and  "option-time"  policies. 
Finally,  underpinning  all  these  inquiries  is  the  basic  issue  whether, 

in  today's  market  context,  the  networks'  dual  role — program  produc- 
tion and  distribution  coupled  with  station  control — so  threatens 

television  competition  as  to  warrant  divesture. 

First,  NBC-Westinghouse.  At  a  conference  Aug.  12,  1955,  three 
Commission  staff  members  advised  the  antitrust  division  that  NBC 

and  WBC  had  sought  Commission  approval  of  NBC's  swap  of  its 
Cleveland  broadcasting  facilities  for  the  WBC-Philadelphia  tele- 

vision and  radio  stations.  We  were  also  advised  that  WBC's  appli- 
cation indicated  Westinghouse  had  agreed  to  this  transfer  on  pain 

of  loss  of  its  NBC  network  affiliation.  And,  we  were  told,  an  FCC 

staff  investigation  would  be  launched. 

Shortly  after  this  August  meeting,  the  division  and  the  FCC  each 

designated  a  staff  member  to  serve  as  liasion  for  all  matters  relating 

to  both  agencies'  responsibilities.  As  part  of  this  plan,  the  latter 
part  of  September,  the  division's  liaison  man  examined  on  an  in- 

formal basis  the  FCC  staff  report  of  inquiry.  Similarly,  documents 

obtained  during  the  FCC  inquiry  were  scanned  late  in  October. 
We  requested  copies  of  certain  of  these  documents  at  the  time  of 
their  examination.  They  were  delivered  to  the  division  by  the  FCC 
Nov.  28,  1955. 

Less  than  one  month  later,  on  Dec.  21,  1955,  I  understand  the 
Commission  voted  to  approve  the  exchange. 

Chairman  Celler:  I  understand  also  the  Commission  voted  to  ap- 
prove that  exchange  without  a  hearing. 

Mr.  Hansen:  I  understand  that  is  true.  This  approval  was  neither 

communicated  to  us  nor  announced  publicly,  however,  until  De- 
cember 28,  1955. 

Mr.  Maletz:  Judge  Hansen,  I  note  you  state  that  the  antitrust  divi- 
sion requested  copies  of  FCC  documents  late  in  October,  1955, 

yet  they  were  not  delivered  by  the  FCC  until  Nov.  28,  1955. 
Would  you  say  on  the  basis  of  what  you  now  know  that  this  delay 
of  approximately  a  month  in  delivering  copies  of  the  documents 

requested,  was  unusual? 
Mr.  Hansen:  I  have  not  had  sufficient  experience  to  say  that  it 
is  unusual.  I  can  say  that  the  delay  obviously  did  not  help  us,  but 
it  did  not  prevent  us  from  carrying  along  our  other  investigations. 

Chairman  Celler:  May  I  ask  Mr.  Kramer  and  Mr.  Bicks,  would 
either  of  you  say  that  is  unusual? 

Mr.  Bicks:  Mr.  Kramer  has  been  working  regularly  with  the  FCC. 

Would  you  say  that  was  unusual? 
Mr.  Kramer:  No.  I  would  not,  sir. 

Mr.  Maletz:  Judge  Hansen,  on  the  basis  of  your  review  of  this 
matter,  did  this  delay  by  the  FCC  hamper  the  antitrust  division  in 
arriving  at  a  decision  which  it  subsequently  did  arrive  at  to  conduct 

a  preliminary  investigation  of  the  proposed  transaction? 

Mr.  Hansen:  We  had  started  it  and  I  do  not  think  it  materially  did. 

You  will  note,  following  in  my  statement  here,  we  did  take  some 
action  before  it  was  made  public. 

Mr.  Maletz:  Now  in  your  judgment,  should  the  Commission  have 
notified  the  antitrust  division  on  Dec.  21,  1955,  that  it  had  voted  to 

approve  this  swap  deal? 

Mr.  Hansen:  I  would  say  we  would  have  expected  it. 

Mr.  Maletz:  But  you  were  actually  not  notified? 

Mr.  Hansen:  I  was  not  there.    I  do  not  know.    There  might  have 
been  some  telephone  communication  or  unofficial  notification,  but 
my  records  have  not  disclosed  that  we  were  notified. 

Mr.  Maletz:  In  view  of  the  liaison  between  the  Dept.  of  Justice  and 

the  FCC,  do  you  believe  that  the  Commission  should  have  under- 
taken to  obtain  the  views  of  the  Dept.  of  Justice  concerning  the 

antitrust  implications  of  this  proposed  deal  before  voting  to  approve the  swap? 

Mr.  Hansen:  Well,  I  do  not  know  whether  or  not  there  was  any 

exchange  of  ideas.  It  quite  frequently  has  happened  that  a  tele- 
phone call  exists  between  both  divisions,  but  I  would  say  that  there 

ought  to  be,  certainly  in  this  kind  of  a  case,  close  liaison,  the  fur- 
nishing of  information  from  both  sides  where  action  is  taken  by 

either. 

Mr.  Maletz:  Well,  obviously  there  was  not  that  kind  of  liaison,  is 
that  right? 

Mr.  Hansen:  Well,  1  must  admit  that  from  looking  at  the  record 
alone  I  think  probably  it  did  not  work  as  effectively  as  it  should  have. 

Mr.  Rodino:  Judge  Hansen,  on  Dec.  27,  on  receipt  of  the  data  which 
was  delivered  to  Chairman  McConnaughey  and  the  FCC,  was  there 
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any  attempt  by  the  Commission  to  contact  the  Justice  Dept.  to  learn 
what  its  views  might  be  on  that? 

Mr.  Hansen:  My  understanding  is  it  was  not  delivered  to  any  in- 
dividual commissioner  personally,  but  was  delivered  there  to  the 

person  in  charge.  I  would  rather  believe  probably  that  they  did 
not  receive  the  information  until  after  their  approval. 

Mr.  Rodino:  Was  there  any  attempt  made  thereafter  to  contact  the 

Dept.  of  Justice  in  the  event  there  might  have  been  some  probable- 

Mr.  Hansen:  My  understanding  is  there  was  not  .  .  . 

Following  up  from  the  effective  date  of  Dec.  28,  1955,  and  in 

the  interim,  on  the  morning  of  Dec.  27,  1955,  a  letter  from  my 
predecessor  in  office,  Judge  Barnes,  to  Chairman  McConnaughey 
was  delivered  to  the  Commission.  That  letter  advised  the  Commis- 

sion that  this  division  had  begun  a  preliminary  investigation  into 
whether  this  exchange  transgressed  the  antitrust  laws.  Moreover, 
our  letter  promised  an  early  decision. 

By  June  of  this  year,  that  investigation  had  progressed  to  a  Fed- 
eral grand  jury  in  Philadelphia.  Among  witnesses  subpoenaed  were: 

Joseph  E.  Baudino,  vice  president,  Westinghouse  Broadcasting  Co.; 
Chris  J.  Witting,  vice  president,  Consumer  Products  Division,  West- 

inghouse Electric  Corp.;  John  W.  Steen,  counsel,  WBC;  E.  V.  Hug- 
gins,  vice  president,  WEC,  and  chairman  of  the  board,  WBC;  Joseph 
E.  Heffernan,  financial  vice  president,  NBC;  Charles  R.  Denny, 
vice  president  in  charge  of  Owned  Stations  Division,  NBC;  Robert 
W.  Sarnoff,  president,  NBC;  David  Sarnoff,  chairman  of  the  board, 
RCA. 

In  addition,  NBC  and  its  parent  RCA,  WBC  and  its  parent  WEC. 
the  Columbia  Broadcasting  System  and  others,  have  pursuant  to 
grand  jury  subpoenas  produced  documents  from  their  files.  More 
of  these  may  still  be  forthcoming. 

Mr.  Maletz:  You  state  that  CBS  has  pursuant  to  a  grand  jury  sub- 
poena produced  documents  from  its  files.   Is  this  the  same  grand 

jury  investigating  the  NBC- Westinghouse  exchange? 
Mr.  Hansen:  Yes. 

Mr.  Maletz:  Would  you  say  then  that  the  Philadelphia  grand  jury 

is  not  limiting  itself  to  the  NBC-WBC  transaction? 
Mr.  Hansen:  I  do  not  think  I  can  properly  comment  on  that.  .  .  . 

Examination  of  this  evidence  is  now  well  underway.  Decision 
whether  action  is  warranted  will  be  forthcoming,  I  hope,  before 

this  year's  end.  Detailed  comment  upon  any  possible  action  I  deem 
at  this  time  unseemly.  However,  this  much  can  be  said  now.  First, 

the  exchange  itself  has  accelerated  the  liaison  between  the  anti- 
trust division  and  the  FCC. 

Mr.  Maletz:  In  what  way? 

Mr.  Hansen:  By  two  things.  I  think  the  fact  of  the  possible 
breakdown  in  it  has  made  both  agencies  more  conscious  of  it  and 
as  a  result  of  that  we  have  almost  weekly  contacts  between  the 
agencies  reviewing  matters  under  mutual  consideration. 

Mr.  Maletz:  Now,  I  would  like  to  ask  you  about  the  liaison  be- 
tween the  Dept.  of  Justice  and  the  Network  Study  Group  of  the 

FCC.  First,  I  would  like  to  point  out  that  Judge  Barnes  testified 
before  a  Senate  committee  Feb.  28,  1956,  that  up  to  that  date  the 

Network  Study  Group  had  not  asked  him,  Judge  Barnes,  to  com- 
ment on  the  Chain  Broadcast  Regulations,  or  his  opinion  of  how 

they  affected  the  Department's  enforcement  of  the  antitrust  laws. 
Since  that  date  has  the  Network  Study  Group  consulted  with  the 
antitrust  division  on  any  possible  future  revisions  of  the  Chain 
Broadcast  Regulations? 

Mr.  Hansen:  Mr.  Kramer  tells  me  there  has  been  active  communica- 
tion between  the  two. 

Mr.  Maletz:  Would  you  care  to  particularize  on  the  working  rela- 
tionship between  the  Network  Study  Group  of  the  FCC  and  the 

antitrust  division? 

Mr.  Hansen:  I  am  informed  by  Mr.  Kramer  that  they  have  not 

asked  for  specific  recom-  (Continued  on  page  112) 

THESE  ARE  THE  JUSTICE  DEPT.  TRUST  BUSTERS 

MR.  HANSEN 

VICTOR  R.  HANSEN  was  born  in  Min- 
neapolis in  1904,  received  his  LL.B.  deg- 

ree from  the  U.  of  Southern  California 

in  1928  after  attending  the  U.  of  Cali- 
fornia, and  immediately  began  practice 

in  Los  Angeles.  He  was  a  partner  in  the 

Los  Angeles  law  firm  of  Hansen  &  Swee- 
ney. In  1951  Mr.  Hansen  was  appointed 

a  judge  of  the  Superior  Court,  Los  An- 
geles, and  on  July  13  of  this  year  was 

named  Asst.  Attorney  General  in  charge 

of  the  Dept.  of  Justice's  antitrust  divi- 
sion.  He  succeeded  Stanlev  N.  Barnes, 

MR.  BICKS 

who  was  elevated  to  the  U.  S.  Circuit 

Court. 

A  brigadier  general  of  the  California 
National  Guard  since  1944,  Mr.  Hansen 

was  Adjutant  General  for  the  State  of 
California  1944-46.  He  is  a  member  of 
the  Reserve  Officers  Assn.,  Los  Angeles 
and  California  Bar  Assns.,  Phi  Delta 

Theta,  Phi  Delta  Phi,  a  32nd  degree 
Mason  and  Shriner. 

ROBERT  ALAN  BICKS  was  born  in  New 

York  City  in  1927,  attended  Yale  Col- 
lege and  received  his  law  degree  from 

Yale  Law  School  in  1952  after  service 

in  the  Navy  during  World  War  II.  After 
serving  as  law  clerk  to  Judge  Stanley 
Fuld,  New  York  Court  of  Appeals,  he 
was  legislative  assistant  to  Sen.  Irving 

Ives  (R-N.  Y.)".  In  1953.  soon  after  or- 
ganization of  the  Attorney  General's 

Committee  to  Study  the  Antitrust  Laws, 

Mr.  Bicks  was  selected  as  executive  sec- 

MR.  KRAMER 

retary.  In  1955,  Mr.  Bicks  was  named 

legal  assistant  to  the  Asst.  Attorney  Gen- 
eral in  charge  of  the  antitrust  division 

of  the  Dept.  of  Justice.  He  is  the  son  of 

Alexander  Bicks,  U.  S.  Judge  for  the 
Southern  District  of  New  York. 

VICTOR  H.  KRAMER  was  born  in  Cin- 
cinnati, Ohio,  in  1913,  and  received  his 

LL.B.  from  Yale  Law  School  in  1938, 

after  attending  Harvard  College  and  the 

Choate  School.  He  joined  the  antitrust 

division  of  the  Dept.  of  Justice  in  1938 

and  in  1951  was  named  chief  of  the  gen- 

eral litigation  section  of  the  antitrust  divi- 
sion. He  has  participated  in  such  notable 

antitrust  cases  as  the  Lorain  (Ohio)  Jour- 

nal case,  the  New  Orleans  Times-Picay- 
une case,  the  ANPA  case,  and  the  Mor- 

gan-Stanley investment  banking  case.  He 
served  in  the  Navy  during  World  War  II. 
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ADVERTISERS  &  AGENCIES 

PITFALLS  AND  POSSIBILITIES 

IN  SELLING  THE  TIMEBUYER 

BROADCASTERS  at  the  NARTB  regional  meeting  in  Min- 
neapolis (story,  page  90)  were  given  a  peek  into  the  things  that 

timebuyers  in  a  large  agency  office  think  about.  Philip  Archer, 

chief  timebuyer  of  Campbell-Mithun,  major  Minneapolis 
agency,  told  the  Tuesday  luncheon  meeting  what  agencies 

like,  what  they  want,  and  what  they  don't  get  from  all  sta- 
tions. Here  are  excerpts  from  his  address. 

TOO  MANY  time  salesmen  feel  that  once  the  sale  is  made, 

their  job  is  done.  They  feel  their  responsibility  ceases  once 

they  see  the  color  of  the  agency's  ink  on  a  contract.  Of  course, 
at  this  same  point  the  agency's  job  has  only  started.  It  is 
from  this  point  on  that  the  agency  must  go  to  work  to  see 
to  it  that  the  program  or  campaign  pays  out  for  the  client 
in  terms  of  the  sale  of  merchandise. 

Many  salesmen  or  station  representatives  make  it  a  point 
to  work  closely  with  the  agency  during  the  life  of  a  program, 
offering  suggestions  on  format,  talent  handling,  promotion 
and  even  commercials.  And  it  is  this  type  of  station  selling 
that  shows  the  greatest  returns  in  time  sales  over  the  long 

haul,  in  contrast  to  the  one-shot  selling  job  where  the  main 
objective  is  to  make  the  sale,  then  hope  the  program  some- 

how pays  out.  In  dealing  with  several  hundred  stations  every 
year  on  spot  buys  alone,  this  is  one  of  our  greatest  problems. 

Here  are  some  typical  approaches  that  we  get  from  time 

peddlers.  First,  we  have  "Johnny  I've  Got  to  Get  an  Order 
Today."  He  opens  his  presentation  like  this: 

"How  about  some  business  today?  Haven't  you  got  some- 
thing you  can  throw  my  way?  I  sure  could  use  a  couple  of 

orders.  I  don't  believe  you've  given  me  the  nod  in  over  six 
months."  This  type  of  salesman  doesn't  even  have  the  good 
judgment  or  courtesy  to  suggest  some  worthwhile  or  attrac- 

tive availability. 

Next  we  have  "Eager-Beaver  Bill"  who's  just  about  the 
busiest  man  in  town  and  who  uses  all  kinds  of  tricks  of  the 

trade  to  get  his  orders.  He  figures  the  best  approach  is  to  sell 
the  client  first.  He  opens  his  sales  pitch  something  like  this: 

"I  talked  to  your  client,  Joe  Blow,  yesterday  .  .  ." 
In  90%  of  the  cases  this  all  turns  out  to  be  a  false  alarm. 

A  telephone  call  to  the  client  usually  reveals  he  did  not  say 
that  he  was  interested  in  the  show  .  .  .  and  many  times  the 

client  will  add,  "I  told  him  to  call  you  to  get  him  off  my 
neck."  What  the  eager-beaver  forgets  is  that  the  client  is  an 
expert  on  the  manufacture  and  sale  of  his  merchandise,  but 

that  he  hires  an  advertising  agency  to  select  his  program, 
stations  and  other  advertising  media. 

One  more  abuse  in  the  selling  of  time,  one  that  is  the 
most  common  of  all!  It  is  prevalent  in  the  selling  of  spot 
announcements,  but  to  some  extent  it  also  appears  in  the 

sale  of  program  time.  Let's  say  the  agency  has  an  order  to 
buy  a  spot  schedule  in  market  X.  It  is  decided  that  station 
Y  will  best  serve  the  requirements  of  the  campaign.  When  the 
availabilities  are  brought  in,  we  find  they  are  mediocre  as  to 
adjacencies  and  ratings.  In  order  to  prevent  the  business 

from  going  to  another  station,  the  salesman  will  say,  "Look, 
you  take  the  best  ones  from  this  list  of  availabilities.  We'll 
have  some  darn  good  ones  opening  up  in  the  next  few  weeks, 

and  I'll  give  you  first  crack  at  any  hot  ones  so  that  you  can 
improve  your  schedule.  Buy  your  schedule  now,  and  we'll 
take  care  of  you  when  the  good  ones  open  up." 

Either  memories  are  short  or  intentions  are  forgotten 
easily.  The  cases  are  rare,  indeed,  when  we  can  improve 
our  schedule  without  prodding  the  station  into  it.  In 
95%  of  the  cases,  the  promise  is  forgotten  completely  unless 
the  agency  reminds  the  station  about  it. 

All  of  these  abuses  are  understandable  to  some  degree,  but 

Page  36    •     September  24,  1956 

they  certainly  are  curable,  too.   It  is  so  refreshing  to  have  || 
an  experience  such  as  I  had  the  other  day  when  a  station  || 
representative  was  asked  to  get  us  a  program  availability  on  || 
one  of  his  stations.  A  few  hours  later  he  came  back  with  the 

availability  .  .  .  gave  me  the  facts  .  .  .  and  then  added  "and  j| 
I  think  it  stinks."  He  was  right,  too  .  .  .  and  I  have  a  lot  |j 
more  respect  for  this  fellow  now  than  I  have  for  many 
salesmen.  || 

What  does  an  agency  expect  from  the  salesman?  First  of  || 
all,  and  most  obvious,  is  honesty.  Attempts  to  camouflage  |j 
the  facts,  or  to  tell  only  half  the  story,  are  soon  discovered,  || 

which  only  takes  up  our  time.  Then  the  agency  believes  noth-  || 

ing  the  station  tells  it.  The  second  is  a  development  of  "crea-  || 
tive  selling."  Few  salesmen  really  understand  the  idea  when  || 
they  get  in  an  agency's  office.  Instead  of  trying  to  sell  just  || 
anything  you  think  someone  might  buy,  salesmen  should 

have  a  well-conceived,  well-thought-out  plan  that  will  fit  a  l| 

particular  client's  needs.  And  why  not  bring  the  facts — all  || 
of  them — along  on  the  first  call.  Too  often  the  time  sales-  |§ 
man  operates  like  a  plumber.  He  has  to  run  back  to  his  §1 
office  to  get  his  selling  tools. 

What  does  the  individual  station  have  to  do  to  convince  || 

the  timebuyer  that  his  facilities  are  best  suited  to  the  par-  || 

ticular  client  problem  at  hand?   First,  it  must  be  under-  i| 
stood  that  the  needs  and  problems  of  spot  advertisers  are  !|j 
extremely  varied.  §| 

The  days  of  pride  of  sponsorship  are  pretty  well  over.  || 
The  agency  wants  to  use  your  station  most  of  the  time  only  |; 

if  it  can  be  demonstrated  you  can  deliver  the  greatest  number  || 
of  advertising  messages  per  dollar  spent  to  the  right  people.  i| 

In  determining  the  most  economical  and  productive  ex-  || 
penditure  of  the  advertising  dollar,  most  agencies  primarily  if 
study  the  following  characteristics  of  a  station:  || 

■     .    -  ' •  Physical  coverage,  and  reliable  data  are  needed  in  match-  H 
ing  coverage  with  distribution.  §§ 

•  Composition  of  the  audience  and  share  of  audience  dur-  ff 
ing  the  day,  at  time  quoted  as  available;  on  these,  factor  cost-  || 
per- 1,000  is  figured.  || 

•  Indications  of  listenership  (surveys).  || 

•  Program  and  production  quality;  skill  and  regularity  in 
delivering  good  programming  and  production  means  sales  for  || 
the  advertiser's  product.  §| 

The  best  time  slot  on  the  most  powerful  station  is  worth  || 
nothing  if  production  and  talent  quality  fall  short.  Does  the  ff 

announcer  think  about  what  he's  saying  or  does  he  just  read  if 
some  words?  §| 

Has  he  seen,  tasted,  smelled  or  worn  the  product?  The  sta-  || 
tion  can  pay  a  big  salary  to  the  announcer  who  puts  out  the  || 

most  beautiful  pear-shaped  tones  you  ever  heard.  But  if  it  || 

doesn't  sell,  what  good  is  it?  I'd  rather  have  the  worst  gravel-  || 
voiced  guy  on  the  staff  if  he  knows  his  product  and  can 
sell  it. 

Radio  and  television  have  sold  billions  of  dollars  worth  of  §| 
merchandise  in  their  short  history,  will  sell  billions  more  in  H 

the  future.   My  only  plea  is:  Let's  make  them  even  better  §1 
than  they  are.  Let's  get  production  people  and  talent  to  be  sell-  II 
ing  conscious  and  product  conscious. 

There  is  often  little  that  a  station  can  do  to  influence  the  ff 

selection  of  markets  on  a  given  schedule.  That  must  be  de-  || 
termined  by  the  advertiser  and  the  agency.  But  frequently  if 

the  amount  of  money  to  be  spent  in  a  market  can  be  in- 
fluenced by  the  station  that  demonstrates  the  size  and  qual-  i| 

ity  of  the  territory  it  covers  in  a  factual  and  provable  way.  || 
Superlative  claims  mean  little.  The  agency  is  interested  only  || 
in  the  facts. 
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on  a  total  pole! 

In  Baltimore,  that's  W-I-T-H . . .  any  way  you  read  radio  standings. 

•  W-I-T-H  has  twice  as  many  advertisers  as  any  competitor. 

•  W-I-T-H  delivers  more  listeners  per  dollar  than  any  competitor. 

•  W-I-T-H  is  first  by  far  in  out-of-home  audience* — and  reaches 

74%**  of  all  Baltimore  homes  every  week.  It's  the  popular 

station  that  folks  tune  in  first  and  automatically. 

•  W-I-T-H  "pinpointed  power"  is  made-to-order  to  blanket  Balti- 

more's 15-mile  radius  at  low,  low  rates — with  no  waste  coverage. 

•  W-I-T-H  is  a  proven  master  of  "merchandising  your  advertising." 

We  could  go  on — but  we  think  you've  already  got  your  answer. 

♦Hooper  Radio  Audience  Index    **  Cumulative  Pulse  Audience  Survey 

Buy 

Tom  Tinsley 
President 

R.  C.  Embry 
Vice  Pres. 

c  o F  I 
C  E 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington. 

Forjoe  &  Co.  in  Chicago,  Seattle,  San  Francisco,  Los  Angeles,  Dallas,  Atlanta. 
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IN  BOSTON  RADIO-TV 

WHOSE  COMMERCIALS  GET  MOST  EXPOSURE? 

Hooper  Index  Of  Broadcast  Advertisers  (Based  on  Broadcast  Advertisers  Reports' monitoring) 

TELEVISION  INDEX  (NETWORK  PLUS  SPOT) 

Network  Total 
Hooper  Index 'Commercial  of  Broadcast 

Rank        Product  &  Agency  Sh ows Stations 

Units" 

Advertisers 

1.    Royal  Crown  (Compton) 1 

10 

108 

2.    Kool-Aid  Beverage  Mix  (Foote, 
Cone  &  Belding) 3 2 

6'/3 

99 

3.    Coca-Cola  (McCann-Erickson) 2 1 6 

82 

4.    Canada  Dry  (J.  M.  Mathes) 

1  > 

5 70 

5.    Coffee-Time  Syrup  &  Sparkling 
Soda  (Bresnick  Co.) 1 4 

54 

6.    Cott  Beverages  (Dowd,  Redfield  & 
Johnstone)  (John  C.  Dowd) 2 5 

46 

7.    Seven  Up  (J.  Walter  Thompson) 

(P) 

1 2 6 

RADIO  INDEX  (NETWORK  PLUS  SPOT) 

Network  Total 
Hooper  Index 

'Commercial  of  Broadcast 

Rank Product  &  Agency  Shows Stations 

Units" 

Advertisers 

1. Canada  Dry  (J.  M.  Mathes) 2 69 187 
2. Coca-Cola  (McCann-Erickson) 2 35 

106 

3. Cliquot  Club  (Harold  Cabot) 1 29 

100 

4. 
Moxie  Beverages  (Ingalls-Miniter)  — 1 

10 40 

5. 
Seven-Up  (J.  Walter  Thompson)  — 1 12 22 

6. 

Kool-Aid  Beverage  Mix  (Foote, 
Cone  &  Belding) 2 

10 

16 
7. 

Cott  Beverages  (Dowd,  Redfield  & 
Johnstone)  (John  C.  Dowd) V 2 3 

8. 
Aunt  Wick's  Beverage  Mix  (L.  W. 
Ramsey)  (P) 1 1 1 9. 

Pabst  (Grey)  1 1 1 

0.1 (P)  Participations,  as  distinguished  from  sponsorship. 

In  the  above  summary,  the  monitoring  occurred  the  week  ending  July  21,  1956. 

The  Hooper  Index  of  Broadcast  Advertisers  is  a  measure  of  the  extent  to  which  a 

sponsor's  commercials  are  seen  or  heard.  Each  commercial  is  assigned  a  number  of 
"commercial  units,"  according  to  its  length.*  This  number  is  then  multiplied  by  the  audi- 

ence rating  attributed  to  that  commercial.**  When  each  commercial  has  thus  been  evalu- 
ated, the  results  for  all  commercials  of  each  sponsor  are  added  to  form  the  HIBA.  For 

further  details  of  preparation,  see  the  basic  reports  published  by  C.  E.  Hooper  Inc.,  Broad- 
cast Advertisers  Reports  Inc.  and  American  Research  Bureau  Inc.  Above  summary  is 

prepared  for  use  solely  by  Broadcasting  •  Telecasting.    No  reproduction  permitted. 

*  "Commercial  Units":  Commercials  are  taken  from  the  monitored  reports  published  by 
Broadcasting  Advertisers  Reports  Inc.  A  "commercial  unit"  is  defined  as  a  commercial  ex- posure of  more  than  10  seconds  but  usually  not  more  than  one  minute  in  duration.  Four 
"commercial  units"  are  attributed  to  a  30-minute  program,  and  in  the  same  proportion  for 
programs  of  other  lengths.  A  "station  identification"  equals  one-half  "commercial  unit." 

**  Audience  ratings  for  television,  both  national  and  local,  are  those  published  by  Ameri- 
can Research  Bureau  Inc.  Those  for  radio  are  the  ratings  of  C.  E.  Hooper  Inc.  In  the  case 

of  station  breaks,  the  average  of  the  ratings  for  the  prereding  and  fol'owing  time  periods  is used  wherever  feasible:  otherwise,  the  rating  is  that  of  either  the  preceding  or  following  time 
period,  normally  the  preceding. 

TELEVISION'S  POTENTIAL 
ENVISIONED  BY  CAMPBELL 

Foote,  Cone  &  Belding  execu- 
tive foresees  shopping  via 

closed  circuit  tv.  National  ad- 

vertising budget  should  reach 

$12  billion  by  I960,  he  says. 

PUSH  button  shopping  with  women  selecting 
their  purchases  on  a  closed  circuit  television 
screen  at  supermarkets  was  envisioned  Friday 

by  Roy  Campbell,  western  division  vice  presi- 
dent of  Foote,  Cone  &  Belding,  before  the  Los 

Angeles  Rotary  Club. 

His  talk  on  television's  "wonder"  contribu- 
tion to  tomorrow's  world  of  automation  will  be 

repeated  today  (Monday)  in  Houston,  Tex., 
before  the  10th  District  of  the  Advertising 
Federation  of  America. 

Speaking  on  "The  Future  of  Television,"  the 
advertising  agency  executive  predicted  that 
other  tv  developments  in  the  next  10  years  may 
include: 

•  Small  closed  circuit  television  for  every 
room  in  the  house. 

a  Home  video  tape  recording  at  present 
sound  recorder  costs. 

•  Circulating  libraries  lending  "sight  tapes" 
of  plays,  operas  and  special  events  for  playback 
on  home  receivers. 

•  Low  cost  tv  cameras  for  making  home  tv 
movies. 

•  Space  satellite  transmission  of  visual  mil- 
itary, scientific  and  meteorological  data. 

•  Tv  screens  covering  entire  living  room 
walls  and  even  bedroom  ceilings  to  permit  lying 
down  reception. 

s  Television  news  coverage  in  color. 
•  Trans-world  television  as  common  as  to- 

day's transcontinental  tv  programs. 
Mr  Campbell  also  predicted  the  teaching  of 

liberal  arts  college  courses,  possibly  the  first 
two  years  by  television  because  of  the  lack  of 
college  facilities. 

Marketing  By  Television 

"In  the  field  of  distribution,"  Mr.  Campbell 
said,  "technicians  foresee  the  time  when  women 
shoppers  will  shop  by  tv  screen.  It  may  be 
possible  for  a  housewife  to  sit  in  her  car  in  the 

parking  lot  of  a  supermarket,  watch  the  dis- 
play of  brands  on  the  tv  screen  and  push  a 

button  for  those  she  selects,  and  the  order  will 
be  automatically  assembled  and  brought  to  the 

car." The  FC&B  vice  president  predicted  1,000  tv 
stations  by  1966  with  85  million  receiving  sets 
in  over  50  million  homes.  He  predicted  that 
half  of  these  sets  will  be  in  color.  Annual  set 

sales  will  total  eight  million  sets,  he  said,  par- 
tially for  replacements. 

Television  after  only  ten  years  of  growth 
has  become  the  biggest  single  force  in  American 

life  today,  Mr.  Campbell  said.  A  force  "that 
moves  merchandising  like  nothing  else  I've 
seen,"  he  added,  with  35  million  families  spend- 

ing more  time  at  the  video  screen  than  they  do 
earning  a  living. 

"No  other  instrument  devised  by  man  includ- 
ing the  automobile,  the  telephone,  the  motion 

picture  and  the  radio  has  been  welcomed  by  so 

manv  people  in  so  short  a  time,"  Mr.  Campbeli continued. 

He  said,  however,  that  despite  the  phenom- 
enal growth  of  television  as  a  medium,  news- 

papers remain  the  leading  medium  of  the  na- 

tion's business  and  industry  with  an  annual 
share  of  $3  billion  of  the  $10  billion  spent  on 
advertising  against  $1  billion  for  television. 

"In  spite  of  the  competition  from  television," 
Mr.  Campbell  said,  "newspaper  circulation  has. 
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continued  to  go  up  and  the  increase  in  news- 
paper advertising — $700  million  since  1947 — 

has  almost  equalled  television's  entire  budget 

growth." 

Magazines  also  continued  to  grow,  he  noted. 

"In  fact,  the  only  advertising  medium  that  has 
lost  revenue  during  these  last  10  years  has 
been  radio,  and  even  it  is  showing  an  upturn 

in  1956  over  1955." Mr.  Campbell  forecast  a  national  advertising 
budget  of  $12  billion  by  1960  and  estimated 

television's  share  at  $2  billion  with  propor- tionate increases  in  other  media. 

Merkel  Starts  N.  Y.  Drive 

MERKEL  Inc.  (meats),  through  Blaine-Thomp- 

son  Co.,  both  New  York,  has  launched  an  all- 
media  campaign  with  emphasis  on  radio  spot. 

Through  Dec.   16,  Merkel  will  use  WQXR 
WABC,  WOR.  WINS,  WMGM  and  WMCA 

all  New  York.  It  will  also  participate  in  WOR 

TV  New  York's  Celebrity  Club,  a  progran 
that  it  sponsored  wholly  last  year  on  WABC 
TV  New  York. 
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THE  NEW  PHILADELPHIA  STORY 

(A  COLORFUL  TALE) 

A;   ̂   tis  proud  by  nature.  But 

one  *   i>  Imay  be  prouder  than  another. 

Right  now,  the  proudest 2   {  tin 

Philadelphia  is  the  one  who's  making 

his  home  at  WRCV-TV.  The  WRCV-TV 

•    i  • 

i   ̂   tis  now  the  most  colorful  bird 

in  town— the  first  native  tm2&&  ever 

televised  from  its  own  backyard  in  all 

its  splendid,  true-to-life  glory! 

Yes,  Philadelphia  is  taking  on  a  new  kind  of  local  color.  As  of  September  24th,  WRCV-TV  telecasts  in 

live  COLOR,  on  a  regular  basis,  over  its  own  facilities.  Color  cameras— color  film— color  slide  equipment 

—everything's  on  hand  for  local  productions  ranging  from  station -breaks  to  full-scale  Spectaculars! 

Everything  you  need  to  show  your  product  at  its  colorful  best,  in  the  nation's  fourth  largest  market. 

Let  our  friend,  the  %  %  'show 

you  the  colorful  way  to  feather 

your  JtSlt :  WR  : V-  TV-  3 

^JB  LEADERSHIP  STATION  IN  PHILADELPHIA        SOLD  BY^^  SPO 

T  SALES 



fill 

How  the  atom  is  putting  new  shapes  on  the  horizon 

In  a  few  years,  shapes  like  these  on 

the  horizon  may  well  be  trademarks 

of  the  atomic  age  — trademarks  of 

the  atom  at  peaceful  work,  produc- 

ing electricity  for  the  nation's  homes, 
farms,  factories  and  businesses. 

Already,  America's  independent 
electric  companies  are  participating 

in  building  three  big  commercial 

atomic-electric  power  plants.  Four 

more  such  plants  are  under  way.  All 

told,  more  than  300  million  dollars 

from  the  electric  companies  will  be 

involved,  and  hundreds  of  electric 

company  engineers  and  scientists 

are  pressing  research  into  all  aspects 
of  this  vast  new  field. 

There  is  much  still  to  be  learned 

about  making  the  atom  work  effi- 
ciently and  economically  for  you. 

And  the  experience,  ingenuity  and 

inventiveness   of  the  independent 

electric  companies  are  at  work  with 
other  industries  and  with  the  Atomic 

Energy  Commission  to  find  answers. 

America's  electric  light  and  power 
companies  have  brought  electricity 

to  almost  every  corner  of  the  U.  S. 

in  the  span  of  a  single  lifetime.  You 

can  be  sure  they'll  help  develop  the 

atom's  promise  so  this  nation  will 
continue  to  have  the  best  and  the 

most  electric  service  in  the  world. 

AMERICA'S  INDEPENDENT  ELECTRIC  LIGHT  AND  POWER  COMPANIES* 
*Names  on  request  from  this  magazine 



Video  Tops  Leisure, 

New  Report  Concludes 

THE  AMERICAN  public  spent  more  time 
watching  television  than  any  other  leisure  time 
activity  during  the  week  ending  Sept.  1,  ac- 

cording to  the  first  issue  of  Activity,  new  re- 
port of  Sindlinger  &  Co.  designed  to  measure 

all  such  activities  on  a  common  basis  that  will 

provide  comparable  ratings  for  major  adver- 
tising media  as  well  as  a  continuing  record  of 

other  activities. 

Total  time  spent  that  week  in  watching  tv 
by  all  viewers  of  12  years  old  or  older  in  the 
nation  was  1,311.3  million  hours,  according  to 

Sindlinger.  Radio  listening,  second  most  popu- 
lar activity,  consumed  1,011.3  million  hours; 

auto  travel  took  up  873.3  million  hours,  news- 
paper reading  367.1  million  hours  (although 

more  people  read  newspapers  than  watched  tv 
or  listened  to  radio:  92.6  million  newspaper 
readers  to  71.2  million  tv  viewers  and  67.5 
million  radio  listeners);  265.5  million  hours 
were  spent  in  movie  theatres  and  259.9  million 
hours  in  watching  free  movies  on  tv. 

Based  on  approximately  1,000  interviews  a 
day  or  more  than  7,000  a  week  in  238  U.  S. 
counties  which  represents  a  probability  sample 

of  the  country,  Sindlinger's  Activity  reports 
will  shortly  be  expanded  to  include  reading 
magazines  and  books,  attendance  at  sports 
events  and  time  spent  watching  them  on  tv, 
shopping,  visiting  doctors  and  dentists,  etc. 
The  research  firm  emphasizes  the  flexibility  of 
its  interview  techniques  to  cover  almost  any 
activity  in  which  any  client  is  interested. 

Dabadie  to  Community  Coffee 

J.  ROY  DABADIE,  manager  of  WBRZ  (TV) 
Baton  Rouge,  La.,  has  been  named  advertising 
and  sales  promotion  manager  of  Community 
Coffee  Co.,  Baton  Rouge,  according  to  an  an- 

nouncement by  H.  N.  Saurage  Jr.,  president  of 
the  coffee  company.  Mr.  Dabadie  began  his 
broadcasting  career  in  1937,  joining  WJBO 
Baton  Rouge  as  a  salesman.  When  he  left 
WJBO  to  join  WBRZ,  he  was  vice  president 
and  general  manager  of  the  radio  outlet.  He 
is  a  past  president  of  the  Louisiana  Assn.  of 
Broadcasters  and  a  former  member  of  the 

employer-employe  relations  committee  of 
NARTB.  Mr.  Dabadie  has  resigned  from  his 
position  with  WBRZ. 

'See  It  Now'  Sponsor 
SHULTON  Inc.  (toiletries),  Clifton,  N.  L, 
through  Wesley  Assoc.,  New  York,  has  signed 

as  participating  sponsor  of  the  first  CBS-TV 
See  It  Now  program  of  the  1956-57  season. 
The  Edward  R.  Murrow-Fred  W.  Friendly 

series  begins  Oct.  7  with  a  special  one-hour 
(5-6  p.m.  EDT)  report  on  the  current  Suez 
Canal  crisis.  It  will  be  the  fifth  report  on 

Egypt  since  the  program's  inception  and  its 
third  in  little  more  than  six  months. 

Berk,  Friend-Reiss  Merge 

IRVING  BERK  Co.,  New  York,  has  been  con- 
solidated with  Friend-Reiss  Adv.,  New  York, 

effective  immediately.  Among  the  accounts  of 
the  Berk  Co.,  which  Friend-Reiss  now  handles, 
are  Greenwood  Foods  Inc.,  Vanity  Corset  Co., 
and  George  Kern  Inc.  Irving  Berk,  founder  of 

the  advertising  firm,  has  switched  to  F-R  as  ac- 
count group  head. 

LATEST  RATINGS 

NIELSEN 

TOP  RADIO  SHOWS,  TWO  WEEKS  ENDING  AUGUST  11 

Net- 

No. of Homes Rank Program 
Sponsor 

Agency work 
Stations 

Day  &  Time (000) Evening,  Once-A-Week /a              r  ii 
(Average  tor  all 

Programs) /new 
1. 

Best  of  Groucho L^e  ouio BBDO 
NBC 194 ,»/  |        f,  rt  1A 

Wed.,  y-V:JU 
i  nil 

2. Truth  or  Conse- Rea lemon Kuiieage  «  l  i  j  i  lanteia NBC 191 
Wed.,  8-8:30 1,135 

quences 

3. 

Godfrey's  Scouts Lipton Young  &  Rubicam CBS 161 
Mon.,  8:30-9 

1,135 
4. Hambletonian  Stakes P  &  w  n  r~s  1  r~l  c       KA  o  t  r-i  1  c rxcytlUlOb  /VlclUlb Buchanan CBS 

174 
Wed.,  8/8,  6:15-30 

993 

5. 

News  from  NBC Brown  &  Williamson lea  Dales 
NBC 

191 
Wed.,  8:55-9 

993 
6. Godfrey's  Scouts North  Adv. 

CBS 

161 Mon.,  8:30-9 

993 
7. Gangbusters po  r 1 1  c  i  p ci  1 1  n  g  sponsors and  agencies MBS 457 

Wed.,  8-8:30 
993 

8. Treasury  Agents participating  sponsors and  agencies 

MBS 455 

Tues.,  8-8:30 

946 

9. True  Detective pa  r  1 1  c  i  po  1 1  n  g  sponsors and  agencies 

MBS 456 

Thurs.,  8-8:30 899 
Mysteries 10. All  Star  Football D  U rabst Leo  Burnett ABC 320 Fri.,  Aug.  10, 
Game American  Oil Joseph  Katz 9:30-concl. 

899 

Pan  -  Amer  ican   O i  1 Fitzgerald  Adv. Standard  Oi  1  of  1  n d . 

D' Arcy 

Evening-Multi  Weekly (Average  for  all 
Progra 

■ns) 

(804) 1. News  of  The  World 

....       ,  , 
rA lies  Labs Geoffrey  Wade NBC 194 

Mon. -Fri.,  7:30-45 1,135 2. towell  Thomas United   Service  Div. Camp  be  1 1  -  E  w a  I  d CBS 198 Mon.-Fri.,  6:45-7 

1,088 
of  General  Motors 

3. Amos  'n'  Andy  Music LI  —  II Brown  &  Williamson Ted  Bates 

CBS 

196 Mon. -Fri.  7-7:30 

1,088 

nan Weekday 

(Average  for  all 

Progra 

tis) 

(1,041) 

1. 

Our  Gal  Sunday Standard  Brands Ted  Bates CBS 190 Mon. -Tues. -Thurs., 
(2nd  Half) 

Wk.  2,  12:45-1 

1,797 2. 

Second  Mrs.  Burton Standard  Brands Ted  Bates CBS 187 Mon. -Wed. -Thurs., 
(2nd  Half) Fri.,  Wk.  2, 

2:15-30 1,750 
3. Aunt  Jenny  (1st  Half) Lever Foote,  Cone  &  Belding 

CBS 

177 Mon.-Wed.-Fri., 

1:15-30 1,703 

4. 

Road  of  Life  (2nd Ex-Lax Warwick  &  Legler 

CBS 

177 Wed.,  Wk.  1, Half) 
1-1:15 

1,703 
5. 

Young  Dr.  Malone Toni North  Adv. CBS 188 Wed.,  Fri., 

(1st  Half) 
12:30-45 1,656 6. Aunt  Jenny  (2nd Lever Foote,  Cone  &  Belding CBS 

177 

Mon.,  Fri.,  1:15-30 
1,608 

Half) 

7. Helen  Trent  (1st  Half) 
Ex-Lax 

Warwick  &  Legler CBS 186 
Fri.,  12:30-45 

1,608 

8. My  True  Story segmented  sponsors  and  agencies 

ABC 

340 Mon.-Fri.,  10-10:30 

1,608 

9. House  Party 
Swift McCann-Erickson CBS 195 Mon.-Fri.,  3-3:30 

1,514 
10. 

Nora  Drake  (1st Toni North  Adv. CBS 195 Tues. -Thurs., Half) 

2:30-45 

1,466 

Day, 

Sunday 

(Average  for  all 
Programs) 

(378) 1. Woolworth  Hour F.  W.  Woolworth Lynn  Baker 
CBS 198 

Sun.,  1-2 

804 

2. 

Robert  Trout  News General  Motors 
Campbell-Ewald 

CBS 190 
Sun.,  5-5:05 

710 
3. Robert  Trout  News General  Motors Campbell-Ewald 

CBS 190 
Sun.,  10-10:05 

615 
Day, 

Saturday 
(Average  for  all 

Programs) (568) 
1. Gunsmoke Liggett  &  Myers Cunningham  &  Walsh CBS 200 

Sat.,  12:30-1 1,703 
2. Robert  Q.  Lewis Milner Gordon  Best CBS 198 

Sat.,   1 1 :55-noon 
1,277 

3. 

Allan  Jackson-News Chevrolet Campbell-Ewald CBS 178 
Sat.,  12-12:05 

1,277 
TOP  10  TV  PROGRAMS,  WEEK  OF  SEPT.  1-7 

Net- 

No. of 
Ran k  Program Sponsor  Agency work Stations          Day  &  Time  Rating 
1. $64,000  Question Revlon  BBDO CBS 165 

Tues.,  10-10:30 
32.7 

2. 

$64,000  Challenge P.   Lorillard                        Young  &  Rubicam CBS 111 
Sun.,  10-10:30 26.2 

Revlon                              C.  J.  LaRoche 
3. What's  My  Line Jules  Montenier               Ear'e  Ludgin 

CBS 70 
Sun.,  10:30-11 

24.2 
Remington    Rand               Young  &  Rubicam 111 

4. 

Do  You  Trust  Your General  Motors  Kudner CBS 

140 Tues.,  10:30- 

11 

22.0 
Wife 

Frigidaire  Div. 

5. 

I've  Got  A  Secret R.  J.  Reynolds                  Vm.  Esty CBS 

170 
Wed.,  9:30-10 

21.9 
6. 

C'imax 

Chrysler   Corp.  McCa^n-Erkkson CBS 162 
Thurs.,  8:30-9:30 

21.2 
7. 

Video  Theatre Lever  Bros.                        J.  Walter  Thompson NBC 132 
Thurs.,  10-11 21.1 8. Ed  Sullivan Lincoln-Mercury                 Kenyon  &  Eckhardt CBS 180 

Sun.,  8-9 

20.1 
9. 20th  Century  Fox General   Electric                Young   &  Rubicam CBS 129 Wed.,  10-11 19.8 

10. Jackie  Gleason Bukk  Div.  of  General  Kudner CBS 

187 
Sat.,  8-8:30 

19.7 

(The  Honeymooners)  Motors 

1 

TOP 20  REGULARLY  SCHEDULED  ONCE A  WEEK  SHOWS 

Net- 

No. of  Stations 

Rating 

Rank  Program Sponsor  &  Agency 
work 

Aug. 

July 

Day  &  Time 

Aug. 

July 

1. $64,000  Question 
Revlon  (BBDO) CBS 165 

165 

Tues.,  10-10:30 
32.8 35.4 2. Ed  Sullivan Lincoln-Mercury  (K&E) 

CBS 

180 

180 Sun.,  8-9 

31.2 

32.1 
3. $64,000  Challenge 

P.  Lorillard  (Y&R) 
CBS 

111 

111 
Sun.,  10-10:30 

27.3 

30.1 
Revlon  (LaRoche) 

4. What's  My  Line Montenier  (Ludgin) CBS 70 70 
Sun.,  10:30-11 

25.2 25.7 
Remington   Rand  (Y&R) 111 

111 

5. 

Medic Procter  &  Gamble  (D-F-S) NBC 84 

84 

Mon.,  9-9:30 24.2 26.1 General  Electric  (BBDO) 
6. Alfred  Hitchcock Bristol  Myers  (Y&R1 CBS no no 

Sun.,  9:30-10 

24  0 23.7 
7. C!imax Chrysler  Corp.  (McC-E) 

CBS 

162 162 Thurs.,  8:30-9:30 

23.3 
24.0 

8. 

Jackie  Gleason Buick  Div.  of  General  Motors  (Kudner) 

CBS 

187 

187 Sat.,  8-8-30 

23  3 24.6 
9. GE  Theatre General  Electric  (BBDO) CBS 

153 

153 
Sun.,  9-9:30 23.1 23.8 

10. 
Lux  Video  Theatre Lever  Bros.  (Thompson) NBC 132 132 

Thurs.,  10-11 
22.8 24.8 

11. Dragnet Liggett  &  Myers  (C&W) NBC 169 169 
Thurs.,  8:30-9 

22.4 
25.9 12. Best  of  Groucho De  Soto  (BBDO) NBC 

157 

157 Thurs.,  8-8:30 

21  5 

26.9 
13. Steve  Allen Avco  (Compton) NBC 128 

128 

Sun.,  8-9 

21.5 

22.7 
Jergens  (Orr) 
Brown  &  Williamson  (Bates) 

14. 
R.  Montgomery S.  C.  Johnson  (NL&B) NBC 98 98 

Mon.,  9:30-10:30 

21.4 

23.9 
Summer  Theatre Schick  (Warwick  &  Legler) 

22.3 
15. 

Ford  Theatre Ford  (Thompson) NBC 

156 

156 
Thurs.,  9:30-10 

20.6 

16. 
I've  Got  A  Secret R.  J.   Reynolds  (Esty) 

CBS 

170 170 
Wed.,  9:30-10 20.6 21.5 17. 

Godfrey's  Talent 
Toni  (North) CBS 166 166 

Mon.,  8:30-9 

20.4 
22.1 

Scouts Thomas  J.  Lipton  (Y&R) 
18. Disneyland American  Motors  (G&B),  (S,  F&D) ABC 180 

180 
Wed.,  7:30-8:30 

20.3 

24.5 

American   Dairy  (Campbell-Mithum) 
Gerby  Foods  (McC-E) 

22.5 

19. 
Burns  &  Allen Carnation   (Erwin  Wasey) CBS 148 

148 
Mon.,  8-8:30 

20.1 
B.  F.  Goodrich  (BBDO) 

142 

142 
20. Kraft  TV  Theatre Kraft  (Thompson) NBC 89 Wed.,  9-10:00 

19.5 

Continues  on  next  page 
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ADVERTISERS  &  AGENCIES 

PULSE  RATINGS  — continued  from  preceding  page 

TOP  10  REGULARLY  SCHEDULED  MULTI-WEEKLY  SHOWS 

Net- 

No. of  Stations 

Rating 

Rank Program Sponsor  &  Agency work 

Aug. 

July 

Day  &  Time 

Aug. 

July 

J. Mickey  Mouse  Club segmented  sponsors  and  various  agencies  ABC 94 

94 

Mon.-Fri.,  5-6 12.2 12.3 2. Arthur  Godfrey participating  sponsors  and  agencies 
CBS 

99 99 Mon.-Thurs., 
10-11:30 9.3 9.5 

3. Queen  For  A  Day multi-sponsored  and  various  agencies NBC 132 
132 

Mon.-Fri.,  4:30-5 8.9 

8.9 

A.  , Guiding  Light Procter  &  Gamble  (Compton) CBS 
113 

113 Mon.-Fri., 8.8 9.2 

12:45-1 5. Search  For  Tomorrow Procter  &  Gamble  (Burnett) 
CBS 

125 125 Mon.-Fri.,  4-4:15 8.3 

8.9 
6. Love  of  Life American  Home  Prods.  (Bates) 

CBS 
153 

153 
Mon.-Fri., 8.1 8.6 

12:15-30 7. News  Caravan Plymouth  (Ayer) 
R.  J.  Reynolds  (Esty) 

NBC 

116 
116 

Mon.-Fri.,  7:45-8 
7.9 8.4 

8. Art  Linkletter participating  sponsors  and  agencies 
CBS 

105 105 Mon.-Fri.,  2:30-3 
7.8 8.0 

?. Valiant  Lady participating  sponsors  and  agencies CBS 99 99 Mon.-Fri., 12-12:15 7.6 

7.9 

10. Strike  It  Rich Colgate-Palmolive  (Esty) CBS 130 Mon.-Fri., 7.3 
1 1 :30-noon 

Emil  Mogul  to  Drop 

Block  Drug  Accounts 

BLOCK  DRUG  Co.,  Jersey  City,  which  last 
month  withdrew  its  $1  million-plus  account 
from  the  Harry  B.  Cohen  agency  [Closed  Cir- 

cuit, Aug.  27]  last  week  found  itself  on  the  op- 
posite side  of  the  advertiser-agency  seesaw 

when  Emil  Mogul  Co.,  New  York,  announced 
it  would  terminate  its  three-year  association 
with  Block. 

Involved  are  Omega  Oil,  Laxium,  Sentrol  and 
Poslam,  billing  well  over  $200,000  annually,  a 
substantial  part  of  it  in  broadcast  media.  At 
the  same  time,  the  Mogul  agency  said  it  had 

been  offered  "two  additional  products"  by 
Block  which  it  refused  to  identify,  but  which, 
it  was  understood,  comprise  the  Block  prod- 

ucts currently  being  handled  by  Dowd,  Red- 
field  &  Johnstone,  New  York:  Minipoo  sham- 

poo and  Stera-Kleen.  A  Mogul  spokesman 

said  the  resignation  was  sparked  by  "product 
conflicts  and  other  considerations."  He  did 
not  elucidate. 

The  termination  becomes  effective  as  soon 
as  Block  names  another  agency  for  the  four 
products  now  handled  by  Mogul.  Alfred  L. 
Plant,  advertising  manager  of  Block,  said  a 

new  agency  would  be  picked  "within  the  next 
few  weeks." 
Edmund  F.  Johnstone,  executive  vice  presi- 

dent of  Dowd,  Redfield  &  Johnstone,  which 
now  services  Minipoo  and  Stera-Kleen,  said 

"we  have  not  been  notified  that  we  have  lost 
the  account."  Mr.  Johnstone  said  that  the 
agency  has  no  contract  with  Block  and  that  it 
could  conceivably  lose  the  account  overnight 
if  the  client  felt  so  disposed.  Minipoo  and 
Stera-Kleen  bill  approximately  $200,000.  Of 
this  $150,000  is  in  broadcast  media,  "most  of 
it  in  tv,"  Mr.  Johnstone  said. 
Named  as  successor  agency  to  Harry  B. 

Cohen  Adv.  for  Nytol,  Green  Mint  and  Py-Co- 
Pay  was  Sullivan,  Stauffer,  Colwell  &  Bayles 
[B»T,  Sept.  17].  Block  Drugs  did  not  assign 
Amm-I-Dent  to  SSC&B,  and  Mr.  Plant  in- 

dicated that  no  choice  had  been  made  as  of 
7  hursday. 

Block  also  retains  Grey  Adv.  for  several  of 
its  accounts  in  the  U.  S. 

Monarch  Wine  Will  Launch 

Strong  Consumer  Drive  Oct  1 

MONARCH  Wine  Co.  (Manischewitz  wines), 
Brooklyn,  N.  Y.,  will  launch  what  was  de- 

scribed last  week  as  a  "record  coast-to-coast" 
consumer  advertising  campaign  Oct.  1,  using 
both  radio-tv  spot  and  some  local  programs. 
Starting  that  date  for  13  and  eventually  26 
weeks,  Manischewitz  will  penetrate  more  than 
100  top  markets  on  more  than  300  radio-tv 
stations.  Emphasis  will  be  on  tv  spot.  The 
agency,  Emil  Mogul  Co.,  New  York,  could  not 
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specify  the  budget  involved  for  spot. 
On  Oct.  7,  Monarch  will  begin  sponsoring 

Hy  Gardner  Calling  on  WRCA-TV  New  York 
(Sun.,  11:15-11:45  p.m.  EDT)  for  26  weeks. 
It  also  is  backing  the  Big  Wilson  sports  show 
on  KYW-TV  Cleveland,  Mondays  through 
Thursdays,  11:20-11:30  p.m.  EDT. 

For  radio,  Emil  Mogul  Co.  has  a  new  ver- 
sion of  the  "Man,  Oh  Manischewitz"  jingle,  and 

for  television,  the  agency  will  set  the  jingle  to 

sight,  using  Paul  Ashley's  puppets  in  "Three 
Men  of  Manischewitz."  Although  all  of 
Monarch's  Manischewitz  wines  are  being 
pushed,  the  bulk  of  the  copy  centers  on  its 
medium  dry  Concord  all-purpose  wine,  in- 

troduced last  year. 

L.  A.  Video  Habits 

Charted  by  Survey 

TWO  tv  and  three  radio  sets  in  every  family; 
preference  for  cartoon  commercials;  no  desire 
to  own  a  color  tv  set  at  the  current  price  tag; 

little  preference  between  filmed  and  live  pro- 
grams; shows  picked  in  advance;  the  purchase 

of  nine  out  of  12  items  motivated  by  tv. 
These  are  characteristics  of  the  average  Los 

Angeles  home,  Earl  J.  Hudson,  vice  president 
of  western  division  of  ABC,  told  the  Hollywood 
Advertising  Club  last  week.  They  were  brought 
out  in  a  recently-completed  survey  conducted 
for  ABC  and  the  network-owned  KABC-TV 
Los  Angeles  by  Dr.  Jesse  A.  Bond,  director  of 

teacher  training  at  UCLA.  Mr.  Hudson's  ad- 
dress was  the  start  of  a  week-long  celebration 

in  honor  of  the  seventh  anniversary  of  KABC- 
TV. 

Of  1,500  questionnaires  sent  to  employes  of 
the  Title  Insurance  &  Trust  Co.  in  Los  Angeles, 

1,381  were  filled  out  and  returned.  Very  sur- 
prising, Mr.  Hudson  reported,  is  the  number  of 

two-or-more  set  homes,  with  some  reporting 
four  sets.  The  respondents  had  2,455  tv  sets 
and  4,222  car  and  home  radios. 

The  top  five  tv  commercials,  in  order  of  pref- 

erence, were  Ford,  Rheingold  beer,  Hamm's 
beer,  Bank  of  America  and  Lucky  Strike.  The 
best-liked  radio  commercials  (not  necessarily 
in  order  of  popularity)  were  Rheingold,  Fire- 

stone, Lucky  Strike,  Ford,  Pepsodent,  Chevro- 
let, Lucky  Lager  beer  and  the  gas  company. 

To  the  question  "If  good  color  tv  sets  were 
available  for  $500,  would  you  purchase  one?", 
more  than  two  to  one  answered  in  the  negative; 

yes,  421,  no,  980.  A  minority  of  the  respond- 

ents seemed  to  care  "some"  whether  the  pro- 
gram is  live  or  on  film,  a  large  majority  cared 

"little." 

To  the  question,  "Which  of  the  following 
most  influenced  your  decision  to  purchase  the 
items  listed  below  .  .  .  newspaper,  radio,  maga- 

zine, tv  and  others?",  television  was  the  most 
influential  medium  in  motivating  the  purchase 
of  nine  out  of  12  items  listed,  and  in  two  out  of 

the  other  three,  television  was  second.  Generally 
speaking,  radio  followed  close  behind  tv. 

Other  findings:  Viewers  watch  tv  almost  as 
much  in  the  summer  as  winter;  70%  pre-select 
more  than  50%  of  the  programs  they  watch; 

program  selection  is  controlled  by  the  house- 
wife in  the  morning  and  early  afternoon,  by 

children  in  late  afternoon,  and  the  evening 
about  evenly  divided  between  adult  male  and 
female  with  a  slight  edge  to  the  male. 

This  is  the  second  such  ABC-KABC-TV  sur- 
vey and  was  much  more  complete  than  the  first 

one  taken  a  year  ago,  Mr.  Hudson  said. 

Radio  to  Promote  Times' THE  New  York  Times  will  use  radio,  but 
within  its  normal  schedule,  to  promote  its 
"team"'  coverage  of  the  national  election  cam- 

paign. Copy  will  stress  the  team  technique,  in 
which  groups  of  newsmen  are  assigned  to  dif- 

ferent key  states  for  comprehensive  reports  on 
political  developments  and  trends  at  all  levels, 
and  is  tentatively  scheduled  to  begin  about 

Sept.  27.  It  will  be  part  of  Times  current  sched- 
ule totaling  approximately  75  spots  weekly  on 

four  New  York  City  stations  and  11  suburban 
outlets.  Agency  is  BBDO,  New  York. 

SPOT  NEW  BUSINESS 

Great  Atlantic  &  Pacific  Tea  Co.  Ltd.,  Toronto, 
through  Paul  Phelan  Adv.  Ltd.,  Toronto,  has 

bought  CBS-TV  Film  Sales  Under  the  Sun 
package  of  half-hour  tv  films  (edited  versions 
of  Omnibus)  in  seven  major  Canadian  markets, 
for  use  starting  Oct.  17. 

Colonial  Stores  (supermarket  food  chain),  At- 

lanta, to  sponsor  Ziv  Television's  Dr.  Christian tv  film  series  in  15  major  southeastern  markets, 
starting  in  late  October.  Agency:  Liller,  Neal 
&  Battle,  Atlanta. 

SPOT  RENEWALS 

Langendorf  United  Bakeries,  through  Compton 
Adv.,  both  San  Francisco,  has  renewed  NBC 

Television  Films  "Steve  Donovan,  Western  Mar- 
shall" for  a  third  run  in  13  western  markets  in 

three  states.  The  program  is  seen  regionally  in 
150  U.  S.  markets. 

NETWORK  NEW  BUSINESS 

General  Mills  (Cheerios),  Minneapolis,  through 

Dancer-Fitzgerald-Sample,  takes  one-minute 
participations  in  nine-station  portion  of  Pan- 

orama Pacific  (8-9  a.m.,  PDT),  on  CBS  Tele- 
vision Pacific  Network  for  26  weeks  terminating 

March  1,  1957. 

Sweets  Co.  of  America  (Tootsie  Rolls),  through 

Moselle  &  Eisen,  both  N.  Y.,  will  alternate,  ef- 
fective Oct.  6,  with  General  Mills  in  sponsoring 

CBS-TV's  Tales  of  Texas  Rangers  (Sat.,  11:30- noon  EDT). 

Swift  &  Co.  (meat  packers),  through  McCann- 
Erickson,  both  Chicago,  has  signed  for  alternate 
sponsorship  (with  General  Mills,  through 

Dancer-Fitzgerald-Sample)  of  ABC-TV's  The 
Lone  Ranger  (Thurs.,  7:30-8  p.m.  EDT),  ef- 

fective Oct.  25. 

U.  S.  Rubber  Co.,  through  Fletcher  D.  Richards 

Inc.,  both  N.  Y.,  signed  for  alternate  sponsor- 
ship (with  American  Tobacco  Co.)  of  Navy 

Log  series  moving  from  CBS-TV  to  ABC-TV 
Oct.  17.  Navy  Log  will  be  seen  Wednesdays, 
8:30-9  p.m.  EDT. 

Mentholatum  Co.  (cold  preparations),  Buffalo, 

N.  Y.,  reported  "dickering"  for  an  NBC-TV show  earlier  this  summer  [B»T,  Aug.  27],  signed 

for  participations  in  NBC-TV's  Tic  Tac  Dough 
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WHEN  YOU  BUY  ATLANTA... BUY  (\va 

AND  GET  A  BETTER  RIDE  FOR  YOUR  MONEY 

YOU  NEED  THIS  BOOKLET  which  gives  all 

the  facts  and  figures  about  WAGAland — the 

Atlanta  market  as  you  know  it,  plus  an  addi- 
tional coverage  that  adds  more  than  300,000 

people  to  the  market.  It  is  yours  on  request 

direct  from  us  or  our  reps. 

TOP  DOG  k  IN  THE  NATION'S  21st  MARKET 

Represented  Nationally  by 
THE  KATZ  AGENCY,  Inc. 

waoa-t
v 

CBS-TV  in  Atlanta 

STORER  BROADCASTING  COMPANY  SALES  OFFICES 

NEW  YORK— 118  E.  57th  St.-TOM  HARKER,  Vice  President  and  National  Sales  Director    •    BOB  WOOD,  National  Sales  Manager 
CHICAGO-230  N.  Michiaan  Ave.    •    SAN  FRANCISCO-1 1 1  Sutter  St. 
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quiz  (Mon.-Fri.,  noon-12:30  p.m.  EDT). 
Through  its  agency,  J.  Walter  Thompson  Co., 
N.  Y.,  Mentholatum  will  sponsor  the  second 
quarter-hour  of  the  program  for  13  Fridays, 
starting  Nov.  23. 

General  Foods  (Good  Seasons  salad  dressing 
mix),  White  Plains,  N.  Y.,  to  sponsor  portions 
of  Arthur  Godfrey  Time  (CBS  Radio,  10-11:30 
a.m.,  EDT,  Mon.-Fri.)  starting  this  fall.  It  will 
also  sponsor  part  of  three  NBC-TV  shows, 

Queen  for  a  Day,  It  Could  Be  You,  and  Decem- 
ber Bride,  at  least  once  a  week. 

J.  B.  Williams  Co.  (soap  preparations  and  shav- 
ing products),  Glastonbury,  Conn.,  has  bought 

five-minute  segments  of  pre-game  and  post- 
game  sports  shows  to  be  carried  on  Mutual  in 
connection  with  its  coverage  of  Notre  Dame 

football  games  on  Saturday  afternoons,  start- 
ing Sept.  22  and  ending  Nov.  24.  Agency:  J. 

Walter  Thompson  Co.,  N.  Y. 

Pabst  Brewing  Co.  (Pabst  beer),  Chicago,  set 

to  sponsor  ABC-TV  It's  Polka  Time  in  key 
markets  (where  program  enjoyed  sales  success 

during  initial  trial  run).  Series  set  by  ABC-TV 
as  co-op  feature  beginning  Oct.  7,  with  new 
day  and  time  (Sun.,  8:30-9  p.m.  EST)  between 
Original  Amateur  Hour  and  Omnibus.  Agency: 
Leo  Burnett  Co.,  Chicago. 

AGENCY  APPOINTMENTS 

Carey  Salt  Co.,  Hutchinson,  Kan.,  appoints 
Dancer-Fitzgerald-Sample,  Chicago,  to  handle 
its  advertising.  Radio-tv  has  been  used  in  past. 
Current  appropriation  calls  for  $25,000  in  radio 
out  of  overall  $330,000  for  advertising. 

C.  A.  Briggs  Co.  (H-B  [Hospital  Brand]  cough 
drops),  Brighton,  Mass.,  names  Fred  Gardner 
Co.,  N.  Y.,  to  handle  its  advertising.  Company 
will  use  approximately  100  radio  spots  per  day 
on  12  stations  in  10  markets  in  the  eastern  and 
New  England  area  for  13  weeks  starting  Nov. 
1.  A  small  number  of  television  spots  is  also 
planned. 

Security  Bankers  Management  Corp.  (loan  com- 
pany system),  appoints  W.  B.  Doner  &  Co., 

Baltimore.  Radio  drive  in  selected  southern  and 
western  cities  is  slated  to  start  Oct.  1. 

Thomas  J.  Lipton  Inc.,  Hoboken,  N.  J.,  has 
named  Doherty,  Clifford,  Steers  &  Shenfield, 
N.  Y.,  for  a  new  and  unnamed  grocery  product, 

effective  immediately.  Media  plans  as  yet  un- 
determined. 

White  Adv.  Agency,  Tulsa,  Okla.,  and  Holly- 
wood, Calif.,  to  handle  all  public  relations,  pro- 

motion and  advertising  for  "Christian  Crusade," 
evangelistic  ministry  of  Dr.  Billy  James  Hargis, 
Tulsa. 

Rothbart  &  Haas  Adv.,  Chicago,  appointed  by 
Spartan  and  Sentinel  subsidiaries  of  Magnavox 
Co.  to  handle  all  advertising. 

Ralph  A.  Hart  Adv.,  Phila.,  to  handle  all  adver- 
tising and  public  relations  for  Venice  Maid  Co., 

(canned  food  products),  Vineland,  N.  J. 

Seelig  &  Co.,  St.  Louis,  appointed  to  handle  ad- 
vertising account  of  Lubri-Loy  Co.  (petroleum 

products),  same  city. 

Calkins  &  Reichenbach,  Hollywood,  to  handle 

advertising  for  Cal-Mex  Corp.  (Mexican-style 
food  products),  L.  A. 

Hutchins  Adv.  Corp..  Rochester,  N.  Y.,  named 
by  Graflex  Inc.,  recently  affiliated  with  General 
Precision  Equipment  Corp.,  to  handle  all  con- 

sumer advertising  and  sales  promotion  for 
Ampro  Tape  Recorders. 

MR.  HURD 

Charles  F.  Hutchinson  Inc.,  Boston,  to  handle 
national  advertising  for  Food  Specialties  Inc. 

(Appian  Way  pizza  pie  mix),  Worcester,  Mass. 

Tilds  &  Cantz,  L.  A.,  appointed  agency  for  Na- 
tional Paints,  same  city. 

D'Arcy  Adv.  Co.,  St.  Louis,  to  handle  adver- 
tising for  Krey  Packing  Co.,  same  city,  effective 

Nov.  1.  Firm  uses  both  radio  and  tv. 

A&A  PEOPLE 

Robert  G.  Hurd,  free  lance  writer-producer 
and  formerly  in 
northwest  station 

and  agency  posi- 
tions, to  Cole  & 

Weber  Inc.,  Seattle 
as  radio-tv  director. 
He  succeeds  David 
F.  Titus,  resigned  to 

join  a  Southern  Cali- 
fornia film  produc- 

tion firm. 

Shelley  Piatt,  pro- 
ducer, Norman, 

Craig  &  Kummel, 

N.  Y.,  named  radio- 
tv  production  manager.  Ben  Colorassi,  formerly 
with  Biow  and  Geyer  agencies,  N.  Y.,  to  NC&K 
as  art  director. 

Frank  W.  Julsen  joins  Cunningham  &  Walsh, 
Chicago,  as  supervisor  of  food  accounts. 

Frank  J.  Gillespie  transferred  from  Ford  Motor 

Co.'s  midwest  public  relations  office,  Chicago, 
to  Special  Products  Div.  of  Ford  Motor  Co., 
Dearborn,  Mich.,  as  assistant  to  Gayle  Warnock, 
public  relations  manager. 

Hill  Blackelt  Jr.,  account  supervisor  on  Toni 
and  member  of  plans 
board,  Clinton  E. 
Frank  Inc.,  Chicago, 

elected  vice  president 
of  agency. 

William  J.  Brittain, 
formerly  advertising 
and  sales  promotion 
manager,  American 
Kitchens  Div.  of 
Avco  Mfg.  Co.,  to 
Krupnick  &  Assocs., 
St.  Louis,  creative 
staff. MR.  BtACKETT 

Richard  H.  Conner  and  Robert  M.  Brown,  both 
public  relations  account  supervisors,  Ketchum, 
MacLeod  &  Grove,  Pittsburgh,  elected  vice 

presidents. 
Walter  P.  Glenn,  manager  of  art  department, 
and  Jack  M.  Anthony,  executive  art  supervisor, 

Young  &  Rubicam,  N.  Y„  elected  vice  pres- 
idents. 

Joseph  Daffner,  formerly  vice  president  and 
general  sales  manager,  Norex  Labs,  division  of 
Schenley  Labs,  named  director  of  advertising 
and  merchandising,  Lanolin  Plus. 

Irwin  Roseman,  sales  promotion  director,  Ex- 
quisite Form  Brassiere,  N.  Y.,  appointed  di- 

rector of  advertising  and  sales  promotion  of 
Exquisite  Form  and  affiliated  companies. 

Joe  H.  Serkowich,  vice  president  of  Aubrey. 
Finlay,  Marley  &  Hodgson,  Chicago,  elected  a 
director  of  agency. 

Vernon  S.  Mullen  Jr.,  formerly  advertising 
manager  of  Miller  Brewing  Co.,  Milwaukee,  to 
Leo  Burnett  Co.,  Chicago,  as  account  execu- 

tive on  Pabst   Blue  Ribbon  Beer  account. 

Douglas  L.  Smith  promoted  from  advertising 

manager  to  director  of  advertising  and  mer- 
chandising at  S.  C.  Johnson  &  Son,  Racine, 

Wis.  He  succeeds  Stuart  D.  Watson,  resigned 

to  join  McCann-Erickson  Inc.,  N.  Y.,  in  execu- tive capacity. 

Richard  D,  Trentlage,  formerly  with  Russel  M. 

Seeds  Co.,  Chicago,  to  creative  staff  of  McCann- 
Erickson,  same  city. 

Al  Sembrich,  formerly  with  Biow  Co.  and  Mc- 
Cann-Erickson, both  N.  Y.,  to  Maxon  Inc.. 

N.  Y.,  as  art  director. 

Jules  Lennard,  director  of  marketing  and  mer- 
chandising, Emil  Mogul,  N.  Y.,  elected  chair- 

man of  national  executive  council,  Pi  Lambda 
Phi,  national  collegiate  fraternity. 

Willard  Mackey,  product  manager,  General 
Foods  Corp.,  for  the 
past  three  years,  to 
Sullivan,  Stauffer, 
Colwell  &  Bayles, 

N.  Y.,  as  an  account 
executive. 

Chris  F.  Anderson, 
account  executive, 
Endorsements  Inc., 

N.  Y.,  to  executive 

vice  president.  Rob- ert C.  Brilmayer, 

also  of  the  account 

staff,  to  vice  presi- dent in  charge  of 

motion  picture  and  tv  operations. 

MR.  MACKEY 

Randy  Goetze,  formerly  with  the  Boston  office 
of  Weed  &  Co.,  to  WCOP  Boston. 

Richard  J.  Farricker,  with  McCann-Erickson, 
N.  Y.,  for  the  past  year,  appointed  management 
service  director  on  Chrysler  account.  Ammon 
B.  Godshall,  named  vice  president  and  group 
head  on  the  Chrysler  account  in  Detroit. 

Robert  A.  Fox  named  account  executive  in 
Newark  office  of  Lewin,  Williams  &  Saylor, 
N.  Y. 

Irving  Mark,  media  director  and  assistant  ad- 
vertising manager,  Leeds  &  Northrup  Co., 

Phila.,  to  Arndt,  Preston,  Chapin,  Lamb  & 

Keen,  same  city,  as  director  of  media  depart- 
ment. Thelma  Gardinier,  radio-tv  timebuyer, 

Zubrow  Adv.  Agency,  to  APCL&K  in  same 
capacity. 

Dorothy  Gill,  formerly  in  charge  of  media  for 
Leo  Burnett  Co.  and  Grant  Adv.,  both  in 
Canada,  to  Kenyon  &  Eckhardt  Ltd.,  Toronto, 
as  media  supervisor  and  senior  space  buyer. 

Constance  Valesy,  formerly  with  Kenyon  & 
Eckhardt,  N.  Y.,  to  Norman,  Craig  &  Kummel, 
N.  Y.,  as  group  art  director. 

James  R.  Cannon,  media  department,  Compton 
Adv.,  N.  Y.,  to  account  handling  department  as 
assistant  account  executive. 

Pete  Coley,  timebuyer,  Al  Paul  Lefton  Inc., 
N.  Y.,  to  Crusade  for  Freedom  there  as  news- writer. 

Kenneth  D.  Clapp,  at  one  time  with  Yankee 

Network,  to  Charles  F.  Hutchinson  Inc.,  Bos- 
ton. 

Dick  Zimbert,  formerly  assistant  to  Raymond 
A.  Jones,  AFTRA  Chicago  office,  to  staff  of 
Leo  Burnett  Co.,  same  city. 

Jack  Galub,  public  relations  consultant,  ap- 
pointed managing  director,  Bennett  Assocs., 

Inc.,  N.  Y.,  public  relations  division  of  Victor 
A.  Bennett  Co.,  N.  Y.  advertising  agency. 
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Pulse 

New  Pulse  Shows  Fabulous  Growth 

of  WGTO  Florida  Audience 

6  a.m 
WGTO 
Station  A 
Station  B 
Station  C 
Station  D 
Station  E 

Here's  the  Four  County  Market County 
Hillsborough 
Pinellas 
Polk 
Orange 

Population  Retail  Sales  Radio  Families 
328,000  $  357,084,000  96,400 
224,700  $  324,098,000  78,800 
160,100  $  165,635,000  45,500 
177,400    $   253,430,000  54,100 

890,200  $1,100,247,000 

Here  is  up-to-the-minute  proof  of  W«GTO's  fabulous 
growth  in  the  booming  Florida  market.  Only  ten 
months  after  W'GTO  went  on  the  air  this  lusty 
"regional"  station  is  beating  "local"  stations  right in  their  own  back  yards. 

Pulse  survey  of  four  Florida  counties;  Hillsborough 
(Tampa),  Pinellas  (St.  Petersburg),  Orange  (Orlando) 
and  Polk  (Lakeland)  shows  WGTO  tied  for  the 
morning  audience  and  a  close  second  in  the  after- 

noon. These  four  counties  have  a  large  percentage 

of  the  total  radio  families  in  W'GTO's  primary  cov- 
erage area  of  30  Florida  counties.  Project  the  Pulse 

survey  and  you'll  see  the  tremendous  coverage  that 
only  W'GTO  offers  in  this  rich  expanding  Florida 
market  having  a  total  population  of  a  million  and 
one  half  and  retail  sales  of  one  billion,  800  million. 

Why  buy  45  stations  when  W*GTO  gives  you  cover- 
age with  one  station,  one  contract,  at  a  fraction  of 

the  cost?  Every  minute  is  a  good  minute  on  WGTO 
with  the  best  radio  news  coverage  and  finest  musical 
programming  in  Florida.  Why  not  spend  a  minute 
with  Adam  Young,  Inc.  or  Gene  Hill,  W'GTO  Gen- eral Manager? 

WGTO 

UNDENIABLY  FLORIDA'S  BEST  RADIO  BUY 10,000  Watts  540  K.  C. 

Write,  Wire  or  Phone: 
W*GTO,  Haines  City,  Florida 

Haines  City  6-261 1 

or 

Adam  Young,  Inc. 
New  York    •    Chicago    •    St.  Louis 

•  Los  Angeles  ♦  San  Francisco  •  Boston 
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Advance  Schedule 

Of  Network  Color  Shows 

(All  times  EDT) 

CBS-TV 

Sept.  26  (8-9  p.m.)  Arthur  Godfrey  Show, 
participating  sponsors  (also  Oct.  3,  10, 
17,  24,  31). 
Oct.  2  (9:30-10  p.m.)  Red  Skelton  Show, 
Pet  Milk  through  Gardner  &  S.  C.  John- 

son &  Son  through  Needham,  Louis  & 
Brorby  on  alternate  weeks  (also  Oct.  9, 
16,  23). 

Oct.  3  (8-9  p.m.)  Arthur  Godfrey  Show, 
participating  sponsors  (also  Oct.  10  17, 
24,  31). 
Oct.  6  (9:30-11  p.m.)  Ford  Star  Jubilee, 
Ford  Motor  Co.  through  J.  Walter 
Thompson  Co. 
Oct.  12  (3:30-4  p.m.)  Bob  Crosby  Show, 
participating  sponsors  (also  Oct.  19,  26). 
Oct.  14  (1-1:30  p.m.)  Heckle  &  Jeckle 
Show,  sustaining  (also  Oct.  21,  28). 

NBC-TV 

Sept.  24  (7:30-7:45  p.m.)  Golden  Touch 
of  Frankie  Carle  sustaining  (also  Oct.  1 ). 

Sept.  24-28  (3-4  p.m.)  Matinee,  partici- 
pating sponsors  (also  Oct.  1-5,  8-12,  15- 

19,  22-26,  29-31). 
Sept.  24-28  (7:45-8  p.m.)  NBC-TV  News 
Caravan,  various  sponsors  and  agencies. 

Sept.  25  (8:30-9  p.m.)Noah's  Ark,  Liggett 
&  Myers  through  McCann-Erickson  (also 
Oct.  2,  9,  23,  30). 
Sept.  26  (10-10:30  p.m.)  This  Is  Your 
Life,  Procter  &  Gamble  through  Benton 
&  Bowles. 

Sept.  27  (10-11  p.m.)  Lux  Video  Theatre, 
Lever  Bros.  Co.  through  J.  Walter 
Thompson  Co.  (also  Oct.  4,  11,  18,  25). 
Sept.  28  (8-8:30  p.m.  Truth  or  Conse- 

quences, Toni  Co.  through  North  Adv. 
and  P.  Lorillard  through  Lennen  & 
Newell. 

Sept.  29  (9-10:30  p.m.)  Saturday  Spectac- 
ular, "Esther  Williams'  Aqua-Spectacle," 

RCA  through  Kenyon  &  Eckhardt  and 
Oldsmobile  through  D.  P.  Brothers. 

Sept.  29  (10-11  p.m.)  Perry  Como  Show, 
participating  sponsors  (also  Oct.  6,  13,  , 
20,  27). 

Sept.  30  (9-9:55  p.m.)  Alcoa  Hour,  Alu- 
minum Co.  of  America  through  Fuller  & 

Smith  &  Ross  (also  Oct.  14) 
Oct.   3    (9-10   p.m.)   Kraft  Television 
Theatre,  Kraft  Foods,  through  J.  Walter 
Thompson  Co.  (also  Oct.  10,  17,  24,  31). 
Oct.  5  (8:30-9  p.m.)   Walter  Winchell 
Show,  Toni  through  North  Adv.  and  R.  J. 
Reynolds  Co.  through  Wm.  Esty  on  alter- 

nating weeks  (also  Oct.  12,  19,  26). 
Oct.  5  (9-10  p.m.)  Dinah  Shore  Show, 
Chevrolet  through  Campbell-Ewald. 
Oct.  7  (9-10  p.m.)  Goodyear  Playhouse, 
Goodyear  Tire  &  Rubber  Co.  through 
Young  &  Rubicam. 

Oct.  8  (9:30-10:30  p.m.)  Robert  Mont- 
gomery Presents,  Schick  through  War- 

wick &  Legler  and  S.  C.  Johnson  &  Son 
through  Needham,  Louis  &  Brorby  on 
alternating  weeks  (also  Oct.  22,  29). 

Oct.  15  (8-9:30  p.m.)  Producers'  Show- 
case, "The  Letter,"  RCA  and  Whirlpool 

through  Kenyon  &  Eckhardt,  Al  Paul 
Lefton  and  Grey. 

[Note:  This  schedule  will  be  corrected  to 
press  time  of  each  issue  of  B«T] 
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World-wide  tv  and  theatrical 

newsfilm  interests  decline  to 

accept  Olympic  Games  Com- 

mittee's proposal  for  'limited 

coverage'  of  event. 

THE  ISSUE  of  television's  access  to  news  events 

that  embody  "commercial  value"  flared  up  again 
last  week  when  world-wide  television  and  the- 

atrical newsfilm  interests  announced  they  will 
not  be  able  to  exhibit  any  film  of  the  Melbourne 

Olympic  Games  because  of  "restrictions  im- 

posed by  the  Australian  Olympics  Committee." 
The  games  will  be  held  Nov.  22-Dec.  8. 
A  joint  statement  declining  to  accept  the 

Olympic  Games  Committee's  proposal  for  "lim- 
ited coverage"  of  the  event  was  released  last 

week  by  CBS,  NBC,  The  Newsreel  Assn.  of 
Great  Britain  and  Ireland,  The  Newsreel  Assn. 

of  the  U.  S.,  The  Newsreel  Assn.  of  Europe, 

United  Press  Movietone  News,  INS-Telenews. 
The  Canadian  Broadcasting  Corp.,  Independent 
Television  News  Service  and  all  members  of 

European  Broadcasting  Union.  The  statement 
said: 

"These  news  film  organizations  have  been 
denied  the  right  freely  to  cover  the  games  them- 

selves. They  also  have  refused  to  accept  an  offer 

made  by  the  Olympic  Games  Committee  to  pro- 
vide the  newsreels  with  certain  limited  coverage 

under  a  plan  which  would  have  denied  the 
news-gathering  organizations  any  freedom  of 
selection  of  film  or  any  control  over  the  cost 
of  that  film. 

"The  restrictions  were  imposed  by  the  Aus- 
tralian Olympic  Committee  through  an  agent, 

Fremantle  Overseas  Radio  &  Television  Inc., 
represented  by  Paul  Talbot  of  New  York.  This 
company  was  appointed  by  the  committee  to 
handle  commercial  exploitation  of  films  of  the 

games. "These  news  film  organizations  offered  to 
form  a  pool  to  cover  the  games  at  their  own 
cost,  and  agreed  to  limit  the  use  of  their  film 
to  a  maximum  of  three  minutes  in  any  one 
newsreel  or  newscast,  up  to  a  total  of  nine 
minutes  per  day.  In  addition,  they  offered  to 

provide  the  committee  free  of  cost  with  a  com- 
plete copy  of  their  coverage  of  the  games.  The 

committee  would  have  had  the  full  rights  to 
sell  this  film  commercially  and  distribute  it  to 
sports  organizations,  universities  and  similar 
bodies.  The  committee  could  also  have  sold 
the  newsreel  rights  to  the  material  in  countries 
not  covered  by  the  pool. 

"These  organizations  would,  in  addition,  have 
paid  the  Olympic  Committee  for  whatever  film 
they  wanted  to  use  in  their  programs — other 
than  regularly  scheduled  news  and  sports  news 

programs. 
"Talbot  refused  this  offer.  Instead  he  an- 

nounced the  committee  itself  would  film  the 

games  and  provide,  at  cost,  up  to  three  minutes 

of  film  daily  to  theatrical  and  television  news- 
reels.  This  meant  that  the  newsreel  organiza- 

tions were  excluded  from  the  games  unless  they 
were  willing  to  accept  the  previous  restrictions 
which  Talbot  had  laid  down.  It  also  would 
have  meant  that  they  were  excluded  from  the 
right  of  choosing  the  items  that  would  fill  the 
three  minutes  daily  if  they  purchased  the  film 
from  Talbot  and  the  committee.  This  meant, 
in  effect,  handing  over  entirely  their  editorial 
rights,  and  faced  them  with  the  possibility  of 
having  material  which  was  unsuitable  for  dif- 

ferent audiences  and  over  the  cost  of  which 

they  had  no  control. 

"After  more  than  one  year  of  negotiations, 
first  with  the  committee  and  later  with  Talbot, 
the  American,  British  and  European  theatrical 
and  television  news  film  organizations  today  ad- 

vised Talbot: 

"  'In  view  of  your  reply,  dated  Sept.  1,  1956, 
to  the  letter  of  Sept.  11,  it  is  clear  that  the  film 
news  pool  will  not  be  able  to  provide  the  mini- 

mum proper  news  service  to  the  public.  You 
have  made  it  impossible  for  the  pool  to  cover 

the  XVI  Olympic  Games  because  of  the  restric- 
tions you  have  imposed. 

"  'With  reference  to  your  suggestion  that  the 
Olympic  Committee  provide  the  film  material, 
every  member  of  the  film  pool,  each  a  legiti- 

mate news  gathering  organization,  is  most 
strongly  opposed  to  a  method  which  interferes 
with  legitimate  newsgathering  and  denies  them 
basic  editorial  and  production  rights.  We  are 

quite  certain  that  the  Australian  Olympic  Com- 
mittee has  not  made  the  same  offer  of  restricted 

coverage  to  newspapers,  news  agencies  or  radio 

organizations  of  the  world.'  " A  spokesman  for  the  tv-theatrical  newsreel 

interests  told  B»T  that  the  history  of  "diffi- 
cult relationship"  with  the  Australian  Olympic 

Committee  dates  back  to  more  than  a  year  ago 
when  the  committee  at  first  was  reluctant  to 

recognize  theatrical-tv  newsfilm  as  news  media 

and  planned  "outright"  commercial  sponsorship 
of  newsfilm  coverage.  After  considerable  nego- 

tiations, he  said,  a  meeting  was  held  at  NBC 
headquarters  last  July  23,  at  which  notes  were 

taken  on  various  proposals  and  a  "verbal  agree- 
ment" reached  by  spokesmen  representing  both 

the  tv-theatrical  newsreel  interests  and  the 

Olympic  Committee. 

Key  Item  in  Proposal 

One  of  the  key  items  in  the  "verbal  agree- 
ment," he  said,  called  for  a  total  of  nine  minutes 

a  day  on  tv  news  programs,  but  does  not  include 
re-use  of  the  films.  As  an  example,  he  added, 
a  station  could  use  three  minutes  on  one  pro- 

gram, three  minutes  on  another  and  three  min- 
utes on  a  third,  and  if  it  so  desired,  could  repeat 

any  or  all  of  the  three-minute  segments  on  sub- 
sequent news  or  sports  programs.  The 

industry  spokesman  said  this  "verbal  agree- 
ment" was  mimeographed  and  sent  to  all 

parties  concerned.  Mr.  Talbot  rejected  the 

"verbal  agreement"  on  Sept.  13  and  substituted 
a  proposal  that  tv  and  theatrical  newsreels 
cannot  accept,  the  spokesman  said. 

Mr.  Talbot,  in  a  telephone  interview  with 

B«T,  contended  that  a  "verbal  agreement"  was 
not  reached  at  the  July  23  meeting.  He  claimed 
that  what  the  Tv-Theatrical  Newsreels  now  call 

a  "verbal  agreement"  was  "merely  the  notes 
of  the  meeting."  After  the  meeting  was  held, 
he  said,  "these  notes"  were  mimeographed  and 
distributed  to  the  persons  who  had  attended  the 
July  23  meeting,  but  we  were  led  to  believe 

that  these  notes  constituted  a  "verbal  agree- ment."   He  continued: 

"In  the  meantime,  the  political  conventions 
intervened  and  we  found  it  difficult  to  hold  a 

meeting  until  after  the  conventions.  The  com- 
mittee decided  to  reject  this  proposal  and  we 

offered  the  three-minute  proposal,  which  the 
tv-theatrical  newsfilm  group  suggested  them- 

selves last  April." 
Mr.  Talbot  also  challenged  the  joint  state- 

ment on  various  points.  He  said  the  news- 
gathering  organizations  could  have  freedom  of 
selection  of  film,  if  they  elected  to  form  a  pool 
for  coverage.    In  this  event,  he  said,  he  offered 

Broadcasting   •  Telecasting 



The 

Special 

Hospitality. . . 

The  special  hospitality  of  the  South 

is  a  distinctive  hallmark,  enduring  from 

generation  to  generation.  Warm  welcome  for 

friend  or  stranger  alike  begins  with  earliest 
Southern  history. 

Today,  this  distinguishing  characteristic  finds 

its  reward  in  more  tangible  ways  as  the  enthusi- 
astic welcome  and  special  consideration  of  our 

Southern  communities  attract  increasing  numbers 

of  industries. 

Richmond's  newest  television  station,  WRVA-TV, 

also  combines  traditions  of  the  past  with  today's 

progress.  For  well  over  a  quarter-century  WRVA 

Radio  — forebear  of  WRVA-TV— has  been  winning 

thousands  of  Richmond  listeners  through  excellence 

of  entertainment,  strong  civic  cooperation  and 

experienced,  competent  management. 

These  same  qualities  are  handed  along  to  WRVA-TV— 

equally  pledged  to  the  service  of  Richmond  and  its 

environs.  To  the  television  families  of  Richmond,  these 

traditions  are  a  powerful  catalyst.  They  mean  that 

WRVA-TV  belongs  to  Richmond  as  no  other  television 

station  ever  has  — or  can. 

Represented  nationally  by  Harrington,  Righter  and  Parsons,  Inc. 

WRVA-TV 

12 

Richmond,  Va. 

C BS  Basic  Channel 

C.  T.  Lucy,  President    Barron  Howard,  Vice  President  and  General  Manager    James  D.  Clark,  Jr.,  Sales  Manager 
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them  the  right  to  choose  a  "senior  editor," who  could  select  the  three  minutes  of  footage 
for  exhibition  on  tv  and  in  theatrical  newsreels 

and  including  re-use  privileges.  Mr.  Talbot 
contended  that  his  procedure  is  not  interfering 

with  "legitimate  newsgathering,"  as  charged  in 
the  joint  statement,  in  that  three  minutes  of 

coverage  on  tv  and  newsreels  is  accepted  prac- 

tice in  a  sports  event  having  "inherent  com- 
mercial value." 

Mr.  Talbot  said  it  has  not  been  decided  what 

type  of  program  will  be  offered  for  commercial 

sponsorship  on  the  tv  network,  adding  the 

program  probably  will  be  offered  twice  a  week 
and  will  run  either  15  or  30  minutes. 

UA  Said  Readying  Release 

Of  Post  '48  Films  to  TV 

UNITED  ARTISTS  CORP.  last  week  was  re- 
ported to  be  in  the  process  of  arranging  for 

distribution  to  television  of  200  additional  post 
1948  feature  films  following  recent  sales  to 
WRCA-TV  New  York  and  KNXT  (TV)  Los 

Angeles  of  39  post-1948  films  [B»T,  Sept.  10]. 
Spokesmen  for  both  United  Artists  and  the 

stations  were  loathe  to  discuss  the  method 

that  UA  employed  to  arrange  for  union  clear- 
ances of  the  initial  package.  A  UA  official  de- 
clined details,  but  pointed  out  that  since  the 

company  is  a  distribution  company  exclusively, 
it  had  no  contracts  with  the  various  talent 
unions.  He  added  that  some  of  the  films  were 
produced  abroad  and  therefore  not  bound  by 
any  agreements  with  unions  in  this  country. 
The  UA  official  indicated  that  clearance  prob- 

lems also  were  smoothed  by  "certain  circum- 
stances," mentioning  that  some  features  were 

obtained  on  foreclosure  and  others  from  pro- 
ducers who  are  no  longer  in  business,  but  he  de- 
clined to  elaborate. 

He  reported  that  the  initial  package  of  films 

has  been  "tentatively  cleared"  by  the  American 
Federation  of  Musicians  and  said  UA  expects 

"no  difficulty"  in  reaching  a  final  agreement 
with  the  musicians  union.  He  hinted  that  clear- 

ance was  not  necessary  from  other  unions,  but 
preferred  not  to  discuss  the  matter. 

Hygo  U-l  Series  in  14  Markets 
After  Six  Weeks  Distribution 

HYGO  Television  Films,  New  York,  has  an- 
nounced the  sale  of  its  package  of  31  Univer- 

sal-International serials  in  14  markets  in  the 
six  weeks  the  package  has  been  in  distribution. 
Among  the  major  market  sales  reported: 
CKLW-TV  Detroit-Windsor,  KOTV  (TV) 
Tulsa,  WKY-TV  Oklahoma  City,  KSL-TV  Salt 
Lake  City  and  KRON-TV  San  Francisco. 

A  Hygo  spokesman  said  the  company  cur- 
rently is  negotiating  a  distribution  arrangement 

with  Telefilm  of  Canada  to  handle  the  Uni- 
versal serials  there.  The  serials  were  produced 

by  U-I  from  1935-48  and  contain  over  400 
episodes,  with  titles  including  Royal  Mounted 
Rides  Again,  Jungle  Queen,  Master  Key  and 
Gang  Busters. 

Disney  Productions  Issues 

$7.5  Million  Debentures 

WALT  DISNEY  Productions,  Burbank,  Calif., 
last  week  filed  a  registration  statement  with 
the  Securities  &  Exchange  Commission,  Wash- 

ington, relative  to  the  issuance  of  $7.5  million 
in  debentures. 

The  debentures  are  to  be  dated  Sept.  1,  1956, 
and  are  to  mature  Sept.  1,  1976,  with  interest 
payable  semi-annually.  They  will  be  in  denomi- 

nations of  $500  and  $100  and  may  be  converted 
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into  common  stock  prior  to  Sept.  1,  1966.  unless 
previously  redeemed. 
The  securities  may  not  be  sold  nor  may 

offers  to  buy  be  accepted  prior  to  the  time  the 
registration  statement  with  the  SEC  becomes 
effective.  Underwriter  is  Kidder,  Peabody  & 

Co.,  Chicago,  and  the  trustee  is  the  Bank  of 
America  National  Trust  &  Savings  Assn.,  Los 

Angeles. 

National  Telefilm  Seeks 

20th  Century-Fox  Movies 
NATIONAL  Telefilm  Assoc.,  New  York,  last 
week  was  reported  to  be  in  the  closing  stages 
of  a  transaction  with  20th  Century-Fox  for  the 

acquisition  of  tv  distribution  rights  to  "a  large 
number"  of  the  studio's  pre-1948  feature  films. 
Though  spokesmen  for  both  companies 

acknowledged  that  discussions  were  underway, 
neither  would  give  details.  It  was  indicated  that 

if  agreement  is  reached,  NTA  would  not  ac- 
quire rights  to  the  entire  library  but  to  several 

hundred  films.  Several  months  ago,  NTA  ob- 
tained rights  to  52  20th  Century-Fox  features 

under  a  leasing  arrangement  and  it  was  con- 
sidered probable  that  a  similar  transaction  was 

under  consideration  last  week. 

Reports  of  these  discussions  and  announce- 
ment on  Sept.  1 1  of  the  start  of  operations  of 

the  NTA  Film  Network  [B«T,  Sept.  17]  ap- 

parently stepped  up  trading  of  NTA's  common stock  on  the  American  Stock  Exchange.  Prior 
to  the  NTA  Film  Network  announcement,  stock 
stood  at  about  4Vs  and  last  Wednesday  had 
risen  to  7%.  An  NTA  spokesman  said  more 
than  50,000  shares  of  stock  were  traded  during 
the  first  three  days  of  last  week. 

Eight  Added,  Two  Return 

As  TPA  Account  Executives 

IN  what  was  termed  "the  largest  one-time  sales 
staff  for  a  tv  film  distributor,"  Television  Pro- 

grams of  America  last  week  reported  eight  new 
account  executives  have  joined  the  sales  staff 
and  two  others  have  rejoined  the  company. 

New  TPA  account  executives  and  their  for- 
mer business  association  are:  Russell  (Russ) 

Clancy,  Ziv  Television  Programs;  Saul  Malisow, 

20th  Century-Fox'  Minneapolis  exchange;  Mark 
Finley,  promotion  manager  of  the  Boston  Post; 
Arthur  Spirt,  real  estate  business;  Warren  Glin- 
ert,  MCA  TV  Film  Syndication  Div.;  Richard 
C.  Hurley,  Schmidt  Lito  Co.;  Bruno  Lansing, 
Louis  G.  Cowan  Inc.  and  Howard  (Don) 
Smolen,  sales  manager  of  the  Baby  Butler  Corp. 
The  two  account  executives  who  have  rejoined 
TPA  are  Barry  Winston,  who  became  part 
owner  of  WQSN  Charleston,  S.  C,  several 
months  ago  and  will  retain  that  interest,  and 

Harvey  Fichter,  who  resigned  from  TPA  re- 
cently for  reasons  of  health. 

ABC  Film  Plans  New  Series 

PLANS  for  a  half-hour  tv  film  adventure  series 
based  upon  news  stories  written  by  foreign 

correspondents  who  are  members  of  the  Over- 
seas Press  Club  were  announced  last  week  by 

George  T.  Shupert,  president  of  ABC  Film 
Syndication  and  Bernard  Luber,  producer  of 
the  series. 

Tentatively  titled  Byline,  the  series  will  be 
produced  by  Mr.  Luber  on  location  in  the 
countries  where  the  stories  happened,  and  at 
the  Associated  British  Pictures  Corp.  studios  in 
London.  The  series  will  be  available  for  sale 

through  ABC  Film  about  Feb.  1,  1957. 

RKO  TO  ENLARGE  OUTPUT 

OF  TV  FILM  PRODUCTION 

Distribution  rights  to  two  new 

series,  'Aggie'  and  'Sailor  of 
Fortune/  also  acquired,  RKO 

Teleradio  executive  says. 

ACCELERATION  in  activities  at  RKO  Tele- 
vision was  indicated  last  week  when  Robert 

L.  Manby,  vice  president  of  RKO  Teleradio 
Pictures,  announced  plans  to  enlarge  tv  film 
production  output  and  disclosed  signing  of  a 
distribution  contract  for  two  new  series. 

Since  its  reorganization  into  General  Tele- 
radio Div.  of  the  parent  company  last  spring. 

RKO  Television's  activities  in  the  tv  film  dis- 
tribution field  have  been  modest.  In  the  past 

few  months,  Mr.  Manby  said,  the  unit  has  or- 
ganized a  distribution  organization  of  more 

than  40  sales  representatives  throughout  the 

country  and  is  prepared  to  operate  more  ex- tensively. 

The  two  new  half-hour  tv  film  series  to  be 
distributed  by  RKO  Television,  Mr.  Manby 

revealed,  are  Aggie,  a  comedy-adventure  serial 
based  on  the  adventures  of  a  young  fashion 
buyer  in  Europe,  and  Sailor  of  Fortune,  an 
adventure  program  with  a  European  setting. 
American  and  Canadian  tv  distribution  rights 
to  the  series  were  obtained  by  RKO  Television 
from  BDA  Inc.,  New  York. 

Although  plans  are  underway  to  activate 
the  production  facilities  of  RKO  Pathe  for  the 
creation  of  television  films  for  RKO  Televi- 

sion's future  distribution  needs,  Mr.  Manby 

pointed  out  that  "for  immediate  needs,"  pro- 
gramming must  be  procured  from  outside  pro- 

ducers. As  to  plans  for  the  future  production, 

he  said  Peter  Robeck,  RKO  Television's  gen- 
eral manager  was  to  leave  for  Hollywood  over 

the  weekend  for  conferences  with  William 

Dozier,  RKO  Teleradio  Pictures'  vice  president 
in  charge  of  production,  and  Fred  Ahern,  RKO 
Pathe  vice  president. 

Other  product  in  the  current  RKO  Televi- 
sion catalogue  includes  52  RKO  Radio  feature 

films  for  national  sale  only,  48  other  feature 
films,  cartoons  and  the  following  tv  film  series: 
The  Big  Idea,  War  in  the  Air,  Greatest  Drama, 
Gangbusters  and  Uncommon  Valor. 

Before  leaving  for  Hollywood,  Mr.  Robeck 
i'.nnounced  that  William  Finkeldey  has  been 
named  syndicated  sales  manager  for  RKO  Tele- 

vision. Mr.  Finkeldey  has  been  associated  with 
the  original  film  division  since  its  organization 
by  General  Teleradio  Inc.  in  1954  as  a  sales 
executive  in  New  York.  Previously,  he  had 
been  with  CBS-TV  Film  Sales. 

Wilding  Appoints  Three 

THREE  executive  appointments  have  been  an- 
nounced at  Wilding  Picture  Productions  Inc., 

Chicago,  as  part  of  a  realignment  dictated  by 

the  company's  expansion  in  the  film  produc- tion field.  C.  H.  Bradfield  Jr.  announced  the 

appointments  of  L.  S.  Thompson  as  executive 
vice  president;  James  A.  Kellock,  vice  presi- 

dent and  general  manager,  and  Jack  A.  Rhein- 
strom,  vice  president  in  charge  of  sales.  Wild- 

ing produces  tv,  industrial,  sales  training  and 
other  films. 

Asher  Contract  Renewed 

IRVING  ASHER,  executive  in  charge  of  pro- 
duction for  the  20th  Century-Fox  subsidiary. 

TCF  Television  Productions,  has  had  his  con- 
tract extended  for  an  additional  two  years,  it 

was  announced  Thursday  by  20th  Century-Fox. 

Broadcasting    •  Telecasting 



KLTV  <>w  7 

TYLER— LONG  VIEW 

NBC  •  CBS  •  ABC 

for  Rich,  Industrial  East  Texas 

is  proud  to  make  three 

Important  Announcements 

•  NEW  REP-H-R  Television,  Inc. 

effective  October  1,  1956 

•  NEW  POWER -From  100,000  to 

MAXIMUM  316,000  WATTS 

on  or  about  October  1 

•  NETWORK  COLOR 

on  or  about  October  1 

The  only  TV  Station  for  500,000  EAST  TEXANS  in  the  Rich, 

Industrial  Area  of  East  Texas — the  4th  largest  market  in  Texas. 

MARSHALL  PENGRA,  GENERAL  MANAGER 

i  — 1 
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FILM 

THE  10  TOP  FILMS 

IN  10  MAJOR  MARKETS 

AS  RATED  BY  ARB  IN  AUGUST 

FROM  the  monthly  audience  surveys  of  American 
Research  Bureau,  B»T  each  month  lists  the  10  top 
rated  syndicated  film  programs  in  10  major  markets, 
selected  to  represent  all  parts  of  the  country  with 
various  degrees  of  competition.  Despite  all  precau- 

tions, occasional  errors  will  occur  in  these  tables,  due 
to  use  of  the  same  program  name  for  both  a  syndi- 

cated and  a  network  series  and  the  practice  of  some 
stations  of  substituting  local  titles  (such  as  [advertiser] 
Theatre)  for  real  program  names. 

NEW  YORK SEVEN-STATION  MARKET 

1.  Highway  Patrol  (Ziv)  Mon.     7:00  WRCA-TV 
2.  D.  Fairbanks  Presents  (ABC  Film)  Mon.   10:30  WRCA-TV 

Guy  Lombardo  (MCA-TV)  Thurs.   7:00  WRCA-TV 
4.  Ellery  Queen  (TPA)  Sun.      9:00  WPIX 

Science  Fiction  Theatre  (Ziv)  Fri.       7:00  WRCA-TV 
6.  Death  Valley  Days  (McC-E)  Wed.     7:00  WRCA-TV 
7.  Great  Gildersleeve  (NBC  Film)  Tues.     7:00  WRCA-TV 
8.  Racket  Squad  (ABC  Film)  Thurs.  10:30  WABC-TV 
9.  City  Detective  (MCA-TV)  Sun.      9:30  WPIX 

The  Falcon  (NBC  Film)  Fri.      10:30  WABC-TV 

MINNEAPOLIS- 
ST.  PAUL 

FOUR-STATION  MARKET 

CHICAGO FOUR-STATION  MARKET 

1.  Great  Gildersleeve  (NBC  Film)  Mon. 
2.  Highway  Patrol  (Ziv)  Thurs. 
3.  Science  Fiction  Theatre  (Ziv)  Sat. 

4.  Mayor  of  the  Town  (MCA-TV)  Sat. 
5.  Susie  (TPA)  Sat. 

Badge  714  (NBC  Film)  Tues. 

7.  City  Detective  (MCA-TV)  Fri. 
8.  Racket  Squad  (ABC  Film)  Tues. 
9.  San  Francisco  Beat  (CBS  Film)  Tues. 

10.  Mr.  District  Attorney  (Ziv)  Fri. 

9:30  WNBQ 

9:00  WBKB 
10:30  WNBQ 
10:00  WNBQ 

9:30  WBKB 

8:00  WGN-TV 
9:30  WGN-TV 
8:30  WGN-TV 
9:00  WGN-TV 

10:00  WBKB 

ATLANTA THREE-STATION  MARKET 

18.4 
10.8 
10.8 
9.6 
9.6 

9.3 7.6 
7.4 
7.1 
7.1 

1. Search  for  Adventure  (Bagnall) Tues. 8 :30 
WCCO-TV 

23.0 

2. Man  Behind  the  Badge  (MCA-TV) 
Fri. 9 :30 KSTP-TV 18.1 

3. Studio  57  (MCA-TV) Wed. 9 30 KSTP-TV 16.9 
4. Cross  Current  (Official) Sun. 8 30 WCCO-TV 16.6 
5. 

Secret  Journal  (MCA-TV) Thurs. 7 00 WCCO-TV 14.8 
6. Celebrity  Playhouse  (Screen  Gems) Sun. 8 

30 
KSTP-TV 

14.1 
Life  of  Riley  (CBS  Film) Mon. 8 30 

KSTP-TV 
14.1 

Rosemary  Clooney  (MCA-TV) Mon. 9 00 WCCO-TV 
14.1 

9. Highway  Patrol  (Ziv) Sat. 10 00 WCCO-TV 13.8 
10.  I  Led  3  Lives  (Ziv) Wed. 8 30 

KSTP-TV 
13.4 

19.8 17.8 

17.7 
14.2 

13.9 
13.9 

13.2 
12.6 
10.6 

10.4 

LOS  ANGELES SEVEN-STATION  MARKET 

1.  Highway  Patrol  (Ziv) 
2.  Code  3  (ABC  Film) 

Badge  714  (NBC  Film) 
Science  Fiction  Theatre  (Ziv) 

5.  Life  of  Riley  (NBC  Film) 
6.  I  Led  3  Lives  (Ziv) 
7.  Confidential  File  (Guild) 
8.  Search  for  Adv.  (Bagnall) 
9.  Susie  (TPA) 

10.  My  Little  Margie  (Official) 

3. 
4. 

Mon. 
9:00 

KTTV 
18.9 

Mon. 
9:30 KTTV 18.5 

Sat. 7:30 
KTTV 17.7 

Mon. 8:00 
KTTV 17.0 

Mon. 8:30 
KTTV 

15.8 
Sat. 8:30 KTTV 

14.8 

Sun. 9:30 
KTTV 14.1 

Thurs. 
7:00 

KCOP 
13.5 

Sat. 8:00 
KTTV 

13.2 
Mon. 

7:30 
KTTV 

13.0 

SEATTLE- TACOMA 
FOUR-STATION  MARKET 

1.  Waterfront  (MCA-TV)  Wed. 
2.  Death  Valley  Days  (McC-E)  Sun. 
3.  Badge  714  (NBC  Film)  Fri. 
4.  Highway  Patrol  (Ziv)  Thurs. 
5.  Celebrity  Playhouse  (Screen  Gems)  Thurs. 
6.  Ray  Milland  (MCA-TV)  Mon. 
7.  Search  for  Adventure  (Bagnall)  Wed. 
8.  Code  3  (ABC  Film)  Fri. 
9.  Science  Fiction  Theatre  (Ziv)  Thurs. 

10.  Judge  Roy  Bean  (Screen  Craft)  Mon. 

9:30  KOMO-TV 
9:30  KING-TV 
9:30  KING-TV 
7:00  KOMO-TV 
8:00  KOMO-TV 

9:30  KOMO-TV 
7:30  KING-TV 

10:00  KING-TV 
9:30  KING-TV 
8:30  KING-TV 

WASHINGTON FOUR-STATION  MARKET 

1.  Celebrity  Playhouse  (Screen  Gems)  Tues.   10:30  WTOP-TV 
2.  Ramar  of  the  Jungle  (TPA)  Wed.     7:00  WTOP-TV 
3.  Superman  (Flamingo)  Tues.     7:00  WRC-TV 
4.  Science  Fiction  Theatre  (Ziv)  Sun.      6:00  WMAL-TV 
5.  Wild  Bill  Hickok  (Flamingo)  Thurs.  7:00  WRC-TV 
6.  Secret  Journal  (MCA-TV)  Sun.      6:30  WMAL-TV 

Eddy  Arnold  (Schwimmer)  Fri.      10:30  WMAL-TV 
8.  Range  Rider  (CBS  Film)  Mon.     7:00  WTOP-TV 
9.  Highway  Patrol  (Ziv)  Fri.  7:30  WTOP-TV 

10.  Public  Defender  (Interstate)  Thurs.  10:30  WTOP-TV 

COLUMBUS THREE-STATION  MARKET 

1.  City  Detective  (MCA-TV) 
2.  I  Led  3  Lives  (Ziv) 
3.  Superman  (Flamingo) 
4.  Highway  Patrol  (Ziv) 
5.  Science  Fiction  Theatre  (Ziv) 

6.  Man  Behind  the  Badge  (MCA-TV) 
Racket  Squad  (ABC  Film) 

8.  Secret  Journal  (MCA-TV) 
9.  Celebrity  Playhouse  (Screen  Gems) 

10.  Wild  Bill  Hickok  (Flamingo) 

CLEVELAND THREE-STATION  MARKET BOSTON TWO-STATION  MARKET 

28.2 

28.0 
25.4 
23.8 23.1 
21.3 

20.4 19.4 

19.2 
18.7 

12.3 
12.2 

12.1 
9.8 
9.6 
8.8 
8.8 
7.9 

7.8 
7.6 

Sat. 10:00 WSB-TV 21.8 
1. Hrghway  Patrol  (Ziv) Tues. 9:30 

WBNS-TV 
39.3 

Mon. 9:30 WSB-TV 18.0 2. Man  Called  X  (Ziv) Fri. 8:30 
WBNS-TV 

18.2 
Fri. 7:00 WSB-TV 17.4 

3. Death  Valley  Days  (McC-E) Sun. 8:30 WBNS-TV 17.8 
Fri. 10:00 WAGA-TV 16.2 

4. 

Annie  Oakley  (CBS  Film) 
Sat. 

6:00 
WBNS-TV 

16.6 
Tues. 9:30 WAGA-TV 15.7 

5. 

Superman  (Flamingo) 
Wed. 

6:00 
WBNS-TV 

16.2 
Sun. 2:30 

WSB-TV 
14.9 6. Judge  Roy  Bean  (Screen  Craft) Sun. 5:00 

WTVN-TV 
14.2 

Sun. 10:00 
WSB-TV 

14.9 

7. 

Wild  Bill  Hickok  (Flamingo) Tues. 
6:00 

WBNS-TV 
14.0 

Sun. 10:30 WSB-TV 14.2 8. Sheena  of  the  Jungle  (ABC  Film) Thurs. 
6:00 WTVN-TV 

13.5 

Sun. 2:00 WSB-TV 
14.1 

9. 

Crunch  &  Des  (NBC  Film) Thurs.  10:15 
WBNS-TV 12.0 

Thurs. 6:00 WLWA 13.8 10. Public  Defender  (Interstate) Mon. 10:15 WBNS-TV 

11.6 

1.  Highway  Patrol  (Ziv) 
Tues. 10:30 WJW-TV 26.1 

1. 

I  Led  3  Lives  (Ziv) Tues. 
8:30 WNAC-TV 

29.7 

2.  Man  Behind  the  Badge  (MCA-TV) 
Wed. 10:30 KYW-TV 16.3 2. Man  Behind  the  Badge  (MCA-TV) Sun. 

10:30 WNAC-TV 
23.4 

3.  Range  Rider  (CBS  Film) Sun. 7:00 WEWS 15.7 

3. 

Mr.  District  Attorney  (Ziv) Tues. 10:30 
WNAC-TV 

21.1 

4.  Science  Fiction  Theatre  (Ziv) Tues. 7:00 KYW-TV 
13.9 

4. Ellery  Queen  (TPA) Fri. 10:30 
WNAC-TV 

17.5 

5.  6  O'Clock  Adventure  (ABC  Film) 
Wed. 6:00 KYW-TV 13.1 5. Superman  (Flamingo) Fri. 6:30 

WNAC-TV 
15.1 

6.  Looney  Tunes  (Guild) Sat. 11  a.m. WJW-TV 12.2 
6. Highway  Patrol  (Ziv) Wed. 

10:30 WBZ-TV 
13.8 

7.  Captured  (NBC  Film) Sat. 10:30 WJW-TV 11.7 7. City  Detective  (MCA-TV) Fri. 
11:00 WNAC-TV 13.6 

8.  I  Led  3  Lives  (Ziv) Fri. 9:00 WEWS 
11.5 8.  Studio  57  (MCA-TV) Tues. 10:30 

WBZ-TV 13.4 
9.  Annie  Oakley  (CBS  Film) Sat. 6:30 WJW-TV 11.3 

9. 

The  Falcon  (NBC  Film) Sun. 
11:00 WNAC-TV 12.3 

10.  Captain  Gallant  (TPA) Sat. Noon KYW-TV 11.2 10. Dr.  Fu  Manchu  (Hollywood) Thurs. 8:00 WNAC-TV 
12.0 

Foreign  Intrigue  (Official) Sun. 10:00 WEWS 11.2 Wild  Bill  Hickok  (Flamingo) Tues. 6:30 
WNAC-TV 12.0 
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SURE  IT'S  THE  SAME  PICTURE... 

BUT  IT'S  THE  SAME  OLD  STORY  TOO! 

The  Pacific  Northwest  explodes  with  more  interest  and 

excitement  in  the  hydroplane  race  held  on  Seattle's  Lake 
Washington  every  summer  than  in  any  other  single  event.  And 

the  spectacle  annually  proves  KING-TV's  dominance 
of  the  Seattle-Tacoma  market. 

More  competitive  than  the  race  itself  is  the  battle  of  the  two 

television  channels  covering  the  event  to  win  the 

audience  ratings 

The  only  thing  consistent  about  the  finish  of  the 

big  race  among  the  world's  fastest  powerboats  is  that  KING-TV 
always  clobbers  the  competition.  The  picture  and  story 

are  the  same  again  this  year. 

According  to  ARB,  KING-TV  had  more  than  two  out 

of  every  three  viewers.  The  station  "lapped"  the  opposition  with 
69  per  cent  of  the  audience  tuned  to  Channel  5. 

Month  after  month,  year  after  year,  KING-TV  is 

top-rated  in  the  booming  Pacific  Northwest — morning,  noon 

and  night.  Check  any  rating.  Channel  5's  coverage 
of  the  annual  hydroplane  race  is  just  another  example  of 

KING-TV's  unrivaled  local  acceptance. 

Average  Telepulse  rating  for 

duplicate  coverage  of  Gold  Cup 
race,  Seattle,  August  5,  1956 

Channel  5  (KING-TV)  43.15 
Second  Seattle  Station  20.27 

FIRST  IN  SEATTLE 

KING-TV 
Channel  5 'ABC  100,000  Watts 

Ask  your  BLAIR  TV  Man 

Otto  Brandt,  Vice  President  and  General  Manager 



FILM 

local 

events  that  make  the 

news 

make  every  newscast  outstanding  on 

wfdf 

flint's  leading  news  station 

Local  events  that  make  news  require 

quick  and  accurate  coverage  ...  24  hours  a 

day.   And  WFDF's  full  time  local  news  staff  is  on  the 
spot  when  the  news  is  breaking  .  .  . 

on  the  air  hours  (and  even  days)  ahead  of  any 

other  local  news  source.    Flint  listeners  know 

it,  and  so  do  Flint  sponsors.    How  about  you? 

Katz  can  give  you  the  full  news  story  and 

WFDF  can  supply  a  day-by-day  breakdown  to 

show  you  just  how  far  they  lead  on  the  local 

news  scene.    You'll  see  for  yourself  why  Flint's 
leading  newscasts  are  on  WFDF — the  only  Flint 
station  with  its  own  full  time  local  news  bureau. 

wfdf    •    flint,  michigan 

nbc  affiliate 

Represented  nationally  by  the  Katz  Agency 

Associated  with:    WFBM  AM  &  TV  Indianapolis— 

WOOD  AM  &  TV  Grand  Rapids— 

WTCN  AM  &  TV  Minneapolis-St.  Paul 
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Triangle  Pays  $1  Million 

For  Popeye,  Warner  Films 
ASSOCIATED  Artists  Productions,  New  York, 

last  week  reported  the  sale  of  its  "Popeye"  and 
Warner  Bros,  animation  packages  for  about  $1 
million  to  Triangle  Publications  for  use  on 

Triangle's  five  tv  stations.  It  is  believed  to  be 
"one  of  the  largest  cartoon  purchases  on  rec- 

ord." 

The  stations  which  will  carry  the  cartoons 

are  WFLI-TV  Philadelphia,  WNHC-TV  New 
Haven,  Conn.,  WHGB-TV  Harrisburg,  Pa., 
WNBF-TV  Binghamton,  N.  Y.,  and  WNBF-TV 
Altoona,  Pa.  AAP  said  other  sales  on  the  two 

cartoon  packages  have  been  made  to  KFSD-TV 
San  Diego  and  KOAT-TV  Albuquerque,  N.  M. 

Transfilm  Inc.  Announces 

Expansion  Into  Tv  Programs 

IN  AN  expansion  of  its  activities,  Transfilm 
Inc.,  New  York,  last  week  announced  plans  for 
the  production  of  tv  film  programs  and  for 
feature-length  motion  pictures  for  theatres. 

Walter  Lowendahl,  executive  vice  president 
of  Transfilm,  observed  that  the  company  up  to 
this  point  has  been  engaged  almost  exclusively 
in  the  production  of  tv  film  commercials  and 
industrial  films.  Mr.  Lowendahl  said  that  Trans- 

film has  various  properties  under  consideration 
for  tv  film  production  and  also  plans  to  be  ac- 

tive in  the  live  tv  programming  field. 

With  its  news  plans,  Mr.  Lowendahl  said, 

Transfilm  has  appointed  Gary  Stevens  to  de- 
velop some  of  the  properties  the  company  is 

considering  for  tv  and  theatrical  production. 

Mr.  Stevens,  who  has  been  a  writer-producer- 
director,  recently  was  associated  with  Warner 
Bros,  as  executive  producer  and  general  man- 

ager of  its  tv  division.  Previously,  he  had  been 
with  Walt  Framer  productions.  Mr.  Stevens 
also  has  been  given  the  assignment  of  seeking 
out  other  properties  that  might  be  suitable  for 
the  different  entertainment  media,  including  tv, 
motion  pictures  and  broadway  stage. 

Allen  Named  Vice  President 

Of  Lewis  &  Martin  Films 

APPOINTMENT  of  Spencer  M.  Allen  as  vice 
president  of  Lewis  &  Martin  Flms,  Inc.,  Chi- 

cago, effective  Oct.  I,  was  announced  last  week 

by  Herschell  Lewis,  president  of  the  tv  and  mo- 
tion picture  company. 

Mr.  Allen,  veteran  newsman  who  recently 
resigned  as  director  of  news  operations  at  WGN 
Inc.  (WGN-AM-TV  Chicago),  will  be  responsi- 

ble for  public  relations  and  sales  promotion 
activities  of  the  film  firm,  according  to  Mr. 
Lewis.  Mr.  Allen  announced  his  resignation 
from  the  Chicago  Tribune  broadcast  properties 
last  month  [Closed  Circuit,  Aug.  20],  He  was 

credited  with  developing  the  award-winning 
Chicagoland  Newsreel  on  WGN-TV,  and  was 
recipient  of  a  Sigma  Delta  Chi  national  jour- 

nalist fraternity  award  in  1955. 

Rich  Joins  Gold  Productions 

RESIGNATION  of  Martin  (Mickey)  Rich  from 
the  management  of  Telson  Studios,  Long  Island 
City,  N.  Y.,  to  join  Mel  Gold  Productions,  New 
York,  as  production  supervisor  was  announced 
last  week  by  Melvin  L.  Gold,  president.  Mr. 
Rich  replaces  Robert  E.  Gips,  who  has  returned 
to  Hollywood  after  a  four-year  association 
with  Mr.  Gold.  Mr.  Rich  earlier  had  been  pro- 

ducer-director in  charge  of  tv  commercials  for 

Archer  Studios,  New  York,  and  a  film  consul- 
tant with  the  San  Francisco  office  of  the  Na- 

tional Safety  Council. 

Broadcasting    •  Telecasting 



Louisville's 

BEST  KNOWN  FIGURE 

The  WHAS-TV  Channel  11  figure  advises  viewers  to  watch 

"Weathervane"  at  10:40  nightly.  He  doffs  his  weather  beanie  on 
other  promotion  slides  and  appears  in  triplicate,  attracting  viewers 

to  the  "I  Led  3  Lives"  series  of  Lincoln  Income  Life 
Insurance  Company. 

Every  hour  of  the  day,  the  Channel  11  figure  reminds  viewers 

of  WHAS-TV's  well  produced  local  programs  and  selected 
national  spot  shows.  He  stands  for  the  best . . .  and 

everyone  knows  where  he  stands. 

He  should  remind  you  that  for  selling  results,  individual 

and  distinctive  treatment,  your  advertising  deserves  the  impact 

of  programming  of  character.  In  Louisville,  WHAS-TV 

programming  PAYS  OFF! 

Are  you  participating? 

VICTOR  A.  SHOLIS,  Director 
NEIL  CLINE,  Station  Mgr. 

Represented  Nationally  by  Harrington,  Righter  &  Parsons 
Associated  with  The  Courier-Journal  and  Louisville  Times 

BASIC  CBS-TV  Network 
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a-  FILM  

Increased  Movie  Role 

In  Tv  Logs  Stressed 

THE  MAGNITUDE  of  movies'  role  in  televi- 
sion programming  is  pointed  up  in  a  study  just 

completed  by  WOR-TV  New  York. 
It  shows  that  in  New  York  alone,  in  a  single 

week,  feature  films  accounted  for  27%  of  all 

program  hours  telecast — and  that  families  spent 
a  total  of  23,150,100  hours  watching  those 
films  during  that  week. 

Robert  M.  Hoffman,  WOR-AM-TV  director 
of  sales  planning  and  development,  whose  de- 

partment made  the  study,  hesitates  to  try  to 
project  the  New  York  findings  into  national 
figures.  It  can  hardly  be  done  with  certainty, 
he  points  out. 

But,  as  an  indication  of  what  the  national 
scope  might  be,  he  estimates  that  New  York 
viewing  amounts  to  5  to  10%  of  the  U.  S. 
total.  If  New  York  were  10%  and  New  York 
programming  and  viewing  habits  typical  of  the 
rest  of  the  country,  then  time  spent  in  watch- 

ing feature  films  in  the  U.  S.  would  come  to 
more  than  230  million  hours  a  week. 

The  WOR-TV  study  was  based  on  Telepulse 
ratings  for  April  1-7.  Highlight  findings — and 
the  figures  would  be  higher,  except  that  feature- 
length  westerns  were  omitted  from  the  anal- 

ysis— include  the  following: 

•  New  York's  seven  tv  stations  carried  195V2 
hours  of  feature  film  programs  during  the  week. 
This  total  represented  27%  of  all  program 
hours  on  New  York  tv  that  week. 

•  The  seven  stations  carried  a  total  of  92 
different  movies  during  the  week  (those  shown 
more  than  once  during  the  week,  as  in  the 

case  of  WOR-TV's  Million  Dollar  Movie,  were 
counted  only  once). 

•  The  23,150,100  hours  spent  watching  fea- 
ture films  represented  an  average  of  four  hours 

55  minutes  per  family.  Eliminating  the  ap- 
proximately 11%  of  families  which  do  not 

watch  feature  films  at  all,  WOR-TV  figures  that 
those  who  do  watch  movies  on  tv  average  five 
hour  32  minutes  a  week  with  tv  movie  fare — 
and  saw  the  equivalent  of  four  different  films. 

The  analysis  also  turned  up  one  other  find- 
ing that  WOR-TV  is  not  trying  to  hide:  That  its 

own  Million  Dollar  Movie  accounted  for  16.7% 
of  all  the  time  spent  watching  movies  on  tv 
in  New  York  during  the  study  week — or  a 
total  of  3,869,150  family  hours.  This  viewing 
total  for  one  series  (actually,  one  program  shown 
several  times  during  a  week),  WOR-TV  main- 

tains, exceeded  the  viewing  garnered  by  all 
film  programs  on  some  of  the  stations. 

By  stations,  the  number  of  hours  devoted 
to  feature  films  during  the  study  week,  and  the 
number  of  films  shown  on  each,  are  as  follows 
(but  Mr.  Hoffman  emphasized  that  these  figures 
are  not  representative  of  all  programming,  since 
several  stations  are  adding  more  feature  films 
to  their  lineups): 

No.  of 
Feature 

Station Hours Films 

WOR-TV 
43  Vz 14 

WABD  (TV) 42Y4 

14 WABC-TV 35 
12 

WPIX  (TV) 
253^ 

18 

WCBS-TV 
24^4 18 

WATV  (TV)  Newark 19 12 

WRCA-TV 5Vi 4 

Films  predominate  in 
WOR-TV's 

new  fall 

lineup,  accounting  for  approximately  88%  of 
its  programming.  Feature  films  alone  represent 
approximately  65%  of  its  fall  schedule  [B«T, 
Aug.  27]. 
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LAST  MINUTE  plans  for  the  introduction 
of  the  new  Dr.  Christian  series  on  tv  sta- 

tions in  three  eastern  cities  are  made  by 

(I  to  r)  C.  Frederick  Mueller,  executive 

vice  president  of  Mueller's  Macaroni  Prod- 
ucts Co.,  sponsor;  Leonard  Firestone,  New 

York  City  sales  manager  of  Ziv  Televi- 
sion, producers;  Walter  Ware,  tv  director 

of  Scheideler  &  Beck  agency,  and  Mac- 
donald  Carey,  star  of  the  series.  To 
premiere  the  week  of  Oct.  1,  the  show 

will  be  sponsored  by  Mueller  on  WABC- 
TV  and  WPIX  (TV)  New  York,  WRCV-TV 

Philadelphia  and  WNAC-TV  Boston. 

Increased  Billings  Reported 

By  Roach's  Commercial  Div. 
THE  Hal  Roach  Studios  Commercial  Div.  ex- 

pects a  67%  increase  in  total  billings  this  year 
over  the  $2,225,000  figure  accrued  in  1955, 

according  to  Sidney  S.  Van  Keuren,  vice  presi- 
dent-general manager. 

Mr.  Van  Keuren  based  his  advance  report 

from  billings  to  date,  which  nearly  equal  to- 
tal figures  for  the  entire  year  of  1955,  plus 

scheduled  business  for  the  remainder  of  this 
year.  Eleven  new  major  accounts,  together 
with  six  clients  currently  active  on  the  story 
boards,  account  for  the  overall  increase,  Mr. 
Van  Keuren  said. 

National  advertisers  who  bought  Roach  com- 
mercial film  service  for  the  first  time  this  year: 

Mennen  products,  Procter  &  Gamble,  Slender- 
ella  International,  AT&T,  Hills  Bros,  coffee, 
Chevrolet  Div.  of  General  Motors,  Richfield 

Oil,  the  Nestle  Co.,  and  Lucky  Lager  and  East- 
side  beers. 

TCF-TV  to  Film  'Mason' 
PILOT  film  of  the  hour-long  Perry  Mason  se- 

ries starring  Raymond  Burr  will  be  filmed  by 
TCF  Television  Productions  for  CBS-TV,  ac- 

cording to  John  K.  Brent,  TCF-TV  studio  man- 
ager. Producer  Ben  Brady  and  Executive  Pro- 
ducer Gail  Patrick  Jackson  plan  to  film  the 

first  show  on  a  five-day  shooting  schedule 
around  the  first  week  in  October. 

The  series  is  based  on  the  mystery  novels 
of  Erie  Stanley  Gardner  and  the  regular  cast, 
in  addition  to  Mr.  Burr,  will  include  Barbara 

Hale,  Ray  Collins,  William  Talman  and  Wil- liam Hopper. 

Seven  Buy  Big  10  Football 

SALE  of  Big  10  Highlights  filmed  football 
series  to  seven  stations  has  been  announced  by 
Alfred  D.  Levine,  Chicago,  who  is  handling 
midwest  sales.  Stations  which  have  contracted 
for  the  weekly  series,  produced  by  Sports  Tv 

Inc.,  Hollywood,  are  WTMJ-TV  Milwaukee, 
WBNS-TV  Columbus,  Ohio,  KRNT-TV  Des 
Moines,  WREX-TV  Rockford,  111.,  WISC-TV 
Madison,  Wis.,  WTVW  (TV)  Evansville,  Ind., 
and  educational  WKAR-TV  East  Lansing,  Mich. 

Terrytoons  Sets  Art  Course 

To  Develop  New  Animators 

IN  AN  ATTEMPT  to  develop  new  animators, 
new  animation  techniques  and  attract  fresh 
talent  to  the  Terrytoons  organization,  the  studio 
is  offering  a  free  course  in  animation  to  all 
beginners  in  cartooning. 

This  search  for  creative  talent  was  announced 

last  week  by  William  M.  Weiss,  general  man- 
ager of  Terrytoons,  a  division  of  CBS-TV  Film 

Sales.  He  observed  that  the  project  is  related 

directly  to  Terrytoons'  expansion  into  tv  film 
production,  encompassing  programming,  ani- 

mated commercials,  special  video  effects,  as 
well  as  its  yearly  production  of  Cinemascope 
theatrical  cartoons  for  20th  Century-Fox  re- 
lease. 

The  classes  will  begin  Oct.  1  and  probably 

will  be  held  two  evenings  a  week  at  Terrytoons' 
New  Rochelle  (NY.)  studio,  according  to  Mr. 

Weiss.  The  course  will  be  under  the  super- 
vision of  Gene  Deitch,  creative  director  of 

Terrytoons,  and  will  be  given  by  two  of  the 

organization's  art  directors.  Students  for  the 
course  are  being  recruited  from  art  schools 
and  the  tv  film  industry. 

Noble  Takes  Museum  Post 

JOSEPH  V.  NOBLE,  a  television  pioneer  and 
most  recently  executive  vice  president  of  Film 
Counselors  Inc.,  a  creative  and  planning  firm 
for  tv  and  motion  picture  films  for  industry, 
has  been  named  operating  administrator  of  the 
Metropolitan  Museum  of  Art,  New  York,  a  new 
position.  Mr.  Noble  was  one  of  a  small  group 
of  people  which,  in  1941,  helped  to  set  up 

WPTZ  (TV)  Philadelphia.  He  told  B«T  that  one 
of  his  functions  at  the  museum  will  be  to  effect 
a  closer  tie  between  art  and  television. 

Niles  Increases  Staff 

ADDITION  of  new  personnel  at  Fred  A.  Niles 
Productions  Inc.,  Chicago,  was  announced 
Thursday  by  Fred  A.  Niles,  president  of  the 
Chicago-Hollywood  film  company.  New  staff 
members  include  Burt  Kosmen,  former  radio- 
tv  and  Broadway  actor,  as  director;  Robert 
Sinese,  editor;  Betty  Stack,  artist;  Ruth  Carlson, 

assistant  to  the  controller,  and  Margaret  Ander- 
son, production  secretary. 

FILM  SALES 

Atlantic  Television  Corp.,  N.  Y.,  has  sold  its 
package  of  15  feature  films  to  Nippon  Hoso 
Hyokai  for  Japanese  government  outlet  in 

Tokyo.  Sale,  completed  for  Atlantic  by  Inter- 
national Radio  &  Television  Programs,  said  to 

be  first  tv  feature  film  transaction  between 
Japanese  and  U.  S.  companies. 

Guild  Films  Co.,  N.  Y.,  reports  15  new  sales  on 
Molly  tv  film  series,  starring  Gertrude  Berg. 
Large-market  sales  include  WGN-TV  Chicago, 
WMAL-TV  Washington  and  WPFH  (TV)  Wil- 

mington, Del.-Philadelphia. 

Screencraft  Pictures,  N.  Y.,  announces  sales 
of  Judge  Roy  Bean  tv  film  series  to  KBTV 

(TV)  Denver,  KSBW-TV  Salinas,  Calif.,  and 
KTBS-TV  Shreveport,  La.,  and  of  Mickey 
Rooney  Show  to  KBTV,  KEYT  (TV)  Santa 

Barbara,  Calif.,  and  KGO-TV  San  Francisco. 

FILM  PEOPLE 

Ray  Falk,  ABC  news  correspondent  in  Tokyo, 
named  far  eastern  sales  representative  for  ABC 
Film  Syndication.  He  will  continue  reportorial duties. 

Broadcasting   •  Telecasting 
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It's  a  whirl  of  glamour,  It's  a  world  on  wheels,  It's  millions  of  lasting 

a  gold -lit  wine  brocade  the  second  biggest  U.  S.  impressions,  made  on  big- 

sheath  sheltered  by  its  auto-assembly  center  and  earning,  big-spending 

own  coat,  designed  in  America's  leader  last  year  Southern  Californians  by 
California  by  Don  Loper.    in  automotive  sales. 
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THE  CELLER  NETWORK  INVESTIGATION 

Continued  from  page  33 panment  for  these  stations,  he  said.  Mr. 
Finkelstein  said  he  favored  divestiture  of  BM: 

from  the  broadcast  industry.  BMI's  present 
contracts  would  enable  it  to  compete  with 
ASCAP  in  such  an  event,  he  said.  He  said 

BMI  subsidizes  both  writers  and  publisher- 

and  turns  them  from  "thinking  in  terms  o'f 
merit"  to  "the  fast  buck." 

Mr.  Finkelstein  said  he  did  not  believe  the 

broadcasting   industry   would   "dare"   to  tak ASCAP  music  off  the  air  when  the  contract 

comes  up  again  in  1957.  although  broadcaster 
have  the  physical  power  to  do  so.  He  thought 
ASCAP  could  get  a  temporary  injunction  from 
the  courts  to  prohibit  an  ASCAP  ban  and  tha 
broadcasters,  anyway,  would  not  risk  public 

protest. Robert  E.  Kintner 
President.  ABC 

Mr.  Kintner's  reading  of  his 
14-page  prepared  statement 
was  interrupted  early  and 
often  by  questioning  from 
committee  counsel. 

In  the  statement.  Mr.  Kint- 

ner emphasized  that  close  gov- 
ernment supervision  makes  broadcasting  differ- 

ent from  most  other  industries.  Moreover,  he 

said,  during  radio"s  development  "identical 
charges  to  those  [now]  being  made  about  tele- 

vision were  made  by  various  interests." 
Under  questioning  he  identified  the  "inter- 

ests" as  being  basically  a  group  of  people  who 

felt  that  radio  networks  were  "tying  up  talent" 
and  controlling  programming.  This  led  into  a 
colloquy  in  which  counsel  Maletz  stressed  that 
the  Justice  Dept.  had  filed  an  antitrust  suit 
against  CBS  and  NBC  in  1941.  and  the  suit  was 
not  dismissed  until  after  the  FCC  had  adopted 
its  Chain  Broadcasting  Regulations. 

In  any  case.  Mr.  Kintner  asserted,  the  radio 
charges  stemmed  from  a  scarcity  of  stations. 
Now  there  are  -cm;  2,800  r^dio  stations  ana 
the  charges  have  disappeared,  he  noted. 

Chairman  Celler  agreed  that  many  of  today's 
tv  problems  would  not  exist  if  there  were  more 
tv  stations  in  operation. 

Returning  to  his  prepared  statement.  Mr. 

Kintner  asserted  (and  Mr.  Celler  called  it  "a 
good  observation"  )  that  "to  the  extent  there  is 
a  'monopoly'  area  within  the  television  business, 
in.  our  judgment,  it  exists  in  one  field — the  fact 
that  in  more  than  100  of  the  top  200  cities  of 
the  country  ,  we  do  not  have  and  there  is  no 
provision  to  make  available  four  or  more  com- 

parable television  signals." With  his  statement  he  submitted  a  copy  of 

ABC's  July  proposal  to  the  FCC  for  allocations 
changes  designed  to  permit  a  greater  number 

of  "comparable"  facilities  in  many  markets. 
He  declined  to  say  whether  he  considered  it 

"better"  than  the  so-called  "DuMont  plan" 
described  to  the  committee  earlier  in  the  week, 

but  did  point  out  that  ABC's  would  accommo- 
date four  networks  "essentially"  on  a  par  with each  other. 

Mr.  Kintner  stressed  the  importance  of  net- 
works and  of  their  contributions  to  tv  develop- 

ment. It  was  '"heartening,"  he  said,  that  "a 

widely  diverse  group"  of  affiliates  had  volun- 
tarily gone  before  the  Senate  Interstate  and 

Foreign  Commerce  Committee  a  few  months 

ago  to  testify  on  "the  importance  of  network 

programming." 

W  hen  he  moved  into  a  description  of  net- 
work program  contributions,  questions  on  net- 
work participation  in  profits  of  independent!} 

produced  programs  came  fast  from  committee counsel. 

Counsel  Maletz  wanted  to  know  whether 

ABC  had  any  profit-participation  rights  in  an)' 

Billy  Rose  (continued 

and  Cole  Porter,  and  added:  "In  other  words 
our  best  musical  talent  seemed  to  be  having 

an  easier  time  crashing  through  the  Iron  Cur- 
tain than  through  the  electronic  curtain  which 

the  broadcasting  companies  have  set  up 

through  their  three-way  control  of  the  air- 

waves." 
Queried  on  his  statement  that  Gen.  Sarnoff 

would  lift  the  'electronic  curtain"  if  he  knew 
about  it  and  whether  Mr.  Rose  thought  the 

RCA  board  chairman  did  not  know  "of  these 
operations  that  you  mention,"  Mr.  Rose  re- 

plied that  he  had  received  a  telephone  call 

"last  night"  from  an  NBC  vice  president  wh^ 
"assured  me  that  Mr.  Sarnoff  did  not  know 
these  things  and  asked  that  I  meet  with  him 

and  brief  him  on  them." 
This   prompted   the   rejoinder   from  Rep. 

Keating  that  "you  may  be  able  to  accomplish 
more  than  this  committee.  Mr.  Rose  .  . 

because  you  apparently  have  some  connection 

with  the  big  broadcasting  companies." Mr.  Rose  said  that  Gen.  Sarnoff s  offices 

are  on  the  52d  floor  of  the  RCA  Building — 

"some  40  floors  above  the  ones  who  carry  out 
the  detail  work." 

Rep.  Celler  interrupted  to  say.  "He  ought 
to  come  down  a  peg." 

Mr.  Rose  continued  that  Gen.  Sarnoff  "needs 
no  defense  from  me.  and  if  you  will  pardon 
my  saying  so.  I  have  got  S2  more  than  Gen. 
Sarnoff  and  I  do  not  need  his  good- will.  .  .  . 
I  just  think  ...  if  he  knew  about  these  in- 

equities ...  he  might  do  something  about  it." 
The  Antitrust  Subcommittee's  activities,  he  said, 
are  the  ''first  important  breath  of  fresh  air  in 
this  foul  business  in  a  long  time." 

Asked  about  the  "lower  echelon"  in  NBC 
whose  activities  he  claims  are  not  known  b 
Gen.  Sarnoff.  Mr.  Rose  said  he  referred  to 

"the  fellow  who  might  get  a  mere  S40.000  a 
year.  .  .  .  That  is  a  real  low  echelon  in  the 

broadcasting  business."  Gen.  Sarnoff  cannot 
know  all  the  activities  of  the  "several  hundred" 
such  executives  under  him  because  RCA  is  so 
large  that  it  does  a  business  of  a  billion  dollars 

a  year.  Mr.  Rose  said,  adding.  "That  is  some- 
thing like  the  income  of  Austria." 

Questioned  as  to  whether  he  shouldn't  have 
told  Gen.  Sarnoff  "what  is  happening."  Mr. 
Rose  said  he  told  the  Songwriters  of  America 

that  he  thought  it  would  be  "a  good  idea  to 
find  out  how  much  the  boss  knew.  .  . 

Mr.  Rose  said  ASCAP  membership  includes 
all  the  best  composers,  and  that  while  BMT 
WTiters  occasionally  turn  out  good  music,  the 
man  in  the  street  would  find  it  impossible  tc 
name  any  BMI  songwriter.  If  many  of  the 
greatest  songwriters  were  beginning  to  write 

today,  theyr  would  have  difficulty-  being  heard 
without  BMI  licensing,  he  said. 

BMI  should  be  separated  from  the  networks. 
Mr.  Rose  opined,  and  so  should  Columbia 
Records  and  RCA  Victor  Records. 

Rep.  Celler  said  he  hoped  that  NBC.  CBS 

and  ABC  would  "see  the  light  and  will — well.  I 
am  almost  tempted  to  say  come  to  their  senses" 
before  "there  is  any  kind  of  a  vexatious,  very- costly  antitrust  suit  filed,  and  it  is  bound  tc 

come  to  filing  if  the  situation  does  not  change." 

Herman  Finkelstein 

ASCAP  General  Attorney 

Mr.  Finkelstein  said  that  broadcasters  now 
can  have  the  courts  fix  their  ASCAP  per- 

formance rates  if  they  don't  like  them  and  that 
:cday  the  question  arises  whether  there  is  any 
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justification  for  BMI  to  continue  to  be  owned 
by  the  broadcasting  industry,  regardless  of 
what  justification  there  may  have  been  in 
1939-40. 
ASCAP.  he  said,  subscribes  to  the  principle 

that  competition  is  a  good  thing,  but  there  is 
a  question  as  to  whether  a  rival  organization, 

controlled  "b\r  the  people  who  are  your  cus- 
tomers" in  "concert  and  agreement."  should 

"concentrate  on  those  things  that  are  in  the 

BMI  catalogue."  This  concentration  on  BMI 
"means  the  elimination  of  ASCAP."  he  said 
and  there  is  a  serious  question  as  to  whether 

"that  thing  which  they  had  been  justified  in 

doing  in  1939  is  justified  at  this  time." 
Asked  if  he  felt  the  nature  of  the  BMI 

organization  may  be,  per  se.  a  violation  of 
the  antitrust  laws.  Mr.  Finkelstein  said  he  fe't 

such  was  the  case,  "whether  they  engage  in 
any  unfair  practices  or  not."  He  said  he  had 
taken  the  matter  up  with  the  Justice  Dept.  in 

1952  but  "made  no  impression  on  them." 
Questioned  about  the  difference  in  consent 

decrees  reached  by  the  Justice  Dept.  in  1941 
with  ASCAP  and  in  1950  with  BMI,  Mr. 
Finkelstein  said  an  ASCAP  member  became 

entitled  to  appeal  to  a  special  panel  if  he 
was  dissatisfied  with  the  royalties  he  was  re- 

ceiving, but  that  no  such  provision  was  made 
for  dissatisfied  writers  licensed  by  BMI. 

Resuming  testimony  Wednesday.  Mr.  Finkel- 
stein said  the  activities  of  BMI  affect  competi- 

tion by  ASCAP  members  because  BMI  activi- 

ties are  uncurbed,  allowing  BMI  to  "create 
songs  and  exploit  them,  which  ASCAP  does 

not  do." 
He  agreed  with  subcommittee  counsel  ques- 

tioning that  songs  must  be  broadcast  to  be 

popularized  and  that  the  "two  largest  record 
companies"  are  owned  by  the  networks,  which 
are  likelyr  to  "favor  their  own."  He  said  BM! 
can  give  one  writer  or  publisher  better  terms 
than  another,  something  no  performing  rights 

society  may  do.  ASCAP  does  not  try  to  in- 
fluence the  use  of  ASCAP  songs,  but  mereh 

publishes  a  catalogue  of  ASCAP  tunes,  he  said. 
Mr.  Finkelstein  said  ASCAP  attends  NARTB 

"public"  meetings,  but  is  not  invited  to  no- 
does  it  ask  to  attend  closed  sessions.  Aske_" 
by  Rep.  Keating  what  broadcasters  do  in  closed 

sessions.  Mr.  Finkelstein  said,  "we  have  our 
suspicions,  but  I  don't  think  we  want  to  en- 

gage in  suspicions  here." To  ascertain  performance  by  stations.  M 
Finkelstein  said,  ASCAP  monitors  about  30. 

local  stations  around  the  country-  as  a  sample 
working  out  averages  for  each  ASCAP  tun 
Network  performances  are  based  on  reports 
by  the  networks  themselves,  he  said. 

Mr.  Finkelstein  said  BMI  fixes  its  own  license 
assessments  to  stations,  a  thing  ASCAP  never 
would  be  permitted  to  do.  and  that  all  broad- 

casters are  willing  to  pay  the  rate  only  becaus- 
they  know  the  600  broadcaster-stockholders  of 
BMI  are  not  receiving  BMI  dividends. 

He  said  he  was  "amazed"  at  BMI's  "in 
cretion"  in  promoting  BMI  songs. 

The  ASCAP  attorney  said  he  is  not  so  sur: 
the  networks  practice  discrimination  in  favo 
of  BMI  on  their  own  networks  because  songs 
are  made  popular  through  being  played  by 
disc  jockeys  at  individual  stations:  after  the; 
become  popular,  then  the  networks  broadc?^ 
them.   Although  the  networks  have  not  van- 

ished, they  no  longer  are  the  "great  show- 
pieces" they  used  to  be,  and  the  impetus  hr 

gone  to  the  local  stations,  he  continued. 

BMI  has  become  the  program-building  de- 
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This  is  the  place. 

-  * 

Iowa  is  an  Indian 

word  meaning  "this  is 

the  place"  or  "beauti- 

ful land." 

The  first  Europeans 

known  to  have  en- 

tered Iowa  country 

were  Marquette  and 

Joliet  in  1673.  In  1680 

Father  Henepin  trav- 

elled across  the  area. 

Julien  Dubuque  established  the  first  white  settlement 

after  1785,  to  mine  lead,  but  Indians  drove  most  of  the 

miners  permanently  underground  in  1810.  In  1804 

the  Lewis  and  Clark  expedition  camped  in  "Ioway," 

as  it  was  then  known,  and  roasted  buffalo  without 

benefit  of  charcoal.  Fort  Madison,  built  in  1808,  was 

temporarily  abandoned  in  1813  because  of  the  ton- 

sorial  talent  of  its  reluctant  Indian  host. 

Iowa  was  governed  as  part  of  the  Territory  of  Indiana 

in  1804  and  1805;  by  the  Louisiana  Territory'  from 

1805  to  1812;  by  the  Missouri  Territory  to  1821.  Un- 

organized for  the  next  thirteen  years,  it  was  part  of 

the  Michigan  Territory  from  1834  to  1836,  then  part 

of  the  Wisconsin  Territory  until  1838,  when  it  be- 

came a  separate  territory.  No  matter  which  body 

administered  it,  the  Indians  insisted  on  their  right  to 

practice  archery  and  roast  settlers.  Not  until  peace 

pipes  were  smoked  after  the  Black  Hawk  War  in 

1842  did  warwhoops  begin  to  subside  and  corn  start 

growing  in  earnest. 

Iowa's  55,586  square  miles  of  soil  are  drained  to  the 

east  by  the  Skunk,  Iowa,  Wapsipinicon  and  Des 

Moines  Rivers  into  the  Mississippi,  which  forms  the 

entire  eastern  boundary.  Westward  drainage  is  into 

the  Missouri,  which  separates  Nebraska  from  Iowa, 

and  the  Big  Sioux,  which  comes  between  South  Da- 

kota and  you  know  what.  The  northern,  or  Minnesota, 

boundary  is  entirely,  and  the  southern,  or  Missouri, 

boundary,  is  almost  all  legal  fiction:  each  runs  due 

east-and-west  as  the  surveyor  flies. 

About  one-tenth  of  the  nation  s  food  supply  currently 

comes  from  the  area  that  entered  the  Union  as  the 

29th  state  in  1846.  Over  95 %  of  the  state  is  in  farms. 

Soil  fertility  is  unsurpassed:  25%  of  all  the  Grade  A 

land  in  the  country  is  in  Iowa.  The  first  president  of 

the  U.  S-  to  be  born  west  of  the  Mississippi  came  from 

Iowa  (  hint:  he  wears 

high  c  ollars  I .  Yet, 

puissant  though  Iowa 

be  in  the  agriculture 

department,  the  value 

of  her  manufactured 

products  exceeds  that 

of  farm  products. 

This  is  a  handy  thing 

to  remember  when 

you  hear  someone 

singing  "that's  where 

the  tall  corn  grows." 

It  is,  but  we're  poly- 

sided. 

WMT  CBS  for  Eastern  Iowa 

Mail  Address:  Cedar  Rapids 

National  Representatives:  The  Katz  Agency 
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CELLER  HEARINGS 

CODE  3 

#1  SYNDICATED 

SHOW  IN 
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25.1%  AUDIENCE 

SHARE 

and  in  San  Diego:  27.4  rating, 
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Highest  rated  in  its  time  segment: 
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markets  sold  for  fall  start. 
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already  bought.  Yours  still  available? 

Rating  source  on  request 

Write,  wire,  phone 
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live  or  film  production.  Mr.  Kintner  replied 
affirmatively  but  noted  that  some  of  the  details 

have  "trade  significance"  and  that  he  would 
like  ABC  and  committee  counsel  to  work  to- 

gether in  seeing  what  private  material  could 
be  kept  off  the  record. 

After  a  short  conference  with  Chairman 

Celler,  he  reported  that  of  the  shows  on  ABC- 
TV  in  calendar  1955,  ABC  had  profit-sharing 
arrangements  as  follows  (representing  4.5%  of 
the  programs  carried  by  ABC-TV) :  Ozzie  & 
Harriet,  ABC  gets  40%  of  profits;  Ray  Bolger 

Show  (no  longer  on  ABC-TV),  331/3%;  Danny 
Thomas  Show,  3316  %;  Wyatt  Earp,  50%. 
For  the  1956-57  season,  Mr.  Kintner  said, 

ABC  has  similar  rights  in  five  shows  scheduled 
in  prime  evening  time:  Danny  Thomas,  33V3%; 
Ozzie  &  Harriet,  40%;  Wyatt  Earp,  50%;  Jim 
Bowie,  50%,  and  Wire  Service,  50%. 

The  ABC  chief  asked  if  he  might  volunteer 

some  other  figures  "in  this  connection."  Of 
all  the  programs  on  ABC-TV  during  calendar 
1955,  he  said,  13.1%  were  originated  by  the 
network;  10.2%  by  ABC-owned  stations;  9.4% 
by  advertising  agencies;  4.5%  by  individual 
film  producers,  and  31.4%  by  individual  pack- 

agers of  live  shows. 
He  also  noted  that  ABC  produced  and  was 

100%  owner  of  seven  series  presented  during 
calendar  1955:  Dean  Pike  (sustainer),  Walter 

Winchell  (now  off  ABC-TV),  Outside  USA 
(sustainer),  Fight  Talk  (now  off),  Super  Circus 
(now  off),  John  Daly  and  the  News  (partially 
sponsored),  and  Elgin  Hour  (now  off). 

Mr.  Kintner  estimated  that  the  John  Daly 
news  strip  costs  ABC  around  $1  million  a  year 
more  than  it  receives  from  sponsors. 

The  committee  wanted  to  know  what  ABC 

did  in  order  to  get  profit-participation  rights 
in  Ozzie  &  Harriet.  Mr.  Kintner  said  Ozzie  and 

Harriet  Nelson  "came  to  us"  about  1949-50, 
wanting  to  do  a  tv  series  and  wanting  the 
project  financed  and  sold,  and  that  ABC  handled 
these  matters.  The  arrangements  in  the  case  of 
the  Ray  Bolger,  Danny  Thomas  and  Wyatt 
Earp  shows  followed  a  similar  pattern,  he 
added. 

He  didn't  have  the  figures  on  the  amount  of 
ABC's  investment  in  these  cases,  but  said  he 
would  supply  them  for  the  record. 

Mr.  Maletz  asked  him  also  to  supply  copies 

of  each  agreement  in  which  ABC  gets  profit- 
sharing  rights  in  independently  produced  pro- 

grams. Mr.  Kintner  said  he  "naturally"  would 
prefer  committee  and  ABC  counsel  to  try  to 

work  out  an  arrangement  that  would  keep  un- 
necessary confidential  matters  off  the  record. 

Mr.  Maletz  said  he  was  confident  a  solution 
could  be  found. 

Asked  whether  ABC  also  had  merchandising 
rights  in  the  programs  whose  profits  it  shares, 
he  said  he  thought  the  network  has  50%  in  the 
case  of  Wyatt  Earp  and  that,  as  he  recalled, 
merchandising  is  not  mentioned  in  the  contracts 
for  the  others.  But,  he  noted,  the  contracts 

"will  speak  for  themselves." 
Committee  counsel  quoted  Victor  Hansen, 

assistant  attorney  general  in  charge  of  the  Jus- 
tice Dept.'s  Antitrust  Div.,  as  testifying  that 

networks  try  to  make  the  use  of  one  of  their 
own  programs  (or  programs  in  which  they  have 
a  profit-sharing  interest)  a  condition  to  the  sale 
of  prime  time  (Hansen  testimony  text,  page  34). 

Mr.  Kintner  denied  that  ABC  had  ever  done 

so — but,  he  pointed  out,  ABC  does  believe  in 
balanced  programming  and  has  certain  key 

programs  (Disneyland,  for  instance)  which  "are 
available  to  everybody"  and  which  the  network 
will  not  remove  in  order  to  make  way  for  some 

other  program  an  advertiser  might  want  to  in- 
stall in  one  of  those  time  spots.  ABC  has  not, 

he  reiterated,  required  profit-participation  as  a 
condition  to  the  sale  of  a  time  period. 

Mr.  Kintner  was  questioned  closely  on  his 

version  of  the  discussions  in  which,  the  Assn. 
of  Television  Film  Distributors  had  charged, 
ABC  demanded  50%  profit  participation  in  an 
hour-long  film  series  it  was  considering  with 
Screen  Gems  [B«T,  Sept.  .17]. 

Mr.  Kintner  said  Screen  Gems  was  interested 

in  getting  its  shows  on  ABC-TV — that  in  fact 
two  SG  shows,  Ford  Theatre  and  Rin  Tin  Tin, 
are  now  on  the  network.  Last  spring,  he  said, 

ABC  was  trying  to  re-sell  American  Tobacco, 
General  Foods  and  others  on  the  Wednesday 
8:30-9:30  p.m.  period,  immediately  following 
Disneyland.  ABC  suggested  to  Screen  Gems, 
William  Morris,  Agency,  MCA,  and  others,  he 

said,  that  "we  might  be  interested"  in  an  hour- 
long  western  for  that  spot,  if  sponsors  could  be 
obtained. 

He  said  Screen  Gems  Vice  President-General 
Manager  Ralph  M.  Cohn — key  witness  in  the 
film  groups'  attack  on  network  practices  10  days 
ago — and  SG  associates  visited  ABC  and  "very 
preliminary"  discussions  were  held.  He  said 
there  was  a  discussion  of  the  possibility  of  ABC 

getting  sharing  rights,  to  which  ABC  felt  en- 
titled because  of  its  role  in  financing  and  sell- 

ing the  series  and  the  assistance  its  program 
department  would  give.  Mr.  Cohn,  he  said,  took 
the  position  that  ABC  should  have  no  sharing 
rights,  although  earlier  he  had  suggested  to 
other  ABC  people  that  perhaps  ABC  should 
have  10%  of  profits. 

No  Sponsor  Interest 
Mr.  Kintner  said  he  then  suggested  that 

they'd  better  see  if  there  was  any  sponsor  inter- 
est; that  subsequently  he  checked  American 

Tobacco  and  was  told  it  was  not  interested  in 

an  hour-long  western,  and  that  General  Foods 

was  not  interested  in  the  time  period.  "It  was 
dropped,"  he  said,  referring  to  the  discussion with  Screen  Gems. 

Mr.  Kintner  denied  that  he  had  "called  in" 
Screen  Gems  for  the  discussion,  and  stressed 

that  "there  was  never  any  statement  or  indica- 
tion that  Screen  Gems  could  not  have  the  time 

period  after  Disneyland  unless  they  gave  us  a 

participation." 
He  felt  Mr.  Cohn's  recollection  must  be 

faulty  if  he  thought  that  ABC  might  have  been 
in  position  to  reserve  the  time  period  for  pos- 

sible sale  of  the  program  by  Screen  Gems — 
the  time  period,  he  pointed  out,  was  already 
reserved  by  American  Tobacco. 

Mr.  Kintner  appeared  to  startle  some  of  the 
committee  members  when  he  reported  that 
what  American  Tobacco  finally  signed,  and 
ABC  accepted,  for  that  time  period  was  Navy 

Log,  a  show  bought  from  CBS-TV  Film  Sales, 
a  division  of  CBS. 

The  committee  wanted  to  know  if  Mr.  Kint- 
ner knew  of  any  instance  in  which  time  was 

bought  on  ABC-TV,  except  through  an  agency. 
Mr.  Kintner  knew  of  none. 

Did  ABC  have  a  policy  against  direct  sales? 
The  question  has  never  come  up,  Mr.  Kintner 

replied. 
But  wouldn't  an  advertiser  save  himself  the 

15%  agency  commission  by  buying  direct?  Mr. 

Kintner  said  he  could  not  answer  "in  that  con- 

text." 

He  assumed  that  the  reason  advertisers  prefer 
to  deal  through  agencies  is  that  agency  services 

are  "very  real" — that  agencies  have  "know- 
how"  and  perform  many  services  that,  presum- 

ably, advertisers  would  rather  entrust  to  them 
than  handle  themselves. 

Counsel  Maletz,  entering  ABC-TV's  rate 
card  in  the  record,  questioned  the  network 
president  at  length  about  discounts. 

Mr.  Maletz  tried  at  some  length  to  get  Mr. 
Kintner  to  say  that  the  discount  provisions  are 

in  effect  a  "quantity  discount  system."  Mr. 
Kintner  insisted  that  the  continuity  and  con- 

tiguity of  advertising,  which  the  discount  struc- 
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ture  recognizes,  are  important  to  the  network 
and  help  assure  stability  of  operation,  but  finally 

he  agreed  to  the  "quantity  discount"  term. 
Doesn't  this  discriminiate  in  favor  of  the 

large  advertiser  as  opposed  to  the  small  adver- 
tiser, Mr.  Maletz  wanted  to  know. 

Mr.  Kintner  didn't  like  the  word  "discrimi- 
nate"— which  Mr.  Maletz  agreed  to  change  to 

"differentiate" — and  said  the  question  was  "hard 
to  answer  'yes'  or  'no-' "  ABC-TV  does  have 
certain  programs  that  are  designed  especially  for 

the  small  advertiser,  he  pointed  out,  calling  at- 
tention to  the  Thursday  8-9  p.m.  program 

(Circus)  on  which  one-minute  participations  are 
available. 

Chairman  Celler  said  he  wanted  Mr.  Kintner 

to  know  that  he  was  happy  to  see  "ABC  here," 
that  it  was  not  the  subcommittee's  intention  to 
"hurt  ABC"  and  that  nothing  "personal"  was 
meant. 

While  ABC  welcomes  programs  produced  by 
outside  organizations,  it  nevertheless  reserves 

the  right  to  approve  or  not  to  approve  the  pro- 
gramming, Mr.  Kintner  reminded,  since  the 

network  should  consider  its  national  interest 

and  its  quality.  As  he  did  many  times  later 
during  the  afternoon,  Mr.  Kintner  stressed  the 
need  for  a  network  to  ascertain  whether  a  pro- 

gram "contributes  to  a  balanced  program 

structure." Chairman  Celler  said  that  a  chief  question 

in  the  subcommittee's  mind  was  whether  chain 
broadcasting  should  control  programs  and  that 
this  was  also  a  chief  point  under  discussion  by 

Mr.  Hansen,  who  made  "strong  strictures" 
againt  the  control. 

Mr.  Kintner  questioned  whether  a  network 

could  operate  efficiently  without  "some  control" 
and  thought  program  balance  must  also  take  in 
news  and  religious  fare  as  well  as  entertainment. 

Maybe  this  is  a  question  of  the  degree  that 
a  network  has  control  of  programming?  Well, 
Mr.  Kintner  reflected,  one  cannot  force  an 
affiliate  to  take  a  program. 

Committee  counsel  asked  the  ABC  president 
if  the  use  of  option  time  by  a  network  in  reality 
restricted  the  station  licensee  and  hampered 
what  opportunity  the  station  might  have  to 

program  shows  of  "local  interest." 
Mr.  Kintner's  answer  was  "no."  He  re- 

minded that  a  station  could  cancel  its  affiliation 

but  thought  that  as  a  reality,  stress  on  this  fac- 
tor of  inability  to  program  shows  of  local  in- 

terest was  "greatly  exaggerated  as  a  problem." 
Pressed  as  to  what  choice  was  open  to  a 

station  that  is  in  a  three-station  market — with 
each  of  the  stations  affiliated  with  a  network — 
if  it  did  not  like  the  option  time  provision  of  its 
contract,  Mr.  Kintner  observed  that  in  practice 

the  station  would  have  greater  "bargaining 
power"  with  a  network.  But  for  the  sake  of 
discussion,  Mr.  Kintner  pointed  to  syndication 
programs  and,  for  example,  such  programming 
now  available  from  National  Telefilm  Assoc. 

(NTA)  that  has  recently  formed  a  film  network. 

Recalling  the  film  distributors'  document  be- fore the  FCC  which  called  for  a  reduction  of 

nighttime  option  hours  from  three  to  one-and- 
one-half  hours,  counsel  Maletz  asked  if  this 

would  be  a  "sufficient"  segment  of  time  "to 
maintain  network  operations." 

Mr.  Kintner  took  dim  view  of  this  proposal, 
underlining  the  investment  which  the  networks 
place  in  shows  and  in  service  to  stations.  The 
stations  make  money,  not  the  networks,  he 
said.  To  this,  Chairman  Celler  raised  eyebrows 
until  Mr.  Kintner  explained  further  that  a  net- 

work makes  its  money  primarily  through  its 
own  stations  not  from  servicing  others. 

Mr.  Kintner,  continuing  with  his  statement, 

said  he  wanted  to  defend  as  "absolutely  neces- 
sary" to  network  business  two  aspects  of  its 

operation  which  had  been  criticized  before  the 

subcommittee,  that  of  network  option  time 

and  that  of  the  "must  buy." 
Taking  up  option  time  first,  Mr.  Kintner 

said,  the  network  could  not  afford  investments 
in  programs,  talent,  organization,  plant  and 

connecting  lines  unless  "reasonable"  assurance 
was  forthcoming  of  clearance  of  certain  hours, 
morning,  afternoon  and  night,  an  assurance 
necessary  to  sell  time  to  national  advertisers. 

Mr.  Kintner's  reference  to  "talent"  set  off  a 
long  search  by  subcommittee  counsel — Mr. 
Pierce  leading  the  questioning — on  performer 
contracts  ABC  has  in  force.  Mr.  Kintner  said 
ABC  had  about  four  performers  under  contract, 
and  promised  to  supply  all  data  on  such  con- 

tracts to  the  subcommittee  to  the  extent  the  ma- 
terial would  not  be  revealing  to  competitors. 

He  said  ABC  had  no  artists  signed  up  for 
more  than  10  years  but  that  there  were 
examples  of  such  contracts  which  run  between 
5  and  10  years  (Walt  Disney  is  said  to  have 
a  seven-year  contract  with  ABC). 

How  Long  the  Life  Span 

Questioners  then  tried  to  research  the  life 
span  of  a  star  or  other  creative  person  on 
television.  Mr.  Kintner,  who  smiled  a  hope 

that  "Disney  goes  on  forever,"  thought  the 
tv-life  span  was  relative  but  finally  conceded 
a  writer  has  10  to  12  years;  stars  from  5  to 

10  years.  He  explained,  in  answer  to  subcom- 
mittee wonderment,  that  long-term  payments 

were  made  for  the  star's  "economic  security," 
although,  he  admitted,  it  was  true  that  some- 

times these  payments  were  given  in  this  way 

for  tax  purposes  as  well. 
"Exclusively"  in  contract  provisions  was 

discussed,  with  subcommittee  counsel  inti- 
mating that  an  independent  producer  would 

be  placed  at  a  disadvantage  because  of  network 
tie-ups  of  talent.  Mr.  Kintner  said  he  could 
not  agree  with  this  thinking;  that  independent 
producers  had  access  to  good  talent  and  stars 
and  ABC,  as  one  network,  would  enter  into 
negotiation  for  its  contracted  stars  to  appear. 
He  noted  that,  after  all,  the  network  certainly 
was  interested  in  having  its  stars  exposed  to 
the  public  as  much  as  possible. 

The  subcommittee  shifted  its  gears  and  drove 
into  the  methods  ABC  uses  to  compensate  its 

stations.  In  general.  Mr.  Kintner  said,  ABC-TV 

had  72  primary  affiliates  and  also  "does  busi- 
ness" with  "130  or  more"  affiliates  which  also 

carry  CBS  and  NBC  programming;  that  under 
the  standard  contract,  primary  stations  give  22 

hours  free  to  the  network  after  which  they  re- 

ceive 30%  based  on  the  "unit  hour."  On  non- 
primary  stations,  he  said,  payment  was  30% 
on  the  first  hour  and  on  up  to  50%,  with  no 
free  hours.  Later  he  explained  that  30%  is  the 

"general"  minimum,  but  sometimes  ABC  gets 
a  "fairly  good  deal."  On  the  other  hand,  he 
said  "we  have  paid  as  high  as  61.2%." 

Mr.  Maletz  wanted  to  know  if  "basic  affili- 
ated stations"  receive  the  same  percentage  of 

compensation.  Mr.  Kintner  said  yes. 
In  an  apparent  attempt  to  prove  a  wide 

variance  in  the  rate  of  compensation  paid  to 
affiliates,  subcommittee  assistant  counsel  Julian 

H.  Singman  cited  various  provisions  in  con- 
tracts negotiated  by  ABC  with  certain  stations. 

In  the  case  of  KHSL-TV  Chico,  Calif,  (also 
CBS  affiliate),  for  example,  Mr.  Singman  noted 
the  station  obtains  from  ABC  15%  for  live 
commercial  programming  and  30%  for  film, 
while  WBZ-TV  Boston  (NBC  affiliate),  he  said, 

was  paid  50%  as  was  KSD-TV  St.  Louis  (also CBS  &  NBC). 

Mr.  Kintner  explained  the  variance  as  being 
due  to  the  importance  to  the  network  of  getting 
into  such  markets  as  Boston  and/St.  Louis.  For 
this  reason,  network  compensation  can  be 
higher.  Asked  about  a  sliding-scale  percentage 
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"SHEENA" 

LEADS  ALL 

SYNDICATED 

SHOWS  IN 

ROANOKE 

out  in  front  in  many  other  markets,  too. 

Los  Angeles  —  #1  show  in  its 

time  period  for  months,  audience 

share  over  30%  in  this 

seven  station  market 

Tulsa  —  60.7%  share  of  audience 

in  competition  with  two  popular  westerns 

Memphis —  First  in  time  period, 

45.9%  share;  11.9  rating 

Hitch  your  sales  message  to  the 

show  most  bought  by  audiences, 

SHEENA,  QUEEN  OF  THE  JUNGLE. 

Source:  ARB 

Write,  wire,  phone 

ABC  FILM  SYNDICATION,  INC. 

10  East  44th  Street  New  York  City 

OXford  7-5880 

ture  recognizes,  are  important  to  the  network 
and  help  assure  stability  of  operation,  but  finally 

he  agreed  to  the  "quantity  discount"  term. 
Doesn't  this  discriminiate  in  favor  of  the 

large  advertiser  as  opposed  to  the  small  adver- 
tiser, Mr.  Maletz  wanted  to  know. 

Mr.  Kintner  didn't  like  the  word  "discrimi- 
nate"— which  Mr.  Maletz  agreed  to  change  to 

"differentiate" — and  said  the  question  was  "hard 
to  answer  'yes'  or  'no.' "  ABC-TV  does  have 
certain  programs  that  are  designed  especially  for 
the  small  advertiser,  he  pointed  out,  calling  at- 

tention to  the  Thursday  8-9  p.m.  program 
(Circus)  on  which  one-minute  participations  are 
available. 

Chairman  Celler  said  he  wanted  Mr.  Kintner 

to  know  that  he  was  happy  to  see  "ABC  here," 
that  it  was  not  the  subcommittee's  intention  to 
"hurt  ABC"  and  that  nothing  "personal"  was 
meant. 
While  ABC  welcomes  programs  produced  by 

outside  organizations,  it  nevertheless  reserves 

the  right  to  approve  or  not  to  approve  the  pro- 
gramming, Mr.  Kintner  reminded,  since  the 

network  should  consider  its  national  interest 
and  its  quality.  As  he  did  many  times  later 
during  the  afternoon,  Mr.  Kintner  stressed  the 
need  for  a  network  to  ascertain  whether  a  pro- 

gram "contributes  to  a  balanced  program 

structure." Chairman  Celler  said  that  a  chief  question 

in  the  subcommittee's  mind  was  whether  chain 
broadcasting  should  control  programs  and  that 
this  was  also  a  chief  point  under  discussion  by 

Mr.  Hansen,  who  made  "strong  strictures" 
againt  the  control. 

Mr.  Kintner  questioned  whether  a  network 

could  operate  efficiently  without  "some  control" 
and  thought  program  balance  must  also  take  in 
news  and  religious  fare  as  well  as  entertainment. 

Maybe  this  is  a  question  of  the  degree  that 
a  network  has  control  of  programming?  Well, 
Mr.  Kintner  reflected,  one  cannot  force  an 
affiliate  to  take  a  program. 

Committee  counsel  asked  the  ABC  president 
if  the  use  of  option  time  by  a  network  in  reality 
restricted  the  station  licensee  and  hampered 
what  opportunity  the  station  might  have  to 

program  shows  of  "local  interest." 
Mr.  Kintner's  answer  was  "no."  He  re- 

minded that  a  station  could  cancel  its  affiliation 

but  thought  that  as  a  reality,  stress  on  this  fac- 
tor of  inability  to  program  shows  of  local  in- 

terest was  "greatly  exaggerated  as  a  problem." 
Pressed  as  to  what  choice  was  open  to  a 

station  that  is  in  a  three-station  market — with 
each  of  the  stations  affiliated  with  a  network — 
if  it  did  not  like  the  option  time  provision  of  its 
contract,  Mr.  Kintner  observed  that  in  practice 

the  station  would  have  greater  "bargaining 
power"  with  a  network.  But  for  the  sake  of 
discussion,  Mr.  Kintner  pointed  to  syndication 
programs  and,  for  example,  such  programming 
now  available  from  National  Telefilm  Assoc. 
(NTA)  that  has  recently  formed  a  film  network. 

Recalling  the  film  distributors'  document  be- fore the  FCC  which  called  for  a  reduction  of 

nighttime  option  hours  from  three  to  one-and- 
one-half  hours,  counsel  Maletz  asked  if  this 

would  be  a  "sufficient"  segment  of  time  "to 
maintain  network  operations." 

Mr.  Kintner  took  dim  view  of  this  proposal, 
underlining  the  investment  which  the  networks 
place  in  shows  and  in  service  to  stations.  The 
stations  make  money,  not  the  networks,  he 
said.  To  this.  Chairman  Celler  raised  eyebrows 

until  Mr.  Kintner  explained  further  that  a  net- 
work makes  its  money  primarily  through  its 

own  stations  not  from  servicing  others. 

Mr.  Kintner,  continuing  with  his  statement, 

said  he  wanted  to  defend  as  "absolutely  neces- 
sary" to  network  business  two  aspects  of  its 

operation  which  had  been  criticized  before  the 

subcommittee,  that  of  network  option  time 

and  that  of  the  "must  buy." 
Taking  up  option  time  first,  Mr.  Kintner 

said,  the  network  could  not  afford  investments 
in  programs,  talent,  organization,  plant  and 

connecting  lines  unless  "reasonable"  assurance 
was  forthcoming  of  clearance  of  certain  hours, 
morning,  afternoon  and  night,  an  assurance 
necessary  to  sell  time  to  national  advertisers. 

Mr.  Kintner's  reference  to  "talent"  set  off  a 
long  search  by  subcommittee  counsel — Mr. 
Pierce  leading  the  questioning — on  performer 
contracts  ABC  has  in  force.  Mr.  Kintner  said 
ABC  had  about  four  performers  under  contract, 
and  promised  to  supply  all  data  on  such  con- 

tracts to  the  subcommittee  to  the  extent  the  ma- 
terial would  not  be  revealing  to  competitors. 

He  said  ABC  had  no  artists  signed  up  for 
more  than  10  years  but  that  there  were 
examples  of  such  contracts  which  run  between 
5  and  10  years  (Walt  Disney  is  said  to  have 
a  seven-year  contract  with  ABC). 

How  Long  the  Life  Span 

Questioners  then  tried  to  research  the  life 
span  of  a  star  or  other  creative  person  on 
television.  Mr.  Kintner,  who  smiled  a  hope 

that  "Disney  goes  on  forever,"  thought  the 
tv-life  span  was  relative  but  finally  conceded 
a  writer  has  10  to  12  years;  stars  from  5  to 

10  years.  He  explained,  in  answer  to  subcom- 
mittee wonderment,  that  long-term  payments 

were  made  for  the  star's  "economic  security," 
although,  he  admitted,  it  was  true  that  some- 

times these  payments  were  given  in  this  way 
for  tax  purposes  as  well. 

"Exclusively"  in  contract  provisions  was 
discussed,  with  subcommittee  counsel  inti- 

mating that  an  independent  producer  would 
be  placed  at  a  disadvantage  because  of  network 
tie-ups  of  talent.  Mr.  Kintner  said  he  could 
not  agree  with  this  thinking;  that  independent 
producers  had  access  to  good  talent  and  stars 
and  ABC,  as  one  network,  would  enter  into 
negotiation  for  its  contracted  stars  to  appear. 
He  noted  that,  after  all,  the  network  certainly 
was  interested  in  having  its  stars  exposed  to 
the  public  as  much  as  possible. 

The  subcommittee  shifted  its  gears  and  drove 
into  the  methods  ABC  uses  to  compensate  its 

stations.  In  general,  Mr.  Kintner  said,  ABC-TV 

had  72  primary  affiliates  and  also  "does  busi- 
ness" with  "130  or  more"  affiliates  which  also 

carry  CBS  and  NBC  programming;  that  under 
the  standard  contract,  primary  stations  give  22 

hours  free  to  the  network  after  which  they  re- 

ceive 30%  based  on  the  "unit  hour."  On  non- 
primary  stations,  he  said,  payment  was  30% 
on  the  first  hour  and  on  up  to  50%,  with  no 
free  hours.  Later  he  explained  that  30%  is  the 

"general"  minimum,  but  sometimes  ABC  gets 
a  "fairly  good  deal."  On  the  other  hand,  he 
said  "we  have  paid  as  high  as  61.2%." 

Mr.  Maletz  wanted  to  know  if  "basic  affili- 
ated stations"  receive  the  same  percentage  of 

compensation.  Mr.  Kintner  said  yes. 
In  an  apparent  attempt  to  prove  a  wide 

variance  in  the  rate  of  compensation  paid  to 
affiliates,  subcommittee  assistant  counsel  Julian 

H.  Singman  cited  various  provisions  in  con- 
tracts negotiated  by  ABC  with  certain  stations. 

In  the  case  of  KHSL-TV  Chico,  Calif,  (also 
CBS  affiliate),  for  example,  Mr.  Singman  noted 
the  station  obtains  from  ABC  15%  for  live 
commercial  programming  and  30%  for  film, 
while  WBZ-TV  Boston  (NBC  affiliate),  he  said, 

was  paid  50%  as  was  KSD-TV  St.  Louis  (also 
CBS  &  NBC). 

Mr.  Kintner  explained  the  variance  as  being 
due  to  the  importance  to  the  network  of  getting 
into  such  markets  as  Boston  and/St.  Louis.  For 
this  reason,  network  compensation  can  be 
higher.  Asked  about  a  sliding-scale  percentage 
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used  in  certain  contracts  (cited  was  WATR- 
TV  Waterbury,  Conn.)  Mr.  Kintner  said  that 
the  percentages  averaged  out  to  30%  but  that 

"some  station  managers  prefer  this  form." 
Mr.  Singman  noted  that  WFIL-TV  Philadel- 

phia received  30%  for  the  first  four  hours  per 
month  in  excess  of  the  22  free  hours  and  35% 
for  hours  in  excess  of  60  hours.  Why  was  that? 
Mr.  Kintner  noted  this  was  an  old  contract 

which  is  being  changed  in  October  to  "the  regu- 
lar free  hours,  plus  a  percentage." 

Mr.  Kintner  said  he  "would  like  to  object" 
to  this  disclosure  of  contracts  with  call  letters 
identified.  Chairman  Celler  said  ABC  would 
not  be  discriminated  against,  since  CBS  and 
NBC  affiliation  contracts  also  would  be  entered 

in  the  record.  A  B»T  check  of  ABC  counsel, 

however,  indicates  ABC's  opinion  is  that  al- 
though the  contracts  will  be  part  of  the  "written 

record,"  they  won't  be  available  for  public  in- 
spection.   Spokesmen    for    another  network, 

AN  OFF-BEAT  session  sang  a  Songwriters' 
lament  over  the  ASCAP  vs.  BMI  issue,  nearlv 
as  old  as  Broadcast  Music  Inc.  itself,  last  Tues- 

day during  the  Celler  Subcommittee  hearing. 

A  crowded  and  hectic  "news  conference"  was 
held  by  a  group  of  songwriters  in  the  same 
building  at  the  close  of  the  morning  session. 

A  similar  theme  to  that  presented  by  anti- 
BMI  witnesses  before  the  Celler  group  was 
played  for  the  newsmen.  Spokesmen  included 
Oscar  Hammerstein  II,  Arthur  Schwartz,  Rich- 

ard Adler,  Steve  Allen  and  Otto  Harbach. 
Resurrected  was  the  $15  million  damage 

suit  filed  three  years  ago  in  Federal  District 
Court  in  New  York  by  the  Songwriters  of 
America,  a  splinter  group  of  33  ASCAP  mem- 

bers. That  suit  was  filed  in  the  interests  of 
some  3,000  music  authors  and  composers  [B*T. 
Nov.  16,  1953],  and  asked  among  other  things, 
for  the  dissolution  of  NARTB  and  the  divorce- 

ment of  Broadcast  Music  Inc.,  from  broad- 
casting industry  ownership.  The  SOA  com- 

plaint listed  43  defendants,  including  16  com- 
panies and  27  individuals.  CBS,  RCA.  NBC. 

AB-PT,  General  Teleradio  (now  RKO  Teleradio 
Pictures),  Storer  Broadcasting  Co.,  NARTB  and 
BMI  were  the  main  defendant  companies  or 
organizations.   The  suit  is  still  pending. 

The  Songwriters  stated  at  the  news  confer- 

ence that  they  "welcomed"  the  Celler  investi- 
gation into  broadcaster  practices  in  view  of 

their  alleged  unfair  competition  complaint 
against  the  radio-tv  broadcasting  industry  which 
they  claimed  is  leveled  by  broadcasters  through 
control  and  ownership  of  BMI. 

Mr.  Hammerstein  asserted  "the  broadcasting 
interests  can  determine  whose  music  shall  be 

heard  and  how  often."  Gist  of  the  complaint 
is  that  the  broadcasting  industry  uses  its  own 
facility,  BMI,  giving  those  BMI  published  works 
preference  over  ASCAP  works. 

Carl  Haverlin,  BMI's  president,  immediately 
counter-charged  in  a  formal  statement  that  the 
Songwriter  group  was  attempting  to  use  the 

Celler  subcommittee  "to  publicize  unsupport- 
able  charges  made  repeatedly  over  the  past  15 
years  in-  one  form  or  another."  He  said 

ASCAP  made  "substantially  the  same  charges" 
in  1952  before  the  lustice  Dept.  "which,  after 
thorough  investigation,  decided  to  take  no  ac- 

tion." 
Mr.  Haverlin  declared,  "We  hope  to  dispose 

of  these  charges,  once  and  for  all,  in  the  proper 
forum,  the  law  suit,  which  is  now  pending." 

He  described  the  "facts"  of  the  situation  as: 
A  federal  court  found  eight  years  ago  that 

ASCAP  was  a  monopoly  in  violation  of  anti- 

trust laws.  "Relative  position"  of  ASCAP  and 
BMI  is  about  the  same  today  as  it  was  then. 
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nevertheless,  were  doubtful  that  the  contracts 
could  be  kept  from  the  public,  once  entered 
in  the  record. 

Various  exceptions  to  the  standard  waiver 
were  cited  by  Mr.  Singman  in  ABC  agreements. 
Mr.  Kintner  explained  them,  noting  for  ex- 

ample that  KGEO-TV  Enid,  Okla.,  was  re- 
quired to  waive  37  hours  compensation  because 

of  the  line  haul  and  for  the  reason  that  there 

is  a  "very  low  rate"  on  the  station  because  it  is 
trying  to  build  itself  up  to  cover  the  Oklahoma 
City  market. 

Mr  Kintner  received  authorization  from  the 
subcommittee  to  substitute  new  contracts  either 

now  in  effect,  or  about  to  go  into  effect,  in  the 
place  of  outdated  contracts  for  the  record. 

Walter  C.  Bridges 

President,  WEAU-TV  Eau  Claire,  Wis. 

Mr.  Bridges  said  WEAU-TV  Eau  Claire  picks 
up  and  rebroadcasts  the  NBC  programs  of 

About  85%  of  compositions  on  tv  and  75% 
in  radio  are  exclusively  licensed  by  ASCAP. 
The  latter  collects  about  $22  million  in  revenues 

yearly,  with  its  revenue  from  broadcasting  in- 
creasing from  approximately  $4  million  in  1941 

to  more  than  $18  million  in  1955.  BMI's  reve- 
nues are  only  about  a  third  of  ASCAP's. Networks  own  less  than  20%  of  BMI  stock, 

he  continued,  and  use  a  smaller  percentage  of 
BMI-licensed  music  than  the  thousands  of  inde- 

pendent stations  not  BMI  stockholders  and  not 
network-affiliated. 

According  to  Mr.  Haverlin,  broadcasters 
could  not  favor  BMI  songs  even  if  they  wanted 
to,  since  music  on  the  air  is  selected  by  artists 
all  of  whom  are  members  of  ASCAP  with 

some  (Perry  Como,  Eddie  Fisher  and  Dinah 
Shore)  having  interests  in  ASCAP  publishing 
houses.  Music  also  is  selected  by  advertising 

agencies,  sponsors  and  "thousands  of  others." Mr.  Haverlin  claimed  that  BMI  was  formed 

"to  help  meet  the  monopolistic  control  by 
ASCAP  of  the  music  licensing  field,"  and  there- 

by opened  the  way  for  composers  whose  music 
was  not  being  heard.  Successful  songs  are  now 

written,  he  said,  "not  only  by  a  small  group  in 
Tin  Pan  Alley,  but  by  people  in  every  walk 
of  life  in  every  part  of  our  country  ...  a 

healthy  thing  for  the  whole  music  industry." 
In  the  "20,000  pages  of  testimony  and  50,000 

pages  of  exhibits"  already  amassed  in  the  SOA 
lawsuit,  Mr.  Haverlin  declared,  "No  concrete 
evidence  of  any  kind  has  been  produced  of 

wrongdoing  on  BMI's  part."  He  charged  the 
plaintiff  group  with  realizing  "they  cannot  prove 
their  case  by  courtroom  evidence"  and  thus 
airing  "unsupported  and  emotionally  charged 
allegations"  before  a  House  subcommittee. 

Mr.  Allen,  star  of  his  own  show  on  NBC-TV. 
explained  his  appearance  at  the  conference  as 

being  because  he  expected  his  "earnings"  as  a 
songwriter  to  continue  with  ASCAP  perhaps 
longer  than  his  association  with  the  network 
as  a  star,  and  that  he  was  speaking  as  a  com- 

poser "rather  than  as  an  entertainer." 
Mr.  Allen  divorced  himself  from  adherence 

to  the  entire  SOA  position  by  noting  that  he 

has  not  been  "pressed"  to  use  BMI  recordings 
and  songs  at  any  time  during  his  network  ac- 

tivity. But,  he  said,  this  was  not  the  case  when 
he  was  employed  by  stations  before  he  became 
a  network  personality.  Local  stations,  Mr.  Al- 

len commented,  have  been  "more  careless"  in 
their  treatment  of  such  people  as  Richard  Adler. 

Mr.  Adler,  who  also  spoke  at  the  news  con- 

ference, cited  his  "plugging"  of  his  own  com- 
positions, talking  to  disc  jockeys  and  program 

directors.  He  asserted  he  was  turned  down  be- 
cause the  songs  were  ASCAP  licensed. 

KROC-TV  Rochester,  Minn.,  about  75  miles 

away,  with  both  KROC-TV's  and  the  network's 
permission.  Through  use  of  its  own  private 
pickup  station,  KSG-47,  near  Mondovi,  Wis., 
about  20  miles  away,  built  at  a  cost  of  $12,500, 

WEAU-TV  gets  the  KROC-TV  signal  for  only 

$150  per  month. 
But  WEAU-TV's  special  temporary  author- 

ization from  the  FCC  would  be  jeopardized,  he 
said,  should  AT&T  decide  to  furnish  regular 
service  into  Eau  Claire,  and  the  station  would 
have  to  pay  about  $4,109  a  month  (this  amount 
reduced  in  tariffs  quoted  this  year,  to  $3,805). 

For  the  seven  years  WEAU-TV  expects  the  re- 
lay station  to  be  serviceable,  the  difference  in  the 

costs  it  is  paying  at  present  and  what  it  would 
be  paying  to  AT&T  is  $25,100  and  $319,620, 
respectively,  Mr.  Bridges  said.  WEAU-TV  also 
could,  if  necessary,  use  KSG-47  to  retelecast 
programs  from  La  Crosse,  Wis.,  at  no  addi- 

tional cost,  and  the  relay  station  could  serve 
as  one  of  two  relay  links  to  bring  programs 

from  Minneapolis-St.  Paul.  Similar  AT&T  serv- 
ices would  cost  over  $1  million  for  seven  years, 

compared  to  only  $50,000  with  use  of  WEAU- 
TV's  own  relays,  Mr.  Bridges  added. 

Mr.  Bridges  said  WEAU-TV's  private  relay 
system  has  been  "indispensable"  to  its  construc- 

tion and  development  and  without  such  a  sys- 
tem the  station  probably  would  have  not  been 

able  to  stay  on  the  air. 

He  urged  that  the  FCC  adopt  its  proposed 
rulemaking,  begun  Sept.  15,  1954,  toward 
permanent  authorization  of  private  inter-city 
relay  stations  where  AT&T  charges  cost  more. 

Rep.  Celler  told  Mr.  Bridges  that  "it  seems 
absolutely  essential,  as  I  see  it,  from  your  state- 

ment, for  the  FCC  to  change  the  rule  concern- 

ing intercity  relay.  AT&T's  power  and  insolence 
in  this  regard  I  think  should  be  resisted  by  the 
FCC.  It  would  appear  that  the  only  benefit  of 
the  present  intercity  rule  is  the  enrichment  of 

the  AT&T  and  its  affiliated  companies." 
Counsel  Julian  Singman  brought  out  through 

questioning  that  the  FCC  has  not  acted  on  a 
formal  rate  investigation  it  began  in  1948  for 
network  transmission  services  and  facilities 
from  AT&T,  to  which  Rep.  Celler  commented: 
"I  will  state  for  the  record  that  if  that  is  true 
I  think  it  is  outrageous,  and  the  FCC  certainly 
ought  to  render  some  sort  of  a  decision  after 
a  short  inquiry.  ...  I  will  instruct  counsel  to 

send  this  part  of  the  testimony  to  the  FCC." 
Vance  L.  Eckersley 

WGBI-TV  Scranton  Lawyer 

Mr.  Eckersley,  representing  WGBI-TV  Scran- 
ton, Pa.,  said  it  is  one  of  four  uhf  stations  in  the 

Scranton-Wilkes  Barre-Hazelton  area. 

WGBI-TV,  he  said,  also  has  a  private  inter- 
city relay  system  from  which  it  picks  up  CBS 

programs  from  WCBS-TV  New  York  and 
WCAU-TV  Philadelphia  with  no  charge  from 
the  network. 

If  WGBI-TV  were  forced  to  use  common 
carrier  service,  it  would  have  to  pay  $25,000 
a  year  more  than  its  costs  now  if  the  station 
ordered  the  service  from  the  network  and 

$66,000  more  if  it  simply  used  common  car- 
rier service  to  bring  the  signal  from  Philadel- 
phia or  New  York. 

WGBI-TV's  private  relay  costs  $500  a  month 
or  $6000  a  year,  he  said.  If  WGBI-TV  used 
common  carrier  service  either  from  Philadel- 

phia or  New  York  it  would  cost  $72,000  a  year. 
For  network  service,  CBS  would  charge  150% 

of  WGBI-TV's  weekly  basic  hourly  rate  of  $400, 
he  said,  amounting  to  $31,200  yearly. 

Either  of  the  two  more  expensive  systems 
would  provide  better  service  to  WGBI-TV,  both 
in  quality  of  service  and  in  the  number  of  pro- 

grams WGBI-TV  could  get,  since  in  the  latter 
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ROCHESTER 

announces  the   appointment  of 

the  HENRY  I.  CHRISTAL  co.,  inc. 

as 

National    Sales  Representative 

Effective  Immediately 

As  one  of  America's  pioneer  stations,  WHAM  takes  pride  in 

becoming  associated,  through  distinguished  representation, 

with  these  leadership  stations: 

WBAL  —Baltimore 

WBEN  -Buffalo 

WGAR-Cleveland 

WJR  -Detroit 

WTIC  -Hartford 

WDAF -Kansas  City 

KFI        —Los  Angeles 

WHAS  -Louisville 

WCKR  -Mia  mi 

WTMJ  —Milwaukee 

WGY  -Schenectady 

WSYR  —Syracuse 

WT  AG -Worcester 

50,000  WATTS 
CLEAR  CHANNEL 1180  KC 

NBC 
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CELLER  HEARINGS 

on  your  dial 

0* 
The  r/g/if  combination 

to  sell  over  .  .  . 

channel 

3  thousand  New  Families 

Yearly 

In  OKLAHOMA'S 

No.  1  Market 

Where  $481,893,432  was  spent 

at  retail  establishments  last  year! 

When  more  than  three  thousand  families  each  year 

start  "keeping  up  with  the  Joneses"  in  one  of  the 

richest  (per  capita)  markets  in  the  nation  .  .  .  you 

can  be  sure  you  will  sell  them  ...  particularly 

when  you  use  their  favorite  combination  —  KVOO 

RADIO  and  KVOO-TV  .  .  .  THE  stations  in  THE 

Oklahoma  market. 

Call  Blair-TV  or  Petry-RADIO  for  specific  details. 

'Research  Department, 
Tulsa  Chamber  of  Commerce 

RADIO 
Represented  by 

EDWARD  RETRY  CO. 

1170  KC  • 

mm 

TELEVISION 
Represented  by 

BLAIR  TV 

50,000  Watts TULSA.  OKLAHOMA Channel  2  •  Maximum  Power 

case  the  Scranton  station  could  carry  programs 
blacked  out  on  WCBS-TV  or  WCAU-TV,  such 
as  local  baseball  games,  he  said. 

But  the  $25,000  or  $66,000  WGBI-TV  saves 
means  the  difference  between  profit  and  loss, 
he  told  the  committee. 

Allen  B.  DuMont 
Board  Chairman 

Allen  B.  DuMont  Labs 

Dr.  DuMont.  opening 

Wednesday  morning's  testi- mony, submitted  a  copy  of 

DuMont's  allocations  pro- 
posals in  1949  calling  for 

four  vhf  or  four  uhf  channels  in  each  of  the 
100  top  markets. 

It  is  "obvious,"  he  said,  that  about  75%  of 
FCC  allocations  will  never  be  used,  and  that 
the  FCC  has  ignored  economics  in  not  giving 

preferences  to  cities  of  100,000  or  more  popula- 
tion. The  FCC's  statement  that  it  is  "not  con- 

cerned" with  economics  is  "indefensible,"  he 
said,  and  the  Commission's  Priority  3 — a  choice 
of  at  least  two  tv  stations  to  all  parts  of  the 

U.  S. — "clearly  indicates  their  thinking  that  a 
two-network  setup  is  all  that  is  necessary."  He 
blamed  FCC's  stress  on  geography  instead  of 

economics  on  "political  pressure." 
DuMont  Tv  Network  failed,  he  said,  because 

CBS  and  NBC  could  line  up  more  stations  than 
DuMont  by  financing  provided  through  their 
established  radio  affiliates  who  also  had  tv  sta- 

tions. DuMont  could  have  made  out  well  de- 
spite this  if  allocations  had  provided  for  four 

non-intermixed  stations  in  each  of  the  top  100 

markets,  he  said,  but  "that  has  never  happened," 
and  after  losing  money  several  years  DuMont 
gave  up. 

DuMont  would  "seriously  consider"  going 
back  into  networking  if  stations  were  available, 

he  said.  He  said  DuMont  Broadcasting  Corp.'s 
profits  from  WABD  (TV)  New  York  and 

WTTG  (TV)  Washington  are  "very  small"  and 
"not  sufficient  at  the  present  time." 

He  expressed  the  opinion  that  the  country 

could  support  four  or  five  or  even  more  net- 
works, with  sufficient  stations,  and  that  CBS 

and  NBC  advantages  were  derived  from  the 
number  of  clearances  they  could  get.  As  far 

as  talent,  he  said,  "there  is  not  any  trick  in 
going  out  and  hiring  talent  and  putting  on 

shows." 

The  present  intermixed  system  is  like 
putting  one  person  on  a  bicycle  and  another  in 

a  jet  plane  and  having  a  race,  he  said,  de- 
spite "numerous  statements  by  various  mem- 

bers of  the  Commission  that  we  should  allow 
the  stations  and  networks  to  fight  this  thing 
out  on  the  good  old  American  philosophy  of 

commercial  competition." 
He  charged  that  AT&T  rates  for  interconnect- 

ing cables  are  set  up  to  favor  the  two  major 
networks. 

Dr.  DuMont  said  he  felt  there  is  "no  ques- 
tion" that  the  FCC's  all-uhf  proposals,  if  im- 

plemented, would  result  in  a  "truly  national 
competitive  television  system,"  but  "I  think they  have  to  move  on  it  instead  of  just  talking 

about  it." 

The  move  to  uhf,  if  made  rapidly,  would 
cost  $1  billion  to  the  American  public  for  the 
change  at  $25  a  set  for  the  40  million  sets  in 
use,  he  said,  while  transmitter  owners  would 

have  to  spend  some  $100  million  for  500  trans- 
mitters at  about  $200,000  each.  But  by  moving 

toward  DuMont's  1949  proposals  the  costs 
would  be  reduced  and  would  affect  only  25% 
of  the  population  and  stations,  Dr.  DuMont 
continued. 

He  stood  by  his  statement  made  before  the 
Senate's  Potter  Subcommittee  in  1954  that  the 

"injection  of  color"  during  the   1948-52  tv 
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inc. 

J^or  your  best  network  entertainment  through
out 

the  1Q56-57  telecasting  season 

Screen  Gems 

cordially  invites  you  and  your  entire  family  to  enjoy 

ON  ABC-TV  Ford  Theatre  FOR  FORD  MOTOR  CO. 

ON  ABC -TV  Adventures  of  Rin  Tin.  Tin  FOR  NATIONAL  BISCUIT  CO. 

ON  NBC-TV  Father  Knows  Best  FOR  SCOTT  PAPER  CO. 

ON  CBS -TV  Playhouse  90  (PREMIERE)  FILMED  PROGRAMS 

ON  NBC -TV  Circus  Boy  (PREMIERE)  FOR  REYNOLDS  METALS  CO. 

ON  NBC -TV  77tk  Bengal  Lancers  (PREMIERE)  FOR  GENERAL  FOODS  CORP. 

ON  NBC-TV  George  Sanders  Mystery  Theatre  (PREMIERE  SOON) 

ON  CBS -TV  Tales  of  the  Texas  Rangers  FOR  GENERAL  MILLS  CORP. 

ON  NBC -TV  Co  whoy  Theatre  (PREMIERE)  M  UL  Tl-  SPONSORED 

ON  CBS -TV  Capt.  Midnight  FOR  WANDER  CO. 



freeze  was  "more  than  a  coincidence."  Asked 
to  elaborate,  he  said  he  thought  the  CBS  and 

NBC  controversy  over  color  was  "just  simply 
to  prevent  a  final  decision  being  made."  He 
said  he  thought  CBS  was  smarter  than  to  think 
its  system  of  color  would  be  approved  and  that 
he  felt  CBS  was  trying  to  stall  color  while  NBC 
was  trying  to  push  it. 

Dr.  DuMont  said  he  did  not  agree  that  FCC's 
all-uhf  proposal  is  better  than  a  deintermixture 
system.  Such  a  shift  to  uhf  would  take  five  to 

ten  years,  at  least,  if  "you  were  not  going  to 
hurt  a  lot  of  people."  In  the  meantime,  uhf 
people  would  not  be  any  better  off  for  four  or 
five  years  than  they  are  now,  he  continued. 

The  DuMont  board  chairman  said  he  thought 

the  FCC's  proposal  for  research  and  develop- 
ment on  uhf  "is  the  same  sort  of  stall  that 

Columbia  pulled  ...  It  is  simply  something 

that  is  going  to  take  two  or  three  years  to  go 
through  and  it  just  stalls  the  decision  so  they  do 
not  have  to  make  a  decision  until  then.  ...  I 
think  they  have  ample  information  right  now 

to  go  ahead  with  it." 
Proposals  to  increase  the  power  of  uhf  sta- 

tions will  not  help  much,  he  said,  because  the 
cost  of  putting  up  the  high  tower  is  not  going 
to  be  commensurate  with  the  slight  additional 
coverage  that  will  result. 

John  G.  Johnson 

Chairman,  Uhf  Industry  Coordinating 
Committee 

Mr.  Johnson,  chairman  of  the  Uhf  Industry 
Coordinating  Committee  and  of  the  Committee 

for  Competitive  Television,  representing  a  ma- 
jority of  uhf  stations,  testified  Wednesday  after- 

noon he  doubted  if  uhf  could  ever  catch  up  to 
vhf.  Mr.  Johnson,  who  is  general  manager  of 
WTOB-TV  Winston-Salem,  N.  C,  and  interested 
in  other  stations,  said  28%  of  sets  made  in  1953 
had  uhf  compared  to  a  current  level  of  12%. 
Networks  tend  to  abandon  uhf  when  vhf 

comes  into  a  market,  according  to  Mr.  Johnson. 

He  traced  many  of  uhf's  troubles  to  presence 
of  vhf  in  the  market.  A  possible  75%  transition 

of  tv  stations  to  uhf  was  suggested.  "If  it  (uhf) 
is  worth  moving  to  in  10  years,  it  is  worth  sav- 

ing today,"  he  said  during  a  line  of  testimony 
covering  FCC's  proposed  deintermixture.  All 
vhf  stations  would  suffer  is  a  shift  to  equality 
with  all  other  outlets,  he  contended. 

Louis  J.  Appel  Jr. 

President,  WSBA-TV  York,  Pa. 

Mr.  Appel  said  WSBA-TV  York  and  Triangle 
Publishing  Co.  of  Philadelphia  were  in  contest 
for  ch.  8  in  York  in  1948  when  the  FCC  im- 

posed a  freeze  on  tv.  After  the  freeze,  ch.  8 
was  moved  to  Lancaster  and  given  to  pre-freeze 
WGAL-TV  (then  on  ch.  4).  WSBA-TV  then 
got  ch.  43.  WSBA-TV  pioneered  against  many 

difficulties,  he  said,  but  the  FCC  struck  a  "lethal 
blow"  to  uhf  tv  in  the  York-Harrisburg  area 
when  it  authorized  WGAL-TV  in  1954  to  in- 

crease to  maximum  power  and  move  15  miles 
closer  to  York  and  14  miles  closer  to  Harris- 
burg.  Five  York  and  Harrisburg  stations  re- 

quested that  the  FCC  set  aside  its  grant  pending 
results  of  a  hearing  or  stay  the  grant  until  uhf 
stations  were  more  able  to  compete  on  an  equal 
footing.  FCC  denied  both  requests,  he  said. 

Two  uhf  stations  in  Reading  have  gone  off  the 

air,  one  in  Chambersburg  and  another  in  Leb- 
anon, he  said.  Revenue  from  national  accounts 

has  gone  down  steadily  ever  since  at  WSBA-TV, 
Mr.  Appel  said,  although  its  viewers  have  in- 

creased "at  least  10-fold."  In  its  45  months, 
of  operation  WSBA-TV  has  yet  to  show  a  profit, 
he  added. 

With  ABC  affiliation,  WSBA-TV's  situation 
is  improving,  Mr.  Appel  said,  but  he  expressed 
fear  that  WSBA-TV  would  lose  its  ABC  affilia- 

tion to  the  uhf  station  being  reactivated  in  Leb- 
anon by  WFIL-TV  Philadelphia,  which  holds 

the  ABC  affiliation  in  that  city.  He  asked  that 
the  committee  obtain  WGAL-TV  revenue  fig- 

ures for  1953-55  and  compare  them  with  uhf 
losses  in  the  area  for  the  same  period.  ABC, 

he  said,  has  been  helpful  and  has  refused  ad- 
vertiser pressure  to  place  individual  programs 

on  WGAL-TV. 

A.  K.  and  Richard  Redmond 
WHP-TV  Harrisburg 

The  Messrs.  Redmond  of  WHP-TV  Harris- 
burg said  they  applied  for  ch.  8  at  Harrisburg 

in  1947,  but  it  was  moved  to  York,  and  ch.  10 
was  moved  to  Harrisburg,  for  which  they  ap- 

plied. No  FCC  decision  had  been  made  by 
the  time  of  the  freeze,  they  said,  and  when  the 
freeze  was  lifted  there  was  no  vhf  channel  as- 

signed to  Harrisburg. 

Eventually,  they  received  ch.  55  and  went  on 
the  air  April  1,  1953.  WHP-TV  was  among 
the  uhf  stations  trying  to  stop  WGAL-TV  Lan- 

caster from  increasing  power  and  moving 

its  transmitter,  they  said.  WGAL-TV's  trans- mitter now  is  22  miles  from  Harrisburg,  the 

witnesses  continued.  Although  WHP-TV  is  a 
CBS  affiliate,  it  loses  programs  to  WGAL-TV, 
which  carries  both  CBS  and  NBC  programs, 

they  testified,  adding  that  losses  of  programs 
to  WGAL-TV  means  loss  of  prestige  in  addition 

to  money.  They  described  WGAL-TV  as  "a 
powerful  giant,  an  octopus  stretching  out  its 

arms  and  putting  other  people  out  of  business." 

NEW  YORK 

CHICAGO 

DETROIT 

DALLAS 

ATLANTA 

CHARLOTTE 

ST.  LOUIS 

MIAMI 

MEMPHIS 

LOS  ANGELES 

SAN  FRANCISCO 

BRA 

11  OFFICES 

FROM  COAST 

TO  COAST.  .  . 
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TELEVISION  MAGAZINE 

AND 

Standard  Rate  &  Data  Service  (SRDS) 

CREDIT 

as  the  best  buy  in 

as  to  number  of  sets  and  cost 

Number  of  Sets: 

Cost**
 

Cost 

Cost**
 

Cost 

Cost**
 

Cost 

per  Vfehr.  program 

per  1 ,000  sets .  .  . 

per  minute  spot.  . 

per  1 ,000  sets .  .  . 

per  20  second  spot 

per  1 ,000  sets .  .  . 

WTOV  (UHF) 

147,670 

$74.66 
.50 

$17.00 

.11 

$11.33 

.07 

*  Television  Magazine,  July  1956 

**(SRDS)  1956  National  Rates  for  AA  time. 

Station  "B"  (VHF) 

264,713 

$555.00 

2.09 

$200.00 

.75 

$200.00 
.75 

Station  "C"(UHF) 

147,670 

$210.00 

1.42 

$70.00 
.47 

$70.00 

.47 

Note:  ARB  &  Pulse,  Inc.  rate 

WTOV-TV  with  177,000  sets 

See  Joseph  Hershey  McGillvra,  Inc. 

N«w  York  Cily 
366  Madison  Ave. 

Murray  Hill  2-8755 

Chicago 
185  N.  Wabash  Ave. 

State  2-5282 

Los  Angeles 
638  S.  Van  Ness  Ave. 
Dunkirk  4-7352 

Atlanta 
267  E.  Pace  Ferry  Rd. 
Exchange  1490 

Boston 

419  Boy  Is  ton  St. 
Commonwealth  6-0718 

San  Francisco 

605  Market  St. 
Yukon  2-3954 
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NBC-TV  SETS  UP  SEASON'S  SPECIAL  SHOWS 

Network's  1956-57  season 
fare  to  include  drama,  opera, 

musical  comedies,  ballet,  con- 

certs and  'telementaries.' 
Many  to  be  90  minutes  in 

length  and  \p  color. 

PREVIEW  list  of  NBC-TV's  special  programs 
for  the  coming  season,  those  of  the  spectacular 
length  and  many  in  color,  was  revealed  last 
week  by  Thomas  A.  McAvity,  executive  vice 
president  in  charge  of  NBC-TV  programming 
and  sales.  In  the  1956-57  showcase  are  drama, 
opera,  musical  comedies,  ballet,  concerts  and 

"telementaries." 
In  his  breakdown,  Mr.  McAvity,  listed  29 

hour-and-a-half  spectaculars  (13  Producers' 
Showcases,  10  Saturday  Night  Spectaculars  and 
six  Hallmark  Hall  of  Fame  programs),  six 

NBC-TV  opera  theatre  presentations  (includ- 

ing two  "premieres"),  three  or  four  special 
"Holiday  Spectacles,"  four  Project  20  documen- 

taries and  at  least  two  new  Telescope  telemen- 
taries. 

A  roster  of  outstanding  stars  and  producer- 
directors  are  mentioned,  among  them  Alfred 
Lunt  and  Lynn  Fontaine,  Maurice  Evans, 
Anatole  Litvak,  Mary  Martin,  John  Huston. 
Arthur  Rubinstein,  Garson  Kanin,  Marian  An- 

derson, Gordon  Jenkins  and  Sol  Hurok. 
The  network  has  turned  to  the  great  works 

of  literature  in  presenting  "new"  material,  such 
as  War  and  Peace,  to  phonograph  records 

("Manhattan  Towers"),  to  Greek  drama  (Lysis- 
trata),  to  Broadway  (Born  Yesterday),  as  well 

as  to  original  scripts  ("Jack  and  the  Bean- 
stalk.") 
NBC-TV's  list  of  programs,  stars  and  dates scheduled: 

Saturady,  Sept.  29  (9-10:30  p.m.,  EDT) — 

Esther  Williams  in  "Aqua  Spectacle  of  1957," 
the  Saturday  Night  Spectacular  season  opener. 

Monday,  Oct.  15  (8-9:30  p.m.  EDT) — Wil- 

liam's Wyler's  production  of  Somerset 
Maugham's  "The  Letter"  on  Producers'  Show- 
case. 

Tuesday,  Oct.  16  (8-9  p.m.,  EDT) — Season 

premiere  of  Project  20  series,  "The  Great 

War." Saturday,  Oct.  27  (9-10:30  p.m.,  EDT)— 

"Manhattan  Tower,"  an  original  musical  pro- 
duced by  Gordon  Jenkins  and  starring  Pete 

Marshall,  Helen  O'Connell,  Phil  Harris,  Ethel 
Waters  and  Cesar  Romero. 

Sunday,  Oct.  28  (7:30-9  p.m.,  EST)— Mary 
Martin  and  Paul  Douglas  will  star  in  "Born 
Yesterday,"  produced  and  directed  by  Garson Kanin. 

Monday,  Nov.  12  (8-9:30  p.m.,  £SD— "Jack 
and  the  Beanstalk,"  an  original  musical  star- 

ring Celeste  Holm  with  Cyril  Ritchard,  Peggy 
King,  Billy  Gilbert  and  others. 

Sunday,  Nov.  18  (2-4  p.m.,  EST)— The  open- 
ing performance  of  the  NBC-TV  opera  "La 

Boheme." 
Saturday,  Nov.  24  (9-10:30,  EST)— "High 

Button  Shoes,"  starring  Nanette  Fabray;  music 
and  lyrics  by  Jule  Styne  and  Sammy  Cahn. 

Sunday,  Nov.  25  (9-10:30  p.m.,  EST)— Maur- 
ice Evans  stars  in  George  Bernard  Shaw's 

"Man  and  Superman." 
Thursday,  Dec.  6  (time  to  be  announced) — 

"Call  to  Freedom"  in  Project  20  series. 
Monday,  Dec.  10  (8-9:30  p.m.,  EST)—S. 

Hurok  presents  his  second  annual  "Festival  of 
Music"  with  great  names  of  concert  world  in- 

cluding Arthur  Rubenstein,  Marian  Anderson, 
Andre  Segovia  and  others  to  be  announced. 

Sunday,  Dec.  16  (time  to  be  announced) — 

"Amahl  and  the  Night  Visitors,"  NBC's  tradi- 
tional Christmas  opera. 

Sunday,  Dec.  16  (7:30-9  p.m.  EST)— Hall- 
mark Hall  of  Fame. 

Saturday,  Dec.  22  (9-10:30  p.m.,  EST)— 
Sonja  Henie  in  a  90-minute  color  spectacular, 
all  on  ice. 

Monday,  Jan.  7  (8-9:30  p.m.,  EST) — John 

Huston's  production  of  Aristophanes'  comedy 
"Lysistrata";  cast  to  be  announced. 

Sunday,  Jan.  13  (time  to  be  announced) — 

The  Amercan  premiere  of  Prokofieff's  "War 
and  Peace"  by  NBC-TV  Opera. 

Saturday,  Jan.  19  (9-10:30  p.m.,  EST)— The 
Saturday  Night  Spectacular. 

Monday,  Feb.  4  (8-9:30  p.m.,  EST)— "May- 
erling,"  Anatole  Litvak's  production  with 
Audrey  Hepburn  and  Mel  Ferrer  in  lead  roles. 

Sunday,  Feb.  10  (time  to  be  announced) — 
Verdi's  "La  Traviata"  by  NBC-TV  Opera. 

Sunday,  Feb.  10  (9-10:30  p.m.,  EST)— Hall- 
mark Hall  of  Fame. 

Saturday,  Feb.  16  (9-10:30  p.m.,  EST) — 
The  Saturday  Night  Spectacular. 

Monday,  March  4  (8-9:30  p.m.,  EST) — S. 

Hurok  to  present  "Romeo  and  Juliet,"  star- 
ring Claire  Bloom,  John  Neville  and  Paul 

Rogers,  on  Producers'  Showcase. 
Sunday,  March  10  (time  to  be  announced) — 

NBC-TV's  opera's  production  of  "La  Grande 
Breteche,"  new  work  commissioned  by  NBC 
and  based  on  Balzac's  story.  Stanley  Hollings- 
worth  is  composer. 

Saturday,  March  16  (9-10:30  p.m.,  EST)— 
Tv  "Emmy"  Awards. 

Sunday,  March  17  (7:30-9  p.m.,  EST)— 
Hallmark  Hall  of  Fame. 

Monday,  April  (8-9:30  p.m.,  EST)— Alfred 

Lunt  and  Lynn  Fontaine  in  "The  Great  Sebas- 
tians" on  Producers'  Showcase. 

Wednesday,  April  10  (8:30-10  p.m.  EST)— 
Hallmark  Hall  of  Fame. 

Saturday,  April  13  (9-10:30  p.m.,  EST)— 
Saturday  Night  Spectacular. 

Sunday,  April  21  (time  to  be  announced) — 

NBC-TV  Opera— Richard  Strauss'  "Electra." 
Monday,  April  29  (8-9:30  p.m.,  N.  Y.  Time) 

— Sol  Hurok  to  present  Sadler's  Wells  Ballet 
production  of  "Cinderella,"  starring  Margot 
Fonteyn,  Frederick  Ashton,  Michael  Somes 

and  Beryl  Grey,  on  Producers'  Showcase. 
Saturday,  May  11  (9-10:30  p.m.,  NYT) — 

Saturday  Night  Spectacular. 

Monday,  May  27  (8-9:30  p.m.,  NYT)— Pro- 
ducers' Showcase. 

Saturday,  June  8  (9-10:30  p.m.,  NYT)— 
"Ice  Capades  of  '57"  on  Saturday  Night  Spec- 
tacular. 

Monday,  June  24  (8-9:30  p.m.  NYT)— Pro- 
ducers' Showcase. 

Monday,  July  22  (8-9:30  p.m.,  NYT)— Pro- 
ducer's Showcase. 

Monday,  August  19  (8-9:30  p.m.,  NYT)— 
Producers'  Showcase. 

WROC-TV  Makes  ABC  Tie 

ABC-TV  last  week  announced  the  signing  of 
an  agreement  with  Transcontinent  Television 
Corp.,  new  owner  of  WROC-TV  Rochester 
(formerly  WHAM-TV)  [At  Deadline,  Sept. 
17],  whereby  the  ch.  5  station  will  carry  some 
ABC-TV  programs  that  cannot  be  cleared  on 

the  network's  primary  affiliate  in  Rochester, 
WHEC-TV,  W VET-TV,  which  share  ch.  10. 
WROC-TV  continues  as  an  NBC-TV  affiliate. 

Important  Visitor 

LAST  MONDAY  was  "Television  City 
Day"  in  California,  so  declared  by  Gov. 
Goodwin  J.  Knight  in  honor  of  the  mil- 

lionth visitor  to  Hollywood's  Television 
City.  Gov.  Knight  officiated  at  cere- 

monies marking  the  occasion  and  greeted 
the  special  guest  on  The  Bob  Crosby 
Show  (12:30-1  p.m.,  PDT,  CBS-TV). 

McFADDEN  TO  FILL 

DENNY'S  NBC  POST 

THOMAS  B.  McFADDEN,  vice  president  in 

charge  of  NBC-owned  WRCA-AM-TV  New 
York  since  last  April,  last  week  was  named 
successor  to  Charles  R.  Denny  as  vice  president 

in  charge  of  the  NBC-owned  stations  and  NBC 
Spot  Sales  [At  Deadline,  Sept.  17].  Mr.  Denny 
was  promoted  to  executive  vice  president  of 

operations  in  a  realignment  of  the  network's top  echelon  [B»T,  Sept.  10]. 
Succeeding  Mr.  McFadden  as  manager  of 

WRCA-AM-TV  was  William  N.  Davidson, 

former  manager  of  WRCA-TV.  Both  Mr.  Mc- 
Fadden and  Mr.  Davidson  joined  NBC  at  the 

MR.  McFADDEN  MR.  DAVIDSON 

ladder's  bottom  rung:  Mr.  McFadden  as  a 
page  in  1934  and  Mr.  Davidson  as  a  messenger 
in  1938. 

Spot  sales  director  since  1952  and  vice  presi- 
dent since  1954,  Mr.  McFadden  joined  NBC 

news  in  1935  and  remained  there  until  World 

War  II,  first  as  a  writer,  then  analyst  and  later 
as  sports  editor.  After  serving  with  the  Army 
Air  Corps  in  the  war,  he  returned  to  NBC 
news,  became  news  and  special  events  director 
of  WRCA  (then  WEAF)  and  in  1947  became 
station  manager.  In  1948,  he  was  named  to 

a  similar  post  with  NBC-TV's  pioneer  station 
in  New  York,  WNBT  (TV),  now  WRCA-TV. 
In  1950,  he  was  transferred  to  KNBH  Los 
Angeles  (now  KRCA)  as  station  manager  and 
in  1952,  returned  to  New  York  as  spot  sales 
director. 

Mr.  Davidson  resigned  a  station  relations 
post  with  NBC  in  1941  to  join  J.  Walter 
Thompson  Co.  as  assistant  timebuyer  and,  after 
wartime  service  in  the  Army,  returned  to  the 

Thompson  agency,  subsequently  serving  in  vari- 
ous capacities  at  that  agency,  Benton  &  Bowles. 

Free  &  Peters  (now  Peters,  Griffin,  Woodward) 
and  ABC.  He  rejoined  NBC  in  1952  as 
eastern  sales  manager  in  radio  spot  sales,  be- 

coming national  sales  manager  that  same  year. 

In  February  1954,  Mr.  Davidson  was  trans- 
ferred to  Cleveland  as  assistant  general  man- 

ager and  sales  director  of  the  then  NBC- 
owned  stations  there,  WTAM  and  WNBK  (TV), 
returning  to  New  York  in  1955  as  assistant 

general  manager  of  WRCA-AM-TV.  This  past 
June,  Mr.  Davidson  became  manager  of 

WRCA-TV. 
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ARE  YOU 

GETTING 

INDIVIDUAL 

MARKETING 

ATTENTION 

WITH  YOUR 

ADVERTISING? 

You  do  in  Milw aukee  at  WISH 

The  value  of  marketing  and  merchandising  as  an  aid  to  advertising  in  today's  highly-com- 
petitive economy  cannot  be  over-emphasized.  So  important  is  it  in  Milwaukee  that  WISN-TV 

and  WISN  Radio  maintains  a  separate  department  to  execute  its  functions.  It  is  the  most 

comprehensive  service  of  its  kind  in  Milwaukee  broadcasting.  Most  of  its  features  are  ex- 
clusive with  us. 

W:- 

and  it  doesn't  cost 

station  advertisers  a  cent! 

The  individual  merchandising  needs  of  any 

type  of  advertiser  are  quickly  and  extensive- 
ly fulfilled  because  of  constant  contact  with 

food,  drug,  manufacturing  and  other  dis- 
tributors, brokers  and  retailers. 

In  the  food  field,  for  example,  WISN  ar« 

ranges  for  displays  in  A&P,  IGA  and  Sen- 
try food  stores;  runs  product  ads  for  sta- 
tion advertisers  in  a  monthly  publication  sent 

to  1,092  grocers;  explains  advertising  pro- 
grams to  local  sales  outlets;  makes  regular 

calls  on  distributors  and  sends  monthly  re- 
ports to  advertisers  on  services  rendered. 

A  long  list  of  satisfied  sponsors  attests  to 
the  success  of  merchandising  programs  for 
other  types  of  sponsors.  No  matter  what 
the  product  or  objective,  WISN  creates  the 
plan  that  enables  the  advertiser  to  reach  even 

the  most  extensive  marketing  and  mer- 
chandising goals. 

Why  not  let  us  solve  your  marketing  or 
merchandising  problem,  today? 

II 

I 

John  B.  Soell,  Director 

WI 

CHANNEL 

BASIC      ABC  AFFILIATES 

Representee El  Edward  Petry  &  Co.,  Inc. 
NEW  YORK  •  CHICAGO  •  ATLANTA  •  DETROIT  •  IOS  ANGELES  •  SAN  FRANCISCO  •  ST.  lOUIS 
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Mutual's  Gross  Gets 

$2.25  Million  Boost 

SIGNING  of  $2.25  million  in  gross  billing  for 
MBS  this  fall  was  reported  last  week  by  Sales 
Vice  President  Harry  Trenner,  who  announced 
four  new  MBS  clients  and  expanded  use  in 
schedules  by  three  other  sponsors. 

The  latter  three  are  J.  B.  Williams  Co.  (J. 
Walter  Thompson  Co.,  New  York),  Whitehall 
Pharmacal  Co.  (Sullivan,  Stauffer,  Colwell  & 
Bayles,  both  New  York)  and  Kraft  Foods  Co. 
(Needham,  Louis  &  Brorby,  both  Chicago). 

Signed  as  new  sponsors  were  American  Molas- 
ses Co.  (Charles  W.  Hoyt  Co.,  New  York) 

Sleep-Eze  Co,  (Milton  Carlson  Co..  both  Los 

Angeles),  Mentholatum  Co.  (Walter  Thompson 
Co.)  the  Christian-Herald  Magazine  (direct). 

J.  B.  Williams,  a  past  sponsor  of  MBS  sports 
programs,  will  back  the  world  series  with  pre 
and  post  game  shows  starting  Oct.  3  and 
similarly  with  Notre  Dame  U.  football  games 

scheduled  to  kick  off  this  past  weekend.  (Pon- 
tiac  Division,  General  Motors  Corp.  sponsors 
the  Notre  Dame  contests  on  Mutual.) 

Whitehall  (American  Home  Products),  for 

BiSoDol,  will  join  new  sponsor  Sleep-Eze  and 
old-time  sponsor  Belltone  Hearing  Aid  Co. 
(through  Olian  &  Bronner,  both  Chicago)  in  en- 

larging Gabriel  Heatter's  news  schedule. 
Kraft,  in  its  second  year  as  sponsor  of  MBS' 

Kraft  Five  Star  News,  will  add  three  Sunday 

time  periods  to  its  Mon.-Sat.  schedule;  Ameri- 
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now 

we  are 

two! 

Wcue^Wice 

We're  proud  as  Roger  Williams  .  .  . 
crowing  like  a  Rhode  Island  Red,  because 

now  we  are  two.  And  you,  you're  "right 
on  cue"  whether  it's  in  Akron,  Ohio  or 

Providence,  Rhode  Island.  You're  right  with 

our  music  and  our  news.  You're  right  with 
our  solid  policy  of  local  programming,  local 
service  and  warm  interest  in  each 

community  —  Tiretown,  U.  S.  A.,  and  rich, 

little  Rhody's  capitol  city. 

1150  — ^ 

ON  YOUR  RADIO  *^ 
AKRON,  OHIO 
NATIONAL  REP.  -  JOHN  E.  PEARSON  CO. \ 

M  ELLIOT,  PRESIDENT ■■■■■ 

90  ON  YOUR  RADIO 
tOVIDENCE,  RHODE  ISLAND 
mONAL  REP.  - 
>HN  E.  PEARSON  CO. 

\ 

) 

MR.  FETTER 

can  Molasses  will  participate  in  the  new  week- 
day series  of  five-minute  dietary  programs  con- 

ducted by  Gayelord  Hauser  beginning  Oct. 
16;  The  Christian  Herald  Assn.  will  sponsor 

publisher  Rev.  Dr.  Daniel  A.  Poling's  program, 
Opportunity  Is  Yours,  starting  Sept.  30,  and 
Mentholatum  Co.,  as  announced  earlier,  will 

buy  into  MBS'  week-night  mystery  block  as 
well  as  Queen  For  a  Day  effective  Nov.  19 
[B«T,  Aug.  27]. 

Fetter  Will  Join  ABC-TV 

As  Director  of  Programming 

TED  FETTER,  CBS-TV  staff  producer  since 
1953  (The  Morning  Show,  Jack  Paar  Show, 
Christmas  with  the  Greatest  Show  on  Earth), 

will  join  ABC-TV Oct.  1  as  director  of 

programming,  Rob- 
ert F.  Lewine,  ABC- 

TV  vice  president  in 

charge  of  program- 
ming and  talent,  is 

announcing  today 

(Monday). 
He  will  fill  the 

vacancy  created  last 
January  when  Mr. 

Lewine,  then  pro- 

gram director,  suc- ceeded Robert  Weit- 
man  as  programming 

vice  president  of  the 
network.  Mr.  Weitman  resigned  to  accept  a 

top  creative  post  at  CBS-TV.  Before  joining 
CBS  three  years  ago,  Mr.  Fetter  served  as 

agency  co-producer  at  BBDO  on  NBC-TV's Hit  Parade  program. 

ABC  Radio  Sunday  Format 

To  Music,  News,  Sports 

ABC  RADIO  will  program  two-and-a-half 
hours  of  music,  news  and  sports  as  Sunday 
evening  fare  starting  Oct.  14  under  the  title 
of  Sunday  Music  Hall. 

The  program,  scheduled  for  7:35-10  p.m.,  re- 
places ABC  Radio's  co-op  All-Star  Country 

Show,  a  series  of  remote  broadcasts  of  hillbilly 

music.  It  will  feature  such  prominent  jazz  side- 
men  as  "Peanuts"  Hucko,  Buddy  Weed,  Vern 
Brown,  Bobby  Hackett,  Mel  Powell,  Billy 

Butterfield,  Hank  D'Amico  and  announcer Milton  Cross. 

New  Format  for  Sheen 

BISHOP  Fulton  J.  Sheen's  program  will  mark 
its  return  to  ABC-TV  this  season  with  a  new 
format,  the  network  announced  last  week. 

Starting  Oct.  15  (9-9:30  p.m.),  the  bishop's 
program  will  "leave  the  abstract"  and  enter  the 
realm  of  the  dramatic  narrative.  Bishop  Sheen 

attributed  his  desire  for  a  change  to  "the  great 
popularity  of  dramatic  programs,"  believing 
that  "listeners  will,  in  many  cases,  identify 
some  of  their  own  experiences  with  those  whose 

personal  histories  we  will  tell."  The  delayed 
audio  portion  of  the  Monday  night  telecast  also 
will  be  heard  via  ABC  Radio  eight  days  later 

on  Tuesdays,  8:30-9  p.m.,  starting  Oct.  23. 

Booth  to  Portray  Mesta 

ACADEMY  Award-winning  actress  Shirley 
Booth  has  been  signed  by  CBS-TV  for  the 

role  of  Perle  Mesta  in  the  network's  forth- 

coming Playhouse  90  presentation  of  "The 
Hostess  with  the  Mostes'."  Under  terms  of  the 
agreement  announced  last  week  by  CBS-TV  Ex- 

ecutive Vice  President  Hubbel!  Robinson  Jr., 

Miss  Booth  will  appear  exclusively  on  CBS-TV 
in  this  and  an  unnamed  presentation. 
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We're  selling  more  cosmetics  in  beautiful  San  Diego! 

Beautiful  San  Diegans  had  a  1955 
net  effective  Buying  Income  of 

$1,551,950,000  * 
That  ranks  San  Diego  20th  in  the 
nation,  above  Dallas,  Miami,  Atlanta, 
Portland,  Denver  and  New  Orleans. 

San  Diego  has  more  people  ( and 

dogs )  spending  more  and  watching 
Channel  8  more  than  ever  before! 

0  Sales  Management  1956  Survey  of 
Buying  Poioer 

KFMB 
WRATH ER- ALVAREZ  BROADCASTING. INC 

SAN  DIEGO America's     more  market 



FCC  'CRASH'  PROGRAM  TO  SAVE  UHF 

GETS  OFF  GROUND  AT  INDUSTRY  PARLEY 

Five  groups  represent  tv  segments;  Merryman  fails  in  bid  for  Home- 

town inclusion  as  member  of  broadcaster-manufacturer  group.  Or- 

ganizing subcommittee  named,  sets  Oct.  2  meeting. 

THE  FCC-inspired  "crash"  uhf  research  and  de- 
velopment program — which  may  resu't  in  the 

jolting  of  all  television  out  of  the  vhf  spectrum 
and  into  the  uhf  portion  of  the  airwaves — got 
under  way  last  week  with  an  organizational 

meeting  in  Washington  of  five  groups  repre- 
senting all  segments  of  the  television  industry. 

The  meeting  was  attended  by  20  delegates 
representing  all  facets  of  tv  broadcasting  and 
manufacturing. 

Under  the  temporary  chairmanship  of  former 
FCC  Comr.  Edward  M.  Webster,  an  organizing 
subcommittee  was  formed  which  agreed  to  meet 

Oct.  2  in  Washington.  General  Electric's  Dr. 
W.  R.  G.  Baker  was  named  acting  chairman  of 
the  five-man  group. 

The  founding  session,  attended  by  standing- 
room-only  observers  from  all  segments  of  the 
industry,  was  marred  hv  one  squabble.  This 
centered  on  the  bid  of  Philip  Merryman,  ch.  43 

WICC-TV  Bridgeport,  Conn.,  to  have  the  Com- 
mittee for  Hometown  Tv  Inc.  included  as  one 

of  the  organizing  members  of  the  broadcaster- 
manufacturer  committee. 

Harold  Fellows,  NARTB  president,  protested 
the  inclusion  of  the  Hometown  group  on  the 
ground  that  only  five  groups  had  been  invited 
to  organize  the  program.  He  also  pointed  out 

that  the  FCC's  notice  of  the  founding  meeting 
specifically  provided  that  additional  members 

were  to  be  invited  in  after  organization. 
Mr.  Fellows  also  questioned  the  status  of 

the  Hometown  committee,  indicating  that  it  was 

already  affiliated  with  the  Committee  for  Com- 
petitive Tv,  one  of  the  invited  organizers.  CCT 

represents  uhf  stations. 

Mr.  Merryman  defended  Hometown's  right 
to  participate  in  the  founding  activities  on  the 
ground  that  his  organization  had  wired  the  FCC 
immediately  after  notice  of  the  organization 
meeting  was  announced  last  month  [B«T, 
Sept.  3]  asking  that  it  be  included  as  one  of  the 
sponsoring  groups. 

Harry  M.  Plotkin,  counsel  for  Mr.  Merryman 
and  the  Hometown  organization,  reported  that 
he  had  been  assured  by  FCC  Chairman  George 
C.  McConnaughey  that  the  Hometown  group 
would  be  included  in  the  organization  sessions. 

Mr.  Merryman's  move  occasioned  three  other 
bids,  more  or  less  qualified,  to  be  included  in 
the  organizational  group.  These  were  from 

Westinghouse  Broadcasting  Co.,  Federal  Com- 
munications Bar  Assn.  and  the  West  Virginia 

Broadcasters  Assn. 
Mr.  Webster  ruled  that  it  was  the  intent  of 

the  FCC  to  have  the  research  body  organized  by 
the  five  groups  directly  invited  to  do  so. 

Purpose  of  the  uhf  research  and  development 
program  is  to  determine  whether  uhf  is  capable 
of  supplanting  vhf  in  whole  or  in  part  of  the 

WCDA-B 

Albany 

WAAM Baltimore 

WBEN-TV 
Buffalo 

WJRT Flint 

WFMY-TV 
Greensboro 

WTPA Harrisburg 

WDAF-TV 
Kansas  City 

WHAS-TV 
Louisville 

WTMJ-TV 
Milwaukee 

WMTW Mt.  Washington 

WRVA-TV 
Richmond 

WSYR-TV Syracuse 

Harrington,  Righter  and  Parsons,  Inc. 

The  only  exclusive  TV  national  representative 

New  York Chicago 

San  Francisco 

Atlanta 

country.  The  call  for  the  "crash"  program 
was  first  made  by  Chairman  McConnaughey  in 

a  speech  before  the  NARTB  convention  in  Chi- 

cago last  April.  The  FCC's  June  25  report  took 
the  position  that  a  possible  way  out  of  the  uhf- 
vhf-impasse  was  to  move  telecasting  from  its 
present  dual  spectrum  band  status  to  all  uhf— 
nationally  or  in  a  major  geographic  area.  This 
move,  which  was  projected  as  a  long-range  ap- 

proach, was  predicated  on  the  ability  of  uhf  to 
deliver  comparable  service  to  that  now  furnished 

by  vhf  stations.  The  research-development  pro- 
gram is  the  fact-finding  and  research  group 

which  will  advise  the  FCC  whether  this  cri- 
terion can  be  met. 

Present  at  the  founding  session  were  repre- 
sentatives of  NARTB,  RETMA,  Assn.  of  Maxi- 

mum Service  Telecasters,  Joint  Council  on 
Educational  Tv,  and  CCT.   Delegates  were: 

NARTB— Harold  Fellows,  Thad  H.  Brown, 
A.  Prose  Walker,  Vincent  Wasilewski;  RETMA 
— Dr.  Baker,  Paul  V.  Galvin  (Motorola),  Larry 
F.  Hardy  (Philco),  Dr.  E.  W.  Engstrom  (RCA); 
AMST— Jack  W.  Harris,  KPRC-TV  Houston, 
Tex.;  John  H.  DeWitt  Jr.,  WSM-TV  Nashville, 
Tenn.;  P.  A.  (Buddy)  Sugg,  WKY-TV  Okla- 

homa City,  Okla.,  and  Donald  D.  Davis, 
KMBC-TV  Kansas  City,  Mo.;  JCET— Ralph 
Steetle,  Cy  Braum,  Dr.  William  L.  Everitt, 
(dean,  U.  of  Illinois  Engineering  School),  Edgar 
Fuller;  CCT— John  G.  Johnson,  WTOB-TV 
Winston-Salem,  N.  C;  John  W.  English, 
WNAO-TV  Raleigh,  N.  C;  Roger  L.  Putnam, 
WWLP  (TV)  Springfield,  Mass.,  and  Warren  P. 
Williamson  Jr.,  ch.  27  WKBN-TV  Youngstown, 
Ohio. 

The  organizing  committee  was  formed  com- 
prising the  following  representatives  of  each  of 

the  five  groups:  Messrs.  Fellows,  Baker,  DeWitt, 
Steetle  and  Johnson.  Alternates,  in  the  same 
order,  Messrs.  Brown,  David  B.  Smith  (Philco), 

Sugg,  Everitt  and  Putnam. 
Mr.  McConnaughev  pnened  the  meeting  by 

calling  it  the  most  "significant"  step  taken  by 
the  industry  in  many  years.  He  iterated  the 
June  25  report  by  stating  that  12  vhf  channels 
were  insufficient  to  provide  a  nationwide  com- 

petitive television  "as  contemplated  by  the 
Communications  Act."  He  a'so  repeated  what 
he  had  said  before  the  Radio-Television  Execu- 

tives Society  meetmg  in  New  Ycrk  earlier  this 
month:  that  the  FCC  was  "not  wedded  to  uhf, 

nor  to  the  protection  of  vhf." 
"Time,"  Mr.  McConnaughey  declared,  "is  of 

the  essence." One  vital  point  was  almost  immediately 
raised  by  Dr.  Engstrom.  This  was  whether  the 
FCC  had  checked  with  the  Attorney  General 

on  the  legality  of  bringing  together  representa- 
tives of  competing  manufacturers  in  the  light  of 

the  antitrust  laws.  Mr.  McConnaughey  an- 
swered that  only  generalized  information  on 

apparatus  was  required,  and  that  he  did  not 
think  this  would  be  taken  amiss  by  the  Justice Dept. 

Mr.  DeWitt,  reading  a  prepared  statement 
in  behalf  of  AMST,  announced  the  beginning 
of  an  AMST-sponsored  field  intensity  survey  in 
Wilkes-Barre  early  in  October. 

Mr.  DeWitt's  statement  was  as  follows: 

".  .  .  There  is  considerable  disagreement 
about  the  problems  the  television  industry  faces 
today.  There  is  even  more  disagreement  about 
what  should  be  done  to  solve  these  problems. 
But  one  subject  on  which  there  is  apparently 
unanimous  agreement  is  the  need  for  facts — 
for  cold,  objective  engineering  facts  against 
which  these  problems  and  proposals  can  be 

judged. "This  need  for  engineering  facts  has  been 
emphasized  by  the  Federal  Communications 
Commission  in  its  Report  and  Order  of  June 
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The  Timebuyer  Asks  .  .  . 

WHO  OWNS  KTRK-TV 

.  .  .  a  good  question  that  every 
smart  timebuyer  wants  to  know  about 
every  station  he  buys.  With  ownership 
go  those  intangible  assets  .  . .  prestige 
and  influence  in  the  community  . . . 

reputation  for  effectiveness  . . .  promo- 

tional plusses  ...  in  short  "the  company 

you  keep!" *  #  * 

LEO  BURNETT  CO.,  Inc.,  timebuyers  and 
media  supervisors,  left  to  right,  Harry 
Furlong,  John  Huckstep,  Dick  Coons,  Doug 
Burch,  Helen  Stanley,  and  Arne  Nordmark, 
talk  with  Warren  Nelson  of  George  P. 
Hollingbery  Co.,  national  representatives 
for  KTRK-TV. 

KTRK-TV  is  owned  by  Houston  Con- 
solidated Television  Company  ...  a 

company  that  merged  all  the  great 
forces  that  have  made  Houston  Amer- 

ica's most  amazing  city!  The  Jesse  H. 
Jones  interests,  owners  of  the  powerful 

Houston  Chronicle,  are  major  stock- 

holders and  manage  KTRK-TV  for  a 
score  of  influential  Houstonians  whose 

interests  include  Oil,  Cotton,  Cattle  and 

Ranching,  Banking  and  Finance,  Law 
Securities,  Industry,  Public  Utilities, 

Public  Relations  and  outstanding  gov- 
ernmental service. 

This  solid  ownership,  plus  better 

shows  and  showmanship  on  the  local 

level,  plus  ABC's  increasingly  strong 
network  lineup,  have  made  KTRK-TV 
the  family  favorite  and  your  best  buy 
in  the  $3  billion  dollar  Houston  market! 

KTRK-TV 

THE  CHRONICLE   STATION,  CHANNEL  13 
P.  0.  BOX  12,  HOUSTON  1,  TEXAS-ABC  BASIC 

HOUSTON  CONSOLIDATED  TELEVISION  CO. 
General  Manager,  Willard  E.  Walbridge 
Commercial  Manager,  Bill  Bennett 

NATIONAL 
REPRESENTATIVES: 

GEO.  P.  HOLLINGBERY 
COMPANY 500  Fifth  Avenue, 

New  York  36,  New  York 
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25,  1956,  in  Docket  No.  11,532.  It  has  been 
repeated  by  Chairman  McConnaughey  and 
other  members  of  the  FCC  in  recent  addresses 
and  it  is  one  point  agreed  to  by  virtually  all 
members  of  the  Senate  Committee  on  Interstate 
and  Foreign  Commerce  in  the  recent  Interim 
Report  and  Separate  Views  released  by  that 
Committee. 

"Our  organization  welcomes  and  enthusi- 
astically supports  a  thorough,  careful,  objective 

and  energetic  study  of  the  engineering  data 
necessary  to  determine  how  the  uhf  can  be 

made  and  kept  an  integral  part  of  the  broad- 
cast band.    This  is  one  of  the  principal  rea- 

Speciql  committee  of  consult- 
ants tells  Commission  that 

technical  standards  for  fixing 

coverage  are  unworkable. 

THE  FCC  is  struggling  with  the  knotty  prob- 
lem of  how  to  measure  uhf  coverage  so  it 

can  determine  population  gain  or  loss  in  the 
pending  deintermixture  proposals. 

The  technical  standards  recommended  for 

establishing  this  point — and  one  of  the  criteria 
for  city  unmixing,  according  to  the  Commis- 

sion's June  25  report,  will  be  whether  uhf 
deprives  anyone  of  service  now  given  by  vhf 
outlets — have  been  attacked  as  unrealistic, 

erroneous,  optimistic  and  over-simplified. 
Last  Monday,  a  special  committee  of  the 

Assn.  of  Federal  Communications  Consulting 

Engineers  [B*T,  Sept.  3]  submitted  its  findings 

to  the  FCC.  It  was  the  engineers'  consensus 
that  the  uhf  formulas  could  not  be  used  to 

gauge  loss  or  gain  of  population.  Departures 
from  averages  are  so  great  in  uhf  due  to 
terrain  and  other  factors,  AFCCE  indicated, 
that  the  average  curves  should  not  be  used 
in  connection  with  uhf  measurements.  The 
AFCCE  recommendation:  actual  measurements 
of  existing  stations. 

Joining  AFCCE's  conclusions  was  ABC.  Also 
filing  objections  to  the  uhf  formula  was  ch.  47 
KJEO  (TV)  Fresno,  Calif.  Deadline  for  com- 

ments on  this  phase  of  the  deintermixture  pro- 
posals is  Oct.  1. 

AFCCE's  conclusions  read  as  follows: 

"1.  The  'Appendix  A'  average  propagation 
curves  for  vhf  are  considered  to  be  acceptable 
to  serve  as  a  technical  basis  for  estimating 
interference-free  coverage,  except  in  deeply 
shadowed  areas.  At  uhf,  departures  from  the 
averages  may  be  so  great  in  specific  areas 
that  conclusions  based  thereon  may  be  sub- 

stantially in  error. 

"2.  The  departures  from  average  curves  are 
real  and,  as  they  relate  to  service  fields  from 
television  stations,  are  a  function  of  frequency 
and  of  the  types  of  terrain  over  which  the 
signal  travels.  Consideration  must  be  given  to 
these  departures. 

"3.  Possible  methods  of  improving  predic- tions are: 

"a.  Endeavor  to  determine  the  first  order 
effects  of  terrain  roughness  and  apply  them 
to  the  predictions. 

"b.  Utilize  measurements  when  signals  are 
available  from  stations  in  the  area. 

"c.  Assume  that  uhf  stations  serve  (1)  that 
area  which  can  be  'seen'  from  the  trans- 

mitting antenna;  plus  (2)  those  areas  where 
shadow  loss  (caculated  by  accepted  methods) 
is  not  so  great  as  to  reduce  the  expected 
signal  below  an  acceptable  value. 

"4.  No  change  is  suggested  in  the  ratio  of 

sons  for  the  existence  of  the  Association  of 
Maximum  Service  Telecasters. 

".  .  .  We  believe  that  the  American  people 
should  receive  the  best  television  service  pos- 

sible and  we  believe  that  precipitous  action 
based  upon  faulty  or  inadequate  engineering 
data  which  would  degrade  or  deteriorate  the 

service  that  so  many  millions  of  Americans  re- 
ceive today  would  be  a  disastrous  error. 

"Many  telecasters  have  been  aware  of  the 
need  to  review  and  revise  the  propagation  data 

which  served  as  the  basis  for  the  FCC's  Sixth 
Report  and  Order  and  the  present  system  of 
television  allocations.   They  have  felt  that  until 

F(50,50)  to  F(50,90)  curves  used  in  preparing 

Appendix  A. 
"5.  The  F(50,10)  curves  reflect  present 

knowledge  of  tropospheric  interfering  levels 
over  the  range  of  distances  involved,  but  the 
concept  of  increased  tropospheric  interference 
in  areas  such  as  the  Gulf  Coast  should  be 

recognized. 

"6.  The  assumed  receiving  antenna  gains  are 
acceptable  for  the  conditions  stated.  Receiving 
antenna  discrimination  for  high  vhf  should  be 
modified  to  be  consistent  with  values  assumed 
for  the  other  bands. 

"7.  Receiver  noise  figures  assumed  for  vhf 
are  acceptable  as  representing  best  present  re- 

ceiver performance.  The  figures  for  uhf  are 
optimistic  and  anticipate  improvement  which 
must  be  confirmed,  possibly  by  the  contemplated 
Television  Allocation  Research  Committee. 

"8.  The  assumption  of  1000-foot  trans- 
mitting antenna  heights  for  comparative  pur- 

poses is  an  over-simplification.  Individual  cases 
will  require  separate  consideration  to  take 
account  of  local  conditions,  including  existing 
facilities. 

"9.  It  is  desirable  to  retain  the  clause  allow- 
ing showings  based  upon  assumptions  and 

data  other  than  those  specified,  when  it  is 
believed  that  technical  facts  may  be  better 
presented  thereby. 

"In  addition  to  the  foregoing,  the  com- 
mittee notes  that  Appendix  A  omits  reference 

to  certain  interference  considerations  which 

have  heretofore  been  reflected  in  television  allo- 
cations. These  considerations  involve  adjacent 

channel  interference  and  certain  restrictions 
(taboos)  on  uhf  channel  assignments.  The 
committee  believes  that  adjacent  channel  inter- 

ference should  be  considered." 
The  AFCCE  committee  was  headed  by 

Stuart  L.  Bailey,  Jansky  &  Bailey  Consulting 

Engineers. 
The  Fresno  uhf  outlet  strongly  urged  that 

actual  measurements  be  taken  where  stations 

are  on  the  air.  "The  use  of  the  assumptions 
set  forth  .  .  .  for  determining  the  estimated 
coverage  areas  and  the  determination  of  the 
extent  of  Grade  B  service  in  accordance  with 
the  tables  set  out  in  Appendix  A  are  unjustified, 
unwarranted,  and  unrealistic,  and  prejudicial 

to  [KJEO]  and  uhf  operators  generally  .  .  .  ," the  station  said. 

KJEO  has  made  measurements  of  its  cover- 
age in  the  Fresno  area,  the  station  reported, 

and  it  is  "far  from  agreement  with  the  tables 

set  up.  .  .  ." Because  of  the  controversy  which  erupted 

at  the  Commission's  use  of  new  measurement 
standards,  the  Commission  postponed  until 
Nov.  15  the  deadline  date  for  its  comments 
in  the  pending  deintermixture  cases. 

It  is  believed  a  compromise  solution  will  be 
worked  out  by  the  FCC.  The  problem  is  in 
the  hands  of  Comr.  T.  A.  M.  Craven. 

up-to-date  and  reliable  propagation  data  are 
developed,  we  would  all  be  shooting  in  the 
dark. 

"Thus,  last  spring  and  summer  a  good  many 
of  us  spent  a  good  deal  of  time  going  through 
all  the  steps  necessary  to  bring  AMST  into 
being  and  just  a  little  bit  over  a  month  ago,  in 

Chicago  on  August  10,  it  was  formally  organ- 
ized. At  present  more  than  100  television  sta- 
tions throughout  the  United  States  are  mem- 

bers of  this  organization,  including  both  uhf 
and  vhf  stations. 

"Because  the  need  for  reliable,  up-to-date 
propagation  data  is  so  great,  we  have  initially 
placed  our  primary  emphasis  on  this  aspect  of 
research.  Our  Board  of  Directors  has  approved 
a  substantial  budget  for  this  purpose  and  we 
have  purchased  two  vehicles  and  all  of  the 

necessary  equipment  for  uhf  and  vhf  field  in- 
tensity surveys  using  both  vehicles  simultan- 
eously. These  mobile  measuring  units  are  now 

being  outfitted  and  will  be  placed  in  the  field 
in  actual  service  during  early  October.  The 
first  measurements  will  be  made  at  Wilkes- 
Barre  [Pennsylvania,]  on  station  WBRE-TV,  a 
uhf  station  and  a  member  of  our  organization. 
Our  present  schedule  calls  for  measurement  of 
three  markets  each  month  during  the  next  year. 
The  information  which  will  be  gathered  through 
the  operation  of  these  two  units  will  be  directly 

responsive  to  the  Commission's  call  for  in- 
formation relating  to  field  testing  and  propaga- 

tion. We  will  be  most  happy  to  make  reports 
of  this  work  available  as  an  integral  part  of  our 
contribution  to  the  activities  of  the  industry 

organization. 
"We  also  intend  at  an  early  date  to  put  into 

effect  a  second  aspect  of  our  engineering  study 

program — the  collection  of  reliable  data  on  the 
performance  of  existing  receiving  equipment — 
receivers,  transmission  lines  and  receiving  an- 

tennas. This,  too,  we  believe  is  an  essential  part 
of  any  engineering  study  to  be  used  as  a  basis 
for  future  planning. 

"We  contemplate  other  projects,  but  in  the 
main  we  plan  our  principal  emphasis  on  ob- 

taining the  facts  as  to  propagation  and  as  to  the 
performance  of  existing  equipment.  We  are 
broadcasters,  not  manufacturers,  and  although 
we  will  have  a  very  active  interest  in  all  aspects 
of  the  various  research  problems,  we  feel  that 
our  principal  contribution  in  the  way  of  original 
studies  is  best  along  the  lines  I  have  indicated. 

"Now  a  few  words  about  how  the  AMST 
feels  that  the  industry  groups  which  have  met 
here  today  should  best  proceed. 

"First,  as  I  have  already  indicated,  we  are 
in  agreement  that  a  television  broadcasting  and 
manufacturing  industry  study  organization 
should  be  established. 

"Second,  we  do  not  believe  that  it  is  either 
necessary  or  desirable  to  incorporate  a  new  in- 

dustry-owned corporation  to  perform  these 
studies. 

"Third,  we  do  believe  that  it  is  desirable  for 
the  various  organizations  representing  those  in 
the  television  broadcasting  or  manufacturing 
business,  which  are  prepared  to  participate  in 
technical  study  programs,  to  join  together  in  a 
common  effort.  In  general,  we  feel  that  this  can 

best  be  accomplished  by  establishing  an  indus- 
try study  committee  made  up  of  these  organiza- 

tions. As  We  see  it,  the  individual  organizations 
or  members  of  those  organizations,  would 
undertake  research  tasks  along  the  lines  of 
their  special  talents.  The  overall  committee 
would  have  the  task,  through  appropriate 

panels,  of  co-ordinating  the  work  of  the 
various  groups  and  of  evaluating  the  results. 
This,  we  feel,  would  be  a  practical,  effective 
and  sensible  method  of  operation. 

"Fourth.  Of  course,  these  are  rather  general 
statements  and  they  must  be  reduced  to  prac- 

ENGINEERS  TAKE  ISSUE  WITH  FCC  UHF  FORMULAS 
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dynamic  new  TV  network- NT
A 

1  he  above  picture,  taken  shortly  after 
the  actual  birth  of  a  baby,  announces  a 
mighty  exciting  and  important  event. 

It's  the  birth  of  a  healthy,  sound, 
spirited  new  television  network— the 
NTA  Film  Network. 

As  with  most  parents,  it  represents 
the  fulfillment  of  a  long-cherished 
dream.  But  unlike  most  new  arrivals, 
this  one  already  has  an  objective  in  life. 
In  fact,  it  has  two : 

To  provide  better  entertainment, 
for  the  public . . . 
and  to  offer  a  significant  new 
marketplace  for  the  advertiser. 

Actually,  its  whole  reason  for  being  is  a 

happy  marriage  between  the  two!  You'll 
be  hearing  a  good  deal  more  about  the 
NTA  Film  Network  from  now  on.  But 

meanwhile,  wouldn't  you  agree  that... 
When  the  public  gains... and  the  ad- 

vertiser gains... and  the  station  gains... 
the  birth  of  the  NTA  Film  Network  is  a 

decidedly  blessed  event  for  everyone? 

4  good  reasons  for  the  4  dimension  network 

102  Stations  Covering  82%  of  U.S.  TV 

^9  Homes.  They  offer  access  to  the  nation's 
top  markets  ...  where  .'!8,17.'!,100  families  live ...in  28,143,500  TV  homes  ...  with  about  21U 
billion  dollar*  in  buying  power.  To  say  the 
least,  it's  a  vast  market,  with  vast  oppor- tunities for  the  national  advertiser. 

At  a  Fantastically  Low  Cost  Per  Thousand. 
I  If  appalled  by  the  high  cost  of  TVadveiv 

tising,  the  NTA  Film  Network  is  the  answer. 
It  offers  enormous  audiences  at  a  remarkably 
low  cost  per  thousand.  Thanks  to  top  talent 
far  below  the  cost  of  the  average  TV  show 
and  no  staggering  coaxial  cable  costs. 

£5\  With  the  Greatest  Flexibility  in  TV  Network 
History.  No  costly  "must-buys" ...  buy what  you  want...  when  you  want ...  where 

you  want  it.  One  contract  for  everything  — 
time  and  program... no  worry  about  time 
differentials.  You  get  the  prestige  of  net- 

work plus  the  flexibility  of  spot  purchase. 

M\  And  Guaranteed  Clearance  of  Time  and  Pro- 
gramming.  No  waits  or  debates  about 

station  clearances.  You  can  get  the  avail- 
abilities you  want  and  need  now  ...  without 

standing  in  line.  Whatever  your  present  TV 
situation,  look  to  the  NTA  Film  Network— 
The  Four  Dimension  TV  Network! 

For  the  full  story,  call,  wire  or  write 

cm 

FILM 

NETWORK 

a  subsidiary  of  National  Telefilm  Associates,  Inc. 
60  West  55th  Street,  New  York,  N.  Y. .  Phone:  PLaza  7-2100 
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ticality.  We  urge  and,  at  an  appropriate  time, 

I  shall  make  a  motion,  that  the  acting  chair- 
man of  this  meeting  appoint  an  organizing  com- 

mittee made  up  of  one  representative  of  each 

of  the  five  organizations  invited  by  the  Com- 
mission to  work  out  these  organizational  prob- 

lems. This  committee  should  be  authorized  and 

directed  to  come  up  with  recommendations  as 

to  organizational  plans,  including  officers,  sub- 
committees, panels  and  the  like,  and  to  clarify 

the  objectives,  the  work,  the  manner  of  opera- 
tion and  the  financing  of  this  cooperative  indus- 

try study  committee.  I  see  no  reason  for  delay 
in  working  these  problems  out  and  it  would 
seem  to  me  that  a  date  of  two  weeks  from  now 

could  be  set  as  the  time  for  the  organizing  com- 
mittee to  report  back  with  detailed  and  specific 

recommendations  to  this  full  group  meeting 

here  today." 
The  reference  to  a  non-profit  organization 

was  based  on  earlier  recommendations  that  a 
foundation  be  established  to  coordinate  the 
activities  of  industry  groups  in  the  research 

and  development  program  and  to  be  the  re- 
pository for  financial  grants. 

Backs  Sixth  Report 

James  D.  Secrest,  executive  vice  president 
of  RETMA,  read  a  statement  in  behalf  of  the 
manufacturing  representatives  which  held  that 
the  1952  Sixth  Report  and  Order  was  funda- 

mentally sound  and  that  television  service  needs 
both  vhf  and  uhf.  The  statement  was  actually 

made  in  an  Oct.  20.  1955  letter  to  Mr.  Mc- 
Connaughey,  which  read  as  follows: 

"The  recently  formed  Frequency  Allocation 
Study  Committee  of  the  Radio-Electronics- 
Television  Manufacturers  Association  held  its 

first  meeting  on  October  19,  1955.  Our  com- 
mittee is  composed  of  executives  of  equip- 

ment manufacturing  companies — not  only  uhf 
and  vhf  transmitters  and  receivers  but  also 

equipment  used  in  many  other  radio  services 
which  may  be  affected  directly  or  indirectly  by 

the  many  proposals  which  have  been  recently 
made  to  the  Federal  Communications  Com- 

mission concerning  television  frequency  alloca- 
tion problems. 

"We  recognize  that  a  problem  of  great  com- 
plexity is  before  the  Commission  and  that  it 

involves  many  technical,  economic  and  regula- 
tory aspects.  We  subscribe  wholeheartedly  to 

your  recent  statement  that  all  American  citizens 

concerned  with  this  problem  should  come  for- 
ward and  participate  with  the  FCC  in  its  solu- 
tion. We  also  feel  we  should  give  what 

assistance  we  can  toward  assuring  the  most 
effective  and  efficient  utilization  of  the  spectrum 
in  the  broad  public  interest. 

"Accordingly  we  wish  to  submit  the  follow- 
ing views  to  the  Commission  at  this  time: 

"(1)  Despite  the  many  statements  of  a  pessi- 
mistic nature  that  have  been  made  recently  to 

the  Commission  and  in  the  press,  we  do  not 
believe  that  the  allocation  system  provided  by 

the  Sixth  Report  and  Order  has  been  proved 
fundamentally  defective  or  inadequate. 

"(2)  The  television  service  in  our  opinion 
needs  both  the  uhf  channels  and  the  vhf 
channels  now  assigned  to  it. 

"(3)  Television  has  had  approximately  three 
years  of  experience  under  the  Sixth  Report  and 
Order.  With  this  experience  we  can  now  make 
fruitful  studies  to  reveal  the  respects  in  which 

the  Sixth  Report  and  Order  may  need  adjust- 
ments, if  any.  Such  studies  are  needed  because 

many  conflicting  statements  have  been  made 
which  are  not  properly  supported  by  factual 
information. 

"(4)  The  members  of  RETMA  have  a  great 
reservoir  of  technical  talent  which  has  been 
useful  to  the  Commission  in  other  important 
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Every  month  America's  number  one  retail 

market  continues  to  magnify  in  size  and  importance. 
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KABC -TV grows  in  stature  and  rated  position. 

Keeping  pace  with  the  ABC  network,  KABC -TV  is  (<the 
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problems  such  as  television  standards  for  black 
and  white  and  television  standards  for  color 

and  protection  against  spurious  radiation.  If  the 
Commission  so  desires,  we  would  be  pleased 

to  organize  a  program  of  study  which  wou'd 
be  designed  to  put  this  talent  to  work  to  pro- 

duce sound  objective  studies  of  the  technolog- 
ical phases  of  the  many  problems  and  pro- 

posals before  the  Commission  respecting  the 
Sixth  Report.  These  studies  would  cover  tech- 

nical matters  and  would  not  be  directed  pri- 
marily to  economic  or  regulatory  problems. 

They  might  encompass,  for  example, 

"(a)  measurements  to  indicate  the  effective 
coverage  of  UHF  broadcasting  under  various 
conditions  of  terrain  and  power;  authorita- 

tive information  of  this  kind  has  never  been 
available;  and 

"(b)  reliability  and  cost  of  receiving  equip- 
ment in  the  UHF  together  with  potentials 

for  improvement. 

"Any  such  studies  would  be  organized  into 
task  groups  to  cover  appropriate  segments  of 
the  fields  of  study  and  should  be  participated 

in  by  the  broadest  possible  cross-section  of 
talent  including  members  and  non-members  of 
RETMA,  representatives  of  the  broadcasting 

industry  and  other  interested  groups  and  repre- 
sentatives of  the  Commission.  .  .  ." 

Also  raised  during  the  two  hour  morning 
meeting  was  the  question  whether  there  was 
to  be  a  paid  director  or  a  voluntary  chairman, 
and  if  a  paid  director  whether  there  should  be 
two  unsalaried  vice  chairmen,  presumably  one 
representing  the  broadcasters  and  one  the 
manufacturers. 

The  FCC's  suggested  research  program,  out- 
lined last  month,  included  the  following: 

"(a)  Transmitters 
"(1)  A  comparison  between  the  potential 

performance  and  costs  of  modern  VHF  and 

UHF  transmission  systems  including  transmit- 
ters, antennas  and  transmission  lines. 

"(2)  Measures  required  to  provide  UHF 
coverage  capability  equivalent  to  VHF. 

"(b)  Receivers 

"(1)  Comparative  potential  performance  and costs  of  modern  VHF  and  UHF  monochrome 
and  color  receiving  systems  including  receivers, 
antennas  and  transmission  lines  embodying 
latest  technical  developments. 

"(2)  Requirements  for  circuits  and  tubes  for 
an  efficient  UHF  monochrome  and  color  re- 
ceiver. 

"(3)  Requirements  for  an  effective  UHF  re- 
ceiving antenna  system  including  transmission 

lines. 

"(4)  Feasibility  of  design  of  a  moderately 
priced  receiving  system  capable  of  being  utilized 
efficiently  for  both  VHF  and  UHF  in  color  and 
monochrome. 

"(c)  Field  Testing 
"(1)  Determine  uniform  methods  for  measur- 

ing field  intensity  and  appraising  the  quality  of 
television  service. 

"(2)  Field  intensity  measurements  of  per- 
formance of  UHF  and  VHF  transmission  over 

the  same  terrain  conditions.  These  should 
include  measurements  and  observations  in  one 
or  more: 

Canyon  type  cities 
Average  type  cities 
Prairie  area  locations 
Mountainous  area  locations. 

"The  field  testing  should  include  not  only field  intensity  measurements  but  also  actual 
observations  of  the  technical  quality  of  the 
service  rendered  under  the  various  conditions 
and  a  comparison  thereof  between  a  median 
VHF  channel  and  three  UHF  channels  (includ- 

ing low  band,  median  band  and  high  band). 

"(d)  Propagation 
"(1)  An  evaluation  of  the  practical  results 
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Tare  vs.  TARC 

TARC — standing  for  Television  Alloca- 
tions Research  Committee — was  to  be  the 

name  of  the  organization  which  got  un- 
derway last  week  at  a  founding  session  in 

Washington.  But,  explained  FCC  Chair- 
man George  C.  McConnaughey,  a  manu- 

facturer called  him  and,  jovially,  asked 
whether  the  Commission  was  attempting 

to  steal  his  name — Tare  Electronics  Inc., 
Westbury,  L.  I.  Former  FCC  Comr.  E.  M. 

Webster,  presiding  as  temporary  chair- 
man, suggested  that  the  group  be  called 

Television  Broadcasters  &  Manufacturers 
Research  Committee. 

obtained  from  field  testing,  a  review  of  the 
theoretical  literature  and  a  correlation  between 

practical  and  theoretical  performance  of  VHF 
and  UHF  under  various  conditions. 

"(2)  Suggested  methods  for  improving  UHF 
performance  if  such  is  considered  feasible. 

"(e)  Multiple  VHF  Channel  Usage 
"(1)  A  study  of  the  techniques  required  to 

make  the  most  effective  use  of  12  VHF  chan- 
nels only  for  television  broadcasting. 

"(2)  An  evaluation  of  the  television  service 
which  can  be  achieved  by  the  application  of 

the  techniques  developed  in  (1)  above." 

Magnuson  Voices  Opinion 

On  Number  of  FCC  Actions 

A  NUMBER  of  recent  actions  by  the  FCC 
have  come  under  the  scrutiny  of  Chairman 
Warrne  G.  Magnuson,  of  the  Senate  Interstate 
&  Foreign  Commerce  Committee,  leading  him 
to  appraise  several  cases  in  considerable  detail: 

He  commented  on  the  following  in  a  letter  to 
FCC  Chairman  George  C.  McConnaughey, 
dated  Aug.  24: 

Duluth-Superior — Notes  with  concern  lune 
26  notice  of  proposed  rule-making  suggesting 
vhf  educational  deletion  and  replacement  with 
uhf. 

College  Station,  Tex. — Wonders  about  educa- 
tional change  from  ch.  3  to  48.  In  this  and 

Duluth-Superior  (Wis.)  case  he  trusts  that  FCC 
will  move  very  slowly  and  carefully  despite  fact 

schools  haven't  utilized  facilities  as  soon  as 
originally  hoped. 

Urges  FCC  to  take  no  action  allowing  first 
or  second  vhf  service  to  come  into  areas  now 

having  uhf  stations  with  substantial  set  conver- 
sion, contending  steps  should  be  taken  to  reverse 

trend  toward  continued  intermixture. 

Approves  vhf  grants  to  Hartford  (Conn.),  Pe- 
oria (111.),  New  Orleans  and  Springfield  (111.), 

but  forbidding  construction  pending  final  de- 
intermixture  decision. 

Has  trouble  understanding  different  treat- 
ment of  vhf  grant  in  Raliegh,  N.  C,  where  de- 

intermixture  proposal  has  been  long  pending. 

Urges  early  action  to  prevent  further  entrench- 
ment of  vhf  in  Evansville  (Ind.),  Madison 

(Wis.),  Fresno  (Calif.),  Corpus  Christi  (Tex.), 
Miami  (Fla.),  Norfolk  (Va.),  Spartanburg  (S. 
C),  and  any  other  areas  in  which  existing  uhf 
outlets  may  be  suffering  from  vhf  grants  made 
since  Nov.  10,  1955. 

Is  pleased  with  proposal  to  deintermix  New 
Orleans  and  Albany  but  agrees  with  Commis- 

sioners who  voted  to  delete  all  vhf  in  those 
markets;  is  at  a  loss  to  understand  different 
treatment  accorded  Miami  and  Norfolk,  which 

he  feels  are  good  places  for  all-uhf  operation. 
Elmira  (N.  Y.),  Evansville  and  Madison  pro- 

posed deintermixture  could  be  reassigned  to 

some  other  predominantly  vhf  community;  Hat- 
field ch.  9  should  be  allocated  elsewhere. 

Likes  ABC  proposed  reallocation  of  all-uhf 
in  Miami  (Fla.),  New  Haven  (Conn.),  Jackson- 

ville (Fla.),  Utica-Rome  (N.  Y.),  Erie  (Pa.), 
Lancaster  (Pa.),  Baton  Rouge  (La.),  Columbus 

(Ga.),  Champaign-Urbana  (111.)  and  St.  Joseph 
(Mo.),  plus  others  where  FCC  has  proposed 
action.  Has  some  doubts  about  Utica,  Cham- 

paign and  St.  Joseph  but  feels  others  merit 
serious  consideration.  Hopes  for  prompt  action 
to  effect  deintermixture. 

Disturbed  by  efforts  to  shift  transmitters  to 
provide  minimum  service  for  communities  to 

which  they  are  allocated  while  trying  to  strad- 
dle other  markets  having  their  own  allocations. 

KOVR  Stockton,  having  failed  to  penetrate  San 
Francisco  satisfactorily,  he  said,  now  is  aim- 

ing for  Sacramento. 

WMFJ,  ABC-XETV  Protests 

Heard  in  Oral  Arguments 

A  QUESTION  as  to  whether  the  FCC  can  take 
judicial  notice  of  a  court  decision  in  deciding 
a  protest  case  provoked  considerable  debate 
during  oral  argument  before  the  FCC  last  week 
on  the  disputed  sale  of  WMFJ  Daytona  Beach, 
Fla.,  from  W.  Wright  Esch  to  WMFJ  Inc. 
(Harold  Kaye  and  associates). 

Protesting  the  WMFJ  transfer  are  Theodore 
Granik  and  William  H.  Cook,  who  allege  sale 

contravened  their  option  to  purchase  the  sta- 
tion. The  FCC  approved  the  WMFJ  sale,  but 

the  U.S.  Court  of  Appeals  remanded  the  case 
to  the  Commission  for  further  hearing.  Early 

this  month  [B»T,  Sept.  10],  a  Florida  circuit 
court  judge  denied  a  breach  of  contract  suit 
filed  by  Messrs.  Granik  and  Cook.  After 
executive  consultation,  the  Commission  ruled 
that  it  was  taking  judicial  notice  of  the  court 
decision.  Attorneys  were  given  10  days  in 
which  to  file  briefs  on  the  FCC  ruling. 

Also  heard  by  the  Commission  last  week 
was  oral  argument  on  a  protest  against  an 
ABC-TV  proposal  to  feed  live  programs  to 
XETV  (TV)  Tijuana,  Mex.,  across  the  border 
from  San  Diego.  The  FCC  approved  the 
arrangement  last  November  but  subsequently 
ordered  a  hearing  on  protests  by  San  Diego 

stations  KFMB-TV  (CBS)  and  KFSD-TV 
(NBC),  both  secondary  ABC  affiliates.  In  June, 
an  FCC  hearing  examiner  recommended  that 
the  Commission  reaffirm  its  earlier  approval 

[B«T,  June  11].  During  oral  argument,  the 

KFMB-TV  attorney  charged  that  his  "proof 
was  cut  short"  in  the  hearing,  that  a  ruling 
by  the  examiner  precluded  the  protestants  from 
obtaining  certain  documents  necessary  to  their 
case.  The  ABC  attorney  asked  the  FCC  to 
expedite  its  final  decision. 

Mormon  Ownership  Group 

Ordered  to  Drop  One  Vhf 

THE  FCC  ruled  last  week  that  the  Corp.  of  the 
President  of  the  Church  of  Jesus  Christ  of 

Latter-Day  Saints  (Mormon)  must  divest  itself 
of  one  of  the  six  interests  it  presently  holds  in 

vhf  stations.  The  ruling  was  attached  as  a  con- 

dition to  the  Commission's  grant  for  renewal 
of  license  of  ch.  5  KSL-AM-FM-TV  Salt  Lake 
City,  which  is  63.5%  owned  by  the  corporation. 

Other  interests  of  the  group  are:  64%  of 
Radio  Service  Corp.,  which  in  turn  owns  23% 
of  ch.  3  KID-TV  Idaho  Falls,  Idaho,  and  6% 
of  ch.  2  KBOI-TV  Boise,  Idaho;  and  6.73%  of 
Hawaiian  Broadcasting  System  Ltd.  (ch.  9 
KGMB-TV  Honolulu,  ch.  9  KHBC-TV  Hilo, 
ch.  3  KMAU  [TV]  Wailuku).  Current  FCC 
rules  allow  ownership  in  seven  tv  stations,  with 

no  more  than  five  v's. 
Broadcasting   •  Telecasting 
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Four  Station  Transfers 

Win  Commission  Approval 

FOUR  station  ownership  changes  were  ap- 
proved by  the  FCC  last  week,  but  not  without 

incident.  The  transfer  of  control  of  WDAM- 

TV  Hattiesburg,  Miss.,  to  the  WDSU  Broad- 
casting Corp.,  brought  votes  for  a  McFarland 

letter  indicating  the  necessity  of  a  hearing  from 
Comrs.  Robert  T.  Bartlev  and  T.  A.  M.  Craven, 
and  the  sale  of  WGOV  Valdosta,  Ga„  to 

Georgia-Florida  Radio  &  Television  Co.  drew 
a  dissent  from  Comr.  Robert  E.  Lee.  Atmroved 

without  comment  were  the  sale  of  WTSP-AM- 
FM  St.  Petersburg,  Fla.,  and  the  realignment  of 
control  of  KAKE  Wichita,  Kan. 

WDSU  Broadcasting  Corp.  gains  control  of 
WDAM-TV  through  purchase  of  51%  interest 
from  equal  partners  Harold  Matison,  D.  A. 
Matison  Jr.,  Milton  J.  and  Alvin  H.  Fine,  each 

of  whom  relinquishes  51%  of  his  quarter  inter- 
est. Consideration  was  $51,000.  Comrs.  Bart- 

ley  and  Lee  voted  for  the  McFarland  letter  due 
to  questioned  ownership  concentration  by 
WDSU  Broadcasting  Corp..  which  owns 
WDSU-AM-FM-TV  New  Orleans  and  5778% 
of  WAFB-AM-FM-TV  Baton  Rouge.  La. 

Ch.  9  WDAM-TV,  NBC  and  ABC  affiliate, 
began  operation  last  June.  When  an  applica- 

tion for  this  transfer  was  first  filed  at  the  FCC 
last  August  [At  Deadline,  Aug.  20],  the  station 
listed  a  loss  of  $5,502. 

WGOV  was  sold  by  WGOV  Inc.  to  Georgia- 
Florida  Radio  &  Television  Co.  for  $100,000. 

Comr.  Lee  dissented  because  he  thought  exces- 
sive proportions  of  time  to  be  devoted  to  com- 

mercials had  been  indicated.  MBS-affiliated 
WGOV  operates  on  950  kc  and  uses  5  kw  day- 

time, 1  kw  night.  It  went  on  the  air  in  1940. 
Three  brothers — Farris  E.  Rahall,  N.  Jo° 

Rahall  and  Sam  G.  Rahall— bought  WTSP- 
AM-FM  from  Pinellas  Broadcasting  Co.  for 
$200,000.  Other  Rahall  interests  are  WQCY 
(TV)  Allentown,  Pa.;  WNAR  Norristown,  Pa.; 
WWNR  Beckley,  W.  Va.;  WFEA  Manchester, 
N.  H.,  and  40%  of  WCHS-TV  Charleston,  W. 
Va.  WTSP,  affiliated  with  MBS,  operates  on 
1380  kc  with  5  kw.  The  outlet  went  on  the  air 
in  1940. 

The  Commission's  approval  of  the  KAKE 
ownership  realignment  brings  the  outlet  under 
the  same  control  as  KAKE-TV.  To  accomplish 
this,  the  following  stockholders  had  to  decrease 
their  holdings  in  the  am  station:  Mark  H. 
Adams,  Charles  Jones,  Owen  McEwen,  Harold 
Newby,  Martin  Umansky,  Robert  Dockum 
(who  sold  his  complete  interest),  Dwight  Rounds 
(who  also  sold  his  complete  interest)  and  H.  E. 
Zoller.  Increasing  their  ownership  were  S.  O. 
Beren,  George  Bruce,  Sherrill  Corwin,  Ralph 
Gore,  Theodore  Gore.  Tom  Palmer,  Lloyd 
Pickrell  and  members  of  the  H.  E.  Zoller  fam- 

ily; $120,404  was  involved  in  the  deal.  MBS- 
affiliated  KAKE  operates  on  1240  kc  with  250 
w.  The  outlet  went  on  the  air  in  1947. 

WSIX-AM-TV  Sale  Filed 

APPLICATION  seeking  FCC  approval  of  the 
transfer  of  control  of  WSIX-AM-TV  Nashville, 
Tenn.,  to  Louis  R.  Draughon  was  filed  at  the 
Commission  last  week.  Mr.  Draughon,  present 
33.3%  stockholder,  is  buying  33.3%  from  W. 
H.  Criswell  for  $250,000.  Mr.  Criswell  is  leaving 
the  station.  Other  principal  is  S.  D.  Stanford 

Ir.,  33.3%.  Ch.  8  WSIX-TV,  affiliated  with 
ABC,  went  on  the  air  in  November  1953.  The 
am  station,  also  affiliated  with  ABC,  operates  on 

980  kc  with  5  kw.  Last  week's  application  listed 
$1,685  profit  for  the  am  outlet  for  1955  and  a 
$122,353  loss  for  the  tv  station. 

BOXSCORE 

STATUS  of  tv  cases  before  FCC: 

AWAITING  FINAL  DECISION:  7 

(Figures  in  parentheses  indicate  dates  oral 
arguments  were  held.) 
Miami,  Fla.,  ch.  10  (7-18-55);  Seattle,  Wash., 
ch.  7  (10-31-55);  Paducah,  Ky.,  ch.  6  (3-12- 
56);  Indianapolis,  Ind.,  ch.  13  (5-25-56);  St. 
Louis,  Mo.,  ch.  11  (7-9-56);  Charlotte,  N.  C, 
ch.  9  (6-25-55);  Orlando,  Fla.,  ch.  9  (6-19- 56). 

AWAITING  ORAL  ARGUMENT:  7 

(Figures  in  parentheses  indicate  dates  ini- tial decisions  were  issued.) 
Boston,  Mass,  ch.  5  (1-4-56);  McKeesport- 
Pittsburgh,  Pa.,  ch.  4  (4-23-56);  Buffalo, 
N.  Y.,  ch.  7  (2-1-56);  Biloxi,  Miss.,  ch.  13 
(6-5-56);  San  Francisco-Oakland,  Calif., 
ch.  2  (6-25-56);  Pittsburgh,  Pa.,  ch.  11  (7- 
3-56);  Coos  Bay,  Ore.,  ch.  16  (7-20-56). 

AWAITING  INITIAL  DECISION:  3 

(Figures  in  parentheses  indicate  dates  rec- ords were  closed  after  hearings.) 
Hatfield,  Ind.-Owensboro,  Ky.,  ch.  9  (1-7- 
55);  Toledo,  Ohio,  ch.  11  (1-26-56);  Onon- 
daga-Parma,  Mich.,  ch.  10  (3-2-56). 

IN  HEARING:  4 

Beaumont-Port  Arthur,  Tex.,  ch.  4;  Che- 
boygan, Mich.,  ch.  4;  Pachuta,  Miss.,  ch. 

7;  Mayaguez,  P.  R.,  ch.  3. 

Vail  Mills  Ch.  Allocation 

Tabled  by  Court  of  Appeals 

THE  U.  S.  Circuit  Court  in  Washington  last 

week  agreed  to  hold  up  on  its  July  decision  ap- 

proving the  FCC's  allocation  of  ch.  10  to  Vail 
Mills,  N.  Y.,  (Albany  area),  but  refused  to  con- 

tinue the  stay  any  further. 
The  action  was  taken  after  ch.  35  WTRI 

(TV)  Albany  asked  that  the  court's  "mandate" be  stayed  pending  the  preparation  of  a  petition 
to  the  Supreme  Court  to  review  the  decision 

[Closed  Circuit,  Sept.  17].  In  an  8-2  deci- 
sion last  July,  the  circuit  court  held  that  the 

FCC's  allocation  of  ch.  10  to  Vail  Mills  was 
properly  done  under  the  rules  [B»T,  July  16]. 

The  decision  was  against  WTRI  and  ch.  19 
WMGT  (TV)  Pittsfield,  Mass.,  both  of  which 
claimed  that  the  vhf  drop-in  would  adversely 
affect  their  operations.  An  application  for  Vail 
Mills  ch.  10  was  filed  the  same  week  by  Hudson 
Valley  Broadcasting  Co.  (WROW,  WCDA  [TV] 
Albany),  but  has  never  been  accepted  by  the 
FCC.  This  was  because  the  court  ordered  a  stay 

against  the  allocations  grant  pending  the  out- 
come of  the  appeal  by  the  uhf  stations. 

On  Thursday,  the  FCC  advised  Hudson 

Valley  that  its  application  for  Vail  Mills'  ch. 
10  was  being  accepted  for  filing,  but  that  it  was 
being  placed  in  the  pending  file  until  30  days 
after  the  Commission  decides  the  Albany  de- 
intermixture  proceeding  or  30  days  after  is- 

suance of  a  public  notice  that  the  application 
was  being  removed  from  the  pending  file. 

Close  Named  to  VOA  Post 

IOSEPH  K.  CLOSE,  president  of  WKNE 
Keene,  N.  H.,  and  WKNY-AM-TV  Kingston, 
N.  Y.,  has  been  named  special  assistant  to 
Theodore  C.  Streibert,  director  of  U.  S.  Infor- 

mation Agency.  He  will  work  with  the 

agency's  international  broadcasting  unit,  Voice 
of  America,  of  which  Robert  E.  Button  is  head. 
During  World  War  II,  Mr.  Close  was  with 
Office  of  War  Information  in  London.  Pre- 

viously, he  had  been  in  the  advertising  business 
in  Toledo,  Ohio,  and  St.  Louis.  He  bought 
WKNE  at  the  close  of  the  war.  WKNY-TV 
recently  conducted  a  26-month  experiment  in 
uhf  in  the  mid-Hudson  River  Valley. 

Construction  Permits  Given 

For  Two  New  Radio  Stations 

AUTHORIZATIONS  for  two  new  am  stations 

were  made  by  the  FCC  last  week.  Construc- 
tion permits  were  awarded  to: 

Sanford,  Fla. — Sanford  Broadcasting  Co. 
granted  1360  kc,  500  w  daytime.  Principals 
are  equal  partners  Jack  Siegel,  16.66%  owner 
of  WLOW  Portsmouth,  Va.,  and  director  of 
WMFJ  Daytona  Beach,  Fla.,  and  WALT 
Tampa,  Fla.,  and  Robert  Wasdon,  16.66% 
owner  of  WLOW  and  also  director  of  WFMJ 
and  WALT. 

Odessa,  Tex. — Mid-Cities  Broadcasting  Co. 
granted  1310  kc,  500  w  daytime.  Principals 
are  equal  partners  E.  L.  Roskelley,  former  day 
news  editor  at  KLIF  Dallas  and  presently  pri- 

vate producer,  and  L.  J.  Roskelley,  milk  prod- 
ucts firm  employe. 

Late  or  Not  Late  Question 

Facing  Court  of  Appeals 

ARGUMENT  was  heard  last  week  before  the 

U.  S.  Court  of  Appeals  in  Washington  on  the 
bellwether  case  involving  late  filings  at  the  FCC. 
The  matter  goes  back  to  last  November  [B*T, 
Nov.  28,  1955]  when  the  Commission  cracked 

down  on  tardy  filings  and  made  clear  that  any- 
thing received  after  5  p.m.  would  be  dated  as 

having  been  received  the  following  day. 

First  to  be  affected  by  the  ruling  was  Valley 

Broadcasting  Co.  (WRLD  Lanett,  Ala.-West 
Point,  Ga.)  on  its  protest  against  an  am  grant 
at  West  Point  to  Confederate  Radio  Co.  Val- 

ley's protest  was  filed  Nov.  21 — last  day  for 
exceptions — and  was  stamped  as  having  been 
received  that  day.  The  FCC,  however,  ordered 
the  receipt  date  changed  to  Nov.  22,  the  day 
after  deadline. 

The  WRLD  attorney  who  filed  the  "late"  pro- 
test, Russell  Rowell  of  Spearman  &  Roberson, 

argued  that  he  was  in  the  FCC  secretary's  of- 
fice before  5  p.m.,  but,  because  it  was  necessary 

to  rearrange  papers,  he  didn't  hand  the  protest 
to  FCC  personnel  until  about  5:20.  This,  he 
contended,  should  not  be  considered  a  late  filing. 
The  Commission  disagreed  and  refused  to  re- 

consider its  action.  Whether  the  FCC  erred  is 
now  up  to  the  Court  of  Appeals  to  decide.  The 
argument  was  heard  by  Judges  Wilbur  K.  Mil- 

ler, Charles  Fahy  and  Warren  E.  Burger. 

Another  Round  in  KOB  Case 

ABC  asked  the  appeals  court  in  Washington 

last  week  to  order  the  FCC  to  put  KOB  Albu- 
querque back  on  its  assigned  1030  kc  wave- 

length. The  argument,  before  Circuit  Judges 
Wilbur  K.  Miller,  George  T.  Washington  and 
David  L.  Bazelon,  was  based  on  an  appeal 

by  ABC  from  a  1952  FCC  extension  of  KOB's 
15-year-old  special  service  authorization  to 
operate  on  770  kc.  It  was  made  by  Vernon  K. 

Wilkinson,  McKenna  &  Wilkinson.  KOB  orig- 
inally was  granted  1180  kc,  but  this  was 

changed  to  1030  kc  in  1941  when  the  North 
American  Regional  Broadcast  Treaty  came 
into  operation  making  1180  kc  a  protected 
frequency  for  Mexico.  After  a  few  months 
operation  on  1030  kc,  KOB  was  moved  to  770 

kc  temporarily.  It  has  remained  on  that  fre- 

quency since  then. 
The  FCC  position,  which  maintained  that 

this  is  part  of  the  clear  channel  case,  was  pre- 
sented by  Richard  A.  Solomon,  FCC  asst.  gen- 

eral counsel.  Representing  KOB  was  Harold 
D.  Cohen,  Pierson,  Ball  &  Dowd. 
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"A  PACKED  HOUSE 

EVERY 

PERFORMANCE" 

A  LOOK  AT  THE  BOX  OFFICE* 

National WICU 

Medic 25.6 52.3 

Truth  or  Consequences 16.9 52.3 
1  Lead  Three  Lives 13.8 54.3 

Loretta  Young 25.0 54.0 

Playhouse  of  Stars 23.4 57.5 

George  Gobel 
28.7 

56.0 
Life  of  Riley 24.0 56.0 
Groucho  Marx 35.4 55.3 
Ford  Theatre 

23.8 54.0 
Dragnet 39.0 54.0 

*Telepulse  February,  1956 

"Cat  On  A  Hot  Tin  Roof"  starring  Barbara  Bel  Geddes,  Alex  Nicol  and  Thomas  Gomez 

Ln  Erie,  old  friends  who  haven't  seen  one  another  for  20  years  quickly 
adjourn  to  watch  WICU.  Girls  on  vacation  write  home  to  Mother 
and  mention  WICU. 

You'd  think  tv  sets  were  installed  without  knobs  or  wonder  if  the 

station's  giving  groceries  away ! 

Indeed,  this  loyalty  is  a  good  sign  —  but  it  makes  for  even  better 
ratings ! 

Flip  through  a  rating  book  yourself  and  check  the  national  averages 

against  the  WICU  scoreboard.  If  you're  getting  30's,  WICU  can 

deliver  40's  or  even  50's  (who  knows,  you  may  be  our  first  60!). 

WICU's  top-of-the-pinnacle  ratings  and  "packed  programming" 

means  "prime  attention  time" 

That's  WICU  —  "the  pack  with  the  packed  house".  Ideal  for  spot 

campaigns  —  especially  yours.  Now's  the  time  to  contact  your  Petry 
man. 

WICU 
PA. 

CHANNEL 

An  Edward  Lamb  Enterprise  —  Ben  McLaughlin,  General  Manager 
Represented  Nationally  By 

EDWARD  PETRY  AND  CO.,  INC. 

New  York  *  Chicago  *  Atlanta  *  Detroit  •  San  Francisco  •  St.  Louis  *  Los  Angeles 



GOVERNMENT 

Johnson  Charges  Bias 

In  FCC  Booster  Stand 

STILL  PURSUING  his  campaign  to  win  FCC 

approval  of  "booster"  tv  stations,  Colorado's Gov.  Edwin  C.  Johnson  has  now  shifted  the 

onus  for  the  Commission's  attacks  on  unlicensed 
booster  outlets  to  eastern  bias. 

In  a  letter  to  Comr.  T.  A.  M.  Craven,  acting 
as  FCC  chairman  at  the  time,  the  Coloradan 
declared  that  the  translator  system  was 

"splendid  for  the  Atlantic  Seaboard,  but  it  is 

not  necessary  in  the  Rocky  Mountains."  He 
said  stations  in  the  west  were  "thousands  of 
miles  apart"  and  separated  by  mountains. 

"What  is  wrong  with  two  systems  in  this  big 
United  States?"  the  former  chairman  of  the 
Senate  Commerce  Committee  asked.  "Just  be- 

cause you  have  found  something  that  fits  the 

area  with  which  you  are  familiar,  please  don't 
force  it  down  our  throats  arbitrarily." 

Gov.  Johnson  said  he  could  not  "refrain" 
from  observing  that  the  FCC  has  taken  no  ac- 

tion against  the  400  community  television  op- 
erations. ".  .  .  the  FCC  goes  out  of  its  way 

to  clap  the  booster  system  down,  but  was  quiet 
as  a  little  mouse  when  the  Community  Antenna 
System  was  being  installed  everywhere.  Why 
are  you  picking  on  us  mountain  folks?  We  are 

people,  too." Gov.  Johnson  has  become  the  champion  of 
booster  systems  in  the  far  western  mountain 

states.  Last  month  he  "authorized"  a  Steam- 
boat Springs,  Colo.,  booster  to  continue  operat- 

ing and  since  then  there  is  understood  to  be 
more  than  half-dozen  operating  under  his 
blessing. 

The  FCC  has  moved  against  boosters  (which 
are  usually  established  cooperatively  in  remote 

areas  of  the  west  to  pick  up,  amplify  and  re- 
broadcast  on  low  power  tv  signals  from  big 

city  stations)  for  operating  without  authoriza- 

tions. A  test  case  of  the  Commission's  jurisdic- 
tion is  awaiting  decision  in  the  federal  appellate 

court  in  Washington.  Involved  is  a  booster 
which  operates  in  Bridgeport,  Wash. 

In  a  move  to  ameliorate  this  problem,  the 

Commission  has  established  a  "translator"  sys- 
tem, which  permits  the  establishment  of  low- 

power,  low  cost  repeaters — where  the  tv  signal 
is  received,  amplified,  and  rebroadcast  on  the 
higher  uhf  channels.  The  FCC  authorized  the 
first  translators  earlier  this  month  [B*T,  Sept. 
10]. 

FCC  Receives  Applications 

For  Five  New  Tv  Stations 

A  SUDDEN  BURST  of  activity  by  aspirants 
for  new  tv  stations  saw  applications  for  five  out- 

lets filed  at  the  FCC  last  week.  Proposed  were 
facilities  for  ch.  7  in  Amarillo,  Tex.;  ch.  3  in 

Bryan-College  Station,  Tex.;  ch.  10  in  Augusta, 
Me.;  ch.  10  in  Elko,  Nev.,  and  ch.  21  in  White 
Heath,  111. 

Amarillo,  Tex. — Application  for  ch.  7  was 
filed  by  Southwest  States  Inc.  The  group  plans 
46  kw  power  with  an  antenna  806  ft.  above 
average  terrain.  Construction  cost  was  esti- 

mated at  $167,500  and  first  year  operating  cost 
at  $388,029.  Principals  are  equal  owners  Rob- 

ert D.  Houck,  general  manager-47%  owner  of 
KAMQ  Amarillo:  his  brother  Hoyt  Houck, 

president-47%  owner  of  KAMQ;  Murry  Wor- 
ner,  commercial  manager-2.66%  owner  of 
KAMQ,  and  George  A.  Oliver,  sales  manager- 
1.33%  owner  of  KAMQ. 

Bryan-College  Station,  Tex. — Application  for 
ch.  3  was  filed  by  Brazos  Broadcasting  Co.  The 
proposed  outlet  would  operate  with  60.3  kw 
power  while  using  an  antenna  414  ft.  above 

average  terrain.  Construction  cost  was  esti- 
mated at  $192,956,  first  year  operating  cost  at 

$184,000.  Principals  include  Pres.  W.  C.  Mitch- 
ell (10%)  and  KWTX  Broadcasting  Co.  (50%). 

licensee  of  KWTX-AM-TV  Waco,  Tex.  KWTX- 
TV  plans  to  make  programs  available  to  the 
proposed  station,  if  needed. 

Augusta,  Me. — Application  for  ch.  10  was 
filed  by  Pine  Tree  Broadcasting  Co.  Sole  owner 
Richard  S.  Robie  holds  business  interests  and 

also  owns  .59%  of  Massachusetts  Bay  Tele- 
casters  Inc.,  applicant  for  Boston  ch.  5.  The 
proposed  Augusta  station  would  operate  with 
158  kw  power  and  use  an  antenna  770  ft.  above 

average  terrain.  Construction  cost  was  esti- 
mated at  $440,764,  first  year  operating  cost 

$376,730. 

Elko,  Nev. — Application  for  ch.  10  was  filed 
by  Elko  Broadcasting  Co.,  licensee  of  KELK 
Elko.  The  group  plans  .451  kw  power  with 
an  antenna  335  ft.  below  average  terrain.  Con- 

struction cost  was  estimated  at  $50,000,  first 

year  operating  cost  at  $84,000. 

White  Heath,  111. — Application  for  ch.  21 
was  filed  by  The  Plains  Television  Corp.,  li- 

censee of  ch.  20  WICS  (TV)  Springfield,  III. 
Proposed  outlet,  which  would  operate  as  a 
satellite  of  WICS.  would  use  200  kw  power  and 

an  antenna  646  ft.  above  average  terrain.  Con- 
struction cost  was  estimated  at  $175,000,  first 

year  operating  cost  at  $75,000. 

FCC  Initial  Decisions  Favor 

Hal  Gade,  Saline  Bcstg.  Co. 

RECOMMENDATIONS  that  the  FCC  grant 

two  applications  for  new  am  stations  in  Eaton- 
town,  N.  J.,  and  Saline,  Mich.,  were  made  last 
week  by  FCC  hearing  examiners  J.  D.  Bond 
and  Thomas  H.  Donahue.  Mr.  Bond  recom- 

mended Harold  M.  Gade  for  an  Eatontown 

daytime  outlet  (1410  kc,  500  w)  and  urged  that 
Monmouth  County  Broadcasters,  which  sought 
the  same  facilities  in  Long  Branch,  N.  J.,  be 
held  in  default.  Mr.  Donahue  proposed  a  day- 

time grant  at  Saline  (1290  kc,  500  w)  to  Saline 
Broadcasting  Co.,  the  lone  applicant. 

The  reasoning  was  similar  behind  both  initial 
decisions:  both  localities  would  receive  a  first 
local  station  and  although  some  interference 
would  result  (WNJR  Newark,  N.  J.,  from  the 
Eatontown  grant;  WKMH  Dearborn  and  WXYZ 
Detroit,  both  Mich.,  from  the  Saline  grant),  the 
examiners  decided  that  the  need  for  the  new 

services  outweighed  the  need  for  the  service 
which  would  be  lost  to  the  existing  stations. 

New  Britain  Hearing  Ends 

HEARING  on  the  proposed  $600,000  purchase 
of  ch.  30  WKNB-TV  New  Britain,  Conn.,  was 
completed  last  week  before  FCC  Hearing 
Examiners  James  D.  Cunningham  and  Herbert 

Sharfman.  The  hearing,  ordered  on  the  Com- 
mission's own  motion  following  now-dismissed 

protests  by  WNHC-AM-FM-TV  New  Haven, 
Conn.,  and  WATR-TV  Waterbury,  Conn.,  be- 

gan Sept.  7.  Issues  involve  purported  concen- 
tration and  overlap. 

Presenting  the  case  for  NBC  last  week  were 
Charles  R.  Denny,  executive  vice  president  in 
charge  of  operation,  and  Hugh  M.  Beville  Jr., 
vice  president  in  charge  of  planning  and  de- 

velopment. The  two  executives  held  that  there- 
are  multiple  competing  facilities  in  the  area,  and 

that  NBC's  operation  of  the  outlet  would  aid 
development  of  uhf  there.  Exhibits  pointing 

up  NBC's  ch.  17  WBUF  (TV)  Buffalo  uhf  pro- 
motional activities  were  submitted.  Date  for 

filing  proposed  findings  on  the  case  was  set 
for  Oct.  7,  and  date  for  filing  replies  to  pro- 

posed findings  was  set  for  Oct.  13. 

WMAM-WMBV-TV  Purchase 

By  Guild  Films  Co.  Stayed 

THE  $600,000-plus  purchase  of  WMAM- 
WMBV-TV  Marinette,  Wis.,  by  Guild  Films 
Co.,  approved  July  18  without  hearing  and, 
protested  by  WFRV-TV  Green  Bay,  Wis.  [B»T. 

July  16],  was  designated  for  "further  proceed- 
ing" by  the  FCC  last  week.  Presumably,  the 

action  means  that  the  Commission  will  at  some 
later  date  either  order  oral  argument  or  a  full 
evidentiary  hearing  on  the  transaction. 

Guild  purchased  WMAM  and  ch.  1 1  WMBV- 
TV  last  June  from  M&M  Broadcasting  Co. 
WFRV-TV  filed  a  protest  against  the  transfer 
criticizing  the  past  operation  of  WMBV-TV 
and  questioning  the  entry  of  a  film  syndication 
firm  into  tv  station  ownership. 

In  last  week's  order,  the  Commission  found 
that  WFRV-TV  was  a  party  in  interest.  The 
FCC  also  ordered  that  the  grant  be  stayed 
pending  final  determination  of  the  protest,  and, 
in  the  event  the  transfer  has  already  taken 

place,  gave  Guild  until  Oct.  19  to  return  con- 
trol to  M&M. 

FTC  Chairman  Is  Praised 

In  War  on  'Bait'  Advertising 
FTC  CHAIRMAN  John  W.  Gwynne  was  com- 

mended last  week  by  the  National  Appliance 
&  Radio-Tv  Dealers  Assn.  for  his  work  in 

helping  "to  curb  misuse  of  radio  and  television 
by  bait  advertisers"  and  asked  to  turn  his  at- 

tention to  other  abuses  in  the  appliance  in- 
dustry. 

In  a  letter  to  Comr.  Gwynne,  NARDA's 
managing  director,  A.  W.  Bernsohn,  said  in- 

dustry will  "benefit"  from  the  probe  of  bait  ad- 
vertising— "both  from  the  deletion  of  some  of 

the  unsavory  competition  in  it  and  from  the 
improvement  in  the  programming  level  that 

should  result." Mr.  Bernsohn  also  called  for  a  probe  into 

builder  sales  practices  and  abuses  in  the  ap- 
pliance industry,  which  he  claimed  have  placed 

many  dealers  at  a  "serious  competitive  disad- 
vantage." He  alluded  to  the  practice  whereby 

one  classification  of  appliance  purchaser  (the 
builder)  is  singled  out  for  prices  appreciably 
lower  than  those  charged  other  groups  (dealers) 
for  the  same  merchandise. 

Ch.  19  to  Bishop,  Calif.; 

3  Allocation  Changes  Asked 

ACTING  on  another  of  its  notices  of  proposed 

rule-making  issued  last  July,  the  FCC  last  week 
took  final  action  and  assigned  ch.  19  to  Bishop, 
Calif.,  giving  that  city  its  first  tv  channel.  The 
rule-making  proposed  allocating  either  ch.  3, 
8,  17,  19  or  25  to  Bishop. 

Three  new  requests  for  changes  in  allocations 
have  been  filed  with  the  FCC.  WBRE-TV 
Wilkes-Barre.  Pa.,  asked  the  Commission  to 
delete  ch.  56  from  Cortland,  N.  Y.,  and  assign 
it  to  Binghamton,  N.  Y.,  substituting  ch.  72  at 
Cortland.  This  would  give  Binghamton  chs.  12, 

40,  46  (educational)  and  56.  WBRE-TV  indi- 
cated it  would  file  an  application  for  ch.  56  in 

Binghamton  if  the  change  should  be  authorized. 
WLAC-TV  Old  Hickory,  Tenn.  (ch.  5), 

asked  the  FCC  to  reassign  ch.  5  from  Old 

Hickory  to  Nashville.  WLAC-TV  also  re- 
quested issuance  of  an  order  to  show  cause 

why  WLAC-TV's  license  shouldn't  specify  Nash- 
ville instead  of  Old  Hickory. 

Gregg  Tv  Inc.,  Longview,  Tex.,  a  newly 
formed  group,  asked  the  Commission  to  delete 
educational  ch.  2  from  Denton,  Tex.,  assign 
it  to  Longview  as  a  commercial  channel  and 
allocate  educational  ch.  71  to  Denton. 
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WCAU 

PHI  LAD  E  LP  H I A 

means 

personalities 

Good  show,  John  Facenda,  let's  call  it 

a  day.  This  man  is  really  amazing. 

His  11  p.m.  news  on  WCAU-TV  rates  an 

impressive  20.3  average  in  ARB  for 

the  first  six  months  of  1956.  Name  any 

other  three  newscasters  heard 

in  Philadelphia — network  or  local. 

Their  combined  ratings  will  be  less  than 

that  of  Facenda's  nightly  chat  to 

851,000  faithfuls.  One-time  newspaper- 

man John  Facenda  does  16  news  shows 

a  week.  Eleven  TV,  5  radio  and  they  all 

click.  The  reason?  Call  it  sincerity, 

magnetism,  personality.  Personality — 

that's  what  makes  John  Facenda  the 

outstanding  newscaster  in  Philadelphia. 

That's  what  makes  WCAU,  too. 

WCAU,  WCAU-TV  The  Philadelphia 

Bulletin  Radio  and  TV  stations. 

Represented  nationally  by  CBS  Spot  Sales. 

By  far  Philadelphia's  most  popular  stations. 
Ask  ARB.  Ask  Pulse.  Ask  Philadelphians. 
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Jacksonville  Ch.  36  Outlet 

Opposes  Local  Ch.  12  Grant 

GRANT  of  ch.  12  Jacksonville,  Fla.,  to 

Florida-Georgia  Television  Co.  [At  Deadline, 
Sept.  3]  was  attacked  last  week  when  ch.  36 
WJHP-TV  Jacksonville  filed  an  appeal  in  the 
federal  circuit  court  in  Washington.  The  Jack- 

sonville NBC-ABC  uhf  outlet  also  asked  for  a 
temporary  stay  of  the  ch.  12  grant  pending  the 
outcome  of  its  appeal. 

Last  month  the  FCC  granted  ch.  12  to  the 
Florida-Georgia  company  and  denied  com- 

peting applications  by  WJAX  and  WPDQ  in 
the  same  city.  The  Commission  voted  four  to 
two  in  making  the  grant,  which  reversed  an 

examiner's  initial  decision  favoring  WPDQ. 
Florida-Georgia  principals  are  George  H. 
Hodges  and  Alexander  Brest,  local  business- 

men, 26%  each;  Harold  S.  Cohen,  WRHC 

Jacksonville  owner,  19%;  Mitchell  Wolf  son- 
Sidney  Meyer  interests  (WTVJ  [TV]  Miami  and 

theatres),  20%;  Jesse  H.  Cripe,  WTVJ  opera- 
tions manager,  3%,  and  others. 

Essence  of  WJHP-TV's  appeal  was  that Jacksonville  should  have  been  included  in  the 
deintermixture  proposals  made  by  the  FCC 
in  its  June  25  order.  Like  New  Orleans  or 

Duluth-Superior  in  those  orders,  WJHP-TV 
said,  Jacksonville  had  one  vhf  and  one  uhf  on 

the  air  and  the  second  vhf  still  pending  a  final 
decision.  On  June  29  WJHP-TV  asked  the 
FCC  to  include  Jacksonville  as  one  of  the 
deintermixture  cities  and  to  stay  the  ch.  12 
grant  or  issue  a  final  order  making  the  grant 
but  forbidding  construction.  The  FCC  denied 
part  of  this  last  month  when  it  issued  the  ch. 
1 2  grant,  and  the  remainder  last  week. 

In  an  affidavit  accompanying  the  appeal, 
John  H.  Perry  Jr.,  president  of  the  Jackson- 

ville Journal  Co.,  parent  of  WJHP-TV,  dis- 
closed that  the  ch.  36  outlet  cost  $561,575  to 

build  and  has  sustained  an  aggregate  operating 
loss  from  commencement  of  operation  in 
December  1953  to  June  30  of  this  year  of 
$448,900.  He  also  said  that  Jacksonville  is 

90%  converted  to  uhf,  and  that  since  the  grant 
of  ch.  12  he  has  been  unable  to  gain  assurance 
from  NBC  that  it  would  continue  its  affilia- 

tion contract. 

Henry  Kaiser  Seeks  Approval 

For  New  Honolulu  Am  Station 

INDUSTRIALIST  Henry  J.  Kaiser  has  made 
his  entrance  into  the  broadcasting  field,  filing 
for  FCC  approval  of  a  new  am  station  at 
Honolulu,  Hawaii.  The  proposed  outlet  will 
be  50%  owned  by  Mr.  Kaiser  and  50%  by 
Hal  Lewis,  owner  of  Hal  Lewis  Assoc.,  Hono- 

lulu station  representative  firm,  and  disc  jockey 
on  KGU  Honolulu. 

The  application  seeks  1040  kc,  5  kw  un- 
limited. Construction  cost  was  estimated  at 

$42,800  and  first  year  operating  cost  at  $50,- 
000.  Studio  location  for  the  station  is  pro- 

posed as  Mr.  Kaiser's  $10  million  Hawaiian  Vil- 
lage Hotel.  Mr.  Kaiser  reportedly  is  preparing 

an  application  for  one  of  Honolulu's  available 
tv  channels — chs.  11  and  13. 

WNET  (TV)  Charges  FCC 

With  Flouting  the  Law 

THE  FCC  has  flouted  the  law,  ch.  16  of  Rhode 
Island  Inc.  (WNET  [TV]  Providence)  charged 
in  filing  an  appeal  in  the  Federal  Appeals  Court 

in  Washington  against  the  FCC's  refusal  to 
terminate  authority  for  ch.  12  WPRO-TV  Provi- 

dence to  operate. 
Now-dark  WNET  claimed  that  when  the 
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appeals  court  reversed  the  FCC  last  January, 
the  Commission  was  required  to  suspend  its 

grant  (and  thus  force  WPRO-TV  to  suspend 
operation).  It  asked  the  court  to  order  the  FCC 
to  do  so. 

The  case  goes  back  to  1953  when  the  FCC 
granted  ch.  12  to  WPRO,  after  a  merger  was 
agreed  among  four  competing  applicants.  Ch. 
16  WNET,  then  operating,  protested  the  grant, 
and  the  FCC  granted  a  stay  against  the  ch.  12 

permittee.  In  1954,  after  a  hearing,  the  exam- 
iner's initial  decision,  without  conclusions,  was 

issued,  and  in  January  1955,  the  FCC  issued  a 
final  decision  upholding  its  grant  to  WPRO,  and 
lifting  the  stay  order.  WNET  appealed  this  to 
the  court,  which  reversed  the  FCC  in  January 
this  year.  The  Commission,  which  has  ordered 
the  1954  hearing  reopened,  refused,  however, 
to  force  WPRO-TV  to  cease  operation.  It  is 
this  action  which  WNET  is  appealing. 

Sacramento  Uhf  Protests 

KOVR  (TV)  40-Mile  Move 
PROTEST  has  been  filed  with  the  FCC  against 
a  proposed  transmitter  site  move  by  ch.  13 
KOVR  (TV)  Stockton,  Calif.  KOVR  applied 
for  FCC  authority  to  move  from  Mt.  Diablo 
to  Butte  Mt.,  about  40  miles  farther  away 
from  San  Francisco,  and  said  it  afterwards 
would  secure  ABC  affiliation  [B»T,  Aug.  27]. 
KCCC-TV  Sacramento  (ch.  40),  protesting 

the  KOVR  application,  charged  that  the  pro- 

posal would  create  "white"  areas  and  cause 
service  overlap  with  ch.  47  KGEO  (TV) 
Fresno.  KCCC-TV  claimed  that  the  result 
of  the  move  would  cause  almost  three  million 

people  to  lose  KOVR's  Grade  A  and  B  ser- 
vices, depriving  Stockton  of  its  only  tv  station. 

KCCC-TV,  an  ABC  affiliate,  pointed  out  that 
it  has  been  on  the  air  since  1953  and  competes 

with  two  vhf's— ch.  10  KBET-TV  (CBS)  and 
ch.  3  KCRA-TV  (NBC).  If  the  move  takes 

place,  KCCC-TV  said  it  would  lose  its  affilia- 
tion to  KOVR  and  be  forced  to  go  off  the  air. 

Three  Uhf  Video  Stations 

Lose  Construction  Permits 

CANCELLATION  of  the  construction  permits 
of  three  more  uhf  television  stations  was  an- 

nounced by  the  FCC  last  week.  Revoked  were 
ch.  47  WOKA  (TV)  Macon,  Ga.;  ch.  32  KTVE 
(TV)  Longview,  Tex.,  and  ch.  23  KRSM  (TV) 

Yakima,  Wash.  The  Commission's  action  in 
deleting  the  three  outlets  for  failure  to  prose- 

cute brings  the  total  of  canceled  uhf  cps  to  173. 
WOKA,  which  at  one  time  was  on  the  air, 

was  owned  by  J.  C.  Barnes  Sr.  (75%),  and  E. 
K.  Cargill  (25%).  KTVE,  also  on  the  air  at 
one  time,  was  100%  owned  by  A.  James  Henry. 
Principal  KRSM  stockholder  was  Robert  S. 
McCaw,  who  also  owns  KWIQ  Moses  Lake, 
Wash.,  and  33.3%  of  KALE  Richland  and 
KYAK  Yakima,  Wash.  Latter  two  stations  are 

principally  owned  by  Mr.  McCaw's  cousin,  J. 
Elroy  McCaw. 

KTRK-TV  Appeal  to  Court 

On  KGUL-TV  Change  Denied 
THE  FCC  last  week  denied  a  petition  filed  by 
ch.  13  KTRK-TV  Houston  asking  that  ch.  11 
KGUL-TV  Galveston,  Tex.,  be  prohibited  from 
changing  its  present  facilities  until  the  outcome 
of  a  court  appeal  filed  by  the  ch.  13  outlet. 

Last  February,  following  a  protest  hearing, 
the  FCC  reaffirmed  its  grant  permitting  KGUL- 
TV  to  move  its  transmitter  site  closer  to  Hous- 

ton. The  protest  had  been  filed  by  KTRK-TV, 
which  appealed  this  decision  to  the  U.  S.  Court 
of  Appeals  in  Washington.  A  KTRK-TV  re- 

quest for  a  stay  was  denied  by  the  court. 

NABET  Takes  Huntington 

Protest  to  Appeals  Court 

A  UNION  of  broadcast  technicians  has  taken 

to  the  U.  S.  Court  of  Appeals  the  FCC's  June 
20  grant  of  the  $635,000  sale  of  WHTN-AM- 
FM-TV  Huntington,  W.  Va.,  by  Greater  Hun- 

tington Theatre  Corp.  to  Cowles  Broadcasting 
Co. 

The  National  Assn.  of  Broadcast  Engineers 
and  Technicians  filed  an  appeal  last  week  in 
the  Washington  appellate  court  against  the 

Commission's  denial  last  month  of  its  protest 
against  the  sale  approval  [B»T,  Aug.  20].  The 
union  claimed  that  the  FCC  should  have 

given  it  a  hearing  on  its  protest. 
The  union  protest  was  hinged  on  the  fact 

that  it  had  a  complaint  before  the  National 
Labor  Relations  Board  against  the  former 
WHTN  licensee  on  the  dismissal  of  five  em- 

ployees, and  it  requested  that  the  status  quo 
be  maintained  pending  the  outcome  of  an 
NLRB  bargaining  unit  election.  The  FCC 
in  its  decision  last  month  said  that  was  not 
sufficient  reason  to  stay  the  grant. 

Community  Tv  Firm  Attacks 

Palm  Springs  Translator  Bids 

CALLING  the  FCC's  newly  authorized  tv 
translator  service  a  "will-o'-the-wisp,"  Palm 
Springs  [Calif.]  Communitv  Tv  Corp.  (PSCTC) 
last  week  asked  the  Commission  to  order  a 

hearing  on  applications  fr""  five  translator  sta- 
tions at  Palm  Springs.  The  five  applications 

were  filed  by  one  gr^up,  Palm  Springs  Trans- 
lator Station  Inc.  The  community  system  is 

owned  by  Paramount  Pictures. 
PSCTC  said  it  has  been  in  the  community 

antenna  system  business  for  more  than  four 

years  and  has  invested  more  than  $500,000  in 
its  service.  Hitting  the  translator  proposals, 

PSCTC  charged  that  "many  people  will  be  de- 
luded into  buying  exoensive  equipment  only 

to  find  that  such  service  is  a  will-o'-the-wisp." The  community  antenna  group  also  charged 

that  the  translator  applicant  has  unlawfully  en- 
gaged in  prior  construction  and  questioned 

its  financial  ability — as  a  non-profit  corpora- 
tion— to  build  the  pronosed  stations.  Other 

charges  leveled  by  PSCTC:  the  translator  group 
plans  to  give  the  stations  to  the  city  yet 
makes  no  showing  that  the  city  will  or  legally 
can  agree  to  assume  such  operation;  failure 

of  the  applicant  to  obtain  the  rebroadcast  con- 
sent of  the  stations  it  proposes  to  retransmit. 

FCC  Says  Maioritv  Rules 

In  Granting  WCHS-TV  Shift 
MAJORITY  RULE  concept  was  upheld  by  the 
FCC  when  the  Commission  affirmed  a  hearing 

examiner's  initial  decision  and  granted  a  trans- 
mitter-site move  and  equipment  changes  to  ch. 

8  WCHS-TV  Charleston,  W.  Va.  The  action 
ended — at  least  for  the  time  being — a  dispute 
between  two  WCHS-TV  factions,  WCHS-TV 
Inc.  (60%  owner  of  the  station),  which  sought 
the  facilities  changes,  and  Capital  Tv  Co.  (40% 
stockholder),  which  opposed  the  request. 

The  FCC's  ruling  refused  to  recognize  Capi- 
tal as  a  separate  party  to  the  proceedings.  The 

Commission  said  that  to  allow  participation  by 

minority  stockholders  in  such  cases  "would  tend 
to  turn  the  Commission's  hearing  process  into 
a  forum  for  the  airing  and  litigation  of  intra- 

corporate troubles  and  conflicts  .  .  ."  and  ham- 
per FCC  processes. 

The  grant  provides  for  a  decrease  in  power 
from  316  to  158  kw,  an  increase  in  antenna 
height  to  1,236  ft.  and  a  transmitter  site  move 
to  Coal  Mountain,  11  miles  from  Charleston. 
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I  have  used  WKNB-TV 

for  the  exclusive  advertising 

of  our  Martin-Rosol  Brand 

Meat  Products.  In  less  than 

two  years  our  sales  zoomed 

to  an  all-time  high. 

Without  reservation  . 

I  consider  WKNB-TV  the  finest 

advertising  medium  in 

the  Hartford  County  Market. 

Continuous  results  have  kept 

me  advertising  on  WKNB-  TV 

for  three  successive  years."* 

Says  Mr.  Martin  Rosol 

Martin  Rosol's  Inc. 

*  Letter  on  file 

■ 

"Without  reservation,  I  consider  WKNB-TV 

the  finest  advertising  medium  in 

the  Hartford  County  Market 

More  and  more  national  and  local  advertisers  use  WKNB-TV, 

because  they  get  more  results  at  lower  cost.  WKNB-TV  reaches  more  than 
375,000  families  ...  situated  in  the  heart  of  the  New  Britain-Hartford 

market ...  31st  biggest  and  3rd  richest  in  the  United  States. 

National  Representative:  The  Boiling  Co.,  Inc. 

Basic 

WKNB-TV Studios  and  Offices      West  Hartford  lO,  Conn. 
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POLITICAL  BROADCASTING 

NIELSEN  SAYS  88%  OF  TV  HOMES  SAW 

AT  LEAST  ONE  SESSION  OF  CONVENTIONS 

Democrats,  Republicans  had  equal  audiences  of  32.1  million  house- 
holds for  political  events,  which  Television  Bureau  of  Advertising 

says  were  witnessed  by  largest  audience  yet. 

ALMOST  nine  out  of  10  television  homes  (88%) 
viewed  at  least  one  session  in  each  of  the  two 
major  political  conventions  last  month,  and 

"by  an  interesting  circumstance"  the  Democrats 
and  the  Republicans  had  equal  audiences  of  32.1 
million  U.  S.  homes,  A.  C.  Nielsen  Co.  re- 

ported last  week. 
Television  Bureau  of  Advertising,  after  an- 

alyzing the  Nielsen  findings  in  behalf  of  the  tv 

industry,  reported  that  "the  1956  political  con- 
ventions were  viewed  by  far  more  people  than 

have  ever  witnessed  any  other  event  in  the  his- 

tory of  mankind."  TvB  offered  these  highlights: 
"(1)  The  number  of  families  viewing  each 

of  the  1956  political  conventions,  over  32  mil- 
lion different  American  homes,  represents  a  gain 

over  the  1952  convention  audience  estimated  to 

be  even  greater  than  that  of  the  growth  of  tele- 
vision homes,  which  increased  from  17,983,200 

in  the  summer  of  1952  to  36,500,000  in  the 
summer  of  1956. 

"(2)  While  the  percentage  of  television  homes 
which  watched  each  of  this  year's  conventions 
(88%)  is  estimated  to  be  greater  than  four 
years  ago,  the  average  tv  home  in  1956  saw  a 

greater  share  of  this  year's  conventions'  pro- 
ceedings than  four  years  ago.  The  public's 

viewing  of  the  1956  conventions  totals  547  mil- 
lion home  hours  of  viewing  versus  a  potential 

of  2  billion  190  million  home  hours  of  view- 
ing if  each  television  home  had  watched  each 

minute  of  the  convention  during  the  approxi- 
mate 60  hours  that  the  conventions  were  tele- 
cast. While  the  average  tv  home  saw  25%  of 

the  conventions  in  1956,  the  average  tv  home 
saw  20%  of  the  conventions  in  1952. 

"(3)  Homes  viewing  television — per  average 
minute  —  during  the  1956  conventions  were 
higher  than  that  for  the  comparable  time  periods 

of  the  1952  conventions. 

"(4)  The  actual  level  of  television  viewing 
throughout  the  conventions,  again  expressed  as 
average  audience  per  minute,  was  slightly  higher 
than  for  the  week  of  regular  tv  programming 
immediately  before  the  conventions  and  higher 
than  that  of  the  two  comparable  1955  weeks 
when  regular  programming  was  telecast. 

"(5)  Of  the  462  commercial  tv  stations  then 
on  the  air,  the  conventions  were  carried  by  393 

which  can  be  seen  by  99.7%  of  the  nation's 

tv  homes." Meanwhile,  Nielsen's  tv  top  tens  for  the  two 
weeks  ended  Aug.  25,  which  encompassed  both 
conventions,  showed  convention  coverage  in 
three  of  the  first  four  places  in  terms  of  total 
homes  viewing  six  minutes  or  more.  A  GOP 
session  on  CBS-TV  placed  first,  a  Democratic 
session  on  CBS-TV  placed  third  and  a  GOP 
session  on  NBC-TV  placed  fourth,  while  CBS- 
TV's  Ed  Sullivan  Show  was  second. 

In  terms  of  average — number  of  homes 
reached  during  the  average  minute  of  the  pro- 

gram— the  convention  did  not  make  the  top 
ten,  however.  First  four  places  in  that  category 
went  to  Sullivan  Show,  $64,000  Challenge, 
G.  E.  Theatre,  and  Gunsmoke  in  that  order. 

In  its  report  on  the  conventions  themselves, 
the  Nielsen  Co.  said  homes  viewing  the  Demo- 

cratic convention  averaged  9  hours  39  minutes 

per  home,  while  those  watching  the  Repub- 
licans averaged  7  hours  22  minutes.  The  dif- 

ference was  attributed  to  the  extra  day  and 
longer  sessions  by  the  Democrats. 
For  the  two  conventions,  daily  audiences 

ranged  from  23  to  27  million  homes,  according 

to  the  report,  which  also  noted:  "These  daily 
levels,  when  related  to  the  32.1  million  total 
for  each  convention,  indicated  a  great  deal  of 

day-after-day  tuning-in  by  millions  of  homes." 
Peak  viewing  for  the  Democrats,  according 

to  Nielsen,  was  at  the  time  of  their  balloting 
for  the  presidential  nomination,  with  17.8  mil- 

lion homes  watching  these  proceedings  at  11- 
11:30  p.m.  on  Aug.  16,  and  during  the  next 

night's  acceptance  speeches  when  15.4  million 
homes  watched  [Aug.  17,  10:30-11:30  p.m.]. 

For  the  Republicans,  peak  viewing  in  the 
Nielsen  count  was  at  10-10:30  p.m.  Aug.  21, 
when  19.2  million  homes  watched  President 

Eisenhower's  arrival  in  San  Francisco,  and  on 
Aug.  23  when  the  President  made  his  accept- 

ance speech. 
Nielsen  said  its  radio  audience  figures,  as 

well  as  combined  radio-tv  data,  would  be  re- 
leased this  week. 

At  bottom  of  this  page  are  Nielsen's  tv  au- 
dience figures  for  each  convention. 

Subcommittee  Asked  to  Probe 

Sen.  Butler's  Radio-Tv  Plans 
THE  Senate  Elections  Subcommittee  has  been 
asked  to  investigate  reported  plans  by  Sen. 
John  Marshall  Butler  (R-Md.)  to  spend  $90,000 
for  radio  and  tv  time  this  fall  in  his  cam- 

paign against  Democrat  George  P.  Mahoney 
in  a  contest  for  the  Senate  seat. 

John  G.  Turnbull,  chairman  of  the  Maryland 
Democratic  Campaign  Committee,  said  Sen. 

Butler  has  budgeted  $140,000  for  the  cam- 
paign, of  which  $90,000  is  for  radio-tv,  and 

described  this  as  a  "fantastically  high"  amount 
to  spend  for  "a  massive  brainwashing  of  the 
voters  via  radio  and  television  paid  advertising." 

The  Senate  Elections  Subcommittee,  headed 

by  Sen.  Albert  Gore  (D-Tenn.),  is  conducting 
a  running  investigation  of  campaign  expendi- 

tures this  fall  [B«T,  Sept.  17]. 
Mr.  Turnbull  said  Mr.  Mahoney  spent  only 

$9,923.93  for  radio-tv  in  his  unsuccessful 
1952  campaign  against  Sen.  J.  Glenn  Beall 
(R-Md.),  $3,713.32  for  that  purpose  in  the  1952 
Democratic  senatorial  primary  and  $4,785.51 
last  spring  in  his  primary  contest  with  Millard 
E.  Tydings. 

DEMOCRATIC  CONVENTION 

Total  Homes  Reached  (000)* 
Monday    Tuesday  Wednesday  Thursday  Friday 

New  York  Time Aug.  13 Aug.  14 Aug.  15 Aug.  16 Aug.  17 

12:30-  1:00  pm 6,351 
1:00-  1:30  pm 6,716 6,534 

6,424 6,388 1:30-  2:00pm 6,935 6,132 
6,680 6,607 2:00-  2:30pm 6,497 5,950 7,227 6.899 

2:30-  3:00  pm 6,570 6,096 7,738 
7,446 3:00-  3:30  pm 3,504 6,424 1,898 7,702 7,592 

3:30-  4:00pm 1,935 2,044 1,606 8,140 9,381 
4:00-  4:30pm 8,578 10,038 
4:30-  5:00  pm 

9,636 
10,038 

5:00-  5:30pm 
9,381 

11,790 
5:30-  6:00pm 

9,198 11,790 
6:00-  6:30  pm 

9,527 4,161 6:30-  7:00pm 10,038 
7:00-  7:30pm 

9,709 7:30-  8:00  pm 
5,585 9:00-  9:30pm 12,374 14,272 

2,409 9:30-10:00  pm 14.970 13,104 14,053 9,892 
14,126 

10:00-10:30  pm 14,600 13,724 14,637 16,754 14,746 
10:30-11:00  pm 14,235 12,775 14,637 17,666 15,367 
11:00-1 1:30  pm 14,089 11,352 13,396 17,849 15,513 
11:30-12:00  md 12,447 5,329 10,841 15,1  1 1 14,199 
12:00-12:30  am 

8,906 
12.921 

12:30-  1:00  am 6,351 
1:00-  1:30  am 5,512 
1 :30-  2:00  am 

4,453 
2:00-  2:30am 4,052 
2:30-  3:00am 2,519 

Daily  Total 24,309 22,959 22,813 26,755 25,587 
Convention  Total   32,120 

REPUBLICAN  CONVENTION 

Total  Homes 

Monday    Tuesday  Wednesday  Thursday 
New  York  Time Aug.  20 Aug.  21 Aug.  22 Aug.  23 

12:30-  1:00  pm 
1:00-  1:30  pm 
1:30-  2:00  pm 
2:00-  2:30  pm 

6,789 2:30-  3:00pm 

7,045 
3:00-  3:30  pm 

6,972 
3:30-  4:00  pm 

6,424 4:00-  4:30pm 

7,410 
4:30-  5:00  pm 

7,373 5:00-  5:30pm 

3,285 

6:00-  6:30pm 

7,410 
7,556 

6:30-  7:00  pm 

8,103 
8,030 

7:00-  7:30pm 

9,855 9,965 8,322 9,636 
7:30-  8:00pm 

11,169 
10,257 

9,855 

10,546 
8:00-  8:30pm 

12,775 
11,680 

12,441 
12,264 

8:30-  9:00pm 
14,491 

13,469 
14,345 14,783 

9:00-  9:30  pm 
14,746 14,454 15,075 16,133 9:30-10:00  pm 
16,097 16,608 

15,732 17,484 10:00-10:30  pm 
13,432 19,236 

17,192 18,323 10:30-11:00  pm 

6,680 

17,593 
15,221 11:00-1 1:30  pm 

8,651 
12,593 

11:30-12:00  md 
10,987 12:00-12:30  am 
9,308 Daily  Total 25,623 25,222 25,879 22,995 

Convention Total   

*  Number  of  different  homes  reached — six-minute  audience  basis. 
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Planning  a  Radio  Station  ? 

Here's  a  helpful  folder  that  shows 

at  a  glance  just  what  you'll  need! 

The  main  equipment  items  that  go  into  the  assembly 

of  a  radio  broadcast  station  are  represented  on  this 

see-at-a-glance  "pull-out"  display  folder.  Graphic 

pictures  and  descriptions  of  RCA  equipments,  with 

their  related  system  functions,  are  connected  by 

arrows.  The  signal  path  is  traced  from  pickup  source 

to  antenna  radiation,  showing  equipment  require- 

ments at  every  step.  Reduce  your  station  planning 

to  its  simplest  form  with  this  graphic  guide. 

Ask  your  RCA  Broadcast  Repre- 

sentative to  show  you  this  new 

display  folder  of  Radio  Broadcast 

Equipment  (form  3J-2832). 

Broadcast  and  Television  Equipment Camden,  N.  J. 
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TRADE  ASSNS. 

NARTB  OPENS  REGIONAL  CONFERENCES 

WITH  MEETINGS  IN  MINNESOTA,  UTAH 

More  than  300  station  executives  take  part  in  two-day  sessions  held 

in  Minneapolis  and  Salt  Lake  City.  Time-selling,  management  prob- 
lems highlight  discussions. 

BUSINESS  at  the  nation's  radio  and  tv  stations 
is  generally  on  the  upgrade  and  broadcasters 
intend  to  make  it  even  better,  they  indicated  last 
week  at  a  series  of  open  and  closed  sessions 
held  during  the  NARTB  regional  conferences 
in  Minneapolis  and  Salt  Lake  City. 

Another  week  of  conferences  opens  today 
in  San  Francisco,  moving  to  Oklahoma  City 

Thursday-Friday  (see  story,  page  91). 
Two  members  of  the  FCC  took  part  in  the 

meetings — Comr.  T.  A.  M.  Craven,  at  Minne- 
apolis in  his  first  industry  talk  since  re-joining 

the  Commission,  and  Comr.  John  C.  Doerfer. 
at  Salt  Lake  City.  They  reviewed  allocation  and 
regulatory  problems,  with  Comr.  Craven  calling 
on  the  industry  to  cooperate  with  the  Commis- 

sion in  working  out  a  solution  to  spectrum 

problems  (story,  page  92).  Comr.  Doerfer  made 

major  news  when  he  proposed  "indeterminate 

A  dramatic  TvB  sales  presentation,  showing 
the  impact  of  the.  medium,  was  attended  by 

approximately  200  agency  and  advertiser  execu- 
tives. They  saw  fast-moving  arrays  of  audience 

and  impact  charts  and  figures,  emphasized  by 
novel  sound  and  visual  effects. 

There  was  general  agreement  that  the  two- 
day  agenda  of  the  1956  regional  series  is  a  big 

improvement  over  last  year's  three-day  plan. 
The  pace  was  faster  and  attendance  in  meeting 
rooms  was  good.  At  Minneapolis  Monday  and 
Tuesday  208  delegates  were  registered  as  against 
158  for  the  same  region  a  year  ago.  Salt  Lake 
City  had  100  registrants  Thursday  and  Friday 
compared  to  75  last  year. 

Fifty  representatives  of  film,  transcription, 
programming  and  other  interests  took  part  in 
the  meetings,  with  several  having  small  exhibits. 

Phil  Archer,  timebuyer  of  Campbell-Mithun. 

from  needless  and  unwarranted  government 

regulation,"  he  said. In  adopting  resolutions,  the  Minneapolis 

group  asked  NARTB  to  study  telephone  com- 
pany restrictions  on  use  of  regular  phone  lines 

for  remote  news  programs  and  special  events  of 
all  types.  The  resolution  commented  on  the 

"unique  abilities"  of  radio  in  covering  pro- 
grams where  spontaneity  is  the  essence. 

Other  resolutions  asked  RAB  to  make  a  ra- 

dio presentation  at  next  year's  meeting;  thanked 
TvB  for  its  presentation;  endorsed  the  proposal 
for  five-year  radio  and  tv  station  licenses, 
thanked  Comr.  Craven  and  the  board  members 
for  their  part  in  the  meeting. 

Ernest  C.  Sanders,  WOC  Davenport,  Iowa, 
was  chairman  of  the  resolutions  committee. 
Other  members  were  Joe  Floyd,  KELO  Sioux 

Falls,  S.  D.;  Anthony  Koelker,  KMA  Shenan- 
doah, Iowa;  Charles  L.  Scofield,  KEYZ  Willis- 

ton,  N.  D.  and  Richard  C.  Smith.  KMBC  Kan- sas City. 

The  Monday  luncheon  drew  a  lively  discus- 
sion of  the  proposal  to  restore  at-large  directors 

to  the  radio  board.  E.  K.  Hartenbower,  KCMO 

Kansas  City,  debated  in  favor  of  at-large  direc- 
tors and  Jack  Dunn,  WDAY  Fargo,  N.  D.,  took 

DOERFER  COMES  OUT 

"INTERMEDIATE  LICENSES"  permitting  radio  and  tv  stations  to 
operate  so  long  as  they  are  broadcasting  in  the  public  interest  were 

proposed  Thursday  night  by  FCC  Comr.  John  C.  Doerfer  in  an  ad- 
dress to  the  NARTB  regional  conference 

in  Salt  Lake  City  (other  conference  stories 
begin  above). 

Comr.  Doerfer  said  he  saw  no  reason  "to 
keep  on  tenterhooks  those  stations  that  are 

rendering  a  public  service."  Those  who  are 
running  "electronic  jukeboxes,"  however,  and 
ignoring  the  public  service  "should  be  put 
on  tenterhooks  and  should  not  be  given 

three  years  to  do  as  they  are  under  the  pres- 

ent system  of  licenses,"  he  contended. 
FCC  Chairman  George  C.  McConnaughey 

recently  proposed  an  extension  of  broadcast 
licenses  and  renewals  from  a  three  to  five- 
year  minimum  [B»T,  Sept.  17].   He  made  this  suggestion  in  an  ad- 

dress to  Radio  &  Television  Executives  Society,  New  York. 

At  Salt  Lake  City,  Comr.  Doerfer  criticized  FCC's  system  of  re- 
porting program-type  percentages  and  said  he  was  not  concerned 

whether  public  service  programs  are  sponsored.  He  proposed  a  sys- 

FOR  UNLIMITED  LICENSES 

tem  of  narrative-type  reports  showing  how  programs  are  in  the  pub- 
lic interest.  These  would  be  documented. 

He  and  other  commissioners  are  concerned  about  "roulette-wheel 
stations,"  he  said,  and  about  the  censorship  angle.  He  explained 
he  wouldn't  hesitate  to  revoke  a  station  license  where  there  is  rea- 

sonable proof  it  has  not  been  operating  in  the  public  interest,  adding 
the  FCC  would  however  hesitate  to  decide  what  programming  is 
good  for  the  public. 

While  most  broadcasters  are  doing  a  conscientious  job,  he  said, 

those  who  aren't  may  find  their  records  plaguing  them  at  time  of 
renewal  or  hearing  on  a  tv  application. 

Comr.  Doerfer  would  favor  a  shift  of  tv  to  uhf  if  engineers  can 
assure  him  it  will  be  equal  to  vhf,  but  he  would  hesitate  to  give  up 

all  the  vhf  band  because  it  is  suitable  for  "wide  open  spaces"  where 
people  are  as  much  entitled  to  tv  as  cities. 

Commenting  on  illegal  boosters  in  Colorado,  for  which  Gov.  Ed- 

win C.  Johnson  has  assumed  jurisdiction,  he  felt  "responsible  public 
officials"  should  wait  to  see  what  the  courts  say.  He  explained  regu- 

latory and  other  factors  that  cause  long  delay  in  resolving  some  of 
its  problems,  and  said  if  all  48  states  took  control  of  electronics, 

"confusion  and  chaos  would  result."  He  did  not  take  a  stand  on  com- 
munity antenna  systems  since  the  topic  was  to  be  debated  later. 

licenses"  for  stations  operating  in  the  public  in- terest. 

More  than  300  station  executives  took  part  in 

last  week's  two-day  programs.  A  heavy  amount 
of  the  discussion  centered  around  time-selling 
and  management  problems  and  such  top-level 
matters  as  allocation,  regulation  and  inves- 
tigations. 

NARTB's  headquarters  staff  brought  dele- 
gates up-to-date  on  Washington  regulations  and 

the  rash  of  Congressional  investigations  that 
has  haunted  the  industry. 

One  unhappy  note  was  sounded  at  the  Min- 
neapolis meeting,  though  delegates  spoke  highly 

of  most  of  the  programming. 

"Why  isn't  Radio  Advertising  Bureau  here 
like  Television  Bureau  of  Advertising?"  many 
delegates  asked. 
NARTB  explained  that  RAB  was  invited  but 

preferred  to  hold  separate  clinics.  Ben  Sanders 
KICD  Spencer,  Iowa,  an  NARTB  board  mem- 

ber who  said  he  had  resigned  from  RAB  re- 
cently, made  this  observation: 

Next  year  we'll  have  a  radio  sales  clinic  and 
it'll  be  a  good  one — whether  RAB  takes  part 
or  not." 
NARTB  headquarters  officials  explained  that 

sales  activities  were  transferred  several  years 
ago  to  the  two  independent  agencies — RAB 
and  TvB. 

talked  candidly  at  Minneapolis  about  some 
sloppy  station  practices  that  irk  timebuyers  and 

suggested  ways  stations  can  improve  effective- 
ness of  broadcast  advertising  (see  story,  page 36). 

W.  D.  Rogers  Jr..  KDUB-TV  Lubbock, 
Tex.,  TvB  board  chairman,  welcomed  Twin 

City  agency  and  advertiser  guests  at  the  Minne- 
apolis TvB  presentation.  Oliver  Treyz,  TvB 

president  and  Gene  Accas,  operations  director, 
co-narrated  a  wide-screen  Cellomatic  presenta- 

tion showing  television's  rapid  growth  and  its 
impact  on  the  viewing  audience,  drawing  com- 

parisons with  other  media  [B*T,  Sept.  17]. 
Mr.  Treyz  observed  that  Twin  City  adver- 

tisers provide  5%  of  the  total  1956  tv  adver- 
tising investment  in  network  and  national  spot 

time,  or  a  $20  million  investment  in  facilities. 
He  mentioned  General  Mills  and  Pillsbury  as 
network  advertisers,  and  Hamm  beer  and 

Cream  of  Wheat  as  spot  buyers.  Howard  Abra- 
hams, director  of  TvB's  retail  sales  department, 

worked  with  Mr.  Treyz  at  Salt  Lake  City. 

At  Thursday's  opening  lunch  in  Salt  Lake 
City,  John  M.  Outler  Jr.,  WSB  Atlanta,  pleaded 
for  stabilized  rate  practices  and  principles.  He 

called  for  more  "good  radio"  and  urged  observ- 
ance of  code  provisions.  "The  most  valuable 

service  rendered  by  NARTB  is  the  ability  and 
capacity  and  position  to  protect  the  industry 

the  negative  side.  Mr.  Hartenbower  analyzed 
NARTB  radio  membership  in  the  region  and 
felt  deletion  of  at  large  directors  as  scheduled 
next  spring  would  deprive  small,  medium,  large 
and  fm  stations  of  special  representation  on  the 
board.  Mr.  Dunn  contended  the  29-man  radio 
board  has  become  unwieldly,  with  17  district 
directors  and  four  network  members  adequate 

to  do  the  job.  He  said  at-large  directors  have 
special  axes  to  grid. 

In  the  discussion,  Ralph  Evans,  WHO  Des 
Moines,  questioned  the  logic  of  cutting  the 

board's  size  during  a  period  of  industry  growth. 
George  W.  Armstrong,  WHB  Kansas  City, 
suggested  non-network  stations  were  entitled 
to  representation.  President  Fellows  wondered 

if  this  might  lead  to  intra-industry  feuding.  "We 
try  to  get  independent  stations  on  committees," he  said. 

Leading  the  by-laws  debate  at  Salt  Lake  City 
were  Ken  Nybo,  KBMY  Billings,  Mont.,  for 
restoration  of  at-large  directors,  and  Richard 
M.  Brown,  KPOJ  Portland,  Ore.,  for  the  nega- 
tive. 

With  NARTB  about  to  expand  its  public 
relations  activity,  President  Fellows  reviewed 

the  association's  history,  its  similar  problems  in 
the  mid-'20s  and  mid-'50s  and  what  is  being 
done  about  them.  Observing  that  radio  and  tv 
are  attractive  targets  for  critics,  he  explained 
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REGIONAL  MEETING  series  at  Minneapolis  of  NARTB  included  ALSO  at  Minneapolis  were  these  delegates  (I  to  r):  Kenneth  M. 
this  delegate  group  (I  to  r):  Tom  Barnes,  WDAY  Fargo,  N.  D.;  Hance,  KSTP  St.  Paul;  Frank  P.  Fogarty,  WOW  Omaha;  Bill 

Robert  N.  Ekstrum,  WCCO-TV  Minneapolis;  Ralph  Evans,  WHO  Stewart  and  Virgil  Sharpe,  KOWH  Omaha.  Regional  sessions 
Des  Moines;  E.  K.  Hartenbower,  KCMO  Kansas  City;  George  W.  were  held  in  the  Nicollet  Hotel  last  Monday  and  Tuesday.  Two 
Armstrong,  WHB  Kansas  City.  meetings  are  set  this  week:  San  Francisco  and  Oklahoma  City. 

how  the  association's  directors  have  discovered 
trouble  at  the  source  and  have  taken  corrective 
action. 

Major  corrective  steps,  he  said,  have  been  the 
radio  standards  and  television  code,  followed 

by  stepped-up  government  relations  activity. 
Now,  he  added,  the  board  has  provided  funds  to 

expand  NARTB  public  relations  efforts.  "Each 
of  you  ...  is  a  public  relations  practitioner," 
he  explained,  devoting  more  time  to  public  re- 

lations than  to  programming  and  sales.  He  cited 
civic  and  church  activities  as  examples. 
NARTB  devotes  much  of  its  time  and  energy 

to  public  relations,  Mr.  Fellows  said,  but  in  ex- 
panding this  phase  of  the  work  the  association 

will  employ  "a  top  executive  within  the  house 
who  will  devote  his  full  time  to  coordinating  this 
effort,  and  to  actual  field  work  as  well.  Our 

purpose  will  be  to  persuade:  to  tell  convinc- 
ingly, and  in  every  forum,  the  positive  story 

of  broadcasting — and  to  do  this  so  effectively 
that  there  may  be  no  misunderstanding  any- 

where, at  any  time,  about  broadcasting  in 
America. 

"This  greatest  formula  for  communication 
among  peoples  has  survived  the  tortures  of  in- 

vestigations and  charges  and  counter  charges 
before,  and  emerged  stronger  and  more  mean- 

ingful in  its  position.  It  will  do  so  again — if 
we  live  by  a  creed  of  decency  and  respect  for 
those  whom  we  serve,  and  if  we  seek  to  explain 
our  actions  (not  in  justification,  but  in  inter- 

pretation) as  vigorously  and  courageously  as 

we  defend  ourselves  in  the  face  of  injustice." 
Station  operating  problems  and  ways  to 

handle  them  were  discussed  at  separate  round- 
tables  held  for  small-market  and  large-market 
radio  stations  and  for  tv  stations.  Most  of  these 
meetings  were  held  behind  closed  doors, 
NARTB  officers  explaining  that  delegates  could 
discuss  their  management  situations  more 
frankly  if  the  proceedings  were  not  reported. 

The  first  morning  was  strictly  a  roundtable 
session,  with  John  F.  Meagher,  radio  vice  presi- 

dent, presiding.  President  Fellows  spoke  Mon- 
day noon  at  Minneapolis  and  Friday  noon  at 

Salt  Lake  City.  The  first  afternoon  program 
included  concurrent  radio  and  tv  meetings,  with 
tv  programming  built  around  the  code  and  a 

presentation  by  Oliver  Treyz,  president.  Tele- 
vision Bureau  of  Advertising. 

Second  morning  radio  and  tv  roundtables 
included  a  Washington  review  by  Thad  H. 
Brown  Jr.,  NARTB  tv  vice  president,  and  a 
case  history  analysis  of  a  small-market  tv  sta- 

tion by  Mr.  Tower.  Vincent  T.  Wasilewski, 
NARTB  government  relations  manager,  dis- 

cussed the  situation  on  Capitol  Hill. 

High  spot  of  the  large-market  radio  session 
was  an  availabilities  formula  described  by  C. 
L.  Thomas,  KXOK  St.  Louis,  who  presided. 

Mr.  Thomas  explained  how  a  group  of  10  spot 
availabilities,  spread  over  night  and  day  but 
not  identified  by  time,  could  be  supported  by 
data  on  number  and  composition  of  audience. 
In  at  least  half  of  the  instances  in  which  a  time- 
buyer  picked  a  package  of  five  spots  out  of  the 
10  availabilities,  he  said,  about  half  of  the  spots 
would  turn  out  to  be  in  nighttime  hours.  He 
said  this  demonstrated  how  the  unjustified  prej- 

udices against  purchase  of  nighttime  spots  could 
be  overcome. 

William  B.  Quarton,  WMT-TV  Cedar  Rapids, 
Idaho,  vice  chairman  of  the  NARTB  Tv  Code 
Review  Board,  told  Minneapolis  delegates  how 
code  monitoring  had  expanded  in  the  last  year, 

with  networks  given  weekly  commercial  anal- 
yses of  every  proeram  they  carry.  Over  a  third 

of  the  287  individual  station  members  have 
been  monitored,  he  said.  He  listed  three  non- 
industry  groups  that  have  monitoring  activities 
— National  Audience  Board,  National  Assn. 
for  Better  Radio  &  Television  and  the  new 

$100,000  project  of  the  Federal  Trade  Com- mission. 

He  warned  stations  that  if  thev  are  to  keen 

pressure  groups  and  government  from  running 
their  business,  they  must  do  the  same  thinss 
and  do  them  better,  as  well  as  first.  He  said 
National  Better  Business  Bureau  had  affirmed 

what  the  code  board  had  already  found — that 
bait-switch  is  rare  on  tv  with  fewer  than  2% 
of  such  advertising  existing  in  tv  compared  to 
93%  in  newspapers. 

Noting  that  170  tv  stations  are  not  subscribers 
to  the  tv  code.  President  Fellows  asked  stations 
to  enforce  its  provisions  as  an  answer  to  the 
activities  of  pressure  groups.  He  described  na- 

tionwide monitoring  activities  and  the  stepneH- 
up  enforcement  campaign,  adding  that  only 
two  stations  have  resigned.  He  urged  stations 
to  give  full  publicity  to  their  code  participation. 

Edward  H.  Bronson.  NARTB  tv  code  affairs 

director,  did  not  attend  the  Minneapolis  meet- 
ing because  of  illness.  Charles  S.  Cady,  assist- 
ant director,  took  part  in  the  meeting. 

In  the  code  discussion,  details  were  explained 
of  the  pitch  policv  and  the  ruling  on  piggy-back 
or  split  commercials. 

Mrs.  Hugh  McClung,  KHSL  Chico.  Calif., 
representing  the  NARTB  Tv  Code  Review 

Board  at  Salt  Lake  Citv,  said  the  so-called  "get 
tough"  policy  of  the  board  included  a  wider 
publicizing  of  its  enforcement  work.  Some 
stations  have  withdrawn  from  the  code  struc- 

ture, she  said,  but  15  new  ones  have  joined 
since  last  June.  She  told  how  the  code  board  is 

moving  into  the  field  of  tv  film  producer-dis- 
tributor activity.  She  and  G.  Richard  Shafto, 

WIS-TV  Columbia,  S.  C,  along  with  code 
staffmen,  will  meet  on  the  coast  this  week  with 
film  interests  to  work  out  details  of  affiliation. 

Mrs.  McClung  reviewed  recent  changes  in 
code  enforcement,  including  a  ruling  on  in- 

timately personal  products  as  well  as  others  on 

pitch  programs,  piggy-back  announcements  and 
Hollywood  film  promotion. 

Charles  H.  Tower,  NARTB  employe-em- 
ployer relations  manager,  unveiled  a  special 

employe  selection  guide  he  has  prepared  for 
broadcasters.  The  four-page  guide  provides  a 
series  of  ratings  covering  specialized  knowledge 
and  technical  skills,  general  abilities  and  special 
personality  traits.  Rating  techniques  a  e  provided 
for  basic  qualities  that  a  good  employe  should 
have  and  a  section  on  job  information  covers 
a  description  of  the  job  and  job  standards. 
Finally,  a  rating  formula  matches  job  and  ap- 

plicant qualifications. 
Mr.  Tower  explained  that  broadcasting  labor 

costs  run  higher  than  most  industries,  ranging 
from  40%  to  45%  of  total  costs.  In  view  of 
this,  he  said,  selection  of  employes  becomes 
important.  A  rule  of  thumb  formula  covering 
the  cost  of  an  error  in  hiring  is  about  six  weeks 
sahry,  he  suggested,  but  said  a  mistake  can 
easily  cost  a  station  $10,000  or  mor?.  Another 

problem  is  the  employe  "who  is  all  right  but 
you  could  do  better,"  he  said.  He  discussed  cost 
of  employe  turnover,  especially  at  small  sta- 

tions "where  you  train  people  who  stay  six 
months  or  a  year  and  than  move  to  another 

station." 

Next  NARTB  Reqional  Meets: 

San  Francisco,  Oklahoma  City 

TWO  MORE  meetings  this  week  at  San  Fran- 
cisco (Mon.-Tues.)  and  Oklahoma  City  (Thurs.- 

Fri.)  will  wind  up  the  first  half  of  the 

NARTB's  regional  conference  series.  William 
D.  Pabst,  KFRC  San  Francisco,  NARTB  Dis- 

trict 15  director,  is  host  director  at  San  Fran- 
cisco. Taking  part  in  a  debate  on  the  status 

of  at-large  directors  will  be  Charles  Hamilton, 
KFI  Los  Angeles,  in  favor  of  restoring  at-large 
board  representation,  and  Richard  M.  Brown, 
KPOJ  Portland,  Ore.,  opposed.  Mr.  Brown, 
a  board  member,  was  chairman  of  a  commit- 

tee that  favored  deletion  of  at-laree  directors 
after  a  study  of  the  problem.  FCC  Comr. 
Rosel  H.  Hyde  will  speak  at  the  banquet. 

L.  W.  Tromlitz,  KERG  Eugene,  Ore.,  will 
preside  at  a  small-market  radio  roundtable. 
William  Baxley.  KABC  Los  Angeles,  will  mod- 

erate a  similar  session  for  large-market  sta- 
tions. Colin  M.  Selph,  KEYT  (TV)  Santa 

Barbara,  will  discuss  tv  sales  problems.  Calvin 
J.  Smith,  KFAC  Los  Angeles,  is  chairman  of 
the  resolutions  committee. 

Robert  L.  Pratt,  KGGF  Coffeyville,  Kan., 

is  host  director  at  Oklahoma  City.  The  direc- 
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TRADE  ASSNS 

TRAVELING  crew  for  NARTB  headquarters  included  these  nine  who  took  part  in  the 
Minneapolis  meeting  (I  to  r)  (seated):  John  F.  Meagher,  radio  v. p.;  President  Harold  E. 
Fellows;  Thad  H.  Brown  Jr.,  tv  v.p.,  and  standing:  Howard  Bell,  assistant  to  president; 

Joseph  M.  Sitrick,  publication-public  relations  manager;  Vincent  T.  Wasilewski,  govern- 
ment relations  manager;  William  L.  Walker,  convention  manager-assistant  secretary; 

William  Carlisle,  station  relations;  Charles  H.  Tower,  employe-employer  relations  man- 
ager. Charles  S.  Cady,  assistant  tv  code  director,  was  absent  when  photo  was  taken. 

torship  debate  includes  Richman  Lewin,  KTRE 
Lufkin,  Tex.,  affirmative,  and  George  H. 
Clinton,  WPAR  Parkersburg,  W.  Va.,  negative. 
Mr.  Clinton  is  a  NARTB  board  member  and 

served  on  Mr.  Brown's  committee.  Small- 
market  roundtale  will  be  moderated  by  George 
W.  Marti,  KCLE  Cleburne,  Tex.,  affirmative, 

with  Frank  S.  Lane,  KRMG  Tulsa,  handling 

the  large-market  session.  FCC  Comr.  Robert  E. 
Lee  will  speak  at  the  Thursday  banquet.  Roy 
Bacus,  WBAP-TV  Fort  Worth,  will  speak 
on  tv  sales.  Leo  R.  Morris,  KSWO-AM-TV 
Lawton,  Okla.,  is  chairman  of  the  resolutions 
committee. 

Craven  Urges  Patience 

On  Spectrum  Headaches 

TELEVISION'S  spectrum  headaches  can  only 
be  solved  by  cooperation  of  broadcasters  and 
industry  with  the  FCC,  Comr.  T.  A.  M.  Craven 
told  NARTB  members  Monday  at  their  Min- 

neapolis regional  meeting. 

In  his  first  public  address  since  rejoining  the 
Commission  last  luly  1,  Comr.  Craven  said 

the  FCC  "is  sympathetic  with  the  unsound 
economic  situation"  facing  some  tv  broad- 

casters and  considers  economic  stability  part 
of  its  public  service  obligation.  He  wondered 

if  some  broadcasters  will  "again  fly  to  Con- 
gress and  suggest  all  sorts  of  ill-considered 

panaceas?"  Instead,  he  felt  confident  that  after 
the  experience  of  "this  last  go-around,"  the 
industry  will  take  a  broadly  constructive  posi- 

tion and  will  follow  the  example  of  the  states- 
men on  the  Senate  Interstate  Commerce  Com- 

mittee by  refusing  to  make  hasty  and  ill- 
considered  decisions  in  this  highly  complex 

technical  field." 

Back  of  tv's  troubles,  Comr.  Craven  ex- 
plained, is  the  fact  that  spectrum  space  was 

assigned  far  in  advance  of  technological  de- 
velopment of  transmission  and  receiving  sys- 

tems. In  addition,  the  government  spent  billions 
on  a  communication  system  that  utilized  part 

of  the  spectrum  formerly  assigned  tv  broad- 

casters, an  investment  that  "just  cannot  be 

written  off  abruptly  by  a  nod  of  the  head"  in 
view  of  the  huge  cost. 

Land,  sea  and  air  services  also  urgently 
need  more  space,  he  said,  and  new  services 
are  demanding  space  in  the  tv  band. 

Comr.  Craven  said  he  felt  he  could  speak 

"with  some  degree  of  authority"  in  view  of 
his  experience — 12  years  on  the  FCC,  board 
membership  on  the  old  NAB,  station  manager 

and  engineering  consultant.  "At  least  you  might 
expect  such  a  person  to  understand  your  prob- 

lems," he  modestly  observed. 
He  recalled  that  a  decade  ago  censorship  was 

one  of  the  industry's  worst  problems.  The 
present  Commission  has  no  intention  of  inter- 

fering with  the  broadcaster's  right  of  free 
speech,  he  said,  but  he  also  said  censorship 

charges  are  still  heard  "with  respect  to  pro- 
grams which  have  been  broadcast,  its  the  Com- 

mission's attitude  as  to  what  it  considers  to  be 
a  proper  program  balance,  and  its  attitude  with 

respect  to  the  broadcasting  of  horse  race  news." 
A  Clear-Cut  Policy 

"It  is  my  hope,"  he  added,  "that  the  Com- 
mission will  clarify  its  position  and  that  it  will 

adopt  a  policy  which  will  remove  once  and  for 
all  any  industry  fear  of  Commission  reprisal 

for  what  is  or  what  is  not  broadcast." 

If  tv's  problems  are  to  be  solved,  Comr. 
Craven  contended,  "all  of  us"  should  be  able  to 
anticipate  technical  progress  in  transmission, 
and  reception  will  be  compatible  with  alloca- 

tion. He  felt  the  Sept.  20  FCC  conference  on 
a  uhf  crash  research  program  is  an  approach  to 
the  long-range  solution  of  the  problem.  He 
urged  broadcasters  to  become  familiar  with  the 
broader  technical  and  economic  aspects  of  this 
complex  problem  and  to  support  NARTB  in 
its  cooperation  with  the  Commission  in  a  con- 

structive research  program. 

Community  Television  Assn. 

To  Hold  Regional  Conference 

THIRD  Annual  Western  Regional  Conference 
of  the  National  Community  Television  Assn. 
will  take  place  at  the  Hotel  Multanomah,  Port- 

land, Ore.,  Oct.  4-6. 
Among  the  speakers  will  be  E.  Stratford 

Smith,  executive  secretary  of  NCTA,  on  FCC's translator  service  and  action  on  unlicensed 

booster  stations;  John  H.  Smith  Jr.,  Vandeburg- 
Linkletter  Assoc.  and  former  NARTB  public 

relations  director,  on  public  relations,  advertis- 
ing and  promotions,  and  Henry  A.  Huettner, 

Dept.  of  Labor,  on  wage-hour  laws. 
A  luncheon  meeting  Oct.  4  will  hear  a  dis- 

cussion of  future  plans  by  community  tv  equip- 
ment manufacturers  Milton  J.  Shapp,  Jerrold 

Electronics  Corp.,  H.  M.  Diambra,  Entron  Inc., 

and  Fitzroy  Kennedy,  Spencer-Kennedy  Labs. 
Inc.  Closed  circuit  operation  on  community 
systems  will  be  discussed  by  Chester  Murphy, 
Consolidated  Tv  Cable  Corp.,  Wenatchee, 
Wash.;  Norman  Hendry,  Prescott,  Ariz.,  and 
Paul  McAdam,  Livingston,  Mont.  A  technical 

session  will  be  led  by  Archer  S.  Taylor,  Mis- 
soula, Mont.,  consulting  engineer. 

RAB  Passes  $800,000  Goal, 

Projects  New  Income  Rate 

RADIO  Advertising  Bureau,  which  had  set  an 
annual  income  goal  of  $800,000  by  December 
1956,  last  week  announced  that  it  had  passed 
that  figure  and  that  it  was  now  projecting  for 
an  annual  income  rate  of  $840,000  by  Dec.  31. 

Accounting  for  the  bulk  of  the  rise  in  income 
was  the  addition  of  28  members  during  the  past 
morth,  which  prompted  RAB  Station  Services 

Director  Arch  Madsen  to  comment  that  "our 
1956  membership  drive  is  moving  with  a  mo- 

mentum that  surprises  even  us." Stations  added  to  RAB  roster  in  the  past  few 
weeks  include  CKCW  Moncton  (Canada);  KJCK 
Junction  City,  Kan.;  KTUC  Tucson;  KWIL 
Albany,  Ore.;  KWTO  Springfield,  Mo.;  WBMS 
Boston;  WCKR  Miami;  WCUE  Akron;  WEAU 
Eau  Claire,  Wis.;  WEBC  Duluth,  Minn.;  WEIM 
Fitchburg,  Mass.;  WESO  Southbridge,  Mass.; 
WGEA  Geneva,  Ala.;  WHEP  Foley,  Ala.; 
WHLB  Virginia,  Minn.;  WICE  Providence, 
R.  I.;  WJMC  Rice  Lake,  Wis.;  WLOL  Minne- 
apolis-St.  Paul;  WMFG  Hibbing,  Minn.;  WMNA 
Gretna,  Va.;  WNEB  Worcester,  Mass.;  WOKO 
Albany,  N.  Y.;  WPTR  Albany;  WSPR  Spring- 

field, Mass.;  WTIV  Titusville,  Pa.;  WVPO 
Stroudsburg,  Pa.;  WYSR  Franklin,  Va.,  and 
KHAS  Hastings,  Neb. 

AWRT  Convention  at  Wichita 

To  Feature  Workshop  Series 

A  SERIES  of  workshops  is  planned  by  the 
Wichita  chapter  of  American  Women  in  Radio 
&  Television  for  the  Heart  of  America  conven- 

tion in  that  Kansas  city  Oct.  6-7.  Registration 
is  expected  to  total  more  than  100  from  a  cen- 

tral seven-state  area. 

Among  participants  scheduled  for  workshop 
sessions  are  Martha  Spaulding,  WDAF  Kansas 
City;  Montez  Tjaden,  KWTV  (TV)  Oklahoma 

City;  Dorothy  Paramore,  WIBW-TV  Topeka, 
and  Doris  Murphy,  KMA  Shenandoah,  Iowa. 
Georgia  Neese  Clark,  former  U.  S.  Treasurer, 
will  be  principal  banquet  speaker. 

Marie  MacDonald,  KFBI  Wichita,  is  general 
chairman  of  the  conference  and  is  to  be  as- 

sisted on  program  arrangements  by  Colleen 
Shreffler,  American  Red  Cross,  and  Shirley 

Smith,  KAKE  Wichita. 
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EET  THE  MILLERS... 

another  prestige  program  on  the 

Prestige  Station  in  Western  New  York 

Since  1948,  Bill  and  Mildred  Miller  have  been  the  voices  of  good 

cuisine  and  culinary  art  to  the  interested  Western  New  York  homemakers  on 

their  popular  "Meet  the  Millers"  show. 

Their  wide  and  varied  talents  which  include  Bill's  years  as  a  top  Broadway 

dancer,  Mildred's  piano  virtuosity,  and  their  combined  business  acumen  in 

many  enterprises,  give  them  an  equally  wide  scope  of  interests.  And  it's  their 
interests  that  have  made  them  a  vital  factor  in  captivating  audiences. 

Consistently  the  highest-rated  food  merchandising  show  in  Buffalo,  "Meet  the 

Millers"  sells  everything  from  copper  ware  to  biscuits  with  proved  results  for 

the  advertiser  in  New  York  State's  second  largest  market. 

The  "Meet  the  Millers"  show— as  well  as  the  other  WBEN-TV  locally- 

produced  Prestige  Programs — has  the  appeal  and  the  audience  to  profitabily 

accommodate  all  saleable  products  and  services.  Call  our  national  repre- 

sentatives: Harrington,  Righter  &  Parsons,  Inc.  for  full  information. 

WBEN-TV 
BUFFALO 

BASIC 

CH. 
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SPECIAL  PROGRAMS 

LAUNCH  TV  WEEK 

Numerous  organizations  tak- 

ing part  in  observance  honor- 

ing visual  broadcast  medium. 

Mitchell  spotlights  1975. 

NATIONAL  Television  Week,  devoted  exclus- 
ively to  the  visual  broadcast  medium,  was 

opened  yesterday  (Sunday)  with  special  pro- 
grams on  networks  and  stations.  A  series  of 

broadcasts,  community  events  and  retail-whole- 

sale promotional  activities  will  close  the  ob- 
servance Saturday  night. 

Taking  part  in  the  observance  are  Radio- 
Electronics-Tv  Mfrs.  Assn.,  NARTB,  National 

Appliance  Radio-TV  Dealers  Assn.  and  Tele- 
vision Bureau  of  Advertising.  Dozens  of  na- 
tional associations  are  cooperating  with  these 

groups,  including  the  Red  Cross,  National  Assn. 
of  Music  Merchants,  Boys  Clubs,  National 
Assn.  of  Credit  Men,  National  Council  of  Cath- 

olic Men,  Loyal  Order  of  Moose  and  U.  S. 
Chamber  of  Commerce.  The  last-named  asso- 

ciations last  week  joined  the  list  of  organiza- 
tions that  had  previously  pledged  support. 

More  than  500  Red  Cross  chapters  are  join- 
ing the  promotion.  Other  groups  have  sent  out 

bulletins  to  members  and  local  chapters. 

In  Chicago,  Mayor  Richard  J.  Daley  pro- 

claimed Tv  Week  "in  recognition  of  contribu- 
tions by  the  tv  broadcasting  and  manufacturing 

industries  and  by  local  tv  stations." 
WNBQ  (TV)  Chicago,  first  all-color  opera- 

tion, will  present  a  behind-the-scenes  program 
today  saluting  the  special  week. 

Looking  into  the  future  of  tv,  and  spotlight- 
ing 1975,  Don  G.  Mitchell,  chairman  of  the 

board  of  Sylvania  Electric  Products,  predicted 
that  tv  sets  will  change  drastically  in  form  and 

shape  and  the  medium  itself  will  become  "a 
far  more  flexible  form  of  communication,  en- 

tertainment and  education  throughout  the 

home." 
In  a  statement  last  week  heralding  National 

Television  Week,  Mr.  Mitchell  asserted  that 

tv's  accomplishments  to  date  will  be  dwarfed 
by  its  achievements  by  1975,  and  added: 

"The  small  picture  and  bulky  cabinets  of 
1946  are  a  far  cry  from  the  big,  beautifully- 
designed  and  highly-dependable  sets  that  are 
coming  off  our  assembly  lines  today.  And  by 
1975,  we  probably  will  look  back  on  these  mag- 

nificent 1957  sets  as  Model  T's.  ...  I  see 
television  1975  as  a  built-in  entertainment,  much 
the  same  as  our  heating  systems  are  built  into 

today's  homes.  We'll  have  flat,  picture-frame 
type  television  on  the  wall  in  every  room.  The 
tv  signal,  from  every  available  channel,  will  be 
picked  up  by  one  central  receiving  unit  and  the 

viewer  can  select  any  channel  for  any  room." 
Pointing  out  that  New  York  State  already  is 

experimenting  with  educational  tv  programs, 
Mr.  Mitchell  said  that  1975  educational  pro- 

grams probably  would  be  beamed  into  homes 
for  the  benefit  of  students  who  are  ill  or  other- 

wise unable  to  attend  classes.  Mr.  Mitchell 
added  that  it  is  possible  that  by  1975,  public 
libraries  will  have  television  sections,  through 
which  the  general  public  may  tune  in  to  see 
selected  educational  movies  or  special  dramas 
based  on  the  best  books. 

The  individual  room  outlets,  according  to 
Mr.  Mitchell,  probably  will  be  no  more  than 
two  or  three  inches  deep,  and  in  most  homes 
will  be  built-in,  flush  with  the  wall.    This  will 

NETWORK  programs  are  featuring  Na- 
tional Television  Week,  which  started 

yesterday  (Sunday).  Syd  Eiges  (c),  NBC 
news  vice  president,  shows  the  Tv  Week 
NBC  schedules  to  NARTB  President  Har- 

old E.  Fellows  (I)  and  Thad  H.  Brown  Jr., 
NARTB  tv  vice  president. 

be  possible,  he  added,  through  development  of 
electroluminescence,  a  process  whereby  images 
or  light  are  transmitted  to  a  sheet  of  glass.  He 

cited  Sylvania's  Panelescent  lamp,  used  in  home 
radios  and  on  automobile  instrument  panels,  as 

an  example  of  "the  present  use  of  this  phenome- 
non." When  not  in  use,  the  tv  panels  probably 

could  be  used  as  mirrors  or  for  decorative  ef- 
fects, Mr.  Mitchell  said. 

RCA  pointed  out  in  a  tv  review  that  "few industries  have  advanced  so  rapidly,  or  had  as 
much  effect  on  our  lives,  as  tv  in  its  first  10 
years.  The  RCA  Victor  630TS  was  the  first 
mass-produced  tv  set,  with  a  10-inch  picture 
tube  and  a  retail  price  of  $375,  the  company 
recalled.  It  also  recalled  the  16-inch  metal-cone 
tube  and  other  developments. 

Paul  White  Memorial  Award 

To  Be  Made  at  RTNDA  Meet 

THE  FIRST  Paul  White  Memorial  Award  will 

be  presented  at  the  1956  convention  of  Radio- 
Television  News  Directors'  Assn.,  Nov.  15-17 
in  Milwaukee,  it  was  announced  last  week. 

By  action  of  the 
RTNDA  board  of 
directors  last  year, 

the  award  was  au- 
thorized as  a  means 

of  paying  tribute  to 
the  late  Paul  White, 

pioneer  broadcast 
newsman  who  was  an 
officer  of  RTNDA 
at  the  time  of  his 

death. 
Nominations  or 

suggestions  concern- ing the  award  may 
be  forwarded,  not 

later  than  Oct.  15,  to  the  chairman  of  the  com- 
mittee in  charge,  Jack  Shelley,  news  manager, 

WHO-AM-FM-TV  Des  Moines,  Iowa.  The 
committee  emphasized,  however,  that  it  is  not 
necessary  for  a  person  to  have  been  formally 
nominated  to  receive  the  award.  Elaborate 

presentations  are  not  solicited. 
Judges  named  by  RTNDA  will  choose,  from 

names  submitted  to  them  and  from  their  own 

observation  as  professional  newsmen,  the  in- 
dividual who  in  their  judgment  made  the  most 

significant  contribution  to  radio  and  television 

journalism  during  the  12-month  period  preced- 
ing the  award  date. 

MR.  WHITE 

AMST  Retains  D.  C.  Law  Firm; 

Washington  Office  Discussed 

THE  Assn.  of  Maximum  Service  Telecasters 

has  retained  the  Washington  law  firm  of  Cov- 
ington &  Burling,  it  was  announced  last  week 

following  a  meeting  of  the  AMST  board  in 
Washington.  The  board  also  announced  that  10 
more  full-power  tv  outlets  had  joined,  bringing 
membership  to  107. 

AMST  previously  had  retained  the  Wash- 
ington engineering  firm  of  A.  D.  Ring  &  Assoc. 

to  undertake  a  $100,000  nationwide  field  study 
of  uhf  and  vhf  coverage  [At  Deadline,  Aug. 

131. 

Also  discussed  at  last  week's  board  meeting 
was  the  hiring  of  a  managing  director  and  the 
establishment  of  a  Washington  office.  Although 
no  decision  was  reached,  a  choice  will  be 
made  in  four  or  five  weeks,  it  was  reported 
by  Jack  Harris.  KPRC-TV  Houston,  Tex., 
AMST  president. 

New  members  are,  according  to  Mr.  Harris: 
KSD-TV  St.  Louis,  Mo.;  KHQ-TV  Spokane, 
Wash.:  WISC-TV  Madison,  Wis.;  WFLA-TV 

Tampa,  Fla.;  WWJ-TV  Detroit,  Mich.;  WDEF- 
TV  Chattanooga,  Tenn.;  WGN-TV  Chicago. 
111.;  WATE  (TV)  Knoxville,  Tenn.;  KVOS-TV 
Bellingham.  Wash.:  and  WRAL-TV  Raleigh, N.  C. 

Theatre  Owners  Convene 

With  Eye  Cocked  Toward  Tv 

THE  Theatre  owners  of  America  opened  a  four- 

day  convention  in  New  York's  Coliseum  last 
Thursday  with  television  a  primary  concern, 
though  not  included  on  the  agenda  of  the meeting. 

The  launching  on  tv  this  fall  and  winter  of 

major  studio's  features  film  output  of  pre- 1948 
release  was  viewed  by  many  theatre  owners  as 
still  another  obstacle  to  plague  their  industry. 

The  official  program  stresses  "a  positive  ap- 
proach" to  their  problems,  with  closed  meetings 

devoted  to  advertising  and  publicity,  showman- 
ship, real  estate,  taxes  and  insurance,  practices 

and  problems  of  small  theatres  and  drive-in 
theatres.  Discussion  touched  upon  the  need 
for  more  courteous  treatment  of  patrons,  clean 
and  well-kept  facilities  and  availability  of  top- 
quality  film  programs. 

Louisiana  Assn.  Opens  Meet; 

Illinois,  Kentucky  Set  Plans 

LOUISIANA  Assn.  of  Broadcasters  today 

(Monday)  opens  a  two-day  meeting  at  Shreve- 
port  while  two  other  state  associations  are 
planning  conclaves — Illinois  Broadcasters  Assn., 
Oct.  12,  and  Kentucky  Broadcasters  Assn.,  Oct. 
10-11. 

Two  agency  executives  will  speak  at  the 
Louisiana  meeting,  at  Capt.  Shreve  Hotel,  Lee 
Herzberg,  of  Hebert  S.  Benjamin  Assoc.,  Baton 
Rouge,  will  discuss  what  media  should  expect 
from  an  agency.  Charles  Whitesides,  of  South- 

land Adv.,  Shreveport,  will  speak  on  what  an 

agency  expects  from  radio  and  tv. 
Other  speakers  are  Charles  Wilkins,  execu- 

tive director,  Mid-Continent  Oil  &  Gas  Assn.; 
Clark  Brown,  Dallas;  Selby  J.  Gillis,  New 
Orleans  consultant;  Gordon  McLendon,  of  the 

Noemac  group,  and  Robert  Schattis,  merchan- 
dising director  of  WDSU  New  Orleans. 

Taking  part  in  an  LBA  film  conference  will 
be  Dwight  M.  Martin,  WAFB-TV  Baton  Rouge; 
W.  D.  Rogers  Jr.,  KDUB-TV  Lubbock,  Tex.; 
Sydney  Grayson,  KSYD-TV  Wichita  Falls,  Tex., 
and  Dan  Moreland,  of  the  State  Dept.  of 
Education,  will  discuss  training  of  technicians. 

Illinois  broadcasters  will  meet  at  Abraham 
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•rasters  I 
ofCov- 

ARE  YOU 

HALF-COVERED 

NEBRASKA'S  OTHER  BIG  MARKET? 

1956  ARB  METROPOLITAN 

AREA  COVERAGE  STUDY 

PROVES  KOLN-TV  SUPERIORITY! 

The  1956  ARB  Study  of  231  Metropolitan  markets  in- 
cluded 6  in  LINCOLN-LAND — 5  in  Nebraska,  1  in  Kansas. 

In  these  6  markets,  KOLN-TV  is  viewed- 
most  in  6  daytime  categories  ...  in  5 
out  of  6  nighttime  categories. 

KOLN-TV  gets  an  average  daytime,  "viewed-most"  rating 
of  54.0%  as  against  15.2%  for  the  next  station.  Night- 

time averages  are  59.8%  for  KOLN-TV,  25.0%  for  the 
next  station    Enough  said? 

;j/te  gtetim  Ma/ion^ 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEFFM  — GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  — LINCOLN.  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA.  ILLINOIS 

KOLN-TV  del  ivers  Lincoln-Land  —  200,000  families, 

125,000  of  them  undu plicated  by  any  Omaha  TV  signal! 

95.5%  OF  LINCOLN-LAND  IS  OUTSIDE  THE  GRADE 

"B"  AREA  OF  OMAHA!  This  big  42-county  market  is 
farther  removed  from  Omaha  than  Hartford  is  from  Provi- 

dence ...  or  than  Syracuse  is  from  Rochester  ...  or  than 
South  Bend  is  from  Fort  Wayne. 

Latest  Telepulse  figures  prove  that  KOLN-TV  gets  194.4% 
more  nighttime  viewers  than  the  second  stalion,  138.1% 

more  afternoon  viewers! 

Avery-Knodel  has  full  facts  on  KOLN-TV,  the  Official 
CBS-ABC  Outlet  for  South  Central  Nebraska  and  Northern 
Kansas. 

CHANNEL  10  •  316,000  WATTS  •  100C-FT.  TOWER 

KOLN-TV 

COVERS  LINCOLN-LAND  —NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel.  Inc..  Exclusive  National  Representatives 
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n  GASOLINE  SALES 

THE  TAMPA  — ST. PETERSBURG 
METROPOLITAN  MARKET 

IS 
IN  FLORIDA 

AND 

IN  AMERICA! 

For  three  years,  Florida  has  led 
the  nation  in  percentage  of  increased 

traffic  volume — and  a  big  share  of 
it  travels  the  highways  in  the  busy 

11 -county  WFLA  sales  area.  Add  to 
that,  more  than  a  quarter  of  a  million 

radio  homes  and  you  have  a  double- 
barreled  market  packed  with  sales 

potential. 

PULSE,  (Nov.,  1955)  reports  WFLA 
FIRST  in  audience  rating  in  more 

quarter-hours,  sign-on  to  sign-off, 
than  the  other  three  networks  com- 
bined! 

To  reach  more  radio  listeners, 
more  often,  spot  your  product  on 
WFLA! 

(Figures  from  Consumer  Markets) 

The  Tampa  Tribune  Stations 

TRADE  ASSNS.  • 

National  Representatives  —  JOHN  BLAIR  &  CO. 
Southeastern  Representative 

HARRY  E.  CUMMINGS,  Jacksonville,  Florida 

Lincoln  Hotel,  Springfield.  A  nominating  com- 
mittee headed  by  Merrill  Lindsay,  WSOY 

Decatur,  has  selected  this  slate  of  officers: 
George  C.  Biggar,  WLBK  DeKalb,  president; 
Harold  L.  Dewing,  WCVS  Springfield,  vice 
president;  Charles  R.  Cook,  WJPF  Herrin, 
secretary-treasurer,  and  James  H.  Firmin, 
WMOK  Metropolis,  director.  By-laws  permit 
floor  nominations,  according  to  Charles  Cook, 
WJPF  Herrin,  secretary. 
FCC  Chairman  George  C.  McConnaughey 

will  address  the  Kentucky  meeting  at  Kenlake 
Hotel,  Kentucky  Lake.  John  F.  Meagher, 
NARTB  radio  vice  president,  will  speak.  Officers 
will  be  elected. 

Chicago  Advertising  Clubs 

To  Hold  Radio-Tv  Workshops 

PLANS  for  radio-tv  clinics  during  the  eight- 
week  workshop  series  sponsored  by  the  Chi- 

cago Federated  Adv.  and  Women's  Adv.  clubs 
are  being  laid  under  co-chairmanship  of  James 
L.  Stirton,  vice  president  of  Music  Corp.  of 
America,  and  Norman  C.  Lindquist,  Wilding 
Picture  Productions. 

The  clinics  will  be  conducted  in  the  studios 
of  WGN  Inc.,  starting  Sept.  25,  on  color  tv, 
local  tv,  radio-tv  commercials,  films  for  tv, 
broadcast  research  and  promotion,  network  tv 
and  merchandising  of  broadcast  campaigns.. 
Other  sessions  are  scheduled  for  copywriting, 

art  and  layout,  public  relations,  marketing,  di- 
rect mail,  industrial  advertising  and  produc- 

tion. 
Jules  Herbuveaux,  NBC  vice  president  and 

general  manager  of  WMAQ-WNBQ  (TV),  will 
speak  at  the  color  television  session.  Overall 
co-chairmen  for  the  annual  workshop  are  A. 
B.  Stone,  vice  president  of  William  Hart  Adler 
Inc.,  and  Gloria  Workmeister,  WGN  Inc.  A 
number  of  network,  station,  agency,  film  and 
manufacturing  executives  also  will  participate 
as  speakers. 

AIEE  Chicago  Fall  Meeting 

To  Hear  Papers  on  Radio-Tv 
TECHNICAL  sessions  on  television  and  aural 
broadcasting  are  scheduled  for  Oct.  2  at  the 
fall  general  meeting  of  the  American  Institute 
of  Electrical  Engineers  in  the  Morrison  Hotel, 
Chicago. 

Among  the  papers  to  be  read  are  those  on 
television  allocation  trends,  by  O.  W.  B.  Reed 
Jr.,  Jansky  &  Bailey  Consulting  Engineers; 

system  aspects  of  tropospheric  scatter,  by  Wil- 
liam Collins,  Page  Communication  Engineers; 

maintenance  of  tv  antennas  and  transmission 

lines,  by  L.  O.  Krause,  General  Electric  (pre- 
sented by  S.  S.  Sabeff);  the  Zenith  Royal  500 

all-transistor  radio,  by  George  Moore,  Zenith 
Radio  Corp.,  and  closed-circuit  color  tv  at  Wal- 

ter Reed  Hospital,  by  L.  E.  Anderson,  RCA. 
C.  M.  Braum,  Joint  Council  on  Educational 

Tv,  is  chairman  of  the  AIEE  committee  on 
television  and  aural  broadcasting.  Other  officers 
are  Carl  E.  Smith,  consulting  engineer,  vice 
chairman,  and  Mr.  Reed,  secretary. 

FCBA  Outing  Set  Oct.  2 

ANNUAL  OUTING  of  the  Federal  Com- 
munications Bar  Assn.  has  been  scheduled  for 

Oct.  2  at  the  Congressional  Country  Club, 
Potomac,  Md.  Plans  call  for  golf,  traditional 
softball  game  between  FCC  and  the  Washing- 

ton radio  bar  team,  tennis  and  a  buffet  din- 
ner. Harold  Mott,  Welch,  Mott  &  Morgan, 

is  FCBA  outing  chairman.  This  is  the  first 
outing  in  the  last  decade  not  held  at  Twin 
Oaks,  Vienna,  Va.,  home  of  the  late  Horace 
Lohnes. 

—  PERSONNEL  RELATIONS  — 

WRITERS  SUE  NBC 

FOR  $1  MILLION 

Writers  Guild  of  America 

East  says  NBC  enrolled  some 
of  its  members  in  NABET  while 

they  were  working  at  Demo- 
cratic convention  in  Chicago. 

LAW  SUIT  asking  more  than  $1  million  in 
damages  from  NBC  was  filed  last  Tuesday  in 
the  U.  S.  District  Court  for  the  Southern  Dis- 

trict of  New  York  by  Writers  Guild  of  Amer- 
ica East  Inc.,  charging  the  network  with  in- 

fractions of  contract. 

The  Writers  Guild  had  filed  a  formal  unfair 
labor  practice  charge  against  NBC  on  Sept.  14, 
growing  out  of  the  same  complaint.  Both  the 
law  suit  and  the  complaint  to  NLRB  are  based 

on  the  Guild's  accusation  that  "NBC  paid  to  en- 
roll several  WGAE  members  in  another  union 

without  their  knowledge  or  consent."  The 
union  referred  to  by  the  guild  is  the  National 
Assn.  of  Broadcast  Employes  &  Technicians 
(NABET),  which  primarily  represents  technical 
employes. 

NBC  declined  comment  on  WGAE's  action. 
The  guild  said  its  complaints  involve  the 

period  of  the  Democratic  national  convention 
when  some  NBC  news  and  special  events 
writers,  who  are  WGAE  members  in  New 
York,  were  assigned  to  work  in  Chicago  on 
programs  that  are  regularly  produced  in  New 
York.  At  that  time,  the  guild  charges,  the  com- 

pany paid  to  enroll  some  of  these  members 
in  NABET,  which  represents  NBC  newswriters 
in  Chicago  who  are  employed  on  local  news 
shows.  WGAE  members  in  New  York  are  as- 

signed to  NBC  network  and  local  programs 
originating  in  that  city,  the  guild  pointed  out. 

Coercion  Charged 

In  its  complaint  to  the  NLRB,  the  guild  con- 
tends that  NBC  "interfered  with,  restrained  and 

coerced"  several  of  its  employes  by  "obtaining 
membership  cards  for  said  employes  in 

NABET,  and  by  paying  dues  for  said  em- 

ployes without  their  knowledge  or  approval." 

In  its  suit,  the  guild  also  claims  that  "these members  are  still  enrolled  in  NABET  over 

their  objections."  It  asserts  that  NBC's  "pay- ment for  this  enrollment  in  the  NABET  has 

damaged  the  writers  guild  and  its  members  be- 
cause they  have  been  given  cards  in  an  organi- 

World's  First  Turbo-Prop  ( jet-prop )  Airliner 

NON-STOP 

BETWEEN 

NEW  YORK 

AND 

CHICAGO 

Page  96    •    September  24,  1956 Broadcasting    •  Telecasting 



PERSONNEL  RELATIONS 
AWARDS 

zation  not  of  their  own  choosing  and  without 

their  knowledge  or  consent." 
An  official  of  WGAE  told  B»T  that  NBC 

"apparently  bowed  to  pressure  from  NABET," 
which  holds  jurisdiction  over  the  NBC  Chicago 

news  writers.  He  claimed  that  "NBC's  action, 
unless  conrrected,  could  have  serious  implica- 

tions." He  said  the  top  minimum  scale  for  ex- 
perienced news  and  special  events  writers  at 

NBC,  under  its  agreement  with  WGAE, 
amounts  to  about  $200  weekly,  including  com- 

mercial fees,  while  NABET's  contract  for  the 
Chicago  NBC  writers  amounts  to  about  $157 
weekly.  Though  NBC  paid  its  New  York 
writers  in  Chicago  under  the  terms  of  the 

WGAE  contract,  he  added,  there  "is  no  way 
of  knowing  what  NBC  may  decide  to  do  in  the 
future  if  this  course  of  action  is  not  stopped 

now." WGAE  spokesman  said  three  of  its  mem- 
bers were  handed  cards  in  NABET  but  added 

that  "we  have  no  idea  how  many  of  our  mem- 
bers were  enrolled  in  NABET  without  cards." 

He  claimed  that  WGAE  represents  more  than 

70  NBC  employes,  assigned  to  news  and  spe- 
cial events  programs  produced  in  New  York, 

under  terms  of  a  contract  which  names  the 

guild  "as  their  sole  and  exclusive  bargaining 

agent." 

SAG  Plans  to  Sue  Producers 

For  Rerun  Fees  Due  Actors 

JOHN  L.  DALES,  executive  secretary,  Screen 
Actors  Guild,  announced  Thursday  that  the 
guild  plans  to  sue  and  obtain  court  judgments 
against  a  number  of  television  entertainment 
film  producers  who  are  delinquent  in  their 
payments  of  rerun  fees  due  actors. 

First  in  a  series  of  such  steps  was  taken  last 
week  when  the  guild  served  on  Roland  Reed 
Productions  Inc.  and  Roland  Reed  Tv  Produc- 

tions a  formal  demand  for  arbitration  of  guild 
claims  for  an  amount  estimated  to  be  in  excess 
of  $100,000.  The  sum  covers  residual  payments 
claimed  due  several  hundred  actors  in  282  epi- 

sodes of  My  Little  Margie,  The  Stit  Erwin  Show 
(also  known  as  Trouble  with  Father),  Space 
Ranger  and  Waterfront. 

Other  producers  may  be  involved  in  these 
claims  and  an  investigation  into  this  phase  of 
the  matter  is  proceeding,  Mr.  Dales  said. 

He  explained  that  under  the  guild  contract 
with  all  television  film  producers,  a  demand 
for  arbitration  is  the  first  step  in  obtaining  a 
judgment  even  though  there  is  no  dispute  as  to 
the  amount  due.  As  soon  as  the  arbitration 
tribunal  hands  down  a  verdict  for  the  guild,  the 
suit  will  be  filed  in  superior  court  for  judgment, 
SAG  explained. 

All  of  the  series  involved  in  the  action  against 
the  Roland  Reed  companies  are  in  their  third 
or  fourth  run  but  no  residual  payments  have 
been  made  to  the  actors,  SAG  claimed.  Mr. 
Dales  said  the  total  amount  of  television 
residual  payments  collected  by  the  guild  for 
actors  from  all  producers  is  now  approaching 
the  $2  million  mark. 

Desilu  Writers  Join  Guild 

DESL1U  Productions  writers  have  voted  almost 
unanimously  to  join  the  Writers  Guild  of 
America  West,  it  was  announced  Wednesday 

by  the  guild's  executive  director,  Frances  Inglis. 
Ballots  mailed  to  the  writers  two  weeks  ago 
were  opened  and  tallied  at  the  National  Labor 
Relations  Board.  Formal  certification  of  the 

guild  as  the  bargaining  representative  is  ex- 
pected by  the  guild  soon. 

N.C.  AP  Group's  Awards 
Include  Five  for  WJAN 

WJAN  Spartanburg  received  five  news  awards 
at  the  annual  meeting  of  the  South  Carolina 
Associated  Press  Broadcasters  in  Columbia 
with  Station  Manager  Ray  Starr  taking  three. 
WCOS  Columbia  took  home  four  awards  and 
WMUU  Greenville  and  WAKN  Aiken  three 
each.  WMUU  also  won  a  special  award  for 

"Cooperation  in  News  Protection." 
Stations  were  judged  in  six  news  categories 

with  two  or  three  awards  in  each  category. 
Winners  and  categories: 

1955-56 
COMPREHENSIVE  NEWS— Bob  Truere, 

WCOS,  Superior;  Wayne  Mashburn  and  Ronald 
Martin,  WAKN,  Excellent;  Ray  Starr,  WJAN, 
Meritorious;  Elmer  Rumminger  and  Dave  Year- 
ick,  WMUU,  Honorable  Mention. 
STATE  &  LOCAL— Dave  Moss,  WIS  Co- 

lumbia, Superior;  Ray  Starr,  WJAN,  Excellent; 
Bob  Truere,  WCOS,  Meritorious;  Elmer  Rum- 

minger and  Jack  Buttram,  WMUU,  Honorable 
Mention. 

COMMENTARY  AND  DOCUMENTARY 

— Grand  Henderickson  and  Elmer  Rumminger, 
WMUU,  Superior;  Ray  Starr,  WJAN,  Excellent; 
Randy  Davidson,  WAKN,  Meritorious. 
SPORTS— Frank  Hayden,  WJAN,  Superior; 

Bob  Truere,  WCOS,  Excellent;  Wayne  Mash- 
burn, WAKN,  Meritorious. 

WOMEN'S  NEWS— Louise  Childers,  WJAN, 
Superior;  Velma  Eubanks  &  Dave  Yearick, 
WMUU.  Excellent. 

FARM  NEWS— Elmer  Rumminger,  WMUU, 
Superior;  Bob  Truere,  WCOS,  Excellent. 

News  Broadcasting  Awards 

Presented  by  N.  C.  AP  Group 

AWARDS  for  excellence  in  news  broadcast- 
ing were  presented  at  a  banquet  in  Raleigh, 

N.  C,  a  fortnight  ago  climaxing  the  annual 
meeting  of  the  North  Carolina  Associated  Press 
Broadcasters. 

The  WBT  cup,  presented  annually  by  WBT 
Charlotte  for  cooperation  in  news  protection, 
was  awarded  to  WAIR  Winston-Salem. 

Awards  in  the  broadcasting  contest  were 

determined  in  metropolitan  and  non-metro- 
politan categories.  Winners  in  the  metropolitan 

division: 

COMPREHENSIVE  NEWS  — Phil  Ellis. 
WPTF  Raleigh,  superior;  Clyde  McLean,  WBT 
Charlotte,  excellent;  Kernan  Wright,  WFA1 
Fayetteville,  meritorious,  and  Joe  Merritt, 
WMSN  Raleigh,  honorable  mention. 
STATE  AND  LOCAL— Jim  Capps,  WPTF 

Raleigh,  superior;  Phil  Agresta,  WBT  Char- 
lotte, excellent;  Joe  Merritt,  WMSN  Raleigh, 

meritorious;  Paul  Mason,  WAIR  Winston- 
Salem,  honorable  mention. 
COMMENTARY— Larry  Patrick,  WAIR 

Winston-Salem,  superior;  Jim  Patterson,  WBT 
Charlotte,  and  W.  H.  Armstrong,  WRAL  Ra- 

leigh, excellent,  tie;  and  Sam  Beard,  WPTF 
Raleigh,  honorable  mention. 
SPORTS— Jimmy  Wynne,  WAIR  Winston- 

Salem,  superior;  Jim  Reid,  WPTF  Raleigh, 
excellent;  Phil  Agresta,  WBT  Charlotte,  meri- 

torious; and  Joe  Merritt,  WMSN  Raleigh,  hon- 
orable mention. 

WOMEN'S  NEWS— Jeanne  Alexander,  WBT 
Charlotte,  superior;  Harriet  Pressley,  WPTF 

Raleigh,  excellent;  Diane  Bedell,  WRAL  Ra- 
leigh, meritorious;  and  Joe  Merritt,  WMSN 

Raleigh,  honorable  mention. 
DOCUMENTARY  AND  SPECIAL 

EVENTS— Paul  Mason,  WAIR  Winston-Salem, 
and  J.  B.  Clark,  WBT  Charlotte,  superior,  tie; 

George  Hall  and  others,  WRAL  Raleigh,  ex- 

cellent; and  Dick  Perry  and  Mike  Long,  WFAI 

Fayetteville,  and  Douglas  G.  Bell,  WSOC  hon- 
orable mention,  tie. 

Winners  in  the  non-metropolitan  division: 
COMPREHENSIVE  NEWS— Bill  Taylor, 

WIRC  Hickory,  superior,  and  Harry  P.  Shriver, 
WFTC  Kinston,  excellent. 

STATE  AND  LOCAL— Lee  Douglas,  WIRC 
Hickory,  superior;  Bennie  Williams,  WFTC 
Kinston,  excellent;  James  Willis,  WBMA  Beau- 

fort, meritorious;  and  Howard  McCurry, 
WEGO  Concord,  honorable  mention. 
COMMENTARY— E.  Z.  Jones  and  C.  E. 

Peacock,  WBBB  Burlington,  superior;  and 

James  Willis  and  Ray  Cummins,  WBMA  Beau- 
fort, excellent. 

SPORTS— Harry  P.  Shriver,  WFTC  Kinston, 

superior;  Ray  Cummins,  WBMA  Beaufort,  ex- 
cellent; and  Morty  Schaap,  WBBB  Burlington, 

meritorious. 

WOMEN'S  NEWS— Margaret  Smith,  WIRC 
Hickory,  excellent. 
DOCUMENTARY  AND  SPECIAL 

EVENTS— E.  Z.  Jones,  WBBB  Burlington, 

superior. 

NBC-TV  Said  Leading  Field 

For  Annual  Sylvania  Awards 

NBC-TV  last  week  appeared  to  be  in  line  for 
the  greatest  number  of  Sylvania  television 
awards  for  the  1956  calendar  year.  Based  on 

ballots  received  from  Sylvania's  field  critics 
panel  during  the  second  quarter  (February- 
May  1956),  NBC-TV  programs  (either  of  the 
series  or  single-shot  type)  copped  50  mentions 
(under  such  diverse  headings  as  best  tv  show, 
best  dramatic  show,  best  musical,  best  new 

programs,  best  women's  show,  etc.)  as  against 
CBS-TV's  32  mentions  and  ABC-TVs  eight. 

But  with  two  more  quarters  (May-August, 
August-November)  yet  to  be  accounted  for  by 
the  time  the  final  polling  is  carried  out  Dec. 

6,  "the  entire  list  is  subject  to  possible  change," 
according  to  Sylvania  awards  officials. 

Figuring  most  prominently  in  the  first  two 
quarter  nominations  were  Kraft  Television 

Theatre's  "A  Night  to  Remember"  (NBC-TV), 
Phil  Silvers'  Yon  Never  Get  Rich  (CBS-TV), 
Producers'  Showcase  (NBC-TV),  You  are 
There  (CBS-TV)  and  The  Lawrence  W elk  Show 
(ABC-TV). 

Sarnoff  Fellowships  Awarded 

RCA  has  granted  David  Sarnoff  fellowships  to 
10  employes  for  graduate  study  during  the 
1956-57  academic  year,  it  was  announced  last 
week  by  Dr.  C.  B.  Jolliffe,  vice  president  and 
technical  director  of  RCA.  Dr.  Jolliffe  reported 
that  each  fellowship  is  valued  at  approximately 
$3,500,  and  includes  full  tuition  fees,  $2,100 
for  living  expenses  and  $750  as  an  unrestricted 
gift  to  the  university  of  attendance. 

Women  Honor  Woman 

GERALDINE  ZORBAUGH,  ABC  vice 

president  and  special  ass.stant  to  Presi- 
dent Robert  E.  Kintner,  was  given  a  testi- 

monial dinner  last  Monday  night  by  the 

New  York  chapter  of  American  Women 
in  Radio  &  Television  Inc.  Mrs.  Zor- 
baugh,  legal  counsel  for  the  local  AWRT 
chapter,  is  credited  with  being  the  first 
woman  in  network  broadcasting  to 

achieve  the  office  of  vice  president.  Dur- 
ing the  dinner,  a  special  wire  from  Mr. 

Kintner  congratulating  her  said  that  the 

network  is  "very  proud  to  have  a  woman 
vice  president  .  .  .  and  I'm  sure  you 

have  set  a  precedent  for  many  more.' 
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 MANUFACTURING  

DUMONT  LABS  JOINS  CHROMATIC  TO  PUSH 

SINGLE-GUN  COLOR  TUBE  SET  PRODUCTION 

Working  arrangement  made  between  two  organizations  to  hasten 

mass  manufacture  of  Lawrence  tube  and  set  using  that  tube.  Year 

of  'preparatory  work'  planned,  firms  announce. 
THE  RESEARCH  and  manufacturing  facilities 
of  Allen  B.  DuMont  Labs  have  been  swung 

behind  Chromatic  Television  Labs'  efforts  to 
place  the  Lawrence  single-gun  color  tube  and 
a  color  tv  set  using  that  tube  into  mass  pro- 
duction. 

A  working  arrangement  toward  this  end  be- 
tween DuMont,  in  which  Paramount  Pictures 

Corp.  owns  a  substantial  interest,  and  Chro- 
matic, owned  50%  by  Paramount,  was  an- 

nounced jointly  last  week  by  David  T.  Schultz, 

president  of  DuMont,  and  Paul  Raibourn,  pres- 
ident of  Paramount  Television  Productions  and 

board  chairman  of  Chromatic. 

By  their  pact,  DuMont  and  Chromatic  hope 

to  spend  about  a  year  on  "preparatory  work" 
that  will  lead  to  mass  production  of  both  the 
tube  and  color  receiver.  Once  production  starts, 
the  tube  will  be  made  available  to  other  set 
manufacturers  in  addition  to  DuMont. 

For  years,  Chromatic  has  been  pinning  its 
faith  on  the  Lawrence  tube  to  pave  the  way 
for  the  manufacture  of  a  low-cost  color  tv  set. 
Various  price  tags  had  been  suggested  as  the 
aim,  all  of  them  lower  than  $495,  the  current 

rock-bottom  color  tv  receiver  retail  price. 

Mr.  Schultz  summed  up  the  "controlling 
considerations"  in  the  DuMont  decision  to  join 
hands  with  Chromatic  as  three-fold,  and  all 

.  based  on  this  cost  factor. 

These,  in  brief,  are  that  the  cost  to  the  con- 
sumer (set  and  servicing)  is  now  too  high  for 

a  mass  market;  cost  to  the  manufacturer  of 

present  color  tubes  and  sets  is  too  high  to  per- 

mit profit,  and  there's  no  "clear  road"  to  ob- 
tain necessary  cost  reductions  along  the  avenue 

now  being  traveled. 
Mr.  Raibourn  explained  that  DuMont  will 

be  a  licensee  of  Chromatic  and  has  agreed  "to 
devote  its  engineering  efforts  to  the  attainment" 
of  mass  production  of  both  tube  and  set. 

Mr.  Raibourn  stressed  the  capabilities  of 
Chromatids  laboratory  color  tv  models.  He 
noted  that  the  simplicity  of  circuits  and  close- 

ness to  black-and-white  operation  would  in- 
dicate easy  servicing. 

Highlight  brightness  of  the  laboratory  model 
is  about  60-ft.  lamberts  compared  to  the  20-ft. 
lamberts  of  color  sets  now  on  the  market,  Mr. 
Raibourn  observed.  The  Chromatic  set  claims 

a  screen  area  of  250  square  inches  and  defini- 
tion "capabilities"  beyond  that  of  present  color 

standards  and  contrast  ratios  of  50  to  1. 

The  pilot  models,  Mr.  Raibourn  found,  have 
"four  or  five"  more  tubes  than  black-and-white 

sets  and  "reliability  of  operation"  which  "ap- 
peared comparable  to  black-and-white  sets." 

The  chromatic  tube  was  developed  by  Dr. 

CHROMATIC'S  single-gun  color  tube  is 
examined  by  Paul  Raibourn  (r)  and  David 
T.  Schultz. 

Ernest  O.  Lawrence  of  the  U.  of  California. 

It  has  a  single  cathode-ray  gun  compared  to 
three  guns  in  color  tubes  currently  sold. 

The  DuMont  manufacturing  enterprise  was 

founded  by  Dr.  Allen  B.  DuMont,  now  chair- 
man of  the  board,  who  developed  the  cathode- 

ray  tube  or  picture  tube  now  commercially 

used.  DuMont's  growth  in  the  electronics  field 
was  based  on  that  tube  and  its  applications 
for  tv,  military,  industrial  and  scientific  uses. 

It  also  has  various  patents  on  color  and  mono- 
chrome tube  developments. 

Westinghouse  Planning 

Simpler  Pickup  Tube 

WESTINGHOUSE  Electric  Corp.  is  working 
on  a  new  principle  in  the  development  of  a  new 
tv  camera  pickup  tube  that  would  be  perhaps  as 

much  as  100  times  more  sensitive  than  pres- 
ent day  tv  tubes. 

According  to  Westinghouse,  its  scientific  pro- 
gram on  "Ebicon",  as  it  calls  its  new  tube 

type,  includes  a  version  that  would  be  eight 
times  smaller  in  volume  and  weight  than  exist- 

ing sensitive  camera  tubes. 
The  sensitivity  of  the  tube  would  lend  its 

use  favorably  in  color  tv,  closed  circuit  telecasts 
(inside  manufacturing  plants)  and  to  virtually 
any  indoor  or  outdoor  event  regardless  of  the 
time  of  day  or  weather  conditions. 

The  label,  "Ebicon,"  actually  stands  for  the 
initials  of  the  phrase  "electron  bombardment  in- 

duced conductivity"  which,  Westinghouse's  Dr. 
J.  W.  Coltman,  manager  of  electronics  and 

nuclear  physics  department,  notes  "is  the  phe- 
nomenon basic  to  its  operation." 

When  particles  of  light  strike  the  tube,  elec- 
trons are  produced  and  accelerated  by  a  po- 

tential of  about  20,000  volts.  The  electrons 

then  are  shot  through  a  small  aluminum-coated 
metal  screen  and  a  selenium  semiconductor 

which  make  up  the  "storage  target."  The  latter 
stores  and  multiplies  the  electrons.  Through  the 

multiplying  process,  a  signal  is  received  that  is 
large  enough  to  operate  conventional  electronic 

amplifiers. 
Westinghouse  says  the  tube,  of  a  simpler 

design  than  sensitive  tubes  now  in  use,  would 

require  less  complex  associated  camera  equip- 
ment, and  that  fewer  camera  adjustments  would 

be  needed  during  the  tube's  operation. 

Dtoide  Station 

YOUR  BEST  RADIO  BUY  IN  HOUSTON 
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FRANK  FOLSOM  OUTLINES 

COLOR  PROMOTION  PLANS 

RCA  president  discusses  na- 

tionwide campaign  which 

started  last  week  with  a  'color 

Caravan.'  In-store  promotions 
will  be  main  feature. 

AS  PART  of  its  efforts  to  promote  color  televi- 
sion. RCA  has  enlisted  the  cooperation  of  11 

major  companies  in  a  nationwide  campaign  this 

fall  keyed  to  the  theme:  "Compatible  Colors 
to  See  and  Wear." 

Details  of  the  cooperative  "push"  on  color 
were  outlined  last  week  by  Frank  Folsom,  presi- 

dent of  RCA,  at  a  luncheon  of  the  Philadelphia 
Fashion  Group.  Pointing  out  that  color  tv  is 

"having  a  tremendous  impact  on  the  styling 
and  merchandising  plans  of  an  ever-increasing 

circle  of  designers  and  manufacturers."  Mr. 
Folson  revealed  that  about  150  key  stores 
throughout  the  country  will  participate  in  the 
project,  displaying  the  newest  styles  and  latest 
color  combinations  in  such  articles  as  dresses, 

hosijry,  pajamas,  sportswear  and  children's- 
garments. 

Mr.  Folsom  disclosed  that  the  project  started 
last  week,  with  RCA,  DuPont  and  the  Allied 

Stores  Corp.  and  "other  progressive  stores" 
launching  a  coast-to-coast  color  caravan.  He 
continued: 

"It  will  travel  to  40  different  cities  and  will 
stay  one  week  in  each  city,  televising  four  one- 
hour  shows  each  day  over  a  closed-circuit 
system.  The  programs  will  be  performed  live 
before  an  RCA  color  tv  camera  and  will  be 

seen  throughout  the  participating  stores.  The 

programs  will  consist  of  a  series  of  well-integ- 
rated merchandise  demonstrations,  featuring 

children's  and  adult  wear,  home  furnishings, 
cosmetics  and  other  merchandise  of  interest 

to  women." Though  the  color  campaign  is  not  actually 
a  series  of  color  tv  programs  but  in-store  pro- 

motions, Mr.  Folsom  stated,  it  does  "graphically 
demonstrate  the  fact  that  compatible  color  has 
rapidly  become-  a  powerful  force  in  fashion 

and  merchandising." 
He  asserted  that  persons  engaged  in  fashion 

and  merchandising  are  cognizant  of  the  effec- 
tivness  of  color  tv,  and  cited  a  varied  list  of 

products  that  have  been  "used  successfully"  on color  tv. 

"Virtually  every  big  name  in  merchandising 
bears  dramatic  testimony  to  the  fact  that  the 

use  of  color  tv  is  a  'must'  for  selling  goods," 
Mr.  Folsom  declared.  "There  is  nothing  in  fash- 

ion that  you  can  create  that  cannot  be  sold 

effectively  by  color — of  that  I  am  convinced." 
Mr.  Folsom  reported  that  color  set  sales  are 

on  the  upswing  and  "from  every  indication. 
Christmas  of  1956  will  be  the  most  colorful 

ever  in  the  realm  of  television." 
Charles  E.  McCarthy,  president  of  Allied 

Stores,  hailed  the  project  as  one  that  will  attract 
crowds  to  stores  and  demonstrate  the  effective- 

ness of  color  tv  as  a  selling  medium  for  mer- 
chandise that  will  be  shown  on  special  color- 

casts. He  recalled  that  in  1947,  Allied  Stores 
sponsored  a  black-and-white  tv  caravan  which 
traveled  to  22  cities  and  attracted  more  than 
two  million  store  visitors  at  a  time  when  net- 

work tv  had  not  made  an  impact  in  many  cities. 
He  said  plans  for  the  color  tv  tour  had  been 
under  study  by  Allied  Stores  since  1947,  but 
added  that  the  caravan  was  not  approved  pre- 

viously because  of  unfavorable  conditions.  He said: 

"Now,  however,  the  time  is  right  from  all 

angles,  for  we  are  on  the  eve  of  full-scale  ac- 
ceptance of  color  tv  by  a  substantial  percentage 

of  the  American  buying  public.  Color  equip- 
ment is  good,  color  programming  is  satisfactory 

and  color  tv  receivers  are  available  now  in  ex- 
cellent quantity  and  at  the  lowest  prices  in  their 

history." 

Mr.  McCarthy  revealed  that  the  first  Allied 
store  will  be  visited  Oct.  1  by  the  color  cara- 

van (Pomeroy's  in  Harrisburg,  Pa.).  Fifteen 
of  the  40  stores  to  be  visited  in  the  next  year 
will  be  non-Allied.  Mr.  McCarthy  said  the  color 
caravan  will  be  under  the  direction  of  Samuel 
Cuff,  director  of  radio  and  tv  advertising  for 
Allied  Stores.  In  each  city,  the  week-long  stand 
will  be  exploited  by  local  promotion  in  all 
media  and  through  extensive  in-store  support. 

Cleo  Craig  Steps  Aside 

As  President  of  AT&T 

CLEO  F.  CRAIG  last  week  stepped  down  as 
president  of  American  Telephone  &  Telegraph 
Co.,  two  years  before  reaching  the  mandatory 
retirement  age  of  65.  Named  as  his  successor 
was  Frederick  R.  Kappel.  president  of  Western 
Electric  Co.,  an  AT&T  subsidiary.  Mr.  Craig 
becomes  board  chairman.  The  action  was  un- 

expected. 

Mr.  Kappel  is  AT&T's  ninth  president  since 
the  formation  of  the  company.  He  joined 
AT&T  in  1924,  immediately  upon  graduation 
from  the  U.  of  Minnesota,  as  a  $25  a  week 

groundman  with  Northwestern  B;ll  Telephone 
Co.,  and  rose  steadily  in  the  ranks  at  Bell. 
He  was  elected  president  of  WE  in  January 
1954,  and  his  successor  was  not  announced.  Mr. 
Craig,  who  joined  AT&T  as  an  equipment  man 
in  1913,  was  elected  president  in  July  1951. 

TV  in  Fresno  -- 

the  big  inland  California  market -- means 

KMJTV 

Best  local  programs        Basic  NBC-TV  affiliate 

Paul  H.  Raymer  Co., 
National  Representative 
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Tv  Set  Shipments  to  Dealers 

Higher  in  July  Than  in  June 
SHIPMENTS  of  tv  sets  from  factories  to 
dealers  in  July  were  higher  than  June  but  were 
under  the  July  1955  level,  according  to  Radio- 
Electronics-Tv  Mfrs.  Assn.  RETMA  found  that 
450,158  sets  had  been  shipped  to  dealers  in 
July  1956,  as  compared  to  388,914  in  June  and 
465,160  in  July  of  last  year.  Total  tv  set  ship- 

ments in  seven  months  of  1956  amounted  to 

3,225,180,  compared  to  3,549,877  in  the  same 
1955  period. 

Following  are  cumulative  tv  set  shipments 
to  dealers  in  the  first  seven  months  of  1956: 

State Total State Total 
Ala. 52,61 1 N.  H. 11,145 
Ariz. 22,249 N.  J. 109,717 
Ark. 35,324 N.  M. 11,800 
Calif. 320,426 N.  Y. 364,295 
Colo. 25,461 N.  C. 71,819 
Conn. 50,100 N.  D. 

9,205 Del. 8,189 Ohio 175,494 
D.  C. 28,561 Ok  la  . 42,587 
Fla. 105,837 Ore. 36,336 
Ga. 73,672 

Pa. 212,138 
Idaho 12,910 R.  1. 15,838 III. 172,051 S.  C. 32,661 
Ind. 76,763 S.  D. 10,557 Iowa 34,234 Tenn. 57,437 Kan. 34,735 Tex. 182,258 
Ky. 52,084 Utah 12,453 La. 64,925 Vt. 

8,572 Me. 19,529 Va. 61,186 
Md. 43,853 Wash. 50,329 Mass. 96,608 W.  Va. 35,901 
Mich. 125,418 Wis. 57,597 
Minn. 43,175 Wyo. 3,597 Miss. 
Mo. 
Mont. 
Neb. 

31,277 
71,626 
9,900 

26,872 

U.  S.  TOTAL 
Alaska 
Hawaii 

3,216,141 
1,893 7,146 

Nev. 
4,829 

GRAND  TOTAL  3,225,180 

GE  Tests  Show  Transistors 

May  Never  Need  Replacing 

RESULTS  of  various  tests  conducted  by  the 
General  Electric  Co.  on  transistor  reliability  in- 

dicates that  replacement  of  transistors  in  port- 
able radios  and  other  electronic  equipment  may 

never  be  necessary  if  they  are  used  within  the 
limits  set  by  the  manufacturer. 

This  progress  report  on  transistor  reliability 
was  provided  last  week  by  C.  H.  Zierdt  Jr., 

engineering  consultant  in  GE's  semiconductor 
products  department,  at  a  symposium  in  New 
York  sponsored  by  a  Dept.  of  Defense  advisory 
group.  Mr.  Zierdt  said  life  tests  started  in 
1954  on  transistors  picked  at  random  from 
regular  manufacturing  lots  show  no  failure 
after  18,000  working  hours  at  full  power.  By 
comparison,  he  said,  specially-constructed  long 
life  vacuum  tubes,  whose  duties  transistors  are 

"fast  replacing"  in  electronic  circuits,  have  a 
"survival  record  of  only  50%  after  less  than 
half  this  time  at  full  power."  Mr.  Zierdt 
claimed  vacuum  tubes  used  in  home  radios 
have  an  even  shorter  life. 

Effects  of  Automation 

Cited  by  RCA  Officials 

POSSIBLE  revival  of  "the  small  workshop  in 
which  individual  artisans  will  again  practice 
crafts  or  skills  that  have  lost  their  relative  eco- 

nomic importance  during  the  past  few  gen- 

erations" was  seen  Thursday  by  an  RCA  execu- 
tive at  a  meeting  in  New  York  of  The  Instru- 

ment Society  of  America. 

While  he  thought  automation  may  be  bene- 

ficial in  "such  areas  as  the  production  of  basic 
assemblies  which  go  into  television  sets,"  Dr. 
Douglas  H.  Ewing,  vice  president  of  RCA  Labs, 

told  the  assembled  engineers  that  "it  is  bound 
to  be  disheartening  to  the  consumer  with  a 
basic  desire  for  individual  preferences  in  style, 

color,  size  and  shape."  Dr.  Ewing  suggested 
a  way  the  "problem  of  over-standardization" 
can  be  overcome  by  developing  an  electronic 
means  to  vary  designs  on  the  assembly  line 
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ALTEC  LANSING  Corp.  (electronics  equip- 
ment manufacturer),  Los  Angeles,  has 

started  construction  of  its  new  plant 
in  Anaheim,  Calif.,  which  will  serve  as 

headquarters  for  the  firm's  executive  of- 
fices and  research.  Present  for  ground 

breaking  ceremonies  are  (I  to  r)  R.  J.  Car- 
rington,  public  relations  and  advertising 
manager  for  Altec;  A.  A.  Ward,  Altec 

executive  vice  president;  George  E.  Stra- 
chan,  manager  of  the  Anaheim  Chamber 
of  Commerce,  and  Arthur  E.  Trask,  vice 

president  of  Dan  B.  Miner  agency. 

"according  to  a  predetermined  schedule"  or  to 
execute  a  "complete  reversal  of  the  trend  to- 

ward greater  standardization  ...  by  restoring 
the  skilled  artisan  to  the  position  which  he 

held  in  earlier  society." Meanwhile,  also  in  New  York,  E.  D.  Foster, 

vice  president  in  charge  of  economic  plan- 
ning for  RCA,  told  members  of  the  National 

Industrial  Conference  Board  that  the  true  im- 
pact of  automation  on  U.  S.  production  and 

marketing  is  yet  to  be  felt.  Predicted  Mr. 
Foster:  by  1965,  potential  demand  for  addi- 

tional workers  will  have  risen  over  40%  while 
the  available  work  force  will  be  up  only  14%. 

By  1975,  Mr.  Foster  indicated,  "if  current  pro- 
ductivity and  standard  of  living  increases  are 

to  be  maintained,"  4-5  million  more  workers 
than  will  be  available  will  be  required  to  man 
the  machines. 

Philco  Establishes  Separate 

Advertising,  Sales  Groups 

PHILCO  Corp.,  Philadelphia,  has  announced 
the  formation  of  separate  departments  to  han- 

dle sales  promotion  and  advertising.  The  growth 

of  Philco's  consumer  product  lines  and  expan- 
sion into  new  fields  made  the  move  necessary 

in  order  to  increase  activities  throughout  the 

company's  national  distribution  organization, 
according  to  John  M.  Otter,  executive  vice 

president. 
Raymond  B.  George,  formerly  vice  presi- 

dent-merchandising, has  been  named  vice  pres- 
ident-sales promotion  and  Max  Enelow,  adver- 

tising counsel,  was  named  advertising  man- 
ager in  line  with  the  reorganization. 

Sarnoff  Featured  in  'Collier's' 
THE  Oct.  12  issue  of  Collier's  will  feature  an 
article  on  Brig.  Gen.  David  Sarnoff,  RCA  board 

chairman,  entitled  "David  Sarnoff's  50  Fabulous 
Years."  The  article,  by  Thomas  Whiteside,  tells 
how  Gen.  Sarnoff's  career,  now  at  the  half- 
century  mark,  "reflects  the  great  advances  of 

our  electronic  age." 

RCA  Develops  New  Camera 

For  Military  Use  in  Field 

DEVELOPMENT  by  RCA  of  a  "revolutionary" 
military  image-orthicon  television  camera  has 
been  announced  by  Theodore  A.  Smith,  execu- 

tive vice  president,  RCA  Defense  Electronic 

Products.  RCA  claims  it  is  the  "smallest  and 
lightest,  as  well  as  first  completely  transistorized 

camera  of  its  type  ever  designed." 
The  camera,  Mr.  Smith  said,  weighs  only  31 

pounds,  is  independently  self-contained,  and 

operates  on  "less  power  than  is  needed  to  light 
a  50  w  bulb."  He  added  that  the  camera,  de- 

signed specifically  for  military  requirements, 

is  "completely  portable,"  and  is  expected  to 
develop  a  wide  range  of  applications  in  ground 
and  air-borne  military  television  operations. 

Tv  Equipment  Shipped 

SHIPMENTS  reported  Sept.  14  by  RCA  in- 
cluded a  46-gain  uhf  antenna  to  WBRE-TV 

Wilkes-Barre,  Pa.  (ch.  22);  10  kw  vhf  antenna 
to  KXFL-TV  Butte,  Mont.  Allen  B.  DuMont 
Labs  announced  an  order  of  a  25  kw  tv  trans- 

mitter and  associated  equipment  by  Twin  City 
Area  Educational  Television  Corp.,  St.  Paul, 
Minn.  (ch.  2). 

MANUFACTURING  PEOPLE 

L.  F.  Waelterman,  head  of  own  representative 

company,  St.  Louis,  appointed  regional  man- 
ager, midwest  region,  Jerrold  Electronics  Corp., 

Phila.  He  will  work  out  .  of  regional  office  in 
St.  Louis. 

Robert  M.  Estes,  counsel  to  the  former  General 
Electric  Co.  electronics  division  headed  by  Dr. 

W.  R.  G.  Baker,  to  the  recently-established  elec- 
tronic components  division  with  temporary 

headquarters  at  Electronics  Park,  Syracuse. 

Paul  S.  Kempf,  director,  industrial  relations, 
Pacific  Mercury  Tv  Corp.,  L.  A.,  appointed 

industrial  relations  director,  Hoffman  Elec- 
tronics Corp.,  same  city. 

John  BoIIato,  manager  of  Mizerany  store  (tv 

appliance,  white  goods),  St.  Louis,  appointed 
field  sales  promotion  specialist  at  Magnavox 

headquarters,  N.  Y. 

Clarence  P.  Baird,  Raytheon  Mfg.  Co.,  Chi- 
cago, to  Hoffman  Electronics  Corp.  Radio 

Div.,  L.  A.,  as  field  engineer  for  southwestern 
states,  with  headquarters  in  Houston,  Tex. 

Arthur  J.  Costigan,  vice  president  of  communi- 
cations, Radiomarine  Corp.  of  America,  RCA 

subsidiary,  to  vice  president,  Radiomarine  Div. 

Dept.,  RCA  Communications  Inc. 

Herman  B.  Amster,  superintendant  in  charge 

of  government  assembly  and  chief  industrial 
engineer,  automatic  manufacturing  division, 
General  Instrument  Corp.,  Newark,  N.  J.,  to 

Federal  Telephone  &  Radio  Co.  (IT&T  subsid- 
iary), Clifton,  N.  J.,  as  manager  of  industrial 

engineering  for  radio  products. 

Edward  R.  MacDonald,  assistant  purchasing 
agent,  National  Co.  (electronic  components), 

Maiden,  Mass.,  to  components  products  mana- 

ger. 

Ralph  A.  Lamm,  head  of  special  missile  devel- 
opment, Research  Laboratories  Div.,  Bendix 

Aviation  Corp.,  to  director  of  engineering,  Ben- 
dix Pacific  Div.,  North  Hollywood,  Calif. 
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P's  and  Q's  (pints  and  quarts)  do  exist  in  broadcast  transmitters.  —  In  fact,  the  Big  Custom  Gates 

BC-5E  is  the  only  quart  size  "five"  left  in  the  business.  Take  that  big  "back  field"  of  power  units 

weighing  more  alone  than  many  complete  transmitters,  or  the  "walk  in  to  service"  feature  
only 

possible  in  quart  size  design.  —  BC-5E  costs  a  little  more  but  a  quart  always  comes  higher  than 

a  pint.         America's  best  stations  are  minding  their  P's  and  Q's  and  in  generous  number  too. 

They  have  selected  the  quart  size  "BC-5E  Custom"  —  the  upper  classman  of  the  five  kilowat
t 

field. 

S  of  the
  Class 

uoauaaa 

GATES  RADIO  COMPANY,  Quincy,  ill.,  U.S.A. 

Manufacturing  Engineers  Since  1922 

Broadcasting   •  Telecasting September  24,  1956    •    Page  101 



WSAU-TV  A 

WAUSAU,  WIS.  mg  j\J 
7 

CHANNEL 

Gives  North  Central  Wis. 

A 

Slid 

in 

Aim!    j  S  / 

539,700 

population 

153,680  homes 

Represented  by: 
MEEKER  TV 

•  •  New  York,  Chi.,  Los ••Angelei,  San.  Fran. 
'»  HARRY  HYETT \Minn.  .  $f.  p0„| 

*  Midland  Coop's 
shot  in  the  arm 

cost  them  only  $1.30 

per  thousand  viewers. 

STOCKHOLDERS: 

Newspapers: 

Wausau  Daily  Record  Herald 

Marshfield  News  Herald 

Wis.  Rapids  Daily  Tribune 

Merrill  Daily  Herald 

Rhinelander  Daily  News 

Antigo  Daily  Journal 

Radio  Stations: 

WSAU-WFHR.WATK 

OWNED  AND  OPERATED  BY 

WISCONSIN  VALLEY  TELEVISION  CORP 

STATIONS 

CALIF.  BAR  SESSIONS  SECRETLY  COVERED 

TO  PROVE  RADIO-TV#S  UNOBTRUSIVENESS 

Lawyers  and  judges  unaware  of  cameras  and  mikes  for  nearly  three 

hours.  Demonstration  draws  heavy  praise. 

RADIO-TV's  capacity  for  unobtrusive  cover- 
age of  court  trials  and  legislative  proceedings 

was  effectively  demonstrated  last  week  in  Los 

Angeles  in  a  "sneak  preview"  before  the  joint 
meeting  of  the  State  Bar  of  California  and 
The  Conference  of  California  Judges.  Both 
groups  were  in  convention  all  week. 

With  the  consent  of  the  state  bar's  board 
of  governors,  the  California  State  Radio  & 
Television  Broadcasters  Assn.,  hid  live  tv 

cameras  and  radio  microphones  about  the  Em- 
bassy room  of  the  Ambassador  Hotel  for  the 

Wednesday  joint  session  of  over  400  lawyers 
and  judges.  Tv,  movie  and  still  cameramen 
roamed  the  background.  They  all  functioned 
unnoticed  for  most  of  the  three-hours  of  meet- 

ing, until  the  chairman  announced  what  was  in 
progress  and  invited  the  audience  to  witness  the 
session  on  closed-circuit  tv  monitors  scattered 
near  the  entrance.  Sound  pickup  was  tape 
recorded. 

Comment  was  widespread  that  the  coverage 

had  been  effected  successfully  without  disturb- 
ance or  distraction,  although  several  judges 

immediately  began  to  question  how  radio  or  tv 
should  be  evaluated  for  admission  to  specific 
trials,  particularly  those  involving  murder  or 

sex  offenses.  Observers  acknowledged  the  dem- 
onstration showed  no  interference  to  dignity  or 

decorum  of  normal  court  procedure,  because 

they  didn't  know  radio  and  tv  were  there. 
California  Gov.  Goodwin  J.  Knight,  who  ad- 

dressed the  joint  meeting,  admitted  he  did  not 
realize  he  was  being  televised  or  taped  until 

so  informed  later.  "I'm  astounded,"  he  told 
reporters.  "The  demonstration  was  completely 
lacking  in  disturbance  or  distraction.  It  was 

a   superb  performance." Phil  S.  Gibson,  Chief  Justice  of  the  Cali- 

fornia Supreme  Court,  said  he  wasn't  the least  conscious  of  the  coverage. 

Miller  Film  Appearance 

Judge  Justin  Miller,  NARTB  advisor  and 

long  the  broadcasting  profession's  advocate  for 
equal  access,  said  in  a  filmed  presentation  car- 

ried by  CBS-owned  KNXT  (TV)  Los  Angeles 
that  the  demonstration  in  his  opinion  was  more 

successful  than  either  the  Philadelphia  show- 
ing two  years  ago  before  the  American  Bar 

Assn.  or  the  demonstration  earlier  this  year 
in  Denver  before  the  Colorado  Supreme  Court 
|B»T,  March  5,  Feb.  13]. 
On  the  same  telecast,  Judge  Lester  Roth, 

chairman  of  the  State  Bar  group's  special  com- 
mittee to  study  the  presence  of  radio-tv  in 

the  court  room,  said  "the  time  is  here  at  hand 
to  investigate  fully  the  job  of  news  reporting  in 

our  court  rooms." U.  S.  Court  of  Appeals  Judge  Harold  R. 
Medina  told  newsmen  that  despite  the  fact  ra- 

dio-tv had  proved  they  were  unobtrusive  in 
trial  coverage,  he  still  opposes  even  the  con- 

cealed presence  of  the  camera  and  microphone 
in  the  courtroom.  He  cited  as  a  case  in  point 
his  recent  trial  of  top  communists. 

"The  communists  and  their  lawyers  put  on 

a  noisy  show  even  without  radio  or  television," 
he  said.  "If  they  had  had  a  tv  audience  to 
play  to,  they  would  have  used  the  courtroom 
as  a  propaganda  platform  and  justice  would 

have  been  debased." 
He  explained  his  point  of  view  this  way.  One 

of  the  major  functions  of  justice  is  to  ascertain 
the  truth  in  the  examination  of  witnesses.  The 

raw  material  of  justice  is  facts,  he  said,  and 
facts  are  sometimes  difficult  to  determine  from 
the  testimony  of  witnesses.  It  is  difficult  enough 
to  ascertain  facts  under  the  best  conditions,  he 
continued,  and  anything  interfering  with  that 
should  be  eliminated  or  avoided. 

The  federal  judge  noted  that  if  radio-tv  are 
known  to  be  present,  although  concealed,  one 

kind  of  witness  will  put  on  an  act  as  demon- 
strated in  televising  of  congressional  hearings. 

Another  kind  of  witness  will  freeze,  he  cited. 
Judge  Medina  said  he  has  been  interested 

in  the  question  for  many  years  and  recalled 
what  he  believed  to  be  the  first  courtroom 
coverage  in  1934  at  the  board  of  inquiry  into 

the  burning  of  the  liner  Moro  Castle.  Micro- 
phones were  there  and  witnesses  were  on  the 

air  as  they  testified,  he  remembered.  He  said 
since  then  he  has  followed  the  subject  closely 

-"and  the  effect  has  never  been  anything  but 

bad." 

Film  footage  taken  during  the  demonstration 
was  requested  to  be  reviewed  Friday  by  the 

State  Bar's  board  of  governors. 
CSRTBA  has  retained  Judge  Miller  as  coun- 

sel on  the  project  of  obtaining  revision  of 
California  legal  canons  prohibiting  courtroom 
access.  CSRTBA  will  underwrite  expenses  of 

the  demonstration  performed  for  the  associ- 
ation by  the  news  and  technical  crews  of 

KNXT.  Southern  California  Broadcasters  Assn. 
also  is  supporting  the  project. 

Judge  Miller  arranged  the  demonstration 

with  the  State  Bar's  board  of  governors.  Also 
active  in  the  planning  and  staging  of  the 
demonstration  was  Ewing  C.  Kelly,  president 

and  general  manager  of  KCRA-TV  Sacramento, 
chairman  of  the  CSRTBA  committee  on  free- 

dom of  information,  and  George  Greaves,  staff 
executive,  KRCA  (TV)  Los  Angeles,  CSRTBA 

president. KNXT  crews  installed  one  live  camera  be- 
hind a  wall  drape  in  the  rear  of  the  room  and 

the  second  camera  behind  a  false  wall  at  the 

back  of  the  speaker's  rostrum.  The  station's mobile  truck  containing  the  closed  circuit  tv 
control  center,  which  also  handled  audio  re- 

cording, was  outside  the  hotel  near  the  audi- 
torium but  screened  from  general  view. 

About  two-thirds  of  the  way  through  the 

joint  meeting,  State  Bar  President  James  Far- 

TO  TELL? 
Put  It  in  records  —  inexpensively.  Get  your 

story  into  lots  of  hands  at  one  time! 

We'll    press    non-breakable    records  from 
your  Master  Tape  and  deliver  labeled  rec- 

ords back  to  you  in  protective  sleeves  and 
hardboard  jackets.  Prompt  service. 

•  Large  or  Small  Quantities 
*  Exceptionally  Low  Rates 

*  All  Speeds  and  Sixes 
*Sales  Pitch  for  your  Client— or  Yourself 
SEND  FOR  BROCHURE  AND  RATES 

CRGSt  RECORDS,  INC. 
220  BROADWAY 

Huntington  Sta.  12,  N.  Y. 
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America's  National  Forests — where  every  man's  a  king 

Back  in  the  Middle  Ages,  the  word  forest  designated  an  area 

set  aside  for  the  pleasure  and  profit  of  the  king.  And  as  late 

as  1776  in  New  Hampshire's  White  Mountains,  the  tallest 

and  straightest  trees  were  marked  with  the  King's  Arrow 
and  reserved  for  masts  in  His  Majesty's  royal  navy. 

Today,  many  of  these  same  New  Hampshire  woodlands  are 

reserved  for  you  as  part  of  the  National  Forest  system.  They 

offer  scenic  drives  through  famous  notches,  skiing  on  the 

slopes  of  New  England's  highest  mountain,  swimming,  fish- 
ing and  almost  everything  else  that  goes  into  a  memorable 

outdoor  vacation. 

White  Mountain  National  Forest  is  typical  of  149  National 

Forests  located  in  38  states  and  two  territories.  These  forests 

total  over  180,000,000  acres  -  an  area  larger  than  Texas. 

Owned  by  the  people  of  the  United  States,  they  are  dedi- 
cated to  the  wise  use  of  timber,  grass,  wildlife,  soil  and  water. 

Why  not  visit  one  of  these  great  reservations?  You  can  drive 

through  some  of  the  country's  most  exciting  scenery  .  .  .  you 
can  drop  your  line  in  a  placid  mountain  pool  or  pitch  your 

camp  overlooking  picturesque  lakes  that  make  you  forget 
the  tensions  of  twentieth  century  life. 

And  if,  when  you  look  around,  you  draw  a  deep  breath  and 

feel  like  a  king  —  why  not?  In  a  very  real  sense,  you  are. 

FREE  Tour  Information  - 

If  you  would  like  to  visit  any  of  the  National  Forests,  or  drive 
anywhere  in  the  U.  S.  A.,  let  us  help  plan  your  trip.  Write: 
Tour  Bureau,  Sinclair  Oil  Corporation,  600  Fifth  Avenue,  New 

York  20,  N.  Y.  —  also  ask  for  our  colorful  National  Parks  map. 

SINCLAIR  SALUTES  THE  AMERICAN  FORESTRY  ASSOCIATION.  The  oldest 

national  forest  conservation  group,  the  AFA  is  devoted  to  the  advancement  of 

conservation  and  the  fuller  use  of  our  forest  land  to  provide  more  wood, 

water,  wildlife  and  recreation  for  all.  The  Association  was  instrumental  in  the 

creation  of  the  Forest  Service  in  the  U.  S.  Department  of  Agriculture  and  has 

made  many  other  important  contributions  to  the  cause  of  good  forestry. 

SINCLAIR 

A  Great  Name  in  Oil 
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STATIONS 

raher  announced,  "the  proceedings  of  this 
meeting  have  been  broadcast  through  closed 
television  circuit. 

"The  broadcasting  can  be  observed  at  various 
places  throughout  the  hotel.  Additionally,  tape 
recordings  are  being  made  for  radio  broadcast- 

ing and  news  cameras  are  filming  the  proceed- 
ings for  our  future  consideration.  The  cameras 

and  microphones  are  concealed  so  as  to  cause 
no  distraction.  We  welcome  your  comments 

of  approval  or  disapproval." 
In  late  August  at  the  American  Bar  Assn's 

convention  in  Dallas,  there  were  new  signs  that 
ABA  may  soon  revise  Canon  35  forbidding 
microphones  and  cameras  in  the  courtroom 
[B»T,  Sept.  3].  A  committee  is  studying  revision 
of  Canon  35  language  to  remove  the  stigma 
that  radio-tv  constitute  undesirable  distraction, 

and  speakers  at  the  convention  predicted  radio- 
tv's  acceptance  and  potential  role  as  a  significant 
aid  in  law  enforcement  and  an  effective  deter- 

rent to  crime. 

Following  the  Colorado  demonstration,  the 

state's  highest  court  ruled  broadcast  coverage 
did  not  distract  and  held  that  the  discretion  of 

radio-tv  admittance  should  be  left  to  the  "in- 
dividual judge  in  any  specific  case. 

Nelson  to  WINS  Sales  Post 

NORMAN  NELSON,  veteran  broadcast 
executive,  has  been  named  director  of 

sales  services  for 
WINS  New  York, 
effective  immediate- 

ly,- Jock  Fearnhead, 
executive  vice  presi- 

dent and  general 
manager,  announced 
last  week. 

Mr.  Nelson  re- 
signed as  an  account 

executive  with  Hix- 
son  &  Jorgensen, 
Los  Angeles,  to  take 
the  WINS  post, 
where  his  duties  will 
include  coordination 

of  sales  plans  and  supervision  of  sales  presenta- 
tions and  promotion.  He  formerly  was  director 

of  sales  promotion  for  radio  advertising  bureau. 

WGN  Inc.  Plans  Sales  Split; 

Sitrick  Joins  Radio  Outlet 

HERMAN  SITRICK,  account  executive  at 
WCFL  Chicago  the  past  three  and  a  half 
years,  has  resigned  to  join  the  sales  depart- 

ment of  WGN,  same  city,  in  similar  capacity. 
He  became  associated  with  the  Chicago 
Tribune  radio  outlet  last  Monday.  His  appoint- 

ment was  part  of  a  series  of  moves  involving 
WGN-AM-TV  sales  forces. 

WGN  plans  to  split  its  individual  radio  and 
tv  sales  into  separate  national  and  local  depart- 

ments and  to  gradually  increase  its  sales 
complement  in  the  New  York  office  from  two 
to  five  people  (three  tv,  two  am)  by  sometime 
after  the  first  of  the  year.  Edward  Petry  & 

Co.  is  WGN  Inc.'s  national  sales  representative. 

WDBJ-TV  Goes  to  316  Kw 

WDBJ-TV  Roanoke,  Va.,  boosted  its  power  to 
316  kw  last  Tuesday,  according  to  Managing 
Director  Ray  P.  Jordan.  The  ch.  7  CBS  affili- 

ate has  installed  a  new  DuMont  transmitter 
atop  Poor  Mountain,  with  its  antenna  2,000 

ft.  above  average  terrain.  WDBJ-TV's  down- 
town offices  will  be  moved  to  201  W.  Campbell 

later  in  the  fall. 
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CAPPER  PUBLICATIONS  SOLD  FOR  $7  MILLION 

MR.  NELSON 

Two  radio  outlets  and  one 

vhf  tv  included  in  sale  of 

group's  interests  to  Stauffer 
Publications  Inc.  General  poli- 

cies and  personnel  will  under- 
go little  change. 

SALE  of  Capper  Publications  Inc.,  including 
two  radio  stations  and  a  vhf  tv  outlet,  to  pub- 

lisher-broadcaster Stauffer  Publications  Inc. 
was  announced  last  week. 

The  stock  sale,  understood  to  involve  in  ex- 

cess of  $7  million,  brings  Stauffer's  interests  to 
five  radio  stations  and  the  ch.  13  WIBW-TV 
Topeka  station,  and  13  daily  newspapers,  two 
farm  magazines  and  a  number  of  semi-weekly 
farm  newspapers  in  Kansas.  Missouri,  Michi- 

gan, Pennsylvania  and  Ohio.  Since  no  price  was 
allocated  to  the  broadcast  properties,  the  entire 
transaction  is  subject  to  FCC  approval. 

Capper  stations  are  WIBW-AM-TV  Topeka 
and  KCKN  Kansas  City,  Kan.  WIBW-TV  is 
affiliated  with  CBS  and  ABC.  Capper  publica- 

tions are  Kansas  City  (Kan.)  Kansan  and 

Topeka  Capital,  Household  and  Capper's  Farm- er magazines,  and  the  farm  newspapers. 
The  purchase  from  the  estate  of  the  late 

Sen.  Arthur  Capper  (R-Kan.)  who  died  in  1951, 
was  handled  through  media  broker  Vincent  J. 
Mano,  New  York,  formerly  associated  with 
Smith  Davis  broker  company. 

Stauffer  owns  KSEK  Pittsburg  and  KSOK 
Arkansas  City,  both  Kan.,  and  KGFF  Shawnee, 

Okla.  Stauffer  newspapers  are  Pittsburg  Head- 
light and  Sun,  Arkansas  City  Traveler,  Topeka 

State  Journal  and  Newton  Kansan,  all  Kan.; 

Grand  Island  Independent  and  York  News- 
Times,  both  Neb.;  Maryville  Forum,  Nevada 
Mail  and  Independence  Examiner,  all  Mo.; 
Shawnee  (Okla.)  News  and  Star  and  the  Santa 

Mauer  Named  Sales  V.P. 

For  Both  WCUE,  WICE 

JOHN  F.  MAUER  has  been  appointed  vice 
president  of  sales  for  both  WCUE  Akron, 
Ohio,  and  its  sister  station,  WICE  Providence, 
R.  I.,  and  Hartley  Lucas  has  been  named 
station  manager  for  WCUE,  it  was  announced 
last  week. 

Mr.  Mauer,  a  lifelong  resident  of  Akron, 
has  been  commercial  manager  of  WCUE  since 
the  station  went  on  the  air  in  1950. 

MR.  LUCAS 

Mr.  Lucas,  a  native  of  Toledo,  Ohio,  was 
associated  with  radio  stations  in  Cleveland  and 

Dayton,  Ohio,  and  Miami,  Fla.,  before  join- 
ing WCUE  two  years  ago.  Prior  to  his  new 

promotion,  he  was  assistant  station  manager. 
Tim  Elliot,  who  relinquished  the  post  of 

WCUE  general  manager,  will  serve  as  presi- 
dent of  both  WCUE  and  WICE,  responsible 

for  general  policy  and  planning. 
John  F.  Crohan  is  WICE  station  manager. 

Maria  (Calif.)  Times. 
Heading  the  Capper  organization  is  Philip 

Zack,  New  York  advertising  chief  for  Capper 
Publications.  He  succeeded  Henry  Blake  as 
president  of  the  company  when  the  latter  died. 
Oscar  Stauffer  of  Topeka  heads  the  organiza- 

tion bearing  his  name.  Stanley  Stauffer,  a  son 
of  the  publisher,  said  last  week  that  general 
policies  and  personnel  will  undergo  little  change. 

Tv  Corp.  of  America 

Adds  Two  More  Buys 

SALE  of  KBMI  Henderson,  Nev.,  and  remote- 
controlled  24-hour  KSHO-TV  Las  Vegas  by 
publisher  Moritz  Zenoff  for  $350,000  plus  to 
Television  Corp.  of  America  was  announced 
Thursday  by  Frank  Oxarart,  executive  vice 
president  of  Albert  Zugsmith  Corp.,  Hollywood 
radio-tv  broker.  Sale  is  subject  to  FCC  ap- 

proval. 
Television  Corp.  of  America  is  a  new  firm 

composed  of  Mr.  Oxarart,  also  part  owner  of 
KRKD  Los  Angeles,  KVSM  San  Mateo  and 
KITO  San  Bernardino,  Calif.;  Arthur  Hogan, 
owner  of  KFOX  Long  Beach,  Calif.,  and  part 
owner  of  KULA-AM-TV  Honolulu  and 
KVSM;  Jack  Feldmann,  part  owner  KVSM, 
and  Albert  Zugsmith,  who  has  interests  in 
KULA-AM-TV,  KVSM,  KITO  and  KRKD. 

Mr.  Zenoff  publishes  the  Boulder  City  News. 
He  put  KSHO-TV  on  the  air  last  May  on  ch. 
13  as  an  around  the  clock  push-button  station 
and  operating  with  a  staff  of  three  announcer- 
engineers,  two  salesmen  and  two  office  people. 

Each  engineer  works  an  eight-hour  shift,  con- 
trols all  technical  functions  from  a  central  con- 
trol board.  The  remote  control  studio-trans- 

mitter package  was  developed  by  Kay  Labs., 
San  Diego. 

Mr.  Zenoff  told  B»T  the  seven-day,  weekly 
24  hour  daily  film-live  station  has  cost  about 
$12,500  monthly  to  operate.  Jim  Hawthorne 

is  operations  manager.  KSHO-TV  cost  about 
$70,000  to  put  on  the  air.  It  is  located  in  Las 

Vegas'  Fremont  Hotel. 
Mr.  Oxarart  told  B«T  KSHO-TV  is  "the 

most  outstanding  example  of  streamlined  tele- 

vision operated  in  the  U.S.' The  Zugsmith  firm  said  a  prior  application 

before  FCC  to  transfer  KSHO-TV  to  Wilbur 
Clark,  operator  of  Desert  Inn  there,  has  been 
dropped. 

Cruise  Takes  Detroit  Post 

With  CBS  Radio  Spot  Sales 

RICHARD  G.  CRUISE,  sales  development  rep- 
resentative in  the  New  York  office  of  CBS  Ra- 

dio Spot  Sales,  has  been  named  to  head  the  sta- 
tion representation 

organization's  sales development  office  in 

Detroit,  effective  to- 
day (Monday),  Ray 

H.  Kremer,  sales  de- 
velopment manager 

for  CBS  Radio  Spot 
Sales  announced  last 

week. 
Mr.  Cruise  suc- 

ceeds Keith  Bald- win, who  died  July 
26  [B*T,  July  30]. 
From  the  Detroit 

office,  he  will  service 

agencies  and  clients  in  Michigan,  Ohio,  Wes 
Virginia,  and  Western  Pennsylvania. 

CRUISE 
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MR.  LANDSBERG 

KLAUS  LANDSBERG, 

TV  PIONEER,  DIES 

Forty-year-old  vice  president 
of  Paramount  Television  Pro- 

ductions and  general  man- 

ager of  KTLA  (TV)  Los  Angeles  . 

is  credited  with  creating  many 
electronic  devices. 

KLAUS  LANDSBERG,  40,  television  pioneer, 
vice  president  of  Paramount  Television  Pro- 

ductions and  general  manager  of  KTLA  (TV) 
Los  Angeles,  died 
of  cancer  at  his 

home  in  the  Holly- 
wood hills  early 

Sept.  16.  Although 
refusing  to  slacken 
his  extensive  activ- 

ities in  programming 

and  technical  super- 
vision and  develop- 

ment up  to  almost 

the  last,  Mr.  Lands- 
berg  underwent  sur- 

gery several  times 
during  the  past  sev- 

eral years.  He  never 
let  fellow  workers  know  of  his  condition  and 
as  late  as  Saturday  told  his  family  he  wished 
to  get  back  to  the  office  within  a  week  or  two. 

Radio-lv  and  film  industry  figures  thronged 
Rosary  services  held  for  him  Tuesday  evening 
at  Callahan  Mortuary  in  Hollywood.  Burial 
was  Wednesday  morning  with  a  requiem  Mass 
at  the  San  Gabriel  Mission  in  Alhambra. 

Bernard  Goodwin,  vice  president  of  Para- 
mount Television  Productions,  New  York,  an- 

nounced that  his  personal  representative,  Lou 
Arnold,  had  been  named  acting  general  man- 

ager of  KTLA  on  an  interim  basis. 

Industry  Contributions  Cited 

Richard  A.  Moore,  president  and  general 
manager  of  KTTV  (TV)  Los  Angeles,  issued 
the  following  statement  in  behalf  of  the  six 
other  Los  Angeles  tv  stations,  including  KABC- 
TV,  KCOP  (TV),  KHJ-TV,  KNXT  (TV), 
and  KRCA  (TV). 

"The  television  broadcasting  industry  of 
Southern  California  and  television  as  a  whoie 

have  suffered  an  irreparable  loss  in  the  un- 
timely passing  of  Klaus  Landsberg.  From  the 

day  he  came  to  Los  Angeles,  when  television 
receivers  were  few  and  the  potential  of  the 
television  camera  virtually  unknown,  he  devoted 
unceasing  energy  and  skill  to  the  progress  of 
television.  His  contributions  to  the  medium 

have  been  specific,  important  and  lasting.  Both 
the  industry  and  the  viewers  of  Southern  Cali- 

fornia can  be  thankful  for  his  years  among  us. 

"On  behalf  of  the  television  stations  of  the 
community,  we  express  our  deepest  sympathy 

to  his  widow,  his  family  and  his  associates." 
Mr.  Landsberg  is  survived  by  his  wife,  Janice 

McDonald  Landsberg,  a  son,  Cleve,  9,  and  by 
his  father  and  mother,  Mr.  &  Mrs.  Franz 
Landsberg. 

Mr.  Landsberg  was  born  July  7,  1916,  in 
Berlin,  Germany.  Even  at  the  age  of  9  his 
interest  in  radio  was  apparent  as  he  spent  most 
of  his  spare  time  building  radio  sets  and  other 

gadgets.  At  16  he  amazed  the  German  elec- 
tronic world  by  building  the  most  effective 

shortwave  receiver  set  yet  conceived,  using 
fewer  tubes  than  before  possible.  The  set  won 
first  prize  at  a  national  exhibition. 

He  celebrated  his  18th  birthday  by  becom- 
ing assistant  to  Professor  Faerber,  European 

pioneer  and  director  of  one  of  the  first  tv 
laboratories  in  the  world.  It  was  during  this  as- 

sociation that  Mr.  Landsberg  designed  me- 
chanical and  early  cathode-ray  tube  tv  equip- 

ment and  lectured  on  television  principles 
throughout  Europe.  He  was  an  avid  student, 
too,  obtaining  two  degrees — electrical  engineer 
and  communication  engineer — in  1936  from 
Polytechnical  Institute  in  Czechoslovakia. 
Earlier  he  had  studied  at  various  colleges  in 
Holland  and  Germany  and  later  did  post- 

graduate work  at  the  U.  of  Berlin.  During  this 
period  he  also  became  skilled  in  playing  four 
musical  instruments  and  was  an  accomplished skier. 

In  1936  Mr.  Landsberg  was  called  upon  to 
assist  in  the  history-making  telecast  of  the 
Berlin  Olympic  Games.  The  next  year  he 
joined  the  laboratory  of  Prof.  Dr.  Arthur  Korn, 
inventor  of  picture  telegraphy. 

During  this  association,  the  young  engineer 
created  many  new  electronic  devices.  The  most 
outstanding  was  an  electronic  aid  to  naviga- 

tion and  blind  landings,  considered  so  vital 
the  Third  Reich  declared  it  a  military  secret. 
But  Mr.  Landsberg  was  determined  to  destroy 
it  as  a  Nazi  weapon  and  he  did. 

This  basic  radar  principle  in  1937  became 

Mr.  Landsberg's  passport  to  America — a  story 
which  in  itself  might  be  a  dramatic  thriller. 
He  became  a  U.  S.  citizen  on  Jan.  8,  1943. 

Farnsworth  Television  Inc.  hired  Mr.  Lands- 
berg as  television  development  engineer  in 

Philadelphia  in  1938,  and  the  following  year  he 
transferred  to  NBC  New  York  to  help  prepare 
the  first  public  tv  demonstrations  in  the  U.  S. 

at  the  World's  Fair. 
Next  he  was  signed  by  Dr.  Allen  B.  DuMont 

as  television  design  and  development  engineer 
for  the  New  York  DuMont  laboratories.  He 

helped  put  Du  Mont's  WABD  (TV)  New  York 
on  the  air  and  assisted  in  producing  the  first 

programs  for  this  station. 
In  1941  Mr.  Landsberg  moved  to  DuMont 

stockholder  Paramount  Pictures  Corp.  and 
was  sent  to  Hollywood  late  that  summer  to 
organize  W6XYZ  (now  KTLA),  the  Paramount 
outlet.  W6XYZ  operated  six  years  on  an  ex- 

perimental basis  before  it  became  KTLA  in 

January  1947,  Los  Angeles'  first  commercial 
tv  station.  As  manager  of  KTLA,  Mr.  Lands- 

berg innovated  many  west  coast  and  industry 
"firsts,"  including  the  initial  west  coast  net- 

work in  1948,  a  direct  pickup  service  between 
KTLA  and  KFMB-TV  San  Diego.  Both  Mr. 
Landsberg  and  KTLA  through  the  years  have 
been  honored  by  multiple  industry  and  civic 
citations  for  their  achievements  and  service 
to  the  community  and  profession. 

WILK-TV  Up  Another  Notch; 

Power  Now  1.5  Million  Watts 

A  NEW  broadcasting  milestone  was  reached 

last  Tuesday  when  ch.  34  WILK-TV  Wilkes- 

Barre,  Pa.,  "pierced  the  megawatt  barrier,"  at- 
taining an  effective  radiated  power  of  1.5  mil- 

lion watts. 

The  new  high-power  operation  has  brought 
favorable  viewer  response,  according  to  Tom 
Shelburne,  WILK-TV  managing  director,  who 
said  station  has  received  several  post  cards  from 

Williamsport,  Pa. — about  65  miles  away — de- 

scribing reception  there  as  "very,  very  good." Mr.  Shelburne  stated  that  an  area  viewer  who 

previously  received  a  fair  WILK-TV  picture 
with  an  outside  antenna,  informed  the  station 

that  the  new  WILK-TV  picture  was  so  clear 

he  "threw  away  the  antenna." 
Mr.  Shelburne  reported  that  the  million-plus- 

watt  power  (actual  power  reached  was  1,448,- 
000  watts)  was  accomplished  largely  by  in- 
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MR.  MORRIS 

CHESTER  SAWICKI,  WILK-TV  transmitter 

engineer,  prepares  to  throw  the  switch 
on  the  GE  transmitter,  sending  the  ch. 

34,  ABC-affiliated  station  to  new  high 

power  of  1.5  million  watts. 

creasing  the  drive  on  the  klystons,  which  boosted 
the  output  from  a  45-kw  GE  transmitter  to  the 
60-kw  power  needed  for  the  new  operation. 
Another  important  factor,  he  said,  was  a  new- 
type  transmission  line  manufactured  by  Com- 

munications Products  Inc.  Antenna  gain  is  25. 

General  Teleradio's  Morris 
Named  Head  of  Western  Sales 

GEORGE  MORRIS,  former  sales  manager  of 
WGTH-TV  Hartford  (now  WHCT  [TV]),  Conn., 

last  week  was  named 

western  sales  mana- 
ger for  General 

Teleradio-  owned  ra- 
dio-tv  stations,  with 

headquarters  in  Chi- 
cago. WHCT  (ch. 

18)  was  taken  over 
by  CBS  earlier  this 
month,  following 

FCC  approval  of  the 
$650,000  sale  by 

RKO  Teleradio  Pic- 
tures to  the  network 

[B»T,  Sept.  17]. 
Mr.  Morris  joined 

Teleradio  in  1953  as  a  WGTH-TV  account 
executive,  and  was  named  sales  manager  last 
year.  He  also  has  been  with  KMBC  and  KCTY 

(TV),  both  Kansas  City. 

NCAA  Approves  Telecasts 
Of  Notre  Dame  Grid  Games 

NATIONAL  Collegiate  Athletic  Assn.  has 

granted  permission  for  WNDU-TV  South  Bend, 
Ind.,  to  televise  all  but  two  of  the  U.  of  Notre 

Dame's  home-and-road  football  games  this  fall, 
it  was  announced  last  week  by  Bernard  C. 
Barth,  general  manager  of  the  outlet. 

Telecasts  of  seven  games  have  been  sold  to 
four  advertisers — Seven  Up  Bottling  Co.,  St. 
Joseph  Bank  and  Trust  Co.  of  South  Bend, 
West  Michigan  Electric  (RCA-Whirlpool  dis- 

tributors) and  Peter  Eckrich  &  Sons. 

Station  spokesmen  claimed  the  tv  schedule 
appeared  to  be  the  most  ambitious  ever  under- 

taken by  a  single,  locally-operated  station,  and 
reported  WNDU-TV  will  order  2,000  miles  of 
coaxial  cable  for  the  games. 

Aside  from  those  seven  games  (three  at 

home,  four  away),  U.  of  Notre  Dame  also  will 
appear  once  each  on  the  NBC-TV  national 
and  big  10  regional  slates,  it  was  understood. 
WNDU-TV  announced  previously  it  will  feed 
five  Notre  Dame  games  closed  circuit  into 
hotels  of  the  Sheraton  chains  starting  this  past 
Friday  evening. 
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STATIONS 

WRCV-TV  Begins  Telecasting 

Local  Live  Color  Programs 

WRCV-TV  Philadelphia  announced  last  week 
that  the  NBC-owned  station  will  begin  tele- 

casting local  live  color  today  (Monday)  and 
at  the  same  time  reported  the  signing  of  a  52- 
week  saturation  color  spot  contract. 

Lloyd  E.  Yoder,  NBC  vice  president  and 

general  manager  of  WRCV-AM-TV,  and 
Philadelphia  Mayor  Richardson  Dilworth  are 
to  participate  in  brief  opening  ceremonies  this 
morning.  Following  this,  the  Let  Scott  Do  It 
program  (9-10  a.m.)  will  debut  in  color  and 
will  be  shown  in  color  everyday,  as  will  the 

remainder  of  WRCV-TV's  across-the-board  live, 
local  shows.  These  include  Newsroom  (2:55 

p.m.),  Funhouse  (6  p.m.),  Taylor  Grant  and  the 
News  ( 1 1  p.m. ) ,  Sports  Spot  (11:10  p.m. ) .  Judy 
Lee  and  the  Weather  (11:15  p.m.)  and  Talk 
of  the  Town  (11:20  p.m.). 

Beginning  Oct.  6,  WRCV-TV  will  introduce 
a  new  live  show  in  color,  Jazz  Festival  (11:30 

p.m. -midnight.)  The  station  will  offer  12-15 
hours  weekly  of  local  color,  and  with  NBC 
network  programs,  will  have  a  minimum  of  20 
hours  in  color  for  National  Television  Week 
(this  week). 

Abbotts  Dairies  Inc.,  for  its  ice  cream  divi- 

sion, has  signed  the  52-week  contract  calling 
for  15  one-minute  and  20-second  color  spots 
weekly.  Abbott  announcements,  beginning  Oct. 
15,  will  be  placed  in  or  adjacent  to  local  and 
network  color  programs.  The  spots  will  be 
both  filmed  and  live. 

The  order  was  placed  through  Richard  A. 
Foley  advertising  agency,  with  Earle  Steitert, 
Foley  vice  president,  handling  the  Abbott  ac- 

count. The  client  has  used  tv  regularly  since 
1946,  and  F.  W.  Hooven,  advertising  manager 
for  the  ice  cream  division,  recommended  use 
of  the  color  campaign.  The  Foley  agency 
operates  its  own  color  tv  experimentation  pro- 
gram. 

Arries  Leaves  WTTG  (TV) 

To  Join  CBS-TV  Spot  Sales 

RESIGNATION  of  Leslie  G.  Arries  Ir.  as  gen- 
eral manager  of 

WTTG  (TV)  Wash- 
ington, D.  C,  was 

announced  last  week. 
Mr.  Arries,  with  the 
outlet  since  July 
1953,  will  join  the 
staff  of  CBS-TV 
Spot  Sales  in  Chi- 

cago in  early  Octo- 
ber. No  successor 

had  been  indicated 
by  the  station  as  of 
last  Friday. 

ARRIES 

Promotions  by  WITH  Seen 

No  Hazard  for  Advertisers 

MERCHANDISING  PLANS  of  WITH  Balti- 

more, by  which  in-store  promotional  services 
are  offered  in  connection  with  time  bought  at 
station  card  rates,  do  not  involve  hazards  for 
advertisers  under  the  Robinson-Patman  Act,  in 
the  opinion  of  Paul  A.  Porter  of  Arnold,  Fortas 
&  Porter,  Washington  law  firm. 

Answering  an  inquiry  by  R.  C.  Embry,  WITH 
vice  president,  Mr.  Porter  noted  that  retailers 
provide  such  services  in  exchange  for  broad- 

cast services  provided  by  the  station.  Key  point 
of  the  contract,  Mr.  Porter  said,  is  the  fact 
that  all  competing  retailers  in  the  area  are 

given  an  opportunity  to  participate  in  the  WITH 

plan. 
He  said  the  law  firm  has  considerable  doubt 

"whether  the  Robinson-Patman  Act  can  prop- 
erly be  interpreted  to  support  complaints  against 

advertisers  who  purchase  time  from  you  con- 
sidering the  terms  upon  which  you  have  ar- 

ranged to  provide  the  extra  promotional  serv- 
ices. In  your  case,  the  cooperating  retailers  are 

entitled  to  broadcast  services  in  return  for  their 

promise  to  provide  promotional  displays  and 
regardless  of  whether  you  succeed  in  persuad- 

ing any  advertisers  to  deal  with  you. 

"The  arrangement  is  therefore  essentially 
promoted  by  your  station  in  order  to  stimulate 
the  sale  of  air  time  in  its  own  self-interest.  In 
such  circumstances,  at  least,  we  believe  that  any 
benefits  received  by  the  retailers  are  provided 
by  the  station,  rather  than  the  food  suppliers 

New  Relay  for  WPTZ  (TV) 

To  Be  in  Operation  Oct.  1 

UPON  COMPLETION  of  a  $100,000  build- 
ing program  the  end  of  this  month.  WPTZ  (TV) 

Plattsburg,  N.  Y.,  will  be  able  to  pick  up  all 
NBC-TV  shows  via  a  two-hop  microwave  relay 
now  being  installed  by  the  Bell  Telephone  Co. 
The  new  relay,  General  Manager  George 
Barenbregge  announced  last  week,  will  be  in 
operation  Oct.  1. 
Two  weeks  ago,  construction  of  a  new  two- 

mile  road  to  the  WPTZ  (TV)  transmitter  atop 
2.200  ft.  Terry  Mt.  was  completed,  allowing 

the  station's  engineers  access  to  the  transmitting 
site,  "no  matter  what  the  weather"  in  Platts- 
burg's  sub-zero  winter  temperature.  As  part  of 
the  expansion  program,  WPTZ  (TV)  has  laid  a 
private  power  line  up  the  mountain  so  that  New 
York  State  Gas  &  Electric  Co.  can  supply  the 

transmitter  with  three-phase  4,400  v  service. 
The  two  55  kw  diesel  generators  used  hereto- 

fore will  be  deactivated,  with  one  generator 
used  for  standby,  emergency  power  purposes. 
WPTZ  (TV)  is  owned  and  operated  by  Great 

Northern  Television  Inc.,  Plattsburg. 

WSYE-TV  Elmira  on  Air; 

Bolger  Acting  Manager 

WSYE-TV  Elmira-Corning,  N.  Y.,  went  on  the 
air  Sept.  15  at  7  p.m.  with  a  special  one-hour 
live  telecast  featuring  station  and  civic  officials. 
The  ch.  18  outlet  is  owned  and  operated  by 

Central  New  York  Broadcasting  Corp.  ( WSYR- 
AM-FM-TV  Syracuse,  N.  Y.). 
WSYE-TV  will  be  on  the  air  18  hours  daily 

and  will  carry  the  full  NBC-TV  schedule,  ac- 
cording to  E.  R.  Vadeboncoeur.  president  and 

general  manager  of  WSYR-AM-TV.  Executives 
of  the  new  station  include  Robert  Bolger,  act- 

ing station  manager,  and  Mrs.  Dana  Near,  office 
manager. 

WHAM  Names  Christal  Co. 

WHAM  Rochester  has  appointed  Henry  I. 
Christal  Co.  as  it  national  sales  representative, 
it  was  announced  last  week  by  John  H.  Riggs, 
president  of  Riggs  &  Greene  Broadcasting 
Corp.,  licensee.  The  appointment  was  effective 
Sept.  14.  WHAM  operates  with  50  kw  on 
1180  kc  and  is  an  NBC  affiliate.  Riggs  & 
Greene  took  over  ownership  and  operation  of 
the  34-year-old  station  a  few  weeks  ago,  ac- 

quiring it  from  Transcontinent  Television 
Corp..  which  had  bought  both  WHAM  and 
WHAM-TV  from  the  Stromberg-Carlson  Corp. 
Transcontinent  is  operating  WHAM-TV  under 
new  call  letters,  WROC-TV  [B«T,  Sept.  171. 

REPRESENTATIVE  APPOINTMENT 

KWFC  Hot  Springs,  Ark.,  appoints  Venard, 
Rintoul  &  McConnell  as  national  representa- 

tive, James  S.  Ayres  &  Co..  as  southeastern  rep- 
resentative. Clyde  Melville  Co.  continues  as 

southwestern  representative. 

STATION  PEOPLE 

Charles  L.  King,  Jr.  promoted  from  staff  to 
local  sales  manager  of  KARD-TV  Wichita,  Kan. 
He  formerly  was  with  KGNC-TV  Amarillo, Tex. 

MR.  MASCHMEIER MR.  KING 

Howard  W.  Maschmeier,  executive  assistant  to 

Roger  Clipp,  general  manager  of  Triangle  Pub- lications Inc.  stations,  to  New  York  sales  office 

in  national  spot  tv  sales  and  services.  Gordon 

J.  Grant,  formerly  sales  staff.  WCOP-AM-FM 
Boston,  to  Triangle  New  York  operation  in 
national  spot  radio  sales  and  services. 

Jesse  H.  Cripe,  formerly  assistant  operations 

manager.  WTV  J 

(TV)  Miami,  to 
WFGA-TV  Jackson- 

ville, Fla.,  as  general manager. 

Sterling  Zimmerman, 
formerly  commercial 

manager.  KLFY-TV Lafayette,  La.,  to 
KGBT-AM-TV  Har- 

lingen,  Tex.,  as  na- tional and  regional 
sales  manager. 

MR.  CRIPE 
Frank  Harmon,  for- 

mer assistant  manager.  WBAW  Barnwell,  S.  C, 
to  WSNW  Seneca,  S.  C,  as  sales  manager  and 

program  director. 

E.  C.  (Red)  Stangland,  farm  service  director, 

KSOO  Sioux  Falls, 

S.    D..    to  KBRK 
Brookings,  S.  D.,  as 

general  manager. 

Pete  Boghosin,  CBS, 

San  Francisco,  to 

KOCS  Ontario,  Cal- 
if., as  sales  manager. 

Mel  Hall  appointed 

KOCS  program  di- rector. 
MR.  STANGLAND 

Dick  Drum  my  Jr.,  Dallas  tv  sales  office.  Ed- 
ward Petry  &  Co.,  to  commercial  manager 

WFAA-TV  Dallas.  He  succeeds  Mike  Shapiro, 

who  resigns  to  become  managing  director,  Grif- 

fin Grocery  Co.'s  tv  interests. 
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Charles  H.  Underwood,  WMBS  Uniontown, 
Pa.,  to  WCVI  Connellsville,  Pa.,  as  station 
manager. 

George  Rogers,  commercial  production  mana- 
ger, WKRC-TV  Cincinnati,  to  sales  represent- 

ative. Succeeding  him  is  Barry  Hersh,  film  di- 
rector. John  Hill,  WKRC-TV  film  staff,  to  film 

director.  Mr.  Rogers  joined  station  in  1954 
from  WLWT  (TV)  Cincinnati,  where  he  was 
assistant  general  sales  manager. 

Lute  Mason,  sports  director,  WDSM-TV  Du- 
luth,  Minn.,  to  KSTP-TV  St.  Paul,  Minn,  as 
account  executive. 

Eugene  Peter  Tiscornia  Jr.,  named  merchandis- 
ing manager,  KTSN  Stockton,  Calif. 

Pel  Schmidt,  local  sales  manager  of  WAAM 

(TV)  Baltimore,  promoted  to  commercial  man- 
ager. 

Roy  M.  Schwartz,  assistant  program  manager, 
WBZ-TV,  WBZA 
Boston,   named  ad- 

vertising   and  sales 
promotion  manager. 

Al  Baccari  Jr.,  pub- 
lic relations  consult- 

ant, Foster  &  Klei- 
ser,  outdoor  adver- 
ising  firm,  to  KPIX 
(TV)  San  Francisco 

as  manager  of  pub- 
lic relations  depart- 

ment. 

MR.  SCHWARTZ 
William  F.  Mitchell, 
free-lance  screen  and  tv  writer,  to  KEYT  (TV) 
Santa  Barbara,  Calif.,  as  continuity  director. 
Sylvia  Lescoulie,  tv  entertainer,  to  KEYT  talent 
staff. 

Jack  Slattery,  W1LS  Lansing,  Mich.,  to  WHAM 
Rochester,  N.  Y.,  conducting  morning  show. 
Jane  Allen,  local  club  woman,  becomes  WHAM 

women's  director.  Carroll  Hardy,  WKBW  Buf- 
falo, and  Bill  Dwyer,  WBBF  Rochester,  join 

WHAM  as  disc  jockeys.  Ray  Laws  and  Jack 
Ross  promoted  to  morning  news  editor  and 
night  news  editor,  respectively,  under  WHAM 
News  Director  David  Kessler. 

Sam  Cook  Digges,  general  manager,  WCBS-TV 
N.  Y.,  named  greater  New  York  chairman  of 
the  Third  Annual  Campaign  of  National  Re- 

tarded Children's  Week. 

Ed  Mills,  WLWT  (TV)  Cincinnati  and  WHAS 
Louisville,  Ky.,  to  WINN  Louisville. 

John  Wingate,  NBC  news  reporter  and  for- 

merly with  WOR  New  York,  rejoins  WOR's newscasting  staff. 

Bill  J.  Wheatley,  former  writer,  WKY-AM-TV 
Oklahoma  City,  rejoins  station  as  writer-pro- 
ducer-director. 
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FOLK  A 

BAND  B 

CONCERT  C 

GOSPEL  G 

HAWAIIAN  H 

JAZZ,  DANCE  N 

POLKA  P 

RELIGIOUS  R 

SPANISH  S 

The 

QUINT 

CITIES 

Basic 
NBC  Affiliate 

5  CITIES— 2  COUNTIES 
the  Hub  of  a  Major  Market 

WOC  covers  the  market.  WOC  sells  your  product. 
Surveys  prove  it.  Advertisers  know  it. 
WOC  the  Quint  city  station,  in  the  heart  of  this 

rich,  agricultural  and  industrial  area ....  a  market  with  money  in  its 
pockets  ...  a  market  blanketed 

by  WOC. The  Quint  city  area  is  ideal  for 
test  campaigns.  Five  cities  combined 
into  one  metropolis  .  .  .  thousands 
of  rural  listeners. 

Select  WOC  for  successful  sales 
end  campaigns. 

Get  the  facts  from  your  nearest 
F  &  P  office  ...  or  from  WOC 
direct. 

WOC 
S.000  W  1420  Kc 

Col.  B.  J.  Palmer,  President 
Ernest  C.  Sanders,  Manager 

WOC 

Davenport,  Iowa 

AM-FM-TV 
Free  &  Peters  Inc. 

Exclusive  National  Representatives 

— —  ■ 

Dloide  Station 
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STATIONS INTERNATIONAL 

WHO's  Farm  Event 
MORE  than  100,000  persons  attended 

the  1956  National  Field  Days  and  Na- 
tional Plowing  Matches  this  past  week- 

end in  Jasper  County,  Iowa,  co-sponsored 
by  WHO-AM-FM-TV  Des  Moines  and 
various  farm  groups.  The  event,  origi- 

nated by  WHO  17  years  ago,  is  designed 
to  dramatize  better  land  use,  select  state 
and  national  champion  plowmen,  focus 
national  attention  on  agriculture,  and 
provide  two  major  political  parties  with 
equal  time  to  tell  their  farm  story. 

President  Eisenhower  was  present  at 

the  event  last  Friday,  and  Adlai  Steven- 
son made  an  appearance  Saturday. 

Visitors  to  the  2,000-acre  area  20  miles 
east  of  Des  Moines  saw  internationally 
known  champion  plowmen  in  action  along 
with  dozens  of  demonstrations  and  dis- 

plays stressing  soil  conservation  on  a 
small  watershed  area. 

WHO-AM-FM-TV  entertained  agency 
personnel  at  a  dinner  Friday  and  at 
breakfast  Saturday,  following  which  a 
tour  of  various  sights  was  conducted. 

Ben  Summers,  former  program  director,  WKLE 
Washington,  Ga.,  to  WMOO  Milford,  Mass., 
as  staff  announcer. 

Alan  Fredericks,  staff  announcer  and  music 

director,  WABJ  Adrian,  Mich.,  to  WGBB  Free- 
port,  Long  Island,  N.  Y.,  as  staff  announcer. 

Stuart  M.  Nathanson,  formerly  production  man- 
ager, Cascade  Bcstg.  Co.  (KIMA-AM-TV  Yak- 
ima, Wash.,  KEPR-TV  Pasco,  Wash.,  KBAS- 

TV  Ephrata,  Wash.),  to  KTVW  (TV)  Seattle, 
Wash.,  as  production  manager. 

Betty  Utter  to  KFJZ-TV  Fort  Worth,  Tex.,  as 

hostess  of  woman's  program. 

Jerry  Romig,  formerly  day  news  editor,  WDSU- 

TV  New  Orleans,  to  station's  production  staff 
as  writer  and  production  co-ordinator. 

Chuck  Zink,  former  program  director,  WCMB- 
TV  Harrisburg,  Pa.,  to  WTVJ  (TV)  Miami,  as 
staff  announcer. 

Warren  Michael  Kelly,  former  early-morning 
man,  WGR  Buffalo,  has  returned  to  station 

after  five-year  m.  c.  stint  at  WXYZ-TV  De- 
troit. 

Pat  Schrier  named  to  host  Romper  Room  pro- 
gram, WGR-TV  Buffalo,  N.  Y. 

Nancy  Clark  to  WBAL-TV  Baltimore  on  Mil- 
lion Dollar  Movie  program. 

Jack  Clifton,  29-year-old  program  director, 
WCUE  Akron,  Ohio,  died  of  cancer  Sept.  8. 
He  had  been  hospitalized  six  weeks. 

Lawrence  H.  Rogers  II,  president-general  man- 
ager, WSAZ-AM-TV  Huntington,  W.  Va., 

named  chairman  of  terminal  building  advisory 

committee  by  Tri-State  Airport  Authority  of 
Huntington.  Committee  is  seeking  to  speed 

up  $2.4  million  expansion  program  at  Tri-State 
airport. 

Bonnie  Lee  Zornow,  personality  on  Beat  Mr. 
Genius  program,  KTTV  (TV)  Los  Angeles, 

married  to  Paul  Manchester  of  KTTV  purchas- 
ing department  Sept.  8. 

ROYAL  COMMISSION 

SITTINGS  STARTED 

Decentralization  of  production 

facilities  is  urged  in  opening 

briefs.  Two-week  session  ends 

with  next  sitting  Oct.  2. 

CANADA'S  Royal  Commission  on  Broadcast- 
ing began  its  fall  sittings  at  Montreal  Sept.  10, 

with  32  briefs  being  heard.  Included  were 
a  number  from  the  province  of  Newfoundland, 
where  the  commission  was  unable  to  sit  before 
its  June  suspension  due  to  bad  flying  weather 

to  St.  John's,  the  Newfoundland  capital.  Hear- 
ings started  in  Ottawa  Sept.  17  and  lasted 

through  Sept.  21,  with  28  briefs  on  the  agenda. 
The  commission  then  recesses  till  Oct.  2, 

when  final  briefs  will  be  presented  by  the 
Canadian  Broadcasting  Corp.  and  the  Canadian 
Assn.  of  Radio  &  Television  Broadcasters. 

The  commission's  report  is  expected  to  be 
made  to  the  Canadian  government  late  this 
winter  or  early  next  spring. 

Seek  Decentralization 

French-language  groups  presenting  briefs  be- 
fore the  Royal  Commission  at  Montreal  asked 

that  the  Canadian  Broadcasting  Corp.  decen- 
tralize its  production  facilities  so  that  smaller 

centers  will  also  be  represented  on  television 

network  programs  with  live  shows  and  com- 
mentaries. Currently,  these  briefs  point  out, 

CBC  production  for  French-language  programs 
is  centered  in  Montreal,  and  for  English-lan- 

guage programs  in  Toronto.  Too  great  a  cen- 
tralization, it  was  felt,  would  lead  to  neglect 

of  regional  needs  and  "risk  the  establishment 
of  a  sort  of  monopoly." 

Similarly,  the  French-language  Weekly  News- 

papers' Assn.  held  that  centralization  affected 
participation  in  various  programs  of  persons 
from  outlying  districts,  especially  weekly  news- 

paper editors  in  various  commentary  programs. 

Canada  Adds  Two  Tv  Channels 

At  Pembroke,  New  Glasgow 

REVISION  of  the  Canadian-USA  Television 
Agreement,  permitting  Canada  to  add  ch.  5 
to  Pembroke,  Ont.,  and  ch.  7  at  New  Glasgow, 
Nova  Scotia,  was  announced  by  the  FCC  last 
week.  The  Canadian  government  agreed,  the 
FCC  said,  that  it  will  not  authorize  any  station 
to  operate  in  Pembroke  if  its  transmitter  is 
less  than  190  miles  from  Lake  Placid,  N.  Y., 
or  less  than  170  miles  from  Rochester,  N.  Y. 
Co-channel  U.  S.  stations  on  ch.  5  are  WPTZ 
(TV)  Lake  Placid  and  WROC-TV  Rochester. 

Commercial  JOBX-TV  Osaka 

Plans  December  Target  Date 

JOBX-TV  Osaka,  Japan,  has  completed  its  new 
studio  and  office  building  and  plans  to  go  on 

the  air  Dec.  1  as  Japan's  third  commercial  out- 
let and  the  first  one  outside  Tokyo.  The  ch.  7 

outlet  will  operate  seven  hours  daily  with  a 
power  of  100  kw  and  will  serve  the  cities  of 

Osaka,  Kobe,  Kyoto  and  Nara. 

The  station  is  owned  by  Osaka  Television 

Broadcasting  Co.,  whose  principal  stockholders 
are  the  Asahi  Press  (Asahi  Broadcasting  Co.) 
and  Mainichi  Press  (New  Japan  Broadcasting 
Co.).  The  new  broadcast  building  has  88,359 
sq.  ft.  of  floor  space  and  three  large  studios. 
Remote   programming    will    be  accomplished 

American  Governor 

FIRST  American-born  member  of  the 
board  of  governors  of  the  Canadian 
Broadcasting  Corp.  is  Mrs.  R.  S.  Houck 

of  Brampton,  Ont.,  who  has  been  ap- 
pointed for  a  three-year  term.  Mrs. 

Houck,  who  was  born  in  Wisconsin,  be- 
came a  naturalized  Canadian  in  1928  and 

was  a  member  of  the  Canadian  delega- 
tion to  the  United  Nations  last  year. 

through  the  use  of  a  $190,000  remote  unit. 

Population  of  the  JOBX-TV  coverage  area 
is  12,811,386  with  an  estimated  89,300  tv  sets. 
The  other  commercial  tv  stations  in  Japan  now 
on  the  air  are  JOAX-TV  and  JOKR-TV,  both 
Tokyo.  Officers  of  JOBX-TV  are  Ko  Suzuki, 
president;  Tohru  Nagamatsu,  sales  manager; 
Kiyoshi  Hara,  program  manager;  Kunio  Endo, 
chief  engineer,  and  Denji  Atoh,  general  affairs 
manager. 

An  announcement  last  week  from  Tokyo  said 
Japan's  first  color  tv  broadcasts  are  scheduled 
for  November  on  a  test  basis.  Officials  said 
there  are  no  color  receivers  at  the  present  time 
but  that  there  will  be  soon. 

Australians  See  First  Tv 

As  TCN  Goes  on  Test 

TCN  (TV)  Sydney  gave  Australians  their  first 
look  at  tv  Sept.  16  when  the  station  went  on 
the  air  for  four  hours.  Reception  was  said  to 

be  good  with  "thousands"  going  to  retail  stores 
to  see  the  telecast. 
A  station  official  said  the  show  was  part 

of  a  training  and  development  phase  for  work- 
ers. Ch.  9  TCN  will  go  on  the  air  officially 

Nov.  4.  It  is  owned  by  a  general  shareholders 
corporation  with  a  major  interest  held  by  Con- 

solidated Press  Ltd.,  publishers  of  the  Sydney 

Daily,  Sunday  Telegraph  and  Women's  Weekly. 
Another  Sydney  station  and  two  in  Melbourne 
also  are  scheduled  to  go  on  the  air  in  November. 

British  Firm  Plans  to  Enter 

Canadian  Meter  Rating  Field 

TELEVISION  Audience  Measurement  Ltd., 

London,  is  planning  to  enter  the  Canadian  tele- 
vision meter  rating  field  in  Canada.  Martin 

Maddam,  a  director  of  TAM,  and  Guy  Bolam, 
North  American  representative  of  TAM,  have 
been  in  Toronto  and  Ottawa  discussing  their 
entry  into  Canada  with  the  Assn.  of  Canadian 
Advertisers,  Canadian  Assn.  of  Advertising 
Agencies  and  the  Canadian  Assn.  of  Radio  & 
Television  Broadcasters. 

TAM's  possible  entry  into  Canada  will  coin- 
cide with  the  opening  of  Nielsen  Co.  Broadcast 

Index  service  from  the  United  States,  due  to 
start  in  Canada  this  fall.  The  British  company 
has  a  meter  rating  contract  with  commercial 
tv  operators  in  Great  Britain. 

INTERNATIONAL  PEOPLE 

J.  L.  Sayers  appointed  station  manager,  CFUN 
Vancouver,  B.  C. 

Robert  F.  Tait,  supervisor  of  All-Canada  Radio 
&  Television  Facilities  Ltd.,  Winnipeg,  Man., 
to  assistant  manager  of  CKRC  Winnipeg.  He 

is  succeeded  as  manager  of  All-Canada  at  Win- 
nipeg by  Bruce  M.  Pirie,  commercial  manager 

of  CKRC  for  the  past  eight  years. 

Claude  Blackwood,  formerly  assistant  program 
director  of  KEX  Portland,  Oregon,  to  special 
events  director  of  CHED  Edmonton,  Alberta. 
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Engineers  like  it,  and 

management  loves  it 

The 

Sarkes  Tarzian 

LONG  RANGE 

MICROWAVE  RELAY 

(MWF-1C) 

The  only  color  corrected  2000  mc.  equipment  available 

for  immediate  delivery,  the  Sarkes  Tarzian  MWF-1C.  Con- 
venient to  install  and  service  for  use  in  STL  or  inter-city 

service.  Engineered  to  operate  in  the  2000  mc.  band  with 
proven  reliability  and  performance  over  several  years  of 
actual  operation  in  the  field. 

The  2000  mc.  frequency  gives  superior  performance 
because: 

1 —  Attenuation  at  this  frequency  is  10  times  less  than  at 
7000  mc.  for  the  same  path  distance. 

2 —  Fading  due  to  temperature,  humidity,  and  baro- 
metric changes  is  greatly  reduced  at  2000  mc.  com- 

pared to  7000  mc. 

3 —  There  is  practically  no  absorption  due  to  water  vapor 
as  compared  to  heavy  absorption  at  7000  mc. 

4 —  Less  equipment  needed  for  multiple  hop  relays,  giv- 
ing higher  reliability. 

5 —  Signal  to  noise  ratio  is  superior  at  2000  mc. 

The  equipment  performs  best  with  NTSC  color  or 
monochrome  transmission  with  simultaneous  trans- 

mission of  high  fidelity  audio. 

Equipment  can  be  located  indoors  with  parabola 
several  hundred  feet  up  on  the  tower.  Therefore,  all 
operating  equipment  is  accessible  at  all  times. 

Complete  stand-by  equipment  can  be  located  in  the 
same  area.  Rack  has  room  for  receiver  and  monitor 

and/or  high  fidelity  audio  diplexer,  thereby  reducing 
floor  space  requirements. 

Sarkes  Tarzian,  Inc. 

BROADCAST  EQUIPMENT  DIVISION 

Bloomington,  Indiana 

PRICE  $8500 

(Less  Parabolas) 

PORTABLE  MICROWAVE  RELAY  (MWP-2D 

Compact,  self-contained.  Highly  portable,  weighing  only  58 
pounds  including  case.  Transmitter  in  one  unit.  Receiver  in  one 

unit.  Operating  equipment  can  be  located  indoors  several  hun- 
dred feet  from  parabolas  if  necessary.  Operates  with  NTSC 

color  or  monochrome  signals  simultaneously  with  high  fidelity 
audio.  Conservative  15  mile  range  with  4  foot  parabolas. 
PRICE  $5700,  less  parabolas. 

I 
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-PROGRAMS  &  PROMOTIONS' 

Advertisement 

From  where  I  sit 

61/  Joe  Marsh 

Changed  Her  Whole 

"Point  of  View" 

Some  local  high  school  teachers  spent 

the  summer  taking  courses  at  the 

State  University.  They  learned  a  lot, 

but  one  of  them — Miss  Williams,  His- 

tory 2  —  got  so  homesick  that  she 
almost  ran  home. 

"To  save  expenses,  we  chose  a  hotel 

that  wasn't  exactly  the  Waldorf,"  she 

reports.  "Clean  but  grim.  When  I 
found  my  window  looked  out  on  a 

coalyard — well,  my  heart  just  sank!" 
But  when  Miss  Williams  noticed  a 

pot  of  geraniums  on  the  window  sill — 

and  a  note  saying  "Look  at  these  in- 

stead. Last  Occupant" — she  decided 
to  stick  it  out.  She  kept  those  flowers 

watered  and  tended,  and,  just  before 

coming  home,  added  a  pot  of  cycla- 

men as  her  effort  to  make  things  easier 

on  the  next  occupant. 

From  where  I  sit,  it's  often  hard  to 

adapt  to  new  surroundings — even  nice 

ones — just  as  new  customs  often  seem 

strange  to  us  at  first.  For  instance,  if 

you've  always  had  tea  with  your  meals 

you  might  find  it  odd  that  I  prefer  a 

glass  of  beer.  It's  OK  to  prefer  what's 
familiar  to  you  .  .  .  but  also  keep  an 

open  mind  on  what's  not. 

Copyright,  1956,  United  States  Brewers  Foundation 
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CBS  GOES  ON  ODYSSEY 

THE  American  Assn.  of  Museums  and  CBS- 
TV  have  combined  to  present  a  new  series  of 
programs  on  the  story  of  mankind.  Titled 
Odyssey,  the  weekly,  hour-long  programs  will 
begin  shortly  after  the  first  of  the  year.  Noted 
scientists,  historians  and  art  scholars  from  U.  S. 
museums  will  be  featured. 

SARNOFF  SPEAKS  ON  VOTING 

BRIG.  GEN.  DAVID  SARNOFF,  chairman  of 

the  board  of  RCA,  will  be  the  speaker  tomor- 

row (Tuesday)  on  NBC  Radio's  See  You  at  the 
Polls  program  (Mon.-Fri.,  5:35-5:40  p.m. 
EDT),  which  the  network  is  carrying  in  co- 

operation with  the  American  Heritage  Founda- 
tion's Register  and  Vote  Campaign.  Each  day 

a  prominent  citizen  urges  Americans  to  take 
advantage  of  their  right  to  vote.  Thomas 

D'Arcy  Brophy,  board  chairman  of  Kenyon  & 
Eckhardt  Adv.,  New  York,  will  be  the  speaker 

on  Sept.  30. 

TARGETS  FOR  SPOT 

NBC  Spot  Sales,  in  a  move  to  "lighten  the 
load"  of  agency  executives  in  pinpointing  "hot 
markets,"  has  provided  1,000  of  them  with  a 
dartboard  (and  three  darts)  as  well  as  a  score- 
book  with  "the  basic  rules  of  good  dartman- 
ship."  The  latter  contains  such  helpful  infor- 

mation as  how  to  select  a  suitable  target  (mar- 
ket), how  to  aim  (your  message)  and  picking 

an  appropriate  time  (when  to  let  go).  The 

board  is  marked  with  "targets"  designating  the 
stations  Spot  Sales  represents. 

WBUF  (TV)  SUCCESSFUL  AT  FAIR 

WBUF  (TV)'s  (Buffalo)  main  attractions  at  the 
Erie  County  Fair  in  Hamburg,  N.  Y.,  were  the 

semi-finalists  for  its  "Miss  Channel  17"  con- 
test. The  girls'  nightly  appearances  at  the 

fair  included  telling  the  story  of  uhf  and  par- 
ticipating in  tv  set  giveaways.  They  are  said 

to  have  been  the  contributing  factors  in 

WBUF's  success  there.  The  station  also  spon- 

sored a  "Safety  Spectacular"  in  Buffalo  with 
eight  hours  of  entertainment  for  both  adults 
and  children. 

WCCO  AT  MINN.  STATE  FAIR 

WCCO  Minneapolis-St.  Paul  presented  35,000 

copies  of  its  new  calendar  "Good  Neighbor  to 
the  Northwest"  to  visitors  of  the  Minnesota 
State  Fair.  Along  with  the  calendar,  station 
personalities  distributed  a  State  Fair  edition  of 
WCCO's  Radio  News  Parade,  a  monthly  publi- 

cation. People  were  also  able  to  meet  radio 

personalities  at  the  station's  headquarters 
during  the  exposition.  The  calendar  contains 
program  information,  important  dates  in 
WCCO's  history  and  the  birthdays  of  air  per- sonnel. 

CLINTON  VIOLENCE  COVERED 

RECENT  VIOLENCE  at  Clinton,  Tenn.,  was 

given  complete  coverage  by  the  news  depart- ment of  WROL  Knoxville,  Tenn.,  headed  by 
Bill  Johnson.  Descriptions  of  the  situation 
included  the  episode  in  which  tear  gas  finally 
was  used  to  disperse  crowds  shortly  before  the 

Highway  Patrol  arrived  to  restore  order.  Mr. 
Johnson  and  Hal  Durham  were  heard  on  NBC 
Radio  1 1  times  in  four  days.  WROL  reported 
that  to  its  knowledge  no  other  radio  stations 

were  doing  "live"  broadcasts  from  the  scene. 
WROL's  sister  station,  WATE-TV  also  was  in 
Clinton,  making  film  which  was  used  on  local 
news  shows  and  fed  to  numerous  news  services. 
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WEATHER  CONTEST  CLICKS 

THE  RESPONSE  to  the  Labor  Day  "Weather 
Contest"  over  KHOL-TV  Holdredge,  Neb.,  was 
so  large  that  the  station  has  decided  to  make 
it  an  annual  affair.  A  total  of  6,323  entries  were 
received.  Contestants  were  asked  to  guess  in 
advance  Labor  Day  weather  information, 

namely  the  6  p.m.  temperature,  the  day's  high 
and  low,  wind  direction  and  velocity  and  the 
general  forecast. 

WRCA-TV  INCREASES  COLOR 

WITH  the  addition  a  fortnight  ago  of  45  addi- 
tional minutes  to  its  colorcasting  schedule — 

all  of  them  covering  news  and  interview  pro- 
grams— WRCA-TV  New  York  now  is  airing 

an  average  of  eight  hours  40  minutes  of  local 
color  a  week.  In  addition,  as  an  NBC  owned- 
and-operated  station,  WRCA-TV  will  be  car- 

rying an  average  week's  load  of  18  color  hours. 
This  latter  figure  is  based  on  one  color  hour 
each  day  (Matinee),  at  least  one  color  hour 
a  night  plus  an  average  of  three  color  hours 
weekly  devoted  to  spectaculars.  In  way  of 
comparison,  WRCA-TV  said  its  sister  station, 
WNBQ  (TV)  Chicago,  an  all-color  station,  is 
airing  30  hours  of  local  color  weekly.  How- 

ever, "much  of  this  time,"  said  WRCA-TV, is  devoted  to  feature  film  fare. 

LONG  DISTANCE  RACE  COVERAGE 

SEATTLE  sports  fans  were  able  to  listen  to 

the  President's  Cup  Regatta,  a  race  for  hydro- 
planes, live  from  Washington,  D.  C,  on  KING 

Seattle.  The  Sept.  15  and  16  races  were  spon- 
sored by  the  Rainier  Brewing  Co.,  Seattle, 

through  its  agency  Miller,  Mackay,  Hoeck  & 
Hartung.  Arrangements  were  made  by  the 

agency's  Bob  Wesson  and  Tom  McCann, KING  account  executive.  Race  commentator 

Bill  O'Mara  was  assisted  by  the  staff  of  WMAL Washington.  KING  listeners  were  well  re- 
warded when  Seattle-owned  Miss  Thriftway 

won  the  President's  Cup. 

KMA  PUBLISHES  BOOKLET 

THE  SELLING  JOB  done  in  the  Midwest  by 
KMA  Shenandoah,  Iowa,  is  pointed  up  in  an 
eight-page  brochure  just  released  by  the  station. 
The  booklet  graphically  illustrates  six  reasons 
why  advertisers  and  others  included  KMA  in 

their  1955-56  advertising  plans  and  concludes 

with  the  thought  that  "you  must  reach  the  non- 
urban  dwellers  to  obtain  sales  volume  in  the 

predominantly  rural,  smalltown  Midwest." 

WBNS-TV'S  GRID  ANGLE 

THERE'S  apparently  more  than  one  way  of 
cooking  with  gas  after  somebody  else  lights 
the  burner.  Take  WBNS-TV  Columbus,  Ohio, 
for  example.  The  station  has  purchased  the 

Big  10's  filmed  football  Highlights  package, 
to  be  shown  Saturdays  at  1:30  p.m.,  just  be- 

fore NBC-TV's  NCAA  football  telecast  (of 
national  or  regional  games).  The  twist:  WBNS- 
TV  is  a  CBS  affiliate  and  hopes  to  catch  foot- 

ball-minded viewers  before  they  switch  over 
to  WLWC  (TV),  which  will  carry  the  NBC- 
TV  live  coverage. 

RECORD  PROMOTES  'CISCO' 

IN  its  seventh  year,  Ziv-Tv's  film  series,  The 
Cisco  Kid,  is  being  backed  by  a  $59,000  cam- 

paign for  the  release  of  "The  Cisco  Kid  Song," 
by  Fraternity  Records  Inc.  The  disc  is  tied  into 
the  program  with  special  record  covers  and  dis- 

plays showing  Cisco  as  he  appears  on  tv. 

An  $899,481,000 

Buying  Power  Market! 

MORE  AUDIENCE 

than  any  other  TV  station  in  the 

rich  heart  off  Louisiana 

FROM  5:00  P.  M.  to  SIGN  OFF 

(Monday  thru  Friday) 

WBRZ    rated  highest  in  125  quarter  hours  out 
of  149. 

FROM  12  NOON  to  3:30  P.  M. 

(Monday  thru  Friday) 

WBRZ    rating  Tops  All  Others  Combined! 

-  from  a  study  by  American  Research  Bureau, 

Inc.,  encompassing  31  counties  and  parishes 
in  Louisiana  and  Mississippi. 

WBRZ 

Channel 

Row 
,  LOUISIANA 

er:  100,000  watts  Tower:  1001  ft. 

NBC-ABC 

Represented  by  Hollingbery 

United  Press  news  produces! 
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FIRST  THINGS  FIRST! 

by 

Harold 
Walker 

Put  first  things  first!  WDIA,  the  num- 
ber one  station  of  Memphis,  rates  first 

in  power,  first  in  audience  drawing, 
first  in  control  of  the  Quarter  Billion 
Dollar  Negro  Market!  That's  why  WDIA 
gives  first  rate  results  to  all  accounts! 

First-  Station 

WDIA  is  Memphis'  first  station  in three  classifications.  WDIA  is  the  first 
— and  ONLY— 50,000  watt  station.  This 
combines  power  and  coverage  as  no 
other  station  can.  WDIA  is  the  first 
radio  station  in  this  city  to  program 
for  Negroes  exclusively.  As  a  conse- 

quence, WDIA  ranks  first  with  Pulse, 
rating  the  largest  size  audience  within 
its  market. 

First  Market 

Memphis  has  a  vast  Negro  market 
with  tremendous  purchasing  power. 
There  is  concentrated  in  Memphis  and 
its  adjacent  trading  zone  almost  one- 
tenth  of  all  the  Negro  population  in 
America.  And  these  Negroes  have  a 
composite  one-fourth  billion  dollar  pay 
envelope,  which  is  the  largest  per  cap- 

ita, relative  to  white,  in  the  nation. 

First  Programming 
Now,  how  to  capitalize  on  a  market 

that's  first  in  size — first  in  economy? 
Well,  WDIA  does  it  by  specializing  as 
an  all-Negro  radio  station.  WDIA  op- 

erates on  a  distinctive,  restricted-to- 
Negroes  basis.  Members  of  the  Staff 
— performers,  disc  jockeys,  counselors, 
home  economists — are  Negroes.  Negroes 
with  the  glamour  of  stardom,  who  are 
glittering  leaders  of  an  evolving  social 
class.  Negroes  who  condition  the  buy- 

ing habits  of  1,237,686  listeners.  An 
emotional  people,  Negroes  follow  their 
stars  with  a  fantastic  loyalty.  But  the 
figures  are  not  fancy — they're  fact.  And 
the  cold  fact  is,  WDIA  dominates  the 
Memphis  Negro  market.  Negroes  buy  in 
excess  of  65%  of  all  flour  sold  on  the 
Memphis  market  .  .  approximately  55% 
of  all  laxatives  .  .  .  about  60%  of  the 
deodorants  .  .  half  the  toothpaste  .  . 
and  a  staggering  estimated  80%  of  all 
rice!  WDIA  promotes  the  brands  of 
such  outstanding  sponsors  as: 
Omega  Flour  .  .  Arrid  .  .  Uncle 

Ben's  Rice  .  .  Colgate's  Dental 
Cream  .  .  Ex-Lax  .  .  Carter's  Little 
Liver  Pills. 

First  Results 

Economy-wise,  the  Memphis  Negro 
rates  number  one,  with  the  highest  in- 

come, relative  to  white  income,  of  any 
Negroes  in  the  country.  WDIA  is  Mem- 

phis' number  one  station — its  first  and 
only  50,000  watt  station.  In  this  case, 
one  and  one  add  up  to  number  one  re- 

sults in  sales  accounts.  For  data  on 
how  WDIA  can  put  you  first  in  sales 
and  profits,  make  inquiry,  on  your  let- 

terhead, today!  And  ask  for  a  bound 
copy  of,  "The  Story  of  WDIA!" WDIA  is  represented  nationally  by 
John  E.  Pearson  Company. 

f      /JOHN  I'EPPER,  President 

IIERT  FERGUSON,  General  Manager 

HAROLD  WALKER.  Commercial  Manager 

WHY  JUSTICE  DEPT.  IS  PROBING  NETWORKS 

Hansen  testimony,  continued  from  page  35 

mendations,  but  that  they  are  in  constant  con- 
tact with  us,  and  before  any  decisions  will 

be  made  they  will  do  so. 
Chairman  Celler:  This  is  very  highly  important 
to  these  revisions  of  the  Chain  Broadcast  Reg- 

ulations, which  incidentally  are  many,  many 
years  old,  almost  15  years  old.  Certainly  it 
should  have  the  most  careful  scrutiny  of  the 
Dept.  of  Justice,  and  I  am  sure  that  you  will 
scrutinize  it  most  carefully. 
Mr.  Hansen:  I  assure  you  that  we  will.  .  .  . 

First,  the  exchange  itself  has  accelerated 
liaison  between  the  antitrust  division  and  the 

FCC.  Second,  ownership  and  operation  by  tele- 
vision networks  of  their  own  stations  gives 

them  an  opportunity — perhaps  even  a  temp- 
tation— to  indulge  in  tactics  which  pose  serious 

antitrust  questions. 
Mr.  Maletz:  Judge  Hansen,  I  am  sure  you  are 
familiar  with  the  fact  that  the  multiple  station 
ownership  rule  of  the  FCC  prohibits  any  person 
to  have  an  interest  in  more  than  five  vhf  and 
two  uhf  stations,  is  that  right? 
Mr.  Hansen:  Yes. 
Mr.  Maletz:  Has  it  come  to  your  attention  that 
various  proposals  have  recently  been  submitted 
to  the  FCC  proposing  a  liberalization  of  the 

Commission's  multiple  ownership  rules? 
Mr.  Hansen:  It  has. 

Mr.  Maletz:  In  your  judgment,  might  liberal- 
ization of  these  rules  be  inconsistent  with  anti- 

trust objectives? 
Mr.  Hansen:  I  would  say  yes,  definitely. 

Mr.  Maletz:  Would  you  say  that  ownership  of 
broadcast  stations  by  networks  renders  such 
stations  permanently  inaccessible  to  competing 
networks? 

Mr.  Hansen:  Well,  inaccessible — I  can't  answer 
that.  I  thought  you  were  going  to  ask  me  some- 

thing about  the  proposal  covering  the  25%  of 
the  [population]  of  the  United  States. 
Mr.  Maletz:  Would  you  like  to  comment  on 
that? 

Mr.  Hansen:  Yes.  The  present  Sec.  3.6  of  the 
Commission  rules  bars  any  tv  broadcasting 

license  grant  which  "would  result  in  the  con- 
centration of  control  of  television  broadcast- 

ing in  a  manner  inconsistent  with  public  in- 
terest, convenience  or  necessity.  In  determining 

whether  there  is  such  a  concentration  of  con- 
trol, consideration  will  be  given  to  the  facts  of 

each  case,  with  particular  reference  to  such 
factors  as  the  size,  extent,  and  location  of  areas 
served,  the  number  of  people  served,  and  the 
extent  of  other  competitive  services  to  the 
areas  in  question. 

"The  Commission,  however,  will  in  any  event 
consider  that  there  would  be  such  a  concentra- 

tion of  control  contrary  to  the  public  interest, 
convenience  or  necessity,  for  any  party  or  any 
of  its  stockholders,  officers,  or  directors  who 
have  a  direct  or  indirect  interest  in,  or  be 
stockholders,  officers  or  directors  of,  more  than 
seven  television  broadcasting  stations,  not  more 
than  five  of  which  may  be  of  the  very  high 

frequency  band." The  proposed  rule  would  obviate  considera- 
tion of  factors  important  to  gauging  undue  con- 

centration of  television  control,  selects  only 
one  out  of  the  considerations,  namely,  the 
number  of  people  served. 
The  admitted  considerations,  such  as  size, 

location  and  other  services,  may  be  crucial 

to  any  gauge  of  concentration.  Under  the  pro- 
posed rule,  a  single  broadcaster  could  in  effect 

monopolize  every  important  tv  outlet  within 
the  borders  of  a  single  state.  The  Commission 
itself  opposed  like  bills  with  respect  to  radio 
on  the  ground  that  the  25%  rule  will  permit  a 
single  person  or  organization  to  own  stations 

serving  20  of  the  22  states  west  of  the  Mis- 
sissippi River. 

My  main  objection  is  that  eradication  of  the 
existing  numerical  limitation  may  tend  to  in- 

crease the  trend  toward  concentration.  Such 
concentration  is  undesirable,  whether  vested  in 
networks  or  in  other  single  interests. 

The  Commission  itself,  in  its  Report  on 
Chain  Broadcasting,  1941,  said  that  it  would 
oppose  network  ownership  of  stations  if  it  were 
deciding  the  matter  ab  initio. 

It  justified  continuation  of  network  station 
ownership  only  because  substantial  interest 
had  developed  in  reliance  on  its  tolerance  of 
the  situation.  The  Commission  deplored  the 
trend  toward  concentration  of  ownership  and 
control  of  radio  stations.  The  same  trend  has 

been  observed  with  respect  to  television.  Owner- 
ship of  a  large  number  of  stations  by  a  single 

interest  raises  real  antitrust  problems.  Such 
owners  would  be  in  a  position  to  use  tactics 
similar  to  those  of  the  Griffith,  Schine  and 

Crescent  Motion  Picture  Circuits  by  capitaliz- 
ing on  mass  purchasing  power  and  by  com- 

bining their  outlets  in  single-station  markets 
with  their  outlets  in  multiple-station  markets. 
We  have  received  complaints  that  these 

tactics  have  already  been  employed  by  multi- 
station owners  who  obtain  preferences  in  net- 

work affiliations  over  single-station  owners,  and 
who  obtain  preferences  in  the  purchase  of  im- 

portant packages  of  feature  film. 

If  Anything,  Tighten  It 

As  a  result,  it  is  my  considered  opinion  that 
the  multiple  ownership  rule  should  be,  if  any- 

thing, tightened,  not  relaxed. 
Chairman  Celler:  Judging  from  the  tone  of 

your  reply,  would  it  appear  as  if  the  FCC 
might  succumb  to  pressure  to  increase  the 
number  seven  to  a  larger  number? 

Mr.  Hansen:  I  have  no  basis  for  believing  that. 
I  would  say  they  probably  would  not. 
Chairman  Celler:  Judge  Hansen,  I  take  it  from 
your  statement  that  you  would  oppose  any 
change  in  the  rule  to  permit  the  widening  of  the 
multiple  rule  to   include  more  than  seven 
stations? 

Mr.  Hansen:  Yes,  and  maybe  it  ought  to  be 

tightened. 
Chairman  Celler:  Have  you  made  that  view 
known  to  the  FCC? 

Mr.  Hansen:  No,  sir. 

Chairman  Celler:  Do  you  intend  to  do  so? 
Mr.  Hansen:  Yes,  sir. 

Mr.  Keating:  By  tighten,  you  mean  if  anything 
they  should  be  made  more  stringent? 
Mr.  Hansen:  Made  more  stringent  than  they  are 
now.  I  came  into  this  after  I  received  the  in- 

vitation to  appear  here,  and  that  is  one  of  the 
problems  that  appeared  as  being  important. 

Finally,  the  roles  of  the  parties  to  this  ex- 
change of  broadcasting  facilities  have  served 

to  underline  the  disparate  bargaining  power  of 
a  station  owner — even  as  large  as  Westinghouse 
— in  its  relations  with  major  television  networks. 

Next,  considering  tie-ins  and  talent  control, 

Tke  Coriimejitai 
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Page  112    •    September  24,  1956 Broadcasting    •  Telecasting 



ItlUTES-a  milestone  in 

communications 

engineering! 

In  today's  communications  engineering,  ferrites  are  ranked  with  transistors  in  im- 
portance. Ferrites,  modern  cousins  of  the  ancient  lodestone,  have  more  than  doubled 

the  efficiency  of  radar  and  microwave  operations. 

The  ferrites  are  magnetic  but,  unlike  natural  ferromagnetic  materials  they  resist 
electrical  current.  Replacing  one  of  the  iron  oxide  molecules  in  the  lodestone  formula 
with  the  oxide  of  any  one  of  a  number  of  metals  results  in  a  product  which  is  similar 
in  chemical  and  crystal  structure  to  the  lodestone  but  is  resistant  to  electric  current 

A  few  of  the  achievements  for  these  strange  new  substances  are : 

1.  Simultaneous  sending  and  receiving  on  a  single  microwave  antenna. 

2.  Full-potver  transmission  in  microivave  ranges  with  no  power  loss  or  interference. 
3.  Elimination  of  frequency  drifts  in  microioave  transmission. 

This  new  group  of  solid  state  materials  makes  possible  the  continuous  search  by  radar, 

instead  of  the  intermittent  "pulse"  sending  and  receiving  of  World  War  II.  To  fully 
understand  all  the  implications  and  probable  uses  for  ferrites,  reserve  your  copy  of 
this  special  October  Proceedings  of  the  IRE  ferrites  issue.  It  will  take  its  place  in 

the  history  of  radio-electronics  along  with  the  transistor  issue  of  November,  1952,  and 
the  solid-state  electronic  issue  of  December,  1955.  You  will  want  to  read  and  refer  to 
it  for  years  to  come! 

OCTOBER  ISSUE  CONTAINS  27  IMPORTANT 

ARTICLES  ON  FERRITES: 

"Resonance  Loss  Properties  of  Ferrites  in  the  9KMC  Region" 
by  S.  Sensiper,  Hughes  Aircraft  Co. 

"Magnetic  Resonance  in  Ferrites"  by  N.  Bloembergen, Harvard  Univ. 

"Methods  of  Preparation  and  Crystal  Chemistry  of  Ferrites" 
by  Donald  Fresh,  Bureau  of  Mines 

"Topics  in  Guided  Wave  Propagation  in  Magnetized  Ferrites" 
by  Morris  L.  Kales,  Naval  Research  Lab. 

"Frequency  and  Loss  Characteristics  of  Microwave  Ferrite 
Devices"  by  Benjamin  Lax,  Lincoln  Lab.,  MIT 

"The  Non-Linear  Behavior  of  Ferrites  at  High  Microwave 
Signal  Levels"  by  H.  Suhl,  Bell  Telephone  Laboratories 

"Dielectric  Properties  and  Conductivity  in  Ferrites"  by  L.  G. 
Van  Uitert,  Bell  Telephone  Laboratories 

"The  Elements  of  Non-Reciprocal  Microwave  Devices"  by 
C.  L.  Hogan,  Harvard  Univ. 

"Fundamental  Theory  of  Ferro-  and  Ferri-Magnetism"  by 
J.  H.  Van  Vleck,  Harvard 

"Ferrites  as  Microwave  Circuit  Elements"  by  G.  S.  Heller,  MIT 
"Radiation  from  Ferrite-Filled  Apertures"  by  D.  J.  Angelakos, 

Univ.  of  Calif.,  Berkeley,  Calif. 
"Anisotropy  of  Cobalt-Substituted  Mn  Ferrite  Single 

Crystals"  by  P.  E.  Tannenwald  and  M.  H.  Seavey,  MIT 

"Birefringence  of  Ferrites  in  Circular  Waveguide"  by  N. 
Karayianis  and  J.  C.  Cacheris,  Diamond  Ordnance  Fuze 
Labs.,  Washington,  D.  C.  . 

"Ferrite-Tuned  Resonant  Cavities"  by  C.  E.  Fay,  Bell  Tele- 
phone Laboratories 

"Ferrite  Tunable  Microwave  Cavities  and  the  Introduction 
of  a  New  Reflectionless  Tunable  Microwave  Filter"  by 
Conrad  E.  Nelson,  Hughes  Aircraft  Co. 

"Permeability  Tensor  Values  from  Waveguide  Measure- 
ments" by  E.  B.  Mullen,  G.  E.,  Syracuse 

"A  New  Ferrite  Isolator"  by  B.  N.  Enander,  RCA  Labs. 
"Ferrite  Directional  Couplers"  by  A.  D.  Berk  and  E.  Strum- 

wasser,  Hughes  Aircraft  Co. 
"Intrinsic  Tensor  Permeabilities  on  Ferrite  Rods,  Spheres, 

and  Disks"  by  E.  G.  Spencer,  L.  A.  Ault,  R.  C.  LeCraw, 
Diamond  Ordnance  Fuze  Labs.,  Washington,  D.  C. 

"Magnetic  Tuning  of  Resonant  Cavities  and  Wideband  Fre- 
quency Modulation  of  Klystrons"  by  G.  Jones,  J.  C. 

Cacheris,  C.  Morrison,  Diamond  Ordnance  Fuze  Labs. 
"Microwave  Resonance  Relations  in  Anisotropic  Single 

Crystal  Ferrites"  by  J.  O.  Ortman,  Harvard  Univ. 
"Anomolous  Propagation  in  Ferrite  Loaded  Waveguide" 

by  H.  Seidel,  Bell  Telephone  Laboratories 

I PROCEEDINGS  OF  THE  IRE 
1  East  79th  Street,  New  York  21,  N.  Y. 
□  Enclosed  is  $3.00 
□  Enclosed  is  company  purchase  order  for  the  October,  1956  issue  on  FERRITES. 
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Radio  Engineers 
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HANSEN  TESTIMONY 

this  same  disparity  in  power  is  revealed  by  our 
investigation  of  charges  that  networks  require 
sponsors  to  use  network-owned  programs.  The 
gist  of  these  complaints  is  that  the  networks 
tie  sales  of  television  network  time  to  sales  of 

network-owned  or  controlled  shows — in  other 
words,  that  certain  networks  sometimes  offer 

desirable  time  slots  usually  called  "prime  time," 
which  is  7:30  to  10:30  in  the  evening,  to  spon- 

sors only  on  condition  these  sponsors  use  shows 
in  which  the  networks  own  an  interest. 

This  investigation  of  asserted  television  net- 
work control  over  shows  and  talent  began 

more  than  two  years  ago.  We  first  interviewed 
officers  of  certain  networks  and  obtained  a 
sampling  of  data  from  them.  Soon  after  we 
decided  to  interview  scores  of  persons  who, 
though  independent  of  the  networks,  might 
nonetheless  have  pertinent  information  regard- 

ing network  practices. 
This  inquiry  proved  too  formidable  for  the 

small  staff  of  antitrust  division  attorneys.  Ac- 
cordingly, in  March  1956,  the  resources  of 

the  Federal  Bureau  of  Investigation  were  en- 
listed. And  agents  of  the  Bureau,  acting  in 

cooperation  with  the  antitrust  attorneys,  then 
began  a  broad  general  inquiry  into  network 
practices  relating  to  sales  of  network  time 
and  shows. 

Functional  elements  on  every  level  of  the 

television  industry  were  contacted.  These  in- 
cluded advertising  agencies,  television  program 

producers  and  distributors,  both  live  and  film. 
Station  representatives,  network  officials  and 

sponsors. 
What  The  Probe  Embraces 

As  a  result,  this  investigation  now  spans  every 
relevant  facet  of  network  operations.  Thus,  it 

embraces  (1)  the  pricing  of  shows,  both  net- 
work and  independent;  (2)  discounts;  (3)  rebates; 

(4)  program  rejections;  (5)  kinescoping;  (6)  pro- 
duction facilities,  both  live  and  film;  (7)  demand 

for  and  supply  of  network  time;  (8)  the  per- 
centage of  prime  network  time  occupied  by 

network-owned  or  controlled  shows;  (9)  scenery 
and  set  production,  and  finally  (10)  long-term 
contractual  arrangements  by  networks  with 
talent,  actors,  producers  and  directors. 
Mr.  Maletz:  Judge  Hansen,  I  take  it  that  you 

are  investigating  the  price  of  shows,  both  in- 
dependent and  network,  to  determine  whether 

the  network  charges  advertisers  a  higher  price 
for  a  show  in  which  the  network  has  an  in- 

terest than  an  independent  producer.  Is  that 
correct? 
Mr.  Hansen:  That  is  one  element. 
Mr.  Maletz:  Now,  is  it  correct  that  each  of  the 
networks  has  a  published  rate  card  under  which 
discounts  are  granted  to  advertisers,  depending 
upon  the  volume  of  time  used? 
Mr.  Hansen:  That  is  my  understanding. 
Mr.  Maletz:  Have  complaints  been  received  by 
the  antitrust  division  indicating  that  in  addition 
to  this  networks  are  granting  rebates  to  certain 
favored  advertisers? 

Mr.  Hansen:  We  have  had  such  complaints. 
Chairman  Celler:  That  is,  for  example,  take 
two  certain  companies  and  they  want  to  use 
the  same  amount  of  time  over  the  same  station, 
one  company  would  get  a  favored  rate  as  against 
the  other? 

Mr.  Hansen:  It  is  a  complaint.  I  can  not  an- 
swer that  that  is  a  fact. 

Mr.  Keating:  Well,  we  are  taking  evidence  on 
that  very  subject,  are  we  not,  on  both  sides? 
Mr.  Maletz:  Yes,  sir. 

Mr.  Keating:  We  are  going  to  hear  both  the 
complainants,  alleged  complainants,  and  also 
the  networks. 

Mr.  Maletz:  We  have  not  any  witnesses  from 
them. 
Chairman  Celler:  May  I  ask  you  this,  Judge: 
Would  discriminations  of  that  sort,  that  is  dis- 

criminations as  to  service — I  presume  that  the 
facilities  that  are  used  of  a  chain  broadcasting 

company  are  deemed  a  service — would  not  that 
come  within  the  purview  of  the  Robinson- 
Patman  Act? 
Mr.  Hansen:  I  think  it  may. 
Chairman  Celler:  Would  you  care  to  comment 
on  that  a  little  bit?  In  other  words,  the  Robinson- 
Patman  Act  would  cover  not  only  commodities 
but  services  as  well? 

Mr.  Hansen:  All  I  can  say,  it  might.  I  would 
like  to  ask  Mr.  Bicks  to  comment  on  that, 

please. 
Mr.  Keating:  The  sale  of  the  show  itself  might 
be  a  commodity,  is  that  it?  I  do  not  think  the 
word  "services"  is  used  in  the  Robinson-Patman 
Act. 
Mr.  Bicks:  No,  it  is  not.  I  do  not  believe  the 
cases  thus  far  decided  under  the  Robinson- 
Patman  Act  did  preclude  any  proceeding  in- 

volving the  practice  used  as  described  as  to 
whether  it  would  or  not.  If  you  would  like  a 
prediction  as  to  whether  a  court  will  agree 
with  the  argument  that  a  show  is  a  commodity, 
I  think  the  likelihood  is  it  would  be  made. 

Chairman  Celler:  If  there  is  any  doubt,  don't 
you  think  that  the  law  should  be  tightened  in some  way? 

Mr.  Bicks:  Well,  the  entire  question,  of  course, 

is  the  scope  of  the  Robinson-Patman  Act, 
which  is  primarily  in  the  jurisdiction  of  the 
Federal  Trade  Commission,  and  I  would  rather 
get  their  judgment  on  whether  a  television 
show  could  be  considered  a  commodity  for  the 
purposes  of  the  Act.  All  I  would  say  is  that  I 

think  the  answer  is  likely  enough  to  be  "Yes." 
If  we  found  the  sort  of  discrimination  you 
describe  the  suit  would  not  be  precluded. 
Chairman  Celler:  Is  the  FTC  investigating  this, 

do  you  know? 
Mr.  Bicks:  Well,  the  FTC  has  pending  nine 
complaints  at  this  time  involving  the  three 
networks.  Only  one  of  the  networks  is  involved 
in  its  capacity  as  a  television  producer.  The 
named  respondents  are  the  advertisers  them- 

selves. This  sort  of  discrimination  is  involved. 

I  think  we  will  know  a  lot  more  about  the  an- 
swer to  your  question  after  that  proceeding. 

Mr.  Maletz:  Mr.  Bicks,  what  is  the  nature  of 
the  cases  pending  before  the  FTC?  Would 

you  particularize? Mr.  Bicks:  I  would  prefer  that  you  ask  the 

FTC.  As  I  understand,  they  involved  a  dis- 
crimination allegedly  granted  to  certain  large 

advertisers. 

Mr.  Maletz:  Judge  Hansen,  my  next  question 

is  this:  Is  it  correct  that  your  investigation  em- 
braces program  rejections  in  order  to  determine 

whether  the  networks  are  in  certain  instances 

rejecting  programs  in  which  the  networks  do 
not  have  an  interest? 
Mr.  Hansen:  Yes,  that  is  the  general  scope  of 
the  inquiry.  Also  we  are  interested  in  knowing 
whether  these  rejections  of  programs  are  made 
because  the  network  itself  has  a  program  in 
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nsoti-  ■ 
NOTICE  TO  EDITORS— This  advertisement  currently  appears  in  lead- 

i  ng  national  magazines.  For  more  than  30  years,  Metropolitan  Life  has 
sponsored  similar  messages  on  national  health  and  safety.  Because 
of  public  interest  in  the  subject  matter  of  these  advertisements, 
Metropolitan  offers  all  news  editors  (including  radio  news  editors), 

free  use  of  the  text  of  each  advertisement  in  this  series.  The  text  may 
be  used  in  regular  health  features,  health  columns  or  health  reports 
with  or  without  credit  to  Metropolitan.  The  Company  gladly  makes 
this  material  available  to  editors  as  one  phase  of  its  public-service 

advertising  in  behalf  of  the  nation's  health  and  safety. 

according  to  recent  conservative  estimates,  about  half 

r\  a  million  people  in  our  country  today  have  ulcers  of 
the  digestive  system  in  an  active  form.  This  includes  both 
ulcers  of  the  stomach  and  ulcers  of  the  duodenum — that 

part  of  the  small  intestine  into  which  the  stomach  empties. 

There  is  evidence  that  this  disease  is  increasing,  espe- 
cially among  those  from  30  to  50  years  of  age. 

Medical  science  can  now  offer  greater  hope  than  ever 
before  to  those  who  have  this  condition.  Many  cases  can 
be  cured  completely,  and  others  can  be  controlled. 

This  has  been  made  possible  largely  by  increased  knowl- 
edge of  the  disease — particularly  of  the  part  that  the 

emotions  play  in  causing  ulcers.  There  has  also  been 
great  improvement  in  methods  of  diagnosis  and  treatment. 

An  ulcer  is  essentially  an  irritated  or  inflamed  area  in 
the  lining  of  the  stomach  or  duodenum.  Although  the 
exact  cause  is  unknown,  there  are  several  factors  which 

may  be  responsible  for  its  onset. 

Constant  abuse  of  the  stomach  through  eating  hurried, 

irregular  meals — or  eating  food  that  is  too  highly  seasoned, 
or  too  hot  or  too  cold — may  lead  to  an  ulcer. 

Prolonged  emotional  tension,  accompanied  by  excessive 

secretion  of  the  acid  digestive  juices  formed  by  the  stom- 

ach, is  also  believed  by  many  authorities  to  be  an  important 
factor  in  the  development  of  this  digestive  ailment. 

As  the  ulcer  develops,  pain,  an  unnatural  feeling  of 

hunger,  so-called  "heartburn"  and  "indigestion,"  or  other 
digestive  complaints  usually  occur. 

Through  improved  X-ray  techniques  and  other  diagnos- 
tic aids,  the  doctor  can  almost  always  determine  the  size 

and  location  of  an  ulcer.  If  the  condition  is  detected,  he 

will  recommend  prompt  treatment,  as  an  ulcer  may 
quickly  undermine  general  health  by  interfering  with  the 

body's  nutritive  processes. 

Fortunately,  in  many  cases,  ulcers  can  be  treated  suc- 
cessfully by  appropriate  dietary  measures.  Specialists  say 

that  the  patient  must  also  readjust  his  daily  life  so  as  to 
reduce  mental  and  emotional  strain. 

In  addition,  new  drugs  are  proving  helpful.  Cases  that 
do  not  respond  to  either  drug  or  diet  therapy  are  often 
benefited  by  surgery. 

As  a  safeguard  against  ulcers  and  other  diseases  of  the 
digestive  system,  doctors  urge  everyone  to  seek  immediate 
medical  attention  whenever  persistent  discomfort  occurs 
in  the  region  of  the  stomach. 

With  prompt  medical  care,  many  persons  with  ulcers 
and  other  digestive  disorders  recover  completely  and  lead 
normal,  healthy  lives. 
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HANSEN  TESTIMONY 

which  it  would  have  an  ownership  and  there- 
by would  derive  some  profit  from  it. 

Mr.  Maletz:  Now,  with  respect  to  your  investi- 
gation of  scenery  and  set  production,  I  take  it 

that  that  investigation  is  based  on  complaints 
by  certain  studios  that  the  networks  insist  in 
certain  cases  that  scenery  and  set  production 
be  procured  direct  from  the  network  rather 
than  from  a  company  competing  with  the 
network,  is  that  correct,  sir? 
Mr.  Hansen:  Yes.  We  have  had  such  complaints. 
That  was  referred  to  us,  Mr.  Bicks  informs  me, 
by  the  Magnuson  Committee. 
Mr.  Maletz:  What  is  the  investigation  of  kine- 
scoping  and  production  facilities  designed  to 
embrace? 
Mr.  Hansen:  As  to  whether  or  not  the  networks 

that  kinescope  a  production  will  make  it  avail- 
able to  an  independent  station  or  on  what  basis 

they  make  it  available  to  an  affiliated  station  as 
opposed  to  an  independent  station,  and  so  forth. 
Mr.  Maletz:  And  what  is  the  investigation  of 
production  facilities  designed  to  embrace? 
Mr.  Hansen:  We  have  had  complaints  that  the 
networks  are  moving  into  every  facility  that  is 
used  in  the  production  of  television  shows  and 
if  they  have  their  own  production  facilities  they 
are  requiring  that  they  be  used  rather  than  an 
independent  using  his  own  facilities,  and  so 
forth. 

Mr.  Hansen  (continuing):  Integral  to  our  broad 
inquiry  is  investigation  of  long-term  talent  con- 

tracts. Underscoring  its  relevance  is  the  tale  of 
prior  Government  action  against  restraints  on 
radio  talent.  In  1941,  the  FCC  promulgated  its 
Chain  Broadcasting  Regulations  for  radio.  The 
networks  promptly  sued  the  Commission  to  en- 

join their  enforcement.  While  this  action  was 
pending,  in  December  1941,  this  department 
brought  suits  against  the  same  networks,  alleg- 

ing conspiracies  in  restraint  of  trade  and  at- 
tempts to  monopolize  interstate  commerce  in 

radio  broadcasting,  electrical  transcriptions  and 
talent. 

Thus,  our  complaints  alleged  that  the  net- 

works were  "insisting  that  the  advertisers  and 
advertising  agencies  using  time  on  defendants' 
networks  likewise  use  the  services  of  talent 

under  contract  to  defendants." 
In  May  1943,  the  Supreme  Court  upheld  the 

authority  of  the  Commission  to  promulgate  the 
regulations.  Soon  after,  on  Oct.  18,  1943,  the 
Government  moved  to  dismiss  its  antitrust  com- 

plaints, for  both  networks  had  sold  their  artists 
bureaus  and  now  the  Commission  appar- 

ently had  power  to  regulate  any  re-acquisition. 
Against  this  background,  we  inquire  whether 

the  networks  presently  insist  in  television  as 
they  allegedly  did  in  radio,  that  advertisers  use 
network  shows  in  which  network  talent  appears 
as  a  condition  to  the  purchase  of  choice  network 
broadcast  time.  Conversely,  do  networks  seek 

to  bar  talent  from  their  competitors'  stage? 
Mr.  Keating:  Because  they  do  not  have  artists' 
bureaus  relating  to  television,  is  that  right? 
Chairman  Cellen  I  think  this  goes  beyond  that. 
Mr.  Hansen:  I  can  not  answer  whether  they 

have  artists'  bureaus  for  television,  but  I  am 
informed  that  they  do  not  have. 

Mr.  Keating:  These  artists'  bureaus  relate  only 
to  radio,  is  that  right? 
Mr.  Hansen:  That  is  my  understanding  from  the 
assistance  that  I  have  received  here,  but  I  do 
not  know  of  my  own  personal  knowledge 
whether  that  is  true. 

Chairman  Celler:  But  I  presume  you  are  pur- 
suing the  matter  as  to  whether  or  not  networks 

presently  have  the  same  artists'  bureaus  that 
they  had  in  radio  for  use  of  advertisers  who 
use  network  shows,  in  which  network  talent 
appears  as  a  condition  to  the  purchase  of  choice 
network  broadcast  time? 
Mr.  Hansen:  That  is  correct. 
Chairman  Cellen  If  you  find  that  that  is  so, 
does  that  mean  a  suit  will  follow? 

A  Suit  Would  Follow 

Mr.  Hansen:  I  would  want  to  analyze  all  the 
facts,  but  if  that  is  true  I  think  it  is  a  violation 
of  the  antitrust  laws  and  a  suit  would  follow. 
Mr.  Keating:  When  they  disposed  of  their 

artists'  bureaus  and  sold  out  that  interest,  the 
purchaser  was  entirely  divorced  from  the  net- 

works at  that  time,  was  it  not? 
Mr.  Hansen:  That  is  correct.  My  understanding 
is  now  that  the  networks  own  or  have  interests 
in  shows.  That  is  what  we  are  investigating. 

Next  we  turn  to  network  times  sales  to  ad- 
vertisers: Corollary  to  this  inquiry  into  network 

television  show  production  practices  is  our  re- 
cently instituted  investigation  of  network  time 

sales  to  advertisers.  This  inquiry  aims  to  deter- 
mine whether  the  procedures  by  which  the  net- 

works distribute  product — in  other  words,  the 
methods  by  which  they  sell  broadcast  time  on 
their  own  and  their  affiliated  television  stations 
— violate  the  antitrust  laws. 

One  practice  employed  by  all  three  networks 

is  the  so-called  "must  buy"  policy.  This  policy 
requires  the  advertiser,  if  he  desires  to  use  the 
network  at  all,  to  purchase  broadcasting  time  on 
a  large  number  of  television  stations.  This 

"package"  procedure  varies  somewhat  between networks. 

Thus,  CBS  requires  a  network  sponsor  to 
advertise  on  all  four  of  the  television  stations 
it  owns,  plus  51  designated  affiliated  stations. 
The  minimum  time  rate  for  an  evening  hour 
on  the  CBS  network  exceeds  $70,000. 
Mr.  Keating:  Is  that  what  they  charge  for  pro- 
litical  broadcasts? 

Mr.  Hansen:  I  think  that  is  the  rate;  I  have 
never  purchased  any. 

Similarly,  NBC  requires  the  advertiser  to  buy 

time  

Mr.  Keating:  This  is  just  for  time? 
Mr.  Hansen:  Correct. 

Mr.  Keating:  In  addition  to  that  you  have  all  of 
the  production  costs? 
Mr.  Hansen:  That  is  correct. 

Similarly,  NBC  requires  the  advertiser  to 
buy  time  on  its  own  six  television  stations,  plus 
5 1  designated  affiliates  during  morning  or  after- 

noon hours;  and  during  prime  evening  hours 
the  advertiser,  to  obtain  normal  discounts,  must 
also  purchase  time  on  43  additional  affiliates, 
for  a  total  of  90  stations. 

As  a  result,  such  package's  minimum  cost  of 
an  evening  hour  on  NBC  is  approximately 

$90,000. 
Mr.  Maletz:  Mr.  Hansen,  isn't  it  correct  that 
the  production  cost  will  be  more  than  the 
time  charge?  In  other  words,  it  may  be  in  cer- 

tain cases  on  the  NBC  network,  for  example, 
that  the  production  cost  for  a  show  might  run 

up  to  $100,000? 
Mr.  Hansen:  I  cannot  answer  that.  I  have  heard 

of  fabulous  figures  charged  and  apparently  re- 
ceived, but  I  cannot  answer  that. 

Mr.  Keating:  I  am  beginning  to  think  this  is  a 
fabulous  business. 

Mr.  Hansen:  Well,  coming  from  that  section 
of  the  country  where  everything  is  in  superla- 

tives, I  think  it  must  be. 

Finally,  ABC's  policy  requires  an  advertiser 
to  utilize  all  of  the  ABC-owned  stations  and 
such  additional  affiliated  stations  as  will  provide 
a  minimum  time  charge  of  $50,000  per  Class  A 
evening  hour. 
Mr.  Maletz:  Judge  Hansen,  do  you  regard 

ABC's  requirement  as  a  "must  buy"  require- 
ment? 
Mr.  Hansen:  There  are  differences  in  it.  I 
would  want  to  study  that. 

The  networks  refer  to  the  stations  on  the 

"must  buy"  list  as  "basic  required"  stations, 
"available  only  as  a  group." 

The  "must  buy"  policy  relates  to  and  derives 
support  from  the  networks'  control  of  their 
affiliates'  prime  telecasting  time.  This  control 

stems  from  "time  options." 
"Option  time"  is  industry  shorthand  for  the 

contractual  arrangements  between  a  network 
and  its  affiliated  stations  by  which  the  network 
has  an  option  to  require  the  stations  to  take 
network  programs  with  certain  exceptions,  for 
a  specified  number  of  hours  each  day. 

Since  1941  when  the  FCC  promulgated  its 

Chain  Broadcasting  Regulations,  "option  time" has  been  regulated.  These  regulations  provide 
that  television  broadcasting  stations  may  not 
option  for  network  programs  any  time  subject 

to  call  on  less  than  56  days'  notice,  or  more 
time  than  the  total  of  three  hours  within  each 
of  the  four  segments  of  the  broadcast  day,  as 
follows: 

8:00  a.m.  to  1:00  p.m.;  1:00  p.m.  to  6:00  p.m.; 
6:00  p.m.  to  1 1:00  p.m.;  1 1:00  p.m.  to  8:00  a.m. 

Such  options  may  not  be  exclusive  as  against 
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other  network  organizations  and  may  not  pre- 
vent or  hinder  the  station  from  optioning  or 

selling  any  or  all  of  the  time  covered  by  the 
option,  or  any  other  time,  to  other  network 
organizations. 

In  addition,  the  regulations  provide  that 
broadcasters  may  not  have  any  arrangement 
with  a  network  which  prevents  or  hinders  the 
station  from  rejecting  or  refusing  network  pro- 

grams which  the  station  reasonably  believes  to 
be  unsatisfactory  or  unsuitable,  or  which,  in  its 
opinion,  are  contrary  to  the  public  interest,  or 
from  substituting  a  program  of  outstanding 
local  or  national  importance. 

The  FCC's  Chain  Broadcasting  Regulations 
stem  from  the  Commission's  powers  to  regulate 
the  operation  of  the  stations  it  licenses  to  serv- 

ice the  public  interest  under  Title  3  of  the  Com- 
munications Act  of  1934.  The  Commission  has 

no  such  licensing  power  over  networks  and  its 
rules  are  therefore  necessarily  directed  against 
practices  of  the  individual  stations  engaged  in 
chain  broadcasting  or  network  ownership  of 
stations. 

Since  the  "must  buy"  arrangements  are  be- 
tween the  networks  and  the  television  adver- 
tisers, there  is,  I  am  informed,  some  question 

as  to  the  Commission's  authority  to  regulate 
these  relationships.  No  such  regulations  pres- 

ently exist,  but  the  problem  is  under  study 
by  a  special  Network  Study  Group. 
Mr.  Keating:  In  other  words,  it  may  be  neces- 

sary to  amend  the  law  in  order  to  give  such 
jurisdiction  over  the  networks  to  the  FCC? 
Mr.  Hansen:  That  is  correct. 
Mr.  Maletz:  Or,  conversely,  the  Dept.  of  Justice 

may  conclude  that  the  "must  buy"  policy  is 
illegal,  and  bring  suit;  is  that  correct? 
Mr.  Hansen:  Correct. 
To  avoid  unseemingly  conflict  between  the 

antitrust  division  and  the  Network  Study 

Group,  before  investigating  networks'  "must 
buy"  policies  we  consulted  that  group's  staff. 
The  study  director  informed  us,  first,  that  his 

group  was  studying  "option  time"  and  "must 
buy"  policies,  and  second,  that  they  would  not 
be  handicapped  by  our  investigation. 

Against  this  background,  we  have  launched 

an  investigation  of  the  effects  of  "must  buy" 
upon  advertisers  and  the  television  industry.  As 
a  first  step,  we  have  given  careful  consideration 
to  the  legal  opinions  submitted  to  the  Senate 
Interstate  &  Foreign  Commerce  Committee 
by  critics  of  the  networks  who  contend  that  the 

"must  buy"  policy  is  illegal  under  the  doctrines 
of  U.  S.  v.  Griffith,  and  U.  S.  v.  Paramount 
Pictures  Inc. 

Conversely,  we  have  studied  with  interest  the 
several  legal  briefs  submitted  to  the  same  Senate 

"—but  KRIZ  Phoenix  says  rock-and-roll 

isn't  rug-cutting!" 

Committee  by  the  networks  defending  this  busi- 
ness practice  as  reasonable,  necessary  and  unre- 

strictive.  To  aid  our  investigation,  we  plan  later 
this  month  to  request  the  FBI  to  obtain  a  wide 

variety  of  information  concerning  network  pro- 
cedures for  selling  time  to  advertisers.  In  the 

course  of  its  inquiries,  the  FBI  will  interview 
numerous  network  officials,  selected  television 

station  owners,  and  executives  from  representa- 
tive television  advertisers. 

Next  we  turn  to  the  evidence  thus  far,  legal 
issues  it  presents,  and  the  path  ahead. 

A  good  beginning  point,  evidence  thus  far 
suggests,  is  the  striking  similarity  between  tv 
industry  structure  and  that  movie  pattern  con- 

demned in  Paramount.  The  court  there  held 

the  eight  defendants,  acting  in  combination,  had 
monopolized  the  movie  exhibition  business  in 

first-run  theaters  via  practices  such  as  "block- 
booking,"  which  violated  the  Sherman  Act. 
Defendants  in  combination  were  found  to  pos- 

sess not  merely  monopoly  power  over  the  price 
at  which  films  were  exhibited  in  theaters,  but 

power  based  on  theater  control  to  deny  rivals 
access  to  first-run  theaters. 

Now,  compare,  if  you  will,  the  Paramount 

defendants'  power  based  on  theater  control  with 
the  networks'  based  on  station  control. 

"The  five  majors  in  1945,"  the  Paramount 
court  found,  "had  interests  in  somewhat  over 
17%  of  the  theaters  in  the  United  States — 3,137 

out  of  18,076." Moreover,  again  in  the  language  of  the  Su- 
preme Court,  "In  the  92  cities  of  the  country 

with  populations  over  100,000,  at  least  70% 
of  all  the  first-run  theaters  are  affiliated  with 

one  or  more  of  the  five  majors." 
Networks'  control  over  the  nation's  tv  sta- 

tions dwarfs  the  majors'  power  over  theaters 
condemned  in  Paramount.  As  of  nine  days  ago, 

our  evidence  indicated  there  were  366  vhf  tele- 
vision stations  and  91  uhf  stations — or  a  total 

of  457  commercial  tv  stations  in  this  country. 

Of  this  457,  about  35  are  independent  stations 

with  no  network  affiliation.  From  these  statis- 
tics, it  seems  clear  the  networks  own  or  are 

affiliated  with  more  than  90%  of  the  television 
stations  in  this  country. 

Moreover,  as  the  report  on  'The  Network 

Monopoly,"  prepared  for  the  Senate  Committee 
on  Interstate  &  Foreign  Commerce  found, 

"NBC  .  .  .  includes  23%  of  the  country's  popu- 
lation within  the  service  areas  of  its  owned 

stations." 
Similarly,  the  president  of  CBS  conceded  in 

his  testimony  before  a  Senate  Subcommittee 

that  CBS  covers  "approximately"  20%  "of  the 
population"  with  its  owned  stations.  This  same 
figure  for  ABC  is  slightly  under  19%. 
The  question  becomes,  then,  as  the  district 

court  found  in  Paramount,  do  "these  figures 
certainly  indicate,  when  coupled  with  the 
strategic  advantages  of  vertical  integration,  a 

power  to  exclude  competition  from  these  mar- 

kets when  desired?" Most  relevant  to  such  questions  of  power  and 

purpose,  crucial  to  a  Sec.  2  inquiry,  are  prac- 
tices like  "must  buy."  Beyond  that,  by  them- 

selves, they  may  violate  Sherman  Act  Sec.  1. 
Mr.  Maletz:  Do  I  understand  this  to  mean  that 

the  Dept.  of  Justice  takes  the  position  that  the 

"must  buy"  rule  may,  in  and  of  itself,  violate 
Sec.  1  of  the  Sherman  Act? 
Mr.  Hansen:  Correct.  That  is  what  we  presently 
feel.  We  are  looking  into  that  to  see  that  we 
have  a  basis  for  our  position. 

Thus,  our  investigation  of  network  control 
over  talent  and  program  production,  though  not 

yet  complete,  suggests  that  the  principal  net- 
works beyond  doubt  have  power  to  dominate, 

if  not  control,  major  aspects  of  television.  This 

power,  it  seems  clear,  spills  over  simple  dis- tribution of  entertainment  to  engulf  production 

of  programs,  building  of  scenery,  and  tie-ups  of 

Dave  Andrews  wakes  up  the  rural  Heart 
of  America  with  his  cheerful  chatter  on 

m  "RFD,"  5-7  a.m.  daily,  then  encores  at 
IV  noon  with  the  Midwest's  most  popular 

m  farm  hour,  "Dinner  Bell  Round-Up.'' 

"I     I  ill     C  III  I 

lii.iii!  IIII 

li ;!'  1 1,; 

11  Ill 

the  New  Sound  of 

KMBC-KFRM 
The  big  news  in  Kansas  City  radio  is  the 
New  Sound  on  KMBC-KFRM!  By  com- 

pletely overhauling  old  programming  con- 
cepts, KMBC-KFRM  have  introduced  a  new 

type  of  radio  service  that's  tailored  to 
today's  audience  demands.  New  variety, 
new  personalities,  new  formats,  new  impact 
—they're  all  woven  into  every  hour  of  every 
broadcast  day.  This  inspired  local  program- 

ming, combined  with  the  best  from  the 
ABC  Network,  produces  radio  that  sells 
as  it  serves!  Your  Peters,  Griffin,  Wood- 

ward, Inc.  Colonel  can  tune  you  in  on  the 
New  Selling  Sound  of  KMBC-KFRM. 

KMBC      Kansas  City 

KFRM  fin  the  State  of  Kansas 

in  the  Heart  of  America 

In  the 

WHBF 

coverage  area  are 

1,102,500 

people  with an  EBI  per  capita  of 

$1627 

Broadcasting   •  Telecasting 
September  24,  1956    •    Page  117 



^fI»Ef^S«i^*EEeti«3>ll^£%cEa*lllf  ■■■■■■■■■■■■■■•■■■■■■iiiiiiiiiiiiiiiiii*iiiiiiiimi:^ 

^!!llll[lll!lllllll!lllllllllllllllllllllllllll!lllllllllllllllllll^  1 

HANSEN  TESTIMONY 

I^iark
able 

ROCKFORD 

at  the 

TOP 

in  Illinois 

In  this  great  market  onlv 
WKOK  reaches  the  whole 

i  auriienee  with  its  hroaileasls 

of 

Local  Sports 
Remote  Coverage  of  Civic  Events 
U.  of  Illinois  Football  &  Basketball 

John  Dixon         H  -  K 
Gen.  Mgr.       Nat'l.  Reps,  j 

No.  1  for  over  30  years 

=     H1IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIIIIIIIIIIIIIIIITE  = 

^IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIH 

IN  AND  AROUND 

COLUMBUS,  GEORGIA 

M  CBS CHANNEL  /M  i 

/  Iabc 

WRBL-TV  T" 

Preferred  * 

VIEWING 

I  l-COUNTY  AREA  -  NOV.  '55 

402 of  404 

METROPOLITAN  FEB.  *56 

298  °f  416 

*  COMPETITIVE  QUARTER  HOURS 

WEEKLY  TELEPULSE 

CALL  HOLLINGBERY  CO. 

talent.  Against  this  background  our  inquiry  now 
focuses  on  whether  that  power  has  been,  or  will 
likely  be,  used  to  exclude  competition. 

Apart  from  these  Sec.  2  aspects,  we  question 
further  whether  in  violation  of  Sherman  Act 

Sec.  1,  networks  in  fact  "tie"  sales  of  network 
time  to  use  of  shows  in  which  networks  own 
an  interest  or  control. 

Mr.  Maletz:  If  you  conclude  that  they  do,  will 
suit  follow? 

Mr.  Hansen:  If  we  find  violations  of  the  Sher- 
man Antitrust  Act,  if  we  feel  that  there  is  evi- 

dence to  support  it,  we  do  bring  suits  and  it  is 
our  policy  to  do  so. 
Mr.  Maletz:  Now,  if  no  other  relief  will  suffice, 
will  the  Dept.  of  Justice  demand  divestiture? 
Mr.  Hansen:  The  "relief"  factor  is  one  of  the 
most  difficult  decisions  to  be  made  in  an  anti- 

trust case,  and  frequently  divestiture  is  the  only 
relief  that  will  suffice.  We  have  never  hesitated 
to  ask  for  divestiture  if  that  is  the  only  relief 
that  would  afford  the  necessary  relief. 

Mr.  Maletz:  Well,  am  I  correct,  then,  in  under- 
standing that  the  Dept.  of  Justice  would  take 

the  position  that  if  no  other  relief  would  suffice, 
in  the  event  it  concludes  that  there  are  viola- 

tions of  the  antitrust  laws,  the  Dept.  of  Justice 
would  seek  a  court  order  requiring  separation 
between  networks  and  network-owned  stations? 
Mr.  Hansen:  Well,  that  is  our  policy,  yes. 

Mr.  Maletz:  Would  the  Dept.  of  Justice  also 
take  the  position  that  it  might,  in  the  event  these 
other  considerations  occur,  ask  the  courts  to 
require  the  network  to  divorce  itself  of  its 
production  facilities? 
Mr.  Hansen:  It  well  could. 

Beyond  questions  of  network  "tie-ins,"  our 
inquiry  to  date  indicates  that  the  "must  buy" 
policy  may — I  emphasize  may — tend  to  coerce 
advertisers  into  the  purchase  of  network  tele- 

vision time  on  stations  which  they  do  not  want. 

"Must  buy,"  as  I  suggested,  relates  closely 
to  "option  time."  There  is  reason  to  believe 
that  television  advertisters  accept  the  network- 
picked  package  of  tv  stations  because  of  the 

networks'  control,  via  "time  options,"  of  prime 
telecasting  time. 

Appraisal  of  network  practices'  impact  upon 
tv  advertising  requires  examination,  among 

other  things,  of  the  alternatives  to  network  ad- 
vertising, if  any,  that  are  available.  Statistics 

indicate  that  television  advertisers  spend  con- 
siderable money  each  year  on  both  national 

spot  and  local  television  advertising.  In  the 

aggregate  these  two  alternative  forms  of  adver- 
tising expenditures  account  for  more  than  half 

the  advertising  expenditures  for  television  time 
sales.  However,  this  need  not  mean,  of  course, 
that  these  forms  of  television  advertising  are 
equivalent  to  or  provide  satisfactory  substitutes. 

In  addition,  "must  buy"  may — again  I  em- 
phasize "may" — unduly  restrict  the  chance  of 

the  independent  tv  station  competing  with  the 
network  affiliate  to  sell  his  time  to  an  advertiser 
already  tied  to  the  network  affiliate.  This  power 
offers  opportunity  for  special  abuses  in  cities 
or  towns  having  only  one  or  two  vhf  television 
stations.  There  a  network  is  obviously  tempted 
to  use  the  dominant  position  its  affiliates  may 
hold  to  force  the  sale  of  time  on  affiliated  sta- 

tions in  more  competitive  cities  via  "must  buy." 
Against  this  background,  we  plan  to  press  our 

scrutiny  of  time-selling  procedures  to  determine 
whether  they  constitute  restraints  upon  affiliated 

and  independent  television  stations.  For  ex- 
ample, our  present  information  indicates  that 

the  networks,  together  with  their  wholly-owned 
stations,  retain  more  than  half  of  the  total  gross 
time  charges  paid  by  an  advertiser  for  television 
time.  Consequently,  despite  the  very  high  cost 
of  network  time  to  an  advertiser — from  a  mini- 

mum of  $50,000  on  the  ABC  network  for  a 
Class  A  hour  to  about  $90,000  for  a  prime  eve- 

ning hour  on  the  NBC  network — the  affiliated 

television  stations  broadcasting  the  network  pro- 
gram receive  only  a  small  part  of  the  advertis- 

er's expenditure.  Moreover,  each  network  fixes 
time  rates  charged,  not  only  by  its  owned  and 
operated  television  stations,  but  also  by  all  its 
affiliated  stations  for  those  time  periods  which 
are  sold  to  network  advertissrs.  Our  prelimi- 

nary investigation  aims  to  get  facts  to  deter- 
mine whether  this  constitutes  illegal  price-fixing. 

Finally,  we  know  that  networks  are  tending 
toward  dominance  in  program  production.  For 
example,  the  CBS  network,  based  on  figures  it 
supplied,  produced  in  whole  or  in  part  half 
the  programs  shown  on  CBS.  Such  dominance 
may  be  buttressed  by  arrangements  between 
the  networks  and  AT&T  for  lease  of  coaxial 
cables  or  microwave  relays  connecting  affiliated 
stations,  which  make  it  difficult  for  any  other 

than  existing  networks  to  transmit  live  pro- 
grams. Since  these  factors  give  additional  lev- 

erage to  the  networks'  "must  buy"  policy,  they, 
too,  we  now  scrutinize. 

My  judgment  as  to  whether  these  or  other 
practices  transgress  the  antitrust  laws  must,  of 
course,  await  completion  of  our  investigations. 

These  investigations,  let  me  assure  this  commit- 
tee, our  division  now  presses  with  utmost  vigor. 

If  we  were  to  do  less,  we  would  be  remiss  in 
fulfilling  our  obligations — jointly  shared  with 
the  FCC — to  see  that  access  to  a  medium  of 
communication  as  influential  as  television  is 

limited  only  by  the  public  interest  and  ..  .  . 
phenomena  that  make  broadcasting  possible. 

Chairman  Celler:  Judge  Hansen,  I  want  to  com- 
pliment you  on  this  very  comprehensive  and 

very  forceful  statement,  and  when  one  considers 
the  overpowering  magnitude  of  the  television 
media  to  influence  public  opinion  and  its  per- 

suasive power,  economically  and  culturally  and 
morally  and  spiritually,  I  hope  that  your  inquiry 
will  bring  good  results.  It  will  only  bring  good 
results  if  you  pursue  the  matter  with  a  vigor 
that  is  indicated  by  this  statement.  I  warn  you 
that  you  are  going  to  be  the  recipient  of  all 
kind  of  pressures,  and  I  hope  that  you  will 
resist  those  pressures  and  judge  this  objectively 
so  that  we  can  get  a  very  constructive  opinion 
from  the  department. 
Mr.  Keating:  Certainly  the  statement  which 
you  have  given  to  this  committee  makes  it  very 

clear  that  you  will  pursue  with  vigor  the  en- 
forcement of  the  antitrust  laws  in  the  Dept. 

of  Justice.  Some  doubt  has  been  expressed  in 
some  quarters  from  time  to  time  about  it, 
and  it  is  very  clear  to  me  and  those  who  are 
particularly  interested  in  the  enforcement  of 
those  laws,  as  this  committee  is,  and  we  have 
no  fear  about  your  vigorous  pursuit  of  that 

objective. Mr.  Rodino:  May  I  ask  you,  Judge  Hansen, 
whether  or  not  you  would  be  able  to  estimate 

just  how  long  it  will  take  before  your  inves- 
tigation is  concluded? 

1-2  sales  punch 
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Mr.  Hansen:  I  would  like  to  get  some  assistance 
on  that.  Well,  it  is  broken  down  in  parts.  On 
the  Westinghouse  matter,  I  would  say  we  would 
have  an  answer  by  the  end  of  the  year.  On 
the  overall  program,  Mr.  Kramer  tells  me  he 
feels  it  will  require  from  one  to  two  years  to 
complete. 
Mr.  Rodino:  And  within  that  period  of  time, 
notwithstanding  the  fact  that  you  make  a  pretty 
strong  statement  about  the  suggestion  that  you 
find  of  the  striking  similarity  between  the  tv 
structure  and  the  motion  picture  industry,  and 
the  fact  that  the  Paramount  case  did  find  a  mo- 

nopoly practice,  nonetheless  this  condition 
would  continue  to  exist  and  nothing  can  be 
done,  you  have  no  recommendations  of  any 
sort? 
Mr.  Hansen:  Mr.  Kramer  just  tells  me  that  the 
investigation  basis  which  led  to  the  final  deci- 

sion of  the  Paramount  case  took  approximately 
10  years.  I  have  no  desire  to  delay  this,  I 
can  assure  you.  We  are  going  to  push  it  as 
fast  as  we  can.  We  have  a  number  of  matters 
there  and  frankly  we  are  limited  in  the  amount 
of  personnel  to  do  the  job  necessary. 
Mr.  Rodino:  All  I  can  suggest  to  you,  Judge, 
is  that  if  there  is  any  help  we  can  give  you 
in  any  way  of  suggestions  to  the  committees 
of  Congress  that  will  help  you  in  getting  ade- 

quate personnel,  I  think  there  would  be  suf- 
ficient interest  and  concern  to  the  American 

public,  no  matter  which  way  it  turns,  whether 
or  not  you  find  conclusively  that  there  may 
be  no  monopoly  or  you  find  that  there  is,  that 
the  question  be  resolved  because  I  think  that 
otherwise  grave  and  irreparable  harm  is  going 
to  be  done  if  it  is  not. 
Chairman  Cellen  I  would  like  to  make  this 
further  observation:  It  is  hoped  that  voluntarily 
those  involved  in  these  criticisms,  against  whom 
the  criticisms  are  leveled,  will  voluntarily  en- 

deavor, with  the  help  of  the  FCC  and  the  Dept. 
of  Justice,  and  I  might  say  with  the  help  of 
this  committee,  to  offer  to  make  certain  changes, 
constructive  changes,  consistent  with  their  own 
successful  operation  and  consonant  with  the 
public  interest,  so  that  in  such  cases  long  liti- 

gation might  be  avoided. 
I  am  sure  that  the  FCC  could,  within  a  space 

far  short  of  even  one  or  two  years,  solve  this 
matter,  solve  it  not  only  for  the  chains  but 
for  the  public;  they  have  the  power.  If  these 
broadcasting-telecasting  rules  can  be  appro- 

priately modified  with  the  cooperation  of  the 
chains  themselves,  I  am  sure  a  great  deal  of 
difficulty,  a  great  deal  of  time  need  not  be 
wasted,  and  the  difficulties  might  be  resolved. 
It  strikes  me  that  that  approach  would  be  a 
far  better  approach  than  to  have  all  the  time 
and  money  expended  by  your  department  in 
these  long  and  difficult  investigations. 
Mr.  Keating:  These  networks  are  represented 
by  distinguished  counsel,  and  I  have  no  doubt 
that  they  are  aware  of  what  is  going  on  and 
would,  I  think,  be  advising  the  networks  about 
the  changes. 
Mr.  Hansen:  In  my  short  experience  I  have 
found  that  quite  frequently  when  an  industry 
or  a  segment  of  an  industry  has  had  its  atten- 

tion invited  to  a  violation,  they  have  consented 
to  a  correction,  and  as  a  result  we  have  a  very 
active  consent  decree  program  in  the  Dept.  of 
Justice. 

Mr.  Rodino:  Well,  I  am  hopeful,  too,  that  the 
television  industry  and  those  who  direct  this 
vast  industry  are  sufficiently  concerned  about 
the  public  and  the  public  interest,  that  they 
may  themselves,  as  the  Chairman  has  expressed 
it,  voluntarily  bring  about,  if  they  have  suffi- 

cient confidence  in  the  suggestions  already  made 
here,  and  the  suggestions  that  will  be  forth- 

coming, that  there  may  be  a  monopoly  tend- 
ency. 
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WGR-TV CHANNEL 

Voted  BUFFALO'S 

FAVORITES - 

Time  After  Time 

WGR-TV 

BUFFALO 

National  Representatives 

PETERS,  GRIFFIN,  WOODWARD,  INC. 

According 

to  the 

Record' 

199 

Continuities  for  October 

A  daily  almanac  .  .  .  each  a 

five-minute  program  packed 
with  information  about  the  im- 

portant happenings  throughout 
the  world. 

October's  "According  to  the 
Record"  includes  stories  about 
the  First  New  York  Subway, 

Princess  Margaret,  Henry  Wads- 
worth  Longfellow,  Admiral 
Byrd  and  other  significant  and 
entertaining  highlights  and 
sidelights  of  the  years  past. 

BMI's  "According  to  the  Rec- 
ord" package  contains  a  full 

month's  supply  of  continuities 
.  .  .  Highly  commercial  .  .  . 
Now  in  its  12th  successful  year. 
For  sample  scripts  please  write 
to  Station   Service  Department 

FOR  THE  RECORD> 

Station  Authorizations,  Applications 

(As  Compiled  by  B  •  T) 

September  13  through  September  19 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

Cp — construction  permit.  DA — directional  an- 
tenna. ERP — effective  radiated  power,  v hi- 

ve ry  high  frequency,  uhf — ultra  high  frequency, 
ant. — antenna,  aur. — aural,  vis. — visual,  kw  kilo- 

watts,  w — watts,  mc — megacycles.   D — day.  N— 

night.  LS —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorizations. SSA — special  service  authorization. 
SXA — special  temporary  authorization. 

Am-Fm  Summary  through  Sept.  19 

Appls. 
In 

On Pend- 
Hear- 

Air Licensed Gps 

ing 

ing 

Am 

2,906 3,057 
157 286 133 

Fm 522 547 34 8 1 

Tv  Summary  through  Sept.  19 

Total  Operating  Stations  in  U.  S.: 
Vhf       Uhf  Total 

Commercial 
Noncom.  Educational 

368 
17 

90 
5 

4581 

22* 

FCC  Commercial  Station  Authorizations 

As  of  August  31,  1956 

Licensed  (all  on  air) 
Cps  on  air Cps  not  on  air 
Total  authorized 
Applications  in  hearing 
New  station  requests 
New  station  bids  in  hearing 
Facilities  change  requests 
Total  applications  pending 
Licenses  deleted  in  August 
Cps  deleted  in  August 

*  Based  on  official  FCC  monthly  reports.  These 
are  not  always  exactly  current  since  the  FCC 
must  await  formal  notifications  of  stations  going 
on  the  air,  ceasing  operations,  surrendering  li- 

censes or  grants,  etc.  These  figures  do  not  include 
noncommercial,  educational  fm  and  tv  stations. 
For  current  status  of  am  and  fm  stations  see 
"Am  and  Fm  Summary,"  above,  and  for  tv  sta- 

tions see  "Tv  Summary,"  next  column. 

Grants  since  July  11,  1952: 

Am Fm 

Tv 2,885 
515 200 

54 

10 307 112 
20 113 

3,051 

545 620 185 
1 123 

268 9 49 
127 0 

72 

157 4 

28 

923 
74 

326 
1 6 0 
1 0 0 

(When  FCC  began  processing  applications after  tv  freeze) 

Commercial 
Noncom.  Educational Vhf 

332 

23 

Uhf 
314 

21 

Total 

646i 

442 

Applications  filed  since  April  14,  7952: 
(When  FCC  began  processing  applications 

after  tv  freeze) 

Commercial 
Noncom.  Educ. 

New  Amend.  Vhf 
1,019      337  798 61  34 Uhf 

558 

27 

Total 

1,357s 

61* 

Total 
1,080 

337 832 585 

1,4185 

^170  cps  (33  vhf  137  uhf)  have  been  deleted. 
1  One  educational  uhf  has  been  deleted. 
*One  applicant  did  not  specify  channel. 
*  Includes  44  already  granted. 
4  Includes  690  already  granted. 

FCC  ANNOUNCEMENTS 

New  Tv  Stations  .  .  . 

ACTION  BY  FCC 

Victoria,  Tex. — Alkek  Television  Co.  and  Vic- 
toria Television  Co.  designated  for  consolidated 

hearing  on  applications  for  new  tv  to  operate 
on  ch.  19.  Announced  Sept.  19. 

APPLICATIONS 

Augusta,  Me. — Pine  Tree  Bcstg.  Corp.,  vhf  ch. 
10  (192-198  mc);  ERP  316  kw  vis.,  158  kw  aur.; 
ant.  height  above  average  terrain  770  ft.,  above 
ground  707  ft.  Post  office  address  %  Richard  S. 
Robie,  Park  Square,  Boston,  Mass.  Studio  loca- tion Wilmington,  Me.  Trans,  location  Beedle  Rd., 
2.3  miles  west  of  Hwy.  #12,  six  miles  south  of 
Gardiner,  Me.  Geographic  coordinates  44°  08' 
50"  N.  Lat,  69°  48'  43"  W.  Long.  Trans,  and  ant. 
GE.  Legal  counsel  McKenna  &  Wilkinson,  Wash- 

ington. Consulting  engineer  Commercial  Radio 
Equipment  Co.,  Washington.  Sole  owner  Richard 
S.  Robie,  business  interests,  is  .59%  owner  of 
Massachusetts  Bay  Telecasters  Inc.,  applicant 
for  Boston  ch.  5.  Filed  Sept.  19. 

Detroit,  Mich. — Plaza  Radio  &  Tv  Co.,  uhf  ch. 
62  (758-764  mc);  ERP  252.68  kw  vis.,  126.974  kw 
aur.;  ant.  height  above  average  terrain  407.75 
ft.,  above  ground  433.75  ft.  Estimated  construc- 

tion cost  $371,539,  first  year  operating  cost  $264,- 
000,  revenue  $300,000.  Post  office  address  551 
Fifth  Ave.,  New  York,  N.  Y.  Studio  location  De- 

troit. Trans,  location  southeast  corner  of  10  Mile 
Rd.  and  Ryan  Rd.  Geographic  coordinates  42° 28'  28.5"  N.  Lat.,  83°  03'  53.4"  W.  Long.  Trans, 
and  ant.  GE.  Legal  counsel  Phillip  M.  Baker, 
Washington.  Consulting  engineer  John  H.  Mul- 
laney,  Washington.  Principals  include  Alex 
Rosenman  (50%),  former  minority  stockholder  of 
WCAN-AM-TV  Milwaukee,  Wis.,  and  present 
owner  of  station  representative  firm  in  N.  Y.; 
Eliot  Hyman  (25%),  former  owner  of  Associated 
Films,  motion  picture-tv  film  production  firm, 
and  David  M.  Harris  (25%),  photography  inter- 

ests. Filed  Sept.  17. 
Elko,  Nev.— Elko  Bcstg.  Co.,  vhf  ch.  10  (192- 

198  mc);  ERP  .451  kw  vis.,  .225  kw  aur.;  ant. 
height  above  average  terrain  —335  ft.,  above 
ground  220  ft.  Estimated  construction  cost  $50,- 
494,  first  yeax  operating  cost  $84,000,  revenue 
$85,000.  Post  office  address  P.  O.  Box  790,  Elko. 
Studio  location  one  mile  east  of  Elko  on  U.  S. 
Hwy.  #40.  Trans,  location  same  as  studio.  Geo- 

graphic coordinates  40°  51'  00"  N.  Lat.,  115°  44'  30" W.  Long.  Trans,  and  ant.  Gates.  Consulting  en- 
gineer Gautney  &  Jones,  Washington.  Elko  Bcstg. 

Co.  is  licensee  of  KELK  Elko.  Filed  Sept.  19. 

Allocations 

ACTION  BY  FCC 

Canadian-USA  Television  Agreement — Pursu- 
ant to  exchange  of  correspondence  between  De- 

partment of  Transport  of  Canada  and  FCC,  Table 
A  of  Canadian-USA  Tv  Agreement  has  been 
amended  to  add  ch.  5  plus  at  Pembroke,  Ont., 
and  ch.  7  even  at  New  Glasgow,  Nova  Scotia. 
In  adding  ch.  5  plus  at  Pembroke,  Canadian  Gov- 

ernment has  agreed  that  trans,  sites  of  any  tv 
station  authorized  to  operate  pursuant  to  this 
assignment  shall  not  be  located  less  than  190 
miles  from  Lake  Placid,  N.  Y.,  nor  less  than  170 
miles  from  Rochester,  N.  Y.  Announced  Sept. 
19. 

PETITIONS 

WBRE-TV  Wilkes-Barre,  Pa.— Requests  assign- 
ment of  ch.  56  to  Binghamton,  N.  Y.,  and  deletion 

of  same  in  Cortland,  N.  Y.;  also  assignment  of 
ch.  72  to  Cortland  in  lieu  of  ch.  56.  WBRE-TV 
operates  on  ch.  28.  Announced  Sept.  14. 
WLAC-TV  Old  Hickory,  Tenn. — Requests  re- 

assignment of  ch.  5  to  Nashville,  Tenn.,  instead 
of  to  Old  Hickory;  also  requests  that  Commission 
issue  order  to  show  cause  why  WLAC-TV's  out- standing license  should  not  be  modified  to  spec- 

ify operation  at  Nashville  in  lieu  of  Old  Hickory. 
Announced  Sept.  14. 
Longview,  Tex. — Gregg  Television  Inc.  requests 

deletion  of  ch.  2,  reserved  for  noncommercial, 
educational  purposes  at  Denton,  Tex.,  and  re- 

allocation of  said  ch.  2  to  Longview  for  commer- 
cial operation;  also  coincident  allocation  of  ch.  71 

to  Denton  for  noncommercial,  educational  opera- 
tion should  it  be  deemed  needed  in  public  inter- est. Announced  Sept.  14. 

BROADCAST  MUSIC,  INC. 

589  FIFTH  AVE.,  NEW  YORK  17,  N.Y. 
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Existing  Ty  Stations 

ACTIONS  BY  FCC 

WSYE-TV  Elmira,  N.  Y. — Granted  STA  to  op- 
erate commercially  on  ch.  18  to  March  6,  1957. 

Announced  Sept.  18. 
KSIX-TV  Corpus  Christi,  Tex.— Granted  STA 

to  operate  commercially  on  ch.  10  to  March  11, 
1957.    Announced  Sept.  18. 

CALL  LETTERS  ASSIGNED 

WHCT  (TV)  Hartford,  Conn.— CBS,  ch.  18. 
Changed  from  WGTH-TV. 
WFGA-TV  Jacksonville,  Fla.— Florida-Georgia 

Television  Co.,  ch.  12. 
KDHS  (TV)  Aberdeen,  S.  D. — Aberdeen  Tele- 

vision Co.,  ch.  9. 
WATE    (TV)    Knoxville,  Tenn.— Greater  East 

Tennessee  Television  Inc.,  ch.  6. 

APPLICATIONS 

KDWI-TV  Tucson,  Ariz.— Seeks  mod.  of  cp 
(which  authorized  new  tv)  to  change  ERP  to 
62.6  kw  vis.,  31.3  kw  aur.,  and  make  minor  equip- 

ment changes.  Filed  Sept.  13. 
KROC-TV  Rochester,  Minn. — Seeks  cp  to  make 

changes  in  facilities  of  existing  tv;  change  ERP 
to  316  kw  vis.,  190  kw  aur.,  and  make  minor 
equipment  changes.   Filed  Sept.  17. 
KCTE-TV  St.  Paul,  Minn.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  change  ERP  to 
100  kw  vis.,  50  kw  aur.,  and  make  other  equip- 

ment changes.   Filed  Sept.  19. 
KRCG  (TV)  Jefferson  City,  Mo.— Seeks  mod. 

of  cp  (which  authorized  new  tv)  to  install  DA 
system.    Filed  Sept.  18. 
WATE  (TV)  Knoxville,  Tenn.— Seeks  mod.  of 

license  to  change  corporate  name  from  Greater 
East  Tennessee  Tv  Inc.  to  WATE  Inc.  Filed 
Sept.  17. 
WHTN-TV  Huntington,  W.  Va.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  to  change  aur. 
ERP  to  200  kw;  change  studio  location  to  25 
Fourth  Ave.,  Huntington,  W.  Va.;  change  trans, 
location  to  Barker's  Ridge  Rd.,  about  14  miles northeast  of  center  of  Huntington;  install  new 
ant.  system,  and  make  other  equipment  changes. 
Filed  Sept.  13. 

APPLICATION  AMENDED 

WEAU-TV  Eau  Claire,  Wis.— Amended  to 
change  ERP  to  310  kw  vis.,  155  kw  aur.,  and 
make  ant.  and  other  eqquipment  changes. 
Amended  Sept.  18. 

New  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

Sanford,  Fla.— Sanford  Bcstg.  Co.  granted  1360 
kc.  500  w  D.  Post  office  address  101  Moonlit  Ave., 
Portsmouth,  Va.  Estimated  construction  cost 
$7,900,  first  year  operating  cost  $40,000,  revenue 
$45,000.  Equal  partners  are  Jack  Siegel,  16.66% 
owner  WLOW  Portsmouth,  Va.,  and  director  of 
WMFJ  Daytona  Beach,  Fla.,  and  WALT  Tampa, 
Fla.,  and  Robert  Wasdon,  16.66%  owner  of  WLOW 
and  director  of  WFMJ  and  WALT.  Announced 
Sept.  19. 
Douglas,  Ga. — Fernandina  Beach  Broadcasters' 

application  seeking  cp  for  new  am  to  operate  on 
1480  kc,  500  w  D,  returned.  (Notarized  wrong.) 
Action  Sept.  17. 

Scottsville,  Ky—  State  Line  Bcstg.  Co.'s  appli- 
cation seeking  cp  for  new  am  to  operate  on  1250 

kc,  1  kw  D,  returned.  (Incomplete.)  Action 
Sept.  17. 

Winona,  Minn. — Winona  Bcstg.  Co.  is  being  ad- 
vised that  application  for  new  am  to  operate  on 

1570  kc,  1  kw  D,  indicates  necessity  of  hearing. 
Announced  Sept.  19. 
Odessa,  Tex.— Mid-Cities  Bcstg.  Co.  granted 

1310  kc,  500  w  D.  Post  office  address  1801  Del 
Rancho  Dr.,  Irving,  Tex.  Estimated  construction 
cost  $9,051,  first  year  operating  cost  $24,000,  rev- 

enue $30,000.  Principals  are  equal  partners  E.  L. 
Roskelley,  former  day  news  editor,  KLIF  Dallas, 
Tex.,  and  presently  private  producer,  and  L.  J. 

HOWARD  E;
STARK  s 

NEW  YORK  
22. 

\AU  Inquiries  Confidential^ 
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Roskelley,  milk  products  firm  employe.  An- 
nounced Sept.  19. 

Oren,  Utah— Valley  Bcstg.  Co.'s  application 
seeking  cp  for  new  am  to  operate  on  630  kc,  1 
kw  D,  dismissed  at  request  of  attorney.  Action 
Sept.  17. 
Tasley,  Va. — Accomack-Northampton  Bcstg. 

Co.'s  application  seeking  cp  for  new  am  to  op- erate on  1330  kc  500  w  D,  returned.  (Re  applicant 
name.)    Action  Sept.  17. 

APPLICATIONS 

Tucson,  Ariz. — Associated  Broadcasters  of  Tuc- 
son, 790  kc,  1  kw  D.  Post  office  address  %  Joseph 

Brenner,  321  S.  Beverly  Dr.,  Beverly  Hills,  Calif. 
Estimated  construction  cost  $27,200,  first  year 
operating  cost  $61,704,  revenue  $69,087.  Principals 
are  equal  partners  David  Drubeck,  former  em- 

ploye at  KFMV  (FM)  Los  Angeles,  and  Barnet 
Sorkin,  orchestra  leader.   Filed  Sept.  13. 
Colorado  Springs,  Colo. — Western  Bcstg.  Co., 

1580  kc,  500  w  D.  Post  office  address  Box  1319, 
Lubbock,  Tex.  Estimated  construction  cost  $34,- 
200,  first  yeaT  operating  cost  $60,000,  revenue  $65.- 
000.  Principals  are  equal  partners  David  P.  Pink- 
ston  (50%),  general  manager  at  KDAV  Lubbock, 
and  Leroy  Elmore,  30%  owner  of  KDAV.  Filed 
Sept.  19. 
Avon  Park,  Fla. — Paramount  Bcstg.  Co.,  1390 

kc,  1  kw  D.  Post  office  address  Box  989.  Esti- 
mated construction  cost  $18,880,  first  year  operat- 

ing cost  $24,500,  revenue  $36,000.  Applicant  is  li- 
censee of  WMRB  Greenville,  S.  C.  Filed  Sept. 

19. 
Murfreesboro,  N.  C. — Agricultural  Bcstg.  Serv- 

ice, 1430  kc,  1  kw  D.  Post  office  address  P.  O.  Box 
626,  Suffolk,  Va.  Estimated  construction  cost 
$12,768,  first  year  operating  cost  $35,000,  revenue 
$40,000.  Sole  owner  Fred  L.  Hart  is  18.8%  owner 
of  WLPM  Suffolk,  owns  8%  of  WGNI  Wilmington, 
N.  C,  and  is  director  of  WFTC  Kinston,  N.  C. 
Filed  Sept.  18. 

Union  City,  Pa. — Northern  Allegheny  Bcstg.  Co., 
1430  kc,  500  w  D.  Post  office  address  310  Second 
Ave.,  Warren,  Pa.  Estimated  construction  cost 
$6,445,  first  year  operating  cost  $30,000,  revenue 
$36,000.  Northern  Allegheny  is  licensee  of  WNAE- 
WRRN  (FM)  Warren,  and  WADP  Kane,  Pa.  Filed 
Sept.  18. 
Martin,  Tenn. — Weakley  County  Press  Bcstg. 

Co.,  1360  kc,  500  w  D.  Post  office  address  P.  O. 
Box  470.  Estimated  construction  cost  $19,356, 
first  year  operating  cost  $33,252,  revenue  $37,- 
440.  Principals  are  equal  partners  James  W.  R. 
White  and  his  wife  Mrs.  Nell  B.  White,  news- 

paper interests.  Filed  Sept.  19. 
Diboll,  Tex. — Arthur  Temple  Jr.,  1260  kc,  1  kw 

D.  Post  office  address  Diboll.  Estimated  construc- 
tion cost  $13,265,  first  year  operating  cost  $36,000. 

revenue  $48,000.  Mr.  Temple  holds  business  in- terests. Filed  Sept.  13. 
Livingston,  Tex. — Polk  County  Bcstg.  Co.,  1220 

kc,  250  w  D.  Post  office  address  3111  Fern  St., 
Pasadena,  Tex.  Estimated  construction  cost  $11,- 
413,  first  year  operating  cost  $26,000,  revenue 
$30,000.  Principals  include  Harold  J.  Haley  (45%), 
business  interests;  Robert  M.  Sutton  (45%),  em- 

ploye at  KTRK-TV  Houston,  Tex.,  and  Donald 
L.  Gulihur  (5%),  engineer  at  KTRK  (TV)-KTRH 
Houston.  Filed  Sept.  19. 
Honolulu,  Hawaii — Kaiser  Hawaiian  Village 

Radio  Inc.,  1040  kc,  5  kw  unl.  Post  office  address 
%  William  Marks,  1924  Broadway,  Oakland  12, 
Calif.  Estimated  construction  cost  $42,800,  first 
year  operating  cost  $50,000.  revenue  $100,000. 
Principals  are  industrialist  Henry  J.  Kaiser 
(50%)  and  Hal  Lewis  (50%),  owner  of  Hal  Lewis 
Assoc.,  Honolulu,  station  representative  firm,  and 
disc  jockey  on  KGU  Honolulu.  Filed  Sept.  17. 

APPLICATIONS  RESUBMITTED 

Phoenix,  Ariz. — Grand  Canyon  Broadcasters 
Inc.  resubmits  application  seeking  cp  for  new 
am  to  operate  on  1540  kc,  1  kw  D.  Resubmitted 
Sept.  13. 

Punta  Gorda,  Fla. — Deep  South  Radioways  re- 
submits application  seeking  cp  for  new  am  to 

operate  on  1340  kc,  250  w  specified  hours.  Re- 
submitted Sept.  19. 

APPLICATION  AMENDED 

Tulare,  Calif. — SanVal  Broadcasters'  applica- 
tion seeking  cp  for  new  am  to  operate  on  1370 

kc,  1  kw  D,  amended  to  change  ant. -trans,  loca- 
tion to  northeast  corner  of  Edwin  &  Hospital  Rds., 

Tulare,  and  make  change  in  ant.  system. 
Amended  Sept.  13. 

Existing  Am  Stations  .  .  . 

ACTIONS  BY  FCC 

WEBJ  Brewton,  Ala. — Granted  change  of  op- 
eration on  1240  kc,  250,  from  unl.  to  specified 

hours.   Announced  Sept.  19. 
KRKS  Ridgecrest,  Calif. — Granted  mod.  of  cp 

to  change  trans,  site  to  .3  mile  west  of  presently 
authorized  site,  and  adopted  letter  to  KDOO 
Ridgecrest,  dismissing  its  petition  to  designate 
KRKS  application  for  hearing.  Announced  Sept. 
19. 
WMRY  New  Orleans,  La. — Granted  cp  to  change 

trans,  location  and  make  changes  in  ant.  system. 
Announced  Sept.  18. 
WISK  South  St.  Paul,  Minn.— Is  being  advised 
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FOR  THE  RECORD 

that  application  for  change  in  operation  from 
1590  kc,  5  kw  D,  to  630  kc,  1  kw,  DA-D,  at  St. 
Paul,  indicates  necessity  of  hearing.  Announced 
Sept,  19. 
WNLA  Indianola,  Miss. — Granted  change  of 

operation  on  1380  kc  from  500  w  D  to  1  kw  D; 
program  tssts  not  to  be  authorized  until  WTUP 
Tupelo  begins  program  tests  on  another  fre- 

quency, and  license  will  not  be  issued  until 
WTUP  is  licensed  on  another  frequency.  An- 

nounced Sept.  19. 
WOW  Omaha,  Neb. — Granted  cp  to  erect  new 

ant.,  (increase  height).  Announced  Sept.  18. 
WVET  Rochester,  N.  Y. — Granted  authority  to transmit  football  games  from  Aquinas  Stadium, 

Rochester,  to  CKCR  Kitchener,  Ont.  Announced 
Sept.  18. 
WLOK  Memphis,  Tenn. — Granted  increase  in 

power  from  1  kw  to  5  kw,  continuing  operation 
on  1480  kc,  D;  station  to  assume  responsibility 
for  installation  and  initial  adjustment  of  any 
equipment  that  may  be  required  to  prevent  re- 
radiation  or  cross-modulation  resulting  from 
interaction  between  WLOK  and  WHHM  Mem- 

phis. Announced  Sept.  19. 
WAPC  Waupaca,  Wis. — Application,  seeking 

mod.  of  cp  (which  authorized  new  tv)  for  exten- 
sion of  completion  date,  returned,  cp  forfeited 

and  call  letters  of  station  deleted.  Action 
Sept.  17. 

CALL  LETTERS  ASSIGNED 

KBEE  Modesto,  Calif.— McClatchy  Bcstg.  Co., 
970  kc,  1  kw.  Changed  from  KBOX. 
KDES  Palm  Springs,  Calif. — George  E.  Cameron 

Jr.   Changed  from  KGEC 
WKIT  Mineola,  N.  Y. — Keynote  Bcstg.  System, 

1520  kc.  250  w.   Changed  from  WKBS. 
WATE  Knoxville,  Tenn. — Greater  East  Tennes- 

see Television  Inc.,  620  kc,  5  kw.  Changed  from 
WROL. 

APPLICATIONS 

WRFC  Athens,  Ga. — Seeks  cp  to  increase  D 
power  from  1  kw  to  5  kw.  Filed  Sept.  17. 
WFST  Caribou,  Me.— Seeks  cp  to  increase  pow- 
er from  1  kw  to  5  kw.  Filed  Sept.  17. 
WSID  Essex-Baltimore,  Md. — Seeks  mod.  of 

license  to  change  station  location  from  Essex- 
Baltimore  to  Baltimore.  Filed  Sept.  19. 
WWBG  Bowling  Green,  Ohio — Seeks  cp  to  in- 

crease power  from  250  w  to  1  kw.  Filed  Sept. 
19. 
KYNG  Coos  Bay,  Ore.— Seeks  mod.  of  cp 

(which  authorized  new  am)  to  make  changes 
in  ant.  system  and  to  specify  studio  location 
and  remote  control  point  as  221  Broadway,  Coos 
Bay.  Filed  Sept.  19. 
WKBI  St.  Marys,  Pa. — Seeks  mod.  of  cp  (which 

authorized  changes  in  ant.  system)  to  make  other 
changes  in  ant.  system.   Filed  Sept.  18. 
WQOK  Greenville,  S.  C. — Seeks  cp  to  change 

from  DA-2  to  DA-N  only.   Filed  Sept.  17. 
KIHO  Ware,  S.  D. — Seeks  cp  to  change  from 

employing  DA-1  to  DA-N  only.  Filed  Sept.  13. 
WROL  Knoxville,  Tenn. — Seeks  mod.  of  license 

to  change  name  of  licensee  to  WATE  Inc.  Filed 
Sept.  19. 
KSEW  Sitka,  Alaska — Seeks  cp  to  change  hours 

of  operation  from  specified  hours  to  unl.  Filed 
Sept.  19. 

APPLICATION  RESUBMITTED 

KHIL  Fort  Lupton,  Colo. — Resubmits  applica- 
tion seeking  mod.  of  license  to  change  station 

location  from  Fort  Lupton  to  Brighton-Fort  Lup- 
ton and  establish  second  main  studio  in  Brighton. 

Resubmitted  April  19. 

New  Fm  Stations  .  .  . 

ACTION  BY  FCC 

Los  Angeles,  Calif. — Coast  Radio  Bcstg.  Corp. 

granted  93.9  mc,  16.7  kw  unl.  Post  office  address 
%  Radio  Station  KPOL,  4628  Wilshire  Blvd.,  Los 
Angeles  5.  Estimated  construction  cost  $7,500, 
first  year  operating  cost  $1,200.  Applicant  oper- 

ates KPOL  Los  Angeles.  Announced  Sept.  19. 

APPLICATION 

Paterson,  N.  J. — WPAT  Inc.,  93.1  mc,  20  kw  unl. 
Post  office  address  66  Hamilton  St.,  Paterson. 
Estimated  construction  cost  $1,500,  first  year  op- 

erating cost  $20,500,  revenue  $3,0C0.  Applicant 
is  licensee  of  WPAT  Paterson.  Filed  Sept.  17. 

Existing  Fm  Stations  .  .  . 

ACTION  BY  FCC 

WLOL-FM  Minneapolis,  Minn. — Granted  mod. 
of  cp  to  change  ERP  to  9.7  kw;  change  ant.  height 
to  320  ft.;  change  trans,  location,  and  make 
changes  in  ant.  system.  Announced  Sept.  18. 

CALL  LETTERS  ASSIGNED 

KBEE-FM  Modesto,  Calif. — McClatchy  Bcstg. 
Co.,  103.3  mc,  277  kw.  Changed  from  KBEE  (FM). 
WJBR  (FM)  Wilmington,  Del. — John  Beau- 

champ  Reynolds,  99.5  mc,  20  kw. 

Ownership  Changes  .  .  . 

ACTIONS  BY  FCC 

WLBS  Birmingham,  Ala. — Granted  involuntary 
transfer  of  control  from  G.  G.  Puett  Sr.,  deceased, 
to  Mrs.  Faye  N.  Puett  and  Garnett  G.  Puett  Jr., 
executors  of  estate  of  G.  G.  Puett.  Mr.  Puett  was 
sole  owner  of  station.  Announced  Sept.  18. 
WMGY  Montgomery,  Ala. — Application,  seek- 

ing transfer  of  stock  from  Thomas  W.  Sewell, 
deceased,  to  Mrs.  Mary  Frances  Sewell,  returned. 
(Necessary  to  file  Form  323.)  Action  Sept.  18. 
WTSP-AM-FM  St.  Petersburg,  Fla.— Granted 

assignment  of  license  to  WTSP  Inc.  for  $200,000. 
Principals  are  equal  owners  Farris  E.  Rahall,  N. 
Joe  Rahall  and  Sam  G.  Rahall,  brothers.  Rahall 
interests  are  WQCY  (TV)  Allentown,  Pa.;  WNAR 
Norristown,  Pa.;  WWNR  Beckley,  W.  Va.;  40%  of 
WFEA  Manchester,  N.  H.,  and  40%  of  WCHS-TV 
Charleston,  W.  Va.  Announced  Sept.  19. 
WGOV  Valdosta,  Ga. — Granted  assignment  of 

license  to  Georgia-Florida  Radio  &  Television 
Co.  for  $100,000.  Principal  is  W.  H.  Keller  Jr. 
(99.98%),  formerly  associated  with  KWEM  Mem- 

phis, Tenn.,  WJIV  Savannah,  Ga.,  and  WEAS  At- 
lanta, Ga.   Announced  Sept.  19. 

KAKE  Wichita,  Kan. — Granted  transfer  of  con- 
trol from  Mark  H.  Adams,  et  al.,  to  S.  O.  Beren, 

George  Bruce,  Sherrill  Corwin,  Ralph  and  Theo- 
dore Gore,  Tom  Palmer  and  Lloyd  Pickrell.  Con- 

sideration: $120,404.   Announced  Sept.  19. 
KFBI  Wichita,  Kan. — Granted  transfer  of  con- 

trol of  licensee  corporation  from  Roy  F.  Bailey, 
Virginia  S.  Harris,  executrix  of  estate  of  Sidney 
F.  Harris,  and  John  P.  Harris,  R.  J.  Laubengayer 
and  Peter  Macdonald,  as  individuals,  to  E.  Hale 
Bondurant.  Transfer  involves  about  38%.  Con- 

sideration is  $57,711.  Principal  owners  will  be 
E.  Hale  Boundurant  (42.87%),  C.  Howard  Lane 
(26.26%),  and  trustees  under  will  of  Horace  L. 
Lohnes  (23.75%).  Announced  Sept.  19. 
WDAM-TV  Hattiesburg,  Miss. — Granted  acqui- 

sition of  control  of  permittee  corporation  by 
WDSU  Bcstg.  Corp.  Equal  owners  D.  A.  Matison 
Jr.,  Harold  Matison,  Milton  J.  Fine  and  Alvin  H. 
Fine  are  selling  51%  for  $51,000.  WDSU  Bcstg. 
Corp.  is  licensee  of  WDSU-AM-FM-TV  New  Or- 

leans, La.,  and  WAFB-AM-FM-TV  Baton  Rouge, La.   Announced  Sept.  19. 
WBUD  Trenton,  N.  J. — Granted  assignment  of 

license  to  WBUD  Inc.  Corporate  change.  An- nounced Sept.  18. 
WONY  Owego,  N.  Y. — Granted  assignment  of 

cp  to  Erdman  Bcstg.  Co.  for  $1,692.  Principals  are 

equal  partners  Ellis  E.  Erdman,  vice  pres.-8% 
owner  of  WTKO  Ithaca,  N.  Y.;  Robert  R.  David- 

son, employe  of  Atlantic  Refining  Co.;  Lyman  D. 
Gridley,  automobile  sales  company  employe,  and 
Nathan  I.  Schoonover,  jewelry  interests.  An- 

nounced Sept.  19. 
KBKR  Baker,  Ore. — Granted  involuntary  trans- 

fer of  control  from  Ruth  H.  Jacobs,  deceased,  to 
Barbara  L.  Lockwood,  executrix  of  estate  of 
Ruth  H.  Jacobs.  Transfer  involves  92%.  An- noim^^d  Sept.  18. 
WLCX  La  Crosse,  Wis.— Granted  assignment  of 

license  to  Lyons  Bcstg.  Co.  for  $45,000  cash.  Sole 
owner  Lyle  D.  Lyons  is  98%  owner  of  Lyons  & 
Associates  Inc.,  La  Crosse,  advertising  and  pro- 

motion firm.  Announced  Sept.  19. 
WHBL  -  AM  -  FM  Sheboygan,  Wis.  —  Granted 

transfer  of  control  of  licensee  corporation  from 
Charles  E.  Broughton  and  Robert  A.  Saltzstein 
to  Paul  F.  Skinner,  through  sale  of  265'/2  shares 
of  common  stock  for  $39,925.  Mr.  Skinner  will 
now  hold  59.1%  interest  in  stations.  Announced 
Sept.  19. KOWB  Laramie,  Wyo. — Granted  relinquishment 
of  negative  control  of  licensee  corporation  by 
George  B.  Dent  Jr.  and  John  Alexander  through 
gift  of  one  share  each  to  their  wives.  Announced 
Sept.  19. 

APPLICATIONS 

WMGY  Montgomery,  Ala. — Seeks  involuntary 
transfer  of  stock  from  Thomas  W.  Sewell,  de- 

ceased, to  Mrs.  Mary  Frances  Sewell.  Filed  Sept. 
13. 
WSFA-AM-TV  Montgomery,  Ala.— Seeks  as- 

signment of  license  to  WKY  Television  System 
Inc.  Corporate  change.  Filed  Sept.  13. 
KCCC-TV  Sacramento,  Calif.— Seeks  transfer  of 

control  of  permittee  corporation  from  Harry  W. 
McCart  and  Ashley  L.  Robison  to  Sacramento 
Broadcasters  Inc.  for  $400,000.  Sacramento  Broad- 

casters is  100%  owned  by  Lincoln  Dellar,  owner 
of  KXL  Portland,  Ore.,  KHMO  Hannibal,  Mo., 
and  50%  owner  of  KJR  Seattle.  Filed  Sept.  13. 
KGIL  San  Fernando,  Calif.— Seeks  assignment 

of  license  to  Pierce  Brooks  Bcstg.  Corp.  Corporate 
change.  Filed  Sept.  17. 
WTVT  (TV)  Tampa,  Fla.— Seeks  assignment  of 

license  to  WKY  Television  System  Inc.  Corporate 
change.  Filed  Sept.  13. 
WJNO-TV  West  Palm  Beach,  Fla.— Seeks  trans- 

fer of  control  of  permittee  corporation  from  Wil- 
liam H.  Cook,  et  al,  to  John  H.  Phipps  for  $492,500 

plus  assumption  of  about  $150,000  debts.  Mr. 
Phipps  is  owner  of  WTA  L-AM-FM  Tallahassee, 
Fla.,  WTYS  Marianna,  Fla.,  and  WCTV  (TV)- 
WKTG  Thomasville,  Ga.  Filed  Sept.  13. 
KWBW  Hutchinson,  Kan. — Seeks  assignment  of 

license  to  Nation's  Center  Bcstg.  Co.  for  $141,579. 
Application  is  to  delete  partnership  of  Bess  Wyse 
Rickard  and  George  M.  Marsh.  Mr.  Marsh  is 
selling  his  5%  and  dropping  out  of  organization. 
Bess  Wyse  RickaTd  is  reducing  her  ho'dings  from 
95%  to  52.5%.  New  stockholder  will  be  Fred  L. 
Conger  (48%),  general  manager  of  station.  Filed 
Sept.  19. 
WHEN  Harrodsburg,  Ky. — Seeks  assignment  of 

license  to  Fort  Harrod  Bcstg.  Corp.  for  $45,000. 
Principals  are  R.  F.  Niemeier  (30%),  building 
material  interests;  I.  G.  Spencer  (30%),  former 
employe  at  WGRC  Louisville,  Ky.;  Victor  M.  Bell- 

amy (30%),  former  employe  at  WGRC,  and  I.  G. 
Spencer  Jr.  (10%),  attorney.  Filed  Sept.  10. 
WDDT  Greenville.  Miss.— Seeks  assignment  of 

license  to  William  Hodding  Carter  Jr.  and  John 
T.  Gibson.  Mr.  Carter,  present  34%  owner  of  sta- 

tion, and  Mr.  Gibson,  present,  24.95%  owner,  will 
be  equal  partners.  They  are  buying  remainder 
of  station's  stock  from  Delta  Democrat  Publish- 

ing Co.  for  $11,851.  Filed  Sept.  13. 
WOOW  New  Bern,  N.  C. — Seeks  assignment  of 

license  to  Radio  New  Bern  for  $48,500.  Principals 
are  equal  partners  Paul  E.  Reid,  25%  owner  of 
WBHB  Fitzgerald,  Ga.;  H.  M.  Roberts,  commer- 

cial manager  at  WBHB,  and  Otto  Griner,  former 
owner  of  WBHB.  Filed  Sept.  19. 
WKY-AM-TV  Oklahoma  City,  Okla.— Seeks  as- 

signment of  license  to  WKY  Television  System 
Inc.  Corporate  change.  Filed  Sept.  13. 
KYNG  Coos  Bay,  Ore.— Seeks  assignment  of  cp 

to  KYNG  Radio.  Sole  owner  Harold  C.  Singleton 
is  adding  partner,  Walter  N.  Nelskog,  former 
50%  owner  of  KUTI  Yakima,  Wash.,  and  former 
16.66%  owner  of  KORD  Pasco,  Wash.  Filed  Sept. 
19. 
KRNR  Roseburg,  Ore. — Seeks  assignment  of 

license  to  James  E.  Doyle  for  $90,000.  Mr.  Doyle 
is  former  66%  owner  of  KVWC  Vernon,  Tex.,  and 
is  applicant  for  new  am  at  Quincy,  Calif.  Filed 
Sept.  17. 

APPLICATION  RESUBMITTED 

WJOT  Lake  City,  S.  C. — Resubmits  application 
seeking  transfer  of  control  from  Mrs.  J.  M.  Tru- 
lock,  Edwin  P.  Latimer,  Edmund  C.  Bunker,  Mrs. 
Addie  B.  Hyman,  George  H.  Breivogol  and  James 
Olin  Tice  Jr.  to  James  Olin  Tice  Sr.,  Frances  M. 
Tice  and  James  Olin  Tice  Jr.  as  family  group. 
Resubmitted  Sept.  17. 

Hearing  Cases  .  .  . 
INITIAL  DECISION 

Eatontown,  N.  J. — Hearing  Examiner  J.  D.  Bond 
issued  initial  decision  looking  toward  grant  of 
application  of  Harold  M.  Gade  for  new  am  to  op- 
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erate  on  1410  kc,  500  w  D,  in  Eatontown,  and  de- 
nial, for  defau.t,  application  of  Monmouth  County Broadcasters  seeking  same  facilities  in  Long Branch,  N.  J.  Announced  Sept.  10. 

OTHER  ACTIONS 

Willimantic,  Conn.— FCC  granted  May  18  mo- tion by  WHIL  Medford,  Mass.,  only  to  extent  of adding  two  new  issues  in  am  proceeding  involv- ing its  application  and  those  of  Robert  Mensel and  The  Windham  Bcstg.  Co.,  both  Willimantic Commission  also  denied  May  14  petition  by  Men- sel to  add  new  issue  in  proceeding.  Announced Sept.  19. 
KGUL-TV  Galveston,  Tex. — FCC  denied  June 1  petition  by  ch.  13  KTRK-TV  Houston,  Tex , requesting  that  ch.  11  KGUL-TV  be  required  to maintain  its  present  facilities  pending  Court  of Appeals  decision  of  appeal  from  Commissions 

denial,  after  hearing,  of  KTRK-TV's  protest  to mod.  of  cp  for  KGUL-TV.  Announced  Sept  19 Grand  Prairie,  Tex.— FCC  denied  petition  for review  filed  by  Grand  Prairie  Bcstg.  Co.,  Grand 
Prairie,  and  affirmed  examiner's  ruling  which denied  Grand  Prairie's  petition  for  leave  to amend  its  am  application  regarding  programming data.  Announced  Sept.  19. 

Routine  Roundup  .  .  . 

September  13  Applications 
ACCEPTED  FOR  FILING 

License  to  Cover  Cp 
KORD  Pasco,  Wash.— Seeks  license  to  cover 

cp  which  authorized  new  am. WMRC  (FM)  Greenville,  S.  C— Seeks  license 
to  cover  cp  which  authorized  changes  in  licensed station. 
WITV  (TV)  Ft.  Lauderdale,  Fla.— Seeks  license 

to  cover  cp  which  authorized  new  tv. 
Modification  of  Cp 

KRBB  (TV)  El  Dorado,  Ark.— Seeks  mod.  of 
cp  for  extension  of  completion  date. 
WCDB  (TV)  Hagaman,  N.  Y.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
complet  on  d"te  to  April  9,  1957. WXTV  (TV)  Youngstown,  Ohio— Seeks  mod.  of cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  April  15,  1957. 
WUOM-TV  Ann  Arbor,  Mich.— Sc=>ks  mod. 

cp  (which  authorized  replacement  of  cp,  which authorized  new  noncommercial,  educstional  tv) 
for  evtenslon  of  completion  date  to  March  1957 WBZ-TV  Boston,  Mass.— Seeks  mod.  of  co 
(which  authorized  changes  in  facilities  of  exist- 

ing tv)  for  extension  of  completion  date  to  July 8,  1957. 
Renewal  of  Licenses 

KMYC  Marysville,  Calif.;  KCSB  San  Bernar- 
dino, Calif.;  KFSD  San  Diego,  Calif.;  KFRC  San 

Francisco,  Calif.;  KLOK  San  Jose,  Calif.;  KSUE 
Susanville,  Calif.;  KTOY  (FM)  Tacoma,  Wash.; 
KRCA  (TV)  Los  Angeles,  Calif.;  KTLA  (TV)  Los 
Angeles,  Calif.;  KHJ-TV  Los  Angeles,  Calif. 

Renewal  of  License  Returned 
KPRL  Paso  Robles,  Calif.    (Name  wrong.) 

September  14  Decisions 
ACTIONS  ON  MOTIONS 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

Mt.  Kisco,  N.  Y.— Ordered  that  Hearing  Ex- 
aminer Herbert  Sharfman,  in  lieu  of  Hearing 

Examiner  Thomas  H.  Donahue,  will  preside  at 
hearing  re  am  application  of  Radio  Mount  Kisco 
Inc.,  Mt.  Kisco.,  and  further  ordered  that  hearing 
is  continued  from  Sept.  28  to  Oct.  2.  Action 
Sept.  11. 
Voice  of  Berrien  County,  Niles,  Mich.;  Lake 

Broadcasters,  St.  Joseph,  Mich. — Granted  Sept.  7 
petition  of  Voice  of  Berrien  County  for  dismissal 
without  prejudice  of  its  am  application,  and  re- 

turned to  processing  line  am  application  of  Lake 
Broadcasters.  Action  Sept.  11. 

Huntsville-Sheffleld,  Ala.  —  By  memorandum 
opinion  and  order,  denied  petitions  of  Radio 
Huntsville  Inc.,  Huntsville,  and  J.  B.  Fait  Jr., 
Sheffield,  to  accept  written  appearances  filed  late 
in  proceeding  re  their  am  applications,  and  peti- 

tioners' applications  are  dismissed  with  prejudice. Action  Sept.  13. 
Howell,  Mich. — On  Chief  Hearing  Examiner's 

own  motion,  ordered  that  hearing  re  am  applica- 
tion of  Livingston  Bcstg.  Co.,  Howell,  which  was 

scheduled  for  hearing  on  Sept.  13,  is  continued 
to  time  which  will  be  specified  in  subsequent 
order.  Action  Sept.  13. 

By  Hearing  Examiner  J.  D.  Bond 
Signal  Hill,  Calif. — By  memorandum  opinion 

and  order,  denied  Aug.  9  petition  filed  by  The 
Cerritos  Bcstg.  Co.,  Signal  Hill,  for  leave  to 
amend  its  am  application  so  as  to  specify  1460 
kc,  1  kw  D,  in  lieu  of  1450  kc,  100  w  unl.,  select 
new  trans,  and  studio  site  and  to  amend  such 
sections  of  its  application  as  necessary  to  bring 
them  into  conformance  with  requested  changes. 
Action  Sept.  11. 

Broadcast  Bureau — Granted  petition  for  exten- 
sion of  time  from  Aug.  15  to  and  including  Aug. 

27  to  file  response  to  Aug.  15  petition  filed  by 
The  Cerritos  Bcstg.  Co.,  Signal  Hill,  Calif.,  for 
leave  to  amend  its  am  application.  Action 
Sept.  11. 

KTBB    Tyler,    Tex.— Upon    the    hearing  ex- 
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aminer's  own  motion  and  with  informal  consent 
of  counsel  for  all  parties,  ordered  that  further 
hearing  re  am  application  of  KTBB  is  continued 
from  Sept.  18  to  10  a.m.  Sept.  20.  Action  Sept.  12. 

By  Hearing  Examiner  Herbert  Sharfman 
Howell,  Mich. — On  oral  request  of  counsel  for 

Livingson  Bcstg.  Co.,  Howell,  and  without  objec- 
tion by  counsel  for  other  parties,  ordered  that 

hearing  now  scheduled  for  Sept.  19  is  rescheduled 
for  Sept.  13. 

Providence,  R.  I. — On  oral  request  of  counsel 
for  WNET  (TV)  Providence,  and  without  objec- 

tion by  counsel  for  other  parties,  ordered  that 
conference  is  scheduled  for  Sept.  12  at  10:30  a.m. 
on  application  of  WPRO-TV  Providence  for  STA. 
Action  Sept.  10. 
Beacon,  N.  Y. — Ordered  that  prehearing  con- 

ference is  scheduled  for  Sept.  17  at  10  a.m.  re  am 
applications  of  West  Shore  Bcstg.  Co.,  Beacon. 
The  Westport  Bcstg.  Co.,  Westport,  Conn.,  and 
James  W.  Miller,  Milford,  Conn.  Action  Sept.  11. 
Pachuta-Laurel,  Miss. — On  oral  request  of 

counsel  for  WCOC-TV  Pachuta,  on  application  for 
mod.  of  cp  (ch.  30)  and  Laurel  Television  Co.,  for 
new  tv  on  ch.  7  in  Laurel,  and  without  objection 
by  counsel  for  Broadcast  Bureau,  ordered  that 
hearing  now  scheduled  for  Sept.  17  is  continued 
to  Oct.  8  at  10  a.m.  Action  Sept.  11. 
Mt.  Kisco,  N.  Y. — Ordered  that  prehearing 

conference  is  scheduled  for  Sept.  17  at  2:00  p.m. 
re  am  application  of  Radio  Mount  Kisco  Inc.,  Mt. 
Kisco.  Action  Sept.  11. 

By  Hearing  Examiner  Hugh  B.  Hutchison 
Ponce  de  Leon  Bcstg.  Co.  Inc.  of  P.  R.,  Maya- 

guez,  P.  R. — Granted  Aug.  22  petition  for  leave 
to  amend  its  tv  application  (1)  to  locate  its  main 
studios  in  city  of  Mayaguez  and  (2)  in  certain 
respects  with  regard  to  its  program  proposals. 
Action  Sept.  11. 

By  Hearing  Examiner  H.  Gifford  Irion 
Broadcast  Bureau — Granted  petition  for  exten- 

sion of  time  from  Sept.  10  to  Sept.  11  to  file 
proposed  findings  and  conclusions  re  application 
WSLA  (TV)  Selma,  Ala.,  for  mod.  of  cp.  Action 
Sept.  11. 

September  17  Applications 
ACCEPTED  FOR  FILING 

Modification  of  Cp 
KOOS  Coos  Bay,  Ore.— Seeks,  mod.  of  cp 

(which  authorized  change  in  frequency;  increase 
in  power;  installation  of  DA,  and  change  in  ant.- 
trans.  location)  for  extension  of  completion  date. 
WBKB  (TV)  Chicago,  111.— Seeks  mod.  of  cp 

(which  authorized  changes  in  facilities  of  existing 
tv)  for  extension  of  completion  date  to  Dec.  3. 
WTWO  (TV)  Bangor,  Me.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  to  make  minor  equip- 
ment changes. 

WNBE-TV  New  Bern,  N.  C— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date. 
KPIC  (TV)  Roseburg,  Ore. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
completion  date  to  April  25,  1957. 
WKOK-TV  Sunbury,  Pa.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
completion  date  to  June  16,  1957. 
WYES  (TV)  New  Orleans,  La.— Seeks  mod.  of 

cp  (which  authorized  new  noncommercial,  edu- 
cational tv)  for  extension  of  completion  date  to 

April  16,  1957. 
WIND-TV  Chicago,  111.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of 
completion  date  to  April  16,  1957. 
WKJF-TV  Pittsburgh,  Pa.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date. 

WKNA-TV  Charleston,  W.  Va. — Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  April  16,  1957. 
WTHS-TV  Miami,  Fla. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  March  11,  1957. 

Renewal  of  Licenses 
KPMC  Bakersfield,  Calif.;  KIBS  Bishop,  Calif.; 

KBLA  Burbank,  Calif.;  KHUM  Eureka,  Calif.; 
KABC  Los  Angeles,  Calif.;  KPOL  Los  Angeles, 
Calif.;  KGFJ  Los  Angeles,  Calif.;  KYOS  Merced, 
Calif.;  KWSD  Mt.  Shasta,  Calif.;  KSFE  Needles, 
Calif.;  KROW  Oakland,  Calif.;  KSDA  Redding, 
Calif.;  KCAL  Redlands,  Calif.;  KCRA  Sacra- 

mento, Calif.;  KGB  San  Diego,  Calif.;  KFMB  San 
Diego,  Calif.;  KATY  San  Luis  Obispo,  Calif.; 
KJOY  Stockton,  Calif.;  KUBA  Yuba  City,  Calif.; 
KMUR  Murray,  Utah;  KMJ-TV  Fresno,  Calif.; 
KGO-TV  San  Francisco,  Calif. 

Renewal  of  Licenses  Returned 
KGST  Fresno,  Calif,  (wrong  dates);  KSPA 

Santa  Paula,  Calif,  (wrong  name). 
Remote  Control 

WMGY  Montgomery,  Ala.;  WBKH  Hattiesburg, Miss. 

September  18  Decisions 
ACTIONS  ON  MOTIONS 

By  Commissioner  T.  A.  M.  Craven 
WPTF  Raleigh,  N.  C. — Granted  petition  for  ex- tension of  time  to  and  including  Sept.  20  to  file 

reply  to  "response"  of  WRAL  Raleigh  to  WPTF petition  to  reopen  record,  rehear  and  reconsider 
and  for  stay  in  ch.  5  proceeding.  Action  Sept.  13. 

By  Chief  Hearing  Examiner James  D.  Cunningham 
Beacon,  N.  Y. — Because  of  illness  of  examiner 

assigned  to  preside  in  proceeding  re  am  applica- tions of  West  Shore  Bcstg.  Co.,  Beacon,  The 
Westport  Bcstg.  Co.,  Westport,  Conn.,  and  James 
W.  Miller,  Milford,  Conn.,  hearing  conference, 
scheduled  for  Sept.  17,  is  continued  to  date  to  be 
specified  in  subsequent  order.  Action  Sept.  13. 
Radio  Mount  Kisco  Inc.,  Mt.  Kisco,  N.  Y.— 

Granted  motion  for  continuance  of  prehearing 
conference,  re  its  am  application,  from  Sept.  17, 
to  Sept.  27  at  2:00  p.m.  Action  Sept.  14. 
By  Hearing  Examiner  Annie  Neal  Huntting 
Jackson  Bcstg.  &  Television  Corp.,  Parma, 

Mich. — Granted  petition  for  extension  of  time  to 
and  including  Sept.  21  to  file  its  reply  to  petition 
to  reopen  record  (ch.  10  proceeding,  Parma- 
Onondaga)  filed  by  Booth  Radio  &  Television 
Stations  Inc.  Action  Sept.  14. 

By  Hearing  Examiner  Basil  P.  Cooper 
Claremore,  Okla. — On  hearing  examiner's  own motion,  ordered  that  hearing  scheduled  to  begin 

Sept.  13  is  continued  to  Nov.  1,  and  that  prehear- 
ing conference  will  be  held  Oct.  12  at  10:00  a.m. 

re  am  application  of  Claremore  Bcstg.  Co.,  Clare- 
more,  Okla.  Action  Sept.  12. 

BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 
Actions  of  September  14 

Following  were  granted  extensions  of  comple- tion dates  as  shown:  WCHB  Inkster,  Mich,  to 
12-24;  WDBJ-TV  Roanoke,  Va.  to  4-4-57. 
WBKH  Hattiesburg,  Miss.— Granted  authority 

to  operate  trans,  by  remote  control  from  305  Bay St. 
Actions  of  September  13 

KVHL  Homer,  La.— Granted  license  for  am 
station. 
KZEE  Weatherford,  Tex. — Granted  license  for am  station. 
WMAX  Grand  Rapids,  Mich.— Granted  license 

covering  increase  in  power  and  changes  in  ant. 
system. WFBC-FM  Greenville,  S.  C. — Granted  license 
covering  changes  in  licensed  station. 
WLBH-FM  Mattoon,  111. — Granted  authority  to 

operate  trans,  by  remote  control  from  1632V2 
Broadway  Ave.,  3rd  Floor,  National  Bank  Bldg. 
WMGY  Montgomery,  Ala. — Granted  authority 

to  operate  trans,  by  remote  control  from  358  N. 
Capitol  Parkway. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KIEM  Eureka,  Calif.,  2-8-57, 
conditions;  WTVO  (TV)  Rockford,  HI.,  to  4-6-57; 
WUNC-TV  Chapel  Hill,  N.  C,  to  4-6-57;  KTVC 
(TV)  Ensign,  Kan.,  to  12-25;  KPTV  (TV)  Portland, 
Ore.,  to  1-5-57;  KRBB  (TV)  El  Dorado,  Ark.,  to 
3-31-57;  WUOM-TV  Ann  Arbor,  Mich.,  to  3-6-57; 
WKRC-TV  Cincinnati,  Ohio  to  1-5-57;  KGW-TV 
Portland,  Ore.,  to  12-17;  KHQA-TV  Hannibal,  Mo., 
to  3-24-57;  WCDB  (TV)  Hagaman,  N.  Y.,  to  4-8- 
57;  WRGP-TV  Chattanooga,  Tenn.,  to  4-8-57. 

Action  of  September  12 
Following  were  granted  authority  to  operate 

trans,  by  remote  control:  WLBH  Mattoon,  111., 
from  1632V2  Broadway  Ave.;  WQAM  Miami,  Fla. 
from  Alfred  I.  DuPont  Bldg.,  169  E.  Flagler  St.; 
WDBJ  Roanoke,  Va.,  from  studio  location  while 
using  non-DA. Actions  of  September  11 
WWRI  West  Warwick,  R.  I. — Granted  license for  am  station. 
KHEM  Big  Spring,  Tex.— Granted  license  for 

am  station. 
WBLA  Elizabethtown,  N.  C— Granted  license 

for  am  station  . 
KCMS  Manitou  Springs,  Colo. — Granted  license 

covering  changes  in  licensed  fm  station. 
Following  were  granted  extensions  of  com- 

pletion dates  as  shown:  KYAT  (TV)  Yuma,  Ariz., 
to  3-25-57;  WTAP  (TV)  Parkersburg,  W.  Va.,  to 
3-1-57;  WFIE  (TV)  Evansville,  Ind.,  to  2-1-57; 
WGEM-TV  Quincy,  111.,  to  3-24-57;  KOED-TV 
Tulsa,  Okla.,  to  3-21-57;  WDAM-TV  Hattiesburg, 
Miss.,  to  12-31;  KTRE-TV  Lufkin,  Tex.,  to  4-1-57; 
WMAL-TV  Washington,  D.  C,  to  3-31-57;  KFRE- 
TV  Fresno,  Calif.,  to  12-11. 

Actions  of  September  10 
WFBM  Indianapolis,  Ind.— Granted  authority  to 

operate  main  trans,  by  remote  control  from  1330 
N.  Meridian  St.,  while  using  non-DA. 

September  18  Applications 
ACCEPTED  FOR  FILING 

Modification  of  Cp 

WTLE  (TV)  Evanston,  HI. — Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of completion  date. 
WERE-TV  Cleveland,  Ohio— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date  to  April  16,  1957. 

WHK-TV  Cleveland,  Ohio— Seeks  mod.  of  cp 
(which  authorized  new  tv)  for  extension  of  com- 

pletion date. 
WIFE  (TV)  Dayton,  Ohio — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date. License  to  Cover  Cp  Returned 

WJSB  Crestview,  Fla. — Application,  seeking 
license  to  cover  cp  which  authorized  change  in 
frequency;  increase  in  power;  change  in  hours 
of  operation;  increase  in  ant.  height,  and  change 
applicant  name,  returned.  (Section  I  not  filed.) 
Action  Sept.  18. 

Renewal  of  Licenses 
KAFY  Bakersfield,  Calif.;  KGEE  Bakersfield, 

Calif.;  KXO  El  Centro,  Calif.;  KYNO  Fresno, 
Calif.;  KIEV  Glendale,  Calif.;  KCVR  Lodi,  Calif.; 
KGER  Long  Beach,  Calif.;  KFSG  Los  Angeles, 
Calif.;  KMOD  Modesto,  Calif.;  KVON  Napa, 
Calif.;  KOXR  Oxnard,  Calif.;  KALI  Pasadena, 
Calif.;  KROY  Sacramento,  Calif.;  KJBS  San 
Francisco,  Calif.;  KTMS  Santa  Barbara,  Calif.; 
KTKR  Taft,  Calif.;  KVEN  Ventura,  Calif.;  KFBC Cheyenne,  Wyo. 

September  19  Decisions 
ACTIONS  ON  MOTIONS 

By  Chief  Hearing  Examiner 
James  D.  Cunningham 

Jesup,  Ga.— Ordered  that  hearing  is  scheduled 
to  commence  on  Nov.  15  re  am  application  of 
Wayne  Bcstg.  Co.,  Jesup.  Action  Sept.  14. 

Pine  Bluff,  Ark.— Ordered  that  hearing  is  sched- uled to  commence  on  Nov.  15  re  am  applications 
of  Sepia  Bcstg.  Co.,  Little  Rock,  Ark.,  and  Radio 
Pine  Bluff,  Pine  Bluff.  Action  Sept.  14. 
KLFT  Golden  Meadow,  La.— Denied  petition  for 

reconsideration  of  action  of  chief  hearing  exam- 
iner which  dismissed  application  with  prejudice. 

Action  Sept.  17. 
By  Hearing  Examiner  Hugh  B.  Hutchison 

Mayaguez,  P.  R. — Ordered  that  prehearing  con- ference will  be  held  at  10  a.m.  on  Sept.  20  in  ch. 
3  proceeding,  Mayaguez.  (Ponce  de  Leon  Bcstg. 
of  P.R..  et  al.)  Action  Sept.  17. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
Citizens  Bcstg.  Co.,  Terre  Haute,  Ind. — Granted 

petition  for  leave  to  amend  its  am  application  so 
as  to  show  change  in  frequency  from  1350  kc  to 
1300  kc,  and  application  as  amended  is  removed 
from  hearing  docket.  Action  Sept.  17. 
Salem  Bcstg  Co.,  Salem,  111. — Granted  motion 

requesting  that  its  application,  presently  sched- uled for  hearing  on  Sept.  26,  be  removed  from 
hearing  and  returned  to  processing  line.  Action 
Sept.  17. 

By  Hearing  Examiner  Herbert  Sharfman 
Howell,  Mich. — On  hearing  examiner's  own  mo- tion, ordered  that  hearing  re  am  application  of 

Livingston  Bcstg.  Co.,  Howell,  is  rescheduled  for 
Sept.  18  at  2:00  p.m.  Action  Sept.  17. 
Folkways  Bcstg.  Co.,  Whitesburg,  Ky. — Denied 

Continues  on  page  131 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  De  Sales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  0.  C.         ADams  4-2414 

Member  AFCCE* 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE* 

Frank  H.  Mcintosh  &  Assocs. 
CONSULTING  RADIO  ENGINEERS 

1216  WYATT  BLDG. 
WASHINGTON,  D.  C. 
Metropolitan  8-4477 
Member  AFCCE  9 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.     Hudson  3-9000 

WASHINGTON  6,  D.  C. 

Member  AFCCE* 

LYNNE  C.  SMEBY 

CONSULTING  ENGINEER  AM-FM-TV 

4806  MONTGOMERY  LANE 

WASHINGTON  14,  D.  C. 

OLiver  2-8520 

ROBERT  L.  HAMMETT 

CONSULTING  RADIO  ENGINEER 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.  Checks  and  money  orders  only. 

Deadline:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday 
preceding  publication  date. 
Situations  Wanted  20<p  per  word — $2.00  minimum  •  Help  Wanted  25tf  per  word — 
$2.00  minimum. 
All  other  classifications  30<J  per  word — $4.00  minimum  •  Display  ads  $15.00  per  inch 

No  charge  for  blind  box  number.   Send  box  replies  to 
Broadcasting  •  Telecasting,  1735  DeSales  St.  N.  W.,  Washington  6,  D.  C. 

Ain.irANTs:  If  transcriptions  or  hulk  purknees  submitted,  $1.00  charge  for  mailing  (Forward  remittance 
separately,  please).  All  tmnsrnptmns.  photon.  •*!<;..  sent  to  box  numbers  are  sent  al  owner's  risk.  BbuabCast- IN<1  •  Tn.crA8iiNa  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

RADIO RADIO 

Help  Wanted 

Managerial 

Sales  manager  who  "loves  to  sell",  New  Jersey independent  has  immediate  opening.  R  ght  man 
can  earn  good  five  figure  income.  Box  673A,  B«T. 

Station  manager  with  programming  experience 
and  ability.  Independent  250  watt  fulltime  New 
England,  newspaper  affiliation,  50  000  city.  Full 
details  in  first  letter.  Box  739A,  B»T. 

Commercial  manager.  Strong  on  local  sales,  train 
and  assist  other  salesmen.  Comrjetitive  market 
experience.  California.  Indie.  Salary,  commis- 

sion, override.  Send  resume  and  photo.  Box 
856 A,  B«T. 

Salesmen 

Good  salesman  who  can  also  announce,  southern 
New  Mexico.  Base  commission  arrangement  or 
salary.  Permanent  position,  congenial  staff.  Write 
Box  906A,  B-T. 

Making  Friends...  | 

Influencing  People 

Employers  like  our  prompt 

friendly  service.  They  look  first 
to  BROADCASTERS  for  solution 

of  every  personnel  problem  be- 

cause each  candidate's  qualifica- 
tions are  clearly  set  forth  in  a  pro- 

fessionally prepared  resume  and 

report  of  reference  investigation. 

Each  candidate  has  been  carefully 

screened  by  specialists  who  KNOW 
radio  and  television. 

Placement  clients  soon  become 

our  friends.  They  like  the  per- 

sonal attention  we  give  to  the  fur- 
therance of  their  careers,  our  lower 

fees  and  ready  willingness  to 
WORK  in  their  behalf. 

EXECUTIVE  &  STAFF  LEVELS 

CONFIDENTIAL  CONTACT 

NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE 

PLACEMENT  SERVICE,  INC. 

333  Trans-Lux  Bldg. 
724  Fourteenth  St.,  N.  W. 

Washington  5,  D.  C. 

Help  Wanted— (Cont'd) 
Texas  station  needs  top  man  experienced 
in  small  markets,  to  assist  manager  with  sales, 
service,  airwork.  Requirements:  minimum  five 
years  experience,  like  hard  work,  enjoy  small 
towns,  references.  $400.00  month.  Box  883A,  B>T. 

Salesman  down  to  earth.  Sales  and  announcing. 
Excellent  salary.  Small  but  tough  market.  Box 
891A,  B-T. 

Salesman  guaranteed  weekly  salary,  commission, 
accounts  assigned  for  service.  Car  allowance. 
Immediate  opening,  rapidly  expanding  organiza- 

tion. Contact  Manager,  KLEX,  Lexington,  Mis- 
souri. 

West's  first  radio  station  now  under  new  owner- 
ship offers  outstanding  opportunity  to  aggressive, 

experienced  salesman  willing  to  help  develop 
local  sales  in  one  of  California's  fastest  growing markets.  Account  potential  unlimited.  Above 
average  guarantee  and  high  commission  to  right 
man.  Contact  Bob  Murray,  KWG,  Stockton, 
California. 

Florida  market  that's  booming,  top-rated  station with  incomparable  coverage  and  facilities  to  sell 
offers  fine  list  of  on-the-air  accounts,  car  ex- 

penses and  guarantee  to  a  solid  citizen  who  can 
sell  good  radio.  Contact:  Saels  Manager,  WCOA, 
Pensacola,  Florida. 

Little  Rock,  Arkansas — KOKY — new  all  negro 
programmed  station.  Needs  experienced  white 
sales  manager.  If  you  like  money  and  want  to 
move  up  with  rapidly  expanding  organization, 
send  resume  and  photograph  immediately.  John 
M.  McLendon,  Box  1956,  Little  Rock,  Arkansas. 

Announcers 

Wanted  Glib  DJ — with  verve.  Polished  smooth- 
paced.  Clever  intros,  rhyming,  etc.  Wanted  by 
station  in  midwest.  Box  639A,  B«T. 

Announcer,  first  phone,  sober,  reliable  with  top- 
notch  sell  ability.  Technical  ability  sufficient  for 
capable  routine  equipment  maintenance.  Right 
salary  for  right  man.  Northwest  Georgia  inde- 

pendent.  Box  769A,  B«T. 

Rapidly  expanding  chain  in  Pennsylvania  needs 
experienced  announcers,  engineers,  junior  ex- ecutives. Car  essential.  Announcers  must  have 
one  year's  experience.  Must  be  fast,  accurate 
board  operators,  play-by-play  experience  an 
asset  but  not  essential.  Engineers  must  be  cap- 

able of  assuming  full  responsibility  of  Chief,  in- 
cluding maintenance,  purchasing  and  installing 

new  operations.  Executives  must  have  minimum 
two  years  staff  experience  and  be  ready  for 
positions  of  responsibility  immediately.  Desire 
young  aggressive  men  who  know  their  jobs 
and  who  want  to  find  a  permanent  place  with 
a  future  in  a  growing  organization.  Send  tapes, 
resumes,  recent  photographs  to  Box  784A,  B»T. 

Top  rated  NoeMac  station,  southwest,  needs  per- 
sonality deejays  and  experienced  mobile  news- 

men. Here's  your  chance  to  make  top  money 
and  join  America's  fastest  growing  chain  of  in- 

dependent radio  stations.  Rush  tape  and  back- 
ground.  Box  801A,  B-T. 

Minnesota  station  needs  news  director.  Starting 
salary  $90  weekly.  Must  be  good  announcer,  able 
to  type.  Box  822A,  B«T. 

Michigan  regional  expanding  staff.  Need  two 
fully  experienced  air  and  street  salesman  com- 

bination. Immediate  opening,  station  recognized 
as  area  leader.  Give  full  details  first  letter.  Box 
845A,  B'T. 

Announcer-operator,  best  working  conditions, 
salary  commensurable  to  ability.  Tape,  photo 
and  references.  Box  853A,  B»T. 

Immediate  opening  for  personality  disc  jockey. 
Midwest  market  of  125,000.  Top  money  for  the 
right  man.  Experienced  only.  Air  mail,  special 
delivery,  tape  and  background  to  Box  859A,  B«T. 
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Help  Wanted— (Cont'd) 

Little  Rock,  Arkansas — new  negro  station — 
KOKY.  Wants  2  experienced  negro  r  &  b  DJ's. Southerners  preferred.  Send  complete  resume, 
photograph  and  tape  immediately.  John  M.  Mc- 

Lendon, Box  1956,  Little.  Rock,  Arkansas. 

Independent  Washington  D.  C.  daytimer  going 
10  kw  needs  2  terrific  announcers.  Minimum  2 
years  experience.  Phone  Gene  Winters,  JO  8-6677. 

Starting  pay  $75  to  $90  for  promotion-minded 
staff  announcer  for  fulltime  independent  in  thriv- 

ing college  town.  We  believe  in  permanency  and 
have  a  salary  scale,  bonus,  insurance  and  re- 

tirement plan  to  assure  the  right  man  a  per- 
manent position.  Prefer  midwest  man  but  con- 

sider everyone.  Send  tape  and  complete  resume 
plus  recommendations  to  Kay  Melia,  Program 
Director,   KAYS,   Hays,   Kansas  immediately. 

Miami,  Florida,  WINZ  50,000  watts  music  amd 
news  independent,  needs  staff  dj.  Experience 
making  production  spots  desirable.  Send  resume 
and  tape,  no  phone  calls. 

Wanted:  Experienced  radio  announcer.  Must  be 
stable  and  of  good  character.  Music  and  news 
operation.  Contact  Doyle  Satterthwaite,  WKBC, 
North  Wilkesboro,  N.  C. 

Announcer,  1st  phone.  Routine  maintenance,  41 
hours.  Can  advance.  Write  or  call  Dick  Cole- 

man, WLBE,  Leesburg,  Florida. 

Adult,  experienced  announcer  for  kilowatt  In- 
dependent. DJ,  ability  and  sincere,  friendly  style. 

Excellent  facilities,  fine  fellow  employees,  out- 
standing ratings,  strictly  professional  atmosphere. 

Please  include  full  background,  photo  and  tape. 
WMIX,  Mt.  Vernon,  Illinois. 

Immediate  opening  north  Florida  station  for 
announcer-salesman,  preferably  from  southeast. 
Base  salary,  plus  commission  in  agricultural  mar- ket. Send  resume  and  references  Radio  Station 
WNER,  Live  Oak,  Fla. 

Combo  man,  1st  phone,  announcer.  Send  tape, 
qualifications,  photo,  salary  expected  first  letter. 
WSTL,  Eminence,  Kentucky. 

Florida  fulltime  network  station  needs  good  an- 
nouncer-engineer with  1st  ticket,  capable  of 

maintenance.  Lovely,  fast  growing  town,  famous 
South  Florida  ocean  beaches.  $85  week  to  start. 
WSTU,  Stuart,  Florida. 

Help  wanted:  Operator  with  first  phone.  WSYB, 
Rutland,  Vermont. 

Announcer-engineer  to  handle  Gates  remote  and 
Raytheon  equipment.  Excellent  working  condi- 

tions. Top  pay.  Daytime  station.  WTUX,  Wil- 
mington, Delware. 

Opening  for  experienced  announcer  who  knows 
music,  can  do  news,  read  a  sincere  commercial, 
would  like  to  live  in  a  small  town,  fastest  grow- 

ing community  in  southern  Idaho;  work  for  1000 
watt  daytime  music  and  news  station.  Prefer 
1st  phone,  no  engineering  required.  $350  to  start 
two  weeks  paid  vacation  after  one  year.  Send 
tape  with  your  story  and  audition  to  Mervin 
V.  Ling,  President,  Inland  Broadcast  Co.,  Rupert, Idaho. 

Three  announcers,  one  with  first  class  license. 
New  station  opening  about  November  1.  Want 
good,  dependable  men  with  ability  and  expect 
to  pay  accordingly.  Send  complete  resume,  pic- 

ture, salary  requirements,  audition  tape.  Dick 
Holloway,  %  Niles  Daily  Star,  Niles,  Michigan. 

Technical 

Chief  engineer  for  1000  watt  fulltime  station  in 
Louisiana.   Box  798A,  B'T. 

Wanted:  Young  EE  graduate  with  good  mathe- 
matical ability  for  position  with  established 

Washington  consulting  engineering  firm,  involv- 
ing office,  lab  and  field  work.  Good  opportunity 

for  professional  advancement.  Send  resume.  Box 

905A,  B>T. 
Regional  station  with  television  in  large  midwest 
market  requires  experienced  technician.  Start- 

ing salary  for  40  hours  is  $90.00.  Box  861A,  B«T. 

Engineer-announcer,  forty  hours  weekly,  western 
Florida.  Top  pay  for  right  man.  Box  890A,  B«T. 

Chief  engineer-announcer.  Southern  California 
indie.  Excellent  market,  fine  opportunity  and 
wage  set-up.  Contact  Fred  D'Angelo,  KCSB,  San Bernardino,  California. 

Broadcasting   •  Telecasting 
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Help  Wanted— (Cont'd) 
Engineer-announcer.  Chance  to  become  chief. 
Planning  television  expansion.  Contact  Gene 
Ackerley,  KCOW  Radio,  Alliance,  Nebraska. 

Wanted,  first  class  engineer  who  can  do  an- 
nouncing, be  the  chief  engineer  of  the  Quint 

Cities  daytime  music  and  news  station  going 
more  power  in  October  with  new  studios  and  new 
equipment.  Earnings  in  line  with  performance. 
Contact  Lester  L.  Gould,  Manager,  KFMA,  Box 
457 — 415  Perry  Street,  Davenport,  Iowa. 

Chief  engineer-announcer.  Excellent  opportunity 
for  young  experienced  man  to  move  up.  Salary 
dependent  only  on  responsibility  you  can  assume. 
WLFA,  LaFayette,  Georgia. 

Announcer-first  class  engineer  for  mountain 
studio-transmitter  on  October  20th.  Single  man 
with  car.  Two  days  off  per  week.  Start  $°0.00 
plus  room  and  board.  Send  full  details  WMIT, 
Charlotte,  N.  C. 

WTOC,  5  kw  directional,  Savannah,  Georgia, 
needs  first  class  engineer.  Send  complete  qual- 

ifications, references  and  photograph  to  Chief 
Engineer. 

Wanted.  Engineer  with  first  class  license.  Excel- 
lent working  conditions,  paid  vacation.  No  an- 

nouncing. Write  or  call  Kenneth  Kunze,  Chief 
Engineer,  WTTH,  Port  Huron,  Michigan. 

1st  class  engineer-morning  man.  Excellent  work- 
ing conditions  and  pay  in  attractive  Florida  com- 

munity. Send  salary  requirements  and  complete 
resume  to:  Dick  Westervelt,  Box  808,  DeLand, 
Florida. 

Programming-Production,  Others 

Tv-radio  program  directors,  others.  Opportunity 
now  exists  to  add  to  your  present  income  by 
$100  to  $400  per  month  without  detracting  from 
your  present  job.  National,  industry-accepted 
organization.  Write  in  confidence  for  complete 
details.  Box  829A,  B»T. 

Qualified  newsman  needed  for  top  news  job  with 
50,000  watt  midwestern  radio  station.  Must  be 
capable  in  all  phases  reporting,  writing,  editing 
and  broadcasting.  Reply  Box  874A,  B«T. 

Little  Rock,  Arkansas — KOKY — new  negro  pro- 
grammed station.  Wants  experienced,  white  "live 

wire"  program  director.  Must  have  ability  to  su- 
pervise personnel  and  assume  managerial  duties. 

If  you  like  money  and  want  to  move  up,  send 
resume  and  photograph  immediately  to  John  M. 
McLendon,  Box  1956,  Little  Rock,  Arkansas. 

Experienced  girl  continuity  director  for  out- 
standing independent  radio  station.  Starting 

salary  $65.00  per  week.  Ideal  working  conditions. 
Forward  copy  sample  and  resume  or  call  Dee 
Campbell,  .WAVT,  Dayton.  Ohio.  HEmlock  1291. 

Girl  Friday  wanted  who  can  double  in  brass  in 
programming,  traffic  and  executive  secretarial 
duties.  Write  in  complete  detail  today  to  Radio- 
TV  Station  WLEX,  Earl  Boyles,  Manager,  Lex- 

ington, Ky. 

Copywriter,  male  to  work  closely  with  account 
executives  in  writing  and  servicing  major  local 
accounts.  Expanding  department,  excellent  op- 

portunities for  advancement.  Send  personal  re- 
sume including  samples  to  WMBD,  Peoria, 

Illinois. 

Wanted:  Copywriter.  Programming  and  announc- 
ing ability  desirable  but  not  necessary.  Write 

WMRF,  Lewistown,  Penna. 

Manager.  Want  permanent  opportunity.  Young 
family  man  experienced  all  phases.  References, 
earnings  on  request.  Prefer  western  location. 
Box  807A,  B«T. 

Manager:  Seventeen  years  experience,  three  sta- 
tions, factually  documented.  Top  references. 

Personal  friendship  status,  national  time-buyers. 
Practical  experience,  all  departments.  Result 

getting  record,  local  sales  know-how.  P  &  L*s 
to  prove.  Married,  two  youngsters.  Strictly 
sober,  hard  worker,  experience-wise.  Top  credit, 
no  debts.  Quality  civic  leadership.  Now  employed. 
Request  resume.  Confidential.  Box  832A,  B«T. 

Situations  Wanted 

Managerial 

Sales  manager/manager:  Experienced.  Top  per- 
sonal sales  record.  Established  industry  ability  to 

train,  direct  and  build  productive  solid  up-to-date 
know-how  sales  staff.  Quality  acceptance  repu- 

tation; three  stations  since  1940.  Two  sold,  own- 
ers took  over.  Now  employed  sales  manager. 

Owner-management  blocks  increased  earnings, 
advancement.  Certified  background  outline,  yours 
for  requesting.  Confidential.  Box  844A,  B«T. 

Agency  TV-radio  director  or  station  sales  man- 
ager position  wanted.  Extensive  television  ex- 

perience with  CBS  basic  affiliate  in  large  market. 
Philadelphia  area  preferred.  Married,  college 
graduate,  veteran.  Box  850A,  B»T. 

Station  Manager-chief  engineer  12  years  experi- 
ence. Construction,  programming,  sales,  announc- 

ing, lots  of  ideas.  Box  866A,  B-T. 

Attention  southern  stations.  Can  turn  loser  into 
profit  maker  in  three  months.  Salary-percentage 
plan  or  straight  percentage  after  six  months. 
Small  markets  only.  Will  travel  for  interview. 
Box  872A,  B»T. 

Manager:  Successful  record  three  major  markets, 
fifteen  years.  Owner  just  sold.  I  sell  profitably 
too.  Box  879A,  B-T. 

Manager:  Top  reputation,  references,  docu- 
mented. Sixteen  years  profitable  operation, 

owned  my  own  station  eight  years.  Good  local 
national  sales  record.   Box  880A,  B»T. 

Sales  manager:  Now  employed.  Personally  billed 
over  $100,000  several  years  running.  Not  possible 
here.  We  both  can  do  better.  Box  881A,  B-T. 

Station  manager,  strong  on  sales,  rough  on  com- 
petition. Mature,  energetic,  efficient  operator. 

Long  successful  experience.  Good  reference. 
Available  immediately.  Box  892A,  B-T. 

WHERE  ARE  QUALIFIED  PEOPLE? 

WHERE  ARE  THE  BEST  JOBS? 

For  intelligent  answers  about  JOBS  or PEOPLE  .  .  . 

When  problems  begin  to  develop  tele- 
phone, write  or  wire  .  .  . 

Palmer-De  Meyer,  Inc. 

(Agency) 

50  East  42nd  Street 

New  York  17,  New  York 

Paul  Baron,  Director  for  Radio,  Tele- 
vision Film,  Advertising 

MUrray  Hill  2-3900 
(Oar  new  telephone  number). 

A  reputation  for  thorough  service  based 

upon: 
Our  extensive  files; 

Our  ideal  location; 

Our  ability  to  match  proven  records 

against  your  personnel  require- 
ments ; 

Our  judgment  in  spotting  potential; 

Our  experience  in  handling  problems 

just  like  your  own. 

For  best  results,  please  be  as  complete 
as  possible  in  your  first  letter,  or  calL 

No  advance  registration  fee. 

r 

OPPORTUNITY  AT  RCA 

FOR 

BROADCAST  FIELD  ENGINEERS 

RCA  needs  trained  broadcast  engineers 

who  can  direct  and  participate  in  the  installa- 
tion and  service  of  AM  and  television  broadcast 

equipment.  Here's  an  excellent  opportunity  for 
training  and  experience  with  color  TV  trans- 

mitters. Opportunities  exist  in  Atlanta,  Chicago 
and  suburban  Philadelphia. 

CAN  YOU  QUALIFY? 

You  need:  2-3  years'  experience  in 
broadcast  equipment,  including  work  on 
TV  or  AM  transmitter  installation.  You 
should  have:  good  technical  schooling 
and  1st  Class  Radio-Telephone  License. 

Enjoy  RCA  advantages: 
Top  Salaries 
Many  Liberal  Company-Paid  Benefits 
Relocation  Assistance 

For  personal  interview,  please  send  a  complete 
resume  of  your  education  and  experience  to: 

Mr.  James  Bell,  Employment  Manager,  Dept.  Y-3J 
RCA  Service  Company,  Inc. 

Cherry  Hill,  Camden  8,  N.  J. 

RCA  SERVICE  COMPANY,  INC. 

J 
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RADIO RADIO RADIO 

Situations  Wanted-— (Cont'd) 

Young  radio  manager,  top  sales,  good  program- 
ming, wants  larger  market,  radio  or  television, 

manager  or  commercial  manager.  Box  903A,  BfT. 

Detroit-Toledo  area  note.  Just  completed  suc- 
cessful tenure  as  station  manager  in  midwest 

station.  Desire  to  locate  in  Detroit-Toledo  sec- 
tion. Will  furnish  proof  of  performance.  Con- 

sider all  offers,  including  "on  air"  work  in  larger station.  Available  immediately.  Bob  Emery, 
5929  Somerset,  Detroit  24,  Michigan,  Phone  Drexel 
1-1040. 

Salesmen 

Wanted,  sales  or  management  in  upper  midwest. 
Several  years  experience  in  both.  Sales  record 
over  $70,000.00  annually.  Presently  employed. 
Will  take  four  weeks  to  make  change.  Complete 
resume  on  request.   Box  848A,  B»T. 

Salesman-salesmanager,  long  successful  experi- 
ence in  national,  local  and  regional  am  and  tv. 

Available  now,  presently  located  in  New  York 
but  will  relocate.  Box  888A,  B«T. 

Announcers 

Negro  broadcaster,  experienced  dj,  all  staff 
duties.  Third  license.  Wayne  Carter,  737-llth 
Street,  N.  W.,  Wash.,  D.  C. 

Negro  broadcaster,  girl  trained  for  all  staff 
duties,  copy  and  traffic.  Marie  Crowe,  737-llth 
Street,  N.  W.,  Wash.,  D.  C. 

Announcer-DJ.  No  great  talent,  just  steady,  de- 
pendable, mature  air-salesman.  Box  677A,  B«T. 

TV  or  radio.  Man  and  wife  proven  sales  records. 
Strong  on  the  air  personalities  dj's  musical  back- grounds. Will  do  staff.  Employed.  Box  795A, B-T. 

Staff  announcer  thoroughly  trained  in  news,  com- 
mercials, DJ  and  board.  Tape  available.  Box 

826A,  B-T. 

Situations  Wanted —  (  Cont'd  ) 

Excellent  all-night  DJ  who  is  ready  to  move  up 
the  ladder.  Present  position  can't  pay  me  the money  I  should  be  earning.  39  years  old,  5  yeaTS 
broadcasting  experience.  Good  family  man,  non- 
drinker.  Present  employer  my  best  recommen- 

dation. I  know  music,  can  sell  on  the  air.  Box 

841A,  B-T. 
Sports,  news,  10  years  experience.  Authoritative, 
reliable,  conscientious,  available  immediately. 
Box  842A,  B-T. 

Announcer-combo  man  with  3V2  years  experience. 
Good  on  news  and  music.  Desires  permanent 
position.  -  Very  dependable  and  available  im- 

mediately.   Box  846A,  B«T. 

Staff  announcer,  18  months  experience.  Easy, 
pleasant  delivery.  Married.  2nd  phone.  Prefer 
northeast.   Box  847 A,  B«T. 

Announcer-DJ.  Desires  to  relocate  in  eastern 
Penna.,  New  Jersey  area.  Will  consider  others. 
Strong  commercials  and  pop  programming.  Good 
references.   Box  849A,  B«T. 

Razor-sharp,  production  minded  announcer,  ener- 
getic salesman.  Experienced  all  phases.  Radio 

in  my  blood.  Looking  for  permanent  home  for 
family.  East,  southeast,  Florida.  Box  851A,  B«T. 

Conn.,  New  York,  Penna.,  N.  J.  only.  Experienced 
staff  announcer,  currently  employed,  desires  to 
relocate.  Excellent  news,  commercials,  DJ,  board. 
College  grad.  Married,  veteran.  Tape  references 
available.   Box  857A,  B-T. 

Announcer,  13  months  staff  experience.  Control 
board  operation.  Available  immediately.  Box 
864A,  B«T. 
Experienced  announcer,  25,  vet,  married.  Wishes 
Florida  or  New  England.  Box  869A,  B»T. 

Announcer,  4  years.  All  phases.  Married.  Veteran. 
Desires  permanent  location.  Box  876A,  B»T. 

Top  country  deejay  wants  position  combo.  Clever, 
adlib,  fast,  breezy  program.  Write  Box  877A. B«T. 

Situations  Wanted —  (  Cont'd  ) 
Newsman,  deejay,  5  years  sell.  Delivery.  Top 
references.  27,  married,  B.  A.  Degree.  Box 

884A,  B-T. 
Experienced  staff,  looking  for  station  around 
eastern  vicinity.  Would  prefer  sports-minded 
station.  Excellent  voice,  resume,  tape.  Box  886A, 

B«T. 

Staff  announcer,  strong  news,  smooth  dj,  light 
but  good  experience,  much  potential.  Prefer  New 
York,  New  England.  Box  887A,  B-T. 

Announcer,  first  phone.  Emphasis  air  work.  Six 
years  experience.  References.  Box  893A,  B«T. 

Announcer,  1st  phone,  excellent  reader.  Top 
network  type  voice.  Desires  relocation  California. 
Wide  experience,  presently  employed  CBS  5  kw 
affiliate.  Box  897A,  B-T. 

Looking  for  advancement.  Good  disc,  news,  sales, 
ideas.  Have  charcoal  suit,  pregnant  wife,  and  will 
travel.  Box  901A,  B«T. 

Announcer-engineer  metropolitan  NYC.  First 
phone,  SRT  graduate,  some  college,  married. 
Full  or  parttime  evenings.  Box  904A,  B»T. 

Sports  announcer,  specializing  in  basketball  play- 
by-play,  desires  position  as  sportcaster  or  free- lance work.  Am  capable  of  selling,  writing  own 
programs  and  games.  Post  Office  Box  503,  Green 
Bay,  Wisconsin. 
Telephone  107,  507  D  Street,  North  Wilkesboro, 
North  Carolina.  Special  hillbilly  music,  good 
all-round  staff  man,  three  years  experience.  Wish 
to  relocate.  Available  immediately. 

Mature  first  phone.  Top  newscaster.  Excellent 
commercials.  Wants  permanent  job  Atlantic  sea- board. No  sales,  minimum  maintenance.  Now 
employed.  Martin  Hagen,  154  West  Franklin, 
Waynesburg,  Penna. 

Experienced  dj -newsman.  Desire  relocate.  Morn- ing or  afternoon  dj  show.  Minimum  $85,  40  hours. 
Single,  veteran,  tape,  resume.  Jerry  Peterson, 
1238  Grant,  Warren,  Ohio. 

RADIO-TELEVISION 

HELP  WANTED  JOBS  WANTED 

2  Radio  Personality— Announcers 

...  $150  per  week  up 

Several  Radio-TV  Techs  .  .  . 

.  .  .  Salaries  Open 

TV  Operations  Supervisor  .  .  . 

.  .  .  $137.50  week 

Radio-TV  Salesmen  .  .  . 

.  .  .  Top  Salaries  Plus  Comm. 

Several  Announcers  Need  .  .  . 

.  .  .  Excellent  Salaries 

Plus  Other  Radio-TV  Jobs 

Experienced  TV  Production  People 

.  .  .  Varied  Backgrounds 

Several  Outstanding  Sports  Men 

.  .  .  Years  of  Experience 

Local  News  Man  .  .  . 

...  6  yrs.  experience 

Program  Director  .  .  . 

.  .  .  Available  immediately 

Announcers,  Combo,  DJ.  .  .  . 

.  .  .  Several  Available 

Plus  sales  and  copy  people 

Personnel  and  job  requests  have  been  pouring  in  from  ALL  sections  of 

the  country.  List  NOW  with  National  for  the  job  OR  person  you've  been 

looking  for!  Write,  wire  or  phone  M.  E.  Stone,  Manager  today  for  com- 

plete information.    NATIONAL  HAS  THE  PEOPLE  AND  THE  JOBS. 

National  Radio  &  Television 

Employment  Service 

♦  *
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RADIO TELEVISION TELEVISION 

Situations  Wanted — (Cont'd) 

Announcer,  3  years  experience,  news  commer- 
cials, DJ  strong  on  sports.  Available  immediately. 

Barry  Pfeffer,  1973  Daly  Avenue,  Bronx  60, 
New  York. 

Technical 

1st  phone.  7  years  experience  construction,  main- 
tenance, available  immediately.  Box  889A,  B-T. 

Engineer  with  five  years  experience  general 
broadcast  engineering  and  operation.  Prefer  mid- 

west and  pay  in  line  with  local  conditions.  Box 
894A,  B-T. 

Programming-Production,  Others 

Newsman.  Foreign  correspondent  on  way  home 
from  Berlin  and  Paris.  Announcer,  writer,  spe- 

cial events,  three  years  newspaper.  Box  870A, 
B«T. 

TELEVISION 

Help  Wanted 

Managerial 

Company  operating  TV  stations  in  several  ex- 
tremely attractive,  rapidly  growing  small  markets 

needs  executive  personnel,  strong  sales  back- 
ground desired,  managerial  potential  required. 

Permanent  connections  with  genuine  opportunity 
for  men  who  can  convince  us  they're  right 
material  for  small  to  medium  situations.  Open- 

ings available  immediately.  Send  complete  re- 
sume including  salary  requirements.  Box  899A. 

B-T. 

Salesmen 

Have  opening  for  aggressive  salesman  in  excellent 
two  station  market.  NBC  affiliation.  Salary  and 
commission.  Radio  sales  background  a  must. 
Contact  Sales  Manager,  WTVO,  Rockford,  Illinois. 

We  have  an  opening  immediately  in  sales  for 
man  who  is  qualified  to  handle  local  and  regional 
sales  at  grass  roots  level  in  southern  market  of 
50,000  on  CBS  affiliated  vhf.  Position  calls  for 
strong  background  in  local  sales.  Opportunity 
unlimited  as  to  salary  and  future.  This  is  an 
important  job  and  we  expect  to  pay  well  if  you 
are  qualified.  Send  complete  letter  with  trade 
references  and  pictures  to  John  E.  North,  P.  O. 
Box  309,  Jackson,  Tennessee. 

Technical 

Chief  engineer  for  progressive  VHF  GE  installa- 
tion, southwest.  Must  be  fully  qualified  and  ex- 

perienced both  studio  and  transmitter.  Give  com- 
plete background  and  references.  Box  854A,  B-T. 

Engineers  needed  at  once  for  expanding  coastal 
California  network  vhf.  Studio,  transmitter  main- 

tenance and  operation  experience  a  must.  Ex- 
cellent opportunity  for  fully  qualified  men. 

Periodic  raises  and  profit  sharing  plan.  Rush 
complete  resume  to  Bill  Hargan,  Chief  Engineer, 
KSBW-TV,  P.  O.  Box  1651,  Salinas,  California. 

Engineer,  1st  class  ticket.  Qualified  in  both  main- 
tenance and  operations.  Chris  Everson,  WCBI- 

TV,  Columbus,  Mississippi. 

Programming-Production,  Others 

Girl  as  assistant  to  program  manager.  Estab- 
lished network  vhf.  Experienced  on-camera 

helpful  but  not  required.  Typing  and  shorthand 
essential.   Box  711A,  B«T. 

Experienced  continuity  writer  for  large  eastern 
network  affiliate.  Forward  copy  samples  and  com- 

plete resume  with  salary  requirements.  Box 
508G,  B«T. 

Experienced  cameraman  for  program  department 
of  large  eastern  network  affiliate.  Include  salary 
requirements  with  full  resume.  Box  875A,  B-T. 

Help  Wanted— (Cont'd) 

Film  director,  willing  to  accept  responsibility. 
Take  projection  shift;  handle  shipping,  sched- 

uling: supervise  projectionists.  KWWL-TV, 
Waterloo,  Iowa. 

Opportunity  for  good  newsman  with  some  staff 
work.  Tv  only.  Write  qualifications  and  availa- 

bility. Peter  F.  Gallagher,  WGLV-TV,  Easton, Pennsylvania. 

Situations  Wanted 

Managerial 

East  and  midwest.  TV  salesman-director-pro- 
ducer-announcer available  for  medium  market. 

Prefer  program  director,  will  consider  compa- 
rable offer.  Eight  years  experience  two  major 

markets.  Double  in  sales.  Box  882A,  B«T. 

Salesman 

Salesman-announcer,  eight  years  experience, 
radio  and  tv.  Now  selling  tv.  Box  843A,  B»T. 

Technical 

TV  engineer,  1st  phone  or  combo.  4  years  ex- 
perience. Permanent.  Box  878A,  B«T. 

Programming-Production,  Others 

Television  newscaster  with  proven  ability.  Ma- 
ture, married,  reliable.  Box  788A,  B«T. 

Dependable,  ambitious  director.  Three  years  pro- 
duction experience.  Now  employed  with  maxi- 

mum power  CBS  affiliate.  Married,  veteran, 
immediate  availability,  will  relocate.  Box  840A, B»T. 

News  editor  with  strong  CBS  regional  affiliate 
wants  to  direct  news  operation,  preferably  in 
midwest  or  east.  Young.  Ambitious.  Experienced 
organizer.  Box  862A,  B-T. 

Confucius  say:  He  who  needs  experienced  pro- 
ducer-director-switcher, very  wise  to  write  Box 

863A,  B.T. 

TV  producer-director  currently  and  for  past 
eight  years  employed  in  major  market,  desires 
position  preferably  in  smaller  market  with  em- 

phasis on  live  programming.  Box  873A,  B»T. 

Radio  newsman  wants  teevee.  Five  years  report- 
ing and  broadcasting,  including  newspaper.  Also 

solid  foreign  experience.  Box  871A,  B«T. 

Announcers 

Presently  employed  NBC  basic.  Experienced  on- 
camera  2  years.  Looking  for  large  market. 
Married,  27,  east  preferred,  consider  elsewhere. 
Box  896A,  B»T. 

Situations  Wanted — (Cont'd) 

Top  radio  personality,  available  for  TV!  It's  time for  the  "Big  Switch"!  My  name  is  Hal  Murray, 
36,  discomedian.  For  14  years  have  had  top- 
Hooper  radio  "Murray-Go-Round".  Professional 
know-how,  savvy,  good  taste,  phenomenal  ad-lib 
comedy,  far  above  average  shows.  Addition  to 
entertainment  have  genuine  sales  success  story. 
Employed  and  doing  excellent  job  at  major  in- 

dependent, but  sick-to-the-gills  of  "Top-20",  re- 
petitious, "juke-box"  operation  and  automation 

chores.  I'm  Talent,  not  a  "machine".  Anyone 
can  "just"  spin  records.  Station  and  I  love  each other  personally,  but  disagree  on  policy.  They 
know  of  this  ad.  Two  years  own  daily  TV-show 
WEEK-TV  (Peoria),  WTVJ  (Miami),  WINX-TV 
(CBS-owned,  Milwaukee).  19  years  comedy-em- 
ceeing,  legit  acting,  vaudeville,  night-clubs, 
public-speaking,  etc.  Hard  worker,  original,  am- 

bitious, and  not  a  "carbon-copy".  Successful  past Miami,  Salt  Lake  City,  Akron,  Milwaukee,  New 
Orleans.  lVz  years  Mutual  Network  ("Dixieland 
Matinee"),  guest  shots  CBS  and  NBC  nets  ("Big 
Preview",  etc.)  Summer  replacement  WNEW, 
New  York  City.  Personable,  good  appearance, 
sense-of-humor,  neat.  Not  a  "Primadonna"  but 
believe  in  my  work.  It's  good.  Radio's  changing, so  am  I.  Background  is  for  TV.  Want  permanent 
niche.  $200  weekly  start.  Consider  TV-radio 
combo.  Tapes,  brochure,  excellent  references.  I 
await  thee!  Hearken  my  call!  Hal  Murray,  Radio 
Station  WNOE,  New  Orleans,  Louisiana. 

FOR  SALE 

Stations 

Midwest  kilowatt,  good  frequency,  city  13,500, 
good  area.  Original  cost:  Building  $48,000,  equip- 

ment $33,000.  Grossing  $6,000  monthly.  Priced 
$75,000— low  down  payment.  Liberal  financing. 
FCC  duopoly  rules  necessitates  "quick  sale".  Box 
852A,  B«T. 

Industrial  South  small  metropolitan  market  sta- 
tion with  above  average  physical  plant  and  past 

history  of  earnings.  $94,250.  Paul  H.  Chapman 
Company,  84  Peachtree,  Atlanta. 

Alabama  single  station  market  with  reasonable 
retail  sales.  Price  $54,899.  With  some  terms.  Paul 
H.  Chapman  Company,  84  Peachtree,  Atlanta. 

The  Norman  Company,  510  Security  Bldg.,  Daven- 
port, Iowa.  Sales,  purchases,  appraisals,  handled 

with  care  and  discretion,  based  on  operating  our 
own  stations. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  4958  Melrose  Ave., 
Los  Angeles  29,  Calif. 

Equipment 
Mobile  50-watt  FM  transmitter,  152-174  MC,  Gen- 

eral Electric  ET21A,  operates  from  12  volt  car 
battery.  Also  General  Electric  ER25B  receiver, 
152-174  MC,  AC  operated  for  ra'ck  mounting.  All 
equipment  new,  unused.    Box  809A,  B»T. 
Keep  working  capital  free.  Lease  needed  studio, 
transmitter,  office  fixtures,  aircraft,  '53  autos,  etc. 
Anywhere  U.  S.  A.  Gene  O'Fallon  &  Sons,  Inc., 
639  Grant,  Denver.  AM  6-2397. 

ENGINEERS 

NEEDED  AT  ONCE 

Expanding,  coastal,  California  network  vhf  needs  immedi- 

ately, engineers  fully  qualified  and  experienced  in  studio, 

transmitter  maintenance  and  operation.  Excellent  oppor- 

tunity for  qualified  men.  Periodic  raises  and  profit  sharing 

plan.  Rush  complete  resume  to  Bill  Hargan,  Chief  Engineer, 

KSBW-TV,  P.  O.  Box  1651,  Salinas,  Calif. 
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FOR  SALE —  (  Cont'd) 

Equipment 

For  sale:  Revamping  operation,  have  surplus  two 
Gates  CB-14  3  speed  turntables  with  gray  viscous 
arms,  gray  equalizers,  GE  pickups  with  diamond 
stylus  one  RCA  BQ1A  fine  groove  turntable  with 
BQ12A  booster  amp.  One  3  channel  PT63  Mag- 
necorder,  one  Gates  MO-3625  gain  set  all  perfect 
condition,  18  months  or  less  old  will  give  30-day 
warranty  on  parts.  Contact  Manager,  WBOF, 
P„  O.  Box  36,  Virginia  Beach,  Virginia. 

Converter  12  VDC  to  110 VAC  200  watts.  New, 
never  used.  Write  WIFM  Radio,  Elkin,  N.  C. 

Reasonable  priced  used  equipment.  Transmitter, 
turntables,  amplifiers,  tape  recorders.  Write 
WSOO,  Sault  Ste.  Marie,  Michigan  for  listing. 

WANTED  TO  BUY 

RADIO 

Stations 

Radio  people  interested  in  purchase  of  AM  sta- 
tion. Texas  preferred,  others  considered.  Small 

market.  Box  860A,  B»T. 

Want  to  buy  radio  station  on  eastern  seaboard. 
Minimum  annual  billing  $150,000.  Answer  con- 

fidential. Box  885A,  B-T. 

Part  ownership  desired  by  experienced  program, 
news  and  play-by-play  sports  director.  Can  make 
substantial  investment.  Married,  veteran,  college 
graduate.  Box  895A,  B«T. 

I  have  qualified  clients  wanting  stations.  Texas, 
Arkansas,  Kansas,  Missouri,  Oklahoma,  Colorado. 
Operating  figures  immaterial.  Ralph  Erwin,  Bro- 

ker, 1443  South  Trenton,  Tulsa1. 

Equipment 

3-5  kw  FM  trans,  suitable  antenna,  monitor, 
audio  console.  Advise  make,  price,  hours  used, 
etc.  Reply  to  Box  867A,  B«T. 

Wanted:  New  surplus  radio  transmitting  tubes 
any  quantity.  Types  893,  898,  852,  857,  for  Trans- 
International  Forwarders,  Inc.,  82  Beaver  Street, 
New  York  5,  New  York. 

Wanted  to  buy:  One  used  lkw  AM  transmitter 
for  standby  for  cash.  Send  details  and  price. 
Box  907A,  B»T. 

INSTRUCTION 

FCC  first  phone  in  12  weeks.  Home  study  or 
resident  training.  Our  schools  are  located  in 
Hollywood,  California  and  Washington,  D.  C.  For 
free  booklet,  write  Grantham  School  of  Elec- 

tronics, Desk  W-B,  821  19th  Street,  N.  W.,  Wash- 
ington 6,  D.  C. 

FCC  first  phone  license.  Start  immediately. 
Guarantee  coaching.  Northwest  Radio  &  Televi- 

sion School,  Dept.  B,  1627  K  Street,  N.W.,  Wash- 
ington, D.C. 

Help  Wanted 

WE  NEED  YOUR  BRAINS 

We  are  young  owners  who  don't  know  every- 
thing. If  you  have  years  of  experience,  even 

if  you  have  retired  from  radio,  and  are  willing 

to  share  your  knowledge  we  will  pay  for 

consultation  by  mail  regarding,  especially,  the 

financial  problems  of  a  small  station. 

Box  858A,  B«T 

XEFD 

WANTED  TO  BUY 

USED 

700  FOOT  TOWER 

MEDIUM  &  SUPER  GAIN  UHF  ANTENNA 

12  or  15  kw  UHF  TRANSMITTER 

and  associated  UHF  equipment 

Contact:  B.  Presti 

Broadcast  Equipment  Division 

Sarkes  Tarzian,  Inc. 

Bfoomington,  Indiana Phone  7251 

Expansion — your  opportunity.  Aggres- 
sive, stable  men  interested  in  future  plus 

excellent  current  income  with  growing 

organization. 
•  Sales  Manager — incentive  plan  for 
man  with  good  background  local 
sales.  May  now  be  No.  1  salesman 
ready  for  advancement.  Professional 
only — good  closer. 

•  Salesman — eager,  experienced,  de- 
siring improvement  of  income  on 

incentive  basis  plus  future. 
•  Program  Director-Announcer  —  ex- 

perienced music,  news,  sports  opera- 
tion able  to  assume  responsibility 

program  8C  announcing  depts.  No 
"Personalities"  or  "Talkers."  Excel- 

lent income  —  bright  future  —  no 

"Blue  Sky.'' 

Joe  Rider WKID  Champaign-Urbana 
Box  192 

Urbana,  Illinois 

REPRESENTATIVES  WANTED 

Greater  Coverage 

Bigger  Sales Greater  Audience 

Largest  Mexican  Border  Station  with 
5,000  Watts  in  an  Area  with  a  Farm 
Income  of  over  TEN  MILLION  DOL- 

LARS, $813,246.00.  Retail  sales 
and  861,787  Inhabitants. 
WESLACO,  TEXAS  P.  O.  BOX  421 
BUSINESS  OFFICES  —  RIO  BRAVO,  MEXICO. 

RADIO 

Help  Wanted— (Cont'd) ▼▼▼▼▼▼▼▼▼▼▼▼▼^ 

WANTED— STAFF 
Complete  staff  in  Number  one  market. 
New  operation. Commercial  Manager 

Salesman 
Announcers 

Copy  Writer Send  full  information  in  writing. 

Box  900A,  B»T 

Announcers 

=8-8= 
=9-3= =s-e= 

CHIEF  ANNOUNCER  WANTED 

Small  station  serving  growing  and  pre- 

dominantly rural  —  small  industry  — 
large  estate  area  in  middle  Atlantic 

state  requires  chief  announcer  who  will 

take  full  responsibility  on  control  board, 

supervise  his  three  assistants,  and  help 

in  programming.  Must  be  mature,  ex- 

perienced man.  This  job  is  with  a  sta- 
tion with  an  excellent  future;  and  the 

right  man  will  share  in  the  profits.  Re- 

plies to  this  ad  will  be  held  in  con- 
fidence. In  answering,  send  tape, 

photo,  references,  complete  outline  of 
experience  and  indicate  salary  desired. 

Box  818A,  B«T 

ATTENTION: 

DISC  JOCKEYS 
Metropolitan  Wisconsin  market  looking 
for  three  top  disc  men.  Ready  to  pay  f> 
higher  than  average  salary.  Send  tape  at 
once  and  background  of  complete  experi- 

ence. Only  experienced  disc  men  should 
apply.  This  is  a  real  opportunity  to  live  V 
and  work  in  one  of  the  finest  commun- 

ities in  the  country,  and  if  you  can  do 
the  job  .  .  .  we  are  ready  to  pay  top 
salaries.  Get  your  tape  in  at  once  and  4 
all  tapes  will  be  returned.  Station  Vice- 
President  will  personally  audition  every 
tape.  This  is  a  real  opportunity. 

Box  898A,  B«T. 

Situations  Wanted 

Announcers 

Top  Rated  Disc  Jockey  and 

Top  Air  Salesman  with  Im- 
pressive List  of  Sponsors  in 

Major  Metropolitan  Market 
Desires  to  Detter  Himself 
Financially. 

Box  763A,  B*T 

♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ 

♦  NEWS  BROADCASTER  ♦ 
♦  Experience  all  phases  of  news,  aggressive,  ♦ 
♦  specialist  in  making  and  using  action  tape  ̂  
♦  reports  in  news.   Currently  working  in  ♦ 
♦  one  of  Ohio's  largest  markets.  Will  provide  ♦ 
J  spark  to  your  news  staff.  ^ 
♦  Box  902A,  B»T  ♦ 
♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ 

INSTRUCTION 

WANT  a  TV  or  RADIO  JOB? 

Announcers,  writers,  producers  in  demand! 

National  Academy  of  Broadcasting 
3338  16th  St.,  N.  W.,  Washington,  D.  C. 
(both  residence  &  correspondence) 
New  residence  term  starting  now. 

PLACEMENT 



TELEVISION i FOR  THE  RECORD' 

Help  Wanted 

Technical 

WANTED 

Experienced  Studio  and 

Transmitter  technicians  for 

maximum  power  VHF  in 

major  market.  Send  resume, 

photo  and  phone  number,  to 

Box  817A,  B*T 

Programming-Production ,  Oth ers 

♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦♦ 

WANTED — TV  PROGRAM 
MANAGER 

West  Coast  VHF  network  station  wants 
young  man  with  ideas  for  top  local  pro- 

gramming. One  thoroughly  experienced 
in  all  phases  of  program  and  production 
departments  who  works  with  sleeves 
rolled  up  and  uses  ingenuity  and  im- 

agination instead  of  dollars  for  results. 
Send  full  particulars.  Replies  strictly 
confidential. 

Box  868A,  B*T 

FOR  SALE 

Equipment 

TOWERS 

RADIO— TELEVISION 
Anlcnnai  Coaiial  Cable 

Tower  Sales  &  Erecting  Co. 
6100  N.  E.  Columbia  Blvd., 

Portland   1  1 ,  Oregon 

a □□□□□□aaDDOCDnnnnDDDDDDQDDan □ 
□ 
□ 
□ 

FOR  SALE 
□ 
□ 
□ 

□  RCA  5  DX  Air  Cooled  5  Kilowatt  AM  □ 

^  Transmitter,  including  operating  spare  parts  ̂  
□  and  tubes.  Price  $5,500.  F.  O.  B.  Amarillo.  □ 
Q  Also  available  21  function  Remote  System  □ 
H  for  this  transmitter  suitable  for  directional  \=, a □ 
Q  antenna  use,  $2,100.  Equipment  available  □ 
□  about  October  15th, 

KFDA,  Amarillo.  Texas 

B.  S.  Spiller,  Chief  Engineer 
□ □□□□□□□□ □□□□□□□□□□□□□□□□□□□□□ 

425  FOOT  GUYED 

STAINLESS  TOWER 

Complete  with  guys  and  light- 
ing. Perfect  condition.  Now 

in  use  supporting  three  bay 
channel  4  TV  antenna  and 

side  mounted  eight  bay  FM 

antenna.  Easily  converted  to 
insulated  tower  for  radio  use. 

Available  approximately 
October  1st.  Contact  E.  B. 

Vordermark,  WMBR-TV,  Jack- 
sonville, Fla. 

Continued  from  page  124 
motion  for  continuance  of  hearing  now  scheduled 
for  Sept.  27,  re  am  application  of  WNKY  Neon, Ky.  Action  Sept.  18. 

By  Hearing  Examiner  J.  D.  Bond 
KODY  North  Platte,  Neb.— Issued  order  after 

prehearing  conference  setting  forth  terms,  pro- visions and  conditions  which  shall  govern  course 
of  further  proceeding,  re  am  application  of 
KODY,  and  ordered  that  hearing  shall  be  com- 

menced at  9 :00  a.m.  Sept.  24.  Action  Sept.  18. 

BROADCAST  ACTIONS 
By  the  Commission 

Following  were  granted  renewal  of  licenses  on 
regular  basis:  KATO  Reno,  Nev.;  KDEF  Albu- 

querque, N.  M.;  KGFL  Roswell,  N.  M.;  KHOB 
Hobbs,  N.  M.;  KIFI  Idaho  Falls,  Idaho;  KLF.R 
Lewiston,  Idaho;  KLO  Ogden,  Utah;  KOB  Albu- 

querque, N.  ML:  KOLO  Reno,  Nev.;  KONE  Reno, 
Nev.;  KONI  Phoenix,  Ariz.;  KRTR  Thermopotis, 
Wyo.;  KTRC  Santa  Fe,  N.  M.;  KTYL-AM-FM 
Mesa,  Ariz.:  KVOC  Casper,  Wyo.;  KWEW  Hobbs, 
N.  M.;  KWHO  Salt  Lake  City,  Utah.;  KWIK 
Pocatello,  Idaho;  KWOR  Worland,  Wvo.;  KWRL 
Riverton,  Wyo.:  KWRN  Reno,  Nev.;  KWYO  Sheri- 

dan, Wyo.;  KYCA  Prescott,  Ariz.;  KYMA  Yuma, 
Ariz.;  KOVA-TV  Tucson,  Ariz.;  KOB-TV  Albu- 

querque, N.  M.;  KSIX  Cornus  Christi,  Tex.; 
KTOY  Tacoma,  Wash.;  KVTT  DaUas,  Tex.; 
KFAM-AM-FM  St.  Cloud.  Minn. 
KSL-AM-FM-TV  Salt  Lake  City,  Utah— Granted 

WANTED  TO  BUY 

Equipment 

Used  old  and  obsolete  broadcast  transmit- 

ters power  of  5  K.W.  and  up.  Please  send 

description  and  price  to 

Box  82 3 A,  B»T 

to  5* 

EQUIPMENT  WANTED 

I  want  to  buy  three  Ampex  450-B  repro- 
ducers. Also  I  want  to  buy  one  Ampex 

3S0-C  recorder.  Time  is  important.  Im- 
mediate cash  deal  on  delivery.  Please 

reply  immediately  to 
Box  85SA,  B»T 

INSTRUCTION 

FCC  lm  l'HONK  LH'.K.NSKS 
IN  5  TO  6  WEEKS 

WILLIAM  H.  OCDEN— 10th  Yrar 
1150  W.  Olive  Avr. 

Burba nk.  Calif. 

Reservation*  Necessary  All  Cfaniea — 
Over  1700  Successful  Students 

BROAD^STINC 

TELECASTING 

renewal  of  license  on  regular  basis  except  KSL- 
TV,  which  is  granted  subject  to  condition  that 
Corporation  of  President  of  Church  of  Jesus 
Christ  of  Latter-Day  Saints  shall  divest  itself 
of  one  of  six  interests  it  presently  holds  in  vhf tv  stations. 

September  19  Applications 
Accepted  for  Filing 
Modification  of  Cp 

WJLD  Homewood,  Ala. — Seeks  mod.  of  cp 
(which  authorized  changes  in  ant.  system  by  add- 

ing tv  ant.)  for  extension  of  completion  date. 
WRAK-FM  Williamsport,  Pa.— Seeks  mod.  of 

cp  (which  replaced  expired  permit)  for  exten- sion of  completion  date. 
KBIC-TV  Los  Angeles,  Calif.— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of completion  date. 
WNLC-TV  New  London,  Conn. — Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  April,  1957. 
WOOK-TV  Washington,  D.  C— Seeks  mod.  of 

cp  (which  authorized  new  tv)  for  extension  of 
completion  date  to  April  1,  1957. 
WDMJ-TV  Marquette,  Mich.— Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion d=te. WLBR-TV  Lebanon,  Pa. — Seeks  mod.  of  cp 

(which  authorized  new  tv)  for  extension  of  com- 
pletion date. 

KVAN-TV  Vancouver,  Wash.— Seeks  mod.  of 
cp  (which  authorized  new  tv)  for  extension  of 
completion  date. 

Renewal  of  Licenses 

KBOX  Modesto.  Calif.;  KCRA-FM  Sacramento, 
Calif.;  KNXT  (TV)  Los  Angeles. 

UPCOMING 

SEPTEMBER 

Sept.  24-25:  Louisiana  Assn.  of  Broadcasters,  an- 
nual meeting,  Captain  Shreve  Hotel,  Shreve- 

port.  La. Sept.  27:  Massachusetts  Broadcasters  Assn.,  an- 
nual meeting.  Hotel  Somerset,  Boston. 

Sept.  28-29:  Broadcasters  Sales  Management  con- 
ference, University  of  Mississippi,  University, 

Miss. 
OCTOBER 

Oct.  1-3:  National  Electronics  Conference  &  Ex- 
hibition, Hotel  Sherman,  Chicago. 

Oct.  2:  Illinois  Broadcaster  Assn.  semi-annual 
meeting,  Abraham  Lincoln  Hotel,  Springfield, 111. 

NARTB  CONFERENCES 

Region  8  (Wash..  Ore., 
Calif..  Nev.,  Ariz., 
T.  H.,  Alaska) 

Region  6  (Kan.,  Okla., 
Tex.) 

Region  2  (Pa.,  Del., Md..  W.  Va..  D.  C, 
Va..  N.  C.  S.  C.) 

Region  1  (New  Eng- 

land) 

Region  4  (Ky.,  Ohio, 
Ind..  Mich..  111..  Wis.) 

Region  3  (Fla.,  Ga., 
Ala.,  Miss..  La.,  Ark.. Tenn..  P.  R.) 

Sept. 24-25 
St.  Francis  Hotel 
San  Francisco 

Sept.  Okla.  Blltmore 27-28  Okla.  City 
Oct.  Shoreham  Hotel 11-12  Washington 

Oct. 

15-16 

Oct. 

18-19 

Oct. 
25-26 

Somerset  Hotel 
Boston 
Sheraton  Lincoln Indianapolis 

Dinkler- 
Tutwller 

Birmingham 

I 

THE  BUS  I  NESS  WEEKLY  OF  RADIO  AND  TELEVISION 

1735  De  Sales  Street,  N.  W.,  Washington  6,  D.  C. 

E  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE. 

z 
o 

u m 
I 
U 

□  52  weekly  issues  of  BROADCASTING  •  TELECASTING  $7.00 
□  52  weekly  issues  and  BROADCASTING  Yearbook-Mar ketbook  9.00 
□  52  weekly  issues  and  TELECASTING  Yearbook-Marketbook  9.00 
□  52  weekly  issues  and  bof.t  Yearbook-Marketbooks  11.00 

□  Enclosed  □  Bill 

name  title/position 

company  name 

address 

ctty 

Please  send  to  home  address  —  — 

zone 

slate 
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editorials 

The  Folly  of  Foley  Square 

IN  THE  past  10  days  the  Celler  Antitrust  Subcommittee  has  manu- 

factured a  public  enemy — the  television  network. 
To  judge  by  much  of  the  testimony  and  many  of  the  comments 

of  subcommittee  members,  television  networks  are  no  better  than 
voracious  beasts,  eating  anything  they  can  get  their  claws  on.  It  is 
a  frightening  image  of  corporate  lust  that  has  been  created  in  New 

York's  Foley  Square. 
The  fact  is,  of  course,  that  the  image  is  not  a  true  likeness.  It  has 

been  fashioned  out  of  distortions,  ignorance  and,  in  much  smaller 
measure,  a  pinch  of  truth.  If  it  is  anything,  it  is  a  cruel  caricature. 

Any  knowledgable  observer  knows  that  network  operations  and 

practices  contain  flaws.  Networks  may  even  have  committed  tech- 
nical violations  of  the  antitrust  laws,  although  we  are  without  legal 

training  to  say  they  have  or  haven't.  But  viewed  at  worst,  networks 
deserve  no  such  abuse  as  they  have  been  accorded  before  the  Celler 

hearing.  Indeed,  the  networks'  contributions  to  the  economy,  the 
entertainment  and  the  culture  of  the  country  entitle  them  to  special 
consideration. 

It  was  the  networks  that  were  foremost  in  the  early  development 

of  tv,  at  enormous  costs  to  themselves.  Leadership  in  program  inno- 

vation has  come  largely  from  the  networks.  Most  of  television's 
memorable  shows  and  special  events  were  produced  and/ or  deliv- 

ered by  networks.  It  does  not  in  any  way  demean  the  value  of  syn- 
dicated or  feature  film  to  say  that  television  would  not  have  advanced 

to  its  fabulous  proportions  of  today  if  there  were  no  networks. 

In  the  process  of  providing  leadership  in  the  development  of  tele- 

vision, networks  have  reaped  the  leaders'  rewards.  They  are  now 
making  money.  They  are  big  businesses  as  businesses  go  in  the  en- 

tertainment-information world.  Is  it  to  be  their  penalty  for  being 
successful  to  be  bullwhipped  before  any  Congressional  committee 
that  wants  a  headline? 

IF  IN  THE  speed  of  general  television  growth  the  networks  have 

grown  too  big  and  too  ungainly,  if  networks  have  developed 
strength  beyond  the  power  of  normal  competition  to  control,  the 
remedies  are  neither  as  simple  nor  as  punitive  as  some  of  those 
proposed  at  the  Celler  hearings. 

To  date,  the  suggestions  for  curing  the  problems  of  network 
bigness,  if  indeed  there  are  problems,  have  been  as  unreal  as  the 
caricature  of  rapacious  bigness  that  has  been  manufactured  at  Foley 

Square. 
There  has  been  testimony  by  Assistant  Attorney  General  Victor 

Hansen  of  possible  divestiture  proceedings  against  the  networks. 
Mr.  Hansen  has  not  specified  the  operations  or  properties  of  which 
the  government  may  ask  the  networks  to  divest  themselves,  but  there 

are  indications  that  he  may  have  been  referring  to  program  owner- 
ship or  to  ownership  of  stations  or  even  to  station  affiliations.  It 

must  be  regarded  as  significant  that  Mr.  Hansen,  in  his  testimony 

Sept.  14,  likened  present  network  "control"  over  affiliates  to  the 
movie  producers'  control  over  theatres  which  was  outlawed  in  1948. 

For  a  government  prosecutor  to  talk  of  divestiture  is  to  imply  an 
unnatural,  indeed  dictatorial,  concentration  of  power.  Yet  the  facts 
speak  otherwise.  In  programming,  networks  own  less  than  half  the 
shows  they  broadcast;  the  majority  of  their  programs  originate  from 
outside  sources.  Network  ownership  of  stations  is  limited  by  FCC 
regulation  to  the  same  maximum  that  applies  to  any  other  licensee. 
To  say  that  present  affiliation  contracts,  which  also  are  regulated 
by  the  FCC,  give  networks  the  arbitrary  power  of  life  and  death 
over  affiliates  is  to  brand  as  cowards  or  liars  the  dozens  of  executives 

of  affiliated  stations  who  testified  to  their  satisfaction  with  present 
arrangements  in  voluntary  appearances  before  the  Senate  Commerce 
Committee  a  few  months  ago. 

The  mere  threat  of  divestiture,  issued  publicly  by  an  officer  of  the 
Dept.  of  Justice,  is  in  itself  a  condemnation  before  trial.  It  implies 
that  networks  have  illegally  acquired  their  possessions,  that  the 
criminal  is  about  to  be  caught  with  his  swag. 

Imparting  an  air  of  criminality  to  the  activities  of  broadcasters 
is,  unhappily,  not  without  precedent.  Only  recently  the  same  Dept. 
of  Justice  filed  criminal  antitrust  charges  against  10  Philadelphia 

radio  stations  which  had  allegedly  agreed  not  to  indulge  in  the  in- 
sane rate  cutting  that  has  reduced  some  stations  elsewhere  to  the 

status  of  itinerant  rug  peddlers. 
If  the  Philadelphia  stations  were  guilty  of  any  violation,  it  was  a 
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"Comes  from  Canada  .  .  .  best  damn  salesman  I  ever  hired!" 

violation  of  a  technicality  in  that  they  entered  an  agreement,  which 
the  Dept.  of  Justice  says  was  illegal,  to  engage  in  acts  which  nobody 

in  his  right  mind  would  say  were  wrong.  It  would  seem  to  a  non- 
legal  mind  like  ours  that  this  was  a  matter  that  the  Justice  Dept. 
could  have  straightened  out  without  resorting  to  the  dramatics  of 
criminal  action. 

Similarly,  it  would  seem  that  whatever  the  problems  of  present 
network  operations,  they  could  be  resolved  by  less  drastic  means 
than  government  divestiture  or  the  threat  of  it. 

Divestiture  would  be  no  cure,  even  if  a  cure  were  needed;  for  the 

network  situation  of  today  is  less  the  networks'  doing  than  the  gov- 
ernment's. Two  networks  are  in  dominant  position  at  the  moment 

because  in  many  major  markets  no  more  than  two  comparable  out- 
lets are  available.  The  third  network  has  progressed  from  a  poor 

to  a  stronger  third  almost  in  direct  ratio  to  the  opening  of  third 

facilities  in  key  markets.  A  fourth  failed  because  of  the  hopeless- 
ness of  waiting  for  four  comparable  facilities  in  these  markets. 

If  the  government  wishes  to  create  an  opportunity  for  strong  com- 
petition in  television  networking,  it  is  more  apt  to  succeed  by  cor- 

recting the  facilities  scarcity  than  by  artifically  weakening  the  net- 
works that  now  exist. 

OF  ALL  the  accusations  made  before  the  Celler  subcommittee, 
none  was  more  heartless  than  that  of  Billy  Rose. 

Mr.  Rose  blamed  the  networks  for  Elvis  Presley. 

That  is  the  kind  of  crack  that  should  provoke  any  red-blooded 
network  executive  to  invite  Mr.  Rose  to  step  outside.   But  we  sus- 

pect it  passed  relatively  unnoticed  amid  other  inanities  at  the  Celler 
hearings. 

Mr.  Rose  was  testifying  on  behalf  of  ASCAP,  which  he  said  was 

being  victimized  by  a  broadcasters'  plot  to  favor  BMI  music  which 
Mr.  Rose  said  was  "junk."  Mr.  Rose  said  the  great  ASCAP  stand- 

ards were  being  forced  off  the  air.  "It  is  the  current  climate  on  radio 
and  tv,"  he  said,  "which  makes  Elvis  Presley  and  his  animal  pos- 

turings  possible." To  hear  Mr.  Rose,  one  would  think  that  ASCAP  and  its  members 

were  on  the  verge  of  being  driven  out  of  business.  The  record  does 
not  support  him. 
ASCAP  is  taking  more  money  from  broadcasting  today  than  it 

did  before  the  advent  of  BMI.  Of  course,  it  would  be  taking  still 
hugher  sums  if  it  had  been  allowed  to  continue  its  monopoly  of  the 
music  business. 

In  testimony  of  ASCAP  witnesses  and  in  comments  of  Celler 

subcommittee  members  last  week,  BMI  was  charged  with  being  a 
monopoly.  That  is  a  curious  change  of  roles.  It  was  ASCAP  that 
so  monopolized  the  music  business  before  BMI  that  it  was  able 
to  charge  extortionate  fees.  Since  BMI  introduced  competition 
to  the  field,  music  costs  have  been  more  realistic  to  the  music  user 
and  yet  both  ASCAP  and  BMI  have  prospered. 

Under  ASCAP  and  BMI  competition,  the  whole  music  field  has 
profited,  and  public  interest  in  music  of  all  kinds  has  never  been 

more  intense.  The  fact  that  Mr.  Presley  and  rock  and  roll  are  en- 
joying momentary  popularity  should  not  be  allowed  to  obscure  the 

fact  that  better  music  abounds  on  the  nation's  airways. 

Broadcasting   •  Telecasting 
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Romper  Room 

packs  them  tin 

(Originated  on  WBAL-TV  .  .  .  now  dupli- 

cated in  format  in  44  leading  U.S.  cities!) 

THE  ROMPER  ROOM,  con- 

ducted by  Miss  Nancy,  is 

skillfully  custom  designed 

just  for  pre-school  young- 

sters. And  they  love  it,  and 

love  Miss  Nancy!  She's 

always  greeted  by  enthu- 
siastic crowds  at  shopping 

centers  —  where  she  makes 

frequent  appearances. 

Lei  Miss  Nancy  sell  your  product 
to  the  youngsters  .  .  and  to  their 

sisters  and  their  brothers  and  their 

cousins  by  the  dozens. 
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W  EH     -     V  Joins  the  exclusive  group  of  top 

TV  stations  represented  by 

TELEVISION  STATION  REPRESENTATION 

New  York  «  Chicago    St.  Louis    San  Francisco    Los  Angeles  Boston 

home  office:  477  Madison  Avenue,  New  York  22,  New  York 
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